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FOR  SAL
E : 

1400,000,000.00 

That's  what  the  2,217,000  people  in  Big  Aggie  Land  spent  in  retail  stores  last 

year.  You  can  buy  your  share  of  those  sales  by  selling  on  WNAX-570 

radio — the  only  medium  in  this  vast,  175-county,  farm-rich  market 

that  covers  it  all  —  sells;  jk  all  for  you. 

Your  Katz  man  handles  the  orders. 

A  WNAX-570  CBS  RADIO 
v^R/  PEOPLES  BROADCASTING  CORPORATION 

YANKTON,  SOUTH  DAKOTA 

Don  D.  Sullivan,  General  Manager 

Nick  Bolton,  Commercial  Manager 

PEOPLES  BROADCASTING  CORPORATION 
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metropolitan  markets  in  its  coverage  area : 

Lancaster,  Harrisburg,  York,  as  well  as 

in  numerous  other  cities — Gettysburg, 

Hanover,  Lebanon,  Chambersburg, 

Carlisle,  Lewistown,  etc.  In  short,  you 

find  that  WGAL-TV's  multi-city  cover- 

age costs  you  less  than  buying  single-city 

coverage.  Put  your  advertising  dollar  to 

work  producing  more — on  WGAL-TV. 

wgal
-tv LANCASTER,  PA. 

NBC  and  CBS 

STEINMAN  STATION  •  Clair  McCollough,  Pn 

Representative:  The  MEEKER  Company,  Inc.  •   New  York  •   Chicago  •   Los  Angeles  •   San  Francisco 
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closed  circuit 

FIRST  BIG  ONE?  •  NTA  Film  Network, 
which  has  had  tough  sledding  trying  to 

sell  its  "big  night"  programming  covering three  hours  of  serials  and  feature  films, 

primarily  on  Friday  nights,  starting  this 
fall,  understood  to  have  reached  agreement 

with  Colgate-Palmolive  Co.  for  "major" 
transaction.  Contract  expected  to  be  signed 
shortly  but  full  details  unavailable  as  to 
exact  amount  of  time  bought,  products  to 

be  advertised  and  agencies  involved  (C-P 
has  several).  Minimum  of  115  stations  re- 

ported involved  in  purchase. 
• 

Put  down  as  one  of  owners  of  KIRO- 
AM-TV  Seattle,  Wash.,  Edward  R.  Mur- 
row,  CBS  commentator  and  onetime  mem- 

ber of  CBS  board.  It  came  to  light  last 
week  that  Mr.  Murrow  bought  1,800 
shares  in  Queen  City  Broadcasting  Co., 

licensee  of  Seattle  stations  last  March  mak- 
ing him  0.71%  stockholder.  He  bought 

them  from  Queen  City  board  member  Jo- 
seph E.  Muckley,  Seattle  businessman 

(logging,  transportation,  banking)  for 
$11.45  a  share.  This  leaves  Mr.  Muckley 

with  400  shares  (.156% ). 
• 

KNAC-TV  SALE  •  Sale  of  KNAC-TV  Ft. 
Smith,  Ark.  (ch.  5),  by  Harry  Pollock  and 

Harry  Newton  Co.  to  Donald  W.  Reyn- 
olds, owner  of  KFSA-AM-FM-TV  Ft. 

Smith  (ch.  22)  and  other  radio-tv  and  pub- 
lishing properties,  for  $350,000  plus  as- 

sumption of  liabilities  estimated  at  about 
same,  has  been  agreed  upon.  Sale  is 

subject  to  exercise  of  30-day  option  by 
George  T.  Hernreich,  formerly  half-owner 
of  station,  to  buy  KNAC-TV  for  same 
price.  KNAC-TV  expansion  program  in- 

cluding maximum  power  and  new  studios 

would  not  be  affected,  nor  would  manage- 
ment change. 

Barring  unexpected,  FCC  Chairman 
John  C.  Doerfer  will  leave  Sept.  12  for 
International  Telecommunications  Union 

conference  at  Geneva  which  begins  Sept. 
29.  He  is  chairman  of  U.  S.  delegation. 
He  probably  will  be  abroad  for  six  weeks 
to  two  months.  During  his  absence,  Comr. 
Rosel  H.  Hyde,  senior  member,  will  be 
acting  FCC  chairman. 

• 

PRIVATE  LINE  •  Prospects  are  good  that 
FCC  shortly  will  issue  proposed  rulemak- 

ing looking  toward  giving  television  li- 
censees in  remote  areas  option  of  installing 

their  own  private  line  microwave  relays  or 
of  leasing  them  from  common  carrier, 
such  as  AT&T.  Under  existing  regulations, 
private  relays  are  authorized  only  until 
common  carrier  facilities  are  available. 
Contention  of  licensees  is  that  installation 

and  maintenance  of  private  lines  are  pos- 
sible at  fraction  of  common  carrier  cost. 

• 

New  tv  film  distribution  firm  is  being 

Broadcasting 

organized  by  Jack  Wrather,  already  active 
in  motion  pictures,  tv  film  production  and 
station  ownership.  Company  is  in  process 

of  selecting  top  personnel  with  Walter 
Kingsley,  general  manager  of  syndication 
sales  for  Ziv  Television  Programs,  slated 
to  become  vice  president  in  charge  of  sales. 
Company  holds  distribution  rights  to 
Sergeant  Preston  of  the  Yukon  and  plans 

to  acquire  other  properties.  Wrather  or- 
ganization controls  KFMB-AM-TV  San 

Diego  and  KERO-TV  Bakersfield,  and 
owns  Disneyland  Hotel  and  The  Lone 
Ranger. 

BEAUTY  PARLOR  SPAT  •  Tv  commer- 

cial for  Max  Factor's  "Natural  Wave" 
hair-curler  has  stirred  indignation  of  Na- 

tional Hairdressers  &  Cosmetologists 
Assn.,  which  has  50,000  members  in 

beauty  business.  Hairdressers'  group  ob- 
jects to  claims  for  do-it-yourself  hair- 

curler,  described  on  NBC-TV  Polly  Bergen 

show  May  3 1  as  changing  "structure  of 
your  hair  from  naturally  straight  to  curly." 
NBC-TV  silent  but  admits  receiving  com- 

plaint. Copy  was  prepared  by  Doyle  Dane 
Bernbach  agency,  which  has  since  been 

replaced  by  Kenyon  &  Eckhardt.  It's 
understood  complaint  was  made  to  NAB 
Tv  Code  Board. 

NBC-TV  seems  to  be  the  network  most 

likely  to  bring  comedy  back  to  air  next 
season  with  deal  now  about  to  be  signed 

with  Colgate-Palmolive  Co.,  New  York, 
for  sponsorship  of  George  Burns  show 

(without  Grade  Allen)  Friday  9:30-10 
p.m.  Network  also  has  Milton  Berle  and 
Ed  Wynn  returning  to  regular  shows  next 
season  in  addition  to  Steve  Allen  and 
Groucho  Marx. 

• 

LETTER  WRITERS  •  FCC  public  dock- 
ets, which  usually  are  used  by  attorneys 

and  others  interested  in  status  of  pending 

cases,  have  been  given  going-over  by 
swarms  of  newsmen  since  disclosure 

through  activities  of  House  Legislative 
Oversight  Committee  of  alleged  attempts 

to  "influence"  Commission  actions.  Recent 
headline  in  Detroit  News  read:  "FCC  Files 

Bulge  with  Pleas  Sent  by  Congressmen." 
All  communications  addressed  to  Commis- 

sion involving  pending  cases  go  into  public 

file.  Tip:  "Personal"  letters  addressed  to 
individual  commissioners  do  not. 

• 

National  Audience  Board,  with  aid  of 

group  of  psychologists,  plans  to  conduct 

comprehensive  survey  of  nation's  televi- 
sion editors  on  question  of  pay  tv  vs.  free 

tv.  Questionnaire,  now  in  developmental 

stage,  probably  will  be  dispatched  about 
Sept.  1.  Project  is  being  underwritten  by 
Peter  Goelet,  president  and  founder  of 
National  Audience  Board. 

LAWRENCE  TUBE  •  Allen  B.  DuMont 
Labs  will  continue  work  on  developing 

Lawrence  one-gun  color  tube  for  incor- 

poration in  lower-priced  color  tv  set.  Du- 

Mont's  tv  tube  is  not  affected  by  Emerson's 
acquisition  of  DuMont  consumer  products 

line  (see  story,  page  74).  DuMont  is  li- 
censed via  Chromatic  Labs  (Paramount 

Pictures  owned)  to  develop  tube,  and  it's 
understood,  once  prototype  is  workable 
in  set  design,  DuMont  would  manufacture 
tubes. 

Look  for  announcement  shortly  that 
Grant  Tinker,  tv  account  supervisor  at 
McCann-Erickson,  New  York,  will  switch 

to  Warwick  &  Legler,  New  York,  as  di- 
rector of  tv  programming,  newly  created 

position.  It  is  understood  Mr.  Tinker  will 
be  concerned  principally  with  Revlon  Inc. 
network  programming. 

MAN  OF  YEAR?  •  Quips  about  Bernard 
Goldfine  are  order  of  day.  One  applicable 

to  broadcasting  is  that  Goldfine  should 

receive  Broadcasters'  Man  of  the  Year 
Award  because  of  service  performed  in 

diverting  House  Oversight  Committee  in- 
quisition from  FCC. 

Comr.  Craven  was  absent  from  FCC 
last  week  because  of  poison  ivy  outbreak, 
and  therefore  could  not  testify  on  his 

memorandum  at  windup  of  Senate  Com- 
merce Committee  hearings  last  Tuesday 

(July  1).  His  memorandum,  however,  be- 
came one  of  focal  points  of  discussion,  and 

Commissioner  therefore  issued  statement 
from  his  home  explaining  purpose  of  plan 

(see  page  50). 

GET  SHOW  MOVING  •  There  will  be 
no  lull  in  effort  of  FCC  to  formulate  new 

tv  allocations  plan.  FCC  was  told  last 
week  by  Senate  Commerce  Committee  to 

get  busy.  First  informal  approach  to  mili- 
tary on  possible  channel  swap  to  provide 

minimum  of  25  contiguous  channels  for 
tv  is  scheduled  tomorrow  (July  9)  between 
Comr.  T.  A.  M.  Craven  and  high  military 

brass.  Latter  group  expected  to  include 

Paul  Goldsborough,  communications  ad- 
visor to  Secretary  of  Defense  Neil  McEl- 

roy.  Craven  proposal  is  part  of  overall 
FCC  allocations  study  ordered  three  weeks 

ago  (text,  Craven  Memorandum,  Govern- 
ment, June  23). 

General  Mills  Inc.,  Minneapolis,  in  ad- 
dition to  buying  sports  programs  preceding 

major  sports  events  on  NBC-TV  expected 
to  buy  four  quarter  hours  of  daytime 
shows  on  one  weekday  on  that  network. 
Tatham-Laird,  Chicago,  is  agency. 
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They  buy  as  a  family . . . 

because  they  were  sold  as  a  family . . . 

by  their  local  Meredith  station! 

KANSAS   CITY  KCAAO  KCMO-TV  The    Katz  Agency 

SYRACUSE  WHEN  WHEN-TV  The   Katz  Agency 

PHOENIX  KPHO  KPHO-TV  The    Katz  Agency 
OMAHA  WOW  WOW-TV  John  Blair  &  Co.- Blair-TV 

TULSA  KRAAG  John    Blair  &  Co. 

Meredith  Stations  Are  Affiliated  With  BETTER  HOMES  and  GARDENS  and  SUCCESSFUL  FARMING  Magazines 
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THE  WEEK  IN  BRIEF 

The  "Top  40"  Radio  Controversy — Vocal  groups  of  inde- 
pendents claim  NBC  Spot  Sales'  timebuyer  poll  resulted  from 

"loaded  questions,"  call  it  a  negative  approach  and  point  to 
their  increased  share  of  national  business.  Page  27. 

Backing  the  Dealer — Libbey-Owens-Ford's  advertising  chief 
reports  on  manufacturers  strong  tie-ins  for  distributors.  Page 
32. 

The  Harris  Spotlight— WHDH-AM-TV's  Choate  denies  any 
role  in  demise  of  Boston  Post  as  charged  before  subcommit- 

tee. Attorney  Dempsey  shouts  from  audience  that  witness  Fox 

is  a  "liar."  Outside  hearing  room,  several  bills  are  introduced 
affecting  investigations  and  FCC.  Page  60. 

The  Eastman  Stride — New  representative  firm  officially  opens 
with  seven  radio  stations,  plans  further  expansion.  Page  66. 

FTDA  Drops  Grant — After  16-year  association,  florists'  Tele- 
graph Delivery  Assn.  cancels  contract  with  Grant  Adv. 

FTDA's  investment  of  about  $2.6  million  in  tv  (more  than 
90%  of  the  budget)  is  reported  as  a  possible  reason  for  the 
move.  Page  32. 

50  Years  and  $75  Million  Later — Compton  Adv.  celebrates 
its  golden  age  this  month.  On  books  at  half-century  mark: 
two  dozen  clients  and  $75  million  in  billings.  Page  37. 

DuMont  Out  of  Set  Making — Emerson  Radio  buys  out  Allen 
B.  DuMont's  consumer  products  division.  DuMont  sees  cash 
inflow  helpful  in  bolstering  remaining  business.  Page  74. 

Setmakers  See  Business  Lift — Admiral,  Motorola  and 
Zenith,  all  Chicago,  are  optimistic  over  prospects  for  set  sales 
during  the  last  half  of  1958,  though  sales  were  down  for  first half.  Page  74. 

Newsier  News — Videotaping  process  opens  up  new  vistas  in 

network  news  operations  as  NBC  news  details  "electronic 
syndication  system"  allowing  affiliates  to  record  and  use  net- 

work-originated newsfilm  reports  locally;  CBS  "shortly"  will 
launch  its  own  "cable  program."  Page  40. 

Unwanted — CBS  News'  Daniel  K.  Schorr,  on  home-leave 
from  his  permanent  Moscow  assignment,  is  refused  return 
ticket  to  USSR  by  Soviets  who  give  unexplained  nyet  to 

network's  re-entry  visa  application,  urge  network  to  send 
"someone  else."  Dr.  Frank  Stanton  and  Secretary  of  State 
protest.  Page  40. 

Tv  Network  Time  Billing  Still  Rising — Gross  up  10.5%  in 
May,  13.3%  for  five-month  period.  January-May  period 
totaled  nearly  $240  million,  gain  of  over  $28  million  over 
same  months  a  year  ago.  Page  42. 

Medical  Group  Agrees — AMA  approves  NAB  move  for 
voluntary  screening  of  objectional  ads,  frowns  on  self-medi- 

cation commercials.  Page  80. 

Media  Dollar  Battle  Stiffens — American  Newspaper  Pub- 

lishers Assn.'s  Bureau  of  Advertising  announces  "new  selling 

program"  to  bring  merits  of  newspaper  advertising  to  "the 
psopls  who  make  the  media  decisions."  Intensified  program  of 
comparative  media  research,  convention  attendance,  promo- 

tions and  advertiser  and  agency  solicitations  planned.  Page  81. 

The  Current  Situation  in  Tv — Broadcasting's  quarterly 
Telestatus  reports  on  present  and  planned  television  stations 
with  rates,  representation  and  other  helpful  information  for 
the  timebuyer.  Also:  latest  showsheets  of  network  program- 

ming. Page  95. 

Film  Directors,  Producers  Shake — Agree  on  new  contract 
after  more  than  four  months  of  meetings.  Page  48. 

Urges  More  Vhf  Room — Magnuson  tells  military  and  FCC 
to  work  toward  more  vhf  space  for  broadcasters;  announces 
Senate  Commerce  Committee  will  take  up  Potter  resolution 
calling  for  investigation  of  all  allocations.  Page  50. 

More  Comments  on  CATV — Broadcaster  group  suggests 
FCC  ask  for  statutory  authority  to  prevent  unauthorized  use 

of  a  tv  station's  signal.  Others  argue,  pro  and  con,  on  CATV 
and  boosters.  Page  51. 

Harris  Constituent  Heard — FCC  examiner  rebuffs  B.  J.  Par- 

rish  of  KOTN  Pine  Bluff,  Ark.,  in  hearing  at  which  latter 

aired  "charges"  against  favored  Pine  Bluff  grantee.  Parrish 
testimony  was  stricken  from  record  as  unsupported,  hearsay 
and  conclusionary.  Page  56. 

Network  Editorials  Cleared — FCC  answers  protests  by  Skia- 
tron  Electronics  &  Tv  Corp.,  saying  it  sees  no  violation  by 

networks  in  editorials  on  pay  tv.  Page  57. 

Rebelling  Musicians  Gain  Point — Supreme  Court  dismisses 

appeal  that  sought  to  bar  California  court  hearing  on  MGA's 
move  against  payments  to  AFM  trust  fund.  Page  59. 

Commercial  Sound — Your  jingle  may 
sound  "urban"  to  rural  ears,  warns  Harry  K. 
Renfro,  radio-tv  director,  D'Arcy  Adv.,  St. 
Louis.  He  tells  how  to  snare  the  country  cus- 

tomer in  Monday  Memo.  Page  105. 

MR.  RENFRO 
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The  man  of  a  thousand  voices  .  .  . 

is  another  one  of  the  50,000  watt  reasons  why  50,000  watt  WDGY  is  first 

morning  .  .  .  afternoon  .  .  .  and  all  day  in  Minneapolis-St.  Paul  with  28.2%* 

50,000  watts  are  fine  .  .  .  and  WDGY  has  them.  But  coverage 

alone  doesn't  get  you  audience.  A  50,000  watt  station  needs 
50,000  watt  personalities,  to  match.  Like  Stanley  Mack,  here. 

Stanley's  the  man  of  a  thousand  voices  .  .  .  dialectician  par  excel- 
lence .  .  .  legitimate  stager  .  .  .  vaudevillian  .  .  .  radioactor  (Sam 

Spade  series)  .  .  .  and  singer  and  drummer  to  boot.  Stanley  is 
typical  of  the  sound  and  force  which  have  made  WDGY  first 
morning,  afternoon  and  all  day  on  Hooper  and  first  per  Pulse, 

as  well  .  .  .  and  of  the  "response-ability"  which  is  giving  WDGY 
its  biggest  billings  ever !  For  Twin  ..Cities  coverage,  personality 
and  audience  .  .  .  talk  to  the  Blair  man  ...  or  WDGY  g.  m. 
Jack  Thayer. 

*  Hooper,  May-June,  1958 

noNS 

f  TODD E  

S    RADIO    FOR    TODAY'S  SELLING 
,  PRESIDENT  •  HOME  OFFICE;  OMAHA,  NEBRASKA 

WDGY 

the  50,000  watt  station  with 

the  50,000  watt  personalities 

MINNEAPOLIS-ST.  PAUL 

WDGY  Minneapolis  St.  Paul 
REPRESENTED  BY  JOHN  BLAIR  &  CO. 

WHB  Kansas  City 
REPRESENTED  BY  JOHN  BLAIR  &  CO. 

WTIX  New  Orleans 
REPRESENTED  BY  ADAM  YOUNG  INC. 

WQAM  Miami REPRESENTED  BY  JOHN  BLAIR  &  CO. 
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at  deadline 

FCC  FROWNS  AT  NETWORK-STATION  MOVES, 

BUT  FINDS  NO  CAUSE  FOR  DISCIPLINING 

FCC  rapped  knuckles  of  three  tv  net- 
works— and  two  tv  stations — told  all  not 

to  do  it  anymore,  and  forgave. 
In  individual,  lengthy  and  particularized 

letters  sent  Thursday  (July  3)  to  ABC,  CBS 

and  NBC  and  to  WMAL-TV  Washington 
and  KBTV  (TV)  Denver,  FCC  weighed 
allegations  that  network  rules  had  been 
violated  and  found  that  although  there 
was  some  substance,  no  clearcut  violations 
appeared  in  most  instances. 

Purported  violations  showed  up  first  in 
Barrow  Report,  issued  last  October  follow- 

ing two-year  investigation  of  networking 
by  special  study  staff  under  Roscoe  L. 
Barrow,  U.  of  Cincinnati  Law  School  dean. 
Commission  wrote  to  all  networks  and  sta- 

tions apparently  involved,  collated  and 
weighed  answers. 

Essence  of  Thursday's  letters: 
•  ABC — No  violation  of  tie-in  between 

rate  increases  and  program  clearances.  No 

harm  in  discussing  these  two  items  to- 
gether, but  rate  increases  must  not  be  con- 

ditioned on  further  program  clearances. 
No  violation  that  network  checked  with 

affiliate  in  one  community  before  affiliating 
with  another  station  in  neighboring  area. 
In  one  instance  here,  Commission  said, 

moving  party  was  station,  not  network. 
Violation  found  in  two  instances  where 

network  tied  in  question  of  equalization  of 

stations'  spot  rates  with  network  rates.  This 
alluded  to  WMAL-TV  and  KBTV.  Both 
stations  were  told  actions  were  infractions 

of  network  rules,  but  since  network  was 

moving  force,  stations  not  held  culpable. 
•  CBS — No  violation  that  it  extracted 

promises  of  clearances  in  discussing  affilia- 
tions with  Hartford  Telecasting  Corp. 

(applicant  for  ch.  3  in  Hartford,  Conn.), 

WIS-TV  Columbia,  S.  C,  and  WGAL- 
TV  Lancaster,  Pa.,  since  no  arrangements 

consummated.  But,  Commission  said,  dis- 
cussions with  Hartford  Telecasting  and 

WGAL-TV  were  contrary  to  intent  of  rule, 
Evidence  insufficient  that  (1)  network  tied 

program  clearances  to  questions  of  rate 
increases  in  conversations  with  WBTV  (TV) 

Charlotte,  N.  C;  WCSC-TV  Charleston, 
S.  C;  (2)  that  network  discussed  affilia- 

tion with  stations  in  other  markets  with 

affiliates  in  nearby  markets,  involving  KMT- 
TV  Omaha,  WNAC-TV  Boston  and  WCCO 
Minneapolis;  (3)  that  network  checked  with 
affiliate  before  offering  program  not  desired 

by  affiliate  to  another  station  in  same  mar- 
ket, involving  WCAU-TV  Philadelphia, 

WDTV  (now  KDKA-TV)  Pittsburgh  and 
KOTV  (TV)  Tulsa. 

Insufficient  evidence  also  found  that  net- 

work tied  network  rate  increases  to  equaliza- 

tion of  stations'  spot  rates  in  11  instances 
— but  activities  contrary  to  purpose  and 
intent  of  rule  with  respect  to  six  stations 

and  less  clear  but  contrary  with  regard  to 
five  others.  Commission  said  CBS  Spot 
Sales  had  cooperated  with  CBS  Network 
in  trying  to  accomplish  this. 

•  NBC — No  infraction  found  that  net- 

work tried  to  use  promise  of  increase  in  net- 
work rates  to  prevent  stations  from  carry- 

ing programs  of  other  networks — but  ob- 
jected to  interpretation  of  NBC  that  such 

move  not  contrary  to  regulations.  No  viola- 
tion found  that  network  checked  with  af- 

filiate before  affiliating  with  another  sta- 
tion in  nearby  market — but  found  violation 

on  part  of  Crosley  Broadcasting  Corp. 
threatening  network  on  subject  (this  action 
already  taken  last  May  in  letter  to  Crosley; 

Government,  May  26).  Found  no  viola- 
tion that  network  tried  to  tie-in  equalization 

of  spot  rates  of  affiliates  with  network  rates, 

Y&R,  General  Foods  Go  ABC-TV 
For  $13.3  Million  Daytime  Buy 

Young  &  Rubicam,  for  General  Foods, 

has  signed  with  ABC-TV  for  substantial 
blocks  of  daytime  programming  [Closed 

Circuit,  June  16].  Time  costs  for  40  quar- 
ter hours  weekly  is  $13.3  million.  General 

Foods  is  expected  to  take  20  quarter  hours. 
Of  budget,  60%  is  new  money  for  tv,  other 
40%  expected  to  come  from  casualties  of 
some  NBC-TV  and  CBS-TV  shows. 

Pact  calls  for  "cooperative  programming" 
between  ABC-TV  and  Y  &  R.  If  ABC-TV 
comes  up  with  show  that  Y&R  disapproves, 
agency  can  veto  and  vice  versa.  At  least  20 
shows  are  being  considered  for  daytime 
schedule  which  runs  11  a.m.  to  3:30  p.m. 
Only  show  set  at  moment  is  Peter  Lind 

Hayes  and  Mary  Healy,  12-12:30  p.m.  clock 
time,  which  probably  will  be  on  tape.  Week- 

ly production  budget  for  each  of  five  daily 

quarter  hour  strips  reportedly  will  be  $25,- 
000. 
Two  other  agencies,  Sullivan,  Stauffer, 

Colwell  &  Bayles  and  Dancer-Fitzgerald- 
Sample  are  said  to  be  considering  buys  in 

ABC-TV  daytime  operation. 

'Special  Six'  New  ABC  Film  Entry 

ABC  Film  Syndication's  Proven  Programs 
Div.  is  announcing  today  (July  7)  availabil- 

ity of  new  "Special  Six"  package  of  J. Arthur  Rank  feature  films.  Included  are 

"Hamlet,"  "The  Cruel  Sea,"  "The  Lady 

Vanishes,"  "Hungry  Hill,"  "Colonel  Blimp," 

and  "Rocking  Horse  Winner." 

KVOA  Tucson  Sold:  $156,750 

KVOA  Tucson,  Ariz.  (1290  kc,  1  kw), 

sold  by  Clinton  D.  McKinnon  and  as- 
sociates to  Sherwood  R.  Gordon  for  $  156,- 

750.   Ch.   4  KVOA-TV  not  involved  in 

BUSINESS  BRIEFLY 

Late-breaking  items  about  broadcast 

business;  for  earlier  news,  see  Adver- 
tisers &  Agencies,  page  32. 

DR.  PIERCE  PRESCRIBING  •  Pierce's 

Proprietaries,  Buffalo,  for  Dr.  Pierce's  Gold- 
en Medical  Discovery  (tonic)  about  to  be- 

gin lining  up  availabilities  for  10-week  long 
radio  drive  to  begin  second  week  in  October. 
Early  morning  radio  is  being  sought  by 
Emil  Mogul  Co.,  N.  Y. 

AT&T  ON  MUTUAL  •  In  its  first  use  of 
Mutual  as  advertising  medium,  AT&T, 

N.  Y.,  has  bought  year-long  campaign  start- 
ing today  (July  7),  reported  about  $500,000 

in  billings.  AT&T  using  13  five-minute  news- 
casts weekly,  plus  twenty-six  20-second 

adjacencies  weekly,  to  advertise  more  eco- 
nomical after-6  p.m.  Daily  telephone  calls 

plus  weekend  long-distance  calls.  Agency: 
N.  W.  Ayer  &  Son,  Philadelphia. 

TV  SPOT  FOR  SCHICK  •  Eversharp 
Schick  Razor,  N.  Y.,  planning  tv  spot  sched- 

ule to  break  July  21  in  about  40  markets 

using  one  minutes,  Sunday  through  Satur- 
day, in  availabilities  to  reach  male  audience. 

Compton  Adv.,  N.  Y.,  is  agency. 

OKLA.  OIL  TO  NL&B  •  Oklahoma  Oil 

Co.,  Chicago,  appoints  Needham,  Louis 
&  Brorby,  same  city,  to  handle  $1.4  million 

account.  Company  plans  expansion  into 
Indiana,  Iowa  and  other  states,  becoming 

regional  advertiser.  Oklahoma  allocates 
about  65%  of  budget  for  tv  and  25% 

for  radio.  Joseph  Builbeault,  owner  of 

Maryland  Adv.,  reportedly  resigned  account 
because  of  conflict  posed  by  directorship  in 

parent  Standard  Oil  Co.  of  New  Jersey  and 

Oklahoma's  desire  for  "expanded  agency 

service."  Among  firm's  radio-tv  properties: 
one-half  sponsorship  of  Chicago  White  Sox- 

Cubs  games  on  WGN-TV  and  one-quarter 
of  Sox  broadcast  on  WCFL  there. 

transaction.  Mr.  Gordon  also  owns  WSAI- 

AM-FM  Cincinnati,  KGUZ  and  KTYL-FM 
Mesa,  Ariz.,  and  WILD  Birmingham,  Ala. 
Mr.  McKinnon  owns  KOAT-TV  Albu- 

querque, N.  M. 

KCMO-TV  Takes  'Em  All 
Associated  Artists  Productions  has  sold 

remainder  of  Warner  Bros,  library  (for  total 

of  nearly  700  features)  to  KCMO-TV  Kan- 
sas City.  Though  no  price  on  this  new  sale 

to  KCMO-TV  was  given  Thursday  by  AAP, 
figure  understood  to  be  about  $750,000  for 
this  transaction  alone.  Full  library  is  now 
sold  in  43  markets. 
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PEOPLE 

NEW  SPORTS  BILL  THREAT  TO  BROADCASTS 

at  deadline 

Broadcasts  of  professional  baseball  games 
as  well  as  hockey,  basketball  and  football, 

face  possible  crippling  or  death  in  legisla- 
tion exempting  organized  sports  from  anti- 
trust laws.  Senate  Antitrust  Subcommittee 

will  open  hearings  July  9  under  chairman- 
ship of  Sen.  Estes  Kefauver  (D-Tenn.). 

NAB,  acting  on  board  instructions  [At 
Deadline,  June  23]  has  asked  for  chance 

to  appear  in  opposition  to  bill.  At  stake 
are  radio  and  tv  coverage  of  major  sports, 
inasmuch  as  bill  would  give  commercial 

sports  operators  freedom  to  set  up  barriers 

keeping  broadcasts  out  of  areas  within 
75  miles  of  major  or  minor  league  cities. 
Commercial  sports  projects  involving 

many  millions  in  advertising  could  be  arbi- 
trarily suppressed  at  pleasure  of  clubs, 

under  provisions.  Victor  R.  Hanson,  Assist- 

ant Attorney  General  in  charge  of  Anti- 
trust Div.  of  Dept.  of  Justice,  has  sharply 

criticized  proposed  75-mile  broadcast  barrier 

proposed  by  National  Assn.  of  Professional 
Baseball  Leagues. 

FCC  to  Consider  New  Ways 

To  Use  FM  Multiplexing 

Growing  interest  in  commercial  use  of 

fm  multiplexing  (mx)  sparked  FCC  action 

Thursday  (July  3)  calling  for  study  of  spe- 
cialized services.  Commission  will  decide, 

after  reviewing  comments,  whether  to  take 
action  broadening  its  rules  to  permit  more 

types  of  service.  Comments  will  be  received 
up  to  Sept.  2. 

Fm  broadcasters  have  proposed  such  mx 
commercial  services  as  price  quotations, 
facsimile,  stock  market  reports,  paging 
services,  baseball  networking  and  traffic  light 
control.  Commission  noted  stereophonic 

broadcasting  has  been  proposed  both  as  im- 
proved aural  service  and  as  type  of  sub- 

sidiary communications  "similar  to  that 
which  may  now  be  offered  on  a  subscription 

basis." 
Original  change  in  FCC  rules  to  permit 

commercial  use  of  fm  subcarriers  was 

adopted  March  16,  1955. 

KQUE  Albuquerque:  $284,700 

Radio  station  sale  announced  Friday,  sub- 

ject to  usual  FCC  approval:  KQUE  Albu- 
querque, N.  M.,  sold  by  W.  N.  Schnepp, 

Robert  Williams  and  others  to  Dandy 

Broadcasting  Corp.  (WPEO  Peoria,  111.), 
for  $284,700.  Mr.  Schnepp  holds  interest  in 

KUSN  St.  Joseph,  Mo.  Mr.  Williams  will 

remain  as  sales  manager  of  KQUE.  Dandy 
stockholders  are  Kenneth  R.  Greenwood, 

Robert  Chapin  (both  Peoria)  and  Lee 

Vaughn  and  Merritt  Owens  (both  of  Kansas 

City).  Broker:  Blackburn  &  Co. 

In  letter  to  Paul  A.  Porter,  attorney  for 
baseball  commission,  Mr.  Hanson  noted 

that  under  proposed  rule  each  baseball  club 
in  major  and  minor  leagues  would  agree 

not  to  telecast  any  of  its  games  from  sta- 
tion located  outside  its  home  territory  and 

in  home  territory  of  any  other  league  club 
on  day  such  other  club  is  to  play  home 
game.  Home  territory  would  be  defined  as 
75-mile  radius  from  ball  park. 

Mr.  Hanson  pointed  out  that  similar 
rule  adopted  by  majors  in  1946  was  repealed 
in  1951  at  Dept.  of  Justice  urging  on  ground 

it  violated  Sherman  Act.  He  added  75-mile 

rule  "might  well  preclude  the  American 
public  from  all  chance  to  view  on  tv  the 

bulk  of  professional  baseball  games." 
Senate  subcommittee  hearing  will  open 

with  list  of  big-name  baseball  players  as 

favorable  witnesses.  Justice  Dept.  and  Fed- 
eral Trade  Commission  will  testify.  Hearings 

are  expected  to  last  about  week.  Only  op- 
ponents to  bill,  besides  NAB,  are  expected 

to  be  two  federal  agencies. 

$3,636,750  in  Sales  Approved 

Among  station  sales  approved  by  FCC, 
announced  Friday: 

•  KFMB-AM-TV  San  Diego,  Calif.; 
KERO-TV  Bakersfield,  Calif.;  KYAT  (TV) 

Yuma,  Ariz. — Control  transferred  from  J. 
D.  Wrather  Jr.,  Maria  Helen  Alvarez  and 

Edward  Petry  Co.  to  Marietta  Investment 
Corp.  (Wrather  and  Petry),  for  $2,916,750. 
Mr.  Wrather  also  holds  grant  for  uhf 
channel  in  Boston.  Transfer  made  without 

prejudice  to  Commission  action  in  KYAT 
(TV)  extension  of  cp  application  (see  page 56). 

•  WGRC  Louisville,  Ky.— Sold  to  Mc- 
Lendon  Corp.  for  $720,000.  McLendon 
Corp.  also  owns  KLIF  Dallas,  KTSA  San 

Antonio,  both  Texas,  and  KTBS-AM-FM 
Shreveport,  La. 

WGH  Queried  on  Program  Balance 

FCC  Thursday  advised  WGH  Newport 

News-Norfolk  hearing  is  necessary  on  sta- 

tion's renewal  application  because  of  "over- 
all programming."  In  McFarland  letter, 

Commission  asked  why  WGH's  program- 
ming does  not  measure  up  to  percentages 

for  various  classifications  specified  in  pre- 
vious renewal  applications. 

FCC  had  sent  earlier  inquiry  to  station 
and  WGH  revised  programming  to  meet 
alleged  lack  of  discussion  and  educational 

shows.  This  action,  however,  has  not  satis- 
fied FCC,  which  also  has  queried  number  of 

Atlanta  outlets  regarding  purported  pro- 
gramming imbalance  [Closed  Circuit, 

March  31;  Government,  April  14],  but 
has  done  nothing  as  yet  on  renewal  of  these 
stations. 

JOHN  EDWARD  GRIMM  III,  director  of 

sales,  Sterling  Drug  Inc.'s  National  Brands 
Div.  (proprietary  drugs  and  household 
articles),  N.  Y.,  elected  vice  president. 
Joined  Sterling  last  year,  previously  had 
been  with  J.  B.  Williams  &  Co.,  Lever  Bros, 
and  Borden  Co. 

JACK  LUBELL,  executive  producer  of 

Sports  Programs  Inc.,  N.  Y.,  elected  vice 
president  of  company,  which  produces  live 
sports  shows  for  networks  and  regional hookups. 

ROBERT  L.  WHITEHEAD,  formerly  vice 

president  in  charge  of  San  Francisco  office 

of  Roy  S.  Durstine  Inc.,  N.  Y.,  named  ac- 
count executive  with  Guild,  Bascom  & 

Bonfigli,  San  Francisco. 

JOE  MORAN,  vice  president,  Young  & 
Rubicam,  N.  Y.,  for  almost  quarter  century, 
retired  Thursday  (July  3). 

JOHN  McARDLE,  account  executive  at 
WABD  (TV)  New  York,  named  general 

manager  of  sister  station  WTTG  (TV)  Wash- 
ington, succeeding  JAMES  BONFILS,  who 

leaves  station  today  (July  7)  after  "policy 

differences." LARRY  GUMBINNER,  traffic  manager, 

CBS-TV,  for  past  several  years,  appointed 
to  newly  created  post  of  manager,  network 

transmission  facilities  for  CBS-TV's  net- 
work affiliate  relations  department. 

WILLIAM  SELF,  tv  producer  (Frank 

Sinatra  Show  last  season  for  Hobart  Pro- 

ductions), joins  CBS-TV  Hollywood  today 

(July  7)  as  executive  producer. 

EARL  GAMMONS,  Washington  consult- 
ant, for  Storer  Broadcasting  Co.  and  former 

CBS  vice  president  in  Washington,  reported 

Friday  making  rapid  recovery  from  mild 
heart  spasm  suffered  June  27. 

FCC  Balks  at  Pay  Tv-Hinged  Bids 

Plaza  Radio  &  Tv  Co.  advised  by  FCC 

Thursday  (July  3)  its  applications  for  ch.  62 
Detroit-  and  ch.  30  St.  Louis — with  stipula- 

tion construction  will  not  begin  until  pay 

tv  authorized — cannot  be  granted  under  that 
stipulation  without  hearing.  There  are  no 

competing  applications.  Plaza  formerly 
held  uhf  permit  in  San  Francisco  which  was 

deleted  when  station  failed  to  begin  con- 
struction. Application  now  pending  to  re- 

place deleted  channel.  Comr.  Robert  E. 
Lee  dissented. 

Ch.  4  WTTV  (TV)  Bloomington,  111., 

Friday  petitioned  FCC  to  institute  rule- 
making which  would  shift  its  allocation  to 

Indianapolis. 

Two  New  Am's  Granted  by  FCC 

FCC  granted  two  new  radio  stations,  an- 
nounced Thursday  (July  3): 

•  Green  Cove  Springs,  Fla. — Ben  Aker- 
man,  1580  kc,  500  w,  daytime.  Mr.  Aker- 
man  is  general  manager,  WGST  Atlanta, 

Ga. •  Jonesboro,  La. — Jackson  Parish  Broad- 
casters (A.  H.  Colvin).  920  kc,  500  w, 

daytime,  engineering  conditions. 
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Exterior  builMng^ksignsv^je'ctta^ial  approval 
of  the  New  Hayen  Redevetopnient  Ageifcy-  ̂  

Announcing 

NHC's  New  $1,400,000  Building 

TRIANGLE  STATIONS 

New  Haven's  sweeping  redevelopment  program 

is  setting  an  inspiring  example  for  communities 

throughout  America.  We  are  gratified  that  the 

new  $1.4  million  WNHC  Building  will  be  one  of 

the  finest  in  the  great,  new  redevelopment  area. 

It  is  a  guiding  principle  of  the  Triangle  Stations 

to  provide  the  best  in  entertainment,  facilities 

and  community  service.  The  WNHC  Building — 

housing  broadcast  facilities  rivaling  any  in  the 

country— is  a  reflection  of  WNHCs  continuing 

faith  in  the  community  it  calls  home.  Now,  more 

than  ever  before,  only  ONE  can  do  the  job 

from  Massachusetts  throughout  Connecticut  to 

Long  Island. 

Operated  by:  Radio  and  Television  Div.  /  Triangle  Publications,  Inc.  /  46th  &  Market  Sts.,  Philadelphia  39,  Pa. 

WFIL-AM  •  FM  •  TV,  Philadelphia,  Pa.  /  WNBF-AM  •  FM  •  TV,  Binghamton,  N.  Y.  /  WHGB-AM,  Harrisburg,  Pa. 

WFBG-AM  •  TV,  Altoona-Johnstown,  Pa.  /  WNHC-AM  •  FM  •  TV,  Hartford-New  Haven,  Conn.  /  WLBR-TV,  Lebanon-Lancaster,  Pa. 

Triangle    National    Sales    Office,    4-85    Lexington    Avenue,    New    York    17,    New  York 

WNHC-AM  FM  TV 

HARTFORD  -   NEW    HAVEN,  CONN. 

Affiliated  with  American  Broadcasting  Company 
Represented  by  Blair-TV  and  McGavren  —  Quinn 





In  June,  for  the  fourth  consecutive  month,  NBC  Television 

Network  nighttime  programming  topped  all  competition, 

according  to  Trendex.  NBC  leads  the  second  network  by  8%, 

the  third  network  by  48  %.  This  latest  evidence  confirms  once 

again  NBC's  leadership  as  similarly  shown  month  after  month 
by  the  Nielsen  Multi-Network  Area  Report. 

In  terms  of  individual  time  periods,  NBC  has  scored  a  series  of 

dramatic  audience  gains  since  the  season  began. 

For  example,  NBC  now  comes  out  on  top  four  nights  out  of  seven 

. . .  wins  20  of  42  nighttime  half  hours,  seven  more  than  in  October 

and  almost  as  many  as  the  other  two  networks  combined. 

In  the  re-programmed  7:30-8  pm  time  period,  Monday-Friday, 

NBC  has  moved  ahead  54  %  since  October,  now  leads  one 

competitor  by  101%,  the  other  by  66%.  WAGON  TRAIN  has 

increased  its  share-of-audience  78%  since  October! 

Record-breaking  increases  like  these  put  the  finishing  touches 

on  a  season  which  has  seen  NBC  move  rapidly  to  the  top 

in  the  greatest  one-year  audience  shift  in  television's  history. 

NBC  TELEVISION  NETWORK 

Source:  Trendex  (Sunday  through  Saturday,  7:30-10:30  pm) 



IN  REVIEW 

JE
FF
'S
 

com 

Lassie  will  help  you  get  a  big 

profit  bite  out  of  your  market 

locally,  as  JEFF'S  COLLIE,  just 
as  she  has  done  for  her  network 

sponsors.  There  Lassie  trounc- 
ed every  program  series  placed 

against  it,  regardless  of  what 

it  was ...  quiz .. .  comedy . . .  drama 
.  .  .  adventure  .  .  .  live  or  film. 

Lassie  always  won  out.  In  fact, 

Lassie's  share  of  the  total  au- 
dience usually  equalled  the  share 

of  all  the  other  regular  net- 

work series  placed  in  opposi- 

tion —  put  together!  Already 

JEFF'S  COLLIE  has  been  signed 
up  for  New  York,  Chicago,  Los 

Angeles,  Philadelphia,  Detroit, 
Atlanta,  Dallas,  New  Orleans, 

Houston,  Boston,  Salt  Lake  City, 
Miami  and  over  100  markets.  For 

your  own  market,  phone  or  wire 

collect  Michael  M.  Sillerman, 
Television  Programs  of  America, 

Inc.,  488  Madison  Ave.,  N.  Y.  22, 
PLaza  5-2100. 

PLAYHOUSE  90 

Without  the  haunting  prohibition-era 
atmosphere  that  pervades  F.  Scott  Fitz- 

gerald's short  novel,  The  Great  Gatsby,  it 
is  doubtful  if  the  story  could  have  remained 
as  popular  as  it  has  since  the  first  printing 
in  1925.  The  book  is  a  mood-piece;  the 

mood  was  not  captured  in  last  Thursday's 
Playhouse  90  adaptation. 

To  make  plausible  the  weaknesses  in  the 
storyline  and  the  somewhat  puerile  actions 
of  the  characters,  the  producers  should 
have  made  an  effort  to  work  up  that  heady 

atmosphere  in  which  the  characters'  actions 
would  have  been  more  believable.  A  studio 

trumpeter  playing  a  ricky-tick  version  of 
"Yes  Sir,  That's  my  Baby,"  is  hardly  enough 
to  take  viewers  back  30  years.  (Effect  of  the 

flappers'  chemises  as  a  "period  costume" 
was  lessened  by  their  being  in  style  again.) 

But  the  production's  main  fault  was  the 
age  of  the  actor  who  played  the  title  role. 
Robert  Ryan  is  too  mature  to  play  the  part 
of  the  indigent  army  officer  overwhelmed 
by  a  rich  girl  at  a  party.  For  this  reason 

his  Jay  Gatsby — and  perhaps  the  whole 
play — never  got  off  the  pad. 

The  show  floated  from  commercial  to 

commercial  with  never  a  high  spot.  It  sank 
when  heroine  Jeanne  Grain  slipped  to  the 

floor  moaning,  "It's  Jay,  Jay." 
It's  a  pity,  too,  the  show's  host  did  not 

memorize  his   introductions   to   the  play. 

Seeing  someone  appear  to  read  his  lines 
above  the  tv  camera  is  enough  to  get  any 
show  off  to  a  false  start. 

Production  costs:  Approximately  $160,000. 

Sponsored  by  Bristol-Myers  through  BBDO, 
Kimberly-Clark,  through  Foote,  Cone  & 
Belding,    Pillsbury    Mills    through  Leo 
Burnett,   American   Gas  Assn.  through 

Lennen  &  Newell,  R.  J.  Reynolds  Tobac- 
co  through    William   Esty   and  Allstate 

Insurance  through  Leo  Burnett  on  CBS- 

TV  Thurs.  ("Gatsby,"  June  26),  9:30-11 
p.m.  EDT. 

Producer:  Martin  Manulis;  director: 
Franklin  Schaffner;  adapted  by  David 

Shaw  from  F.  Scott  Fitzgerald's  novel; 
associate  producer:  Peter  Conner;  as- 

sistant to  producer:  Peter  Nelson;  associ- 
ate director:  Lennie  Home. 

HAGGIS  BAGGIS 

As  the  temperature  rises,  competition  for 
merchandise  on  the  tv  quizzes  gets  hotter 

and  hotter.  The  industry's  "loot  conscious- 
ness" that  set  in  some  10  years  ago  with 

Stop  the  Music  is  being  perpetuated  on 

NBC-TV  by  a  new  quiz  game  called  Haggis 
Baggis.  Its  crass  concern  with  the  prizes 

offered — classified  as  "Haggis"  or  "Baggis" 
spoils — might  well  outdo  the  grabbiness  of 
The  Price  Is  Right  (where  contestants  bid 
on  what  they  deem  to  be  the  value  of  the 
loot).  Taken  as  a  whole,  Haggis  Baggis 

stands  out  these  summer  nights  (and  week- 
days to  boot)  as  a  massive  billboard  for 

advertisers  who  don't  buy  time. 
As  to  the  game  itself — four  players  try 

to  answer  questions  cross-filed  under  various 
categories  and  letters;  as  each  query  is  an- 

swered correctly,  another  patch  is  removed 

electronically  from  a  masked,  blown-up 

photo  of  some  celebrity.  The  first  contest- 
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ant  to  score  gets  first  crack  at  two  piles  of 

jackpot  loot — appliances,  autos,  furs,  trips 

abroad,  etc. — one  pile  being  "Haggis,"  the 
other  "Baggis."  Runners-up  also  vie  on  the 
clean-up.  Essentially,  this  outlandishly-titled 
program  is  a  variation  on  the  old  parlor 

word  game,  "Ghosts."  (What  so-called 
"new"  tv  quiz  game  these  days  isn't?) 

On  the  premiere  show,  host  Jack  Link- 
letter  (son  of  Art  Linkletter  of  People  Are 
Funny  and  Houseparty  fame)  welcomed 
four  contestants,  a  housewife,  a  truckdriver, 

an  exterminator  and  an  ex-WAF.  They 

proved  to  be  remarkably  perceptive — not 

just  in  picking  the  right  "faces"  but  also  the 
"right"  prizes.  The  daytime  version  of  Hag- 

gis Baggis  is  the  same  game,  played  five 
times  as  often  and  with  Fred  Robbins  as 
croupier. 

Production  costs:  Approximately  $11,000 

(Mon.  evening  version);  approximately 

$8,000  (daily  afternoon). 
Sustaining  in  color  on  NBC-TV,  Mon., 

7:30-8  p.m.  EDT  and  Mon.-Fri.  2:30-3 
p.m.  EDT.  Started  June  30. 

Produced  for  NBC  by  Rainbow  Produc- 
tions Inc.,  executive  producer:  Joe  Cates; 

producer:  David  Brown;  director:  Ted 
Nathanson;  unit  manager:  Steve  Weston; 

set  designer:  Norman  Davidson;  produc- 
tion supervisor:  Bill  Watts;  Technical  di- 

rector: Walter  Miller. 

SEEN  AND  HEARD 

While  30  or  40  million  viewers  sat  en- 
tranced a  week  ago  Sunday  (June  29)  by 

the  spectacular  acrobatics  of  the  Moiseyev 

company  on  the  CBS-TV  Ed  Sullivan  Show, 
some  30  or  40  recalcitrant  Americans  tuned 

in  NBC-TV  and  Steve  Allen,  who  offered 

a  no  less  spectacular  attraction  in  the  per- 
son of  Oscar  Levant.  Mr.  Levant  is  a 

sensitive,  gifted  pianist.  He  is  also  an  acrid 
commentator  on  things — animal,  vegetable 
and  mineral.  On  the  Steve  Allen  Show,  he 

engaged  in  a  verbal  duet  with  the  host  that 
extended  the  opening  bit  (according  to 
Mr.  Allen)  nine  minutes.  He  returned  to  sit 
on  a  piano  and  talk  about  pills,  people  and 

his  audience,  whom  he  capsuled  as  obvious- 
ly beneath  him.  He  concluded  by  playing 

Gershwin  and  nearly  fell  over  as  he  ac- 
knowledged the  tumultuous  applause  of  the 

recently  abused  audience.  With  the  help  of 
comedian  Don  Adams  and  singers  Dorothy 
Collins  and  Tony  Bennett,  it  was  a  bright 
hour  of  entertainment.  Even  so,  dialing 
Allen  instead  of  Sullivan  June  29  was  like 

being  the  only  one  at  an  uptown  party  to 

spurn  vodka  and  insist  on  Kentucky  bour- 
bon. 

As  a  public  service,  herewith  an  up-to- 

date  box-score  on  who's  claiming  what  on 

tv.  In  cigarettes,  Brown  &  Williamson's 
Viceroy  at  one  time  led  the  pack  with  20,- 
000  filter  traps;  later,  after  Philip  Morris 

Inc.'s  Parliaments  claimed  40,000  filter 

traps,  Viceroys  upped  its  own  count  to  22,- 
000  filter  traps.  It's  all  been  in  vain,  ap- 

parently. Now  American  Tobacco's  "im- 
proved" Hit  Parade  has  staggered  them — 

and  no  doubt  many  listener-viewer  imagina- 

tions— with  400,000 — count  'em,  Mr.  Fed- 
eral Trade  Commissioner — 400,000  filter traps. 

Broadcasting 



Young  ts° Rubicam9",c' 

Jldu&rtisvn? 

NEW  YORK  ■  CHICAGO  ■  DETROIT  ■  SAN  FRANCISCO  ■  EOS  ANGELES  ■  HOLLYWOOD  ■  MONTREAL  ■  TORONTO 
LONDON  ■  MEXICO  CITY  ■  FRANKFURT  ■  SAN  JUAN  ■  CARACAS 

This  dial  takes  much  of  the  "hit-or-miss"  out  of 
creating  TV  commercials  and  programs. 

The  Y&R  Audience  Jury  of  70  typical  viewers — 

different  every  time — uses  70  dials  like  this  to  pass 

on  clients'  commercials. 

The  verdict — recorded  on  a  moving  graph — is  a 
running  answer  to  whether  or  not  a  commercial  will 

arouse  and  sustain  the  viewers'  interest  and  how 
much  it  will  influence  them  to  buy. 

These  findings  are  one  more  part  of  Y&R's  con- 
stant, continuing  effort  to  make  each  commercial  as 

effective  as  possible. 
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HARLESTON,  W.  VA. 

e  SELLibrated 

(and  only  full  powered) 

(Central  Ohio) 

We're  proud  to  be  part  of  the 
great  CBS  basic  network. 

554,697  TV  homes  in  the  entire  Golden  (Central  Ohio)  Valley  (5  prime 
cities,  83  counties,  in  three  states)  covered  by  our  powerful  316  kw. 

and  1000  ft.  tower  will  now  be  able  to  enjoy  CBS'  top-rated  shows! 
Current  WHTN-TV  advertisers,  already  winning  substantial  audience 
increases  month  in  and  month  out,  will  now  have  the  entree  to  many 
thousands  of  additional  (loyal  CBS)  TV  homes,  at  no  additional  cost! 

And  new  WHTN-TV  advertisers  will  get  the  time  buy  of  all  time  .  .  . 
one  of  the  lowest  cost-per-thousand  rates  available  anywhere  .  .  .  because 
our  rates  have  not  gone  up  in  proportion  to  our  tremendus  growth. 

Get  the  dollars  and  cents  story  right  now  from  Petry. 

: • 
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MEN 

Amazing  discovery  for  time  buyers  in  important  Fresno  and 

San  Joaquin  Valley  market  is  that  the  consistent  lead  TV 

station  (KJEO-TV,  Fresno)  takes  all  strain,  pain,  hurry,  worry 
out  of  buying  yet  consistently  does  job  best.  Consult  with 

your  Branham  man  for  further  details.  We  GUARANTEE 

you'll  save  energy  .  .  .  get  more  for  your  money  on  KJEO- 
TV  Fresno.  ACT  TODAY! 

Oh, 

S*v\id\cy// 

Gad,  man,  I  can't  stand  tears.  But 
get  this  straight  ...  I  want  some 
alert,  wide-eyed  time  buying 
around  here.  Just  check  this  Cas- 

cade market.  It's  big,  Smidley, 
big!  KIMA-TV  with  its  satellites  is 
the  biggest,  exclusive  TV  buy  in  the 
West.  And,  mind  you,  it's  getting 
bigger  every  day.  A  billion-dollar 
market  that's  ours  with  one  single 
buy.  Now  let's  not  miss  it  again, 
huh,  Smid? 

Quite  a  market  .  .  . 

Population   563,875 
Retail  Sales  $657,655,000 

Source:  1957  "Survey  of  Buying  Power" 

NATIONAL  REP:  WEED  TELEVISION 

KIMA-TV YAKIMA,  WASHINGTON 
with  its  satellites 

KfPR-TV,  Pasco,  Wash. 
KLEW-TV,  Uwisten,  Idaho 

and  KB  AS- TV 
[phratQ,  Moses  Me,  Wash. 
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Little  Saving  Is  Expected  From  Pending  P
ay  Increases; 

Most  Families  Will  Adjust  Their  Living  
to  Higher  Incomes 
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Increases  for  67,000  Hard-to-Hire  Employes 
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RATALS 

Philly ! 

Being  FIRST  in  your  time 

slot  and  having  a  228% 

GREATER  ADULT  AUDI- 

ENCE th  an  your  nearest 

competitor,  is  good  tele- 

vision, but  when  you're  also 
sold  out,  back  to  back,  to  top 

national  sponsors  such  as  .  .  . 

•  Hollywood  Bread 

•  Doeskin  •  Wrigley  Gum 
•  Blue  Cross  •  Salada  Tea 

•  Lamour  Hair  Products 

•  Warner  Lambert  Fizzies 

•  Gimbel  Brothers 

.  .  .  that's  good  business. 

BIG  RASCALS  . . . 

^  133  RKO  Comedies 
featuring  Leon  Errol 

GUILD  FILMS 

460  PARK  AVE.  N.  Y.  22,  N.  Y.  MU*8-5365 IN  CANADA:  S.  W.  CALDWELL  LTD.,  TORONTO 

OPEN  MIKE 

Triple-Spotting  (Continued) 

editor: 

Nobody  wants  to  be  a  policeman.  But  if 
we  are  going  to  make  any  headway  at  all 

in  eliminating  triple-spotting  [Broadcast- 
ing, June  23]  we  must  first  know  where  it 

exists.  Broadcast  Advertisers  Report  infor- 
mation is  excellent  but  it  is,  of  financial 

necessity,  too  little  and  too  late.  By  this  I 
mean  their  market  list  is  small  and  their 

frequency  of  reports  is  low.  This  is  not 
meant  as  a  criticism:  BAR  does  a  mar- 

velous job.  As  a  consequence,  however,  the 

only  people  who  are  in  enough  markets 

enough  of  the  time  are  the  stations  them- 
selves— they  must  let  us  know  the  when, 

where  and  what. 

Ideally  this  whole  situation  could  be 
cleared  up  in  no  time  (for  those  who  want 
it  cleared  up)  if  we  could  just  be  told  where 
it  is  happening.  The  agency  can  control 

the  new  schedule  placements  to  avoid  triple- 
spotting  but  corrections  must  be  made  in 
many  instances  on  the  current  schedule. 
These  corrections  can  only  be  made  when 

we  know  triple-spotting  exists. 

Bob  Liddel,  Timebuyer 

Compton  Adv.,  New  York 

[EDITOR'S  NOTE:  BAR  currently  monitors  20 major  markets.  It  averages  reports  from  two 
markets  each  week,  delivered  approximately  10 
days  after  monitoring.] 

editor: 

We  were  pleased  to  read  your  editorial 

on  triple-spotting  in  the  June  23  issue.  We 
have  also  been  pleased  at  the  apparent 
current  revolt  against  the  practice  between 
network  shows. 

Frankly,  we  agree  with  you  that  the 
practice  is  bad  but  that  the  blame  does 
not  alone  belong  at  the  doorstep  of  the 
stations.  Back  in  June  1957  we  decided  to 

use  the  theme  "No  Triple-Spotting  on 
WTMJ-TV"  as  a  sales  tool  and  in  that 
month  I  made  a  number  of  calls  in  New 

York  with  our  representatives,  Harrington, 

Righter  &  Parsons.  Virtually  the  only  re- 
ceptive ears  at  that  time  were  those  of 

Mike  Donovan  of  Benton  &  Bowles,  whose 

agency,  to  the  best  of  my  knowledge,  was 
the  first  to  come  out  against  the  practice. 
From  that  time  until  this  it  was  apparent 

to  us  that  other  agencies  were  also  in  agree- 
men  but  still  others  were  buying  triple  spots 
with  full  knowledge  of  what  was  going  on. 

It  seems  to  us  to  boil  down  to  a  three- 
way  fault  which  we  now  hope  is  being 
corrected,  with  the  fault  lying  at  the  door 
of  the  stations  who  participated  in  it,  the 
agencies  who  knowingly  bought  under  this 
condition  and  the  NAB  Code  Board  which 

allowed  the  practice  to  continue  without 
raising  a  voice  in  spite  of  the  fact  that  the 

practice  was  known. 

George  Comte 
Manager  of  Radio  &  TV 
WTMJ-AM-TV  Milwaukee 

EDITOR : 

It  is  about  time  someone  mentioned  the 

fact  that  it  takes  two  to  run  a  triple-spotted 
schedule.  Many  thanks  for  your  editorial 

pointing  up  this  fact.  It  is  in  essence  what 
I  have  been  writing  to  agencies  recently  who 

have  been  querying  us  regarding  our  triple 

spot  situation. 
All  of  a  sudden  the  triple  spot  has  be- 

come a  bad  thing.  As  long  as  there  were 

single  station  markets — advertisers  insisting 
on  television  and  agencies  anxious  for  their 

15% — the  triple  spot  was  an  agency  accom- 
plishment. Now  these  same  people  are 

pointing  long  fingers  at  us.  With  your  help, 
we  won't  take  all  the  blame. 

James  D.  Clark  Jr. 
Sales  Manager 

WRVA-TV  Richmond,  Va. 

Bouquet 

editor: 

I  want  to  thank  you  for  the  excellent 
coverage  given  our  recent  audience  study 
and  the  subsequent  interview  [Broadcast- 

ing, June  2]. 

We  had  an  extremely  warm  and  apprecia- 
tive response  from  a  great  number  of  radio 

stations.  I  was  even  more  pleased  in  seeing 

in  today's  issue  [June  23]  a  letter  from  Pete 
Bardach  of  Foote,  Cone  &  Belding  con- 

gratulating you  on  presenting  all  sides  of  a 

question  that  has  become  needlessly  con- 
troversial. 

Please  convey  to  the  staff  my  apprecia- 
tion of  a  job  well  done. 
Adam  Young 

Adam  Young  Inc. 
New  York 

Needed:  Bootstrap  Lifting 

editor  : 

A  few  questions  to  the  nation's  radio  and 
television  news  directors — and  station  man- 

agers: What  are  you  doing  to  develop  com- 

petent, trained  and  learned  "electronic 
journalists?"  Are  you  satisfied  with  the 
product  of  the  journalism  schools?  Are  you 

finding  enough  young  people  knocking  at 

your  door  to  keep  your  news  departments 
adequately  staffed?  Or  are  you  beginning 

to  feel  the  pinch,  both  as  to  quantity  and 

quality? A  number  of  leading  journalism  school 

people,  as  well  as  some  professionals  in 
the  field,  have  begun  noticing  a  decline  in 
the  number  of  college  students  enrolling  as 

journalism  majors.  At  the  same  time,  more 
than  80  leading  journalism  schools  indicate 
the  vast  majority  received  far  more  job 
offers  in  1957  than  they  had  students  to 
fill  them. 

Among  the  people  concerned  with  this 

trend  was  my  "boss"  of  student  days,  Les 
Moeller,  director  of  the  U.  of  Iowa  Journal- 

ism School.  Through  his  efforts,  a  number 
of  us  in  news  work  in  Iowa  organized  the 
Iowa  Committee  for  Professional  Journalism 

Education.  The  purpose:  to  interest  more 

young  people  in  journalism  as  a  career.  We 
concluded  we  had  two  selling  jobs:  to  sell 

the  youths  still  in  high  school  or  just  enter- 
ing college;  and  to  sell  the  editors,  pub- 

lishers, news  directors  and  station  managers 
on  the  idea  they  had  to  engage  in  some 

self-promotion. 
A  number  of  stations  have  joined  in 
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In  Huntington 

And  Charleston 

it's  the  same  dominant  story 

YEARS  of  LEADERSHIP 

WSAZ-TV  the  No- 1  Huntington 

and  Charleston  station,  is  still 

a  basic  affiliate  of  NBC,  Amer- 

ica's No.  1  Network. 

HUNTINGTON-CHARLESTON.  W.  VA. 

Affiliated  with  Radio  Stations 
WSAZ,  Huntington  4  WKAZ.  Charleston 
LAWRENCE  H.  ROGERS,  PRESIDENT 
C  TOM  GARTEN.  Commercial  Manager 

Represented  by  The  Katz  Agency 

m 
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OPEN  MIKE  CONTINUED 

PULSE  1958 

ksl  radio  is  FIRST  in  EVERY 

QUARTER  HOUR  MONDAY  THRU  FRIDAY 

Big  KSL  Radio  again  proved  that  it's  truly  the  "Big  K". 

Not  only  big  in  power  (50,000  watts  reaching  an  87  county 

market)  but  big  in  audience  as  well !  KSL  won  the  whole 

pie  in  Greater  Salt  Lake,  winning  a  first  in  every  rated  quarter 

hour,  Monday  thru  Friday,  in  the  Greater  Salt  Lake 

4-county  survey !  So  put  your  clients  on  the  station  that  is 

number  one  in  power  and  audience  —  "The  Big  K". 

KSL  radio 

/  50,000  WATTS 
CBS  for  the  Mountain  West 

\   Represented  by  CBS  Radio  Spot  Sales 
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community  observances  of  "High  School 

Days,"  giving  young  people  a  chance  to 
work  alongside  the  "pros"  in  various  de- 

partments concerned  with  the  airing  of 
radio  and  tv  programs.  And  some  stations 
devote  a  portion  of  air  time  each  week  to 

youngsters  to  report  the  "news"  of  their circles. 

But  the  station  personnel  to  whom  I 

take  off  my  cap  are  those  who  have  de- 
veloped internship  programs,  affording  stu- 

dents the  opportunity  to  earn  that  invaluable 

experience  that's  become  a  prerequisite  to 
getting  a  job. 

There  are  advantages  to  the  station,  too. 
The  immediate  advantage,  of  course,  is 
the  fact  the  station  suddenly  has  a  larger 

news  staff,  rapidly  learning  the  ropes.  And 
once  these  young  apprentices  have  latched 

on  to  the  station's  policies  and  practices, 

they're  likely  prospects  for  becoming  per- 
manent employes  upon  graduation. 

What  this  all  boils  down  to  is  an  appeal 

to  the  nation's  broadcasters  to  wake  up  to 

a  problem  they'll  soon  be  discovering,  if 
they  haven't  already:  there  just  are  not 
enough  well-trained  young  recruits.  No 

doubt  there'll  always  be  deep-voiced  an- 
nouncers to  read  wire  copy  (at  least  until 

the  dwindling  supply  of  journalism  students 
begins  affecting  the  wire  services,  too); 
but  no  station  should  be  satisfied  with  noth- 

ing more  than  deep-voiced  announcers  who 
know  little  or  nothing  about  news  reporting. 

Certainly,  the  need  for  the  trained,  back- 
grounded, news-minded  reporter  was  never 

greater. 
Rod  Gelatt 

Dept.  of  Journalism  & 
Communications 

Washington  &  Lee  U. 
Lexington,  Va. 

Preached,  Practiced,  Paid  Off 
editor: 

The  March  3 1  Monday  Memo  [by  Doug- 

las E.  Anderson,  president,  Anderson-Mc- 

Connell  agency,  Los  Angeles]  said  "It's 
time  to  realize  that  tv  is  not  the  client's 

opinion  or  the  client's  words  but  only  the 
client's  facts  delivered  from  people  to  peo- 

ple," and,  "agencies  and  their  clients  seem 
to  forget  the  'back  fence'  type  of  conver- 

sation." 

Jim  Hunter,  producer-m.c.  of  our  Bingo 

at  Home,  using  Mr.  Anderson's  thesis  as 
his  guide,  convinced  agencies  to  let  him  do 

"back  fence"  commercials,  just  face-to-face 
ad  lib.  After  trying  this  daily  for  nine 
weeks,  everyone  concerned  is  happy  with 
the  results,  and  all  want  to  continue. 

This  week's  issue  of  Channel,  a  local  tele- 

vision guide,  comments  as  follows:  "Spon- sors of  Bingo  at  Home  have  given  Hunter 
a  free  hand  in  presenting  their  message  to 
the  viewer.  He  visits  plants  and  stores  of 

his  sponsors  and  brings  back  a  wealth  of 
selling  information.  His  informal  sales 
pitches  have  definitely  made  a  hit  with  his 

audience." 

It  works! 

Cleo  Bedford 
Promotion  Dept. 

KTVW  (TV)  Seattle-Tacoma,  Wash. 

Broadcasting 
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In  every  one  of  its  markets. . .  for  every  one  of  its  radio  and  TV 

stations...  these  audience  measurements  prove  WBC  leadership: 

WESTINGHOUSE  BROADCASTING  COMPANY 

Audience  Ranking  as  of  June  16. 1958 RADIO 

PULSE     NIELSEN  HOOPER TELEVISION 
METRO 

ARB  NIELSEN 
TOTAL NIELSEN 

WIND Chicago 

1 1 1 

KPIX  A|s 

Son  FrarKisco  Affiliate 
Tied  for 
1 1 1 KYW 

Cleveland 1 1 1 

KYW-TV 

Cleveland  Affiliate 1 V 1 KDKA 
Pittsburqh 1 1 

Non- 

Subscriber 

KDKA  TV  A|s 
Pittsburgh  Affiliate 1 WBZ+WB7A 

Boston 2 1 

Non- 

Subscriber 

WBZTV  ̂  

Boston  Affiliate 
1 2 wowo 

Fort  Wayne 1 No  S*rvi&e No  Service 

KEX 
Portland 1 

Non- 

Subscriber 
1 

WJZTV  An^,BC 

Baltimore  Affiliate 
1 1 

\2
 

WBC  radio  stations  are  programmed  entirely  locally 
Leadership  ..regardless  of  TV  network  affiliatior 

Broadcasting  is  Basic. No    Selling   Campaign    is    Complete   without   the   WBC    Stations.   Your  future  is  great  in  a  growing  America 



BROADCAST 

TO 

Oakland  County 

MICHIGAN 

CONCENTRATED 

MICHIGAN  AUDIENCE 

serving 

631,000 

consumers 

1*
* 

IN  PONTIAC  HOOPER 

7:00  A.M.— 12:00  Noon 
Monday  Thru  Friday 

12-00  Noon— 6:00  P.M. Monday  Thru  Friday 

WPCN 39 46.5 

Sta.  B 24.1 14.0 

Sta.  C 1 1.9 
8.1 

Sta.  D 10.0 
5.4 

C.  E.  Hooper,  May,  1958 

CONTACT 

VENARD  RINTOUL  &  McCONNELL,  INC. 

Associated  with  Lansing's 

OUR  RESPECTS 

to  Sam  Cook  Digges 

The  woman,  obviously  frazzled  from  lack  of  sleep,  heard  her  doctor  advise  she 

would  "either  have  to  give  up  the  Late  Late  Show  or  Sunrise  Semester."  Local 
readers  of  the  New  Yorker  magazine  knew  the  cartoon  referred  to  two  popular 

programs  on  WCBS-TV. 
Humor  aside,  the  cartoon  illustrates  what  Sam  Cook  Digges,  WCBS-TV's  general 

manager,  means  when  he  speaks  of  the  station's  "balance"  in  programming  and 
audience  appeal. 

There  was  a  time  when  some  important  people  thought  Mr.  Digges  had  lost  his 
sense  of  balance  altogether,  not  only  of  programming  but  also  of  mind.  That  was 

last  summer  when  WCBS  announced  Mr.  Digges'  creation:  an  educational  tv  pro- 
gram (by  New  York  U.)  to  be  fed  in  half -hour  doses  Monday  through  Friday.  But 

what  floored  and  incited  the  critics  (newspapers  particularly)  was  its  sign-on — 6:30 
a.m. — a  time  usually  associated  with  barnyard  crowing  or  infant  feeding. 

A  newspaper  immediately  questioned  the  $75  charge  to  New  York  U.  (semester's 
registration  fee);  a  national  publication  dryly  observed  the  program  as  typical  of 

tv's  "deathless  interest  in  culture."  Once  a  yawning  but  bright-eyed  audience  was 
exposed  to  the  program  (comparative  literature  lectured  by  an  NYU  assistant  pro- 

fessor, Dr.  Floyd  Zulli  Jr.),  the  bottle  cap  flew  off  and  Mr.  Digges  and  staff 
have  been  wading  in  news  clippings  and  praise  ever  since.  A  bookseller  bought 
announcement  time  adjacent  to  the  program  and  the  press  has  been  enthusiastic 

(The  April  5  Saturday  Evening  Post  featured  the  station's  educational  coup). 
"There's  need  in  tv  for  an  Ed  Sullivan  Show,  Studio  One,  a  Mike  Hammer,  a 

Semester  and  a  Camera  Three,"  enunciates  Mr.  Digges,  whose  tall  figure  is  topped 
by  a  carefully  combed  shock  of  light  brown  hair.  He  believes  a  station  must  con- 

sider the  "neglected  segment  of  the  viewing  public"  even  as  it  caters  to  the  regular 
viewer.  At  WCBS-TV,  he  confesses,  the  philosophy  is  to  prepare  for  the  future. 

What  problem  possibly  could  exist  with  a  network  tv  flagship  that  grosses  more 
than  any  station  in  the  U.  S.,  and  indisputably  is  tops  in  its  market?  Mr.  Digges 

wryly  answers:  "Staying  on  top." Because  of  the  post  he  has  been  in  for  four  years,  Mr.  Digges,  Madison  Avenue 

tailored  but  betraying  his  midwest  origin  in  speech,  is  of  necessity  close  to  the 

New  York  advertiser-agency  fraternity.  (He's  had  experience  on  the  "street" — that 
is,  selling  time— in  New  York  as  well  as  in  Washington.) 

He  finds  joy  in  selling  to  people  "whether  it  is  a  concept,  a  block  of  time,  a 
program  or  a  community  project."  That's  why  Sunrise,  the  successful  "sale" 

of  an  idea  gives  him  satisfaction.  He  thinks  there  is  a  very  important  place  for 

educational  programming  (that  is,  using  actual  teachers  and  school  facilities)  in 
commercial  tv,  often  publicly  chides  educators  for  failing  at  times  to  grasp  this 
concept  (though  he  has  had  unusual  success  in  working  with  them). 

WCBS-TV  is  on  the  air  during  the  week  from  7  a.m.  to  about  2:30  a.m.  (the 

second  "semester"  of  Sunrise  starts  a  half-hour  later  than  did  the  first).  Added  to 
the  network  schedule  is  a  wealth  of  public  service  shows  (worth  about  $5  million 
in  time  and  talent  last  year),  and  local  programs  both  live  and  film.  It  is  conceded 

by  most  of  the  knowledgeable  that  the  station,  which  has  its  measure  of  syndicated 
shows,  has  more  available  feature  product  than  other  New  York  tv  outlets. 

Sam  Cook  Digges  was  born  in  Columbia,  Mo.,  on  Jan.  8,  1916,  the  son  of  dentist 
Charles  W.  Digges  and  Frances  Cook  Digges,  in  the  U.  of  Missouri  neighborhood. 

In  1937,  he  was  graduated  from  the  university's  school  of  journalism. 
In  Washington,  D.  C,  he  left  the  Daily  News  in  1942  where  he  worked  both 

editorial  and  advertising,  and  joined  WMAL  there  as  one  of  the  first  two  salesmen 
hired  in  Washington  radio  in  five  years. 

In  the  Merchant  Marine  he  was  a  ship's  officer  during  World  War  II,  returning 
to  Washington  to  concentrate  on  WMAL-TV  sales.  In  1949  he  joined  CBS  in  New 
York  in  the  newly-created  tv  sales  department,  transferred  to  Chicago  as  tv  sales 
manager  a  year  later,  was  appointed  eastern  sales  manager  of  CBS  Television  Spot 
Sales  in  January  1953  and  in  December  that  year,  general  sales  manager. 

He  is  planning  committee  chairman  of  the  Radio  &  Television  Executive  Society's 
timebuying  and  selling  seminar  that  had  its  best  season  this  year;  a  member  of  the 
all-industry  music  licensing  committee;  on  the  board  of  directors,  New  York  State 
Assn.  of  Radio  &  Television  Broadcasters;  member  of  the  Academy  of  Television 

Arts  &  Sciences,  Society  of  Television  Pioneers,  and  American  Theatre  Wing.  In 

civic  affairs,  he  is  active  with  the  Assn.  for  Help  of  Retarded  Children  and  the 
radio-tv  committee  of  the  Jewish  Chronic  Disease  Hospital  in  New  York. 

WILS 

^  news  sv^S 
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channel 

thl 

is 

WB  EN-TV 

land 

fl.O 

ORLEANS 

O  Albion ^  Medina 

GENESEE/  MONROE 
Le  Roy 

O  Westfield 
CHAUTAUQUA 

Jamestown  aB 

Corry  O 

Attica 

Warsaw  o 

Pen 
Geneseo O 
oMt  Morris  1 

Canandaigua 

0  r 

Oenev O  N    1    \    R  I 

W  Y  O  M  I  N  G  /  LIVINGSTON 

f  Dansvillo^J 

Penn  Yan 
O Y  A  T  £ 

Gowanda 
Little  Valley 

3 
CATTARAUGUS ALLEGANY 

o  Cuba Wellsvllle  £ 

NEW  YORK 

M    c    K  E A     R     R    E  N 

^^Kane 

ELK 

Bath %  Homed  ̂  

S  T  E  U  B  E 

PENNSYLVANIA 

POTTER 
oCoudersport 

In  this  busy  area  .  .  . 
most  television  viewers 

watch  WBEN-TV 
most  of  the  time 

The  independent  Trendex 

program-  rating  service  made  more 
than  100,000  telephone  calls  in  this 
area  during  its  latest  AREA  study. 
It  found  that  WBEN-TV  was  in 
FIRST  PLACE  in  120  out  of  156 
MEASURED  HALF  HOURS. 

WBEN-TV  was  first  in  76.9%  of 
the  time  periods  measured. 

Quality  programming,  the  foremost  network  shows 
from  CBS,  balanced  entertainment  for  the  entire  family, 

perfect  pictures  and  perfect  sound  —  all  for  more  than 
4  million  people  on  Channel  4. 

TV  viewers  of  Buffalo,  Western  New  York,  nearby  Pennsylvania 
and  Canada  have  voted  overwhelmingly  in  favor  of  the  entertainment, 
educational,  cultural  and  informative  programs  presented  as  a 

community  responsibility  —  year  in  year  out  — 
by  WBEN-TV  on  Channel  4. 

Proof  again  —  your  TV  dollars  count  for  more  on  Channel  4. 

WRFN-TV 
WW     WUr  L  I  ■    W  CBS  the  nation's  top  network 

A    SERVICE    OF    THE    BUFFALO    EVENING  NEWS 

Represented  nationally  by 

HARRINGTON,  RIGHTER  and  PARSONS 

Broadcasting 
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WRC  Radio  serves  a  news-con- 

scious Capital  with  235  minutes 

of  news  a  day— 35  different  daily  news  programs.  The  frequency  and  scope  of  its  news 

broadcasts  make  WRC  the  leading  news  station  in  Washington.  Look  at  radio's  most 

popular  news  period,  for  example.  From  6  to  7  p.m.,  each  of  WRC's  five  daily  news 

programs  reaches  an  average  of  78,660  different  listeners— 41%  more  listeners  than  the 

second-best  station.  And  9  out  of  10  WRC  listeners  are  adults.  The  Washington  market 

has  just  had  a  $54  million  increase  in  consumer  spendable  income.*  To  achieve  daily 

impact  on  the  adults  who  control  this  huge  new  buying  power,  you  need  WRC  Radio 

which,  week  after  week,  reaches  a  greater  concentration  of  adults  than  any  of  Wash- 

ington's 17  other  radio  stations!  And  there's  no  better  way  than  with  good  news,  WRC 

Radio  news.  Contact  WRC  ...  or 

NBC  Spot  Sales.  Source:  A.  C.Nielsen  Co. 

NEWS 

WRC  •  980 

The  NBC  buying,  power  station  in  Washington,  D.C.      Sold  by  NBC  Spot  Sales *For  details,  see  page  39 
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INDIES  CLAIM  FOUL  IN  NBC  SURVEY 

Leading  'modern  radio'  operators  say  Top  40'  survey  was  rigged 

They  say  advertising  results  prove  they  have  the  adult  audience 

Successful  independent  radio  station  op- 

erators last  week  charged  that  "loaded 
questions"  were  used  in  an  NBC  Spot  Sales 
survey  which  found  little  timebuyer  confi- 

dence in  the  selling  ability  of  "Top  40 
Tunes"  stations  [Lead  Story,  June  30]. 

The  heads  of  four  station  groups  which 
have  been  conspicuous  in  the  development 
of  independent  radio  asserted  that  the  NBC 
Spot  Sales  survey: 

•  Was  designed  to  salvage  a  foundering 
radio  network. 

•  Encouraged  responding  timebuyers  to 
substitute  their  personal  music  tastes  for 

objective  judgment  in  evaluating  the  com- 
mercial impact  of  various  program  formats. 

•  Used  oversimplified  definitions  of  three 

types  of  formats  that  were  bound  to  pro- 
duce answers  unfavorable  to  stations  which 

play  popular  music. 
•  Ignored  the  fact  that  stations  which 

feature  popular  music  are  among  the  most 
successful  on  the  air. 

The  station  operators  who  criticized  the 

survey  were  joined  by  officials  of  three  sta- 
tion representative  firms. 

All  three  representatives  charged  that 

the  survey  was  "rigged"  or  "loaded." 
The  survey  which  came  under  criticism 

last  week  was  released  June  30.  It  was  made 

among  the  NBC  Spot  Sales  Timebuyer 
Opinion  Panel  which  was  formed  early  this 

year  "to  serve  as  a  medium  of  expression 
for  timebuyers  as  a  group  and  individually 
to  shed  light  on  the  changing  nature  and 

increasing  problems  of  timebuying." 
Responses  were  received  from  258  panel- 

ists representing  203  different  agencies  or 
agency  offices.  Of  the  panelists  37%  were 
with  agencies  billing  $5  million  or  more 

per  year  in  radio-tv,  according  to  NBC. 
In  its  questionnaire  to  agency  panelists. 

NBC  denned  three  types  of  programming: 

"Top  40  Tunes— stations  that  primarily 
feature  current  pop  tunes,  generally  the  top 
40  hits  of  the  day. 

"Standard  music  and  news — stations  that 
feature  standard  as  well  as  current  pop 
tunes  and  thus  cater  to  a  wider  variety  of 

popular  music  tastes. 
"Varied  programming — stations  that  carry 

such  programming  as  interviews  and  dra- 
matic serials  as  well  as  music  and  news." 

The  questionnaire  also  suggested  that 
panelists,  in  answering  survey  questions 
about  the  ability  of  each  type  of  station 

to  produce  advertising  Jesuits,  "think  in 
terms  of  products  that  are  purchased  pri- 

marily by  adults,  since  most  national  spot 

radio  advertising  falls  in  that  area." 
On  most  of  the  15  questions  which  NBC 

asked,  the  Top  40  format  came  out  badly. 
This  was  the  result  to  be  expected  from 

Seven  critics 

of  NBC's 

'Top  40' 

survey 

TODD  STORZ GORDON  McLENDON HAROLD  KRELSTEIN 

GERALD  BARTELL ADAM  YOUNG ARTHUR  McCOY MORRIS  KELLNER 
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Independents  shoot  back  at  Top  40'  survey  cont.nUEd 

the  phrasing  of  the  questionnaire,  in  the 
view  of  critics  who  issued  comments  to 
Broadcasting  last  week. 

Todd  Storz,  president  of  the  Storz  Sta- 
tions, said  the  NBC  Spot  Sales  survey  tech- 

nique "was  the  age-old  method  of  asking 

a  'loaded  question'  to  get  a  desired  answer." 
He  said  his  stations  were  unaware  of  any 

group  or  any  station  "that  programs  only  the 

Top  40'  Tunes." 
Mr.  Storz  thought  timebuyers  had  been 

subjective,  permitting  their  own  tastes  to 
color  their  viewpoints,  and  he  compared 
the  timebuyer  spending  the  bulk  of  his 

client's  money  on  music  and  news  stations, 
although  enjoying  at  times  listening  to  a 
network  station,  to  a  space  buyer  putting 

the  client's  money  into  the  New  York  Daily 
News  because  of  its  wide  circulation  though 

preferring  personally  to  read  the  New  York 
Times. 

"At  times,"  Mr.  Storz  asserted,  "it  seems 
that  nobody  likes  our  programming  but  the 

listeners." 
Gordon  McLendon,  president  of  the  Mc- 

Lendon  group,  found  the  survey  "negative" 
and  warned  it  could  "damage  both  NBC  and 

the  entire  radio  industry."  He  suggested 
NBC  seek  "affirmatively"  to  "regain  its  lost 
stature  by  better  programming  instead  of 

criticizing  competitor  networks  or  independ- 

ents." 
"With  intelligent  planning,"  Mr.  McLen- 

don asserted,  "there  may  yet  be  found  a 

way  for  NBC  Radio  to  survive." 
Harold  D.  Krelstein,  president  of  the 

Plough  radio  stations,  observed  that  the 

printed  results  of  the  NBC  Spot  Sales  time- 

buyer  poll  "tend  to  prove  conclusively  that 
NBC  Spot  Sales  was  obviously  trying  to 
build  a  case  in  defense  of  the  network  sta- 

tions it  represents.  And  to  that  extent  it  has 

failed."  He  said  there  were  more  holes  in 

the  questions  and  answers  than  "in  a  piece 
of  Swiss  cheese." 

Gerald  Bartell  of  the  Bartell  group,  dis- 
claiming any  identification  with  the  stylized 

Top  40  category,  held  "any  survey  geared 
to  a  predetermined  conclusion  adds  nothing 

to  the  body  of  competent  research."  He 
noted  "Radio's  best  people — in  management, 
programming,  talent — are  now  in  modern 
radio.  Network  radio  has  been  pauperized 
of  personnel  [and]  ...  is  fighting  a  furious 

rear-guard  action."  He  said  "no  amount  of 
network  salesmanship  or  slick  public  rela- 

tions can  deny  that  modern  radio  in  every 
major  market  has  a  larger  adult  audience  by 

far  than  its  network  competition." 
Adam  Young,  president  of  Adam  Young 

Inc.,  station  representative,  issued  a  lengthy 

statement  that  was  peppered  with  such  ob- 
servations as:  "NBC  is  still  in  the  radio  busi- 

ness because  with  their  usual  efficiency  they 

forgot  to  bury  the  body;"  the  study  is  NBC's 
"own  best  evidence  that  this  one-time  lead- 

er in  the  industry  is  now  running  scared." 

Mr.  Young  said,  "NBC's  obvious  rigging 
device  in  this  survey  has  been  to  over-sim- 

plify very  complex  problems  of  program- 

ming." 
Arthur  H.  McCoy,  executive  vice  presi- 

dent of  John  Blair  &  Co.,  station  representa- 

tive firm,  said  he  "seriously"  questioned  the 
"true  cross-section  character  of  the  panel." 

Mr.  McCoy  noted  that  the  Blair  company 

would  soon  issue  to  advertisers  and  agen- 
cies a  report  on  local  radio  programming 

to  help  them  "better  understand  the  many 
facets  of  programming  .  .  .  [although]  too 
many  selfish  parties  .  .  .  have  muddied  up 

the  water."  He  charged  the  panel  survey 

to  be  one  "rigged  for  the  selfish  aims  of  the 
networks."  He  said  an  important  ingredient 
"not  even  mentioned"  was  "station  owner- 

ship and  management,"  which,  he  said,  is 
considered  first  by  timebuyers  "who  are  up 
to  date  on  the  complicated  business  of  local 

programming." Morris  Kellner,  vice  president  in  charge 
of  radio  sales  at  The  Katz  Agency  station 

representative,  charged  the  "labels"  in  the 
questionnaire  to  timebuyers  to  be  "loaded" 
and  "anyone  could  have  told  how  the  an- 

swers would  have  come  out  considering  this 

wording." Here,  in  greater  detail,  are  the  comments 
of  those  quoted  above: 

We  are  convinced  that  the  size 

of  a  station's  audience  closely  paral- 
lels the  entertainment  value  of  the 

programming  content  offered.  At 

times  it  seems  that  nobody  likes  our 

programming  but  the  listeners. 

TODD  STORZ,  president  of  Storz  Stations 
(WHB  Kansas  City,  WQAM  Miami,  WTIX 
New  Orleans,  WDGY  Minneapolis): 

The  [NBC  Spot 

Sales]  survey  techni- 
que used,  obviously, 

was  the  age-old  meth- 

od of  asking  a  "loaded 
question"  to  get  a  de- 

sired answer.  For  ex- 

ample, the  survey  di- 
vides music  stations  into 

two  categories:  One — 
"Top  40  Tunes-Stations 

that  primarily  feature  current  top  tunes, 

generally  the  top  40  hits  of  the  day."  Two — 
"Standard  Music  and  News-Stations  that 
feature  standard  as  well  as  current  pop 
tunes  and  thus  cater  to  a  wider  variety  of 

popular  musical  tastes." It  is  obvious  that  the  second  category  of 

stations  would  be  preferred  by  most  time- 
buyers  because  the  questions  themselves 
lead  to  that  conclusion.  But  even  more  im- 

portant is  the  fact  that  I  am  unaware  of  any 

group  operator  whose  stations  would  fall 
into  the  programming  definitions  defined 
as  Category  One. 

Certainly,  speaking  for  ourselves,  our  sta- 
tions would  definitely  fall  into  the  second 

category.  We  are  unaware  of  any  group  or 
station  that  programs  only  the  Top  40  Tunes, 
and  actually  we  think  it  would  be  difficult  to 
find  any  station  in  the  country  that  would 

fall  exclusively  into  the  first  category,  par- 
ticularly bearing  in  mind  that  to  fit  the 

first  category  the  station  could  not  carry 

any  newscasts  since  news  is  completely  ex- 
cluded from  the  program  definition  in  the 
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first  category  and  included  in  the  second. 
It  would  be  possible  to  follow  through  with 
an  analysis  of  all  of  the  questions  asked  in 
the  survey  to  show  how  utterly  ridiculous 
and  self-serving  they  are. 

The  latest  diatribe  against  modern  radio 
comes  from  the  very  same  typewriters  that 
several  years  ago  forecast  the  impending 
and  unavoidable  death  of  radio.  One  does 

not  have  to  be  part  elephant  to  remember 
that  the  distinguished  General  Sarnoff  of 

NBC  quite  un-prophetically  wrote  the  "obit- 
uary" on  radio.  There  was  a  mass  burial,  in 

large  cities  and  small  hamlets  from  coast  to 
coast,  when  he  buried  am  radio. 

The  networks  picked  up  their  kilocycles 

and  stole  stealthily  away  in  the  face  of  tv's 
competition.  The  independent  operators 

picked  up  the  ball  and  have  been  running 
with  it  ever  since.  If  they  had  waited  for 
the  networks  to  retrieve  the  ball,  the  death 

the  nets  had  diagnosed  would  have  been  a 

stark  reality.  The  networks  have  been  fol- 
lowing their  hastily  summoned  hearse  ever since. 

Profitability  of  radio  station  operation  in 

1956  (latest  figures  available)  is  shown  clear- 
ly in  FCC  official  data  released  last  Janu- 

ary. Non-network  owned  stations  showed 
a  21.7%  increase  in  profits,  but  the  profits 

of  the  four  national  and  three  regional  net- 
works and  their  19  owned  stations  combined 

were  off  one-third. 

Nor  do  profits  fully  show  the  story.  Let's look  at  ratings.  Five  or  six  years  ago  the 

independent  station  that  was  rated  in  the 
top  three  or  four  in  its  market  was  looked 

upon  as  a  phenomenon.  Old-line  network 
stations  usually  ran  one-two  with  the  rest 
of  the  competition  jockeying  for  the  third 

spot. 
Measures  of  Success 

However,  let's  look  at  the  situation  now 

in  some  of  the  nation's  top  markets.  The 
most  recent  C.  E.  Hooper  Inc.  figures  show: 

(a)  In  New  York,  right  under  the  guns 
of  the  NBC  Brass,  the  top  indie  has  over 

twice  the  audience  share  of  the  NBC  flag- 

ship. 

(b)  In  Chicago,  the  top  indie  has  over 
three  times  the  share  of  audience  of  the 
NBC  station. 

(c)  In  Philadelphia,  the  top  indie  has  a 
fraction  under  three  times  the  share  of 
audience  of  the  NBC  station. 

(d)  In  Boston,  the  top  indie  has  over 
eight  times  the  share  of  audience  of  the 
NBC  station. 

(e)  In  Pittsburgh,  the  top  indie  has  almost 
seven  times  the  share  of  audience  of  the 
NBC  station. 

Aggressive  music  and  news  operators 
have  rebuilt  radio  from  its  near  calamity 

in  the  early  50's  to  its  present  salubrious condition  today. 

Almost  every  survey  of  a  major  market 
shows  audience  leadership  is  with  the  alert 

music  and  news  stations.  So  we  have  a  ques- 

tion of  the  "haves"  and  "have  nots."  Since 
the  "have  nots"  certainly  intend  to  try  to 
stay  in  business,  it  stands  to  reason  that 
they  have  to  have  some  arguments  in  favor 
of  their  type  of  programming,  and  some 
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justification  for  the  admittedly  small  num- 
ber of  listeners  they  have.  As  a  result,  they 

have  chosen  the  method  of  appealing  to  a 

timebuyer's  instincts,  imploring  the  time- 
buyer  to  ignore  the  basic  and  factual  infor- 

mation he  has  available  to  assist  him  in 

the  purchase  of  radio  time. 
Most  timebuyers  serve  the  best  interests 

of  their  accounts  to  the  utmost  of  their 

ability.  Invariably,  these  timebuyers  have 
reached  the  decision  that  they  can  secure 
the  largest  audience  for  the  lowest  cost  by 

buying  music  and  news  stations,  as  op- 
posed to  network  stations. 

The  Bubblegum  Myth 

Timebuyers  have  carefully  evaluated  the 

oft-hurled  charge  that  "nobody  but  teen- 
agers listen  to  today's  hit  tunes."  They  have 

studiously  examined  all  audience  surveys 
which  show  that  the  alert  music  and  news 

station  continues  with  its  large  audience 

lead  during  the  9  a.m.-3  p.m.  period  during 
winter  months  when  no  school-age  teeners 
are  available  in  the  listening  audience.  They 

also  have  carefully  evaluated  audience  com- 
position figures  which  show  that  the  largest 

segment  of  listeners  to  music  and  news  sta- 
tions is  the  young  adult  audience  between 

18  and  45  years  of  age.  As  a  result,  time- 
buyers  now  are  placing  the  major  portion 
of  most  important  budgets  on  alert  music 
and  news  stations. 

This  is  not  to  say  that  timebuyers  as  in- 

dividuals are  personally  pleased  with  today's 
music.  A  timebuyer  is  a  rather  unique  in- 

dividual. In  all  likelihood  he,  or  she,  is  far 

above  the  average  level  in  education  and 
intelligence,  and  probably  has  developed 

what  might  be  correctly  termed  "minority 
taste."  But  this  same  timebuyer,  by  virtue 
of  his  intelligence,  is  able  to  ignore  his 
personal  tastes  and  objectively  consider  the 
various  possible  buys  available  to  him. 

If  timebuyers  really  wanted  "exclusively" 
a  so-called  "quality  audience,"  they  would 
buy  classical  music  stations  or  perhaps  even 
set  up  displays  for  their  advertiser  at  the 

local  art  museum,  or  sponsor  a  book  lec- 

ture series.  But  for  "mass  appeal"  products, 
such  as  cigarettes,  soaps,  foods  and  auto- 

mobiles, timebuyers  realize  that  they  must 
reach  a  mass  market.  This  is  not  to  say  that 

specialty  stations,  or  network  stations,  are 
not  serving  a  public  need.  By  catering  to 

minority  tastes,  they  most  certainly  are  ful- 
filling an  important  public  responsibility. 

It  is  interesting  to  consider  the  latest 
available  Hooper  surveys  for  the  four  cities 
in  which  we  operate:  Kansas  City  (WHB) 
almost  four  times  the  share  of  audience  of 

the  NBC  station;  Miami  (WQAM)  has  over 
six  times  the  share  of  audience  of  the  NBC 

station;  New  Orleans  (WTIX)  has  over  six 
times  the  share  of  audience  of  the  NBC 

station;  Minneapolis  (WDGY)  has  almost 
six  times  the  share  of  audience  of  the  NBC 
station. 

Radio  stations  are  licensed  by  the  FCC 

to  serve  "in  the  public  interest."  We  pro- 
gram our  stations  in  such  a  way  as  to  make 

them  appealing  to  the  greatest  number  of 

people.  Isn't  it  logical  that  if  we  have  over 40%  of  the  available  audience  in  Kansas 

City,  for  instance,  that  we  must  be  succeed- 
ing in  upholding  our  obligation  to  the  Com- 

mission and  to  the  public? 

We  are  convinced  that  the  size  of  a  sta- 

tion's audience  closely  parallels  the  enter- 
tainment value  of  the  programming  content 

offered  and  the  over-all  service  provided  to 

the  station's  listening  area.  As  an  organiza- 
tion, we  concentrate  much  of  our  time  and 

energy  in  trying  to  assure  maximum  audi- 
ence appeal  in  everything  we  do.  Our  over- 

all programming  is  designed  not  only  to 
attract  and  entertain,  but  to  inform  and  to 

serve  our  vast  and  growing  audiences. 
At  times,  it  seems  that  nobody  likes  our 

programming  but  the  listeners. 
And  one  final  thought.  If  the  executives 

at  NBC  believe  their  survey  is  truly  valid, 
they  should  immediately  communicate  with 
the  executives  at  another  RCA  subsidiary. 
They  should  talk  to  RCA  Victor  because 

RCA  Victor  has  an  exclusive  recording  con- 
tract with  Elvis  Presley  (perhaps  the  greatest 

of  the  Top  40-ers).  Knowing  now  that  the 
Top  40  is  doomed,  RCA  will  probably  wish 
to  drop  the  $1,000  a  week  contract  with 
Presley  and  put  him  up  for  grabs.  Even 
Mitch  Miller  might  be  interested! 

NBC  should  now  make  an  effort 

affirmatively  to  regain  its  lost  stature 

by  better  programming  instead  of 

criticizing  any  competitor.  With  in- 
telligent planning  there  may  yet  be 

found  a  way  for  NBC  Radio  to 
survive. 

GORDON  McLENDON,  president,  McLen- 
don  Corp.  (KLIF  Dallas,  KILT  Houston, 
KTSA  San  Antonio,  KEEL  Shreveport; 
WGRC  Louisville): 

We  do  not  feel  that 

we  can  properly  com- 
ment upon  this  NBC 

Spot  Sales  report  since 
none  of  the  McLendon 
stations  resemble  any 

of  the  stations  de- 
scribed. Our  two  most 

recent  national  awards 

from  Sigma  Delta  Chi 
and  National  Headlin- 

ed for  consistently  outstanding  radio  jour- 
nalism, our  extraordinary  mobile  coverage, 

our  recognition  as  a  pioneer  in  the  field  of 
editorialization,  our  number  of  national 

public  service  awards  and  varied  music 
clearly  make  it  impossible  to  classify  us 
with  any  type  of  station  described,  network 
or  independent. 

While  we  are  thus  not  directly  concerned 
in  the  matter,  it  still  seems  to  us  that 
the  continuation  of  such  negative  surveys 

by  NBC  can  only  damage  both  NBC  and 
the  entire  radio  industry. 

Having  lost  the  battle  of  network  as  well 
as  local  audience,  having  lost  the  ratings 
fight,  and  having  lost  the  commercial 
struggle,  NBC  should  now  make  an  effort 
affirmatively  to  regain  its  lost  stature  by 

better  programming  instead  of  criticizing 
any  competitor,  network  or  independent. 

While  we  are  sympathetic  with  NBC  Radio's 
desperate  plight,  and  cannot  help  but  feel 
sad  about  the  demise  of  this  great  radio 
name,  we  would  hope  that  future  NBC 

surveys  might  direct  themselves  to  affirma- 
tive improvement  of  that  network.  With  in- 

telligent planning  there  may  yet  be  found 
a  way  for  NBC  Radio  to  survive. 

Plough  stations  in  1957  carried 

the  advertising  of  472  national  spot 
accounts  and  978  local  accounts.  Not 

one  was  on  the  air  trying  to  sell 

bubble-gum  or  white  buckskin 

shoes. 

HAROLD  D.  KRELSTEIN,  president  of 
Plough  radio  stations  (WMPS  Memphis, 

WJJD  Chicago,  WCOP  Boston,  WCAO 
Baltimore)  and  vice  president  of  Plough 
Inc. 

If    NBC    Spot  Sales 
olW.        the  :     .  . 

U     wno  answered  tne  ques- f  ■  ■     Hons  given  them  pre- 
suppose that  all  Top  40 

radio  stations  in  Ameri- 
ca are  as  alike  as  peas 

in  a  pod,  then  there  is 
a  premise  for  assuming 
that  the  Top  40  stations 

as  such  could  conceiv- 
ably be  in  trouble. 

However,  since  you  can  no  more  group 

or  classify  a  station  as  a  Top  40  station 
than  you  can  mix  eggs  with  coconuts,  the 
article  and  the  answers  to  the  questions 
would  tend  to  prove  conclusively  that  NBC 
Spot  Sales  was  obviously  trying  to  build  a 
case  in  defense  of  the  network  stations  it 

represents,  And  to  that  extent  has  failed. 

Any  good  national  representative  organiza- 
tion, the  bulk  of  whose  clients  are  non-net- 

work stations  can  without  difficulty  find 

more  holes  in  the  questions  and  the  answers 
(which  are  completely  contradictory)  than 
there  are  in  a  piece  of  Swiss  cheese. 

The  non-network  stations  of  today  by  and 

large  get  and  hold  more  than  the  lion's share  of  local  business  so  it  must  be  as- 
sumed that  a  local  advertiser  is  certainly 

qualified  to  evaluate  the  radio  stations  in  his area. 

The  dollars  of  the  purely  local  adver- 
tiser are  required  to  produce  much  more 

effective  and  immediate  results  than  are 

those  of  a  national  advertiser  and  for  com- 
pletely obvious  reasons.  The  aggressive, 

imaginative  operation  of  a  non-network  sta- 
tion usually  has  a  radio  station  that  is  far 

more  completely  integrated  into  his  com- 
munity than  a  network  station.  As  for  our 

own  stations  in  1957,  the  four  Plough  Inc. 
radio  stations  ran  187,344  public  service 
announcements  and  6,392  public  service 

programs  of  five  minutes  or  more  for  hun- 
dreds of  organizations  and  services — just 

one  of  the  reasons  why  Plough  Inc.  stations 

are  an  integral  part  of  their  communities. 

Strangely  enough,  most  network  stations 

in  this  country,  regardless  of  their  affilia- 
tion, are  completely  mimicking  their  non- 

network  brethren  when  they  themselves 

are  required  to  program  locally  due  to  the 
fact  there  is  often  no  programming  service 
available  to  them  from  the  network. 

In  the  days  when  advertising  agencies 
were  sold  on  network  for  their  clients,  the 

affiliates  did  have  the  so-called  variety  pro- 

gramming in  quantity,  because  in  the  main 

the  agencies  were  programming  the  net- 
works. Unfortunately,  today  network  pro- 

gramming is  skeletonized  because  the  net- 
works themselves  will  not  consistently  in- 

vest money  in  programming  and  there  are 
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Independents  shoot  back  at  Top  40'  survey  conned 

not  sufficient  radio  network  advertisers 

around  to  pick  up  the  program  tabs. 

The  four  Plough  stations  in  1957  car- 
ried the  advertising  of  472  national  spot  ac- 

counts and  978  local  accounts.  1  can  truth- 
fully say  that  not  one  of  these  advertisers 

was  on  the  air  trying  to  sell  bubble  gum 
or  white  buckskin  shoes.  To  the  contrary, 
they  were  selling  food,  drugs,  automobiles, 

pianos,  trailers,  real  estate,  and  success- 
fully so. 

As  for  programming  to  adults,  our  facts 
and  figures  would  tend  to  prove  that  we  are 
reaching  Mr.  and  Mrs.  Buying  American, 
the  majority  of  whom  are  under  45  years  of 
age.  We  would  like  NBC  Spot  Sales  or 
anybody  else  to  show  us  what  advertising 

dollars  are  being  spent  by  American  in- 
dustry to  reach  the  consumer  beyond 

that  age. 

Radio's  best  people  are  now  in 
modern  radio.  The  networks  wrote 

off  radio  during  television's  ascent 
and  have  never  since  been  able  to 

attract  top  manpower.  m> » 

GERALD  A.  BARTELL,  Bartell  Family  Radio 
Group  (WOKY  Milwaukee,  KYA  San  Fran- 

cisco, KCBQ  San  Diego,  WYDE  Birming- 
ham,  WAKE  Atlanta,   WILD  Boston): 

Network  program- 
ming generally  has  not 

been  successful.  In  al- 

most every  major  mar- 
ket the  melancholy 

story  of  rag-tag  and 
non-sequential  pro- 

grams has  been  repeat- 
ed. It  is  difficult  to 

evade  the  conclusion 
that  networks  are  no 

longer  capable  of  capturing  the  dominant  ra- 
dio audience  and  network  affiliates  have  not 

been  quick  to  compete  on  local  terms.  Be- 
cause of  many  years  of  reliance  upon  the 

networks  they  have  atrophied  by  the  disuse 
of  the  creativity  they  may  have  possessed. 

National  spot  moved  to  the  stations  with 
audience.  Having  struggled  desperately,  but 

futilely,  to  attract  a  dominant  audience,  net- 
work salesmanship  and  public  relations  have 

taken  over.  Large  audiences  are  no  longer 
fashionable,  we  are  told.  The  fact  that  local 
advertisers  too  have  deserted  to  modern 

radio  is  unimportant,  says  network  research. 

Adults  are  reached  only  by  "varied"  pro- 
grams, concludes  the  network. 

No  amount  of  network  salesmanship  or 
slick  public  relations  can  deny  that  modern 
radio  in  every  major  market  has  a  larger 

adult  audience  by  far  than  its  network  com- 
petition— not  necessarily  by  a  manipulation 

of  percentages  figures,  but  by  actual  num- 
bers. The  objective  Adam  Young-Pulse 

study,  "The  Audience  of  Modern  Radio," 
analyzes  the  quality  and  composition  of  au- 

diences in  ten  major  markets  [Stations, 
June  2].  Network  stations  are  shown  in  an 

"also-ran"  position.  So  audience  research 
does  not  answer  the  network's  problems. 

Radio's  best  people — in  management,  pro- 

gramming, talent — are  now  in  modern  radio. 
Network  radio  has  been  pauperized  of  per- 

sonnel. The  networks  wrote  off  radio  during 

television's  ascent  and  networks  never  since 
have  been  able  to  attract  top  manpower. 

Any  survey  geared  to  a  predetermined 

conclusion  adds  nothing  to  the  body  of  com- 

petent research. 
It  would  be  foolhardy  to  write  off  the 

networks.  But  indications  are  that  they  are 

still  looking  backward. 

Without  the  leadership  shown  by 

the  current  'greats'  of  radio,  NBC 
Radio  Spot  Sales  would  probably  be 

a  very  unprofitable  operation  and  the 
NBC  network  would  have  very  little 

business  to  steal.  NBC  is  still  in  the 

radio  business  because  with  their 

usual  efficiency  they  forgot  to  bury 

the  body.  © 

ADAM  YOUNG,  president,  Adam  Young 
Co.: 

The  NBC  study 

showing  how  258  time- 

buyers  rank  radio  sta- 
tion formats  is  its  own 

best  evidence  that  this 

one-time  leader  in  the 
industry  is  now  running 
scared.  Conducting 

such  non-objective  re- 

search with  a  "loaded 

questionnaire"  is  the best  evidence  that  this  is  a  fact.  A  few 

years  ago,  the  NBC  research  department 
woud  never  have  been  a  party  to  this  kind  of survey. 

The  radio  division  of  NBC  Spot  Sales  is 

making  money  today  because  while  its  own 
parent  organization  showed  every  evidence 

of  turning  its  back  on  radio,  other  pro- 

gressive operators  who  believed  that  the  me- 
dium had  a  future  made  some  major  con- 

tributions to  the  industry.  As  a  result,  spot 
radio  became  alive  and  network  radio  died. 

Without  the  leadership  shown  by  the  current 

"greats"  of  radio,  NBC  Radio  Spot  Sales 
would  probably  be  a  very  unprofitable  op- 

eration and  the  NBC  network  would  have 

very  little  business  to  steal. 

To  sum  this  up,  NBC  is  still  in  the  radio 
business  because  with  their  usual  efficiency 

they  forgot  to  bury  the  body. 

There  are  some  top-notch  NBC  affiliates 
today  and  we  never  underestimate  them. 

They  are  good,  however,  because  of  their 
own  local  programming  which  is  similar  to 
that  of  the  modern  station  operator. 

NBC's  obvious  rigging  device  in  this  sur- 
vey has  been  to  over-simplify  very  complex 

problems  of  programming.  Thus,  the  ques- 
tionnaire divides  radio  stations  into  three 

categories:  as  NBC  labels  them,  Top  40  or 

rock-and-roll,  standard  programming  and 
varied  programming. 

This  seems  the  most  obvious  bias  and  fal- 
lacy of  the  entire  study.  Modern  radio,  as  we 

champion  and  sell  it,  cannot  be  character- 
ized by  a  one-word  or  one-phrase  descrip- 

tion. Modern  radio  is  a  combination  of  many 
different  elements.  Modern  radio  is  based  on 

the  concept  of  programming  under  the  ab- 
solute control  of  astute  management.  This 

means  that  the  public  is  not  allowed  to  dom- 
inate the  station's  programming  through 

Top  40  lists,  nor  are  air  personalities  per- 
mitted to  impose  their  taste  on  the  public. 

Another  patent  bias  in  the  NBC  ques- 
tionnaire is  the  tacit  appeal  to  the  above 

average  taste  of  advertising  agency  person- 

nel. We  are,  after  all,  supposedly  the  ultra- 
sophisticates  in  the  business  of  persuading 

others;  we  compliment  ourselves  in  our  per- 
ceptive and  acute  sensibilities. 

It  is  the  responsibility  of  the  timebuyer, 

however,  to  make  the  best  buy  for  the  ad- 
vertiser on  known  facts  about  the  audience 

reached.  When  a  buyer  permits  his  own 

personal  preferences  in  programming  to 

interfere,  he  is  doing  his  client  a  great  dis- 
service. All  conscientous  buyers  know  this. 

It  is  well  to  remember  that: 

All  kinds  of  radio  can  be  good. 

All  listening  to  radio  is  beneficial  to  the industry. 

All  programming  causing  more  listening 
to  radio  is  important  to  us  all. 

£  £  If  a  buyer  gets  caught  in  the  web 
of  a  prejudiced  survey  and  buys  only 

a  small  circulation  station  with 

'varied  programming'  he  likes,  he 
will  more  than  likely  end  up  with: 

(a)  an  unhappy  client,  (b)  a  broke 

client,  (c)  no  client  at  all. 

ARTHUR  H.  McCOY,  executive  vice  presi- 
dent, John  Blair  &  Co.: 

If  the  panel  is  a  true 

reflection  of  all  the  ac- 
tive and  up-to-date  buy- 
ers of  radio  time,  then 

it  is  obvious  we — and 
all  sellers  of  local  time 

— have  done  an  incom- 

plete job  of  telling  the 

story  of  local  radio  pro- 

gramming— spot  radio's exclusive  domain.  How- 
ever, we  seriously  question  the  true  cross- 

section  character  of  the  panel. 

This  study  indicates  to  us  the  immediate 

need  for  the  John  Blair  report  we  will  re- 
lease this  month  on  local  radio  program- 

ming. This  book  will  be  delivered  to  all 

major  advertisers  and  agencies  for  the  pri- 

mary purpose  of  helping  them  better  under- stand the  many  facets  of  programming. 

Too  many  selfish  parties — or  ignorant  by- 
standers— have  muddied  up  the  water.  What 

knowing  broadcaster  would  settle  for  these 
three  definitions  of  local  programming? 

(1)  Top  40,  (2)  standard  music  and  news, 

(3)  varied. 
Just  like  the  CBS  so-called  "believeability" 

study,  this  NBC  timebuyers  panel  survey  is 

rigged  for  the  selfish  aims  of  the  networks. 

Of  course,  NBC  Spot  Sales  wants  the  an- 

swers to  come  out  in  favor  of  "varied  pro- 
gramming" since  that's  their  interpretation 
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of  a  station  carrying  NBC  as  much  as  that 
network  will  program  and  filling  in  with 

equally  "varied"  local  programs. 
Like  several  other  independent  representa- 

tives we  are  in  an  especially  fortunate  posi- 
tion in  that  we  represent  stations  of  all 

kinds.  We  happen  to  have  more  network 
affiliated  stations  than  independents.  But 

that  doesn't  mean  that  only  our  network 
stations  present  "varied  programming."  Far 
from  it.  All  local  programming  on  our  sta- 

tions— and  on  any  well-run  station — is 
varied.  But  varied  to  the  tastes  of  the  people 
in  the  area  served  by  our  stations. 

Timebuyers  who  are  up-to-date  on  the 
complicated  business  of  local  programming 

look  first  of  all  for  a  very  important  in- 
gredient not  even  mentioned  by  NBC — the 

station  ownership  and  management.  All 
considerations  for  depth  understanding  of 
the  business  under  study  must  start  there. 
The  sounds  that  come  out  of  a  station  are  a 

direct  reflection  of  the  manager.  And  the 
ability  of  the  manager  to  really  reach  his 
market  (the  masses  the  advertiser  needs  to 

move  enough  merchandise  to  affect  his  prof- 
it statement)  is  shown  in  circulation  figures 

like  Pulse,  Hooper  and  Trendex.  If  a  buyer 

gets  caught  in  the  web  of  a  prejudiced  sur- 
vey and  buys  only  a  small  circulation  station 

with  "varied  programming"  he  likes  he  will 
more  than  likely  end  up  with:  (a)  an  un- 

happy client,  (b)  a  broke  client,  (c)  no  client 
at  all. 

I  wonder  how  meaningful  a  survey  would 

be  among  station  managers  or  representa- 
tives about  the  complicated  business  of 

writing  copy,  or  buying  time,  or  running 
an  advertising  agency?  We  hope  our  book 
will  give  advertiser  and  agency  executives  a 
better  appreciation  of  the  complications, 

the  "blood,  sweat,  and  tears"  that  go  into 
local  programming.  Then  when  any  biased 
survey  comes  their  way,  they  will  know 

better  the  pitfalls — and  the  manner  in  which 

they're  being  used  to  further  the  causes  of 
selfish  parties. 

There  are  many  elements  beside 

music  which  combine  to  make  a  suc- 

cessful radio  station.  Management  is 

the  single  most  important. 

MORRIS  KELLNER,  vice  president  in  charge 
of  radio  sales,  The  Katz  Agency,  New  York: 

The  NBC  Spot  Sales 

timebuyer  opinion  pan- 
el survey  unfortunately 

comes  up  with  plati- 
tudes instead  of  new  or 

enlightening  informa- 
tion. NBC  didn't  have 

to  ask  the  questions  be- 

cause the  labels  "Top 
40  tunes  stations"  and 
"rock  'n'  roll"  or  "Top 

40"  are  loaded  ones.  Anyone  could  have 
told  how  the  answers  would  have  come  out 

considering  this  wording. 

There  are  many  elements  beside  music, 
too  numerous  to  list  here,  which  combine 
to  make  a  successful  radio  station.  Man- 

agement is  the  single  most  important  ele- 
ment. Buyers  know  that  good  network  sta- 
tions and  good  independent  stations  have 

the  locally-produced  programs  that  acquire 
large  audiences  of  responsive  customers. 

'COLOR  RADIO —A  ROSY  STORY 

The  frequently  expressed  opinion  that 

Top  40  programming  is  strictly  for  teen- 
agers is  just  plain  not  so,  according  to 

Robert  M.  Purcell,  president  and  general 
manager  of  KFWB  Los  Angeles. 

KFWB  on  Jan.  1,  1958,  inaugurated  a 

kind  of  programming  which  the  station 

calls  "color  radio"  and  which  is  firmly 
based  on  the  "Fabulous  40"  tunes  of  the week  as  picked  by 

ROBERT  PURCELL 

and  a  continuing 

KFWB's  "Fabu- 
lous 40"  survey 

of  record  sales 

and  reports  from 
a  "Committee  of 

500"  organized 

by  the  station's veteran  disk  jock- 

ey, Al  Jarvis. 
"Color  radio"  al- 

so embraces  such 
features  as  the 

hourly  broadcasts 
of  "electronic  news 
stream  of  contests  offering  small  cash 
awards  to  alert  and  lucky  listeners  plus 

longer  contests  with  major  prizes  such  as 

an  automobile  or  the  payment  of  a  year's 
normal  telephone  bills. 

But  the  Fabulous  40  is  the  solid  base 

of  KFWB's  new  programming  and  no 
tunes  but  the  Fabulous  40  are  broadcast. 
This  does  not  mean  an  exclusive  musical 

output  of  rock  and  roll,  although  about 
half  of  the  tunes  fall  into  that  category. 
The  KFWB  Fabulous  40  for  the  week 
ended  June  28  included  18  numbers  that 

were  strictly  rock  and  roll  and  two  bal- 
lads with  a  rock-and-roll  beat.  It  also  in- 

cluded 10  ballads  definitely  not  of  the 

rock-and-roll  genesis,  four  songs  with 
Latin  American  rhythm,  four  numbers  of 

the  pop  spiritual  variety  and  one  hillbilly 
tune.  Of  the  40,  37  featured  vocalists 

and  only  three  were  entirely  or  chiefly 
instrumental. 

Growth  of  Audience 

The  result  of  this  kind  of  musical  pro- 
gramming, Mr.  Purcell  reports,  has  been 

an  enormous  increase  in  KFWB's  audi- 

ence. From  winter  to  spring  KFWB's 
share-of-audience  for  all  rated  time  pe- 

riods went  up  47.7%  according  to  Hoop- 
er, 44.8%  according  to  Nielsen  and 

34.7%  according  to  Pulse. 

Who  are  these  new  listeners?  Are  they 

all  live-at-home  juveniles  with  little  money 
to  buy  and  less  interest  in  buying  the 

foods  and  drugs  and  clothes  and  house- 
hold goods  the  advertisers  want  to  sell? 

Or  are  they  the  housewives  who  do  most 

of  the  buying  for  their  homes  and  fam- 
ilies? 

KFWB  wanted  to  know.  So  did  a 

number  of  its  long-time  clients,  who  were 

not  at  all  sure  that  "color  radio"  was  the 
right  formula  for  them.  Several  of  them 
decided  to  test  it  for  themselves  in  a  way 

that  would  prove  to  them  whether  KFWB 
was  delivering  adult  listeners  or  only 

kids.  Here's  what  happened,  as  reported 

by  Mr.  Purcell: 
"An  account  we  have  had  on  the  air 

at  least  10  years  is  Standard  Federal  Sav- 
ings and  Loan.  The  audience  they  must 

have  can  only  qualify  as  being  adult  since 
they  are  interested  in  the  problems  of 
banking  and  saving.  This  account  has 
had  an  offer  on  the  air  which  is  a  book- 

let called  California  Here  I  come.  This 

account  has  used  this  particular  offer  for 

so  many  years  on  so  many  programs  that 

they  can  calculate  with  almost  mathe- 
matical certainty  their  results. 

"Prior  to  our  going  to  our  color  pro- 
gramming concept  their  program  was  a 

10-minute  talk  program  consisting  of 
news  and  sports.  This  program  was  in 
conflict  with  our  concepts,  but  we  were 

able  to  persuade  them  that  our  new  pro- 
gramming would  be  beneficial  to  them 

and  that  they  should  give  it  a  try  and 

they  changed  their  basic  program  to  con- 
form with  our  thinking  except  that  the 

offer  remained  the  same.  The  result  is 

that  they  have  doubled  their  results  on 
the  basis  of  inquiries  and  these  are,  mind 

you,  adult  inquiries. 

Ten-Fold  Increase 

"'Dale  Dance  Studios  qualifies  its  leads 

to  18  years  or  older.  As  you  well  know 
a  dance  studio  has  more  appeal  to  the 

adult  person  who  never  learned  to  dance 

than  to  today's  youngster  who  is  born 
dancing.  This  account  had  used  KFWB 

prior  to  our  new  color  radio  program- 
ming and  continued  to  use  us  after  we 

initiated  this  program  policy.  Their  re- 
sults increased  ten-fold  and  again  I  point 

out  these  are  adults. 

"Perhaps  the  most  illustrative  test  was 

one  devised  by  Boy's  Markets.  They 
broadcast  on  their  program  during  the 

adult  listening  hours,  or  during  the  pe- 
riod that  children  and  teenagers  would 

normally  be  in  school,  a  special  price  on 

bananas.  On  May  7,  the  Boy's  Market 
ran  a  'test'  on  KFWB  and  they  made  it 
as  difficult  for  the  station  to  pass  as  pos- 
sible. 

"During  the  9:30  a.m.-3:30  p.m.  period 

only  on  Wednesday,  May  7,  they  ran  an- 
nouncements about  a  banana  special  for 

KFWB  listeners  only.  The  only  way  a 

listener  could  take  advantage  of  the  spe- 
cial 8<j;  per  pound  price  (posted  price  in 

the  stores  was  18^  per  pound)  was  to 

mention  the  KFWB  special  at  the  check- 
out counter.  The  announcements  were 

run  on  only  one  day — Wednesday — -and 
listeners  had  to  take  advantage  of  the 

special  on  the  same  day. 

"One  Boy's  Market  alone  reported  that 
300  people  had  mentioned  KFWB  going 

through  the  checkout  counter!" 

■M 
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ADVERTISERS  &  AGENCIES 

Libbey-Owens-Ford  uses  network  tv 

to  fire  sales  all  down  marketing  line 

"The  fact  that  Libbey-Owens-Ford  was 
going  to  spend  a  large  sum  of  money  to 
advertise  products  which  they  sell  made  a 

deep  impression  upon  our  distributors,"' 
recalls  LOF's  advertising  manager  Franklyn 
R.  Hawkins. 

Mr.  Hawkins  refers  to  the  LOF  (a  big 
name  in  the  glass  industry)  presentation  last 
April  to  more  than  500  people  made  up  of 

glass  distributors  and  the  company's  sales 
organization  meeting  at  Florida's  Holly- 

wood Beach  Hotel.  Revealed  were  Libbey- 

Owens-Ford  Glass  Co.'s  tv  advertising  plans 
for  the  summer. 

Basically  this  advertising  plan  includes 
a  set  of  new  tv  commercials  on  NBC- 

TV's  Perry  Mason  Show  on  behalf  of  door 
mirrors,  window  glass,  Thermopane  for 
homes  and  safety  plate  glass.  So  far  as 
LOF  knows,  this  will  be  the  first  time  that 

any  of  the  four  products  will  be  advertised 
on  a  national  network  show.  (The  new 
commercials  were  made  by  Television 
Graphics  Inc.,  New  York.) 

Tied  in  with  this  spirited  network  spree 

(a  13-week  segment  in  the  warm  season) 
is  a  closely  knitted  promotion  involving 
distributors.  Commercials  on  Perry  Mason 
invite  viewers  to  learn  the  supply  source 

(that  is  who  sells  the  products)  from  Opera- 
tor 25,  Western  Union. 

Notes  Mr.  Hawkins,  'The  effect  of  our 
presentation  was  electric.  .  .  .  Some  of 

them  [distributors]  phoned  their  local  sta- 
tions from  Hollywood  Beach  to  reserve 

time  for  spots  following  the  Perry  Mason 
Show.  We  do  not  yet  have  a  complete 
report  on  how  many  distributors  (and  in 
a  few  cases  glass  dealers)  are  buying  tv 
time  on  their  local  stations  to  identify 
themselves  as  sources  ...  I  can  only  say 
that  I  am  amazed  at  the  number  who  have 

done  so." It  was  estimated  that  two  weeks  after 

the  first  opportunity  was  given  LOF's  dis- 
tributors and  mirror  manufacturing  cus- 

tomers, about  26,000  names  had  been  re- 

ceived by  the  Toledo  company's  adver- 
tising department.  The  names  were  typed  on 

3x5  inch  cards  and  sent  to  Western  Union 

for  redistribution  to  "Operators  25." 
Promotion  kits  were  distributed  to  LOF 

sources  urging  them  to  tie-in  with  Operator 
25  by  sponsoring  tv  spots  on  their  own. 

To  help  local  tie-ins,  LOF's  kit  contains 

"Ladies,  can  you  see  only  half  of  what 
you  want  to  see?" 
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suggested  commercials;  tells  "how  to  set 
up  your  tv  advertising"  ("Try  to  get  an 
adjacent  spot,  usually  10  or  20  seconds 

long"  but  it  "may  already  be  sold — don't 
let  that  discourage  you");  relates  what  ma- 

terials are  available  from  LOF  and  how  to 
use  the  tv  material.  In  addition,  the  kits 

give  time  costs  (stations  scheduled  to  carry 
Perry  Mason  and  their  time  charges). 

Libbey-Owens-Ford  offered  its  distribu- 
tors and  dealers  one-minute  open-end  filmed 

commercials  (50  seconds  from  the  com- 
mercials used  on  Perry  Mason  and  10  sec- 

onds for  local  identification)  covering  door 
mirrors  and  Thermopane  for  remodeling; 

cards  for  10-second  and  20-second  spots  for 
use  along  with  local  identification  and 
covering  door  mirrors,  Thermopane  for 
new  homes  and  remodeling,  safety  glass 

replacement  and  window  glass.  (See  illustra- 
tion of  20-second  spot  prepared  for  dealers 

and  distributors.) 

The  door  mirror  commercials  start  next 

month  (July)  and  will  be  seen  also  in  August 

and  September.  Says  Mr.  Hawkins:  "Natu- 
rally, we  hope  that  all  of  this  effort  and 

tv  advertising  during  the  summer  will  stimu- 
late sales  of  LOF  products  all  the  way 

down  to  the  store  which  sells  to  the  con- 

sumer." (Fuller  &  Smith  &  Ross,  Cleveland, 
its  agency,  also  prepared  the  sales  port- 

folios.) In  the  past,  LOF  commercials  have 
appeared  on  national  football  telecasts  and 
on  Perry  Mason  but  were  concentrated  on 

"educating"  the  public  "for  the  first  time 
on  the  difference  in  the  safety  glass  used 

in  automobiles." LOF  estimates  the  network  show  will 

bring  to  its  commercials  a  summertime 

audience  of  approximately  16  million  view- 
ers. On  top  of  this,  local  tie-in  spots  should 

broaden  the  audience,  cultivate  the  interest 

and  help  stimulate  the  sales  Libbey-Owens- 
Ford  hopes  to  create. 

One  of  the  tv  commercials  prepared  for 
the  network  program  is  a  take  off  on 

"Mirror,  mirror  on  the  wall."  Says  a  woman 

who  looks  at  her  reflection,  "You're  just 
not  big  enough  at  all!"  The  commercial  goes 
on  to  explain  why  a  full  length,  or  door, 
mirror  is  needed. 

For  that  matter,  the  aim  of  LOF's  tv  ad- 
vertising campaign  entails  more  than  stim- 

ulating sales  of  its  products.  A  full-length 
glass  on  the  ad  drive  would  show  that  LOF, 

"Get  a  full-length  door  mirror  and  look 

your  loveliest  from  top  to  toe." 

more  than  other  segments  of  the  glass  in- 
dustry, is  concerned  about  the  recession. 

This  is  because  normally  LOF  counts  on 
well  over  half  of  its  gross  to  come  from  the 
auto  industry  (every  pane  of  safety  plate 

glass  in  any  General  Motors'  car  bears  the 
LOF  trade  mark).  Automobile  production 
has  been  off  at  least  30  percentage  points. 
The  construction  industry  (LOF  supplies 

window  and  structural  glass)  is  another  big 
customer  for  LOF  and  construction  awards 

reportedly  have  been  off  some  9  to  10%. 

Accordingly,  LOF's  push  behind  its  con- 
sumer products  makes  additional  sense  when 

placed  against  this  splintered  auto-industrial 
market.  The  economy  is  quickly  reflected 

by  Libbey-Owens-Ford — and  hence  its  sum- 
mertime promotion  for  the  advertiser,  using 

the  mass  consumer  medium,  television. 

1 6- Year  Grant  Tie 

Ended  by  Florists 

Florists'  Telegraph  Delivery  Assn.,  De- 
troit, last  week  announced  it  is  ending  its 

16-year  relationship  with  Grant  Adv.,  Chi- 
cago. FTDA  had  earmarked  more  than 

90%  of  its  estimated  $2.6  million  budget 

in  1958-59  to  alternate-week  sponsorship 
of  CBS-TV's  Person  to  Person  show. 

Grant  received  a  60-day  notice  of  cancel- 
lation of  its  contract  with  FTDA  just  as 

the  agency  was  completing  28  taped  com- 
mercials for  use  on  Personal  Appearance, 

a  filmed  anthology  series,  that  is  replacing 
Person  to  Person  for  the  summer,  starting 

last  Friday  (July  4).  Continued  sponsorship 
of  Person  to  Person  by  FTDA  in  the  fall  is 
uncertain.  The  association  will  have  com- 

pleted its  second  13 -week  cycle  in  the  Fri- 

day, 10:30-11  p.m.  period  by  mid-Septem- 
ber, and  need  not  exercise  its  option  beyond 

that  date. 

Lawrence  A.  Mcintosh,  executive  vice 

president  of  Grant,  said  no  specific  reason 
was  given  to  the  agency  for  the  change.  It 

was  reported  that  FTDA's  heavy  investment 
in  tv  to  the  virtual  exclusion  of  participa- 

tion in  other  media  may  have  contributed 
to  the  decision.  It  is  known  that  some  mem- 

bers of  the  association  are  unhappy  about 

the  heavy  concentration  in  television. 

FTDA's  11,000  florist  members  in  the 
United  States  and  Canada  support  its  ad- 

vertising and  promotion  program.  Up  to 

this  year,  the  budget  had  been  largely  in 

print  media,  particularly  newspapers.  Short- 
ly after  the  association  announced  its  entry 

into  tv  on  a  regular  basis  last  spring,  reports 

"Get  a  mirror  made  of  Libbey-Owens- 

Ford  Parallel-O-Plate  glass  .  .  ." 
Broadcasting 
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IN  INLAND  CALIFORNIA  (and  western  nevaoai 

"BEELINE*— 

<£eiu>e*s  tvuytc  -fox,  -fcl*e  KKmetf 

Beeline  stations  provide  complete 

sports  coverage  including  live  broad- 
casts of  outstanding  local  events.  Four 

of  the  Beeline  stations  carry  San  Fran- 
cisco Giant  baseball.  Beeline  stations 

also  coordinate  with  Bee  newspaper 

sports  staffs  to  insure  thorough  cover- 
age and  keep  the  sports  audience 

tuned  to  the  Beeline  in  the  Billion 

Dollar  Valley  of  The  Bees. 

These  mountain -ringed  radio  sta- 
tions, purchased  together,  deliver 

more  radio  homes  than  any  combina- 
tion of  competitive  stations  .  .  .  at  by 

jar  the  lowest  cost  per  thousand. 

(Nielsen  &  SR&D) 

HAcCJLodbdaf 
O  RENO 

KFBK  °  Sacramento 

"  "  O  MODESTO 

KMJ  O  FRESNO
 

SACRAMENTO,  CALIFORNIA 

Paul  H.  Raymer  Co., 

National  Representative 

KERN  °  BAKERSFIELD 
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ADVERTISERS  &  AGENCIES  continued 

circulated  that  some  local  florists,  at  the 

prodding  of  local  newspapers,  complained 
to  FTDA  about  its  large  investment  in  tv. 

John  L.  Bodette,  general  manager  of 
FTDA,  denied  that  these  complaints  had 

caused  the  break.  He  declined  "to  discuss 

further  the  reasons  for  the  change."  A  Grant 
spokesman  acknowledged  disaffection  of 
some  FTDA  members  with  the  investment 

in  tv  "may  have  been  partially  responsible 
for  the  break,"  but  added,  "for  our  part, 
we  can  only  say  that  business  has  con- 

tinued to  rise  in  this  period,  so  can  any- 
one say  it  was  a  bad  move?  We  are  puzzled 

and  completely  surprised  by  the  change. 

We  have  seen  this  account's  sales  grow 
from  some  $10  million  annually  to  $56  mil- 

lion." 
Mr.  Bodette  said  FTDA  "has  been  work- 

ing on  the  matter  of  a  new  agency  for  some 

time."  He  said  about  six  agencies  will  be 
invited  to  make  presentations  for  the  ac- 

count and  on  Aug.  20  the  agency  that  sur- 
vives will  repeat  its  presentation  to  the 

FTDA  board. 

Mr.  Mcintosh  said  Grant  was  gratified 
with  the  contributions  it  had  made  over  the 

past  16  years  in  the  growth  of  sales  by 
FTDA.  He  said  that  indications  are  that  this 

year  the  sales  increase  will  be  the  largest 
in  a  decade. 

L&N  Reaches  Merger  Accord 

With  Merchandising  Factors 

Lennen  &  Newell,  New  York,  close  to 

reaching  a  merger  agreement  with  the  in- 

dustrial-heavy Buchanan  &  Co.  agency 
[Advertisers  &  Agencies,  June  30]  last 

week  confirmed  long-standing  reports  it 
would  merge  with  Merchandising  Factors 

Inc.,  West  Coast  agency  with  billings  in 
excess  of  $4  million. 

Acquisition  of  Merchandising  Factors 

strengthens  L&N's  western  operation  by 
giving  it  additional  offices  in  Seattle  and 

San  Carlos,  Calif.  L&N  will  move  its  physi- 

cal operation  and  personnel  out  of  its  pres- 

ent San  Francisco  offices  at  235  Montgom- 

ery St.  to  those  now  occupied  by  MF  at  315 

Montgomery  St.  Arrangements  for  the  San 

Carlos  and  Seattle  offices  are  yet  to  be 

made,  according  to  John  D.  Speirs,  vice 

president-secretary-treasurer  of  Lennen  & 
Newell. 

MF  President  Marshall  J.  Weigel  will  be- 
come senior  vice  president  of  L&N  and  will 

head  that  agency's  West  Coast  operations, 
with  offices  in  Los  Angeles,  San  Francisco, 

Seattle  and  San  Carlos.  Merchandising  Fac- 

tors' client  list  of  45  accounts,  includes 
several  divisions  of  Crown-Zellerbach  Corp. 
(paper),  Simpson  Timber  Co.  and  Trans- 
america  Corp. 

College  Football  to  be  Taped; 
Carried  Over  Tex.-N.  M.  Network 

Highlights  of  the  Southwest  Conference 

football  games  will  be  videotaped  next  sea- 

son and  telecast  the  following  afternoon 
over  20  Texas-New  Mexico  stations. 

KPRC-TV  Houston,  KRLD-TV  Dallas 

or  WOAI-TV  San  Antonio — depending  on 
which  is  nearest  the  game — will  originate 
the  series,  a  report  from  Redwood  City, 
Calif.,  home  of  Ampex  Corp.,  states.  The 

station  will  cover  "The  Game  of  the  Week," 
as  chosen  by  conference  representatives, 
with  four  tv  cameras.  They  will  relay  the 
coverage  to  the  studio  where  it  will  be 
videotaped,  edited  into  30  minutes  and 

dubbed  with  a  commentary.  The  game's 
highlights  will  go  out  to  the  20-station  net- 

work together  with  interviews  with  football 

personalities. 

NBC  Radio  to  Cooperate 

In  Food  Industry  Promotion 

NBC  Radio  is  cooperating  with  Grocery 

Mfrs.  of  America  and  leading  food  retail- 
ers in  a  promotional  campaign  to  acquaint 

the  American  public  with  contributions  of 

the  food  industry  to  the  nation's  economy. 
Details  of  the  project  were  announced  last 

week  by  Matthew  J.  Culligan,  vice  president 
of  NBC  Radio.  These  include  presentation 

of  a  special  series  of  panel  discussions  by 

leaders  of  the  GMA  on  NBC  Radio's  Mon- 
itor program  July  11-12;  a  five- week  net- 

LATEST  RATINGS 

TOP  10  NETWORK  PROGRAMS 

Tv  Report  for  May  25-June  7 
TOTAL  AUDiENCEf 

No.  Homes 
Rank (000) 

1.  Gunsmoke 17,888 
2.  Wells  Fargo 14,534 
3.  Have  Gun,  Will  Travel 14.018 

4.  I've  Got  a  Secret 13,545 
5.  Twenty-One 13,072 
6.  Wagon  Train 13,072 7.  Danny  Thomas 12,470 8.  Perry  Como 12,427 
9.  Ed  Sullivan 

12,427 
10.  Playhouse  90 12,384 

Rank 

%  Homes* 
1.  Gunsmoke 

42.6 

2.  Wells  Fargo 34.6 
3.  Have  Gun,  Will  Travel 33.6 
4.  I've  Got  a  Secret 

32.1 

5.  Twenty-One 31.3 
6.  Wagon  Train 31.2 
7.  Playhouse  90 29.8 
8.  Danny  Thomas 

29.7 

9.  Perry  Como 29.6 
10.  Ed  Sullivan 29.5 

AVERAGE  AUDIENCE! 

No.  Homes 
Rank (000) 
1. 

Gunsmoke 
16,856 2. Wells  Fargo 13,287 

3. Have  Gun,  Will  Travel 13,201 4. I've  Got  a  Secret 12,212 
5. Twenty-One 11,911 
6. 

Danny  Thomas 11,309 
7. 

Lineup 

11,137 
8. A  If  red  Hitch  cock 10,879 
9. Red  Skelton 10,793 

10. Wagon  Train 10,578 
Rank 

%  Homes* 

1. 

Gunsmoke 40.2 
2. 

Have  Gun,  Will  Travel 31.7 
3. Wells  Fargo 31.6 

4.  I've  Got  a  Secret 

5.  Twenty-One 
6.  Danny  Thomas 
1.  Red  Skelton 8.  Lineup 

Alfred  Hitchcock GE  Theatre 
9. 

10. 

28.9 
28.6 
26.9 
26.8 
26.6 
26.3 

25.4 
Copyright  1958  A.  C.  Nielsen  Co. 

TOP  10  NETWORK  PROGRAMS 

Tv  Report  for  June  2-8 

%  Tv Rank Homes 

1.  Perry  Como 35.8 
2.  Wells  Fargo 35.6 

3.  Gunsmoke 
34.6 4.  Wyatt  Earp 32.9 

5.  Restless  Gun 
32.6 6.  Have  Gun,  Will  Travel 
29.0 1.  Dinah  Shore 27.0 

8.  I've  Got  a  Secret 
26.9 

9.  Twenty-One 26.3 
10.  Lineup 26.2 

No.  Tv Rank Homes  (000) 

1.  Perry  Como 
12,450 2.  Wells  Fargo 
12,273 3.  Gunsmoke 
12,253 4.  Wyatt  Earp 
10,995 

5.  Restless  Gun 10,763 
6.  Have  Gun,  Will  Travel 

9,963 
7.  I've  Got  a  Secret 

9,377 8.  Dinah  Shore 

9,357 
9.  Danny  Thomas 

9,267 

10.  Lineup 

9,200 Copyright  Videodex  Inc. 
(f)  Homes  reached  by  all  or  any  part  of  the 

program,  except  for  homes  viewing  only 
1  to  5  minutes. 

(%)  Homes  reached  during  the  average  minute 
of  the  program. 

*    Percented  ratings  are  based  on  tv  homes 
within  reach  of  station  facilities  used  by 
each  program. 

BACKGROUND:  The  following  programs, 
in  alphabetical  order,  appear  in  this 
week's  Broadcasting  tv  ratings  roundup. 
Information  is  in  following  order:  pro- 

gram name,  network,  number  of  stations, 
sponsor,  agency,  day  and  time. 
Perry     Como     (NBC-163):  participating 

sponsors,  Sat  8-9  p.m. 
Gunsmoke    (CBS-161) :   Liggett   &  Myers 

alt.  (D-F-S),  alternating  with  Kemington 
Rand  (Y&R),  Sat.  10-10:30  p.m. 

GE  Theatre  (CBS-154)  GE  (BBDO),  Sun. 
9-  9:30  p.m. 

Have  Gun,  Will  Travel  (CBS-125):  Lever 
(JWT),  American  Home  (Bates),  Sat. 
9:30-10  p.m. 

Alfred  Hitchcock  (CBS-145) :  Bristol- 
Myers  (Y&R),  Sun.  9:30-10  p.m. 

I've  Got  a  Secret  (CBS-198) :  R.  J.  Rey- 
nolds (Esty),  Wed.  9:30-10  p.m. 

Lineup  (CBS-162) :  Brown  &  Williamson (Bates),  Procter  &  Gamble  (Y&R),  Fri. 
10-  10:30  p.m. 

Playhouse     90     (CBS -134):  participating 
sponsors,  Thurs.  9:30-11  p.m. 

Restless  Gun  (NBC-107) :  Warner-Lambert 
(SSC&B),  Mon.  8-8:30  p.m. 

Dinah  Shore  (NBC-160) :  Chevrolet  (C-E), 
Sun.  9-10  p.m. 

Red  Skelton  (CBS-190):  Pet  Milk  (Gard- 
ner), Tues.  9:30-10  p.m. 

(FC&B),  Tues.  9:30-10  p.m. Ed  Sullivan  (CBS-174):  Mercury  (K&E), 
Kodak  (JWT)  Sun.  8-9  p.m. 

Danny  Thomas  (CBS-158):  General  Foods 
(B&B),  Mon.  9-9:30  p.m. 

Twenty-One    (NBC-150):  Pharmaceuticals 
Inc.  (Kletter),  Mon.  9-9:30  p.m. 

Wagon    Train    (NBC-152) :    Lewis  Howe 
(M-E),     Drackett     (Y&R),     and  Edsel 
(FC&B),  Wed.  7:30-8:30  p.m. 

Wells    Fargo    (NBC-147):    Buick  (M-E), 
American  Tobacco  (SSC&B),  Mon.  8:30- 
9  p.m. 

Wyatt  Earp  (ABC-103) :  General  Motors 
(D-F-S),  Procter  &  Gamble  (Compton), 
Tues.  8:30-9  p.m. 
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ADVERTISERS  &  AGENCIES  cont.nued 

pilCIM  PCO     RRIPFL  Y       WHOS  BUYING  WHAT,  WHERE work  promotion  titled  "Summertime  Is  Out- 
door Eating  Time,"  and  a  campaign  sched- 
uled for  the  fall,  "Good  Eating  for  Better 

Living."  The  200  NBC  Radio  affiliates  will 

support  the  network's  activity  by  cooper- 
ating with  local  stores  and  providing  window 

streamers,  publicity  releases  and  editorial 
matter  for  on-the-air  use. 

Mayers,  C&W  Dissolve 

The  Mayers  Co.  on  July  1  resumed  that 
name  and  its  operation  as  an  independent 
Los  Angeles  agency  after  18  months  of 
service  as  the  Mayer  Div.  of  Cunningham 
&  Walsh.  Dissolution  of  the  merger  had 
been  announced  in  March  for  next  Oct.  1. 

[Advertisers  &  Agencies,  March  24]  but 
the  six-month  interval  was  shortened  to 
three. 

Only  change  accountwise  at  Mayers  is 
that  the  Sears  Roebuck  national  advertising 
which  had  been  handled  out  of  the  Mayers 
office  will  henceforth  be  an  account  of  the 

Chicago  office  of  C  &  W.  Mayers  retains 
the  Sears  store  in  Los  Angeles  and  all  its 
other  accounts.  He  also  will  continue  as 

a  consultant  on  the  national  Sears  adver- 
tising for  a  number  of  years. 

Lestoil  Signs  FTC  Consent  Decree 

A  consent  decree  in  which  Adell  Chemi- 
cal Co.,  Holyoke,  Mass.,  agrees  to  warn 

purchasers  that  its  Lestoil  detergent  is  com- 
bustible and  shouldn't  be  used  near  a  flame 

or  extreme  heat  has  been  reported  by  the 
Federal  Trade  Commission. 

The  FTC's  complaint  of  Feb.  7  charged 
Adell  demonstrated  Lestoil  on  tv  com- 

mercials in  situations  considered  unsafe  and 

failed  to  give  proper  precautions  for  use. 

'IMPACT'  WEEK  •  CBS  Radio  last  week 

signed  new  business  and  renewals  repre- 
senting $913,800  in  gross  billing,  according 

to  John  Karol,  network's  vice  president  in 
charge  of  sales.  Advertisers  and  their  pur- 

chases: Rambler  Div.  of  American  Motors 

Corp.,  through  Geyer  Adv.,  38  Impact  seg- 
ments for  four  weeks  starting  July  3;  Hearst 

Publications  {Good  Housekeeping  maga- 

zine), through  Grey,  ten  IVi  -minute  units 
of  CBS  Radio  daytime  serials,  July  16,  17 
and  18;  Grove  Labs,  via  Gardner,  10  units 

of  daytime  serials  and  five  "Impact"  seg- 
ments per  week  for  24  weeks,  starting  Sept. 

28;  Sterling  Drug,  through  Dancer-Fitz- 

gerald-Sample, two  additional  "Impact"  seg- 
ments each  weekend  to  run  through  this 

month,  and  Kitchens  of  Sara  Lee  Inc.,  via 

Cunningham  &  Walsh,  renewal  of  quarter- 
hour  of  Arthur  Godfrey  Time  for  52  weeks 

beginning  Sept.  19. 

LAW,  LOVE  AND  LOOT  •  Lever  Bros. 
(Dove  beauty  bar,  All  detergent),  N.  Y., 
through  Ogilvy,  Benson  &  Mather,  last  week 

signed  for  half  of  new  nighttime  hour-long 
version  of  The  Verdict  Is  Yours  (CBS-TV, 

Thurs.,  8:30-9:30  p.m.,  EDT).  Lever  also 
has  renewed  its  quarter-hour  segment  spon- 

sorship of  network's  For  Love  or  Money 
and  Play  Your  Hunch,  and  this  fall  will 

pick  up  alternate-week  quarter-hour  spon- 
sorship of  Verdict  daytime  version. 

MOTORS  STILL  RUNNING  •  General 
Motors  Products  of  Canada  Ltd.,  Oshawa, 

Ont.  (automobiles  and  appliances)  has  re- 

newed for  next  fall  its  hour-long  live  tele- 
vision plays,  General  Motors  Presents,  on 

CBC  national  tv  network.  Series  has  been 

sponsored  by  GMPC  since  1953,  and  will 

return  in  mid-September  on  Sunday  eve- 
nings instead  of  present  Tuesday  evening 

spot.  Agency  is  MacLaren  Adv.  Ltd.,  To- 
ronto. 

'AMATEURS'  ON  MOVE  •  Pharmaceuti- 
cals Inc.,  N.  Y.,  has  decided  to  stick  with 

The  Original  Amateur  Hour  but  on  another 

network.  Show — previously  slated  to  be 

dropped  after  the  summer — will  be  seen 
next  fall  (starting  Oct.  26)  on  CBS-TV, 
Sunday,  5:30-6  p.m.  Program  currently 
is  on  NBC-TV,  Saturday,  10:10:30  p.m., 
EDT.  Agency  is  Parkson  Adv.,  New  York. 

BABBITT  RETURNS  •  American  Tobacco 

Co.  (Pall  Mall)  on  July  28  renews  for  13 
weeks  Harry  Babbitt  Show  on  22  CRPN 

stations,  alternating  Mon.-Wed.-Fri.  and 
Tues. -Thurs.  at  7:45-8  a.m.  PDT.  Agency: 
Sullivan,  Stauffer,  Colwell  and  Bayles,  N.  Y. 

GO  FOR  GUN  •  Procter  &  Gamble  and 

Sterling  Drug  have  signed  for  alternate 
weeks  of  The  Restless  Gun  on  NBC-TV, 

Mon.  8-8:30  p.m.,  for  next  season.  P&G's 
order,  placed  through  Leo  Burnett  Co.,  Chi- 

cago, and  Sterling's  via  Dancer-Fitzgerald- 
Sample,  N.  Y. 

SOUP  SELECTION  •  Campbell  Soup  Co., 
Camden,  N.  J.,  will  sponsor  Donna  Reed 

Show,  family  comedy  series  on  ABC-TV, 
Wednesdays,  9-9:30  p.m.  on  ABC-TV  start- 

ing Sept.  24.  Agency  is  BBDO,  N.  Y. 

ADVENTURERS  •  American  Home  Prod- 
ucts, Whitehall  Labs.  Div.,  N.  Y.,  through 

Ted  Bates  &  Co.,  N.  Y.,  and  Liggett  & 
Myers  Tobacco  Co.  (L&M  filter  cigarettes), 

N.  Y.,  through  Dancer-Fitzgerald-Sample, 

N.  Y.,  have  signed  for  Screen  Gems'  new 
half-hour  adventure-spy  series,  Behind 
Closed  Doors,  over  NBC-TV  (Thurs.,  9- 
9:30  p.m.),  beginning  next  fall. 

AMIGO  SHOW  •  General  Dynamics  Corp., 

N.  Y.,  Friday  (July  4)  sponsored  half-hour 
public  service  dramatic  documentary  pro- 

gram, The  Faces  of  the  Mountain,  in  70 
Latin  American  markets.  Placed  direct  by 

advertiser.  Faces — Spanish-language  pro- 

gram dealing  with  the  U.  S.  heritage  re- 
flected in .  stone  carvings  at  Mount  Rush- 

more,  S.  D. — was  fed  in  short  wave  bands 
by  international  broadcast  station  WRUL 
New  York.  Spokesmen  for  World  Wide 

Broadcasting  System  said  last  week  that 
while  no  advertising  message  was  carried, 

General  Dynamics  paid  for  both  time  and 

production. 

AGENCY  CONTROL  •  Though  it's  cog- 
nizant of  trend  away  from  agency  created- 

and  produced  shows,  Chicago  office  of  Er- 
win  Wasey,  Ruthrauff  &  Ryan  reports  un- 

qualified success  with  own  control  over  cer- 

New  Nielsen:  The  commercia!  reach  of  radio 

The  far,  fast  reach  of  radio  as  a  sales  medium  is  dramatized  in  a  special  com- 

pilation of  "campaign  results"  prepared  by  A.  C.  Nielsen  Co.  It  shows  how  many 
homes  a  group  of  radio  advertisers  were  able  to  reach  with  how  many  commercial 
messages  during  four  weeks  of  their  respective  network  radio  campaigns.  The 
figures  take  into  account  all  programs  and  participations  used  by  each  advertiser  on 
a  given  network.  Compiled  from  the  first  Nielsen  Radio  Index  pocketpiece  for  May, 
the  special  study  follows: 

AUDIENCES  REACHED COMMERCIAL  MINUTES 

No. Total 
Different 

Comm'l 

No. 
Homes 

No.  Comm'l 

M  inutes B'dcasts 
Reached Minutes Delivered 

Sponsor Aired (000) 
Sponsor 

Aired (000) 

BRISTOL-MYERS 236 14,507 FORD   DIV. -FORD  MOTOR 220 156,500 

FORD  DIV. -FORD  MOTOR 104 13,841 BRISTOL-MYERS 179 119,600 
MIDAS  INC. 171 12,764 WM.  WRIGLEY  JR.  CO. 120 80,200 
BROWN  &  WILLIAMSON 168 12,611 BROWN  &  WILLIAMSON 126 

79,800 
CALIFORNIA  PACKING 172 12,047 MIDAS  INC. 128 

79,300 
CHEVROLET  DIV.- CALIFORNIA  PACKING 

129 
77,900 

GEN.  MOTORS 68 
11,227 CHEVROLET  DIV.- 

PROCTER    &  GAMBLE 158 11,124 GEN.  MOTORS 

85 

51,600 
PLOUGH  INC. 103 10,714 UNITED   MOTOR  DIV.- 
EX-LAX  INC. 

91 
10,201 

GEN.  MOTORS 60 50,700 
AUTOMOTIVE  DIV.- EX-LAX  INC. 68 49,600 

AMER.  MOTORS 
88 

9,074 BRISTOL-MYERS 49 48,500 

Note:  Data  shown  is  for  campaigns  on  individual  networks. 
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tain  network  radio  properties.  As  examples, 

agency  cites  Pat  Buttram  June  Entertain- 
ment and  The  Peter  &  Mary  Show,  both 

on  CBS  Radio,  which  it  creates,  writes  and 
directs.  Results,  according  to  EWR&R:  good 
ratings  and  happy  sponsors.  Such  control,  it 

feels,  provides  better  integration  of  commer- 
cials and  programs  designed  to  fit  product 

image.  Additionally,  performers  become 

more  identified  as  "product  spokesmen" 
than  "network  personalities,"  as  in  case  of 
Peter  Lind  Hayes  and  Mary  Healy  for  A.  E. 

Staley  Co.'s  Sta-Puf  and  Sta-Flo  products. 

THAT'S  WHY  IT  BOUNCES  •  U.  S.  Rub- 

ber Co.  probably  won't  be  back  on  network 
tv  this  fall — marking  first  time  in  12  years 
that  firm  is  out  of  television.  It  reportedly 

won't  renew  Navy  Log  on  ABC-TV  and  its 
understood  its  agency,  Fletcher  D.  Richards 

Inc.,  isn't  looking  at  other  shows.  Reason  for 
cutback  is  big  drop  in  rubber  output — due 
in  part  to  Detroit  auto  slump.  Tv  has  taken 
$2.5  million  out  of  total  $7.5  million  ad 

budget  over  past  season.  U.  S.  Rubber  was 

in  network  tv  back  in  day  of  "four-station 
networks"  in  1946,  has  sponsored  NBC- 
TV's  Royal  Showcase,  National  Collegiate 
Athletic  Assn.  football,  participated  in  To- 

day and  picked  up  part  of  Max  Liebman 
Presents. 

MAYBE  YES  •  Pillsbury  Mills  Inc.,  Min- 
neapolis, reported  to  be  nearing  decision  on 

purchase  of  Ziv  Television  Programs'  new 
half-hour  adventure-mystery  series,  Dial 

999,  in  more  than  20  southern  markets.  Fi- 

nal decision  expected  to  be  made  by  adver- 

tiser and  its  agency,  Campbell-Mithun, 
Minneapolis,  late  this  week.  New  Ziv  tv 

series  scheduled  to  kick  off  later  this  sum- 
mer. 

SOMETHING  ON  A  STICK  •  Lowe  Corp. 

(Fudgsicle,  Creamsicle,  Popsicle),  N.  Y.,  ap- 
points Erwin  Wasey,  Ruthrauff  &  Ryan, 

N.  Y.,  effective  July  15.  Media  plans  unde- 
termined, but  in  past  client  has  used  network 

tv.  Account  currently  is  handled  by  Paris  & 
Peart,  N.  Y. 

Los  Angeles  Agencies  Merge 

Banning  Co.,  Los  Angeles  advertising 

agency,  has  merged  into  Reach,  McClinton 

&  Co.,  effective  last  Tuesday  (July  1).  Wil- 
liam L.  Banning,  president  of  Banning  Co., 

Reach-McClinton  as  account  supervisor,  ac- 
cording to  Harry  W.  Witt,  vice  president  in 

charge  of  RM's  Los  Angeles  office. 

Cheshire  Merges  With  Schnitzer 

Cheshire  Adv.  has  merged  with  the  Los 

Angeles  office  of  Bernard  B.  Schnitzer  Inc., 
it  has  been  announced.  Bob  Reichenbach, 

formerly  head  of  Cheshire,  is  vice  president 

in  charge  of  Schnitzer's  new  Southern  Cali- 
fornia office.  Address:  6606  Selma  Ave., 

Hollywood.  Telephone:  Hollywood  4-4401. 
Schnitzer  headquarters:  333  Kearney  St., 
San  Francisco. 

Broadcasting 

ROBERT  HOLBROOK 

Board  Chairman 

BARTON  CUMMINGS 

President 

Compton  50- Year  Mark: 

$75  Million  Annually 

The  golden  age  of  Compton  Advertising 

— its  fiftieth  year — begins  this  month  with 

24  major  advertisers  burnishing  the  occa- 
sion with  an  estimated  $75  million  in  agency billing. 

Organized  by  Oscar  H.  Blackman  and 
Frank  Hermes  in  1908  as  the  Blackman 

Co.,  the  agency  opened  for  business  with 
five  employes  and  one  office  located  at  the 
Werlitzer  Building  on  West  42nd  Street 
in  New  York  City.  Today  as  it  begins  its 

second  half-century,  Compton  lists  750  em- 
ployes with  offices  in  six  cities,  and  a  radio- 

television  department  that  alone  accounts 
for  $42  million  in  billing  for  16  of  the 

agency's  24  major  clients. 
Although  the  agency  was  established  as 

the  Blackman  Co.,  it  changed  its  name 

one  year  later  to  Blackman-Ross,  when 
Fred  Ross  joined  the  company.  It  remained 
under  this  title  until  1920  when  Mr.  Ross 

left  to  form  his  own  firm  and  the  company 
name  reverted  to  the  Blackman  Co. 

In  1935,  the  company  was  reorganized, 
switching  its  name  to  Blackman  Advertising. 
On  Jan.  1,  1937,  the  agency  took  its  present 
name  from  Richard  Compton,  who  was  one 
of  the  partners.  In  1943  J.  Sterling  Getchell 

Inc.,  merged  with  the  agency  but  the  Comp- 
ton name  remained.  And  in  1958  Carvel  Nel- 

son &  Powell  Adv.  Agency  in  Portland, 
Ore.,  merged  with  Compton. 

The  current  operating  principles  of  the 

company  were  established  in  1947,  when  a 
new  management  came  into  being.  The 
principals  then  were  Robert  D.  Holbrook 
(now  chairman  of  the  board),  John  K. 
Strubing  (recently  retired)  and  the  late 
Leonard  Bush,  Frank  Griffin  and  Thurman 
L.  Barnard.  The  agency  starting  with  this 

management  increased  its  billings  from  17 

million  in  1947  to  70  million  10  years  later 
in  1957. 

In  1955  Barton  A.  Cummings,  became 

president  of  the  firm.  Other  officers  in 

current  management  are  C.  James  Fleming 

Jr.,  executive  vice  president;  Alfred  J.  Sea- 
man, executive  vice  president;  Jack  P.  Rees, 

senior  vice  president;  Allen  F.  Flouton, 

senior  vice  president,  and  H.  A.  Haines, 
treasurer. 

Headed  by  industry  veterans  Frank 

Kemp,  vice  president  in  charge  of  media, 
and    Lewis   Titterton,    programming  vice 

C.  JAMES  FLEMING 

Executive  V.P. 

ALFRED  SEAMAN 

Executive  V.P. 

JACK  REES 

Senior  V.P. 

ALLEN  FLOUTON 

Senior  V.P. 

H.  A.  HAINES 

Treasurer 

president,  who  oper- 
ate as  an  interlock- 

ing tandem,  the  ra- dio-tv  department 
currently  spends 

$17.2  million  in  ra- 
dio-tv  spot  and  $24.8 

million  in  radio-tv 
network. 

Still  figuring  dom- 

inantly  in  Compton's radio-tv  operation  is 

its  oldest  client,  Proc- 
ter &  Gamble,  which 

joined  the  agency  37 

years  ago  in  1921. 
Shows  currently  sponsored  by  Compton 

advertisers  include  Wyatt  Earp  on  ABC- 
TV  for  Procter  &  Gamble;  The  Guiding 

Light  on  CBS-TV  for  P&G;  Doug  Edwards 
&  the  News  on  CBS-TV  for  American  Can; 

House  Party  on  CBS-TV  for  Chase  &  San- 
born coffee;  This  Is  Your  Life  on  NBC-TV 

for  P&G;  Trackdown  on  CBS-TV  for  So- 

cony;  Leave  It  To  Beaver  on  CBS-TV  for 
Remington  Rand,  and  Edge  of  Night  on 
CBS-TV  for  C&S  coffee. 

Compton's  radio-tv  chiefs 

FRANK  KEMP  LEWIS  TITTERTON 

Media  V.P.  Programming  V.P. 
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ADVERTISERS  &  AGENCIES  continued 

NBC  SPOT  SALESMEN  take  a  portable  phonograph  with  them  when  they  visit 
agencies  on  behalf  of  WRC  Washington  these  days.  The  salesmen  play  prospective 

clients  the  station's  "Music  to  Buy  Time  By"  featuring  WRC  d.j.  Al  Ross.  He 
makes  the  pitch  that  "the  better  popular  music  played  by  WRC  appeals  to  an 
audience  with  buying  power,  in  contrast  with  the  rock  and  roll  tunes  heard  on 

competing  stations." 

A  &  A  SHORTS 

Erwin  Wasey,  Ruthrauff  &  Ryan,  N.  Y.,  has 
opened  its  second  office  in  England  at  4 

Archbold  Terrace,  Jesmond,  Newscastle- 

Upon-Tyne.  Agency  maintains  15  offices  in 
U.  S.  and  foreign  countries,  including  branch 
in  London. 

McCann-Erickson  has  opened  new  office 
of  Marschalk  &  Pratt,  affiliate  agency,  in 

Miami,  Fla.,  Elroy  Scrivener  named  man- 
ager. Temporary  location  is  953  S.W.  First 

St.,  until  new  offices  are  completed. 

Dancer-Fitzgerald-Sample,  Chicago,  has 
moved  to  larger  offices  at  221  N.  LaSalle  St. 
bldg. 

Warwick  &  Legler  Inc.  has  moved  from  230 
Park  Ave.,  to  House  of  Seagram,  375  Park 

Ave.  Telephone:  Plaza  1-4700. 

Sealy  Inc.  (mattresses)  reports  that  its  fran- 
chised  plants  spent  $3,366,424  in  radio,  tv 
and  other  local  media  in  1957.  No  figure 

was  available  for  broadcast  media's  share 
inasmuch  as  business  was  placed  individual- 

ly by  local  dealers.  Sealy  allocated  $4,221,- 
614  for  national  and  local  media  combined 

last  year,  but  was  relatively  inactive  in  na- 
tional radio  and  tv.  In  local  media  $3.3  mil- 

lion went  into  radio,  tv,  daily  and  weekly 

newspapers,  direct  mail  and  circulars.  Con- 
sumers magazines  got  bulk  of  national 

dollars. 

Albert  Frank-Guenther  Law  Inc.,  advertis- 

ing agency,  announces  purchase  of  prop- 
erty and  building  on  southwest  corner  of 

Liberty  and  Greenwich  Sts.  in  lower  Man- 
hattan at  reported  purchase  price  of  ap- 

proximately $276,000.  Agency  now  owns 
entire  block  front  on  Greenwich  St. 

Ray  Carr  Organization,  Portland,  moves  to 

new  quarters  at  1600  S.  E.  Ankeny  St., 
Portland. 

Post,  Johnson  &  Livingston  Inc.,  Hartford, 
Conn.,  has  moved  to  new  and  larger  offices 

at  57  Gillett  St.,  Hartford.  Telephone:  Jack- 
son 2-8171. 

Banning  Co.,  L.  A.,  merged  July  1  into 
Reach,  McClintock  Inc.,  L.  A.,  William  L. 

Banning,  president  of  Banning  Co.,  will 
serve  as  account  supervisor. 

Rogers  &  Smith,  Chicago,  became  Headen, 
Horrell  &  Wentsel  June  1.  Principals  of  new 
company  (formerly  with  R&S)  are  Robert  L. 

Headen,  executive  v.p.;  Judson  Horrell,  v.p.- 
merchandising  director;  Jack  M.  Wentsel, 

president,  and  Walter  L.  Darling,  secretary- 
treasurer.  Address:  2209  Prudential  Plaza, 

Chicago  1.  Telephone:  Dearborn  2-0020. 

Kobres  Adv.  Inc.,  has  been  formed  by 
Bernard  (Barney)  Kobres,  sales  manager, 
WSUN-TV  St.  Petersburg,  Fla.  Agency 
will^  specialize  .in  industrial  accounts  with 
some  general  accounts.  Address:  517  Bay 
Shore  Blvd.,  Tampa,  Fla. 

Irwin  L.  Edelstein  Assoc.,  Toledo,  Ohio, 
has  opened  L.  A.  office  at  6363  Wilshire 

Blvd.  Telephone:  Webster  8-2908. 

American  Assn.  of  Advertising  Agencies 
members  in  L.  A.  have  volunteered  serv- 

ices to  that  city's  Community  Chest.  Repre- 
sentatives of  agencies,  under  leadership  of 

Reginald  W.  Twiggs,  McCann-Erickson, 
have  formed  three  groups  for  campaign. 
Chairman  of  subcommittees  are  Charles  Lee 

Hutchings,  McCann-Erickson,  theme  and 

copy;  George  Rappaport,  Calkins  &  Hold- 
en,  art;  and  Robert  Howell,  Compton  Adv., 
radio-tv.  Members  of  latter  committee  in- 

clude Joseph  V.  Agnello,  Compton  Adv.; 
Ed  Cashman,  Foote,  Cone  &  Belding; 
Philippe  De  Lacey,  J.  Walter  Thompson; 
Dick  Dwan,  BBDO,  and  Cal  Phillips.  J. 
Walter  Thompson. 

AGENCY  APPOINTMENTS 

Sound  Mattress  &  Felt  Co.  (Serta  mat- 
tresses), Tacoma,  Wash.,  appoints  Erwin 

Wasey,  Ruthrauff  &  Ryan,  S.  F.  Agency's 
Chicago  office  already  handles  Serta  Assoc., 

group  of  42  franchised  bedding  manufac- 
turers in  U.  S. 

National  Airlines  Inc.  appoints  McCann- 
Erickson  Inc. 

John  Morrell  &  Co.,  Chicago,  has  trans- 
ferred its  Morrell  Meats  and  Red  Heart 

Cat  Food  Div.  from  Campbell-Mithun's 
Chicago  and  L.  A.  offices  to  John  W.  Shaw 
Adv.  Inc.  Stromberger,  LaVene,  McKenzie, 

west  coast  affiliate  of  Shaw,  to  assist  Jack 

Macdonald,  Campbell-Mithun  account  ex- 
ecutive on  Morrell  Meats,  joins  Shaw  in 

same  capacity. 

Edward  Sharp  Sales  Inc.  (importers  of 

Sharps  English  Toffee  confections)  has  ap- 

pointed The  Wesley  Assoc.  Inc.,  N.  Y. 

Brookfield  Clothes,  N.  Y.,  reappoints  Jerry 
Lichtman  Co.  for  Brookfield  suits  and  coats. 

Mohawk  Petroleum  Corp.,  appoints  Wade 
Adv.  Inc.,  Hollywood. 

Valvoline  Oil  Co.,  Freedom,  Pa.,  and  Allied 
Oil  Co.,  Cleveland,  Ohio,  appoint  Ralph 
H.  Jones  Co.,  Cincinnati,  Ohio. 

E.  W.  Kneip  Inc.  (meat  packers),  Chicago, 

appoints  MacFarland,  Aveyard  &  Co.,  Chi- 
cago, to  handle  advertising  for  new  line  of 

consumer  meat  products. 

Newport  Creameries  Inc.  (ice  cream),  New- 

port, R.  I.,  has  named  Creamer-Trowbridge 
Co.,  Providence,  R.  I. 

Crows  Hybrid  Corn  Co.  (Hybrid  seed  corn), 

Milford,  111.,  appoints  Marsteller,  Rickard, 
Gebhardt  &  Reed,  Chicago. 

Crispy  Potato  Chips  names  Erwin  Wasey, 
Ruthrauff  &  Ryan,  S.  F. 

Crossett  Chemical  Co.,  division  of  Crossett 

Co.,  Crossett,  Ark.,  has  named  Fitzgerald 
Adv.,  New  Orleans,  La.,  to  handle  its  Royal 
Oak  charcoal  and  Royal  Oak  charcoal 

briquets. 

Lucky  Tiger  Mfg.  Co.,  (hair  grooming 
products),  Kansas  City,  appoints  Atherton 
&  Currier,  N.  Y. 

Libby  Furniture  &  Appliance  Co.,  Chicago, 

appoints  Gourfain-Loeff  Inc.,  Chicago. 

Koret  of  California  Inc.  (women's  sports- 
wear) names  Wyman  Adv.,  S.  F. 
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54  MILLION  DOLLARS  IN  ONE  LUMP 

SUM  FOR  WASHINGTON  CONSUMERS! 

Retroactive  payhikes  for  Federal  employees,  affecting  40%  of  Wash- 

ington's families,  have  been  approved  by  Congress.  An  immediate 

$54,000,000  ( before  taxes )  is  added  to  Washington's  consumer  spend- 

able income.  Based  on  the  average  government  worker's  salary,  this 

means  more  than  $250  per  worker  .  .  .  coming  in  one  lump  sum. 

Now,  the  nation's  third  highest  market  in  per  family  income  adds 

$130  million  to  its  annual  income.  Such  a  huge  "bonus"  income  calls 

for  the  selling  impact  of  WRC,  Washington's  buying  power  radio 

station.  WRC's  adult-appeal  programming*  wins  the  listeners  who 

control  family  spending  .  .  .  reaches  a  greater  concentration  of  adults, 

week  after  week,  than  any  of  Washington's  17  other  radio  stations! 

For  your  share  of  the  additional  millions  in  Washington  spending 

power,  call  WRC  or  NBC  Spot  Sales  now!      Source:  A.  C.  Nielsen  Company 

WRC*  980 

THE  NBC  BUYING  POWER  STATION  IN  WASHINGTON,  D.  C.     SOLD  BY  NBC  SPOT  SALES 
*For  details,  see  page  26. 



NETWORKS 

NBC,  CBS  TO  SELL  FAST  TV  NEWS 

COHEN  GOIN' A  21 -year-old  NBC  page,  Larry 

Cohen,  has  given  up  his  ushering 

job — a  post  he  held  for  the  past 
eight  months.  Reason:  Mr.  Cohen 
must  finish  work  on  two  tv  scripts 

scheduled  for  production  this  summer 

on  Kraft  Foods'  Kraft  Mystery  Theatre 
(NBC-TV,  Wednesday,  9-10  p.  m.). 

His  "87th  Precinct"  teleplay  was  on 
Mystery  Theatre  last  month.  On 

the  same  day  he  reported  for  his  pre- 
induction  physical,  and,  says  J.  Walter 

Thompson  Co.,  New  York,  Kraft's 
agency,  Mr.  Cohen  soon  may  find 
himself  writing  training  films  for 
Uncle  Sam. 

•  NBC  resuming  syndication 

•  CBS  to  put  raw  film  on  cable 

NBC  News  is  about  to  re-enter  the 

syndication  field,  after  a  five-year  lapse, 

with  a  new  "electronic  syndication  system." 
CBS  News  meanwhile  is  close  to  taking  the 

wraps  off  plans  to  distribute  raw  newsfilm 
by  cable  to  affiliates  for  their  use  in  local 

newscasts.  The  key  to  both  plans  is  video- 
tape recording. 

NBC  News  proposes  to  allow  its  affiliates 

to  pick  up — via  either  VTR  or  kinescope — 
newsfilm  shown  on  its  NBC  News  with 

Chet  Huntley  and  Dave  Brinkley  (Mon.-Fri., 
6:45-7  p.m.,  7:15-30  p.m.).  The  film  then 
could  be  used  by  these  affiliates  in  local 
newscasts.  Costs,  according  to  NBC  News 
vice  president  William  R.  McAndrew, 

would  be  "minute"  and  benefits  "of  major 

proportions." 
NBC's  plan,  as  outlined  Wednesday  by 

Mr.  McAndrew,  is  essentially  this:  NBC- 

TV  affiliates  would  pay  "a  small  service  fee" 
for  the  use  of  network  owned  and  edited 

newsfilm,  thereby  cutting  local  news  de- 
partmental budgets  and  shortening  the  time 

between  the  happening  of  a  news  event  and 
arrival  at  the  station  of  films  covering  the 

event.  NBC-TV  affiliates  would  pay  5%  of 
their  Class  A  hourly  rates  to  NBC-TV  for 
the  blanket  privilege  to  record  off-the-air 
NBC-produced  newsfilm  as  it  is  fed  on  the 
network-leased  lines.  Affiliates  are  prohib- 

ited from  recording  the  "live"  portions  of 
the  Huntley-Brinkley  newscasts,  but  excep- 

tions will  be  made  in  cases  where  "the 
films  are  so  deeply  integrated  that  separation 

becomes  impossible." 
The  only  condition,  according  to  Mr. 

McAndrew,  is  that  affiliates  must  first  agree 

to  carry  one  of  the  two  Huntley-Brinkley 
programs  the  night  their  local  VTR  (or  kine) 

equipment  is  recording  the  filmed  ex- 

cerpts. Reason:  "We've  got  to  have  some 
reason  for  remaining  a  network  .  .  ." 

The  service  is  already  subscribed  to  by 
KTVT  (TV)  Salt  Lake  City  (effective  Sept. 

1)  and  WDSU-TV  New  Orleans.  Although 
restricted  to  NBC-TV  affiliates  or  dual  af- 

filiates only,  NBC  News  is  considering  ex- 
tending the  service  to  independent  stations 

"depending  on  the  initial  reaction."  In  ad- 
dition, NBC  News  is  thinking  about  (a)  ap- 
plying the  system  to  daytime  programming 

as  well,  using  the  Today  program  newscasts 
as  base  material,  (b)  making  the  service 
available  to  Late  Evening  News  up  to  11 
p.m.  so  affiliates  can  use  film  processed 
through  the  network  at,  say  9:30  p.m.,  for 
an  1 1  p.m.  local  telecast.  This  service  would 
be  on  closed  circuit. 

Idea  for  the  "electronic  syndication"  plan 
was  first  broached  to  the  NBC  Affiliates 

Advisory  Committee  last  spring.  Five  years 

ago  NBC  News  operated  a  syndication  serv- 

ice for  its  affiliates,  sending  NBC-produced 

film  by  air  to  stations.  "We'll  now  simply  do 

away  with  airplanes,"  comments  Mr.  Mc- 
Andrew, "and  shrink  the  country  a  bit 

further." 

Several  years  ago  UP  suggested  it  be  al- 
lowed use  of  NBC-TV  cables  to  feed  its 

subscribers  at  a  sizable  fee  to  the  network 

but  NBC  rejected  the  idea  on  grounds  that 
neither  FCC  nor  AT&T  would  consent  to 

subleasing  of  network  lines. 

CBS  news  director  John  F.  Day  said  his 
network  has  been  experimenting  with  a 
plan  similar  to  the  NBC  project.  The  only 
difference  is  in  the  method  of  billing.  CBS 
Newsfilm  subscribers  (who  embrace  not  only 

CBS-TV  affiliates  but  other  as  well)  under 
terms  of  their  respective  contracts  may  use 

locally-installed  VTR  equipment  to  pick  up 
filmed  segments  out  of  the  Douglas  Edwards 

News  (Mon.-Fri.,  6:45-7  p.m.,  7:15-30  p.m.) 
and  use  these  pickups  later  on  local  news 
telecasts.  There  is  no  extra  charge  for  this 
service,  Mr.  Day  points  out,  though  CBS 
Newsfilm  subscribers  pay  for  the  regular 
airlift  syndication  service. 

"Only  in  some  cases  do  we  request  specif- 
ic clearances  in  advance  of  specially-filmed 

reports  required  by  subscribing  stations," 
he  said.  CBS  News  syndication  service 
(through  CBS  Television  Film  Sales)  has 
been  in  effect  for  a  number  of  years,  but  the 
VTR  service  has  only  been  implemented  on 

"an  experimental  basis."  However,  Mr. 
Day  indicated  the  network's  Stations  Div. 
under  President  Merle  S.  Jones,  shortly 
would  detail  particulars  of  the  network  pro- 

ject concerning  "further  plans  to  distribute 

raw  film  by  cable." 

Blair  A.  Walliser  Named 

Administrative  V.P.  of  MBS 

Appointment  of  Blair  A.  Walliser  to  the 

newly-created  post  of  administrative  vice 
president  of  Mutual  was  announced  last 

week    by    Armand    Hammer,  president- 
hoard    chairman  of 

Mr.  Walliser  has 

been  eastern  man- 
ager of  John  W. 

Shaw  Adv.,  Chica- 
go, since  1955.  He 

has  served  in  broad- 
casting for  more 

than  25  years  as  a 

writer,  producer  and 
director.  From 

1932-1941,  he  was 
MR.  walliser  program  director  of 

WGN  Chicago.  He  was  a  script  writer  for 
many  radio  serials,  including  Harold  Teen, 
Whispering  Smith,  Helen  Trent  and  others. 
Following  wartime  service  with  the  Coast 

Guard,  Mr.  Walliser  devoted  himself  to  free- 
lance writing-directing-producing  for  radio- 

tv  before  he  joined  the  Shaw  agency.  He 

also  has  been  active  in  the  legitimate  the- 

atre, having  co-produced  "The  Pink  Ele- 
phant," and  "Stars  and  Spars,"  starring 

Victor  Mature. 

Mr.  Hammer  said  the  administrative  vice 

presidency  was  created  to  "permit  the  presi- 
dent to  devote  more  personal  time  to  the  ex- 

pansion of  programming  and  facilities  plans 

recently  approved  by  the  network's  manage- 

ment team." 

Stanton,  Dulles  Reply 

In  Moscow-Schorr  Case 

A  network  newsman  last  week  made  news 

as  CBS  president,  Dr.  Frank  Stanton,  dashed 

off  an  angry  cable  to  Soviet  Premier  Nikita 
S.  Khrushchev  and  protested  the  labeling 
of  Daniel  K.  Schorr  as  personna  non  grata. 
Twelve  hours  later,  the  U.  S.  Secretary  of 
State  took  the  unusual  step  of  defending  a 

newsman's  right  to  get  the  facts  wherever 

they  may  be  (despite  the  State  Dept.'s  op- 
position to  travel  behind  the  Bamboo  Cur- 

tain). 

Mr.  Schorr,  on  extended  home-leave  in 

the  U.  S.,  was  notified  by  the  Soviet  Em- 

bassy Monday  that  he  would  not  be  al- lowed to  return  to  Moscow  and  that  CBS 

should  find  a  suitable  replacement  for 

him.  No  reason  was  given.  The  Soviet's  ac- 
tion on  Mr.  Schorr's  application  for  re- 
entry immediately  prompted  Dr.  Stanton  to 

send  the  following  cable  to  Mr.  Khrush- 
chev: 
"We  wish  to  protest  the  arbitrary  ex- 

clusion of  CBS  news  correspondent  Daniel 
Schorr  from  the  Soviet  Union.  We  believe 

Schorr  has  tried  to  report  from  the  Soviet 
Union  with  independence  and  objectivity. 

Such  exclusion  without  any  reason  must  in- 

evitably reflect  on  Soviet  Union's  stated  de- 
sire for  greater  interexchange  of  informa- 
tion with  United  States.  We  firmly  believe 

American  news  media  must  be  free,  in 
absence  of  valid  reasons  for  exclusion,  to 

determine  who  will  be  their  correspondents 
everywhere  in  the  world.  We  hope  you  will 
find  it  possible  to  reconsider  this  action  and 

permit  return  of  Schorr  to  Moscow." 
Tuesday  morning  in  Washington,  where 

Mr  Schorr  has  been  assigned  pro-tem  since 
earlier  this  year,  Secretary  of  State  John 
Foster  Dulles  said  Soviet  authorities  are 
frightened  of  allowing  the  Soviet  people  any 
news  of  an  informative  or  an  intellectual 
character  from  the  outside.  He  added  that 

Soviet  authorities  are  concerned  about  al- 
lowing a  picture  of  true  conditions  inside 

Russia  to  get  out. 
Mr.  Schorr  returned  to  the  U.  S.  on  Dec. 

21,  1957,  to  participate  in  the  network's  an- 
nual Years  of  Crisis  year-end  news  wrap- 

ups  on  both  CBS  Radio  and  CBS-TV.  A 
CBS  news  correspondent  since  1953,  he  had 
been  on  the  Moscow  beat  since  September 
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WHO'S  CUTER . . . 

you, BETTY! 

No,  you  LULU! 

In  cartoon  circles,  a  bitter  debate 

rages  on  who's  pre-eminent  in  the  field- 
Little  Lulu  or  Betty  Boop.  In  an  effort  to  resolve  the  dispute, 

we  went  directly  to  the  source  and  found  each  of  these  famous 

cuties  remarkably  modest.  As  recorded  on  tape: 

LULU :    Oh,  Betty,  you're  much  funnier  than  I  am. 

Your  famous  voice  alone  knocks  'em  in 
the  aisles. 

BETTY:    Thanks,  doll,  but  you've  got  me  by  a  mile. 

Didn't  a  survey  show  that  7  out  of  10 
people  recognized  you? 

LULU :  I  blush.  So  true !  But  speaking  of  numbers, 

106  of  your  hilarious  cartoons,  6M.>  to  8 

minutes  each,  are  now  available  to  TV 

stations.  That's  enough  for  6  months  of 

first-run  programming.  How  can  I  top 
that? 

BETTY:  Well,  26  of  your  colorful,  musical  side- 

splitters  are  also  available  to  TV.  That's 
nothing  to  sneeze  at .  .  even  if  you  do  own 
all  that  Kleenex. 

LULU:    A  small  capital  gain  at  best,  I  assure  you. 

When  it  comes  to  money,  you've  invented 
the  stuff. 

BETTY:    Me?  I'm  in  very  modest  circumstances. 
But  I  do  have  a  knack  for  coining  it  for 

others,  such  as  stations  smart  enough  to 

latch  onto  me— and  you— to  pep  up  their 

programming. 

LULU:    This  isn't  a  bad  commercial.  Except  for one  thing. 

BETTY:    What's  that? 

LULU:    We  haven't  mentioned  NT  A. 

BETTY :    Boop-boop-be-boop ! 

They're  both  cuter  V  buttons— they'll  do  wonders 

for  TV  station  programming— and  they're  available  now! 
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NETWORKS  CONTINUED 

(1)  "1  think  I'm  a  radio  .  .  ."  (2)  ". 

(3)  ".  .  .  and  oh-h,  that  Bert  Parks!' 

it  was  a  day  like  any  other  day 

HOW  NBC  RADIO  LOOKS  ON  TV 

When  man  bites  dog  ...  or  when  tv 

promotes  radio — that's  news.  NBC  since 
last  fall  has  been  successfully  cross- 
plugging  its  various  service  programs  by 
means  of  animated  spot  announcements 

ranging  in  length  from  20  seconds  on  up. 
Next  week  over  90  NBC  Radio  affil- 

iates, which  have  tv  counterparts  affiliated 

with  NBC-TV,  will  get  the  third  in  a 

series  of  four  "commercials"  produced 
for  the  network's  advertising  and  pro- 

motion department  by  Wylde  Studios, 
New  York.  Storyline  and  simplicity  of 

design  have  kept  costs  "very  low,"  ac- 
cording to  NBC;  the  packet  of  four  is 

estimated  to  come  to  a  figure  no  higher 
than  $16,500. 
The  first  commercial  last  fall  con- 

cerned Monitor,  NBC  Radio's  weekend 
service;  it  was  promoted  via  three  20- 

second  and  one  1 -minute  spots;  the  sec- 
ond plugged  Nightline,  a  weeknight  radio 

potpourri,  via  abstract,  cut-out  designs 
in  two  30-second  spots.  The  current 

"psychiatrist"  campaign  will  run  one- 
minute  long  and  is  designed  "to  cram  as 
much  as  possible  into  that  short  a  time." 
An  NBC  advertising  official  last  week 

said  that  "we'll  be  quite  happy  if  the 
viewer  remembers  just  one  or  two  of  our 

mentioned  daytime  shows."  (The  fourth 
spot,  not  yet  in  production,  will  be  live- 

action  "because  you  can't  promote  after- 
noon drama  through  animation."  Credits 

for  the  "psychiatrist" — who  bears  a 
startling  resemblance  to  NBC  Radio-Tv 
star  Groucho  Marx — go  to  writer  Bill 
Green  and  free  lance  animator  Marvin 

Friedman.  Soundtrack  was  recorded  by 
NBC;  overall  production  by  Wylde. 

1955,  receiving  permanent  accreditation  in 
December  that  year.  Before  leaving  Moscow 

this  winter,  Mr.  Schorr  advised  Soviet  au- 
thorities that  he  would  stay  here  longer 

than  on  previous  occasions  so  that  he  could 
embark  on  a  lecture  tour;  the  Soviets  then, 

according  to  CBS  News,  suggested  Mr. 

Schorr  apply  for  a  re-entry  permit  at  the 
Soviet  Embassy  in  Washington  when  he 
was  ready  to  return. 

On  Feb.  14,  application  was  made 

through  the  office  of  Theodore  F.  Koop,  di- 
rector of  CBS  News  and  Public  Affairs  in 

Washington.  In  the  four  months  that  fol- 
lowed, embassy  officials — in  reply  to  con- 

stant inquiries — told  Mr.  Koop  that  the  mat- 
ter was  still  under  consideration.  In  April, 

CBS  cabled  the  chief  of  the  press  depart- 
ment in  Moscow,  followed  this  up  in  May 

with  a  cable  to  Premier  Khrushchev.  The 

first  definite  (and  negative)  word  came  by  an 

embassy  phone  call  Monday  night  to  Mr. 
Koop. 

He  thereupon  wrote  embassy  officials  a 

letter  in  which  he  recapitulated  the  events 

leading  up  to  the  phone  call.  Mr.  Koop 
wrote: 

"We  are  at  a  complete  loss  to  under- 
stand this  decision.  We  believe  we  should 

be  accorded  the  right  to  select  our  own  cor- 
respondent on  behalf  of  CBS  News  and 

must  therefore  protest  the  action  and  re- 
quest consideration.  In  the  absence  of  any 

acceptable  reason  for  the  refusal,  we  re- 

quest that  re-entry  permit  be  issued  prompt- 
ly to  Mr.  Schorr  so  that  he  can  resume  his 

regular  duties.  In  the  meantime,  Paul  Niven 

will  continue  to  serve  as  the  CBS  News  rep- 

resentative in  Moscow." 
Mr.  Niven  was  dispatched  to  Moscow 

from  Washington  to  fill-in  Mr.  Schorr's  post 
during  the  latter's  absence  from  the  Moscow 
bureau. 

NBC-TV  Lets  300  Employes  Go, 

CBS-TV  Preparing  List  for  Ax 

Summertime,  outside  production  pack- 
ages, cancellations  of  some  major  programs, 

as  well  as  recession,  all  are  contributing 
factors  to  major  cutbacks  of  staffers  at 
NBC-TV  and  CBS-TV. 

At  NBC-TV,  some  300  people  in  New 
York  reportedly  were  notified  July  1  that 
their  services  were  no  longer  required.  Ad- 

ditionally some  50  persons  in  Chicago  also 
were  fired.  It  was  understood  that  heads  of 

departments  at  the  network  were  asked  to 
submit  names  for  another  pruning  by  the 

middle  of  July.  Cancellation  of  Wide  Wide 

World  and  Matinee  were  part  of  the  cause 

for  letting  a  number  of  people  go.  A  similar 

cutback  of  NBC-TV  staffers  took  place 
about  the  same  time  last  summer. 

At  CBS-TV,  it  was  understood  that  a 

similar  list  made  by  department  executives 

was  also  in  the  works,  but  the  actual  num- 

ber has  not  yet  been  determined. 

NBC  Shifts  Foreign  Newsmen 

NBC  News  this  week  will  announce  shift 

in  assignment  for  several  of  its  European- 
based  correspondents.  Joe  Michaels,  now  in 

New  York  on  the  NBC-TV  Today  show, 

will  be  assigned  to  head  the  Rome  bureau 

Aug.  1,  succeeding  Ed  Newman,  who  two 
weeks  later  will  leave  for  Paris  to  head  that 
office.  Incumbent  Paris  bureau  head  Leif 

Eid  will  remain  in  the  French  capital  until 

Sept.  I,  when  he  takes  a  two-month  vacation 
prior  to  reassignment  to  the  Washington 
office,  Nov.  1. 

Tv  Network  Billings 

Show  Gains  for  May 

Television  network  gross  time  billings 
were  still  going  strongly  upward  in  May. 
Total  for  all  three  networks  that  month  was 

$47,918,145,  an  increase  over  May  1957  of 

$4.5  million  or  10.5%.  For  the  five-month 
period,  networks  billed  $239,302,344,  an 
increase  of  $28.2  million  (13.3%)  over  the 
same  period  last  year. 

Among  individual  networks,  NBC-TV 
and  ABC-TV  scored  a  16.8%  gain  for  May 
while  CBS-TV  upped  its  May  billing  3.3%. 

For  the  five  months,  ABC-TV  was  up  31.3% 

over  last  year,  NBC-TV  14.8%  and  CBS- TV  6%. 

May  was  a  good  billing  month  for  the 
individual  networks — second  highest  this 

year  for  both  NBC-TV  and  CBS-TV,  and 
near  par  for  ABC-TV.  The  statistics,  re- 

leased last  week  by  Television  Bureau  of 

Advertising,  are  compiled  by  Leading  Na- 
tional Advertisers  and  Broadcast  Adver- 

tisers Report. 

The  complete  breakdown  released  by 
TvB  follows: 

NETWORK  TELEVISION  GROSS  TIME 
BILLINGS 

Source:  LNA-BAR 

May 

% 
1957  1958  Change 

ABC-TV  $  7,258,807  $  8,477,755  +  16.8 
CBS-TV  20,307,762  20,970,022  +  3.3 
NBC-TV  15,811,033  18,470,368  +  16.8 
TOTAL  $43,377,602  $47,918,145  +  10.5 

JANUARY-MAY % 
1957  1958  Change 

ABC-TV       $  33,681,510      $  44,230,215  +  31.3 
CBS-TV         98,405,595        104,314,359  +  6.0 
NBC-TV  '        79,052,967  90,757,770  4-  14.8 

TOTAL     $211,140,072      $239,302,344  +  13.3 

MONTH  BY  MONTH— 1958 
ABC-TV        CBS-TV  NBC-TV  TOTAL 

JAN. 
$9,168,609  $22,094,015  $18,344,111  $49,606,735 FEB. 

8,441,988     19,410,741  16,785,315  44,638,044 MARCH 

9,402,407     21,211,070  18,874,597  49,488,074 

APRIL* 

8,739,456  20,628,511  18,283,379  47,651,346* MAY 
8,477,755     20,970,022  18,470,368  47,918,145 

Figures  revised  as  of  7/1/58 

'What's  My  Line'  Packagers 

Sell  Panel  Series  to  CBS-TV 

CBS-TV  reeled  in  a  hot  line  last  week 

as  Mark  Goodson  and  Bill  Todman,  pack- 

agers of  What's  My  Line?  (Sun.,  10:30- 
11  p.m.)  announced  sale  of  the  nine-season- 
old  panel  quiz  series  to  the  network.  No 
official  reason  (nor  price  tag)  was  given  by 

the  sellers,  who  will  continue  to  manage  the 

property  for  a  "short  period"  during  which 
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This  high-grade  concentrate,  an  oxide  of  uranium  known  as  "yellow  cake,"  is  the  end-product  of  Anaconda's  uranium  ore-processing  plant  at  Bluewater,  New  Mexico. 

A  handful  of URANIUM concentrate 

can  make  enough  electricity  to  power  your  home  for  years 

The  material  in  these  drums  is  "yellow  cake."  Uranium  oxide  con- 
centrate is  its  technical  name.  It  starts  out  as  crude  uranium  ore  at 

Anaconda's  Bluewater,  New  Mexico,  uranium  mill.  And  it  takes  more 
than  100  tons  of  ore  to  make  the  yellow  cake  in  just  one  drum. 

After  further  processing,  the  material  will  be  compressed  into  ceramic 
pellets  about  the  size  of  a  pencil  eraser.  Placed  in  the  nuclear  reactor 
of  a  power  generating  plant,  each  tiny  pellet  will  produce  enough 
energy  to  run  a  TV  set  for  almost  a  year.  In  the  Shippingport,  Penna., 
plant  of  the  Duquesne  Light  Company  almost  a  million  such  pellets, 

weighing  12  tons,  are  in  use  —  and  a  couple  of  dozen  pellets  will  supply 
all  the  electricity  used  in  an  average  home  for  three  full  years. 

New  uses  for  uranium  are  being  discovered  almost  every  day.  Already 

radioactive  by-products  alone  are  saving  industry  an  estimated  half- 
billion  dollars  yearly. 

To  meet  present  and  future  demands  for  this  wondrous  element, 
Anaconda  has  developed  millions  of  tons  of  uranium  ore  reserves  in 
New  Mexico.  Through  processes  developed  at  Bluewater,  New  Mexico, 
Anaconda  in  a  few  short  years  has  become  the  largest  producer  of 
uranium  concentrate  in  the  United  States. 

Leadership  in  the  production  of  uranium  concentrate  is  typical  of 

Anaconda's  versatility  in  contributing  to  America's  growth  and 
progress  in  many  branches  of  industry. 

The 

AnacondA 
Company 

The  American  Brass  Company 

Anaconda  Wire  &  Cable  Company 

Andes  Copper  Mining  Company 
Chile  Copper  Company 

Greene  Cananea  Copper  Company 

Anaconda  Aluminum  Company 
Anaconda  Sales  Company 

International  Smelling  and Refining  Company 

58253-A 
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What  are 

we  drawing, 

Bert? 

Customers, 

Harry. 

What  else  ? 
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Harry  and  Bert  Piel  measure  their  success 

not  by  the  awards  they  have  won  for  the 

best  film  commercials  in  television . . .  but  by 

the  customers  they've  drawn  to  Piel's  Beer. 

Terrytoons  takes  pride  in  the  animation  it 

has  done  for  the  effective  campaign  created 

by  Young  &  Rubicam  for  Piel  Bros. 

Largest  animated  film  company  in  the  East, 

Terrytoons  has  the  talents  and  the  facilities 

to  produce  animation  that  sells  while  it 

entertains.  Nearly  100  full-time  Terrytoons 

experts — with  the  latest  film,  sound  and 

animation  equipment  all  under  one  roof — 

have  created  customer-catching  commercials 

for  Piel  Bros.,  through  Y&R;  General  Mills 

(Dancer-Fitzgerald-Sample);  General  Foods 

(Benton  &  Bowles);  Colgate-Palmolive  (Ted 

Bates);  Mennen,  Genesee  (Marschalk  and 

Pratt) ;  Socony  Mobil  (Compton) ;  General 

Motors  (Campbell  Ewald);  P.  Ballantine, 

R.J.  Reynolds  (William  Esty);  Quaker  Oats 

(Wherry,  Baker &Tilden);  and  others. 

The  very  same  talents  that  produce  cartoon 

features  for  the  CBS  Television  Network 

and  theatrical  cartoons  in  CinemaScope  and 

Technicolor  for  worldwide  release  through 

Twentieth  Century- Fox  can  produce  selling 

commercials  for  you.  Let  us  show  you  what 

Terrytoons  has  done . . .  and  can  do  for  you. 

©TERRYTOONS 
A  DIVISION  OF  CBS  TELEVISION  FILM  SALES,  INC. 

485  Madison  Avenue,  New  York  22.N.Y  — PLaza  1-2345 

38  Centre  Avenue,  New  Rochelle,  N.Y.-NEw  Rochelle  2-3466 



NETWORKS  continued 

COLORCAST  I  N 

I® 

The  Next  10  Days 

of  Network  Color  Shows 

(all  times  EDT) 

CBS-TV 

Colorcasting  schedule  suspended  for 
summer. 

NBC-TV 

July  7,  9-11,  14-16  (12:30-1  p.m.)  It 
Could  Be  You,  participating  sponsors. 

July  7,  9-11,  14-16  (2:30-3  p.m.)  Haggis 
Baggis,  participating  sponsors. 

July  7,  14  (7:30-8  p.m.)  Haggis  Baggis, 

July  8  (8-9  p.m.)  The  Investigator, 
RCA-Whirlpool  through  Kenyon  &  Eck- 
hardt  and  Liggett  &  Myers  through  Mc- 
Cann-Erickson. 

July  9,  16  (9-10  p.m.)  Kraft  Mystery 

Theatre,  Kraft 

Thompson. 

through Walter 

July  10  (7:30-8  p.m.)  Tic  Tic  Dough, 
Warner-Lambert  through  Lennen  & 

Newell  and  RCA  Victor  through  Ken- 
yon &  Eckhardt. 

July  10  (10-10:30  p.m.)  The  Price  Is 
Right,  Lever  Bros. 

July  11  (7:30-8  p.m.)  The  Big  Game, 
sustaining. 

July  12  (8-9  p.m.)  Bob  Crosby  Show, 
participating  sponsors. 

July  13  (7-7:30  p.m.)  Noah's  Ark,  sus- taining. 

July  13  (8-9  p.m.)  Steve  Allen  Presents 
Eydie  Gorme  and  Steve  Lawrence, 
American  Machine  &  Foundry  through 

Cunningham  &  Walsh.  Greyhound  and 
Procter  &  Gamble,  both  through  Grey. 

July  13  (9-10  p.m.)  The  Chevy  Show, 
Chevrolet  through  Campbell-Ewald. 

production  reassignments  can  be  effected. 
But  it  was  understood  some  $3  million  was 

involved  and  that  CBS  and  G-T — whose 
mutual  contract  is  due  for  expiration  (and 

possible  renewal)  next  season — came  to  the 
agreement  in  order  to  assure  a  permanent 
CBS-TV  berth  for  Line. 

The  series  has  been  one  of  video's  most 
durable  properties,  starting  in  the  1949-50 
season. 

It  regularly  defies  a  so-called  "network 
taboo"  through  what  has  been  called  "cross- 

pollination."  Regular  m.  c.  John  Daly  is 

an  ABC  vice  president  and  newscaster; 

panelist  Arlene  Francis  is  an  NBC  person- 
ality and  both  panel  box  and  guest  seat 

have  continuously  been  occupied  by  celebri- 
ties from  other  networks  filling  guest  en- 

gagements on  the  show. 

KBS  List  Totals  1,043 

Keystone  Broadcasting  System  has  in- 
creased its  list  of  affiliates  to  1,043  stations, 

having  added  KBLT  Big  Lake  and  KGAS 
Carthage,  both  Texas;  WAGG  Franklin, 
Tenn.;  KANA  Anaconda,  Mont.;  KSMN 

Mason  City,  Iowa;  WCMR  Elkhart,  Ind.; 
KCID  Caldwell,  Iowa;  WDOL  Athens,  Ga., 

and  KWSO  Wasco,  Calif. 

Daytime  Viewers  Give  $110,000 

For  'Matinee  Theatre'  Campaign 

The  campaign  to  try  to  keep  Matinee 
Theatre  on  the  air  [Networks,  May  5] 

raised  over  $110,000  from  viewers,  accord- 
ing to  the  first  audit  of  mail  returns,  covering 

the  early  weeks  of  the  campaign,  Ruth 
Conte,  trustee  of  the  Foundation  for  the 

Preservation  of  Matinee  Theatre  and  Favor- 

ite Television  Programs,  reported.  Contribu- 
tions averaging  $2  each,  came  mainly  from 

"homemakers  who  are  sick  at  the  thought 
of  losing  the  only  show  they  feel  is  worth 
watching,  from  an  intelligence  level,  during 

the  day,"  Mrs.  Conte  said  in  a  letter  to newsmen. 

[The  afternoon  show,  however,  is  no 
longer  on  the  network  schedule,  as  of  this month.] 

The  organization,  she  said,  is  a  non-profit 
corporation  with  no  paid  employes.  Money 
collected  will  be  used  to  buy  the  program 

in  its  old  format  from  NBC-TV  for  as 

long  a  period  as  the  budget  permits.  "Na- 
turally, if  this  failed  we  would  return  all 

monies."  [According  to  John  Conte,  host 

of  Matinee  Theatre,  the  program's  produc- 
tion cost  ran  to  about  $100,000  a  week  for 

the  five  hour-long  telecasts.] 

KBYE  Becomes  ABC  Affiliate 

KBYE  Oklahoma  City,  an  independent 

since  its  inception  in  1946,  becomes  an  af- 
filiate of  ABC  effective  July  15,  it  was  an- 

nounced last  week  by  Frank  J.  Lynch,  sta- 
tion president,  and  Edward  J.  DeGray,  vice 

president  in  charge  of  the  network.  KBYE 

becomes  ABC's  293rd  affiliate. 

PLAYBACK 

QUOTES  WORTH  REPEATING 

CRITIC  CRITIC 

CBS  news  correspondent  Eric  Sevareid, 

following  up  a  recent  talk  by  NBC  Pres- 
ident Robert  W.  Sarnoff,  takes  some 

newspaper  and  magazine  editors  to  task 

for  contributing  to  tv's  present  list  of 
problems.  His  comments  appear  in  the 
July  10  issue  of  The  Reporter,  on  sale 
this  week. 

If  it  is  true  that  criticism  is  the  healthi- 
est thing  in  the  world  for  the  institution, 

television  should  be  roaring  with  the  in- 
tellectual, spiritual,  aesthetic.  God  knows 

it  is  the  national  whipping  boy.  Television 
could  do  with  a  sharp  drop  in  the  quantity 

of  criticism  and  a  sharp  rise  in  its  qual- 

ity. How  many  writers  who  haven't  read 

a  play  since  Booth  Tarkington's  "Seven- 
teen" are  posing  as  critics  of  tv  drama? 

How  many  lady  journalists  who  never 

covered  the  city  council  are  telling  tv 
news  departments  how  they  should  cover 
national  conventions?  How  many  boy 

grads  who  can't  tell  a  test  tube  from  a 
peavy  hook  are  instructing  tv  networks  in 

the  right  and  wrongs  of  their  science  pro- 
grams? How  many  nice  guys  who  can 

just  whistle  the  first  of  four  popular  re- 
frains are  reacting  quite  positively  in  print 

to  the  operas  and  musical  comedies  on 
the  little  screen? 

Could  the  Broadway  stage  survive  this 
kind  of  monitoring?  Could  the  opera 
companies,  the  ballets,  the  art  galleries? 
Indeed,  I  may  as  well  add,  could  the 

daily  press,  if  it  were  subject  to  this  kind 
of  capricious,  hailstorm  attention  from, 
say,  tv  and  radio?  Well,  sure,  they  would 
all  survive,  but  in  somewhat  the  same 
state  of  furious,  traumatic  confusion  tv 
survives  in.  I  happen  to  think  a  shocking 
percentage  of  tv  fare  is  lousy.  I  think  that 

is  partly  due  to  tv's  confusion  as  to  just 
what  it  is  and  where  it  ought  to  be  going; 

and  I  also  happen  to  think  that  is  partly 

due  to  the  fantastically  irresponsible,  in- 
consistent pulling  and  hauling  it  is  getting 

from  the  printed  press.  .  .  . 

My  first  suggestion,  editors,  is  this: 
Break  it  up.  Get  your  regular  drama  critic 
to  review  the  drama  on  tv;  get  your 

Washington  correspondent  to  review  the 
political  panels,  debates,  conventions,  etc.; 

get  your  school-page  editor  to  review 
educational  programs,  your  church  editor 
the  religious  shows,  your  music  man  the 

musical  shows,  your  science  man  the  sci- 
ence shows,  and  so  on;  and  if  you  keep 

a  tame  historian  in  your  stable,  turn  him 

loose  on  the  westerns — with  both  guns. 

You  can't  afford  this  switch?  Funny — 
that's  just  what  tv  executives  say  about 
their  failure  to  break  up  present  program 

patterns  .  .  . 
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PERSONNEL  RELATIONS 

NEW  PACT  SIGNED 

BY  SDG,  PRODUCERS 

•  Groups  mend  differences 

•  Agreement  runs  to  1960 

Screen  Directors  Guild  and  the  pro- 
ducers of  films  for  television  and  theatres 

came  up  with  a  new  contract  last  week 

after  more  than  four  months  of  meetings 

that  at  one  point  seemed  due  to  end  in 

strike  rather  than  agreement  [Personnel 

Relations,  Feb.  17,  et  seq.].  The  contract, 

effective  June  30,  runs  through  April  30, 

1960.  It  is  subject  to  ratification  by  SDG 

membership  at  a  meeting  July  12. 

The  weekly  minimum  for  television  di- 
rectors remains  at  $600  a  week  (the  guild 

had  asked  for  $750),  but  the  work  week 

is  now  five  days  instead  of  six.  Directors 

are  also  guaranteed  $720  for  a  half-hour 

tv  film,  $1,440  for  an  hour  film  and  $2,880 

for  a  90-minute  film. 

Rerun  fees  for  television  have  been  set 

at  35%  of  the  weekly  minimum  for  the 

first  rerun,  30%  for  the  second,  25%  for 

the  third,  25%  each  for  the  fourth  and  fifth 

reruns  and  all  subsequent  reruns  combined 

for  a  total  of  140%  of  the  $600  minimum. 

Previously,  the  director  received  no  extra 

pay  for  the  first  rerun  and  for  all  subse- 

quent reruns  received  $600  for  an  hour 

film,  $300  for  a  half-hour  and  $150  for  a 

quarter-hour.  Tv  directors  also  were  given 

improved  screen  credits. 

For  the  first  time  all  directors  are  covered 

by  a  single  contract.  There  formerly  were 

three,  one  covering  theatrical  film  produc- 

tion by  major  studios,  a  second  for  the- 

atrical film  production  by  independent  stu- 

dios and  a  third  for  tv  film  production.  Mini- 
mum for  theatrical  film  directors  remains  at 

$600,  like  the  tv  directors,  but  they  won  im- 

proved cutting  conditions,  improved  screen 

credit  and  improved  advertising  credit. 

First  assistant  directors  won  salary  in- 
creases to  $370  a  week  (from  $350)  and 

second  assistant  directors  to  $215  a  week 

(from  $200).  They  also  get  full  benefits  of 

a  five-day  week  and  three  weeks  vacation 

after  12  years  with  a  company.  For  assistant 

directors,  the  new  wage  provisions  are  effec- 
tive as  of  June  3,  new  working  conditions 

as  of  June  30. 

Release  of  post-'48  theatrical  film  to  tv, 
the  issue  on  which  the  negotiations  nearly 

foundered,  was  left  unchanged  from  the  pre- 
vious contract.  In  essence,  the  guild  can 

negotiate  individually  with  any  producer 
who  releases  to  tv  theatrical  films  made 

after  Aug.  1,  1948.  If  no  agreement  is 

reached,  the  guild  can  withdraw  the  serv- 
ices of  its  members  from  that  producer. 

Screen  Actors  Guild  and  the  screen  writers 

branch  of  Writers  Guild  of  America  West 

have  similar  clauses  in  their  contracts  with 

theatrical  film  producers.  At  the  outset  of 

negotiations,  SDG  had  asked  that  the  direc- 

tor of  any  post-'48  film  released  to  television 
receive  25%  of  his  original  salary  as  his 
share. 

Successful  windup  of  the  negotiations 
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was  announced  jointly  by  Joseph  Younger- 
man,  executive  secretary,  SDG;  Maurice 

Morton,  president,  Alliance  of  Television 
Film  Producers,  and  Charles  Boren,  vice 

president,  Assn.  of  Motion  Picture  Pro- 
ducers. 

Federal  Mediators  Meet  Daily 

With  AFTRA,  WINS  Management 

The  strike  by  10  announcers  and  program 

personalities  continued  at  WINS  New  York 
last  week.  The  station  has  remained  on  the 
air  since  the  start  of  the  strike  on  June  16 

with  supervisory  personnel  filling  in  [Per- 
sonnel Relations,  June  23]. 

Sessions  were  held  each  day  before  a 

representative  of  the  Federal  Mediation 
&  Conciliation  Service  by  officials  of  the 
station  and  of  the  New  York  local  of  the 
American  Federation  of  Television  &  Radio 

Artists.  A  WINS  spokesman  reported  late 
Thursday  that  progress  had  been  made  in 

the  talks  and  he  was  "hopeful"  of  a  settle- ment soon. 

Fourteen  engineers  at  the  station  have 

declined  to  cross  the  announcers'  picket 
lines.  AFTRA  called  the  strike  in  a  dis- 

agreement on  job  security,  fees  for  an- 
nouncers on  commercial  shows,  pension  and 

welfare  fund  contributions  and  increased 

duties  for  personnel. 

Music  Performance  Funds  to  Get 

Test  in  New  York  Supreme  Court 

Legality  of  the  Music  Performance  Trust 
Funds  by  which  record,  transcription  and 
tv  film  manufacturers  make  payments  for 
the  benefit  of  musicians  will  be  tested  in 

the  New  York  Supreme  Court.  Action  to 
determine  the  legality  of  the  trusts  was 
instituted  by  Samuel  R.  Rosenbaum,  trustee, 
after  their  validity  had  been  challenged.  Mr. 
Rosenbaum  has  notified  musicians  around 

the  country  they  are  entitled  to  be  heard  in 
the  case.  (Also  see  story,  page  59.) 

WGAW  Forms  New  Committee 

To  Study  Subscription  Tv 

Toll  tv  will  inevitably  become  the  most 

important  medium  of  popular  entertain- 
ment, Writers  Guild  of  America,  West,  said 

in  announcing  the  formation  of  a  new 

committee  to  study  this  field  and  the  pro- 
tection of  the  rights  of  writers  in  it. 

The  guild  council,  which  approved  forma- 
tion of  the  toll  tv  committee  at  last  week's 

meeting,  also  approved  the  new  contract 
with  CBS  for  its  west  coast  staff  news  and 

continuity  writers,  who  received  a  7%  in- 
crease in  base  salaries  and  other  gains 

[Personnel  Relations,  June  23]. 

WGAW  Branch  Heads  to  Become 

Vice  Presidents  of  Parent  Unit 

Beginning  with  1959  annual  election  of 

Writers  Guild  of  America,  West,  the  presi- 
dent of  the  Screen  Writers  Branch  will  au- 

tomatically become  first  vice  president  of 

WGAW  and  the  president  of  the  Television- 
Radio  Branch,  second  vice  president.  The 

screen  vice  president  will  be  treasurer  of 

the  Guild  and  the  tv-radio  vice  president 
will  be  secretary.  Only  the  WGAW  presi- 

dent, who  is  also  chairman  of  the  Guild 
Council,  will  not  be  connected  with  a 
branch  office.  Each  branch  has  11  board 

members,  including  officers,  who  are  all 
members  of  the  WGAW  Council.  Hence 

the  change  reduces  Council  membership 
from  27  to  23.  The  change  was  voted  at 
a  WGAW  membership  meeting,  which  also 

set  two-year  terms  for  all  offices,  both  guild 
and  branch. 

Congress  Inquiry  Is  Sought 

Into  Foreign  Music  Tracks 

Resolutions  calling  for  Congressional  in- 
vestigation of  the  use  of  foreign-made  music 

recordings  in  the  production  of  U.S. -pro- 
duced entertainment  film,  including  tv  film, 

were  introduced  Thursday  in  the  Senate 
and  House. 

The  resolutions  were  sponsored  by  Sen. 

Wayne  Morse  (D-Ore.)  and  Rep.  Frank 
Thompson  Jr.  at  the  request  of  Herman  D. 

Kenin,  newly-elected  president  of  the 
American  Federation  of  Musicians  who  flew 

from  Los  Angeles  to  Washington  last  Tues- 
day. Both  Sen.  Morse  and  Rep.  Thompson 

said  the  practice  of  using  foreign-made 
music  recordings  has  resulted  in  the  dis- 

placement of  American  musicians  in  enter- 
tainment film  jobs. 

Rep.  Thompson  noted  that  Mr.  Kenin 

had  informed  him  that  in  1957  "better 
than  95%  of  all  filmed  entertainment  for 

television  had  substituted  cut-rate  foreign 
music  tracks  for  the  services  of  American 

Musicians." Unfair  Labor  Charge  Upheld 

In  WFCB  Dunkirk,  N.  Y.,  Case 

An  examiner's  report  finding  that  unfair 
labor  practices  were  committed  by  WFCB 

Dunkirk,  N.  Y.,  has  been  affirmed  by 
the  National  Labor  Relations  Board.  The 

station  operators  (Dunkirk  Broadcast  Corp., 

James  Broadcasting  Co.  and  Lake  Shore 

Broadcasting  Co.)  were  found  to  have  re- 

fused in  early  1957  to  bargain  with  Na- 
tional Assn.  of  Broadcast  Employes  & 

Technicians. 

NLRB  ordered  the  station  operators  to 

cease  discouraging  membership  in  NABET 
or  any  other  union,  to  stop  refusing  to 

bargain  with  NABET,  to  offer  13  employes 

reinstatement  without  prejudice  to  former 

rights  and  to  repay  them  for  any  loss 

suffered  by  reason  of  discrimination.  NLRB 

upheld  the  examiner  in  refusing  to  accept 
sale  of  stock  in  WFCB  as  creation  of  a  new 

corporate  entity  justifying  refusal  to  bargain. 

PERSONNEL  RELATIONS  SHORT 

NLRB  regional  election  of  clerical  employes 

of  KTLA  (TV)  Los  Angeles  to  determine 
whether  they  would  be  represented  in  their 

bargaining  by  NABET  or  remain  inde- 
pendent resulted  in  a  vote  of  17-0  to  re- 

main independent. 
Broadcasting 
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MOX-TV's  late-hour 

feature  films  are  hitting 

St.  Louis  with  a  bang. 

II  of  the  five  top-rated 

ature  films  shown  in 

St.  Louis  were  telecast  on 

KMOX-TV*s"Late  Show"| 

and  "First  Run  Theatre,'! 

as  reported  in  Variety's  | 
latest  ARB  Feature  Film 

Chart.  The  average  share 

of  audience  for  these 

nighttime  blockbusters  I 

soared  as  high  as  81.1%. 

blasting  all  competition! 

KMOX-TV's  vast  library  t 

of  top  product  from  the 

studios  of  M-G-M,  Warner 

Brothers,  Columbia  and  * 

20th  Century-Fox  is 

assurance  that  St.  Louis 

will  continue  to  see  the 

best  movie  entertainmer 

on  KMOX-TV-night-in, 

night-out...  year-round. 

Just  one  reason  why, 

during  the  crucial  evehi? 

hours,  St.  Louis'  newest 

station  is  St.  Loui-v  favor 
station- according  to  aj 

three  rating  services!  I 

KM  OX-TV  CBS  Owned 
Channel  4,  St.  Louis.  Represent* 

by  CBS  Television  Spot  Seles 



GOVERNMENT 

MILITARY  VHF  SHOWDOWN  ASKED  OF  FCC 

Redouble  bid  for  frequency  swap,  Magnuson  demands  as  probe  ends 

Sen.  Warren  Magnuson  (D-Wash.)  last 

Tuesday  issued  an  "ultimatum"  to  the  mili- 
tary— it's  time  to  start  talking  turkey  with 

the  FCC  on  the  possibility  of  giving  up 
vhf  channels  for  assignment  to  the  public. 

And  to  the  Commission,  the  Senate  Com- 
merce Committee  chairman  had  this  to  say: 

Don't  wait  for  Congress  to  take  action;  put 
the  problem  on  your  agenda  and  intensify 
efforts  to  make  a  swap  with  the  military. 

The  Senator's  statement — encouraging  to 
uhf  operators — came  as  the  Commerce 
Committee  was  winding  up  a  five-year  hear- 

ing into  allocations.  Six  of  the  seven  com- 
missioners testified  last  week  (Comr.  T.  A. 

M.  Craven  was  at  home  ill)  in  a  highly-in- 
formal session  at  the  time.  During  the 

discussion.  Sen.  Magnuson  announced  the 
committee  will  consider  at  its  next  meeting 

a  resolution  by  Sen.  Charles  Potter  (R- 
Mich.)  to  establish  a  special  commission  to 
study  the  use  of  the  spectrum. 
FCC  Chairman  John  C.  Doerfer  said 

Wednesday  he  was  "vastly  encouraged" 
with  the  committee's  plan  of  action.  "We 
can  talk  all  we  want  to  about  liaison  with 

ODM  [now  Defense  &  Civilian  Mobiliza- 
tion, see  page  64]  and  sitting  down  with  the 

military,"  he  stated,  "but  it  can  never  be  as 
good  as  the  Congress  itself  checking  into 
the  facts  and  making  the  government  and 

military  people  tell  where  the  use  is  and 
whether  any  other  portions  of  the  spectrum 

can  be  used  for  the  same  purpose."  He 
pointed  out  the  FCC  is  on  the  same  level 

with  ODM,  the  military  and  other  govern- 

ment space  users  and  a  "Congressional 
committee  has  the  power  to  make  them 

talk." 
The  subject  came  up  at  the  Tuesday  hear- 

ing as  committee  counsel  Kenneth  Cox  was 
questioning  the  Commission  on  the  Craven 

proposal  to  swap  chs.  2-6  with  the  military 
for  a  contigious  band  of  25  channels  [Lead 
Story,  June  2].  Chairman  Doerfer,  after 
FCC  Chief  Engineer  Ed  Allen  had  explained 
that  30  additional  channels  with  vhf  charac- 

teristics could  be  added  if  military  agrees 

to  swap,  said  these  additional  channels 

would  solve  all  allocations  problems.  "Has 
anybody  asked  the  military  to  do  this  [make 

a  swap  of  spectrum  space],"  Sen.  Magnuson wanted  to  know. 

Comr.  Rosel  H.  Hyde  explained  lengthy 
negotiations  have  been  carried  out  in  the 

past  adding  that  a  military  refusal  was 

made  as  recently  as  1956.  "Why  haven't  we 
called  the  military  up  here  and  asked  them 

what  they  will  do  about  it?"  Sen.  Magnuson 
asked  of  nobody  in  particular.  When  in- 

formed by  counsel  the  information  may  be 
classified,  he  replied: 

"Well,  we  could  have  an  executive  ses- 
sion and  they  would  tell  me  all  their  classi- 
fied business."  The  chairman  also  wanted 

to  know  who  has  the  final  say-so  in  assign- 

ing military  frequencies,  saying,  "I  may 
want  to  get  into  this  act  and  I  want  to  know 

where  to  go."  Comr.  Hyde  explained  the 
President  has  final  authority. 

Answering  a  Potter  question,  Comr.  Hyde 
said  the  military  claimed  in  previous  talks 
that  none  of  its  space  is  idle.  Sen.  Potter 
pointed  out  this  is  what  the  military  says 

but  nobody  knows  for  sure.  "I'll  bet  10  to 
1  they  are  wasting  a  lot  of  valuable  spectrum 

space,"  he  charged  in  a  pitch  for  his  resolu- tion. 

The  liaison  is  on  a  continuing  basis, 

Comr.  Hyde  maintained,  and  Chairman 
Doerfer  stated  the  FCC  has  just  written  the 
military  a  letter  regarding  the  matter.  Sen. 

John  Pastore  (D-R.  I.)  took  a  dim  view  of 

the  Commission's  efforts,  just  as  he  did  in 
hearings  two  weeks  ago  [Government, 
June  30].  He  said  negotiations  are  in  a 

vacuum.  "They  will  talk  and  talk  and  talk 

and  nothing  ever  gets  done,"  he  said.  "As 
a  matter  of  fact,  it  is  a  big  success  with  the 

FCC  if  they  don't  lose  their  shirt  when  they 
sit  down  with  the  military,  but  nobody  has 

gained  anything." 
Sen.  Pastore  maintained  Congress  is  go- 

ing to  have  to  create  a  body  that  will  "get 
into  this  thing  and  resolve  it  .  .  .  because 

unless  they  are  told  to  do  it,  I  don't  see  the 

military  giving  up  anything,  whether  they 

are  using  it  or  not." Sen.  Potter:  "I  have  a  resolution.  .  .  ." 
Banging  his  gavel.  Sen.  Magnuson  said: 

"The  chairman  is  going  to  tell  you  this.  The 
next  regular  meeting  of  this  committee  will 

bring  that  resolution  up  and  see  if  we  can't 

do  something  about  it." 
Sen.  Pastore:  "If  you  don't  it  will  never 

happen — it  will  never  happen." 
The  next  regular  meeting  of  the  commit- 

tee is  scheduled  for  July  9.  However,  a 

postponement  is  likely  because  three  mem- 
bers, including  Chairman  Magnuson,  will  be 

in  Montana  holding  hearings  on  another 
matter. 

Sen.  Potter's  resolution  (SJ  Res  106),  in- 
troduced one  year  ago  [Government, 

June  24,  1957],  calls  for  the  President  to 

appoint  a  three-man  commission  to: 
".  .  .  Conduct  a  thorough  and  compre- 

hensive study  and  investigation  of  the  radio 
and  television  frequencies  allocated  to  the 
various  agencies  and  instrumentalities  of  the 

federal  government  with  a  view  to  determin- 
ing (1)  whether  such  frequencies  are  being 

efficiently  utilized  to  the  maximum  degree 

possible;  (2)  whether  any  (and  if  so,  how 
much)  of  such  frequencies  may,  without 

jeopardizing  the  public  interest,  be  relin- 
quished to  the  FCC  for  allocation  to  non- 

governmental purposes,  and  (3)  what  are  the 
likely  future  requirements  of  the  various 
agencies  and  instrumentalities  of  the  federal 

government  for  radio  and  television  fre- 

quencies." 

An  identical  measure  (HJ  Res  381),  in- 

troduced by  Rep.  William  Bray  (R-Ind.),  is 

pending  in  the  House  Commerce  Commit- 
tee. 

Mr.  Allen  explained  the  military  now  oc- 

cupies approximately  one-third  of  both  the 
vhf  and  uhf  spectrum.  Comr.  Craven  has 
been  representing  the  FCC  in  negotiations 

with  the  military,  but  in  a  planned  realign- 
ment, Comr.  Frederick  W.  Ford  will  assume 

the  post. 

In  a  prepared  statement  entered  in  the 

They're  prodding  the  military  about  v  channels  and  he's  for  it 
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record  by  Comr.  Craven,  he  stated  a  wise, 

long-range  plan  for  tv  allocation  can  be 
formulated  only  in  the  context  of  a  re-ex- 

amination of  all  known  demands  on  the 

radio  spectrum.  "The  requirements  of  tv 
broadcasting  cannot  be  considered  in  a 

vacuum,"  he  said.  "Existing  radio  services 
other  than  tv  broadcasting  have  grown  rapid- 

ly during  the  past  decade.  Science  and  tech- 
nology continually  are  developing  new  uses 

for  the  spectrum.  Indeed,  an  increasing 
amount  of  spectrum  space  is  needed  by  the 
scientific  fraternity  as  an  aid  and  adjunct 

to  the  pursuit  of  knowledge  itself." 
Because  of  additional  costs  to  the  public, 

an  all-uhf  system  is  impracticable  for  the 
foreseeable  future,  Comr.  Craven  said.  Also, 
he  said  tv  may  now  have  more  space  than 

is  necessary,  a  view  expounded  a  fort- 

night ago  by  Comr.  Doerfer.  "The  time  for 
an  'agonizing  reappraisal'  seems  to  be  now," 
Comr.  Craven  stated. 

In  discussing  the  military  situation  last 
Wednesday,  Chairman  Doerfer  referred  to 

the  "billions  of  dollars"  invested  by  the 
government  in  radio  equipment  which 
would  have  to  be  replaced  if  a  switch  were 

made.  "I  wouldn't  blame  a  government 
agency  if  it  objected  strenuously  to  a  switch 

in  its  allocations  picture,"  he  said.  "But,  if 
a  Congressional-sponsored  commission  has 
the  authority  to  subsidize  the  losses  that 
might  be  involved,  why  then  none  can 

object."  Comr.  Craven  earlier  had  em- 
phasized that  most  of  the  military's  equip- 

ment would  be  obselete  in  7-10  years  any- 
way, the  time  it  would  take  to  make  the 

changeover. 

Comr.  Doerfer  said  he  was  looking  for- 
ward eagerly  to  Congressional  approval  of 

the  Potter  or  a  similar  resolution. 
Not  all  of  the  FCC  members  were  as 

sanguine  as  their  chairman,  some  expressing 
doubt  about  a  proposed  military  swap. 

"Look,"  said  one,  "I've  been  hearing  this 
about  getting  more  space  from  the  military 
for  more  than  10  years.  .  .  .  Wait  until 

Congress  hears  how  many  billions  it'll  cost 
to  switch  some  of  the  aviation  and  military 

bands — they'll  never  stand  for  it." 
Almost  lost  in  the  military-FCC  discus- 

sion Tuesday  was  Mr.  Cox'  questioning  of 
the  FCC  on  other  possible  solutions  to  the 

uhf  allocations  problem.  He  listed— and  the 
Commission  agreed — these  four  major  pro- 

posals: (1)  all-vhf  system  using  only  the 
present  12  channels,  (2)  Craven  plan,  (3) 

all-uhf  and  (4)  the  present  system  using  both 
vhf  and  uhf  with  possible  deintermixture  in 
certain  areas. 

Comr.  Doerfer  said  that  using  only  12 

vhf  channels  "falls  far  short  of  an  ideal 

situation,"  but  that  it  could  be  made  ade- 
quate as  a  last  resort.  However,  he  said,  it  is 

unrealistic  to  set  a  goal  of  multiple  tv  serv- 
ice for  all  the  1,700  cities  which  now  have 

local  radio  outlets. 
The  FCC  chairman  said  he  considered 

three  services  for  metropolitan  areas  "ade- 
quate" and  he  would  not  hesitate  to  shift 

four  channels  from  such  cities  as  New  York 

and  Los  Angeles,  which  now  have  seven 
vhf  stations.  Comr.  Hyde  said  he  testified 
three  years  ago  that  12  channels  are  not 
enough  and  still  feels  the  same  way. 
A  collective  sigh  of  relief  was  breathed 

by  the  commissioners,  who  have  been  con- 
tinually harrassed  with  Hill  appearances 

since  January,  when  Sen.  Magnuson  closed 
the  hearing  with  this  announcement: 

"The  committee  is  going  to  recess,  and 
as  far  as  I  know,  unless  something  else 

comes  up  of  an  emergency  or  critical  na- 
ture, we  will  conclude  this  phase  of  our 

television  and  FCC  hearings.  And,  we  ex- 
pect a  report,  too.  I  will  say  that  to  the 

Commission."  Whereupon  the  committee 
adjourned  sine  die. 

Thus,  an  inquiry  begun  in  1954  during 

the  Republican-controlled  83rd  Congress  was 
brought  to  a  close.  It  encompassed  weeks  of 
hearings,  hundreds  and  hundreds  of  pages 
of  testimony,  several  reports  and  countless 
trips  to  Congress  by  the  FCC  and  members 

of  the  broadcasting  industry.  Sen.  Magnu- 
son said  the  report,  to  be  authored  principal- 

ly by  Mr.  Cox  (who  returned  to  his  Seattle 
home  last  Thursday),  will  be  ready  before 

Congress  adjourns. 
However,   the  committee  is   not  quite 

A  group  of  nine  television  stations — 
none  of  them  in  any  danger  of  economic 
competition  from  community  antenna  tv 

systems  or  vhf  boosters — suggested  last  week 
that  the  FCC  ought  to  seek  legislation  to 

prohibit  the  piracy  of  a  tv  station's  signal  by 
any  comer,  whether  or  not  he  is  classified  as 
a  broadcaster. 

This  group  was  among  nine  parties  offer- 

ing comments  in  the  FCC's  inquiry  about 
the  effect  on  tv  broadcasting  of  CATV, 

vhf  boosters,  satellites  and  translator  sta- 
tions. Comments  are  due  today  (July  7). 

The  nine  stations  were  KLZ-TV  Denver, 

KTVT  (TV)  Salt  Lake  City,  WKY-TV 
Oklahoma  City,  WTVT  (TV)  Tampa- 
St.  Petersburg,  WSFA-TV  Montgomery, 
WDSU-TV  New  Orleans,  WAFB-TV  Baton 
Rouge,  WDAM-TV  Hattiesburg,  Miss.,  and 
WCAU-TV  Philadelphia.  All  are  vhfs  but 
WAFB-TV. 

The  joint  statement  asked  the  FCC  to 
investigate  injuries  to  both  competing  and 

originating  stations  and  reaffirm  that  broad- 

casters have  a  "protectible"  interest  in  their 
stations'  telecasts.  The  stations  said  the  FCC 
should  ask  Congress  to  amend  Sec.  325  (a) 

of  the  Communications  Act  to  cover  poach- 
ing of  a  station  signal  by  any  type  of  tv 

transmission  system,  thus  removing  all  doubt 
about  how  far  FCC  jurisdiction  extends. 

This  section  prohibits  one  broadcast  sta- 
tion from  rebroadcasting  the  programs  of 

another  broadcast  station  without  the 

"express  authority"  of  the  originating  sta- 
tion. 

Not  only  that,  the  group  said,  but  the 

FCC  should  oversee  these  grants  of  per- 
mission so  that  even  when  a  station  grants 

such  a  consent,  the  effect  will  not  injure 
another  tv  station  competitively  and  the 
public  interest  will  be  served. 

The  statement  cited  these  damages  to 

"originating"  stations  by  CATV  systems: 
(1)  degradation  of  signal  in  transmission; 
(2)  distortion  of  programs  (by  electric  use 

of  the  licensee's  programming  and  com- 

through  with  the  Commission  in  spite  of  the 

sine  die  adjournment.  Counsel  Cox  had  fur- 
ther questions  to  ask  when  the  committee 

dismissed  the  FCC  Tuesday  and,  at  the 

direction  of  Sen.  Magnuson,  he  and  com- 
munications advisor  Nick  Zapple  presented 

and  discussed  them  Wednesday  with  Comr. 
Doerfer  and  FCC  staffers. 

Included  were  49  questions,  some  with 

many  parts,  on  such  subjects  as  an  all-uhf 
tv  system,  a  mixed  allocations  structure, 

CATV,  translators,  boosters,  microwave  sys- 
tems, common  carriers  and  instances  of 

alleged  network  violations  in  the  Barrow 

study.  The  FCC  was  asked  to  submit  an- 
swers within  two  weeks. 

FCC  representatives  present  for  the  meet- 
ing, in  addition  to  Chairman  Doerfer,  were 

Warren  Baker,  general  counsel;  Mr.  Allen; 
Harold  Cowgill,  Broadcast  Bureau  chief; 

James  Sheridan,  acting  chief  of  the  Broad- 

cast Bureau's  Economic  Div.,  and  Joe 
Sitrick,  administrative  assistant  to  the 
chairman. 

mercials);  (3)  confusion  and  loss  of  good 
will  toward  the  originating  station  when  the 

CATV  operator  switches  from  one  station's 
signal  to  another's;  (4)  interference  with 
off  the  air  set  reception  from  a  local  sta- 

tion through  use  of  a  co-channel  to  retrans- 
mit the  signals  of  distant  stations;  (5)  un- 

reasonable discrimination  by  use  of  the 

programs  of  one  station  in  preference  to 
those  of  another. 

Other  comments  from  broadcasters: 

WSTV-TV  Steubenville,  Ohio,  WBOY-TV 
Clarksburg,  W.  Va.,  and  KODE-TV  Joplin, 
Mo.  (Berkman-Laux  interests) — This  state- 

ment summarized  the  troubles  of  WBOY- 

TV,  saying  that  40%  of  the  32,730  tv 
homes  in  Clarksburg,  Morgantown  and 

Fairmont  (the  station's  coverage  area)  are 
CATV  subscribers  and  that  American  Re- 

search Bureau  has  accepted  figures  indi- 
cating 76%  of  Clarksburg  tv  homes  are 

CATV  customers.  The  FCC  should  appraise 
the  intent  of  the  Sixth  Report  &  Order  in 

the  light  of  developments,  the  statement 

said,  (1)  classifying  and  evaluating  the 
various  tv  transmission  services;  (2)  licens- 

ing all  groups  serving  the  public  with  tv 

programs,  applying  public  interest  consider- 
ations, and  (3)  determining  the  best  type 

of  service  for  a  given  area. 

Consideration  should  be  given  to  cur- 
tailment of  CATV  and  other  services  which 

have  developed  destructive  aspects,  the 
statement  added,  recommending  that  the 
FCC  use  these  criteria: 

(1)  The  public  interest;  (2)  electrical 

standards;  (3)  program  balance  and  equal- 
ity; (4)  licenses  or  conditional  warrants;  (5) 

duplication  of  services  provided  by  tv  sta- 
tions in  an  area;  (6)  permission  of  origi- 

nating stations. 

WCAX-TV  Burlington,  Vt.— Said  CATV 
had  hampered  its  establishment  and  that  in- 

terference to  WCAX-TV  results  if  the  set 
owner  is  required  to  install  an  antenna.  The 
FCC  should  require  CATV  operators  to  use 

the  programs  of  local  stations  or  guarantee 
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GOVERNMENT  continued 

local  stations  protection  from  interference, 
WCAX-TV  said. 
KGMB-TV  Honolulu  and  satellites 

KMAU-TV  Wailuku  and  KHBC-TV  Hilo, 

all  Hawaii — This  group  said  tv  satellite  sta- 
tions serve  a  real  need  in  its  own  case.  In 

other  instances,  it  said,  the  FCC  should  con- 
sider satellites  on  a  case-by-case  basis. 

Comments  by  CATV  or  booster  groups: 

Apple  Valley  Tv  Assn.,  Wenatchee,  Wash. 
— Maintained  CATV  and  boosters  should  be 

prohibited  only  if,  after  a  hearing,  the  FCC 
finds  the  majority  interest  would  be  best 

served.  It  felt  FCC  should  not  be  "in  the 

business"  of  supporting  "marginal"  tv  sta- 
tions. 

People's  Tv  Assn.,  Soap  Lake,  Wash. — 
This  organization  felt  jurisdiction  over  non- 
broadcast  tv  systems  should  be  vested  in 

state  public  service  commissions;  that  mul- 
tiple non-broadcast  services  are  to  be  pre- 

ferred to  a  single  tv  broadcast  service. 

Prescott  (Ariz.)  Tv  Booster  Club — This 

group  said  boosters  are  a  "necessity  and  a 
right,"  and  that  it  knowingly  does  not  inter- 

fere with  tv  broadcast  signals. 

EAO-TV  Co.  (Entiat,  Ardenvoir  and 

Orondo,  Wash.) — This  group  felt  prohibi- 
tion of  booster  services  should  be  based  on 

interference  only;  that  economic  injury  to 
a  local  tv  station  is  not  a  proper  basis  to 
disallow  booster  and  CATV  operation; 
that  boosters  normally  provide  a  better 

grade  signal  than  CATV. 

Washington  State  Tv  Reflector  Assn. — 
This  organization  did  not  feel  it  is  feasible 
for  a  local  tv  station  to  operate  in  a  sparse 
area  and  that  non-broadcast  tv  transmission 

groups  woud  not  affect  the  ability  of  tv 
broadcast  stations  to  obtain  revenues  and 

programs  (the  prosperity  of  local,  non-net- 
work radio  broadcast  stations  were  cited  as 

an  analogous  situation);  WSTRA  said 
boosters  and  CATV  fill  a  need  not  supplied 
by  tv  broadcast  stations;  that  CATV  would 

"die  a  natural  death"  if  free  programs  were 
available.  The  organization  said  the  FCC  has 

"no  right"  to  deprive  the  population  of  tv 
service  for  the  purpose  of  keeping  "mar- 

ginal" tv  stations  alive. 

Examiner,  FCC  Issue  Decisions 

For  WNHC-TV,  KBET-TV  Sites 

In  transmitter-antenna  modification  ac- 
tions at  the  FCC  last  week,  WNHC-TV 

New  Haven,  Conn.,  won  an  examiner's  ap- 
proval in  a  long  effort  to  move  its  trans- 
mitter, and  KBET-TV  Sacramento,  Calif., 

got  final  authority  for  a  change  first  ap- 
proved four  years  ago. 

Hearing  Examiner  Basil  P.  Cooper  issued 

an  initial  decision  reinstating  the  FCC's 
October,  1957,  permission  for  WNHC-TV 
to  move  its  ch.  8  transmitter  from  Gaylord 
Mountain,  8.8  mi.  northwest  of  New  Haven, 

to  Mount  Higby,  13.9  mi.  northeast  of  the 

present  site  and  19.8  mi.  north-northeast  of 
New  Haven.  The  FCC  late  last  year  post- 

poned the  effective  date  of  this  construc- 
tion permit  modification  to  hold  an  eviden- 
tiary hearing  on  a  protest  by  ch.  22  WWLP 

(TV)  Springfield,  Mass.  Examiner  Cooper's initial  decision  also  would  confirm  the 

original  grant  to  increase  antenna  height 
from  720  ft.  to  770  ft.  and  change  the  type 

antenna  and  other  equipment. 

In  the  case  of  KBET-TV,  the  Commis- 
sion last  week  made  effective  immediately 

an  initial  decision  which  affirmed  the  1954 

grant  of  the  station's  application  to  modify 
its  construction  permit  to  change  its  trans- 

mitter and  studio  site  and  make  antenna 

and  other  equipment  changes.  KBET-TV 
modified  construction  permit  to  move  its 
transmitter  site  from  Pine  Hill  to  Logtown, 
35  miles  east  of  Sacramento,  and  to  reduce 
antenna  height  from  647  to  500  feet  above 

ground. 
Buffalo  Ch.  7  Competition 

Again  Heard  in  Oral  Argument 

Oral  argument  was  held  once  again  last 

week  on  the  four-year-old  Buffalo  ch.  7 
case.  Comr.  T.  A.  M.  Craven  was  absent. 

Hearing  Examiner  H.  Gilford  Irion  issued 
his  second  supplemental  initial  decision  in 

May,  favoring  Great  Lakes  Tv  Inc.,  as  he 
had  in  his  initial  decision  in  lanuary  1956 
and  in  a  first  supplemental  initial  decision 
in  November  1957. 

The  rehearing  after  the  original  initial 

decision  was  ordered  on  the  financial  qualifi- 
cations of  WKBW-TV  Inc.,  one  of  the  ap- 

plicants. A  rehearing  was  ordered  after  the 
first  supplemental  initial  decision  on  an 

amendment  to  WKBW-TV's  application  on 
proposed  coverage. 

Argument  last  Monday  (lune  30)  were 

mainly  about  the  issues  in  the  original  hear- 
ing. 

The  third  applicant  is  Leon  Wyszatycki, 
trading  as  Greater  Erie  Broadcasting  Co. 

WDSU  Draws  FCC  Brushoff 

In  Political  Ruling  Plea 

WDSU-AM-FM-TV  New  Orleans,  which 
two  weeks  ago  sought  clarification  on  two 

aspects  of  political  broadcasting  [Govern- 
ment, June  23],  found  little  consolation  in 

the  FCC's  reply.  The  agency  said  its  author- 
ity to  issue  declaratory  orders  is  limited  and 

is  authorized  only  on  matters  required  by 

law  to  be  determined  "on  the  record  after 

opportunity  for  an  agency  hearing." The  New  Orleans  stations  wanted  to  set 

up  a  rule  to  restrain  a  candidate  for  one 

office  from  appearing  in  the  same  time  per- 
iod as  a  candidate  for  another  office,  but 

feared  it  might  run  afoul  of  the  censorship 

prohibitions  of  Sec.  315  of  the  Communica- 
tions Act.  WDSU-AM-FM-TV  also  wanted 

to  make  a  station  rule  to  require  candidates 

to  use  the  time  to  which  they  become  en- 
titled on  the  stations  on  a  non-cumulative 

basis,  so  the  stations  would  not  be  swamped 

by  demands  under  the  "equal  opportunities" 
provisions  of  the  act  by  candidates  who 

wait  until  the  last  part  of  the  election  cam- 
paign to  ask  for  equal  time.  Both  the  New 

Orleans  stations'  queries  were  hypothetical, 
but  based  on  actual  experience  in  the  past. 

The  FCC  said  that  in  general  it  limits 
interpretive  rulings  or  advisory  opinions  to 

situations  where  the  "critical  facts  are  ex- 

plicitly stated,"  and  without  the  possibility 
that  subsequent  facts  will  alter  them.  Both 

of  the  WDSU  questions  leave  enough  un- 
certainties in  the  particular  factual  situation 

to  make  a  "definitive  reply  unfeasible,"  the 
FCC  said. 

Waiver  of  Site,  Height 

Asked  in  Ch.  12  Bids 

The  New  Orleans  ch.  12  case  took  a  new 

turn  last  week  concurrently  with  hearings 

Tuesday  through  Thursday. 

Two  of  the  three  applicants — Oklahoma 

Tv  Corp.  and  Coastal  Tv  Co. — filed  a  joint 

petition  asking  a  waiver  of  minimum  mile- 

age separation  requirements  for  their  an- 
tenna sites  and  asked  to  amend  to  specify 

an  alternate  site  about  30  miles  nearer  New 

Orleans,  with  antenna  height  reductions 
from  1,549  and  1,324  feet,  respectively,  to 

502.5  feet. 

They  also  asked  that  WJTV  (TV)  Jack- 
son, Miss,  (co-ch.  12),  and  St.  Anthony  Tv 

Corp.,  sole  applicant  for  adjacent  ch.  1 1  at 
Houma,  La.,  be  made  parties  to  the  hearing 
on  the  issue  of  the  effect  of  the  proposed 

changes  on  WJTV  and  the  proposed  Houma facility. 

Hearing  Examiner  J.  D.  Bond  has  said 

he  will  not  act  on  the  petition,  but  will 

leave  it  up  to  the  FCC.  All  parties  have 

agreed  to  defer  discussion  of  the  proposals 

during  the  present  hearing,  scheduled  to  run 

through  July  18,  until  the  FCC  acts  on  the 

petition. 
Oklahoma  and  Coastal  both  specify  sites 

nearby  the  WDSU-TV  (ch.  6)  antenna  4-5 
miles  from  New  Orleans — some  30  miles 

under  the  FCC  minimum  separation  re- 

quirement in  the  case  of  WJTV  and  5 

miles  in  the  case  of  Houma.  The  Wash- 

ington Airspace  Panel  has  disapproved  of 
the  present  proposed  towers,  or  any  over 
308  feet,  but  Oklahoma  and  Coastal  say 

the  proposed  502-foot  towers  at  the  re- 
quested new  site  come  within  requirements 

(not  over  978  feet)  laid  down  by  the  Fort 

Worth  regional  Airspace  Panel.  The  WDSU- 
TV  tower  is  930  feet. 

The  joint  petition  said  the  new  proposals 
would  permit  operation  with  no  air  hazard, 

would  be  compatible  with  the  "antenna 
farm"  concept,  would  give  WJTV  and 

Houma  ch.  11  greater  "actual  protection" 
than  the  "legal"  protection  afforded  under 
Sec.  3.610  (b)  of  the  FCC  rules,  would  pro- 

vide a  city  grade  service  to  all  of  New  Or- 
leans except  a  swampy  and  uninhabited 

area  in  the  northeast  tip,  would  provide  a 

third  "competitive"  vhf  service  to  New  Or- 

leans and  would  provide  "proper  relief"  in 

an  "exceptional  case." 
The  third  applicant,  WJMR-TV  New  Or- 

leans (ch.  20),  has  been  operating  experi- 
mentally on  ch.  12  on  a  dual  basis  under 

special  temporary  authorization,  but  the 
U.  S.  Appeals  Court  for  the  District  of 
Columbia  has  ruled  that  the  FCC  should  not 

have  granted  the  STA  without  a  hearing  of 

WJTV's  charge  that  WJMR-TV  is  "not  pro- 

posing a  bona  fide  experiment"  [Govern- ment, May  26]. 

This  was  the  second  request  for  waiver 
of  the  minimum  mileage  in  substantial 
amount.  Five  applicants  for  ch.  10  in 

Tampa-St.  Petersburg  made  a  similar  request 
last  month  [Government,  June  16;  also 
see  page  56]. 
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In  KMTV's  studio,  Chief  Photographer  Dale  Hoaglan  (left)  and  TV  Director  Jack  Riley  shoot  a  commercial. 
The  station  uses  DuPont  930  and  931  for  all  film  work  —  commercials,  newsreels,  on-the-spot  interviews. 

"For  every  shot,  any  time 

we  count  on  Du  Pont  film" 

says  Mr.  Dale  Hoaglan,  Chief  Photographer  of 

station   KMTV,  Omaha,  Nebraska. 

Since  the  station  opened  in  1952,  versatility  has 

been  the  underlying  theme  of  KMTV's  operation. 
And  to  help  achieve  it,  they  chose  Du  Pont  930 

Rapid  Reversal  film  for  newsreel  use  right  from  the 

start,  and  added  931  as  soon  as  it  was  introduced. 

Mr.  Hoaglan  tells  us  that  during  the  last  six 

years,  "these  films  have  met  our  every  requirement, 
giving  us  the  necessary  speed  to  work  at  low  light 
levels  and  in  situations  of  extreme  contrast.  The 

high  speed  alone  justifies  the  use  of  930  and  931, 

and  we  get  other  benefits  such  as  fast  and  easy 

processing,  excellent  contrast,  good  gray  scale  and 

optimum  sound  track  quality. 

"All  our  cameramen  are  primarily  reporters," 

Mr.  Hoaglan  continues.  "They  simply  do  not  have 
the  time  to  master  all  the  intricacies  of  photographic 

technique,  so  we  must  have  a  very  versatile  film  with 

enough  latitude  to  record  any  event,  regardless  of 
the  circumstances. 

"These  qualities  are  reliably  backed  up  by  a 

sound  service  policy  on  the  part  of  Du  Pont.  What- 
ever the  problem  involved,  we  know  we  can  depend 

on  the  technical  know-how  of  the  Du  Pont  Company." 

//  your  film  needs  include  versatility,  combined  with 
the  best  in  technical  service,  just  call  the  nearest 

Du  Pont  Sales  Office.  Or  ivrite  Du  Pont,  Photo 

Products  Department,  2420-2  Nemours  Building, 

Wilmington  98,  Delaware.  In  Canada,  Du  Pont  Com- 

pany of  Canada  (1956)  Limited,  Toronto. 

»fS.  U.  S.  PAT.  Off 
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GOVERNMENT  continued 

most 

HAPPY 

SPONSORS 

select  these  fine  Radio  Stations 

How  Radio  can  stir  community  buying 

interest  .  .  sell  air  conditioners  to 

offices  and  plants  as  well  as  consumers 
. .  bring  a  stream  of  buyers  to  Estate 
homes  .  .  increase  the  ad  budget  of 

a  quality  furrier  —  more  stories  of 

contented  clients  with  Lang-Worth's RADIO  HUCKSTERS  &  AIRLIFTS 
service. 

WHAV,  HAVERHILL,  MASS.: 
BOB  KIMEL  REPORTING— 

Creative  WHAV  put  selected  Lang- 

Worth  jingles  to  work  for  a  "Buy  in 
Haverhill!"  community  service  cam- 

paign that  was  turned  into  a  city- 
wide  promotion  by  the  Chamber  of 

Commerce  based  on  the  station's  air 
theme.  Result:  upturn  in  business  for 
city  merchants  and  WHAV  and  other 
media. 

WKIS,  ORLANDO,  FLA.: 
BILL  FORSYTHE  REPORTING— 

Skilled  production  of  Lang-Worth  sell- 
ing jingles  by  Art  &  Dottie  Todd  plus 

live  copy  brought  B&D  Air  Condi- 

tioning's campaign  on  WKIS  up  to 
70  spots  weekly.  Proving  that  Radio 
reaches  everybody,  the  plan  is  moving 

store  and  industrial  air  conditioning 
as  well  as  home  buying. 

WQSN,  CHARLESTON,  S.  C: 
E.  HAROLD  KEOWN  REPORTING 

"Own  Your  Own  Home"  to  a  Dixieland 
beat  gave  WQSN  client  Dorchester 

Estates  the  "something  different" 
they  needed  in  Radio  advertising.  Sta- 

tion reports  "many  sales"  with  Radio 
Hucksters  —  and  other  Lang-Worth 
program  aids  help  it  maintain  #1 
audience  position  in  the  market. 

WEJL,  SCR  ANTON,  PA.: 

HUGH  CONNOR  REPORTING— 

WEJL  sponsor  Joseph  the  Furrier 
finds  that  its  Radio  Huckster  cam- 

paign fits  any  merchandising  and  copy 

need  .  .  from  "advertising"  to  hard- 
sell, special  sales,  fur  storage,  Christ- 
mas et  al.  So  Scranton's  oldest  furrier 

is  one  of  WE  JL's  biggest  "most  happy 

sponsors". 

These  and  many  other  progressive  sta- 
tions combine  their  top  production  and 

sales  know-how  with  Radio  Hucksters 
&  Airlifts  to  win  most  happy  sponsors. 
Let  Radio  Hucksters  &  Airlifts  make 

the  difference  to  your  station.  Contact- 

LANG  WORTH 

FEATURE  PROGRAMS,  INC. 

17  5  5  Broadway,  New  York  19,  N.Y. 

Pine  Bluff  'Charges' 
Heard  by  FCC  Officer 

That  Pine  Bluff,  Ark.,  radio  case — which 
has  become  something  of  a  national  issue 
because  of  alleged  intervention  by  Rep. 

Oren  Harris  (D-Ark.) — had  a  four-hour 
hearing  before  an  FCC  hearing  examiner 

last  Tuesday  (July  1)  to  hear  "charges" against  the  favored  grantee. 

B.  J.  Parrish,  KOTN  Pine  Bluff,  appear- 
ing as  a  public  witness,  maintained  that  the 

city  could  not  support  a  fourth  radio  sta- 
tion and  that  favored  Jefferson  County 

Broadcasting  Co.,  does  not  operate  its  sta- 

tions properly  and  its  principals  are  "traf- 
ficking" in  licenses. 

Jefferson  County  is  owned  by  Louis  Al- 
ford,  Phillip  D.  Brady  and  Albert  Mack 
Smith.  They  own  also  WAPF  McComb, 
WMDC  Hazelhurst  and  WDAL  Meridian, 
all  Mississippi. 

Hearing  Examiner  Thomas  H.  Donohue 

struck  Mr.  Parrish's  testimony  from  the 
record  on  the  ground  that  it  was  unsup- 

ported, hearsay  and  conclusionary.  Mr. 
Parrish  protested,  castigated  the  FCC  and 
charged  that  he  had  been  denied  due 

process. 
It  was  in  Mr.  Parrish's  behalf  that  Rep. 

Harris  wrote  to  the  FCC  asking  for  infor- 
mation on  its  policy  regarding  the  ability 

of  a  community  to  support  more  than  one 
station.  GOP  National  Chairman  Meade 

Alcorn  charged  that  this  constituted  inter- 
vention [Government,  June  30]. 

The  two-year-old  Pine  Bluff  case  has  a 
variegated  history.  Jefferson  County  filed 
for  1270  kc  with  5  kw  daytime,  and  found 
itself  opposed  by  Kermit  F.  Tracy  asking 
for  the  same  frequency  with  1  kw  daytime 
at  Fordyce,  Ark.,  about  35  miles  southwest 
of  Pine  Bluff. 

The  hearing  examiner  issued  an  initial 
decision  favoring  Jefferson  County  in  April 
1957.  After  several  further  hearings  and 

arguments,  Mr.  Tracy  dismissed  his  appli- 
cation in  December  1957. 

Jefferson  County  meanwhile  found  1570 
kc  with  250  w  daytime  at  Fordyce.  applied 
for  and  received  the  grant.  Last  April  it 
turned  over  the  cp  to  Mr.  Tracy. 

At  this  point,  the  Pine  Bluff  station  own- 
ers began  protesting  that  the  community 

could  not  support  four  stations  and  asking 
that  no  grant  be  made  to  Jefferson  County. 

Other  Pine  Bluff  stations  besides  KOTN 
are  KCLA  and  KPBA. 

Tennessee  Class  II  Applicant 

Gets  FCC  to  Over-rule  Itself 

Persuaded  by  the  to-the-point  reasoning 
of  a  broadcast  applicant,  the  FCC  has 
waived  one  of  its  most  sacrosanct  rules  to 

make  an  am  grant  to  Lookout  Broadcasters, 

Lookout  Mountain,  Tenn.,  for  a  Class  II  sta- 
tion on  1070  kc,  with  1  kw  day  and  10  kw 

night  and  two  directional  antennas. 

Sec.  1.351  (c)  provides  that  action  will  be 

withheld  pending  conclusion  of  the  FCC's 
daytime  skywave  proceeding,  on  grants  of 
new  Class  II  stations  which  would  operate 

differently  day  and  night.   But  there  is  no 

such  restriction  for  existing  Class  II  stations. 

Lookout  merely  explained  to  the  FCC 
that  this  would  force  the  station  to  take  two 

steps  in  getting  the  desired  differing  powers 

and  antennas  day  and  night:  the  first,  to  ap- 
ply for  facilities  which  do  not  differ  day  and 

night,  then  as  an  "existing"  station,  to  apply 
for  the  differing  day  and  night  facilities. 
This,  Lookout  told  the  FCC,  is  inequitable 
and  places  a  hardship  on  the  applicant.  The 
FCC  agreed  and  waived  its  rules. 

The  grant  was  made  in  conjunction  with 
a  grant  to  WAPI  Birmingham  to  increase  its 

daytime  power  on  1070  kc  from  10  to  50  kw 
and  add  a  different  directional  antenna  in 

the  daytime  to  the  one  it  already  has  at  night 
[Government,  June  23]. 

Five  Florida  Applicants 

Ask  New  Sites  for  Tv  Towers 

Five  applicants  for  ch.  10  in  Tampa-St. 
Petersburg,  Fla.,  changed  their  minds  last 
week  about  wanting  to  move  their  antennas 

to  a  site  185  miles  from  co-channel  WPST- 
TV  Miami — 35  miles  under  the  220-mile 

minimum  FCC  mileage  separation  require- 
ment. 

The  five  last  week  asked  the  FCC  to  let 

them  amend  their  original  applications  to 

specify  Largo,  Fla.,  a  small  town  near 
Tampa-St.  Petersburg,  and  antennas  549 
feet  above  sea  level.  A  sixth  applicant, 
Florida  Gulfcoast  Broadcasters  Inc.,  already 

had  specified  Largo  and  549  feet. 

Making  the  request  last  month  for  a 

declaratory  order  waiving  FCC  mileage  re- 
quirements were  City  of  St.  Petersburg 

(WSUN-TV),  Suncoast  Cities  Broadcast- 

ing Corp.,  WTSP-TV  Inc.,  Bay  Area  Tele- 
casting Corp.  and  Tampa  Telecasters  Inc. 

[Government,  June  16].  At  the  time 

they  said  they  could  not  cover  Tampa-St. 
Petersburg  with  a  city-grade  service  without 
tower  heights  over  900  feet  for  the  antenna 
area  specified  by  the  FCC  when  ch.  10 

was  dropped-in  at  Tampa-St.  Petersburg  in 
June  1957.  The  Washington  Airspace  Panel 

set  a  maximum  height  of  549  feet.  The  five 
at  the  time  said  if  the  FCC  denied  their 

petition  they  would  amend  to  specify  Largo 
with  549  feet. 

KYAT  (TV)  Time  Extension 

Turned  Down  by  FCC  Examiners 

An  initial  decision  looking  toward  deny- 
ing Wrather-Alvarez  Broadcasting  Inc.  an 

extension  of  time  to  construct  KYAT  (TV) 

on  ch.  13  at  Yuma,  Ariz.,  has  been  is- 
sued by  FCC  Hearing  Examiners  James 

D.  Cunningham  and  Herbert  Sharfman.  The 
firm  received  its  construction  permit  Jan. 
25,  1956.  It  later  asked  that  ch.  13  be  re- 

allocated to  El  Centro,  Calif.,  but  resolution 

of  the  FCC's  rulemaking  on  this  request 
has  been  delayed  by  negotiations  with 
Mexico  on  proposed  border  tv  reallocations. 

The  two  hearing  examiners  said  KYAT 
seems  to  have  been  engaged  in  holding  op- 

erations until  ch.  13  could  be  moved,  and 

that  Yuma  appears  to  have  lost  its  attractive- 
ness to  the  applicant. 

The  ch.  1 3  grant  was  made  without  hear- 
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ing  and  a  protest  by  KIVA  (TV)  Yuma  was 
denied.  Other  applicants  have  said  they 
intend  to  apply  for  ch.  13  if  it  is  moved  to 
El  Centre 

Marietta  Investment  Corp.  (formerly 

Wrather- Alvarez  Broadcasting  Inc.),  grantee 
of  KYAT,  also  owns  KFMB-AM-FM-TV 

San  Diego  and  KERO-TV  Bakersfield,  both 
California. 

Networks  Weren't  Unfair 

On  Pay  Tv  Question — FCC 
The  FCC  told  Skiatron  Electronics  & 

Television  Corp.  last  week  that  it  does  not 
believe  the  networks  violated  the  Commis- 

sion policy  on  editorializing  in  presenting 
programs  on  pay  television. 

James  M.  Landis,  special  counsel  for  Ski- 
atron, was  told  in  a  letter  last  Monday  (June 

30)  that  the  Justice  Dept.,  not  the  FCC,  is 

the  agency  to  act  on  Mr.  Landis'  charges 
that  "there  is  a  concerted  campaign  being 
conducted  by  the  networks,  their  affiliates, 
and  their  trade  organization,  the  NAB,  to 

destroy  potential  competitors,"  which,  Mr. 
Landis  said,  constituted  a  violation  of  the 
antitrust  laws.  The  same  applies  for  Mr. 

Landis'  charges  of  newspaper  advertising 

in  aid  of  this  "supposed  campaign,"  the FCC  said. 
The  FCC  noted  that  Mr.  Landis  had 

written  letters  Feb.  14  and  March  5  alleging 
the  networks  and  a  number  of  their  affiliates 

violated  FCC  policy  on  editorializing  by 
being  unfair  in  presenting  the  subscription 
tv  issue. 

The  FCC  said  that  on  April  16  it  advised 
Mr.  Landis  that  his  charges  were  being 

brought  to  the  attention  of  "the  stations 
and  networks  mentioned  by  you  as  partici- 

pating in  the  broadcast."  The  FCC  said  it 
also  contacted  other  stations  alleged  to  have 

editorialized  unfairly  on  pay  tv  and  that 

responses  "are  being  studied  and  you  will 
be  kept  informed  as  to  the  action,  if  any, 

the  Commission  takes." 

The  FCC  said  it  had  given  "very  careful 
consideration"  to  the  documented  replies  of 

the  three  networks  in  response  to  the  FCC's 
inquiry  of  them.  The  FCC  added  its  opinion 

that  "programs  broadcast  by  the  networks 
have  presented  both  sides  of  the  controversy 
and  the  news  programs  similarly  refer  to 

both  sides." 

KFBC-TV  Asks  Neb.  Reversal 

KFBC-TV  Cheyenne,  Wyo.,  last  week 
asked  the  U.  S.  Court  of  Appeals  in  Wash- 

ington to  forbid  construction  of  ch.  13 
Alliance,  Neb.,  by  Western  Nebraska  Tv 
Inc.  The  motion  for  a  stay  came  one  week 

after  KFBC-TV  filed  an  appeal  in  the  same 

court  seeking  to  overturn  the  FCC's  June 
19  grant  to  the  Western  Nebraska  com- 

pany, which  includes  principals  associated 
with  the  ownership  of  KCOW  Alliance  and 

KOLT  Scottsbluff,  both  Nebraska.  KFBC- 
TV  claimed  FCC  refused  to  permit  it  to 
intervene  in  the  hearing  and  also  refused 
to  take  up  financial  questions  regarding  the 

sale  of  stock  by  Western  Nebraska.  KFBC- 
TV  also  owns  KSTF  (TV)  Scottsbluff,  Neb., 

which  is  considered  in  the  prospective  Alli- 

ance station's  coverage  area. 

******  * 
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AND 
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Garoiijn  SkolJar  Ofssociaies 

30  PARK  AVENUE,  NEW  YORK  16,  N.Y. 

WEEK-TV 

CHANNEL  ̂ 3 

PEORIA,  ILLINOIS 

Fred  C.  Mueller,  Vice  President  and  General  Manager 
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Look  who's  advertising  on  TV  now! 

Local  businessmen  —  most  of  whom  never  could  afford  spot  commercials  until  the  advent  of  Ampex 

Videotape*  Recording.  For  Videotape  cuts  production  costs  to  ribbons— brings  "live  local"  spots  within 
the  reach  of  almost  everyone. 

Scheduling  to  reach  selected  audiences  is  much  easier  too.  Commercials  can  be  pre-recorded  at  the 
convenience  of  both  station  and  advertiser,  then  run  in  any  availability,  anytime. 

Opening  new  retail  markets  and  expanding  income  potentials  for  stations  are  just  two  of  many  benefits  of 

Videotape  Recording.  Write  today  for  the  complete  story.  Learn  too  how  easy  it  is  to  acquire  a  VR-1000 
through  Ampex  purchase  or  leasing  plans. 

CONVERTS  TO  COLOR  ANYTIME  •  LIVE  QUALITY  •  IMMEDIATE  PLAYBACK  •  PRACTICAL  EDITING  •  TAPES  INTERCHANGEABLE  ♦  TAPES  ERASABLE,  REUSABLE  •  LOWEST  OVERALL  COST 

850    CHARTER  STREE T,    REDWOOD    CITY,  CALIFORNIA 

Offices  in  Principal  Cities 

Ampex 

CORPORATION 

professional products  division 

*TM   AMPEX  CORP. 
HHM 
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GOVERNMENT  continued 

AFM  Trust  Fund  Suit 

To  Get  Court  Hearing 

The  right  of  California  courts  to  hear  the 
suit  brought  by  rebel  musicians  of  the 

American  Federation  of  Musician's  Local 
47  against  payment  of  any  royalty  funds  to 
the  Music  Performance  Trust  Funds  was 

upheld  last  week  when  the  U.  S.  Su- 
preme Court  dismissed  appeals  attempting 

to  bar  the  hearing  of  the  suit  in  California. 

The  appeals  were  from  a  ruling  of  the 
California  Supreme  Court  upholding  the 
right  of  the  Los  Angeles  Superior  Court  to 
hear  the  suit.  Rebel  musicians  are  suing  to 

prohibit  payment  of  royalties  by  motion  pic- 
ture studios  and  phonograph  recording 

studios  to  the  national  fund  and  to  segregate 
these  monies  in  a  separate  account. 

The  appeal  to  the  U.  S.  Supreme  Court 
was  made  by  AFM  and  was  based  largely 
on  the  ground  that  Samuel  R.  Rosenbaum, 
trustee  of  the  funds  and  an  indispensable 

party  to  the  action,  is  a  resident  of  New 
York.  (Also  see  story  page  48.) 

Cecil  F.  Read,  leader  of  the  fight  to  upset 

AFM's  trust  fund  practices,  hailed  the  de- 
cision as  a  "crushing  blow  to  the  attempts 

of  certain  employers  and  AFM  to  avoid 

trial  in  California."  AFM  President  Herman 

D.  Kenin,  however,  called  it  a  "decision 
that  confirms  the  status  quo,"  while  Michael 
G.  Luddy,  attorney  who  has  represented 
AFM  in  these  cases  in  California,  said  it 

"had  been  expected  in  view  of  other  recent 

Supreme  Court  decisions." 
The  first  of  four  lawsuits  has  been  placed 

on  the  calendar  of  the  Los  Angeles  Superior 
Court  and  is  expected  to  come  to  trial  in 
about  four  months.  This  suit  asks  $8.5  mil- 

lion damages  from  AFM  on  behalf  of  some 
6,000  musicians  employed  in  phonograph 

recording  plus  a  permanent  injunction  re- 
straining AFM  from  putting  wage  increases 

and  royalty  payments  from  employers  into 
the  fund  instead  of  giving  them  to  the 
musicians  making  the  records.  Los  Angeles 
Superior  Court  Judge  John  J.  Ford  last 
January  granted  the  litigants  a  temporary 
injunction  to  prevent  the  21%  wage  increase 
payments  from  being  sent  out  of  the  state 
to  the  trust  fund  pending  trial  of  the  suit 
on  its  merits. 

He  named  the  Citizens  National  Trust 

and  Savings  Bank  as  receiver  [Personnel 
Relations,  Jan.  13].  The  bank  now  holds 
about  $1  million  of  these  funds  and  Mr. 

Read  said  the  figure  will  probably  reach 
$2  million  by  next  February,  when  the 
present  AFM  recording  contracts  expire. 

Mr.  Read,  chairman  of  the  Musicians 
Guild  of  America,  newly  formed  union 

which  is  challenging  AFM's  right  to  repre- 
sent musicians  in  bargaining  with  the  major 

motion  picture  producers  at  an  NLRB  elec- 
tion to  be  held  this  week  [July  9-10],  said 

that  60  days  before  the  end  of  the  phono- 
graph recording  contracts  MGA  intends 

to  file  petitions  for  NLRB  elections  to  rep- 
resent the  musicians  in  this  field  as  well. 

MGA  also  last  week  filed  unfair  labor 

charges  against  AFM  and  the  Assn.  of 

Motion  Picture  Producers  for  "interfering 
Broadcasting 

with,  restraining  and  coercing  employes 

voting  in  the  NLRB  election"  in  the  motion 
picture  field.  Negotiations  of  AFM  and 

AMPP  for  scoring  of  motion  pictures  out- 
side of  Los  Angeles  County,  when  virtually 

no  such  scoring  has  been  done  outside  that 

area  in  the  past,  could  and  would  be  in- 

terpreted as  a  threat  of  a  "runaway  shop" 
and  price  cutting  competition  if  musicians 
elected  MGA  as  their  bargaining  agent, 

Mr.  Read  said.  Henry  Kaiser,  general  coun- 

sel of  AFM,  labeled  the  move  as  a  "trans- 

parent publicity  stunt"  and  a  "futile  effort 
to  build  up  excuses  for  the  defeat  [Read] 

inevitably  faces." 

Attorneys  in  Miami  Pre-Hearing 
Split  on  Stipulated  Testimony 

Efforts  to  gain  agreement  among  con- 
testing attorneys  in  the  Miami  ch.  10 

rehearing  to  permit  the  general  stipulation 

of  testimony  given  before  the  House  Legis- 
lative Oversight  Committee — in  order  to 

save  time  and  expense  of  bringing  witnesses 
to  Washington  to  testify  on  the  same  matters 

— failed  last  week  at  the  second  pre-hear- 
ing  conference  in  Washington. 

Public  Service  Corp.,  National  Airlines 
subsidiary,  objected  to  the  procedure  but 

agreed  it  will  consider  portions  of  the  con- 
gressional hearing  transcript  submitted  for 

stipulation  by  FCC  General  Counsel  Warren 
E.  Baker.  Other  lawyers  in  the  case  will 
also  get  a  chance  to  review  these  segments 
and  object  if  they  desire. 

The  second  pre-hearing  conference  last 
Monday  also  decided  the  order  of  witnesses 
at  the  Sept.  8  hearing.  The  FCC  group 
will  commence  the  testimony,  after  which 
the  following  will  present  their  cases: 
WKAT  Inc.,  L.  B.  Wilson,  North  Dade 

Video  Inc.,  Public  Service,  Eastern  Air- 
lines and  the  Justice  Dept.  In  addition  to 

the  FCC's  general  counsel,  the  Commis- 
sion's Broadcast  Bureau  is  also  a  party  to 

the  hearing. 

The  group  agreed  that  anyone  desiring 
to  hold  the  hearing  in  Miami  must  petition 
the  FCC.  Earlier  it  had  been  thought  that 
Judge  Horace  Stern  could  rule  on  this 
matter. 

The  third  pre-hearing  conference  was 
rescheduled  from  Aug.  22  to  Aug.  25. 

The  hearing  will  seek  to  determine 
whether  former  Comr.  Richard  A.  Mack 
should  have  voted  when  the  FCC  issued 

its  final  decision  in  February  1957  granting 

the  hotly  contested  ch.  10  to  National  Air- 
lines. Other  issues  involve  allegations  of 

undue  influences  on  commissioners  and 

other  improprieties  brought  out  before  the 
House  Legislative  Oversight  Committee 
earlier  this  year. 

Clear-Channel  Deadline  Delayed 

Date  for  filing  comments  on  the  FCC's 
proposed  rulemaking  in  the  clear-channel 
proceeding  has  been  extended  from  July 
15  to  Aug.  15,  Commission  granting  in 
part  requests  by  Westinghouse  Broadcasting 
Co.  and  CBS  Radio,  asking  extension  to 

Sept.  15. 

10,000  miles  away 

but  I'm  sold  "live" 

Captain  Fortune 
KPIX  Television  (Westinghouse) 

"We  Videotaped*  my  programs 

before  I  left  for  a  3 -week  assign- 
ment in  Brussels.  I  went  on  look- 

ing 'live'  on  an  uninterrupted 
schedule  in  San  Francisco.  My 

clients  were  happy  — and  there 

was  no  loss  in  station  revenue." 

Am PEX 

CORPORATION 

907  CHARTER  STREET,  REDWOOD  CITY,  CALIFORNIA 

professional 
products  division 

*TM  Ampex  Corporation 
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GOVERNMENT  continued 

CHOATE  REBUTS 

Robert  B.  Choate,  publisher  of  the  Bos- 
ton Herald-Traveler  and  president  of  its  ch. 

5  WHDH-TV  Boston,  last  week  quickly 
denied  charges  that  he  and  the  newspaper 

corporation  were  active  behind-the-scenes  in 
forcing  the  Boston  Post  to  suspend  publi- 
cation. 

This  and  other  charges  were  made  by 
John  Fox,  former  publisher  of  the  Post, 
in  testimony  before  the  House  Legislative 
Oversight  Subcommittee  in  its  investigation 

of  the  relationship  between  Presidential  As- 
sistant Sherman  Adams  and  Boston  indus- 
trialist Bernard  Goldfine. 

Mr.  Fox  claimed  the  demise  of  the  Post 

in  1956  was  caused  by  pressures  exerted 
from  high  in  the  Administration  and  with 
which  Messrs.  Choate  and  Goldfine  were 

connected.  In  earlier  testimony,  Mr.  Fox 
told  of  Post  efforts  to  secure  the  grant  for 

ch.  5,  won  by  WHDH-TV. 

He  maintained  the  Post,  whose  applica- 
tion was  dismissed  when  it  ceased  publica- 
tion, probably  would  have  been  granted  ch. 

5  over  the  Herald-Traveler  because  the  lat- 
ter publishes  twice  daily  while  the  Post 

published  only  a  morning  paper. 

Mr.  Choate  denied  all  the  charges  made 
by  the  witness  and  claimed,  in  fact,  that  he 
did  everything  possible  to  assist  the  Post 
in  continuing  publication.  This  included,  he 
said,  an  offer  of  financial  assistance.  He 

sent  a  telegram  to  Rep.  Oren  Harris  (D- 
Ark.),  chairman  of  the  subcommittee,  hit- 

ting the  "smear  and  run  tactics  of  this  no- 
torious subcommittee."  Rep.  Harris  replied 

that  Mr.  Choate,  who  testified  during  sub- 
committee hearings  in  Boston,  would  have 

a  chance  to  appear  again  [At  Deadline, 
June  9]. 

The  chairman  also  read  a  statement  by 

an  unnamed  Securities  &  Exchange  Com- 
mission attorney  that,  in  his  opinion,  Her- 

ald-Traveler officials  "are  anxious  to  deal  a 
death  blow  to  the  Boston  Post  both  for  per- 

sonal and  business  reasons." 

Just  before  the  finish  of  Mr.  Fox'  testi- 
mony last  Monday,  William  J.  Dempsey, 

WHDH-TV's  Washington  counsel,  shouted 
a  protest  to  Fox  charges  from  the  hearing 
audience  and  demanded  an  opportunity  to 
reply.  Through  repeated  gavels  for  order 

by  Rep.  Harris,  he  shouted  to  the  com- 

mittee: "We  propose  to  prove  Mr.  Fox  is 
a  liar,  a  welsher  and  a  cheat." 

Mr.  Fox  promptly  added  Mr.  Dempsey's 
name  to  a  list  he  said  he  plans  to  sue  for 
$1  million  each.  Included  are  Mr.  Choate 

and  the  Herald-Traveler  Corp.  "All  the  in- 
dividuals and  the  newspaper  made  thor- 

oughly scurrilous  and  libelous  statements 

about  me  in  writing,"  said  Mr.  Fox,  whose 
testimony  before  the  subcommittee  is  priv- 
ileged. 

Mr.  Goldfine  testified  Wednesday  and 
Thursday  of  last  week  but  before  he  could 
say  a  word  he  was  attacked  by  Rep.  Peter 

Mack  (D-Ill.)  for  making  portions  of  his 
statement  on  radio  and  tv  in  advance  of  the 

subcommittee  appearance.  Rep.  Mack 
claimed  that  Mr.  Goldfine  broke  the  rules 

of  the  House  in  not  furnishing  the  sub- 

CHARGES  BY  FOX 

committee  with  advance  copies. 

A  film  of  Mr.  Goldfine  reading  his  state- 
ment was  carried  Wednesday  morning  on 

Today  (NBC-TV)  two  hours  prior  to  his 
Capitol  appearance.  Radio  networks  also 
carried  tapes  of  Mr.  Goldfine  reading  from 

his  prepared  statement. 

Tex  McCrary,  tv  personality  and  public 

relations  executive,  arranged  for  the  radio- 

tv  broadcasts.  He  said  Mr.  Goldfine's  at- 
torney, Roger  Robb,  asked  him  for  help 

and  that  he  and  two  members  of  his  public 
relations  firm  were  serving  without  a  fee. 

In  developments  outside  the  hearing  room 

related  to  the  subcommittee's  investigations 
of  the  FCC  and  other  regulatory  agencies, 

Rep.  Thomas  B.  Curtis  (R-Mo.)  introduced 
a  resolution  censuring  the  subcommittee  and 
calling  for  the  appointment  of  a  special 

three-man  committee  to  investigate  the  in- 
vestigators. Rep.  Curtis  attempted  to  get 

immediate  House  action  on  his  move,  but 
the  speaker  ordered  the  resolution  referred 
to  the  House  Rules  Committee. 

Rep.  Clare  Hoffman  (R-Mich.)  intro- 
duced a  resolution  authorizing  the  Harris 

subcommittee  to  spend  $5,000  to  hire  men- 

tal experts  to  determine  "the  truth-telling 
ability"  of  prospective  witnesses. 

Rep.  Kenneth  Keating  and  Sen.  Jacob 

Javits,  both  Republicans  of  New  York,  in- 
troduced identical  joint  resolutions  calling 

for  establishment  of  a  special  commission 
on  conflict  of  interests  and  ethics  in  federal 

government.  The  two  legislators  also  intro- 
duced identical  bills  spelling  out  a  code  of 

ethics  for  members  of  Congress,  the  FCC 
and  other  government  officials. 

Rep.  Emanuel  Celler  (D-N.Y.),  noting 
the  introduction  of  the  Keating  and  Celler 
measures,  said  that  35  such  proposals  now 

have  been  introduced.  "I  would  like  to  point 
out  that  our  Antitrust  Subcommittee  [which 

Rep.  Celler  heads]  did  not  need  to  wait 
for  an  Adams  case  or  a  Mack  case  before 

tackling  these  problems,"  he  stated.  Since 
early  1957,  he  said,  the  subcommittee  has 

been  engaged  in  a  detailed  study  of  con- 
flict-of-interest legislation.  He  released  a  95- 

page  staff  study  on  the  subject. 

Rep.  Donald  Tewes  (R-Wis.)  introduced 
a  bill  establishing  a  10-member  commis- 

sion to  conduct  a  "full  and  complete"  in- 
vestigation of  the  independent  regulatory 

agencies.  The  commission  would  exist  until 
December  1959  with  one  of  its  goals  to 
determine  what  legislation  is  necessary  to 

separate  quasi-judicial  functions  of  the  FCC 
and  other  agencies  from  their  other  duties. 

WMCA  Editorial  on  Immigration 

Evokes  Interest  of  House  Group 

An  editorial  aired  by  WMCA  New  York 

President  Nathan  Straus  criticizing  the  Mc- 
Carran-Walter  Immigration  Act  probably 

will  lead  to  Mr.  Straus'  appearing  before 
the  House  Immigration  &  Naturalization 
Subcommittee.  The  subcommittee  said  last 

week  Mr.  Straus  will  be  asked  to  testify 

when  hearings  are  resumed. 
The  editorial  was  broadcast  June  13  and 

a  copy  was  sent  to  subcommittee  Chairman 
Francis  E.  Walter  (D-Pa.)  with  an  offer  of 
equal  time  to  reply.  In  an  answering  letter, 

Rep.  Walter  stated:  "Having  read  what  Mr. 
Straus  had  to  say,  I  doubt  whether  you  were 
in  earnest  in  suggesting  that  a  reply  be 
made  to  a  series  of  lies,  adorned  with 

several  misrepresentations.  However,  I  will 
be  glad  to  give  Mr.  Straus  an  opportunity 

to  repeat  what  he  said  before  this  subcom- 

mittee." 

In  reply,  Mr.  Straus  told  the  congress- 
man that  WMCA's  offer  of  time  was  made 

"in  complete  sincerity"  and  urged  that  he 
accept.  He  said  there  was  little  point  in  his 

appearing  merely  to  repeat  the  editorial 
but  if  the  committee  wanted  to  study  the 

subject  factually,  he  "would  be  happy  to 

accept  an  invitation." Last  Wednesday,  Rep.  Walter  still  had 

expressed  no  interest  in  Mr.  Straus'  offer of  time. 

Blair  Presents  Film  of  Trial 

To  New  U.  of  Missouri  Center 

The  new  Freedom  of  Information  Center 
at  the  U.  of  Missouri  School  of  Journalism 

was  opened  to  visitors  June  28  when  Circuit 
Judge  Sam  C.  Blair,  of  Jefferson  City,  Mo., 

presented  a  tv  film  shot  in  his  courtroom  to 
the  center. 

Establishment  of  the  center  is  part  of 

the  school's  golden  anniversary  celebra- 
tion. The  decision  to  set  up  a  center  to 

serve  all  areas  of  journalism  was  reached 

March  13-14  at  a  meeting  of  representatives 
of  professional  journalism  organizations  and 
news  media.  The  center  is  a  repository  and 

clearing  house  of  information  which  news- 
men and  others  can  use  for  research  pur- 

poses. 

Judge  Blair,  brother  of  Gov.  James  T. 
Blair,  of  Missouri,  said  in  presenting  the 
film  coverage  of  a  murder  trial  in  his 

court,  "Courts  and  cameras  are  compatible. 
All  communications  media  have  a  right  to 

attend  court  hearings  as  an  aid  to  the 

people  in  their  effort  to  learn,  to  hear  and 
to  see.  The  only  restriction  should  be  that 

of  proper  decorum." The  murder  trial  was  filmed  last  March 

31 -April  3  by  Phil  Berk  and  Dan  Cross- 
land,  of  KOMU-TV  Columbia,  university 
station.  After  the  trial  Judge  Blair  had  told 

the  broadcasters.  "Hardly  anyone  knew  you 

were  there.  I  hope  you  come  back  again." 

JUDGE  BLAIR  (c)  presents  murder  trial  tv 
film  to  Dr.  Paul  L.  Fisher  (I),  U.  of  Missouri, 

and  Phil  Berk,  KOMU-TV  Columbia,  Mo. 
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omcLWJZ-TY  (BALTIMORE)  pwe±  it  I! 

TIME  BUYERS 

WJZ-TV  offers  you  Baltimore's  best  buy 
in  early  or  late  evening  minute  spots  .  .  . 

participations  in  M-G-M's  great-rated 
features.  For  a  eost-per-thousand  story 

that  can't  be  beat,  contact  your  Blair- 
TV  man  now! 

STATION  OWNERS 

If  you're  considering  the  purchase  of  a 
major  studio  feature  library,  remember 

M-G-M  not  only  offers  you  the  over-all 
selection  of  the  finest  motion  pictures 

ever  made  .  . .  but  also  offers  you  docu- 
mented proof  that  its  films  RATE 

GREAT  in  first  runs,  and  re-runs,  too! 

Contact  MGM-TV  today  for  full  details. 

A  SERVICE  OF 
LOEWS  INCORPORATED 

Richard  A.  Harper,  General  Sales  Mgr. 
1540  Broadway,  New  York  36,  N.Y. 
JUdson  2-2000 

First  Run 

Wed. 

9/11/57 
Early  Show 

ARB 

First  Run 

Tues. 
11/8/57 

Late  Show ARB 

First  Run 

Fri. 
12/6/57 

Late  Show ARB 

First  Run 

Thurs. 

9/10/57 
Late  Show 

ARB 

Re-Run 

Sat.  3/1/58 

Early  Show  arb 

Part  One 

Re-Run  * 
Part  Two 

Tues.  Wed. 

4/8/58      5  4/9/58 
Early  Show  arb 

Part  One 

Re-Run  * 

Part  Two 

Sun.  Mon. 

3/2/58  3/3/58 
Early  Show  arb 

Part  One 
Re-Run  * 

Part  Two 

Wed.  Thurs. 

12/4/57     s  12/5/57 
Early  Show  arb 

5^  MGM's  longer  features  are  shown  on  WJZ's  Early  Show 
in  two  installments  —  therefore,  the  two-part  rating. 
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BUSINESS  IS  GOOD  IN  CINCINNA 

WHERE  PROGRESS  IS  THE  KEYNOT 

Cincinnati— 1958— a  city  of  progress 

BUSINESS  IS  GOOD  IN  CINCINNATI.  During  1958  more 

than  a  half  billion  dollars  will  be  spent  in  public  and  private 

construction.  New  buildings  for  industy;  new  schools;  new 

hospitals;  new  homes  (thousands  of  them)  ;  new  super-high- 

ways—are pouring  dollars  into  the  pockets  of  Cincinnati's 

wage  earners  — the  Cincinnati  market. 
WCKY  reaches  this  market  best. 

BUSINESS  IS  GOOD  IN  CINCINNATI.  With  over  410,000 

gainfully  employed  in  May,  Cincinnati's  unemployment  fig- 

ure stood  at  5.6%.  The  national  average  was  7.5%.  Cincin- 

nati's payroll  for  1958  will  be  in  excess  of  one  billion  800,000 
dollars. 

WCKY  tells  them  what  to  buy  — and  where. 

BUSINESS  IS  GOOD  IN  CINCINNATI.  Four  four  consecu- 

tive weeks  in  June,  Cincinnati  Department  store  sales  were 

up,  with  dollar  volume  increases  of  5%  over  the  same  period 

of  1957.  Department  store  sales  in  the  Fourth  Federal  Reserve 

District,  which  includes  Ohio's  largest  cities,  were  off 

WCKY  reaches  the  people  who  spend  their  dollars  in  Ciri 

nati  Department  Stores. 

BUSINESS  IS  GOOD  IN  CINCINNATI.  In  the  period,  I 

1958.  against  May  1957,  all  retail  sales  in  8  Ohio  Cour 

(again  including  the  state's  largest  centers )  were  off  f: 
2.2%  to  22.1%.  Hamilton  County  (Cincinnati)  was  off of  1%. 

BUSINESS  IS  GOOD  IN  CINCINNATI.  For  months,  WCK 

newscasts  have  quoted  a  different  business  or  indusi 

leader,  each  day,  with  a  concrete  story  about  his  spec 

sales  increases  — business  up-turns  — dollar  volume  increa 

BUSINESS  IS  GOOD  IN  CINCINNATI  - 

A  MUST  MARKET  FOR  THE  ADVERTISE 

9QQD- FIRST  CHOICE  OF  ADVERTISER! 

FOR  THE  CINCINNATI  MARKET- 

WHERE  BUSINESS  IS  GOOD. 
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MILLION  DOLLAR  ADDITION  to  Christ  Hospital,  scheduled 
for  completion  in  1960. 

FAIRVIEW  SCHOOL,  one  of  several  new  schools  under  con- 

struction to  care  for  Cincinnati's  growing  youth  population. 

A  MUCH  NEEDED  LARGE  ADDITION  now  under  construc- 
tion at  Longview  State  Hospital. 

THE  NEW  KROGER  GROCERY  &  BAKING  CO.  BUILDING  ...  in  the  heart 
of  downtown  Cincinnati. 

A  NEW  MEDICAL  CENTER  -  a  part  of  The  University  of 

Cincinnati's  famous  medical  college. 

ONE  OF  THE  SEVERAL  MUNICIPAL  GARAGES  being  erected  by  the  city 
to  care  for  the  constantly  growing  parking  problem. 

A  VIEW  OF  A  PORTION 

OF  THE  THIRD  ST.  DIS- 

TRIBUTOR -  a  multi- 
million  dollar  five  year 
project  to  facilitate 
traffic  movement  in 
Cincinnati. 
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GOVERNMENT  contused 

mm  4-SI6HT 

No  need  for  telescopic  vision 

to  see  the  results  you  will  reap 
from  the  use  of  Channel  4  on 

the  great  Golden  Spread. 
More  than  100,000  TV  sets 

in  a  vastly  healthy  and  wealthy 
market. 

Power:  Visual        100  kw 

Aural  50  kw 

Antenna  Height  833  feet 

above  the  ground 

• 
C0J.0         *  KANSAi 

OflAHOKIA 

!  KGNC-TV 

|    CHANNEL  4 
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" ^  TEXAS 
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KATZ  MAN 

President  Names  Leo  A.  Hoeg 

To  Head  New  Defense  Agency 

President  Eisenhower  has  appointed  Leo 
A.  Hoeg  as  director  of  the  newly  merged 
Office  of  Defense  Mobilization  and  the  Fed- 

eral Civil  Defense  Administration.  Mr. 

Hoeg  is  the  present  director  of  FCDA. 

In  his  new  job,  the  50-year-old  Iowa  Re- 
publican succeeds  Gordon  Gray.  Mr.  Gray 

has  been  named  special  national  security 
assistant  to  President  Eisenhower. 

Mr.  Hoeg,  a  native  of  Chariton,  Iowa, 
who  practices  law  there  and  in  Cedar 

Rapids,  was  attorney  general  and  then  gov- 
ernor of  Iowa  (1953-56).  He  was  named 

FCDA  administrator  last  July,  succeeding 
Val  Peterson.  Mr.  Hoeg  served  in  the  U.  S. 

Army  during  World  War  II  and  was  a  lieu- 
tenant colonel  of  infantry  on  his  discharge. 

The  new  Office  of  Defense  &  Civilian 

Mobilization  came  into  being  last  April 
when  President  Eisenhower  notified  Con- 

gress that  he  intended  to  merge  the  two 
organizations.  Congress  failed  to  veto  this 
merger  and  last  week  it  became  final.  The 

ODCM  has  ultimate  responsibility  for  gov- 
ernment radio  spectrum  allocations  and 

defense  and  disaster  communications.  The 

FCDA  has  been  a  strong  critic  of  the 
Conelrad  system,  whereby  in  an  emergency 
civilian  broadcasters  change  to  a  cluster 
intermittent  operation  on  640  kc  and  1240 
kc.  It  claimed  that  radio  stations  operating 
under  Conelrad  conditions  do  not  have 

the  range  to  be  useful  for  emergency  civil 
defense  announcements  to  the  public. 

Mr.  Gray,  a  Democrat  and  former  as- 
sistant secretary  of  the  Army  under  Presi- 

dent Truman,  succeeds  Robert  Cutler  of 
Boston  in  his  new  position.  Mr.  Gray  owns 
the  Winston  Salem  (N.  C.)  Journal  and  Twin 

City  Sentinel  (WSJS-AM-FM-TV). 

House  Schedules  Final  Round 

In  Hearings  on  Smothers  Bill 

Final  testimony  in  lengthy  hearings  held 
by  the  Senate  Commerce  Committee  on 
S  2834,  designed  to  divorce  networks  and 
stations  from  ownership  in  BMI,  will  be 
held  Tuesday,  July  15  and  July  22. 

The  hearings  began  last  March  [Govern- 
ment, March  17]  and  have  continued  spo- 

radically on  the  bill  introduced  by  Sen. 

George  Smathers  (D-Fla.).  Proponents  of 
the  measure  (mainly  members  of  ASCAP 
and  the  Song  Writers  Protective  Assn.)  have 

testified  that  BMI  songs  are  played  by  sta- 

tions at  the  expense  of  "better"  ASCAP 
tunes.  The  charges  have  been  vigorously 

denied  by  BMI,  broadcasters,  educators, 

performers,  composers  and  publishers  be- 
longing to  both  licensing  organizations. 

Rebuttal  testimony  will  be  given  July  15 

by  John  Shulman,  SPA  attorney,  while  a 

spokesman  for.  BMI  will  offer  sur-rebuttal 
July  22. 

KBAK-TV  Appeals  FCC  Denial 

KBAK-TV  Bakersfield  (ch.  29),  Calif., 

asked  the  U.  S.  Court  of  Appeals  in  Wash- 

ington last  week  to  reverse  the  FCC's  action 
adding  chs.  17  and  39  to  that  city.  It  also 

asked  the  court  to  overturn  the  Commis- 

sion's April  28  action  denying  KBAK-TV's 
petition  for  reconsideration  of  the  original 

January  order  allocating  the  two  uhf  fre- 
quencies in  Bakersfield.  The  two  uhf  chan- 

nels were  assigned  to  Bakersfield  upon  the 

request  of  KFRE-TV  Fresno  and  KXOA 
Sacramento,  both  California. 

Buyer  Can  Depreciate  Price 

Of  Money-Losing  Radio  Station 

The  entire  purchase  price  of  a  money- 
losing  radio  station  can  be  classed  as  tangi- 

ble assets  and  can  be  depreciated,  the  U.  S. 
Tax  Court  has  decided. 

The  ruling  came  June  27  in  a  conflict 
between  the  owners  of  WBSR  Pensacola, 

Fla.,  and  the  Commissioner  of  Internal  Rev- 
enue. In  1950  Don  L.  Lynch,  Patt  McDon- 

ald and  associates  leased  WBSR  for  one 

year  at  $4,000  and  in  April  1951  exercised 
their  option  to  buy  the  250  w  fulltime  outlet 
(on  1450  kc),  at  $44,000.  At  that  time  it 
was  affiliated  with  NBC,  but  this  was 

changed  to  CBS  after  the  purchase.  It  was 
also  in  the  red  for  the  previous  four  years. 

The  new  owners  listed  land,  building  and 

equipment  in  the  amount  of  $44,000,  and 
took  the  regular  depreciation  allowance. 
The  Internal  Revenue  Service  insisted  that 

$16,000  of  the  purchase  price  should  have 
been  attributed  to  intangible  license  and 

goodwill  assets  and  therefore  not  eligible  for 
depreciation.  The  Tax  Court  ruled  that  since 
the  station  was  a  loss  operation,  no  value 

could  be  apportioned  to  the  license  or  good- 
will. 

Madison  Deintermix  Refusal 

Sustained  by  Appellate  Court 

The  FCC's  refusal  to  deintermix  Madison, 
Wis.,  and  move  ch.  3  to  the  Rockford,  111., 

area  was  upheld  last  week  by  the  U.S.  Court 

of  Appeals  in  Washington.  In  a  per  curiam 

opinion,  the  judges  said,  "We  find  no  basis 
for  disturbing  the  Commission's  action." 
The  appeal  was  taken  by  ch.  39  WTVO 

(TV)  Rockford,  111.  The  Commission  de- 
cided last  year  to  keep  ch.  3  in  Madison, 

turning  down  petitions  asking  that  Madison 
be  made  an  all-uhf  city. 

President's  Right  to  Fire 

Limited  by  Supreme  Court 

The  U.  S.  Supreme  Court  last  week  ruled 

the  President  has  no  right  to  remove  a  mem- 
ber of  the  federal  regulatory  agencies  unless 

such  power  is  specifically  granted  by  Con- 
gress. The  Communications  Act  of  1934  as 

amended  provides  no  method  of  removal 

for  commissioners — except,  of  course,  in 

impeachment  proceedings  for  cause. 
In  a  unanimous  opinion  written  by  Justice 

Felix  Frankfurter,  the  high  tribunal  held 
President  Eisenhower  exceeded  his  power  by 

removing  a  member  of  the  War  Claims 
Commission  in  1953. 

The  petitioner,  Myron  Wiener,  was  ap- 
pointed to  the  War  Claims  Commission  by 

President  Truman  in  1950.  He  was  removed 

by  President  Eisenhower  in  1953  after  he 
refused  to  resign  because,  the  President  said, 
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he  wanted  "personnel  of  my  own  selection." 
The  War  Claims  Commission  went  out  of 

existence  in  the  middle  of  1954,  but  Mr. 

Wiener  sued  for  back  pay. 

Justice  Frankfurter  reviewed  the  1926 

Myers  case  when  Chief  Justice  Howard  Taft 
for  the  Supreme  Court  ruled  the  President 
has  the  power  to  remove  a  postmaster  at  will 

and  by  inference  all  officers  exercising  quasi- 
judicial  power.  In  1935  Humphrey  case  the 

Supreme  Court  overruled  President  Roose- 
velt's dismissal  of  Federal  Trade  Commis- 
sioner William  E.  Humphrey.  The  law  es- 

tablishing FTC  provided  for  removal  of  a 
commissioner  for  inefficiency,  neglect  of 

duty  or  malfeasance,  but  President  Roose- 
velt dismissed  Mr.  Humphrey  because  he 

wanted  a  man  of  his  own  selection. 

Justice  Frankfurter  concluded, 

"...  We  are  compelled  to  conclude  that 
no  such  power  is  given  to  the  President  di- 

rectly by  the  Constitution  and  none  is  im- 
pliedly conferred  upon  him  by  statute  simply 

because  Congress  said  nothing  about  it.  .  .  ." 
The  question  whether  the  President  has 

authority  to  remove  an  FCC  commissioner 

arose  earlier  this  year  when  testimony  in- 
volving then  Comr.  Richard  A.  Mack  and 

the  grant  of  Miami  ch.  10  to  National  Air- 
lines was  given  before  the  House  Legislative 

Oversight  Committee.  Mr.  Mack  resigned 
his  office  in  April,  presumably  upon  request 
of  the  White  House. 

Directional  Antenna  Tests 

To  Be  Speeded  by  AMST 

Rapid  advancement  of  Assn.  of  Maxi- 
mum Service  Telecasters'  tests  of  the  effect 

of  directional  antennas  in  suppressing  inter- 
ference in  practical  operation  was  directed 

by  AMST's  board  of  directors  at  a  meet- 
ing in  Washington  June  2 1 .  John  H.  DeWitt 

Jr.  of  AMST's  technical  committee  re- 
ported on  this  topic. 

The  board  approved  AMST  participation 

in  the  FCC's  inquiry  into  the  effects  of  com- 
munity antenna  systems,  boosters,  satellites 

and  translators  on  regular  tv  stations.  AMST 
is  particularly  concerned  with  interference 

problems.  On  ABC's  proposal  to  revise  allo- 
cations, the  board  moved  to  oppose  all  cases 

of  reduced  mileage  separations,  a  stand  in 
which  it  has  been  consistent. 

Lester  W.  Lindow,  executive  director, 

reported  widespread  support  by  AMST 
members  to  an  appeal  for  funds  for  Tv 
Allocations  Study  Organization.  WCIA 

(TV)  Champaign,  111.,  and  KGUL-TV 
Houston  were  accepted  as  members. 

Uhf's  Seek  New  Mileage  Ruling 
The  Committee  for  Competitive  Televi- 

sion, representing  a  group  of  uhf  stations, 
last  week  asked  the  FCC  to  adopt  rule- 

making "immediately"  and  act  favorably 
upon  ABC's  petition  asking  revision  of 
mileage  separation  requirements  and  the  use 
of  directional  antennas  to  accomplish  uhf 

drop-ins.  ABC  made  the  proposal  last 
month,  offering  solutions  for  third  vhfs  in 
12  markets  [Government,  June  9]. 

Broadcasting 

We  take  pleasure 

in  announcing  -  - 

John  Alden  Grimes,  former  special  consultant  in  the 

Internal  Revenue  Service,  is  now  associated  with  our 

organization.  His  long  career  with  government 

began  in  1920. 

Mr.  Grimes  will  specialize  in  evaluating  broadcast- 

ing properties,  and  advise  on  the  necessary  alloca- 

tion of  assets  in  ownership  changes. 

In  addition  to  his  experience  in  appraising  securities 

for  tax  purposes,  Mr.  Grimes  has  served  as  expert 

witness  in  Federal  and  state  courts  where  property 

holdings  were  in  litigation. 

The  addition  of  Mr.  Grimes  to  our  staff  will  enable 

us  to  provide  complete  financial  and  analytical  as- 

sistance to  station  owners  who  face  capital  con- 

servation problems.  His  services  are  available  on  a 

fee  basis  for  special  assignments. 

We  hope  from  time  to  time  to  be  of  further  help 

to  the  radio  and  television  industry. 

ALLEN  KANDER  AND  COMPANY 

Negotiators  for  the  Purchase  and  Sale 

of  Radio  and  Television  Stations 

WASHINGTON 

NEW  YORK 

CHICAGO 

DENVER 

1625  Eye  Street  N.W. 

60  East  42nd  Street 

35  East  Wacker  Drive 

1700  Broadway 

NAtional  8-1990 

MUrray  Hill  7-4242 

RAndolph  6-6760 

AComa  2-3623 
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STATIONS 

MR.  EASTMAN MR.  ARBUCKLE MR.  SCHUTTE 

EASTMAN  CO.  MAKES  FAST  TAKEOFF 

Robert  E.  Eastman  &  Co.,  New  York,  is 
off  to  an  aggressive  start  after  its  recent 
debut  as  a  station  representative  [Stations, 
May  26;  Closed  Circuit,  May  12].  Already 
it  has: 

•  Doubled  its  station  lineup  in  about  a 
month  since  opening  on  the  fourth  floor  in 

the  building  at  527  Madison  Ave.  The  nu- 
cleus group  included  WNEW  New  York, 

WHK  Cleveland,  WIL  St.  Louis  and  WRIT 
Milwaukee.  The  list  now  includes  in  addi- 

tion: KBOX  Dallas,  WSAV  Savannah  and 
WKLO  Louisville. 

•  Worked  out  with  WIL  and  WRIT  a 

new  rate  card  concept  that  will  go  into  effect 

at  the  stations  Aug.  1.  Dropped  will  be  clas- 
sifications of  Class  A,  B,  C,  etc.,  and  in- 

stituted in  their  stead  a  group  of  14  "plans" 
with  titles  appropriate  to  the  use  of  the  time 
by  the  advertiser. 

•  Placed  in  operation  three  offices  and 
their  staffs. 

Does  the  company  expect  to  grow?  Rob- 
ert E.  Eastman,  president  of  the  firm,  former 

president  of  ABC  Radio  and  before  that  ex- 
ecutive vice  president  of  John  Blair  &  Co., 

station  representative,  answers  emphatically 
that: 

The  Eastman  firm  certainly  anticipates  a 

continued  growth,  and  currently  the  blue- 
print calls  for  its  entry  in  tv  station  repre- 

sentation within  six  months.  (Reportedly,  the 
Eastman  firm  expects  to  add  two  more  radio 
stations  in  the  near  future,  and  is  negotiating 
with  several  other  stations).  The  tv  company 

would  be  an  affiliated  but  separately  oper- 
ated and  managed  entity.  Mr.  Eastman 

thinks  in  terms  of  leasing  new  and  larger 
quarters  for  the  radio  company  and  turning 
over  the  current  800  square  feet  of  space  to 
the  new  tv  company. 

The  Chicago  office  is  located  at  333  N. 

Michigan  Ave.,  and  the  San  Francisco  of- 
fice in  the  Russ  Building.  Richard  C.  Ar- 

buckle,  former  Chicago  manager  of  NBC 
Spot  Sales,  is  midwest  manager,  and  Richard 
H.  Schutte,  former  general  sales  manager, 
KCBS  San  Francisco,  is  west  coast  manager. 

The  New  York  office  is  staffed  (in  addi- 
tion to  Mr.  Eastman)  with  three  salesmen, 

Joseph  P.  Cuff,  formerly  with  the  Hearst 

Advertising  Service's  marketing  division;  G. 
Gerald  Danford,  formerly  account  executive 
with  ABC  Radio,  and  Lee  Lahey,  a  former 
Compton  Adv.  timebuyer  and  before  that 
with  Westinghouse  Broadcasting  Co.  Irene 

Bolline,  who  was  Mr.  Eastman's  secretary 

at  John  Blair  and  his  administrative  assistant 

at  ABC,  is  secretary-treasurer.  In  addition 
to  Mr.  Arbuckle,  George  Dubinetz,  former- 

ly radio  account  executive,  NBC  Spot  Sales, 
is  located  in  Chicago,  as  a  salesman. 

Reflecting  the  rate  of  current  growth,  the 

Eastman  company  expects  soon  to  add  an- 
other salesman  in  New  York  and  also  in 

Chicago. 

The  new  station  rate  concept  ("writing 
rates  to  fit  advertiser  demand,"  explains  Mr. 
Eastman)  permits  the  various  plans  to  be 
mixed,  stresses  audience  composition  and 
audience  appeal  and  ultimately  the  Eastman 
firm  hopes  to  make  it  SOP  for  all  of  the 
radio  stations  it  represents. 

Briefly  this  is  the  concept  (as  it  will  be 

put  into  effect  at  WIL) :  there  are  14  "plans" 
(called  "sales  builders").  These  are  classi- 

fied as  "Captive  Housewife  Plan"  (9  a.m.- 

6  p.m.,  Mon.-Fri.);  "Drive  Times  Special" 
(6-9  a.m.  and  4-7  p.m.,  Mon.-Sat.);  "Per- 

sonality Package"  (one  1 -minute  sales  mes- 
sage per  day  for  seven  days  in  each  of  five 

shows,  etc.) ;  "Wonderful  Weekend"  (9  a.m.- 
4  p.m.  and  7-10  p.m.  Sat.,  10  a.m. -6  p.m. 

Sun.);  "WIL  Family  Plan"  (24  1 -minute 
sales  messages  weekly  distributed  among 

specified  periods);  "WIL  Nighttime  Special" 
(two  messages  nightly,  seven  nights  per 

week,  with  one  falling  into  the  7-10  p.m. 
segment,  the  other  between  10  p.m.  and 

midnight);  "Day-Night  Circulation  Extend- 
er" (9  a.m. -4  p.m.  and  7-10  p.m.  Mon.- 

Fri.). 

The  plans  additionally  include  "budget" 
(10  p.m. -midnight  Mon.-Sat.  and  6-10  a.m. 

and  6  p.m. -midnight  Sun.);  "Swing-Shift 
Value"  (midnight-6  a.m.);  "Rain  or  Shine 

Weather  Package"  (6  a.m. -8  p.m.  Mon.- 
Fri.,  8  a.m.-8  p.m.  Sat.  and  9  a.m. -6  p.m. 

Sun.);  "Drive  Carefully"  (provides  safety, 
traffic  and  road  conditions,  6-9  a.m.  and  4-7 

p.m.  Mon.-Sat.;  8  a.m.-8  p.m.  Sat.,  and  9 

a.m.-9  p.m.  Sun.);  "St.  Louis  Clock"  (time 
signal  package,  6  a.m.-8  p.m.  Mon.-Fri.,  8 
a.m.-8  p.m.  Sat.,  and  9  a.m. -6  p.m.  Sun.); 

"Action  Central  News  Plans"  (combination 

packages  which  provide  minute  and  20-sec- 
ond  availabilities  for  five-minute  newscasts 

at  quarter  past  the  hour  and  quarter  of  the 

hour);  "WIL  Scoreboard"  (during  baseball 
season  providing  latest  scores). 

All  of  the  plans  individually  spell  out  the 
times,  frequencies  and  package  rates  for 
each. 

Mr.  Eastman,  who  has  been  known  for 
his  work  with  stations  in  the  past  on  program 

creation  and  ideas,  says  his  firm  will  follow 

that  procedure.  "We  will  create  or  borrow 
[programming]  ideas  and  pass  them  along  to 
the  stations."  The  trademark  his  firm  has 
adopted  is  an  emblem  showing  hands  clasped 

in  a  handshake  ("It  points  up  that  this  busi- 
ness essentially  works  with  verbal  commit- 
ments— a  handshake — in  lining  up  stations 

and  placing  orders").  He  said  the  idea  came 
about  as  a  result  of  mulling  over  the  Leo 
Burnett  trademark  (circle  showing  a  hand 

reaching  for  the  stars).  "The  agency,"  he 
said,  "looks  upward  in  creativity.  We  wish 
to  convey  [in  our  trademark]  the  warmth 
and  business  methods  of  the  station  repre- 

sentative." 

The  current  lineup  at  Eastman  includes 

CONSTRUCTION  begins  this  month  on  the  $600,000  headquarters  of  KOA-AM-TV 
Denver.  The  building,  scheduled  for  completion  next  spring,  will  have  approx- 

imately 30,000  sq.  ft.  of  floor.  It  will  house  two  large  tv  studios  with  direct  ve- 

hicular access,  three  radio  studios  and  the  stations'  business  offices.  A  feature  of 

the  new  building's  design  is  an  interior  garden  courtyard  that  is  open  to  the  sky  and 
visible  from  the  main  entrance.  Located  between  E.  10th  and  11th  Avenues,  there 
is  accommodation  for  60  automobiles  in  two  adjacent  parking  lots. 
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s46e*ut  o£  t£e  timet-  c*t  <ity£uty.  e*tyi*te&u*up,  <z*ul  fiet^onmeutce 

NEW  GATES  STUDIOETTE 

For  you,  Mr.  Broadcaster,  a  100%  new  speech 

input  system.  The  cost  is  modest,  and  yet,  the  new 

Studioette  represents  the  ultimate  in  superior  per- 

formance and  reliability.  And  look  at  the  incom- 

parable styling  of  the  Studioette!  This  is  the  console 

that  will  set  new  standards  in  Radio-TV  stations  and 

Recording  Studios  throughout  the  country. 

Write  today  for  Gates  Audio  Guide,  containing  complete  specifica- 
tions on  the. new  Studioette  plus  descriptive  information  on  four 

other  modern  speech  input  systems.  No  obligation,  of  course. 

SPECIFICATIONS  IN  BRIEF 

Four  channel  ladder  mixer  accomodates  four  microphones  into  dual  preamplifiers,  three  turn- 
tables, two  tapes  or  projectors,  network,  3  remote  lines  all  key  selected.  Three  unwired  utility 

keys- provided  for  your  individual  needs.  High  gain  program  amplifier,  10  watt  ultra  linear 
monitoring  amplifier,  dual  muting  and  warning  light  relays,  4"  illuminated  VU  meter,  self  con- 

tained power  supply,  complete  cueing  facilities  for  turntables,  net,  tapes  and  remotes,  output 
emergency  key.  Reliable  printed  wiring,  hinged  down  front  panel,  hinged  up  inner  chassis  for 
100%  accessibility  Knobs  and  keys  Color  circuit  identified.  24"  wide,  8 V* "  high,  17"  deep, 
panel  30°  slope  block  anodized  on  gray.  Space  provided  for  third  preamplifier  if  ever  needed. 

$795.00 
Immediate  delivery 

\     .  .  ■  = — ^ 

GATES 
.  —  

|  
GAT 

ES  RADIO  COMPANY 

Subsidiary  of  Harris-lntertype  Corporation 

QUINCY,  ILLINOIS 

OFFICES  —         NEW  YORK 
INTERNATIONAL  DIV.,  13  East  40th  St.,  New  York  City 

WASHINGTON,  D.  C. HOUSTON         -  ATLANTA 
In  Canada,  CANADIAN  MARCONI  COMPANY 



6  to  60 

RADIO  RAHALL 

Raholl  stations  appeal  to  all  .  .  .  and  we 
"sell  'm  all"  from  6  to  60.  Colorful  news 
reporting,  music  for  every  mood  by  outstand- 

ing personalities.  Try  the  top-rated  morning 
shows. 

TAUE/l/rOWN.  W7 

Again  $1  Hooper,  morning  and  afternoon, 
April  and  May.  Morning  shows  5  to  9  a.m. 
with  Sammy  Anderson,  Dopey  Duncan  and 
Paul  Galgon. 

Top  Pulse,  Manchester,  Concord,  Nashau  mar- 
kets. Morning  shows  5  to  10  a.m.  with  Chuck 

O'Neill  and  Norm  Bailey. 

Top  Pulse  in  St.  Petersburg-Tampa  areas. 
Morning  show  7  to  9:30  a.m.  with  Johnny 
Simpson. 

bkklexw.vaJ 

#1  Hooper,  morning,  noon  and  night.  Morn- 
ing shows  5  to  9:45  a.m.  with  Russ  Cooke 

and  Gary  Dent. 

Top  Pulse  in  rich  Montgomery  County  market. 
Morning  shows  6  to  9  a.m.  with  Tony  Beckus 
and  Don  Jones. 

sold  nationally  thru 

WEED  &  CO. 

Joe  Rahall,  President 

"Oggie"  Davis,  Gen.  Manager 
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STATIONS  CONTINUED 

CHANGING  HANDS7 

ANNOUNCED The  following  sales  of 
station  interests  were 

announced  last  week.  All  are  subject  to 
FCC  approval. 

KIMN  DENVER  •  Sale  by  Standard  Ex- 
aminer Publishing  Co.  to  Cecil  Heftel  and 

wife  is  being  negotiated  for  about  $400,000. 
Mr.  Heftel  is  present  general  manager  of 
KIMN  and  also  stockholder  in  Standard 

Examiner  Publishing  Co.  {Ogden  [Utah] 

Standard  Examiner — A.  L.  Glasmann  in- 

terests). Mr.  Heftel  is  Mr.  Glasmann's  son- 
in-law.  Standard  Examiner  also  owns  KLO 
Ogden  and  51%  of  KUTV  (TV)  Salt  Lake 

City,  both  Utah;  KGEM  Boise  and  KLIX- 
AM-TV  Twin  Falls,  both  Idaho.  Mr.  Glas- 

mann's other  son-in-law,  George  C.  Hatch, 
and  wife  own  KALL  Salt  Lake  City;  KOPR 

Butte,  Mont.,  and  are  buying  KMON 

Great  Falls,  Mont.,  from  Standard  Exam- 
iner. KIMM  is  on  950  kc  with  5  kw. 

KVOD  DENVER  •  Sold  to  Western  Broad- 

casting Enterprises  by  Colorado  Radio  Corp. 
for  $300,000.  Rocky  Mountain  Empire 
Sports  Inc.  (Denver  Bears  baseball  team) 
owns  85%  of  Western  Broadcasting.  KVOD 
is  on  630  kc  with  5  kw,  and  is  affiliated  with 
ABC. 

WKTF  WARRENTON,  VA.  •  Interest  of 
50%  sold  by  Rountree  Productions  Inc. 
(Martha  Rountree  Presbrey)  and  Ruth 
Montgomery  to  syndicated  sports  announcer 
Harry  Wismer  for  $42,000  plus  guarantee 
of  $10,000  more.  Miss  Rountree  retains 
other  50%.  WKTF  is  on  1420  kc  with  5 
kw,  day. 

DATELINES 
Newsworthy  News  Coverage  by  Radio  and  Tv 

WESTOVER  FIELD — A  routine  call  for  an 
interview  led  to  what  WOR  New  York  called 

"a  scoop"  in  broadcasting  the  news  of  an 
Air  Force  jet  crash  that  killed  15  persons  in- 

cluding several  newsmen,  at  Westover 

Field,  Mass.,  June  27.  The  station's 
all-night  personality,  Long  John  Nebel, 
put  in  a  call  to  the  airfield,  hoping  to  reach 
Brig.  Gen.  Donald  W.  Saunders,  commander 

of  the  flight,  before  he  took  off.  He  was  ad- 
vised that  the  plane  had  crashed  a  few  sec- 
onds earlier  and  all  aboard,  including  Gen. 

Saunders,  had  perished.  (Dan  Peterson,  ac- 
credited MBS  correspondent,  was  aboard 

an  earlier  plane  that  took  off  and  landed safely.) 

SAN  DIEGO — A  meeting  by  the  city  coun- 
cil to  decide  whether  to  permit  May  Co. 

(department  store)  to  build  a  $35  million 
shopping  center  near  here  was  covered  live 

by  KFMB-TV  San  Diego.  A  four-camera 
remote  unit  covered  the  session,  that  re- 

sulted in  approval  of  the  project,  from  10:30 

a.m.  to  3:30  p.m.  KFMB-TV  reports  that 

local  newspapers  went  to  press  before  the 
decision  was  reached  so  that  the  first  printed 
report  was  the  following  morning. 

VANCOUVER — Within  three  minutes  of 
the  collapse  of  the  new  Second  Narrows 

bridge  June  1 7  here,  CKNW  New  Westmin- 
ster reports  broadcasting  its  first  bulletin  of 

the  disaster.  Eye-witness  reports  from  the 
scene  of  the  $16  million  structure  10  min- 

utes later  described  the  recovery  of  some 

of  the  18  victims  of  the  crash.  CKNW's 
three  mobile  units  and  five  newsmen  on  the 

scene  interviewed  survivors  and  police  while 
the  station  fed  reports  to  six  other  stations 
and  a  network  in  New  York. 

DAYTONA  BEACH— Officials  at  a  hospital 
in  this  Florida  resort  asked  stations  not  to 

air  a  report  on  the  rescue  of  a  boy  from 
drowning  until  they  had  located  the  parents. 

Ray  LaPrise,  newsman  with  WNDB  Day- 
tona  Beach,  complied  with  the  request  but 
shortened  the  delay  in  announcing  the  news 

item  by  telephoning  motels  in  the  area  until 

he  found  the  boy's  relatives. 

two  stations  owned  by  Metropolitan  Broad- 
casting Corp.  (WNEW,  50  kw,  and  WHK, 

5  kw);  three  Balaban  stations  (WIL,  5  kw; 

WRIT,  250  w,  and  KBOX,  5  kw),  and  5  kw 

WSAV  and  WKLO.  All  are  independent  sta- 
tions, except  for  WSAV  which  is  affiliated 

with  NBC  and  WKLO  which  is  ABC. 

KYW-AM-TV  Campaign  Sparks 

Clean-up  Drive  in  Cleveland 

A  six-week  campaign  by  KYW-AM-TV 
Cleveland  led  July  2  to  passage  of  a  new 

anti-debris  ordinance  and  a  quick  clean-up 

of  the  city's  streets  and  sidewalks.  The  sta- 
tions staged  an  intensive  drive  that  aroused 

citywide  interest  in  the  litter  problem. 

KYW-TV's  Viewpoint  program  was  de- 

signed to  show  Cleveland's  Clean-Up  Week 
was  ineffective  and  the  difficulty  of  en- 

forcing a  $50  litter  fine.  Film  clips  prepared 
by  the  news  staff  showed  unsavory  scenes 

including  rodent  infestation.  Station  news- 
men dug  up  feature  stories  and  talent  formed 

a  flying  clean-up  squadron  that  patrolled  the 
streets  in  white  coats  astride  scooters, 

equipped  with  mops,  pails  and  brooms. 
Plaques  were  awarded  stores  that  cleaned 

up  their  street  fronts.  Stores  gave  away 
litter  bags.  Citizens  responded  and  the  city 

council  adopted  a  practical  ordinance  speci- 
fying $3  fines  if  paid  within  48  hours,  $5 

within  72  hours.  The  stations  plan  to  check 
up  on  enforcement  of  the  new  ordinance. 

WRC  Presents  Tape  to  Library 

Carleton  D.  Smith,  vice  president  of 

NBC  and  general  manager  of  WRC-AM- 
TV  Washington,  D.  C,  has  presented  to 

the  Library  of  Congress  a  videotape  re- 
cording of  the  first  live  color  telecast  from 

Washington  of  President  Eisenhower.  The 

recording,  a  30-minute  account  of  the  dedi- 
cation of  the  new  WRC  building,  will  be 

added  to  the  audio-visual  reference  collec- 

tion. 
Broadcasting 
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BASIC 

CEREAL 

BREAKFAST 

what  is  a  well-balanced  low-fat 

quick  and  lasting  energy  breakfast? 

What  is  meant  by  "Quick  and  Lasting  Energy"? 

It  is  a  prompt  "lift"  due  to  a  quick  rise  in  blood 

sugar — a  lasting  "lift"  due  to  the  fact  that  the 

blood  sugar  remains  up  and  falls  only  gradually 

during  the  late  morning  hours. 

The  Iowa  Breakfast  Studies  demonstrated  that  a 

basic  cereal  and  milk  breakfast  as  shown  below 

provided  quick  and  lasting  energy.  This  basic  break- 

fast is  low  in  fat  and  makes  a  well-balanced  con- 

tribution of  the  essential  nutrients. 

basic  cereal  low-fat 

breakfast  pattern 

Orange  juice,  fresh,  y2  cup, 

Cereal,  dry  weight,  1  oz., 

with  whole  milk,  y2  cup,  and  sugar,  1  tsp., 

Bread,  white,  2  slices,  with  butter,  1  tsp., 

Milk,  nonfat  (skim),  1  cup, 

black  coffee 

Nutritive  value  of 

basic  cereal  breakfast  pattern 

CALORIES   502 
PROTEIN   20.5  gm. 
FAT   11.6  gm. 
CARBOHYDRATE...   80.7  gm. 
CALCIUM   0.532  gm. 
IRON   2.7  mg. 

VITAMIN  A   600  I. U. 

THIAMINE   0.46  mg. 
RIBOFLAVIN   0.80  mg. 
NIACIN   3.0  mg. 
ASCORBIC  ACID....  65.5  mg. 
CHOLESTEROL   32.9  mg. 

Note:  To  further  reduce  fat  and  cholesterol  use  skim  milk  on  cereal  which  reduces  Fat  Total 
to  7.0  gm.  and  Cholesterol  Total  to  1  6.8  mg.  Preserves  or  honey  as  spread  further  reduces 
Fat  and  Cholesterol. 

Bowes,  A.  deP.,  and  Church,  C.  F.:  Food  Values  of  Portions  Commonly  Used.  8th  ed.  Philadelphia:  A.  deP.  Bowes,  1956. 
Cereal  Institute,  Inc.  :  The  Nutritional  Contribution  of  Breakfast  Cereals.  Chicago:  Cereal  Institute,  Inc.,  1956. 
Hayes,  O.  B.,  and  Rose,  G.  K.:  Supplementary  Food  Composition  Table.  J.  Am.  Dietet.  A.  33:26,  1957. 
Cereal  Institute,  Inc.:  A  Summary  of  the  Iowa  Breakfast  Studies.  Chicago:  Cereal  Institute,  Inc.,  1957. 

CEREAL  INSTITUTE,  INC.  135  South  LaSalle  Street,  Chicago  3 

A  research  and  educational  endeavor  devoted  to  the  betterment  of  national  nutrition 
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STATIONS  CONTINUED 

NO  HOUSING  PROBLEM  AT  KFSD-TV 

To  the  many  ways  of  selling  houses 
must  now  be  added  this  one:  building 
a  house  in  a  tv  studio. 

In  San  Diego,  Calif.,  the  idea  was 
conceived  by  Earle  Rast,  local  sales 

manager  of  KFSD-TV,  and  was 
promptly  bought  by  Riverside  Build- 

ers of  Vista,  Calif.  The  model  home 

was  built  by  the  station's  art  depart- 
ment under  the  direction  of  Art  Di- 

rector Pete  Launder.  It's  made  of  one- 
by-three  lumber  and  canvas,  with 
painted  effects  (spatter  paint  to  look 
like  plaster,  etc.).  The  front  door  of 
the  house  and  the  garage  door,  though 
made  of  canvas  on  frames,  actually 
operate  without  shaking  when  opened 
or  closed.  The  roof,  actually  attached, 
was  covered  first  with  cardboard,  then 

with  shingles.  The  house  was  built  in 
three  sections,  each  on  casters,  and 

can  be  set  up  and  torn  down  in  15 
minutes.  Live  plants  were  set  on  grass 
mats  for  landscaping. 

Commercials,  running  three  to  five 
minutes  each,  were  delivered  by  Lynn 

Taylor,  hostess  of  KSFD-TV's  after- 
noon movie,  and  Vic  Bonham,  presi- 
dent of  Riverside  Builders.  Miss 

Taylor,  hostess  of  KFSD-TV's  after 
house,  gave  her  pitch  and  opened  the 
garage  door  for  the  English  Ford  to 
be  driven  out.  (The  copy  stressed  that 
an  English  Ford  would  be  given  free 
to  the  purchaser  of  each  home  in  the 
development.)  The  commercials  were 

broadcast  inside  the  afternoon  movies 

(4  p.m.,  Monday-Friday),  The  Honey- 
mooners  (6:30  p.m.,  Friday)  and  the 
Friday  Movie  Spectacular  (10  p.m.). 

The  campaign,  placed  direct,  was 
scheduled  to  run  for  four  weeks  but, 

KFSD-TV  reported,  "the  firm  was 
forced  to  cancel  after  two  weeks  be- 

cause it  was  so  swamped  with  inquiries 
and  orders  that  it  lacked  the  facilities 

to  handle  them.  A  check  30  days  later 
found  Mr.  Bonham  and  his  staff  still 

following  up  leads  gained  from  the  tv 
campaign.  He  said  that  final  figures 
have  not  been  totaled  up  but  that  sales 

directly  resulting  from  the  tv  cam- 

paign have  run  into  'hundreds  of  thou- 

sands of  dollars.'  " 
HOUSE  FOR  SALE — but  not  this  one,  built  in  the  KFSD-TV  studio  by  the  sta- 

tion's art  department  in  such  a  way  that  it  could  be  taken  down  and  stored 
between  uses  to  advertise  the  real  houses  offered  for  sale  by  Riverside  Builders. 

WMCA  Editorial  in  Hill  Record 

The  Congressional  Record  of  June  18  re- 
printed a  recent  radio  editorial  by  Nathan 

Straus,  president  of  WMCA  New  York, 

which  recommended  the  lifting  of  passport 
restrictions  and  the  freedom  of  travel.  Sen. 

Estes  Kefauver  (D-Tenn.)  who  had  the 
editorial  inserted  in  the  Congressional  Rec- 

ord, said,  "The  problem  discussed  in  this 
editorial  broadcast  is  an  important  right 

which  should  be  safeguarded."  Three  pre- 
vious radio  editorials  by  Mr.  Straus  have 

been  reprinted  in  the  Record. 

New  Studios  Being  Built  by  KGB 

KGB  San  Diego,  Calif.,  has  announced 
construction  is  underway  on  a  new  station 
building  expected  to  be  finished  by  fall. 
Ground  breaking  ceremonies  were  held 
June  20  at  Pacific  Hwy.  and  Coute  St.,  site 
of  the  new  building.  The  $100,000  plant 
will  occupy  approximately  4,300  sq.  ft. 
housing  KGB  studios,  newsroom  and  offices. 

New  KOCO-TV  Building  Going  Up 
A  $300,000  building  is  being  constructed 

for  KOCO-TV  Oklahoma  City,  to  house 
studios,  workshop,  storage  room  and  film 
processing  laboratory.  The  studios,  measur- 

ing 40  x  80  ft.  and  40  x  40  ft.  are  being 
built  on  a  five-acre  tract  at  N.  W.  63rd 
and  Portland.  The  building  will  have  a 
terrace  overlooking  Lake  Hefner  for  the 

presentation  of  outdoor  shows.  Target  date 

for  the  first  telecast  from  KOCO-TV's  new 
studios  is  Oct.  1. 

NO  MENACE  TO  BILLINGS 

Personalities  whose  willingness  to 

engage  in  vehement  controversy  with 
any  available  opponent,  including 

sponsors,  may  be  king-size  headaches 
for  station  management,  but  can  also 

be  good  for  business.  This  week's  ex- 
ample: Oscar  Levant.  Last  Tuesday 

(July  1)  the  tempermental  wit  and 
pianist  started  his  new  program  of 

chatter,  guests  and  music  on  KHJ-TV 
Los  Angeles  (Tues.-Thurs.,  7:30-9 
p.m.),  following  a  stormy  on-again- 
off-again  season  at  KCOP  (TV)  in 
that  city.  Before  his  first  program 

on  KHJ-TV,  the  station's  sales  man- 
ager, Howard  L.  Wheeler,  reported 

the  Levant  show  was  completely  sold 
out,  with   15  participating  sponsors. 
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STATIONS  SHORTS 

WNHC-TV  New  Haven,  Conn.,  has  in- 
stalled videotape  recording  equipment. 

WWSW-FM  Pittsburgh  has  started  multi- 

plexing on  24-hour  basis.  Station  began 
year  and  half  ago  to  broadcast  separate 

Muzak  programs  on  supersonic  signal  while 
also  carrying  its  regular  fm  programming. 

REPRESENTATIVE  APPOINTMENTS 

WABC  New  York  names  John  Blair  &  Co. 

(station's  national  sales  rep)  for  New  York 
area,  effective  Aug.  1. 

KAYO  Seattle  appoints  Adam  Young  Inc. 

KGIL  San  Fernando,  Calif.,  appoints  Bran- 
ham  Co.  for  all  markets  except  L.  A.  and 
Orange  County. 

WHBS  Huntsville,  Ala.,  names  Walker- 
Rawalt  Co. 

WNLC  New  London,  Conn.,  names  Richard 
O'Connell,  N.  Y. 

Broadcasting 



PROGRAM  SERVICES 

TelePrompTer  Gets  C-C  Rights 

To  Championship  Boxing  Match 

President  Irving  B.  Kahn  of  TelePromp- 
Ter Corp.,  New  York,  announced  Monday 

his  firm  was  successful  bidder  for  closed- 
circuit  telecasting  rights  to  the  upcoming 
heavyweight  boxing  match  Aug.  18  between 
champion  Floyd  Patterson  and  challenger 

Roy  Harris.  To  be  staged  in  Los  Angeles' 
Wrigley  Stadium,  the  bout  is  being  pro- 

moted by  William  P.  Rosensohn,  who  re- 
signed recently  as  vice  president  in  charge 

of  the  closed-circuit  operations  of  Tele- 
PrompTer. There  will  be  no  home  tv  ex- 

posure. Radio  rights  are  not  set. 

Mr.  Kahn  said  the  fight  will  be  distributed 

to  theatres  and  drive-ins  throughout  the 
U.  S.  with  available  seating  to  exceed  the 

record  half-million  provided  for  the  Robin- 
son-Basilio  fight  last  year.  He  is  guarantee- 

ing $210,000,  plus  percentages  on  seats  sold 
above  the  minimum.  The  365,000  seats  sold 

for  the  previous  bout  grossed  almost  $1.5 
million.  Mr.  Rosensohn  said  four  firm 

offers  were  received  for  the  closed-circuit 

tv  rights,  two  from  closed-circuit  firms  and 
two  from  interests  he  would  not  devulge. 

Mr.  Kahn  announced  he  is  appointing 

Robert  Rosencrans,  formerly  assistant  di- 
rector of  TelePrompTer  closed-circuit  op- 

erations, to  the  post  of  director  succeeding 
Mr.  Rosensohn. 

Return  of  8%  Federal  Tax 

Asked  in  Functional  Music  Suit 

A  suit  for  the  return  of  $455  (plus  in- 
terest) on  the  ground  Internal  Revenue 

Service  has  no  right  to  collect  the  8%  wire 
and  equipment  tax  on  income  from  fm 
functional  music  broadcasts  has  been  filed 

in  the  U.  S.  Court  of  Claims  in  Washington. 

The  claim  was  submitted  by  a  subsidiary 

of  WGH-FM  Norfolk,  Va.  The  petition 
stated  the  station  furnishes  a  background 
music  service  to  stores,  offices  and  similar 

establishments  using  wire  in  some  distribu- 
tion but  mostly  over-the-air  via  its  fm 

broadcasts.  It  said  it  paid  the  8%  tax  on 

gross  receipts  from  January  1957  to  Sep- 
tember 1957,  but  protested  that  portion 

of  the  tax  attributable  to  the  broadcast  in- 
come. The  Internal  Revenue  Service  dis- 

allowed the  protest. 

Potter,  Juke  Box  Operators 

Work  Out  National  Promotion 

A  tie-in  that  could  ultimately  put  the  Juke 
Box  Jury  hit-of-the-week  record  into  more 
than  500,000  juke  boxes  throughout  the 
country  has  been  worked  out  by  Peter 
Potter,  conductor  of  the  tv  program  now 

telecast  each  Friday  at  10-11  p.m.  on 
KRCA  (TV)  Los  Angeles,  and  George 
Miller,  president  of  Music  Operators  of 
America. 

The  first  phase,  already  in  effect,  is  an 

arrangement  with  California  Music  Mer- 
chants Assn.,  affiliated  with  MOA,  to  put 

the  Jury  hit  discs  in  10,000  local  coin- 
operated  record  machines.  The  second  step, 
to  be  put  into  effect  when  the  program  is 
sold  as  a  national  network  or  regionally 
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syndicated  show,  will  extend  the  plan  to 
three  states,  individually  or  collectively, 

depending  on  the  program's  distribution. 
The  sponsor's  product  will  be  displayed 

on  a  color  Juke  Box  Jury  hit-of-the-week 
decal,  along  with  a  pointer  program  package, 

Mr.  Potter  said.  The  song  indicator  card 
will  also  be  the  same  color  as  the  decal 

and  can  be  stepped  down  in  position  on 

the  box  as  each  succeeding  week's  hit  is 
put  into  the  machine.  This  is  the  first 
time  juke  box  operators  have  permitted  a 
form  of  commercial  display  on  the  boxes, 
he  said. 

The  plan  calls  for  all  records  to  be  sub- 

mitted each  week  to  a  "recording  commit- 
tee" which  will  narrow  them  to  20,  which 

Mr.  Potter  will  further  cut  down  to  five 
for  use  on  the  air. 

Warner  Bros.  Records  Expands 

Expansion  of  personnel  was  announced 
last  week  by  Warner  Bros.  Records  Inc., 
Burbank,  Calif.,  subsidiary  of  Warner  Bros. 
Pictures.  Named  product  manager  of  WBR 
was  Norman  Goodwin,  for  the  past  six 
years  Los  Angeles  branch  manager  of 
Columbia  Records  Div.,  CBS  Inc.  Other 

appointments:  Monroe  Glasberg,  general 

manager  of  Kapp  Records,  to  assistant  east- 
ern operations  manager  of  WBR;  David 

Rose,  with  Cunningham  &  Walsh's  Los 
Angeles  art  department,  to  WBR  art  di- 

rector, and  Karl  Engemann,  a  midwest 
bandleader,  to  the  artists  &  repertoire  staff 
in  Hollywood. 

Boland  Forms  Creative  Services 

Charles  Boland,  former  director  of  radio 
and  television  for  Parkson  Adv.  Inc.,  New 

York,  has  opened  a  service  for  users  of  com- 
mercial tv.  The  new  firm,  Creative  Tele- 

vision Services,  offers  copy,  storyboards, 

jingles  and  in-studio  production-direction. 
Previously  Mr.  Boland  has  been  associated 

with  McCann-Erickson,  Biow  Co.  and 
Benton  &  Bowles.  He  has  produced  and 

directed  more  than  400  of  his  own  radio-tv 
scripts.  Creative  Television  Services  Inc. 

is  at  480  Lexington  Ave.,  New  York.  Tele- 

phone: Oxford  7-5485. 

HIGH  ON  THE  WIRE 

TWX — that  indispensible  adjunct  of 
business  communications  widely  used 

by  networks,  advertising  agencies,  ad- 
vertisers and  station  groups — is  going 

to  cost  more. 

Both  AT&T  and  Western  Union 

submitted  proposed  changes  in  charges 
for  teleprinter  circuits  in  the  current 
FCC  hearing  on  private  line  service 
charges. 

The  proposals — submitted  as  a  form 
of  memorandum,  but  not  officially 

filed  with  the  FCC  as  yet — estimate 
an  increase  of  about  35%  overall  by 

AT&T  and  41%  by  Western  Union. 
However,  larger  users  with  extensive 
circuits  (in  mileage)  and  intermediate 
stations  may  find  a  reduction  in 
monthly  charges. 

Basic  changes  are  a  revision  of  the 
charges  on  hours  of  service,  mileage 
and  terminal  equipment. 

Panel  to  Study  Copyrights 

Impact  of  technological  progress  and  new 
media  on  literary  property  rights  will  be 

explored  soon  by  a  panel  of  legal  special- 
ists in  the  fields  of  broadcasting,  record- 

ing and  motion  pictures.  "When  Is  a  Copy- 
right?" will  be  the  keynote  of  a  two-day 

program  July  16-17  at  New  York's  Hotel Statler  sponsored  by  the  Copyright  Society 

of  the  U.  S.  A.  and  the  Practicing  Law  In- 
stitute. Panelists  will  include  Joseph  A.  Mc- 

Donald, NBC;  Robert  J.  Burton,  Broad- 
cast Music  Inc.;  Harry  R.  Olsson  Jr.,  NBC; 

Samuel  Tannenbaum,  former  president, 

Copyright  Society;  George  Schiffer,  Warner 
Bros.;  Johanan  Vigoda,  Music  Publishers 

Holding  Corp.;  Isabelle  Marks,  Decca  Rec- 
ords; Charles  B.  Seton;  Leon  Kellman,  Wil- 
liam Morris  Agency;  Edward  A.  Sargoy; 

John  Schulman,  vice  president.  Copyright 

Society;  Walter  J.  Derenberg,  president, 

Copyright  Society;  Barbara  Ringer,  U.  S. 

Copyright  Office. 

PROFESSIONAL  SERVICES 

New  Placement  Service  Formed 

An  employment  agency,  to  be  known  as 
Professional  Placement,  Atlanta,  Ga.,  has 

been  formed  by  Sam  Eckstein  to  service 
radio,  tv  and  advertising  agencies  in 

Georgia,  Tennessee,  Florida,  Alabama  and 
the  Carolinas.  The  service  is  available  to 

copywriters,  announcers,  technicians,  tv 
production  personnel,  salesmen  and  artists. 
Professional  Placement  is  at  200  Peachtree 

Arcade,  Atlanta. 

Arkus  Announces  New  PR  Firm 

Formation  o|  a  new  institutional  and  in- 
dustrial publjg  delations  firm,  National  Com- 

mitntcatidifiJ  AsscTc.,  was  announced  last 

week  in  New  York  by  M.  Frederick  Arkus, 
for  the  past  12  years  a  senior  associate  at 
Win  Nathanson  &  Assoc.,  New  York  public 
relations  firm.  Mr.  Arkus  wil  take  with  him 

the  American  Heart  Assn.  account,  a  con- 
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sistent  user  of  public-service  tv  spot  time. 
Senior  associates  include  Hal  Marc  Arden, 

former  executive  producer,  Ted  Mack 
Enterprises;  Herb  Cornell,  former  public 
relations  manager,  Westinghouse  Electric 

Co.  Lamp  Div.;  Irwin  Lewis,  former  ABC- 
TV  supervisor  of  station  advertising-promo- 

tion, and  Don  Sheldon,  former  writer- 
producer,  Petarn  (Peter  Arnell)  Productions. 

PROFESSIONAL  SERVICES  SHORTS 

Michael  Ames  Assoc.,  N.  Y.,  public  rela- 
tions firm,  has  moved  to  larger  offices  at 

550  Fifth  Ave.  Telephone:  Lackawana  4- 
6827. 

Ursula  Halloran  &  Assoc.,  N.  Y.,  public  re- 
lations counsel  for  MacManus,  John  & 

Adams,  Bloomfield  Hills,  Mich.,  appointed 

public  relations  counsel,  White  Rock  Corp., 

N.  Y.,  MJ&A  client. 

Broadcasting 



A  harried  mother  writes:  "My 
twin  babies  have  different  formu- 

las. So  when  it  comes  to  feeding, 

I  put  a  BAND-AID  Plastic  Strip 

on  the  boy's  bottle  so  that  I  can 

tell  the  formulas  apart." 

There  may  be  many 

ways  to  use  adhesive 

bandages... but  there's 

only  one  way  to  use 

the  BAND-AID 

trademark  correctly 

...please  say 

BAND-AID  Adhesive  Bandages TRADEMARK  V  " 

Remember — all  adhesive  bandages  are  not  BAND- 

AID  Adhesive  Bandages !  "BAND  -  AID"  is  actually  a 
trademark . . .  one  of  the  most  widely  known  in  the 

world  . . .  recognized  in  more  than  50  countries. 

It  means  Johnson  &  Johnson,  not  the  name  of  a 

product. .  .and  it  refers  to  a  whole  family  of  products 

made  only  by  Johnson  &  Johnson. 

The  "BAND-AID"  trademark  is  always  followed 

by  the  product  name,  i.e.  BAND -AID  Plastic  Strips, 

BAND-AID  Plastic  Tape,  BAND-AID  Butterfly  Clo- 

sures, BAND-AID  Patch,  Spot,  Strip. 

We  appreciate  your  mentioning  our  products  and 

we  hope  you  will  continue  to  do  so.  But  when  you 

do,  won't  you  please  use  the  full  name  correctly. 

The  most  trusted  name  in  surgical  dressings 
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MANUFACTURING 

DuMont  Consumer  Div. 

Sold  to  Emerson  Radio 

DuMont  Labs  has  been  living  grimly  with 

deficits  for  some  years  now  .  .  .  [Manufac- 
turing, June  9]. 

Emerson  Radio  &  Phonograph  Corp., 
Jersey  City,  N.  J.,  is  buying  the  Consumer 
Products  Div.  of  Allen  B.  DuMont  Labs, 

Clifton,  N.  J. 

The  announcement  was  issued  jointly  late 

Wednesday  night  (July  2)  by  Benjamin 
Abrams,  Emerson  president,  and  Dr.  Allen 
B.  DuMont,  founder  and  board  chairman  of 
the  laboratories  bearing  his  name. 

Under  the  agreement,  Emerson  will  pur- 
chase the  division  that  makes  tv  receivers, 

phonographs,  high  fidelity  and  stereo  in- 
struments. With  these  home  entertainment 

products  will  go  the  trademark  "DuMont." 
A  new  corporation  will  be  set  up  as  Du- 

Mont Television  &  Radio  Corp.,  headed 
by  Mr.  Abrams. 

Emerson  acquires  all  tools,  dies,  molds 
and  manufacturing  equipment  associated 
with  the  consumer  product.  Also  provided 

for  is  a  royalty-free  license  under  DuMont 
patents  for  these  products.  These  acquisitions 
will  be  effected  after  current  production  by 
DuMont  of  its  1959  line  of  tv  receivers  and 
hi-fi  instruments.  The  DuMont  line  will  be 

separated  from  Emerson  and  will  retain 
many  of  the  DuMont  personnel,  according 
to  Mr.  Abrams. 

Dr.  DuMont  said  the  Emerson  transaction 

will  provide  his  company  with  the  cash 
needed  for  concentration  on  its  remaining 

divisons — chiefly,  industrial  and  military 
product  lines. 

Paramount  Pictures  (which  owns  26% 

of  DuMont)  President  Barney  Balaban  gave 
a  clue  to  the  Emerson  buy  about  a  month 

ago  when  he  cited  as  one  possibility  for  Du- 
Mont to  pull  out  of  its  continued  loss  opera- 

tion of  recent  years  (to  Paramount  stock- 

holders at  a  meeting  in  New  York):  "A  con- 

structive merger  or  consolidation." 
Allen  B.  DuMont  Labs  once  was  the 

owner  of  a  tv  network.  It  also  has  decreased 

(September  1955)  its  station  ownership  by 
spinning  off  its  broadcast  interests.  Last 

year,  DuMont  lost  $535,000;  the  deficit  in 

1956  was  over  $3.8  million;  this  year's  first 
quarter  saw  a  loss  of  $943,000. 

ORRadio  Sales  Up  49%  Over  '57 

J.  Herbert  Orr,  president,  ORRadio  In- 

dustries Inc.,  Opelika,  Ala.,  told  stockhold- 
ers at  their  annual  meeting  that  sales  for  the 

company  for  the  1957-58  fiscal  year  totaled 
$2,284,400,  a  49%  increase  over  the  pre- 

ceeding  year's  $1,528,931. 
Net  earnings  after  taxes  were  reported  as 

$113,836,  a  10%  gain  on  the  previous  fiscal 

year's  $103,118.  The  profits  represent  earn- 
ings of  24.62  cents  per  share  of  stock  as 

compared  with  24.36  cents  per  share  for 

the  previous  year.  The  number  of  shares 

outstanding  this  past  year,  the  company's 
president  reported,  was  462,301,  an  increase 

EXTENSION  of  RCA  and  NBC's  leas- 
es to  occupy  their  13  acres  of  office 

space  in  Rockefeller  Center,  New 
York,  until  1982  [At  Deadline,  June 
30]  was  signed  last  Monday  (June  30) 

by  (seated,  1  to  r)  John  L.  Burns,  presi- 
dent, RCA;  G.  S.  Eyssell,  president, 

Rockefeller  Center  Inc.,  and  Robert 

W.  Sarnoff,  president,  NBC.  Look- 
ing on  are  (standing,  1)  Brig.  Gen. 

David  Sarnoff,  RCA  chairman  of 
board,  and  Nelson  A.  Rockefeller, 
Rockefeller  Center  board  chairman. 

RCA  and  its  subsidiary  NBC  are 

the  companies  for  which  the  center, 

the  world's  largest  commercial  office 
building,  was  designed.  The  contract, 

valued  in  excess  of  $70  million,  be- 
comes effective  in  1962. 

of  some  60,000  shares  over  the  shares 

outstanding  last  year. 

"Construction  of  the  new  plant  and  ad- 
ditions to  technical  and  production  equip- 

ment during  the  1957-58  fiscal  year  have 
increased  our  net  investment  on  fixed  prop- 

erties from  $220,948  to  $724,153,"  Mr.  Orr 
said. 

New  RCA  Tv  Camera  Tube 

Works  in  Near-Darkness 

RCA  scientists  have  developed  an  ex- 

tremely sensitive  new  electronic  "eye",  an 
advanced  camera  tube  based  on  tv  prin- 

ciples (image  orthicon)  and  known  as  an 
intensifier  orthicon. 

Dr.  Irving  Wolff,  research  vice  president 

of  RCA  Labs,  Princeton,  N.  J.,  gave  a  gen- 
eral description  of  the  new  tube  and  its 

prospective  uses.  The  IO  is  said  to  be  100 
times  more  sensitive  than  the  fastest  film 

for  the  same  exposure  time  at  very  low 
levels  of  light.  RCA  considers  the  new  tube 
as  a  device  for  seeing  previously  unseen 

details  in  the  universe — for  example,  planets 
and  distant  nebulae.  The  tube  also  would 

permit  visual  reconnaissance  in  almost  com- 

plete darkness  while  providing  a  "powerful 
new  tool  for  scientific  research." 

Two  scientists  at  the  David  Sarnoff  Re- 
search Center  at  Princeton  are  credited  with 

the  tube's  development  in  a  research  pro- 
gram sponsored  by  the  Aeronautical  Re- 
search Lab  at  the  Wright  Air  Development 

Center.  They  are  Drs.  George  A.  Morton 
and  John  E.  Ruedy.  When  the  new  tube 
is  used  in  a  camera  similar  to  that  employed 

in  tv,  it  permits  the  viewing  on  a  tv-type 

picture  tube  of  scenes  at  light  levels  from 
100  to  1,000  times  below  those  needed  for 

pickup  by  a  standard  image  orthicon  that 
is  comparable  to  the  human  eye  in  sen- sitivity. 

Set-Makers  See  Gains 

Following  First-Half  Dip 

Three  Chicago  set-makers — Admiral,  Mo- 
torola and  Zenith — which  account  for  a 

substantial  share  of  the  multi-billion  dollar 
electronics  business,  are  optimistic  over 

sales  prospects  for  the  last  half  of  1958. 

While  business  dipped  generally,  radio 

sales  (particularly  those  of  portables)  were 

up  slightly  among  the  big  three  and  high 
fidelity  with  stereophonic  sound  registered 
the  biggest  gains. 

Tv  sales  were  off  but,  as  Paul  V.  Galvin. 
Motorola  board  chairman,  expressed  it, 

"The  rate  ...  in  the  past  few  months  has 
no  more  significance  in  the  long-term 
scheme  of  things  than  a  racing  car  pulling 

into  the  pit  for  a  change  of  tires."  Following 
are  the  track  record  and  predictions  of  each 
manufacturer: 

Admiral  Corp. — Orders  from  dealers  and 
distributors  at  its  annual  sales  convention 

June  2-4  "are  well  ahead  of  any  like  period 

in  recent  years."  The  company  showed  a 
40%  jump  in  portable  radio  sales,  while 

overall  radio  units  are  "up  slightly"  (as 
against  a  claimed  20%  industry  decrease). 
There  was  a  25%  increase  in  unit  volume 

of  high-fidelity  receivers.  Business  prospects 
for  the  second  half  of  1958  are  called 

"excellent." 

Motorola  Inc. — Tv  sales  the  first  six 

months  were  competing  "against  relatively 

high  sales  in  the  same  period  of  1957"  but 
in  contrast,  "sales  for  the  balance  of  1958 
will  compare  with  receding  sales  in  the 

second  six  months  of  1957."  Tv  sales  were 
down  10-15%.  Mr.  Galvin  predicts  total 
retail  sales  of  six  million  units  this  year  and 

of  eight  million  annually  within  five  years. 

Motorola's  share  of  all  tv  business,  how- 
ever, is  running  about  15%  ahead  of  its 

position  last  year.  Reports  slight  drop  in 
all  radio  sales  but,  according  to  Mr.  Galvin, 

"We're  beginning  now  to  get  acquainted 

with  new  radio  usage  as  a  pocket  com- 
panion, and  for  weather  information  as  well 

as  news  and  entertainment."  Sales  of  hi-fi 
phonographs  are  up  20%  thus  far  over 

1957.  Overall  business  the  second  half  "will 

improve,"  according  to  Robert  W.  Galvin, 
Motorola  president. 

Zenith  Radio  Corp. — Sales  of  radio,  tv 

and  hi-fi  instruments  are  "substantially 
ahead"  in  deliveries  through  August  of  the 
same  period  last  year;  dollar  volume  is  up 

10%  based  on  figures  for  Zenith's  1957  and 
1958  conventions,  according  to  Hugh  Rob- 

ertson, Zenith  president.  Both  tv  and  ra- 
dio-phono-hi-fi shared  in  the  increase.  Tv 

sales  alone,  through  June,  "will  be  ahead  of 
last  year."  The  firm  reports  "tremendous  ex- 

pansion" in  high  fidelity.  J.  W.  Wright,  ex- 
ecutive vice  president,  finds  the  second-half 

outlook  "good." 
For  the  electronics  business  generally, 
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Paul  Galvin  forecast  it  is  "rounding  the 
recession  corner  and  is  swinging  wide  on 
the  curve  to  develop  a  momentum  which 

will  lead  the  nation's  industries  in  the 

1960's." 

Retail  Sales  of  Radio  Sets 

In  May  Exceed  April  Level 
Retail  sales  of  radio  sets  increased  from 

April  to  May  but  sales  of  tv  sets  continued 

downward,  according  to  Electronic  Indus- 
tries Assn.  Both  radio  and  tv  factory  pro- 

duction dipped  during  the  mid-spring  weeks. 
Radio  sales  (not  including  auto  sets) 

totaled  411,659  sets  in  May  compared  to 

402,283  in  April.  Five-month  radio  sales 
totaled  2,307,610  sets  compared  to  2,909,- 
548  in  the  same  1957  period. 

Tv  sales  totaled  237,189  sets  in  May 

compared  to  243,132  in  April.  Five-month 
tv  sales  totaled  1,927,290  sets  compared  to 
2,420,633  in  the  same  1957  months. 

Factory  production  of  radios  totaled  654,- 
803  sets  in  May,  697,307  in  April  and  4,- 
186,869  for  the  first  five  months  of  1958. 

Of  the  five-month  total,  1,229,086  sets  were 

for  automobiles.  Five-month  radio  produc- 
tion in  1957  totaled  6,098,951  sets. 

Factory  production  of  tv  sets  totaled  266,- 
982  units  in  May,  302,559  in  April  and 
1,790,840  for  the  first  five  months  of  1958. 

The  five-month  tv  production  figure  in  1957 
was  2,178,361  sets. 

The  number  of  tv  sets  manufactured  with 

uhf  tuners  totaled  29,406  in  May  compared 

to  41,596  for  the  same  month  in  1957. 

Five-month  uhf  production  totaled  172,915 
through  May  compared  to  282,083  in  the 
same  five  months  of  1957. 

Monthly  radio  and  tv  set  production  fig- 
ures for  1958  follow: 

Jan. 
Feb. 
March 

April 

May 

Tv 
433,983 
370,413 
416,903 
302,559 
266,982 

Auto.  Radio 
349,679 268,445 
234,911 
190,435 
185,616 

Total  Radio 

1,026,527 876,891 
931,341 
697,307 654,803 

TOTAL  1,790,840 1,229,086 4,186,689 

RCA  Sued  by  N.  J.  Distributor 

AAA  Appliance  and  Washing  Machine 
Service,  Ridgefield,  N.  J.,  has  filed  a 

$750,000  treble-damage  antitrust  suit  in 
federal  court  against  RCA  and  five  distribu- 

tors, including  Bruno-New  York  Inc.  and 
Krich-New  lersey  Inc.  The  Ridgefield  ap- 

pliance firm  charged  restraint  of  trade  and 

alleged  it  will  lose  $250,000  in  future  busi- 
ness. The  firm  charged  Krich-New  Jersey 

enfranchised  it  in  1954  to  sell  RCA  products 
in  New  Jersey  but  barred  it  from  selling 

RCA  products  in  Bruno-New  York  terri- 
tory. RCA  and  other  defendants  had  no 

comments  on  the  suit. 

MANUFACTURING  SHORTS 

Turner  Co.,  Cedar  Rapids,  Iowa,  announces 

new  professional  high  fidelity  microphone 
(Model  21  OA)  for  television,  motion  picture, 

am-fm  and  high  fidelity  users.  Microphone 
measures  9Vi  inches  and  can  be  mounted 

on  desk,   floor,   stand   or  boom.  Omni- 

directional microphone  comes  with  20-ft 
plastic-jacketed,  three-conductor  shielded 
cable  set. 

International  Telephone  &  Telegraph  Corp. 
has  announced  building  of  new  plant  to 

manufacture  carrier  and  micro-wave  equip- 
ment in  Raleigh,  N.  C.  Occupant  this 

October  will  be  IT&T  subsidiary,  Kellogg 
Switchboard  &  Supply  Co.,  Chicago. 

Kingdom  Products  Ltd.,  N.  Y.,  has  intro- 

duced Fi-Cord  high  fidelity  tape  recorder 
that  reportedly  is  completely  transistorized 
and  weighs  four  lbs. 

It  has  two  speeds — 
1%  ips  and  IVi  ips 
—  and  frequency 

range  goes  from  50 
to  12,000  cycles  per- 
second    ±     3  db, 

Kingdom  reports.  It 
is     constructed  so 

that  its  four  minia- 
ture batteries  can  be  recharged  simulta- 

neously. Fi-Cord  recorder  can  be  moni- 
tored   by    means    of    small    earpiece  or 

"stethophone"  and  has  built-in  loudspeaker. 
Studio    microphone    can    be    used  when 

"critical   performance   is   required."  Unit 
measures  95/s  x  5  x  2%  and  is  enclosed  in 

padded  leatherette  case. 

Sylvania  Electric  Products  Inc.,  N.  Y.,  an- 

nounced their  new  booklet,  "Performance 
Tested  Transistor  Circuits,"  designed  pri- 

LIVE"  FROM  COLUMBUS 

AM-FM -CBS III 

Since  1937,  Fern  Sharp  has  been  a  favorite  commentator  with  Central 

Ohio  women.  Her  "Round  Robin  Review"  in  the  top  10,  is  rated  10.1 

by  Pulse.  Participating  sponsors  find  Fern's  endorsement  of  a  product 
brings  response  from  her  loyal  audience. 

wbns  radio 

COLUMBUS,  OHIO  •  Ask  JOHN  BLAIR 
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MANUFACTURING  continued FILM 

marily  for  hobbyists  and  students  of  elec- 
tronics. It  contains  information  on  how  to 

build  transistorized  high-fidelity  compon- 
ents, test  equipment,  photography  light 

meters,  and  special  equipment  such  as  bur- 
glar alarms  and  organ  metronomes.  In 

addition  to  a  section  on  elementary  tran- 
sistor theory,  there  are  36  circuit  descrip- 
tions, complete  with  schematic  diagrams 

and  parts  lists. 

Ampex  Audio  Inc.  (Ampex  Corp.  sub- 
sidiary), Sunnyvale,  Calif.,  announces 

Ampex  Universal  "A"  stereophonic  tape 
recorder  (900  series)  is  being  shipped  to 
dealers.  Recorder  features  choice  of  either 

four-track  or  two-track  stereo,  automatic 
reel-end  shut  off  and  four-fold  increase  in 

tape  economy.  Present  "A"  series  Ampex 
owners  can  convert  their  machines  to  four- 
track  stereo. 

General  Electric  Co.,  Semiconductor  Pro- 

ducts Dept.,  Clyde,  N.  Y.,  announces  mass- 

production  of  two  new  families  of  "econ- 
omy-priced," low-current  silicon  rectifiers 

designed  to  convert  alternating  current  to 
direct  current.  Prices  range  from  45  cents 

to  $3.75  each  in  quantity  lots  to  equipment 
manufacturers. 

Shopper  Stopper  Co.  (manufactures  Mini- 
Studio  portable  remote  studio),  which  cur- 

tailed operations  when  its  manager,  E.  C. 
Stangland  moved  to  Brookings,  S.  D.,  in 
1956  to  operate  KBRK,  announces  it  has 

resumed  operations.  Company  plans  to  in- 

BE  A  GOOD  BIRD  WATCHER  ..call  WAVY-TVor  H-R 
□  bout  the 

the  'Early  Bird  Plan'  wi  II  be  in  demand  . so  be  surccall  NCW 
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troduce  collapsible  unit,  cabinet  of  which 
reportedly  can  be  carried  in  car  trunk,  this 
month.  Company  is  located  in  Brookings  at 
Northwest  Bank  Bldg.,  and  Mr.  Stangland 

is  acting  as  manager  in  addition  to  his  capac- 
ity with  KBRK. 

Sylvania  Electric  Products  Inc.,  Buffalo, 
N.  Y.,  is  distributing  booklet  describing 

electrical  characteristics  and  listing  inter- 
changeability  features  of  wide  variety  of 
transistor  by  type  number  and  manufacturer. 

Guide  is  designed  to  aid  engineers  and  serv- 
icemen in  selecting  replacement  for  more 

than  600  types  of  transistors  now  on  market. 

Motorola  Inc.,  Chicago,  announces  new 
consumer  acceptance  group  department  in 
consumer  products  division  with  William 
Hinton,  assistant  engineering  director,  as 
chief. 

Telectro  Industries  Corp.,  Long  Island  City, 

N.  Y.,  has  announced  development  of  new 

time  delay  record-reproduce  system  for  use 
in  recording  live  programs  being  broadcast. 
Telectro  reports  that  upon  receiving  proper 
cue,  signal  device  replays  program  one,  two 
or  three  hours  later.  Equipment  (Model 

1238)  "automatically  records,  erases  and 
even  monitors  itself  during  entire  cycle." 

Walco  Products,  East  Orange,  N.  J.,  an- 
nounces new  stereophonic  conversion  kit 

for  mass-market  phonographs.  Unit  permits 
conversion  of  set  for  playing  new  stereo 

records  now  being  produced  and  is  com- 
plete with  remote  speaker  in  cabinet  and 

stereo  cartridge,  with  suggested  list  price 
of  $59.95.  It  consists  of  three  elements:  4 

w  push-pull  auxiliary  amplifier  for  stereo 
channel,  two  tone  controls  and  separate 

auxiliary  loudspeaker  with  four-wire  ceramic 
stereo  pickup  cartridge. 

SOS  Cinema  Supply  Corp.,  N.  Y.,  an- 
nounces publication  of  its  11th  edition  of 

"Motion  Picture  &  Tv  Production  Equip- 
ment." Handbook  lists  more  than  8,000 

items  with  more  than  500  illustrations.  It 

is  designed  to  familiarize  producers,  tv 

stations,  film  laboratories,  educational  in- 
stitutions, industrial  projects,  advertising 

agencies  and  animation  studios,  etc.,  with 

"the  most  modern  advances  in  the  field." 

Packard-Bell  Electronics  Corp.  announces 
it  has  declared  regular  quarterly  dividend  of 
12V2  cents  per  share  on  688,000  shares  of 
common  stock  outstanding.  Dividend  is 

payable  July  25  to  stockholders  of  record 

July  10. 

IT&T  Components  Div.,  announces  it  has 

begun  construction  of  ultra-modern  one- 
story  plant  for  manufacture  of  special-pur- 

pose vacuum  tubes  in  Roanoke,  Va.  Build- 
ing, 58,000  sq.  ft.,  is  on  18  acre  site  and 

will  employ  350. 

Dr.  Percy  L.  Spencer,  senior  v. p.  of  Ray- 

theon Mfg.  Co.,  will  have  company's  new 
Burlington,  Vt.,  laboratory  named  after  him. 
Laboratory,  150,000  sq.  ft.  building,  will  be 

built  on  Route  128  for  company's  micro- 
wave and  power  tube  division  which  Dr. 

Spencer  has  managed  for  16  years.  The 

facility  will  house  1,000  engineers  and  sup- 

porting personnel. 

FELIX   THE  CAT 

Trans-Lux  Enters  Tv  Field 

With  'Felix  the  Cat'  Series 

In  its  first  tv  film  production  venture, 

Trans-Lux  Television  Corp.,  New  York,  last 
week  announced  it  is  financing  and  partici- 

pating in  production  of  a  series  of  260  Felix 

the  Cat  color  car- 
toons. The  invest- 

ment by  Trans-Lux Tv  will  amount  to 

$1.75  million,  Rich- 
ard Brandt,  presi- 
dent, said. 

Production  has  be- 
gun on  the  first  52 

episodes  of  the  four- minute  cartoons  by 

Felix  the  Cat  Pro- 
ductions Inc.,  New 

York,  headed  by  Pat 

Sullivan,  nephew  of  the  creator  of  the  orig- 
inal series.  Trans-Lux  Tv  hopes  to  have  the 

series  on  the  air  by  late  1958  and  is  aiming 
for  a  network  or  national  spot  sale,  Mr. 
Brandt  reported. 

The  new  series  is  to  be  supported  by  a 

consumer  and  trade  publication  advertising 

program,  designed  to  call  attention  to  Felix 
the  Cat  as  a  cartoon  character.  A  merchan- 

dising program  is  planned. 
Trans-Lux  Tv  has  been  a  tv  film  distrib- 

utor exclusively  but  Mr.  Brandt  indicated 

the  company  is  considering  a  gradual  move 

into  the  tv  film  production  field  and  is  ex- 
ploring videotape.  It  has  distributed  the 

Encyclopaedia  Britannica  library  for  two 

years  and  is  releasing  seven  post-'48  feature 
films.  These  are:  "Hill  24  Doesn't  Answer," 
"Dance  Little  Lady,"  "Lovers  and  Lolli- 

pops," "Melbourne  Rendezvous,"  "The 
Roosevelt  Story,"  "Danger  Flight  931,"  and 
"La  Strada."  The  last-named,  Mr.  Brandt 
said,  will  be  available  to  tv  after  September 

1959  following  completion  of  its  theatrical run. 

Entire  Warner  Bros.  Staff 

In  New  York  Is  Discharged 

Reports  that  Warner  Bios.  Pictures  Corp. 
would  pull  out  of  New  York  this  fall  were 
confirmed  Tuesday  as  the  entire  New  York 

home  office  staff  (except  top-echelon  execu- 
tives) was  fired  on  three-month  notice.  Some 

300  employes  will  be  off  the  WB  payroll 
as  of  Oct.  1. 

The  film  company  is  making  a  liberal 
settlement  with  its  staff,  adding  to  the 

three-months  period  "double  severance,  that 
is,  two-weeks  pay  for  each  year  worked 
at  WB.  The  move,  though  long  expected, 

caught  most  WB  employes  by  surprise  in- 
asmuch as  it  had  been  understood  WB 

would  retain  a  skeleton  New  York  staff. 

Speculation  at  midweek  centered  on  whether 
WB  will  give  some  staffers  an  11th  hour 

reprieve  or  seek  a  skeleton  staff  from  out- 
side present  WB  ranks. 

Telestudios  Prices  Videotaping 

The  price  tag  on  videotape  recording 

services  was  announced  last  week  by  Tele- 
studios  Inc.,  New  York,  which  will  charge 

agencies  $3,500  net  for  a  "video  package 
day"  of  production.  According  to  sales  vice 
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my  part... 

says  JOE  H.  BAGLEY 

Vice-President/ Marketing 
Gerber  Products  Company 

"Of  the  several  business  publications  reaching 
my  desk  each  week,  Advertising  Age  is  one 

in  particular  that  gets  close  reading  on  my 

part.  I  find  it  interesting  and  well  edited,  and  it 

keeps  me  up  to  date  generally  on  what  is 

going  on  in  the  advertising  world." 

"Close  reading" — the  difference  between  casual  page 
turning  and  careful  attention  to  editorial  detail,  yes,  and 

sales  messages  too — characterizes  the  readership  Adver- 
tising Age  gets  from  those  who  influence  as  well  as 

those  who  activate  today's  markets  and  media.  Since 
broadcasting  decision-makers  need  both  up-to-the-minute 
news  and  sharp  analyses  of  advertising  and  marketing 

trends,  you'll  find  that  most  of  the  executives  of  im- 
portance to  you  take  time  or  make  time  to  read  Ad  Age 

regularly  and  thoroughly. 

The  Gerber  Products  Company,  a  television  advertiser 

since  1951,  is  just  one  example  from  AA's  nationwide 
audience.  A  leading  producer  of  baby  foods,  the  Gerber 
concern  spent  some  40  per  cent  (about  $1,500,000)  of  its 
ad  budget  for  network  television  in  1957,  and  established 
a  similar  appropriation  in  its  1958  budget.  Reserves  also 
are  set  up  for  local  campaigns  from  which  allocations  for 
spot  broadcasting  may  be  drawn. 

Every  Monday,  4  paid-subscription  copies  of  Ad  Age  help 

focus  the  preceding  week's  developments  for  Gerber 
executives  with  marketing  responsibilities.  Further,  125 

paid-subscription  copies  get  read — and  used — at  D'Arcy 
Advertising  Co.,  the  agency  handling  the  Gerber  account. 

Add  to  this  AA's  more  than  40,000  paid  circulation,  its 
tremendous  penetration  of  advertising  with  a  weekly 
paid  circulation  currently  reaching  over  12,000  agency 
people  alone,  its  intense  readership  by  top  executives  in 

national  advertising  companies — and  you'll  recognize  in 
Advertising  Age  a  most  influential  medium  for  swinging 
broadcast  decisions  your  way. 

2  00    EAST     ILLINOIS     STREET     .     CHICAGO     11,  ILLINOIS 

480    LEXINGTON    AVENUE     •     NEW    YORK    17,    NEW  YORK 

JOE  H.  BAGLEY 

Following  service  in  World  War  I  and  a 
brief  period  of  selling  in  the  tire  business, 
Mr.  Bagley  turned  to  the  food  field.  He 
joined  the  Gerber  Products  Co.  as  a  sales- 

man in  southern  California  in  1931,  and 

eight  years  later  opened  the  firm's  first western  office  in  Los  Angeles.  In  1947,  he 
moved  to  Fremont,  Michigan,  the  baby- 
food  concern's  headquarters,  as  general 
sales  manager,  and  the  following  year 
was  elected  a  member  of  the  board  of 

directors.  Before  being  elevated  to  his  pres- 
ent position  in  1956,  Mr.  Bagley  had  been 

vice-president  for  sales  for  two  years.  As 
vice-president  for  marketing— the  top  sales 
job  at  Gerber — he  assumed  increased  ad- 

vertising responsibilities. 

Mr.  Bagley  now  also  serves  as  president 
and  a  director  of  Gerber  Products  Inter- 
American  Company,  as  well  as  executive 
vice-president  and  a  director  of  Gerber 
Products  of  Canada,  Ltd.  His  interest  in  the 
food  industry  goes  beyond  the  working  day 
and  includes  active  participation  in  the 
Grocery  Manufacturers  of  America,  and 
membership  in  the  Asparagus  Club,  an 
honorary  organization  in  the  grocery 
business. 

J  Year  (52  issues)  $3 
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president,  King  Horton,  this  is  what  agencies 

will  get  for  the  money;  6V2  hours  of  com- 
plete three-camera  facilities,  set-up,  lighting 

and  strike  time,  graphic  arts  (within  normal 

bounds),  salaries  to  union  personnel,  make- 
up and  TelePrompTer  facilities,  continuous 

taping  and  feedback  as  well  as  a  16  mm. 

direct  positive  print  of  each  recorded  com- 

mercial. Basis  for  Telestudios'  offer,  accord- 

ing to  Mr.  Horton,  is  that  "we  know  from 
recent  experience  that  up  to  six  commercials 

can  be  completed  in  one  day." 

Pillsbury  Mills  Heads  List 

Acquiring  Ziv's  'Dial  999' 

Paced  by  a  regional  purchase  by  Pills- 
bury  Mills,  Minneapolis,  in  30  southern 

markets,  Ziv  Television  Programs'  latest 
half-hour  tv  film  series,  Dial  999,  has  been 
sold  in  a  total  of  54  markets  in  the  two 

weeks  the  program  has  been  available  for 
sale.  The  series  is  scheduled  to  go  on  the 
air  late  this  summer. 

M.  J.  Rifkin,  Ziv  Tv  sales  vice  president, 
said  time  periods  for  Pillsbury  have  been 

cleared  in  New  Orleans,  Atlanta,  Birming- 
ham, Albany  (Ga.),  Pensacola,  Columbus 

(Ga.)  and  Panama  City  (Fla.).  Time  slots 
are  being  sought,  he  said,  in  23  other 
southern  markets.  Agency  for  Pillsbury  is 

Campbell-Mithun,  Minneapolis. 
Other  advertisers  signing  contracts  for 

Dial  999  are  Sealy  mattress,  KRON-TV 
San  Francisco  and  KIRO-TV  Seattle;  Pepsi- 
Cola  for  Portland  (Me.);  Union  Savings 

&  Loan  Assn.  for  Cleveland;  Niels  depart- 
ment store  for  Tallahassee,  and  Hauser  Tile 

&  Floor  Co.  for  Billings,  Mont.  The  series 
was  produced  on  location  in  England  by 
Ziv  Tv  in  association  with  Harry  Alan 
Towers.  It  is  based  on  stories  of  the  London 

metropolitan  police. 

Series  About  Mounties  Underway 

A  series  of  half-hour  films  based  on  ad- 

ventures of  the  Royal  Canadian  Mounted 
Police  will  be  filmed  at  Ottawa  by  Crawley 
Films  Ltd.,  for  the  Canadian  Broadcasting 
Corp.  and  the  British  Broadcasting  Corp. 

Filming  is  to  start  in  mid-October,  and 
will  be  done  largely  in  the  Gatineau  Hills 

outside  Ottawa.  The  series  will  go  on  the 
air  in  Great  Britain  and  Canada  in  the 

autumn  of  1959  and  is  being  jointly  pro- 

duced by  CBC,  BBC  and  Crawley-McCon- 
nell  Ltd.  for  worldwide  sale. 

'Cannonball'  Sold  Abroad 

Television  Programs  of  America's  newest 
tv  film  series,  Cannonball,  has  been  bought 

for  Canadian  telecasting  by  Canadian  Broad- 
casting Corp.  and  in  the  United  Kingdom  by 

Incorporated  Television  Programme  Co., 

Ltd.,  it  was  announced  by  Milton  A.  Gor- 

don, president  of  TPA.  The  half-hour  show 
goes  into  production  in  Toronto,  Canada, 
July  14  and  features  Paul  Birch  and  William 

Campbell  as  two  truckers  "Cannonballing" 
on  the  international  run  between  Canada 

and  the  United  States.  Robert  Maxwell  will 

be  executive  producer. 
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Screen  Gems  Appoints  Hyams 

Vice  President  for  Syndication 

The  election  of  Jerome  Hyams  as  vice 

president  in  charge  of  syndication  for 

Screen  Gems  Inc.,  New  York,  was  an- 
nounced last  week 

by  Ralph  Cohn,  SG 
president.  Mr. 

Hyams  has  been  di- rector of  syndication 
for  Screen  Gems 
since  December 
1956. 

Mr.  Hyams  en- 
tered the  film  busi- 
ness in  1934  with 

Guaranteed  Pictures, 

which  became  Com- MR.  hyams  monwealth  Pictures 

in  1938.  He  served  there  as  sales  manager 
and  later  as  vice  president  in  charge  of  sales 
until  1950  when  he  formed  his  own  com- 

pany, Hygo  Television  Films,  New  York.  In 

1954,  Mr.  Hyams  purchased  United  Tele- 
vision Co.,  New  York.  Screen  Gems  ab- 
sorbed both  Hygo  and  United  in  1956  when 

Mr.  Hyams  joined  SG. 

'Colonel  Flack'  Syndicated 

Syndication  of  a  former  DuMont  network 
series,  Colonel  Flack,  was  announced  last 

week  by  John  F.  Howell,  general  sales  man- 
ager, CBS  Television  Film  Sales,  with  re- 
gional purchase  already  made  by  the  Kroger 

Co.,  Cincinnati.  He  said  the  comedy  series 
starring  Allan  Mobray  and  Frank  Jenks 

represents  a  production  and  promotion  in- 
vestment of  $1.5  million  by  CBS-TV  film 

sales  and  the  series  of  39  initial  episodes 
will  be  produced  by  Wilbur  Stark  and  Jerry 

Layton,  Hollywood. 
To  be  ready  for  an  October  start  with 

Messrs.  Mobray  and  Jenks  available  for 
commercials,  the  program  will  be  sponsored 

by  Kroger,  in  Cleveland,  Youngstown,  Pitts- 
burgh, Steubenville,  Ohio,  and  Peoria,  111. 

Mr.  Howell  announced  station  sales  have 

been  made  to  WPIX  (TV)  New  York, 

KTTV  (TV)  Los  Angeles,  WFAA-TV  Dal- 
las, WTVN  (TV)  Columbus,  Ohio,  and 

WOI-TV  Ames,  Iowa. 

TPA  Sales  Climb  With  'Lassie' 
With  the  sale  of  Lassie  to  Oy.  Yleisradio 

Ab.  (Finnish  Broadcasting  Ltd.),  Television 

Programs  of  America  passed  the  million  dol- 
lar mark  in  sales  for  the  last  four  months. 

The  actual  sales  figure:  $1,007,600.  Finland 

is  the  33rd  country  in  which  programs  pro- 
duced and  distributed  by  TPA  are  being  tele- 

cast. 

Guild  Planning  Pilot  Films 

Plans  to  produce  pilot  films  of  two  new 
series  for  network  sale  in  early  1959  were 

announced  last  week  by  John  J.  Cole,  presi- 
dent of  Guild  Films,  New  York.  In  asso- 

ciation with  Barnett  Glassman,  president 
of  Jack  London  Productions,  Guild  will 
film  Smoke  Bellew,  based  on  the  Jack 
London  character.  Guild  describes  the 

projected  series  as  an  Alaskan  Gunsmoke 
to  be  filmed  in  the  Yukon.  The  second  series 

is  The  Newlyweds.  Mr.  Cole  said  he  is 

negotiating  for  production  with  George  Bil- 
son,  who  created  the  series  in  association 
with  Arnie  Rosen  and  Coleman  Jacoby. 

Mr.  Jacoby  will  produce  with  Duke  Gold- 
stone  as  executive  producer. 

FILM  SALES 

Telenews,  Hearst  Metrotone  News  Inc.  Tv 
Newsreel,  which  was  not  involved  in  recent 

INS-UP  merger  last  week  reported  three 
new  sales  of  its  tv  newsfilm  service.  Pur- 

chasers include  KTBS-TV  Shreveport,  La.; 
Marion  County  (Ind.)  Republican  Central 
Committee  (through  S.  B.  Smith  Assoc.)  on 

WLWI-TV  Indianapolis,  and  Television  de 
Nicaragua,  Managua,  D.  N. 

California  National  Productions  is  announc- 

ing today  (July  7)  new  sales  of  its  Union 

Pacific  tv  film  series,  bringing  series'  total markets  to  133.  Luter  Meat  Packing  Co., 

via  Cargill  &  Wilson,  Richmond,  will  spon- 
sor series  in  Raleigh-Durham,  N.  C,  Rich- 

mond and  Norfolk  (stations  have  not  yet 

been  designated).  Other  new  sales:  W ABC- 
TV  New  York;  WMAR-TV  Baltimore; 
WTCN-TV  Minneapolis-St.  Paul;  WDAF- 
TV  Kansas  City;  WSAZ-TV  Huntington, 
W.  Va.;  WISC-TV  Madison,  Wis.;  WJAC- 
TV  Johnstown,  Pa.;  KHQA  (TV)  Quincy, 

111.;  WSPA-TV  Spartanburg,  S.  C,  and 
WI MA-TV  Lima,  Ohio  (under  co-sponsor- 

ship of  Eckert's  meats  and  Schiff  shoe stores). 

ABC  Film  Syndication  reports  that  Adven- 
tures of  Jim  Bowie,  re-run  series  carried 

on  ABC-TV  for  past  two  years,  has  been 
placed  in  syndication  and  sold  to  WABD 

(TV)  New  York;  WTTG-TV  Washington; 
WAFB-TV  Baton  Rouge,  La.;  KPHO-TV 

Phoenix,  Ariz.,  and  KHQA-TV  Hannibal, 
Mo. 

ON  CAMERA 

National  Telefilm  Assoc.,  N.  Y.,  announces 

that  new  half -hour  tv  film  series,  The  Ad- 
ventures of  William  Tell,  is  being  produced 

by  NTA  in  association  with  Incorporated 
Television  Programme  Co.,  London.  Series 

is  being  filmed  in  Europe  against  back- 
ground of  Swiss  Alps.  It  will  be  offered  for 

national  and  regional  sponsorship  this  fall. 

RANDOM  SHOTS 

Sol  Lesser  Productions,  producer  of  "Tar- 
zan"  films  for  theatres  and  with  proposed 
Tarzan  tv  series,  has  moved  to  Paramount 

Sunset  Studio,  Hollywood,  from  Desilu  Stu- 
dio in  Culver  City,  Calif. 

Universal  Pictures  Corp.  has  reported  fur- 

ther loss  of  $92,349  for  second  13-week 

period  of  1958,  reduction  from  first  13- 
week  loss  of  $426,900.  Total  26-week  loss 

(up  to  May  4)  is  $519,249  (after  federal  in- 
come tax  credit  of  $720,000).  Loss  is  equiv- 

alent to  67  cents  per  share  on  927,254  shares 

of  common  outstanding.  Last  year's  first  26- 
week  report  showed  net  profit  of  $1.7  mil- 

lion, equivalent  to  $1.74  share  on  same 
amount  of  stock. 

Animation  Inc.,  Hollywood,  reports  its  Chi- 
cago office  has  moved  to  new  quarters  at 

221  N.  LaSalle  St. 
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DR.  HUNTER 

EDUCATION 

Michigan  State  U.  Consolidates 

Campus  Radio,  Tv  Departments 

Consolidation  of  educational  WKAR  ra- 
dio and  WKAR-TV  East  Lansing,  Mich., 

operations  into  a  single  radio-tv  depart- 
ment effective  July 

1,  with  Armand  L. 
Hunter  as  director 

of  broadcasting,  has 
been  announced 

by  Michigan  State 
U. 

In  other  changes 

Lawrence  T.  Fry- 
mire  was  promoted 

from  assistant  direc- 
tor of  WKAR  to 

manager  of  the  ra- 
dio outlet  in  the  new 

department  and  Robert  J.  Coleman,  direc- 
tor of  WKAR  radio,  retires  June  30.  Dr. 

Hunter  joined  the  MSU  staff  as  director  of 
tv  development  in  1951  and  has  headed 

the  school's  speech  department  since  1956. 
Mr.  Frymire  came  to  WKAR  as  a  student 
announcer  in  1943  and  became  assistant 
director  in  1952. 

Educational  Radio  Gets  $40,512 

The  Educational  Television  &  Radio 

Center,  Ann  Arbor,  Mich.,  has  awarded 

grants-in-aid  totaling  $40,512  to  six  insti- 
tutions to  produce  eight  educational  radio 

series. 

Schools  and  stations  receiving  grants  are 

State  U.  of  Iowa,  Lowell  Institute  Co- 
operative Broadcasting  Council,  U.  of 

Michigan,  U.  of  North  Carolina,  Purdue  U. 
and  U.  of  Wisconsin.  The  universities  of 

Wisconsin  and  Michigan  are  producing  two 
series  each. 

The  programs  follow  the  general  theme 

of  "The  American  in  the  Twentieth  Cen- 

tury" and  grants  mark  the  second  in  a  three- 
year  support  plan  by  the  ETRC  for  edu- 

cational radio.  The  winners  were  chosen 

from  recommendations  by  a  committee  of 
the  National  Assn.  of  Educational  Broad- 
casters. 

EDUCATION  SHORT 

Motorola  Inc.,  by  presenting  $500  contri- 
bution to  National  Assn.  of  Educational 

Broadcasters,  has  become  first  industrial 
associate  member  of  association. 

WHEN  THEY  SAY 

YOU'VE  COMMITTED 

LIBEL  —  SLANDER 

PIRACY  -  PLAGIARISM 

INVASION  OF  PRIVACY 

COPYRIGHT  VIOLATION 

Be  ready  with  our  unique 
INSURANCE 

Adequate  protection  against  embarrassing  loss 
at  amazingly  moderate  cost.  Write! 

AWARDS 

School  Bell  Awards  Presented 

To  Radio,  Tv  Networks,  KPIX  (TV) 

National  Education  Assn.'s  School  Bell 
awards  were  presented  to  three  tv,  two  radio 
networks  and  KPIX  (TV)  San  Francisco  at 

the  association's  96th  annual  convention 
June  30  in  Cleveland.  The  20  awards,  made 

annually  to  representatives  of  the  communi- 

cations media  "for  distinguished  service  in 

the  interpretation  of  education,"  also  went 
to  a  newspaper,  magazines  and  AP. 

Award  winning  networks: 

CBS-TV  for  "Class  of  '58"  in  the  20th 

Century  series  and  "Education  for  What?" 
in  The  Great  Challenge  series;  ABC-TV 
for  Report  Card,  1958.  NBC-TV  for  Chet 

Huntley's  NBC  News,  and  The  Contempo- 
rary Challenge  to  American  Education, 

Today  and  "Second  Rate  Citizen,"  in  the 
Loretta  Young  Show.  CBS  Radio  for  Radio 
Beat  and  Edward  R.  Murrow  With  the 

News;  NBC  Radio  for  Back  to  School  Week. 

KPIX  San  Francisco  received  a  special 
award  for  its  Education  Bay  Area,  produced 
in  cooperation  with  California  Teachers 
Assn.  in  1957. 

Voice  of  California  Contest 

Opened  by  Exposition  Officials 
The  second  annual  Voice  of  California 

competition  has  been  announced  by  the 

California  State  Fair  and  Exposition,  "to 
give  public  recognition  and  award  to  the 
most  outstanding  radio  and  television  staff 

announcers  in  the  state."  Judges,  from 
broadcasting,  advertising  and  education, 
will  select  the  best  tv  staff  announcer  and 

the  best  staff  announcer  from  a  metropoli- 
tan radio  station  and  from  a  non-metropoli- 
tan station  (an  audience  potential  of  fewer 

than  100,000  will  be  considered  non-metro- 
politan). From  these  three,  the  Voice  of 

California  will  be  chosen.  He  will  receive 

a  cash  award  of  $100,  plus  an  invitation  to 

participate  in  fair  broadcasts  for  the  week 

of  Aug.  27-Sept.  2,  for  which  he  will  be  paid 
$25  a  day  salary  plus  $12  a  day  living  ex- 

penses. Runners-up  will  receive  plaques  and 
$50  each. 

The  California  Fair  is  also  offering  gold 

medal  program  awards  to  tv  stations  and 

metropolitan  and  non-metropolitan  radio 
stations  for  the  best  program  of  the  year, 

single  or  series,  entertainment  or  public 
service.  Similar  awards  will  be  given  for 
the  best  news  or  feature  stories  in  Cali- 

fornia newspapers,  magazines  and  trade 

journals. Deadline  for  the  Voice  of  California 

entries  is  July  12;  for  program  awards  the 

deadline  is  July  28.  All  awards  will  be  pre- 
sented at  the  annual  State  Fair  Press-Radio- 

Television  banquet,  Aug.  30  in  Governor's 
Hall.  The  Fair  runs  from  Aug.  27  through 

Sept.  7. 

Ray-O-Vac  Picks  Award  Winners 

Ray-O-Vac  Co.  (batteries),  Madison, 
Wis.,  has  announced  its  Top  10  Award  to 
announcers  of  the  year.  The  presentation 
is  made  annually  to  the  three  announcers 

who  present  the  company's  commercials 
in  the  most  effective,  original  ways.  The 

winners:  Sam  'n'  Denzil,  WCHS  Charleston, 
W.  Va.;  Joe  Martin,  WOW  Omaha,  and 

How  long  since  you 
listened    to  radio? 

Most  people  answer*  in  minutes. 

WMT 
(That  CBS  radio  station  in  Eastern  Iowa  whose 
mail  address  is  Cedar  Rapids,  and  whose  nation- al representative  is  The  Katz  Agency.) 

immediately 

another  hit 

in  Washington,  D.  C. 

the  top  station  from 

noon  to  10  p.m.  Monday 

through  Friday  ...  without 

a  hint  of  loading  ratings  ...  is 

wmal-tv 

SHARE  OF  AUDIENCE 

noon  to  10  p.m. Monday-Friday 
wh«n  all  4 

stations  compete Sunday-Saturday 

WMAL-TV 

31.7% 28.9% 

Station  2 

29.3% 31.3% 

Station  3 

24.7% 
28.7% 

Station  4 

13.9% 11.1% 

ARB/April  8-14,  1958 
represented  by  H-R  Television,  Inc. 

EMPLOYERS  REINSURANCE 

CORPORATION 
21  W.  Tenth,  Kansas  City,  Mo. 

New  York,     Chicago,     San  Francisco, 
107  William      175  W.         100  Bush 
St.  Jackson  St. 
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TRADE  ASSNS. 

MEDICAL  GROUP  BACKS  NAB  RESTRICTIONS 

AWARDS  CONTINUED 

Eddie  Dunn,  KATR  Corpus  Christi,  Tex. 

They  receive  a  week's  expense-paid  vaca- 
tion in  either  Los  Angeles  or  New  York. 

Ray-O-Vac  also  awarded  testimonial  cer- 
tificates to  Don  James,  WDBO  Orlando, 

Fla.;  Lynn  Higbee,  KRMG  Tulsa,  Okla.; 
Jim  Dewart,  WERC  Erie,  Pa.;  Mel  Lynn, 
KARK  Little  Rock,  Ark.;  Phil  Sheridan, 

WFIL  Philadelphia;  George  Erwin,  KFJZ 
Ft.  Worth,  Tex.,  and  Bill  Jackson,  WPTF 

Raleigh,  N.  C. 

AWARDS  SHORTS 

WTTM  Trenton,  N.  J.,  presented  with  cita- 
tion from  National  Junior  Chamber  of 

Commerce  and  local  chapter  of  Trenton 

chamber  for,  "Faithfully  observing,  report- 
ing and  interpreting  the  acts  of  mankind 

toward  civic  and  social  advancement." 

WBZ-TV  Boston  has  received  first  prize  in 
Robert  E.  Sherwood  Tv  Awards  for  its 

year-long  "Let  Freedom  Ring"  campaign. 

WIP  Philadelphia  awarded  certificate  and 
silver  anvil  by  American  Public  Relations 

Assn.,  Philadelphia  chapter,  for  its  "Opera- 
tion Optimism"  campaign  to  combat  reces- 

sion. 

KSTP-TV  Minneapolis  received  "Special 
Award"  in  recognition  of  "ingenuity  and 
creativity  on  the  part  of  the  newsreel 

cameramen"  in  National  Press  Photogra- 
phers' 15th  annual  "News  Picture  of  the 

Year"  competition  and  won  "Tv  News 
Award"  for  "outstanding  public  service  in 
covering  the  news  of  the  community  for  tv 
and  for  consistent  excellence  in  the  field  of 

communications"  from  NPP. 

WJAG  Norfolk  and  KBRL  McCook,  both 

Nebraska,  received  first  Community  Serv- 
ice Awards  from  Knights  of  Ak-Sar-Ben  at 

Nebraska  Broadcasters  annual  convention 

in  Omaha.  Among  stations  receiving  Awards 
of  Merit  were  KOGA  Ogallala  and  WOW 
Omaha. 

RCA  Electronic  Tube  Div.,  Harrison,  N.  J., 

was  awarded  Governor's  Safety  Award  for 
maintaining  safe  working  conditions. 

Gilbert  Martyn,  director  of  news  and  special 
events,  KTLA  Los  Angeles,  honored  in 
resolution  passed  by  Los  Angeles  County 

Board  of  Supervisors  for  his  "courage  and 
determination"  in  his  fight  against  cancer 
following  "a  series  of  difficult  operations 

and  long  and  painful  recuperation." 

Tom  Freman,  KOAM-TV  Pittsburg,  Kan., 

and  Rod  Cupp,  KOFO  Ottawa,  Kan.,  re- 
ceived first  awards  for  outstanding  news 

coverage  by  individuals,  for  April  and  May, 
respectively,  from  Kansas  UPI  Broadcasters 
Assn. 

Dr.  Daniel  E.  Noble,  executive  v.p.  of 
Motorola  Inc.,  awarded  special  citation  by 
Indiana  Technical  College,  Fort  Wayne, 

Ind.,  for  contributions  to  industrial  develop- 
ment in  electronics  and  communications. 

The  medical  profession  is  opposed  to  ad- 
vertising of  self-medication  for  some  com- 

mon symptoms  but  it  highly  approves  the 

NAB  Television  Code  and  the  association's 
voluntary  screening  of  objectionable  com- 
mercials. 

At  its  San  Francisco  convention  in  late 

June,  the  American  Medical  Assn.  adopted 

a  resolution  pointing  out  that  self-medica- 
tion for  indigestion,  constipation  and  anemia 

may  postpone  the  diagnosis  of  serious 
disease.  Magazines  and  newspapers  were 
included  with  broadcast  media  in  the  reso- 

lution, which  referred  the  problem  to 
AMA's  board  of  trustees. 
An  advertising  report  from  the  AMA 

board  was  adopted.  It  recommended  that 
AMA  join  other  interested  groups  in  setting 

up  an  expanded  voluntary  program  coor- 
dinated by  the  National  Better  Business 

Bureau,  with  the  goal  described  as  elimina- 
tion of  objectionable  advertising  of  over- 

the-counter  medicines.  The  report  favored 

creation  of  a  physicians'  advisory  com- 
mittee, recommended  that  facilities  of  AMA 

and  other  agencies  be  made  available  in  the 

media  program  and  directed  AMA's  public 
relations  department  to  continue  its  liaison 
with  media. 

The  AMA  publicity  unit  had  held  a  secret 

media-advertiser-agency  conference  last  May 

19  at  which  the  problem  of  false  and  de- 
ceptive advertising  of  medical  products  was 

discussed  [Advertisers  &  Agencies,  May 
26]. 

AMA's  media  report  praised  the  NAB 

Voice  of  Democracy  Contest 
Enrolls  31  State  Associations 

Radio  and  tv  stations,  operating  through 
state  associations,  will  conduct  the  11th 

annual  Voice  of  Democracy  broadcast 

script-writing  contest  this  autumn.  The  con- 
test is  co-sponsored  by  NAB  and  Electronics 

Industries  Assn.  In  past  years  local  chapters 
of  the  U.  S.  Junior  Chamber  of  Commerce 

handled  the  competition  at  the  local  and 
state  levels  but  the  Jaycees  withdrew  last 
winter  after  internal  disagreement  with 
NAB  and  EIA. 

To  date,  31  state  broadcaster  associa- 
tions have  announced  plans  to  take  part  in 

the  contest,  which  carries  endorsement  of 
the  U.  S.  Office  of  Education  and  National 

Assn.  of  Secondary  School  Principals.  Over 

a  half-million  students  contributed  scripts 
last  year. 

NAB  pointed  out  the  VOD  contest  gives 

local  broadcasters  an  opportunity  to  en- 
hance their  reputation  for  community  serv- 

ice, focusing  attention  on  station  efforts  to 
stimulate  thinking  about  democracy  among 

voung  people.  The  contest  is  open  to  stu- 
dents in  the  10th,  11th  and  12th  grades. 

State  winners  are  awarded  all-expense  trips 
to  Washington  and  the  national  co-winners 
also  receive  scholarship  grants.  The  visit  of 
state  winners  will  be  held  next  February  in 

conjunction  with  the  Fourth  Annual  Con- 
ference of  State  Broadcasters  Associations 

Presidents,  sponsored  by  NAB. 

State   associations   already  participating 

Tv  Code  and  noted  the  activity  of  the  three 

tv  networks  in  keeping  off  the  air  adver- 
tisements that  are  inaccurate  or  in  bad 

taste.  The  report  said, 

"A  review  of  the  activities  of  the  (NAB) 

code  board  and  the  continuity  clearance  de- 

partments shows  that  although  the  broad- 
casting industry  is  often  singled  out  for 

criticism,  much  effort  is  put  forth  by  the 

industry  to  prevent  the  appearance  of  ob- 

jectionable advertising  on  radio  or  tele- 
vision. The  networks  turn  down  millions 

of  dollars  in  potential  revenue  by  volun- 

tarily refusing  to  accept  commercials  con- 
sidered to  be  inaccurate  or  objectionable. 

It  is  the  opinion  of  the  public  relations  de- 
partment that  the  industry  merits  com- 

mendation for  its  work  in  this  area." 
A  highly  critical  resolution  from  the 

New  York  State  Medical  Society,  accusing 

the  television  industry  of  selling  a  constantly 
increasing  amount  of  time  for  proprietary 

advertising,  was  withdrawn  at  San  Fran- 
cisco. It  charged  tv  with  misleading  the 

public  and  creating  a  dangerous  attitude  of 
mind  leading  to  loss  of  confidence  in  physi- 

cians through  "adroit  references  to  doctors 
or  your  doctor  with  the  implication  that 

doctors  use  the  nostrum  themselves  or  pre- 

scribe it  for  their  patients." The  NAB  Television  Board  last  month 

inserted  into  the  Tv  Code  a  flat  ban  against 
medical  commercials  using  actors  garbed 

as  physicians.  NAB  adopted  the  "white- 
coat"  prohibition  on  recommendation  of  its 
Tv  Code  Board,  [Advertisers  &  Agencies, 
June  23]. 

in  VOD  planning  are  Alabama,  Arizona, 
Colorado,  Connecticut,  Florida,  Illinois, 

Indiana,  Iowa,  Kansas,  Kentucky,  Louisi- 

ana, Maine,  Maryland-D.  C,  Massachu- 
setts, Missouri,  Nebraska,  New  Mexico, 

North  Carolina,  North  Dakota,  Ohio,  Okla- 

homa, Oregon,  Rhode  Island,  South  Da- 
kota, Texas,  Vermont,  Virginia,  Washing- 

ton, West  Virginia,  Wisconsin  and  Wyo- 

ming. 

Farm  Families  Listen  and  Buy 

More  Than  City  Folk,  RAB  Says 

How'ya  gonna  keep  'em  down  at  the 
farm  (and  out  of  the  market  place)  after 

they've  heard  radio?  So  asks  Radio  Adver- 
tising Bureau  in  its  latest  study  of  the  aural 

medium  compiled  by  the  Pulse  Inc.  RAB's 
16-page,  two-color  presentation,  "Radio 
Sells  Them  Down  at  the  Farm,"  indicates 
that  radio  is  as  vital  to  the  farmer's  every- 

day life  as  his  crops.  It's  his  trade  journal, 
RAB  contends,  his  "minute-by-minute 
source  of  profitable  information  for  every- 

day farm  operation." Statistically,  RAB  reports  that  more  than 
80%  of  farm  families  surveyed  (over  2,000 

in  a  12-state  area  representative  of  all  48) 

listen  to  radio  during  the  "average  week- 
day" and  during  the  week  they  listen  an 

average  of  26  hours  and  40  minutes.  In  an 

average  week,  the  report  goes  on,  "more 
than  95%  of  farm  families  listen  to  radio." 

The  farmer,  RAB  says,  depends  on  radio 

far  more  than  his  city  cousin.  "Weather 
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reports  .  .  .  mean  dollars  and  cents  to  him," 
as  do  the  market  and  agricultural  reports — 
both  fixtures  of  rural  radio  programming. 

Concludes  RAB:  "The  U.S.  farm  market 

must  be  reached  and  sold  by  every  adver- 
tiser because  farmers  are  experiencing 

higher  living  standards  than  ever  .  .  .  they're 
buying  more  than  city  dwellers  and  are 

even  spending  more  than  city  people  for 

some  products." 

Ad  Council  Committee  Heads 

Appointed  for  Coming  Year 

A  new  slate  of  committee  heads  for  the 

1958-59  year  was  announced  last  week  by 

The  Advertising  Council.  Included  are: 

Lee  H.  Bristol,  chairman  of  Bristol-Myers 

Co.,  chairman  of  the  AC  board's  executive 
committee  (he  also  is  vice  chairman  of  the 

council);  Leo  Burnett,  Leo  Burnett  Co.,  ap- 

pointed chairman  of  campaigns  review  com- 
mittee; Louis  N.  Brockway,  executive  vice 

president,  Young  &  Rubicam,  chairman  of 

the  planning  committee;  Edwin  W.  Ebel, 

advertising  vice  president,  General  Foods 

Corp.,  chairman  of  radio-tv  committee; 
Chester  J.  LaRoche,  C.  J.  LaRoche  &  Co., 
chairman  of  the  American  Round  Table 

committee,  and  Felix  W.  Coste,  Coca-Cola 
advertising  vice  president,  appointed  head 
of  the  facilities  expansion  committee. 

Hollywood  Admen  Name  Brembeck 

Officers  of  the  Hollywood  Ad  Club  for 
1958-59  were  installed  last  Monday  (June 

30)  by  Charles  W.  Collier,  executive  vice 

president,  Advertising  Assn.  of  the  West. 
The  new  officers  are  Jack  F.  Brembeck, 

promotion-publicity  director,  KABC-TV 
Los  Angeles,  president;  Felix  Adams,  vice 
president,  KLAC  Los  Angeles,  first  vice 

president;  Ed  Cashman,  radio-tv  vice  presi- 
dent, Foote,  Cone  &  Belding,  Hollywood, 

second  vice  president;  Jan  Victor,  manu- 
facturers representative  for  radio-tv,  sec- 

retary; Cliff  Gill,  vice  president,  KBIG 
Santa  Catalina,  Calif.,  treasurer,  and  Bruce 
Robertson,  senior  editor,  Broadcasting, 

Hollywood,  public  relations  vice  president. 

TASO  Shifts  to  Ames,  Iowa 

Television  Allocations  Study  Organiza- 
tion moves  its  headquarters  from  Washing- 

ton to  Ames,  Iowa,  the  end  of  August.  Dr. 
George  Town,  executive  director  of  TASO, 
has  accepted  a  teaching  schedule  at  Iowa 

State  for  the  school  year  beginning  in  Sep- 
tember. He  is  a  professor  of  electrical  engi- 
neering there.  Final  TASO  panel  reports  are 

due  in  August,  and  after  analysis  and  colla- 
tion by  the  engineering  research  team  of  U. 

of  Texas,  the  final  report  is  scheduled  to  be 
submitted  to  the  FCC  late  this  year. 

Toilet  Goods  Election  Held 

New  officers  of  the  Toilet  Goods  Assn., 

elected  at  the  23rd  annual  meeting  at  Poland 
Spring,  Me.,  include  Arthur  E.  Johnston, 

Colgate-Palmolive  Co.  vice  president,  TGA 
president;  Oscar  Kolin,  Helena  Rubinstein 
Inc.  vice  president,  TGA  vice  president,  and 

the  following  re-elected  vice  presidents:  Jean 

Despres,  Coty  Inc.;  J.  I.  Poses,  D'Orsay Sales,  and  Robert  E.  Schwartz,  Wildroot 
Co. 

Five-Year  Sales  Program 

Planned  by  Newspaper  Group 

The  Bureau  of  Advertising  of  the  Ameri- 

can Newspaper  Publishers  Assn.  is  start- 

ing a  "new  selling  program"  over  the  next 
five  years  to  bring  "the  full  force  of  news- 

papers' selling  attack  to  the  people  who 
make  the  media  decisions." 

The  bureau's  long-range  campaign  was 
disclosed  last  week  by  Charles  T.  Lipscomb 

Jr.,  bureau  president,  before  the  summer 

meeting  of  the  Newspaper  Advertising  Ex- 
ecutives Assn.  in  Colorado  Springs,  Colo. 

Though  no  direct  mention  of  radio  or  tele- 

vision was  made  in  Mr.  Lipscomb's  talk, 
the  bureau  in  the  past  has  expressed  con- 

cern over  the  inroads  of  tv  particularly 

on  newspaper  advertising.  Indirectly,  Mr. 

Lipscomb  covered  radio-tv  at  one  point 
when  he  revealed  the  bureau  will  conduct 
research  into  how  the  various  media  are 

regarded  and  how  they  are  bought  by  ad- 
vertisers and  agencies. 

The  selling  program,  Mr.  Lipscomb  re- 
ported, will  consist  of  four  areas:  research, 

conventions,  promotions  and  agency  and 
advertiser  solicitations.  He  said  that  in  each 

of  these  areas  the  bureau  has  adopted  "new 
policies  and  new  strategies  and  projected 

them  over  the  course  of  the  next  five  years." 

BBC  Man  to  Bcstg.  Foundation 

Basil  Thornton,  advertising  director,  Brit- 
ish Broadcasting  Corp.  publications,  has 

been  named  executive  director  of  the  Broad- 

casting Foundation  of  America.  The  an- 
nouncement was  made  last  Monday  (June 

30)  by  Robert  Redfield,  the  foundation's board  chairman. 

Mr.  Thornton,  who  received  the  Order 
of  the  British  Empire  for  his  services  as 

BBC's  North  American  representative  1951- 
56,  assumes  his  duties  upon  arrival  in 

America  today  (July  7).  From  1956  until 
his  new  appointment  Mr.  Thornton  directed 
advertising  for  such  BBC  publications  as 
Radio  Times,  The  Listener  and  School 
Broadcasting  Material. 

BFA  was  formed  with  grants  from  the 

Rockefeller,  Ford,  Creole  and  other  founda- 
tions, to  facilitate  an  international  exchange 

of  cultural  programs. 

N.  Y.  Gagmen  Meet  to  Swap  Ideas 

A  Humor  Trading  Post  has  been  formed 

by  tv  audience-warm  up  team  Barney 
Martin  and  Artie  Roberts  to  exchange 

comedy  routines  with  comedians  and  writ- 
ers. The  gag  swap  idea  evolved  from  an 

exchange  of  routines  between  Mr.  Roberts 

and  his  former  colleagues  Olsen  &  John- 
son. Messrs.  Martin  and  Roberts,  who  for 

the  past  six  months  have  warmed  up 

audiences  prior  to  such  shows  as  Jan  Mur- 

ray's Treasure  Hunt  and  Steve  Allen  Show, 
meet  each  Thursday  night  between  7  and 

10  p.m.  at  Rosoff's  Restaurant,  147  W.  43d 
St.,  New  York. 
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...  a  fully  transistorized,  battery- 
operated,  portable  tape  recorder 
of  network  recording  quality. 

AMAZING  OPERATING  EFFICIENCY  . .  . 

No  other  recorder  can  do  the  job  of 
Minitape.  Where  you  go,  Minitape 

goes,  with  its  own  power  and  pre- 
cision recording  unit  in  one  compact 

aluminum  case.  Minitape  weighs  only 

13  pounds  and  equals  the  finest 
AC-operated  units  in  recording  quality. 

•  Automatic  volume  control  by  transistor 
amplifiers  holds  constant  full  recording 
level  from  lip  distance  to  10  ft. 

•  Flat  frequency  response  to  10,000  cycles at  7V2  ips. 

•  2  hours  continuous  recording  on  one 
charge,  tifetime  nickel  cadmium  battery. 

Write  for  prices  and  specifications 
♦trademark  registered 

921  N.  Highland  Avenue 

Cable  Address:  STANH0FF 
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NOW!  FROM  WHBF-TV 
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NEW  1000  FT. 

TOWER 

BIG  100  KW 

POWER 

0 

EXPANDED  REGIONAL  • 

COVERAGE 
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PROGRAMS  &  PROMOTIONS 

Doctors  Perform  Heart 

Surgery  on  KPIX  (TV) 

KPIX  (TV)  San  Francisco,  in  a  105- 
minute  live  telecast  of  open  heart  surgery 

performed  by  Stanford  Hospital  doctors  on 

an  eight-year-old  boy,  received  the  attention 
of  an  estimated  1,253,000  viewers  June  23. 

The  highest  rating  in  local  television  history 
for  the  10  to  11:30  p.m.  time  segment  was 

reported  by  the  American  Research  Bureau 

which  gave  it  a  38.6. 
Viewers  took  a  personal  interest  in  the 

condition  of  Tommy  Hunter  as  the  opera- 

tion progressed  successfully.  Telephone  in- 
quiries to  the  station  numbered  1,000  calls 

an  hour  and  700  more  calls  were  turned 

away  within  three  hours  after  the  operation. 

A  special  automatic  phone  "bulletin  service" 
was  used  with  incoming  lines  increased 
from  two  to  six,  After  two  days  the 
estimated  total  of  calls  numbered  98,000. 
Letters  addressed  to  Tommy  approached 
the  1,000  mark,  the  station  reports. 

The  television  milestone  was  carried  with 

front  page  banner  headlines  and  pictures 
in  all  Bay  Area  newspapers  the  following 
day.  Critics  gave  unqualified  congratulations 
to  KPIX  for  its  public  service  to  enlighten 

the  public  on  Open  Heart  Surgery.  The 
station  also  reports  numerous  requests  for 

kinescopes  from  other  stations  and  from 

private  parties  asking  for  a  re-showing  in 
the  near  future. 

'Clubbers'  May  Order  Painting 

Listeners  to  Don  McNeill's  Breakfast 
Club  on  ABC  Radio  are  being  offered 

reproductions  of  artist  Ben  Stahl's  painting, 
"Moment  of  Silent  Prayer,"  symbolizing 
that  feature  of  the  early-morning  show. 
Copies  suitable  for  framing  will  be  mailed 
out  in  mid-August  to  listeners  who  request 
them  at  the  price  of  $1.  The  reproduction 
is  printed  on  fine  paper  and  measures  10 
by  20V2  inches.  All  proceeds  received  over 
the  actual  cost  of  printing  will  be  earmarked 

for  a  special  charity  project  which  Mr.  Mc- 
Neill will  select  at  a  later  date.  The  painting 

was  unveiled  on  the  Breakfast  Club's  25th 
anniversary  broadcast  June  23. 

WFAA-TV  Finds  Too  Many  Types 

WFAA-TV  Dallas  offered  to  help  Warner 
Bros,  find  a  true  Texan  type  to  star  in  a 
film  series  and  after  a  date  for  camera  tests 

was  announced  534  tall  Texans  applied  for 
the  role.  Judges  narrowed  the  field  to  those 
qualified  on  the  basis  of  looks,  height, 
strength,  riding  and  shooting  ability.  Those 
selected  were  referred  to  Warner  Bros, 
talent  scouts  who  will  later  make  the  final 
selection. 

KTRK-TV  Asks  'How  Many  Fish?' 
KTRK-TV  Houston,  Tex.,  tallied  more 

than  than  5,000  entries  in  a  two-week  con- 

test for  viewers  of  KiTiRiK's  Party  (Mon- 
Fri.,  3-4  p.m.).  Viewers  were  to  guess  how 
many  fish  were  in  an  aquarium  tank  which 
was  shown  each  day  of  the  contest  on  this 

children's  show.  The  winner  was  awarded 
an  all-expense  paid  vacation  for  one  week 
at  Bar-K  Ranch  in  Texas. 

OPERATING  surgeon  Dr.  Frank  Gerbode 
(at  microphone)  addressed  viewers  of  KPIX 
(TV)  San  Francisco  following  completion 

of  open  heart  surgery  performed  on  eight- 
year-old  Tommy  Hunter  during  a  live  tele- 

cast June  23. 

WTVN-TV  Viewers  'Pick-a-Six' 
WTVN-TV  Columbus,  Ohio,  drew  14,500 

entries  in  the  first  two  weeks  of  its  channel- 

number  game,  "Pick-a-Six."  Players  have 
a  chance  to  win  prizes  ranging  from  luggage 

to  power  mowers  by  picking  the  numbers 

from  one  to  six  and  sending  them  on  sepa- 
rate post  cards  to  the  station.  The  program 

host  draws  one  of  the  same  numbers  from 

a  fish  bowl  and  selects  a  like-numbered 
card.  The  player  is  called  and  wins  by 

selecting  a  "six"  on  the  prize  board  and  by 
answering  to  a  simple  question. 

CJMS  Plays  Newest  Paris  Songs 

French  speaking  listeners  to  CJMS  Mont- 
real, Que.,  will  soon  be  able  to  whistle  and 

hum  the  latest  Paris  tunes  through  arrange- 
ments now  completed  between  the  station 

and  five  major  record  and  publishing  com- 
panies in  Paris.  Recordings  are  being  shipped 

air  express  each  week  to  insure  listeners  of 

a  first-time  hearing  since  record  store  sup- 
plies arrive  several  weeks  later. 

WBBM  Features  New  Music  Series 

Intimate  interviews  and  performances  by 

some  of  the  world's  leading  musicians  form 
the  core  of  a  new  series,  A  Summer  Night 

at  Ravinia  with  Rudolph  Ganz,  pro- 
grammed by  WBBM  Chicago.  Tailored  as 

a  seven-week  public  affairs  project,  the 

series  is  sponsored  by  Catherine  Clark's 
Brownberry  Ovens  as  an  experiment  in 

local  radio  programming,  through  Rut- 
ledge  &  Lilienfeld,  Chicago  agency. 

Dr.  Ganz,  internationally  known  com- 
poser-conductor and  president  emeritus  of 

Chicago  Musical  College  at  Roosevelt  U., 
serves  each  week  as  host,  interviewer  and 
conversationalist  with  featured  guest  artists. 

Interviews  are  recorded  during  rehearsals 
at  Ravinia  Festival  in  Chicago. 

WTRF-TV  Tells  Regional  Story 

"The  Upper  Ohio  Valley"  is  the  title 
of  a  new  booklet  compiled  by  WTRF-TV 

Wheeling,  W.  Va.,  to  demonstrate  the  ad- 
vantages available  to  advertisers  in  this 

major  market  area.  The  brochure,  bound  in 
a  thick,  beige  cover,  contains  72  pages  with 

177  photograph,  five  maps,  special  artwork 
and  more  than  3,000  words  describing  the 
cities,  economics  and  industry  of  the  region, 

as  well  as  illustrating  the  services  of  the  sta- 
tion. 

Coloradoans  'Scream'  for  KOSI 
More  than  1,000  Colorado  citizens  availed 

themselves  of  the  opportunity  to  "let  off 
steam"  when  KOSI  Denver  and  a  local 

theatre  offered  a  three-day  "Scream"  con- 
test to  promote  the  motion  picture  "Horror 

of  Dracula." 
KOSI  metered  and  recorded  calls  fom  5 

to  6  p.m.  Five  persons  were  awarded  free 

passes  to  the  movie  each  night.  Long  dis- 
tance calls  were  received  from  other  cities 

in  the  state  but  a  local  woman  won  the 

$25  cash  as  grand  prize  "screamer." 

WHK  D.J.  Jumps  for  His  Public 

In  an  attempt  "to  keep  his  name  before 
the  public,"  Cleveland  d.j.  Pete  (Mad 
Daddy)  Myers,  30,  parachuted  2,100  feet 
into  Lake  Erie  after  he  realized  that  because 

of  contractual  agreements  he  is  banned 
from  broadcasts  for  90  days.  Mr.  Myers 
recently  left  WJW  to  join  WHK,  both 
Cleveland.  The  presently  idle  d.j.  apparently 

achieved  his  purpose  as  his  feat  was  featured 

by  Cleveland  newspapers,  national  news 
wires,  WHK  and  WEWS  (TV). 

KMPC  Booklet  Explains  Baseball 

To  help  women  listeners  enjoy  the  play- 

by-play  broadcasts  of  the  Los  Angeles 
Dodgers  games  on  KMPC  Los  Angeles,  the 

station  has  published  a  32-page  booklet  "A 
Housewife's  Guide  to  Baseball."  The  book- 

let explains  the  national  pastime  amusingly 

succinctly  and  so  accurately  that  it  can  be 
used  to  settle  many  masculine  disputes  over 

fine  points  as  well  as  to  inform  the  distaff 
side  of  the  family. 

Daisies  'Tell'  for  WCKY  Drive 

WCKY  Cincinnati,  Ohio,  in  June  con- 
ducted a  three-week  promotion  to  announce 

its  "Pleasure  Programming  for  Pleasure 

Listening."  Spot  announcements  and  all  ex- 

ploitation were  based  on  a  "fresh  as  a  daisy" 
theme.  Girls  in  costumes  shaped  like  micro- 

phones distributed  five-pound  boxes  of 

candy  to  agencies,  newspapers  and  adver- 
tisers. "Daisy  Girls"  on  downtown  streets 

handed  WCKY  daisies  to  shoppers.  News- 

paper ads,  bumper  strips,  banners  and 

personal  appearances  by  station  personali- 
ties were  other  campaign  features.  During 

the  campaign's  final  week,  WCKY  dis- 
tributed daisy  tags  for  lucky  number 

contests  and  "Pleasure  Cards"  redeemable 
for  drinks  and  lunches  at  designated  restau- 
rants. 
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"OPERATION  HOPSCOTCH"  gets  un- 
derway at  the  Dallas  Airport  June  29 

as  Gordon  McLendon,  owner  of  the 

Texas  Triangle  Stations,  shakes  hands 
with  the  pilots  of  a  Cessna  172  now 

attempting  to  set  a  new  world's  record 
for  non-stop  endurance  flying.  As  a 
special  promotion  for  the  Texas  Tri- 

angle Stations— KLIF  Dallas,  KTSA 
San  Antonio  and  KEEW  Shreveport, 

La. — the  plane  plans  to  stay  up  at 
least  1,200  consecutive  hours  over 

the  Triangle  cities,  restocking  fuel  and 
food  with  a  grappling  hook.  The 
pilots,  Skip  Fletcher  (1)  and  Lee 
Arthur,  broadcast  daily  accounts  to 
the  stations.  Each  outlet  is  offering  a 
European  vacation  for  two  and  $  1 ,000 
cash  for  the  closest  guesses  of  actual 
flight  time. 

KRON-TV  Reports  Show  Ratings 

With  its  latest  program  schedule,  cover- 
ing the  June  15-July  15  period,  KRON-TV 

San  Francisco  starts  reporting  ratings  of 
American  Research  Bureau,  Nielsen  and 

Pulse  for  each  of  its  programs.  Comment- 
ing on  the  innovation,  Norman  Kouvau, 

KRON-TV  sales  manager,  said:  "We  hope 
that  this  will  simplify  some  of  the  paper 
work  that  goes  into  making  up  a  schedule 
and  help  give  a  clearer  picture  of  what  goes 

on  "ratingswise"  in  San  Francisco  television. 
This  will  be  a  regular  monthly  service  to 

advertising  agencies  and  clients." 

ALL   INQUIRIES  CONFIDENTIAL 

CKVL  Puts  Tagged  Fish  in  Lake 

Coincident  with  its  power  increase  from 
10  kw  to  50  kw,  CKVL  Verdun,  Que., 
suburb  of  Montreal,  has  arranged  with  the 

Quebec  provincial  department  of  fisheries 
to  dump  thousands  of  tagged  fish  into  the 
lakes  and  streams  of  the  province.  Fisher- 

men catching  the  fish  have  a  chance  of  re- 
ceiving an  award  ranging  from  85  cents 

to  $850.  The  awards  have  been  wrapped  in 

multiples  of  CKVL's  frequency  of  850  kc. 
One  fish  is  worth  $850,  twelve  worth  $85, 
several  hundred  worth  $8.50  and  several 
thousand  worth  85  cents. 

CKVL  is  using  airplanes  trailing  banners 

over  the  station's  coverage  area,  cards  on 
300  city  buses  and  100  inter-city  buses, 
over  100  three-color  billboards  and  a  tele- 

phone barrage  in  the  Montreal  area  to  pro- 
mote its  power  increase. 

Restaurants  Unite  on  WOW  Spots 

The  27-member  Omaha  Restaurant  Assn. 

has  launched  a  year-long  "eat  out"  spot 
campaign  on  WOW  Omaha.  Each  partici- 

pating restaurant  will  be  promoted  50  times 
during  the  year  in  spot  announcements  plus 
the  added  feature  of  half-hour  remotes  at 
each  restaurant  by  a  WOW  personality.  In 

October,  $1,500  will  be  awarded  by  the  as- 
sociation in  contest  prizes.  Theme  of  the 

ORA  promotion:  "Enjoy  life  more  by  eating 

out." 

WCHS  Mystery  Woman  Found 

WCHS  Charleston,  W.  Va.,  drew  public 

attention  to  its  Mrs.  Filbert's  mayonnaise 
account  with  a  two-day  downtown  hunt  for 

a  woman  posing  as  "Mrs.  Filbert."  Clues 
to  her  identity  were  given  in  spot  an- 

nouncements. In  order  to  win,  the  guesser 

had  to  address  the  mystery  lady  with,  "You 
are  Mrs.  Filbert  who  makes  wonderful 

mayonnaise!"  She  was  tagged  at  noon  the 
second  day  by  a  St.  Albans,  W.  Va.,  woman, 
who  won  a  $25  savings  bond. 

WISR  Opens  'Men  Only'  Contest 
WISR  Butler,  Pa.,  is  appealing  to  the 

men  in  the  area  to  enter  its  "Man  in  the 
Overcoat"  contest  this  month.  Two  awards 
of  $25  each  are  being  offered  male  listeners 
who  send  the  station  their  neck,  chest  and 
waist  measurements  which  must  match  those 

of  two  out-of-town  men  whose  measure- 
ments are  now  sealed  in  an  envelope  and 

locked  in  the  vault  of  the  Butler  Savings 
and  Trust  Co.  The  cash  prizes  will  go  to 

winners  in  two  age  categories — 15  to  40 
and  over  40. 

CHUM  Offers  Dollars  for  Watts 

To  mark  the  start  of  its  increase  in  power 
from  2.5  kw  to  5  kw  on  June  23,  CHUM 

Toronto,  Ont.,  gave  listeners  a  chance  to 

win  $5,000  from  June  23-27  if  they  could 
open  a  safe  in  a  store  window.  Clues  to  the 

safe's  combination  were  broadcast  at  var- 
ious times  of  the  day  every  day  for  the 

week.  The  safe  was  installed  in  a  large 
retail  clothing  store  with  a  guard  on  duty 
day  and  night.  The  first  person  to  open  the 
safe  collected  the  $5,000. 

WGR-TV  now  leads  all  Buffalo  stations  with 
the  largest  share  of  the  viewing  audience 
from  sign-on  to  sign-off  seven  days  a  week. 
Source:  ARB.  ABC  Affiliate.  Call  Peters, 
Griffin,  Woodward  for  availabilities. 

WGR-TV ABC  CHANNEL  2 

llfj  SYMBOL  OF  SERVICE 
H  A  TRANSCONTINENT  STATION 

•I          WR0C-TV,  Rochester  •   WCR  Radio.  WGR-TV, 
W  Buffalo  •  WSVA  Radio,  WSVA-TV.  Harrisonburg 

1  A 

the  highest  rated 

m  fl  a 

station  in 

VIRGINIA'S 

biggest  television 

market . . . 

MORE  TV  HOMES! 

MORE  PEOPLE! 
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PROGRAMS  &  PROMOTIONS  continued 

CROUCHING  above  this  corner  of  Wilshire  Blvd.  and  Western  Ave.  in  Los  Angeles 

is  a  54-foot,  green-eyed,  bright  blue  cat  wearing  a  pink  nightcap.  The  billboard 

cat  informs  passersby  of  nightly  "Big  Hit  Movies"  on  KNXT  (TV)  Los  Angeles. 
Movie  titles  are  shown  on  the  cat's  body  by  8  a.m.  each  day. 

WABC  Revamps  Music  Shows 

WABC  New  York  introducing,  a  different 

musical  concept  into  programming  last  week 

on  its  various  recorded  music  shows,  de- 

signed to  please  all  age  groups.  Music  en- 
compasses top  tunes,  all-time  favorites,  top 

show  tunes  and  new  songs.  New  jingles  are 

used  to  identify  the  station's  personalities 
and  special  sound  effects  are  utilized  for 

news  and  weather  programs  and  station 
breaks. 

WTTM  Sends  Program  to  Malta 

WTTM  Trenton,  N.J.,  has  announced  an 

exchange  of  programs  between  Trenton  and 

Malta  as  arranged  by  Michael  Fond©,  the 

only  Maltese  in  Trenton,  the  station  reports. 

The  WTTM  broadcast  will  feature  a 

concert  by  the  Trenton  Symphony  Orches- 
tra, remarks  by  orchestra  president,  Joseph 

D'Annunzio,  and  Trenton's  mayor,  Donald 
J.  Connolly,  and  special  greetings  from  New 

Jersey  Gov.  Robert  B.  Meyner. 

KBTV  (TV)  Offers  New  House 

KBTV  (TV)  Denver  began  a  local  bowl- 
ing show  June  1 6  which  offers  as  top  compe- 

tition prize  an  $18,000  house.  The  broad- 
casts of  Bowl  for  a  Home  (Mon.,  7:30-8:30 

p.m.)  originate  each  week  from  a  different 

Denver  bowling  alley  with  host-sportscaster 
Fred  Lee. 

A  perfect-tgame  bowler  gets  house  from 
the  sponsor,  "Broadway  Estates.  Keglers 

scdring  other~high  marks  can  win  an  auto- 
mobile, color  rtv  set,  Vespa  motor  scooter 

and  electric  razors. 

'  ..-     "  .' ..  ;'  ">:,  £• 

KSTP-TV  Nets  'Large  Catch' 
KSTP-TV  St.  Paul-Minneapolis  sports 

show  announcer  iDick  Nesbitt  received  34,- 

762  entries  in  his  two-week  "Fish  in  a 

Barrel"  contest.  Mr.  Nesbitt's  sports  show 
viewers  were  to  guess  the  number  of  fish  in 
a.  barrel  In  order  to  win  merchandise  prizes 
worth  $3,00,0.  Grand  prize  winner  was  a  St. 

Paul  man '  who  Was  presented  a  Kayot 
pontoon  boat  and  a  TO-h.p.  Scott-Atwater 
motor.  •  .  ...  .-.  . ... 

NAM  to  Use  Film  Series  Backlog 

For  New  'Industry  on  Parade' 
After  almost  eight  continuous  years  on  the 

air,  National  Assn.  of  Manufacturers'  In- 
dustry on  Parade  series — offered  as  a  gratis 

public  service  program  to  a  current  lineup 
of  276  tv  stations — has  switched  its  format. 

Gone  is  the  traditional  quarter-hour  film 
program  consisting  of  four  separate  and 
unrelated  news  stories  dealing  with  various 

aspects  of  U.  S.  industry.  Instead,  the  IOP 

series  now  has  gone  "documentary,"  using 
the  heavy  backlog  of  film  built  up  over  the 
years  to  concentrate  on  one  specific  topic. 
NAM  executive  vice  president  Charles  R. 

Sligh  calls  it  "an  integrated,  interpretive 

story  of  one  broad  phase  of  industry's 
contribution  to  the  American  way  of  life." 

Reasons  for  the  format  change  were  last 

week  described  as  two-fold  by  G.  W. 

(Johnnie)  Johnstone,  radio-tv  director  of 
NAM.  "Not  only  did  we  feel  that  by  this 
time  stations  were  taking  IOP  for  granted, 

thus  calling  for  a  new  'depth'  approach;  we 

also  had  some  budget  problems  to  consider." 
He  declined  to  detail,  but  it  was  learned  that 

last  fall  NAM,  effective  Jan.  1,  1958,  or- 

dered a  25%  budget  slash  in  public  rela- 
tions allocations;  thus,  IOP  costs  had  to  be 

brought  down  from  $250,000  to  $205,000. 

By  using  stock  footage  garnered  over 
eight  years  of  consistent  filming,  NAM  is 

able  to  give  so-called  "outdated  film"  a  new 
lease  on  life,  make  its  radio-tv-film  budget 
go  twice  as  far.  The  series,  which  originally 
went  on  the  air  in  mid-October  1950  on 
44  stations,  is  given  to  single  stations  in 

given  markets  on  an  "exclusive"  basis  if  the 
station  management  guarantees  one  playing 
a  week;  films  are  bicycled  from  market  to 
market,  but  are  restricted  under  NAM  con- 

tract stipulations  to  five  exposures  only. 
After  that,  they  are  returned  to  NAM  which 
then  makes  them  available — through  13 
regional  offices — to  USIA,  schools,  colleges 
and  other  groups  and  organizations  request- 

ing their  ̂ use,0  through  ,  USI A,  Industry  on 
Parade  is  seen _.  on  tv  in  at  least  20  foreign 

countries,  and'  gets  further  exposures  in  film 
.houses  abroad  through  USIA's  motion  pic- 

ture'.branch.      -  :  . 

r  The- -series,  is  produced  by  Arthur  Lodge 
Productions  Inc.,  New  York  (after  having 

originally,  been  produced,  1950-53,  by  NBC 
News, under  supervision  of  Arthur  J.  Lodge 

Jr^,vand  ;  is- processed  by  Precision  Film 
Labs,  New  York.  Creative  staff  at  NAM  in- 

cludes Mr:  Johnstone  (IOP  executive  pro- 
ducer) and  Roger  A.  Young  Jr.  NAM  tv 

producer.  Script  writer  is  Arthur  Holch. 

Network  Booklet  Tells  Advances 

ABC-TV  is  mailing  a  printed  version  of 

its  "Value  Network"  presentation  to  adver- 
tisers and  agencies.  The  presentation  was 

first  unveiled  in  New  York  earlier  in  the 

year  [Networks,  March  31].  The  presenta- 
tion statistically  points  up  that  the  network 

reaches  the  heavier-buying  younger  and 

larger  families,  and  emphasizes  ABC-TV 
advances  in  coverage,  programming,  audi- 

ence delivery  and  economy  for  the  adver- 
tiser.   
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FOR  THE  RECORD 

Station  Authorizations,  Applications 
As  Compiled  by  BROADCASTING 

June  26  through  July  2 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 
DA — directional  antenna,  cp— construction  per-  night.  LS  —  local  sunset,  mod.  —  modification, 

mit  ERP — effective  radiated  power,  vhf — very  trans. — transmitter,  unl. — unlimited  hours,  kc— 
high  frequency,  uhf — ultra  high  frequency,  ant.  kilocycles.  SCA — subsidiary  communications  au- 
— antenna,  aur. — aural,  vis.-^visual.  kw — kilo-  thorization.  SSA — special  service  authorization, 
watts,   w — watt,   mc — megacycles.   D — day.  N —      STA — special  temporary  authorization.  * — educ. 

New  Tv  Stations 

APPLICATIONS 

Bakersfield,  Calif. — King-Hobbs  Bcstrs.,  ch.  17 
(488-494  mc);  ERP  230.37  kw  visual,  124.46  kw 
aural;  ant.  height  above  average  terrain  611  ft., 
above  ground  504.4  ft.  Estimated  construction 
cost  $821,522,  first  year  operating  cost  $300,000, 
revenue  $320,000.  P.  O.  address  2300  S.  Union 
Ave.,  Bakersfield.  Studio  location  Bakersfield. 
Trans,  location  N.  of  Oildale,  adjacent  to  Woody 
Rd.  Geographic  coordinates  119°  00'  43"  N.  Lat., 
35°  27'  46.9"  W.  Long.  Trans.,  ant.  RCA.  Legal 
counsel  Harry  Daly,  Wash.,  D.  C.  Consulting 
engineer  John  Mullaney,  Wash.,  D.  C.  Equal 
partners  George  King  Jr.  and  Lloyd  Hobbs  are 
motel-owners.  Announced  June  27. 
Presque  Isle,  Me.— WLBZ  Tv  Inc.,  ch.  10  (192- 

198  mc);  ERP  15.55  kw  visual,  7.772  kw  aural; 
ant.  height  above  average  terrain  391  ft.,  above 
ground  96.7  ft.  Estimated  construction  cost  $31,- 
300,  first  year  operating  cost  $55,000,  revenue  $70,- 
000.  P.  O.  address  157  High  St.,  Portland,  Me. 
Studio-trans,  location,  Presque  Isle.  Geographic 
coordinates  46°  43'  36"  N,  Lat.,  67°  55'  45"  W. 
Long.  Trans.,  ant.  RCA.  Legal  counsel  Smith 
&  Hennessey,  Wash.,  D.  C.  Consulting  engineer 
Page,  Creutz,  Steel  &  Waldschmitt  Inc.,  Wash., 
D.  C.  Main  Bcstg  Co.,  (licensee  of  WLBZ  Bangor) 
owns  98%  of  applicant.  Mrs.  Adeline  Rines,  who 
owns  96%  of  Maine  Bcstg.,  also  owns  98%  of 
WROD  Augusta  and  WCHS-AM-TV  Portland, 
both  Maine.  Announced  June  26. 

Existing  Tv  Stations 
ACTIONS  BY  FCC 

WOWL-TV  Florence,  Ala.— Granted  application 
for  private  tv  intercity  relay  system  for  off-the- 
air  pickup  of  programs  of  WSM-TV  (ch.  4), 
Nashville,  Tenn.  Chairman  Doerfer  absent.  An- nounced June  27.  . 
WCCO-TV  Minneapolis,  Minn. — Granted  waiver 

of  Sect.  3.652  of  rules  to  permit  WCCO-TV  to 
identify  itself  as  St.  Paul  as  well  as  Minneapolis. 
Chairman  Doerfer  absent.  Announced  June  27. 

New  Am  Stations 

ACTIONS  BY  FCC 
King  City,  Calif.— Somoco  Bcstg.  Co. — Granted 

1570  kc,  250  w  D.  P.  O.  address  10814  Encino  Ave., 
Granada  Hills,  Calif.  Estimated  construction  cost 
$8,790,  first  year  operating  cost  $15,600,  revenue 
$24,000.  Equal  partners  are  James  H.  Rose  and 
Howard  E.  Slagle,  applicants  for  am  in  Hollister, 
Calif.  Mr.  Rose  is  electronics  engineer  and  Mr. 
Slagle  former  Federal  employe.  Announced 
June  27. 

Carrollton,   Mo. — Homeland   Enterprises   Inc. — 
Granted  1430  kc,  500  w,  D.  P.  O.  address  215  S. 
Main  St.,  Carrollton.  Estimated  construction  cost 
$25,395,  first  year  operating  cost  $25,000,  revenue 
$30,000.  R.  Hamilton  Staton,  hospital  owner,  is 
99%  owner.  Announced  June  27. 

Missoula,  Mont. — Missoula  Bcstrs. — Granted  910 
kc,  1  kw  D.  P.  O.  address  Box  485,  Pasco,  Wash. 
Estimated  construction  cost  $17,500,  first  year 
operating    cost    $48,000,    revenue    $60,000.  Equal 

partners  are  Gerald  Colkitt,  Wallace  K.  Reid, 
H.  B.  Murphy  and  Harold  C.  Singleton.  Mr.  Col- 

kitt owns  16.6%  KORD  Pasco,  Mr.  Reid  33.3% 
KORD,  Mr.  Murphy  33.3%  KORD  and  Mr. 
Singleton  100%  KUTY  Palmdale,  Calif.,  51% 
KUIK  Hillsboro,  50%  KYNG  Coos  Bay,  both 
Oregon,  49%  KITN  Olympia,  16.6%  KORD  and 
14%  KITI  Chehalis,  all  Washington.  Announced June  27. 

APPLICATIONS 

Washington,  Iowa — Wash.  County  Bcstg.  Co., 
1380  kc,  500  w  D.  P.  O.  address  298  Arcade  Bldg., 
St.  Louis,  Mo.  Estimated  construction  cost  $12,- 
606,  first  year  operating  cost  $36,000,  revenue 
$48,000.  Samuel  Burk  (50%  of  KIRX  Kirksville 
and  KTTN  Trenton,  both  Missouri)  and  Ralph 
Ritzer  (one-third  of  KGRN  Grinnell,  Iowa)  are 
equal  partners.  Announced  June  27. 
Grayson,  Ky. — Carter  County  Bcstg.  Co.,  1010 

kc,  1  kw  D.  P.  O.  address  Box  355,  Grayson.  Esti- 
mated construction  cost  $29,129,  first  year  operat- 

ing cost  $35,000,  revenue  $45,000.  Harold  Shuffle- 
barger,  physician,  is  75%  owner.  Announced 
June  26. 

Del  Rio,  Tex.— Queen  City  Bctsg  Co.,  1490  kc, 
250  w  unl.  P.  O.  address  731  S.  Main  St.,  Del 
Rio.  Estimated  construction  cost  $11,444,  first 
year  operating  cost  $19,535,  revenue  $25,440. 
James  Patterson  (mathematician)  and  Jack 
Crosby  (tv  cable  manufacturing)  each  own  45%.. 
Announced  June  26.  ;,' 

Salt  Lake  City,  Utah— J^ck  Burnett,  1090  kc, 
1  kw  D.  P.  O.  address  4503  $uikai  Ave.,  Honolulu.  * 
Estimated  construction  cost  $26,645,  first  year' 
operating  cost  $96,000,  revenue  $140,000.  Mr.  Bur- 

nett, sole  owner,  owns  25%  of  KULA-AM-TV 
Honolulu  and  is  purchasing  "all  of  KULA.  An- nounced June  27.  | 

Existing  Am  Stations 

ACTION  BY  FCC 

WMAZ  Macon,  Ga. — Granted  increase  in  day- 
time power  from  10  kw  to  50  kw  and  change 

from  DA-2  to  DA-N,  continuing  operation  on 
940  kc  with  10  kw-N;  engineering  conditions. Announced  June  27. 

New  Fm  Stations 

ACTION  BY  FCC 

Bakersfield,    Calif.— KGEE    Die— Granted  96.5 

NATION-WIDE  NEGOTIATIONS  •  FINANCING 

RADIO    •    TELEVISION    •  NEWSPAPER 

APPRAISAL 

THE  GOLDEN  WEST  .  .  . 

...  a  land  of  opportunity  with  fast  increases  in  population  and  the  resulting  boom  in  retail  sales. 
It  is  no  wonder  that  radio  and  television  investments  are  both  sought  after  and  valuable  in  this 
vast  area.  We  are  proud  to  present  these  two  outstanding  western  properties: 

DAYTIME 

REGIONAL 

$175,000 

Excellent  financing.  Ideal  for  owner-man- 
ager. The  market  is  well-known  coast-to- 

coast  as  a  tremendous  growth  area.  Write 
our  West  Coast  office  for  details  on  this 
station. 

PACIFIC 

NORTHWEST 

$125,000 

This  is  a  regional  facility  operating  fulltime. 
The  station  owns  its  own  valuable  combi- 

nation plant  and  land.  Profitable  past  .  .  . 
ideal  future.  Figures  available  if  you  are 
serious. 

u  Udd
 

Washington,  D.  C. 

Wm.  T.  Stubblefield 
1737  DeSales  St.,  N.W. 

EX  3-3456 

Cleveland 

Jackson  B.  (Jack)  Maurer 
2414  Terminal  Tower 

TO  1-6727 

Chicago 

Ray  V.  Hamilton 
Tribune  Tower 

DE  7-2754 

Atlanta 
-1515 

>  Healey  Bldg. 

J  A  3-3431 

Dallas 

Dewitt  (Judge)  Landis 
Fidelity  Union  Life  Bldg. 

Rl  8-1175 

San  Francisco 

W.  R.  (Ike)  Twining 

1 1 1  Sutter  St. 

EX  2-5671 
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Planning 

a  Radio 

Station? 

Here's  another  aid  to  station 

planning— a  brand  new  bro- 

chure describing  transmitting 

equipment  and  building  re- 

quirements for  radio  stations. 

Itcombines  the  practical  know- 

how  of  experienced  station 

and  equipment  engineers  and 

provides  a  check-list  as  a  guide 

in  transmitter  selection. 

For  your  free  copy,  write  to 

RCA,  Dept.  H-22,  Building  15-1, 

Camden  2,  NJ. 

RADIO  CORPORATION 

of  AMERICA 

Tmk(s)® 

FOR  THE  RECORD  continued 

COMMERCIAL  STATION  BOXSCORE 

As  Reported  by  FCC  through  May  31 

am 

FM 
TV 

Licensed  (all  on  air) 

3,208 

524 

41 5l 

CPs  on  air  (new  stations) 

40 

17 

95* 

CPs  not  on  air  (new  stations) 

92 

87 

108 
Total  authorized  stations 

3,340 
628 

663 

Applications  for  new  stations  (not  in  hearing) 406 40 

64 

Applications  for  new  stations  (in  hearing) 126 18 63 
Total  applications  for  new  stations 

532 

58 

127 

Applications  for  major  changes  (not  in  hearing) 
248 

27 37 

Applications  for  major  changes  (in  hearing) 41 0 17 
Total  applications  for  major  changes 

289 
27 

54 

Licenses  deleted 0 2 0 
CPs  deleted 1 0 1 

SUMMARY  OF  STATUS  OF  AM,  FM,  TV 
Compiled  by  BROADCASTING  through  July  2 

ON  AIR  CP 
Lie.  Cps  Not  on  air 

AM  3,208  46  102 
FM  524  23  88 

TV  (Commercial)  4151  932  110 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  July  2 
VHF  UHF 

Commercial  425  83 

Non-Commercial  25  7 

TOTAL  APPLICATIONS 
For  new  stations 

548 
59 129 

TOTAL 

5083 

32* 

1  There  are,  in  addition,  nine  tv  stations  which  are  no  longer  on  the  air.  but  retain  their licenses. 
*  There  are.  in  addition,  35  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 

longer  in  operation  and  one  which  has  not  started  operation. 
»  There  have  been,  in  addition,  177  television  cps  granted,  but  now  deleted  (33  vhf  and 144  uhf). 
*  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 

mc,  2.95  kw  unl.  P.  O.  address  1415  17th  St., 
Bakersfield.  Estimated  construction  cost  $28,000, 
first  year  operating  cost  $10,000,  revenue  $15,- 000.  Owners  are  C.  Dexter  Haymond  (55%)  and 
others.  Mr.  Haymond  owns  2.4%  of  KIT  Yakima, 
Wash.,  Announced  June  27. 

Ownership  Changes 

ACTIONS  BY  FCC 

KIST  Santa  Barbara,  Calif. — Granted  assign- 
ment of  license  from  Harry  C.  Butcher  to  West- 

ern States  Radio  (equally  owned  by  A.  R.  Ell- 
man  and  A.  C.  Morici);  consideration  $197,000. 
Announced  June  26. 
WWNS  Statesboro,  Ga. — Granted  assignment  of 

license  from  Robert  H.  Thompson  Sr.,  to  WWNS 
Inc.  (Donald  O.  McDougald,  president);  consid- 

eration $100,000.  Announced  June  26. 
WDZ  Decatur,  IU. — Granted  transfer  of  control 

from  Charles  C.  Caley  and  Harry  E.  Witherell  to 
Frank  C.  Schroeder  Jr.;  consideration  $91,500 
plus  $300  per  month  to  Mr.  Caley  and  $50  to  Mr. 
Witherell  for  a  period  of  5  years  not  to  compete 
(Commissioner  Lee  absent).  Announced  June  26. 

Midwest 

$M2J9000.00 

A  well  established  fulltime  op- 

eration in  an  excellent  single  sta- 
tion market.  Valuable  real  estate 

included  and  some  quick  assets. 
Good  financing. 

KSO  Des  Moines,  Iowa — Granted  transfer  of 
control  from  Lyman  S.  Ayers,  et  al.,  to  Joseph  L. 
Floyd,  N.  L.  Bentson,  Edmond  R.  Ruben  (have 
interests  in  KELO-AM-TV,  Sioux  Falls;  KDLO- 
TV  Florence;  KPLO-TV  Reliance,  all  South 
Dakota,  and  WLOL-AM-FM  Minneapolis,  Minn.), 
and  Anton  J.  Moe;  consideration  $20,400  for 
100%  stock  of  both  licensee  and  Broadway  Land 
Corp.  (latter  owns  land  used  as  transmitter  site) 
plus  agreement  to  pay  $134,600  indebtedness 
owed  by  both  corporations.  Announced  June  26. 
WAAN  Marlboro,  Mass. — Granted  assignment 

of  cp  to  WGLO  Inc.  (applicant  for  am  station  in 
Gloucester,  Mass.);  consideration  $17,000  for  ex- 

penses. Announced  June  26. 
KGEZ-TV  Kalispell,  Mont. — Granted  transfer 

of  control  from  KGEZ  Inc.,  through  transfer  of 
latter's  stock  (56%)  to  Frank  Reardon,  previous 
minority  stockholder;  no  consideration.  An- nounced June  26. 
KGEZ  Kalispell,  Mont. — Granted  transfer  of 

control  from  Copper  City  Radio  Co.,  et  al.,  to 
Skyline  Bcstrs.  Inc.  (M.  A.  Himsl,  president); 
consideration  $84,000.  Announced  June  26. 
KIHO  Sioux  Falls,  S.  D.— Granted  transfer 

of  control  from  James  A.  Saunders  to  William  F. 
Johns  Jr.  (present  30%  stockholder);  considera- 

Far  West 

S27J.OOO.OO 

A  very  profitable  top-rated  sta- 

tion in  one  of  fastest  growing  mar- 

kets of  the  west.  $75,000  cash 

required  with  liberal  payout. 

Exclusive  with 

J5Lackburn  Gompani] 

NEGOTIATIONS  •  FINANCING 

WASHINGTON,  D.  C.  ATLANTA 

James  W.  Blackburn        Clifford  B.  Marshall 

Jack  V.  Harvey  Stanley  Whitaker 

Washington  Building  Healey  Building 

STerling  3-4341  JAckson  5-1576 

APPRAISALS 

CHICAGO 

H.  W.  Cassill 
William  B.  Ryan 

333  N.  Michigan  Avenue 
Financial  6-6460 
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PROFESSIONAL  CARDS 

JANSKY  &  BAILEY  INC. 
fceeutive  Office* 
1735  Do  Sales  St.,  N.  W.     ME.  8-5411 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 

Washington,  0.  C.        FEdera!  3-4800 
Member  AFCCE 

JAMES  C.  McNARY 

Centulting  Engineer 

National  Press  8ldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 
Member  AFCCE 

—Established  1926— 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.  Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GEORGE  C.  DAVIS 
CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Commercial  Radio  Equip.  Co. 
f  vereft  L.  Dillmrd,  Gen.  Mgr. 

INTERNATIONAL  81  DO.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  80X  7037         JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE 

A.  D.  RING  t  ASSOCIATES 

30  Years'  Experience  in  Mmdie 
Engineering 

Pennsylvania  Bldg.      Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

GAUTNEY  A  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.     National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

Lohnes  It  Culver 

MUNSEY  BUILDING    DISTRICT  7-821* 

WASHINGTON  4,  D.  C. 
Member  AFCCE 

RUSSELL  P.  MAY 

711  14th  St.,  N.  W.           Sheraton  Slag. 

Washington  5,  D.  C.         REpubllc  7-3914 

Member  AFCCE 

L.  H.  CARR  &  ASSOCIATES 
Consulting 

Radio  &  Television 

Engineers 
Washington  6,  D.  C.            Fort  Evans 
1000  Conn.  Ave.              Leesburg,  Va. 

Member  AFCCE 

FRANK  SILVERNAIL 

Consultant 

488  Madison  Ave.,  N.  Y. 

PLaza  5-8355 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.     Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 
CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 

DALLAS  9,  TEXAS 
LAKESIDE  8-6108 
Member  AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32           CRestview  4-6721 
1100  W.  Abram 

ARLINGTON,  TEXAS 

ROBERT  M.  SILLIMAN 

John  A.  Moffet— Associate 
1405  G  St.,  N.  W. 

Republic  7-6646 Washington  5,  D.  C. 
Member  AFCCE 

LYNNE  C.  SMEBY 

Consulting  Engineer  Ai-fH-TT 
7615  LYNN  DRIVE 

WASHINGTON  15,  D.  C. 
OLiver  2-8520 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1*10  ET«  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230           Exacutiva  3-3891 

Member  AFCCE 

WALTER  F.  KEAN 
CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklent,  Robert  A.  Jones 
1  Riverside  Road— Riverside  7-2153 

Riverside,  III. 
(A  Chicago  suburb) 

WILLIAM  E.  IENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  STate  7-2601 
Member  AFCCE 

HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 

BOX  68,  INTERNATIONAL  AIRPORT 
SAN  FRANCISCO  28,  CALIFORNIA 

DIAMOND  I'TlM 

JOHN  B.  HEFFELFINGER 

8401  Charry  St.             Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

Vandivere  &  Cohen 

Consulting  Electronic  Engineers 

610  Evans  Bldg.                NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 
Member  AFCCE 

CARL  E.  SMITH 

CONSULTING  RADIO  ENGINEERS 
8200  Snowville  Road 

Brecksville,  Ohio 
Tel.:  JAckson  6-4386         P.O.  Box  68 

Member  AFCCE 

 •  ,   '-" 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3-3266 
Dallas  6,  Texas 

VIR  N.  JAMES 

SPECIALTY 

Directional  Antennas 

1316  S.  Kearney           Skyline  6-1603 
Denver  22,  Colorado 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Columbia  5-4666 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

LOWELL  R.  WRIGHT 
Aeronautical  Consultant 

serving  the  radio  t  Iv  industry 
on  aeronautical  problems  created 

by  antenna  towers 
Munsey  Bldg.,  Wash.  4,  D.  C. 

District  7-1 74t 
(nights-holidays  telephone ELmweod  e-4212) 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601             Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.       Dickens  3-7503 

MERL  SAXON 

Consulting  Radio  Engineer 
622  Hoskins  Street 
Lufkin,  Texas SERVICE  DIRECTORY 

NEptune  4-4242       NEptune  4-9558 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 
P.  O.  Box  7037         Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curnculm 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV  Electronics  engi- 

neering heme  study  and  residence  courses. 
Write  For  Free  Catalog,  specify  course. 

COLLECTIONS 
For  the  Industry 

ALL  OVER  THE  WORLD 
TV— Radio— Film  and  Media 

Accounts  Receivable 
No   Collection — No  Commissions 
STANDARD  ACTUARIAL  WARRANTY  CO. 

220  West  42nd  St.,  N.  Y.  36,  N.  Y. 
LO  5-5990 

IRL  T.  NEWTON,  JR. 

Consulting  Engineer 
422  Washington  Bldg., 

15th  and  N.  Y.  Ave.,  N.  W., 
Washington,  D.  C. 

Telephone:  Executive  3-7165 
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FOR  THE  RECORD  continued 

tion  $9,000.  Mr.  Johns  has  interest  in  KRIB 
Mason  City,  Iowa.  Announced  June  26. 
KWEL  Midland,  Tex. — Granted  assignment  of 

license  and  cp  to  Petty  Durwood  Johnson  (in- 
terest in  KVWC  Vernon,  Tex.);  consideration 

$60,000.  Announced  June  26. 
KLYK  Spokane,  Wash. — Granted  assignment 

of  license  to  KLYK  Inc.  (Harold  Lampel,  presi- 
dent, has  interest  in  KINK  Phoenix,  Ariz.); 

consideration  $120,000.  Announced  June  26. 

APPLICATIONS 

KMAP  Bakersfield,  Calif. — Seeks  assignment  of 
license  from  Morris  Mindel  to  KMAP  Inc.  for 
$85,000.  New  owner,  Clifford  Ball  is  San  Fran- 

cisco  advertising  man.  Announced  June  30. 
KVOD  Denver,  Colo. — Seeks  assignment  of  li- 

cense from  Colo.  Radio  Corp.  to  Western  Bcstg. 
Enterprises  Inc.  for  $300,000.  Rocky  Mountain 
Empire  Sports  Inc.  (Denver  Bears  baseball  team) 
owns  85%  of  purchaser.  Announced  June  26. 
WWCO  Waterbury,  Conn. — Seeks  assignment 

of  license  from  New  England  Bcstg.  Corp.  to 
WWCO  Inc.  for  $193,000.  New  owner  Herbert 
Bloomberg  has  interest  in  KDUB-AM-TV  Lub- 

bock, KEDY  Big  Spring  and  KPAR  Abilene,  all 
Texas.  Announced  June  26. 
KCBC  Des  Moines,  Iowa — Seeks  assignment  of 

license  from  Majestic  Bcstg  Co.  to  Fletcher- 
Mitchell  Corp.  for  $112,000  plus  $38,000  not  to 
compete  for  five  years.  James  Mitchell  (50%  of 
KLIN  Lincoln,  Neb.,  and  one-sixth  of  KPIG 
Cedar  Rapids,  Iowa)  and  Jonathan  Fletcher 
50%  of  KLIN)  are  equal  partners  in  purchaser. 
Announced  June  27. 
KBIZ  Ottumwa,  Iowa — Seeks  assignment  of 

license  from  KBIZ  Inc.  to  Wapello  County 
Bcstg  Co.  for  $62,500.  Buyer  is  composed  of  six 
equal  partners.  Announced  June  26. 
KVII  (TV)  Amarillo,  Tex.— Seeks  transfer  of 

control  of  permittee  (Southwest  States  Inc). 
from  George  Oilver,  Robert  and  Hoyt  Houck, 
John  McCarthy,  Sam  Fenberg  and  Estate  De- 

velopment Corp.  to  Television  Properties  Die. 
Involved  is  77.7%  to  be  sold  for  $136,052  plus 
option  to  buy  remainder.  Purchasers  Jack 
Vaughn  and  Grady  Vaughn  Jr.  (47.88%  apiece) 
each  own  25%  of  KOSA-TV  Odessa,  Tex.  An- 

nounced June  26. 
WPLH  Huntington,  W.  Va. — Seeks  assignment 

of  license  from  Huntington  Bcstg.  Co.  to  Tierney 
Co.  for  approximately  $110,000.  Buyer  owns 
WCHS-AM-TV  Charleston,  W.  Va.  Announced 
June  27. 

Hearing  Cases 

INITIAL  DECISIONS 

Hearing  Examiner  Charles  J.  Frederick  issued 
initial  decision  looking  toward  granting  applica- 

tion of  Williamsburg  Bcstg  Co.,  for  new  station 
to  operate  on  740  kc,  500  w,  D,  in  Williamsburg, 
Va.  Announced  June  26. 
Hearing  Examiners  James  D.  Cunningham  and 

Herbert  Sharfman  issued  initial  decision  look- 
ing toward  denial  of  application  of  Wrather- 

Alvarez  Bcstg.  Inc.,  for  extension  of  time-  to construct  tv  station  KYAT  (ch.  13),  Yuma, 
Ariz.  Announced  June  26. 

OTHER  ACTIONS 

Commission  invites  comments  by  July  25  to 
proposed  rule  making  to  amend  allocation  plan 
for  Class  B  fm  stations  by  adding  ch.  294  to 
Baltimore,  Md.  Amendment  will  make  available 
ch.  294  for  assignment  in  Baltimore  as  requested 
in  joint  petition  by  Baltimore  Bcstg.  Corp.  and 
Commercial  Radio  Institute  Inc.  who  now  have 
mutually  exclusive  applications  for  ch.  226. 
By  memorandum  opinion  and  order.  Commis- 

sion denied  petition  for  reconsideration  by 
Bangor  Bcstg.  Corp.  (WGUY),  Bangor,  Maine, 
directed  against  May  7  action  denying  WGUY's request  for  waiver  of  Sect.  1.354(h)  of  rules  in 
assigning  new  file  number  of  its  application  to 
change  facilities  from  1230  kc,  250  w,  U  to  1250 
kc,  5  kw,  D.  Commissioner  Bartley  dissented. 
Announced  June  27. 
FCC  scheduled  further  hearings  for  July  11 

and  July  14  in  matter  of  study  of  radio  and 
television  network  broadcasting.  Announced 
June  26. 
FCC  granted,  in  part,  requests  by  Westing- 

house  Bcstg  Co.  Inc.,  and  CBS  Radio,  division 
of  Columbia  Bcstg  System  Inc.,  and  extended 
from  July  15  to  Aug.  15  time  for  filing  comments 
to  further  notice  of  proposed  rule  making  in 
clear  channel  proceeding.  Announced  June  26. 
Community  Telecasting  Corp.;  Televiews  News 

Co.  Inc.;  Midland  Bcstg.  Co.;  Illiway  Television 
Inc.;  Moline  Television  Corp.;  Public  Service 
Bcstg  Co.;  Iowa-Illinois  Tele.  Co..  Moline,  111.; 
KSTT  Telecasting  Co.,  Davenport,  Iowa. — Desig- 

nated for  consolidated  hearing  8  applications 
for  new  tv  stations  to  operate  on  ch.  8  (as- 

signed to  Davenport,  Iowa,  Rock  Island-Moline, 
111.)  Chairman  Doerfer  absent.  Announced  June 
27. 

Routine  Roundup 

ACTIONS  ON  MOTIONS 

By  Hearing  Examiner  Millard  F.  French 
on  dates  shown 

Denied  petition  by  Huntington-Montauk 
Bcstg.  Co.  Inc.,  Huntington,  N.  Y.,  for  continu- ance of  hearing  from  July  1  to  Sept.  3;  hearing 
is  continued  to  a  date  to  be  set  by  subsequent 
order;  scheduled  prehearing  conference  for 
July  1  in  proceeding  on  fm  applications  of  Hunt- 

ington-Montauk and  The  Riverside  Church  in 
the  City  of  New  York,  New  York,  N.  Y.  Action June  25. 
Granted  petition  by  KTAG  Associates  (KTAG- TV)  for  leave  to  amend  its  application  to  change 

ant.  location  in  Lake  Charles-Lafayette,  La., 
tv  ch.  3  proceeding.  Action  June  26. 
By  Hearing  Examiner  Annie  Neal  Huntting 

on  June  25 
Issued  statement  and  order  following  first  pre- 

hearing conference  in  proceeding  on  am  applica- 
tions of  James  W.  Miller,  Milford,  Conn.,  et  al; 

hearing  is  scheduled  for  Sept.  15;  witnesses  will 
be  heard  beginning  Sept.  16. 
Granted  motion  by  Wabash  Valley  Bcstg. 

Corp.,  and  Illiana  Telecasting  Corp.,  for  con- 
tinuance of  date  for  exchange  of  exhibits  from 

July  1  to  Sept.  10,  for  further  prehearing  con- ference from  July  9  to  Sept.  19,  and  for 
hearing  from  July  21  to  Sept.  29,  in  Terre  Haute, 
Ind.,  tv  ch.  2  proceeding. 
Granted  request  of  Pasadena  Presbyterian 

Church  for  change  in  hour  of  hearing  on  am 
application  of  Pierce  Brooks  Bcstg.  Corp. 
(KGIL),  San  Fernando,  Calif.;  hearing  sched- 

uled for  July  1  at  10  a.m.,  is' advanced  to  9  a.m. on  same  day. 

By  FCC Commission  on  June  26  granted  petition  by 
McKenna  &  Wilkinson;  Dow,  Lohnes  &  Albert- 
son  and  Haley,  Wollenberg  &  Kenehan,  Wash- 

ington, D.  C,  law  firms  representing  parties  in- 
terested in  matter  of  inquiry  into  impact  of 

community  antenna  systems,  tv  translators,  tv 
"satellite"  stations,  and  tv  "repeaters"  on  orderly 
development  of  television  broadcasting  for  ex- 

tension of  time  from  June  27  to  July  7  to  file 
comments  in  the  proceeding. 

By    Chief   Hearing   Examiner   James  D. 
Cunningham  on  June  24 

Granted  petition  by  Belvedere  Bcstg.  Corp., 
Baltimore,  Md.,  for  dismissal  without  prejudice 
of  its  application  and  retained  in  hearing  status 
application  of  Annapolis  Bcstg.  Corp.,  Annapolis, 
Md.,  both  for  new  fm  stations. 

By  Hearing  Examiner  Jay  A.  Kyle 
Granted  motion  by  Electronic  Music  Co.  to 

continue  date  of  hearing  from  July  18  to  Sept. 
29  in  proceeding  on  its  fm  application  and  that 
of  WSBC  Bcstg.  Co.,  both  Chicago,  111. 
By  Hearing  Examiner  Charles  J.  Frederick 

on  June  24 
Ordered  that  the  record  in  proceeding  on  am 

applications  of  Enterprise  Bcstg.  Co.,  Fresno, 
Calif.,  et  al.,  is  reopened  and  scheduled  further 
prehearing  conference  for  9:00  a.m.,  June  30. 
By  Hearing  Examiner  Annie  Neal  Huntting 

on  dates  shown 
Scheduled  prehearing  conference  for  July  17 

in  proceeding  on  fm  applications  of  Young 
People's  Church  Of  The  Air  Inc.,  and  WJMJ 
Bcstg.  Corp.,  both  Philadelphia,  Pa.  Action  June 
24. 

Issued  statement  and  order  following  first  pre- 
hearing conference  in  proceeding  on  am  applica- 

tions of  Metropolitan  Bcstg.  Corp..  Royal  Oak- 
Clawson,  Mich.,  et  al.,  hearing  scheduled  for 
July  24.  Action  June  25. 

By  Hearing  Examiner  Millard  F.  French 
on  June  24 

Ordered  that  date  for  exchange  of  exhibits 
is  continued  from  June  25  to  June  30,  prehear- 

ing conference  from  July  1  to  July  9  and  hear- 
ing from  July  10  to  July  17  in  proceeding  on 

am  application  of  Birch  Bay  Bcstg.  Co.,  Blaine, 

Wash. BROADCAST  ACTIONS 
By  the  Broadcast  Bureau 

Actions  of  June  27 
WNPT  Tuscaloosa,  Ala. — Granted  acquisition 

of  positive  control  by  Edna  Ruth  L.  Harris  and 
William  G.  Harris  through  purchase  of  stock 
from  Mrs.  Allie  W.  Totfdl 
WWIS  Black  River  Falls,  Wis.— Granted  mod. 

of  cp  to  change  ant. -trans,  and  studio  location 
and  make  changes  in  ground  system. 
KITT  San  Diego,  Calif. — Granted  mod.  of  SCA 

to  make  change  in  frequency  from  27.5  kc  to 
sub-channel  67  kc  (both  simplex  and  multiplex); 
waived  Sect.  3.293  of  rules;  condition. 
KCMJ  Palm  Springs,  Calif. — Granted  request 

for  cancellation  of  license  for  auxiliary  com- 
posite broadcasting  trans. 

Actions  of  June  26 
KAVI  Rocky  Ford,  Colo. — Granted  assignment 

of  license  to  Ray  J.  Williams. 
KDOV  Medford,  Ore. — Granted  assignment  of 

cp  to  Medford  Bcstrs.  Inc. Continues  on  page  92 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.    Checks  and  money  orders  only. 

•  DEADLINE:  Undisplaycd — Monday  preceding  publication  date.  Display — Tuesday  preceding  publication  date. 

•  SITUATIONS  WANTED  204  per  word — $2.00  minimum  •  HELP  WANTED  254  per  word — $2.00  minimum. 

•  All  other  classifications  304  per  word — $4.00  minimum.  •  DISPLAY  ads  #20.00  per  inch. 

•  No  charge  for  blind  box  number.  Send  replies  to  BROADCASTING,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 
Applicants:  If  transcriptions  or  bulk  packages  submitted,  J1.00  charge  for  mailing  (Forward  remittance  separately,  please).  AU  transcriptions,  photos,  etc.,  sent  to 

box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Management 

Wanted,  manager  and  salesman  for  new  5,000 
watt  station  now  under  construction  in  Tusca- 

loosa, Alabama.  Will  be  fast  paced  music-news 
operation.  Prefer  men  from  mid-south  area.  All 
replies  held  in  confidence.  Send  background  re- 

sume and  photo  to  Ed  Holladay,  WOKK,  Mer- idian, Mississippi. 

Sales 

Top  rated  west  coast  network  affiliate  looking 
for  young  aggressive  salesman  interested  in  im- 

proving income  and  future.  Send  complete  re- 
sume including  experience,  sales  record,  personal 

history  and  recent  photo  to  Box  803E,  BROAD- CASTING. 

Opportunity  plus  for  salesman  that  knows  he 
can  produce  and  is  willing  to  prove  it  in  major 
market  with  either  a  straight  20%  commission 
or  draw  against  15%.  Southeast.  Box  843E, 
BROADCASTING. 

Sales  manager  wanted  for  top  station  in  top  New 
England  market.  Send  reference,  complete  in- 

formation, photo,  and  gross  billing  last  3  years. 
Our  staff  knows  about  this  ad.  Box  878E,  BROAD- 
CASTING. 

Iowa  station  looking  for  salesman-announcer. 
Write  or  call  Manager,  KAYL,  Storm  Lake,  Iowa. 

California  top-rated  Pulse,  10  kw,  fast-growing 
regional  music  and  news  station  needs  two  good 
salesmen.  Commission,  generous  draw  plus  bene- 

fits. Send  resume.  KPAY,  Chico,  California. 

Good  opportunity  for  right  man.  New  station 
serving  Augusta,  Georgia,  market.  $75.00  per 
week  plus  ten  percent  commission,  other  benefits. 
Send  letter  and  references.  Radio  Station  WGUS, 
Box  6278,  North  Augusta,  So.  Carolina. 

Announcers 

Local  network  station  desires  announcer  on  or 
about  August  1st.  Some  experience  necessary. 
Permanent  position.  Paid  vacation,  insurance 
and  many  other  advantages.  Apply  to  Box 
703E,  BROADCASTING. 

I  am  looking  for  a  top  morning  man.  Eastern 
market,  in  a  fast  growing  market.  Top  pay  in 
the  market  for  top  personality.  Send  tape  and 
background  resume.  Box  782E,  BROADCASTING. 

Florida.  Need  experienced  personality  pop  dj. 
Above  average  salary.  Promotion  minded  station. 
Send  tape,  background.  Box  750E,  BROADCAST- ING. 

DJ's  with  personality!!  Opportunity  for  experi- 
enced man  with  modern  radio  know-how  to  be 

#1  man  at  swingin'  operation  in  first  30  markets in  Great  Lakes  area.  Afternoon  spot  open  at  1,000 
-watt  station  that  pays  50,000  watt  salaries.  Lucra- 

tive record  hop  open  to  man  selected.  Send  tape, 
data  to  Box  824E,  BROADCASTING.  All  replies 
answered.  Hurry!! 

Want  good  voice  and  sincere  desire  to  work  and 
learn  for  $77.00  week  to  start.  Send  tape  and 
full  particulars.  Box  844E,  BROADCASTING. 

Wanted!  Experienced  announcer  for  radio.  Must 
be  sharp  dj!  Opportunity  for  television  record 
show  .  .  .  send  tape,  picture  and  resume.  Box 
861E,  BROADCASTING. 

Announcer,  morning  man,  5  years  commercial 
experience,  combo  operation.  Network  affiliate. 
Major  Wisconsin  market.  $90  week  start,  raises 
commensurate  with  ability  to  produce.  Send 
audition  tape,  resume,  photo.  Box  891E,  BROAD- CASTING. 

WPAZ,  Pottstown,  Pa.  needs  personality  disc 
jockey.  Record  hop,  talent,  salary,  profit  sharing. 
Box  898E,  BROADCASTING.  , 
Negro  dj — southerner  only — religious  or  R&B— 
America's  highest  audience  rated  negro  group. Picture,  tape,  letter  Box  903E,  BROADCASTING. 
Combo  man — 1st  class  ticket — Connecticut — in- 

dependent daytirher.  Good  opportunity  in  grow- 
ing community.  Send  resume.  Box  917E,  BROAD- 

CASTING.  ■     ■  -  ■  .-  ■■ 
Announcer — producer  for  live  country  shows  (no 
hillbilly)  and/or  swingin'  pop  deejay.  Top  sta- tion in  midwest  two  million  market.  Immediate 
opening.  Write  Box  918E,  BROADCASTING. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Minimum  two  years  commercial  experience,  at 
new  Pittsburgh  regional  station.  Send  tape  in- 

cluding news,  music,  commercials.  Also  include 
photograph  and  resume.  Box  920E,  BROAD- CASTING. 

Personality  disc  jockey.  $10,000.00  year.  Midwest 
—top  40  market,  but  not  a  top  40  station.  Rush 
tape,  resume,  photo.  Box  921E,  BROADCASTING. 

New  York  state  regional  5000  watter  wants  an 
experienced  announcer.  Rush  tape,  photo,  re- sume. Box  930E,  BROADCASTING. 

Wanted:  young,  ambitious  dj,  capable  of  doing 
newscasts  .  .  .  with  progressive  radio  station  in 
good  Texas  market.  Good  starting  salary.  Write 
P.O.  Box  1269,  San  Angelo,  Texas  .  .  .  Mr.  Foster. 

Need  two  top  flight  announcers  at  new  5  kw 
daytime  music  station.  Willing  to  pay  up  to 
$500  a  month.  Send  resume  and  tapes  to  KDOV, 
P.  O.  Box  869,  Medford,  Oregon. 

Number  one  station  in  the  market  needs  air  per- 
sonality with  sales  experience.  Here  is  an  op- 

portunity to  make  real  money  in  a  sportsman's paradise  in  the  great  northwest.  Rush  tape  and 
resume  to  Gene  Riesenn,  KLAD,  P.  O.  Box  979, 
Klamath  Falls,  Oregon. 

Good  pay  for  good  salesman-announcer.  KPAP, 
Redding,  California. 

Looking  for  staff  announcer  to  fill  position  of 
man  leaving  for  the  Army.  Some  experience 
necessary.  Good  working  conditions,  paid  vaca- 

tion, insurance  and  regular  hours.  Write  WARK, 
Hagerstown,  Md. 

Wanted  one  combo  man  for  5  kw  station.  Good 
voice,  no  maintenance,  no  alcoholics.  Telephone 
Carroll  Hines,  2080,  WHNY,  McComb,  Mississippi. 

Morning  personality.  We  have  first  opening  in 
our  morning  schedule  in  four  years  and  need 
an  experienced,  friendly,  down  to  earth  person- 

ality. Sorry,  no  "top  40"  dj  types.  1  kw  indie  in 
prbsperous  20,000  single  station  market.  Applica- 

tion pending  for  5  kw.  Include  full  details,  photo, 
tape  in  first  letter.  WMIX,  Mt.  Vernon,  Illinois. 

Technical 

First  phone-combination  man — dj  specialty — air 
salesman  with  voice  maturity.  Established  sta- 

tion, new  ownership  (midwest).  Business  excel- 
lent, expanding  operation.  Grow  with  us.  Family 

man  only.  Start  $430.00.  Send  resume,  tape,  photo, 
references.  Box  -884E,  BROADCASTING. 

Chief  engineer — Capable  engineer  who  under- 
stands directionals,  an  administrator  with  ̂ pro- 

duction know-how  and  who  is  familiar  with 
mobile  156-mc  equipment.  Contact  J.  M.  Hall, 
KWBB,   Wichita,  Kansas. 

Production-Programming,  Others 

Mr.  News  Director,  this  ad  will  run  until  we  find 
the  right  man.  We  need  a  newsman  who  gets 
behind  the  surface  news;  who  knows  what's  go- ing on.  News  in  depth  is  our  most  important 
service.  Good  salary  and  facilities.  Write  Box 
179E,  BROADCASTING. 

Metropolitan,  top  rated  independent  needs  sharp 
traffic  director.  Unlimited  opportunity.  Im- 

mediate opening.  Rush  complete  details.  Box 
802E,  BROADCASTING. 

Newsman — for  No.  1  rated  Florida  independent 
in  top  market.  Prefer  young,  experienced  news- man, but  will  consider  outstanding  journalism 
graduate  with  good  voice.  Send  complete  resume 
and  photo,  tell  all  in  first  letter.  References  will 
be  scrupulously  checked.  Box  887E,  BROAD- 

CASTING. , 

Program  and  promotion  director — for  big  Florida 
independent.  Want  high-powered  heavy  weight 
to  join  staff  of  station  noted  for  programming 
and  promotional  leadership.  Must  have  outstand- 

ing record  during  long  term  tenure  in  previous 
position.  Industry,  personal^and  credit  references will  be  checked  m  detail.  Send  resume  and 
photo.    Box    888E,  BROADCASTING. 

RADIO 

Help  Wanted — (Cont'd) 
Production-Programming,  Others 

Program  director,  experienced.  Florida  metro- 
politan market.  Must  be  creative  with  audience 

building  ideas,  excellent  production,  good  air 
personality.  Must  have  ability  to  handle  men, 
make  top  ratings.  Daytime  independent,  10,000 
watts.  Box  938E,  BROADCASTING. 

RADIO 

Situations  Wanted 

Executive — heavy  experience  all  phases  of  broad- 
casting, with  emphasis  on  sales  and  program- 

ming, network  and  local  levels.  Fourteen  years 
with  leading  network.  Wishes  to  relocate  outside 
New  York.  Seeks  top  position  with  progressive 
station.  Aggressive,  responsible,  hard  worker. 
Reasonable  salary  requirements  for  right  posi- 

tion. Outstanding  references.  Box  924E,  BROAD- 
CASTING. 

Management 

Manager  for  medium  market.  Married,  children, 
32,  impressive  appearance,  sales  management 
background.  Currently  account  man  top  rated 
station  one  of  first  eight  markets.  Box  751E, 
BROADCASTING. 

Sales  manager  currently  with  major  eastern  tv 
radio  operation  desires  management  opening. 
10  years  of  outstanding  sales  success  with  cur- 

rent operation,  plus  the  research,  promotion  and 
merchandising  "know  how"  necessary  to  build 
solid  sales.  Will  gladly  invest.  Box  852E,  BROAD- CASTING. 

Manager-salesman,  experienced,  successful  back- 
ground, sales,  programming,  all  phases  small 

station  operation.  Married,  family,  available 
August  first.  Desire  relocate  west  coast.  Reason- 

able income  needed.  Box  864E,  BROADCASTING. 

Sold  own  station.  Experienced,  sober,  radio-tv 
manager  with  1st  phone  available  immediately. 
Strong  on  promotions  and  sales.  Family  man. 
Box  904E,  BROADCASTING. 

Manager — strong  on  sales — experienced  in  both 
local  and  national  fields.  Would  like  small  mar- 

ket in  eastern  states.  Salary — percentage  based 
on  results  produced.  Box  909E,  BROADCASTING. 

Sales 

Go-getter,  experienced,  seeking  good  potential. 
Prefer  deal  including  air  work.  Can  run  own 
board.  All-around  man — what  you're  looking  for. Box   883E,  BROADCASTING. 

Hard  hitting,  imaginative  young  salesman,  5 
months  experience,  wants  northeastern  market 
with  rep  or  station.  Tremendous  potential.  Box 
926E,  BROADCASTING. 

Announcers 

Terrific  sportscaster.  Also  dj,  announcer,  news, 
sales,  employed.  Experience  galore.  Box  381E, 
BROADCASTING. 

Experienced  up  to  50  kw.  Versatile  negro  an- 
nouncer with  first  phone.  Box  666E,  BROAD- 

CASTING. 

Announcer  d.j.,  negro,  capable,  competent.  Ex- 
perienced. Good  commercial  delivery.  Tape.  Box 

728E,  BROADCASTING. 
Radio.  Any  broadcasting  capacity:  Announce, 
write,  strong  news,  record  show,  commercials. 
College  graduate,  major  communications.  Ca- pable, serious,  hardworking.  Draft  deferred.  Box 
753E,  BROADCASTING. 

Topnotch  sportscaster.  Former  professional  ath- 
lete, eight  years  experience.  Wants  solid  sports- 

minded  station  anywhere  in  the  country.  Ref- 
erences from  present  employer.  $7200  minimum. 

Guaranteed  topnotch  ■  all  sports  play-by-play. 
Box  809E,  BROADCASTING. 

Experienced  staff  man,  28,  married,  college,  de- 
sires midwest  location,  preferably  within  100 

miles  of  Chicago.  Now  employed.  Box  819E, 
BROADCASTING. 
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Situations  Wanted — (Cont'd) 

Announcers 

Announcer,  negro,  my  inexperience  your  ad- 
vantage. I'm  easy  to  mold.  Box  839E,  BROAD- CASTING. 

Experienced  announcer,  excellent  voice  seeking 
permanent  position.  Prefer  metropolitan  area. 
Box  856E,  BROADCASTING. 

Assistant  pd  with  BS  in  radio-tv.  1  year  experi- 
ence in  production  and  sales.  Box  875E,  BROAD- CASTING. 

Negro  deejay,  good  board  man,  fast  patter, 
smooth  production.  I'm  the  one  you're  looking 
for.  Tape  and  resume.  Box  880E,  BROADCAST- ING. 

Personality-dj  strong  commercials,  gimmicks, 
etc.  run  own  board.  Steady,  eager  to  please.  Go 
anywhere.  Box  881E,  BROADCASTING. 

Girl  dj  announcer.  Go  anywhere.  Ready  now. 
Run  own  board.  Can  sell  too.  Steady,  no  bad 
habits.  Love  to  build  audiences  and  grab  ac- 

counts. Tape  and  resume.  Box  882E,  BROAD- CASTING. 

Young,  experienced,  Florida  production  minded, 
dj  and  salesman  wishes  to  locate  in  Los  Angeles 
area.  College  graduate,  available  around  Sep- 

tember 10.  Tape,  resume.  Box  886E,  BROAD- CASTING. 

Station  sold.  New  owners  bringing  own  staff. 
Three  experienced  men  available.  Two  first 
phones.  Box  890E,  BROADCASTING. 

Experienced,  versatile  staff  announcer,  presently 
employed,  seeks  move  to  larger  market.  Prefer 
midwest  or  east.  College  graduate,  30,  single, 
3>/2  years  experience.  Box  893E,  BROADCAST- ING. 

Announcer,  dj — Limited  experience,  good  board, 
3rd  phone,  sales  experience,  married,  2  years 
college.  Available  immediately.  Box  894E, 
BROADCASTING. 

Have  "Gums"  .  .  .  will  travel.  Top  morning  per- 
sonality with  "witties"  for  breakfast.  36,  14-year 

audience-building,  sponsor-happy  success  story. 
Currently  top  station,  major  market.  Seeking 
creative,  progressive,  adult  station  with  sense 
of  humor  that  is  seeking  creative,  progressive 
adult  with  humor.  Also  tv  2l/2  years.  Tape, 
brochure,  excellent  references.  $200.  Box  896E, 
BROADCASTING. 

Attention  westerners:  Versatile  staff  man  12 
years  experience,  8  in  present  market,  seeks 
stable  opportunity.  Good  delivery.  Adaptability. 
Family.  Tape.  Interview  possible.  Box  899E. 
BROADCASTING. 

Experienced  Boston  announcer — dj  has  first 
phone,  will  travel.  College.  $100  minimum.  Box 
900E,  BROADCASTING. 

Play-by-play  sportscaster.  Football,  basketball, 
baseball,  plus  other  sporting  events.  Good  dj, 
complete  knowledge  of  traffic.  Want  permanent 
employment.  Present  station  dropping  sports 
coverage.  Five  years  radio  experience,  plus  play- 

ing knowledge  of  sports.  Age  22.  Tape  upon  re- 
quest. Available  August  15,  1958.  Box  901E, 

BROADCASTING. 

Pop  dj,  mature,  first  phone,  top  mail  pull,  12 
years  experience  all  phases  radio  desires  larger 
market.  Got  potential?  I'll  build  an  audience! 
Have  been  chief.  Good  on  copy.  $100  weekly 
minimum.  Directional  experience.  Box  906E, 
BROADCASTING. 

Top  rated  dj  available  now!  Fast  moving,  tight 
roduction,  4  years  radio  and  tv  staffer,  wants 
igger  market  and  guarantees  results.  Tape  and 

resume  on  request.  Box  908E,  BROADCASTING. 

Deep  resonant  voiced  announcer  with  working 
knowledge  of  the  business.  Prefer  news,  dj. 
Available  immediately.  Box  910E,  BROAD- CASTING. 

New  station?  First  phone — experienced  dj,  news 
ed,  pd,  engineer.  Box  911E,  BROADCASTING. 

Deejay.  Newscaster.  Michigan,  Ohio,  Indiana,  Illi- 
nois, eastern  states.  Experienced,  married,  col- 
lege. Negro.  Am  "pop"  deejay,  not  negro  styled deejay.  No  accent.  Box  912E,  BROADCASTING. 

I  can  sell  on  the  air— produce  well  balanced  pro- 
gram, good  voice — 4  years  radio-family-mature- 

responsible.  $110.00.  Box  913E,  BROADCASTING. 

This  is  for  station  desiring  something  more  than 
steady  diet  of  hits.  Sure!  I  play  'em!  But  have more  to  offer.  Can  offer  format  that  stands  out: 
expert  music  selection:  hard  sell  with  sincerity. 
If  you  dare  to  have  dj  that's  different,  contact me.  Box  915E,  BROADCASTING. 

Interpretatively  announced  hourly  news.  Also 
commercials.  Six  month  suburban  Washington. 
No  board  work.  $80.00  weekly.  Box  919E,  BROAD- CASTING. 

Situations  Wanted — (Cont'd) 
Announcers 

Sports,  staff  announcer  play-by-play,  5  years 
experience,  college  graduate,  24,  married,  em- 

ployed, finest  references.  Box  927E,  BROAD- CASTING. 

3  years  experience.  Announcer,  dj,  news,  produc- 
tion spots.  PD  experience.  Light  selling  experi- 

ence. Box  929E,  BROADCASTING. 

Negro  disc-jockey,  seeks  position  in  radio,  ex- 
perienced, college  vet,  travel.  Box  932E,  BROAD- CASTING. 

Sports  and  news,  10  years  experience  play-by- 
play football,  basketball  and  baseball.  Best  ref- 

erences. Box  934E,  BROADCASTING. 

Announcer-experienced.  DJ  personality.  Good 
board  operator.  Frank  Collins,  169  Mott  Street, 
N.Y.C.,  Walker  5-4660  at  5:30  p.m. 

Staff  announcer  with  half  a  year  experience  de- 
sires position  in  mid-America.  Glen  Willman,  812 

13th  Avenue,  South,  Minneapolis  4,  Minn.  Federal 2-5827. 

Technical 

Chief  engineer,  20  years  experience  broadcasting 
operation,  maintenance,  construction.  Desires 
chief  engineer  position  in  Florida.  Age  39.  Box 
747E,  BROADCASTING. 

Engineer.  11  years  experience.  Ham.  Western 
states  preferred.  No  announcing.  Box  892E, 
BROADCASTING. 

Engineer,  first  phone.  Eight  years  all  phases  in- 
cluding high  powered  directionals,  fm  and  con- 

struction. Desire  metropolitan  area  station  with 
security.  Box  916E,  BROADCASTING. 

8  years  radio  background  from  janitor  to  general 
manager.  1st  phone,  construction  and  mainte- 

nance. Wish  radio  or  tv  combo  work.  $100  mini- 
mum.  Box  937E,  BROADCASTING. 

Experienced  combo-first  phone.  Prefer  southern 
California.  Al  Chesser,  11309  Thrace  Drive, 
Whittier,  Calif. 

Production-Programming,  Others 

Want  top  local  news  coverage?  I  want  challeng- 
ing opportunity  eastern  half  U.S.  4  years  ex- 

perience, 25,  family.  Box  879E,  BROADCASTING. 

My  production  manager  is  excellent.  Ten  years 
all  phases.  Superior  sportscaster — play-by-play 
in  major  conferences.  Good  programming  and 
public  relations.  Responsible  family  man.  De- 

serves better  opportunities.  Help  him!  Box  907E. 
BROADCASTING. 

Wanted  opportunity  as  news  man-dj  -promotion 
man  or  combination  for  Doug  Hill,  of  our  staff. 
Feel  he  deserves  advancement  to  larger  opera- 

tion. Leaving  voluntarily.  Available  after  July 
19.  Recommend  highly.  Call  or  write,  KJFJ, 
Webster  City,  Iowa,  for  full  enthusiastic  details. 

TELEVISION 

Help  Wanted 

Management 

Assistant  manager  wanted  for  Canadian  television 
station  located  in  Moncton,  New  Brunswick — just 
three  hours  from  Boston.  This  an  excellent  op- 

portunity for  the  right  man,  strong  in  sales  and 
desiring  a  nice  family  town  to  settle  in.  We  want 
an  ambitious  man  with  good  knowledge  of  tv 
operations,  not  afraid  to  shoulder  plenty  of  re- 

sponsibility and  build  sales.  Good  starting  salary 
and  liberal  incentive  with  plenty  of  opportunity 
to  advance.  Send  resume  of  background  and  ex- 

perience to  Fred  Lynds,  President,  Moncton 
Broadcasting  Ltd.,  Moncton,  N.  B.,  Canada. 

Sales 

Rare  opportunity  with  well  established  television 
station  for  experienced  and  successful  salesman 
who  feels  he  can  make  $10,000.00  to  $15,000.00 
year  on  10%  commission  in  mid-southern  city, 
that  is  in  the  top  fifty  markets,  where  other 
salesmen  are  earning  these  amounts  and  more. 
Since  our  service  is  an  intangible,  this  sales 
background  will  be  helpful,  though  not  manda- 

tory. $500.00  monthly  guarantee  and  car  service 
for  business  purposes.  We  believe  this  finest  sales 
opportunity  in  this  above-average  city.  Write 
Box    877E,  BROADCASTING. 

Now  working  for  a  national  rep?  You  have  a 
proven  sales  record,  no  drinking  problems,  ex- 

perience in  tv.  You  want  good  living  and  excel- 
lent pay  in  high,  cool  Colorado  Springs.  Send 

picture,  all  details  Robert  D.  Ellis,  KKTV,  Colo- 
rado Springs,  Colo. 

Now  working  for  a  midwest  tv  station?  You  have 
a  proven  sales  record,  no  drinking  problems,  ex- 

perience in  tv.  You  want  good  living  and  ex- 
cellent pay  in  high,  cool  Colorado  Springs.  Send 

picture,  all  details  Robert  D.  Ellis,  KKTV,  Col- 
orado Springs,  Colo. 

Help  Wanted— (Cont'd) 
Sales 

Now  working  for  an  eastern  tv  station?  You  have 
a  proven  sales  record,  no  drinking  problems,  ex- 

perience in  tv.  You  want  good  living  and  excel- 
lent pay  in  high,  cool  Colorado  Springs.  Send 

picture,  all  details  Robert  D.  Ellis,  KKTV,  Colo- 
rado Springs,  Colo. 

Now  working  for  a  southern  tv  station?  You 
have  a  proven  sales  record,  no  drinking  prob- 

lems, experience  in  tv.  You  want  good  living 
and  excellent  pay  in  high,  cool  Colorado  Springs. 
Send  picture,  all  details  Robert  D.  Ellis,  KKTV, 
Colorado  Springs,  Colo. 

Now  working  for  a  western  tv  station?  You  have 
a  proven  sales  record,  no  drinking  problems,  ex- 

perience in  tv.  You  want  good  living  and  ex- 
cellent pay  in  high,  cool  Colorado  Springs.  Send 

picture,  all  details  Robert  D.  Ellis,  KKTV,  Colo- 
rado Springs,  Colo. 

Announcers 

Immediate  opening,  southeastern  full  power  vhf, 
major  market,  excellent  living  and  working  con- 

ditions. Only  qualified  persons  need  apply  .  .  . 
permanent  position  with  opportunity  for  ad- vancement .  .  .  send  photo,  tape  and  resume 
with  initial  reply.  Box  790E,  BROADCASTING. 

Technical 

Experienced  engineer.  All-around  man  on  studio 
and  transmitter  capable  of  becoming  technical 
director  of  medium  market,  mid-south  full-power vhf.  Box  171E,  BROADCASTING. 

TV  technician  first  class.  Closed  circuit  experi- ence. Send  resume  and  references  to:  Personnel 
Office,  University  of  Maryland,  College  Park,  Md. 

Production-Programming,  Others 

Prominent  tv  station  accepting  applications  for 
head  of  tv  continuity  department.  Commercial 
tv  continuity  required.  Forward  copy  samples 
and  complete  resume  with  picture  and  salary 
requirements  to  Steve  Briggs,  Program  Man- 

ager, WISH-TV,  1440  North  Meridian  St.,  Indian- 
apolis 2,  Indiana. 

TELEVISION 

Situations  Wanted 

Sales 

Know  tv  production  inside  out?  Former  PD.  1st 
phone.  Wide  sales  experience.  Family  man  wants 
tv  management  or  sales  position  with  future. 
Box  905E,  BROADCASTING. 

Announcers 

Radio  background,  one  year  commercial  tv. 
Booth,  on-camera  commercial  and  news.  Prefer 
middle  or  southwest.  Age,  26.  Tape  and  photo 
on  request.  Box  897E,  BROADCASTING. 

Opportunity  embryonic  station.  Excellent  ap- 
pearance news  delivery.  Six  months  radio  sub- 

urban Washington.  Box  925E,  BROADCASTING. 

7  years  radio  experience.  Four  in  news.  Married. 
2  years  college.  Desire  tv  opening.  Box  928E, 
BROADCASTING. 

Technical 

Broadcast  technician  with  1st  phone.  TV  work- 
shop graduate,  desires  position  in  television  or 

radio.  Service  background  in  electroncis.  Box 
931E,  BROADCASTING. 

Technician  fully  versed  studio  equipment  and 
operations.  Completes  training  September.  Posi- tion desired,  any  location.  24,  married,  veteran, 
ambitious,  dependable.  Robert  Malter,  Box  936E, 
BROADCASTING. 

Production-Programming,  Others 

Director-writer-announcer,  tv  and  radio.  Also 
newscaster-dj-combo.  Engineering  background 
qualifies  as  announcer-director-switcher.  Top 
NBC-CBS  shows.  Family  man.  Relocate  for  de- 

sirable   position.    Box    885E,  BROADCASTING. 

Sports  director:  Eleven  years  play-by-play  col- 
lege-high school  football,  basKetbali.  9  years 

class  B  baseball.  14  years  radio,  3rd  year  tv 
sports  shows,  football  films,  panel-variety  shows. 
Desire  radio-tv  sports.  Excellent  references.  Box 
895E,  BROADCASTING. 

Producer-director-announcer,  6  years  radio-tv. 
B.A.,  high  school  teacher  3  years.  Steady,  sober, 
family  man,  one  child.  Box  922E,  BROADCAST- ING. 

Make  more  profits?  Tv  grad — B.F.A.,  M.A.  Young 
w/3  years  tv  production  experience.  5  years  writ- 

ing: Adv.,  prom.,  PR.  Trained  practically.  Can 
make  you  more  profits!  Box  5092,  N.  Lansing 
Station,  Lansing,  Michigan. 

I! 
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FOR  SALE 
FOR  SALE —  (Cont'd) 

INSTRUCTION 

Stations 

Major  market  highly  rated  station  $350,000.00 
29%  down,  must  prove  financial  reliability  be- 

fore property  will  be  revealed.  Box  846E, 
BROADCASTING. 

Midwest  two  am  station  market.  City  pop.  45,000. 
Local,  unlimited,  excellent  potential.  On  air  10 
years.  Good  sports  background,  good  personnel. 
Remote  trans  operations.  $78,000  with  29%  down. 
Proper  collateral  for  balance.  No  brokers.  Box 
876E,  BROADCASTING. 

Profitable  full-time  station  in  mid-west  city  of 
18,000.  Gross  earnings  approximately  $50,000  an- 

nually for  present  owner.  Will  sell  for  $220,000 
including  real  estate  and  buildings.  Down  pay- 

ment of  $65,000  with  balance  over  seven  years.  A 
good  station  in  a  good  market.  Full  details  to 
qualified  buyer.  Box  902E,  BROADCASTING. 

Southeast  metropolitan  market,  $225,000,  terms; 
Carolina  medium  market,  $75,000  terms;  Vir- 

ginia large  and  small  markets,  prices  range 
$100,000  to  $39,750  terms.  Chapman  Company, 
1182  West  Peachtree,  Atlanta. 

Waiting  buyers,  listings  wanted.  Hollingsworth 
Co.,  Inc.,  "Guess  The  Lucky  Secret  Word." Program.  514  Hempstead  Ave.  W.  Hempstead, 
N.  Y. 

Southwest,  small  market  stations,  $10,000  and 
$15,000  down  payments.  Chapman  Company,  1182 
West  Peachtree,  Atlanta;  or  33  West  Michel- 
torena,  Santa  Barbara,  Calif. 

Norman  &  Norman,  Inc.,  510  Security  Bldg., 
Davenport,  Iowa.  Sales,  purchases,  appraisals, 
handled  with  care  and  discretion.  Experienced. 
Former  radio  and  television  owners  and  opera- tors. 

Eastern  shore  area  station,  $48,000,  terms.  Middle 
Atlantic  major  market  station,  $275,000,  terms. 
Chapman  Company,  17  East  48th  Street,  New 
York. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States, 
Jack  L.  Stoll  &  Associates,  6381  Hollywood  Blvd., 
Los  Angeles,  Calif. 

Florida  medium  market  station,  $225,000  total, 
$100,000  cash.  Chapman  Company,  1182  West 
Peachtree,  Atlanta. 

Equipment 

Ike  chain  new  G-E  iconoscope  film  channel,  com- 
plete model  4PE5C.  Very  reasonable.  Box  794E, 

BROADCASTING. 

A  complete  mobile  station  for  $125.  May  also  be 
used  as  base  station.  Motorola  transmitter,  re- 

ceiver, control  head,  mike,  control  and  battery 
cables  and  antenna.  Units  in  good  working  con- 

dition. Box  933E,  BROADCASTING. 

For  sale — Gates  "Auto-Station."  Complete  pro- duction and  automatic  playback  units.  One  year 
old.  Perfect  condition.  Original  cost  $6,000.00.  Sale 
caused  by  programming  revision  following 
change  of  ownership.  WBLG,  Box  1417,  Lexing- 

ton, Kentucky. 

1 —  3  Rev  Federal  (fm)  transmitter  with  Andrew 
antenna  with  tubes  (like  new,  in  good  condi- 

tion) 1 — G.  E.  frequency  and  modulation  monitor 
(fm).  1 — Gates  RF  amplifier  and  power  supply 
(fm).  1 — Gates  remote  control  RDC-10  complete, 
(like  new).  Contact:  William  Emert,  Radio  Sta- 

tion WPHB,  Philipsburg,  Pa.  or  phone  Dickens 
2-  2300. 

Transmission  line  and  accessories,  dismantled. 
600'  of  3Vs"  type  562  line,  8—90°  elbows,  3^45° 
elbows,  necessary  adaptors  to  reduce  to  1%"  or 
Va"  line.  Write:  Route  #2,  Box  270B,  Menomonee Falls,  Wis.  or  call  Menomonee  Falls  5881. 

Commercial  crystals  and  new  or  replacement 
crystals  for  RCA,  Gates,  W.E.  and  Bliley  holders; 
regrinding,  repair,  etc.  Also  am  monitor  service. 
Nationwide  unsolicited  testimonials  praise  our 
products  and  one  day  service.  Eidson  Electronic 
Co.,  PR  3-3901,  Temple,  Texas. 

Complete  uhf  transmitter,  former  channel  67, 
Dumont,  5  kw  visual,  3kw  aural  transmitters, 
control  console,  picture  monitor,  LV  power  sup- 

ply, A  power  supply,  waveform  monitor,  stabi- 
lizing amplifier,  remote  control  panel,  two  Uni- 
versal consoles,  video  switch  unit,  audio  mixing 

panel,  coax  cables,  transmission  lines,  miter  el- 
bows, 410  ft.  aluminum  wave  guide,  Hewlett- 

Packard  frequency  monitoring  with  aural  fre- 
quency, Aural  modulating  meter,  video  fre- 
quency, RCA  uhf  load  and  watt  meter,  uhf 

diplexer,  receiver  rf  head,  receiver  control  unit, 
Trane  heat  exchanger,  Raytheon  tv  microwave 
relay,  2  voltage  regulators,  full  set  spare  tubes, 
many  parts.  Price  in  one  package  $37,500.  Re- 

placement value  over  $200,000.  Everything  neces- 
sary for  live,  film  and  network  operation.  Dis- 

mantled and  in  like-new  condition.  Inventory 
upon  request.  Subject  to  prior  sale.  May  be  in- 

spected any  time.  Our  No.  0274.  May  Brothers, 
Binghamton,    N.  Y. 

Equipment 
204'  Ideco  self-supporting  tower.  Dismantled,  re- 

painted. $3,250.  Box  748,  Rapid  City,  South  Da- kota. 

Federal  101-C  field  set  and  vibrator  supply.  Good 
condition.  The  Storz  Stations,  820  Kilpatrick 
Bldg.,  Omaha  2,  Nebraska. 

Television  monitors — broadcast  and  industrial — 
cabinet,  rack,  custom  chassis  models — 8"-$195.00; 
14"-$215.00;  17"-$219.00;  21"-$259.00.  Write  Miratel, Inc.,  1080  Dionne  St.,  St.  Paul  13,  Minn. 

WANTED  TO  BUY 

Stations 

Looking:  Prefer  mid-Atlantic  or  northeast. 
Under  $100,000.  Box  807E,  BROADCASTING. 

Financially  responsible  party  wants  to  purchase 
large  or  small  market  station  in  one  of  the  fol- 

lowing states — West  Virginia,  Virginia,  North 
Carolina,  South  Carolina,  Georgia  or  Alabama. 
Will  deal  with  individual  or  broker.  Rush  all  re- 

plies to  Box  914E,  BROADCASTING. 

Sizeable  cash  to  purchase  local  or  regional  sta- 
tion showing  profitable  statement.  Must  be  150 

mile  radius  of  Washington,  D.  C.  Active  partici- 
pation considered  for  station  in  need  of  addition- 

al  capitalization.    Box   923E,  BROADCASTING. 

Established  station  owner  metropolitan  Chicago 
area  is  interested  in  acquiring  an  additional  radio 
station.  Responsible  principles  or  representative 
may  submit  replies  in  strict  mutual  confidence. 
Call  or  write  Angus  D.  Pfaff,  Station  WNMP, 
Evanston,  Illinois. 

Individual  wishes  to  purchase  or  lease  station  in 
medium  or  small  market.  All  replies  confidential. 
217-18  Frank  Nelson  Building,  Birmingham,  Ala- bama. 

Equipment 
1  kw  fm  transmitter  and  multiplex  audio  equip- 

ment for  background  music  service.  Also  fm  7.3 
antenna,  either  side  mount  or  top  mount.  Please 
list  equipment  by  make  and  model  number,  age, 
condition,  and  price.  Reply  Box  820E,  BROAD- CASTING. 

Wanted — TV  kinescope  equipment.  Cameras, 
power  supply  etc.  Box  858E,  BROADCASTING. 

Line  level  .  .  .  891  R  tubes,  fittings  for  same 
.  .  .  new  or  used  .  .  .  Call  or  write  Radio  860 
XEMO,  San  Diego  12,  California,  Cypress  860-14. 

Used  portable  field  intensity  meter.  Write  to: 
Clarence  Ausham,  P.  O.  Box  624,  Pipestone,  Minn. 

Wanted:  T-V  cameras  and  accessories.  Gene 
OFallon  &  Sons,  Industrial  T-V  Specialists,  639 
Grant  Street,  Denver  3. 

MISCELLANEOUS 

Bingo  Time  U.S.A.  printers  of  personalized 
bingo  type  game  sheets  for  radio  and  television 
programs.  We  also  distribute  Va  nr.  bingo  type 
film  series,  mc'd  by  popular  film  personalities. 
P.O.  Box  1871,  Hollywood  28,  Calif.  Tel:  Holly- wood 2-4038. 

BUSINESS  OPPORTUNITY 

Manager  wanted  willing  to  invest  $30,000.00  in 
profitable  Florida  station  and  operate.  Con- 

fidential.  Box  845E,  BROADCASTING. 

F.C.C.  first  phone  preparation  by  correspondence 
or  in  residence  classes.  Our  schools  are  located 
in  Washington,  Hollywood,  and  Seattle.  For 
details,  write:  Grantham  School,  Desk  2,  821 — 
19th  Street,  N.  W.,  Washington,  D.  C. 

FCC  first  phone  license  in  six  weeks.  Guaranteed 
instruction  by  master  teacher.  G.I.  approved. 
Phone  FLeetwood  2-2733.  Elkins  Radio  License 
School,  3605  Regent  Drive,  Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st  phone 
license.  5  to  6  weeks.  Reservations  required.  En- 

rolling now  for  classes  starting  Septem- 
ber 3,  October  29.  For  information,  references 

and  reservations  write  William  B.  Ogden  Radio 
Operational  Engineering  School,  1150  West  Olive 
Avenue,  Burbank,  California. 

RADIO 

Situations  Wanted 

Announcers 

—  NEED  AD.  J.?  — 
B.  C.  A.  Placement  Service  has  them  .  .  .  with 
and  without  experience.  All  eager  to  please 
and  make  you  money!  Best  trained  anywhere, 
run  own  boards.  No  prima  donnas.  Thoroughly 
screened.  Write  or  wire  collect  immediately: 

Milt  Stillman,  Placement  Service 
Broadcast  Coaching  Associates 

1639  Broadway,  Capitol  Theatre  Bldg. 
N.  Y.  C.  19,  N.  Y. 

JUdson  6-1918.    No  charge  for  either  party. 

TELEVISION 

Help  Wanted 

Sales 

■  SALES  OPPORTUNITY ■ 

j  WWTV,  Cadillac,  Michigan  has  an 
■  outstanding  sales  opportunity  for  an 

I  aggressive,  high  caliber  young  man  in 
;  one  of  its  regional  offices.  The  present 
;  salesman  is  making  $10,000  a  year  and 

5  is  going  to  Colorado  for  personal  rea- 
;  sons.  You  will  take  over  all  of  his 

;  accounts.  If  you  are  interested  in 
;  becoming  a  part  of  a  growing,  thriving 
:  community  in  a  single  station  market, 
:  please  contact  Gene  Ellerman,  Station 
■  Manager,  WWTV,  Cadillac,  Michigan. 

DON'T  FREEZE!  MIGRATE  NOW! 

BUSH  LEAGUERS!   BIG  CITYITES! 

Live  in  one  of  the  nation's  largest  entertainment  centers  and  better 
yourself  by  joining  a  staff  of  idea  men,  creative  thinkers  whose  greatest 

ambition  is  self-improvement.  We  didn't  invent  radio  but  a  lot  of  people  j 
think  we  did.  If  you  think  you  sound  great,  prove  it.  Airmail — special 

full  resume  including  a  tight,  bright,  fast-paced  news  and  music  air- 

check  with  a  smile  in  it.  The  South's  leading  50,000  watt  Top  Fifty 
Independent  is  interested  in  you.  Hurry  info  and  tape  to 

Bob  Connell,  Program  Director 

WNOE,  New  Orleans. 
w  w  w  ww  ir^^w^^^^wm  WW  ww  w  w  w  m  w  i»  ■  ■  v  w  w  w  w  ww  w  w  w  m  w» 
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TELEVISION 

Help  Wanted 

Announcers 

NEWSMAN— FLORIDA  TV 

Top  TV  station  in  principal  Florida  market 
wants  qualified  newsman.  Must  have  TV 
news  background,  be  capable  of  on-the-air 
work  for  major  newscast.  Ours  is  a  large 
and  solid  news  operation.  We  offer  good 
pay  for  the  right  man.  Send  full  background, 
including  salaries,  references  and  SOF  sam- 

ple of  news  delivery  (if  not,  photo  and  tape) 
date  of  availability  to — News  Director, 

WTVT,  Tampa,  Florida. 

TELEVISION 

Situations  Wanted 

Production-Programming,  Others 

^yC-  -S/''  '-^T 

|  Young  program  and  administra-  | 
§  tive  executive  desires  program  $ 

§  directorship  of  progressive  TV  § 

§  station.  Extensive  background  § 

£  with  networks  and  major  mar-  § )  ket  stations  includes 

&  creative  programming  and 
production 
film  purchasing 
personnel  supervision 
budgeting 

H  labor  relations 
sales  coordination 

§ 

§w  sales  coordination  £ 
Excellent   industry   references.  ? 

§ 

i 
Box  935E,  BROADCASTING 

^-i  ̂c^~.         jy-.  ./y.     -^y.  -^y-.  -^-fs 

FOR  SALE 

Stations 

THE  PIONEER  FIRM  OF  TELEVISION 
AND  RADIO  MANAGEMENT 

CONSULTANTS— ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 
APPRAISALS  FINANCING 

HOWARD  S.  !•  MAZIER,  INC. 
1736  Wisconsin  Ave.,  N.W. 
Washington    7,    D.  C. 

Equipment 

TAPE  RECORDERS 
All  Professional  Makes 
New — Used — Trades 

Supplies — Parts — Accessories 
STEFFEN  ELECTRO  ART  CO. 

4401  W.  North  Avenue 
Milwaukee  8,  Wise. 

Uptown  1-8150    TWX:  MI- 193 
America's   Tape  Recorder  Specialists 

EMPLOYMENT  SERVICES 

RADIO— TV— ADVERTISING 
PLACEMENT  SERVICE 

Relocate  in  the  Progressive  South 
FLORIDA— GEORGIA— TENNESSEE— NORTH 

AND  SOUTH  CAROLINA— ALABAMA 
•  Copy  writers  •  TV  Production 
•  Announcers  •  Salesmen 
•  Technicians  •  Artists 

PROFESSIONAL  PLACEMENT 
458  PEACHTREE  ARCADE 

ATLANTA,  GEORGIA 

FOR  THE  RECORD  continues  from  page  88 

KEEN  Carrizo  Springs,  Tex. — Granted  assign- 
ment of  license  from  Walter  H.  Herbort,  Jr.,  and 

Roy  W.  Herbort,  d/b  as  Radio  Station  KBEN  to 
Walter  H.  Herbort  Jr. 
WSFM  Birmingham,  Ala. — Granted  license  for fm  station. 
KTWR  Tacoma,  Wash.— Granted  license  for fm  station. 
KRRC  Portland,  Ore. — Granted  license  for 

non-commercial  educational  fm  station. 
Granted  licenses  for  following  am  statinns: 

WESY  Leland,  Miss.;  WMDF  Mount  Dora,  Fla., 
conditions;  KOWN  Escondido,  Calif.;  WPCC 
Clinton,  S.  C. 
WCPM  Cambridge,  Ky.  —  Granted  license 

covering  changes  in  facilities  and  installation  of 
new  trans. 
KG AK  Gallup,  N.  M. — Granted  license  covering 

installation  of  new  trans,  (composite)  as  aux. 
trans,  at  present  main  trans,  site  using  DA-N; 
remote  control  permitted  while  using  nondirec- tional  ant. 
WNKY  Neon,  Ky. — Granted  license  covering 

change  in  facilities  and  installation  of  new  trans. 
WCHB  Inkster,  Mich. — Granted  license  cover- 

ing increase  in  power,  installation  new  trans,  and 
make  changes  in  DA  pattern. 
KEYZ  Williston,  N.  D. — Granted  license  cover- 

ing changes  in  facilities,  change  ant. -trans,  and 
studio  location,  installation  DA-N,  make  changes 
in  ground  system  and  installation  new  trans. 
KTOK  Oklahoma  City,  Okla. — Granted  license 

covering  installation  of  new  main  trans. 
KRCC  Colorado  Springs,  Colo. — Granted  license 

covering  installation  of  new  type  ant. 
WMAM  Marienette,  Wis. — Granted  cp  to  in- 

stall new  type  trans. 
WKNY  Kingston,  N.  Y. — Granted  cp  to  use  old 

main  trans,  as  alternate  main  trans,  at  present 
location  of  main  trans.;  remote  control  permitted 
and  license  to  cover. 
KDOV  Medford,  Ore.— Granted  mod.  of  cp  to 

make  changes  in  ant.  system  (increase  height) 
and  change  type  of  trans. 
WKFM  Chicago,  111. — Granted  authority  to  op- 

erate with  reduced  power  of  40  kw  pending 
installation  of  new  ant.  for  period  ending  Sept. 
25. 
KELS  Nacogdoches,  Tex. — Granted  authority 

to  remain  silent  for  period  of  60  days  for  in- 
stallation of  equipment  for  Station  KTES  (TV) 

in  trans,  building. 
KTXC  Big  Spring,  Tex.— Granted  extension  of 

authority  to  remain  silent  pending  approval  of 
application  for  transfer  of  ownership  for  period 
ending  Aug.  2. 
KFGQ-AM-FM  Boone,  Iowa— Granted  author- 

ity to  remain  silent  all  day  July  4  and  Labor 
Day  so  staff  may  have  picnics. 
WETO  Gadsden,  Ala. — Granted  authority  to 

sign-off  6  p.m.  CST,  during  July  and  Aug. 
WBEC-FM  Pittsfield,  Mass.— Granted  authority 

to  remain  silent  for  additional  90  day  period  to 
and  including  Oct.  1. 
Following  stations  were  granted  extensions  of 

completion  dates  as  shown:  WICS  (TV)  Spring- 
field,  111.  to  10-1  and  KTAG-TV  Lake  Charles 
La.  to  1-9-59. 

Actions  of  June  25 
WKTX  Atlantic  Beach,  Fla.— Granted  license 

for  am  station;  condition. 
KPRC  Houston,  Tex. — Granted  license  cover- 

ing change  of  ant. -trans,  location,  make  changes 
in  nighttime  directional  ant.  (one  additional 
tower  and  change  height)  and  ground  system  and 
change  type  trans. 
WHLN  Harlan,  Ky. — Granted  license  covering 

changes  in  facilities,  change  ant. -trans,  loca- 
tion, make  changes  in  ant.  and  ground  system, 

installation  new  trans.;  remote  control  per- 
mitted; condition. 

KITT(FM)  San  Diego,  Calif.— Granted  license 
covering  change  of  frequency  from  104.7  mc  to 
105.3  mc;  remote  control  permitted. 
WTIX  New  Orleans,  La. — Granted  cp  to  in- 

stall new  trans,  as  aux.  trans,  at  present  loca- 
tion of  main  trans,  DA-2. 

KTKN  Ketchikan,  Alaska — Remote  control 
permitted. 

Actions  of  June  23 

KLOV  Loveland,  Colo. — Granted  assignment  of 
license  to  William  R.  Vogel,  et  al.,  d/b  as  Love- land  Bcstrs. 
KOZI  Chelan,  Wash. — Granted  acquisition  of 

positive  control  by  Stuart  S.  Maus  through  pur- 
chase of  stock  from  Mark  A.  Sorley. 

WARE  Ware,  Mass. — Granted  acquisition  of 
positive  control  by  Sherwood  J.  Tarlow  through 
sale  of  stock  by  Bertram  Roberts  to  licensee  cor- 
poration. KTBS-TV  Shreveport,  La.— Granted  license 
covering  changes  in  tv  station. 
KTWO-TV  Casper,  Wyo.— Granted  license  for 

tv  station  and  redescribe  trans,  location;  ERP 
visual  28.5  kw,  aural  14.1  kw.  ant.  height  1400  ft. 
KETC  St.  Louis,  Mo.— Granted  license  for  non- 

commercial educational  tv  station. 
WKAQ-FM  San  Juan,  P.  R. — Remote  control 

permitted. 
WSRV  Carbondale,  111. — Remote  control  per- mitted. 

License  Renewals 

FCC  granted  renewal  of  following  station  li- 
censes (Commissioner  Lee  absent): 

KRUS  Ruston,  La.;  KLCN,  KLCN-FM  Blythe- 
ville,  Ark.;  KTLO  Mountain  Home,  Ark.;  KUOA, 

KUOA-FM  Siloam  Springs,  Ark.;  WCLD  Cleve- 
land, Miss.;  WMPA  Aberdeen,  Miss.;  KTLD 

Tallulah,  La.;  KUZN  West  Monroe.  La.;  WSGA 
Savannah,  Ga.;  WTJU  Charlottesville,  Va.; 
WTIX  New  Orleans,  La.;  WMIT-FM  Clineman's 
Peak,  N.  C;  K80AE  Tucumcari,  N.  M.;  K80AA 
Center,  Colo.;  K71AC  Farmington,  N.  M.;  K75AC 
Farmington,  N.  M.;  W79AA  Claremont,  N.  H.; 
K82AC  Romeo,  Manassa  &  LeJara,  Colo.;  WJXN 
Jackson,  Miss.;  WMAG  Forest,  Miss.;  WTUP 
Tupelo,  Miss.;  WCJU  Columbia,  Miss.;  WGEA 
Geneva,  Ala.;  WNPS  New  Orleans,  La. 

UPCOMING 
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July 

July  7-19:  Summer  Educational  Television  Work- 
shop. College  of  the  Pacific,  Stockton,  Calif. 

July  19:  Conference  on  Tv  for  Women  in  Home 
Economics,  Business  and  Education,  UCLA 
Los  Angeles. 

July  21-25:  National  Assn.  of  Educational  Broad- casters, seminar,  Allerton  House,  Monticello, 
111. Julv  27-29:  South  Carolina  Broadcasters  Assn., 
Holiday  Lodge  Hotel,  Myrtle  Beach. 

August 
Aug.  1-2:  Oklahoma  Broadcasters  Assn..  Lake 
Texhoma  Lodge,  Lake  Texhoma. 

Aug.  4-23:  Summer  Tv  Workshop.  College  of 
Communication  Arts  and  WKAR-TV,  Michigan 
State  University.  East  Lansing. 

Aug.  13-16:  Affiliated  Advertising  Agencies  Net- 
work, annual  international  meeting,  Lord  Bal- 
timore Hotel,  Baltimore. 

Aug.  19-22:  Western  Electronic  Show  and  Con- vention. Pan  Pacific  Auditorium,  Los  Angeles. 
Aug.  24-Sept.  4:  National  Assn.  of  Educational 
Broadcasters,  tv  instruction  conference,  Pur- 

due U.,  Lafayette,  Ind. 
Aug.  26-27:  Georgia  Broadcasters  As=n.,  St. 

Simons. 

September 
Sept.  4-5:  RAB  Regional  Management  Confer- 

ence, Ponte  Vedra  Inn.  Ponte  Vedra  Beach,  Fla. 
Sept.  5-6:  Texas  AP  Broadcasters  Assn.,  Roose- velt Hotel,  Waco. 
Sent.  5-7:  West  Virginia  Broadcasters  Assn., 
Greenbrier  Hotel,  White  Sulphur  Springs. 

Sept.  8-9:  RAB  Regional  Management  Confer- 
ence, Rickey's  Studio  Inn,  Palo  Alto,  Calif. 

Sept.  9-11:  Idaho  Broadcasters  Assn.,  Washing- ton Hotel,  Weiser. 

Sept.  11-12:  RAB  Regional  Management  Confer- 
ence, Western  Hills  Lodge,  Sequoyah  State 

Park,  Okla. 
Sept.  15-16:  RAB  Regional  Management  Confer- 

ence. The  Greenbrier,  White  Sulphur  Springs, 
W.  Va. 

Sept.  19-21:  International  Sieht  &r  Sound  Ex- 
position's seventh  annual  High  Fidelitv  Show and  Music  Festival.  Palmer  House.  Chicago. 

Sept.  21-24:  L'Assn.  Canadienne  de  la  Radio  et 
de  la  Television  de  Langue  Francalse,  Alpine 
Inn.  Ste.  Marguerite.  Que. 

Sept.  22-23:  Louisiana  Assn.  of  Broadcasters. 
Townhouse  Motel,  Lafayette. 

Sept.  22-23:  RAB  Regional  Management  Confer- 
ence, Hotel  Morain-on-the-Lake,  Highland Park,  111. 

Sept.  25-26:  RAB  Regional  Management  Confer- 
ence, St.  Clair  Inn  &  Country  Club,  St.  Clair, 

Mich. 
Sept.  26-27:  Mississippi  Broadcasters  Assn.  Man- 

agement Conference,  U.  of  Mississippi,  Uni- versity. 

Sept.  29-30:  RAB  Regional  Management  Confer- 
ence, Princeton  Inn,  Princeton,  N.  J. 

October 

Oct.  5-6:  Texas  Association  of  Broadcasters,  fall 
conference,  Texas  Hotel,  Fort  Worth. 

Oct.   5-7:    Central    Canada    Broadcasters  Assn., 
Alpine  Inn.  Ste.  Marguerite,  Que. 

Oct.  8-10:  IRE  Canadian  convention.  Exhibition 
Park.  Toronto. 

Oct.  12-15:  Western  Region,  American  Assn.  of 
Advertising   Agencies,    annual    convention.  El 
Mirador  Hotel,  Palm  Springs,  Calif. 

Oct.    13-15:    National    Electronics  Conference. 
Hotel  Sherman,  Chicago. 

Oct.    16-18:    M'ssouri    Broadcasters    Assn..  St. 
Louis. 

Oct.  28-29:  Central  Canada  Broadcasters  Assn. 
Westbury  Hotel.  Toronto.  Ont. 

NAB  FALL  CONFERENCES 
Sept.  18-19,  Buena  Vista  Hotel,  Biloxi,  Miss. 
Sept.  22-23,  Okla.  Biltmore,  Oklahoma  City,  Okla. 
Sept.  25-26.  Challenger  Inn,  Sun  Valley,  Idaho. 
Sept.  29-30,  Mark  Hopkins  Hotel,  San  Francisco. 
Oct.  13-14,  Schroeder  Hotel,  Milwaukee. 
Oct.  16-17.  Radisson  Hotel,  Minneapolis. 
Oct.  20-21,  Somerset  Hotel,  Boston. 
Oct.  23-24,  Shoreham  Hotel,  Washington,  D.  C. 

Broadcasting 



PEOPLE 

ADVERTISERS  &  AGENCIES 

A  WEEKLY  REPORT  OF FATES  AND  FORTUNES NETWORKS 

WILLIAM  C.  EDWARDS,  v. p.  and  manager,  Chicago 
office  of  D'Arcy  Adv.,  named  to  board  of  direc- tors. 

LEROY  J.  WALLACE,  v.p. -treasurer,  Goebel  Brewing 
Co.,  Detroit,  elected  executive  v. p. -general  man- 

ager. EDWIN  J.  ANDERSON,  president.  Goebel 
Brewing,  retiring  to  become  full-time  president 
of  professional  Detroit  Lions  (football).  Mr.  And- 

erson also  elected  chairman  of  board  of  Goebel. 

ROBERT  H.  EPPLER,  account  supervisor  on  Edsel 
and  Minneapolis-Honeywell  accounts,  and  GOOD- 

WIN ALARIK,  in  similar  capacity  on  Hallmark 
Inc.  and  First  National  Bank  of  Chicago,  elected 
v.p.'s  at  Foote,  Cone  &  Belding,  Chicago. 

ROBERT  E.  BRANDSON,  account 
supervisor,  Charles  Bowes 
Adv.  Inc.,  L.A.,  named  v.p. 
and  executive  committee 
member.  Mr.  Brandson  for- 

merly was  advertising  man- 
ager, Hancock  Oil  Co.  and 

regional  sales  manager,  Brea 
Chemicals  Inc. 

G.  BOWMAN  KREER,  formerly 
co-manager  of  Chicago  of- 

fice of  Campbell-Mithun,  to 
Clinton  E.  Frank,  Chicago,  as 

v.p.  and  marketing  services  director. 

JOHN  S.  WIGGINS,  formerly  v.p.  and  account  ex- 
ecutive, H.  W.  Kastor  &  Sons  Adv.,  Chicago,  to 

Herbert  Baker  Adv.,  Chicago,  as  v.p.  in  charge 
of  marketing. 

JOHN  P.  McELROY  announces  resignation  as  v.p. 
and  account  supervisor  (Carling's  beer,  other 
accounts)  at  Edward  H.  Weiss  &  Co.,  Chicago. 

HENRY  W.  PETERSON  and  HARRY  G.  FLETCHER,  for- 
merly v.p.  and  art  director,  respectively,  for 

Harrington,  Richards  &  Morgan,  S.F.,  appointed 
contact-creative  v.p.  and  art  director,  respec- 

tively, for  Honig-Cooper,  Harrington  &  Miner, 
S.F.  ROBERT  E.  AKEY,  HCH&M  account  executive, 
promoted  to  v.p. 

CURTIS  KENT,  formerly  with  sales  promotion  staff 
of  McKesson  &  Robbins,  to  Eversharp  Inc.,  N.  Y., 
as  sales  promotion  manager. 

WALTER  G.  MITCHELL,  formerly  with  Royal  McBee 
Corp.  as  marketing  specialist,  appointed  director 
of  research  for  Fuller  &  Smith  &  Ross,  N.  Y., 
replacing  DR.  W.  C.  DAVIS,  who  has  resigned  as 
v.p.  and  director  of  research. 

WILLIAM  R.  SETH,  program  plans  director,  Mac- 
Manus,  John  &  Adams,  N.  Y.,  to  program  super- 

visor, Lennen  &  Newell,  N.  Y. 

RICHARD  E.  GOEBEL,  account  supervisor,  Compton 
Adv.,  S.F.,  promoted  to  manager  of  S.F.  division. 
He  will  continue  to  supervise  agency's  accounts. 

HARRY  F.  BRIAN,  v.p.,  VanSant,  Dugdale  Co.,  Balti- 
more, named  creative  director. 

PETER  G.  ROTKO,  sales  training  and  promotion 
director.  Carpet  Institute  Inc.,  N.  Y.,  to  adver- 

tising-sales promotion  staff,  Textile  Fibers  Dept., 
Union  Carbide  Corp.,  N.  Y. 

MARY  MARGARET  MULLINS,  formerly  with  Comp- 
ton Adv.,  BBDO  and  Shell  Oil  Co.,  joins  publicity 

department  at  William  Esty  Co.,  N.  Y. 

COLLEEN  HOEFER,  personal  press  representative 
for  DAVE  GARROWAY  and  before  that  Associated 
Press  editor  in  Chicago  and  Milwaukee  bureaus, 
to  Ted  Bates  &  Co.,  N.  Y.,  press  department. 

LARRY  A.  RUSSELL,  formerly  with  Hixson  &  Jor- 
genson,  S.F.,  has  joined  Prescolite  Mfg.  Corp., 
Berkeley.  Calif. 

FILM 

VISITING  members  of  American 
Women  in  Radio  &  Television  met 
Vice  President  Richard  M.  Nixon  on 

a  three-day  junket  to  the  capital  last 
month.  With  him  at  a  Mayflower  Ho- 

tel reception:  Nena  Badenoch  (1), 

National  Society  for  Crippled  Chil- 
dren and  Adults  Inc.,  Chicago,  na- 
tional president  of  AWRT,  and  Patti 

Searight,  program  director,  WTOP 
Washington,  president  of  the  capital 
chapter  of  the  organization.  Some  80 

chapter  presidents  came  from  sea- 
board states  for  a  weekend  of  touring 

and  parties  hosted  by  the  Washington 
Hotel  Assn.  in  cooperation  with  the 
Summer  Jubilee  committee  of  the 

Washington  Convention  and  Visitor's Bureau. 

for  Puerto  Rico  and  Caribbean,  with  offices  at 
Edificio  El  Imparcial,  Calle  Comercio  450,  San Juan. 

FREDERIC  W.  ZIV,  chairman  of  board.  Ziv  Tele- 
vision Programs,  Cincinnati,  Ohio,  appointed 

finance  chairman  of  film  programs  industry  for 
U.  S.  Committee  for  United  Nations. 

LEO  SEICSHNAYDRE,  branch  manager  in  New 
Orleans,  Republic  Pictures  Inc.,  appointed  to 
Cinema-Vue  Corp.,  N.  Y.,  as  New  Orleans  branch 
manager. 

ROBERT  DRUCKER,  formerly  v.p.  for  Klaeger  Films, 
N.  Y.,  has  joined  tv  commercial  and  industrial 
division  of  MGM-TV  as  executive  commercial 
producer  at  Culver  City,  Calif.,  studios. 

ROBERT  TROUT,  CBS  Radio,  added  to  team  of 
newscasters  for  network's  Hertz  World  and 
Business  News  series  sponsored  by  Hertz  Rent- A-Car  System. 

LEONARD  SPINRAD,  former  editor  and  publisher  of 
weekly  communication  industries  newsletter. 
The  Spinrad  Report,  to  executive  editor  staff  of 
CBS -TV  Press  Information  Dept.  He  also  will 
function  as  active  director  of  information  for 
CBS  Labs. 

VINCENT  PRICE  signed  as  host  for  ABC-TV's  ESP series,  which  debuts  July  11. 

EDGAR  ALLAN  JONES  JR.,  presiding  judge  of  ABC- 
TV's  Traffic  Court,  named  professor  of  law  at 
UCLA.  For  past  year  he  has  been  assistant 
dean  of  UCLA's  law  school. 

STATIONS 

R.  W.  (DICK)  CHAPIN  joins  Stuart  stations  as  ex- 
ecutive v.p. -general  manager  of  KFOR  Lincoln, 

Neb.;  KMNS  Sioux  City,  Iowa,  and  KRGI  Grand 
Island,  Neb.  BOB  McKUNE  named  KRGI  station 
manager;  JAN  DELLINGER,  formerly  manager  of 
KGFW  Kearney,  Neb.,  joins  KMNS  as  manager. 
ROGER  LARSON,  formerly  assistant  general  man- 

ager, KFOR,  promoted  to  station  manager. 

BOB  REGAN,  v.p.  in  charge  of 
programming,  KGB  San 
Diego,  takes  on  additional 
duties  as  station  manager. 
Mr.  Regan  has  been  active  in 
San  Diego  broadcasting  12 

years. HARRY  BULOW,  account  ex- 
ecutive, KFMB-TV  San 

Diego,  Calif.,  resigns  to  join 
XEMO  Tijuana  as  general 
sales  manager.  JOHN  RIDEN- 
OUR,  formerly  of  WNBQ  Chi- 

cago, and  PAT  WALDEN,  with  KCBQ  San  Diego, 
appointed  KFMB-TV  account  executives. 

REGAN 

ROBERT  C.  WIEGAND,  assistant 

general  manager,  WTVN-TV 
Columbus,  Ohio,  to  WKYT- 
TV  Lexington,  Ky.,  as  gen- 

eral manager.  Mr.  Wiegand 
began  his  six-year  associa- 

tion with  WTVN-TV  in  1952. 

MOLLY  LOW  joins  KGFJ  Los 
Angeles   as   sales  manager. 

SAMUEL   F.   JACKSON,  tv  sales 
department,  Avery-Knodel, 
joins  WMBD-TV  Peoria,  111., 

as  national  sales  manager. 

MR.  WIEGAND 

ROBERT  KEARNS,  announcer  and  salesman,  WIBW 
Topeka,  Kan.,  promoted  to  local  sales  manager, 
replacing  CHARLES  LOGAS,  resigned. 

CHARLES  PARKER,  account  executive,  WDRC  Hart- 
ford, Conn.,  appointed  production  manager.  Mr. 

Parker  has  been  with  WDRC  since  1944. 

CHARLES  K.  CHRISMON,  with  WHBG  Harrisonburg, 
Va.,  to  WHOO  Orlando,  Fla.,  as  chief  engineer. 
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HASKEL  MARSHAL,  formerly  representative,  Alex- 
ander International  Div.,  Alexander  Film  Co., 

Colorado  Springs,  Colo.,  appointed  resident  v.p. 
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PEOPLE  CONTINUED 

MR.  MADSEN 

ARCH  MADSEN,  formerly  gen- 
eral manager  of  Sponsor 

magazine  and  before  that  di- 
rector of  membership  and 

station  services  for  Radio 
Advertising  Bureau,  appoint- 

ed assistant  to  v. p.  and  gen- 
eral manager  of  WLS  Chi- 
cago [Stations,  June  30], 

DON  YCUNG,  public  relations 
manager,  Wilson  &  Co.,  to 
WBBM  Chicago  as  sales  pro- 

motion manager,  succeeding 
HARRY  WILBUR,  resigned. 

MARVIN  SCHULMAN,  KCOP  Los  Angeles,  promoted 
to  engineer  in  charge  of  maintenance  and  re- 

mote facilities. 

BRYAN  WEBB,  news  director,  WTSP  St.  Peters- 
burg, to  WSUN-AM-TV  St.  Petersburg  in  same 

capacity.  CHARLES  FULLER,  news  director,  WFLA- 
TV  Tampa,  to  WSUN  to  host  Sunup  program. 
DICK  DEASON  promoted  to  program  director  at 
WYDE  Birmingham;  DANNY  MARTIN  to  sales 
promotion  and  merchandising  director.  and 
JOSH  HARDING  named  new  midnight  to  6  a.m. 
personality. 

GENE  BLAINE  named  program  director,  WAKE  At- 
lanta, replacing  BILL  JONES,  who  has  been  ap- 

pointed director  of  programming,  KYA  San  Fran- 
cisco. BOB  BRISENDINE  appointed  WAKE  news 

chief. 

JOHN  SCOTT  named  program  director,  and  GEORGE 
BERKELEY  news  director  of  WILD  Boston. 

NEIL  UPCHURCH,  staff  director,  KTRK-TV  Hous- 
ton, Tex.,  to  Army  Educational  Television 

Branch,  Fort  Gordon,  Ga.,  as  civilian  program- 
production  director. 
WILLIAM  WELLER,  account  executive,  KNX  Los 
Angeles  and  with  CBS  Radio  network  sales 
department,  appointed  marketing  representative. 

ART  ROBERTS,  formerly  with  WCUE  Akron,  Ohio, 
joins  WKBW  Buffalo,  N.  Y.,  as  di.  RUSS  SYRA- 

CUSE, program  director-d.j.,  WNDR  Syracuse, 
N.  Y.,  to  WKBW  as  d.j. 

HAL  WILLARD,  formerly  radio-tv  personality, 
WKJG-TV  Fort  Wayne.  Ind.,  to  WPRW  Ma- 

nassas, Va„  as  staff  announcer. 

JOHN  BABCOCK,  news  director,  KDAY  Santa 
Monica,  Calif.,  named  to  KFWB  Los  Angeles 
news  bureau  staff  for  summer  months.  LEONARD 
G.  HAYDEN,  technical  supervisor  of  KFWB,  ap- 

pointed chief  engineer. 

FRANCIS  HOEY,  formerly  with  Connecticut  Gen- 
eral Insurance  Co.,  Pittsburgh,  and  GUY  KEENY, 

with  St.  Petersburg  Times,  appointed  sales  rep- 
resentatives, WSUN-TV  St.  Petersburg,  Fla. 

GRACE  MADELON  FRAME,  program  conductor  of 
Golden  Thoughts,  WSUN  St.  Petersburg,  Fla., 
resigned  on  silver  anniversary  of  program. 

FRANK  McC  all,  formerly  with  NBC  Press  in 
N.  Y.,  and  AL  ANDERSON,  formerly  with  KTRH 
Houston,  Tex.,  to  news  staff  of  WOAI-AM-TV 
San  Antonio,  Tex. 

BILL  GAILMOR,  WPEN  Philadelphia  news  editor, 
returns  in  mid-July  from  six-week,  20-nation 
European  tour  where  he  gathered  reports  and 
interviews. 

WALTER  DEAN  WELLS  JR.,  20,  announcer.  WBIG 
Greensboro,  N.  C,  was  killed  June  26  in  auto- 

mobile accident. 

REPRESENTATIVES 

MR.  SERRAO 

JOHN  A.  SERRAO  promoted  to 
tv  sales  manager  of  Peters, 
Griffin,  Woodward  Inc.  in 
L  A.  and  JOSEPH    L.  SCANLAN 
to  tv  sales  manager  in  S.F. 
Mr.  Serrao  has  been  PGW 
account  executive  in  L.A. 
and  Mr.  Scanlan  has  been 
serving  in  similar  capacity 
for  company  in  S.F.  JAMES 
K.  FRANCIS  has  joined  Los 
Angeles  office,  leaving  his 
post  with  CBS  as  sales  serv- 

ice manager  for  the  Colum- 

MR.  SCANLAN 

bia  Pacific  Network,  and 
MARTIN  F.  CONNOLLY,  tv  ac- 

count executive  in  Los  An- 
geles, is  transferring  to  PGW 

San  Francisco  office  in  same capacity. 

BILL  SCHARTON,  formerly  gen- 
eral manager  of  KIOA  Des 

Moines,  Iowa,  and  JOSEPH 
LUTZKE,  formerly  on  WMAQ 
Chicago  sales  staff,  to  NBC 
Radio  Spot  Sales,  Chicago, 
central  division. 

MANUFACTURING        mmm  mmmm 
C.  J.  GENTRY,  radio  field  sales  manager,  Motorola, 
Chicago,  to  national  car  radio  sales  manager. 
J.  B.  ANGER,  formerly  national  sales  manager  of 
Motorola's  radio-phonograph  division,  appointed 
merchandise  manager  of  Zenith  Radio  Corp. 

DR.  MANFRED  MANNHEIMER,  formerly  associated 
with  government  missile  program,  appointed  to 
Astron  Corp.,  Newark,  N.  J.,  engineering  staff. 

PERSONNEL  RELATIONS 

STUART  W.  PHELPS,  NBC  director,  and  RONALD 
BACON,  ABC  director,  elected  to  national  board 
posts  of  Hollywood  Local  of  Radio  &  Tv  Direc- 

tors Guild. 

EARLE  F.  BRADLEY  JR.,  promotion  director,  Radio- 
Tv  Life  magazine,  L.  A.,  to  account  executive  in 
Los  Angeles  office  of  Milburn  McCarty  Assoc., 
public  relations  firm,  N.  Y.  He  will  work 
on  R.  J.  Reynolds  and  Colgate-Palmolive  spon- 

sored tv  programs  originating  from  Hollywood. 

TRADE  ASSNS.  " 
HARRY  VAN  SLYCKE,  news  director,  KITE  San 
Antonio,  Tex.,  elected  president  UP  Broad- casters Assn.  of  Texas. 

LEONARD  B.  ELLIOTT,  account  executive.  Animatic 
Productions  Inc.,  N.  Y.,  elected  president  of 
Assn.  of  Advertising  Men  &  Women  for  1958-59. 
He  succeeds  ROBERT  A.  MURPHY,  Bureau  of  Ad- 

vertising, American  Newspaper  Publishers  Assn. 

FRANK  E.  SCHOOLEY,  broadcasting  director  at  U. 
of  Illinois,  Champaign -Urbana,  elected  presi- 

dent of  National  Assn.  of  Educational  Broad- 
casters. Mr.  Schooley,  who  previously  served 

in  that  capacity  in  1944-45  and  1955-56,  fills  un- 
expired term  of  DR.  BURTON  PAULU,  radio-tv  di- 

rector. U.  of  Minnesota,  now  studying  abroad, 
until  Jan.  1,  1959. 

EDUCATION . 

DR.  WILLIAM  STEPHENSON,  psychologist  and  mar- 
keting research  consultant,  appointed  distin- 
guished research  professor  of  advertising,  U. 

of  Missouri  School  of  Journalism,  effective 

Sept.  1. 

INTERNATIONAL  mmmmmmmmmmmmmm® 
BOB  CRONK,  announcer  of  CFCH  North  Bay,  Ont., 
to  CKWS  Kingston,  Ont. 

H.  D.  ROACH,  executive  v.p.  of  McKim  Adv.  Ltd.. 
Toronto,  elected  chairman  of  Canadian  Adver- 

tising Research  Foundation,  succeeding  A.  T. 
GAMBLE,  Procter  &  Gamble  of  Canada  Ltd.. 
Toronto.  Vice  chairman  elected  is  ROBBIN  E. 
MERRY,  Lever  Bros.  Ltd.,  Toronto. 

R.  L.  HORLEY,  senior  sales  representative  of  Ca- 
nadian Broadcasting  Corp.,  Winnipeg,  Man., 

elected  v.p.  of  Sales  and  Adv.  Club  of  Winnipeg. 

ART  CUTHBERT  to  announcing  staff  of  CHEX 
Peterborough,  Ont. 

JOHN  BROWMAN,  formerly  of  CJOY  Guelph,  Ont., 
to  announcer  staff  of  CHEX-TV  Peterborough, Ont. 

it's 
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WFIE-TV,  Channel  14,  the  NBC  affiliate  in  Evansville,  is  now  owned  and  operated  by  WAVE,  Inc. 
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A  QUARTERLY  SITUATION  REPORT  ON  PRESENT  AND  PLANNED  TV  STATIONS Published  in  first  issue  of  each  quarter 

July  1958 
Total  U.  S.  Stations  on  Air:  540 

(Commercial:  508;  Educational  32) 
(Includes  Guam,  Hawaii,  Puerto  Rico) 

Total  Cities  with  On-Air  Stations:  336 

Total  Tv  Households:  42,400,000 
(ARF— Census  data  as  of  March  1958) 

HOW  TO  READ  THIS  LISTING 

Each  station  or  grantee  is  listed  in  the 
city  where  licensed. 

Triangle  (►):  station  not  on  air.  Date 

of  grant  is  shown  for  permittees,  fol- 
lowed by  planned  starting  date  when 

known. 

Channel  number  is  in  parentheses,  fol- 
lowed by  national  network  affiliations 

and  sales  representatives,  and  station's 
highest  one-time  hourly  rate. 

Asterisk  (*):  non-commercial  outlet. 
Data  on  station  color  equipment:  N, 

equipped  for  network  color;  LS,  local 
color  slides;  LF,  local  color  film;  LL, 
local  live  color. 

Videotape  recorder  is  indicated  by 
"VTR." 

ALABAMA 
ANDALUSIA— 
WAIQ  (*2) 

BIRMINGHAM— 
WABT  (13)  NBC,  ABC;  Harrington,  Righter  & 

Parsons;  N,  LF,  LS;  $800 
WBIQ  (*10) 
WBRC-TV  (6)  CBS;  Katz;  N;  $850 

►WBMG  (42)  11/29/56-Unknown 
DECATUR— 
WMSL-TV  (23)  NBC,  ABC.  CBS;  Masla;  $150 

DOTHAN— 
WTVY  (9)  CBS,  ABC;  Young;  N;  $150 

FLORENCE — 
WOWL-TV  (15)  ABC,  CBS,  NBC;  Forjoe;  $200 

MOBILE— 
WALA-TV  (10)  NBC.  ABC;  H-R;  N;  $450 
WKRG-TV  (5)  CBS;  Avery-Knodel;  N;  $450 

MONTGOMERY— 
WCOV-TV  (20)  CBS,  ABC;  Young;  N;  $200 
WSFA-TV  (12)  NBC,  ABC;  Katz;  N;  $450 

MUNFORD— 
WTIQ  (*7) 

SELMA— 
►WSLA  (8)  2/5/54-Unkncwn 

ALASKA 
ANCHORAGE— 
KENI-TV  (2)  ABC,  NBC;  Fletcher;  $150 
KTVA  (11)  CBS;  Alaska  Radio-Tv  Sis.;  $150 

FAIRBANKS— 
KFAR-TV  (8)  NBC,  ABC:  Fletcher,  Day;  $150 
KTVF  (11)  CBS;  Alaska  Radio-Tv  Sis.;  $135 

JUNEAU— 
KINY-TV  (8)  CBS;  Alaska  Radio-Tv  Sis.;  $60 

ARIZONA 
MESA  (PHOENIX)— 
KVAR  (12)  NBC;  Avery-Knodel;  N;  $500 

PHOENIX— 
KOOL-TV  (10)  CBS;  Hollingbery;  N,  LS,  LF; 

$500 KPHO-TV  (5)  Katz;  N;  $450 
KTVK  (3)  ABC;  Weed;  N,  LF,  LS;  $400 

TUCSON— 
KGUN-TV  (9)  ABC;  Headley-Reed;  N,  LF.  LS; 

$300 KOLD-TV  (13)  CBS;  Hollingbery;  N;  $300 
KVOA-TV  (4)  NBC;  Branham;  N;  $300 

YUMA — 
KIVA  (11)  NBC,  CBS,  ABC;   Hollingbery;  N; 

$200 ►KYAT  (13)  1/25/56-Unknown 
ARKANSAS 

EL  DORADO— 
KTVE  (10)  NBC.  ABC;  O'Connell;  $300 

Broadcasting 

FORT  SMITH— 
KFSA-TV  (22)  NBC.  ABC;  Venard;  N;  $200 
KNAC-TV  (5)  CBS;  H-R;  $250 

LITTLE  ROCK — 
K ARK-TV  (4)  NBC;  Petry;  N;  $500 
KTHV  (11)  CBS;  Branham;  N;  $450 
KATV  (7)  (See  Pine  Bluff) 

PINE  BLUFF— 
KATV  (7)  ABC;  Avery-Knodel;  N;  $450 

TEXARKANA— 
KCMC-TV  (6)  (See  Texarkana,  Tex.) 

CALIFORNIA 

BAKERSFIELD — 
KBAK-TV  (29)  CBS,  ABC;  Weed;  $350 
KERO-TV  (10)  NBC,  ABC;  Petry;  N;  $5C0 

BERKELEY  (SAN  FRANCISCO)— 
KQED  (*9) 

CHICO— KHSL-TV  (12)  CBS,  ABC;  Avery-Knodel;  N; 

$250 EUREKA— KIEM-TV  (3)  CBS.  ABC,  NBC;  Blair  Tv  Assoc.; 
N;  $250 

KVIQ-TV  (6)  ABC,  NBC;  Hollingbery;  $200 

FRESNO— KFRE-TV  (12)  CBS;  Blair  Tv;  N;  $650 
KJEO  (47)  ABC;  Branham;  N,  LL;  $600 
KMJ-TV  (24)  NBC;  Katz;  N,  LF,  LS;  $600 

LOS  ANGELES— 
KABC-TV  (7)  ABC;  Katz;  $2,300 
KCOP  (13)  Petry;  $1,500 
KHJ-TV  (9)  H-R;  N;  VTR;  $1,750 
KNXT  (2)  CBS;  CBS  Spot  Sis.;  N,  LS,  LF.  LL; 
VTR;  $3,750 

KRCA   (4)   NBC;  NBC  Spot  Sis.:   N,  LL,  LS. LF;   VTR;  $3,800 
KTLA  (5)  Peters,  Griffin,  Woodward;  LL,  LS. 

LF;  $1,500 
KTTV  (11)  Blair  Tv;  VTR;  $2,000 

►KBIC-TV  (22)  2/10/52-Unknown 

MODESTO— ►KTRB-TV  (14)  2/17/54-Unknown 
OAKLAND —   (  See  San  Francisco) 

REDDING— KVIP-TV  (7)  NBC,  ABC;  Hollingbery;  N;  $250 
SACRAMENTO— 
KBET-TV  (10)  CBS;  H-R;  N,  LF,  LS;  $850 
KCRA-TV  (3)  NBC;  Petry;  N,  LF,  LS;  $1,000 

SALINAS  (MONTEREY)— 
KSBW-TV  (8)  CBS,  ABC,  NBC;  H-R;  N;  $425 

SAN  DIEGO— KFMB-TV  (8)  CBS:  Petry;  N;  $S00 
KFSD-TV  (10)  NBC;  Katz;  N,  LF,  LS;  $850 

►  KEZY   (27)  4/2/58-Unknown 
SAN  FRANCISCO-OAKLAND— 
KGO-TV  (7)  ABC;  Blair  Tv;  $1,7C0 
KPIX  (5)  CBS;  Katz;  N,  LF;  VTR;  $2,100 
KQED  (*9) KRON-TV  (4)  NBC;  Peters,  Griffin,  Woodward; 

N,  LL,  LF,  LS;  VTR;  $1,700 
KTVU  (2)  H-R;  N;  $1,000 

►KBAY-TV  (20)  3/11/53-Unkncwn 
►KMTR  (38)  2/13/58-Unknown 
►KSAN-TV  (32)  See  footnote. 

SAN  JOSE— KNTV  (11)  ABC,  CBS,  NBC;  Weed;  $250 

SAN  LUIS  OBISPO— 
KSBY-TV  (6)  CBS.  ABC,  NBC;  H-R;  $220 

SANTA  BARBARA  
KEYT  (3)  NBC,  ABC,  CBS;  Headley-Reed;  $450 

STOCKTON  (SACRAMENTO)— 
KOVR  (13)  ABC;  Blair  Tv  Assoc.;  $800 

TULARE— ►KVVG  (27)  See  footnote 

COLORADO 

COLORADO  SPRINGS— 
KKTV  (11)  CBS,  ABC;  Boiling;  $250 
KRDO-TV  (13)  NBC;  Pearson;  $225 

DENVER— KBTV    (9)    ABC;   Peters,    Griffin,  Woodward; 

$750 

KLZ-TV  (7)  CBS;  Katz;  N;  $750 
KOA-TV  (4)  NBC;  NBC  Spot  Sis.;  N;  $750 
KRMA-TV  (*6) 
KTVR  (2)  Blair  Tv  Assoc.;  $500 

GRAND  JUNCTION — 
KREX-TV  (5)  CBS,  NBC,  ABC;  Holman;  $150 

MONTROSE— KFXJ-TV  (10)    (Satellite  of  KREX-TV  Grand Junction) 

PUEBLO— KCSJ-TV  (5)  NBC;  Pearson;  $225 

STERLING— ►Bi-States  Co.  (3)  6/5/58  (Satellite  of  KHOL-TV Kearney,  Neb.) 

CONNECTICUT 

BRIDGEPORT— WICC-TV  (43)  ABC:  Young;  $100 
►WCTB  (*71)  1/29/53-Unknown 

HARTFORD— WHCT  (18)  CBS;  CBS  Spot  Sis.;  N;  $700 
WTIC-TV  (3)  Harrington,  Righter  &  Parsons; 

$1,000 

►WEDH  (*24)  1/29/53-Unknown 

NEW  BRITAIN— WNBC  (30)  NBC;  NBC  Spot  Sis.;  N;  $600 

NEW  HAVEN— WNHC-TV    (8)    ABC;    Blair-Tv;    N.    LF  LS- 
VTR;  $1,200 

►WELI-TV  (59)  6/24/53-Unknown;  H-R 

NEW  LONDON— ►WNLC-TV  (26)  12/31/52-Unknown 

NORWICH— ►WCTN  (*63)  1/29/53-Unknown 

STAMFORD— >-WSTF  (27)  5/27/53-Unknown 

WATERBURY— WATR-TV  (53)  ABC;  McGavren-Quinn;  $200 
DELAWARE 

WILMINGTON— WVUE  (12)  Katz;  $1,200 

DISTRICT  OF  COLUMBIA 

WASHINGTON— WMAL-TV  (7)  ABC;  H-R;  $1,750 
WRC-TV  (4)  NBC;  NBC  Spot  Sis.;  N;  $1,250 
WTOP-TV  (9)  CBS;  CBS  Spot  Sis.;  N,  LF,  LS; 

$1,800 

WTTG  (5)  Weed;  LS;  $1,300 
►WOOK-TV  (14)  2/24/54-Unknown 

FLORIDA 

DAYTONA  BEACH— 
WESH-TV  (2)  NBC;  Avery-Knodel;  N;  $400 

FORT  LAUDERDALE— 
WITV  (17)  See  footnote 

FORT  MYERS— WINK-TV  (11)  CBS,  ABC;  Walker-Rawalt;  $180 

FORT  PIERCE— ►WTVI  (19)  4/19/55-Unknown 

GAINESVILLE— ►WUFT  (*5)  September 
JACKSONVILLE— 
WFGA-TV    (12)    NBC,    ABC;    Peters,  Griffin. Woodward;  N,  LL,  LF,  LS;  $600 
WMBR-TV    (4)    CBS,    ABC;    CBS    Spot  Sis.; 

N;  $850 ►WJCT  (*7) 
►WJHP-TV  (36)  See  footnote 

MIAMI — 
WCKT  (7)  NBC;  NBC  Spot  Sis.;  N,  LF,  LS; 

$950 

WITV  (17)  See  Fort  Lauderdale 
WPST-TV  (10)  ABC;  Petry;  N;  $850 
WTHS-TV  (*2) 
WTVJ    (4)    CBS;   Peters,   Griffin,  Woodward; 

N,  LL,  LF,  LS;  $1,100 
►WGBS-TV  (23)  See  footnote 
►WMFL  (33)  12/9/53-Unknown 

ORLANDO— WDBO-TV  (6)  CBS,  ABC;  Blair  Tv  Assoc.;  N; 

$450 

WLOF-TV  (9)  ABC;  Young;  $400 
►WEAL-TV  (18)  9/21/55-Unknown 

PANAMA  CITY— WJDM  (7)  ABC,  CBS,  NBC;  Hollingbery;  $175 

PENSACOLA— WEAR-TV    (3)    ABC,    CBS;    Hollingbery;  N; 

$350 

►WPFA-TV  (15)  See  footnote 

ST.  PETERSBURG— WSUN-TV  (38)  ABC;  Venard;  $400 

TALLAHASSEE— WCTV  (6)  See  Thomasville,  Ga. 

TAMPA— 

WFLA-TV  (8)  NBC;  Blair  Tv;  N,  LL,  LS;  $850 
WTVT  (13)  CBS;  Katz;  N,  LF,  LS;  $850 

►WEDU  (*3)  9/19/57 -Sept. 
WEST  PALM  BEACH— WEAT-TV  (12)  ABC;  Venard;  $300 
WPTV  (5)  NBC,  CBS;  Blair  Tv  Assoc.;  N;  $275 

GEORGIA 

ALBANY— 
WALB-TV  (10)  NBC,  ABC,  CBS;  Venard;  N; 

$250 

ATHENS— 
►WGTV  (*8)  9/5/56-Unknown 
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TELESTATUS 

ATLANTA— 
WAGA-TV  (5)  CBS;  Katz;  N,  LF,  LS;  $1,000 
WETV  (*30) 
WLWA  (11)  ABC;  Crosley  Sis.;  $1,000 
WSB-TV  (2)  NBC;  Petry;  N.  LF.  LS;  $1,000 

►WATL-TV  (36)  See  footnote 
AUGUSTA— 
WJBF  (6)  NBC,  ABC;  Hollingbery;  N,  $350 
WRDW-TV  (12)  CBS;  Branham;  $350 

COLUMBUS— 
WRBL-TV    (4)    CBS,    ABC;    Hollingbery;  N; 

$400 WTVM  (28)  NBC,  ABC;  Headley-Reed;  N;  $300 
MACON— 
WMAZ-TV    (13)     CBS.    ABC,    NBC;  Avery- 

Knodel;  N;  $400 
SAVANNAH— 
WSAV-TV  (3)   NBC,  ABC;   Blair  Tv  Assoc.; 

N;  $300 
WTOC-TV    (11)    CBS,    ABC;  Avery-Knodel; 

N;  $300 
THOMAS  VI LLE — 
WCTV  (6)  NBC,  CBS,  ABC;  Blair  Tv  Assoc.; 

N;  $400 
IDAHO 

BOISE— 
KBOI-TV  (2)  CBS;  Peters,  Griffin.  Woodward; 

$250 
KIDO-TV  (7)  NBC.  ABC;  Blair  Tv  Assoc.;  N; 

$250 
IDAHO  FALLS — 
KID-TV    (3)    CBS,    ABC.    NBC;  Gill-Perna; 

$225 
LEWISTON— 
KLEW-TV  (3)  (Satellite  of  KIMA-TV  Yakima, 

Wash.) 

NAMPA— 
►KCIX-TV  (6)  3/27/58-7/15/58;  McGavren-Quinn 
TWIN  FALLS— 
KLIX-TV  (11)   CBS,  ABC,  NBC;  Gill-Perna; 

$150 
ILLINOIS 

BLOOMINGTON— 
WBLN  (15)  See  footnote 

CHAMPAIGN— 
WCIA  (3)  CBS.  NBC;  Hollingbery;  N;  $900 

►WCHU  (33)  9/19/57-Unknown 
CHICAGO— 
WBBM-TV  (2)  CBS;  CBS  Spot  Sis.;  N;  $4,500 
WBKB  (7)  ABC;  Blair  Tv;  VTR;  $2,400 
WGN-TV    (9)    Petry;    N;   LL,   LF,   LS;  VTR; 

$1,800 
WNBQ  (5)  NBC;  NBC  Spot  Sis.;  N,  LL.  LS, 

LF;  $4,000 
WTTW  (*11) 

►WHFC-TV  (26)  1/8/53-Unknown 
►WIND-TV  (20)  3/9/53-Unknown 
►WOPT  (44)  2/10/54-Unknown 
DANVILLE— 
WDAN-TV  (24)  ABC;  Everett-McKinney ;  $150 

DECATUR— 
WTVP  (17)  ABC;  Gill-Perna;  $350 

EVANSTON— 
►WTLE  (32)  8/12/53-Unknown 
HARRISBURG — 
WSIL-TV  (3)  NBC,  ABC;  Walker-Rawalt;  $150 

(operating  temporarily  on  ch.  3) 
LA  SALLE— 
WEEQ-TV  (35)  (satellite  of  WEEK-TV  Peoria) 

PEORIA— 
WEEK-TV   (43)   NBC;   Headley-Reed;   N;  $600 
WMBD-TV  (31)   CBS;   Peters,  Griffin,  Wood- 

ward; N;  $500 
WTVH  (19)  ABC;  Petry;  N;  $550 

►WIRL-TV  (8)  6/27/56  (Construction  prohibited 
until  deintermixture  rulemaking.) 

QUINCY  (HANNIBAL,  MO.)— 
KHQA-TV   (7)    See  Hannibal,  Mo. 
WGEM-TV   (10)   NBC,   ABC;   Young;   N;  $400 

ROCKFORD — 
WREX-TV  (13)   CBS,  ABC;  H-R;  N,  LF,  LS; 

$450 
WTVO  (39)  NBC;  Headley-Reed;  N;  $350 

ROCK  ISLAND  (DAVENPORT,  MOLINE) — 
WHBF-TV   (4)   CBS,  ABC;  Avery-Knodel;  N; 

$900 
SPRINGFIELD— 
WICS  (20)  NBC,  ABC;  Young;  N;  $250 

►WM  AY-TV  (36) 
URBANA — 
WILL-TV  (*12) 

INDIANA 

ANDERSON— 
WCBC-TV  (61)  $150 

BLOOMINGTON— 
WTTV  (4)  Meeker;  N;  $700 

ELKHART  (SOUTH  BEND)— 
WSJV  (28)  ABC;  H-R;  $300 

EVANSVILLE— 
WEHT  (50)     See  Henderson,  Kv. 
WFIE-TV   (14)   NBC;   Raymer;   N:  $350 
WTVW  (7)  ABC;  Hollingbery;  N,  LF,  LS;  $350 

FORT  WAYNE— 
WANE-TV  (15)  CBS;  Petry;  N;  $500 
WKJG-TV  (33)   NBC;  H-R;  N;  $500 

HATFIELD— ►WVSJ-TV    (9)    Initial  Decision-2/18/57 
INDIANAPOLIS— 
WFBM-TV    (6)    NBC;   Katz;    N,  LL,  LF,  LS; 

$1  300 WISH-TV  (8)  CBS;  Boiling;  N,  LF,  LS;  VTR; 

$1,400 
WLWI  (13)  ABC;  Croslev  Sis.;  N,  LL;  LF,  LS; 

$1,100 WTTV  (4)  See  Bloomington 

LAFAYETTE— 
WFAM-TV    (59)    ABC,   CBS,   NBC;  Rambeau, 
Vance,  Hopple;  N;  $200 

MUNCIE— WLBC-TV  (49)  NBC,  ABC,  CBS;  Holman;  N; 

$225 
PRINCETON— ►WR AY-TV  (52)  See  footnote 

ROANOKE— WPTA  (21)  ABC;  Young;  $400 

SOUTH  BEND  (ELKHART)— 
WNDU-TV  (16)  NBC;  Petry;  N;  $500 
WSBT-TV   (22)    CBS;   Raymer;   N;  $500 

TERRE  HAUTE— 
WTHI-TV   (10)   CBS,  ABC,  NBC;   Boiling;  N; 

$500 

IOWA 

AMES— 
WOI-TV  (5)   ABC;  Weed;  N;  $650 

CEDAR  RAPIDS— 
KCRG-TV  (9)  ABC;  Weed;  $500 
WMT-TV  (2)  CBS;  Katz;  N;  $625 

DAVENPORT  (MOLINE,  ROCK  ISLAND)— 
WOC-TV  (6)  NBC;  Peters,  Griffin,  Woodward; 

N;  $900 
DES  MOINES— KRNT-TV  (8)  CBS;  Katz;  N;  $700 
WHO-TV  (13)  NBC;  Peters,  Griffin,  Woodward: 

N,  LF,  LS;  $750 
►KDPS-TV   (HI)  12/12/56-August 
►KGTV  (17)  See  footnote 

FORT  DODGE— KQTV  (21)  NBC;  Pearson;  $150 

MASON  CITY— KGLO-TV  (3)  CBS;  Weed;  N;  $400 

OTTUMWA — KTVO  (3)  See  Kirksville,  Mo. 

SIOUX  CITY— KTIV  (4)  NBC,  ABC;  Hollingbery;  N;  $325 
KVTV  (9)  CBS,  ABC;  Katz;  N;  $425 

WATERLOO— KWWL-TV  (7)  NBC;  Avery-Knodel;  N;  $625 
KANSAS 

ENSIGN— KTVC  (6)   (satellite  of  KAKE-TV  Wichita) 

GARDEN  CITY— KGLD  (11)    (satellite  of  KCKT  Great  Bend) 

GOODLAND— ►KWGB-TV  (10)  5/11/55-Unknown 

GREAT  BEND— KCKT  (2)  NBC;  Boiling;  N;  $300 

HAYS— KAYS-TV  (7)  5/29/57 -August;  ABC;  Katz;  $150 
HUTCHINSON  (WICHITA)— 
KAKE-TV  (10)  See  Wichita 
KARD-TV  (3)  See  Wichita 
KTVH  (12)  CBS;  Blair  Tv  Assoc.;  N;  $575 

MANHATTAN— 
►KS AC-TV  (*8)  7/24/53-Unknown 
PITTSBURG— 
KOAM-TV  (7)  NBC,  ABC;  Katz;  N:  $360 

TOPEKA— WIBW-TV  (13)  CBS,  ABC;  Avery-Knodel;  N; 

$550 WICHITA  (HUTCHINSON)— 
KAKE-TV  (10)  ABC;  Katz;  N;  $600 
KARD-TV   (3)   NBC;   Petry;   N,  LL,  LF,  LS; 

$650 KTVH  (12)  See  Hutchinson 
KENTUCKY 

ASHLAND— ►WALN-TV  (59)  8/14/52-Unknown;  Petry 
HENDERSON  (EVANSVILLE,  IND.) — 
WEHT  (50)   CBS:  Young;  N;  $400 

LEXINGTON— WKYT  (27)   CBS;  Pearson;  $250 
WLEX-TV  (18.)  ABC,  NBC;  Boiling;  N;  $284.05 

LOUISVILLE— WAVE-TV  (3)  NBC,  ABC;  NBC  Snot  Sis.;  N; 

$1,025 

NEW  TV  STATIONS 

THE  following  tv  stations  started  regular 
programming  within  the  past  three 
months: 

KRTV  Great  Falls,  Mont.;  KNME-TV 
(*5)  Albuquerque,  N.  M. 

WHAS-TV   (11)   CBS;   Harrington,  Righter  & Parsons;  N;  $1,000 
►WFPK-TV   (*15)  1/3/58-September 
►WTAM-TV   (41)    1/15/53-Unknown;  Forjoe 
►WEZI  (21)   See  footnote 

NEWPORT— ►WNOP-TV  (74)  12/24/53-Unknown 

PADUCAH — WPSD-TV   (6)   NBC,  ABC;   Pearson;    N;  $400 

LOUISIANA 

AEXANDRIA — KALB-TV   (5)   NBC,  ABC,   CBS;   Weed;  $250 

BATON  ROUGE— 
WAFB-TV  (28)  CBS,  ABC;  Blair  Tv  Assoc.; 

$250 

WBRZ   (2)   NBC,  ABC;    Hollingbery;   N;  $475 

LAFAYETTE— WLFY-TV  (10)  CBS,  ABC;  Young;  N;  $250 

LAKE  CHARLES— 
KPLC-TV    (7)    NBC,   ABC;    Weed;  $250 
KTAG  (25)  CBS;  Pearson;  $150 

MONROE— KLSE  (*13) 
KNOE-TV  (8)  CBS,  ABC,  NBC;  H-R;  N;  $400 

NEW  ORLEANS— WDSU-TV  (6)  NBC;  Blair  Tv;  N,  LL,  LF,  LS; 

$1,100 

WJMR-TV   (20)   ABC;  Weed;  $600 
WWL-TV    (4)    CBS;    Katz;    N,    LF,    LS;  $900 
WYES-TV  (*8) 

►WCKG   (26)    4/2/53-Unknown;  Gill-Perna 

SHREVEPORT— KSLA-TV  (12)  CBS,  ABC;  Raymer;  N,  LF,  LS; 

$500 

KTBS-TV  (3)  NBC,  ABC;  Petry;  N;  $500 
MAINE 

AUGUSTA— ►WPTT  (10)  11/14/56-Unknown 

BANGOR— WABI-TV    (5)    NBC,    ABC;    Hollingbery;  N; 

$375 
WLBZ-TV  (2)  CBS,  ABC;  Venard;  $300 

POLAND  SPRING— 
WMTW  (8)  CBS,  ABC;  Harrington,  Righter  & Parsons;  $400 

PORTLAND— WCSH-TV  (6)  NBC,  ABC;  Weed;  N;  $500 
WGAN-TV  (13)   CBS;   Avery-Knodel;  N;  $500 

PRESQUE  ISLE— WAGM-TV  (8)  CBS;  Hollingbery;  N;  $225 
MARYLAND 

BALTIMORE— WBAL-TV  (11)  NBC;  Petry;  N,  LL,  LS,  LF; 

$1,500 

WJZ-TV  (13)  ABC;  Blair  Tv;  VTR;  $1,540 
WMAR-TV  (2)  CBS;  Katz;  N,  LF.  LS;  $1,500 

►WITH-TV  (72)  12/18/52-Unknown;  Forjoe 
►WTLF    (18)  12/9/53-Unknown 

SALISBURY— WBOC-TV  (16)  ABC,  CBS;  Headley-Reed;  N; 

$200 

MASSACHUSETTS 

ADAMS  (PITTSFIELD) 
WCDC    (19)    (Satellite   of   WTEN   Vail  Mills, N.  Y.) 

BOSTON— 
WBZ-TV  (4)  NBC;  Peters,  Griffin,  Woodward; 

N,  LS,  LF;  VTR;  $2,400 
WGBH-TV  (*2) 
WHDH-TV  (5)  ABC,  CBS,  NBC;  Blair  Tv;  N, 

LL,  LS,  LF;  $2,500 
WMUR-TV  (9)  See  Manchester,  N.  H. 
WNAC-TV  (7)  CBS;  H-R;  N;  $3,000 

►WXEL  (38)  10/12/55-Unknown 
►WJDW   (44)  3/12/53-Unknown 

BROCKTON— ►WHEF-TV  (62)  7/30/53-Unknown 
CAMBRIDGE  (BOSTON)— 
►WTAO-TV  (56)  See  footnote 
GREENFIELD— KEENE,  N.  H.— BRATTLEBORO,  VT. 
WRLP    (32)    (Satellite   of  WWLP  Springfield) 

SPRINGFIELD — WHYN-TV  (40)   CBS;  Branham;  N;  $600 
WWLP   (22)  ABC,  NBC;  Hollingbery;   N,  LS: 

$700 
WORCESTER— ►WWOR-TV.  (14)  See  footnote 

MICHIGAN 

ANN  ARBOR— ►WPAG-TV  (20)  See  footnote 
►WUOM-TV  (*26)  11/4/53-Unknown 
BAY  CITY  (MIDLAND,  SAGINAW,  FLINT)— 
WNEM-TV  (5)  ABC,  NBC;  Petry;  N,  LF,  LS: 

$800 
CADILLAC— WWTV  (13)  CBS,  ABC;  Hollingbery;  $350 

CHEBOYGAN— ►WTCM-TV  (4)  Initial  Decision-6/21/57 

DETROIT— 
CKLW-TV   (9)    (See  Windsor,  Ont.) 
WJBK-TV  (2)  CBS;  Katz;  N.  LL,  LF,  LS;  VTR; 

$2,600 WTVS  (*56) WWJ-TV  (4)  NBC;  Peters,  Griffin,  Woodward: 
N.  LF,  LS:  $2,400 

WXYZ-TV  (7)  ABC;  Blair  Tv;  $2,200 
*>WBID-TV   (50)  11/19/53-Unknown 
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EAST  LANSING— 
WKAR-TV  (*60) 

FLINT— 
►WJRT  (12)  5/12/54-Unknown 
GRAND  RAPIDS — 
WOOD-TV  (8)  NBC,  ABC;  Katz;  N;  $1,175 

►WMCN  (23)  9/2/54-Unknown 
IRONWOOD— 
►WJMS-TV  (12)  11/30/55-September  (Satellite  of 

WDMJ-TV  Marquette) 
KALAMAZOO— 
WKZO-TV  (3)  CBS,  ABC;  Avery-Knodel;  N, 

LF,  LS;  $1,300 
LANSING— 
WJIM-TV  (6)  CBS,  ABC,  NBC;  Peters,  Griffin, 
Woodward;  N;  $1,000 

►WTOM-TV  (54)  See  footnote 
MARQUETTE — 
WDMJ-TV  (6)  CBS,  ABC;  Weed;  $200 

ONONDAGA— 
►Michigan  State  U.  (10)  Initial  Decision— 3/6/57 
PORT  HURON— 
►WHLS-TV  (34)  11/14/56-Unknown 
SAGINAW  (BAY  CITY,  MIDLAND)— 
WKNX-TV  (57)  CBS,  ABC;  Gill-Perna;  N;  $375 

TRAVERSE  CITY— 
WPBN-TV  (7)  NBC;  Holman;  N;  $172.80 

MINNESOTA 

ALEXANDRIA— 
►KCMT  (7)  12/5/57-September;  NBC,  ABC;  $200 
AUSTIN— 
KMMT   (6)    ABC;    Avery-Knodel;  $200 

DULUTH  (SUPERIOR,  WIS.)— 
KD AL-TV  (3)  CBS,  ABC;  Avery-Knodel;  N; 

$500 WDSM-TV   (0)   See  Superior,  Wis. 
►WDUL  (10)  5/15/58-Unknown 
►WFTV  (38)  See  footnote 
HIBBING— 
►WIRT  (13)  2/20/58-Unknown 
INTERNATIONAL  FALLS— 
►KIFS  (11)  2/13/58-Unknown 
MANKATO— 
►Two-States    Television    Co.    (12)  6/12/58-Un- 
known 

MINNEAPOLIS-ST.  PAUL— 
KMSP-TV  (9)  H-R;  N;  $1,000 
KSTP-TV  (5)  NBC;  Petry;  N,  LF,  LS;  $1,650 
KTCA-TV  (*2)  LF,  LS 
WCCO-TV  (4)  CBS;  Peters,  Griffin,  Woodward; 

N,  LL;  $1,600 
WTCN-TV  (11)  ABC;  Katz;  $1,200 

ROCHESTER— 
KROC-TV  (10)  NBC;  Meeker;  N;  $300 

MISSISSIPPI 

BILOXI— 
►WVMI-TV  (13)  8/1/57-10/1/58 
COLUMBUS— 
WCBI-TV  (4)   CBS,  NBC,  ABC;  Everett-Mc- 
Kinney;  $180 

GREENWOOD— 
►WABG-TV  (6)  1/3/58-Unknown;  CBS 
GULFPORT— 
►WSTG  (56)  8/1/57-Unknown 
HATTIESBURG — 
WDAM-TV  (9)  NBC,  ABC;  Pearson;  N;  $175 

JACKSON— 
WJTV  (12)  CBS,  ABC;  Katz;  N;  $400 
WLBT  (3)  NBC,  ABC;  Hollingbery;  N;  $400 

LAUREL— 
►WTLM  (7)  2/21/57-Unknown 
MERIDIAN— 
WTOK-TV   (11)    CBS,   ABC,   NBC;  Headley- 

Reed;  N;  $325 
►WCOC-TV  (30)  See  footnote 
TUPELO— 
WTWV  (9)  NBC;  Masla;  N;  $200 

MISSOURI 

CAPE  GIRARDEAU— 
KFVS-TV   (12)    CBS;   Headley-Reed;   N;  $600 

COLUMBIA— 
KOMU-TV  (8)  NBC,  ABC;  H-R;  $300 

HANNIBAL  (QUINCY,  ILL.)— 
KHQA-TV  (7)  CBS;  Weed;  N;  $400 
WGEM-TV  (10)  See  Quincy,  111. 

JEFFERSON  CITY— 
KRCG  (13)  CBS,  ABC;  Blair  TV  Assoc.;  $300 

JOPLIN— 
KODE-TV  (12)  CBS,  ABC;  Avery-Knodel;  N; 

$300 
KANSAS  CITY— 
KCMO-TV   (5)    CBS;   Katz;    N,  LL,   LF,  LS; 

$1,350 
KMBC-TV  (9)  ABC;  Peters,  Griffin,  Woodward; 

N;  $660  (half-hour) 
WDAF-TV   (4)    NBC;    Harrington,   Righter  & 
Parsons;  N,  LF,  LS;  $1,060 

KIRKSVILLE — 
KTVO   (3)    CBS,  NBC;   Hollingbery;  $300 

ST.  JOSEPH— 
KFEQ-TV  (2)    CBS,  ABC;  Blair  Tv  Assoc.;  $500 

ST.  LOUIS— 
KETC  (*9) 
KMOX-TV  (4)  CBS;  CBS  Spot  Sis.;  N;  $1,750 
KSD-TV  (5)  NBC;  NBC  Spot  Sis.;  N,  LF,  LS; 

$1,200 
KTVI  (2)  ABC;  Blair  Tv;  $1,000 

►220   Television   Inc.    (11)  10/23/57-Unknown 
SEDALIA — 
KDRO-TV  (6)  Pearson;  $200 

Broadcasting 

SPRINGFIELD— 
KTTS-TV  (10)  CBS;  Weed;  N;  $325 
KYTV  (3)  ABC,  NBC;  Hollingbery;  N;  $325 

MONTANA 

BILLINGS— KOOK-TV  (2)  CBS,  ABC;  Headley-Reed;  $200 
KGHL-TV  (8)  NBC;  Young;  $200 

BUTTE— KXLF-TV  (4)  ABC,  NBC;  Walker-Rawalt;  $200 
►  KOPR-TV  (6)  8/1/57 -Unknown 

GLENDIVE — ►  KXGN-TV  (5)  CBS;  Webb;  $125 

GREAT  FALLS— 
KFBB-TV  (5)  CBS,  ABC,  NBC;  Blair  Tv  As- soc.; $200 
KRTV  (3)  Forjoe;  $200 

HELENA— ►  KXLJ-TV  (12)  (Satellite  of  KXLF-TV  Butte) 
KALISPELL — KGEZ-TV  (9)  CBS,  NBC;  Cooke;  $125 

MISSOULA— KMSO-TV  (13)  CBS,  ABC,  NBC;  Gill-Perna; 

$200 
ALLIANCE-  NEBRASK

A ►  Western  Nebraska  Tv  Inc.    (13)  6/18/58-Un- known 

HASTINGS — KHAS-TV  (5)  NBC;  Weed;  N;  $250 
HAYES  CENTER— 

KHPL-TV   (6)    (Satellite  of  KHOL-TV  Hol- 
dredge) 

HAY  SPRINGS— 
KDUH-TV  (4)   (Satellite  of  KOTA-TV  Rapid 
City,  S.  D.) 

KEARNEY  (HOLDREDGE) — 
KHOL-TV  (13)  CBS,  ABC;  Meeker;  N;  $350 

LINCOLN— KOLN-TV    (10)    CBS,    ABC;  Avery-Knodel; 

$450 
KUON-TV  (*12) 

McCOOK— ►  KOMC  (8)  4/24/58-Unknown 
NORTH  PLATTE— 
►  KNOP  (2)  8/1/57-Unknown 

OMAHA— KETV  (7)  ABC;  H-R;  $900 
KMTV  (3)  NBC;  Petry;  N,  LL,  LS,  LF;  $900 
WOW-TV  (6)  CBS;  Blair  Tv;  N;  $900 

SCOTTSBLUFF— 
KSTF  (10)  (Satellite  of  KFBC-TV  Cheyenne) 

ELKO—  NEVADA ►  KNDA  (10)  11/6/56-Unknown 
HENDERSON  (LAS  VEGAS)— 
KLRJ-TV  (2)  NBC;  Avery-Knodel;  N;  $275 

LAS  VEGAS— KLAS-TV  (8)  CBS;  Weed;  $250 
KLRJ-TV  (2)  See  Henderson 
KSHO-TV  (13)  ABC;  Forjoe;  $200 

RENO— KOLO-TV  (8)  CBS,  ABC,  NBC;  Pearson;  $300 
►  KAKJ  (4)  4/19/55-Unknown 

KEENE—  NEW  HAMpSHIRE WRLP  (32)  See  Greenfield,  Mass. 
►  WKNE-TV  (45)  4/22/53-Unknown 
MANCHESTER  (BOSTON)— 
WMUR-TV  (9)  ABC,  CBS;  Forjoe;  $500 

MT.  WASHINGTON— 
WMTW  (8)  See  Poland  Spring,  Me. 

NEW  JERSEY 
ASBURY  PARK— ►  WRTV  58)  See  footnote 
ATLANTIC  CITY— 
►  WOCN  (52)  1/8/53-Unknown 
►  WHTO-TV  (46)  See  footnote 

CAMDEN— ►  KWDN-TV  (17)  1/28/54-Unknown 
NEWARK  (NEW  YORK  CITY)— 
WNTA-TV  (13)  NTA;  $2,000 

NEW  BRUNSWICK— 
►  WTLV  (*19)  12/4/52-Unknown 

NEW  MEXICO 

ALBUQUERQUE— KGGM-TV  (13)  CBS;  Branham;  N;  $400 
KNME-TV  (*5) KOAT-TV  (7)  ABC;  Boiling;  $300 
KOB-TV  (4)  NBC;  Petry;  N;  $410 

CARLSBAD— KAVE-TV  (6)  CBS,  ABC,  NBC;  Branham;  $150 

CLOVIS— KICA-TV  (12)  CBS;  Pearson;  $150 

ROSWELL— KSWS-TV  (8)  NBC,  ABC,  CBS;  Meeker;  N; 

$250 SANTA  FE— ►  KVIT  (2)  1/25/56-Unknown 
NEW  YORK 

ALBANY  (SCHENECTADY,  TROY)— 
WTEN  (10)  (See  Vail  Mills) 
WTRI  (35)  ABC;  Venard;  $500  (has  temporary 
authority  to  operate  on  ch.  13) 

►  WPTR-TV  (23)  6/10/53-Unknown 
►  WTVZ  (*17)  7/24/52-Unknown 
BINGHAMTON — WINR-TV  (40)  NBC  ABC;  Everett-McKinney; 

N;  $300 WNBF-TV  (12)  CBS,  ABC;  Blair  Tv;  N  $1,000 
►  WQTV  (*46  )  8/14/52-Unknown 

BUFFALO— WBEN-TV   (4)    CBS;    Harrington,   Righter  & 
Parsons;  N,  LL,  LF,  LS;  $1,050 

WBUF  (17)  NBC,  NBC  Spot  Sis.;  N;  $650 
WGR-TV  (2)  ABC;  Peters,  Griffin,  Woodward; 
N;  $1,200 ►  WNYT-TV  (59)  11/23/55-Unknown 

►  WTVF  (*23)  7/24/52-Unknown ►  Great  Lakes  Tv  Inc.  (7)  Initial  Decision  1/31/56 
CARTHAGE  (WATERTOWN) — 
WCNY-TV  (7)  CBS,  ABC  (NBC  per  program basis);  Weed;  $250 

ELMIRA— 
WSYE-TV  (18),  (Satellite  of  WSYR-TV  Syra- 
cuse) 

►  WTVE  (24)  See  footnote 

ITHACA— 
►  WHCU-TV  (20)  1/8/53-Unknown;  CBS 
►  WIET  (*14)  1/8/53-Unknown 
LAKE  PLACID  (PLATTSBURGH)— 
WPTZ  (5)  NBC,  ABC;  Blair  Tv  Assoc.;  N; 

$400 
NEW  YORK— WABC-TV  (7)  ABC;  Blair  Tv;  VTR;  $4,150 
WABD-TV  (5)  Weed;  N,  LF,  LS;  $3,000 
WATV  (13)  See  Newark,  N.  J. 
WCBS-TV  (2)  CBS;  CBS  Spot  Sis.;  N,  LS,  LF, 
LL;  $8,250 WOR-TV  (9)   H-R;  $2,000 
WPIX  (11)  Peters,  Griffin,  Woodward;  N; 

$2,000 
WRCA-TV  (4)  NBC;  NBC  Spot  Sis.;  N,  LL, 
LS,  LF;  $9,200 

►  WNYC-TV  (31)  5/12/54-Unknown 
►WREG  (*25)  8/14/52-Unknown 
POUGHKEEPSIE— ►  WKNY-TV  (66)  See  footnote 

ROCHESTER— WHEC-TV  (10)  CBS,  ABC;  Everett-McKinney, Boiling;  N;  $800 
WROC-TV    (5)    NBC,    ABC;    Peters,  Griffin, Woodward;  N;  $800 
WVET-TV  (10)  CBS,  ABC;  Boiling;  N,  LF,  LS; 

$900 

►  WCBF-TV  (15)  5/10/53-Unknown 
►  WROH  (*21)  7/24/52-Unknown 
SCHENECTADY  (ALBANY,  TROY)— 
WRGB  (6)  NBC;  NBC  Spot  Sis.;  N,  LF,  LS; 

$1,100 SYRACUSE — WHEN-TV  (8)  CBS,  ABC;  Katz;  N;  $1,000 
WSYR-TV   (3)   NBC;   Harrington,  Righter  & 
Parsons;  N,  LF,  LS;  $1,100 

►  WHTV  (*43)  9/18/52-Unknown 

UTICA— 

WKTV  (13)  NBC,  ABC,  CBS;  Cooke;  N;  $550 
►  WTMV  (54)  3/13/58-Unknown 
VAIL  MILLS  (ALBANY)— 
WTEN  (10)  CBS;  Harrington,  Righter  &  Par- 

sons; N;  $900  (has  temporary  authority  to 
operate  on  ch.  10) 

NORTH  CAROLINA 

ASHEVILLE — WISE-TV  (62)  NBC,  CBS;  Broadcast  Time Sis.;  $150 
WLOS-TV  (13)  ABC;  Venard;  N;  $450 

CHAPEL  HILL— WUNC-TV  (*4)  , 

CHARLOTTE— WBTV  (3)  CBS;  CBS  Spot  Sis.;  N,  LL,  LS, 
LF;  $1,000 

WSOC-TV  (9)  ABC,  NBC;  H-R;  N;  $900 
►  WUTV  (36)  See  footnote 

DURHAM— 
WTVD  (11)  CBS,  ABC;  Petry;  N;  $550 

FAYETTEVILLE — ►  WFLB-TV  (18)  See  footnote. 

GASTONIA— ►  WTVX  (48)  4/7/54-Unknown 

GREENSBORO— WFMY-TV  (2)  CBS,  ABC;  Harrington,  Righter 
&  Parsons;  N,  LF,  LS;  $800 

GREENVILLE— WNCT  (9)  CBS,  ABC;  Hollingbery;  N;  $400 

NEW  BERN— ►  WNBE-TV  (13)  2/9/55-10/9/58 

RALEIGH— 
WRAL-TV  (5)  NBC;  H-R;  N,  LF,  LS;  VTR; 

$600 

►  WNAO-TV  (28)   See  footnote 

WASHINGTON— WITN  (7)  NBC  ABC;  Headley-Reed;  N;  $400 

WILMINGTON— WECT  (6)  ABC  CBS  NBC;  Wagner-Smith Assoc.;  N;  $350 
►  New  Hanover  Bcstg.  Co.  (3)  Initial  Decision 

6/16/58 
WINSTON-SALEM— WSJS-TV  (12)  NBC;  Headley-Reed;  N;  $700 
►  WTOB-TV  (26)  See  footnote 

NORTH  DAKOTA 

BISMARCK— KBMB-TV  (12)  CBS;  Weed;  N;  $150 
KFYR-TV  (5)  NBC  ABC;  Blair  Tv  Assoc.;  N; 
$350  (Includes  satellites  KUMV-TV  Williston, 
KMOT  Minot) 

DICKINSON— KDIX-TV  (2)  CBS,  ABC,  Holman;  $175 

FARGO— 

WDAY-TV  (6)  NBC,  ABC;  Peters,  Griffin, 
Woodward;  N:  $450 

►  North  Dakota  Bcstg.  Co.  (11)  Initial  Decision 
5/27/58 

GRAND  FORKS— KNOX-TV  (10)  NBC;  Rambeau,  Vance, 
Hopple;  N;  $200 

M  l  NOT— 

KCJB-TV  (13)  CBS,  ABC;  Weed;  $250 
KMOT  (10)  (Satellite  of  KFYR-TV  Bismarck) 
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TELESTATUS 

VALLEY  CITY— 
KXJB-TV  (4)  CBS;  Weed;  N.  LF.  LS;  $550 

WILLISTON— 
KUMV-TV  (8)  (Satellite  of  KMOT  Minot) 

OHIO 

ABC;  McGavren-Quinn; 

$300 

AKRON— 
WAKR-TV  (49) 

ASHTABULA— 
►  WICA-TV  (15)  See  footnote 
CANTON— 
►  WTLC  (29)  3/22/56-Unknown 
CINCINNATI — 
WCET  (*48) 
WCPO-TV  (9)  ABC;  Blair  Tv;  N;  $1,300 
WKRC-TV  (12)   CBS;  Katz;  N;  $1,300 
WLWT  (5)  NBC;  Crosley  Sis.;  N,  LL,  LF,  LS; 
$1,500 

►  WSOK-TV  (54)  5/14/53-Unknown;  Forjoe 
CLEVELAND— 
KYW-TV  (3)  NBC;  Peters,  Griffin,  Woodward; 
N;  $1,950 
WEWS  (5)  ABC;  Blair  Tv;  N;  $1,560 
WJW-TV  (8)  CBS;  Katz;  N;  $2,000 

►  WERE -TV    (65)  6/18/53-Unknown 
COLUMBUS— 
WBNS-TV  (10)  CBS;  Blair  Tv;  N;  $1,200 
WLWC  (4)  NBC;  NBC  Spot  Sis.;  N;  $1,100 
WOSU-TV  (*34) 
WTVN-TV  (6)  ABC;  Katz;  $825 

DAYTON— 
WHIO-TV  (7)  CBS;  Hollingbery;  N;  $850 
WLWD  (2)  NBC,  ABC;  Crosley  Sis.;  N;  $1,100 

►  WIFE  (22)  See  footnote 
ELYRIA— 
►  WEOL-TV  (31)  2/11/54-Unknown 
LIMA— 
WIMA-TV  (35)  NBC,  ABC,  CBS;  H-R;  N;  $200 

MANSFIELD— 
►  WTVG-  (36)  6/3/54-Unknown 
MASSILLON— 
►  WMAC-TV    (23)    9/4/52-Unknown;  Petry 
OXFORD— 
►  WMUE-TV  (*14)  7/19/56-September 
STEUBENVILLE  (WHEELING,  W.  VA.)— 
WSTV-TV  (9)  CBS,  ABC;  Avery-Knodel;  N; 
$500 
WTRF-TV  (7)  See  Wheeling 

TOLEDO— 
WSPD-TV    (13)    CBS,   ABC,   NBC;    Katz;  N; 
$1,000 

►  WTOH-TV  (79)  10/20/54-Unknown 
►  Community  Bcstg.  Co.   (11)   Initial  Decision- 

4/16/58 
►  WGTE-TV  (*30)  6/27/57-November 
YOUNGSTOWN— 
WFMJ-TV  (21)  NBC;  Headley-Reed;  N;  $400 
WKBN-TV  (27)  CBS;  Raymer;  N;  $450 

►  WXTV   (73)  11/2/55-Unknown 
ZANESVILLE — 
WHIZ-TV  (18)  NBC,  ABC,  CBS;  Pearson;  $150 

OKLAHOMA 

ADA— KTEN  (10)  ABC,  CBS,  NBC;  Venard;  N;  $225 
ARDMORE— 
KVSO-TV  (12)  NBC;  Pearson;  N;  $150 

ELK  CITY— 
►  KSWB  (8)  11/20/57 -Unknown 
ENID— 
KOCO-TV  (5)  ABC;  Blair  Tv  Assoc.;  $800 

LA  WTO  N— 
KSWO-TV  (7)  ABC;  Pearson;  $150 

OKLAHOMA  CITY— 
KETA  (*13) 
KOCO-TV  (5)  See  Enid,  Okla. 
KWTV  (9)  CBS;  Avery-Knodel;  N;  $900 
WKY-TV  (4)  NBC;  Katz;  N,  LL,  LF,  LS;  $1,050 

►  KMPT-TV  (19)  4/21/58-Unknown 
►  KTVQ   (25)   See  footnote 
TULSA— 
KOTV  (6)  CBS;  Petry;  N;  VTR;  $825 
KTUL-TV  (8)  ABC;  Avery-Knodel;  $600 
KVOO-TV  (2)  NBC;  Blair  Tv  Assoc.;  N,  LF, 
LS:  $750 

►  KOED-TV  (*11)  7/21/54-August 
KSPG  (17)  2/4/54-Unknown 

►  KCEB  (23)  See  footnote 
OREGON 

COOS  BAY— 
►  KOOS-TV  (16)  9/4/56-Unknown 
CORVALLIS— 
KOAC-TV  (*7) 

EUGENE — 
KVAL-TV  (13)  NBC,  ABC,  CBS;  Hollingbery; 
N;  $360 

KLAMATH  FALL6 — 
KOTI  (2)  CBS,  ABC,  NBC;  Blair  Tv  Assoc.; 

$150 MEDFORD— 
KBES-TV  (5)  CBS,  ABC,  NBC;  Blair  Tv  As- 

soc.; N;  $250 
PORTLAND— 
KGW-TV  (8)  ABC;  Blair  Tv;  N,  LL,  LF,  LS; 
VTR;  $800 
KOIN-TV  (6)  CBS;  CBS  Spot  Sis.;  N;  VTR; 
$900 KPTV  (12)  NBC;  Katz;  N;  $800 

►  KHTV  (27)  5/8/58-Unknown 
ROSEBURG— 

KPIC  (4)   (satellite  of  KVAL-TV  Eugene) 
SALEM— *~  KSLM-TV  (3)  9/30/53-Unknown 

PENNSYLVANIA 

ALLENTOWN— 
►  WQCY  (39)  8/12/53-Unknown;  Weed 
►  WFMZ-TV  (67)  See  footnote 

ALTOONA— WFBG-TV   (10)   ABC,   CBS,  NBC;   Blair  Tv; 

N;  $750 
BETHLEHEM— ►  WLEV-TV  (51)  See  footnote 

EASTON— ►  WGLV  (57)  See  footnote 

ERIE— 
WICU-TV  (12)  NBC.  ABC;  Petry;  N;  $700 
WSEE  (35)  CBS;  Young;  $300 

HARRISBURG — WHP-TV  (55)  CBS;  Boiling;  N;  $325 
WTPA  (27)  ABC;  Harrington,  Righter  &  Par- sons; N;  $385 

►WCMB-TV  (71)  See  footnote 

HAZLETON— ►  WAZL-TV  (63)  12/18/52-Unknown;  Meeker 
JOHNSTOWN— WARD-TV  (19)  CBS,  ABC;  Weed;  $200 

WJAC-TV   (6)   NBC;   Katz;   N,  LL,  LF,  LS; 

$1,000 
LANCASTER  (HARRISBURG,  YORK)— 
WGAL-TV   (8)    NBC,   CBS;    Meeker;    N,  LS, 
LF;  $1,200 

►  WLAN-TV  (21)  11/8/56-Unknown 

LEBANON— WLBR-TV  (15)  ABC;  Blair  Tv  Assoc.;  N;  $350 
LOCK  HAVEN— WBPZ-TV  (32)  ABC;  Devney;  $100 
NEW  CASTLE— 
WKST-TV  (45)  ABC;  Everett-McKinney ;  N; 

$350 
PHILADELPHIA— WCAU-TV  (10)   CBS;  CBS  Spot  Sis.;  N,  LL, 

LF,  LS;  $3,250 
WFIL-TV  (6)  ABC;  Blair  Tv;  N,  LL,  LF,  LS; 
VTR;  $3,200 

WHYY-TV  (*35) 
WRCV-TV  (3)   NBC;  NBC  Spot  Sis.;  N,  LL, 
LF.  LS:  $3,200 

►  WPHD  (23)  9/28/55-Unknown 
►  WSES  (29)  3/28/56-Unknown 
PITTSBURGH— 

KDKA-TV    (2)    CBS,    ABC;    Peters.  Griffin, 
Woodward;  N,  VTR;  $2,400 

WIIC  (11)  NBC;  Blair  Tv;  N;  $1,800 
WQED  (*13) ►  WTAE-TV  (4)  7/25/57-September;  ABC;  Katz 

►  WENS  (16)  See  footnote 
►  WKJF-TV  (53)  See  footnote 

READING— ►  WHUM-TV  (61)  See  footnote 

SCRANTON— WDAU-TV  (22)  CBS;  H-R;  N;  $600 
WNEP-TV  (16)  ABC;  Avery-Knodel;  N;  $500 

►  WTVU  (44)  See  footnote 

SUNBURY— ►  WKOK-TV  (38)  2/9/55-Unknown 
WILKES-BARRE— WBRE-TV  (28)  NBC;  Headley-Reed;   N,  LL, 

LS,  LF;  $525 
WILK-TV  (34)   (Satellite  of  WNEP-TV  Scran- 
ton) 

WILLIAMSPORT— 
>■  WRAK-TV  (36)   11/12/52-Unknown;  Meeker 

YORK — 
►  WNOW-TV  (49)  NBC;  Young;  $100 
►  WSBA-TV  (43)  ABC;  Masla;  $200 

PROVIDENCE—   RHODE  ISL
AND WJAR-TV  (10)  NBC,  ABC;  Petry;  N;  $1,300 

WPRO-TV  (12)  CBS;  Blair  Tv;  N;  $1,200 
►  WNET  (16)  See  footnote 

ANDERSON-  SOUTH  CAROL
INA WAIM-TV  (40)  ABC,  CBS;  Headley-Reed;  N; 

$150 
CAMDEN— ►  WACA-TV  (14)  6/3/53-Unknown 

CHARLESTON— WCSC-TV    (5)    CBS,    ABC:    Peters,  Griffin, 
Woodward;  N;  $300 
WUSN-TV  (2)  NBC,  ABC;  Select;  N;  $300 

►  WTMA-TV  (4)  8/1/57-Unknown  (stay  pending 
outcome  of  protest) 

COLUMBIA— WIS-TV    (10)    NBC,    ABC;    Peters,  Griffin, 
Woodward;  N;  $450 
WNOK-TV  (67)  CBS;  Raymer;  N;  $200 

FLORENCE— ►  WBTW  (8)  CBS,  ABC,  NBC;  CBS  Spot  Sis.; 
N;  $300 

GREENVILLE— WFBC-TV  (4)  NBC;  Weed;  N;  VTR;  $525 
►  WGVL  (23)  See  footnote 

SPARTANBURG— WSPA-TV  (7)  CBS;  Hollingbery;  N;  $500 

ABERDEEN— ►  KXAB-TV 
KXJB-TV 

DEADWOOD— ►  KBSJ-TV  I 

FLORENCE— *~  KDLO-TV Falls) 

MITCHELL— ►  KORN-TV 

RAPID  CITY— 
KOTA-TV 
(Includes 
Neb.) 

SOUTH  DAKOTA 

(9)  8/30/56 -September  (affiliate  of 
Valley  City,  N.  D.) ;  Weed;  $150 

5)  8/8/56-Unknown 

(3)    (Satellite  of  KELO-TV  Sioux 

(9)  11/13/57-Unknown 

(3)  ABC,  CBS;  Headley-Reed;  $200 
satellite  KDUH-TV  Hay  Springs, 
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RELIANCE— KPLO-TV   (6)    (Satellite  of  KELO-TV  Sioux 
Falls) 

SIOUX  FALLS— KELO-TV   (11)    CBS,  ABC,   NBC;   H-R;  $600 
(Includes  satellites  KDLO-TV  Florence  and 
KPLO-TV  Reliance) 

►  KSOO-TV  (13)  7/18/57 -Unknown 

BRISTOL-  TENNE
SSEE 

WCYB-TV  (5)   (See  Bristol,  Va.) 
CHATTANOOGA— 
WDEF-TV  (12)   CBS;  Branham;  N;  $450 
WRGP-TV  (3)  NBC;  H-R;  N;  $400 
WTVC  (9)  ABC;  Meeker;  $425 

JACKSON— 
WDXI-TV  (7)  CBS,  ABC;  Venard  $250 

JOHNSON  CITY— WJHL-TV  (11)  CBS,  ABC;  Pearson;  $300 
KRSD-TV  (7)  NBC;  Devney;  $147.75 

KNOXVILLE — W ATE -TV   (6)   NBC;   Avery-Knodel;   N;  $600 
WBIR-TV  (10)  CBS;  Katz;  N;  $600 
WTVK  (26)  ABC;  Pearson;  N;  $300 

MEMPHIS — WHBQ-TV  (13)  ABC;  H-R;  $900 
WKNO-TV  (*10) 
WMCT  (5)  NBC;  Blair  Tv;  N;  $900 
WREC-TV  (3)  CBS;  Katz;  $900 
WAMT  (48)  2/13/58-Unknown 

NASHVILLE— WLAC-TV  (5)  CBS;  Katz;  N;  $825 
WSIX-TV  (8)  ABC;  H-R;  $700 
WSM-TV  (4)  NBC;  Petry;  N;  $900 

ABILENE—  TEXAS 
KRBC-TV  (9)  NBC,  ABC;  Raymer;  $247.50 

AMARILLO — KFDA-TV  (10)  CBS;  Blair  Tv  Assoc.;  $340 
KGNC-TV  (4)  NBC;  Katz;  N;  $340 
KVII  (7)  ABC;  Venard;  $300 

AUSTIN— 
KTBC-TV  (7)   CBS,  ABC,  NBC;  Raymer;  N; 

$525 

BEAUMONT— KFDM-TV    (6)    CBS,    ABC;    Peters,  Griffin, Woodward;  N:  $350 
KPAC-TV  (4)  See  Port  Arthur 

►  KMBT  (31)  See  footnote 

BIG  SPRING— KEDY-TV  (4)    (Satellite  of  KDUB-TV  Lub- 

bock) 

BROWNWOOD— 
►  KNBT-TV  (19)  6/6/56-Unknown 

BRYAN— 
KBTX-TV  (3)  ABC,  CBS;  Raymer;  $150 

CORPUS  CHRIST!— 
KRIS-TV    (6)    NBC,    ABC:    Peters,  Griffin, Woodward;  N,  LF,  LS;  $300 
KZTV  (10)  CBS,  ABC;  H-R;  $300 

►  KVDO-TV  (22)  See  footnote 

DALLAS— 
KRLD-TV   (4)    CBS;   Branham;   N,  LF,  LS; VTR;  $1,100 
WFAA-TV  (8)  ABC;  Petry;  N;  LF,  LS;  VTR; 

$1,000 
EL  PASO — 
KELP-TV  (13)  ABC;  Young;  $300 
KROD-TV  (4)  CBS;  Branham;  N;  $450 
KTSM-TV  (9)  NBC;  Hollingbery;  N;  $375 

FT.  WORTH— KFJZ-TV  (11)  Blair  Tv;  $1,000 
WBAP-TV   (5)   NBC;   Peters,  Griffin,  Wood- ward; N,  LL,  LF,  LS:  $1,000 

HARLINGEN  (BROWNSVILLE,  McALLEN,  WESLACO)— 
KGBT-TV  (4)  CBS,  ABC;  H-R;  $300 

HOUSTON— KGUL-TV  (11)  CBS;  CBS  Spot  Sis.;  N;  $1,200 
KPRC-TV  (2)  NBC;  Petry;  N,  LF,  LS;  $1,200 
KTRK    (13)    ABC;    Hollingbery;    N,   LF,  LS; 

$1,000 
KUHT  (*8) 

►  KNUZ-TV  (39)  See  footnote 
►  KXYZ-TV  (29)  6/18/53-Unknown 

LAREDO— 
KHAD-TV    (8)    CBS,    NBC,    ABC;  Pearson; 

$187.50 
LUBBOCK— KCBD-TV  (11)  NBC;  ABC  Raymer;  N;  $480 

KDUB-TV   (13)   CBS;   Branham;   N,  LS,  LF; VTR;  $400 
►  KTXT-TV  (5)  5/21/58-Unknown 

LUFKIN— 

KTRE-TV  (9)  NBC;  Venard;  $225 

MIDLAND— 
KMID-TV  (2)  NBC,  ABC;  Venard;  N;  $300 

MONAHANS— ►  KVKM-TV   (9)  8/1/57-10/1/58 

NACOGDOCHES— 
►  KTES  (19)  6/21/57-Unknown 

ODESSA— 

KOSA-TV  (7)  CBS;  Boiling;  $300 

PORT  ARTHUR  (BEAUMONT)— KPAC-TV  (4)  NBC.  ABC;  Raymer;  N;  $350 

SAN  ANGELO— KCTV  (8)  CBS,  ABC,  NBC;  Venard;  $200 

SAN  ANTONIO— KCOR-TV  (41)   O'Connell;  $200 
KENS-TV    (5)    CBS;    Peters,    Griffin,  Wood- 

ward; N:  VTR;  $700 
KONO-TV  (12)  ABC;  H-R;  $700 
WOAI-TV  (4)   NBC;  Petry;   N,  LL,  LF,  LS; 

$700 

SWEETWATER  (ABILENE)— 
KPAR-TV  (12)   (Satellite  of  KDUB-TV  Lub- 
bock) 

Broadcasting 



(9)  Initial 

N;  $650 

TEMPLE  (WACO)— 
KCEN-TV  (6)  NBC:  Blair  Tv  Assoc.;  N;  $350 

TEXARKANA  (TEXARKANA,  ARK.)— 
KCMC-TV  (6)  CBS,  ABC;  Venard;  N;  $260 

TYLER— 
KLTV  (7)  ABC,  NBC,  CBS;  H-R;  N;  $300 

VICTORIA— 
KMVA-TV  (19)  5/2/57-Unknown 

WACO  (TEMPLE)— 
KWTX-TV  (10)  ABC,  CBS;  Raymer;  N;  $375 

WESLACO  (BROWNSVILLE,  HARLINGEN,  McALLEN) — 
KRGV-TV  (5)  NBC,  ABC;  Raymer;  $300 

WICHITA  FALLS— 
KFDX-TV  (3)  NBC,  ABC;  Raymer  N,  LF,  LS; 
$350 

KSYD-TV  (6)  CBS;  Blair  Tv  Assoc.;  N;  $350 

LOGAN —  UTAH 
►  KVNU-TV  (12)  2/27/58-Unknown 
OGDEN— 
►  United  Telecasting  &  Radio  Co. 

Decision,  6/9/58 
PROVO— 
►  KLOR-TV  (11)  12/11/57-August 
SALT  LAKE  CITY— 
KSL-TV  (5)  CBS;  CBS  Spot  Sis.; 
KTVT  (4)  NBC;  Katz;  N,  LS;  $650 
KUED  (*7) 
KUTV  (2)  ABC;  Avery-Knodel;  $600 

VERMONT 
BRATTLEBORO— 

WRLP  (32)  See  Greenfield,  Mass. 
BURLINGTON— 
WCAX-TV  (3)  CBS;  Weed;  $450 

ARLINGTON-  VIRGIN
IA 

►  WARL-TV  (20)  10/10/56-Unknown 
BRISTOL— 
WCYB-TV  (5)  NBC,  ABC;  Weed;  N,  LF,  LS; 
$300 

DANVILLE— 
►  WBTM-TV  (24)  See  footnote 
HAMPTON— 
WVEC-TV  (15)  See  Norfolk 

HARRISONBURG— 
WSVA-TV    (3)    CBS,    NBC;    Peters,  Griffin, 
Woodward;  N;  $250 

LYNCHBURG— 
WLVA-TV  (13)  ABC;  Hollingbery;  $300 

NEWPORT  NEWS— 
►  WACH-TV  (33)  See  footnote 
NORFOLK — 
WAVY-TV  (10)   (See  Portsmouth) 
WTAR-TV  (3)   CBS;  Petry;  N,  LF,  LS;  $875 
WTOV-TV  (27)   McGillvra;   LL,  LS;  $380 
WVEC-TV  (15)  NBC;  Avery-Knodel;  N;  $350 

PETERSBURG— 
WXEX-TV  (8)  NBC;  Select;  N,  LF,  LS;  $750 

PORTSMOUTH— 
WAVY-TV  (10)  ABC;  H-R;  N,  LF,  LS;  $700 

RICHMOND— 
WRVA-TV  (12)  CBS;  Harrington,  Righter  & 

Parsons:  N,  LF,  LS;  $700 
WTVR  (6)  ABC,  CBS,  NBC;  Blair  Tv  Assoc.; 
N,  LF,  LS;  $875 
WXEX-TV  (8)  See  Petersburg 

ROANOKE— 
WDBJ-TV  (7)  CBS;  Peters,  Griffin,  Woodward; 
N,  LF,  LS;  $600 
WSLS-TV  (10)  NBC,  ABC;  Avery-Knodel;  N, 
LF,  LS;  $675 

BELLINGHAM —  WASHINGTO
N 

KVOS-TV  (12)  CBS;  Forjoe;  $650 
EPHRATA— 
KBAS-TV  (16)  (Satellite  of  KIMA-TV  Yakima) 

KENNEWICK— 
KTRX  (31)  Forjoe;  $240 

PASCO— 
KEPR-TV  (19)  (Satellite  of  KIMA-TV  Yakima) 

SEATTLE  (TACOMA)— 
KCTS  (*9) 
KING-TV    (5)    ABC;    Blair   Tv;   N,   LF,  LS; 
$1,100 
KIRO-TV  (7)  CBS;  Peters,  Griffin,  Woodward; 
N,  LF,  LS;  $1,100 
KOMO-TV  (4)  NBC;  NBC  Spot  Sis.;  N,  LL,  LF, 
LS;  $1,125 
KTNT-TV  (11)  Weed:  $625 
KTVW  (13)  Hollingbery;  $425 

SPOKANE— 
KHQ-TV  (6)  NBC;  Katz;  N,  LL,  LF,  LS;  $625 
KREM-TV  (2)  ABC;  Petry;  N,  LF,  LS;  $500 
KXLY-TV   (4)    CBS;   Avery-Knodel;   N;  $600 

VANCOUVER— 
>■  KVAN-TV  (21)  9/25/53-Unknown;  Boiling 
YAKIMA— 

KIMA-TV   (29)    CBS,  ABC,   NBC;   Weed;  N; 
$550   (Includes  satellites    KEPR-TV  Pasco, 
KBAS-TV  Ephrata  and  KLEW-TV  Lewiston, Idaho.) 

BLUEFIELD   WEST  VIRGINIA 
WHIS-TV  (6)  NBC,  ABC;  Katz;  N;  $240 

CHARLESTON— 
WCHS-TV   (8)   CBS;   Branham;   N,  LF,  LS; 
$650 

►  WKNA-TV  (49)  See  footnote 
CLARKSBURG— 
WBOY-TV  (12)  NBC,  ABC,  CBS;  Avery-Kno- 

del; N;  $250 
FAIRMONT— 
►  WJPB-TV  (35)  See  footnote 
HUNTINGTON— 
WHTN-TV  (13)  CBS;  Petry;  N;  $800 

Broadcasting 

WSAZ-TV   (3)   NBC;   Katz;   N,  LL,  LF,  LS; 

$1,000 OAK  HILL  (BECKLEY) — 
WOAY-TV  (4)  ABC;  Pearson;  $200 

PARKERSBURG— 
WTAP   (15)   NBC,  ABC,  CBS;   Pearson;  $150 

WHEELING  (STEUBENVILLE,  OHIO)— 
WSTV-TV  (9)   See  Steubenville,  Ohio 
WTRF-TV  (7)  NBC,  ABC;  Hollingbery;  N;  $600 

►  WLTV  (51)  2/11/53-Unknown 

EAU  CLAIRE-  WISCONS
IN WEAU-TV  (13)  NBC,  ABC,  CBS,  Hollingbery; 

N;  $300 
GREEN  BAY— WBAY-TV  (2)  CBS;  Weed;  N;  $500 
WFRV-TV  (5)  ABC,  CBS;  Headley-Reed;  $500 
WMBV-TV  (11)  See  Marinette 

LA  CROSSE— WKBT  (8)  CBS,  ABC,  NBC;  H-R;  $360 

MADISON— WHA-TV  (*21) 
WISC-TV  (3)  CBS;  Peters,  Griffin,  Woodward; 
N,  LF,  LS;  $550 
WKOW-TV  (27)  ABC;  Headley-Reed;  N;  $280 
WMTV  (33)   NBC;  Weed;  N;  $325 

MARINETTE  (GREEN  BAY) — 
WMBV-TV   (11)   NBC;   Hollingbery;   N;  $300 

MILWAUKEE— WISN-TV  (12)  AC;  Petry;  $1,000 
WITI-TV  (6)  Blair  Tv  Assoc.;  LL,  LF,  LS;  $600 
WMVS-TV  (*10) 
WTMJ-TV   (4)    NBC;   Harrington,   Righter  & 
Parsons;  N,  LL,  LF,  LS;  $1,450 
WXIX  (19)  CBS;  CBS  Spot  Sis.;  N;  $800 

►  WFOX-TV  (31)  5/4/55-Unknown 
►  WCAN-TV  (25)   See  footnote 
SUPERIOR  (DULUTH,  MINN.)— 
KDAL-TV  (3)  See  Duluth,  Minn. 
WDSM-TV    (6)    NBC,    ABC;    Peters,  Griffin, Woodward;  N;  $500 

WAUSAU— WSAU-TV  (7)  CBS,  NBC  (ABC  per  program 
basis);  Meeker;  N;  $350 

WHITEFISH  BAY— 
WITI-TV  (6)   See  Milwaukee 

CASPER—  WYOMING
 KSPR-TV  (6)   CBS;  Walker-Rawalt;  $120 

KTWO-TV  (2)  NBC,  ABC,  CBS;  Meeker;  $150 

CHEYENNE— KFBC-TV  (5)  CBS,  ABC,  NBC;  Hollingbery; 
N;  $200 

RIVERTON— KWRB-TV  (10)  CBS;  Meeker;  $150 

SHERIDAN— KTWX-TV  (9)  ABC,  NBC;  Meeker;  $120 

AGANA-  GUAM KUAM-TV  (8)  NBC,  ABC,  CBS;  Interconti- nental; $120 

HAWAII 

HILO— 
KHBC-TV  (9)    (Satellite  of  KGMB-TV  Hono- lulu) 

HONOLULU— KGMB-TV  (9)  CBS;  Peters,  Griffin,  Woodward; 
$400  (Includes  satellites  KMAU-TV  Wailuku, KHBC-TV  Hilo.) 

KHVH-TV  (13)  Smith  Assoc.;  LL,  LF,  LS 
KONA  (2)  NBC;  NBC  Spot  Sis.;  $472.50 
KULA-TV  (4)  ABC;  Young;  $300 

WAILUKU— KMAU-TV  (3)  (Satellite  KGMB-TV  Honolulu) 
KMVI-TV  (12)  (Satellite  KONA  Honolulu) 

CAGUAS—  PUERTO  RICO
 ►  WKBM-TV  (11)  5/3/56-Unknown 

MAYAGUEZ — WORA-TV  (5)  ABC,  CBS;  Inter-American;  $150 
►  Dept.  of  Education  of  Puerto  Rico  (3)  Initial 

Decision  10/16/57 

PONCE— WRIK-TV  (7)  CBS,  ABC;  Inter-American;  N, 
LF;  $150 
WSUR-TV  (9)  Pan  American  Bcstg.;  $150 

SAN  JUAN— WAPA-TV    (4)    NBC,   ABC;    Caribbean  Net- 
works; $325 

WIPR-TV  (*6) 
WKAQ-TV  (2)  CBS;  Inter-American;  $375 

CANADA 

ARGENTINA,  NFLD. — 
CJOX-TV    (10)     (satellite    of    C  JON-TV  St. 

John's) 
BARRIE,  ONT.— CKVR-TV  (3)  CBC;  Mulvihill,  Young;  $300 

BRANDON,  MAN.— CKX-TV  (5)  CBC;  All-Canada,  Weed;  $170 

CALGARY,  ALTA.— CHCT-TV   (2)    CBC;   All-Canada,  Weed;  $380 
CHARLOTTETOWN,  P.E.I. — 

CFCY-TV  (13)  CBC;  All-Canada,  Weed;  $190 

EDMONTON,  ALTA.— CFRN-TV  (3)  CBC;  Tv  Reps.  Ltd.,  Young;  $450 

ELLIOT  LAKE,  ONT.— 
CKSO-TV-1    (3)    (Satellite    CKSO-TV  Sud- 

bury. Ont.) 

HALIFAX,  N.  S.— CBHT  (3)  CBC;  $300 

HAMILTON,  ONT  — CHCH-TV  (11)  CBC;  All-Canada,  Young;  $650 

JONOUIERE.  QUE.— CKRS-TV  (12)  CBC;  Young,  Hardy;  $265 
KAMLOOPS,  B.  C— 

CFCR-TV  (4)  CBC;  All-Canada,  Young;  $75 
KAPUSKASING,  ONT.— 

CFCL-TV-1   (3)    (Satellite  of  CFCL-TV  Tim- mons,  Ont.) 

KELOWNA,  B.  C. — CHBC-TV  (2)  CBC;  All-Canada,  Weed;  $175 

KINGSTON,  ONT.— CKWS-TV  (11)  CBC;  All-Canada,  Weed;  $280 

KITCHENER,  ONT.— CKCO-TV    (13)    CBC;    Hardy,    Hunt,  Weed; 

$485 

LETHBRIDGE,  ALTA  — CJLH-TV  (7)  CBC;  All-Canada,  Weed;  $160 

LONDON,  ONT.— CFPL-TV    (10)    CBC;    All-Canada,   Weed;  N, 
LF,  LS;  $525 

MATANE,  QUE.— CKBL-TV  (9)  CBC;  Hardy;  $160 

MEDICINE  HAT,  ALTA. — CHAT-TV  (6)  CBC;  Weed;  N;  $100 

MONCTON,  N.  B.— CKCW-TV  (2)  CBC;  Stovin-Byles,  Young;  $250 
MONTREAL,  QUE.— CBFT  (2)  CBC  (French),  CBC;  $1,000 

CBMT  (6)  CBC;  $750 

NORTH  BAY,  ONT.— 
CKGN-TV  (10)  CBC;  Young,  Mulvihill,  Hunt; 

$180 

OTTAWA,  ONT.— CBOFT  (9)  CBC  (French),  CBC;  $300 
CBOT  (4)  CBC;  $400 

PENTICTON,  B.  C— 
CHBC-TV-1   (13)   Satellite  of  CHBC-TV  Ke- lowna,  B.  C. 

PETERBOROUGH,  ONT.— 
CHEX-TV  (12)  CBC;  All-Canada,  Weed;  $265 

PORT  ARTHUR,  ONT.— 
CFCJ-TV  (2)  CBC;  All-Canada,  Weed;  $225 

PRINCE  ALBERT,  SASK.— 
CKBI-TV  (5)  CBC;  All-Canada,  Weed;  $175 

QUEBEC  CITY,  QUE.— 
CFCM-TV  (4)  CBC;  Hardy,  Weed;  $475 
CKMI-TV  (5)  CBC;  Stovin-Byles,  Weed;  $250 

RED  DEER,  ALTA.— 
CHCA-TV  (6)  CBC;  Hunt,  Potts;  N;  $130 

REGINA,  SASK.— 
CKCK-TV  (2)  CBC;  All-Canada,  Weed;  $300 

RIMOUSKI,  QUE.— 
CJBR-TV    (3)    CBC    (French);  Stovin-Byles, Weed;  $260 

ROUYN,  QUE.— CKRN-TV  (4)  CBC  (French);  Weed;  $160 

ST.  JOHN,  N.  B.— 
CHJS-TV    (4)    CBC,   ABC,    CBS,   NBC;  All- Canada,  Weed;  $340 

ST.  JOHN'S,  NFDL. — CJON-TV  (6)  ABC,  CBS,  NBC;  Weed,  Stovin- 
Byles;  $250 

SASKATOON,  SASK.— 
CFQC-TV  (8)  CBC,  ABC,  CBS,  NBC;  Young; 

$260 

SAULT  STE.  MARIE,  ONT.— 
CJIC-TV   (2)    CBC,  ABC,   CBS,  NBC;  Weed, All-Canada;  $200 

SHERBROOKE,  QUE.— 
CHLT-TV  (7)  CBC  (French);  Canadian  Reps., Hardy;  $460 

SUDBURY,  ONT  — CKSO-TV  (5)  CBC;  All-Canada,  Weed;  N;  $270 
SWIFT  CURRENT,  SASK.— CFJB-TV  (5)  Forjoe;  $120 

SYDNEY,  N.  S.— CJCB-TV  (4)  CBC;  All-Canada,  Weed;  $275 
THREE  RIVERS,  QUE.— 

CKTM-TV  (13)  CBC;  Weed,  Hunt-Hardy;  $255 
TIMMINS,  ONT.— 

CFCL-TV  (6)  CBC;  Mulvihill,  Hunt;  $200 

TORONTO,  ONT.— CBLT  (6)  CBC;  $1,000 

TROIS  RIVIERES— 
CFTM-TV  (13)  CBC  (French);  Weed,  Hardy, Hunt 

VANCOUVER,  B.  C— CBUT  (2)  CBC;  $580 

VERNON,  B.  C— CHBC-TV-2  (7)  (Satellite  CHBC-TV  Kelowna) 

VICTORIA,  B.  C— CHEK-TV  (6)  CBC;  Forjoe;  $210 
WINDSOR,  ONT.  (DETROIT,  MICH.)— 
CKLW-TV  (9)  CBC;  Young;  $1,400 

WINGHAM,  ONT.— CKNX-TV  (8)  CBC;  All  Canada,  Young;  $250 

WINNIPEG,  MAN.— CBWT  (3)  CBC;  $400 

YORKTON,  SASK.— CKOS-TV  (3)  Devney,  Stovin-Byles;  $135 
MEXICO 

JUAREZ  (EL  PASO,  TEX.)— 
XEJ-TV  (5)  National  Time  Sales;  $240 

MEXICALI— 
XEM-TV  (3)  National  Time  Sales,  Oakes;  $200 

TIJUANA  (SAN  DIEGO)— XETV  (6)  ABC;  Weed;  $800 

A  total  of  46  stations  have  suspended  regular 
operation     but    have     not    turned     in  CP's. 
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Networks  are  listed  alphabetically  with  the 

following  information:  time,  program  title 
in  italics,  followed  by  sponsors  or  type  of 
sponsorship.  Abbreviations:  sust.,  sustaining; 
part.,  participating;  alt.,  alternate  sponsor; 

F,  film;  L,  live.  All  times  are  NYT. 

SUNDAY  MORNING 

10-11  a.m. 
ABC-TV  No  network  service. 
CBS-TV  10-10:30  Lamp  Unto  My  Feet,  sust.,  L; 
10:30-11  Look  Up  &  Live,  sust.,  L. 
NBC-TV  No  network  service. 

11  a.m.-Noon 
ABC-TV  No  network  service. 
CBS-TV  11-11:30  Eye  On  New  York,  sust.,  L;  11:30- 
12  Camera  Three,  sust.,  L. 
NBC-TV  No  network  service. 

SUNDAY  AFTERNOON 

Noon-1  p.m. 
ABC-TV  No  network  service. 
CBS-TV  No  network  service. 
NBC-TV  No  network  service. 

1-  2  p.m. 
ABC-TV  No  network  service. 
CBS-TV  1-1:05  No  network  service;  1:05-1:15  Base- 

ball Preview,  General  Mills,  American  Home 
Products,  L;  Approx.  l:15-conclusion  Baseball 
Game  of  the  Week,  Colgate,  Philip  Morris, 
Falstaff  Brewing,  L. 
NBC -TV  No  network  service. 

2-  3  p.m. 
ABC-TV  No  network  service. 
CBS-TV  Game  of  the  Day  (cont.) 
NBC-TV  No  network  service. 

3-  4  p.m. 
ABC-TV  3-3:30  Johns  Hopkins  File,  sust.,  L;  3:30-4 
College  News  Conference,  sust.,  L. 
CBS-TV  Game  of  the  Day  (cont.). 
NBC-TV  No  network  service. 

4-  5  p.m. 
ABC-TV  No  network  service. 
CBS-TV  Game  of  the  Day  (cont.). 
NBC-TV  4-4:30  Watch  Mr.  Wizard,  sust.,  L;  Youth 
Wants  to  Know,  sust.,  L. 

5-  6  p.m. 
ABC-TV  5-5:30  No  network  service;  5:30-6  Lone 
Ranger,  General  Mills,  F. 
CBS-TV  5-5:30  The  Last  Word,  sust.,  L;  5:30-6 
Face  the  Nation,  sust.,  L. 
NBC-TV  5-5:30  Frontiers  of  Faith,  sust.,  L;  5:30- 
6  Comment,  sust.,  L. 

SUNDAY  EVENING 

6-  7  p.m. 
ABC-TV  No  network  service. 
CBS-TV  6-6:25  The  Search,  sust.,  L;  6:25-6:30  CBS 
News,  sust.,  L;  6:30-7  Twentieth  Century,  Pru- 

dential Life  Insurance,  F. 
NBC-TV  6-6:30  Meet  the  Press,  sust.,  L.,  6:30-7 
Outlook,  sust.,  F. 

7-  8  p.m. 
ABC-TV  7-7:30  You  Asked  For  It,  Skippy  peanut 
butter,  F;  7:30-8  Maverick,  Kaiser  Companies. 
CBS-TV  7-7:30  Lassie,  Campbell  Soup,  F;  7:30-8  The 
Brothers,  American  Tobacco,  F. 
NBC-TV  7-7:30  Noah's  Ark,  sust.,  F;  st.  9/14  To 
be  announced;  7:30-8  No  Warning,  Royal  McBee, 
P.  Lorillard,  F;  st.  9/14  To  be  announced. 

8-  9  p.m. 
ABC-TV  8-8:30  Maverick  (cont.),  Kaiser  Companies, 
F;  8:30-9  Anybody  Can  Play,  R.  J.  Reynolds,  L. 
CBS-TV  8-9  Ed  Sullivan,  Mercury,  Eastman  Kodak, L. 
NBC-TV  8-9  Steve  Allen  Presents  Eydie  Gorme  and 
Steve  Lawrence,  L,  Greyhound,  Procter  & 
Gamble,  American  Machine  &  Foundry;  st.  9/7 
Steve  Allen  Show,  Greyhound,  DuPont,  Pola- 

roid, L. 

9-  10  p.m. 
ABC-TV  9-9:30  Baseball  Corner,  General  Mills,  L; 
9:30-10  Open  Hearing  sust.,  L. 
CBS-TV  9-9:30  GE  Theatre,  General  Electric,  F; 
9:30-10  Alfred  Hitchcock,  Bristol-Myers,  F. 
NBC-TV  9-10  Chevy  Show,  Chevrolet,  L. 
10-  11  p.m. 
ABC-TV  10-10:30  Mike  Wallace  Interview,  sust., 
L;  10-10:30  No  network  service. 
CBS-TV  10-10:30  $64,000  Challenge,  P.  Lorillard, 
Revlon,  alts.,  L;  10:30-11  What's  My  Line?  Helene Curtis,  Kellogg,  alts.,  L. 
NBC-TV  10-10:30  Decision,  Procter  &  Gamble,  F; 
10:30-11  No  network  service. 

MONDAY-FRIDAY  MORNING 
7-  8  a.m. 
ABC-TV  No  network  service. 
CBS-TV  No  network  service. 
NBC-TV  7-8  Today,  Alden  Rug  Mills,  American 
Can  Co.,  Amity  Leather  Products,  California 
Prune  Advisory  Board,  Canada  Dry  Inc.,  Drexel 
Furniture  Co.,  Hanes  Knitting  Co.,  Nat'l  Assn. of  Insurance  Agents,  Rock  of  Ages,  Stephen 
Distributing  Corp.,  Sterling  Drug,  Liftsavers, 
Washington  State  Potato  Commission,  part.,  L. 
8-  9  a.m. 

ABC-TV  No  network  service. 
CBS-TV    8-8:45    Captain    Kangaroo;    8:45-9  CBS 
Morning  News. 
NBC-TV  8-9  Today  (cont.). 
9-  10  a.m. 
ABC-TV  No  network  service. 
CBS-TV  No  network  service. 
NBC-TV  9-10  Today  (cont.). 

10-  11  a.m. 
ABC-TV  No  network  service. 
CBS-TV  10-10:30  Play  Your  Hunch,  sust.,  L;  10:30- 
11  How  Do  You  Rate?,  sust.,  L. 
NBC-TV  10-10:30  Dough  Re  Mi,  sust.,  L;  10:30-11 
Treasure  Hunt,  Procter  &  Gamble,  Brillo,  Alberto 
Culver,  Corn  Products,  General  Mills,  Heinz, 
General  Foods,  Sterling  Drugs,  part.,  L. 

11  a.m.-Noon 
ABC-TV  No  network  service. 
CBS-TV  11-11:30  Arthur  Godfrey  Time,  Standard 
Brands,  General  Foods,  Peter  Paul,  Armour, 
Bristol-Myers,  Pharma-Craft,  L;  11:30-12  Dotto, 
Colgate,  L. 
NBC-TV  11-11:30  The  Price  Is  Right,  Lever,  Sterling 
Drug,  Whitehall,  General  Mills,  Standard  Brands, 
General  Foods,  Sterling  Drugs,  SOS,  Alberto 
Culver,  Miles,  Corn  Products,  part.,  L;  11:30-12 
Truth  or  Consequences,  Lever,  Sterling  Drug, 
Alberto  Culver,  General  Foods,  part.,  L;  st.  7/29 
Concentration,  same  participants  as  T  or  C,  with 
Heinz,  L. 

MONDAY-FRIDAY  AFTERNOON 

Noon-1  p.m. 
ABC-TV  No  network  service. 
CBS-TV  12-12:30  Love  of  Life,  American  Home 
Products,  Procter  &  Gamble,  Altantis,  and  sust., 
L;  12:30-12:45  Search  for  Tomorrow,  Procter  & 
Gamble,  L;  12:45-1  Guiding  Light,  Procter  & 
Gamble,  L. 
NBC-TV  12-12:30  Tic  Tac  Dough,  Procter  &  Gamble, 
Church  &  Dwight,  Toni,  Standard  Brands,  Gen- 

eral Mills,  Heinz,  Alberto  Culver,  part.,  L; 
12.30-1  It  Could  Be  You,  Procter  &  Gamble, 
Mentholatum,  Alberto  Culver,  Brillo,  General 
Foods,  Corn  Products,  Miles,  Brown  &  William- 

son, Whitehall,  part.,  L. 
1-  2  p.m. 

ABC-TV   No    network  service. 
CBS-TV  1-1:25  No  network  service;  1:25-1:30  Net- 

work News,  sust.,  L;  1:30-2  The  World  Turns, 
Procter  &  Gamble,  Pillsbury.  Swift,  L. 
NBC-TV   1-2  No  network  service. 
2-  3  p.m. 
ABC-TV  No  network  service. 
CBS-TV  2-2:30  Beat  the  Clock,  Nestle,  Atlantis. 
Sunshine,  Kodak,  Lever,  General  Mills,  Johnson 
&  Johnson,  and  sust.  segments,  L;  2:30-3  Art 
Linkletter's  Houseparty;  Kellogg.  Lever,  Pills- bury,  Swift,  Standard  Brands,  Toni,  Stanley, 
Carnation,  Chicken  of  the  Sea,  Atlantis. 
NBC-TV  2-2:30  Lucky  Partners,  Alberto  Culver, 
Standard  Brands,  part.,  L;  2:30-3  Haggis  Baggis, 
Mentholatum,  part.,  L. 
3-  4  p.m. 

ABC-TV  3-3:30  American  Bandstand,  co-op,  L; 
3:30-4  Do  You  Trust  Your  Wife,  part.,  L. 
CBS-TV  3-3:30  The  Big  Payoff,  Colgate-Palmolive 
and  sust.,  L;  3:30-4  The  Verdict  Is  Yours,  Gen- 

eral Mills,  Toni,  Swift,  Atlantis  Sales,  Standard 
Brands,  Bristol-Myers,  Johnson  &  Johnson,  and sust.,  L. 
NBC-TV  3-3:30  Today  Is  Ours,  Procter  &  Gamble, 
Sterling  Drug,  Heinz,  Alberto  Culver,  Whirlpool, 
part.,  L;  3:30-4  From  These  Roots,  Procter  & 
Gamble,  Alberto  Culver,  part.,  L. 
4-  5  p.m. 

ABC-TV  4-5  American  Bandstand,  Lever  Bros., 
Carter  Products,  General  Mills,  Corn  Products, 
Joe  Lowe  Corp.,  Polk  Miller  Products,  part.,  L. 
CBS-TV  4-4:15  The  Brighter  Day,  Procter  & 
Gamble,  L;  4:15-4:30  Secret  Storm,  American 
Home  Products  &  sust.,  L;  4:30-5  Edge  of  Night, 
Procter  &  Gamble,  Standard  Brands,  Atlantis, 
Pet  Milk,  Swift,  Pillsbury  and  sust.,  L. 
NBC-TV  4-4:45  Queen  for  a  Day,  Procter  & 
Gamble,  Whitehall,  Toni,  Standard  Brands, 
Sandura,  Corn  Products,  Brown  &  Williamson, 
Miles,  Alberto  Culver,  part.,  L;  4:45-5  Modern 
Romances,  Sterling  Drug,  Brillo,  part.,  L. 

5-  6  p.m. 

ABC-TV  5-5:30  (Mon.)  Superman,  Kellogg,  Sweets 
Co.,  Procter  &  Gamble,  F;  (Tues.)  Sir  Lancelot, 
Corn  Products,  F;  (Wed.)  Wild  Bill  Hickok, 
Kellogg,  Procter  &  Gamble,  Sweets  Co.,  F; 
(Thurs.)  Woody  Woodpecker,  Kellogg,  F;  (Fri.) 
The  Buccaners,  Corn  Products,  F;  5:30-6  Mickey 
Mouse  Club,  AmPar,  Armour,  Bristol-Myers, 
General  Mills,  General  Foods,  Mattel,  Miles  Labs., 
Mars,  Pillsbury  Mills,  F. 
CBS-TV  5-6  No  network  service. 
NBC-TV  5-6  No  network  service. 
6-  7  p.m. 

ABC-TV  No  network  service. 
CBS-TV  6-6:45  No  network  service;  6:45-7  News, 
Brown  &  Williamson,  Whitehall,  L. 
NBC-TV  6-6:45  No  network  service;  6.45-7  News, sust.,  L. 

7-  7:30  p.m. 

ABC-TV  7-7:15  Sports  Focus,  sust.,  L;  7:15-7:30 
John  Daly  and  the  News,  sust.,  L. 
CBS-TV  7-7:15  No  network  service;  7:15-7:30  News, 
Brown  &  Williamson,  Whitehall,  L. 
NBC-TV  7-7:30  No  network  service. 

11:15  p.m.-l  a.m. 
ABC-TV  No  network  service. 
CBS-TV  No  network  service. 
NBC-TV  11:15  p.m.-l  a.m.  Jack  Paar  Show  (Mon.- 
Fri.)  Block  Drug,  Bristol-Myers,  Coopers  Inc., 
Liftsavers  Inc.,  Thomas  J.  Lipton  Co.,  North 
American  Philips  Co.,  Pharmacraft  Co.,  Philip 
Morris,  Polaroid  Corp.,  Polk  Miller  Products 
Corp.,  Stephen  Distributing  Corp.,  part.,  L. 

MONDAY  EVENING 

7:30-8  p.m. 
ABC-TV  To  be  announced. 
CBS-TV  7:30-8  Robin  Hood,  Johnson  &  Johnson, 
Wildroot,  alts.,  F. 
NBC-TV  7:30-8  Haggis  Baggis,  sust.,  L. 
8-  9  p.m. 

ABC-TV  8-8:30  Cowtown  Rodeo,  sust.,  L;  8:30-9 
Bold  Journey,  Ralston-Purina,  F. 
CBS-TV   8-8:30   Bums    &    Allen,    General  Mills, 
Carnation,  alts.,  F;  8:30-9  Talent  Scouts,  Lipton, 
Toni,  alts.,  L. 
NBC-TV  8-8:30  Restless  Gun,  Warner  Lambert,  alt. 
wks.,  F;  8:30-9  Tales  of  Weils  Fargo,  American 
Tobacco,  Buick,  alts.,  F. 
9-  10  p.m. 

ABC-TV  9-9:30  Stars  of  Jazz,  sust.,  L;  9:30-10 
Polka -Go -Round,  sust.,  L. 
CBS-TV  9-9:30  Danny  Thomas,  General  Foods, 
F;  eff.  7/18  Top  10  of  Lucy,  General  Foods,  F; 
9:30-10  Frontier  Justice,  General  Foods,  F. 
NBC-TV  9-9:30  Twenty-One,  Pharmaceuticals  Inc., 
L;  st.  9/22  Peter  Gunn,  Bristol-Myers,  F;  9:30- 
10  Goodyear  Theatre,  Goodyear,  F;  alternating 
with  Alcoa  Theatre,  Alcoa,  F. 
10-  11  p.m. 

ABC-TV  No  network  service. 
CBS-TV  10-11  Studio  One  in  Hollywood,  Westing- 
house,  L. 
NBC-TV  10-11  Suspicion,  Procter  &  Gamble, 
Sterling  Drug,  F. 

TUESDAY  EVENING 

7:30-8  p.m. 

ABC-TV  7:30-8  Cheyenne,  General  Electric,  alter- 
nating with  Sugarfoot,  American  Chicle,  Colgate- Palmolive,  F. 

CBS-TV  7:30-8  Name  That  Tune,  Kellogg,  White- 
hall, alts.,  L. 

NBC-TV  7:30-8  Win  With  a  Winner,  sust.,  L; 
9/23  Dragnet,  sust.,  F. 
8-  9  p.m. 

ABC-TV  Cheyenne  (cont.)  General  Electric,  alter- 
nating with  Sugarfoot,  American  Chicle,  Colgate- 

Palmolive,  F;  8:30-9  Wyatt  Earp,  General  Mills, 
Procter  &  Gamble  alts.  F. 
CBS-TV  8-8:30  Mr.  Adams  and  Eve,  R.  J.  Reynolds, 
L;  8:30-9  Adorn  Playhouse,  Toni,  F. 
NBC-TV    8-9    The    Investigator,  RCA-Whirlpool, 
Liggett  &  Myers,  L;  9/23  Gobel-Fisher,  RCA- 
Whirlpool,  Liggett  &  Myers,  L. 
9-  10  p.m. 

ABC-TV  9-9:30  Broken  Arrow,  Miles  Labs,  Ralston- 
Purina,  alt.,  F;  9:30-10  Pantomine  Quiz,  Associated 
Products,  L. 
CBS-TV  9-9:30  To  Tell  the  Truth,  Pharmaceuticals 
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SPECIAL  PROGRAMS 

NBC-TV 
July  8:  12:45 — conclusion. Alt  Star  Baseball  Game,  Gillette. 
July  15 :  8-9  p.m. 

Shirley    Temple    Storybook,  "The Little  Lame  Prince,"  National  Dairy, Hill  Bros. 
Aug.  19:  8-9  p.m. 

Shirley    Temple    Storybook,  "The 
Magic  Fishbone,"  Nat'l  Dairy,  Hill Bros. 

Sept.  10:  8-9  p.m. 
Shirley     Temple    Storybook,  "The Wild  Swans,"  Nat'l  Dairy,  Hill  Bros., Breck. 

Inc  Philip  Morris,  alts.,  L;  9:30-10  Red  Skelton 
I  Show,  S.  C.  Johnson  &  Son,  Pet  Milk,  alts.,  F. 
ji   NBC-TV    9-9:30    Dotto.    Colgate,    L;    9:30-10  Bob 
Cummings  Show,  Reynolds  Tobacco,  Chese- 

f   brough-Ponds.  F. 

|  10-11  p.m. 
ABC-TV  10-10:30  West  Point,  Van-Heusen,  F;  July 

,   8-29    March    of    Medicine,    sust.,    L;  beginning 
Aug.  5  Yonker's  Raceway,  sust.,  L;  10:30-11  No ,!    network  service. 

I   CBS-TV  10-10:30  The  $64,000  Question,  Revlon,  L; 
10:30-11  No  network  service. 

I    NBC-TV  10-10:30  The  Californians,  Singer,  Lipton, 
I  F;  10:30-11  No  network  service. 

WEDNESDAY  EVENING 

17:30-8  p.m. ABC-TV  7:30-8  Disneyland,  General  Mills,  General 
I  Foods,  Reynolds  Metals,  Derby  Foods.  F. 

CBS-TV  7:30-8  Sing-A-Long,  sust.,  L. 
I   NBC-TV    7:30-8    Wagon    Train,    General  Foods, 
[   Ford,  F. 

I  8-9  p.m. 
'.  ABC-TV  8-8:30  Disneyland  (cont.),  General  Mills, 

Reynolds  Metals,  Derby  Foods,  F;  8:30-9  Tomb- 
|  stone  Territory,  Bristol-Myers,  F. 
[  CBS-TV   8-8:30  Leave   It  to   Beaver,  Remington 
[  Rand,  sust.,  F;  8:30-9  Johnson's  Wax  Theatre, I  S.  C.  Johnson,  F. 
|  NBC-TV  8-8:30  Wagon  Train  (cont.),  8:30-9  Father 
I  Knows  Best,  Lever,  Scott,  F. 

9-10  p.m. 
i  ABC-TV  9-9:30  Adventures  of  Ozzie  &  Harriet, 
I  Eastman  Kodak,  F;  9:30-10  Traffic  Court,  sust.,  L. 
I  CBS-TV  9-9:30  The  Millionaire,  Colgate,  F;  9:30-10 
I  I've  Got  a  Secret,  R.  J.  Reynolds,  L. 

NBC-TV  9-10  Kraft  Television  Theatre,  Kraft 
I  Foods,  L. 

I  10-11  p.m. 
[  ABC-TV  10-11  Wednesday  Night  Fights,  Miles, I  Mennen,  L. 

CBS-TV  10-11  U.  S.  Steel  Hour,  U.  S.  Steel,  alter- 
I  nating  with  Armstrong  Circle  Theatre,  Armstrong 

Cork,  L. 
I  NBC-TV  10-10:30  It  Could  Be  You,  Procter  & 
I  Gamble,  L;  10:30-11  No  network  service. 

I  THURSDAY  EVENING 

I  7:30-8  p.m. 
I  ABC-TV  7:30-8  Circus  Boy,  Kellogg,  F. 
I   CBS-TV  7:30-8  Sgt.  Preston  of  the  Yukon,  Quaker 
|  Oats,  F. 

NBC-TV  7:30-8  Tic  Tac  Dough,  Warner-Lambert, 
alt.  wks.,  L. 

8-  9  p.m. 
ABC-TV  8-8:30  Zorro,  A.  C.  Spark  Plug,  Seven- 
Up  Co.,  F;  8:30-9  No  network  service. 
CBS-TV  8-8:30  Richard  Diamond,  P.  Lorillard,  F; 
8:30-9  Verdict  Is  Yours,  sust.,  L. 
NBC-TV  8-8:30  You  Bet  Your  Life,  Toni,  De  Soto, 
F;  8:30-9  Dragnet,  Schick,  Liggett  &  Myers,  F. 

9-  10  p.m. 
ABC-TV  9-9:30  Chevy  Showroom  Starring  Andy 
Williams,  Chevrolet,  F;  9:30-10  Navy  Log,  U.  S. 
Rubber,  F. 
CBS-TV  9-9:30  Verdict  Is  Yours,  cont.;  9:30-10 
Playhouse  90,  Bristol-Myers,  American  Gas  Assn., 
Kimberly-Clark,  All  State  Inc.,  Pillsbury,  R.  J. 
Reynolds,  alt.  schedules,  L  &  F. 
NBC-TV  9-9:30  People's  Choice,  Borden,  Ameri- 

can Home  Products,  F;  9:30-10  Buckskin,  Ford,  F. 

10-11  p.m. 

ABC-TV  10:10:30  Confession,  sust.,  L;  10:30-11  No network  service. 
CBS-TV  10-11  Playhouse  90  (cont.). 
NBC-TV  10-10:30  The  Price  Is  Right,  Lever,  L; 
10:30-11    Music    Bingo,    Hazel    Bishop,    5 -Day Deodorant,  L. 

FRIDAY  EVENING 

7:30-8  p.m. 
ABC-TV  7:30-8  Rin  Tin  Tin,  National  Biscuit  Co.,  F. 
CBS-TV  7:30-8  Boing  Boing  Show,  sust.,  F. 
NBC-TV  7:30-8  The  Big  Game,  sust.,  L. 
8-  9  p.m. 
ABC-TV  8-8:30  Jim  Bowie,  American  Chicle,  F; 
8:30-9  This  Is  Music,  sust.,  L. 
CBS-TV  8-8:30  Trackdown,  American  Tobacco, 
Socony  Mobil  Oil,  F;  8:30-9  Zane  Grey  Theatre, 
General  Foods,  Ford,  alts.,  eff.  7/25  Destiny 
Theatre,  General  Foods,  Ford,  alts.,  F. 
NBC-TV  8-8:30  Jefferson  Drum,  P.  Lorillard,  Chem- 
strand,  F;  8:30-9  Life  of  Riley,  Lever,  F;  st. 
8/29  Northwest  Passage,  sust.  F. 
9-  10  p.m. 

ABC-TV  9-9:30  E.  S.  P.,  Chesebrough  Pond's  L; 
9:30-10  Frigidaire  Summer  Theatre,  Frigidaire,  F. 
CBS-TV  9-9:30  Phil  Silvers  Show,  R.  J.  Reynolds, 
Procter  &  Gamble,  alts.,  F;  9:30-10  Schlitz  Play- house, Schlitz  Brewing,  F. 
NBC-TV  9-9:30  M  Squad,  American  Tobacco, 
Quaker,  F;  9:30-10  The  Thin  Man,  Colgate- Palmolive,  F. 

10-  11  p.m. 
ABC-TV  10-10:30  Harness  Racing,  sust.,  L;  10:30- 
11  No  network  service. 
CBS-TV  10-10:30  Undercurrent,  Brown  &  William- 

son, Procter  &  Gamble,  alts.,  F;  10:30-11  To be  announced. 
NBC-TV  10-10:45  Gillette  Cavalcade  of  Sports, 
Gillette,  L;  10:45-11  Post  Fight  Beat,  Bristol- 
Myers,  L. 

SATURDAY  MORNING 

9-  10  a.m. 
ABC-TV  No  network  service. 
CBS-TV  9-9:30  No  network  service;  9:30-10  Captain 
Kangarco,  General  Mills  &  sust.,  L. 
NBC-TV  9-10  No  network  service. 
10-  11  a.m. 
ABC-TV  No  network  service. 
CBS-TV  10-10:30  Captain  Kangaroo,  General  Mills 
&  sust.,  L;   10:30-11  Mighty  Mouse  Playhouse, 
General  Foods,  Colgate-Palmolive,  alts.,  F. 
NBC-TV  10-10:30  Howdy  Doody,  Continental  Baking 
L;  10:30-11  Ruff  and  Reddy,  General  Foods,  L  &  F. 

11  a.m.-Noon 
ABC-TV  No  network  service. 
CBS-TV  11-11:30  Heckle  &  Jeckle,  sust.,  F;  11:30- 
12  Saturday  Playhouse,  sust.,  F. 
NBC-TV  11-11:30  Fury,  General  Foods,  F;  11:30- 
12  Blondie,  sust.,  F. 

SATURDAY  AFTERNOON 

Noon-1  p.m. 
ABC-TV  No  network  service. 
CBS-TV  12-1  Jimmy  Dean  Show,  Armstrong  Cork 
&  sust.,  L. 
NBC-TV  12-12:30  True  Story,  Sterling  Drug,  L; 
12:30-1  Detective's  Diary,  Sterling  Drug,  F. 

1-  2  p.m. 

ABC-TV  No  network  service. 
CBS-TV  1-1:30  The  Lone  Ranger,  General  Mills, 
Nestle,  alts.,  F;  1:30-1:50  No  network  program- 

ming; 1:50-2  Baseball  Preview,  Carter,  American 
Home  alts.,  L. 
NBC-TV  1-2  No  network  service. 
2-  7:30  p.m. 

ABC-TV  No  network  service. 
CBS-TV  2-conclusion  Baseball  Game  of  the  Week, 
State  Farm,  Auto  Ins.,  Philip  Morris,  Falstafr,  L. 
NBC-TV  2-7:30  No  network  service. 

SATURDAY  EVENING 

7:30-8  p.m. 
ABC-TV  7:30-8  Dick  Clark  Show,  Beech-Nut  Life Savers,  L. 
CBS-TV  7:30-8  Perry  Mason,  Armour,  Libby- 
Owens-Ford,  alts.  &  sust.,  F. 
NBC-TV  7:30-8  People  Are  Funny,  R.  J.  Reynolds, Toni,  F. 
8-  9  p.m. 

ABC-TV  8-8:30  Dick  Clark  Show  (cont.);  Beech-nut 
Life  Savers,  L;  8:30-9  Country  Music  Jubilee, 
Williamson  Dickie,  L. 
CBS-TV  8-8:30  Perry  Mason  (cont.);  8:30-9  Top 
Dollar,  Brown  &  Williamson,  F. 
NBC-TV  8-9  Bob  Crosby  Show,  Sunbeam,  Am. 
Dairy,  Kimberly-Clark,  Noxzema,  Chemstrand, 
RCA-Whirlpool,  part.,  L;  st.  9/13  Perry  Como 
Show,  same  sponsors.,  L. 
9-  10  p.m. 

ABC-TV  9-10  Lawrence  Welk  Show,  Dodge  Divi- 
sion. L. 

CBS-TV  9-9:30  Oh  Susannah,  Helene  Curtis  & 
Nestle,  alts.,  F.;  9:30-10  Have  Gun,  Will  Travel, 
Whitehall.  l  ever,  alt=..  F. 
NBC-TV  9-9:30  Club  Oasis,  Liggett  &  Myers,  Max 
Factor,  L;  st.  9/20  Steve  Canyon,  Liggett  &  Myers 
&  sust.,  F;  9:30-10  Turning  Point,  Scott,  Schick, F. 
10-  11  p.m. 

ABC-TV  10-10:30  To  be  announced;  10:30-11  No 
network  service. 
CBS-TV  10-10:30  Gunsmoke,  Liggett  &  Myers, 
Remington  Rand,  alt.,  F;  10:30-11  No  network service. 

NBC-TV  10-10:30  Ted  Mack's  Original  Amateur 
Hour,  Pharmaceuticals,  L;  10:30-11  Joseph  Cotton 
Show,  American  Tobacco,  F.;  st.  9/6  Brains  & 
Brawn,  Liggett  &  Myers,  L. 

RADIO  NETWORK  SHOWSHEET 

THE  PROGRAMS,  THE  SCHEDULES,  THE  SPONSORS    Published  first  issue  in  each  quarter 

Networks  are  listed  alphabetically  with 

the  following  information:  time,  pro- 
gram title  in  italics,  followed  by  sponsors 

or  type  of  sponsorship.  Abbreviations:  sust., 
sustaining;  part.,  participating;  alt.  alternate 
sponsor;  seg.,  segmented.  All  times  are 
NYT.  The  CBS  Radio  schedule  applies  only 

to  the  week  July  6-12. 

SUNDAY  MORNING 

7-  8  a.m. 
ABC  No  network  service. 
CBS  No  network  service. 
MBS  7-7:05  News,  co-op;  7:05-7:30  America's  Top 
Tunes,  co-op;  7:30-7:35  News,  sust.;  7:35-8  Ameri- 

ca's Top  Tunes,  co-op. NBC  No  network  service. 

8-  9  a.m. 
ABC  8-8:30  Radio  Bible  Class,  Radio  Bible  Class; 
8:30-9  Wings  of  Healing,  Dr.  Thomas  Wyatt. 
CBS  8-8:15  CBS  Neuis,  Sust;  8:15-8:30  The  Metro- 

politan Singers,   sust.;    8:30-9  Sunday  Morning 
Gatherin',  co-op. 
MBS  8-8:05  News,  co-op;  8:05-8:30  America's  Top 
Tunes,  co-op;  8:30-8:35  News,  sust.;  8:35-9  Ameri- 

ca's Top  Tunes,  co-op. 
NBC  No  network  service. 

9-  10  a.m. 

ABC  9-9:05  Weekend  News,  sust.;  9:05-9:30  No 
network  service;  9:30-10  Voice  of  Prophecy, 
Voice  of  Prophecy  Inc. 
CBS  9-9:15  CBS  Radio  World  News  Roundup, 
(seg.);  9:15-9:28:50  The  Music  Room,  sust.;  9:28:50- 
9:30  No  network  service;  9:30-10  Church  of  the 
Air,  sust. 
MBS  9-9:30  Wings  of  Healing,  Wings  of  Healing; 
9:30-10  Back  to  God,  Christian  Reformed  Church. 
NBC  9-9:05  News,  sust.;  9:05-9:15  World  News 
Roundup,  co-op;  9:15-9:30  Art  of  Living,  sust.; 
9:30-10  Voice  of  Prophecy,  Voice  of  Prophecy. 

10-  11  a.m. 

ABC  10-10:05  Weekend  News,  sust.;  10:05-10:30 
Message  of  Israel,  sust.;  10:30-10:55  Negro  Col- 

lege Choirs,  sust.;  10:55-11  Weekend  News, Armour  &  Co. 
CBS  10-10:05  Robert  Trout  and  the  News.  Chevro- 

let; 10:05-10:28:50  E.  Power  Biggs,  sust.;  10:28:50- 
10:30  No  network  service;  10:30-11  Invitation  to 
Learning,  sust. 
MBS  10-10:30  Radio  Bible  Class.  Radio  Bible  Class; 
10:30-11  Voice  of  Prophecy,  Voice  of  Prophecy Inc. 
NBC  10-10:05  News,  sust.;  10:05-10:30  National  Ra- 

dio Pulpit,  sust.;  10:30-11  Monitor*. 

ll-a.m.-Noon 

ABC  11-11:30  No  network  service;  11:30-11:55 
Christian  In  Action,  sust.;  11:55-12  Weekend 
News,  Armour  &  Co. 
CBS  11-11:05  CBS  News,  sust.;  11:05-11:15  Charles 
Collingwood,  (seg.);  11:15-11:28:50  Howard  K. 
Smith;  11:30-12,  Salt  Lake  Tabernacle  Choir. 
MBS  11-11:15  Frank  &  Ernest,  Dawn  Bible  Stu- 

dents Assn.;  11:15-11:30  How  Christian  Science 
Heals,  First  Church  of  Christ.  Science;  11:30- 
11:35  News,  Bristol-Myers,  Armour;  11:35-12  UN News  Around  the  World,  sust. 

NBC  11-12  Monitor*. 
SUNDAY  AFTERNOON 

Noon-1  p.m. 
ABC  12-12:30  No  network  service;  12:30-12:55 
Moods  in  Melody,  sust.;  12:55-1  Weekend  News, 
Armour  &  Co. 
CBS  noon-12:05  Robert  Trout  and  the  News, 
Chevrolet;  12:05-12:30  Vincent  Lopez  Orchestra, 
sust.;  12:30-12:53:50  Sammy  Kaye  Orchestra, 
sust.;  12:53:50-12:55  No  network  service;  12:55-1 
Ford  Road  Show,  Ford  Motors. 
MBS  12-12:05  JVeuJS,  co-op;  12:05-12:30  America's 
Top  Tunes,  co-op;  12:30-12:35  Frankie  Frisch, 
Quaker  State  Oil  Refining  Corp.;  Bristol-Myers; 
12:35-12:45  America's  Top  Tunes,  co-op;  12:45-1 How  Christian  Science  Heals,  First  Church  of 
Christ.  Science. 
NBC  12-12:30  Monitor*;  12:30-1  The  Eternal  Light. 
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RADIO  NETWORK  SHOWSHEET  continued 

1-  2  p.m. 
ABC  1-1:15  It's  Your  Business,  sust.;  1:15-1:30  As 
We  See  It,  sust.;  1:30-1:55  Pilgrimage,  sust.;  1:55- 
2  Weekend  News,  R.  J.  Reynolds.  General  Mills. 
CBS  1-1:05  CBS  News  with  Neil  Strawser*;  1:05- 
2  The  Best  in  Music,  sust. 
MBS  1-1:15  News,  co-op;  1:15-1:30  Keep  Healthy, 
sust.;  1:30-2  Lutheran  Hour,  Lutheran  Laymen's League. 
NBC  1-1:30  Monitor*;  1:30-2  The  Lutheran  Hour, 
Lutheran  Laymen's  League. 
2-  3  p.m. 
ABC  2-2:30  Oral  Roberts,  Oral  Roberts  Inc.;  2:30-3 
Herald  of  Truth,  Highland  Churches  of  Christ. 
CBS  2-2:05  Robert  Trout  and  the  News,  Chevrolet; 
2:05-2:55  The  Best  In  Music,  sust.;  2:55-3  The 
Ford  Road  Show,  Ford  Motors. 
MBS  2-4:30  (or  conclusion)  Warmup,  Game  of  the 
Day.  Scoreboard,  sust.;  2-2:05  News,  sust.;  2:30- 
2:35  News,  Nestle. 
NBC  2-2:30  Monitor*;  2:30-3  The  Catholic  Hour, sust. 

3-  4  p.m. 
ABC  3-3:05  Weekend  News,  Armour  &  Co.;  3:05- 
3:10  Speaking  of  Sports,  sust.;  3:10-3:30  Sammy 
Kaye  Serenade,  sust.;  3:30-4  Hour  of  Decision, 
Billy  Graham  Evangelistic  Assn. 
CBS  3-3:05  CBS  News,  sust.;  3:05-4  World  Music 
Festival,  sust. 
MBS  3-3:05  News,  co-op;  3:30-3:35  News,  Nestle 
Co.  and  Game  of  Day,  cont. 
NBC  3-4  Monitor*. 

4-  5  p.m. 
ABC  4-4:30  Old  Fashioned  Revival  Hour.  Gospel 
Broadcasting  Co.;  4:30-5  Radio  Bible  Class,  Radio Bible  Class. 
CBS  4-4:30  World  Music  Festival  (cont.)  sust.; 
4:30-4:35  The  Ford  Road  Show,  Ford  Motors; 
4:35-458:50  Suspense,  General  Motors  (seg.); 
4:58:50-5  No  network  service. 
MBS  4-4:05  News,  co-op;  4:30-4:35  News,  sust.; 
4:35-5  America's  Top  Tunes,  co-op. 
NBC  4-5  Monitor*. 

5-  6  p.m. 
ABC  5-5:30  Dr.  Bob  Pierce,  World  Vision  Inc.; 
5:30-5:35  Weekend  News,  Reynolds,  Gen.  Mills.; 
5  :35-6  Freedom  Sings  Concert,  sust. 
CBS  5-5:05  Robert  Trout  and  the  News,  Chevrolet; 
5:05-5:28:50  Yours  Truly  Johnny  Dollar,  Ex  Lax 
(seg.);  5:28:50-5:30  No  network  service;  5:30- 
5:53:50  FBI  in  Peace  and  War,  Ex  Lax,  (seg.); 
5:55-6  The  Ford  Road  Show.  Ford  Motors. 
MBS  5-5:05  News,  co-op;  5:05-5:30  America's  Top 
Tunes,  co-op;  5:30-5:35  Frankie  Frisch,  Quaker 
State  Oil  Refining  Corp.;  5:35-5:45  America's  Top 
Tunes,  co-op;  5:45-6  News-Gabriel  Heatter, Nestle. 
NBC  5-6  Monitor*. 

SUNDAY  EVENING 

6-  7  p.m. 
ABC  6-6:15  Monday  Morning  Headlines,  R.  J. 
Reynolds,  Gen.  Mills;  6:15-6:30  Paul  Harvey 
News,  Bankers'  Life  &  Casualty  Co.;  6:30-6:45 
Quincy  Howe,  sust.;  6:45-7  George  Sokolsky,  co- 
op. 
CBS  6-6:45  CBS  News,  sust.;  6:05-6:28:50  Indict- 

ment, (seg.);  6:28:50-6:30  No  network  service; 
6:30-6:53:50  Gunsmoke,  Ex  Lax,  General  Mills 
(seg.);  6:55-7  Robert  Trout  and  the  News,  Chev- rolet. 
MBS  6-6:05  News,  co-op:  6:05-6:30  Insight,  sust.; 
6:30-6:35  News,  National  L.  P.  Gas  Council,  Bris- 

tol-Myers; 6:35-7  Bill  Stern's  Sports  Beat,  co-op. 
NBC  6-6:15  Monitor*;  6:15-6:30  On  the  Line  With 
Bob  Considine,  Mutual  of  Omaha;  6:30-6:32:30 
Monitor*;  6:32:30-7  Meet  the  Press,  sust. 

7-  8  p.m. 
ABC  7-7:05  Speaking  of  Sports,  sust.;  7:05-7:15 
White  House  Report,  sust.;  7:15-7:30  Overseas  As- 

signment, sust.;  7:30-7:55  No  network  service; 
7:55-8  Weekend  News,  R.  J.  Reynolds,  Gen.  Mills. 
CBS  7-7:25  To  Be  Announced;  7:25-7:30  Douglas 
Edwards  and  the  News,  Home  Inc.;  7:30-7:35 
Patti  Page  Show,  General  Motors;  7:35-7:58:50 
Sez  Who,  Ex  Lax,  General  Mills,  McFadden  Pub- 

lications (seg);  7:58:50-8  No  network  service. 
MBS  7-7:30  Wings  of  Healing,  Wings  of  Healing; 
7:30-7:35  News,  Bristol-Myers,  Ex  Lax;  7:35-8 
America's  Top  Tunes,  co-op. 
NBC  7-8  Monitor*. 

8-  9  p.m. 
ABC  8-8:05  Speaking  of  Sports,  sust.;  8:05-8:55  No 
network  service;  8:55-9  Weekend  News,  R.  J. 
Reynolds,  Armour  &  Co. 
CBS  8-8:05  Walter  Cronkhite,  Hertz;  8:05-8:53:50 
Mitch  Miller  Show  (seg.);  8:53:50-8:55  No  net- 

work service;  8:55-9  Patti  Page  Show,  General Motors. 
MBS    8-8:30    Hour    of    Decision.    Billy  Graham 
Evangelical   Assn.;   8:30-9  Lutheran  Hour,  Lu- 

theran Laymen's  League. NBC  8-9  Monitor*. 

9-  10  p.m. 
ABC  9^9:05  Speaking  of  Sports,  sust.;  9:05-9:30  No 
network  service;  9:30-9:55  College  News  Con- 

ference, sust.;  9:55-10  News,  R.  J.  Reynolds, Armour  &  Co. 
CBS  9-9:05  CBS  News*;  9:05-9:25  World  Tonight, 

sust.;  9:25-9:30  Patti  Page  Show,  General  Motors; 
9:30-10  Face  The  Nation,  sust. 
MBS  9-9:05  News,  co-op;  9:05-9:30  America's  Top 
Tunes,  co-op;  9:30-9:35  Frankie  Frisch,  Quaker 
State  Oil  Refining  Corp.,  Bristol-Myers;  9:35-9:45 
Virgil  Pinkley-News,  sust.;  9:45-10  Dan  Smoot Show,  co-op, 
NBC  9-10  Monitor*. 
10-11  p.m. 

ABC  10-10:15  Erwin  Canham,  sust.;  10:15-10:30  No 
network  service;  10:30-11  Revival  Time,  As- seinblies  of  God. 
CBS  10-10:05  Walter  Cronkite  and  the  News,  Gen- 

eral Motors;  10:05-10:15  Sunday  Sports  Resume. 
(seg.);  10:15-10:30  Xavier  Cugat  Orchestra,  sust.; 
10:30-11  Church  of  the  Air,  sust. 
MBS  10-10:30  Marian  Theatre,  sust.;  10:30-10:35 
News,  America's  Future;  10:35-10:45  News,  co-op; 
10:45-11  Music  Beyond  the  Stars,  co-op. 
NBC  10-10:30  Hour  of  Decision,  Billy  Graham 
Evangelistic  Society  (split  network  with  Moni- 

tor* on  remainder  of  network);  10:30-11  Youth Wants  to  Know. 

11  p.m.-Midnight 
ABC  11-11:05  Weekend  News,  Armour  &  Co.; 
11:05-11:55  No  network  service;  11:55-12  Late 
News  sust 
CBS  11-11:10  CBS  News,  sust.;  11:10-11:30  Dauid 
Lewinter  Orchestra,  sust.;  11:30-12  Tommy 
Dorsey's  Orchestra,  sust. 
MBS  11-11:05  News,  co-op;  11:05-11:30  Music  Be- 

yond the  Stars,  co-op;  11:30-11:35  News,  co-op; 
11:35-12  Music  Beyond  the  Stars,  co-op. 
NBC  11-12  Monitor*. 

Midnight-1  a.m. 
ABC  No  network  service. 
CBS  12-12:05  CBS  News,  sust. 
MBS  12-12:05  News,  co-op;  12:05-12:30  Music  Be- 

yond the  Stars,  co-op;   12:30-12:35  News,  sust.; 
12:35-1  Music  Beyond  the  Stars,  co-op. 
NBC  No  network  service. 
1-2  a.m. 

ABC  No  network  service. 
CBS  No  network  service. 
MBS  1-1:05  News,  co-op;  1:05-1:30  Music  Beyond 
the  Stars,  co-op;    1:30-1:35  News,  sust.;  1:35-2 
Music  Beyond  the  Stars,  co-op. 
NBC  No  network  service. 

MONDAY-FRIDAY  MORNING 

7-  8  a.m. 
ABC  No  network  service. 
CBS  7-7:05  The  Ford  Road  Show,  Ford  Motors; 
7:05-8  No  network  service. 
M8S  7-7:05  News,  co-op;  7:05-7:30  America's  Top 
Tunes,  co-op;  7:30-7:35  Colgate  Sports  Reel,  Col- 

gate-Palmolive;   Camel;    7:35-8    America's  Top Tunes,  co-op. 
NBC  No  network  service. 

8-  9  a.m. 

ABC  8-8:15  News  Around  the  World,  sust.;  8:15-9 
No  network  service. 
CBS  8-8:15  CBS  Radio  World  News  Roundup,  co- 

op; 8-15-8:55  No  network  service;  8:55-9  Ford 
Road  Show,  Ford  Motors. 
MBS  8-8:15  News,  co-op;  8:15-8:30  America's  Top 
Tunes,  co-op;  8:30-8:35  Colgate  Sports  Reel,  Col- 

gate-Palmolive,   Camel;    8:35-9    America's  Top Tunes,  co-op. 
NBC  No  network  service. 

9-  10  a.m. 

ABC  9-10  Breakfast  Club,  part.,  Campana,  Gen- 
eral Foods,  Philco,  American  Cyanamid,  Kret- 

schmer,  Bristol-Myers,  Appian  Way  Pizza,  Kit- 
chen Art  Food,  Sandura,  Clairol,  Van  Nuys  Sav- 

ings &  Loan. 
CBS  9-9:15  CBS  Radio  News  of  America,  co-op; 
9:15-9:20  Ford  Road  Show,  Ford  Motors;  9:20-10 
No  network  service. 
MBS  9-9:15  News,  co-op;  9:15-9:30  America's  Top 
Tunes,  co-op;  9:30-9:35  News,  Bristol-Myers, 
Camel,  Armour;  9:35-9:40  Woman's  World,  co-op; 
9:40-10  America's  Top  Tunes,  co-op. 
NBC  9-9:05  News,  part.;  9:05-10  No  network  serv- ice. 

10-  11  a.m. 

ABC  10-10:55  No  network  service;  10:55-11  Late 
News,  Plough,  Armour,  Miller  Brewing,  Ex  Lax. 
CBS  10-11  Arthur  Godfrey  Time,  Armour,  Singer, 
Curtis  Pub.,  General  Electric,  Hartz  Mountain 
Products,  Sara  Lee  Kitchens,  Standard  Brands. 
Knouse,  Mogen-David,  Niagara  Therapy,  Shulton. 
Pharma-craft. 
MBS  10-10:05  News,  co-op;  10:05-10:30  Kate  Smith. 
co-op  and  General  Electric.  Nestle;  10:30-10:35 
News,  Armour  &  Co.;  10:35-10:40  Bill  Stern,  Col- 

gate-Palmolive; 10:40-10:45  Boris  KarlofJ  Pre- 
sents, co-op;  10:45-10:50  Gaylord  Hauser,  co-op: 

10:50-11  America's  Top  Tunes,  co-op. 
NBC  10-10:05  News,  part.,  10:05-10:30  My  True 
Story,  part.;  10:30-11  Don  Ameche's  Real  Life Stories,  part. 

11  a.m.-Noon 
ABC  11-11:55  No  network  service;  11:55-12  Late 
News,  Gen.  Foods. 
CBS  11-11:05  CBS  News,**;  11:05-11:28:50  Whisper- 

ing Streets,  General  Mills  and  sust.;  11:30-11:45 

No  network  service;  11:45-12  Howard  Miller Show,  Wrigley. 
MBS  11-11:05  News,  co-op;  11:05-11:30  Kate  Smith. 
co-op,  and  General  Electric,  Nestle,  Reader's 
Digest;  11:30-11:35  News,  Armour  &  Co.;  Ex-Lax, 
Nat'l  L.  P.  Gas  Council;  11:35-12  Queen  for  a Day,  co-op. 
NBC  11-11:05  Neuis,  part.;  11:05-12  Bert  Parks' Bandstand,  part. 

MONDAY-FRIDAY  AFTERNOON 
Noon-1  p.m. 

ABC  12-12:15  Paul  Harvey,  co-op;  12:15-12:20  Sun- 
shine Boys,  Sterling  Drugs;  12:20-12:55  No  net- 
work service;  12:55-1  Late  News,  General  Foods. 

CBS  12-12:05  Larry  Lesueur  and  the  News,  Miles 
Labs.;  12:05-12:15  Peter  Lind  Hayes  and  Mary 
Healy,  Staley;  12:15-12:28:50  Backstage  Wife, 
Bristol-Myers,  Colgate-Palmolive,  General  Mills; 
Hearst,  Tetley  Tea,  Sterling  Drug;  12:30-12:45 
Romance  of  Helen  Trent,  Bristol-Myers,  Hearst, 
Beech -nut.  General  Mills;  12:45-12:58:50  Our  Gal 
Sunday,  Bristol-Myers,  Colgate-Palmolive,  Gen- 

eral Mills,  Sterling  Drug,  Hearst,  Tetley  Tea. 
MBS  12-12:05  News,  co-op;  12:05-12:15  America's 
Top  Tunes,  co-op;  12:15-12:30  The  Answer  Man, 
co-op  and  Hudson  Vitamins;  12-30-12:35  News, 
Helene  Seager,  Grey  Industries,  Armour  &  Co.; 12-35-1   No   network  service. 
NBC  12-12:05  News,  part.;  12:05-1  No  network 
service. 
1-  2  p.m. 

ABC  1-1:55  No  network  service;  1:55-2  Late  News. 
Miller,  Ex  Lax,  Armour,  General  Foods. 
CBS  1-1:15  This  Is  Nora  Drake,  Beech-nut,  Bristol- 
Myers,  General  Mills,  Hearst;  1:15-1:30  Ma  Per- 

kins, American  Home  Foods,  Gen.  Mills,  Bristol- 
Myers,  Tetley  Tea,  Hearst;  1:30-1:43:50  Young 
Dr.  Malone,  American  Home  Foods,  Beech-nut. 
Bristol-Myers,  Sterling,  Colgate-Palmolive.  Gen- 

eral Mills;  1:45-2  The  Road  of  Life,  General  Mills. Hearst. 
MBS  1-1:15  News,  co-op;  1:15-1:30  America's  Top Tunes,  co-op;  1:30-1:35  News.  Hudson  Vitamins. 
Lehigh  Acres,  Ex-Lax;  1:35-1:50  America's  Top Tunes  co-op;  1:50-2  Warmup,  sust. 
NBC  1-1:05  News,  part.;  1:05-2  No  network  service. 2-  3  p.m. 

ABC  2-2:55  No  network  service;  2:55-3  Late  News, 
Miller,  Armour  &  Co..  General  Foods. 
CBS  2-2:05  CBS  Neu>s**;  2:05-2:15  The  Right  To 
Happiness.  General  Mills:  2:15-2:30  Second  Mrs. 
Burton,  Hearst,  Tetley  Tea,  Colgate-Palmolive. 
General  Mills;  2:30-2:45  The  Couple  Next  Door, 
Beech-nut;  2:45-3  Just  Entertainment  with  Pat Butram,  Wrigley. 

MBS  2-4:30  Game  of  the  Day  and  Wrapup.  sust.; 
2-  2:05  News,  co-op;  2:30-2:35  News,  Armour,  Ex- 

NBC  2-2:05  News,  part.;  2:05-2:30  True  Confes- 
sions, part.;  2:30-2:45  One  Man's  Family,  part.; 2:45-3  The  Affairs  of  Dr.  Gentry,  part. 3-  4  p.m. 

ABC  3-3:55  No  network  service;  3:55-4  Late  News, 
Miller,  Armour  &  Co.,  General  Foods. 
CBS  3-3:30  Houseparty,  Carnation,  Chun  King. 
General  Electric  and  others;  3:30-3:50  Ford  Road 
Show,  Ford  Motors;  3:50-4  No  network  service. 
MBS  3-3:05  News,  co-op;  3:30-3:35  News,  Armour; and  Game  of  the  Day  (cont.) 
NBC  3-3:05  News,  part.;  3:05-3:30  Five  Star 
Matinee,  part.;  3:30-3:45  Woman  in  My  House, 
part.;  3:45-4  Pepper  Young's  Family,  part. 4-  5  p.m. 

ABC  4-4:55  No  network  service;  4:55-5  Late  News, sust. 

CBS  4-4:30  No  network  service;  4:30-4:45  Closed 
Circuit;  4:45-4:55  No  network  service;  4:55-5  CBS News  sust. 
MBS  4-4:05  News,  co-op;  4:30-4:35  News,  Ex-Lax; 
4:35-4:45  No  network  service;  4:45-5  America's 
Top  Tunes,  co-op. 
NBC  4-4:05  News,  part.;  4:05-4:55  No  network  serv- 

ice; 4:55-5  R.  Harkness,  Ralston-Purina. 5-  6  p.m. 

ABC  5-5:55  No  network  service;  5:55-6  Late  News, sust. 

CBS  5-5:05  No  network  service;  5:05-5:20  Ford 
Road  Show,  Ford;  5:20-5:30  No  network  service; 
5:30-5:45  (Fri.)  UN  On  the  Record,  sust.;  5:45-6 No  network  service. 

MBS  5-5:05  News,  co-on;  5:05-5:30  America's  Top 
Tunes,  co-op;   5:30-5:35  News,  Nestle,  Bristol- 
Myers,  Ex-Lax;  Armour;  5:35-5:45  No  network 
service;  5:45-6  America's  Top  Tunes,  co-op. 
NBC  5-5:05  News,  part.;  5:05-6  No  network  service. 

MONDAY-FRIDAY  EVENING 
6-7  p.m. 

ABC  6-6:15  No  network  service;  6-15-6:30  Quincv 
Howe,  sust.;  6:30-6:40  Paul  Harvey,  Midas,  R.  J. 
Reynolds:  6:45-6:50  Late  Sports,  sust.;  6:50-7  No network  service. 
CBS  6-6:05  Allan  Jackson  and  the  News,  su=t.; 
6:05-6:20  Ford  Road  Show,  Ford  Motor=:  6:20- 
6:45  No  network  service;  6:45-7  Lowell  Thomas, Delco. 

MBS  6-6:05  News,  co-op;  6:05-6:30  America's  Top Tunes,  co-op;  6:30-6:35  News,  Nestle,  Camel, 
Armour  &  Co.;  6:35-7  America's  Top  Tunes, 
co-op. 

NBC  6-6:05  News,  part.;  6:05-6:45  No  network 
service;  6:45-7  Three  Star  Extra,  Sun  Oil  Co.  & 
co-op. 
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7-  8  p.m. 
ABC  7-7:15  Edward  P.  Morgan,  AFL-CIO;  7:15- 
7:55  No  network  service;  7:55-8  Late  News,  Miller, 
Armour  &  Co. 
CBS  7-7:05  Sports  Time  with  Phil  Rizzuto, 
Barbasol  and  R.  J.  Reynolds;  7:05-7:30  Amos  'n' 
Andy  Music  Hall,  General  Mills  (seg.);  7:30-7:35 
Business  News  with  Walter  Cronkite,  Hertz;  7:35- 
7:45  Answer  Please  (seg.);  7:45-8  Edward  R. 
Murrow,  Ford. 
MBS  7-7:15  Fulton  Lewis  Jr.,  co-op;  7:15-7:30 
Assignment  People,  sust.;  7:30-7:35  News,  GMC 
Truck  &  Coach,  Hudson  Vitamins,  Lehigh  Acres; 
7:35-8  (Mon.)  Reporter's  Roundup,  co-op;  (Tues.) The  Army  Hour,  sust.;  (Wed.)  Family  Theatre, 
sust.;  (Thurs.)  By  The  People,  sust.;  (Fri.) 
Lombardoland,  U.  S.  A.,  sust. 
NBC  7-7:05  News,  part.;  7:05-7:15  No  network 
service;  7:15-7:30  Alex  Dreier,  co-op;  7:30-7:45 
News  of  the  World,  part.;  7:45-8  Life  and  the 
World,  part. 

8-  9  p.m. 
ABC  8-8:25  No  network  service;  8:25-8:30  Late 
News,  sust.;  8:30-8:55  No  network  service;  8:55-9 
Late  News,  sust. 
CBS  8-8:30  (Mon.)  Robert  Q.  Lewis  Show,  Clairol, 
Comstock  Foods,  Cowles  Mag.,  Campana  Sales, 
General  Mills,  Kendall,  Plough,  Dumas  Milner 
Products;  8-8:25  (Tues. -Fri.)  Robt.  Q.  Lewis, 
same  participants;  8:25-8:30  (Tues. -Fri.)  Patti 
Page  Show  General  Motors;  8:30-8:35  CBS 
News**;  8:35-9  (Mon.  &  Tues.)  To  Be  Announced; 
8:35-9  (Wed.)  Summer  in  St.  Louis,  sust.; 
(Thurs.)  Stuart  Foster  Show,  sust.;  (Fri.)  The 
Light  Touch,  sust.. 
MBS  8-8:05  News,  co-op;  8:05-8:30  The  World 
Today,  Hudson  Vitamins,  Ex-Lax;  8:30-8:35  Bill 
Stern,  Nestle,  Armour  &  Co.,  Bristol-Myers; 
8:30-9  Capital  Assignment,  co-op. 
NBC  8-8:05  News,  part.;  8:05-8:30  (Mon.)  You  Bet 
Your  Life,  part.;  (Tues.)  Nightline,  part.;  (Wed.) 
People  Are  Funny,  part.;  (Thurs.)  Niahtline, 
part.;  (Fri.)  Monitor*;  8:30-9  (Mon. -Thurs.) 
Nightline,  part.;   (Fri.)  Monitor*. 

9-  10  p.m. 
ABC  9-9:05  Vernon  M.  Spivey,  sust.;  9-9:55  No 
network  service;  9:55-10  People  in  the  News, 
Miller,  Armour  &  Co. 
CBS  9-9:05  CBS  News,  sust.;  9:05-9:25  The  World 
Tonight,  (seg.);  9:25-9:30  News  Analysis  with 
Eric  Sevareid**;  9:30-10  (Mon.)  Capital  Cloak- 

room, sust.;  (Tues.)  The  Last  Word,  sust.;  (Wed.) 
The  Leading  Question,  sust.;  (Thurs.)  Dance 
Orch.  sust.;  (Fri.)  Dance  Orchestra,  sust. 
MBS  9-9:05  News,  co-op;  9:05-9:15  UN  Radio 
Review,  sust.;  9:15-9:35  Music  Beyond  the  Stars, 
co-op;  9:30-9:35  News,  Lehigh  Acres,  Nestle  Co., 
Armour  &  Co.;  9:35-10  Music  Beyond  the  Stars, 
co-op. 
NBC  9-10  (Mon. -Thurs.)  Nightline,  part.;  (Fri.) 
Monitor* . 

10-  11  p.m. 
ABC  10-10:05  John  W.  Vandercook,  AFL-CIO; 
10:05-10:55  No  network  service;  10:55-11  Late 
News,  sust. 
CBS  10-10:05  News,  General  Motors;  10:05-11 
Dance  Orchestra,  sust. 
MBS  10-10:05  News,  co-op;  10:05-10:30  Music  Be- 

yond the  Stars,  co-op;  10:30-10:35  News,  Nestle, 
Armour;  10:35-11  Music  Beyond  the  Stars,  co-op. 
NBC  10-10:05  (Mon.-Thurs.)  News,  part.:  10:05- 
10:30  (Mon.)  Classical  Music  for  People  Who  Hate 
Classical  Music,  sust.;  (Tues.)  Treasury  of  Music, 
sust.;  (Wed.)  At  the  UN  with  Pauline  Frederick, 
sust.;  (Thurs.)  Family  Living,  sust.;  10-10:30 
(Fri.)  Boxing,  Gillette;  10:30-10:45  (Mon.-Thurs.) 
News  of  the  World,  repeat,  part.;  10:45-11  (Mon.- 
Thurs.)  Life  and  the  World,  rpt.  part.;  10:30-11 
(Fri.)  Sports  Highlights,  part. 

1  1  -p. in. -Midnight 
ABC  11-11:55  No  network  service;  11:55-12  Late 
News,  sust.;  12-2  No  network  service. 
CBS   11-11:10  CBS  News,  sust.;    11:10-12  Dance 
Orchestra,  sust. 
MBS   11-11:05  News,  co-op  on  Tues.,  and  sust.; 
11:05-11:30  Music  Beyond  the  Stars,  co-op;  11:30- 
11:35  News,  co-op  Mon.  and  Quaker  State  (Fri.); 
11:35-12  Music  Beyond  the  Stars,  co-op. 
NBC  11-11:05  News,  part.;   11:05-12  No  network service. 

Midnight-1  a.m. 
ABC  No  network  service. 
CBS  12-12:05  CBS  News,  sust. 
MBS  12-12:05  News,  co-op;  12:05-12:30  Music  Be- 

yond the  Stars,  co-op;  12:30-12:35  News,  sust.; 
12:35-1  Music  Beyond  the  Stars,  co-op, NBC  No  network  service. 

1-2  a.m. 
ABC  No  network  service. 
CBS  No  network  service. 
MBS  1-1:05  News,  co-op;  1:05-1:30  Music  Beyond 
the  Stars,  co-op;    1:30-1:35  News,  sust.;  1:35-2 
Music  Beyond  the  Stars,  co-op. 
NBC  No  network  service. 

SATURDAY  MORNING 

7-8  a.m. 
ABC  No  network  service. 
CBS  No  network  service. 
MBS  7-7:05  News,  co-op;  7:05-7:30  America's  Top 
Tunes,  co-op;  7:30-7:35  News,  R.  J.  Reynolds, 
Armour  &  Co.;  7:35-8  America's  Top  Tunes, co-op. 
NBC  No  network  service. 

8-  9  a.m. 

ABC  8-8:05  News  Around  the  World,  sust.;  8:05- 
8:55  No  network  service;  8:55-9  Weekend  News, 
R.  J.  Reynolds. 
CBS   8-8:15   CBS   Radio   World   News  Roundup, 
co-op;  8:15-9  No  network  service. 
MBS  8-8:05  News,  co-op;  8:05-8:30  America's  Top Tunes,  co-op;   8:30-8:35   News,  R.  J.  Reynolds. 
Armour   &    Co.;    8:35-9    America's   Top  Tunes, co-op. 

NBC  No  network  service. 

9-  10  a.m. 

ABC  9-9:55  No  network  service;  9:55-10  Weekend 
News,  R.  J.  Reynolds. 
CBS  9-9:15  CBS  Radio  News  of  America,  co-op; 
9:15-9:30  Man  Around  the  House,  (seg.);  9:30- 
9:45  CBS  Radio  Farm  News,  (seg.);  9:45-10 Garden  Gate,  (seg.). 

MBS  9-9:05  News,  co-op;  9:05-9:30  America's  Top Tunes,  co-op;   9:30-9:35  News,  Camels,  Nestle; 
9:35-10  America's  Top  Tunes,  co-op. 
NBC  9-9:05  News,  part.;  9:05-10  Monitor* 
10  11  a.m. 

ABC  10-10:55  No  network  service;  10:55-11  Week- 
end News,  R.  J.  Reynolds,  General  Mills. 

CBS  10-10:05  Allan  Jackson  &  The  News,  Chev- 
rolet; 10:05-11  Galen  Drake  Show  (seg.),  Clairol 

Kendall  Co.,  General  Mills,  Ex-Lax. 
MBS  10-10:05  News,  co-op;  10:05-10:30  America's 
Top    Tunes,    co-op;    10:30-10:35    News,  Camel, 
Nestle;  10:35-11  America's  Top  Tunes,  co-op. 
NBC  10-11  Monitor*. 
1 1  a.m.  Noon 

ABC  11-11:55  No  network  service;  11:55-12  Week- 
end News,  R.  J.  Reynolds,  General  Mills. 

CBS  11-11:05  Allan  Jackson  &  The  News,  Chev- 
rolet; 11:05-11:55  Robert  Q.  Lewis  Show,  (seg.); 

11:55-12  Business  News  with  Bill  Downs,  Hertz. 
MBS  11-11:05  News,  co-op;  11:05-11:30  America's 
Top  Tunes,  co-op;  11:30-11:35  News,  National 
L.  P.  Gas  Council,  Ex-Lax;  11:35-12  America's 
Top  Tunes,  co-op. 
NBC  11-12  Monitor*. 

SATURDAY  AFTERNOON 

Noon-1  p.m. 
ABC  12-12:30  The  Navy  Hour,  sust.;  12:30-12:55 
The  American  Farmer,  sust.;  12:55-1  Weekend 
News,  R.  J.  Reynolds,  General  Mills. 
CBS  12-12:05  Allan  Jackson  &  The  News,  Chevro- 

let; 12:05-12:28:50  Amos  'n'  Andy,  Ex-Lax,  Mc- 
Fadden  Publications,  Kendall  Co.,  No  Doz;  12:30- 
12:53  Gunsmoke,  (seg.);  12:55-1  Business  News 
with  Bill  Downs,  Hertz. 
MBS  12-12:05  News,  co-op;  12:05-12:30  Wheel  of 
Chance,  co-op;  12:30-12:35  Frankie  Frisch, 
Quaker  State  Oil  Refining  Corp.,  Camels;  12:35-1 
Wheel  of  Chance,  sust. 
NBC  12-12:25  Farm  and  Home  Hour,  Allis- 
Chalmers  (limited  network  only,  remainder  of 
stations  available  are  sust.);  12:25-12:30  Alex 
Dreier,  part,  (split  network  with  Monitor*) ; 
12:30-1  Red  Foley,  Dow  Chemical,  (split  network 
with  Monitor*). 
1-  2  p.m. 

ABC  1-1:05  Speaking  of  Sports,  sust.;  1:05-1:30 
Andy  Reynolds  Ranch  Boys,  sust.;  1:30-1:55 
Shake  the  Maracas,  sust.;  1:55-2  Weekend  News, 
R.  J.  Reynolds,  General  Mills. 
CBS  1-1:05  Allan  Jackson  &  The  News,  Chevrolet; 
1:05-1:28:50  City  Hospital,  Ex-Lax  (seg.);  1:30-1:44 
Adventures  in  Science,  sust.;  1:45-2  Entertain- 

ment U.  S.  A.,  sust. 
MBS   1-1:05  News,  co-op;   1:05-1:15  No  network 
service;  1:15-1:30  Mary  Margaret  McBride,  sust.; 
1:30-1:35  News,  Nestle,  Camels;  1:35-1:50  Ameri- 

ca's Top  Tunes,  sust.;  1:50-2  Warmup,  sust. 
NBC  1-2  Monitor*. 
2-  3  p.m. 

ABC  2-2:55  No  network  service;  2:55-3  Weekend 
News,  General  Mills,  R.  J.  Reynolds. 
CBS  2-2:05  Allan  Jackson  &  The  News,  Chevrolet; 
2:05-2:30    Vincent  Lopez   Orch.,   sust.;  2:30-2:35 
CBS  News   (seg.);  2:35-3  Chuck  Foster's  Orch. 
(seg.). 
MBS  2-conclusion,  Game  of  the  Day,  Quaker  State 
Oil  Refining  Corp.;  2-2:05  News,  co-op;  2:30-2:35 
News,  Nestle,  Bristol-Mvers,  Armour. 
NBC  2-3  Monitor*. 
3-  4  p.m. 

ABC  3-3:55  No  network  service;  3:55-4  Weekend 
News,  R.  J.  Reynolds. 
CBS  3-3:05  Allan  Jackson  &  The  News,  Chevrolet; 
3:05-3:30  Freddy  Martin  Orch.  sust.;  3:30-4  String 
Serenade,  sust. 
MBS  3-3:05  News,  co-op;  3:30-3:35  News,  Nestle, 
Bristol-Myers,  Armour;  and  Game  of  Day,  cont. 
NBC  3-4  Monitor*. 
4-  5  p.m. 
ABC  4-4:55  No  network  service;  4:55-5  Weekend 
News,  R.  J.  Reynolds. 
CBS  4-4:05  Allan  Jackson  &  the  News,  Chevrolet; 
4:05-4:30  New  Orleans  Jazz  Band  Ball,  sust.;  4:30- 
5  U.  S.  Army  Show,  sust. 
MBS  4-4:05  News,  co-op;  4:30-4:35  News,  Bristol- 
Myers,  4:35-5  America's  Top  Tunes,  co-op. 
NBC  4-5  Monitor*. 
5-  6  p.m. 
ABC  5-5:30  No  network  service;  5:30-5:35  Speaking 
of  Sports,  sust.;  5:35-5:55  No  network  service; 
5:55-6  Weekend  News,  R.  J.  Reynolds,  General Mills. 

CBS  5-5:05   The  Ford  Road  Show,  Ford  Motor, 

Corp.;  5:05-5:10  CBS  News,  sust.;  5:10-5:30  Dance 
Orchestra,  sust.;  5:30-5:55  Ralph  Marterie's  Orch., 
sust.;  5:55-6  The  Ford  Road  Show,  Ford  Motor, 
Corp. 

MBS  5-5:05  News,  co-op;  5:05-5:30  America's  Top Tunes,  co-op;  5:30-5:35  Frankie  Frisch,  Quaker 
State  Oil  Refining  Corp.,  Bristol-Myers;  5:35-6 
America's  Top  Tunes,  co-op. 
NBC  5-6  Monitor*. 

SATURDAY  EVENING 
6-  7  p.m. 

ABC  6-6:30  No  network  service;  6:30-6:35  Speak- 
ing of  Sports,  sust.;  6:35-6:55  No  network  serv- 
ice; 6:55-7  Weekend  News,  R.  J.  Reynolds,  Gen- eral Mills. 

CBS  6-6:05  CBS  News,  sust.;  6:05-6:30  Jazz 
Central,  sust.;  6:30-6:55  Saturday  at  the  Chase, 
sust.;  6:55-7  CBS  News,  sust. 
MBS  6-6:05  News,  co-op;  6:05-6:15  America's  Top Tunes,   co-op;    6:15-6:30   Viewpoint,   sust.;  6:30- 
6:35  News,  National  L.  P.  Gas  Council,  Camels; 
6:35-7  America's  Top  Tunes,  co-op. 
NBC  6-7  Monitor*. 7-  8  p.m. 

ABC  7-7:30  At  Ease,  sust.;  7:30-7:35  Speaking  of 
Sports,  sust.;  7:35-7:55  No  network  service;  7:55- 
8  Weekend  News,  R.  J.  Reynolds,  Armour. 
CBS  7-7:05  Sports  Time  With  Phil  Rizzuto**;  7:05- 
7:30    Upbeat   Saturday    Night    With   Jim  Lowe, 
sust.;   7:30-7:35  The  Patti  Page  Show,  General 
Motors;  7:35-8  Louisiana  Hayride,  sust. 
MBS  7-7:05  News,  co-op;  7:05-7:30  Hawaii  Calls, 
sust.;  7:30-8  Word  of  Life  Hour,  Word  of  Life. 
NBC  7-8  Monitor*. 
8-  9  p.m. 

ABC  8-8:30  Vincent  Lopez,  sust.;  8:30-8:55  No  net- 
work service;  8:55-9  Weekend  News,  R.  J. 

Reynolds,  Armour  &  Co. 
CBS  8-8:05  CBS  News,  sust.;  8:05-8:30  Satur- 

day Night  Country  Style,  (seg.);  8:30-8:35  CBS 
News,  sust.;  8:35-8:45  Jam  Session,  sust.;  8:45-9 
Saturday  Sports  Resume  (seg.). 
MBS  8-8:05  News,  co-op;  8:05-8:30  Bandstand, 
U.  S.  A.,  co-op;  8:30-8:35  Frankie  Frisch,  Quaker 
State  Oil  Refining  Corp.,  Bristol-Myers;  8:35-9 
Bandstand,  U.  S.  A.,  co-op. 
NBC  8-9  Monitor*. 9-  10  p.m. 

ABC  9-9:05  Vernon  M.  Spivey,  sust.;  9:05-9:30 
Lawrence  Welfc's  Army  Show,  sust.;  9:30-9:35 
Speaking  of  Sports,  sust.;  9:35-9:55  No  network 
service;  9:55-10  Weekend  News,  R.  J.  Reynolds, Armour  &  Co. 
CBS  9-9:05  CBS  News**;  9:05-9:30  The  World  To- 

night, (seg.);  9:30-10  Entertainment  U.  S.  A.,  sust. 
MBS  9-9:05  News,  co-op;  9:05-9:30  Bandstand, 
U.  S.  A.,  co-op;  9:30-9:35  News,  Bristol-Myers; 
9:35-10  Bandstand,  U.  S.  A.,  sust. 
NBC  9-9:30  Monitor*;  9:30-10  Grand  Ole  Opry,  R. 
J.  Reynolds. 
10-  11  p.m. 

ABC  10-10:30  No  network  service;  10:30-10:35 
Speaking  of  Sports,  sust.;  10:35-10:55  No  network 
service;  10:55-11  Weekend  News,  R.  J.  Reynolds, Armour  &  Co. 
CBS  10-10:05  Wells  Church  &  the  News,  General 
Motors;  10:05-10:30  Ralph  Marterie's  Orch.,  sust.; 
10:30-11  Lenny  Herman  Orch.,  sust. 
MBS  10-10:05  News,  co-op;  10:05-10:30  Music  Be- 

yond the  Stars,  co-op;  10:30-10:35  News,  Nation- 
al L.  P.  Gas  Council,  Bristol-Myers;  10:35-11 

Music  Beyond  the  Stars,  co-op. 
NBC  10-11  Monitor*. 
11  p.m.  Midnight 
ABC  11-11:55  No  network  service;  11:55-12  Week- BYlCl  NCWS  SUSt 
CBS  11-11:10  CBS  News,  sust.;  11:10-11:30  Xavier 
Cugat  Orch.,  sust.;  11:30-12  David  Lewinter  Orch., 
sust. 
MBS  11-11:05  News,  co-op;  11:05-11:30  Music  Be- 

yond the  Stars,  co-op;  11:30-11:35  News,  Quaker 
State  Oil  Refining  Corp.;  11:35-12  Music  Beyond 
the  Stars,  co-op. 
NBC  11-11:30  Monitor*;  11:30-12  No  network  serv- ice. 

Midnight-1  a.m. 
ABC  No  network  service. 
CBS  12-12:05  CBS  News,  sust.;  12:05-1  No  net- 

work service. 
MBS  12-12:05  News,  co-op;  12:05-12:30  Music  Be- 

yond the  Stars;  co-op;  12:30-12:35  News,  sust.; 
12:35-1  Music  Beyond  the  Stars,  co-op. 
NBC  No  network  service. 
1-2  a.m. 

MBS  No  network  service. 
CBS  No  network  service. 
MBS  1-1:05  News,  co-op;  1:05-1:30  Music  Beyond 
the  Stars,  co-op;   1:30-1:35  News,  co-op;  1:35-2 
Music  Beyond  the  Stars,  co-op. 
NBC  No  network  service. 

*  Note:  Monitor  is  sold  to  various  participating 
advertisers.  On  the  hour  News  is  sponsored  by 
several  advertisers  at  the  following  times:  10 
&  11  a.m.,  3-11  p.m.  Remaining  News  periods 
are  sustaining. 

**  CBS  News,  participants,  at  various  times 
and  days,  include:  Gen.  Foods,  Gen.  Motors, 
Chevrolet,  GMC  Trucks  (Farm  Newscasts)  Hertz, 
Miles  Labs,  P.  Lorillard,  Philip  Morris. 
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®  U.S.  STEEL  HOUR 

PRODUCED  BY  THE  THEATRE  GUILD 

TV  entertainment  remains  at  its  best  all  summer  long  on  the 

United  States  Steel  Hour,  with  outstanding  stories  and  top 

stars,  including  Farley  Granger,  Richard  Kiley,  Robert  Culp, 

Gloria  Vanderbilt,  James  Daly,  Leora  Dana,  Betsy  Palmer. 
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MONDAY  MEMO 

from  HARRY  K.  RENFRO,  radio-tv  director,  D'Arcy  Advertising  Co.,  St.  Louis 

Country  and  western  consumer: 

Forgotten  man  in  jingle  market 

Country  and  western  musical  commer- 
cials: Why? 

Because  if  you  have  a  product  to  sell 
that  has  rural  distribution  .  .  .  one  that 

might  enjoy  tremendous  development  if 
its  sales  message  could  get  across  to  those 
areas  .  .  .  country  and  western  music 
just  might  be  able  to  do  the  job  for  you! 

Sophisticated,  snob-appeal  commer- 
cials have  about  as  much  effect  on  the 

rural  market  as  a  perfume  ad  in  Motor 

Age.  You  say,  "Wait  a  minute,  Renfro 

.  .  .  my  singing  commercial  isn't  snob- 
bish!" Maybe  you  don't  think  so — but,  by 

the  standards  of  the  rural  market,  your 

"coast-to-coast"  musical  commercial  is  as 
urban  as  42nd  and  Broadway. 

Don't  get  me  wrong — rural  markets 
don't  have  to  be  treated  like  some  kind 
of  foreign  country — nor  should  they  be 
regarded  as  areas  populated  by  clods.  Far 

from  it — they're  as  normal  as  any  other 
section  of  the  country — with  their  share 
of  intelligence,  and  then  some! 

The  important  thing  to  remember 
about  people  in  the  rural  market  is  this: 

They'll  warm  up  to — and,  probably,  buy 
— those  products  which  have  obviously 
tried  to  tailor  their  commercial  messages 
to  the  rural  taste! 

One  way  to  do  this  tailoring  job — and, 
it  seems  to  me,  the  most  effective  way — is 
the  creation  of  musical  commercials  in 

the  country  or  western  idiom. 

People  in  rural  areas  are  great  fans  of 
music — their  own  kind  of  music,  remem- 

ber. One  index  of  this  fact  is  the  sale  of 

country  and  western  phonograph  records. 

Artists  like  Johnny  Cash  and  Marty  Rob- 
bins  sell  as  many  if  not  more  records 
than  the  top  stars  in  the  pop  field.  Lots 
of  country  and  western  performers  who 

have  "big"  records  are  people  of  whom 
you've  possibly  never  heard. 

This  long  list  of  accepted  performers 

is  probably  why  one-third  of  all  records 
sold  in  the  United  States  are  of  the  coun- 

try and  western  type.  Last  year  there 
were  more  than  30  million  country  and 
western  records  sold  and  about  two  mil- 

lion copies  of  sheet  music.  This  tremen- 
dous popularity  of  country  and  western 

music  has  made  Nashville,  Tenn.,  the 
hub  of  this  culture  and  as  a  result  it  has 

become  the  third  largest  recording  center 
in  the  nation. 

To  further  point  up  the  impact  of 
this  type  of  music  it  is  interesting  to  note 
that  there  are  some  2,000  disc  jockeys 

around  the  country  who  specialize  in 
country  and  western  programming.  This 

in  itself  indicates  an  audience  that  appre- 
ciates and  understands  real  country  and 

western  music. 

Television — at  one  time  thought  to  be 

big-city  "property" — has  become  an  im- 
portant force  in  the  spread  of  the  popu- 

larity of  country  and  western  music. 
Some  of  the  hottest  shows  on  the  air 

right  now  stem  from  such  unlikely  places 

as  Springfield,  Mo.,  and  Nashville. 
Did  you  ever  watch  Ozark  Jubilee  or 
Grand  Ole  Opry  and  not  be  impressed 
at  the  enthusiasm  of  the  entertainers  and 
the  audience? 

"Okay,"  you  say,  "I'll  buy  the  idea  that 
this  country  and  western  musical  com- 

mercial bit  is  the  cat's  whiskers — how  do 

you  go  about  it?"  I  believe  the  most  im- 
portant step — and  the  first  one,  of  course 

— is  the  creation  of  words  and  music 
which  give  the  selling  points  of  your 

product  in  an  entertaining  way.  (I  won't 
get  into  the  discussion  about  original 

music  versus  parodies — that's  another 
story.) 

Saying  you  should  write  the  song  first 
might  sound  as  obvious  as  my  coming  out 
against  sin.  But  I  make  this  statement  to 

make  it  clear  that  I'm  against  slapping 
some  words  and  music  together  and  de- 

pending on  a  lush  arrangement  to  take 
you  home.  You  can  get  away  with  that 
when  all  you  want  to  do  is  entertain  .  .  . 

not  when  you  want  to  sell! 
The  arrangement  is  the  second  step. 

There  are  lots  of  capable  guys  (and  gals) 
in  the  music  business  who  know  the 

rural  taste — and  know  how  to  put  it  into 
musical  figures.  Talent?  You  might  want 

to  use  a  big  star  in  the  country  and  west- 
ern field.  But  the  beauty  of  this  type  of 

music  is  that  you  don't  have  to!  It's 

such  definitive  music  that  even  a  modest 

budget  will  get  a  "classically  rural"  treat- ment. 

Interpretation  is  everything  in  the  re- 
cording of  such  commercials — frequent- 

ly, the  choice  of  just  the  right  guitar 

player  might  make  the  difference  between 
authenticity  and  something  that  sounds 

"hooked-up".  Your  best  bet  is  to  take  the 
basic  melody  and  lyrics  to  a  studio  which 
specializes  in  this  type  of  commercial. 

Practically  every  major  recording  com- 
pany records  in  Nashville,  for  instance. 

They  might  not  have  their  own  studio 
there,  but  they  know  the  Tennessee  city 

is  a  mecca  for  top  arrangers  and  musi- 
cians in  the  country  and  western  field. 

Your  product,  of  course,  will  deter- 
mine the  times  you  use  .  .  .  and  the 

ability  and  experience  of  your  radio-tv 
group  will  determine  the  stations  you  use. 

Select  your  starting  date — work  out  some 
aggressive  merchandising  support — and 
you  should  be  on  your  way  to  a  most 
rewarding  campaign! 

If  you'll  excuse  a  personal  reference, 

my  company  has  had  quite  a  bit  of  ex- 
perience in  this  field  on  behalf  of  Bud- 

weiser  beer.  I  don't  have  the  room  here 
to  go  into  the  mechanics  of  our  particular 

operation  (actually,  they  pretty  well  fol- 
low what  I've  said  here).  Here's  the 

point:  country  and  western  music  has 

done  a  ding-dong  job  for  Budweiser — in 
terms  of  product  acceptance,  distribution 
and  sales — in  a  lot  of  rural  markets 
which  had  hardly  been  tapped  before  we 

started  our  specialized  campaign.  We're 
sold  on  its  value — and  so  is  Anheuser- 
Busch! 

Take  a  good  look  at  country  and  west- 
ern music.  It's  not  the  panacea  for  all 

your  rural  marketing  problems  .  .  .  but 
it  might  be  a  darn  good  rubdown! 

Harry  K.  Renfro,  b.  March  19,  1915,  St.  Louis. 
Grade  and  high  schools  there,  St.  Louis  and  Washington 
universities.  Landed  first  radio  job  at  18  at  WEW 
St.  Louis  as  announcer;  moved  in  1938  to  KXOK 
St.  Louis.  Decorated  combat  veteran  of  World  War  II 
and  Korea;  rose  from  ranks  to  Marine  major.  Returned 

to  KXOK  in  1952  and,  with  Dancer-Fitzerald-Sample, 

helped  organize  Falstaff-St.  Louis  Browns  baseball  net- 

work. Joined  D'Arcy  in  1953  as  contact  man  for  An- 
heuser-Busch on  Budweiser -Cardinals  regional  radio 

network  and  tv;  he  became  radio-tv  director  in  1955. 
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EDITORIAL 

Ending  the  Pay-off  Racket 

OUR  hat's  off  to  Comr.  Fred  W.  Ford  in  prevailing  upon  his 
FCC  colleagues  to  take  affirmative  steps  to  end  the  era  of 

"pay-offs"  and  strike  applications  in  broadcasting. 

Mr.  Ford's  proposed  amendments  to  the  FCC  rules  will  outlaw 
situations  wherein  an  applicant,  in  order  to  survive,  pays  off  other 

applicants  for  the  same  facility.  While  there  have  been  some  legiti- 
mate merging  of  interests  which,  in  fact,  were  encouraged  by  the 

FCC  after  the  lifting  of  the  television  freeze  in  1952  to  get  needed 

additional  tv  service,  the  great  majority  amounted  to  shake-downs 
approaching  blackmail. 

The  condition  has  developed  to  the  point  where  there  now  ap- 
pears to  be  at  least  one  strike  applicant  for  every  legitimate  appli- 

cation, not  only  in  tv,  but  in  am  radio,  too.  By  withdrawing  the 

"protection"  against  new  competing  applications  once  a  case  is 
in  hearing  status,  the  FCC  would  terminate  what  has  become  an 

obvious  racket,  practiced  in  the  open  and  actually  legalized  under 
existing  rules. 

There,  of  course,  can  be  legitimate  drop-outs,  even  after  adoption 

of  the  Ford  proposal.  FCC's  procedures  permit  waiver  of  any 
rule  under  appropriate  circumstances.  Thus,  if  there  is  a  situation 
wherein  an  applicant  changes  his  mind  and  agrees  to  withdraw  if 

reimbursed  for  his  actual,  legitimate,  out-of-pocket  expense,  it  is 
presumed  that  upon  proper  showing,  the  FCC  would  grant  the 

waiver.  But,  under  the  proposed  rules,  there  could  be  no  shenani- 

gans. 

The  Ford  proposal  will  prevail.  Honest  broadcasters  and  prac- 

titioners applaud  it.  Others,  if  any,  wouldn't  dare  oppose  it. 

Doerfer's  First  Year 

LAST  week  John  C.  Doerfer  observed  his  first  anniversary  as 
chairman  of  the  FCC.  It  has  been  a  nightmare  of  a  year. 

It  was  his  lot  to  carry  the  burden  of  the  FCC's  hearing  before  the 
House  Legislative  Oversight  Subcommittee — a  proceeding  that 
forced  the  resignation  of  one  commissioner  and  made  a  shambles  of 
FCC  morale.  He  has  been  on  the  firing  line  before  other  committees 

of  Congress  on  allocations,  pay-tv,  community  antennas,  appropria- 
tions and  other  issues  and  has  spent  more  time  in  preparing  and 

testifying  before  these  committees  than  he  has  on  his  job  downtown. 

For  the  moment,  the  Oversight  Committee — happily  for  the 
FCC — is  stalking  bigger  game  in  pursuing  the  Adams-Goldfine 

influence  allegations.  But  the  FCC  hasn't  been  able  to  go  back  to 
work  full-time,  and  there  has  been  no  respite  for  its  overburdened 
chairman,  who  has  traveled  up  and  down  Pennsylvania  Ave.  to 

testify  on  allocations-deintermixture  and  related  matters  before  the 
Senate  Commerce  Committee. 

As  an  FCC  member  for  four  years  prior  to  his  assumption  of 
the  chairmanship,  Mr.  Doerfer  knew  the  problems  and  the  intrigues. 
But  then  he  was  only  one  of  seven  members.  As  chairman,  he 
inherited  a  collection  of  unfinished  controversial  business  that 
would  have  defied  the  wisdom  of  a  Solomon.  But  before  he  could 

even  get  his  agenda  developed,  he  collided  headlong  with  the  then 

Moulder-Schwartz  inquiry  into  purported  influence  peddling  and 
expense  account  jimmying. 

The  Adams-Goldfine  developments  have  made  the  FCC  expose 
an  amateur  affair.  Despite  the  bitterness,  the  unfairness  and  the 
anguish,  there  have  been  indirect  results  that  could  be  beneficial. 

The  day  of  snap  judgments  on  the  part  of  commissioners  in  adver- 
sary cases  is  ended.  The  pressures  that  admittedly  have  been  ex- 
erted on  the  FCC  from  high  places  have  declined — for  the  moment. 

The  fixer  has  lost  his  status. 

The  complexion  of  the  FCC  has  changed  markedly  in  the  past 

year.  There  is  no  clear-cut  demarcation  on  all  contested  issues. 

But,  by  the  same  token,  there's  no  follow-the-leader  along  party 
lines,  either. 

On  the  thorny  issue  of  deintermixture,  there  does  appear  to  be 

a  clean  division.  Favoring  the  establishment  on  uhf  "islands," 
particularly  where  there  is  only  one  vhf  in  a  given  market,  are 
Comrs.  Hyde,  Bartley,  Lee  and  Ford.  Those  who  evidently  have 

Drawn   for   BROADCASTING   by    Sid  Hix 
These  sales  hands  really  know  their  product. 

despaired  of  uhf  in  markets  even  having  one  vhf  are  Chairman 

Doerfer,  Craven  and  Cross.  That's  the  way  it  has  appeared  in  the 
last  few  weeks.  Whether  the  line-up  will  shift  when  the  Commission 
gets  down  to  individual  cases  is  something  else  again. 

The  first  year  has  been  the  hardest  for  Chairman  Doerfer.  As  he 
embarks  upon  his  second  in  the  chairmanship,  the  outlook  is  far 
from  rosy.  Every  important  issue  is  controversial,  and  every 

controversy  seems  to  goad  some  committee  of  Congress  into  con- 
ducting a  new  investigation. 

The  big  problem  is  and,  since  1952,  has  been  the  question  of  tv 

allocations.  But  the  Commission  can't  give  its  undivided  attention 
to  it  or  to  any  other  single  issue.  Unfinished  business  in  broad- 

casting alone  includes  the  network  study  and  the  related  matters 

of  network  licensing,  multiple  ownership,  option  time,  must-buys. 

Then  there's  the  aged  clear  channel  case,  daytime  stations,  pay-tv, 
regulation  of  community  antennas  and  the  scope  and  depth  of 
editorializing,  to  name  only  a  few. 

It  is  to  be  hoped  that  during  the  next  year.  Chairman  Doerfer  will 

be  given  the  chance  by  Congress  to  get  on  with  the  FCC's  work. 
The  job  can't  be  done  if  the  FCC  is  to  spend  half  of  its  time  testi- 

fying before  Congressional  committees  and  much  of  the  other  in 

preparing  its  testimony. 

Big  and  Getting  Bigger 

THE  NAB  board  took  a  notable  step  at  its  recent  meeting  to  ease 
the  agonies  of  its  annual  convention  by  chopping  one  day 

(Thursday)  off  the  program.  However,  it  only  partly  succeeded 

in  solving  the  main  logistics  problem — hopping  around  the  official 
meeting,  exhibit  and  business  spots. 

Whereas  film,  transcription  and  other  service  exhibitors  have 
been  bunched  in  the  past,  the  new  convention  format  starting  in 
1959  will  scatter  these  delegations  all  up  and  down  and  around  the 

endless  corridors  of  the  Conrad  Hilton's  26  floors. 

The  catch  in  the  board's  decision  to  limit  service  exhibitors  to  non- 
commercial hospitality  suites  lies  in  the  lack  of  choice  suites,  even 

in  the  world's  largest  hotel.  Some  exhibitors  may  decide  to  set  up 
shop  elsewhere  in  Chicago's  Loop,  where  they  can  brighten  their 
quarters  with  pretty  girls  and  the  other  trappings  of  the  fast-grow- 

ing program  service  industry. 

In  deciding  to  have  wide-open  assemblies  some  of  the  time  and 
business  sessions  for  management-ownership  delegates  at  other 
times,  the  board  will  attain  its  goal  of  keeping  low-echelon  con- 

vention-goers and  vendors  out  of  the  high-level  discussions.  It 

won't  attain  the  original  board  objective  announced  last  winter — 
smaller  and  simpler  conventions. 

The  board  realistically  decided  that  after  all  broadcasting  is  a 
big  business  and  those  who  do  business  with  broadcasters  are 

entitled  to  participate  in  the  conventions.  There's  nothing  wrong 
with  bigness,  even  at  conventions. 
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Court  decision  raises  spectre  of  rate,  profit  control 

Advertisers  load  millions  onto  ABC-TV's  daytime  bandwagon 

Potter  plan  for  spectrum  study  clears  its  first  hurdle 

New  deck  at  NBC:  Sarnoff  chairman,  Kintner  president 
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anytime  is  listening  time... and  radio  goes  everywhere 

With  Spot  Radio,  you  can  reach  thousands  and  thousands  of 

folks  who  can't  be  reached  any  other  way,  in  the  summer! 
You  can  sell  them  in  their  cars,  on  the  beach  ...  at  the  pool, 

or  wherever  they  go  to  keep  cool.  You'll  know  what  you've  got 
...  if  you  buy  Spot. 

Radio  Division 

EDWARD  PETRY  &  CO.,  INC. 
the  original  station  representative 

New  York  •  Chicago  •  Atlanta  •  Boston  •  Detroit  •  Los  Angeles  •  San  Francisco  •  St.  Louis 
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One  Station  Reaching  The  Booming  Upper  Ohio  Valley 

NO.  7  IN  A  SERIES 

GLASS 

The  Fostoria  Glass  Company  of 

Moundsville,  W.  Va.,  and  the  Imperial 

Glass  Corporation  of  Bellaire,  Ohio, 

are  two  prominent  contributors  to  the 
economic  life  of  the  WTRF-TV  area. 

The  4  million  dollar  payroll  of  the 

1100  employees  of  these  two  pro- 

ducers of  hand-made  glassware  help 

make  the  WTRF-TV  area  a  super 
market  .  .  .  with  425,196  TV  homes, 

where  2  million  people  spend  2y2 

billion  dollars  annually. 

For  availabilities,  call  Bob 
Ferguson,  VP  and  Gen.  Mgr., 
or  Needham  Smith,  Sales  Manager, 
at  CEdar  2-7777. 

National  Rep.,  George  P. 
Hollingbery  Company. 

316,000  watts network  color 

WHEELING  7,  WEST  VIRGINIA 

•h' 

I  i!  'II  ) tig  new  importance! 



Serving 

more 

Advertisers 

than 

any  other 

Indiana* 

TV  STATION 

WTHI-TY 

Ch. 

ABC 

NBC 

(251,970  TV  HOMES) 

TERRE  HAUTE,  INDIANA 

*Except,  of  course,  Indianapolis 
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From  sign-on  Monday  to  sign-off  Sunday 

MORE 

KRLD-TV 

WATCH 

Ifysfe       A&foJB      meaM  gm 
n  a  n  a 

U  K  i 

y  other 

STATION 

—  ARB   FOUR-WEEK   DALLAS-FORT  WORTH   METROPOLITAN   REPORT  —  APRIL  28-MAY   25,  1958 

And  this  is  only  in  Dallas  and  Tarrant 

Counties.  Remember,  in  addition,  KRLD-TV 

Channel  4  covers  more  area,  more  people, 

more  income  and  more  retail  sales  than  any 

other  station  in  the  southern  United  States 

between  the  Atlantic  Seaboard  and  the 

Rocky  Mountains  because  —  KRLD-TV 

telecasts  from  Texas'  tallest  tower  — 

KRLD-TV  telecasts  with  maximum  power 

—  KRLD-TV  operates  on  the  lowest  Dallas- 

Fort  Worth  Channel. 

KRLD-TV  Channel  4  is  the  television 

station  of  The  Dallas  Times  Herald,  owners 

and  operators  of  KRLD  Radio.  KRLD  is  the 

only  full-time  50,000  watt  radio  station  in 

Dallas-Fort  Worth. 

The  BIGGEST  buu  in  the  BIGGEST  market  in  the  BIGGEST  State 

Ckomd  4/VoJlhA 

MAXIMUM  POWER 

JOHN  W.  RUNYON,  Chairman  of  the  Board  —  CLYDE  W.  REMBERT,  President 

REPRESENTED       NATIONALLY       BY       THE       BRANHAM  COMPANY 
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closed  circuit 

STILL  A  KITTY  •  House  Legislative 
Oversight  Subcommittee  has  spent  all  but 

$25,000  of  its  special  $250,000  appropria- 
tion, but  it  has  plenty  of  money  to  carry 

on  for  some  time.  Its  parent  House  Com- 
merce Committee  has  given  it  another 

$100,000.  Chairman  Oren  Harris  CD- 
Ark.)  of  subcommittee  is  also  chairman 

of  Commerce  Committee.  Mr.  Harris,  in- 

cidentally, still  hopes  to  return  to  tele- 
vision cases  in  public  hearings  this  Con- 

gressional session. 
• 

Big  question  is  whether  House  will  ex- 

tend committee's  life.  One  school,  notably 
among  highly  placed  Democrats,  reportedly 
feels  committee  already  has  accomplished 
useful  purpose.  Besides,  it  has  all  but 

knocked  off  GOP's  No.  2  man,  Sherman 
Adams,  and  whether  intended  or  not, 

that's  hottest  kind  of  campaign  fodder  this 
fall.  With  emphasis  on  government  econ- 

omy, Democratic  majority  well  could  con- 
clude next  January  that  Oversight  fund 

be  withheld,  thus  cutting  committee's  in- 
quisitorial throat. 

• 

DIVIDED  EFFORT  •  United  front  in 
negotiating  new  ASCAP  radio  contract 

under  auspices  of  All-Industry  Radio 
Music  License  Committee  appeared  un- 

likely on  eve  of  first  meeting  of  com- 
mittee in  New  York  Wednesday  (July  16). 

CBS  Radio,  it's  learned  authoritatively,  in- 
tends to  negotiate  separately  and  it's  ex- 

pected other  networks  will  follow  suit. 

Some  old  line  broadcasters  oppose  com- 
mittee and  are  represented  as  feeling  that 

best  approach  would  be  to  enter  a  long- 
term  renewal,  probably  10  years,  at  ex- 

isting rates  of  214%  less  two  15's  (sales 
and  agency  commissions)  when  contracts 
expire  Dec.  31. 

• 

One  suggestion  likely  to  receive  favor- 
able committee  consideration  is  that 

ASCAP  be  asked  to  establish  flat  rate 
rather  than  percentage  for  stations  in  small 
income  categories,  i.e.,  those  $100,000 

and  below.  It's  argued  this  would  in  long 
run  save  money  for  ASCAP  since  it  would 

eliminate  expensive  auditing  and  bookkeep- 
ing details.  Proponents  of  extension  of  ex- 

isting contract,  except  for  possibly  flat  rate 
idea  argue  amicable  solution  now  would 
save  headaches  and  possible  litigation. 
ASCAP,  at  highest  level,  has  let  it  be 
known  [Closed  Circuit,  April  21],  it 
would  entertain  renewal  for  five  or  possibly 

10-year  term.  Tv  renewal,  effective  last 
year,  calls  for  2%  of  gross,  minus  10% 
sales  commissions. 

• 

PAY  SCALES  •  Presumably  Robert  W. 
Sarnoff  and  Robert  E.  Kintner  will  get 

salary  boosts  with  their  respective  pro- 
motions to  chairman  of  board  and  pres- 

ident of  NBC  (story  page  80).  They're 
already  in  high  tax  brackets.  Mr.  Sarnoff 

was  paid  $125,000  as  NBC  president  in 
1957,  according  to  RCA  official  reports 

on  file  at  Securities  &  Exchange  Commis- 

sion. Mr.  Kintner's  salary  as  executive  vice 

president  is  not  on  public  record,  but  it's 
reported  to  have  been  $100,000  per  year. 

• 

At  outset  of  negotiations  for  charter 

participations  in  ABC-TV's  new  daytime 
schedule  (story  page  34),  network  and 
Young  &  Rubicam  reportedly  talked  about 

three-year  protection  on  rates.  This  was 
finally  resolved  to  two-year  rate  guarantee 
which  is  in  present  contract.  ABC-TV 
also  understood  to  have  guaranteed  clear- 

ance of  80-90  station  lineup  covering  85% 
of  U.  S.  tv  homes,  which  is  one  reason 

Oliver  Treyz,  ABC-TV  president,  has  de- 

scribed July  18  affiliates  meeting  as  "most 
important"  in  network's  history. 

• 

WHO'S  CALLING  •  Sen.  Frank  J. 
Lausche  (D-Ohio)  raised  strong  protest 

against  telephone-tape  interview  practices 

of  radio  stations  at  last  Wednesday's  Sen- 
ate Commerce  Committee  executive  ses- 

sion. Sen.  Lausche  cited  example  of  sta- 
tion calling  individual  and  broadcasting 

conversation  without  so  informing  person 
called.  In  this  particular  call,  senator  said, 

word  "insane"  was  used  to  describe  com- 
plainant in  litigation.  Feeling  is  that  beeper 

tone  every  30  seconds  is  not  sufficient 

warning  that  conversation  is  being  re- 
corded and  that  much  can  be  said  in 

initial  30  seconds  or  before  person 
realizes  he  is  being  taped.  Committee 

staff  was  directed  to  determine  what  reg- 
ulations cover  beeper  recording  and  if 

they  are  properly  being  observed. 
• 

No  replacement  as  such  will  be  chosen 
for  position  left  open  by  resignation  of 

Rod  Erickson,  vice  president  and  radio- 
tv  supervisor  at  Young  &  Rubicam,  New 

York,  who  soon  joins  Warner  Bros.  Tele- 
vision as  vice  president  in  charge  of  world- 

wide tv  sales  (see  story  page  50).  His  duties 
will  be  divided  among  present  agency 

executives.  One  portion  of  his  responsi- 
bilities, General  Foods  account,  will  be 

handled  by  Wick  Crider,  director  of  West 
Coast  production  for  Y&R  in  Hollywood, 
who  moves  back  east  to  be  tv  supervisor 
on  GF  account. 

• 

ALL  TIED  UP  •  FCC  last  week  again 
came  to  grips  with  deintermixture  problem 
but  again  found  itself  hopelessly  divided 
and  deferred  action  pending  further  study 

until  first  meeting  after  August  recess — 
scheduled  for  Sept.  3.  On  agenda  (last 
Wednesday)  was  question  of  deintermixing 
Columbus,  Ga.  to  make  it  all  uhf  or  all 

vhf.  There's  one  v  and  one  u  in  market 
now.  Also  discussed  were  other  deinter- 

mixture areas,  including  Fresno,  Bakers- 
field  and  Hattiesburg,  Miss. 

//:  deferring  action,  Commission  in- 
structed Broadcast  Bureau  to  engage  in 

fact-finding  study  in  all  areas  in  which 
deintermixture  is  under  consideration  to 

determine  extent  of  white  areas  which 

may  be  created  through  elimination  of 

existing  v's.  Notion  is  that  it  should  con- 
sider deintermixture  on  overall,  rather  than 

patchwork  basis.  Action  was  deferred  also 

on  authorization  of  low  power  on-channel 
boosters  because  of  complexities  involving 
regulations  and  statutes,  an  interrelation 
of  tv  allocations  problems. 

• 

JACKSONVILLE  SHIFTS  •  Sale  of 
WMBR  Jacksonville  by  Washington  Post 

Co.  to  group  headed  by  WWDC  Wash- 
ington's Ben  Strouse,  will  entail  no  change 

in  management  or  personnel,  according 
to  Mr.  Strouse.  Upon  FCC  approval  of 

$400,000  transfer  (see  page  54)  Sid  Beigh- 
ley  will  continue  as  general  and  commer- 

cial manager.  New  owners  also  will  retain 
WMBR  call  under  agreement,  as  well  as 
CBS-Radio  affiliation.  Ch.  4  WMBR-TV, 
which  will  continue  under  Washington 
Post  Co.  ownership,  will  acquire  new  call 
letters  by  virtue  of  am  station  sale. 

• 

Announcement  shortly  will  be  made  of 

appointment  of  John  H.  Battison,  former 
owner  of  KAVE-AM-TV  Carlsbad,  N.  M., 

as  consultant  executive  to  Britain's  Asso- 
ciated Rediffusion  Ltd.,  ITA  commercial 

contractor,  on  programming  and  opera- 
tions. Mr.  Battison,  an  Englishman,  has 

signed  for  two  years  and  is  scheduled  to 
leave  for  new  post  tomorrow  (July  15). 

• 

FAST  DECISION  •  FCC  may  break  all 
modern  records  in  whipping  through  final 
decision  in  contested  television  case.  Last 

Monday  (July  7)  FCC  announced  instruc- 
tions in  ch.  7  case  in  Buffalo  awarding 

grant  to  WKBW-TV  Inc.  over  two  other 

applicants,  in  so  doing  reversing  its  ex- 
aminer. Because  ch.  2  WGR-TV  switches 

from  basic  ABC  to  basic  NBC  Oct.  1, 

FCC  will  make  every  effort  to  finalize  ch. 
7  grant  prior  to  its  recess  Aug.  1  in  hope 
that  new  station  can  begin  operation  as 
ABC  affiliate  by  fall. 

• 

Buffalo  situation  grows  out  of  decision 

of  NBC  to  fold  its  ch.  17  WBUF-TV  Oct. 
1  because  of  inability  of  uhf  to  compete 

against  two  v's  [Lead  Story,  June  16]. 
Normally  months  elapse  before  FCC  fi- 

nalizes decision  in  comparative  hearing 
case.  In  this  instance,  Opinion  and  Review 

Section  has  been  given  instruction  to  ex- 

pedite. While  FCC  doesn't  ordinarily  dis- 
close vote  on  instructions,  since  right  is 

reserved  to  reach  different  result  on  adop- 

tion of  formal  decision,  it's  understood 
that  vote  was  nip-and-tuck  but  finally 

wound  up  almost  unanimous — 6-1 — for 
Churchill  applicant. 
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Kansas  City  and  all  that  jazz 

There's  a  new  kind  of  jazz  in  Kansas  City  these 
days.  Cool.  Collected.  Professional.  But  also 

very  much  alive. 

And  it's  jumped  right  off  Twelfth  St.  (the  Rag, 
you  know)  and  into  the  auditoriums  at  Kansas 
City  University  and  the  Conservatory.  Or  you 
can  catch  it  in  more  traditional  surroundings 
over  on  Troost  Ave.  or  out  on  Blue  Ridge  Road. 

This  new  jazz  harmonizes  with  Kansas  City.  For 

exciting  things  are  happening  here.  It's  a  mov- 
ing, imaginative,  responsive  community  of  more 

than  a  million. 

And  Kansas  City  responds  —  so  say  ARB  and 
Nielsen — to  KCMO-TV  more  than  any  other  tele- 

vision station.  Largely  because  we  broadcast  at 

maximum  power  from  the  world's  tallest  self- 
supported  tower.  And  partly  due  to  the  fact  that 
we  dig  Kansas  City  all  the  way. 

/ 

Kansas  City,  Missouri 
Joe  Hartenbower,  General  Mgr. 
Sid  Tremble,  Commercial  Mgr. 

KANSAS  CITY  KCMO  KCMO-TV  The  Katz  Agency 
SYRACUSE  WHEN  WHEN-TV  The  Katz  Agency 
PHOENIX  KPHO  KPHO-TV  The  Katz  Agency 
OMAHA  WOW  WOW-TV  John  Blair  &  Co. — Blair-TV 
TULSA  KRMG  John  Blair  &  Co. 

Represented  nationally  by  The  Katz  Agency 

Meredith  stations  are  affiliated  with 

BETTER  HOMES  AND  GARDENS  and  SUC- 
CESSFUL FARMING  Magazines. 



THE  WEEK  IN  BRIEF 

Broadcasting,  a  Public  Utility? — Appellate  court  decision 
holds  economic  factors  must  be  considered  in  station  applica- 

tions if  service  to  public  would  be  affected.  This  raises  an  im- 
portant point:  Must  FCC  regulate  broadcasting  under  com- 

mon-carrier rules,  including  rate  and  profit  control.  Page  33. 

'Operation  Daybreak' — ABC-TV  moves  ahead  with  plans  to 
sell  60  quarter-hours  (Young  &  Rubicam  taking  40).  Com- 

peting networks  privately  voice  apprehension  as  to  advertiser 
breakthrough  in  daytime  rate  structures.  Page  34. 

Hard-Sell  in  N.  Y. — WCBS-TV  to  set  up  its  own  sales  staff 
— eight  salesmen — in  New  York  for  the  station.  Spot  Sales 
continues  to  represent  station  elsewhere  in  country.  Page  58. 

Spectrum  Study  Nearer — Senate  Commerce  Committee 
unanimously  reports  out  Potter  resolution  setting  up  five-man 
commission  to  study  military  use  of  spectrum;  Rep.  Bray 
presses  for  action  on  his  identical  resolution  by  House  body. 
Overall  goal — more  uhf  space  for  commercial  broadcasters. Page  60. 

Money-Making  Models — There's  a  new,  and  profitable 
market  for  the  model  agency,  whose  business  it  is  to  provide 
the  faces  and  figures  for  tv  commercials.  Page  36. 

Oklahoma  Backfire — Preferential  tv  rates,  granted  native 
advertisers,  lead  Tracy-Locke  to  cancel  its  Maryland  coffee 

schedule  in  the  state  because  Cain's  coffee,  an  Oklahoma  com- 
petitor, buys  its  advertising  cheaper.  Page  36. 

Videotape's  Vistas — They're  unlimited,  enthuses  BBDO's 
Steffan,  following  Redwood  City  trip  in  which  flexibility  of 
Ampex  tape  is  explained.  Page  38. 

Winner  in  Buffalo — FCC  reverses  three  proposed  decisions 
by  hearing  examiner  and  moves  to  grant  ch.  7  Buffalo,  N.  Y., 

to  WKBW-TV.  Decision  receives  top  priority  in  effort  to 
get  third  Buffalo  v  on  air  before  NBC-owned  uhf  outlet  goes dark.  Page  64. 

How  They  Feel  on  CATV — NAB,  networks  and  tv  stations 

commenting  on  FCC's  inquiry  on  CATV  and  other  second- 
ary tv  systems  are  emphatic  in  defending  an  originating  tv 

station's  rights  to  say  who  can  and  who  can't  pick  up  its  pro- 
grams for  re-use,  but  opinions  vary  on  whether  FCC  has  regu- 
lative authority  over  CATV.  CATV  systems  generally  are 

against  any  regulation.  Page  66. 

Maypo's  Millions — And  all  of  it  is  headed  for  spot  television 
this  fall.  The  startling  success  of  Maypo  tv  character, 

"Marky,"  marks  expansion  move  by  a  hot  cereal  maker.  Page 
41. 

Baltimore's  Ad  Levies  Illegal — Maryland  circuit  court 
judge  puts  "unconstitutional"  stamp  on  taxes  that  threatened 
to  become  nationwide  epidemic  earlier  this  year.  Page  41. 

Will  Kellogg  Plan  Catch  On? — Informal  midwest  survey 
shows  stations  are  ready,  with  some  qualifications,  to  change 

tv  rates  cards  to  accommodate  multi-weekly  program  dis- 
count business  under  Kellogg-Burnett  strip  plan.  Page  44. 

Films  For  Other  Land — New  Independent  Television  Corp. 
formed  with  prominent  American  and  British  companies  in 
venture.  Jack  Wrather  organization  is  one.  Page  48. 

NBC  Executive  Elevations — Robert  Sarnoff  advances  to 
chairman  of  the  board  of  NBC;  Robert  E.  Kintner  becomes 
NBC  president.  Page  80. 

Goldenson's  25  Years — Industry  leader  reflects  on  quarter- 
century  in  show  business,  finds  tv  the  shining  star  and  only 
beginning  its  ascendancy.  Page  82. 

Fast  Way  to  Film  Ruin — Rollo  Hunter  of 
Erwin  Wasey,  Ruthrauff  &  Ryan  describes 
new  danger  in  field  of  film  commercials: 

"filmicide."  He  says  price  wars  among  com- 
petitors will  lead  to  inferior  product  and, 

consequently,  business  failure.  Read  Mon- 
day Memo.  Page  103. 

MR.  HUNTER 

Warner  Bros.  Tv  Expands — Rodney  Erickson,  in  surprise 
move,  leaves  radio-tv  vice  presidency  at  Young  &  Rubicam 
to  join  Warner  Bros,  tv  as  vice  president  of  worldwide  tv 
sales.  Page  50. 

What  They  Hear  From  the  Mob — Chicago  District  Court 

rejects  crime  figure's  bid  to  black  out  tv  coverage  of  his  Sen- 
ate Rackets  Committee.  Page  52. 

Ace  in  the  Hole — George  T.  Hernreich,  who  gets  first  shot 

at  purchase  of  vhf  station  in  Fort  Smith,  Ark.,  says  he's  pre- 
paring to  assert  these  rights  following  proposed  sale  of  sta- 

tion by  Harry  Pollock  to  multiple  broadcaster-publisher  Don- 
ald Reynolds,  who  now  owns  Fort  Smith  uhf.  Page  54. 
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In  Kansas  City 

WHB  reaches  more 

men  and  women  .... 

than  the  next  3 

radio  stations 

combined 

Sure,  WHB  is  consistently  and 

dominantly  first  in  total  audience  every 

hour  of  the  day.*  But  how  about  men  and 
women?  Never  mind  what  they  figure  to  do. 

What  do  thev  do? 

Of  all  the  men  and  women  who  listen  to  the  top  4 

Kansas  City  radio  stations  .  .  .  50.2%  listen  to 

first  place  WHB.  (Nielsen,  April  audience  com- 

position analysis,  6  a.m.-7  p.m.  average.) 

And  every  hour  of  the  day  more  men  and  women 

listen  to  WHB  than  to  any  other  station. 

Talk  to  a  Blair  man  ...  or  WHB  General 

Manager  George  W.  Armstrong  about  WHB's 
tremendous  96-county  coverage  plus  powerful 
and  mature  audience  appeal. 

*  Whether  you're  talking  about  Metro  Pulse,  Nielsen 
Trendex  or  Hooper  .  .  .  Area  Nielsen  or  Pulse 

IT'S  A  WAYNE  STITT 
AFTERNOON,  TOO! 

From  4  to  7  pm  every  day, 
Wayne  reaches  not  only  top 
audiences  .  .  .  but  audiences 
rich  in  men  and  women.  In 
fact  .  .  .  from  3  to  6,  WHB 
reaches  60.5%  of  all  men 
and  women  who  listen  to  the 
top  4  Kansas  City  Stations. 
K.C.  knows  Wayne  Stitt  and 

he  knows  K.C,  because  he's been  on  the  air  in  Kansas 

City  since  the  age  of  13. 
Wayne  holds  the  Richard  Widmark  citation  for 

outstanding  success  and  leadership  in  broad- 
casting. 

Station  "A"  20.0% 

Station  **B*'  16.3% 

WHB 

10,000  watts  •  710  kc. 

KANSAS  CITY,  Missouri 

Station  "C"  13.5% 

TAT  I C3  INI  S 

TODAY'S    RADIO    FOR   TODAY'S  SELLING 
I  TODD  STORZ,  PRESIDENT  •  HOME  OFFICE:  OMAHA,  NEBRASKA 

WDGY  Minneapolis  St  Paul 
REPRESENTED  BY  JOHN  BLAIR  &  CO. 

WHB  Kansas  City 
REPRESENTED  BY  JOHN  BLAIR  4c  CO. 

WTIX  New  Orleans 
REPRESENTED  BY  ADAM  YOUNG  INC. 

WQAM  Miami REPRESENTED  BY  JOHN  BLAIR  &  CO. 
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at  deadline 

BARROW  REINFORCES  HIS  POSITION 

AGAINST  OPTION  TIME,  MUST-BUYS 

Defense  of  Barrow  Report  recommenda- 
tions, especially  on  option  time  and  must- 

buys,  were  presented  by  two  of  its  authors, 
U.  of  Cincinnati  Law  School  Dean  Roscoe 
Barrow  and  Princeton  U.  economics  Prof. 

Jesse  Markham,  in  session  before  FCC  Fri- 

day. They'll  appear  again  today  (July  14) 
with  Dr.  Louis  H.  Mayo,  assistant  dean, 
George  Washington  U.  Law  School,  who 
will  present  statement  claiming  option  time 

and  must-buy  practices  are  violations  per  se 
of  antitrust  laws. 

It  was  understood  Dean  Barrow  will  pre- 
sent second  statement  today  on  controversial 

multiple  ownership  recommendations  of  re- 
port (looking  toward  minimum  of  three  tv 

outlets  in  first  25  markets  instead  of  present 
total  ownership  allowed  of  five  vhfs,  two 
uhfs). 

Dean  Barrow,  director  of  network  study 

staff,  said  "unbroken  rank"  of  witnesses  who 
testified  Barrow  Report  recommendations 

would  destroy  networks  demonstrates  "dra- 
matically" dominance  of  networks  in  tv. 

Similar  conclusions  of  network  dominance 

were  reached  by  House  Antitrust  Subcom- 
mittee, Senate  Commerce  Committee  staff 

report  and  "informal  view"  of  Attorney 
General  held  option  time  and  must-buys 
are  violations  of  antitrust  laws,  he  said. 

Networks  fought  Chain  Broadcasting 
Rules  when  they  were  adopted  before  World 
War  II  but  approve  them  today,  he  said, 
adding  his  opinion  that  if  rules  were  first 
proposed  today  networks  would  be  as  solidly 

against  them  as  they  are  against  Barrow  Re- 
port. He  cited  changes  of  position  on  option 

time  by  station  representatives,  and  film 
group  as  evidence  of  network  dominance 

and  in  latter  case  noted  "coincidence"  that 

film  group's  billings  from  sales  to  networks 
increased  from  6%  of  their  total  in  1955-56 
to  25%  in  1956-57. 

Regulated  as  Monopolies? 

Citing  witnesses'  plea  that  networks  not 
be  tampered  with  in  recession  period,  he 
said  network  billings  are  up  13.3%  for  first 
five  months  of  1958  (over  same  period  of 
1957)  and  CBS  Inc.  earnings  are  up  for 
first  quarter.  Even  if  allocations  were  not 

scarce  and  fourth  network  developed,  inde- 
pendent program  producers,  non-network 

advertisers  and  station  reps  would  still  have 
limited  access  to  many  stations  in  prime 
time,  he  said. 

If  networks  must  be  protected  with  option 

time  and  must-buys,  they  are  natural  monop- 
olies and  should  be  regulated  as  such,  he 

said,  and  wondered  whether  they  in  fact  do 

not  desire  regulation. 

Dr.  Markham  answered  network  asser- 

tion that  Barrow  study  incorrectly  matched 
tv  networks  against  total  tv  industry,  instead 
of  against  all  national  advertising  media,  in 

arriving  at  conclusions  about  degree  of  net- 
work dominance.  Dr.  Markham  said  net- 

works themselves  admit  tv  has  "unique 
qualities"  and  recognize  that  more  stations, 
not  more  magazines  and  newspapers,  would 
reduce  present  concentration.  He  said  staff 

agency  interviews  brought  answers  that  net- 

work tv  is  "substitutable"  by  national  spot 
tv,  but  that  other  media  cannot  substitute 

satisfactorily.  Congress  has  established  regu- 
lation for  broadcasting,  but  not  for  news- 
papers and  magazines,  he  added. 

Television's  Real  Test 

All  top  100  advertisers,  except  distillers, 
use  tv  in  combination  with  other  media  and 

all  shift  from  one  medium  to  another,  but 

for  different  appeals,  he  said,  adding  that 
different  media  effectively  compete  only  in 

the  loosest  sense.  To  networks'  position  that 
concentration  study  should  have  calculated 
network  shares  of  markets  in  terms  of  reve- 

nue received  and  retained  from  time  sales 
instead  of  share  of  total  national  tv  time 

sales,  Dr.  Markham  said  this  is  like  describ- 

ing General  Motors'  50%  of  auto  sales  in 
1955  as  25%  to  account  for  component 
parts  and  materials  GM  bought  from  other 
firms. 

Networks'  assertions  that  they  compete 
with  other  media  for  "advertiser's  dollar"  is 
as  generalized  as  saying  all  producers  of 

consumers  goods  compete  for  "consumers' 
dollar,"  he  said.  Real  test  of  tv  as  market 
to  itself,  he  said,  is  what  would  result  if  one 

cigarette  producer,  for  instance,  found  him- 
self shut  off  from  tv  while  his  competitors 

had  access  to  it.  He  explained  at  some 

length  economic  theory  that  smaller  number 

of  competitors  creates  "presumption"  of 
concentration. 

FCC  Chairman  John  Doerfer  showed 

skepticism  of  theory  that  higher  number  of 
competitors  reduce  concentration  by  asking 
Dr.  Markham  if  he  felt  it  would  be  desirable 

if  there  were  "40  networks"  instead  of 
three. 

Dr.  Markham  felt  networks  compete  for 

talent  and  audience  but  saw  no  proof  they 

compete  vigorously  in  "all  aspects."  He 
felt  elimination  of  option  time  would  in- 

crease competition  both  among  networks 

and  between  networks  and  non-network 

program  sources.  He  didn't  feel  basic  prob- 
lem, which  in  his  opinion  is  posed  by  option 

time,  would  be  solved  by  more  tv  stations 
or  fourth  tv  network. 

BUSINESS  BRIEFLY 

Late-breaking  items  about  broadcast 

business;  for  earlier  news,  see  Adver- 
tisers &  Agencies,  page  34. 

INSURANCE  PLAN  •  While  Pillsbury 

Mills  hasn't  yet  clarified  its  own  thoughts  on 
renewing  Playhouse  90  on  CBS-TV  next 
season,  word  is  Allstate  Insurance  Co., 

Skokie,  111.,  is  hot  on  Thursday  night  90- 
minute  drama  showcase  and  has  renewed. 

About  to  expand  into  life  insurance  cov- 

erage, Allstate  likes  Playhouse  90's  prestige 
factor,  is  enthusiastic  about  sharp  sales  in- 

crease since  entering  network  tv  last  season. 
Pillsbury,  meanwhile,  considering  staying 
with  90  until  end  of  December,  switching 

to  another  property  first  of  year.  Leo  Bur- 
nett Co.  is  agency  for  both. 

EVERY  OTHER  WAGON  •  National  Bis- 
cuit Co.  to  sponsor  half  of  Wagon  Train  on 

alternate  weeks  (Wed.,  7:30-8:30  p.m.)  on 
NBC-TV  plus  sponsorship  of  alternate  week 
quarter-hour  segment  of  three  NBC-TV 
daytime  programs.  Ford  Div.  is  alternate 
sponsor  of  Wagon  Train.  Daytime  shows  are 
still  to  be  decided.  McCann-Erickson,  N.  Y., is  agency. 

NOT  CHILD'S  PLAY  •  Rainbow  Crafts, 
Cincinnati,  for  its  Play-Doh  compound 
used  by  children  for  modelling  purposes,  is 

planning  to  spend  $2  million  in  radio-tv 
starting  next  fall.  Among  plans  is  spot 
schedule  in  radio  in  40  top  markets  and  20 

major  tv  markets.  In  addition  two  network 
tv  participations  will  be  bought  on  Captain 

Kangaroo  and  Art  Linkletter  shows  on  CBS- 
TV.  No  agency  has  been  named. 

PRUNE  PLUNGE  •  California  Prune  Ad- 
visory Board,  San  Francisco,  planning  to 

spend  half  million  dollars  to  promote  prunes 

during  1958-59  season.  Participations  on 

Dave  Garroway's  NBC-TV  program  and 
magazines  are  among  media  plans  for  the 

campaign.  Agency:  Botsford,  Constantine  & 
Gardner,  San  Francisco. 

HADACOL  SPOTS  •  Hadacol  Inc.,  Chi- 

cago (Super  Hadacol),  appoints  Mohr  & 
Eicoff,  N.  Y.  and  Chicago,  to  handle  its 

account.  A  $300,000  spot  radio-tv  featuring 

performers  Homer  &  Jethroe  starts  im- 
mediately, encompassing  200  U.  S.  radio 

stations  and  campaign  on  Texas  tv  outlets. 

PERSONAL  BUSINESS  •  Personal  Prod- 
ucts Corp.,  Milltown,  N.  J.,  has  appointed 

Erwin  Wasey,  Ruthrauff  &  Ryan,  Phila- 
delphia, as  agency  for  Coets,  quilted  cotton 

squares  used  with  cosmetics  and  for  house- 
hold and  first  aid  needs.  Appointment  ef- 

fective Jan.  1,  1959. 
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Musicians  Guild  Beats  AFM 

In  NLRB  Movie  Election 

Musicians  Guild  of  America,  formed  by 
former  members  of  Los  Angeles  Local  47 
of  American  Federation  of  Musicians,  beat 

AFM  in  collective  bargaining  election,  580 

to  484,  to  represent  musicians  in  motion 

picture  work. 

Results  of  election,  conducted  by  Na- 

tional Labor  Relations  Board,  were  an- 
nounced Friday. 

Cecil  F.  Read,  who  organized  guild  after 

expulsion  last  year  from  AFM,  said  he  will 

"clean  up  old  union"  and  voiced  confidence 
interim  back-to-work  pact  will  be  signed 

soon  with  Hollywood  film  producers.  Guild 

members  had  objected  to  payment  of  money 
to  Musicians  Performance  Trust  Fund  on 

ground  there  was  inadequate  check  on  what 

happened  to  funds. 

Elliott  Daniel,  president  of  Local  47,  said 

AFM  "has  lost  a  scrimmage  but  not  the 
battle."  He  warned  that  AFM  will  resist 

"anti-union  moves  of  the  guild"  and  added 
"there  is  no  place  in  Local  47  for  those  who 

practice  dual  unionism." Hollywood  musicians  have  been  on  long 

strike  against  major  studios.  Herman  D. 

Kenin,  AFM  president  who  succeeded  James 

C.  Petrillo,  said  union  is  "disappointed"  and 
declared  "splinter  movement  is  harmful 
to  all  musicians."  He  said  "small  group"  had 
been  swayed  by  emotions.  Mr.  Kenin 
warned  AFM  will  resist  any  guild  effort  to 

invade  new  areas.  He  explained  strike  bene- 
fits will  now  stop. 

ASCAP  Negotiators  Elected 

Newly  elected  17-man  All-Industry  Radio 
Music  License  Committee  will  meet  Wednes- 

day (July  16)  at  Waldorf-Astoria,  New 
York,  to  elect  chairman  and  review  plans 

for  copyright  negotiations.  ASCAP  radio 
contracts  expire  next  Dec.  31. 

Elected  to  committee  in  industrywide 

mail  balloting  were  Robert  T.  Mason, 
WMRN  Marion,  Ohio,  temporary  chairman 
named  at  organizational  meeting  held  May 
1  during  NAB  Los  Angeles  convention;  Ben 
Strouse,  WWDC  Washington;  Herbert  E. 
Evans,  WGAR  Cleveland;  Hugh  K.  Boice 
Jr.,  WEMP  Milwaukee;  Cy  Bahakel,  WRIS 
Roanoke,  Va.;  Elliott  M.  Sanger,  WQXR 
New  York;  William  S.  Morgan  Jr.,  KLIF 
Dallas;  Sherwood  Tarlow,  WHIL  Boston; 
George  W.  Armstrong,  WHB  Kansas  City; 
Les  Peard,  WBAL  Baltimore;  Jack  Younts, 

WEEB  Southern  Pines,  N.  C;  Bert  Fergu- 
son, WDIA  Memphis;  Richard  D.  Buckley, 

WNEW  New  York;  Calvin  J.  Smith,  KFAC 
Los  Angeles;  J.  Allen  Jensen,  KSL  Salt  Lake 

City;  Robert  D.  Enoch,  WXLW  Indian- 
apolis; Herbert  L.  Krueger.  WTAG  Wor- 
cester, Mass.  Messrs.  Bahakel,  Sanger, 

Peard,  Ferguson  and  Buckley  are  not  NAB 
members. 

Walter  Damm,  Radio-Tv  Pioneer, 

To  Retire  as  WTMJ-AM-TV  Chief 

Walter  J.  Damm,  vice  president  of  Mil- 
waukee Journal  Co.  and  general  manager  of 

its  broadcast  operations  (WTMJ-AM-TV) 
will  retire  Sept.  27  after  42  years  with 
Journal  organization.  He  will  be  succeeded 

as  general  manager  of  radio  and  television 
by  George  Comte,  manager  of  radio  and 
television.  Succeeding  Mr.  Comte  will  be 
Robert  Heiss,  present  assistant  manager. 
Mr.  Damm  will  be  65  on  July  19. 

Mr.  Damm,  one  of  radio's  most  force- 
ful figures  since  its  early  days,  served  as 

president  of  NAB  in  1931-32  and  was  in 
forefront  of  various  association  projects  in- 

volving development  of  both  radio  and  tv. 

He  currently  is  chairman  of  NBC-TV  Affili- 
ates Executive  Committee.  Mr.  Damm,  as 

promotion  manager  of  Journal,  was  respon- 
sible for  operation  of  then  WHAD  in  1925, 

jointly  owned  by  Marquette  U.  and  news- 
paper. WTMJ  was  established  in  1927  and 

he  has  been  operating  head  since  its  found- 
ing, along  with  subsequent  tv  station. 

Texas  Co.  Makes  Heavy  Buy 

Of  Nighttime  Radio  Spots 

Nighttime  radio  has  scored  success  with 

Texas  Co.  (Texaco  gasoline  and  other  pe- 

troleum products),  New  York.  Advertiser's 
newly-developed  buying  pattern  in  summer 

spot  will  bring  nighttime  to  fore  on  week- 
days with  bulk  of  campaign  placed  week- 
ends in  both  day  and  night  periods. 

Texas,  through  Cunningham  &  Walsh, 

New  York,  will  run  five-week  flight,  starting 

end  of  July,  using  "slightly  stronger"  cam- 
paign than  last  summer  when  it  was  in 

80-90  markets.  Last  year,  Texaco  tried 
nighttime  for  first  time,  using  only  portion 

of  its  spot  budget  in  that  period,  while 
easing  up  slightly  on  morning  periods. 

Weekday  spots  this  summer  will  be  in  night- 
time only.  Another  departure:  Texaco  will 

not  use  any  spot  tv  during  summer,  but 
will  return  to  that  medium  in  fall. 

FULL  CIRCLE 

United  Artists  Corp.,  Without  any 

fanfare,  has  re-released  "Summer- 
time," 1956  feature  film  with  Kath- 

arine Hepburn  and  Rozzano  Brazzi,  to 

several  film  "art  houses"  in  eastern 

U.  S.,  and  is  reporting  "good"  box- 
office  receipts.  Significance:  "Summer- 

time," filmed  in  Italy,  is  one  of  major 

attractions  in  "UA-65"  package  which 
company  has  been  selling  to  tv  stations 

since  last  spring.  UA-TV  already  re- 
ports excess  of  $3  million  in  sales  on 

this  latest  grouping. 

JOHN  L.  McCLAY,  assistant  to  HOL- 
LAND V.  TOOKE,  vice  president-general 

manager  KYW-TV  Cleveland,  Ohio,  named 

general  manager.  Mr.  Tooke  now  will  de- 
vote more  time  to  executive  duties  for 

Westinghouse  Broadcasting  Co.'s  Cleveland 

properties. 
THOMAS  P.  CROLIUS,  vice  chairman  of 

plans  board  and  secretary  of  executive  com- 
mittee, and  HENRY  S.  JACOBSON  elected 

vice  presidents  of  Reach,  McClinton  &  Co., 
N.  Y.  Both  are  account  supervisors.  Mr. 
Crolius,  who  joined  RM&Co.  in  May,  1957, 

formerly  was  account  executive,  Calkins  & 

Holden.  Mr.  Jacobson,  formerly  vice  presi- 
dent, Lennen  &  Newell,  went  to  RM&Co. 

earlier  this  year. 

PAUL  MILLS,  general  manager  of  WBZ- 
WBZA  Boston-Springfield,  named  midwest 
television  sales  manager  of  Westinghouse 

Broadcasting  Co.'s  Chicago  office. 

TOM  O'DEA,  Sullivan,  Stauffer,  Colwell  & 
Bayles,  N.  Y.,  and  LOUIS  F.  ALLEN,  ABC 
account  executive,  to  radio  sales  staff  of 

H-R  Representatives  Inc.,  N.  Y. 

BARRY  WOOD,  formerly  executive  pro- 
ducer of  NBC-TV's  Wide  Wide  World  and 

before  that  executive  producer  in  charge 

of  color  tv  for  NBC-TV,  has  been  signed 

by  CBS-TV  as  producer  under  three-year 
contract. 

A.  VERNON  BO  WEN,  formerly  with 

Geyer  Adv.,  N.  Y.,  and  CHARLES  HARK- 
INS,  formerly  with  Kudner  Agency,  N.  Y., 
to  Dancer-Fitzgerald-Sample,  N.  Y.,  as  copy 
supervisor  and  copywriter  respectively. 

JAMES  E.  MCCARTHY,  61,  vice  president 

of  Gerity  Broadcasting  Co.  of  Michigan 
and  former  dean  of  U.  of  Notre  Dame 

College  of  Commerce,  died  Thursday  while 
undergoing  heart  surgery  in  Presbyterian 
Hospital,  Chicago. 

DR.  FRANK  C.  GOODMAN,  80,  execu- 
tive secretary  of  National  Religious 

Radio  Dept.  of  Federal  Council  of 
Churches  for  25  years  until  his  retirement 

in  1947,  died  Friday  at  his  home  in  Amity- 
ville,  N.  Y.  Dr.  Goodman  was  credited 

with  having  established  such  pioneer  ra- 
dio programs  as  National  Radio  Pulpit  and 

National  Vespers. 

Senate  Passes  No-Gift  Code 

Senate  Friday  (July  11)  approved  by 

voice  vote,  without  debate,  10-point  code 
of  ethics  resolution  for  government  officials, 
including  members  of  Congress.  Resolution, 

which  expresses  "sense  of  Congress"  only 
and  does  not  carry  legal  force,  was  reported 
out  of  Post  Office  &  Civil  Service  Commit- 

tee Thursday.  It  enjoins  officials  to  "never discriminate  unfairly  by  the  dispensing  of 

special  favors  .  .  .  and  never  accept  favors 
or  benefits  under  circumstances  which  might 

be  construed  by  reasonable  persons  as  in- 
fluencing the  performance  of  his  govern- 

mental duties."  Originally  introduced  by 
Rep.  Charles  E.  Bennett  (D-Fla.),  measure 
was  approved  by  House  in  August  1957. 
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WCCO  Radio  delivers... 

More  adult  listeners  than  all  other  Minneapolis-St.  Paul 
stations  combined !  f 

More  market . . .  1,008,800  radio  families  in  114  basic  area 

counties  of  Minnesota,  Wisconsin,  Iowa  and  South  Dakota. 

More  acceptance  through  vitality  of  modern 

programming  for  the  audience  you  want  to  reach. 
Call  or  write  for  full  facts. 

WCCO 
^Nothing  sells  like  acceptance  .  .  .  1_7    W  ̂ k^P  ̂ k^^  ̂ k^^  RSCl  i  O 

Minneapolis- St.  Paul.  The  Northwest's  Only 
50,000 -Watt  l-A  Clear  Channel  Station 

Represented  by  CBS  Radio  Spot  Sales 

t  Nielsen  Station  Index,  Mar.- Apr.,  1958  /  Station  Total,  6:00  AM  -  Midnight,  Mon.-Fri. 
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Errol  Talent  Sparkles 
In  20-Year-Old  Series 
Br  BOB  BERNSTEIN 

The  brightest,  funniest  comedy package  to  hit  TV  .  .  Erro]  { 
notous  .  .  .  Guild  Films  may  re- vive comedy  in  TV. 
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Comedies  featuring 
Leon  Errol. 

GUILD  FILMS 
(OMPANT  inC 

460  PARK  AVE.  N.  Y.  22,  N.  Y.  MU  8-5365 
IN  CANADA:  S.  W.  CALDWELL  LTD.,  TORONTO 

OPEN  MIKE 

Word  Gets  Around 

EDITOR : 

Just  a  short  note  to  express  my  very  sin- 
cere appreciation  for  the  flattering  report 

of  our  activities  in  radio  and  television. 

Talk  about  penetration!  Within  two  days 

after  the  issue  appeared  I  received  dozens 
of  telephone  calls  from  friends  in  every 
facet  of  the  advertising  business  as  well  as 

people  who  asked  for  more  information 
about  fm  and  good  music  stations  and  what 

you  referred  to  as  our  "no  nonsense  copy." Joe  Gans 

V.P.,  Radio-Tv  Director 
Maxwell  Sackheim  &  Co. 

New  York 

Top  40  Revisited 
editor: 

If  I  were  to  sum  up  my  feeling  about  the 
recent  outbursts  that  greeted  the  NBC  Spot 

Sales'  Timebuyer  Opinion  Panel  report  on 
the  subject  of  local  radio  programming,  I 
could  not  do  better  than  to  paraphrase  the 

great  bard  and  say:  Methinks  they  do  pro- 
test too  much.  Could  it  be  possible  that  these 

hysterical  outbursts  are  occasioned  by  the 
fact  that  the  shoe  fits  too  well? 

At  the  outset  I  would  like  to  get  a  couple 

of  issues  in  clear  focus.  First,  the  opinions 

expressed  in  our  report  are  not  those  of 
NBC  Spot  Sales  but  are  those  of  independent 
timebuyers  in  a  sampling  of  agencies 
throughout  the  country.  Therefore,  are  we 
to  assume  that  the  critics  meant  to  impugn 

the  intelligence  or  integrity  of  the  primary 

source  of  the  opinions — the  258  timebuyer 

panelists? Second,  and  more  important,  I  would  like 
to  refocus  this  discussion  on  the  central 

theme  of  our  investigation:  The  importance 

of  local  radio  programming  to  the  timebuy- 
ing  function.  In  this  connection,  let  me  point 

out  that  the  "labels"  used  to  categorize  the 
various  stations,  the  subject  most  vocifer- 

ously bewailed  by  our  critics,  are  terms  com- 
monly used  in  the  trade  and  were  not  coined 

by  NBC  Spot  Sales.  Although  some  station 
operators  and  other  reps  may  shy  away  from 

calling  a  spade  a  spade — or  a  "top  40  sta- 
tion" a  "top  40  station" — this  reluctance 

was  not  shared  by  the  timebuyers  in  our 
panel.  Nor  is  it  shared  by  the  trade  press. 

Our  critics  have  conveniently  overlooked 

the  most  revealing  portion  of  the  report — 
the  comments  of  our  panelists.  Clearly,  no 

charge  of  bias,  loading  or  "rigging"  can  be 
leveled  against  the  opinions,  feelings  and 

attitudes  of  a  respected  and  responsible  seg- 
ment of  the  timebuying  fraternity,  express- 

ing themselves  in  their  own  words. 

The  one  all-important  finding  of  the  sur- 
vey to  my  mind,  and  I  am  sure  to  the  mind 

of  every  discerning  reader  of  our  report,  is 
the  degree  to  which  those  involved  in  the 
purchase  of  time  are  concerned  with  the 
quality  of  programming  as  well  as  with  high 
numbers.  The  loud  protests  of  those  who , 
would  criticize  what  apparently  has  come  to 
them  as  a  revelation  indicates  to  me  that 

they,  too,  are  becoming  aware  of  this  grow- 

ing trend  of  evaluating  a  station's  program- 
ming, and  may  even  be  beginning  to  hurt. 

Far  be  it  from  me  to  deprecate  the  im- 

portance to  an  advertiser  of  reaching  audi- 

ences of  significant  size.  However,  from  the 

advertisers'  standpoint,  the  success  of  a 
radio  campaign  cannot  be  measured  by  the 
size  of  its  audience  alone,  but  must  also 

take  into  consideration  the  nature  and  com- 
position of  the  audience  and  the  effectiveness 

with  which  its  commercial  message  pene- 
trates the  audience.  This  is  clearly  revealed 

not  only  by  the  responses  of  our  panelists 
to  the  questions  themselves  but  also  by  their 
volunteered  comments  which  indicate  that 

programming  geared  to  foreground  listen- 
ing, programming  with  high  attention  value, 

is  the  kind  that  gets  the  best  sales  results. 
I  repeat:  This  is  not  my  opinion  or  NBC 

Spot  Sales'  opinion;  it  is  the  collective  opin- 
ion of  258  timebuyers  representing  203 

advertising  agencies  throughout  the  country. 

When  NBC  Spot  Sales  initiated  its  Time- 
buyer  Opinion  Panel  report,  I  stated  that 

its  primary  and  only  aim  was  "to  serve  as  a 
medium  of  expression  for  timebuyers  as  a 

group  and  individually  and  to  shed  light  on 
the  changing  nature  and  increasing  problems 

of  timebuyers."  We  shall  continue  to  serve 
the  broadcasting  industry  with  subsequent 
questionnaires  designed  to  accomplish  this 
aim.  Regardless  of  criticism,  we  will  let  the 
chips  fall  where  they  may,  even  though,  as 
far  as  some  of  our  critics  are  concerned,  the 

results  at  times  might  have  to  be  preceded 

with  a  cry  of  "Timber." Thomas  B.  McFadden 

V.P.  for  NBC  Spot  Sales,  New  York 
editor: 

The  entire  programming  controversy  is 

way  out  of  focus.  The  gross  oversimplifica- 
tion of  the  subject  is  unbecoming  to  the 

industry.  It  reflects  lack  of  self-understand- 
ing. Each  radio  station  in  every  sizable 

city  faces  a  different  problem  in  attempting 

to  establish  a  posture  in  its  market  in  rela- 
tion to  its  competitors.  This  is  a  vast  com- 

plex. The  varieties  of  sounds,  sequences, 
moods  and  effects  are  infinite.  Opportunities 

for  play  of  imagination  were  never  more 

pronounced. The  constant  oversimplification  references 
are  like  the  schoolboy  saying  to  Einstein: 

"Mathematics  is  simple,  there  are  only  1 1 
numbers  from  0  to  10."  Einstein  would 

probably  have  answered,  "Imagination  is 
more  important  than  knowledge." Robert  E.  Eastman,  President 

Robert  E.  Eastman  &  Co. 

New  York 

editor: 

Today's  radio  networks,  who  have  been 
severely  hurt  by  modern  independent  radio 

stations  across  the  nation,  are  currently  con- 
ducting psychological  warfare  against  their 

opponents  with  a  generalizing  both  malicious 
and  deliberate  .  .  .  For  the  networks  to  give 

the  Top  40  handle  to  all  modern  inde- 
pendent operations  is  a  deliberate  attempt 

to  create  an  unfavorable  aura  around  any- 
thing which  is  not  network — an  attempt  to 

cope  with  their  own  inadequacies  in  provid- 
ing the  kind  of  modern  radio  service  which 

today's  listeners  demand. 
Sherwood  R.  Gordon 
President.  Gordon  Stations 

editor: 

Thanks  to  Broadcasting  for  the  unbiased 
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Things  are  quite  lively 

around  here  in  the  summer! 

Every  summer  Michigan  plays  host  to  five  milhon 

vacationers  from  other  states.  What's  more,  just 
across  the  border,  Ontario  claims  60  percent  of 

Canada's  tourist  business.  That's  why  things  are 

livelier  in  Michigan  and  there's  no  summer  slump 
on  WJR.  Summertime  means  sales-time,  because 

WJR's  primary  coverage  area  contains  millions 
more  people  with  millions  more  dollars  to  spend. 

Your  advertising  dollar  works  harder  and  goes  much 

farther.  Vacationers  in  strange  surroundings  turn  to 

the  radio  for  news  and  entertainment.  WJR  gives 

them  the  finest  in  radio.  Whether  they're  driving, 

fishing,  or  just  relaxing  on  Michigan's  miles  of  sandy 
beaches,  the  powerful  voice  of  WJR  reaches  them 

with  your  sales  message. 

Remember,  people  on  vacation  spend  a  lot  of  money 

for  a  lot  of  things.  They're  mostly  adults,  and  the 
facts  prove  adults  in  the  Detroit-Great  Lakes  area 

prefer  WJR.  Get  the  details  from  your  Henry  I. 

Christal  representative.  He's  got  all  the  data  that 
proves  WJR  is  the  liveliest  station  in  the  summer- 

time or  any  "ole"  time. 
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famous 

on  the  local  scene 

. . .  yet  known 

throughout  the  nation 



\ 

ft 

.  1 , 

Independence  Hall,  site  of  the  signing 

of  the  Declaration  of  Independence 

in  Philadelphia,  has  become  the  national 

symbol  of  freedom.  By  the  same  token, 

Storer  Broadcasting  Company  has  achieved 

national  recognition  because  of  its 

dynamic  influence  on  the  communities  it 

serves.  Sales  success  in  all  Storer  • 

markets  continues  to  emphasize  that 

a  Storer  station  is  a  local  station. 



OPEN  MIKE  CONTINUED 

WSBT-TV 
SOUTH  BEND,  INDIANA'S DOMINANT  STATION 

PRIMARY  COVERAGE  — 

748,800  TV  VIEWERS  IN 

PROSPEROUS  MICHIANA* 

•  HOUSING  CONSTRUCTION 
Gains  in  1957 

•  SAVINGS  DEPOSITS 
Hit  record  high  in  1957 

•  SPENDING 
Leads  7th  Federal  Reserve  District  for  1 957 

mm 

•  HIGH  SPOT  CITY 
For  4th  consecutive  month 
(Sales  Management  Magazine) 

•  DEPARTMENT  STORE  SALES 
Showed  up  better  than  any  other 
major  Indiana  city  in  1957. 

what's  happening  in 

South  Bend . . .  Indiana's  2nd  Market 

Business  is  good  in  South  Bend,  Indiana.  The  facts 
above  attest  to  that.  In  addition,  there  are  other  signs 

such  as:  The  South  Bend-Mishawaka  City  Corporate 
Area  is  1st  in  Indiana  in  Effective  Buying  Income 

per  capita — 2nd  in  Indiana  in  total  Effective  Buying 
Income  —  2nd  in  total  Retail  Sales  —  2nd  in  Food 

Sales  —  2nd  in  Drug  Sales. 

WSBT-TV  dominates  this  great  market.  No  other 
area  station  comes  close  to  WSBT-TV  in  the  number 

of  top  rated  shows  carried.  Chicago  and  Michigan 

stations  aren't  even  in  the  running.  See  your  Raymer 
man  or  write  us. 

*14  counties  in  Northern  Indiana  and 
Southern  Michigan.  Set  count,  208,000 

3.6  persons  per  family. 

WSBT TV 

SOUTH BEND, 

IND. 

CHANNEL, 

CBS...    A    CBS   BASIC   OPTIONAL  STATION 

ASK  PAUL  H.  RAYMER  COMPANY  •  NATIONAL  REPRESENTATIVE 
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coverage  of  both  sides  of  the  "modern" 
versus  "die-hard"  radio  controversy. 

It  was  interesting  to  note  that  on  page 

35  of  the  June  30  issue  NBC  Spot  Sales' 
survey  was  attempting  to  prop  up  "varied 
programming,"  while  on  page  83  of  the 
same  issue  NBC  was  mustering  all  possible 
aid  to  defend  its  action  in  cancelling  a 
homemakers  program  on  WMAQ  Chicago. 

Charles  A.  Sprague 

General  Manager 

WMAX  Grand  Rapids,  Mich. 

editor: 

The  NBC  survey  report's  questions  were 
"loaded"  to  a  degree.  As  with  CBS'  recent 

study  of  o&o's  vs.  leading  independents, 
when  you  finance  a  study,  it  is  reasonable 

to  expect  some  benefits." John  Box  Jr. 
Executive  V.P. 
Balaban  Stations 

editor: 

I  have  just  read  with  a  great  great  deal  of 

interest  your  story  on  the  value  of  "Top  40" versus  balanced  programming  [June  30].  In 

Pontiac  we  are  able  to  offer  a  balanced  pro- 
gram fare,  not  only  in  music  but  in  news, 

discussion,  etc.  I  might  also  point  out  that 
WPON  is  the  only  local  radio  service  to  this 

area. 
Having  had  experience  in  multiple  station 

markets,  [I  feel]  it  is  often  impossible  to  pro- 
gram in  a  balanced  way  and  still  maintain  a 

high  rating.  Why  this  is  so  is  one  of  the  mys- 
teries of  today's  public  attitudes.  A  station 

put  into  this  position  must  make  a  very 

serious  choice:  (1)  to  program  in  an  intel- 
ligent way  and  kiss  off  the  national  billing  or 

(2)  to  out-"Top  40"  its  major  competitors. 

Regardless  of  [timebuyers']  sincere  per- 
sonal opinions  of  programming,  they  must 

have  ratings  to  back  up  their  buy.  For  ex- 
ample, a  timebuyer  investing  in  the  top  100 

markets  must  decide  among  700  or  800  sta- 
tions. How  can  he  know  the  character  and 

programming  structure  of  all  of  them?  It 
is  obviously  impossible,  so  he  must  depend 

on  rating  periods  in  a  substantial  amount  of 
his  buying  decisions. 

So  it  seems  to  me  that  the  only  course 
now  available  is  ratings,  and  until  some 
other  form  of  evaluating  stations  is  devised 
that  is  acceptable  to  all  it  will  continue  to  be ratings. 

William  J.  Hart 
General  Manager 

WPON  Pontiac,  Mich. 

editor: 

After  reading  the  article  on  the  NBC 
panel  survey,  which  was  preceded  by  a 
CBS  motivation  survey,  I  am  wondering 

when  some  group  will  write  an  article  not 
on  how  bad  their  competition  is  but  on 

how  good  a  job  they  are  doing  themselves. 
I  think  we  in  the  radio  business  should 

stop  and  realize  that  if  the  networks  keep 
having  surveys  made  to  show  how  poorly  the 
independents  are  programming,  which  in 
turn  force  the  indies  to  point  out  how  weak 
the  networks  are,  we  may  very  well  instill 

in  most  timebuyers — and  what  is  even  more 

dangerous,  the  clients — the  idea  that  radio 
Broadcasting 



For  Fall  Programming 

ORDER  NOW 

SESAC  s  fast-moving 

13  week  football  package.., 

$55.50 

Designed  for  either  participation  or  full  sponsorship 

.  .  .  for  pre-game  warm-ups,  half-time,  score- 

board shows,  post-game  highlights. 

Music  useful  every  day  of  the  year  for  sports 

events,  newscasts  or  wherever  band  music  is 

needed. 

Over  100  rousing  band  selections  from  the 

SESAC  Transcribed  Library  on  high-fidelity  16" 

ET's.  Featuring  The  Karl  King  Band,  the  All- 
American  Band  and  the  National  Symphonic 

Band. 

SCRIPTS: 

.  .  .  13  quarter-hour  shows  packed  with  grid- 

iron drama  and  color  designed  to  appeal  to 

local  advertisers  and  audiences. 

Open-end  format  suitable  for  insertion  of  local 

and  national  sports  events,  late  scores  and 

other  sports  news. 

Each  show  easily  expanded  to  fill  a  half-hour 

segment. 

ORDER  NOW 

!SAC  INC 

THE  COLISEUM  TOWER 

10  COLUMBUS  CIRCLE 

NEW  YORK  19,  N.  Y. 

SESAC  INC. 

10  Columbus  Circle 

New  York  19,  N.  Y. 

Please  rush  prepaid  SESAC's  "TOUCHDOWN"  pack- 
age containing  13  scripts  and  10  discs  from  the 

SESAC  Transcribed   Library   @   $55.50  complete. 

Name  &  Title  

Call  Letters  

Address  

City  

.1  

State 

July  14,  1958 Page  19 



OPEN  MIKE  CONTINUED 

KBIG 

NEWS 

by  these 

Newscasters. 

Alan  Lisser        Larry  Berrill 

Jim  Healy      John  Bainbridge 

.  .  .  SELLS  for  these  sponsors: 
Ambassador  Hotel 
Bardahl  Oil  Additive 
Glendale  Federal  Savings 
Interstate  Bakeries 
Marina  Federal  Savings 
Sakrete  Cement 
Sally  Shops 
Simca  Auto  Sales 
Troy  Laundry 
Union  Pacific 
Union  Maid  Bakeries 

Von's  Grocery  Co. 
.  .  .  WON  AWARDS 

from  these  organizations: 
Advertising  Association  of  the  West 
Calif.  Assoc.  Press  Radio-TV  Ass'n 
Los  Angeles  Advertising  Women 
Radio-TV  News  Club  of  So.  Calif. 
Radio  Advertising  Bureau 

...  IS  NOW  AVAILABLE 

for  a  few  additional  advertisers  who 

can  utilize  the  class  approach  to 

Southern  California's  seven-million 
mass.  Ask  your  KBIG  or  Weed  con- 

tact for  the  full  quality  story. 

JOHN  POOLE  BROADCASTING  CO. 
6540  Sunset  Blvd..  Los  Angeles  28,  California 

Telephone:  Hollywood  3-3205 
Nat.  Rep.  WEED  and  Company 

has  become  too  uncertain  a  medium  to  buy 

as  far  as  sales  results  are  concerned. 

This  we  know  couldn't  be  further  from 
the  truth,  but  by  knocking  each  other  over 

the  head  we  may  one  day  knock  each  other 

out  completely,  to  the  advantage  of  tv  and 

newspaper  media. 

Peggy  Stone,  President 
Radio-Tv  Representatives  Inc. 
New  York 

editor: 

I  think  the  whole  NBC  survey  on  radio 

stations  is  not  only  a  waste  of  time  but  a 

dangerous  waste  of  time  to  boot.  It's  a  waste 
because  it  does  not  evaluate  radio  properly — 
in  terms  of  what  it  actually  is  and  what  it 

can  accomplish— and  it  is  dangerous  because 

its  very  obfuscations  tend  to  spread  con- 
fusion which  can  hurt  the  radio  industry  it- 

self. 

A  station  is  either  good  or  bad.  People 

either  like  it  or  they  don't.  If  they  like  it,  it 
must  have  something  on  the  ball  even  if  it 

does  play  current  pop  music.  The  simple 

fact  is  that  pop  music  doesn't  make  a  good 

radio  station  any  more  than  does  NBC's  con- 
cept of  programming.  Station  popularity  is 

the  result  of  a  number  of  factors,  chiefly  a 

community  identification  and  community 

rapport.  That  is  why  classifying  a  station  by 

any  other  method  than  its  general  com- 
munity acceptance  is  dangerous.  Dangerous 

because  it  can  throw  the  whole  normal 

method  of  media  selection — attainment  of 

results — into  wide  confusion,  and  also  be- 
cause it  can  cause  economic  hardship  on 

advertisers  and  inculcate  mistrust  in  radio 

generally. 
You  can't  start  with  a  wrong  premise  and 

arrive  at  a  correct  conclusion.  Unless  this 

name-calling  and  sour-grapes  obfuscation 

stops,  the  current  hassle  will  go  on  endlessly 

and  unproductively.  Nobody  will  gain,  but 
radio  may  suffer  badly. 

Duncan  Mounsey 

Executive  V.P.-Gen.  Mgr. 
WPTR  Albany,  N.  Y. 

editor: 

Modern  radio  hell!  There's  no  such  thing 
as  modern  radio  among  independent  sta- 

tions. This  is  just  another  "coined  catch- 
phrase"  which  has  very  little  meaning  and  is 

employed  to  deceive  and  confuse  adver- 
tiser and  timebuyers. 

How  much  money  are  the  highly  pro- 
moted independent  stations  spending  on  live 

programs,  variety  of  programs  to  reach  the 
total  market  which  is  made  up  of  farmers, 

business  people,  factory  workers,  white  col- 
lar workers,  professional  people,  educational 

groups,  religious  groups,  students,  house- wives and  teenagers? 

The  NBC  Spot  Radio  timebuyer  study 
confirmed  many  important  facts  already 

uncovered  by  Alfred  Politz  in  his  numer- 
ous radio  studies  for  NBC  and  CBS  net- 

work affiliated  stations.  It  is  unfair  to 

claim  NBC  "rigged"  or  "loaded"  its  study 
to  obtain  desired  answers. 

Timebuyers  ripen  with  age  and  as  they 
become  more  familiar  with  the  true  facts 

through  their  contact  with  important  major 
station  managers,  their  representatives,  and 

by  travel  to  key  cities  to  obtain  first  hand 
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knowledge  of  markets,  they  are  better 

equipped  to  discern  the  true  conditions  of 
competitive  radio  and  the  value  of  the 
markets  for  their  clients. 

Compare  the  program  payroll  of  the  net- 
work affiliated  stations  versus  the  inde- 

pendents and  note  the  great  difference  in 

the  size  of  the  operation — studio  facilities, 
equipment,  manpower,  services,  etc.  How 
much  money  are  the  independents  pouring 

back  into  the  operation  to  make  it  a  better 
and  more  effective  product?  As  we  see  it 

from  this  area,  it's  just  a  one  way  street — 
low  budget  programs,  high  profits  and  medi- 

ocre service  to  the  listener. 

To  aptly  close  this  discourse  may  I  quote 

a  retired  vice  president  of  Young  &  Rubi- 

cam,  Charles  L.  Whittier:  "The  beginning 
of  greatness  is  to  be  different.  Conversely, 

the  beginning  of  mediocrity  is  to  be  the 
same.  Similarity  flourishes  like  weeds,  but 
difference  must  be  cultivated  like  rare  and 

fragile  flowers."  This  describes  why  net- 
work affiliated  stations  are  the  more  domi- 

nant and  productive  and  deliver  bigger  audi- 
ences and  this  is  what  the  advertiser  is 

seeking  for  his  advertising  dollar. 

Joseph  R.  Spadea 
Mgr.,  Detroit  Office 

Henry  I.  Christal  Co. 
editor: 

The  principle  of  sharp  and  tight  produc- 
tion presented  excitingly  and  interestingly 

was  the  one  I  learned  in  1930-31  working 
for  the  late  great  Arthur  Pryor  Jr.  of  BBDO. 
Too  many  stations  have  grown  careless 
about  programming  during  the  intervening 
years  and  as  a  result  suffered  in  acceptance. 
We  have  both  types  of  programming 

techniques  on  our  stations  and  I  believe 
there  is  definitely  a  place  for  both. 

Lew  Avery,  Partner 

Avery-Knodel 
New  York 

editor: 

KQV  has  had  a  popular  music  format 
for  about  six  months  and  all  I  can  say 

is  I  have  been  trying  to  burn  all  copies  of 

Broadcasting's  June  30  issue  so  our  staff 

won't  go  to  pieces  upon  reading  the  NBC 
timbuyers  report.  All  this  time  we  thought 

our  popular  music  programming  and  pro- 
motions were  capturing  huge  audiences  for 

us  in  Pittsburgh.  I  can  see  now  that  we 
were  misled  by  the  ratings  (which  show 
we  have  gained  more  audience  in  six  months 
than  the  rest  of  our  competition  combined) 
and  the  audience  mail  (which  is  only  about 
10  times  heavier  than  it  was  six  months 

ago). Then  too,  the  fact  that  KQV  business  is 
booming  over  the  same  period  a  year  ago 

would  likely  to  throw  one.  We  are  faced 

with  a  devil  of  a  nasty  situation.  We  pro- 
gram current  popular  music,  yet  we  sell 

adult  items.  Why,  in  the  last  two  months 
we  have  landed  24  new  auto  dealer  ac- 

counts; we  signed  a  piano  dealer,  five 

breweries,  dairies  and  supermarkets,  real- 
tors, meat  packers,  tire  dealers,  newspapers, 

premium  stamps.  The  thought  of  all  the 
thousands  of  Pittsburgh  children  going  into 

hock  to  pay  for  all  of  these  items  is  bound 
to  have  startling  effects  on  the  Pittsburgh 

Broadcasting 



Leo  Burnett  Media  Supervisor,  Douglas  Burch,  fells  why 

selects  WLW  Radio  and  TV  Stations  for  PURE  OIL 

Network  Affiliations:  NBC;  ABC;  MBS  •  Sales  Offices:  New  York ,  Cincinnati,  Chicago,  Cleveland  •  Sales  Representatives:  NBC  Spot  Sales:  Los  Angeles, 
San  Francisco,  Detroit;  Bomar  Lowrance  &  Associates,  Inc.:  Atlanta,  Dallas  Crosley  Broadcasting  Corporation,  a  division  of 
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We've  never  been  ones  to  stick  out  our  chest  and  boast.  But  our  seagoing 

adventure  series,  THE  SILENT  SERVICE,  is  Navy,  and  when  you're  Navy, 

you  show  your  rating  or  you're  out  of  uniform.  So  here  goes: 

During  the  first  quarter  of  1958,  in  all  SILENT  SERVICE  markets  covered 

by  ARB,  the  series  averaged  a  19.3  rating  with  a  42%  share-of-audience. 

For  the  stations  carrying  THE  SILENT  SERVICE  this  is  higher  than 

their  Sunday -through-Saturday  nighttime  share-of-audience. 

All  of  which  explains  why  SILENT  SERVICE  advertisers  like  General  Cigar 

Co.,  Interstate  Insurance  Co.,  National  Biscuit  Co.,  The  F  &  M  Schaefer 

Brewing  Co.,  The  Jos.  Schlitz  Brewing  Co.,  and  Swift  &  Company  have 

rushed  to  re -enlist  for  a  second  tour  of  duty  'way  ahead  of  renewal  date. 

If  you  want  to  come  aboard,  you'd  better  move  fast! 

The  medals*  on  our  chest?  Why,  for  SILENT  SERVICE  above  and  beyond 

the  Call  Of  duty,  Of  COUrSe!  *Ratings  and  shares,  latest  ARB,  1st  Quarter,  1958. 

NBC  TELEVISION  FILMS -A  DIVISION  OF  , 

CN
P 

CALIFORNIA  NATIONAL  PRODUCTIONS,  INC. 



Maine  Citizen  on  the  Job 

*  *  •  •  §  *i 

(Maine  Dept.  oj  Economic  Development  photo) 

When  this  Maine  man  says  "it's  for  the  birds",  he's  talking  about 

his  stock  in  trade.  Raising  birds  is  his  thriving  business  —  in 

Harpswell  by  the  sea.  Poultry  and  egg  production  is  big  business 

in  Maine.  Large,  modern  plants  bolster  the  economy  of  rural 

areas,  along  with  crops,  dairying,  beef  cattle  and  other  agri- 

culture. All  contribute  to  the  $,1,110,896,000*  effective  buying 

income  of  the  13-county  southern  Maine-eastern  New  Hampshire 

area. 

SERVED  AND  SOLD  BEST  BY  WCSH-TV 

April  1958  ARB  Total  Area  Survey 

Quarter  hour  "firsts" 

WCSH-TV  83.3%       Station  B  16.7% 

*Copr.  1958  Sales  Management  Survey  of  Buying  Power;  further  reproduction  not  licensed. 

Weed-Television 

NBC  Affiliate 

WCSH-T
V 

PORTLAND,  MAINE 

OPEN  MIKE  CONTINUED 

economy.  Worse  yet,  we  may  be  to  blame. 
Another  thing  that  had  us  twisted  is  that 

most  of  our  competitors  have  adopted  sev- 
eral features  of  our  operations.  So,  as  I  said, 

please  do  us  a  favor  and  don't  send  any 
more  copies  of  Broadcasting  June  30  into Pittsburgh. 

John  D.  Gibbs 

Program  Director 

KQV  Pittsburgh 

editor: 

Clearly,  they  [timebuyers]  do  not  always 

practice  what  they  preach.  The  very  sub- 
head in  Broadcasting  says  "Unexplained: 

why  [Top  40]  stations  draw  so  much  na- 
tional business."  Ratings  are  obviously  the 

most  important  single  factor  in  making  a 

purchase  and  quite  often  all  of  the  things 
which  buyers  say  are  important  are  either 
forgotten  or  ignored.  We  believe  that  this 

may  not  be  the  buyers'  fault.  Perhaps  buyers 
are  forced  to  justify  their  purchases  on  the 

basis  of  numbers  and  are  not  given  the  au- 
thority to  use  judgment  and  discretion. 

If  timebuyers  today  could  buy  the  way 

this  survey  indicates  they  want  to  buy  the 
broadcasting  industry  would  be  immensely 
the  better  for  it. 

William  Mallifert 

V.P.  in  Charge  of  Radio 

Edward  Petry  &  Co.,  New  York 

editor: 

Would  it  be  possible  to  get  about  50 
reprints  of  the  very  interesting  article  in 

your  June  30  issue  ("Top  Forty  Formula 
Under  Fire").  Everyone  surely  holds  the 
facts  as  depicted  in  this  article  to  be  self- 
evident  and  they  should  come  as  a  surprise 

to  no  one,  yet  it  is  most  refreshing  to  see 
them  in  print. 

F.  A.  Watkins 
General  Manager 

KTHS  Little  Rock,  Ark. 

[EDITOR'S  NOTE:  Reprints  are  available  at  10 cents  each.] 
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Frank  Sinatra  now  starring  in  ''Kings  Go  Forth' 

Who  put  Sinatra  on  the  spot? 

Frank  Sinatra  is  news.  And  big  box  office.  And  when 
the  news  broke  that  Sinatra  was  starring  in  a  great 
Frank  Ross  production,  KINGS  GO  FORTH,  exhibitors 
were  hot  to  get  release  dates.  So  United  Artists  put  the 

Sinatra  film  "on  the  spot"  coast  to  coast  —  on  time  to 
meet  hundreds  of  advertised  play  dates  —  by  shipping 
via  Air  Express. 

Air  Express,  symbolized  by  the  big  "X",  multiplies  the 
speed  of  shipping  every  product  — from  films  to  filmy 

negligees.  That's  because  Air  Express  offers  the  only 
complete  air  shipping  service  to  thousands  of  U.  S. 
cities  and  towns.  Yet  Air  Express  often  costs  less !  For 

instance,  a  25-lb.  Air  Express  shipment  from  Hollywood, 

California  to  Wichita,  Kansas  (1,240  miles),  costs  from 
85^  to  $6.81  less  than  any  other  complete  air  shipping 
method. 

Next  time,  check  Air  Express  first  for  speed  and  savings ! 

/MS 

GETS  THERE  FIRST  via  U.  S.  SCHEDULED  AIRLINES 

CALL  AIR  EXPRESS division  of  RAILWAY  EXPRESS  AGENCY 
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SHE'S in  love 

with  you 

It  does  your 

commercial  little 

heart  good, the 

way  her  eyes  get 

soft  and  misty 

when  she  hears 

your  name  on 

KOIN-TV,  in 

Portland,  Oregon, 

and  throughout 

30  surrounding 

counties.  The  boys 

at  CBS -TV  Spot 

Sales  carry  tender 

tales  of  her  eagerness 

to  do  your  bidding  .  .  .  and 

of  KOIN-TV  s  endearing 

ratings,  and 

coverage  too. 
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260 URS  OF 

Says  Chief  Engineer  Anthony  J.  Lopuch,  KFBB-TV,  about 

the  excellent  performance  of  the  RCA- 5820  Image  Orthicon: 

"We  received  this  image  orthicon  on  September  10,  1956  and 
installed  it  in  our  studio  camera  on  October  18.  This  camera  tube  was 

used  continuously  for  a  total  number  of  2605  operational  hours  and 

was  finally  retired  on  September  23,  1957 ..  .The  "sticking" 
associated  with  image  orthicons  was  no  worse  at  2500  hours 
than  it  was  at  the  500-hour  time. 

Regarding  the  long  life  we  get  from  RCA-5820  Image  Orthicons,  may 
I  say  that  it  is  probably  the  result  of  a  combination  of  things. 
There  have  been  several  changes  in  the  construction  of  the  tube 
during  the  past  few  years ..  .The  instructions  for  the  operation  and 
maintenance  of  the  tube,  if  followed  closely,  can  also  result 

in  longer  life." 
RCA  Image  Orthicons  with  MICRO-MESH  and  SUPER-DYNODE  design 
deliver  top  performance  longer  than  ever  before.  Make  sure  your 

cameras  are  equipped  with  "RCA's".  For  prompt  tube  delivery, 
call  your  RCA  Special  Tube  Distributor. 

at  KFBB-TV 
GREAT  FALLS,  MONTANA 

HOW  TO  GET  THE  MOST  FROM  RCA  IMAGE  ORTHICONS 

Allow  5820  to  warm  up  for  1/4  to  V2  hour  with  camera  lens  capped  and 
with  Grid-No.  1  voltage  adjusted  to  give  small  amount  of  beam  current 
Hold  temperature  of  5820  within  specified  operating  range 
Make  sure  alignment  coil  is  properly  aligned 
Check  scene  illumination  and  uniformity  of  illumination  before  tele- 

vising 

Determine  proper  operating  point  with  target  voltage  adjusted  to  ex- 
actly 2  volts  above  target  cutoff 

Select  lens  stop  to  permit  operation  with  highlights  just  above  the 
knee  of  the  Light  Transfer  Characteristic 
Use  lowest  beam  current  for  best  signal-to-noise  ratio  and  gray-scale 
reproduction 
Adjust  beam-focus  control  for  best  usable  resolution 
Cap  lens  (or  cut  off  voltage  applied  to  photocathode  and  bias  target 
negative)  and  keep  beam  on  during  standbys  to  prevent  unnecessary 
aging  of  5820 
Condition  spare  5820's  by  operating  several  hours  once  each  month 
Don't  force  5820  into  its  shoulder  socket 
Don't  operate  5820  without  scanning 
Don't  underscan  the  target 
Don't  focus  5820  on  a  stationary  bright  scene 

'  Don't  turn  off  beam  while  voltages  are  applied  to  photocathode,  Grid 
No.  6,  target,  dynodes,  and  anode  during  warm-up  or  standby  periods 
Don't  operate  a  5820  having  an  ion  spot 

RADIO  CORPORATION  OF  AMERICA 

Electron  Tube  Division Harrison,  N.  J. 
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ASSOCIATED  WITH  PONTIAC'S 

OUR  RESPECTS 

to  John  Stuart  Kirwan 

Crusaders  for  the  single  rate  card  in  broadcast  media  can  count  on  Jack  Kirwan, 
radio-tv  director  of  Bruce  B.  Brewer  &  Co.,  Kansas  City,  as  a  champion  of 

any  campaign  against  the  "double  standard." 
Mr.  Kirwan  is  apt  to  indulge  in  allegory  on  the  local-national  rate  question:  "It's 

like  selling  a  pair  of  shoes  for  $60 — the  right  shoe  costs  $49  and  the  left,  $11.  It's 
hard  to  understand  why  a  chain  break  next  to  Gunsmoke  costs  Joe  Doakes,  the 
local  appliance  dealer,  $68  while  the  same  chain  break  costs  National  Shoelaces 

Inc.  $168." 
A  onetime  broadcaster  himself,  Jack  Kirwan  has  earned  the  respect  of  clients 

and  media  in  his  position  with  a  company  acknowledged  to  be  a  leading  midwest 

regional  advertising  agency.  He's  regarded  by  competitors  and  colleagues  alike 
as  a  dynamic  personality  with  a  penchant  for  strong  opinions,  wherever  the  chips 
may  fall.  The  past  fortnight  he  was  named  a  partner  in  the  agency. 

During  Mr.  Kirwan's  tenure  as  head  of  Brewer's  radio  and  television  depart- 
ment the  past  half  dozen  years,  the  agency  has  risen  to  the  $5-10  million  billings 

level,  with  40-50%  in  broadcast  media  (spot  radio-tv).  Among  its  clients:  Faultless 
Starch  Co.,  Skelly  Oil  Co.,  Western  Auto  Supply  Co.,  T-N-T  Food  Products, 
Spencer  Chemical,  Rutherford  Food,  American  Crystal  Sugar,  Cargill  Inc.,  Lan-O- 
Sheen  and  Nutrena  Mills. 

As  a  youth,  John  Stuart  Kirwan  (born  in  El  Paso,  Tex.,  on  Jan.  20,  1921) 

enriched  his  wisdom  early  in  the  ways  of  the  world — at  the  expense  of  a  few 
front  teeth  in  frosh  football  scrimmage  at  Louisville  (Ky.)  Male  High  School.  His 
family  had  moved  to  Louisville  from  El  Paso  when  his  father,  a  regular  Army 
officer,  resigned  from  the  service.  He  attended  The  Model  (grade)  School  and  later 

in  high  school,  gave  up  football  to  become  the  team's  student  manager. 
With  the  advent  of  World  War  II,  Mr.  Kirwan  left  his  position  as  field  super- 

visor at  East  St.  Louis  (111.),  plumbing  contractor  firm,  to  join  the  Air  Force's 
meteorological  intelligence  unit  in  1942,  at  the  same  time  abandoning  early  law 
school  ambitions.  After  mustering  out  in  1945,  he  studied  economics  and  business 

administration  and  majored  in  history  at  the  U.  of  Louisville  (1946-47)  and  U.  of 

Indiana  (1947-48)  extension  schools.  He  also  worked  in  American  Airlines'  sales 
division  and  for  a  liquor  wholesale  distributor,  Brown  Kaiser  Co. 

Jack  Kirwan  got  into  broadcasting  in  1949  when  he  joined  WHAS  Louisville, 

the  Courier  Journal  and  Times  property.  He  credits  Victor  A.  Sholis,  vice  presi- 
dent and  director  of  WHAS-AM-TV,  and  Neil  Cline,  WHAS  sales  manager  and  later 

station  manager  (now  v/ith  Henry  I.  Christal  Co.'s  Chicago  office),  with  helping  de- 
velop his  sales  acumen.  When  Bruce  B.  Brewer  &  Co.  bought  a  cooking  show  for 

Faultless  starch,  Mr.  Kirwin  became  acquainted  with  the  agency  and  the  starch  firm's 
sales  manager,  Merrill  Hoyt.  He  joined  the  agency  in  1952. 

As  chief  of  the  radio-tv  department,  Mr.  Kirwan  handles  timebuying,  marketing 
analysis,  cost  estimates  and  myriad  other  duties.  Since  1953  he  also  has  served 
as  account  executive  on  Faultless  starch,  succeeding  Quentin  Brewer,  an  agency 

partner,  upon  his  retirement.  He  also  consults  on  Brewer's  Minneapolis  clients. 
His  co-workers  tell  you  that  to  get  a  rise  out  of  Jack  Kirwan,  you  need  merely 

mention  the  "double  standard"  rate  card  and  ratings.  On  the  latter:  "An  agency's 
primary  problem  is  constantly  being  faced  with  conflicting  surveys.  They  do  not 

agree,  and  there  is  no  way  to  correlate  them."  For  all  his  criticism,  though,  Mr.  Kir- 
wan champions  the  radio-tv  media,  while  acknowledging  that  advertising  is  not  an 

exact  science. 

"However,  we  [at  Brewer]  have  personally  found  that  the  broadcasting  media  are 
most  effective  when  used  in  correct  depth  and  weight,"  he  explains.  As  a  barometer 
of  this  belief,  Brewer  has  sold  such  clients  as  Faultless,  Skelly,  Western  and  Spencer 
on  saturation  spot  radio  and  tv  campaigns  in  as  many  as  80  markets. 

Jack  Kirwan's  own  personal  pace  is  perhaps  best  typified  by  a  "clash"  he  had 
with  Harry  S.  Truman  some  years  back.  Lost  in  thought,  he  literally  tripped  over  the 

former  President  on  a  curb  in  front  of  Kansas  City's  Federal  Reserve  Bldg.  one 
morning.  Says  Mr.  Kirwan:  "I  did  literally  what  many  Republicans  had  done  figura- 

tively! This  also  indicated  either  that  I  got  to  work  early  in  those  days,  or  that  Mr. 

Truman  had  overslept  that  particular  morning!" 
Mr.  Kirwan  is  active  with  Bruce  Brewer  in  Voice  of  America  broadcasts  and 

belongs  to  the  Kansas  City  Chamber  of  Commerce  and  the  Kansas  City  Adver- 
tising and  Sales  Executives  Club.  His  hobbies  include  horses,  guns  and  hunting.  He 

married  Gloria  Lyle  Hartman  of  Louisville  in  1946.  They  have  four  children — John 
Jr.,  11;  Ellen,  9;  Patty,  6  and  Kitty,  2. 

W  P  O  N 
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DETROI
T'S 

a  sports-minded  city  .  .  .  and 

DOIA
INAN

T 

SPORTS  STATION 

GETS  YOU  BIG  RESULTS 

at  lowest  tost  per  thousand 

WITH  EVENTS  LIKE  THESE! 

WKMH  is  a  top  favorite  with  sports- 

loving  Detroiters!  You  reach  Michigan's 
biggest  market  thru  the  enthusiastic 

fans  that  follow  all  WKMH  sportcasts. 

Whether  it's  baseball,  football,  golf  or 
the  Gold  Cup  races,  WKMH  is  the  key 

station  in  the  Detroit  area.  It's  your  best 

buy  in  Michigan's  richest  market. 

SAVE  UP  To  15%  by  using  2  or 

more  of  these  powerful  Knorr  stations 

USE  4  OR  5  STATIONS 

...SAVE  15% 

USE  ANY  3  STATIONS 

. . .  SAVE  10% 

USE  ANY  2  STATIONS 

. . .  SAVE  5% 

WKMH 
Dearborn-Detroit 
WKMF 
Flint,  Mich. 

WELL 
Battle  Creek,  Mich. 
WSAM 
Saginaw,  Mich. 

WKHM 
Jackson,  Mich. 

KNORR  BROADCASTING 

CORPORATION 

Fred  A.  Knorr,  Pres. 

Represented  by  Headley-Reed 

U.  of  M.  and  DETROIT  LIONS 
 FO0TBAU 



The  most  fabulous  city  in  the  world  -  never  before  filmed 

for  local  market  television ! 

Now- NEW  YORK  CONFIDENTIAL 

-produced  on  location  for  your  own  local 

market's  first  run  entertainment! 

39  original  gripping  stories  of  haunts  and  highspots!  Teeming 

Times  Square !  Chinatown !  The  Bowery !  The  drama  of 

the  throbbing  city ! 



starring 

{ 

LEE  TRACY 

as  newspaper  columnist  and  narrator 

!  77  MARKETS  ALREADY  SOLD! 

D-X  Sunray  Oil  Co.  starts  September  8  in  a  50- market  midwest 

regional!  The  F.  &,  M.  Schaefer  Brewing  Co.  has  snapped  up  mul- 

tiple markets!  The  Columbia  Broadcasting  System  for  New  York 

City!  Triangle,  Westinghouse,  Storer,  Transcontinental,  Meredith 

and  other  station  groups!  KTTV  in  L.A.  and  other  stations! 

Don't  wait!  Choice  markets  still  available  right  now  I  Write,  wire  or  phone  collect 

Michael  M.  Sillerman,  Exec.  V.  P.,  TP  A,  today  for  yours. 

TELEVISION  PROGRAMS  OF  AMERICA,  INC. 

488  Madison  Avenue  •  N.  Y.  22  •  PLaza  5-2100 

A 



A  windfall  of  retroactive  payhikes  has  just  been  granted 

Federal  employees  by  Congress.  It  means  a  cool  $60,000,000 

in  one  lump  sum  for  Washington  consumers . . .  more  than 

$250  extra  spending  money  per  worker,  after  taxes. 

Washington  families,  already  earning  the  nation's  third 

highest  per- family  income,  will  now  get  an  annual  increase 

THE  NBC  LEADERSHIP  STATION  IN  WASHINGTON,  D.C 

of  $135,000,000,  based  on  the  additional  Federal  wages  alone. 

The  time  to  get  your  share  of  extra  sales  in  Washington  is 

right  now,  when  that  cash  bonus  is  burning  holes  in  Wash- 

ington pockets.  The  way  to  do  it  is  by  using  WRC-TV, 

Washington's  most-watched  station* 

Call  WRC-TV  or  NBC  Spot  Sales  for  availabilities  today. 
*  ARB  and  Trendex,  June,  1958 

WRC-TV4 
SOLD  BY  NBC  SPOT  SALES 
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FCC  CONTROL  OVER  RATES,  PROFITS? 

•  Appellate  court  tells  FCC  to  study  economics  in  station  grants 

•  At  best,  decision  threatens  delays  in  creating  more  facilities 

•  At  worst,  it  could  lead  to  utility-type  regulation  for  tv-radio 

The  spectre  of  government  control  over 
broadcasting  rates,  profits  and  programs 
rose  in  Washington  last  week. 
A  federal  court  decision  in  a  rural 

Georgia  daytime  case  stirred  comment  with- 
in the  FCC  that  took  two  main  courses: 

•  Broadcasting  must  now  be  regulated  in 
the  same  way  as  railroads,  airlines,  electric 
utilities  and  highway  transport. 

Or  more  cautiously: 

•  Existing  stations  can  use  the  court  rul- 
ing to  justify  protests  against  new  applicants 

on  economic  grounds. 
In  any  case,  it  appeared  the  FCC  would 

appeal  to  the  U.  S.  Supreme  Court  the  July 
10  decision  by  the  U.  S.  Court  of  Appeals 
(D.  C.)  in  Carroll  Broadcasting  Co.  v.  FCC 
and  West  Georgia  Broadcasting  Co. 

The  D.  C.  appellate  court  held  in  essence: 
•  The  FCC  must  consider  the  economic 

impact  of  a  proposed  new  broadcast  sta- 
tion if  the  new  competition  would  impair 

service  to  the  public. 

In  a  five-page  ruling  the  court  was  felt 
by  some  high  FCC  sources  to  have  upset 

the  Commission's  whole  regulatory  scheme. 
For  years  the  Commission  has,  in  general, 

operated  on  the  theory  that  it  didn't  have 
to  sweat  out  the  financial  problems  of  exist- 

ing stations  when  new  applicants  wanted 
to  compete  in  the  market. 

The  Commission  has  nibbled  gently  at 

economic  factors  in  some  of  its  policy  de- 
cisions, but  has  refrained  from  evaluating 

economic  factors  as  a  basic  ground  for  its 
grants  and  denials  of  applications. 

This  suggestion  was  offered  by  a  top 
regulator : 

•  The  court  has  started  a  new  FCC 
freeze,  blocking  new  am  and  tv  stations. 

Broadcasters  frequently  have  raised  eco- 
nomic points  in  protesting  applications  that 

promised  to  bring  in  new  competition.  At 
the  same  time  the  industry  has  long  dreaded 
intensive  inspection  of  station  finances  and 

rates — a  public  utility  type  of  regulation. 
FCC  Chairman  John  C.  Doerfer  was  dis- 

turbed by  the  appellate  court's  decision.  He 
told  Broadcasting: 

"A  licensee  can  now  raise  issues,  when 
new  radio  or  television  service  is  proposed, 
requiring  us  to  appraise  the  market  and  its 
broadcasters  to  decide  if  the  market  can 
stand  competition. 

"I  don't  believe  Congress  intended  this situation. 

"The  court  held  we  must  consider  any 

issue  the  'ins'  [those  having  stations]  can 
raise  in  relation  to  the  chance  that  new 

competition  might  degrade  public  service. 

"The  issues  that  can  be  raised  by  in- 
genious broadcasters  and  attorneys  are  al- 

most limitless. 

"We  now  are  required  to  permit  attor- 
neys or  licensees  to  litigate  any  issue  deal- 

ing with  the  ability  of  a  market  to  stand 

competition — even  with  the  competence  of 
management. 

"We  must  relate  the  market's  retail  sales 

to  the  station's  sales,  and  compare  the  man- 
agement of  the  station  with  stations  in  other 

markets  in  the  course  of  evaluating  eco- 
nomic considerations. 

"This  introduces  the  'planned  economy 

approach'  to  the  regulation  of  broadcasting. 
A  Washington  agency  must  listen  to  any 

objection  a  licensee  raises." 
Another  high  Commission  source,  un- 

willing to  be  quoted  by  name,  made  this 
blunt  observation : 

"Almost  any  station  can  now  keep  new 
competition  out  of  the  market  for  a  mini- 

mum of  three  years." 
There  appeared  agreement  that  FCC 

would  appeal  the  Georgia  decision  to  the 
Supreme  Court.  Failing  court  willingness  to 
hear  the  case,  or  in  the  event  of  an  adverse 

decision,  FCC  may  go  to  Congress  for 
relief. 

Those  who  interpret  the  Georgia  ruling 

as  requiring  public  utility  regulation  con- 
tend the  FCC  must  now  base  grants  of  new 

stations  on  the  market  potential  instead  of 
availability  of  frequency  and  qualifications 
of  the  applicant. 

Under  the  public  utility  interpretation, 
the  stations  on  the  air  would  be  entitled  to 

have  their  service  protected. 

This  concept  of  the  court  decision  was 
given:  When  grants  are  based  on  economic 
factors,  regulation  of  profits  will  inevitably 
follow.  Economic  protection  must  be  given 
for  the  benefit  of  those  already  in  business. 

Equally  startling  was  the  expressed  belief 
that  the  FCC  would  find  itself  compelled 

to  regulate  programs  as  well  as  rates  and 

profits.  At  present,  it  was  argued,  competi- 
tion stimulates  programs  and  the  public  gets 

the  programs  it  wants.  The  court  ruling 
brings  an  entirely  different  approach  to 

regulation. Conviction  was  voiced  by  some  at  the 
FCC  that  chances  of  reversal  of  the  decision 

are  good.  They  argued  that  nothing  in  the 
Communications  Act  or  legislative  history 

justifies  the  decision. 
"It  rips  the  Communications  Act  wide 

WHAT  FCC  HEAD 

SAYS  DECISION 

WILL  MEAN 

JOHN  C.  DOERFER  ► 

£6  A  licensee  can  now  raise  issues, 

when  new  radio  or  television  serv- 

ice is  proposed,  requiring  us  to 

appraise  the  market  and  its  broad- 
casters to  decide  if  the  market  can 

stand  competition  .  .  .  This  intro- 

duces the  'planned  economy  ap- 

proach' to  the  regulation  of  broad- casting. 
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ECONOMIC  INJURY  continued 

open,"  one  regulator  stated.  "Everybody 
will  want  to  be  protected. 

"  Will  a  market  justify  another  station? 
It  may  take  thousands  of  pages  of  costly 
expert  testimony. 

"All  cases  now  in  a  state  of  appealability 
are.  in  effect,  frozen.  Even  the  entire  televi- 

sion table  of  assignments  is  open  to  chal- 
lenge. 

"We're  stuck  with  what's  on  the  air 

now." Difficulty  of  reaching  economic  decisions 

involves  the  day-to-day  changes  in  the  na- 

tion's economy  and  the  additions  of  millions 
every  year  to  the  population. 

This  suggestion  was  offered: 

•  There  aren't  enough  economists  in 
Washington  to  make  all  the  studies,  surveys 
and  investigations  that  will  be  required  in 
relating  such  factors  as  payrolls,  factory 

backlogs,  seasonal  trends  and  similar  eco- 

nomic elements  to  an  applicant's  chance  of 
survival  and  the  type  of  broadcast  service 
that  will  be  available  to  radio  and  tv  sets  in 
the  market. 

The  Commission,  it  was  suggested,  will 
become  the  busiest  shop  in  the  government 

ABC-TV,  which  long  has  had  its  sights 
on  daytime  business,  has  scored  a  bullseye. 
By  next  fall,  it  expects  to  have  a  formidable 
lineup  of  name  advertisers. 

To  pull  off  this  coup,  the  network  has 

entered  an  agreement  with  Young  &  Rubi- 
cam.  New  York,  one  of  the  top  broadcast 
advertising  agencies  with  an  enviable  roster 

of  blue-chip  clients  [At  Deadline,  July  7] 
While  formal  comment  on  the  Y&R- 

ABC-TV  pact  was  hard  to  come  by  last 
week,  unofficial  statements  and  opinion 

along  Madison  Avenue  were  plentiful, 

ranging  from  vague  mutterings  of  "under- 
cutting" (though  the  same  critics  admitted 

freely  that  "price  is  open  in  the  market- 
place") to  the  more  specific  finger-pointing 

at  the  "unusual"  low  rates  and  so-called  "de- 

ficiences"  inherent  in  the  plan. 
General  Foods,  through  Y&R,  is  expected 

to  make  20  quarter  hours  weekly.  Other  of 
the  agency  clients  believed  to  be  lined  up 

late  last  week  for  ABC-TV's  daytime  pro- 
gramming: Johnson  &  Johnson,  Drackett, 

Bristol-Meyers     and  Beechnut-Lifesavers. 
Reportedly  negotiating  on  behalf  of  clients 

for  entry  into  the  ABC-TV  plan,  which  ten- 

tatively is  dubbed  "Operation  Daybreak," 
as  charter  members  were  such  agencies  as 

Ted  Bates,  Dancer-Fitzgerald-Sample  and 
Sullivan,  Stauffer,  Colwell  &  Bayles.  Also 

speculated  was  a  "pitch"  by  ABC-TV  to 
other  General  Foods  agencies. 

ABC-TV  President  Ollie  Treyz  has  in- 

vited ABC-TV  affiliates  (all  of  them)  to  "the 

most  important  meeting  in  ABC  history" 
July  18  beginning  at  10  a.m.  in  the  net- 

work's New  York  offices.  Purpose:  to  go 
over  the  new  daytime  lineup  and  the  whole 

fall  program  outlook. 

should  a  flood  of  economic  appeals  develop 

out  of  the  appellate  court's  decision.  Vast 
corps  of  lawyers,  investigators  and  other 
staff  people  would  be  required. 

Past  decisions  of  the  appellate  court  have 

dealt  with  procedures  or  who-gets-what 
rulings,  it  was  pointed  out. 

The  effect  of  the  court's  decision  is  to  ex- 
tend the  force  of  the  controversial  Sec. 

309(c),  dealing  with  hearings  on  economic 
grounds,  to  the  decision  itself.  Sec.  309(c), 

adopted  in  the  1952  McFarland  amend- 
ments, provides  that  any  party  who  can 

show  economic  injury  could  be  given  a 

hearing  on  public  interest  questions.  The 

present  decision  goes  beyond  that  to  in- 
dicate that  the  economic  injury  itself  can 

be  a  public  interest  question  to  be  con- 
sidered at  the  hearing.  Chairman  Doerfer 

and  other  FCC  members  have  protested  this 

provision  on  the  ground  it  invites  hinder  and 

delay  tactics. 
This  decision  of  the  appellate  court  was 

based  on  an  FCC  grant  to  West  Georgia 
Broadcasting  for  a  station,  WWCC  (1440 

kc,  500  w  day)  now  holding  a  construction 
permit  in  Bremen,  Ga.  (population  2,300). 
The  application  was  opposed  by  Carroll 
Broadcasting  Co.,  operating  WLBB  (1100 
kc,  250  w  day)  Carrollton,  Ga.  (population 

The  ABC-TV  "Operation  Daybreak"  en- 
tails addition  of  60  quarter-hours  per  week 

(or  15  full  hours  weekly)  Monday-Friday 
starting  Oct.  6.  Y&R  has  signed  for  40  of 

these  quarter  hours  weekly  which  on  a  52- 
week  basis  would  come  to  an  estimated 

time  cost  alone  of  some  $13.3  million. 

Already  known:  NBC-TV  expects  to  lose 
some  of  its  General  Foods  business  (CBS- 

TV  presumably  also  will  suffer  some  casual- 
ties as  a  result  of  the  current  swing).  At 

NBC-TV,  it  was  learned,  the  expectation  is 

that  the  network  will  lose  three  quarter- 
hours  per  week  of  daytime  business  (though 

Y&R  has  indicated  that  money  for  ABC- 

TV  will  be  coming  mostly  from  print — 

newspaper  and  magazine — advertising,  and, 

indeed,  there  is  a  "chance"  that  NBC-TV 
might  retain  some  of  the  business  perhaps 

through  other  General  Foods'  expenditures). 

"Operation  Daybreak"  is  said  to  call  for 
an  advertiser  who  is  to  earn  the  charter 

rate  (about  $6,400  commissionable  for  time 

and  talent  per  quarter  hour)  to  present  a 

minimum  order  for  four  quarter-hours 

weekly  for  26  weeks.  The  four  quarter-hours 
would  be  bought  on  a  single  day,  but,  sub- 

ject to  ABC's  approval,  the  advertiser  would 
exchange  eight  of  his  12  commercial  mes- 

sages with  other  daytime  advertisers  in  the 

plan.  There  are  three  commercial  minutes 

in  each  15-minute  period  or  a  total  of  12  per 

hour.  A  key  part  of  the  plan  is  network 
assurance  of  product  protection  that  would 

apply  to  all  of  each  advertiser's  products  ad- 
vertised during  the  daytime  block. 

For  example,  an  advertiser  with  five  prod- 

8,600).  The  towns  are  12  miles  apart.  WLBB 

appealed  the  grant  to  the  review  tribunal. 
While  the  court  recognized  the  economic 

issue  as  a  factor  in  station  grants,  it  limited 

the  economic  question  in  this  language,  "We 
hold  that,  when  an  existing  licensee  offers  to 

prove  that  the  economic  effect  of  another 
station  would  be  detrimental  to  the  public 
interest,  the  Commission  should  afford  an 

opportunity  for  presentation  of  such  proof 
and,  if  the  evidence  is  substantial  (i.e.,  if  the 

protestant  does  not  fail  entirely  to  meet  his 

burden),  should  make  a  finding  or  findings." 
The  appeal  was  heard  by  a  three-judge 

panel  consisting  of  Judges  E.  Barrett  Pretty- 
man,  David  L.  Bazelon  and  Warren  E. 

Burger.  Attorneys  for  Carroll  Broadcasting 
Co.  were  Theodore  M.  Forbes  Jr.,  E. 

Smythe  Gambrell,  Harold  L.  Russell  and 
George  Blow.  Richard  A.  Solomon,  FCC 
assistant  general  counsel,  argued  for  the 
Commission  with  Warren  E.  Baker,  general 
counsel,  and  Joel  Rosenbloom,  attorney  on 
the  brief.  Howard  J.  Shellenger  Jr.  appeared 

for  West  Georgia  Broadcasting  Co. 

Judge  Pretty  man,  writing  the  opinion,  ex- 

plained the  FCC's  main  duty  is  to  act  in 

the  public  interest.  "It  grants  or  denies  li- 
censes as  the  public  interest,  convenience 

v:;::":::::::::::^^ 

ucts  with  four  quarter-hours  on  Monday  in 
different  programs  with  cross  plugs  in  two 
other  programs  on  other  days  of  the  week, 
would  receive  protection  in  all  six  programs 

throughout  the  week  for  all  five  products. 

On  any  specific  day  in  which  any  one  of  the 

advertiser's  commercial  messages  appears, 

the  advertiser's  products  would  be  protected 
for  a  quarter-hour  on  either  side  of  the  half- 
hour  in  addition  to  the  half-hour  itself  (thus 
products  would  get  a  total  protection  of  one hour). 

The  Monday-Friday  block  of  time  now 
being  scheduled  by  the  network  to  come 

under  the  plans  includes  11-11:30  a.m.  and 
noon-2:30  p.m.  and  2:30-3  p.m.,  or  a  total 
of  three  hours  per  day,  15  hours  per  week 

(and  thus,  60  quarter-hours  weekly). 
Both  critics  and  supporters  of  the  plan 

point  up  the  low  cost  but  for  different  rea- 
sons. The  $6,400  commissionable  cost  for  a 

quarter-hour  (time  and  talent)  compares  to 

GE's  SUBTLE  SELL 

How  integrated  can  you  get? 

General  Electric  Co.'s  Photo  Lamp 
Div.,  Cleveland,  is  bringing  the  art  of 
integrating  commercials  into  a  show 

up  to  a  fine  pitch  when  its  Man  With 
a  Camera  debuts  Oct.  10  (ABC-TV, 8-8:30  p.m.). 

The  series  deals  with  the  adventures 

of  a  free  lance  photographer  who,  na- 

turally, uses  GE  flashbulbs  extensive- 
ly in  each  episode.  T.  H.  Castle,  the 

Photo  Lamp  Div.'s  advertising  man- 
ager, said  that  the  company  has,  ".  .  . 

long  felt  that  the  best  possible  way  to 
advertise  GE  flashbulbs  would  be  to 

show  our  product  in  action  .  .  .  that 
meant  of  all  advertising,  tv  seemed 

our  logical  choice."  Grey  Adv.,  New 
York,  is  GE's  agency  for  the  series. 

ADVERTISERS  S  AGENCIES 

ABC-TV  SCORES  DAYTIME  COUP 

•  Y&R  blue  chip  sponsors  cornered  for  new  programming 

•  General  Foods,  others  captured  for  60  added  quarter-hours 
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and  necessity  dictate,"  he  wrote.  "Whatever 
factual  elements  make  up  that  criterion  in 

any  given  problem — and  the  problem  may 
differ  factually  from  case  to  case — must  be 
considered.  Such  is  not  only  the  power  but 
the  duty  of  the  Commission. 

"So  in  the  present  case  the  Commission 
had  the  power  to  determine  whether  the  eco- 

nomic effect  of  a  second  license  in  this  area 

would  be  to  damage  or  destroy  service  to 

an  extent  inconsistent  with  the  public  in- 
terest. Whether  the  problem  actually  ex- 

ists depends  upon  the  facts,  and  we  have  no 

finding  upon  the  point." 
FCC  had  contended  that  if  it  has  authority 

to  consider  economic  injury  as  a  factor  in 

the  public  interest,  "the  whole  basic  con- 
cept of  a  competitive  broadcast  industry 

disappears." 
On  this  point  the  court  said,  "We  think 

it  does  not."  The  opinion  cited  the  Supreme 
Court  ruling  in  the  Sanders  case,  explaining 
that  private  economic  injury  is  by  no  means 
always  or  even  usually,  reflected  in  public 
detriment.  The  Sanders  case  held  that  eco- 

nomic injury  in  itself  is  not  a  ground  for 
denying  a  new  application. 

The  appellate  decision  continued,  "It 
seems  to  us  the  question  whether  a  station 

approximately  $12,000  (representing  a  four- 
brand  rate  per  quarter-hour  for  time  and 
talent)  on  the  other  two  networks.  The  basic 

daytime  rate  at  ABC-TV  is  one-third  of 
the  nighttime  rate,  while  at  CBS-TV  and 
NBC-TV  it  is  50%  of  the  nighttime  rate. 
CBS-TV  and  NBC-TV  brows  are  fur- 

rowed over  the  basic  complaint  that  the 
plan  gives  an  advertising  agency  control  in 
network  programming  and  in  setting  costs. 
Or,  as  summed  up  by  a  network  spokesman: 
It  was  not  statesmanlike  for  Y&R  to  force 

through  a  "rate  cut"  by  use  of  its  "big  buy- 

ing power." 
As  expressed  by  one  network  critic:  "It 

appears  that  Y&R  in  effect  will  be  operat- 

ing as  a  fourth  tv  network  in  the  daytime." 
The  agency  now  will  "call  the  shots,"  he 
complained. 

The  extent  as  to  irritation  built  up  in 
some  quarters  was  shown  by  one  network 
authority  who  implied  that  in  the  future  his 
network  would  be  prompted  to  contact  Y&R 

clients  direct  in  connection  with  future  day- 
time business,  indicating  that  Y&R  would  be 

thought  of  as  having  a  vested  interest  in 

ABC-TV's  daytime  rate  and  programming structure. 

Spokesmen  for  the  competing  networks 
said  it  is  doubted  that  the  Y&R-ABC-TV 

agreement  would  change  the  daytime  rate 
structure  of  the  other  networks  because  of 

"claimed  values"  such  as  audience  size  and 
composition  in  the  daytime  at  CBS-TV  and 

NBC-TV.  But  there  is  a  qualification:  The 

apple  cart  could  be  overturned  by  a  "sur- 

prising" showing  on  ABC-TV  of  equal 
strength  with  the  other  two  networks. 

Still  in  the  planning  stage  is  the  program- 
ming to  be  placed  in  the  daytime  blocks. 

Reportedly  the  only  two  shows  set  thus  far 
would  be  one  featuring  Liberace  and  another 

Peter  Lind  Hayes  and  Mary  Healy.  ABC- 
TV  is  said  to  have  had  13  programs  under 
consideration  running  the  gamut  of  musical, 
variety,  game,  quiz  and  serials. 

makes  $5,000  or  $10,000,  or  $50,000  is  a 
matter  in  which  the  public  has  no  interest 
so  long  as  service  is  not  adversely  affected; 

service  may  well  be  improved  by  competi- 
tion. But,  if  the  situation  in  a  given  area  is 

such  that  available  revenue  will  not  support 
good  service  in  more  than  one  station,  the 
public  interest  may  well  be  in  the  licensing 
of  one  rather  than  two  stations. 

"To  license  two  stations  where  there  is 
revenue  for  only  one  may  result  in  no  good 

service  at  all.  So  economic  injury  to  an  ex- 
isting station,  while  not  in  and  of  itself  a 

matter  of  moment,  becomes  important  when 

on  the  facts  it  spells  diminution  or  destruc- 
tion of  service.  At  that  point  the  element  of 

injury  ceases  to  be  a  matter  of  purely  private 

concern." 
The  court  did  not  agree  with  the  FCC 

contention  it  lacked  the  "tools"  or  authority 
from  Congress  to  make  the  computations 
required  in  public  utility  regulation. 

"We  think  no  such  elaborate  equipment 

is  necessary  for  the  task  here,"  the  court 
held.  "As  we  have  just  said,  we  think  it  is 
not  incumbent  upon  the  Commission  to 
evaluate  the  probable  economic  results  of 
every  license  grant.  Of  course  the  public  is 
not  concerned  with  whether  it  gets  service 

It  was  learned  that  NBC-TV,  which  had 

access  to  details  of  "Operation  Daybreak" 
quite  early,  went  to  Young  &  Rubicam  with 
a  presentation  on  lune  19  that  reportedly 

"documented"  the  "deficiencies"  as  well  as 

the  "advantages"  of  OD  compared  to  NBC- 
TV's  daytime  programming.  Network  ex- ecutives also  had  conferences  with  General 
Foods. 

The  NBC-TV  presentation  claimed  ABC- 
TV's  audience  size  would  be  smaller  than 

NBC-TV's  (its  coverage  not  so  great)  and 
that  a  higher  percentage  of  children  to 
adults  would  watch  the  shows  compared  to 

a  reversed  emphasis  on  NBC-TV — that  is 
a  greater  adult  audience.  NBC-TV  stressed 
what  it  felt  was  the  "risk"  to  the  advertiser 
and  its  agency  in  programming  an  entirely 

new  structure  in  the  daytime,  making  care- 

ful note  of  the  many  "false  starts"  NBC-TV 
and  CBS-TV  have  had  in  new  daytime  pro- 

grams over  the  past  five  years. 
But,  it  is  understood,  the  attraction  of  a 

low  cost-per-thousand  was  the  key  to  the 
decision  by  Y&R  and  its  client,  General 
Foods,  to  sign. 

The  charter  plan  rate  offered  by  ABC-TV 
carries  discounts  of  50%.  Thus,  a  com- 

mercial minute,  time  and  talent,  costs 

$2,130  for  the  daytime  advertiser,  par- 
ticipating in  the  new  plan,  compared  to 

more  than  $5,000  (includes  maximum  dis- 
counts) on  the  lower  priced  of  the  other 

two  networks. 

ABC-TV  apparently  has  had  under  con- 
sideration for  some  time  alternate  methods 

of  moving  into  substantial  periods  of  day- 
time hours.  One  course  was  to  slowly  con- 
tinue to  program  back  from  its  original  5-6 

p.m.  period  (where  it  has  been  programming 
a  strip  of  action  shows  and  Mickey  Mouse); 
the  other  was  a  dramatic  build-up  of  a  block 
of  daytime  shows  with  name  advertisers. 

ABC-TV  now  programs  Do  You  Trust  Your 
Wife  in  the  3:30-4  p.m.  period  and  Ameri- 

can Bandstand  at  4-4:30  p.m. 

from  A  or  from  B  or  from  both  combined. 

The  public  interest  is  not  disturbed  if  A  is 

destroyed  by  B,  so  long  as  B  renders  the  re- 
quired service.  The  public  interest  is  affected 

when  service  is  affected.  We  think  the  prob- 
lem arises  when  a  protestant  offers  to  prove 

that  the  grant  of  a  new  license  would  be 
detrimental  to  the  public  interest. 

"The  Commission  is  equipped  to  receive 
and  appraise  such  evidence.  If  the  protestant 
fails  to  bear  the  burden  of  proving  his  point 
(and  it  is  certainly  a  heavy  burden),  there 

may  be  an  end  to  the  matter.  If  his  showing 
is  substantial,  or  if  there  is  a  genuine  issue 

posed,  findings  should  be  made. 

"Perhaps  Carroll  did  not  cast  its  proffer 
of  proof  exactly  in  terms  of  the  public  in- 

terest, or  at  least  not  in  terms  of  the  whole 

public  interest.  It  may  be  argued  that  it 
offered  to  prove  only  detriment  to  its  own 
ability  for  service.  We  are  inclined  to  give 
it  the  benefit  of  the  most  favorable  inter- 

pretation. In  any  event,  whatever  proof  Car- 
roll had  is  already  in  the  record.  If  it  does 

not  support  a  finding  of  detriment  to  the 
public  interest,  but  merely  of  a  detriment  to 
Carroll,  the  Commission  can  readily  so  find. 

"The  case  must  be  remanded  for  findings 

on  this  point." 

ON  AUGUST  25,  Westinghouse  will 
devote  the  full  IVi -minute  commercial 

on  its  Studio  One  (CBS-TV)  to  the 
special  album  recorded  by  Benny 
Goodman  and  his  orchestra  at  the 

Brussels  World  Fair.  The  album, 

"Benny  Goodman  Plays  World  Favor- 

ities  in  High  Fidelity,"  will  be  offered 
solely  through  Westinghouse  dealers 
for  $1.29  (regular  price:  $5). 

The  commercial,  which  displays  a 

montage  of  the  various  exhibits  and 
buildings  at  the  Brussels  Fair,  has  a 
musical  background  starring  Benny 

Goodman  and  his  orchestra  in  ex- 
cerpts from  this  special  album. 

Bob  Baron,  executive  producer  of 
QED  Productions  Inc.,  produced  the 
commercial  under  the  supervision  of 

Grey  Adv. 
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ADVERTISERS  &  AGENCIES  continued 

Texas  Coffee  Budget 

Yanked  from  Oklahoma 

A  patriotic  Oklahoma  practice — special 
media  rates  for  Oklahoma's  own  advertisers 
started  to  backfire  last  week. 

Tracy-Locke  Co.,  major  regional  ad- 
vertising agency,  announced  it  would  sooner 

stay  out  of  Oklahoma  than  pay  broadcast 

and  newspaper  rates  higher  than  those 
charged  native  firms. 

The  agency  announced  from  its  Houston 

office  that  it  had  canceled  tv  advertising  in 

the  state  for  Maryland  Club  coffee,  product 

of  Duncan  Coffee  Co.  of  Houston. 

What  worries  Tracy-Locke,  according  to 

Clay  W.  Stephenson,  vice  president,  is  his 

discovery  "that  the  major  Oklahoma  tv 

stations  are  offering  'local'  rates  to  all  ad- 
vertisers headquartered  in  Oklahoma.  Under 

this  policy  Cain's  coffee,  an  Oklahoma  con- 
cern, is  able  to  buy  television  time  at  local 

rates  .  .  .  while  Maryland  Club  coffee,  which 

competes  with  Cain's  throughout  Oklahoma, 
must  buy  at  national  rates. 

"We  believe  that  this  rate  structure  is 
unfair,  and  we  have  therefore  canceled  the 

Maryland  Club  tv  advertising  in  Oklahoma. 
We  have  also  sent  letters  to  other  agencies 

handling  coffee  accounts,  telling  them  of 
the  action  we  have  taken  and  the  reason 

for  it." 
Mr.  Stephenson  said  Tracy-Locke  be- 

lieves "the  only  just  rate  policy  for  any  sta- 
tion is  one  which  offers  the  same  rates  to 

all  products  in  general  distribution.  We  be- 

lieve that  the  establishment  of  'local'  rates 
cannot  be  justified  unless  such  rates  are 
limited  to  retailers  .  .  .  who  conceivably 

will  benefit  from  only  a  part  of  a  station's 

coverage." He  told  tv  stations  the  Maryland  Club 
cancellation  of  tv  schedules  in  Oklahoma 

"does  not  represent  discrimination  against 

the  television  business."  He  explained,  "We 
will  take  similar  action  with  any  medium 
where  we  find  rate  policies  in  effect  which 
are  unfair  to  the  Duncan  Coffee  Co.  Our 

sole  desire  is  to  see  that  Maryland  Club 
and  Admiration  coffees  receive  the  lowest 

rates  available  to  a  generally  distributed 

product.  We  are  not  seeking  a  rate  ad- 
vantage over  any  other  advertiser;  neither  do 

we  want  any  other  advertiser  to  have  an 

advantage  over  us." 
Mr.  Patterson's  letter  included  excerpts  of 

replies  received  from  KVOO-TV,  KOTV 
(TV)  and  KTUL-TV  Tulsa;  KWTV  (TV) 
and  WKY-TV  Oklahoma  City,  and  the  Ok- 

lahoma City  Oklahoman-Times,  WKY-TV 
affiliate.  The  newspaper  advertising  also  was 
canceled  because  of  the  Oklahoma  rate 

preference. 
The  tv  stations  explained  their  rate  prac- 

tices to  the  agency.  KOTV,  for  example, 

said  its  policy  specifies,  "Any  account  billed 
to  or  paid  by  a  recognized  advertising 
agency  or  advertiser  located  within  the  state 

of  Oklahoma  receives  the  local  rate." 
KWTV  told  Tracy-Locke  it  had  tried  to 

institute  a  general  and  retail  rate  card  but 

was  "forced  to  give  up  the  idea  due  to  com- 
petitive reasons." 

WKY-TV  gives  Oklahoma  rate  prefer- 
ence but  this  does  not  include  a  salesman 

or  district  man  for  a  nationally  distributed 

product  even  if  he  lives  in  the  state.  In 
addition,  it  will  not  give  the  local  rate  to 

"food  brokers,  beer  distributors,  etc." 
KVOO-TV  said  it  came  on  the  air  late  in 

the  state  and  "inherited  this  situation." 
KTUL-TV  said  it  is  basically  a  one-rate  sta- 

tion, offering  a  slight  advantage  to  local 

and  regional  advertisers  who  use  run-of- 
schedule  announcements  in  AA  time.  Mary- 

land Club  could  get  the  low  rate  if  it  quali- 
fied as  a  regional  account  and  bought  the 

run-of-schedule  plan.  The  newspapers  give 

"a  IVt.%  differential  which  we  feel  local 

utilities,  local  plants  are  entitled  to." 

Western  Airlines  Spot  Tv  Push 

Gets  Underway  in  Eight  Cities 

Western  Airlines  has  launched  a  new 

spot  television  campaign  in  eight  cities  to 
sell  its  service  throughout  the  western  states, 

Canada  and  Mexico.  The  largest  tv  cam- 

paign in  Western's  history,  with  a  budget  of 

approximately  $200,000,  it  will  use  ID's exclusively  on  a  total  of  21  stations  in  Los 

Angeles,  San  Diego,  San  Francisco,  Port- 
land, Seattle,  Tacoma,  Salt  Lake  City  and 

Denver,  averaging  about  eight  a  week  in 
each  market.  Campaign  will  run  through  the 

summer,  fall  and  winter.  BBDO,  Los  An- 
geles, is  the  agency. 

Featured  in  the  eight-second  ID's  will  be 
Western's  "Relaxed  Bird,"  created  in  1955 
by  Storyboard  Inc.  and  used  since  then  in 
brief  but  successful  tv  campaigns  in  western 

markets.  The  Bird  "seems  to  have  a  univer- 

sal appeal,"  Bert  D.  Lynn,  Western's  direc- 
tor of  advertising  and  sales  promotion,  said 

in  announcing  the  new  campaign. 

The  Relaxed  Bird  has  become  so  well 

identified  as  Western's  symbol  that  the  air- 
line last  fall  began  using  it  in  newspaper 

advertising  as  well  [Advertisers  &  Agen- 
cies, Nov.  11,  1957].  He  became  an  inter- 

national figure  this  month  when  he  began 

speaking  Spanish  on  television  in  Mexico 

City  to  promote  WAL's  route  to  Los  An- 
geles and  the  Pacific  Coast.  He  has  also 

gone  on  military  duty  since  a  jet  fighter 
squadron  of  the  U.  S.  Air  National  Guard 
adopted  him  as  its  official  emblem. 

Quartet  Films  of  Hollywood  is  now  the 
producer  of  the  Relaxed  Bird  commercials, 
working  under  the  general  supervision  of 
BBDO. 

Television  accounts  for  about  20%  of  the 

WAL  advertising.  Newspapers  are  the  major 

medium,  getting  about  half  of  the  advertis- 

ing budget,  and  magazines,  outdoor  and  ra- 

dio also  are  used.  Radio's  use  has  been  large- 
ly for  special  occasions,  such  as  the  an- 

nouncement of  a  new  route  or  a  change  in 

schedule  or  fares,  but  it  has  proved  extreme- 
ly efficient  at  these  assignments,  according 

to  BBDO. 

ARF  Issues  Tv  Map 

»  Advertising  Research  Foundation,  New 
York,  over  the  weekend  distributed  to  mem- 

bers a  map  of  the  U.  S.  showing  television 
household  penetration  levels  by  counties  as 
of  March  1958.  The  map  is  based  on  the 
new  county  estimates  released  by  ARF 

the  previous  fortnight  [Advertisers  & 
Agencies,  June  30].  Density  of  penetration 

is  depicted  on  the  22"x33"  map  by  color keying. 

Model  industry 

The  bright-faced  young  thing  who  man- 
ages to  look  glamorous  while  shampooing 

her  hair  may  appear  on  your  tv  screen  for 
less  than  a  minute,  but  her  activity  represents 

an  industry  that  has  been  siphoning  off  a 

fairly  glamorous  share  of  tv's  lucre  in  the 
past  few  years.  The  industry:  the  model 

agency,  servicing  advertisers  through  ad 

agencies  and  to  a  lesser  extent  via  the  com- 
mercial film  producer  in  the  casting  of  tv 

commercials. 

There  are  a  number  of  model  agencies 

or  "agents"  providing  this  service  to  the  tv 
advertiser.  Representative  of  them  are  three 
of  the  larger  model  agencies  in  New  York; 
the  Hartford  Agency,  the  Candy  Jones 
Conover  Agency  and  the  John  Robert 
Powers  Model  Agency. 

From  these  three  agencies  alone,  it  is 
possible  to  ascertain  the  following: 

•  Tv  has  become  a  basic  billing  source. 

Hartford's  tv-theatrical  division  had  an 
estimated  $604,000  gross  billing  last  year; 

in  November,  its  top  billing  month  last 

year,  the  gross  hit  $72,000,  and  its  estimated 
$42,000  gross  billing  for  January  of  this 

year  represents  nearly  a  10.6%  increase 
over  January  1957.  (Tv  represents  about 

90%  of  Hartford's  tv-theatrical  billing.) 

Conover  reports  an  estimated  65-75%  of 
its  models'  revenue  comes  from  activity  in 
tv  commercials.  The  Powers  company, 

which  has  no  television  department,  notes 

that  at  least  50%  of  its  business  now  is  at- 
tributable to  television. 

•  Television  activity  at  the  model  agencies 
is  on  the  increase.  Hartford,  for  example, 

notes  that  its  tv-theatrical  "take"  has  gone 
up  approximately  200%  since  August  1956 
(the  date  when  Adams-Leigh  Assoc.,  New 
York,  a  talent  agency,  merged  with  The 

Hartford  Agency — Adams-Leigh  started 
commercial  tv  as  a  "sideline"  but  soon  found 
it  could  not  keep  up  with  the  demand). 

The  model  houses'  tv  "clients"  include 
the  top  tv-billing  advertising  agencies  in  the 
country — a  sampling  at  Hartford  includes 
N.  W.  Ayer  &  Son,  Ted  Bates,  BBDO,  Ben- 

ton &  Bowles,  Leo  Burnett,  Compton,  Cun- 

ningham &  Walsh,  Dancer- Fitzgerald - 
Sample,  William  Esty,  Grey  Adv.,  McCann- 
Erickson,  Norman,  Craig  &  Kummel,  Sulli- 

van, Stauffer,  Colwell  &  Bayles,  J.  Walter 

Thompson  and  Young  &  Rubicam. 

Conover's  top  tv  client  list  is  similar,  and 
as  for  products  for  which  its  models  have 

been  used,  a  representative  Conover  group- 
ing includes  such  a  diversified  compilation 

as  Zarumin,  Prudential,  all  Colgate-Palm- 
olive products,  Coca-Cola,  Gleem,  Pall  Mall 

cigarettes,  Prell,  Pan  American  Airways, 
Lilt,  certain  Revlon  products  and  Genessee 
beer. 

The  model  agencies  agree  that  their  "best" models  in  television  earn  high  yearly  in- 
comes (assuming  they  model  for  other 

sources  too).  The  average  Hartford  model 
who  is  a  tv  type  comes  by  $30,000  a  year, 
one-third  of  the  income  from  tv  commer- 

cials alone.  Each  agency  can  cite  instances 
of  models  earning  up  to  $50,000,  a  good 

portion  of  this  from  tv  commercials.  Con- 

over notes  that  a  "Conover  girl"  offered  a 
Hollywood  contract  turned  it  down  on  the 
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growing  fat  from  tv  commercials 

basis  that  it  would  take  her  two  years  to 
make  more  than  she  earns  as  a  model. 

Asked  for  the  "highest  average"  for  a 
model  who  has  found  tv  a  "big  payoff," 
Hartford  cites  one  of  its  male  models 

(identity  not  revealed)  who  averaged  $800 
per  week  last  summer  in  tv  residuals  alone 
while  playing  in  summer  stock.  This  was  for 
a  handful  of  commercials. 

From  a  strictly  financial  standpoint, 

models  prefer  working  in  filmed  commer- 
cials. And  the  model  agency,  whose  per- 

centage goes  up  along  with  the  models'  in- 
come, tries  to  obtain  more  film  than  live 

work  for  its  models.  Various  rate  structures 

of  the  unions  involved  (Screen  Actors 
Guild,  American  Federation  of  Radio  & 
Television  Artists,  Actors  Equity,  etc.), 
residuals,  rate  differential  depending  on  how 
many  lines  are  spoken,  etc.,  all  come  into 
consideration. 

The  Hartford  Agency  maintains  that 

"models  in  television  must  be  able  to  move, 

be  animated  and  have  an  ability  to  act." 
Because  of  this,  Hartford,  as  do  some  other 
model  agencies,  encourage  instruction  of 
their  models  in  television.  Hartford,  in  fact, 
runs  a  school  which  includes  training  in 
drama  and  announcing. 

While  employment  as  a  model  in  tv  com- 
mercials has  a  strong  lure  of  coin,  there  is 

bitter  with  the  sweet.  A  model  can  not  be 

associated  with  only  one  product  or  one 
brand  too  long  because  despite  the  residuals, 

other  advertisers  in  competitive  lines  "won't 
touch  you  for  a  year  or  more." 

To  keep  up  with  the  multi-faceted  demand 
of  the  tv  commercial,  the  model  agency, 
such  as  Hartford,  will  have  access  to  a 

"talent  pool"  from  which  it  can  draw  spec- 
ial types  as  well  as  to  its  regular  roster.  Even 

the  regular  roster  contains  lists  of  people 
who  are  Broadway  actors  or  actresses, 
and/ or  models  well-known  in  such  varied 
modeling  fields  as  fashions,  photography 
(including  print),  industrial  shows  (and 
films),  summer  stock  and  dramatic  tv. 

The  tv  model  field  has  limitations.  Notes 

the  Conover  Agency:  "Tv  modeling  is  a 
good  source  from  which  to  draw  people 

for  acting  roles  in  television,  but  it  doesn't 
follow  that  a  good  tv  actress  automatically 

is  a  good  tv  model." 
The  model  agency's  only  tv  commodity 

is  people,  either  for  glamour  or  character 

work.  Types  and  qualifications  are  many — 
models  are  in  demand  for  their  white,  spark- 

ling teeth;  for  lovely  hands;  for  softness  of 

hair.  Female  models  may  have  a  "feminine" 
look,  or  may  be  in  demand  for  their  "ma- 

tronly" appearance.  Male  models  are  the 
"manly"  or  "fashion  plate"  type,  others  are 
in  the  "family"  classification;  a  few  fortunate 
(and  highly-paid)  models  are  all  three. 

Then  there  are  the  special  requests  from 

the  model  agency's  tv  client.  Some  clients, 
the  agencies  observe,  want  a  model  to  do 
any  of  half  a  dozen  things  in  addition  to 

being  a  "blonde"  5  feet  5  inches  tall,  who 
speaks  with  a  southern  drawl.  Many  a  client 
request  includes  the  need  for  the  model  to 
travel  because  the  commercial  may  be 
produced  on  location.  If  a  model  can  fit 
all  this  into  her  schedule,  however,  then 

there's  gold  on  them  there  channels. 

SMOKING  technique,  skating  ability  and  good  looks  get 
the  Viceroy  job  for  Chuck  Lester  and  Hildegard  Flagg  of 
the  Hartford  model  agency.  At  a  production  meeting  they 

check  costumes  with  Charles  Kebbe  (seated),  casting  direc- 
tor of  Ted  Bates,  advertising  agency  for  Viceroy,  and 

model  agencymen  Bret  Adams  (I)  and  Sandy  Leigh,  then 

directors  of  the  Hartford  Agency  tv-theatrical  department 
(now  with  their  own  firm).  The  sequence  at  right  resulted. 

POWERS  agency's  Nancy 
Kay  Lee  appears  on  living 

room  screens  for  RCA- 
Whirlpool  (through  Kenyon 
&  Eckhardt),  Tide  (Benton 

&  Bowles),  R.  J.  Reynolds' Salem  cigarettes  (William 

Esty),  Gleem  toothpaste 
(Compton  Adv.),  and  other 
national  advertisers. 

ADVERTISERS  who  like  the 
tv  look  of  Lorna  Gillam, 
Conover,  include  American 

Can  Co.  (Compton),  Rem- 
ington Rand  (Compton), 

Lipton  Tea  (Young  &  Rubi- 
cam),  Rinso  (J.  Walter 
Thompson),  Coca  -  Cola 
(McCann  -  Erickson)  and 
Gleem  (Compton). 

■<  THE  LIST  of  commercial  credits  for  Kim  Smith  of 
the  Conover  agency  television  department  illustrate  the 

successful  tv  model's  adaptability.  They  include  Kent 
cigarettes  (business  through  Lennen  &  Newell),  Pond's 
cosmetics  (J.  Walter  Thompson),  Maxwell  House  coffee 
(Benton  &  Bowles),  Revlon  Spray  Mist  (C.  J.  LaRoche), 
Schick  lighter  (B&B),  Bliss  home  permanent  (Norman, 
Craig  &  Kummel),  Ban  deodorant  (BBDO)  and  Sardo 
water  softener  (Fiore  &  Fiore). 

IVORY  soap  "Around  the  Clock"  is  demonstrated  by  Polly  Aaron  (I)  in  the  commercial  so 
designated  by  Compton  Adv.  The  series  of  spots  by  Compton  also  includes  one  in  which 
Helen  Olsen  (r),  shows  the  kitchen  uses  of  Ivory.  Both  are  Hartford  models. 
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ADVERTISERS  &  AGENCIES  continued 

BBDO  scouts  videotape's  potential, 

finds  its  ad  uses  hardly  recognized 

The  potentialities  of  videotape  in  the  pro- 
duction of  tv  programs  and  commercials  are 

as  unrecognized  today  as  tv's  own  potential- 
ities were  a  dozen  years  ago.  according  to 

Bud  Stefan,  head  of  tv  production  for 
BBDO.  Hollywood. 

"We  can't,  today,  really  conceive  the  pos- 

sibilities tape  has  to  offer,"  Mr.  Stefan  said 
after  a  trip  with  several  of  his  staff  to  Ampex 
Corp.  headquarters  in  Redwood  City,  Calif., 
where  they  became  further  acquainted  with 

videotape  recording  and  editing  through  per- 
sonal participation  in  the  process. 

"When  1  first  went  into  television  in  1947 
as  a  writer-director  at  KTLA  (TV)  (Para- 

mount's  pioneer  tv  station  in  Los  Angeles) 
I  wouldn't  have  believed  that  television  was 
capable  of  half  of  the  things  we  do  today  as 

a  matter  of  course,"  he  said,  "and  I'm  sure 

the  same  is  true  of  tape.  Today  we're  only 
working  with  basic  machines,  like  the  early 
automobiles  with  none  of  the  refinements 

or  improvements  that  came  later,  and  we 

can't  even  guess  at  the  developments  that 
are  to  come  through  RCA,  Ampex,  Du  Pont, 
Minnesota  Mining  &  Manufacturing  and 

other  manufacturers." 
The  reason  for  the  Ampex  visit  was  pri- 

marily to  find  out  what  the  new  tape  record- 
ing process  has  to  offer  agency  tv  production 

departments.  Ampex  expects  many  other 
agency  visitors  in  the  months  ahead.  But 

BBDO  had  a  special  interest  in  tape  record- 
ing that  accounts  for  its  trail  blazing.  One 

client,  Du  Pont,  produces  "Mylar,"  the  pol- 
yester film  for  Scotch  Brand  videotape  man- 

ufactured by  Minnesota  Mining  &  Manu- 
facturing, another  BBDO  account,  for  use 

in  sight  and  sound  recordings  for  television. 

"The  chief  thing  we  learned,"  Mr.  Stefan 
said  of  the  visit,  "was  that  videotape  re- 

cording of  tv  material  is  a  simple  process. 

With  me  were  four  tv  production  super- 
visors, Gerry  Morrison,  Larry  Algeo,  Joel 

Goldfus  and  Dorothy  Winter.  None  of  us 
is  an  engineer  and  yet,  within  an  hour  of 
our  introduction  to  the  apparatus,  we  were 
all  able  to  record,  rewind,  play  back,  edit 

both  video  and  audio  and  splice — without 
any  technical  help.  There  was  nothing  mys- 

terious, nothing  complicated.  It's  mostly 
just  a  matter  of  pushing  buttons." 

The  BBDO  delegation  also  found  that 
they  could  edit  the  tape  much  more  exactly 

and  much  more  easily  than  they  had  antici- 
pated. They  recorded  picture  and  sound, 

stopped  the  machine,  rewound  and  then 
played  back  to  determine  the  places  where 
they  desired  to  make  cuts.  Videotape  is  two 
inches  wide,  with  the  sound  portion  being 
along  the  upper  edge.  Applying  a  solution 
containing  carbonyl  iron  to  the  tape  revealed 
editing  pulse  marks  every  quarter  of  an  inch 
along  the  bottom  of  the  tape.  These  editing 

pulse  marks  represent  a  blanking  time  be- 
tween the  television  fields.  If  the  tape  is  cut 

and  put  back  together  at  one  of  the  editing 

pulses,  there  will  be  no  roll-over  of  the 
picture  on  the  screen.  The  tape  is  played  at 
a  speed  of  15  inches  per  second  and,  with 
four  editing  pulse  marks  to  the  inch,  it  is 
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possible  to  cut  to  the  exactness  of  1/60  of  a 
second.  Fortunately,  a  cut  can  be  made  four 
pulses  or  one  inch  from  any  indicated  spot 
without  noticeably  affecting  the  picture. 

This  "inch  of  safety"  allows  one  to  locate 
an  unmodulated  sound  area  on  the  top  edge 

of  the  tape  so  that  a  cut  can  be  made  with- 
out cutting  through  sound. 

"We  picked  up  and  taped  part  of  The 
Big  Payoff  program  off  the  air  from  San 

Francisco,"  Mr.  Stefan  reported.  "During 
this  sequence  Bess  Myerson  did  a  commer- 

cial where  at  one  point  she  placed  her  hand 

on  a  box  of  soap  powder  and  later  raised 
the  box  to  the  side  of  her  face.  We  decided 
to  use  the  latter  shot  as  an  insert  and  to 

eliminate  voice  and  picture  between  the  two 
sequences.  This  meant  going  from  the  first 

scene  directly  to  the  'insert'.  When  we  had 
made  the  cut,  spliced  the  tape,  and  played 

it  back,  we  discovered  we'd  caught  Miss 
Myerson  with  her  mouth  just  closing  on  the 
final  syllable  of  her  spiel.  So  we  made  a 
second  cut  and  splice  that  neatly  took  that 

syllable  out  and  showed  her  with  her  mouth 
closed  and  smiling. 

"The  fact  that  videotape  offers  an  in- 
stantaneous recording  and  play-back  process 

is  a  tremendous  advantage.  First,  you  watch 

the  commercial  on  the  monitor  as  it's  being 
recorded;  then  you  can  play  back  the  tape 

immediately  and  if  there's  anything  wrong 
you  can  re-do  it  right  then,  while  cast,  crew, 
costumes,  scenery  and  lights  are  all  on  hand. 
Before  the  session  is  over  you  have  on  tape 
exactly  the  commercial  you  want. 

"But  suppose,  subsequently,  you  want  to 
cut  the  one-minute  commercial  to  a  30- 

second  or  20-second  spot  or  to  an  eight- 

second  ID?  Here's  where  the  ability  to  edit 

the  tape  will  be  invaluable.  Or  suppose 

there's  a  change  in  price  of  the  displayed 
product.  This  may  call  for  a  change  in  the 
sound  track  alone.  If  so,  you  can  erase  the 
sound  and  re-record  a  new  track  without 

touching  the  video  signal  at  all." 
Asked  about  costs,  Mr.  Stefan  said  that 

until  the  networks,  tv  stations,  independent 
tape  studios  and  the  motion  picture  studios 

have  established  rates  for  videotape  record- 
ings, it  is  impossible  to  say  just  what  they 

will  be.  But  he  was  optimistic  that  they 
might  well  be  lower  than  the  present  prices 
for  similar  recordings  made  by  kinescope  or 

directly  on  motion  picture  film.  In  addition 

to  the  saving  on  re-takes,  an  initial  saving  is 
in  the  tape  itself.  It  costs  less.  There  are  no 
developing  and  printing  charges  to  pay  and 
the  picture  and  audio  signals  on  the  tape 

may  be  erased  and  the  tape  used  over. 

Mr.  Stefan  sees  agencies  as  new  prospects 

for  videotape  recorders  for  auditioning,  ex- 
perimenting with  new  techniques,  checking 

materials  to  be  used  in  commercials  and  the 

making  of  reference  recordings.  However, 

the  actual  commercial  production  on  video- 

tape requires  highly  skilled  people  and  elab- 
orate studio  facilities  and  a  setup  of  this 

kind  does  not  fit  present  agency  policy. 

"But  I  cannot  conceive  of  the  tv  station 

manager  who  wouldn't  want  videotape 
equipment  as  soon  as  he  is  able  to  get  de- 

livery, not  only  for  his  own  use  and  con- 
venience but  also  to  handle  the  videotape 

programs  and  commercials  which  are  sure 

to  come  his  way  in  ever  increasing  num- 
bers," Mr.  Stefan  stated. 

"Ampex  is  right  in  considering  videotape 

as  a  new  concept,"  he  concluded.  "And 
BBDO's  creative  and  production  staffs  have 
great  plans  for  our  advertisers  on  tape  as 
soon  as  union  jurisdiction  and  the  many 

other  related  problems  are  solved.  Let's  hope 
that  they  will  be  soon.  Videotape  is  ready." 

WATCHING  the  tape  as  it  records  both  sight 
quartet  from  BBDO  Hollywood  (1  to  r):  Bud 
Morrison,  Dorothy  Winter  and  Larry  Algeo 

and  sound  for  immediate  playback  are  this 
Stefan,  head  of  tv  production,  and  Gerry 

,  rv  production  supervisors. 
Broadcasting 



GET  YOUR  SHARE  OF 

TWO  BILLION  DOLLARS! 

Central  Iowa  is  a  MUST  market  in 

anybody's  league — WHO-TV,  alone,  covers 
392,700  families  with  CSI  of  over 

$2  BILLION,  including: 

Food  Sales   $320,578,000 

General  Mdse.  Sales  .    .  $132,113,000 

Drug  Sales   $  44,653,000 

Automotive  Sales  .    .    .  $310,319,000 

Whatever  "your  share"  of  this  big  market  may 

be,  WHO-TV  gives  you  a  bigger  share  of 

the  audience  (NBC-TV  plus  the  most  heads-up 

local  programming  in  the  area) ! 

The  latest  Metropolitan  Des  Moines  ARB 

(Feb.  8- March  7,  1958)  gives  you  at  least  a  clue: 

FIRST  PLACE  QUARTER HOURS 

NUMBER REPORTED PERCENTAGE  OF  TOTAL 
1  Week 4  Week 1  Week 4  Week 

WHO-TV 256 232 

54% 
49% 

STATION K 162 186 
34% 

39% 

STATION W 47 
51 

10% 11% 

TIES 8 4 

2% 
1% 

You  know  and  we  know,  of  course,  that  "anybody 

can  come  up  with  a  survey".  The  truth  is 
that  any  survey  can  tell  only  a  small  part  of  the 

WHO-TV  story.  Ask  PGW  for  the  main  themes! 

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

WOC-TV,  Davenport 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV IS  FIRST 

WHO-TW 

Channel  13  •  Des  Moines 
Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 
Robert  H.  Harter,  Sales  Manager 

Peters,  Griffin,  Woodward,  Inc., 
National  Representatives  Affiliate 
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KRON  is  TV  in  SF 

ScUL  T^Xja^CcSCOAO^  6LAJL  SC&J  OK, 

AVAILABLE 
Minutes  or 

Full  Sponsorship 

"DIAL  999" 

7:30-8  PM  Tuesdays SAN  FRANCISCO  CHRONICLE  •  NBC  AFFILIATE  •  CHANNEL  4  •  PETERS,  GRIFFIN,  WOODWARD 
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ADVERTISERS  S  AGENCIES  continued 

COURT  DECLARES  AD  TAX  ILLEGAL 

The  two  Baltimore  city  taxes  on  adver- 
tising and  media  were  held  unconstitutional 

last  Monday  by  Maryland  Circuit  Judge 

Joseph  L.  Carter,  who  said  they  are  in  vio- 
lation of  fundamental  guarantees  of  free- 

dom of  the  press.  Thomas  N.  Biddison,  Bal- 
timore city  solicitor,  said  he  will  appeal  the 

decision. 

The  city  has  repealed  the  taxes  effective 
next  Jan.  1.  They  have  remained  in  effect 
since  last  Jan.  1.  A  levy  of  4%  was  imposed 
by  the  city  last  Nov.  15,  applying  to  gross 
sales  of  advertising  time  and  space.  Another 
2%  tax  was  placed  on  gross  receipts  of 

broadcasters  and  publishers  handling  adver- 
tising. A  city  ordinance  adopted  last  April 

17  repealed  the  taxes,  following  a  nation- 
wide furore. 

Judge  Carter  held  in  essence  that  the 

press,  religion  and  speech  are  constitution- 
ally entitled  to  immunity  from  taxes  that 

can  be  used,  directly  or  indirectly,  as  a 
means  of  political  control.  However,  he 

pointed  out,  they  are  subject,  directly  and 
indirectly,  to  taxes  of  general  coverage. 

A  few  days  before,  Judge  Carter  said,  the 

U.S.  Supreme  Court  in  a  unanimous  opin- 
ion made  appropriate  comments  about  the 

guarantees  of  freedom  of  the  press.  He  re- 
called that  the  Maryland  General  Assembly 

this  year  outlawed  advertising  taxes  except 

as  part  of  general  taxes  on  business  or  busi- 
ness transactions.  The  legislators  also 

adopted  a  joint  resolution  that  reaffirmed  the 

state's  Declaration  of  Rights,  safeguarding 
all  media  of  information  from  any  form  of 
pressure  from  any  form  of  government. 

Most  radio  and  tv  time  sales  are  exempt 
from  the  taxes  because  of  their  interstate 

nature,  Judge  Carter  pointed  out.  The  three 
Baltimore  tv  stations  had  gross  receipts 

totaling  $1,636,701  for  the  first  quarter  of 

1958,  paying  $5,005  in  sales  taxes.  News- 
papers paid  $216,243  in  taxes  on  $5,985,- 

784  revenue,  he  noted.  Exempt  sales  of  tv 

totaled  $1,560,772  for  the  quarter  com- 

pared to  $630,309  for  newspapers.  He  added 
that  under  the  2%  gross-receipts  tax,  radio 
paid  $5,423,  tv  $2,502  and  newspapers 

$114,334. 
In  his  opinion  Judge  Carter  quoted  fig- 

ures showing  that  local  newspaper  adver- 
tising linage  had  dropped  12%  this  year 

compared  to  a  national  average  of  7.8%, 

which  the  newspapers  ascribed  to  the  adver- 
tising taxes. 

Wilbur  VanSant,  president  of  VanSant, 
Dugdale  &  Co.,  largest  Maryland  agency, 
said  a  decision  upholding  validity  of  the 
taxes  would  have  inspired  similar  legislation 
in  other  communities  and  possibly  states. 

"The  result  would  have  been  just  what  hap- 
pened in  Baltimore — curtailed  advertising, 

reduced  sales  and  a  cutback  in  productive 

jobs,"  he  said. 
Mr.  VanSant  had  opposed  the  tax  from 

the  time  it  was  first  proposed,  calling  it  "a 
measure  that  hits  at  the  very  basis  of  our 

mass  production  economy."  He  added, 
"Without  mass  advertising  there  could  be  no 

mass  distribution  as  we  now  know  it." 

HHMBflHflHflBflflBBBMRMSS 

MARKY'S'  $1  MILLION  COMEBACK 
Little  "Marky,"  the  impish,  animated 

child  who  stars  in  Maypo's  tv  commercials, 
is  running  a  heavy  sales  fever  and  next  fall 
will  break  out  with  a  heavy  schedule  of 
spots  in  television. 

Heublein  Inc.,  Hartford,  Conn.,  which 

through  its  Maltex  Co.  division  produces 

and  markets  the  Maypo  maple-Havered  hot 
cereal,  reads  this  spot  temperature  at  more 

than  $  1  million.  That's  the  amount  of  money 
Maltex  will  put  into  spot  tv  on  behalf  of 
this  product  alone  starting  in  the  third  week 
of  September. 

The  Maypo  expenditure  will  represent 
more  than  a  tripling  of  its  allocation  last 

season  for  spot  tv  (all  of  Maypo's  advertis- 
ing in  the  1957-58  season  was  in  spot  tv). 

Maltex  advertises  for  Maypo  on  a  seasonal 
basis  because  hot  cereals  sell  most  during 
the  cool  weather  months.  The  advertising 

hiatus  starts  in  mid-spring  and  goes  into 
September. 

On  the  basis  of  Maypo's  extraordinary 
success  in  spot  tv  in  the  past,  the  maple- 
flavored  hot  cereal  firm  will  expand  its 

market  areas  West — and  spot  tv  will  ac- 
company the  expansion  in  the  new  areas — 

from  the  generally  northeast  section  of  the 
U.  S.  straight  across  the  northern  half  of 
the  country. 

Bryan  Houston  Inc.,  New  York,  Maypo's 
advertising  agency,  reportedly  already  has 
been  buying  time  for  the  start  of  the  big 
seasonal  campaign.  Agency  executives  on 

the  account:  John  Van  Horson,  account 

supervisor,  and  Carl  Plehaty,  account  ex- 
ecutive. 

Last  season,  Maypo  ran  its  spot  campaign 

in  13  states:  Rhode  Island,  Vermont,  Mas- 
sachusetts, Connecticut,  New  Hampshire, 

Maine,  New  Jersey,  New  York,  Maryland, 
Delaware,  Eastern  Pennsylvania,  Michigan, 
and  Ohio  (in  the  latter  states,  primarily  in 

the  marketing  areas  of  Detroit  and  Cleve- land). 

So  far  as  the  company  is  concerned,  its 
campaign  next  season  will  be  nationwide 
(again  following  the  weather  pattern  and 
high  sales  areas  for  hot  cereals;  the  southern 
half  of  the  country  is  not  as  receptive  as  the 
northern  section). 

Heublein  has  been  marketing  the  product 

since  1950,  using  just  about  every  adver- 
tising medium  at  various  times  but  never 

with  any  notable  success  until  spot  tv  came 
along  two  years  ago. 

Backed  by  the  unique  cartoon  character, 

"Marky,"  who  has  Maypo  forced  down  his 
throat  and  then  loves  it — "I  want  my  May- 

po"— the  Maypo  flirtation  with  spot  televi- 
sion developed  into  a  wholesale  rout  of  the 

conventional  ranking  in  cereal  sales  that 

had  existed  up  to  that  time  in  Maypo  mar- 
keting areas. 

Following  its  initial  spot  tv  use  (New 
England  and  upper  New  York  state),  Maypo 
could  boast  sales  up  near  an  average  80% 

in  all  markets,  and  in  some  markets  the  in- 

crease was  as  high  as  186%.  In  Detroit,  a 
new  market  this  past  season  for  Maypo, 
six  weeks  after  the  cereal  maker  started  its 

usual  "Marky"  tv  campaign,  the  company 

set  up  a  special  100-case  display  in  a  super- 

market. With  the  combination  of  "Marky" 
brand  identification  (the  cartoon  figure  ap- 

pears on  the  box)  established  via  television 
and  the  follow-up  store  display,  the  100 
cases  were  sold  out  in  a  period  of  three 
days. 

The  boom  has  not  let  up — not  even  dur- 
ing the  summer  months.  Last  year,  Maypo 

sales  passed  a  1959-60  estimate  projected 
by  the  company,  a  feat  more  remarkable  in 

view  of  cold  cereals'  traditionally  out-selling 
hot  cereals  by  seven  to  one.  Already  an- 

nounced by  Heublein  President  J.  G.  Martin 

and  Floyd  James,  food  sales  manager:  May- 
po facilities  in  Burlington,  Vt.  (heart  of  the 

maple-syrup  country  in  New  England),  have 
been  increased  to  permit  a  doubling  of  pro- 
duction. 

The  plans  for  production  and  for  the  spot 

advertising  were  disclosed  by  these  execu- 
tives and  by  E.  G.  Gerbic,  vice  president  of 

the  Heublein  Food  Div.  and  Frank  C. 

Marshall,  advertising  manager  for  the  Food 
Div.,  at  a  national  sales  meeting  in  Hartford. 

It  is  estimated  that  last  season  Maypo 

put  about  $350,000  into  its  spot  tv  push. 
The  buying  trend  by  the  advertiser  most 
likely  will  follow  the  pattern  of  the  last 

season.  Spots  are  sought  in^ children's  shows 
and  westerns  or  in  adjacencies,  primarily 

CONTINUED 
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ADVERTISERS  &  AGENCIES  cont.nued 

COLORC 

The  Next  10  Days 

of  Network  Color  Shows 

(all  times  EDT) 

CBS-TV 

Colorcasting  schedule  suspended  for 
summer. 

NBC-TV 

July  14-18,  21-23  (12:30-1  p.m.)  //  Could 
Be  You,  participating  sponsors. 

July  14-18,  21-23  (2:30-3  p.m.)  Haggis 
Baggis,  sustaining. 

July  14,  21  (7:30-8  p.m.)  Haggis  Baggis, 
sustaining. 

July  16,  23  (9-10  p.m.)  Kraft  Mystery 
Theatre,  Kraft  Foods  Co.  (J.  Walter 
Thompson) . 

July  17  (7:30-8  p.m.)  Tic  Tac  Dough, 
Warner-Lambert  Pharmaceutical,  Emer- 

i  ST  I  N  6 

son  Div.  (Lennen  &  Newell)  and  RCA 

Victor   (Kenyon  &  Eckhardt). 

July  17  (10:10:30  p.m.)  The  Price  Is 

Right,  Lever  Bros.  (J.  Walter  Thomp- son) . 

July  18  (7:30-8  p.m.)  The  Big  Game,  sus- taining. 

July  19  (8-9  p.m.)  Boh  Crosby  Show, 
participating  sponsors. 

July  20  (7-7:30  p.m.)  Noah's  Ark,  sus- taining. 

July  20  (8-9  p.m.)  Steve  Allen  Presents: 
Steve  Lawrence  and  Eydie  Gorme, 

American  Machine  &  Foundry  (Cun- 
ningham &  Walsh),  Greyhound  Corp., 

Procter  &  Gamble  (both.  Grey). 

July  20  (9-10  p.m.)  The  Chevy  Show, 
Chevrolet   (Campbell-Ewald) . 

July  22  (8-9  p.m.)  The  Investigator  RCA- 
Whirlpool  (Kenyon  &  Eckhardt),  Liggett 

&  Myers  (McCann-Erickson). 

continued    from  page  41 

before  the  school  hours  in  the  morning  (7-9 

a.m.)  and  after  school  (4-7  p.m.). 
The  campaign  is  expected  to  be  run  on 

more  than  100  stations  and  in  the  major 

markets  in  every  northern  state  (last  season, 

the  spots  ran  on  about  42  stations  in  19 
markets  and  used  about  120  spots  per 

week).  Frequency  next  fall  has  not  yet  been 

determined  since  line-ups  are  currently  un- 
der preparation,  and  availabilities  being 

formed.  For  the  media  strategists,  the  plac- 
ing of  spots  in  the  generally  preferred  time 

periods  may  present  a  problem  since  the 

PASSES  GOOD  FOR  FALL  •  First  exten- 
sive use  of  radio  time  to  promote  B.  T. 

Babbitt  Co.'s  "Ride  Free  .  .  ."  subway-bus 
promotion  [Advertisers  &  Agencies,  June 

30]  will  be  in  Philadelphia  early  in  Septem- 
ber, it  was  learned  last  week.  Babbitt  and  its 

agency,  Brown  &  Butcher  Inc.,  have  got 

green  light  from  Philadelphia  Transporta- 
tion Corp.,  and  will  go  after  Bab-O  custom- 

ers (and  transit  riders)  with  slogan,  "Buy 
Three  .  .  .  Ride  PTC." 

JUNE  BUST  •  Daytime  sales  on  NBC-TV 
in  June  hit  almost  $10.8  million,  Walter  D. 

Scott,  vice  president,  tv  network  sales,  an- 
nounced last  week  with  report  that  during 

final  week  of  June  new  order  by  Sunshine 
Biscuit  Inc.  and  renewal  by  Whitehall  Labs 

Div.  of  American  Home  Products  Corp.  ac- 
counted for  $3  million.  Other  buys  had  been 

announced  earlier.  Sunshine  buys  alternate- 

Tuesday  quarter-hour  segment  of  The  Price 
Is  Right  and  alternate-Friday  quarter-hour 

of  Tic  Tac  Dough,  both  starting  mid-Sep- 
tember, through  Cunningham  &  Walsh,  N. 

Y.  Whitehall's  52-week  renewal  of  alternate 

weekly  quarter-hour  segments  of  It  Could 
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buyer  is  handicapped  somewhat  by  the  time 

limitations.  But  Heublein  and  "Marky"  not 
only  want  their  Maypo,  they  want  sales  and 
they  mean  to  get  them. 

"Marky"  can  be  likened  to  some  extent 

to  the  notorious  comic  strip  character,  "Den- 
nis the  Menace."  In  the  one-minute  com- 

mercials, "Marky"  balks  when  he  is  offered 
the  hot  cereal  (any  child  could  understand 

this  situation).  "Marky"  then  is  won  over 
and  apparently  viewer  identification  with  the 

character  pays  off.  (Creator  of  "Marky" 
was  John  Hubley,  Storyboard  Inc.,  owner 
and  producer  of  the  commercials.) 

Be  You,  Price  Is  Right  and  Queen  for  a 

Day  is  effective  mid-October  through  Ted 
Bates  &  Co.,  N.  Y. 

CROSSES  RANGER'  PALM  •  It'll  be 
more  "Hi-yo-Silver"  for  the  Lone  Ranger 
this  coming  season — silver  being  new  spon- 

sor coin.  Added  last  week  to  renewal  of 

western  series  (ABC-TV,  Sun.,  5:30-6  p.m.) 
by  General  Mills  Inc.  (Dancer-Fitzgerald- 
Sample)  and  Cracker  Jack  Co.  (Leo  Bur- 

nett) is  new  sponsorship  of  Smith  Bros. 
(Sullivan,  Stauffer,  Colwell  &  Bayles). 
Ranger  now  in  its  26th  year,  will  enter  its 
1 0th  tv  season  this  autumn. 

QUAKER  CUSTOM  •  Eastman  Kodak 
Co.,  Rochester,  N.  Y.,  for  past  two  years 
sole  sponsor  of  The  Adventures  of  Ozzie  & 

Harriet  (produced  and  directed  by  Ozzie 
Nelson  via  Stage  Five  Productions),  will 

sponsor  film  show  again  next  season  on 

ABC-TV  but  on  alternate  weeks.  Quaker 
Oats  Co.  (breakfast  cereals,  pancake  and 

baking  mixes,  pet  foods),  Chicago,  is  pick- 
ing up  other  week,  starting  Oct.  1.  J.  Walter 

Thompson  is  agency  for  both  advertisers. 
Also  next  fall  (starting  Sept.  24),  series 

Chrysler  Corporate  Tv 

Cut  Back  to  $900,000 

Chrysler  Corp.,  unlike  its  rival  General 
Motors  Corp.,  is  retaining  its  tv  institutional 
advertising  program,  albeit  reduced. 

The  third  of  the  "Big  Three,"  which  last 
year  and  seasons  before  spent  more  than 

$5  million  annually  on  CBS-TV  Climax!, 
last  week  announced  two  special  hour-long 

programs.  Price  tag  on  the  two  is  estimated 
at  $900,000. 

On  Oct.  17,  Chrysler  will  sponsor  a 

spectacular  with  Fred  Astaire — marking  the 

singing  dancer's  first  "live"  tv  appearance. 
The  show,  packaged  by  MCA  Ltd.,  will  be 
seen  on  NBC-TV  9-10  p.m.;  Chrysler  also 

will  sponsor  an  Astaire  "encore"  sometime in  the  spring  of  1959. 

The  October  program  will  serve  as  a 
showcase  for  the  1959  Chrysler  model  line; 

the  spring  show  will  serve  as  a  "reminder," 
according  to  Leo  Burnett  &  Co.,  Chrysler's 
agency  for  institutional  advertising. 

Spot  radio-tv  advertising  for  the  1959 
line  will  be  conducted  through  the  various 
divisional  agencies:  N.  W.  Ayer  &  Son 

(Plymouth),  Grant  Adv.  (Dodge  and  trucks), 
BBDO  (DeSoto)  and  Young  &  Rubicam 

(Chrysler  and  Imperial).  There  were  no  indi- 
cations last  week  on  strategy  and  budget  in 

the  realm  of  spot,  but  apparently  Chrysler 

will  step  up  print  advertising  in  an  effort 
to  cut  costs  and  increase  store  traffic. 

Though  Chrysler  Corp  (institutional) 
picked  up  most,  if  not  all  of  the  coin  on 
Climax!,  it  was  understood  that  the  various 
divisions  whose  autos  shared  the  Climax! 

commercial  soundstage  contributed  to  costs. 

Chrysler's  most  recent  institutional  agency 
was  McCann-Erickson  Inc.,  which  resigned 
Chrysler  earlier  this  year  to  take  on  Buick 
Div.  of  General  Motors  Corp.  Burnett  took 

over  Chrysler  institutional  this  summer. 

moves  from  its  current  slot  of  Wednesdays, 

9-9:30  p.m.  to  new  time  period,  8:30-9  p.m. 
same  evening.  Fall  run  will  mark  seventh 

straight  year  on  tv  for  series. 

LINED  UP  AT  'DOOR'  •  Alternate  spon- 
sors, for  Behind  Closed  Doors,  new  film 

series  dramatizing  cases  of  American 

counter-espionage,  were  announced  last 
week  by  NBC-TV.  Starting  Oct.  2  in 
Thursday  9-9:30  p.m.  period  new  Screen 
Gems  package  will  be  sponsored  alternately 
by  Whitehall  Labs  Div.  of  American  Home 
Products  Corp.  (Ted  Bates  &  Co.,  N.  Y.) 

and  Liggett  &  Myers  Tobacco  Co.  for  its 

L&M  filter  cigarettes  (Dancer-Fitzgerald- 
Sample,  N.  Y.). 

DRACKETT    LASSOES    MAVERICK  • 
Drackett  Co.  (Drano,  Windex  household 

cleansers),  Cincinnati,  which  is  understood 

to  be  participating  in  ABC-TV's  new 
"Operation  Daybreak"  plan  (see  page  34), 

has  bought  quarter  sponsorship  of  network's 
Maverick  series  (Sun.,  7:30-8:30  p.m.), 

starting  yesterday  (July  13).  Drackett  has 
bought  half  of  program  on  alternate  week 

basis  with  Kaiser  Co.'s,  which  sponsor  series 
fully  on  other  weeks.  Young  &  Rubicam, 

N.  Y.,  is  agency  for  both  advertisers. 
Broadcasting 
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wherever  they  be 

it's 

IN  N.  Y.  C,  and  VICINITY 

over  two  million  Italians  agree 

The  prosperous  "WOV  Italian  speaking  community" 

encompasses  over  2,100,000  people  in  the  17  county 

New  York  area  and  has  spelled  profit  to  countless 

advertisers  through  the  years. 

WOV's  "Italian  City"  is  actually  larger  than  Phila- 

delphia—bigger than  the  entire  state  of  Connecticut 

—over  TWICE  THE  SIZE  of  any  other  foreign  language 

group!  And  it's  growing  every  day.  New  immigration 
in  the  past  decade  alone  (118,330)  exceeds  the  total 

population  of  Phoenix  or  Schenectady.  ̂ % 

If  you  want  all  of  greater  New  York  you  cannot  over- 

look the  Italian  market.  And  if  you  need  increased 

sales  the  one  radio  voice  reaching  this  market  is 

overwhelmingly  WOV. 

WOV NEW  YORK -ROME 
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ADVERTISERS  S  AGENCIES  continued 

KELLOGG  MAY  BE  TV  PACESETTER 

•  Stations  seem  ready  to  go  along  with  spot  discount  plan 

•  Informal  midwest  poll  shows  rate  card  changes  in  making 

Are  tv  stations  likely  to  accept  the  new 

spot  discount  formula  being  offered  to  the 

Kellogg  Co.  for  1958-59?  Are  500-odd 
stations  prepared  to  revise  their  rate  cards 

for  bulk  program  time  purchases  alongside 
announcements?  And  is  there  an  industry 
trend  in  the  making? 

The  answer  is  a  qualified  "yes"  across  the 
board,  based  on  an  informal  Broadcasting 

poll  of  several  station  representatives  last 
week — a  yes  with  obvious  qualifications  as 
to  individual  market  conditions,  competitive 
station  factors,  network  competition  and 

advertisers'  future  needs  and  demands. 
For  the  most  part,  stations  are  adopting 

a  wait-and-see  attitude  as  scrambling  gets 
underway  for  chunks  of  the  estimated  $7.5 
million  of  new  Kellogg  spot  business.  But 
the  representatives  plainly  indicate  that  a 
clear  majority  of  over  350  stations  handled 
by  those  firms  (or  roughly  70%  of  operating 
commercial  outlets  in  the  U.  S.)  would  (1) 

go  along  with  the  20-30%  discount  for- 
mula, or  certain  variations,  and  (2)  change 

their  rate  cards  to  offer  similar  discounts- 

off-earned-frequencies  to  other  national  or 
regional  advertisers.  Obviously,  only  about 
half  these  outlets  will  figure  specifically  in 

Kellogg's  fall  spot  program. 
The  poll  covered  16  station  representative 

firms,  including  major  ones,  claiming  an 
aggregate  of  perhaps  355  stations.  Chicago 
reps  were  asked  (1)  how  many  of  their 
stations  would  accept  the  Kellogg  formula 
for  bulk  program  time  buys  to  accommodate 

three  to  five  half-hour  segments  per  week 
(with  respective  discounts  of  20%,  25% 

and  30%)  and  (2)  how  many  would  contem- 
plate rate  card  revisions  to  accommodate 

Kellogg  and  other  bulk  program  advertisers. 
Chicago  representatives  were  canvassed 

on  geographical  grounds  inasmuch  as  the 
formula  initially  was  developed  by  the 

Chicago  Spot  Development  Council  for  pres- 
entation to  Kellogg,  a  midwest-based  na- 

tional advertiser. 

While  most  representatives  declined  to 

speak  categorically  for  their  stations  as  a 
group,  or  for  specific  stations,  they  were 
able  to  provide  a  consensus  of  thinking, 
which  indicated  these  findings: 

•  Scattered  exceptions  don't  particularly 
want  the  Kellogg  business  on  the  basis  of 

the  suggested  formula;  some  felt  the  maxi- 
mum 30%  discount  was  too  high.  At 

least  one  top  representative  indicated  its 

station  "probably  would  hold  the  line." 
Other  stations  indicated  they  thought  their 
rates  were  already  competitive  enough. 

•  Competition  in  a  given  market  will 

largely  determine  stations'  acceptance  of 
the  Kellogg  business  in  many  instances. 

•  Most  stations  would  prefer  to  incor- 
porate the  bulk  program  time  purchase  fea- 

ture in  their  rate  cards  and  so  list  it  with 

Standard  Rate  &  Data  Service — then  stick 
to  their  rate  cards  and  offer  the  same  ad- 

vantages to  other  advertisers.  In  certain 
markets,  clients  with  bulk  or  strip  program 

commitments  presumably  would  seek  sim- 
ilar discounts. 

•  Since  the  concept  of  including  multiple 
programs  in  rate  cards  with  announcements 
is  a  revolutionary  one,  many  stations  are 

holding  off  until  the  wheeling-and-dealing 
on  Kellogg  is  underway  before  reappraising 

their  cards.  There's  also  the  feeling  that  the 

Kellogg  action  provides  a  "specialized"  sit- 
uation and  a  general  move  within  the  tv 

industry  will  be  dictated  by  whether  other 
national  advertisers  decide  to  follow  a  sim- 

ilar course  [Advertisers  &  Agencies,  June 

30,  23;  Stations,  June  16]. 

As  Chicago  representatives  began  lining 

up  Kellogg  station  availabilities,  there  were 
these  other  major  developments: 

(1)  The  Chicago  Spot  Development 
Council  made — or  prepared  to  make — sim- 

ilar pitches  to  such  other  midwest-based 
clients  as  Jos.  Schlitz  Brewing  Co.,  Pills- 
bury  Mills  and  General  Mills. 

(2)  Other  agencies,  including  a  half-dozen 
headquartered  in  New  York,  manifested  in- 

terest in  the  rate  concept,  seeking  details. 

(3)  The  possibility  arose  that  one  other 
advertiser  (and  perhaps  more)  is  interested 

in  sharing  the  half-hour  spot  segments  with 
Kellogg  in  certain  markets. 

Leo  Burnett  Co.,  Kellogg's  agency,  met 
with  35  station  representatives  last  Tuesday 

(July  8),  outlined  the  client's  spot  tv  re- 
quirements market-by-market  and  requested 

availabilities  in  165  markets.  For  an  initial 

10-day  period  (July  8-18),  Burnett  wants 
available  time  in  the  top  30  markets  and 
will  buy  other  markets  through  the  summer 
until  Aug.  26,  with  the  spot  drive  set  to 
kick  off  officially  Sept.  29.  Kellogg  will  spot 

its  film  properties  in  three  to  five  half-hour 
time  segments  weekly,  primarily  in  the  5-7 

p.m.  strip. 
Thinking  now  is  largely  along  these  lines: 

Kellogg  may  buy  the  complete  five  strips  in 
only  three  or  four  major  markets  (New 

York,  Chicago,  Los  Angeles,  etc.),  thus 

qualifying  for  the  suggested  30%  discount, 
but  generally  concentrating  on  three  or  four 
shows  per  week  in  most  other  of  the  top  50 
tv  markets.  There  were  reports,  too,  that  a 

Saturday  morning  slot  is  being  considered 

in  some  markets,  and  that  5-7  p.m.  is  not 
necessarily  preclusive. 

Burnett  executives  declined  comment  on 

whether  Kellogg  would  be  predisposed  to 
accept  another  client  in  the  package,  but 

representatives  acknowledged  that  overtures 
had  been  made.  Stations  themselves  are 

vieing  for  perhaps  $4.5  million  (time  costs) 

in  the  Kellogg  budget  under  a  plan  provid- 

HOW  PEOPLE  SPEND  THEIR  TIME 

There  were  125,272,000  people  in  the  U.S.  over  12  years  of  age  during  the  week 

July  5-11.  This  is  how  they  spent  their  time. 

64.3%  (80,550,000)  spent  1,509.4  million  hours    watching  television 
62.7%  (78,546,000)  spent  1,261.5  million  hours    listening  to  radio 
79.8%  (99,967,000)  spent    392.7  million  hours  reading  newspapers 
32.8%  (41,089,000)  spent     186.5  million  hours    reading  magazines 
19.6%  (24,553,000)  spent    278.1  million  hours  .  .  .  watching  movies  on  tv 

37.6%  (47,144,000)  spent    199.6  million  hours   attending  movies* 

There  were  125,272,000  people  in  the  U.S.  over  12  years  of  age  during  the  week 

June  28-July  4.  This  is  how  they  spent  their  time. 

66.4%    (83,078,000)  spent  1,570.2  million  hours    watching  television 
60.4%    (75,571,000)  spent  1,197.8  million  hours   listening  to  radio 
80.1%  (100,219,000)  spent    387.7  million  hours   reading  NEWSPAPERst 
35.2%    (44,041,000)  spent     194.1  million  hours    reading  magazines 
20.1%    (25,149,000)  spent    281.9  million  hours    .  .  watching  movies  on  tv 

33.2%    (41,505,000)  spent    174.3  million  hours    attending  movies* 

These  totals,  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published 

exclusively  by  Broadcasting  each  week,  are  based  on  a  48-state,  random  dispersion 

sanrple  of  7,000  interviews  (1,000  each  day).  Sindlinger's  weekly  and  quarterly 
"Activity"  report,  from  which  these  weekly  figures  are  drawn,  furnishes  comprehen- 

sive breakdowns  of  these  and  numerous  other  categories,  and  shows  the  duplicated 
and  unduplicated  audiences  between  each  specific  medium.  Copyright  1958  Sindlinger 
&  Co. 

t  From  1-1.5  million  of  the  decrease  in  individual  newspaper  readership  is  attributed  to  the 
Philadelphia  newspaper  strike. 

*  All  figures  are  average  daily  tabulations  for  the  week  with  exception  of  the  "attending 
movies"  category  which  is  a  cumulative  total  for  the  week.  Sindlinger  tabulations  are  avail- 
ble  with  2-7  days  of  the  interviewing  week. 

SINDLINGER'S  SET  COUNT:  As  of  July  1,  Sindlinger  data  shows:  (1)  109,368,000 
people  over  12  years  of  age  see  tv  (87.3%  of  the  people  in  that  age  group); 
(2)  42,371,000  U.  S.  households  with  tv;  (3)  46,660,000  tv  sets  in  use  in  U.  S. 
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WUHLU'DtAltH, 
■  Reporter  Ed  Fleming  covers  ground. 

He's  been  places  most  newsmen  only  talk  about.  And  he's  st[H  going  places.  Now 
bringing  millions  of  Southern  Californians  his  authoritative  reports  of  national  and 

international  events  on  "Six  O'Clock  Report"  and  "Ten  O'clock  Report -The  Big  News!' 

The  addition  of  Ed  Fleming  to  KNXT's  prize-winning  news  staff  is  just  one  more 

reason  why,  now  more  than  ever,  KNXT  News  means  good  news.  For  example:  "Six 

O'Clock  Report"  already  reaches  an  average  of  over  400,000  viewers  each  evening. 

"Ten  O'Clock  Report -The  Big  News"  reaches  better  than  500,000  viewers  and  is,  in 
fact,  the  number  one  news  show,  local  or  network,  in  all  Southern  California. 

World-beater  Ed  Fleming  and  KNXT  News  are  made  for  each  other. . .  and  for  you. 

For  complete  information  contact  the  nearest  CBS  Television  Spot  Sales  office 

or  KNXT,  Channel  2,  Los  Angeles    ,n    Phone  OLive  1-2345  •  CBS  Owned 



ADVERTISERS  &  AGENCIES  continued 

ing  "  program  contributions,"  with  estimated 
production  and  talent  costs  of  perhaps  $3 
million.  The  properties  are  Wild  Bill  Hickok, 

Superman.  Woody  Woodpecker  and  Huck- 
leberry Hound.  The  spot  campaign  is  due 

to  start  sometime  in  September. 

While  virtually  all  representatives  de- 
clined to  be  quoted,  they  proffered  frank  ob- 

servations: 

•  "This  could  be  reminiscent  of  the  rate- 
cutting  war  that  plagued  radio  some  years 
ago.  We  had  a  similar  situation  on  radio 

rates  that  resulted  in  the  medium  being  un- 
dersold— and  sold  under  the  table.  It  could 

involve  rate-cutting  within  spot  and  between 

network  and  spot." 
•  "It  may  be  a  problem  for  stations  to 

change  their  rate  cards.  Only  a  few  select 

advertisers  do — or  can — buy  three  to  five 
half-hour  shows  per  week  as  Kellogg  ap- 

parently intends  to  do." 
•  "Some  of  our  stations  in  small  markets 

objected  to  the  plan  but  they  are  not  really 

involved — by  the  time  Kellogg  gets  the  mar- 

kets it  wants." 
•  "Competition  among  stations  will  be 

the  determining  factor  in  most  markets  as  to 

whether  they'll  accept  the  formula  discounts 
or  change  their  rate  cards." 

«  "Kellogg's  action  is  definitely  preceden- 
tial. It's  highly  probable  stations  will  revise 

their  cards.  They  want  the  business  and  the 
rate  formula  makes  sense;  others  feel  that, 

in  view  of  their  already  lower  rates  and  pro- 

gramming competition,  they  should  not  en- 
ter into  any  additional  discounts  at  this 

time." 
•  "All  stations  want  the  Kellogg  business 

and  will  make  concessions  to  get  it — whether 
it  follows  the  suggested  formula  or  takes 

other  variations." 
•  "Our  stations  probably  will  pretty  well 

hold  the  line.  The  stations  with  the  most  to 

gain  in  business  will  go  for  the  plan;  others 

won't." •  "If  stations  in  some  markets  change 
their  rate  cards,  those  in  other  markets  will 

follow  suit." 
•  "Some  of  our  stations  are  not  too  happy 

about  the  discount  plan.  They  don't  feel 
they  would  make  any  more  money  than  they 

are  now  making  on  the  network  (ABC-TV) 

strip." •  "This  could  develop  into  a  trend  against 

network,  especially  for  the  fall." 
•  "This  is  a  step  in  the  right  direction 

and  definitely  could  be  a  trend.  We  have  to 

live  with  the  networks  and  this  won't  put 
them  out  of  business.  The  networks  also  are 

in  spot  competition.  This  is  the  first  time  we 

have  been  on  a  competitive  plane  with  net- 
works in  actual  programs  (as  distinguished 

from  announcements)." 
•  "This  is  a  good  thing  for  stations.  After 

all  commissions  and  discounts,  they  could 
stand  to  reap  as  much  as  45%  of  rate  card 
time  costs,  compared  with  30%  of  rate  card 

on  the  network  (ABC-TV).  It  also  might  be 
a  good  deal  for  such  multi-product  firms  as 
Procter  &  Gamble  and  Lever  Bros.  But  as 

a  trend  it  probably  would  be  very  limited." 
The  formula  developed  by  the  Chicago 

Spot  Development  Council  on  the  basis  of 
meetings  with  representatives  of  Leo  Burnett 
Co.  elicited  open  praise  from  Howard  B. 

MOUTHS  OF  BABES 

Gingiss  Bros,  (formal  wear  rental 
firm)  Chicago,  is  using  its  ability  to 

laugh  at  itself  in  a  radio  spot  cam- 

paign to  get  the  firm  name  remem- 
bered by  prospective  clients. 

In  one  commercial  by  W.  B.  Doner 

&  Co.,  Chicago,  a  reporter  interviews 
a  youth  at  the  high  school  prom. 
Complimenting  him  on  his  tuxedo, 
the  reporter  finds  out  where  the  boy 
got  the  suit,  but  fails  to  elicit  why  it 
was  rented  from  Gingiss  Bros.  The 
boy  denies  it  was  the  styling,  the 

fabric  or  price.  He  finally  admits,  "My 

dad  is  Mr.  Gingiss." 

Meyers,  vice  president  in  charge  of  Venard, 

Rintoul  &  McConnell's  Chicago  office.  He 
felt  it  could  "definitely  signify  a  trend  to- 

ward heavier  use  of  programming  from 

which  advertisers  heretofore  shied  away  be- 

cause of  cost  factors." 
Mr.  Meyers  felt,  "There  is  every  reason 

to  believe  stations  will  conform.  In  the 

case  of  announcements,  radio  and  tv  sta- 
tions both  have  offered  sizable  discounts 

based  on  frequency  usage.  If  that  is  true 
of  announcements,  why  not  programs?  The 

benefits  should  be  greater  for  multiple  pro- 

grams. We  tend  to  think  in  terms  of  satura- 
tion rather  than  13-,  26-,  39-  and  52-week 

contracts.  At  first  30%  would  appear  to  be 
too  much  of  a  discount  but  it  actually  may 

not  be."  Mr.  Meyers  pointed  out  stations 
offer  substantial  frequency  discounts  on  an- 
nouncements. 

The  original  rate  plan  was  conceived 

by  a  group  of  representatives  including 
Blair-Tv;  Blair  Television  Assoc.;  Weed 
Television;  Adam  Young;  The  Katz  Agency, 

and  Peters,  Griffin,  Woodward — all  mem- 
bers of  the  Stations  Representatives  Assn. 

of  Chicago.  It  was  purportedly  based  on 
a  survey  of  185  stations  in  that  group  and 
showed  about  80%  of  stations  favoring  the 

WELCOME  FOR  WILMOTH 

Blair-tv  salesman  Bill  Vernon  last 

week  gave  a  "spectacular"  welcome  to 
Glenn  Wilmoth,  Dancer-Fitzgerald- 
Sample  media  executive,  who  was 
transferred  from  San  Francisco  back 

to  the  agency's  headquarters  on  New 
York's  Madison  Ave.  Mr.  Vernon, 
who  services  the  agency  on  behalf  of 

Blair-Tv,  checked  into  the  Roosevelt 
Hotel,  commandeering  a  room  located 

directly  opposite  the  windows  of  the 
D-F-S  media  department  and  display- 

ing a  huge  sign  that  took  up  all  of  the 

window.  "Welcome  Back  Glenn"  the 

sign  read. 
The  Blair  people,  meanwhile,  had 

called  the  agency  media  department 
for  Mr.  Wilmoth  to  take  a  peek  out 
of  his  office  window.  The  enterprising 

Mr.  Vernon  followed  up  the  sign  dis- 

play with  a  private  party  for  D-F-S 
media  people  at  his  hotel  suite  at  the 
close  of  business  that  day. 

plan.  The  rate  formula  was  not  an  official 

SRA-Chicago  project  as  such,  but  was  con- 
ceived by  these  members  as  a  means  of 

sparking  spot  business  in  general. 

Broadcasting's  poll  of  representatives 
included  both  SRA  and  non-SRA  members 

handling  roughly  355  of  the  country's  510 
commercial  stations.  It  covered  a  cross- 

section  of  large-  medium-  and  small-size 
representatives  alike,  including  those  with 

several  stations  in  the  nation's  so-called  top 
50  tv  markets  in  terms  of  set  count,  popula- 

tion, retail  and  food  sales  and  others  in 

secondary  and  smaller  markets. 

JWT  Named  by  Stouffer  Corp., 

Commercial  Banks  Foundation 

Two  new  advertising  accounts  have 
landed  at  J.  Walter  Thompson  Co.  The 

Stouffer  Corp.,  Cleveland  restaurant  chain 
and  frozen  food  manufacturer,  has  ap- 

pointed IWT,  moving  from  two  Cleveland 
agencies,  Wyse  Adv.  and  Lang,  Fisher  & 
Stashower.  The  other  new  account  is  the 

Foundation  for  Commercial  Banks,  Phil- 
adelphia. 

What  the  new  appointments  will  mean 
for  radio  and  tv  is  not  clear  in  either  case. 

Stouffer,  for  example,  is  looking  to  ad- 
ditional advertising,  marketing  and  mer- 

chandising. The  advertiser  now  bills  $500,- 
000  but  presumably  expects  the  agency  to 

map  a  more  ambitious  program  for  it  and 
consequently  billing  should  increase.  Keyed 

to  the  naming  of  Thompson:  the  agency's 
background  in  food  advertising  (Kraft, 

Libby,  McNeil  &  Libby  and  Lever  Bros.). 
The  commercial  banking  foundation  was 

formed  only  recently.  A  non-profit  organ- 
ization, the  foundation  was  set  up  to  organ- 

ize and  conduct  a  national  advertising  pro- 
gram. Some  14,000  banks  in  the  U.  S. 

will  contribute  (voluntarily)  and,  in  fact,  are 

now  being  canvassed  for  funds.  The  foun- 
dation's advertising  program  is  expected  to 

emphasize  services  provided  by  commercial 
banks.  No  radio  or  tv  is  included  at  the 

"outset,"  according  to  an  agency  spokes- 

man, with  initial  planning  calling  for  ad- 
vertising in  national  magazines.  Further 

media  decisions  depend  on  the  extent  of 
funds  collected. 

Burnett  Staffs  Chrysler  Account, 

Makes  Senior  Copy  Appointments 

Leo  Burnett  Co.,  Chicago,  has  announced 

key  staff  additions  on  its  $9-10  million 
Chrysler  Corp.  institutional  business  and 
two  senior  copy  appointments. 

Three  field  account  executives  designated 

for  Chrysler:  Richard  S.  Hammett  in  Chi- 
cago, Allan  F.  Wilson  in  New  York  and 

Roger  '  M.  Cleary  in  Los  Angeles.  New 
senior  writers  in  the  agency's  copy  depart- 

ment are  Philip  Schacherer  and  Eric  Stigler. 
Mr.  Hammett,  with  Burnett  five  years, 

has  worked  on  a  variety  of  accounts  as 

research  supervisor.  Mr.  Wilson  has  been 
associated  with  Ford  Motor  Co.  12  years, 
successively  as  field  manager,  Detroit  car 
sales  manager  and  manager  of  business 
management  and  sales  training  for  Ford 
International.  Mr.  Cleary  was  national  car 

sales  training  manager  of  Ford  Motor  Co.'s 
Ford  Div.   before  joining  Burnett. 

Mr.  Schacherer  came  from  Keyes,  Mad- 
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ADVERTISERS  &  AGENCIES  continued 

den  &  Jones  where  he  was  copy  supervisor 
on  Brown  &  Williamson,  Mead  Johnson 
and  Admiral  Corp.  accounts.  Mr.  Stigler 

worked  on  Drewrys  beer  and  Celotex  ac- 
counts at  MacFarland,  Aveyard  &  Co.  the 

past  4!/2  years. 
F.  Strother  Cary  Jr.,  administrative  vice 

president,  is  account  supervisor  and  William 

L.  Diener  agency  management  representa- 
tive on  the  Chrysler  account,  which  also 

includes  the  corporation's  export  passenger- 
car  account.  Chrysler  currently  is  reported 

to  be  shopping  for  network  tv  "specials" 
this  fall  [Advertisers  &  Agencies,  June 
30]. 

Omnibus  Returns  to  Tv 

For  Its  Sixth  Season 

A  veteran  of  five  seasons  on  network  tv, 
Omnibus,  will  be  back  again  next  fall  on 

NBC-TV,  the  network  reported  last  week, 
and  it  was  indicated  the  series  will  be  fully 

sponsored. 
There  is  a  chance  that  the  two  advertisers 

which  last  season  sponsored  the  Sunday 

afternoon  program — Aluminium  Ltd.  and 
Union  Carbide — will  renew.  Last  season 

Omnibus,  in  90-minute  form,  was  %  spon- 
sored. It  alternated  with  General  Motors 

Corp.'s  Wide  Wide  World  which  GMC  has 
decided  not  to  renew  (representing  some 
$4.5  million  in  agency  billing)  [Advertisers 
&  Agencies,  June  23]. 

Aluminium's  agency  is  J.  Walter  Thomp- 
son Co.  and  Union  Carbide's  is  J.  M. 

Mathes  Inc.  Aluminium  reportedly  is  re- 
newing, while  Union  Carbide  is  expected 

to  come  through  with  a  decision  later  this 
month.  Omnibus  next  season  will  be  cut 

down  to  one-hour  and  will  run  15  pro- 
grams in  the  5-6  p.m.  period  on  an  alternate 

week  basis.  Still  to  be  decided:  What  show 

will  alternate  with  Omnibus.  According  to 

NBC-TV,  Robert  Saudek  Assoc.,  producer 

of  the  series,  also  will  produce  "several" 
90-minute  specials  to  be  telecast  in  evening 
time. 

Omnibus  in  addition  to  being  recipient 

of  65  major  awards  in  its  five-year  network 
tv  stretch,  claims  the  distinction  of  having 

had  a  "run"  on  each  of  the  three  networks 
(from  CBS-TV  to  ABC-TV— both  under 
the  aegis  of  the  Ford  Foundation — and  to 
NBC-TV   as  a  privately-packaged  show). 

Muntz,  FTC  Sign  Consent  Order 

Muntz  Tv  Inc.,  Chicago,  has  agreed  to 
a  Federal  Trade  Commission  consent  order 

prohibiting  the  firm  from  misrepresenting 
the  size  of  the  picture  tubes  in  its  tv  sets 
and  claiming  that  the  sets  are  sold  directly 
from  the  factory,  the  FTC  announced  last 
Monday  (July  7). 

The  FTC  had  charged  Nov.  6,  1957, 

that  horizontal  measurements  of  the  pic- 
ture tubes  in  Muntz  tv  sets  were  "sub- 

stantially" less  than  sizes  claimed  by  the 
company  in  newspaper  advertisements  and 
on  markings  on  the  sets.  It  also  charged 

that  sets  are  not  handled  by  "factory  out- 
lets," but  by  retailers  who  buy  them  from 

Muntz.  A  complaint  against  Earl  W.  Muntz, 
former  president,  was  dismissed  because 

he  left  that  office  in  January  1957. 

FILM 

WRATHER  IN  NEW  OVERSEAS  DEAL 

Formation  of  Independent  Television 

Corp.  as  an  international  distribution  organi- 
zation of  tv  programs,  was  announced  last 

week  jointly  by  its  organizers:  the  Jack 
Wrather  Organization,  Beverly  Hills,  Calif., 

owner  of  Lassie,  Lone  Ranger  and  Sgt.  Pres- 
ton of  the  Yukon;  Carl  M.  Loeb,  Rhoades 

&  Co.,  Wall  St.  investment  house  associated 

in  a  number  of  Wrather  enterprises;  Asso- 
ciated Television  Ltd.,  program  contractor 

for  British  commercial  tv  stations  in  London 

and  the  Midlands,  and  Incorporated  Tele- 
vision Programme  Co.  Ltd.,  owner  of  tv 

series  Robin  Hood,  William  Tell  and  In- 
visible Man. 

Walter  Kingsley,  general  sales  manager  of 

Ziv  Television  Programs,  has  joined  Inde- 
pendent Tv  as  president  and  will  set  up 

headquarters  in  New  York.  ITC  has  an 
initial  capitalization  of  $2.5  million  and  a 

first  year  production  budget  of  $10  million. 

The  Jack  Wrather  Organization  and  ATV- 
ITP  have  guaranteed  to  deliver  a  minimum 
of  four  and  up  to  10  series  of  39  programs 

each  per  year  to  ITC,  including  series  cre- 
ated and  produced  by  these  organizations 

themselves  or  acquired  by  them  for  inter- 
national distribution  to  television  stations 

around  the  world. 

Mr.  Wrather,  president  of  KFMB-AM- 
TV  San  Diego  and  KERO-TV  Bakersfield, 

both  Calif.,  as  well  as  head  of  his  film  pro- 

duction-syndication company,  will  be  chair- 
man of  the  board  of  ITC.  Vice  chairman  is 

Michael  Nidorf,  former  vice  president  of 
General  Artists  Corp.  and  board  chairman 
of  Official  Films  and  now  in  London  as  ex- 

ecutive vice  president  of  Incorporated  Tele- 
vision Programme. 

Other  American  directors  of  the  new 

company  are:  John  L.  Loeb  and  Clifford 
Michel,  senior  partners  of  Carl  M.  Loeb, 
Rhoades  &  Co.;  Monte  Livingston  of  the 
Beverly  Hills  law  firm  of  Kaplan,  Living- 

ston, Goodwin  &  Berkowitz;  William  Shay, 

vice  president  of  Jack  Wrather  Organiza- 
tion; Walter  Walz  of  Carl  M.  Loeb,  Rhoades 

&  Co. 

Board  members  representing  British  in- 
terests are:  Prince  Littler,  chairman  of  Moss 

Empires  Ltd.  and  board  chairman  of  ATV 
and  ITP;  Val  Parnell,  managing  director  of 
ATV  and  managing  director  of  the  London 

Palladium  Theatre;  Comdr.  J.  A.  L.  Drum- 
mond,  senior  executive  of  S.  G.  Warburg 

Co.,  English  bankers;  the  Earl  of  Bess- 
borough;  Lew  Grade,  deputy  managing  di- 

rector, ATV  and  managing  director  of  ITP, 
and  Mr.  Nidorf. 

Mr.  Kingsley  has  been  with  Ziv  Tele- 
vision Programs  for  nine  years,  since  its 

inception.  During  this  time  he  formed  the 

company's  western  sales  division  and  its  na- 
tional sales  department.  He  is  now  setting 

up  a  sales  and  distribution  organization  for 

Independent  Tv  Corp.  to  serve  all  segments 

of  the  tv  industry  nationally  and  interna- tionally. 

Hecht-Hill-Lancaster  Add  Tv 

To  Movie  Production  Activity 

Another  independent  Hollywood  film  pro- 
duction company  may  soon  join  the  ranks 

of  those  turning  out  tv  film  series.  Hecht- 
Hill-Lancaster,  currently  adapting  J.  P. 

Miller's  "The  Rabbit  Trap" — a  onetime 
NBC-TV  Philco  Tv  Playhouse  entry — into 
a  theatrical  film,  last  week  disclosed  plans 
to  enter  regular  tv  production  in  the  fall. 

Two  properties  are  now  being  "dis- 
cussed," according  to  an  H-H-L  official.  The 

first  is  a  series  of  half-hour  teleplays  based 

on  Paddy  Chayefsky's  "The  Bachelor 
Party,"  the  second,  a  series  of  "south- 
westerns"  titled  The  Kentuckian.  The  for- 

mer also  was  a  one-shot  Philco  program, 
turned  into  a  theatrical  film  in  1957  under 

the  H-H-L  banner;  the  latter  was  a  1955 
theatrical  film  starring  Burt  Lancaster. 

H-H-L  said  that  when  the  firm  purchased 

the  Chayefsky  script  in  1956,  "we  purchased 
total  rights  to  the  property — including  tele- 

vision." Hecht-Hill-Lancaster  currently  is 
seeking  an  executive  to  head  up  its  video 
operations.  A  fortnight  ago  it  made  a  bid 
for  the  services  of  Nat  Perrin,  executive 
producer  at  TCF  Productions,  tv  subsidiary 

of  20th  Century-Fox  but  he  declined. 

Guild  Films  Offers  AT&T  Series 

Guild  Films  has  acquired  the  syndica- 
tion rights  to  79  Telephone  Time  half-hours 

and  retitled  the  property  Curtain  Time.  It 

is  offered  to  stations  for  daytime  and  eve- 
CONTINUED 

VIE  VON  THOM,  Japanese  tv  actress, 
on  a  round  of  visits  to  New  York  agen- 

cies presents  a  promotional  brochure 
for  Wilbur  Streech  Productions  to 

Jack  Atherton,  radio-tv  vice  president 
of  Atherton  &  Currier.  The  Streech 
brochure,  which  asks  in  Japanese, 

"Have  you  seen  our  latest  work?" 
shows  a  colored  still  from  an  NBC-TV 

animated  promotional  spot  for  Omni- 
bus. Miss  Von  Thorn  has  appeared  on 

a  number  of  network  television  pro- 
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that  mean  top  ratings ! 

Star-studded  with  names  like  these-that's  the  secret  of  Jupiter's 
success!  Each  of  the  52  feature  films  in  this  new  group  is  a 

hit  in  its  own  right,  hand-picked  to  deliver  top  share  of  audience 

for  you.  Of  23  already  rated  by  ARB,  20  have  pulled  a  share  of 
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FILM  CONTINUED 

ning  programming  on  a  once-a-week  as  well 
as  strip  basis.  The  anthology  programs,  pro- 

duced by  Hal  Roach,  were  sponsored  by 
American  Telephone  and  Telegraph  for 
two  seasons  on  CBS  and  ABC. 

Erickson  Leaves  Y&R 

For  Warner  Bros.  Post 

In  a  surprise  move  last  Friday  (July  11), 

Rodney  Erickson,  vice  president  and  radio- 
tv  supervisor  at  Young  &  Rubicam,  severed 

his  10-year  connection  with  the  agency  to 
join  Warner  Bros.  Pictures  Inc.  as  a  top- 
level  tv  sales  executive.  Effective  Aug.  1, 
Mr.  Erickson  moves  into  the  New  York 

office  of  WB  to  become  vice  president  in 

charge  of  world-wide  television  sales.  He 
reports  directly  to  WB  President  Jack  L. 
Warner. 

Mr.  Erickson  fills  a  newly-created  post 

which — though  linked  directly  to  the  War- 

ner Bros.'  tv  operations  in  Burbank,  Calif., 
headed  by  Vice  President  William  T.  Orr — 
falls  into  channels  of  responsibility  leading 

directly  to  "the  front  office"  occupied  by  Mr. 
Warner  and  Vice  President  Ben  Kalmenson, 
second-in-command. 

Though  charged  with  world-wide  tv  sales, 
Mr.  Erickson  at  the  outset  will  be  prin- 

cipally concerned 
with  domestic  tv  af- 

fairs. Warner  Bros. 

Tv  presently  has 
four  series  sold  to 

advertisers  on  ABC- 
TV  and  through  its 

production  agree- 
ment with  that  net- 

work is  seeking  buy- 
ers for  five  other 

programs  which 
ABC-TV  hopes  to 

place  by  next  sea- 
son. The  program  roster  is  as  follows: 

Cheyenne,  once  part  of  ABC-TV's  ill- 
fated  Warner  Bros.  Presents  (1955-56)  will 
enter  its  fourth  season  this  fall  under  spon- 

sorship of  Johnson  &  Johnson  (Young  & 
Rubicam)  and  National  Carbon  (William 

Esty  Co.)  The  present  sponsor  is  General 
Electric  Co.  Alternating  with  Cheyenne  in 

the  Tuesday,  7:30-8:30  p.m.  slot  is  Sugar- 
foot,  now  split  three  ways  by  American 

Chicle  Co.,  Colgate-Palmolive  (both  via 

Ted  Bates  &  Co.)  and  Luden's  Inc.  (J.  M. 
Mathes  Inc.).  Colgate  will  pull  out  by  fall. 

Maverick,  owned  three  ways  by  ABC-TV, 
WB-Tv  and  Kaiser  Industries,  will  stay  in 
the  Sunday,  7:30-8:30  slot  this  fall  but  Kaiser 
(Young  &  Rubicam)  will  cut  back  its  hour- 
long  sponsorship  to  three-quarters,  with 
Drackett  Co.  (Young  &  Rubicam)  picking 
up  the  other  quarter. 

Newly  sold  at  ABC-TV  is  Lawman,  set  to 
follow  Maverick  in  the  8:30-9  p.m.  Sunday 
time  period  under  sponsorship  of  R.  J.  Reyn- 

olds Co.  (William  Esty).  The  program  pre- 
mieres this  fall. 

Unsold  at  present  but  in  the  process  of  be- 
ing timeslotted  by  ABC-TV:  Public  Enemy, 

Friday,  9:30-10:30  p.m.;  77  Sunset  Strip, 
Sunday,  9-10  p.m.;  Room  for  One  More, 

Friday,  8:30-9  p.m.,  and  It's  Genuine,  not 
placed  as  yet.  Additionally,  ABC-TV  and 
Warners  hope  to  revive  sponsor  interest  in 

ERICKSON 

Colt  .45,  which  was  dropped  in  April  after 

a  26-week  run  by  the  Mennen  Co.  (McCann- 
Erickson)  and  Campbell  Soup  Co.  (BBDO). 

Colt  .45  will  fire  Tuesday,  10-10:30  p.m. 
It  is  with  these  shows  that  Mr.  Erickson 

will  begin  his  new  career  of  salesmanship. 

He  is  not  new  to  the  practice  of  snaring  ad- 
vertisers. While  at  Y&R  he  has  been  prin- 

cipally charged  with  creating  and  presenting 
new  tv  programming  ideas  to  prospective 

Y&R  clients  and  those  already  "in  the 
shop."  It  was  understood  that  one  reason 
why  Mr.  Erickson  chose  to  sever  his  Y&R 
connection  could  be  directly  traced  to  the 
diminishing  role  of  the  advertising  agency  as 

a  program  creator  as  the  role  of  the  individ- 
ual program  packager  got  fatter. 

Mr.  Erickson  takes  to  Warner  Bros,  a 

widely-diversified  background  in  broadcast- 
ing. He  joined  Y&R  in  1948  as  a  radio-tv 

producer.  At  the  agency  he  handled  such 
shows  as  We  the  People  and  The  Fred 
Waring  Show,  gradually  working  his  way  up 
to  what  was  considered  by  the  trade  the  No. 

1  broadcast  post  at  the  second-largest  broad- 
cast-billing agency  in  the  world.  Before  his 

Y&R  association,  Mr.  Erickson  was  a  CBS 

and  NBC  producer-director,  a  radio  exec- 
utive with  Procter  &  Gamble  in  Cincinnati 

and  program  operations  director  at  WOR 
New  York. 

With  Mr.  Erickson's  appointment  came 
renewed  speculation  as  to  what  WB  planned 
to  do  in  New  York.  A  fortnight  ago,  the 
studio  released  its  entire  New  York  office 

staff  of  300,  effective  Oct.  1  [Film,  July  7], 

indicating  it  would  retain  only  a  skeleton 
staff  to  represent  the  studio  in  the  East. 

Screen  Gems  Adopts  New  Plan 

For  Pre-testing  All  Tv  Film  Series 
In  a  move  described  as  the  first  of  its 

kind  in  the  tv  film  program  field.  Screen 
Gems  Inc.,  New  York,  last  week  announced 

a  plan  for  pre-testing  all  SG  syndicated 
properties  prior  to  submission  to  agencies 
and  sponsors. 

Pierre  Marquis,  director  of  sales  planning 
and  research  for  SG,  said  George  Frye 

&  Assoc.,  New  York  market  research  or- 
ganization, will  conduct  the  project  for 

the  tv  film  company.  Dr.  Ward  Jenssen,  west 

coast  manager  for  Frye,  is  project  super- 
visor. 

The  initial  pre-test  already  has  been  com- 
pleted, Mr.  Marquis  revealed.  It  was  con- 
ducted June  26-27  on  the  new  action  series 

Rescue  8. 

In  the  pre-test,  Mr.  Marquis  explained, 
each  member  of  a  preview  audience  is  given 

both  a  fact-finding  questionnaire  and  an 
electronic  gauge  with  five  dials  to  indicate 
his  reaction  to  the  program  as  it  progresses. 
The  gauges  are  connected  to  a  central  graph 
(the  Hopkins  Televote  Recorder)  which 
measures  audience  reaction  at  15-second 
intervals. 

More  than  150  persons,  comprising  a 

projectable  sample,  were  invited  to  view 
episodes  from  Rescue  8  in  a  theatre  on 

the  lot  of  Columbia  Pictures,  parent  com- 
pany of  SG,  in  Hollywood.  The  audience 

reactions  to  the  episodes  were  measured 

against  four  control  films,  certified  as  aver- 

MR.  LOWENDAHL 

age  tv  programs  by  Dr.  Jenssen,  who 

personally  supervised  the  initial  pre-tests. 
"Preliminary  reports  indicated  that  the 

testing  process  was  completely  successful," 
Mr.  Marquis  said.  "The  initial  Rescue  8 
episode  scored  extremely  well  against  the 

control  shows." 
Lowendahl  Productions  Revived 

With  Transfilm  as  Stockholder 

Plans  for  the  reactivation  of  Walter 

Lowendahl  Productions,  New  York,  for  tv 

and  theatrical  film  production  were  an- 
nounced last  week 

by  William  Miese- 
gaes,  board  chair- man of  Transfilm 
Inc.,  New  York.  The 

new  company  will 

be  headed  by  Walter 

Lowendahl,  presi- 
dent of  Transfilm, 

which  holds  a  sub- 
stantial interest  in 

the  Lowendahl  com- 

pany. 

Walter  Lowendahl 

Productions,  along  with  Transfilm,  co-pro- 
duced the  Gian-Carlo  Menotti  opera,  The 

Medium,  in  1951,  but  has  been  inactive 
since  that  date.  The  new  move  will  enable 

Mr.  Lowendahl  to  be  relieved  of  his  ad- 
ministrative duties  at  Transfilm  and  con- 

centrate on  the  development  of  tv  film  and 
theatrical  properties.  Mr.  Lowendahl  will 
continue  his  affiliation  with  Transfilm  as  a 

general  consultant  and  produce  specific  in- 
dustrial films  exclusively  for  the  company. 

The  change-over  is  expected  to  take  place 
within  a  few  weeks,  at  which  time  Mr. 

Miesegaes  will  assume  his  former  role  as 
Transfilm  president. 

La  Mesa  Readies  Four  Pilots 

For  Possible  Network  Series 

Formation  of  La  Mesa  Productions,  with 

headquarters  at  the  Desilu  Gower  Studios, 
Hollywood,  has  been  announced  by  Alfred 

J.  Scalpone,  former  vice  president  of  CBS- 
TV  in  charge  of  network  programs,  Holly- 

wood. Address  is  780  N.  Gower  St.  Tele- 

phone is  Hollywood  9-5911.  The  company 
is  now  in  the  process  of  organization,  with 
other  officers  to  be  announced  shortly. 

Under  Mr.  Scalpone's  agreement  with 
CBS,  negotiated  at  the  time  of  his  leaving 
the  network  in  the  spring  [Networks,  April 

7],  La  Mesa  will  produce  a  minimum  of 
four  pilots  in  the  next  two  years.  Two  must 
be  half-hour  programs;  the  other  two  may 

be  hour-long  programs.  CBS-TV  will  fi- 
nance the  pilots  and  if  the  network  decides 

to  go  ahead  with  the  series,  it  will  also 
underwrite  the  production  on  a  partnership 
basis  with  La  Mesa. 

Four  properties  are  in  active  development 
at  the  present  time,  Mr.  Scalpone  said. 
They  are:  Man  on  the  Beach,  a  detective 
series  which  he  said  will  differ  from  the 
usual  detective  stories  on  tv  in  that  it 

will  have  a  complicated  character  involved 
with  rather  simple  plots.  Gwen  Bagni  and 
Irwin  Dielgud  are  writing  the  pilot  and 

negotiations  for  casting  have  just  be°un. 
CONTINUED 
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VHP -ONE  COLOR  SET 

THE  BEDROOM! li 

WHEN  it  comes  to  livin'  high  off  the  hog, 
mighty  few  places  in  the  U.S.A.  can  hold 

a  candle  to  the  Red  River  Valley! 

That's  because  our  hayseeds  make  big  money! 
And  they  buy  the  same  things  you  city  slickers 

go  for  —  aspirins  and  artichokes  .  .  .  beer  and 
baby  foods  .  .  .  cookies  and  Cadillacs! 

To    sell   more    goods   in   this  high-income 

market,  smart  advertisers  use  WDAY-TV.  No 

other  Red  River  Valley  media  can  even  touch 

it —  for  impact,  economy  and  efficiency! 

Ask  your  PGW  Colonel  for  all  the  facts. 

(P.S.  If  you're  a  stickler  for  facts-and-figures, 

we've  got  STACKS  of  surveys  to  prove  WDAY- 
TV's  dominance.  And  we  mean  prove  it!) 

WDAY-TV 

FARGO,  N.  D.     •     CHANNEL  6 

Affiliated  with  NBC  •  ABC 

PETERS,  GRIFFIN,  WOODWARD,  INC.,  Exclusive  National  Representatives 
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STATIONS 

ACCARDO  DENIED  TV  PROTECTION 

•  Court  refuses  to  block  WBKB  (TV)'s  Washington  coverage 

•  New  issue  of  sponsored  public  service  television  raised 

FILM  CONTINUED 

The  Sergeant  and  the  Lady,  both  members 
of  the  San  Diego  police  force,  a  sergeant 
and  a  navy  nurse  turned  policewoman. 

The  pilot  will  be  written  by  Herb  Meadow, 
creator,  with  Sam  Rolfe,  of  Have  Gun, 
Will  Travel.  Much  of  the  shooting  will  be 
done  on  location  in  San  Diego.  The  Man 
Who  Fought  Back,  contemporary  adventure 
series  created  by  Mr.  Meadows  and  Mr. 
Scalpone,  with  Mr.  Meadows  writing  the 
pilot.  Grip  of  Terror,  based  on  the  true 
story  of  Paul  and  Marian  Miller,  husband 
and  wife  with  three  small  children,  who  for 

five  years  investigated  communist  activities 
as  underground  agents  for  the  FBI. 

ATU  Productions  Formed  in  N.  Y. 

To  Syndicate  Animated  Tv  Spots 

A  new  animated  tv  film  commercial  syn- 
dication service  was  announced  last  week  by 

tv  actor  Allen  Swift.  It  initially  will  be  of- 
fered to  beer  advertisers  who,  according  to 

Mr.  Swift,  "spend  more  money  regionally 
than  any  other  type  of  advertisers."  Mr. Swift  has  formed  ATU  Productions  Inc.  to 

produce  "neutral"  commercials  in  which 
regional  brewers  may  insert  not  only  their 
trade  names  but  recorded  sound-tracks  and 
visual  images.  Mr.  Swift  says  his  operation 

"is  not  based  on  the  open-end  commercial 
premise,"  but  on  "the  theory  that  the  only 

thing  brewers  have  to  sell  is  'enjoyment',  and 
that  the  best  way  to  sell  'enjoyment'  is 
through  off-beat  humor." 

Mr.  Swift  is  billed  as  "the  man  of  a 

thousand  voices."  Earlier  this  year,  Fitz- 
gerald Adv.,  New  Orleans,  called  upon  him 

and  puppeteer  Paul  Ashley  to  turn  out — on 
a  three-week  rush  schedule — 18  animated 
commercials  for  Jackson  Brewing  Co.  (Jax 

beer).  The  commercials,  slotted  in  a  29- 
market  sports  tv  series,  packaged  through 

Sarra  Inc.,  spoof  a  number  of  tv  "institu- 
tions," including  Ed  Murrow's  Person  to 

Person,  Arthur  Godfrey's  Talent  Scouts, 
Dragnet  and  other  programs.  The  18-com- 
mercial  job  cost  Jackson  $63,000. 
ATU  Productions  is  at  130  W.  57th  St., 

New  York.  Telephone:  Judson  6-4292.  As 
the  "voices"  heard  on  behalf  of  such  anima- 

tion-users as  Schaeffer  beer,  General  Foods 

Corp.,  Borden  Co.,  Proctor  Electric  Prod- 

ucts, etc.,  Mr.  Swift  said  that  "over  $12 
million  was  spent  in  1957  on  advertising 

using  my  voices."  Mr.  Swift  also  is  seen  and 
heard  on  WPIX  (TV)  New  York  as  the  m.c. 

of  a  Popeye  series  and  during  the  heyday 

of  Howdy  Doody  on  NBC-TV  playing  di- 
verse roles. 

'Navy  Log'  Cut  for  Syndication 
CBS  Television  Film  Sales  is  releasing 

104  episodes  of  Navy  Log  for  syndication, 
John  F.  Howell,  general  sales  manager, 
announced.  The  series  will  be  broken  up 
into  two  packages,  with  a  group  of  52  for 
the  first  year  and  the  remaining  52  for 
the  second  year. 

The  Navy  Log  series  has  been  on  the 

networks  for  three  years,  first  with  CBS- 
TV  sponsored  by  W.  A.  Sheaffer  Pens  & 

Maytag,  then  on  ABC-TV  for  American 
Tobacco  Co.  and  U.  S.  Rubber  and  now 
in  its  third  season  which  will  run  until  Oct. 

9  on  ABC-TV  for  U.  S.  Rubber. 

A  crime  figure's  request  for  an  injunc- 
tion to  prevent  televising  of  his  Senate 

rackets  committee  testimony,  rejected  in 
Chicago  District  Court  Tuesday,  raised 
questions  about  commercial  sponsorship  of 
public  service  events  as  well  as  invasion 
of  privacy. 

While  the  Accardo  suit  was  lost  on 

jurisdictional  grounds,  the  district  judge 

did  comment  on  the  invasion-of-privacy 

issue,  saying  the  witness  "would  be  no  more 
a  captive  performer  than  any  witness  who 
takes  the  stand  in  this  court  when  there 

are  newspaper  reporters  present."  Courts 
eventually  will  have  to  face  the  other  issue 
of  news  sponsorship,  the  judge  said. 

Counsel  for  Tony  Accardo,  alleged  crime 

syndicate  personality,  had  asked  the  court 

to  prevent  American  Broadcasting-Para- 
mount Theatres  Inc.  and  Field  Enterprises 

(Chicago  Sun-Times)  from  televising  his 
appearance  before  the  committee  probing 

Chicago    restaurant-union    relations.  The 

THE  SHOW  WENT  ON:  Despite  protesting 
witness,  Chicago  saw  it  all. 

request  was  denied  by  Judge  Julius  J.  Hoff- man. 

ABC-TV's  o&o  WBKB  (TV)  and  the 
Sun-Times  televised  the  hearings  last  week 
as  a  public  service  project,  with  the  net- 

work's WMAL-TV  Washington,  D.  C, 
serving  as  originating  outlet.  The  station 

cancelled  its  regular  daily  commercial  pro- 
grams to  present  the  coverage,  recouping  a 

large  part  of  its  normal  revenue  from  spot 
announcements  and  station  breaks  during 
the  hearings  and  in  later  evening  hours. 

WBKB  reported  Wednesday  it  carried 

the  hearings  exclusively  in  the  U.  S.  al- 
though pickups  also  were  offered  to  other 

stations.  WBKB  and  the  Sun-Times  described 

the  coverage  as  "the  most  expensive  single 

public  affairs  presentation"  since  they  co- 
operated on  similar  pickups  of  the  1954 

Army-McCarthy  hearings.  They  split  the 

cost  "as  a  public  service."  Cost  of  the  whole 
package,  as  projected  over  a  two-week  span, 
was  reported  to  run  about  $50,000,  in- 

cluding about  $3,100  for  daily  line  charges. 
The  telecasts  were  under  the  direction 

of  John  Daly,  ABC  vice  president  in  charge 
of   news   and  special   events,   with  John 

Edwards  and  Bob  Fleming,  ABC  Washing- 
ton, assisting  in  commentary. 

WBKB  also  carried  a  nightly  hour-long 
videotape  digest  of  highlights  from  the 

hearings  (televised  Tuesday  and  Wednes- 
day, 9-11  a.m.  and  1-4  p.m.,  and  for  vary- 

ing periods  on  succeeding  days)  at  11:30 
p.m.  prior  and  through  the  actual  hearings, 
the  ABC  outlet  also  aired  more  than  100 

promotional  spots,  calling  attention  to  the 
public  service  telecasts. 

Specifically,  L.  Louis  Karton,  counsel  for 
Mr.  Accardo,  sought  an  injunction  designed 
to  black  out  coverage  in  the  Chicago  and 
suburban  areas.  He  charged  such  coverage 
would  be  an  invasion  of  privacy  and  subject 

the  crime  figures  to  the  status  of  a  "captive 
performer,  in  which  a  pitiless  camera  would 

expose  his  every  nervous  gesture  and  ex- 
pression." He  also  charged  the  program 

would  be  a  "show,  a  circus,  a  spectacle" 
with  the  "white  glare  of  television  Kleig 
lights,"  and  "cause  his  client  to  lose  standing 

with  his  neighbors"  in  suburban  River  For- 
est. (Mr.  Accardo  at  one  time  was  reputed 

head  of  the  Capone  crime  empire.) 

Judge  Hoffman,  in  denying  the  injunction 

request,  noted  that  courts  "will  have  to 
face  up  to  the  problem"  involved  in  com- 

mercial tv  coverage  of  news  events  and 
public  hearings.  On  invasion  of  privacy, 
however,  he  said  Mr.  Accardo  would  be 

no  more  a  captive  performer  than  a  witness 
in  the  district  court  when  there  are  news- 

paper reporters  present.  Invasion  of  privacy, 
he  ruled  in  effect,  was  not  involved  here. 

Aside  from  the  conventional  invasion- 

of-privacy  issue,  the  question  of  commercial 
sponsorship  of  public  service  coverage  was 

raised  by  Mr.  Accardo's  attorney.  He  argued 
in  court  it  was  neither  public  service  nor 

"news  coverage  of  an  important  event," 

but  a  "spectacle  [that]  would  give  the  im- 
pression Mr.  Accardo  is  a  gangster  and 

a  criminal."  WBKB  and  the  Sun-Times, 
he  held,  were  presenting  the  telecasts  for 
profit  in  view  of  the  number  of  station 
break  commercials  carried. 

Sen.  John  L.  McClellan  (D-Ark.),  chair- 
man of  the  rackets  committee,  pointed  out 

that  if  a  witness  complains  of  distraction 
from  tv  cameras  and  cooperates  in  his 

testimony,  actual  televising  may  be  tempo- 
rarily halted.  Sen.  McClellan  also  had 

another  hot  potato  thrown  in  his  lap  at 
mid-week: 

WBKB  reportedly  had  a  tentative  com- 
mitment from  Pure  Oil  Co.,  a  regional  ad- 
vertiser, to  sponsor  perhaps  an  hour  of 

the  hearings  Thursday.  Through  its  ABC 

Washington  representatives,  the  request  re- 

portedly was  submitted  to  Sen.  McClellan's office.  Congressional  committee  chairmen 

must  approve  requests  for  commercial  spon- 
sorship (specific  sponsors)  of  such  hearing 

coverage  under  a  code  of  conduct  adopted 

by  Congress. Appearing  as  counsel  in  Chicago  District 
Court  Tuesday  were  John  B.  Moser  and 
Henry  Kohn  for  ABC  (WBKB)  and  Robert 
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lively 

step 

ahead... 

These  reporters  weren't  posing. 

When  the  Department  of  Agriculture  issues  a 

crop  report,  reporters  have  to  toe  a  mark 

until  the  stroke  of  three  o'clock  before  going  for 
the  telephones.  As  these  newsmen  started,  a 

Department  photographer  made  this  candid  shot. 

A  lively-step  ahead  of  the  others— like 
his  service— is  Bernard  Brenner,  of  United 

Press  International. 

nited 

U  P  I  NEWS  PRODUCES 

ress 

J  nternational 
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STATIONS  CONTINUED 

B.  Wilcox  for  the  Sun-Times.  Cornelius 

O'Dea,  manager  of  news  and  special  events for  the  ABC  Central  Div.  and  WBKB, 

also  appeared  as  a  witness.  Messrs.  Moser 
and  Kohn  suggested  Mr.  Accardo  could 
obtain  relief,  if  invasion  of  privacy  were 
involved,  at  the  Illinois  State  Court  level 
and  contended  the  district  court  had  no 

jurisdiction  to  enjoin  the  two  defendants. 
Judge  Hoffman  felt  the  crime  figure  had 

not  proved  any  such  telecast  would  con- 
stitute such  an  invasion  of  privacy. 

Mr.  Kohn  held  that  invasion  of  privacy 

laws  are  not  applicable  to  persons  and  situa- 

tions deemed  to  be  "newsworthy."  Mr. 
Wilcox  issued  this  statement: 

"The  plaintiff  doesn't  mention  his  busi- 
ness— nor  does  he  say  just  how  he  would 

be  damaged  [by  his  appearance  on  tele- 

vision]. He  hasn't  indicated  how  the  hear- 
ings— as  printed  in  news  stories — border 

on  a  circus  atmosphere.  The  Sun-Times  is 
attempting  only  to  bring  to  the  public  a 

newsworthy  event." 
A  spokesman  for  Field  Enterprises  denied 

attorney  Karton's  charge  that  it  promoted 
a  "giant  theatrical  production"  for  profit. 
The  lawyer  had  charged  committee  hear- 

ings are  executed  "with  all  the  finesse  of 

a  Broadway  production,"  alluding  to  the 
famous  1951  Kefauver  investigating  com- 

mittee hearings  in  which  several  crime 
figures  were  highlighted.  He  commented 

further  his  client  is  "neither  an  entertainer, 
an  athlete,  nor  a  political  figure- — he  is  a 
private  citizen  whose  rights  of  privacy 

should  not  be  invaded." 
Chairman  McClellan,  overruling  Mr.  Ac- 

cardo's  plea  to  shut  off  tv  during  his  Friday 
morning  testimony,  said  the  committee 

"could  not  conscientiously  deny"  to  tv  the 
right  to  carry  testimony  in  a  public  hearing 
without  discriminating  against  it,  since  the 

press  and  public  could  report  and  hear  the 
same  matter.  In  the  past  the  committee  has 
barred  tv  in  some  instances  but  only  when 
witnesses  refrained  from  invoking  the  Fifth 
Amendment  and  pleaded  that  tv  and  other 

photography  was  distracting.  Mr.  Accardo 
repeatedly  invoked  the  Fifth  Amendment. 

Adam  Young  Releases  Report 

Boosting  Independent  Radio 

Adam  Young  Inc.,  New  York,  station 
representative,  last  week  released  another  of 

its  reports  on  radio  to  buttress  its  conten- 

tion that  "modern  radio"  on  independent 
stations  delivers  a  larger  out-of-the-home 
audience  than  "old-line"  network  affiliates. 

The  study  by  Adam  Young's  research  de- 
partment was  compiled  from  figures  by  The 

Pulse  covering  program  ratings  from  6  a.m.- 
6  p.m.  on  weekdays  in  10  leading  markets. 
The  ratings  for  two  independent  stations  in 
each  market  and  for  the  two  network  affili- 

ates there  were  compared  and  an  overall 

average  computed.  On  the  basis  of  this 
computation,  Adam  Young  concluded  that 

modern  stations  reached  larger  out-of-home 
audiences  than  network  stations  during  all 

hours  of  the  day;  they  reach  a  "large,  con- 
stant out-of-home  listening  group  all  day," 

while  network  affiliates  out-of-home  audi- 

ence "is  relatively  large  only  during  the  so- 
called  traffic  times." 

CHANGING  HANDS  T 

ANNOUNCED 
The  following  sales  of 
station  interests  were 

announced  last  week.  All  are  subject  to 
FCC  approval. 

WMBR  JACKSONVILLE,  FLA.  •  Sold  to 
WWDC  Washington  (Baltimore  advertising 
executive  Joseph  Katz,  majority  owner, 
Ben  Strouse,  president  and  minority  owner) 
by  the  Washington  Post  Co.  for  more  than 

$400,000.  The  Post  will  continue  to  op- 
erate WMBR-TV,  under  new,  as  yet  unde- 

JOHN  HAYES  (r),  president  of  Washington 

Post  Broadcast  Div.  (WTOP-AM-TV  Wash- 
ington, WMBR-AM-TV  Jacksonville,  Fla.), 

signs  contract  to  sell  WMBR- AM  to  group 
headed  by  Ben  Strouse  (I). 

termined  call  letters.  Sale  was  handled  by 
Howard  E.  Stark,  New  York.  WMBR  is  on 
1460  kc  with  5  kw  and  is  affiliated  with  CBS. 

KHAD-TV  LAREDO,  TEX.  •  Leased  to 
Southwestern  Publishing  Co.  by  Vidicon 
Industries  of  America  for  five  years  at 

$190,000.  Southwestern  is  owned  by  Donald 
W.  Reynolds  who  owns  or  controls  KBRS 

Springdale,  KFSA-AM-TV  Fort  Smith,  both 
Arkansas,  KHBG  Okmulgee,  Okla.,  and 

KLRJ-TV  Henderson,  KOLO-AM-TV  Reno 
and  KORK  Las  Vegas,  all  Nevada,  as  well 

as  numerous  newspapers.  KHAD-TV  is  on 
ch.  8,  affiliated  with  ABC,  CBS  and  NBC. 

KCNO  ALTURAS,  CALIF.,  KFLW 
KLAMATH  FALLS,  ORE.  •  Sold  to  Stuart 
Wilson,  director  of  public  affairs  and  special 
events  for  KBIG  Avalon,  Calif.,  by  Southern 
Oregon  Publishing  Co.  for  $97,500,  with 

adjustments  to  be  made  for  accounts  re- 
ceivable. The  broker  was  Wilton  Gurizen- 

dorfer  &  Assoc.,  Los  Angeles.  KCNO  is  on 
570  kc  with  1  kw,  day,  and  is  affiliated  with 
ABC.  KFLW  is  on  1450  kc  with  250  w, 
and  is  affiliated  with  ABC  and  CBS. 

WDMF  BUFORD,  GA.  •  Sold  by  David  E. 
and  Madeline  O.  Fleagle  to  Lanier  Broad- 

casting Corp.,  headed  by  Robert  L.  Schuess- 
ler,  for  $67,858.  Broker:  Hamilton,  Stubble- 
field,  Twining  Assoc.  Mr.  Fleagle  is  to  re- 

main as  manager.  WDMF  is  on  1460  kc 
with  1  kw,  day. 

APPROVED 
The  following  transfers  of 

station  interests  were  ap- 
proved by  the  FCC  last  week.  For  other 

broadcast  actions,  see  For  the  Record, 

page  93. 
WLAK  LAKELAND,  FLA.  •  Sold  to 
Florida  Central  Broadcasting  Corp.  (Frank 

W.  Nesbitt,  president)  by  S.  O.  Ward  family 
for  $300,000.  Mr.  Nesbitt  is  CBS  director 

of  network  sales  development.  WLAK  is  on 
1430  kc  with  5  kw,  day,  1  kw,  night,  and  is 
an  NBC  affiliate. 

WFTL  FT.  LAUDERDALE,  FLA.  •  Sold 
to  WFTL  Broadcasting  Co.,  headed  by 

Joseph  C.  Amaturo  (20%  owner  of  WESO 

Southbridge,  Mass.)  by  Ft.  Lauderdale  Daily 
and  Sunday  News  for  $100,000.  Real  estate 

and  broadcast  equipment  to  be  sold  for 

$200,000  to  assignee's  firm  which  will  lease 
same  to  assignee  for  15  years  at  annual 
rental  of  $18,400.  Mr.  Amaturo  formerly 
managed  WESO  and  he  will  manage  WFTL. 
WFTL  is  on  1400  kc  with  250  w. 

KTXN  AUSTIN,  TEX.  •  Sold  to  Jage  Inc. 
(Giles  E.  Miller,  president)  by  Robert  Pool 
and  Robert  Pinkerton  for  $200,000.  KTXN 
is  on  1370  kc  with  1  kw,  day. 

WFOX  MILWAUKEE,  WIS.  •  Sold  to 
Wisconsin  Broadcasters  Inc.  by  Business 

Management  Inc.  for  $157,500.  Howard 
Miller,  WIND  and  WBBM,  both  Chicago, 

disc  jockey  is  Wisconsin  president.  WFOX 
is  on  860  kc  with  250  w,  day. 

WLBS  BIRMINGHAM,  ALA.  •  Sold  to 

American  Electronix  Inc.  (E.  C.  Atherson, 

president)  for  $50,000  plus  assumption  of 
$82,671  liabilities,  by  Faye  N.  Puett.  WLBS 
is  on  900  kc  with  1  kw,  day. 

Station  Absorption 

Fought  by  Hernreich 

Just  who  would  wind  up  as  the  purchaser 

of  KN AC-TV  Fort  Smith,  Ark.,  that  area's 
only  vhf  station  (ch.  5),  was  in  some  doubt 
last  week  as  it  became  known  that  George 
T.  Hernreich,  owner  of  KPFW  there  and 

former  half  owner  of  KNAC-TV,  intends  to 
exercise  his  option  to  buy  the  station  in 
association  with  a  local  group. 

Mr..  Hernreich  said  last  Thursday  (July 

10)  he  is  attempting  to  get  together  a  local 

group  of  five  to  ten  people  to  match  the 
offer  made  by  Donald  W.  Reynolds 

[Closed  Circuit,  July  7],  owner  of  KFSA- 
AM-FM  and  KFSA-TV  (ch.  22)  in  Fort 
Smith  and  other  radio-tv  and  newspaper 

properties. Mr.  Reynolds  last  month  contracted  with 

Harry  Pollock,  who  controls  KNAC-TV,  to 
buy  the  vhf  facility  for  $350,000  plus  as- 

sumption of  $215,000  in  outstanding  notes 

and  $150,000-$  160,000  in  other  liabilities, 
and  would  surrender  his  license  for  ch.  22 

if  the  sale  is  approved.  Mr.  Hernreich,  who 

upon  selling  his  50%  of  KNAC-TV  last 
year  to  Mr.  Pollock  and  Harry  Newton  Co. 

obtained  an  option  to  buy  KNAC-TV  with- 
in 30  days  if  it  were  ever  offered  for  sale, 

said  last  week  he  hopes  to  get  a  local  pur- 
chasing group  together  by  the  time  the 

option  expires  July  25. 

Meanwhile,  there  were  rumors  that  "eight 
or  ten"  local  groups  are  unhappy  at  the 
prospect  that  the  city  will  lose  one  (ch.  22) 
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Believable  as  the  Liberty 

Bell.  That  is  WWJ-TV  in  Detroit. 

Eleven  years  of  superior  television  serv- 

ice to  Southeastern  Michigan — strict 

adherence  to  the  public  interest — have 

given  WWJ-TV  such  dominant  stature 

that  every  advertiser  enjoys  a  priceless 

advantage,  every  product  a  cordial 

acceptance  that  quickly  leads  to  sales. ASSOCIATE  AM-FM  STATION  WWJ 

First  in  Michigan  •  owned  &  operated  by  The  Detroit  Newt 

Notional  Representatives.  Peters,  Griffin,  Woodward,  Inc. 
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STATIONS  CONTINUED 

DATELINES 
of  its  two  stations  if  the  sale  to  Mr. 

Reynolds  goes  through,  and  that  there  is 
talk  about  a  petition  to  the  FCC  asking 
disapproval  of  the  sale.  Mr.  Hernreich  said 
he  is  not  a  member  of  any  of  the  groups, 
but  that  the  local  chapter  of  the  American 
Federation  of  Tv  and  Radio  Artists  has  told 

him  it  opposes  the  sale. 

Mr.  Hernreich  hinted  last  week  that  the 

matter  could  end  up  in  court.  He  said  the 

sales  agreement  with  Mr.  Reynolds  is  am- 
biguous in  some  respects,  that  it  offers 

Mr.  Reynolds  two  methods  of  payment:  (1) 
flat  cash  and  (2)  down  payment  of  $50,000 

and  payment  of  the  rest  over  a  period  of 
ten  years.  Mr.  Hernreich  said  when  he 
gets  his  group  together  he  will  be  ready 
to  buy  the  station,  using  the  second  method. 
But,  he  said,  the  contract  calls  for  8V2  % 
annual  interest  on  the  balance,  or  $40,000, 
which  he  feels  is  excessive.  Mr.  Hernreich 

says  the  option  is  in  effect  until  July  25. 

Mr.  Hernreich  would  not  name  anyone 
he  has  under  consideration  to  join  him  in 

the  purchase. 
FCC  records  show  that  Mr.  Hernreich 

also  has  signified  his  intention  to  apply  for 
ch.  8  at  Jonesboro,  Ark.  On  June  30  he 

filed  opposition  to  a  petition  May  2  by 
KXJK  Forrest  City,  Ark.,  in  which  KXJK 
asked  that  ch.  8  be  reallocated  from  Jones- 

boro to  Forrest  City.  In  his  opposition,  Mr. 
Hernreich  said  he  intended  to  file  for  ch.  8 
at  Jonesboro  in  two  weeks. 

Central-South  Sales  Co.  (John  T.  Griffin 
interests)  formerly  held  a  construction  per- 

mit for  ch.  8  at  Jonesboro  (KBTM-TV), 
but  the  station  was  never  built  and  the  call 
letters  were  deleted. 

WCBS-TV  Forms  Own  Sales  Staff 

To  Aid  CBS  Spot  For  N.  Y.  Sales 

WCBS-TV  New  York,  generally  credited 
with  the  biggest  billing  of  any  tv  station  in 
the  country,  will  set  up  its  own  sales  staff 
in  New  York  effective  October  1.  As  a 

result,  CBS  Television  Spot  Sales,  which 

has  represented  the  CBS-owned  station  in 
New  York,  will  no  longer  concentrate  on 
this  market  on  behalf  of  the  station  but 

will  continue  to  represent  it  through  offices 
in  Chicago,  Detroit,  San  Francisco,  Los 
Angeles  and  Atlanta. 

The  new  sales  alignment  was  announced 

Thursday  (July  10)  by  Craig  Lawrence,  vice 

president  in  charge  of  CBS-owned  tv  sta- 
tions and  CBS  Television  Spot  Sales.  Mr. 

Lawrence  noted  that  advertising  dollar  vol- 

ume in  the  New  York  area  "is  so  large  and 
the  competition  for  it  from  all  media  is  so 
intensive  that  we  believe  this  is  the  time  to 

form  a  sales  staff  whose  time  can  be  de- 

voted exclusively  to  selling  WCBS-TV." 
In  the  changeover,  CBS  Television  Spot 

Sales  will  retain  the  size  of  its  staff  in  New 

York.  As  pointed  out  by  Mr.  Lawrence,  the 
result  will  be  to  increase  the  combined  sales 

effort  in  New  York  by  75%,  or  20  sales- 
men representing  the  station  instead  of  12. 

WCBS-TV  will  hire  eight  salesmen  for  full- 
time  activity  in  New  York  for  WCBS  busi- 

ness alone  while  permitting  the  spot  sales 

HENLEY-ON-THAMES  —  The  1958  Royal 
Henley  Regatta  in  England  was  covered  for 
KOMO-AM-TV  Seattle  by  sports  director 
Keith  Jackson  and  news  cameraman  How- 

ard Ramaley.  Arrangements  were  made — 
via  NBC,  New  York,  and  BBC,  London— 
for  Mr.  Jackson  to  call  the  U.  of  Wash- 

ington Husky  boat  race  team's  July  3rd,  4th 
and  5th  races  from  the  official  platform. 

Sound-on-film  reports  on  pre-race  activi- 
ties and  heats  were  aired  by  the  Seattle  tv 

station  as  they  arrived.  The  live  commen- 
taries for  KOMO  went  from  Henley  to 

London  via  BBC  facilities;  by  AT&T  cable 
or  shortwave  (whichever  was  available)  to 
New  York  and  transcontinental  landline  to 

Seattle.  Mr.  Jackson  was  retained  by  BBC 
to  be  one  of  the  commentators  for  the 

Grand  Challenge  Cup  race  carried  over  the 
British  network,  with  feeds  to  KOMO  and 

three  other  Washington  stations. 

KOMO's  boat  race  broadcasts  were  spon- 
sored by  National  Bank  of  Commerce  and 

KOMO-TV's  coverage  by  General  Insur- 
ance Co.  of  America,  both  through  Cole 

&  Weber  Inc.,  Seattle.  The  stations  have  re- 

quested permission  from  the  Russian  gov- 
ernment to  broadcast  the  July  20  exhibition 

race  between  the  Huskies  and  a  Russian 
crew  on  the  Moscow  River. 

SOUTHWEST  IOWA — Emergency  flood  op- 
erations were  set  up  by  KMA  Shenandoah 

after  12  inches  of  rain  threatened  to  swamp 

communities  in  the  area.  Regular  program- 
ming was  canceled  so  that  the  station  could 

give  round-the-clock  reports  as  downpours 
continued  to  swell  streams  in  the  Nishna- 

botna  Valley.  KMA's  plane  flew  over  six 
counties  affected  by  the  rising  water  in 
which  19  people  were  reported  dead  or 
missing.  Other  newsmen  from  the  station 

took  to  boats  to  report  on-the-spot  rescue 
work.  The  local  National  Guard  and  ama- 

teur mobile  radio  units  used  KMA's  news- 

complement  of  12  salesmen  to  concentrate 
more  heavily  on  business  on  behalf  of  all 
13  stations  represented  by  CTSS. 

Sam  Cooke  Digges,  WCBS-TV  general 
manager,  said  the  formation  of  the  sales 

staff  and  supporting  service  personnel  will 

begin  immediately.  WCBS-TV  has  its  own 
sales  manager  but  has  used  the  staff  and 

facilities  of  the  spot  sales  organization. 

McLendon  Names  Blair  for  WAKY 

John  Blair  &  Co.  has  been  appointed 

national  representative  for  WAKY  Louis- 
ville effective  immediately,  Gordon  Mc- 

Lendon, president  of  McLendon  Corp., 

announced  last  week.  The  McLendon  pur- 
chase of  the  station  (formerly  WGRC)  has 

received  FCC  approval  [At  Deadline, 
July  7].  All  five  McLendon  radio  outlets 

now  are  represented  nationally  by  Blair. 
The  others  are  KLIF  Dallas,  KILT  Houston, 

KTSA  San  Antonio  and  KEEL  Shreve- 

port.  Blair  also  represents  McLendons 
Texas  Triangle  group. 

room  as  a  communications  center  to  report 
on  road  conditions. 

SAN  DIEGO — A  youth  who  set  two  fires 
near  here  was  arrested  after  being  spotted 

in  crowd  scenes  shown  over  KFMB-TV 
San  Diego,  Calif.  Enlarged  prints  of  the 

crowd  shots,  taken  by  KFMB-TV  camera- 
men as  part  of  its  coverage  of  the  con- 

flagrations, were  made  by  local  police.  A 

15-year-old  arson  suspect  was  noticed  in 

one  of  the  enlargements.  He  admitted  start- 
ing the  fires  after  being  confronted  with 

the  picture. 

MIAMI — Dade  County  Stockade  near  here 
is  undergoing  a  reform  following  an  expose 

by  WCKT  (TV)  Miami,  Fla.  Evidence  of 
"almost  sub-human"  conditions  uncovered 

by  the  station's  newsmen  and  shown  on 
WCKT  in  exclusive  film,  came  to  the  at- 

tention of  State's  Attorney  Richard  Ger- 
stein.  He  made  the  statement  in  a  July  1 

interview  that,  "The  information  given  my 
office  by  tv  station  WCKT  has  led  me  to 
make  certain  recommendations  regarding 

the  county  stockade  ...  I  wish  to  take 

this  opportunity  to  thank  WCKT  for  its 

help  in  bringing  this  matter  to  my  attention." 

WASHINGTON — Nearly  100  service  sta- 
tions in  the  District  of  Columbia  area  have 

been  recruited  by  WWDC  here  to  act  as 

stringers  for  its  traffic  reports.  Each  of  the 

service  stations,  located  on  major  intersec- 
tions and  highways,  is  officially  designated 

as  a  WWDC  traffic  checkpoint  with  a  cer- 
tificate from  the  station.  When  accidents, 

tie-ups  or  other  events  occur,  WWDC  is 
alerted;  then,  after  airing  the  news,  it  fol- 

lows up  with  an  on-the-spot  report.  The  sta- 
tion checks  daily  with  Maryland,  Virginia 

and  D.C.  police  and  the  service  stations  to 

keep  motorists  informed  of  traffic  condi- 
tions. 

Phila.  Papers  Back  to  Normal 

After  Strike  Settlement  July  9 

The  Philadelphia  Inquirer  and  Bulletin 
returned  to  normal  publication  schedules 

last  Wednesday  (July  9)  after  a  38-day  strike 
that  halted  distribution  of  special  strike  edi- 

tions. The  Inquirer  (WFIL-AM-TV)  and 
Bulletin  (WCAU-AM-TV)  were  unable  to 
deliver  newspapers  normally  during  a  strike 
of  members  of  the  American  Newspaper 

Guild  employed  at  the  Inquirer.  The  Bulle- 
tin's editorial  workers  are  not  unionized  and 

did  not  strike. 

Philadelphia  radio  and  tv  stations  opened 
all  available  time  to  local  advertisers  and 

provided  special  news  service  to  fill  the  void 
created  by  inability  of  the  two  newspapers 
to  sell  their  special  strike  editions  except  at 

their  printing  plants  [Stations,  June  9]. 

The  guild  settlement  won  wage  increases 
of  $3  to  $5  a  week  plus  additional  payments 
to  the  pension  fund  and  a  job  security 

clause.  Newspaper  drivers  settled  their  dis- 
pute June  29  but  did  not  return  to  work 

pending  a  guild  settlement. 
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EENIE 

MIME 

We'd  be  the  last  ones  to 

quarrel  with  timebuying  techniques  .  .  .  for  whether  a 

station  is  selected  by  slide  rule  or  rule 
of  thumb  .  .  .  whether  the  facts  come  out  of  an 

electronic  computer,  S.R.D.S.,  or 

someone's  hip  pocket .  .  .  they  add  up  to  the  same 
thing.  In  Shreveport,  KSLA-TV  is  the  station  which  .  .  . 

.  .  .  always  dominates  the  audience 

operates  full-power  with  a  clean,  clear  picture 
....  is  a  BASIC  affiliate  of  the  No.  1  Network 

.  .  .  promotes  consistently 

...  programs  imaginatively 

.  .  and,  carries  TWICE  as  much  national  spot. 

No  wonder  the 

method  that  suits  the  time  buyers  best,  suits  us  just 

fine,  too.  We  come  up  with  many  "naturals." 

basic  ft!)  channel 
shreveport,  la. 

Represented  by  PAUL  H.  RAYMER  CO,  INC 
See  our  service  advertisement  in  Standard  Rate  &  Data  Service 
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GOVERNMENT 

FIRST  STEP  TOWARD  SPECTRUM  STUDY 

Senate  committee  reports  out  Potter  bill  for  special  commission 

A  first,  positive  step  was  taken  last  week 

toward  cracking  the  "iron  curtain"  shroud- 
ing the  military's  use  of  its  assigned  fre- 

quency space. 
The  Senate  Commerce  Committee 

Wednesday  (July  9),  with  10  of  its  15  mem- 
bers present,  unanimously  reported  out  SJ 

Res  106  establishing  a  special  commission 

to  conduct  a  "thorough  and  comprehensive 

study  and  investigation"  of  frequencies  al- 
located to  the  federal  government. 

Following  the  committee's  action.  Sen 
Charles  Potter  (R-Mich.)  author  of  the  res- 

olution, was  highly  optimistic  on  the 

measure's  chances  for  approval  by  the  full 
Senate  during  the  current  session.  And,  the 

Senate  committee's  approval  gave  added  im- 
petus to  an  identical  resolution  (HJ  Res 

381)  introduced  in  the  House  by  Rep. 

William  Bray  (R-Ind.). 

Last  Friday  (July  13),  Rep.  Bray  wrote 
a  letter  to  all  members  of  the  House  Com- 

merce Committee  urging  immediate  con- 
sideration of  his  measure. 

A  forewarning  of  the  Senate  committee's 
action  was  given  two  weeks  ago  when  its 

chairman,  Sen.  Warren  Magnuson  (D- 
Wash.)  served  notice  on  the  FCC  and  the 

military  to  see  if  they  could  not  work  out 
a  swap  of  frequencies  [Government,  July 

7].  At  that  time,  Sen.  Magnuson  also  an- 
nounced the  Commerce  Committee  would 

take  up  the  Potter  resolution  last  week. 

Sen.  Potter  and  Rep.  Bray  introduced 

their  resolutions  over  a  year  ago  [Govern- 
ment, June  24,  1957].  Neither  has  received 

a  public  airing  in  the  form  of  hearings,  al- 
though the  Potter  proposal  was  discussed 

during  the  allocations  hearings  two  weeks 
ago.  It  came  up  while  Sen.  Magnuson  was 
querying  the  Commission  on  the  Craven 

plan  to  swap  chs.  2-7  with  the  military  for 
a  contiguous  band  of  25  tv  channels.  Sen. 

Magnuson,  who  was  in  Montana  conduct- 

ing hearings  on  freight  rates,  was  not  pres- 

ent at  last  week's  meeting. 

Need  to  Force  Review 

Sen.  John  Pastore  (D-R.I.)  acting  as 

chairman  in  Sen.  Magnuson's  absence,  felt 
such  a  special  commission  is  the  only  way 
the  military  will  ever  be  forced  to  review 
the  allocations  structure. 

One  major  change  was  made  in  the  reso- 
lution as  approved  by  the  committee.  It 

originally  called  for  a  three-man  commis- 
sion to  be  appointed  by  the  President.  This 

has  been  expanded  to  a  five-member  body; 
two  to  be  named  by  the  President,  one  by 
the  vice  president  (as  president  of  the  Sen- 

ate), one  by  the  speaker  of  the  House  and 
the  fifth  member  would  be  appointed  by  the 

FCC.  Essentially,  the  commission's  duties 
would  be: 

".  .  .  To  conduct  a  thorough  and  com- 
prehensive study  and  investigation  of  the 

radio  and  television  frequencies  allocated  to 
the  various  agencies  and  instrumentalities 

of  the  federal  government  with  a  view  to  de- 

termining (1)  whether  such  frequencies  are 
being  effectively  utilized  to  the  maximum 
degree  possible,  (2)  whether  any  (and  if  so, 

how  much)  of  such  frequencies  may,  with- 

out jeopardizing  the  public  interest,  be  re- 
linquished to  the  FCC  for  allocation  to 

non-governmental  purposes  and  (3)  what 
are  the  likely  future  requirements  of  the 
various  agencies  and  instrumentalities  of  the 
federal  government  for  radio  and  television 

frequencies." The  third  point  has  been  one  of  concern 
to  broadcasters  for  the  past  18  months, 
with  chs.  2-6  considered  to  be  in  imminent 

danger  of  a  military  grab.  While  denying 

publicly  any  intention  of  plans  to  secure  ad- 
ditional space,  the  old  Office  of  Defense 

Mobilization  (since  July  1  the  Office  of 
Civil  &  Defense  Mobilization)  has  given 

every  indication  the  exact  opposite  actually 
is  true  [Lead  Story,  Aug.  12,  1957,  April 

1,  1957]. 

OCDM  is  charged  with  making  recom- 
mendations for  military  space  to  the 

President,  who  has  the  final  say-so.  Last 
summer,  it  expressed  opposition  to  the 
Bray  and  Potter  resolutions  on  several 

grounds,  including  a  charge  such  a  com- 
mission would  be  "unfortunate  and  neces- 

sary." ODM  also  recommended  that  if  either 
resolution  becomes  law,  it  be  expanded  to 

include  a  study  of  civilian  use  of  the  spec- 
trum. 

Sen.  Potter  and  Rep.  Bray  stated  that  a 
civilian  study  is  included  in  their  proposals. 
They  have  complained  vehemently,  as  have 
other  proponents  of  the  commission,  of 
secrecy  surrounding  military  allocations  and 
maintain  much  of  the  space  is  not  being 
used. 

A  spokesman  for  OCDM  said  last  week 

it  would  be  up  to  the  agency's  new  director, 
Leo  A.  Hoeg,  to  announce  any  new  policy 
on  the  resolutions.  However,  he  said,  no 

change  in  last  summer's  ODM  stand  by  the 
then  director,  Gordon  Gray,  is  expected. 

Also  announcing  opposition  to  the  pro- 

FAUBUS  DODGES  DILLON 

Television  can  compete  with  poli- 
tics, particularly  if  the  program  is 

Gunsmoke,  Arkansas  Gov.  Orval 
Faubus  told  a  Little  Rock  Kiwanis 

Club  the  past  fortnight.  He  disclosed 
he  had  instructed  his  advisors  that  in 

booking  time  for  his  campaign,  "any 

time  is  all  right  as  long  as  it  doesn't 
conflict  with  Gunsmoke."  He  told  the 

club,  "I  not  only  don't  want  to  com- 

pete with  it,  I  don't  want  to  miss  it." 
Gov.  Faubus  added  that  when  his  op- 

ponent, Chris  Finkbeiner,  opened  his 
campaign  on  KTHV  (TV)  Little  Rock 
at  9  p.m.,  June  21,  he  was  watching 

Gunsmoke  but  "switched  over  to  Chris 

during  the  commercials." 

posed  commission  were  the  Depts.  of  Agri- 
culture, State,  Treasury  and  Defense  and 

the  Budget  Bureau.  In  a  December  1957 
letter  to  Sen.  Magnuson,  the  FCC  said  it 

would  take  no  position  on  the  Potter  reso- 
lution. 

However,  in  the  Senate  Commerce  Com- 
mittee hearings  a  fortnight  ago,  FCC 

Chairman  John  C.  Doerfer  and  other  com- 
missioners said  they  personally  favored  a 

study  such  as  the  one  Sen.  Potter's  resolu- tion would  establish.  NAB,  several  other 

broadcasting  groups  and  the  American  Civil 
Liberties  Union  have  urged  approval  of 

the  resolution. 

Sen.  Potter  said  Thursday  a  special  com- 

mission "is  the  only  means  of  really  know- 
ing whether  this  vital  national  resource, 

the  radio-tv  spectrum,  is  being  used  effi- 
ciently. It  will  break  the  cloud  of  secrecy 

the  military  has  placed  over  their  use  of 

this  precious  property."  He  saw  very  little 
trouble  getting  the  resolution  approved  by 

the  Senate  and  expressed  hope  the  Wednes- 
day committee  action  would  prompt  the 

House  to  consider  the  Bray  proposal.  Other 
members  of  the  committee  also  expressed 
confidence  the  special  commission  would 
receive  Senate  approval. 

At  Least  One  Military  Voice 

The  Michigan  Republican  said  he  ex- 
pected the  President  would  appoint  at  least 

one  military  man  to  the  special  commission. 

One  other  change  in  the  resolution  prob- 
ably will  be  made  before  the  official  report 

goes  to  the  Senate  some  time  this  week,  a 
committee  spokesman  stated.  This  would 

delete  a  stipulation  that  the  commission  re- 
port to  Congress  and  the  President  within 

six  months,  which  it  was  felt  would  not 

give  the  body  sufficient  time  to  do  a  thor- 
ough job. 

In  his  letter  to  members  of  the  House 

Commerce  Committee,  Rep.  Bray,  in  urg- 
ing consideration  of  his  resolution,  called 

attention  to  the  Magnuson  committee  ac- 

tion. "Owing  to  the  lateness  in  the  session, 
I  would  like  to  request  that  the  House 
committee  give  this  subject  consideration 

so  as  not  to  preclude  the  possibility  of  ac- 

tion before  adjournment,"  he  said.  Rep. 
Bray  continued: 

"For  reasons  which  go  beyond  channel 
allocations,  tv  service  in  many  areas  is  re- 

stricted to  one  or  two  stations.  It  can  be 

inimical  to  public  interest  to  have  so  im- 
portant a  means  of  communication  limited 

to  one  or  two  suppliers.  Whatever  solutions 

might  appear  to  that  problem,  it  will  only 
be  complicated  by  any  further  restriction  of 
vhf  frequencies,  which  the  military  has 

hinted  may  become  necessary.  This  is  but 

one  of  the  many  significant  public  interests 

which  might  be  served  by  a  study  of  the 

type  proposed.  Your  consideration  of  this 

legislation  will  be  appreciated." 
Rep.  Oren  Harris  (D-Ark.),  chairman  of 

the    House    Commerce    Committee,  said 
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morning... noon... and  night... 

all  I  buy  is  WINS 

Radio  wins  audience  has  grown  phenomenally  since  1954 — a  trend  unmatched 

by  any  other  New  York  City  radio  station.  Also,  wins'  rate  of  growth  is  steadily 

rising.  The  three  charts  below  show  the  compelling  comparisons  of  the  New  York 

17-County  Area  Pulse  share-of-audience  ratings  for  June,  1954  through  1958. 

WINS  has  increased  its  afternoon  and  nighttime  audiences  so  that  it  is  now  an 

undisputed  No.  1  in  both  time  periods,  wins  ability  to  deliver  results  is 

further  attested  to  by  its  growing  number  of  key  national  advertisers. 

In  the  last  four  years  Radio  wins  has  become,  from  any  standpoint . . . 

Repr.  by  the 
"NEW  YORK'S  LEADING  STATION".  RADIO  CIRCLE  •  NEW  YORK  •  JUDSON  2-7000  Katz  Agency 
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GOVERNMENT  continued 

FORECAST:  SATELLITE  REPEATERS 

•  Science  group  told  it  would  simplify  world  communication 

•  Near-hemispheric  range  cited  by  Ramo-Wooldridge  executive 

Thursday  he  was  unfamiliar  with  the  reso- 
lution and  did  not  know  if  the  committee 

would  be  able  to  consider  it  this  session. 

"I've  got  a  lot  of  other  things  before  the 
committee  that  we  have  to  get  too,"  he 
said.  Actually,  a  large  percentage  of  the 

chairman's  time  in  recent  weeks  has  been 
taken  up  by  investigations  of  his  Legisla- 

tive Oversight  Subcommittee  (see  page  64). 

Rep.  John  Bell  Williams  (D-Miss.),  a 
member  of  both  the  Commerce  Committee 

and  its  investigative  subcommittee,  also  said 
he  is  not  familiar  with  the  Bray  resolution 
but  thought  it  should  receive  committee 

consideration.  If  the  military  is  holding  un- 
used frequency  space  as  charged,  then  that 

space  should  be  made  available  to  commer- 
cial users,  he  stated. 

Dual  Flint  Grants 

To  WJR  Affirmed 

In  two  separate  3-1  vote  decisions  last 
week,  the  FCC  affirmed  and  made  effective 

immediately  its  May  1954  grant  of  ch.  12  at 
Flint,  Mich.;  to  WJR  Detroit  and  its  April 

1955  grant  to  WJR  to  modify  its  construc- 
tion permit  to  move  its  transmitter,  make 

antenna  changes  and  change  its  studio  loca- 
tion in  Flint.  Comr.  Robert  E.  Lee  dissented 

in  the  two  actions.  Comrs.  T.  A.  M.  Craven, 
Frederick  W.  Ford  and  John  S.  Cross  did 

not  participate. 
In  making  the  grant  of  the  new  station, 

WJRT  (TV),  the  FCC  denied  competing  ap- 
plications by  WFDF  Flint  and  W.  S.  Butter- 

field  Theatres  Inc.  A  supplemental  initial  de- 
cision issued  in  September  1957  looked  to- 

ward this  same  action  and  a  supplemental 
initial  decision  in  April  1956  favored 

WJRT's  proposed  changes. 
The  original  grant  and  the  grant  of 

changes  had  been  contested  by  WFDF  and 

Butterfield  and  upon  their  appeals  of  the  lat- 
ter grant,  the  U.  S.  Appeals  Court  for  the 

District  of  Columbia  remanded  the  case  to 

the  FCC,  saying  that  the  comparative  hear- 

ing was  still  "open."  Last  week's  decision 
affirming  the  changes  terminated  a  stay 

of  the  grant's  effective  date,  issued  in  June 
1955,  and  dismissed  protests  by  WKNX-TV 
Saginaw,  WTOM-TV  Lansing  and  WWTV 
(TV)  Cadillac,  all  Michigan.  The  FCC 

action  denied  a  petition  by  WWTV  to  re- 
open the  record. 

Oral  argument  was  heard  for  the  second 
time  last  January  [Government,  Jan.  27]. 
WFDF  and  Butterfield  Theatres  had  con- 

tested the  changes,  claiming  that  WJR  was 
changing  its  application  contrary  to  FCC 
regulations  which  prohibit  an  applicant 

from  amending  his  application  after  a  hear- 
ing has  begun.  The  FCC  denied  these 

claims,  WFDF  and  Butterfield  appealed  and 
the  court  remanded  the  case. 

WJRT  maintained  that  it  had  not  con- 
cealed information  on  its  plans  and  that  the 

change  was  made  after  it  received  the  grant 
and  the  comparative  case  was  closed. 

WJRT's  application  for  modification  of 
construction  permit  asked  for  a  move  of  its 
transmitter  from  a  point  southeast  of  Flint 
(Clarkston)  to  a  point  northwest  of  Flint.  It 
also  involved  a  change  in  network  affiliation 

and  other  revisions  of  its  original  applica- 
tion. 

Satellites  equipped  with  signal  repeaters, 

circling  the  earth  at  altitudes  of  approxi- 
mately 22,000  miles,  provide  the  simplest 

approach  to  world-wide  communciations  by 
tv  or  radio  as  well  as  to  air-to-ground  or 
air-to-air  communications. 

That  concept  was  advanced  by  Burton 

F.  Miller,  vice  president  and  director  of  ad- 
vanced systems  planning  of  Ramo-Wool- 

dridge Corp.  in  a  paper  delivered  Thursday 
at  a  meeting  of  the  Institute  of  Aeronautical 

Sciences  in  Los  Angeles.  Dr.  R.  W.  Park- 
inson of  the  Ramo-Wooldridge  technical 

staff  read  the  paper. 

"Equipped  with  solar-powered  wideband 
repeaters,  each  such  satellite  could  provide 

line-of-sight  radio-relaying  facilities  for 
thousands  of  radio  channels.  The  state  of 

technology  at  any  given  time  alone  would 
dictate  limitations  of  frequencies  employed. 
Worldwide  communications  would  become 

as  feasible  at  microwave  frequencies  as  at 

lower  values.  Transmission  of  signals  over 

ranges  of  8-10,000  miles  would  probably  be 
little  more  difficult  than  present  transmis- 

sion of  such  signals  over  ranges  of  less  than 

75  miles,"  Dr.  Miller  stated. 
"Aircraft  and  ground  stations  employing 

antenna  structures  of  modest  directivity 
could  utilize  the  satellite  to  communicate 

reliably  and  with  equal  facility  over  short 
and  long  distances.  Frequency  change  would 
no  longer  be  necessary  to  accommodate  the 

range  over  which  transmission  was  de- 
sired, and  frequency  assignments  could  be 

based  exclusively  on  the  class  of  service 

involved.  The  inclusion  aboard  the  satel- 

lites of  inter-satellite  relay  links  coupled 
with  selected  calling  could  provide  a  basis 

for  reliable  world  wide  communications." 
"A  satellite  orbiting  at  this  altitude  [22,000 

miles]  in  the  equatorial  plane  in  the  direc- 

tion of  the  earth's  rotation  would  appear 
stationary  above  a  fixed  point  at  the 

equator,"  Dr.  Miller  noted.  "Its  line  of 
sight  range  would  encompass  almost  a  full 

hemisphere  of  the  earth's  surface.  Three 
or  more  such  satellites  properly  spaced 

around  the  earth  could  view  continuously 

all  portions  of  the  earth's  surface  except 
for  small  regions  in  the  vicinities  of  the 

poles." 

Ionospheric  Complications 

Explaining  the  need  for  such  a  signal  re- 

peater, Dr.  Miller  pointed  out  that  "line- 
of-sight  radio  communications  can  provide 
readily  the  degree  of  reliability  sought  in 
most  communication  systems.  But,  he  stated, 

"As  the  distance  between  transmitter  and 
receiver  is  increased,  use  is  made  of  the 

ionosphere  as  an  altitude  reflector  to  pro- 

vide a  comparatively  unobstructed  trans- 

mission path  between  the  radio-circuit 
terminals.  Unfortunately,  the  ionosphere 

exhibits  neither  the  altitude  nor  the  elec- 

trical properties  desired  for  an  ideal  re- 
flecting medium. 

"The  ionosphere  is,  to  a  first  approxi- 

mation, a  highly  tenuous,  gaseous  medium 
maintained  in  a  state  of  ionization  by  solar 
radiation.  Its  electrical  properties  vary 

widely  in  space  and  time  and  are  suited 
generally  to  the  regular  reflection  of  signals 
flying  within  and  below  the  high  frequency 

portion  of  the  spectrum  only.  In  conse- 
quence of  this  situation,  it  is  impossible  to 

employ  for  long  distance  communications 
more  than  a  few  tenths  of  one  per  cent 
of  the  spectrum  for  which  signal  generating 

and  receiving  equipment  has  been  developed. 

"A  more  ideal  reflecting  medium  would 
be  situated  at  an  altitude  in  excess  of  3,500 

miles  to  provide  the  maximum  range  de- 
sired with  but  a  single  signal  reflection.  Its 

electrical  properties  would  resemble  closely 

those  of  an  extended  metallic  surface,  there- 

by permitting  long  distance  transmission 
with  microwave  signals  as  well  as  with 

lower  frequencies  sources.  The  electrical 
characteristics  of  the  reflector  would  be 

invarient  with  time,  thus  obviating  the  need 

for  frequency  change  to  match  changing 
reflector  characteristics.  Its  effective  area 

and  configuration  would  be  such  as  to  per- 

mit long  range  communication  with  rea- 

sonable values  of  transmitter  power  output." 

The  Far  Future  Outlook 

Progress  in  missile  developments  indi- 

cates that  some  day  "it  may  well  become 
feasible  to  establish  space  structures  which 

could  provide  the  signal-reflecting  proper- 

ties desired,"  Dr.  Miller  said.  He  hastily 
added  that  information  currently  available 

makes  the  probability  of  such  achievement 

in  the  foreseeable  future  "remarkably  small." 
But  there  are  alternatives.  "Suitable  orbiting 
satellites  of  modest  size  could  well  carry 

the  equipment  necessary  to  provide  an 

active-system  counterpart  to  the  passive  re- 
flectors. All  present  indications  suggest 

strongly  that  such  a  capability  could  be 
provided  within  a  relatively  short  period  of 

time." 

Dr.  Miller  said  that  "because  of  its  alti- 
tude, the  useful  lifetime  of  a  particular 

satellite  would  probably  be  determined 

principally  by  that  of  the  equipment  it 
carried  and  to  a  lesser  degree  by  the  haz- 

ards of  collisions  with  meteorites.  Increas- 
ing demands  for  communication  channels 

would  be  met,  of  course,  by  increasing  the 
number  of  satellites  in  service  or  the  number 
of  channels  accommodated  by  each. 

"Undoubtedly,  sober  engineering  consid- 
erations will  dictate  a  cautious  and  care- 

fully planned  approach  to  the  provision  of 
any  form  of  satellite  relay  system.  An 

initial  capability  might  well  be  limited  to 
the  provision  of  a  comparatively  small 

number  of  relay  channels  for  critically  im- 
portant services.  Of  necessity,  great  stress 

would  be  placed  on  obtaining  extreme  reli- 
ability in  the  satellite-borne  equipment.  With 

increasing  experience  and  understanding  of 

problems  involved,  more  ambitious  under- 
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Hothing  else  quite  like  it 

in  Greater  New  York 

IN  PROGRAMMING:  The  voice  of  WVNJ  is 

unique.  It's  the  only  radio  station  in  the  entire 
Metropolitan  New  York  area  that  plays 

just  Great  Albums  of  Music  from  sign  on  to 
sign  off  —  365  days  a  year. 

IN  AUDIENCE:  So  different,  too.  So  largely 

adult  —  so  able  to  buy  —  so  able  to  persuade 
others  to  buy.  And  in  Essex  County  alone 

(pop.  983,000)  it  has  more  listeners  than  any 
other  radio  station  not  only  in 
New  Jersey,  but  in  New  York  as  well. 

IN  VALUE:  It  delivers  the  greater  New  York 

audience  for  less  than  31c  per  thousand  homes  — 
by  far  the  lowest  cost  of  any  radio  station 
in  the  market.  We  can  prove  it  with  Nielsen 
and  Pulse.  Get  the  facts  and  figures  today. 

radio  station  of  Ulie  3fahiark 

national  rep:  Broadcast  Time  Sales  •  New  York,  N.  Y.  •  MU  4-6740 



GOVERNMENT  continued 

takings  could  be  planned  and  executed 
with  the  establishment  of  numbers  of  suit- 

ably spaced  24-hour-orbit  vehicles,  each 
equipped  to  relay  signals  lying  within  bands 
hundreds  or  thousands  of  megacycles  in 

width." The  problems  of  putting  a  satellite  into 

a  precise  24-hour  orbit  at  a  stabilized  alti- 
tude and  of  designing  repeaters,  power  sup- 
plies and  antenna  structures  have  yet  to  be 

solved.  Dr.  Miller  admitted.  "It  is  recog- 
nized," he  stated,  "that  a  substantial  gap 

exists  between  the  discussion  of  the  utility 
of  satellite  repeaters  and  the  actual  creation 
of  such  equipment  and  its  placement  in 
orbit.  A  principal  objective  here  has  been 
that  of  stressing  the  point  that  no  other 

solution  to  the  problem  of  achieving  reli- 
able long  distance  communication  appears 

imminent  and  that  this  solution  could  yield 

a  quality  of  performance  matched  only  by 

that  of  present  line-of-sight  systems." 

Oversight  Loses  Second  Sleuth 

As  Shacklette  (and  Mike)  Exits 

The  House  Legislative  Oversight  Sub- 
committee, which  lost  its  first  chief  counsel 

(Bernard  Schwartz)  early  in  the  game,  now 
is  without  a  chief  investigator.  Baron  I. 

Shacklette,  who  held  that  position,  "re- 
signed" last  week  after  being  caught  using  a 

hidden  microphone  to  overhear  conversa- 
tions of  aides  to  Boston  industrialist  Bernard 

Goldfine. 

Mr.  Shacklette,  with  subcommittee  in- 
vestigater  Oliver  Eastland,  conducted  the 

investigation  of  the  FCC's  ch.  10  Miami 
grant  to  National  Airlines.  The  sensational 

hearings  which  followed  led  to  (1)  the  resig- 
nation of  FCC  Comr.  Richard  A.  Mack, 

(2)  grand  jury  and  FBI  investigations  of  the 

same  case,  (3)  court  remand  of  the  de- 
cision of  the  Commission  with  renewed 

hearings  under  a  special  judge  to  begin  in 
September  and  (4)  revelations  of  wholesale 

instances  of  ex  parte  contacts  with  commis- 
sioners by  tv  applicants. 

Mr.  Shacklette  also  did  most  of  the  inves- 
tigative work  for  planned  subcommittee 

hearings  on  FCC  grants  of  ch.  4  Pittsburgh 
and  ch.  13  Indianapolis.  Neither  case,  as  yet, 
has  been  set  for  hearing. 

Mr.  Goldfine  and  several  of  his  firms  are 

under  investigation  by  the  subcommittee  on 

matters  as  yet  unconnected  with  broadcast- 
ing. There  has  been  no  indication  when  the 

committee  will  get  back  to  FCC  matters. 

Javits,  Keating  Introduce  Bills 
For  Code  of  Conduct  for  Members 

As  has  been  the  case  for  the  past  sev- 
eral weeks,  code  of  ethics  and  conflict  of 

interest  bills  continued  to  flood  Congress 

last  week.  Sen.  Jacob  Javits  and  Rep.  Ken- 
neth Keating,  both  New  York  Republicans, 

introduced  identical  measures  giving  the 
Senate  Rules  Committee  and  House  Ad- 

ministration Committee  authority  to  enforce 

ethical  standards  among  members  of  Con- 

gress. 
The  two  measures,  S  Res  322  and  H  Res 

627,  cover  instances  of  alleged  influence  by 
officials  of  the  Executive  Branch  as  well  as 

members  of  Congress.  Two  weeks  ago,  the 

THAT  GOLDFINE  LINE 

Is  it  more  blessed  to  give  than  to 
receive?  Seven  NBC  newsmen  will 

take  up  that  question  Wednesday 

evening  (July  16)  at  10:05  p.m.  when 

NBC  Radio  airs  "the  art  of  giving," 
described  as  "a  discussion  of  the  phi- 

losophy of  gifts."  The  news  angle  is 
the  Adams-Goldfine  case  now  being 

"tried"  in  Washington  by  congres- 
sional investigators.  Participating  will 

be  Chet  Huntley,  Arthur  Barriault, 
Dave  Brinkley,  Frank  Bourgholtzer, 
Peter  Hacket,  Richard  Harkness  and 
Robert  McCormick. 

two  New  York  legislators  introduced  iden- 
tical measures  calling  for  the  establishment 

of  a  special  commission  on  conflicts  of  in- 
terest and  ethics  and  also  bills  spelling  out 

a  congressional  code  of  ethics  [Govern- 
ment, July  7]. 

"If  a  federal  code  of  ethics  such  as  the 
one  we  have  already  proposed  is  to  be  truly 
effective  .  .  .  then  Congress  must  backstop 

it  with  adequate  enforcement  procedures," 
they  said  in  introducing  the  latest  measures. 
Sen.  Javits  also  introduced  a  resolution  (S 

Res  323)  which  would  allow  a  senator  to 
excuse  himself  from  voting  on  any  measure 

in  which  he  has  a  direct  personal  or  finan- 
cial interest.  Standing  rules  of  the  House 

already  contain  such  a  provision. 
Also  last  week,  Rep.  John  F.  Baldwin 

(R-Calif.)  introduced  HR  13295  and  Rep. 
James  Patterson  (R-Conn.),  HR  13323,  both 
designed  to  promote  ethical  standards  of 
conduct  among  members  of  Congress  and 
federal  officials.  Rep.  Edwin  H.  May  Jr. 

(R-Conn.)  introduced  H  Con  Res  348  au- 
thorizing the  Attorney  General  to  appoint 

an  advisory  committee  "to  consider  and 
make  its  recommendations  for  appropriate 
measures  to  insure  integrity,  impartiality 

and  public  confidence  in  the  exercise  of 
adjudicatory  and  rulemaking  functions  by 

administrative  agencies  of  the  government." 

FCC  Examiner  Not  Satisfied 

With  Ex-Applicant's  Accounting 
FCCs  proposal  to  get  tough  about 

"payoffs"  by  surviving  applicants  to  those 
who  withdraw  from  competitive  tv  cases 

[At  Deadline,  June  30]  apparently  is  get- 
ting results  sooner  than  anticipated. 

A  conference  held  last  Monday  (July 

7)  on  an  application  by  WTVJ  Inc.  (Wolf- 
son-Meyer  interests)  to  withdraw  from  com- 

petition with  St.  Anthony  Television  Inc. 
for  ch.  1 1  in  Houma,  La.,  broke  down 

when  WTVJ  Inc.  wasn't  able  to  explain, 
to  the  satisfaction  of  Hearing  Examiner 
James  D.  Cunningham,  whether  $12,979 
actually  had  been  spent  by  WTVJ  in 

pursuing  its  application  [Government, 
June  30]. 

The  $12,979  was  the  amount  paid  WTVJ 

by  St.  Anthony  as  "partial  reimbursement" 
for  the  former's  out-of-pocket  expenses  and 
included  $2,750  for  options  on  two  antenna 
sites.  Examiner  Cunningham  asked  for  an 

affidavit  by  an  official  of  WTVJ  Inc.  ex- 

plaining just  how  the  expenditures  were 
handled  on  company  books. 

Upon  WTVJ  Inc.'s  withdrawal,  St.  An- 
thony would  be  the  only  remaining  appli- 

cant for  ch.  I  I,  but  an  issue  on  St.  An- 

thony's financial  qualifications  remains  un- 
settled. St.  Anthony's  petition  for  dismissal of  this  issue  is  pending. 

FCC  Reverses  Irion, 

Awards  Vhf  to  WKBW 

Reversing  the  thrice-recommended  action 
of  a  hearing  examiner,  the  FCC  last  week 

instructed  its  staff  to  write  a  decision  grant- 

ing ch.  7  Buffalo,  N.  Y.,  to  WKBW-TV 
Inc.  (WKBW  Buffalo)  and  to  deny  com- 

peting applications  of  Great  Lakes  Tv  Inc. 
and  Greater  Erie  Broadcasting  Co.  (WWOL Buffalo). 

Latest  oral  argument  in  the  case,  which 
has  been  pending  before  the  Commission 
since  March  1954,  was  held  two  weeks  ago 

[Government,  luly  7].  The  decision  was 

given  top  priority  in  keeping  with  FCC 

Chairman  John  C.  Doerfer's  promise  to 
the  Senate  Commerce  Committee  that  every 
effort  would  be  made  to  get  a  third  vhf  on 
the  air  in  Buffalo  before  NBC  closes  its 

ch.  17  WBUF  (TV)  Sept.  30  [Lead  Story, June  16]. 

WKBW  is  51%  owned  by  Clinton  H. 
Churchill  (president),  attorney  Edward 
Kavinoky,  24%,  Buffalo  Waste  Paper  Co., 
15%,  and  others.  In  each  of  his  three 
initial  decisions,  Examiner  H.  Gifford  Irion 
had  favored  Great  Lakes.  Following  the 
first  decision  in  January  1956,  the  record 

was  reopened  to  take  testimony  on  the  fi- 
nancial qualifications  of  WKBW-TV. 

A  September  1957  supplemental  decision 
again  recommended  a  grant  to  Great  Lakes 

and  in  November  of  last  year  the  Commis- 
sion ordered  still  further  hearings  on  pro- 

posed coverage  of  the  three  applicants.  Mr. 

Irion's  third  decision,  released  last  May, 

stated  ".  .  .  insofar  as  the  basic  qualifica- 
tions of  WKBW-TV  are  concerned,  the  ear- 

lier decision  has  simply  been  confirmed." Great  Lakes  is  owned  by  the  Buffalo 

Courier-Express,  33%%;  Copper  City 

Broadcasting  Corp.  (WKTV  Utica  and 
WKAL  Rome,  both  New  York),  33%%; 

WPIT  Pittsburgh,  16%%,  and  Cataract 
Theatre  Corp.,  16%%.  Greater  Erie  is 
owned  100%  by  Leon  Wyszatycki. 

Honolulu  Sale  Near  Consummation 

Consummation  of  the  sale  of  KULA-TV 
Honolulu  (ch.  4)  by  Television  Corp  of 
America  to  Kaiser  Hawaiian  Village  Inc.  for 

$685,000— approved  by  the  FCC  last  month 
[Changing  Hands,  June  16] — is  scheduled 
to  take  place  tomorrow  (July  15)  barring 

"unforeseen  eventualities,"  namely  any  pro- 
tests to  the  sale,  required  to  have  been  filed 

last  Friday  (July  11).  At  the  same  time. 

Kaiser  is  scheduled  to  dispose  of  its  owner- 
ship of  KHVH-TV  Honolulu  (ch.  13)  by 

surrendering  its  permit.  The  KULA-TV 
call  letters  are  to  be  changed  to  KHVH- 
TV  when  the  ch.  13  station  is  deleted. 
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Atlanta 

An  advertiser's  choice  of  television  stations  in 

Atlanta  can  make  a  sizable  difference  in  his  sales 

results.  Chart  below  shows  one  of  the  reasons  why. 

Of  the  three  television  outlets  in  Atlanta,  WSB- 

TV  is  viewed  by  the  most  people  53.3%  of  the  time. 

This  preference  factor  is  greater  than  that  of  the 

other  two  stations  combined. 

This  massive  preference  for  one  station  in  Atlanta 

is  built  on  WSB-TV's  record  of  superior  local  pro- 

gramming, top  news  service  and  staff  work  of  high 

professional  quality.  Certainly  your  advertising  be- 

longs on  WSB-TV. 

Metropolitan  Atlanta 

Leadership  in 

Television  Audience  Ratings 

Sunday  thro  Saturday,  May  5/1 1  —  ARB 

454  quarter-hours  (all  three  stations  qn 

the  air).  Ties  were  counted  as  "ftrsts" for  each  station  Involved. 

53.31    2UX  19.2% 

WSB-TV 
2nd  Sta. 

3rd  Sta. 

WSB-TV  is  affiliated  with  The  Atlanta  Journal  and  The  Atlanta  Constitution. 

NBC  affiliate.  Represented  by  Edward  Petry  &  Company 
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GOVERNMENT  continued 

BROADCASTERS  TELL  CATV  FEARS 

•  Need  for  and  extent  of  regulation  argued  in  comments  to  FCC 

•  NCTA  concedes  tv  outlets  should  have  property  right  to  signal 

Television  broadcasters  were  almost  unan- 
imously agreed  on  some  aspects  but  were 

far  apart  on  others  in  their  comments  last 

week  on  the  FCC's  inquiry  into  the  impact 

of  community  antenna  and  other  "irregular" 
tv  systems  on  regular  tv  broadcast  stations. 

Some  30  statements  representing  about 
40  tv  stations  had  been  filed  by  deadline 

Monday  (July  7),  plus  comments  by  NAB, 
NBC.  AB-PT,  Assn.  of  Maximum  Service 

Telecasters  and  Dage  Electronics,  manufac- 
turer of  low-cost,  small-city  tv  stations.  Oth- 

er comments  were  filed  earlier  [Govern- 
ment, July  7,  June  30]. 

Also  filed  last  week  were  comments  by 
National  Community  Television  Assn.  and 
about  20  microwave  firms  serving  CATV 

systems.  Broadcasters,  those  who  covered  the 
subject,  were  unanimously  agreed  that  a 

"property  right"  to  its  signal  should  attach 
to  a  tv  station.  But  their  views  on  how  this 

right  could  be  protected  were  varying. 

NAB  felt  the  FCC  has  authority  to  re- 

quire community  tv  operators  to  get  permis- 
sion from  the  originating  station  to  pick  up 

and  carry  the  station's  programs.  NAB  said 
the  intent  of  Congress  on  this  point  is 
spelled  out  in  the  legislative  history  of  the 
Communications  Act,  namely,  Senate  floor 
discussion  on  Sec.  28  of  the  Radio  Act  of 

1927  which  ultimately  was  re-enacted  as  Sec. 
325  (a)    of  the  Communications  Act. 

NAB  said  the  FCC  should  authorize 

translators  and  satellites  only  in  areas  where 

there  is  no  locally-originated  tv  broadcast 
service  and  that  boosters  should  be  author- 

ized to  fill  in  white  areas  in  a  station's 
normally  anticipated  coverage.  Permission 

from  the  originating  station  should  be  re- 
quired before  the  grant  NAB  said. 

The  association  said  a  microwave  opera- 
tor transmitting  tv  programs  to  a  CATV 

system  is  considered  a  common  carrier  and 
that  grants  should  be  based  on  the  public 
interest. 

NAB  described  microwave  pick-ups  for 

CATV  as  a  "legitimatized,  licensed  system 

of  unfair  competition." 
NAB  said  CATV  systems  operating  with- 

out a  microwave  facility  are  common 
carriers  because  they  intercept  a  tv  signal 
that  is  interstate  in  character  and  that  FCC 

could  require  such  systems,  as  common 

carriers,  to  get  permission  from  the  originat- 
ing tv  station. 

NAB  said  that  if  FCC  does  not  believe  it 

has  jurisdiction  over  these  systems  it  should 

ask  Congress  for  an  amendment  to  the  Com- 
munications Act  to  grant  jurisdiction. 

NBC  also  maintained  CATV  operators 
should  be  required  to  get  consent  from 
originating  stations.  FCC  has  full  control 
over  this  and  should  require  proof  of 
consent  under  Sec.  325  (a),  NBC  said.  The 

network  said  that  while  CATV  program- 
ming may  enlarge  the  choice  and  amount 

of  tv  service  available,  it  also  might  affect 
adversely  the  ability  of  a  local  station  to 

continue,  thus  jeopardizing  tv  in  those  areas 
which  CATV  does  not  serve. 

AB-PT  (ABC)  said  multiple  service  is 

desirable  if  it  doesn't  deprive  the  com- 
munity of  local  tv  service.  AB-PT  said  it 

opposes  indiscriminate  use  of  satellites, 
translators,  boosters  and  CATV,  but  that 

such  services  would  promote  the  public 

interest  in  "scores"  of  communities  in  sparse 
areas.  The  FCC  should  not  have  hard 

and  fast  rules  for  adding  these  types  of 
service  where  there  already  is  a  local  tv 
service.  The  rules  should  be  subject  to 
exception  on  a  specific  showing  that  the 
overall  public  interest  would  be  served  by 
a  waiver. 

AB-PT  felt  CATV  is  useful  in  "true" 
white  areas,  but  felt  the  originating  sta- 

tion must  first  give  its  consent.  AB-PT 
asked  broadening  of  the  FCC  rules  to  in- 

clude "re-use"  in  addition  to  the  present 
"rebroadcast"  terminology  used  in  Sec.  325 
(a).  AB-PT  also  feels  networks  and  other 
program  sources  retain  a  right  in  their 

programs. 
AMST  said  existing  FCC  technical  stand- 

ards should  be  maintained  to  maintain 

technical  quality  of  a  tv  station's  service, 
calling  for  maintenance  of  fixed  mileage 
between  satellites  and  translators.  AMST 
said  the  FCC  should  authorize  vhf  boosters 

only  if  regular  tv  stations  are  protected 
from  objectionable  interference.  The  FCC 
should  control  any  emission  from  CATV 
systems  which  threatens  regular  tv  stations 
with  interference,  AMST  said. 

KID-TV  Idaho  Falls,  Idaho,  said  it  covers 
Pocatello  with  a  Grade  A  signal,  but  finds 
advertising  sales  there  difficult  because  of 
the  inroads  of  a  CATV  system,  though  sales 
efforts  are  the  same  in  both  Idaho  Falls 

and  Pocatello.  The  station  thought  irregular 

tv  systems  should  be  licensed  so  as  to  pro- 

TV  PROMPTS  FM  PLEA 

Storer  Broadcasting  Co.  last  week 
asked  the  FCC  to  issue  a  show  cause 

order  to  WIBG-FM  and  WPEN-FM, 

both  Philadelphia,  asking  why  WIBG- 
FM  (94.1  mc,  ch.  231)  should  not 

switch  frequencies  with  WPEN-FM 
(102.9  mc,  ch.  275)  to  prevent  har- 

monic radiation  interference  by 

WPEN-FM  to  the  visual  signal  of 

Storer's  WVUE  (TV)  Wilmington, 
Del.  Storer  said  that  because  of 

WPEN-FM's  transmitter  location  on 
Rittenhouse  Square  in  downtown 
Philadelphia,  the  area  of  the  claimed 
interference  to  WVUE  is  especially 
undesirable  because  this  is  the  same 

area  where  advertising  agencies  (name- 
ly, timebuyers)  are  located.  Storer  said 

it  had  negotiated  unsuccessfully  with 
WPEN-FM  to  make  the  channel  swap. 

hibit  signals  outside  the  area  from  destroy- 
ing or  inhibiting  the  local  outlet. 

KBOI-TV  Boise,  Idaho,  said  CATV  sys- 
tems, boosters,  translators  and  satellites  may 

be  needed,  but  should  be  regulated  by  the 

FCC.  CATV  systems  shouldn't  be  author- ized at  the  expense  of  losing  local  free  tv  or 
degradation  of  free  service  to  city  and 
rural  interests,  the  station  said.  It  added 

that  the  FCC  shouldn't  categorically  deny 
CATV  where  there  is  a  local  tv  service, 

but  that  CATV's  "real  benefit"  is  in  areas 
where  no  tv  service  exists.  KBOI-TV  felt 
FCC  has  authority  to  regulate  CATV. 

A  statement  by  the  Tv  Committee  of 

Idaho  Broadcasters  Assn.  (KBOI-TV  Boise, 
KIDO-TV  Boise,  KID-TV  Idaho  Falls  and 
KLIX-TV  Twin  Falls)  expressed  concern 
over  the  inroads  of  CATV  systems  on  the 
main  Idaho  markets.  If  CATV  goes  into  all 

the  major  markets  the  state  will  be  with- 

out free  tv  and  the  state's  rural  popula- 
tion (57.1%)  will  be  without  any  service 

at  all,  the  group  said. 

WWLP  (TV)  Springfield,  Mass.,  which 
has  a  system  of  satellites  and  translators, 

said  "generally"  it  endorses  prohibition  of 
satellites  in  areas  with  local  tv  service,  but 

opposes  an  "ironclad"  rule.  Its  reasoning: 
New  services  in  the  form  of  satellites  or 

translators  could  be  added  to  many  markets 

which  are  populous,  but  which  because  of 
allocation  troubles  have  only  one  or  two 
vhf  stations. 

KLEW-TV  Lewiston,  Idaho,  cited  CATV, 

booster  and  translator  systems  which  it  said 
have  caused  heavy  losses  to  the  station  in 

revenue  and  programs,  adding  that  KLEW- 
TV's  position  is  continually  shrinking.  The 
FCC  must  make  up  its  mind  soon,  KLEW- 

TV  said,  asking  for  a  "uniform"  set  of 
rules  for  all  types  of  services  which  want 

to  carry  tv  programs  to  the  "same  audience." 
Such  irregular  tv  systems  should  be  regu- 

lated and  permitted  only  in  areas  where 

there  are  no  local  tv  stations,  KLEW-TV 
added. 

WSIL-TV  Harrisburg,  111.,  said  that  while 
it  is  having  no  trouble  with  CATV,  boosters, 

translators  and  satellites,  the  CATV  opera- 

tors are  "eyeing"  markets  of  10,000-40,000 

population,  and  that  such  small  one-station 

markets  are  especially  vulnerable  to  "wired 
systems."  These  systems  should  be  allowed 
only  in  white  areas  and  should  not  be 
allowed  to  entrench  themselves  well  enough 

to  keep  out  potential  free  tv  stations,  WSIL- 
TV  said. 

WICS  (TV)  Springfield,  which  owns 
WCHU  (TV)  Champaign,  both  Illinois,  soon 
to  go  on  the  air  (both  uhf),  made  the  same 
argument  as  WWLP  (see  foregoing)  above 

permitting  uhf  outlets  to  build  uhf  satellites 
or  translators  in  other  cities. 

KSPR-TV  Casper,  Wyo.,  said  CATV  has 
had  a  real  and  detrimental  effect  on  its 

finances  and  ability  to  get  programs  and 
that  it  would  be  off  the  air  already  if  it 
were  not  for  radio  revenues  from  KSPR. 

KMSO-TV  Missoula,  Mont.,  said  it  is 
frustrated  in  its  growth  and  that  CATV 
is  solely  to  blame  in  bringing  in  programs 
from  three  Spokane  stations. 
KOPR-TV  Butte,  Mont.,  said  it  joins  in 
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THE  WHITE  HOUSE 

WASHINGTON 

jur.*  25,  H58 

D„»r  Mr.  Uwrtncc: 

TH.  i.  to  »cK»owleog«  *»d  th»r.k  y I  Utter  ol  J-"" y°U   ■       v.-m  to  attend  th=  ceromor 

on  July  4th  when  Radio  SU 
be  held  on  Juty  derit  bt 
WKBW  become*  an  ma  y 
casting  station. 

Your  choughtfutae..  in  »**!**m 
to  breecpiratiednDr  s*™..*  U appreciates  oullined  . 

July  Preclud"ae  be  aa9ured  o£  hi 
ment'  ̂ TtheleBr.,  and  know 
thanks,  nevertheless, 
have  hi.  best  washes. 

Sincerely. 

Mr.  Dick  Lawrence 
Director  of  Programs,  rr and  publicity 
Radio  Station  WKBW 
Radio  Center  l*> 
Buffalo  9.  New  York 

City  of  Buffalo 
Office  of  the  Mayor 

FWANS    A  SZDIT 
July  3,  1958 

-  Doctor  Churchill: 
It  gives  me  great  pleasure,  as Kayor  of  Buffalo,  to  wish  you  Godspeed  in  youi independent  venture.  1  sincerely  hope  that 

Radio  station  '.VKB'.V  will  continue  to  bring  to our  people  the  fine  programs,  news  coverage, 
and  public  service  features  which  have  char- acterized its  operations  since  1925. 

V.ay  this  Independence  Day, 
which  this  year  has  a  special  significance 
for  you,-  begin  an  era  of  success  and  pros- perity for  you  and  your  entife  staff. 

Executive  c"*»b Albany 

Fast  paced  !  Rhythmic  !  Authoritative  !  The  new 
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night.  And  we've  got  facts  and  figures  to  prove  it  ! 
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listeners  and  sponsors  !  Find  out  more  about  it. 
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GOVERNMENT  continued 

the  comments  filed  last  month  by  a  group 
of  Montana  stations  [Government,  June 
30]. 

KSBW-TV  Salinas  and  KSBY-TV  San 

Luis  Obispo,  both  California,  asked  for  ap- 
propriate FCC  regulation  of  CATV  and 

other  irregular  tv  systems  in  the  public  in- 
terest and  asked  that  the  FCC  require  prior 

permission  from  originating  stations  for 
such  systems. 

KIDO-TV  Boise,  Idaho,  felt  it  is  the  duty 
of  the  FCC  to  regulate  CATV,  boosters  and 
translators  and  said  the  FCC  should  ask 

Congress  for  a  directive  if  it  feels  it  hasn't 
enough  authority  at  present. 
KUTV  (TV)  Salt  Lake  City  asked  for  a 

clarification  of  the  rights  of  an  originating 
station  and  asked  that  CATV  systems  and 
boosters  be  required  to  obtain  permission  to 

carry  programs  from  the  originating  station. 

KOTA-TV  Rapid  City,  S.  D.,  and  satellite 
KDUH-TV  Hay  Springs,  Neb.,  said  they 

may  be  seriously  threatened  in  the  near  fu- 
ture by  CATV  bringing  in  the  three  Denver 

stations.  KOTA-TV  said  the  FCC  should 
limit  or  prohibit  CATV  if  it  threatens  local 
free  tv  and  should  fix  the  conditions  for 

CATV  operation. 

Suggests  Ownership  Rule  Change 

Four  Corners  Broadcasting  Co.,  applicant 
for  ch.  12  in  Farmington,  N.  M.,  said  the 
FCC  should  amend  its  multiple  ownership 

rules  to  apply  to  CATV  operations  because 
CATV  ownership  of  tv  stations  might  result 

in  "concentration"  of  control. 

KOA-TV  Denver  said  it  hasn't  objected 
before  to  use  of  its  programs  by  translators, 
boosters,  CATV  and  regular  tv  broadcast 

stations  because  it  feels  this  is  a  public  serv- 
ice to  white  areas  of  population.  But,  KOA- 

TV  said,  the  operation  of  these  systems 
where  local  tv  stations  are  trying  to  get 
started  has  been  of  concern  to  the  Denver 

outlet.  KOA-TV  said  it  is  prepared  to  co- 
operate with  the  FCC  to  make  its  signal 

available  to  KTWO-TV  Casper,  but  refuse 
it  to  Casper  CATV  system  in  view  of  the  tv 
station  troubles  there. 

But  KOA-TV  said  there's  no  reason  white 

areas  shouldn't  get  tv  service  from  trans- 
lators, boosters  and  CATV  if  this  doesn't 

jeopardize  the  ultimate  establishment  of  lo- 
cal tv  stations.  KOA-TV  said  the  FCC  thus 

should  take  steps  to  legalize  boosters  (by 
rules  minimizing  interference,  but  keeping 

costs  down),  which  KOA-TV  feels  have  an 
advantage  over  CATV  in  that  they  reach 
more  rural  areas,  are  low  in  cost  and  reach 
towns  too  small  for  CATV. 

KHAD-TV  Laredo,  Tex.,  said  it  is  threat- 
ened with  extinction  by  a  pending  CATV 

application  in  that  city. 

KHOL-TV  Kearney,  Neb.,  and  KHPL- 
TV  Hayes  Center,  Neb.,  and  KHQL-TV 
Sterling,  Colo.,  the  last  two  satellites,  made 

a  statement  in  favor  of  satellites,  but  criti- 
cized vhf  boosters  and  described  service  by 

uhf  translators  as  "limited." 
KFBC-TV  Cheyenne,  Wye,  and  KSTF 

(TV)  Scottsbluff,  Neb.,  said  CATV  and 

other  irregular  tv  services  are  beneficial,  but 
far  less  so  than  regular  tv  stations. 
KBTV  (TV)  Denver  asked  prohibition  of 

use  of  a  station's  signals  without  its  consent 
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and  said  the  definition  of  broadcasting  as 
made  in  Sec.  3  (o)  of  the  Communications 
Act  would  be  inclusive  of  CATV  systems 

("  'Broadcasting'  means  the  dissemination 
of  radio  communications  intended  to  be  re- 

ceived by  the  public,  directly  or  by  the  in- 

termediary of  relay  stations"). 
KVAL-TV  Eugene  and  KPIC-TV  Rose- 

burg,  both  Oregon,  said  irregular  tv  systems 
should  not  be  allowed  to  compete  with  local 
tv  stations;  that  if  the  FCC  is  reluctant  to 

assume  jurisdiction  over  CATV,  it  should 

go  to  Congress  for  legislation. 
KBES-TV  Medford  and  KOTI-TV  Klam- 

ath Falls,  both  Oregon,  said  CATV  op- 
erators are  interested  in  moving  into  small 

cities  with  only  one  or  two  tv  services  which 
often  have  reduced  hour  schedules.  It  cited 

a  letter  from  KPTV  (TV)  Portland  to  a 

Klamath  Falls  merchant  indicating  KPTV 
is  promoting  the  use  of  its  signal  by  a  CATV 

system  there  in  competition  with  KOTI-TV. 
KLTV  (TV)  Tyler,  Tex.,  submitted  a 

lengthy  statement  describing  its  troubles 
with  a  CATV  system  and  enclosed  a  letter 

by  Frank  E.  Pellegrin  of  H-R  Television 

Inc.,  the  station's  rep,  indicating  national 
advertisers  will  not  buy  KLTV  because  they 
get  42%  of  the  Tyler  market  anyway 
through  purchase  of  outside  stations  whose 
signals  are  carried  into  Tyler  by  CATV. 

KLIX-TV  Twin  Falls,  Idaho,  said  CATV 
already  is  bringing  in  the  programs  of  three 
outside  stations  and  plans  expansion. 

WHIS-TV  Bluefield,  W.  Va.,  said  it  is  not 
opposed  to  CATV  and  believes  in  a  choice 
of  signals,  but  that  the  Comunications  Act 
mandates  that  such  services  be  regulated  by 
the  FCC.  The  CATV  installations  on  area 

sets  cause  poorer  reception  of  WHIS-TV 
because  of  interference,  the  stations  said. 

WHIS-TV  said  CATV  systems  should  be  re- 
quired to  use  the  programs  of  the  station  in 

their  area  and  should  not  be  allowed  to  offer 

programs  from  outlying  stations  carrying 
the  same  network  programs. 

KOIN-TV  Portland,  Ore.,  said  a  single 
service  which  also  reaches  rural  viewers  is 

preferable  to  multiple  services  for  city  res- 
idents only. 

KFBB-TV  Great  Falls,  KGEZ-TV  Kali- 

spell,  KXLF-TV  Butte  and  KXLJ-TV  Hel- 
ena, all  Montana,  said  microwave  operators 

furnishing  service  to  CATV  cannot  be  clas- 
sified as  common  carriers  because  they  do 

not  serve  all  comers,  only  the  CATV  sys- 
tems. Even  if  they  were  common  carriers, 

the  FCC  in  granting  authorizations  to  them 

could  not  ignore  such  public  interest  con- 
siderations, they  said. 

NCTA  said  its  analysis  leads  "inescapa- 
bly" to  conclusions  that:  (a)  CATV  sys- 
tems have  made  a  significant  contribution 

to  the  extension  of  tv  reception  to  fringe 

areas  and  have  promoted  an  orderly  de- 
velopment of  a  nationwide  competitive  tv 

system;  (b)  there  are  no  evident  public 
interest  considerations  which  justify  pro- 

hibiting or  limiting  CATV;  (c)  CATV  sys- 
tems are  not  within  the  regulatory  jurisdic- 

tion of  the  FCC  except  for  "incidental 
radiation";  (d)  FCC  would  not  be  validly 
exercising  its  jurisdiction  over  common  car- 

riers in  refusing  to  let  them  transmit  pro- 
grams to  CATV  by  microwave,  wire  or 

cable;  (e)  legislation  which  would  "subvert" 
CATV  to  tv  broadcast  stations — on  grounds 
of  economic  injury  or  for  any  other  reason 
— would  impede  orderly  development  of  tv 
broadcasting,  result  in  less  and  poorer  tv 
in  rural  areas  and  thereby  adversely  affect 
the  public  interest. 
NCTA  said  FCC  regulation  over  CATV 

would  also  have  to  be  applied  equally  to 
translators  and  satellites  on  economic  injury 
grounds.  If  the  FCC  regulates  CATV  it 

must  also  protect  it  by  restrictions  on  "both 
sides  of  the  competitive  arena,"  NCTA said. 

The  association  saw  a  utility-type  regula- 
tion by  the  FCC  in  reviewing  finances  of 

broadcast  operations  to  determine  if  they 
had  been  injured  economically.  This  would 

cause  a  "complete  revolution"  in  broad- 
casting for  the  illusory  benefits  of  pro- 
tection, NCTA  said. 

But  if  the  FCC  finds  regulation  necessary, 
NCTA  said,  the  association  will  work  with 

the  Commission  to  develop  "appropriate 
areas"  for  regulation.  NCTA  said  that  if 
CAVT  is  "guaranteed"  the  rights  inherent 
in  regulation,  the  association  will  be  glad 
to  draft  legislation  to  that  effect.  NCTA 

suggested  FCC  ask  for  reply  comments 
in  two  weeks. 

Jerrold  Electronics  Corp.,  which  owns 

10  CATV  systems  and  the  Inland  Micro- 
wave Co.,  said  there  is  no  justification  for 

continuous  harassment  of  CATV  by  a 

"small  group  of  broadcasters."  Jerrold 
thought  competition  benefits  the  public  and 

said  it  is  "open-minded"  on  regulation  if 
the  FCC  protects  and  gives  privileges  to 

CATV  systems  as  well  as  restricting  them. 

Jerrold  asked  termination  of  the  FCC's 
inquiry  as  well  as  that  on  boosters. 

Montana  Cable  Tv  Assn.,  owner  of  14 

CATV  systems,  agreed  with  NCTA's  state- 
ment. Colorado  Tv  Repeater  Assn.  said  the 

state's  terrain  is  such  that  only  boosters  are 
satisfactory  for  many  areas.  It  supported 

"regularization"  of  boosters. 

Decision  Clears  Way 

For  Ch.  1 1  Disposal 

The  FCC  was  upheld  by  the  U.  S.  Ap- 
peals Court  for  the  District  of  Columbia 

last  week  in  the  latter's  dismissal  of  an 

appeal  by  St.  Louis  Amusement  Co.  ask- 
ing that  the  construction  permit  for  ch.  11 

in  St.  Louis  be  declared  vacant  and  that  it 

be  returned  to  the  FCC  for  new  applica- 
tions. 

The  decision  Tuesday  (July  8)  by  Judges 

Henry  W.  Edgerton,  presiding,  and  Warren 
E.  Burger  and  Wilbur  K.  Miller,  said  the 

court's  opinion  will  be  filed  later. 
The  decision  cleared  the  way  for  the  dis- 

posal of  ch.  11,  which  has  been  on  ice  since 
earlier  in  the  year  when  CBS  Inc.  turned 

over  the  construction  permit  to  220  Tele- 
vision Inc.  CBS  had  won  ch.  1 1  in  March 

1957  in  a  contest  with  220  Tv,  St.  Louis 
Telecast  and  Broadcast  House.  But  instead 

of  building,  CBS  Inc.  bought  KWK-TV 
St.  Louis  (ch.  4)  for  $4  million  later  in  the 

year,  turning  ch.  1 1  over  to  220  Tv.  The 
FCC  then  gave  CBS  Inc.  permission  to 
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YOU'RE  ONLY 

HALF-COVERED 

IN  NEBRASKA 

IF  YOU  DON'T  USE  KOLN-TV! 

THIS  AREA 

IS 

LINCOLN- LAND 

LINCOLN  A-Z  ARB  SURVEY 

JANUARY,  1958 

Viewed  Most 
Before  6:00  P.M. 

Viewed  Most 
After  6:00  P.M. 

KOLN-TV 

29% 

48% 

Station  B 
21 

19 

Station  C 16 13 

Station  D 4 9 

Have  you  noticed  how  much 
the  Nielsen  NCS  No.  2  has 
expanded    Lincoln  -  land? 

There  are  just  two  big  markets  in  Nebraska.  To  reach 

both  markets,  you  have  to  use  a  TV  station  in  each. 

The  only  station  that  fully  covers  Lincoln-Land  is 

KOLN-TV.  With  232,397  TV  families  in  69  counties, 

it's  well  worth  covering! 

Ask  Avery-Knodel  for  all  the  facts  on  KOLN-TV — the 

Official  Basic  CBS  Outlet  for  South  Central  Nebraska 

and  Northern  Kansas. 

9&e  Si^et^  dtationb WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  —  GRAND  RAPIDS 
WJEF-FM — GRAND  RAPIDS-KALAMAZOO 
KOLN-TV  —  LINCOLN,  NEBRASKA 

Associated  with 
WMBD  RADIO  —  PEORIA,  ILLINOIS 
WMBD-TV  —  PEORIA,  ILLINOIS 

CHANNEL  10  •  316,000  WATTS  •  1000-FT.  TOWER 

KOLN-TV 

COVERS  LINCOLN-LAND  — NEBRASKA'S  OTHER  BIG  MARKET 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 
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Now,  you  say  when 

And  how  often  too!  For  once  programs  and  commercials  are  recorded  on  Videotape*,  scheduling  is  wide 

open.  Playbacks  can  be  telecast  immediately  —  hours  later  — or  anytime  you  decide.  At  least  100  repeats 

can  be  made  from  any  one  recording.  Copies  can  be  made.  And  tapes  recorded  on  a  VR-1000  Videotape 

Recorder  can  be  played  back  on  any  other  VR-1000,  anywhere. 

Never  before  have  sponsors  been  able  to  schedule  commercials  to  reach  selected  audiences  so  easily. 

Never  have  stations  had  so  many  "live"  availabilities  to  offer. 

Get  the  complete  story  on  the  many  things  Videotape  Recording  can  do  for  you.  Write  today. 

CONVERTS  TO  COLOR  ANYTIME  •  LIVE  QUALITY  •  IMMEDIATE  PLAYBACK  •  PRACTICAL  EDITING  •  TAPES  INTERCHANGEABLE  •  TAPES  ERASABLE,  REUSABLE  •  LOWEST  OVERALL  COST 

8  50    CHARTER    STREET,   REDWOOD    CITY,  CALIFORNIA Ampex 

Offices  in  Principal  Cities CORPORATI  ON 

professional products  division 

*TM    AMPEX  CORP. 



GOVERNMENT  continued 

begin  operating  ch.  4  (now  KMOX-TV), 
withholding  action  on  ch.  1 1  until  final 
resolution  of  the  ch.  11  case  in  the  courts. 

St.  Louis  Amusement  Co.,  which  for- 
merly was  a  competing  applicant  for  ch. 

11  when  the  contest  began  in  1953,  with- 
drew because  it  felt  it  had  no  chance  against 

CBS  Inc.  as  a  competitor,  it  was  explained 
to  the  court  [Government,  May  19]. 

St.  Louis  Telecast  and  Broadcast  House 

agreed  to  assignment  of  ch.  1 1  by  CBS  Inc. 
to  the  fourth  applicant  in  exchange  for 

payment  to  the  two  (by  220  Tv)  of  $200,- 
000  each  or  one-third  interest  in  the  ch. 
11  facility. 

St.  Louis  Amusement  Co.  in  its  argu- 

ments last  May  before  the  court  [Govern- 

ment, May  19]  said  that  after  CBS  re- 
ceived the  ch.  11  grant,  the  network  began 

to  "rearrange  almost  all"  the  tv  setup  in 
St.  Louis  by  purchasing  the  more  desirable 

ch.  4  (KWK-TV)  and  making  a  "gift"  of ch.  11  to  220  Tv  Inc.,  instead  of  returning 

the  permit  to  the  FCC.  This  "rearrange- 
ment," St.  Louis  Amusement  suggested, 

should  be  the  function  of  the  FCC,  not 
CBS. 

The  FCC  argued  that  St.  Louis  Amuse- 
ment, since  it  had  withdrawn  early  from 

the  ch.  1 1  contest,  has  no  standing  in  what- 
ever action  the  FCC  decides  to  take  in  dis- 

posal of  that  tv  facility.  St.  Louis  Amuse- 
ment Co.,  the  FCC  told  the  judges  had  al- 

ready "scratched  in  a  five-horse  race." This  still  leaves  the  ch.  11  case  in  the 

hands  of  the  FCC,  which  is  committed  to 
tell  CBS  Inc.  how  to  dispose  of  the  facility 

within  60  days  after  the  final,  "unappeal- 
able" order  terminating  the  court  case. 

BYPLAY  OVER  IN  SPORTS  HEARINGS 

The  Capitol  Hill  sports  carnival  that 
wowed  a  Senate  antitrust  subcommittee  last 

week  will  be  replaced  tomorrow  (July  15) 
by  a  serious  study  of  legislation  giving 

commercial  sports  promoters  blanket  exemp- 
tion from  antitrust  laws. 

Witnesses  for  three  government  agencies 
and  organized  baseball  will  go  into  practical 
effects  of  duplicate  bills  (HR  10378,  S 

4070)  that  pose  threats  to  the  multi-million- 
dollar  business  of  broadcasting  professional 
sports  events  nationally  and  locally. 

Last  week's  opening  hearing  (July  9) 
featured  an  array  of  glamorous  sports  fig- 

ures, including  Casey  Stengel,  manager  of 
the  New  York  Yankees;  Ted  Williams, 
Boston  Red  Sox;  Stan  Musial,  St.  Louis 

Cardinals;  Mickey  Mantle,  Yankees;  Ed- 
ward Yost,  Washington  Senators,  and 

Robin  Roberts,  Philadelphia  Phillies. 
Subcommittee  Chairman  Estes  Kefauver 

(D-Tenn.)  and  committee  members  sat  en- 
tranced as  Mr.  Stengel  double-talked  his 

way  through  questions.  The  other  sports 
figures  were  asked  about  their  reasons  for 

supporting  the  legislation  but  little  infor- 
mation was  gleaned  from  their  replies. 

Scheduled  to  appear  July  15  are  Calvin 
Griffith,  head  of  the  Washington  Senators, 
and  spokesmen  for  Dept.  of  Justice,  FCC 
and  Federal  Trade  Commission.  Victor  R. 

Hansen,  assistant  attorney  general  in  charge 
of  the  antitrust  division,  is  to  appear  for 
the  Justice  Dept.  in  opposition  to  the  bills. 

At  the  weekend  50  Senators,  more  than 

a  majority,  had  been  enrolled  as  sponsors 
of  the  legislation  but  this  is  not  a  flat  indi- 

cation of  their  position  when  the  bill  comes 
up  for  a  Senate  vote.  The  bill  has  already 
passed  the  House  but  Chairman  Kefauver 
has  indicated  some  of  its  features  concern 

him  seriously. 

Any  move  to  amend  the  bill  as  passed 
by  the  House  would  offer  a  serious  block 

to  its  passage  this  session.  Sen.  Joseph  C. 

O'Mahoney  (D-Wyo.)  said  he  would  not 
support  the  bill  in  its  present  form. 

Two  witnesses  favoring  the  bill  are  slated 
to  appear  July  16.  They  are  Ford  Frick, 
baseball  commissioner,  and  George  Traut- 
man,  president  of  the  National  Assn.  of 
Professional     Baseball     Leagues  (minor 
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leagues).  Billed  the  next  day  are  ex-Sen. 
Edwin  C.  Johnson,  of  Colorado,  ex-presi- 

dent of  Western  League,  and  Gov.  A.  B. 

(Happy)  Chandler  of  Kentucky,  former 
baseball  commissioner. 

The  subcommittee  has  invited  three  re- 

tired baseball  figures  to  testify  July  18 — 
Bob  Feller,  Jackie  Robinson  and  Dizzie 
Dean. 

NAB  has  asked  to  appear  and  is  tenta- 
tively scheduled  to  testify  the  week  of 

July  21. 

Sen.  O'Mahoney  July  9  suggested  baseball 

is  a  "gigantic  commercial  enterprise"  and  a 
blanket  grant  of  antitrust  exemption  might 
be  used  to  deprive  the  public  of  all  sports 
broadcasts  and  telecasts,  just  as  they  now 

are  deprived  of  events  carried  on  closed- 
circuit  tv  hookups. 

At  one  point  last  week  the  subcom- 

mittee's hearing  touched  briefly  on  a  prob- 
lem of  concern  to  broadcasters — ability  of 

baseball  clubs  to  control  broadcasts  of  sports 

events  within  their  territory.  The  bill  in- 
cludes language  exempting  sports  pro- 
moters from  antitrust  laws  in  connection 

with  "the  regulation  of  rights  to  broadcast 
and  telecast  reports  and  pictures  of  sports 

contests."  Covered  by  the  bill  are  baseball, 
football,  basketball  and  hockey. 

Chairman  Kefauver  put  in  the  record  a 

letter  from  Sen.  George  Aiken  (R-Vt.)  re- 

laying a  complaint  made  by  Stuart  T.  Mar- 
tin, president  of  WCAX-TV  Burlington, 

Vt.  Mr.  Martin  notified  Sen.  Aiken  that 

pressure  is  being  brought  on  CBS-TV  to 
delete  the  Sunday  game-of-the-week  tele- 

cast on  WCAX-TV.  He  added: 

"The  reason  is  that  the  minor  league  ball 
club  in  Montreal  alleges  that  the  playing 

of  a  game-of-the-week  on  WCAX-TV  is  re- 
moving audience  from  their  games.  Mon- 

treal is  100  miles  away  and  thus  falls  out- 
side the  50-mile  radius  which  heretofore 

has  been  the  accepted  distance  to  protect 
minor  league  ball  clubs.  I  thought  you 
would  be  interested  in  this  development  as 

it  would  be  a  very  unusual  circumstance." 
Only  broadcast  group  that  asked  to  ap- 

pear at  the  hearing  is  NAB,  according  to 
the  subcommittee  staff,  which  had  antici- 

pated networks  and  stations  might  desire  to 

appear. 

10,000  miles  away 

but  I'm  sold  "live" 

Captain  Fortune 
KP1X  Television  (Westinghouse) 

"We  Videotaped*  my  programs 

before  I  left  for  a  3-week  assign- 
ment in  Brussels.  I  went  on  look- 

ing 'live'  on  an  uninterrupted 
schedule  in  San  Francisco.  My 

clients  were  happy  — and  there 

was  no  loss  in  station  revenue." 

Am P EX 

CORPORATION 

907  CHASTER  STREET,  REDWOOD  CITY,  CALIFORNIA 

professional products  division 

*JM  Ampex  Corporation 
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Claster's  syndicated  'Romper  Room' 

discovers  gold  in  younger  generation 

An  old  row  house,  reeking  with  Balti- 
more tradition  and  cluttered  with  stacks 

of  toys  and  kiddie  gadgetry,  serves  as  nerve 

center  of  a  tv  entertainment  and  merchan- 

dising empire  that  has  been  too  busy  to 

worry  about  the  business  recession. 

The  headquarters  of  Romper  Room  Inc., 

tv  program  syndicate,  buzzes  with  "Do 
Bees,"  "Don't  Bees"  and  a  hundred  other 
symbols  of  an  enterprise  built  around  the 

the  business  of  supplying  little  Americans 

with  fun,  education,  food,  toys  and  other 

items  popular  with  the  pre-school  set. 

Just  before  summer  took  over  in  Balti- 

more, Bert  Claster,  founder  and  co-princi- 

pal (with  Mrs.  C.)  in  Romper  Room  Inc., 

interrupted  a  casual  office  conversation  to 

answer  the  phone — which  he  found  after 

a  brief  plunge  into  the  litter  adorning  his 
desk. 

Looking  out  the  dusty  bay-window  at 

traffic  on  Baltimore's  busy  North  Ave., 
Mr.  Claster  gulped  as  he  listened  to  the 

nicest  words  a  syndicator  could  hear:  "I 
want  to  buy  participations  on  every  Romper 

Room  program  in  the  United  States." 

This  happy  request  wasn't  easy  to  fulfill because  a  considerable  number  of  the  60 

tv  stations  on  the  Romper  Room  list  are 

sold  out.  The  eager  sponsor  was  Sam 
Weisman,  head  of  the  New  York  factory 

representative  firm  bearing  his  name.  He 

purveys  to  jobbers  a  98-cent  plastic  cup 
known  as  Merry-Go-Sip,  which  has  a  dome 
that  spins  when  children  suck  drinks  through 
a  straw. 

One  of  Mr.  Weisman's  customers,  I. 
Lodge  Co.,  Philadelphia  jobber,  had  started 

sponsoring  Merry-Go-Sip  on  Romper  Room 
at  WCAU-  TV,  that  city,  some  months  ago. 
The  cups  went  so  fast  that  Herbert  Lodge, 

head  of  the  jobbing  firm,  got  on  Mr.  Weis- 

man's neck  for  more  Merry-Go-Sips  and 
Mr.  Weisman  kept  nagging  the  factory  to 
ship  them  faster.  After  three  weeks  of 
Romper  Room  exposure,  the  cups  were 
being  shipped  to  Philadelphia  at  the  rate 
of  more  than  5,000  a  week. 

Mr.  Weisman's  phone  call  to  Baltimore 
quickly  brought  a  dozen  availabilities  from 
the  eight  roving  representatives  of  Romper 
Room  who  cover  the  four  corners  of  the 
U.  S. 

The  story  of  Romper  Room  starts  with 

the  pre-World  War  II  desire  of  Bert.  Claster, 
traveling  out  of  Harrisburg,  Pa.,  for  a  firm 
building  beauty  salons,  to  get  into  show 

business.  An  opening  developed  at  Balti- 

more's Hippodrome,  and  during  the  '40s 
he  began  producing  shows  for  the  theatre. 

This  brought  an  offer  from  WBAL-TV 
Baltimore  to  do  tv  production.  Mrs.  Nancy 
Claster,  a  graduate  of  stylish  Goucher 
College  in  Baltimore,  was  rearing  three 
children  but  was  delighted  at  a  chance 

to  write  scripts  for  her  husband's  shows. 
Together  the  Clasters  decided  to  do  some- 

thing for  pre-school  children,  spurred  by 
daily  goings-on  at  a  summer  nursery  school 
Nancy  operated  at  their  suburban  home. 

"Let's   combine   kindergarten   and  televi- 

sion," Nancy  suggested,  a  hunch  her  hus- 
band had  been  fondling  for  some  time. 

The  two  felt  a  daytime  tv  program  built 

around  pre-school  children  would  draw  an 
audience  comprising  other  children,  their 
mothers  and  probably  many  grandparents 

— an  audience  combining  the  desires  of 

kiddies  with  the  buying  power  of  their  de- 
voted elders. 

WBAL-TV  went  along  with  the  idea. 
Romper  Room  took  the  air  Feb.  9,  1953. 

The  Clasters'  belief  that  children  are  better 
actors  than  anybody  was  quickly  borne  out 
on  the  air.  Nancy  proved  to  be  a  relaxed 
m.c. 

Sponsor  dreams  were  nursed,  of  course. 
After  a  few  weeks  a  large  regional  retail 

chain,  Read  Drug  &  Chemical  Co.,  was  ap- 

proached. Ellis  Meyers,  then  general  man- 
ager of  Read,  was  willing  to  be  shown.  A 

single  announcement  on  Romper  Room  sold 

3,600  Hopalong  Cassidy  49-cent  toothpaste kits. 

Mr.  Meyers  was  impressed — so  impressed 
that  he  bought  the  whole  five  hours  a  week, 

PRE-SCHOOL  children  provide  supporting  cast  for  Miss 

Sally,  conductor  of  the  Romper  Room  on  WMAL-TV 
Washington.  The  program  is  carried  live  on  three-score 
tv  stations,  each  following  the  standard  Claster  pattern. 

starting  a  Romper  jRoom-Read  relationship 
that  still  exists.  Read  now  sponsors  about 

three-fourths  of  the  Baltimore  package, 

which  moved  to  WAAM  (TV),  now  WJZ- 
TV,  a  year-and-a-half  ago. 

Romper  Room  grew  into  a  syndicate  when 
WTAR-TV  Norfolk,  Va.,  and  WGBI-TV, 
now  WDAU-TV  Scranton,  Pa.,  bought  the 
package  and  sent  girl  emcees  to  Baltimore 
for  training  by  the  Clasters  and  their  staff 
(one  secretary  at  that  time,  32  staffers  now). 

Mr.  Claster  did  the  syndicate's  selling  and 
soon  signed  WTTG  (TV)  Washington  and 
WWJ-TV  Detroit.  The  WWJ-TV  sale  was 
the  toughest  he  has  ever  made,  Mr.  Claster 

said,  requiring  a  formal  presentation  to  the 
Kresge  Co.  board  of  directors.  Kresge  liked 
the  idea  and  a  Kresge  Romper  Room  was 

soon  under  way  on  WWJ-TV.  The  WTTG 
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sale  was  built  around  a  regional  drug  chain, 

Peoples  Drug  Stores.  Another  chain,  Wal- 
green, signed  in  September,  1954,  buying 

five  hours  a  week  on  WGN-TV  Chicago. 
This  contract  is  nearing  the  end  of  its  fourth 

year. 

The  program  is  sold  on  a  two-year  basis 
in  26-week  cycles.  Few  stations  have 
dropped  Romper  Room,  according  to  Mr. 
Claster,  and  most  of  these  have  come  back 

or  have  been  replaced  by  another  station  in 

the  same  city.  Romper  Room  Inc.  was  char- 
tered in  1957,  along  with  Claster  Enter- 
prises Inc.,  handling,  among  other  programs, 

It's  in  the  Name  in  several  markets. 
Commercially  Romper  Room  is  doing 

well,  with  its  list  of  sold-out  stations  and  an 
array  of  long-time  sponsors. 
Take  Taylor-Reed  Corp.,  Glenbrook, 

Conn.,  maker  of  Cocoa  Marsh  milk  forti- 
fier. A  Cocoa  Marsh  commercial  handled 

by  Miss  Sally  (Sally  Finkline)  on  WMAL- 
TV  Washington,  went  like  this: 

"Well  look  who's  smiling?  Who  is  it?" 
(In  unison),  "The  Cocoa  Marsh  Happy 

Lion." 

"Why  is  he  happy?" 

"He's  drinking  Cocoa  Marsh  in  his  milk." 
Miss  Sally  demonstrated  the  pump  on  a 

Cocoa  Marsh  jar  that  simplifies  sundae- 
making  and  milk  fortifying, 

showed  a  Romper  Room 

premium  ring,  and  added, 
"Enriched  vitamins  and  min- 

erals make  you  strong  as  a 

lion." 

Six  happy  youngsters  drank 
Thompson  milk  fortified 
with  Cocoa  Marsh  and  ex- 

claimed in  unison,  "Mmmm. 

This  is  choclarific." This  accounts  for  the  com- 
ment by  Malcolm  P.  Taylor, 

chairman  of  the  Taylor-Reed board,  "We  are  very  happy 

with  Romper  Room.  .  .  .  This 
is  outstanding.  Keep  up  the 

good  work."  In  Baltimore, 
sales  of  Cocoa  Marsh  rose 

last  winter  from  200  to  5,- 
500  cases  a  week.  In  New 

York  (WABD  [TV])  requests 

for  Romper  Room  rings  aver- 

aged 3,000  a  week  over  a  13- week  cycle. 

Other  sponsor  successes 

racked  up  by  Romper  Room: 
Nu-Cushion  Products,  Keene,  Tex.,  en- 

larged its  factory  three  times  in  a  year-and- 
a-half  to  meet  the  revived  demand  for  stick 
horses. 

J.  J.  Newberry  Co.,  Los  Angeles,  in- 
creased its  sales  in  that  city  from  30-40 

dozen  Tarco  bubble  gum  banks  (a  $1.49 

item)  a  month  to  470  dozen  in  one  month. 

Similar  success  tales  are  narrated  by  Wal- 
green in  Chicago,  National  Tea  Co.  and 

affiliated  retail  chains  and  many  others. 

"There's  very  little  sponsor  turnover," 
according  to  Mr.  Claster. 

Ellis  Meyers,  as  Romper  Room's  oldest 

sponsor,  summed  up  the  Read  drug  chain's 
loyalty  this  way: 

"We  like  the  inate  honesty  and  dignity 
of  Romper  Room  and  the  advertised  items. 

Nearly  every  item  we  have  promoted  in 

Broadcasting 



ELECTRICITY  MAY  DO  YOUR  YARD  WORK.  One  day,  by  simply 
speaking  into  a  microphone,  you  may  be  able  to  command  an 

Power  companies  build  for 

Your  present  electric  appliances  are  just  the  begin- 
ning of  real  electric  living.  Already  the  electronic 

oven  can  cook  your  food  in  seconds.  Electricity 

can  launder  clothes  without  water.  One  day  you 

may  have  an  electric  "gardener"  like  this  one.  Your 
home  will  be  kept  dust-free  and  clean  automatically. 

You  will  be  putting  much  more  power  to  work— 

and  you'll  have  all  you  need.  This  year  alone,  Amer- 

ica's electric  light  and  power  companies  are  spending 

|S|  AMERICA'S  INDEPENDENT  ELECT 

electric  "gardener"  to  mow  the  grass,  cultivate  the  flower  beds, 
trim  the  hedge  and  do  other  yard  work— while  you  relax. 

your  future  electric  living 

5  billion  dollars  on  plants  and  lines  for  your  future 

electric  living.  They  plan  to  double  the  electric  supply 

in  10  short  years. 

The  independent  electric  companies  are  willing 

and  able  to  provide  all  the  electricity  you  need,  now 

and  for  the  years  ahead.  You  can  count  on  the  men 

and  women  of  your  local  electric  company  for  a 

constant,  plentiful  supply  of  electricity  to  make  your 

life  more  satisfying  and  enjoyable. 

RIC  LIGHT  AND  POWER  COMPANIES* 
^Company  names  on  request  through  this  magazine 
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makes  planet-shaking 



Mars 

LlVE?  NO  ■  A  guest  star  (or 

guest-planetary)  can  be  quite  a 

handful.  And  when  there's  a 

"fluff"  it's  nice  to  know  you've 
got  it  on  film— not  on  the  air! 

Just  a  snip,  and  out  goes  the 

offending  passage.  You're  in 
control  at  all  times— show, 

stations,  time — clear  across 

the  country! 

Truly,  a  good  release  is  a  better 

release  on  EASTMAN  FILM. 

For  complete  information  write: 

Motion  Picture  Film  Department 

EASTMAN  KODAK  COMPANY 

Rochester  4,  N.  Y. 

East  Coast  Division         Midwest  Division 

342  Madison  Ave.     1  30  East  Randolph  Drive 
New  York  1  7,  N.  Y.  Chicago  1,111. 

West  Coast  Division 
6706  Santa  Monica  Blvd. 

1  Hollywood  38,  Calif. 

or  W.  J.  GERMAN,  Inc. 
Agents  for  the  sale  and  distribution  of 

Eastman  Professional  Motion  Picture  Films, 
Fort  Lee,  N.  J.;  Chicago,  III.;  Hollywood,  Calif. 

Be  sure  to  shoot  IN 

You'll  be  glad  you  < 

> 

PROGRAM  SERVICES  contINued 

Baltimore  has  been  successful,  including 

such  adult  merchandise  as  appliances.  This 
has  convinced  us  the  program  has  a  large 

adult  audience,  especially  mothers.  Inciden- 
tally, the  mothers  are  just  as  loyal  to  Miss 

Nancy  as  the  youngsters  and  they  learn 
tricks  about  rearing  children. 

"The  program  on  WJZ-TV  is  promoted 
in  the  Read  newspaper  advertising.  We  often 
have  Miss  Nancy  in  stores  and  she  always 
draws  long  lines  of  children  even  in  bad 
weather.  They  literally  mobbed  her  the  time 
she  landed  at  a  suburban  store  in  a  heli- 

copter. 
"Romper  Room's  public  service  aspects 

are  important  and  arouse  community  re- 
spect for  the  program,  the  sponsors  and  the 

products  advertised.  The  children  learn 
to  brush  their  teeth,  play  safely,  help  their 

mothers  and  do  other  things  on  the  'Do  Bee' 

list." 

Programming  is  scheduled  separately  for 

each  of  the  three-score  stations  by  the  crew 
at  Baltimore  headquarters  but  each  teacher 
has  her  own  way  of  executing  the  standard 

routines,  aided  by  pre-training  in  Baltimore 
and  the  traveling  counsellors  who  also 
handle  promotion  and  contact  agencies  and 
advertisers. 

All  Romper  Room  programs  open  with 

a  piano  playing  "Pop  Goes  the  Weasel," 
followed  by  a  pledge  of  allegiance  to  the 

flag  ("Just  like  they  do  at  big  school")  and 
a  tooth-brushing  or  other  admonition.  Do 

Bee  and  Don't  Bee  behavior  tips  are  fol- 
lowed by  games,  singing  and  other  routines, 

punctuated  by  short  film  cartoons  and  ani- 
mal films.  A  Let's  Gallop  game,  played  with 

Romper  Room  Broncs,  is  credited  with  re- 
viving the  stickhorse  industry. 

The  broncs,  along  with  some  three-dozen 
other  toys,  novelties  and  foods  bearing  the 
Romper  Room  label,  are  on  sale  all  around 

the  country.  No  guns  or  weapons  are  al- 
lowed on  the  program  or  the  merchandise 

list.  Romper  Room  Inc.  collects  5%  of  the 
wholesale  price  of  these  items. 

If  a  claimed  audience  of  3V2  million 

(30%  mothers)  is  any  criterion,  Romper 
Room  has  proved  that  teaching  can  be  fun. 
Many  schools  and  civic  groups  cooperate. 

The  program's  teachers  answer  an  average 
of  12,000  letters  a  week  (no  contests  used 
to  stimulate  mail). 

"All  this  mail  comes  from  a  program 

aimed  at  children  who  haven't  learned  to 
read  and  write,"  Mr.  Claster  suggests. 
"Romper  Room  teaches  the  children  initia- 

tive and  good  behavior,  and  helps  prepare 

them  for  'big  school'." And  Frederick  S.  Houwink,  WMAL-TV 

general  manager,  adds,  "It's  an  important 
program  for  the  station  and  the  ratings  are 

high." 

Closed-Circuit  Pay  Tv  Planned 

By  ITC  in  L.  A.,  N.  Y.,  Canada 

International  Telemeter  Corp.  is  preparing 

to  inaugurate  closed-circuit  pay  tv  opera- 
tions in  three  populous  areas  early  in  1959. 

One  will  be  located  in  the  New  York  metro- 
politan area,  another  in  the  Los  Angeles 

metropolitan  area  and  the  third  in  Canada. 
Clay  V.  Hake,  who  has  been  in  charge  of 

the  foreign  sales  and  distribution  of  "The 
Ten  Commandments"  for  Paramount  (ITC 
parent  company)  in  New  York,  has  joined 
Famous  Players  Canadian  Corp.  to  assist 
with  setting  up  Telemeter  arrangements  in 

Canada. 
Telemeter  executives  have  carefully  stud- 

ied and  analyzed  the  Bartlesville  venture  in- 
to subscription  television  via  a  wired  hookup 

from  the  point  of  program  origin  to  the 
homes  of  subscribers  from  its  inception  last 
fall  to  its  shutdown  in  June  [Lead  Story, 

Sept.  9,  1957  et  seq.  to  Program  Services, 
May  26]  to  determine  what  went  wrong 
and  how  to  avoid  repeating  these  errors  in 

its  own  operation.  A  day-to-day  blueprint 
for  a  telemeter  operation  from  the  start 

of  advance  publicity-promotion-exploitation 
through  the  first  six  months  of  program  serv- 

ices has  been  prepared  by  ITC,  covering  lo- 

cal programming  as  well  as  the  use  of  fea- 
ture motion  pictures. 

Sehon  Named  to  New  Post  by  UPI 

John  L.  Sehon,  with  the  general  head- 
quarters staff  of  United  Press  in  New  York 

since  1948,  last  week  was  named  editorial 

assistant  to  Frank  H.  Bartholomew,  presi- 
dent of  United  Press  International.  His  pri- 

mary responsibility  will  be  a  continuing 
study  of  the  expanding  UPI  news  report 
at  the  working  levels  in  broadcast  news 

rooms  and  newspaper  telegraph  desks 
throughout  the  U.  S.,  Mr.  Bartholomew 

explained.  "Our  purpose  is  to  keep  in  touch, 
steadily  and  at  first  hand,  with  the  varying 
needs  and  ideas  of  the  men  who  work  with 

the  UPI  news  report  day  in  and  day  out," 
he  said. 

Burt  Firm  Offers  Independents 

Public  Service  Program  Deal 

The  creation  of  National  Public  Service 
Productions  Inc.,  New  York,  to  supply 

independent  radio  stations  with  "quality" 
public  service  programming  is  being  an- 

nounced today  (July  14)  by  Hardy  Burt, 
president  and  founder  of  the  company. 

Mr.  Burt  reported  that  a  spot  check  of 

radio  stations  throughout  the  country  indi- 

cates there  is  "a  great  need"  for  such  pro- 
gramming, both  at  independent  and  net- 

work stations.  Mr.  Burt,  who  plans  to  pro- 
duce five  one-half  hour  programs  weekly, 

said  the  first  offering,  World  Science  Re- 
port, a  news-interview  program  dealing  with 

scientific  developments,  will  be  ready  for 
distribution  in  about  a  month.  Two  other 

programs,  he  said,  are  beyond  the  blue- 
print stage — Mr.  Ambassador,  an  inter- 

view program  featuring  a  foreign  ambassa- 
dor to  the  U.  S.  (carried  on  MBS  several 

years  ago)  and  Can  Freedom  Win?,  an 

analysis  and  forecast  of  "cold  war"  news 
presented  by  a  panel  of  specialists  on  Soviet 
affairs  (carried  on  NBC  in  1956).  Mr.  Burt 
holds  the  rights  to  these  programs. 

The  programs  will  be  made  available 
free  to  stations,  Mr.  Burt  said.  At  the 
outset  distribution  will  be  concentrated  on 

the  top  113  markets  in  the  country. 

Offices  are  in  the  RCA  Bldg.,  30  Rocke- 
feller Plaza,  New  York. 

July  14,  1958 Page  75 



MANUFACTURING 

Emerson  Develops  New  Tuner 

Size  of  Flashlight  Battery 

Emerson  Radio  &  Phonograph  Corp.  has 

developed  a  three-circuit  miniature,  rotary- 
axial,  ferrite  tuner  that  produces  linear 
frequency  variation  from  500  to  1600  kc 
and  can  be  extended  to  cover  frequencies 

as  high  as  15  mc. 
In  announcing  the  new  development 

Thursday  (July  10),  Emerson  described  it 

as  "major"  chiefly  because  of  the  tuner's 
size — slightly  larger  than  a  flashlight  battery. 

The  importance  of  the  tuner,  according 

to  Emerson's  George  Rappaport  (vice  presi- 
dent for  marketing  in  Government  Elec- 

tronics Div.):  Its  use  where  space  is  the 
factor.  Once  in  mass  production,  the  tuner, 

Mr.  Rappaport  said,  "will  afford  even 
further  reduction  in  the  size  of  pocket 

transistor  radios."  Emerson  authorities  note 
that  in  the  governmental  and  commercial 
fields  in  which  the  size  factor  is  directly 
related  to  the  use  of  transistors,  the  tuner 

can  prove  invaluable.  Credited  with  the 

tuner's  development  was  Edward  A.  Abbot, 
chief  of  Emerson's  communications  section. 

Camden  Strike  Continues 

About  1,500  members  of  the  Assn.  of 

Professional  Engineering  Personnel  con- 
tinued on  strike  Thursday  at  three  RCA 

plants  in  the  Camden  area  after  negotia- 
tions stalled  early  last  week  on  a  new  con- 

tract to  replace  the  one  that  expired  June  7. 
The  walkout  began  Tuesday  (July  8).  Some 

15,000  other  workers  continued  on  the  job 

despite  picketing  by  the  independent  union 
representing  the  design,  development  and 

research  engineers.  Both  labor  and  manage- 
ment described  the  picketing  as  peaceful 

and  APEP  on  Thursday  morning  distributed 
4,000  roses  to  women  employes  crossing 
its  line  to  let  them  know  the  union  did 

not  intend  to  interfere  with  their  reporting 
for  work.  At  issue  is  a  guaranteed  fund  for 
merit  increase  expenditures  and  salary 

adjustment. 

Wescon  Schedules  42  Sessions 

Forty-two  technical  sessions  are  on  the 

four-day  agenda  of  the  1958  Western  Elec- 
tronic Show  and  Convention,  to  be  held  in 

Los  Angeles,  Aug.  19-22.  The  technical  ses- 
sions will  be  held  in  five  major  meeting 

rooms  of  the  Ambassador  Hotel.  The  900 

technical  exhibits  will  be  housed  in  the  Pan- 

Pacific  Auditorium,  augmented  by  four  pa- 
vilions, one  devoted  exclusively  to  electronic 

production  materials  and  equipment.  An- 

other pavilion  will  contain  Wescon's  his- 
torical exhibit,  including  items  loaned  by 

such  celebrities  as  Dr.  Lee  de  Forest,  who 

will  show  replicas  of  his  first  vacuum  tubes. 

Sylvania  Tv  Set  Sales  Up  55% 

Sylvania  Electric  Products  Inc.  last  week 

reported  its  June  factory  sale  of  tv  sets  were 

the  "highest  for  any  June" — 55%  greater 
than  June  1957.  Sylvania  Home  Electronics 

general  marketing  manager,  Robert  L.  Shaw, 

was  optimistic  that  "disposable  income" would  increase  and  that  consumer  spending 

should  establish  a  new  third  quarter  record. 

Mr.  Shaw  said,  "We  expect  the  tv  set  in- 
dustry [to]  have  retail  sales  of  at  least  3.8 

million  units  in  the  second  half  for  a  1958 

total  of  about  6  million  sets." 

Stereo  Transmitter  Package 

To  Be  Offered  By  Gates  Radio 

Gates  Radio  Co.,  Quincy,  111.,  is  prepar- 
ing to  offer  fm  broadcasters  a  complete 

stereo  studio  and  transmitter  package,  de- 
scribed as  the  first  of  its  kind  in  the  country. 

Availability  of  the  package  now  was 
announced  Monday  (July  7)  by  Parker  S. 

Gates,  president  of  the  Harris-Intertype 

Corp.  subsidiary.  The  unit  includes  a  com- 
mercial transcription  turntable  for  stereo, 

a  stereo  tape  recorder  and  studio  console 
and  an  entire  line  of  new  fm  transmitters 

available  with  single  or  dual  channel  multi- 
plexing for  stereo  transmission.  Suggested 

price  for  the  package,  including  1  kw  fm 
transmitter,  is  approximately  $10,500. 

Mr.  Gates  pointed  out  that  some  fm 
broadcasters  have  increased  their  stereo 

programming  while  others  are  contemplat- 
ing the  addition  of  this  new  development. 

He  commented  that,  while  "there  may  not 
be  a  big  market  for  stereo  programming 
until  home  receivers  become  available,  and 
other  problems  are  worked  out,  at  least 
we  can  talk  to  fm  stations  about  equipment 

requirements  right  now." Mr.  Gates  noted  stimulated  interest  in 

stereo  as  the  result  of  manufacturers'  in- 
troduction of  new  stereo  record  players, 

tape  recorders,  tape  magazines  and  records 
designed  for  home  use. 

MANUFACTURING  SHORTS 

RCA  reports  shipment  of  custom  built 

superturnstile  antenna  to  WOAI-TV  and 
KENS-TV  San  Antonio  and  2-kw  trans- 

mitter to  KCMT  (TV)  Alexandria,  Minn. 

Ampex  Corp.,  Redwood  City,  Calif.,  re- 
ports shipment  of  videotape  recorders  (VR- 

1000)  to  WABD  (TV)  New  York,  WGBH- 
TV  Boston  and  WVUE  (TV)  Wilmington- 
Philadelphia. 

W.  L.  Maxson  Corp.,  N.  Y.,  has  announced 
new  alignment  in  organization.  Firm  will 

handle  sales  and  production  formerly  han- 
dled by  Maxson  Instruments  Corp.,  N.  Y., 

now  dissolved,  of  newly-created  Langevin 
and  Instruments  Divisions.  Langevin  will  be 

headquartered  in  Long  Island  City  (di- 
rected by  Albert  Schneider)  and  Instruments 

in  New  York  (directed  by  Michael  J. 

Grassi).  Langevin  manufactures  and  sells 
transformers  and  audio  amplifier  equip- 
ment. 

RCA  Semiconductor  and  Materials  Div., 

Somerville,  N.  J.,  has  established  north- 
eastern district  sales  office  at  Needham 

Heights,  Mass.  Office,  administering  Massa- 
chusetts, New  Hampshire,  Vermont,  Rhode 

Island  and  Maine,  is  headed  by  LeRoy  A. 

Goodwin  Jr.,  recently  marketing  manager 

(materials),  RCA  Components  Div. 

"IAXIE"  SAYS  .  .  •  April  Telepulse  Survey 

Rates  WFGA-TV  No.  1  in  Jacksonville 

The  latest  Telepulse  report  tells  the 
WFGA-TV  story. 

*  WFGA-TV  is  preferred  in  50.8%  of 
Jacksonville  homes. 

*  WFGA-TV  carries  eight  out  of  the 
top-rated  fifteen  once-a-week  shows. 

it  WFGA-TV  carries  six  out  of  the  top 
seven  shows  in  the  Jacksonville  Met- 

ropolitan Area. 

The  big  switch  to  WFGA-TV  was  accom- 
plished in  just  eight  months.  WFGA-TV 

went  on  the  air  last  September  and  now 

over  1  4  million  television  sets  regularly 
tune  to  the  leading  family  station  in 
the  Jacksonville  area. 

For  availabilities  on  Jacksonville's  No.  1 
TV  Station,  call  Ralph  Nimmons  at 

ELgin  6-3381  or  contact  your  nearest 

P.G.W.  "Colonel". 

Represented  by  Peters,  Griffin,  Woodward,  Inc. 

WFGA-TV
    Chann

el  12 
I I  I  Jjn      I  W  Jacksonville,  Florida 

FLORIDA'S   COLORFUL  STATION 
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MARK  OF 

PROGRESS.. 

New  trademark  for  Cochran 

Foil  Corporation,  latest  member 

of  The  Anaconda  Family 

ON  May  1,  1958,  Cochran  Foil 
Company,  Louisville,  Ky.,  be- 

came Cochran  Foil  Corporation — 

The  Anaconda  Company's  newest 
subsidiary.  This  acquisition  marks  a 

major  step  forward  in  Anaconda's 
steady  growth  and  diversification, 
and  enhances  its  expanding  position 
in  the  aluminum  industry. 

Anaconda,  a  leader  in  nonferrous 
metals,  had  previously  entered  the 
aluminum  industry  through  various 
subsidiaries:  An  up-to-date  primary 
reduction  plant  at  Columbia  Falls, 
Montana;  a  coiled-sheet  rolling  mill 
at  Torrington,  Connecticut;  and 
facilities  for  producing  rod,  sheet, 

m 

NACON  DA 

LUMINUN 

NACON  DA 

LUMINUM 

tube  and  extruded  shapes  now  nearing 
completion  at  Terre  Haute,  Indiana. 

Cochran  Foil  Company,  founded  in 

1939,  had  become  the  leading  inde- 
pendent producer  of  aluminum  sheet 

and  foil,  laminated  foil  products, 
and  rigid  aluminum  containers.  Now, 
the  distribution  and  sales  of  all 

"Anaconda  Aluminum"  fabricated 
products  will  be  made  through  the 
Cochran  Foil  Corporation. 

Speaking  at  Anaconda's  annual 
stockholders'  meeting  on  May  21st, 
A.  P.  Cochran  commented:  "Most 
people  think  of  aluminum  foil  prima- 

rily as  household 
foil.  Actually, 

there  are  many  oth- 
er industrial  uses 

such  as  in  air  con- 
ditioning, labels, 

protective  packag- 
ing, radios,  bottle 

caps,  and  so  on. "I  am  very  hap- 

py to  report  that  so 
far  this  year  Coch- 

ran's sales  have  in- 
creased by  12%— 

and  profits  by  an 
even  greater  margin.  Our  research  and 
sales  engineers  are  busily  developing 
new  uses  and  markets  for  aluminum 
products.  The  day  will  soon  be  here 
when  we  will  be  using  a  very  sub- 

A.  P.  Cochran,  President 
Cochran  Foil  Corporation 

stantial  portion  of  the  120,000,000 
pounds-per-year  present  capacity  of 

Anaconda's  Columbia  Falls  plant." 
Anaconda's  growth  in  aluminum  is 

typical  of  the  company's  contribution 
to  America's  progress,  and  a  prime 
example  of  a  development  program 
that  seeks  to  offer  better  products 
and  services  to  both  industry  and 
consumer. 58259A 

The 

AnacondA
" 

Company 

The  American  Brass  Company 

Anaconda  Wire  &  Cable  Company 
Andes  Copper  Mining  Company 

Chile  Copper  Company 

Greene  Cananea  Copper  Company 
Anaconda  Aluminum  Company 
Anaconda  Sales  Company 

International  Smelting  and Refining  Company 

Cochran  Foil  Corporation 
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ADD  the  CALIF.  ORE 

TV  TRIO 

&  sell  one  of  the  top  70 

markets  with  exclusive  VHF 

coverage. 

Standard 

Metropolitan 
County  Areas: 

U.S. 

Population:  Rank: 

Fall  River- 
New  Bedford,  Mass.  .  .  .  397,600    57 

Richmond,  Va. 381,600    58 

Brownsville- 
Harlingen-McAllen.Tex.   .  375,100    59 

Wilkes-Barre- 
Hazleton,  Pa   372,200    60 

Nashville,   Tenn   370,200    61 

California-Oregon  Trio  369,970 

Knoxville,   Tenn   367,300 62 

Wheeling.  W.  Va.. 
Steubenville,   Ohio    ....  357,200    63 

Flint,   Mich   355,800    64 

Salt  Lake  City,  Utah  .  .  .  353,100    65 

Charleston,  W.  Va   339,000    66 

Grand  Rapids,  Mich.   .  .  338,100    67 

Tulsa,  Okla   337,600    68 

Fresno,  Calif   336,000    69 

Poughkeepsie-Newburgh- 
Beacon,  N.  Y   334,500    70 

Wilmington,  Del   334,100    71 

THREE  MARKETS — ONE  BILLING 

KIEM@:«KBES©-KOTI©« 
TV  3-Calif. 

Eureka 
TV  5-Oregon 

Medford 
TV  2— Oregon 
Klamath  Falls 

MARKET  FACTS 

Population    369,970 

Families    119,660 

Tv  Families    102,532 

Retail  Sales    $485,139,000 

Effective  Buying  Income   $639,960,000 

for  CALIF.-ORE.  TV  TRIO 

THE  SMULLIN  TV  STATIONS 

call  Don  Telford,  Mgr. 

Phone  Eureka,  Hillside  3-3123 
TWX  EK16 

nr  9.l  BLAiR»/*4tfw  nation
al 

or  as*  associates  ,*c.  representatives 
New  York,  Chicago,  San  Francisco,  Seattle,  Los  Angeles, 
Dallas,  Detroit,  Jacksonville,  St.  Louis,  Boston. 

PERSONNEL  RELATIONS 

AFTRA  Convention  This  Week 

To  Spotlight  Videotape  Problem 
American  Federation  of  Television  & 

Radio  Artists  opens  its  four-day  convention 
in  New  York  Thursday  (July  17),  with 

the  union's  negotiations  with  the  three  tv 
networks  on  videotape  scheduled  to  be  a 

highlight. 
The  union  and  the  networks  have  held 

several  meetings  on  AFTRA's  proposals  for 
an  agreement  covering  performers  in  video- 

tape. Discussions  have  been  suspended  until 
July  22.  It  is  reported  that  networks  have 
balked  at  the  rates  proposed  by  AFTRA 

and  have  presented  counter-proposals.  It  is 
expected  that  a  resolution  will  be  offered 
at  the  convention  expressing  the  views  of 
the  delegates  on  conditions  to  be  included 
in  an  ultimate  agreement  with  the  networks. 
AFTRA  and  the  Screen  Actors  Guild, 

meanwhile,  have  until  tomorrow  (July  15) 
to  submit  briefs  to  an  examiner  of  the 

National  Labor  Relations  Board  with  re- 

spect to  a  petition  by  AFTRA  for  an  NLRB 
election  under  which  performers  would 
select  a  single  union  to  represent  them  in 
all  videotape  work.  SAG  has  asked  that 
the  petition  be  denied,  claiming  it  already 
has  jurisdiction  over  videotape  performed 
at  film  studios.  The  Screen  Extras  Guild, 

the  three  tv  networks  and  representatives 
of  key  advertising  agencies  have  voiced 

opposition  to  AFTRA's  petition  [Person- 
nel Relations,  June  30]. 

WINS  Announcers  Back  at  Work 

The  18-day  strike  of  announcers  at  WINS 
New  York  ended  July  4  and  strikers  returned 
to  work  that  day,  the  station  announced  last 

week.  The  terms  of  a  new  two-year  contract 
are  retroactive  to  April  1.  The  station  re- 

mained on  the  air  during  the  dispute,  with 

supervisory  personnel  handling  operations. 
The  contract  provides  that  announcers  will 

TRADE  ASSNS  

be  guaranteed  a  minimum  of  $17,000  an- 
nually, $4,000  more  than  under  the  old  pact, 

including  a  weekly  base  increase  from  $141 
to  $150.  Announcers  belonging  to  the  New 
York  local  of  American  Federation  of  Tele- 

vision and  Radio  Artists  obtained  pension 
and  welfare  benefits  and  a  severance  pay 

provision  calling  for  one  week  pay  for  each 
26  weeks  of  employment  at  the  station.  The 
clause  on  commercial  fees  remains  substan- 

tially the  same. 

Thirteen  WINS  engineers,  members  of 
the  International  Brotherhood  of  Electrical 

Workers,  remained  off  the  job  during  the 
strike  but  returned  also  on  July  4. 

A  WINS  spokesman  said  that  one  pro- 

vision the  station  deems  "important"  con- 
cerns the  privilege  of  hiring  or  releasing 

employes.  Under  the  new  contract,  he  said, 

only  five  staff  announcers  cannot  be  re- 
leased (except  for  insubordination,  miscon- 

duct or  incompetence)  but  additional  staffers 

beyond  five  may  be  released  at  the  man- 
agement's discretion.  Currently,  he  said, 

there  are  six  staff  and  four  freelance  an- 
nouncers at  WINS.  Another  concession 

gained  by  the  station,  he  added,  broadens 
the  types  of  programming  assignments  on 
which  announcers  may  be  used. 

MGA  Drops  Unfair  Labor  Charges 

Musicians  Guild  of  America  last  week 

withdrew  the  unfair  labor  charges  it  had 

filed  the  previous  week  with  NLRB  against 
AFM  and  the  Assn.  of  Motion  Picture 
Producers  [Personnel  Relations,  July  7]. 

After  the  charges  had  been  filed,  both  AFM 
and  the  motion  picture  producers  denied 
that  their  talks  concerning  sound  recording 
for  motion  pictures  outside  of  Los  Angeles 

County  involved  any  complicity  in  a  "run- 
away shop"  scheme,  so  MGA  dropped  its 

charges,  according  to  Cecil  F.  Read,  MGA 
chairman. 

Rep  Assn.  Supports  Code  Board 

On  Multiple  Spotting  With  ID  s 

The  interpretation  of  the  Television  Code 

Board  of  the  NAB  on  the  subject  of  "multi- 
ple spotting"  was  supported  today  (July  14) 

by  the  Station  Representatives  Assn. 
A  statement  release  by  Lawrence  Webb, 

SRA  managing  director,  said  the  associa- 
tion's Television  Trade  Practices  Commit- 

tee has  reviewed  the  code  board's  stand  on 

"multiple  spotting"  last  month,  and  has  con- 
cluded that  the  board's  position  is  correct. 

At  that  time,  the  board  announced  it  felt 

that  "the  present  language  of  the  code  pro- 
vides adequately  and  clearly  against  this 

violation."  It  explained  that  the  station  iden- 
tification of  no  longer  than  10  seconds  can 

be  shared  with  an  advertiser  without  being 
counted  as  a  commercial  spot  and  added 
that  the  ID  is  required  by  FCC  regulation. 

"This  means,"  Mr.  Webb  said,  "that  two 
back-to-back  announcements  and  an  ID  so 

shared  by  an  advertiser,  are  acceptable.  The 
code  is  quite  specific  on  this  point.  The 

members  of  the  SRA  feel  that  this  interpre- 

tation of  the  code's  language  is  correct  and 
that  revision  of  the  code  on  this  point,  as 

requested  in  some  quarters,  is  not  neces- 

sary." 

The  SRA  committee  which  explored  the 

matter  consisted  of  Edward  Codel,  chair- 
man, and  Bates  Halsey,  Arthur  Sherin, 

Frank  Pellegrin,  Richard  L.  Foote,  Edward 
P.  Shurick  and  Lloyd  Griffin. 

RAB  University  Plan  Offered 

Through  State  Assns.  to  Schools 

Radio  Advertising  Bureau  this  week  will 
detail  a  new  plan  to  promote  broadcast 

education  in  the  nation's  colleges.  It  will 
provide  state  broadcaster  associations  with 

RAB  material  "at  minimum  fee"  which  the 
associations  in  turn  will  make  available  to 
state  universities  of  their  choice. 

Dubbed  the  "RAB  University  Plan,"  the 
arrangement  was  first  suggested  to  RAB  by 
the  Tennessee  Broadcasters  Assn.  which 

now  has  become  the  first  group  to  subscribe 
to  this  service.  RAB  President  Kevin  B. 

Sweeney,  in  announcing  the  plan  this  week, 
stresses  the  fact  that  too  many  students  are 

being  schooled  in  broadcasting  via  textbooks 

that  "are  woefully  out  of  date." 
The  RAB  material  is  expected  to  remedy 
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this  situation,  he  said,  by  making  available 
to  schools  complete  new  RAB  member  kits 

plus  the  regular  weekly  mailings  RAB  sends 

its  member  stations.  Only  RAB's  individual 
service  materials,  now  ordered  by  a  number 

of  members,  won't  be  offered. 

Ad  Film  Fest  Set  for  September 

The  fifth  annual  International  Advertising 
Film  Festival  has  been  announced  for  Sept. 
20-25  on  the  Lido,  Venice.  All  films  entered 
must  advertise  a  product  or  service  and  be 

designed  for  commercial  tv  or  cinema  ex- 
hibition. The  fees  for  entering  each  tv  film 

is  £8  (about  $22.40).  All  entries  must  be 

in  Venice  by  Aug.  30. 

Application  forms  for  delegates  (registra- 
tion fee  about  $47.60),  advertising  space  in 

the  film  catalog  and  hotel  accommodation 
are  obtainable  from  Peter  Taylor,  director, 
International  Advertising  Film  Festival,  17 

Berkeley  St.,  London  W.  1,  England. 

TvB  Readies  Kit  on  Bank  Cases 

Television  Bureau  of  Advertising  an- 
nounced last  week  that  it  will  distribute  to 

members  shortly  a  kit,  "How  to  Build  In- 
terest and  Dividend."  It  contains  27  docu- 

mented case  histories  on  the  successful  use 

of  television  by  commercial  banks,  savings 

PROFESSIONAL  SERVICES  

banks  and  savings  and  loan  associations. 
The  bureau  also  reported  that  it  will  make 
available  to  members  data  on  current  TvB 

national  sales  activities  as  a  means  of  bol- 

stering the  stations'  own  in-staff  sales  plans. 

TvB  Helping  Career  Project 

Television  Bureau  of  Advertising  will 

make  available  a  special  series  of  tv  promo- 
tion materials  for  National  Careers  in  Re- 

tailing Week,  Oct.  12-18,  it  was  announced 
last  week  by  the  sponsoring  organization, 
National  Retail  Merchants  Assn.,  formerly 

National  Retail  Dry  Goods  Assn.  TvB's 
material  includes  tv  retailing  methods,  spot 

announcements  and  other  aids.  It  will  be  in- 

cluded in  the  NRMA  "Action  Kit"  slated 
to  be  sent  this  week  to  more  than  10,300 
member  stores  and  over  1 ,000  merchant 

associations.  Radio  spot  for  the  retail  career 
week  has  been  furnished  to  NRMA  by  RCA 
Victor  Record  division  of  RCA.  It  is  record- 

ed by  bandleader  Lou  Monte,  RCA  artist. 

TRADE  ASSOCIATIONS  SHORT 

Advertising   Educational  Foundation, 

formed  by  Advertising  Federation  of  Amer- 
ica, has  filed  incorporation  papers,  AFA 

reports.  Foundation  is  to  be  non-profit 
organization  supported  by  contributions 
from  firms  and  individuals. 

EIC  Investment  Fund  Expands 

With  Organization  of  Fleetwood 

The  expansion  of  the  Electronics  Indus- 
tries Mutual  Investment  Fund,  founded  three 

years  ago  by  ex-broadcaster  Charles  E.  Salik, 
was  announced  in  New  York  last  week  by 

Mr.  Salik's  Fleet- 
wood Securities 

Corp.  of  America. 
Fleetwood  is  a  new 

firm  organized  to 
handle  sale  of  stock 

in  the  $16  million 
fund  of  Electronics 

Investment  Corp. 
Both  Fleetwood  and 

EIC  are  headed  by 

Mr.  Salik,  one-time 
owner  -  operator  of 
KCBQ  San  Diego 

and  financier  of  various  other  radio-tv  prop- 
erties and  manufacturing  interests,  including 

Kay  Labs,  San  Diego. 
EIC  has  a  diversified  portfolio  of  stocks 

throughout  the  electronics  industry  including 

such  firms  as  RCA,  GE,  AB-PT,  Sylvania 
and  Westinghouse.  Heretofore  it  was  mar- 

keted as  a  monthly  investment  plan  prin- 
cipally in  Southern  California.  Fleetwood 

has  exclusive  rights  to  market  EIC  as  a 
contract  plan  in  New  York,  plus  handling 

general  marketing  elsewhere.  EIC's  board 
includes  Bernard  Koteen,  Washington  com- 

munications attorney,  and  Henry  P.  Kalmus, 
Washington  telecommunications  engineering 
consultant. 

Fleetwood's  executive  vice  president  is 
Peter  J.  Piper,  who  was  financial  aide  to 
Mr.  Salik  in  San  Diego.  Arthur  Pandeloglou, 
formerly  with  Fahnstock  &  Co.,  New  York, 

MR.  SALIK 

is  vice  president  and  sales  director  and  Oscar 
Harris,  former  account  executive  with 
Arthur  A.  ludson  Adv.,  New  York,  is  vice 

president  in  charge  of  advertising  and  sales 

promotion. 

Silliman,  Moffet,  Rohrer 

Set  Up  New  Engineer  Firm 

A  new  partnership  of  Washington  con- 
sulting engineers  in  radio  and  television — 

Silliman,  Moffet  &  Rohrer — will  be  formed 
Aug.  1. 

The  partners  will  be  Robert  M.  Silliman 

of  Robert  M.  Silliman  &  Assoc.;  his  as- 
sociate, John  A.  Moffet,  with  Mr.  Silliman 

for  the  past  five  years,  and  Raymond  E. 
Rohrer,  engineer  in  charge  of  broadcast 
allocations  at  the  Washington  firm  of  Jansky 
&  Bailey  Inc.  Mr.  Rohrer  has  been  at 
Jansky  &  Bailey  1 1  Vi  years  and  in  his 
present  position  three  years. 

The  address  of  the  new  firm  will  be  1405 

G  St.,  N.  W.,  Washington  5 — the  present 

SILLIMAN MOFFET ROHRER 

quarters  of  Robert  M.  Silliman  &  Assoc. 
The  telephone  number  also  remains  the 

same,  Republic  7-6646.  Silliman,  Moffet  & 
Rohrer  will  increase  office  space  at  that  ad- 

dress, however. 

KOA-Radio... 

your  best Western  Salesman! 

Because  KOA-Radio's  capable 
management  has  established  and 
maintained  listener  respect  for  the 
station  and  its  advertisers  for  more 
than  33  years! 

Because  KOA-Rad  io  covers  Denver 

and  the  big,  wide  West.  You  need  the 

power  of  50,000  watts  to  blanket  the 
rich  Western  Market!  You  reach  the 

whole  market  with  KOA-Radio. 

Because  KOA-Radio's  program- 
ming is  tailor-made  to  the  interests 

and  tastes  of  the  area.  Skillful  local 

and  NBC  programming  combine  to 

give  listeners  what  they  want,  when 

they  want  it! 

Because  KOA-Radio  has  always 

shown  devotion  to  the  public  welfare, 

it  is  highly  respected  and  has  top 
stature  in  its  community. 

Because  KOA-Radio  SELLS!  Make 

your  ad  budget  work  harder . . .  more 

effectively!  Use  KOA-Radio! 

50,000  Watts  •  8$0  Kc 

Represenfed  nationally  by 

HENRY  I.  CHRISTAL,  INC. 
B  7/58 
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NETWORKS 

SARNOFF,  KINTNER  TO  TOP  NBC  JOBS 

The  expected  happens  with  Sarnoff  as  chairman,  Kintner  as  president 

Robert  W.  Sarnoff  last  week  was  elected 
chairman  of  the  board  of  NBC,  and  Robert 

E.  Kintner  succeeded  him  as  president. 
The  moves  had  not  been  unexpected. 

Mr.  Sarnoff  has  risen  inexorably  in  man- 
agerial ranks  since  he  joined  the  company 

as  a  salesman  Jan.  1,  1948.  In  less  than 

eight  years  he  was  made  president,  in  a  little 
more  than  lOVi  chairman  of  the  board. 

Mr.  Kintner  has  risen  faster,  but  he 

started  higher  at  NBC  after  an  already  suc- 
cessful career  in  journalism  and  at  another 

network,  ABC.  Since  Mr.  Kintner  joined 
NBC  Jan.  1,  1957,  as  an  executive  vice 

president,  it  has  been  evident  that  he  was 
headed  toward  the  presidency  [Closed 
Circuit,  Jan.  20,  1958,  Feb.  18,  1957]. 

Mr.  Sarnoff  is  40.  Mr.  Kintner  is  49. 

The  chairmanship  to  which  Mr.  Sarnoff 
was  elected  last  Friday  had  been  vacant 
since  the  resignation  nearly  two  years  ago 
of  Sylvester  L.  (Pat)  Weaver  Jr.  Mr.  Weaver 
held  the  job  briefly  after  being  promoted 
out  of  the  NBC  presidency  Dec.  12,  1955, 
when  Mr.  Sarnoff  was  promoted  into  it. 

Another  of  Mr.  Sarnoff's  predecessors  in 
the  job  was  his  father,  Brig.  Gen.  David 

Sarnoff.  For  a  time  before  Mr.  Weaver's 
appointment  to  the  chairmanship,  Gen. 
Sarnoff  held  that  post  in  addition  to  his 

long-time  chairmanship  of  the  board  of 

RCA,  NBC's  parent  company.  The  general 
moved  back  upstairs  just  before  his  son 
became  NBC  president. 

At  his  election  to  the  NBC  presidency 
last  Friday,  Mr.  Kintner  became  the  first 
man  in  history  to  have  been  president  of 

two  television  networks.  He  served  as  pres- 

CBS  Radio  Uncorks  Fast  Pitch 

For  Economical  Network  Selling 

CBS  Radio  last  week  issued  one  of  its 

"hardest  pitches"  on  behalf  of  network  radio 
in  general  and  CBS  Radio  in  particular. 

In  full-page  copy-crammed  newspaper 
ads  written  by  CBS  Radio  Advertising-Pro- 

motion Vice  President  Louis  Hausman — 
placed  in  the  Wall  Street  Journal,  New  York 

Times,  and  Detroit  Free  Press — CBS  Radio 
spelled  out  in  detail  why  in  time  of  recession 

•'the  luxury  of  the  big  gesture — of  being 
able  to  point  with  pride  at  advertising — is  no 

longer  affordable  for  its  own  sake." 
The  ad  spoke  in  terms  of  statistics,  cited 

:a  Leo  Burnett  Co.  study  that  showed  radio 
to  be  the  most  economical  medium  around, 

noted  that  $46,000 — "more  than  the  cost  of 
a  magazine  page  .  .  .  and  less  than  the 

cost  of  a  television  program" — would  net 
the  CBS  Radio  advertiser  50  "hard  sell"  an- 

nouncements reaching  almost  25%  of  all 
U.  S.  families  more  than  five  times  each 

within  one  week  at  less  than  80  cents  per 
thousand  family  impressions. 

The  ad  went  on  to  cite  several  CBS  Radio 

"success  stories"  for  such  advertisers  as 

ident  of  ABC  from  1949  until  October 
1956  when  he  resigned  in  a  policy  dispute 

with  the  management  of  American  Broad- 
casting-Paramount Theatres,  ABC  parent. 

Under  the  new  NBC  executive  structure, 
Mr.  Sarnoff  will  continue  to  function  as 

chief  executive,  and  Mr.  Kintner  will  con- 
tinue to  report  to  him. 

As  executive  vice  president,  Mr.  Kintner 
ran  the  NBC  television  network.  That  re- 

sponsibility will  continue  to  be  his,  and  no 
successor  to  his  executive  vice  presidency 

will  be  appointed. 
Also  reporting  to  Mr.  Kintner  will  be 

P.  A.  (Buddy)  Sugg,  vice  president  of  NBC 
owned  stations  and  NBC  Spot  Sales; 
Matthew  J.  Culligan,  vice  president  of  the 
radio  network,  and  J.  M.  Clifford,  executive 

vice  president  of  administration. 

NBC's  two  other  executive  vice  presi- 
dents, Kenneth  Bilby  (public  relations)  and 

David  Adams  (corporate  relations),  will  re- 
port to  Mr.  Sarnoff. 

BOB  SARNOFF  BOB  KINTNER 

NEW  DEAL  FOR   THE   UPPER  ECHELON 

Hertz,  Scott  Paper  Co.,  Curtis  Pub.  Co., 

etc.;  it  talked  of  how  CBS  Radio  "protects" 
a  client's  sales  message  and  what  network 

radio  can  do  "for  you." 

MBS  Credits  Programming  Change 

For  Record  Rise  in  Advertisers 

Mutual  last  week  reported  a  "record"  in- 
crease in  the  number  of  its  advertising 

clients  for  the  year  ending  June  30.  The 
network  placed  the  rise  at  38%  over  the 
corresponding  period  last  year. 

Armand  Hammer,  president-chairman, 
pointed  out  it  was  not  possible  to  compare 

the  gross  revenues  for  the  1957-58  periods 
with  those  of  the  1956-57  period  because 

of  Mutual's  revised  sales-programming  con- 
cept. He  pointed  out,  however,  that  Mutual 

has  been  operating  "slightly"  in  the  black 
or  at  "the  break-even  point"  for  the  past 

year,  as  compared  with  an  "in  the  red" 
operation  during  1956-57.  Mr.  Hammer 

attributed  the  jump  in  Mutual's  client  ros- 
ter to  its  new  programming  and  network 

operation,  which  went  into  effect  June  2, 
1957.  This  concept  emphasizes  news,  music, 

sports  and  special  events  and  calls  upon 

Mr.  Sarnoff  has  been  and  will  remain  a 
member  of  the  boards  of  NBC  and  RCA. 

Mr.  Kintner  has  been  an  NBC  board  mem- 
ber and  will  continue  to  serve  as  a  member 

of  that  body. 

Mr.  Sarnoff  joined  NBC  as  an  account 
executive  in  sales  after  serving  in  various 
sales  and  other  capacities  for  three  years 

with  the  Cowles  publications.  In  less  than 

a  year  after  joining  NBC  he  became  as- 
sistant to  the  national  program  director  of 

the  tv  network,  soon  afterward  became  tele- 
vision production  manager  and  after  that 

tv  program  sales  manager. 

He  became  director  of  NBC  unit  produc- 
tions in  January  1951,  was  elected  a  vice 

president  in  June  the  same  year  and  was 
put  in  charge  of  the  NBC  Film  Div.  a  year 
later. 

In  September  1953  he  was  given  ad- 
ditional duties  as  executive  assistant  to  Mr. 

Weaver,  then  vice  chairman  of  the  NBC 

board.  When  Mr.  Weaver  became  presi- 
dent, Dec.  4,  1954,  Mr.  Sarnoff  became 

executive  vice  president.  It  was  a  year  later 
that  Mr.  Weaver  became  chairman  and 

Mr.  Sarnoff  president. 
Mr.  Kintner  entered  broadcasting  in 

1944  after  a  newspaper  career  including 
the  writing  with  Joseph  Alsop  of  a  widely 

syndicated  column. 
Through  friendship  with  Edward  J.  Noble, 

then  head  and  principal  stockholder  of 
ABC,  Mr.  Kintner  left  journalism  to  enter 
radio.  He  became  a  vice  president  of  the 
network  in  September  1944,  executive  vice 
president  two  years  later  and  president  in 
1949. 

affiliates  to  pre-clear  17  five-minute  news- casts daily. 

During  the  past  year,  according  to  Mr. 

Hammer,  87  different  advertisers  used  MBS' 
facilities.  These  included  such  first-time 
"small"  advertisers  as  Tee-Pak  Inc.  and 

the  Spring  Air  Co.  Large-budget  advertisers, 
he  said,  who  used  mutual  for  the  first  time 
include  AT&T,  The  Nestle  Co.,  The  H.  J. 

Heinz  Co.,  Equitable  Life  Assurance  So- 
ciety, Florists  Telegraph  Delivery  Assn.  and 

the  National  L.  P.  (Liquid  Propane)  Gas 
Council. 

"National  Advertisers,"  Mr.  Hammer 

commented,  "must  adjust  their  budget  to 
include  greater  expenditures  on  the  local 
level — where  the  hardest  impact  must  be 
made  to  the  ultimate  consumer.  This,  they 

are  finding,  can  be  done  most  economically 

by  using  network  radio  such  as  Mutual  now 
airs  plus  local  impact  budgets  on  MBS 

affiliated  stations  and  in  local  print." 

Renewals  Brighten  ABC  Outlook 

The  outlook  for  network  radio  at  mid- 

year 1958  is  "good,"  Edward  J.  DeGray, 
vice  president  in  charge  of  ABC  Radio  Net- 

work, says  in  a  progress  report  to  be  is- 
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sued  today  (July  14).  "Prospects  for  ABC 
Radio  in  particular  are  bright,  as  evidenced 

by  increased  billings  and  the  strong  sup- 

port from  affiliates,"  he  added.  Billings  in 
the  past  60  days  topped  more  than  $2.3  mil- 

lion. Mr.  DeGray  said,  citing  major  re- 
newal orders  from  AFL-CIO  and  others 

[At  Deadline,  June  30].  He  noted  the 
continued  addition  of  new  affiliates  and  ex- 

pansion of  the  network  sales  staff  as  further 
evidence  of  the  upward  trend. 

MBS,  Intermountain  Contract 

Extended  Past  18-Year  Record 

The  signing  of  a  new  five-year  affiliation 
agreement  between  Mutual  and  the  regional 
Intermountain  Network  was  announced 

jointly  last  week  by  Armand  Hammer,  MBS 
board  chairman,  and  George  C.  Hatch, 
chairman  of  IMN  and  president  of  KALL 

Salt  Lake  City.  The  pact  extends  an  18- 

ARMAND  HAMMER,  MBS  president-chair- 
man, signs  with  George  C.  Hatch  (seated  r), 

Intermountain  chairman,  to  extend  the  18- 

year-old  association  another  five  years. 
Robert  F.  Hurleigh  (standing),  MBS  Wash- 

ington vice  president,  looks  on. 

year  association  between  Mutual  and  Inter- 
mountain. 

Under  the  agreement,  Mutual  network 

programming  will  be  available  to  all  45  Inter- 
mountain stations,  located  in  Nevada,  Idaho, 

Wyoming,  Colorado,  Utah,  Montana  and 

Nebraska.  Adjustments  in  Mutual's  net- 
work facilities  in  these  states,  Mr.  Hammer 

said,  will  make  possible  the  transmission 
of  the  full  schedule  of  34  daily  newscasts 
plus  weekday  feature  programming  to  these 
stations. 

CBS-TV  to  Videotape  Horseraces 

Videotape  will  come  to  the  aid  of  the 
CBS  Sports  Dept.  which  at  times  has  faced 

a  dilemma  in  its  scheduling.  Heretofore,  ac- 
cording to  CBS  Sports  Director  William  C. 

MacPhail,  the  Race  of  the  Week  turf  tele- 
casts (4:30-5  p.m.  EDT)  have  had  to  be 

restricted  to  a  regional  network  whenever 

the  192-station  Saturday  Baseball  Game  of 
the  Week  ran  overtime.  Now,  says  Mr. 
MacPhail,  the  horseraces  will  be  taped  as 

they  are  run  and  will  be  played  back  im- 
mediately following  the  close  of  the  baseball 

games  in  times  of  conflict. 

'See  It  Now'  Concludes 

Seven-Year  Run  on  Tv 

CBS-TV's  See  It  Now  with  the  July  7  re- 

port on  Germany  became  "Saw  It  Now." 
After  a  total  seven-year-run  of  184  shows 
(not  including  five  specials — two  on  Israel 

and  Egypt,  one  on  Yugoslavia's  Tito,  one  on 
Red  China's  Chou  En-  Lai,  one  on  Great 
Britain's  Harold  MacMillan),  See  It  Now 
has  gone  off  the  air.  During  its  course  the 

Ed  Murrow-Fred  Friendly  production  at- 
tracted sponsors  in  quality  but  not  in  quan- 

tity— one  of  the  reasons  for  its  untimely 
demise. 

Included  in  those  advertisers  riding  with 
See  It  Now  were  Aluminum  Co.  of  America, 

Pan-American  World  Airways,  Shulton  Inc., 
and  such  one-shot  participants  as  the  CBS 
Columbia  Record  Club  and  Maybelline.  In 

terms  of  personnel,  See  It  Now's  end  won't 
mean  loss  of  jobs.  The  entire  See  It  Now 
staff  will  be  transferred  to  the  newest  Mur- 

row-Friendly  project,  Small  World,  which 
debuts  this  coming  season. 

See  It  Now  premiered  Nov.  18,  1951, 

evolving  out  of  a  CBS  Radio  series,  Hear 
It  Now,  which  in  turn  was  spawned  by  a 

series  of  Columbia  Records  albums  pro- 
duced by  Messrs.  Murrow  and  Friendly  as 

"I  can  hear  it  now" — documented  record- 

ings of  the  voices  and  sounds  of  history.  Al- 

bums have  covered  the  1933-45,  1945-49, 

and  1919-33  periods;  additionally,  Colum- 

bia has  put  in  "LP"  form  the  soundtrack 
interviews  of  the  See  It  Now  reports  with 

Israel's  David  Ben  Gurion  and  Egypt's 
Gamal  Abdel  Nasser  plus  a  musical  report 

on  Louis  Armstrong's  triumphant  tour 
through  Africa  and  Europe.  Mr.  Arm- 

strong's junket  was  based  on  a  See  It  Now 
report  of  December  1955,  which  later  was 

blown  up  into  a  full-length  feature  film  for 
United  Artists  Corp.,  produced  by  Messrs. 
Murrow  and  Friendly. 

Gottlieb  Named  to  New  CBS  Post 

Lester  Gottlieb,  general  executive  at  CBS- 
Tv  since  May  1956,  Thursday  (July  10) 

was  named  to  the  new  post  of  CBS-TV director  of  program 

development,  report- 
ing to  programming 

development  vice 

president,  Robert  M. 
Weitman.  Head  of 
radio  publicity  and 

later  talent  super- 
visor for  radio  at 

Young  &  Rubicam 
between  1944  -  48, 
Mr.  Gottlieb  joined 
CBS  Radio  in  1948 

as  programming 

vice  president.  He  switched  to  CBS-TV  in 
July  1955  as  director  of  daytime  programs. 

MR.  GOTTLIEB 

t
o
"
 

The  107-A  Test  Set  and  Field  Intensity 
Meter  combines  in  one  portable  unit  a 
radio  receiver  of  laboratory  quality  with 
metered  output  and  an  accurately  cali- 

brated signal  generator.  These  instru- 
ments, which  can  be  used  separately  for  a 

variety  of  test  purposes,  cover  a  frequency 
range  of  54  to  240  megacycles  without 
band  changing. 

1 

" 

SPECIFICATIONS 

RECEIVER 
Input  Impedance   51  ohms 
I.F.   Frequency   21.4  MC 
I.F.  Bandwidth   300  KC 
Sensitivity  at  input  term,  as  a  voltmeter..  1 .0  uv 
Field  Strength  at  54  MC  1.6uv/m 
Field  Strength  at  240  MC  6.5  uv/m 

Max.  input  using  external  pad  supplied. .10.0  V 
Field  Strength  at  54  MC  16.0  V/M 
Field  Strength  at  240  MC  65.0  V/M 

Output  Indicator   Panel  meter 
(approx.  Logarithmic  scale) 

Output:    1.   To    operate   at    1.0  milliampere 
recorder.    2.  Audio  for  headphones. 

SIGNAL  GENERATOR 
Output   1.0  uv  to  0.1  V 
Output  Impedance   51  ohms 

POWER  REQUIREMENTS 
117  volt  a-c,  50-400  cycle  60  watts — or 
6  volt,  d-e   8  amperes 

NEMS   c§>  CLARKE COMPANY 
A  DIVISION  OF  VITRO  CORPORATION  OF  AMERICA 
919    JESUP-BLAIR    DRIVE    •     SILVER    SPRfNG,  MARYLAND 
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A  BROADCASTING  INTERVIEW 

25  years  wiser  about  show  business, 

Goldenson  finds  tv  the  brightest  star 

Mr.  Goldenson,  I  believe  you're  celebrating 
your  25th  anniversary  in  the  entertainment 
business  this  month. 

That's  right. 
Could  you  give  us  the  highlights  of  the 

changes  in  the  entertainment  business  as  you 
have  seen  them? 

Entertainment  basically  has  not  changed, 

but  I  find  the  tempo  changes  with  the 
conditions  that  exist  in  the  world  at  any 

given  time.  If  you  will  look  at  motion 
pictures  made  even  five  or  ten  years  ago 

— comedies  or  musical  comedies — you'll  see 
they've  become  antiquated  because  the 
nature  of  comedy  and  the  nature  of  music 
changes  so  rapidly.  On  the  other  hand, 
straight  dramatic  presentations  do  not 

change  as  much,  except  that  dramatic  pres- 
entations have  become  more  psychological 

compared  to  those  we  saw  10,  15,  20  years 

ago. 
Television,  of  course,  has  come  along  during 

this  period.  To  what  extent  do  you  think  it 
will  change  tastes  in  entertainment? 

Television,  you  will  find,  will  affect  public 
tastes  and  attitudes  more  than  any  of  the 
other  art  forms  have  ever  been  able  to 

do.  And  it's  just  starting. 
You  started  in  business  with  Paramount 

Pictures? 
Yes. 

And  you  stayed  with  them  through  the  spin 
off? 

Until  the  spin  off. 
As  a  result  of  the  consent  decree? 
Yes. 
And  at  that  time  that  was  United  Paramount 

Theatres. 

A  new  company  was  formed,  yes. 
At  that  time  what  did  it  own  in  the  enter- 

tainment field  other  than  theatres? 
United  Paramount  Theatres  at  the  time 

of  the  spin  off  owned  all  of  the  theatres 
owned  by  Paramount  Pictures  in  the  United 
States,  in  approximately  40  out  of  the  48 
states.  They  owned  a  television  station  in 
Chicago,  a  radio  station  in  Columbia,  S.  C, 
and  a  radio  station  in  New  Orleans. 

The  television  station,  of  course,  was  WBWK. 

Yes,  it  was  the  second  television  sta- 
tion on  the  air  in  this  country. 

What  would  you  say  were  the  principal 
reasons  that  motivated  TJPT  in  going  into  the 
merger  with  ABC? 
We  had  watched  television  from  1939 

when  we  first  experimented  with  our  tele- 
vision station  in  Chicago.  The  keen  interest 

which  our  theatre  people  took  in  the  medium 
became  apparent  quickly.  Their  ideas  and 
views  were  somewhat  comparable  to  the 
ideas  that  we  used  in  the  development  of 

motion  pictures  and  vaudeville.  After  watch- 
ing the  growth  of  WBKB,  we  felt  that 

our  people  were  able  to  move  forward  and 
help  in  the  development  of  television  on  a 
broader  scale.  When  the  separation  from 
Paramount  Pictures  took  place  on  Jan.  1, 
1950,  one  of  the  first  things  we  did  was 

make  an  analysis  of  the  possible  acquisi- 
tion of  television  stations.  In  the  process  of 

making  that  analysis  we  had  two  choices 

to  make:  (1)  to  go  out  and  purchase  sta- 
tions singly  (this,  we  felt,  would  take  a 

number  of  years  to  do),  or  (2)  there  was 
the  possibility  of  merging  with  a  going 
broadcasting  operation  such  as  ABC  with 
its  established  networks  and  owned  and 

operated  radio  and  tv  stations.  Naturally, 
the  latter  course  afforded  us  an  opportunity 
to  move  our  calendar  ahead  much  more 

rapidly.  We  therefore  decided  to  make  that 
recommendation. 

You  had  a  great  deal  of  money  available, 
didn't  you? 

We  had  a  large  cash  flow  from  the  de- 
preciation of  our  theatres,  and  wanted  to 

put  it  into  some  area  where  it  would 
eventually  produce  substantial  profits  and 

provide  growth. 
I  believe  it's  correct  that  during  this  past 

year  television  has  contributed  more  to  your 

total  company  earnings  than  the  theatres.  Is 
that  so? 

I  believe  that's  so,  yes. 
What  percentage,  do  you  know? 
Well,  overall  just  a  small  percentage 

more,  but  as  time  goes  on,  I  would  think 
that  it  would  be  a  little  larger  all  the  time. 

Does  that  mean  that  you  feel  that  the  income 
from  television  is  going  to  continue  to  increase 
substantially?  Or  do  you  expect  some  fall  off 
in  the  income  from  theatres? 

No,  I  think,  as  a  matter  of  fact,  that  our 

theatres  may  very  well  level  off  and  actually 

be  somewhat  ahead  this  year  over  last.  But 

I  think  the  growth  factor  in  television  is 
very  large. 

How  many  theatres  do  you  have  now? 

At  the  present  time  529. 

Do  you  plan  to  dispose  of  some  of  those? 
Yes.  Probably  a  hundred  or  more. 
You  have  expanded  into  a  lot  of  other  fields. 

LEONARD  HARRY  GOLDENSON:  b.  Dec.  7,  1905,  Scottdale,  Pa.  Graduated  Harvard 

College,  then  Harvard  Law.  Hit  New  York  in  1930,  pounded  streets  for  nine  months  be- 
fore landing  clerkship  in  law  firm.  During  job  search  applied  at  Paramount,  but  was 

turned  down.  Finally  got  into  that  organization  in  1933  when  receivers  for  movie  com- 
pany invited  him  to  reorganize  New  England  theatres.  Elected  vice  president  and  board 

member  in  1941.  Had  become  president  of  United  Paramount  Theatres  by  time  of 

merger  with  ABC  in  1953,  became  president  of  AB-PT  at  that  time.  Major  outside 
interest:  United  Cerebral  Palsy  Assn.,  of  which  he  and  his  wife  (the  former  Isabelle  Wein- 
stein)  are  co-founders  and  of  which  he  is  past  president  and  present  board  chairman. 
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besides  broadcasting.  I  wonder  if  you  would 
run  down  that  list  for  us. 

Well,  first  there  were  our  arrangements 

with  the  Disney  organization.  Walt  had  a 
special  project  that  had  been  in  his  mind 

for  a  long  time — a  Disneyland  Park.  As 
a  condition  of  his  joining  forces  with  a 
television  network  he  insisted  on  financial 

participation  in  the  park.  Both  NBC  and 
CBS  turned  him  down.  ABC  agreed  to  go 
forward,  acquiring  a  35%  interest  in  the 
park.  The  other  65%  is  owned  by  Disney. 
The  park,  as  you  may  know,  has  been 
extremely  successful.  It  is  being  enlarged 

every  year  and,  in  my  opinion,  will  con- 
tinue to  grow.  And  in  keeping  with  more 

leisure  time,  I  think  more  and  more  people 
will  be  flocking  to  Disneyland,  which  is 
in  a  class  by  itself. 

Was  the  35%  interest  a  good  investment? 
Most  assuredly.  To  return  to  your  original 

question,  we  had  already  gone  into  one 
electronics  company  before  we  acquired 
ABC.  Dana  Atchley  Jr.,  who  was  in  charge 
of  technical  research  and  development  for 

our  company  after  we  separated  from  Para- 
mount Pictures,  recommended  that  we  ac- 

quire an  interest  in  Microwave  Assoc.  Inc. 
Our  purpose  in  acquiring  the  company  was 
to  keep  in  close  touch  with  all  aspects  of 
the  electronics  industry.  Since  that  time 

we've  acquired  two  other  small  electronic 
companies. 

Are  they  mainly  research  companies? 
No.  The  Microwave  company  is  basically 

a  manufacturing  concern  which  does  a  small 
amount  of  research.  Conversely,  a  second 

company — Technical  Operations — is  pri- 
marily research.  The  third  company — 

Dynametrics — basically  deals  in  mechanical 
engineering  in  the  electronics  field. 

And  you  got  into  the  record  business,  too? 

Yes.  That  was  about  2Vz  years  ago.  In 

order  to  get  into  all  areas  of  show  busi- 
ness we  thought  one  of  the  areas  should 

be  the  recording  field.  And  to  head  up  the 
company  we  selected  Sam  Clark,  who  had 

been  a  general  manager  of  Cadence  Rec- 
ords and  who  had  also  been  a  distributor 

of  records  in  New  England.  He  has  been 
doing  an  exceptionally  fine  job. 

Did  you  have  any  particular  purpose  other 
than  hoping  to  make  money  in  going  into  the 
record  business? 

Well,  we  are  of  the  opinion  that  you 
have  to  develop  young  talent  all  the  time 
in  the  entertainment  business.  At  one  time 

you  used  to  develop  talent  on  the  vaude- 
ville stage.  You  also  used  to  develop  it  in 

Class  B  pictures.  Now  both  of  those  areas 
no  longer  afford  an  opportunity  for  young 
talent  to  develop.  We  feel  that  the  recording 

field  offers  an  opportunity  for  the  develop- 
ment of  some  of  this  young  talent.  For 

example,  when  we  started  with  the  record 

company  we  did  not  start  with  any  per- 
formers who  were  known.  We  signed  only 

young  people. 

As  a  consequence,  we  have  developed 
a  number  of  new  stars  and  we  think  that 

they  will  ultimately  have  possibilities  in 
television,  motion  pictures  and  in  other 

fields.  We  think  that  the  recording  company 
will  definitely  continue  to  be  an  incubator. 

Could  you  give  us  the  names  of  some  of 
your  recording  stars. 

Eydie  Gorme.  As  you  know,  she  is  now 
very  active  in  night  clubs  and  has  made 

several  guest  appearances  on  tv.  [Beginning 

last  night  (July  13),  she  and  husband  Steve 
Lawrence  began  a  summer  run  as  replace- 

ment for  the  Steve  Allen  Show  on  NBC- 
TV-Ed.]  Paul  Anka  who  last  year  had  the 
top  record  in  England  and  sold  well  over  a 
million  records  both  here  and  abroad  on 

his  first  time  out.  Johnny  Nash  who  is 

just  16,  in  my  opinion  offers  a  tremendous 
potential  based  on  his  already  demonstrated 
ability.  There  is  also  George  Hamilton  IV, 
who  is  now  on  the  Godfrey  morning  show. 

And,  of  course,  you  are  aware  of  Danny 

and  the  Juniors,  who  made  "At  the  Hop." 
All  of  these  people  have  already  hit  the top. 

You  don't  try  to  hold  the  talent  by  contract or  anything? 

You  mean  in  television? 
Within  ABC. 

No,  we  do  not.  As  a  matter  of  fact,  we 

don't  contract  them  for  television  or  mo- 

tion pictures.  They're  only  under  contract 
for  recording  purposes.  We  have,  however, 
as  good  an  opportunity,  competitively 

speaking,  as  anyone  to  get  them  if  we  want 
them,  and  somebody  has  to  find  ways  and 
means  of  developing  young  talent.  We 
think  this  is  one  way.  Within  our  motion 
picture  production  unit  we  may  put  some 

of  these  young  people  to  work  if  they're available. 

Can  you  tell  us  a  little  more  about  your 
motion  picture  production? 

We  started  production  activity  just  about 

a  year  and  a  half  ago.  Our  theory  of  ap- 
proach once  again  was  experimental.  We 

recognized  the  need  to  develop  young  talent 
and  we  felt  the  motion  picture  industry 

was  not  doing  it.  Our  thought  was  not  neces- 
sarily to  develop  as  a  production  company 

but  rather  to  encourage  production  of  a 
greater  number  of  motion  pictures.  As  a 

consequence  we've  made  a  relatively  low- 
budget  exploitable  type  of  picture.  We  are 
now  considering  making  pictures  falling  into 
a  higher  budget  category.  But  when  we  go 
forward  with  these  pictures,  the  property 

(that  is  the  story)  will  be  better  known 

and  the  probabilities  are  we'll  put  people 
in  them  who  are  better  known  than  the 

pictures  done  to  date. 
Do  you  have  any  plans  to  finance  anything 

on  Broadway?  It  would  be  another  way  of 
developing  talent. 

Yes,  we  do.  Ultimately  we  intend  to  fi- 
nance musical  as  well  as  dramatic  shows. 

Are  you  looking  for  something  new? 

Not  at  the  moment.  We  aren't  prepared 
to  move  in  that  directtion  as  yet,  but 
ultimately  we  will. 

Back  to  the  financing  of  Disneyland  for  a 
moment.  Did  you  people  finance  the  pilot  on 
Zorro  or  any  of  the  other  Disney  shows? 

There's  never  been  a  pilot  for  any  of 
the  Disney  properties.  Walt  feels  that  he 
does  not  have  to  produce  pilots  to  sell  his 
ideas  after  having  been  in  the  business 
as  long  as  he  has. 

Do  you  buy  it  on  story  for  the  idea,  is  that 
it? 

Yes. 

And  did  you  buy  Zorro? 

Yes.  There  again,  motion  picture  ex- 
perience helped  us,  because  we  had  played 

the  Zorro  story  in  our  theatres  several 
times,  and  each  time  it  did  extremely  well. 

It  is  now  proving  itself  in  television.  Ob- 
viously the  people  are  the  same  who  watch 
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television  and  who  watch  motion  pictures. 
The  techniques  are  different,  of  course, 
but  nevertheless,  if  a  property  has  been 

very  good  in  pictures,  chances  are  that 
properly  executed  it  will  do  very  well  in 
television. 

In  connection  with  your  production  of  the- 

atrical films,  I've  felt  that  there's  something 
of  a  paradox  there.  UPT  originally  was  spun 
off  under  a  decision,  as  I  understood  it,  that 
the  same  company  should  not  be  both  producer 
and  exhibitor. 

That  isn't  true.  The  Supreme  Court  deci- 
sion provided  that  vertical  integration  in 

and  of  itself  was  not  illegal.  What  was  illegal 
were  the  practices  that  had  existed  in  the 
motion  picture  industry,  namely,  fixing  of 

prices,  admission  prices,  the  fact  that  all 
clearances  were  the  same  in  all  contracts 

between  all  of  these  companies  and,  there- 
fore, the  inference  was  drawn  that  they  had 

exchanged  views  among  themselves  as  to 
clearances,  block  booking  and  blind  buying 
as  such,  and  all  of  these  related  practices 
were  held  to  be  illegal.  But  the  owning  of 

theatres  and  production  and  distribution  un- 
der one  banner  was  not  held  to  be  illegal. 

Therefore,  when  it  came  time  to  sign  the 
government  decree,  I  would  not  agree  to  sign 

it  unless  we  had  the  right  to  go  into  produc- 
tion of  feature  motion  pictures.  And  that  was 

acceded  to  by  the  government.  In  other 
words,  our  decree  is  silent  and  there  is 

no  injunction  against  us. 

In  putting  the  decision  into  effect,  didn't 
most  companies  go  at  it  separating  production 
from  exhibition? 

Yes.  They  forced  the  separation  of  the 
theatres  from  production  and  distribution, 
on  the  theory  that  they  wanted  them  to 
start  clean.  Some  of  the  companies  signed 

decrees  by  which  they  were  not  permitted 
to  go  into  production,  but  this  was  not 
the  case  for  our  company. 

Would  it  be  possible  that  AB-PT  might 
attempt  to  acquire  a  production  company? 

We're  not  permitted  to  do  so. 
You  say  you  are  not  permitted  to  do  this? 
That  is  correct.  We  are  not  permitted 

to  acquire  a  major  motion  picture  com- 
pany. There  is  an  injunction  against  that 

under  the  government  decree. 
You  can  start  a  television  production? 
Oh  sure. 

Do  you  have  any  plans  for  producing  your 
own  television  films? 

Yes,  we  would,  but  our  thinking  is,  and 

has  always  been,  that  you  cannot  monopo- 
lize under  one  banner  the  brains  and  the 

creative  man  power  needed  for  maximum 
success.  I  personally  have  always  felt  in 

a  free  and  open  market  it's  better  to  try 
to  make  arrangements  with  independent 
producers.  That  has  been  our  policy  and 
I  think  it  has  been  a  sound  one. 
How  about  live  shows?  Will  you  produce 

your  own? 
We  produce  many  of  our  live  shows, 

and  we  will  produce  a  lot  of  live  shows 
next  season  on  our  own. 

Are  you  planning  to  do  specials  or  spec- 
taculars? 

Yes.  One  of  the  things  that  has  held  us 
up  in  our  desire  to  do  that  was  the  lack 
of  clearances  and  the  lack  of  facilities.  ABC 

has  suffered  by  comparison  with  the  other 

two  networks  because  we  did  not  have  pri- 
mary affiliates  necessary  for  live  clearances 

in  all  top  markets  of  the  country.  Now 
with   Pittsburgh  coming  on  the   air  this 

TVs  destined  to 

fall  and  with  just  a  few  markets  lacking 

in  the  top  100,  I  would  think  the  time  is 
coming  when  we  can  do  it. 

Are  you  planning  such  a  series? 

We're  planning  special  shows  as  illus- 
trated by  our  scheduling  of  Bing  Crosby 

next  season,  for  example. 
Do  you  have  any  idea  how  many  you  will 

have  during  the  year? 

No.  There  again  it  depends  on  our  ability 

to  get  the  proper  producers,  writers,  and 
talent  to  appear  in  them  .  .  .  and,  of  course, 
live  clearances. 

Would  you  assign  this  to  one  producer  or 
several  producers? 

I  would  think  we  would  assign  various 

producers. This  will  be  on  a  once-a-month  basis? 
No  firm  pattern  of  scheduling  has  been 

set  up.  We  would  prefer  to  try  to  keep 
ourselves  fluid  rather  than  be  bound  by 
such  restrictions. 

Hour  or  hour  and  a  half? 

There  again  it  depends  on  the  property. 

If  the  property  can  be  best  served  through 

an  hour  and  a  half  presentation,  we'll  do it  in  an  hour  and  a  half. 

Do  you  think  the  specials,  or  spectaculars, 
whatever  term  you  want,  are  effective? 

For  certain  types  of  advertisers  I  think 
they  are.  Bear  in  mind,  you  always  have 

hanging  over  you  the  hazards  that  the 
public  expects  so  much  in  a  special  they 

may  not  always  have  their  desires  satisfied. 

And  that's  why  I  think  it's  incumbent  upon 
a  network  to  have  the  ingredients  of  a 

special  so  important  and  so  good  that  the 

public  won't  be  let  down.  That's  why  we 
want  to  approach  it  cautiously;  to  make 
our  specials  special. 
Would  videotape  help  you  in  the  clearance 

problem,  particularly  with  spectaculars  next 
fall? 

Videotape  will  help  us  without  question. 
You  will  use  it  most  likely  for  those  types 

of  programs? 
We  will  use  it  whenever  it  will  improve 

our  service.  We  have  videotape  established 

now  in  tv's  key  areas — New  York,  Chi- 
cago and  Los  Angeles — so  we  will  be  able 

to  tape  shows  and  hold  there  for  rebroad- casting. 

What  is  the  clearance  now?  Is  it  up  to  90%? 

Our  average  coverage  factor  is  approxi- 
mately 90%  right  now.  Fortunately,  we 

can  now  deliver  close  to  95%  should  ad- 
vertisers require  it. 

What  do  the  other  networks  have? 

Somewhere  slightly  in  excess  of  95% 
live  and  delayed. 

You  mentioned  that  specials,  or  spectaculars, 
would  be  good  for  certain  types  of  advertisers 
or  in  certain  situations.  Would  you  develop 
that  a  little  bit,  please? 

The  special  show  affords  an  advertiser 
with  a  seasonal  product,  for  example,  an 

opportunity  to  heavily  merchandise  that 
particular  product  with  his  dealers.  From 
that  standpoint  the  special  can  have  added 

impact.  Basically,  however,  the  real  strength 
and  vitality  of  television  is  in  your  regular 

week-in  and  week-out  programs.  The 
strength  of  motion  pictures  was  also  the 
habit  of  going  to  motion  pictures  on  a 
regular  basis.  And  that  habit  was,  in  part, 

taken  away  from  motion  pictures  and  ac- 

quired by  television.  It  would  be  unfor- 
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be  world-wide — and  ABC's  making  plans 

tunate  to  weaken  that  habit  and  we  don't 
intend  to.  But  we  do  think  that  there 

are  opportunities  from  time  to  time  for 

programs  fitting  into  the  category  of  spe- 
cials. 

Have  you  had  many  requests  from  adver- 
tising agencies  for  specials? 

No,  not  many. 
Do  you  think  television  is  going  to  develop 

into  a  world-wide  operation? 
No  question  about  it. 
Are  you  making  plans  in  this  direction? 
Yes. 

Would  you  tell  us  what  they  are? 
I  think  you  would  have  the  same  problem 

in  the  development  of  a  world-wide  market 
that  you  had  in  the  United  States — lack  of 
facilities.  Therefore,  the  proper  way  to  try 

to  get  into  the  world-wide  market  is  through 
film  in  the  first  instance.  When  you  have 
sufficiently  uniform  television  facilities 

around  the  world,  then  you  can  have  world- 
wide television.  You  then  may  very  well 

broadcast  live  and  hold  the  program  on 

video  tape,  just  as  we  are  now  doing  in  this 
country,  for  rebroadcasting  at  the  proper 
hour.  The  difference  between  England  and 

here  of  course,  is  five  hours,  and  the  dif- 
ference between  here  and  Japan  is  six 

hours.  Eventually,  there  will  be  live  tele- 
casts and  intercontinental  programs  will 

be  held  on  tape,  for  retransmission  at  ap- 
propriate times,  thereby  compensating  for 

major  time  difference.  I  hope  this  day  will 

come  quickly,  because  I  think  that  world- 
wide television  can  be  a  tremendous  aid  in 

fostering  international  goodwill.  But,  in 
the  meantime,  I  believe  the  proper  way  to 
try  to  get  into  these  countries  is  through 
film.  With  this  in  mind  we  already  are 

setting  up  a  world-wide  organization. 
Is  this  being  done  by  ABC? 
ABC   Film  Syndication. 
Do  you  have  any  arrangements  with  any 

foreign  teleeasters  or  organizations? 
No. 

Have  you  sold  any  of  your  syndications? 

Oh  yes.  We've  dubbed  a  number  of  our 
properties  in  Spanish  and  Portuguese  for 

the  South  American  market.  We're  also 
dubbing  properties  in  French. 

What  are  some  of  these  properties? 
Racket  Squad,  Code  3  and  Wyatt  Earp 

have  been  sold,  as  have  26  Men,  Sheena 
and  Three  Musketeers.  Jim  Bowie  is  now 

going  into  foreign  markets.  Maverick  has 
been  shown  in  some  areas,  as  has  Cheyenne. 
And  as  time  goes  on,  we  will  obviously 
try  to  sell  more.  There  are  problems  such 
as  our  being  limited  in  England  right  now. 

They  have  a  quota  whereby  only  approxi- 
mately 15  to  20%  of  tv  time  can  be  given 

to  American  product. 

Isn't  the  foreign  field  becoming  very  com- 
petitive with  all  the  package  firms? 

Yes.  There  are  very  few  availabilities 

for  that  reason.  That's  why  I  get  back  to  the 
lack  of  facilities.  I  think  ultimately  you'll 
have  a  third  network  in  England,  and  it 
will  be  commercial.  When  that  third  net- 

work opens  up  you'll  have  three  competing 
facilities.  That  will  open  the  way  for  greater 
clearances  of  American  programs  in 
England.  The  same  will  be  true  ultimately 
in  Germany,  Italy,  Africa,  Australia  and 
a  number  of  other  countries. 

At  the  moment,  it  seems  that  all  they  have 

of  Americans  are  westerns.  They  probably 
think  all  of  us  ride  to  work  on  horses. 
You  must  understand  that  sometimes 

American  comedy  is  not  always  readily 
understood  in  foreign  markets.  That  was 

true  in  motion  pictures.  Dramatic  presenta- 
tions always  did  much  better  in  foreign  mar- 

kets. "The  Ten  Commandments,"  as  an 
example,  is  world-wide  and  it  has  done 

fabulously  well.  Surprisingly,  "Peyton 
Place,"  even  though  it  concerns  itself  with 
a  segment  of  a  population  in  the  United 

States,  has  done  extremely  well  in  the  world- 

wide market;  but  it's  drama. 
Will  you  bring  us  up-to-date  as  to  ABC's 

plans  for  color-television? 
We  feel  very  strongly  that  color  ultimately 

will  be  an  important  factor  in  television 

broadcasting.  We  don't  think  that  time  has 
arrived  as  yet  with  the  limited  number  of 
sets  in  the  hands  of  the  public.  When  a 

curve — a  sales  curve — looks  like  it's  start- 
ing to  go  up  at  a  substantial  rate,  we  intend 

to  convert  to  color.  In  the  meantime,  how- 

ever, we  don't  expect  to  get  caught  short. 
We  have  converted  our  Chicago  facilities 
for  color.  Grids  are  all  set  for  color,  as 

well  as  wiring  and  air  conditioning.  All  we 
have  to  do  is  move  the  equipment  in. 

Our  new  Detroit  facilities,  on  which  we 

will  spend  well  over  $4  million,  will  be  ready 
for  color.  The  new  tower  will  go  up  as  soon 

as  the  FCC  approves  it,  and  will  be  1,000 

ft.  high.  All  improvements  should  be  com- 
plete by  the  spring  of  next  year  or  earlier. 

On  the  West  Coast  we  have  the  plans  drawn 
now  for  two  studios  that  will  be  equipped 

for  color.  Our  plans  call  for  similar  color 
development  in  our  New  York  studios. 
AB-PT  has  a  cash  reserve  set  aside  for 

color? 
Yes. 

What  are  you  doing  about  training  your 

people  to  color? 
We  have  no  problem  there.  The  manu- 

facturers of  color  equipment  have  voluntar- 
ily offered  to  furnish  all  of  the  engineering 

necessary — with  the  full  benefit  of  their  ex- 
perience— to  train  our  staff.  In  this  way  we 

will  get  maximum  benefit  from  their  experi- 
ence. 

How  many  color  sets  would  you  like  to 
see  in  homes  before  ABC  goes  into  color? 

It's  not  the  number,  it's  the  trend.  If  we 

see  that  they're  starting  to  sell  at  the  rate  of 
a  couple  of  million  a  year  this  would  be  a 
good  indication  that  the  trend  has  started. 
How  about  the  radio  network?  What  are 

your  plans? 
Well,  we,  as  you  know,  tried  to  reverse  a 

trend  that  we  saw  developing  in  radio  net- 
works over  the  period  of  the  last  five,  six 

years,  particularly  since  television  has  be- 
come so  dominant.  Seeing  that  trend  de- 

velop we  couldn't  sit  by  and  let  it  happen 
without  trying  to  reverse  the  trend.  It  was 
with  that  in  mind  that  we  have  tried  several 

new  program  concepts.  Unfortunately,  we 
have  not  met  with  the  success  we  had  hoped 
for.  We  have  spent  a  lot  of  money  trying 

to  reverse  a  trend.  We  are  now  cutting  back 

to  the  very  bone  with  news  and  Don  Mc- 
Neill. We  hope  to  build  from  there. 

Do  you  think  that  four  networks  can  be 

supported? It's  hard  for  me  to  answer  that  question. 

I  just  don't  know.  A  lot  of  people  were 

COMPARISON  PROVES 

LUMITRON  STAGE  LIGHTING  SYSTEMS  OFFER 

THE  FINEST  EQUIPMENT  AT  LOWER  COST! 

COMPARE  and  you,  too,  will  find  de- 
pendable, economical,  modern 

LUMITRON  electronic  dimming  sys- 
tems to  be  your  logical  choice  for  low 

cost,  high  quality  stage  lighting  con- 
trol. Free  consultation  available — at  no 

obligation,  of  course. 

SEE  LUMITRON  FOR- 
•  2,  5  and  10-scene  Manual  Preset  Systems 
•  Patch  Panel  and  Automatic  Load  Pro- 

gramming Systems 
•  Infinite  Preset  Lighting  Control  Systems 
•  and  the  finest  Magnetic  Amplifier 

Dimmers 

LUMITRON  Lighting  Control  Systems  are  in- stalled at:  NBC-TV,  New  York,  N.  Y.,  Amherst 
College,  Amherst,  Mass.,  Univ.  ol  Pittsburgh, 
Pittsburgh,  Pa.,  Purdue  Univ.,  West  toroyetfe, 
Ind.,  Morymount,  Salino,  Kansas,  Globe  Theatre, 8afboo  Park,  San  Diego,  Co/.,  and  in  many 
other  TV  studios,  theatres  and  educational institutions. 

Write  for  free  new  LUMITRON  handbook  : 

The  Preparation  of  Lighting  Control  Specifications" 

m  m  m  MM  M TPOM  Division  of  "iir\urULi>"" WmVKwmm  m  fm  Wfw  metropolitan  electric  mfg.  co. 

2250  STEINWAY  STREET,  LONG  ISLAND  CITY  5,  N.  Y    •  ASTORIA  8-3200 

METROPOLIS 

Broadcasting July  14,  1958    •    Page  85 



NBC  and  CBS  locked  up  top  talent— we're  building  our  own 

skeptical  as  to  whether  three  television  net- 
works could  be  supported,  and  I  am  sure 

there  is  no  doubt  in  those  same  minds  now. 

Do  you  think  that  there  is  room  for  live 
dramatic  shows  in  television? 

I  certainly  do. 

Do  you  think  we'll  see  more  of  them  on 
ABC? 

We  hope  we  can  launch  a  live  dramatic 
show  this  fall. 

Would  that  be  produced,  or  originated  rather, 
here  in  New  York? 

It  may  originate  in  Canada. 
Why  in  Canada? 

Because  we  feel  that  here  is  an  opportu- 
nity for  widening  the  vistas  of  television, 

and  another  first  for  ABC  if  we  can  launch 
it. 

What  is  the  program? 

It's  a  dramatic  hour  program  with  excel- 
lent entertainment  values. 

Does  Paramount  Theatre  experience  help 
the  television  network  in  reaching  or  getting 
top  talent? 

Yes,  personal  relationships  are  very  im- 
portant. After  all,  all  of  these  buildings  are 

brick  and  brass  and  mortar.  Human  beings 
are  what  makes  them  tick. 

That's  right.  I  just  wondered  why  you  didn't 
have  more  top  talent  on  ABC.  Is  it  money? 

No,  it's  not  that.  You've  got  to  recognize 
that  by  the  time  of  the  merger,  most  of  the 
top  talent  had  already  been  locked  up  by 
NBC  and  CBS.  Not  much  talent  was  avail- 

able. That  is  why  we  are  developing  a  lot 
of  new  talent  such  as  Dick  Clark,  who  in  our 

opinion  will  be  the  Godfrey  of  the  next  10 

years  for  the  younger  housewives.  We're 
building  our  own  talent.  Your  Hugh 

O'Brians,  and  your  James  Garners,  and 
your  Jack  Kelleys — all  of  these  are  new 
people  and  until  they  came  to  ABC  they 

were  unknown.  We're  making  new  stars 
today.  James  Garner  is  as  important  in  his 
way  as  Clark  Gable  was  in  his  heyday.  We 

have  built  up  new  people  who  are  more  im- 
portant today  than  most  theatrical  stars 

you  can  name. 
Do  you  think  eventually  that  there  will  be 

some  type  of  exchange  between  ABC-built 
talent  and  your  motion  picture  production? 

I  don't  think  so.  The  only  way  they  can 
develop  their  own  vitality  is  to  let  them  de- 

velop their  own  strength. 
I  was  thinking  of  the  Disney  principle. 

Each  of  our  units  is  independently  oper- 
ated and  the  strength  of  those  units  will  de- 

pend on  their  ability  and  their  ingenuity. 

If  it  were  otherwise,  you'd  have  weak  people 

at  the  head  of  each  unit  because  you  can't 
let  one  rely  on  the  strength  of  somebody 

else.  They'll  eventually  dry  up. 
You  work  on  the  theory  of  autonomy  for 

your  various  divisions? 
Each  division  stands  on  its  own  feet.  The 

television  network  is  autonomous,  and  so  is 

the  radio  network.  Our  stations  are  auton- 
omous, our  theatres  are  autonomous,  and 

so  are  our  record  and  electronic  companies 
and  Disneyland  Park. 

One  of  your  competitors  in  television  has 
recently  decided  a  television  network  is  too 
big  to  be  run  by  one  overall  head  and  is 
separated  between  network  and  stations.  What 
do  you  think  about  that  sort  of  lineup? 
We  also  are  operating  that  way  and  I 

think  it's  good. 
Do  you  think  ABC  is  in  a  better  bargaining 

position  than  it  was  two  years  ago? 
Relative  to  the  other  two  networks  there 

is  no  question  about  it. 
Competitively — at  least  according  to  the 

PIB  figures  and  other  such  figures  on  gross 
billing — ABC  has  been  quite  a  bit  behind  the 
other  two  networks. 

Yes. 

When  do  you  expect  to  see  a  real  reversal 
of  the  type  that  will  show  up  in  the  figures? 

We're  gaining  in  our  grosses  about  35% 
a  year.  The  others  are  gaining  at  the  rate  of 
6%  or  7%  or  14%  in  a  year.  If  we  can  keep 

up  that  ratio  long  enough,  we'll  be  up  there. 
The  real  breakthrough  will  come  when  we 
more  fully  examine  our  daytime  schedule. 

Are  you  planning  any  more  westerns? 
Easterns?  Adult  westerns? 

We're  hoping  that  we'll  change  the  trend 
somewhat.  We  have  a  show  in  an  hour 

form  called  Target:  Public  Enemy  that  we 
hope  to  launch  this  fall.  It  is  completely 
new  and  different. 

Is  that  a  cops  and  robbers  type  thing? 

It's  done  more  from  a  standpoint  of  pub- 

lic overtones,  but  it's  presented  in  an  ex- 
tremely dramatic  way.  We  believe  it  will 

create  a  trend  in  television  just  as  we  did 
with  Cheyenne  in  introducing  the  adult 

western,  which  was  then  followed  by  Gun- 
smoke  and  Wyatt  Earp  and  the  rest.  But  we 
think  we  can  establish  another  trend  here. 

Are  you  negotiating  for  any  new  talent  deal 

right  now? 
We're  always  interested. 
Do  you  have  anything  to  add? 

Yes,  I  do.  It  is  important  for  those  of 
us  in  television  to  realize  that  we  are  in  the 

most  exciting  medium  that  has  ever  been 
known  to  the  advertising  industry,  and  as 

far  as  public  service  and  entertainment  are 
concerned  it  has  virtually  no  limits.  I  think 
that  the  potentials  are  simply  tremendous, 

and  the  full  utilization  of  television  hasn't 
even  started.  Television,  through  closed  cir- 

cuits and  various  other  applications,  has 

great  potential  to  do  a  great  public  service 
job  in  the  medical  field  alone.  For  example, 
we  would  like  to  telecast,  via  closed  circuit, 

a  monthly  refresher  course  for  doctors  as- 
sembled in  theatres  throughout  the  country. 

We  are  thinking  along  these  lines  because, 
in  our  opinion,  science  is  moving  so  rapidly 

that  doctors  cannot  keep  abreast  of  the 
recent  developments. 

Are  you  taking  steps  in  that  direction? 
Yes.  We  already  have  had  a  number  of 

discussions  along  these  lines  in  key  cities, 
and  if  we  can  establish  a  refresher  course 

on  a  monthly  basis — one  month  coming 
from  a  top  medical  professor  at  Harvard, 
another  at  Chicago,  another  at  Penn,  and 

others — you  can  then,  by  assembling  the  top 
doctors  as  instructors,  keep  the  country 

doctors  up  to  date  with  the  modern  methods 
that  are  being  employed  by  science.  This 
can  save  thousands  and  thousands  of  lives 

throughout  this  country  and  render  a  real 
public  service.  These  are  utilizations  of 

television  that  haven't  even  been  started  in 
this  field  that  offer  great  potential,  great  pos- 
sibility. 

Did  you  restrict  it  to  doctors? 

Oh,  no.  I  just  used  this  as  one  of  the  ex- 
amples of  the  many  opportunities  which  lie 

ahead  for  television.  I  don't  think  we've  even 
scratched  the  surface.  Perhaps  we  can 
scratch  well  below  the  surface  in  education. 

Now,  the  moment  you  label  something  edu- 

cational, there  are  people  who  won't  turn 
on  the  television  set.  Yet  our  Disneyland 

series  has  shown  that  education  can  be  en- 
tertaining and  draw  large  audiences.  This 

year  one  of  the  Disneyland  specials  will  be 

"The  Romance  of  Numbers."  This  program, 
through  entertainment,  will  try  to  interest  the 
public  in  the  importance  of  mathematics. 

Disney  doesn't  call  it  math.  If  you  were  to 
call  it  math,  nobody  would  turn  the  set  on. 

But  what  he's  going  to  do  is  to  show — going 
back  to  the  caveman — how  a  caveman  could 

not  have  developed  from  his  primitive  state 
without  the  utilization  of  numbers. 

Education  and  mathematics  of  course 

bring  to  mind  one  of  our  great  problems  to- 

day— our  position  vis  a  vis  Russia.  Whether 
in  this  area  of  science  and  education  or 

others,  the  times  call  for  constant  aware- 
ness of  the  world  state  of  affairs.  It  is  im- 

portant for  the  communications  media — in 
our  case,  broadcasting — to  assume  the  nec- 

essary responsibilities  to  contribute  to  an 
informed  public  and  electorate,  in  view  of 

Russia's  continued  intensive  campaign  to 
win  the  minds  of  people,  a  situation  that 
may  well  continue  for  many  years. 

One  other  question.  With  AB-PT  having 
all  these  various  divisions,  companies  and 
interests,  how  is  your  time  divided? 

I  try  to  keep  myself  available  to  all  divi- 
sions at  all  times.  I  will  continue  to  operate 

that  way.  END 
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PROGRAMS  &  PROMOTIONS 

OUTSTRETCHED  HANDS  are  ready  to 

carry  away  the  deceased  rock  and  roll 
record  collection  of  WJQS  Jackson, 

Miss.,  at  the  station's  special  '"funeral" 

to  announce  its  switch  to  "good  music" 
programming.  More  than  750  teen- 

agers attended  the  funeral-frolic  at  a 
suburban  shopping  center.  The  stock 
of  5,000  records  was  delivered  to  the 
burial  site  in  a  coffin  on  a  truck  draped 
with  black  crepe.  Personalities  like  Al 
Wiman  (above)  tossed  them  to  the 

not-so-grieving  friends.  Lew  Heil- 
broner,  WJQS  general  manager,  an- 

nounced the  death  sentence  of  the 

station's  2Vi  -hour  nighttime  rock  and 
roll  segment  after  studying  results  of 

the  same  change-over  made  previously 
in  its  daytime  programming. 

WAMO  Honors  Alaska  Signing 

President  Eisenhower's  signing  of  the 
Alaska  statehood  bill  was  celebrated  by 
WAMO  Pittsburgh,  Pa.,  with  award  of  a 
share  of  stock  in  an  Alaskan  gold  mine  to 
the  Pittsburgh  baby  born  closest  to  the  time 
of  signing  (3:20  p.m.,  July  7).  The  stock 
in  Alaskan  Gold  Mining  Inc.  is  registered 
on  the  New  York  Stock  Exchange. 

Two  Stations  Take  to  Water 

KWTV  (TV)  Oklahoma  City,  Okla.,  and 

WCAU-TV  Philadelphia  have  sponsored  ap- 
pearances by  the  Tommy  Bartlett  Water 

Thrill  Show  as  summer  promotions.  The 

shows  were  staged  admission-free  by  the 
stations  to  express  appreciation  to  their  view- 
ers. 

An  estimated  80,000  persons  lined  the 
banks  of  the  Schuylkill  River  in  Philadelphia 

ALL   INQUIRIES  CONFIDENTIAL 

for  WCAU-TV's  Salute  to  Summer.  The 
televised  event  began  with  a  boat  parade 

featuring  station  personalities  and  appear- 
ances by  the  Schuylkill  Navy  and  the  Quaker 

City  String  Band,  known  as  the  "Mummers." Because  of  an  overflow  crowd  a  complete 
second  show  was  given  further  down  the 
river. 

More  than  100,000  persons  attended  the 
KWTV  sponsored  water  show  held  at  Lake 
Murray,  125  miles  from  Oklahoma  City, 

on  three  successive  days.  The  station  pro- 
moted the  event  for  two  weeks  in  advance. 

WOR-TV  Awards  1 0-Day  Cruise 

Edward  I.  Barz,  media  research  analyst, 
Foote,  Cone  &  Belding,  New  York,  last 

week  was  named  first-prize  winner  in  a 

"match  the  movie"  contest  conducted  by 
WOR-TV  New  York,  which  attracted  371 
entries  from  advertising  agency  personnel. 

Mr.  Barz  will  use  the  10-day,  first-prize 
cruise  for  two  to  Nassau  as  a  honeymoon 

trip,  starting  Aug.  10.  Sixteen  entries,  in- 

cluding Mr.  Barz',  were  correct  in  matching 
the  titles  of  feature  films  to  be  shown  on 

WOR-TV's  Million  Dollar  Movie  with  quo- 
tations from  critics  describing  the  features. 

Marion  Jackson,  media  research  supervisor 

of  FC&B,  won  second  place  and  was  pre- 
sented an  air-conditioner. 

PhiMie  Fans  See  WFIL  Stars 

WFIL-AM-TV  attracted  more  than  23,- 
000  persons  to  Connie  Mack  Stadium  June 
24  for  sideline  entertainment  before  a 

game  between  the  Phillies  and  the  Chicago 

Cubs  which  concluded  the  stations'  "Star 

Night  at  the  Phillies." Stars  of  both  stations  entertained  fans  for 

two  hours  before  game  time.  WFIL-TV 
cowgirl  Sally  Starr  originated  her  6  to  7 

p.m.  program  from  the  diamond,  with 

coaches  and  players  as  guests.  A  45-minute 
variety  show  featuring  stars  of  both  stations 
and  award  of  a  1958  Rambler  automobile 

followed  Miss  Starr's  show.  The  auto  prize 
was  given  for  the  best  entry  in  the  "Why  I 
Will  Attend  WFIL  Star  Night"  contest,  one 
of  the  promotion  highlights. 

'Today'  Moves  to  New  Studio 

NBC-TV's  Today  show  (Mon.-Fri.,  7-9 
a.m.)  moved  into  new  and  larger  quarters 

in  Studio  3K  of  the  RCA  Bldg.,  last  Mon- 
day (July  7),  occupying  an  area  AVi  times 

larger  than  the  old  space  in  the  RCA  Exhibi- 
tion Hall.  A  network  spokesman  said  the 

move  will  permit  expanded  facilities  for 
bringing  additional  direct  lines  from  NBC 

correspondents  and  the  use  of  special  elec- 
tronic and  other  technical  effects  previously 

unavailable,  including  rear-screen  projec- 
tion to  provide  scenic,  animated  and  other 

background  effects. 

WSOC-TV  Sticks  With  Script 

WSOC-TV  Charlotte,  N.  C,  stayed  with 
the  script  for  its  promotion  of  the  film  series. 
Union  Pacific.  During  the  week  before  the 
series  debut,  station  personalities  clanged 
through  Charlotte  streets  in  a  rented  replica 

of  a  "40-and-8"  train  engine.  The  name  of 
the  show,  time  and  channels  were  promi- 

nently displayed  on  the  vehicle. 

Outdoor  Wrestling  Marks  July  4 

Approximately  3,500  persons  attended  a 
July  4  outdoor  wrestling  spectacular  tele- 

vised by  KETV  (TV)  Omaha,  Neb.,  from 

a  ring  set-up  in  the  station's  parking  lot.  The 
free  hour-long  show  featured  two  profes- 

sional wrestling  matches  and  interviews  be- 
tween KETV  Sports  Director  Bob  Wilson 

and  persons  connected  with  the  sport.  Cam- 
era crews  operated  from  the  second-story 

windows  of  the  station. 

WPEN  Teams  up  for  Safety  Drive 

WPEN  Philadelphia  and  the  Metropolitan 
Life  Insurance  Co.  have  embarked  on  a 

summer  campaign  to  deliver  traffic  safety 

messages  to  Philadelphia  homes.  Metro- 

politan's regular  spot  announcements  on  the 
Jack  O'Reilly  Early  Morning  Show  and  the 
Noon  News  are  being  devoted  to  safety 

messages.  A  "Guide  to  Safe  Driving,"  pub- 
lished by  Metropolitan,  will  be  sent  to 

listeners  who  request  copies  from  WPEN. 

WORL  Weekends  With  Listeners 

To  celebrate  its  ninth  anniversary  and  the 

first  year  of  its  "950  Club"  music  format 
WORL  Boston,  Mass.,  arranged  for  1,000 

listeners  to  have  a  "Weekend  With  the  Stars" 
in  New  York  June  14-15.  The  show  train 
expedition  was  promoted  by  four  WORL 

d.j.'s  who  accompanied  the  Bostonians. 
Round  trip  tickets  and  the  New  York 

entertainment,  food  and  hotel  expenses,  in- 
cluding tips,  cost  each  listener  $29.95  for 

another  hit 
\  \ 

in  Washington,  D.  C. 
\ 
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noon  to  10  p.m. 
Monday-Friday 

when  all  4 
stations  compete Sunday-Saturday 

WMAL-TV 

31.7% 
28.9% 

Station  2 

29.3% 31.3% 

Station  3 

24.7% 28.7% 

Station  4 

13.9% 11.1% 

ARB/April  8-14,  1958 
represented  by  H-R  Television,  Inc. 
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PROGRAMS  &  PROMOTIONS  continued 

the  complete  package.  The  first  afternoon  in 

New  York,  WORL  broadcast  a  four-hour 
show  from  Manhattan  Center  to  Boston. 

Guest  stars  visited  with  the  crowd  and  signed 

autographs  during  the  coke  and  cocktail 
party  broadcast.  Other  highlights  of  the 
weekend  included  Broadway  shows,  a  boat 
cruise  around  Manhattan  and  a  dance  and 

floor  show  with  Emil  Coleman's  Waldorf- 
Astoria  orchestra  at  the  Manhattan  Center. 

KDKA  Answers  Legal  Questions 

Do  you  need  a  will?  Can  a  man  sell  a  car 

without  his  wife's  consent?  And,  are  you 
responsible  when  Junior  breaks  the  neigh- 

bor's window?  Such  matters  are  discussed 

on  "The  Law  Says,"  a  new  weekly  feature 
of  Program  Pm  (Mon.-Sat.,  8-10  p.m.)  on 
KDKA  Pittsburgh,  Pa. 

Each  Thursday  at  8:30  p.m.,  a  prominent 
local  attorney  from  the  Allegheny  County 

Bar  Assn.  appears  on  "The  Law  Says"  to 
deal  with  legal  rights  and  responsibilities  of 

citizens.  Program  host  John  Stewart  intro- 
duces the  speakers. 

Iceman  Cometh  to  WAVZ  Contest 

WAVZ  New  Haven,  Conn.,  sponsored  an 

"Operation  Cool  Off"  contest  during  the 
July  heat  wave.  Two  tons  of  ice  were  piled 

in  the  Hamden  Plaza  Shopping  Center  park- 
ing lot  for  contestants  to  guess  the  exact 

day,  hour,  minute  and  second  that  the  ice 
would  disappear.  A  hot  incentive  for  a  cool 

promotion  was  the  prize  of  an  air-condi- 
tioner. 

NOW!  FROM  WHBF-TV 

IN  THE  QUAD-CITIES  . . . 

NEW  1000  FT. 

TOWER 

BIG  100  KW 

POWER 

2 

0 
0 

EXPANDED  REGIONAL 

COVERAGE 

bring  a  new 
era  of 

television 
to  prosperous 

Western  Illinois 
and 

Eastern  Iowa 

«.»  THE  BO'0 

POINTERS  on  tennis  are  given  by  well-known  players  after  each  set  during  the 

Tennis  Show  on  WGR-TV  Buffalo,  from  a  court  in  the  station's  outdoor  studio. 
Announcer  Bill  Mazer  interviews  participants  in  the  Saturday  4-6  p.m.  telecasts 

which  were  extended  from  90  minutes  after  "overwhelming  viewers  approval."  Two 
and  three  cameras  are  used  for  singles  and  doubles  matches  between  top  local 

players  who  compete  for  best  two  out  of  three  sets. 

WTOV-TV  Starts  Panel  Series 

Plans  for  60  half-hour  panel  discussions 
on  the  public  school  segregation  problem 

have  been  completed  by  WTOV-TV  Nor- 
folk, Va.,  Tim  Bright,  station  manager,  has 

announced.  The  televised  programs,  which 
started  July  1  and  will  continue  four  nights 
a  week  through  September,  are  directed  by 
Harold  McQuiston  on  the  Man  About  Town 
Show  and  Jack  Murden  on  the  Jack  Murden 
Show. 

Leaders  of  more  than  500  local  civic,  so- 
cial, religious  and  business  organizations  will 

present  views  on  how  the  segregation  prob- 
lem should  be  handled  in  Norfolk  and 

whether  any  public  school  should  be  closed 
to  prevent  integration.  Invitations  were  sent 

to  Norfolk  organizations  whose  representa- 
tives may  request  their  own  time  to  appear 

on  the  panel. 

KTAG  (TV)  Goes  Out  for  Ball 

KTAG  (TV)  Lake  Charles,  La.,  has 
boosted  local  interest  in  the  Pee  Wee  League 

by  televising  the  young  players'  Saturday 
morning  baseball  games.  The  station  built 

its  own  field,  complete  with  dug-outs,  back- 
stops and  seating,  on  its  property  next  to 

the  studio.  Construction  work  was  done  by 
the  Lake  Charles  Pee  Wee  League.  The  new 
diamond  was  named  Al  Dark  Field  at  dedi- 

cation ceremonies  before  the  first  televised 

game  in  June. 

KNXT  (TV)  Sets  First  Editorial 

A  few  months  back  Clark  George,  gen- 
eral manager  of  KNXT  (TV)  Los  Angeles, 

announced  that  this  CBS-owned  tv  station 

was  planning  to  editorialize  on  issues  of  ut- 
most importance.  Last  week  he  backed  up 

that  announcement  with  a  second  one,  that 

in  August,  KNXT  will  broadcast  its  first 

editorial  on  the  controversial  subject  of  cap- 
ital punishment. 

The  presentation  will  be  at  the  end  of 

an  hour-long  program,  with  the  working 
title  Thou  Shalt  Not  Kill,  which  will  in- 

clude the  opinions  of  prison  officials,  dis- 
trict attorneys,  judges,  clergymen,  doctors, 

psychiatrists  and  convicts.  These  viev/s,  now 
being  filmed,  will  take  up  the  first  50 
minutes  of  the  hour.  Then  will  come  a  five- 
minute  rundown  and  summation  of  the 

arguments.  Finally,  KNXT  newsman  Bill 
Stout  will  deliver  the  station  editorial. 

WGBH-FM  Joins  BBC  Discussion 

Educational  station  WGBH-FM  Boston 
participated  in  an  international  discussion 
of  the  crisis  in  France  and  Algeria  June  5 

on  a  hook-up  of  stations  to  the  live  BBC 
series,  Radio  Link,  in  London.  Donald  C. 

McKay,  professor  of  history  at  Amherst 

College,  exchanged  views  from  the  WGBH- 
FM  studios  with  five  commentators  located 

in  Paris,  Cologne  and  London.  Mr.  Mc- 
Kay's remarks  were  carried  by  telephone  to 

New  York  and  by  cable  to  London. 

WBC  Displays  New  Rankings 

Westinghouse  Broadcasting  Co.  is  distrib- 
uting a  miniature  chart  easel  to  advertisers 

and  agencies  to  illustrate  the  ratings  enjoyed 

by  WBC  radio-tv  stations.  Two  5x5-in. 
cards  are  enclosed  to  display  on  the  card- 

board stand.  The  radio  chart  lists  the  Pulse. 

Nielsen  and  Hooper  audience  rankings  for 
the  six  WBC  stations  as  of  June  16.  The 

other  card  shows  the  ARB,  Metro  Nielsen 

and  total  Nielsen  rankings  for  the  five  tv 
stations  for  the  same  date. 

Racers  Interviewed  in  Hi-Fi 

Two  currently-raging  fads — sports  cars 
and  hi-fi  ■  sound — are  being  merged  into  a 

cultist's  program  on  WBAI  (FM)  New 
York.  Thursday  evenings  from  8-8:15  p.m., 

John  Griffin  conducts  "in  hi-fi"  on-the-spot 
interviews  with  racing  drivers  at  various 

sports  events.  Backing  the  talks  are  sounds 
of  roaring  motors  and  screeching  tires,  in 
hi-fi,  of  course. 

WLIB  Appraises  Negro  Status 

Harlem-based  WLIB  New  York  has 

initiated  a  10-week  long  Project  58  cam- 
paign designed  to  keep  the  New  York 

Negro  apprised  of  his  current  social  and 

WHBF-TV CBS  FOR  THE  QUAD-CITIES 
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economic  status.  The  series  of  40  programs 
in  the  news  and  special  events  realm  will 

be  heard  Sunday-Thursday  in  the  early  eve- 
ning hours.  The  programs — described  as 

"the  story  of  New  York  City's  Negro  fam- 
ilies' struggle  for  respectability" — will  take 

up  family  relations  in  Harlem,  the  benefits 
of  college  education,  employment  problems 

facing  the  city's  1.5  million  Negro  popula- 
tion, etc.  Project  58  is  under  the  direct 

supervision  of  George  W.  Goodman,  WLIB 

news-special  events  director;  reporters  are 
Randolph  White  and  Howard  Sanders. 

WBKB  (TV)  Show  Offers  Dolls 

A  Mary  Hartline  doll  complete  with  10- 
piece  wardrobe  is  being  offered  to  child 

viewers  of  WBKB  (TV)  Chicago's  Princess 
Mary's  Castle  in  conjunction  with  the  Squirt 
Bottling  Co.,  part-time  sponsor  of  series. 
Designed  by  Mary  Hartline  Enterprises  for 

the  former  star  of  ABC-TV's  Super  Circus, 
the  doll  is  plastic,  which  permits  affixing 

gowns  with  harmless  static  electricity,  ac- 
cording to  WBKB.  Viewers  may  obtain  the 

unit  by  submitting  names,  a  Squirt  bottle  cap 
and  25  cents  in  coins. 

Jessel  to  Start  Series  in  Fall 

George  Jessel  will  star  in  his  own  series 
on  KCOP  (TV)  Los  Angeles,  beginning  in 
September,  Alvin  G.  Flanagan,  KCOP 
general  manager,  has  announced.  With 
top  show  names  of  business,  sports,  politics 
and  the  arts  as  guests,  the  Jessel  program 

will  follow  the  format  developed  success- 

fully by  KCOP,  Mr.  Flanagan  said:  "Con- 
troversial interviews,  light-and-airy  conver- 

sation with  prominent  persons  and  with 
celebrities  performing  what  comes  naturally 

to  their  fame  and  fortune." 

'Susannah'  Goes  to  WDSU-TV 

World  premiere  television  rights  for 

"Susannah,"  the  U.S.  opera  offering  at  the 
Brussels  World  Fair,  have  been  purchased 

by  WDSU-TV  New  Orleans,  La.,  Robert  D. 
Swezey,  vice  president  and  general  manager 

of  WDSU-TV,  announced.  A  program  of 
opera  excerpts  was  presented  last  Saturday 
evening  (July  12)  in  the  first  of  the  summer 

season's  Crescent  City  Pops  Concerts  and 
featured  Norman  Treigle,  one  of  the  opera 
performers  and  a  native  of  New  Orleans. 
In  past  years  the  station  has  written  and 
produced  special  telecasts  to  inaugurate  the 
Pops  Concerts  season.  Sponsor  for  the  opera 

telecasts  is  Family  Real  Estate,  New  Or- 
leans. 

KUON-TV  Features  SAC  Base 

A  series  of  seven  programs  describing  the 
activities  of  the  Lincoln,  Neb.,  Air  Force 

Base  has  been  undertaken  by  KUON-TV 
Lincoln  in  cooperation  with  the  base  pub- 

lic information  office.  Titled  Wings  Over 

Lincoln,  the  series  uses  film  inserts  and  fea- 
tures live  presentations  by  Strategic  Air 

Command  personnel.  The  programs,  seen 
on  Thursday  nights,  have  shown  preparations 
for  a  flight  mission,  survival,  the  body  in 

flight  and  the  city  of  "Lincoln  Air  Force 
Base."  Program  director  is  KUON-TV's  Al 
Hotaling. 

KTBC-TV  Gives  Classroom  Report 

More  than  1,300  students  in  the  Austin, 
Tex.,  public  schools  appeared  in  the  film 
and  live  series  of  26  Candid  Classroom 

shows  presented  by  KTBC-TV  Austin  dur- 
ing the  past  school  year.  In  addition  to  see- 
ing their  children,  parents  observed  the  in- 

struction of  27  teachers  and  were  given 
school  information  from  25  administrators. 

Arrangements  for  the  educational  tv  series 

were  made  by  Bill  Kitchen,  co-ordinator 
of  community  relations  for  the  public 
schools. 

KOLO-TV  Gives  Time  to  Groups 

KOLO-TV  Reno,  Nev.,  has  mailed  com- 
plimentary receipted  statements  for  public 

service  time  in  amounts  of  $7,232.80  for 

April  and  $7,011.15  for  May  to  local,  state 
and  national  service  organizations.  The 
station  offers  public  service  time  free  to 
any  service  group,  with  only  the  restriction 
that  nothing  may  be  publicized  if  there  is 
a  charge  connected  with  it  in  any  way. 
Each  of  an  average  30  organizations  per 
month  gets  an  average  $233  worth  of  time 
at  regularly  published  rates. 

WGBH-TV  Shows  Boston  Arts 

WGBH-TV  Boston  furnished  live  tv  cov- 

erage of  programs  in  the  Boston  Arts  Fes- 
tival during  June.  The  telecasts  on  the  edu- 

cational channel  were  made  possible 
through  a  donation  from  the  Junior  League 
of  Boston  Inc.  to  the  WGBH  Educational 

Foundation.  The  station's  cameras  roamed 

through  the  Public  Gardens  every  evening 
except  Wednesdays  and  Saturdays  to  pick 
up  exhibitions  of  ballet,  jazz,  opera,  poetry, 

folk  dance,  painting,  photography,  architec- 
ture and  hand-made  art.  The  final  telecast 

June  22  presented  the  Boston  Symphony 

Orchestra  playing  Handel's  "Water  Music" while  aboard  swanboats  in  the  garden 

lagoon. 

WCHS-TV  Telecasts  Caesarian 

WCHS-TV  Charleston,  W.  Va.,  tonight 

(July  14)  at  9  p.m.  will  televise  the  Caesarian 
birth  of  a  baby  from  the  operating  room  of 

the  Charleston  Memorial  Hospital.  The  pro- 

gram, in  cooperation  with  Kanawha  Medi- 

cal Society,  is  presented  "to  increase  public 

knowledge  of  modern  medical  techniques." 

KAYO  Airs  Anti-Recession  Spots 

"KAYO  the  Recession"  is  the  theme  of  a 

campaign  for  better  business  this  summer 
by  KAYO  Seattle  in  cooperation  with  the 
local  chamber  of  commerce.  The  station  is 

programming  30  and  60-second  non-com- 
mercial messages  from  leading  business  and 

civic  leaders  regarding  the  city's  present  and 
future  economic  prospects.  Eight  spot  state- 

ments are  scheduled  each  weekday  with 

additional  spots  on  weekends. 

WTTG  (TV)  Starts  Health  Quiz 

WTTG  (TV)  Washington,  D.  C,  is  pre- 
senting a  nightly  public  health  series 

TB-Tv  Quiz.  Beginning  last  Monday  (July 

7)  and  running  through  Aug.  29,  the  pro- 

AMCI ... 

•  Omnidirectional  TV 

Transmitting  Antennas 

•  Directional  TV 

Transmitting  Antennas 

•  Tower-mounted  TV 

Transmitting  Antennas 
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Transmitting  Antennas 

•  Diplexers 

•  Coaxial  Switches 

. . .  have  been  proven 
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PROGRAMS  &  PROMOTIONS  continued 
PEOPLE 

GUARDIAN  8 LOG  .  DETROIT 

CKLW  DETROIT  distributed  this  pro- 
motional device  to  show  prospective 

advertisers  the  program  roster.  Placed 
on  the  revolving  circle  are  pictures  of 

six  of  the  station's  personalities.  With 
a  twist  of  the  wheel  a  face  appears 

in  the  "open  eye"  and  the  name  ap- 

pears in  the  "open  mouth"  with  the 
program  title  and  time  segment. 

A  WEEKLY  REPORT  OF  FATES  AND  FORTUNES 

gram  offers  prizes  donated  by  local  mer- 
chants to  viewers  sending  in  the  correct 

answers  to  two  questions  asked  each  night 
about  tuberculosis.  Answers  are  drawn  for 

nightly  winners  and  their  cards  replaced 
for  drawing  of  the  weekly  prizes.  On  the 

last  night  of  the  program,  50  names  will  be 
selected  for  the  grand  prize,  a  1958  Ford. 
Finalists  are  to  write  in  50  words  or  less, 

"What  I  have  learned  about  tuberculosis 

during  the  TB-Tv  Quiz."  Program  host  is Weldon  Walder. 

WMAZ-AM-TV  Attend  Store  Event 

Personalities  of  WMAZ-AM-TV  Macon, 

Ga.,  entertained  crowds  of  shoppers 

during  "Fan  Fare  Night"  at  the  J.  J.  New- 

berry Co.  in  Macon.  The  store's  promo- 
tional event  was  publicized  only  through 

pictures  of  the  stations'  personalities  dis- 
played in  the  store  windows  and  with  spot 

announcements  on  both  stations.  The  only 

merchandise  promoted  for  special  sale  was 
portable  water  coolers.  However,  shoppers, 
visitors  and  sales  exceeded  all  expectations, 

the  stations  report. 

ADVERTISERS  &  AGENCIES 

CARL  F.  PRELL  re-elected  president  of  Lamport, 
Fox,  Prell  and  Dolk,  Inc.,  South  Bend,  Ind.  IRVIN 
S.  DOLK  has  resigned  as  v. p.  and  treasurer  but 
will  continue  in  consulting  capacity.  Other  offi- 

cers named  were  A.  J.  DENNISTON,  v. p.  and  sec- 
retary; RICHARD  B.  LUDEWIG,  v.p.,  and  treasurer, 

and  CLEMENT  B.  HAINES,  v.p.  WALTER  A.  RITKE  and 
J.  WYNN  SMITH  appointed  account  executives. 

GERALD  M.  MILLAR,  account 
executive,  Brooke,  Smith, 
French  &  Dorrance,  and 
CHARLES  V.  HICKS,  executive 

copy  director,  elected  v.p.'s. 

CAL  J.  MCCARTHY,  veteran  of 
18  years  in  agency  field  ap- 

pointed v.p.  and  account  su- 
pervisor at  Foote,  Cone  & 

Belding,  N.  Y.  He  reportedly 
will  handle  new  business  de- 

MR.  MILLAR BURT  COCHRAN,  former  v.p.  of 
McCann-Erickson  and  man- 

ager of  its  L.  A.  office,  has 
become  principal  in  Barton 
A.  Stebbins  Adv.,  L.  A., 
velopment  formerly  under 
aegis  of  DAVID  N.  LAUX,  who 
has  moved  to  Lennen  & 
Newell  as  senior  v.p.  on  P. 
Lorillard  Co.  account  [At 
Deadline,  June  30]. 
which  concurrently  has 
changed  its  names  to  Steb- 

bins &  Cochran.  BARTON  A. 
MR.  HICKS  STEBBINS  is  president;  MR. 

COCHRAN,  executive  v.p.  and  DOROTHY  M.  ELLIOTT, 
secretary -treasurer. 

KENNETH  V.  MOORE,  formerly 
L.  A.  manager,  Johnson  & 
Lewis,  joins  Ross  Roy  Inc.  as 
v.p.  to  head  Hollywood  office 
and  western  states  operation, 
replacing  JOSEPH  G.  MOHL, 
who  becomes  Dodge  Truck 
account  executive. 

HAROLD  S.  McCULLAGH,  for- 
merly with  Curtis  Lighting 

Inc.,  to  Needham,  Louis  & 
Brorby  Inc.,  Chicago,  ac- 

counting      department  as 

CHARLES  ADAMS,  formerly  ad- 
vertising product  group  man- 

ager for  General  Mills,  ap- 
pointed director  of  advertis- ing for  Theo.  Hamm  Brewing 

Co.,  St.  Paul.  Minn.,  suc- 
ceeding JACK  MORAN,  resign- 

ing to  accept  sales  position 
with  Lakeside  Plastics  Co., 
Duluth,  Minn.,  and  Chicago. 

FRED  WILLIS,  market  research 
director,  Toni  division  of 
Gillette  Co.,  Chicago,  named 

MR.  MOORE 

comptroller. 
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director  of  marketing  development,  newly- 
created  position,  and  JOSEPH  L.  SHAPIRO  promoted 
from  assistant  market  research  director  to 
market  research  chief,  succeeding  Mr.  Willis. 

GEORGE  A.  BARON  has  resigned  as  general  man- 
ager and  sales  director  of  KFMU  (FM)  Glen- 

dale,  Calif.,  to  become  general  manager  of 
Lionel  &  Simons,  Hollywood. 

EDMUND  ROGERS  JR.,  formerly  with  New  York 

Service  of  N.  W.  Ayer  &  Son,  to  agency's  radio- 
tv  department  in  charge  of  tv  program  super- 

vision. JOHN  E.  NAYLOR  to  New  York  Service  from 
Ayer's  program  production  staff. 

HELEN  AYERS,  copywriter  since  1952  with  Dancer- 
Fitzgerald-Sample,  N.  Y.,  promoted  to  copy 
supervisor. 

JACK  RAYEL,  formerly  with  CBS-TV  and  NBC- 
TV  in  executive  programming  capacities,  to 
N.  W.  Ayer  &  Son,  N.  Y.,  as  program  supervisor 
in  radio-tv  department. 

WILLIAM  MATHESIUS  JR.,  formerly  with  Warwick 
&  Legler,  N.  Y.,  has  joined  Erwin  Wasey,  Ruth- 
rauff  &  Ryan,  N.  Y.,  as  account  executive. 

ALBERT  W.  KEHR,  sales  promotion  manager,  Joseph 
Katz  Co.,  N.  Y.,  and  Baltimore,  to  account  exec- 

utive, American  Oil  Co.,  Katz  client. 

A.  J.  BOUCHARD,  formerly  with  McCann-Erick- 
son, joins  Paris  &  Peart  as  account  executive. 

M.  J.  MARION,  formerly  with  Fuller,  Smith  & 
Ross,  to  Vic  Maitland  &  Assoc.,  as  account 
executive  in  industrial  division. 

ANNETTE  BACHNER,  staff  member  of  radio-tv  dept., 
N.  W.  Ayer  &  Son,  N.  Y.,  promoted  to  account 
supervisor  for  production  of  commercials,  con- 

centrating on  Armour  &  Co.  account. 

GERALD  SHAPIRO,  v.p.  and  senior  account  execu- 
tive, Norman,  Craig  &  Kummel,  N.  Y.,  to  Maiden 

Form  Brassiere  Co.,  N.  Y.,  as  advertising  man- 

ager. ANDY  POTTER,  tv  director,  Reach,  McClinton  & 
Co.,  L.  A.,  resigns  to  head  Stereo-Tv,  L.  A., 
program  service. 

HOWARD  L.  DAVIS,  formerly  director  of  NBC-TV's 
Today  program,  to  N.  W.  Ayer  &  Son,  Phila- 

delphia, copy  department.  WANDA  L.  HANCOCK, 
research  staff,  Tv  Guide,  Philadelphia,  to  Ayer's media  research  staff. 

NORM  PRESCOTT,  WBZ-WBZA  Boston-Springfield 
d.  j.,  has  received  August  1958  award  from  People 

Today  magazine  for  "outstanding  service  to  the 
community  and  setting  a  fine  example  to  youth." 

EDWARD  N.  MAYER  JR.,  v.p.,  McCann-Erickson  and 
executive  v.p.  for  Communications  Counselors 
and  Sales  Communications  Inc.,  has  received 

Colgate  U.  Alumni  Association's  1958  award  for 
"distinguished   service   to   the  university." 

FRANK  G.  CHRISTIAN,  63,  who  retired  last  year 
from  Lindsey  &  Co.,  Richmond,  Va.,  died  June 
29  following  heart  attack. 

NETWORKS 

HAL  HOUGH,  program  director 
of  WCBS-TV  New  York,  has 
moved  into  newly-created 
position  of  director  of  pro- 

gram services,  CBS-TV owned  and  operated  stations. 
He  will  be  succeeded  at 
WCBS-TV  by  DAN  GAL- 
LAGHER,  formerly  associate 
program  director  of  station. 

JOHN     M.     GRACE  promoted 
from    assistant    director  of 

MR.  HOUGH        sales  service  to  sales  service 
director  of  ABC-TV  central  div.  He  succeeds 
JAMES  H.  KNOX,  resigned. 

MAURICE  SEGAL,  assistant  publicity  manager, 

United  Artists  Corp.,  to  west  coast  publicity  co- 
ordinator, UA  and  UA-TV,  succeeding  Leon 

Roth,  resigned  to  become  v.p.  of  Mirisch  Co., 
independent  theatrical   and  tv  film  producers. 
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BOYS  WILL  BE  BOYS 

Script  changes  are  hastily  being 

made  in  TPA's  segment  of  Fury, 
scheduled  to  be  filmed  today  (July 
14),  to  accommodate  a  star  sporting 
two  blackeyes,  a  broken  nose  and 
several  inches  of  adhesive  tape. 

Nine-year-old  Roger  Mobley  fin- 

ished his  first  day's  shooting  of  Fury 
June  30;  went  home,  changed  into  his 
Little  League  baseball  suit  and  went 
out  to  play  ball  with  his  friends. 
Minutes  later,  a  bat  slipped  from  a 

teammate's  hands,  and  hit  young 
Roger  across  the  face.  But  with  the 

usual  resilience  of  small  boys — and 
the  aforementioned  script-changes — 
he  will  be  back  before  the  cameras 

today. 

CRAIG  ROGERS,  account  executive  for  KHJ  Los 
Angeles  and  Don  Lee  Network,  named  account 
executive  for  KNX  Los  Angeles  and  CBS  Ra- 

dio Pacific  Network  sales  department,  succeed- 
ing WILLIAM  WELLER,  appointed  KNX  marketing 

representative. 

BILL  ATKINSON  resigns  as  NBC  unit  manager  for 
executive  post  in  motion  picture  production 
with  missile  system  division,  Lockheed  Aircraft 
Corp.,  Sunnyvale,  Calif. 

WILLIAM  BERNS,  NBC  international  consultant, 
assigned  to  Yugoslavia  for  year  as  television 
advisor  to  Yugoslav  government. 

FILM 

MR.  VICTORY 

MR.  BARUCH 

JAMES   T.    VICTORY,   who  has 
been  with  CBS  Television 
Film  Sales  since  1953,  and 
RALPH    M.    BARUCH,    who  has 
been  with  firm  since  1954, 
have  been  promoted  to  ac- 

count supervisors.  They  will 
supervise  territory  covered 
by  CBS  Film,  U.S.,  N.  Y. 
office  which  will  be  divided 
into  two  districts.  Mr.  Vic- 

tory will  be  responsible  for 
New  York  state,  Connecticut, 
Baltimore  and  Washington 
and  Mr.  Baruch  will  have 
Pennsylvania,  Virginia  and 
West  Virginia.  N.  Y.  agencies 
will  be  divided  between 
them. 

WILLIAM  CASTLE,  previously 
producer-director  of  Men  of 
Annapolis  and  Meet  Mc- Graw,  will  produce  tv  series, 
Totes  of  the  Haunted  House 
in  association  with  Interstate 
Television  Corp. 

JOHN  POMMER  resigns  as  assistant  director  with 

Revue  Productions  to  assume  similar  post  with 
The  Millionaire  tv  film  series. 

STATIONS 

ROBERT  M.  McGREEDY,  v.p.  in 

charge  of  sales  for  WCAU- 
TV  Philadelphia  appointed 
v.p.  in  charge  of  television, 
succeeding  CHARLES  VANDA, 
resigned.  Other  promotions 
include  MARVIN  L.  SHAPIRO, 
formerly  national  sales  man- 

ager, to  director  of  tv  sales 
and  E.  GORDON  WALLS,  re- 

gional sales  manager,  to  tv 
sales  manager. 

RICHARD  J.  MONAHAN  was  elected  executive  v.p. 

Broadcasting 

of  WAVZ  New  Haven,  Conn.,  and  WTRY  N.  Y. 
Other  appointments  include  SAM  NIELSEN  as 
v.p.  and  general  manager  of  WTRY;  TINY 
MARKLE,  program  director  of  WAVZ,  v.p.  of  pro- 

gramming; ALBERT  A.  DEFILIPPO,  WAVZ  v.p.  of 
administration;  MARVIN  ROSENBLATT,  account 
executive,  to  sales  manager  at  WAVZ,  succeed- 

ing Mr.  Nielsen,  and  GEORGE  LeZOTTE,  WAVZ 
chief  announcer,  named  director  of  program- 

ming and  promotion  at  WTRY. 

JAMES  E.  BAILEY  has  been  appointed  managing 
director  of  WAGA  Atlanta  and  REGGIE  MARTIN 
managing  director  of  WSPD  Toledo,  Ohio.  Both 
are  Storer  stations.  Mr.  Bailey  has  been  v.p. 
and  managing  director  of  WSPD  since  January 
1956  and  has  been  with  Storer  for  15  years  and 
in  radio  21  years.  Mr.  Martin  has  served  as  sales 
manager  of  WSPD  since  September  1956  and 
prior  to  that  held  various  positions  with  Storer 
broadcasting.  He  is  30-year  veteran  in  broad- casting. 

FREDERIC    C    BOWEN,    son  of 
late  Scott  Howe  Bowen  (who 
was  owner  and  president  of 
WIBX  Utica,  N.  Y.),  named 
assistant  president  and  gen- 

eral manager  of  WIBX. 

AL  BERRY,  general  manager, 
WGMS  Washington,  resigns 
to  go  to  California.  His  suc- 

cessor has  not  been  an- nounced. 
MR.  BOWEN 

CHARLEY  KEYS,  commercial 
manager,  KOKO-TV  Oklahoma  City,  Okla.,  pro- 

moted to  general  manager. 

TED  OUTLAW,  formerly  commercial  manager  of 
WMRB  Greenville,  S.  C,  appointed  general  man- 

ager of  WBLR  Batesburg,  S.  C. 

LEN  LUNDMARK,  formerly  v.p.,  KGB  San  Diego, 
Calif.,  to  KBAB  El  Cajon,  Calif.,  as  manager. 

JAMES  R.  KEEN,  formerly  program  manager,  WFIE- 
TV  Evansville,  Ind.,  named  assistant  general 
sales  manager.  CHESTER  T.  BEHRMAN  appointed 
program  manager  and  JAMES  R.  NESBIT,  continuity 
director. 

HAROLD  J.  PANNEPACKER,  for- 
merly member  tv  sales  staff 

WRCV-TV  Philadelphia,  ap- 
pointed manager  WRCV,  re- 
placing HAROLD  WADDELL,  re- 

signed. 

ROGER  GARRETT,  formerly  with 
WSEE  (TV)  Erie,  Pa.,  as  as- 

sistant general  manager  in 
charge  of  sales,  to  WSTV-TV 
Steubenville,  Ohio,  as  local 
sales  manager. 

REDD  GARDNER,  sales  manager 
of  WHFB  Benton  Harbor, 
Mich.,  and  previously  with 
sales  staff  of  Kling  Films 
Studios,  Chicago,  appointed 
general  manager  of  KCRG- 
AM-TV  Cedar  Rapids,  Iowa. 

W.  LEE  RODDY,  previously 
sales  manager  at  KGFJ  Los 
Angeles,  joins  KUTY  Palm- 
dale,  Calif.,  as  general  man- 

ager. 

mS4 
MR.  PANNEPACKER 

MR.  GARDNER 

ROBERT  A.  BURKE,  formerly  eastern  sales  manager 
of  Adam  Young  Inc.,  joins  Gordon  Broadcasting 
Co.  as  general  sales  manager  of  KBUZ  Phoenix 
and  KVOA  Tucson,  Ariz. 

HORACE  S.  FITZPATRICK,  assist- 
ant manager,  WSLS-AM-FM- TV  Roanoke,  Va.,  promoted 

to  station  manager. 

NORMAN  BAGWELL,  admini- 
strative assistant  and  busi- 

ness manager  at  WTVT  (TV) 

Tampa,  Fla.,  to  WKY-AM-TV 
Oklahoma  City,  Okla.,  as  sta- 

tion manager.  Other  appoint- 
ments at  WTVT  (TV)  in- 
clude JOHN  M.  HABERLAN, 

commercial  manager,  to  as- 
sistant station  manager;  ROBERT  M.  OLSON,  opera- 

tions manager,  to  administrative  assistant;  ED- 
WIN L.  (NED)  JAY  to  sales  development  manager, 

MR.  FITZPATRICK 

Vacation  Ahead! 

Go  by  kilocycle. 

WMT 

Eastern  Iowa's  52-weeks-with-pay  station 
National  Reps :  The  Katz  Agency 

New  York  and  the 
HOTEL 

'34th  Street  V^-/  at  8th  Avi 

New  York's  largest  skyscraper  hotel.  2500 
rooms,  all  with  bath  and  free  radio — tele- 

vision in  many.  Meditation  Chapel  open 
to  all  faiths.  Direct  entrance  to  Pennsyl- 

vania Station.  Facilities  from  100  to  1200 

for  Banquets,  meetings,  etc.  Three  air- 
conditioned  restaurants. 
LAMP  POST  CORNER  .  .  .  COFFEE  HOUSE 

GOLDEN  THREAD  CAFE 
from         Doubleslfrom  Ml   Suites  from 

JOSEPH  MASSAGLIA  JR..  President 
CHARLES  W.  COLE,  Gen.  Mgr. 

  Other  MASSAGLIA  HOTELS  — — 
•  SANTA  MONICA,  CALIF.  Hotel  Miramar 
•  SAN  JOSE,  CALIF.  Hotel  Sainte  Claire 
•  LONG  BEACH.  CALIF.  Hotel  Wilton 
•  GALLUP.  N.M.  Hotel  El  Rancho 
•  ALBUQUERQUE,  Hotel  Franciscan 
•  DENVER,  COLO.  Hotel  Park  Lane 
•  WASHINGTON,  D.C.  Hotel  Raleigh 
•  HARTFORD,  CONN.  Hotel  Bond 
•  PITTSBURGH,  PA.  Hotel  Sherwyn 
•  CINCINNATI,  O.  Hotel  Sinton 
•  NEW  YORK  CITY  Hotel  New  Yorker 
•  HONOLULU  Hotel  Waikiki  Biltmore 
CHICAGO  MIDWEST  HEADQUARTERS 

BOOKING  OFFICE  200  E.  Walton    DE  7-4344 
BOSTON  OFFICE  80  BOYLSTON  ST.  HU  2-0040 
— — —  World-famed  hotels   — — - 

Teletype  service — Family  Plan 
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PEOPLE  CONTINUED 

AT  a  special  ceremony  in  the  Penta- 
gon, Lester  W.  Lindow,  executive  di- 

rector of  the  Assn.  of  Maximum  Serv- 

ice Telecasters,  Washington,  was  pro- 
moted to  the  grade  of  Colonel  in 

the  U.  S.  Army's  Organized  Reserves 
last  month.  Above,  Maj.  Gen.  H.  P. 
Storke,  chief  of  information,  U.  S. 

Army,  and  Mrs.  Lindow,  pin  on  his 
eagles,  while  their  daughter,  Helene, 

looks  on.  Others  attending  the  cere- 
mony included  the  chiefs  of  the  vari- 

ous branches  of  the  information  office 
and  staff  members.  Mr.  Lindow  is  a 

mobilization  designee  of  the  Office  of 
the  Chief  of  Information. 

and  ROBERT  E.  EDRINGTON.  assistant  promotion 
manager,  to  promotion  manager. 

DAVID  CARPENTER,  commercial  manager,  WIVK 
Knoxville,  Tenn.,  named  station  manager. 

HUGH  McPHERSON  named  sales  manager  of  KNEW 
Spokane,  Wash.  Other  appointments  in  Seattle- 
Portland-Spokane  Radio  (formerly  Mount  Ranier 
Radio  &  Tv  Broadcasters  Corp.  [KNEW,  KJR 
Seattle  and  KXL  Portland]  include  ART  COLE- 

MAN to  local  sales  manager  of  KJR;  JOHN  RHYS 
EVANS  JR.  and  JOHN  MURPHY  to  account  executives 
for  KJR,  KXL  and  KNEW. 

CLAY  L.  MORGAN,  commercial  manager  WAVE- 
AM-TV  Louisville,  Ky.,  to  assistant  station  man- 

ager, WYLD  New  Orleans. 

ROBERT  (COFFEEHEAD)  LARSEN,  personality  WEMP 
Milwaukee,  resigns  to  join  WRIT  Milwaukee  as 
assistant  to  general  manager.  Mr.  Larsen  also 
will  conduct  morning  show  at  WRIT. 

ALAN  M.  BERGER,  formerly  with  Dreyfus  Co.  and 
Edward  S.  Kellogg  Co.,  both  L.  A.,  joins  Tilds  & 
Cantz,  L.  A.,  as  media  director. 

ROBERT  BALDRICA,  previously  assistant  sales  man- 
ager, WXYZ  Detroit,  Mich.,  named  director  of 

radio  sales. 

DON  MacKINNON,  d.j.  and  news  reporter,  WPON 
Pontiac,  Mich.,  named  program  director. 

W.  J.  HUNT  promoted  from  programming  depart- 
ment to  promotion  director  of  WKZO-AM-TV 

Kalamazoo,  Mich. 

BILL  PARRY,  radio-tv  director  of  Pacific  Coast  Con- 
ference, named  sports  and  special  events  con- 

sultant for  KTVU  (TV)  Oakland,  Calif.  He  will 
continue  to  serve  as  radio-tv  director  for  PCC. 

TONY  ARNONE,  formerly  with  public  relations 
firm,  McFadden  &  Eddy,  to  KHJ-TV  Los  An- 

geles, as  head  of  press  department. 

EUGENE  E.  KOEN,  salesman,  WCAE  Pittsburgh, 
joins  KDKA-FM  Pittsburgh  as  account  executive. 

ED  LYTLE,  formerly  with  Tele -Broadcasters  Inc. 

as  general  manager  of  KTIX  Seattle,  Wash.,  joins 
KFI  Los  Angeles  as  account  executive. 

GLENN  NEWELL,  formerly  general  manager,  KONG 
Visalia,  Calif.,  to  KGO  San  Francisco  as  account 
executive. 

NORMAN  DUNSHEE,  formerly  sales  manager, 
KFOX   Long   Beach,    Calif.,    and    DON  PALMER, 
formerly  merchandising  and  promotion  manager 
for  KFOX,  named  local  salesmen  for  KGFJ  Los 
Angeles. 

ROGER  G.  HESKETH,  formerly  account  executive 
with  KTVR  Denver,  to  WTTG  (TV)  Washing- 

ton sales  staff. 

WALTER  J.  SWIDER,  formerly  with  O.  M.  Scott  & 
Sons  (hard  goods  wholesalers),  to  WWJ-AM-FM- 
TV  Detroit,  Mich.,  sales  staff. 

JOHN  WILLIS,  night  news  editor,  KMPC  Los  An- 
geles, to  KHJ-TV  Los  Angeles  as  newscaster. 

GEORGE  DUNCAN,  formerly  with  Avery-Knodel 
Inc.,  N.  Y.,  has  joined  WNEW  New  York  sales staff. 

MANUFACTURING  mmmmmmmmmmmmmm 

JAY  J.  NEWMAN,  manager  of  new  product  and 
market  development  in  former  RCA  components 
division,  appointed  manager  of  defense  planning, 
RCA  semiconductor  and  materials  division. 

A.  J.  KENERLEBER,  manager  of  General  Electric 
Co.'s  replacement  tube  plant  at  Joliet,  111.,  named 
manager  of  company's  new  tv  picture  tube  re- 

placement plant  in  Augusta,  Ga. 

NAIRNE  F.  WARD  JR.,  active  in  market  research 
studies  for  paper  and  cardboard  industries, 
named  market  research  manager  of  professional 
products  division  of  Ampex  Corp. 

EDWARD  C  CALIGURI  promoted  from  advertising 
department  to  assistant  sales  promotion  manager 
at  Zenith  Radio  Corp.,  Chicago. 

ABRAHAM  SCHWARTZMAN,  publisher  -  editor  of 
Brooklyn  Queens  Standard  magazine,  appointed 
executive  editor  of  Institute  of  High  Fidelity 
Mfrs.,    succeeding    EDWIN    CORNFIELD,   who  has 
resigned. 

BOB  DAY,  formerly  on  announcing  staff  of  KGO 
San  Francisco,  has  joined  sales  promotion  divi- 

sion of  Ampex  Mfg.  Co.,  Redwood  City,  Calif. 

DAVID  PACKARD,  president,  Hewlett-Packard  Co., 
electronics  firm  of  Palo  Alto,  Calif.,  has  been 
elected  to  board  of  Stanford  Research  Institute. 
He  also  will  serve  on  board's  executive  com- mittee. 

PROGRAM  SERVICES 

THEODORE  ROSENBERG,  west  coast  field  sales  rep- 
resentative for  RCA  Victor  Div.,  to  Columbia 

Records  Distributors,  L.  A.,  as  branch  manager. 

TRADE  ASSNS. 

THEODORE  C  STREIBERT,  board  chairman  of  Mutual 
from  1949-1953  and  director  of  U.  S.  Information 
Service  from  1953-1956,  was  among  five  new 
members  elected  last  week  to  board  of  directors 
of  Free  Europe  Committee,  which  operates  Radio 
Free  Europe. 

ADA  REDD  BROWNING,  WSJS  Winston-Salem, 
N.  C„  elected  president  of  North  Carolina  Chap- 

ter of  American  Women  in  Radio  and  Television. 

ART  HOLBROOK,  managing  director  Southern  Cal- 
ifornia Broadcasters  Assn.  named  AAW  director 

for  radio  and  WALTER  McNIFF,  manager  of  SF 
office  of  TvB  AAW  director  for  television. 
Other  AAW  officers  for  1958-59  are  RICHARD 

RYAN,  KLOK  San  Jose,  Calif.,  senior  v.p.; 
CHARLES  W.  COLLIER,  executive  v.p.;  DON  OSTEN- 
SOE,  First  National  Bank,  Portland,  Ore.;  secre- 

tary; FRANCES  PETERSON  of  Salt  Lake  City,  Utah, 
v.p.  at  large;  NEVA  M.  ELLIOTT,  Portland,  general 
counsel;  GORDON  ROWNTREE,  James  Lovick  &  Co., 
Vancouver,  B.  C,  treasurer;  DOUG  GREIG,  CKWX 

JINXED  ON  21 

Elfrida  von  Nardoff  chalked  up  a 

new  "record"  for  a  quiz  show  contest- 

ant on  Pharmaceuticals  Inc.'s  Twenty- 
One  program  on  NBC-TV  Monday 
(July  7).  She  piled  up  $220,500  in 
winnings  over  an  appearance  on  21 

programs,  the  highest  amount  for  any 

single  quiz  show.  In  her  defeat  Mon- 
day, Miss  von  Nardofl  dropped  $33,- 

000  when  contestant  Robert  Leicester, 

assistant  high  school  director,  scored 
21  to  Miss  von  NardofFs  10  points.  It 
was  estimated  that  Miss  von  Nardoff, 

who  quit  her  job  as  personnel  manager 
of  the  American  Institute  of  Certified 

Accountants  to  continue  her  appear- 
ances on  the  program  (she  plans  to 

study  for  her  doctorate),  will  keep 
between  $45,000  and  $50,000  of  her 

winnings  after  federal  and  state  in- 
come taxes.  She  missed  on  the  third 

part  of  a  three-part  question  on  the 
Nuremberg  trials  after  answering  the 
first  two  correctly. 

Vancouver,  B.C.,  elected  v.p.  AAW  from  District 
No.  5,  and  HARRY  EN  CHU,  general  manager, 
KAHU  Waipahu,  Hawaii,  has  been  elected  asso- 

ciate v.p.  District  No.  3.  Mr.  Ryan,  senior  v.p., 
also  has  been  named  general  chairman  for 
AAW's  1959  convention,  to  be  held  June  28-July  2, 
1959,  at  Tahoe  Tavern,  Tahoe  City,  Calif.  Mid- 

winter conference  will  be  held  Jan.  23-25,  1959, 
at  Rickey's  Garden  Hotel,  Palo  Alto,  Calif. 

INTERNATIONAL  ' PETER  MacFARLANE,  formerly  with  Canadian 
Broadcasting  Corp.,  television  division  at  To- 

ronto, returns  to  CBC  to  produce  tv  musical 
variety  programs. 

ELIZABETH  FRASER,  CJOB  Winnipeg,  Man.,  to  re- 

cording secretary  of  local  women's  club. 

FRANKLYN  BREESE,  formerly  with  ABC-TV,  joins 
KUTE  (FM)  Glendale,  Calif.,  production  and 
announcing  staffs. 

ALLEN  DEAN,  formerly  staff  announcer  and  direc- 
tor with  KTVK  (TV)  Phoenix,  Ariz.,  to  KFMB 

San  Diego  as  announcer  and  d.j. 

BOB  COOKE,  sports  editor  and  columnist  of 
New  York  Herald  Tribune,  is  conducting  10- 
minute  Spotlight  on  Sports  program  for  WCBS 
New  York  (Mon.-Fri.,  6:15-6:25  p.m.) 

GEORGE  C.  BIGGAR,  president  and  general  manager 
of  WLBK  De  Kalb,  111.,  named  to  Illinois  Youth 
Fitness  Advisory  Committee.  Mr.  Biggar  also 
presented  with  certificate  of  appreciation  from 
local  Kiwanis  Club  for  community  activities. 

BEN  LUDY,  president  and  general  manager  of 
KWFT  Wichita  Falls,  Kan.,  has  returned  to  his 
desk,  having  recovered  from  mild  heart  seizure 
suffered  March  28.  He  was  stricken  while  visiting 
his  former  home  in  Topeka. 

JANICE  FLYNN,  42,  wife  of  HENRY  J.  FLYNN,  assistant 
general  manager  of  KTLA  (TV)  Los  Angeles, 
died  July  4  following  long  battle  with  cancer. 

REPRESENTATIVES 

F.  T.  CRENNAN,  owner  of  KOMY  Watsonville, 
Calif.,  has  opened  F.  T.  Crennan  Assoc.,  S.  F. 
Breen  &  Ward,  N.  Y.,  has  appointed  new  repre- 

sentative firm  to  handle  its  clients  on  West 
Coast. 
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FOR  THE  RECORD 

Station  Authorizations,  Applications 

As  Compiled  by  BROADCASTING 

July  2  through  July  9 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

DA — directional  antenna,  cp— construction  per- 
mit ERP — effective  radiated  power,  vhf — very- 

high  frequency,  uhf — ultra  high  frequency,  ant. 
— antenna,  aur. — aural,  vis. — visual,  kw — kilo- 

watts,   w — watt,    mc — megacycles.    D — day.   N — 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorization. SSA — special  service  authorization. 
STA — special  temporary  authorization.  * — educ. 

New  Am  Stations 

ACTIONS  BY  FCC 

Santa  Rosa,  Calif. — Joseph  E.  Gamble  and 
Lew  L.  Gamble  d/b  as  Radio  Santa  Rosa — Grant- 

ed 1150  kc,  5  kw  LS,  500  w  N.  P.  O  address  100  W. 
21  St.,  Merced,  Calif.  Estimated  construction  cost 
$74,993,  first  year  operating  cost  $90,000,  revenue 
$108,000.  Joseph  Gamble  owns  KJOY  Stockton, 
KWIP  Merced  and  51%  of  KCMJ  Palm  Springs, 
all  Calif.  Lew  Gamble  owns  Akron,  Ohio  theatre 
firm.  Announced  July  9. 
Green  Cove  Springs,  Fla. — Ben  Alkerman — 

Granted  1580  kc,  500  w  D.  P.  O.  address  2646 
Cheshire  Bridge  Rd.,  Atlanta,  Ga.  Estimated  con- 

struction cost  $6,650,  first  year  operating  cost 
$18,000,  revenue  $24,000.  Sole  owner  Alkerman  is 
general  manager,  WGST  Atlanta.  Announced 
July  3. 
Pahokee,  Fla. — Garden  of  the  Glades  Co. — 

Granted  1250  kc,  500  w  D.  P.  O.  address  30  Ackley 
Rd.,  Greenville,  S.  C.  Estimated  construction 
cost  $15,371,  first  year  operating  cost  $24,000,  rev- 

enue $36,000.  Lewie  L.  Bates  (55%),  15%  each 
Max  E.  Mace,  Joe  W.  Mace,  and  Burton  S.  An- 

derson, will  be  owners.  Dr.  Bates,  retired.  Max 
Mace,  announcer-news  director  WMRB  Green- 

ville, Joe  Mace,  paving  contractor,  and  Mr. 
Anderson,  engineer  WFBC  (FM)  Greenville.  An- 

nounced July  9. 
Jonesboro,  La. — Jackson  Parish  Bcstrs. — Grant- 

ed 920  kc,  500  w  D.  P.  O.  address  Box  128,  Jones- 
boro. Estimated  construction  cost  $19,390,  first 

year  operating  cost  $36,000,  revenue  $48,000.  Equal 
partners  Ansley  and  Theodore  Colvin  own  and 
operate  weekly  Jackson  Independent.  Announced 
July  3. 

Litchfield,  Minn.  —  Meeker  County  Radio  — 
Granted  1410  kc,  500  w  D.  P.  O.  address  %  Samuel 

Miller,  501  Wash.  Bldg.,  Wash.,  D.  C.  Estimated 
construction  cost  $14,581,  first  year  operating 
cost  $38,000,  revenue  $43,000.  Lee  Favreau,  printer- 
publisher  Loyal  Tribune,  will  be  sole  owner. 
Announced  July  9. 
Winona,  Miss.  —  Southern  Electronics  Co. — 

Granted  1570  kc,  1  kw  D.  P.  O.  address  Box  826, 
Columbus,  Miss.  Estimated  construction  cost 
$6,600,  first  year  operating  cost  $25,000,  revenue 
$30,000.  Equal  partners  are  Bob  McRaney,  owner 
WROB  West  Point,  Miss.,  and  Bob  Evans,  man- 

ager WELO  Tupelo,  Miss.  Announced  July  9. 

APPLICATIONS 

Butler,  Ala.— Radio  Butler  Co.  1220  kc,  1  kw  D. 
P.  O.  address  %  Houston  Pearce,  Whitfield,  Ala. 
Estimated  construction  cost  $14,584,  first  year 
operating  cost  $24,000,  revenue  $30,000.  One-third 
owners  are  Paul  Nichols,  William  Reid  and 
Houston  Pearce,  all  merchants.  Announced 
July  8. 
Tuscumbia,  Ala. — Tuscumbia  Bcstg.  System 

1410  kc,  500  w  D.  P.  O.  address  Box  151,  Waynes- 
boro, Ga.  Estimated  construction  cost  $20,000, 

first  year  operating  cost  $36,000,  revenue  $46,000. 
Equal  partners  are  Carl  and  Harrod  Pugh  who 
also  share  ownership  of  WBRO  Waynesboro,  Ga. 
Announced  July  9. 

Santa  Barbara,  Calif. — Sherrill  Corwin  990  kc, 
1  kw  D.  P.  O.  address  122  S.  Robertson  Blvd., 
Los  Angeles.  Estimated  construction  cost  $30,000, 
first  year  operating  cost  $55,000,  revenue  $70,000. 
Mr.  Corwin,  sole  owner,  has  numerous  broadcast 
interests,  primarily  in  California.  Announced 
July  2. 

Lewiston,  Idaho — Donald  Job  1430  kc,  500  w  D. 
P.  O.  address  1422— 10th  St.,  Lewiston.  Estimated 
construction  cost  $28,387,  first  year  operating  cost 
$25,000,  revenue  $45,000.  Mr.  Job,  sole  owner,  is 
in  advertising.  Announced  July  9. 

Princeton,  111. — Bureau  Best.  Co.  1490  kc, 
100  w  unl.  P.  O.  address  1901  Georgia  St.,  Louis- 

iana, Mo.  Estimated  construction  cost  $9,850,  first 
year  operating  cost  $45,400,  revenue  $49,600.  Mr. 
and  Mrs.  Russell  Armentrout,  theatre-owners, 
are  equal  partners.  Announced  July  2. 
Bowling  Green,  Ky. — Bowling  Green  Bcstg.  Co. 

1340  kc,  250  w  unl.  P.  O.  address  308  Sumpter 
Ave.,  Bowling  Green.  Estimated  construction  cost 
$14,800,  first  year  operating  cost  $48,000,  revenue 
$60,000.  Following  own  one-fourth  each:  Clement Cockrel  and  Eugene  Hornback,  both  with  interest 
in  sound  recording  service;  Elmer  Hargan,  in- 
suranceman,  and  Marine  Corps  officer  Donald 
Mason.  Announced  July  8. 
Lexington,  Miss. — Holmes  Bcstg.  Co.  1150  kc, 

500  w  D.  P.  O.  address  Box  552,  Houston,  Miss. 
Estimated  construction  cost  $18,424,  first  year 
operating  cost  $28,000,  revenue  $36,000.  Marvin 
Robin  and  Ralph  Mathis  each  own  30%.  Mathis 
brothers  also  have  interest  in  WSJC  Magee  and 
WCPC  Houston,  both  Mississippi.  Announced^ 

July  2. Sumter,  S.  C— B.D.S.  Radio  &  Tv  Co.  1240  kc, 
250  w  unl.  P.  O.  address  106-1  Crystal  Springs, 
Spartanburg,  S.  C.  Estimated  construction  cost 
$15,983,  first  year  operating  cost  $40,596,  revenue 
$54,000.  Equal  partners  are  William  Bochman, 
general  manager,  WORD  Spartanburg,  and 
Charles  Bell,  sales  director,  WSPA-TV  Spartan- 

burg. Announced  July  9. 
Sturgis,  S.  D. — Sturgis  Radio  Die.  1280  kc,  1  kw 

D.  P.  O.  address  %  Russell  Molstad,  Bear  Butte 
Valley  Bk.  Bldg.  Sturgis.  Estimated  construction 
cost  $18,725,  first  year  operating  cost  $30,000, 
revenue  $36,000.  Applicant  is  new  corporation 
composed  of  numerous  small  stockholders.  An- nounced July  8. 

Oneida,  Tenn. — Scott  Bcstg.  Co.  1310  kc  1  kw  D. 
P.  O.  address  Oneida.  Estimated  construction 
cost  $21,843,  first  year  operating  cost  $25,000, 
revenue  $86,250.  R.  H.  Troxel,  sole  owner,  is  Ford 
dealer.  Announced  July  8. 

Bellaire  Tex.— T.  J.  Shriner  1170  kc,  250  w  D. 
P.  O.  address  Box  892,  Hobart,  Okla.  Estimated 
construction  cost  $8,025,  first  year  operating  cost 
$18,000,  revenue  $36,000.  Mr.  Shriner,  sole  owner, 
is  in  film  production.  Announced  July  2. 

Existing  Am  Stations 

ACTIONS  BY  FCC 

KUIN  Grants  Pass,  Ore. — Granted  change  of 
facilities  from  1340  kc,  250  w  unl.  to  930  kc,  1  kw 
unl.  DA-N;  engineering  conditions. 
KDLS  The  Dallas,  Ore. — Is  being  advised  that, 

unless  within  20  days  it  requests  hearing,  its  ap- 

NATION-WIDE  NEGOTIATIONS  •  FINANCING  •  APPRAISALS 

RADIO    •    TELEVISION    •  NEWSPAPER 

ONE  OF  THE  NATION'S  LEADING  INVESTMENT  FIRMS  .  .  . 

.  .  .  has  asked  us  to  locate  a  major  television  VHF  station  for  them.  They  are  prepared  to  pay 

cash  for  a  station  showing  a  return  of  ten  percent  after  taxes  per  year  on  the  purchase  price.  These 

clients  are  prepared  to  act  quickly  when  such  a  property  is  presented  them.  If  you  would  like  to 

discuss  our  buyers  further  and  in  confidence,  please  communicate  with  our  nearest  office. 

I  SIB 

Washington,  D.  C. 

Wm.  T.  Stubblefield 

1737  DeSales  St.,  N.W. 
EX  3-3456 

Cleveland 

Jackson  B.  (Jack)  Maurer 
2414  Terminal  Tower 

TO  1-6727 

Chicago 

Ray  V.  Hamilton 
Tribune  Tower 

DE  7-2754 

Atlanta 

1515 
Healey  Bldg. 

JA  3-3431 

Dallas 

Dewitt  (Judge)  Landis 
Fidelity  Union  Life  Bldg. 

R!  8-1175 

San  Francisco 

W.  R.  (Ike)  Twining 
1 1 1  Sutter  St 

EX  2-5671 
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Planning 

a  Radio 

Station? 

3^ 

Here's  another  aid  to  station 

planning— a  brand  new  bro- 

chure describing  transmitting 

equipment  and  building  re- 

quirements for  radio  stations. 

Itcombinesthe  practical  know- 

how  of  experienced  station 

and  equipment  engineers  and 

provides  a  check-list  as  a  guide 

in  transmitter  selection. 

For  your  free  copy,  write  to 

RCA,  Dept.  HB-22,  Building  15-1, 

Camden  2,  N.J. 

RADIO  CORPORATION 

of  AMERICA 

FOR  THE  RECORD  continued 

plication  for  additional  time  to  construct  am 
station  (930  kc,  1  kw.  unl.  DA-N)  will  be  dis- 

missed, cp  cancelled,  and  call  letters  deleted. 
KOHU  Hermiston,  Ore. — Granted  increase  in 

power  from  250  w  to  1  kw,  continuing  operation 
on  1570  kc  D. 
KPAM  Portland,  Ore. — Granted  increase  in 

power  from  1  kw  to  5  kw,  continuing  operation 
on  1410  kc  D;  engineering  condition. 
WIBG  Philadelphia,  Pa. — Granted  increase  of 

daytime  power  from  10  kw  to  50  kw,  continuing 
operation  on  990  kc  with  10  kw-N,  DA-2;  engi- 

neering conditions. 
KSVC  Richfield,  Utah— Granted  increase  of 

daytime  power  from  1  kw  to  5  kw,  continuing 
operation  on  980  kc,  1  kw-N,  DA-N. 
WGH  Newport  News,  Va. — Is  being  advised 

that  application  for  renewal  of  license  indicates 
necessity  of  hearing  regarding  overall  program- 

ming operations. 

New  Fm  Stations 

ACTIONS  BY  FCC 

Lansing,  Mich. — Gross  Telecasting  Inc. — Grant- 
ed 97.5  mc,  46  kw.  P.  O.  address  2820  E.  Saginaw 

St.,  Lansing.  Estimated  construction  cost  $38,550, 
first  year  operating  cost  $12,000,  revenue  $15,000. 
Applicant  is  owner  of  WJIM  Lansing.  Announced July  3. 

Hicksville,  N.  Y. — High  Fidelity  Music   Co. — 
Granted  92.7  mc,  81  kw.  P.  O.  address  20  Lake 
End  Road,  Merrick,  N.  Y.  Estimated  construction 
cost  $9,812,  first  year  operating  cost  $16,500,  rev- 

enue $18,500.  John  R.  Rieger  Jr.,  sole  owner  is 
instructor  with  Tv  Workshop  of  New  York. 
Announced  July  9. 

APPLICATIONS 

Lancaster,  Calif. — Cordell  Fray,  107.9  mc,  20.35 
kw.  P.  O.  address  8046  Fulton  Ave.,  N.  Holly- 

wood. Estimated  construction  cost  $25,849,  first 
year  operating  cost  $28,000,  revenue  $36,000.  Sole 
owner  Fray  is  Universal  Pictures  film  editor. 
Announced  July  9. 
Blue  Island,  111. — Blue  Island  Community 

Bcstg.  Co.,  96.7  mc,  1  kw.  P.  O.  address  908 
Burns  Ave.,  Flossmoor,  111.  Estimated  construc- 

tion cost  $37,520,  first  year  operating  cost  $25,000, 
revenue  $30,000.  John  Thompson,  sole  owner,  is 
in  meat-packing.  Announced  July  8. 
Albany,  N.  Y. — Capital  Cities  Tv  Corp.,  95.5  mc, 

20  kw.  P.  O.  address  Box  10,  Albany.  Estimated 
construction  cost  $20,000,  first  year  operating  cost 
$1,000,  revenue  none.  Applicant  is  licensee  of 
WROW  Albany  and  permittee  of  WTEN  (TV) 
Albany,  WCDB  (TV)  Hagaman,  N.  Y.,  and  WCDC 
(TV)  Adams,  Mass.  It  also  owns  all  of  permittee 
of  WTVD  (TV)  Durham,  N.  C.  Announced  July  3. 
Hickory,  N.  C. — Catawba  Valley  Bcstg.  Co., 

102.9  mc,  14.8  kw.  P.  O.  address  415  First  Ave., 
N.  W.,  Hickory.  Estimated  construction  cost 
$4,350,  first  year  operating  cost  $2,000,  revenue 
$2,000.  Applicant  is  licensee  of  WHKY  Hickory. Announced  July  8. 

Ownership  Changes 

ACTIONS  BY  FCC 

WBCO  Bessemer,  Ala. — Granted  transfer  of 
control  from  J.  E.  Lanier,  et  al.,  to  John  M. 
McLendon  &  Associates  Inc.  (interest  in  WNLA 
Indianola,  Miss.;  WOKJ  Jackson,  Miss.;  KOKY 
Little  Rock,  Ark.,  and  KOKA  Shreveport,  La.); 
consideration  $61,083  ($25,000  of  which  is  for 
10-year  agreement  not  to  compete. 
WLBS  Birmingham,  Ala. — Granted  (1)  renewal 

of  license  and  (2)  assignment  of  license  to 
American  Electronix  Inc.  (E.  C.  Atherson,  pres- 

ident); consideration  $50,000  plus  assumption  of 
$82,671  liabilities. 
KMOP  Tucson,  Ariz. — Granted  relinquishment 

of  negative  control  by  Ray  Odum  and  A.  V. 

Midwest 

$200*000.00 

Outstanding  opportunity  to  ac- 

quire a  good  facility  in  one  of  the 

nation's  top  fifty  markets.  Very 

favorable  terms  can  be  arranged. 

Bamford  to  Richard  N.  Jacobson  and  Howard 
A.  Kalmenson;  each  of  four  to  own  25%  interest; 
consideration  $60,000. 
KFMB,  KFMB-TV  San  Diego,  Calif.;  KYAT 

(TV)  Yuma,  Ariz.;  KERO-TV  Bakersfield,  Calif. 
— Granted  transfer  of  control  from  Maria  Helen 
Alveraz,  J.  D.  Wrather  Jr.  and  Edward  Petry  & 
Co.  Inc.  to  Marietta  Investment  Corp.  (Wrather 
&  Petry);  consideration  $2,916,750;  without  prej- 

udice to  such  action,  if  any,  as  Commission  may 
deem  warranted  as  result  of  its  final  determina- 

tion in  case  of  Wrather-Alvarez  Bcstg.  Inc.  for 
extension  of  time  to  complete  construction  of 
KYAT. 
KHIL  Brighton,  Colo. — Granted  assignment  of 

license  to  John  Babcock;  consideration  $78,000. 
WHOO,  WHOO-FM  Orlando,  Fla.— Granted transfer  of  control  from  Edwin  C.  Estabrook  Jr. 

and  Maurice  Weiss  to  Donald  J.  Horton  and 
G.  D.  Kincaid  (interest  in  WVIX  Lexington  and 
WFKY  Frankford,  Ky.);  consideration  $68,000. 
WPFA  Pensacola,  Fla. — Granted  assignment  of 

license  to  Edwin  H.  Estes  (WMOZ  Mobile,  Ala. 
and  WERD  Birmingham,  Ala.);  consideration 

$85,000. KFTL  Ft.  Lauderdale,  Fla. — Granted  assign- 
ment of  licenses  to  WFTL  Bcstg.  Co.  (Joseph  C. 

Amaturo,  president,  has  interest  in  WESO  South- 
bridge,  Mass..  and  some  shareholders  have  mi- 

nority interest  in  other  broadcast  stations);  con- 
sideration $100,000  real  estate  and  broadcast 

equipment  to  be  sold  for  $200,000  to  assignee's firm  which  will  lease  same  to  assignee  for  15 
years  at  annual  rental  of  $18,400. 
WSUZ  Palatka,  Fla.— Granted  assignment  of 

license  to  Raymond  P.  McMillin;  consideration 

$80,000. 
WLAK  Lakeland,  Fla.— Granted  transfer  of 

control  from  Ward  family  to  Florida  Central 
Bcstg.  Corp.  (Frank  W.  Nesbitt,  president);  con- sideration $300,000. 
WGRC  Louisville,  Ky. — Granted  assignment  of 

license  to  The  McLendon  Corp.  (interest  in  KLIF 
Dallas,  KTSA  San  Antonio,  Tex.;  KTBS-AM-FM 
Shreveport,  La.;  consideration  $720,000. 
WAMY  Amory,  Miss. — Granted  (1)  renewal  of 

license  and  (2)  assignment  of  same  to  Robert  L. 
McRaney  and  Robert  E.  Evans,  d/b  as  Southern 
Electronics  Co.;  consideration  $15,800.  McRaney 
owns  WROB  West  Point,  Miss. 
WMBC  Macon,  Miss. — Granted  (1)  renewal  of 

license  and  (2)  assignment  of  license  from  Robert 
A.  Chisholm  Jr.  to  The  Confederate  Bcstg.  Co. 
Inc.  (WJHB  Talladega  and  WTLS  Tallahassee, 
Ala.;  consideration  $20,000. 
KNIM  Maryville,  Mo. — Granted  transfer  of 

control  from  Leslie  P.  and  Ruth  Ware  and  C. 
Willard  Max  to  Harold  W.  Eck  and  Wayne 
Hatchett;  consideration  $53,797. 
KXLQ  Bozeman,  Mont. — Granted  assignment 

of  licenses  to  XX  Bcstg.  Corp.  (Richard  D. 
Smiley,  president);  consideration  $67,000. 
WGOL  Goldsboro,  N.  C. — Granted  assignment 

of  license  to  Better  Advertising  Inc.  (interest  in 
WELS  Kinston  and  WITN-TV  Washington,  N. 
C);  consideration  $35,000  plus  studio  building 
lease  for  3  years  at  $175  per  month  with  option to  buy. 

WTRO  Dyersburg,  Tenn. — Granted  assignment 
of  license  to  William  E.  Davis  and  Pinkney  B. 
Cole  Jr.;  consideration  $74,000. 
KTXN  Austin,  Tex. — Granted  assignment  of 

licenses  to  Jage  Inc.  (Giles  E.  Miller,  president); 
consideration  $200,000. 
KDWT  Stamford,  Tex. — Granted  assignment  of 

license  to  A.  Boyd  Kelley  (interest  in  KPLT 
Paris  and  KTRN  Wichita  Falls,  both  Texas); 
consideration  is  67-month  lease  at  $750  monthly 
and  44-year  option  to  purchase  for  $50,000  in- 

cluding lease  payments. 
WHAR  Clarksburg,  W.  Va.— Granted  relin- 

quishment of  positive  control  by  Mason  C.  and 
Maruma  R.  Deaver  through  sale  of  50%  stock 
to  Charles  A.  Gaylord;  consideration  $15,875. 
WMOD  Moundsville,  W.  Va. — Granted  aquisi- 

Far  West 

$1409000.00 

Realistically  priced  full-timer  in 

a  solid  three-station  market.  $40,- 

000  cash  required,  balance  can  be 

paid  out  of  earnings. 

Exclusive  with 

Blackburn  Gompantf 

NEGOTIATIONS 

I    WASHINGTON,  D.  C. 
James  W.  Blackburn 

Jack  V.  Harvey 

Washington  Building 

STerling  3-4341 

FINANCING 

ATLANTA 

Clifford  B.  Marshall 

Stanley  Whitaker 
Healey  Building 

JAckson  5-1576 
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APPRAISALS 

CHICAGO 

H.  W.  Cassill 
William  B.  Ryan 

333  N.  Michigan  Avenue  H 
Financial  6-6460 
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PROFESSIONAL  CARD 

JANSKY  &  BAILEY  INC. 
Executive  Offices 
1735  De  Sales  St.,  N.  W.  ME.  8-5411 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 

Washington,  D.  C.         FEderal  3-4800 
Member  AFCCE 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Blag. 
Washington  5,  D.  C. REpublic  7-3984 

Member AFCCE 

A.  EARL  CULLUM,  JR. 
CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 

DALLAS  9,  TEXAS 
LAKESIDE  8-6108 
Member  AFCCE 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 

Member  AFCCE 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 

Directional  Antennas 

1316  S.  Kearney  Skyline  6-1603 

Denver  22,  Colorado 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 
Member  AFCCE 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio 
Engineering 

Pennsylvania  Bldg.      Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

L.  H.  CARR  &  ASSOCIATES 
Consulting 

Radio  &  Television 

Engineers 
Washington  6,  D.  C.  Fort  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 

1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 
CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
1   Riverside  Road — Riverside  7-2153 

Riverside,  III. 
(A  Chicago  suburb) 

Vandivere  &  Cohen 

Consulting  Electronic  Engineers 

610  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 
Member  AFCCE 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Columbia  5-4666 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 
P.  O.  Box  7037  Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For   Free  Catalog,  specify  course. 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.  Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.      National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

FRANK  SILVERNAIL 

Consultant 

444  Madison  Ave.,  N.  Y. 

PLaza  5-8355 

ROBERT  M.  SILLIMAN 

John  A.  Moffet — Associate 
1405  G  St.,  N.  W. 

Republic  7-6646 Washington  5,  D.  C. 
Member  AFCCE 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  STate  7-2601 
Member  AFCCE 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

8200  Snowville  Road 
Brecksville,  Ohio 

(a  Cleveland  suburb) 
Tel.:  JAckson  6-4386  P.O.  Box  82 

Member  AFCCE 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

PETE  JOHNSON  - 
Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.        Dickens  3-7503 

IRL  T.  NEWTON,  JR. 

Consulting  Engineer 
422  Washington  Bldg., 

15th  and  N.  Y.  Ave.,  N.  W., 
Washington,  D.  C. 

Telephone:  Executive  3-7165 

GEORGE  C.  DAVIS 
CONSULTING  ENGINEERS 
RADIO  8.  TELEVISION 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  7-8215 

WASHINGTON  4,  D.  C. 

Member  AFCCE 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.      Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

LYNNE  C.  SMEBY 

Consulting  Engineer  AM-FM-TV 
7615  LYNN  DRIVE 

WASHINGTON  15,  D.  C. 

OLiver  2-8520 

HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 

BOX  68,  INTERNATIONAL  AIRPORT 
SAN  FRANCISCO  28,  CALIFORNIA 

DIAMOND  2-5208 

G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3-3266 
Dallas  6,  Texas 

RALPH  J.  BITZER,  Consulting  Engineer 
Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 

Garfield  1-4954 
"For  Results  in  Broadcast  Engineering" 

AM-FM-TV 
Allocations    •  Applications 

Petitions     •     Licensing  Field  Service 

MERL  SAXON 

Consulting  Radio  Engineer 
622  Hoskins  Street 

Lufkin,  Texas 

NEptune  4-4242        NEptune  4-9558 

SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  79,497*  Readers 

— among  them,  the  decision-making 
station  owners  and  managers,  chief 
engineers  and  technicians — applicants 
for  am,  fm,  tv  and  facsimile  facilities. 
*ARB    Continuing    Readership  Study 
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FOR  THE  RECORD  continued 

COMMERCIAL  STATION  BOXSCORE 

As  Reported  by  FCC  through 
May  31 

AM 

FM 
TV 

Licensed  (all  on  air) 

3,208 

524 

4151 

CPs  on  air  (new  stations) 40 

17 

95" 

CPs  not  on  air  (new  stations) 92 87 108 
Total  authorized  stations 

3,340 628 

663 
Applications  for  new  stations  (not  in  hearing) 406 40 64 
Applications  for  new  stations  (in  hearing) 126 18 63 
Total  applications  for  new  stations 

532 
58 127 

Applications  for  major  changes  (not  in  hearing) 248 27 

37 

Applications  for  major  changes  (in  hearing) 41 0 17 
Total  applications  for  major  changes 289 27 

54 

Licenses  deleted 0 2 0 
CPs  deleted 1 0 1 

SUMMARY 
Compiled  by 

OF  STATUS  OF 
BROADCASTING 

ON  AIR Lie.  Cps 

AM  3,208  48 
FM  524  25 

TV  (Commercial)  41 51  932 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  July  9 
VHF  UHF 

Commercial  425  83 

Non-Commercial  25  7 

AM,  FM,  TV 
through  July  9 

CP  TOTAL  APPLICATIONS 
Not  on  air  For  new  stations 

553 
61 129 

TOTAL 

5083 

324 

106 
88 

110 

1  There  are,  in  addition,  nine  tv  stations  which  are  no  longer  on  the  air,  but  retain  their licenses. 
2  There  are,  in  addition,  35  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 

longer  in  operation  and  one  which  has  not  started  operation. 
8  There  have  been,  in  addition,  177  television  cps  granted,  but  now  deleted  (33  vhf  and 144  uhf). 

.  *  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 

tion  of  positive  control  by  Donald  W.  Levenson 
by  purchasing  37%  of  stock  from  Andrew  J. 
Sniik  for  $9,500  to  increase  ownership  to  66%. 
WFOX  Milwaukee,  Wis. — Granted  assignment 

of  license  to  Wisconsin  Bcstrs.  Inc.  (Howard  A. 
Miller,  president);  consideration  $157,500. 

APPLICATIONS 

KVOA  Tucson,  Ariz. — Seeks  assignment  of 
license  from  Arizona  Bcstg.  Co.  to  Gordon  Bcstg. 
of  Tucson,  for  $156,750.  New  owner  Sherwood 
Gordon  also  owns  WSAI-AM-FM  Cincinnati, 
Ohio,  and  KBUZ  and  KTYL-FM,  both  Mesa, 
Ariz.  Announced  July  8. 
KGYW  Valle.io,  Calif. — Seeks  assignment  of 

license  from  Ellsworth  and  A.  J.  Krisik  d/b  as 
Vallejo  Bcstg.  Co.,  to  Buick  dealer  Mary  Gun- 
berg  for  $150,000.  Announced  July  3. 

Hearing  Cases 

FINAL  DECISIONS 

By  decision,  the  Commission  affirmed  its  May 
12,  1954,  decision  granting  application  of  WJR 
The  Goodwill  Station  Inc.,  for  new  tv  station 
(WJRT)  to  operate  on  ch.  12  in  Flint,  Mich.,  as 
modified  by  aoplication  filed  Dec.  16,  1954,  chang- 

ing trans,  site,  programming,  etc.  May  12,  1954, 
decision  denied  competing  applications  of  Trebit 
Corp.  and  W.  S.  Butterfield  Theatres  Inc.  Sup- 

plemental initial  decision  of  Sept.  12.  1957,  looked 
toward  this  action.  Comr.  Lee  dissented;  Comrs. 
Craven.  Ford  and  Cross  not  participating. 
By  separate  decision,  Commission  affirmed,  and 

made  effective  immediately,  its  April  14,  1955, 
grant  to  WJR  Inc.,  for  mod.  of  cp  of  station 
WJRT  (tv  station  ch.  12),  Flint,  Mich.,  to  move 
trans,  site  from  point  southeast  of  Flint  ( Clark - 
ston)  to  point  northwest  of  Flint  (Chesaning), 
make  ant.  changes  and  change  studio  location  in 
Flint;  terminated  June  8,  1955,  action  staying 
effective  date  of  grant;  dismissed  protests  by 
Lake  Huron  Bcstg.  Corp.  (WKNX-TV,  ch.  57), 
Saginaw,  Inland  Bcstg.  Co.  (WTOM-TV,  ch.  54), 
Lansing,  and  Sparton  Bcstg.  Co.  (WWTV,  ch.  13), 
Cadillac,  all  Michigan;  and  terminated  proceed- 

ing, also  denied  petition  by  Sparton  to  reopen 
the  record.  Supplemental  initial  decision  of 
April  5,  1956,  looked  toward  this  action.  Comr. 
Lee  dissented;  Comrs.  Craven,  Ford  and  Cross 
not  participating. 
By  decision,  Commission  (1)  retained  in  hear- 

ing status  applications  of  B.  J.  Parrish  for  new 
am  station  to  operate  on  540  kc,  1  kw,  D,  in 
Pine  Bluff,  Ark.,  and  James  A.  Noe  for  change 
of  facilities  of  KNOE  Monroe,  La.,  from  1390  kc, 
5  kw,  DA-N,  unl.  to  540  kc,  1  kw-N,  5  kw-LS, 
DA-2,  and  remanded  them  to  hearing  examiner 
for  determination,  if  possible,  of  question 
whether  station  XEWA  in  San  Luis,  Potosi, 
Mexico,  operates  directionally  or  non-direc- 
tionally  and  for  preparation  of  supplemental 
initial  decision;  (2)  granted  application  of  Radio 
Columbus  Inc.,  to  change  facilities  of  WDAK 
Columbus,  Ga.,  from  1340  kc,  to  250  w,  unl.  to 
540  kc,  500  w-N,  5  kw-LS.  DA-N,  conditioned 
that  WDAK  accept  interference  from  KNOE  in 
event  latter's  pending  application  is  granted,  and that  Miles  H.  Ferguson  either  divest  himself  of 
his  interest  in  WJHO  Opelika,  Ala.,  or  vacate  any 
position  of  responsibility  with  WDAK;  and  (3) 
denied  application  of  the  Southeastern  Bcstg. 
System  for  new  station  on  540  kc,  5  kw,  D,  in 
Macon,  Ga.  Initial  decision  of  June  27,  1957, 
looked  toward  grant  to  KNOE,  conditional  grant 
to  WDAK,  and  denial  to  Southeastern  and 
Parrish.  Comrs.  Craven  and  Cross  not  par- 
ticipating. 
By  order.  Commission  made  effective  imme- 

diately initial  decision  and  granted  application 
of  WNAB  Inc.,  to  change  facilities  of  WNAB 
Bridgeport,  Conn.  (1450  kc,  250  w,  unl.),  by  mov- 

ing trans,  location  approximately  3y2  miles  and 
increasing  overall  tower  height  to  344  ft. 
By  order,  Commission  made  effective  imme- 

diately initial  decision  and  granted  applications 
of  Golden  Valley  Bcstg.  Co.  to  increase  power  of 
KRAK  Stockton,  Calif.,  from  5  kw  to  50  kw  and 
change  from  DA-N  to  DA-2,  continuing  unlimited 
time  operation  on  1140  kc  and  Radio  Santa  Rosa 

for  new  station  to  operate  on  1150  kc,  5  kw-LS, 
500  w-N,  DA-2,  in  Santa  Rosa,  Calif. 
By  order,  Commission  granted  petition  by 

State  Board  of  Agriculture  and  reopened  the 
record  in  the  Parma-Onondaga,  Mich.,  tv  ch.  10 
comparative  proceeding  for  limited  purpose  of 
noting  changes  in  Board  membership,  accepted 
amendment,  and  closed  record. 
By  decision,  Commission  granted  application 

of  Cherokee  Bcstg.  Co.  for  new  am  station  to 
operate  on  600  kc,  1  kw,  D,  in  Murphy,  N.  C, 
and  denied  competing  application  of  Valley 
Bcstg.  Co.  Initial  decision  of  June  14,  1957,  looked 
toward  granting  Valley  and  denying  Cherokee. 
Comr.  Cross  not  participating. 
By  order,  Commission  made  effective  imme- 

diately May  20  initial  decision  and  affirmed  Com- 
mission Dec.  9,  1954,  grant  of  application  of 

Sacramento  Telecasters  Inc.,  for  mod.  of  cp  to 
change  trans,  and  studio  site  of  KBET-TV  (ch. 
10),  Sacramento,  Calif.,  change  type  ant.  and 
make  other  equipment  changes. 
By  memorandum  opinion  and  order,  Com- 

mission denied  petitions  for  rehearing  and 
waiver  of  Sect.  3.37  of  the  rules  filed  by  Courier- 
Times  Inc.,  directed  against  Aug.  1,  1957,  decision 
which  denied  its  application  for  new  am  station 
to  operate  on  1220  kc,  250  w,  D,  DA,  in  New 
Castle,  Ind.,  and  granted  application  of  Don  H. 
Martin  to  increase  power  of  WSLM  Salem,  Ind., 
from  250  w  to  1  kw  on  1220  kc,  D. 

INITIAL  DECISION 

Hearing    Examiner    Basil    P.    Cooper  issued 

initial  decision  looking  toward  setting  aside 
Commission  Dec.  26,  1957,  memorandum  opinion 
and  order  which  postponed  effective  date  of 
Oct.  30  grant  to  Triangle  Publications  Inc.,  for 
mod.  of  cp  of  WNHC-TV  (ch.  8),  New  Haven, 
Conn.,  to  change  trans,  location  from  Gaylord 
Mountain  8.8  miles  north/northwest  of  New 
Haven  to  Mt.  Higby  about  13.9  miles  northeast 
of  present  site  and  19.8  miles  north/northeast 
of  New  Haven,  increase  ant.  height  from  720 
ft.  to  770  ft.,  change  type  of  ant.  and  other  equip- 

ment pending  evidentiary  hearing  on  protest  by 
Springfield  Television  Bcstg.  Corp.  (WWLP,  ch. 
22),  Springfield,  Mass.;  and  reinstating  Oct.  30 

grant. 
OTHER  ACTIONS 

Majority  of  Commission  on  July  9  directed 
preparation  of  document  looking  toward  granting 
application  of  Gillespie  Bcstg.  Co.  to  change 
facilities  of  station  KNAF  Fredericksburg,  Tex., 
from  1340  kc,  250  w,  unl.  to  910  kc,  1  kw,  D. 
Initial  decision  of  Aug.  2,  1957,  looked  toward 
denial  of  application. 
Commission  on  July  9  directed  preparation  of 

document  looking  toward  granting  application  of 
Pillar  of  Fire  to  modify  license  of  KPOF  Denver, 
Colo.,  insofar  as  increasing  number  of  specified 
hours  of  daytime  operation  on  910  kc,  1  kw-N, 
5  kw-LS,  specified  hours.  Initial  decision  of  Dec. 
11,  1957,  looked  toward  denial  of  application. 
Majority  of  Commission  on  July  7  directed 

preparation  of  document  looking  toward  granting 
the  application  of  WKBW-TV  Inc.,  for  new  tv station  to  operate  on  ch.  7  in  Buffalo,  N.  Y.,  and 
denying  competing  applications  of  Great  Lakes Television  Inc.,  and  Greater  Erie  Bcstg.  Co. 
Initial  decision  looked  toward  granting  Great 
Lakes  application. 
Robert  S.  Plimpton,  Norfolk,  N.  Y. ;  Seaway 

Bcstg.  Co.  Inc.,  Massena,  N.  Y. — Designated  for 
consolidated  hearing  applications  for  new  am 
stations  to  operate  on  1050  kc,  1  kw,  D. 
Baltimore  Bcstg.  Co.;  Commercial  Radio  Desti- 

tute Die,  Baltimore,  Md. — Designated  for  con- 
solidated hearing  applications  for  new  Class  B 

fm  stations  to  operate  on  93.1  mc. 
Northwest  Video;  Liberty  Television  Die; 

KEED  Inc.,  Eugene,  Ore. — Designated  for  con- 
solidated hearing  applications  for  new  tv  stations 

to  operate  on  ch.  9. 
Plaza  Radio  and  Tv  Co.  Inc. — Is  being  advised 

that  applications  for  new  tv  stations  in  Detroit, 
Mich.,  on  ch.  62  and  in  St.  Louis,  Mo.,  on  ch.  30, 
indicate  necessity  of  hearing.  Comr.  Lee  dis- 
sented. Leavenworth  Bcstg.  Co.,  Leavenworth,  Kan.; 
Wichita  Beacon  Bcstg.  Co.  Inc.,  Wichita,  Kan: 
Bowie-Nocona  Bcstg.  Co.,  Bowie,  Tex.;  Montague 
County  Bcstg.  Co.,  Bowie,  Tex. — Designated  for 
consolidated  hearing  applications  involving  1410 
kc;  KCLO  to  increase  power  from  500  w  to  5  kw 
with  DA,  D;  KWBB  to  increase  daytime  power 
from  1  kw  to  5  kw  with  1  kw  N,  DA-2;  and 
Bowie-Nacona  and  Montague  for  new  stations 
with  500  w  D,  with  Bowie  using  DA. 

Continues  on  page  100 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.    Checks  and  money  orders  only. 

•  DEADLINE:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday  preceding  publication  date. 
•  SITUATIONS  WANTED  204  per  word— $2.00  minimum  •  HELP  WANTED  254  per  word — $2.00  minimum. 
•  All  other  classifications  304  per  word — $4.00  minimum.  •  DISPLAY  ads  #20.00  per  inch. 
•  No  charge  for  blind  box  number.  Send  replies  to  BROADCASTING,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 
Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos,  etc.,  sent  to 

box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO   RADIO    RADIO 

Help  Wanted  Help  Wanted— (Cont'd)  Help  Wanted— (Cont'd) 

Management 

Manager  wanted  for  North  Carolina  medium 
market  station.  Experience  of  at  least  three  years 
desirable.  State  salary  desired  and  brief  resume 
of  experience  in  first  letter.  Box  100F,  BROAD- 
CASTING. 

Sales 

Opportunity  plus  for  salesman  that  knows  he 
can  produce  and  is  willing  to  prove  it  in  major 
market  with  either  a  straight  20%  commission 
or  draw  against  15%.  Southeast.  Box  843E, 
BROADCASTING. 

Sales  manager  wanted  for  top  station  in  top  New 
England  market.  Send  reference,  complete  in- 

formation, photo,  and  gross  billing  last  3  years. 
Our  staff  knows  about  this  ad.  Box  878E,  BROAD- 
CASTING. 

Sales  manager  position.  Available  at  once.  Five- 
man  department.  Requirements  .  .  .  enthusiasm, 
energy,  guts  plus  sales  and  management  know- 
how.  Salary-bonus  plan.  This  is  a  five-figure  job 
for  the  right  man.  Top  station  in  excellent  liv- 

ing area.  Apply  Box  949E,  BROADCASTING. 

Sales  manager  for  250  watt  independent  in 
upstate  New  York.  Want  experienced  man  with 
ideas  and  push.  Salary,  car  allowance  and  bonuses 
offered.  Right  man  can  make  a  lot  for  us  and 
himself.  Box  971E,  BROADCASTING. 

Expanding  for  successful  salesman  who  wants 
higher  earnings.  Draw  against  commission.  16th 
market.  Successful  new  operation.  Can  make 
$1200  and  up  per  month.  Resume,  billings,  first 
letter.  Box  116F,  BROADCASTING. 

Need  community  minded  salesman  to  assume 
sales  manager  responsibilities  for  aggressive  1- 
kilowatt  daytimer  in  county  with  over  26-million 
income.  Good  schools,  good  churches,  best  park 
and  recreation,  near  Lake  of  Ozarks.  Capable, 
congenial  staff.  Harold  Douglas,  KMMO,  Marshall, 
Mo. 

California  top-rated  Pulse,  10  kw,  fast-growing 
regional  music  and  news  station  needs  two  good 
salesmen.  Commission,  generous  draw  plus  bene- 

fits. Send  resume.  KPAY,  Chico,  California. 

No  recession  blues  here.  New,  top  station  ex- 
panding staff  in  growing  market.  Salary,  com- 
mission, ideal  community.  Rush  resume.  Bob 

Nelson,  WBRD,  Bradenton,  Fla. 

Good  opportunity  for  right  man.  New  station 
serving  Augusta,  Georgia,  market.  $75.00  per 
week  plus  ten  percent  commission,  other  benefits. 
Send  letter  and  references.  Radio  Station  WGUS, 
Box  6278,  North  Augusta,  So.  Carolina. 

Salesman  WQIC,  5  kw,  Meridian,  Mississippi,  will 
take  over  good  billing  of  established  accounts. 
Send  complete  resume.  Immediate  opening.  J. 
Gilbert,  WQIC. 

Sales  manager-experienced.  Last  man  drew 
$900.00  in  June.  Left  for  own  station.  Send  full 
resume  to  S.  A.  Hassan,  WROY,  Box  31,  Carmi, 
Illinois. 

Wanted:  Salesman  of  proven  ability  looking  for 
broader  market.  15%  commissions  with  drawing 
account  if  necessary.  WWIN,  Baltimore  1,  Md. 

Small  daytime  in  Texas  Panhandle,  non-competi- 
tive, non  tv  area,  now  in  9th  year  offers  ex- 

cellent opportunity  to  experienced,  dependable, 
versatile  man  who  can  share  responsibilities  and 
announcing-selling  workload.  For  interview  write 
Albert  Cooper,  P.  O.  Box  589,  Shamrock,  Texas. 

Announcers 

Florida.  Need  experienced  personality  pop  dj. 
Above  average  salary.  Promotion  minded  station. 
Send  tape,  background.  Box  750E,  BROADCAST- ING. 

DJ's  with  personality!!  Opportunity  for  experi- enced man  with  modern  radio  know-how  to  be 
#1  man  at  swingin'  operation  in  first  30  markets in  Great  Lakes  area.  Afternoon  spot  open  at  1,000 
watt  station  that  pays  50,000  watt  salaries.  Lucra- 

tive record  hop  open  to  man  selected.  Send  tape, 
data  to  Box  824E,  BROADCASTING.  All  replies 
answered.  Hurry!! 

Announcers 

Want  good  voice  and  sincere  desire  to  work  and 
learn  for  $77.00  week  to  start.  Send  tape  and 
full  particulars.  Box  844E,  BROADCASTING. 

Announcer,  morning  man,  5  years  commercial 
experience,  combo  operation.  Network  affiliate. 
Major  Wisconsin  market.  $90  week  start,  raises 
commensurate  with  ability  to  produce.  Send 
audition  tape,  resume,  photo.  Box  891E,  BROAD- CASTING. 

Negro  dj — southerner  only — religious  or  R&B — 
America's  highest  audience  rated  negro  group. 
Picture,  tape,  letter  Box  903E,  BROADCASTING. 

Combo  man — 1st  class  ticket — Connecticut — in- 
dependent daytimer.  Good  opportunity  in  grow- 

ing community.  Send  resume.  Box  917E,  BROAD- CASTING. 

Minimum  two  years  commercial  experience,  at 
new  Pittsburgh  regional  station.  Send  tape  in- 

cluding news,  music,  commercials.  Also  include 
photograph  and  resume.  Box  920E,  BROAD- CASTING. 

Personality  disc  jockey.  $10,000.00  year.  Midwest 
— top  40  market,  but  not  a  top  40  station.  Rush 
tape,  resume,  photo.  Box  921E,  BROADCASTING. 

New  York  state  regional  5000  watter  wants  an 
experienced  announcer.  Rush  tape,  photo,  re- 

sume. Box  930E,  BROADCASTING. 

Central  California  coast  full-time  1  kw  needs 
music-news  dj  with  1st  class  ticket.  Send  resume- 
tape.  Box  951E,  BROADCASTING. 

Morning  pepper-upper,  dj,  news,  top  50,  top  for- 
mat, Washington,  D.  C.  Send  tape,  resume,  once 

in  a  blue  moon  opportunity  for  outstanding  an- 
nouncer. Box  956E,  BROADCASTING. 

Authoritative  news  voice  to  cover  Capitol  Hill. 
Must  be  good  newsman  not  just  news  announcer. 
Begin  at  $100  a  week.  Send  tape  straight  news 
delivery;  write  news  leads,  50  words,  4-current 
Washington  stories;  complete  background,  age, 
marital  status.  Photograph  and  references.  Box 
959E,  BROADCASTING. 

Bright,  fast-paced  music-news  station  needs  an- 
nouncer with  good  voice  who  can  handle  the  job. 

Experienced  and  willing  to  work,  he  should  be 
from  the  south.  Box  967E,  BROADCASTING. 

Established,  expanding  daytimer  prosperous  east 
coast  agricultural  area.  Two  hours  from  four 
metropolitan  centers.  Need  experienced  deejay, 
preferably  first  phone  immediately.  Salary  open. 
Box   985E,  BROADCASTING. 

Good  announcer  wanted  by  top-rated  N.  C.  day- 
timer.  Must  be  versatile.  Good  pay  plus  fringe 
benefits.  Chance  to  become  program  director. 
Send  resume.  Will  contact  for  audition.  Box  106F, 
BROADCASTING. 

Wyoming  music,  news,  sports  station  wants 
friendly,  versatile,  sober  announcer-salesman  or 
first  phone  announcer.  Small  market.  Hunting, 
fishing  paradise.  Some  experience  required.  Box 
111F,  BROADCASTING. 

Comboman.  Must  be  good  announcer  and  chief 
engineer  also.  Send  resume,  tape  to  Al  Tedesco, 
KDUZ,  Hutchinson,  Minnesota.  Salary  open. 

Mature  announcer.  Must  know  records.  No  top 
40.  Pleasant  voice  and  sellability.  Tapes  and 
resume  go  to  K-JIM,  Box  7321,  Fort  Worth, Texas. 

Right  dj  or  salesman  has  it  made  in  aggressive 
chain's  new  Bismarck  indie.  Tape,  resume  KQDI, Gen.  Del.,  Bismarck,  N.  D. 

Wanted,  good  voice,  good  delivery  and  good  rep- 
utation that  will  stand  inspection  to  start  work 

immediately  for  a  progressive  southeast  Missouri 
station.  Apply  in  person  KTCB,  Maiden,  Mo. 

Announcer  experienced  all  phases  needed  im- 
mediately at  five  thousand  watt  NBC  station  city 

of  17,000.  Permanent  position  with  pleasant  work- 
ing conditions  and  excellent  fringe  benefits.  No 

floaters.  Prefer  applicant  from  Kansas  or  adjacent 
states,  but  will  consider  all.  Sent  tape  or  disc, 
references,  marital  or  draft  status,  recent  photo 
and  salary  requirements  to  Jim  Heaton,  KVGB, 
Great  Bend,  Kans. 

Announcers 

Illinois — Announcer,  experienced,  mature,  good 
commercial  delivery  (no  rock  and  roll).  Send 
picture,  resume,  audition  WGIL,  Galesburg,  111. 

Experienced  announcer  wanted  immediately  for 
new  station  serving  Augusta.  Georgia,  market. 
Must  be  good.  Send  tape,  letter.  Radio  Station 
WGUS,  North  Augusta,  S.  Carolina. 

We're  tired  of  hotshots  and  green  horns.  If 
you're  a  seasoned  and  experienced  personality 
who's  getting  tired  of  the  hurly-burly  of  big 
market  competition,  let  us  hear  from  you.  Local 
network  station.  Comfortable  university  town. 
Cosmopolitan  atmosphere.  We  will  ask  you  to 
work  but  we're  willing  to  stretch  the  budget  for 
the  right  man.  Send  resume,  photograph  and 
tape  to  WINA,  Charlottesville,  Va.,  or  call  2-6177. 

Morning  personality.  We  have  first  opening  in 
our  morning  schedule  in  four  years  and  need 
an  experienced,  friendly,  down  to  earth  person- 

ality. Sorry,  no  "top  40"  dj  types.  1  kw  indie  in 
prosperous  20,000  single  station  market.  Applica- 

tion pending  for  5  kw.  Include  full  details,  photo, 
tape  in  first  letter.  WMIX,  Mt.  Vernon,  Illinois. 

Announcer-first  phone.  Emphasis  on  announcing. 
38  hour  week.  Pay  according  to  ability,  prefer 
Virginian  or  tar  heel.  Call  or  write  Les  Williams, 
WYTI,  Rocky  Mount,  Virginia.  Hu  3-9955. 

Technical 

First  phone-combination  man — dj  specialty — air 
salesman  with  voice  maturity.  Established  sta- 

tion, new  ownership  (midwest).  Business  excel- 
lent, expanding  operation.  Grow  with  us.  Family 

man  only.  Start  $430.00.  Send  resume,  tape,  photo, 
references.  Box  884E,  BROADCASTING. 

Engineer-announcer  position  available  with 
5000  watt  fulltime  independent  Wisconsin  sta- 

tion. Excellent  opportunity  with  expanding 
group.  Box  962E,  BROADCASTING. 

Engineer,  1st  phone,  able  to  maintain  all  studio 
and  transmitter  equipment  in  kw  operation.  No 
announcing,  wage  equal  to  experience,  call  Man- 

ager, WTCH.  Shawano,  Wisconsin,  666. 

Prod uction-Progra mming,  Others 

Mr.  News  Director,  this  ad  will  run  until  we  find 
the  right  man.  We  need  a  newsman  who  gets 
behind  the  surface  news;  who  knows  what's  go- ing on.  News  in  depth  is  our  most  important 
service.  Good  salary  and  facilities.  Write  Box 
179E,  BROADCASTING. 

Medium  market  vhf  seeking  good  copy  writers, 
directors,  and  production  peoDle.  Mid-south.  Full 
power  operation.  Box  262E,  BROADCASTING. 

Metropolitan,  top  rated  independent  needs  sharp 
traffic  director.  Unlimited  opportunity.  Im- 

mediate opening.  Rush  complete  details.  Box 
802E,  BROADCASTING. 

Program  director,  experienced.  Florida  metro- 
politan market.  Must  be  creative  with  audience 

building  ideas,  excellent  production,  good  air 
personality.  Must  have  ability  to  handle  men, 
make  top  ratings.  Daytime  independent,  10,000 
watts.  Box  938E,  BROADCASTING. 

News  editor  who  can  gather,  write  and  air  local 
news  for  tri-county  coverage.  Must  be  industri- 

ous and  dependable.  Rush  complete  details  in- 
cluding tape  and  photo.  Box  963E,  BROADCAST- ING. 

Continuity  and  traffic  man  or  woman  is  needed 
by  progressive  Virginia  station.  Send  complete 
details.  Box  102F,  BROADCASTING. 

Production  director  modern  radio.  Top  indie,  top 
ten  market.  Storz,  Bartell,  Plough,  McLendon, 
or  similar  experience  required.  Fantastic  oppor- 

tunity. Rush  tape.  Box  114F,  BROADCASTING. 

Continuity  writer — We  prefer  girl  with  one  or 
two  years  experience  at  a  station  near  Colorado. 
Radio  KCOL,  Fort  Collins,  Colorado. 

Copy-traffic  gal  Friday.  Experienced.  Imagina- tive. Call  or  write:  Manager,  KRIC,  Beaumont, 
Texas. 
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Situations  Wanted 
Situations  Wanted — (Cont'd) 

Management 

Manager  for  medium  market.  Married,  children, 
32,  impressive  appearance,  sales  management 
background.  Currently  account  man  top  rated 
station  one  of  first  eight  markets.  Box  751E, 
BROADCASTING. 

Sales  manager,  experienced  with  local  and  na- 
tional contacts;  competitive  market.  Box  989E, 

BROADCASTING. 

Manager:  All  phases  first  phone.  Desire  midwest 
or  Florida.  Box  995E,  BROADCASTING. 

Station  manager  with  nine  years  at  same  station 
in  southeast  desires  change  to  larger  market. 
College  graduate,  civic  leader,  heavy  on  promo- 

tion and  sales.  Family.  Able  to  furnish  up  to 
$20,000.00  on  stock.  Box  101F,  BROADCASTING. 

12  years,  announcing,  programming,  sales,  now 
ready  to  manage.  Reliable  family  man  with  ex- 

cellent sales  background.  Young  executive  type. 
Presently  employed  major  eastern  market.  TV 
sales.  Box  113F,  BROADCASTING. 

Sales 

Four  years  selling  experience  (insurance).  Want 
to  make  radio  sales  my  career.  Resume  on  re- 

quest. Box  726E,  BROADCASTING. 

Go-getter,  experienced,  seeking  good  potential. 
Prefer  deal  including  air  work.  Can  run  own 
board.  All-around  man — what  you're  looking  for. Box    883E,  BROADCASTING. 

Announcers 

Terrific  sportscaster.  Also  dj,  announcer,  news, 
sales,  employed.  Experience  galore.  Box  381E, 
BROADCASTING. 

Topnotch  sportscaster.  Former  professional  ath- 
lete, eight  years  experience.  Wants  solid  sports- 

minded  station  anywhere  in  the  country.  Ref- 
erences from  present  employer.  $7200  minimum. 

Guaranteed  topnotch  all  sports  play-by-play. Box  809E,  BROADCASTING. 

Experienced  staff  man,  28,  married,  college,  de- 
sires midwest  location,  preferably  within  100 

miles  of  Chicago.  Now  employed.  Box  819E, 
BROADCASTING. 

Experienced  announcer,  excellent  voice  seeking 
permanent  position.  Prefer  metropolitan  area. 
Box  856E,  BROADCASTING. 

Negro  deejay,  good  board  man,  fast  patter, 
smooth  production.  I'm  the  one  you're  looking for.  Tape  and  resume.  Box  880E,  BROADCAST- ING. 

Personality-dj  strong  commercials,  gimmicks, 
etc.  run  own  board.  Steady,  eager  to  please.  Go 
anywhere.  Box  881E,  BROADCASTING. 

Girl  dj  announcer.  Go  anywhere.  Ready  now. 
Run  own  board.  Can  sell  too.  Steady,  no  bad 
habits.  Love  to  build  audiences  and  grab  ac- 

counts. Tape  and  resume.  Box  882E,  BROAD- CASTING. 

Attention  westerners:  Versatile  staff  man  12 
years  experience,  8  in  present  market,  seeks 
stable  opportunity.  Good  delivery.  Adaptability. 
Family.  Tarje.  Interview  possible.  Box  899E, 
BROADCASTING. 

Sports,  staff  announcer  play-by-play,  5  years 
experience,  college  graduate,  24,  married,  em- 

ployed, finest  references.  Box  927E,  BROAD- CASTING. 

Seasoned  country  personality  man.  Good  ad-lib. 
Prefer  afternoon  show  with  selling  privileges 
accustomed  to  above  average  earnings.  Fabulous 
country  collection.  Entertain,  write  and  produce 
jingles,  gimmicks.  Fear  no  audience.  Currently 
doing  country  and  pop  mixed.  Must  give  notice. 
Save  this  ad,  I'm  anchored  for  right  offer.  Box 945E,  BROADCASTING. 

Announcer-entertainer.  Excellent  mobile  unit 
and  morning  man,  10  years  experience,  prefer 
pop,  will  sell.  Family,  house  trailer,  will  travel. 
What's  your  offer?  Box  950E,  BROADCASTING. 
Announcer:  recent  radio  school  grad.,  smooth 
news  dj,  potential,  taoe,  travel.  Box  952E, 
BROADCASTING. 

First  phone  announcer,  presently  chief,  but  pre- 
fer air  work,  morning,  light  maintenance.  Box 

954E,  BROADCASTING. 

Excellent  radio  voice,  need  experience  and  train- 
ing. Box  969E,  or  call  Washington,  D.  C,  HO  2- 

4300,  Ext.  219. 

Top  midwestern  sportscaster,  deejay,  Drogram 
director  ready  for  larger  market.  Football, 
basketball,  baseball.  Top  local  coverage.  Box 
970E,  BROADCASTING. 

Experienced  announcer-newscaster,  some  sales. 
Employed.  Prefer  far  west  standard  music,  news 
station.  Box  974E,  BROADCASTING. 

Announcers 

Announcer — Ready  to  move  up  to  bigger  market. 
Hard  worker,  married,  27.  Box  975E,  BROAD- CASTING. 

$125.00  base  with  talent  setup  in  good  market 
desired  by  long-experienced  announcer.  Accent 
on  news  and  adult  music.  Tape,  resume,  photo 
on  request.  Box  978E,  BROADCASTING. 

Need  an  intelligent  deejay?  Someone  who  has 
something  interesting  to  say  between  records. 
Not  a  record  announcer,  not  a  staffer,  not  a 
newsman.  Knows  pop  records  and  music  business. 
Veteran,  college  graduate.  Available  for  early 
morning  or  late  night  show.  No  top  40.  Please 
indicate  what  you  would  like  an  audition  tape 
to  include.  Box  979E,  BROADCASTING. 

Beginning  announcer  wants  job.  Any  part  of  the 
country.  Have  some  experience.  Will  send  tape 
and  references  on  request.  Box  981E,  BROAD- CASTING. 

Versatile,  young  announcer.  Experienced.  College 
graduate.  Excellent  voice.  Knows  board.  Box 
983E,  BROADCASTING. 

Announcer,  modern  sound,  experienced.  Styled for  California.  Boston,  Washington,  Philadelphia 
Box  986E,  BROADCASTING. 

Announcer,  experienced,  music,  news,  commer- 
cials; sales.  Operate  board.  Tape  available.  Box 

987E,  BROADCASTING. 

Personality-dj,  well  educated,  imaginative, 
strong  news,  run  board,  ambitious,  light  experi- 

ence. Tape  available.  Box  994E,  BROADCAST- ING. 

Combo-bum:  unexcelled  qualifications  for  sine- 
cure. Laxy,  uncooperative,  bigoted.  The  original 

prima  donna.  Expect  much  by  giving  little.  Un- 
educated, unintelligent,  unreliable.  Like  station 

mgrs.  Unparalleled  naivete.  You  can't  miss. 
(Family,  35,  7  years  experience.)  Box  996E, BROADCASTING. 

Announcer,  strong  on  news,  desires  nosition 
with  news  station.  Two  years,  fulltime  NBC  af- 

filiate. Familiar  with  all  phases  of  commercial 
broadcasting.  Box  997E,  BROADCASTING. 

Gal  Friday,  3  years  experience — announcing, 
writing,  board  work,  stenographic  duties,  traffic. 
Interested  in  secretarial  and/or  air  work. 
Radio/tv  or  ad  agency.  Box  999E,  BROADCAST- ING. 

Experienced  announcer  seeking  position  with 
top  station  large  or  small.  Box  104F,  BROAD- 
CASTING. 

Gal  dj,  news,  continuity,  traffic.  Likes  work — go 
anywhere.  Box  105F,  BROADCASTING. 

Experienced  sportscaster,  all  phases  of  radio,  3 
years,  family  man,  community  size  irrevelant; 
good  wages.  Box  108F,  BROADCASTING. 

Assistant  pd  with  B.S.  in  radio-tv.  1  year  ex- 
perience in  oroduction  and  sales.  Box  109F, 

ERO-ADCASTING. 

Young,  all  around  announcer,  experience  in  staff 
shorts,  dj  work.  Box  110F,  BROADCASTING. 
Twelve  years.  5V2  present  employer.  Adult  dj. 
Staff.  Box  112F,  BROADCASTING. 

Employers — Announcers,  dj's,  newsmen,  con- tinuity writers.  Contact  Calumet  Broadcasting 
School,  618  Broadcasting  School,  Gary,  Indiana. 
Call  Turner  5-3038. 

University  graduate:  Two  years  commercial  ex- 
perience. Strong  on  music  and  news.  Can  sell. 

Want  to  relocate  in  Michigan.  Available  now. 
Call  or  write:  Charles  Frey,  532  Oak  St.,  Niles, 
Michigan.  MU  3-5432. 
Announcer  dj,  radio  school  grad.  1st  phone.  No 
experience.  Bill  Lambert,  911  W.  Poplar  Ave., 
Porterville,  Calif. 

Announcer-experienced,  married,  available  im- 
mediately, good  board  operator,  dj  personality. 

Guy  Moody,  1425  Broadway,  NYC.  LO  3-6525. 
Better  than  average  announcer  available.  Tom 
Mulroy,  3951  Zinsle  Ave.,  Cincinnati,  Ohio.  Phone 
TWeed  1-3837. 

Announcer  first  phone,  Available  immediately, 
short  on  experience.  Prefer  western  states.  Robert 
Raucher,  470  South  Almont  Drive,  Beverly  Hills, 
California. 

Technical 

Engineer,  first  phone,  experienced,  transmitter, 
studio  and  recording.  No  announcing.  Box  699E, 
BROADCASTING. 

8  years  radio  background  from  janitor  to  general 
manager.  1st  phone,  construction  and  mainte- 

nance. Wish  radio  or  tv  combo  work.  $100  mini- 
mum. Box  937E,  BROADCASTING. 

Situations  Wanted — (Cont'd) 

Technical 

Engineer.  Eight  years  directionals  through  fifty 
kw.  FM  and  construction.  First  phone.  Desire 
station  with  future.  Box  955E,  BROADCASTING. 

Chief  engineer/announcer,  18  years  experience, 
wants  to  move  west.  Good  engineer — knows  con- 

struction and  maintenance.  Good  announcer,  no 
hot-shot  deejay.  Box  968E,  BROADCASTING. 

Presently  employed  50  kw  New  York  station.  1st 
phone,  strong  on  preventive  maintenance.  No 
experience  in  tv  but  would  appreciate  the  op- 

portunity to  break  in.  All  offers  considered. 
Box  990E,  BROADCASTING. 

Broadcast  technician  with  first  phone,  tv  work- 
shop graduate,  desires  position  in  television  or 

radio.  Service  background  in  electronics.  Box 
931E,  BROADCASTING. 

Fully  trained  on  all  studio  equipment  and  opera- 
tion, desires  position  in  television  or  radio.  Am- 

bitious, dependable.  24  years  old,  married,  Ko- 
rean vet.  Box  992E,  BROADCASTING. 

Engineer-announcer  experienced  maintenance- 
sales.  Box  107F,  BROADCASTING. 

Radio  engineer:  6  years  experience,  wants  south- 
east station.  460  W.  Main  St.,  Wytheville,  Vir- 

ginia. Telephone  Cap  8-4471. 
1st  phone.  No  experience,  willing  to  announce. 
Anxious  to  learn.  Available  immediately.  Glenn 
Knight,  Box  731,  Abernathy,  Texas. 

1st  phone  combo  man.  Two  years  experience. 
Dependable.  Prefer  California.  Rod  Mitchell  575 
Bailey  Ave.,  Mt.  View,  Cabfornia. 

First  phone,  14  months  technical  school  back- 
ground. Eight  months  experience.  Desires  posi- tion as  transmitter  engineer  in  Texas.  Jerry 

Wills,  542  Carroll  Avenue,  San  Antonio,  Texas, 
WA  2-8991. 

Production-Programming,  Others 

Radio-television  newsman.  Eight  years  experi- 
ence. College  degree.  Now  employed  top  radio- 

television  operation.  Desire  permanency.  Box 
958E,  BROADCASTING. 

Woman  continuity  director.  Twelve  years  radio- 
tv.  Fast,  efficient,  versatile.  Can  supervise  traffic. 
Excellent  references.  Box  960E,  BROADCAST- ING. 

17  years  all  phases  radio.  Presently  staff  an- 
nouncer. Top  market  CBS-TV  affiliate.  Desire 

relocation  as  radio  pgm.  director  decent  market. 
Offers  considered  with  regard  to  location.  Box 
977E,  BROADCASTING. 

Producer-director  imaginative,  mature,  and  stable 
with  4',2  years  commercial  experience.  Excellent references.  Must  relocate  immediately.  Family 
man.  Box  980E,  BROADCASTING. 

TELEVISION 

Help  Wanted 

Sales 
Experienced  tv  account  executive  wanted  by 
medium  market  midwestern  NBC  affiliate.  Ex- 

cellent base  plus  commission.  Write  giving  full 
details  and  salary  requirements.  Box  964E, 
BROADCASTING. 

Technical 

Staff  openings  for  3  first  phone  engineers  with 
KPLO  and  KDLO  in  South  Dakota.  Contact  John 
Gort,  KDLO-TV,  Garden  City,  South  Dakota. 

Television  transmitter  operator,  first  phone,  for 
small  tv  station  in  Hawaii.  Permanent  job.  Ex- 

perience not  as  important  as  background  and 
ability.  KMVI-TV  Wailuku,  Maui,  Hawaii. 

TV  technician  first  class.  Closed  circuit  experi- 
ence. Send  resume  and  references  to:  Personnel 

Office,  University  of  Maryland,  College  Park,  Md. 

Production-Programming,  Others 

Experienced  cameraman  to  shoot  and  edit  16mm 
SOF  (single)  for  tv.  Also  stills.  Food  work  im- 

portant. Active  midwest  affiliate  needs  commer- 
cially-minded craftsman.  Box  984E,  BROAD- CASTING. 

Excellent  opportunity  for  news  director  radio  and 
tv  seven-man  department,  equipped  with  West- 

ern Union  weather,  news  wires.  Mobile  unit. 
Portable  recorders  and  beeper  photo  department 
for  still  and  film  pics.  Last  director  held  posi- 

tion for  11  years.  Send  tape.  Phono  examples  of 
work.  Salary  requirements  and  complete  back- 

ground to  KWWL,  Waterloo,  Iowa. 
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TELEVISION 
FOR  SALE— (Cont'd) 

INSTRUCTION 

Situations  Wanted 

Management 

General  manager  in  one  of  nation's  most  com- petitive markets  desires  move  for  sound  reasons. 
Present  station  has  been  built  to  #1  in  sales, 
ratings,  operations,  community  standing.  Strong 
broadcast  management  and  sales  background, 
including  station,  network,  agency.  Outstanding 
personal  and  industry  references.  Family  man, 
civic  leader.  Box  973E,  BROADCASTING. 

Qualified  manager  or  commercial  manager.  Fif- 
teen years  experience  major  market  radio  and  tv 

sales  plus  accounting  education.  Past  4  years  top 
salesman  with  present  employer  eastern  vhf. 
Sober,  reliable,  permanent,  married,  middle- 
aged,  financially  ~  responsible.  References,  re- sume and  photo  on  request.  Box  814E,  BROAD- CASTING. 

Announcers 

TV  newscaster.  Authoritative  voice,  pleasing 
looks.  10  years  radio,  4  years  tv.  Presently  em- 

ployed by  one  of  southwest's  top  market  sta- tions. Seeking  greater  opportunity  and  per- manency. Box   982E,  BROADCASTING. 

Announcer,  producer,  TV,  film  radio  experience. 
News,  sports,  commercials,  versatile.  Box  988E, 
BROADCASTING. 

Technical 

Chief  or  assistant — Nine  years  experience  in  all 
phases  of  telecasting  construction,  maintenance, 
operation.  Reliable  family  man.  Box  115F, 
BROADCASTING. 

Production-Programming,  Others 

Producer-director-announcer,  6  years  radio-tv. 
B.A.,  high  school  teacher  3  years.  Steady,  sober, 
family  man,  one  child.  Box  922E,  BROADCAST- ING. 

Capable  woman:  TV  or  radio.  20  years  experi- 
ence as  woman's  pd,  writer.  Excellent  com- mercial announcer.  Can  help  build  sales.  Have 

handled  all  types  accounts.  Good  appearance. 
Top  performer  for  station  offering  worth  while 
opportunity.  State  your  needs  and  offer.  Com- 

plete information  upon  request.  Box  946E, 
BROADCASTING. 

Producer-director,  7  years  tv  experience  with 
net  affiliate  major  eastern  market,  background 
in  production,  cameraman  engineer,  and  film. 
References,  will  relocate.  Box  948E,  BROAD- CASTING. 

Presently  employed  in  managerial  position  in 
competitive  3  station  market.  Eager  and  capable 
for  greater  responsibilities  in  promotion,  pro- 

gramming or  production.  Outstanding  record 
in  industry;  highest  recommendations  from 
present  employers.  Can  supply  top  network, 
agency  and  personal  references.  Married,  bache- 

lor of  science  degree,  3V2  years  experience  in 
television.  If  you  are  looking  for  a  sincere  and 
qualified  man  to  work  as  an  integral  part  of 
your  organization,  write:  Box  953E,  BROAD- CASTING. 

TV  producer-director.  Network,  agency,  local  sta- 
tion operation,  desires  change.  Box  976E,  BROAD- CASTING. 

FOR  SALE 

Stations 

Major  market  highly  rated  station  $350,000.00 
29%  down,  must  prove  financial  reliability  be- 

fore property  will  be  revealed.  Box  846E, 
BROADCASTING. 

Midwest  two  am  station  market.  City  pop.  45,000. 
Local,  unlimited,  excellent  potential.  On  air  10 
years.  Good  sports  background,  good  personnel. 
Remote  trans  operations.  $78,000  with  29%  down. 
Proper  collateral  for  balance.  No  brokers.  Box 
876E,  BROADCASTING. 

New  England  major  market,  $200,000  total.  Single 
station  markets  (2),  $88,000  and  $125,000.  Chap- 

man Company,  17  East  48th  Street,  New  York. 

Idaho.  Quarter-kilowatt  $26,100,00  down.  Wilt 
Gunzendorfer  and  Associates,  8630  W.  Olympic, 
Los  Angeles. 

VHF  television  stations  (2),  priced  $450,000  and 
$2,000,000,  both  with  terms.  Chapman  Company, 
1182  West  Peachtree,  Atlanta. 

Norman  &  Norman,  Inc.,  510  Security  Bide., 
Davenport.  Iowa.  Sales,  purchases,  appraisals, 
handled  with  care  and  discretion.  Experienced. 
Former  radio  and  television  owners  and  opera- tors. 

Gulf  south  (7)  small  and  medium  markets, 
prices  ranging  $45,000  to  $125,000,  most  with 
terms.  Chapman  Company,  1182  West  Peach- 
tree,  Atlanta. 

Oregon.  Quarter-kilowatt,  $50,000.00  down.  Wilt 
Gunzendorfer  and  Associates,  8630  W.  Olympic, 
Los  Angeles. 

Stations 

West  coast  major  market  fm  station,  $100,000, 
terms.  Also,  working  interest  metropolitan  area 
station,  $25,000.  Chapman  Company,  33  West 
Micheltorena,   Santa  Barbara,  Calif. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States, 
Jack  L.  Stoll  &  Associates,  6381  Hollywood  Blvd., 
Los  Angeles,  Calif. 

Equipment 

Ike  chain  new  G-E  iconoscope  film  channel,  com- 
plete model  4PE5C.  Very  reasonable.  Box  794E, 

BROADCASTING. 

Magnecord  PT63AH  tape  transport.  Good  con- 
dition, $215.  Reply  Box  947E,  BROADCASTING. 

GE  fm  250  watt  transmitter  with  Collins  console 
and  Andrew  "V"  type,  2  bay  antenna  including coax  c?ble.  Ideal  for  stereo  with  am.  Must  sell 
quick.  Phone  LO  4-4181,  Nacogdoches,  Texas. 

Ampex  model  350  C  demonstrator,  approximately 
200  hours;  Ampex  model  601,  approximately  250 
hours.  Also,  used  "A"  series  equipment.  Write 
Dept.  "B",  Box  1060,  Des  Moines,  Iowa. 

Two  Berlant  recorders  model  BRX-1  with  remote 
control.  Excellent  condition.  Conalert  receiver, 
rack  model,  by  Kaar  Eng.  Like  new.  Best  offer, 
separate  or  package.  WDMG,  Douglas,  Georgia. 

1 —  3  kw  Federal  (fm)  transmitter  with  Andrew 
antenna  with  tubes  (like  new,  in  good  condi- 

tion) 1 — G.  E.  frequency  and  modulation  monitor 
(fm).  1 — Gates  RF  amplifier  and  power  supply 
(fm).  1 — Gates  remote  control  RDC-10  complete, 
(like  new).  Contact:  William  Emert,  Radio  Sta- 

tion WPHB,  Philipsburg,  Pa.  or  phone  Dickens 2-  2300. 

Available  immediately  200  foot  self-supporting 
CN  Blaw  Knox  tower.  Six  years  old,  WWIN, 
Baltimore,  Maryland. 

1  kw  Gates  BC-1J  transmitter  like  new — remote 
controlled  and  antenna  coupler,  value  new 
$4532.00— sell  for  $3500.00  cash— FOB,  Little  Rock 
—going  5  kw.  Call  John  McLendon,  4-1617,  Jack- son, Mississippi. 

200  foot  heavily  galvanized,  self-supported  steel 
tower,  complete  with  bolts  and  all  parts  dis- 

mantled on  ground.  Tower  weighs  about  32000 
pounds.  Price  $2500.00.  Contact  Angus'  Merritt, Gainesville,  Florida. 

Weather  warning  receivers — for  Conelrad  and 
disaster  weather  warnings.  Air  Alert  II — $46.50; 
Air  Alert  I— $89.50.  Write  Miratel,  Inc.,  1080 
Dionne  St.,  St.  Paul  13,  Minn. 

One  slightly  used  500  GY  Gates  500  w  transmit- ter. Best  offer.  Ideal  for  remote  control.  Suffolk 
Broadcasting  Corporation,  P.  O.  Box  230, 
Patchogue,  N.  Y. 

WANTED  TO  BUY 

Stations 

Financially  responsible  party  wants  to  purchase 
large  or  small  market  station  in  one  of  the  fol- 

lowing states — West  Virginia,  Virginia,  North 
Carolina,  South  Carolina,  Georgia  or  Alabama. 
Will  deal  with  individual  or  broker.  Rush  all  re- 

plies to  Box  914E,  BROADCASTING. 

AM  metropolitan  market  in  east,  fulltime  or  day- 
time. Willing  to  assume  sales  on  percentage 

basis  with  cash  investment.  Successful  now  in 
two  major  markets.  Box  957E,  BROADCASTING. 

Experienced  program,  news  and  sports  director 
desires  interest  in  radio  station  or  join  personnel 
desiring  to  buy  station.  Box  117F,  BROADCAST- 
ING. 

Established  station  owner  metropolitan  Chicago 
area  is  interested  in  acquiring  an  additional  radio 
station.  Responsible  principles  or  representative 
may  submit  replies  in  strict  mutual  confidence. 
Call  or  write  Angus  D.  Pfaff,  Station  WNMP, 
Evanston,  Illinois. 

Equipment 
5  or  10  kw  fm  transmitter  in  good  condition.  Send 
complete  information  on  price,  equipment,  avail- 

ability. Box  965E,  BROADCASTING. 

Wanted — Good  mobile  remote  dj  and  news  unit. 
Specify  equipment,  condition  and  price.  Reply 
Box  972E,  BROADCASTING. 

Used  equipment.  Ampex  350.  Microphones,  Tele- 
funken,  Altec,  RCA.  Monitor  amplifiers  and 
speakers.   Box  998E,  BROADCASTING. 

Wanted:  T-V  cameras  and  accessories.  Gene 
O'Fallon  &  Sons,  Industrial  T-V  Specialists,  639 
Grant  Street,  Denver  3. 

F.C.C.  first  phone  preparation  by  correspondence 
or  in  residence  classes.  Our  schools  are  located 
in  Washington,  Hollywood,  and  Seattle.  For 
details,  write:  Grantham  School,  Desk  2,  821 — 
19th  Street,  N.  W„  Washington,  D.  C. 

FCC  first  phone  license  in  six  weeks.  Guaranteed 
instruction  by  master  teacher.  G.I.  approved. 
Phone  FLeetwood  2-2733.  Elkins  Radio  License 
School,  3605  Regent  Drive,  Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st  phone 
license.  5  to  6  weeks.  Reservations  required.  En- 

rolling now  for  classes  starting  Septem- 
ber 3,  October  29.  For  information,  references 

and  reservations  write  William  B.  Ogden  Radio 
Operational  Engineering  School,  1150  West  Olive 
Avenue.  Burbank,  California. 

BUSINESS  OPPORTUNITY 

Manager  wanted  willing  to  invest  $30,000.00  in 
profitable  Florida  station  and  operate.  Con- fidential. Box  845E,  BROADCASTING. 

MISCELLANEOUS 

Bingo  Time  U.S.A.  printers  of  personalized 
bingo  type  game  sheets  for  radio  and  television programs.  We  also  distribute  V2  nr.  bingo  type 
film  series,  mc'd  by  popular  film  personalities. 
P.O.  Box  1871,  Hollywood  28,  Calif.  Tel:  Holly- wood 2-4038. 

Situations  Wanted 

Announcers 

—  NEED  A  D.  J.?  — 
B.  C.  A.  Placement  Service  has  them  .  .  .  with 
and  without  experience.  Ail  eager  to  please 
and  make  you  money!  Best  trained  anywhere, 
run  own  boards.  No  prima  donnas.  Thoroughly 
screened.  Write  or  wire  collect  immediately: 

Milt  Stiilman,  Placement  Service 
Broadcast  Coaching  Associates 

1639  Broadway,  Capitol  Theatre  Bldg. 
N.  Y.  C.  19,  N.  Y. 

JUdson  6-1918.    No  charge  for  either  party. 

TELEVISION 

Help  Wanted 

Sales 

LOCAL  AND  REGIONAL 

,  SALES  MANAGER 
'  CBS  Station  in  one  of  top  southeastern  markets 
*  has  opening  for  !ocal  and  regional  sales  man- 
'  ager.  Splendid  opportunity  for  experienced  tele- 
*  vision  salesman,  with  initiative,  imagination  and 
'  an  energetic  and  genuine  desire  to  grow  with 
\  profitable  television  operation  in  one  of  the 
t  best  sections  of  the  south. 
t  Box  103F,  BROADCASTING 

EMPLOYMENT  SERVICES 

A  Specialized  Service  For 
Managers  Commercial  Managers 
Chief  Engineer         Program  Managers 
CONFIDENTIAL  CONTACT 
NATIONWIDE  SERVICE 

BROADCASTERS  EXECUTIVE  PLACEMENT  SERVICE 
1736  Wisconsin  Ave.,  N.  W. 

Washington  7,  D.  C. 

RADIO— TV— ADVERTISING 
PLACEMENT  SERVICE 

Relocate  in  the  Progressive  South 
FLORIDA— GEORGIA— TENNESSEE— NORTH 

AND  SOUTH  CAROLINA— ALABAMA 
•  Copy  writers  •  TV  Production 
•  Announcers  •  Salesmen 
•  Technicians  •  Artists 

PROFESSIONAL  PLACEMENT 
458  PEACHTREE  ARCADE 

ATLANTA,  GEORGIA 
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FOR  THE  RECORD  continues  from  page  96 

Clarion  Bcstg.  Co.,  County  Bcstg.  Co.,  Clarion, 
Pa. — Designated  for  consolidated  hearing  appli- 

cations for  new  am  stations  to  operate  on  1300 
kc,  1  kw  D;  made  WERE  Cleveland,  Ohio,  party 
to  proceeding. 

Routine  Roundup 

Broadbent  Television  Translator  Inc.,  Myrtle 
Point,  Ore. — Granted  cp  for  new  tv  translator 
station  on  ch.  78  to  serve  Broadbent  and  Myrtle 
Point,  by  translating  programs  of  KPIC  (ch.  4) 
Roseburg. 

ACTIONS  ON  MOTIONS 

By  FCC 
Commission  on  Julv  3  granted  motion  by 

Summit  Radio  Corp.  (WAKR-TV),  Akron,  Ohio, 
for  extension  of  time  from  July  2  to  July  9  to 
file  reply  to  oppositions  of  Dispatch  Inc.,  W.  S. 
Butterfield  Theatres  Inc.  and  Trebit  Corp.,  to 
its  petition  for  reconsideration  in  tv  rulemaking 
proceeding  involving  Erie,  Pa.;  Akron-Cleveland, 
Ohio;  Clarksburg  and  Weston,  W.  Va.;  Flint- 
Saginaw-Bay  City,  Mich. 
By  Chairman  John  C.  Doerfer  on  dates  shown 
Granted  requests  bv  Jackson  Bcstg.  &  Televi- 

sion Corp.,  Parma,  and  State  Board  of  Agricul- 
ture, Onondago  (both  Michigan),  for  various  cor- 

rections to  transcript  of  oral  argument  in  Parma- 
Onondaga,  Mich.,  ch.  10  proceeding.  Action 
July  2. 
Granted  requests  by  Albuquerque  Bcstg.  Co. 

(KOB),  Albuqueraue,  N.  M.,  KXA  Inc.  (KXA), 
Seattle,  Wash.,  Westinghouse  Bcstg.  Co.  Inc. 
(WBZ),  Boston,  Mass.,  and  Broadcast  Bureau 
for  various  corrections  to  transcript  of  oral 
argument  re  applications  Albuquerque  Bcstg. 
Co.  for  mod.  of  cp  and  license  to  cover  modified 
cp.  Action  July  3. 
By  Commissioner  Rosel  H.  Hyde  on  July  3 
Granted  petition  by  Acadian  Television  Corp., 

Lafayette,  La.,  for  extension  of  time  to  July  9 
to  file  petitions  for  review  of  order  of  hearing 
examiner  released  June  26,  and  extension  of 
time  to  July  14  to  file  replies  to  oppositions  of 
Broadcast  Bureau  and  Camellia  Bcstg.  Co.  Inc. 
(KLFY-TV),  Lafayette,  La.,  to  Acadian's  peti- tions to  enlarge  and  change  issues  in  Lake 
Charles-Lafayette,  La.,  tv  ch.  3  proceeding. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  July  3 

Granted  petition  by  Hemet-San  Jacinto  Valley 
Bcstg.  Co.,  Hemet,  Calif.,  for  dismissal  without 
prejudice  of  its  am  application;  retained  in  hear- 

ing status  applications  of  L  &  B  Bcstg.  Co., 
Hemet  and  San  Luis  Rey  Bcstg.  Co.  Inc.  (KSLR), 
Oceanside,  Calif. 
Granted  petition  by  F.  Keith  Brown,  Cuthbert, 

Ga.,  for  dismissal  without  prejudice  of  his  am 
application;  retained  in  hearing  status  applica- 

tion of  James  S.  Rivers  Inc.  (WJAZ),  Albany, 
Ga. 

By  Hearing  Examiner  Elizabeth  C.  Smith 
on  July  3 

Granted  petition  by  Rome  Community  Bcstg. 
Co.,  Rome,  N.  Y.,  to  amend  its  am  application 
presently  scheduled  for  hearing  on  July  22  to 
show  change  in  frequency  from  1220  kc  to  1350 
kc,  removed  from  hearing  docket  and  returned 
to  processing  line. 
Granted  motion  by  Entertainment  Service 

Inc.,  Solvay,  N.  Y.,  and  continued  indefinitely 
schedule  of  dates  for  exchange  of  direct  affirma- 

FOR  SALE 

Equipment 

TAPE  RECORDERS 
All  Professional  Makes 
New — Used — Trades 

Supplies — Parts — Accessories 
STEFFEN  ELECTRO  ART  CO. 

4401  W.  North  Avenue 
Milwaukee  8,  Wise. 

Uptown  1-8150  TWX:  MI-193 
America's   Tape  Recorder  Specialists 

MISCELLANEOUS 
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tive  case,  further  prehearing  conference  and 
commencement  of  hearing  in  proceeding  on  its 
am  application  and  those  of  Rome  Community 
Bcstg.  Co.,  Rome,  and  James  A.  McKechnie, 
North  Syracuse,  N.  Y. 
By  Hearing  Examiner  H.  Gifford  Irion  on  July  3 
Continued  oral  argument  scheduled  for  July 

7  to  July  14  in  proceeding  on  am  applications  of 
Charles  R.  Bramlett,  Torrance,  Calif.,  et  al. 

By  Hearing  Examiner  Charles  J.  Frederick on  July  7 

On  oral  request  by  Radio  Dinuba  Co.  (KRDU), 
Dinuba,  Calif.,  rescheduled  further  hearing  pres- 

ently scheduled  for  9:00  a.m.,  July  9,  to  com- 
mence at  10:00  a.m.,  July  11,  in  proceeding  on 

its  am  application  and  that  of  Enterprise  Bcstg. 
Co.,  Fresno,  and  Air  Waves  Inc.  (KONG),  Visa- 
lia,  Calif. 
By  Hearing  Examiner  J.  D.  Bond  on  July  3 
Granted  petition  by  Capitol  Bcstg.  Co.,  East 

Lansing,  Mich.,  for  extension  of  time  from  July 
8  to  July  18  to  file  proposed  findings  of  fact  and 
from  July  22  to  Aug.  1  to  file  reply  pleadings  in 
am  proceeding  on  its  application  and  that  of 
W.  A.  Pomeroy,  Tawas  City-East  Tawas,  Mich. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  July  7 

On  oral  request  by  applicant,  rescheduled 
further  prehearing  conference  from  July  8  to  9 
a.m.,  Jufy  29  on  am  application  of  Kenneth  G. 
Prather  and  Misha  S.  Prather,  Boulder,  Colo. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 

Actions  of  July  3 

KSFR  San  Francisco,  Calif. — Granted  assign- 
ment of  license  to  K.  S.  F.  R.  Inc. 

WHHY  Montgomery,  Ala. — Granted  assign- 
ment of  license  to  Broadcast  Service  of  Mont- 

gomery Inc. 
KSUE  Susanville,  Calif. — Granted  assignment 

of  license  to  James  E.  McKahan. 
WGOK  Mobile,  Ala. — Granted  assignment  of 

cp  to  W.G.O.K.  Inc. 
WEAT-TV  West  Palm  Beach,  Fla. — Granted  cp 

to  change  ERP  to  vis.  100  kw  (DA),  aur.  53.7  kw 
(DA),  ant.  height  310  ft.,  and  make  other  equip- 

ment changes. 
KNBC  San  Francisco,  Calif. — Granted  cp  to 

install  new  trans,  as  aux.  trans,  at  present  main 
trans,  site;  without  prejudice  to  such  action  as 
Commission  may  determine  is  warranted  as  re- sult of  final  determinations  in  antitrust  actions 
presently  pending  against  National  Bcstg.  Co. 
Inc.,  and  Radio  Corp.  of  America. 
KTKN  Ketchikan,  Alaska — Granted  cp  to  in- 

stall new  type  trans. 
WBLF  Bellefonte,  Pa.— Granted  change  of  re- 

mote control  authority. 
KGHL  Billings,  Mont. — Granted  change  of  re- 

mote control  authority,  while  using  nondirec- tional  ant. 
KHIT  Walla  Walla,  Wash.— Granted  authority 

to  sign-off  at  6:30  p.m.  through  Aug. 
WTLG  Bowling  Green,  Ohio — Granted  author- 

ity to  sign-on  at  6:30  a.m.,  sign-off  at  6  p.m.,  on 
weekdays;  sign-on  at  8  a.m.  and  sign-off  at  5 
p.m.  on  Sundays  through  Sept.  30,  due  to  en- 

gineer shortage. 
WKTS  Brooksville,  Fla. — Granted  extension  of 

authority  to  remain  silent  through  Sept.  3,  for 
completion  of  repairs. 
KLUK  Evanston,  Wyo. — Granted  authority  to 

operate  from  6:30  a.m.  to  6:30  p.m.  and  provide 
night  time  service  where  it  is  in  public  interest, 
convenience  and  necessity  through  Sept.  30. 
KFBK-FM  Sacramento,  Calif. — Granted  ex- 

tension of  authority  to  remain  silent  for  addi- 
tional 30  days,  until  July  26,  to  permit  comple- 

tion and  testing  of  new  facilities. 
Actions  of  July  2 

Granted  licenses  for  following  am  stations: 
WINF  Manchester,  Conn.;  WGOA  Winter  Garden, 
Fla.;  WMPT  South  Williamsport  Pa.,  and  specify 
studio  location  and  remote  control  point,  WFRA 
Franklin,  Pa.,  and  change  studio  location  and 
delete  remote  control  operation;  KBLT  Big  Lake, 
Tex.,  and  change  studio  location  (trans,  loca- 

tion) and  specify  type  trans. 
WLAU  Laurel,  Miss. — Granted  license  covering 

changes  in  facilities,  ant.-trans.  location,  make 
changes  in  ant.  and  ground  systems  and  installa- tion new  trans. 
WDSG  Dyersburg,  Tenn. — Granted  license  cov- 

ering moving  trans,  approximately  300  ft.  from 
present  location;  change  studio  address  and 
operate  trans,  by  remote  control. 
WHFM  Rochester,  N.  Y. — Granted  license  cov- 

ering reactivation  of  fm  station;  move  trans,  to 
am  site;  reduce  ERP  and  ant.  height  and  make 
changes  in  ant.  system. 
KIFI  Idaho  Falls,  Idaho — Granted  license  cov- 

ering changes  in  facilities;  installation  new 
trans.,  make  changes  in  ant.  system,  correct 
coordinates  and  change  studio  and  ant.-trans. 
location.. 
KOFI  Kalispell,  Mont. — Granted  license  cover- 

ing changes  in  facilities  and  installation  new trans. 

KFWB  Los  Angeles,  Calif. — Granted  license 
covering  change  of  ant.-trans.  location,  utilizing 
common  radiator  with  KLAC;  remote  control 
permitted;  condition. 

WEJL  Scranton,  Pa. — Granted  license  covering 
installation  of  new  trans. 
WWWF  Fayette,  Ala. — Granted  license  cover- 

ing installation  of  new  trans. 
WKXY  Sarasota,  Fla. — Granted  license  cover- 

ing change  of  hours  of  operation,  DA-D  to  DA-2 and  make  changes  in  ant.  system. 
KOBY  San  Francisco,  Calif. — Granted  license 

covering  installation  of  new  trans,  as  alternate 
main  trans,  at  main  trans,  site  and  change 
studio  location. 

WKPA  New  Kensington-Tarentum,  Pa. — 
Granted  license  covering  installation  of  old  main 
trans,  as  aux.  trans,  at  present  location  of  main 
trans.;  and  license  covering  increase  in  power, 
installation  new  trans,  and  directional  ant. 
(DA-D). 
KRLD-TV  Dallas,  Tex. — Granted  cp  to  change 

type  trans,  and  other  equipment. 
KBIZ  Ottumwa,  Iowa — Granted  cp  to  install 

new  trans.,  change  ant.-trans.  location,  studio 
location  and  remote  control  point,  and  make 
changes  in  ground  system. 
KFOX  Long  Beach,  Calif. — Rescinded  action  of 

June  3  granting  license  to  change  ant.-trans. location,  install  new  ant.  and  trans,  and  operate 
trans,  by  remote  control. 

Actions  of  July  1 

WJOE,  WFTW  Ward  Ridge  and  Ft.  Walton 
Beach,  Fla. — Granted  acquisition  of  positive  con- 

trol by  Wilbur  R.  Powell  through  purchase  of 
stock  from  H.  H.  Harris  Jr.,  and  Katherine  G. 
Harris. 

KRE-FM  Berkeley,  Calif. — Granted  cp  to  in- 
crease ERP  to  19.5  kw,  decrease  ant.  height  to 

minus  32  ft.  and  install  new  type  ant.;  con- ditions. 
WGFS  Covington,  Ga. — Granted  cp  to  replace 

expired  cp  to  change  studio  location  and  ant.- trans.  location  and  make  changes  in  ant.  and 
ground  system. 
WNGO  Mayfield,  Ky. — Granted  cp  to  install 

new  trans. 
WJHL-FM  Johnson  City,  Tenn. — Granted  cp 

to  increase  ERP  to  9.6  kw,  increase  ant.  height 
to  1400  ft.,  and  change  ant.-trans.  location. 
WCPO-FM  Cincinnati,  Ohio — Granted  mod.  of 

SCA  to  conduct  background  music  service  and  a 
storecasting  service  on  multiplex  basis  for  period 
ending  Oct.  1;  condition. 
KZUN  Opportunity,  Wash.— Granted  change  of remote  control  authority. 

KQIK  Lakeview,  Ore. — Granted  extension  of 
authority  to  allow  station  to  sign-off  at  7  p.m. 
through'  July  31. KIBS  Bishop,  Calif. — Granted  authority  to 
operate  only  from  dawn  to  dusk  for  90  day 
period  starting  July  1;  economic  reason. 
WPRS  Paris,  111. — Granted  authority  to  sign- 

off  at  6  p.m.,  CST,  for  months  of  July  and  Aug. 
KDWT  Stamford,  Tex.— Granted  authority  to 

sign-off  daily  at  7  p.m.,  CST,  for  period  of  4 
months;  economic  reasons. 
Following  stations  were  granted  extensions  of 

completion  dates  as  shown:  KDEN-FM  Denver, 
Colo,  to  Sept.  30  and  KRFA  Fordyce,  Ark.  to 
Jan.  6,  1959. 

Actions  of  June  30 

WJBC,  WJBC-FM  Bloomington,  111. — Granted 
assignment  of  licenses  from  Bloomington  Bcstg. 
Corp.  (111.  Corp.)  to  Bloomington  Bcstg.  Corp. (Del.  Corp.). 
KITE-FM  San  Antonio,  Tex. — Granted  assign- 

ment of  license,  cp  and  SCA  to  Musical  KITE Inc. 

WDTR  (FM)*  Detroit,  Mich. — Granted  license 
covering  changes  in  noncommercial  educational 
fm  station. 
Granted  licenses  for  following  noncommercial 

educational  fm  stations:  WAMC  Albany  Medical 
College  of  Union  University,  Albany,  N.  Y.; 
WRTC-FM  Trinity  College,  Hartford,  Conn,  and 
WFMU  Upsala  College,  East  Orange,  N.  J. 
WENO  Madison,  Tenn. — Granted  cp  to  install 

new  trans,  as  aux.  trans,  at  present  main  trans, site. 

WTAG  Worcester,  Mass. — Granted  cp  to  install 
new  main  trans. 
KWHI  Brenham,  Tex. — Granted  cp  to  install 

new  trans. 
WHSM  Hay  ward,  Wis. — Granted  cp  to  make 

changes  in  ant.  system  (increase  height). 
WROV  Roanoke,  Va. — Granted  cp  to  install 

new  trans.;  and  cp  to  install  presently  licensed 
main  trans,  as  alternate  main  trans,  at  present 
main  trans,  site. 
KPIX  San  Francisco,  Calif. — Granted  cp  to 

modify  modulation  system  of  visual  and  aur. 
trans.;  ant.  height  1140  ft. 
KCPS  Tacoma,  Wash. — Granted  cp  to  increase 

ERP  to  800  w.;  increase  ant.  height  to  120  ft.; 
install  new  type  ant.,  and  change  ant.-trans.  and studio  location;  condition. 
WYNN  Florence,  S.  C. — Granted  mod.  of  cp 

to  make  changes  in  ant.  system  (increase 
height) ;  conditions. 
KEFM  (FM)  Oklahoma  City,  Okla. — Granted 

mod.  of  cp  to  decrease  ERP  to  2.9  kw,  and  change 
type  trans.;  condition. 
Following  stations  were  granted  extensions  of 

completion  dates:  KSWB  (TV)  Elk  City,  Okla. 
to  Jan.  20,  1959  and  KHAD-TV  Laredo,  Tex.  to 
Jan.  20,  1959. 

Broadcasting 

IDENTIFY  YOURSELF! 

YOUR  STATION  CALL  LETTERS,  to 
clamp  on  license  plates.  Channel  or 
frequency  numbers  plus  Bold  impressive 
call  letters  in  GOLD,  increased  in  heavy 
polished  lucite.  VISIBLE  at  distance. 
Tells  who  you  are.  Sells  your  station. 
UNIQUE.  DIGNIFIED.  DURABLE.  AT- 

TRACTIVE. Ready  to  mount.  Check  or 
money  order  payable  for  $4.50  to: 

MAYCRAFT  PRODUCTS, 

BOX  961 E,  BROADCASTING 



UPCOMING 

July 

July  19:  Conference  on  Tv  for  Women  in  Home 
Economics,  Business  and  Education,  UCLA 
Los  .An^clcs 

July  21-25:  National  Assn.  of  Educational  Broad- casters, seminar,  Allerton  House,  Monticello, 
Hi- 

July  27-29:  South  Carolina  Broadcasters  Assn., 
Holiday  Lodge  Hotel,  Myrtle  Beach. 

August 

Aug.  1-2:  Oklahoma  Broadcasters  Assn.,  Lake 
Texhoma  Lodge,  Lake  Texhoma. 

Aug.  4-23:  Summer  Tv  Workshop,  College  of 
Communication  Arts  and  WKAR-TV,  Michigan 
State  University,  East  Lansing. 

Aug.  13-16:  Affiliated  Advertising  Agencies  Net- 
work, annual  international  meeting,  Lord  Bal- timore Hotel,  Baltimore. 

Aug.  19-22:  Western  Electronic  Show  and  Con- vention, Ambassador  Hotel,  Los  Angeles. 
Aug.  22-23:  Arkansas  Broadcasters  Assn.,  Hotel 
Marion,  Little  Rock. 

Aug.  24-Sept.  4:  National  Assn.  of  Educational 
Broadcasters,  tv  instruction  conference,  Pur- 

due U.,  Lafayette,  Ind. 
Aug.  25-29:  American  Bar  Assn.,  Los  Angeles. 
Aug.  26-27:  Georgia  Broadcasters  Assn.,  St. 

Simons. 

September 

Sept.  4-5:  RAB  Regional  Management  Confer- ence, Ponte  Vedra  Inn,  Ponte  Vedra  Beach,  Fla. 
Sept.  5-6;  Texas  AP  Broadcasters  Assn.,  Roose- velt Hotel,  Waco. 
Sept.  5-7:  West  Virginia  Broadcasters  Assn.. 
Greenbrier  Hotel,  White  Sulphur  Springs. 

Sept.  8-9:  RAB  Regional  Management  Confer- 
ence, Rickey's  Studio  Inn,  Palo  Alto,  Calif. 

Sept.  9-11:  Idaho  Broadcasters  Assn.,  Washing- ton Hotel,  Weiser. 
Sept.  11-12:  RAB  Regional  Management  Confer- 

ence, Western  Hills  Lodge,  Sequoyah  State 
Park,  Okla. 

Sept.  15-16:  RAB  Regional  Management  Confer- 
ence, The  Greenbrier,  White  Sulphur  Springs, 

W.  Va. 
Sept.  19-21:  International  Sight  &  Sound  Ex- 

position's seventh  annual  High  Fidelity  Show and  Music  Festival,  Palmer  House,  Chicago. 

Sept.  21-24:  L'Assn.  Canadienne  de  la  Radio  et de  la  Television  de  Langue  Francaise,  Alpine 
Inn,  Ste.  Marguerite,  Que. 

Sept.  22-23:  Louisiana  Assn.  of  Broadcasters, 
Townhouse  Motel,  Lafayette. 

Sept.  22-23:  RAB  Regional  Management  Confer- 
ence, Hotel  Morain-on-the-Lake,  Highland 

Park,  111. 
Sept.  25-26:  RAB  Regional  Management  Confer- 

ence, St.  Clair  Inn  &  Country  Club,  St.  Clair, 
Mich. 

Sept.  26-27:  Mississippi  Broadcasters  Assn.  Man- 
agement Conference,  U.  of  Mississippi,  Uni- 

versity. 
Sept.  29-30:  RAB  Regional  Management  Confer- 

ence, Princeton  Inn,  Princeton,  N.  J. 

October 

Oct.  5-6:  Texas  Association  of  Broadcasters,  fall 
conference,  Texas  Hotel,  Fort  Worth. 

Oct.  5-7:  Central  Canada  Broadcasters  Assn., 
Alpine  Inn,  Ste.  Marguerite,  Que. 

Oct.  8-10:  IRE  Canadian  convention,  Exhibition 
Park,  Toronto. 

Oct.  9-10:  Central  AAA  A  region  annual  meeting, 
Drake  Hotel,  Chicago. 

Oct.  12-15:  Western  Region,  American  Assn.  of 
Advertising  Agencies,  annual  convention,  El 
Mirador  Hotel,  Palm  Springs,  Calif. 

Oct.  12-15:  Western  AAAA  region  annual  meet- 
ing. El  Mirador,  Palm  Springs,  Calif. 

Oct.  13-15:  National  Electronics  Conference, 
Hotel  Sherman,  Chicago. 

Oct.  16-18:  Missouri  Broadcasters  Assn.,  St. 
Louis. 

Oct.  20-24:  Society  of  Motion  Picture  &  Tele- 
vision Engineers,  84th  semi-annual  convention, 

Sheraton-Cadillac  Hotel,  Detroit,  Mich. 
Oct.  27-28:  Eastern  AAAA  region  annual  meet- 

ing, Biltmore,  N.  Y. 
Oct.  28-29:  Central  Canada  Broadcasters  Assn., 
Westbury  Hotel,  Toronto,  Ont. 

November 

Nov.  5:  East  Central  AAAA  region  annual  meet- 
ing, Commodore  Perry,  Toledo,  Ohio. 

NAB  FALL  CONFERENCES 

Sept.  18-19,  Buena  Vista  Hotel,  Biloxi,  Miss. 
Sept.  22-23,  Okla.  Biltmore,  Oklahoma  City,  Okla. 
Sept.  25-26,  Challenger  Inn,  Sun  Valley,  Idaho. 
Sept.  29-30,  Mark  Hopkins  Hotel,  San  Francisco. 
Oct.  13-14,  Schroeder  Hotel,  Milwaukee. 
Oct.  16-17,  Radisson  Hotel,  Minneapolis. 
Oct.  20-21,  Somerset  Hotel,  Boston. 
Oct.  23-24,  Shoreham  Hotel,  Washington,  D.  C. 

INTERNATIONAL 

Dunton  Resigning  CBC  Chair 

To  Take  Carleton  U.  Presidency 

A.  Davidson  Dunton,  for  the  past  1 3  years 
chairman  of  the  board  of  governors  of  the 
Canadian  Broadcasting  Corp.,  has  resigned 

his  post  to  become  president  of  Carleton  U., 
Ottawa.  Mr.  Dunton  was  33  years  old  when 
he  took  on  the  CBC  chairmanship,  and  prior 
to  that  had  been  editor  of  the  Montreal 

Standard  and  during  part  of  World  War  II 
headed  the  Canadian  Information  Board. 

During  his  tenure  as  head  of  the  govern- 

ment's CBC,  Mr.  Dunton  expanded  its  net- 
work operations  and  was  a  leading  figure  in 

setting  up  Canada's  television  system  and 
policy  limiting  stations  to  one  per  city  till 
all  the  country  was  covered.  While  the  CBC 

was  under  frequent  attack  by  the  Conserva- 
tive party  before  it  came  into  power  last 

year,  Mr.  Dunton  personally  has  been  highly 
commended  by  politicians  of  all  parties. 
The  chairman  gave  no  reasons  for  resigning 

his  $17,000  post  at  this  time,  but  said  the 
post  at  Carleton  was  to  his  liking. 

Set  Sales  Slipping  in  Canada 

May  sales  of  television  receivers  in  Can- 
ada, at  20,389,  surpassed  the  18,644  sold 

in  May  of  last  year  but  were  down  from 
24,558  in  April  1958  as  tabulated  by  the 
Radio-Electronics-Manufacturers  Assn.  of 
Canada.  The  total  for  the  first  five  months 

of  this  year  was  142,260  sets  as  against 
149,215  in  five  months  of  1957. 

Radio  receiver  sales  in  May  amounted 
to  43,271  sets  as  against  45,827  sets  in  May 

1957  and  39,470  in  April  1958.  The  five- 
month  total  for  1958  was  182,522  sets 

as  compared  with  210,447  in  the  1957  pe- 
riod. 

Satellites  Proposed  in  Canada 

The  Canadian  Broadcasting  Corp.  is  sur- 
veying the  possibility  of  establishing  six 

satellite  tv  stations  at  various  points  in 
Canada,  Revenue  Minister  George  Nowlan 
stated  in  the  House  of  Commons  at  Ottawa 

June  26.  The  satellites  planned  are  English- 
language  stations  at  Corner  Brook,  Nfld.; 
Liverpool,  N.  S.;  Kenora,  Ont,  and  Trail, 

B.  C,  and  French-language  stations  at 
Moncton,  N.  B.,  and  St.  Boniface,  Man.  The 

stations  would  be  linked  to  the  CBC's  na- 
tional tv  microwave  network,  as  CBC  tv 

stations  are  not  near  any  of  these  com- 
munities except  in  one  case,  St.  Boniface, 

which  is  near  Winnipeg,  where  CBWT  (TV) 

is  a  CBC  English-language  station. 

BBM  Publishing  Tv  Ratings 

The  Bureau  of  Broadcast  Measurement, 

Toronto,  is  publishing  for  the  first  time  a 

television  network  report  covering  40-50 

programs,  and  based  on  its  spring  1958  sur- 
vey. The  tv  network  report  will  be  available 

only  to  BBM  members  (stations,  advertisers 
and  agencies)  at  $150.  It  will  contain  five 

regional  breakdowns,  four  for  English- 
language  tv  network  programs  in  the  Pacific, 

Prairie,  Mid-Eastern  and  Atlantic  divisions 
of  the  country,  and  one  French-language  tv 
network  report.  The  report  will  show  the 
percentage  of  all  households  tuned  to  each 
tv  network  program,  estimated  percentage 
of  tv  households  tuned  to  the  program,  and 
estimated  number  of  tv  receivers  tuned. 

William  L.  Putnam,  President 

Like  Hundreds 

of  Broadcasters . . . 

President 

WILLIAM  PUTNAM  of 

WWLP 

Springfield,  Mass. 
and 

Vice-President 

GEORGE  TOWNSEND 

Selected 

STAINLESS  TOWERS 

George  R.  Townsend,  Vice  Pres., 

in  charge  of  development 

LEARN  WHY  MANY  BROADCASTERS  CHOOSE 
STAINLESS  TOWERS 

Call  or  Write 
for  Informative 
Literature. 

Stainless. NORTH  WALES  •  PENNSYLVANIA 
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■ 

e  day  Sister  Eleanor  was  late  for  class 

Why? -because  of  a  TV  cowboy  star.,. 

What  does  he  have  to  do  with  the  punctuality  of  the 

good  Sister?  Plenty,  when  the  guy  is  a  pal  of  hers  and 

her  tender  charges  —  and  he's  got  troubles. 

A  real  cowboy  like  WOOD  and  WOOD-TV's  Buck 
Barry  comes  equipped  with  a  horse.  Some  time  back, 

while  Buck  was  doing  his  afternoon  show,  Thunder's 
barn  caught  fire  and  Thunder  went  to  horse  heaven. 

The  story  of  Buck's  loss  was  front  page  —  leading  to 
his  being  presented  with  a  new  Thunder  and  accom- 

panying gear  on  a  noontime  NBC-TV  show  —  so, 
Sister  Eleanor  and  hundreds  of  other  teachers  in 

WOODland  delayed  their  classes  to  share  Buck's 
pleasure  in  acquiring  a  new  Thunder. 

In  children's  hospital  wards,  Christmas  parades  and 
at  super  market  openings,  Buck  and  Thunder  are  as 

familiar  as  they  are  to  countless  lookers  and  listeners 

to  WOOD-TV,  and  WOOD. 

If  you  seek  to  prosper  in  WOODland,  associate  your 

advertising  with  people  who  are  known,  loved,  be- 

lieved —  people  like  Buck  Barry,  for  instance.  See 
Katz  for  details. 

WOOD-TV  is  first  —  morning,  noon  and  night, 

Monday  through  Sunday  —  November  '57 
Grand  Rapids  ARB 

WOOD-AM  is  first — morning,  noon  and  night, 

Monday  through  Sunday  —  April  '58  Grand 
Rapids  Pulse 

Everybody  in  Western  and  Central  Michigan  is  a  WOOD  watcher! 

WOOD 

AMI 

TV 

WOODland  Center,  Grand  Rapids,  Michigan 

WOOD-TV  -  NBC  Basic  for  Western  and  Central  Michigan:  Grand  Rapids, 

Battle  Creek,  Kalamazoo,  Muskegon  and  Lansing.  WOOD  -  Radio  -  NBC. 



MONDAY  MEMO  — —  mmmmm 

from  ROLLO  HUNTER,  vice  president,  Erwin  Wasey,  Ruthrauff  &  Ryan,  Neiv  York 

Madison  Avenue  price  war 

headed  for  mass  'filmicide' 

We've  all  had  ambivalent  feelings 
about  bargains  we  have  struck.  In  a 
gasoline  war,  it  feels  good  to  save 
several  cents  a  gallon,  but  there  is  that 

twinge  of  uneasiness  about  the  em- 
battled filling  station  man  competing 

himself  out  of  existence.  Similarly,  in 
contracting  for  film  commercials,  it 
warms  the  heart  to  save  several  dollars 

a  foot,  but  we  can't  help  wondering  if 
there  isn't  a  catch  somewhere.  And 
with  good  reason.  There  so  often  is. 

Many  producers,  caught  in  the  trap 
of  price  cutting  to  keep  their  doors 
open  and  their  staff  at  work,  feel  that 
this  current  trend  can  lead  only  to 
disaster.  They  envision  a  sort  of  mass 

"filmicide"  for  the  marginal  houses, 

but  once  caught,  they  don't  know  how 
to  break  free.  The  root  of  the  trouble 

may  very  well  be  the  prevalent  agency 

bidding  system — two,  three  or  more 
competitive  bids,  low  man  take  all. 

Nobody  seems  to  be  really  in  favor 
of  this  auction-in-reverse  because  no- 

body could  seriously  want  to  degrade 
commercial  quality.  Yet  the  system 
keeps  spreading.  Weaknesses  on  the  part 
of  producer,  agency  and  client  probably 
contribute  equally. 

To  swing  around  quickly  on  the 
Vicious  Circle  Tour,  first  outward 

bound:  Desperate  producer  bids  too 

low.  Short-sighted  agency  awards  job. 
Misguided  client  congratulates  self. 
Then  the  return  trip:  Producer  cuts  too 
many  corners.  Agency  is  angry  but 
stuck.  Client  is  loser. 

A  random  check  of  some  leading 
producers  indicates  a  unanimity  of 

opinion.  Jim  Love  of  James  Love  Pro- 

ductions Inc.  says,  "If  the  price  war 
continues,  more  producers  will  close 

their  doors  and  eventually  the  boiling- 
down  process  may  leave  agencies  with  a 
dangerously  small  group  from  which 

to  choose."  Carl  Carbone  of  National 
Screen  Service  Inc.,  firmly  seconds 

that  motion:  "It's  possible  that  within 
three  to  five  years  there  may  be  no 
more  than  20  or  so  producers  in  New 

York." 
Harold  Wondsel  of  Wondsel,  Car- 

lisle and  Dunphy  Inc.  lays  it  on  the  line: 

"Underbidding  is  one  of  the  most  evil 
practices  in  the  industry."  If  an  agency 
man  knows  his  business,  he's  sure  to 
smell  something  rancid  about  a  ridicu- 

lously low  bid.  What  his  educated  nose 

may  detect  is  some  decaying  ethics — 

the  producer  who  comes  in  at  rock 
bottom  strictly  on  the  gamble  that  if 

he  gets  his  foot  in  the  door  now,  he'll 
get  his  hand  in  the  till  later,  by  padding 

future  jobs.  Bill  Gargan  Jr.  of  Van 
Praag  Productions  feels  that  always 

selecting  the  lowest  bid  "is  a  great  in- 
justice to  the  industry,  the  agency,  and 

above  all,  the  client.1" 
Other  top  producers  emphasize  addi- 

tional facets  of  the  bottom-bid  situation 
which  cause  trouble.  Russ  Raycroft  of 
Wilding  Pictures  feels  that  the  standard 
bidding  system  tends  to  deprive  good 

producers  "of  a  chance  to  work  long 
enough  with  one  agency  or  on  one 
account  to  understand  the  problems 

fully  and  thus  to  turn  in  the  best  work 

possible."  He  draws  a  parallel  with  the 
client  who  changes  agencies  every  year 

and  therefore  never  gets  the  full  poten- 
tial out  of  any  one  of  them.  Roland 

Reed  of  Roland  Reed  Productions  flicks 

a  sensitive  nerve:  "Some  agencies  have 

to  find  out  the  hard  way  that  it's  far 
better  to  do  business  with  a  film  com- 

pany making  a  fair  and  reasonable 

profit  than  with  somebody  who  is  tak- 

ing a  financial  beating."  And  Peter 
Elgar  of  Peter  Elgar  Productions  Inc. 
may  be  striking  close  to  the  heart  of 

the  matter  when  he  says,  "Always  re- 
stricting production  to  the  lowest  bidder 

makes  no  sense.  Clients  must  trust  their 

agencies  to  select  producers  on  a  quali- 
tative basis,  not  within  the  strangling 

limitation  of  price  alone." 
So  say  some  of  the  New  York  pro- 

ducers. In  a  supporting  agency  view- 
point, Chris  Valentine  Jr.,  director  of 

commercial  production  for  McCann- 

Erickson,  puts  it  this  way:  "Ideally,  you 
pick  the  producer  with  the  best  creative 
people  on  his  staff.  Try  to  match  the 
capabilities  of  that  producer  with  your 
own   conception    of   the  production. 

Only  after  that,  let  cost  be  a  considera- 

tion." 

Producer,  agency  film  specialist, 

client  representative — all  can  easily 

recognize  abuses  inherent  in  the  com- 
petitive bid  system.  All  can,  if  they 

want  to  look  at  the  seamy  side,  recog- 
nize the  possibility  of  dread  corollary 

diseases  such  as  kickback  or  payola 

creeping  into  the  picture.  All  can  plainly 

see  that  it  isn't  economically  healthy  to 
let  production  houses  be  starved  into 
bankruptcy.  All  can  probably  agree 

that  some  big  improvements  are  in 
order.  Yet  nothing  seems  to  happen. 

The  production  price  war  continues  and 
more  producers  are  worrying  about 
meeting  their  next  payroll. 

Maybe  one  hitch  in  this  is  that  some- 
times producers  talk  one  way  as  a  high- 

minded  group,  another  as  individuals 
chasing  an  elusive  buck.  It  is  one  of 

the  avowed  purposes  of  the  Film  Pro- 
ducers Assn.  of  New  York  to  establish 

and  maintain  a  high  standard  of  ethics. 
FPA  is  doing  a  good  job  trying  to 
stabilize  a  business  long  subjected  to 

vicissitudes  of  every  imaginable  kind. 

But  it  doesn't  have  real  policing  powers. 

Further,  you  can't  really  blame  the  in- 
dividual producer  who  nervously  under- 

cuts prices  as  a  last  ditch  effort  to  sur- 
vive. 

If  a  general  upgrading  is  ever  to 
come  about,  it  will  surely  have  to  be 

cooperative.  Agencies  can't  overhaul their  film  bidding  practices  until  clients 
have  full  confidence  in  their  ability  to 

get  the  best  job  for  a  proper  price,  not 

necessarily  the  lowest  bid.  And  pro- 
ducers, by  way  of  curbing  their  suicidal 

tendencies,  will  have  to  switch  from 

short  to  long  focus — build  for  the  future 
on  creative  and  technical  capabilities, 

resisting  forever  those  foot-in-the-door 
bids. 

Rollo  Hunter,  b.  June  22,  1920,  Salt  Lake  City,  B.A. 

from  U.  of  Southern  California.  Started  as  actor-an- 
nouncer in  Utah,  worked  at  KFI-KECA  Los  Angeles 

before  wartime  Navy  service.  Spent  five  years  at  ABC. 
became  network  production  manager,  Western  Div. 

Joined  John  Edwards  agency  in  1951  as  copy  chief,  tv- 
radio  producer,  next  year  moved  to  Erwin  Wasey,  Los 

Angeles.  Transferred  east  in  1956  to  head  EW  tv-radio 
dept.,  is  vice  president  and  director  of  television  and 

radio  for  EWR&R.  Is  married  and  lives  in  Manhattan 

with  wife,  Mary,  who  is  writer  at  J.  Walter  Thompson. 

Broadcasting 
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EDITORIAL 

Wrong  Enemy 

LASS  warfare  is  developing  in  radio,  and  all  radio  is  apt  to 

get  hurt. 

A  good  many  independent  operators  and  their  national  repre- 

sentatives have  begun  openly  to  attack  the  principle  of  network- 
affiliate  operation. 

Networks  and  their  affiliates  and  representatives  with  network 
affiliates  on  their  lists  have  begun  openly  to  attack  independents. 

The  attacks  are  getting  more  violent  by  the  week.  Unless  curbed, 

they  cannot  result  in  anything  but  harm  to  both  sides. 
What  the  antagonists  fail  to  realize  is  that  independents  as  a  class 

and  network  affiliates  as  a  class  are  neither  good  nor  bad.  Within 
each  class  there  are  infinite  variations  of  objective  and  performance. 

No  one  but  rival  advertising  media  would  stand  to  gain  by  the 
destruction  of  either  class  of  stations. 

It  is  natural  and  desirable,  of  course,  for  stations  to  compete 
with  one  another  for  audience  and  for  advertising. 

But  competition  and  warfare  are  not  synonymous.  It  is  quite 
possible  for  one  station  (or  one  class  of  stations)  to  sell  successfully 
against  another  without  coincidentally  seeking  its  extermination. 

Tax  Monster  Destroyed 

THE  Founding  Fathers  of  the  nation  won  a  notable  victory  last 

week.  The  attempt  of  the  city  of  Baltimore  to  impose  municipal 

taxes  amounting  to  6%  on  advertising  was  declared  unconstitu- 

tional by  Circuit  Judge  Joseph  L.  Carter  because  they  "violate  the 
fundamental  guarantees  of  freedom  of  the  press." 

It  was  a  victory,  too,  for  all  communications  media,  which  con- 

tested the  tax  even  after  Baltimore's  ambitious  Mayor  Thomas 
R.  D'Alesandro  had  given  up  on  it.  The  question  of  constitu- 

tionality and  of  discriminatory  taxation  had  not  been  settled,  and 
the  newspapers  and  broadcast  stations  of  Baltimore,  backed  by 
national  media,  carried  the  fight  to  the  courts. 

Mayor  D'Alesandro  began  his  tax  crusade  in  November  last 
year.  He  rammed  it  through  his  City  Council.  It  wasn't  long 
before  several  other  cities,  always  in  quest  of  new  revenues, 
proposed  similar  taxes.  It  was  evident  that  if  Baltimore  could  make 
the  tax  stick,  it  would  spread  like  Asiatic  flu. 

But  by  February,  Mayor  D'Alesandro  knew  he  was  licked, thanks  to  the  swift  action  of  the  Baltimore  media.  He  announced 

the  tax  would  be  abandoned  at  the  end  of  the  year.  Meanwhile 
the  impost  was  being  collected  (and  now  must  be  refunded  to  the 
extent  of  about  $750,000). 

Judge  Carter's  clearly  worded  opinion  should  deter  city  and 
state  governments  from  attempting  to  impose  discriminatory  taxes 
against  advertising.  This  potent  paragraph  from  his  opinion  is 
worth  repeating  and  remembering: 

"The  press,  religion  and  speech  are  constitutionally  entitled  to 
freedom  from  the  control  of  the  governments  of  the  United  States 
and  of  the  States.  They  are,  therefore,  immune  from  any  form 
of  regulation  or  taxation  which  can  be  used,  directly  or  indirectly, 

as  a  means  of  political  control." 

Late  But  Significant 

PROBABLY  too  late  in  the  session  to  do  any  good  the  Senate 
Commerce  Committee  has  reported  out  unanimously  the  Potter 

Resolution  (S.  J.  Res.  106)  to  create  a  high  level  commission  to 

study  spectrum  utilization  by  government,  along  with  prospective 
requirements.  The  purpose  was  and  is  to  find  an  equitable  and 
amicable  solution  for  the  spectrum  needs  of  tv  and  still  accom- 

modate government  and  other  services. 

The  committee  reported  the  bill  unanimously  after  having  heard 
the  week  before  from  the  FCC  about  the  proposal  for  a  swap 
of  spectrum  space  (Craven  Memorandum)  to  solve  the  excruciating 
tv  space  problem.  Comr.  T.  A.  M.  Craven  already  has  begun  con- 

versations with  the  military  on  the  proposed  exchange  to  give  tv 
a  contiguous  band  of  at  least  25  channels.  It  would  seem  that 
the  Potter  Resolution  and  the  Craven  conversations  may  be  dupli- 

cations of  effort,  since  each  would  be  designed  to  accomplish  the 
same  end  result. 

Sen.  Potter  (R-Mich.)  introduced  his  resolution  more  than  a 
year  ago.  A  companion  bill  was  introduced  in  the  House  by  Rep. 
Bray  (R-Ind.).  It  would  have  been  far  better  if  either  Senate 
or  House  Committee  had  acted  promptly.  Now,  with  Congres- 
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Drawn  for  BROADCASTING   by   Sid  Hix 

"Perfectly  good  white  coats  .  .  .  wonder  why  they  threw  'em  out?" 

sional  adjournment  scheduled  a  month  hence,  only  a  legislative 
miracle  could  bring  passage,  particularly  since  the  military  is 
opposed  to  revelation  of  its  spectrum  usage. 

But  the  Senate  Committee  action  nevertheless  is  important.  It 
serves  notice  on  the  military  of  the  serious  Congressional  intent. 

And  it  should  ease  the  task  of  the  FCC  in  negotiating  a  long-range 

exchange  of  frequencies  to  give  tv  the  elbow-room  it  needs  for 

expansion. 

The  Great  Sports  Hoax 

A GREAT  hoax  will  be  perpetrated  upon  the  public  if  the 
Senate  is  sweet-talked  into  passage  of  legislation  adopted  by 

the  House  to  exempt  professional  sports  from  the  anti-trust  laws. 
Hearings  were  begun  before  a  Senate  Judiciary  Subcommittee 

last  week  on  the  Walter  bill,  which  swept  through  the  House  a 
fortnight  earlier.  This  measure  goes  all  the  way  in  exempting 
baseball,  football,  basketball  and  hockey  from  any  responsibilities 

under  the  antitrust  laws.  It  would  permit  the  sports  entrepreneurs — 
businessmen  all — to  black  out  free  broadcasts  at  will,  to  place 
them  on  pay  tv,  or  devise  any  other  means  of  making  the  public 

pay  through  the  nose. 
It  would  give  the  club  owners  the  kind  of  arbitrary  authority 

that  Congress  never  has  been  willing  to  vest  in  other  businesses. 
Today,  if  two  or  more  competitors  get  together  to  discuss  the 
welfare  of  their  industry  or  service,  they  are  vulnerable  under 

the  antitrust  laws  because  of  "collusion"  or  "conspiracy."  The 
sports  tycoons,  under  the  Walter  bill,  could  conspire  at  will  and 
tell  the  Dept.  of  Justice  to  take  a  running  jump. 

How  elected  members  of  Congress  could  be  lobbied  into  such 
legislation  as  the  Walter  bill  is  hard  to  fathom  in  the  light  of 
recent  events.  Take,  for  example,  the  moves  of  the  New  York 
Giants  and  the  Brooklyn  Dodgers  to  San  Francisco  and  Los 
Angeles.  They  went  westward  because  of  the  gate  and  the  promise 
of  rich  returns  from  pay  tv.  Franchises  and  players  are  traded 
at  will  to  best  serve  the  commercial  interests  of  club  owners. 

Opponents  of  the  Walter  bill  did  get  one  break  last  week. 
Calvin  Griffith,  president  of  the  Washington  Senators,  pulled  a 
boner  when  word  leaked  that  he  was  interested  in  shifting  the 
American  League  franchise  to  another  city.  Reason:  more  profit. 

As  a  result  of  this,  the  Senate  Committee  is  taking  another  look 
at  the  Walter  measure.  The  Antitrust  Div.  of  the  Justice  Dept.  and 
the  Federal  Trade  Commission  are  opposing  the  carte  blanche 

exemptions,  as  is  Chairman  Celler  (D-NY.)  of  the  House  Judiciary 
Committee.  Broadcasters,  through  the  NAB,  are  pitching  against 
the  measure.  But  the  power  of  the  sports  lobby,  notably  that  of 

baseball  which  has  created  the  aura  of  eleemosynary  indispensa- 
bility,  cannot  be  sold  short. 

A  simple  understanding  of  nomenclature,  we  think,  can  convince 
Congress.  Are  professional  sports  pastime  or  industry? 
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Sampson  sees  Red 

and  cashes  in  on  award-winning  local  news ! 

Rhode  Island  Red  proudly  points  out  to  timebuyer  Sampson  B.  Sagamore  that 

only  WJAR-TV  has:  (1)  6  daily  newscasts  prepared  from  5  news  services 
plus  on  the  spot  coverage!  (2)  Highest  rated  newscasts  in  the  Providence 

market!  (3)  The  Peabody  Award  for  special  events  plus  awards  from  THE 
BILLBOARD  and  VARIETY! 

In  the  PROVIDENCE  MARKET 

WJAR-TV 

is  cock-of-the-walk 

in  news  coverage! 
t 

CHANNEL  10  •  PROVIDENCE,  R.I.  •  NBC* ABC  •  REPRESENTED  BY  EDWARD  PETRY  &  CO.,  INC 
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BIRMINGHAM 

BARTELL  FAMILY  RADIO  is  part  of 

Birmingham  life  much  as  Vulcan  is  part  of 

its  landscape.  This  is  programing  with  a 

built-in  invitation  to  join  in. 

This  is  radio  with  a  continual  promise  of 

happy  excitement  .  .  .  stimulating  games  for 

family  fun,  thoughtful  editorials  for 

civic  improvement,  sentimental  reminiscences. 

All  produced  with  glitter  and  polish 

unique  to  professional  showmen. 

For  more  than  ten  years, 

Bartell  Family  Radio  has  demonstrated  that  it 

REACHES  MORE  PEOPLE 

and  more  different  people, 

producing  maximum  buyership. 

BARTELL  IT...  And  SELL  IT! 
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"She  make  you 

carry  that 

_  everywhere1: 
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PEOPLE  GO  TO  EXTREMES  TO  BE 

WITHIN  EAR-SHOT  OF  THEIR 

FAVORITE  STORZ  STATION 

.  ...  So  in  each  of  these  4  major  markets  more 

people  listen  to  the  STORZ  STATION 

than  to  any  other  .  .  .  by  far. 

MINNEAPOLIS-ST.  PAUL  .  .  .  WDGY  is  first  morning  .  .  . 
first  afternoon  .  .  .  first  all-day  with  a  28.2%  average  Hooper. 

First  on  Pulse,  too.  50,000  watts  plus  50,000  watt  personali- 
ties. Talk  to  Blair,  or  General  Manager  Jack  Thayer. 

KANSAS  CITY  .  .  .  WHB  is  first  all-day.  Proof:  Metro  Pulse, 

Nielsen,  Trendex,  Hooper ;  Area  Nielsen,  Pulse.  All-day  aver- 
ages as  high  as  48.5%  (Nielsen).  Remember — you  get  cover- 

age and  audience  on  WHB.  See  Blair  or  General  Manager 
George  W.  Armstrong. 

NEW  ORLEANS  .  .  .  WTIX  is  20  times  more  powerful  .  .  .  with 

5,000  watts  on  690  kc.  and  first  .  .  .  all-day.  Proof:  Hooper 

(32.8%)— Pulse,  too.  In  fact,  WTIX  is  first  in  462  of  504 
Pulse  quarter-hours,  and  first  in  every  single  daytime  1/4. 
See  Adam  Young  or  General  Manager  Fred  Berthelson. 

MIAMI  .  .  .  WQAMis  first  .  .  .  all-day.  Proof:  Hooper  (40.1% 
.  .  .  and  first  in  264  of  264  quarter-hours)  .  .  .  Pulse  (432  of 
432  quarter  hours)  .  .  .  Southern  Florida  Area  Pulse  .  .  . 
Trendex.  See  Blair  ...  or  General  Manager  Jack  Sandler. 

AY'S   RADIO    FOR   TODAY'S  SELLING 

WDGY  Minneapolis  St  Paul 
REPRESENTED  BY  JOHN  BLAIR  &  CO. 

WHB..  Kansas  City 
REPRESENTED  BY  JOHN  BLAIR  &  CO. 

WTIX  New  Orleans 
REPRESENTED  BY  ADAM  YOUNG  INC. 

WQAM  Miami REPRESENTED  BY  JOHN  BLAIR  &  CO. 

THEIR 

RESPECTIVE 

MARKETS 



FRIENDS, MEDIA  BUYERS,  ACCOUNT  EXECUTIVES 

LEND  ME  YOUR  EARS 

'The  fellow  sitting  rather 

self-consciously  up  there  is  me, 
Howard  Tullis.  I  own 

the  Tullis  Company,  Inc., 

Los  Angeles  ad  agency. 

This  statement  is  —  let's  face  it  — 
not  necessarily  unsolicited, 

but  it's  true : 

Having  placed  more  than 

$2,000,000  worth  of  L.A.  radio-TV  time, 
I  can  say  without  reservation 
that  of  all  seven  local 

television  stations,  our  clients 

have  received  the 

greatest  return  per  dollar 

from  KCOP:' 

Howard,  you're  in  good  company. 

More  local  advertisers  choose 

KCOP  than  any  other  station! 

Specifically .  . . 

* 

* 

48  MORE  ADVERTISERS 

THAN  ANY  OTHER  STATION 

120  CLIENTS  ADVERTISING 

EXCLUSIVELY  ON  KCOP 

*B.A.R.  Report  May  16,  1958 

AFTER  ALL,    %B£k  WHO  KNOWS  THE  MARKET  BETTER 

THAN  THE  MEN  WHO 

LIVE  AND  WORK  THERE? 

Los  Angeles'  most  powerful  television  station  •  Represented  nationally  by  Edward  Petry  &  Co.,  Inc. 

13 
1000  N.  Cahuenga,  Hollywood  38 



Photo  by  Hamill-Solazzo 

Michigan's  Great  Area  Station  —  Strategically  Located 

to  Exclusively  Serve  LANSING- FLINT- JACKSON 

with  a  Dominant  100,000  watt  signal  from  its  new  1023'  tower 

located  between  Lansing  and  Flint . . .  NBC—  CBS— ABC 

Represented  by  Peters,  Griffin,  Woodward,  Inc. 

Published  every  Monday,  53rd  issue  (Yearbook  Number)  published  in  September  by  Broadcasting  Publications  Inc.,  1735  DeSales  St., 
N.  W.,  Washington  6,  D.  C.  Entered  as  second  class  matter  March  14,  1933  at  Post  Office,  Washington,  D.  C,  under  act  of  March  3,  1879. 



And  it  is  magic  backed  by  fact.  This  pioneer  television 

station  is  foremost  in  viewer  preference  in  Lancaster, 

Harrisburg,  York,  as  well  as  in  numerous  other  cities: 

Gettysburg,  Hanover,  Lebanon,  Chambersburg,  Car- 

lisle, Lewistown,  etc.  Facts  also  prove  that  WGAL- 

TV's  multi-city  coverage  costs  you  less  than  buying 

single-city  coverage.  Sales  magic  in  your  advertising 

is  yours — on  station  WGAL-TV. 

•  1,040,465  households  •  942,661  TV  households 

•  3,691,785  people  •  $3%  billion  annual  retail  sales 

•  $62/3  billion  annual  income 

WGAL
-TV 

LANCASTER,  PA. 

NBC  and  CBS 

STEINMAN  STATION  •  Clair  McCol lough,  Pres. 

AMERICA'S   lOth   TV  MARKET 

316,000  WATTS 

Representative:  The  MEEKER  Company,  inc.  •  New  York  •  Chicago  •  Los  Angeles  •  San  Francisco 
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closed  circuit 

TIME  BOMB  TICKING  •  Broadcasters 

alert  to  Washington  developments  sud- 
denly realized  last  week  that  bill  exempt- 

ing professional  sports  from  antitrust  laws 
(which  has  passed  House  and  is  now  before 

Senate  Committee)  could  mean  drastic  cut- 
back in  sports  broadcasting.  Washington- 

oriented  broadcasters  began  alerting  col- 

leagues. At  week's  end  Television  Bureau 
of  Advertising  had  begun  urging  members 
to  explain  tv  side  of  case  to  their  senators, 

and  Radio  Advertising  Bureau  was  ex- 
pected to  take  similar  steps. 

• 

Some  conflicts  of  interest  stand  in  way 

of  industry-wide  broadcasting  attack  on 

bill.  Networks,  although  conscious  of  bill's 
implications  and  hopeful  bill  will  be  killed, 
are  reluctant  to  volunteer  for  appearances 
on  any  antitrust  subject  these  days.  NAB 
has  some  powerful  members  who  own 
baseball  interests  in  addition  to  radio-tv. 
So  far  NAB  activity  in  opposition  to  bill 
has  been  at  staff  level. 

• 

BRIGHT  SIDE  •  Like  many  of  its  mem- 
bers, American  Newspaper  Publishers 

Assn.'s  rich  and  loudly  vocal  Bureau  of 
Advertising  is  beginning  to  feel  recession 
pinch.  Informed  reports  circulating  last 

week  estimated  bureau's  budget  this  year 
is  down  almost  $200,000,  or  about  9%, 

and  said  about  half-dozen  people  are  be- 

ing let  go.  Bureau's  budget  comes  from 
ANPA  members  in  direct  proportion  to 
their  national  sales,  which  are  sliding. 

Bureau's  counterparts  in  broadcast  media 
— Radio  Advertising  Bureau  and  Televi- 

sion Bureau  of  Advertising — though  far 
less  heavily  endowed,  nevertheless  are  at 

their  respective  all-time  highs. 
• 

Though  not  yet  pushing  panic  button, 

Wall  Streeters  appear  increasingly  con- 
cerned over  magazines  as  investment  pros- 

pects because  of  declining  revenues,  which 
they  attribute  to  continuing  ad  budget 

squeeze  and  failure  of  magazines  to  com- 
pete vigorously  with  tv.  Some  advisers 

are  going  so  far  as  to  beat  drums  for 

"coordinated  industry  program"  to  sound 
off  on  "advantages"  of  magazine  medium. 

• 

SECOND  FLIGHT  •  Additional  promo- 
tions from  within  may  follow  top  echelon 

assignments  at  NBC  which  elevated  Robert 
W.  Sarnoff  to  board  chairmanship  and 

Robert  E.  Kintner  to  presidency.  Men- 
tioned as  likely  are  promotions  of  Matthew 

(Joe)  Culligan,  vice  president  in  charge  of 
radio  network,  and  P.  A.  (Buddy)  Sugg, 

vice  president  in  charge  of  owned-and-op- 
erated  stations  and  Spot  Sales,  to  executive 
vice  presidencies.  Also  being  mentioned  is 

possible  move  of  Mr.  Culligan  "upstairs"  to 
parent  RCA.  His  dynamic  sales  ability  has 
greatly  impressed  RCA  President  John  J. 
Burns. 

It  was  evident  last  week  that  campaign 

to  eliminate  triple-spotting  in  connection 
with  all  Procter  &  Gamble  products  was 

moving  into  high  gear  on  spot  tv  level. 
All  P  &  G  agencies,  in  New  York  and 

Chicago,  are  insisting  on  clauses  in  sta- 
tion contracts  looking  toward  that  end. 

Move  is  considered  natural  follow-through 

on  P  &  G's  complaint  (through  Compton 
Adv.  Inc.)  about  triple-spot  practices  at 
network  level  involving  its  Wyatt  Earp 

show  on  ABC-TV  last  spring  [Adverisers 
&  Agencies,  May  26,  March  17]. 

• 

RATINGS  REVISIT  •  Despite  firm  an- 
nouncement three  weeks  ago  that  no  more 

tv  hearings  would  be  held  this  session 
[Government,  July  7],  at  least  one  more 
definitely  is  on  tap  for  Senate  Commerce 

Committee.  Quick,  one-day  airing  of  tv 
rating  methods  did  not  satisfy  Sen.  A.  S. 

(Mike)  Monroney  (D-Okla.)  and  he  has 
successfully  pressed  Chairman  Warren 

Magnuson  (D-Wash.)  for  further  look- 
see  before  85th  Congress  goes  home.  Only 

thing  remaining  to  be  firmed  is  date. 
Among  those  Sen.  Monroney  is  anxious  to 

query  are  network  executives  and  former 
NBC  President  S.  L.  (Pat)  Weaver. 

• 

Warner  Bros,  reportedly  will  increase 
its  television  production,  and  expects  to 

sell  directly  to  advertisers  and  their  agen- 
cies in  near  future.  Inevitably  such  adver- 

tisers would  make  their  own  choice  of 

network  and  thus  it's  believed  "exclusive" 
contract  between  ABC-TV  and  Warners 

will  probably  be  broken.  ABC-TV  this 
fall  will  have  about  five  and  one-half 
hours  of  Warner  Bros,  products. 

• 

FUTURE  BOOK  •  If  you're  interested  in 
pay  tv  timetable,  just  tear  off  about  12 

months  of  your  1958-59  calendar,  begin- 
ning now.  Chairman  Oren  Harris  (D-Ark.) 

of  House  Commerce  Committee  has  ad- 
vised FCC  that  his  Committee  wants  to 

look  into  pay  tv,  but  being  preoccupied 
with  other  matters  (Goldfine-Adams,  etc.), 
it  wants  FCC  to  defer  any  action  on  tests 
until  his  committee  can  have  look  in  first 

session  of  next  Congress.  FCC  will  comply, 

probably  this  week,  although  it  still  would 

like  Congress  to  give  it  some  "target  date". 
Besides,  FCC  has  no  qualified  applications 

for  on-the-air  pay  tv  tests  pending,  and 
none  apparently  is  in  sight. 

• 

Auto  makers  have  yet  to  tip  hand  on 

extent  of  radio-tv  support  expected  for 
their  new  models,  despite  Detroit  go-ahead 
to  move  up  drastically  fall  introductory 

dates  for  most  '59  lines.  Agencies,  faced 
with  allocation  of  millions  of  automobile 
advertising  dollars,  are  shuffling  feet,  one 

top  radio-tv  aegncy  reporting  it's  expect- 
ing word  "momentarily,"  notes  it  has 

submitted  over  period  of  time  as  many 

as  25-35  different  media  proposals  for  its 

auto  client's  consideration. 

NEXT  UP  •  Chairman  Harris  (D-Ark.) 

was  especially  anxious  to  complete  Over- 

sight Subcommittee's  lengthy  interrogation 
of  Bernard  Goldfine  last  week  (finally  ac- 

complished Thursday)  so  that  parent  Com- 
merce Committee  this  week  could  consider 

several  pressing  matters,  among  them  Bray 
resolution  creating  special  commission  to 
study  military  use  of  spectrum,  Magnuson 

$51  million  educational  tv  bill  (with  ex- 
cellent chance  for  favorable  report). 

Weighing  heavy  over  subcommittee's  head 
— completed  investigations  of  several  com- 

parative tv  cases. 
• 

While  All-Industry  Radio  Music  License 
Committee  is  expected  to  follow  general 

pattern  set  last  year  in  similar  tv  copy- 

right negotiations,  there's  special  problem 
that  may  figure  in  dealings  should  behind- 
scenes  talk  have  foundation:  Are  some 
stations  getting  favored  rate  treatment  in 

copyright  payments  through  special  ex- 
emptions or  discounts? 

• 

MILITARY  SPECTRUM  USE  •  What 
effect  will  Near  East  conflict  have  on  cur- 

rent tv  allocations  discussions  looking  to- 

ward spectrum  analysis  involving  govern- 
ment-military use  and  project  whereby 

existing  commercial  tv  channels  might  be 

exchanged,  on  long  range  basis,  to  give  tv 

continuous  band?  If  situation,  from  mili- 

tary standpoint,  remains  touch-and-go, 
chances  are  nothing  will  be  done  on  prem- 

ise that  modern  military  operations  are 

dependent  upon  communications  as  life- 

line. Status  quo  therefore  wouldn't  be 
disturbed,  unless  conflict  entails  preemption 

of  some  of  commercially  assigned  chan- 
nels in  military  emergency. 

Meanwhile,  starting  point  on  coordina- 
tion of  spectrum  studies  to  seek  possible 

solution  to  tv  problem  has  been  reached. 
High  echelon  executives  now  in  position 
to  begin  studies  are  Paul  Goldsborough, 

telecommunications  head  of  Dept.  of  De- 
fense, Comr.  Fred  W.  Ford,  designated 

by  FCC  as  its  official  liaison,  and  Fred  C. 
Alexander,  acting  assistant  to  director  for 
telecommunications  of  Office  of  Defense 
and  Civilian  Mobilization. 

PETRY  TO  DALLAS  •  Edward  Petry  & 
Co.,  station  representation  firm,  reportedly 

planning  to  open  office  in  Dallas  about 
August,  bringing  its  office  total  to  nine. 
In  line  with  Petry  policy,  new  office  will 

have  separate  staffs  for  radio  and  tv.  It's 
understood  Hugh  Kerwin  of  Petry  St. 
Louis  office  will  head  Dallas  tv  staff.  Radio 

staff  head  yet  to  be  selected. 
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THE  WEEK  IN  BRIEF 

Baseball's  Big  Squeeze  Play — Professional  sports  officials 
ask  passage  of  bill  exempting  them  from  antitrust  laws  but 
Senate  subcommittee  learns  from  Justice  Dept.  they  would 

have  vast  powers  to  black  out  up  to  nine-tenths  of  population 
by  inter-club,  inter-league  and  inter-sports  conspiracies.  Page 
29. 

Tide,  Viceroy,  Dodge  Lead  Way — That's  the  order  of  the front  runners  among  top  15  network  tv  brand  advertisers  for 
May.  National  advertisers  in  the  first  three  berths:  Procter  & 
Gamble,  General  Motors  and  Lever  Bros.  Page  32. 

The  Ghost  That  Stalked  'Playhouse  90' — Burnett  agency 
discovers  closetful  of  multiple-spotting  on  night  of  Feb.  13 — 
part  of  the  story  why  CBS-TV  took  issue  to  affiliates.  Page  34. 

Lesson  for  Car  Makers — Slumping  sales  can  be  overcome 
by  smart  radio  use.  Radio  Advertising  Bureau  points  up  in 

new  success  stories  as  it  continues  drive  to  help  member  sta- 
tions help  dealers  by  selling  them  radio.  Page  38. 

'Daybreak'  Another  Tv  Dawn? — Y&R's  Peter  Levathes 
answers  critics,  hails  ABC-TV's  new  daytime  project  as  one 
of  greatest  contributions  to  tv  advertising,  traces  its  evolution 

from  single-client  deal.  Page  40. 

The  Pilot  Curse  in  Tv — New  consultant  service  forms  to  help 

reduce  the  discouraging  odds  against  pilots — live  or  film — 
ever  being  sold.  Estimated:  $19.5  million  worth  of  film 
pilots  went  down  the  drain  during  the  past  three  years.  Page 
44. 

CBS-TV  Revises  Option  Time — Network  asks  affiliates  to  ap- 
prove changes  that  would  delay  weekday  evening  option 

periods  in  most  time  zones,  change  west  coast  evening  sched- 

uling, realign  some  daytime  periods  for  "improved  scheduling" 
through  videotape.  Page  46. 

Music  Committee  Organizes — All-industry  committee  to 
negotiate  new  ASCAP  and  BMI  licenses  names  Robert  T. 

Mason  chairman;  sees  "mandate  from  the  industry"  in  sup- 
port pledged  by  stations  across  U.  S.  Page  48. 

No  News  Like  Bad  News — Electronic  journalism  alert  to 
Middle  East  news  breaks  as  networks,  stations  do  what  public 
has  come  to  expect  from  them.  Page  48. 

Listeners  Get  Their  Choices — That's  the  way  APS  division 
of  Muzak  selected  music  for  new  automatic  programming 
system  soon  to  be  operating  in  many  stations.  Page  50. 

Barrow  Report  Authors  Renew  Charges — Barrow  and 

Mayo  testify  against  tv  networks'  option  time  and  must-buy 
practices  and  file  statements  on  multiple  ownership,  network 
national  spot  representation,  FCC  regulation  of  networks, 
and  data  on  publication  of  affiliation  criteria,  rate-making 
and  compensation.  CBS  Inc.  challenges  charges  option  time 
and  must  buy  are  illegal.  Page  62. 

Last  Plea  for  Anti-BMI  Measure — Schulman  makes  final 
plea  for  passage  of  anti-BMI  Smathers  bill  in  face  of  Sen. 
Pastore  statement  measure  is  unacceptable  because  it  will 

hurt  "4,000  little  fellows  [broadcasters]."  Rosenman  to  make 
last  BMI  plea  Wednesday.  Page  70. 

Celler:  Uncap  The  Liquor  Ads — New  York  Democrat  calls 

broadcasting's  own  ban  of  hard  liquor  advertising  "timid, 
pusillanimous  and  myopic";  advocates  removal  if  broadcast- 

ing is  to  keep  up  with  progress.  Page  72. 

Fund's  Tv  Study — Project  under  which  it  comes  is  extended 
for  another  three  years  by  Fund  for  Republic  at  cost  of  $4 
million,  which  Fund  notes,  will  just  about  wind  up  its  initial 
$15  million  grant  from  Ford  Foundation.  Page  80. 

Council  Backing  for  New  York  'Television  City' — New 
York  City  Council  President  Abe  Stark  tells  delegates  at  21st 
annual  convention  of  American  Federation  of  Television  & 

Radio  Artists  that  such  a  project  conceivably  could  be  under- 
taken as  part  of  a  slum  clearance  effort.  Page  84. 

CBC's  Tv  $5  Million  in  Hole — Despite  highest  revenue  in  his- 
tory, report  for  fiscal  year  ended  last  March  31  shows  that 

television's  deficit  heavily  outweighed  profits  in  other  fields. Page  85. 

Come  In,  East  Cupcake — How  are  Mamie 
Van  Doren  and  Steve  Allen  doing  in  East 

Cupcake,  Iowa?  And  what's  it  to  broad- 
cast programmers  and  advertisers?  James 

G.  Cominos,  tv-radio  vice  president  of 
Needham,  Louis  &  Brorby,  gives  an  on-the- 
scene  report  in  Monday  Memo.  Page  103. 

MR.  COMINOS 

Videotape  Earns  Another  Glowing  Report — KTTV  (TV) 
Los  Angeles  summarizes  its  two  months  with  VTR,  citing 

specific  instances  that  underscore  machine's  adaptability. 
Page  52. 

Fm  Has  Booster  in  Chicago — CBS'  WBBM-FM  becomes 
that  network's  first  o&o  fm  outlet  to  undertake  independent 
commercial  operation.  Other  network  and  independent  sta- 

tions with  fm  adjuncts  will  watch  closely  to  see  if  booster 
shot  "takes."  Page  54. 

NYU's  Delighted  With  Its  Tv — So  university  that  success- 
fully uses  Sunrise  Semester  on  WCBS-TV  New  York  now  sets 

its  sights  on  an  entire  four-year  credit  program  on  commercial 
television.  Page  56. 
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HE'LL 

BE  BACK 

Our  Time  Buyer  Friend  is  off 
to  the  water  without  his  radio. 

But  he'll  be  back.  To  begin  with, 
he's  in  Miami  to  hear  for  him- 

self why  WQAM  is  more  popular 
than  the  next  4  stations  com- 

bined. Secondly,  he  likes  what  he 
hears.  Moreover,  listening  to 

WQAM,  tells  him  more  about 
modern  radio  than  he  can  learn 

from  all  the  assumptions  and 

pre-conceptions  put  together. 
What  he  hears  gives  depth  and 

meaning  to  all  the  Miami  audi- 
ence figures,  which  show  WQAM 

FIRST,  HOOPER  (40.1%); 
FIRST  264  of  264  HOOPER 

QUARTER  HOURS ;  FIRST  432 
of  432  PULSE  QUARTER 

HOURS;  FIRST,  TRENDEX, 
MORNING,  AFTERNOON, 

ALL-DAY;  FIRST, SOUTHERN 

FLORIDA  AREA  PULSE,  ac- 

counting for  31.5%  of  the  state's 

population. Talk  to  a  man  from  Blair  ...  or 

WQAM  General  Manager  Jack 
Sandler. 

WQAM 

More  popular 

than  the  next  4 

radio  stations 

combined  in 

MIAMI 

5,000  watts  on  560  kc. 

TODAY'S    RADIO    FOR   TODAY'S  SELLING 
>DD  STORZ,  PRESIDENT  •  HOME  OFFICE;  OMAHA,  NEBRASKA 

WDGY  Minneapolis  St.  Paul 
REPRESENTED  BY  JOHN  BLAIR  &  CO. 

WHB  Kansas  City 
REPRESENTED  BY  JOHN  BLAIR  4c  CO. 

WTIX  New  Orleans 
REPRESENTED  BY  ADAM  YOUNG  INC. 

WQAM  Miami REPRESENTED  BY  JOHN  BLAIR  &  CO. 
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at  deadline 

AFFILIATES'  ACCEPTANCE  OF  DAYBREAK' 

INDICATED  AT  ABC-TV  NEW  YORK  SESSION 
BUSINESS 

ABC-TV  appeared  assured  of  station  ac- 

ceptance of  its  broad  new  "Operation 
Daybreak"  daytime  programming  plan 
[Advertisers  &  Agencies,  July  14;  also 

see  page  40]  after  all-day  session  with 
primary  affiliates  Friday  (July  18)  in  New 
York. 

This  was  evaluation  of  number  of  station 

participants  in  closed  session.  Network 

needs  clearance  by  at  least  80%  of  its  ap- 
proximately 85  primary  affiliates  under 

agreement  with  six  advertisers — all  Young 
&  Rubicam  clients — already  set  for  partici- 

pation in  "Daybreak."  Stations  reportedly 
were  asked  to  signify  clearance  by  end  of 
July. 

Affiliates  were  told  that  Giraud  (Jerry) 

Chester,  director  of  new  program  develop- 
ment for  Ted  Bates  &  Co.,  would  join  ABC- 

TV  as  head  of  all  daytime  programming. 
Presumably  he  will  get  vice  presidency.  Mr. 
Chester  also  is  former  NBC  programming 
executive. 

Meanwhile,  although  authorities  said  they 
were  discussed  little  or  not  at  all  at  Friday 
session,  affiliates  unofficially  reported  two 
new  moves  by  network: 

•  Proposed  changes  in  compensation  for 
programs  in  which  participations  are  sold, 
with  affiliates  reportedly  already  asked  to 
agree  to  clear  for  any  such  program  in  which 

network  has  sold  as  many  as  one  commer- 
cial message.  Basis  for  payment  for  such 

participations,  it  was  said,  would  vary  with 
different  day  segments,  reportedly  ranging 
between  8  and  22%  of  applicable  hour  rate 

(per  participation). 

•  Proposed  changes  in  daytime  option- 
time  periods,  moving  morning  option  hours 

from  9:30-12:30  to  new  10  a.m.  to  1  p.m. 
span  and  splitting  afternoon  option  time  into 

three  parts  (2-2:30;  3-4:30  and  5-6  p.m., 
local  times). 

Affiliates  for  most  part  were  described  as 

generally  pleased  with  "Daybreak"  plan 
though  several  features  came  in  for  criticism, 
at  least  in  private  discussions.  For  one,  12 

noon  to  1:30 — scheduled  as  part  of  "Day- 
break"— is  important  in  terms  of  local  sales. 

Fact  that  part  of  "Daybreak"  would  fall  in 
station  time  also  drew  criticism,  as  did  fact 

that  proposed  option-time  change  would  eat 
further  into  desirable  midday  period.  An- 

other frequently  heard  complaint:  Way 

"Daybreak"  programming  is  split  up,  sta- 
tions carrying  it  and  other  option-time  pro- 

grams could  schedule  no  daytime  feature 
film  ending  later  than  11  a.m. 

Representatives  of  approximately  60  af- 
filiates were  present  for  session,  led  by 

Joseph  C.  Drilling  of  KJEO-TV  Fresno, 
Calif.,  chairman  of  ABC-TV  Affiliates  Assn. 

ABC-TV  presentation  was  headed  by  Presi- 
dent Oliver  Treyz,  with  President  Leonard 

H.  Goldenson  of  parent  AB-PT  closing  ses- 
sion with  short  speech  of  thanks.  Other 

ABC-TV  speakers  included  Alfred  Beckman, 
station  relations  vice  president;  Don  Coyle, 

sales  development  and  research  vice  presi- 
dent; Thomas  Moore,  programming  vice 

president;  Michael  Foster,  press  information 
and  exploitation  vice  president;  Armand 

Grant,  executive  producer  of  daytime  pro- 

gramming, and  Dean  Linger,  director  of  ad- 
vertising and  promotion. 

Greeley  Opens  Own  Firm 
James  E.  Greeley,  associate  representing 

RCA  and  NBC  in  Washington  with  law 
firm  of  Cahill,  Gordon,  Reindel  &  Ohl, 
New  York  and  Washington,  for  past  10 

years,  starts  own  law  practice  in  communi- 
cations in  Washington  Aug.  1,  remaining 

on  retainer  basis  with  RCA-NBC.  Address: 

815  15th  St.,  N.  W.  Telephone:  Metropoli- 
tan 8-1100. 

Townsend  Wins  Mercury  Contest 

Grand  prize  of  $500  and  a  Mercury 

Commuter  station  wagon  in  Mercury's 
tenth  anniversary  station  promotion  man- 

agers contest  was  awarded  to  Jack  Town- 
send  of  KELO,  Sioux  Falls,  S.  D.  Receiv- 

ing $500  in  cash  are  Phyllis  Doherty, 

WNAC-TV  Boston;  Morris  Quave,  WDEF- 
TV  Chattanooga,  Tenn.,  and  Judd  Choler, 

WFMY-TV  Greensboro,  N.  C.  A  special 
award  of  $250  was  voted  to  Robert  Mur- 
dock,  KSL-TV  Salt  Lake  City.  Contest 

was  announced  in  May  by  Mercury's  agen- 
cy, Kenyon  &  Eckhardt.  Winners  were  to 

be  announced  on  Ed  Sullivan  Show  on 

CBS-TV  Sunday  (July  20). 

L.  A.  Pages  Pick  NABET 

Pages  at  ABC  (radio  and  television)  Los 
Angeles,  chose  NABET  as  bargaining  agent 
in  NLRB  election  held  Thursday,  as  NBC 
pages  had  done  week  before.  Of  14  pages 
eligible,  1 1  pages  voted,  all  for  NABET. 

INSCRUTABLE  REASONING 

Ampex  executives  were  amused 
when  they  received  lengthy  letter  from 

Japanese  patent  office  explaining  sci- 
entific reasons  why  it  is  impossible  to 

record  visual  signal  on  tape  and  there- 

fore regretfully  rejecting  Ampex's  ap- 
plication for  Japanese  patent  for  its 

videotape  recording  process.  Less 
amusing  was  introduction  on  Japanese 

market  of  close  copy  of  Ampex  ma- 
chines, made  in  Japan  under  name 

"Jampex."  Lack  of  patent  protection 
in  that  country  gives  Ampex  no  legal 

ground  to  contest  unlicensed  competi- 
tion. 

BRIEFLY 

Late-breaking  items  about  broadcast 

business;  for  earlier  news,  see  Adver- 
tisers &  Agencies,  page  32. 

SHOPPER  •  Vick  Chemical  Co.,  N.  Y., 

through  its  agency,  Morse  International, 
N.  Y.,  considering  participation  as  charter 

member  in  new  ABC-TV  scheduled  "Oper- 
ation Daybreak"  or  possibly  buying  entry 

into  NTA  Film  Network.  Decision  is  ex- 
pected to  be  made  early  this  week.  Vick 

participated  in  daytime  "contiguous  rate" 
arrangement  last  season  on  CBS-TV. 

FROM  EVE  TO  DONNA  •  Shulton  Inc., 
Clifton,  N.  J.,  somewhat  disappointed  over 

its  last  network  purchase  —  CBS-TV's 
Eve  Arden  Show- — will  give  network  tv 

another  try.  It's  joined  Campbell  Soup  Co. 

as  alternate  week  sponsor  of  Screen  Gems' 
new  Donna  Reed  Show  on  ABC-TV  (Wed., 
9-9:30  p.m.)  effective  Sept.  24.  Agency: 
Wesley  Assoc.,  N.  Y. 

READY  TO  BUY  •  American  Home  Prod- 
ucts, N.  Y.,  through  Ted  Bates  &  Co.,  N.  Y., 

planning  to  buy  segment  in  77  Sunset  Strip 
Thurs.,  9:30-10:30  p.m.  on  ABC-TV  for 
fall  start.  At  least  three  other  advertisers 
said  to  be  interested  in  same  program. 

PULLS  'BET'  MONEY  o  Although  DeSoto 
Div.  of  Chrysler  Corp.  will  drop  out  of 
Groucho  Marx  show  on  NBC-TV  after 

seven  years,  it's  understood  that  advertiser 
will  return  to  tv  in  fall  but  plans  are  still  not 
formulated.  Meanwhile,  Marx  show,  You 

Bet  Your  Life,  will  continue  on  NBC-TV, 
Thursday  10-10:30  p.m.,  under  alternate 
week  sponsorship  of  Lever  Bros,  through 
BBDO  and  Toni  Div.,  Gillette  Co.,  through 

Tatham-Laird.  BBDO  is  also  agency  for 
DeSoto. 

SHADES  OF  LE  BLANC  •  With  new  lead- 

ership (appointment  of  Virginia  Corcoran  as 

president)  and  plans  for  return  to  "more 
aggressive  advertising,"  Hadacol  Inc.,  Chi- 

cago, will  turn  again  to  radio  as  it  did  years 

ago  to  promote  new  Super  Hadacol  in  south- 
ern markets.  Miss  Corcoran  formerly  was 

assistant  to  president  of  the  O'Con  Co.,  an- 
other aggressive  radio  user,  now  owned  by 

Sterling  Drugs.  Idea  behind  new  campaign: 
to  identify  Homer  &  Jethro,  comic  singing 

team,  as  Hadacol's  own  personal  spokesman 
in  radio  and  film  commercials,  already  com- 

pleted by  Fred  A.  Niles  Production,  Chica- 
go. Mohr  &  Eicoff,  NY.  and  Chicago,  is 

new  agency  for  tonic  firm. 

LONDON  ASSIGNMENT  •  S.  C.  Johnson 

&  Son,  Racine,  Wis.,  appoints  London  office 
of  Erwin  Wasey,  Ruthrauff  &  Ryan  Ltd.,  as 

agency  for  Mello  furniture  wax  for  adver- 
tising in  England  and  on  Continent.  Initial 

campaign  calls  for  tv  spots  and  newspapers. 
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PEOPLE 

at  deadline 

NEW  BROADCAST  SPORTS  BLACKOUT  URGED 

New  broadcast  clause  was  proposed  for 

bill  exempting  major  sports  from  antitrust 
laws  at  Friday  afternoon  hearing  of  Senate 
Judiciary  subcommittee  (early  story  page 

29).  Rep.  Kenneth  B.  Keating  (R-N.Y.), 
co-author  of  House-passed  bill  writing  anti- 

trust blank  check  for  professional  sports, 
asked  Senate  group  to  apply  old  baseball 
broadcast  rule  to  baseball,  football,  hockey 
and  basketball. 

This  rule  was  abandoned  by  baseball 

nearly  decade  ago  because  Dept.  of  Justice 
contended  it  violated  antitrust  laws.  Under 

Keating  amendment,  powers  once  held 
illegal  would  be  given  all  four  professional 

sports  by  law,  with  original  50-mile  black- 
out limit  increased  to  75  miles. 

Amendment  reads:  "The  regulation  of  the 
granting  by  a  club  of  rights  to  broadcast  and 
telecast  reports  of  pictures  of  contests  in  the 

organized  professional  team  sports  of  base- 
ball, football,  basketball  or  hockey  from 

broadcasting  or  telecasting  stations  located 
within  75  miles  of  the  home  stadium  of 
another  club  on  a  date  when  such  club  is 

scheduled    to   play    a  regularly-scheduled 

Reps.  Blatnik,  Griffith  Fire 
Further  Blasts  at  Ad  Claims 

Immediate  federal  crackdown  on  alleg- 
edly misleading  toothpaste  advertisements 

that  promise  prevention  of  tooth  decay  and 
mouth  odor  was  urged  Friday  by  chairman 

of  House  committee  investigating  advertis- 
ing claims  (early  story,  page  74). 

Rep.  John  Blatnik  (D-Minn.),  with  FTC 
Chairman  John  W.  Gwynne  on  stand,  quot- 

ing toothpaste  ad  proclaiming:  "Saves  your 
teeth  from  decay — Tests  after  tests  by  den- 

tists proved  it"  charged  ad  was  "not  only 
a  misleading  statement  but  a  flat  lie."  He said  American  Dental  Assn.  know  of  no 

tests  by  even  one  dentist  to  prove  statement 
and  that  he  could  not  understand  why  FTC 

cannot  stop  such  abuses. 

Cigarette  and  toothpaste  firms  are  flood- 

ing U.  S.  with  "bunk  and  junk"  about  their 
products,  Rep.  Blatnik  charged. 

Comr.  Gwynne  replied  FTC  would  have 

to  prove  such  claims  were  untrue  with  clini- 
cal tests  and  maintained  toothpaste  adver- 

tising, although  not  100%  true,  still  serves 

needed  purpose  in  promoting  dental  hy- 

giene. "This  is  not  to  say,  however,  that 
this  observation  should  be  taken  to  excuse 

any  false  claims,  but  in  this  field  it  is  ex- 
tremely difficult  to  determine  whether  or 

not  a  specific  claim  is  true,"  he  said. 
"Can't  you  just  tell  them  [cigarette  and 

toothpaste  advertisers]  to  stop  fooling  the 

public  [with]  wild  statements?"  Rep.  Blat- 
nik asked.  He  said  it  is  "rather  ridiculous" 

to  hear  five  or  six  different  cigarette  manu- 

league  game  in  the  same  sport." 

Questioned  by  Sen.  Joseph  C.  O'Maho- 
ney  (D-Wyo. ),  Rep.  Keating  said  House 
sponsors  of  bill  had  no  idea  broadcast  para- 

graph gave  all  four  sports  freedom  to  ar- 
range cross-sports  blackouts.  He  also  said 

sponsors  had  no  idea  bill  would  grant  un- 

precedented legal  immunities  due  to  lan- 
guage in  first  sentence. 

Sen.  Estes  Kefauver  (D-Tenn.),  chair- 
man of  Senate  subcommittee,  said  he  liked 

Keating  broadcast  amendment  better  than 

original  paragraph,  with  its  blanket  exemp- 
tion for  any  kind  of  broadcast  blackout. 

Rep.  Keating  cited  troubles  of  Rochester 
(N.  Y.)  Red  Wings  when  the  St.  Louis 
Cardinals  Club  decided  not  to  operate 

club  any  longer.  Civic-minded  group  was 

formed,  he  said,  and  "with  the  aid  of  press, 
radio,  television  and  sports-minded  fans  of 
that  city  a  successful  campaign  was  con- 

ducted." Club  is  now  in  struggle  for  sur- 

vival, he  said,  adding,  "Their  efforts  are 
doomed  to  failure  unless  major  league  tele- 

vision competition  for  their  local  patrons  is 

curbed." 

facturers  claim  their  product  contains  less 

tar  and  nicotine  than  any  other.  "No  one 
knows  who's  lying,"  he  stated. 

Comr.  Gwynne  said  at  present  there  is 
no  common  standard  for  measuring  tar  and 

nicotine  content  of  cigarettes.  "The  whole 
trouble  with  these  claims  ...  is  that  they 

are  all  using  a  different  test,"  he  explained. 
Congress  should  consider  legislation  re- 

quiring cigarette  manufacturers  to  list  tar 

and  nicotine  content  on  outside  of  pack- 

ages, he  said. 
Rep.  Martha  W.  Griffiths  (D-Mich.) 

maintained,  despite  lack  of  funds,  FTC 

could  do  "a  lot  more  than  is  now  being 
done"  to  protect  public  from  false  adver- tising. 

Investigations,  conducted  by  Legal  & 
Monetary  Affairs  Subcommittee  of  House 
Government  Operations  Committee,  ad- 

journed following  Friday  session. 

Sullivan  Takes  Corinthian  Post 

Robert  J.  Sullivan,  director  of  program 
promotion  and  merchandising  for  CBS 

Radio,  named  Friday  as  director  of  promo- 
tion and  advertising  for  Corinthian  Broad- 

casting Corp.,  effective  about  Aug.  1.  He  will 
work  closely  with  general  managers  and 
promotion  managers  of  Corinthian  stations 
and  with  advertisers  and  agencies  to  give 
promotion  and  merchandising  assistance  to 

all  advertisers  using  Corinthian  stations.  Sta- 
tions are  KOTV  (TV)  Tulsa;  KGUL-TV 

Houston,  WANE-AM-TV  Fort  Wayne  and 
WISH-AM-TV  Indianapolis. 

JOHN  W.  MURPHY,  tv-radio  producer, 
Kenyon  &  Eckhardt,  N.  Y.,  appointed  head 
of  tv-radio  commercial  production  depart- 

ment, succeeding  ALFRED  R.  TENNY- 
SON, vice  president  and  director  of  tv-radio 

commercial  department  who  move  to  L.  A. 
office,  as  vice  president  in  charge  of  tv  and 
radio  for  that  and  S.  F.  office. 

THOMAS  M.  MORTON,  with  William  Esty 

Co.,  N.  Y.,  as  marketing  account  executive 

on  P.  Ballantine  &  Sons,  elected  vice  presi- 
dent. 

ROBERT  T.  QUINLAN,  producer-director 
at  CBS-TV  in  N.  Y.,  has  joined  KTLA  (TV) 
Los  Angeles  as  program  manager. 

WILLIAM  L.  SIBERT,  assistant  advertising 

manager,  Whitehall  Labs,  division  of  Amer- 
ican Home  Products  Corp.,  named  advertis- 

ing manager. 

JOSEPH  P.  HARDIE,  vice  president  and 
plans  board  member  of  Sullivan,  Stauffer, 
Colwell  &  Bayles,  N.  Y.,  has  been  elected 
member  of  executive  committee. 

BORIS  MOROZ,  copywriter  on  Edsel  ac- 
count at  Foote,  Cone  &  Belding,  Detroit, 

appointed  copy  director  that  office,  succeed- 
ing late  ROBERT  J.  HAKKEN. 

WILLIAM  J.  MAUTER,  formerly  associ- 
ate copy  chief,  C.  L.  Miller  Inc.,  N.  Y., 

joins  VanSant,  Dugdale  &  Co.,  Baltimore, 

as  copy  supervisor. 

ELIZABETH  GOULD  resigned  as  execu- 
tive secretary  Radio  Television  Directors 

Guild,  Hollywood. 

MARTIN  L.  STRAUS  II,  63,  credited  with 

originating  radio's  Take  It  or  Leave  It  quiz 
(and  its  now-famous  $64  Question)  for 
Eversharp  Inc.  of  which  he  was  president 
until  1951,  died  of  heart  attack  Thursday 

night  (July  17)  at  Lenox  Hill  Hospital,  N.  Y. 
Mr.  Straus  for  past  few  years  headed  By- 
mart-Tintair  Inc.  (former  in  partnership 
with  late  public  relations  executive  Carl 

Byoir). 

CATV  in  Turnabout  Role 

Shoe  was  on  other  foot  in  broadcasters 
vs.  CATV  battle  last  week  when  Montana 
Microwave,  common  carrier  feeding  signals 

of  three  Spokane  tv  stations  to  CATV  sys- 
tem in  Missoula,  Mont.,  asked  FCC  to  set 

aside  June  18  grant  without  hearing  to 
KMSO-TV  Missoula  for  its  own  microwave 
station.  Montana  Microwave  said  it  has  rea- 

son to  believe  KMSO-TV  plans  to  bring  in 
same  three  Spokane  tv  outlets,  selecting  best 

programs  from  each,  and  thus  will  bring 
economic  destruction  to  local  CATV  sys- 

tem, Missoula  Tv  Cable  Co.  Inc.,  and  to 
Montana  Microwave.  Besides  that,  MM 

said,  KMSO-TV  microwave  station  means 
common  carrier  will  lose  potential  customer 
in  KMSO-TV  itself.  MM  said  it  has  $80,000 
investment  which  may  be  lost,  plus  another 

$20,000  in  equipment  serving  CATV  in 
Kalispell,  Mont.,  which  could  not  operate 

profitably  alone. 
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THREE  SMASH  YEARS  ON 

NETWORK... AND  RENEWED  FOR 

A  FOURTH  YEAR! 

Robin  Hood  comes  alive  .  .  . 

to  become  your  most  powerful  salesman! 

Cash  in  on  the  tremendous  built-in  following 

of  TV's  most  spectacular  adventure  series.  A  prestige 
showcase  that  will  sell  every  kind  of  product, 

because  it  reaches  every  member  of  the  family  and  features 

the  characters  all  America  knows  and  loves. 

RICHARD  GREENE  bernadette  o'farrf.ll  Alexander  oauge 
plays  Robin  Hood         plays  Maid  Marian       plays  Friar  Tuck 

ARCHIE  DUNCAN 

plays  Little  John 

ALAN  WHEATLEY  plays 

Sheriff  of  Nottingham 

Same  sponsor  for  three  years  on  network.  .  .  .  and 

their  sensational  sales  records  show  why!  And  Robin  Hood 

offers  his  sponsor  promotions  unlimited! 

Over  $2  million  in  merchandising  sales  already,  with 

33  licensed  manufacturers  offering  Robin  Hood 

products  for  premiums,  contests  and  give-aways. 

Look  at  the  ratings! 

In  city  after  city,  Robin  Hood 
consistently  outvoted  competition  in  its  time  spot. 

No.  of  Share  of 
City                          Stations  Audience 
Birmingham   2  65.3% 
Boston   3  67.3% 
Buffalo   3  70.8% 

Charleston-Huntington  3  70.9% 
Colorado  Springs  2  63.6% 
Dayton   3  67.8% 
Duluth-Superior   2  75.1% 
Jacksonville   2  92.3% 

No.  of  Share  of 
City                         Stations  Audience 
Los  Angeles  7  44.0% 
Miami-Ft.  Lauderdale    3  64.7 % 
New  York  7  42.9% 
Norfolk   2  81.2% 
Philadelphia   4  57.6% 
Providence   2  72.8% 
Rochester   2  69.6% 
San  Antonio   3  61.5% 

"THE  ADVENTURES 

IN  SHERWOOD  FOREST' 

IS  THE  BUY  OF  THE  YEAR! 

Produced  by  Sapphire  Films,  Ltd. 

See  the  man  from  Official  for  availabilities.  OFFICIAL  FILMS,  INC.  25  West  45th  Street,  New  York,  N.  Y. 

representatives:  Atlanta  /  Jackson  2-4878      •     Beverly  Hills  /  Crestview  6-3528      •     Chicago  /  Dearborn  2-5246 

Cincinnati  /  Cherry  J-4088      •     Dallas  /  Emerson  8-7467      •     Fayetteville  /  Hillcrest  2-5485      •     Ft.  Lauderdale  /  Logan  6-1981 
Minneapolis  /  Walnut  2-2743      •     San  Francisco  /  Juniper  5-3313      •     St.  Louis  /  Yorktown  5-9231 



OPEN  MIKE 

Uncle  Sam  Says  'Thanks' 
editor: 

The  Internal  Revenue  Service  during  the 

1958  federal  income  tax  filing  period  re- 
ceived the  finest  cooperation  in  its  history 

from  the  national  television  and  radio  in- 
dustry. 

Each  of  our  nine  regional  and  64  district 

offices  reported  active  interest  and  assist- 
ance from  broadcasters  of  their  area  in 

bringing  to  their  millions  of  viewers  and 
listeners  helpful  programs  and  pertinent 
hints  on  filing  requirements. 
We  are  very  grateful  for  the  aid  and 

understanding  which  these  members  of  the 
industry  so  generously  provided. 

Russell  C.  Harrington 
Commissioner  of  Internal  Revenue 
Washington,  D.C. 

No  Complaints 

editor: 

It  was  a  real  pleasure  to  do  the  Monday 
Memo,  [July  7].  Judging  from  the  mail 
I  have  received,  a  lot  of  people  read  the 
article.  Another  indication  that  you  still 
have  the  best  damned  book  in  the  business. 

Harry  K.  Renfro 

Director  of  Radio-Tv 

D'Arcy  Adv.,  St.  Louis 

editor: 

The  Monday  Memo  by  Harry  K.  Renfro 

on  the  country  and  western  consumer  mar- 
ket was  long  past  due.  We  have  often 

tried  to  remind  national  and  regional  time- 
buyers  and  the  networks  that  country  music 
devotees  constitute  a  veritable  Fort  Knox 

when  it  comes  to  product  loyalty  and  re- 
sults. Harry  Renfro  deserves  a  gold  guitar! 

Connie  B.  Gay,  Chairman 
Town  &  Country  Network 
Arlington,  Va. 

editor: 

We  want  to  express  our  most  sincere 
thanks  for  the  excellent  handling  of  the 
story  on  our  company.  [Broadcasting,  July 

7].  Congratulations  and  complimentary  com- 
ments have  been  reaching  us  from  all  di- 

rections as  a  result  of  this  fine  reportorial 

job. 
Robert  E.  Eastman,  President 
Robert  E.  Eastman  Co. 
New  York 

Top  40  (continued) 

editor: 

Congratulations.  Once  again  you  prove 
to  the  entire  broadcasting  industry  that 

there  is  no  substitute  for  your  "know  how" 
and  leadership  in  this  industry.  Your  splen- 

did editorial  entitled  "Wrong  Enemy"  [July 
14]  is  just  another  example. 

Fred  H.  Kenkel,  V.  P. 
C.  E.  Hooper  Inc. 
New  York 

editor: 

Congratulations  on  your  editorial,  "Wrong 

Enemy."  WFBR,  now  in  its  36th  year,  can 
hardly  be  classed  as  Johnny-Come-Lately, 
but  at  the  same  time,  we  pride  ourselves 
in  being  as  modern  as  the  stations  who  call 

themselves  "modern."  During  those  36  years 
we  have  been  affiliated  with  three  of  the 

major  networks  and  are  presently  independ- 
ent. However,  as  a  network  affiliate,  we 

didn't  "hate"  independents  and,  as  an  in- 

dependent, we  don't  have  our  guns  trained on  network  stations.  There  is  room  and 

need  for  both. 

We're  getting  pretty  tired  of  all  the  can- 
nibalism in  our  great  industry.  Let's  all  sell 

on  our  unique  merits  and  when  those  com- 

petitive corpuscles  start  singing,  let's  point our  combined  efforts  toward  our  direct 

mail  competitors,  whose  clients  face  rate 
increases  up  to  50%  when  the  new  postal 
rates  become  effective  Aug.  1.  There  is 
really  gold  in  them  hills.  All  it  takes  is  a 
little  digging. 

Robert  B.  Jones  Jr. 

V.P.-General  Manager 
WFBR  Baltimore 

editor: 

.  .  .  the  survey — and  let's  admit  it  was 
loaded — tended  to  indicate  that  timebuyers 

placed  greater  confidence  in  standard  pro- 
gramming— whether  by  network  affiliate 

stations  or  by  PrehiSTORZic  independent 

stations — than  they  did  in  "modern"  radio. 
Within  hours,  typewriters  in  Dallas,  Mem- 

phis, Omaha,  Miami  and  New  York  were 
smoking  as  Todd  Storz,  Gordon  McLendon 
and  Gerry  Bartell  among  others,  rushed  into 
battle. 

The  keys  that  those  typewriters  hit  were 
the  same  ones  that  have  been  clacking  for 

many  months — the  ones  that  spell  the  doom 

of  "old  fashioned"  radio.  As  might  have 
been  expected,  the  battle-cry  was  raised 
that  "old-fashioned"  radio  has  been  dead 

for  years  even  if  it  doesn't  know  it,  that 
only  "modern"  radio  can  survive,  that  net- 

works and  network  affiliates  have  rigor 
mortis  and  that  the  only  kind  of  radio  that 

is  paying  off  today — for  itself  and  for  its 
customers — is  the  kind  formulized  by  inde- 

pendent stations  patching  together  hit  rec- 
ords, staccato  news,  siren  wails,  license 

plate  numbers,  public  service  announce- 
ments by  the  ton,  axe-grinding  community 

service  and  commercial  piled  on  commercial 
piled  on  commercial. 

Between  the  keys  the  champions  of  this 
"modern"  radio  also  let  it  be  known  that 
although  timebuyers  may  say  they  deplore 
this  kind  of  radio  when  it  comes  time  for 

them  to  put  their  clients'  money  where  their 
mouths  are  they  climb  all  over  each  other's 
backs  to  get  aboard  the  rock-and-roll  train. 

Although  it  may  be  true  that  in  some  iso- 
lated markets,  modern  radio  has  taken  a 

commanding  lead  in  ratings  and  probably  in 
national  spot  business,  if  ever  there  was  a 
case  of  the  tail  wagging  the  dog,  this  is  it. 
Certainly  Gordon  McLendon  can  point  to 

KLIF  in  Dallas  as  a  prime  example  of  mod- 
ern radio  beating  the  pants  off  everything 

else  in  the  market;  just  as  surely  Todd 
Storz  can  show  the  dominance  of  WQAM 

in  Miami;  there's  no  question  that  Harold 
Krelstein  has  a  smokin'  pistol  in  Memphis. 
But  somebody  has  his  perspectives  showing 
because  the  deplorable  part  of  the  story  is 

that  an  entire  industry  picture  has  been  dis- 
torted because  of  the  dramatic  publicity 

fire-power  of  a  handful  of  people  operating 

167,769  TV  HOMES 

kode-tv  in  the  Joplin  market  covers 
a  4-state  area  with  167,769  TV  homes, 
669,800  population  and  $776,919,000 

buying  power. 

Joplin  is  the  urban  center  of  11  com- 
munities in  an  18-mile  radius  with  a 

combined  population  of  97,750. 

kode-tv  in  the  Joplin  market  is  28 
percent  taller,  and  29  percent  more 
powerful  than  any  competitor. 

*  Television  Mag.  Set  Count— June  '58 

CREATED  BY 

of  the  Rep.  by 
Friendly  Group  Avery-Knodel 

WSTV.  WSTV-TV,  Steubenville;  WB0Y,  WBOY-TV,  Clarksburg; 
K0DE,  KODE-TV,  Joplin,-  WPAR,  Parkersburg;  WPIT,  Pittsburgh; 
KMLB,  Monroe,  La.;  Colmes-Werrenrath  Prod.,  Inc.,  Chicago  m 
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OPEN  MIKE CONTINUED 

233.310  TV  HOMES 

JACKSON,  MISSISSIPPI 

"Television  Magazine 

Here's  a  sales-lively  market  rich  in  growth  factors. 
Buying  power  up  40%  since  1950  and  retail  sales  up  a 

whopping  125%  in  ten  years.  Indeed,  the  effective  buy- 

ing income  per  family  in  our  Jackson  market  area  is 

$5,735.00.**  Only  the  two  great  TV  stations  in  Missis- 

sippi's capital  city  reach  this  market.  Need  more  urging? 
Call  Hollingbery  or  Katz  for  a  file  of  facts. 

""Sales  Management  1957  Survey  of  Buying  Power 

MISSISSIPPI  IS  SOLD  OIM  TELEVISION 

WLBT 

CHANNEL 
HOLLINGBERY 3 CHANNEL KATZ 

Page  14 July  21,  1958 

or  representing  a  handful  of  stations  in  a 
handful  of  markets. 

The  facts  of  the  matter  are  that  in  market 

after  market — in  major  markets,  semi-ma- 
jor markets  and  minor  markets,  in  indus- 
trial and  metropolitan  areas  and  in  agricul- 
tural markets,  in  the  overwhelming  majority 

of  markets  in  the  country — old-fashioned 
radio  is  clobbering  modern  radio.  Some- 

times that  old-fashioned  radio  is  provided 

by  network  stations,  sometimes  by  unre- 
constructed independents  that  were  major 

forces  in  the  market  when  "independent" 
was  almost  a  naughty  word,  but  in  either 
case  the  beating  is  being  administered  by 

operators  who  wouldn't  be  caught  dead  in- 
jecting the  miracle  drug  of  modern  radio 

into  their  veins. 

Take  the  big  markets  .  .  .  the  really  big 
markets. 

Take  New  York.  There  isn't  a  timebuyer 
in  the  business  who  can't  prove  to  you  that 
WCBS,  WOR  and  WNEW  dominate  this 

biggest  of  all  markets — dominate  it  in 
listening,  in  acceptance  and  in  business. 

How  about  Detroit?  Where's  the  modern 

radio  that  can  challenge  WJR's  booming 

Great  Lakes  voice  or  WXYZ's  strangle-hold 
of  Autoland.  Pittsburgh?  KDKA,  WCAE 

and  WWSW  have  the  Tri-State  area  wrapped 
up  in  their  little  fingers.  Sure,  all  three  are 
independents  but  Lenny  Kapner,  Pete 
Schloss  and  Westinghouse  had  the  Golden 

Triangle  in  the  palm  of  their  hands  before 
Todd  Storz  or  Gerry  Bartell  knew  what  a 

timebuyer  was.  Boston?  It's  WBZ,  WEEI 
and  WHDH  all  the  way.  Keep  looking.  Los 

Angeles.  KNX  and  KMPC  by  a  landslide— 

and  if  you  call  KMPC  "modern"  radio 
you'll  have  to  trade  blows  with  an  all- 
American  football  player  by  the  name  of 
Bob  Reynolds. 

Take  some  smaller  markets.  Hartford  for 

example.  NBC's  WTIC  and  CBS'  WDRC 
have  this  one  sewn  up  tighter  than  a  drum. 
Atlanta?  Nothing  even  comes  close  to  WSB 
and  a  lot  of  people  have  tried.  Columbus 
or  Youngstown?  Dick  Borel  and  Dutch 
Bowden  will  show  you  how  a  CBS  affiliation 
makes  mincemeat  of  central  Ohio.  Look 

out  in  California,  the  farm-rich  Central 

California  Valley,  and  you'll  see  one  that's 
so  bright  you  need  blinders — a  5-station 
McClatchy  Beeline  affiliated  with  not  one 

but  three  different  networks  and  it's  so  far 

out  in  front  you  can't  find  the  runnerup. 
The  list  is  endless.  WTAG  in  Worcester. 

WFIL  in  Philadelphia.  WBEN  in  Buffalo. 
KING  in  Seattle.  WMT  in  Iowa.  WBT  in 

Charlotte.  KLZ  in  Denver.  WPTF  in  Ra- 

leigh. WHP  in  Harrisburg.  WRVA  in  Rich- 
mond. WHEC  in  Rochester.  WSPD  in  To- 

ledo and  on  and  on  it  goes  in  hundreds  of 
markets  large  and  small  where  a  network 
affiliate  or  an  independent  that  deliberately 
avoids  the  characteristics  of  modern  radio 

is  the  leading  station  in  the  market  today 
as  it  was  yesterday  and  as  I  suspect  it  will 
be  tomorrow. 

Now  comes  the  disclaimer — and  the 

point.  As  far  as  station  operators  are  con- 

cerned, they  don't  come  any  better  than 
Gordon  McLendon  or  Todd  Storz  or  Gerry 
Bartell  or  Harold  Krelstein  or  dozens  of 

minor  leaguers  who  have  successfully  car- 
bon-copied their  blueprints.  And  as  far  as 
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STEADY  GROWTH 

PUTS  WPDQ 

JACKSONVILLE 

IN  A  POWERFUL 

No.  1  POSITION 

JACKSONVIL
LE,  FLA 

600  KC  -  5000  WATTS 
24  HOUR  SERVICE 

TAKE  A  LOOK  AT  THE  RECORD 

■ 

H  00  PE  RATING 

(Average  Share  of  Audience) 
Mon.-Fri.  6:00  AM  to  6:00  PM 

Oct. '56  Oct. 

'57 

30% 

STA.  A 

25% 

20% 

STA.  C 

wpdq\ 
STA.  D 

STA.  B 

15% 

10% 5% 

0.% 

PULSE  REPORT 

(Percent  of  Total  Audience) 
Mon.-Fri.  6:00  AM  to  6:00  PM 

Oct 

'56          April  '57  Oct. 
'57  April 

'58 

30% 

25% 

STA.C STA.  A^ sta.bx 

sta.d\ 

>s._ 

20% 

15% 

WPDQ 

10% 
5% 

0.% 

Robert  Feagin,  President  —  Ernest  R.  Carrie,  Sales  V.-P. 
Represented  by 

VENARD,  RINTOUL  &  McCONNELL,  INC. 

JAMES  S.  AYERS,  SOUTHEAST 



starring 

LEE  TRACY 

Wire  or  phone 
Michael  M.  Sillerman 

Exec.  V.P.,  collect 
today  for  your 
market! 

OPEN  MIKE  CONTINUED 

stations  are  concerned  there's  no  question 
that  a  KTSA  or  a  WQAM  or  a  WOKY  or  a 

WCAO  is  a  good  station,  performing  a  valu- 
able local  service  and  filling  a  community 

need.  But  the  fact  remains  that  hundreds  of 

aggressive  operators  have  learned  how  to 
twist  a  network  affiliation  by  the  tail  until 

it  pays  off  in  spades  (with  network  program- 
ming that  is  good,  bad  or  indifferent  and  it 

doesn't  seem  to  matter  which  it  is). 
The  irony  of  the  situation  is  that  even  if 

network  radio  is  gasping  for  breath,  net- 
work station  radio  is  just  as  alive,  just  as 

vigorous,  just  as  successful  and  just  as 

profitable  as  the  so-called  modern  radio. 
The  only  problem  is  that  the  loud,  vigorous 
cacaphony  of  sound  mimeographed  out  of 

the  headquarters  of  "modern"  radio  in 
Dallas,  Kansas  City,  Milwaukee,  Memphis 
and  a  few  other  cities  have  drowned  out 

the  spokesmen  of  old-fashioned  radio.. 
Hence  this  small  voice. 

Mitch  DeGroot 
Radio  Sales  Director 

Paul  H.  Raymer  Co. 

New  York 

editor: 

If  everyone  in  advertising  agrees  [with 

NBC's  survey  results],  why  are  there  so 
many  Top  40  stations  and  why  do  they,  as 

a  pretty  general  rule,  make  so  much  money? 
I  am  confident  that  in  every  market  there 
are  successful  Top  40  stations,  there  are 
numerous  good  music  stations  that  can  be 
purchased  for  the  same  cost  and  can  offer 
a  much  better  buying  audience  than  the 
Top  40  stations.  The  problem  seems  to  lie 
in  the  fact  that  ratings  have  become  too  big 
a  factor.  Buying  and  other  factors,  such  as 

programming,  commercial  policies  and  per- 
sonalities, have  been  pushed  aside  as  sec- 

ondary consideration. 
John  O.  Gilbert 

Commercial  Sales  Manager 
WKMH  Detroit 

editor: 

may  we  have  permission  to  reproduce 

portions  of  text  and  tables  from  "top 
forty  formula  under  fire"  article 
leading  your  june  30  issue.  be  assured 

we  will  not  quote  out  of  context  and 
will  give  ample  credit  to  source. 

lloyd  price 
krld  dallas,  tex. 

EDITOR: 

We  think  your  article,  "Top  40  Formula 
Under  Fire,"  is  tremendous,  and  feel  that 
its  use  in  the  Portland  market  would  be 

a  very  valuable  sales  tool.  If  reprints  are 
available  would  you  please  send  us  25 

copies. 
Albert  L.  Zack  Jr. 

KLIQ  Portland,  Ore. 

editor: 

...  I  would  appreciate  your  sending  me 

1 2  reprints  
Ed  Niehay 

General  Manager 
KEYY  Provo,  Utah 

[EDITOR'S  NOTE:  Reprints  are  available  at  10 cents  each.] 

IN  REVIEW 

STEVE  ALLEN  PRESENTS: 

STEVE  LAWRENCE  &  EYDIE  GORME 

It's  a  pleasant  summertime  diversion,  this 
Steve  and  Eydie  Show;  it  stands  out  in  a 

morass  of  giveaway  shows  and  silly  summer- 
time sustainers  as  a  fresh,  genuinely-appeal- 
ing romp  of  musical  circumstance.  The 

Lawrences  radiate  charm  and  boast  a  styl- 
ishness that  has  become  a  rarity  in  this  day 

of  the  gyrating  pelvis.  To  be  sure,  their 
written  material  could  stand  some  improve- 

ment, and  the  orchestrations  by  Jack  Kane 

ought  to  be  toned  down  a  bit — say  a  couple 
of  hundred  decibels.  But  taken  as  a  whole, 
the  twosome  has  a  hit  on  its  hands. 

The  premiere  show  a  week  ago  Sunday 

(July  13)  came  off  particularly  well,  so  far 

as  "premieres"  go.  Joining  Steve  and  Eydie 
were  basso-profundo  Salvatore  Baccaloni, 

Jackie  Cooper,  Margaret  O'Brien,  Shari 
Lewis  and  two  puppets  named  Lamb  Chop 

and  Charley  Horse.  Signor  Baccaloni 
beamed  warmth  (and  girth);  Mr.  Cooper 

banged  the  drums  admirably,  and  ventrilo- 
quist Lewis,  to  quote  a  radio  jingle,  was 

"indescribably  delicious."  Miss  O'Brien,  cute 
as  a  button,  may  have  a  hard  time  shaking 

off  a  reputation  as  "child  actress."  Her breathlessness  left  a  few  viewers  gasping 
with  dismay. 

Production  costs:  Approximately  $45,000. 

Sponsored  by  American  Machine  &  Foun- 
dry Corp.  through  Cunningham  &  Walsh; 

Procter  &  Gamble  and  Greyhound  (Grey 

Adv.)  on  NBC-TV,  Sun.,  8-9  p.m.  EDT. 
Started  July  13. 

Producer:  Nick  Vanoff;  director:  Dwight 
Hemion;  writers:  Johnny  Bradford,  Bill 
Dana,  Frank  Peppiat  and  Jud  Holstein; 
associate  producer:  Jim  Elson;  music: 
Jack  Kane. 

BUCKSKIN 

Words  like  "sentimental"  and  "heart- 
warming" are  not  usually  applied  to  tv  West- 

erns, yet  they  are  the  adjectives  that  come 
first  to  mind  when  Buckskin  is  the  subject. 
Buckskin  is  unquestionably  a  Western,  its 
scene  a  frontier  town  in  Montana  Territory 
in  1880,  but  this  scene  and  its  actors  are 

shown  from  the  point  of  view  of  10-year-old 

Jody  O'Connell,  whose  widowed  mother 
runs  the  community's  small  hotel. 

Jody,  who  narrates  as  well  as  stars  in  each 
episode,  is  the  typical  American  boy,  like 

Tom  Sawyer  of  an  earlier  Hannibal  or  Pen- 
rod  of  a  later  Indianapolis,  full  of  curiosity 

about  the  fascinating  world  around  him  and 
a  determination  to  learn  all  about  it  in  his 

own  way,  despite  the  ridiculous  restrictions 
imposed  on  him  by  incomprehensible  adults 
— such  as  his  mother,  who  attempts  to  dis- 

courage his  forays  by  keeping  him  stirring 
the  kettle  in  which  fat  scraps  are  endlessly 
being  melted  down  for  soap. 

The  opening  Buckskin  drama  concerned 

"The  Lady  from  Bismarck,"  mail-order 
bride  of  the  Montana  school  teacher  who  ar- 

rived as  pretty  and  willing  a  maid  as  one 
could  wish  but  who  soon  balks.  Jody  ferrets 

out  the  real  reason  (that  she  can't  read  and 
therefore  is  not  fit  to  marry  an  educated 
man)  and  sets  about  remedying  it. 

As  conceived  by  Harold  Swanton,  writer- 
Broadcasting 



working 

partners 

recipe  for  sales  .  .  . 

There  is  a  distinguishing  flavor 

about  representative  organizations 

which  comes  principally  from  the . 

type  of  men  who  actively  head  up 

each  firm. 

Here,  this  consists  of  the  group  of 

Working  Partners  who  started  H-R, 

and  who  today  still  actively  continue 

to  serve  all  of  our  stations  and 

buyers  of  time. 

Supplemented  by  a  carefully  selected 

staff  of  properly  aged  and  sales 

seasoned  men,  each  following  the 

H-R  practice  of  providing  time  buyers 

with  a  complete  and  easily  digestible 

presentation  of  station  and  market 

facts,  we  have  a  recipe  for  sales  which 

appeals  to  the  business  appetites 

of  the  stations  we  serve. 

FRANK  HEADLEY,  President 
DWIGHT  REED,  Vice  President 
FRANK  PELLEGRIN,  Vice  President 

PAUL  WEEKS,  Vice  President 

"We  always  send  a  man  to  do  a  man9 s  job 

99 
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CHICAGO 

HOLLYWOOD 

SAN  FRANCISCO 
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DETROIT 

ATLANTA 

HOUSTON 
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It  just  takes  one  BIG  one  • . . 

Just  as  One  Big  Putt  Can  Make  all  the  Difference 

in  the  world  in  golf  . .  .  one  big  station  can  make  a  world  of 

difference  in  your  Mid-Gulf  TV  coverage. 

WKRG-TV  dominates  this 

BILLION-DOLLAR  Mid- 

Gulf  Area  in  all  three 

rating  services  (Nielsen, 

ARB  and  Pulse).  Now, 

something  new  has 

been  added  .  .  . 

NEW,  TALLER  TOWER  ADDS  GREATER  MID-GULF  COVERAGE 

Even  before,  Nielsen  gave  WKRG-TV  46,000  extra  families 

in  the  Mobile  Market.  Now,  a  new  maximum-height  tower 

sends  WKRG-TV's  better  programming  booming  into  tens  of 
thousands  of  additional  Mid-Gulf  homes  ...  as  the  map 

below  clearly  shows.  For  full  details  of  WKRG-TV's  lead, 
call  your  Avery-Knodel  man  ...  or  C.  P.  Persons,  Jr., 

V.P.  and  Gen'l.  Mgr.  of  WKRG-TV. 

ALABAMA 

J_.  J^'ll  »  J    MOBILE,  ALABAM ^^L^^*^^     Reps.  Avery-Knod 

IN   REVIEW  CONTINUED 

creator  of  Buckskin,  and  portrayed  by  Tom- 
my Nolan,  Jody  is  a  believable,  likable 

youngster,  whose  adventures  should  attract 
enough  viewers,  week  after  week,  to  demand 
its  continuance  after  Oct.  2,  when  Ernie 

Ford's  Ford  Show  returns  to  the  Thursday 

night  spot  on  NBC-TV  that  Buckskin  has 
taken  over  for  the  summer.  Sally  Brophy, 

starred  as  the  young  Widow  O'Connell,  had 
little  to  do  in  "The  Lady  from  Bismarck" 
but  she  did  that  little  pleasantly  enough. 

Carolyn  Kearney  in  the  title  role  and 

Michael  Lipton  as  her  mail-order  husband- 
to-be  capably  handled  their  roles  as  the 

young  lovers.  But  the  viewers'  attention  was 
effectively — and  enjoyably — kept  focused 
on  Jody  and  his  enactment  of  the  role  of  a 
homespun  Cupid. 

Production  costs:  Approximately  $32,500. 

Sponsored  by  Ford  Div.  of  Ford  Motor  Co. 
and  Ford  Dealers  of  America  through  J. 

Walter    Thompson    Co.    on  NBC-TV 
Thurs.,  9:30-10  p.m.  Started  July  3. 

Filmed  at  Revue  Productions,  Hollywood, 
for  The  Betford  Corp. 

Producer:    Robert   Bassler;  writer-creator: 
Harold  Swanton;  director:  Earl  Bellamy; 

director  of  photography:  Bud  Thackery; 
art  director:  Frank  Arrigo;  set  decorator: 
John  McCarthy. 

THE  CHEVY  SHOWROOM 

Following  Pat  Boone  in  The  Chevy  Show- 
room is  doubtless  a  thankless  chore  for  any 

performer  but  singer  Andy  Williams  rang 

i  up  a  small  sale  in  his  debut.  The  result  was 
a  pleasant  elixir  of  song  and  dance  that  fell 

only  slightly  short  of  being  a  tv  midsummer 

night's  dream. 
M.c.  Williams  possesses  no  discernibly 

great  singing  talent.  He  is  awkward  and 
halting  but  with  a  rewarding  boyishness  and 
wholesomeness  that  would  do  Mr.  Boone 

credit.  It  is  competent  choreography  and 

production  know-how,  however,  that  will 
sustain  the  new  summer  series,  if  the 

opener  is  any  criterion. 

With  such  supporting  talent  as  the  Bob 
Hamilton  Trio,  comedian  Dick  Van  Dyke, 

the  Corvettes — all  benefiting  from  the  sure 

deft  touch  of  producer-director  Bill  Hobin 
— The  Chevy  Showroom  moved  along  on 
the  wheels  of  song. 

In  his  opening  bit,  Dick  Van  Dyke  made 

a  familiar  comic's  mistake  in  giving  his 
impression  of  a  cat — not  letting  the  visual 
effects  of  pure  pantomime  tell  the  story. 
The  effect  of  scenes  in  which  the  mistress 

collars  and  bells  Tom  and  drops  her  knitting 

yarn  by  the  fireside  was  diluted  by  unneces- 
sary dialogue.  Still,  the  comedian  Van  Dyke 

has  a  way  with  him. 

The  wisdom  of  permitting  m.c.  Wil- 
liams to  handle  the  commercials  may  be 

seriously  questioned,  in  view  of  Chevrolet's avowed  success  with  singers  Boone  and 
Dinah  Shore  as  personality  spokesmen.  As 

a  result,  the  sponsor  may  want  to  separate 
the  men  from  the  choir  boys  to  achieve 

maximum  impact  in  its  showroom. 

Production  costs:  $35,000. 

Sponsored  by  Chevrolet  Div.,  General  Mo- 
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RADAR  ON  EVERY  UNITED  PLANE 

ADDS  EXTRA  DEPENDABILITY  TO  YOUR  SHIPMENT 

Captain  H.  L.  Baird  explains  something  of  interest  to  every  shipper 

"This  is  airline  radar.  It's  a  big  help  in  making  your  United  ship- 

ments as  dependable  as  they  are.  Because  radar  shows  us  weather  up  to 

150  miles  ahead,  it  prevents  long  delays  or  detours  caused  by  storms  or 

turbulence.  Every  plane  in  our  fleet  has  radar.  So  when  you  ship  United, 

you  can  be  surer  of  on-time  deliveries  and  smooth  trips  for  fragile  items. 99 

United  offers  you  more  guaranteed  space  availability  (Reserved  Air  Freight)  with 

greater  frequency  to  more  destinations  than  any  other  airline.  And  when  you 

ship  United,  you  have  the  opportunity  to  lower  marketing  costs  through  better 

inventory  balance,  broader  markets,  lower  packaging  and  insurance  costs.  These 

features,  plus  radar,  are  good  reasons  to  ship  dependably  by  United  Air  Lines. 

FOR  EXTRA  DEPENDABILITY,  SHIP  UNITED  — THE  RADAR  LINE 

For  service,  information,  or  free  Air  Freight  booklet,  call  the  nearest  United  Air  Lines  representative 

or  write  Cargo  Sales  Division,  United  Air  Lines,  36  South  Wabash  Avenue,  Chicago  3,  Illinois. 

lUNITEDI 

AIR  LINES 
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BIG 

-  FIRST 

PLACE' 

1  THAT'S 

;the  way 

I  THE 

I  BALL 

'BOUNCES 

ILN 

'  PHLLLY! 

/ After  a  phenomenal  kick- 

ed in  February  of  this  year, 

lifting  WRCV-TV  269% 

to  first  place,  BIG  RAS- 
CALS continue  to  win  a 

greater  and  still  greater 

share  of  the  audience. 

ARB  FIGURES   MON-FRI  9-10  A.M. 

JANUARY 

WRCV-TV 

SUSIE 

Station  C 

2.1 

4.8 

1.5 

FEBRUARY 

BIG  RASCALS  7.8 

SUSIE  5.6 

Station  C  1.2 

MARCH 

BIG  RASCALS  8.2 

SUSIE  2.0 

Station  C  2.0 

BIG  RASCALS. ..133  RKO  Comedies 
featuring  Leon  Errol. 

GUILD  FILMS 
<Om*AM».  INC 
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tors  Corp.  through  Campbell-Ewald  Co. 
on  ABC-TV,  Thurs.,  9-9:30  p.m.  EDT. 
Started  July  3. 

Coogo  Mooga  production;  producer-direc- 
tor: Bill  Hobin;  associate  producer:  Bob 

Scheerer;  musical  director:  Mort  Lindsey; 

musical  arranger:  Ralph  Burns;  choreog- 
rapher: Bob  Hamilton;  choral  arrange- 

ments: Mel  Pahl,  Dick  Williams. 

THE  CHEVY  SHOW 

The  ghost  of  vacationing  Dinah  Shore 
lurks  on  the  crowded  set  of  her  replacement 

show,  haunting  writers  and  stars.  Each  Sun- 
day they  go  through  a  frenzy  of  songs, 

dances  and  skits,  but  the  spectre  won't  be 
exorcised.  It's  a  poor  way  to  spend  a  sum- 

mer night,  watching  the  60-minute  rites  and 
longing  for  the  snows  and  good  old  Chevy 
Shows  of  wintertime. 

They've  hired  a  cluster  of  stars  to  hold 
things  together  until  the  fall.  But  so  much 
talent  is  wasted  in  the  uneasy  variety  format 

of  the  summer  show.  In  the  wealth  of  spe- 
cial material  written  each  week,  only  the 

commercials  and  elaborate  commercial 

bridges  really  communicate.  The  rest  of  the 
hour  conveys  little  but  false  cheer. 

Production  costs:  Approximately  $45,000. 

Sponsored  in  color  and  black-and-white  by 
Chevrolet  Motor  Div.,  General  Motors 

Corp.  through  Campbell-Ewald  Co.  on 
NBC-TV  Sun.,  9-10  p.m.  EDT.  Started 
June  22. 

Stars:  Edie  Adams,  Janet  Blair  and  John 

Raitt,  with  special  guest  Dorothy  Kirsten 

and  alternating  comedians  Rowan  &  Mar- 
tin and  Stan  Freberg. 

Henry  Jaffe  Enterprises  production  in  asso- 
ciation with  NBC-TV;  producer-director: 

Bob  Henry;  associate  producer:  Dean 
Whitmore;  writers:  Ed  Simmons,  Arnold 
Sultan,  Marvin  Worth;  choreographer: 

Ward  Ellis;  music  director:  Harry  Zim- 
merman; associate  directors:  Julio  De 

Benedetto,  Gene  Law. 

Wit  BROADCASTING ^^^K^  THE  SUSINESSWEEKLV  OF  TELEVISION  AND  RADIO 
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□  52  weekly  issues  and  Yearbook  Number  11.00 

□  Enclosed  □  Bill 

title/position  (occupation  required) 

company  name 

address 

city  zone  state 

Please  send  to  home  address —  — 

Page  20    •    July  21,  1958 
Broadcasting 



A  television  market  is  more  than  a  city 

When  you  use  KOTV  ®  Tulsa,  you  sell  a  television  market 
whose: 
•  Total  Retail  Sales  are  greater  than  Metropolitan  Dallas. 

•  Effective  Buying  Income  is  almost  $2,000,000,000. 
•  Automotive  Sales  are  greater  than  Metropolitan  Oklahoma  City,  Omaha  and 

Nashville  combined. 

Smart  advertisers  want  to  tap  this  market.  They  do  it  over 
KOTV  ©  the  station  that  has  been  first  in  Tulsa  in  every 

survey  since  1949-  Represented  by  Petry. 
Sources:  23  ARB,  Telepulse  surveys;  TV  Mag.  3/58; 

Copyrighted  .  .  .  Sales  Management  1958 

A  television  market  is  more  than  a  city 

When  you  use  KGUL-TV  ®  Houston  .  .  .  you  sell  a  quarter of  Texas — a  television  market  whose: 

•  Total  Retail  Sales  are  greater  than  Metropolitan  Washington. 
•  Effective  Buying  Income  is  over  $3,840,000,000. 

•  Food  Sales  are  greater  than  Metropolitan  Cleveland. 
Smart  advertisers  want  to  tap  this  market.  They  do 

it  over  KGUL-TV  ©  the  only  station  delivering  city-grade 
service  to  both  Houston  and  Galveston. 

Represented  by  CBS  Spot  Sales. 
Soutces:  TV  Mag.  3/58; 

Copyrighted  .  .  .  Sales  Management  1958 

WANEJtf 

FORT  WAYNE 

A  television  market  is  more  than  a  city 

When  you  use  WANE-TV  ©  Fort  Wayne,  you  sell  a  tele- vision market  whose: 

•  Total  Retail  Sales  are  twice  those  of  Metropolitan  Nashville. 
•  Effective  Buying  Income  is  over  $1,380,000,000. 

•  Automobile  Sales  are  greater  than  Metropolitan  Seattle. 
Smart  advertisers  want  to  tap  this  market.  They  do 

it  over  WANE-TV  ©  as  more  families  watch  WANE-TV  than 
any  other  station  in  the  billion-dollar  all-UHF 
Fort  Wayne  Market.  Represented  by  Petty. 
Sources:  Area  ARB  11/57;  TV  Mag.  3/58; 
Copyrighted  .  .  .  Sales  Management  1958 

INDIANAPOLIS 

.  7 

A  television  market  is  more  than  a  city 

When  you  use  WISH -TV  ©  Indianapolis,  you  sell  a  televi- sion market  whose: 

•  Total  Retail  Sales  are  greater  than  Metropolitan  Buffalo  and  Kansas  City  combined* 
•  Effective  Buying  Income  is  almost  $5,000,000,000. 

•  Food  Sales  are  equal  to  Metropolitan  Milwaukee  and  Cincinnati  combined- 
Smart  advertisers  want  to  tap  this  market.  They  do  it 
over  WISH-TV  ©  the  station  that  has  dominated  the 

Indianapolis  Market  in  25  consecutive  surveys. 
Represented  by  Boiling. 

Sources:  All  ARB,  Pulse,  Nielsen  surveys  since  July  1955; 
TV  Mag.  3/58;  Copyrighted  . . .  Sales  Management  1958 

THE  CORINTHIAN  STATIONS  Responsibility  in  Broadcasting 

KOTV  Tulsa  •     KGUL-TV  Houston  •     WANE  &  WANE-TV  Fort  Wayne  •     WISH  &  WISH-TV  Indianapolis 
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to  Abe  Plough 
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Fifty  years  ago  a  Memphis  youth  decided  to  utilize  the  power  of  the  human  voice 
to  sell  medicine.  Sixteen-year-old  Abe  Plough  set  out  in  a  buggy  to  persuade 

Memphis  residents  they  could  cure  their  ailments  with  a  product  to  which  he  had 

given  the  glamorous  name,  Plough's  Antiseptic  Healing  Oil. 
Blending  zeal  and  a  sturdy  set  of  lungs,  he  started  a  pharmaceutical  enterprise  that 

did  a  $29.5  million  business  in  1957.  The  lone  voice  of  a  Tennessee  lad  has  been 

augmented  by  four  metropolitan  radio  stations  and  nationwide  radio  and  tv  promo- 
tion. The  Plough-owned  stations  are  WMPS  Memphis;  WJJD  Chicago;  WCOP 

Boston  and  WCAO  Baltimore. 

Abe  Plough — and  that's  all  there  is  to  his  name,  according  to  Abe  Plough — first 
built  up  his  business  by  augmenting  his  horse-drawn  voice  with  handbills  stuck  on 
fence  posts.  Soon  he  had  built  daily  distribution  to  25  bottles,  packaging  the  medicine 
at  night  in  a  loft  and  hawking  it  during  the  day.  Often  he  negotiated  barters  with 

merchants,  swapping  healing  oil  for  goods  off  their  shelves — a  routine  that  required 
two  sales  to  complete  the  equivalent  of  a  single  transaction  but  served  as  a  good 
tra  ning  course  in  the  subtle  arts  of  selling,  promoting  and  merchandising. 

A.  little  later,  he  decided  to  try  a  small  ad  in  the  Memphis  Commercial  Appeal. 

This  was  his  first  major  media  venture,  launching  in  a  halt-century  career  closely 
tied  with  the  growth  of  print  media  and  then  electronic  advertising. 

Back  in  1908  young  Abe  Plough  bought  his  healing  oil  by  the  barrel  from  Van 

Vleet-Mansfield  Drug  Co.  Operating  under  the  name  Plough  Chemical  Co.,  he 
packaged  his  medicine  in  25,  50,  and  75-cent  sizes.  The  product  became  popular,  the 
business  grew  and  by  1917  the  Plough  manufacturing  and  distribution  empire  occu- 

pied a  three-story  building  and  production  was  up  to  2,500  packages  daily. 
Then  came  the  break  that  led  Plough  Chemical  Co.  into  national  prominence.  This 

was  the  marketing  of  a  low-cost  aspirin.  In  1920  Abe  Plough  bought  out  the  St. 
Joseph  Co.,  which  sold  a  liver  regulator.  He  was  more  interested  in  the  name  than 
the  liver  regulator  and  decided  St.  Joseph  would  make  a  good  label  for  aspirin  selling 

at  10  cents  for  a  12-tablet  box  instead  of  25  cents,  the  Bayer  price. 

The  idea  caught  the  public's  fancy  and  sales  zoomed.  The  next  step  was  a  daring 
one.  St.  Joseph  aspirin  was  promoted  in  400  newspapers.  It  cost  $1,200  weekly,  a 

staggering  sum  at  the  time,  to  run  little  $1  ads  thrice-weekly  in  the  newspapers.  A 
shrewd  advertiser,  he  had  discovered  that  large  numbers  of  newspapers  were  adopting 

a  pyramid  makeup  which  put  many  of  the  smaller  ads  high  up  on  the  page.  In- 
evitably, St.  Joseph  aspirin  became  a  national  seller  because  the  public  read  the  ads, 

bought  the  low-cost  aspirin  and  liked  it. 
Abe  Plough  was  following  a  familiar  American  pattern — diversifying  of  products 

and  competitive  selling.  The  might  of  Bayer,  a  hated  name  that  isn't  even  whispered 
around  the  $2  million,  six-acre  Plough  plant  in  Memphis,  didn't  impress  young 
Plough.  He  sold  aspirin  furiously  and  had  to  call  in  outside  capital  to  expand. 

Besides  diversifying  the  product  and  expanding  distribution,  Mr.  Plough,  a  10- 
year  radio  user,  decided  in  1944  to  buy  a  radio  station — WMPS  Memphis — when 

Scripps-Howard  was  forced  by  the  FCC's  duopoly  rule  to  sell  one  of  its  two  Memphis 
stations.  He  believed  sincerely  in  the  medium,  having  used  programs  on  radio  net- 

works and  pioneered  dramatized  one-minute  announcements  successfully.  The  Plough 
Inc.  1958  schedule  has  included  NBC  Monitor  news,  ABC  news,  Robert  Q.  Lewis  on 

CBS  Radio,  NBC  Bandstand  and  My  True  Story  and  local  spots  on  nearly  150  sta- 
tions. Mr.  Plough  began  tv  in  1951,  expanding  steadily  to  most  major  markets. 

After  a  decade  as  operator  of  WMPS,  he  added  WJJD  Chicago  and  WCOP  Boston. 
Two  years  ago  he  bought  his  fourth  outlet,  WCAO  Baltimore,  and  there  is  no  sign 
that  he  has  decided  to  stop  broadcast  expansion  at  that  point.  Harold  R.  Krelstein  is 
president  of  the  broadcast  properties.  . 

Abe  Plough  was  born  Dec.  27,  1891,  in  Tupelo,  Miss.  His  parents  moved  to 
Memphis  when  he  was  a  year  old.  Leaving  school  after  the  eighth  grade,  he  clerked  in 

a  drug  store,  liked  it,  and  that's  how  he  got  into  the  pharmaceutical  business.  The 
company  now  operates  in  58  countries.  It  owns  such  names  as  Mexsana,  Musterole,  the 
pioneering  St.  Joseph  aspirin  for  children,  Mistol,  Coppertone,  Nujol  and  Penetro. 

The  radio  stations  hold  his  close  interest  as  public  service  vehicles,  business  enter- 
prises and  copy  testing  boards.  They  feature  a  news  and  music  format  and  their 

revenue  stories  are  healthy  under  Mr.  Krelstein's  direction. 
Mr.  Plough  is  reticent  about  his  own  career.  He  makes  many  gifts  to  charity  but 

they  are  always  anonymous.  Though  66  years  of  age,  he  is  often  taken  for  a  man  in 
the  fifties.  His  family  includes  two  daughters  and  six  grandchildren.  In  50  years  of 

selling  he  has  spent  $100  million  in  advertising  and  promotion. 
Broadcasting 
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*A  happy  and  pleased  radio  station,  that's  who! 

Why?  Because  this  one-page  advertisement  in  the  May 
12  issue  of  BROADCASTING  brought  correct  identification 

from  420  time  buyers  —  at  agencies  of  all  sizes  through- 
out America  —  who  wrote  direct  to 

WINN 
LOUISVILLE 

r  r 

But  the  same  advertisement  in  two  other  publications 

netted  only  39  correct  responses. 

Ratio  of  results?  Better  than  9-to-1  for  BROADCASTING! 

(The  first  three  time  buyers  whose  answers  reached 

WINN  won  cash  prizes  of  $250,  $150,  and  $100  respec- 

tively —  in  this  order  :  1st  —  Rena  Mayer,  Campbell- 

Ewald  Co.,  Inc.,  New  York;  2nd  —  Leonard  Kay, 

McCann-Erickson,  Inc.,  Chicago;  3rd  —  Frank  W. 
White,  Kirkland,  White  &  Schell,  Atlanta.) 

"Overwhelmed  at  this  tremendous  reaction,"  declared 

WINN,  emerging  from  its  incognito  contest.  "A  'plus' 
for  the  tremendous  readership  among  the  advertising 

agency  people." 
And  "A-plus"  is  how  more  PAID  subscribers  .  .  .  more 
radio-TV  business  advertisers  .  .  .  grade  the  pages  of 

broadcasting  than  they  do  those  of  any  other  publi- 

cation in  the  field.  YOU  —  like  WINN  —  can  also  win 
with  BROADCASTING ! 



BUT  NOJTHE  FIRST  TIME 

IN  OUR  HISTORY! 

BROADCASTING'S  readers  are  the  kind  of  people  who 

KNOW  the  answers  —  and  here's  another  significant  demon- 
stration of  how  they  proved  it! 

1)  This  unsigned  "mystery  station"  advertisement  ran 
in  THREE  different  business  publications  covering 

broadcast  advertising  news,  broadcasting  was  one. 

2)  The  unidentified  station  offered  $500  in  prizes  to 

the  first  three  time  buyers  who  recognized  the  "250 

watt  local  independent  in  the  top  50  markets"  and 
wrote  to  it  direct. 

3)  A  total  of  459  time  buyers  correctly  identified  this 

as  an  advertisement  of  WINN,  Louisville.  BUT — 

4)  More  than  90%  of  the  responses  —  or  £20  time 

buyers  out  of  the  £59  —  came  from  those  who  saiv  it 
in  BROADCASTING ! 

It  figures,  of  course.  For  27  years  now,  broadcasting 

has  always  been  the  publication  that  the  busiest  people 

in  the  field  of  broadcast  advertising  turn  to  first . . .  and 

follow  most  consistently. 

Response  such  as  WINN  experienced  —  results  that 

stand  head-shoulders-&-knees  above  other  radio  (and 

TV)  journals  —  is  no  novelty  to  advertisers  who  use 

broadcasting's  well-thumbed  pages.  This  is  only  one 

reason  why  radio-TV's  most  authoritative  business- 
weekly  carries  more  advertising  than  the  next  three 

publications  combined. 

The  comments  of  WINN  General  Manager  Glen  A. 

Harmon  are  typical.  "As  you  know,"  he  writes,  "we 
recently  ran  a  full-page  ad  in  broadcasting,  Sponsor 

and  U.S.  Radio,  asking  time  buyers  to  identify  the  sta- 

tion that  is  a  250-watt  local  independent  in  the  top  50 

markets,  with  more  total  listeners  than  any  station  in 

its  market,  including  a  50,000-watter. 

"Naturally,  we  had  a  tremendous  response  from  all  of 
these.  As  a  matter  of  fact,  a  total  of  459  time  buyers 

correctly  identified  WINN." 

Then  — with  understandable  enthusiasm  — Mr.  Harmon 

adds :  ". . .  you  will  be  happy  to  know  that,  of  the  total 
number  of  responses,  420  of  the  459  came  as  a  result  of 

the  ad  in  broadcasting  Magazine,  which  I  think  is  a 

'plus'  for  the  tremendous  readership  among  the  adver- 
tising agency  people. 

"We  at  WINN  were  overwhelmed  at  this  tremendous 
reaction  and  we  have  plans  in  the  making  for  some  new 

promotions  which  I  think  will  be  even  more  explosive 

than  the  previous  one." 
NO  MYSTERY  IN  THIS  HISTORY - 

The  attention  and  preference  that  broadcasting  enjoys 

among  agency  and  advertiser  readers  are  substantiated 

by  some  down-to-earth  facts.  Within  this  category  of 

circulation  alone,  you'll  find  more  than  5,000  PAID 
subscribers  —  which  is  greater  than  the  next  three 

radio-TV  journals  combined.  They,  in  turn,  pass  and 

route  broadcasting  to  more  than  16,000  of  their  agency- 

advertiser  colleagues.  The  aggregate  is  a  weekly  reader- 

ship of  over  21,600  people  in  the  realm  of  radio-TV 

advertising  decision-makers  who  thus  keep  abreast  of 

everything  new  almost  as  fast  as  it  happens. 

A  lot  also  happens  —  as  you  have  seen  —  when  the  pages 
of  broadcasting  are  the  highway  for  your  advertising 

messages  to  this  great  concentration  of  executives  who 

purchase,  plan,  schedule  and  evaluate  the  bulk  of  Amer- 

ica's radio  and  TV  advertising.  There's  a  BIG  differ- 
ence when  you  reach  them  via  BROADCASTING.  For 

broadcasting  is  the  radio-TV  business  paper  they  can 

get  only  by  PAYING  for  it . .  .  the  sole  publication  in 

its  field  that  has  qualified  for  membership  in  the  Audit 

Bureau  of  Circulations  .  .  .  and  the  one  comprehensive 

source  of  latest  radio-TV  news  they  pay  for  because 
they  ivant  and  need  it! 

Doesn't  take  an  adding  machine  to  put  those  distinc- 
tive facts  together.  Like  so  many  who  advertise  in 

broadcasting  —  you  get  an  answer  that  IS  an  answer ! 

BROADCASTING 

THE  BUSINESS  WEEKLY  OF  TELEVISION  AND  RADIO 

1T35  DeSales  Street,  N.  W.,  Washington  6,  D.  C. 

A  member  of  the  Audit  Bureau  of  Circulations 



WRC  Radio  serves  a  news-con- 

scious Capital  with  235  minutes 

of  news  a  day— 35  different  daily  news  programs.  The  frequency  and  scope  of  its  news 

broadcasts  make  WRC  the  leading  news  station  in  Washington.  Look  at  radio's  most 

popular  news  period,  for  example.  From  6  to  7  p.m.,  each  of  WRC's  five  daily  news 

programs  reaches  an  average  of  78,660  different  listeners— 41%  more  listeners  than  the 

second-best  station.  And  9  out  of  10  WRC  listeners  are  adults.  The  Washington  market 

has  just  had  a  $  60  million  increase  in  consumer  spendable  income.  To  achieve  daily 

impact  on  the  adults  who  control  this  huge  new  buying  power,  you  need  WRC  Radio 

which,  week  after  week,  reaches  a  greater  concentration  of  adults  than  any  of  Wash- 

ington's 17  other  radio  stations!  And  there's  no  better  way  than  with  good  news,  WRC 

Radio  news.  Contact  WRC  ...  or 

NBC  Spot  Sales.  *  A.  C.Nielsen  Co. 

NEWS 

The  NBC  buying  power  station  in  Washington,  D.C.     WRC'  980       Sold  by  NBC  Spot  Sales 
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TROUBLE  FOR  SPORTS  BROADCASTING 

•  Pro  teams  seek  antitrust  exemption  to  throttle  radio-tv 

•  They've  won  their  case  in  House;  now  it's  up  to  Senate 

Commercial  sports  promoters  ran  into 
Congressional  trouble  last  week  when  a 

Senate  investigating  group  made  this  start- 
ling discovery: 

•  A  bill  exempting  professional  sports 
from  antitrust  laws  would  give  promoters 

the  absolute  power  to  black  out  every  broad- 
cast of  a  commercial  sports  event  within 

their  own  sport  and  the  opportunity  to 
arrange  broadcasting  blackouts  of  other 
sports  as  well. 

Even  more,  it  would: 

•  Allow  them  to  set  the  radio-tv  rules  for 

pre-game,  post-game  and  possibly  other 
programs  covering  detailed  results  of  games. 

Four  commercial  sports  would  enjoy  ab- 
solute freedom  from  the  antitrust  laws 

which  protect  the  public  from  business  con- 

spiracy. This  Congressional  blank  check 
would  be  granted  by  a  bill  (HR  10378, 
S  4070)  which  has  passed  the  House  and 
is  now  in  the  Senate. 

Senators  sitting  at  an  antitrust  subcom- 
mittee hearing  were  told,  in  effect,  by  the 

Dept.  of  Justice  that: 

•  Baseball,  football,  hockey  and  basket- 
ball promoters  would  have  the  right  to  pro- 
tect their  own  teams  plus  all  the  other  teams 

in  the  other  three  sports  from  any  sports 
broadcast  that  might  affect  attendance  at 

any  sports  event  in  almost  every  city  in  the 
nation. 

"The  widest  barn  door  I  have  ever  seen," 

said  Sen.  Joseph  C.  O'Mahoney  (D-Wyo.). 
And  the  Dept.  of  Justice  added: 

•  "This  blanket  broadcast  and  telecast 

exemption  could  mean  that  the  great  bulk 

of  the  American-viewing  television  public 

is  stripped  of  the  right  to  watch  team-sports 

contests." 

The  antitrust  exemption,  featuring  a 
broadcast  waiver  for  organized  sports,  has 

already  passed  the  House.  Senate  hearings 
enter  their  third  week  Tuesday  (July  22) 

when  professional  football  will  be  repre- 
sented by  several  top  stars  plus  representa- 

tives of  promoters. 

It  was  obvious  at  the  weekend  the  Senate 

subcommittee  isn't  disposed  to  let  such  un- 
precedented abrogation  of  Congressional 

powers  slip  by  without  a  searching  look  into 

the  public's  rights. 

Some  of  last  week's  testimony  put  broad- 
casters in  a  highly  unfavorable  light.  Most 

PATTERN  OF  POSSIBLE  BLACKOUTS  FOR  BASEBALL  TV 
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THIS  MAP  shows  areas  from  which  major  league  baseball  tele- 
casts could  be  excluded  if  present  bill  became  law.  Each  circle 

is  75-mile  radius  from  home  of  a  minor  league  club.  Under 
proposed  law,  major  league  teams  could  be  prevented  from 

telecasting  into  minor  league  territory.  Circles  cover  two-thirds 
of  U.  S.  area  and  roughly  90%  of  U.  S.  population.  Map  was 
submitted  to  Senate  antitrust  subcommittee  (Estes  Kefauver  [D- 
Tenn.],  chairman)  by  Justice  Dept.  last  week. 
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Pro  sports  seek  legal  restraint  of  broadcasts  CONTINUED 
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damaging,  they  were  blamed  by  organized 
baseball  for  the  decline  of  minor  leagues, 

most  of  the  major  leagues'  troubles  and  for 

post-World  War  11  changes  in  the  public's recreational  habits. 

"Big  money"  is  behind  those  who  oppose 
the  antitrust  blank  check  for  baseball,  said 

ex-Sen.  Edwin  C.  Johnson  of  Colorado,  for- 
mer chairman  of  the  Senate  Interstate  Com- 

merce Committee  and  an  ardent  sports 

booster.  He  castigated  broadcasters  this  way: 

•  "They  pretend  to  be  patriots  but  they 

want  the  money." 
Testifying  Thursday  (July  17),  Mr.  John- 

son revived  his  favorite  bluff-calling  idea. 
He  suggested  this  sort  of  amendment  to 
the  bill: 

•  Broadcasters  should  have  unlimited  ac- 

cess to  cover  all  sports  events — but  only 
on  a  sustaining  or  non-commercial  basis. 

He  once  introduced  a  bill  to  this  effect 

while  serving  in  the  83d  Congress. 

"They  won't  put  on  these  programs  just 
for  entertainment,"  he  said  last  week.  "They 
want  the  money." 

Mr.  Johnson  offered  a  semi-probational 
sort  of  amendment  to  the  antitrust  exemp- 

tion. He  would  limit  the  law  to  a  life  of 

six  years.  If  baseball  abuses  its  privilege. 
Congress  can  do  something  about  it,  he 
said. 

And  he  had  another  generous  idea: 

•  Make  it  obligatory  for  major  league 
baseball  teams  to  cut  up  the  revenue  from 
network  broadcasts  and  split  it  among  the 
minor  league  teams. 

Ford  Frick,  baseball  commissioner  who 
had  testified  earlier  in  the  week,  told 

Broadcasting  he  didn't  see  how  a  broad- 
cast contract  could  divide  the  broadcast  in- 

come equitably  among  the  minor  league 
clubs. 

The  complexity  of  the  idea  disturbed  him. 
He  said  he  had  told  NAB  many  years  ago 
he  was  willing  to  allow  unlimited  baseball 

broadcasting  on  a  non-commercial  basis 

only.  It  struck  him  as  a  cute  way  of  re- 
vealing the  commercial  hand  of  broad- 
casters, the  same  position  taken  later  by 

Sen.  Johnson. 

A  gloomy  picture  of  baseball's  future  was 
painted  by  ex-Sen.  Johnson  last  week  in 

an  impassioned  plea  for  passage  of  the  anti- 
trust exemption. 

"Baseball  will  become  a  parlor  game 
played  in  an  empty  stadium  if  you  let  this 

go  on  the  way  it  is  now,"  he  said.  "It  will 
be  nothing  but  a  television  show."  He  is 
a  former  president  of  the  Western  League. 

The  "21 -inch  alumni"  have  caused  minor 
league  admissions  to  drop  from  41  million 

in  1949,  all-time  peak,  to  15  million  last 
year,  according  to  George  H.  Trautman, 
president  of  National  Assn.  of  Professional 
Baseball  Leagues  (minors). 

Sen.  Estes  Kefauver  (D-Tenn.),  subcom- 

mittee chairman,  observed,  "The  major 
leagues  don't  have  to  put  on  their  broad- 

casts unless  they  want  to." 
Mr.  Trautman,  asking  approval  of  the 

bill,  said  radio  stations  can  get  play-by- 
play coverage  rights  for  major  league  games 

for  as  little  as  $30  a  game  whereas  many 

minor  clubs  can't  even  sell  their  broadcast 
rights  locally. 

He  was  especially  critical  of  weekend 
baseball  networks,  claiming  some  of  the 
major  broadcasts  run  right  up  to  the  minute 
a  minor  league  game  starts  at  which  point 
a  station  may  say  it  has  to  drop  the  big 

game  because  the  local  club  doesn't  want 
competition.  He  asked  broadcast  relief 

"on  the  d;.y  we  play  local  games"  in  an 
area  75  miles  from  the  ball  park. 

FCC  Chairman  John  C.  Doerfer  said  the 

Commission  feels  the  public  should  have  a 
broad  selection  of  programs  and  pointed 

out  the  bill  might  mean  fewer  sports  broad- 
casts. 

Hearings  will  resume  Tuesday  (July  22), 

turning  to  the  views  of  professional  foot- 
ball promoters  and  players.  Tuesday  wit- 

nesses— Edward  W.  LeBaron,  Redskins; 

Kyle  Rote,  Giants;  Lester  Richter,  Rams; 

Creighton  Miller,  attorney  for  the  players 

questions  and  comments  shed  little  light  on 
this  controversial  topic. 

While  last  week's  testimony  went  into 
detailed  discussions  of  technical  baseball 

procedures  and  the  rights  of  players,  the 

testimony  of  Robert  A.  Bicks,  first  assistant. 

Antitrust  Division,  Dept.  of  Justice,  show- 

ing the  Justice  Dept.  insistence  on  protec- 
tion of  public  rights  proved  disconcerting 

to  proponents  of  the  bill.  Mr.  Bicks  said 

the  "unbridled  power"  given  organized 

sports,  "runs  counter  to  traditional  con- 
cepts of  commercial  responsibility  at  the 

heart  of  our  free  enterprise  system." 
For  example,  he  said,  there  is  no  need 

of  justifying  broadcast  restraints  by  show- 
ing their  need  or  desirability.  He  con- 

tinued, "It  would  permit  the  games  to  be 
seen  and  heard  by  the  public  to  be  deter- 

mined by  the  small  group  of  people  who 

For  broadcasting:  two  threats 

in  the  National  Football  League.  Wednes- 
day—Rep. William  E.  Miller  (R-N.  Y.); 

Sammy  Baugh,  Rotan,  Tex.,  former  Red- 
skins quarterback;  James  M.  Tatum,  head 

football  coach,  U.  of  North  Carolina;  Ar- 

thur J.  (Dutch)  Bergman,  prominent  Wash- 

ington sports  figure.  Thursday — Rep.  Eman- 
uel Celler  (D-N.  Y.)  and  Bert  Bell,  com- 

missioner of  the  National  Football  League. 

Rep.  Celler  is  author  of  another  bill 
granting  antitrust  exemption  to  sports  if 

"reasonably  necessary."  Omission  of  this 
safeguard  in  the  House-passed  bill,  now 
before  the  Senate  subcommittee,  provides 
the  barn-door  that  Chairman  Estes  Kefauver 

(D-Tenn.),  Sen.  O'Mahoney  and  Sen.  John 
A.  Carroll  (D-Colo.),  of  the  subcommittee, 
have  referred  to  frequently  in  questioning 
witnesses. 

NAB,  which  has  formally  opposed  the 

bill,  is  expected  to  testify  in  the  near  future, 

possibly  next  week. 
References  to  the  place  of  pay  tv  in  the 

sports  picture  were  made  several  times  last 
week  by  senators  and  witnesses  but  the 

control  broadcasting  and  telecasting  rights 

to  sports  contests. 

"Since  the  sports  involved — baseball, 
football,  basketball  and  hockey- — are  those 
most  commonly  seen  on  tv  and  heard  on 

radio,  this  legislation  could  conceivably  re- 
sult in  a  virtually  complete  blackout  of 

sports  broadcasts  and  telecasts." Going  further,  Mr.  Bicks  posed  this 

danger:  "A  literal  interpretation  would  ex- 
tend the  antitrust  immunity  to  radio  and 

tv  programs  which  merely  issued  news  re- 
ports concerning  sports  contests.  It  might 

thus  become  impossible  to  hear  or  see  news 
reports  on  baseball,  football,  hockey  and 

basketball  scores  without  the  express  con- 
sent of  the  leagues  involved. 

"There  is  no  comparable  restriction  pos- 
sible in  any  area  in  American  life  other 

than  those  for  which  regulatory  bodies  have 

been  established  by  Congress." 
Mr.  Bicks  explained  that  the  four  sports 

could  have  inter-sports  agreements  that 

would  prevent  a  football  telecast,  for  ex- 
ample,  while   a   baseball   game   was  in 
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progress.  As  to  pay  tv,  he  said  the  legisla- 
tion does  not  alter  the  position  of  Justice 

Dept. 
Mr.  Bicks  introduced  a  Justice  Dept. 

'blackout  map"  based  on  a  proposal  by 
Paul  Porter,  counsel  for  the  major  leagues 
and  Comr.  Ford  Frick,  that  it  approve  a 

rule  "that  no  club  would  authorize  the 
televising  of  one  of  its  games  by  a  station 
in  the  territory  of  another  club  on  the  day 
that  the  other  club  is  scheduled  to  play 

a  home  game."  The  protected  territory 
would  include  an  area  within  a  75-mile 
radius  from  the  ball  park. 

After  Mr.  Porter  submitted  the  proposal 

last  Feb.  12,  Justice  Dept.  took  the  posi- 
tion that  such  a  rule  would  violate  the 

Sherman  Act. 

The  map  showed  that  over  two-thirds  of 
the  area  of  the  U.  S.,  and  a  much  larger 
share  of  the  population,  would  come  within 
the  blackout  area.  It  included  75-mile- 
radius  circles  for  each  minor  club,  includ- 

ing cases  where  club  territory  overlapped. 

FCC  Chairman  Doerfer  first  reminded 

the  committee  that  the  legislation  deals  with 
communications  yet  does  not  amend  the 
Communications  Act  of  1934.  He  recalled 

that  FCC  is  forbidden  by  law  to  exercise 
censorship  of  radio  and  tv  programs,  adding 

that  the  bill  concerns  itself  with  public- 
interest  antitrust  matters  which  are  properly 
subjects  for  decision  by  Congress. 

"In  our  [FCC]  judgment,"  he  said,  "the 
public  interest  is  best  served  by  having  avail- 

able to  the  public  the  widest  possible  choice 
of  programs.  The  question  of  whether  or 
not  this  legislation  will  result  in  less  sports 
broadcasting  is  important  to  the  public  and 
it  is  a  very  pertinent  question  to  which  the 

Congress  should  give  very  serious  con- 
sideration. Sporting  events  evoke  tremen- 

dous interest  and  they  are  among  the  most 

highly  popular  programs  that  are  received 

by  the  viewing  public." 
Flanked  by  Warren  E.  Baker,  FCC  gen- 

eral counsel,  he  was  questioned  on  antitrust 
language  in  the  Communications  Act. 

Asked  about  pay  tv,  he  reminded  that 
Chairman  Oren  Harris  (D-Ark.),  of  the 

House  Commerce  Committee,  had  pointedly 

suggested  that  FCC  refrain  from  acting  on 
pay  tv  pending  Congressional  adoption  of 

policy.  He  said  FCC  has  almost  no  jurisdic- 
tion over  closed-circuit  tv. 

Mr.  Frick  contended  the  Dept.  of  Justice, 

by  applying  the  antitrust  laws  to  organized 

baseball's  broadcasts,  has  prevented  the 
sport  from  protecting  minor  league  clubs 
from  saturation  of  their  territories  with 

major  league  broadcasts.  He  said  that  last 
February  the  majors  and  minors  had  sought 

department  approval  for  a  rule  providing 
that  no  club  would  authorize  telecasting  of 

one  of  its  games  by  a  station  in  the  territory 
of  another  club  on  the  day  that  the  other 
club  is  scheduled  to  play  a  home  game. 

This  adoption  of  the  National  Football 

League  principle,  which  bore  federal  court 
sanction,  was  ruled  out  by  Justice  because 

it  would  protect  other  leagues  from  compe- 
tition whereas  there  is  only  one  football 

league. 

He  regretted  baseball  was  "compelled  to 

use  a  by-product  of  its  business  [broadcast 
rights]  in  a  manner  tending  to  destroy  its 

main  product  [gate  receipts]."  He  added  it 
is  impossible  for  all  major  league  clubs  to 
protect  minors  adequately  from  excessive 
broadcasting  without  a  policy  or  rule,  since 

advertising  agencies  insist  on  adequate 
broadcast  coverage. 

Mr.  Frick  denied  the  legislation  would 
result  in  complete  broadcast  blackouts.  He 
said  only  three  of  the  16  major  clubs  in 
1956  had  net  income  equal  to  or  greater 
than  their  radio  and  tv  income.  Adoption 
of  a  broadcast  policy  by  the  leagues  would 

still  provide  broadcasts  on  hundreds  of  sta- 
tions, he  said,  and  fans  can  still  have  local 

baseball  as  well  as  broadcasts. 

Sen.  O'Mahoney  asked  Mr.  Frick  why 

the  majors  didn't  award  part  of  their  broad- 
cast receipts  to  the  minors,  if  they  were  so 

concerned  about  the  minors'  welfare.  Mr. 
Frick  replied  he  had  made  such  a  proposal 

to  the  Dept.  of  Justice  but  had  been  turned 
down. 

Sen.  Carroll  observed  that  if  baseball  ob- 

tained the  blank  check  provided  by  the 
bill,  and  did  not  police  itself,  there  might 

be  new  legislation  providing  severe  anti- 
trust restrictions. 

Sen.  O'Mahoney  read  into  the  record 
letters  from  WHOK  Lancaster,  Ohio,  and 
WSFA-TV  Montgomery,  Ala.,  opposing  the 
clause  exempting  broadcasts  from  antitrust 
laws. 

Earl  W.  Kintner,  general  counsel  of  the 
Federal  Trade  Commission,  explained  the 
commission  opposes  general  exemptions  to 
antitrust  laws  unless  a  need  is  clearly  shown. 
He  read  a  statement  prepared  by  FTC 
Chairman  John  W.  Gwynne  suggesting  the 
subcommittee  consider  the  original  Celler 
bill  in  the  House.  This  bill  exempted  sports 

restrictions  which  are  "reasonably  neces- 
sary" for  the  sports  to  stay  in  business.  He 

added  that  FTC  takes  no  flat  position  on 

the  bill  as  it  passed  the  House,  where  "rea- 
sonably necessary"  was  excluded. 

Calvin  Griffith,  president  of  the  Wash- 
ington Senators  (American  League),  favored 

the  legislation.  During  his  Tuesday  testi- 
mony the  subcommittee  members  also  ques- 
tioned John  E.  Powell,  his  counsel  and  sec- 

retary of  the  Washington  club,  and  Ben- 
jamin F.  Fiery,  American  league  counsel. 

They  recalled  that  organized  baseball  had 
suffered  a  court  loss  some  years  ago  when 

a  boycott  charge  was  pressed  by  the  old 
Liberty  network.  The  baseball  witnesses 
charged  Liberty  pirated  the  games. 

All  of  the  professional  baseball  witnesses 
want  the  right  to  control  broadcasting  under 
the  former  rule  ID  which  provided  that  no 

major  league  club  should  broadcast  or  tele- 
cast its  games  from  stations  located  outside 

its  own  territory  and  in  the  area  of  another 

club  without  the  latter  club's  okay. 

Formerly  the  clubs  defined  "territory"  as 
50  miles  out  from  the  ball  park.  Now  they 
want  a  75-mile  radius.  In  1949  Justice 

Dept.  forced  a  change  in  this  rule  to  ban 

broadcasts  and  telecasts  in  other  clubs' 
territory  only  while  the  other  club  was 

playing  a  home  game.  Rule  ID  was  re- 
pealed in  1951. 

Sen.  Karl  E.  Mundt  (R-S.  D.)  introduced 
an  amendment  to  the  bill  making  profes- 

sional baseball  exempt  from  antitrust  laws 

only  so  long  as  the  city  of  Washington  is 
represented  by  a  major  league  team. 

William  H.  McCarthy,  general  manager 
of  the  Nashville  Vols  (Southern  Assn.,  AA), 

testified  Thursday  he  was  concerned  by  the 

tv  problem  but  didn't  feel  he  had  the  an- 
swer to  it.  "I  know  if  people  can  watch  two 

weekend  games  they  won't  bother  coming 
out  to  see  their  minor  league  team,"  he  said. 

There  may  not  be  any  minor  leagues  with- 
in 10  years,  Mr.  McCarthy  predicted.  If 

there  are,  he  felt  they  will  be  completely 

subsidized  by  the  major  league  teams  and 

might  play  exhibitions  instead  of  games. 

Radio  and  tv  protection  would  be  "most 
beneficial"  to  minor  leagues,  Mr.  McCarthy 
said  in  answer  to  a  question  by  Rand  Dixon, 
chief  counsel  of  the  subcommittee.  He 

argued  the  "real  salvation"  is  home  owner- 
ship of  minor  clubs  and  the  chance  to  train 

and  sell  players. 

The  Vols  games  are  broadcast  on  WSM 

Nashville,  according  to  Mr.  McCarthy.  Tele- 
casts of  home  games  last  year,  he  said,  cut 

attendance  from  roughly  2,300  to  700  or 
800  a  game. 

and  an  unexpected,  articulate  ally 

Save  the  great  national  game  of  base- 
ball, the  two  top  executives  of  the  pro- 

fessional sport  pleaded  last  week.  Their 
way  to  do  it:  curb  broadcasting. 

Ford  Frick,  commissioner  of  baseball 

(far  left),  urged  passage  of  bill  granting 
antitrust  exemption  to  four  sports. 

George  H.  Trautman  (left),  president 

of  National  Assn.  of  Professional  Base- 

ball Leagues  (minors),  testified  major 

league  broadcasts  in  minor  league  terri- 
tory will  destroy  minor  league  structure. 

He  traced  heavy  share  of  minors'  troubles 
to  "21-inch  alumni." 

But  a  directly  opposite  stand  was  taken 

by  Robert  A.  Bicks  (right),  U.S.  Dept. 
of  Justice.  He  foresaw  danger  most  of 

public  would  be  "stripped  of  the  right 

to  watch  team-sports  contests." 
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ADVERTISERS  8  AGENCIES 

TIDE  TAKES  LEAD  IN  NETWORK  TV 

•  P&G  invests  more  than  $4  million,  $712,202  for  Tide 

•  Cigarettes,  autos,  detergents  dominate  network  top  15 

Procter  &  Gamble's  Tide  detergent  was 
the  leader  among  all  individual  brands  in 
network  tv  for  May  with  a  total  of  $712,202. 

P&G.  with  a  respectable  $4.2  million-plus 
in  network  expenditures  in  May,  also 
brought  in  $376,131  on  behalf  of  another 

single  product — Gleem  tooth  paste — to  give 
the  Cincinnati-based  national  advertiser  two 
brands  in  the  top  15. 

P&G  as  usual  was  No.  1  network  tv  in- 

vestor for  the  month.  Runner-up  brand 

leaders  in  May:  Brown  &  Williamson's 
Viceroy  cigarettes,  Chrysler's  Dodge  cars, 
Whitehall's  Anacin  and  General  Motors' 
Chevrolet. 

The  network  advertiser  spending  estimates 
for  May  were  released  late  in  the  week  by 
the  Television  Bureau  of  Advertising  and 
are  based  on  a  report  by  Leading  National 

Advertisers  and  Broadcast  Advertising  Re- 

ports. 
Data  includes  the  top  15  in  gross  billing 

(time)  by  national  advertiser  and  by  brand 
as  well  as  estimated  expenditures  (also  gross 

time  charges)  of  network  tv  advertisers  by 

product  classification. 
Looking  over  the  top  15  brand  leaders, 

the  automobile  firms — namely  Dodge,  Chev- 
rolet, Ford  and  Oldsmobile — once  again 

were  driving  hard  with  a  substantial  per 
brand  billing;  R.  J.  Reynolds  Tobacco  Co. 
had  two  of  its  brands,  Winston  and  Camel, 

in  the  select  listing;  General  Motors  had  two 

auto  brands  and  P&G  as  mentioned  pre- 
viously was  represented  twice. 

In  categories,  the  brand  leaders  were 
cigarettes  with  four,  automobiles  with  four 
and  detergents  with  three. 

The  breakdown  into  day  parts  of  net- 
work tv  billings  showed  nighttime  gross 

time  charges  in  May  up  13.2%  and  in- 
creased by  15.1%  for  the  January-May 

period.  Daytime  gross  increased  all  along 

the  line,  the  biggest  upswing  during  Sat- 
urday and  Sunday. 

Not  only  did  ranks  change  among  the 
top  15  tv  advertisers  on  the  networks,  but 
a  newcomer  to  this  list.  Brown  &  William- 

son, long  identified  with  hefty  spot  tv  ex- 
penditures, settled  in  the  No.  14  berth  with 

$855,375.  Compared  to  April's  top  15,  the 
identity  of  the  advertisers  was  the  same  ex- 

cept B&W,  which  was  added,  and  one  which 
dropped  from  the  list,  Pharmaceuticals  Inc. 
(No.  15  in  April). 

Still  running  as  monthly  $8  million-level 
"twins"  were  the  product  categories  of 
foods  and  toiletries  ($8.9  million  and  $8.3 

million,  respectively).  To  underscore  their 

importance  in  network  television:  esti- 
mated expenditures  of  all  product  classifica- 

tions in  May  totaled  a  little  more  than  $47.9 
million;  foods  in  the  January-May  period 
brought  in  above  $44.7  million,  toiletries 
for  the  same  five  months  a  little  over  $41.1 
million. 

For  the  five  months  of  this  year,  the  rank- 

ing of  the  over-$20  million  product  cate- 
gories were  in  this  order:  foods,  toiletries, 

soaps,  automobiles,  smoking  materials  and 

medicine-proprietary  remedies. 
The  compilation  supplements  a  report  of 

July  7  that  showed  each  network  increasing 

its  billing  in  gross  time  sales.  Total  network 
tv  gross  time  billings  in  May  were  $47.9 

million-plus,  up  10.5%  over  a  year  ago: 

the  cumulative  total  for  January-May  was 
more  than  $239.3  million,  a  rise  of  13.3%. 

$4,266,197 
2.150,179 

1,902,583 

1,845,044 

1.811,142 

1,531,513 

1,525,150 

TOP  15  By  Company 
MAY  1958 

1.  PROCTER  &  GAMBLE  CO. 

2.  GENERAL    MOTORS  CORP. 

3.  LEVER  BROTHERS  CO. 

4.  GENERAL  FOODS  CORP. 

5.  COLGATE-PALMOLIVE  CO. 
6.  GILLETTE  CO. 

7.  CHRYSLER  CORP. 

8.  AMERICAN  HOME  PRODUCTS  CORP.  1.356,582 

9.  R.  J.  REYNOLDS  TOBACCO  1,332,392 

10.  BRISTOL-MYERS  CO.  1,272,561 
11:  AMERICAN  TOBACCO  1,108,377 

12.  KELLOGG  CO.  1,099,643 

13.  FORD  MOTOR  CO.  1,036,970 

14.  BROWN  &  WILLLIAMSON  TOBACCO  855,375 

15.  LIGGETT  &  MYERS  TOBACCO  854,696 

TOP  15  Bi/  Brand 
MAY  1958 

1.  TIDE  (P  &  G)  $712,202 

2.  viceroy  cigarettes  (b  &  w)  668,236 

3.  dodge  passenger  cars 
(chrysler)  646,404 

4.  anacin  (whitehall)  605,248 

5.  chevrolet  passenger  cars  (gm)  588.604 

6.  ford  passenger  cars  (ford)  566,970 

7.  winston  cigarettes  (reynolds)  553,894 

8.  camel  cigarettes  (reynolds)  540,987 

9.  l&m  filter  tip  cigarettes 

(l&m)  423,694 
10.  wisk  liquid  detergent  (lever )  407,188 

11.  bufferin  (b-m)  401,066 

12.  fab  detergent  (colgate)  384,738 

13.  gleem  tooth  paste  (p  &  g)  376,131 

14.  geritol  (pharmaceuticals)  367,729 

15.  oldsmobile  passenger  cars  (gm)  364.016 
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NETWORK  SPENDING  By  Product  Categories 
MAY 
1958 

AGRICULTURE  &  FARMING 

$  4,659 

JAN. -MAY 

1958 

$  51,347 
A°PAREL,   FOOTWEAR  &  ACCESSORIES 

613,021 1,883,021 

AUTOMOTIVE,   AUTOMOTIVE  ACCESSORIES  &  EQUIPMENT 
5,162,271 25,628,343 

BEER,  WINE  &  LIQUOR 450,394 2,686,020 
BUILDING  MATERIALS,  EQUIPMENT  &  FIXTURES 227,644 

783,778 
CONFECTIONERY  &  SOFT  DRINKS 686,689 

3,907,295 
CONSUMER  SERVICES 132,780 1,574,829 
ENTERTAINMENT  &  AMUSEMENT 212,616 

fOOD  &  FOOD  PRODUCTS 8,946,651 44,780,373 

GASOLINE,  LUBRICANTS  &  OTHER  FUELS 194,070 1,191,304 
HORTICULTURE 319,602 594,156 

HOUSEHOLD  EQUIPMENT  &  SUPPLIES 2,023,909 9,531,985 
HOUSEHOLD  FURNISHINGS 210,863 

1,339,007 
INDUSTRIAL  MATERIALS 

1,534,666 
8.386,390 

INSURANCE 700,597 
3,052,084 

JEWELRY,   OPTICAL  GOODS  &  CAMERAS 
1,228,421 4,631,025 

MEDICINES  &  PROPRIETARY  REMEDIES 
3,758,918 23,948,631 

OFFICE   EQUIPMENT,   STATIONERY  &  WRITING  SUPPLIES 615.332 2.896,820 

POLITICAL 
66,174 PUBLISHING  &  MEDIA 

80,059 660.940 
RADIOS,   TELEVISION   SETS,  PHONOGRAPHS, 

MUSICAL   INSTRUMENTS  &  ACCESS. 633,640 
3,311,232 

SMOKING  MATERIALS 
4,980,989 24,332,266 

SOAPS,   CLEANERS  &  POLISHES 
5,695,777 27,546,680 

SPORTING  GOODS  &  TOYS 162,312 
715,049 TOILETRIES  &  TOILET  GOODS 

8,344,481 
41.140.653 

TRAVEL,   HOTELS  &  RESORTS 202,525 
1,091.031 MISCELLANEOUS 

1,007,875 3,359,295 
TOTAL 

$47,918,145 $239,302,344 
LNA-BAR:  Gross  Time  Costs  Only 

Broadcasting 



O  LOR  CAST  I  N 

Bank  Radio  Spots 

Find  Market  in  Humor 

"Humanizing  a  bank  is  somewhat  like 

humanizing  a  corpse,  but  we're  making 
progress,"  Hank  Cavanaugh,  advertising 
manager,  Union  Bank  and  Trust  Co.,  Los 
Angeles,  stated  Thursday. 

Speaking  as  part  of  a  panel  on  bank  ad- 
vertising during  the  one-day  workshop  staged 

by  the  Assn.  of  National  Advertisers  at  the 
Ambassador  Hotel  in  Los  Angeles,  Mr. 
Cavanaugh  commented  that  banks  lose 
much  personal  loan  business  to  finance 

companies  because  "the  finance  company 
makes  the  borrower  feel  that  he's  as  good 
and  maybe  a  little  better  than  the  man  who 

.  is  lending  him  the  money,  whereas  in  a  bank 

it  is  the  other  way  around." 
Radio  commercials  depicting  the  adven- 

tures of  a  pair  of  just-landed  Martians  get- 

ting a  supply  of  "earth-money"  ("Look,  it's 
the  same  color  we  are")  through  a  Bank  of 
America  time  loan,  coupled  with  outdoor 

posters  of  the  green  people  evoked  an  im- 
mediate reaction,  Charles  R.  Stuart  Jr.,  ad- 

vertising manager,  reported.  The  only 

trouble  was  that  the  reaction  was  emphatic- 
ally negative,  Mr.  Stuart  said,  with  the  re- 
sult that  the  bank  management  ordered  the 

advertising  theme  changed  immediately. 

"Then  came  the  nice  letters,  asking  why 
we  had  stopped  these  amusing  ads,"  he  said. 
"This  fan  mail,  caused  a  20%  increase  in 
time  loans,  and  brought  about  a  restora- 

tion of  the  Martian  campaign.  Apparently 
people  thought  this  indicated  that  Bank  of 
America  has  a  sense  of  humor  and  so  is  a 

good  place  to  do  business,"  he  commented. 
The  use  of  gimmicks  to  attract  people 

to  a  bank  was  recommended  by  Harry  E. 
Peterson,  advertising  vice  president  of  Citi- 

zens National  Trust  and  Saving  Bank  of 
Los  Angeles.  An  offer  of  a  plastic  baseball 

bank,  advertised  with  a  two-week  barrage 
of  tv  spots  and  newspaper  ads,  produced 
more  than  $3  million  worth  of  new  busi- 

ness, made  up  of  more  than  2,000  new  sav- 
ings accounts  which  averaged  $350  each 

instead  of  the  required  $10,  plus  a  quantity 
of  new  checking  accounts,  Mr.  Peterson 
reported. 

The  baseball  gimmick's  success  was  in 
line  with  an  offer  of  a  couple  of  years  ago 
of  a  special  Liberace  record,  available  only 
through  the  bank  which  was  then  sponsor- 

ing the  pianist  in  a  local  tv  series.  Some  $5 
million  in  new  business  resulted  from  this 

gimmick,  Mr.  Peterson  said,  and  another 

exclusive  Liberace  record  the  following  year 
did  even  better,  the  two  bringing  more  than 
$  1 1  million  in  new  business  to  the  Citizens 
organization. 

Banking  services  don't  fall  in  the  "im- 

pulse sale"  category,  the  fourth  panel  mem- 
ber, Fred  M.  Parke,  advertising  manager  of 

San  Francisco's  First  Western  Bank  and 

Trust  Co.  told  the  workshop  audience.  "You 

can't  get  a  man  to  save  if  he  hasn't  any 
money  to  save  and  he  won't  borrow  money 
unless  he  has  a  definite  need  for  it,"  he  de- 
clared. 

First  Western  has  been  successful  in  in- 

creasing its  personal  loan  volume  by  con- 
centrating its  advertising  in  late  January, 

when  people  are  most  bothered  by  unpaid 

The  Next  10  Days 

of  Network  Color  Shows 

(all  times  EDT) 

CBS-TV 

Colorcasting  schedule  suspended  for 
summer. 

NBC-TV 
July  21-25,  28-30  (12:30-1  p.m.)  It 
Could  Be  You,  participating  sponsors. 

July  21-25,  28-30  (2:30-3  p.m.)  Haggis 
Baggis,  sustaining. 

July  21,  28  (7:30-8  p.m.)  Haggis  Baggis, 
sustaining. 

July  22,  29  (8-9  p.m.)  The  Investigator, 
RCA-Whirlpool  through  Kenyon  &  Eck- 
hardt  and  Liggett  &  Myers  through  Mc- 
Cann-Erickson. 

July  23,  30  (9-10  p.m.)  Kraft  Mystery 
Theatre,  Kraft  Foods  Co.  through  J. 
Walter  Thompson  Co. 

Christmas  bills,  and  in  the  month  preceding 

April  15,  when  income  taxes  create  a  prob- 
lem common  to  everybody,  particularly  to 

those  in  the  higher  income  brackets.  Adver- 
tising in  these  two  periods,  First  Western 

has  been  able  to  attract  business  from  re- 

sponsible people  and  to  screen  out  dead- 

beats,  Mr.  Parke  said.  "This  is  important," 
he  said,  "because  a  loan  is  different  from 
other  advertised  articles  in  that  you  want  to 

get  it  back." W.  H.  Dunning,  of  General  Petroleum 

Corp.,  was  chairman  of  the  morning  work- 
shop session,  at  which  Ray  Robinson,  of 

Foote,  Cone  and  Belding,  reported  on  this 

agency's  research  into  public  memory  of 
the  advertising  it  sees  and  hears;  Fred  Jor- 

dan, Richfield  Oil  Co.,  described  the  intro- 
duction of  Boron  in  the  West,  and  Emmett 

McCabe,  Convair  Div.,  Gen.  Dynamics 

Corp.,  discussed  "idea  advertising,"  his  term 
for  all  advertising  not  directly  concerned 

with  the  sale  of  products  or  services." 
Hugh  McKellar,  Squirt  Co.,  was  chair- 

man of  the  afternoon  session  on  product 

promotion.  Its  speakers  were  R.  B.  Clark  of 
Sunkist  Growers  and  Murray  Yonker  of 
Certified  Grocers  Assn. 

Another  western  ANA  workshop  will  be 

held  Sept.  19  in  San  Francisco. 

ANA  Publishes  Ad  Cost  Chart 

The  Assn.  of  National  Advertisers  an- 

nounced last  week  it  has  published  a  check- 
list of  127  factors  to  consider  for  better  ad- 

vertising budget  preparation  and  control. 

The  factors  include  pre-budget  considera- 
tions, cost  accounting  in  advertising,  the 

formal  budget,  application  of  sound  pur- 
chasing practices,  purchasing  space  and  time, 

management  control  and  working  with  agen- 
cies for  better  budget  control.  The  price  of 

the  chart  is  $1  and  is  obtainable  from  ANA 
at  155  E.  44th  St.,  New  York  17. 

July  24  (7:30-8  p.m.)  Tic  Tac  Dough, 
Warner  Lambert  Pharmaceutical  Co. 

through  Lennen  &  Newell  and  RCA  Vic- 
tor through  Kenyon  &  Eckhardt. 

July  24  (10-10:30  p.m.)  The  Price  Is 
Right,  Lever  Bros,  through  J.  Walter 
Thompson  Co. 

July  25  (7:30-8  p.m.)  The  Big  Game, sustaining. 

July  26  (8-9  p.m.)  The  Bob  Crosby  Show, 
participating  sponsors. 

July  27  (7-7:30  p.m.)  Noah's  Ark,  sus- 
taining. 

July  27  (8-9  p.m.)  Steve  Allen  Presents: 
Steve  Lawrence  and  Eydie  Gorrne  Show, 
American  Machine  &  Foundry  through 
Cunningham  &  Walsh,  Procter  &  Gamble 
and  Greyhound  Corp.  both  through  Grey 
Adv. 

July  27  (9-10  p.m.)  The  Chevy  Show, 
Chevrolet  Div.  of  General  Motors 

through  Campbell-Ewald. 

Radio-Tv  Network,  Spot  Planned 

For  New  Tareyton  'Dual  Filter' 
The  battle  for  supremacy  among  filter-tip 

cigarettes  will  become  louder  still  over  the 

next  fortnight  as  American  Tobacco  Co.'s 
Herbert  Tareyton  brand  plunges  headlong 
into  radio-tv  to  promote  its  completely  re- 

vamped "dual  filter"  cigarette,  ATC's  sec- 
ond "hi-filtration"  brand.  Tareyton's  new 

dual  filter  comprises  two  separate  filters 
placed  one  on  top  of  the  other;  the  company 
claims  that  the  activated  charcoal  filter  com- 

bined with  a  pure  white  filter  will  cut  down 
both  vapor  constituents  and  smoke  solids. 

To  promote  this  radical  departure  in  cig- 
arette manufacture  as  well  as  the  refurbished 

pack  (completely  redesigned  by  Lippincott 
&  Margulies,  industrial  designers),  Tareyton 
will  take  over  full  sponsorship  of  both 
Bachelor  Father  and  The  Brothers,  alter- 

nating on  CBS-TV  (Sun.,  7:30-8  p.m.). 
Both  presently  are  American  Tobacco  shows 
sponsored  on  behalf  of  Lucky  Strikes  and 
Hit  Parades,  both  via  BBDO;  effective  Aug. 
3,  Tareyton  will  move  in,  but  is  expected  to 
return  the  alternating  week  to  BBDO  upon 
the  return  of  the  Lucky-sponsored  Jack 
Benny  Program  this  fall.  However,  chances 
are  Tareyton  will  replace  Hit  Parades  on 
Father  next  season  with  that  brand  moving 
into  the  CBS-TV  Your  Hit  Parade  series. 

Considerable  spot  activity  is  planned  in 

both  media,  but  Tareyton's  New  York  agen- 
cy, Lawrence  C.  Gumbinner  (which  stands 

to  gain  the  network  billing  in  terms  of  com- 
mission), declined  Thursday  to  issue  spe- 

cifics of  when,  where  and  for  how  long. 
Radio  network  also  will  be  used  in  addi- 

tion to  spot.  The  cigarette  firm  purchased  a 

strip  of  CBS  Radio  "Impact"  participations 
starting  Aug.  8  [see  Business  Briefly, 

page  42]. 
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ADVERTISERS  &  AGENCIES  continued 

Leo  Burnett  looked  for  multiple  spots, 

found  them,  now  wants  to  force  them  out 

The  fast-rising  Leo  Burnett  Co.,  with 

billings  near  $100  million  and  a  sizable 
stake  in  television  (particularly  network), 

is  about  to  take  a  vigorous  stand  against 

multiple-spotting  [Closed  Circuit,  June 
23]. 

At  the  core  of  Burnett's  action: 

(  I  )  The  conviction  it  should  not  be  re- 

quired to  honor  network  or  station  con- 
tracts for  programs  or  spot  buys  in  which 

its  clients  are  multiple-spotted. 

(2)  An  overall  study  launched  by  its 

media  department  a  year  ago  and  a  survey 

completed  last  April,  showing  wholesale 

multiple-spotting  involving  two  of  its  clients 

— Philip  Morris  (Marlboro)  and  Allstate  In- 
surance Co.— on  a  CBS-TV  Playhouse  90 

program  last  Feb.  13.  (Marlboro  subse- 

quently dropped  its  participation.  Another 

Burnett  client,  Pillsbury  Mills,  later  bought 

a  segment.  Competing  R.  J.  Reynolds  is 

now  a  participating  sponsor.) 

While  Burnett  officials  won't  say  so,  its 

survey  is  adjudged  to  have  been  a  major 

factor  in  CBS-TV's  decision  to  take  the 

whole  triple-spot  issue  to  its  affiliates.  Since 

the  irregularities  were  initially  called  to  the 

network's  attention  last  mid-April,  both  Bur- 
nett and  CBS-TV  have  sought  to  iron  out  the 

trouble  spots  suggested  in  the  survey. 

In  effect,  Burnett  plans  to  suggest  a 

procedural  guide  for  all  television — spot  as 

well  as  network — touching  directly  on  an- 

nouncements between  (1)  network  pro- 

grams, (2)  local  and  network  shows  and 

(3)  between  local  programs. 

Whether  it  would,  in  effect,  decline  to 

honor  payments  of  contracts  involving  net- 
work shows  or  station  spots  on  behalf  of 

clients  who  have  been  subjected  to  triple- 

spotting  was  not  immediately  determined. 

Such  a  tack  has  been  taken  by  Geoffrey 

Wade  Adv.,  Chicago,  and  by  Wade  Adv., 

Los  Angeles  (a  separate  corporation),  which 

stamp  a  clause  on  all  station  contracts  in- 

dicating no  payment  for  advertisers'  com- 
mercials if  they  are  triple-spotted. 

Burnett  has  a  similar  approach  in  mind 
for  the  new  $7.5  million  Kellogg  tv  spot 

campaign  breaking  this  September.  It  is 

making  plain  that  triple-spotting  is  a  definite 
consideration  in  seeking  availabilites  and 
seeks  a  declaration  of  policy  from  stations 
on  the  practice. 

Station  representatives  and  managers 
started  conferring  with  Burnett  last  week 
on  availabilities  for  proposed  bulk  program 

time  purchases  in  165  markets,  with  vary- 
ing frequency  discounts  for  film  shows 

[Advertisers  &  Agencies,  July  14;  June 
30,  23;  Stations,  June  16]. 

CBS-TV  has  asked  its  affiliates  to  sign 

contract  amendments  stipulating  they  "shall 
not  delete  any  part  of  any  CBS  Television 
Network  program,  including  commercial 

messages,  credits  and  network  identifica- 

tion." Additionally,  the  network  has  revised 
its  affiliates  weekly  reporting  form  to  in- 

corporate an  affidavit  attesting  that  no  net- 
work program  material  has  been  cut  to 

accommodate  national  spot  announcements 
or  local  commercials. 

While  Burnett  has  been  eyeing  triple-spot 
practices  since  July  1957,  it  concentrated 
its  probe  of  Playhouse  90  on  the  evening 
of  Feb.  13  this  year  with  the  expressed 

purpose  of  ascertaining  whether  any  net- 
work time  was  being  chipped  away  by 

CBS-TV  affiliates  for  local  announcements 
running  over  the  prescribed  length  of  time. 
It  asked  about  140  stations  to  supply  actual 

telecast  logs  covering  105  minutes,  includ- 
ing time  before  and  after  the  program  (9:30- 

1 1  p.m.).  The  survey  defined  multiple- 
spotting  as  any  combination  of  more  than 
two  commercial  announcements  of  varying 
length,  aired  back  to  back.  It  specifically 
eliminated  network  or  station  promos  of 
10  seconds  or  less  but  included  all  extra 

program  promotions  which  counted  toward 

multiple-spotting  and  covered  network  and 
station  option  time.  It  also  excluded  un- 
sponsored  station  ID  announcements  of  five 
seconds  or  less.  On  the  basis  of  its  findings, 
Burnett  drew  these  generalizations: 

•  Multiple-spotting  is  widespread  in  all 
market  sizes,  from  New  York  down. 

•  Stations  multiple-spot  generally  in  what 
is  considered  to  be  primarily  option  time 

(6:30-10  and  7-10:30  p.m.  local  time  zones) 
but  also  including  station  option  time. 

•  Stations  indicated  they  indulged  in  the 
practice  whenever  they  deemed  it  necessary 
to  create  availabilities. 

•  Stations  multiple-spot  between  network 
and  local  programs  and  between  network 

programs — very  few  between  co-op  shows. 
•  In  some  markets  (surveyed  by  Burnett 

on  Playhouse  90)  all  stations  multiple-spot. 
•  A  large  amount  of  multiple-spotting  is 

done  in  station  option  time,  notwithstanding 

the  preponderance  in  network  option  time. 

•  In  participating  programs,  it's  a  50-50 
tossup  as  to  whether  or  not  stations  multiple- 

spot. 
What  of  specific  Burnett  findings? 
A  total  of  118  stations  (85%)  carrying 

Playhouse  90  live  responded  to  Burnett's 
request  for  logs,  but  a  vast  majority  ap- 

parently didn't  log  or  time  network  com- 
mercials. Sixty-nine  (58%)  of  those  respond- 

ing attested  their  logs  jibed  with  a  "master 
schedule";  the  remaining  49  (42%)  indi- 

cated a  variation.  An  analysis  of  logs  and 
letters  from  37  stations  indicated  time 

losses  for  Marlboro  ranged  from  45  to  56 
seconds  on  each  of  about  35  stations  and 

for  Allstate  24-38  on  each  of  some  20. 
The  Burnett  survey  also  disclosed  that  20 

(17%)  of  the  118  stations  responding 

quadruple-spotted  sometime  during  the  105- 
minute  period;  68  (57%)  triple-spotted. 
Seven  of  the  118  outlets  aired  competing 

client  programs  or  announcements  around 

Playhouse.  Two  out  of  three  stations  carry- 

ing it  delayed  were  charged  with  triple- 
spotting. 

RAB  Timebuyer  Poll  Underway, 

Fall  Conferences  to  See  Result 

Leading  agency  timebuyers  are  being 
canvassed  by  the  Radio  Advertising  Bureau 
on  a  nationwide  basis.  The  purpose:  to  find 

out  first-hand  the  wants  and  needs  of  buy- 
ers allocating  millions  of  dollars  to  radio. 

The  RAB  survey,  an  annual  project  since 

1955,  got  underway  last  week  with  approxi- 
mately 200  selected  timebuyers  with  185 

agencies  scattered  throughout  20  cities 
scheduled  to  be  interviewed,  the  largest  such 

HOW  PEOPLE  SPEND  THEIR  TIME 

There  were  125,272,000  people  in  the  U.S.  over  12  years  of  age  during  the  week 

July  5-11.  This  is  how  they  spent  their  time. 

65.3%  (81,803,000)  spent  1,589.7  million  hoursf    watching  television 

60.3%  (75,526,000)  spent  1,178.5  million  hours"   listening  to  radio 
81.3%  (101,846,000)  spent    408.6  million  hours   reading  newspapers 
38.3%  (47,979,000)  spent    201.8  million  hours    reading  magazines 
18.7%  (23,436,000)  spent  265.7  million  hours        watching  movies  on  tv 

45.5%  (57,002,000)  spent    241.3  million  hours   attending  movies' 

These  totals,  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published 

exclusively  by  Broadcasting  each  week,  are  based  on  a  48-state,  random  dispersion 

sample  of  7,000  interviews  (1,000  each  day).  Sindlinger's  weekly  and  quarterly 
"Activity"  report,  from  which  these  weekly  figures  are  drawn,  furnishes  comprehen- 

sive breakdowns  of  these  and  numerous  other  categories,  and  shows  the  duplicated 
and  unduplicated  audiences  between  each  specific  medium.  Copyright  1958  Sindlinger 
&  Co. 

t  Hour  totals  are  weekly  cumulative  figures.  People,  numbers  and  percentages,  are  figured 
on  an  average  daily  basis. 

*  All  people  figures  are  average  daily  tabulations  for  the  week  with  exception  of  the  "attend- 
ing movies"  category  which  is  a  cumulative  total  for  the  week.  Sindlinger  tabulations  are 

available  within  2-7  days  of  the  interviewing  week. 

SINDLINGER'S  SET  COUNT:  As  of  July  1,  Sindlinger  data  shows:  (1)  109,368,000 
people  over  12  years  of  age  see  tv  (87.3%  of  the  people  in  that  age  group); 
(2)  42,371,000  U.  S.  households  with  tv;  (3)  46,660,000  tv  sets  in  use  in  U.  S. 

Page  34    •    July  21,  1958 Broadcasting 



ARE  YOU  A 

"MILLION  DOLLAR  MOVIE" 

WINNER??? 

YOU  ARE,  IF  YOU'RE . . . 

Edward  I.  Barz  of  Foote,  Cone  &  Belding,  who  has  won  FIRST  PRIZE  in  the  "Million  Dollar  Movie 

Match -The -Movie  Contest"— a  vacation  cruise  to  Nassau.  (The  other  15  winners  have  been  notified) 

YOU  ARE,  IF  YOU'RE 

■  ■ 

a  "Million  Dollar  Movie"  advertiser  this  fall  who  will  be  regularly  reaching  a  major  share  of  New  York 

TV  homes  with  the  strongest  week-in,  week-out,  all-season-long  lineup  of  films  ever  shown  on  television. 

All  the  films  are  first  run.  are 

post-SAG*  films  — the  first  in  New  York 

from  a  major  Hollywood  studio. 

}/>  are  great  pre-SAG  pictures  like 

"Murder  My  Sweet,"  "Citizen  Kane" 

and  "Hunchback  of  Notre  Dame." 

YOU  ARE,  IF  YOU'RE 

a  "Million  Dollar  Movie"  viewer  (and  better  than  7  out  of  every  10  New  Yorkers  are  regular  viewers**) 

who  will  be  seeing  Hollywood's  most  popular  performers  playing  in  the  very  pictures  that  made  them  stars. 

All-time  greats  like  James  Cagney, 

Humphrey  Bogart  and  Paul  Muni. 

New  post-SAG  stars  like  Jane  Russell 

and  Marilyn  Monroe. 

For  complete  details  about  "Million  Dollar  Movie's"  fabulous  Fall  1958  lineup  get  a  copy  of  our  new 

presentation,  "FIFTH  AND  FINEST  YEAR."  from  Bill  Dix  at .  .  . 

WOR-TV 

New  York 

channel 9 

A  Division  of 

Teleradio  Pictures,  Inc. 

*  Refers  to  the  1948  contract  between  Screen  Actors  Guild  and  major  Hollywood  studios. 
*  *  Nielsen,  February  1958 
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^  The  WGAL-TV  audience  is  greater  than  the 

combined  audience  for  all  other  stations  in  the  Channel  8  coverage  area. 

See  Lancaster-Harrisburg-York  ARB  survey. 

Channel  S  •  Lancaster,  :Pa.  •  KSTBO  and  CBS 

Representative:  The  MEEKER  Company,  Inc.  •  New  York  •  Chicago  •  Los  Angeles  •  San  Francisco 



ADVERTISERS  &  AGENCIES  CONTINUED 

survey  in  the  annual  series,  according  to 
RAB.  The  interviews  will  be  conducted  by 

members  of  RAB's  national  sales  staff  under 
the  direction  of  regional  sales  manager  Rob- 

ert H.  Alter. 

Agency  viewpoint  will  be  sought  in  the 
survey  that  will  cover  a  wide  range  of  time- 
buying  activity.  Information  collected  will 
be  treated  in  detail  during  RAB  regional 

management  conferences  which  start  in  Sep- 
tember. 

Among  the  topics:  use  of  rating  services, 

protective  air  time  between  competing  prod- 
uct announcements,  run-of-station  schedules, 

programming,  effectiveness  of  specific  types 
of  station  promotion  and  ingredients  desired 

in  station  presentations.  The  conferences, 

open  to  RAB  member  station  management, 
are  slated  at  these  locations:  Ponte  Vedra 

Beach,  Fla.,  Sept.  4-5;  Palo  Alto,  Calif., 
Sept.  8-9;  Sequoyah  State  Park,  Okla.,  Sept. 
11-12;  White  Sulphur  Springs,  W.  Va.,  Sept. 
15-16;  Highland  Park,  111.,  Sept.  22-23;  St. 
Clair,  Mich.,  Sept.  25-26;  Princeton,  N.  J., 

Sept.  29-30. 

Counterblast  at  ANPA  Bureau 

Loosed  by  CBS  Tv  Spot,  TvB 

The  Bureau  of  Advertising  of  American 
Newspaper  Publishers  Assn.  has  provoked 
the  ire  of  CBS  Television  Spot  Sales  and 
Television  Bureau  of  Advertising  as  result 

of  bureau  release  of  an  "analysis"  that 
claims  newspapers  on  a  cost  basis  deliver 

40%  more  than  "nighttime  spot  tv"  in  the 
top  15  markets. 

The  newspapers'  bureau  said  its  analysis 

was  prompted  by  CTSS'  tv  spot  study  that 
compared  potential  audience  for  similar 
money  placed  in  spot  tv  (both  daytime  and 

nighttime)  and  in  newspapers,  and  con- 
cluded that  the  potential  audience  ratio  is 

3  to  1  in  favor  of  spot  tv  [Advertisers  & 
Agencies,  June  9]. 

Both  CTSS  and  TvB  charged  that  the 

Bureau  of  Advertising  used  a  faulty  for- 
mula in  determining  what  the  bureau  called 

"delivered  spot  commercial  impressions" 
of  three  20-second  nighttime  tv  spots  in 
the  top  1 5  markets.  Spots  were  compared 

with  three   500-line  newspaper  ads.  The 

MIPT  Q 

TOP  10  NETWORK  PROGRAMS 

Tv  Report  for  June  8-21 

TOTAL  AUDIENCE  i" No.  Homes 
Rank (000) 

1.  Gunsmoke 16,598 

2.  I've  Got  A  Secret 13,502 
3.  Wells  Fargo 13,459 
4.  Twenty-One 13.244 
5.  Wagon  Train 13,244 
6.  Have  Gun,  Will  Travel 13,072 
7.  Ed  Sullivan 12,599 
8.  Chevy  Show 12,427 
9.  Playhouse  90 12,126 

10.  Shirley  Temple's  Storybook 12,126 

Rank 
%  Homes* 1.  Gunsmoke 39.5 

2.  I've  Got  A  Secret 32.0 
3.  Wells  Fargo 32.0 
4.  Twenty-One 31.8 
5.  Wagon  Train 31.7 
6.  Have  Gun,  Will  Travel 

31.3 

7.  Ed  Sullivan 29.9 
8.  Red  Skelton 29.8 

9.  Chevy  Show 29.5 

10.  Playhouse  90 29.1 

AVERAGE  AUDIENCE  % 
No.  Homes 

Rank (000) 
1.  Gunsmoke 15,781 
2.  Wells  Fargo 12,341 
3.  Have  Gun,  Will  Travel 12.212 

4. I've  Got  A  Secret 12,126 
5. Twenty-One 

12.083 

6. Red  Skelton 11,051 
7. Loretta  Young 

10,492 
8. Wagon  Train 10,449 

9. 

Alfred    Hitchcock  Presents 10,320 
10. Father  Knows  Best 

10,062 

Rank  °/ 

>  Homes' 

1. 

Gunsmoke 
37.6 2. Wells  Fargo 29.3 

3. Have  Gun,  Will  Travel 
29.3 

4. Twenty-One 29.0 
5. I've  Got  A  Secret 28.7 
6. Red  Skelton 27.4 
7. Loretta  Young 25.0 

8. 
Wagon  Train 

25.0 9. 

Alfred  Hitchcock  Presents 24.9 
10. Father  Knows  Best 24.5 

(t) Homes  reached  by  all  or  any  part  of  the 
program,  except  for  homes  viewing  only 
1  to  5  minutes. 

(X)  Homes  reached  during  the  average  min- 
ute  of  the  program. 

* Percented  ratings  are  based  on )v  homes 
within  reach  of  station  facilities 

used  by 

each  program. 
Copyright  1958  A.  C.  Nielsen Co. 

ARB 

TOP  10  NETWORK  PROGRAMS 

Tv  Report  for  June 

No.  Viewers 
Rank  (000) 

1.  Gunsmoke  50,060,000 
2.  Have  Gun,  Will  Travel  36,520,000 

LATEST  RATINGS 

3. Perry  Como 35,140,000 

4. 

Wells  Fargo 

35,050,000 5. 
Wagon  Train 33,050,000 

6. Danny  Thomas 32,890,000 
7. Red  Skelton 31,050,000 8. Dinah  Shore 

Chevy  Show 30,760,000 
9. 

Loretta  Young 29,450,000 
10. Restless  Gun 29,130,000 
Rank 

Rating 
1. 

Gunsmoke 46.6 
2. Have  Gun,   Will  Travel 35.1 
3. 

Wells  Fargo 
34.8 

4. 

Red  Skelton 34.0 

5. 

What's  My  Line 
33.0 

6. Loretta  Young 32.5 

7. 

Twenty-One 

32.3 

8. Wagon  Train 31.8 

9. 

Restless  Gun 
31.4 10. Father  Knows  Best 31.0 

Copyright    1958    American    Research  Bureau 

TOP   10  NETWORK  PROGRAMS 

Tv  Report  for  July  1-7 Rank 

Rating 

1. 

Gunsmoke 
28.5 

2 Alfred  Hitchcock  Presents 23.2 

3. 

What's  My  Line 
23.0 

4. 

Decision 
21.7 5. 

Twenty-One 21.0 
6. GE  Theatre 

20.8 
7. 

Have   Gun,    Will  Travel 
20.8 

8. Suspicion 
19.6 

9. 

I  Love  Lucy 18.6 
10. 

Maverick 18.3 

BACKGROUND:  The  following  programs, 
in  alphabetical  order,  appear  in  this  week's 
Broadcasting  tv  ratings  roundup.  Informa- 

tion is  in  following  order:  program  name, 
network,  number  of  stations,  sponsor, 
agency,  day  and  time. 

Perry  Como  (NBC-173) :  American  Dairies 
(C-M),  Kimberley- Clark  (FC&B),  Kno- 
mark  (Manufacturing  Div.,  Revlon  Inc.), 
(Emil  Mogul),  Noxzema  Chemical  (SS- 
C&B),  RCA -Whirlpool  (K&E),  Sunbeam 
(Perrin-Paus),  Sat.  8-9  p.m. 

Decision  (NBC-144):  Procter  &  Gamble 
(B&B),  Sun.  10-10:30  p.m. 

Fath  r  Knows  Best  (NBC-105):  Scott 
Paper  (JWT),  alternating  with  Lever 
(NL&B),  Wed.  8:30-9  p.m. 

GE  Theatre  (CBS-132):  General  Electric 
(BBDO),  Sun.  9-9:30  p.m. 

Gunsmoke    (CBS- 172):    Liggett   &  Myers 

(D-F-S),  alternating  with  Remington 
Rpnd  (Y&R),  Sat.  10-10:30  p.m. 

Have  Gun,  Will  Travel  (CBS-148):  Lever 
(JWT),  alternating  with  American  Home 
Products  (Bates),  Sat.  9:30-10  p.m. 

Alfred  Hitchcock  Presents  (CBS-118): 
Bristol-Myers  (Y&R),  Sun.  9:30-10  p.m. 

I  Love  Lucy  (CBS -146):  General  Foods 
(B&B),  Mon.  9-9:30  p.m. 

I've  Get  a  Secret  (CBS-170)  :  R.  J.  Reynolds 
(Esty),  Wed.  9:30-10  p.m. 

Maverick  (ABC-95):  Kaiser  Co.  (Y&R), 
Sun.  7:30-8:30  p.m. 

Playhouse  90  (CBS-134):  participating 
sponsors,  Thurs.  9:30-11  p.m. 

Dinah  Shore  Chevy  Show  (NBC-176): 
Chevrolet  (C-E).  Sun.  9-10  p.m. 

Red  Skelton  (CBS-170):  Pet  Milk  (Gard- 
ner), alternating  with  S.  C.  Johnson 

(FC&B),  Tues.  9:30-10  p.m. 
Ed  Sullivan   (CBS-159):  Mercury  (K&E), 

Eastman  Kodak  (JWT),  Sun.  8-9  p.m. 
Suspicion    (NBC-134):   Sterling  Drug  (D- 

F-S).  Procter  &  Gamble  (B&B),  various 
half  hours,  Mon.  10-11  p.m. 

Shirley  Temple  Storybook  (NBC-177)  :  Na- 
tional Dairy  Products.  Hills  Bros,  coffee 

John  H.  Breck  (Ayer),  Sun.  8-9  p.m. 
Twenty-One    (NBC-151):  Pharmaceuticals 

Inc.  (Kletter),  Mon.  9-9:30  p.m. 
Wagron  Train  (NBC-165):  Lewis  Howe  (M- 

E),    Drackett    (Y&R),    Edsel  (FC&B) 
Wed.  7:30-8  p.m. 

Wells    Fargo    (NBC-161):    Buick  (M-E) American  Tobacco  (SSC&B),  Mon.  8:30- 
9  p.m. 

What's  My  Line  (CBS-101):  Helene  Curtis 
M-E),  alternating  with  Kellogg  (Bur- 

nett), Sun.  10:30-11  p.m. Loretta  Young  (NBC -163):  Procter  & 
Gamble  (B&B),  Sun.  10-10:30  p.m 
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ADVERTISERS  &  AGENCIES  continued 

newspaper  bureau  calculated  cost-per- 
thousand  "delivered  advertisement  noters" 
for  newspapers  at  $2.79  and  cost-per- 

thousand  "delivered  spot  commercial  im- 
pressions" at  $3.91.  Norman  E.  (Pete) 

Cash.  TvB  president,  asserted  the  Bureau 

of  Advertising's  research  "contradicts  what 
anyone's  seen  before"  in  showing  the  aver- 

age 500-line  newspaper  ad  as  seen  by  25% 
of  readers.  Advertising  Research  Founda- 

tion's study  of  newspaper  readership  as  well 
as  Starch  reports  placed  the  figure  at  13%, 

he  pointed  out.  Said  Mr.  Cash  in  furthering 

the  position  of  his  organization:  "We  prefer 
to  use  the  documented  figures  already  avail- 

able .  .  .  [with  them]  you'll  find  newspaper's 
cost  per  thousand  to  be  39%  higher  than 

spot  tv's.  .  .  ." 

Radio  clocks  best  sales  mileage 

in  test  runs  by  automobile  dealers 

Car  makers  looking  for  a  way  to  shake 
the  slack  out  of  their  sales  ought  to  take  a 
lesson  from  one  of  their  dealers  in  Akron, 
or  another  in  San  Antonio. 

That's  the  latest  word  from  Radio  Adver- 
tising Bureau,  which  has  been  conducting  a 

three-way  campaign  to  help  its  members 

wage  what  it  calls  "one  of  the  most  ambitious 
selling  campaigns  on  record  with  local  auto 

dealers." Into  the  mails  last  week  RAB  put,  among 
other  sales  tools,  its  most  recent  automobile 

success  stories — a  brochure  on  The  Auto 
Dealer  Who  Licked  the  Recession  with  Ra- 

dio and  one  on  another  car  salesman  who 

used  radio  advertising  to  good  advantage. 
Greenwald  Plymouth  Inc.,  Akron,  is  The 

Auto  Dealer  Who  Licked  the  Recession 

With  Radio.  Greenwald  has  been  using  ra- 
dio heavily  since  late  1955,  and  despite  the 

auto  slump  its  sales,  RAB  says,  are  "con- 
siderably above  the  national  average  for 

Plymouth." Last  month  Greenwald  conducted  a  ra- 
dio vs.  newspaper  test.  After  a  week  of 

regular  radio  and  newspaper  advertising,  the 
agency  introduced  a  series  of  special  offers 
on  radio  only.  The  offer  was  changed  each 
day,  so  that  customers  checking  on  it  at  the 

showroom  had  to  have  heard  that  day's  com- 
mercial. Results?  RAB  quotes  Jim  Green- 

wald, co-owner  of  the  firm,  in  this  enthusi- 
asm: 

"We  nearly  tripled  our  new  car  sales  for 
the  four  days  [of  the  test],  as  compared  to 
the  same  period  in  the  week  previous.  And 
we  had  more  showroom  traffic  during  this 
short  special  than  during  any  average  full 
week.  This  radio  vs.  newspaper  test  has 

made  us  more  sold  than  ever  on  radio." 
The  other  radio  success  story  distributed 

by  RAB  last  week  deals  with  Mike  Persia 
Chevrolet,  in  San  Antonio.  He  uses  14  sta- 

tions to  carry  his  advertising,  relying  heavily 
on  a  musical  commercial  with  tom-toms. 

Results?  Listen  to  Dick  Carr,  general  man- 
ager of  Thomas  F.  Conroy  Inc.,  San  An- 

tonio, advertising  agency  for  Mike  Persia. 

Discussing  radio  and  Mike  Persia's  open- 
ing of  a  new  dealership  in  Houston  last  year, 

Mr.  Carr  says: 

"Radio's  ability  to  reach  large  numbers 
of  people  quickly  established  Mike  Persia 
in  record  time.  It  took  only  a  few  months 
for  him  to  rise  from  the  newest  of  several 

Chevrolet  dealers  to  the  leading  new-car 
dealership  in  this  section  of  the  country. 

And  radio's  role  doesn't  stop  there.  The  me- 
dium is  helping  Mike  Persia  maintain  his 

sales  leadership  year  after  year." 
The  sales  success  stories  are  only  one  part 

of  the  RAB  automobile  campaign.  Others 

include  (1)  special  bulletins  detailing  "how- 
to"  information  for  the  promotion  of  special 

auto  campaigns  (such  as  the  "You  Auto  Buy 
Now"  drive),  and  (2)  sales  ideas,  promotion 
suggestions  and  news  of  developments  in 
the  1958  automobile  industry,  incorporated 

in  Local  Radio  Salesman,  four-page  weekly 
newsletter  to  members. 

The  success  radio  stations  are  having  in 
selling  dealers  is  being  studied  in  a  survey 

RAB  currently  is  conducting  among  its  mem- 
bers. 

One  station,  KAVL  Lancaster,  Calif.,  told 

the  bureau  it  had  boosted  a  Triumph  dealer's 
already  sizeable  radio  budget  by  50%  as  a 
result  of  an  RAB  article  urging  stations  to  go 

after  foreign-car  and  American  "economy" 
car  dealers  and  supplying  information,  com- 

mercial copy  ideas,  etc. 

Among  station  comments  received  on  re- 

sults of  RAB's  "You  Auto  Buy  Now"  bulle- 
tins— which  told  how  to  set  up  these  cam- 

paigns, offered  advice  on  research  and  com- 
mercial techniques,  and  also  included  data 

secured  by  RAB  from  advertising  executives 

for  Detroit's  big  three  manufacturers — the 
following  were  listed  as  typical: 

"Sold  about  $1,000  worth  of  extra  busi- 

ness with  this  info." — WPFD  Middletown, 
Ohio. 

"Excellent  help.  Nearly  1,000  spots  sold 

in  'You  Auto  Buy  Week'  to  auto  dealers." — 
WSPR  Springfield,  Mass. 

"Used  effectively  by  one  agency  which 
placed  18  spots  with  us  and  by  one  direct 
new  account — who  is  still  spending  money 

on  WPRO."— WPRO  Providence,  R.  L 

"Radio  received  major  portion  of  budg- 
ets."— KOTA  Rapid  City,  S.  D. 

When  auto  sales  are  down,  when  auto  ex- 
perts are  predicting  new  car  sales  this  year 

will  not  exceed  4.5  million,  the  lowest  figure 

since  1952 — why,  with  this  situation,  is  RAB 

making  such  a  concerted  pitch  to  the  deal- 
ers now?  RAB's  Kevin  Sweeney  explains: 

"Let's  face  it — the  auto  industry's  down, 

but  radio's  up.  If  we  can  get  in  there  and 
show  dealers  how  effective  radio  is — even  in 

times  of  recession — we'll  be  taking  a  seven- 
league  step  toward  securing  more  auto  ad- 

vertising dollars  in  the  future.  And  remem- 
ber, many  dealers  are  more  likely  to  try  a 

new  advertising  approach  when  things  are 

going  badly  than  when  their  sales  are  nor- 

mal— or  better  than  average." 

RADIO  GETS  SALES  ON  ROAD 

Greenwald  Plymouth,  "The  Auto  Dealer  Who  Licked  the  Recession 

With  Radio"  (as  profiled  by  Radio  Advertising  Bureau),  uses  the  medium 
to  keep  250-300  new  cars  moving  across  its  Akron  lot.  When  Green- 

wald pitted  radio  against  newspapers  on  the  sales  course,  radio  beat 
print  by  several  laps.  In  Texas,  Sam  Persia  Chevrolet  used  radio  to  crack 
a  metropolitan  market  and  gain  regional  leadership.  Radio  is  rolling  up 
similar  automotive  successes  around  the  country. 
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Knap 

talk  to  Howard  Fry 

If  there's  one  thing  that  separates  the  man  from 

the  boy  in  television,  it's  the  four-fisted,  two-station  TV 

market.  There's  the  slugfest  in  this  business  and  if  you  want 

to  see  how  knock-down-drag-out  national  spot  salesmanship  can 

make  or  break  you  in  a  dog-fight  market,  get  Howard  Fry  — 

General  Manager  of  KFDX-TV  in  Wichita  Falls,  Texas  — 

to  tell  you  about  his  representation.  Get  him  to  tell  you 

how  Raymer  Representation  spliced  to  smart  station  management 

has  clobbered  this  bustin'-at-the-seams  market  —  wrapped 

it  up  all  the  way  in  sales,  in  schedules,  in  ratings, 

in  local  acceptance,  in  profit,  in  programming 

and  in  national  spot  volume. 

then 

talk  to  Raymer 

Talk  to  Raymer  about 

Wichita  Falls  and  KFDX-TV  .  .  . 

or  about  Lubbock  and  KCBD-TV  .  .  . 

or  about  Beaumont  and  KPAC-TV  — 

three  punch-trading  two-station  markets 

in  the  Southwest  that  spark  some  of  the  wild-and-wooliest 

national  spot  selling  in  the  business.  Talk  to  John  Hicks 

in  the  Dallas  Raymer  office  ...  or  Stu  Kelly  in  New  York  . 

or  Eddie  Brandt  in  Atlanta  and  you'll  get  an  idea 

of  how  the  very  special  Raymer  Way  pays  off  for  stations 

that  need  haymaker  salesmanship.  For  more  than 

twenty-five  years  the  Paul  H.  Raymer  Company  has 

been  delivering  that  kind  of  salesmanship. 

THE  PAUL  H.  RAYMER  COMPANY,  INC. 

Exclusive  National  Representatives  Since  1932 
New  York  •  Chicago  •  Dallas 
Los  Angeles  •  Detroit 
San  Francisco  •  Atlanta 



ADVERTISERS  8  AGENCIES  continued 

WHY,  HOW  Y&R  BOUGHT  'DAYBREAK' 

•  Agency  media  chief  defends  ABC-TV  daytime  discounts 

•  'There's  nothing  sacred  about  a  rate  card,'  he  adds 

The  new  "Operation  Daybreak"  project 
developed  by  Young  &  Rubicam  and  ABC- 
TV  was  hailed  last  week  by  Peter  G. 
Levathes,  Y&R  vice  president  and  director 
of  media  relations,  as  one  of  the  most  con- 

structive contributions  to  television  adver- 
tising in  recent  years. 

The  project,  which  sets  ABC-TV  up  in 
daytime  business  with  six  Y  &  R  clients 

enrolled  as  charter  sponsors  at  a  total  52- 
week  rate  of  $13.3  million  [Advertisers  & 

Agencies,  July  14],  had  been  roundly  con- 
demned by  officials  of  NBC-TV  and  CBS- 

TV. 

They  charged  it  amounted  to  rate-cutting 
and  gave  Y&R  control  over  ABC-TV 
daytime  programming  and 

rates.  One  claimed  "it  ap- 
pears that  Y  &  R  in  effect 

will  be  operating  as  a  fourth 

tv  network  in  the  daytime." 
To  these  and  similar 

charges  Mr.  Levathes  re- 

plied: "Sheer  and  utterly  ir- 

responsible nonsense." 
ABC-TV's  daytime  rates 

— one-third  of  nighttime, 
with  a  50%  discount  for 

charter  sponsors  in  "Opera- 
tion Daybreak" — were  set  by the  network  and  the  network 

will  continue  to  have  final 

say  over  programming,  Mr.  Levathes  said. 

Mr.  Levathes,  who  has  been  described 

as  the  chief  architect  of  "Daybreak,"  also 
reminded  that  "the  same  deal  has  been  of- 

fered to  the  clients  of  other  agencies  and 

is  being  considered  by  a  number  of  them." 

Actually,  he  said,  the  "Daybreak"  plan 
was  the  best  method  yet  devised  to  permit 

the  "little  advertiser"  to  get  into  television. 
Moreover,  he  continued,  the  money  in- 

volved in  the  Y&R  clients'  participation 
is  "new"  money  to  advertising — not  funds 
taken  from  other  media,  as  had  been  re- 

ported. 

He  said  that  this  was  true  of  the  "Day- 
break" purchase  by  American  Home  Foods, 

Bristol-Myers,  Johnson  &  Johnson,  Drack- 

ett,  Beechnut-Lifesaver,  and  "to  some  ex- 
tent" General  Foods.  In  the  case  of  Gen- 

eral Foods — which  accounts  for  20  of  the 

40  weekly  "Operation  Daybreak"  quarter- 
hours  taken  by  Y  &  R  clients  (out  of  a 

total  of  60  offered  by  the  network) — Mr. 
Levathes  acknowledged  that  the  ABC-TV 
buy  might  require  a  cutback  in  GF  spon- 

sorships on  other  networks. 

American  Home  Foods  is  an  addition  to 

the  Y  &  R  client  group  reported  as  "Day- 
break" sponsors  a  week  ago. 

Did  Mr.  Levathes'  enthusiasm  for  the 
plan  mean  that  he  felt  CBS-TV  and  NBC- 

TV  were  over-priced?  He  was  "not  sure," 
but  said,  "If  we  can  buy  at  cheaper  rates 
it  is  our  basic  responsibility  as  an  agency 

to  do  so." 

"There  is  nothing  sacred  about  a  rate 

MR.  LEVATHES 

card,"  he  asserted.  He  said  that  although 

NBC  and  CBS  officials  cried  "rate  cutting," 
both  networks  had  made  deals  in  the  past. 
Moreover,  he  continued,  the  50%  discount 

on  the  ABC-TV  daytime  business  "is  not 

as  good  as  others  we've  had  with  ABC-TV." 

Actually,  Mr.  Levathes  said,  "Daybreak" 
was  developed  from  a  single  client  deal 

made  by  Y  &  R  with  ABC-TV  some  six 
months  ago.  He  declined  to  identify  the 

client,  except  to  say  it  was  one  of  those 

signed  up  for  "Daybreak"  but  was  not General  Foods.  This  unidentified  client,  he 

said,  signed  for  time  at  a  50%  discount,  and 
Y&R  then  wondered  why  the  same  deal 

shouldn't  be  made  available  to  other  clients. 

Out  of  this  came  "Operation 
Daybreak,"  he  explained. 
To  charges  that  Y&R 

used  its  "big  buying  power" 
to  force  a  "rate  cut,"  Mr. 
Levathes  replied  that  Y&R 

had  forced  nothing,  that  "Op- 
eration Daybreak"  is  avail- able to  all  advertisers  on  the 

same  terms  and  that,  as  for 

"buying  power,"  Y&R 
places  a  heavy  volume  of 
business  with  all  networks — 
far  more,  in  some  cases,  than 

is  involved  on  ABC-TV. 
To  the  claim  that  Y&R 

had  not  acted  in  a  "statesmanlike"  fashion 
he  answered  in  these  words: 

"I  think  it  is  good  statesmanship  as  well 
as  good  business  to  buy  television  at  the 
best  possible  terms  for  our  clients.  We  have 
an  obligation  to  our  clients  to  exert  our  best 

efforts  not  only  with  ABC-TV  but  with  all 

media." 

Considerations  other  than  price  entered 
into  the  decision,  Mr.  Levathes  added.  One 
of  the  most  important  of  these,  he  said,  was 

the  fact  that  "Operation  Daybreak"  per- 
mits an  advertiser  to  get  greater  exposure 

by  "exchanging"  commercial  positions  with 
two  other  advertisers  rather  than  just  one, 

thus  enabling  him  to  get  into  a  greater 
number  of  homes. 

Another  feature  recommending  "Day- 
break," Mr.  Levathes  said,  was  that  all 

the  programs  are  to  be  produced  live 
(though  recorded  on  videotape). 

ABC-TV,  which  now  has  no  regular  day- 
time programming  before  3  p.m.,  plans 

through  "Daybreak"  to  open  up  a  total  of 
three  additional  hours  a  day  Monday 

through  Friday,  starting  Oct.  6  (11-11:30 
a.m.,  12  noon-12:30  p.m.,  12:30-1:30  p.m., 
2-2:30  and  3-3:30  p.m.,  all  local  clock  times 
except  in  the  Mountain  states,  where  the 
shows  will  be  carried  one  hour  earlier  in 
terms  of  local  time). 

The  charter  plan  provides  for  discounts 
of  50%  for  advertisers  ordering  a  minimum 

of  four  quarter-hours  per  week  for  26 
weeks.  These  four  quarter-hours  must  be 
purchased  in  one  day  but  the  advertiser. 

subject  to  ABC-TV  approval,  may  swap 
8  of  his  12  commercial  messages  with 

other  "Daybreak"  advertisers  in  order  to 
reach  a  greater  number  of  different  homes. 

Cost  per  quarter-hour  under  the  charter 
plan  is  pegged  at  $6,400.  ABC  authorities 

say  the  cost  per  commercial  minute — 
$2,130  for  time  and  talent — compares  with 

more  than  $5,000  on  "another  network." 
Programming  for  the  new  periods  has 

not  been  definitely  set.  The  following  shows, 

it  is  understood,  have  been  tentatively  as- 
signed, subject  to  change:  Man  in  Your 

Life,  11-11:30  a.m.;  a  program  featuring 
Peter  Lind  Hayes,  12-12:30  p.m.;  Freddie 
Martin  orchestra  program,  12:30-1  p.m.; 
Liberace,  1-1:30  p.m.;  For  Better,  for 
Worse,  case  histories  of  domestic  problems, 

2-  2:30   p.m.,   and   Touch   and   Go  quiz, 3-  3:30  p.m. 

Standard  Triumph  Account 

Moves  to  DCS&S  Aug.  15 

Standard  Triumph  Motor  Co.,  New  York, 
last  week  announced  that  Doherty,  Clifford, 
Steers  &  Shenfield,  New  York,  has  been 

named  its  advertising  agency,  effective  Aug. 

15.  Media  plans  are  not  set  for  the  account, 
which  covers  the  Triumph  sports  car  and 
Triumph  sedan  and  estate  wagon,  produced 

by  the  parent  company,  Standard  Motor  Co. 
Ltd.,  Coventry,  England. 

For  the  past  two  years  the  account  has 
been  handled  by  Gore  Smith  Greenland  Inc., 
New  York,  which  earlier  this  month  split 
into  Chester  A.  Gore  and  Smith  Greenland 

Assoc.  The  account  had  been  known  "to 
be"  Mrs.  Gore's.  An  official  of  Standard  ex- 

plained the  change  by  saying  that  "we  feel 
our  expansion  and  plans  for  the  future  re- 

quire the  wider  range  of  services  available 

in  a  larger  agency."  He  said  that  in  the  past, 
the  account  has  placed  its  budget  (approxi- 

mately $500,000  per  year)  in  the  printed 
media,  though  local  dealers  have  invested  in 

radio  and  tv  spot.  He  added  that  it  is  "con- 
ceivable, though  not  probable"  that  the 

company  will  venture  into  radio  or  tv  in  the 
near  future,  but  pointed  out  that  DCS&S 

shortly  will  make  its  marketing  recommen- 
dations. 

Tax  Case  to  Be  Argued  Sept.  19 

Before  Maryland  Appeals  Court 

The  Maryland  Court  of  Appeals  will  re- 
-  view  a  lower  i  court  decision  holding  the 

Baltimore  city  advertising  tax  illegal  [Ad- 
vertisers &  Agencies,  July  14].  The  ap- 

peal, filed  by  the  Baltimore  city  solicitor's office,  will  be  heard  Sept.  19.  It  was  given 

priority  at  the  city's  request. 
Two  related  city  taxes  on  advertising  and 

media  were  declared  unconstitutional  by  the 

ruling  of  Maryland  Circuit  Judge  Joseph  L. 

Carter.  The  city  has  repealed  the  taxes,  ef- 
fective next  Jan.  1.  They  went  into  effect 

at  the  beginning  of  1958.  The  taxes  include 

a  4%  levy  on  gross  sales  of  advertising  and 
space.  Another  2%  tax  was  placed  on  gross 

receipts  of  broadcasters  and  publishers 

handling  advertising.  Most  radio  and  tv 

receipts  are  exempt  because  of  their  inter- 
state nature. 

The  Maryland  Advertising  Council  was 
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IMPACT 

Choose  the for  Your  Market! 

DENVER  .  .  .  KMYR  dominates  the  15  sta- 

tion Denver  market,  serving-  over  1,300,000  people 
with  coverage  where  it  counts.  Proof — Hooper 

(May- June,  '58)  number  1  morning  and  after- 

noon; Pulse  (May,  '58)  number  2  morning  and 
number  1  afternoon.  A  vital  force  in  selling  to- 

day's Denver  with  5000  Watts  at  710  kcs.  See 
Adam  Young  or  chat  with  General  Manager  Chic 
Crabtree. 

OMAHA  .  .  .  KOIL  is  undisputed  No.  1  in  the 

Omaha  area — Proof — Hooper  (May- June,  '58) 
41.8  share  morning  and  42.8  share  afternoon; 

latest  Trendex  42.2  share  morning  and  39.5  share 

afternoon;  Pulse  (May,  '58)  dominant  first  morn- 
ing and  afternoon.  Your  Star  Station,  serving 

over  875,000  people,  is  a  must  buy  station.  See 

Avery-Knodel  or  Station  Manager  James  H. 

Schoonover. 

* 

★ 

* 

KOIL  —  Omaha 
NATIONAL  REPRESENTATIVE 

AVERY-KNODEL 

KMYR    —  Denver 
REPRESENTED  NATIONALLY  BY 

ADAM  YOUNG,  INC. 

KWIK  —  Pocatello 
NATIONAL  REPRESENTATIVE 

AVERY-KNODEL 

IF  RESULTS  ARE  A  MUST,  SO  ARE  ... 

the  Mv  stations 

DON  W.  BURDEN  —  President 
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ADVERTISERS  &  AGENCIES  continued 

formed  to  direct  an  industry  campaign  to 
secure  repeal  of  the  taxes.  The  committee 
was  headed  by  Joseph  Katz,  of  Joseph  Katz 
Co.  When  the  law  was  declared  unconsti- 

tutional the  committee  made  refunds  to 

those  who  had  financed  the  campaign. 
Eleven  local  agencies  had  put  up  $100  each 
and  an  additional  $10,000  was  raised. 

Candidate  Seeks  Spots 

Without  Paid-Time  Tag 

The  1958  political  campaign  started  off 

with  a  dull  thud  in  the  Maryland-National 
Capital  area  last  week  when  stations  were 

offered  a  series  of  "news"  announcements 
for  a  candidate  with  the  provision  they  not 
be  identified  as  political  advertising. 

(The  Communications  Act  and  FCC  reg- 
ulations require  that  sponsors  of  commercial 

broadcasts  be  identified.) 

Several  stations  in  the  area  are  under- 
stood to  have  questioned  this  specification 

in  connection  with  political  advertising  on 

behalf  of  Jim  Devereux,  candidate  for  gov- 
ernor of  Maryland.  The  announcements 

were  placed  by  the  Hanrahan  Co.,  Balti- 
more. 

Edward  Hanrahan,  head  of  the  Baltimore 

agency,  told  Broadcasting  the  copy  had 

been  checked  by  lawyers  to  see  that  it  com- 
plied with  identity  requirements. 

"We  revised  our  original  copy  to  meet 
the  individual  taste  of  each  station  finally 

selected  for  the  campaign,"  he  said.  "Every 
area  has  a  different  method  of  identifying 

political  spots.  The  advertising  disclosure 
was  written  into  the  lead  to  the  satisfaction 

of  each  station's  lawyers." 
Mr.  Hanrahan  explained  the  campaign 

was  based  on  a  "limited  budget."  He  de- 
clined to  make  public  the  list  of  stations 

carrying  the  announcements,  explaining  the 
placement  of  advertising  in  different  areas 

of  a  state  is  part  of  a  candidate's  strategy. 
Among  stations  refusing  to  carry  the  orig- 

inal copy  were  WRC,  WTOP,  WMAL  and 
WWDC  Washington. 

The  agency's  copy  carried  this  "note": 
"This  spot  is  not  to  be  used  if  preceded  by 
or  followed  by  any  other  political  authority 

or  disclaimer — than  already  announced 
within  the  copy  itself  in  compliance  with 

the  law." 
A  typical  piece  of  copy  reads: 

"Of  interest  to  all  Marylanders — comes 
news  that  .  .  .  the  crusade  to  elect  Baltimore 

Countian,  Jim  Devereux,  governor  of  Mary- 
land got  another  lift,  today  .  .  .  with  a 

report  released  by  authority,  J.  C.  Graham, 

Devereux-for-Governor,  Campaign  Treas- 
urer (in  Baltimore).  In  his  report,  Mr. 

Graham  praised  the  efforts  of  the  many 

independent  Maryland  citizens  who  are 
contributing  and  working  hard  to  raise  the 

money  needed  to  support  the  cost  of  ex- 
posing the  political  machines  trying  to  gain 

control  of  the  Maryland  government. 

"Mr.  E.  Arch  Seidl,  finance  chairman, 
said  that  the  Devereux-for-Governor  cam- 

paign was  seeking  and  receiving  contribu- 
tions from  taxpayers— Republicans  and 

Democrats — all  over  Maryland  who  realize 
it  costs  much  less  to  support  now  a  sincere 

political  campaign — than  to  have  to  sup- 
port later  a  politically-dominated  govern- 

ment. 

"Both  Mr.  Seidl  and  Mr.  Graham  indi- 
cated that  the  Devereux-for-Governor  cam- 

paign was  going  to  be  a  big  one  and  would 
represent  the  views  and  efforts  of  people  in 
all  walks  of  life  and  in  every  area  of  the 

State  of  Maryland." 

American  Gas  Assn.  Realigns 

Realignment  in  the  advertising-promotion 
area  of  American  Gas  Assn.,  tv  network 
advertiser,  was  announced  Thursday  (July 

17).  S.  F.  Wikstrom,  AG  A  advertising  pro- 
motion director,  will  move  up  to  director  of 

the  association's  PAR  plan  on  or  about 

Aug.  1.  PAR  covers  all  of  AGA's  promo- 

tion, advertising  and  research  activities. 
AGA  Managing  Director  C.  S.  Stackpole 

also  announced  the  following  personnel 
shifts:  Norval  D.  Jennings,  AGA  advertising 

manager,  to  advertising-promotion  director; 
Charles  R.  Bowen,  promotion  manager,  to 

advertising  manager;  Kenneth  F.  Muldoon, 

manager  of  AGA's  "New  Freedom  Gas 
Home  Bureau,"  to  promotion  manager,  suc- 

ceeded by  Gerald  P.  Mullins,  former  as- 
sistant to  Mr.  Wikstrom.  Last  named  suc- 

ceeds Allen  D.  Schrodt,  who  has  resigned  to 
relocate  in  the  South. 

AGA  has  just  renewed,  for  the  third  con- 

secutive season,  participation  in  CBS-TV's 
Playhouse  90  (Thurs.,  9:30-11  p.m.).  Tv 

sponsorship  represents  50%  of  AGA's  $6 
million  a  year  PAR  plan. 

Young  Home  Viewers 

Cited  by  KHJ-TV 
The  "young  household"  tv  station  is  the 

best  buy  for  advertisers  who  want  to  make 
sales,  even  though  its  programs  may  not 

have  the  highest  ratings  nor  deliver  the 

lowest  cost-per-thousand.  That's  the  thesis 
of  a  brochure  prepared  by  KHJ-TV  Los 
Angeles  for  the  use  of  its  salesmen,  a  con- 

cept that  may  stir  up  as  heated  an  argu- 

ment in  tv  circles  as  the  "modern  radio" 
programming  has  among  radio  broad- 

casters and  buyers. 

"A  cost-per-thousand  is  supposed  to  tell 

how  many  tv  homes  are  reached  per  dollar," 
the  brochure  begins.  "It  does  not  say  if  these 
homes  are  the  kind  of  homes  an  advertiser 
wants  to  reach.  One  could  have  the  lowest 

cost-per-thousand  in  the  industry  and  not 
sell  goods  simply  because  the  homes  reached 
are  not  the  homes  which  are  interested  in 

his  product. 

"For  instance,  who  is  most  interested  in 

buying  baby  food,  washing  machines,  refrig- 
erators, a  second  car,  furniture,  life  insur- 

ance,  sporting  equipment,  tobacco,  soap, 

BUSINESS  BRIEFLY 

RUMBLE  SILENCED  •  Cities  Service  Co., 
N.  Y.,  has  started  campaign  on  four  New 
York  radio  stations  and  in  newspapers  to 

promote  "anti-rumble"  gasoline.  Spot  radio 
effort  will  be  stepped  up  in  near  future  to 
more  than  60  stations  plus  40  tv  stations 
throughout  country,  according  to  agency, 
Ellington  &  Co.,  N.  Y.  Cities  Service  an- 

nouncements point  out  that  new  ultra-high 
compression  engines  are  confronting  Amer- 

ican motorist  with  phenomenon  that  auto- 

mobile   engineers    call    "engine  rumble." 

WILDROOT  RADIO  •  Wildroot  Co.,  Buf- 
falo, buying  radio  spot  schedule  starting 

Aug.  4  for  four  weeks  in  more  than  50 
markets.  BBDO,  N.  Y.,  is  agency. 

FERTILIZER'S  FERTILIZER  •  United 
States  Brand  Bat  Guano  advertising,  which 
started  with  local  test  campaign  on  Los 
Angeles  radio  stations  in  April  and  spread 
throughout  11  western  states  last  month, 
now  is  expanding  into  tv.  This  is  again  on 
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test  basis  in  Los  Angeles  where  Purex  Corp., 

distributor  of  plant  food,  has  bought  par- 
ticipations on  Oscar  Levant  Show  on  KHJ- 

TV  and  multiple  spot  scheduled  on  KRCA 

(TV).  Agency  is  Potts-Ray  &  Assoc.,  L.  A. 

FALL  CAMPAIGN  •  Pharmaco  Inc. 

(Feen-a-Mint),  Newark,  N.  J.,  plans  exten- 
sive spot  radio  campaign  this  fall,  using  one- 

minute  announcements  on  more  than  100 

stations  throughout  country.  Spot  effort  set 
for  26  weeks,  starting  in  September. 

Agency:  Doherty,  Clifford,  Steers  &  Shen- 
field,  N.  Y. 

SMOOTH  SHAVE  •  Gillette  Co.  (safety 
razors  and  blades),  Boston,  is  testing  via 
tv  new  adjustable  razor  that  sells  for  about 

$2  and  is  version  of  Gillette's  deluxe  $10 

article.  Gillette's  method  is  to  cut-in  locally 
with  test  commercial  on  its  Friday  night 

fight  telecasts  on  NBC-TV.  It's  using  only 
few  widely  scattered  cities:  Erie,  Pa.; 
Phoenix,  Ariz.;  Albuquerque,  N.  M.,  and 

Evansville,  Ind.,  among  them.  Maxon  Inc., 
N.  Y.,  is  agency. 

CBS  SELLS  •  New  business  amounting  to 
more  than  $600,000  was  reported  last  week 

by  CBS  Radio,  covering  purchases  by  Amer- 
ican Tobacco  Co.  (Herbert  Tareyton  cig- 

arettes), N.  Y.  and  Standard  Brands  Inc., 

N.  Y.  American  Tobacco,  through  Law- 
rence C.  Gumbinner  Adv.,  N.  Y.,  has  signed 

for  11  "Impact"  segments  per  week  for 
13  weeks,  starting  Aug.  8  (see  page  33)  and 
Standard  Brands,  through  Compton  Adv., 

N.  Y.,  for  weekly,  quarter-hour  of  Arthur 
Godfrey  Time,  52  weeks,  beginning  Sept.  15. 

NEW  ON  BOARD  •  Participants  signed  for 

NBC-TV's  Today  and  Jack  Paar  Show  pro- 
grams include  Grove  Labs  for  fall  on 

Today  through  Cohen  &  Aleshire,  N.  Y.; 

Sterling  Drug  Inc.  (Bayer  aspirin)  through 

Dancer-Fitzgerald-Sample,  N.  Y.,  starting 

this  week  on  Today:  Knapp  Monarch  Co. 
through  Frank  Block  Assoc.,  St.  Louis,  for 

Today  this  fall,  and  Knomark  Mfg.  Div., 

Revlon  Inc.,  for  several  Paar  participations 
this  month,  through  Emil  Mogul  Co.,  N.  Y. 
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ADVERTISERS  &  AGENCIES  continued 

PICK  OF  THE  PITCHES 

Listing  of  the  "most  liked"  televi- 
sion commercials  throughout  the  U.  S. 

was  released  for  the  first  time  last 

week  by  American  Research  Bureau, 

showing  the  "top  20"  favorite  national 
and  regional  tv  commercials  based  on 
the  weekly  ARB  home  diary  entries. 
The  diary  asks  viewers  each  week  to 
cite  their  favorite  commercial  of  the 

week.  The  list  represents  those  re- 

ceiving the  highest  percentage  of  men- 
tion within  their  respective  exposure 

areas.  ARB  reported  the  top  20  for 
June  were: 

(1)  Hamm's  beer,  (2)  Piel's  beer, 
(3)  Chevrolet,  (4)  Ford,  (5)  Dodge, 

(6)  Seven-Up,  (7)  Burgermeister  beer, 
(8)  Falstaff  beer,  (9)  Post  cereals,  (10) 

Wilkin's  coffee,  (11)  Tip  Top  bread, 
(12)  Newport  cigarettes,  (13)  Winston 
cigarettes,  (14)  Kaiser  foil,  (15)  Raid 

(16)  Ipana,  (17)  Ivory  soap,  (18)  Stag- 
myer  beer,  (19)  Alka-Seltzer,  (20)  Zest. 

cosmetics,  beverage  and  food  products,  etc., 

— the  young  household,  of  course." 
To  reach  this  young  household,  the  ad- 

vertiser should  use  a  "young  household"  £v 
station,  KHJ-TV  states.  This  can  be  deter- 

mined, the  station  notes,  by  "the  overall 

personality  of  the  station"  and  by  "analyz- 
ing the  'personality'  of  specific  programs 

and  availabilities  so  as  to  fit  the  right  prod- 

uct into  the  right  vehicle." 

To  prove  its  pre-eminence  as  a  "young 
household"  tv  station,  KHJ-TV  presents 
audience  analysis,  not  by  size  but  by  ages 

of  viewers,  contrasting  them  with  "old 
household"  appeal  of  travel  programs  on 
another  Los  Angeles  station,  which  can  be 
expected  to  issue  an  indignant  reply  soon. 

Comparing  the  Monday,  7:30-8  p.m., 
offerings  of  both  stations,  the  brochure  re- 

ports that  KHJ-TV's  Whirly  birds  has  22% 
of  its  viewers  in  the  under  six  age  bracket, 

24%  in  the  6-12  group,  8%  in  the  13-19 
group,  23%  aged  20-39,  17%  aged  40-59 
and  6%  of  60  or  over.  The  travelogue  audi- 

ence is  divided:  3%  under  six,  8%  6-12,  no 
teenagers,  11%  20-39,  45%  40-59  and 
33%  60  and  over.  The  average  family  size 
of  the  Whirly  bird  audience  4.5,  contrasted 

Contrasting  the  77% — under-40  audience 
of  Whirly  birds  with  the  78% — over-40 
audience  of  the  travel  program,  KHJ-TV 

points  to  the  "large  family  size,  lots  of 
youngsters  to  feed  and  dress,  and  the  young 

housewife  ready  to  try  and  buy  new  prod- 

ucts for  her  growing  family"  on  the  one 
hand,  to  the  "much  smaller  and  much  older 
family,  virtually  no  children,  78%  of  the 
household  over  age  40  with  a  whopping 
22%  over  age  60,  little  buying  power. 

When  buying  on  rating  points,  KHJ-TV 

warns,  "an  advertiser  must  consider  the 

audience"  he  is  reaching.  "50  or  75  rating 
points  that  reach  the  younger  household 
family  are  a  better  buy  than  an  equal,  or 
larger  number  of  points  that  reach  older, 

smaller,  more  conservative  families." 

FILM 

ZIV  EXPANDS  REGIONAL  SALES 

Ziv  Television  Programs,  New  York,  last 
week  announced  a  major  expansion  in  its 

sales  operation,  including  the  establishment 
of  three  new  sales  units,  promotion  of  four 

key  executives  and  addition  of  nine  sales- 
men to  the  staff. 

As  part  of  the  realignment,  according  to 
M.  J.  Rifkin,  vice  president  in  charge  of 
sales,  an  additional  regional  sales  division 

has  been  created  in  the  national  sales  de- 

partment, located  in  Cincinnati,  to  supple- 
ment two  existing  units  in  New  York  and 

Chicago.  Edward  J.  Broman,  formerly  cen- 
tral division  sales  manager  for  syndication, 

has  been  named  sales  manager  of  the 

regional  division,  reporting  to  John  Shaw, 
national  sales  manager. 

In  other  key  promotions,  Len  Firestone, 
formerly  head  of  the  New  York  syndication 
staff,  has  been  appointed  to  sales  manager 
of  the  syndication  department,  supervising 

all  geographic  divisions;  Ray  McGuire,  a 

MR.  BROMAN  MR.  FIRESTONE 

spot  sales  manager  in  the  syndication  de- 
partment, has  been  advanced  to  the  new 

post  of  north  central  division  manager  in 
Cincinnati;  and  Donald  S.  Brogdon,  a  spot 

sales  manager  in  syndication,  has  been  ap- 
pointed to  the  newly-created  post  of  south 

central  division  sales  manager  in  Dallas. 

Mr.  Rifkin  also  announced  the  following 
additions  to  the  syndication  sales  force: 
John  Chambers,  Michael  Keirman  and  Ken 
Hildebrandt  (western  division);  John  Lewis 

(north  central  division);  Edgar  Willis  and 
Ben  McReynolds  (south  central  division); 
Leon  Taylor  and  Louis  Johnson  (eastern 
division)  and  Jack  Daniels  (New  York 

syndication). 
In  other  reassignments,  Don  Dahlman 

and  Robert  Reis,  syndicated  salesmen,  have 
been  named  spot  sales  managers  under  Mr. 
McGuire,  and  Jack  Putzer,  a  salesman,  has 
been  advanced  to  spot  sales  manager  under 
Mr.  Brogdon. 

MR.  McGUIRE  MR.  BROGDON 

High  Pilot  Film  Mortality 

Inspires  Foley's  New  Service 
New  tv  program  production  is  up  against 

fantastic  odds  of  200-1,  or,  as  expressed  in 
dollars,  approximately  $19.5  million  in  the 
past  three  years  was  spent  on  filmed  pilots 

"which  never  had  a  chance." 
Such  was  the  dismal  picture  painted  last 

week  in  New  York  by  George  F.  Foley, 
president  of  the  Gothic  Corp.  Mr.  Foley 

conducted  a  three-month  survey  among  ad- 
vertising managers,  network  executives  and 

advertising  agencies. 
His  survey  results  were  laid  out  before 

agency  executives  and  newsmen  at  a  cock- 

tail party  at  New  York's  21  restaurant  on 
July  15  to  point  up  Mr.  Foley's  newly- 
formed  research  and  sales  service  for  pro- 

gram developers. 
The  Gothic  service,  according  to  Mr. 

Foley,  who  is  a  former  vice  president  of 

Cecil  &  Presbrey  (he  claims  to  have  pur- 
chased more  than  $20  million  worth  of 

tv  programming  for  that  agency's  clients), 
will  act  as  liaison  between  tv  packagers  and 

potential  buyers.  Mr.  Foley  said  his  firm 
would  advise,  assist  in  production  of  pilots 

and  help  with  the  sale  of  "worthwhile" 
pilots  already  produced.  He  plans  to  handle 
a  maximum  of  10  programs  per  year,  rep- 

resenting either  filmed  or  live  properties, 
at  a  fee  of  about  10%  of  the  cost  of  a  pilot 
already  filmed,  or  10%  of  an  estimated  cost 
of  the  filming  if  brought  to  his  attention 
before  shooting  starts. 

Mr.  Foley  claims  that  advertising  agencies 

have  spent  more  than  $1  million  a  year  to 

screen  new  programs.  He  cited  agency  opin- 
ion that  more  than  50%-  of  all  pilots  shown 

to  agencies  during  the  past  three  years  were 

"poorly  executed"  and  that  25%  of  these 
might  have  been  salable  commodities  had 
the  investors  received  competent  advice. 

The  Gothic  study  found  that  despite  the 

high  casualty  rate,  pilots  still  "come  in"  be- 
cause the  "chances  of  pay-off  are  high  if 

the  show  sells,"  estimating  a  "film  success" 
to  be  worth  $4  million  in  four  to  five  years 

even  though  profit  during  the  "early  stages" 
is  only  about  5%  in  film. 

Among  the  data  collated  in  Mr.  Foley's 
survey: 

'  Of  all  pilots  produced  during  the  past 
three  years,  75%  had  no  specific  sponsor 
or  agency  in  mind;  in  more  than  half  of  the 
cases  the  subject  matter  was  not  discussed 
with  either  an  agency,  a  network  or  sponsor; 
although  an  advertiser  makes  the  final  deci- 

sion on  the  show's  purchase,  90%  of  the 
time  he  follows  the  agency's  advice;  90% 
of  all  pilots  were  made  in  Hollywood,  a  situ- 

ation apparently  preferred  by  agencies;  35% 
of  the  cost  of  pilots  (average  cost  he  sets  at 
$47,000  for  a  half  hour  film)  involves  non- 
physical  aspects  (overhead,  commissions, 

etc.);  agencies  prefer  to  buy  from  independ- 
ent producers  in  order  to  exercise  better 

control  for  the  advertisers,  and  agencies  as 

a  rule  cannot  spend  more  of  their  money  and 
time  developing  properties  because  of  the 
high  cost  in  servicing  tv  advertisers. 

Mr.  Foley,  now  an  attorney  and  manage- 
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NETWORKS 

CBS-TV  TO  REVISE  OPTION  TIME 

FILM  CONTINUED 

ment  consultant,  and  at  one  time  associated 

with  Newell-Emmett,  is  joined  in  the  enter- 
prise by  Alfred  H.  Morton,  vice  president  in 

charge  of  tv,  research  and  sales  and  Marc 
Frederic,  a  vice  president.  Mr.  Morton,  also 

a  management  consultant,  has  been  associ- 
ated in  the  past  with  NBC  (at  one  time  vice 

president  in  charge  of  NBC's  tv  operations). 
Mr.  Frederic  is  a  motion  picture-tv  producer. 

Gothic's  first  client:  American  Features 
Corp.,  a  Philadelphia  tv  packager  for  whom 
Mr.  Morton  said  Gothic  would  work  on  a 

live  audience  participation  quiz  show. 

ABC-TV  Buys  Paramount  Cartoons 
In  Purchase  From  Harvey  Films 

ABC-TV  has  acquired  170  cartoons  pro- 
duced by  Paramount  Pictures  for  a  first  run 

in  tv.  Thomas  W.  Moore,  ABC-TV  vice 
president  in  charge  of  programming,  and 
Alfred  Harvey,  president,  Harvey  Films 
Inc.,  announced  last  week. 

No  figure  was  released,  but  ABC-TV 
described  the  contract  as  involving  many 

millions  of  dollars  as  "long  term"  and  "com- 

plicated." These  are  the  cartoons  (all  pro- 
duced since  1950)  purchased  from  Para- 
mount only  recently  by  Harvey  Publications, 

publisher  of  comic  books,  for  $1.7  million 
before  taxes  and  in  short  installments  [Film, 
June  9].  Initial  announcement  of  the  sale 
placed  the  number  of  cartoons  and  shorts 

in  the  library  at  200-250.  ABC-TV  plans 
tentatively  to  present  the  cartoons  5-5:30 
p.m.  on  Tuesdays  and  Thursdays. 

New  Firms  Offer  'Photocrimes' 

Production  has  begun  in  New  York  on  a 

new  five-minute  tv  film  series,  Photocrimes, 
based  on  the  feature  that  formerly  was  car- 

ried in  Look  magazine,  it  was  announced 

last  week  by  Richard  B.  Morros,  producer. 
Distribution  of  the  films,  scheduled  for  fall 

airing,  will  be  by  Teleworld  Inc.,  New  York, 
a  new  company  headed  by  Richard  F.  Feiner 
in  association  with  Mr.  Morros. 

Mr.  Morros  reported  he  had  acquired  tv 
rights  to  the  title  and  content  of  the  maga- 

zine series  for  a  period  of  years. 
Teleworld  has  opened  offices  at  527  Madi- 

son Ave.,  New  York  22;  telephone:  Plaza 
9-6940.  Mr.  Feiner  formerly  was  western 
sales  manager  of  C&C  Television  Corp.  Mr. 
Morros  was  station  relations  manager  for  the 
International  Latex  Co.  and  earlier  had  been 
associated  with  C&C  Tv. 

TPA  Adds  Four  Salesmen 

Television  Programs  of  America  has  ap- 
pointed four  new  salesmen — Spence  Fennell, 

John  Nercesian,  R.  Russell  Roop  and  David 
Willis — it  has  been  announced  by  Mi- 

chael M.  Sillerman,  TPA  executive  vice 
president.  Mr.  Fennell  resigned  from  Ziv 
Tv  and  will  be  in  the  San  Francisco  office  of 
TPA  reporting  to  Walt  Plant,  western  divi- 

sion vice  president.  Mr.  Nercesian,  who  has 
been  in  film  distribution  in  California,  has 
been  assigned  to  the  Denver  territory.  Mr. 
Roop,  formerly  head  of  his  own  advertising 
agency,  will  be  in  the  Pittsburgh  office  re- 

porting to  Hardie  Frieberg,  eastern  division 
vice  president.  Mr.  Willis  formerly  had  been 
with  TPA  and  returns  to  the  station  sales 
division  on  a  roving  basis. 
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CBS-TV  moved  last  week  to  overhaul  its 

option  time  schedule. 
The  network  asked  its  affiliates  to  sign 

affiliation  contract  amendments  which  (1) 
in  three  of  the  four  time  zones  would  start 

and  end  Monday-through-Friday  evening  op- 
tion time  a  half-hour  later  than  now;  (2)  in 

the  other  zone,  the  Pacific  Coast,  put  Mon- 
day-through-Saturday evening  option  time 

on  the  same  local  clock  basis  as  Chicago;  (3) 
in  various  time  zones  modify  daytime  option 

periods  "to  reflect  the  improved  scheduling 

permitted"  by  videotape. 
Delaying  the  evening  option  period  would 

avoid  one  situation  which  at  times  has  both- 

ered both  network  and  stations — programs 
which  start  in  option  time  but  run  past 
10:30  and  hence  into  station  time.  Studio 

One,  U.  S.  Steel  Hour,  and  Armstrong  Cir- 
cle Theatre  and  Playhouse  90  are  examples. 

Stations,  knowing  what  viewer  reaction 
would  be  if  they  cut  off  such  a  program  at 
the  end  of  option  time,  have  had  to  elect 
between  carrying  none  of  it  or  carrying  it 
on  into  station  time. 

In  a  letter  to  affiliates,  Carl  Ward,  national 

manager  of  affiliate  relations,  noted  that 

CBS-TV  already  is  programming  four  of 

the  five  week  night  10:30-11  periods  com- 
mercially and  said  it  has  an  order  for  the 

fifth  this  fall. 

"Sales  experience,"  he  explained,  "has 
indicated  a  marked  preference  by  year-round 
network  advertisers  for  a  different  period  of 
time  in  the  several  time  zones.  In  general, 
they  would  prefer  that  the  option  period  be 

one-half  hour  later  in  the  evening  schedule, 

Monday  through  Friday."  He  continued: 
"After  numerous  discussions  with  western 

affiliates,  we  have  concluded  that  network 

programs  should  not  be  released  in  the 
Mountain  and  Pacific  time  zones  at  the  same 

local  time  as  in  the  East,  but  should  be 

earlier  in  terms  of  local  time.  Thus  we  pro- 
pose to  have  evening  programs,  Monday 

through  Saturday,  seen  in  west  coast  mar- 
kets via  tape  delay  at  the  same  local  clock 

time  as  they  are  seen  in  Chicago,  i.e.,  de- 
layed two  hours  after  the  initial  network 

feed.  On  Sunday  evening,  the  present  three- 

hour  delay  will  be  continued." 
The  changes  would  take  effect  Sept.  15 

under  the  CBS  proposal.  They  were  outlined 

by  President  Louis  G.  Cowan,  Sales  Admin- 
istration Vice  President  William  H.  Hylan 

and  Engineering  and  Affiliate  Relations  Vice 

President  William  B.  Lodge  in  a  closed-cir- 
cuit appearance  Tuesday  night  preceding 

Mr.  Ward's  letter. 
The  affiliates  were  reminded  that  the 

changes  "may  have  the  effect  of  placing 
outside  option  time  certain  programs  which 

you  originally  accepted  for  broadcast  within 

your  existing  option-time  period."  In  that 
case,  they  were  told,  "when  the  amend- 

ment is  executed  ...  we  will  re-offer  all 

such  programs,  requesting  that  you  confirm 

reacceptance  of  them." The  stations  also  were  told  that  when 

the  amendment  is  executed,  "the  rights  of 
the  network  will  be  subject  to  any  com- 

mitment of  your  station  in  effect  at  the 
present  time  which  would  prevent  your 

making  available  to  the  network  a  time 
period  within  the  amended,  but  not  within 

present  option  time." Here — in  terms  of  local  time — are  the 

new  option  periods  proposed  by  CBS-TV: 
1  I IVI  t 

IVIUNUAY- 

bA 1 UKDAY  & 

iUNt C  D  I  n  A  V r  K1UA  Y CI  1  m  n  A  V 
bU  N  DAY Eastern 10  a.m.  to 1  p.m. 10  a.m.  to  1  p.m. 

2-5  p.m. 2-5  p.m. 

8-11  p.m. 
7:30-10:30  p.m. 

Central 9  a.m  to  12 
loon 9  a.m.  to  12  noon 1-4  p.m. 

1-4  p.m. 

7-10  p.m. 6:30-9:30  p.m. 

Mountain 
10  a.m.  to  1 

p.m. 

10  a.m.  to  1  p.m. 1-4  p.m. 1-3:30  p.m. 

6-9  p.m. 
5:30:9  p.m. 

Pacific 
9  a.m.  to  12 

noon 10  a.m.  to  1  p.m. 1-4  p.m. 2-5  p.m. 

7-10  p.m. 
6:30-9:30  p.m.  Sat. 
7:30-10:30  p.m.  Sun. 

CBS  News  Authors  How-to  Text 

On  'Television  News  Reporting' 
Television  News  Reporting  by  the  staff 

of  CBS  news  is  being  published  today  (July 

21)  by  McGraw-Hill  Book  Co.,  New  York. 
The  book  runs  182  pages  and  sells  for  $5.75. 

The  book,  illustrated  with  Robert  Osborn 
cartoons,  is  a  guide  for  the  working  tv 
newsroom  and  also  a  school  textbook.  It 

digests  news  experience  of  the  past  decade 
in  techniques  of  interviewing,  writing,  pro- 

gramming and  film  editing.  Chapters  detail 
such  fields  as  the  film  camera  as  reporter, 

the  power  of  pictures,  judging  the  news,  the 
newsroom,  newsmen  and  their  gear,  how  to 

get  the  best  pictures  on  film  and  make  the 
best  use  of  pictures  once  they  are  obtained. 

Exploring  how  tv  news  tackles  its  prob- 
lems, the  CBS  News-written  book  notes  that 

"film,  accompanied  by  sound  or  voice-over 
narration,  brings  the  news  home  with  a 

double  impact.  Sight  and  sound  work  to  the 

same  purpose  so  powerfully  that  this  instru- 
ment must  sometimes  be  restrained.  .  .  . 

Many  times  the  camera  lens  is  unkind,  and 
use  of  such  film  may  result  in  a  less  than 

favorable  impression." However,  public  officials  are  on  their 
own,  in  this  respect,  the  book  adds,  stating: 

"Public  figures  must  risk  public  scrutiny. 
Indeed,  it  is  one  of  the  assets  of  television 

that  pictures  may  convey  truths  which  are 

beyond  the  capacities  of  objective  word  re- 
porting. The  decline  and  fall  of  the  reputa- 

tion of  a  once-influential  senator,  in  part 
because  of  what  the  camera  revealed  during 
a  hearing  not  too  long  out  of  public  memory, 

is  an  example  of  this." Four  cardinal  principles  of  interviewing 

are  set  forth:  "(1)  You  must  know  as  much 
as  possible  about  the  subject.  The  more  you 
know  about  the  kind  of  person  he  is,  what 
he  has  done,  what  he  believes  in  or  what  he 

represents,  the  more  precise  the  questions 
you  can  ask.  (2)  You  must  think  through 

your  questions  before  asking  them  on  the 
air  or  on-camera.  (3)  You  must  pay  attention 
to  what  the  interviewee  says  in  reply,  and 

pursue  an  interesting  lead.  It  is  here  that 
failure  occurs  most  often.  It  is  disturbing 
to  the  listener  or  viewer  for  an  interviewer 

to  stick  so  rigidly  to  his  next  fixed  question 

that  he  fails  to  pursue  a  promising  or  re- 
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vealing  point.  (4)  While  it  is  essential  to  ask 
pertinent  questions,  it  is  not  necessary  that 
you  be  either  impertinent  or  fawning  in 

asking  them." A  foreword  by  John  F.  Day,  director  of 

news,  CBS  News,  states:  "We  are  busy  try- 
ing to  open  up  new  sources  of  news  to  the 

eye  of  the  camera.  We  are  busy  trying  to 

secure  public  acceptance  and  status  for  tele- 
vision reporting.  We  are  wrestling  with  the 

matter  of  translating  news  which  is  made 

where  the  camera  cannot  go — whether  it  is 
in  a  man's  mind  or  in  a  remote  corner  of  the 
earth — into  meaningful  visual  terms.  And 

Electronic  journalism  again  was  proved 
at  its  best  in  a  major  crisis  last  week  as  the 

eyes  and  ears  of  the  nation  turned  to  radio- 
tv  networks  and  to  local  stations  for  the 

fast-breaking  developments  in  the  Middle 
East  and  before  the  United  Nations. 

The  networks  alone  pre-empted  several 
hundred  thousand  dollars  worth  of  com- 

mercial time  to  report  what  was  happening 
as  U.S.  Marines  landed  in  Lebanon  and 

the  UN  Security  Council  met  in  emergency 
session.  All  carried  substantial  portions  of 
the  UN  proceedings,  cutting  away  usually 
only  during  lengthy  translation  periods,  and 

aired  the  night  session  Thursday  until  con- 
clusion. Live  pickups  from  the  scene  of  the 

USMC  "holding  action"  plus  eyewitness  re- 
ports were  aired  frequently  during  the  week. 

President  Eisenhower  used  radio-tv  Tuesday 
to  bring  the  seriousness  of  the  situation  to 
the  attention  of  the  American  people. 

Mutuars  Fulton  Lewis  Jr.  claimed  a  14- 

hour  "beat"  on  the  Marine  landing  with  his 
Monday  night  (July  14)  prediction.  The 
White  House  called  newsmen  for  an  im- 

portant announcement  at  7  a.m.  Tuesday, 

but  it  wasn't  until  9:40  a.m.  that  the  Marines 

officially  were  reported  landing.  Mr.  Lewis' 
claim  soon  became  but  one  of  the  many  as- 

sertions by  the  networks  of  "first,"  "the 
only,"  and  "the  most'"  as  the  week  con- 

tinued, all  significant  of  one  important  fact: 
broadcasters  were  on  the  job. 

ABC  began  direct  pickup  from  the  UN 

Tuesday  at  10:40  a.m.  and  ABC-TV  at 
11:30  a.m.,  the  latter  reporting  it  made  its 

"Crash  Unit"  pickup  available  to  other  tv 
networks.  ABC  had  begun  its  special  crisis 
coverage  at  8  a.m.  Tuesday  with  reports 

from  Washington.  By  the  time  the  UN  Se- 
curity Council  adjourned  for  supper  Thurs- 

day ABC  had  aired  nine  hours  of  special 

coverage  and  ABC-TV  eight  hours,  aside 
from  regular  newscasts  and  bulletins. 

CBS  bulletined  the  White  House  an- 

nouncement at  9:45  a.m.  Tuesday  and  sub- 
sequently aired  the  UN  proceedings  begin- 

ning that  day  at  10:38  a.m.  By  early  Thurs- 
day evening  CBS  had  aired  more  than  10 

hours  of  foreign  and  domestic  pickups  and 
commentary  aside  from  regular  newscasts 

and  bulletins  while  CBS-TV  totaled  nearly 
seven  and  one-half  hours,  including  three 
hours  of  commercial  pre-emption. 

NBC  flashed  news  about  the  alleged  es- 
cape of  Iraqi  Premier  Nuri  as  Said  (later 

confirmed  slain  by  rebel-held  Radio  Bagh- 
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we  must  deal  with  the  associated  problem  of 
how  to  get  adequate  verbal  interpretation  in 
the  face  of  the  time  limits  which  the  visual 
elements  impose. 

"There  can  be  no  last  word  on  television 
news  now,  and  possibly  never.  But  CBS 

News  has  come  up  against  most  of  the  prob- 
lems of  television  coverage  and  has,  for  the 

most  part,  evolved  successful  pro  tern  meth- 
ods for  dealing  with  them.  As  more  and 

more  stations  attempt  their  own  news  pro- 
gramming, CBS  News  believes  it  may  be  of 

service  to  the  television  community  to  pass 

on  its  findings." 

dad)  at  3:18  a.m.  Tuesday  following  at 
6:30  a.m.  with  a  flow  of  foreign  reports  on 
Middle  East  affairs,  including  a  7:30  a.m. 
bulletin  that  the  White  House  momentarily 

had  an  important  announcement.  NBC-TV 
aired  UN  proceedings  starting  at  11:30  a.m. 
Tuesday  and  both  NBC  networks  continued 
intensive  blanket  coverage  the  rest  of  the 

week.  NBC's  "Hot  Line"  was  hot  with  re- 
ports all  week  and  commercial  programs 

were  partially  pre-empted  frequently  for  ad- 
ditional reports.  NBC-TV  by  early  evening 

Thursday  had  pre-empted  partially  or  fully 
25  commercial  and  sustaining  programs  and 
aired  more  than  1 3  hours  of  coverage.  Films 
of  the  Marines  landing  in  Beirut  Tuesday  hit 

the  air  on  NBC-TV  at  10:30  a.m.  Thursday 
after  plane  shuttles  to  Rome  and  New  York. 

The  film  was  processed  and  broadcast  with- 
in 90  minutes  of  U.  S.  arrival. 

By  early  Thursday  evening  Mutual  had 
pre-empted  nearly  seven  hours,  including 
nearly  an  hour  of  network  commercial  time 

and  six  hours  of  station  service  program- 
ming sold  locally  by  affiliates. 

Westinghouse  Broadcasting  Co.  reported 
it  was  spending  $12,096  daily  on  AT&T 
lines  alone  to  provide  simultaneous  live 

feeds  for  its  radio-tv  stations  in  Boston, 

Baltimore,  Pittsburgh,  Cleveland  and  Chi- 
cago. WBC  reported  its  five  tv  outlets  to- 

gether used  $26,500  worth  of  commercial 

time  daily  for  the  coverage  excluding  net- 
work feeds.  The  seven  WBC  radio  stations 

totaled  $19,200  daily.  Keith  McBee,  WBZ- 
TV  Boston  news  director,  was  sent  to  Ank- 

ara and  Beirut  early  Thursday  morning  to 
report  and  film  for  all  WBC  stations. 
WOR  New  York  sent  Lee  H.  Callison  to 

Lebanon  Thursday  to  begin  direct  reports Friday. 

WMCA  New  York  reported  correspond- 

ent Barry  Gray  couldn't  leave  Thursday  for 
Lebanon  since  he  had  been  refused  a  visa  by 

the  Lebanon  counsel  general  "because  of  his 
Jewish  faith."  WMCA  reported  the  Lebanon 
official  said  this  didn't  apply  to  U.  S.  Ma- 

rines on  the  scene,  however. 

The  major  portion  of  the  UN  debates  was 
broadcast  to  all  parts  of  the  Soviet  Union  by 
Radio  Liberation. 

Reports  reaching  Broadcasting  indicated 
individual  stations  across  the  country  de- 

voted extensive  time  to  the  Middle  East 

crisis,  ranging  up  to  wholesale  cancellation 
of  commercial  schedules  to  present  the 
U.N.  debates. 

RADIO  SELECTS  17 

FOR  ASCAP  TALKS 

The  new  17-man  All-Industry  Radio 
Music  License  Committee  was  organized  last 

week  under  "a  mandate  from  the  industry" 
and  started  getting  ready  to  negotiate  new 
radio  music  license  agreements  with  ASCAP 

and,  later,  BMI. 
The  committee,  elected  in  a  mail  ballot 

which  had  brought  financial  commitments 

from  close  to  300  stations  before  the  meet- 

ing got  underway,  named  Robert  T.  Mason, 
WMRN  Marion,  Ohio,  as  its  chairman.  He 

had  been  acting  as  interim  chairman  since 

the  voting  procedure  was  authorized  in  a 
meeting  during  the  NAB  Convention  [NAB 
Convention,  May  8]. 

George  W.  Armstrong  of  Storz  broad- 
casting was  elected  vice  chairman;  Elliott 

M.  Sanger,  WQXR  New  York,  treasurer, 
and  Sherwood  J.  Tarlow,  WHIL  Boston, 

secretary.  A  seven-man  executive  committee 
will  consist  of  the  officers  plus  Richard  D. 

Buckley,  WNEW  New  York  and  Metro- 
politan Broadcasting  Corp.;  Robert  D. 

Enoch,  WXLW  Indianapolis,  and  Herbert 
E.  Evans,  Peoples  Broadcasting  Corp. 

While  the  ballot  returns  before  the  meet- 

ing stood  at  just  under  300  stations,  an- 
other big  stack  of  untabulated  responses 

awaited  the  group.  In  a  brief  report  on  its 
session,  held  Wednesday  in  New  York,  the 

committee  gave  this  indication  of  its  sup- 

port: 

"All  17  members  of  the  committee,  rep- 
resenting radio  stations  coast  to  coast,  were 

present.  At  this  first  meeting  the  committee 
reviewed  initial  response  to  its  appeal  for 

industry  support.  From  the  response,  which 
included  hundreds  of  stations  representing 
all  48  states,  the  committee  concluded  it 
had  a  mandate  from  the  industry,  as  a 

whole,  to  aggressively  pursue  negotiations 
to  a  favorable  conclusion  with  the  various 

music  licensing  organizations.  .  .  ." 
To  be  eligible  to  vote,  stations  were  re- 

quired to  commit  themselves  to  financial 
support  of  the  committee,  whose  expenses 
will  include  legal  counsel  (yet  to  be  chosen), 

research,  etc.  "Dues"  for  each  participating 
station  are  the  equivalent  of  10  times  the 

station's  daytime  one-minute  rate. 
Whether  the  committee  will  negotiate  on 

behalf  of  radio  networks  as  well  as  sta- 
tions remained  unclear.  NBC  authorities 

reportedly  have  indicated  willingness  to  have 

the  committee  negotiate  for  their  radio  net- 
work. But  officials  of  both  CBS  Radio  and 

ABC  Radio  told  Broadcasting  they  "prob- 
ably" would  do  their  own  negotiating.  They 

noted  that  this  is  the  way  they  had  worked 

in  prior  negotiations,  but  indicated  their 
decisions  to  do  so  again  were  not  yet  defi- 

nite. Mutual's  position  was  not  learned. 
Informed  observers  said  the  committee 

clearly  could  represent  the  networks  if  the 

networks  wished,  even  though  the  commit- 
tee membership  includes  no  representatives 

of  the  networks  or  of  network  owned  sta- 

tions. On  the  other  hand — as  happened  in  the 
ASCAP  tv  license  negotiations  completed 

early  this  year — the  networks  also  are  free 
to  negotiate  for  themselves. 

This  also  is  true  of  stations  individually, 
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but  the  consensus  always  has  been  that  the 
job  is  so  complicated  that  to  have  hundreds 
of  separate  negotiations  going  on  would 
create  an  almost  impossible  situation.  Thus 
stations  for  the  most  part  have  traditionallly 
elected  to  work  through  committees. 

The  committee,  of  course,  can  only  rec- 
ommend. When  it  reaches  the  best  terms  it 

thinks  possible,  stations  will  have  to  decide 
individually  whether  to  accept  or  reject. 

The  committee's  first  objective  will  be 
new  ASCAP  licenses  because  these  expire 

first — Dec.  31  of  this  year.  BMI  licenses 
run  out  March  11,  1959. 

The  ASCAP  radio  terms,  unchanged 
since  1941,  call  for  stations  to  pay  2.25% 
of  net  time  sales  for  a  blanket  license  to  use 

ASCAP  music  locally,  or  about  8%  of  time 
sales  in  programs  carrying  ASCAP  music 

if  the  license  is  on  a  per-program  rather 
than  blanket  basis.  The  radio  networks  all 

have  blanket  licenses;  their  rate  is  2.75%. 

BMI  rates  are  approximately  40%  of  the 
ASCAP  rates. 

Although  committeemen  were  quiet  on 
the  tenor  of  any  strategy  discussions,  it  was 

assumed  that  they  would  shoot  for  a  reduc- 

tion in  the  ASCAP  charges — which  cur- 
rently yield  about  $10  million  a  year  from 

radio — or,  at  least,  for  renewal  on  the  cur- 
rent terms.  There  have  been  reports  that 

ASCAP  would  like  renewal  for  a  10-year 
term,  or,  if  the  consent  decree  under  which 

it  operates  cannot  be  amended  to  permit 
that  length,  then  for  five  years,  which  the 
decree  does  permit. 

Broadcasters  arguing  for  a  reduction  in 
the  rates  point  out  that  radio  time  sales,  on 
which  the  payments  are  based,  have  risen 
from  $179.7  million  to  $516.4  million  since 
the  current  rates  were  set.  In  addition  the 

number  of  stations  has  grown  from  900  to 
more  than  3,200  on  the  air,  more  than 

tripling  the  number  of  ASCAP's  potential 
"customers." 

In  rebuttal,  ASCAP  can  be  expected  to 
argue  that  music  is  even  more  important  to 

radio  today,  in  the  so-called  music-and-news 
era,  than  it  was  18  years  ago. 

Second  session  of  the  new  committee  will 

be  held  at  the  call  of  Chairman  Mason,  per- 
haps in  about  a  month. 

The  17  members  of  the  committee: 

Messrs.  Mason,  Armstrong,  Sanger,  Tar- 
low,  Buckley,  Enoch  and  Evans;  Cy  N. 
Bahakel,  WRIS  Roanoke,  Va.;  Hugh  K. 
Boice  Jr.,  WEMP  Milwaukee;  Bert  Fer- 

guson, WDIA  Memphis;  J.  Allen  Jensen, 
KSL  Salt  Lake  City;  Herbert  L.  Krueger, 
WTAG  Worcester,  Mass.;  William  S.  Mor- 

gan Jr.,  McClendon  stations;  Leslie  H. 
Peard  Jr.,  WBAL  Baltimore;  Calvin  J. 

Smith,  KFAC  Los  Angeles;  Ben  Strouse, 
WWDC  Washington,  and  Jack  S.  Younts, 
WEEB  Southern  Pines,  N.  C. 

Music  Convention  C-C  Shows 
To  Be  Commercial  But  Silent 

A  novel  experiment  in  closed-circuit  tele- 
vision— embodying  features  of  commercial 

tv — will  be  tried  at  the  National  Assn.  of 

Music  Merchants'  annual  convention  in 
Chicago  starting  today  (July  21). 

Generally   utilized   at   conventions  for 

APS  LETS  LISTENER 

CHOOSE  THE  MUSIC 

•  Automatic  program  system  set 

•  Station  economy  underscored 

New  figures  on  the  music  likes  and  dis- 
likes of  different  age  groups  were  reported 

last  week  by  Muzak  Corp.,  along  with  de- 
tails of  the  music  programming  that  Mu- 

zak's  APS  division  plans  to  offer  broadcast- 
ers this  fall. 

On  the  basis  of  their  music-preference 
findings — part  of  a  continuing  study  con- 

ducted by  Muzak  over  the  past  15  years — 

APS  officials  said  they  were  "convinced 

.  .  .  that  the  biggest  segment  of  radio's  po- 
tential listening  public  is  not  being  'reached' 

with  the  bulk  of  music  programming  on 

both  am  and  fm  stations." 
This  conviction,  they  said,  prompted  the 

decision  to  offer  stations  "a  complete  auto- 
matic programming  system"  consisting  of 

"pre-recorded  taped  music  programming  to 
appeal  to  this  vast  audience,  plus  fully  auto- 

matic time-synchronized  equipment  which 

will  play  back  the  music  program  and  in- 
ject commercials,  public  service  announce- 

ments, etc.  [Manufacturing,  April  21]. 
Where  the  functional  music  furnished  by 

Muzak  to  stores,  etc.,  is  designed  for  "back- 
ground" listening,  officials  explained,  the 

programming  for  broadcasters  will  be  de- 
signed to  attract  attention.  Said  Ed  Hoch- 

hauer  Jr.,  Muzak  sales  promotion  director: 

"The  APS  music  program  will  in  no  way 

resemble   Muzak's   functional  background 

music  service.  It  will  consist  of  smooth, 

easy-to-listen-to,  full  dynamic  range  enter- 

tainment music  programmed  in  quarter-hour 
groups.  The  selections  within  each  group 

will  have  a  'family  resemblance'.  The  pro- 
grams will  consist  basically  of  distinctive 

orchestra  arrangements  of  popular  stand- 
ards, spiced  with  popular  favorites  of  the 

day,  drawn  largely  from  top  Broadway  musi- 
cals and  shows. 

"Treatments  will  be  predominantly  in- 
strumental with  occasional  choral  and  vocal 

soloists.  There  will  be  no  rock  and  roll — no 
blatant  vocals  and  no  spoken  words.  All  the 

music  on  the  program  tapes  has  been  espe- 
cially recorded  for  broadcasting  purposes. 

There  will  be  a  constant  supply  of  new, 

fresh  tapes." Mr.  Hochhauer  said  that  the  APS  auto- 

matic programming  system  also  offers  eco- 
nomic attractions.  If  used  for  semi-con- 
tinuous broadcasting  purposes,  he  reported, 

it  can  save  a  broadcaster  the  equivalent  of 
the  salaries  of  three  to  four  employes. 

He  doubted  many  stations  would  use  the 

system  on  an  around-the-clock  basis  but  saw 

it  as  a  supplement  supplying  "adult  music 

programming"  either  exclusively  or  "during 
those  hours  of  the  day  when  teenage  tune- 

ins  are  slight";  permitting  stations  to  expand 
their  operating  hours  economically  or  even 

to  operate  in  areas  which  heretofore  seemed 

unlikely  to  support  them,  etc. 

Following  is  the  Muzak  compilation  of  its 

music-preference  findings  in  1957,  released 
last  week: 

Age:  18-25  26-35  36-50  Over  50 
Like  Dislike  Like  Dislike  Like  Dislike  Like  Dislike 

popular  dance  90.5%     9.5%  81.5%  18.5%  86.6%  13.4%  81.3%  18.7% 

(foxtrot,  hit  parade, 

popular  standards) 
jazz  76.0%  24.0%  52.2%  47.8%  38.5%  61.5%  29.2%  70.8% 

(rock  &  roll,  swing 

&  jive,  blues) 
semi-classical  40.8%  59.2%  65.1%  34.9%  79.5%  20.5%  80.0%  20.0% 
waltzes  63.2%  36.8%  82.1%  17.9%  93.0%  7.0%  97.3%  2.7% 
classical  31.5%  68.5%  55.3%  44.7%  65.9%  34.1%  54.5%  45.5% 
polkas  54.4%  45.6%  50.3%  49.7%  77.9%  22.1%  79.4%  20.6% 
Hawaiian  70.0%  30.0%  60.3%  39.7%  82.0%  18.0%  87.9%  12.1% 
country  &  western  63.7%  36.3%  47.5%  52.5%  64.1%  35.9%  73.0%  27.0% 

paging  purposes  and  to  transmit  speeches, 
closed-circuit  tv  will  go  commercial  in  terms 
of  time  sales  and  elaborate  studio  produc- 

tions, but  without  audio.  The  idea  was  con- 
ceived by  Oscar  Katov  &  Co.,  Chicago  ad- 

vertising and  public  relations  firm,  and  in- 
volves participation  by  Down  Beat  mag- 

azine. 

A  network  of  RCA  tv  receivers  is  being 
installed  on  four  floors  of  the  Palmer  House 

to  carry  a  full  schedule  of  variety  and  com- 
mercial programming  from  especially-set 

studio  facilities.  The  programs  and  commer- 
cials will  run  9  a.m.-12:15  p.m.  and  1:15  to 

6  p.m.  The  station  will  carry  the  call  letters 
of  DB-TV  (Down  Beat  Television). 

Approximately  50%  of  each  day's  eight- 
hour  schedule  is  being  sold  commercially  to 
exhibitors  in  the  form  of  one,  three  and  five 

minute  segments.  Of  the  four  hours,  half 

already  has  been  sold  to  such  musical  instru- 

ment firms  as  Conn,  Selmar  and  LaBlanc. 

Charles  Suber,  publisher  of  Down  Beat, 
estimates  cost  of  the  experiment  at  $2,000 

with  a  gross  potential  income  of  $5,000. 

The  video  project,  produced  and  directed 

by  Eddie  Deerfield,  radio-tv  director  of  the 
Katov  agency,  will  include  time  signals, 
weather  forecasts,  news  and  sports  bulletins, 

stock  market  reports  and  variety  features. 
Because  the  NAMM  declined  to  authorize 

audio  for  the  experiment,  maximum  use  will 
be  made  of  visual  effects,  including  old  silent 
movies.  The  experiment  has  real  potential, 

Mr.  Katov  feels.  He  explains:  "We  will  be 
reaching  hundreds  of  dealers  at  a  time  with 

our  system  of  21 -inch  receivers.  .  .  .  The 
next  step  is  to  reach  thousands  at  a  time  by 

going  into  a  color  tv  and  sound  operation  on 

a  huge  theatre-type  screen  in  hotel  grand 
ballrooms  during  a  convention,  along  with 

the  receiver  network." 
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STATIONS 

VTR  GETS  4-STAR  REPORT  CARD 

•  KTTV  (TV)  shows  two-month  progress  with  its  new  machine 

a  Moore:  videotape  has  best  points  of  both  live  and  film 

None  of  the  milestones  tv  has  passed  dur- 
ing the  last  decade  has  been  as  significant  as 

the  advent  of  videotape  recording,  Richard 
A.  Moore,  president  of  KTTV  (TV)  Los 
Angeles,  said  Tuesday  (July  15). 

Speaking  to  more  than  150  advertising 

executives  gathered  in  KTTV's  Studio  A 
for  a  report  from  the  station  on  "the  first  60 
days  of  the  tape  revolution,"  Mr.  Moore 
said  that  in  the  two  months  following  the 

installation  of  an  Ampex  videotape  record- 
er, KTTV  had: 

•  Produced  the  first  tv  pilot  program  ever 
made  on  tape; 

•  Produced  a  series  of  23  tv  commercials 

on  tape  in  a  five-hour  shooting  period; 
•  Produced  the  first  taped  program  for 

national  syndication; 
•  Used  tape  to  help  a  city  change  its 

mind. 

Citing  Broadcasting's  survey  of  why  ad- 
vertising agencies  prefer  live  or  film  com- 
mercials [Advertisers  &  Agencies,  June 

23],  Mr.  Moore  reported  that  the  three  main 
reasons  for  preferring  live  commercials 
were:  the  ability  to  take  advantage  of  the 

popularity  of  a  local  personality,  the  sense 

of  immediacy  and  the  ability  to  make  last- 
minute  copy  changes.  The  reasons  for  pre- 

ferring filmed  commercials  were:  guaranteed 

performance,  insured  accuracy  and  assur- 
ance of  identical  commercials  in  all  markets. 

"All  of  the  advantages  listed  on  behalf 
of  either  live  or  film  commercials  are  com- 

pletely available  with  tape,"  Mr.  Moore  de- 
clared. When  he  added,  "That  will  bear  re- 

peating," the  statement  and  his  delivery  of 
it  were  immediately  recreated  on  the  large 

screens  adjoining  the  stage  by  switching 
from  the  camera  which  had  been  picking  up 
Mr.  Moore  to  the  tape  machine  which  had 
been  recording  his  words  and  actions. 

In  Five  Hours 

The  23  commercials  which  KTTV  taped 
in  five  hours,  John  Vrba,  vice  president  in 

charge  of  sales,  related,  were  made  in  as 

many  departments  of  Barker  Brothers' downtown  stores  in  Los  Angeles.  KTTV,  he 
said,  had  moved  a  remote  unit  into  the 
home  furnishings  store  in  the  evening,  when 

it  was  closed  to  the  public.  Using  two  cam- 
eras and  starting  on  the  ninth  floor,  the 

crew  covered  the  building,  department  by 

department,  floor  by  floor,  down  to  the 
ground,  transmitting  this  coverage  back  via 

closed-circuit  to  KTTV,  where  it  was  re- 
corded on  tape.  Steve  Martin,  KTTV  per- 

sonality, is  host  on  each  of  these  commer- 
cials which  are  being  televised  daily  on 

Steve  Martin's  Matinee. 
These  commercials  were  completed  at  a 

cost  to  Barker  Brothers  of  under  $100 

apiece,  Mr.  Vrba  said.  He  estimated  that 
to  duplicate  them  on  film  would  have  called 
for  at  least  five  days  of  shooting  and  more 
than  five  times  the  cost.  Watching  a  pair  of 
these  spots,  the  audience  seemed  equally 
impressed  by  the  economy  of  commercials 
on  tape  and  by  the  depth  of  the  scenes  in 

the  carpet  department,  said  to  be  impos- 
sible to  achieve  with  film. 

Also  reproduced  on  the  large  screens 

were  two  Squirt  commercials,  each  featur- 
ing a  beautiful  girl  representing  Cuba  and 

France,  respectively,  seen  pouring  and 
drinking  Squirt  in  an  appropriate  setting. 
These  are  part  of  a  series  especially  made 
for  use  during  the  KTTV  telecasts  of  the 

Miss  Universe  Contest,  which  will  be  co- 
sponsored  by  Squirt.  The  cost  ran  a  little 
less  than  $250  each,  Mr.  Vrba  said.  Par- 

ticularly impressive  was  the  reproduction 
of  the  Squirt  bottles,  which  stood  out  in 

sparkling  relief  from  their  settings.  Pre-re- 
corded background  music  was  put  on  the 

tape  along  with  the  spoken  message  at  the 

same  time  as  the  visual  part  of  the  com- 
mercials. 

A  third  taped  commercial,  for  Bactine, 
illustrated  the  use  of  a  local  personality  for 

a  national  product  mentioned  by  Mr.  Moore. 

Sheriff  John,  conductor  of  KTTV's  noon- 
time Lunch  Brigade  for  younger  children, 

was  about  to  leave  for  a  long-planned  vaca- 
tion when  this  sponsor  asked  for  his  per- 

sonal participation  in  its  midsummer  con- 
test. By  means  of  tape,  Sheriff  John  was 

able  to  satisfy  the  sponsor's  request  without 
forfeiting  his  vacation.  This  commercial  in- 

corporated two  film  sequences  of  children 

frolicking  in  the  pools  to  be  given  as  con- 

test prizes  along  with  Sheriff  John's  live 
commercials  for  Bactine,  done  by  taping  a 

VTR  GOES  TO  RACES 

VTR  goes  to  the  races.  Viewers  of 
the  Saturday  afternoon  Hollywood 
Park  Feature  Races  telecast  on  a  Co- 

lumbia Television  Pacific  Network  of 

21  stations  under  Union  Oil  sponsor- 
ship at  5: 15-5:45  p.m.,  get  to  see  each 

race  twice.  First,  they  see  it  live  as  it's 
run.  Then  they  see  a  taped  replay  dur- 

ing which  announcer  Al  Moore  does 

a  "Monday  morning  quarterback" 
commentary,  pointing  out  the  position 
of  the  winner  throughout  the  race  and 

commenting  on  the  jockeys  perform- 
ances. 

The  taping  and  playing  back  of  a 
race  on  the  same  program  with  the 

live  performance  was  first  done  dur- 
ing the  CBS-TV  broadcast  of  the 

Preakness  last  spring.  KNXT  (TV) 

Los  Angeles,  which  originates  the 
Saturday  race  telecasts  for  CTPN, 
started  its  live-plus-tape  operation  on 
June  21  and  will  continue  it  through- 

out the  season. 
Because  the  weekly  feature  race 

broadcast  by  CBS-TV  from  various 
tracks  around  the  country  conflicts 
with  the  CTPN  Hollywood  Park  race, 
the  network  race  is  also  taped  and 
broadcast  by  KNXT  on  its  Winners 
Circle  which  follows  the  Hollywood 
Park  broadcast  each  Saturday. 

pickup  from  the  film  camera  integrated  into 
the  live  camera  pickup. 

The  first  taped  tv  pilot  is  Time  and  Place, 
an  hour-long  dramatic  program  produced 
by  an  independent  program  producer, 

Henry  Berman,  who  is  now  showing  the 

tape  to  prospective  buyers  in  New  York. 
KTTV  technicians,  working  at  their  own 
studios  and  with  their  own  equipment, 

turned  out  the  60-minute  program  on  tape 

in  one  single  four-hour  camera  session,  in- 

cluding uninterrupted  "takes"  running  up 
to  23  minutes.  Three  full  working  days 

would  normally  be  required  to  put  a  pro- 
gram like  this  on  film.  In  addition,  Mr. 

Berman  was  quoted  as  stating  that  by  using 

tape  instead  of  film  he  had  cut  his  below- 
the-line  costs  by  75%.  KTTV  executives  de- 

clined to  give  actual  cost  figures,  but  expert 
observers  estimated  the  cost  of  the  taped 
pilot  to  be  in  the  neighborhood  of  $10,000. 

Showing  a  sequence  of  Divorce  Court, 
60-minute  weekly  KTTV  telecast  which  is 

the  station's  highest  rated  live  program, 
Robert  Breckner,  program  vice  president, 

said  that  these  programs  will  go  into  na- 

tional distribution  Aug.  1  as  the  world's 
first  syndicated  tape  series.  Arrangements 

have  been  completed  with  a  major  film  dis- 
tributor to  handle  the  tape  distribution,  he 

said,  adding  that  27  of  the  Divorce  Court 

shows  are  already  "on  the  spool." 

Was  Impossible 

Commenting  that  prior  to  videotape  it 

would  have  been  impossible  for  an  in- 
dividual station  to  prepare  such  a  program 

for  national  distribution,  Mr.  Moore  pre- 
dicted that  videotape  will  open  up  a  com- 

plete new  era  in  tv  programming,  with  sta- 
tions throughout  the  country  making  their 

successful  local  programs  available  for  use 
by  other  tv  stations  in  other  markets. 

The  program  which  "helped  a  city  to 
change  its  mind"  was  the  Dodgerthon,  a  po- 

litical telethon  in  which  stars  of  the  enter- 
tainment world  and  civic  leaders  urged 

voters  to  approve  the  deal  made  by  the  city 
council  to  provide  a  permanent  home  for 
the  Los  Angeles  Dodgers.  Aired  live  and 
immediately  repeated  on  tape  for  a  new 
audience,  the  Dodgerthon  was  credited  for 
the  victory  won  at  the  polls  [Advertisers 
&  Agencies,  June  9].  KTTV  pointed  out 
that  the  winning  margin  of  25,000  votes 

is  equivalent  to  the  number  of  viewers  rep- 
resented by  half  of  a  rating  point. 

The  technical  operation  of  the  Ampex 

tape  equipment  for  recording,  playback, 

editing  and  splicing  was  described  by  Ed- 
ward Benham,  chief  engineer,  and  illus- 
trated by  pickups  from  the  KTTV  tape 

room  where  the  operations  were  carried 
out.  A  short  tape  squence  made  for  the 
occasion  at  KING-TV  Seattle  was  shown 

by  KTTV  to  demonstrate  "interchangeabil- 
ity,"  the  ability  to  play  back  on  any  Ampex 
machine  tapes  recorded  on  any  other  Am- 

pex videotape  recorder. 
Among  the  incidents  listed  by  Mr.  Moore 

as  occurring  during  the  first  60  days  of 

the  "videotape  revolution,"  was  the  almost 
immediate  discovery  that  possession  of  one 
videotape  recorder  produced  so  much  work 
for  it  that  a  second  machine  was  essential. 
Now  that  the  second  machine  is  installed 
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STATIONS  CONTINUED 

and  in  operation,  KTTV  is  looking  forward 
to  the  time,  not  too  distant,  when  it  will 

have  a  battery  of  six,  seen  now  as  the 
optimum.  The  second  unit  came  in  handy 
during  the  evening  seminar  as  at  one  point 
the  technicians  were  using  one  VTR  unit  for 
the  demonstration  while  the  other  was  en- 

gaged in  a  rebroadcast  of  President  Eisen- 

hower's emergency  message  which  KTTV 
had  taped  while  carrying  the  live  broadcast 
during  the  afternoon. 

Copies  of  KTTV's  two  tape  rate  cards, 
one  for  taping  shows  simultaneously  with 
their  telecast,  the  other  for  tape  recordings 

made  separately  from  the  telecast  time,  were 
distributed.  The  simul-tape  base  rate  is  $150 
for  the  first  half-hour  usage  and  $250  for 
the  first  half-hour  non-contiguous  usage 

within  any  six-hour  span.  Base  rate  for  pro- 
duction taping  is  $150  for  the  first  half- 

hour;  $100  for  the  second  half-hour  con- 

tiguous to  the  first  and  $50  for  each  half- 
hour  contiguous  thereafter. 

Excerpts  of  several  other  local  taped  pro- 
grams were  shown,  as  was  a  tape  made  of 

the  guests  as  they  arrived  at  the  studio  and 

were  greeted  by  Dick  Whittinghill,  after- 
noon program  conductor  on  KTTV.  The 

evening  ended  with  an  inspection  of  the 
videotape  rooms  and  equipment. 

Answering  questions  about  union  prob- 

lems. KTTV's  general  counsel,  Bruce 

Baumeister,  said  that  although  the  station's 
contracts  are  with  AFTRA  for  performers 

on  tape  and  with  NABET  for  engineers, 
film  producers  with  contracts  with  Screen 
Actors  Guild  and  IATSE  can  rent  KTTV 

studios  and  use  the  station's  tape  facilities 
with  members  of  those  unions  without  any 

repercussions.  He  also  stated  that  there  is 

no  question  about  tapes  made  by  NABET 

engineers  being  played  on  stations  whose 
technicians  are  members  of  IBEW.  Mr. 

Baumeiser  said  he  foresaw  no  problem, 

either  about  inserting  film  sequences  em- 
ploying SAG  and  IATSE  members  into 

tape  programs  made  by  AFTRA  and 
NABET  or  IBEW  members. 

McCrarys  Leaving  WRCA-AM-TV 

Aug.  1,  Winding  Up  Dozen  Years 

One  of  New  York's  longest-running 
broadcast  engagements  in  recent  program- 

ming history  will  be  dissolved  a  week  from 

Friday  (Aug.  1)  at  midnight.  At  that  time, 

John  R.  (Tex)  and  Jinx  (Falkenburg)  Mc- 

Crary  will  leave  WRCA-AM-TV  New  York 
after  12  years  and  two  months  on  the 
stations. 

Management  would  not  comment  and 

said  only,  "We've  decided  not  to  renew  their 

contracts."  WRCA  spokesmen  denied  the 

action  arose  out  of  Mr.  McCrary's  recent 
involvement  as  press  agent  in  the  controver- 

sial Sherman  Adams-Bernard  Goldfine  case, 

noting,  "We  decided  on  our  course  of  action 

several  months  ago."  Performer  McCrary 
wears  two  hats;  he  also  is  chairman  of  Tex 

McCrary  Inc.,  public  relations  firm  repre- 
senting the  New  York  Herald  Tribune,  New 
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THE  GROUND  on  which  (1-r)  Hal 
Neal,  vice  president,  WXYZ  Detroit; 

James  G.  Riddell,  executive  vice  presi- 
dent, American  Broadcasting-Para- 
mount Theatres  (owner  of  WXYZ- 

AM-FM-TV),  and  John  Pival,  vice 

president,  WXYZ-TV,  stand  will  be 
covered  by  a  $4  million  building  by 
June  1959.  WXYZ  Inc.  is  relocating 
its  facilities  at  Southfield,  Mich.,  where 

the  new  200  ft.-wide,  180  ft.-deep, 
two-story  plant  will  house  its  studios, 
offices  and  transmitters.  A  farm  home 

on  the  93-acre  property  will  be  re- 
modeled into  an  employe  cafeteria  and 

other  facilities.  Construction  of  radio 

and  tv  towers  began  this  week. 

WXYZ-TV  expects  to  be  transmitting 

from  its  1,000-ft.  tower  next  Novem- 
ber. 

York,  New  Haven  &  Hartford  Railroad  and 

other  "blue  chip  accounts." 
The  McCrarys'  staff  of  approximately  12 

writers,  producer-directors  and  researchers 
last  week  was  notified  of  termination  of 

employment  effective  Aug.  1. 
It  was  understood  last  week  that  Mr. 

McCrary  was  discussing  relocating  at  an- 
other station. 

CBS  Promoters  to  Meet  in  N.  Y. 

Promotion  and  publicity  directors  of  the 

CBS-TV  owned-and-operated  stations  will 

meet  Aug.  14-15  in  New  York  in  informal 
sessions,  it  was  announced  last  week  by 

Craig  Lawrence,  vice  president  in  charge 

of  o&o  stations.  The  purpose  of  the  meet- 
ing: to  cover  all  aspects  of  promotion  and 

public  relations  in  order  to  stimulate  ideas. 

KDRO-TV  Signs  With  ABC-TV 

KDRO-TV  Sedalia,  Mo.,  yesterday  (July 

20)  became  ABC-TV's  208th  affiliate.  Con- 
currently with  its  new  affiliation,  KDRO-TV 

has  named  Nicholas  J.  Zehr,  chief  engineer, 

KWK-TV  St.  Louis,  as  general  manager,  and 
J.  E.  Henderson,  account  executive,  KTVI 

(TV)  St.  Louis,  commercial  manager. 

CBS  Boosting  Fm 

On  Chicago  Outlet 

Independent  fm  station  programming  is 

getting  a  precedential  booster  shot  at  the  net- 
work o&o  level  this  week. 

CBS  Chicago  yesterday  (July  20)  launched 
virtually  autonomous  commercial  operation 

of  WBBM-FM  on  a  daily  15-hour  schedule, 
with  Walter  L.  Dennis  as  assistant  manager. 

The  station  will  be  programmed  and  pro- 

moted independently  of  the  network's 
WBBM  and  WBBM-TV.  As  a  result, 
WBBM-FM  became  the  first  CBS-owned  fm 
to  take  such  action. 

There  also  were  reports  ABC  may  take  a 

similar  course  with  WENR-FM  Chicago, 
but  network  spokesmen  denied  there  are  any 

"immediate  plans"  for  such  an  operation, 
though  it  has  been  under  consideration. 
Other  network  and  independent  stations 
with  fm  adjuncts  are  expected,  however,  to 

watch  the  WBBM-FM  venture  closely.  Chi- 
cago currently  has  its  full  complement  of 

16  fm  stations. 

Announcing  plans  last  Tuesday  H.  Leslie 
Atlass,  vice  president  in  charge  of  CBS 
Central  Div.  and  general  manager  of 
WBBM-AM-FM  and  WBBM-TV,  noted 

that  "We  for  some  time  have  watched  the 

increasing  importance  of  fm  radio  in  at- 
tracting audience — a  loyal  and  growing  au- 

dience—and believe  the  time  is  appropriate 

for  us  to  program  that  audience  with  a  com- 

plete broadcast  facility." 
WBBM-FM  is  utilizing  the  "block"  con- 

cept of  music  fare,  including  five  min- 
utes of  "news  in  depth"  every  hour  after  an 

initial  news  headline  format  at  9  a.m.  It 

also  plans  a  "few  CBS  radio  network  pro- 
grams which  we  will  continue  to  carry,  in 

some  cases  exclusively  on  fm,"  Mr.  Atlass 
reported.  These  include,  in  the  fall,  the  New 

York  Philharmonic  and  Cleveland  Sym- 
phony orchestras.  Standard  music  will  be 

emphasized,  with  types  geared  to  block  seg- 
ments throughout  the  day. 

Mr.  Dennis,  onetime  NAB  news  bureau 

chief,  radio-tv  director  of  Allied  Stores 
Corp.  and  general  manager  of  WTAC  Flint, 

Mich.,  revealed  time  will  be  sold  for  pro- 
gram segments  (10,  15  and  30  minutes)  and 

spots  (10,  30  and  60  seconds).  WBBM-TV 

will  maintain  "probably  the  only  base  55- 
minute  rate  in  the  country,"  (excluding  the 
five-minue  newscast),  he  said.  Emphasis 
will  be  more  on  selling  programs,  however, 

than  on  spots  as  a  matter  of  CBS  Chicago 

policy,  according  to  Mr.  Atlass. 
A  staff  of  three  announcers,  five  engi- 

neers, three  disc  jockeys,  three  adminis- 

trative people,  one  salesman  and  one  tran- 
scription librarian,  all  taken  from  present 

employes,  will  be  maintained  to  operate 
WBBM-FM,  Mr.  Dennis  said.  WBBM-FM 
operates  on  96.3  mc  with  10.5  kw. 

WHK  Set  to  Go  Independent 

WHK  Cleveland,  upon  losing  NBC  af- 
filiation July  30,  becomes  an  independent 

operation  July  31  patterned  after  WNEW 

New  York's  format  of  music,  news-public 
service,  with  emphasis  on  personalities,  it 
was  announced  last  week  by  Metropolitan 

Broadcasting 
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Broadcasting  Corp.,  owner  of  both  outlets. 

NBC  moves  to  Storer  Broadcasting  Co.'s 
WJW  Cleveland  [Networks,  June  30], 

Henry  W.  (Bud)  Simmen  has  been  trans- 
ferred from  WNEW  to  the  general  manager- 

ship of  WHK,  succeeding  Kenneth  K.  Hack- 
athorn,  who  remains  with  the  newspaper 

operations  of  Forest  City  Pub.  Co.  Metro- 
politan acquired  WHK  from  Forest  City 

earlier  this  year.  Rudy  Ruderman  has  been 

switched  from  WNEW's  production  staff 
to  WHK  as  program  director,  succeeding 

Lester  Biebl,  promoted  to  manager  of  op- 
eration at  WHK,  a  new  position  of  execu- 

tive associate  to  Mr.  Simmen. 

Metropolitan  has  signed  several  new  disc- 
jockey personalities  with  entertainment  field 

background,  retaining  WHK's  Tom  Brown 
in  the  10  p.m.  to  1  a.m.  period.  Jack  Den- 

ton, formerly  with  WISN  Milwaukee  and 
onetime  network  comedy  writer,  goes  into 

the  6-10  a.m.  spot.  Earle  Jerris,  formerly 
with  WHEN  Syracuse  and  WRGB  (TV) 
Schenectady,  has  been  signed  for  the  10 

a.m. — noon  and  4-6  p.m.  spots.  Ernie  An- 
derson, formerly  with  WHIM  Providence 

and  WTRY  Troy,  N.  Y.,  takes  over  the 

noon-2  p.m.  and  6-8  p.m.  periods.  Pete 
(Mad  Daddy)  Myers,  formerly  with  WJW, 

will  do  the  2-4  and  8-10  p.m.  periods. 

WHK's  news  department  is  being  expanded 
from  a  basic  four  men  to  an  eight-man  team, 
with  five  assigned  as  writers.  Tom  Fletcher 
and  Bruce  Charles  continue  in  news  and 

Jack  Pluntze  as  news  editor.  Bob  Cain, 

formerly  with  WJW,  is  the  first  of  the  new 
additions. 

Broadcast  Blackout  Eased 

At  Charlotte  City  Hearing 

A  blackout  on  radio-tv  coverage  of  a 
city  hearing  in  Charlotte,  N.  C,  was  eased 

last  week  to  allow  pooled  electronic  re- 
porting on  a  delayed  basis. 

The  three-man  Civil  Service  Commission 
at  a  Monday  (July  14)  morning  hearing 
denied  the  joint  plea  of  Charlotte  radio  and 
tv  stations  for  the  right  to  cover  the  trial 
of  Police  Capt.  Lloyd  Henkel.  The  board 
allowed  still  photo  coverage,  however.  The 
trial  had  stirred  intense  interest  in  the  area. 

Ray  Stanfield,  of  WIST  Charlotte,  appeared 

for  the  radio-tv  stations  along  with  Douglas 
Anello,  NAB  general  counsel. 

After  the  first  recess  during  the  opening 
trial  session,  Messrs.  Stanfield  and  Anello 

pointed  to  the  inconsistency  of  the  board's 
decision.  The  board  quoted  Canon  35  of 
the  American  Bar  Assn.  but  agreed  it  was 

unfair  to  allow  still  photos  and  not  radio-tv. 
After  brief  discussion,  the  board  granted 

permission  for  delayed  radio-tv  pickups  on 
a  pooled  basis.    It  banned  live  coverage. 

Municipal  Court  Lets  WFIL  In 

Philadelphia  Municipal  Court,  reportedly 
for  the  first  time,  has  allowed  a  radio  sta- 

tion to  record  its  proceedings  for  broadcast- 
ing. WFIL  there  set  up  equipment  July  15 

on  Judge  Adrian  Bonnelly's  bench  while  he 
was  trying  the  case  of  a  man  who  was  apply- 

ing for  custody  of  his  son  so  that  his  wife 
could  not  take  the  boy  to  Latvia.  The  court 

order  granting  the  father  custody  was  played 
back  over  WFIL  immediately  after  decision. 

COMPLETION  of  the  new  WHEC- 
AM-TV  Rochester,  N.  Y.,  building 
has  added  a  fresh  facade  to  East  Ave. 

there.  The  property,  purchased  and 
remodeled  at  a  cost  of  $385,000, 

houses  a  two-story  tv  studio,  three  ra- 
dio studios,  film  laboratory,  engineer- 

ing shop,  executive  offices  and  a  re- 
cording studio. 

WBKB  (TV)  Senate  Coverage 

Goes  On  Despite  Sponsor  Veto 

ABC's  o&o  WBKB  (TV)  Chicago  and  the 
local  Sun  Times  continued  their  public  serv- 

ice coverage  of  Senate  restaurant-union 
testimony  last  week — without  committee 
approval  for  sponsored  segments  but  with 
high  viewer  favor. 

By  week's  end  75  witnesses  had  figured 
to  give  30-40  hours  of  testimony  on  restau- 

rant-union relat-ons  before  the  Senate  com- 

mittee on  labor-management  activities  over 
a  two-week  span. 

WBKB's  request  to  sell  portions  of  the 
coverage  to  Pure  Oil  Co. — or  perhaps  other 
regional  or  local  advertisers — was  rejected 
by  the  committee,  under  the  chairmanship 

of  Sen.  John  L.  McClellan  (D-Ark.),  a  sta- 
tion spokesman  said.  At  the  same  time  he 

scored  criticism,  reflected  in  a  Chicago 

Tribune  editorial,  that  coverage  was  char- 
acterized by  commercialism  in  the  form  of 

spot  announcements  and  station  breaks  dur- 
ing the  actual  hearings.  It  was  pointed  out 

the  station  had  reduced  the  number  of  such 

commercials  after  the  first  day  of  testimony 

July  8.  The  Tribune  owns  WGN  and  WGN- 
TV  in  that  city. 

New  Bismarck  Daytimer:  KQDI 

KQDI  Bismarck,  N.  D.,  begins  regular 

broadcasting  in  early  August.  Darrel  W. 

Holt,  the  station's  general  manager,  reports. 
KQDI  owned  by  Dakota  Musicasters  (D. 
Gene  Williams,  Delbert  Bertholf,  Robert 

Eubanks  and  Darrel  Holt),  is  on  1350  kc 

with  500  w  daytime. 

4-YEAR  TV  COURSE 

PROPOSED  BY  NYU 

•  WCBS-TV  success  noted 

•  Fall  schedule  announced 

New  York  U.  last  week  announced  step 
two  in  what  it  considers  a  straight  road 

toward  putting  an  entire  four-year  college 
program  on  commercial  television.  The 

school  last  year  began  a  single  course-for- 
credit.  Sunrise  Semester,  on  pre-breakfast 
time  donated  by  WCBS-TV.  This  fall  it 

will  expand  to  four  credit  courses  on  WCBS- 

TV,  weekday  mornings  6:30-7:30  a.m.,  Sat- 
urday 7-8  a.m. 

The  success  of  Sunrise  Semester  stems 

from  six  years  of  cooperative  educational 

broadcasting  between  WCBS-TV  and  NYU. 

It  reflects  the  belief  of  the  school's  radio- 
tv  department  that  more  can  be  achieved 

by  putting  limited  educational  dollars  en- 
tirely into  production  of  courses  on  free 

time  on  commercial  tv  (with  established 
audience  and  best  of  technical  facilities) 

rather  than  into  major  capital  investment 

and  heavy  operating  costs  required  for  a 
noncommercial  educational  station  (with  lit- 

tle, if  any,  money  left  over  for  production). 
The  success  of  Sunrise  Semester  during 

the  fall  and  spring  semesters  was  hailed 

by  both  NYU  and  station  officials  last  week. 
The  initial  venture,  a  three-credit  course  (per 

semester)  titled  "Comparative  Literature  10" 
was  presented  by  NYU  Prof.  Floyd  Zulli 
Jr.  at  6:30  a.m.  weekdays.  A  total  of  117 

qualified  applicants  paid  $90  to  enroll  the 
first  semester  and  WCBS-TV  estimated 
some  120,000  persons  in  four  states  watched 

the  show  regularly.  Kinescopes  of  the  pro- 
grams are  being  seen  now  throughout  the 

U.  S.  on  other  stations.  During  the  run  of 

the  series,  booksellers  within  the  New 
York  area  reported  surprisingly  heavy  sales 
of  the  books  discussed  on  the  show  by  Dr. 

Zulli  and  the  program  averaged  about  100 letters  a  day. 

Dr.  John  E.  Ivey,  executive  vice  presi- 

dent of  NYU,  said  "we  are  moving  toward 
a  full  four-year  college  program  on  tele- 

vision.". 

Although  all  of  the  required  time  prob- 
ably could  not  be  cleared  by  WCBS-TV 

for  such  an  effort,  NYU  has  not  yet  ap- 

proached other  stations  for  a  similar  ar- 
rangement, according  to  Warren  A.  Kraet- 

zer,  director  of  NYU's  office  of  radio-tv. 
The  1958-59  program,  aside  from  pro- 

viding four  college  credit  courses,  will  pre- 
sent opportunity  for  a  closer  consulting  re- 

lationship between  the  student  and  his  in- 
structor and  optional  discussion  sessions  on 

campus  and  in  various  suburban  communi- 
ties. Students  will  do  quizzes  and  term 

papers  at  home,  and  go  on  campus  for  final 
exams.  Special  arrangements  will  be  made 
for  the  physically  handicapped. 

New  courses  and  professors  include:  clas- 
sical civilization  H  1,  Dr.  Casper  J.  Krae- 

mer  Jr.  (M-W-F  6:30-7  a.m.);  mathe- 
matics N  1,  introductory  course,  Dr.  Hollis 

R.  Cooley  (M-W-F  7-7:30  a.m.;  English 
H  5,  a  great  books  course.  Dr.  David  H. 
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Last  week  the  Marines  landed  in  the  Middle  East  .  .  .  and  the  world  went  on  alert.  So 

did  Radio  Station  WERE.  Every  station  facility  was  alerted  to  bring  listeners  this  vital 

news  first,  fastest  and  with  coverage  in  depth:  WERE  alone  carried  the  actual  United 

Nations  deliberations  in  full;  WERE  had  on-the-air  interviews  directly  with  key  news 

sources  in  London,  Moscow,  Paris  and  Washington;  WERE  sent  its  mobile  units  to 

crowded  downtown  locations  and  piped  the  UN  broadcasts  to  passers-by;  WERE  posted 

on-the-street  bulletins  as  the  news  broke.  Grateful  listeners  called  to  thank  the  station; 

responsible  citizens  wired.  Wrote  Jim  Frankel,  Cleveland  Press  TV-Radio  Editor,  in  his 

column  late  last  week,  "WERE  earns  highest  praise  for  its  contribution  to  public  enlight- 

enment. That  WERE  is  not  a  network  affiliate  makes  the  achievement  all  the  more  meri- 

torious." This  is  no  one-time  effort  ...  it  is  typical  of  the  news  coverage  of  WERE  .  .  .  the 

alertness  of  a  station  that  cares  about  its  listeners. 
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Green  (T-T  6:30-7  a.m.;  S  7-7:30  a.m.); 

government  S  1,  Dr.  Morley  Ayearst  (T-T 
7-7:30  a.m.  &  S  7:30-8  a.m.). 
NYU  again  will  charge  $90  for  each 

course  for  credit,  $25  for  certificate  study. 

Assailants  Injure  WSRS  Employes 

A  total  of  $3,000  in  reward  money  has 
been  offered  for  the  arrest  and  conviction 
of  two  men  who  attacked  Ted  Lawrence 
and  William  Crane  of  WSRS  Cleveland, 

Ohio,  early  Tuesday  morning  (July  15). 

Mr.  Lawrence  is  moderator  of  the  station's 
panel  discussion  program  Confab,  which  has 

been  dealing  with  the  issues  of  right-to-work 
legislation  and  corruption  in  labor  unions. 
WSRS  staff  members  report  they  have  been 

plagued  with  anonymous  telephone  calls 
which  warned  of  violence  if  the  discussions 
were  continued. 

As  Mr.  Lawrence  was  leaving  the  studio, 
two  men  jumped  him  forcing  him  to  fall 
down  a  flight  of  stairs,  WSRS  states.  Mr. 
Crane,  also  connected  with  Confab,  was 

similarly  attacked  as  he  responded  to  Mr. 

Lawrence's  shouts,  the  account  adds.  Mr. 
Lawrence  suffered  three  fractured  ribs  and 
Mr.  Crane  received  bruises. 

The  Ohioans  for  the  Right-to-Work  or- 
ganization, whose  director  has  been  on  the 

panel  show,  has  posted  a  $1,000  reward  and 

the  Cleveland  AFL-CIO  has  offered  $2,000. 
Jack  McGinty,  executive  secretary  of  the 

Cleveland  AFL-CIO,  was  a  panelist  Wednes- 

day night  for  Confab  discussion  of  the  in- 
cident. 

REPRESENTATIVES  APPOINTMENTS 

KSO  Des  Moines,  Iowa,  names  H-R  Repre- 
sentatives Inc. 

KIXL  Dallas  and  KJIM  Fort  Worth,  both 

Texas,  and  WORC  Worcester,  Mass.,  ap- 
point William  J.  Reilly,  Chicago,  in  Mid- 

west. Richard  O'Connell  Inc.  will  represent 
stations  in  N.  Y.  area. 

WTEN  (TV)  Albany,  N.  Y.,  names  Blair- 
Tv  as  national  representative,  effective 
Aug.  1. 

WORC  Worcester,  Mass.,  appoints  Richard 

O'Connell  Inc.,  N.  Y. 

WEEP  Pittsburgh  names  Robert  E.  Eastman 
&  Co. 

STATION  SHORTS 

WABC-TV  New  York  reports  its  billings  at 
conclusion  of  second  quarter  showed  in- 

crease of  65%  over  the  same  period  last 

year. 

WIBG  Philadelphia  has  expanded  schedule 
to  full  24  hours  daily. 

WIIC  (TV)  Pittsburgh  has  moved  to  new 
WIIC  Television  Center  at  341  Rising  Main 
St.,  Pittsburgh  14.  Telephone:  Fairfax 
1-8700. 

KTVU  (TV)  Oakland-San  Francisco  has 
opened  its  new  studios  and  offices  at  1  Jack 
London  Sq.,  Oakland.  Station  held  open 
house  for  advertisers  and  agencies. 

WQUA  Moline,  111.,  retains  Phil  Dean 

Assoc.,  N.  Y.,  publicity  and  public  relations 
company. 

CHANGING  HANDS 

I  he  following  sales  of ANNOUNCED  station  interests  were 

announced  last  week.  All  are  subject  to 
FCC  approval. 

WIP-AM-FM  Philadelphia  •  Sold  by  Gim- 
bel  Bros.,  department  store,  to  group  headed 

by  Benedict  P.  Gimbel  Jr.,  president-general 
manager  of  station 
for  past  30  years, 

for  cash  figure  of 

$2.5  million.  In 

group  with  Mr. 
Gimbel.  who  ac- 

quires control,  are 
Edward  Petry,  pres- 

ident of  station  rep 

Mm  firm,  Armand  Ham- 

H|       ,Jrk  mcr-     I1'  -SK'cnt  ot \\  iilual.  I!i  h  \  K>|  u. 
■JK^Hi  ancj  Philadelphia 

MR.  GiMBEt  businessmen  Robert 

M.  Brown,  William  L.  Butler,  John  P.  Cris- 
coni,  Ralph  Huberman,  L.  Parker  Naudain 
and  John  G.  Pew  Jr.  Station,  established 

in  1922,  operates  on  610  kc.  with  5  kw, 
and  is  Mutual  affiliate.  Sale  to  Mr.  Gimbel 

and  associates  follows  previous  negotiations 
with  Plough  Inc.  and  Storz  Broadcasting 
Co.  and  means  no  change  in  personnel  or 
operating  policy.  Purchasing  company  is 

WIP  Broadcasting  Inc.  of  which  Mr.  Gim- 
bel is  president. 

WDMF  MT.  DORA,  FLA.  •  Sold  by  Fran- 
cis Fitzgerald  to  Triangle  Broadcasting 

headed  by  E.  O.  Roden  for  $30,250.  Mr. 
Roden  also  operates  WTUP  Tupelo,  WBIP 
Boonville,  and  WGCM  Gulfport,  all  Miss., 

KREL  Baytown,  Tex.,  and  WBOP  Pensa- 
cola,  Fla.  Co-brokers  were  Allen  Kander  & 
Co.  and  Paul  Chapman  Co.  WMDF  is  on 
1580  kc  with  1  kw,  day. 

APPROVED 
The  following  transfers  of 

station  interests  were  ap- 
proved by  the  FCC  last  week.  For  other 

broadcast  actions,  see  For  the  Record, 

page  93. 
KVOD  DENVER,  COLO.  •  Sold  to  West- 

ern Broadcasting  Enterprises  Inc.,  (Robert 
L.  Howsam,  president;  licensee  of  KINT  El 
Paso,  Tex.)  for  $300,000  plus  employment 
deal  by  Colorado  Radio  Corp.  KVOD  is  on 
630  kc  with  5  kw,  and  is  affiliated  with  ABC. 

WLOS-AM-FM-TV  ASHEVILLE,  N.  C.  • 
Granted  acquisition  of  positive  control  by 
WTVJ  (TV)  Miami  through  purchase  of 
35.2%  interest  from  Charles  A..  Henry  J. 
and  Joe  H.  Britt,  Julia  L.  Stamberger  and 
Harold  K.  Bennett  for  $277,940,  thereby 
increasing  the  WTVJ  holdings  to  72.1%. 
WLOS-TV  is  on  ch.  13  and  is  affiliated  with 
ABC.  WLOS,  also  affiliated  with  ABC  and 
Mutual,  is  on  1380  kc  with  5  kw,  day,  1  kw, 

night.  WLOS-FM  is  on  104.3  mc  with 
9.2  kw. 

K ATI  PITTSBURG,  CALIF.  •  Sold  to 
Contra  Costa  Broadcasting  Corp.  (interest  in 
WONE  Dayton,  Ohio)  by  KECC  Inc.  for 
$225,000,  plus  employment  deal.  KATT  is 
on  990  kc  with  5  kw. 
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WWCO  WATERBURY,  CONN.  •  Sold  to 

WWCO  Inc.  (Herbert  Bloomberg,  has  mi- 
nority interests  in  KPAR-TV  Abilene, 

KDUB-AM-TV  Lubbock  and  KEDY-TV 

Big  Spring,  all  Texas),  for  $193,000  by  New 
England  Broadcasting  Corp.  WWCO  is  on 
1240  kc  with  250  w. 

WLAV-AM-FM  GRAND  RAPIDS,  MICH. 
•  Sold  to  Harmon  L.  Stevens  and  John  F. 

Wismer  as  Stevens-Wismer  Broadcasting  Co. 
(WHLS  Port  Huron  and  WBSE  Hillsdale, 
Mich.,  and  interest  in  WLEW  Bad  Axe, 

Mich.)  and  Milton  W.  Bush  by  Versluis 
Radio  &  Television  Inc.  for  $45,000  and 

assumption  of  $133,000  indebtedness  to 
transferor,  among  other  agreements.  WLAV 
is  on  1340  kc  with  250  w,  and  is  affiliated 

with  ABC.  WLAV-FM  is  on  96.9  mc  with 
1.75  kw. 

KGEE  BAKERSFIELD,  CALIF.  •  Sold  to 
Marterto  Productions  Inc.  (tv  star  Danny 
Thomas)  and  Seer  Inc.,  90%  and  10%, 

respectively,  for  $145,850  and  employment 
deal.  KGEE  operates  on  1230  kc  with 
250  w. 

KVII-TV  AMARILLO,  TEX.  •  Sold  to 
Television  Properties  Inc.,  Jack  C.  Vaughn, 

president,  with  various  officers  having  in- 
terests in  KOSA-AM-TV  Odessa,  by  South- 

west States  Inc.  for  $136,052.  KVII-TV  is 
on  ch.  7,  and  is  an  ABC  affiliate. 

WPLH  HUNTINGTON,  W.  VA.  •  Sold  to 

The  Tierney  Co.  (WCHS-AM-TV  Charles- 
ton, Hawthorne  D.  Battle,  president)  by 

Huntington  Broadcasting  Co.  for  $112,375. 
WPLH  is  on  1420  kc  with  5  kw,  and  is 
affiliated  with  MBS. 

KZEA  SHREVEPORT,  LA.  •  Sold  to  John 
M.  McLendon  and  Assoc.  Inc.  by  Edward 
E.  McLemore  for  $100,000,  conditioned 

that  assignment  not  be  consummated  until 
the  McLendon  interests  dispose  of  KOKA 

Shreveport  (see  below).  The  McLendon 

Negro-programmed  stations  include  KOKY 
Little  Rock,  Ark.  WOKJ  Jackson,  Miss., 
and  WBCO  Bessemer,  Ala.  KEZA  operates 
on  980  kc  with  5  kw. 

KOKA  SHREVEPORT,  LA.  •  Sold  to 

Southwest  Broadcasters  Inc.  (KBSF  Spring- 
hill,  La.)  by  John  McLendon  and  Assoc.  for 
$85,000.  KOKA  is  on  1050  kc  with  250  w. 

KBMY  Tower  Downed  by  Twister 

While  KBMY  Billings.  Mont.,  was  broad- 
casting tornado  warnings  July  2  its  tower 

received  a  direct  hit  from  a  twister  that  com- 
pletely destroyed  its  antenna.  By  working 

throughout  the  night  a  temporary  antenna 
was  erected  and  the  station  went  on  the 

air  on  schedule  at  6  a.m.,  losing  altogether 

only  eight  hours  broadcasting  time.  KBMY 
credits  other  stations  in  the  area  with  being 

"extremely  cooperative"  in  offering  man- 
power and  equipment.  A  permanent  new 

antenna  is  expected  to  be  in  operation  by 

July  20. 
Broadcasting 
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WXYZ-TV  .  .  .  FIRST  STATION  TO  OFFER  AMERICA'S  TOP  FAMILY  COMEDIES  TOGETHER ! 

IN  ONE  GREAT  HOUR-LONG ...  LAUGH-MAKING ...  AUDIENCE-PULLING  SHOW! 

Beginning  September  1st  you're  going  to  witness  the  biggest  shakeup  in  the  6  pm  rating  and 
audience  composition  ever! 

What's  going  to  cause  the  revolution  is  a  brand  new,  hour-long  show  called  "Curtain  Time". 
It  will  feature  two  great  family  comedies  daily  and  an  entertaining  live  host. 

Now  is  the  time  to  ask  us  about  availabilities! 

WXYZ-TV  DETROIT  CHANNEL  7 abc 

american  broadcasting  co. Represented  Nationally  by  Blair-TV 
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GOVERNMENT 

BEAT  JUSTICE  TO  THE  PUNCH,  FCC  TOLD 

Deans  Mayo,  Barrow  testify  against  option  time,  must  buy  practices 

If  the  FCC  refuses  to  outlaw  the  option 

time  and  must  buy  practices  of  the  tv  net- 

works, the  Justice  Dept.  "may  feel  com- 
pelled" to  take  action  against  these  two 

practices  and  others,  the  Commission  was 

told  last  week  in  hearings  on  the  contro- 
versial Barrow  Report. 

Louis  H.  Mayo,  assistant  dean  of  the 

George  Washington  U.  Law  School  and  ex- 
ecutive secretary  of  the  Network  Study  Staff 

which  prepared  the  report,  issued  this  warn- 
ing in  testimony  Monday  (July  14). 

Also  testifying  was  Cincinnati  U.  Law 
School  Dean  Roscoe  Barrow,  director  of  the 

study  staff.  They'll  both  be  back  today  (July 
21)  for  questioning  on  additional  statements 
submitted  since  they  began  testimony  July 

1 1  [At  Deadline,  July  14].  The  staff's  eco- 
nomics and  antitrust  expert,  Princeton  U. 

Prof.  Jesse  Markham,  testified  July  1 1  on 
network  concentration  in  tv. 

Dean  Barrow's  new  statement  covers  mul- 
tiple ownership,  network  national  spot  sales 

representation  and  direct  FCC  regulation  of 

networks;  Dean  Mayo's  covers  proposed 
publication  of  affiliation  criteria,  network 

rate-making  data  and  compensation  to  af- 
filiates. 

Dean  Mayo,  questioned  by  Robert  Raw- 
son,  chief  of  the  FCC  Broadcast  Facilities 

Div.'s  Hearing  Branch  and  acting  as  Com- 
mission attorney  in  the  hearing,  agreed  that 

the  question  of  antitrust  law  violations  must 
be  applied  to  individual  facts  of  each  case. 
He  maintained,  however,  that  option  time  is 

"extremely  close"  to  the  block-booking  prac- 
tices condemned  in  the  1948  Paramount 

case,  because,  he  felt,  the  programs  are 

separate  and  distinct.  They  become  so  be- 
cause they  are  copyrighted,  which  makes 

them  "limited"  monopolies  in  themselves 

and  thus  "unique"  and  because  of  their  prac- 
tical treatment  by  affiliates  in  the  distribu- 

tion process,  he  said.  He  didn't  feel  the  af- 

filiate's exercise  of  "right  of  first  call"  is  an 
antitrust  violation. 

He  said  if  the  FCC  is  convinced  option 
time  is  essential  it  should  ask  congressional 
permission  to  retain  the  arrangement.  If 

option  time  proved  necessary  after  prohi- 
bition, he  said,  the  FCC  could  restore  the 

practice,  but  shouldn't  if  it  agrees  option time  violates  antitrust  laws. 

The  difference  in  must  buy  and  minimum 

buy  (present  ABC  practice)  is  that  the  lat- 
ter leaves  an  area  for  negotiation  where 

must  buy  does  not,  he  said. 

Dean  Barrow  told  Mr.  Rawson  that  the 

network  is  dominant  in  an  affiliation  rela- 

tionship because  the  affiliate  must  rely  on 
the  network;  he  is  under  leverage  and  de- 

pends on  the  network  for  his  economic 
health;  that  networks  are  able  to  set  rates 

to  a  great  extent.  He  felt  first  call  is  neces- 
sary in  affiliation  because  the  network  needs 

identification  with  a  given  station,  wants  the 
right  of  first  call  for  this  reason  and  gives 

it  to  the  station  to  keep  the  station  on  its 
affiliate  list. 

Removal  of  option  time  is  desirable  even 
if  this  does  not  bring  different  results,  Dean 
Barrow  said,  but  added  he  thought  removal 

of  the  option  time  "shield"  would  engender 
greater  competition  by  networks  with  com- 

petitors. This  would  raise  the  quality  of 

programs  because  non-network  program 
sources  then  would  try  to  compete  with 

higher  type  (budget)  programs,  he  argued. 
Affiliates  would  not  be  encouraged  to  use 

cheaper  programs  upon  removal  of  option 
time,  he  told  Comr.  John  Cross,  because  of 

competing  programming  on  other  stations. 
Dean  Mayo  felt  a  minimum  buy  policy 

could  achieve  as  wide  a  national  coverage  as 
must  buy  and  still  give  the  advertiser  a 
choice  of  markets. 

Dean  Barrow  did  not  feel  contracts  sta- 

DEAN  MAYO  DEAN  BARROW 

tions  make  with  non-network  program 
sources  are  as  restrictive  as  the  option  time 

practice,  stressing  that  the  FCC  must  con- 
sider the  merits  of  these  as  they  arise. 

Questioned  on  whether  he  had  substantial 
proof  of  the  effects  he  claims  result  from  the 
option  time  practice,  he  said  the  study  staff 

did  not  have  time  to  make  a  market-by- 
market  study. 

If  the  FCC  were  to  find  option  time  neces- 
sary to  preserve  the  networks  it  then  would 

have  to  decide  what  to  do  in  substitution  for 

its  own  policies  and  the  antitrust  laws  to 
secure  that  which  it  must  have  and  cannot 

get  through  competition.  If  Congress  granted 
express  exemption  from  antitrust  laws,  the 

FCC  mieht  have  to  start  "rationing"  time, 
which  points  toward  rate  regulation,  he  said. 
This  would  leave  the  broadcast  business 

"swimming  in  common  carrier  waters,"  he 
said. 

He  acknowledged  that  national  spot  has 
prospered  under  the  present  setup,  but  noted 

that  the  networks  "have  been  permitted  to 

carve  out  preferred  hours  for  themselves." 
Dean  Mayo,  asked  by  Comr.  Frederick 

W.  Ford  if  evidence  might  not  be  needed  to 
show  whether  an  affiliate  wants  or  does  not 

want  a  program,  said  that  under  option  time 

the  affiliate  agrees  to  take  all  programs  of- 

fered, a  denial  "on  its  face"  of  freedom  of 
choice.  He  said  he  felt  a  minimum  buy  prac- 

tice would  be  illegal  per  se,  too,  if  buying 

habits  became  so  crystallized  that  a  mini- 
mum buy  consistently  included  every  one  of 

the  markets  on  present  tv  network  must  buy 
lists. 

Dean  Mayo  acknowledged  to  Comr.  Rob- 
ert E.  Lee  that  the  present  network  con- 

tracts under  option  time  enable  the  station 
to  refuse  a  network  program  under  certain 
circumstances  (public  interest  grounds,  etc), 

but  said  present  option  time  is  still  a  re- 
straint, no  matter  how  leniently  it  is  ad- 

ministered. 

Dean  Barrow  told  Comr.  Lee  that  the 

FCC  should  consider  the  interests  of  af- 
filiates in  weighing  their  testimony  on  the 

Barrow  Report  because  the  network  is  of 

such  great  economic  importance  to  them. 

National  representatives,  in  turn,  also  de- 
pend on  these  same  stations  for  their  ex- 

istence, he  said. 

He  told  Comr.  Robert  T.  Bartley  that  the 
source  of  network  domination  arises  from 

the  programs  and  advertising  revenues  re- 
sulting from  this  system  of  national  adver- 

tising, which,  he  felt,  is  so  important  to  the 

station  as  to  be  a  "life  and  death"  matter. 
Dean  Barrow  cited  the  radio  networks 

as  an  example  of  the  dominant  position  he 
feels  option  time  and  must  buy  gives  the 
network.  When  networks  were  the  only 

source  of  good  programs,  he  said,  option 
time  kept  them  dominant,  but  when  stations 
found  themselves  no  longer  dependent  on 

network  programming  option  time  lost  this 

power  to  dominate. 
He  said  the  study  staff  had  not  considered 

relaxation  of  antitrust  laws  so  affiliates  could 
combine  to  bolster  their  bargaining  position 
with  the  networks. 

Dean  Barrow  told  Comr.  Rosel  H.  Hyde 

the  study  staff  would  recommend  removal 
of  option  time  even  if  the  staff  did  not 
feel  it  violated  antitrust  laws.  The  thrust  of 

the  Barrow  Report,  he  said,  was  broader 
than  the  narrow  standards  involved  in  the 
antitrust  laws.  The  staff  felt,  he  said,  that 

if  option  time  is  a  violation  of  antitrust  laws, 

then  this  should  be  "a  flag"  to  the  FCC  on 
public  interest  grounds. 
Dean  Mayo,  answering  questions  by 

Chairman  John  C.  Doerfer,  acknowledged 
that  to  hold  to  the  per  se  doctrine  regarding 

the  illegality  of  option  time  and  must  buys 

would  eliminate  the  necessity  for  "extensive 
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robert  e.  eastman  &  co., 
inc. 

national  representatives  of  radio  stations 

NEW  YORK: 
527  Madison  Avenue 
New  York  22,  N.  Y. 

PLaza  9-7760 

CHICAGO: 

333  N.  Michigan  Ave. 

Chicago,  Illinois 
Financial  6-7640 

SAN  FRANCISCO: 

Russ  Bldg-Room  1043 
San  Francisco,  Cal. 

YUkon  2-9760 
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GOVERNMENT  continued 

CBS  ANSWERS  BARROW,  KTTV  (TV) 

CBS  Inc.  in  a  legal  memorandum  filed 
in  the  Barrow  Report  proceedings  has 
charged  that  conclusions  by  KTTV  (TV) 
Los  Angeles  and  the  Network  Study 
Staff  that  tv  network  option  time  and 

must  buy  practices  are  illegal,  are  "un- 
justified in  antitrust  law  and  unconscion- 

able in  the  administrative  process." 
The  CBS  document  specifically  ans- 

wered a  similar  memorandum  filed  in 

April  by  KTTV  during  testimony  on  the 

Barrow  Report.  CBS  said  it  is  the  "spe- 
cial responsibility"  of  the  FCC  to  "give 

meaning  to  the  'rule  of  reason'  sanc- 
tioned by  antitrust  law  in  the  context  of 

its  determination  of  the  public  interest." 
KTTV  and  the  Barrow  Report,  CBS 

said,  hold  option  time  and  must  buy 

(CBS  used  the  words  "basic  required") 
are  illegal  per  se,  comparing  option  time 

to  "block-booking"  as  prohibited  in  the 
1948  Paramount  Case  and  comparing 

must  buy  to  the  restrictive  "tie-in"  con- demned in  the  Northern  Pacific  Railway 

case  earlier  this  year  and  the  "refusal 
to  deal"  held  unlawful  in  the  Griffith- 
Paramount  Case  in  1948. 

But  they  extend  these  rulings  to  "strike 
down  every  arrangement  which  can  be 
twisted  to  fit  within  the  supposed  reach 

of  catchwords  like  'block-booking,'  'tie- 
in,'  or  'refusal  to  deal,'  "  CBS  charged, 
adding  that  KTTV  goes  even  farther 
in  such  analogies. 

The  fallacies,  CBS  said,  are  a  mis- 
application of  the  antitrust  doctrine  of 

per  se  illegality  and  a  misconception  of 

the  proper  role  of  the  FCC  in  its  rule- 

making capacity.  The  "rule  of  reason" 
should  be  the  test  to  apply  to  both  prac- 

tices instead  of  per  se  illegality  and  it  is 

the  FCC's  primary  responsibility  to  con- 
sider the  reasonableness  of  both  prac- 
tices in  the  public  interest,  CBS  said. 

CBS  said  that  unlike  analogies  cited  in 
the  Northern  Pacific  Railway  case, 

option  time  and  must  buy  are  based  on 

business  considerations  integral  to  the 

investigation"  of  the  "reasonableness"  of 
the  practices.  He  also  acknowledged  that 

no  court  has  ever  declared  option  time  il- 
legal per  se. 

Chairman  Doerfer  asked  if  the  FCC 

should  not  be  wary  of  adopting  the  position 
that  option  time  is  illegal  per  se  since  the 
Sherman  Act  provides  criminal  penalties 
and  the  FCC  is  an  agency  which  does  not 

"'construe  criminal  law." 
Dean  Mayo  replied  that  the  staff  does  not 

ask  the  FCC  to  declare  option  time  illegal 

per  se;  that  "our  recommendations"  are 
based  on  the  public  interest. 

Chairman  Doerfer  noted  that  some  of  the 

practices  challenged  in  the  Northern  Pacific 
Railroad  case  were  not  held  illegal;  that 
these  practices  were  more  related  to  the 

transportation  business  and  to  the  railroad's 
operation  than  those  which  were  found  il- 

legal. He  wondered  if  these  practices  held 

legal  might  not  be  analagous  to  the  net- 

work's option  time  and  must  buy  practices 

development  and  maintenance  of  nation- 
wide networking  and  for  that  reason  their 

legality  must  be  determined  by  the  "rule 
of  reason"  and  not  automatically  by 
the  doctrine  of  per  se  illegality.  CBS 
cited  several  other  cases  to  illustrate  its 

point. Noting  the  Barrow  Report  considers 

networks  necessary,  CBS  said  the  affilia- 

tion relationship  is  the  "heart"  of  net- 
working and  that  without  option  time 

there  would  be  no  reason  for  affiliation. 

To  force  networks  to  become  intermit- 
tent, piecework  program  suppliers  would 

tend  to  force  all  national  programming 
to  filmed  entertainment,  CBS  added. 

CBS  said  the  per  se  approach  to  the 
antitrust  laws  ignores  the  special  function 

of  the  administrative  agency  and  the  ad- 
ministrative process  itself.  The  CBS  doc- 

ument cited  an  instance  in  which  the 
Federal  Trade  Commission  refused  to 

be  governed  by  a  per  se  approach  in 

saying  in  a  decision  that  "if  a  particular 
competitive  act  is  automatically  to  be 
presumed  unlawful,  the  administrative 

process  loses  its  purpose,  and  the  justi- 
fication for  limiting  the  scope  of  ju- 

dicial review  and  for  exempting  the 

Commission  (FTC)  from  executive  con- 

trol no  longer  remain." The  doctrine  of  primary  jurisdiction 

makes  it  clear,  CBS  said,  that  the  rea- 
sonableness of  the  challenged  practices 

should  be  examined  by  the  FCC  in  the 

first  instance;  that  proper  application  of 

the  "rule  of  reason"  and  primary  juris- 
diction demonstrates  that  the  FCC's 

task  is  to  make  a  determination  "as 
broad  and  searching  as  the  public  in- 

terest itself." CBS  said  it  should  not  be  assumed 

that  competition  is  bound  to  be  of  advan- 

tage, citing  the  Supreme  Court's  reversal 
of  an  FCC  order  based  on  this  assump- 
tion. 

CBS  questioned  whether  the  network 

in  that  they  are  closely  related  to  the  net- 

works' operation.  Dean  Mayo  said  the  court 
decision  did  not  describe  the  legal  and  illegal 

practices  well  enough  to  distinguish  the  dif- 
ferences between  them. 

Chairman  Doerfer  noted  that  there  are 

technical  differences  in  the  networks'  trans- 
actions and  those  condemned  in  the  Para- 

mount case. 

Dean  Mayo  agreed  the  business  mecha- 
nisms may  differ  but  that  the  end  result  of 

both  were  to  make  a  profit.  He  said  he  saw 

no  (overriding)  "redeeming  virture"  in  op- 
tion time  that  would  justify  retaining  it. 

Dean  Mayo  said  he  didn't  deny  that  net- 
works may  employ  option  time  for  other 

purposes  than  "fencing  out  competition," 
but  said  this  does  not  justify  a  finding  that 
option  time  is  a  reasonable  practice. 

Chairman  Doerfer  noted  that  in  the  Para- 

mount Case  the  producers-distributors  were 

found  guilty  of  "conspiring"  as  well  as  block- 
booking,  to  which  Dean  Mayo  replied  that 

should  be  considered  on  a  competitive 

par  with  a  film  syndicator  in  view  of  the 

former's  "natural  advantage  accruing" 

by  virtue  of  its  "unique  continuing  con- 

tributions to  broadcasting."  The  in- 
formed judgment  of  the  FCC  is  needed 

to  answer  so  basic  an  antitrust  question, 
CBS  maintained. 

The  FCC  must  consider,  CBS  said, 

whether  option  time  is  a  critical  pro- 
vision of  the  network-station  affiliation 

relationship  agreement.  Without  option 
time  there  would  be  no  reasonable  as- 

surances of  simultaneous  clearances,  CBS 

added,  to  make  "a  network  a  network." 
Lack  of  such  clearances  would  dis- 

courage live  programs;  programs  of 

longer  than  the  normal  hour  or  half- 
hour;  national  public  service  program- 

ming (news,  public  affairs,  cultural  and 

religious  programs),  unjustified  business- 
wise  unless  woven  into  a  regular  affilia- 

tion relationship,  and  "inventive,  imagi- 
native programming"  requiring  an  oppor- 
tunity to  prove  itself  against  a  conven- 
tional, "safe"  program  format. 

CBS  said  it  seems  likely  a  damaging 
loss  of  simultaneous  clearances  would 

occur  and  this  might  be  fatal  to  a  net- work. 

The  FCC,  CBS  said,  must  consider 

that:  ( 1 )  its  objective  is  to  maintain  net- 
work service  to  all  important  segments 

of  the  country,  preserving  the  network 
as  a  national  medium;  (2)  that  designa- 

tion of  key  stations  throughout  the  coun- 
try is  essential  to  that  objective,  both  to 

serve  all  areas  and  to  insure  that  the  sta- 

tions are  conveniently  available  for  con- 
secutive national  sponsors,  and  (3)  that 

network  service  and  especially  its  high 

level  of  programming  could  not  be  main- 
tained if  less  than  the  required  number 

of  stations  were  included  in  most  orders. 

Accordingly,  CBS  said,  the  must  buy 

practice  "appears  to  be  no  more  than  a 
reasonable  expression  of  the  necessities 

of  the  network  business." 

the  conspiracy  charges  had  nothing  to  do 
with  the  block-booking  charges.  He  noted 
that  the  Justice  Dept.  has  charged  six  tv 
film  distributors  with  block-booking,  but 
that  no  conspiracy  is  involved. 

Dean  Barrow,  to  a  question  by  Chair- 
man Doerfer,  acknowledged  that  network 

affiliates  did  not  complain  in  their  testimony 
about  being  forced  to  accept  undesirable 

programs.  The  staff,  he  added,  "had  trouble 
getting  complaints  about  anything  from 

anybody." 
Chairman  Doerfer  said  it  wasn't  clear 

that  these  were  objections  by  witnesses  in 

the  hearing  strenuous  enough  to  encourage 

the  FCC  to  "do  away"  with  option  time. 
He  thought  an  affiliate  might  prefer  the 

"overall  relationship"  with  the  network  in 
accepting  a  large  share  of  network  programs 
on  the  assumption  that  this  would  be  better 

for  the  station,  its  viewers  and  the  public. 
CONTINUED 
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10  Years  Toledo's  Only  Station 

SPeeDy  is  celebrating  its  tenth  year  as  Toledo's  only 
television  station,  reaching  477,800  homes  in  24  counties 

of  Ohio,  Indiana  and  Michigan — a  billion  dollar  market! 

WSPD-TV  sells  to  almost  two  million  people  .  .  .  News, 

entertainment  and  public  interest  programming  have  been 

consistently  backed  up  by  hard-selling  merchandising  and 

local  promotion  for  SPeeDy's  advertisers.  This  policy  will 
continue  in  even  greater  measure  during  the  next  ten  years. 

With  Toledo's  accelerated  importance  as  a  key  port  to 
the  sea  upon  the  completion  of  the  St.  Lawrence  seaway, 

SPeeDy's  unchallenged  dominance  is  a  "blue  chip"  buy! 

Represented  nationally  by  the  Katz  Agency 

'Famous  on  the  local  scene' 

TOLEDO 

II 

WSPD-TV 
Toledo 

WJW-TV 
Cleveland 

WJBK-TV 
Detroit 

WAGA-TV 
Atlanta WVUE-TV 

Wilmington  -  Philadelphia 



GOVERNMENT  cont.nued 

•  Doesn't  he  (station)  realize  that  he  can't 
bat  a  thousand  percent?"  he  asked. 

Dean  Mayo  replied  that  there  is  no  neces- 
sity for  this  relationship  because  option  time 

is  responsible  for  it. 

Mayo  statements  defend 

study's  legal  findings 
Dean  Mayo  in  his  legal  memorandum  said 

events  since  the  Barrow  Report  was  issued 

have  strengthened  the  staff's  findings  that 
option  time  is  a  per  se  violation  of  Sec.  1 
of  the  Sherman  Antitrust  Act.  The  Supreme 

Court's  decision  in  the  Northern  Pacific 
Railway  case  (March  10,  1958),  supports  the 
view  that  courts  would  find  both  option 

time  and  must-buys  violations,  he  said. 
He  said  the  network  position  has  shifted 

"radically"  since  the  Northern  Pacific  Rail- 
way case  and  that  the  CBS  legal  memo- 

randum (see  page  64)  appears  to  tacitly 

admit  the  analogy  of  option  time  to  "block- 
booking"  (prohibited  by  the  Supreme  Court 
in  the  1948  Paramount  case)  is  "extremely 
close."  CBS,  he  said,  asks  that  the  FCC  re- 

ject the  whole  "per  se  doctrine"  and  evalu- 
ate option  time  and  must  buy  only  in  terms 

of  the  "rule  of  reason." 

"It  would  be  interesting  to  know  what 
authority  precludes  the  applicability  of  the 

per  se  doctrine  to  the  television  industry,"  he said. 

Monopoly  in  the  tv  industry  does  not 
need  to  be  shown,  he  said.  If  the  network 
uses  two  copyrighted  programs,  both  are 
limited  monopolies  and  all  that  needs  to  be 

proved  is  that  one  program  is  tied  to 
another. 

Dean  Mayo  said  he  does  not  question  the 
CBS  claim  that  it  uses  option  time  in  its  own 
business  interest  to  assure  nationwide  clear- 

ances, but  added  that  similar  reasons  were 

cited  in  the  Paramount  case  and  were  never- 
theless rejected  by  the  Supreme  Court. 

He  said  that  just  because  the  Barrow  Re- 
port sanctioned  the  right  of  first  call  (by  an 

affiliate)  as  a  "reasonable  restraint"  it  does 
not  follow  that  the  FCC  should  allow  "all 
other  restraints  which  the  network  may  wish 

to  impose,"  adding  that  there  are  "numer- 
ous means"  for  satisfying  "mutuality  of  obli- 

gation" in  the  affiliation  relationship. 
First  call  does  not  prevent  a  given  pro- 

gram from  access  to  the  market  because  the 

program  normally  can  be  offered  to  another 
station  if  the  affiliate  refuses  it,  he  said. 
Prohibition  of  option  time  would  not  cause 

the  "drastic  upheavals"  in  a  market  which 
abolition  of  the  right  of  first  call  would  en- 

tail, Dean  Mayo  said. 

On  must  buy,  Dean  Mayo  said  this  prac- 

tice is  "on  its  face  anticompetitive"  and  "fits 
squarely  into  the  classic  pattern  of  illegal 

tying  arrangements."  He  said  factual  data 
cited  in  the  Barrow  Report  shows  that  the 
must  buy  practice  has  forced  national  ad- 

vertisers to  accept  one  or  more  unwanted 
stations  in  return  for  using  others  which  are 
wanted.  Proof  of  this  tying  practice  does  not 

rely  on  the  "monopoly"  market  concept  (the 
network  being  affiliated  with  the  only  tv 
station  in  a  given  market  and  such  station 
being  desired  by  the  advertiser),  Dean  Mayo 
said,  charging  that  the  effect  of  the  must 

buy  practice  "is  to  do  precisely  what  the 
Court  .  .  .  has  explicitly  condemned  [in  the 

Northern  Pacific  case]." 
Dean  Mayo,  in  his  statement  submitted 

at  noon  last  Monday  (July  14)  on  the  Bar- 

row Report's  recommendations  on  affiliation 
criteria,  rate-making  procedures  and  com- 

pensation, said,  "It  is  advocacy  at  its  high- 
est level  to  compare  our  proposals  .  .  .  with 

a  system  of  common  carrier  regulation." 
Common  carrier  regulation  would  re- 

quire networks  and  stations  to  accept  all 

timebuyers  on  a  nrst-come-first-served  basis 
with  consequent  loss  by  the  network  or 

station  of  control  over  its  program  struc- 
ture, he  said,  and  would  be  directly  contrary 

to  the  aims  of  the  report. 

The  report  does  not  recommend  that 

broadcast  services  be  furnished  at  "reason- 

able charges  upon  reasonable  request,"  he 
said,  nor  does  it  ask  that  rate  schedules  be 

made  subject  to  review  by  the  FCC. 
The  recommendations  on  rate  disclosure 

may  be  compared  to  the  new  Automobile 
Information  Disclosure  Act,  which  requires 

dealers  to  list  factory  prices  of  new  cars  in 

this  non-regulated  industry,  he  said.  Com- 
prehensive data  required  by  the  FCC  of 

broadcast  licensees  at  present  has  obviously 
not  converted  the  stations  into  common  car- 

riers and  the  purpose  is  to  minimize,  not 

promote,  governmental  supervision  "through 
self-regulation  induced  by  public  knowledge 

of  the  activities  affected." 
He  cited  FCC  rules  prohibiting  affiliate 

exclusivity  by  contract,  reducing  territorial 
exclusivity,  limiting  option  time,  preventing 

networks  from  setting  or  influencing  affili- 
ate non-network  rates  and  the  required  split 

of  NBC's  Red  and  Blue  networks  as  signifi- 

cant examples  of  "some  measure"  of  super- 
vision over  network  business  arrangements 

to  advance  the  public  interest. 

FCC  authority  and  responsibility  to  regu- 
late business  decisions  was  settled  by  the 

Supreme  Court  when  it  upheld  the  Chain 
Broadcasting  Rules  in  the  NBC  case,  Dean 

Mayo  said. 
Publication  of  affiliation  criteria,  Dean 

Mayo  said,  would  foster  a  continuing  aware- 
ness that  affiliation  criteria  and  their  appli- 

cation in  specific  cases  are  of  public  con- 
cern. Though  the  FCC  should  not  establish 

or  approve  affiliation  criteria,  it  clearly 
should  not  permit  application  of  criteria 

which  are  contrary  to  the  public  interest,  "as 
for  example,  the  factor  of  multiple  owner- 

ship." The  FCC  could  prohibit  criteria  it 
considered  contrary  to  the  public  interest 

through  rule-making,  he  said. 
Although  rates  set  by  networks  have  for 

the  most  part  been  based  on  objective  cri- 
teria, Dean  Mayo  said,  networks  on  occa- 
sions have  tried  to  persuade  affiliates  to 

accept  certain  programs  by  conditioning 
rate  increases  on  clearance;  on  others  they 
have  tried  to  influence  affiliates  to  set  non- 
network  rates  at  levels  which  would  provide 
less  competition  to  the  networks,  he  said. 

Although  the  staff  realizes  that  some  cen- 
tral control  of  rates  is  probably  necessary,  it 

feels  that  publicity  is  the  answer  in  advanc- 
ing the  public  interest  and  would  obviate  the 

undesirable  step  of  FCC  regulation  of  rates 
in  the  public  utility  concept.  Publicity  would 

reduce  the  "dominant  leverage"  of  the  net- 
works, he  said. 

Disclosure  of  compensation  arrangements 

would  probably  serve  to  decrease  differences 

in  compensation  arrangements  among  affili- 
ates where  they  are  not  justified,  Dean  Mayo 

said. 
He  said  it  "seems  more  than  a  coinci- 

dence" that  before  the  Barrow  Report  CBS 
included  multiple  ownership  as  an  affiliation 

criterion,  but  that  after  the  report  "CBS 
states  that  'the  mere  fact  of  mutliple  owner- 

ship will  not  be  a  decisional  factor.'  "  He 
noted  a  "similar  change"  on  the  use  of  radio 
affiliation  in  tv  affiliation  decisions. 

Dean  Mayo  said  the  report  recommended 

retaining  the  two-year  affiliation  contract  (in- 
stead of  five  years)  so  it  would  spur  compe- 
tition among  stations  for  affiliation. 

Barrow  answers  attacks 

on  other  conclusions 

Dean  Barrow's  second  statement,  sub- 
mitted at  noon  Monday  (July  14),  covered 

the  report's  recommendations  on  multiple 
ownership,  national  spot  sales  representa- 

tion by  networks  and  application  of  FCC 
rules  directly  to  networks. 

On  multiple  ownership,  he  said  each  time 
a  station  owner  is  awarded  a  station  license 

by  comparative  hearing  or  transfer,  other 
businessmen  are  deprived  of  an  opportunity 

to  make  a  contribution  to  telecasting.  There 
are  many  who  are  well  qualified  to  do  so, 
he  felt. 

He  noted  that  the  report's  recommenda- 
tion that  big  multiple  owners  be  reduced  to 

three  vhfs  in  the  top  25  markets  would  re- 

quire divestiture  by  Westinghouse  Broad- 

casting Co.,  which,  he  said,  has  an  "excel- 
lent record  of  program  performance."  But 

so  have  other  single  station  owners,  he  said, 

and  to  "grandfather"  such  a  multiple  owner 

(exempt  present  multiple  owners)  seems  un- 
fair to  potential  station  owners. 

Since  both  single  and  multiple  owners  po- 

tentially can  do  an  excellent  job,  the  report's 
recommendations  for  diversification  and  lo- 

cal institution  concepts  should  be  given 
effect,  he  thought. 

To  arguments  that  multiple  ownership 

can  provide  both  centralized  coordination 
and  local  community  identification  through 

absentee  ownership  but  with  local  manage- 

ment, he  said,  "If  this  be  true,  I  suggest  that 
the  logic  would  require  that  the  Commis- 

sion consider  multiple  ownership  as  a  plus, 
and  not  as  a  minus  factor,  in  comparative 

proceedings." 
He  said  that  since  the  FCC  grants  a  sta- 

tion not  to  the  manager,  the  program  direc- 
tor, or  to  the  accountant,  but  to  the  licensee, 

the  licensee  is  the  person  whose  qualifica- 
tions are  at  issue. 

Multiple  ownership,  he  said,  does  not  as- 
sure any  special  resources  not  available  to 

single  station  owners,  especially  in  the  larger 

markets  where  multiple  owners  "congre- 
gate." The  single  station  owner  in  a  large 

market  normally  has  enough  resources  from 
profits  and  other  sources  to  maintain  good 

programming.  Besides,  he  gets  ideas  and 
advice  from  his  national  spot  representative, 

advertising  agencies,  independent  program 
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GOVERNMENT  continued 

producers  and  his  network,  Dean  Barrow 

said.  He  felt  that  "no  qualified  station  li- 
censee has  any  difficulty  in  being  current 

with  the  latest  program  ideas." 
To  arguments  that  multiple  owners  hire 

local  management  or  management  people 

who  quickly  integrate  themselves  with  the 

community,  he  commented,  "The  owner- 
ship factor  is  fundamental."  He  said  that  in 

the  Barrow  Report  hearing  one  multiple 
owner  executive  testified  he  would  consult 

with  the  main  office  before  turning  down  a 

network  program  offered  in  option  time 
hours.  Such  centralized  control  leads  to 

standardization  of  policies  for  a  group  of 
stations  and  may  affect  the  decisions  made 

by  operating  personnel  in  program  selec- 
tion suited  to  the  needs  of  the  individual 

community,  he  said.  He  didn't  feel  the  owner 
of  several  stations  can  have  the  same  "depth 
of  interest"  in  several  communities  that  a 
single  station  owner  has  in  his  own,  and 
added: 

"Some  multiple  owners  have  been  known 
to  sell  stations  in  smaller  markets  in  order 

to  acquire  stations  in  larger  markets  as 
opportunities  arise.  This  suggests  that  profit 
may  sometimes  be  a  stronger  motive  than 

interest  in  the  particular  community." 
He  did  not  feel  that  limitation  to  three 

vhfs  in  the  top  25  markets  would  result  in 

loss  of  revenue  for  programming  purposes 

as  claimed  by  opponents  of  the  recommenda- 
tion. These  multiple  owners  have  substantial 

revenues  to  devote  to  broadcasting  and,  be- 
sides, they  may  acquire  substitute  stations  in 

markets  below  the  top  25,  he  felt. 

He  thought  the  FCC  might  consider  waiv- 
ing the  rule  in  the  case  of  a  future  ranking 

change  involving  the  top  25  markets. 
He  noted  that  CBS  had  developed  into  the 

top  network  while  owning  only  three  vhfs 
in  the  top  25  markets  and  felt  both  CBS  and 
NBC  would  be  able  to  continue  operations 
at  past  standards  if  limited  to  three  vhfs  in 

the  top  25  markets,  adding  that  "a  strong 
case  can  be  made  for  the  proposition  that 
CBS  and  NBC  can  continue  networking 

without  any  station  ownership  whatever." 
In  1957,  he  said,  81%  of  NBC  income 

from  o&o  stations  came  from  the  New  York, 
Chicago  and  Los  Angeles  stations  and  that 
the  19%  from  its  other  two  stations  would 

not  represent  loss  because  NBC  could  sell 
the  stations  to  recover  capital  investment 
and  affiliate  with  the  stations  to  continue 

obaining  a  "large  porion"  of  its  revenue  from network  sales. 

He  didn't  feel  the  recommendation  would 
affect  CBS  and  NBC  radio  service,  noting 
that  no  recommendation  has  been  made  to 

reduce  radio  station  ownership  and  that 
MBS  still  operates  without  either  radio  or 

tv  stations.  If  it  developed  that  radio  net- 
working was  unlikely  to  survive  because  of 

inadequate  financial  support,  he  said,  the 

FCC  then  could  consider  how  many  net- 
works, and  in  what  form,  are  needed  for 

national  defense,  and  what  alternative  means 
of  financial  assistance  are  needed  to  assure 

the  forms  of  networking  necessary  for  na- 
tional defense. 

To  ABC's  testimony  that  it  couldn't 
survive  as  a  network  if  it  lost  two  of  its 

vhfs,  he  said  the  ABC  network  itself  makes 

a  profit,  though  small,  and  that  87%  of 
its  total  broadcast  income  in  1957  came 

from  its  o&o  stations.  Under  the  recom- 
mendations, ABC  would  keep  its  vhfs  in 

New  York,  Chicago  and  Los  Angeles  (63% 
of  o&o  income)  and  the  network  would 

continue  to  get  o&o  support,  plus  a  small 
profit  from  its  network  operation,  Dean 
Barrow  stated.  The  study  staff  does  not  feel, 

accordingly,  that  ABC  would  have  to  dis- 
continue networking,  he  said. 

He  said  that  a  network-owned  station  has 
little  freedom  to  choose  between  network 

and  national  spot  or  other  competitive  pro- 
grams and  said  owned  stations  are  used 

as  examples  when  the  network  is  trying  to 
sell  affiliates  an  unpopular  policy  such  as 

raising  national  spot  rates. 

The  report's  recommendation.  Dean  Bar- 
row said,  is  designed  mainly  to  prevent  fur- 
ther growth  of  multiple  ownership  in  the 

top  25  markets. 
If  the  FCC  decides  the  impact  on  multiple 

owners  is  too  great  to  reduce  their  holdings, 
even  with  reasonable  time  for  divestiture, 

then  it  should  "grandfather"  the  present 
holders  in  adopting  the  recommendation. 

He  said  the  report's  recommendations  (in 
original  applications)  that  rebuttable  pre- 

sumptions be  established  in  favor  of  local 
applicants  and  those  who  own  no  other  tv 

station  are  designed  to  "tip  the  scales"  in 
favor  of  introducing  "new  blood"  into  tv. 

Has  FCC  lost  its  grip? 

He  expressed  "grave  concern"  that  in 
the  transfer  procedure  the  FCC  has  lost  con- 

trol of  the  "licensee  selection  process"  be- 
cause of  limitations  imposed  by  statute. 

With  most  original  grants  already  made, 
this  is  especially  serious,  he  said,  because 
more  than  a  third  of  the  stations  presently 
held  by  multiple  owners  have  been  acquired 
by  transfer  with  statutory  immunity  from 
comparative  hearing.  He  felt  that  eventually 
a  majority  of  stations  in  major  markets  will 
be  held  by  broadcasters  who  are  required 
only  to  satisfy  minimum  FCC  standards. 

The  report  seeks  repeal  of  the  statutory 

preclusion  of  comparative  hearings  in  trans- 

fers so  the  "licensing  function  may  be  re- 
stored to  the  Commission,  in  fact  as  well 

as  theory,"  he  said. 
Acknowledging  that  the  problem  is  diffi- 

cult, he  said  the  McFarland  Amendment 

limits  the  consideration  of  all  parties  in- 
terested in  acquiring  a  station  on  transfer 

and  should  be  repealed.  The  former  Avco 
rule  requiring  this  consideration  posed 

problems,  he  said,  in  that  ( 1 )  when  a  pros- 
pective buyer  included  real  estate,  stock, 

equity,  etc.,  in  his  consideration  it  was  diffi- 
cult to  determine  whether  other  offers  were 

comparable,  and  (2)  when  the  seller  ex- 
tended credit  arrangements  to  the  buyer  he 

could  effectively  select  the  purchaser  by 
finding  one  applicant  to  be  a  better  credit 
risk  than  the  other. 

The  report  recommended  that  the  Avco 
procedure  be  reinstated,  but  that  a  cash 
sales  transaction  be  required,  the  amount 

made  public  and  others  given  an  oppor- 
tunity to  meet  the  price,  with  a  comparative 

hearing  among  applicants. 
Since  the  price  could  not  be  bid  up,  this 

would  give  the  smaller  broadcaster  a  better 

chance,  he  said.  Though  the  smaller  broad- 
caster might  have  more  trouble  borrow- 

ing money  from  a  lending  institution,  it 
could  reasonably  be  assumed  he  could  bor- 

row the  necessary  funds.  This  would  mean 

the  price  might  be  lower  than  could  other- 
wise be  obtained,  but  the  fundamental 

point  is  that  the  licensee  is  receiving  sub- 
stantial profit  from  the  private  sale  of  a 

"publicly-owned  facility"  (license)  and  it 

is  "entirely  appropriate"  for  the  FCC  to  at- 
tach such  conditions  to  the  sale  in  the  public 

interest,  he  said.  He  said  the  FCC  might 
consider  an  exception  in  the  disposal  of  a 
tv  station  to  pay  estate  taxes  in  the  case  of 
widows  and  orphans. 

He  said  58  (72%)  of  the  81  vhf  stations 
in  the  top  25  markets  today  are  held  by 
multiple  owners,  with  the  number  rising, 

and  acknowledged  that  it  will  "require  cour- 
age" for  the  FCC  to  effectuate  its  diversifica- 
tion and  local  ownership  doctrines. 

On  network  representation  of  stations  in 
national  spot  sales,  Dean  Barrow  said  both 
NBC  and  CBS  acknowledge  this  activity  is 

not  essential  to  their  operations;  that  in- 
dustry witnesses  testified  that  national  spot 

representation  and  networking  are  competi- 
tive, and  that  all  station  reps  who  testified 

endorse  the  report's  recommendation  that 
networks  be  removed  from  the  spot  repre- 

sentation field  except  for  their  owned  sta- 
tions. 

To  arguments  that  networks'  spot  sales 
and  network  divisions  effectively  compete, 

he  cited  the  FCC's  reply  in  its  Chain 

Broadcasting  investigation  of  NBC's  claim 
that  the  Red  and  Blue  networks  were  com- 

petitive. The  FCC  at  that  time  called  the 

NBC  claim  "a  time-worn  argument  of  cor- 

porations facing  charges  of  monopoly" which  reduces  the  theory  of  competitive 

economy  to  an  "absurdity." He  noted  that  documents  from  network 
files  indicated  at  least  two  networks  tried 

to  get  affiliates  to  raise  national  spot  rates 
and  that  the  third  was  contemplating  such 

action.  He  cited  the  FCC's  letter  to  CBS 
July  3  charging  the  network  violated  Sec. 
3.658  (h)  of  the  Chain  Broadcasting  Rules 

and  said  this  dispels  arguments  by  the  net- 
works that  the  networking  and  national 

spot,  division  compete  with  each  other. 
Dean  Barrow  said  claims  that  a  network 

can  give  stations  better  national  spot  sales 
service  because  of  the  small  list  of  stations 

it  represents  is  without  foundation  since 
some  non-network  reps  with  bigger  station 
lists  also  provide  excellent  national  spot 
service.  Although  NBC  ranks  13th  and 
CBS  1 6th  in  number  of  stations  represented, 

they  are  second  and  third,  respectively,  in 
volume  of  business,  he  said. 

The  reason  the  networks  do  not  expand 

their  lists  is  "obvious,"  he  said,  adding  that 

if  they  pursued  their  business  interest  "as 
competitors  would  be  expected  to  do"  and 
expanded  to  the  extent  the  dominant  posi- 

tion of  the  network  enabled  them  to  do, 

it  would  be  "demonstrated"  that  they  (net- 
works) "can  also  readily  dominate  the  na- 

tional spot  field." 
The  networks  realize  this  dilemma  and 

have  rationalized  that  15  clients  is  the  op- 
timum number,  he  said,  adding  that  CBS 

and  NBC  have  refrained  from  expanding 
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outstanding  No.  1  in  all  Rochester  Metropolitan  Area  surveys! 

—A  good  thing  to  keep  in  mind  when  you  seek  the  ears  of 
BUYERS  in  the  rich  Rochester  area. 

*PULSE  REPORT— Rochester  Metropolitan  Area  Audience  Composition  Data—  March,  1958 

BASIC  CBS 

AM-TV 

ROCHESTER 

REPRESENTATIVES:  EVERETT  McKINNEY,  INC. 
NEW  YORK    •    CHICAGO    •    LOS  ANGELES   •    SAN  FRANCISCO 
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GOVERNMENT  continued 

CHANCES  NIL  FOR  ANTi-BMI  BILL "only  because  of  the  public  attention  forced 

on  this  problem." 
To  arguments  that  network  spot  sales 

representation  has  a  unique  value  because 
it  is  limited  to  the  network,  he  said  if  this 
were  true  the  structure  of  national  spot 

sales  would  have  "developed  in  the  same 

way.  It  has  not."  It  was  brought  out  in  the 
Barrow  Report  hearings,  he  said,  that  the 

network's  spot  division  does  not  sell  the 
stations  as  a  group  and  that  the  same  pro- 

grams are  not  carried  simultaneously  on  all 
stations  because  of  time  zone  and  other  dif- 

ferences. Besides,  adjacency  values  are  dif- 
ferent from  market  to  market  because  of 

various  factors,  he  added. 

The  shortcoming  of  regulating  networks 
through  stations  is  that  while  practices  the 
report  considers  offensive  are  initiated  by 
the  network,  the  rules  apply  to  the  stations; 
that  the  only  penalty  the  FCC  has  is  to  deny 
or  revoke  a  license,  a  measure  so  drastic 
that  it  is  never  invoked. 

It  is  impractical  to  apply  some  network 
practices  to  its  affiliates  in  enforcing  a  rule, 
Dean  Barrow  said,  because  often  the  sta- 

tions have  no  knowledge  of  whether  a  vio- 
lation has  occurred. 

The  network  study  staff  concluded  that 

direct  application  of  rules  to  networks  would 

not  deprive  the  Justice  Dept.  of  antitrust 

jurisdiction,  but  that  there  would  be  some 
effect  on  successful  prosecution  of  any  case 
in  which  the  reasonableness  of  the  practice 
is  at  issue  because  the  FCC  is  considered  to 

be  an  expert  body  in  the  field  and  its  judg- 
ment will  carry  weight  as  to  reasonableness. 

He  said  CBS  voiced  no  objection  to  apply- 
ing the  present  rules  to  networks  instead  of 

stations  but  opposed  any  addition  to  add 
substantive  powers  to  the  FCC. 

To  freeze  regulation  at  this  point  and  deny 
the  FCC  the  authority  to  meet  existing  and 

future  problems  by  regulating  networks  mis- 
construes the  entire  purpose  of  administra- 

tive agencies.  Dean  Barrow  said. 

He  said  witnesses  visualize  such  "horrors" 
as  censorship  and  requirements  that  only 

small  advertisers  be  permitted  to  use  net- 

works. "Has  the  Commission  tyrannized  and 

oppressed  stations?"  he  asked.  He  felt  any 
FCC  zealousness  could  be  restrained  by 

congressional  pressure,  the  courts  and  by 

public  opinion.  "It  seems  only  simple  logic 
to  conclude  that  if  the  Commission  cannot 

be  trusted  to  regulate  networks,  it  cannot  be 

trusted  to  regulate  stations,"  he  said.  An 
agency  must  be  given  considerable  latitude 
to  meet  problems  as  they  arise,  he  said,  and 

general  power  must  be  conferred  by  Con- 
gress with  reliance  on  the  expertise  of  the 

agency  to  regulate  in  accordance  with  the 
legislative  standards. 

Sections  3(h)  and  326  of  the  Communi- 
cations Act  would  expressly  forbid  the  FCC 

from  converting  broadcasting  into  a  com- 
mon carrier  industry  or  censoring  network 

programs,  Dean  Barrow  said. 

He  said  networks  and  affiliates  oppose  the 

report's  proposed  system  of  forfeitures  for 
FCC  violations  because  they  know  the  FCC 
is  unlikely  to  enforce  a  sanction  so  drastic 

as  revocation  of  license  but  that  it  probably 
would  be  more  disposed  to  enforce  a  more 
reasonable  sanction. 

Proponents — principally  ASCAP  and  the 
Songwriters  Protective  Assn. — of  a  Senate 
bill  designed  to  divorce  broadcasters  from 
ownership  in  BMI  made  a  final  plea  for  its 
passage  last  Tuesday  (July  15). 

In  so  doing,  their  spokesman,  John  Schul- 
man,  attorney  for  SPA  in  a  multi-million 
dollar  suit  against  BMI,  heard  Sen.  John 

Pastore  (D-R.  I.)  state  the  bill  had  no  chance 

because  it  will  hurt  "4,000  little  fellows." 
Sen.  Pastore,  as  chairman  of  the  Communi- 

cations Subcommittee  of  the  Senate  Com- 
merce Committee,  has  been  listening  to  pro 

and  con  testimony  on  the  bill  at  various  times 
since  last  March  [Government,  March  17]. 

The  bill  (S  2834)  was  introduced  last 

summer  by  Sen.  George  Smathers  (D-FIa.) 
[Government,  Aug.  26,  1957].  It  would 

prevent  holders  of  FCC  licenses  from  en- 
gaging in  the  businesses  of  publishing  music 

or  the  manufacture  and/or  sale  of  phono- 

graph records.  Mr.  Schulman's  testimony 
last  week  was  offered  in  rebuttal  to  state- 

ments made  by  opponents  of  the  bill. 

Sur-rebuttal  testimony  will  be  given  Wed- 
nesday (July  23)  by  Samuel  Rosenman, 

partner  in  the  New  York  law  firm  of  Rosen- 
man,  Goldmark,  Colin  &  Kaye  which  repre- 

sents BMI.  The  hearing  will  be  held  in  Rm. 
G-16  of  the  Capitol. 

In  attempting  to  win  the  one-man  sub- 
committee to  his  views,  Mr.  Schulman  read 

a  24-page  statement  (with  frequent  interrup- 
tions by  Sen.  Pastore)  and  entered  into  the 

record  a  110-page  printed  supplement  to  his 

statement.  "The  argument  of  the  adversaries 
of  the  bill  that  BMI  has  created  competi- 

tion and  has  opened  the  door  to  thousands 

of  publishers  and  writers  is  entirely  fic- 
titious," he  maintained. 

"The  BMI  operation  has  stifled  and  sup- 
pressed any  semblance  of  free  competition. 

There  is  a  small  coterie  of  BMI  affiliates 

who  do  very  well  but  this  is  only  because 

they  feast  on  subsidies  paid  to  obtain  pref- 

erences for  BMI  music." 
It  is  clear,  Mr.  Schulman  stated,  that  pro- 

ponents of  the  Smathers  bill  "advocate  only 
a  full  and  free  opportunity  for  the  public  to 
hear  music  of  every  kind  and  that  the  public 

be  permitted  to  choose  freely  what  it  likes 
from  what  it  hears.  We  urge  the  enactment 

of  a  rule  of  conduct  to  eliminate  those  con- 
ditions which  have  provided  an  incentive  to 

use  the  BMI  label  as  a  passport  for  priority 
in  the  broadcasting  of  music. 

"The  supporters  of  S  2834  have  already 
demonstrated  that  the  broadcasting  indus- 

try has  employed  its  licensing  privilege  to 
promote  its  BMI  music  and  to  relegate  other 
music  to  a  secondary  position.  .  .  .  To  say 
broadcasters  had  no  motive  to  push  BMI 

music  is  ridiculous.  They  pushed  BMI  music 

to  force  down  the  costs  of  other  music." 
Mr.  Schulman  maintained  that  his  printed 

supplement,  based  he  said  on  promotions, 
booklets  and  policy  statements  of  BMI,  the 

networks  and  broadcasters,  offered  docu- 

mentary proof  of  broadcasters'  plans  to 
push  BMI  music.  "It  demonstrates  that  the 
broadcasting  industry  through  BMI  dom- 

inates the  recording  as  well  as  publishing 

phases  of  the  music  industry  and  that  the 

network  ownership  of  recording  companies 

looms  large  in  this  domination,"  he  said. 
"It  discloses  that  the  broadcasters  proceed 
on  the  theory  that  'the  public  selects  its 
favorites  from  the  music  which  it  hears  and 

does  not  miss  what  it  does  not  hear'."  This 
latter  statement  was  made  in  a  1940  BMI 

booklet,  Mr.  Schulman  said,  as  he  passed 
the  booklet  up  to  Sen.  Pastore. 

He  also  cited  this  resolution  passed  by 
the  NAB  New  England  district  several 

years  ago:  "Be  it  resolved  that  the  broad- 
casters of  the  First  District  urge  upon  its 

members  further  and  continuing  efforts  to 

promote  the  popularity  of  BMI  music  by 

all  means  at  their  command."  "In  the  light 
of  the  evidence,  the  statements  by  repre- 

sentatives of  the  networks  and  of  the  broad- 

casting stations  that  they  are  totally  indif- 
ferent to  the  question  whether  music  is 

labelled  BMI  or  ASCAP,  or  that  they  have 
no  incentive  to  push  BMI  music,  is  in- 

credible," Mr.  Schulman  said. 
Sen.  Pastore  took  strong  issue  with  Mr. 

Schulman's  repeated  blanket  charges  that 
all  broadcasters  push  BMI  at  the  expense 
of  ASCAP.  The  senator  pointed  out  that 
of  4,000  broadcasters,  only  600  own  BMI 

stock.  "If  you  talk  of  the  influence  of  BMI 
over  the  networks  and  their  stations  that 

they  own,  I  can  understand  that.  If  you 
talk  to  me  about  BMI  and  the  people 
who  own  the  stock  in  BMI,  I  can  under- 

stand that,"  the  Rhode  Island  Democrat said. 

"But,  what  has  that  got  to  do  with  the 
hundreds  upon  hundreds  of  these  small  sta- 

tions who  have  no  connections  with  BMI? 

This  bill  reaches  them.  .  .  .  You  are  putting 

the  compulsion  upon  broadcasters  who  have 

no  connection  .  .  .  ,"  the  senator  continued. 
"Now,  I  know  who  you  are  trying  to  get 

after.  You  are  trying  to  get  after  NBC  and 
CBS  and  the  stations  they  own.  But  you 
are  throwing  every  little  Tom,  Dick  and 
Harry  into  this  soup.  That  is  the  thing 

that  disturbs  me." "Senator,  every  little  Tom,  Dick  and 

Harry  has  thrown  himself  into  the  soup," 
the  witness  countered  in  complaining  he 

was  not  being  given  a  chance  to  answer. 

"No,  he  has  not,"  Sen.  Pastore  empha- 
sized. "The  little  fellow  in  Rhode  Island 

is  trying  to  make  a  living.  .  .  .  You  are 
making  him  an  awful,  mean,  nasty  man 

because  he  belongs  to  the  broadcasters  as- 
sociation. .  .  .  You  are  amusing.  .  .  .  Let 

us  be  practical  about  it.  Your  bill  is  reach- 
ing out  to  4,000  little  guys,  4,000  little 

fellows.  .  .  . 

"I  know  what  your  problem  is  and  I 
think  I  know  what  you  are  getting  at,  but 

this  bill  that  is  in  here  is  not  doing  it.  .  .  ." 
Sen.  Pastore,  who  has  been  the  only  senator 

sitting  for  a  large  majority  of  the  lengthy 

hearings,  said  previous  evidence  has  been 

on  the  part  of  broadcasters. 

"Nobody  has  asked  these  broadcasters: 
Why  do  you  pass  resolutions  that  you  will 

promote  BMI  music?"  Mr.  Schulman  coun- 
tered. "These  people  come  in  and  they  say 

that  [no  pressure  to  play  BMI  music]  and 

then  they  go  out  and  they  vote  to  support 
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GOVERNMENT  continued 

BMI.  Now,  at  which  time  are  they  telling 

the  truth?" 
Sen.  Pastore  and  the  witness  agreed 

wholeheartedly  on  one  point — the  need  for 
an  overhaul  of  the  Communications  Act 

and  its  "whole  administration." 
Mr.  Schulman  completed  his  testimony 

by  putting  the  broadcaster  in  a  "unique 
category"  with  "trustees  and  other  fiduciaries 
who  may  not  deal  solely  in  their  own  inter- 

ests." As  licensees  enjoying  the  privilege  of 
operating  a  radio  station,  they  cannot  insist 
upon  participating  in  any  enterprise  they 
may  desire,  he  said. 

House  Committee  Airs 

Federal  Aid  for  ETV 

Two  days  of  hearings  were  held  last  week 
by  the  Communications  Subcommittee  of 
the  House  Commerce  Committee  on  a  Sen- 

ate-passed measure  which  would  appropriate 
up  to  $1  million  to  each  state  and  territory 
for  educational  television. 

The  bill,  S  2119,  introduced  by  Sen. 

Warren  Magnuson  (D-Wash.)  and  co-spon- 
sored by  Sen.  John  W.  Bricker  (R-Ohio), 

was  given  unanimous  Senate  approval  late  in 
May  [At  Deadline,  June  2].  A  member  of 
the  House  committee  predicted  it  also  would 

receive  approval  by  that  body  before  the 
85th  session  of  Congress  adjourns. 

Hearings  by  the  House  group  were  strik- 
ingly similar  to  those  held  by  the  Senate 

Commerce  Committee  [Government,  April 

28],  with  only  the  Dept.  of  Health,  Educa- 
tion &  Welfare  and  the  Budget  Bureau  again 

expressing  opposition.  In  a  June  30  letter 
to  the  House  committee,  HEW  maintained 

that  etv  is  doing  very  well  on  its  own  while 
still  in  the  developmental  stage. 

"We  have  no  indication  that  a  federal 
program  is  necessary  to  assure  continuing 
development  of  educational  television,  or 

that  there  is  an  inability  to  finance  .  .  ."  the 
present  etv  system,  HEW  wrote.  The  depart- 

ment claimed  the  government  could  best 
assist  etv  by  continuing  the  reservation  of 
etv  channels,  by  encouraging  uhf  and 

through  study  and  research. 
Just  as  he  had  earlier  told  the  Senate  com- 

mittee, FCC  Comr.  T.A.M.  Craven  said  the 

Commission  has  no  "special  competence" 
as  to  whether  federal  money  should  be  used 

for  etv.  "The  competence  of  this  Commis- 
sion goes  to  the  allocation  of  television  chan- 

nels for  educational  broadcasting,"  he  said. 
Rep.  Stewart  Udall  (R-Ariz.)  and  Rep. 

Hale  Boggs  (D-La.),  both  authors  of  House 
bills  (HR  12177  and  HR  13297,  respectively) 
similar  to  the  Magnuson  measure,  testified 

on  behalf  of  the  proposed  federal  etv  sub- 
sidy. A  third  House  bill  (HR  13407)  ac- 

complishing the  same  purpose  was  intro- 
duced Tuesday  (July  15)  by  Rep.  Torbert  H. 

MacDonald  (D-Mass.). 
Other  witnesses  who  testified  last  week  in 

favor  of  the  Magnuson  bill  were  Raymond 

D.  Hurlbert,  general  manager  of  the  Ala- 
bama Educational  Tv  Commission;  Leonard 

H.  Marks,  counsel  for  the  National  Assn.  of 

Educational  Broadcasters;  Frank  Schooley, 

NAEB  president;  Dr.  William  Brish,  Hagers- 
town,  Md.,  superintendent  of  schools: 

Robert  W.  Pharr,  executive  secretary,  Ten- 
nessee Educational  Tv  Commission;  Paul  W. 

Mclihenny,  secretary,  Greater  New  Orleans 
Educational  Tv  Foundation,  and  Dr.  Wil- 

liam Tudor,  Southern  Illinois  U. 

Statements  by  Frank  Rose,  U.  of  Ala- 
bama president,  and  Franklin  Bouwsma,  ex- 

ecutive secretary  of  Detroit  Educational  Tv 
Foundation  (WTVS  [TV]),  were  entered  into 

the  record.  Many  of  last  week's  witnesses 
also  testified  during  the  Senate  hearings  in 

April. Celler  Assails  Ban 

On  Hard  Liquor  Ads 

The  self-imposed  ban  of  hard  liquor  ad- 
vertising by  the  broadcasting  industry  has 

been  termed  "timid,  pusillanimous  and 

myopic"  by  Rep.  Emanuel  Celler  (D-N.Y.). 
The  congressman  never  one  to  mince  words 
in  the  past,  gave  his  views  on  the  subject 
in  a  recent  exchange  of  letters  with  Harold 
Fellows,  NAB  president. 

Mr.  Fellows  began  the  exchange,  as  a 
matter  of  routine  course,  when  he  sent  a 

copy  of  the  fourth  edition  of  the  NAB 

Tv  Code  to  all  members  of  Congress.  "How 
can  television  deny  the  advertising  of  a 

legal  product  which  is  carried  in  the  news- 

papers and  magazines?"  Rep.  Celler  asked 
in  reply.  "Our  magazines  and  newspapers 
are  brought  into  so-called  dry  territory. 

Thus,  if  you  offer  the  argument  that  tele- 

fiAJBft  Ut  F/iCOno 

KMJ-TV  HAS  MORE  QUARTER  HOUR  FIRSTS 
THAN  ALL  OTHER  TV  STATIONS 

COVERING  THE  FRESNO  AREA  COMBINED. 

The  May  '58  ARB  reports  — From  Sign-on  to  Sign-off 
Sunday  through  Saturday  KMJ-TV  leads  with  227  quarter 
hour  firsts  while  Station  B  has  122,  and  Station  C  has  85. 

There  were  21  ties.  Results  involve  quarter  hour 

periods  when  KMJ-TV  and  Station  B  and/or 
Station  C  were  on-the-air. 

IN  TOTAL 

RATED  TIME 

PERIODS 

KMJ-TV  •  FRESNO,  CALIFORNIA  •  McCLATCHY  BROADCASTING  COMPANY  •  N ̂ XSl 
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How  WSB-TV  tower  was  modi- 

fied for  new  TF-12AL  antenna 

1.  Existing  tower  inspected,  damaged 
members  replaced,  all  bolts  tightened. 

2.  New  guy  pulloffs  installed,  diagonals 
and  girts  reinforced. 

3.  New  guy  anchor  material  installed. 

4.  New  guys  installed  and  tensioned. 

5.  Existing  14-layer  channel  2  super-gain 
antenna  and  AM  antenna  removed,  all 

tower  steel  above  798'  level  removed. 

6.  New  steel  installed  above  798'  level. 

7.  New  RCA  TF-12AL  antenna  and  new 
side-mounted  Collins  FM  antenna  installed. 

8.  New  transmission  lines  installed  where 

required. 

9.  All  guys  retensioned. 

10.  All  areas  affected  by  modification 
repainted. 

The  antenna  up  there  is 

brand  new  -  but  we've 

transmitted  from  this 

Dresser- Ideco  tower 

since  1951 

"I'm  Bob  Holbrook,  Chief  Engineer  for  WSB-TV, 
Atlanta.  Recently  we  decided  to  replace  our  original 
antenna  with  a  new  RCA  TF-12AL  and  increase  our 

overall  tower  height  17'. 
"As  a  result  of  these  changes,  we  have  noted  not 

only  the  increase  in  coverage  radius  anticipated  and 

improved  fill-in  of  the  entire  area,  but  a  marked  im- 
provement in  the  quality  of  the  transmitted  picture. 

We  feel  that  this  installation  has  made  full  use  of  the 

advanced  technology  in  antenna  and  transmission  line 
design. 

"The  change-over  was  a  complex  job  and  required 
extensive  modification  of  the  tower  Dresser-Ideco 

built  for  us  in  1951.  To  assure  a  structurally-sound 
installation,  we  called  in  Dresser-Ideco  to  plan  the 
changes.  They  calculated  the  alterations  in  the  tower 
and  guys  necessary  to  support  the  new  equipment  and 
designed  and  fabricated  the  new  tower  members 

needed.  Then  Dresser-Ideco  supplied  the  erection  con- 
tractor with  detailed  drawings  and  instructions  for 

making  the  modifications  and  installing  the  new 

equipment. 

"Dresser-Ideco  worked  from  the  original  drawings 
and  design  calculations  for  our  tower  and  gave  the 

modification  job  the  same  careful  attention  that  im- 
pressed us  when  they  built  the  original  tower.  The  new 

antenna  installation  moved  along  at  a  fast  pace,  with 

completion  on  schedule." 
Dresser- Ideco's  unique  tower  modification  service 

is  available  to  all  Dresser-Ideco  tower  owners.  A  per- 
manent file  is  maintained  of  all  tower  drawings  and  de- 

sign calculations.  This  modification  service  is  another 
of  the  many  exclusive  extras  you  get  when  you  specify 

Dresser-Ideco,  the  nation's  most  experienced  tower 
builder.  Call  your  broadcast  equipment  representative, 

or  contact  us  direct.  Write  for  Tower  Catalog  T-57. 

The  Dresser-Ideco  radar  antenna  structure  in  the  center  of  the  deck  of 
this  Texas  tower  is  another  example  of  the  variety  of  towers  designed 

and  fabricated  by  Dresser-ldeco's  large,  diversified  Tower  Division. 
This  installation  is  off  the  north  Atlantic  coast,  east  of  Cape  Cod. 

Dresser-Ideco  Company 
ONE     OF     THE      DRESSER  INDUSTRIES 

TOWER  DIVISION,  DEPT.  T-84,  875  MICHIGAN  AVE.,  COLUMBUS  8,  OHIO 

Branch:  8909  S.  Vermont  Ave.,  Los  Angeles  44,  Calif. 



Sell  to  FARMERS? 

HERE'S  YOUR 

NCS  #2 

KWFT  COVERAGE 

No.  of  Counties   77 
Total  Radio  Homes  340,080 

Monthly    Coverage   124,430 
Weekly  Coverage  108,300 
Weekly  Circulation   108,120 
Daily  Circulation    72,630 

KWFT  PENE-  NO.  OF  FARM 

TRATION  COUNTIES  POP.* 
40%- 100%  24  78,400 
20%-  39%  23  87,600 
10%-  19%  27  88,000 
5%-    9%  3  22,000 
TOTAL  77  276,000 

KWFT  PENE-  NO.  OF  GROSS  FARM 

TRATION  FARMS*  INCOME* 
40%- 100%  21,440  $166,934,000 
20%-  39%  25,483  128,927,000 
10%-  19%  25,224  171,936,000 
5%-    9%           5,878  23,677,000 
TOTAL  78,025  491,474,000 

*  Source:  1958  SRDS  Consumer  Mkts. 
#  Source:  1954  U.  S.  Census  of  Ag. 

HERE'S  YOUR 

MARKET 

78,025  FARMS  WITH 

200  NEW  MILLIONS 

TO  SPEND 

Just  harvested:  one  of  this  area's 
BIGGEST  WHEAT  CROPS  IN  HIS- 

TORY, plus  bumper  oat  and 
barley  crops.  Total  value:  $200 

million  in  KWFT'S  NCS  #2  area 
of  Texas  and  Oklahoma! 

HERE'S
 YOUR 
 
MAN 

KWFT  FARM-Service  Director 

EARL  SARGENT  — this  area's 
ONLY  full-time  farm  radio 
newsman! 

CALL  YOUR 
H-R  MAN 

for  availabilities 

Radio  Station 

BEN  LUDY 
Pres.  and 

Gen.  Mgr. 

WICHITA  FALLS,  TEXAS 

5  KW 
at  620 

Day  and 
Night 

GOVERNMENT 
CONTINUED 

casts  or  broadcasts  would  seep  into  dry 

areas,  your  argument  will  not  wash. 
"You  demand  good  taste  and  discretion 

in  beer  and  wine  advertising.  .  .  .  There  is 
an  unwarranted  implication  that  beer  and 
wine  are  apart  from  all  other  products  and 
must  therefore  be  handled  gingerly.  It  is 

very  difficult  for  me  to  follow  your  rea- 

soning and  I,  for  one,  wish  to  protest." Mr.  Fellows  answered  that  historically  a 
distinction  has  been  made  between  beer 

and  wine  advertising  on  the  one  hand,  and 

hard  liquors  on  the  other.  "Personally,  I 
would  agree  that  such  a  distinction  is  not 

based  entirely  on  logic,"  the  NAB  president 
replied.  "Broadcasting  .  .  .  merely  adopted 

the  mores  already  established." 
In  answer,  Rep.  Celler  asked:  "Why 

should  your  industry  be  so  myopic?  .  .  . 
Why  continue  a  practice  that  is  illogical? 
You  say  that  broadcasting  merely  adopted 

mores  already  established.  Who  established 
those  mores?  The  broadcasting  industry? 

The  temperance  societies?  Surely  not  the 

public. 

"In  any  event,  mores  change  and  broad- 
casting and  telecasting  must  change  with 

the  change  in  mores.  Otherwise,  your  in- 

dustry puts  the  dead  hand  on  progress." 
Mr.  Fellows  promised  the  congressman 

his  views  on  liquor  advertising  would  be 

brought  to  the  attention  of  NAB's  board  of directors  and  Tv  Code  Board. 

[In  an  Oct.  28,  1957,  editorial,  Broad- 
casting pointed  out  the  problems  in  liquor 

advertising  and  called  on  radio-tv  to  recog- 
nize their  legal  rights  and  accept  hard  liquor 

advertising.  A  follow-up  editorial  was 
printed  by  Broadcasting  Dec.  23,  1957.] 

Congress  Is  Exhorted  to  Curb 

'Reckless7  Toothpaste  Claims 

An  official  of  the  American  Dental  Assn. 

last  week  urged  Congress  to  extract  "reck- 
less claims"  made  by  toothpaste  manufac- 

turers in  advertisements. 

Testifying  before  the  Legal  &  Monetary 
Affairs  Subcommittee  of  the  House  Govern- 

ment Operations  Committee,  Dr.  Sholom 

Pearlman  charged  the  public  is  being  "gross- 

ly misled  and  flatly  deceived"  by  dentifrice 
ads  claiming  the  product  will  prevent  tooth 

decay.  Dr.  Pearlman  is  with  ADA's  Council on  Dental  Therapeutics. 

"The  brushing  is  what  counts,"  he  said. 
"No  dentifrice  available  today  has  been 
demonstrated  to  be  of  significant  value  in 

preventing  oral  disease."  Dr.  Pearlman  and other  dental  experts  asked  Congress  to  pass 

legislation  which  would  strengthen  the  FTC's control  of  reckless  claims  in  advertising. 
The  subcommittee,  headed  by  Rep.  John 

A.  Blatnik  (D-Minn.),  has  been  examining 
the  advertising  of  dentifrices  and  actions  by 

regulatory  agencies  to  protect  the  public. 

KCFI  Still  Faces  Hearing 

The  FCC  last  week  denied  a  petition  by 

Mass  Communicators  Inc.  for  reconsidera- 
tion of  an  earlier  Commission  action  which 

had  granted  the  application  of  Jane  A. 
Roberts,  Cedar  Falls,  Iowa,  to  replace  the 

expired  construction  permit  for  new  KCFI 

Cedar  Falls  and  which  simultaneously  re- 

turned Mass  Communicators'  application  for 

United  Press  Int
ernational  ̂ ~ Facsimile  Newspictures  and 

United  Press  Movietone  Newsfilm 

Build  Ratings  L__ 
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robert  e.  eastman  &  co., me 

national  representatives  of  radio  stations 

NEW  YORK: 
527  Madison  Avenue 
New  York  22,  N.  Y. 

PLaza  9-7760 

CHICAGO: 

333  N.  Michigan  Ave, 

Chicago,  Illinois 
Financial  6-7640 

SAN  FRANCISCO: 

Russ  Bldg-Room  1043 
San  Francisco,  Cal. 

YUkon  2-9760 
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the  same  facilities.  KCF1  is  to  operate  on 
1250  kc  with  500  w,  directional  antenna, 
day. 

At  the  same  time  the  FCC  denied  a  mo- 
tion by  Jane  Roberts  to  dismiss  the  petition 

of  Mass  Communicators.  KCFI  was  advised 

that  its  application  for  a  license  must  be 

designated  for  hearing.  Mass  Communica- 

tors had  alleged  that  the  Jane  Roberts'  signa- 
ture on  the  KCFI  application  was  not  gen- 

uine. The  Commission  feels  this  and  other 

possible  issues  are  as  yet  unresolved.  Comr. 
John  S.  Cross  dissented,  judging  that  the 

Roberts'  signature  was,  as  the  applicant 
claimed,  her  own. 

WSOC-TV  Draws  FCC  Frown 

For  Programs  on  Toll  Tv  Issue 

The  FCC  last  week  again  slapped  the 
wrists  of  a  tv  station  for  allegedly  presenting 

an  "entirely  one-sided  view"  of  the  pay  tv 
controversy.  Recipient  of  the  latest  letter 

for  anti-toll  tv  editorials  and  programming 
broadcast  was  WSOC-TV  Charlotte,  N.  C. 

However,  the  Commission  said,  a  review 

of  the  station's  past  performance  record  does 
not  indicate  WSOC-TV  has  been  otherwise 

remiss  in  over-all  programming  and  no 
further  redress  is  contemplated.  Earlier,  the 
Commission  had  called  to  task  several  other 

radio  and  tv  stations  for  their  handling  of 

the  pay  tv  question  [Government,  June  23, 
16,  9]. 

Comr.  T.  A.  M.  Craven  dissented  to  the 

FCC's  action  on  the  grounds  the  Commis- 
sion has  no  jurisdiction  over  programming. 

Programmed 

all  day  long 

to  an  adult 

buying  audience 

WISH 

Indianapolis 

CBS Represented  by  Boiling 

A  CORINTHIAN  STATION 
KOTV  Tulsa  •  KGUL-TV  Houston 
WANE  &  WANE-TV  Fort  Wayne 
WISH  &  WISH-TV  Indianapolis 

'Item'  Buyer  Agrees 

To  Give  Up  Radio-Tv 
The  New  Orleans  Times-Picayune  and 

States — licensee  of  WTPS  New  Orleans  and 

unsuccessful  applicant  for  ch.  4  there  in  a 

case  still  in  litigation — has  contracted  to 
buy  the  rival  New  Orleans  Item  for  $3.4 
million  in  a  transaction  conditioned  on  the 

Times-Picayune  divesting  itself  of  WTPS 
and  giving  up  its  claim  to  ch.  4. 

The  proposed  sale  was  revealed  by  the 
Justice  Dept.  last  week  after  the  department 

had  given  a  qualified  go-ahead  to  the  sale, 
submitted  to  Justice  last  month  for  a  study 

of  possible  antitrust  implications.  Justice 

said  it  does  not  "presently  intend"  to  take 
action  on  the  basis  of  the  sale  plan  de- 

scribed, but  reserved  the  right  to  act  in  fu- 

ture if  "other  evidence  or  subsequent  de- 

velopments warrant  it."  The  Times-Picayune 
is  a  morning  newspaper  and  the  States  and 
Item  both  afternoon. 

The  Times-Picayune  applied  for  ch.  4  in 
1952,  along  with  other  applicants,  and  was 

favored  in  an  initial  decision  in  1955  [Gov- 

ernment, July  1  1,  1955],  but  the  FCC  re- 
versed the  examiner  and  awarded  ch.  4  to 

Loyola  U.  (WWL-AM-TV  [At  Deadline, 

July  16,  1956].  The  Times-Picayune  and 
WNOE  New  Orleans,  another  losing  ap- 

plicant protested  and  later  appealed  when 
their  protests  were  denied.  Their  appeals 

were  argued  before  the  U.  S.  Court  of  Ap- 
peals for  the  District  of  Columbia  last 

month  [Government,  June  9].  WWL-TV 
went  on  the  air  last  year. 
WTPS  is  on  940  kc  with  1  kw  day  and 

500  w  night,  with  directional  antenna  at 

night. 
Under  the  proposed  terms  of  the  sale, 

the  Times-Picayune  would  offer  to  resell 
Item  for  sale  to  anyone  for  the  same  price 
($3.4  million,  plus  $75,000  expenses)  for 

60  days  before  assuming  permanent  owner- ship. 

The  buyer  also  agreed  not  to  re-enter  ra- 
dio or  tv  broadcasting  unless  it  finds  itself 

under  a  "substantial  competitive  handicap," 
in  which  case  Justice  could  go  to  court  to 

determine  whether  re-entry  is  justified. 

FCC  Asked  to  Modify  Proposal 

For  Moves  Into  942-952  Mc 

Broadcasters  and  others  filed  comments 

at  deadline  Wednesday  on  the  FCC's  pro- 
posed rulemaking  to  move  certain  fixed  sta- 

tions and  other  services  from  the  890-942  mc 

band  into  the  same  frequency  band  (942- 
952  mc)  now  occupied  by  studio  transmitter 
links  (STLs)  for  standard  broadcasts,  fm 
broadcasts  and  television  audio  broadcasts 

[At  Deadline,  April  21]. 
NAB  voiced  concern  that  the  FCC  in  its 

proposal  has  not  made  any  reference  to 
whether  the  additional  services  and  fixed 

stations  will  be  assigned  so  as  not  to  interfere 
with  STL  circuits.  NAB  noted  that  broad- 

casters volunteered  to  move  STLs  to  942- 

952  mc  from  previous  assignments  in  890- 
911  mc,  925-940  mc  and  940-952  mc  for 
greater  utilization  of  the  frequencies  vacated, 

and  asked  first  priority  for  STLs  on  a  non- 
interference basis. 

The  FCC  has  allocated  890-942  to  the 
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government  for  national  defense.  STLs  oper- 
ating in  deleted  bands  are  permitted  to  re- 
main, subject  to  interference  from  govern- 

ment usage. 

WGBH-FM  Boston,  which  has  an  STL 
on  941.5  mc,  asked  the  FCC  to  provide 

that  fm  STL  stations  may  transfer  from  890- 

942  mc  to  942-952  mc  "without  satisfying 

any  conditions."  WSVA-TV  Harrisonburg, 
Va.,  which  has  an  STL  on  890.5  mc,  made 
the  same  request. 

The  U.  S.  Independent  Telephone  Assn. 

said  the  942-952  mc  band  is  not  enough 
for  its  common  carrier  fixed  stations  and 

asked  for  840-890  mc  (50  mc  of  the  uhf 

broadcast  band)  for  common  carriers  ex- 

cept for  possible  continued  use  by  uhf  sta- 
tions. 

Lenkurt  Electric  Co.  asked  for  840-890 
mc,  with  a  period  for  amortization. 

Lenkurt  said  tv  translator  stations  and 

common  carriers  could  share  the  840-890 

mc  band  for  five  years,  with  only  uhf  chs.  75- 
83  affected.  Thence  uhf  translator  chs.  70- 

74  would  always  be  available  to  broadcast- 
ers on  a  non-interference  basis,  while  com- 

mon carriers  and  translator  difficulties  could 

be  worked  out  at  points  where  interference 
would  result.  In  case  of  interference  chs.  75- 
83  could  be  switched  to  one  of  uhf  chs.  50- 

69,  Lenkurt  said. 

WQED  (TV)  Gets  Second  Grant; 

Ch.  33  Shifted  to  Youngstown 

Pittsburgh  became  the  first  city  to  be 
allocated  two  educational  tv  channels  last 

week,  as  the  FCC  amended  the  tv  table  of 

assignments  to  shift  ch.  22  from  Clarksburg, 
W.  Va.,  to  Pittsburgh  for  educational  use. 

The  Commission,  at  the  same  time,  substi- 
tuted ch.  33  for  ch.  73  in  Youngstown,  Ohio, 

and  ch.  73  for  ch.  47  in  Pittsburgh.  It  was 
specified  that  WXTV  (TV)  Youngstown 

operate  on  ch.  33  instead  of  ch.  73,  condi- 
tioned on  issuance  of  a  modified  construc- 

tion permit. 
Ch.  13  WQED  (TV)  Pittsburgh,  grantee 

of  a  second  channel  effective  Aug.  25,  now 

programs  almost  12  hours  daily  of  educa- 
tional tv  and  has  been  in  operation  since  the 

spring  of  1954.  WQED  requested  an  addi- 
tional tv  channel,  the  Commission  said,  in 

order  to  "enlarge  its  educational  program 
for  both  classroom  and  home  instruction  and 

for  specialized  educational  service  to  indus- 

tries and  professions  in  the  Pittsburgh  area." 
There  is  no  bar  to  a  licensee  operating  two 
educational  stations  in  the  same  area  and  the 

FCC  "feels  that  a  second  educational  tv 

channel  in  Pittsburgh  is  warranted." 
Last  month  [Government,  June  23] 

WQED  asked  that  ch.  16  be  reserved  for 
educational  use  in  Pittsburgh  instead  of  ch. 
22  and  dark  WENS  (TV)  be  ordered  to  show 
cause  why  it  should  not  operate  on  either 
ch.  22  or  47  instead  of  ch.  16  in  Pittsburgh, 

to  which  WENS  consented.  The  Commis- 
sion has  invited  comments  by  Aug.  25  to 

proposed  rule-making  which  would  put  into 
effect  the  WQED  request.  WXTV  was  in- 

structed to  proceed  with  its  plans  to  in- 
augurate a  fourth  uhf  in  Youngstown  on 

ch.  33. 
Comr.  Frederick  Ford  dissented  in  the 

Commission  action. 

Broadcasting 



leadership  is  a  tradition  at  Gates .  .  .  IN  FM,  TOO 

Five  distinctive  and  entirely  new  FM  transmitters,  10  and 

50  watts,  250  watts,  1000  and  5000  watts,  are  now  available 

from  Gates.  These  top-quality  precision  transmitters,  built 

for  greater  reliability  and  higher  than  ever  performance 

standards,  include  multiplexing  equipment  as  an  optional 
accessory. 

Advancing  the  art  of  FM  broadcasting  has  been  a  con- 

tinuous process  at  Gates  for  more  than  a  decade.  During 

this  period,  the  Gates  leadership  line  of  FM  transmitters  has 

become  noted  for  dependable  operation  and  superior  work- 

manship. Pictured  above  is  the  new  Gates  FM-5B  5  kilowatt 

FM  transmitter,  representing  the  industry's  finest  FM 

equipment. 

Write  today  for  Gates  Transmitter  Guide,  giving  detailed  specifica- 
tions on  each  FM  transmitter.  Yours  for  the  asking. 

GATES  RADIO  COMPANY 

QUINCY,  ILLINOIS 

OFFICES  — 

Subsidiary  of  Harris-lntertype  Corporation 

NEW  YORK         -         WASHINGTON,  D.  C.         -         HOUSTON         -  ATLANTA 
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LARGEST 

OF  ANY  STATION  IN  IOWA 

AUDIENCE 

OR  ILLINOIS  (outside  Chicago) 

According  to  Nielsen  <  I  overage  Service,  WOC- 

TV  Leads  in  ALL  Categories:  Number  of  Homes 

Reached  Monthly,  Number  Reached  Weekly  — 

Weekly  and  Daily  Daytime  Circulation; 

Weekly  and  Daily  |tighttime  Circulation. 

WOC-TV  Coverage  Data  — 

Population 
Families 

Retail  Sales 
Effective  buying  Income 

Source 

Number  TV  Homes 
Source 

1,727,100 
531,200 
$2,076,120,000 
$2,852,363,000 
1958  Survey  of  Buying  Power 
(Sales  Management) 

398,800 Neilsen  Coverage  Service  No.  2 

WOC-TV -Davenport,  Iowa  is  part  of  Central  Broadcasting  Company  which  also 

owns  and  operates  WHO-TV  and  WHO-  Radio«Des  Moines 

The  Qm'm-Cities  Sta- tion— Davenport  and 
Bettendorf  in  Iowa: 
Rock  Island.  Moline 
and  East  Moline  in 
Illinois. 

WOC  TV 
Channel  6  •  Maximum  Power  •  Basic  NBC 

f 

Col.  B.  J.  Palmer,  President 
Ernest  C.  Sanders,  Res.  Mgr. 
Mark  Wodlinger,  Res.  Sales Manager 
PETERS,  GRIFFIN. 
WOODWARD,  INC. 
EXCLUSIVE  NATIONAL 
REPRESENTATIVES 

Cincinnati's  Most  Powerful 

Independent  Radio  Station 

50,000  wafts  of  SALES  POWER 

WC  KY 

CINCINNATI,  OHIO 

\  STATION 

On  the  Air  everywhere  24  hours  a  day—seven  days  a  week 
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Economic  Considerations  Noted 

By  FCC  Following  Court  Edict 

The  FCC  has  lost  no  time  in  applying  to 

its  decisions  the  precedent-setting  new  phil- 
osophy of  economic  injury  embodied  in  a 

July  10  court  order. 
On  July  9  the  FCC  announced  its  decision 

affirming  grants  of  ch.  12  to  WJRT  (TV) 

Flint,  Mich.,  and  permitting  WJRT  to  modi- 
fy its  construction  permit  [Government, 

July  14].  The  next  day  the  U.  S.  Court  of 
Appeals  for  the  District  of  Columbia  issued 

its  order  remanding  to  the  FCC  that  agen- 

cy's grant  of  a  new  am  station  (WWCC 
Bremen,  Ga.)  despite  a  protest  on  economic 
injury  grounds  by  WLBB  Carrollton,  Ga., 
12  miles  away  [Lead  Story,  July  14].  In 

its  order  the  court  held  the  FCC  must  con- 
sider whether  the  economic  impact  of  a  pro- 

posed new  station  on  an  existing  competing 

station  would  impair  service  to  the  public. 
When  the  FCC  released  its  decision  on 

the  WJRT  modification  grant  last  Wednes- 

day (July  16),  it  amended  its  decision  in  the 
light  of  the  court  ruling.  But  the  con- 

sideration did  not  affect  the  ultimate  FCC 

decision,  the  Commission  saying  that  even 

if  two  protesting  tv  stations  would  have  to 

leave  the  air  as  they  claimed,  "we  believe 
the  net  effect  on  the  public  interest  would 

not  be  adverse."  The  FCC,  however, 
changed  its  mind  about  denying  a  petition 

by  WWTV  (TV)  Cadillac  for  limited  re- 
opening of  the  record  and  accepted  more 

data  by  WWTV  on  its  operation  before 

disposing  of  the  case. 

Witnesses  in  25-890  Mc  Case 

Must  File  at  FCC  by  Oct.  1 

Witnesses  seeking  to  testify  before  the  . 

FCC  in  a  reappraisal  of  all  spectrum  alloca- 
tions between  25-890  mc  must  file  a  notice 

of  appearance  and  detailed  outline  of  testi- 
mony by  Oct.  1,  the  Commission  an- nounced last  week. 

The  inquiry  was  begun  over  a  year  ago 

[At  Deadline,  April  8,  1957]  to  obtain 
data  of  assistance  in  future  allocations  of 

non-government  services  operating  in  that 
band.  This  includes  fm  and  tv  broadcasting, 

auxiliary  broadcast  services,  marine,  aero- 
nautical, public  safety,  industrial,  amateur, 

transportation  and  other  users. 
The  Commission  said  a  large  number  of 

comments  have  been  filed  with  a  large 

majority  of  those  making  comments  also 
wanting  to  testify  in  person.  Individual 
industries  were  asked,  wherever  possible,  to 
consolidate  their  testimony  into  a  minimum 
number  of  witnesses.  Dates  for  the  hearings 
will  be  announced  as  soon  as  possible  after 
Oct.  1,  the  Commission  said. 

FCBA  Asks  Comment  Extension 

The  Federal  Communications  Bar  Assn. 

last  week  asked  the  FCC  to  extend  to  Sept. 
26  its  deadline  for  comments  on  proposed 

rulemaking  which  would  place  surviving  ap- 
plicant after  merger  or  payment  back  into 

processing  line  [At  Deadline,  June  30]. 
Comments  currently  are  due  July  28.  Under 

present  rules,  surviving  applicant  following 
merger  is  provided  protection  against  other 

applicants  applying  for  the  same  facility. 
Broadcasting 



Theyre  all 

on  The 

same  route... 

.  .  •  in  the  New  America,  where  the  wheels 

that  go  everywhere 

enable  you  to  live,  shop  and 

do  business  wherever  you  please! 

•Jc  "Today  70  percent  of  our  post  offices  can  not  be  reached  directly 
by  train  connections." — Postmaster  General,  before  the  1957 
Annual  Meeting,  U.  S.  Chamber  of  Commerce. 

AMERICAN  TRUCKING  INDUSTRY 

American  Trucking  Associations,  Inc.,  Washington  6,  D.  C. 

THE  SHORTEST  DISTANCE  BETWEEN  TWO  POINTS  IS  A  TRUCK  LINE 
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Fund  for  Republic  Earmarks 

$4  Million  for  Six-Ply  Study 

The  Fund  for  The  Republic  will  spend 
$4  million  over  the  next  three  years  starting 

last  June  1  in  its  study  of  six  major  insti- 
tutions (one  of  which  is  mass  media,  tele- 

vision for  now)  and  their  impact  on  in- 
dividual freedoms  in  this  country. 

The  fund's  president,  Robert  M.  Hutch- 
ins,  in  announcing  the  allocation  today  (July 
21)  said  that  at  the  end  of  the  three  years 
the  fund  expects  it  will  have  spent  all  of 
the  $15  million  in  grants  from  the  Ford 

Foundation  since  the  fund's  formation  in 
1952. 

Mr.  Hutchins'  announcement  was  made 
concurrent  with  release  of  a  report  cover- 

ing two  years  of  fund  activity  ending  May 
31  of  this  year  and  a  cumulative  balance 
sheet  since  1952. 

In  effect,  the  Hutchins'  announcement  ex- 
tends the  study  into  the  six  institutions  and 

its  probing  of  television's  effect  on  the  Amer- 
ican society.  A  year  ago,  the  fund's  board  of 

directors,  after  a  year  of  discussions,  con- 
sultations and  committee  reports,  decided 

to  concentrate  for  a  year  on  the  "basic  issues 

underlying  civil  liberties  and  civil  rights." 
A  10-member  committee  of  consultants 

on  the  basic  issues  [title  of  group]  has  been 
directing  this  study. 

The  mass  media  study  was  announced  late 
last  year  [Government,  Dec.  23,  1957], 
and  in  April  a  broadcasting  status  report  on 

the  fund's  activity  in  the  study  of  the  tv 
medium  pointed  out  that  among  the  subjects 

to  be  explored  were  these:  a  governmental 

study  (particularly  in  reference  to  FCC  pol- 
icies), a  study  of  toll  television,  an  examina- 

tion of  audience  rating  systems,  a  review  of 
tv  advertising  acceptance  policies,  and  still 
others  covering  aspects  of  the  broadcast 
structure. 

First  result  of  the  fund's  enterprise  in  tv 
was  a  report — written  by  Herbert  Mitgang 
of  the  New  York  Times  as  corollary  to  the 

mass  media  project — on  the  Khrushchev  tel- 
ecast by  CBS-TV,  treating  the  issue  as  one 

of  "freedom  to  see."  [Networks,  April  21]. 
This  was  followed  by  sponsorship  with 

ABC-TV  df  a  special  13-week  series,  Sur- 
vival and  Freedom,  featuring  interviews  by 

Mike  Wallace  with  prominent  Americans. 

The  tv  series  has  been  covering  various  as- 
pects of  the  six  institution  project. 

Disclosed  in  the  report  was  the  fund's 
observation  that  it  was  ABC  that  "asked  the 
fund  to  join  with  it  in  presenting  discussions 

of  the  basic  issues  on  television." 
The  report  noted  that  in  addition  to  the 

pay  tv  report,  an  analysis  of  the  effects  of 
audience  rating  systems  on  tv  programming 
is  being  prepared  by  a  Business  Week  staff 
writer,  J.  E.  Patterson. 

In  its  study,  views  of  executives  of  all  the 
networks  were  sought  on  the  role  of  tv  in  a 
free  society.  Meetings  also  have  been  held 
with  newspaper  critics,  tv  producers,  lawyers 

and  "others  interested  in  this  field." 
Among  the  newsworthy  projects  touching 

on  tv  since  the  fund's  six-year  existence  was 
a  study  of  blacklisting  in  the  motion  picture, 

tv  and  radio  fields  for  which  $139,090  was 

appropriated;  the  Robert  E.  Sherwood  Tele- 
vision Awards,  an  annual  event,  for  which 

$218,062  has  been  appropriated  and  $39,- 
074  remains. 

Specific  sum  allocated  for  the  mass  media 

study  is  $245,000,  of  which  $225,579  re- mains. 

Non-Appearance  of  Competitor 

Brightens  Corwin  Uhf  Chances 

A  hearing  was  held  and  the  record  closed 
last  week  in  the  contest  for  ch.  34  in  Los 

Angeles,  with  only  one  of  the  two  contest- 
ants, multiple  station  owner  Sherill  C.  Cor- 
win, appearing  for  the  hearing.  The  indica- 

tions are  that  Mr.  Corwin  will  thus  be 

awarded  the  uhf  facility  by  default,  it  was 
understood. 

The  other  party,  partners  Frederick  Bas- 
sett  and  William  E.  Sullivan,  failed  to  show 

up  in  person  for  hearing.  They  submit- 
ted written  statements,  only  part  of  which 

Examiner  Basil  F.  Cooper  allowed  to  be 

entered  in  the  record,  thus  leaving  the  rec- 
ord incomplete  in  their  behalf  on  a  number 

of  issues. 

Mr.  Corwin  owns  KBAY-TV  San  Fran- 
cisco and  KPAX  (FM)  San  Bernardino, 

both  California;  15%  of  KAKE-TV  Wich- 
ita, Kan.;  10%  of  KPRO  Riverside,  KROP 

Blythe,  KYGR  Brawley  and  KREO  Indior 
all  California. 

Mr.  Sullivan,  former  announcer  at  several 
midwestern  radio  stations,  a  few  weeks  ago 
asked  the  FCC  to  deal  more  harshly  with 

uhf  permittees  who  are  reluctant  to  build 
their  stations  [Government,  June  2]. 

KGMS  Asks  Ch.  12  Switch 

KGMS  Sacramento,  Calif.,  has  proposed 
to  the  FCC  that  ch.  1 1  be  assigned  to  Chico, 

Calif.,  in  lieu  of  ch  .12  (held  by  KHSL-TV) 
so  that  ch.  12  can  be  utilized  as  the  third 
commercial  vhf  outlet  in  Sacramento.  The 

FCC  recently  deleted  a  construction  permit 
held  by  KGMS  for  ch.  46  in  Sacramento. 
In  a  petition  to  the  Commission,  reports 
KGMS,  the  station  had  stated  that  plans  to 

build  a  tv  station  on  ch.  46  "had  to  be 
abandoned  when  it  became  obvious  that  a 

uhf  station  cannot  compete  in  the  same  area 

with  vastly  superior  vhf  channels." 

KRAK,  WIBG  Powers  Boosted 

The  FCC  has  adopted  an  initial  de- 
cision granting  KRAK  Stockton,  Calif.,  a 

power  increase  from  5  kw  to  50  kw  with  its 

night-only  directional  antenna  to  be  changed 
to  one  with  a  different  pattern  for  day  and 

night.  KRAK  is  on  1 140  kc. 
The  Commission  also  granted  an  increase 

of  daytime  power  to  WIBG  Philadelphia, 
from  10  kw  to  50  kw.  WIBG  is  on  990  kc 

with  10  kw,  night,  and  a  directional  antenna 
with  a  different  pattern  for  day  and  night. 

KOBY  Wants  KOFY  Changed 

KOBY  San  Francisco  last  week  repeated 

a  request  made  last  April  asking  the  FCC 
to  require  that  the  call  letters  of  KOFY  San 

Mateo,  Calif.,  be  changed  because  of  con- 
fusion of  the  call  letters  among  listeners 

and  others.  KOBY  submitted  copies  of  three 
misaddressed  envelopes  as  proof. 

I 

No  question  about  results  when  you  buy  KJEO-TV. 

KJEO-TV  consistently  serves  Fresno  and  the  fabulous 

San  Joaquin  Valley  better  for  less.  Call  your  BRANHAM 

man  for  complete  details.  We  GUARANTEE  you'll  save 
your  energy,  get  more  for  your  money  on  KJEO-TV. 
ACT  TODAY! 
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reasons  why 

is  the  world's 

leading  source  for 

motion  picture  cameras 

For  over  35  years,  Mitchell  has  held  a  unique  reputation 

as  the  world's  leading  source  for  the  finest  in  motion 
picture  equipment.  The  reason  —  only  Mitchell  designs 
and  manufactures  a  line  of  cameras  to  meet  such  a  broad 

range  of  demanding  professional  filming  requirements. 

Today  Mitchell  produces  35mm  and  16mm  cameras; 

70mm  21Ax21A  high  speed  cameras;  and  70mm,  65mm 
and  double  frame  aperture  35mm  cameras. 

There's  a  Mitchell  camera  designed  to  meet  your  require- 
ments—write for  information  today. 

35mm  Studio  BNC  Mitchell 

35mm  NC  Mitchell 35mm  Hi-Speed  Mitchell 6mm  Professional  Mitchell 

5 70mm  2i/4  x2y4  High  Speed  Mitchell 65mm  and  70mm  Mitchells 35mm  Vista-Vision  Mitchell 

*85%  of  Professional  Motion  Pictures  Shown 

Throughout  The  World  Are  Filmed  with  Mitchell  Cameras 

CORPORATION 

666  WEST  HARVARD  STREET 
GLENDALE  4. CALIFORNIA 

Cable  Address:  "MITCAMCO" 
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6  to  60 

RADIO  RAHALL 

Colorful  news  reporting,  plus  music  for  every 

mood  by  top  personalities  .  .  .  that's  why 
Rahall  Stations  appeal  to  every  age  group 
6  fo  60.  All  top  Hooper  and  Pulse  stations 
that  give  you  lowest  cost-per-thousand  im- 
pressions. 

Again  #1  Hooper,  May  and  June,  morning 
and  afternoon.  Try  the  afternoon  show  4  to  6 
p.  m.  with  Dopey  Duncan  and  Bob  Newman. 

Top  Pulse,  Manchester,  Concord,  Nashau  mar- 
kets. Morning  shows  5  to  10  a.m.  with  Chuck 

O'Neill  and  Norm  Bailey. 

5000  warts,  top  personality  station  in  the 
Tampa-St.  Petersburg  markets.  The  major 
league  game  of  the  day  station  for  the 
Florida  west  coast. 

BECKLEXW.VAl 

$1  Hooper,  morning,  noon  and  night.  Morn- 
ing shows  5  to  9:45  a.m.  with  Russ  Cooke 

and  Gary  Dent. 

wm/frow,  pa] 

Top  Pulse  in  rich  Montgomery  County  market. 
Morning  shows  6  to  9  a.m.  with  Tony  Beckus 
and  Don  Jones. 

sold  nationally  thru 

WEED  &  CO. 

Joe  Rahall,  President 

"Oggie"  Davis,  Gen.  Manager 

TRADE  ASSNS. 

National  Advertisers  Again 

To  Be  Featured  at  RAB  Clinic 

The  profitable  use  of  radio  by  national 
advertisers  will  be  the  theme  highlighted  for 

the  fourth  straight  year  when  Radio  Adver- 
tising Bureau  presents  its  annual  National 

Radio  Advertising  Clinic  at  the  Waldorf- 
Astoria  in  New  York,  Nov.  18-19. 

Use  of  radio  and  the  results  obtained  will 

be  discussed  by  eight  top  level  executives 

of  important  national  advertisers,  a  proce- 
dure followed  in  the  past  four  years. 

Tentative  plans  for  the  clinic  were  an- 
nounced last  week  by  RAB  President  Kevin 

B.  Sweeney  who  estimated  more  than  500 

business  executives  from  advertising  agen- 
cies and  advertiser  firms  will  attend. 

The  schedule  also  includes  a  luncheon 

meeting  and  a  prominent  speaker  on  open- 
ing day  and  creative  sessions  conducted  by 

writer-producers  from  several  advertising 
agencies.  A  breakfast  meeting  on  the  next 

day  (Nov.  19)  will  be  designed  to  brief  time- 
buyers  and  radio  station  people  on  new  de- 

velopments in  radio  and  the  strength  of  its 

position  among  competing  media.  The  sin- 
gle social  event  will  be  a  cocktail  party  on 

opening  night. 

Tv  Crime  Hits  Ail-Time  High, 

NAFBRAT  LA.  Survey  Claims 

There  were  223  killings  in  tv  programs  on 
the  seven  Los  Angeles  tv  stations  before 

9  p.m.  May  3-9,  the  National  Assn.  for 
Better  Radio  &  Tv  there  reports. 

The  figure  is  part  of  the  NAFBRAT  eval- 

uation committee's  computation  for  its 

eighth  annual  study  of  children's  radio-tv 
programs.  "More  crime  and  brutality  is 

being  televised  today  than  ever  before," 
the  study  says.  Tabulation  of  tv  crimes  for 

the  survey  week  as  monitored  by  the  evalua- 
tion committee  include  161  murders,  60 

"justifiable"  killings,  2  suicides,  192  at- 
tempted murders,  83  robberies,  15  kid- 

nappings, 24  conspiracies  to  commit  mur- 
der, 21  jailbreaks,  7  attempted  lynchings,  6 

dynamitings,  1 1  extortions,  2  arson  cases 
and  2  instances  of  physical  torture. 

In  comparing  its  May  1952  survey  with 
the  current  one,  NAFBRAT  reports  that 
the  NBC  Los  Angeles  outlet  televised  nine 

killings  as  against  this  year's  45.  NAFBRAT 
adds  that,  "The  three  network  stations  ac- 

count for  61%  of  the  deaths  tabulated  in 

our  survey  for  1958  (compared  with  39% 

for  the  four  independent  stations)." 

BPA  Committee  Heads  Named, 

15  Added  to  Association  Roster 

Key  appointments  and  membership  in- 
creases among  stations  and  allied  organiza- 

tions were  announced  for  the  Broadcasters' 
Promotion  Assn.  Tuesday  by  Elliott  W. 

Henry,  promotion-press  information  direc- 
tor of  ABC  Central  Div.  and  BPA  presi- 

dent. 

Robert  Moran,  WBEL  Beloit,  Wis.,  BPA 
board  member,  was  chosen  convention  site 
chairman  and  will  select  a  committee  to 

consider  bids  for  BPA  1959  and  1960  an- 

nual conventions.  Byron  Taggart,  WFLA- 
AM-TV  Tampa,  Fla.,  was  named  south- 

eastern membership  chairman,  and  Dean 

Faulkner,  KOA-AM-TV  Denver,  chair- 
man of  the  Rocky  Mountain  regional 

membership  drive.  James  G.  Hanlon,  pub- 
licity director  of  WGN-AM-TV  Chicago, 

was  named  publicity  director  for  BPA. 
Mr.  Henry  also  announced  the  addition 

of  15  new  BPA  U.  S.  and  Canadian  mem- 
bers since  June  1,  giving  the  organization 

an  increase  of  40  since  Jan.  1.  Joining  are 

Mrs.  Winona  Portwood,  WFAA-AM-TV 

Dallas,  Tex.;  Martin  Olson,  WDSM-AM-TV 
Duluth,  Minn.;  Mike  Lannon,  WRCA-TV 
New  York;  Charles  E.  Larkin,  KTUL-AM- 
TV  Muskogee,  Okla.;  Don  Davis,  KMBC- 
AM-TV  Kansas  City,  Mo.;  Al  Knott, 
WLAC-TV  Nashville,  Tenn.;  William  S. 
Allen,  CJVI  Victoria,  B.  C,  Canada;  Phil 

Baldwin,  CKWX  Vancouver,  B.  C;  Ken- 
neth C.  Arsden,  CFRB  Toronto;  Bev  Man- 

nix,  CFAC  Calgary,  Alta.;  W.  E.  McNabb, 
CJCA  Edmonton,  Alta.,  and  Gordon  N. 

Walker,  CKRC  Winnipeg.  Others  from 
allied  groups  are  Marvin  L.  Saltzman, 
Media  Agencies  Clients,  Los  Angeles,  Calif., 

and  S.  Jay  Reiner,  the  S.  Jay  Reiner  Co., 
N.  Y. 

The  BPA  membership  roster,  updated 

and  revised  to  July  15,  was  being  mailed 
to  members  last  week,  showing  alphabetical, 

state-by-state  breakdowns  of  names  and 
affiliations  of  voting,  associate  and  affiliate 
members. 

UPCOMING 
July 

July  21-25:  National  Assn.  of  Educational  Broad- casters, seminar,  Allerton  House,  Monticello, 

111. July  27-29:  South  Carolina  Broadcasters  Assn., 
Holiday  Lodge  Hotel,  Myrtle  Beach. 

August 
Aug.  1-2:  Oklahoma  Broadcasters  Assn.,  Lake 
Texhoma  Lodge,  Lake  Texhoma. 

Aug.  4-23:  Summer  Tv  Workshop,  College  of 
Communication  Arts  and  WKAR-TV,  Michigan 
State  University,  East  Lansing. 

Aug.  13-16:  Affiliated  Advertising  Agencies  Net- 
work, annual  international  meeting,  Lord  Bal- 
timore Hotel,  Baltimore. 

Aug.  19-22:  Western  Electronic  Show  and  Con- 
vention, Ambassador  Hotel,  Los  Angeles. 

Aug.  22-23:  Arkansas  Broadcasters  Assn.,  Hotel 
Marion,  Little  Rock. 

Aug.  24-Sept.  4:  National  Assn.  of  Educational 
Broadcasters,  tv  instruction  conference,  Pur- 

due U.,  Lafayette,  Ind. 
Aug.  24-26:  Georgia  Broadcasters  Assn.,  St. 

Simons. 
Aug.  25-29:  American  Bar  Assn.,  Los  Angeles. 

September 
Sept.  4-5:  RAB  Regional  Management  Confer- ence, Ponte  Vedra  Inn,  Ponte  Vedra  Beach,  Fla. 
Sept.  5-6;  Texas  AP  Broadcasters  Assn.,  Roose- 

velt Hotel,  Waco. 
Sept.  5-7:  West  Virginia  Broadcasters  Assn., 
Greenbrier  Hotel,  White  Sulphur  Springs. 

Sept.  8-9:  RAB  Regional  Management  Confer- 
ence, Rickey's  Studio  Inn,  Palo  Alto,  Calif. 

Sept.  9-11:.  Idaho  Broadcasters  Assn.,  Washing- ton Hotel,  Weiser. 

Sept.  11-12:  RAB  Regional  Management  Confer- ence, Western  Hills  Lodge,  Sequoyah  State 
Park,  Okla. 

Sept.  15-16:  RAB  Regional  Management  Confer- ence, The  Greenbrier,  White  Sulphur  Springs, 
W.  Va. 

NAB  FALL  CONFERENCES 

Sept.  18-19,  Buena  Vista  Hotel,  Biloxi,  Miss. 
Sept.  22-23,  Okla.  Biltmore,  Oklahoma  City,  Okla. 
Sept.  25-26,  Challenger  Inn,  Sun  Valley,  Idaho. 
Sept.  29-30,  Mark  Hopkins  Hotel,  San  Francisco. 
Oct.  13-14,  Schroeder  Hotel,  Milwaukee. 
Oct.  16-17,  Radisson  Hotel,  Minneapolis. 
Oct.  20-21,  Somerset  Hotel,  Boston. 
Oct.  23-24,  Shoreham  Hotel,  Washington,  D.  C. 
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"Ad  Age  is  'required  reading'  for 

broadcast-minded  admen." 

says  PHILIP  L.  McHUGH 

Vice-President /Television  and  Radio 

Campbell-Ewald  Company 

"Ad  Age's  coverage  of  radio  and  television, 

a  vita!  segment  of  the  advertising  profession, 

is  'required  reading1  for  anyone  keeping 

abreast  of  current  radio  and  television  activity. 

Whether  they  look  for  close-ups  of  particular  media,  or  long 

shots  of  marketing  trends,  admen  know  they'll  find  full  coverage 

of  both  their  special  and  general  interests  in  Ad  Age.  That's 
why  most  of  the  executives  of  importance  to  you — those  who 

influence  as  well  as  those  who  activate  today's  broadcast  deci- 

sions —  consider  Ad  Age  "required  reading." 

The  Campbell-Ewald  Company,  for  example,  ranks  among  the 

top  fifteen  agencies  in  broadcast  advertising,  with  radio-tv  bill- 

ings totaling  $25,000,000*  in  1957— a  $4,000,000  increase  over 
the  preceding  year.  Among  its  important  broadcast  accounts 

are  Hertz  Rent-A-Car  System,  The  Kroger  Company  and  such 
divisions  of  General  Motors  Corporation  as  Chevrolet  Motor, 

Delco-Remy  and  United  Motors  Service. 

Every  Monday,  106  paid-subscription  copies  of  Ad  Age  help 

Campbell-Ewald  executives  keep  abreast  of  the  news  and  de- 

velopments affecting  them.  Further,  69  paid-subscription  copies 

reach  the  offices  and  homes  of  advertising  and  marketing  pro- 
fessionals of  the  companies  mentioned. 

Add  to  this  AA's  more  than  40,000  paid  circulation,  its  tremen- 
dous penetration  of  advertising  with  a  weekly  paid  circulation 

currently  reaching  over  12,000  agency  people  alone,  its  intense 

readership  by  top  executives  in  national  advertising  companies 

—  and  you'll  recognize  in  Advertising  Age  a  most  influential 
medium  for  swinging  broadcast  decisions  your  way. 

^Broadcasting  Magazine  1957  Report. 

200    EAST    ILLINOIS    STREET    •    CHICAGO    11,  ILLINOIS 

460   LEXINGTON   AVENUE    •    NEW   YORK    17,   NEW  YORK 

I  Year  (52  issues)  $3 

PHILIP  L.  McHUGH 

A  20-year  veteran  of  broadcasting,  Mr.  Mc- 

Hugh's  background  includes  both  network  and 
agency  experience.  His  first  taste  of  radio  came 
while  a  student  at  Notre  Dame  University,  where 
he  wrote,  directed  and  announced  programs 
for  the  campus  station.  In  1938,  he  joined  the 
Columbia  Broadcasting  System  in  New  York  as 
an  apprentice,  and  within  a  few  months  was 

promoted  to  associate  director  on  the  network's 
staff.  From  1939  until  he  accepted  a  commis- 

sion in  the  U.  S.  Navy  in  September,  1941,  he 
was  the  director  for  a  score  of  sustaining  radio 

shows,  and  also  was  assigned  as  associate  di- 
rector on  several  commercial  programs. 

After  World  War  II,  Mr.  McHugh  returned  to 
CBS,  but  in  1950  he  switched  to  the  agency 
business  as  a  radio-tv  director  at  the  Tracy- 
Locke  Co.  in  Dallas.  He  joined  the  Campbell- 
Ewald  Co.  (Detroit)  in  1954,  as  head  of  that 

agency's  tv-radio  department,  and  within  four 
months  was  advanced  to  vice-president.  Out- 

side the  broadcasting  field,  Mr.  McHugh's  in- 
terests include  flying  and  horseback  riding. 

If 
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A  month  long  study 

by  Pulse,  Inc.  has  re- 

vealed that  KDUB-TV 

possesses  latch-keys  to 

7%  more  women  viewers 

(per  100  viewing  homes) 

than  the  other  single  competing 

channel.    Add  this  to  KDUB's 

25%  greater  coverage  and 

you  have  the  scandulous  advantage. 

KDUB  set  count:  161,084 

KDUB  stations:  326,027 

uDUB 
stations, 

KDUB-TV 
LUBBOCK,  TEXAS 

K  PAR-TV 
ABILENE  .  SWEETWATER 

KEDY-TV 
BIG  SPRING,  TEXAS 

PRESIDENT  &  GEN.  MGR..  W.  0.'  "DUB"  ROGERS 
NAfl.  SALES  MGR.:  E.  A.  "BUZZ"  HASSETT 

NATIONAL  REPRESENTATIVE?    THE  BR/'.NHAM  COMPANY 

PERSONNEL  RELATIONS 

New  York  Tv  City  Plan  Offered 

By  Stark  at  AFTRA  Session 

A  proposal  to  build  a  Television  City  in 

New  York  as  part  of  a  Title  I  slum  clear- 
ance project  was  made  last  Thursday  by 

the  New  York  City  Council  President  Abe 
Stark  at  the  opening  of  the  21st  annual 
convention  of  the  American  Federation  of 
Television  &  Radio  Artists  in  New  York. 

He  cited  the  employment  that  would  be 
provided  thousands  of  New  Yorkers  by 
such  a  project. 

Mr.  Stark's  remarks,  delivered  at  the 

outset  of  AFTRA's  four-day  meeting  of 
more  than  150  delegates  throughout  the 
country,  were  reported  to  embody  the  first 
reference  to  the  establishment  of  a  Tele- 

vision City  in  New  York  under  Title  I  of 
the  National  Housing  Act  of  1949. 

A  spokesman  for  Mr.  Stark  later  ex- 
plained to  Broadcasting  that  in  the  past  a 

television  city  has  been  hampered  because 
of  the  inability  to  acquire  ample  space  in 
New  York.  Under  Title  I,  he  said,  the  city 
could  acquire  slum  land,  sell  it  to  a  private 
developer  at  a  lower  price,  with  the  federal 

government  absorbing  two-thirds  of  the  loss 
and  the  city  one-third.  As  part  of  the  slum 
clearance  project,  the  spokesman  said,  cer- 

tain light  industry  can  be  incorporated  into 
the  residential  development.  He  cited  as 
examples  such  realty  developments  in  New 
York  as  the  Coliseum,  the  Lincoln  Square 

Center  and  a  projected  Bowery  housing- 
light  industry  project. 

Mr.  Stark  called  upon  a  committee  of 
the  broadcasting  industry  to  meet  with  city 
officials  on  his  proposal. 

Aside  from  Mr.  Stark's  talk,  the  open- 

ing day  of  AFTRA's  convention  was  de- 
voted to  closed-door  meetings,  a  dinner  and 

a  session  of  the  union's  national  board.  An 
open  session  was  scheduled  for  Friday  for 

discussions  of  various  industry  develop- 
ments, including  videotape,  pay  television, 

educational  tv  and  foreign  usage  of  kine- 
scopes. 

At  Saturday's  session,  delegates  were  ex- 
pected to  forward  their  suggestions  on  con- 

ditions to  be  included  in  AFTRA's  up- 
coming contract  negotiations  with  radio-tv 

networks,  transcription  companies  and  ad- 
vertising agencies.  These  pacts  expire  on 

Nov.  18.  The  annual  election  of  officers 

was  slated  for  Saturday.  Presiding  at  the 
convention  was  Clayton  (Bud)  Collyer, 

president. 

SAG,  AFTRA  Exchange 

More  Salvos  on  Videotape 

The  tug-of-war  between  the  American 
Federation  of  Television  &  Radio  Artists 

and  the  Screen  Actors  Guild  over  videotape 

jurisdiction  continued  last  week  as  the  un- 
ions issued  memoranda  to  members  and  the 

newsmen  on  their  positions. 

SAG  stated  "the  real  argument"  lies  in 
new  "solely  tape"  studios,  as  SAG,  by  con- 

tract, has  jurisdiction  over  film  studios  and 
AFTRA  over  networks  and  stations.  SAG 

claimed  it  has  offered  to  settle  "this  narrow 

area  of  disagreement"  by  committee  talks 
between  the  two  unions  or  by  submitting  it 

to  arbitration  to  the  AFL-CIO  [Personnel 
Relations,  May  26].  SAG  charged  AFTRA 
rejected  both  proposals. 

SAG's  statement  brought  a  prompt  re- 
joinder from  Clayton  (Bud)  Collyer, 

AFTRA  president.  He  contradicted  SAG's 
claim  that  agreement  existed  between  the 
two  unions  in  all  but  a  part  of  the  videotape 

field.  He  pointed  out  that  AFTRA  has  "pro- 
tested strongly  to  the  National  Labor  Rela- 

tions Board  the  unilateral  action  taken  by  the 

guild  in  negotiating  videotape  commercial 
contracts  with  film  producers  and  advertis- 

ing agencies."  Mr.  Collyer  added  that  the 
actors  themselves  should  decide  which  union 

should  represent  them  in  all  videotape  work. 

AFTRA  has  petitioned  the  NLRB  to  hold 
an  election  among  actors  for  a  single  union 

to  represent  them  in  videotape.  SAG,  net- 
works and  advertising  agencies  have  voiced 

opposition  to  the  petition.  An  NLRB  ex- 
aminer currently  is  studying  briefs  from  both 

AFTRA  and  SAG  and  is  expected  to  make 
a  ruling  within  the  next  few  weeks. 

MGA  to  Renew  Battle  With  AFM 

In  Vote  on  Independent  Studios 

Musicians  Guild  of  America,  winner  of 

the  right  to  represent  musicians  employed 

by  the  major  motion  picture  studios  in  an 
NLRB  election  in  which  this  new  union  was 

opposed  by  the  veteran  American  Federa- 
tion of  Musicians  [Personnel  Relations, 

July  14],  tangles  with  AFM  again  tomorrow 

(July  22)  at  an  NLRB  hearing  on  MGA's 
petitions  for  an  election  among  musicians 

employed  by  independent  motion  picture 
companies. 

Cecil  Read,  MGA  chairman,  last  week 

held  preliminary  conversations  with  Charles 

Boren,  labor  relations  vice  president  of  As- 
sociation of  Motion  Picture  Producers. 

Formal  negotiations  between  MGA  and 

AMPP  are  expected  to  begin  this  week,  fol- 

lowing NLRB's  official  certification  of  the election  returns. 

Mr.  Read  organized  MGA  after  his  at- 
tempts to  reform  the  AFM  trust  fund  pol- 

icies led  to  his  expulsion  from  that  union 
(he  had  been  vice  president  of  AFM  Local 
47  in  Hollywood)  and  in  a  court  battle  had 
encountered  numerous  delays  [Personnel 

Relations,  March  31].  Following  MGA's 
success  in  winning  the  right  to  serve  as  bar- 

gaining agent  for  the  major  studio  musicians 
Mr.  Read  plans  to  challenge  AFM  for  rep- 

resentation of  musicians  employed  by  the 

radio  and  tv  networks,  phonograph  record- 
ing companies  and  television  film  producers, 

all  of  whose  AFM  contracts  expire  around 

the  first  of  next  year.  "We  expect  to  obtain 
elections  and  to  win  them,  first  in  Los  An- 

geles and  then  in  other  parts  of  the  country, 

wherever  professional  musicians  are  em- 

ployed," he  stated. 

OPPORTUNITY — YOUNG  DISC  JOCKEY 
5000  Watts  Midwest  Metropolitan 
Station  Needs  Young,  Livewire  Disc 
Jockey  for  10  p.m.  to  2  a.m.  Request 
Show.  Send  Tape,  Background,  Age 

and  Picture  to:  Box  200F,  BROAD- 
CASTING. 
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CBC  IN  HOLE  $5  MILLION  ON  TV 

Despite  the  highest  commercial  revenue 
in  its  history,  the  Canadian  Broadcasting 
Corp.  showed  a  deficit  of  almost  $5  million 
in  its  report  to  the  Canadian  Parliament. 
The  report  showed  radio  broadcasting  and 
integrated  services  operated  at  a  profit  of 
$180,201,  while  television  had  a  deficit  of 
$5,148,676,  for  the  fiscal  year  ending  March 

31,  1958.  The  record  total  revenue  was  $28,- 
410,514. 

The  CBC's  income  and  expense  account 
this  year  is  shown  on  a  gross  rather  than 
the  net  basis  of  previous  years.  The  report 

points  out  that  "in  the  opinion  of  the  board 
of  governors  [of  the  CBC]  and  the  auditor- 
general  of  Canada,  the  gross  basis  more 

properly  reflects  the  manner  in  which  in- 
come is  derived  and  expenses — agency  and 

network  commissions,  payments  to  private 

stations  and  direct  production  costs — are 

incurred." 
Improved  program  fare,  extended  cover- 

age in  both  English  and  French  and  the  at- 
tendant higher  payments  to  the  growing 

number  of  private  stations  last  year  brought 

gross  operating  cost  of  the  tv  service  to  $58,- 
070,145,  compared  with  $46,581,000  in  the 

1956-57  fiscal  year. 
Income  for  tv  service  totaled  $54,762,745 

in  the  1957-58  fiscal  year,  consisting  of 
grants  from  Canadian  Parliament  of  $28,- 
098,332,  commercial  revenue  $26,380,672, 

broadcasting  license  fees  from  private  sta- 
tions $118,500,  investments  and  miscellane- 

ous income  $165,241. 

In  radio,  income  amounted  to  $15,804,- 
471,  consisting  of  grants  from  Canadian 
Parliament  of  $13,078,849,  commercial 

revenue  $2,029,842,  broadcasting  license 
fees  from  private  stations  $335,122,  invest- 

ments and  miscellaneous  income  of  $360,- 

658.  In  radio  gross  operating  expenses  in- 
creased to  $15,188,827  from  $14,814,000  in 

the  previous  fiscal  year. 

The  grants  from  Parliament  include  statu- 
tory grants  and  revenue  received  by  the 

Canadian  government  from  the  15%  excise 
tax  on  radio  and  tv  receivers  and  tubes.  The 

statutory  grants  were  up  $6,095,331,  while 
the  revenue  from  the  excise  tax  was  down 

$2,091,179,  to  $16,831,850.  This  was  due 

to  a  near  saturation  of  tv  receivers  in  major 
markets,  although  radio  set  sales  last  year 
were  the  highest  on  record,  with  more  than 

720,000  sets  sold  by  Canadian  manufac- 
turers. 

In  the  expense  statement  for  the  com- 
bined radio  and  tv  service,  $4,790,221  went 

to  agencies  and  networks  as  commissions 

as  against  $3,846,158  the  previous  fiscal 
year;  private  stations  received  for  carrying 
commercial  network  shows  $4,089,174 
($3,465,287  in  the  previous  year),  and  the 
CBC  commercial  department  cost  $836,987 

($730,625  in  1956-57).  The  largest  expense 
was  programming,  $42,491,864,  up  from 
$36,860,090  the  previous  year.  Engineering 
cost  $11,410,983,  network  transmissions 

$4,612,670,  administration  $2,760,427,  in- 
formation services  $1,059,800,  interest  on 

loans  and  amortization  $1,206,846. 

The  report  pointed  out  the  CBC's  working 
capital  dropped  from  $15,238,000  at  March 
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31,  1957,  to  $5,320,000  at  March  31,  1958, 
to  meet  operating  and  capital  needs.  As  a 

result,  day  to  day  financing  has  become  diffi- 
cult "because  the  nature  and  size  of  CBC 

commitments  require  a  larger  working  capi- 

tal," the  report  states. 
The  CBC  told  the  Canadian  Parliament 

that  "expenditures  increased  because  of  the 
larger  number  of  stations  to  which  service 
was  provided;  because  of  the  improvement 

in  the  quality  of  programs;  because  of  in- 
creased payments  arising  from  collective 

bargaining  agreements;  extension  of  micro- 
wave service  and  the  strengthening  of  the 

organization  to  meet  the  heavy  demands 
upon  it.  Total  costs  are  still  well  within 
range  of  the  $15  per  television  family  per 
year,  four  cents  a  day  per  family,  on  which 
the  CBS  originally  stated  that  a  national 

system  could  be  set  up  and  maintained." 
The  book-size  report  dealt  in  detail  with 

radio-tv  programming  in  both  English  and 
French,  the  amount  of  live  programming 

done  at  the  main  program  centers  of  To- 
ronto and  Montreal,  expansion  of  tv  pro- 
gram production  centers  to  Winnipeg,  Van- 

couver and  Halifax,  election  and  political 

party  convention  coverage,  the  20-hour 

coverage  of  last  year's  visit  of  Queen  Eliza- 
beth and  Prince  Philip  to  Ottawa  which  re- 

quired four  months  of  detailed  planning, 

coverage  of  sporting  events  and  develop- 
ment of  the  microwave  network  across  Can- 

ada. Reference  was  also  made  to  the  export 

of  CBC  tv  programs  to  the  U.  S.,  Aus- 
tralia, and  Great  Britain. 

The  report  stated  that  "a  number  of 
advertisers  supported  Canadian  television 

productions  for  national  network  distribu- 
tion although  in  most  cases  it  cost  them 

a  good  deal  more  than  if  they  had  imported 

programs  from  the  United  States." 
It  also  referred  to  CBC  taking  "some 

tentative  and  experimental  steps  toward 

gaining  some  non-network  commercial  busi- 
ness," in  line  with  recommendations  of  the 

Royal  Commission  on  Broadcasting  of  1956. 

It  emphasized  that  "despite  the  sustained 
rise  of  interest  in  television,  the  Canadian 

public  was  continuing  to  do  a  great  deal 

of  listening  to  radio,  especially  in  the  day- 

time hours." 
Brown  Becomes  Director  of  RFE 

Appointment  of  Thomas  H.  Brown  Ir.  as 
director  of  Radio  Free  Europe  has  been  an- 

nounced by  RFE  President  Willis  D.  Crit- 
tenberger  (Lt.  Gen.,  USA,  ret.).  Mr.  Brown 
has  been  with  RFE  since  1951  as  assistant 

director.  Formerly  he  had  been  with  Dancer- 
Fitzgerald-Sample  and  was  vice  president  of 
C.  E.  Hooper  Inc.  He  succeeds  the  late  J. 

Con  very  Egan.  In  another  RFE  appoint- 
ment last  week,  Deputy  European  Director 

Erik  Hazelhoff,  former  NBC-TV  director  of 
network  sales  and  writer-producer,  was 

named  European  director  succeeding  Rich- 
ard J.  Condon,  resigned. 

There's  still  time 

to  score  with 

"TOUCHDOWN" 

SESAC's 

fast-moving,  13  week 

football  package 

$55.50 

Featuring  13  quarter-hour  shows 

packed  with  gridiron  drama.  Over 

100  rousing  band  selections  from 

the  SESAC  Transcribed  Library  on 

high-fidelity  16"  ET's.  Music  that 
fits  all  types  of  sports  and  news 

shows  all  year  long.  Order  Now 

or  send  for  sample  script  and  audi- 
tion disc. 

SESAC,  INC. 

SESAC  INC. 

10  Columbus  Circle, 

New  York  19,  N.  Y. 

□  Send  prepaid,  SESAC's  "Touchdown  Package' 
|~|     Please  send  sample   script  and  disc 

Name  &  Title 

Call  Letters 

Address 

City 

State 
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NO  ROCK  AND  NO  ROLL  in  programming  during  the  past  year  was  promoted  by 

WROW  Albany,  N.Y.,  in  a  week-long  contest  featuring  this  23,000-pound  rock  and 

eight-foot  wooden  spool.  More  than  16,000  residents  tried  to  guess  the  rock's  weight  as 
the  exhibit  toured  city  streets  on  the  trailer  of  a  15-ton  truck.  Cash  prizes  were 
awarded  the  most  accurate  weight  estimates.  Teen-age  models  perched  on  the  rock 
and  spool  to  distribute  entry  blanks.  The  promotion  also  launched  a  new  WROW 
music  show  titled  the  No  Rock,  No  Roll  Hit  Parade. 

PROGRAMS  &  PROMOTIONS 

WKBW  Gets  July  4  Independence 

On  July  4.  WKBW  Buffalo,  N.  Y.,  cele- 
brated its  independence  from  NBC  affilia- 

tion and  began  programming  a  music  and 

news  format  that  the  station  calls  "Futur- 

Sonic  Radio."  Dick  Lawrence,  program  and 
promotion  director,  announces  that  the 

change  eliminates  nearly  all  of  the  old  net- 

work and  local  shows.  Four  new  d.j.'s  form 
the  base  of  the  new  programming. 

WKBW  conducted  a  three-week  promo- 
tion campaign  to  announce  its  approaching 

independence.  Advance  notice  was  given  in 
fliers  inserted  in  imitation  giant  firecrackers 

which  read,  "It's  Hot!  Friday,  July  4th,  Is 
Independence  Day,  and  WKBW  Goes  K- 

Booommm!"  A  "KB  Preview  Party"  was 
broadcast  July  4  to  present  in  capsule  form 
a  typical  new  broadcast  day  and  showcased 
the  new  personalities.  Listeners  now  are 

searching  for  the  WKBW  $200  mystery  tele- 
phone number.  Clues  are  given  every  hour 

with  the  first  person  to  dial  the  correct 
number  to  receive  the  cash  prize. 

Mills  to  Produce  'Patti  Page' 
Oldsmobile's  Patti  Page  Show  on  ABC- 

TV  will  premiere  Wed.,  9:30-10  p.m.,  on 
Sept.  24,  the  network  announced  last  week. 
Signed  as  producer  was  Ted  Mills,  producer 

of  the  Garroway-at-Large  series  that  orig- 
inated from  WNBQ  (TV)  Chicago  in  early 

days  of  television. 

DJ.'s  Highlight  KIMN  Events 
KIMN  Denver  is  making  a  summer-long 

bid  for  the  top  rating  in  the  17-station  Den- 
ver market  with  a  series  of  promotion  activi- 

ties. Approximately  $75,000  in  cash  and 
merchandise  prizes  from  the  station  and 
sponsors  will  be  awarded  between  June  1  and 
mid-October. 

After  72  hours,  38  minutes  and  20  sec- 

onds of  continuous  broadcasting  from  a  spe- 
cial flagpole  studio,  the  last  of  five  KIMN 

d.j.'s  came  down  to  street  level,  thus  ending 

the  d.j.  marathon  contest  in  which  listeners 
won  $1,500  in  cash  by  guessing  individual 

and  total  times  of  the  pole-perchers.  A  dol- 
lar bill  was  given  to  each  of  the  first  1,000 

persons  to  gather  under  the  pole  as  the  mara- 
thon ended.  Five  expense-paid  vacations  for 

two  persons  each  in  Las  Vegas  were  awarded 

to  agency  personnel  for  their  best  estimates 
in  the  same  contest.  Other  promotions  and 
prizes  included  a  $35,000  house,  a  $5,000 

automobile  and  other  prizes  in  a  "Treasure 
Hunt"  contest,  and  merchandise  certificates 
totaling  $10,000  dropped  over  the  city  in 
5,000  balloons.  The  station  has  utilized  tele- 

vision, newspapers,  film  trailers  and  bill- 
boards for  publicity. 

BFA  Offers  Salzburg  Tapes 

Taped  programs  from  the  1958  Salzburg 
(Austria)  Festival  are  being  made  available 
free  of  charge  to  U.  S.  radio  stations  by  the 
Broadcasting  Foundation  of  America.  The 

programs,  consisting  of  nearly  60  hours  of 
classical  music  performed  by  some  of  the 

world's  outstanding  artists,  may  be  broad- 
cast between  Sept.  15  and  Dec.  31.  Stations 

are  required  to  send  blank  tape  of  sufficient 
quantity  for  their  orders  to  the  BFA,  342 
Madison  Ave.,  New  York  17,  N.  Y. 

WHCT  (TV)  Gives  'em  a  Ball 
"Hartford's  greatest  sporting  event — the 

Insurance  City  Open"  was  telecast  live 
weekend  of  July  9-13  by  ch.  18  WHCT 

(TV)  Hartford,  Conn.,  for  the  fourth  con- 
secutive year.  The  CBS-owned  outlet  pro- 

claimed its  coverage  of  the  golf  tournament 

by  sending  golf  balls,  imprinted  with 
"WHCT-channel  18"  to  clients  and  agencies. 
Connecticut  Bank  &  Trust  Co.,  Hartford, 

sponsored  the  open  telecasts. 

WCBS-TV  Sets  Sunday  Concerts 

WCBS-TV  New  York,  in  conjunction  with 

Young  Audiences  Inc.,  a  non-profit  organi- 
zation dedicated  to  furthering  good  music 

tastes  among  high  school  students,  this 

autumn  and  winter  plans  a  series  of  six  hour- 
long  concerts  to  be  aired  Sunday  afternoons. 
The  schedule  runs  between  Oct.  19-Dec.  14. 

Unlike  the  New  York  Philharmonic  Sym- 

phony's Society's  "Young  People's  Concerts" 
(aired  on  CBS-TV  last  season  under  the  di- 

Via  get-Hi^ietifre, 

Looka  here,  SmidleylThis  Cascade 

Television  market,  KIMA-TV  with 
its  satellites,  stretches  far  and  wide 

out  there  in  the  West.  It's  a  huge, 
three-state  area  abounding  with 

new  industry,  new  farms,  thou- 

sands of  new  families.  There's  a 
buying  potential  approaching  a 
billion  dollars.  I  tell  ya,  Smidley, 

you  just  don't  find  a  market  like 

that  every  day.  It's  a  time-buyer's dream — that  Cascade  Television. 

Quite  a  market  .  .  . 

Automotive  Sales  ....$1 16,239,000 

Food  $140,609,000 

Source.-  1957  "Survey  of  Buying  Power" 

NATIONAL  REP:  WEED  TELEVISION 

KIMA-TV YAKIMA,  WASHINGTON 
with  its  satellites 

KIPS -TV,  Piste,  Wash. 
KUW-TV,  UwistM,  Hah* 

<W  KB  AS- TV 
Ephrata,  Masts  lake.  Wast. 

CASCADE 
BROADCASTING  COMPANY 

PACIFIC  NORTHWEST:  MOORE  &  ASSOCIATES 
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reaction  of  Leonard  Bernstein)  the  WCBS- 
TV  teleconcerts  will  basically  feature  small 
ensembles  from  string  trios  to  brass  quintets. 
Of  the  60  scheduled  minutes,  40  will  be 

devoted  to  just  music;  the  remaining  20  will 

be  utilized  in  "education." 

Bonus  Prize  Reaps  Big  Harvest 

More  than  10,000  persons  crowded  a 
shopping  center  in  Framingham,  Mass.,  July 
13  to  see  a  family  with  eight  children  collect 

the  grand  prize  in  the  "Cap'n  Snow  Super 
Bonanza  Contest"  conducted  on  WBZ-TV 
Boston.  For  writing  a  letter  on  why  she 
wanted  to  win  the  bonanza,  the  mother  was 

awarded  a  Plymouth  station  wagon,  a  Su- 
Mark  boat  with  motor  and  trailer  and  a 

bonus  prize  of  10  minutes  in  a  supermarket 
for  the  entire  family  during  which  they 
could  keep  all  the  groceries  they  could 

carry  out  the  door.  WBZ-TV  cameras  fol- 
lowed the  progress  of  the  family  as  they  re- 
moved groceries  amounting  to  $1,500.  Be- 

fore the  telecast,  station  personalities 
entertained  the  crowd  with  a  variety  show. 
The  contest  was  sponsored  by  the  F.  H. 
Snow  Canning  Co.  of  Pine  Point,  Me. 

KWIP  Contest  Prize  Gets  Lost 

The  "Hidden  Bank  Draft  Contest"  con- 
ducted by  KWIP  Merced,  Calif.,  on  a  Sun- 

day afternoon  turned  out  to  be  just  that 
for  the  station  as  well  as  approximately 
5,000  people  who  were  attracted  to  a  local 
park  where  KWIP  had  hidden  the  $1,000 
draft  too  well. 

Joseph  E.  Gamble,  KWIP  owner-opera- 
tor, hid  the  draft  in  a  rifle  shell  under  a 

park  bush  and  broadcast  clues  to  its  loca- 
tion during  the  week  before  the  search  was 

to  start.  When  the  crowd  gathered  at  the 
park  to  hear  a  final  clue,  they  were  informed 
by  Mr.  Gamble  that  park  work  crews  had 
accidentally  hoed  and  raked  the  hiding  area 
and  another  draft  was  being  offered.  Both 
would  be  paid  if  found.  Within  minutes  a 
young  boy  and  a  city  fireman  discovered 
them. 

Flag  Contest  Salutes  New  State 

KETV  (TV)  Omaha,  Neb.,  last  week 

started  a  three-week  viewer  contest  offering 
awards  to  those  submitting  the  three  best 

designs  for  a  49-state  American  flag.  Eugene 
S.  Thomas,  vice  president-general  manager, 
said  the  contest  calls  for  designs  based  on 

the  entire  flag  rather  than  a  mere  rearrange- 
ment of  stars  into  a  cluster  of  49.  Winning 

designs  will  be  sent  to  President  Eisenhower, 
who  is  expected  to  name  a  committee  to  re- 

design the  flag  since  admission  of  Alaska  as 

a  state.  The  three  winners  will  receive  large 
flags  as  soon  as  a  new  design  is  available. 

KXYZ  Reports  Traffic  From  Air 

As  of  last  week,  morning  listeners  of 
KXYZ  Houston,  Tex.,  can  find  out  the  best 

way  to  drive  to  work,  from  a  helicopter  the 
station  is  using  for  Operation  Skycast.  Each 
weekday  from  7:15  to  8:15  a.m.  KXYZ 
newsman  Bob  Smith  and  Police  Capt.  Tom 
Sawyer  follow  the  traffic  routes  and  give 
direct  reports  of  traffic  conditions  as  seen 
from  the  helicopter.  The  Skycasts,  spon- 

sored by  Houston's  Texas  National  Bank, 
are  aired  six  times  during  the  hour. 

Mishap  Delays  'Copter  Report 

KABC  Los  Angeles  got  its  Operation  Air- 
watch  back  on  the  air  last  Monday  (July  14) 

after  having  been  grounded  for  almost  a  full 

week.  Shortly  after  taking  off  for  its  after- 
noon patrol  of  Los  Angeles  freeways  the 

previous  Monday  the  Airwatch  helicopter 

developed  engine  trouble.  Pilot  Max  Schu- 
macher started  to  set  the  machine  down  in 

an  apparently  vacant  playground,  but  when 
a  group  of  children  started  running  toward 
the  landing  spot,  he  steered  it  away  and 
into  a  tree,  wrecking  the  helicopter.  Mr. 
Schumacher  suffered  two  broken  vertebrae 

which  kept  him  hospitalized  last  week  but  is 
recovering  nicely  and  is  expected  to  be  back 
on  the  job  inside  of  the  month.  Airwatch 
reporter  Donn  Reed,  scratched  and  bruised 
but  not  as  seriously  injured,  will  probably 
return  to  Airwatch  in  the  near  future.  Bob 

Ferris  of  the  KABC  news  staff  is  handling 

the  daily  6:50-9  a.m.  and  3:30-5:45  p.m. 
broadcasts  at  present. 

The  original  helicopter  was  completely 

destroyed  by  the  accident,  a  loss  of  approx- 
imately $50,000,  Riley  Jackson,  packager 

of  the  Airwatch  program,  said  last  week. 

WSFA-TV  Issues  Spot  Tv  Aid 

The  WSFA-TV  Montgomery,  Ala.,  pro- 

gram department  has  prepared  a  presenta- 
tion for  advertisers  and  agencies  that  serves 

as  an  aid  to  better  selling  of  spot  tv.  Titled 

"So  You  Want  to  Sell  Something,"  the 
pamphlet  explains  the  reasons  for  effective 
spot  television  with  typical  case  histories  and 
includes  photographs  of  actual  commercial 
sets.  Copy  samples  for  the  video  and  audio 

portions  of  spots  for  an  automobile,  a  trac- 
tor and  seeds  also  are  enclosed.  The  presen- 

tation concludes  with  a  glossary  of  television 
terms. 

KDKA  Seeks  Future  Sportscasters 

KDKA  Pittsburgh  has  opened  its  second 

annual  "Junior  Sportscaster  Contest"  for 
talented  young  men  who  could  develop  into 

leading  play-by-play  announcers.  The  final- 
ist will  be  invited  to  announce  a  portion  of 

the  Pirates-Redlegs  night  game  Aug.  8.  En- 
trants must  send  biographical  sketches  and 

reasons  for  wanting  to  be  a  sportscaster. 
From  these  letters,  a  committee  will  select 

semi-finalists  who  will  compete  in  tape- 
recorded  interviews.  This  field  will  be  nar- 

rowed to  a  finalist  by  giving  one-inning  ac- 

counts on  tape  of  a  game  July  31.  The  com- 
petition is  sponsored  by  the  Pittsburgh  Pi- 

rates, the  Atlantic  Refining  Co.,  KDKA 

and  the  stations  of  the  Pirates'  radio 
network. 

KFRU  Awards  Dollars  for  Safety 

More  than  8,500  motorized  listeners  to 

KFRU  Columbia,  Mo.,  are  eligible  for  five- 
dollar  cash  awards  in  the  station's  15-week 
"Slow  Down  and  Live"  safety  promotion 
program  which  began  June  2.  Listeners  par- 

ticipate by  obtaining  a  free  bumper  strip  of 
the  slogan  from  one  of  34  program  sponsors. 

Six  times  each  day  at  irregular  intervals 
the  studio  announcer  will  open  the  program 

by  giving  a  sponsor's  name,"  .  .  .  calling 
mobile  cruiser  KD-3324.  It's  time  to  back 
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Scranton 
Ch.  34 

Wltkes-Barre 

•  best  possible  coverage  of  the  nearly 
2,000,000  people  in  the  prosperous 
Scranton— Wilkes-Barre  trading  area 

•  combined  operation  with  identical 
programming— ABC-TV  basic  affiliates 

cal  I    Avery-Knodel   for   avai  labi  I  ities 

Symbol  of  Service 

|T]  TRANSCONTINENT  TELEVISION 
CORPORATION 

WROC-TV,    Rochester    •    WGR,    WGR-TV,  Buffalo 
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CORPORATION 
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PROGRAMS  &  PROMOTIONS  continued 

the  attack  on  accidents!  Please  check  the 

next  car  in  front  of  you  for  the  safety  cru- 

sade." While  getting  the  cruiser  in  position 
the  operator  talks  about  safety  and  describes 
the  make,  color  and  license  number  of  the 

car  in  front.  If  the  driver  stops  for  the  unit 
he  wins  a  silver  dollar,  another  dollar  for 

knowing  the  slogan  and  three  more  dollars  if 

his  car  has  a  bumper  strip.  The  time  re- 
quired for  a  call  averages  three  minutes  but 

has  gone  as  long  as  10  minutes,  the  station 

reports.  After  a  one-minute  commercial 
regular  programming  is  resumed. 

Listeners  'Name  It  &  Claim  It' 

WMGM  New  York  last  week  began  a 

contest,  "Name  It  &  Claim  It,"  offering  a 
cash  booty  to  winning  listeners.  The  give- 

away starts  with  a  prize  of  $500,  with  $50 
added  each  day  until  a  correct  answer  is 

received  from  a  listener.  The  first  partici- 
pant who  sends  in  the  correct  answer  on 

a  postcard  wins  that  contest  and  a  new 
one  then  picks  up.  Rhymed  clues  are  aired 
throughout  the  broadcast  day  leading  to  the 

identity  of  person,  place  or  object.  To  pro- 
mote the  contests,  WMGM  used  a  major 

campaign  in  newspapers,  billboards,  car 

cards,  movie  trailers  in  Loew's  theatres  (sta- 
tion is  owned  by  MGM)  and  a  spot  cam- 

paign on  the  station. 

D.J.'s  Play  Exhibition  Ball 

In  a  benefit  baseball  game  to  promote 

interest  in  the  last  place  New  Orleans  Peli- 
cans the  New  Orleans  Radio  Broadcasters 

Assn.  on  July  1  sponsored  a  team  of  d.  j.'s, 
representing  all  local  stations,  to  play  against 
former  professional  players.  The  game, 

played  before  the  start  of  a  regularly  sched- 
uled Pelican  home  game,  was  called  by  the 

umpire,  Mayor  Chep  Morrison,  in  the  mid- 
dle of  the  second  inning  because  of  reported 

"disputes"  and  "injuries."  A  return  engage- 
ment will  be  scheduled  for  later  in  the 

season. 

DuPont  Names  Six  Fall  'Specs' 

E.  I.  DuPont  de  Nemours  Co.,  Wilming- 
ton, Del.,  has  selected  six  of  the  nine  90- 

minute  productions  to  be  presented  on  CBS- 
TV  next  fall.  The  special  programs,  all  live, 

will  include  "Harvey,"  "The  Count  of 
Moqte  Cristo,"  "Victory,"  "The  Little  World 
of  Don  Camillo,"  "What  Every  Woman 
Knows"  and  "Hamlet." 

"Victory"  and  "Hamlet"  will  be  produced 
by  CBS-TV  under  the  supervision  of  Rich- 

ard Lewine,  director  of  special  programs. 
The  other  DuPont  shows  will  be  produced 
by  David  Susskind  of  Talent  Assoc.  Ltd. 

DuPont's  agency  is  BBDO,  New  York. 

Jaycees  Compete  in  Quiz  Game 

KETV  (TV)  Omaha  is  programming  with 

a  new  half-hour  Saturday  evening  quiz  that 
features  members  of  the  Omaha  and  Coun- 

cil Bluffs  (Iowa)  Junior  Chambers  of  Com- 

merce. Entitled  Sev'n  (the  station's  channel 
number),  the  show  utilizes  a  staff  m.c.  and 
four  panelists  from  Omaha  competing 

against  a  Council  Bluffs  quartette.  The  los- 
ing team  is  replaced  each  week. 

The  game  begins  with  the  m.c.  reading  a 

sentence  which  is  interrupted  by  a  bell  be- 
fore a  "key-action"  word,  for  example, 

"Dwight  Eisenhower  is  (bell)  President." 
The  panelists,  each  holding  four  cards  with 
the  letters  S,  E,  V  and  N,  go  to  the  spelling 
board  after  the  word  is  pronounced  and 
place  their  respective  letters  in  their  proper 

sequence  in  the  word.  Eight  rounds  of  10- 
second  length  are  played.  Each  member  is 
awarded  a  steak  dinner  at  a  local  restaurant, 
an  electric  charcoal  and  log  lighter  and  a 

set  of  men's  toiletries.  The  game  ends  Sept. 
13  when  the  group  having  the  most  wins 
will  have  a  television  set  presented  in  its 
name  to  a  charity  of  its  choice. 

WSOC-TV  Discovers  'Child  Star' 
WSOC-TV  Charlotte,  N.  C,  has  created 

a  local  tv  celebrity  in  a  10-year-old  freckle- 
faced  boy  named  Johnny  Hutchinson  who 

was  picked  by  the  station  to  substitute  for 
vacationing  Brooks  Lindsay  as  host  of  The 

Magic  Forest  show.  The  fluent  fifth-grader 
has  appeared  every  morning  at  nine  the  past 

two  weeks  to  chat  with  "Mort,  the  Squirrel" 
in  the  magic  forest  setting  and  to  introduce 
cartoons.  The  lad  has  achieved  star  status 

on  the  basis  of  phone  calls  and  letters  re- 
ceived, the  station  reports. 

Search  Starts  for  'Miss  No-Cal' 
WRCA-TV  New  York  and  sponsor 

Kirsch  Beverage  Co.  last  Wednesday  (July 

16)  began  a  summer-long  competition  at 

Palisades  Amusement  Park  to  find  "Miss 
No-Cal,"  the  girl  with  the  most  sparkling 
personality.  Weekly  competitions  among 
both  married  and  single  girls  will  end  in 
finals  Aug.  27  with  the  winner  receiving  a 

$1,000  modeling  contract  from  Kirsch 
and  a  Panagra  Airways  tour  of  Panama, 

Peru  and  Ecuador.  Kirsch  bottles  low-calory "No-Cal"  beverages. 

A  LUSTY  CRY  announced  the  arrival 
of  this  nine-pound,  13-ounce  baby  boy 

born  by  a  Caesarian  section  operation 
televised  on  WCHS-TV  Charleston, 
W.  Va.  [Programs  &  Promotions, 

July  14].  The  70-minute  telecast  from 
Charleston  Memorial  Hospital  was 

watched  by  an  estimated  one-million 
viewers,  the  station  reports. 

The  telecast,  narrated  by  a  doctor, 

was  one  of  a  series  presented  with  the 
cooperation  of  the  Kanawha  Medical 

Society.  Closed-circuit  showings  of 
Caesarian  sections  have  been  made 

in  the  past,  but  the  American  Medical 
Assn.  terms  this  a  first  for  commercial 

television,  WCHS-TV  explains. 
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JAZZ  spokesmen  George  Shearing  and  the  Rev.  Norman  J.  O'Connor  demonstrate 
the  importance  of  classical  music  to  the  jazz  musician  on  Jazz  Meets  the  Classics, 

a  new  series  that  began  on  WGBH-TV  Boston  educational  channel  yesterday  (July 
20)  at  3  p.m.  and  will  be  repeated  on  Fridays  at  8:30  p.m.  Produced  last  summer  in 

the  WGBH-TV  studios  for  distribution  to  other  etv  stations,  the  programs  are 

filled  with  the  famous  Shearing  treatment  of  music  common  to  both  forms.  Selec- 

tions in  the  first  program  included  "Late,  Late  Show,"  Beethoven's  "Moonlight 
Sonata,"  "Changing  With  the  Times"  and  "How  High  the  Moon."  Standing  by 
Mr.  Shearing's  piano  is  Father  O'Connor,  Catholic  chaplain  at  Boston  U.  At  the 
bass  is  Al  McKibben;  Percy  Brice  at  drums;  Jean  Thielemans  with  guitar,  and  Emil 
Richards  at  vibraharp. 

Tulsans  Call  for  Explanations 

Listeners  to  KVOO  and  KAKC,  both 

Tulsa,  Okla.,  over  the  Fourth  of  July  week- 
end were  surprised  to  hear  entire  commer- 

cials in  French.  Both  stations  reported  that 
many  persons  called  for  an  explanation  but 

the  stations'  switchboard  operators  had  been 
instructed  to  say  that  the  commercials  pro- 

moted the  opening  of  the  V.  H.  Graham 
Influential  Homes  which  feature  French 

Provincial  as  one  of  the  styles  available. 
Gibbons  Advertising  Agency,  Tulsa  handles 
the  account. 

Trip  to  Moon  Ends  in  Tv  Rescue 

To  create  interest  in  its  program,  Spinach 

Playhouse  (5:30-6:15  p.m.),  WSAZ-TV 
Huntington,  W.  Va.,  sent  program  star  Don 

Waggoner,  the  "Beachcomber,"  on  a  "rocket 
trip  to  the  moon."  On  the  return  flight  he 
"crashed"  on  an  island  in  the  Kanawha 
River,  opposite  Charleston,  W.  Va.  The 

"crash"  occurred  at  8  p.m.,  July  8,  and  the 
"Beachcomber"  spent  the  night  shooting 
fireworks  to  draw  attention.  WSAZ-TV  re- 

mote units  arrived  in  the  morning  and  tele- 
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vised  the  rescue  operation  during  the  regular 

program  time.  Several  thousand  Charleston 
residents  witnessed  the  scene  as  a  helicopter 
lifted  Mr.  Waggoner  to  shore,  the  station 

reports.  WSAZ-TV  hosted  a  press  party  at 
the  Charleston  Press  Club  later  that  evening. 

WINS  Grants  News  Tip  Raise 

As  a  means  of  improving  its  news  cover- 
age, WINS  New  York  last  week  announced 

a  new  policy  under  which  the  station  will 

pay  $25  for  each  verified  news  tip.  Pre- 
viously, the  station  had  paid  $25  for  the 

best  news  tip  of  the  week.  Under  the  present 
system,  each  $25  winner  also  will  be  eligible 
for  an  additional  $25  for  the  best  tip  of  the 
week. 

MBS  Schedules  Service  Games 

The  major  football  games  of  the  nation's three  service  academies  will  be  broadcast 

over  Mutual  next  fall,  with  nine  of  the  11 

games  on  MBS'  schedule  featuring  the 
Army,  Air  Force  or  Navy  teams.  The  full 
schedule  of  Saturday  games,  starting  Sept. 

27  and  ending  Nov.  29  with  the  Army-Navy 
game,  will  be  made  available  to  Armed 

Forces  Radio  Service  for  beaming  to  mili- 
tary personnel  abroad. 

WVET  Listeners  Save  Tv  Stamps 

An  arrangement  has  been  negotiated  be- 
tween WVET  Rochester,  N.  Y.,  and  Top 

Value  Stamp  Enterprises  to  provide  mil- 
lions of  stamps  to  listeners  who  send  in  the 

list  of  Top  Value  items  aired  throughout 

each  week.  The  audience-participation  game 
went  into  effect  July  14.  Entries  are  being 
sent  to  Box  1280,  Rochester,  coinciding  with 

the  station's  frequency  number. 

MERCHANDISING 

makes  the 

DIFFERENCE 

KBTV  is  Denver's  _ 

only 

Station! 

WISE 
to  offer  advertisers  the 

highly  successful  MAP*  Plan  — 
Denver's  only  grocery  and  drug 
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A  HAZARD  THAT 

NEVER  SLEEPS 
PEOPLE 

A  WEEKLY  REPORT  OF  FATES  AND  FORTUNES 

A  daily  occurrence  — 
Radio  and  TV  Stations 

are  accused  of 

LIBEL  —  SLANDER 

PIRACY  —  PLAGIARISM 

INVASION  OF  PRIVACY 

COPYRIGHT  VIOLATION 

through  act  of  station, 
staff,  announcer,  speaker, 

talent,  commentator,  sponsor. 

THE  SPOKEN  WORD  IS  MASTER! 
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INSURE 
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Excess  Policy 
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Write  for  details  and  rates 
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Why  Suffer? 

RELIEF  FOR  THOSE  WHO 

SUFFER  FROM  THE 

SYMPTOMS  OF 

ULCERS 

(MADISON  AVENUE  INDIGESTION) 

W.  B.  R.,  Chicago,  says,  "Now, 
at  last,  since  taking  U-90 
cabbage  juice  extract  tablets,  I 
have  no  more  pain  or  symptoms 
of  an  ulcer.  I  eat  anything  I 

want  and  sleep  all  night  with- 
out the  misery  I  so  long  endured. 

I  cannot  thank  you  enough  for 

the  relief  I  now  enjoy." 

U-90  IS  A  SECRET  FORMULA  FOR  THE  RELIEF 
OF  THE  SYMPTOMS  OF  ULCERS.  TWO  TABLETS 

AFTER  EACH  MEAL  GIVE  YOU  THE  EQUIVA- 
LENT OF  TWO  QUARTS  OF  CABBAGE  JUICE 

DAILY.  SEND  $9.95  FOR  BOTTLE  OF  100 
TABLETS  (or  send  name  and  address  for 

C.  O.  D.  delivery).  DO  IT  TODAY!  MONEY- 
BACK  GUARANTEE. 

HEALTH-RITE  Distributors 

P.  O.  Box  803-B 

SIOUX  CITY,  IOWA 

ADVERTISERS  &  AGENCIES 

L.  C.  MacGLASHAN,  account  manager  on  Boyle- 
Midway  Div.  of  American  Home  Products  Corp. 
account,  and  WRIGHT  NODINE,  account  executive 
on  American  Motors  Corp.  (automotive  div.), 
Geyer  Co.,  New  York,  elected  v.p.'s  of  agency. Mr.  MacGlashan  joined  Geyer  last  year,  having 
previously  served  with  Maxon  Inc.,  Kudner 
Agency,  Gardner  Co.  and  Brooke,  Smith  French 
&  Dorrance.  Mr.  Nodine  was  with  W.  Earl  Both- 
well  when  it  merged  with  Geyer  in  1952. 

WALTER  T.  KADI,  advertising-merchandising  man- 
ager of  Pate  Oil  Co.,  Milwaukee,  also  appointed 

advertising  manager  of  Oklahoma  Oil  Co.,  Chi- 
cago. 

NORMAN  F.  BEST,  v. p.  in  account  management  for 
Erwin  Wasey,  Ruthrauff  &  Ryan  Inc.,  L.A.,  re- 

signs to  assume  executive  post  with  Campbell- 
Mithun,  Minneapolis,  Minn. 

ALAN  M.  BERGER,  formerly  media  director  of 
Stiller,  Rouse  &  Hunt,  L.A.,  joins  Tilds  &  Cantz, 
LA.,  in  same  capacity. 

ROBERT  E.  BRITTON,  v.p.  and  marketing-research 
director,  MacManus,  John  &  Adams,  Bloomfield, 
Hills,  Mich.,  appointed  to  research  committee, 
American  Assn.  of  Advertising  Agencies. 

RAY  J.  MAUER  and  DANIEL  A. 
PACKARD,  v.p.'s  of  John  A. 
Geyer  Co.,  New  York,  Day- 

ton and  Detroit,  elected  to 
agency's  board  of  directors. 
Mr.  Mauer,  radio-tv  director, 
joined  Geyer  in  1955  from 
Cunningham  &  Walsh.  Mr. 
Packard,  marketing  director, 
joined  Geyer  two  years  ago 
from  McCann-Erickson  and 
its  subsidiary,  Market  Plan- ning Corp. 

ROBERT  ALEDORF,  formerly  in 
research  posts  with  C.  J.  La- 
Roche  &  Co.,  N.Y.,  and  Young 
&  Rubicam,  NY.,  appointed 
research  director  of  Erwin 
Wasey,  Ruthrauff  &  Ryan, 
NY. 

EGON  MERKER,  formerly  with 
Woman's  Home  Companion, 
to  Monroe  F.  Dreher  Inc., 
NY.,  as  production  manager, 
responsible  for  production 
and  traffic  coordination  on 

all  agency  accounts. 

MR.  MAUER 

MR.  PACKARD 

WILLIAM  C.  PATTERSON,  formerly  with  W.  T.  Grant 
Co.,  NY.,  joins  New  York  office  of  Dancer-Fitz- 

gerald-Sample as  tv  show  supervisor. 

WILLIAM  E.  PENSYL,  v.p.  in  charge  of  creative 
services  for  Ketchum,  MacLeod  &  Grove  Inc., 
Pittsburgh,  elected  member  of  board  of  gover- 

nors. WILLLIAM  E.  PARKER,  v.p.,  elected  secretary 
of  corporation. 

ARNOLD  BELASCO,  formerly  account  executive  at 
Albert  Frank-Guenther  Law,  N.Y.,  promoted 
from  assistant  advertising  manager  to  advertis- 

ing manager  of  Mosler  Safe  Co.,  NY. 

ALDEN  GRIMES,  v.p.  in  charge 
of  agency  research  at  Camp- 
bell-Mithun,  named  market- 

ing v.p.  and  sent  to  Chicago 
for  primary  assignment  on 
American  Dairy  Assn.  LESLIE 
BELDO,  research  director  for 
Minneapolis  operations,  pro- 

moted to  director  of  research 
for  entire  agency. 

MARIAN    MISH    GANONG,  for- 
MR.  GRIMES  merly     account  coordinator for  Hixson  &  Jorgensen,  L.A., 

appointed  west  coast  representative  of  Farson, 
Huff,  &  Northlich  Inc.,  Cincinnati,  Ohio. 

IRVIN  S.  DOLK  resigns  as  v.p.  and  treasurer  at 
Lamport  ,Fox,  Prell  &  Dolk  Inc.,  South  Bend, 
Ind.  He  will  continue  in  consulting  capacity. 
WALTER  A.  RITKE  and  J.  WYNN  SMITH  named  ac- 

count executives. 

CHARLES  B.  H.  PARKER,  v.p.  and  merchandising 
director,  Wilson  Haight,  Welch  &  Grover,  NY. 
and  Hartford,  to  Charles  W.  Hoyt  Co.,  N.Y.,  as 
assistant  to  board  chairman,  WINTHROP  HOYT. 

mmmmmmm 

DAVID  ALDRICH,  formerly  of  Look  and  Newsweek, 
to  Ketchum,  MacLeod  &  Grove  Inc.,  NY.,  as 
public  relations  account  executive  on  Westing- 
house  Broadcasting  Co.  account. 

MARY  S.  GUTHRIE,  former  account  executive  for 
Reuben  H.  Donnelley  Corp.,  Chicago,  appointed 
public  relations  director  for  James  B.  Rogers 
Assoc.,  Baltimore,  Md. 

ARTHUR  STAFFORD,  account  supervisor  in  San  Juan, 
Puerto  Rico,  office  of  McCann-Erickson,  pro- 

moted to  assistant  manager. 

SAMUEL  R.  GUARD,  formerly  with  Chicago  Tribune, 
as  senior  study  director  in  consumer  research 
department,  joins  McCann-Erickson  Inc.,  Chi- 

cago as  senior  analyst  in  research  department. 

STEPHEN  LUKACS,  assistant  general  office  manager, 
MacManus,  John  &  Adams,  Bloomfield  Hills, 
Mich.,  to  general  office  manager. 

CHESTER  GLODLEK,  formerly  with  Campbell- 
Mithun,  Chicago,  joins  production  department  of 
Guild,  Bascom  &  Bonfiglio,  S.F.  Other  additions 
include  MARILYN  CAMPBELL,  previously  with 
Young  &  Rubicam,  NY.,  to  media  staff;  NORMAN 
LENZER,  to  copywriting  department  and  CHARLES 
CHALMERS  to  marketing  staff. 

LAWRENCE  R.  O'NEILL,  group  copy  supervisor  for 
VanSant,  Dugdale  &  Co.,  Baltimore,  Md.,  pro- 

moted to  copy  chief. 

FRANK  H.  NEWTON,  formerly  copy  chief  at  Clin- 
ton E.  Frank,  Chicago,  named  copy  chief  at 

Gordon  Best  Co.,  Chicago. 

NORMAN  ROSS,  Chicago  radio-tv  personality, 
scheduled  by  Quaker  Oats  Co.,  to  serve  as  m.c. 
for  company's  fifth  annual  Ken-L-Ration  Dog Hero  award  dinner  at  Palmer  House  that  city 
Aug.  13. 

CHESTER  W.  RUTH,  formerly  advertising  director  of 
Republic  Steel  Corp.,  died  July  7  in  Lakeside 
Hospital,  Cleveland. 

ZENAS  L.  POTTER,  71,  former  Benton  &  Bowles 
executive,  died  July  9  at  his  Carmel,  Calif., 
home. 

FILM 
JAME  A.  PIKE,  film  director  of 
WNAC-TV  Boston,  Mass., 

named  v.p.  of  yankee  divi- 
sion of  RKO  Teleradio  Pic- 

tures Inc.  and  WNAC-TV. 
MILTON  LEWIS  resigns  from 

Paramount  Pictures'  talent 
department  to  head  similar 
department  of  Desilu  Pro- ductions. 

MR  PIKE  JOHN  F-  HOWE,  formerly  with CBS-TV  as  studio  supervisor 

and  stage  manager,  appointed  account  executive for  Telestudios  Inc.,  NY. 

CHARLES  ADAMS,  formerly  v.p.  in  charge  of  tv 
commercial  productions  for  Loucks  &  Norling, 

N.Y.,  appointed  producer-account  executive  at 
Transfilm  Inc.,  N.Y.,  producer  of  tv  film  com- mercials and  industrial  films. 

L.  V.  SEICSHNAYDRE,  New  Orleans  representative, 

Republic  Pictures,  named  Southwest  representa- tive for  Sterling  Television  Co. 

BURT  SLOANE,  trade  publicity  manager,  United 

Artists  Corp.,  to  assistant  publicity  manager  suc- 
ceeding MAURICE  SEGAL,  transferred  to  Holly- 

wood as  West  Coast  publicity  coordinator  for 
UA  and  UA-TV.  Mr.  Sloan  will  be  succeeded 

by  JOHN  SKOURAS,  moving  up  from  assistant 
special  events  director. 

CLAY  V.  HAKE,  formerly  in  charge  of  foreign 

sales  and  distribution  of  movie  "The  Ten  Com- 
mandments," joins  Famous  Players  Canadian 

Corp.  to  assist  with  organization  of  Telemeter 
developments  in  Canada. 

SID  BLUMENSTOCK,  Paramount  Pictures'  advertis- 
ing manager  since  1949,  resigned  effective  Aug. 

1.  Mr.  Blumenstock  served  as  assistant  head  of 

Paramount  advertising  publicity  and  exploita- 
tion department. 

PAUL  A.  HEISE,  57,  veteran  of  30  years  with  United 
Press  Movietone  and  Movietone  News,  died  in 
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Pasadena,  Calif.,  following  major  surgery  at 
Huntington  Memorial  Hospital. 

NETWORKS 

BILL  ASHER,  veteran  NBC  contract  producer-di- 
rector, signed  to  produce  and  direct  Dinah  Shore 

Chevy  Show  series,  returning  to  Sun.,  9-10  p.m. 
slot  Oct.  5.  Mr.  Asher  replaces  CHARLES  DUBIN, 
originally  slated  to  helm  Shore  programs.  Mr. 
Dubin  was  dropped  following  his  appearance  last 
month  as  "an  unfriendly  witness"  before  House 
Committee  on  Un-American  Activities. 

JACK  MEYERS,  former  CBS-TV  executive  at  ad- 
ministrative and  producing  levels,  joins  NBC-TV 

as  manager  of  film  programming,  succeeding 
FRED  HAMILTON,  promoted  to  director  of  film  pro- 

gramming. Mr.  Hamilton  replaces  FRANK 
CLEAVER,  elevated  to  v.p.  of  California  National 
Productions,  NBC  subsidiary. 

RAY  DIAZ,  former  national  program  director  for 
ABC,  named  director  of  station  services  depart- 

ment of  MBS,  succeeding  CHARLES  (CHUCK)  KING, 
who  joins  NTA  Film  Network's  station  relations department. 

BARRY  WOOD,  formerly  executive  producer  of 
NBC-TV's  Wide  Wide  World,  who  joined  CBS- 
TV  recently,  has  been  assigned  to  produce  new 
country  music  program  featuring  JIMMY  DEAN,  to 
be  presented  on  CBS-TV,  starting  Sept.  15 
(Mon.-Fri.,  2-2:30  p.m.). 

CRAIG  JENNINGS,  sales  promotion  assistant  for 
KNX  Los  Angeles  and  CBS  Radio  Pacific  Net- 

work, named  sales  service  manager  for  CRPN, 
suceeding  JIM  FRANCIS,  who  joins  Peters,  Griffin 
&  Woodward,  station  representatives. 

RALPH  >JELSON,  Emmy-award  winning  tv  direc- 
tor, has  been  signed  to  new  one-year  contract 

with  CBS-TV.  Mr.  Nelson  won  Tv  Academy 
"Emmy"  award  on  Playhouse  90  series  for  di- 

rection of  "Requiem  for  a  Heavyweight"  in 1956. 

W.  J.  McEDWARDS,  formerly  assistant  media  di- 
rector, Tatham-Laird,  Chicago,  and  JOHN  F. 

BROOKMAN,  public  relations  staff,  Fulton,  Mor- 
rissey  Co.,  Chicago,  named  account  executive 
and  sales  development  and  presentation  assistant 
respectively  in  central  division,  NBC-TV. 

DELBERT  MANN,  tv  and  film  director  and  holder 
of  "Oscar"  for  film  version  of  "Marty,"  signed 
to  direct  three  Playhouse  90  dramas  next  season. 

JEAN  CASTLES  rejoins  ABC-TV  press  information 
department  as  photo  editor. 

JOHN  HORN,  member  of  Person-to-Person  staff 
for  severals  years,  appointed  feature  editor  in 
CBS-TV's  press  information  department. 

STATIONS 

MR.  O'FRIEL 

PAUL  G.  O'FRIEL,  former  as- 
sistant to  v.p.  in  Pittsburgh 

of  Westingthouse  Broadcast- 
ing Co.  and  acting  general 

manager  of  KDKA  Pitts- 
burgh, appointed  general 

manager  of  WBZ  Boston  and 
WBZA  Springfield,  Mass., 
both  WBC  outlets.  Mr. 
O'Friel  succeeds  PAUL  E. 
MILLS,  named  midwest  tv 
sales  manager  of  WBC's  Chi- 

cago office  [AT  DEADLINE, 
July  14].  Mr.  Mills  had  been 
general  manager  of  WBZ- 
WBZA  since  1953. 

ROY  LA  MERE,  general  man- 
ager of  WCMS  Norfolk,  Va., 

appointed  eastern  division 
manager  of  Blumenthal  radio 
stations.  Mr.  La  Mere  will 
continue  as  general  manager 
of  WCMS  as  well  as  assume 
management  of  WARL  Ar- 

lington, Va.  Other  WCMS 
promotions  include  AL  LYNN, 
director  of  operations;  LON 

F.  BACKMAN  resumes  duties  as  news  director; FRED  BABBITT,  account  executive,  and  WADE  WIL^ LIAMS,  production  director. 

ELLEN  STOUTENBERG,  formerly  program  director 
at  WITH  Baltimore,  joins  WIP  Philadelphia  as assistant  program  director. 

HARRY  E.  TRAVIS  resigns  as  v.p.  in  charge  of  sales 
Broadcasting 

MR.  MILLS 

at  WNEM-TV  Bay  City,  Mich.,  to  establish  ad- 
vertising agency  in  Bay  City.  RUSSELL  GOHRING, 

who  remains  v.p.  of  WNEM-TV  and  Gerity 
Broadcasting  Co.,  takes  on  Mr.  Travis'  previous duties. 

JOHN  L.  McCLAY,  formerly  as- 
sistant to  v.p.  at  KYW-TV 

Cleveland,  Ohio,  appointed 
general  manager  [AT  DEAD- LINE, July  14]. 

JOHN  B.  OSBORNE  joins  WCOL 
Columbus,  Ohio,  as  director 
of  new  sales  development 
and  planning  department. 

NED  CRAMER,  staff  director  at 

MR.  McCLAY  WCBS-TV   New    York,  pro- moted to  assistant  program 
director,  succeeding  DAN  GALLAGHER,  named 
program  director  following  elevation  of  HAL 
HOUGH  to  executive  programming  post  at  CBS- 
TV  Stations  Div. 

JAMES  CLARK,  formerly  program  director  and 
commercial  manager  at  WFMO  Fairmont,  N.  O, 
named  general  manager  of  WJOT  Lake  City, 
S.  C,  succeeding  RAY  STARR,  resigned. 

WALTER  J.  DAMM,  v.p.  Mil- 
waukee Journal  Co.  and  gen- 

eral manager  of  its  broad- 
cast operations  (WTMJ-AM- 

TV)  retires  Sept.  27  [AT 
DEADLINE,  July  14]  after 
42  years  with  Journal  organi- 

zation. Mr.  Damm  will  be 
succeeded  as  general  man- 

ager of  radio  and  tv  by 
GEORGE  COMTE,  manager  of 
radio  and  tv.  Succeeding  Mr. 
Comte  will  be  ROBERT  HEISS, 
present  assistant  manager. 
Mr.  Comte  started  with 
Journal  Co.  as  general  an- 

nouncer, became  assistant  to 

manager  in  1950,  stations' manager  in  1952  and  manager 
of  radio  and  tv  for  Journal 
stations  in  1956.  Mr.  Heiss, 
who  started  as  WTMJ  an- 

nouncer in  1934,  became  chief 
of  announcers  in  1938,  pro- 

gram supervisor  in  1941, 
sports  announcer  and  sports 
director  in  1953  and  assistant 
manager  of  radio  and  tv  in 
1956. 

ELMER  G.  MUSCHANY,  program 
director  KXOX  St.  Louis, 
Mo.,  promoted  to  business 
manager  and  LARRY  MONROE, 
former  director  of  program- 

ming for  Public  Radio  Corp. 
(KIOA  Des  Moines,  Iowa, 
and  KAKC  Tulsa,  Okla.) 
named  program  directo  r 
KXOX. 

MR.  DAMM 

MR.  HEISS 
GEORGE  GINGELL,  with  WRBL- 

AM-TV  Columbus,  Ga.,  since  1948,  appointed  di- 
rector of  newly-created  department  of  public affairs. 

TOM  PARRINGTON,  national 
sales  representative  for 
WKY-TV  Oklahoma  City, 
Okla.,  promoted  to  national 
sales  manager. 

BOB  BROWN,  formerly  sales 
manager  at  KXOR  Oxnard, 
Calif.,  named  station  man- 

ager of  KVEC  San  Luis  Ob- 
ispo, Calif. 

A.  S.  (GUS)  TREVILIAN,  sales 
manager  of  WSLS-TV  Roa- 

noke, Va.,  promoted  to  commercial  manager  of 
WSLS-AM-FM-TV.  Also,  CARROLL  HARRISON,  an- 

nouncer and  salesman,  named  local  tv  sales 
manager. 

MR.  PARRINGTON 

EDWARD      B.      (TED)  KIMBALL, 
sales  manager  of  KSL-TV 
Salt  Lake  City,  Utah,  named 
manager  of  music  services, 
new  division  of  Radio  Serv- 

ice Corp.  of  Utah,  parent  or- 
ganization of  KSL-AM-FM- TV. 

JAMES  P.  HENSLEY,  former 
sales  manager  at  WBBM  Chi- 

cago, named  v.p.  and  general 
manager  of  WEEP  Pitts- 

burgh. Mr.  Hensley  entered 
radio  in  1951  as  account  executive  with  KNX 
Los  Angeles.  In  1953  joined  CBS  spot  sales  work- 
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PEOPLE  CONTINUED 

ing  in  both  San  Francisco  and  Chicago  divisions. 

C.  B.  (BUS)  HELLER,  sales  manager  of  WIMA  Lima, 
Ohio,  takes  on  additional  duties  as  station  man- 

ager. J.  L.  (JACK)  SPRING,  sales  manager  of  WIMA- 
TV,  adds  duties  as  station  manager. 

BOB  WALTON,  former  local  and  regional  sales 
manager  for  WSPA-TV  Spartanburg.  S.C.,  ap- 

pointed program  director  and  manager  of  re- 
gional and  local  sales  for  WRBL-TV  Columbus, 

Ga. 

JUNIUS  R.  FISHBURN,  former 
account  executive  of  Sim- 

mons Assoc.,  Chicago,  ap- 
pointed midwestern  sales 

manager,  WABD  (TV)  New 
York  and  WTTG  (TV)  Wash- 

ington, tv  outlets  of  Metro- 
politan Broadcasting  Co. 

HARRY  BULOW,  formerly  with 
KFMB-TV  San  Diego,  Calif- 
joins  XEMO  Tijuana-San 
Diego  as  sales  manager. 
Also,  PAT  WALDEN,  formerly 

with  KCBQ  San  Diego  and  KRAM  Las  Vegas, 
Nev.,  joins  XEMO  as  assistant  sales  manager. 

DR.  HEINZ  HABER,  formerly  chief  science  consul- 
tant to  Walt  Disney  Productions,  joins  KNXT 

(TV)  Los  Angeles  to  serve  in  identical  capacity. 

ROY  JORGENSEN,  formerly 
manager  KYUM  Yuma,  Ariz., 
named  local  sales  manager 
for  KSBW-TV  Salinas,  Calif. 

ALAN  TRENCH,  former  sales 
head  at  WCAE  Pittsburgh, 
Pa.,  assumes  duties  as  sales 
manager  at  WTAE-TV  Pitts- 

burgh, looking  toward  Sept. 
15  start  of  station  operations. 
Other  staff  members  include 
JAMES  GORMLY,  business  man- 

ager; GREGG  VAN  CAMP,  pro- 
motion head;  HOWARD  RESER,  film  director  and 

LOU  WAGNER,  chief  engineer. 

MR.  FISHBURN 

MR.  JORGENSEN 

JOHN  C.  CONNIFF  named  merchandising  field  rep- 
resentative for  WWLP  (TV)  Springfield,  Mass., 

and  WRLP  (TV)  Greenfield,  Mass.  Other  ap- 
pointments: ROSEMARIE  NILES,  account  executive 

for  WRLP  (TV),  and  GILBERT  L.  WEST  JR.,  staff 
announcer  at  WWLP  (TV). 

PETE  ODENS,  former  manager  at  KICO  Calexico, 
Calif.,  joins  KXO  El  Centro,  Calif.,  as  news 
editor. 

GEORGE  SINGER,  formerly  program  director  and 

d.j.  at  KLIF  Dallas,  Tex.,  to  KTLN  Denver,  as 
program  director.  Other  personnel  additions  in 
KTLN  sales  department  are  TOM  MULVEY,  ac- 

count executive  at  KTVR  (TV)  Denver;  LEONARD 
KEHL,  formerly  with  KMYR  Denver,  and  DAROLD 
KELLY,  formerly  with  KOA-TV  Denver. 

BOB  BILLMAN  appointed  news  editor  of  KVTV 
(TV)  Sioux  City,  Iowa. 

JAMES  L.  CAMPBELL,  account  executive  for  WCKT 
(TV)  Miami,  promoted  to  newly-created  post  of 
local  sales  manager. 

BOB  RAY,  former  news  direc- 
tor and  account  executive  of 

WPTV  (TV)  West  Palm 
Beach.  Fla.,  named  local  and 
regional   sales  manager. 

NED  CRAMER,  WCBS-TV  New 
York  staff  director  since 
1951,  promoted  to  assistant 
program  director. 

LOUIS  BUCK,  appointed  ac- 
count executive  for  radio 

sales    for    WSM  Nashville, 
MR.  RAY 

Tenn. 

JOHN  P.  BARBIERI,  formerly  with  advertising 
sales  staff  of  Philadelphia  Daily  News,  joins 
sales  staff  of  WFIL  Philadelphia,  Pa. 

BILL  FREELAND,  formerly  with  WRVA  Richmond, 
Va.,  joins  WQAM  Miami,  Fla.,  as  night  news 
editor  and  announcer. 

ROGER  SHARP,  former  newscaster,  producer  and 
writer  with  WTVT  (TV)  Tampa,  Fla.,  joins 
WEWS  (TV)  Cleveland  news  staff. 

BOB  JONES,  personality,  formerly  with  WIST 
Charlotte,  N.C.,  joins  WSOC  Charlotte. 

LUCILLE  WALLEN,  formerly  with  Activated  Chemi- 
cals &  Products  Co.,  Hollywood,  joins  KBIG 

Santa  Catalina,  Calif.,  as  executive  secretary  in 
Hollywood  headquarters,  succeeding  GLORIA 
BIZARI,  resigned. 

ROSS  MULHOLLAND,  formerly  with  WXYZ-AM- 
TV  Detroit,  joins  WABC  New  York  as  m.c.  of 
early  morning  show. 

CLYDE  R.  SPITZNER,  WFIL  Philadelphia  radio  ex- 
ecutive, elected  42nd  president  of  Poor  Rich- 

ard Club,  advertising  organization. 

JERRY  and  JIMMA  STRONG,  husband  and  wife 
team    on   WMAL-AM-FM-TV,    Washington,  left 

available  fox* 

TV  PRODUCERS 

We  offer  immediate  advances  against 

rental  contracts  for  completed  series 

of  filmed  television  programs,  backed 

by  resources  of  over  $50,000,000.  No 

red  tape... no  delays.  Simply  contact 

CREDITAIRE  CORPORATION 

530  FIFTH  AVENUE     •     NEW  YORK  36,  N.  Y. 

phone:  OXford  7-6677 

for  17-day  tour  of  Europe  to  film  and  tape  inter- 
views for  their  tv  and  radio  programs. 

GORDON  ROTH,  farm  editor,  KCBS  San  Fran- 
cisco, made  an  honorary  member  of  4-H  Club. 

JANE  TODD,  KCBS  broadcaster,  selected  as  mem- 
ber of  National  Advisory  Council  on  radio-tv 

for  National  Society  for  Crippled  Children. 
DAVE  CORBIN,  formerly  promotion  copywriter, 
promoted  to  audience  promotion  assistant. 

DICK  KNOWLES,  formerly  field  correspondent  and 
news  editor  for  Armed  Forces  Network  in  Ger- 

many, assigned  to  report  for  WTOP  Washing- 
ton from  West  Germany. 

REPRESENTATIVES   

GEORGE  BEAVERS,  former  commercial  manager, 
WGHF  (FM)  Brookfield,  Conn.,  to  New  York 
sales  staff  of  Broadcast  Times  Sales,  radio  sta- 

tion representative. 

RICHARD  J.  DUNNE,  salesman  at  WINS  New  York, 
to  sales  staff  of  Adam  Young  Inc. 

PROGRAM  SERVICES 

FRED  J.  GREEN,  formerly  superintendent  of  bu- 
reaus for  United  Press  International,  named  ad- 

ministrative office  of  Pacific  division  of  UPI  with 
headquarters  in  S.  F. 

BILL  BURCH,  associate  producer  of  Tennessee 
Ernie  Ford  Show  last  season,  named  producer  of 
George  Gobel  Show,  owned  by  Gomalco  Inc. 

MANUFACTURING  mmmmm LOUIS  A.  de  ROSA  elected  v.p.  in  charge  of  elec- 
tronic countermeasures  for  consolidated  IT  & 

T  Labs.,  Nutley,  N.J.  Other  new  v.p.'s  and  areas 
of  responsibility  are  SVEN  H.  DODINGTON,  avion- 

ics; ARMIG  G.  KANDOIAN,  communications  sys- 
tems; ARNOLD  M.  LEVINE,  missile  systems  and 

DR.  CHARLES  D.  W.  THORTON,  physical  sciences, 
components  and  instrumentation. 

THOMAS  P.  COLLIER,  formerly  v.p.  of  Bruce  Payne 
Assoc.,  management  consultant,  to  Motorola 
Inc.,  Chicago,  as  director  of  international  opera- 
tions. 
JOHN  B.  HUNT,  former  controller  of  Ford  Motor 
Co.  of  Canada,  Ltd.,  named  assistant  general 
manager  of  Philco  Corp.'s  government  and  in- dustrial division. 

B.  F.  BENNING,  manager  of  lighting  sales  for 
Graybar  Electric  Co.  N.Y.,  promoted  to  general 
manager  of  lamp  and  lighting  sales,  effective 
Aug.  1,  replacing  R.  C.  KINNEY,  who  retires  on 
that  date.  Other  personnel  changes  include  L.  A. 
PETERSON  to  district  operating  manager  at  Seattle; 
R.  V.  YOUNG,  branch  manager  at  Jackson,  Miss.; 
E.  P.  KEMPEN,  branch  manager  in  Corpus  Christi, 
Tex.,  and  M.  J.  SULLIVAN  becomes  manager  at 
Youngstown. 

EDWARD  M.  LISOWSKI,  former  regional  sales  engi- 
neer for  Philco  Co..  named  sales  representative 

in  Dayton,  Ohio,  for  General  Precision  Labora- 
tory Inc.,  Pleasantville,  N.Y. 

JOHN  H.  CASHMAN,  58,  founder  and  former  presi- 
dent. Radio  Craftsmen  Inc.,  electronics  firm,  and 

pioneer  in  short  wave  and  high  fidelity  prod- 
ucts, died  in  Chicago  July  10,  following  heart attack. 

TRADE  ASSNS. 

BEN  PASCHALL,  general  manager  of  KFXM  San 
Bernardino,  Calif.,  elected  district  director  of 
Southern  California  Broadcasters  Assn.  Mr. 
Paschall  succeeds  ROBERT  BLASHEK,  KCMJ  Palm 
Springs. 

INTERNATIONAL  ̂      •  1  • 
GORDON  W.  BURNETT,  formerly  general  manager 
of  Radio  Guardian,  Port  of  Spain,  Trinidad,  and 
manager  of  CJKL  Kirkland  Lake,  Ont.,  named 
president  of  CHOW  Welland,  Ont.,  new  500  w 
daytime  station  on  1470  kc.  Managing  director 
is  DOUG  MANNING,  formerly  of  CHEX  Peter- 

borough, Ont.,  and  sales  manager  is  ROBERT 
E.  REDMOND,  also  formerly  of  CHEX. 
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FOR  THE  RECORD 

Station  Authorizations,  Applications 
As  Compiled  by  BROADCASTING 

July  10  through  July  16 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 
DA — directional  antenna,  cp — construction  per- 

mit. ERP — effective  radiated  power,  vhl — very 
high  frequency,  uhf — ultra  high  frequency,  ant. 
— antenna,  aur. — aural,  vis. — visual,  kw — kilo- 

watts,   w — watt,    mc — megacycles.    D — day.   N — 

New  Tv  Stations 

ACTIONS  BY  FCC 

Tucson,  Ariz. — Board  of  Regents  of  U.  of  Ariz., 
—Granted  ch.  6*  (82-88  mc);  ERP  .933  kw  vis., 
.562  kw  aur.  ant.  height  above  average  terrain 
111  ft.,  above  ground  276  ft.  Estimated  construc- 

tion cost  $173,101,  first  year  operating  cost  $26,962. 
Studio-Trans  location  Herring  Hall,  UA  campus, 
Geographic  coordinates  32°  13'  50"  N.  Lat.,  110° 
57'  9"  W.  Long.  Trans,  ant.  RCA.  Legal  counsel J.  Byron  McCormick,  UA.  Announced  July  16. 
Fajardo,  P.  R. — Continental  Bcstg.  Corp. — 

Granted  ch.  13  (210-216  mc);  ERP  .851  kw  vis., 
.427  kw  aur.;  ant.  height  above  average  terrain 
50  ft.,  above  ground  237  ft.  Estimated  construc- 

tion cost  $35,906,  first  year  operating  cost  $50,000 
revenue  $60,000.  P.  O.  address  Ponce  de  Leon 
Ave.  566,  Box  168,  Hato  Rey,  Puerto  Rico  Studio 
location  Fajardo,  P.  R.  Trans,  location  Fajardo, 
P.  R.  Geographic  coordinates  18°  19'  54"  N.  Lat., 
65°  39'  04"  W.  Long.  Trans.  Adler,  ant.  RCA. Consulting  engineer  Kear  and  Kennedy,  Wash., 
D.  C.  Continental  Bcstg.  operates  WHOA  San 
Juan,  P.  R.,  and  is  owned  by  William  R.  Anthony 
(71.43%)  and  others.  Mr.  Anthony  is  electronic 
engineer.  Announced  July  16. 

APPLICATION 

Jonesboro,  Ark. — George  Ternreich,  ch.  8  (180- 
186  mc);  ERP  55.69  kw  vis.,  27.85  kw  aur.;  ant. 
height  above  average  terrain  424  ft.,  above 
ground  339  ft.  Estimated  construction  cost  $212,- 
164,  first  year  operating  cost  $100,000  revenue 
$200,000.  P.  O.  address  601  Garrison  Ave.,  Fort 
Smith,  Ark.  Studio-Trans,  location,  Jonesboro. 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorization. SSA — special  service  authorization. 
STA — special  temporary  authorization.  * — educ. 

Geographic  coordinates  35°  54'  23"  N.  Lat.,  90° 
41'  37"  W.  Long.  Trans. -ant.  GE.  Legal  counsel Spearman  &  Roberson,  Washington.  Consulting 
engineer  Robert  Silliman  &  Assoc.,  Washington. 
Mr.  Hernreich.  sole  owner,  is  licensee  of  KFPW 
Fort  Smith.  Announced  July  15. 

Existing  Tv  Stations 

ACTIONS  BY  FCC 

WXYZ-TV  Detroit,  Mich.— Waived  Sect.  3.613 
of  rules  and  granted  application  to  move  trans, 
and  studio  location  to  about  1V2  miles  oustide 
city  limits,  increase  ant.  height  from  460  to 
1,000  ft.,  and  change  ant.  system  and  other 
equipment. 
KXLJ-TV  Helena,  Mont.— Granted  90-day  ex- 

tension of  special  temporary  authority  from 
July  17  to  operate  tv  intercity  relay  system  for 
off-the-air  pickup  of  programs  of  KXLJ-TV 
(ch.  4),  Butte;  without  prejudice  to  whatever 
action  Commission  may  take  on  pending  appli- 

cation for  regular  operation. 
WKST-TV  New  Castle,  Pa— Granted  applica- 

tion for  license  to  cover  cp  which  changed 
location  of  trans,  from  3V2  miles  southeast  of 
New  Castle  to  Youngstown,  Ohio,  following 
Commission's  reassignment  of  ch.  45  to  Youngs- town-New  Castle. 

Translators 

ACTIONS  BY  FCC 

Littleton    Community    Television  Association 

Littleton,  N.  H. — Granted  cp  for  new  tv  trans- 
lator station  on  ch.  73  to  translate  programs  of 

WCSH-TV  (ch.  6),  Portland,  Maine. 
Mid-Columbia  Community  Tv  Corp.  The 

Dalles,  Ore. — Granted  cp  for  new  tv  translator 
station  on  ch.  77  to  translate  programs  of 
KPTV  (ch.  12),  Portland,  Ore. 

New  Am  Stations 

ACTIONS  BY  FCC 

Lake  City,  Fla. — Gator  Bcstg.  Co. — Granted 
1390  kc,  1  kw  D.  P.  O.  address  1830  E.  Monroe 
St.,  Lake  City.  Estimated  construction  cost  $14,- 
896,  first  year  operating  cost  $30,000,  revenue 
$42,000.  Equal  partners  are  Donald  E.  Dockery, 
Ray  C.  Joyner  and  Robert  E.  Dobelstein.  Mr. 
Dockery  is  employe  of  WDSR  Lake  City,  Mr. 
Dobelstein  is  gas  station  owner  and  Mr.  Joyner 
has  grocery  interests.  Announced  July  16. 
Honolulu,  Hawaii — Ala  Moana  Bcstg.  Co. — 

Granted  990  kc,  1  kw  unl.  P.  O.  address  156  S. 
School  St.,  Honolulu.  Estimated  construction  cost 
$23,250,  first  year  operating  cost  $28,000,  revenue 
$40,000.  Owners  are  Robert  H.  Pearson  (60%)  and 
Mary  K.  Wong  (40%).  Mr.  Pearson  is  naval  engi- neer and  Miss  Wong  is  teacher.  Announced  July 
16. 
Berkley  Springs,  W.  Va. — Berkley  Springs  Radio 

Station  Corp.— Granted  1010  kc,  250  w  D.  P.  O. 
address  Berkley  Springs.  Estimated  construction 
cost  $10,227,  first  year  operating  cost  $29,700,  rev- 

enue $36,000.  Thomas  B.  Butscher,  Kenneth  E. 
Robertson  and  Gary  L.  Daniels,  employes  of 
WKYR  Keyser,  W.  Va.,  will  own  14.3%  each. 
Remainder  of  stock  owned  by  63  people.  An- nounced July  16. 

APPLICATIONS 

Mobile,  Ala. — Jemcon  Bcstg.  Co.  1360  kc,  5  kw 
D.  P.  O.  address  58  St.  Michael  St.,  Mobile.  Esti- 

mated construction  cost  $43,659,  first  year  oper- 
ating cost  $78,500,  revenue  $98,500.  Frank  Conwell, 

radio  and  tv  consultant,  and  Eugene  Jamison, 
beer  distributor,  are  equal  partners.  Announced 
July  16. 
Boca  Raton,  Fla. — Thompson  Cassel,  740  kc,  1 

kw  D.  P.  O.  address  Box  501,  Gainesville,  Fla. 
Estimated  construction  cost  $14,500,  first  year 
operating  cost  $54,000,  revenue  $66,000.  Mr.  Cassel, 
sole  owner,  has  numerous  broadcast  interests, 
primarily  in  N.  Y.  and  Pa.  Announced  July  10. 

Liberal,  Kan. — The  Plains  Enterprise  Die.  1470 
kc,  500  w  D.  P.  O.  address  Box  432  Alva,  Okla. 
Estimated   construction  cost  $17,300,  first  year 

IATION-WIDE  NEGOTIATIONS  •  FINANCING  •  APPRAISAL 

RADIO    •    TELEVISION    •  NEWSPAPER 

EASTERN 

NEW  ENGLAND 
INDEPENDENT 

$130,000 

Single  station.  Solid 

economy  plus  new 

government  spend- 

ing. Profitable. 

Terms. 

CENTRAL 

WEST  VIRGINIA 
FULLTIMER 

$200,000 

Profitable,  long-es- 
tablished property 

serving  over  125,000 

people.  Home  county 

population  over  65,- 
000.  29%  down. 

MIDWEST 

FULLTIME 
REGIONAL 

$650,000 

#1  station  in  metro- 
politan  market. 

$100,000  in  cash  and 
account  receivables 

to  go  along  with 
deal. 

SOUTH 

REGIONAL 
DAYTIMER 

$100,000 

Excellent  facility 

showing  good  prof- 
its. In  growing  sec- 

ondary market  with 
diversified  income 

and  above-average 
retail  sales. 

SOUTHWEST 

MAJOR 

MARKET 

$165,000 

Daytimer  located  in 
one  of  the  major 

cities  of  the  South- 
west. Profitable  op- 

eration. Financing 
available  to  right 

buyer. 

WEST 
NORTHWEST 
REGIONAL 

$175,000 

5  kw  serving  inde- 
pendent market. 

Available  on  easy 

terms  with  long- 
term  lease  on  real 
estate.  Realistically 

priced. 

D 

Washington,  D.  C. 

Wm.  T.  Stubblefield 
1737  DeSales  St.,  N.W. 

EX  3-3456 

Cleveland 

Jackson  B.  (Jack)  Maurer 
2414  Terminal  Tower 

TO  1-6727 

Chicago 

Ray  V.  Hamilton 
Tribune  Tower 

DE  7-2754 

Atlanta 
1515 

Healey  Bldg. 

J  A  3-3431 

Dallas 

Dewltt  (Judge)  Landis 
Fidelity  Union  Life  Bldg. 

Rl  8-1175 

San  Francisco 

W.  R.  (Ike)  Twining 
1 1 1  Sutter  St. 

EX  2-5671 
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FDR  THE  RECORD  continued 

Planning 

a  Radio 

Station? 

Here's  another  aid  to  station 

planning— a  brand  new  bro- 

chure describing  transmitting 

equipment  and  building  re- 

quirements for  radio  stations. 

Itcombinesthepractical  know- 

how  of  experienced  station 

and  equipment  engineers  and 

provides  a  check-list  as  a  guide 

in  transmitter  selection. 

For  your  free  copy,  write  to 

RCA,  Dept.  HC-22,  Building  15-1, 

Camden  2,  NJ. 

RADIO  CORPORATION 

of  AMERICA 
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operating  cost  $19,270,  revenue  $43,000.  William 
Bowman  Jr.  (56.8%  owner)  is  in  radio-tv  sales 
and  service.  Announced  July  14. 
Laramie,  Wyo. — Laramie  Bcstg.  1490  kc,  100  w 

unl.  P.  O.  address  22  Kiking  Dr.,  Englewood, 
Colo.  Estimated  construction  cost  $16,777,  first 
year  operating  cost  $36,000,  revenue  $43,200.  Own- 

ers are  William  Vogel  (50%),  Mr.  and  Mrs.  Grady 
Maples,  each  20%,  and  George  Entz  (10%).  Mr. 
Vogel  owns  85%  of  KLOV  Loveland,  Colo.  Mr. 
Maples  has  applied  for  purchase  of  KTXC  Big 
Spring  and  KRWS  Post,  both  Texas.  Mr.  Entz 
is  KGMC  Englewood,  Colo.,  continuity  chief.  An- nounced July  10. 

Existing  Am  Stations 

ACTIONS  BY  FCC 

WDMG  Douglas,  Ga. — Granted  change  of  oper- 
ation on  860  kc  from  5  kw,  D,  to  5  kw,  DA,  U, 

during  critical  hours  daytime  and  10  kw,  DA, 
during  non-critical  hours  daytime;  engineering conditons. 
KCFI  Cedar  Falls,  Iowa — Is  beng  advised  that 

application  for  license  must  be  designated  for 
hearing;  afforded  KCFI  20  days  to  reply.  Comr. 
Cross  dissented. 

New  Fm  Stations 

ACTIONS  BY  FCC 

Athens  Ala. — Athens  Bcstg.  Co.  Inc. — Granted 
104.3  mc,  1.056  kw.  P.  O.  address  Box  386,  Athens. 
Estimated  construction  cost  $7,206,  first  year  op- 

erating cost  $4,200,  revenue  $4,500.  Applicant  is 
licensee  of  WJMW  Athens.  Announced  July  16. 

Los  Angeles,  Calif. — Immaculate  Heart  College* 
—Granted  88.5  mc,  10  w.  P.  O.  address  S.  R. 
Levine,  6399  Wilshire  Blvd.,  Rm.  1007,  Los  An- 

geles. Estimated  construction  cost  $2,195,  first 
year  operating  cost  $500.  Announced  July  16. 

Lancaster,  Ohio — Hocking  Valley  Bcstg.  Corp. — 
Granted  95.5  mc,  16  kw.  P.  O.  address  %  Henry 
Embrey.  Estimated  construction  cost  $22,000,  first 
year  operating  cost  $17,295,  revenue  $24,018.  Ap- 

plicant is  licensee  of  WHOK  Lancaster.  An- nounced July  16. 
Lubbock,  Tex. — Jack  Blankenship — Granted 

96.3  mc,  3.59  kw.  P.  O.  address  503  Great  Plains 
Life  Inc.  Bldg.,  Lubbock.  Estimated  construction 
cost  $13,245,  first  year  operating  cost  $15,000, 
revenue  $15,000.  Sole  owner  Blankenship  is  in 
commercial  music  and  radio  paging.  Announced 
July  16. 

APPLICATIONS 

San  Diego,  Calif. — The  Christion  Bcstg.  Assn., 
102.5  mc,  2.4  kw.  P.  O.  address  Box  5215,  San 
Diego.  Estimated  construction  cost  $23,935,  first 
year  operating  cost  $4,000,  revenue  $$5,000.  Ap- 

plicant is  owned  51%  by  Bible  Institute  of  Los 
Angeles  (KBBI).  Announced  July  16. 

Colorado  Springs,  Colo. — Fm  Colo.  Co.,  96.5  mc, 
24.3  kw.  P.  O.  address  512  S.  Tejon  St.,  Colorado 
Springs.  Estimated  construction  cost  $18,040,  first 
year  operating  cost  $26,000,  revenue  $24,000. 
James  Russell  and  Robert  Ellis  are  equal  part- 

ners. Mr.  and  Mrs.  Russell  own  50%  of  KKTV 
(TV)  Colorado  Springs.  Mr.  Ellis  is  director  of 
operations,  KGHF  Pueblo,  Colo.,  and  v.p.  of 
KKTV.  Announced  July  14. 
Fort  Lauderdale,  Fla. — Fia.  Air-Power  Inc., 

103.5  mc,  15.73  kw.  P.  O.  address  Box  8067,  Fort 
Lauderdale.  Estimated  construction  cost  $13,650, 
first  year  operating  cost  $5,000,  revenue  $5,000. 
Applicant  is  licensee  of  WWIL  Ft.  Lauderdale. 
Announced  July  15. 
Hazard,  Ky. — Mountain  Bcstg.  Service  Inc., 

96.5  mc,  15  kw.  P.  O.  address  Radio  Station  WKIC 
Hazard.  Estimated  construction  cost  $16,852,  first 
year  operating  cost  $6,000,  revenue  $10,000.  Ap- plicant is  licensee  of  WKIC.  Announced  July  10. 

Existing  Fm  Stations 
ACTIONS  BY  FCC 

KXLU  (FM)  Los  Angeles,  Calif.— Granted  cp 
to  change  frequency  from  88.7  to  89.1  mc  and 
increase  power  from  10  w  to  ERP  of  630  w.  Holds 
noncommercial  authorization. 
KCLE-FM  Cleburne,  Tex.— Granted  change 

from  Class  A  to  Class  B;  frequency  from  94.3 
mc  to  94.9  mc;  ERP  from  330  w  to  6.4  kw;  ant. 
from  190  ft.  to  260  ft.;  remote  control  permitted. 

Ownership  Changes 

ACTIONS  BY  FCC 

KTCN  Berryville,  Ark. — Granted  assignment  of 
license  from  Pat  S.  Goolsby  and  James  E.  Oli- 
phant  to  T.  W.  Rogers,  Fred  Ward  and  Mel  Lym- 
berry,  d/b  as  Ozark  Radio  and  Equipment  Co.; 
consideration  $31,473  and  assumption  of  $8,526 liability. 

KBOK  Malvern,  Ark. — Granted  transfer  of  con- 
trol from  J.  C.  Cuffman  to  Kermit  L.  Richardson 

and  Ralph  M.  Wheat;  consideration  $42,500. 
KGEE  Bakersfield,  Calif.— Granted  transfer  of 

control  to  Marterto  Productions  Inc.  (music  pub- 
lishers and  tv  film  producers)  and  Seer  Inc.;  in- 
volves sale  of  90%  of  stock  to  Marterto  and  10% 

to  Seer  for  $145,850  and  employment  of  Carl  D. 
Haymond  for  one  year  at  $875  per  month  plus 
share  of  profit. 
KAMP  El  Centro,  Calif. — Granted  assignment 

of  cp  to  El  Centro  Radio  Inc.  (A.  E.  Andreotti, 
president  and  Ray  Lapica,  vice  president) ;  con- sideration involves  Andreotti  paying  $10,816  for 
60%  outstanding  stock  and  corporation  reim- 

bursing Lapica  $10,816  for  expenses. 
KATT  Pittsburg,  Calif. — Granted  assignment  of 

license  and  cp  to  Contra  Costa  Bcstg.  Corp.  (in- 
terest in  WONE  Dayton,  Ohio);  consideration 

$225,000  and  employment  of  two  of  assignor's principal  stockholders  as  consultants  for  4  years 
at  $290  each  per  month. 
KQXM  (FM)  Riverside,  Calif. — Granted  assign- ment of  cp  to  Alumni  Association  of  School  of 

Medicine  of  College  of  Medical  Evangelists  Inc.; 
consideration  $6,000  and  payment  of  $12,500  in- debtedness. 
KVOD  Denver,  Colo. — Granted  assignment  of 

licenses  to  Western  Bcstg.  Enterprises  Inc.  (Rob- 
ert L.  Howsam,  president;  licensee  of  KINT  El 

Paso,  Tex.);  consideration  $300,000,  plus  employ- 
ment of  assignor  as  consultant  for  3  years  at 

$10,000  a  year. WWCO  Waterbury,  Conn. — Granted  assignment 
of  licenses  to  WWCO  Inc.  (Herbert  Bloomberg, 
minority  interest  in  KPAR-TV  Abilene,  KDUB- AM-TV  Lubbock,  and  KEDY-TV  Big  Spring,  all 
Texas);  consideration  $193,000. 
WDWD  Dawson,  Ga. — Granted  (1)  renewal  of 

license  and  (2)  transfer  of  negative  control  from 
Fulton  National  Bank  as  executor  under  will  of 
Ed  Stevens  (deceased)  to  Mrs.  Ed  Stevens;  con- 

sideration $15,000  to  settle  estate. 
WND3-FM  Chicago,  111.— Granted  transfer  of 

control  to  William  C.  Florian  by  purchase  of  25 
shares  of  stock  from  Edward  L.  Merritt  Jr.,  for 
$500  to  give  Florian  52.8%  control. 
KOKA  Shreveport,  La. — Granted  assignment  of 

license  to  Southwest  Bcstrs.  Die.  (KBSF  Spring- 
hill,  La.);  consideration  $85,000. 
KZEA  Shreveport,  La. — Granted  assignment 

of  license  to  John  McLendon  &  Associates  Inc. 
(interest  in  WBCO  Bessemer,  Ala.;  WNLA  In- 
dianola,  Miss.;  WOKJ  Jackson,  Miss.;  KOKY 
Little  Rock,  Ark.,  and  KOKA  Shreveport,  La.); 
consideration  $100,000;  conditioned  that  assign- 

ment not  be  consummated  until  McLendon  dis- 
poses of  KOKA. 

WIDE  Biddeford,  Me. — Granted  assignment  of 
Continues  on  page  100 

Radio-Television  Financing 

We  now  have  expanded  facilities  available  for  broadcast  financ- 

ing. Sizeable  capital  can  be  provided  often  on  a  favorable  tax 

basis.  Call  or  write  for  a  completely  confidential  discussion. 

35LacLbur>z  &  Company 

NEGOTIATIONS  •  FINANCING  •  APPRAISALS 

WASHINGTON,  D.  C. 

James  W.  Blackburn 
Jack  V.  Harvey 

Washington  Building 

STerling  3-4341 

ATLANTA 

Clifford  B.  Marshall 

Stanley  Whitaker 
Healey  Building 

JAckson  5-1576 

CHICAGO 

H.  W.  Cassill 
William  B.  Ryan 

333  N.  Michigan  Avenue 
Financial  6-6460 

Broadcasting 



PROFESSIONAL  CARD 

JANSKY  &  BAILEY  INC. 
Executive  Offices 
1735  DeSales  St.,  N.  W.  ME.  8-5411 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 

Washington,  D.  C.         FEderal  3-4800 
Member  AFCCE 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 

Washington  5,  D.  C. REpublic  7-3984 

Member AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 

1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 
CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
1  Riverside  Road — Riverside  7-2153 

Riverside,  III. 
(A  Chicago  suburb) 

Vandivere  &  Cohen 
Consulting  Electronic  Engineers 

610  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 
Member  AFCCE 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Columbia  5-4666 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 
Member  AFCCE 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.       Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

L.  H.  CARR  &  ASSOCIATES 
Consulting 

Radio  &  Television 

Engineers 
Washington  6,  D.  C.  Fort  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 

ROBERT  M.  SILLIMAN 

John  A.  Moffet — Associate 
1405  G  St.,  N.  W. 

Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  STate  7-2601 
Member  AFCCE 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

8200  Snowville  Road 
Brecksville,  Ohio 

(a  Cleveland  Suburb) 
Tel.:  JAckson  6-4386  P.O.  Box  82 

Member  AFCCE 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 
P.  O.  Box  7037  Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical   Broadcast,   TV   Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For  Free  Catalog,  specify  course. 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.  Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.      National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.      Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

LYNNE  C.  SMEBY 

Consulting  Engineer  AM-FM-TV 
7615  LYNN  DRIVE 

WASHINGTON  15,  D.  C. 

OLiver  2-8520 

HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 

BOX  68,  INTERNATIONAL  AIRPORT 
SAN  FRANCISCO  28,  CALIFORNIA 

DIAMOND  2-5208 

G.  ROUNTREE,  JR. 

5622  Dyer  Street 

EMerson  3-3266 

Dallas  6,  Texas 

RALPH  J.  BITZER,  Consulting  Engineer 
Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 

Garfield  1-4954 
"For  Results  in  Broadcast  Engineering" 

AM-FM-TV 
Allocations    •  Applications 

Petitions     •     Licensing  Field  Service 

MERL  SAXON 

Consulting  Radio  Engineer 
622  Hoskins  Street 

Lufkin,  Texas 

NEptune  4-4242       NEptune  4-9558 

SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  79,497*  Readers 

— among  them,  the  decision-making 
station  owners  and  managers,  chief 
engineers  and  technicians — applicants 
for  am,  fm,  tv  and  facsimile  facilities. 
*ARB    Continuing    Readership  Study 

GEORGE  C.  DAVIS 
CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  7-8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 
CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 

DALLAS  9,  TEXAS 
LAKESIDE  8-6108 
Member  AFCCE 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 

Member  AFCCE 

JOHN  B.  HEFFELFiNGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 
SPECIALTY 

Directional  Antennas 

1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Colorado 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 
Charleston,  W.  Va. Dickens  3-7503 

IRL  T.  NEWTON,  JR. 

Consulting  Engineer 
422  Washington  Bldg., 

15th  and  N.  Y.  Ave.,  N.  W., 
Washington,  D.  C. 

Telephone:  Executive  3-7165 

Contact 

BROADCASTING  MAGAZINE 

1735  DeSales  St.,  N.  W. 

Washington  6,  D.  C. 

for  availabilities 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.    Checks  and  money  orders  only. 

•  DEADLINE:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday  preceding  publication  date. 
•  SITUATIONS  WANTED  20<f  per  word — $2.00  minimum  •  HELP  WANTED  254  per  word — $2.00  minimum. 
•  All  other  classifications  304  per  word — $4.00  minimum.  •  DISPLAY  ads  $20.00  per  inch. 
•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 
Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos,  etc.,  sent  to 

box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Management 

Wanted,  office  manager,  salesman,  preferably  with 
first  phone  license,  for  new  station  in  Virginia. 
Send  details  and  salary  desired  to  Box  157F, 
BROADCASTING.  
Dixie  Broadcasters  want  a  young,  aggressive, 
civic-minded  family  man  who  can  become  part 
of  a  lovely  north  Louisiana  city  of  15,000  to 
ram-rod  a  station  we  have  just  purchased.  Must 
have  successful  sales  record  without  use  of 
gimmicks  or  rate-cutting  to  overcome  past  op- 

eration. No  arm  chair  position  here;  just  hard 
work,  but  an  unusual  opportunity  with  a  rapidly 
expanding  organization  for  right  man.  Guaran- 

tee; attractive  incentive  plan.  Ralph  L.  Hooks, 
Box  46,  DeRidder,  Louisiana.  Phone  7600. 

Sales 

Opportunity  plus  for  salesman  that  knows  he 
can  produce  and  is  willing  to  prove  it  in  major 
market  with  either  a  straight  20%  commission 
or  draw  against  15%.  Southeast.  Box  843E, 
BROADCASTING. 

Sales  manager  for  250  watt  independent  in 
upstate  New  York.  Want  experienced  man  with 
ideas  and  push.  Salary,  car  allowance  and  bonuses 
offered.  Right  man  can  make  a  lot  for  us  and 
himself.  Box  971E,  BROADCASTING. 

Immediate  opening  for  top-notch  salesman  for 
top-rated  music-news  station.  Must  have  proven 
sales  record.  If  necessary,  must  be  able  to  assume 
responsibilities  of  sale  manager.  Florida  east 
coast.  Box  124F,  BROADCASTING. 

Arizona,  immediate  radio  sales  opportunity  avail- 
able. Large  metropolitan  station.  Rush  details, 

including  previous  record  and  protograph.  Box 
141F,  BROADCASTING. 

Have  an  excellent  opportunity  for  the  right  man 
who  is  capable  of  producing  radio  sales  and  can 
prove  it  by  his  past  performance.  Position  will 
pay  guaranteed  salary  and  15%  commission, 
complete  medical  and  surgical  hospitalization 
plan,  pension  plan,  and  vacation  with  pay. 
Metropolitan  market  of  300,000  people.  Send 
resume  of  background  and  experience  to  Box 
164F,  BROADCASTING. 

Experienced  time  salesman  wanted.  Leading 
station  midwest  city  of  50,000.  Excellent  salary 
and  commission.  Box  172F,  BROADCASTING. 

Sales  manager  who  can  produce  for  progressive 
music-news  station  in  top  Carolina  city  of  over 
100,000  population.  Send  resume.  Box  179F, 
BROADCASTING. 

Experienced  salesman,  radio.  If  you  are  aggres- 
sive, interested  in  making  top  money  in  sub- 

stantial market  with  solid  radio-tv  operation,  we 
want  you.  Opportunity  excellent  for  permanent 
man  who  can  produce.  Guarantee  and  com- 

mission commensurate  with  your  ability.  No 
others  need  apply.  Box  185F,  BROADCASTING. 

Experienced  salesman  for  in  town  and  out-ly- 
ing area.  Some  announcing  7  to  8  A.  M.,  good  job 

for  right  person  August  1st.  Contact  Mrs.  Georgia 
Crawford,  KCNI  Radio  Station,  Broken  Bow, 
Nebraska. 

Topeka's  top-rated  music  and  news  indie  offers 
a  big  opportunity  to  a  young,  aggressive  radio 
salesman.  Guarantee  plus  commission!  Grow 
with  eastern  Kansas'  fastest-growing  station. Send  complete  resume  to  Ed  Schulz,  KJAY 
Radio,   Topeka,  Kansas. 

Need  community  minded  salesman  to  assume 
sales  manager  responsibilities  for  aggressive  1- 
kilowatt  daytimer  in  county  with  over  26-million 
income.  Good  schools,  good  churches,  best  park 
and  recreation,  near  Lake  of  Ozarks.  Capable, 
congenial  staff.  Harold  Douglas,  KMMO,  Marshall, 
Mo. 

New  ownership,  KTIX  radio,  5  kw,  Seattle,  seeks 
to  build  top  sales  force.  Highest  commission  paid. 
Looking  for  2  key  time  salesmen  to  form  nucleus 
of  sales  department.  Write  immediately  to  H.  B. 
LaRue,  KTIX,  Seattle  2,  Washington. 

Urgently  need  salesman  for  fastest  growing  city 
in  the  United  States.  Prefer  experienced  married 
man  who  has  a  proven  record.  Write  G.  H.  Mc- 
Kinnon,  KVOR,  Colorado  Springs,  Colorado. 

RADIO 

Help  Wanted— (Cont'd) 
Sales 

Established  Michigan  station  seeking  reliable 
salesman  with  ambition  and  some  experience. 
Commission.  Good  opportunity.  WBCK,  Battle 
Creek,  Michigan. 

Good  opportunity  for  right  man.  New  station 
serving  Augusta,  Georgia,  market.  $75.00  per 
week  plus  ten  percent  commission,  other  benefits. 
Send  letter  and  references.  Radio  Station  WGUS, 
Box  6278,  North  Augusta,  So.  Carolina.   

Announcers 

Florida.  Need  experienced  personality  pop  dj. 
Above  average  salary.  Promotion  minded  station. 
Send  tape,  background.  Box  750E,  BROADCAST- ING. 

Want  good  voice  and  sincere  desire  to  work  and 
learn  for  $77.00  week  to  start.  Send  tape  and 
full  particulars.  Box  844E,  BROADCASTING. 

Negro  dj — southerner  only — religious  or  R&B — 
America's  highest  audience  rated  negro  group. Picture,  tape,  letter  Box  903E,  BROADCASTING. 

Combo  man — 1st  class  ticket — Connecticut — in- 
dependent daytimer.  Good  opportunity  in  grow- 

ing community.  Send  resume.  Box  917E,  BROAD- CASTING. 

Minimum  two  years  commercial  experience,  at 
new  Pittsburgh  regional  station.  Send  tape  in- 

cluding news,  music,  commercials.  Also  include 
photograph  and  resume.  Box  920E,  BROAD- 
CASTING. 

Central  California  coast  full-time  1  kw  needs 
music-news  dj  with  1st  class  ticket.  Send  resume- 
tape.  Box  951E,  BROADCASTING. 

Established,  expanding  daytimer  prosperous  east 
coast  agricultural  area.  Two  hours  from  four 
metropolitan  centers.  Need  experienced  deejay, 
preferably  first  phone  immediately.  Salary  open. 
Box  985E,  BROADCASTING. 

Good  announcer  wanted  by  top-rated  N.  C.  day- 
timer.  Must  be  versatile.  Good  pay  plus  fringe 
benefits.  Chance  to  become  program  director. 
Send  resume.  Will  contact  for  audition.  Box  106F, 
BROADCASTING. 

Immediate  opening  for  lively,  fast-paced  disc 
jockey  who  can  double  on  news.  Florida  east 
coast  top-rated  music-news  station.  Box  125F, BROADCASTING.  

Versatile  announcer  capable  of  newscasts  and 
some  news  editing.  Prefer  man  between  thirty 
and  forty,  college  background,  can  become  pro- 

gram director,  starting  salary  five  hundred 
monthly.  Midwest.  Box  155F  BROADCASTING. 

Announcer-first  phone;  north  central;  new  own- 
ership;   $100.   Box   163F,  BROADCASTING. 

Expanding  chain  with  new  Pittsburgh  area  station 
needs  experienced  announcers  with  executive 
potential.  No  prima  donnas  or  floaters.  We  are 
seeking  an  experienced  man  with  a  desire  to 
settle  permanently  in  a  growing  company  where 
opportunity  for  advancement  will  occur.  Per- 

sonal interview  is  a  must  after  approval  of  tape. 
Send  tape  and  resume  immediately.  Box  181F, 
BROADCASTING. 

Piedmont  indie  needs  two  experienced  an- 
nouncers, 80  weekly.  Tape,  resume.  Box  184F, 

BROADCASTING. 

Move  up.  Seasoned  staff  announcer  wanted  in 
September.  News  gathering  and  writing  ability 
important  but  not  primary  duty  at  present.  No 
top  40  deejay  types.  Northern  Illinois  kilowatt 
independent.  Write  age,  education,  marital 
status,  experience  in  detail.  Personal  interview 
required.  Box  187F,  BROADCASTING. 

Announcer-first  phone.  Are  you  26,  married, 
tired  of  moving  around,  looking  for  a  solid  good 
paying  position  in  the  mid-west.  Are  you  a 
good  air  salesman  with  voice  authority  who 
wants  to  start  at  $100.00  per  week.  Then  we 
need  each  other.  Send  background,  references, 
photo,  tape  to  Box  196F,  BROADCASTING. 

Comboman.  Must  be  good  announcer  and  chief 
engineer  also.  Send  resume,  tape  to  Al  Tedesco, 
KDUZ,  Hutchinson,  Minnesota.  Salary  open. 

Wanted,  experienced  announcer.  Dr.  F.  P.  Cerni- 
glia,  Radio  Station  KLIC,  Monroe,  La. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Announcer:  Any  class  ticket  combo.  Some  ex- 
perience. No  floaters.  Give  references.  Send  tape. 

KRLN,  Canon  City,  Colo. 

Wanted,  good  voice,  good  delivery  and  good  rep- 
utation that  will  stand  inspection  to  start  work 

immediately  for  a  progressive  southeast  Missouri 
station.  Apply  in  person  KTCB,  Maiden,  Mo. 

Announcer  wanted.  Good  salary.  DJ  and  news, 
announcing.  Must  have  good  voice.  KTOE,  Man- 
kato,  Minnesota. 

Announcer  experienced  all  phases  needed  im- 
mediately at  five  thousand  watt  NBC  station  city 

of  17,000.  Permanent  position  with  pleasant  work- 
ing conditions  and  excellent  fringe  benefits.  No 

floaters.  Prefer  applicant  from  Kansas  or  adjacent 
states,  but  will  consider  all.  Sent  tape  or  disc, 
references,  marital  or  draft  status,  recent  photo 
and  salary  requirements  to  Jim  Heaton,  KVGB, 
Great  Bend,  Kans. 

Good  pay  and  opportunity  offered  qualified  staff 
announcer.  Must  be  experienced,  mature  and 
settled.  For  interview,  contact  Bob  Webber, 
KXJK,  Forrest  City,  Arkansas. 

Illinois — Announcer,  experienced,  mature,  good 
commercial  delivery  (no  rock  and  roll).  Send 
picture,  resume,  audition  WGIL,  Galesburg,  HI. 

Experienced  announcer  wanted  immediately  for 
new  station  serving  Augusta.  Georgia,  market. 
Must  be  good.  Send  tape,  letter.  Radio  Station 
WGUS,  North  Augusta,  S.  Carolina. 

We're  tired  of  hotshots  and  green  horns.  If 
you're  a  seasoned  and  experienced  personality 
who's  getting  tired  of  the  hurly-burly  of  big market  competition,  let  us  hear  from  you.  Local 
network  station.  Comfortable  university  town. 
Cosmopolitan  atmosphere.  We  will  ask  you  to 
work  but  we're  willing  to  stretch  the  budget  for the  right  man.  Send  resume,  photograph  and 
tape  to  WINA,  Charlottesville,  Va.,  or  call  2-6177. 

Central  Florida  needs  two  good  announcers,  one 
with  1st  phone,  one  without.  Progressive  1  kw 
in  shirt  sleeve  climate.  WLBE,  Leesburg,  Florida. 

Technical 

Engineer-announcer  position  available  with 
5000  watt  fulltime  independent  Wisconsin  sta- 

tion. Excellent  opportunity  with  expanding 
group.  Box  962E,  BROADCASTING. 

Chief  engineer  for  brand  new  directional  day- 
timer  in  Pittsburgh  area  one  of  growing  chain. 
All  new'  equipment  with  excellent  layout.  Excel- 

lent salary  and  working  conditions.  No  an- 
nouncing required.  Personal  interview  necessary. 

Box  180F,  BROADCASTING. 

Opening  soon  for  chief  engineer  with  established 
kilowatt  daytimer.  Good  conditions  for  right 
man.  WASA,  Havre  de  Grace,  Maryland. 

Wanted  immediately,  chief  engineer  for  1000  watt 
daytime  independent.  Wilkes  Broadcasting, 
North  Wilkesboro,  N.  C,  phone  633. 

Production-Programming,  Others 

Mr.  News  Director,  this  ad  will  run  until  we  find 
the  right  man.  We  need  a  newsman  who  gets 
behind  the  surface  news;  who  knows  what's  go- ing on.  News  in  depth  is  our  most  important 
service.  Good  salary  and  facilities.  Write  Box 
179E.  BROADCASTING. 

Metropolitan,  top  rated  independent  needs  sharp 
traffic  director.  Unlimited  opportunity.  Im- 

mediate opening.  Rush  complete  details.  Box 
802E,  BROADCASTING. 

News  editor  who  can  gather,  write  and  air  local 
news  for  tri-county  coverage.  Must  be  industri- 

ous and  dependable.  Rush  complete  details  in- 
cluding tape  and  photo.  Box  963E,  BROADCAST- 

ING. 

Production  director  modern  radio.  Top  indie,  top 
ten  market.  Storz,  Bartell,  Plough,  McLendon, 
or  similar  experience  required.  Fantastic  oppor- 

tunity. Rush  tape.  Box  114F,  BROADCASTING. 
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RADIO RADIO 

Help  Wanted— (Cont'd) 

Production-Programming,  Others 

Are  you  an  experienced  sports  announcer  with 
a  flair  for  production,  and  a  good  commercial 
voice?  Are  you  interested  in  learning  more  about 
radio  station  operation  on  your  way  to  your 
eventual  goal — station  manager?  Are  you  inter- 

ested in  exercising  these  abilities  and  ambitions 
with  the  leading  station  in  a  medium  midwest 
market?  Write  Box  134F,  BROADCASTING. 

Copy-traffic  gal  Friday.  Experienced.  Imagina- 
tive. Call  or  write:  Manager,  KRIC,  Beaumont, 

Texas. 

RADIO 

Situations  Wanted 

Management 

Manager — thoroughly  experienced  all  phases. 
Announcing,  traffic,  continuity,  bookkeeping,  ten 
years  in  sales.  Currently  sales  manager.  Solid, 
young  family  man  active  in  community  life. 
Prefer  small-medium  market.  Box  127F,  BROAD- 
CASTING. 

Need  station  manager  with  first  phone?  Write 
for  detailed  resume.  Box  135F,  BROADCASTING. 

Manager  for  small  market.  35,  married,  11  years 
radio.  Now  assistant  manager  in  Chicago  area. 
Former  manager  of  midwest  indie.  I  like  Illinois. 
Box  151F,  BROADCASTING. 

Manager  for  medium  market,  west-southwest 
preferred.  Formerly  with  McLendon.  Currently 
sales  manager  Texas  market.  Family  man  with 
good  sales  record.  Income  requirement  in  excess 
of  $10,000  per  year.  Box  162F,  BROADCASTING. 

Sales 

Go-getter,  experienced,  seeking  good  potential. 
Prefer  deal  including  air  work.  Can  run  own 
board.  All-around  man — what  you're  looking  for. Box    883E,  BROADCASTING. 

Long  experienced  engineer,  with  first  phone, 
wants  to  break  into  sales.  Box  120F,  BROAD- 
CASTING. 

11  years  in  radio-tv  sales  and  sales  management. 
Want  opportunity  to  demonstrate  creative  selling 
as  sales  or  assistant  manager  or  manager.  Strong 
on  local.  Write  Box  132F,  BROADCASTING. 

Young  executive  with  productive  ideas  and 
broad  background  in  television,  am  and  fm  radio. 
Looking  for  opportunity  with  national  or  re- 

gional sales  organization.  Will  travel  or  relocate. 
Box  143F,  BROADCASTING. 

Want  radio-tv  sales.  Experienced.  Straight  com- 
mission. Midwest,  west,  Florida.  Box  167F, 

BROADCASTING. 

Announcers 

Terrific  sportscaster.  Also  dj,  announcer,  news, 
sales,  employed.  Experience  galore.  Box  381E, 
BROADCASTING. 

Experienced  announcer,  excellent  voice  seeking 
permanent  position.  Prefer  metropolitan  area. 
Box  856E,  BROADCASTING. 

Negro  deejay,  good  board  man,  fast  patter, 
smooth  production.  I'm  the  one  you're  looking for.  Tape  and  resume.  Box  880E,  BROADCAST- ING. 

Personality-dj  strong  commercials,  gimmicks, 
etc.  run  own  board.  Steady,  eager  to  please.  Go 
anywhere.  Box  881E,  BROADCASTING. 

Girl  dj  announcer.  Go  anywhere.  Ready  now. 
Run  own  board.  Can  sell  too.  Steady,  no  bad 
habits.  Love  to  build  audiences  and  grab  ac- 

counts. Tape  and  resume.  Box  882E,  BROAD- CASTING. 

Top  midwestern  sportscaster,  deejay,  program 
director  ready  for  larger  market.  Football, 
basketball,  baseball.  Top  local  coverage.  Box 
970E,  BROADCASTING. 

Assistant  pd  with  B.S.  in  radio-tv.  1  year  ex- 
perience in  production  and  sales.  Box  109F, 

BROADCASTING. 

Young,  all  around  announcer,  experience  in  staff 
sports,  dj  work.  Box  110F,  BROADCASTING. 

Twelve  years.  5\'2  present  employer.  Adult  dj. Staff.  Box  112F,  BROADCASTING. 

Texas  or  California.  Need  14  years  experience? 
Radio  or  tv  sports,  news,  dj,  etc.  What's  your 
need?  Present  salary  is  $160  per  week.  Wife's 
health  dictates  move.  Box  136F,  BROADCAST- ING. 

Situations  Wanted — (Cont'd) 
Announcers 

7  years  experience — announcing,  sales,  program- 
ming and  management.  Family,  desire  to  locate 

in  Florida.  Above  average,  expect  above  average 
station  with  opportunities.  Box  137F,  BROAD- 
CASTING. 

Negro,  CBS  experience,  television  mc  "Chicago" personality  dj,  staff,  commercial  specialty.  Box 
139F,  BROADCASTING. 

News  reporter,  top  flight,  available  immediately. 
Employed  for  two  years  bureau  chief  Chicago 
area  indie.  Tape,  resume,  photo,  references.  Box 
140F,  BROADCASTING. 

Announcer,  little  experience,  ambitious,  willing 
to  learn.  Can  do  news,  disc-jockey  work,  com- 

mercial copy.  Handle  own  board.  Will  travel. 
Box  147F,  BROADCASTING. 

Professional  announcer,  nine  years  all  phases, 
thoroughly  trained,  dependable,  desires  perma- 

nent position  with  larger  station  that  compen- 
sates for  ability  and  reliability.  Prefer  southeast; 

consider  major  market  anywhere.  Married,  vet- 
eran, degree,  best  references.  Box  150F,  BROAD- CASTING. 

Mature  announcer,  experienced:  Adult  music 
operation  only.  Box  152F,  BROADCASTING. 

First  phone  announcer/engineer.  Morning.  Pro- 
gressive, medium  market  station.  $100.  Box  159F. 

BROADCASTING. 

I  worship  (and  can  handle)  Storz-type  operation. 
Production-minded  dj  wants  work  within  200 
miles  of  St.  Louis.  Musician  ten  years,  veteran, 
some  college,  three  years  experience.  Box  165F, 
BROADCASTING. 

Announcer,  1st  phone,  conscientious,  single. 
Available  now.  $80,  no  car.  Box  166F,  BROAD- 
CASTING. 

Announcer,  dj,  first  phone,  5  years  experience, 
married,  one  child.  Box  168F,  BROADCASTING. 

Announcer,  dj,  located  Pacific  northwest.  No 
maintenance,  will  travel.  Box  169F,  BROAD- CASTING. 

Announcer-engineer.  Presently  employed,  good 
references,  married,  west  or  midwest.  Box  171F, 
BROADCASTING. 

Personality  dj.  4  years  experience,  including 
major  market,  college;  can  sell.  Box  173F, 
BROADCASTING. 

Announcer — 19  years  experience.  Top  flight  air 
salesman  and  informal  persuasive  personality 
doing  all-talk  shows  including  news  and  record 
shows  on  network-owned  50  kw  stations.  Seek- 

ing more  pleasant  life  of  small  to  medium  size 
market,  radio  or  tv.  Age  40,  health  excellent. 
Finest  references.  Box  182F,  BROADCASTING. 

Deep  resonant  voiced  announcer  with  working 
knowledge  of  the  business.  Prefer  news,  dj. 
Available  immediately.  Box  188F,  BROADCAST- ING. 

Pop  dj,  married,  vet,  27.  Looking  for  opening 
in  NYC  area.  Will  also  relocate  in  large  or 
medium  size  market  in  the  east  or  midwest. 
Available  immediately.  Box  192F,  BROADCAST- ING. 

Veteran  dj  with  formula  that  appeals.  Personal 
touch.  $110  weekly.  Box  193F,  BROADCASTING. 

Available  August  4th,  announcer,  6  years  experi- 
ence, news,  hillbilly,  pop,  ad-lib,  professional 

delivery.  Box  194F,  BROADCASTING. 

Announcer-dj,  draft  exempt,  young,  knows 
music.  Third  phone.  Desires  location  on  station 
going  up.  Box  195F,  BROADCASTING. 

First  phone:  2  years  experience  as  studio  engi- 
neer; recent  announcing  school  graduate;  desire 

staff  position.  Married,  college.  Resume  and 
tape  or  personal  interview.  Box  198F,  BROAD- CASTING. 

Disc  jockey:  Eight  years  experience.  Immediate. 
Fairmont,  West  Virginia,  4876  W. 

Sportscaster-staff.  Seven  years  experience.  Strong 
play-by-play.  Desire  sports,  staff  connection, 
heavy  sports  station.  Jim  Carrington,  Lakeview 
Hotel,  Bemidji,  Minnesota. 

1st  phone,  no  experience.  N.  Y.  or  Miami.  Mar- 
ried, 34.  Peter  Cap,  233  Cook,  Yonkers  2,  N.  Y. 

GR  6-3527. 

Announcer,  two  years.  Bob  Cole,  234  Crescent 
St.,  New  Haven,  Conn.  UN  5-3528. 

Young  married  man  wishes  announcing  position 
in  progressive  station  upper  midwest  area.  Ex- 

perienced and  excellent  references.  Contact  Don- 
ald Erlandson,  1929  Grand  Street,  N.  E.  Min- neapolis, Minn. 

RADIO  STATIONS  FOR  SALE_ 

NORTHWEST 

1.  Well  established  full  time  in 
excellent  market.  Gross  $85,000. 

Down  payment  $30,000. 

2.  Exclusive.  Full  time.  Good  mar- 
ket. $12,000  down. 

3.  Good  dial  position.  Full  time. 
Gross  close  to  $125,000.  $50,000 

down. 

— Ours  is  a  Personal  Service — 

ROCKY  MOUNTAIN 

1.  Exclusive.  Full  time.  Needs  good 
management.  $10,000  down. 

2.  Excellent  property.  Doing  around 

$80,000  a  year.  For  quick  sale 
$75,000  with  29%  down. 

— Ours  is  a  Personal  Service — 

MIDWEST 

Exclusive.  Daytimer.  Very  profit- 
able. 90%  of  stock  for  $85,000  with 

29%  down. 

SOUTH 

1.  Absentee  owned.  Daytimer. 
Needs  home  owned  management. 

$45,000  with  29%  down. 

2.  Exclusive.  $40,000.  29%  down. 

— Ours  is  a  Personal  Service — 

SOUTHWEST 

Excellent  daytimer.  Gross  $10,000 
cash  collected  month.  Control  for 

$69,000  with  29%  down. 

EAST 

Top  market.  Daytimer.  Full  price 
$325,000.  29%  down. 

JACK  L.  STOLL 

&  ASSOCIATES 

A  NATIONAL  ORGANIZATION  for 

the  sale  of  Radio  &  TV  Stations 

6381  HOLLYWOOD  BLVD. 

LOS  ANGELES  28,  CALIF. 

Hollywood  4-7279 

Broadcasting 



RADIO TELEVISION TELEVISION 

Situations  Wanted — (Cont'd) 
Announcers 

/Vnnouncer-dj.  Married,  25,  good  voice,  per- 
sonality. Wants  steady  job  as  announcer  or  pd.  5 

years  independent  experience.  Contact  Bob  Ger- 
main, Cobrain,  Mass.  Tel. — National  4-3460. 

Technical 

Chief  engineer/announcer,  18  years  experience, 
wants  to  move  west.  Good  engineer — knows  con- 

struction and  maintenance.  Good  announcer,  no 
hot-shot  deejay.  Box  968E,  BROADCASTING. 

Engineer,  1st  phone,  8  years  experience  am- 
fm-tv  studio  control  room  xmitter  operation, 
routine  maintenance.  Box  142F,  BROADCAST- 
ING. 

Engineer.  First  ticket  wants  relocation  any- 
where. Single,  able  to  travel.  Box  199C,  BROAD- CASTING. 

Chief  engineer — presently  employed  desires 
permanent  position  capable  announcer.  Direc- tional and  construction  experience.  5  years  in 
business.  Walt  Adams,  HO  7-6067,  805  Chicago  St., 
Sheboygan  Falls,  Wisconsin. 

Have  first  class  ticket.  Experience  operating  tv 
and  radio.  Fifteen  years  tv-radio-mobile  servic- 

ing. Tech  school  graduate.  Ham  operator.  Herbert 
F.  Halbig,  324  Keyes  Ave.,  Watertown,  New 
York. 

1st  phone.  No  experience,  willing  to  announce. 
Anxious  to  learn.  Available  immediately.  Glenn 
Knight,  Box  731,  Abernathy,  Texas. 

FCC  first  phone  license  preparation;  July- 
August;  Monty  Koffer,  105  E.  16th  Street,  Brook- 

lyn, N.  Y.  BU  2-4622. 

1st  phone  combo  man.  Two  years  experience. 
Dependable.  Prefer  California.  Rod  Mitchell  575 
Bailey  Ave.,  Mt.  View,  California. 

Production-Programming,  Others 

Woman  continuity  director.  Twelve  years  radio- 
tv.  Fast,  efficient,  versatile.  Can  supervise  traffic. 
Excellent  references.  Box  960E,  BROADCAST- ING. 

Want  experience  and  proven  ability?  See,  "May 
I  talk  to  you,"  television  situation  wanted,  pro- 

duction-programming. Box  123F,  BROADCAST- ING. 

Newsman,  two  years  radio-tv  writing-airing  ex- 
perience, journalism  B.S.,  wants  news  job.  Fam- 

ily, just  released  from  Army.  Box  158F,  BROAD- CASTING. 

News  production,  special  events  reporting.  Met- 
ropolitan background.  Familiar  with  network 

operation.  Prefers  to  stay  in  major  markets. 
Full  details  please.  Box  160F,  BROADCASTING. 

News  director:  Go  anywhere;  east  road,  Maine 
to  west  point,  California,  and  points  between. 
Experienced,  reliable,  available  soon.  Now  em- 

ployed, management  knows  of  ad.  Box  161F, 
BROADCASTING. 

TELEVISION 

Help  Wanted 

Management 

Commercial  manager — Leading  vhf  station  in- 
terested in  young,  aggressive  commercial  man- 

ager with  sound  business  judgment  and  executive 
ability.  Must  have  successful  record  local  and 
national  television  sales.  Incentive  arrangement 
offers  excellent  opportunity  for  right  man  in  a 
growing  organization.  Replies  confidential.  WSAV, 
Savannah,  Georgia. 

Sales 

Experienced  tv  account  executive  wanted  by 
medium  market  midwestern  NBC  affiliate.  Ex- 

cellent base  plus  commission.  Write  giving  full 
details  and  salary  requirements.  Box  964E, 
BROADCASTING. 

Top  flight  sales  manager,  opportunity  with  well 
established  NBC  midwest  television  station  for  a 
man  who  feels  he  can  make  $10,000  and  more 
on  a  600  per  month  base  and  commission  arrange- 

ment. Excellent  opportunity  in  a  market  with 
nearly  400,000  tv  homes.  Start  about  September 
1st.  Must  be  experienced  and  energetic.  Prefer 
married  man.  Write  giving  complete  details  to 
Box  178F,  BROADCASTING. 

Wanted — A  reliable  salesman  with  ambition  to 
make  money.  Television  or  radio  sales  expe- 

rience necessary.  You  will  like  our  operation,  our 
city,  and  the  financial  opportunity  we  will  offer 
you.  Let's  talk  it  over.  Write  today  to  J.  M. 
Pennock.  Sales  Manager,  WLEX-TV,  Lexington, 
Kentucky. 

Help  Wanted— (Cont'd) 
Announcers 

Expanding  midwest  tv  station  in  top  50  markets 
needs  personality  announcer  skilled  in  commer- 

cial delivery.  Send  full  details,  tapes,  sound-on- 
films,  pictures.  Box  145F,  BROADCASTING. 

Technical 

Technical  director,  with  1st  class  license.  Actual 
engineering  knowledge  secondary;  directing  pri- 

mary factor.  Live  in  cool,  comfortable  Colorado. 
Send  background  details.  Personal  interview  de- 

sirable, if  possible.  Box  130F,  BROADCASTING. 

Staff  openings  for  3  first  phone  engineers  with 
KPLO  and  KDLO  in  South  Dakota.  Contact  John 
Gort,  KDLO -TV,  Garden  City,  South  Dakota. 

Television  transmitter  operator,  first  phone,  for 
small  tv  station  in  Hawaii.  Permanent  job.  Ex- 

perience not  as  important  as  background  and 
ability.  KMVI-TV  Wailuku,  Maui,  Hawaii. 

Prod uction-Programming ,  Others 

Experienced  cameraman  to  shoot  and  edit  16mm 
SOF  (single)  for  tv.  Also  stills.  Food  work  im- 

portant. Active  midwest  affiliate  needs  commer- 
cially-minded craftsman.  Box  984E,  BROAD- CASTING. 

Production  manager:  Applications  now  being  ac- 
cepted for  production  manager  with  dominant 

vhf,  NBC  affiliate  serving  over  a  quarter  of  a 
million  tv  homes.  Excellent  living  and  working 
conditions  with  above  average  salary.  Applicant 
must  be  a  qualified  announcer-director  with 
good  solid  background  in  tv.  Please  send  photo, 
tape  and  complete  resume.  Southeastern  loca- 

tion, near  beaches.  A  real  opportunity  for  the 
right  man.  Box  131F,  BROADCASTING. 

We  don't  want  a  genius  .  .  .  but  if  you  want  to 
head  our  tv  copy  and  service  activities  you'd better  be  talented,  smart,  creative,  experienced, 
successful,  sales-conscious,  aggressive,  produc- 

tion minded,  and  ready  to  move  to  the  leading 
station  in  a  highly  competitive  medium  midwest 
market.  Tell  all  and  enclose  photo  when  you 
write  to  Box  170F,  BROADCASTING. 

Newsman.  Send  resume,  references,  tape,  photo, 
sound-on-film  audition  if  possible,  salary  require- 

ment. Give  full  details  of  reportorial  ability. 
Need  good  editor  with  good  air  delivery.  Radio 
and  tv  news  operation.  J.  A.  Sullivan,  WCAX, 
Box  608,  Burlington,  Vt. 

We  need  a  production  manager  with  vitality, 
imagination,  and  creative  ability.  Excellent  work- 

ing conditions.  Good  salary.  A  successful  network 
affiliate  in  a  medium  sized  mid-western  city.  This 
man  must  be  able  to  train  staff  in  directing,  pro- 

jection and  all  phases  of  television  station  pro- 
duction. If  you  are  looking  for  an  opportunity  to 

grow,  to  give  expression  to  your  ideas,  are 
willing  to  work  hard,  send  complete  details, 
resume  and  picture  to  Box  177F,  BROADCAST- 
ING. 

TELEVISION 

Situations  Wanted 

Management 

Manager — top  tv  station  executive  with  proven 
record,  now  employed,  seeks  greater  opportunity. 
His  record  shows  in  facts  and  figures,  highly 
profitable  management  of  unusually  successful 
small  market  station.  Want  market  with  greater 
potential  and/or  more  stimulating  challenge. 
Prefers  plan  involving  acquisition  of  part-owner- 

ship to  be  paid  for  out  of  earnings,  in  exchange 
for  which  he  offers  experience  and  acumen  that 
will  take  charge  of  your  property  and  insure 
its  optimum  development.  For  full  particulars, 
write  Box  189F,  BROADCASTING. 

Announcers 

Opportunity  embryonic  station.  Excellent  ap- 
pearance news  delivery.  Six  months  radio  sub- 

urban Washington.  Box  925E,  BROADCASTING. 

TV  announcer — fourteen  years  radio-tv.  High 
professional  quality  on  camera  and  on  mike. 
Stable,  mature,  no  drinker.  Presently  employed 
by  one  of  the  top  stations  in  southwest  market. 
Seeking  more  opportunity.  Box  126F,  BROAD- CASTING. 

Radio  background.  Some  tv  announcer-news- 
caster-director experience.  Available  immedi- 

ately. Roy  Mergner,  127  Ramsey  Avenue,  Keans- 
burg,  New  Jersey. 

Technical 

Chief  or  assistant — Nine  years  experience  in  all 
phases  of  telecasting  construction,  maintenance, 
operation.  Reliable  family  man.  Box  115F, 
BROADCASTING. 

Economy  move  makes  first  phone  available.  Ex- 
perienced television  studio,  transmitter;  also 

am-fm  radio.  Box  121F,  BROADCASTING. 

Situations  Wanted — (Cont'd) 
Technical 

Employed  chief  engineer  with  ten  years  vhf-uhf 
experience  interested  in  position  as  chief,  as- 

sistant, or  supervisor  with  reliable  organization. 
Box  129F,  BROADCASTING. 

Production-Programming,  Others 

May  I  talk  to  you?  Television  news  and  public 
affairs  director.  Work  nationally  recognized  this 
year.  Over  four  years  in  medium  midwest  mar- 

ket. Experienced  commercial  announcer  and 
writer,  plus  special  events.  Some  sales.  Family 
man,  veteran,  seeking  permanent  position  in 
southern  California.  College  graduate,  honor 
student.  Very  best  of  references.  Available  per- 

sonal interview  anywhere  in  area,  August  10-23. 
Box  122F,  BROADCASTING. 

Young  man  with  music  background,  age  26, 
single,  wishes  position  of  music  librarian.  Grad- 

uates from  SRT-TV  studios  in  early  August.  Box 
148F,  BROADCASTING. 

Director,  well  experienced  in  three  station 
market  seeks  position  as  production  manager  or 
director  in  larger  market.  Box  149F,  BROAD- 
CASTING. 

Production  manager,  2  years  experience,  desiring 
creative  job  directing  and/or  producing.  BA,  MA 
in  theatre.  Family  man.  Relocate  for  desirable 
position.  Box  154F,  BROADCASTING. 

Top  rated  newsman.  11  years  experience  in  all 
phases  of  news.  Photographer,  news  gathering, 
writing,  on  camera  newscasting.  Would  like  news 
department  on  one  year  contract.  Box  156F, 
BROADCASTING. 

Production  assistant-assist  program  manager  in 
production,  promotion,  etc.  Experienced,  $7800 
minimum.  Box  174F,  BROADCASTING. 

Victim  of  economy  cut.  Production  manager 
producer/director.  Ten  years  experience.  Local, 
network,  agency,  commercial  film  production. 
Seek  permanent  position.  Now  located  southern 
California.  Will  relocate.  Much  interested  in 
Canadian  television.  Excellent  references.  Mar- 

ried. Box  191F,  BROADCASTING. 

Anxious  to  begin  directing  career.  University 
Wisconsin  graduate,  radio-television  major,  ad- 

vertising minor.  Extensive  WHA-TV  training. 
Northwestern  University-NBC  Television  Insti- 

tute. Go  anywhere,  do  anything.  Jim  Young,  2309 
Sheridan,  Evanston,  Illinois. 

FOR  SALE 

Stations 

Major  market  highly  rated  station  $350,000.00 
29%  down,  must  prove  financial  reliability  be- 

fore property  will  be  revealed.  Box  846E, 
BROADCASTING. 

Negro  race  station,  medium  market,  $85,000  total, 
$20,000  down.  Chapman  Company,  1182  West 
Peachtree,  Atlanta. 

Norman  &  Norman,  Inc.,  510  Security  Bldg., 
Davenport,  Iowa.  Sales,  purchases,  appraisals, 
handled-  with  care  and  discretion.  Experienced. 
Former  radio  and  television  owners  and  opera- tors. 

Northwest  single  station  market,  $90,000,  terms. 
Chapman  Company,  33  West  Micheltorena,  Santa 
Barbara,  California. 

Maine  $125,000;  Iowa  $80,000;  Minnesota  $75,000; 
Florida  $68,000;  Missouri  $90,000;  Georgia  $350,000; 
Iowa  $600,000;  Maryland  $35,000;  Arizona  $200,000; 
Oklahoma  $450,000;  Virginia  $75,000;  UHF  $160,- 
000;  Pennsylvania  $100,000;  Michigan  $450,000; 
Texas  $35,000;  West  Virginia  $68,000;  Florida 
$300,000;  Pennsylvania  $168,000;  Michigan  $70,000. 
Please  write  Haskell  Bloomberg,  Station  Broker, 
208  Fairmount  Street,  Lowell,  Massachusetts. 

Northeast  medium  markets  (2),  $275,000  and 
$200,000;  single  station  market,  $65,000.  Chapman 
Company,  17  East  48th  Street,  New  York. 

Upper  south  single  station  market,  $50,000,  V2 
cash.  Medium  market,  $50,000.  Chapman  Com- 

pany, 1182  West  Peachtree,  Atlanta. 

Equipment 
5  kw  am  transmitter,  Gates  model  BC  5A,  avail- 

able in  30  days.  Price  $6,250.00.  Box  128F, 
BROADCASTING. 

Operating  Western  Electric  limiter  with  instruc- tion book.  First  reasonable  bid  takes  our  spare 
unit.  Spare  tubes  included.  KAGR,  P.  O.  Box 
247,  Yuba  City,  California. 
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FOR  SALE —  ( Cont'd) 

Equipment 

KOCS,  Ontario,  California  will  soon  go  1  kw 
and  has  for  sale  self-supporting  standard  am 
263  foot  tower  above  base  complete  with  light- 

ing. You  dismantle  and  purchase  F.O.B.  Ontario, 
California.  Also  G.E.  fm  and  G.E.  am  250  watt 
transmitter  in  good  condition.  Priced  right  as 
package  or  separate.  Call,  wire  or  write  Ed 
Jansen,  KOCS,  Ontario,  California. 

Standard  transcription  library.  Approximately 
1,000  selection  standard  popular,  music-comedy, 
organ.  New  condition.  KPVA  Camas,  Washington. 

RCA  86-A1  limiting  amplifier.  In  excellent  con- 
dition, complete  with  tubes.  Ready  to  operate. 

$125.00  F.O.B. ,  WHFB,  Benton  Harbor,  Michigan. 

1  kw  Gates  BC-1J  transmitter  like  new — remote 
controlled  and  antenna  coupler,  value  new 
$4532.00— sell  for  $3500.00  cash— FOB,  Little  Rock 
— going  5  kw.  Write  John  McLendon  Associates, 
509  Lamar  Building,  Jackson,  Miss. 

Television  monitors — broadcast  and  industrial — 
cabinet,  rack,  custom  chassis  models — 8"-$195.00; 
14"-$215.00;  17"-$219.00;  21"-$259.00.  Write  Miratel, 
Inc.,  1080  Dionne  St.,  St.  Paul  13,  Minn. 

Federal  101-B  field  meter  with  vibrator  supply. 
Good  condition.  Russ  Salter,  914  S.  Catherine, 
La  Grange,  Illinois.  Best  offer. 

One  slightly  used  Ministudio  portable  studio. 
Shopper  Stopper  Co.,  Northwest  Bank  Building, 
Brookings,  S.  D. 

500  ft.  self  supporting  Ideco  lighted  tower  with 
75  ft.  8  bay  Federal  squair  loop  fm  antenna  1250 
ft.  three  and  one-eighth  in.  51  Vz  ohm.  Transmis- 

sion line  like  new  will  sell  cheap  all  or  part. 
J.  D.  Williams,  Box  3213,  San  Antonio  11,  Texas. 
WA  2-5661. 

196  foot  self-supported  Ideco  triangular  tower 
with  or  without  6  bay  Western  Electric  clover- 
leaf  fm  antenna  and  approximately  400  ft.  type 
452  Andrew  ZYa"  transmission  line.  Tower  now in  place  on  building.  Also,  231  foot  Truscon 
triangular  self-supporting  tower  with  A-3  light- 

ing and  base  insulators,  disassembled  and  ready 
for  immediate  shipment.  Also,  Western  Electric 
25B  console  in  excellent  shape.  Glenn  Callison, 
Dir.  of  Eng.  the  McLendon  Stations,  2104  Jack- 

son St.,  Dallas,  Texas. 

WANTED  TO  BUY 

Stations 

Responsible  broadcaster  seeks  station  in  small- 
to-large  market  in  North  or  South  Carolina  or 
southern  Virginia.  Prefer  Piedmont  area.  Desire 
fulltimer  but  will  consider  daytimer  under  right 
conditions.  Broker  or  individual  replies  an- 

swered. Write  Box  133F,  BROADCASTING. 

New  England  station,  $100,000  or  under.  Give 
complete  details.  Box  138F,  BROADCASTING. 

Equipment 

Wanted — Good  mobile  remote  dj  and  news  unit. 
Specify  equipment,  condition  and  price.  Reply 
Box  972E,  BROADCASTING. 

Educational  station  wants  used  tv  mobile  truck 
without  video  equipment  at  reasonable  cost. 
KTCA-TV,  St.  Paul,  Minnesota. 

5  or  10  kw  RF  amplifier  for  fm  broadcast  band. 
Contact  WKIC,  Hazard,  Ky. 

One  Magnecorder,  PT6  series.  State  condition 
and  price.  Contact:  Karl  Kuck,  WPON  Pontiac, 
Michigan. 

Wanted:  T-V  cameras  and  accessories.  Gene 
O'Fallon  &  Sons,  Industrial  T-V  Specialists,  639 Grant  Street,  Denver  3. 

INSTRUCTION 

F.C.C.  first  phone  preparation  by  correspondence 
or  in  residence  classes.  Our  schools  are  located 
in  Washington,  Hollywood,  and  Seattle.  For 
details,  write:  Grantham  School,  Desk  2,  821 — 
19th  Street,  N.  W.,  Washington,  D.  C. 

FCC  first  phone  license  in  six  weeks.  Guaranteed 
instruction  by  master  teacher.  G.I.  approved. 
Phone  FLeetwood  2-2733.  Elkins  Radio  License 
School,  3605  Regent  Drive,  Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st  phone 
license.  5  to  6  weeks.  Reservations  required.  En- 

rolling now  for  classes  starting  Septem- 
ber 3,  October  29.  For  information,  references 

and  reservations  write  William  B.  Ogden  Radio 
Operational  Engineering  School,  1150  West  Olive 
Avenue,  Burbank,  California. 

BUSINESS  OPPORTUNITY 

Manager  wanted  willing  to  invest  $30,000.00  in 
profitable  Florida  station  and  operate.  Con- fidential. Box  845E,  BROADCASTING. 

MISCELLANEOUS 

Bingo  Time  U.S.A.  printers  of  personalized 
bingo  type  game  sheets  for  radio  and  television 
programs.  We  also  distribute  Vi  hr.  bingo  type 
film  series,  mc'd  by  popular  film  personalities. 
P.O.  Box  1871,  Hollywood  28,  Calif.  Tel:  Holly- wood 2-4038. 

RADIO 

RADIO 

Help  Wanted 

WANTED 

By  successful,  network,  AM-TV  operation 
about  to  enlarge  its  plan  for  profit-shar- 

ing and  stock-ownership  on  top  of  good 
present  pay: 

2  engineers 
2  announcers 
2  salesmen 

to  take  place  of  men  who  express  opposi- 
tion to  a  real  incentive  pay  system. 

Interested  parties  may  write  in  com- 
plete confidence.  Send  full  details  of  edu- 

cation and  experience  in  first  letter.  Sta- 
tion has  union  contract.  Box  175F, 

BROADCASTING. 

Sales 

L 

WANTED 

Experienced  salesman  with  mini- 
mum 2  years  experience.  Prefer 

announcer-salesman.  Send  all 
information  and  sales  record  to 

Box  186F,  BROADCASTING — «k  
:x  k: 

:xk: 

$  SALES  PROMOTION  MANAGER  * 
Proven  sales  background.  Man  between  J 32  and  44.  Apply:  £ 

Harvey  Hudson 
General  Manager 

WLEE 
Richmond,  Va. 

* 
* 

* 
* 

* 

Announcers 

glllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll^ 

|  TOP  | 
=  Announcer-continuity  writer  for  5000  watt  EE 
=   top   Pulse  rated  east  coast  station.   Apply:  = 

S  Harvey  Hudson  = 
5  General  Manager  = 

|  WLEE  | 

=  Richmond,  Va.  ' 
aillllNIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIHIINIIIIIIINIIIIIIItlllllllllllllllllllNINIn 

RADIO 

Situations  Wanted 

Announcers 

^zzzzzzzzzzzzzzzzzzzzzzzzzzzmmzszzzzzzzzzzsmzzzm 
HOW'S  CHANCES 

Wanted:    wide-open    chance    to    capture  ^ 

! 

5;  depending  on  area  living  costs.  TV  pos 
^    sible.  All  replies  considered. 

faithful  daytime  audience  with  knowing  ̂  
record  selection  (no  lists),  live  songs,  in-  ̂  
teresting  commercials.  We're  husband  and  5; 

I 

wife,  two  years  deejays,  previous  back- 
ground strong.  One  good  salary  satisfies 

us.  We  can  be  loyal  for  $10,000-15,000, 

Box  15  3F,  BROADCASTING 
%zszmz2szzzzzz2zzzzzzzzzzMzzmszmzzzzZzzzzMm 

Situations  Wanted —  (  Cont'd  ) 
Announcers 

NEED  A  D.  J.? 

B.  C.  A.  Placement  Service  has  them  .  .  .  with 
and  without  experience.  All  eager  to  please 
and  make  you  money!  Best  trained  anywhere, 
run  own  boards.  No  prima  donnas.  Thoroughly 
screened.  Write  or  wire  collect  immediately: 

Milt  Stillman,  Placement  Service 
Broadcast  Coaching  Associates 

1639  Broadway,  Capitol  Theatre  Bldg. 
N.  Y.  C.  19,  N.  Y. 

JUdson  6-1918.    No  charge  for  either  party. 

Production-Programming,  Others 

* 
★ 
* 
* 

I  want  to  be 
PROGRAM  DIRECTOR 
of  your  radio  station  ...  IF 

your  station  is  in  the  black 
13  years  of  experience  will  kelp  you 
you  want  adult  programming 
you  need  a  leader 
Please  ...  no  "top  40"  replies. 

Box   190F,  BROADCASTING. 

TELEVISION 

Help  Wanted 
Sales 

Can  you  sell?  Would  you  like 
selling  in  the  fastest  growing, 

highest  prosperity  TV  market  in 
Texas?  Can  you  direct  other 
salesmen  in  a  maximum  local 

effort?  If  you  can,  contact 
Box  197F,  BROADCASTING. 

Inquiries  held  in  confidence. 

Production-Programming,  Others 

IMMEDIATE  OPENING 

PROMOTION-PUBLICITY  MANAGER 

Must  be  strong  on  creativity,  sales 

presentations,  promotion  planning 

and,  above  all,  initiative.  Send 

resume,  picture  and  salary  require- 
ments to:  Ted  Eiland,  WLOS-TV, 

Asheville,  N.  C. 

TELEVISION 

Situations  Wanted 

Production -Progra mining.  Others 

PROGRAM  EXECUTIVE 
•  Background  includes: 

CBS-NBC  Networks 
and 

Net  Owned  Stations 
•  Credits  include: 

O&O  Program  Manager 
Net  Producer, 

Direct,  Talent 
9  Extensive  experience  ALL 

phases  station  operation. 

Outstanding  references. 

Box  144F,  BROADCASTING 
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FOR  SALE 
FOR  THE  RECORD  Continued  from  page  94 

Stations 

THE  PIONEER  FIRM  OF  TELEVISION 
AND  RADIO  MANAGEMENT 

CONSULTANTS— ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 
APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 
1736  Wijconsin  Ave.,  N.W. 
Washington    7,    D.  C. 

Equipment 

TAPE  RECORDERS 
All  Professional  Makes 
New — Used — Trades 

Supplies — Parts — Accessories 
STEFFEN  ELECTRO  ART  CO. 

4401  W.  North  Avenue 
Milwaukee  8,  Wise. 

Uptown  1-8150   TWX:  MI- 193 
America's   Tape  Recorder  Specialists 

WANTED  TO  BUY 

Stations 

MAY  WE  BUY 

YOUR  STATION? 

Present  AM  operators  want 

to  hear  from  New  England 

owners  with  property  for 

sale.  Must  be  market  of  100,- 
000  or  less.  Present  staff 

would  be  maintained.  Only 

our  ideas  and  operating 

capital  would  come  into  the 

market.  Currently  profitable 

operation  important  but  not 

completely  essential.  All  re- 

plies treated  strictly,  mu- 

tually, confidentially. 

Box  183F,  BROADCASTING. 

EMPLOYMENT  SERVICES 

RADIO— TV— ADVERTISING 
PLACEMENT  SERVICE 

Relocate  in  the  Progressive  South 
FLORIDA— GEORGIA— TENNESSEE— NORTH 

AND  SOUTH  CAROLINA— ALABAMA 
•  Copy  writers  •  TV  Production 
•  Announcers  •  Salesmen 
•  Technicians  •  Artists 

PROFESSIONAL  PLACEMENT 
458  PEACHTREE  ARCADE 

ATLANTA,  GEORGIA 

license  to  Biddeford-Saco  Bcstg.  Corp.  (J.  Alan 
Jasper,  president);  consideration  $55,000. 
WLAV-AM-FM  Grand  Rapids,  Mich.— Granted 

transfer  of  control  to  Harmon  L.  Stevens  and 
John  F.  Wismer,  d/b  as  Stevens-Wismer  Bcstg. 
Co.  (WHLS  Port  Huron,  and  WBSE  Hillsdale, 
Mich.,  and  interest  in  WLEW  Bad  Axe,  Mich.) 
and  Milton  W.  Bush;  consideration  $45,000  and 
assumption  of  $133,000  indebtedness  to  trans- 

feror, plus  employment  of  latter  at  $25,000  for 
5  years. 
K83AA,  K73AE  Redmond,  Ore.— Granted  as- 

signment of  tv  translator  licenses  to  Redmond 
JC-Tv  Inc.  (Maurice  F.  Roberts,  president);  no 
consideration. 
WHWL  Nanticoke,  Pa. — Granted  assignment  of 

license  to  Wyoming  Radio  Inc.  (E.  D.  Mc Wil- 
liams, president);  consideration  $75,000. 

KMBL  Junction,  Tex. — Granted  assignment  of 
license  to  Charles  W.  Evans  II,  and  Jo  Fred 
Evans,  d/b  as  Junction  Bcstg.  Co.;  consideration 

$24,000. KVII  (ch.  7)  Amarillo,  Tex. — Granted  transfer 
of  control  to  Television  Properties  Inc.  (Jack  C. 
Vaugh,  president;  various  officers  have  interest 
in  KOSA-AM-TV  Odessa);  consideration  $136,052. 
KADO  Marshall,  Tex. — Granted  assignment  of 

license  to  Marshall  Bcstg.  Corp.  (William  Sinkin, 
president,  has  minority  interest  in  KCOR  San 
Antonio);  consideration  $33,000. 
WPLH  Huntington,  W.  Va. — Granted  assign- 

ment of  license  to  The  Tierney  Co.  (WCHS-AM- 
TV  Charleston);  consideration  $112,375. 
KTHE  Thermopolis,  Wyo. — Granted  assignment 

of  license  to  Big  Horn  Basin  Bcstg.  Co.  Inc. 
(Hugh  R.  Graham,  president);  no  monetary  con- 

sideration; by  letter,  denied  request  by  KRTR 
Thermopolis,  for  hearing. 

APPLICATIONS 

KGEN  Tulare,  Calif.— Seeks  assignment  of  li- 
cense from  San  Val  Bcstrs.  (Gene  Mitchell  and 

Robert  McVay)  to  The  R  St.  Corp.  for  $75,000. 
New  owners  are  R.  O.  and  George  McManan 
who  own  controlling  interest  in  licensee  of 
KMAK  Fresno,  Calif.  Announced  July  10. 
WAHL  Hastings,  Mich. — Seeks  assignment  of 

license  from  Donald  Garey  to  Barry  Bcstg.  Co. 
for  $42,500.  Purchaser  is  composed  of  several 
small  stockholders.  Announced  July  10. 
KHAD-TV  Laredo,  Tex. — Seeks  assignment  of 

permittee  (Vidicon  Industries  of  America)  to 
Southwestern  Pub.  Co.  on  five-year  lease  basis 
for  $190,000.  Southwestern  is  owned  by  Donald 
Reynolds  who  has  interest  in  KBRS  Springdale. 
KFSA-AM-TV  Fort  Smith,  both  Arkansas,  KHBG 
Okmulgee.  Okla.,  and  KLRJ-TV  Henderson, 
KOLO-AM-TV  Reno  and  KORK  Las  Vegas,  all 
Nevada.  Announced  July  10. 
KXLE  Ellensburg,  Wash. — Seeks  assignment  of 

license  from  Wash.  Bcstg.  Co.  to  Western  Bcstrs. 
Inc.  for  $92,000.  Western  is  owned  52%  by  G. 
Morgan  McBride,  industrial  gas  manufacturer, 
and  48%  by  Donald  McBride,  one-third  owner  of 
KWLK  Longview,  Wash.  Announced  July  15. 

Hearing  Cases 

FINAL  DECISIONS 

Commission  announces  that  decision  in  protest 
proceeding  involving  WJR,  The  Goodwill  Station 
Inc.  (WJRT,  ch.  12),  Flint,  Mich.,  adoption  of 
which  was  announced  July  9,  has  been  amended 
prior  to  release  in  light  of  the  U.  S.  Court  of 
Appeals  decision  in  Carroll  Bcstg.  Co.  vs.  FCC, 
and,  as  amended,  was  adopted  on  July  15  by 
Comrs.  Doerfer  (Chairman),  Hyde  and  Bartley; 
Comr.  Lee  dissented. 
By  order,  Commission  (1)  made  effective  im- 

mediately initial  decision  of  June  2;  (2)  denied 
protest  by  WDMG  Inc.  (WDMG)  Douglas,  Ga., 
and  (3)  affirmed  Feb.  20,  1957  grant  of  application 
of  Fernandina  Beach  Bcstrs.  for  new  am  station 
(WSIZ)  to  operate  on  1310  kc,  1  kw  D,  in  Douglas. 

OTHER  ACTIONS 

Donald  W.  Huff;  Equitable  Pub.  Co.,  Lansdale, 
Pa. — Designated  for  hearing  competing  applica- 

tions for  new  am  stations  to  operate  on  1440 
kc,  500  w  DA,  D;  made  WCOJ  Coatesville,  and 
WSDL  Carbondale,  parties  to  proceeding. 
Musical  Height  Inc.,  Braddock  Heights,  Md. — 

Designated  for  hearing  application  for  new  am 
station  to  operate  on  1370  kc,  500  w  DA.  D; 
made  WAYZ  Waynesboro,  Pa.,  and  WFMD  Fred- 

erick, Md.,  parties  to  proceeding. 
Robert  A.  Corley,  College  Park,  Ga.;  Harvey 

S.  Hester,  Smyrna,  Ga. — Designated  for  hearing 
mutually  exclusive  applications  for  new  am  sta- 

tions to  operate  on  1570  kc,  1  kw  D. 
Paul  A.  Brandt,  Gladwin,  Mich. — Designated 

for  hearing  application  for  new  am  station  to 
operate  on  1450  kc.  100  w  unl.;  multiple  owner- 

ship and  overlap  issues. 
WRTJS  Russellville,  Ky.— Designated  for  hear- 

ing application  to  increase  power  on  610  kc  from 
500  w  to  1  kw.  continued  daytime  operation; 
made  WTVN  Columbus,  Ohio,  and  WSGN  Bir- 

mingham, Ala.,  parties  to  proceeding. 
By  memorandum  opinion  and  order.  Commis- 

sion denied  petition  bv  Continental  Telecasting 
Corp.  (am  stations  KRKD  and  KRKD-FM),  Los 
Angeles,  Calif.,  for  rule  making  to  assign  ch.  58 
to  Los  Angeles-Pasadena.  Los  Angeles  now  has 
10  tv  channel  assignments,  7  of  which  are  vhf 
and  3  uhf.  Comr.  Lee  dissented. 

By  memorandum  opinion  and  order.  Commis- 
sion denied  "extraordinary  petition  to  enlarge 

issues  by  Joseph  M.  Ripley  Inc.,  Jacksonville, 
Fla.,  to  include  determinations  of  whether  or  not 
Dan  Richardson,  Orange  Park,  Fla.,  has  made 
misstatement  of  material  fact  and/or  has  omitted 
to  state  material  facts  regarding  his  finances  and 
whether  such  misrepresentations  and/or  omis- 

sions by  Richardson  were  deliberate,  in  Jackson- 
ville-Orange Park  am  proceeding. 

By  order,  Commission  dismissed  as  moot  peti- 
tion by  Cy  Blumenthal,  tr/as  Denbigh  Bcstg.  Co., 

Denbigh,  Va.,  to  enlarge  issues  in  proceeding  on 
am  applications  of  Denbigh  and  South  Norfolk 
Bcstg.  Co.  Inc.,  South  Norfolk,  Va.  Latter  appli- cation has  been  dismissed. 
By  memorandum  opinion  and  order,  Commis- 

sion (1)  denied  petition  by  Mass  Communicators 
Inc.,  for  reconsideration  of  Jan.  17  actions  which 
granted  application  of  Jane  A.  Roberts,  Cedar 
Falls,  Iowa,  to  replace  expired  cp  for  new  sta- 

tion (KCFI)  to  operate  on  1250  kc,  500  w  DA,  D, 
and  which  returned  petitioner's  application  for same  facilities;  and  (2)  denied  motion  by  Roberts 
to  dismiss  petition  of  Mass.  Comr.  Ford  issued 
concurring  statement. 
Snake  River  Radio  and  Television  Co.  Inc., 

Salmon,  Idaho — By  memorandum  opinion  and 
order,  denied  petition  to  waive  Sec.  1.354  (c)  of 
rules  on  processing  applications  by  file  numbers 
to  give  earlier  consideration  to  Snake  River 
application  for  new  am  station. 
WKTV  (ch.  13)  Utica,  N.  Y.— At  request  of 

Copper  City,  ordered  hearing  on  show  cause 
order  of  April  23,  in  Albany-Schenectady-Troy- 
Vail  Mills  proceeding  as  to  why  WKTV  should 
not  operate  on  ch.  2,  same  to  be  expedited;  made 
Van  Curler  Bcstg.  Corp.  (WTRI,  ch.  35),  Albany, 
party  to  proceeding. 
Jefferson  Standard  Bcstg.  Co.;  WBTW  (TV) 

(ch.  8)  Florence,  S.  C;  WBTV  (ch.  3)  Charlotte, 
N.  C. — Is  being  advised  that  applications  for  new 
tv  studio-transmitter-link  system  between  Flor- 

ence and  Charlotte  indicate  necessity  of  hearing. 
By  separate  orders.  Commission  finalized  rule 

making  and  amended  Class  B  fm  allocation 
table,  to 
Add  ch.  282  to  Athens,  Ala.,  to  permit  grant 

of  new  fm  station  there  to  Athens  Bcstg.  Co.  Inc.; 
Add  ch.  235  to  Cleburne,  Tex.,  to  provide  Class 

B  channel  for  KCLE-FM,  now  Class  A  station, 
and 
Shifted  ch.  238  from  Columbus  to  Lancaster, 

Ohio,  to  provide  channel  for  new  fm  station  in 
Lancaster  proposed  by  Hocking  Valley  Bcstg. 
Corp. 

Routine  Roundup 

ACTIONS  ON  MOTIONS 
By  Commissioner  T.  A.  M.  Craven  on  dates  shown 
Granted  motion  by  Eastern  States  Bcstg.  Corp., 

New  Bedford,  Mass.,  for  extension  of  time  to  July 
to  file  petition  for  review  of  order  of  Hearing 
Examiner  in  New  Bedford,  Mass.,  ch.  6  proceed- 

ing. Action  July  11. 
Granted  petition  by  Acadian  Television  Corp., 

Lafayette,  La.,  for  extension  of  time  to  July  23 
to  file  response  to  petition  of  Broadcast  Bureau 
to  enlarge  issues  in  Lake  Charles-Lafayette,  La., 
ch.  3  proceeding.  Action  July  14. 
Granted  petition  by  Farmington  Bcstg.  Co., 

Farmington,  N.  M.  for  an  extension  of  time  to 
July  23  to  file  replies  to  petitions  to  enlarge  issues 
in  Farmington,  N.  M.,  ch.  12  proceeding.  Action 
July  14. 

By  Chief  Hearing  Examiner 
James  D.  Cunningham  on  the  dates  shown 

Scheduled  hearings  on  following  proceedings  on 
date  shown:  Oct.  10 — am  applications  of  Leaven- 

worth Bcstg.  Co.  (KCLO),  Leavenworth,  Kan., 
Wichita  Beacon  Bcstg.  Co.  Die.  (KWBB),  Wichita, 
Kan.,  Bowie-Nocona  Bcstg.  Co.,  and  Montague 
County  Bcstg.  Co.,  both  Bowie,  Tex.  and  Clarion 
Bcstg.  Co.,  and  County  Bcstg.  Co.,  both  Clarion, 
Pa.  Actions  July  11. 
With  consent  of  all  parties,  ordered  Hearing 

Examiner  Herbert  Sharrfman  to  preside  in  further 
hearing  on  am  applications  of  B.  J.  Parrish,  Pine 
Bluff,  Ark.,  and  James  A.  Noe  (KNOE),  Monroe, 
La.,  and  prepare  supplemental  initial  decision  in 
accordance  with  Commission's  decision  released July  10  in  Dockets  11323  et  al.  Action  July  14. 

By  Hearing  Examiner  H.  Gifford  Irion on  the  dates  shown 
Granted  motion  by  Herbert  Muschel,  New  York, 

N.  Y.,  for  extension  of  time  from  July  15  to  Aug. 
1  to  file  proposed  findings  in  proceeding  on  its 
fm  application  and  that  of  Independent  Bcstg. 
Co.,  and  New  Bcstg.  Co.  Inc.,  both  New  York, 
N.  Y.  Action  July  10. 
Granted  petition  by  the  Broadcast  Bureau  for 

continuance  from  July  10  to  July  23  to  file  pro- 
posed findings  in  proceeding  on  am  application  of 

Austin  Radio  Co.,  Austin,  Tex.  Action  July  14. 
Cancelled  oral  argument  now  scheduled  for 

July  14  and  scheduled  hearing  conference  for 
2:00  p.m.,  July  18,  in  proceeding  on  am  applica- tions of  Charles  S.  Bramlett,  Torrance,  Calif.,  et 
al.  Action  July  14. 

By  Hearing  Examiner Thomas  H.  Donahue  on  July  10 

Granted  joint  motion  by  applicants  for  post- 
ponement of  hearing  and  continued  hearing  from 

July  14  to  Sept.  16;  on  Examiner's  own  motion 
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FOR  THE  RECORD  continued 

COMMERCIAL  STATION  BOXSCORE 

As  Reported  by  FCC  through  June  30 
am FM TV 

Licensed  (all  on  air) 

3,218 

526 

4182 

CPs  on  air  (new  stations) 35 

22 

932 

CPs  not  on  air  (new  stations) 
100 

86 

109 
Total  authorized  stations 

3,353 
634 665 

Applications  for  new  stations  (not  in  hearing) 412 

39 

52 

Applications  for  new  stations  (in  hearing) 124 18 

73 

Total  applications  for  new  stations 
536 

57 125 

Applications  for  major  changes  (not  in  hearing) 
261 

24 

49 

Applications  for  major  changes  (in  hearing) 

46 

0 17 
Total  applications  for  major  changes 307 24 66 
Licenses  deleted 1 0 0 
CPs  deleted 1 0 1 

SUMMARY  OF  STATUS  OF  AM,  FM,  TV 
Compiled  by  BROADCASTING  through  July  16 

ON  AIR 
Cos 
52 
25 

Lie. 

3,028 524 

CP 
Not  on  air 

103 
92 

AM 
FM 

TV  (Commercial)             41 51                  932  111 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  July  16 
VHF  UHF 

Commercial                                  425  83 

Non-Commercial                              26  7 

TOTAL  APPLICATIONS 
For  new  stations 

554 61 
129 

TOTAL 

508s 

334 

1  There  are,  in  addition,  nine  tv  stations  which  are  no  longer  on  the  air,  but  retain  their licenses. 
2  There  are,  in  addition,  37  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 

longer  in  operation  and  one  which  has  not  started  operation. 
8  There  have  been,  in  addition,  177  television  cps  granted,  but  now  deleted  (33  vhf  and 144  uhf). 
1  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 

scheduled  prehearing  conference  for  Sept.  2,  in 
proceeding  on  am  applications  of  Nick  J.  Cha- 
conas,  Gaithersburg,  Md.,  et  al. 

By  Hearing  Examiner  Herbert  Sharfman 
on  July  14 

Granted  motion  by  Capital  Bcstg.  Corp. 
(WCAW),  Charleston,  W.  Va.  for  an  extension  of 
time  from  July  14  to  July  28  to  file  reply  to  pro- 

posed findings  and  conclusions  in  proceeding  on 
its  am  application. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  the  dates  shown 

Scheduled  prehearing  conference  for  Sept.  11 
in  Moline,  111.,  ch.  8  proceeding. 
Granted  motion  by  applicants  for  extension  of 

procedural  dates  and  continued  indefinitely  dates 
for  exchanging  written  direct  cases  and  for  hear- 

ing (July  10,  and  July  21,  respectively)  in  pro- 
ceeding on  am  applications  of  Pompano  Beach 

Bcstg.  Corp.,  Pompano  Beach,  Fla.,  et  al.  Action 
July  14. 

By  Hearing  Examiner  Millard  F.  French 
on  the  dates  shown 

Scheduled  prehearing  conference  for  9  a.m.. 
July  30,  in  proceeding  on  am  application  of 
WLBE  Inc.  (WLBE),  Leesburg-Eustis,  Fla.  Action 
July  9. 

Scheduled  oral  argument  for  July  18  on  joint 
petition  for  leave  to  amend  and  opposition  there- 

to, continued  hearing  presently  scheduled  for 
July  28  to  a  date  to  be  set  by  subsequent  order, 
and  scheduled  prehearing  conference  for  July 
18  immediately  following  oral  argument  in 
Tampa-St.  Petersburg,  ch.  10  proceeding.  Action July  10. 

By  Hearing  Examiner  Annie  Neal  Huntting 
on  July  10 

Issued  statement  and  order  following  first  pre- 
hearing conference  in  proceeding  on  am  appli- 

cation of  James  S.  Rivers  Inc.  (WJAZ),  Albany, 
Ga.;  hearing  scheduled  for  Sept.  24,  and  Sept. 
2  for  exchange  of  exhibits. 

BROADCAST  ACTIONS 

by  Broadcast  Bureau 

Actions  of  July  11 
WKGN  Knoxville.  Tenn. — Granted  acquisition 

of  negative  control  by  Abe  D.  Waldauer  through 
purchase  of  stock  from  Guy  L.  Smith  III. 
KGPC  Grafton,  N.  D. — Granted  acquisition  of 

oositive  control  by  Clayton  G.  Matheson  through 
purchase  of  stock  from  Elton  W.  Ringsak,  et  al. 
WLAN-FM  Lancaster,  Pa. — Granted  license 

covering  change  of  type  trans. 
KPEN  Atherton,  Calif. — Granted  cp  to  increase 

EBP  to  18  kw  and  make  changes  in  ant.  system; 
ant.  height  1700  ft.,  and  change  type  trans.; 
condition. 
KTES  Nacogdoches,  Tex. — Granted  mod.  of 

co  to  change  ERP  to  vis.  16.6  kw,  aur.  9.12  kw, 
ant.  height  290  ft.;  installation  new  trans.,  ant. 
system   and   other  equipment  change. 
KIFI  Idaho  Falls,  Idaho — Rescinded  action  of 

Julv  2  granting  application  for  license  to  change 
facilities,  installation  new  trans.,  make  changes 
in  ant.  system  and  change  ant. -trans,  location. 
WFUM  Flint,  Mich.— Granted  request  for  can- cellation of  license.  Call  letters  deleted. 
KELL  Kellogg,  Idaho — Granted  reauest  for 

cancelation  of  co.  Call  letters  deleted.  Economic 
and  difficulty  in  location  of  site  for  station. 
Reasons  given. 
WAAM-FM  Parkersburg,  W.  Va. — Granted 

authority  to  discontinue  normal  program  opera- 
tions for  period  of  60-90  days  pending  complete 

reappraisal  of  various  aspects  of  continued  op- 
erat:ons. 
KZOL  Muleshoe,  Tex. — Granted  extension  of 

authority  to  sign-off  at  4  p.m.  CST,  for  60-day 
period  starting  July  15. 
WSB-FM  Atlanta,  Ga.— Granted  extension  of 

authority  to  remain  silent  for  additional  30  days 
or  to  and  including  Aug.  7. 
KEEN  Carrizo  Springs,  Tex. — Granted  exten- 

sion of  authority  to  sign-off  at  7  p.m.  except  for 
special  events  for  90-day  period  starting  July  22; 
financial  difficulty  reason  given. 
WSUI  Iowa  City,  Iowa — Granted  authority  to 

reduce  hours  of  operation  to  minimum  of  6  hours 
daily  from  Aug.  11  through  Sept.  26 — university vacation. 
KIYI  Shelby,  Mont. — Granted  change  of  re- 

mote control  authority  while  using  nondirec- tional  ant. 
WSB-FM  Atlanta,  Ga— Granted  extension  of 

completion  date  to  Aug.  7. 

Actions  of  July  10 
WTRO  Dyersburg,  Tenn. — Granted  assignment 

of  license  to  Southern  General  Bcstg.  Co. 
WMAR-TV  Baltimore,  Md.— Granted  transfer of  control  from  John  E.  Semmes  and  four  others 

as  voting  trustees  to  John  E.  Semmes  and  six 
others  as  voting  trustees. 
WCBE  Columbus,  Ohio— Granted  cp  to  de- 

crease ERP  to  11  kw,  ant.  height  to  530  ft.,  and 
installation  of  new  type  ant. 
WZIP  Covington,  Ky. — Granted  cp  to  install 

new  type  trans.;  remote  control  permitted. 
WLBK  De  Kalb,  111.— Granted  cp  to  install  new 

type  trans. 
KASY  Auburn,  Wash. — Granted  mod.  of  cp  to 

change  type  trans.,  delete  ground  screen,  and 

change  studio  location;  remote  control  permitted. 
WEDU  Tampa,  Fla.— Granted  mod.  of  cp  to 

change  ERP  to  vis.  13.7  kw,  aur.  6.85  kw,  ant. 
height  to  490  ft.,  change  studio  and  trans,  loca- 

tion, type  of  trans.,  make  changes  in  ant.  system 
and  other  equipment  changes. 
Following  stations  were  granted  extensions  of 

completion  dates  as  shown:  WSCM  Panama  City 
Beach,  Fla.,  to  July  31,  and  WHOH  (FM)  Hamil- 

ton, Ohio,  to  Aug.  12. 

Actions  of  July  9 

KMEL  Wenatchee,  Wash. — Granted  relinquish- 
ment of  negative  control  by  John  E.  Goslin 

(50%)  and  Craig  R.  Lawrence  Jr.  (50%)  through 
sale  of  stock  (162,3%)  from  John  E.  Goslin  and 
(16%%)  from  Craig  R.  Lawrence  Jr.  to  Phillip  E. Rather. 

KTIS,  KTIS-FM,  KNWS,  KFNW,  Northwestern 
Schools-Bible  College,  College  of  Liberal  Arts, 
Theological  Seminary,  Minneapolis,  Minn.,  Water- 

loo, Iowa  and  Fargo,  N.  D. — Granted  mod.  of 
licenses  to  change  name  to  Northwestern  College, 
Bible  College,  College  of  Liberal  Arts,  Theolog- ical Seminary. 
KEPR  Kennewick  -  Richland  -  Pasco,  Wash.  — 

Granted  mod.  of  license  to  change  name  to 
KEPR  Inc. 

WMCA  New  York  City,  N.  Y.— Granted  cp  to 
install  new  trans,  as  alternate  main  trans,  at 
present  main  trans,  site. 

KSFE  Needles,  Calif. — Granted  cp  to  install 
new  type  trans. 
WTCN  Minneapolis,  Minn. — Granted  cp  to  in- 

stall old  main  trans,  as  aux.  trans,  at  present 
main  trans,  site;  remote  control  permitted. 
WRLD  Lanett,  Ala.,  and  West  Point,  Ga.— 

Granted  authority  to  remain  silent  pending  re- 
pairs for  period  of  30  days. 

KDFW  Cedar  Hill,  Tex.— Granted  authority  to 
remain  silent  to  Sept.  3  pending  approval  of  ap- 

plication to  change  frequency  from  107.9  mc  to 
99.5  mc. 
WCMY  Ottawa,  ill. — Granted  authority  to  sign- 

off  at  7  p.m.  CDST,  for  period  July  14  to  Sept. 
30,  except  for  special  events. 
WDSK  Cleveland,  Miss. — Granted  extension  of 

completion  date  to  Aug.  24. 
Action  of  July  8 

WAGR  Lumberton,  N.  C. — Granted  authority 
to  reduce  hours  of  operation  from  unlimited  to 
daytime  only  due  to  nighttime  directional  being 
out  of  adjustment  and  pending  action  on  appli- 

cation for  daytime  hours  of  operation  for  period ending  Oct.  7. 

Action  of  July  7 

KWHN  Fort  Smith,  Ark. — Granted  acquisition 
of  positive  control  by  M.  Bershof  and  J.  H.  Fried- 

man (business  privity)  through  purchase  of  stock 
from  Mrs.  Virginia  Whiteside. 

fmm  kander\ 

AND  COMPANY 

NEGOTIATORS  FOR  THE  PURCHASE  AND  SALE 

OF  RADIO  AND  TELEVISION  STATIONS 

\                       EVALUATIONS  / 
\                 FINANCIAL  ADVISERS  / 

WASHINGTON 

1625  Eye  Street,  N.W. 

NAtional  8-1990 

NEW  YORK 
60  East  42nd  Street 

MUrray  Hill  7-4242 
CHICAGO 

35  East  Wacker  Drive 

RAndolph  6-6760 

DENVER 
1 700  Broadway 

AComa  2-3623 
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This  is  the  kind  of  hold  our  station  has  on  people 

How  do  you  measure  loyalty? 

Not  by  the  bare  figure  of  our  daily  audience 

(747,640  TV  homes).  Not  by  the  lines 

drawn  on  our  coverage  map  (41  counties  in 

3  states) .  And  not  by  a  mere  addition  of 

their  purchasing  power  ($3,361,973,000  last 

year) .  Here  in  the  WHIO-TV  area  these 

figures  are  most  impressive  —  but  how,  and 
to  what  extent,  do  they  apply  to  you? 

In  full  measure,  we  say,  from  the  vantage 

point  of  living  with  our  audience.  Its  loyalty 

is  expressed  through  mail  counts  and  rat- 
ings, in  which  we  excel  year  after  year.  Our 

loyalty,  through  programming  of  many 

public  service  features  —  and  through  such 
details  as  no  triple  spots. 

Let  George  P.  Hollingbery  tell  you  how 

these  dual  loyalties  transfer  in  depth  to 

sponsors'  effort.  He  and  his  rate  card  mean 
exactly  what  they  say. 

whio-tv 
CBS 

channel 

7 

day  ton, 

ohio 

ONE      OF     AMERICA'S     GREAT     AREA  STATIONS 

Reaching  and  Holding  2,881,420  People 
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MONDAY  MEMO  :      •  . 

from  JAMES  G.  COMINOS,  vice  president,  tv-radio,  Needham,  Louis  &  Brorby,  Chicago 

But  will  they  like  it  in  East  Cupcake,  Iowa? 

EDITOR'S  NOTE:  Earlier  this  year 
Time  ran  an  article  on  the  origination 

of  the  Steve  Allen  Show  from  Havana. 

A  section  of  that  article  reads  as  follows: 

"How  About  East  Cupcake?"— When  Mamie 
Van  Doren  slipped  out  of  her  evening 
gown  behind  a  poolside  screen  and  reap- 

peared in  a  bathing  suit,  an  advertising- 
agency  man  with  a 
sharp  eye  on  rehears- 

als objected  that  the 
strapless  suit  looked 
too  much  like  under- 

wear. "This  stuff  may 
be  O.K.  for  Havana," 
he  said,  "but  how about  East  Cupcake, 
Iowa?  That's  where 
I'm  from.  I  carry  it around  up  here  in 
my  head.  .  .  ." 
The  alert  agency 
man  to  whom  Time 

referred  is  the  au- 

thor of  this  week's 
Monday  Memo. 

AS  the  Time  re- 
porter picked 

up  from  my  re- 
marks at  the  Steve 

Allen  rehearsals 

(after  I  had  pushed 

my  eyes  back  in  and 
insisted  on  modi- 

fying Mamie)  East 
Cupcake,  Iowa,  is 

a  "dream"  town  of 
mine  that  I  carry 

about  in  my  mind.  It  is  a  place  that  I 

go  mentally  on  many  occasions,  partic- 
ularly when  some  of  those  border-line 

decisions  are  required. 

East  Cupcake — or  maybe  you  prefer 
San  Strudel  or  New  Gingerbread — 
typifies  in  my  mind  the  atmosphere,  the 
community,  the  people  that  we  in  this 

broadcasting  industry  shouldn't  forget .  .  .  rather  we  should  aim  toward  as 

we  select  and  build  programs  and  com- 
mercials. But  forget  it  we  often  do — 

or  even  brush  it  off. 

Let's  look  a  little  closer  at  East  Cup- 
cake. 

During  the  score  or  more  years  I 
have  spent  in  the  advertising  whirl,  1 
have  thought  of  East  Cupcake,  Iowa, 

as  "THE  United  States."  It  is  sane, 
home-spun  and  fundamental,  made  up 
of  doctors,  lawyers,  housewives,  mer- 

chants, farmers — college  grads  and  not. 
Of  course,  East  Cupcake  is  not  only 

"in"  Iowa.  It  can  be  many  areas,  a 
section  of  New  York  City,  a  suburb  of 
Chicago,  somewhere  in  Florida,  or 

Oregon.  Wherever,  its  broadness  of  per- 
spective is  what  probably  makes  the 

difference. 

The  difference  between  what? 

Between  the  relatively  narrow  little 

world  in  which  much  of  the  business 

of  network  television  and  radio  is  con- 
ducted. Where  the  top  talent,  creative 

and  production  people  are  gathered, 
saddled  with  the  responsibility  of  pro- 

ducing the  greater  volume  of  programs 
and  commercials. 

Usually  this  group  is  working  at  a 

feverish  pace,  with  little  time  for  any- 
thing but  their  work.  And,  consequently, 

scurrying  about  in  their  own  little  world 
and  society,  it  is  not  difficult  to  get  so 
close  to  the  cue  cards  that  one  loses 

sight  of  East  Cupcake. 
For  instance? 

Well,  I  am  reminded  of  one  of  the 

truly  great  entertainers  of  our  time, 
a  star  with  outstanding  talent  and  keen 

perception.  After  several  highly-success- 
ful years  on  the  air,  his  ratings  steadily 

dropped  when  his  satire  often  tended 

to  over-exaggeration,  his  sketches  poked 
fun  at  people  and  places  that  have 
come  to  be  accepted  in  a  sacred  sort 

of  way.  But  critics,  friends  and  asso- 

ciates— the  star's  people — praised  these 
performances  as  they  expressed  the 
likes  and  desires  of  their  limited  world, 

not  the  big,  broad  one  beyond. 
Unfortunately,  the  star  listened  to  his 

cronies.  He  lengthened  the  skits,  didn't 
realize  when  to  stop.  Some  ran  as  long 
as  20  to  25  minutes.  They  became  a 

major  part  of  the  show  but  not  a 

generally-popular  part  since  there  was 
no  mass  appeal.  East  Cupcake  had  been 
forgotten. 

Programs  on  the  air  today  occa- 
sionally go  off  on  a  somewhat  similar 

tangent.  Particularly  is  this  so  of  net- 
work tv  variety  shows,  with  their  guest 

stars  and  consequent  sketches.  Gags 

and  ad  libs  about  in-trade  people  and 
places,  inside  play  to  the  studio  audi- 

ence lay  a  big-size  egg  in  my  hamlet. 
Sure,  everybody  in  the  business  knows 

we  shouldn't,  but  remember  that  forest 
and  its  trees. 

Among  drama  productions,  the  psy- 
chological-type plays,  oftentimes  with 

an  unhappy  ending  or  no  ending  at  all, 

never  attract  the  response  and  ratings 

that  say  an  anthology  series  does.  The 

so-called  heavier  drama  doesn't  quite 
cut  a  swath,  as  evidenced  by  their  dis- 

appearance from  the  networks. 
Now  let's  look  on  the  other  side  of 

the  roster.  Red  Skelton  rolls  on  and 
on  with  substantial  audiences  because 

the  zany  characters  he  portrays  on  his 
show,  the  skits  he  presents,  are  familiar 
to  THE  PEOPLE.  The  same  is  true  of 

much  of  Jackie  Gleason's  material.  Or 
most  of  the  Bob  Hope  routines. 

They  have  the  common  touch.  So 
do  shows  like  Father  Knows  Best  and 

Ozzie  and  Harriet.  Or  the  westerns, 
as  is  evidenced  by  their  ratings. 

And  then  there  is  the  Ed  Sullivan 

Show.  You  can't  beat  good  juggling, 

tumbling  and  animal  acts — plus  name 
stars — for  broad  appeal.  And,  there- 

fore, you  can't  beat  the  record  Ed 
Sullivan  has  chalked  up  on  tv. 

On  one  occasion,  I  have  read,  Ed 
offered  Bette  Davis  $10,000  to  appear 

on  his  show.  She  was  in  a  Broadway 

revue  at  the  time,  doing  a  take-off  on 
Tallulah  Bankhead,  and  Ed  wanted 

Miss  Davis  to  repeat  it  on  his  Sunday 

night  program.  But  she  absolutely  re- 
fused. Bette  Davis  said  that  Tallulah 

was  merely  a  New  York  name  and  not 
famous  enough  around  the  country! 

Right  or  wrong,  it  looks  as  though 
Bette  Davis  also  has  an  East  Cupcake, 
Iowa! 

And,  as  I  mentioned  earlier  in  this 
memo,  that  is  an  Utopia  that  all  of  us 

in  broadcasting-advertising  must  have 

to  reach  the  great  majority  of  the  pub- 
lic, if  we  want  to  attract  them,  keep 

them  and  sell  them.  Program  and  com- 
mercial content  must  be  kept  tasteful 

and  tuned  to  the  eye  and  ear  of  the 

people  beyond  the  programming  and 
production  circles. 

That  is  absolutely  mandatory  if  we 
are  going  to  keep  this  industry  moving 
ahead,  and  in  cases  like  Mamie  Van 

Doren  and  her  bathing  suit — -man!  that 
takes  will-power! 

James  George  Cominos,  b.  March  24,  1914,  Chicago. 
After  Northwestern  U .,  to  BBDO  in  1936,  handling 

copy,  research,  radio  publicity  and  later  production- 
direction.  After  Marine  service  as  Major,  returned  to 
BBDO  N.  Y.  in  1946  as  account  executive.  Following 

year  became  radio-tv  director  of  LeV alley  Inc.,  later 
was  vice  president  and  general  manager,  pioneering  in 
tv  activity  in  1950.  Joined  Needham,  Louis  &  Brorby 

Inc.,  Chicago  in  1951  as  vice  president  and  account  su- 
pervisor and  became  director  of  radio-tv  department  in 

1953.  Promoted  to  vice  president  in  charge  of  all  radio- 
tv  operations  and  elected  to  board  of  directors  last  May. 
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EDITORIALS 

The  Carroll  Case 

THE  Circuit  Court  of  Appeals  in  Washington,  which  has  in- 

stalled itself  as  a  super-FCC,  many  times  has  upset  the  FCC's 
regulatory  applecart.  But  never  before  has  it  dealt  a  blow  equalling 
that  delivered  in  what  to  all  appearances  was  an  innocuous, 

routine  case  involving  an  appeal  of  a  daytime  station  in  a  little 
Georgia  town  which  wanted  no  competition  from  a  new  daytimer 
proposed  in  an  equally  minor  hamlet  12  miles  away. 

The  court  [Lead  Story,  July  14]  held  that  the  FCC  must  take 
into  account  the  economic  effect  of  a  new  station  if  the  new  com- 

petition would  impair  service  to  the  public.  In  so  doing,  it  knocked 

out  the  time-honored  concept  of  survival  of  the  fittest.  It  opened 

a  Pandora's  box  of  potential  evils  that  threaten  regulation  of  sta- 
tion rates  and  profits  and  could  force  program  evaluation,  which 

is  tantamount  to  censorship. 

It  is  almost  impossible  to  exaggerate  the  turmoil  that  the  three- 

man  court's  opinion  can  provoke.  It  is  a  clear  case  of  overriding 
the  will  of  Congress.  It  could  make  of  broadcasting  a  public 

utility.  Government  protects  public  utilities  against  undue  com- 
petition. In  return  it  regulates  the  rates,  specifies  the  service  and 

limits  the  profits. 

FCC  Chairman  Doerfer  says  the  decision  introduces  the  "planned 
economy  approach"  to  the  regulation  of  broadcasting.  That  is 
the  equivalent  of  saying  broadcasting  must  now  be  regulated  as 
a  public  utility.  To  be  protected  against  undue  competition,  it 
must  pay  the  price  of  liberty  as  a  free  medium. 

The  FCC,  understandably,  is  in  a  dilemma.  As  things  stand, 

any  existing  station,  whether  radio  or  tv,  can  oppose  a  new  sta- 
tion in  its  market  simply  by  citing  the  Carroll  Case,  implemented 

by  the  protest  section  of  the  law — 309  (c).  The  FCC  then  must 
determine  whether  the  service  of  the  existing  station  or  stations 
will  be  impaired  to  the  point  where  the  public  will  not  get  as  good 
service.  So  the  FCC  must  become  economist,  marketing  expert, 

accountant,  program  appraiser  and  efficiency  expert.  It  hasn't 
the  inclination,  manpower,  money  or  expertise  to  do  these  things. 
Meanwhile,  the  effect  could  be  a  freeze  on  all  applicants  where 
an  existing  station  merely  raises  the  economic  issue. 

The  FCC  cannot  operate  in  a  fog  of  uncertainty.  It  must  appeal 
the  Carroll  Case  to  the  Supreme  Court  and,  in  the  interim,  seek 
a  stay  of  mandate. 

If  the  Supreme  Court  should,  perchance,  sustain  the  lower  tri- 
bunal, the  only  recourse  then  left  would  be  for  Congress  to  clearly 

restate  that  broadcasting  is  not  a  public  utility  and  that  it  enjoys 
the  privileges  of  the  First  Amendment.  This  procedure  becomes 
necessary  because  at  this  late  date  the  appellate  court,  in  one 
short  and  obviously  misguided  opinion,  has  vitiated  a  body  of  law 
that  has  taken  30  years  to  build. 

People 

BROADCASTING  is  electronic  entertainment,  and  journalism 
and  enlightenment.  It  is  microphones  and  cameras  and  wires; 

studios,  film,  sets  and  music. 

Broadcasting  is  all  these  things.  But  basically,  broadcasting  is 
people.  People  with  talent,  ideas  and  ideals.  People  who  sell,  manage 
and  coordinate.  People  on  the  move. 

Important  people  are  on  the  move  all  the  time  in  broadcasting. 
At  NBC,  Robert  W.  Sarnoff  moved  up  to  the  board  chairmanship, 
continuing  as  chief  executive  officer.  Robert  E.  Kintner  moved  from 
an  executive  vice  presidency  to  the  presidency,  in  recognition  of 
the  notable  strides  made  by  the  NBC  tv  network  since  he  took  over 
operations  18  months  ago.  He  learned  network  operations  at  ABC, 
after  a  brilliant  career  as  a  journalist  and  a  wartime  stint  in  Army 
public  relations.  At  ABC,  a  bright  young  fellow,  Ollie  Treyz  took 
over  the  tv  network  presidency  a  few  months  ago. 

There  was  another  significant  move  announced  last  week — this 
one  into  retirement.  Walter  J.  Damm,  after  36  years  of  remarkably 

active  service  in  broadcasting,  retires  next  September  as  vice  presi- 
dent-general manager  of  WTMJ-AM-TV,  the  Milwaukee  Journal 

stations.  He  was  65  last  Saturday  (July  19). 
Walter  Damm  has  been  responsible  for  more  innovations  in  the 

business  of  broadcasting  from  the  station  operation  standpoint  than 

perhaps  any  broadcaster  in  history.  And,  in  his  irascible,  cantanker- 
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Drawn  for  BROADCASTING  by  Adam  Dumack 

".  .  .  and  now  for  an  hour  of  uninterrupted  music." 

our,  almost  surly  way,  he  has  always  run  one  of  the  best  broadcast 
operations  in  the  country. 

Behind  that  crusty  exterior,  Walter  Damm  over  the  years  has 
possessed  one  of  the  most  alert,  creative  minds  in  the  business.  Many 
of  his  ideas  and  innovations  are  today  SOP  in  broadcasting.  In 

the  late  '20's,  he  conceived  the  "participating"  program  spot  an- 
nouncement— the  lifeline  of  radio  station  operation.  In  1930,  he 

established  the  first  standard  station  cost  accounting  system,  emu- 

lated generally.  He  is  credited,  in  1933,  with  making  the  first  coinci- 
dental telephone  listener  survey — the  precursor  of  ratings.  In  1941 

he  designed  what  he  called  Milwaukee's  Radio  City,  engineered  for 
am,  fm  and  tv,  five  miles  from  downtown  Milwaukee.  Tv  moved  in 
in  1947  without  major  changes  in  studios.  This  began  the  trend 

away  from  downtown  locations. 

It  was  logical,  too,  that  Walter  Damm  should  figure  in  trade  asso- 
ciation, code  and  other  organizational  activity  in  broadcasting — 

always  in  the  forefront.  He  was  the  kind  of  person  who,  after 

getting  a  project  under  way,  would  walk  out  in  a  fit  of  temper  if  it 

didn't  suit  him.  This  happened  quite  often. 
He  was  president  of  the  NAB  in  1930-31.  He  helped  write  the 

radio  code  and  served  on  the  first  tv  code  review  board.  He  helped 

negotiate  the  first  ASCAP  contract  in  1932.  He  was  in  on  the 
organization  of  the  National  Assn.  of  Regional  Broadcasters.  He 
was  the  first  president  of  the  Fm  Broadcasters  Inc.  He  served  on 
the  first  board  of  BMI.  He  was  an  organizer  of  the  Newspaper 

Owned  Stations  group.  He  served  on  the  Board  of  War  Communica- 
tions created  by  the  FCC  in  1942.  He  was  president  of  Television 

Broadcasters  Assn.,  formed  in  1947,  until  it  combined  with  NAB 

in  1951.  He  was  a  member  of  NBC's  radio  advisory  committee,  and 
organized  the  NBC-TV  Affiliates  of  which  he  is  still  chairman. 

As  we  started  to  say,  broadcasting  is  people.  Walter  Damm  is  and 

has  been  one  of  the  more  important  people  in  broadcasting  vir- 
tually from  its  beginning. 

The  Marines  Had  Landed 

Anew  crisis  in  the  Near  East.  U.  S.  Marines  land  in  Lebanon. 

An  emergency  session  of  the  U.  N.  Security  Council  is  con- 
vened. Repercussions  from  every  corner  of  the  globe. 

Radio  and  television  carry  the  news  instantaneously.  Regular 

programming,  including  commercials,  is  canceled  by  networks 
and  stations  to  clear  for  events  as  they  happen. 

What  the  newspapers  publish  the  morning  after  is  old  hat. 

Most  of  America's  170  million  have  heard  and  seen  the  news 
the  night  before. 

This  is  American  broadcasting.  This  is  broadcasting  under  our 
free  enterprise  system. 

Broadcasting 



From  10:00  to  11:00  pm,  Monday  thru  Sunday, 

Bill  Ingram  News 
10:00-10:15  p.m. 

Sunday  through  Friday 

Johnny  Morris  Weather 
1  0:1  5-1  0:20  p.m. 

Monday  through  Saturday 

Dick  Nesbitt  Sports 
1  0:20-1  0:30  p.m. 

Monday  through  Saturday 

Bob  Ryan  News 
1  0:00-1  0:1  5  p.m. 

Saturday 

this  KSTP-TV  lineup  reaches  73%  more 

Mm 

"The  Man  Who  Was  There" 
10:15-10:30  p.m. Sunday 

"Federal  Men" 
10:30-1  1:00  p.m. Monday "Badge  714" 1  0:30-1  1 :00  p.m. 

Tuesday 'Mr.  District  Attorney" 
10:30-1  1:00  p.m. Wednesday 

homes  than  the  nearest  competitor  •  •  • 

"Highway  Patrol" "Waterfront" 
10:30-1  1:00  p.m. 10:30-1  1:00  p.m. 

Thursday 
Friday 

'Sheriff  of  Cochise" 
10:30-1  1:00  p.m. Saturday 

"Music  Bingo" 
10:30-1  1:00  p.m. 

Sunday 

45%  of  total  viewers  in  the  4-station 

Twin  City  Area  of  748,000  TV  homes! 

Check  availabilities  in  this  period  TODAY. 

''ARB  METROPOLITAN  AREA  REPORT,  JUNE  1958. 

00sic  AfHC  Affiliate  BUK^sffin^ij^B 

MINNEAPOLIS  ST.  PAUL 



17,2 50  mail  requests  prove 

KETV  gets  Action . . 

...in  97  counties  of  prosperous  Eastern  Nebraska 

and  Western  Iowa. 

40-100% 

20-  40% 

10-  20% 

.  .  Bonus 

Shaded  areas  show  the 

response  of  17,259 

pieces  of  mail  resulting 
from  a  KETV  seed 

offer.  Counties  in  dark 

red  produced  from  40% 
to  over  100%,  of  the 
mail  delivered  by  the 
home  county  (Douglas) 

per  1,000  TV  homes. Percentages  of  response 

for  the  97  counties  are 
shown  in  the  legend 
above  and  map  (left). 

Here's  Proof . . . 

advertisers  sell  all  of  Eastern  Nebraska,  Western  Iowa  and  more  when  buying  KETV. 

Audience  response  to  a  KETV  seed  offer  came  from  97  industrial  and  agricultural 

counties  .  .  .  including  the  buying-power  centers  of  Omaha,  Council  Bluffs,  Iowa  and 

Lincoln.   This  same  vast,  responsive  audience  is  yours  when  you  advertise  on  KETV. 

MARKET  DATA* 

Population Retail  Sales Effective  Buying 

Income 
Families Average  Family 

Income 

Basic  Market*  * 
1,418,600 $1,611,922,000 $2,114,430,000 438,800 

$4,452 
Bonus  Market*** 

753,100 $  926,477,000 $1,183,166,000 235,729 

$4,221 TOTAL 2,171,700 $2,538,399,000 $3,297,596,000 674,529 

$4,337 

*Sales  Management, 

May,  1958 **Counties  listed  for 

Omaha  area  in  Tele- vision Magazine, 
March,  1958 

***29  additional  coun- 

ties responding  to 
seed  offer. 

See  your  III II  man  for  availabilities 

Ben  H.  Cowdery,  President 

OMAHA  WORLD-HERALD  STATION 
OMAHA,  NEBRASKA 

KETV  7 

Eugene  S.  Thomas,  V.P.  &  Gen.  Mgr. 

basic 

0 



JULY  28,  1958 

What's  sold— and  what  isn't— in  the  fall  tv  network  lineups 

Philip  Morris  cigarette  brands  get  radio-tv  campaign  in  order 

Blair  comes  up  with  new  analysis  of  today's  radio  personality 

Celler  blasts  sports  lobby  behind  blanket  antitrust  exemption 

THIRTY-FIVE  CENTS 

BROADCASTING 

THE      BUSINESS  WEEKLY     OF      TELEVISION     AND  RADIO 

MERCHANDISING 

makes  us  your  strong  right  arm  in  the  rich  Richmond  area 

1.  IN-STORE  FOOD  &  DRUG  DISPLAYS 

2.  IN-STORE  FOOD  DEMONSTRATIONS, 

SAMPLING,  COUPONING 

3.  STORE  WINDOW  DISPLAYS 

4.  BARGAIN  BAR  PROMOTIONS 

5.  NEWSPAPER  ADS 

6.  COMMUNITY  CLUB  AWARDS 

7.  MAILINGS  TO  RETAILERS 

8.  PERSONAL  CALLS  ON  JOBBERS, 

WHOLESALERS,  RETAILERS 

9.  REPORTS  TO  FOOD  ADVERTISERS 

10.    PROMOTIONAL  SPOTS 

NBC  BASIC Tom  Tinsley,  President 

National  Representatives:  Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington;  Simmons  Associates  in  Pittsburgh,  New 

England,  Mid-West;  Clarke  Brown  Co.  in  Dallas,  Houston,  Denver,  Atlanta,  Miami,  New  Orleans;  McGavren-Quinn  in  Seattle,  San  Francisco,  Los  Angeles. 



WIN  FROM  WINN  an  all  expense  paid  trip 

KENTUCKY 

DERBY! 

r4y 

AT 

PLUS 

Oo 

us 

cash 

AND  10  ADDITIONAL 

PRIZES  $25.00  EACH 

Guess  the  total  number  of  national  spots  placed  on  WINN  between  August  31,  1958 

and  February  28,  1959.  All  entries  must  be  postmarked  no  later  than  midnight 

August  31,  1958  and  only  one  entry  per  person.  In  case  of  a  tie,  duplicate  prizes 

will  be  awarded.  All  entries  will  be  kept  in  the  WINN  safe  until  March  1,  1959, 

when  WINN's  logs  will  be  audited  by  Charles  W.  Wheeler  Associates.  Send  in 

your  entry  now,  to  be  WINN's  guest  for  the  1959  "Run  for  the  Roses." 

GLEN  HARMON 

'General  Manager 

1240  ON  THE  DIAL 

LOUISVILLE,  KENTUCKY'S 
POPULAR  MUSIC 

STATION 

AVERY  KNODEL 

National  Representative 



S<Hyiq  "Way  tyotc  do
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DES  MOINES,  Iowa 

Prefers 

A  The  Station  Most  People  Watch  Most! 

A  The  Station  Most  People,  by  Far 

Depend  on  for  Accurate  News! 

A  The  Station  With  Far  and  Away  the 

Most  BELIEVABLE  Personalities! 

This  Central  Surveys  study  reveals 

many  interesting  facts  that  show 

without  question  KRNT-TV  is  the 

one  to  use  to  get  the  kind  of  results 

an  advertiser  must  get  these  days. 

KATZ  has  the  NEW  — the 

TRUE  —  facts  on  television 

viewing  in  Des  Moines. 

Ask  them  for  your  copy. 

Central  Surveys  has  been  engaged  in 

nation-wide  market  research  and  public 
opinion  surveys  for  over  20  years. 
Among  the  more  than  200  clients  are 

many  PUBLIC  UTILITY  companies.  List 
shown  on  request. 

Published  every  Monday,  53rd  issue  (Yearbook  Number)  published  in  September  by  Broadcasting  Publications  Inc.,  1735  DeSales  St., 
N.  W.,  Washington  6,  D.  C.  Entered  as  second  class  matter  March  14,  1933  at  Post  Office,  Washington,  D.  C,  under  act  of  March  3,  1879. 



From  sign-on  Monday  to  sign-off  Sunday 

MORE  PEOPLE  WATCH 

KRLD-TY  than  any  other 

DALLAS-FORT  WORTH  STATION 

—  ARB   FOUR-WEEK   DALLAS-FORT  WORTH   METROPOLITAN   REPORT  —  APRIL  28-MAY   25,  1958 

And  this  is  only  in  Dallas  and  Tarrant 

Counties.  Remember,  in  addition,  KRLD-TV 

Channel  4  covers  more  area,  more  people, 

more  income  and  more  retail  sales  than  any 

other  station  in  the  southern  United  States 

between  the  Atlantic  Seaboard  and  the 

Rocky  Mountains  because  —  KRLD-TV 

telecasts  from  Texas'  tallest  tower  — 

KRLD-TV  telecasts  with  maximum  power 

—  KRLD-TV  operates  on  the  lowest  Dallas- 

Fort  Worth  Channel. 

KRLD-TV  Channel  4  is  the  television 

station  of  The  Dallas  Times  Herald,  owners 

and  operators  of  KRLD  Radio.  KRLD  is  the 

only  full-time  50,000  watt  radio  station  in 

Dallas-Fort  Worth. 

The  BIGGEST  buy  in  the  BIGGEST  market  in  the  BIGGEST  State 

Ckmnd  4X)o!!m 
MAXIMUM  POWER 

JOHN  W.  RUNYON,  Chairman  ol  the  Board  —  CLYDE  W.  REMBERT,  President 

REPRESENTED       NATIONALLY       BY       THE       BRANHAM  COMPANY 
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closed  circuit 

FIVE  &  TWO  •  Odds  are  strongly  in  favor 
of  retention  of  existing  FCC  multiple 
ownership  rule,  permitting  single  entity  to 

own  five  vhf  stations  and  two  uhf's  (along 
with  seven  am's  and  fm's)  despite  strong 
recommendation  of  Barrow  Study  Group 
that  vhf  tv  be  cut  down  to  three  stations 

in  first  25  markets.  Reason:  decisive  6-1 
vote  by  FCC  last  Wednesday  approving 
$20  million  sale  of  WCAU-AM-FM-TV 
Philadelphia  by  Bulletin  to  CBS.  Only 
Comr.  Robert  T.  Bartley  dissented.  (Story 

page  88.) 
• 

FCC's  vote  on  record-breaking  WCAU 
transfer  came  fortnight  after  Dean  Roscoe 
L.  Barrow,  head  of  Network  Study,  had 

made  urgent  personal  plea  against  ap- 

proval on  ground  it  would  "prejudge"  ac- 
tion on  multiple  ownership  recommenda- 
tion. WCAU-TV  acquisition  gives  CBS- 

TV  its  fifth  vhf,  for  first  time  bringing  it 
up  to  strength  of  rival  NBC  and  ABC 
tv  ownership.  All  CBS  properties  except 

WCBS-TV  New  York  were  acquired  by 
purchase,  rather  than  original  grant.  It 

also  has  two  uhf's,  while  NBC-TV  is  cut- 
ting down  to  one  on  Oct.  1,  and  ABC-TV 

has  none. 

OUT  IN  OPEN  •  First  inkling  of 
strategy  behind  powerhouse  lobby  operated 

by  big  sports  entrepreneurs  in  drive  to  ob- 
tain antitrust  blank-check  was  given  last 

week  by  Rep.  Emanuel  Celler  (D-N.Y.), 
whose  House  Judiciary  Committee,  he  con- 

tends, was  victim  of  legislative  trickery. 

Committee  bill  was  bypassed  for  blank- 
check  plan  when  many  members  were  not 

on  House  floor.  Rep.  Celler  says  Paul  Por- 
ter, communications  attorney,  and  former 

FCC  Chairman,  who  represents  major 

league  baseball,  is  "generalissimo"  behind 
lobby.  It's  believed  around  Capitol  Hill 
that  lobby  hopes  to  repeat  its  coup,  forcing 

blank-check  bill  through  Senate  when 

many  Senators  aren't  on  floor.  This  would 
defeat  efforts  of  Senate  Judiciary  Com- 

mittee to  insert  safeguards  for  public  in 
antitrust  bill. 

• 

Insidious  side  of  sports  domination  of 
broadcast  rights  was  brought  out  by  Rep. 
Celler  in  his  Senate  testimony  when  he 
described  censorship  powers  of  National 
Football  League  commissioner.  He  cited 

league's  constitution  and  by-laws  language 
giving  commissioner  czaristic  authority  to 

pass  on  play-by-play  and  color  announcers, 
broadcasters  whose  facilities  carry  sports- 
casts,  sponsors  and  contracts.  Even  pre- 
game  and  post-game  shows  are  completely 
controlled. 

• 

WAR  GAME  •  While  little  is  being  said 

publicly  about  it,  FCC's  new  "executive 
reserve"  swung  into  action  in  "Operation 
Alert,  '58"  during  week  of  July  14.  Op- 

eration saw  number  of  broadcasters,  in- 

cluding former  FCC  staffers,  deployed  to 
predetermined  posts  in  field  as  activated 
reservists  to  sit  in  for  regularly  assigned 
staff  officials  under  simulated  national 

emergency.  Numerous  other  broadcaster 
personages  holding  assignments  in  such 
fields  as  censorship,  propaganda  (USIA) 
and  civil  government,  likewise  participated 
in  exercises. 

• 

Joseph  V.  Heffernan,  veteran  financial 

vice  president  of  NBC,  has  resigned  to  re- 
turn to  private  law  practice.  After  vaca- 

tioning (he's  now  in  Shannon,  Eire)  he 
joins  New  York  firm  of  Hecht,  Hadfield, 
Far  bach  and  McAlpin.  Firm  specializes  in 
financial,  trade  regulation  and  corporate 
law. 

• 

MUSIC  MEN  •  All-Industry  Radio  Music 
License  Committee,  headed  by  Robert  T. 
Mason,  WMRN  Marion,  Ohio,  is  gaining 

impetus.  NBC's  owned-and-operated  sta- 
tions have  joined  group  which  will  under- 
take negotiation  of  new  contracts  with 

ASCAP  before  year  end,  and  later,  with 
BMI.  All  told,  upwards  of  300  stations 

have  joined,  it's  reported,  with  funds  com- 
mitted averaging  about  $100  per  station. 

Whether  owned-and-operated  stations  of 
other  networks  will  join  group  is  unde- 

termined, but  it's  likely  that  each  network, 
as  distinguished  from  their  o&o  stations, 

will  negotiate  for  itself  on  clearance-at- 
source  basis. 

• 

It's  not  official,  but  representatives  of 
RAB  and  NAB  reportedly  have  reached 

tentative  agreement  that  only  their  two  or- 
ganizations will  sponsor  observance  of  1959 

National  Radio  Month  (May).  In  past, 
Electronic  Industries  Assn.  and  National 

Appliance  Dealers  Assn.  also  have  been 

co-sponsors  of  radio  month  and  its  prede- 
cessor radio  week. 

• 

YESTERDAY'S  HEADLINE  •  Former 
FCC  Comr.  Richard  A.  Mack,  who  re- 

signed last  March  3  in  wake  of  Miami 

ch.  10  case,  is  now  residing  in  Fort  Lau- 
derdale, near  his  native  Miami.  He  has 

confided  to  Washington  friends  that  he 
has  not  yet  made  new  connection  since 
Florida  is  feeling  effects  of  recession  and 
bad  tourist  season,  but  he  hopes  to  locate 
soon,  not  necessarily  in  Florida.  Before 
joining  FCC  in  July  1955,  he  had  been 
member  of  Florida  Railroad  and  Public 

Service  Commission,  and  prior  to  that  had 
been  in  rock  and  gravel  business  and  with 
General  Motors  Acceptance  Corp. 

• 

Joseph  K.  Close,  New  England  station 
owner  (WKNE  Keene;  WKNY  Kingston, 

N.  Y.;  WKXL  Concord;  WKVT  Brattle- 

boro,  Vt.)  has  been  in  Washington  in  re- 
cent weeks  as  consultant  to  United  States 

Information  Agency  on  development  of 

television   as  instrumentality   in  interna- 

tional programming  of  USIA.  Mr.  Close 
previously  had  consulted  with  Theodore 
W.  Streibert  during  his  incumbency  as 

USIA  head.  His  television  recommenda- 
tions are  now  in  hands  of  George  V.  Allen, 

USIA  director. 
• 

FM  REVIVAL  •  Rapid  growth  of  fm 

acceptance  is  prompting  WQXR-AM-FM 
New  York  to  consider  reviving  old  Rural 

Radio  Network  which  it  sustained  on  par- 
tial program  basis  up  to  three  years  ago. 

New  York  Times  radio  station  reportedly 
is  talking  to  members  of  Grange  League 
Federation  (owners  of  some  1 1  upstate 
New  York  fm  stations)  about  setting  up 

fm  network  which  would  be  fed  by  micro- 
wave relay  out  of  New  York  on  fulltime 

commercial  basis  for  national  and  regional 

advertisers.  (Under  old,  non-commercial 

basis,  WQXR  fed  Times  hourly  news- 
casts and  occasional  musical  programs. 

• 

Judge  John  Morgan  Davis,  of  the  Court 
of  Common  Pleas  of  Philadelphia  County 

and  principal  owner  of  WALL  Middle- 
town,  N.  Y.,  will  resign  shortly  to  cam- 

paign as  Democratic  candidate  for  lieuten- 
ant governor  of  Pennsylvania. 

• 

ABC  SPORTS  •  ABC  Radio  is  doing 
switchabout  on  sports  coverage.  Out  of 
athletic  events  for  more  than  year,  network 
now  hopes  to  negotiate  rights  for  major 
league  baseball  coverage  next  year,  also 
has  eye  on  other  sports.  Game  of  the  Day 

type  of  baseball  coverage  is  what  officials 
have  in  mind.  In  addition,  network 

already  has  signed  for  Notre  Dame  foot- 
ball games  this  fall,  with  Pontiac  spon- 

soring. 

• 

All  principals  in  three-cornered  Norfolk, 
Va.,  ch.  13  fight  met  in  port  city  past 

weekend,  in  hopes  that  merger  of  compet- 
ing interests  could  be  accomplished  so 

long-drawn-out  comparative  hearing  can 
be  avoided  and  third  vhf  outlet  gets  on  air 

soon  as  possible.  Competing  for  dropped- 
in  ch.  13  are  WVEC-TV,  now  operating  on 
ch.  15;  WTOV-TV,  now  operating  on  ch. 
27,  and  Virginian  Television  Corp.,  com- 

prising group  associated  in  ownership  of 
WBOF  Virginia  Beach,  Va. 

• 

ROAD  GAP  •  Ford  Div.  is  not  renewing 

in  total  its  $4  million-plus,  52-week  pro- 
gram package,  Ford  Roadshow,  on  CBS 

Radio  on  same  basis  as  existing  contract 
that  runs  out  Aug.  31,  but  as  of  Friday 

(July  25)  it  looked  as  if  Ford  might  sal- 
vage portion  of  package,  perhaps  retain- 

ing weekend  segments  (also  see  story,  page 

36).  Meantime,  acting  quickly  to  replace 
expected  gap,  CBS  Radio  reportedly  has 
at  least  two  advertisers  ready  to  pickup 

whatever  billing  Ford  drops.  Ford's  agency 
is  J.  Walter  Thompson,  New  York. 
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-^^^TJ. . .  one  of  the  top  10 

the  other  Nine  Cities  showing 

Greatest  Business  gains  over  1958! 

Sioux  Falls,  South  Dakota 

Amarillo,  Texas 

■  Another  Meredith  Market 

(As  rated  by  Rand  McNally  BUSINESS  TRENDS 

BULLETIN  —  July  1958  Issue) 

OMAHA  Makes  "SALES  MANAGEMENT"  Star  Team,  Too! 

Omaha  also  has  been  named  to  Sales  Management's  exclusive 

"Preferred-City-of-the-Month"  list  for  July  because  its  rate  of  busi- 
ness gain  exceeds  that  of  the  U.  S.  as  a  whole. 

Business  is  Good  in  Omaha!  Get  your  share  of  the  business  in  this 

big  healthy  market  with  the  number  one  sales  station — WOW-TV, 
Channel  6. 

WOW-TV  fi 
I      FRANK  P    FOGARTY,  Vice  President  and  General  Manager  6L  AIR-TV  W  V 

FRED  EBENER,  Sales  Manager  ReDresenlatives Representatives 

WOW  and  WOW-TV,  OMAHA  •  KPHO  and  KPHO-TV,  PHOENIX 

WHEN  and  WHEN-TV,  SYRACUSE  •  KCMO  and  KCMO-TV,  KANSAS  CITY 

KRMG,  TULSA,  OKLAHOMA 

Meredith  Stations  are  affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  Magazines 
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THE  WEEK  IN  BRIEF 

Whafs  Upcoming  in  the  Fall  Tv  Schedule? — Advertisers 
will  spend  about  $5  million  weekly  for  production  of  regu- 

larly scheduled  nighttime  shows,  MCA  leads  list  of  inde- 
pendent producers  on  networks.  Seventeen  hours  of  availa- 

bilities on  all  three  networks  still  to  be  filled.  Page  31. 

Call  for  Philip  Morris — Will  be  seen  and  heard  again  on 
tv  this  fall  as  cigarette  brand,  out  of  broadcasting  since  early 
spring,  returns  to  network  advertising  as  partial  sponsor  of 

pro-football  games;  other  Philip  Morris  Inc.  radio-tv  plans 
are  detailed.  Page  34. 

Tv  Is  Tops  for  Selling  Autos — That's  what  NBC  says  based 
on  second  annual  survey.  It  shows  that  among  car  dealers, 
shoppers  and  the  general  public,  television  is  the  dominant 

ad  medium  for  selling  cars,  although  tv  receives  dispropor- 
tionately few  dollars,  compared  to  newspapers  and  maga- 

zines. Page  36. 

KTLA  (TV)  Comes  Up  With  a  'Telecopter' — Helicopter, 
equipped  with  tv  gear,  unveiled  by  Los  Angeles  stations  after 
months  of  wrestling  with  technical  problems.  Page  76. 

Climax  of  Smathers  Hearing — Judge  Rosenman  surrebut- 
tal  testimony  brings  to  close  lengthy  sessions  on  bill  that 
advocates  divorcing  broadcasters  from  BMI.  Page  80. 

A  Greenlight  for  Potter — Commission  to  study  military 
use  of  spectrum  gets  speedy  and  unanimous  Senate  approval. 
Rep.  Bray  promises  action  on  his  identical  proposal  now 
before  House  Commerce  Committee.  Page  85. 

AMST  Blasts  ABC  Plan — Opposes  network's  proposal  to 
drop-in  vhfs  at  sub-standard  mileage  separations;  says  would 
doom  present  high  quality  service.  Few  comments  received 
on  network  plan.  Page  86. 

Fifth  Time  Around — General  Electric's  renewal  for  fifth  year 
of  General  Electric  Theatre  marks  its  satisfaction  with 

network  exposure  and  also  is  newsworthy  from  standpoint  of 

its  institutional  advertising  in  hard-sell  times.  Page  38. 

Package  With  Strings — FCC  gives  go-ahead  to  CBS  Inc. 
on  $20  million  purchase  of  WCAU-AM-FM-TV  Philadel- 

phia package,  but  tells  buyer  that  subsequent  events  could  af- 
fect transaction.  Page  88. 

'Roadshow'  to  Be  Bumped? — Ford  Div.  said  to  be  on  verge 
of  pulling  out  of  CBS  Radio  package  it's  sponsored  for  nearly 
one  year,  though  Dearborn  may  decide  otherwise.  Other 
Ford  sponsorships,  particularly  network  tv,  are  fewer.  Page 
36. 

Tv  Nails  Down  Sooner  Election — Oklahoma  gubernatorial 
nominee  says  television  was  ticket  to  his  victory.  Medium  also 

credited  with  last  week's  record  turnout  for  primaries.  Page 
48. 

Exchanging  Commercials  Made  Easier — CBS-TV  also 
spell  out  details  of  new  product  protection  policy  and  liberal- 

ized rate  and  continuity  discount  plans  for  daytime  advertis- 
ing. Page  57. 

Wall  St.  on  Network  Tv — Bernhard  investment  survey  sees 
future  earning  power  favorable  for  ABC-TV  and  CBS-TV. 
Page  58. 

Trans-Pacific  Production — Quality  of  first  Japanese-pro- 
duced stop-motion  puppet  commercials  for  U.  S.  market  ex- 
pected to  create  excitement  in  ad  circles.  Commercials  debut 

on  10  eastern  tv  stations  as  part  of  opening  fall  campaign  of 
Vanity  Fair  facial  tissues.  Page  60. 

Barrow  Report  Hearing  Closes — FCC  staff  begins  prepara- 
tion of  digest  of  testimony  with  segment  on  option  time  and 

must  buy  network  practices  having  top  priority.  Dean  Bar- 
row affirms  belief  in  reducing  maximum  ownership  to  three 

vhfs  in  first  25  markets;  also  urges  Avco  procedure  on  sta- 
tion sales.  Page  90. 

MGA's  Talks  With  Movie  Makers — Tv  films  will  be  covered 
in  negotiations  expected  to  get  underway  next  week.  Music 
Guild  of  America  scheduled  to  submit  proposals  today. 
Page  98. 

Keep  the  Advertising  Guard  Up — Presi- 
dent Brown  Bolte  of  Sullivan,  Stauffer,  Col- 

well  &  Bayles  reviews  the  role  advertising 

has  played  in  building  America's  production 
economy  and  counsels  that  this  is  no  time 

to  abandon  economic  leadership,  in  Mon- 
day Memo,  page  121. 

MR.  BOLTE 

The  Blair  Report  on  Local  Radio — National  representative 
digests  results  of  studies  on  successful  local  radio  program- 

ming; concludes  it  takes  top-grade  management  to  live  with 

"a  complex  and  exacting"  business  in  which  at  least  eight 
major  elements  must  be  blended.  Page  68. 

New  Service  Offered  Disc  Firms — KDAY  Santa  Monica, 

Calif.,  introduces  plan  for  seven-day  fever  reading  on  new 
offerings.  Page  72. 

Sports  Muscle-Men — One  of  most  powerful  lobbies  in  Wash- 
ington history  is  pushing  legislation  to  exempt  professional 

sports  promoters  from  antitrust  laws,  according  to  Emanuel 
Celler,  chairman  of  House  Judiciary  Committee.  NAB  to 
testify  this  week.  Page  76. 
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Why  is  WDGY  first  with  28.2% 

in  Minneapolis-St.  Paul? 

.  .  .  and  why  is  WDGY 

first  on  Pulse? 

mm 

\_  <■...•!■ 

1.  50,000  watt  coverage 

2.  50,000  watt  personalities  (like  Bill  Armstrong) 

50,000  watts  are  fine — and  WDGY  has  them.  But  you  need 

more.  You  need  50,000  watt  coverage  and  50,000  watt  person- 

alities like  Bill  Armstrong.  Listeners  love  Bill's  smooth  style 

and  easy  manner.  Proof  of  their  loyalty :  Bill's  show  is  a  run- 

away first  every  14  hour  he's  on  the  air — both  Hooper  and 

Pulse.  He's  typical  of  the  sound  and  zest  and  competence  which 
make  WDGY  first  morning,  first  afternoon,  first  all  day  per 

Hooper  and  first  per  Pulse  as  well  .  .  .  and  of  the  solid  "re- 

sponse-ability" which  is  giving  WDGY  its  biggest  billings  ever. 
Map  strategy  with  Blair  ...  or  WDGY  General  Manager  Jack 

Thayer. 

*Hooper  May-June,  1958 

\    o  \ 

Mason  ̂ ^___J 

_1  P 

WDGY 

the  50,000  watt  station 

with  the 

50,000  watt  personalities 
MINNEAPOLIS-ST.  PAUL 

STAT  IONS 

TODAY'S   RADIO    FOR   TODAY'S  SELLING 
\  TODD  STORZ,  PRESIDENT  •  HOME  OFFICE:  OMAHA,  NEBRASKA 

■   WDGY  Minneapolis  St  Paul 

j|      REPRESENTED  BY  JOHN  BLAIR  &  CO. 
WHB  Kansas  City 
REPRESENTED  BY  JOHN  BLAIR  &  CO. 

WTIX  New  Orleans 
REPRESENTED  BY  ADAM  YOUNG  INC. 

WQAM  Miami REPRESENTED  BY  JOHN  BLAIR  &  CO. 

Page  8    o    July  28,  1958 Broadcasting 



at  deadline 

FCC  Agrees  to  Hold  Off 

Even  Longer  on  Pay-See  Tv 

Rep.  Oren  Harris  (D-Ark.)  has  won  an- 
other round  in  continuing  fight  with  FCC 

over  pay  tv  issue.  In  letter  to  Rep.  Harris  re- 
leased Friday  (July  25),  Commission  re- 

luctantly agreed  not  to  okay  any  toll  applica- 
tions until  sine  die  adjournment  of  first  ses- 
sion of  86th  Congress  (beginning  January 

1959). 

However,  Commission  said,  "it  has  con- 
cluded that  it  would  be  desirable  to  accept 

and  process  such  applications  as  may  be  re- 
ceived for  trial  subscription  television  opera- 

tions .  .  ."  during  freeze  on  actual  grants. 
Rep.  Harris,  outspoken  foe  of  pay  tv,  had 
asked  for  continuance  of  current  status  quo 
until  his  House  Commerce  Committee  could 

hold  further  hearings  on  question  next  Janu- 
ary [Closed  Circuit,  July  21]. 

Showing  its  displeasure  about  mandate 

not  to  act,  FCC  further  said:  "Owing  to 
the  fact  that  proposals  formally  before  the 

Commission  for  many  years  remain  for  dis- 
position, it  had  been  hoped  that  it  might 

be  possible  for  the  Congress  to  complete  its 
consideration  of  the  subject  and  make  its 

final  determinations  in  regard  thereto  dur- 

ing the  current  session."  Both  congressional 
commerce  committees  have  passed  resolu- 

tions against  toll  tv  and  several  bills  have 
been  introduced  in  both  Houses  banning 
subscription  method. 

Two  Minnesota  Ams  Sold 

Sale  by  Morgan  Murphy-Walter  C. 
Bridges  interests  of  WMFG  Hibbing  and 
WHLB  Virginia,  both  Minnesota,  to  Harold 
J.  Parise,  general  manager  of  stations,  and 
Frank  P.  Befera  (vending  machines,  realty, 
wholesale  merchandiser)  for  total  $169,000 

($84,500  apiece)  announced  Friday  with 
filing  of  applications  for  FCC  approval.  Mr. 
Befera  owned  100  shares  common  stock  of 

Storer  Broadcasting  Co.,  but  sold  it  July  7. 

NAB  Changes  D.C.  Regional 

NAB  has  announced  change  in  final  meet- 
ing in  annual  series  of  fall  conferences, 

which  start  in  mid-September.  Closing  ses- 
sion, to  be  held  in  Washington,  D.  C,  has 

been  rescheduled  from  Oct.  23-24  to  Oct. 

27-28  at  Statler  Hotel.  Originally  meeting 
had  been  scheduled  at  Shoreham  Hotel.  (See 

Upcoming  for  schedule.) 

Compton  Acquires  S.F.  Agency 

Compton  Adv.,  N.  Y.,  has  acquired 

Goldthwaite-Smith  Adv.  Agency,  San  Fran- 
cisco, effective  immediately,  Barton  A.  Cum- 

mings,  Compton  president  announced. 

Move  will  bring  Goldthwaite-Smith  person- 

nel and  accounts  to  Compton's  Los  Angeles 
office.  Elmire  Goldthwaite,  head  of  his 

agency,  will  supervise  Compton's  appliance and  music  account  division  on  Pacific  Coast. 

D.  C.  Law  Firm  Opposes  Proposal 

For  Merger,  Dropout  Penalties 

First — and  so  far  only — attack  on  FCC's 
proposal  to  penalize  applicants  who  merge 
or  drop  out  after  case  is  set  for  hearing 
[At  Deadline,  June  30]  has  been  filed  by 
Washington  law,  firm  of  Pierson,  Ball  & 
Dowd.  Deadline  for  comments,  originally 

Friday,  was  postponed  to  Sept.  26. 

Signed  by  W.  Theodore  Pierson,  state- 
ment claimed  proposal  was  too  radical  for 

abuses  it  purported  to  correct.  "The  fun- 
damental question  raised  by  the  proposed 

rule  is  whether  a  complete  prohibition  of 

the  long  recognized  private  right  to  com- 
promise conflicting  claims  arising  from  com- 

peting applications  is  justified  by  the  fact 

that  such  right  may  on  occasion  be  abused," comment  asked. 

Firm  claimed  rule  was  too  categorical, 

lumping  innocent  with  guilty.  It  also  said 
strike  protest  filings  were  greater  danger 

than  alleged  strike  applications — ostensible 
reason  for  proposed  rules  change — and  that 
Commission  records  show  payoffs  of  from 
$14,000  to  $500,000  for  withdrawals  of 

protests  or  interventions. 

Commission's  proposal  would  put  back 
into  processing  line  any  application  surviv- 

ing after  merger  or  payment  to  other  appli- 
cant or  applicants  for  withdrawal,  and  also 

dismiss  withdrawing  or  defaulting  appli- 
cants with  prejudice.  Under  present  rules, 

once  hearings  are  designated,  applicants 
enjoy  protection  against  anyone  else  filing 
for  same  facilities. 

Strouse  Heads  Fm  Committee 

Ben  Strouse,  WWDC-FM  Washington  and 
member  of  the  NAB  Radio  Board  as  fm 

director-at-large,  has  been  named  chair- 

man of  NAB's  FM  Radio  Committee, 
first  of  new  standing  committees  to  be 
announced  by  President  Harold  E.  Fellows. 

TIMELY  ASSISTANCE 

Ziv  Television  Programs,  New 

York,  reported  Friday  (July  25)  that 
U.  S.  Navy  does  love  Army,  despite 

recurring  legends.  To  promote  Ziv's 
Sea  Hunt  series,  WTVM  (TV)  Colum- 

bus, and  WMAZ-TV  Macon,  Ga., 
held  public  demonstrations  in  their 
cities  last  week  on  work  of  frogmen, 

using  Navy  personnel.  Army  officials 
at  Fort  Benning  saw  demonstrations, 
asked  Navy  Thursday  (July  24)  if  they 
could  borrow  frogmen  to  recover 

stolen  Army  property  believed  at  bot- 
tom of  river  near  Columbus.  Navy 

agreed.  Frogmen  recovered  two  safes 
weighing  400  and  600  pounds,  one 
cash  register,  three  empty  money  bags 

and  kit  of  burglar's  tools. 

BUSINESS  BRIEFLY 

Late-breaking  items  about  broadcast 

business;  for  earlier  news,  see  Adver- 
tisers &  Agencies,  page  34. 

TWO  ON  TAP  •  NBC-TV  expected  shortly 
to  close  two  more  daytime  sales.  Frigidaire 

Div.  of  General  Motors,  through  Dancer- 
Fitzgerald-Sample,  N.  Yi.,  slated  to  buy  one 
daytime  hour  per  week  and  Armour  Co., 
Chicago,  through  Foote,  Cone  &  Belding, 
three-quarters  of  one  hour  weekly.  Shows 
still  unspecified. 

PULLS  BLUE  COALS  •  Blue  Coal  Corp.. 
Newark,  N.  J.,  with  billings  estimated  at 
$900,000,  is  switching  agencies.  Effective 

today,  (July  28),  radio  spot-using  account 
leaves  Sullivan,  Stauffer,  Colwell  &  Bayles 
for  Monroe  Greenthal  Co.,  both  N.  Y.  Blue 
coal  distributes  in  eastern  and  midwestern 

states  as  well  as  Canada.  No  reason  given 

for  agency  switch. 

MAKING  UP  MIND  •  Pepsi-Cola  Co., 
N.  Y.,  preparing  its  final  plans  for  1959 
campaign,  reportedly  is  considering  three 
90-minute  specials  on  network  tv.  Neither 
network  nor  show  format  has  been  deter- 

mined. Kenyon  &  Eckhardt,  N.  Y.,  is 

agency. 

MAY  PAY  JUNE'S  WAY  •  John  H.  Breck 
(shampoo),  Springfield,  Mass.,  planning  to 

decide  this  Wednesday  whether  it  will  spon- 
sor new  network  tv  show  featuring  June 

Allyson  for  1959,  on  either  NBC  or  ABC. 
Show  recommended  by  its  agency,  H.  B. 

Humphrey,  Alley  &  Richards,  N.  Y. 

Eastern  Asks  Bigger  Part 

Eastern  Airlines,  admitted  as  participant 
in  Miami  ch.  10  case  with  participation 
limited  to  only  one  issue  (whether  any  FCC 
member  should  have  been  disqualified  from 
voting  in  1957  grant),  has  asked  FCC  that 
it  be  permitted  to  participate  on  all  four 
issues.  Eastern  is  rival  of  National  Air- 

lines, which  received  controversial  grant 

through  its  subsidiary,  Public  Service  Tele- 
vision Inc.  Grant  was  appealed  and  U.  S. 

Court  of  Appeals  for  District  of  Columbia 
ordered  new  hearing. 

Hartford  Agency  Expands 

The  Hartford  Agency,  which  claims  ap- 
proximately 40%  of  its  business  is  in  placing 

models  in  tv  commercials  [Advertisers  & 

Agencies,  July  14]  plans  to  open  Holly- 
wood office  in  September.  Edward  Collins, 

executive  vice  president,  said  number  of  tv 
commercials  filmed  on  the  West  Coast  now 

is  about  equal  that  in  the  East. 
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PEOPLE 

at  deadline 

$1.7  Million  Six-Month  Profit 

Reported  by  Storer  Broadcasting 

Net  profit  of  Storer  Broadcasting  Co. 
after  taxes  amounted  to  $1,729,620,  or  70 

cents  per  share,  during  first  six  months  of 
1958.  In  comparable  1957  period  net  profit 
was  $4,429,484  or  $1.79  per  share  which 

included  non-recurring  capital  gain  of 

$1,966,477.  Excluding  capital  gain,  earn- 
ings for  first  half  of  1957  were  $1  per  share 

compared  to  70  cents  in  same  1958  period. 
Second  quarter  earnings  in  1958  were 

$978,416  or  40  cents  per  share  compared  to 
$751,204  or  30  cents  in  first  quarter  of 

year.  Second  quarter  earnings  reflected 

substantial  reduction  in  operating  losses  in- 
curred at  WVUE  (TV)  Wilmington-Phila- 

delphia, acquired  by  Storer  in  May  1957. 
Dividends  paid  to  date  in  1958  amounted  to 
$876,249  on  common  and  $180,137  on  B 
stock  at  rate  of  45  cents  and  6  cents  per 

quarter,  respectively.  After  all  dividend 

payments  company  retained  $673,234  or 
39%  of  its  profits. 

WLS  Asks  Stock  Transfer 

WLS  Chicago  asked  FCC  Friday  for  con- 
sent to  transfer  50%  negative  control  to 

ABC  under  terms  of  contract  entered  into 

Feb.  2,  1954,  with  Prairie  Farmer.  Prairie 
Farmer  has  held  10,000  shares  of  Class  A 
common  stock  and  ABC  8,000  shares  of 

Class  B  common  under  pact  by  which  ABC 
this  month  retires  Class  B  in  exchange  for 
10,000  shares  of  Class  A  to  gain  negative 

control.  ABC's  WENR  Chicago  and  Prairie 
Farmer's  WLS,  sharetimers,  merged  in 
1954,  ABC  paying  $90,263  into  then  new 
WLS  Inc.  plus  half  its  interest  in  WENR 
land  and  equipment,  and  Prairie  Farmer 
paying  $50,000  to  WLS  Inc.  plus  half  its 
interest  in  WLS  land  and  equipment.  Each 
made  loan  of  $50,000  to  WLS  Inc.  ABC 
now  would  elect  two  directors  of  four  but 

it's  understood  no  change  in  management 
by  Prairie  Farmer  group  is  contemplated. 

KCOP  (TV)  to  Get  Two  VTR#s 
KCOP  (TV)  Los  Angeles  has  purchased 

two  Ampex  VTR  units  which  are  scheduled 

for  delivery  within  the  next  few  days,  ac- 
cording to  Kenyon  Brown,  KCOP  president. 

Station  will  develop  commercial  department 
to  work  with  advertisers  and  agencies  in 
preparing  commercials  on  tape,  Mr.  Brown 
said.  He  added  plans  are  also  being  made 

for  putting  number  of  KCOP's  local  pro- 
grams into  national  syndication  on  tape. 

KULA  Names  McGavren-Quinn 

KULA  Honolulu  announced  Friday  (luly 

25)  appointment  of  McGavren-Quinn  Corp., 
New  York,  as  station  representative,  ef- 

fective immediately.  Jack  Burnett  is  general 
manager  of  10  kw  station. 

Two  Losing  Applicants  Charge 

WJR  Can't  Fulfill  Tv  Plans 

W.  S.  Butterfield  Inc.  and  Trebit  Corp. 

(WFDF  Flint,  Mich.),  losing  applicants  in 

long,  drawn-out  Flint  ch.  12  case,  Friday 
asked  FCC  to  stay  its  grant  to  WJR  Detroit 

and  set  case  for  rehearing.  Complaintants' 
plea  based  on  "newly  discovered  evidence 
that  WJR  cannot  and  will  not  operate  its 

proposed  television  station  in  the  manner 

proposed.  ..." WJR's  application  specified  affiliation 
with  CBS.  Trebit  and  Butterfield  claim  pro- 

posed tv  station  cannot  obtain  such  affilia- 
tion because  of  CBS  realignment  in  Mich- 

igan. WJR  was  first  granted  channel  in 
May  1954.  After  court  appeal,  case  was 
remanded  to  FCC  which  July  9  reaffirmed 
its  grant  to  WJR  [Government,  July  14]. 

ATV  Issues  Rates,  Programs 

Associated  Television  Ltd.,  London,  has 

issued  its  Rate  &  Program  Guide  for  six 
months  June  30-Dec.  31.  Booklet  states 

that  by  mid-September  there  will  be  some 
10  million  viewers  of  ATV  programs  in 
London  and  the  Midlands  (55%  of  total 

population  of  these  areas).  ATV  in  autumn 
is  introducing  new  limitations  on  length  of 

commercials  and  number  of  spots  per  pro- 

gram. Coaches  Line  Up  on  Hill 

Three  prominent  college  football  coaches 
will  testify  today  (July  28)  before  Senate 
antitrust  subcommittee  holding  hearings  on 

legislation  to  exempt  four  major  profes- 
sional sports  from  antitrust  laws  (early  story 

page  76).  Coaches  are  Bud  Wilkinson,  U.  of 
Oklahoma;  Bowden  Wyatt,  U.  of  Tennessee, 

and  Duffy  Daugherty,  Michigan  State  U. 
NAB  will  testify  July  29. 

AURAL  NEWSPAPER 

"Nothing  But  News" — that's  what 
WNTA-AM-FM  Newark  promises  its 

early-morning  listeners  starting  mid- 

August.  Station,  "concerned"  about 
"carbon-copy  programming"  among 
independents  in  multiple  station  mar- 

ket feels  radio  could  take  lesson  from 

newspapers,  thus  will  air  vertical 

block-programming  of  news-in-depth 

between  7-9  a.m.  WNTA's  "NBN" 
series  will  go  beyond  headline  news, 

will  pick  up  remotes  from  world  hot- 

spots  via  BBC's  shortwaved  North 
American  Service,  quote  editorial  col- 

umnists, drama-movie-tv  reviews  from 

all  New  York  morning  papers — in 
short  will  give  listeners  aural  version 

of  what  they'll  read  later  that  day. 
No  music  will  be  played  but  advertis- 

ers are  more  than  welcome. 

THOMAS  F.  McANDREWS  JR.,  in  charge 

of  Ted  Bates'  Hollywood  office,  elected  vice 
president  of  agency,  succeeding  H.  AUSTIN 
PETERSON,  who  has  resigned  to  devote 

more  time  to  free  lance  writing  and  pro- 
duction. Mr.  Peterson,  will  continue  as  a 

consultant  to  agency. 

HAROLD  L.  GRAFER,  formerly  vice  pres- 
ident of  McCann-Erickson  and  consultant 

on  drug  and  toiletry  accounts  as  well  as 
director  of  marketing  services,  elected  vice 
president  and  director  of  marketing,  J.  B. 
Williams  Co.,  subsidiary  of  Pharmaceuticals 
Inc.,  N.  Y. 

D.  R.  ROARK  appointed  eastern  district 
sales  manager  of  RCA  Victor  Sales  Div., 

Cherry  Hill,  N.  L;  C.  J.  WALKER  named 
central  district  sales  manager,  Chicago,  and 

D.  J.  GENTILE,  western  district  sales  man- 

ager, L.  A. 
HENRY  FLYNN,  assistant  general  man- 

ager KTLA  (TV)  L.  A.,  to  KCOP-TV  L.  A. 
Aug.  15  as  assistant  sales  manager.  He  for- 

merly was  sales  manager  of  CBS  Spot  Sales, 

N.  Y. 

RONALD  COLBY,  sales  representative, 
Sheraton  Corp.  of  America,  to  WMCA 
N.  Y.  as  account  executive.  RUTH 

MEYER,  copy  chief  at  WMGM  N.  Y.  to 
WMCA  as  creative  writer. 

DONALD  A.  SWEET,  formerly  with  G.  M. 
Basford  Co.,  N.  Y.,  to  Zakin  Co.,  N.  Y.,  as 
account  executive. 

WILLIAM  B.  WHITE,  Hollywood  agent 

and  packager,  appointed  today  (July  28)  as 

executive  producer  for  Guild  Films,  head- 

quartering at  Guild's  Hollywood  Office 
where  he  will  coordinate  all  GF's  produc- tions. 

THOMAS  K.  HARDY,  senior  timebuyer, 
Donahue  &  Coe,  N.  Y.,  to  radio  sales  staff, 

Avery-Knodel,  radio-tv  station  representa- 
tives. 

ROBERT  J.  DALCHAU,  formerly  with 

southwest  sales  staff  of  ABC  Film  Syndica- 
tion, appointed  Friday  (July  25)  to  sales 

force  of  CBS-TV  Film  Sales  in  Dallas. 

GEORGE  PONTE,  formerly  sales  repre- 
sentative, WKNB  Hartford,  Conn.,  ap- 

pointed to  N.  Y.  staff  of  Peters,  Griffin, 

Woodward,  station  representative,  radio 
department,  effective  Aug.  1. 

PAUL  L.  KINSLEY,  CBS-TV  salesman,  to 
Broadcast  Time  Sales  Inc.,  N.  Y.,  to  work 

in  station  representative's  S.  F.  office. 
MARION  DA  VIES,  former  screen  star  and 

business-philanthropic  leader,  elected  to 
board  of  directors,  Skiatron  Electronics  & 
Television  Corp.,  N.  Y. 

WLBZ-TV  Names  Weed-Tv 

Change  in  New  England  sales  representa- 
tion  for  WLBZ-TV  Bangor,   Me.,  from 

Louis   Borgatti   Inc.    to   Weed-Tv  Corp., 

announced  by  William  Rines,  president  of  - 
WLBZ-TV. 
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31,876  B.C.-  Background  for  Family  Radio 

The  family  —  basic  social  unit  since  the  dawn  of  civilization. 
Love  and  loyalty  are  firmly  woven  into  the  fabric  of  family 

life.  Understanding  of  these  fundamentals  has  been  the 

basis  of  programing  for 

TEN  YEARS  OF  BARTELL  GROUP 

IF-A.  Js/L  I  RADIO 

First  by  ratings  in  our  established  markets  is,  therefore,  only 

part  of  the  Bartell  success  story.  Balanced  audience  has 
created  best  buyership. 

Sold  Nationally  by  ADAM  YOUNG  INC. 



The  most  fabulous  city  in  the  world  -  never  before  filmed 

for  local  market  television ! 

Now -NEW  YORK  CONFIDENTIAL 

-produced  on  location  for  your  own  local 

market's  first  run  entertainment! 

39  original  gripping  stories  of  haunts  and  highspots!  Teeming 

Times  Square !  Chinatown !  The  Bowery !  The  drama  of 

the  throbbing  city ! 



D-X  Sunray  Oil  Co.  starts  September  8  in  a  50- market  midwest 

regional!  The  F.  &.  M.  Schaefer  Brewing  Co.  has  snapped  u 

multiple  markets!  Also  Pabst  Brewing  Company!  The  Columbia 

Broadcasting  System  for  New  York  City  I  Triangle,  Westinghouse, 

Storer,  Transcontinental,  Meredith  and  other  station  groups! 

KTTV  in  L.A.  and  other  stations! 

Don't  wait!  Choice  markets  still  available  right  now!  Write,  wire  or  phone  colled 
Michael  M.  Slllerman,  Exec.  V.  P.,  TP  A,  today  for  yours. 



as  basic  as  the  alphabet 

E ssential  for  Michigan 

sales  and  profits 

Seventy  per  cent  of  Michigan's 
population  commanding  75 

per  cent  of  the  state's  buying 
power  lives  within  WWJ's 
daytime  primary  coverage 
area. 

EGYPTIAN 

Several  thousand  years  be- 
fore Christ,  the  Egyptians 

used  a  rough  sketch  of  a 
man  with  upraised  arms  as 
the  symbol  for  high. 

PHOENICIAN 

From  1  500  to  1 000  B.C.,  the 

citizens  of  ancient  Tyre  em- 
ployed a  variant  of  the 

Egyptian  form  to  signify  the 
first  sound  of  its  name,  he. 

GREEK 

As  early  as  800  B.C.,  the 
same  letter  had  been  turned 
around  and  appeared  on 
Greek  inscriptions.  Its  new 
name  was  epsilon. 

ROMAN 

By  700  B.C.,  the  Etruscans 
had  borrowed  the  letter  and 

passed  it  along  to  the  Romans 
who  shaped  it  in  the  form we  use  today. 

Historical  data  by 

Dr.  Donald  J.  Lloyd,  Wayne  Slate  University 

Elementary,  Mr.  Advertiser!  Today,  as  it  has  been 

since  the  birth  of  commercial  broadcasting,  WWJ  is  your 

basic  buy  for  successful  radio  advertising  in  the  great 

Detroit  Southeastern  Michigan  market. 

Start  your  fall  radio  campaign  here— with  the 
WWJ  Melody  Parade,  the  WWJ  features  originating  at 

Northland  and  Eastland  Shopping  Centers — with  sales- 
minded  personalities  like  Hugh  Roberts,  Faye  Elizabeth, 

Dick  French,  Bob  Maxwell,  and  Jim  DeLand.  It's  the 
basic  thing  to  do! 

m    m   Mm   A   m     ■  AM  and  FM 

WWJ  RADIO 

WORLD'S  FIRST  RADIO  STATION 

Owned  and  operated  by  The  Detroit  NeWS 

NBC  Affiliate 

National  Representatives:  Peters,  Griffin,  Woodward,  Inc. 



OPEN  MIKE 

Top  40  (continued) 

editor: 

The  letters  from  your  readers  concerning 

the  report  on  the  NBC  Spot  Sales  Timebuy- 

ers  Opinion  Panel  have  interested  me  greatly. 

However,  I  think  that  one  significant  fact 

has  been  overlooked:  The  panel  was  re- 

quested to  comment  on  buying  time  for  a 

product  purchased  by  adults.  I  replied  to 

the  questionnaire  with  this  fact  uppermost 

in  mind.  I'm  sure  the  other  respondents  did 
the  same. 

In  any  buy,  the  composition  of  the  audi- 
ence, not  just  its  size,  is  the  vital  point  to  be 

considered.  We  try  to  reach  the  greatest 

number  of  actual  prospects  most  economi- 

cally. As  I  understand  the  NBC  report,  no- 

body indicated  that  the  "Top  40"  stations 

were  no  good  and  couldn't  sell;  the  panel  did 
indicate,  however,  that  some  other  type  of 

programming  was  preferable  to  sell  adults. 
The  fact  that  buyers  are  buying  time  on 

the  "Top  40"  stations  doesn't  mean  that 
they  are  saying  one  thing  and  doing  another. 
The  time  they  are  buying  is  for  products 

purchased  chiefly  by  persons  apt  to  be  found 

in  the  specific  audience  of  that  specific  sta- 
tion. Or  it  should  be,  according  to  good 

buying  practices. 
Some  of  the  letters  I  have  received  this 

past  week  from  radio  stations  infer  that  I  am 
a  wizened-up  old  prune  interested  in  nothing 
but  Bach  tinkled  out  on  a  clavichord.  Well, 

I  ain't — and  I  listen  to  'em  all,  and  I  buy 

what's  best  for  my  clients!  As  far  as  I'm 
concerned,  the  station  that  shows  me  that 
it  can  deliver  the  audience  I  need  to  sell  the 

products  and  services  of  my  clients  gets  the 
order,  my  personal  taste  in  music  having 
nothing  at  all  to  do  with  the  buy. 

Barbara  R.  Seever 
Media  Director 

Evans  &  Assoc.,  Fort  Worth 

Norman,  Not  Len 

editor: 

An  article  in  the  June  30  issue  stated  that 

Len  Maurer  of  Wylde  Studios,  New  York, 
was  the  inventor  of  the  Artiscope  animation 
process.  The  sole  inventor  of  the  Artiscope 

process  was  Norman  Maurer  of  this  corpo- 
ration. 

Moe  Howard,  V.P. 
Illustrated  Films  Inc. 

Hollywood 

[EDITOR'S  NOTE:  Wylde  Studios  acknowledges Norman  Maurer  as  inventor.] 

Guilt  by  Association 

editor: 

On  page  36  of  the  July  14  issue  an  article 

starts:  "A  patriotic  Oklahoma  practice — 

special  media  rates  for  Oklahoma's  own 
advertisers — started  to  backfire  last  week." 

It  reminds  me  of  the  days  spent  with 

the  Navy,  when  one  inebriated  sailor  auto- 
matically made  all  sailors  drunken. 

We  would  like  to  point  out  that  even 
though  we  do  no  business  with  the  Duncan 
Coffee  Co.,  we  do  have  other  brands  of 
coffee  that  use  our  station,  and  the  article 
as  written  tends  to  throw  suspicion  on  all 

stations  in  Oklahoma.  Being  a  small-market 

Broadcasting 

station  compared  to  Chicago,  New  York  or 
Oklahoma  City  we  have  to  watch  our  cost 
of  operation  very  closely,  and  wherever  a 
local  rate  is  paid  by  any  client  it  has  to 
be  thoroughly  justified.  Let  us  assure  you 
that  any  account  we  have  on  the  air  that 

comes  through  an  agency  includes  all  com- 
missions and  costs  that  are  necessary  to 

doing  business  away  from  home  base. 
We  would  welcome  the  opportunity  to 

make  our  records  available  to  anyone  who 
doubts  our  rate  practices. 

Gordon  E.  Lack 
Commercial  Manager 

KVOS-TV  Ardmore,  Okla. 

[EDITOR'S  NOTE:  Mr.  Lack  refers  to  a  story 
about  Tracy-Locke  agency,  Houston,  cancelling 
all  Duncan  coffee  advertising  in  Oklahoma  be- 

cause "the  major  Oklahoma  tv  stations  are 
offering  'local'  rates  to  all  advertisers  head- 

quartered in  Oklahoma.  Under  this  policy  Cain's Coffee,  an  Oklahoma  concern,  is  able  to  buy 
television  time  at  local  rates  while  Maryland 
Club  coffee,  which  competes  with  Cain's  through- 

out Oklahoma,  must  buy  at  national  rates."] 

Kudos  to  Cominos 

editor: 

Monday  Memo  July  21  by  James  G. 

Cominos  [Needham,  Louis  &  Brorby,  Chi- 
cago] had  real  value  and  expresses  my 

thoughts  perfectly.  It's  high  time  some  of 
the  "upper  atmosphere  boys"  came  down  to 
earth  for  a  good  look  around,  particularly 

as  regards  what  Mr.  and  Mrs.  Average  Citi- 
zen find  most  palatable  in  the  way  of  tv 

fare.  Kudos  to  Cominos! 

Charles  E.  Bell 
Sales  Manager 

W SPA-TV  Spartanburg,  S.  C. 

Difference  a  Day  Made 

editor: 

For  a  year  and  a  half  now  we  have  been 
following  the  Sindlinger  Activity  report 
published  in  your  magazine.  From  this  we 
have  developed  a  summary  breakdown 
study. 

Sindlinger  reports  have  always  run  from 
Sunday  through  Saturday.  However,  in  your 
July  14  issue  the  dates  read  as  follows:  June 

28-July  4  and  July  5-11.  Has  the  procedure 
been  changed  or  was  this  just  an  oversight 
in  printing  the  data? 

Jane  Peterson 
Research  Dept. 

Stromberger,  LaVene,  McKenzie 
Los  Angeles 

[EDITOR'S  NOTE:  Broadcasting  is  nattered  by 
Reader  Peterson's  attentiveness,  embarrassed that  she  has  caught  us  in  error.  For  her  benefit 
and  that  of  other  serious  students  of  the  Activity 
report,  let  the  record  be  amended  to  read:  June 
22-28  and  June  29-July  5  for  the  figures  in  the 
July  14  issue,  July  6-12  for  the  figures  in  the 
July  21  issue.] 

Difference  a  Year  Made 

editor: 

I  should  like  to  express  my  appreciation 

for  your  story  dealing  with  the  return  to 

NBC-TV  of  Omnibus.  May  I  at  the  same 
time  call  your  attention  to  the  fact  that 
Omnibus  will  be  returning  to  its  seventh,  not 
sixth,  consecutive  season  in  a  medium  where 

13-week  cycles  are  equated  with  eons. 
Jack  Perlis 
Robert  Saudek  Assoc. 
New  York 

Catalina's  Sea-Going  Deejay 

Launches  New  Summer  Show 

IF  YOU  CAN'T  REMEMBER  THE 
NAME,  but  the  face  (or  fez)  is  familiar, 

it's  Commodore  Carl  Bailey  of  the 
Port  of  Los  Angeles,  shoving  off  for 

another  summer  of  broadcasting  kbig's 
catalina  cruise  from  his  marine  stu- 

dio on  the  SS  Catalina. 

WORLD'S  ONLY  SEA-GOING  DISC 

JOCKEY  (and,  at  6-feet-10,  its  tallest), 

Bailey  helps  all  Southern  California 

enjoy  a  vicarious  Pacific  cruise  every 
weekend.  Eight  thousand  voyagers 
aboard  help  him  mix  his  regular  deejay 

fare  with  descriptive  vignettes  of  harbor 

and  sea,  passing  craft  and  passing  pas- 
sengers, as  the  Catalina  sails  from  the 

mainland  to  Avalon  and  return. 

THE  COMMODORE  TITLE  IS  LEGIT, 

bestowed  by  the  Los  Angeles  Board  of 

Harbor  Commissioners  for  Carl's  pub- 
licizing of  the  activities  of  the  great 

port.  The  picture  has  been  seen  in  Life 
and  in  dozens  of  newspapers  and  trade 

publications,  testimonial  to  the  news 
value  of  this  most  spectacular  step  in 

kbig's  continuing  program  to  take  radio 
to  the  people. 

PARTICIPATIONS  IN  CATALINA 

CRUISE  are  available  at  regular  time 

rates,  with  no  extra  program  cost,  each 

Saturday  and  Sunday...  10  a.m.  to 

12:15  p.m.  outbound,  4: 00  to  6: 00  p.m. 

inbound.  Dry-land  avails  too  may  be 
obtained  from  your  KBIG  or  Weed 
contact,  any  time. 

JOHN  POOLE  BROADCASTING  CO. 
6S40  Sunset  Blvd..  Los  Angeles  28,  California 

Telephone:  Hollywood  3-3205 
Nat.  Rep.  WEED  and  Company 
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Plenty  of  big  bills  in  circulation . . .  especially  in  Jacksonville,  where  expansion  continues 

at  a  headlong  pace.  First-quarter '58  building  permits  showed  an  increase  of  $1,835,588 

over  the  same  period  last  year.  There  were  9,400  more  auto  registrations...  and  4,931 

more  electric  power  customers.  More  building. .  .more  cars...  more  people. 

There's  more  to  WMBR  TV!  Number  one  salesman  here  is 

WMBR-TV,  which  delivers  not  only  Jacksonville  but  a  vast  slice  of  northern  Florida  and 

southeast  Georgia  as  well.  The  most  recent  total-area  ARB  gave  WMBR-TV a  131% 

total-week  lead  over  the  other  Jacksonville  station.  And  in  significant  after-network  hours 

where  stations  compete  on  an  even  footing,"  The  Late  Show"*  on  WMBR-TV  commands 

a  resounding  168%  lead  over  its  competition.  (According  to  the  latest  metro -area  ARB, 

"The  Late  Show"  is  in  an  even  stronger  position,  with  a  256%  lead!)  Day  or  night, 

the  picture's  the  same:  there's  always  more  to... 

Channel  4,  Jacksonville-  V\1\I  B  H'TV 

An  Affiliate  of  the  CBS  Television  Network  •  Operated  by  The  Washington  Post  Broadcast  Division 

Represented  by  CBS  Television  Spot  Sales 

*Mon.-Sat.,  11:15  pm  to  conclusion 



PASCALS 

HATCH  B|G 

NEW  ADULT 

AUDIENCE 

HERE  ARE  THE  FACTS  .  .  . 

In  January  WRCV-TV  was  trail- 

ing Susie  in  the  three  station,  Phila- 
delphia market ...  the  fourth  largest 

market  in  the  nation. 

BIG  RASCALS  kicked  off  in 

February  and  lifted  WRCV-TV 
269%  to  FIRST  PLACE! 

In  March,  the  ratings  were  still 

higher. 

In  an  April-Nielsen  survey,  the 
BIG  RASCALS  captured  a  228% 
GREATER  ADULT  AUDIENCE 

than  Susie,  its  nearest  competitor. 

BIG  RASCALS  not  only  brought 

WRCV-TV  to  first  place  but  in- 
creased the  TOTAL  VIEWERSH1P 

of  the  9-10  A.M.  time  slot! 

^BIG  RASCALS. ..133  RKO  Comedies 
featuring  Leon  Errol. 

GUILD  FILMS 

460  PARK  AVE.  N.  Y.  22,  N.  Y.  MU  8-5365 
IN  CANADA:  S.  W.  CALDWELL  LTD.,  TORONTO 

IN  REVIEW 

SCHLITZ  PLAYHOUSE  OF  STARS 

Not  many  tv  programs  rate  the  adjective 

"memorable."  And  when  it  comes  to  half- 
hour  filmed  shows,  the  number  is  few,  in- 

deed. But  "memorable"  is  the  word  for 

"Long  Distance,"  last  Friday's  (July  25) 
offering  of  the  Schlitz  Playhouse  of  Stars. 

Here  was  Harry  Junkin's  classic  story  of 
the  wife  who,  a  scant  half-hour  before  the 
time  of  the  execution,  finds  the  evidence 

that  proves  her  husband  innocent  of  the 
murder  he  is  about  to  die  for.  Here  was 

Jessica  Tandy  at  the  telephone,  calling  the 

prison  warden  who  refused  to  stop  the  exe- 
cution without  orders  from  someone,  the 

governor  (who  was  away  and  unreachable) 
or  the  judge,  who  might  possibly  be  reached. 

Here  was  Miss  Tandy  calling  and  talking 

to  the  judge's  wife  who  said  her  husband 
was  in  San  Francisco,  probably  at  the 
Golden  Gate  Hotel;  talking  with  mounting 
tension  as  the  minutes  ticked  away  to  the 

maddeningly  precise  long  distance  operator, 

to  the  hotel,  where  the  judge  was  not  regis- 
tered, to  the  wife  again,  to  the  long  distance 

operator,  ringing  the  judge's  wife's  sister 
with  no  answer,  back  to  the  judge's  wife, 

back  to  the  neighbor  of  the  judge's  wife's 
sister  who  had  put  the  judge  on  a  train  for 
Seattle  a  few  hours  before,  and  breathlessly 

on  and  on  to  the  drama's  end. 
Here  was  great  theatre — not  great  drama; 

it  was  a  little  too  contrived  for  that — but 

great  entertainment  that,  for  its  half-hour, 

was  guaranteed  to  keep  every  viewer's  eyes 
glued  to  the  screen  of  his  tv  set,  guaranteed 

to  leave  him  with  a  feeling  he'd  been  through 
a  half-hour  such  as  tv  all  too  seldom 

provides. Week  in,  week  out,  Schlitz  Playhouse 

comes  up  with  better-than-average  half-hour 
shows.  Last  week  Playhouse  out-topped  its 
own  best  previous  performance.  To  Miss 
Tandy,  to  Director  John  Brahm  and  to 
Associate  Producer  Joseph  T.  Narr,  thanks 
for  a  truly  memorable  experience. 
Production  costs:  $37,500. 

Sponsored  by  Joseph  Schlitz  Brewing  Co., 

Milwaukee,   on   CBS-TV,   Fri.,  9:30-10 

p.m. 

Produced  by  Revue  Productions. 

THE  QUIZZES 

In  a  summer  remarkable  for  the  flourish- 

ing quiz  show,  here  are  some  of  the  varieties 
that  have  been  developed: 

Keep  Talking 

CBS-TV's  Keep  Talking  is  a  welcome 
oasis  in  summer  tv's  Sahara.  It  has  no 
isolation  booths,  no  electronic  switchboards 

and,  most  unbelievably  of  all,  no  cash 
prizes.  Instead  some  wise  old  soul  reasoned 
that  to  gather  together  such  raconteurs  and 
comedians  as  Ilka  Chase,  Martyn  Green  and 

Joey  Bishop  and  allow  them  free  play  with 
themselves  and  the  language  might  be  fun. 

The  producer,  alas,  could  not  break  en- 
tirely with  the  newest  tradition,  thus  pro- 

ducing a  decided  artificiality.  Keep  Talking 
is  a  game,  and  there  is  a  scoring  system. 
The  six  panelists  are  divided  into  two 

groups.  One  member  of  each  team  is  given 
a  sentence  which  he  must  slip  into  a  story 

line  (begun  by  host  Monty  Hall)  as  smooth- 

ly as  possible.  Miss  Chase  may  want  to 
talk  about  porcupines,  but  Mr.  Bishop  is 
more  concerned  with  his  line  about  Co- 

lumbus. It  is  all  good  ironic  fun.  One  sug- 
gestion or  rather  plea:  Please,  Mr.  Director, 

make  those  cards  with  the  sentences  plainer 

and  larger.  It's  like  trying  to  read  San- 
skrit through  sun  glasses. 

Production  costs:  Approximately  $1 2,500. 

Sustaining   on   CBS-TV,    Tuesday,  8:30-9 
p.m.  EDT.  Started  July  15. 

Producer:  Herb  Wolf;  Executive  producer: 
Lester  Gottlieb;  director:  Jerome  Shaw; 

panelists:  Shari  Lewis,   Paul  Winchell, 

Danny  Dayton. 
Bid  V  Buy 

Rather  than  who  will  win  what  next,  the 

interest  might  be  what  will  they  auction  off 

next,  maybe  ebullient  Bert  Parks,  an  old- 
hand  at  tv  quizzes,  who  emcees  this  show  on 
CBS-TV.  Bid  V  Buy  features  a  panel  of 
four  contestants  who  bid  for  the  right  to 

identify  a  silhouette  or  a  picture  flashed  on 
a  screen.  They  receive  clues  for  their 

"money"  (they  get  a  cash  stake  at  the  start 
of  the  program),  and  if  the  contestant  feels 

he  isn't  getting  anywhere  can  auction  off  a 
remaining  clue  to  another  contestant.  Prizes 
are  offered  in  the  Price  Is  Right  manner.  On 

the  premiere,  a  Mercedes  Benz  (around 

$11,000  with  the  tires)  and  an  $ll,000-plus 
ensemble  (including  a  mink)  were  won  by 

the  contestants,  appropriately  tremulous  and 
thankful. 

As  for  production,  veteran  Bert  Parks 

keeps  things  going  at  a  feverish  pitch  with 
nary  a  hitch.  As  for  interest:  This  is  for 

viewers  who  get  a  vicarious  kick  out  of  par- 
lor games  and  loot. 

Production  costs:  Approximately  $15,000. 

Sponsored  by  Revlon  Inc.  through  Warwick 

&  Legler  on  CBS-TV  Tuesday,  10-10:30 
p.m.  Started  July  1. 

Co-producers:  Robert  Stivers  and  Irv  Atkins; 
director:   Seymour   Robbie;  announcer: 

Bill  Rogers;  scenic  designer:  John  Ward. 

Anybody  Can  Play 

John  Guedel,  an  old  green-thumb  quiz 

hand,  has  come  up  with  one  of  the  season's wittiest.  Anybody  Can  Play  is  a  satire  on 

the  whole  quiz  breed.  One  of  the  fast- 
moving  Sunday  evening  games  introduced 
an  "officer  of  the  Chase  National  Standard 

Research  Co."  to  strains  of  the  "Col.  Bogey 
March."  He  was  there  to  supervise  panelists 
as  they  guessed  the  height  and  weight  of 
a  blond  bathing  beauty.  Another  guest,  a 

glib,  two-year-old  boy,  toddled  in  and  exited 
on  the  hand  of  the  resident  girl  helper 

(Dolores  Reed)  as  the  effects  man  cued  in 

"Pomp  and  Circumstance."  "All  guests  are 

flown  in,"  it  is  announced  at  show's  end 
behind  a  film  clip  of  a  rickety  biplane 

plowing  through  the  sky. 
Animals,  babies,  beauties,  all  the  human 

interest  elements  are  used  to  humorous 

advantage  in  Anybody  Can  Play.  The  audi- 
ence, for  its  prize,  is  asked  to  do  nothing 

more  taxing  than  guess  the  height,  weight, 

age  and  quiz  odds  on  the  four  panelists, 

who  look  like  people,  as  opposed  to  pro- 
fessional tv  contestants. 

Proceedings  are  deftly  handled  by  George  ' 
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Unclouded  Crystal  Dome 

or,  Iowa  Takes  Its  Weather  Cirrus 
W  MT-TV 

Nothing's  too  good  for  Channel  2  watchers 
in  Eastern  Iowa.  Besides  lighting  up  at 

night  (in  color),  this  grounded  version  of 

Collins'  aircraft  weather  radar  gismo  al- 

lows the  WMT-TV  audience  to  get  its 

weather  wholesale. 

How  it  works.  The  plastic  headdome  is  con- 

nected to  the  shindome;  the  shindome  ro- 

tates 360°,  spitting  out  impulses  which 
hate  weather;  along  comes  a  storm,  say, 

and  echoes  beat  it  back  to  the  wishdome 

which  is  connected  to  the  scopedome  which 

delivers  a  picture  of  the  disturbance.  This 

causes  rejoicing  in  the  autonomous  news 

room*  because  newsdomes  hate  storms 

too  and  everyone  gathers  round  while  the 

scope  on  the  weather  set  goes  on  camera 
and  bang! 

Any  questions? 

WMT  CBS  Radio  and  Tv  for  Eastern  Ioiva 

The  Radar  Stations 

National  Reps:  The  Katz  Agency 

*It  declared  its  independence  one  Fourth  of  July 

recently.  The  News  Center  operates  for  both  radio 
and  television.  Facilities  are  consolidated  at  the 

tv  station,  with  remote  radio  control.  Included: 

Three  major  wire  services  supplying-  five  leased 
wires;  a  leased  wire  to  the  Weather  Bureau  (in 
case  our  radar  gismo  gets  autonomous),  plus  a 

private  weather  forecasting  service;  two  picture 

services  (AP  and  UP)  for  tv  news.  Staff  includes 

six  regular  newsmen,  a  full  time  photographer, 

two  people  on  Sports,  and  two  on  Farm;  more 

than  a  hundred  correspondents  in  surrounding- 
communities  supplying  area  news  and  pictures. 



ON  IE  OI=A$ERH=$ 

This  is  GARY  COOPER  and  JEAN  ARTHUR  in  "MR.  DEEDS  GOES  TO 

TOWN",  one  of  the  all-time  greats  of  the  screen.  Some  of  the  other  tremendous 

film- shows  never  before  televised  are  represented  in  the  panels  at  the  right. 

to 



THE  NEwdl)-FEATURE-FILM-SERIES 

FROM  SCREEN  GEMS  THAT'S  SURE  TO 

MEAN  MORE  'SUGAR'  IN  YOUR  TV! 

famed  screen  hits  from  Universal 

and  Columbia  to  suit  every  taste,  with 

more  big  TV  firsts  than  you  can  shake 

a  rating  at !  its  everything  you  want  in 

A  POWER  PACKED  PROGRAM!  ITS  EVERYTHING 

YOUR  AUDIENCE  WANTS  IN  TOP  TV 

ENTERTAINMENT!   ITS  EVERYTHING 

YOUR  SPONSORS  WANT  IN  A  RATING- 

SURE  SHOW! 

SCREEN  GEMSnc 

TELEVISION  SUBSIDIARY  OF  COLUMBIA  PICTURES  CORP. 
NEW  YORK       DETROIT       CHICAGO       HOUSTON       HOLLYWOOD       MIAMI  TORONTO 



IN   REVIEW  CONTINUED 

what » MARKET! 

THIS  BUSTLING, 

WIDE-AWAKE  SECTION 

OF  NORTH  CAROLINA— 

— from  Greensboro  to  the  coast,  from  Virginia  to  the  South 

Carolina  line — has  the  happy  combination  of  industrializa- 

tion and  fertile,  multi-crop  farms.  Per  family  retail  sales  are 
highest  in  the  South,  except  Miami,  and  higher  than  in  1  1 

central  states.  Population  in  this  Carolina  buy-land  is  more 
than  two  million.  Merchandise  moves  in  this  market! 

what  a  MEDIUM! 

WRAL-TV The  regional  station 
with  the 

regional  personality 
POWERFUL,  LOW-BAND 
WRAL-TV  HAS  A 

RATING  RECORD 

SECOND  TO  NONE— 

— in  the  rich  Raleigh-Durham  viewing  zone.  In  the  most 

densely  populated  section  of  its  total  coverage  it  has  undu- 
plicated  NBC  programming.  Exclusive  local  features  attract 

and  hold  loyal  audiences.  Handsome  new  studios,  capable 

personnel,  and  the  best  production  equipment — including 
a  VIDEOTAPE  recorder  (first  in  North  Carolina)  and  a 

$100,000  4-camera  MOBILE  UNIT — assure  top  quality 
handling  of  programs  and  commercials. 

CAROLINA'S  EYES  ARE  ON  THE  CAPITAL  STATION 

WRAL-TV
 

Full  Power        Channel  5 

NBC  and  Local  Color 

RALEIGH,  NORTH  CAROLINA 

REPRESENTED  BY  H-R,  INC 

Page  22    •    July  28,  1958 

Fenneman,  m.c,  who  sustains  the  happy 

note  of  the  Salem  springtime  commercials. 

Production  costs:  Approximately  $10,000. 

Sponsored  by  R.  J.  Reynolds  Tobacco  Co. 
for  Salem  cigarettes  through  William  Esty 
Co.  on  ABC-TV  Sunday,  July  6,  8:30- 
9  p.m.  EDT.  Started  July  6. 

Producer:  John  Guedel  (John  Guedel  Pro- 
ductions); director:  John  Alexander; 

writers:  Mannie  Mannheim,  Eddie  Mills, 
Marion  Pollock. 

Win  With  a  Winner 

It  is  improbable  that  NBC-TV  itself 
has  come  up  with  a  winner  with  this  non- 

descript offering.  Questions  are  relatively 
simple,  albeit  tricky  on  occasions,  and  prizes 
are  on  the  insubstantial  side. 
On  each  program  five  studio  players 

answer  the  same  questions,  with  the  home 
viewers  able  to  see  their  answers  projected 
on  a  screen  over  their  heads.  At  the  end 

of  each  show,  the  next  week's  contestants 
are  introduced  and  briefly  relate  their  back- 

ground. Home  viewers  then  are  invited  to 

send  in  postcard  predictions  on  the  order 
of  finish  for  the  next  week.  All  postcards 
drawn  during  the  show  and  which  correctly 
list  the  winner  earn  the  sender  a  share  in 

an  amount  equal  to  that  of  the  winner. 
The  program  lacks  the  suspense  of  other 

tv  giveaways  that  pit  contestant  against  con- 
testant for  high  stakes.  This  is  not  to  say 

that  astronomical  prizes  are  a  must — wit- 
ness the  audience  popularity  of  To  Tell  the 

Truth. 

Sandy  Becker,  who  has  built  a  reputation 

as  a  pleasing  host  on  children's  programs, 
proves  he  can  be  a  delightful  host  on  a  show 
slanted  toward  adults. 

Production  costs:  Approximately  $10,000. 

Sustaining  on   NBC-TV,   Tuesday,  7:30-8 

p.m.  Started  June  24. 
Produced  by  Win  Elliot  and  Peg  Mayer; 

director:  Alan  Beaumont. 

SEEN  &  HEARD 

CBS  News,  which  coined  "The  Ruble 
War,"  lost  it  last  Monday  night  (July  21)  by 
trying  to  televise  what  so  obviously  was  a 
radio,  discussion.  As  a  matter  of  fact,  the 

hour-long  discourse  sounded  immensely 
better  the  following  evening  on  CBS  Radio 
than  it  looked  the  night  before. 

However  admirable  the  intent,  the  execu- 
tion left  much  to  be  desired.  Fact  piled  upon 

fact  and  then  some  may  drive  home  a  point 

— to  wit,  the  West  is  fast  losing  Comrade 

Khrushchev's  economic  war  by  default.  The 
body  of  CBS  correspondents  in  attendance 

left  little  doubt  that  the  once-laughed-at 

Soviet  "peasant  economy"  is  playing  to  SRO 

audiences  throughout  the  world's  under  de- 
veloped areas.  But  facts  alone  are  not 

enough.  This  aptly-timed  documentary  cried 
for'  illustration.  Save  for  a  few  feet  of  film 
brought  back  by  Far  Eastern  correspondent 
Peter  Kalischer,  all  the  viewer  got  was  a 

statistically-crammed  pontification  at  the 
hands  of  newsmen  who  seemed  rather  un- 
enthusiastic  about  the  task  that  faced  them. 

Participants  included  Howard  K.  Smith, 
Winston  Burdett,  Ernest  Leiser,  Richard  C. 
Hottelet,  Daniel  Schorr  and  Mr.  Kalischer. 

Broadcasting 



W7V 

5-Year  Leadership 

in  Four  States  Market 

Confirmed  Stronger  Than  Ever 

"If  media  throughout  the  country  followed  KCMC-TV's  lead,  the  current 

recession  would  already  be  behind  us  . .7 
DODGE  DIVISION 
e  i  i  t  i  i  i  i  citfitiiiti 

•  IllOll  II 

yCCMC-TV  TOOK  THE  LEAD  OVER  OTHER  MEDIA 

USUALLY  CONNECTED  WITH  "AUTO  BUY  NOW"  PROMOTIONS 

C.  Thomson dvertlslng  Manager 

AUTOMOTIVE  INDUSTRY  LEADERS  TESTIFY  TO  THE  SPIRIT,  COOPERATION  AND  RESULTS  THAT  SET  KCMC-TV  APART 

FROM  OTHER  STATIONS  AS  WELL  AS  OTHER  MEDIA-MAKING  THE  FOUR  STATES  AREA  AN  EXCLUSIVE  KCMC-TV  BUYl 

HERE'S  WHAT  HAPPENS  WHEN  IT'S  A  KCMC-TV  SALES  EFFORT 
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This  unanimous  commendation  and  endorsement  of  KCMC-TV  by  virtually 

every  manufacturer  continues  with  these  quotations: 

"...  YOUR  STATION  DID  A  VERY  FINE  JOB  IN 
PROMOTING  THIS  CAMPAIGN  ..." OLMHOIIU 

C.  D.  BARKS* 

"  .  WE  ARE  DELIGHTED  TO  HEAR  Of  THE 
GOOD  RESULTS  OBTAINED  FROM  THIS  LOCAL 

PROMOTION  " CADILLAC  MOTOR  DIVISION 
W.  T.  LARUK 

"WE  CERTAINLY  WISH  TO  CONGRATULATE  YOU 
ON  THE  FINE  SPIRIT  OF  SUPPORT  AND  CO- 

OPERATION YOU  EXHIBITED  DURING  THE  "SALE- 
O-RAMA  .  ,  .  " PONTIAC  MOTOR  DIVISION 

W.  H.  TAYLOR 

RICHARD  M.  PETERS 
General  Manager 

KCMCT  V 

TEXARKANA.  ARKANSAS-TEXAS 

100JP00  WATTS    ̂ ^^VuX/VX/VXfiJ^p.  ̂ 3  MAXIMUM  POWER 
Represented  by  Venard,  Rintoul  &  McDonnell,  Inc. 

JACK  ROLLINGS 
Director,  Natl.  Sales  &  Pro. 
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MORE  THAN 

100% 

Greater  Listening  Audience 

r 

7:00  A.M.  — 12:00  Noon 
Monday   Thru  Friday 12:00  Noon— 6:00  P.M. Monday   Thru  Friday 

WILS 58.3 60.5 

Sta.  B 25.6 21.2 

Sta.  C 7.7 9.8 

Sta.  D 3.7 3.2 

C.   E.   Hooper,   March-April,  '58 

5000 

LIVELY  WATTS 

¥ 

MORE  LISTENERS 

THAN  ALL  OTHER  STATIONS 

HEARD  IN  LANSING  COMBINED 

A 

LANSING 

r 

CONTACT 

VENARD 

RINTOUL  & 

McCONNELL,  INC. 

WILS 

news  s^s 

81 
ASSOCIATED  WITH  PONTIAC'S 

OUR  RESPECTS 

to  Edward  John  DeGray 

American  Broadcasting-Paramount  Theatres  in  March  sought  an  executive  seasoned 
in  station-network  activity  to  help  restore  stability  for  its  radio  network  at  a 

time  of  extreme  trouble. 

The  choice  almost  naturally  fell  in  early  April  on  Edward  J.  DeGray,  a  diffident, 

affable  ABC  Radio  executive  boasting  an  impressive  21 -year  record  in  most 
phases  of  broadcasting,  particularly  in  sales,  station  relations  and  programming. 

Mr.  DeGray,  the  network's  vice  president  in  charge  of  stations — he  had  been 
with  ABC  Radio  since  only  October  1955  when  he  joined  as  national  director  of 

station  relations — was  named  vice  president  of  ABC  charged  with  responsibility 
for  the  radio  network,  and  went  to  work  at  once  to  stamp  out  the  fire.  He  started 
the  slow  process  of  rebuilding  a  network  radio  structure,  its  programming  pared 
to  the  bone,  in  an  uncomfortable  position  and  badly  in  need  of  repair. 

Soon  after  he  took  over,  Mr.  DeGray  spoke  candidly  in  terms  of  first  taking  a 

"good  look"  at  the  network,  of  talking  to  stations  and  to  advertisers  before  he 
could  "make  sense."  The  inevitable  poser  of  "will  four  radio  networks  survive?", 

he  parried  with,  "At  least  three,  and  ABC  Radio,  for  sure,  will  be  one  of  them." 

By  July,  Mr.  DeGray's  cautious,  quiet  approach  to  the  task  appeared  fruitful. 
He  was  reporting  the  outlook  favorable  after  only  three  months,  with  increased 
billing,  stabilization  of  affiliates  and  new  ones  being  added,  and  an  expansion  in 
the  sales  staff. 

To  describe  Mr.  DeGray  as  "friendly"  would  be  understating.  Associates  say 
there  are  few  people  in  the  business  better  known  by  broadcasters  or  who  personally 
know  more  broadcasters  than  Ed  DeGray. 

Edward  John  DeGray,  born  June  11,  1914,  in  New  York,  is  a  tall,  well-built 
man  (6  ft.  3  in.,  weight  220  lbs.),  his  hair  prematurely  greying.  He  is  an  ex-tennis 

champ  who  speaks  softly,  dresses  conservatively,  is  called  even-tempered  by  his 
associates  and  is  known  to  feel  there  is  nothing  more  golden  than  silence  unless 

there  is  something  important  to  shout  about. 

A  younger  DeGray  is  remembered  by  colleagues  and  friends.  They  recall  the 
powerful  young  athlete  who  burned  up  tennis  courts  in  high  school,  college  and  at 
Forest  Hills,  N.  Y. 

After  public  schooling  in  the  Bay  Ridge  section  of  Brooklyn,  he  captained  its 
Utrecht  High  School  tennis  team  to  its  first  city  championship.  No  less  a 

record  was  compiled  at  the  U.  of  North  Carolina  (Mr.  DeGray  was  No.  1  on 

the  team  and  captain)  where  tennis  prowess  in  1936  won  the  school  the  inter- 
collegiate championship  of  the  Southern  Conference.  After  UNC,  Mr.  DeGray 

continued  the  pace;  as  ranking  player  at  Forest  Hills  (1940-43)  he  took  part  in 
major  tournament  play  in  the  eastern  grass  circuit. 

Mr.  DeGray  showed  up  at  CBS  in  New  York  in  1937  and  landed  a  job  in  the 
accounting  department.  This  led  to  a  move  in  1940  to  WBT  Charlotte,  then  owned 
by  a  CBS  subsidiary,  as  office  manager  and  auditor.  He  later  became  national 

sales  manager,  assistant  general  manager,  secretary  and  treasurer  before  the  sta- 
tion was  bought  by  Jefferson  Standard  Broadcasting  Co. 

In  1948  Mr.  DeGray  moved  back  to  CBS  New  York  in  station  relations  work. 

He  became  national  director  of  radio  station  relations  and  supervisor  of  radio  co-op 
programs  in  1953.  Then,  in  early  1955,  he  left  the  network  to  become  director  of 
station  relations  for  Vitapix,  an  organization  designed  to  function  as  a  central 

film  buyer  for  member  tv  stations. 

At  Mr.  DeGray's  office  at  ABC,  an  initialed  plaque  made  up  of  miniature  crossed 
rackets  and  three  small  rubber  balls — a  present  of  co-workers — hangs  on  the  wall 
as  a  reminder  that  this  executive  has  a  puckish  humor.  Not  long  ago,  the  company 

held  a  "tennis  tournament,"  invited  Mr.  DeGray  who  modestly  declined  because 
he  "didn't  have  a  racket."  He  played  anyway,  and  was  "awarded"  the  plaque — 
the  only  visible  evidence  of  his  tennis  background. 

These  days,  Mr.  DeGray  finds  it  more  difficult  than  ever  to  play  on  the  courts, 
but  manages  to  maintain  membership  at  Heights  Casino  tennis  club. 

His  home  is  in  suburban  White  Plains,  where  he  lives  with  his  wife,  the  former 
Helen  E.  Anton,  a  New  Yorker  whom  he  married  in  September  1941,  and  their  five 
children,  Richard  Edward,  14;  Doris  Ann,  12;  Robert  John,  10;  Barbara  Scott, 

8,  and  Janet  Miller,  1. 
By  habit,  Mr.  DeGray  stays  close  to  his  job,  apportions  little  time  to  outside 

hobbies  or  activities,  holds  membership  in  the  Radio  &  Television  Executives  Society 
and  is  a  member  of  the  boards  of  NAB  and  Radio  Advertising  Bureau. 
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IN  THE  PUBLIC  SERVICE  OF  GREATER  DETROIT 

THE 

WKMH  TRAFFIC 

COMMUNICATOR 

a  WKMH  origination 

Throughout  the  peak  travel  hours  of  the  day  the  Traffic 

Communicator,  a  uniformed  policeman  broadcasting  directly  from 

Detroit  Police  Headquarters,  supplies  "The  Man  on  Wheels" 

with  up-to-the-second  reports  on  traffic  conditions — accidents, 

tie-ups,  routes  to  avoid.  Special  bulletins  are  rushed  on  the  air 

seconds  after  news  reaches  Police  Headquarters.  In  the  City  on 

Wheels,  where  over  81%  of  the  families  own  cars  —  where  over 

65%  use  those  cars  as  their  principal  means  of  transportation 

to  and  from  work — this  information  is  a  MUST!  Here  is  news  / 

broadcasting  at  its  highest  level — true  public  service!  / 

WKMH 

DETROIT    •  DEARBORN 

John  Carroll,  Managing  Director 

KNORR  BROADCASTING  CORP.  Z™^,™ 
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The  Beaumont-Port  Arthur-Oran|e 
market  is  85th  in  the  Nation*  . .  4th  in 

Texas.*  And  this  high  drug  market  is 

completely  covered  by  KFDM-TY . 
For  Greater  Drug  Sales  . . .  Buy  . . . 

KFDM-TV  in  Beaumont- 

Port  Arthur-Orange. 

SEE  PETERS-GRIFFIN-WOODWARD,  INC. 

*S.  M.  Survey  of  Buying  Power,  1958 
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Read  what  Chief  Engineer  Arthur  R.  O'Neil  of 
WSBT-TV  says  about  the  performance  of  the  RCA-6448: 

"A  combination  of  good  operating  personnel,  proper  care,  and  a  well-designed  tube 
has  provided  Station  WSBT-TV  13,634  hours  of  service  from  an  RCA  type  6448  tube. 
The  tube  is  still  providing  rated  output  with  less  drive  than  other  tubes  for  similar 

service.  It  allows  the  transmitter  to  meet  color  specifications  with  no  problems.  Until 

January  1958,  this  tube  was  operated  at  WSBT-TV  on  Channel  34  and  since  this  date 

has  been  operated  on  Channel  22." 

Here  again  is  an  example  of  the  extended  service  broadcasters  are  finding  it  possible 

to  obtain  from  RCA  power  tubes— beyond  "normal"  life  expectancy,  direct  benefits 
to  the  station:  (1)  Reduced  transmitter  maintenance,  (2)  more  hours  of  service  for 
your  tube  dollar. 

Your  RCA  Industrial  Tube  Distributor  is  the  ONE  source  for  every  RCA  tube  in 

broadcast  and  television  station  operations.  Use  his  'round  the  clock  service. 

RADIO  CORPORATION  OF  AMERICA 

Electron  Tube  Division  Harrison,  N.  J. 

How  To  Get  More  Hours 

From  An  RCA-6448 

•  Do  not  exceed  the  maximum  rating  of  the  tube-even momentarily. 

•  "Break-in"  new  tube  in  accordance  with  RCA  technical 
bulletin  (packed  with  each  tube). 

•  Raise  filament  voltage  gradually  (prevents  high  initial 
surge  current).  Run  both  filament  sections  at  same 
voltage-obtained  from  well-regulated  supply. 

•  Operate  filament  at  lowest  voltage  practical  for  ade- 
quate emission  (not  less  than  1.25v  per  section).  During 

long  standbys,  reduce  normal  value  to  80%. 

•  Avoid  stresses  at  glass  and  ceramic  seals— especially 
when  tightening  or  removing  water  fittings. 

•  Be  liberal  with  plate  water-flow.  Avoid  by-passing  of 
cooling  water  before  it  gets  to  tube. 

•  Operate  spare  tubes  periodically.  Blow  water  from  all 
ducts  before  storing  or  transporting. 

•  Keep  all  tube  surfaces  CLEAN— to  avoid  leakage  and 
voltage  breakdown. 

•  Check  electronic  protective  circuits  for  correct  sensi- 
tivity. 



there  be 

room  here 

for  you  ? 

If  you  hurry. 

Sponsors  are  rushing  to  participate  in  "Operation  Daybreak"  —  the 
fabulous  package  with  which  ABC-TV  is  making  a  major  entry  into 
the  field  of  daytime  programming.  40  quarter  hours  were  snapped  up 
in  the  first  10  days! 

The  reasons  are  twofold : 

1.  "Operation  Daybreak,"  with  its  unique  plan  for  commercial  dis- 
persion, offers  advertisers  an  opportunity  to  reach  a  maximum  num- 

ber of  housewives  —  especially  GET  AGE  housewives  —  throughout 

the  day's  peak  viewing  hours. 
2.  Because  of  the  special  rate  structure  available  to  advertisers  who 

sign  now,  this  tremendous  number  of  viewers  can  be  reached  at  the 

lowest  cost-per-thousand  in  network  TV  today. 

Easy  to  see  why  we're  filling  up  fast.  Easy  to  see,  too,  why  your 

product  should  be  in  the  package  —  while  there's  still  room. 

You  get  them  at  the  Q£f  AGE  on  dbC-tV 





The  Fox  and  the  Grapes 

(Aesop  updated) 

A  hungry  fox  stole  one  day  into  a  vineyard  where  many 

bunches  of  grapes  hung  ripe  and  ready  for  eating.  But  as  luck 

would  have  it,  they  were  fastened  upon  a  tall  trellis,  just 

too  high  for  the  fox  to  reach.  He  jumped,  and  paused, 

and  jumped  again;  but  it  was  all  in  vain.  At  last  he  was 

fairly  tired  out  and  cried,  "Take  them  who  will — 

the  grapes  are  sour!" 

Now  isn't  that  just  like  some  radio  stations?  They  jump  and 

jump,  and  when  they  can't  reach  the  pinnacle  of  popularity, 

they  declare,  "The  grapes  are  sour!" 

Moral:  pick  a Station 

Radio  Baltimore   Radio  Boston 

Radio  Chitago  Radio  Memphis 

WJJD  WMP 

REPRESENTED  NATIONALLY  BY  RADIO-TV  REPRESENTATIVES,  INC. 
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THE  FALL  TV  LINEUP 

Nighttime  shows  worth  $5  million  a  week 

now  scheduled  by  the  television  networks 

Despite  a  tough  selling  season,  the  first  of 
its  kind  in  tv  history,  more  than  $5  million 

a  week  in  programming  has  been  set  for 
nighttime  network  tv  exposure  this  fall. 

There  are  still  gaping  holes  to  be  filled, 
but  those  already  closed  represent  virtually 
the  same  program  costs  set  for  the  fall  of 
1957  at  this  time  last  year. 

Along  with  the  networks,  the  independent 

packagers  emerge  as  prime  program  sources. 
The  top  six  alone  account  for  more  than 
one-third  of  the  110  regularly  scheduled 
evening  series  currently  set. 

Heading  the  list  is  MCA — down  for  10 
nighttime  shows  representing  approximately 
$462,000  in  production  costs  each  week. 

Screen  Gems  with  eight  programs  and  War- 
ner Bros,  with  six  take  the  runner-up  spots 

and  stand  to  receive  about  $320,000  and 

$406,000,  respectively. 
Goodson-Todman,  Desilu  Productions 

and  Ziv  Television  Programs  round  out  the 
big  six,  dividing  14  shows  almost  equally. 

The  1958-59  program  schedule  includes 
35  new  shows.  But  it  promises  no  radical  de- 

parture from  last  year's  program  picture — 
except  perhaps  for  a  modest  return  to  com- 

edy with  such  veterans  as  Milton  Berle  and 
Ed  Wynn  returning  to  NBC  and  Jackie 
Gleason  to  CBS,  while  The  Mad  Show,  a 

Pat  Weaver  package,  moves  into  ABC.  Many 
of  the  shows  are  returnees  in  new  dress. 

One  major  dramatic  show,  the  filmed 
Desilu  Playhouse,  checks  in  to  assume  the 
place  of  several  that  have  left.  Quiz  shows 

and  giveaways  figure  conspicuously  by  fig- 
uring more  inconspicuously  this  year.  Where 

they  threatened  at  one  time  to  take  over  the 
dial,  they  appear  in  the  new  lists  mor.e  as  a 
splinter  group. 

In  production  costs  the  new  fall  lineup 
ranges  from  a  top  of  $110,000  weekly  for 

NBC-TV's  Perry  Como  Show  to  a  low  of 
$8,000  for  Post-Fight  Beat,  also  on  NBC. 

Sales  still  are  running  well  behind  last 

year's  pace — about  4%  hours  a  week  be- 
hind, in  total.  Among  them,  the  three  net- 

works have  15V4  hours  of  prime  nighttime 
periods  still  unsold.  At  this  time  a  year  ago 
they  were  still  looking  for  sponsors  for  a 
total  of  about  1 1 . 

ABC  is  63A  hours  short  of  nighttime  sell- 
out now — just  as  at  this  time  last  year — but 

because  station  lineups  are  considerably 

longer  on  this  year's  sales,  officials  say 
total  billings  now  are  much  higher  on  the 
same  number  of  hours  already  sold.  NBC 
now  has  five  hours  to  go;  at  this  time  a  year 
ago  it  had  about  three.  CBS  has  four  open 
compared  to  one  and  a  quarter  last  year. 

NBC  figures  include  the  availability  of  Sun- 
day 7-7:30  p.m.,  a  time  period  sold  out  on 

the  other  two  networks. 

Despite  the  slowdown,  all  three  networks 
look  for  new  activity  during  the  next  month. 
With  general  business  conditions  soft,  many 
advertisers  have  been  frankly  taking  their 
time  making  their  moves. 

The  $5  million  weekly  commitment  for 

nighttime  programming  relates  to  produc- 
tion costs  alone.  Time  costs  are  not  counted. 

Nor  are  scores  of  special  productions. 

The  new  shows  to  appear  on  ABC-TV 
this  fall  include  Interplay,  Lawman,  Mad 
Show,  Naked  City,  Rifleman,  Donna  Reed 
Show,  Rough  Riders,  77  Sunset  Strip,  Man 
with  a  Camera,  Music  from  Manhattan  and 
Patti  Page. 

Among  new  programs  on  CBS-TV  are: 
Rawhide,  Desilu  Playhouse,  Ann  Sothern 
Show,  Number  Please,  Invisible  Man,  World 

of  Giants,  Derringer,  Jackie  Gleason  Show, 
The  Texan,  Your  Hit  Parade  and  the  Garry 
Moore  Show. 

Additions  to  NBC-TV's  schedule  will  in- 
clude Brains  and  Brawn,  Cimarron  City, 

Steve  Canyon,  Love  and  Marriage,  North- 
west Passage,  George  Burns  Show,  Ed  Wynn 

Show,  Behind  Closed  Doors,  Milton  Berle 
Show,  Bat  Masterson,  Peter  Gunn  and 
Arthur  Murray  Show. 

Following  is  a  roll-call  of  shows  by  the 
six  leading  independent  packagers: 
MCA  and  its  divisions  with  10  shows: 

Alfred  Hitchcock  Presents,  General  Elec- 
tric Theatre,  Tales  of  Wells  Fargo  (Over- 

land), Wagon  Train  (Revue),  This  Is  Your 
Life,  Schlitz  Playhouse  (Revue),  Lux  Theatre 
(Revue),  M  Squad  (Revue),  Cimarron  City 
(Revue)  and  Dragnet  (Sherry). 

Screen  Gems  with  eight  shows:  Jefferson 

Drum  (with  Goodson-Todman),  Alcoa- 
Goodyear  Theatre,  Father  Knows  Best, 
Naked  City,  Donna  Reed  Show,  Ed  Wynn, 
Behind  Closed  Doors  and  Rin  Tin  Tin. 

Warner  Bros.-Tv  with  six  shows:  Lawman, 

Maverick  (with  ABC-TV  and  Kaiser  Indus- 
tries), Cheyenne,  Sugerfoot,  Colt  .45  and 

77  Sunset  Strip. 

Goodson-Todman  with  five  shows:  Num- 

ber Please,  To  Tell  the  Truth,  I've  Got  a 
Secret,  The  Price  Is  Right  and  Jefferson 
Drum  (with  Screen  Gems). 

Desilu  with  five  shows:  Desilu  Playhouse, 
Ann  Sothern  Show,  I  Love  Lucy,  The  Line- 

up and  The  Texan. 

Ziv  Television  programs  with  four  shows- 
World  of  Giants,  Bat  Masterson,  Rough 
Riders  and  Tombstone  Territory. 

Two  signs  of  softness  in  television  last 
week  were  these: 

•  Robert  P.  Mountain,  radio-tv  vice  presi- 
dent of  Young  &  Rubicam,  New  York,  com- 

mented on  current  television  buying  while 
in  Hollywood  to  look  for  fall  programs. 

He  said  that  program  prices  were  being 

reduced.  But  the  buyer's  dilemma  is  whether 
to  buy  now  or  gamble  on  further  reductions. 
Waiting  has  its  hazards,  he  said.  If  a  rush  of 

buying  begins,  the  market  may  firm  up  fast: 
If  that  happens,  there  will  be  a  scramble  for 
dwindling  availabilities,  program  prices  will 
rise,  and  buyers  who  waited  will  have  lost 
their  bargains. 

•  In  assembling  program  costs  for  this 
story  last  week,  Broadcasting  discovered 
that  Jackie  Gleason  Show  was  now  budgeted 

at  two-thirds  original  estimates.  When  the 
show  was  announced,  it  was  reported  it 
would  have  a  weekly  budget  of  $90,000. 

It  is  now  pegged  at  $62,000. 

The  programs,  the  costs,  the  advertisers, 

the  agencies,  the  packagers,  the  openings 
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ABC-TV 
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SUNDAY 

CBS-TV NBC-TV 

HOW  NETWORK  TV 

LOOKS  FROM  HERE 

What  the  television  networks'  1958-59 

nighttime  schedule  will  offer,  what  it  will  cost 

in  production,  who  the  independent  pack- 

agers are  and  what  selling  still  remains  to  be 

done  are  all  reflected  in  the  accompanying 

table.  Periods  unsold  to  date  carry  the  nota- 

tion "available."  Program  times  and  sales 
information  were  supplied  by  the  respective 

networks.  Production  costs,  although  not  offi- 

cial, were  estimated  by  BROADCASTING  on 

the  basis  of  the  best  information  available 

from  a  number  of  sources.  Program  times  are 

in  terms  of  current  New  York  time  as  of  the 

date  of  broadcast.  Agencies  handling  ac- 

counts are  listed  in  parentheses  (  );  production 

firms  are  shown  in  brackets  [  ];  starting  dates 

indicate  commencement  date  for  beginning 

of  fall  cycle. 

7:30 

00 

:30 

9:00 

9:30 

10:00 

10:30 

WEDNESDAY 

ABC-TV CBS-TV NBC-TV 
7:30 

8:00 

8:30 

9:00 

10:00 

10:30 

Disneyland 
$94,000 Kellogg 

(Burnett) 
45  min.  available 

[Disney] 
9/10 

Invisible  Man 

$40,000 Available 
[Official  Films] 

10/1 

Wagon  Train 
$85,000 Ford  (FC&B) 

National  Biscuit 
( McCann-Erickson ) 
15  min.  available 

1  Revue  Prod.] 10/1 

World  of  Giants 

$40,000 Available 
[Ziv] 10/1 

Ozzie  &  Harriet 
$37,000 Eastman  Kodak 

Quaker  Oats 
(both  JWT) 

[Stage  Five  Prod.] 
9/24 

To  Tell  the  Truth 

$25,000 Marlboro  (Burnett) 
[  Goodson  -Todman  ] 

9/24 

Price  Is  Right 

$28,000 Lever  (JWT) 
Speidel  (NC&K) 

1  Goodson-Todman] 
9/24 

Donna  Reed  Show 
$4,0,000  9/24 

Campbell  Soup 
(BBDO) 

Shulton  (Wesley) 
[Screen  Gems] 

The  Millionaire 

$37,000 Colgate  (Bates) 
[Don  Fedderson] 

9/3 

Milton  Berle 

$52,500 Kraft 
(JWT) 

1  Sagebrush  ( Wm. Morris)  ] 10/8 

Patti  Page 
$45,000 Oldsmobile 

(Brother) 
[Ted  Mills] 

9/24 

I've  Got  A  Secret 
$25,000 R.  J.  Reynolds (Esty) 

[Goodson-Todman] Continuing 

Bat  Masterson 
$42,000 Kraft 
(JWT) 
[Ziv] 10/8 

Wednesday  Night 
Fights 
$45,000 Miles  Labs  (Wade) 

Mennen (Grey) 
[Lester  Malitz] 
Continuing 

U.  S.  Steel  Hour 
$60,000 U.  S.  Steel 
(BBDO) 
alt.  with 

Armstrong  Circle 
Theatre 
$50,000 Armstrong  Cork 
(BBDO) 

[Talent  Assoc.] 10/1 

This  Is  Your  Life 

$40,000 P&G 
(Compton) 

1  R.  Edwards (MCA)] 
9/24 

7:30 

8:00 

:30 

9:00 

}:30 

10:00 

10:30 

Maverick 

$70,000 
Kaiser 

Drackett 
( Y&R) 

Half  of  8-8:30 
available 

1  Warner  Bros.] 

9/21 

Jack  Benny 

$85,000  (9/21) alt.  with 
Bachelor  Father 

$50,000  9/28 American  Tobacco 
(BBDO) 

1  Bachelor  Prod.] 

Jefferson  Drum 

$35, COO 
1  Goodson-Todman with  Screen  Gems] 

Available 

9/14 
Ed  Sullivan  Show 

$90,000 TVTfmi  irv  Pare 
1UCX  LU1  J 

(K&E) 

Eastman  Kodak (JWT) 

Continuing 

Steve  Allen 

$85,000 

fJi'pv Vi ni  inrl  (  C^vt^v  ̂  VJ  I  CJ  11UU11U     I  VJ1  Cj1  ) 
DuPont  (BBDO) 
Polaroid  (DD&B) 

1  Bellmeadows] 
9/7 Law  Man 

$41,000 
R.  J.  Reynolds (Esty) 

[Warner  Bios.] 
10/5 

TBA 
Available 

GE  Theatre 

$50,000 
General  Electric (BBDO) 

[Revue] 

9/21 

Dinah  Shore 
Chevy  Show 

$100,000 
Chevrolet 

(Campbell-Ewald) 
1  Henry  Jaffe  Ent. &  NBC-TV] 

10/5 
Interplay 

$35,000 
[Showcase  Prod, from  Canada] 

Available 
Undetermined 
starting  date 

Alfred  Hitchcock 

$45,000 
Bristol-Myers 

(Y&R) 

[Revue] 
10/5 

$64,000  Question 

$35,000 
Revlon  (W&L) 
Lorillard  (L&M) 

[EPI] 

9/28 

Loretta  Young 

$50,000 

P&G 

(Benton  &  Bowles) 
TT.Pwi^lnr  fir  Wm L  J — '  —  VV  lolUl     IX     V V  111. Morris] 

10/5 

What's  My  Line 

$25,000 
Kellogg  (Burnett) 

Helene  Curtis 
(Tatham-Laird) 

[CBS-TV] Continuing 

THURSDAY 

ABC-TV              CBS-TV  NBC-TV 

Leave  It  To  Beaver 

$13,000 Miles  (Wade) 
Ralston  (Gardner) 
[Gomalco  Prod.] 10/2 

I  Love  Lucy 

$20,000 

Clairol  (FC&B) Pillsbury 

(Campbell-Mithun) 
[Desilu] 10/2 

TBA 
Available 

Zorro 

$39,000 Seven-Up  (JWT) A.  C.  Sparkplug 
(Brother) [Disney] 10/9 

December  Bride 

$35,000 
General  Foods 

(B&B) [CBS] 10/2 

Ed  Wynn  Show 

$42,000 
Liggett  &  Myers 

(McCann-Erickson) 
[Screen  Gems] 

9/25 
The  Real  McCoys 

$35,000 
Sylvania  (JWT) 
[Irving  Pincus] 10/2 

Derringer 

$35,000 
S.  C.  Johnson 

(NL&B) [Don  Sharpe] 10/2 

Twenty-One 

$25,000 
Pharmaceuticals 

(Parkson) 
[Barry-Enright for  NBC] 

10/25 

Pat  Boone 

$60,000 Chevrolet 
(Campbell-Ewald) 
[Cooga-Mooga] 10/2 

Zane  Grey  Theatre 
$35,000  10/2 S.  C.  Johnson 
(NL&B) General  Foods 
(B&B) 

[Four  Star  Prod.] 

Behind  Closed Doors 

$38,000  1,0/2 Whitehall  (Bates) L&M  (DFS) 

[Screen  Gems-Sam 
Gallu] 

Rough  Riders 

$23,000 
Lorillard 
(L&N) 

half  available 
[Ziv] 
10/16 

Playhouse  90 

$75,000 
American  Gas 

Assn. (SSC&B) 
Kimberly  Clark 

(FC&B) 
All  State  Ins. 

(Burnett) 
R.  J.  Reynolds (Esty) 

[CBS-TV] 
9/25 

Ford  Show 

$50,000 

Ford  (JWT) 
[Betford  Prod.] 10/2 

Tombstone Territory 

$42,000 
Available 

[Ziv] 
Undetermined 
starting  date 

You  Bet  Your  Life 

$50,000 

Lever  (JWT)  | 

Toni  (Tatham- 

Laird) 

[NBC] 

9/25 
$64.00  Challenge 

$30,000 
Lorillard 
(L&N) 
[EPI] 

9/18 

II 

II 

m 

Si: 

1 
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MONDAY 

ABC-TV CBS-TV NBC-TV 

7:30 

:00 

8:30 

9:00 

:30 

10:00 

10:30 

Mad  Show 
$63,000 Available 

[Pat  Weaver] 
Undetermined 
starting  date 

Rawhide 

$50,000 Available 
[CBS] 

9/29 

Tic  Tac  Dough 

$26,000 P&G 

Agency  unassigned 
IBarry-Enright] for  NBC] 

9/29 
Restless  Gun 

$37,000 P&G  (Burnett) 
Sterling  (DFS) 
[Window  Glen Prod.] 

9/22 Bold  Journey 

$9,000 Ralston  Purina 
(GB&B) 

[Advance  Prod.] 
Continuing 

Father  Knows  Best 

$45,000 Scott  Paper  Co. 
(JWT) 

[Screen  Gems] 

9/22 

Weils  Fargo 

$40,000 American  Tob 
(SSCB) 

Buick  (McC.-E.) 
[Overland  (MCA)] 

9/8 

Voice  of  Firestone 
$37,500 Firestone 

(Sweeney  &  James) 
9/8 

Danny  Thomas 
Show 

$45,000 General  Foods 
(B&B) 

[Marterto  Prod.] 10/6 

Mr.  Peter  Gunn 
$40,000 Bristol-Myers 

(DCS&S) 
[Don  Sharpe Prod.] 

9/22 
Top  Tunes  & 
New  Talent 

$19,000 
Plymouth 
[Grant] 

(Teleklew  Prod.) 
8/25 

Ann  Sothern  Show 

$37,500 General  Foods 
(B&B) 
[Desilu] 10/6 

Alcoa/ Goodyear 
Theatre 

$50,000 Alcoa  (FS&R) 
Goodyear  (Y&R) 
[Screen  Gems] 

9/29 
Desilu  Playhouse 

$80,000 VV  CbllllgllULlot; 

( McCann - Erickson) 
[Desilu] 10/6 

Arthur  Murray Party 

<pou  ,uuu Lorillard  (L&M) 
Undetermined 
starting  date 

TUESDAY 

7:30 

8:30 

9:00 

9:30 

10:00 

10:30 

ABC-TV CBS-TV NBC-TV 

Cheyenne 

$90,000 
alt.  with 
Sugarfoot 

$83,000 
Johnson  &  Johnson (Y&R) 

Nat.  Carbon  Co. (Esty) 

American  Chicle (Bates) 
P&G  (Compton) 
15  min.  available 
[Warner  Bros.] 

9/16 

Name  That  Tune 

$25,000 
Kellogg  (Burnett) Whitehall 

(Bates) 
[Harry  Salter] 

8/19 

Dragnet 

$42,000 
Available 

[Sherry  Tv  (MCA)] 

9/23 
Number  Please 

$25,000 
Brown  & 

Williamson  (Bates) 

[Goodson- 

Todman] 

9/30 

Gobel-Fisher 
Show 

$85,000 
RCA  (K&E) 

Liggett  &  Myers ( McCann  -Erickson ) 
[Gomalco] 

9/23  tor  Gobel [Ramrod] 

9/30  for  Fisher 
Wyatt  Earp 

$30,000 
General  Mills (DFS) 

P&G  (Compton) 
[Lou  Edelman] 

9/16 

TBA 

Available 

Rifleman 

$35,000 Miles  Labs  (Wade) 
Ralston  -Purina (Gardner) 
P&G  (B&B) 

[Four  Star  Prod.] 

9/30 

Arthur  Godfrey 

$40,000 
Pharmaceuticals (Parker) 
Toni  Co.  (North) 

[CBS-TV] 

9/23 

Dotto 

$25,000 Colgate  (Bates) 
[Frank  Cooper 

Assoc.] 

Continuing 

Naked  City 

$35,000 Brown  & 
Williamson  (Bates) 
Quaker  Oats  (JWT) 

T  Screen  Gems] 

9/30 

Rsd  Skelton 

$50,000 S.  C.  Johnson (FC&B) 
Pet  Milk (Gardner) 

[CBS -TV]  9/30 

Bob  Cummings Show 

$40,500 R.  J.  Reynolds 

(Esty) 

[McCadden  Films] 

9/23 Colt  .45 

$40,000 Available 
[Warner  Bros.] 
Undetermined 
starting  date 

Garry  Moore 

$80,000 
Revlon  (W&L) 

Kellogg  (Burnett) 

9/30 

The  Calif ornians 

$37,000 Singer  (Y&R) 
Lipton  (Y&R) 
[Calif.  Prod.] 

9/23 

FRIDAY SATURDAY 

ABC-TV CBS-TV NBC-TV 

7:30 

:00 

.30 

9:00 

9:30 

10:00 

10:30 

Rln  Tin  Tin 
$35,000 National  Biscuit 
(K&E) 

[Screen  Gems] 
9/5 

Your  Hit  Parade 

$35,000 American  Tob. 
(BBDO) 
[CBS-TV] 10/3 

TBA 
Available 

Man  With  a  Camera 
$34,000 General  Electric Grey 

half  available 
[Sharpe-Lewis] 

10/10 

Trackdown 
$40,000 Socony  Mobil  Oil 

(Compton) 
American  Tob. 

(BBDO) 
[Four  Star]  9/5 

Loue  and  Marriage 

$37,000 Available 

9/26 

TBA 
Available 

Jackie  Gleason 
$62,000 Lever 

Pharmaceuticals 
(Parkson) 
[CBS-TV] 10/3 

Northwest  Passage 

$42,000 LMGM] 
Available 

9/26 

ESP 
$30,000 

Cheseborough- Ponds  (NCK) 
[Providence  Prod.] 

Continuing 

Phil  Silvers 
$50,000 Reynolds  (Esty) 

Schick  (B&B) 
[CBS-TV] 

9/26 

M  Squad 

$40,000 American  Tob. 
(SSCB) half  available 

[Revue]  9/19 

77  Sunset  Strip 
$82,000 American  Chicle 

Whitehall 
Carter 

(all  Bates) 
[Warner  Bros.] 
Undetermined 
starting  date 

Lux  Playhouse 

$40,000 Lever  (JWT)  alt. 
Schlitz  Playhouse 

Schlitz  (JWT) 
[Revue]  10/3 

George  Bums 

$50,000 Colgate 
(Bates) 10/3 

The  Line  Up 

$40,000 P&G 
(Y&R) 
[Desilu] 

9/26 

Cauaicade  of  Sports 

$20,000 Gillette 
(Maxon) Continuing 

Person  To  Person 

$35,000 P.  Lorillard 
(L&N) 

half  available 
[CBS-TV] Continuing 

Post  Fight  Beat 
$8,000 Bristol-Myers (DCSS) 

Continuing 

ABC-TV CBS-TV NBC-TV 

7:30 

8:00 

:30 

:00 

9:30 

10:00 

10:30 

Dick  Clark  Show 

$18,000 Beechnut  Life 
Savers 
(Y&R) 
[ABC] 

Continuing 

Perry  Mason 

$60,000 Available 
[Pasani  Prod,  with CBS-TV] 

People  Are  Funny 

$30,000 
R.  J.  Reynolds 

(Esty) 

Toni  (North) 
[Guedel  Prod.] 

9/13 Jubilee  USA 

$15,000 [Crossroads  TV] 
Available Continuing 

Perry  Como  Show 

$110,000 Sunbeam  (Perrin- 

Paus) 

American  Dairy 

( Campbell  -  Mithun ) Kimberly  Clark 
(FC&B) 

RCA -Whirlpool (K&E) 
Noxzema  (SSCB) 
Chemstrand  (DDB) 

LGACJ 

9/13 

The  Texan 

$37,000 
Brown  & 

Williamson  (Bates) 
[Desilu] 

9/6 

Laturerj.ee  We  He 

$14,500 

Dodge 

(Grant) 
[Teleklew] Continuing 

Gale  Storm  Show 

$35,000 Nestle 
(Bryan  Houston) 
half  available 

[Hal  Roach  Prod.] 
9/6 

Steve  Canyon 

$44,000 
Liggett  &  Myers (McCann -Erickson) 
I  Pegasus  Prod.] 

9/13 Have  Gun, 

Will  Travel 

$37,000 

Lever  (JWT) 
Whitehall  (Bates) 

[Filmaster] 

9/20 

Cimarron  City 

$40,000 Available 
[Revue  Prod.] 

9/27 

Music  from Manhattan 

$15,000 
Manhattan  (Peck) 

[Assn.  Booking 
Corp.]  9/20 

Gunsmoke 

$40,000 L&M  (McC.-E.) 
Remington  Rand 

(Compton.) [CBS -TV]  9/6 

Brains  &  Brawn 

$32,000 
Liggett  &  Myers 

(McCann-Erickson) 
[Wm.  Morris] 

9/6 
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ADVERTISERS  &  AGENCIES 

Call  for  Philip  Morris  cigarette  brand 

to  be  heard  again  on  television  this  fall 

The  "call  for  Philip  Morris"  will  be  heard 
again  on  television  this  fall  after  a  lapse 
since  early  spring,  it  was  learned  last  week. 

The  ailing  non-filter  brand,  whose  sales 
have  declined  by  an  average  29%  as  the 

parent  company's  filter  brands  have  made 
rapid  strides  forward,  is  slated  to  share 

costs  and  commercial  time  with  companion- 

brand  Marlboro  on  the  latter's  participation 
in  pro-football  sponsorship  next  season. 

PM's  return  to  network  tv,  it's  under- 
stood, is  being  prompted  by  broadcast- 

conscious  Leo  Burnett  Co.,  which  takes 
over  the  account  from  N.  W.  Ayer  &  Son 

in  mid-September.  Burnett  also  services 
Marlboro  and  Philip  Morris  Inc.  corporate 
advertising  [Advertisers  &  Agencies,  June 
16]. 

While  formal  arrangements  remain  to  be 
made  with  the  stations  concerned — 158 

CBS-TV  affiliates — present  plans  call  for 

PM  brand  pick  up  20%  of  game  sponsor- 
ship in  those  markets  where  Marlboro  has 

a  third  sponsorship,  25%  where  Marlboro 
picks  up  half  the  tab. 

Marlboro  brand,  meanwhile,  is  thinking 

of  beefing  up  the  radio  segment  of  its  broad- 
cast budget.  Heretofore,  it  has  used  radio 

relatively  little,  putting  25%  of  its  total 

budget  (estimated  at  a  conservative  $10  mil- 

lion) in  television.  Under  dis- 
cussion: a  plan  to  buy  local 

live  commercial  time  in  popu- 
lar disc-jockey  shows  in  such 

major  markets  as  Los  Angeles 

and  Chicago.  The  reason  be- 
hind this  move  is  that  Marl- 
boro apparently  has  made 

great  headway  in  semi-urban 
markets  where  its  year-round 

sports  program  has  its  great- 
est audience  potential.  Marl- 

boro officials  unconditionally 
link  Marlboro  sale  spurts  to 

tv  sports,  but  feel  they  could 
improve  metropolitan  sales 

through  "the  man  who  knows 
the  market  best" — the  local 
d.j. 

Another  PM  brand,  "new" 
high-filtration   Parliament,   is   looking  for 

"suitable  tv  network  properties"  to  bolster 
its  52-week  saturation  tv  spot  campaign  in 
about  44  markets. 

Parliament  brand  manager  Jack  Landry 

said  that  "if  we  find  what  we're  looking  for" 
— and  he  didn't  say  what — "we'll  go  back 
on  network."  Parliament  last  January  re- 

appeared on  the  market  as  a  popular-priced 
item  in  a  flip-top  box.  Through  Benton  & 

Eowles,  it  picked  up  portions  of  NBC-TV's 
Suspicion,  then  relieved  Philip  Morris  brand 

on  ABC-TV's  Mike  Wallace  Interview,  and 
shortly  before  leaving  network  tv  this  spring, 

took  over  for  a  two-week  period  Marl- 

boro's vacated  segment  of  CBS-TV's  Play- 
house 90.  (In  that  time,  the  brand  "quad- 

rupled" its  sales,  according  to  advertising 
manager  Blake  Henry.) 

While  spot  tv  now  is  its  "primary" 
medium,  Parliament  intends  to  cut  back  its 

spot  activity  should  it  find  the  network  show 
it  seeks.  So  far,  Parliament  has  agreed  to 

pick  up  six  minor  positions  between  Sep- 
tember and  December  on  CBS-TV's  To  Tell 

the  Truth  which  Marlboro  sponsors  with 
Geritol  (Pharmaceuticals  Inc.). 

With  Philip  Morris  Inc.'s  mentholated 
Spud  and  Benson  &  Hedges  premium 

brands  (respectively,  through  Ogilvy,  Ben- 
son &  Mather  and  Doyle  Dane  Bernbach) 

out  of  radio-tv,  Marlboro  now  is  the  biggest 

broadcast  buyer  in  PM's  family.  Spud  in 
summers  previous  has  used  limited  spot, 
and  B&H  brand,  when  handled  by  Benton 

&  Bowles,  bought  radio  time  on  "good 
music"  stations. 

Marlboro,  which  quit  Playhouse  90  be- 

cause it  felt  that  program's  multiple-sponsor- 
ship structure  inimical  to  its  interests,  in- 

tends to  remain  a  year-round  sports  pro- 

gram backer  on  the  theory  that  the  "he-man 
image"  is  best  perpetuated  through  sports. 
But  Marlboro  advertising  manager  Perry 

Leary,  quick  to  acknowledge  the  female 

market  for  Marlboro,  adds  that  "since 
women  like  a  man's  cigarette,  we're  careful 
to  pick  sports  shows  we  know  appeal  to 

women  as  well."  Its  "sports  program"  got 

under  way  in  April  1957  with  ̂ CBS-TV's Baseball  Game  of  the  Week,  continuing  into 

the  autumn  with  pro-football,  through  the 
winter  with  ice  hockey  and  back  into  spring 
with  baseball. 

This  is  the  way  Marlboro's  sports  pro- 
gram shapes  up  for  the  next  six  months: 

•  Pro  Football — Between  Sept.  28  and 

Dec.  21  on  approximately  158  CBS-TV 
affiliates,  Marlboro  will  pick  up:  a  third  of 
the  New  York  Giants  on  an  18-station  net- 

work with  P.  Ballantine  &  Sons  (William 

Esty  Co.)  picking  up  another  third,  the  re- 
maining third  being  unsold;  half  of  the 

Washington  Redskins  on  a  41 -station  net- 
work with  Amoco  (Joseph  Katz  Co.);  half 

of  the  Baltimore  Colts  on  a  3-station  net- 
work with  National  Brewing  Co.  (W.  B. 

Doner  &  Co.);  half  of  the  Pittsburgh  Steelers 

on  a  4-station  network  with  Duquesne  Brew- 
ing Co.  (Vic  Maitland  &  Assoc.);  a  third 

of  the  Cleveland  Browns  on  a  130-station 
network  with  Carling  Brewing  Co.  (Benton 
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&  Bowles)  and  Standard  Oil  Co.  Ohio  (Mc- 
Cann-Erickson);  half  of  the  Philadelphia 
Eagles  on  a  3-station  network  with  the  other 
half  still  unsold;  a  third  of  the  Green  Bay 
Packers  on  a  12-station  network  with  Theo. 

Hamm  Brewing  Co.  (Campbell-Mithun)  and 

Standard  Oil  Co.  Indiana  (D'Arcy  Adv.); 
a  third  of  the  Detroit  Lions  on  an  8-station 
network  with  Speedway  Petroleum  Corp. 

(W.  B.  Doner  &  Co.)  and  Goebel  Brewing 

Co.  (Campbell-Ewald);  a  third  of  the  Chi- 
cago Bears  and  Chicago  Cardinals  on  a  65- 

station  network  with  Standard  Oil  Co.  In- 

diana (D'Arcy  Adv.)  and  Falstaff  Brewing 
Corp.  (Dancer-Fitzgerald-Sample);  and  a 
third  of  the  Los  Angeles  Rams  and  San 

Francisco  '49ers  on  a  22-station  network 
with  Falstaff  (D-S-F)  picking  up  a  third  and 
possibly  the  Pacific  Coast  Ford  Dealers 
Assn.  picking  up  the  remaining  third. 

•  Ice-Hockey — The  season  gets  underway 
on  CBS-TV  Oct.  18-Dec.  6,  followed  by 
a  three-week  hiatus  after  which  Marlboro 
will  come  in  from  Jan.  3-March  21.  Last 

year,  Marlboro  picked  up  all  of  the  games 
(with  a  few  exceptions  to  make  room  for 

such  regional  advertisers  as  Carling  Brew- 
ing Co.  and  Stroh  Brewery  Co.).  Present 

indications  point  to  Marlboro  once  again 

going  solo  on  the  110-station  lineup. 
•  Baseball — Not  set  as  yet.  CBS  sports 

director  Bill  MacPhail  said  last  week  that 

his  department  had  not  yet  scheduled  any 
baseball  games,  but  that  he  expected  it 

would  "before  too  long."  Baseball  season 
gets  underway  the  second 
week  of  April  and  Marlboro 
advertising  manager  Perry 

Leary  thinks  that  the  cigarette 

will  once  again  "be  inter- 

ested." 

Industry  observers  this  past 

spring  were  hard  pressed  to 

determine  Marlboro's  broad- 
cast strategy;  they  pointed  to 

what  they  called  "erratic 

buying,"  but  Marlboro  ad  of- ficials set  the  picture  straight 

last  week.  They  explained 

that  between  the  time  Marl- 
boro dropped  Playhouse  90 

and  picked  up  To  Tell  The 
Truth,  it  had  to  keep  on  the 

air  "by  hook  or  crook."  Thus, 
it  made  what  it  now  calls 

"special  opportunity  buys,"  such  as  CBS  Ra- 
dio's coverage  of  the  Sugar  Ray  Robinson- 

Carmen  Basilio  fight  and  local  syndicated 
film  shows. 

Philip  Morris  executives  also  explained 

Parliament's  sudden  abandonment  of  net- 
work tv  earlier  this  year.  Parliament  ad 

manager  Blake  Henry  noted  that  the  brand 

dropped  its  "filter  trap  count"  this  spring 
(coinciding  with  the  introduction  of  Amer- 

ican Tobacco's  Hit  Parade  cigarette  which 
claimed  400,000  filter  traps).  To  put  across 

its  new  theme  of  "No  Filter  Feedback," 
Parliament  stepped  up  tv  spot,  also  bought 

a  "one-week  radio  saturation  blast"  in  about 
45  markets.  It  expects  the  theme  to  be  fully 
established  by  the  time  Parliament  is  ready 
to  renew  its  network  activities. 

Meanwhile,  there  was  an  interesting  side- 
light to  the  Philip  Morris  brand  story  late 

last  week.  The  cigarette  company  announced 
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SMOKES  HOT  ITEMS 

Where  there's  smoke,  there's  fire. 
Last  week,  two  major  cigarette  manu- 

facturers— both  of  them  heavy  radio- 
tv  spenders — reported  hot  sales  for 
the  quarter  that  ended  June  30. 

P.  Lorillard  Co.  (Kent,  Old  Gold, 

Newport)  realized  a  334%  increase  in 
net  profits  in  the  first  six  months  of 

this  year,  with  sales  for  the  three- 
month  period  April-June  up  107%  to 
an  all-time  quarter  high  of  $  1 17,172,- 
418.  This  figure  may  well  be  reflected 
in  future  Lorillard  radio-tv  activities; 
its  advertising  budget  already  has  shot 

up  past  $20  million  from  $14.8  mil- 
lion two  years  ago. 

R.  J.  Reynolds  Tobacco  Co.,  en- 
joyed a  satisfactory  gain  in  profits  and 

sales.  Second  quarter  net  earnings 
were  up  24.8%  over  a  similar  period 
in  1957  while  sales  rose  5.4%  to 

$285,696,000. 
Messrs.  Lewis  Gruber  and  Bowman 

Gray,  presidents,  respectively,  of  Lor- 
illard and  Reynolds,  each  cited  as 

principal  reasons  for  their  companies' 
success  the  continued  growth  of  the 

filter-tip  market.  In  Lorillard's  case, 
it's  Kent;  R.  J.  Reynolds'  "comer"  is 
Winston,  though  Reynolds  still  pro- 

duces the  world's  leading  brand. 
Camel.  Agencies:  Lennen  &  Newell 
for  Lorillard,  William  Esty  Co.  for 

Reynolds. 

BUSINESS  BRIEFLY 
WHO'S  BUYING  WHAT,  WHERE 

mmmmmmmmmmmmmmmfflma 

that  starting  tonight  (July  28),  it  would 

sponsor,  on  a  specially-linked  Australian 
radio  network,  taped  rebroadcasts  of  its 
Philip  Morris  Country  Music  Show  which 

was  heard  Sundays,  9:05-9:30  p.m.  on  CBS 
Radio  between  January  1957  and  this  past 
June.  Sponsor  is  Philip  Morris  (Australia) 
Ltd.,  through  J.  Walter  Thompson  Co.  Ltd., 
Melbourne. 

Robert  Hall  Fall  Commercials 

To  Exceed  Record  of  Last  Year 

Robert  Hall  Clothes,  New  York,  one  of 
the  largest  family  clothing  chains,  plans  to 
increase  its  radio  and  television  activity  by 
10  to  15%  over  last  year,  Jerry  Bess,  vice 
president,  Frank  B.  Sawdon  Inc.,  announced 
last  week. 

Starting  in  August,  Robert  Hall  will  have 
tv  spots  on  110  television  stations  and  on 
175  radio  stations  throughout  the  country. 
Last  year  Robert  Hall  was  listed  by  TvB 
as  the  13th  largest  user  of  tv  spots. 

The  increase  in  fall  activity  over  last 

year's  record  campaign,  Mr.  Bess  explained, 
is  due  chiefly  to  Robert  Hall's  fall  expan- 

sion program  which  calls  for  new  stores  in 
Ann  Arbor,  Jackson,  Battle  Creek  and 

Muskegon,  all  Michigan;  Elgin,  111.;  Ft. 

Wayne,  Muncie  and  Indianapolis,  all  In- 
diana; Lima,  Ohio,  and  East  Hartford,  Conn. 

In  addition  to  the  regular  schedule,  Robert 
Hall  will  increase  tv  activity  to  a  new  high 
in  New  York,  Chicago,  Detroit,  Baltimore, 
Washington  and  Los  Angeles. 

SUNSET  RESIDENTS  •  Whitehall  Phar- 

maceuticals, Carter's  Little  Liver  Pills  and 
American  Chicle,  all  placed  through  Ted 

Bates  &  Co.,  will  co-sponsor  77  Sunset  Strip 
on  ABC-TV  Friday,  9:30-10:30  p.m., 
starting  Oct.  3.  Filming  starts  this  week  at 
Warner  Bros. 

RAIDERS  CORNERED  •  Brown  &  Wil- 
liamson Tobacco  Corp.  (Raleigh  cigarettes), 

Louisville,  Ky.,  has  signed  to  sponsor  Ziv 

Television  Programs'  new  half-hour  adven- 
ture series,  McicKenzie's  Raiders  in  19  mar- 
kets throughout  country,  starting  in  Oc- 

tober. Transaction,  completed  in  advance 

of  film's  release  for  syndication,  was  ar- 
ranged for  sponsor  by  Keyes,  Madden  & 

Jones,  Chicago-New  York,  and  calls  for 
sponsorship  of  series  in  Detroit,  Pittsburgh, 

Cleveland,  Baltimore,  Minneapolis-St.  Paul, 
Cincinnati,  Milwaukee,  Buffalo,  Seattle,  New 

Haven,  Louisville,  Raleigh-Durham,  Utica- 
Rome,  Chattanooga,  Knoxville,  Saginaw- 
Bay  City,  Roanoke-Lynchburg,  Washington 
and  Portland,  Ore.  Series,  based  on  post- 
Civil  War  exploits  of  Col.  Ranald  Mac- 
Kenzie  and  Fourth  Calvalry,  is  beinj  shot 

by  Ziv  Tv  on  location  in  Rio  Grande  coun- try. 

SUMMER  MENU  •  C.  F.  Sauer  Co.  (Duke 

mayonnaise,  dressings,  oil,  Sauer  spices,  ex- 
tracts) is  intensifying  radio  spot  activity 

through  VanSant  Dugdale,  Baltimore,  for 

summer  salad-sandwich  promotion.  Humor- 
ous minute  and  20-second  spots  are  sched- 

uled on  saturation  basis  over  26  stations. 

Primary  market  targets:  Atlanta;  Jackson- 
ville, Fla.;  Charlotte,  Greensboro  and 

Raleigh,  all  North  Carolina;  Columbia  and 
Greenville,  both  South  Carolina,  Memphis, 

Tenn.;  Norfolk  and  Richmond,  both  Vir- 

ginia. BUICK  ACTION  •  Buick  Motor  Div., 

General  Motors  Corp.  has  signed  for  eight- 
week  dramatic  series,  Buick  Action  Theatre, 

to  be  seen  on  ABC-TV  on  Fridays,  9:30- 

10  p.m.,  starting  Aug.  22.  McCann-Erick- 
son,  N.  Y.,  is  agency. 

ONE-SHOT  SERIES  •  Union  Carbide  Co.'s 
National  Carbon  Co.  (Prestone  anti-freeze), 
through  William  Esty  Co.,  both  N.  Y.,  has 

signed  for  World  Series  Special  one-shot 
NBC-TV  presentation  to  be  aired  Sept.  30, 
10:30-11  p.m.  Pre-World  Series  broadcast 
will  be  conducted  by  sportscaster  Mel  Allen. 

SPOT  PLAY  FOR  TOYS  •  Bar-Zim  Toy 
Mfg  Co.,  Jersey  City,  new  advertiser,  will 
make  debut  in  tv  spot  with  $100,000  for  tv 

spot  drive  on  behalf  of  "Tap-A-Song"  mu- 
sical toy  and  "Likeable  Louie"  for  13  weeks 

beginning  Sept.  1.  Seven  stations  are  lined 

up  in  New  York,  Chicago,  Cincinnati,  De- 
troit, Columbus  and  Philadelphia.  Friend- 

Reiss  Adv.,  N.  Y.,  is  agency. 

AMOCO  ADDS  •  American  Oil  Co.,  N.  Y., 
is  supplementing  its  southern  states  lineup 

of  pro-football  coverage  this  fall  with  addi- 
tional $145,000.  Money  will  go  for  produc- 

tion and  time  costs  for  Frank  Leahy's  (Col- 
lege) Football  Forecasts  filmed  five  days 

ahead  ol  airing  by  Hollywood's  Unipix 
Productions  and  placed  in  23  northeast 
markets  between  Sept.  18  and  Dec.  21. 

Amoco's  agency  is  Joseph  Katz  Co. 

DAVE  &  JACK  •  Orders  representing 
$370,000  in  gross  revenues  were  recorded 

by  NBC-TV's  Today  (Mon.-Fri.,  7-10  a.m.) 
and  Jack  Paar  Show  (Mon.-Fri.,  11:15  p.m.- 
1  a.m.)  during  past  week.  Renewal  orders 
on  Today  came  from  Insurance  Co.  of 
North  America,  Philadelphia,  through  N. 

W.  Ayer  &  Son,  same  city,  starting  in  Oc- 
tober (19  participations);  and  California 

Prune  Advisory  Board,  San  Francisco, 

through  Botsford,  Constantine  &  Gardner, 
same  city,  effective  also  in  October  (22 

participations).  New  orders  on  Today  were 
from  American  Can  Co.  through  Compton 

Adv.,  both  New  York  (four  participations 

in  September),  and  Andrew  Arkin  (ladies 
dresses),  through  Hockaday  Assoc.,  both 
New  York  (one  participation  Sept.  8). 

Coopers  Inc.  (men's  wear),  Nekosha, 
Wis.,  through  Henri,  Hurst  &  McDonald, 
has  bought  five  participations  on  Jack  Paar, 
starting  in  August,  and  Burgess  Vibrocrafters 
Inc.  (power  tools),  Chicago,  through  Olian 

&  Bronner,  Chicago,  has  ordered  three  par- 
ticipations in  Paar,  starting  in  September. 

ABC-TV  MONEY  •  Addition  of  $1.5  mil- 
lion in  gross  billing  was  reported  Thursday 

(July  24)  by  ABC-TV  with  the  signing  of 
three  major  participations  in  American 

Bandstand  (Mon.-Fri.,  4-5  p.m.)  next  sea- 
son. Also  included,  participating  sponsorship 

in  Disneyland  (Tues.-Thurs.,  5:30-6  p.m.) 

by  B.  F.  Goodrich  Co.  (  McCann-Erickson) . 
Bandstand  backers  who  signed  last  week: 

General  Mills  (Dancer-Fitzgerald-Sample), 

Luden's  (J.  M.  Mathes  Inc.)  and  Welch 
Grape  Juice  Co.  (Richard  K.  Manoff  Inc.). 

OLD  &  NEW  •  CBS  Radio  has  reported 
new  business  with  Lehn  &  Fink  Products 

Corp.,  New  York,  and  renewals  by  Clairol 
Inc.,  New  York,  and  GMC  Truck  &  Coach 
Div.,  Pontiac,  Mich.  Lehn  &  Fink,  through 
McCann-Erickson,  New  York,  bought  10 

weekly  "Impact"  segments  and  six  weekly 
2Vz  -minute  units  of  daytime  dramas  for  six 
weeks,  starting  Oct.  21.  Clairol,  through 

Foote,  Cone  &  Belding,  New  York,  re- 

newed weekly  "Impact"  segment  for  13 
weeks,  effective  July  19,  and  GMC,  through 

Kudner  Adv.,  New  York,  has  renewed  three 

weekly  "Impact"  segments  for  two  weeks, 
starting  Sept.  20. 

STRATEGIC  DEFEAT 

Everybody's  happy  in  San  Fran- cisco. The  girl  media  directors  who 
do  most  of  the  timebuying  are  elated 
because  their  softball  team,  organized 

and  captained  by  Doris  Williams  of 
Harris,  Harlan  &  Wood,  defeated  the 

radio-tv  reps  (all  male)  12  to  6.  And 
the  representatives  are  happy  because 
the  opportunity  to  gloat  gains  them 
prompt  entrance  into  the  offices  of 
these  feminine  ball-playing  buyers. 
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ADVERTISERS  8  AGENCIES  continued 

TV  BIG  FORCE  IN  AUTO  MART— NBC 

•  Survey  of  dealers,  buyers,  shows  viewer  heeds  commercials 

•  Dealer  preference  for  tv  out  of  proportion  to  expenditures 

The  dominance  of  television  as  the  ad- 

vertising medium  for  selling  automobiles  is 

underscored  in  a  special  NBC  automotive 

survey  made  public  last  Thursday  [July  24]. 
In  announcing  the  results  of  the  survey, 

Hugh  M.  Beville  Jr.,  vice  president,  NBC 

planning  and  research,  highlighted  the  fol- 
lowing findings  of  the  study: 

•  Television  is  '"consistently"  named  by 
automobile  dealers,  showroom  shoppers  and 

new  car  buyers  as  "the  most  important 
medium"  in  informing  the  public,  stim- 

ulating showroom  traffic  and  preselling  the 

prospect. 
•  Viewers  of  the  average  automotive- 

sponsored  NBC  program,  compared  to  non- 

viewers,  pay  more  attention  to  all  automo- 
bile advertising  and  more  of  them  actually 

buy  the  sponsor's  car.  Moreover,  viewers 

have  a  "stronger  image"  of  the  make  ad- 
vertised, like  more  about  the  car  and  give 

it  a  higher  rating. 
•  The  preference  for  television  over  other 

media  "far  exceeds"  the  actual  proportion  of 
media  expenditure  allocated  to  tv.  Slightly 
more  than  one-third  of  the  advertising  dollar 

spent  by  the  automotive  industry  in  tv, 

newspaper  and  magazines  is  for  tv.  It  was 

found  that  tv's  media-preference  share  was 
62%. 

•  Television  is  considered  "most  impor- 
tant" for  sales.  Fifty-one  percent  of  the 

dealers  interviewed  desired  an  increase  in 

tv  advertising,  while  only  5%  wanted  tv 

advertising  decreased  (net  increase:  46%). 
On  the  other  hand,  10%  of  the  dealers 

interviewed  wanted  an  increase  in  maga- 

zine advertising  and  24%  thought  a  de- 
crease in  magazine  advertising  was  desirable 

(net  decrease:  14%). 
The  survey  was  conducted  for  NBC  by 

Advertest  Research  Inc.,  New  Brunswick, 

N.  J.,  during  January  and  February  1958. 

It  consisted  of  a  total  8,220  interviews — 
906  with  automobile  dealers,  3,396  with 

shoppers  in  the  showrooms  of  these  same 
dealers,  and  1,533  with  the  general  public. 
Re-interviews  were  conducted  with  2,365 

of  the  original  shoppers  in  April  1958. 

The  interviews  were  distributed  through- 
out 118  counties  in  39  states  and  the  Dis- 
trict of  Columbia,  covering  large  and  small 

cities,  rural  and  urban  communities. 

The  principal  objectives  of  the  study, 
according  to  Mr.  Beville.  were  to  ascertain 

(a)  customers'  preferences,  knowledge  and 
image  of  the  1958  automobiles;  (b)  media 

preferences  of  dealers,  shoppers  and  gen- 
eral public,  and  how  this  preference  com- 

pares with  overall  media  expenditures;  (c) 

the  quality  and  effectiveness  of  NBC-TV 
programs  for  pre-selling  automobiles. 

The  study  covers  seven  NBC-TV  adver- 
tisers: Buick,  Chevrolet,  DeSoto,  Edsel, 

Ford,  Oldsmobile  and  Plymouth. 

Mr.  Beville  reported  that  "a  number  of 
methodological  checks  were  employed  in 

the  survey  to  insure  an  unbiased  study." 
He  observed  that  interviewers  and  super- 

visors were  not  told  who  was  sponsoring 

the  survey  and  the  questionnaires  were  de- 
signed to  conceal  NBC  or  tv  sponsorship  of 

the  study. 

The  following  are  some  of  the  findings  of 
the  survey: 

Dealers  were  asked  which  national  ad- 

vertising does  "the  best  job  of  telling  people 

about  cars"  they  sell,  and  72%  of  all  dealers 
singled  out  television;  29%  newspapers  and 

10%  magazines.  (In  some  cases,  respond- 
ents voiced  more  than  one  preference.) 

Similarly,  64%  of  all  dealers  questioned 
named  television  as  the  national  advertis- 

ing medium  that  is  "most  effective  in  getting 

people  to  visit  your  showroom";  32%  news- 
papers and  6%  magazines. 

Television  was  listed  by  67%  of  the 

dealers  as  the  medium  "doing  the  best  job 
of  pre-selling  the  prospect,  papers  23% 
and  magazines  13%.  Asked  which  single 
national  advertising  they  would  use  for  the 

major  portion  of  a  particular  car's  budget, 
dealers  again  placed  tv  on  top,  67%,  fol- 

lowed by  newspapers  33%  and  magazines 

^  /o- 
The  survey  shows  that  the  views  of  auto 

dealers  are  echoed  by  shoppers.  For  in- 
stance, 64%  of  shoppers  interviewed  said 

television  advertising  "stands  out"  in  their 
minds:  22%  named  magazines  and  10% 
newspapers.  Similarly,  50%  of  the  shoppers 

specified  television  as  the  medium  that  inter- 
ested them  in  looking  at  a  particular  make 

of  car,  as  compared  with  19%  for  maga- 
zines and  11%  for  newspapers. 

One  conclusion  of  the  survey  is  that 

while  tv  is  consistently  preferred  over  other 

media,  the  actual  proportion  of  media  ex- 

penditures allocated  to  television  is  "far  ex- 

TV  POPULARITY 
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ceeded"  by  the  preference  for  tv.  As  an 
example,  it  was  pointed  out  that  whereas 
62%  of  shoppers  and  dealers  placed  tv  on 
top,  only  39%  of  media  expenditures  go 
to  television.  Newspapers,  with  a  22%  pref- 

erence, garner  42%  of  the  automotive 
budget,  and  magazines,  with  an  18%  pref- 

erence, capture  18%  of  the  budget. 

The  survey  also  reveals  that  people  who 

watch  automotive-sponsored  NBC-TV  pro- 

grams regard  the  sponsor's  car  more  favor- 
ably than  people  who  do  not  watch  these 

shows.  The  study  also  shows  that  viewers 
of  the  tv  programs  have  a  more  favorable 

"brand  image"  of  the  sponsor's  car  than  do 
non-viewers.  Shoppers  were  re-interviewed 
three  months  later  (in  April)  and  it  was 

found  that  more  viewers  ( 17.1%  )  than  non- 
viewers  (11.2%)  bought  the  advertised 

make  (based  on  an  average  of  eight  auto- 
motive sponsored  programs  on  NBC-TV). 

This  is  the  second  annual  automotive 

survey  released  by  NBC.  The  first  one,  made 

public  last  September,  reached  similar  con- 
clusions on  the  dominance  of  tv  advertising 

for  automobile  selling. 

Ad  Retrenchment  by  Ford  Div. 

Shown  in  New  Broadcast  Budget 

The  Ford  Div.  of  Ford  Motor  Co.,  a  lead- 
ing national  advertiser  and  user  of  the 

broadcast  media,  appears  to  have  quietly  re- 
trenched in  its  broadcast  placements. 

Still  in  the  doubtful  column,  moreover,  is 

the  fate  of  the  $4  million-plus,  52  week 

package  on  CBS  Radio — The  Ford  Road- 
show— the  contract  for  which  runs  out  at 

the  end  of  August.  As  of  Thursday  (July  22), 
a  final  decision  on  the  network  radio  show 

still  was  pending  at  Dearborn,  Mich. 

Aside  from  network  radio,  the  Ford  pas- 

senger car  is  destined  to  receive  less  ex- 
posure on  network  tv  in  the  fall  than  it  did 

last  season.  Ford  is  confining  its  sponsorship 

to  two  shows  on  NBC-TV  where  it  has 

picked  up  an  alternate-week  hour  of  Wagon 
Train  and  renewed  the  half-hour  Tennessee 
Ernie  Ford  show. 

Ford  Div.  is  not  a  spot  advertiser  and, 

in  fact,  used  very  little  of  it  last  season. 

Its  lineup  for  network  tv  sponsorship 

for  next  fall  compares  with  a  more  am- 
bitious plan  the  advertiser,  through  its  agen- 

cy, J.  Walter  Thompson  Co.,  New  York, 
had  set  out  to  accomplish  last  year.  Early 

in  the  spring  a  year  ago  Ford  Div.  already 

had  signed  for  Tennessee  Ernie  on  NBC- 
TV,  a  series  on  CBS-TV  of  five  Lucille  Ball- 
Desi  Arnaz  specials  and  alternate  week  spon- 

sorship of  Zane  Grey  Theatre  on  CBS-TV. 
It  is  no  secret  that  Ford  is  having  its  auto 

sales  troubles,  as  are  most  other  Detroit  auto 

makers.  The  assumption  would  be  that 

Ford's  advertising  caution  is  premised  on 
doubt  as  to  future  sales  (budgets  usually  are 

made  up  along  the  lines  of  anticipated  unit 
sales).  In  the  first  half  of  this  year  alone, 
sales  of  Ford  cars  were  down  to  505,472 

from  819,137  in  the  like  period  last  year. 

Ford  Motor  Co.,  the  division's  parent  com- 
pany, suffered  a  net  loss  of  $17.3  million  in 

the  second  quarter  of  this  year,  a  figure  de- 
scribed as  among  the  worst  ever  shown  by 

the  Ford  Motor  Co. 

Broadcasting 



Affiliate 

STATION  WHO 

PUTS  THE'PjiUk INTO 

MERCHANDISING! 

"Feature  Foods"  is  a  comprehensive  merchan- 
dising plus  service  conducted  by  WHO  Radio  at 

the  point-of-sale  in  350  high  traffic  chain  and 
independent  food  stores.  Coverage  includes  all 

cities  of  5,000  population  or  more  in  76  of 

Iowa's  99  counties.  It  is  available,  at  no  extra 
cost,  to  advertisers  whose  products  are  sold  in 

food  stores  and  whose  gross  expenditure  on 

WHO  Radio  is  $300  per  week  for  13  weeks,  or 

$3900  within  a  13-week  period  of  time. 

HERE'S WH 

WHO's  Feature  Foods  merchandising  service  is 

producing  big  results  for  many  of  the  nation's 
finest  food  manufacturers. 

Talk  to  PGW  about  putting  more  "plus"  in 
your  Iowa  advertising  with  WHO  Radio — and 
Feature  Foods! 

WHO  Radio  is  part  of 
Central  Broadcasting  Company, 
which  also  owns  and  operates 

WHO-TV,  Des  Moines 
WOC-TV,  Davenport 

for  Iowa  PLUS! 

Des  Moines  .  .  .  50,000  Watts 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 

Robert  H.  Harter,  Sales  Manager 

Peters,  Griffin,  Woodward,  Inc., 

National  Representatives 
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ADVERTISERS  &  AGENCIES  continued 

General  Foods  Stockholders 

Given  Rosy  Economic  Report 

Optimism  was  expressed  Wednesday 
(July  23)  at  White  Plains,  N.  Y.,  that  the 
economic  setback  would  have  little  effect 

— if  any — on  the  food  industry.  But  Charles 
G.  Mortimer,  president  of  General  Foods 

Corp.,  one  of  the  nation's  top  radio-tv 
spenders,  cautioned  stockholders  attending 

the  annual  GF  meeting  that  "we  cannot 
merely  sit  back  and  merely  watch  the  popu- 

lation grow.  Today's  battle  for  markets  and 
profits  is  swiftly  changing  and  fiercely  com- 

petitive. We  must  keep  alert  and  flexible, 
accepting  and  meeting  challenges  and  seizing 

and  creating  opportunities." 
GF's  earning  power  continues  to  grow, 

Mr.  Mortimer  pointed  out.  First  quarter 

earnings  (ending  June  30)  were  $12.8  mil- 
lion with  net  sales  at  $249.2  million.  For  its 

last  fiscal  year  (ending  March  31),  GF 
set  new  records  in  net  sales,  net  earnings 
per  share  and  paid  dividends.  It  crashed 

the  billion-dollar  sales  barrier  for  the  first 
time. 
Two  new  board  members  were  elected 

at  the  stockholder  meeting:  Mrs.  Beatrice 

Blackmar  Gould,  editor  of  the  Ladies'  Home 
Journal,  and  Elisha  Gray  II,  board  chair- 

man of  the  Whirlpool  Corp. 

Late  last  week  GF's  newly-expanded 
board  elected  three  additional  corporate 
vice  presidents,  including  the  first  woman 

ever  to  attain  this  post  in  the  company's 
history.  The  three  vice  presidents:  Ellen- 
Ann  Dunham,  vice  president  of  General 

Foods  Kitchens;  Charles  A.  Kolb,  vice  presi- 
dent of  trade  relations,  and  Albert  L.  Cuff, 

vice  president  and  general  counsel. 

General  Foods'  estimated  1957-58  adver- 
tising expenditures  were  in  excess  of  $80 

million  of  which  more  than  $30  million 

was  in  broadcast  media.  Its  multi-agency 
structure  includes  Young  &  Rubicam, 
Benton  &  Bowles,  Foote,  Cone  &  Belding, 
and  two  Canadian  agencies,  Baker  Adv. 
and  McConnell-Eastman  &  Co. 

Bryan  Houston  Gives  Up  C-P's 
$1.5-2  Million  Cashmere  Billing 

Bryan  Houston,  New  York,  has  resigned 

Colgate-Palmolive's  Cashmere  Bouquet  soap 
and  beauty  preparations,  representing  an 

estimated  $1.5-2  million  in  billing. 

William  R.  Hillenbrand,  Houston's  presi- 
dent, announced  the  resignation  Wednes- 

day (July  23)  terminating  a  20-year  asso- 
ciation. Not  all  the  billing  will  be  lost  im- 

mediately. Bryan  Houston  will  continue  to 

service  The  Big  Payoff  on  CBS-TV  in  which 
the  products  participate  until  Oct.  22. 

Nearly  all  of  the  Cashmere  billing  was  in 

the  broadcast  media  (most  of  it  in  tele- 

vision). Bryan  Houston's  present  total  bill- 
ing is  running  at  about  $20  million  annually, 

excluding  the  Colgate-Palmolive  business. 
Of  that  amount,  approximately  $11  million 

reportedly  is  in  radio-tv. 
Although  no  details  were  available  as  to 

the  reason  for  the  termination,  it  was  under- 
CONTINUED  on  page  47 

A  SUPER-SATISFIED  CUSTOMER 

General  Electric  is  one  advertiser  that 

believes  in  continuity  in  television  net- 
work exposure. 

It  has  reneweu  ror  ine  nitn  year  us 

General  Electric  Theatre  (Sunday,  9- 
9:30  p.m.  on  CBS-TV).  In  these  times 
of  the  hard-sell  the  renewal  is  especially 
newsworthy.  GE  Theatre  is  used  half  the 
time  as  an  institutional  advertising 
vehicle. 

The  company's  slogan,  "Progress  Is 

Our  Most  Important  Product,"  was  in- 
troduced on  the  show  early  in  1954.  In 

April  of  that  year  a  survey  by  the  Psy- 
chological Corp.  found  that  11.1%  of 

those  interviewed  could  identify  the 

slogan  with  GE.  A  year  later,  in  a  similar 
survey,  the  recognition  percentage  rose 
to  23%,  and  a  year  after  that  it  rose  to 
36.6%. 

In  May  1957,  44.6%  of  those  inter- 
viewed correctly  associated  the  slogan 

with  GE.  The  percentage  of  correct  as- 
sociation was  highest  among  those  who 

were  regular  viewers  of  GE  Theatre; 
61%  of  those  who  had  seen  the  show 

each  Sunday  for  the  four  previous  weeks 
made  the  correct  identification;  only 
28%  of  those  who  had  not  seen  the 

show  in  the  previous  four  weeks  knew 
whose  slogan  it  was. 

"General  Electric  Theatre  has  accom- 

plished its  public  relations  goal  by  reach- 
ing large  audiences  and  reaching  them  in 

the  right  way,"  Herminio  Traviesas,  vice 
president  in  charge  of  radio  and  tele- 

vision, BBDO,  agency  for  GE,  told 

Broadcasting.  "The  wide  reach  of  the 
show  we  attribute  largely  to  our  em- 

phasis on  star  names.  It  has  given  us  a 
strong  competitive  edge. 

"The  chief  element  in  'reaching  them 

in  the  right  way'  has  been  the  concept  of 
the  Progress  Report,  our  three  minute 

documentaries  illustrating  GE's  role  as  a 

corporate  citizen.  Almost  equally  impor- 
tant have  been  the  strength  of  the  Sun- 
day 9  p.m.  time  period  on  CBS-TV,  the 

excellent  job  done  by  Ronald  Reagan  as 

host  and  GE  spokesman  and  the  consis- 
tent quality  of  the  job  done  by  Revue 

Productions." Originally,  General  Electric  Theatre 
was  devoted  entirely  to  the  institutional 
objective,  using  the  three  minute  Progress 
P<eport  rather  than  the  conventional  three 

one-minute  messages.  Since  March  1957, 
the  institutional  drive  has  alternated 

sponsorship  with  the  tv  receiver  and  ap- 
pliance division.  The  report  format,  with 

Don  Herbert  as  the  General  Electric 

progress  reporter,  has  been  maintained 
on  the  institutional  week. 

The  reports  cover  such  topics  as  "A 
Career  in  Science  or  Engineering," 
'Progress  from  Atomic  Energy"  and  the 
'Live  Better — Electrically"  campaign.  The 
subjects  are  chosen  to  reflect  the  com- 

pany's contributions  to  the  nation's  prog- 
ress by  illustrating  its  own  research  ac- 

tivities and  those  of  the  electrical  indus- 

try, by  highlighting  the  need  for  wider 
scientific  education,  and  explaining  the 
structure  of  American  business  today. 

The  only  major  change  in  the  pro- 

gram format  itself  during  four  seasons 

is  that  live  shows  are  no  longer  inter- 
mingled with  those  on  film. 

The  mixture  had  been  designed  to 
make  the  series  as  attractive  as  possible 

to  tv-shy  stars  by  offering  them  a  choice 
of  New  York  or  Los  Angeles  origination 
and  live  or  film  presentation.  As  the 

series  went  along,  it  was  decided  that  the 
live  originations  were  not  needed. 

Mr.  Traviesas  explains  that  they  have 

found  films  preferable.  "We  get  more 
interesting  backgrounds  by  going  on  loca- 

tion, we  get  more  movement  and  variety. 
We  can  tackle  stories  that  would  be  im- 

possible to  do  live.  There  is  no  real  dif- 
ference between  live  and  film  in  cost  per 

production,  but  with  film,  the  possibility 

of  repeating  episodes  during  the  sum- 
mer helps  pull  down  the  overall  average 

cost.  It's  not  likely  that  we'll  go  back  to 

live  shows." 
Another  plus  for  the  show,  has  been 

Ronald  Reagan,  who  in  addition  to  being 

program  host  on  GE  Theatre,  has  done 

an  important  job  as  the  company's  roving ambassador  to  its  employes,  community 

neighbors,  and  customers,  devoting  near- 
ly two  months  a  year  to  these  tours.  In 

four  years,  he  has  made  talks  before 
some  300,000  persons  on  behalf  of  GE 
and  visited  more  than  100  plants  and 
some  25  sales  offices. 

STAR  POLICY  has  maintained  consistent  ratings  for 
General  Electric  Theatre  against  tough  opposition. 

The  program  has  presented  many  motion  picture  celeb- 
rities who  made  their  tv  debuts  on  the  show  and  who 

have  not  otherwise  appeared  extensively  in  tv  drama, 

among  them  (1-r)  Joan  Crawford  and  James  Stewart. 

HOST  of  GE  Theatre  is 

Ronald  Reagan  who  off- 
screen is  roving  ambassa- 

dor for  General  Electric 

at  dealer  and  other  com- 
mercial meetings. 
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Each  year  for  the  past  six  years  an  area  survey  of  the  WHDH  audience  has  been 

made  and  it  has  been  the  practice  of  WHDH  management  to  publish  the  findings 

of  this  survey  in  leading  trade  publications  as  an  aid  to  anyone  buying  radio  time. 

This  year,  convinced  that  the  past  five  years  have  been  radio's  greatest  years  of 
change,  WHDH  has  completed,  in  addition  to  its  regular  survey,  a  Qualitative 

Survey  in  Depth  to  determine  the  answers  to  some  of  radio's  most  searching 

questions.  To  conduct  this  survey  the  management  of  WHDH  selected  the  re- 

search organization  most  widely  used  and  accepted  by  radio  management — 

Pulse,  Inc.  The  results  of  this  survey  are  shown  on  the  following  pages  and  are 

published  as  a  service  to  the  industry  by  WHDH. 

Hi 



Radio's  Five  Years  of  Great  Change 

1953/58 

tx 

of  the  past  five  years: 

Since  1953  the  number  of  radio  sta- 

tions in  the  United  States  has  in- 

creased 24% — to  a  total  of  3,317. 

Since  1953  the  number  of  radios  in 

working  order  has  increased  22% 

to  139,500,000. 

Since  1953  the  out-of-home  audience 

has  grown  enormously  with  auto 

radios  alone  up  28%  to  a  new 

high  of  36,500,000.  Portable  radios 
have  also  reached  a  new  peak  of 

11,000,000. 

Because  of  this  tremendous  growth:* 

Today  there  are  more  stations  reach- 

ing more  people  more  effectively  more 

times  than  ever  before  in  history. 

The  audience  has  never  before  been 

as  selective  as  it  is  today! 

This  five  year  period  of  tremendous 

growth  and  change  has  been  a  time 

of  great  challenge  to  radio  station 

management  everywhere.  What  does 

the  listener  really  want  from  radio? 

What  type  of  programming  attracts 

the  listeners  who  can  buy?  What 

has  been  the  effect  of  rock  and  roll, 

top  40s,  frantic  newscasts,  and  other 

programming  changes  of  recent  years? 

WHDH,  convinced  that  a  radio  sta- 

tion's future  depends  on  the  answers 

to  these  questions,  and  convinced 

that  any  station  not  alert  to  listener 

changes  will  cease  to  be  a  factor  in 

its  market,  undertook  this  qualitative 

survey  in  depth  to  examine  its  posi- 
tion in  the  New  England  market. 

of  this  WHDH  qualitative  study  can  be  summarized  as  follows: 

What  are  the  reasons  causing  people 

to  turn  on  radio? 

Program  preferences 

Awareness  of  network  stations 

Extent  of  out-of-home  radio  audience 

Station  preferences 

Station  image 

The  results  are  reported  in  the  follow- 

ing tables.  In  these  tables,  the  results 

and  preferences  are  shown  by  men 

and  women  and  for  the  Boston 

Metropolitan  Area  and  Outside  Area 

as  well.  No  respondents  under  15 

years  of  age  were  interviewed.  We 

believe  this  type  of  study  should  be  a 

regular  and  periodic  "must"  so  that 
the  broadcaster  can  keep  in  tune 

with  the  listeners.  Likes,  dislikes, 

preferences  and  favorites  are  always 

in  a  state  of  flux.  Furthermore,  new 

program  formats  and  techniques  will 
influence  and  interact  with  these 

factors  which  follow. 
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initial  use 

nd  stations  tuned 

This  was  a  key  question  in  our 

qualitative  survey  and  bears  out 

the  fact  that  radio  is  a  dynamic 

force  and  that  people  look  to 

radio  for  a  service.  Radio  is  not 

the  supplier  of  "background 

music"  but  the  means  of  learn- 

ing the  latest  news,  enjoying 

music,  and  hearing  the  current 

weather  bulletins.  These  three 

categories  lead  all  others  by  a 

substantial  margin.  There  is 

reason  for  turning  on  radio  in 

98.5%  of  the  replies. 

Program  preferences  bear  out 

the  basic  reasons  which  move 

people  to  first  turn  on  radio. 

Music  dominates  the  first  choice, 

with  news  and  weather  follow- 

ing. The  male  preference  for 

sports  programming  shows 

clearly  in  this  report  and  it  be- 

comes obvious  the  TV  trend  for 

"Westerns"  has  not  carried 
into  radio.  The  tremendous 

preference  for  music  by  women 

makes  all  important  the  day- 

time programming  of  music 

women  find  appealing. 

mum 

WHY  DO  YOU  FIRST  TURN  ON  THE  RADIO? 

BOSTON  METRO AREA OUTER AREA TOTAL AREA 
M F Total 

0/ 

M f 
Total 

M F Total % 
News   139 

107 
246 40.3 

148 
109 

257 
65.8 287 

216 

503 
50.3 

Music  102 
130 

232 38.0 

61 87 

148 
37.9 

163 

217 380 

38.0 
Weather  

81 82 

163 
26.7 

57 52 

109 28.0 

138 

134 

272 

27.2 
Time  Check   47 

25 

72 
11.8 

24 12 

36 
9.2 

71 

37 

108 
10.8 

Relaxation  and  Entertainment 9 12 21 

3.4 

5 9 14 

3.6 
14 

21 35 3.5 
For  Company  3 17 

20 

3.3 

1 6 7 

1.8 

4 23 27 2.7 
Religious  Programs   8 12 20 3.3 2 2 .5 8 14 22 2.2 
Records  &  Pop  Music  7 11 

18 

3.0 1 1 .3 7 

12 

19 1.9 
Sports  &  Sport  Results  .... 10 6 

16 
2.6 

2 2 

.5 

12 6 18 

1.8 

Habit   2 4 6 1.0 2 3 5 

1.3 

4 7 11 

1.1 

No  School  Reports  6 6 

1.0 

1 2 3 

.8 

1 8 9 .9 
To  Hear  a  Particular 
Radio  Personality   1 4 5 .8 2 2 4 

1.0 

6 9 .9 
Foreign  Language  Programs. 

I 
5 

10 
1.6 

1 1 

.3 

J 

6 11 1.1 
To  Hear  Stories  9 

10 
1.6 

1 1 .3 10 11 1.1 
To  Wake  Up   12 7 19 3.1 7 3 

10 
2.6 

10 

29 

2.9 

Misc  7 4 11 

1.8 

2 3 5 

1.3 

9 7 

16 

1.6 
No  Particular  Reason   5 4 9 

1.5 

1 5 6 

1.5 

6 9 

15 
1.5 

Total  Responses  439 
445 

884 313 

298 
611 752 

743 

1495 
Total  Respondents  

305 
305 

610 100 

195 

195 

390 

100 

500 500 

1000 

100 

WHEN  YOU  FIRST  TURN  ON  THE  RADIO,  IS  THERE  ANY 
PARTICULAR  STATION  YOU  TRY  FIRST?   WHICH  ONE? 

BOSTON  METRO AREA OUTER 
AREA TOTAL  AREA 

M F 
Total 

% M F 
Total 

°/o 

M F Total 
% 

Yes  257 270 

527 
86.4 

162 171 

333 

85.4 419 

441 

860 86.0 
No  

48 

35 

83 

13.6 
33 

24 

57 

14.6 

81 59 

140 14.0 

Total  Respondents   305 305 610 
100 195 195 

390 

100 500 500 
1000 

100 
WHDH   

75 49 124 

23.6 28 23 

61 

18.3 
113 

72 185 

21.5 
WBZ   

42 

64 

106 20.1 

25 26 

51 

15.3 

67 

90 

157 
18.2 WC0P   

52 

44 

96 

18.2 3 4 7 2.1 55 

48 

103 
12.0 

WEEI  21 21 42 8.0 6 4 

10 

3.0 

27 

25 

52 
6.1 

WNAC   11 

23 

34 

6.5 5 6 11 3.3 16 29 

45 

5.2 

W0RL   5 

26 

31 

5.9 5 

26 

31 
3.6 

WJDA   12 

19 

31 

5.9 

12 19 31 3.6 WPR0  . 
14 

13 

27 8.1 

14 13 

27 

3.1 

WW0N 

16 

8 24 7.2 

16 

8 24 2.8 WEAN  . 

15 

9 24 7.2 15 9 24 

2.8 

WMEX 13 

10 23 

4.4 

13 

10 

23 

2.7 WHIM 
12 

10 

22 

6.6 

12 10 22 

2.6 

WLLH 
13 7 

20 

3.8 13 7 

20 
2.3 

WICE  

15 

3 

18 

5.4 

15 

3 18 2.1 
WSAR   

14 

3 17 

5.1 
14 

3 17 

2.0 

WB0S 
10 

5 

15 
2.8 

10 5 

15 

1.7 WALE   
11 2 

13 

3.9 

11 2 

13 

1.5 
WGAN   2 

10 

12 3.6 2 

10 

12 

1.4 

WTA0   3 8 11 2.1 3 8 11 

1.3 

WOTW   1 9 

10 

3.0 1 9 10 

1.2 

WLYN   5 5 

10 
1.9 

5 5 

10 

1.2 
WCSH   2 5 7 2.1 2 5 7 

.8 

Misc  

29 36 

65 
12.3 

36 

55 91 
27.4 

65 

91 

156 

18.1 
Total  Responses  291 317 608 

215 190 405 
506 507 1013 Total  Respondents  257 

270 

527 

100 
162 171 333 

100 419 

441 

860 

100 

WHAT  KINDS  OF  PROGRAMS  DO  YOU  LIKE  MOST? 

BOSTON  METRO AREA OUTER AREA TOTAL  AREA 
M F Total % M F Total % M F 

Total 

% Music  186 
229 415 

68.1 126 
135 

261 67.0 

312 364 676 

67.6 
Popular  Music  Records  .... 1 3 4 

.7 

9 7 

16 

4.1 

10 10 20 
2.0 

Rock  &  Roll   3 4 7 1.1 

10 

2 

12 
3.1 

13 

6 19 1.9 News   76 63 
139 22.8 

76 

78 

154 
39.5 

152 141 

293 
29.3 

Sports  &  Sport  Results  .... 

60 

12 72 11.8 

46 

8 

54 

13.8 
106 

20 

126 12.6 

Weather  

26 

21 47 

7.7 

11 

10 

21 

5.4 
37 31 

68 6.8 
Stories,  Soap  Operas   

29 

49 78 
12.8 

10 

31 

41 

10.5 
39 80 119 11.9 

Dramas   1 4 5 

.8 

5 2 7 

1.8 

6 6 12 1.2 
Foreign  Language   

16 10 

26 

4.3 

8 6 14 

3.6 

24 16 

40 4.0 
Mysteries  

16 

2 

18 

3.0 

4 2 6 

1.5 
20 

4 24 2.4 
Arthur  Godfrey  .... 1 1 .2 

13 

6 

19 

4.9 

13 

7 

20 
2.0 

Religious   3 9 12 

2.0 

1 6 7 1.8 4 

15 

19 

1.9 

Classical  Opera  .... 2 1 3 .5 6 5 11 

2.8 

8 6 14 1.4 Westerns   3 3 

.5 

8 1 9 

2.3 

11 1 12 

1.2 

Variety  
3 4 7 1.1 2 1 3 .8 5 5 

10 

1.0 Misc  

15 13 

28 

4.6 
20 16 

36 

9.2 
35 

29 64 

6.4 

No  Preference  . 

11 20 

31 

5.1 2 

15 

17 

4.4 
13 

35 48 

4.8 

Total  Responses  .  .  . 
451 445 

896 

357 
331 

688 

808 

776 

1584 
Total  Respondents  . 

305 

305 

610 
100 

195 195 

390  100 

500 

500 1000  100 
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Program  dislikes  show  an 

interesting  response  in  that 

35. 6r ■'(  of  the  respondents  had 
no  particular  dislikes,  as  opposed 

to  the  overwhelming  number  of 

listeners  who  had  specific 

preferences.  However,  of  note  is 

the  nearly  10%  who  find  rock 

and  roll  a  "least  liked"  type 
and  the  24%  who  put  stories  and 

serials  in  that  category. 

KINDS  OF  PROGRAMS  DO  YOU  LIKE  LEAST? 

None  In  Particular   
Stories  &  Serials   
Rock  &  Roll   
Music  &  Records  
Sports   
Classical  Opera   
Speeches,  Forums,  Debates 
Quizzes  
N  ews   
Mysteries  
Westerns   
Foreign  Language   
Misc  

Total  Responses  
Total  Respondents  

BOSTON  METRO AREA OUTER AREA TOTAL  AREA 
M F 

Total 
% M F Total % M F 

Total 
% 126 

82 

208 

34.1 
80 68 

148 

37.9 

206 

150 356 35.6 68 71 
139 22.8 

63 42 

105 26.9 
131 

113 244 

24.4 
37 

20 

57 9.3 

16 

24 

40 

10.2 53 44 

97 

9.7 
2 3 5 .8 8 9 

17 
4.4 

10 

12 22 

2.2 

3 

49 

52 8.5 7 21 28 

7.2 

10 

70 

80 8.0 
21 10 

31 
5.1 

15 

3 

18 
4.6 

36 

13 

49 
4.9 

8 

22 

30 

4.9 

7 7 14 3.6 15 

29 

44 4.4 
4 

13 

17 

2.8 

3 3 6 1.5 7 

16 23 
2.3 

3 9 12 

2.0 

2 6 8 

2.0 

5 

15 20 
2.0 

2 6 8 

1.3 

1 4 5 

1.3 

3 10 

13 
1.3 

3 3 

.5 

1 4 5 

1.3 

1 7 8 .8 
3 3 .5 3 3 

.3 

55 

28 

83 
13.6 

31 

19 

50 

12.8 

86 

47 

133 
13.3 

329 
319 

648 

234 210 

444 563 529 1092 
305 305 

610 100 
195 

195 

390 

100 

500 

500 
1000 

100 

Awareness  of  network  station 

There  has  been  a  general  decline 

in  the  audience  of  network 

affiliate  stations  as  compared 

with  the  rise  in  audience  of 

independent  stations.  Part  of 

this,  no  doubt,  is  a  result  of  the 

sheer  mathematical  superiority 

in  the  number  of  independent 

stations  compared  to  the  number 

of  network  stations  in  a  given 

market.  However,  there  is  no 

doubt  from  the  foregoing 

preferences  about  programs 

and  reasons  for  tuning  on  radio, 

that  there  has  been  a  real  shift 

of  audience  away  from  network 

programming.  There  seems  to  be 

considerable  confusion  on  the 

part  of  the  listener  as  to  what 

the  term  "network  radio"  means, 

or  what  a  "network  station"  is. 

Actually  under  60%  of  the 

respondents  claimed  to  know 

what  a  network  radio  station  is. 

Furthermore,  of  these,  only 

43%  correctly  mentioned  the 

Boston  CBS  Affiliate  as  a  CBS 

DO  YOU  KNOW  WHAT  A  NETWORK  RADIO  STATION  IS? 

Yes  
No   

Total  Respondents  .... 

BOSTON   METRO  AREA 
M         F       Total  % 

173     144     317  52.0 
132     161     293  48.0 

305     305     610  100 

OUTER  AREA 
M         F       Total  % 

142     114    256  65.7 
53      81     134  34.3 

195     195     390  100 

TOTAL  AREA M        F       Total  % 
315     258     573  57.3 
185     242     427  42.7 

500     500  1000  100 

WHICH  STATION  IS  THE  CBS  NETWORK  RADIO  STATION? 
By  Respondents  Claiming  to  Know  What  a  Network  Station  Is 

WHDH   
WBZ   
WEEI  &  Other  .  .  , 
CBS  Affiliates  .  .  . WNAC  
WC0P   
W0RL   
Don't  Know  

Total  Respondents 

WHDH   
WBZ   
WNAC   
NBC  Affiliates  .  .  . 
WEEI   
WC0P   
W0RL   
Don't  Know  

Total  Respondents 

5 1 6 

1.9 

6 3 9 3.5 11 4 

15 
2.6 

13 

8 21 

6.6 

4 7 11 4.3 17 

15 

32 

5.6 
100 

83 

183 

57.7 

43 

21 

64 

25.0 143 

104 

247 43.1 

18 

19 

37 

11.7 21 11 

32 

12.5 

39 

30 69 12.1 
3 2 5 1.6 3 2 5 

.9 

2 2 

.6 

2 2 .3 

32 31 

63 

19.9 68 72 

140 

54.7 

100 103 203 

35.4 

173 
144 317 

100 
142 114 

256 100 

315 

258 573 100 

>N  IS  THE  NBC  NETWORK  RADIO  STATION? 
its  Claiming  to  Know  What  a Network  Station  Is 

5 5 

10 

3.2 

2 4 6 2.3 7 9 

16 

2.8 
63 46 

109 
34.4 

25 

17 42 16.4 

88 

63 151 26.4 
66 

54 

120 

37.8 7 2 9 

3.5 

73 

56 

129 22.5 
36 

18 

54 21.1 

36 

18 

54 

9.4 
10 7 

17 
5.4 

2 2 

.8 

12 

7 19 

3.3 

1 1 3 _ 1 1 .2 29 

31 

60 
18.9 

70 

73 
143 

55.9 99 104 

203 

35.4 

173 144 

317 

100 
142 114 

256 

100 

315 

258 

573 100 

affiliate  or  the  CBS  network 

station.  This  means  that  only 

one  out  of  four  interviewed 

could  correctly  name  the  CBS 

affiliate  station  in  answer  to  the 

combination  of  two  questions. 

This  confusion  continued  in  the 

naming  of  the  NBC  affiliate  and 

although  the  NBC  affiliation 

has  recently  changed  in  Boston 

the  image  of  the  former  associa- 
tion is  clearly  dim. 



Radio's  Five  Years  of  Great  Change 

1953/58 

Extent  of  out  -  of-home  audience 

During  the  past  five  years, 

there  has  been  a  substantial 

increase  in  the  size  of  the  radio 

audience  "out  of  home."  This 
has  resulted  from  the  increased 

availability  of  out  of  home 

radio  such  as  in  automobiles 

and  portables,  the  accessability 

of  radio  in  many  away  from 

home  locations,  and  from  the 

increase  in  programming  geared 

to  out-of-home  listening. 

Almost  three  out  of  four  re- 

spondents have  listened  to  the 

radio  away  from  home  during 

the  past  week.  This  listening 

has  occurred  in  autos,  at  work,  in 

the  homes  of  others,  in  retail 

stores,  in  service  establishments 

DID  YOU  LISTEN  TO  THE  RADIO  AWAY  FROM  HOME  THIS 
PAST  WEEK? 

Yes  
No   

Total  Respondents   

PLACES  WHERE 
OUT  OF   HOME  LISTENING OCCURRED 
Car  
At  Work  
Homes  of  Others   
Retail  Stores  and  Shops  .  . 
Service  Establishments  .  .  . 
Restaurants,  Cafes 
Misc.  Places   
Total  Responses   
Total  Respondents   

BOSTON  METRO AREA OUTER 

_.  _.Lj  
AREA 

M F Total % M F Total % M 
262 

189 
451 73.9 164 

119 283 72.6 
426 

43 
116 

159 

26.1 

31 

76 107 27.4 74 
305 305 

610 100 
195 195 390 100 

500 

182 101 

283 

62.7 
99 51 

150 

53.0 281 
72 49 121 

26.8 
30 22 

52 

18.4 102 
26 

49 

75 

16.6 

20 

37 57 

20.1 

46 

20 

27 47 
10.4 

12 19 

31 

11.0 

32 

26 

15 

41 

9.1 

15 

12 27 9.5 

41 

11 8 19 4.2 3 5 8 

2.8 

14 
9 6 

15 

3.3 3 4 7 

2.5 

12 
346 

255 

601 
182 

150 

332 

528 
262 

189 
451 

100 
164 

119 283 100 

426 

TOTAL  AREA F       Total  % 

308  734  73.4 192    266    26.6  | 

500  1000  100 

71 
86 

46 

27 
13 

10 173  23.6 
132  18.0 
78  10.6 
68  9.3 27  3.7 
22  3.0 

such  as  barber  shops,  beauty  format  is  acceptable  to  the 

salons,  filling  stations,  etc.,  and  individual  while  away  from 

in  restaurants  and  cafes.  These  home  will  gain  more  audience 

findings  naturally  imply  that  over  the  staton  whose  program- 

the  station  whose  programming  ming  is  not  as  acceptable. 

St  at  ion  preference 

In  determining  audience  pref- 

erence for  stations  our  questions 

ranged  from  "which  do  you 

prefer  most"  to  specifics  on 

"which  do  you  prefer  for  news, 

sports,  etc."  It  is  interesting 
to  compare  the  preferences  to 

stations  by  men  and  women,  as 

the  charts  on  this  and  the  fol- 

lowing page  reflect  divergent 

appeals  by  stations.  Note  for 

example  how  some  stations 

depend  overwhelmingly  on  music 

to  build  audience  while  others 

find  their  appeal  spread  thru 

music,  news,  weather  and  other 

categories. 

WHICH  RADIO  STATION,  IF  ANY,  DO  YOU  PREFER  FOR  MUSIC? 

BOSTON  METRO AREA OUTER AREA TOTAL  AREA 
M F Total % M F Total % M F 

Total  % 
WHDH  .... 61 58 

119 

19.5 

73 

53 

126 

32.3 134 111 245  24.5 
WBZ   

73 66 
139 22.8 

55 

41 

96 

24.6 128 

107 

235  23.5 WC0P   58 70 
128 21.0 

5 7 

1.8 
60 75 

135  13.5 WEEI  

37 

28 

65 
10.6 

; 1 5 

1.3 

41 29 70  7.0 W0RL   

13 

31 

44 7.2 7 3 10 2.6 

20 

34 

54  5.4 
WNAC   

16 

17 

33 

5.4 

3 11 14 

3.6 

19 28 

47  4.7 None   

29 15 

44 

7.2 

16 46 

62 

15.9 

45 

61 

106  10.6 Don't  Know   

18 

20 38 6.2 

35 35 

70 
17.9 

53 55 
108  10.8 Total  Respondents   305 305 610 

100 195 
195 390 

100 

500 

500 1000  100 

WHICH  RADIO  STATIONS,  IF  Af 

BOSTON  METRO AREA 
OUTER AREA 

M F Total % M F Total % M 
WHDH  126 84 

210 

34.4 

83 

45 

128 
32.9 

209 

WBZ   

45 

31 

76 

12.5 

31 

19 

50 12.8 

76 

WNAC   

16 

5 21 

3.4 

5 7 12 

3.1 

21 WEEI  11 11 

22 

3.6 6 6 1.5 

17 

WC0P   3 3 6 

1.0 

2 2 .5 3 W0RL   7 7 1.1 1 1 .3 1 None   81 57 
138 22.7 

30 

42 

72 
18.5 

111 Don't  Know   

23 

107 
130 

21.3 

39 80 

119 

30.4 

62 

Total  Respondents  
305 

305 
610 100 195 

195 

390 

100 

500 

>U  PREFER  FOR  SPORTS? 

50 
12 

11 
5 
7 

210 
249 
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1953158 WHICH  RADIO  STATION,  IF  ANY,  DO  YOU  PREFER  FOR  NEWS? 

BOSTON  METRO AREA 
OUTER AREA TOTAL AREA 

M F Total % M F Total M F 
Total 

WHDH 
99 55 154 

25.3 

43 

38 

81 

20.8 
142 93 

235 23.5 

WBZ   

62 

74 
136 22.3 

29 27 56 
14.4 

91 

101 

192 

19.2 WNAC 
45 

35 

80 

13.1 
21 

21 

42 
10.8 

66 

56 122 

12.2 

WEE1   

43 

40 83 

13.6 
9 4 

13 

3.3 

52 

44 96 9.6 WCOP   

29 

39 68 11.1 1 1 2 .5 30 40 70 7.0 WORL  . 
3 

14 

17 

2.8 

3 

14 

17 

1.7 

None  .... 
9 

13 

22 3.6 17 15 

32 
8.2 

26 

28 

54 
5.4 

Don't  Know   .  .  . 15 35 

50 
8.2 

75 

89 164 

42.0 

90 

124 214 21.4 
Total  Respondents  . 

305 
305 610 

100 195 195 

390 100 500 500 
1000 

100 

FOR  ALL  AROUND  LISTENING, 
DO  YOU  PREFER  MOST? 

WHICH  ONE  RADIO  STATION 

WHDH 
WBZ   
WCOP   
WEEI   
WNAC   
WORL   
Others   
None   
Don't  Know  

Total  Respondents 

BOSTON  METRO AREA 
OUTER 

AREA 
TOTAL AREA 

M F Total M F Total 

10 

M F Total % 
74 56 

130 
21.3 

47 

30 

77 19.7 

121 

86 

207 

20.7 
55 63 118 19.4 

34 

26 60 15.4 89 

89 

178 
17.8 

50 

62 

112 18.4 1 5 6 

1.5 

51 67 

118 11.8 
39 36 

75 
12.3 

6 3 9 

•2.3 

45 

39 

84 

8.4 

29 

29 58 9.5 6 11 17 4.4 

35 

40 75 
7.5 

16 

25 

41 6.7 1 2 3 .8 17 27 44 4.4 

32 

20 

52 

8.5 86 101 187 47.9 118 121 239 

23.9 

3 2 5 .8 9 14 

23 

5.9 12 16 

28 
2.8 

7 12 19 

3.1 

5 3 8 

2.0 

12 15 27 

2.7 

305 
305 

610 
100 195 

195 390 100 

500 

500 1000 

100 

IF  IT  BECAME  NECESSARY  TO  TAKE  ALL  THE  RADIO  STATIONS 
OFF  THE  AIR  EXCEPT  ONE,  WHICH  ONE  OF  THESE 
RADIO  STATIONS  WOULD  YOU  WANT  TO  REMAIN  ON? 

WHDH   
WBZ   
WNAC   
WCOP   
WEEI   
WORL   

None  &  Don't  Know 
Total  Respondents  .  . 

BOSTON   METRO  AREA OUTER  AREA TOTAL  AREA M        F       Total  % 

93     34    127  20.8      39     26     65  16.7     132     60    192  19.2 

Total % 

66 
36 

22 

24 
8 

48 
28 
44 

30 
19 

114  18.7 
64  10.5 
66  10.8 
54  8.9 
27  4.4 

22 

13 

5 
2 30 

21 
6 

10 
3 

52  13.3 

34  8.7 11  2.8 12  3.1 

3  .8 

88 
49 
27 
26 

78 
49 
50 
40 
22 

166  16.6 98  9.8 

77  7.7 66  6.6 
30  3.0 

56    102    158    25.9     114      99    213    54.6     170    201    371  37.1 
305 

 .  ,„  
305    610  100 

195  195 

— , — ... — „— _ 
390  100 500    500  1000  100 

HERE  ARE  SIX  RADIO  STATIONS:  WHDH,  WBZ,  WEEI,  WNAC 
WCOP,  WORL.   WHICH  ONE  DO  YOU  LISTEN  TO  MOST? 

3WP 
BOSTON    METRO  AREA OUTER  AREA TOTAL  AREA M F 

Total 
% M F Total % M F Total % WHDH  . 

82 

56 

138 
22.6 

54 

38 

92 
23.6 

136 

94 

230 

23.0 

WBZ   52 

79 

131 
21.5 

20 

42 

62 

15.9 

72 

121 193 19.3 WEEI   

48 

51 

99 16.2 12 

15 

27 

6.9 

60 66 

126 

12.6 
WCOP   50 

59 
109 

17.9 4 5 9 2.3 

54 64 

118 

11.8 WNAC   

26 20 46 
7.5 

10 

10 

20 

5.1 
36 

30 66 6.6 
WORL  .... 11 29 

40 

6.6 1 3 4 

1.0 

12 

32 

44 

4.4 
None  &  Don't  Know  

36 

11 47 7.7 94 

82 

176 

45.1 
130 93 

223 22.3 

Total  Respondents  305 305 610 
100 

195 

195 

390 

100 

500 500 
1000 

100 

WHY  DO  YOU  PREFER  THE  STATION  YOU  LISTEN  TO  MOST? 

BOSTON  METRO 
AREA OUTER AREA MALE WHDH WBZ 

WEEI 
WNAC WCOP 

WORL 

WHDH WBZ WEEI WNAC WCOP WORl 
Like  the  Music   

34 

19 

7 7 

34 

10 

22 

7 1 4 1 
Good,  Frequent  News. 31 14 

15 14 

6 

24 

6 6 3 
Latest  Popular 
Records   1 9 6 4 

More  Music  On 
Station   

Weather,  Complete 
Weather  Reports  .  . 2 5 3 2 3 2 

Variety   12 7 4 1 1 
Better  Programs  .... 3 3 4 5 1 1 2 
Fewer  Commercials  .  . 1 1 1 t 
Like   Announcer  .... 2 1 2 2 
Sports   61 5 5 7 1 3 1 
Clearer  Reception  .  .  . 3 6 8 7 4 2 
Habit  3 2 
Like  A  Particular  Pro- 

gram, Personality  . 3 1 3 Misc.  .  .  . 
7 4 

10 

9 5 1 4 2 2 
No  Particular  Reason 2 3 2 2 2 
Total  Responses 144 71 59 

45 

53 

16 

80 

31 

20 

12 4 1 
Total  Respondents  .  . 

82 52 

48 

26 50 11 

54 

20 12 

10 

4 1 
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The  stature  a  station  occupies 

in  its  community  is  built  by  its 

people,  its  programming  and  its 

alertness  to  the  desires  and  needs 

of  its  listeners.  A  station's  image 

is  at  best  an  intangible  thing, 

but  its  importance  cannot  be 

minimized.  The  WHDH  image  is 

one  of  believability  and  reflects 

the  result  of  more  than  a  decade 

of  responsible  management. 

WHY  DO  YOU  PREFER  THE  STATION  YOU  LISTEN  TO  MOST? 

FEMALE 
Like  the  Music   
Good,  Frequent  News 
Latest  Popular 
Records   

More  Music  On 
Station   

Weather,  Complete 
Weather  Reports  .  . 

Variety   
Better  Programs  .... 
Fewer  Commercials 
Like  Announcer  .... 
Sports   
Clearer   Reception    .  . 
Habit   
Like  A  Particular  Pro- 

gram, Personality Misc  
No  Particular  Reason 

Total  Responses  .... 
Total  Respondents  .  . 

BOSTON    METRO  AREA 
WHDH  WBZ  WEEI  WNAC  WCOP  WORL 

OUTER  AREA 
WHDH  WBZ  WEEI  WNAC  WCOP  WORL 

2  1 

4 
31 

35 

15 

6 33 

16 18 

27 2 3 
14 

21 14 A H iL p o 7 1 1 

7 7 1 9 3 1 

4 3 - - 8 2 - 1 - - 

5 5 6 2 2 1 1 
1 4 8 2 2 2 5 2 3 1 
3 5 6 1 1 2 

1 1 7 1 
2 9 6 1 3 
8 2 3 
2 3 1 4 1 
2 1 2 1 4 

1 1 3 1 3 1 1 1 
5 5 

18 

3 3 2 2 2 1 3 
1 7 1 2 2 2 2 2 2 2 

86 
108 

72 

31 

74 36 

43 

49 

17 

13 

56 79 

51 

20 

59 

29 

38 42 

15 

10 

MALE 

Like  The  Music   
Latest  Popular  Records   
More  Music  On  Station   
Sports   
Good,  Frequent  News   
Weather,  Complete  Weather  Reports 
Variety  
Better  Programs   
Like  A  Particular  Program,  A 
Personality   

Like  Announcer   .'  Fewer  Commercials  
Clearer  Reception   
Habit   
Misc  
No  Particular  Reason   
Total  Responses   
Total  Respondents   

FEMALE 
Like  The  Music   
Latest  Popular  Records   
More  Music  On  Station   
Sports   
Good,  Frequent  News   
Weather,  Complete  Weather  Reports 
Variety  
Better  Programs   
Like  A  Particular  Program,  A 
Personality   i7T>  ...... 

Like  Announcer   
Fewer  Commercials   
Clearer  Reception   
Habit   
Misc  
No  Particular  Reason   

Total  Responses   
Total  Respondents   

TOTAL AREA 
WHDH WBZ WEEI 

WNAC 
WCOP WOR 

56 26 8 7 38 

11 

1 9 6 4 

68 6 8 1 

55 

20 21 17 6 
2 7 6 2 
4 1 

13 

7 
8 4 5 2 

] 6 
2 4 1 

1 1 1 
10 10 

10 

3 2 
11 6 12 9 5 1 
4 5 2 

224 

102 

79 

57 57 17 

136 

72 

60 36 

54 

12 49 

62 

17 9 

35 

17 
7 3 1 9 4 
4 4 8 2 

11 2 
22 

28 15 

12 8 2 
5 5 1 7 2 2 
6 6 11 3 2 2 
3 6 8 1 

4 2 4 1 1 
2 9 6 1 3 

"l 

1 7 1 
2 7 1 1 
4 1 4 1 
7 7 19 6 3 3 
3 9 3 4 2 2 129 

157 

89 

44 

80 

39 

94 

121 66 

30 

64 

32 

IF  YOU  HEARD  CONFLICTING  ACCOUNTS  OF  THE  SAME  NEWS 
STORY  ON  DIFFERENT  RADIO  STATIONS,  WHICH  OF  THESE 
STATIONS  WOULD  YOU  BELIEVE? 

BOSTON  METRO 
AREA OUTER AREA TOTAL 

AREA 
M F Total % M F 

Total 
% M F Total 

to 

WHDH   
74 

80 
154 

25.3 

49 

58 

107 

27.4 

123 

138 261 
26.1 WBZ   

51 

89 
140 

22.9 

38 

41 

79 20.2 

89 

130 

219 
21.9 WNAC   42 59 101 16.6 

16 

27 

43 

11.0 

58 86 

144 
14.4 

WEEI   

58 

31 

89 14.6 

12 

16 28 

7.2 70 

47 

117 

11.7 
WCOP   

23 

40 63 
10.3 

2 4 6 

1.5 

25 44 

69 
6.9 

None   12 

18 

30 

4.9 18 

12 30 

7.7 

30 30 

60 6.0 
WORL   3 21 

24 

3.9 

1 1 

.3 

3 22 

25 
2.5 

Don't  Know  64 

37 

101 
16.6 

67 

75 142 
36.7 

131 112 

243 

24.3 

Total  Responses  

327 
375 702 

202 234 

436 

529 

609 1138 

Total  Respondents   305 
305 

610 100 
195 

195 390 

100 

500 500 

1000 

100 



Radio's  Five  Years  of  Great  Change 

1953/58 

We  have  stated  our  premise 

that  the  1953-1958  era  has  seen 

radio's  five  years  of  greatest 

change.  It  has  also  been  WHDH's 
five  years  of  greatest  growth. 

By  responsible  'programming 

and  by  alertness  to  what  builds 

and  holds  a  radio  audience, 

WHDH  Boston  has  maintained 

its  position  as  the  undisputed 

leader  in  New  England  radio. 

The  results  of  the  Pulse,  Inc. 

survey  on  the  foregoing  pages 

provide  the  means  of  showing 

the  reasons  behind  this  leader- 

ship— the  reasons  why  WHDH 

Boston  is  first  in  489  out  of  500 

radio  quarter  hour  periods  and 

first  or  second  in  497  out  of 

500  rated  quarter  hours. 

Times  change — audiences 

change — but  WHDH's  only 

change  is  the  further  strengthen- 

ing of  its  leadership  in  New 

England  radio. 

Here  is  the  composition  of  respond- 

ents in  the  WHDH  qualitative  survey: 

DISTRIBUTION  BETWEEN  METROPOLITAN 
AREA  AND  OUTSIDE  AREA 

M F 
Total 

% 
Boston  Met.  Area  .  .  . 305 305 610 61.0 

1  Outside  Area   195 

195 

390 39.0 
Total  Respondents  .  . 500 

500 

1000 100 

DISTRIBUTION BY  AGE 

M F Total 

°/o 

15-19   

31 

44 75 
7.0 

20-24  42 45 87 8.7 
25-34   97 110 207 

20.7 
35-49   

153 

171 

324 
32.4 

1  50  and  over   
177 

130 

307 30.7 :  Total  Respondents  .  . 500 

500 

1000 
100 

AUTOMOBILE  IN  FAMILY 

'  Have  Car   

Mo  Car   

724 
276 % 

72.4 
27.6 

Total  Respondents 

1000 

100 

RESIDENT  STATUS 

Home  Owner   
.  Renter   

401 

599 

% 40.1 

59.9 
Total  Respondents 

1000 
100 

FAMILY  INCOME 

Less  than  $2000  ... 83 
% 
8.3 

$2000-2999   98 9.8 
$3000-3999   

189 
18.9 

$4000-4999   

256 

25.6 

$5000-6999   242 
24.2 $7000-9999   

82 
8.2 

$10000  and  over  .  .  . 50 5.0 
Total  Respondents  .  .  . 

1000 
100 

SSOKC,  SO,OO0W  BOSTON 

Represented  Nationally  by  John  Blair  and  Company 
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PAYOFF 

A  CHRONICLE  OF  COMMERCIAL  PERFORMANCE stood  that  disagreement  on  future  policies 
in  marketing  was  responsible. 

Houston  is  the  third  agency  in  less  than 

two  years  affected  by  C-P  changes:  William 

Esty  gave  up  some  $10  million  in  billing 

(Fab,  Vel  and  Brisk)  in  September  1956 

and  Carl  S.  Brown  resigned  $3  million 
worth  of  Halo  shampoo  and  Vel  beauty 
bar  last  year. 

It  was  not  known  what  agency — C-P  has 

nine — may  be  the  recipient  of  the  new  bill- 

ing set  loose  by  Houston  but  a  leading  con- 

tender reportedly  was  McCann-Erickson. 

Paper  Ads  Bring  $757  Million 

National  newspaper  advertising  expendi- 
tures in  the  U.S.  last  year  came  to  $757,- 

401,000,  according  to  the  Bureau  of  Adver- 
tising, American  Newspaper  Publishers 

Assn.  The  previous  year's  total  was  $737,- 
996,000.  In  a  report  just  issued,  ANPA 
discloses  a  total  of  1,555  companies  and 

3,818  products  and  services  availed  them- 
selves of  the  newspaper  medium  in  1957. 

Statistics  were  compiled  by  Media  Records, 

Inc.,  which  based  its  findings  on  daily  news- 
papers accounting  for  88.8%  of  weekday 

circulation  and  96.1%  of  Sunday  circula- 

tion. Biggest  spenders  of  all:  the  "Big  Three" 
automakers — General  Motors  Corp.,  Ford 

Motor  Co.,  and  Chrysler  Corp.- — which  to- 
gether spent  $110,067,737. 

Sterling  Now  Glenbrook  Labs 

Sterling  Drug  Inc.'s  National  Brands  Div., 
which  manufactures,  markets  and  distributes 

Sterling's  nationally-advertised  Phillips'  Milk 
of  Magnesia,  Bayer  aspirin,  Fizrin  Instant 

seltzer,  Fletcher's  Castoria,  Dr.  Lyon's  tooth 
powder  and  other  products,  last  week 
changed  its  name  to  Glenbrook  Labs.  The 

name  comes  from  Sterling's  largest  plant, 
located  in  Glenbrook,  Conn.  Sterling  is  a 
consistently  heavy  broadcast  advertisers  in 
both  media,  in  spot  as  well  as  network.  It 

retains  four  advertising  agencies:  Dancer- 
Fitzgerald-Sample,  Brown  &  Butcher,  Comp- 
tin  Adv.,  and  Thompson-Koch  Co. 

QUALITY  COMPANION  •  Judson  Candy 
Co.,  San  Antonio,  Tex.,  sponsor  of  the 

Sunday  morning  Hour  of  Exquisite  Music 
on  KITE  San  Antonio  since  1948,  credits 
radio  for  its  business  volume  climb  from 

$100,000  in  1941  to  its  present  multi-mil- 
lion dollar  category.  The  four  Judson 

brothers — George,  Jack,  Bill  and  Tom — 

originated  the  program  of  musical  master- 

pieces to  associate  it  with  their  "high 
quality"  candies.  Since  1948  Judson's 
quality  message  has  been  delivered  three 
times  each  on  more  than  500  Sunday  broad- 
casts. 

DONUT  DELUGE  •  George  Homan, 
proprietor  of  the  Dixie  Cream  Donut  Shop 
in  Erie,  Pa.,  had  to  close  the  doors  early 

on  his  grand  opening  day,  after  selling 

1,800  dozen  donuts  to  customers  who  re- 
sponded to  spots  on  WJET  Erie.  Mr. 

Homan  offered  free  a  half-dozen  donuts 
with  each  dozen  purchase  if  customers 
mention  the  WJET  call  letters.  The  schedule 

called  for  20  spots  from  8  a.m.  to  10  p.m. 

on  opening  day.  By  3  p.m.,  after  seven 
spots  were  aired,  Mr.  Homan  was  counting 
receipts  instead  of  donuts. 

PARTY  POWER  •  Fortuna  Hardware 

Co.,  Fortuna,  Calif.,  sold  20  power  mowers 
and  four  garden  tillers  at  a  free  Sunday 
morning  breakfast  in  the  Fortuna  city  park, 
which  attracted  more  than  1,000  persons 

after  only  one  week  of  spot  promotion  on 
KINS  Eureka,  Calif.,  a  neighboring  city. 

Forty  announcements  of  the  two-voice  type 
with  fanfares  and  parade  music  were  used. 

KINS  broadcast  from  the  park  for  a  half- 
hour  to  describe  equipment  demonstrations 
and  to  present  interviews  with  company 

representatives  and  guests. 

MORE  CHICKEN  FEED  •  Sales  for  Vic 

tor    Ryckebosch    Inc.    (Lancaster  Farms 
Poultry)  increased  from  20,000  to  50,000 

chickens  per  week  during  a  five-month  spot 

schedule  on  KMPC  Los  Angeles.  The  $1,- 
200  monthly  package  includes  12  spots 
each  week  in  all  time  periods  with  copy 
delivered  in  a  straight  sell  by  a  disc  jockey. 
The  schedule  began  last  January. 

RADIO  TEST  •  The  Philadelphia  news- 

paper truck  driver  strike  posed  an  adver- 
tising challenge  that  gave  radio  a  true  test 

of  its  value,  according  to  WIP  Philadelphia. 

The  station's  only  regret  after  sales  rose 
15%  was  that  there  were  not  enough  hours 

in  a  day  to  sell.  One  advertiser,  M.  Horo- 
witz &  Sons,  wired  the  station  10  days  after 

the  strike's  start  to  report  that  "it  was  our 
greatest  sale  in  history  last  night.  In  six 

hours  we  registered  sales  totaling  $5,800." 

SELLING  POINTS  •  Success  in  selling 

radio  advertising  to  department  stores  de- 

pends on  the  station's  ability  to  outline  its 
saturation  coverage,  spontaneity  and  its 

comparatively  low  cost,  emphasizes  WALT 

Tampa,  Fla.  The  station  reports  it  consist- 
ently attracts  Tampa  department  stores 

to  regular  schedules.  Rather  than  originate 

"sensational,  door-busting"  sales  promotions, 
WALT  believes  department  store  advertis- 

ing managers  are  especially  receptive  to 

simple  presentations  of  radio's  coverage, 
immediacy,  versatility  and  ability  to  change 
copy  in  a  matter  of  minutes,  not  days,  as 
print  media  require. 

BANK  BOOST  •  Lincoln  Building  &  Loan 
Assn.,  Louisville,  Ky.,  traces  its  upswing 

in  assets  this  year  to  a  promotion  cam- 
paign begun  on  WINN  Louisville  Jan.  1. 

Lincoln  Building  &  Loan  reports  deposits 

increased  $1.5  million  during  the  first  six- 
month  schedule  of  five  spots  daily  during 

the  initial  nine  days  of  each  month.  Poten- 
tial depositors  are  enticed  with  the  offer  of 

receiving  a  full  month's  dividend  if  a  sav- 
ings account  is  opened  by  the  10th  of  each 

month.  This  "blitz"  method  is  used  to 

stretch  the  association's  advertising  budget 
over  a  12-month  period,  according  to  Lin- 

coln's agency,  the  Mullican  Co. 

CHINA  SELLOUT  •  Faced  with  the  prob- 
lem of  selling  1,800  sets  of  dinnerware  it 

accepted  from  a  china  manufacturer  who 
could  not  make  his  payment.  Draftsmen 

Inc.,  Cleveland,  engineering  firm,  was  able 

to  sell  1,300  sets  in  a  one-day  sale,  after  one 
week  of  spot  promotion  on  WHK  Cleveland. 

Draftsmen  Inc.'s  campaign  utilized  a  total 
of  50  spots,  and  ended  with  a  remote  broad- 

cast of  the  dish  sale  at  the  firm's  offices. 

PERSONAL  INTEREST  •  Because  Mrs. 

Dorothy  Parr,  director  of  women's  pro- 
grams on  WWNY  Watertown,  N.  Y.,  in- 

sists, "You  can't  sell  effectively  unless  you 

are  personally  interested,"  she  enrolled  for 
flying  lessons  through  her  participating 

sponsor.  North  Country  Aviation,  Water- 

town.  The  flying  firm's  instruction  and 
charter  plane  service  took  an  upward  turn 

when  Mrs.  Parr  began  describing  flight  ex- 
periences on  her  program  Harriette  Meets 

the  Ladies. 

DANCING  PUMP  ON  OTHER  FOOT 

In  the  heyday  of  dance  band  remotes 
during  the  thirties  and  forties,  when 
James  C.  Petrillo  ruled  the  national 
American  Federation  of  Musicians  with 

a  firm  hand,  the  idea  of  a  ballroom  op- 
erator paying  a  broadcaster  for  the  privi- 

lege of  having  band  originations  picked 
up  was  almost  unthinkable. 

For  the  past  year,  however,  Chicago's 
Milford  Ballroom  has  been  doing  exactly 

that — buying  time  for  such  remotes — 
and  enjoying  fairly  substantial  results  in 
attendance — this  at  a  time  when  line 
charges  for  band  originations  might  be 
considered  prohibitive. 

Al  Hausberg,  owner  and  operator  of 
the  Milford,  started  using  radio  in  June 

1957,  with  a  quarter-hour,  (10:45-11 
p.m.)  Sunday  evening  band  remote,  Over 
30,  on  WMAQ  Chicago.  It  proved  so 
successful  that  he  renewed  the  15-minute 
segment  another  52  weeks,  effective  this 

past  June  29.  Agency  for  Milford  busi- 
ness is  Commercial  Broadcasters,  Chi- 

cago. 
Outside  of  suburban  bus  car  cards, 

radio  represents  Mr.  Hausberg's  only 
medium  of  advertising.  He  also  sponsors 

a  similar  Saturday  period  (11:15-11:30 
p.m.)  on  WBBM  Chicago,  plus  a  schedule 

of  four  daily  120-word  spot  announce- 
ments on  WEAW  (FM)  Evanston,  111. 

And,  he  adds,  CBS  Radio  carries  remote 

sustainers  thrice  weekly  (not  aired  lo- 
cally in  Chicago)  on  a  free  basis. 

How  much  is  it  costing  Mr.  Haus- 
berg for  radio  remotes?  And  what  of 

sales  results?  He  estimates  his  weekly 
expenditures  at  $500.  Attendance  this 
past  June  was  up  approximately  25% 

over  that  a  year  ago — at  a  time  when 
ballroom  business  is  generally  conceded 
to  be  a  far  cry  from  what  it  was,  say  25 

years  ago. 
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TV  NAILS  DOWN  SOONER  ELECTION 

Television,  without  reservation,  has  been 

given  the  credit  for  winning  the  Oklahoma 
Democratic  gubernatorial  nomination  for 

32-year-old  Tulsa  County  prosecutor  J. 
Howard  Edmondson.  The  Democratic 
nomination  in  Oklahoma  is  tantamount  to 

election  since  no  Republican  has  been 

named  governor  in  the  state's  51  years. 
Tv  also  was  credited  with  a  large  assist 

in  getting  out  a  record  number  of  Sooner 

voters  for  last  Tuesday's  (July  22)  run-off 
election  in  which  Mr.  Edmondson  won  by 
a  record  200,000  votes  over  W.  P.  Atkinson. 

Mr.  Edmondson,  an  admitted  rank  out- 
sider among  1 1  Democratic  aspirants  at  the 

beginning  of  the  campaign,  devoted  over 

half  of  his  campaign  expenditures  to  radio- 
tv  and  in  so  doing  raised  the  ire  of  state 

newspapers.  "If  any  candidate  ever  was 
made  for  tv,  Edmondson  was  because  of 

his  speaking  ability  and  general  appearance 

before  the  camera,"  according  to  Jack  L. 
Gourley,  Mr.  Edmondson's  publicity  man- 
ager. 

"Without  tv,  he  would  not  have  been  a 

major  candidate,"  Mr.  Gourley  said.  He 

said  tv's  greatest  advantage  is  its  flexibility 
in  allowing  a  candidate  to  answer  new  issues 
immediately. 

Eight  of  the  gubernational  candidates 
used  extensive  tv  spot  and  program  time 

prior  to  the  first  primary,  July  I.  Ap- 

proximately $110,000  was  spent  in  radio-tv 
over  a  two-month  period,  with  Mr.  Edmond- 

son accounting  for  $25,000.  For  the  two- 
man  run-off  election,  Mr.  Edmondson  and 

his  opponent  spent  an  estimated  $40-50,- 
000  in  radio-tv,  more  than  twice  the  total 
spent  in  newspapers. 

In  the  past,  newspapers  have  reaped  the 
largest  portion  of  campaign  expenditures 
and  state  publishers  are  known  to  be  irked 
at  Mr.  Edmondson  for  concentrating  on  tv. 

Oklahoma  stations  also  donated  liberal 
free  time  to  the  candidates  over  and  above 

the  paid-for  time.  For  example,  KWTV 

(TV)  Oklahoma  City  gave  1 1  free  half- 
hours  prior  to  the  first  primary.  And,  the 

night  before  the  run-off,  KWTV  devoted  a 
half-hour  of  prime  evening  time  (8-8:30 
p.m.)  to  a  face-to-face  questioning  of 
Messrs.  Edmondson  and  Atkinson  by  its 

news  director,  Bruce  Palmer.  KVOO-TV 
and  KTUL-TV,  both  Tulsa,  and  KTEN 
(TV)  Ada  also  telecast  the  interview. 

This  program  ended  on  a  controversial 
note  and  the  KWTV  switchboard  was  im- 

mediately swamped  with  viewers'  calls  want- 
ing to  know  how  the  station  could  absolve 

the  dispute.  KWTV  then  put  the  two  can- 
didates back  on  the  air  for  15  minutes  at 

1  1  p.m.,  with  KTUL-TV  and  KTEN  again 
picking  up  the  telecast.  After  this  second 

show,  Mr.  Palmer  said,  KWTV's  switch- 
board "lit  up  like  a  Christmas  tree"  with 

calls  from  viewers  complimenting  the  sta- 
tion. 

KWTV  also  was  the  first  news  medium  to 

announce  the  Edmondson  nomination,  ac- 
cording to  Mr.  Palmer,  with  a  bulletin  less 

than  one  hour  after  the  polls  closed  based 

on  returns  from  25%  of  the  state's  precincts 
showing  a  30,000  lead. 

In  addition  to  getting  Mr.  Edmondson  the 
votes,  television  was  credited  with  pulling 

in  voluntary  campaign  workers  for  the  win- 
ner. Mr.  Gourley  said  that  following  the 

candidate's  earliest  tv  appearances,  many 
people  from  all  over  the  state  were  so  favor- 

ably impressed  they  asked  to  help  in  the 
campaign. 

No  Suds  to  Be  Seen 

In  Halo  Network  Spots 

In  a  few  weeks,  Colgate-Palmolive  Co., 
New  York,  enters  the  second  phase  of  a 
television  advertising  campaign  for  Halo 
shampoo  designed  to  prove  the  soundness 

of  this  premise:  when  a  well-known  enter- 
tainment personality  admires  a  pretty  girl 

who  uses  Halo,  the  distaff  viewer  seeing  the 
incident  on  television  establishes  a  pleasant 
association  with  Halo. 

The  initial  phase  of  the  campaign  began 
three  months  ago  when  the  personalities  in 
the  commercial  were  the  type  that  appealed 

largely  to  teen-agers  and  the  younger  set 
in  general:  Jimmy  Rodgers,  Tommy  Sands, 

Farley  Granger  and  Peter  Lawford.  Start- 
ing in  early  August,  the  emphasis  will  shift 

(though  not  entirely)  to  personalities  more 

or  less  attractive  to  "older"  girls:  George 
Sanders,  Louis  Jourdan,  Andy  Griffith  and 
John  Saxon. 

The  commercials  are  being  used  on  net- 

work programs  sponsored  by  C-P:  The 
Thin  Man  (NBC-TV),  Dotto  (CBS-TV)  and 
American  Bandstand  (ABC-TV),  and  the 
new  George  Burns  Show  will  be  utilized  in 
the  fall  when  it  replaces  Thin  Man. 

D'Arcy  Adv.,  which  conceived  the  cam- 
paign, feels  the  copy  approach  is  unusual  in 

that  the  commercial  stresses  that  a  woman 
should  make  herself  attractive  to  men  in 

general,  and,  in  particular,  to  a  man  she 
has  reason  to  admire.  C-P  has  made  several 
spot  checks  and  found  the  announcement 

had  a  "particularly  high  recall  rate,"  ac- 
cording to  Allen  Ducovny,  radio-tv  direc- 

tor of  D'Arcy,  who  supervised  production 
of  the  commercials  (both  20-second  and 

one-minute  variety). 
Though  Colgate  feels  it  is  too  early  to 

evaluate  the  sales  response  to  the  com- 
mercials, Mr.  Ducovny  added,  the  com- 

pany gave  the  go-ahead  for  the  second 

phase  of  the  campaign,  which  begins  in 

early  August. 
The  feel  of  the  commercial  can  be  as- 

certained by  the  following  excerpt  from 
the  George  Sanders  spot: 

The  scene  opens  with  Mr.  Sanders  in  a 
flower  shop.  He  notices  a  salesgirl  making 

flower  arrangements.  Mr.  Sanders  does  "a 
take"  as  he  notices  the  girl's  hairdo.  The 
announcer's  voice  comes  on: 

"When  a  sophisticated  star  of  stage, 
screen  and  television  .  .  .  like  George 
Sanders  .  .  .  does  a  take  like  that.  Ten  to 

one,  his  eye's  been  caught  by  a  Halo  girl. 
For  Halo  shampoo  glorifies  as  it  cleans. 

Meanwhile,  Mr.  Sanders  has  edged  closer 

to  the  girl,  keeps  admiring  her  and  speaks 
to  the  camera: 

"You  Can  Always  Tell  a  Halo  Girl." 
The  catch-phrase,  "You  Can  Always  Tell 

FOR  "OLDER"  GIRLS:  George  Sanders  as- 
sures the  viewer,  "You  Can  Always  Tell  a 

Halo  girl." 

a  Halo  Girl,"  is  a  song  (not  a  jingle)  that  is 
incorporated  into  the  commercial.  The  music 

is  by  John  Gast  and  the  lyrics  by  Thomas 
K.  Carpenter  Jr.,  vice  president  and  copy 

director  of  D'Arcy  and  Alice  Hauseman, 
agency  copywriter,  who  also  wrote  the 
commercial  scripts. 

Hans  Sauer,  vice  president  and  creative 

director  of  D'Arcy,  conceived  the  cam- 
paign. The  commercials  were  produced  by 

two  film  companies — Robert  Lawrence  Pro- 

ductions (the  first  phase)  and  Universal-In- 
ternational Tv  (the  second). 

Manhattan  to  Bow  on  Network  Tv 

With  Sammy  Kaye  Following  We  Ik 

Manhattan  Shirt  Co.,  New  York,  is  en- 
tering network  tv  for  the  first  time  in  its 

advertising  history,  Sept.  20,  underwriting 
Music  From  Manhattan,  starring  Sammy 

Kaye,  Saturday  10-10:30  p.m.  on  ABC-TV. 
The  plan  to  keep  the  Lawrence  Welk  Show 
audience  (in  the  previous  time  period)  with 
a  similar  show,  was  conceived  by  Sylvan 

Taplinger,  head  of  radio-tv  for  Peck  Adv., 
New  York,  agency  for  Manhattan. 

John  M.  Weiler,  director  of  advertising 

for  Manhattan,  explained  the  firm's  selection 
of  tv  was  so  that  it  could  tell  "its  exciting 
wash  and  wear  story  because  we  feel  this 

medium  provides  the  most  dynamic  and  ef- 
fective method  of  quickly  demonstrating  to 

millions  of  viewers.  We  have  an  exciting 

story  to  tell.  In  television  we  will  be  able  to 

tell  it  dramatically  and  forcefully." 

Symbols  in  MR  Analyzed 

A  report  issued  by  the  Institute  for 
Motivational  Research,  Croton-on-Hudson, 
N.  Y.,  indicates  that  more  than  70%  of 

the  impact  of  an  advertisement  or  a  pack- 
age has  on  the  consumer  results  from  its 

"non-verbal  components." 
In  essence,  the  institute  declared,  symbols 

are  more  important  than  words  in  an  ad- 
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largest  radio  market  —  312,830  families  who 

listen  weekly  during  daytime.  WBT's  total 

audience  exceeds  by  777%  that  of  Charlotte's second  Station.  WBT  wins  every  Pulse  time 

segment  but  one  in  the  25  counties  surrounding 
Charlotte. 

Jefferson  Standard  Broadcasting  Company  •  Charlotte,  N. Colossus  of  the  Carolines"  •  Represented  by  CBS  Radio  Spot  Sales 
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ACTIVITY HOW  PEOPLE  SPEND  THEIR  TIME 

There  were  125,272,000  people  in  the  U.S.  over  12  years  of  age  during  the  week 

July  13-19.  This  is  how  they  spent  their  time. 

67.0%    (83,932,000)  spent  1,527.6  million  hoursf   watching  television 
59.7%    (74.787,000)  spent  1,089.4  million  hours    listening  to  radio 
82.8%  (103,725,000)  spent     411.4  million  hours    reading  newspapers 
33.6%    (42,091,000)  spent     182.7  million  hours    reading  magazines 
23.7%    (29,712,000)  spent  341.8  million  hours      .  watching  movies  on  tv 

47.3%    (59,292,000)  spent     251.0  million  hours    attending  movies* 

These  totals,  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published 

exclusively  by  Broadcasting  each  week,  are  based  on  a  48-state,  random  dispersion 

sample  of  7,000  interviews  (1,000  each  day).  Sindlinger's  weekly  and  quarterly 
"Activity"  report,  from  which  these  weekly  figures  are  drawn,  furnishes  comprehen- 

sive breakdowns  of  these  and  numerous  other  categories,  and  shows  the  duplicated 

and  unduplicated  audiences  between  each  specific  medium.  Copyright  1958  Sindlinger 
&  Co. 

t  Hour  totals  are  weekly  cumulative  figures.  People,  numbers  and  percentages,  are  figured 
on  an  average  daily  basis. 

*  All  people  figures  are  average  daily  tabulations  lor  the  week  with  exception  of  the  "attend- 
ing movies"  category  which  is  a  cumulative  total  for  the  week.  Sindlinger  tabulations  are 

available  within  2-7  days  of  the  interviewing  week. 

SINDLINGER'S  SET  COUNT:  As  of  July  1,  Sindlinger  data  shows:  (1)  109,368,000 
people  over  12  years  of  age  see  tv  (87.3%  of  the  people  in  that  age  group); 
(2)  42,371,000  U.  S.  households  with  tv;  (3)  46,660,000  tv  sets  in  use  in  U.  S. 

vertisement.  The  report,  titled  "Non-Verbal 
Communication"  and  included  in  the  second 
quarterly  issue  of  Motivations,  points  out 

that  not  only  such  obvious  symbols  as  the 

image  of  a  suffering  child  or  a  picture  of  a 

champagne  bottle  but  also  the  color  and 

shape  of  an  abstract  design  are  "highly  po- 

tent communication  symbols." 
The  communication  problem,  the  insti- 

tute declared,  is  two-fold.  First,  research 
must  determine  what  is  psychologically  the 

most  effective  "selling"  message  for  an  ad, 
a  package  or  a  trademark.  Second,  research 

must  determine  which  are  the  "appropriate 

symbols  for  conveying  the  desired  message." 

VTR  CONSERVATIVE 

An  agency  producer  last  week  cau- 
tioned his  colleagues  in  the  industry 

not  to  go  overboard  in  their  enthusi- 
asm for  videotape  recording  at  this 

time — not  until  "two  major  barriers" 
have  been  jumped.  Donald  S.  Hill- 
man,  executive  radio-tv  producer, 
Emil  Mogul  Co.,  New  York,  on  July 

17  described  these  barriers  as  "video- 

tape's limitation,  as  with  live  tv,  in 
the  use  of  special  optical  effects"  and 
"the  insufficient  number  of  machines 

currently  available  for  speedy  produc- 
tion of  prints  in  the  quantities  needed 

for  extensive  spot  advertising  cam- 

paigns." Mr.  Hillman  spoke  at  an  in- 
tra-agency  VTR  seminar  which  also 
was  attended  by  Thomas  J.  Merson, 
eastern  regional  manager  of  Ampex 
Corp.,  Redwood  City,  Calif. 

Coast  Fm  Stations  Order  Survey 

Fm  Broadcasters  of  Southern  California 

has  commissioned  Pulse  to  survey  the  re- 

gion's fm  families  three  times  a  year.  The 
first  survey  is  to  be  made  in  August,  with 
results  ready  about  the  end  of  September. 
Data  on  set  ownership  (with  families  classed 
by  income,  home  ownership,  size  of  family, 
etc.)  and  on  listening  by  times  of  day,  hours 
per  week  and  stations,  will  be  collected  by 
Pulse,  which  will  not  go  into  program 

preferences  of  the  interviewers.  A  sample  of 
1,000  interviews  will  be  made,  with  the 

interviewer  verifying  the  presence  of  a 
working  fm  receiver  in  the  home. 

AGENCY  APPOINTMENTS 

Quaker  Oats  Co.,  Chicago,  appoints  John 
W.  Shaw  Adv.,  Chicago,  to  handle  new 
instant  macaroni  product. 

Hamilton  Beach  Co.,  Div.  of  Scovill  Manu- 
facturing Co.  (appliances),  Racine,  Wis., 

appoints  Clinton  E.  Frank  Inc.,  Chicago, 
effective  Oct.  1. 

Pentron  Corp.  (tape  recorders,  components, 
accessories),  Chicago,  appoints  Herbert 
Baker  Adv.,  Chicago. 

General  Electric  Credit  Corp.,  N.  Y.,  con- 
sumer and  dealer  financing  firm  in  appliance 

field,  names  BBDO  New  York. 

Best  Books  Inc.,  Denver,  appoints  Curtis 
Co. 

Caswell-Massey  (chemists  and  perfumers) 
has  named  Curtis  Adv.  Co.,  N.  Y.,  for  its 

line  of  men's  toiletries. 

Aquaftlter  (water-activated  cigarette  holder) 
has  named  Curtis  Adv.  Co.,  N.  Y. 

Serta  Assoc.  (bedding),  Chicago,  appoints 

Tatham-Laird  Inc.,  Chicago,  to  handle  its 
accounts  starting  with  spring- 1959  cam- 

paign. 
Renault  Dealers  Assn.  of  Southeastern 

Michigan  names  Powell  Inc.,  Detroit. 

Kroger  Co.  (retailers),  Pittsburgh  division, 

names  Campbell-Ewald  Co.,  Detroit. 

Consumers  Union  of  U.S.,  Mt.  Vernon, 

N.Y.,  non-profit  consumer  organization, 
names  Maurer,  Schuebel  &  Fleisher,  Wash- 

ington and  N.Y. 

J.  J.  Newberry  Co.  (variety  stores),  Boston, 

names  Ray  Barron  Inc.,  Boston. 

Breast  O'  Chicken  Inc.,  San  Diego,  ap- 
points Heintz  &  Co.,  LA.,  for  its  affiliate 

company,  Tunies  Inc.  Also  announces  test 
marketing  in  representative  cities  for 
"Tunies,"  new  canned  tuna  product  pack- 

aged like  hot  dogs. 

Campana  Sales  Co.,  Batavia,  111.,  names 
Gordon  Best  Co.,  Chicago,  for  Campana 
Italian  Balm  Hand  Lotion. 

Omar  Bakeries,  Omaha,  Neb.,  names  Bozell 
&  Jacobs  Inc.,  Chicago,  111. 

Harwill  Inc.  (boats),  St.  Charles,  Mich., 
names  Parker  Inc.,  Saginaw,  Mich. 

Cal  Sales  (Triumph  distributors),  L.A., 

names  Beckman-Koblitz  Inc.,  LA. 

Thornton  Canning  Co.,  Lodi,  Calif.  (BC 

Breakfast  Cocktail,  instant  made  concen- 
trated tomato  juice),  names  Fuller  &  Smith 

&  Ross,  S.F. 

A  &  A  SHORTS 

Boland  Assoc.  moves  Aug.  4  to  new  offices 
at  755  Sansome  St.,  San  Francisco  11. 
Phone  number  remains  Yukon  2-2960. 

Schwerin  Research  Corp.  announces  new 

INDOOR  SPORT 

"Bowling  is  cool  fun"  is  the  copy 
theme  of  a  new  radio  spot  campaign 

by  American  Machine  &  Foundry 

Co.,  New  York,  on  behalf  of  its  bowl- 

ing group  products  that  got  under- 
way July  21  and  ends  Aug.  20. 

The  advertiser  is  using  2,700  minute 
announcements  in  36  markets.  The 

campaign  saturates  areas  in  which  a 
large  number  of  bowling  alleys  are 

AMF-equipped  and  is  designed  to  pro- 
mote newly-opened  (and  air  condi- 

tioned) bowling  centers.  AMF's  par- ticipation in  Steve  Allen  Presents  Steve 

Lawrence  and  Eydie  Gorme  on  NBC- 
TV  (Sun.,  8-9  p.m.)  for  six  weeks, 
starting  July  13,  covers  136  markets,  is 

designed  to  appeal  to  the  family  audi- 

ence and  promotes  bowling  as  "fami- 
ly sport."  Starting  in  mid-September, 

AMF  is  expected  to  sponsor  26  one- 
half  hours  on  network  tv,  the  series  to 

be  called  Bowling  Stars.  Cunningham 

&  Walsh,  New  York,  N.  Y.,  is  AMF's 
agency. 
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$500.00  CONTEST 

To  the  three  timebuyers  from  nationally  recognized  agencies  who  come  closest  to 

picking  Louisville's  Number  One  station  and  its  percentage  share  of  audience  in  the 

July-August  1958  HOOPERATING  for  Louisville. 

The  three  nearest  predictions  will  be  the  three  prize  winners. 

Base  your  guesses  on  Monday  thru  Saturday  measuring,  7:00  AM  to  6:00  PM.  All 

you  need  to  do  is  put  the  name  of  the  station  you  think  will  be  in  first  place  and  the 

percentage  which  you  think  it  will  have:  for  example,  15.3%,  22.9%,  31.0%,  31.6%, 

or  whatever  other  figure  you  care  to  guess. 

Only  one  entry  to  a  person.  In  the  event  of  ties,  prize  money  will  be  divided  equally. 

IN  LOUISVILLE!!! 

$250.00 FIRST  PRIZE $150.00  SECOND  PRSZE 

$100.00  THIRD  PRIZE 

AIRMAIL  YOUR  PREDICTION  TO: 

Box  290 F 

Broadcasting  Magazine 

Washington  6,  D.  C. 

Entries  must  be  postmarked  no  later  than  August  8,  1958. 

WINNERS  WILL  APPEAR  IN  AUGUST  18  ISSUE  OF 

BROADCASTING 
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shooting 

IS 

Terrific  news  for 

sponsors  . . .  stations  . . . 

viewers! 

A  second,  exciting  series 

of  26  MEN-the 

fastest-selling  show 

of  the  year . . .  the  show 

that's  doing  an 

outstanding  job  of 

building  audiences, 

sales  and  goodwill 

in  183  markets 

all  over  the  country. 

RANGERS 

Same  great  star— Tris  Coffi 

Same  featured  player,  Kelo 

Henderson.  Same  top 

production  by  Russell 

Hayden,  including  the  stir 

ring  theme  music  recorded 

by  RCA  Victor  on  their 

top  label.  More,  new  ef- 

fective merchandising  and 

audience-promotion  aids. 

f 



SMASH  HIT 

WITH  AUDIENCES 

#1  syndicated  series  in  many 

markets.  In  scores  of  others,  swamps 

direct  competition  .  .  .  out-rates 
such  network  toppers  as 

Ed  Sullivan  . . .  Dinah  Shore  . . . 

Alfred  Hitchcock  .  .  .  Tales  of  Wells 

Fargo  .  .  .  Have  Gun,  Will  Travel 

and  many,  many  others.  (ARB) 

LAUDED  BY  SPONSORS 

AND  STATIONS 

"one  of  best  shows  ever 

offered  for  syndication." 
"well  pleased  with  show  both  from 
standpoint  of  increased  sales  and 

goodwill  it  has  built  up." 
"one  of  best  shows  ever  programmed." 

"has  done  a  fine  job  for  us." 

Hood  Dairy— all  New  England, 

plus  such  stations  as 

KRCA ,  Los  Angeles . . . 

WNEP-TV,  Scranton-Wilkes-Barre 
. . .  KTVK,  Phoenix  . . . 

KARD-TV,  Wichita  .  .  . 

WMAL-TV,  Washington,  D.  C. 

If  you  missed  out  on  26  MEN 

first  time  out,  be  sure  to  get  your 

bid  in  for  the  new  series.  To  avoid 

disappointment,  please  act  fast. 

ABC 

Film 

1501  Broadway,  H.  Y.  36 

Uckawanna  4-5050 



ADVERTISERS  &  AGENCIES  continued 

offices  at  270  Madison  Ave..  N.Y.  16,  N.Y. 

Telephone:  Oregon  9-5858. 

MeCann-Erickson  has  announced  its  Dallas 
orfice  has  become  associated  with  Mar- 

schalk  &  Pratt  Co.,  wholly-owned  division 

of  MeCann-Erickson.  Bill  Sansing,  manager 

of  M-E's  Dallas  office,  will  serve  in  same 
capacity  for  M&P.  Stuart  Watson,  execu- 

tive v.p.,  will  direct  Dallas  plans  board. 

Erwin  Wasey,  Ruthrauff  &  Ryan,  N.  Y., 

has  moved  to  new  offices  in  S.  F.  at  140 

Montgomery  St.  Telephone:  Exbrook 2-4616. 

Doyle  Dane  Bernbach,  L.  A.,  has  new  phone 

number:  Olive  3-8080. 

:::::: 
i 

PLAYBACK 

1 
QUOTES  WORTH  REPEATING 

MEDICINE  AND  TELEVISION 

Dr.  Bradford  W .  Young,  chairman  of 

the  radio-tv  committee  of  the  San  Fran- 
cisco Medical  Society,  commenting  after 

KPIX  (TV)  San  Francisco's  live  coverage 
of  a  heart  operation  [Programs  &  Pro- 

motion, July  7]: 

Medicine  is  an  intensely  personal  thing. 

Through  a  store  of  accumulated  knowl- 
edge of  men  nourished  and  dispensed  by 

other  men,  it  is  in  reality  of  most  vital 
importance  to  a  single  man,  the  patient. 
It  is  small  wonder  then  that  such  a  valu- 

able human  property  charged  with 

man's  deepest  emotions  should  be  a 
popular  target  for  philosophers,  seman- 

tic file  clerks,  politicians  and  advertising 
agencies  with  cough  drop  accounts.  Since 
the  time  of  alchemists,  it  has  been  much 

easier  for  the  doctor  to  adopt  the  cloak 
of  detached  dignity  which  is  willingly 
spread  for  him,  than  to  attempt  to 
define  medicine  or  explain  it. 
The  one  barrier  to  the  spread  of 

medical  knowledge  to  the  public,  who 
certainly  have  a  right  to  it  if  they  wish 
it,  is  the  reluctance  of  physicians  to 
discuss  with  the  world  at  large  the  very 
intimate  details  of  life,  disease  and 

death — a  certainly  understandable  re- 
luctance although  every  physician  does 

just  this  daily  in  private  with  innumer- 
able patients.  This  reluctance  unfortu- 

nately does  not  extend  to  authors,  drama- 
tists, large  fund-raising  organizations,  or 

various  political  parties  who  feel  free  to 
describe  the  world  of  medicine  and  dis- 

pense medical  information,  complete 
with  diagnoses,  treatment  and  results  to 

all  comers.  If  accuracy  is  sometimes  dis- 
honored in  their  zeal,  their  concern  is 

not  too  great.  Their  inaccuracies  do  not 
return  to  them  for  correction. 

This  is  the  doctor's  dilemma. 
The  answer  seems  to  be  for  the 

physicians  themselves  to  sally  forth  with 
the  correct  information.  Television  offers 
an  ideal  medium  which  can  create  for 

the  doctors  in  the  public  the  receptive 
frame  of  mind  that  must  exist  before  the 

transfer  of  this  intimate  yet  complex 
knowledge  to  the  public  can  be  easily 
accomplished. 

The  history-making  open  heart  surgery 
produced  by  the  San  Francisco  Medical 
Society  and  KPIX  is  a  classic  example 

of  the  highest  order  of  public  service — 
the  creation  of  the  proper  mental  climate 
by  the  station  and  perfect  transfer  of 
complex  medical  information  to  the  lay 

public.  The  degree  of  success  of  the 
process  can  best  be  measured  by  the 
intense  interest  of  the  public  and  the 
complete  lack  of  criticism  of  the  content 
of  the  information  presented.  The  public, 

the  press  and  the  medical  profession  were 
one  in  their  acclaim  for  this  television- 
medical  milestone. 

RADIO'S  USE  IN  MANY  FORMS 

Burgermeister  Brewery  Corp.,  as  one 

of  the  West's  leading  advertisers,  uses 
media  other  than  radio.  Last  year,  Burger- 

meister spent  nearly  $1.5  million  on  spot 
tv  alone,  not  to  mention  newspapers  and 
outdoor.  But  on  Radio  Day  (July  15)  at 
the  Advertising  Club  of  Los  Angeles, 

Burgie's  advertising  manager,  Leslie  Mul- 

lins,  naturally  spoke  about  radio.  Here's 
his  text,  condensed: 

Our  approach  to  radio  is  not  to  re- 
gard it  as  just  one  medium,  but  as  several 

media. 

For  example,  we  use  spots  in  traffic 
times  to  reach  75%  of  the  working  pop- 

ulation that  commutes. 

We  use  spots  between  peak  traffic 
periods  to  reach  the  woman  who  does  the 
shopping. 

We  use  spots  on  weekends  to  reach  the 
leisure  audience  listening  to  portable 
radios  on  the  beach  or  car  radios  along 
Mulholland  Drive. 

We  use  Spanish  radio  to  reach  the  more 

than  half-millon  Spanish-speaking  peo- 
ple in  Los  Angeles.  And  we  try  to  reach 

them  effectively.  We  have  special  jingles 

that  we  use  on  these  stations — and  to 
make  them  as  authentic  as  possible,  they 

are  actually  recorded  in  Mexico. 
We  use  other  stations  to  reach  the 

more  than  half-million  Negro  people  in 
the  area. 

We  use  a  Japanese  jingle,  to  reach  the 

Japanese  people,  an  important  segment 

of  the  population.  Here  again,  in  an  ef- 
fort to  achieve  authenticity,  we  recorded 

the  jingle  in  the  Far  East. 
We  also  use  the  country  and  western 

music  stations  to  reach  those  large  groups 

of  people  who  particularly  favor  this  type 
of  music.  In  this  case,  as  in  many  of 
the  others,  we  use  special  radio  copy 

slanted  at  each  particular  audience. 
We  use  fm  radio  to  reach  those  people 

who  like  good  music. 

We  also  use  after-midnight  radio  to  get 
the  Burgie  message  to  those  people  who 

don't  work  the  normal  9-to-5  day. 
Burgie  uses  radio  in  many  different 

| 
ways  to  reach  these  many  different  || 

groups  of  people  who  couldn't  be  reached  §: 
in  such  a  personal  manner  in  any  other 
way.  I 

POPCORN  IN  THE  PLAYHOUSE 

Is  "big  name  television"  giving  the 
medium  a  bad  name?  Does  the  use  of 

"marquee  talent"  justify  the  end  product? 
Radio-tv  critic  John  Lardner,  writing  in 
The  New  Yorker  (July  12)  thinks  tv  is 

making  a  mistake,  and  cites  CBS-TV's Playhouse  90  and  its  guest  celebrities  as 
a  case-in-point. 

".  .  .  It  was  evident,  as  it  generally 
is  on  Playhouse  90,  that  if  the  producers 
could  think  of  a  way  of  selling  the 

spectators  popcorn  on  the  spot,  they'd 
sell  popcorn.  It  seems  to  me  that  these 
booster  techniques,  these  scrambles  to 

compromise  with  every  known  or  im- 
aginable whim  of  audience  or  sponsorial 

taste,  do  a  good  deal  to  explain  the 
present  state  of  theatre  programs  on 
television.  For  one  thing,  they  make  it 
difficult  for  shows  like  Playhouse  90  to 

have  a  sensible,  coherent  shape  or  pur- 
pose. ...  As  for  casting,  producers  yield 

regularly  to  the  impulse  to  bolster  or 
stimulate  a  performance  with  famous 

show-business  personalities,  whose  own 
mothers  would  probably,  if  asked,  advise 

them  to  pass  up  the  assignment  for  art's sake  and  their  own. 

In  almost  no  theatre  program  that  I 

know  of  is  there  an  indication  of  a  guid- 
ing mind,  a  single  strong  standard  of 

taste,  at  work.  The  present  time  is  said, 

obviously  with  reason,  to  be  one  of  mor- 
tal peril  for  televised  theatre  in  general. 

The  Kraft  Theatre  died  like  a  dog  not 

long  ago;  so  did  Studio  One.  In  the  cir- 
cumstances, I  suppose  that  a  degree  of 

makeshift  policy  and  of  vicarious  pop- 
corn-selling is  excusable.  Whether  the 

spirit  of  non-austerity  should  be  carried 
to  the  point  of  non-reading  by  producers 

of  the  plays  they  produce — which,  Eve 
heard,  has  become  a  key  rule  of  the  new 

method — is  more  than  I'm  now  prepared 
to  say. 

It  seems  a  little  wolfish,  given  these 

perilous  circumstances,  to  knock  the 
products  of  the  theatre  programs  that 
still  survive.  The  natural  attitude  toward 

Playhouse  90,  for  instance,  is  to  respect 
its  motives,  honor  its  finer  achieve- 

ments, tolerate  its  sins  and  root  for  its 
further  survival.  Tolerance  is  not  always 

easy  .  .  ." 

I 

I 

I 
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IMPACT 

IN 
OMAHA 

for  Your  Mafket! 

DENVER  .  .  .  KMYR  dominates  the  15  sta- 

tion Denver  market,  serving  over  1,300,000  people 

with  coverage  where  it  counts.  Proof — Hooper 

(May-June,  '58)  number  1  morning  and  after- 

noon; Pulse  (May,  '58)  number  2  morning  and 
number  1  afternoon.  A  vital  force  in  selling  to- 

day's Denver  with  5000  Watts  at  710  kcs.  See 
Adam  Young  or  chat  with  General  Manager  Chic 
Crabtree. 

OMAHA  .  .  .  KOIL  is  undisputed  No.  1  in  the 

Omaha  area — Proof — Hooper  (May- June,  '58) 
41.8  share  morning  and  42.8  share  afternoon; 

latest  Trendex  42.2  share  morning  and  39.5  share 

afternoon;  Pulse  (May,  '58)  dominant  first  morn- 
ing and  afternoon.  Your  Star  Station,  serving 

over  875,000  people,  is  a  must  buy  station.  See 

Avery-Knodel  or  Station  Manager  James  H. 
Schoonover. 

IF  RESULTS  ARE  A  MUST,  SO  ARE  ... 

the  Mv  state 

DON  W.  BURDEN  —  President 
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"Jolly  good  show  at  Henley!"  Another  reason 

Dateline:  July  3,  Henley -On -Thames,  England- 

scene  of  the  119th  Annual  Royal  Henley  International 

Rowing  Regatta,  where  Seattle's  University  of  Wash- 

ington crew  is  competing  against  the  world's  finest. 

Present:  KOMO-TV  Sports  Director  Keith  Jackson 

and  cameraman  Howard  Ramaley. 

Purpose:  Exclusive  film  for  the  avid  race  fans  in  the 

via  special  BBC  line  to  London,  transatlantic  cable  to 

New  York  and  transcontinental  line  to  Seattle. 

Audience  Comments:  "Crazy,  Man"  from  the 

more  exuberant  younger  set  to  "Jolly  Good  Show" 
from  a  member  of  the  British  Consulate  staff. 

Still  another  example  of  responsible  broadcast  jour- 
nalism that  identifies  the  medium  more  closely  with  the 

community  it  serves.  You  buy  more  than  ratings  on 



NETWORKS 

CBS-TV  WIDENS  RATE  CONCESSIONS 

•  Sustaining  time  offered  for  exchange  commercials 

•  Adjustment  augments  liberalized  rates  and  discounts 

A  new  policy  enabling  advertisers  to  put 
exchange  commercials  into  sustaining  time 

if  they  cannot  work  out  exchange  arrange- 
ments with  their  co-sponsors  was  put  into 

effect  by  CBS-TV  last  week. 
The  broadened  exchange  plan,  subject 

to  CBS  ground  rules,  is  part  of  liberalized 

rate,  contiguity  discount  and  product  pro- 
tection policies  disclosed  by  the  network 

last  month  [At  Deadline,  June  16]  and 
described  in  detail  last  week. 

The  details  were  spelled  out  in  a  letter 
sent  to  advertisers  and  agencies  by  William 

H.  Hylan,  CBS-TV  network  sales  adminis- 
tration vice  president. 

Explaining  the  changes,  Mr.  Hylan  said: 

"Having  pioneered  in  daytime  network 
television,  it  is  only  natural  that  CBS  should 
be  the  first  to  recognize  the  problems  which 
have  developed,  which  are  peculiar  to  our 

medium,  and  which  now  have  become  es- 

sential ingredients  in  the  daytime  picture." 
He  called  the  changes  "important"  ones 
"designed  to  make  it  easier,  more  economi- 

cal and  more  profitable  for  the  daytime  ad- 

vertiser to  do  business  with  us." 
Mr.  Hylan  said  the  exchange  commercial 

plan  was  "designed  primarily  for  daytime" 
but  "may  be  applied,  if  need  be,  to  our 

evening  alternate-week  sponsors."  It  affects 
only  "a  few"  advertisers  but  "is  very  im- 

portant to  those  few,"  he  asserted.  He 
praised  "the  splendid  cooperation  of  our 
affiliated  stations"  for  making  it  possible. 
Here's  how  it  works: 

If  a  sponsor  cannot  work  out  an  exchange 

of  commercials  with  a  co-sponsor,  CBS  will 
designate  a  sustaining  segment  into  which 

the  exchange  commercial  Will  be  put — either 
the  same  day  and  same  time  segment  of 

the  opposite  week,  or  as  close  to  that  as 

possible.  The  advertisers  will  pay  any  out-of- 
pocket  expenses  arising  from  union  cost, 

etc.  (but  "in  many  cases  there  should  be  no 
cost").  In  case  of  conflict,  the  advertiser 
first  in  the  program  will  have  the  right  to 

the  exchange  position  unless  self-imposed 
limitations  prevent  his  arranging  an  ex- 

change in  a  commercial  segment. 

CBS  reserves  the  right  to  cancel  sustain- 
ing exchange  arrangements  if  the  time  period 

is  sold  but  will  give  as  much  notice  as  pos- 
sible and  try  to  arrange  for  the  incoming 

sponsor  to  continue  the  exchange  if  this 

is  appropriate.  Weekday  Capt.  Kangaroo 
and  Morning  News  shows  are  not  involved 
in  the  exchange  plan. 

Highlights  of  the  network's  new  daytime 
product  protection  policy,  also  effective  im- 

mediately, were  summarized  by  Mr.  Hylan 
thus: 

"We  will  continue  our  current  practice  of 

providing  15-minute  separation  between 
competing  commercials  in  adjacent  time 

periods.  However,  CBS  television  will  grant 

exclusive  protection  within  segmented  pro- 

grams only  on  personality  programs.  On 
other  programs  protection  will  apply  only 

on  the  day  purchased,  and  we  may  schedule 

competitive  products  on  other  days  of  the 
week.  Where  a  narrator  or  m.c.  is  concerned, 

exclusive  use  of  such  individual  for  a  prod- 

uct will  be  protected  on  the  basis  of  priority." 
Mr.  Hylan  said  advertisers  will  be  pro- 

tected for  two  product  categories  in  an  al- 
ternate-week quarter-hour  purchase,  plus 

one  additional  product  category  for  each 

additional  alternate  quarter-hour  he  pur- 

they  look  to 
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for  outstanding 
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SOLD  BY  NBC  SPOT  SALES 
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The  Next  10  Days 

of  Network  Color  Shows 

(all  times  EDT) 

CBS-TV 

Colorcasting  schedule  suspended  for 
summer. 

NBC-TV 

July  28-31,  Aug.  1,  4-6  (12:30-1  p.m.) 
It  Could  Be  You,  participating  sponsors. 

July  28-31,  Aug.  1,  4-6  (2:30-3  p.m.) 
Haggis  Baggis,  sustaining. 

July  28,  Aug.  4  (7:30-8  p.m.)  Haggis 
Baggis,  sustaining. 

July  29,  Aug.  5  (8-9  p.m.)  The  Investi- 
gator, RCA  Whirlpool  through  Kenyon 

&  Eckhardt  and  Liggett  &  Myers  through 
McCann-Erickson. 

July  30,  Aug.  6  (9-10  p.m.)  Kraft  Mys- 
tery Theatre,  Kraft  Foods  Co.  through  J. 

Walter  Thompson  Co. 

July  31,  (7:30-8  p.m.)  Tic  Tac  Dough, 
Warner  Lambert  Pharmaceutical  Co. 

through  Lennen  &  Newell  and  RCA  Vic- 
tor through  Kenyon  &  Eckhardt. 

July  31,  (10-10:30  p.m.)  The  Price  Is 
Right,  Lever  Bros,  through  J.  Walter 
Thompson  Co. 

Aug.  1  (7:30-8  p.m.)  The  Big  Game, sustaining. 

Aug.  2  (8-9  p.m.)  The  Bob  Crosby  Show, 

participating  sponsors. 

Aug.  3  (7-7:30  p.m.)  Noah's  Ark,  sus- 
taining. 

Aug.  3  (8-9  p.m.)  Steve  Allen  Presents: 
Steve  Lawrence  and  Eydie  Gorme  Show, 

American  Machine  &  Foundry  through 

Cunningham  &  Walsh,  Procter  &  Gamble 
and  Greyhound  Corp.  both  through  Grey 

Adv. 
Aug.  3  (9-10  p.m.)  The  Chevy  Show, 
Chevrolet  Div.  of  General  Motors 

through  Campbell-Ewald. 
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NETWORKS  continued 

IN  ATTENDANCE  at  the  special  ABC-TV  affiliate  meeting  in  New  York  week  before 

last,  following  the  $13.3  million  Young  &  Rubicam  ABC-TV  "Daybreak"  purchase 
[Advertisers  &  Agencies,  July  14,  et  seq]  were  (seated,  1  to  r)  Peter  G.  Levathes, 
Y&R  vice  president  and  director  of  media  relations;  Mary  Healy,  Peter  Lind  Hayes, 

who  is  tentatively  assigned  a  "Daybreak"  show;  and  Robert  H.  Hinckley,  ABC  vice 
president;  (back  row,  1  to  r)  Thomas  W.  Moore,  ABC  vice  president  in  charge  of 
programming;  Everett  H.  Erlick,  Y&R  vice  president  and  associate  media  director, 

and  Leonard  H.  Goldenson,  AB-PT  Inc.  president.  The  meeting,  held  in  New  York, 
was  attended  by  representatives  of  more  than  50  ABC-TV  primary  affiliates. 

chases  in  the  program,  up  to  a  maximum  of 
five  categories. 

The  daytime  cost  reductions,  as  described 
a  few  weeks  ago,  are  achieved  in  two  ways: 
(1)  Saturday  and  Sunday  afternoons  and 

5-6  p.m.  weekdays  will  be  reclassified  from 
Class  B  time  (which  costs  75%  of  Class  A 
time)  to  Class  C  (which  costs  50%  of  Class 

A),  effective  Sept.  29,  and  (2)  the  contigu- 
ous rate  policy,  now  applicable  only  to 

multiple-segment  buys  scheduled  on  the 
same  day,  will  be  extended  to  apply  also  to 
different  days,  effective  Sept.  1. 

Mr.  Hylan  said  that  "the  Class  B  rate  has 
outlived  its  usefulness"  and  that  CBS  felt 

it  "should  price  these  periods  realistically." 
He  did  not  expect,  however,  that  the  net- 

work's weekend  sports  events  would  be 
repriced  because  "these  events  are  sold  at 
package  prices  which  include  already  built- 

in  discounts." 
The  change  in  daytime  contiguity  policy 

will  enable  sponsors  buying  multiple  seg- 
ments during  the  week  to  get  all  but  the 

first  at  lower  rates,  even  if  all  segments  don't 
fall  on  the  same  day.  The  additional  seg- 

ments will  be  priced  according  to  their 

pro  rata  relationship  to  the  hour  rate.  Exam- 
ple: An  advertiser  with  two  daytime  quarter- 

hours  scheduled  on  different  days  now  pays 
40%  of  the  hour  rate  in  each  case.  Under 

the  new  plan,  the  first  will  cost  40%  and 
all  others  will  be  25%  of  each.  The  first 

or  "anchor"  program  must  be  at  least  a 
quarter-hour  in  length. 

NBC-TV  Sees  Longer  'Outlook' 

NBC-TV  reportedly  is  planning  to  place  a 
new  hour-long  news  program  in  the  5-6  p.m. 
slot  on  Sunday  next  fall  to  alternate  weekly 
with  Omnibus.  Among  various  possibilities 
under  consideration  is  the  extension  of  Out- 

look, now  a  half-hour  show  seen  on  Sunday. 
The  network  already  has  announced  Omni- 

bus is  set  for  another  season  on  the  network 

[Advertisers  &  Agencies,  July  14]. 

MBS  Signs  Two  'Independents' Under  New  Network  Service  Plan 

Mutual  Broadcasting  System  last  week 
completed  affiliation  agreements  with  two 

"good  music"  stations,  WDOK  Cleveland 
and  WZIP  Covington,  Ky.  (Cincinnati  mar- ket). 

MBS  terminated  its  dual  affiliation  (with 

NBC  Radio)  at  WLW  Cincinnati  a  week  ago 

Sunday  (July  20)  and  connected  with  WZIP 
the  following  day  (July  21);  its  termination 

with  WSRS  Cleveland  (dual  with  ABC  ra- 
dio) became  effective  last  Wednesday  (July 

23)  and  the  MBS- WDOK  affiliation  com- 
menced Thursday  morning. 

Mutual  Board  Chairman-President  Ar- 
mand  Hammer  said  that  in  both  instances 

there  had  been  no  previous  network  affilia- 
tion. Futhermore,  both  WDOK  and  WZIP 

will  retain  their  status  as  "independent  sta- 
tions" though  they  now  carry  MBS  news  on 

the  hour  and  half-hour  as  well  as  national 

sports  and  special  events.  "Mutual's  new  net- 
work concept  ...  is  based  on  the  idea  that 

beyond  this  service,  the  local  station  knows 

best  what  its  listeners  want  to  hear,"  Mr. 
Hammer  explained. 
WDOK  is  owned  and  operated  by  Civic 

Broadcasters  Inc.  with  5  kw  on  1260  kc 
and  WZIP  Inc.  with  250  w  on  1050  kc. 

Two  More  Join  MBS 

Mutual  has  announced  that  KGLU 

Safford,  Ariz.,  and  KWJB  Globe,  Ariz., 

have  joined  that  network  as  affiliates.  Both 

previously  were  NBC  affiliates. 

Tv  Networks  Good  Bet, 

Financial  Survey  Says 

Wall  Street  finds  the  tv  network  business 

favorable,  its  earning  power  unhampered 

for  the  most  part  by  the  current  slump  in 
ihe  national  economy. 

This  is  the  view  of  an  investment  survey 

by  Arnold  Bernhard  &  Co.,  New  York. 

Treated  in  the  July  14  report  on  the  amuse- 
ment industry  are  two  of  the  three  tv  net- 

works: ABC-TV  and  CBS-TV.  NBC-TV 

comes  under  the  electrical  industry  cate- 
gory because  of  ownership  by  parent  RCA, 

while  the  other  two  networks  are  analyzed 

as  parts  of  the  amusement  industry. 
From  the  Bernhard  report  dealing  with 

American  Broadcasting-Paramount  Theatres 

(parent  company  of  ABC-TV):  "Among  the 
three  major  television  broadcasting  net- 

works, American  Broadcasting  possesses 

the  greatest  potential  for  future  sales 
growth.  .  .  .  Despite  occasional  complaints 

of  the  high  cost  of  the  medium,  business- 
men have  generally  found  television  to  be 

an  excellent  way  to  reach  prospective  cus- 

tomers." 

The  investment  firm  apparently  has  kept 

tabs  on  ABC-TV's  programming-sales  en- 
deavors, noting  that  the  network  previously 

had  devoted  nearly  all  of  its  effort  to  devel- 

oping nighttime  programming  but  "has  not 
yet  fully  exploited  its  morning  and  afternoon 

program  time"  although  now  prepared  to 
do  so.  "By  the  early  sixties,"  the  report 
comments,  "many,  if  not  all,  of  its  daytime 
programs  will  probably  be  sponsored.  This 
would  result  in  a  sharp  increase  in  revenues 

above  the  current  level." 
Of  CBS-TV  the  survey  comments,  "Even 

in  the  face  of  the  current  business  recession, 
Columbia  is  almost  certain  to  achieve  new 

record  revenues  and  earnings  in  1958." 
Some  advertiser  curtailments  (the  auto  in- 

dustry is  cited  as  one)  have  been  "more  than 
offset  by  greater  promotional  outlays  by 

other  advertisers."  Bernhard  concludes,  "We 
expect  the  company  either  to  increase  the 
quarterly  dividend  rate  within  the  next  few 
months,  or  to  distribute  an  extra  payment 

at  year's  end." KCMT  (TV)  to  Be  NBC  Affiliate 
KCMT  (TV)  Alexandria,  Minn.  (ch.  7), 

which  is  scheduled  to  go  on  the  air  Sept. 

1,  will  join  NBC-TV  on  that  date  as  an 
optional  interconnected  affiliate,  Harry 

Bannister,  vice  president  in  charge  of  sta- 
tion relations  for  the  network,  announced 

Wednesday  (July  23).  The  station  is  owned 
by  Central  Minnesota  Television  Co. 

Night  Viewers  Up  8%,  TvB  Says 

Network  television  nighttime  audiences 
during  the  first  six  months  of  this  year 

averaged  8%  beyond  the  same  period  of 

1957,  and  the  average  network  daytime  audi- 
ence was  13%  larger  this  year,  TvB  reported 

last  week.  The  bureau  cited  A.  C.  Nielsen 

Co.  figures  to  show  that  the  average  evening 

program  reached  9,260,000  homes  as  against 
8,549,000  a  year  ago  and  that  the  average 
daytime  audience  was  up  to  3,557,000  from 

last  year's  3,136,000.  Both  1958  figures  are 
record  highs,  TvB  noted. 
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FILM 

156  Color  Cartoons  in  Package 

Offered  by  Kaufman's  Jayark 
The  formation  of  Jayark  Film  Corp.,  New 

York,  to  finance,  produce  and  distribute 

film  programming  for  television  was  an- 
nounced last  week  by  Reub  Kaufman,  pres- 

ident, who  was  founder  and  former  president 
of  Guild  Films  Co.,  New  York.  The  initial 

offering  by  Jayark  will  be  156  animated 
color  cartoons,  produced  by  nine  studios 
in  eight  countries  throughout  the  world. 

Mr.  Kaufman  reported  that  the  first  52 
episodes  in  the  cartoon  package  have  been 
signed  in  27  markets,  with  options  to  renew 
for  the  remaining  104.  Among  stations 

which  have  signed,  he  said,  are  WFIL-TV 
Philadelphia,  WNHC-TV  New  Haven, 
WNBF-TV  Binghamton,  N.Y.,  WCCO-TV 
Minneapolis,  KSD-TV  St.  Louis,  WHDH- 
TV  Boston,  KLOR-TV  Provo.  Utah.  The 
starting  date  for  the  package  is  Sept.  1. 

The  product  is  being  marketed  under  the 
title  of  Cartoon  Storybook,  according  to 
Mr.  Kaufman,  who  noted  that  each  of  the 

10-minute  episodes  maintains  a  storyline 
with  a  moral.  Among  the  countries  in  which 
the  cartoons  were  produced  are  France, 

Holland,  Spain  and  Yugoslavia.  Mr.  Kauf- 
man observed  that  with  decreased  cartoon 

production  in  the  U.  S.,  there  has  been  a 

stepped-up  schedule  abroad  by  producers, 
many  of  whom  were  trained  by  U.  S.  ani- 

mators. He  expressed  the  belief  that  viewers 
will  not  be  able  to  differentiate  between 

cartoons  produced  in  Hollywood  and  those 
in  the  Cartoon  Storybook  package. 

Mr.  Kaufman  revealed  he  has  several 

production  plans  in  the  developmental  stage, 
which  will  be  announced  in  a  few  weeks.  He 

is  concentrating  presently  on  organizing  a 
staff.  JFC  headquarters  is  at  15  E.  48th  St., 
New  York.  The  telephone  is  Murray  Hill 

8-2636.  Jerry  Liddiard  is  vice  president  in 

charge  of  sales  for  JFC  and  Curtis  Kauf- 
man is  administrative  vice  president. 

Guild  Has  Rights  to  Tape  Shows 

Guild  Films  Co.,  New  York,  has  acquired 
distribution  rights  to  a  syndicated  program 
series  to  be  produced  on  videotape.  The 
Time  and  the  Place,  it  was  announced  last 

week  by  John  Cole,  president.  The  drama- 
adventures  series  is  being  produced  in  Holly- 

wood by  Henry  Berman  and  is  scheduled  for 

fall  release  to  tv  stations  in  both  half-hour 
and  full  hour  versions. 

Mr.  Cole  reported  that  Guild  Films  also 
has  acquired  distribution  rights  to  Divorce 

Court,  a  local  program  produced  on  video- 

tape by  KTTV  (TV)  Los  Angeles  and  car- 
ried on  the  station.  Mr.  Berman  is  using  the 

facilities  of  KTTV  to  videotape  the  series 
IStations,  July  21]. 

Gold  Medal  Sponsoring  Workshop 

To  Train  Broadway  Talent  in  Tv 

Gold  Medal  Studios,  Bronx,  N.  Y.,  will 
conduct  a  two-month  television  and  motion 

picture  workshop  among  Broadway  pro- 
ducers and  directors  to  encourage  them  to 

enter  independent  tv  film  and  motion  picture 
production  fields  in  the  east.  The  workshop 
will  be  held  at  the  Gold  Medal  studios  from 
late  October  until  late  December. 

In  announcing  establishment  of  the  work- 
shop, Martin  Poll,  president  of  Gold  Medal, 

said,  "There  is  a  vast  pool  of  creative  talent 
concentrated  in  the  New  York  area  that  de- 

votes itself  solely  to  theatrical  interests"  and 
the  project  he  is  launching  is  designed  to  en- 

courage them  to  consider  tv  film  and  motion 

FILMS  ACROSS  THE  PACIFIC 

A  television  filmed  commercial  pro- 

duced in  Japan  and  utilizing  "stop-mo- 

tion puppetry"  will  be  presented  on  ten 
eastern  tv  stations  the  first  week  of  Sep- 

tember as  part  of  the  opening  fall  cam- 
paign of  Vanity  Fair  facial  tissues.  The 

advertiser,  Vanity  Fair  Paper  Mills  Inc., 
New  York,  and  its  agency,  Paris  &  Peart, 

New  York,  point  out  it  is  the  first  com- 
mercial produced  in  Japan  for  the  U.S. 

market  and  believe  its  unusual  quality 
of  animation  will  create  excitement  in 

advertising  circles. 
The  introduction  of  the  commercial, 

featuring  puppets  fashioned  by  Japanese 

designers  at  film  studios  there,  was  ex- 
pedited in  large  part  by  Arthur  C.  Ran- 

kin Jr.,  president  of  Video  Crafts  Inc., 

New  York,  producer  of  tv  film  commer- 
cials and  industrial  motion  pictures.  Sev- 

eral months  ago,  he  attended  a  screening 
in  New  York  of  Japanese  tv  commercials 
and  he  was  arrested  by  what  he  calls  the 

"dimensional  quality"  of  the  animation. 
Mr.  Rankin  organized  the  Japan  Ani- 

mation Producers  Assn.,  consisting  of 
six  of  the  leading  film  studios  in  Tokyo, 

and  signed  a  contract  as  the  association's 
exclusive  agent  in  the  U.S.  On  assign- 

ment from  Vanity  Fair  and  the  Illinois 
Baking  Co.,  Mr.  Rankin  journeyed  to 

Japan  two  months  ago  for  a  six-week 
stay,  during  which  he  served  as  executive 

producer  on  commercials  for  these  ad- 
vertisers (the  Illinois  Baking  commercial 

is  still  being  processed). 
Mr.  Rankin  brought  to  Japan  a  script 

and  storyboard  for  the  Vanity  Fair  com- 
mercial, created  by  Paris  &  Peart.  Dan 

Blumenthal  served  as  writer  and  Jules 

Bass  as  producer  for  the  agency.  Upon 
his  return  to  the  U.S.  several  weeks  ago, 

Video  Crafts  arranged  for  the  produc- 

tion of  the  sound  tracks,  utilizing  Screen 
Actors  Guild  personnel  in  New  York. 
The  actual  production  was  at  several 
studios  in  Tokyo. 

Mr.  Rankin  believes  that  Japanese- 

produced  commercials  will  be  of  particu- 
lar interest  to  U.S.  advertisers,  in  that  he 

estimates  their  cost  at  about  one-third 

less  than  for  those  of  comparable  produc- 
tion value  made  in  this  country.  He 

stresses  that  the  commercials  are  not 

"bargain-basement"  but  are  economical 

for  the  "high  quality"  achieved. 
The  commercial  for  Vanity  Fair  spot- 

lights puppets  in  the  role  of  a  doctor,  a 
woman,  her  son  Elvis  and  a  lamb  (Vanity 

Fair's  corporate  symbol).  The  woman 
asks  the  doctor  how  she  can  prevent  irri- 

tation while  removing  make-up.  He  rec- 

ommends Vanity  Fair  tissues — "the 
facial    tissues    with    Lanolin — Lanolin 

makes  tissues  gentle  as  a  lamb."  A  lamb 
scurries  into  the  room  and — 

Lamb:  "Somebody  call  me?" 
Doctor:  "Go  'way,  kid,  you  bother 

me." 

Lamb:  "Kid,  he  says.  Can't  tell  a  lamb 

from  a  goat." The  doctor  then  touches  upon  the  vir- 
tues of  Vanity  Fair  tissues  and  is  inter- 

rupted by  the  woman,  who  assumes  that 

"they  must  be  expensive." 
Doctor:  "Vanity  Fair  costs  less  than 

many  tissues  with  no  Lanolin,  and  they're 

sterilized." 
Woman:  "I  must  get  Vanity  Fair. 

Come  Elvis." 
Elvis:  "Can  I  use  Vanity  Fair  tissues 

for  my  cold?  Can  I,  Ma?" 
Lamb:  "And  they  pay  me  off  in  hair- 

cuts." 

The  campaign  for  Vanity  Fair  tissues 
will  begin  in  10  eastern  markets  and  be 

expanded  later  this  fall. 

What  the  New  York  agency  asked  for 

and  what  it  got  back  from  Japan 
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KSO  radio  ON  THE  GO! 

DES  MOINES,  IOWA 

announces  the  appointment  of 

H-R  Representatives,  Inc. 

as  national  sales  representatives 

effective  August  1 

5000  watt  regional  channel 

MUSIC  •  NEWS  •  SPORTS 

TONY  MOE  vice-president  and  general  manager 
in  association  with  Larry  Bentson  and  Joe  Floyd. 
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WHEN  SOMEONE 

FINDS  A  WAY  TO 

REACH,  INFORM, 

ENTERTAIN  AND 

SELL  PEOPLE  ON 

THE  ROAD  BET- 
TER THAN  RADIO 

DOES  NOW... WE 

WILL  MOVE  OVER! 

Meanwhile,  of  all  advertising 
media,  radio  alone  is  in  the 
driver's  seat.  And  nationally, 

the  CBS  Radio  Network  de- 

livers radio's  biggest  audi- 
ences to  advertisers— 41  per 

cent  more  listeners  than  the 

next  network.*  What's  more, 
these  are  listeners  who  really 

listen.  The  very  nature  of  the 

whole  program  schedule  tells 
you  so.  And  we  can  prove  it! 
"NIELSEN  RADIO  INDEX,  JANUARY  11  THROUGH  MAY  10,  1950. 

CBS  RADIO  NETWORK 

RAD 





FILM  CONTINUED TRADE  ASSNS. 

picture  production  in  the  East.  Guest  speak- 
ers will  include  such  film  writers  and  direc- 

tors as  Elia  Kazan,  Joseph  Anthony.  Budd 
Schulberg,  Walter  Bernstein,  John  Cromwell 
and  George  Justin.  The  workshop  is  open  to 

producers  and  directors  of  theatrical  pres- 
entation and  will  cover  such  phases  of  mo- 

tion picture-tv  film  operations  as  direction, 
production,  scripting,  cinematography  and 
related  subjects. 

Four  Star  Expands  Film  Service 

The  entrance  of  Four  Star  Films  into 

the  tv  commercial  field  and  the  appoint- 
ment of  Walter  Bien  as  head  of  the  new 

department  were  announced  last  week  by 
Dick  Powell,  Four  Star  president.  Mr.  Bien 

for  the  past  three  years  has  been  produc- 
tion chief  of  Warner  Bros,  commercial  and 

industrial  film  department.  His  assistant, 
Robert  Chenault,  also  has  joined  Four  Star, 
which  last  Friday  filmed  its  first  commercial, 
an  Eastman  Kodak  spot  for  use  on  the  Ed 
Sullivan  Show,  ordered  by  J.  Walter 

Thompson  Co. 

David  H.  DePatie  has  been  named  pro- 

duction executive  of  Warner's  commercial 
and  industrial  film  division,  replacing  Mr. 

Bien.  He  will  report  to  Jack  M.  Warner, 

vice  president  in  charge  of  the  division. 
Keith  Harrier  has  also  been  added  to  the 

staff  as  production  coordinator. 

Animation  Inc.  Suit  Settled 

Animation  Inc.,  Hollywood  producer  of 
tv  commercials,  has  withdrawn  its  $250,000 

plagiarism  suit  against  Michael  Todd  Co. 

following  an  out-of-court  settlement.  Suit, 
filed  last  year  in  Los  Angeles  Superior 
Court,  charged  the  Todd  organization  with 

using  an  animated  epilogue  to  "Around  the 
World  in  80  Days"  based  on  a  story  board 
sequence  created  by  Animation,  which  was 
not  credited  for  its  contribution  to  the  mo- 

tion picture.  Amount  of  the  settlement  was 
not  disclosed,  but  it  is  understood  to  be 

equal  to  the  profit  that  Animation  would 

have  received  if  it  had  provided  the  com- 
plete animated  epilogue  to  Todd.  News  re- 
lease of  the  settlement  includes  an  acknowl- 

edgment by  officers  of  the  Todd  organiza- 

tion that  Animation  Inc.  "had  made  a 
great  contribution  to  the  creation  of  the  epi- 

logue, which  has  received  wide  acclaim  as 

an   artistic  triumph." 

FILM  SALES 

Screen  Gems,  N.  Y.,  reports  its  syndica- 
tion sales  volume  for  first  six  months  of 

1958  rose  by  more  than  150%  over  same 
period  of  1957.  SG  said  increase  was  paced 
by  recent  sales  on  four  major  properties 
released  for  station  programming  during 

period:  Burns  and  Allen  situation-comedy 
series  (sold  in  35  markets),  Son  of  Shock 
package  of  22  horror  feature  films  (51 
markets),  The  Three  Stooges  group  of  78 
comedy  shorts  (25  markets)  and  Triple 
Crown  of  112  feature  films  (82  markets). 

Trans-Lux  Tv  Corp.,  N.  Y.,  has  sold  Ency- 
clopaedia Britannica  library  of  700  short 

subjects  to  KSLA-TV  Shreveport,  La. 

NAB  Code  Rules  Given 

Under  White-Coat  Ban 

NAB,  which  last  month  declared  white- 
coat  medical  advertising  out  of  style  unless 

portrayed  by  a  professional  practitioner,  last 
week  laid  down  a  set  of  rules  to  guide  en- 

forcement of  its  new  code  provision. 

Roger  W.  Clipp,  WFIL-TV  Philadelphia, 
explained  enforcement  procedures  in  his 

capacity  as  chairman  of  the  NAB  Television 
Code  Review  Board.  He  said  many  inquiries 

had  been  received  from  tv  station  sub- 
scribers and  advertising  agencies  in  regard 

to  enforcement  of  the  rule  [Advertisers  & 
Agencies,  June  23]. 

Mr.  Clipp  said  the  American  Medical 
Assn.  and  American  Dental  Assn.  had  en- 

dorsed the  ban  on  simulated  professional 
endorsements.  He  interpreted  the  code  to 

mean: 

"The  ban  precludes  an  appearance  in  ads 
of  actors  portraying  physicians,  dentists  or 
nurses  even  though  such  portrayals  are 
visual  only. 

"The  use  of  any  props  or  settings  which 
might  give  the  impression  that  the  individual 
speaking  could  be  a  member  of  the  medical, 
dental  or  nursing  profession,  when  in  fact 
he  is  not,  is  not  acceptable,  regardless  of 
intent. 

"Reference  by  an  announcer  to  compre- 
hensive scientific  research,  studies  or  sur- 

veys, fully  supported,  are  not  affected  by 
the  amendment. 

"Recognizing  the  need  for  time  to  effect 
the  required  changes,  filmed  commercials 
produced  prior  to  June  18  may  be  used  until 

Jan.  1,  1959." Dr.  F.  J.  L.  Blasingame,  AMA  executive 
vice  president,  lauded  the  code  board  for 

its  "realistic  approach"  in  eliminating  com- 
mercials which  feature  actors  speaking  as 

medical  authorities.  Such  appearances,  he 
said,  have  served  to  reduce  the  effectiveness 

of  qualified  medical  doctors  appearing  on 

tv  for  health  education  purposes.  Dr.  Har- 
old Hillenbrand.  ADA  secretary,  said  the 

new  restriction  is  "definitely  in  the  public 

interest." 
South  Carolinians  at  Beach 

For  Three-Day  Radio-Tv  Meeting 

Management,  political  and  operating 
problems  of  broadcasters  will  be  covered 

at  the  three-day  meeting  of  South  Carolina 
Radio  &  Television  Broadcasters  Assn., 
which  started  yesterday  (July  27)  at  Myrtle 
Beach.  W.  Randall  Davidson,  WAKN  Aiken, 

is  association  president. 

John  S.  Hayes,  president  of  WTOP-AM- 
FM-TV  Washington,  is  keynote  speaker 

today,  discussing  responsibilities  of  local 
broadcasters.  Carlisle  Roberts,  Columbia, 

S.  C,  attorney,  is  speaking  on  South  Caro- 
lina libel  and  slander  laws.  The  luncheon 

speaker  is  J.  Frank  Jarman,  WDNC  Dur- 
ham, N.  C,  NAB  Radio  Board  chairman. 

His  topic:  "Radio — Yesterday,  Today  and 

Tomorrow." 
SMPTE  Establishes  Committee 

To  Work  on  Videotape  Standards 

The  Society  of  Motion  Picture  and  Tele- 
vision Engineers  last  week  announced  the 

formation  of  a  videotape  recording  engineer- 
ing committee  to  explore  standardization  of 

videotape  recording  practices  in  the  tele- 
vision field. 

The  scope  of  the  committee,  as  outlined 
by  Axel  G.  Jensen  of  Bell  Labs,  engineering 

vice  president  of  SMPTE,  will  be  "to  pro- 
pose standards  and  good  engineering  prac- 
tices for  the  construction,  operation  and 

measurement  of  videotape  recording  and  re- 

producing equipment  and  for  those  video- 
tape or  other  characteristics  which  affect 

performance  and  interchangeability."  The chairman  of  the  committee  is  Howard  A. 

Chinn  of  CBS-TV. 

FORMAL  OPENING  of  the  Washington  Broadcasters  Club  took  place  July  18 
when  FCC  Chairman  John  C.  Doerfer  cut  a  ribbon  of  recording  tape.  In  picture 

(1-r)  are  Leonard  H.  Marks,  Washington  attorney  and  club  president,  Mrs.  Doerfer, 
the  chairman  and  Mrs.  Marks.  Some  200  members  and  guests  attended  the 

opening  reception. 
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Movieland  group  has 

9  OUT  OF  10  POST  48 

\ 

What  a  buy!  A.A.P.'s  Movieland  Group  has  81  top  pictures  from  major  studios  includ- 

ing RKO,  20th  Century-Fox,  UA,  Universal,  Korda  and  others.  And  9  out  of  10  were 

produced  between  1948  and  1957!  Many  of  these  films  star  big  names  like  Ginger 

Rogers,  Lilli  Palmer,  Bette  Davis,  Paulette  Goddard,  Rex  Harrison,  Joseph  Cotten, 

Orson  Welles  and  others.  Here's  an  array  of  great,  new  pictures  that  have  pulled 

top  ratings  in  markets  where  they've  already  appeared.  First  run  in  many  markets. 

For  full  details,  write,  wire,  phone: 

aCLDr 
Distributors  for  Associated  Artists  H  Productions  Corrj., 

3-15  Madison  Ave..  MUrray  Hill  6-2323  H  NEW  YORK 
75  E.Wacker  Dr..  DEarborn  2-2030  ■  CHICAGO 

1511  Bryan  St..  Riverside  7-8553  Hj  DALLAS 91 10  Sunset  Blvd.,  CRestview  6  5886  ■  LOS  ANGELES, 
Prices  for  individual  pictures  on  request  H 



WGN  (Inc.)  WINS 

and  here  are 

WGN-
 

TV 

Chicago  White  Sox  vs.  N.Y.  Yankees 

June  24,  1958.  Chicago's  first  telecast  of  a night  baseball  game  in  7  years. 

SHARE  OF 
STATION  RATING AUDIENCE 

WGN-TV  29.2 

54% 

Network  X  7.8 

15% 

Network  Y  7.4 

14% 

Network  Z  9.0 

17% 

(ARB  averages  for  entire  game) 

You've  seen  the  score  cards.  You've  seen  which  stations 

scored  with  Chicago  audiences. 

WGN_TV  and  WGN~Radio  belong  on  your  sales  team 

if  you  sell  in  Chicago. 



IDOUBLE  HEADER 

\he  score  cards 

WGN-RADIO 

Chicago  Cubs  vs.  Chicago  White  Sox 

June  16,  1958.  Inter-city  night  game.  Broadcast  on  2  Chicago  radio  stations.  No  TV. 

STATION 

WGN-Radio 

Station  Z 

RATING 

7.5 

3.6 

HOMES 

140,500 

67,400 

SHARE  OF  METRO. 
AUDIENCE 

43% 
21% 

(Special  Pulse  survey.  Averages  for  10  quarter  hours.  In- 
cludes in-home  and  out-of-home  metropolitan  audience.) 

Quality  and  Integrity 

GN1  WGN-TV  and  WGN-Radio 
TELEVISION 

441  North  Michigan  Avenue,  Chicago  11,  Illinois 



STATIONS 

BLAIR  TOP  40'  REPLY  OFF  PRESS 

•  'Local  Radio  Programming'  booklet  answers  NBC  panel 

•  Eight  program  elements  listed;  all  timebuyers  get  copies 

TOP  35 

There  were  35  advertisers  last  year 

which  could  be  classified  as  the  "top 
radio  spenders,"  according  to  the  re- 

port on  local  radio  published  by  John 
Blair  &  Co.,  station  representation 
firm.  The  advertisers  listed:  Ameri- 

can Tobacco  Co.,  Anheuser-Busch, 
B.  C.  Remedy  Co.,  Beechnut  Gum, 
Best  Foods  Inc.,  Campbell  Soup  Co., 

Chrysler  Corp.,  Clark  Gas,  Coca-Cola 
Co.,  Colgate-Palmolive  Co.,  Esso 
Standard  Oil,  Eveready,  Ford  Motor 
Co.,  General  Foods,  General  Motors, 
GMAC,  Lambert  Pharmacal,  Lever 

Bros.,  Liggett  &  Myers,  National  Bis- 
cuit Co.,  National  Bureau  of  Fire  Un- 

derwriters, Pepsi-Cola  Co.,  Philip 
Morris,  Phillips  Petroleum,  Quaker 
Oats  Co.,  R.  J.  Reynolds  Tobacco, 
Shell  Oil  Co.,  Sinclair  Refining  Co., 
Slenderella,  Standard  Brands  Inc., 

Sterling  Drug,  Shulton,  Tea  Council 
of  the  U.S.A.,  Texas  Co.  and  Thomas 
Leeming  &  Co.  The  report  points  up 
that  national  advertisers  invested 

nearly  $200  million  in  radio  in  1957. 

What  is  successful  local  radio?  A  jukebox, 
or  reasonable  facsimile  thereof?  A  music- 

and-news  operation? 
None  of  these,  says  John  Blair  &  Co., 

national  representation  firm.  Radio,  particu- 
larly its  local  programming  (and  what  radio 

does  not  have  a  local  touch  to  it  today? 
wonders  the  Blair  company),  is: 

"Actually  a  complex  exacting  business  in 
which  eight  major  elements  must  be  skill- 

fully blended  by  experienced,  alert  manage- 

ment." To  get  the  story  of  Local  Radio  Program- 
ming across  primarily  to  advertisers  and 

their  agencies,  John  Blair  &  Co.  has  pub- 
lished in  booklet  form  a  detailed  document 

of  some  7,000  words  and  bearing  that  title. 

The  report  covers  every  "type"  station, 
both  network  and  independent,  and  outlines 

the  basic  principles  and  ingredients  of  com- 
petent and  thus  successful  radio  operations 

today. 

Anticipation  of  the  report  and  its  im- 
portance from  the  Blair  viewpoint  was  con- 

tained in  the  statement  earlier  in  July  of 
Arthur  H.  McCoy,  executive  vice  president, 
John  Blair  &  Co.,  who  commented  on  an 

NBC  Spot  Sales  timebuyer  panel  survey 
that  found  little  confidence  in  the  selling 

ability  of  "Top  40  Tunes"  stations  [Lead 
Story.  July  7,  June  30].  At  that  time,  Mr. 
McCoy  said  the  Blair  organization  hoped 

"our  book  will  give  advertiser  and  agency 
executives  a  better  appreciation  of  the  com- 

plications, the  'blood,  sweat  and  tears'  that 
go  into  local  programming. 

"Then  when  any  biased  survey  comes 
their  ways,  they  will  know  better  the  pit- 

falls .  .  ."  And,  he  noted  further,  the  Blair 
publication  was  to  be  delivered  to  all  major 

advertisers  and  agencies  "for  the  primary 
purpose  of  helping  them  better  understand 

the  many  facets  of  programming." 
John  Blair  &  Co.  made  a  detailed  study 

of  the  programming  activities  of  476  sta- 
tions, including  40  that  it  represents  as  well 

as  the  competing  stations  in  those  markets. 

The  published  report  was  the  result  of  a  di- 
gest of  the  information  gathered. 

Contents  of  the  report  were  revealed  pub- 
licly Wednesday  (July  23)  in  New  York. 

The  eight  "major  elements"  in  local  radio 
broadcasting  "which  radio  station  manage- 

ment molds  into  a  total  operational  pat- 

tern" are  listed  as  news,  service  (as  dis- 
tinguished from  public  service),  music,  per- 

sonality, public  service,  editorializing,  pro- 
duction and  promotion-exploitation.  Each  of 

the  segments  are  treated  in  detail. 

The  Blair  study  and  subsequent  publica- 
tion followed  a  broad  outline  set  forth  by 

a  committee  comprising  Mr.  McCoy,  act- 
ing as  chairman;  Ward  Dorrell,  vice  presi- 

dent and  research  director;  Wells  Barnett, 

station-operations  director;  Lou  Faust  and 
Ed  Whitley,  New  York  account  executives, 
and  Al  Long,  director  of  sales  development. 
Mr.  Barnett  did  most  of  the  actual  writing. 

The  report  does  not  treat  the  "Top  40 

Tunes"  controversy  head-on,  though  in  a 
section  on  music,  these  observations  are 
made: 

"It  is  sometimes  said  that  a  station  which 
adheres  closely  to  a  pattern  of  currently 

popular  music  is  a  'rock  'n'  roll'  station. 
This  generality  assumes  the  status  of  a 
cliche;  consider  these  facts: 

"1.  No  one  has  yet  offered  an  acceptable 
definition  of  'rock  'n'  roll.'  A  certain  amount 

of  today's  popular  music  is  recorded  with  a 
slow,  rather  heavy  beat.  A  certain  amount 
carries  lyrics  or  titles  or  both  which  have 
an  orientation  to  young  people.  But  there 
is  also  a  considerable  amount  of  popular 
music  which  is  done  completely  differently, 

and  ...  is  of  equal  popularity  with  the  so- 

called  'beat'  or  teen-age  music. 

"2.  Stated  a  little  differently,  the  fact 
that  a  musical  performance  by  an  artist 

becomes  a  popular  record  seller  doesn't 
make  that  performance  automatically  a 
'rock  'n'  roll'  performance,  even  though 

some  performances  which  fall  in  the  'rock 
'n'  roll'  category  become  best  sellers  and 
generally  popular.  The  best  selling  record 

of  1957  was  'All  Shook  Up"  by  Elvis  Pres- 
ley. The  second  best  seller  was  'Love  Let- 
ters in  the  Sand,'  with  Pat  Boone.  Both  sold 

in  the  millions,  yet  they  are  entirely  dif- 

ferent in  every  respect." 
The  basic  point  made  in  the  discussion 

of  music  is  that  the  station  ranking  high  in 

a  market  programs  popular  music  and  em- 
phasizes it  along  with  a  combination  of 

other  "complex  factors"  to  do  a  total  job 
for  the  listening  audience.  Stations  heavy 
on  classical  or  semi-classical  music  or  with- 

out a  "philosophy  of  controlling  music"  do 
not  achieve  significant  audiences  in  any 
type  of  audience  survey;  their  audiences 
usually  are  specialized. 

Attention  is  given  to  the  public  taste  as 
a  determinant  in  music  programming  as 
well  as  in  its  management  control.  And,  the 

survey  notes,  "the  musical  taste  of  the 

public  is  a  capricious  thing." 
The  Blair  report  draws  a  bead  on  so-called 

"modern"  radio,  showing  how  broadcast- 
ing has  changed  from  pre-war  program- 

ming. Summarized  by  category: 

•  News — Investments  in  news-gathering 
facilities  and  personnel  are  tremendous; 
shortwave  mobile  news  units,  portable  tape 

recorders,  radio-telephone  fleets,  airplanes 
and  helicopters  are  the  mechanical  arms 
for  radio  to  report  news  as  it  happens; 
eyewitness  reports  go  on  the  air  even  as 
the  news  event  occurs;  news  handling  is 

so  skilled  that  often  local  newspapers  moni- 
tor stations  to  keep  abreast  of  develop- 

ments. 

•  Service — Advertisers  tend  to  limit 

thinking  to  time,  temperature  and  weather 
reports  but  services  have  increased.  Local 
radio  tells  businessmen  what  suit  to  wear 

each  day;  what  time  the  housewife  should 
shop;  the  youngster  is  informed  on  school 
closings.  The  traditional  service  of  farm- 

market  prices  has  been  extended  so  that 
today  radio  stations  serve  the  middle  class 

who  ski  in  the  winter,  operate  small  boats 
in  the  summer  or  who  travel  for  pleasure. 
Auto  traffic  reports  are  channeled  via  local 
radio  as  are  regional  disaster  services  (hurri- 

canes, tornadoes,  floods,  etc.). 

•  Personality — Even  though  one  station's 
basic  program  material  (including  music) 

may  be  "much  the  same  as  one  or  more  com- 
petitors," in  most  major  markets  there  is 

always  one  station  that  stands  out.  Reason: 

"more  skillful  creation  and  organization  of 
all  the  complex  elements  [as  presented  in  the 

report]."  Notes  the  Blair  study:  "New  re- 
search about  to  be  made  available  by  John 

Blair  &  Co.  indicates  that  very  successful 
radio  stations  create  a  positive  image  in  the 
minds  of  the  listeners.  They  tend  to  think 
of  such  stations  as  lively,  entertaining  and 

interesting."  Stressed  here  is  the  air  person- 
ality who  becomes  part  of  the  community,  is 

a  real  person  who  projects  himself  to  the 
listener  as  doing  more  than  simply  spinning 
records  and  reading  commercials  and  news 
and  who,  even  more  importantly,  plans  his 
programming  and  cues  as  well  as  commercial 
integration  very  carefully. 

•  Public  Service — Again  integration  is  of 
paramount  importance.  Panel  shows,  inter- 

views, etc.,  are  employed  to  discuss  issues  of 
local  and  national  importance,  methods  are 
created  to  permit  listeners  to  participate  and 
to  voice  their  views.  In  addition  to  the  pub- 

lic forum  aspect,  stations  promote  causes  in 

the  community,  adapting  advertising  tech- 
niques in  the  process. 

•  Editorializing — In  recent  years,  "mod- 
ern" radio  stations  have  begun  to  voice  their 

own  opinions  publicly  on  local  and  na- 
tional issues,  particularly  in  view  of  the 

close  kinship  of  enlightened  public  service 
and  editorializing.  Examples  are  given. 

•  Production — While  this  section  is  brief 
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THE  REVOLUTION 

IN  6  O'CLOCK  TV 

VIEWING  IS  COMING! 

THE  FIRST  STATION  TO  OFFER 

AMERICA'S  TOP  FAMILY  COMEDIES  TOGETHER! 

They're  mad  .  .  .  mad  .  .  .  mad 

THE  THREE  STOOGES together  with  .  .  . 

Never-been-equalled  creator  of  the  "slow  burn" 

EDGAR  EENNEDY  COMEDIES 

In  one  great  hour-long  .  .  .  laugh-making  .  .  .  audience-pulling  show! 

They're  the  most  successful,  money-making,  laugh-provoking  comedies  of  all  time!  Who 

says  so?  America's  theatre  owners  say  so!  And  who  would  know  better? 

"Absolutely  the  most  popular  short  subjects  ever  shown  in  my  theatre!"  •  "Only  comedies  in  my  experience  that  actually  pulled 
people  into  the  theatre  regardless  of  the  main  feature!"  •  "In  my  theatre  they  were  more  popular  than  the  color  cartoons!" 
"The  public  has  never  stopped  asking  for  them!"  •  "Always  were  just  as  popular  with  grownups  as  kids  .  .  .  maybe  more  so!" 

The  Name  of  the  Show  is  "CURTAIN  TIME"  •  The  Format:  Entertaining  live  host  and  two 
comedies  daily!  The  Time:  6  p.m.  to  7  p.m.  The  first  big  show  of  the  evening! 

The  Station:  WXYZ-TV  - CHANNEL  7  DETROIT 

a  be 

Represented 
Nationally 

by  Blair-TV 

Broadcasting July  28,  1958    •    Page  69 



STATIONS  CONTINUED 

PITTSBURGH  will  have  a  third  commercial  v  in  about  two  months  with  completion 

of  WTAE  (TV)  studios  there.  Located  on  the  city's  express  parkway,  the  new  facil- 
ity runs  to  more  than  55,000  sq.  ft.  The  plant  houses  three  studios,  seven  studio 

camera  chains  and  accommodation  for  studio  audiences.  The  outlay  to  date  for 
studio,  transmitter  and  equipment  installation:  approximately  $3  million. 

compared  to  others,  it  is  considered  essential 

by  the  Blair  report  authors  because  "at  to- 
day's fine  radio  stations,  production  assumes 

the  status  of  quality  control  of  the  product." 
It  means  a  combination  of  professional  skill 
and  constant  attention  to  detail.  Good  man- 

agement also  concerns  itself  with  commer- 
cial content. 

•  Promotion-Exploitation — The  principle 
of  premium  merchandising  (devices  to  stimu- 

late a  try-it-for-the-first-time  used  by  many 
advertisers  of  quality  products)  underlies 

"modern"  radio's  use  of  promotion  and  ex- 
ploitation. But,  as  do  other  advertised  prod- 

ucts, the  product  (local  programming)  must 

have  a  lasting  effect  and  satisfy  the  con- 
sumer so  that  she  will  repeat,  that  is  tune  in 

again.  Discussed  are  major  contests,  on-the- 
air  promotions,  outside  publicity  and  adver- 
tising. 

Concludes  the  study:  In  nearly  every 

major  city  there  is  at  least  one  station  opera- 

tor who  has  mastered  this  "complex  and 
exacting  job"  and  in  every  instance  "has 
acquired  very  large  shares  of  the  audience, 

in  some  instances  as  high  as  40-50%  of  the 

total  audience." 

Maximum  Power  for  KIVA  (TV) 

KIVA  (TV)  Yuma,  Ariz.,  has  received 

FCC  permission  to  increase  power  to  the 
maximum  316  kw,  Harry  C.  Butcher,  the 

station's  president,  has  announced.  In  ad- 
dition to  an  antenna  extension  (440  ft.  to 

527  ft.)  and  a  10-fold  power  increase, 
KIVA  is  spending  $200,000  in  rebuilding. 

KIVA's  target  date  for  the  full  power  boost: 
Sept.  28. 

WCLA  on  Air  From  Drive-In 

WCLA  Claxton,  Ga.,  began  operations 

July  20  from  its  studios  built  in  a  drive-in 
theatre  on  Highway  301  there.  Broadcast 
operations  may  be  seen  by  the  public 

through  large  windows  that  face  the  high- 
way. WCLA  is  owned  by  Howard  Gilreath, 

owner  of  WGUS  Augusta  and  manager  of 
WVOP  Vidalia,  both  Georgia.   The  new 

station,  on  1470  kc  with  1  kw,  is  managed 
by  Lowell  Register,  formerly  with  WCQS 
Alma,  Ga. 

WABD  (TV)  Installs  VTR  Gear 

WABD  (TV)  New  York  says  it  will 

soon  have  one  of  "the  most  complete 
television  taping  facilities  of  any  inde- 

pendent station  in  the  country"  when 
it  installs  two  Ampex  videotape  recording 

machines,  purchased  from  Ampex  at  Red- 
wood City,  Calif.  The  station  also  noted 

it  would  rent  the  VTR  machines — when 

not  in  use  by  station  personnel — to  "outside 

clients." 

The  following  transfers  of 
APPROVED 

station  interests  were  ap- 
proved by  the  FCC  last  week.  For  other 

broadcast  actions,  see  For  the  Record, 

page  110. 
W  C  A  U  -  AM-FM-TV  PHILADELPHIA, 
PA.  •  Sold  to  CBS  by  Bulletin  Co.  for  $15.6 

million  plus  $4.4  million  for  land  and  build- 
ings. WCAU-TV  is  on  ch.  10.  WCAU  is 

on  1210  kc  with  50  kw.  WCAU-FM  is  on 
98.1  mc.  with  10  kw  (see  page  88). 

WWTV  (TV)  CADILLAC,  MICH.  •  Sold 
to  Fetzer  Television  Inc.  (John  E.  Fetzer, 

president)  for  $1  million.  WWTV  is  on  ch. 
13  and  is  affiliated  with  CBS  and  ABC 

(see  page  88). 

KSJB  JAMESTOWN,  N.D.,  KCJB  MINOT, 

N.D.  •  Sold  to  James  M.  Pryor  by  North 
Dakota  Broadcasting  Co.  (John  W.  Boler, 
president)  for  $276,000.  KSJB  is  on  600  kc 
with  5  kw,  directional  antenna  same  pattern 
day  and  night.  KCJB  is  on  910  kc  with  1 
kw,  directional  antenna  night  only. 

KULA  HONOLULU,  T.H.  •  Sold  to  Jack 
Burnett  by  his  former  partners  in  station, 
Arthur  B.  Hogan,  Richard  C.  Simonton  and 

KMLA  (FM)  Surveys  Listeners 

For  Suggestions  on  Programming 

As  a  result  of  a  questionnaire  survey  to 

discover  listeners'  views  on  fm  program- 
ming, KMLA  (FM)  Los  Angeles  is  re- 

grouping 25  hours  to  give  listeners  what 
they  asked  for — blocks  of  the  same  type  of 
music  scheduled  at  the  same  time  of  day 
each  week.  KMLA  announced  four  or  five 

times  a  day  for  a  week  an  invitation  for 

listeners  to  call  or  write  for  the  question- 
naire. About  1,500  responded. 

Accounting  for  77%  of  the  votes  for  pro- 
gram preference  were  six  classes  of  music: 

show  tunes,  standards  and  semiclassics,  clas- 
sical, mood  or  background,  and  variety  pro- 

grams of  popular  vocals  and  instrumental. 
However,  8%  said  classical  music  would 

make  them  tune  to  another  station;  12% 

said  they'd  be  driven  away  by  jazz;  16% 
by  western  or  country  music  and  %  voted 

against  rock  and  roll.  More  than  half  pre- 
ferred a  music  format  with  five  minutes  of 

news  on  the  hour  to  straight  music  without 
news.  Nearly  half  liked  selections  identified 
by  the  announcer  after  three  or  four  have 
been  played. 

More  stereophonic  music  was  requested, 
although  KMLA  and  KCBH  (FM)  Los 
Angeles  already  join  in  broadcasting  daily 
stereophonic  programs  at  noon  and  in  the 

evening,  plus  a  three-hour  stereo  broadcast 
each  Sunday  afternoon.  Other  comments 
dealt  with  commercials,  urging  that  they 

be  "on  a  high  plane,"  "friendly  communica- 

tions, not  intrusions,"  "straightforward  and 
informative."  Age  and  sex  questions  showed 
92%  came  from  writers  over  20  years  of 

age,  with  82%  between  20  and  50.  The 

station  was  surprised  to  find  77%  of  the 

replies  were  from  males. 

Albert  Zugsmith  for  $200,000.  KULA  is 
on  690  kc  with  10  kw  and  is  affiliated  with 
ABC. 

KTIX  SEATTLE,  WASH.  •  Sold  to  Hugh 
Ben  Larue,  Paul  F.  Adler  and  Stanley  Burns 

for  $  1 70,000  by  Tele-Broadcasters  of  Wash- 
ington Inc.  KTIX  is  on  1590  kc  with  5 

kw,  day.  Comr.  Robert  Bartley  dissented. 

KCBC  DES  MOINES,  IOWA  •  Sold  to 
Fletcher-Mitchell  Corp.  by  Majestic  Broad- 

casting Co.  for  $112,000,  plus  $38,000  not 

to  compete  for  five  years.  Fletcher-Mitchell 
owners  are  Jonathan  M.  Fletcher  and  James 

Mitchell,  each  50%.  Messrs.  Fletcher  and 
Mitchell  also  own  50%  of  KLIN  Lincoln, 

Neb.,  and  Mr.  Mitchell  owns  16%%  of 

KPIG  Cedar  Rapids,  Iowa.  KCBC  is  on 
1390  kc  with  1  kw. 

WORD  SPARTANBURG,  S.C.  •  Sold  to 
WMRC  Inc.  by  Irwin  Kahn,  B.  F.  Kurtz 
and  H.  Moody  McElveen  for  $136,000. 

WMRC  Inc.  owns  WFBC-AM-FM-TV 
Greenville,  S.C,  and  stockholders  have  in- 

terests in  WWNC  Asheville,  N.C.,  WIS- 
AM-TV  Columbia,  S.C,  and  WIST  Char- 

lotte, N.C  WORD  is  on  910  kc  with  1  kw 
and  is  NBC  affiliate. 

CHANGING  HANDS T 
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KKON  is  TV  in  SF 

so£J  ate  /f&OA/-  7"V 

AVAILABLE 
Minutes  or 

Full  Sponsorship 

"DIAL  999" 

7:30-8  PM  Tuesdays 

)  \ 

SAN  FRANCISCO  CHRONICLE  •  NBC  AFFILIATE  •  CHANNEL  4  •  PETERS,  GRIFFIN,  WOODWARD 
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STATIONS  CONTINUED 

LAKE  COEUR  d'ALENE — A  10-ton  truck  and  15  tons  of  equipment  took  to  the 
water  when  the  Crown  station  (KGW-TV  Portland,  KING-TV  Seattle  and  KREM- 
TV  Spokane,  all  Washington)  covered  the  Diamond  Cup  hydroplane  race  on  Lake 

Coeur  d'Alene,  Idaho.  Reason:  The  stations  found  that  the  site  for  their  mobile  unit 
was  a  half  mile  from  the  nearest  road  and  only  accessible  by  water. 

Crown  personnel  loaded  the  $100,000  of  equipment  onto  a  raft  and  then  spent 
30  minutes  of  anguish  watching  it  being  towed  by  a  tug  to  the  site  of  the  remote 
commentary.  It  took  35  staffers  three  days  to  set  up  equipment  that  included  six 

tv  cameras  (with  16  lenses),  Wi  miles  of  cable,  three  remote  units  and  a  60-ft.  tower. 

The  5^2 -hour  coverage  of  the  hydroplane  race  was  originated  by  KGW-TV,  then 
relayed  to  KING-TV  and  KREM-TV.  It  took  less  than  two  hours  to  dismantle 
the  equipment. 

DATELINES 
Newsworthy  News  Coverage  by  Radio  and  Tv 

MOSCOW — A  live  commentary  of  the  U. 
of  Washington  Huskies  boat  race  against 
Russian  crews  here  was  aired  by  KOMO 

Seattle.  As  with  its  Henley  Regatta  cover- 
age [Datelines,  July  14],  staffers  Keith 

Jackson  and  Howard  Ramaley  represented 
the  station.  The  broadcast  was  relayed  from 
Moscow  to  London  then,  via  RCA  overseas 

shortwave,  to  New  York  and  by  landlines 
to  KOMO.  Mr.  Ramaley  spent  45  minutes 
in  a  Moscow  jail  after  being  found  taking 
pictures  near  his  hotel.  The  broadcast  ended 

happily  as  the  Huskies  beat  the  competing 
Russian  crews. 

LEBANON — On-the-spot  accounts  of  U.  S. 
troops  landing  in  Lebanon  were  telephoned 

to  WVLK  Lexington,  Ky.,  by  its  corre- 
spondent, Claude  Sullivan,  while  he  was 

leading  a  WVLK  summer  tour  of  Kentuck- 
ians  through  Europe  and  the  Middle  East. 

Mr.  Sullivan  arrived  in  Lebanon  "one  jump 

ahead"  of  the  troops.  Three  other  stations 
carried  his  WVLK  reports. 

Another  station  covering  the  Middle  East 

crisis  is  KTTV  (TV)  Los  Angeles.  Camera- 
man Alfred  (Red)  Humphreys  is  in  Leb- 

anon filming  daily  news  events  and  inter- 
views with  Southern  Californian  troops 

serving  there.  His  newsfilm  is  shown  at 
6:45  p.m.  and  10  p.m.  daily. 

WERE-AM-FM  Cleveland  dropped  its 
complete  commercial  schedules  to  report 
proceedings  of  the  UN  debates.  It  relayed 
the  debates,  brought  in  by  direct  line  from 

New  York,  to  other  stations  in  a  four-state 
area  and  to  15  college  outlets. 

Networks  also  were  on  top  of  the  fast- 
breaking  news  from  Lebanon.  ABC  claims 

a  three-hour  beat  by  Yale  Newman,  London 
bureau,  with  the  announcement  of  the 

West's  agreement  in  principle  to  a  summit 
conference  to  discuss  the  Middle  East.  CBS 

Radio  stated  that  it  had  put  on  YIV2  hours 

of  UN  coverage.  NBC  toted  up  its  cover- 
age and  found  1,135  minutes  of  time  de- 

voted to  the  Middle  East  situation  in  the 

July  15  week.  NBC  flew  commentator  Chet 

Huntley  to  Beirut  on  July  23  for  an  Out- 
look report  on  the  American  GI  in 

Lebanon,  which  will  be  shown  6:30-7:30 

p.m.  Aug.  3. 
DENVER — A  25-hour  news  scoop  is  re- 

ported by  KOA-TV  Denver  in  obtaining 

newsfilm  of  the  Martin  Co.'s  "Titan"  inter- 
continental ballistic  missile.  News  Director 

John  Henry,  cameraman  Jack  Kamper  and 
newsman  Chuck  Henning  shot  their  film 

from  a  hill  three  miles  from  Titan's  site. 
Pictures  of  the  ICBM  were  not  carried  in 

the  local  press  until  two  days  after  being 

shown  over  KOA-TV,  the  station  said. 

KDAY  Disc-Plays  Pay 

Under  Testing  Service 

Phonograph  record  producers  are  being 
offered  a  chance  to  gauge  the  hit  possibilities 

of  new  recordings  by  giving  them  a  week's test  on  KDAY  Santa  Monica,  Calif.  Plan 
calls  for  the  disc  to  be  tested  to  receive 

eight  plays  a  day  for  seven  days,  the  re- 

action to  be  checked  by  KDAY's  "Voice 
Your  Choice"  phone  calls  from  listeners, 
who  report  the  names  of  favorite  tunes  to 
KDAY  at  the  rate  of  some  20,000  a  week. 
Cost  of  the  service  is  $225  for  the  week. 

"We  limit  this  record  testing  service  to 

one  week  for  any  one  record,"  Irving  C. 
Phillips,  general  manager  of  KDAY,  said 

last  week.  "If  we  play  the  disc  after  that  it's because  the  listeners  want  it  and  for  that 

reason  only." The  record-testing  plan,  now  in  its  fifth 
week,  was  conceived,  Mr.  Phillips  explained, 
because  the  number  of  records  pouring  into 
the  station  each  week  is  so  great  that  90% 

of  them  never  get  on  the  air.  "The  music 
business  is  the  only  business  dealing  with 
the  public  that  has  succeeded  without  being 

scientific  at  all,"  he  declared. 
"If  Procter  &  Gamble  or  General  Foods 

is  putting  a  new  product  on  the  market,  they 

try  it  out  in  a  test  city  first.  They  test  dif- 
ferent advertising  approaches;  they  see  how 

the  package  looks  on  the  store  shelf,  how  it 
compares  with  the  packages  around  it;  they 
check  on  first  sales  and  repeat  sales  and 
consumer  reaction.  This  may  go  on  for 

weeks.  Only  when  they  are  thoroughly  satis- 

fied do  they  put  the  new  product  into  gen- 
eral distribution. 

"Our  idea  is  to  provide  a  similar  service 
for  record  companies.  With  songs  coming 

from  motion  pictures  or  Broadway  shows 
or  being  based  on  topical  events,  the  record 

companies  can't  wait  weeks  to  find  out 
whether  any  new  disc  is  worth  giving  heavy 

promotion  to.  They've  got  to  know  as  soon 

as  possible  and  we,  through  'Voice  Your 
Choice,'  can  tell  them  within  a  week." 

Although  only  a  month  old,  the  KDAY 
record-testing  plan  is  working  so  well  that 
arrangements  are  being  made  with  stations 
in  Seattle,  San  Francisco  and  San  Diego  to 

provide  a  four-city  simultaneous  service  to 
recording  firms,  Mr.  Phillips  said. 

Asked  if  this  plan  would  not  give  an 

THIS  IS  THE 

JINGLB  MILL 

RECORD  ̂  

ONLY  18  MONTHS 

OVER  400  STATIONS  SOLD  \ 

98%  OF  STATIONS  HAVE  REORDERED 

$38  PER  JINGLE  ON  CONTRACT 

OVER  7,000  JINGLES  ORDERED  AND  WRITTEN 
I 

\PUT 

THIS 

RECORD 

TO  WORK  FOR  YOU 

Completely  custom  made  jingles  for 
commercial  accounts  and 

station  breaks  —  no  open  ends 
and  no  inserts. 

BIG  SOUND 
JINGLE  MILL 

201  West  49th  St.,  New  York  City 
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get  it  from  the  station  with  the  most  quarter-hour  firsts 

That  would  be  radio  station  KOWH,  now 

completing  8  years  of  dominance. 

1.  KOWH  is  first  in  32  quarter-hours 
(including  7  first-place  ties) 

There  are  only  8  quarter  hours 
which  KOWH  is  not  first. 

m 

3.  Currently  KOWH  is  first  in  the 

morning,  afternoon  and  all-day  with 
a  7.9  average  Pulse. 

4.  Good  coverage  on  660  kc. 

Advertisers  and  listeners  have  shared  the 

discovery  that  any  time's  a  good  time  on KOWH. 

Get  Adam  Young  to  give  you  the  right 

time  of  day  .  .  .  or  talk  to  KOWH  Gen- 
eral Manager  Virgil  Sharpe. *  Pulse 

Kk^^^A^H     Omaha     Represented  by  Adam  Young  In< 
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OF 
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Ever  ready  to  lead  the  way,  CNP  now  brings  you  the  LIFE  OF  RILEY - 

the  only  off-network  program  in  all  television  history  to  carry  with  it  a  twin 

record  of  network  triumph  and  syndicated  success!  As  a  network  attraction 

of  five  years  standing,  RILEY  averaged  a  Nielsen  A  A  rating  of  27.8.  During 

that  same  period,  unlike  others  who've  flashed  on  the  networks  and  flopped 

in  syndication,  RILEY  ranked  as  Number  One  syndicated  show  on  the  air! 

Bill  Bendix,  starring  as  Riley,  is  beloved  by  audiences  from  poll  to  poll.  In 

the  Home  Testing  Institute's  nationwide  popularity  audit  for  1958,  Bill  rated 

ahead  of  such  well-known  TV  personalities  as  Burns  &  Allen,  Jackie  Cooper, 

Jackie  Gleason  and  Robert  Young. 

To  get  the  best  laughs  on  your  station  (and  the  last  laugh  on  your  competi- 

tion) the  LIFE  OF  RILEY  is  the  life  for  you! 

NBC  TELEVISION  FILMS-A  DIVISION  OF 

CNP 

CALIFORNIA  NATIONAL  PRODUCTIONS,  INC. 



STATIONS  CONTINUED GOVERNMENT 

unfair  advantage  to  the  company  that  pays 
to  have  its  record  plugged  on  the  air,  Mr. 

Phillips  replied  that  it  would  not  beyond 

the  benefit  any  advertiser  has  over  the  com- 
petitors who  do  not  advertise. 

KTLA  (TV)  'Up  in  Air' 
With  Telecopter  Unit 

The  world's  first  Telecopter,  a  helicopter 
carrying  aloft  a  miniature  tv  station,  made 
its  debut  Thursday  (July  24)  as  a  news  arm 
of  KTLA  (TV)  Los  Angeles. 

Thought  of  for  several  years  as  a  mobile 
unit  that  could  reach  the  scene  of  a  news 

event  without  fighting  traffic  or  worrying 
about  roads,  the  project  was  put  into  the 
works  six  months  ago,  with  John  Silva, 
KTLA  chief  engineer,  in  charge. 

First  estimate  that  the  necessary  broad- 
casting equipment  would  weigh  2,000 

pounds  was  hastily  scrapped  when  it  was 
learned  that  the  Bell  D-2  helicopter,  picked 
as  the  ideal  craft  for  the  job,  could  carry 

only  400  pounds  of  equipment.  After 
months  of  work,  Mr.  Silva  and  his  crew 

succeeded  in  condensing  the  apparatus  to 

an  overall  weight  of  368  pounds.  This  in- 
cludes audio  and  video  transmitters,  moni- 

tor, communications  system,  power  supply 
and  a  General  Electric  Vidicon  camera 

equipped  with  zoomar  lens.  Camera,  moni- 
tor and  audio-video  controls  are  placed  in 

the  "bubble,"  where  the  pilots  does  double 
duty  as  observer. 

A  second  major  problem  was  equiping  the 

'copter  with  an  antenna  to  transmit  the 
signal  to  Mount  Wilson,  where  the  KTLA 
transmitter  is  located.  Mr.  Silva,  with  the 

help  of  GE,  was  able  to  modify  the  helical 
antenna  which  GE  makes  for  uhf  stations. 

Total  cost  of  equiping  and  developing  the 
Telecopter  was  estimated  at  $40,000,  plus 
$42,000  for  the  Bell  aircraft. 

Pilot  of  the  KTLA  helicopter  is  Bob 

Gilbreath,  operations  vice  president  of  Na- 
tional Helicopter  Service  &  Engineering 

Co.,  which  worked  with  KTLA  in  develop- 
ing the  craft.  He  also  is  pilot  and  technical 

advisor  of  the  Whirlybird  tv  film  series. 

Thursday's  demonstration  of  the  KTLA 
helicopter  was  a  closed-circuit  performance 

for  invited  newsmen.  The  machine's  first 
public  on-the-air  showing  will  come  tomor- 

row (July  29)  at  6:30  to  7  p.m.  when  KTLA 
will  broadcast  a  special  Telecopter  Preview. 
In  this  program,  viewers  will  watch  the 

receipt  of  a  mock  news  report  at  KTLA's 
news  room  and  follow  it  as  Gil  Martyn, 

director  of  news  and  special  events,  dis- 
patches the  helicopter  to  cover  the  story. 

KTLA  expects  to  use  its  Telecopter  in  a 
regular  daily  program  as  well  as  for  special 
events  reporting. 

STATION  SHORTS 

WCKY  Cincinnati,  Ohio,  moved  its  N.  Y. 
sales  office  to  new  quarters  at  42  E.  52nd 

St.,  N.  Y.  22.  Telephone:  Eldorado  5-1127. 

KLOR-TV  Provo,  Utah,  and  KTTV  (TV) 
Los  Angeles  have  received  videotape  re- 

corders from  Ampex  Corp.  Designated  VR- 
1000,  black  and  white  system  is  easily  con- 

vertible to  color. 
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CELLER  HITS  SPORTS  BILL  LOBBY 

•  Goes  over  to  Senate  to  oppose  blanket  antitrust  exemption 

•  Favors  own  bill  for  'reasonably  necessary'  protection 

A  powerful  lobby  operated  by  organized 
sports  promoters  is  trying  to  force  through 
Congress  an  antitrust  bill  that  would  permit 
uncontrolled  broadcast  blackouts,  according 

to  Emanuel  Celler  (D-N.  Y. ),  chairman  of 
the  House  Judiciary  Committee. 

Rep.  Celler's  charges  featured  a  week  of 
hearings  before  the  Senate  Judiciary  Sub- 

committee in  which  two  other  Congressmen 
advocated  a  law  exempting  commercial 

sports  promoters  from  antitrust  restrictions. 
Following  his  appearance  on  the  stand. 

Rep.  Celler  told  newsmen.  "This  lobbying 
entourage  has  invested  every  nook  and 
cranny  of  Congress  and  Paul  Porter  has 

been  the  generalissimo."  Mr.  Porter,  mem- 
ber of  the  Washington  law  firm  of  Arnold, 

Fortas  &  Porter,  has  represented  major 

leagues  in  the  legislative  hearings.  He  has 
also  represented  International  Telemeter 

Corp.'s  interests  in  the  field  of  wired  tv. 

The  broadcasting  industry's 
side  of  the  story  will  be  given 
tomorrow  (July  29)  by  NAB 
President  Harold  E.  Fellows 

and  Vincent  T.  Wasilewski, 

government  relations  man- 
ager. The  fourth  and  final 

week  of  hearings  will  include 

witnesses  for  professional  bas- 
ketball, hockey  and  harness 

racing.  Leo  DeOrsey,  who 

recently  resigned  as  a  director 
of  the  Washington  baseball 
club,  also  will  testify  July  29. 

The  bill  replaced  the  origi- 
nal  Celler   bill,    which  the 

House  Judiciary  Committee 

had  approved  after  extensive  hearings.  The 
original  bill  provided  antitrust  exemption  for 

sports  if  "reasonably  necessary." 
"I  have  never  known  a  greater  lobby  than 

organized  sports  staged  when  the  House  bill 

was  passed,"  Rep.  Celler  said,  charging  that 
members  of  the  House  were  "waylaid"  by 
sports  lobbyists  the  day  before  the  House 

acted.  "They  came  on  Washington  like  lo- 
cust," he  said.  "Some  day  Congress  may 

probe  this  huge  lobby — and  I've  seen  many 
lobbies.  I  say  this  with  a  considerable  degree 

of  heat." 
Rep.  C;ller  said  that  contradictory  Su- 

preme Court  decisions  raised  the  need  for 

legislation.  The  House-passed  bill,  however, 

"repudiates  the  antitrust  policies  that  have 
been  the  cornerstone  of  our  federal  inter- 

state commerce  legislation,"  he  claimed, 
calling  it  "a  novel  approach  to  the  discharge 

of  Congress'  responsibility." 
He  added,  "These  bills,  in  complete  dis- 

regard of  our  custom  and  experience,  would 
vest  unfettered  control  over  the  interstate 

business  of  professional  team  sports  exhibi- 
tions in  the  hands  of  a  small  number  of 

private  club  owners.  Unlike  any  other  busi- 
ness in  the  United  States,  the  club  owners 

would  not  be  responsible  to  any  kind  of 

governmental   authority   for   the  essential 

am 

CONGRESSMAN  CELLER 

parts  of  their  business  operations." 
"A  lot  of  hogwash,"  Rep.  Celler  said  in 

commenting  on  claims  that  the  original 

House  bill,  with  its  "reasonably  necessary" 
clause,  would  bring  a  flood  of  antitrust  suits. 
He  said  this  is  the  usual  spectre  raised  by 
businessmen  when  antitrust  amendments  are 
considered. 

"The  real  reason  behind  the  House-passed 
bill,"  he  said,  "is  that  they  [club  owners] 
want  to  be  free  to  continue  to  be  unreason- 

able in  the  way  they  manage  baseball's  busi- 
ness," he  said,  adding,  "Make  no  mistake — 

baseball  is  big  business." Censorship  and  blacklisting  tactics  would 

be  open  to  sports  promoters  under  the  bill, 

Rep.  Celler  said.  "Sports  commissioners 
could  blacklist,  boycott  and  censor  sports 
announcers  and  commentators  on  tv  and 

radio  broadcasts  and  newscasts,"  Rep.  Celler 
charged.  He  cited  language  in  the  National 

Football  League  constitution 
and  bylaws  giving  the  league 
commissioner  veto  power 
over  all  contracts  affecting 

game  broadcasts  as  well  as 

persons  who  do  any  show  in- 
side the  park.  The  language 

also  specifies,  "Any  broad- caster may  be  removed  by  the 
commissioner  for  conduct 

considered  by  the  commis- 
sioner as  detrimental  to  the 

National  Football  League  or 

professional  football." 
Rep.  Celler  continued,  "Al- most the  entire  United  States 

could  be  blacked  out  from 

telecasts  of  major  league  baseball  games, 
whether  or  not  the  blackout  is  needed  to 

protect  minor  league  territories.  In  addition, 
the  major  leagues  could  black  out  United 
States  free  television  in  order  that  they 

could  charge  for  games  on  pay-tv. 
"Under  the  75-mile  rule  sought  by  or- 

ganized baseball,  approximately  two-thirds 
of  the  United  States  and  almost  90%  of  the 

U.  S.  population  could  be  blacked  out  from 

tv  broadcasts  of  major  league  games." 
He  warned  that  "money-hungry"  baseball 

proposes  to  black  out  major  league  games 

even  if  the  affected  minor  league  is  not  ac- 
tually playing  a  game.  He  explained  it  this 

way:  "Under  the  'day  and  date'  rule,  major 
league  games  would  be  blacked  out  in  the 
afternoon  even  though  the  minor  league 

team  was  not  going  to  play  until  night.  Clear- 
ly it  is  unreasonable  to  deprive  the  public 

of  the  right  to  see  a  broadcast  of  major 

league  games  to  this  extent." Rep.  Celler  quoted  a  statement  by  Ford 

Frick,  baseball  commissioner,  that  the  ma- 

jors need  broadcast  revenues  to  stay  in  busi- 

ness. "That  let  the  cat  out  of  the  bag,"  he 
said,  urging  amendment  of  the  bill  to  elimi- 

nate the  right  to  control  broadcasting. 

Bert  Bell,  National  Football  League  com- 
missioner, advocated  passage  of  the  blanket 
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GOVERNMENT  continued 

SPORTS  'BLANK-CHECK'  PROTESTED 

A  "blank-check  law"  freeing  organized 
baseball  from  antitrust  controls  would 

further  restrict  broadcasting  of  major 

league  games,  judging  by  station  com- 
ments filed  with  the  Senate  antitrust  sub- 

committee. Hearings  on  legislation  (HR 
10378  and  S  4070)  will  be  resumed  July 
29. 

While  the  broadcasting  industry  has 
shown  little  interest  in  a  bill  that  would 

give  promoters  of  four  commercial 
sports  absolute  powers  over  broadcast 
service,  the  trickle  of  station  letters  and 

telegrams  indicates  industry  opposition 
to  the  proposal. 

In  a  letter  to  subcommittee  members, 

Lawrence  H.  Rogers  II,  WSAZ-AM-TV 
Huntington,  W.  Va.,  described  the  bill 

as  "discriminatory  legislation  in  favor 

of  athletic  team  owners"  and  "clearly 
contrary  to  the  interest  of  the  vast 
majority  of  the  public  whom  we,  as 

broadcasters,  are  licensed  to  serve." 

Mr.  Rogers  said  it  is  "inconceivable 
to  me  that  the  public  interest  can  be 

served  by  blanket  authorization  of 

restrictive  agreements  limiting  radio  and 

exemption  but  on  subcommittee  questioning 

agreed  to  accept  the  Celler  bill  although  in 

his  opinion  it  posed  a  problem  of  litigation. 

The  league  enjoys  federal  court  sanction  in 

imposing  a  75-mile  tv  blackout  around 

games  while  the  home  team  is  playing. 

Mr.  Bell  said  the  league,  "to  assure  main- 

tenance of  high  ethical  standards,"  requires 

the  commissioner  "to  pass  upon  those  who 

sponsor  the  broadcasts  and  telecasts  of  our 

games  and  to  select,  from  among  a  panel  of 
names  submitted  to  him,  the  persons  who 

broadcast  the  games."  He  said  he  would  "be 

glad  to  have  the  federal  court  decision" 
governing  football  broadcasts  written  into 

the  legislation. 

Sen.  William  Langer  (R-N.  D.)  an- 

nounced he  will  offer  an  anti-pay  tv  amend- 
ment to  the  legislation. 

Rep.  John  W.  Byrnes  (R-Wis.),  made  a 

plea  for  quick  passage  of  the  legislation,  ex- 
plaining it  was  needed  to  preserve  football 

in  Green  Bay,  Wis.,  where  the  Packers  team 

is  owned  by  a  nonprofit  corporation.  He 

explained  the  draft  and  reserve  clause  must 
be  freed  of  antitrust  restraints  if  this  city 

of  60,000  is  to  compete  on  an  equal  basis 

with  large  metropolitan  areas. 

Questioned  by  Chairman  Kefauver,  Rep. 

Byrnes  said  he  would  "rather  have  the 
Celler  bill"  than  no  legislation.  However,  he 

preferred  the  House-passed  bill  to  the  "rea- 

sonably necessary"  provision  of  the  Celler bill. 

Rep.  William  E.  Miller  (R-N.  Y.),  a 
sponsor  of  the  House  bill  and  member  of 
the  House  Judiciary  subcommittee  that  held 
hearings  on  the  legislation,  contended  the 
House  subcommittee  had  not  thoroughly 
considered  the  radio  and  tv  clause. 

"I'm  not  wedded  to  that  [broadcast]  sec- 

television  broadcasting  of  sporting 

events." 

Broadcaster  cooperation  with  minor 
league  teams  was  typified  by  Mr.  Rogers. 

He  wrote  Sen.  Langer,  "Our  company 
works  in  the  most  harmonious  and 

cordial  relationship  with  the  Charleston 
American  Assn.  baseball  club  in  our 

presentation  of  major  league  telecasts. 

"Indeed  we  have  gone  so  far,  at 
tremendous  expense,  to  televise  five 

Charleston  Senators'  games  this  year,  in- 
terspersed with  our  major  league 

schedule,  in  order  to  be  certain  that  the 

latter  would  not  damage  Charleston 

Senators'  attendance.  It  is  a  matter  of 
record  that  we  have  avoided  wherever 

possible  conflicts  between  nationally 
broadcast  and  televised  events  and  the 

local  minor  league  team." 
James  A.  Noe,  head  of  the  Noe  sta- 

tion group  (KNOE-AM-TV  Monroe,  La., 
WNOE  New  Orleans),  wrote  Sen. 

Langer  he  felt  the  proposed  law  "would 
be  to  the  detriment  of  the  majority  and 
the  masses  of  the  American  people  in 

that  it  would  give  professional  sports  the 

legal  right  to  restrict  the  televising  and 

tion,"  he  said,  explaining  the  House  group 
felt  baseball  was  at  a  disadvantage  because 
football  had  the  protection  of  the  federal 

court  decision.  He  favored  the  old  "ID" 
baseball  broadcast  rule  which  the  Dept.  of 

Justice  forced  the  majors  to  abandon,  doubt- 
ing if  antitrust  freedom  for  baseball  would 

bring  severe  broadcast  blackouts  and  agree- 
ing that  people  in  hospitals  and  elderly  peo- 
ple should  have  the  chance  to  see  baseball 

on  tv. 

Rep.  Miller  described  the  Celler  bill  as 

"an  invitation  to  law  suits"  and  feared  teams 

THE  RADIO-TV  GATE 

Why  all  the  Capitol  Hill  fuss  about 
broadcast  rights? 

Major  league  baseball  teams  took 
in  $7.3  million  in  1956,  latest  year 
for  which  figures  are  available,  from 

the  sale  of  radio  and  television  broad- 

cast rights.  This  is  one-sixth  of  the 
total  major  league  income. 

In  1956  the  American  League  had 
total  income  of  $22. 1  million  of  which 
$3.8  million  came  from  broadcast 

rights.  The  National  League  had  a  to- 
tal income  of  $20.7  million,  of  which 

$3  million  came  from  broadcast  rights. 
Radio-tv  income  for  the  leagues  was 
divulged  for  the  first  time  at  the 

prodding  of  the  House  Antitrust  Sub- 
committee [Program  Services,  June 

24.  1957]. 

The  National  Football  League  took 
in  $12.4  million  in  1956,  of  which 
$1.7  came  from  sale  of  broadcast 

rights,  the  subcommittee  revealed 
[Program  Services,  July  29,  1957]. 

radio  broadcasting  of  major  sports  .  .  . 

that  the  vast  majority  of  the  American 
people  could  not  possibly  enjoy  any 

other  way  than  through  television  and 

radio."  He  urged  deletion  of  the  broad- 
cast section  of  the  bill  "in  order  to  make 

sure  that  the  masses  of  people  in  the 
United  States  of  America  will  not  be 
denied  their  rights  to  see  and  hear  major 

league  sports  on  television  and  radio." 
Frank  H.  Corbett,  of  WGAP  Mary- 

ville,  Tenn.,  wrote  the  subcommittee  that 
radio  and  tv  broadcasts  of  major  league 

games  are  blacked  out  in  Eastern  Ten- 
nessee and  adjoining  areas  when  the 

Knoxville  Smokies  play  at  home.  He 
said  vast  audiences  over  a  wide  area  are 

deprived  of  major  league  baseball  on 

weekends  whereas  only  small  crowds  at- 
tend the  Smokies  games  despite  the 

blacking  out  of  major  league  games. 

John  P.  Hart,  WBIR-AM-TV  Knox- 

ville, Tenn.,  protested  the  broadcast  pro- 
vision of  the  bill  on  behalf  of  Tennessee 

Assn.  of  Broadcasters.  The  Knoxville 

stations  were  victims  of  broadcast  black- 
outs June  8  and  22,  July  6  and  13,  with 

a  third  July  blackout  scheduled  July  27. 

would  have  to  defend  their  rights  "in  87 

federal  courts." Paul  Rand  Dixon,  subcommittee  counsel 

and  staff  director,  explained  the  Celler  bill 
would  reduce  antitrust  incidents  from  a 

per  se  basis  to  the  rule  of  reason. 
Representatives  of  professional  football 

players  conceded  the  club  owners  need 

some  antitrust  relief  in  their  business  opera- 
tions but  opposed  the  blanket  exemption  as 

provided  by  the  House.  Creighton  Miller, 
attorney  for  the  National  Football  League 

Players  Assn.,  favored  the  original  Celler 

bill,  with  its  "reasonably  necessary"  exemp- 
tion, leaving  players  recourse  to  the  courts. 

He  explained  the  House-passed  bill  "in 
effect  repudiates  the  antitrust  laws." 

Mr.  Miller  suggested  it  would  not  be  in 

the  public  interest  "to  permit  the  owners  to black  out  the  entire  nation  from  telecasts 

or  to  prevent  new  franchises  in  cities  that 

want  to  become  a  part  of  professional  foot- 
ball." He  recalled  the  difficulty  players  ex- 

perienced in  getting  league  recognition  of 
their  organization.  Bill  H.  Howton,  Green 

Bay  Packers,  president  of  the  players'  group, 
opposed  a  blanket  antitrust  exemption  for 

the  clubs,  asking  protection  from  blacklist- 
ing and  other  management  techniques. 

Sen.  Joseph  C.  O'Mahoney  (D-Wyo.), 
again  called  on  baseball  and  football  clubs  to 
write  out  specific  antitrust  exemptions  they 

desire.  These,  he  said,  could  be  incorporated 
in  a  federal  charter  for  professional  sports. 

The  Senate  subcommittee  indicated  at  the 

weekend  it  hoped  to  wind  up  testimony  this 

week.  C.  S.  Campbell,  president  of  the  Na- 
tional Hockey  League,  is  slated  to  testify 

July  30  along  with  Joseph  A.  Neville,  gen- 
eral counsel,  U.  S.  Trotting  Assn.  Maurice 

Podeloff,  president  of  National  Basketball 
Assn.,  is  scheduled  July  31. 
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GOVERNMENT CONTINUED 

Rosenman  Appearance 

Winds  Up  BMI  Inquiry 

Charges  that  the  broadcasting  industry 
has  conspired  with  BMI  to  discriminate 

against  ASCAP  music  are  both  "prepos- 
terous and  wholly  unproved,"  BMI  counsel 

Samuel  I.  Rosenman  told  the  Senate  Com- 

merce Committee's  Communications  Sub- 
committee last  week. 

Mr.  Rosenman  was  the  final  witness  in 

lengthy  hearings  on  a  bill  (S  2834)  intro- 
duced by  Sen.  George  Smathers  (D-Fla.) 

designed  to  force  broadcasters  to  relinquish 
their  ownership  in  BMI.  Pointing  out  that 

he  was  supposed  to  speak  in  surrebuttal  of 

rebuttal  testimony  of  John  Schulman  [Gov- 
ernment, July  21],  Judge  Rosenman  said 

it  was  impossible  to  do  so  because  pro- 
ponents of  the  measure  did  not  attempt  to 

refute  prior  testimony. 

He  said  there  had  been  no  rebuttal  sub- 
mitted to  the  statements  of  broadcasters, 

performing  artists,  disc  jockeys,  record  com- 
panies, publishers,  composers  and  others 

that  no  discrimination  existed.  "The  so- 
called  rebuttal  of  the  proponents  consisted 
of  nothing  more  than  a  repetition  of  charges 

that  had  already  been  made  and  affirma- 

tively disproved,"  Judge  Rosenman  main- tained. 

As  an  example  of  one  of  the  few  pieces 
of  new  material,  he  cited  the  introduction 
into  the  record  by  Mr.  Schulman  of  trade 

paper  articles  showing  that  NBC  and  CBS 

are  attacking  "Top  40"  programming  of 
independents  [Lead  Story,  July  7],  the 

greatest  users  of  BMI  music.  "It's  an  odd 
proof  of  conspiracy,"  Judge  Rosenman 
said,  "to  demonstrate  that  two  of  the  prin- 

cipal alleged  conspirators  were  trying  to 
deter  the  use  of  the  music  they  were 

charged  with  favoring." 
He  linked  proponents  of  the  anti-BMI 

measure  with  plaintiffs  in  a  private  $150 
million  suit  against  BMI  and  broadcasters. 
Backers  of  the  Smathers  bill  are  engaged 

in  a  "persecution  of  BMI"  to  aid  the  law 
suit,  he  said,  and  have  abused  the  time  of 

the  Senate. 

Judge  Rosenman  reviewed  pages  of  statis- 
tics already  a  part  of  the  record  which  he 

said  "-demonstrated  that  ASCAP  music  re- 
ceives the  overwhelming  proportion  of 

broadcasting  performances  and  that  stations 

owning  stock  in  BMI  play  a  lower  per- 

centage of  music  licensed  by  BMI  than  in- 

dependent stations.  .  .  ."  The  same  is  true 
of  recording  companies,  he  said. 

He  asked  how  and  when  the  3,000  sta- 
tions licensed  since  BMI  was  formed  had 

joined  the  alleged  conspiracy.  He  noted 

that  "tens  of  thousands  of  persons  are  en- 

gaged in  selecting  music  for  broadcast  pro- 

grams .  .  ."  and  that  proponents  of  the  bill 
had  not  produced  a  single,  specific  instance 

of  discrimination,  "dramatic  proof  of  the 

absence  of  [a]  conspiracy." 
The  Schulman  testimony  "seems  to  be 

a  complete  ignoring"  of  the  facts  offered 
by  opponents  of  the  legislation,  Judge 

Rosenman  stated.  To  charges  that  BMI's 
system  of  payment  is  designed  to  get  sta- 

tions to  play  more  BMI  songs,  he  said  Mr. 

Schulman's  testimony  contained  13  pages 
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Highest  power,  greatest  penetration. 

Lowest  cost  per  thousand  of  any  station  in  market. 

Most  extensive  merchandising  support. 

Best  record  of  growth  in  area — Both  ratings  and  circulation. 

•$£  Pulse  Wilkes-Barre  —  Hazleton  Metropolitan  Area  —  November  1957. 

Wilkes-Barre,  Pennsylvania.  Call  Avery-Knodel  for  details 

e  only  A.B.N.  Affiliate  in  Northeastern  Pennsylvania. 
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Who,  what  and  how 

are  very  important 

Many  constructive  observations  on  the  broadcasting 

business  have  come  out  of  state  association  meet- 

ings across  the  country. 

They  reflect  the  deep  sense  of  responsibility  which 

station  owners  attach  to  their  jobs.  No  private  en- 

terprise has  a  greater  opportunity  for  public  service, 

or  faces  more  perplexing  problems. 

Knowing  what  to  do,  who  will  do  it,  and  how  it  will 

be  done  is  a  course  that  every  management  must 

chart. 

As  we  maintain  contacts  with  the  industry,  we  also, 

plan  our  contribution.  Creating  the  best  possible 

ownership  arrangement  when  a  property  comes  on 

the  market  is  an  assignment  to  be  handled  with 

every  consideration  for  the  interests  of  seller,  buyer, 

employes  and  the  community. 

ALLEN  KANDER  AND  COMPANY 

Negotiators  for  the  Purchase  and  Sale 

of  Radio  and  Television  Stations 

WASHINGTON 

NEW  YORK 

CHICAGO 

DENVER 

1625  Eye  Street  N.W. 

60  East  42nd  Street 

35  East  Wacker  Drive 

1700  Broadway 

NAtional  8-1990 

MUrray  Hill  7-4242 

RAndolph  6-6760 

AComa  2-3623 

GOVERNMENT CONTINUED 

dealing  with  rebates  but  not  a  word  of 

rebuttal  of  opponents'  testimony. 

The  whole  idea  of  a  conspiracy  is  "pre- 

posterous by  its  very  nature"  and  is  based 
on  "old,  medieval"  resolutions  of  the  NAB 
and  on  statements  made  15-18  years  ago 
when  BMI  was  struggling  for  existence,  the 

BMI  spokesman  said.  "Never  in  my  ex- 
perience have  I  seen  such  sweeping  charges 

made  against  so  many  people  with  such 

flimsy  evidence,"  the  judge  emphasized.  The 
"whole  list  of  trivial  evidence  proves 

nothing"  and  has  failed  to  show  a  natural 
incentive  for  broadcasters  to  favor  BMI, 
he  said. 

"They  [proponents]  have  made  the  most 
slanderous  kind  of  charges  against  a  whole 

industry  .  .  .  and  they  have  failed  to 
substantiate  these  charges  with  the  slightest 

shred  of  evidence,"  Judge  Rosenman  told 
the  only  senator  present.  Sen.  John  Pastore 
(D-R.  I.). 

In  direct  contrast  to  Mr.  Schulman's 
testimony  two  weeks  ago,  Sen.  Pastore 

rarely  interrupted  Judge  Rosenman.  The 
senator  said  the  record  would  be  sent  to 

the  FCC  and  Justice  Dept.  for  comments 

before  the  bill  is  taken  up  by  the  full  Com- 
merce Committee.  This,  alone,  would  kill 

any  chance  for  its  consideration  during  the 
current  session,  he  said. 

Stock  Sales,  Purchases  Reported 

For  Radio-Tv  Firms'  Principals 

Stock  transactions  by  officers  and  direc- 
tors of  companies  in  the  radio-tv  and  allied 

fields,  as  reported  last  week  by  the  Secu- 
rities &  Exchange  Commission,  were  as 

follows  (common  stock  unless  indicated 
otherwise): 

C  &  C  Tv  Corp. — William  Zeckendorf 
(in  May)  sold  43,100  shares,  still  retains 

19,100. 
CBS  Inc. — Goddard  Lieberson  (in  July 

1957)  purchased  200  shares,  holds  total 
of  200. 

Allen  B.  DuMont  Labs  Inc. — George  G. 
McConeghy  (in  April)  sold  the  200  shares 
he  owned. 

Loew's  Inc. — Stryker  &  Brown  purchased 
200  shares,  giving  it  144,235  total;  Francis 
W.  Hatch  purchased  200  shares,  raising 

total  owned  to  300;  Joseph  Tomlinson  sold 
26,900  shares,  leaving  him  with  133,100. 

National  Telefilm  Assoc. — Peter  Colefax 

(in  May)  bought  400  shares,  raising  the  total 
he  owns  to  7,000. 
RCA — Frank  Folsom  (in  May)  sold  the 

$70,000  he  held  in  RCA  3Vi%  convertible 
debentures. 

Trav-ler  Radio  Corp. — D.  F.  J.  Shea  (in 

May)  purchased  300  shares,  giving  him 
300  totaL 

FTC  Cracks  Down  on  Slimming  Ads 

Drug  Research  Corp.,  New  York,  and  its 

agency,  Kastor,  Farrell,  Chesley  &  Clifford 
Inc.,  have  been  charged  by  the  Federal 
Trade  Commission  with  misrepresenting 

Regimen  tablets  over  radio-tv.  The  adver- 
tising, the  complaints  allege,  creates  the 

false  impression  that  the  product's  users will  lose  a  certain  number  of  pounds  in  a 

given  period  and  are  safe  to  use. 
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Of  cource,  well  cover 

the  f  i  wt  trip  to  the  moon  J 

Representatives: WTRY 
John  Blair  &  Co. 

WAVZ 
National:  Hollingbery  Co. 
New  England:  Kettell-Corter 

ALBANY,  SCHENECTADY,  TROY,  NEW  YORK 

NEW  HAVEN,  CONN. 

Daniel  W.  Kops,  President   •    Richard  J.  Monahan,  Vice  President  and  National  Advertising  Manager 
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It's  this  easy 
to  get  programs  and  sponsors  together,  anytime 

When  television  programs  and  commercials  are  recorded  on  Videotape*,  they  can  be  scheduled  to  run  in 
almost  any  combination  and  at  any  time.  Stations  can  dovetail  schedules  for  local,  network  and  special 

events  quickly  and  easily.  "Live"  spots  can  be  run  at  any  availability.  And  both  can  be  timed  to  reach 
pre  selected  audiences. 

And  with  Videotape,  stations  can  plan  more  "focal  live"  programs. ..  increase  the  number  of  "local  live" 
commercials . . .  build  up  station  income. 

But  this  is  just  part  of  the  story.  Let  us  tell  you  how  completely  the  Ampex  VR-1000  Videotape  Recorder  is 
changing  the  face  of  television.  Write  today. 

i      ■  ■  ■  '  '     ■ .  "■' 
CONVERTS  TO  COLOR  ANYTIME  •  LIVE  QUALITY  •  IMMEDIATE  PLAYBACK  •  PRACTICAL  EDITING  •  TAPES  INTERCHANGEABLE  •  TAPES  ERASABLE.  REUSABLE  •  LOWEST  OVERALL  COST 

850    CHARTER    STREET,    REDWOOD    CITY,  CALIFORNIA Ampex 

Offices  in  Principal  Cities CORPORATION 

professional 
products  division 

*TM~AMP£X  CORP. 
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GOVERNMENT  continued 

SENATE  ORDERS  SPECTRUM  STUDY 

The  Senate  last  Monday  (July  21)  passed 

unanimously  and  without  debate,  a  resolu- 

tion setting  up  a  special  five-man  commis- 

sion to  investigate  the  government's  use  of 
its  assigned  radio  spectrum  space. 

On  the  other  side  of  the  Capitol,  efforts 
on  behalf  of  a  similar  measure  in  the  House 

were  intensified,  with  action  expected  be- 
fore Congress  adjourns. 

Sen.  Charles  E.  Potter's  (R-Mich.)  resolu- 
tion (SJ  Res  106)  was  approved  just  one 

working  day  after  it  was  reported  to  the 
Senate  floor,  the  minimum  required  by  law. 
Principal  provisions  of  the  measure: 

•  Establishment  of  a  five-man  commis- 
sion with  two  members  to  be  appointed  by 

the  President,  one  each  by  the  vice  presi- 
dent (as  president  of  the  Senate),  speaker  of 

the  House  and  chairman  of  the  FCC. 

•  Members  may  not  be  employes  of  the 

federal  government  and  must  be,  "by  reason 
of  training  or  experience,"  experts  in  the field  of  communications. 

•  "It  shall  be  the  duty  of  the  commission 
to  conduct  a  thorough  and  comprehensive 

study  of  the  radio  and  television  frequen- 
cies allocated  to  the  various  agencies  and 

instrumentalities  of  the  federal  government 
with  a  view  to  determining  (1)  whether  such 
frequencies  are  being  efficiently  utilized  to 
the  maximum  degree  possible,  (2)  whether 

any  (and  if  so,  how  much)  of  such  frequen- 
cies may,  without  jeopardizing  the  public 

interest,  be  relinquished  to  the  Federal  Com- 
munications Commission  for  allocation  to 

nongovernmental  purposes  and  (3)  what  are 
the  likely  future  requirements  of  the  various 
agencies  and  instrumentalities  of  the  federal 

government  for  radio  and  television  fre- 

quencies." •  The  commission  will  report  back  to 
the  President  and  Congress  within  six 
months.  (Although  the  Senate  recognized 
more  time  might  be  needed  to  complete 

the  report,  it  stated:  "The  urgency  and  com- 
pelling nature  of  the  spectrum  problems  re- 

quires the  tight  schedule  now  provided  for 

the  filing  of  this  report"). 
•  Appropriation  of  such  sums  as  may 

be  necessary  to  carry  out  the  provisions  of 

this  joint  resolution." 
Sen.  Potter  said  Thursday,  "If  the  com- 

panion resolution  wins  House  passage,  and 
I  am  confident  that  it  will,  we  can  look 

forward  to  pulling  the  whole  story  out  from 

under  its  present  wraps.  It's  entirely  possible 
that  we  may  find  some  of  these  government 
frequencies  could  be  relinquished  to  the  FCC 

for  non-governmental  use  without  jeopard- 

izing the  public  interest." 
At  the  time  he  introduced  his  resolution, 

Sen.  Potter  said  that  he  had  been  "frus- 

trated" for  over  a  year  in  trying  to  find 
out  how  the  government  uses  its  assigned 
frequency  space  [Government,  June  24]. 

The  FCC  has  no  voice  in  what  frequency 
space  is  assigned  to  the  military  or  how  it  is 

to  be  used.  The  President,  upon  recom- 
mendations made  by  the  Office  of  Civil 

&  Defense  Mobilization,  assigns  government 
space,  which  always  has  been  classified. 

Sen.  Warren  Magnuson  (D-Wash.),  chair- 
man of  the  Senate  Commerce  Committee, 

told  the  Senate  last  Monday  that  approxi- 
mately one-third  of  the  vhf  space  is  assigned 

to  the  military.  "The  committee  has  been 
unable  to  find  out  exactly  what  that  one- 

third  is  being  used  for,"  he  said.  "We  would 
like  to  know  whether  these  frequencies  are 
actually  being  used  by  the  military.  If  not, 
they  should  be  released  for  commercial 
use,  for  the  benefit  of  users  of  television  in 
various  parts  of  the  country,  many  of  whom 

do  not  now  have  adequate  television  pro- 

gramming ..."  because  of  the  shortage  of 
vhf  space.  Sen.  Magnuson  earlier  had  served 
notice  on  the  military  to  consider  the 

possibility  of  giving  up  vhf  channels  for 
public  use  [Government,  July  7]. 
OCDM  and  Defense  have  opposed  the 

proposed  study  on  the  grounds  it  is  not 
needed  and  would  duplicate  a  1956  study 

(conducted  principally  by  the  military  and 
never  made  public).  Also,  they  said,  if  such 
a  study  is  undertaken,  it  should  be  expanded 

to  include  the  entire  spectrum,  non-military 
users  as  well  as  military. 

Sen.  Potter  said  that  "a  number  of  dis- 

cussions" on  the  possibility  of  expanding 
the  study  have  been  held,  but  that  he  has  not 
yet  decided  whether  this  would  be  feasible. 

Rep.  William  Bray  (R-Ind.),  author  of  the 
House  resolution  (HJ  Res  381)  indicated 
that  he  would  be  opposed  to  such  a  move. 

Individual  members  of  the  FCC  have 

indicated  that  they  favor  the  proposed  mili- 
tary study.  In  fact,  the  resolution  was 

amended  to  specify  five  instead  of  three 

special  commission  members  at  the  sug- 
gestion of  Comr.  Robert  T.  Bartley. 

In  reporting  the  Potter  resolution  to  the 

full  Senate  July  18,  the  Commerce  Com- 
mittee noted  that  FCC  and  OCDM  have 

recently  instituted  a  joint  long-range  study 
designed  to  secure  a  more  effective  and 

efficient  use  of  spectrum  space.  "While  we 
are  hopeful  that  this  joint  agency  study  will 
prove  fruitful  and  achieve  tangible  results,  it 
appears  .  .  .  that  there  are  areas  in  which 

congressional  action  may  be  helpful,"  the 
committee  stated.  "In  any  event,  such  joint 
agency  study  should  not  be  deterred  by  this 

legislation. 
The  committee  also  quoted  from  a  re- 

port, not  yet  made  public,  prepared  by  its 

special  ad  hoc  committee  headed  by  Ed- 
ward L.  Bowles  of  Massachusetts  Institute 

of  Technology.  With  respect  to  allocations, 
the  Bowles  report  stated: 

"There  is  no  high-level  agency  within 
the  government  to  resolve  conflicts  arising 
among  governmental  interests,  much  less 
those  arising  between  governmental  and 

non-governmental  interests.  Government 
policy  and  administrative  development 

have  not  kept  pace  with  technical  and  in- 
dustrial development  in  communications. 

.  .  .  There  is  thus  an  imperative  need  for  a 
critical  study  of  the  radio  spectrum  in  terms 
of  governmental  and  nongovernmental 

needs." 

The  Potter  resolution  now  has  been  re- 
ferred to  the  House  Commerce  Committee, 

which  also  has  pending  the  Bray  resolu- 
tion. Since  the  Senate  action,  Rep.  Bray  has 

greatly  intensified  efforts  to  get  an  airing 

Videotaped 

Vehi 

Doug  Elleson ,  Program  Manager 
KRON-TV,  San  Francisco 

"We  taped  a  whole  series  of 
Rambler  spots  at  one  time  for 
local  Nash  dealers.  Accurately 

timed,  error-free,  easily  scheduled 

commercials,  with  a  'live'  look  at less  than  live  cost,  impressed 

both  client  and  agency." 

"  Am
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GOVERNMENT  continued 

of  the  two  measures.  Several  members  of 

the  House  committee  have  written  Rep. 

Bray  that  they  are  favorable  to  his  legisla- 
tion and  have  brought  the  matter  up  with 

committee  Chairman  Oren  Harris  (D-Ark.) 
Rep.  Bray  said  Rep.  Harris  has  indicated 

the  proposals  will  be  considered  at  the  earli- 
est possible  date.  Principal  drawback  has 

been  the  tremendous  backlog  of  legislation 

facing  the  committee  because  of  the  time- 
consuming  investigations  of  its  Legislative 
Oversight  Subcommittee,  also  headed  by 
Rep.  Harris. 

AMST  Assails  ABC  Plan 

To  Drop  in  More  Vhfs 

The  Assn.  of  Maximum  Service  Telecast- 
ers  last  week  lashed  out  at  the  ABC  alloca- 

tion plan — and  urged  the  FCC  to  turn  down 
the  network  petition. 

The  AMST  comment  was  one  of  only 

seven  filed  on  the  the  ABC  plan.  Four  edu- 
cational organizations  also  opposed  the  ABC 

proposals,  while  two  radio  stations  filed  in 

favor  of  segments  of  the  network  recom- 
mendation. 

Gist  of  the  AMST  opposition  was  that 

the  ABC  plan  envisaged  vhf  drop-ins  at  less 
than  existing  minimum  mileage  separations. 

This,  AMST  said,  "gravely  threatens  the 

American  public's  existing  high  quality  tech- 
nical service.  Minimum  mileage  separations 

are  the  foundation  of  the  existing  allocations 
structure  and  afford  the  only  safeguard  for 

present  high  quality  technical  service." 
The  ABC  plan  also  proposed  the  use  of 

COMING  SOON 

FROM 

MELODY  LAND.. 

SESAC  TRANSCRIBED  LIBRARY 

directional  antennas  and  precision  offset  to 
shoehorn  extra  vhf  channels  into  14  exist- 

ing two-vhf  cities  [Government,  June  9]. 
Such  a  move,  ABC  said,  would  give  it 
parity  with  CBS  and  NBC  in  the  top 
markets. 

This,  AMST  charged,  is  "tinkering  on  a 
massive  scale."  The  tv  group,  representing 
120  top  outlets,  said  that  the  ABC  proposal 

for  "jammed-in,  directionalized  vhf  stations" 
would  hinder  rather  than  help  in  the 
establishment  of  an  efficient  nationwide  tv 

service.  Rural  areas  and  sparsely  settled 
regions  would  be  most  severely  affected, 
AMST  said. 

And,  AMST  added,  the  ABC  plan  would 

just  "proliferate"  further  requests  for  sub- 
standard separations,  resulting  in  still  further 

proposals  for  "degraded"  tv  service. 
Mileage  separations  would  be  reduced  in 

some  cases,  AMST  said,  to  as  little  as  130 

miles  for  co-channel  stations.  Most  of  the 
shortages,  AMST  reckoned,  ran  between 

25  and  40  miles.  Current  rules  require  co- 
channel  separations  of  170  miles  in  Zone 
1,  190  miles  in  Zone  II  and  220  miles  in 
Zone  III. 

Even  the  effectiveness  of  directional  an- 
tennas is  still  doubtful,  AMST  said. 

Therefore,  no  change  should  be  made  in 
the  present  allocations  standards,  AMST 

said — certainly  not  before  the  report  of  the 
Television  Allocations  Study  Organization. 

TASO  report  is  due  by  the  end  of  this  year. 
Also  opposing  segments  of  the  ABC 

proposal  were  U.  of  Tennessee,  Chicago 
Educational  Tv  Assn.,  Joint  Council  on 
Educational  Tv  and  Knoxville  City  Schools. 

These  related  to  ABC's  suggestion  that  ch. 
2  at  Sneedville,  Tenn.,  be  deleted  and  ch. 

1  1  be  dropped  into  the  Grand  Rapids- 
Kalamazoo,  Mich.,  area. 

Supporting  particular  assignments  pro- 
posed by  ABC  were  WTVK  Knoxville 

Tenn.,  and  WSAY  Rochester,  N.  Y.  ABC 
recommended  allocating  ch.  8  to  Knoxville 
and  ch.  13  to  Rochester. 

Community,  Midwestern  Granted 

Cheboygan,  Toledo  V  Permits 

The  FCC  granted  tv  construction  permits 
last  week  to  the  Community  Broadcasting 
Co.  (ch.  11,  Toledo,  Ohio)  and  Midwestern 
Broadcasting  Co.  (ch.  4,  Cheboygan,  Mich.). 

The  ch.  1 1  grant  to  Community  Broad- 
casting was  accompanied  by  the  denial  of 

competing  applications  of  the  Toledo  Blade 

Co.,  Unity  Corp  Inc.,  Citizens  Broadcast- 
ing Co.,  Maumee  Valley  Broadcasting, 

Great  Lakes  Broadcasting  and  Anthony 

Wayne  Television  Corp.  Community  Broad- 
casting owns  WTOL  Toledo,  and  is  in  turn 

owned  by  Frazier  Reams,  70%,  and  others. 
An  intial  decision  [Government,  March  25, 

1957]  had  favored  Great  Lakes  Broadcast- 
ing for  the  grant.  Comr.  John  Cross  did  not 

participate. 
The  ch.  4  Cheboygan  successful  appli- 

cant is  owned  by  Les  Biederman  and  as- 
sociates, multiple  station  owners  in  five 

northern  Michigan  cities.  In  this  case,  the 
FCC  denied  the  competing  application  of 
Straits  Broadcasting  Co.  An  initial  decision 
[At  Deadline,  June  24,  1957]  also  favored 
Midwestern.  Comr.  Cross  again  abstained; 

Comrs.  Robert  Bartley  and  Frederick  Ford 

dissented.  In  Comr.  Ford's  strongly-worded 
dissent,  in  which  Comr.  Bartley  concurred, 
it  was  charged  that  the  Cheboygan  decision 

rewards  past  performance  and  experience 
at  the  expense  of  such  factors  as  local 

ownership,  integration  of  ownership  and  op- 

eration, civic  activities  and  the  FCC's  policy of  diversification  of  mass  media. 

Daytimers,  Opponents 

Say  It  Again  to  FCC 

Second  round  in  the  fight  of  daytime  sta- 
tions to  persuade  the  FCC  to  extend  their 

hours  of  operation  was  reached  last  week 
when  more  than  125  reply  comments  were 
filed  in  answer  to  statements  filed  with  the 

Commission  last  May  [Government,  May 26]. 

The  filings  were  representative  of  the 

battle  lines  already  established:  Clear  chan- 
nel and  regional  stations  rebutted  pro-day- 
time comments,  and  daytime  stations  coun- 
tered objections  originally  filed  by  clears  and 

regionals. The  reply  comments  complete  the  paper 

pleadings  on  last  year's  FCC  rule-making 
proposal  that  daytime  stations  be  permitted 
to  begin  operating  at  sunrise  or  5  a.m.  and 
continue  until  sunset  or  7  p.m.,  whichever 
results  in  longer  operating  hours.  Present 

rules  limit  daytime  stations  to  local  sunrise- 

sunset  operations.  The  daytime  attack  has 

been  led  by  Daytime  Broadcasters  Assn. 
Opposition  to  the  DBA  proposal  again 

was  filed  by  ABC,  NBC,  CBS,  the  Clear 
Channel  Broadcasting  Service  and  numerous 

multiple  owners  and  Class  I  and  III  stations. 

Daytime  stations,  led  by  DBA,  again  sup- 
ported the  proposed  change  of  rules,  and 

attacked  the  opposition. 
Main  tenor  of  the  opposition  was  that 

daytimers  failed  to  support  their  request 

with  proper  engineering  and  other  data  re- 

quested in  the  Commission's  notice.  Day- 
timers,  led  by  DBA,  charged  that  the  al- 

leged loss  of  service  to  clears  and  regionals 
because  of  skywave  interference  from  longer 

daytime  hours  was  in  error,  since  the  peo- 
ple involved  were  at  great  distances  from 

the  full  time  stations  and  they  were  not  being 

given  local  service  anyway. 

KANN  Purchase  Elicits  Query 

Of  Purchaser's  Qualifications 
Howard  W.  Davis,  who  owns  KMAC  and 

KISS  (FM)  San  Antonio  and  has  applied  to 
buy  KANN  Sinton,  Tex.  for  $64,108,  was 
put  on  notice  last  week  by  the  FCC  that  it 
feels  a  hearing  is  necessary  both  for  the 

proposed  purchase  and  for  renewal  of  li- 
censes for  the  San  Antonio  stations. 

In  McFarland  letters  to  Mr.  Davis  and  to 

KANN,  the  FCC  questioned  Mr.  Davis' 
character  and  financial  qualifications,  point- 

ing to  what  it  felt  was  conflicting  testimony 
by  Mr.  Davis  during  a  1954  hearing  in  a 
contest  between  Mr.  Davis  and  Mission 

Telecasting  Corp.  for  ch.  12  in  San  Antonio. 

The  FCC  added  that  it  "appears"  Mr. 
Davis'  current  liabilities  in  the  KMAC- 
KISS  operation  ($55,750.58)  exceed  his  cur- 

rent assets  ($11,561.26). 
The  Commission  awarded  ch.   12  (now 
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7-COUNTY  PULSE  REPORT 

KALAMAZOO-BATTLE  CREEK  AREA  —  MARCH  1958 

SHARE  OF  AUDIENCE  —  MONDAY-FRIDAY 

WKZO 

Station  "B" Station  "C" |  6  A.M.  -  12  NOON 32 
22 

10 

1  12  NOON -6  P.M. 29 22 
10 

I  6  P.M.  -  12  MIDNIGHT 30 20 
11 

BUT... You  Need  WKZO  Radio 

To  Land  Sales 

In  Kalamazoo -Battle  Creek 

and  Greater  Western  Michigan! 

For  a  sales  pitch  with  a  real  hook,  use  WKZO  —  CBS 
Radio  for  Kalamazoo-Battle  Creek  and  Greater  Western 
Michigan. 

Pulse  figures,  left,  tell  the  story.    WKZO  Radio  gets  45% 

more  morning  listeners  than  the  next  station  ...  31% 

more  afternoon  listeners  .  .  .  50%  more  evening  listeners! 

How  about  it  —  isn't  now  the  time  to  check  WKZO 

availabilities  with  Avery-Knodel? 

*George  Langston  caught  one  this  size  at  Tennessee' s  Dale  Hollow  Dam 
in  April,  1958. 

A    WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
■  WKZO  RADIO  —  KALAMAZOO-BATTIE  CREEK 
■  WJEF  RADIO  —  GRAND  RAPIDS 
■  WJEF-FM  —  GRAND  RAPIDS-KALAMAZOO 
V    KOLN-TV  — LINCOLN,  NEBRASKA 

Associated  with 
f       WMBD  RADIO  —  PEORIA,  ILLINOIS WMBD-TV  —  PEORIA,  ILLINOIS 

WKZO 

CBS  RADIO  FOR  KALAMAZOO-BATTLE  CREEK 
AND  GREATER  WESTERN  MICHIGAN 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 
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GOVERNMENT  continued 

KONO-TV)  to  Mission  Telecasting  Co.  May 
25.  1956.  It  pointed  to  its  statement  at  that 
time  that  Mr.  Davis  not  only  did  not  have 
adequate  financing  for  his  ch.  12  proposal, 

but  in  the  hearing  misrepresented  his  finan- 
cial status,  which  was  disclosed  in  cross- 

examination.  He  never  offered  a  corrected 

balance  sheet,  but  defended  his  initial  repre- 
sentations, which,  FCC  said,  it  believes  to 

be  a  "lack  of  candor." 
The  KANN  sale  application  was  filed  last 

March  [For  the  Record,  April  7]. 

Five  New  Ams  Granted  by  FCC 

The  FCC  last  week  made  the  following 
grants  for  am  construction  permits: 

•  Liberty  Broadcasting  Co.  of  Hinesville, 
Ga.,  to  operate  on  990  kc  with  250  w, 
day. 

•  North  Star  Broadcasting  Co.  of 
Windom,  Minn.,  to  operate  on  1580  kc 
with  250  w,  directional  antenna,  day  only 
and  engineering  conditions. 

•  Tri  City  Broadcasting  Co.  of  Forest 
City,  N.  C,  to  operate  on  1320  kc  with 
500  w,  day. 

•  Radio  Orangeburg  of  Orangeburg, 
S.  C,  to  operate  on  1580  kc  with  1  kw, 
day,  remote  control  permitted,  conditioned 
on  Gus  Browning,  one  of  the  partners, 
servering  all  connection  with  WDIX 
Orangeburg. 

•  Quality  Radio  Inc.  of  Superior,  Wis., 
to  operate  on  1320  kc  with  1  kw,  day. 

For  other  FCC  actions  of  last  week,  see 
For  the  Record,  page  110. 

FCC  Ok's  CBS  Purchase 

In  Philadelphia — But  .  .  . 
The  FCC  gave  its  blessing  last  week  to 

CBS  Inc.'s  $20  million  am-fm-tv  purchase  in 
Philadelphia — but  with  reservations. 

In  approving  the  biggest  package  station 

transfer  ever  made — sale  to  CBS  by  the 

Philadelphia  Bulletin  of  WCAU-AM-FM- 
TV  Philadelphia  for  $15.6  million,  plus  land 

and  buildings  for  $4.4  million — the  FCC 

said  the  grant  was  being  made  "without 
prejudice"  to  any  final  action  it  may  take later: 

"(1)  with  respect  to  the  conclusions  and 
recommendations  set  forth  in  the  Report 

of  the  Network  Study  Staff;  (2)  .  .  .  related 
studies  and  inquiries  now  being  considered 
or  conducted  by  the  Commission,  and  (3) 

.  .  .  pending  antitrust  matters." 
Also  approved  last  week  was  the  sale  of 

WWTV  (TV)  Cadillac,  Mich.,  by  Sparton 

Broadcasting  Co.  to  the  John  E.  Fetzer  in- 
terests for  $1  million. 

Comr.  Robert  T.  Bartley  dissented  to 
both  actions  on  his  usual  grounds  where 
sales  involve  multiple  ownership:  that  a 
hearing  should  be  held  on  concentration, 
monopoly,  overlap,  etc. 

The  Philadelphia  sale  [At  Deadline, 
Dec.  23,  1957]  breaks  down  to  $3  million 
for  50  kw  clear  channel  WCAU  and  its 

fm  adjunct  WCAU-FM,  $12.6  million  for 
WCAU-TV  and  $4.4  million  for  land,  build- 

ings and  other  real  property  comprising 

WCAU  Radio  &  Tv  Center  on  City  Line 
Ave.,  Philadelphia. 
The  transaction  compares  with  Time 

Inc.'s  $15.75  million  purchase  in  1957  of 
Consolidated  (Bitner)  properties  (WFBM- 
AM-TV  Indianapolis,  WOOD-AM-TV 

Grand  Rapids,  WTCN-AM-TV  Minne- 

apolis); J.  H.  Whitney  Co.'s  1956  buy  for 
$10  million  of  WISH-AM-TV  Indianapolis 
and  WANE-AM-TV  Fort  Wayne,  and  West- 

inghouse's  $9.75  million  buy  of  KDKA-TV 
Pittsburgh  from  Allen  B.  DuMont  Labs  in 
1955. 

This  brings  CBS  Inc.  to  its  maximum 
ownership  in  both  radio  and  tv,  with  radio 
and  vhf  tv  operations  in  New  York,  Los 

Angeles,  Chicago  and  St.  Louis,  am-fm 
operations  in  Boston  and  San  Francisco 
and  uhf  stations  in  Milwaukee  and  Hart- 

ford, Conn. 

WTVJ  (TV)  Out  of  Houma  Race 

Chief  Hearing  Examiner  James  D.  Cun- 
ningham last  week  approved  withdrawal 

without  prejudice  of  the  application  of 
WTVJ  Inc.  (WTVJ  [TV]  Miami,  Fla.)  for 

ch.  11  in  Houma,  La.  Mr.  Cunningham 
said  that  the  $12,979  payment  by  remaining 

applicant  St.  Anthony  Television  Inc.  for 
WTVJ's  "out-of-pocket"  expenses  in  pros- 

ecuting its  application  was  verified  and  ac- 
ceptable to  the  broadcast  bureau  of  the 

Commission.  Earlier  this  month,  Mr.  Cun- 
ningham refused  to  discharge  the  WTVJ 

application  because  details  of  expenses  were 
not  available  [Government,  July  14].  The 

St.  Anthony  application  was  retained  in 

hearing  status,  with  that  company's  financial 
qualification  still  an  issue.  St.  Anthony  has 

a  petition  pending  for  dismissal  of  the  finan- 
cial issue. 

Show  Cause  Issued  to  KHCD 

The  FCC  last  week  ordered  Henry 

Chester  Darwin  to  show  cause  why  the  li- 
cense for  his  KHCD  Clifton,  Ariz.,  should 

not  be  revoked.  Mr.  Darwin,  the  FCC  said, 

had  (1)  violated  FCC  technical  standards  in 
the  operation  of  KHCD,  continued  the 

violations  after  FCC  inspection  of  the  sta- 
tion facilities  and  failed  to  respond  to  FCC 

notices  of  the  violations;  (2)  leased  KHCD 
to  one  Herb  Jepko  for  the  calendar  year 
1958  for  $2,000  with  an  option  to  renew  the 
lease  for  1959,  thus  letting  Mr.  Jepko  take 
over  control  and  operation  of  KHCD  in 

"willful  violation"  of  Sec.  310  (b)  of  the 
Communications  Act  prohibiting  unauthor- 

ized disposal  of  a  broadcast  facility. 

Two  FCC  Examiners  Appointed 

The  FCC  last  week  announced  the  ap- 
pointments of  two  hearing  examiners:  For- 

est L.  McLenning,  48,  to  assume  his  new 
position  July  28,  and  Isadore  A.  Honig,  47. 
effective  Sept.  8. 

Mr.  McLenning  has  been  with  the  Com- 
mission in  a  legal  capacity  since  1948  and. 

since  1954  has  been  a  member  of  the  staff 

of  the  office  of  opinions  and  reviews.  Mr. 
Honig,  who  served  as  a  temporary  hearing 
examiner  from  November  1953,  to  March 

1955,  has  been  on  the  legal  staff  of  the 
broadcast  bureau  since  last  year. 

ttlAXI£"  SAYS  .  .  •  April  Telepulse  Survey 

Rates  WFGA-TV  No.  1  in  Jacksonville 

The  latest  Telepulse  report  tells  the 
WFGA-TV  story. 

★  WFGA-TV  is  preferred  in  50.8%  of 
Jacksonville  homes. 

if  WFGA-TV  carries  eight  out  of  the 
top-rated  fifteen  once-a-week  shows. 

■jr  WFGA-TV  carries  six  out  of  the  top 
seven  shows  in  the  Jacksonville  Met- 

ropolitan Area. 

The  big  switch  to  WFGA-TV  was  accom- 
plished in  just  eight  months.  WFGA-TV 

went  on  the  air  last  September  and  now 

over  1  4  million  television  sets  regularly 
tune  to  the  leading  family  station  in 
the  Jacksonville  area. 

For  availabilities  on  Jacksonville's  No.  1 
TV  Station,  call  Ralph  Nimmons  at 

ELgin  6-3381  or  contact  your  nearest 

P.G.W.  "Colonel". 

Represented  by  Peters,  Griffin,  Woodward,  Inc. 

WFC  A  -T
V    Channe

l  12 
WWl  \I#ll       I  W  Jacksonville,  Florida 

FLORIDA'S   COLORFUL  STATION 
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FAITH 

Inborn — a  child's  faith. 

But  faith. ..in  business. ..must  be  earned. 

That's  why  when  we  make  a  sale,  we 

also  try  to  make  friends.  Friends  won 

through  the  sustained  action  of  promises 

performed. 

As  we  see  it,  that's  not  only  good  busi- 

ness philosophy.  It's  good  business,  too. 

AVERY-KNODEL 

INCORPORATED 

NEW   YORK        ATLANTA        DALLAS        DETROIT       SAN    FRANCISCO        LOS    ANGELES       CHICAGO  SEATTLE 



Her  perfume 
is  Chanel  No.  5. 
Her  station  in 

Oregon  is  Channel 
No.  6.  In  Portland 

and  30  surrounding 
counties,  her  positive 
reaction  to  your 

buying  suggestion 
on  KOIN-TV  is  as 
predictable  as  your 
reaction  to  her  perfume. 
The  gentlemen  at 
CBS-TV  Spot  Sales, 
who  have  managed  to 
keep  clear  heads,  offer 
all  sorts  of  statistics 
on  her  feminine 
instincts 

. . .  and  on 

KOIN-TV's 
heady  ratings. 

GOVERNMENT CONTINUED 

BARROW  STUDY  GOES  TO  FCC  STAFF 

The  long,  drawn-out  Barrow  Report  hear- 
ings came  to  an  end  last  week — to  all  intent 

and  purposes — -and  the  spectre  of  television 
networking  without  option  time  or  must 
buys  remains  hanging  over  the  networks. 

The  Commission  closed  its  public  hear- 
ings on  the  touchy  Barrow  Report  after  a 

full  day's  interrogation  of  Dean  Roscoe  L. 
Barrow,  headed  of  the  two-year  network 
study  inquiry.  The  next  step  is  for  the  staff 

to  prepare  a  digest  of  the  voluminous  testi- 
mony for  submission  to  the  Commission. 

One  of  the  first  topics  receiving  top  pri- 
ority, will  be  the  antitrust  implications  of 

option  time  and  must  buys.  The  Barrow 
report  recommended  that  these  two  basic 
network  practices  be  abolished.  The  Dept. 
of  Justice  Antitrust  Div.  stated  that  in  its 

opinion  these  are  per  se  violations  of  the 
antitrust  laws. 

The  networks  and  many  affiliates  have 

argued  that  option  time  is  required  to  main- 
tain stability.  They  have  stressed  that  net- 

working itself  would  be  jeopardized  without 
this  means  of  assuring  nationwide  program 
clearances.  They  also  have  insisted  that  their 
requirement  that  an  advertiser  buy  a  basic 
number  of  affiliates  is  necessary  to  maintain 
a  nationwide  network. 

It  is  understood  that  the  Commission's 
"ultimate  findings"  on  these  two  subjects 
will  be  submitted  to  the  Justice  Dept.  for 

its  consideration,  possibly  the  end  of  Sep- 
tember. 

Since  the  Justice  Dept.  has  already  ex- 
pressed its  views  that  these  two  practices  are 

illegal,  its  reply  is  a  foregone  conclusion. 
It  will  then  be  up  to  the  FCC  to  decide 

whether  to  follow  the  Justice  ruling — or 
whether  to  constitute  itself  a  type  of  ap- 

pellate court  to  weigh  the  broadcasting  re- 
quirements of  option  time  and  must  buys 

against  the  ostensible  antitrust  violations. 
Some  type  of  oral  argument  may  thus  be 

held  to  enable  the  networks  and  others  to 

rebut  or  uphold  this  antitrust  viewpoint. 
If  the  Commission  finds  that  these  two 

practices  are  vital  to  network  broadcasting, 

it  can  refuse  to  follow  the  Justice  Dept.'s 
recommendations.  It  can  also,  if  it  wishes, 

ask  Congress  to  exempt  the  networks  from 
antitrust  prosecution  in  these  two  instances. 

This  certainly  would  be  required  if  the  Jus- 
tice Dept.  brought  suit  against  the  networks 

and  won  a  court  order. 

On  the  other  hand,  the  FCC  may  find 

that  these  two  practices  are  not  essential 
and  are,  in  fact,  unfair  practices.  It  then 
could  revise  the  present  network  rules  to 

prohibit  these  activities. 
Other  recommendations  of  the  Barrow 

Report  will  be  digested  and  submitted  to 
the  Commission  after  the  staff  completes  its 

option  time-must  buy  presentations.  These 
include  ( 1 )  reduction  of  maximum  number 
of  vhf  outlets  permitted  to  be  owned  by  a 

single  entity  in  the  top  25  markets  from  five 

to  three;  (2)  reinstitution  of  the  Avco  pro- 
cedure which  required  station  sales  to  be  for 

cash  so  competing  offers  can  be  accepted 
and,  if  necessary,  a  comparative  hearing 

held  to  determine  the  best  buyer;  (3)  dis- 
association  of  the  networks  from  station 

representation,  and  (4)  direct  FCC  regula- 
tion of  networks. 

Still  due  is  the  Network  Study  Staff's  re- 

NBC  PICKS  HOLES  IN  BARROW  CASE 

NBC  told  FCC  last  week  that  the  Bar- 

row Report  "does  not  and  cannot  support 

its  conclusion"  that  network  option  time 
and  must  buy  practices  are  illegal  per  se. 

In  a  42-page  brief  the  network  con- 
tended that  legal  decisions  relied  upon 

by  the  Barrow  Report  are  not  applicable 
to  broadcasting  or,  where  applicable, 

actually  uphold  the  network  position. 

"The  cases  cited  by  the  report,  the 
cases  which  the  report  fails  to  cite,  and 

the  facts  adduced  in  this  proceeding  dem- 
onstrate that  option-time  arrangements 

and  the  basic  network  sales  policy  are 

completely  lawful,"  the  brief  declared. 
The  brief  found  it  "curious"  that  the 

report,  in  citing  cases,  failed  to  cite  any 

dealing  with  broadcasting — especially  so 
"since  an  attack  on  the  networks  for 
allegedly  violating  the  Sherman  Act, 

through  option-time  arrangements  and 
other  practices,  was  rebuffed  by  the 

Court  of  Appeals  for  the  Second  Circuit." 
This  was  the  case  of  Federal  Broadcast- 

ing System  Inc.  (WSAY  Rochester,  N.  Y.) 
against  four  radio  networks,  thrown  out 
in  1948  in  a  decision  that  held  the  chal- 

lenged practices  were  legal  and  at  least 

some  of  them  "desirable." 
NBC  held  that  with  respect  to  both 

option  time  and  must  buys,  "the  short 
answer"  was  that  both  practices  are  per- 

mitted under  rules  that  have  been  up- 
held by  the  U.  S.  Supreme  Court. 

The  brief  thought  it  "significant  that 
the  only  industry  witness  to  oppose  either 
of  these  practices  in  this  proceeding  was 
Mr.  Richard  A.  Moore,  president  of 

KTTV  (TV)  [Los  Angeles]."  It  argued 
that  Mr.  Moore's  charge  of  illegality  un- 

der the  rule  of  reason  "runs  contrary  to  a 
host  of  authorities,  many  of  which,  are 

cited  in  the  KTTV  brief." 
The  importance  of  option  time  to  ad- 

vertisers and  stations  as  well  as  to  net- 
works and  the  necessity  for  must  buy 

requirements  were  stressed.  Option  time 
actually  fosters  competition  by  enabling 

broadcasters  to  compete  better  with  other 
media,  the  brief  asserted.  To  the  Barrow 

Report's  suggestion  that  networks  elimi- nate must  buy  lists  and  merely  stipulate 

that  "all  advertiser  lineups  must  be  ac- 

ceptable to  it."  NBC  replied:  "Since  the 
practice  here  attacked  is  simply  a  policy 

statement  of  the  minimum  lineup  'ac- 
ceptable' to  NBC,  it  is  a  practice  which 

the  report  would  sanction  on  a  case-by- 
case  basis  but  would  condemn  as  a  gen- 

eral operating  policy." 

Page  90    •    July  28,  1958 
Broadcasting 



\ 

One  of  a  series  of  salutes  to  successful 

TV  stations  across  the  nation  .  .  .  and  to 

the  Northwest  School  graduates  who 

have  contributed  to  their  success. 

KHSL-TV 

CHICO 

CALIFORNIA 

"Goldie"  from  the  Golden 
Empire  Broadeastintf  Company 

Bill  Laurence,  transmitter  operator,  also 
trained  at  Northwest.  Within  a  few  weeks 

after  joining  KHSL-TV,  Bill  was  able  to 
take  over  complete  operation  of  the  trans- 

mitter without  outside  assistance  from 
any  of  the  other  operators. 

MICKEY  McCLUNG,  President  and  General  Manager 

KHSL-TV  was  the  first  television  station  in  Northern 
California  outside  of  San  Francisco.  On  the  air  August 
29,  1953  with  12,000  watts  of  video  power.  In  September, 

1954,  power  was  increased  to  63,000  watts.  Then  in  De- 
cember, 1956  KHSL-TV  went  to  full  power,  316,000  watts. 

The  KHSL-TV  main  studios  and  offices  are  located  in 

downtown  Chico,  Butte  County  and  the  transmitter  is 

located  on  Cohasset  Mountain,  24  miles  to  the  north- 
west of  town.  KHSL-TV  employs  40  people  including 

offices  in  San  Francisco,  at  703  Market  Street.  The 

station  is  equipped  with  two  cameras,  carries  network 

color  programs  and  is  affiliated  with  CBS-TV  and  ABC- 
TV.  Two  sister  radio  stations  are  associated  with 

KHSL-TV. . .  KHSL  Radio  in  Chico  and  KVCV  Radio 
in  Redding. 

Mickey  McClung's  comments  regarding  these  two  North- 
west Schools  graduates  were:  "We  are  proud  of  Mr. 

Lowell  Hersey  and  Mr.  Bill  Lawrence,  both  graduates 
of  Northwest  Schools.  We  feel  that  their  training  has 
assisted  them  in  getting  a  strong  foothold  in  this  industry 

and  in  doing  a  magnificent  job  in  each  of  their  fields." 

Mr.  M.  F.  (Woody)  Woodling,  Manager  of  KHSL-TV 

said:  "I'm  sure  that  your  two  graduates  must  be  excep- 
tional ones  for  I  cannot  conceive  of  a  whole  class,  or 

number  of  classes,  with  equal  quality  of  character, 
attitude  and  intelligence.  Bill  and  Lowell  are  a  credit 

to  us  and  our  industry." 

For  further  information 

on  Northwest  training  and  graduates  available  in  your  area,  write,  phone  or  wire 

Lowell  Hersey,  a  Northwest  Graduate, 
has  been  associated  with  KHSL-TV  for 
a  year,  and  is  currently  representing  a 
four  county  area  as  account  executive. 
In  the  short  period  of  time  with  the 
company,  Lowell  has  become  one  of  the 
top  salesmen  in  the  area. 

NORTHWEST  SCHOOLS 

1221  N.W.  21st  Avenue,  Portland  9,  Oregon 

Phone  CApitol  3-7246 

737  N.  Michigan  Avenue,  Chicago   •    1440  N.  Highland,  Hollywood 
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GOVERNMENT  continued 

port  on  programming.  This  phase  ran  into 
difficulty  when  some  program  organizations 
refused  to  furnish  requested  information. 
It  was  settled  when  a  court  order  upheld 

the  staff's  right  to  require  submission  of  this data. 

More  recently,  the  Dept.  of  Justice  re- 
lated that  it  had  received  complaints  that 

networks  forced  program  tie-ins  and  time 
sales.  This  information  is  being  relayed  to 
the  FCC  so  that  its  programming  report 
will  include  a  review  of  these  assertions. 

At  the  completion  of  Dean  Barrow's 
testimony  last  Monday,  FCC  Chairman 
John  C.  Doerfer  ruled  that  the  record 

would  be  held  open  to  Aug.  4  to  permit  a 
group  of  stations  represented  by  the  law 

firm  of  Smith  &  Hennessey  to  file  a  state- 
ment in  contradiction  to  the  antitrust  impli- 

cations of  option  time. 

Dean  Barrow  iterated  the  staff  report's 
recommendations  that  no  single  owner  be 
permitted  to  own  more  than  three  vhf 
stations  in  the  first  25  cities  and  that  station 

sales  be  "open"  to  competing  bids  so  the 
Commission  may  "recapture"  its  license 
selection  prerogative.  A  1952  Communi- 

cations Act  amendment  forbids  the  FCC 

from  considering  anyone  but  the  original 
buyer  in  transfer  cases. 

The  U.  of  Cincinnati  law  school  dean 

warmly  urged  in  several  instances  that  the 

Commission  accept  these  two  recommenda- 

tions in  order  to  bring  "new  blood"  into 
broadcasting. 

He  stressed  that  the  FCC  will  fix  the  fu- 

ture of  tv  in  its  action  on  the  network  study 

report.  "We  are  going  to  determine  where 
tv  is  going,"  he  said,  "whether  it  will  be 
multiple-owned  or  diversified." 

He  bluntly  agreed  that  an  open  transfer 
procedure  may  cut  down  the  number  of 

station  sales.  "This  might  be  a  good  thing," 
he  said. 

At  another  point  he  stressed  his  belief 
that  licensees  must  be  interested  primarily 
in  broadcasting,  not  in  making  a  profit. 

The  diversification  doctrine,  Dean  Bar- 

row said,  is  "vital."  "I  think  you  have  got- 

ten away  from  it  too  much  already,"  he 
added  "You  must  come  down  the  hill  a 

little." 

Dean  Barrow's  expressions  on  licensing 
philosophy  were  in  response  to  statements 
by  Chairman  Doerfer,  who  questioned 

whether  such  actions  might  not  be  "med- 
dling" in  free  competition.  Mr.  Doerfer 

also  expressed  doubt  that  cutting  down  on 
the  number  of  vhf  stations  which  can  be 

owned  by  a  single  person  or  company  is 
the  best  way  to  combat  alleged  network 
dominance. 

WXYZ  Bid  to  Move  Transmitter 

Indicates  Hearing,  FCC  States 

The  FCC  last  week  told  WXYZ  Detroit, 

ABC  owned  station,  that  a  hearing  is  indi- 

cated for  the  Detroit  outlet's  application  to move  its  transmitter  and  studio  location  to 

a  point  seven  miles  north  of  the  present  site 
and  to  make  other  changes. 

WXYZ's  proposed  operation,  the  FCC 

said,  won't  provide  the  minimum  field  in- 
tensity of  25  mv/m  over  the  main  business 

and  industrial  areas  of  Detroit  as  required 

by  FCC  rules.  WXYZ's  request  for  waiver 
shows  the  proposed  operation  would  fur- 

nish this  intensity  to  only  a  small  percentage 
of  Detroit's  business  and  industrial  areas 

and  thus  would  not  be  in  "substantial"  com- 
pliance with  the  rules,  the  FCC  said,  adding 

that  it  is  unable  to  find  "at  this  time"  that 
the  move  would  be  in  the  public  interest. 

Duoply  Rule  Applied  to  Sale 
Of  KLAN  to  Mesabi  Western 

The  FCC  last  week  cited  its  duopoly  rule 

in  sending  McFarland  Letters  (indicating 
the  necessity  of  a  hearing)  to  Interlake 
Broadcasting  Corp.  and  Mesabi  Western 

Corp.  on  the  former's  proposed  sale  of 
KLAN  Renton,  Wash.,  to  the  latter  for 

$200,000. 
The  other  stations  involved,  the  FCC  said, 

are  KING  and  KIRO,  both  Seattle,  and 

both  competing  with  KLAN  for  advertising 
in  the  Seattle-Renton  area. 

The  FCC  told  the  two  firms  that  80% 
of  Mesabi  stock  is  held  in  trusteeship  by  the 
Pacific  National  Bank  of  Seattle  for  family 
beneficiaries  under  the  will,  executed  in  1932, 

of  William  E.  Boeing  Sr.  Mrs.  A.  Scott 
Bullitt,  controlling  stockholder  of  KING 
among  other  stations,  and  Dietrich  Schmitz, 
who  owns  0.521%  of  KIRO,  both  are  direc- 

tors of  the  Pacific  National  Bank  of  Seattle, 

FCC  said,  raising  the  question  of  whether 

any  (FCC's  italics)  degree  of  cross  interest 
would  be  a  violation  of  the  duopoly  rules 

(Sec.  3.35  [a]  of  the  FCC  rules).  A  letter 

to  the  FCC  from  Mesabi  on  July  1  had  in- 
dicated grant  of  the  sale  conditioned  on 

Mrs.  Bullitt  and  Mr.  Schmitz  resigning  their 

directorships  in  the  bank  would  not  be  ac- 

ceptable. Chairman  John  C.  Doerfer  and  Comr. 
T.  A.  M.  Craven  dissented  from  the  FCC 

action  on  the  grounds  the  Commission  could 
have  decided  for  or  against  the  transfer  on 

available  information  without  setting  a  hear- 

ing. 

International  Grant  Issued, 

First  Since  World  War  II 

The  FCC  last  week  granted  the  first  con- 
struction permit  for  an  international  sta- 

tion since  World  War  II  to  KGEI  Belmont, 

Calif.  The  grant  involves  the  purchase  of 

General  Electric  Co.'s  former  international 
station  near  Belmont  by  a  new  corporation, 

KGEI  Inc.  Engineer  Marvin  R.  Steffins  is 
president  and  majority  owner. 

The  Commission  also  denied  a  request 

by  another  international  station,  WRUL 

Scituate,  Mass.,  to  designate  KGEFs  appli- 
cation for  a  hearing.  KGEI  intends  to  pro- 

gram 47  Vi  hours  per  week  to  Central  and 
South  America,  some  of  it  from  government 

sources,  with  about  two-thirds  in  Spanish. 
Besides  WRUL,  the  only  other  authorized 

international  station  is  experimental  KQ2- 

XAU  Cincinnati,  Ohio.  All  the  other  inter- 
national broadcast  facilities  in  the  U.  S.,  the 

FCC  notes,  are  operated  by  the  U.  S.  Infor- 
mation Agency  as  government  stations,  un- 

licensed by  FCC. 

to  penetrate! 

*  This  powerful  RADIO  voice  sends 

your  message  to  a  greater  num- 
ber of  listeners  .  .  .  you  get  more 

for  your  promotion  dollar. 

*  This  powerful  TV  signal  is  sent  to 
a  greater  number  of  viewers  .  .  . 

costs  you  less  by  exposing  your 

product  to  a  bigger  audience. 

CKLW 
50,000  WATTS 

CKLW-TV 
325,000  WATTS 

J .  f.  Campeau 
President 

ADAM 

YOUNG,  INC. 
National 

Representative 

GENERAL  OFFICES    GUARDIAN  BLDG.,  DETROIT 
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BMI  Introduces  a  New  and  Timely  Program 

THE  WORLD  OF  THE  MIND 

A, lS  a  companion  to  its  award-winning  programs, 

"The  Book  Parade"  and  "The  American  Story," 
BMI  introduces  a  new  series  of  timely  scripts  . . . 

"The  World  of  the  Mind." 
Prepared  by  BMI  with  the  cooperation  of  the 

American  Association  for  the  Advancement  of  Sci- 

ence and  the  American  Council  of  Learned  Soci- 

eties, "The  World  of  the  Mind"  is  available  to 
radio  and  television  stations  and  to  public  libraries 

and  local  boards  of  education  for  broadcast 

purposes. 
Fifty-two  eminent  scholars  and  scientists  are 

the  authors  of  the  programs  which  are  each  of 

fifteen-minutes  duration.  The  Sciences  and  the 

Humanities  are  embraced  equally  in  the  wide 

range  of  topics  which  form  "The  World  of  the 
Mind"  —  a  thorough  and  painstaking  appraisal  of 

man's  perpetual  search  for  knowledge  and  truth. 

Radio  and  television  stations  will  receive  sample  scripts  and 

further  details  in  the  mails.  Please  watch  for  this  material.  "The 

World  of  the  Mind"  series  will  be  available  only  upon  request. 

BROADCAST   MUSIC,  Inc. 

589  FIFTH  AVENUE,  NEW  YORK  17,  N.Y. 

NEW  YORK    •    CHICAGO    •    HOLLYWOOD    •    TORONTO    •  MONTREAL 
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GOVERNMENT  CONTINUED 

the  only 

Station 

that  can 

pass  the 

"Thruway 

COMING  EAST  to  the  New  York  State 
Thruway,  you  pick  up  WGR  RADIO 
loud  and  clear,  way  out  in  Ohio. 

GOING  WEST  on  the  Thruway,  you 
pick  up  WGR  RADIO  loud  and  clear, 
just  past  Syracuse. 

IF  YOU  WANT  maximum  coverage  in 
the  $4  billion  Western  New  York 
market  (plus  big  bonus  audience  in 
Canada  and  on  the  Thruway)  buy 
WGR  RADIO.  1,000,000  homes  . . . 
1,000,000  cars. 

Represented  by 
Peters,  Griffin,  Woodward,  Inc. 

WGR 

BUFFALO'S  FIRST  STATION 

irpJSYMBOL  OF  SERVICE 
1  A  TRANSCONTINENT  STATION 

WROC-TV,  Rochester.  N.Y.  •  WGR  Radio. 
WGR-TV.  Buffalo  .  WSV4  Radio.  WSVA- 
TV,  Harrisonburg  •  WNEP-TV/WILK-TV. 
Scranton/Wilkes-Barre 

Federal  Tax  Formula  on  Tv  Film 

Under  Reconsideration  by  IRS 

A  tax  formula  to  govern  firms  producing 
films  for  television  is  sought  by  the  U.  S. 
Internal  Revenue  Service.  The  bureau  an- 

nounced July.  21  it  is  conducting  a  study 
of  the  way  film  costs  are  treated  for  tax 

purposes. Two  problems  listed  by  Harold  T.  Swartz, 
head  of  the  Tax  Ruling  Div.  were:  (1) 
In  what  manner  does  a  taxpayer  recover  the 
cost  of  making  a  film  for  tv  exhibition?  and 
(2)  What  consideration  should  be  accorded 
residual  value  of  the  film  produced? 

To  date,  film  producers  and  individual 
revenue  agents  have  worked  out  special 
solutions  in  each  case.  IRS  feels  there  should 

be  uniform  procedure.  Most  tv  firms  are 

said  to  use  a  cost-recovery  plan  whereas 
others  may  break  up  costs  into  three  or  four 

periods  on  a  step-down  basis. 
The  Alliance  of  Television  Film  Pro- 

ducers last  spring  voiced  dissatisfaction  with 

a  salvage  value  and  cost-recovery  table  basis 
for  tax  computation,  contending  firms  would 
be  taxed  even  if  no  profit  were  earned. 

IRS  is  not  planning  public  hearings  but 
may  call  in  individual  producers  to  get 
their  ideas  on  ways  of  treating  the  cost 
of  films  for  income  tax  purposes.  It  asks 
those  having  ideas  on  the  subject  to  address 

remarks  to  "Commissioner  of  Internal 

Revenue,  T:R:C-TV,  Washington  25,  D.  C." 

Ch.  7  Shifted  to  Little  Rock 

The  FCC  last  week  shifted  ch.  7  from 
Pine  Bluff  to  Little  Rock.  Ark.  At  the  same 

time  the  FCC  specified  that  Central  South 
Sales  Co.  operate  KATV  (TV)  on  ch.  7 
in  Little  Rock  instead  of  Pine  Bluff,  condi- 

tioned on  issuance  of  a  modified  authoriza- 
tion. Comr.  Robert  Lee  dissented  in  this 

case  on  the  issue  of  station  "straddling." The  Commission  also  last  week  amended 

the  tv  table  of  assignments,  on  a  petition  by 
ch.  22  WWLP  (TV)  Springfield,  Mass.,  by 

substituting  ch.  76  for  ch.  75  in  Concord, 
N.  H.,  and  ch.  69  for  ch.  74  in  Bennington, 

Vt.  This  makes  ch.  74  available  for  transla- 

tor operation  in  Springfield,  Vt.,  "a  com- 
munity not  large  enough  to  support  a  regu- 

lar tv  station,"  according  to  the  FCC. 
The  Commission  also  denied  a  petition  by 

Central  Minnesota  Television  Co.,  permittee 
of  a  new  station  on  ch.  7  in  Alexandria, 

Minn.,  to  shift  ch.  12  from  Brainerd  to 
Walker,  both  Minnesota. 

WGH  Reduces  Ads;  Gets  Renewal 

The  FCC  last  week  renewed  the  license  of 

WGH  Newport  News,  Va.,  after  it  had 
raised  the  spectre  of  a  hearing  due  to 

purported  program  imbalance  and  overcom- 
mercialization  [Government,  July  7]. 

The  station  was  sent  a  letter  of  inquiry 
earlier  this  month.  It  told  the  Commission 

it  had  revised  its  24-hour-per-day  program 
schedule  to  include  three  15-minute  and  one 
upcoming  55  minute  discussion  programs 
weekly,  plus  two  hours  of  educational  fare. 
Also,  it  said,  its  weekly  spots  have  been 

cut  from  over  1,500  to  1,000  and  its  com- 
mercial time  from  91%  to  75%.  It  noted 

that  a  policy  had  been  established  limiting 
no  more  than  three  spots  in  each  14.5 

minute  segment.  Program  imbalance  ques- 
tions involving  licenses  of  several  Atlanta, 

Ga.,  outlets  are  still  under  review  at  FCC. 

Tax  Bureau  Says  Market  Value 

Must  Be  Declared  on  Giveaways 

Producers  of  giveaway  programs  where 

prizes  are  merchandise  must  report  the  fair 
market  value  of  these  prizes  to  the  Internal 

Revenue  Service.  And,  if  they  don't  know 
the  fair  market  value,  the  manufacturer's 
suggested  retail  price  will  be  sufficient.  This 

is  what  the  Internal  Revenue  Service  sug- 
gested last  week  in  answer  to  an  inquiry 

from  Goodson-Todman  Productions  on  how 
to  report  these  winnings  to  the  Internal 
Revenue  Service. 

IRS  also  said  that  if  a  contestant  claims 
that  the  fair  market  value  is  less  than  the 

manufacturer's  suggested  retail  price,  he 
can  fight  it  out  with  the  tax  collector  at  the 
time  he  files  his  income  tax. 

WMT-TV  Asks  Two-City  Identity 

WMT-TV  Cedar  Rapids,  Iowa,  has 
asked  FCC  permission  to  identify  itself  as 

a  Cedar  Rapids-Waterloo,  Iowa,  station, 

explaining  that  while  the  station's  trans- mitter is  25  miles  from  both  cities  and 

puts  a  strong  city  grade  signal  over 
both,  the  timebuyers  for  advertising  agen- 

cies in  New  York  and  elsewhere  just  don't 
understand  that.  The  station  cited  its  activ- 

ities directed  toward  both  cities  in  sales, 
news  coverage  and  programming. 

WNEP-TV  Wants  Dual-City  Call 

WNEP-TV  Scranton,  Pa.  (ch.  16),  last 

week  asked  the  FCC  for  permission  to 

identify  itself  as  a  Scranton-Wilkes  Barre 
station.  WNEP-TV  said  it  has  merged  with 
WILK-TV  Wilkes-Barre  (ch.  34)  and  that 

the  ch.  34  operation  will  be  discontinued 

and  new  facilities  will  be  built  for  WNEP- 
TV  which  will  cover  with  a  Grade  A  signal 

the  same  areas  covered  by  both  stations  be- 
fore. WNEP-TV  said  it  expects  to  complete 

its  new  facilities  next  month  and  will  have 

studios  in  both  cities. 

KTRK-TV,  channel  13 
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Who's  the  New  Leader 

in  the  Kentucky  Radio  Derby? 

WAKY,  Louisville 

commanding  a  37.5%  daytime  share-of-audience  in  just  10  days* 

Not  even  Tim-Tarn  set  a  pace  in  Louisville 

like  WAKY — newest  McLendon  station — 

a  whopping  37.5  daytime  share-of-audience 

in  just  10  days.* 

On  Wednesday  July  9,  LouisviUe's  WGRC 

became  WAKY — and  Louisville  simply  went 

wacky  over  WAKY.  (Incidentally,  that's  the 

way  it's  pronounced  on  the  air,  "wacky"). 
With  5,000  big  watts  at  the  choice  790 

spot,  WAKY  is  the  first  aisle  on  the  Louis- 

ville dial— choicest  of  Louisville  frequencies 

with  resultant  remarkable  coverage  of  47 

counties  in  Kentuckiana 

WARNING  TO  TIME  BUYERS:  Place 

no  money  on  old  rating  figures.  Demand  to 

see  surveys  made  after  July  9,  the  day  WAKY 

roared  into  Louisville  and  ran  away  with 

Derbytown's  Radio  Day. 

You  can  get  the  current  form-sheets  from 

JOHN  BLAIR  &  COMPANY 

National  Representative  for  WAKY  and  affiliated  McLendon  Stations  including: 

KLIF,  Dallas;  KILT,  Houston;  KTSA,  San  Antonio;  KEEL,  Shreveport 

*C.  E.  Hooper  Inc.  Louisville  Survey,  July  14-18,  1958 



PROFESSIONAL  SERVICES 

McDonald  Leaves  NBC  Law  Post 

To  Join  Smith  &  Hennessey  Firm 

Joseph  A.  McDonald,  treasurer  and  as- 
sistant general  attorney  at  NBC,  joins  the 

Washington  1  a  w 
firm  of  Smith  & 

Hennessey  as  part- 

ner Aug.  1.  Mr.  Mc- 
Donald has  been 

planning  the  move 
several  months 

[Closed  Circuit, 

April  28]. 

^mSjw^  The  firm  now  be- 
Bk    a.  comes  Smith,  Hen- 

\  ill  nessey  &  McDonald. V**k         Address:  1240  19th 
mr.  Mcdonald         St ;  N  w  _  Washing- 

ton 6.  Telephone:  Executive  3-7242.  The 
other  partners  are  George  S.  Smith  and 
Philip  J.  Hennessey  Jr. 

Mr.  McDonald  joined  NBC  in  1932  and 
served  as  an  attorney  in  New  York  and 

Chicago  until  1945  when  he  became  vice 

president-secretary  and  general  attorney 
for  ABC.  He  rejoined  NBC  in  1952. 

Back  Where  They  Started 

Rogers,  Cowan  &  Jacobs,  New  York  and 
Hollywood,  public  relations  organization 

specializing  in  radio-tv  programming  pub- 
licity and  promotion,  will  be  dissolved 

Sept.  1,  the  company  has  announced.  In  the 

fall,  separate  companies  will  be  formed — 
Rogers  &  Cowan  Inc.  and  Arthur  P.  Jacobs 

Co. — reverting  to  the  status  that  existed 
before  merger  of  the  two  groups  in  Septem- 

ber 1957.  The  announcement  said  the  part- 

ing is  "amicable." 

PROFESSIONAL  SERVICE  SHORTS 

KTTV  (TV)  Los  Angeles  appoints  Brenon 

and  Morgan  Assoc.,  N.Y.,  as  New  York 

public  relations  representative  of  station. 

Don  Fedderson  Productions,  Hollywood, 
has  retained  N.  Y.  office  of  Pat  McDermott 

Co.,  Hollywood,  as  its  eastern  U.  S.  public 

relations  and  press  information  representa- 
tive. 

Milton  Fenster  Assoc.,  N.  Y.,  named  by 

Station  Representatives  Assn.  and  Theatre 

Network  Television  Inc.  for  public  relations 

campaigns. 

PROGRAM  SERVICES 

Ex-INP  Staffers  Join  Wagner 
In  New  Worldwide  Photo  Venture 

Gary  Wagner,  head  of  the  New  York 
commercial  photography  firm  bearing  his 
name  which  serves  the  advertising,  tv  and 
theatrical  fields,  has  announced  formation 

of  Wagner  International  Photos  to  offer 

worldwide  newsreel  and  still  picture  cov- 
erage to  tv  and  print  news  media 

through  the  services  of  many  International 
News  Photo  veterans  let  out  in  the  United 

Press-INS  merger.  Wagner  International 
will  headquarter  at  161  W.  57th  St.,  New 

York.  Telephone  Circle  6-9470. 
Wagner  International  has  added  to  its 

headquarters  staff  several  INP  veterans 
including  photographers  Sam  Goldstein  and 
David  Pickoff,  account  executives  Dave 
Freud  and  Chuck  Adams  and  Marketing 
Director  Syd  Bandes.  Mr.  Wagner  said  60 

ex-INP  photographers  throughout  the  U.  S. 
and  abroad  already  have  been  signed  on  a 
stringer  basis  to  handle  spot  assignments 
and  others  are  being  added. 

10th  CATV  System  for  Jerrold 

Acquisition  of  its  tenth  community  tv 

system — Muscle  Shoals  Television  Cable 

Corp.  (serving  Florence,  Sheffield  and  Tus- 
cumbia,  Ala.) — was  announced  last  week 
by  Jerrold  Electronics  Corp.,  Philadelphia 
manufacturer  of  CATV  equipment.  The 

purchase  price  was  not  announced. 
The  Alabama  system,  serving  4,000  sub- 

scribers, began  operating  in  1955.  It  carries 

signals  of  two  Birmingham  stations  (WBRC- 
TV  and  WABT  [TV])  and  one  Nashville, 

Tenn.,  station  (WSIX-TV). 
The  CATV  operation  competes  with  ch. 

15  WOWL  (TV)  Florence,  Ala. 

Other  systems  owned  by  Jerrold  are  in 
Dubuque,  Iowa;  Flagstaff,  Ariz.;  Pocatello, 

Idaho;  Ukiah,  Calif.;  Key  West,  Fla.;  Vent- 
nor,  N.  J.;  Walla  Walla  and  Wenatchee, 
Wash.  Jerrold  is  said  to  have  more  than 

$2  million  invested  in  these  CATV  systems, 

serving  30,000  subscribers. 

Army  Gets  'Big  Picture'  Facts 

The  U.  S.  Army's  Big  Picture  docu- 
mentary tv  series — completing  its  seventh 

year — is  still  a  success,  according  to  a  sur- 
vey by  the  Dept.  of  the  Army,  Washington. 

A  63%  return  was  elicited  from  the  329 

tv  stations  contacted  in  the  poll.  Among  re- 

NEW  TV  WAMPUM 

The  discovery  of  uranium  and  oil 
on  the  Navajo  Reservation,  Ariz., 

created  a  new  market  for  tv  advertis- 
ers— and  a  tv  translator  has  just  been 

completed  to  tap  it. 

More  than  10,000  Navajo  viewers 

are  receiving  programs  from  KOAT- 
TV  Albuquerque,  N.M.,  140  miles 
away,  via  a  translator  near  Window 
Rock,  Ariz,  that  stands  7,400  ft.  above 

sea  level.  Eventually  a  series  of  re- 
lay stations  feeding  from  the  Window 

Rock  translator  are  expected  to  bring 

tv  to  all  80,000  members  of  the  Navajo 
Nation. 

suits  of  the  survey:  92.5%  prefer  the  present 

28:40-min.  show  compared  with  the  7.2% 

preferring  the  quarter-hour  length;  43.7% 
air  the  film  on  Saturday,  30.3%  on  Sunday; 

85.1%  program  Big  Picture  regularly, 
14.9%  program  it  occasionally,  and  6.7% 
use  it  more  than  once  weekly  while  2.9% 
schedule  the  series  less  than  once  weekly. 

Marine  Corps  Radio  Campaign 

Uses  'Take  Five'  Series,  Spots 

A  new  AVz  -minute  program  produced  by 

the  Marine  Corps  has  been  placed  on  930 
stations  on  an  exclusive  basis  in  each  mark- 

et. The  Marine  radio  campaign,  begun  July 

1,  is  built  on  the  4V2 -minute  series,  titled 
Take  Five,  and  spot  announcements  aimed 

at  prime  listening  time. 

The  Take  Five  thrice-weekly  series  is 

geared  to  the  new  flexible  radio  program- 
ming structure,  consisting  of  fast-paced 

musical  selections  featuring  Betty  Johnson, 
network  and  recording  artist,  and  Jerry 
Coleman,  former  Yankee  baseball  player 

and  a  major  in  the  Marine  Corps  Reserve. 
Mr.  Coleman  is  m.c.  Programs  are  recorded 

by  Gotham  Recording  Corp.,  New  York. 
The  announcement  campaign,  for  general 

distribution,  has  been  accepted  by  more  than 

1,500  stations.  It  uses  the  spots  as  tools  for 

station  programming,  consisting  of  time- 
signal  and  weather  lead-ins  of  a  musical 
nature  plus  a  short  message.  These  are  de- 

signed for  heavily  commercial  time  periods 
and  were  created  for  integration  into  disc 

jockey  programs.  They  vary  from  10  seconds 
to  a  minute. 

New  Stringer  Service  Organized 

Radio  for  Modern  America  Co.,  Tulsa, 

is  inaugurating  "Audio  Newsbeat,"  a  new 
service,  Aug.  1  "for  the  collection  and  trans- 

mission of  "live'  national  and  international 

news  coverage."  According  to  Kenny  A. 
Green,  president,  when  a  news  story  breaks, 
Audio  Newsbeat  relays  to  client  stations 

a  taped  beeper  phone  report  from  one  of  its 
stringers  in  the  area.  Mr.  Green  has  not 
divulged  the  names  of  any  clients  for  the 
service.  Charge:  $135  a  month  payable  in 
advance  whether  or  not  stations  use  the 

reports.  Address:  Audio  Newsbeat  Inc., 
P.  O.  Box  14,  Tulsa,  Okla. 

United  Press  International  news  produces! 

LA 
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THE  WASH  THAT  STOPPED  THE  DRAIN 

More  than  fifty  years  ago,  U.  S.  Steel  scientists  found  a  way  to  reclaim  the  iron  particles  in  low 

grade  ores  by  washing  away  the  useless  sandy  particles.  Thus  they  obtained  a  high  grade  ore 

from  a  low  grade  one— which  early  miners  had  pushed  aside  as  worthless.  In  1910,  they  built 

their  first  plant  to  handle  this  job  of  ore  beneficiation,  because  they  knew  that  even  vast  ore 

deposits  like  those  of  the  Mesabi  Range  in  Minnesota  would  soon  be  drained  if  only  the  richest 

ores  were  scooped  out  to  feed  our  steel-hungry  economy. 

Today,  more  than  Vz  of  all  the  iron  ore  shipped  out  of  Minnesota  is  beneficiated  ore.  And 

U.  S.  Steel's  research  work  on  ore  beneficiation  is  still  going  on  to  find  even  better  ways  to 
utilize  and  Stretch  Our  ore  deposits.  USS  is  a  registered  trademark 

United  States  Steel 
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PERSONNEL  RELATIONS 

MGA  to  Cover  Tv  Film 

In  Talks  With  Studios 

When  Musicians  Guild  of  America  begins 
negotiations  with  the  major  motion  picture 
studios  for  contracts  for  musicians  em- 

ployed in  scoring  motion  pictures,  the  dis- 
cussions will  cover  tv  films  as  well  as  those 

made  for  theatrical  release,  Cecil  Read, 

MGA  chairman,  said  last  week.  Preliminary 
conversations  with  the  movie  makers,  he 

said,  revealed  their  feeling  that  a  motion 
picture  is  a  motion  picture  regardless  of  the 
means  of  its  presentation  to  the  public  and 

that  they  consider  the  National  Labor  Re- 
lations Board  certification  of  MGA  as  bar- 
gaining agent  for  musicians  employed  by  the 

major  movie  studios  [At  Deadline,  July 
14]  to  cover  both  tv  and  theatrical  films. 

MGA  agrees  with  this  interpretation,  Mr. 
Read  commented. 

MGA  plans  to  present  its  proposals  to 
the  major  motion  picture  companies  today 
(July  28),  Mr.  Read  said.  Negotiations  will 
begin  after  the  film  producers  have  had 
a  chance  to  study  the  MGA  proposals, 
probably  a  week  from  today  (Aug.  4).  MGA 
will  have  a  negotiating  committee  of  about 

12  men,  its  executive  committee,  a  repre- 
sentative from  each  studio  and  five  free- 

lance musicians,  including  arrangers  and 
copyists.  Whatever  agreement  is  negotiated 
will  be  submitted  to  MGA  membership  for 
ratification. 

The  new  union,  organized  in  the  spring 

as  a  rival  to  the  American  Federation  of 

Musicians  [Personnel  Relations,  March 

31],  is  opening  a  business  office  today  down 

the  hall  from  its  present  office  in  Holly- 

wood's Equitable  Bldg.  at  the  corner  of 
Hollywood  and  Vine  for  the  registration  of 
members.  Anyone  who  was  eligible  to  vote 
in  the  NLRB  election  for  major  studio 
musicians  or  in  elections  to  be  sought 

among  musicians  employed  at  the  independ- 
ent studios  or  in  the  making  of  tv  films  or 

phonograph  records  or  at  the  radio  and  tv 
networks,  is  eligible  for  MGA  membership 
under  temporary  provisions  adopted  to  get 
the  union  organized,  Mr.  Read  said. 

An  initation  fee  of  $25  will  be  charged, 

plus  dues  of  $24  a  year,  which  also  cover  a 
$1,000  life  insurance  policy,  and  members 
also  will  be  assessed  a  2Vz  %  work  charge, 

Mr.  Read  said.  The  first  membership  meet- 
ing will  be  held  Sunday  (Aug.  3)  at  Holly- 

wood Masonic  Hall,  at  which  the  basic 

objectives  of  MGA  and  the  proposed  type 

of  organization  will  be  presented  and  dis- 
cussed. When  a  constitution  and  by-laws 

have  been  adopted,  permanent  officers  will 
be  elected.  This  is  about  60  days  off  and 

perhaps  longer,  but  certainly  before  the  end 
of  the  year,  he  said.  All  organization 

matters,  including  fees,  dues  and  member- 
ship qualifications,  are  subject  to  member- 

ship approval,  he  added. 

An  NLRB  hearing  on  the  guild's  petition 
for  an  election  of  musicians  employed  by 

independent    motion     picture  companies 

started  last  Tuesday  and  continued  Thurs- 
day. This  time  AFM  has  refused  to  con- 
sent to  an  election  and  the  matter  will  be 

decided  by  an  NLRB  ruling.  The  AFM 

position  is  that  these  producers  are  not  em- 
ployers within  the  meaning  of  the  Labor 

Relations  Act,  as  they  frequently  make 

package  deals  with  a  composer-conductor 
who  writes  the  music,  has  it  arranged  and 

engages  the  musicians  to  play  it.  MGA  con- 
tends that  in  such  cases  the  composer-con- 

ductor is  acting  as  agent  of  the  producer, 

pointing  out  that  historically  the  AFM  has 

negotiated  agreements  with  the  independent 

picture  producers  as  it  has  with  the  majors. 

NLRB  Orders  Vote  at  WANE-TV 

An  election  among  employes  of  WANE- 
TV  Fort  Wayne,  Ind.,  to  decide  if  they  want 

to  be  represented  by  International  Brother- 
hood of  Electrical  Workers  or  International 

Alliance  of  Theatrical  Stage  Employes  & 

Moving  Picture  Machine  Operators  was  di- 
rected July  26  by  National  Labor  Relations 

Board.  Eligible  to  vote  are  all  engineering 

and  program  department  employes,  includ- 
ing engineers,  cameramen,  projectionists, 

photographers,  studio  supervisor  and  part- 
time  floorman.  Excluded  are  all  other  em- 

ployes, announcers,  directors,  film  director, 

news  director,  continuity  writer,  traffic  man- 

ager, guards,  professional  employes  and 

supervisors. 

Finest  Feature  Films... 

ON 

WAKR-TV 
AKRON,  OH/O 

during  PEAK  EVENING  hours 

•  m-g-m •  UNITED  ARTISTS 

•  COLUMBIA 
#  NTA-"20TH 

SCREEN  GEMS 

CENTURY  FOX"  * 
AND 

OTHERS 

PARTICIPATIONS  AT  SURPRISINGLY  LOW  RATES! 

f\     DO.     KEN  KEEGAN    OR    McGAVREN-QUINN  CORP. 
V  yVMA-  PO.  2-881  1,  Akron  New  York,  Chi  cago,  Detroit,    Hollywood,  San  Francisco 

WAKR-TV        •         •         •  WAKR-RADIO 

RADIO-TELEVISION    CENTER    •      853    COPLEY    ROAD    •    AKRON    20,  OHIO 
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MANUFACTURING 

RCA  Sales,  Earnings  Reduced 

Below  Six-Month  Record  of  '57 

A  drop  in  RCA's  sales  and  earnings  for 
the  first  half  of  1958  as  compared  to  the 
same  period  of  1957  was  reported  last  week 
by  Board  Chairman  David  Sarnoff  and 
President  John  L.  Burns. 

They  put  sales  for  the  six  months  at 
$542,554,000  as  against  a  record  high  of 
$564,990,000  last  year  and  earnings  (after 

federal  income  taxes)  at  $13,544,000  com- 
pared to  $20,311,000. 

After  payment  of  dividends  on  preferred 
stock,  this  net  profit  represents  earnings  of 
86  cents  a  share  on  common  stock.  In  the 

first  half  of  1957  it  was  $1.35  per  share. 

The  report  placed  second-quarter  sales 
at  $264,215,000  this  year  compared  to 

1957's  record  second-quarter  total  of  $269,- 
217,000.  Net  profit  after  federal  income 
taxes  totaled  $4,540,000  for  the  second 

quarter  this  year;  $7,501,000  in  the  same 
period  a  year  ago.  Common  share  earnings 

in  the  second  quarter  were  27  cents  as  com- 
pared to  48  cents  in  the  like  period  of  1957. 

Tv  Set  Sales  on  Way  Back  Up, 

Sylvania  Stockholders  Learn 

Sylvania  Electric  Co.,  New  York,  report- 

ed last  Thursday  (July  24)  there  was  a  "def- 
inite upturn"  in  business  during  the  second 

quarter  of  the  year,  with  earnings  21% 
above  the  first  quarter  and  sales  up  5%. 

Don  G.  Mitchell,  Sylvania  president,  ad- 
vised stockholders  that  second  quarter  sales 

also  showed  "a  slight  increase"  over  those 
of  the  1957  comparable  period,  although 
earnings  were  below  those  of  a  year  ago. 

He  explained  the  improvement  in  net  in- 
come was  not  felt  until  the  latter  part  of 

the  quarter,  with  June  the  highest  month. 
Mr.  Mitchell  reported  that  television  set 

sales  by  the  entire  industry  for  the  first  six 
months  of  this  year  were  23%  below  the 

1957  first  half.  But  he  predicted  that  "the 
sales  picture  will  improve  during  the  re- 

mainder of  the  year."  He  noted  an  upswing 
in  June  after  a  decline  in  April  and  May. 

Stereophonic  Products  Feature 

Annual  Exhibition  in  Chicago 

Major  electronic  manufacturers  are  board- 
ing the  billion-dollar  stereophonic  band- 

wagon with  a  multiplicity  of  products,  it 

was  apparent  at  last  week's  57th  annual 
music  industry  trade  show  in  Chicago. 
Showcase  was  National  Assn.  of  Music  Mer- 

chants meeting  at  the  Palmer  House. 
Among  leading  exhibitors  were  General 

Electric,  Westinghouse  Electric  Corp., 
Motorola,  Philco,  H.  H.  Scott  Inc.  & 

Stromberg-Carlson.  Refinements  in  radio-tv 
receivers  and  phonograph  combinations  also 
were  emphasized  in  1959  lines. 

RCA  Shows  New  Two-Way  Radio 

RCA  is  demonstrating  a  new  pocket-size, 
two-way  radio  to  public  safety  and  industrial 
officials  in  key  U.  S.  cities,  it  was  announced 
last  Thursday  (July  14)  by  Theodore  A. 
Smith,  executive  vice  president,  industrial 
electronics  products,  RCA.  The  radio  is  the 
fourth  of  six  new  products  which  John  L. 

Burns,  RCA  president,  said  on  May  6  that 

Broadcasting 

the  company  would  announce  during  the 
year.  The  first  three  were  a  stereophonic 
tape  cartridge,  a  line  of  stereo  disk  and  tape 

players  and  a  transistorized  "wireless  wiz- 
ard" remote  control  unit. 

Commercial  Tv  to  Get  GE  Tubes 

Developed  for  High  Reliability 
General  Electric  Co.  announced  last 

Thursday  (July  24)  that  it  had  placed  on  the 

market  70  types  of  tv  receiving  tubes  incor- 

porating "high  reliability  features"  originally 
developed  for  tubes  for  defense  and  other 
critical  uses.  The  move  to  raise  commer- 

cial tube  reliability  standards,  the  company 

said,  was  implemented  to  meet  a  "sit-down 
strike"  by  buyers  and  to  anticipate  "more 

serious  competition  in  the  future"  from 
foreign-made  tubes  and  semiconductors. 

Company  officials  at  a  news  conference  in 

New  York  outlined  some  of  the  "high 
reliability  features"  of  the  tubes,  which  will 
be  sold  at  the  same  prices  as  in  the  past. 

These  include  "snow-white"  manufacturing 
procedures,  whereby  operators  wear  dacron 
uniforms,  in  order  to  minimize  lint  and  dust; 

adoption  of  an  accelerating-heating-cycling 
test  to  make  sure  tubes  will  perform  prop- 

erly under  variations  in  household  line  volt- 
age; producing  receiving  tubes  to  meet  life 

tests  twice  as  rigid  as  the  joint  Army-Navy 

specifications;  and  improving  the  installa- 

tion costs  on  heater  wires  to  prevent  "hot 
spots"  that  tend  to  cause  tube  failures. 

portrait  of  a  shrewd 

studying 

AMERICA'S  14th  MARKET 

T 

MHf-JWT 

WISN-TV 

Four  TV  stations 

Broadcast  in  Milwaukee. 

He  saw  that  one  is  UHF, 

And  then  there  were  three. 

Three  TV  stations 

Have  coverage,  it's  true. 

He  looked  at  the  ratings,* 
And  then  there  were  two. 

Two  TV  stations 

Deliver  by  the  ton. 

He  looked  at  the  rate  cards, 

And  then  there  was  one. 

ISN's  the  best  buy. 

The  others  also  ran. 

He  picked  up  his  telephone 

To  call  the  Petry  Man. 

*  According  to  the  Milwaukee  ARB  for  March, 
1958,  WISN-TV  has  an  average  rating  of  J7.i-Mon 
-FtL,  4-11  P.M.  Station  B  has  a  17.4.  The  other  two 
stations  show  a  7.8  and  a  5.9,  respectively. 

Basic  ABC  Affiliate 

Represented  by  Edward  Petry  &  Co.,  inc. 
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MANUFACTURING  continued 

MANUFACTURING  SHORTS 

RCA  Broadcast  and  Tv  Dept.  reported  ship- 
ment of  TF  6BM  superturnstile  antenna  to 

WFBC-TV  Greenville,  S.  C. 

H.  H.  Scott  Inc.,  Maynard,  Mass.,  an- 
nounces new  stereo  preamplifier  (Model 

130)  for  use  with  stereo  records  and  tapes 

and  monaural  program  material.  It  report- 

edly incorporates  many  features  in  its  pre- 
vious Model  121.  Other  features  of  ampli- 

fier are  indicator  light  control  panel  that 

gives  visual  indication  of  mode  of  operation 

and  that  it  permits  three  channel  amplifi- 
cation. 

Rutledge  &  Lilienfeld  Inc.,  Chicago  and 
St.  Louis,  announces  change  of  name  to 
Lilienfeld  &  Co. 

Jerrold  Electronics  Corp.,  Philadelphia,  an- 
nounces two  new  uhf  converters,  Ultracon 

and  Ultracon  De  Luxe.  Ultracon  (Model 

TCU)  has  list  price  of  $22.95.  Ultracon  De 

Luxe  (Model  FTC)  is  listed  at  $39.95. 

Minnesota  Mining  &  Manufacturing  Co., 

St.  Paul,  anticipates  second  quarter  volume 
to  exceed  $90  million  compared  with  $92 

million  year  ago.  This  would  bring  3M's first  half  total  to  better  than  $176  million, 

only  3%  below  last  year's  six  months  total 
of  $181  million.  At  the  end  of  first  quarter, 
3M  sales  were  down  5%  from  same  period 
of  1957. 

WAIT  TILL 

THE  KIDS  MEET.. 

SESAC  TRANSCRIBED  LIBRARY 

Magnavox  Co.,  Fort  Wayne,  Ind.,  declares 
regular  quarterly  cash  dividend  of  37Vi 
cents  per  share  on  common  stock,  payable 
Sept.  15,  1958,  to  stockholders  of  record 

Aug.  25.  Also  regular  quarterly  cash  divi- 
dend of  59%  cents  per  share  on  A3A  % 

preferred  stock,  payment  and  record  dates 
same  as  for  common  dividend. 

Howard  Dearborn  Inc.,  Berea,  Ohio,  an- 
nounces new  movie  camera  stabilizer.  Con- 

structed of  anodized  aluminum  tubing,  sta- 
bilizer is  fitted  with  compensating  weights. 

It  is  adjustable  to  open  and  extended  po- 

sitions for  use  in  rugged  terrain  or  on  rough 
water.  Purpose  is  to  steady  camera  and 

allow  perfect  "aim"  or  "eyepiece"  sighting. 

Neumade  Products  Corp.,  N.  Y.,  announces 
motion  picture  film  cueing  device.  Triple 
head  cues  three  consecutive  frames  of  film, 

each  cue  mark  so  located  that  during  pro- 
jection they  are  superimposed.  For  tv  use, 

cue  mark  is  located  within  scanned  area 

of  monitor  but  outside  area  reproduced  on 
home  receiver. 

Houston  Fearless  Corp.,  L.  A.,  announces 
new  model  of  Houston  Fearless  Labmaster 

16mm  black  and  white  film  processor.  Fully 
automatic,  processor  will  process  negative 
or  positive  film  and,  with  addition  of  extra 
unit,  also  process  reversal  film.  Priced  at 
$4,175  complete,  ready  to  operate. 

B&K  Manufacturing  Co.,  Chicago,  an- 
nounces new  model  1150  automatic  picture 

and  sound  generator.  Unit  transmits  pictures 
from  35mm  (2x2)  slides  with  simultaneous 

sound — automatically — to  any  number  of 
tv  receivers  through  closed-circuit  tv  chan- 

nel. Uses  any  of  five  tv  channels  (2  to  6) 

for  separate  closed-circuit  telecasting  or  for 
interjection  between  regular  tv  station 
broadcast  programs.  Net  price  of  model 
1150  is  $895. 

Brand  Products  Inc.,  11  Lormer  St.,  Brook- 

lyn, N.  Y.,  named  national  sales  organiza- 
tion for  stereophonic  component  line  of 

Madison  Fielding  Co.,  N.  Y.,  development 

pioneer. 
Price  Electric  Corp.,  Frederick,  Md.,  an- 

nounces production  of  Electro-Poise  Minia- 
ture Relay  (series  300)  for  low  level  circuit 

or  general  purpose  use.  Hermetically-sealed 
relay  reportedly  features  increased  magnetic 
force  that  provides  higher  contact  pressures 
and  greater  travel  than  are  usually  found  in 
relays  of  this  type. 

Ampex  Corp.  announces  opening  of  first 

parts  and  service  depot  of  its  new  profes- 
sional products  division  at  345  E.  48th 

St.,  N.  Y.  Joe  E.  Blanks  has  been  named 

N.  Y.  district  service  engineer  with  head- 
quarters at  N.  Y.  parts  depot. 

Miratel  Inc.,  St.  Paul,  Minn.,  has  announced 
new  tv  monitor  line.  Miratel  K58  series  of 

monitors  is  designed  for  service  in  closed- 

circuit  tv  installations  for  educational,  broad- 
cast and  industrial  fields.  New  models  fea- 

ture 8  megacycle  video  band-width  for  bet- 
ter than  600  line  resolution,  stable  vertical 

hold  circuitry  for  industrial  cameras,  90  de- 
gree aluminized  picture  tubes  on  all  models, 

compact  cabinet  design  for  space  saving 

installations.  Price:  14",  $215;  17",  $219, 
and  21"  at  $259. 

RCA  reports  it  has  been  awarded  $1.4  mil- 
lion contract  to  develop  automatic  air- 

ground  communications  system  to  cut  air 

traffic  delays  and  help  solve  problem  of  mid- 
air collisions.  Contract  calls  for  production 

of  experimental  equipment  capable  of  ob- 
taining flight  information  by  electronic 

means  from  up  to  500  aircraft  in  two  min- 
utes, said  to  be  25  to  50  times  present 

voice-channel  capacity. 

Magnavox  Co.,  Fort  Wayne,  Ind.,  has  an- 
nounced formation  of  new  subsidiary,  Mag- 

navox-Astro-Physics  Labs.  Inc.  to  meet  "fu- ture defense  needs  in  fields  of  missile  and 

space  technology."  Lab  will  be  at  Rochester, 
N.  Y.,  headed  by  Col.  James  W.  Anderson 

Jr.  (USAF-ret.). 

Lavoie  Laboratories,  Morganville,  N.  J.,  will 

display  four  major  products  at  August  Wes- 
con  Show,  Los  Angeles:  new  Oscilloscope 

LA  260,  Electronic  Counter,  LA  80,  Ro- 
botester  LA  302  and  VHF  Frequency  Meter 
LA  70. 

General  Instrument  Corp.,  Newark,  N.  J., 

"held  the  line"  in  earnings  in  first  fiscal 

quarter  (ended  May  31)  through  contribu- 
tions by  newly-acquired  Radio  Receptor 

subsidiary  and  rising  semi-conductor  sales. 
Sales  for  three  months  totalled  $8,679,027 

as  compared  with  $7,042,565  for  same  quar- 
ter of  last  year. 

Lambda-Pacific  Engineering  Inc.,  Van  Nuys, 

Calif.,  announces  compact  general-purpose 
microwave  relay  system  test  set.  Unit  is 
three  instruments  in  one,  combining  signal 

generator,  frequency  meter  and  power  meter 

for  testing  transmitters  and  receivers  oper- 
ating in  frequency  range  of  5825  to  7725 

mc.  Designated  Model  7100  test  set  meas- 
ures power  output,  microwave  frequency, 

receiver  sensitivity  and  receiver  response. 

Unit  has  V^-watt  output  and  can  be  used  as 

transmitter.  Size:  191/2"  x  11"  x  14"  high. 
Weight:  53  pounds.  Price:  $1,550. 

Magnecord  Div.  of  Midwestern  Instruments 
Inc.,  Tulsa,  Okla.,  announces  improved 
DSD  magnetic  heads  for  use  in  all  new  tape 
recorder  models,  including  Magnecordette 

Stereo.  Metal  in  construction,  heads  are  de- 

signed to  "telemetering  and  instrumentation 
specifications."  Among  claimed  advantages: 
extended  life  for  both  heads  and  tape;  great- 

er precision  of  alignment,  and  highly  stable 

frequency  response  for  uniformity  of  per- 
formance. Heads  will  be  used  in  forth- 

coming new  Model  728  as  well  as  in 

Magnecordette  Stereo  for  professional  re- 
cording studios  and  home  recording  fans. 

H.  H.  Scott  Inc.  (high  fidelity  components), 

Maynard,  Mass.,  announces  completion  of 
new  32,000  square-ft.  plant  in  Maynard  for 
manufacturing  and  fabrication  of  electronic 

equipment. 
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EVERYBODY'S  MAIL  GOES  BY  RAIL 

we  know  that  some  mail  moves  by  other  forms  of 

transportation. 

But  every  community  in  the  United  States  —  from  the  smallest 

hamlet  to  the  City  of  New  York  —  is  served  by  railway  mail  service. 
The  vast  majority  of  cities  and  towns  receive  their  mail  by  railroads 

direct  —  the  others  are  served  by  railroads  in  combination  with 
other  forms  of  transportation. 

In  the  nearly  3,000  counties  served  directly  by  railroads  live  over  99 

per  cent  of  our  entire  population;  in  the  few  counties  without  rail- 

roads, less  than  one  per  cent.  The  few  counties  without  railroads 

use  and  benefit  from  railroad  mail  service  because,  excepting  local 

pick-up  and  delivery,  most  of  their  non-local  letters  and  packages  also 
travel  by  rail.  Thus,  in  reality,  every  community  and  every  person 

in  the  United  States  uses  and  benefits  from  railway  mail  service. 

ASSOCIATION  OF 

AMERICAN  RAILROADS 
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PEOPLE 
A  WEEKLY  REPORT  OF  FATES  AND  FORTUNES 

ADVERTISERS  &  AGENCIES  FILM 

JOHN  McDERMOTT,  Vance  Fawcett  Assoc.,  Hono- 
lulu. T.H..  elected  president  of  Advertising 

Agency  Association  of  Hawaii.  Other  officers: 
PETER  RADNER,  Vance  Fawcett  Assoc.,  vice  presi- 

dent: JANE  DONOVAN,  Millici  Adv.  Agency,  sec- 
retary, and  ROBERT  O.  KELSEY,  Millici,  treasurer. 

PERRY  L.  BRAND,  formerly  vice  president,  chair- 
man of  plans  board  and  account  executive  at 

Campbell-Mithun  Inc.,  Chicago,  to  Clinton  E. 
Frank  Inc..  Chicago,  as  vice  president  and  ac- 

count supervisor. 

THOMAS  A.  McAVITY,  v.p..  in  charge  of  tv-radio 

programming  division.  McCann-Erickson,  N.Y., 
named  chairman  of  advertising  and  publishing 
divisions  of  USO  Fund  of  New  York  for  1958 

campaign  seeking  to  raise  $1.6  million  in  New 
York  city. 

T.  R.  RICE,  formerly  assistant  national  ad  manager 
in  radio-tv  for  Borden  Co.,  elevated  to  national 

ad  manager.  EDWARD  J.  PEGUILLAN  to  assistant  na- 
tional ad  manager.  LYLE  SMITH,  assistant  national 

ad  manager,  to  coordinate  milk  and  ice  cream. 

ARNOLD  GRAHAM,  v.p.  and  account  supervisor  on 
Blatz  Brewing  Co.  at  Kenyon  &  Eckhardt  Inc., 

Chicago,  announces  resignation.  He  will  an- 
nounce future  plans  at  later  date. 

JOHN  J.  LOUIS  JR.,  formerly 
with  Needham.  Louis  & 
Brorby  Inc.,  Chicago,  as  ac- 

count executive,  joins  S.  C. 
Johnson  &  Son,  Racine,  Wis., 
as  international  advertising 
and  public  relations  director. 

MORRIS  KINNAN,  radio-tv  staff 
of  Needham,  Louis  &  Bror- 

by Inc.,  Chicago,  transferred 
to  NY.  office  as  radio-tv  pro- 

duction supervisor,  succeed- 
ing ROBERT  SALTER,  resigned. 

RAINER  ESSLEN,  account  ex- 
ecutive in  public  relations 

department  of  Ketchum, 
MacLeod  &  Grove  Inc., 
transferred  from  Pittsburgh 
to  N.Y.  office. 

JOHN  S.  KIRWAN,  previously 
with  WHAS-TV  Louisville, 
Ky.,  and  presently  radio-tv director  of  Bruce  B.  Brewer 
&  Co.,  Kansas  City,  Mo.,  be 
comes    agency  partner. 

MR.  LOUIS 

MR.  KINNAN 

ROBERT  J.  SMITH,  recently  graduated  from  Drake 
U.,  Des  Moines,  Iowa,  to  copy  staff  of  W.  B. 
Doner  &  Co.,  Chicago. 

ROBERT  DOOLITTLE,  formerly  with  Campbell- 
Mithun,  Minneapolis,  to  Honig-Cooper,  Har- 

rington &  Miner,  L.A. 

LAWRENCE  L.  GOLDWASSER,  formerly  with  J. 
Walter  Thompson  Co.,  to  Elliot,  Unger  &  Elliot, 
N.Y.,  tv  film  commercial  producers,  as  staff 
producer. 

JACK  H.  SILVERMAN,  account  executive,  Caravel 
Films,  N.Y.,  to  UPA  Pictures  Inc.,  N.Y.,  in 
similar  capacity. 

HARRY  GOLDSTEIN,  coordinator  of  New  York  cam- 
paigns, United  Artists  Corp.,  promoted  to  as- 

sistant advertising  manager. 

MARCELLA  NAPP,  formerly  with  CBS  and  RKO, 
signs  as  casting  director  for  Anso  Productions, 
L.A. 

NETWORKS 

MR.  KEATING 

JOSEPH  F.  KEATING  and  JAMES 
F.  SIMONS  appointed  program 
director  of  Mutual  and  direc- 

tor of  network  midwest  op- 
erations, respectively.  Mr. 

Keating  has  been  executive 
producer  since  1956,  joining 
Mutual  in  1946  and  serving 
as  commercial  program  su- 

pervisor, production  manager 
and  director  of  operations. 
He  replaces  HAL  WAGNER,  re- 

signed. Mr.  Simons  was  ac- 
count executive  for  John 

Blair  &  Co.,  Chicago,  station 
representative,  from  1955  un- 

til he  joined  Mutual. 

SID  MESIBOV,  ABC-TV  direc- 
tor of  exploitation  and  spe- 
cial projects,  given  additional 

responsibilities  as  coordina- 
tor of  marketing  activities 

between  ABC -TV  and  ABC 
Merchandising  Inc.,  market- 

ing department  of  American 
Broad  casting-Paramount 
Theatres  Inc.,  parent  com- 

pany. Mr.  Mesibov  will  work  on  licensing  of 
network's  personalities  and  programs  to  manu- 

facturers and  premium  distributors. 

JAMES  W.  MONAHAN,  account  executive,  Califor- 
nia National  Productions,  to  CBS  Television 

Film  Sales,  N.Y.,  as  an  account  executive. 

CHET  YOUNG,  salesman  with  CBS  for  past  eight 
years,  and  MARSHALL  KEELING,  formerly  account 
executive  with  Paul  H.  Raymer  Co.,  N.Y.,  sta- 

tion representative,  appointed  to  NBC  sales 
staff. 

REGINALD  ROSE,  Emmy-winning  playwright, 
signed  to  write  special  hour-and-a-half  drama 
for  CBS's  Playhouse  90  upcoming  season.  Mr. 
Rose,  awarded  Emmy  for  "Twelve  Angry  Men," 
will  also  give  network  first  consideration  in  pur- 

chase of  all  his  original  tv  plays  written  during 
next  year. 

MR  SIMONS 

GO  'BIG  JOE' Spreading  joy  throughout  the  land 
(or  at  least  the  New  York  area)  has 

marked  the  history  of  Big  Joe's  Hap- 
piness Exchange,  an  all-night  d.j.  talka- 
thon beginning  at  its  eighth  station, 

WABC  New  York,  August  3. 

Big  Joe  Rosenfield  Jr.,  who  "spreads 

optimism,  good  will  and  charity" 
among  New  York's  underprivileged 
by  soliciting  help  from  his  listeners, 
premiered  on  WOR  New  York  1 1 

years  ago.  He  left  WOR  in  1950  for 
WMCA  New  York.  He  then  went  to 

WHOM,  WINS  and  WEVD,  all  New 
York.  Before  joining  WMGM  New 
York  in  1954,  he  even  crossed  the 

Hudson  River  to  originate  from  WVNJ 

Newark,  N.J.  Happiness  Exchange  re- 
places the  Herb  Jeffreys  Show,  Mr. 

Jeffreys  remaining  on  the  WABC  an- 
nouncing staff. 

MR.  CHESTER 

GIRAUD  CHESTER  and  ARMAND 
GRANT  named  v.p.  in  charge 
of  daytime  programming  for 
ABC-TV  and  director  of  day- 

time programming,  respec- 
tively [See  At  Deadline,  July 

21].  Mr.  Chester  resigned  as 
director  of  new  program  de- 

velopment for  Ted  Bates  & 
Co.,  N.Y.,  to  accept  new  post. 
Mr.  Grant  has  served  as  ex- 

ecutive producer  for  ABC- 
TV  daytime  programming 
since  1957. 

BILL  BURCH,  formerly  with 

Ralph  Edwards  and  Tennes- see Ernie  Ford  as  producer 

and  writer,  to  produce  NBC's The  George  Gobel  Show  for 
1958-59  season. 

PERRY  LAFFERTY  and  NORMAN 
JEWISON  named  producer  and 
director,  respectively,  of  Your 
Hit  Parade  debuting  on  CBS 
in  October.  Mr.  Lafferty  most 
recently  was  director  of 
CBS's    musical    quiz,  Name 
That  Tune.  Mr.  Jewison  comes  from  CBC-TV  in 
Toronto  where  he  directed  several  musical  and 
variety  shows. 

HENRY  GREENBERG  and  MALVIN  WALD  have  been 

engaged  to  write  script  for  "Mother  Goose" 
musical  in  Shirley  Temple's  Storybook,  series  on NBC-TV  Dec.  21. 

FRANK  A.  ARNOLD,  91,  director  of  development 
for  NBC  from  1926-32,  died  July  16  at  a  nursing 
home  in  Roslyn,  Pa. 

MR.  GRANT 

STATIONS 

Cincinnati's  Most  Powerful 

Independent  Radio  Station 

50,000  watts  of  SALES  POWER 

WC  KY 

CINCINNATI,  OHIO 

STATION 

On  the  Air  everywhere  24  hours  a  day— seven  days  a  week 
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C.  WREDE  PETERSMEYER,  chairman  of  executive 
committee  of  Gulf  Television  Corp.  and  head  of 
J.  H.  Whitney-owned  Corinthian  Broadcasting 
Corp.,  assumes  presidency  of  KGUL-TV  Hous- 

ton, Tex.,  succeeding  PAUL  K.  TAFT,  resigned,  who 
will  continue  as  director  of  corporation.  Named 
acting  general  manager  until  permanent  replace- 

ment is.  made  was  JAMES  C.  RICHDALE  JR.,  v.p. 
and  general  manager  of  Corinthian-owned 
KOTV  (TV)  Tulsa,  Okla.  Mr.  Richdale  will  serve 
both  stations. 

RICHARD  A.  MOORE,  president  and  general  man- 
ager of  KTTV  (TV)  Los  Angeles,  accepts  chair- 

manship of  tv  committee  of  local  Community 
Chest  Campaign. 

ARNOLD  KAUFMAN,  v.p.  of  RKO  Teleradio  Pic- 
tures Inc.,  N.Y.,  elected  operator  trustee  of  wel- 

fare trust  fund  of  American  Guild  of  Variety Artists. 

ROBERT    BURRIS,    sales   manager    of   KEYT  (TV) 

Broadcasting 



NOTICE  TO  EDITORS — This  advertisement  currently  appears  the  text  of  each  advertisement  in  this  series.  The  text  may 
in  leading  national  magazines.  For  more  than  30  years,  be  used  in  regular  health  features,  health  columns  or  health 
Metropolitan  Life  has  sponsored  similar  messages  on  na-  reports  with  or  without  credit  to  Metropolitan.  The  Com- 
tional  health  and  safety.  Because  of  public  interest  in  the  pany  gladly  makes  this  material  available  to  editors  as  one 
subject  matter  of  these  advertisements,  Metropolitan  offers  phase  of  its  public-service  advertising  in  behalf  of  the 
all  news  editors  (including  radio  news  editors),  free  use  of  nation's  health  and  safety. 

"Here's  the  key  to  the  car,  Son  . . . 

but  don't  forget,  responsibilities  go  with  it." 

"As  a  new  driver,  remember  you  have  some 

mighty  important  obligations.  Your  own  safety — 

the  security  of  others — your  family's  peace  of 
mind — all  of  these  depend  on  your  care,  your  cau- 

tion, your  courtesy  when  behind  the  wheel." 

Most  parents  spend  some  anxious  hours 

when  their  teen-agers  first  begin  to  drive 

— and  with  very  good  reason. 

For  statistics  tell  us  that  it  is  in  the  15-to-19 

age  group — the  ages  at  which  most  young 

people  usually  start  driving — that  accident  fa- 
talities are  at  their  peak. 

One  of  the  first  things  that  should  be  im- 
pressed on  young  people  is  the  power  and  speed 

of  today's  cars. 

If  this  power  is  misused — if  the  driver  "steps 
on  it"  for  a  thrill — he  is  asking  for  an  accident. 
But  if  he  learns  to  respect  power  and  the  neces- 

sity for  keeping  it  under  control,  he  will  be  a 

safer,  more  skillful  motorist. 

In  addition,  young  drivers  need  to  become 
thoroughly  familiar  with  the  rules  of  the  road, 

and  learn  the  importance  of  constant  attention 

to  driving.  The  driver  whose  attention  is  di- 
verted can  lose  control  of  his  car  before  he 

realizes  it. 

Young  drivers — especially  those  who  take 

courses  offered  in  many  high  schools — make  far 

better  drivers  than  others  taught  by  less  com- 

petent teachers. 

If  your  school  does  not  give  safe  driving 

courses,  ask  your  police  department  where  to 

get  competent  instruction. 

Last  year  thirty-eight  thousand  Americans  died 
in  traffic  accidents  and  well  over  a  million  were 

injured.  We  can  reduce  this  toll  if  all  drivers — 
young  and  old — will  drive  at  all  times  with 
care,  caution,  and  courtesy. 

COPYRIGHT   1958  —  METROPOLITAN    LIFE   INSURANCE  COMPANY 

Metropolitan  Life  Insurance  Company 
(A  MUTUAL  COMPANY) 

1  Madison  Avenue,  New  York  10,  N.  Y. 
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PEOPLE  CONTINUED 

Santa  Barbara,  Calif.,  appointed  v. p.  in  charge 
of  sales.  He  will  continue  to  manage  national  and 
local  sales. 

JERRY  GLASER,  formerly  pro- 
motion manager  and  account 

executive  of  WALC  Nash- 
ville, Tenn.,  appointed  gen- 

eral manager  of  WENO  Mad- 
ison, Tenn. 

K.  W.  PYLE,  responsible  for 
original  installation  of  WIBW 
Topeka,  Kan.,  WHBL  She- 

boygan, Wis.,  and  KFBI 
Wichita,  Kan.,  named  general 
manager  of  KSIR  Wichita, 
scheduled  to  commence  op- 

erations Aug.  1.  Mr.  Pyle 
started  his  radio  career  in 
1924. 

BOB  BROWN,  formerly  of 
WBEL  Beloit,  Wis.,  named 
manager  of  KMAQ  Maquo- 
keta,  Iowa.  ROY  SHIELDS,  for- 

merly with  KFMA  Daven- 
port, Iowa,  appointed  chief 

engineer  of  KMAQ. MR.  PYLE 

ROBERT  F.  NIMS,  regional  manager  of  RAB's  mem- ber service,  becomes  commercial  manager  at 
WNEB  Worcester,  Mass.,  succeeding  JAMES  M. 
McCANN,  going  to  WKBR  Manchester,  N.H.,  and 
Granite  State  Network  as  commercial  manager. 

JACK  KEINER,  formerly  with 
Edward  Petry  &  Co.,  N.Y., 
station  representative,  ap- 

pointed station  manager  of 
KFMB  San  Diego,  Calif. 
Prior  to  joining  Petry  Co., 
Mr.  Keiner  was  radio  and  tv 
director  at  Allen  &  Reynolds, 
Omaha  agency. 

MR.  KEINER 

EUGENE    P.    CORRIGAN    JR.,   former   manager  of 

NOW!  FROM  WHBF-TV 

IN  THE  QUAD-CITIES  . . . 

NEW  1000  FT. 
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BIG  100  KW 
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EXPANDED  REGIONAL 

COVERAGE 

bring  a  new 
era  of 
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Western  Illinois 
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<S  Tut  SO*0 

WHBF-TV CBS  FOR  THE  QUAD-CITIES 

REPRESENTED  BY  AVERY-KNODEL 

WTAL  Tallahassee,  Fla.,  to  WSAV-TV  Savannah, 
Ga.,  as  commercial  manager. 

EDMUND  SCOTT,  formerly  reporter-director  for 
CBS-TV's  See  It  Now,  to  WNTA-AM-FM-TV 
Newark,  N.J.,  as  manager  of  press  relations. 

MR.    MORRISON     MR.  STRACHOTA MR.  KAPLAN 

MR.  LARSEN 

DICK  MORRISON,  former  sales 
manager  WNOE  New  Or- 

leans, appointed  general  sales 
manager  of  KBOX  Dallas, 
Tex.  Other  appointments  and 
promotions  in  Balaban  sta- 

tions are  BERNIE  STRACHOTA, 
formerly  city  sales  manager 
of  The  Miller  Brewing  Co., 
Milwaukee,  to  WRIT  Mil- 

waukee as  general  sales  man- 
ager; STANLEY  N.  KAPLAN, 

former  sales  manager  of 
WIL  St.  Louis,  to  assistant 
to  v. p.,  Balaban  Stations,  at 
WIL;  WILLIAM  McKIBBEN,  for- 

merly commercial  manager 
WDEL  Wilmington,  Del.,  to 
assistant  to  v.p.,  WIL,  and 
ROBERT  (COFFEEHEAD)  LARSEN 
to  assistant  to  general  man- 

ager, WRIT.  Also,  ALLENE 
BIGGS  to  administrative  as- 

sistant WIL;  HARRIET  BAKER  to 
administrative  assistant 
KBOX;  ROB  ROBBINS  to  program  director  KBOX; 
MORGAN  PITCHER  JR.,  to  controller  WIL;  JOHN 
C.  BUTLER  to  account  executive  KBOX,  and  RU- 

DOLPH NELSON  JR.  to  account  executive  WRIT. 

DAVID  SCHWARTZ,  CBS  promotion  department, 
L.  A.,  to  KDAY  Santa  Monica,  Calif.,  as  account 
executive. 

BOB  FILLMORE,  formerly  with  WBUF  Buffalo, 
N.  Y.  as  promotion  manager,  to  WRCV  Phila- 

delphia, as  manager  of  advertising,  promotion 
and  publicity. 

OSCAR  GILDEMANN,  formerly  with  KTMS  Santa 
Barbara,  Calif.,  to  WCVA  Culpeper,  Va.,  as  chief 
engineer. 

JAMES  R.  CORYELL  JR.,  formerly  advertising  mana- 
ger of  Fincher  Oldsmobile,  Miami,  named  senior 

account  executive  for  WMET  Miami  Beach,  Fla. 
Additions  to  WMET  sales  staff  are  JACK  VINIK 
and  DIANE  WAGNER.  Also,  ROBERT  M.  BYRON 
named  program  director.  Mr.  Byron  was  formerly 
with  WGBS  Miami  and  WKAT  Miami  Beach. 

ERNEST  DADE,  formerly  sales  coordinator  at  KETV 
(TV)  Omaha.  Neb.,  rejoins  KTVH  Hutchinson 
(Wichita),  Kans.,  as  promotion  manager. 

WILLIAM  TUBBS,  formerly  with  Zachman  &  Lucas, 
Kansas  City,  Mo.,  public  relations  firm,  to  KTVH 
(TV)  Hutchinson,  Kan.,  as  merchandising  mana- 

ger. ROBERT  D.  WILLIS,  publicity  director  at  WHTN- 
AM-FM-TV  Huntington,  W.Va.,  promoted  to  pro- 

motion and  publicity  manager.  DAVID  H.  MARCUM, 
formerly  account  executive,  elevated  to  mer- 

chandising and  sales  promotion  manager. 

WM.  OLIVER  GRIEVE,  formerly  with  KVAR  (TV) 
Mesa,  Ariz.,  to  KOOL-TV  Phoenix,  Ariz.,  as 
transmitter  engineer. 

CHARLES  D.  JORDAN  JR.  appointed  promotion  direc- 
tor WDVA  Danville,  Va.,  succeeding  JEFF  WAUGH, 

named  continuity  director. 

BOB  HILL  appointed  news  director  of  WNAX 
Yankton,  S.D. 

HAMPTON  DUNN,  former  managing  editor  of 
Tampa  Tunes,  appointed  political  editor  and  an- 

alyst of  WCKT  (TV)  Miami,  Fla. 

RAY  WHITING  JR.,  formerly  promotion  department 
artist  for  Omaha  World-Herald,  joins  WOW- 
AM-TV  Omaha  as  art  director. 

MR.  NORINS 

MR. 

BILL  DIFFEE  named  program  director  of  WFNS- 
AM-FM  Burlington,  N.C.  OLIN  CAMPBELL,  former- 

ly with  WFNS  to  WFTC  Kinston,  N.C. 

LESLIE  H.  NORINS,  account  ex- 
ecutive with  Television  Pro- 

grams of  America  in  N.  Y. 
and  formerly  local  sales  man- 

ager of  KTTV  (TV)  Los  An- 
geles, appointed  sales  man- ager of  KABC  Los  Angeles, 

succeeding  ROY  CORDELL,  re- 
signed. 
AL  PRYOR,  merchandising  man- 

ager for  KTTV  (TV)  Los 
Angeles  in  promotion  depart- 

ment, promoted  to  sales  de- velopment manager. 

GENE  GRUBB,  account  executive  at  KOA  Denver, 
to  KVOD  Denver  as  local  sales  manager. 

ROBERT  GREEN,  director  of  local  sales  for  KUAM- 
AM-TV  Agana,  Guam,  elevated  to  administrative 
assistant  to  resident  manager. 

LEW  HUNTER,  formerly  sales 
manager  of  KFBI  Wichita, 
Kan.,  moves  to  KLZ  Denver, 
Colo.,  in  same  capacity. 

JAMES  J.  FLYNN,  acting  chief 
accountant,  WPIX  (TV)  New 
York  for  past  six  months, 
named  chief  accountant. 

RICHARD  E.  BATES  appointed 
director  of  national  sales  for 
WGAN-TV  Portland,  Me.,  and 
ROBERT  W.  JENNINGS  named 
local  sales  manager.  Additions  to  WGAN  are 
ROBERT  SARACEN,  sales  staff  and  LARRY  WESTCOTT, 
announcer. 

FRANK  OXARART  JR.,  KNX  Los  Angeles,  named 
sales  promotion  assistant  in  charge  of  research 
and  presentations  in  sales  service  department, 
replacing  CRAIG  JENNINGS,  appointed  sales  serv- ice manager. 

HARRY  WILBER,  formerly  advertising  and  promo- 
tion director  of  WBBM  Chicago,  to  sales  staff 

of  WLS  Chicago. 

SEYMOUR  (ANDY)  ANDREWS,  formerly  with  KLAC 
Los  Angeles,  joins  KHJ  Los  Angeles  sales  staff. 

JACK  O.  SALING,  formerly  member  of  sales  and 
announcing  staffs  at  KBES-TV  Medford,  Ore.,  to 
KGW-TV  Portland  Ore.,  as  member  of  sales  staff. 

MICHAEL  LUCKOFF,  recently  graduated  from  U.  of 
Michigan,  joins  WJBK  Detroit,  Mich.,  sales  staff. 

PAUL  F.  DECHANT,  formerly  station  manager  of 
WMIL  Milwaukee,  to  sales  staff  of  WTMJ  Mil- waukee. 

TONY  MARVIN,  radio  and  tv  personality  associated 
with  many  of  Arthur  Godfrey's  programs  on 
CBS,  signed  to  conduct  Tony  Marvin  Show  on 
WABC  New  York. 

J.  P.  McCARTHY,  formerly  personality  with  KFAR 
Fairbanks,  Alaska,  joins  WJR  Detroit  as  m.c. 
of  Music  Hall  program,  replacing  MARTY  McNEELY, 
resigned. 

NOEL  HACKWORTH,  formerly  with  KBUC  Corona, 
Calif.,  to  KFOX  Long  Beach,  Calif.,  as  an- 

nouncer, replacing  WALT  ABBOTT,  resigned.  NED 
COSTA,  former  merchandising  director  and  ac- 

count executive  for  KALI  Pasadena,  Calif.,  to 
KFOX  sales  staff. 

ALAN  F.  BEACH,  formerly  script  supervisor  for 
KHJ-TV  Los  Angeles,  to  KNEZ  Lompoc,  Calif., 
as  staff  announcer. 

MIKE  PORTER  rejoins  WJBW  New  Orleans  as  d.j. 

OWEN  SPANN,  formerly  disc  jockey  with  WBT 
Charlotte,  N.C,  to  WINS  New  York  in  same 

capacity.  • 

Mid-America  Broadcasting  Company 
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MANUFACTURING 

CHARLES  THEODORE,  previously 
chief  sales  engineer  and  as- 

sistant chief  engineer  for 
Ling  Electronics  Inc.,  Culver 
City,  Calif.,  elected  v. p.  in 
charge  for  sales. 

WARREN  F.  MORGAN,  v.p.  in 
charge  of  customer  relations 
for  Federal  Electric  Corp., 
Paramus,  N.J.,  appointed  v.p. 
in  charge  of  marketing  for 
company,  unit  of  IT&T. 

MR.  THEODORE 

ELECTION  of  officers  and  directors  of  Prairie  Television  Inc.'s  WTVP  (TV)  Decatur, 
111.,  sold  by  W.  L.  Shellabarger  and  others  to  business  group  and  approved  by  FCC  in 

late  May  [Changing  Hands,  June  2]  took  place  July  1  at  Decatur  Country  Club. 

(L  to  r)  George  W.  Diefenderfer,  stockholder;  W.  Clarke  Swanson,  Swanson  Frozen 

Foods,  Div.  of  Campbell  Soup  Co.,  director;  Phil  Harris,  movie-tv  personality  pres- 

ent as  guest;  George  A.  Bolas,  media  director  of  Tatham-Laird  Inc.,  Chicago,  presi- 

dent; Ken  K.  West,  general  manager,  vice  president,  and  David  A.  Preston,  stock- 
holder. Officers  and  directors  not  pictured  are  Robert  T.  Mahar,  member  of  Chicago 

law  firm  of  Osborne,  Scheib,  Hogan  &  Mayer,  treasurer;  W.  J.  McEdwards,  NBC 

Central  Div.  tv  network  sales,  secretary;  Philip  Zimmerly,  Champaign  (111.)  attorney, 

and  Arthur  E.  Tatham,  board  chairman,  Tatham-Laird  Inc.,  elected  directors. 

CHARLIE  ST.  JOHN,  radio-tv  personality,  to  KOTV 

(TV)  Tulsa,  Okla.,  as  staff  announcer. 

DANA  MARBLE,  staff  announcer  for  KTTV  (TV) 

Los  Angeles  since  1952,  expects  his  first  book, 
Sail  Into  Silence,  to  be  published  in  August. 

WILLIAM  P.  GILLIN,  51,  former  manager  of  KTLN 
Denver,  Colo.,  died  July  17  in  Denver  General 
Hospital  after  a  short  illness. 

REPRESENTATIVES 

DOUGLAS  BROWN  promoted  to  sales  manager  of 
Forjoe  &  Co.,  N.Y.,  station  representative.  Other 
appointments  include  EDWARD  ARGOW,  formerly 
associate  media  broadcast  buyer,  Dancer-Fitz- 
gerald-Sample,  to  senior  sales  executive,  and 
ROBERT  A.  LAZAR,  manager  Chicago  sales  office 
of  WBEE  Harvey,  111.,  to  general  manager  of 
Chicago  midwest  sales  division. 

KENNETH  SIKORSKI,  formerly  with  WWGA  Tifton, 
Ga„  joins  tv  sales  staff,  The  Katz  Agency,  in 
Dallas  office. 

PROGRAM  SERVICES  mmmmrnmmmmmm
mm 

ROGER  L.  THAXTER,  44,  v.p.  in  charge  of  sales  for 
Magno-Tronics  Inc.,  New  York,  background  music 
company,  died  July  17  in  Greenwich  (Conn.) 
Hospital  after  long  illness. 

GOVERNMENT 

COL.  WILLIAM  WESTLAKE,  executive  secretary  of 
Air  Force  Reserve  Policy  Committee,  resigns 
effective  July  31.  Col.  Westlake  was  newscaster 
for  KYW  Cleveland  in  '20s  when  station  was  lo- 

cated in  Chicago.  During  two  decades  as  news- 
men in  Chicago,  worked  for  Herald-Examiner 

and  Daily  Examiner.  During  World  War  II,  was 
in  charge  of  air  force  public  relations. 

THOMAS  J.  NICHOLSON,  formerly  with  General 
Electric  as  high  fidelity  sales  manager,  joins 
Ampex  Audio  Inc.,  Sunnyvale,  Calif.,  as  western 
zone  manager. 

BOB  DAY,  former  announcer  and  producer  at 
KGO-TV  San  Francisco,  joins  Ampex  Corp.  as 
assistant  manager,  video  products  advertising. 

TRADE  ASSNS.      -  ..""v..  v: 
SEYMOUR  HELLER,  partner  in  personal  management 
firm  of  Gabbe,  Lutz,  Heller  &  Loeb,  elected  presi- 

dent of  Conference  of  Personal  Managers  West. 
Mr.  Heller  succeeds  BILL  LOEB,  who  served  for 
two  years.  Members  voted  to  executive  board 
were  RED  DOFF,  first  v.p.;  EDDIE  RIO,  second  v.p.; 
GEORGE  GREIF,  secretary,  and  MANNY  FRANK, 
treasurer. 

INTERNATIONAL  ■ 
ROBERT  C.  ELVIN,  v.p.  of  E.  W.  Reynolds  Ltd., 
Toronto,  Ont.,  advertising  agency,  to  same  post  at 
McKim  Adv.  Ltd.,  Toronto. 

IRA  DILWORTH,  director  of  English-language  net- 
works in  Ontario  for  Canadian  Broadcasting 

Corp.,  Toronto,  appointed  director  of  program 
evaluation  of  CBC.  H.  G.  WALKER,  assistant  direc- 

tor of  English-language  Ontario  networks,  suc- 
ceeds Mr.  Dilworth.  JACK  C.  McCABE,  assistant 

supervisor  of  outside  broadcasts  of  CBC,  Toronto, 
to  sports  director  of  CBC  for  radio  and  television. 

PROFESSIONAL  SERVICES 

ROBERT  B.  ELVERMAN,  manager  of  Memphis  edition 
of  TV  Guide,  named  manager  of  St.  Louis  edition, 
succeeding  EDWARD  L.  STEIN,  transferred  to  na- 

tional advertising  sales  staff  in  N.Y.  CHARLES  J. 
CONNELLY,  St.  Louis  edition  staff  member,  be- 

comes head  of  Memphis  edition.  Mr.  Elverman 
was  formerly  director  of  advertising  and  pro- 

motion for  WAVE-AM-TV  Louisville,  Ky. 

RICHARD  HILDRETH,  former  legal  officer  in  U.S. 
Coast  Guard,  to  Spearman  and  Roberson,  Wash- 

ington communications  law  firm,  as  associate. 

PAUL  H.  CHAPMAN  CO.,  media  brokers,  moving 
N.Y.  office  to  1270  Avenue  of  Americas  August  1. 
Associates  RALPH  B.  HUNTER  and  HENRY  S.  HOVLAND, 
formerly  with  WHO-AM-TV  Des  Moines,  Iowa, 
are  assigned  to  N.Y.  office. 

RAYMOND  R.  COFFEY,  manager  of  Springfield,  111., 
bureau  of  United  Press  International,  to  Illinois 
state  editor  succeeding  SHELDON  GARBER,  re- 

signed to  join  U.  of  Chicago  in  administrative 
post. 

The  Sound  of  Quality 

In  a  quality  market  of  14  counties  where 
598,800  people  spent  $1,016,738,000 
—  a  per  capita  average  of 
$1,885.00.    ($204  above 
the  national  average. ) 

Salesmanagement's "Survey  of  Buying 

.Ct  Power  — 1957" 

For  over  35  years  the  Quint-Cities'  senior  station 
(Davenport  and  Bettendorf,  Iowa  -  Rock  Island,  Moline  and  East  Moline,  Illinois) 

mC
ol
. 
 B.  J.  Palmer,  P

resident 

 .  Ernest  C.  Sanders,  Manager 

I)  ■  n  I  A         ffllMiy
  Mark  Wodlinger,  Sales  Mgr. 

Peters,  Griffin,  Woodward,  Inc. 
Exclusive  National  Representatives 

RADIO  H 

Tri-City  Broadcasting  Co.,  Davenport,  Iowa 
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PROGRAMS  &  PROMOTIONS 

WBBC  Promotes  Driver  Courtesy 

With  Awards  for  Pledge  Holders 

A  public  service  campaign  for  courteous 
driving  that  also  brings  in  extra  revenue  to 
the  station  and  attracts  listeners  with  cash 

awards,  has  been  inaugurated  by  WBBC 

Flint,  Mich.  The  station's  "Win  By  Being 
Courteous"  project,  jointly  sponsored  with 
30  advertisers,  stresses  that  automobile  acci- 

dents can  be  reduced  if  drivers  will  heed 

normal  off-the-road  courtesy  habits. 
WBBC  distributes  courtesy  pledge  cards 

and  windshield  stickers  through  the  partici- 
pating sponsors  who  display  large  promotion 

posters.  Listeners  send  their  signed  pledge 
cards  to  the  station  to  become  eligible  for 
cash  awards  varying  from  $10  to  $100  each 

day.  One  pledger  is  called  each  day  and  is 
asked  to  tell  one  courtesty  practice  that  he 
uses.  More  than  5,000  pledges  have  been 
received  thus  far,  WBBC  reports. 

Because  of  this  campaign,  which  is  sold 

almost  entirely  by  telephone,  the  station  re- 
ports a  revenue  increase  of  $5,000  for  July 

and  August.  The  sponsors  receive  two  60- 
second  spots  per  week  with  the  only  restric- 

tion that  they  be  tagged  with  a  statement 

that  "'this  is  an  official  courtesy  crusade 

sponsor."  His  place  of  business  also  is  tagged 
onto  the  station's  own  promotional  spots. 
The  station  supplies  all  the  necessary  promo- 

tional materials.  Though  its  actual  effective- 
ness cannot  be  measured,  the  campaign  has 

been  praised  by  police  and  traffic  safety 
officials,  announced  WBBC. 

...  a  fully  transistorized,  battery- 
operated,  portable  tape  recorder 

of  network  recording  quality. 

AMAZING  OPERATING  EFFICIENCY  .  . . 

No  other  recorder  can  do  the  job  of 
Minitape.  Where  you  go,  Minitape 

goes,  with  its  own  power  and  pre- 
cision recording  unit  in  one  compact 

aluminum  case.  Minitape  weighs  only 
13  pounds  and  equals  the  finest 

AC-operated  units  in  recording  quality. 

•  Automatic  volume  control  by  transistor 
amplifiers  holds  constant  full  recording 
level  from  lip  distance  to  10  ft. 

•  Flat  frequency  response  to  10,000  cycles 
at  IVi  ips. 

•  2  hours  continuous  recording  on  one 
charge.  Lifetime  nickel  cadmium  battery. 

Write  for  prices  and  specifications 

AT  WBKB  (TV)  Chicago  they've 
brought  in  a  chimp  to  do  a  man  size 

job.  Chatter  appears  in  live  10-second 
spots  to  promote  ABC-TV  programs 
as  well  as  local  shows.  Sample:  as  a 

teenager  dancing  with  a  chimpanzee 

doll,  "Say,  beautiful,  do  you  think 
we  have  a  chance  to  win  the  dance 
contest  on  American  Bandstand  this 

afternoon  at  3?" 

WAYE  Inaugurates  Music  Guide 

WAYE  Baltimore,  which  programs  95% 

of  its  music  from  long  playing  records,  re- 

ports it  is  printing  a  monthly  guide  for  lis- 
teners to  identify  recordings  heard  on  the 

station.  Titled  The  Record,  the  publication 

lists  the  name,  artist  and  manufacturer's 
label  of  each  album  played.  The  first  issue, 

which  gives  August  listings,  is  a  part  of  the 

station's  third  anniversary  celebration. 

Wanted:  A  Polar  Bear  for  KOOL 

KOOL  Phoenix,  Ariz.,  is  searching  for  a 

polar  bear  to  live  in  that  city,  where  tem- 
peratures in  recent  weeks  have  reached  as 

high  as  1 1 5  degrees,  to  prove  that  it's  KOOL 
in  Phoenix.  Arrangements  have  been  made 
with  the  Phoenix  Zoological  Gardens  to 

house  the  bear  in  a  glassed-in,  refrigerated 
room  complete  with  a  swimming  pool. 
Listeners  have  been  asked  to  call  in  if  they 
know  where  one  can  be  bought. 

WABC  Gives  Marketing  Advice 

WABC  New  York  has  begun  a  new  public 

service  segment,  titled  Today's  Best  Buys, 
which  provides  marketing  tips  for  house- 

wives. The  segment,  presented  in  coopera- 
tion with  the  New  York  City  Bureau  of 

Markets,  is  carried  every  hour  on  the  half- 
hour  from  6  a.m.  until  5:30  p.m.  daily. 

Magazine  Format  Offers  Variety 

WSUN-TV  St.  Petersburg,  Fla.,  is  aiming 
its  Saturday  afternoon  programming  for 
the  casual  summer  viewer  who  picks  his 
entertainment  much  in  the  manner  of  a 

magazine  reader.  Titled  Americana,  the  new 
three-hour  series  covers  a  variety  of  topics 
in  six  divisions — men,  the  arts,  women, 

sports,  travel  and  potpourri.  The  live  and 
filmed  content  has  included  an  informal  in- 

terview with  a  psychiatrist,  a  picture  story  on 

Jamaica  with  songs  by  Harry  Belafonte, 

golf  demonstrations,  little  theatre  members 

in  live  "bits,"  a  history  of  jazz  and  a  local 
newspaperman  who  had  witnessed  the  strife 
in  Cuba.  Jay  Black  is  host  for  Americana. 

KMTV  (TV)  Boosts  Tv  Promotion, 

Cuts  Papers  in  Rating  Weeks 

The  value  of  increasing  newspaper  line- 

age to  boost  a  station's  audience  during 
rating  week  is  "vastly  overrated,"  Owen 
Saddler,  executive  vice  president  and  gen- 

eral manager  of  KMTV  (TV)  Omaha,  de- 
clared in  announcing  results  of  an  experi- 

ment undertaken  by  the  station. 

Mr.  Saddler  reported  that  for  some  time 

he  had  questioned  "the  actual  value"  of 
increased  newspaper  ad  lineage  for  build- 

ing an  audience  during  rating  week.  His 

theory  was  that  tv  promotion  was  its  "own 
best  sales  tool."  Accordingly  during  the 
last  American  Research  Bureau  rating  week 

in  Omaha  (May  12-May  18),  he  cut  out 
all  special  rating  week  newspaper  ads  and 

stepped  up  on-the-air  promotion. 
The  results,  Mr.  Saddler  continued, 

collaborated  with  his  thinking.  During  the 

week  of  May  12-18,  ARB  ratings  showed 
that  KMTV  (TV)  increased  its  overall  share 
of  audience  in  almost  90%  of  its  program 

hours,  according  to  Mr.  Saddler.  In  the 
6  p.m. -midnight  hours,  KMTV  (TV)  jumped 

from  a  33.4  to  a  35.6.  Mr.  Saddler  com- 
mented: "In  the  future,  KMTV  (TV)  plans 

to  devote  more  time  to  improve  our  own 
audience  promotion  for  creating  our  own 

additional  audience." 
Hike  Contest  Marks  Milestone 

KFJI  Klamath  Falls,  Ore.,  embarked  on 
a  series  of  contests  and  sales  promotions 

during  July  in  celebration  of  the  station's 
35th  anniversary  July  19.  Listeners  were 
awarded  prizes  for  the  closest  guesses  to 
the  actual  time  of  21  hours  and  five  min- 

utes it  took  d.j.  Dan  Dillon  to  hike  the 
63-mile  stretch  from  Crater  Lake,  Ore.,  to 

Klamath  Falls.  D.j.  Larry  Jones  is  attempt- 
ing to  set  a  record  for  continuous  broad- 

casting with  prizes  being  offered  again  for 
closest  approximations.  Other  promotions 
include  35  mystery  tunes  and  a  hidden 
check  that  increases  by  $35  each  day  it  is 
not  found.  Advertisers  were  offered  an  anni- 

versary package  of  thirty-five  35-second 
spots  and  the  promotion  was  a  sellout, 
KFJI  reports. 

LOOT  GETTING  LARGER 

It  had  to  happen.  They  finally  went 

and  "gave  away"  a  bridge  on  one  of 
those  tv  quiz  programs.  On  the 

new  Bid  'n'  Buy  panel  auction  tv  quiz 
(CBS-TV,  Tues.,  10-10:30  p.m.) 
sponsor  Revlon  Inc.  challenged  four 

contestants  to  bid  for  San  Francisco's 
Golden  Gate  Bridge.  The  winner 
"owned"  the  bridge  all  day  yesterday 

(July  20),  also  got  the  equivalent  of 
tolls  from  all  10  gates  during  the  pe- 

riod of  Saturday  midnight  to  midnight 

Sunday  (expected  to  run  to  $7,500). 
That  was  no  yokel  who  bought  the 

Brooklyn  Bridge.  He  was  just  practic- 
ing for  the  bigger  span. 
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IN  A  WORD 

The  word  for  the  day  is  "fantastic." 
Ziv  Television  Programs,  New  York, 
has  hired  six  outside  public  relations 
organizations  to  promote  its  new 
series,  World  of  Giants,  which  begins 

on  CBS-TV  on  Oct.  1  (Wed.  8-8:30 
p.m.).  The  campaign  objectives  are 
not  only  to  publicize  the  show  but 

also  to  popularize  "Fantastic,"  mean- 
ing "off-beat,"  "unusual"  and  "out-of- 

this-world." 

Prochnow  Wins  KBIG  Island  Trip 

The  first  prize  winner  of  a  Hawaiian  holi- 

day for  two  in  the  "Mystery  Sound"  contest 
conducted  by  KBIG  Santa  Catalina,  Calif., 

[Programs  and  Promotions,  June  30]  ex- 
cusively  for  Southern  California  advertising 
personnel  was  won  by  Ray  Prochnow,  vice 
president  and  Los  Angeles  manager  of  Glenn 
Adv. 

Runner-up  winners  who  identified  the 
sound  as  a  stock  market  ticker  and  who 

were  chosen  according  to  earliest  postmark 
were:  Gertrude  Lieblich,  copywriter,  Burke 
Dowling  Adams  Inc.,  Phenix  lounger  chair 

with  vibrator;  Joel  W.  Stearns,  media  direc- 

tor, Milton  Weinberg  Adv.,  King  O'Lawn 
power  mower;  Beverly  Plotkin,  media  di- 

rector, Carson-Roberts,  weekend  for  two  at 
Apple  Valley  Inn;  Mary  Kay  Cain,  media 
director,  McCann-Erickson,  weekend  for 
two  at  Hesperia  Inn,  and  Ruth  Johnson, 

media  director,  Milton  Carlson  Co.,  week- 
end for  two  at  Arrowhead  Springs  Hotel. 

Gift  boxes  of  perfume  were  sent  as  consola- 
tion prizes  to  15  other  contestants  who  also 

named  the  sound. 

'Ladies  Fair'  Gets  Heavy  Mail 
Ladies  Fair,  which  originates  weekday 

mornings  at  KNXT  (TV)  Los  Angeles  for 
the  Columbia  Television  Pacific  Network, 
awarded  prizes  to  the  sender  of  the  millionth 
piece  of  mail  to  the  show.  Program  m.c. 
Tom  Moore  interviewed  the  El  Monte, 
Calif.,  woman  postcard  writer  on  the  July  10 
show.  Since  Ladies  Fair  made  its  debut  on 

KNXT  and  the  network  in  January  of  this 
year,  the  program  has  netted  more  than 
40,000  postcards  from  viewers  each  week. 

30-Minute  Fire-Fighting  Film 

Being  Offered  by  New  Yorkers 

A  group  of  fire  buffs  associated  with  ra- 
dio and  television  in  New  York  have  pro- 

duced a  color  film  on  hazards  of  fire-fighting 
that  was  hailed  last  week  by  New  York  Fire 
Comr.  Edward  F.  Cavanaugh  Jr.  during  a 

preview  showing.  The  30-minute  documen- 
tary, titled  F.D.N.Y.,  was  produced  in  co- 

operation with  various  firemen  groups  by 

Ted  Green,  radio-tv  writer;  Ira  Marion,  ra- 
dio-tv  writer-director,  and  Mel  Allen,  sports 
commentator,  who  served  as  narrator.  The 

film  was  produced  for  about  $2,800.  It  was 
estimated  that  it  would  have  cost  about 

$50,000  if  produced  commercially. 
Mr.  Green,  who  spearheaded  the  project, 

reported  that  a  group  of  at  least  three  other 
films  will  be  produced  on  various  phases  of 

firefighting,  and  all  will  be  made  available 

for  television  showing  and  presentation  be- 
fore civic  groups  throughout  the  country. 

Information  on  prints  is  available  from 

Walter  Scherrin,  c/o  The  Uniformed  Fire- 

men's Assn.,  38  Park  Row,  New  York. 

WPEN  Makes  Cross-Country  Pitch 

In  a  case  of  "trying  every  angle,"  WPEN 
Philadelphia  arrived  at  a  cross-country  sales 
promotion  idea  that  landed  a  large  account 
after  all  normal  presentations  had  been 

made  to  the  account's  advertising  manager. 
The  ad  manager  left  Philadelphia  to  make 
a  trip  through  the  West  before  making  a 
decision  on  a  WPEN  saturation  package 

plan. 
Erv  Rosner,  WPEN  sales  manager 

learned  the  date  that  the  prospect  would 
be  at  a  certain  hotel  in  Denver  and  then 

proceeded  to  have  the  station's  personalities 
cut  a  record  to  relay  news  from  home  and 
WPEN.  Mr.  Rosner  sent  the  record  to  the 
hotel  with  instructions  to  have  it  and  a 

record  player  in  the  accountman's  room  on 
his  arrival.  As  planned,  the  record  was 
played,  and  two  weeks  later  the  contract 
was  signed,  WPEN  reports. 

TTC  Appoints  Advisory  Group 

The  board  of  directors  of  Transcontinent 

Television  Corp.,  Rochester,  N.  Y.,  an- 
nounces the  formation  of  a  Transcontinent 

Buffalo  (N.  Y.)  Advisory  Board,  composed 

of  nine  prominent  civic-minded  men  from 
the  Buffalo  area,  which  will  meet  periodical- 

ly with  Transcontinent's  management  and 
its  WGR-TV  Buffalo  station  manager.  The 

board's  purpose,  TTC  explains,  is  to  advise 
management  on  policies  directly  affecting 
Transcontinent  stations  performance  in  the 
public  interest.  Similar  boards  are  proposed 

for  other  Transcontinent  stations'  communi- 
ties, the  directors  said. 

Cat's  Meow  Brings  Vicuna  Coat 
Having  a  choice  of  either  a  vicuna  coat 

or  a  deep  freeze,  the  winning  lady  of  the 

KING  Seattle,  Wash.,  "Instant  Prosperity 
Contest"  decided  on  the  coat.  Listeners  had 
been  invited  to  enter  KING'S  anti-recession 
contest  with  suggestions  for  bolstering  the 
economy  of  the  country.  The  winning  entry 

read:  "Instant  prosperity  precipitator,  or, 
every  cloud  has  a  silver  lining.  Let  it  rain 
cat  and  dog  licenses  (tossed  from  airplanes) 
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PROGRAMS  &  PROMOTIONS  continued 

ON-THE-SCENE  reports  of  pig  production  progress  at  the  WNCT  (TV)  Greenville,  N.  C, 
swine  farm  are  made  by  Dick  Stokes,  station  farm  director,  in  daily  telecasts.  The  family 
at  right  is  part  of  7 ,000  animals  in  WNCT  pens. 

all  over  the  state.  Washington  seems  noted 
for  raining  cats  and  dogs  anyway.  With  these 
free  licenses,  people  would  buy  thousands  of 
cats  and  dogs,  leashes,  pet  food  and  flea 
powder  .  .  .  and  dog  houses.  Really  .  .  .  this 

would  be  the  cat's  meow." 

How  to  Keep  Cool  in  July 

More  than  100  local  and  regional  adver- 
tisers were  entertained  by  WTRF-TV  Wheel- 

ing, W.  Va.,  at  a  "Christmas  in  July"  party 

at  Wheeling's  Oglebay  Park  July  17.  In 
keeping  with  the  party  theme  the  station  pro- 

vided a  Christmas  tree,  yuletide  music  and 
gifts.  Prizes  in  the  golf  tournament,  held  in 
conjunction  with  the  party  consisted  of  such 
wintery  items  as  a  toboggan,  car  robes,  wool 
sweaters  and  red  flannel  underwear. 

Sinatra  Stint  Goes  42  Hours 

After  receiving  more  than  1,000  affirma- 

tive replies  to  the  question,  "Would  you 
like  to  hear  a  week  of  Frank  Sinatra 

records?" — WAVZ  New  Haven,  Conn., 
launched  a  Sinatra  marathon  under  the 

guidance  of  d.j.  Bob  Garrity.  Mr.  Sinatra's 
voice  was  heard  each  night  from  11  p.m. 

to  6  a.m.,  for  a  week's  total  of  42  hours. 

WNCT  (TV)  Leads  Pigs  to  Market 

Diversification  of  operations  is  not  only 
a  good  rule  for  farmers  to  follow  but  also 
applies  to  a  tv  station,  as  WNCT  (TV) 
Greenville,  N.  C,  is  finding  out  with  its 
successful   swine   farm  venture. 

WNCT  has  constructed  and  operates  a 

model  60-sow  farm  designed  to  help  East- 
ern North  Carolina  farmers  increase  their 

incomes  through  increased  swine  produc- 
tion. Daily  telecasts,  supervised  by  WNCT 

Farm  Director  Dick  Stokes,  demonstrate 

production  methods  for  the  operators  of 

more  than  85,000  farms  in  the  station's 
viewing  area. 

The  WNCT  pig  farm  production  cycle 

is  kept  in  constant  motion  under  a  three- 
part  system  consisting  of  holding  pens,  ma- 

ternity or  farrowing  pens  and  finishing-out 
pens.  The  station  estimates  annual  produc- 

tion from  approximately  1,000  animals  will 
exceed  200,000  pounds.  Farrowing  pens 
are  constructed  to  protect  the  young  pigs 
and  results  of  the  first  several  litters  show 

the  national  mortality  rate  of  30%  will  be 
reduced  to  as  low  as  5%,  WNCT  reports. 

Marketing  the  pigs  is  no  problem  for 
either  the  station  or  for  other  raisers  in 

the  area  WNCT  explains,  because  a  meat 

packing  plant,  capable  of  handling  250,000  j 
swine  annually,  is  located  in  nearby  Wilson, 
N.  C. 

With  the  pig  project  successfully  under- 
way, station  officials  have  decided  to  extend 

their  diversification  program  to  encourage 

farmer  interest  in  poultry  raising.  Construc- 
tion of  the  poultry  farm  will  start  soon,  the 

station  announces. 

WLCS  Re-Claims  'Talker  Title' 

Claim  to  the  title  of  "World's  Champion 
Chatterer"  again  rests  in  Louisiana,  accord- 

ing to  WLCS  Baton  Rouge,  because  changes 
were  made  in  other  contests.  The  station 

asserts  that  Joan  Brechtel,  who  talked  con- 
tinuously for  26  hours  and  one  minute 

for  WLCS  in  1957  did  not  use  any  stimu- 
lants to  stay  awake  and  kept  talking  while 

eating  and  drinking.  A  Fayetteville,  N.  C, 
contest  allowed  a  rest  period  each  hour, 
WLCS  claims.  However,  Miss  Brechtel  in 

June  decided  to  out-talk  her  competitors 
again  under  her  original  rigid  rules.  WLCS 
officials  report  that  the  latest  talkathon,  orig- 

inating at  a  car  dealer's  showroom,  was  ter- 
minated at  the  speaker's  request  after  56 

hours  and  three  minutes.  Her  word  count 

was  estimated  at  537,780,  WLCS  reports. 

WMBD-AM-TV  Attracts  Shoppers 

WMBD-AM-TV  Peoria,  111.,  supported 

that  city's  merchant-sponsored  sales  promo- 
tion event,  "Downtown  Vacation  Fiesta,"  by 

broadcasting  from  a  downtown  intersection 

to  provide  live  coverage  for  the  two-day 
campaign.  The  stations  constructed  an  out- 

door stage  with  remote  radio-tv  facilities 
to  entertain  the  shoppers  and  to  invite  home- 

viewers  to  "come  downtown  and  join  the 
festivities."  Twenty-five  WMBD  radio  and 
tv  programs  originated  from  the  downtown 
"fiesta  studio"  and  the  WMBD  orchestra 
provided  nearly  four  hours  of  music. 

WLIB  Covers  Nkrumah's  Tour 
WLIB  New  York,  which  programs 

largely  to  the  Negro  audience,  assigned  its 
roving  staff  reporter,  Howard  Sanders,  to 
cover  the  U.  S.  tour  of  Dr.  Kwame 

Nkrumah,  prime  minister  of  Ghana  (Af- 
rica), starting  last  Wednesday  (July  23).  Mr. 

Sanders  was  scheduled  to  remain  with  the 

prime  minister  during  his  10-day  stay,  re- 
port highlights  of  the  tour  and  arrange 

for  coverage  of  special  broadcasts  of 
speeches  from  Washington,  Philadelphia 
and  New  York. 

Blair  Reps  Issue  Two-Way  Aid 
A  new  aid  for  spot  tv  campaign  planners 

has  been  circulated  by  Blair-Tv  and  Blair 
Television  Assoc.,  tv  station  representatives. 

Called  "Plans  Board  for  Spot  Television," the  device  features  an  insert  card  that  is 

reversible  for  showing  cost  and  rating  in- 
formation for  a  variety  of  schedules.  One 

side  treats  two  announcements  per  week 

— 10,  20  or  60  seconds — in  seven  specific 
times  during  the  day  while  projecting  fig- 

ures ranging  from  21  markets  through  100 
with  discount  structures  from  13  to  52 

weeks.  The  reserve  side  shows  same  infor- 
mation for  five  announcements  weekly. 
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IN  PUBLIC  INTEREST 

STABBER  NABBED  •  KTLN  Denver, 
Colo.,  was  credited  by  local  police  for  the 

capture  of  a  17-year-old  youth  who  stabbed 

a  man.  One  of  KTLN's  mobile  news  units 
was  getting  details  of  the  assault  when  Chief 
Engineer  Norm  Peterson  saw  the  suspect 
run  into  a  building.  Reporter  Bill  Pierson 
notified  police  who  captured  the  youth  a 
few  minutes  later. 

SUMMER  FUN  •  KCMJ  Palm  Springs, 
Calif.,  is  conducting  a  campaign  designed 
to  lure  its  listeners  out  of  their  air-con- 

ditioned domiciles  and  into  the  area's  100 

degree  "dry,  healthy  heat."  The  "Summer's 

Fun  for  Everyone"  campaign  emphasizes 
the  desert's  summer  activities  and  concludes 
that  Palm  Springs  has  more  to  offer  in  the 

hot  months  than  during  "the  season."  A 
13%  increase  in  business  was  reported 

during  the  first  week  of  the  "Summer's  Fun" 
campaign. 

ber  a  "Special  Safety  Ambassador."  More 
than  150  radio  and  tv  spots  were  aired  to 
draw  attention  to  highway  safety.  Note: 
no  traffic  deaths  in  the  WMAZ  coverage 
area. 

LOST  AND  FOUND  •  WHB  Kansas  City, 
Mo.,  newsman  Bob  Robbin  broadcast  the 

description  of  a  four-year-old  boy  who  had 
been  missing  for  several  hours.  A  motorist 
listening  to  the  news  on  WHB  spotted  him 
three  minutes  later. 

SUPPORT  WIDOW  •  WISN-AM-TV  Mil- 
waukee collected  $3,300  to  support  the 

widow  of  a  Milwaukee  man  who  died  in  a 

heroic  rescue  attempt.  The  broadcast  cam- 
paign lasted  10  days  on  the  stations. 

BLOOD  DONORS  •  WMBD-TV  Peoria. 
111.,  averted  a  crisis  in  the  local  Red  Cross 

Blood  Center  when  it  promoted  the  col- 
lection of  300  pints  of  blood  in  48  hours. 

EXPENSIVE  COCA-COLA  •  Radio 
Guardian,  Trinidad,  raised  over  $16,000  in 
its  second  Radio  Auction.  Money  will  be 
used  by  the  Trinidad  and  Tobago  Olympic 
Assoc.  to  send  the  Trinidad  team  to  the 

British  Empire  Games  at  Cardiff,  Wales. 

One  case  of  Coca-Cola  brought  a  bid  of 

$500. 

FLOOD  FUNDS  •  Three  Indiana  stations 
pooled  resources  and  talents  to  raise  $800 

for  flood  relief.  A  record  hop,  featuring  re- 
cording artists  flown  into  Marion,  Ind.,  by 

American  Airlines,  attracted  more  than  2,- 
500  persons.  Acting  as  hosts  for  the  affair 

were  d.j.'s  Jack  Anderson,  WBAT  Marion; 
Bob  Hardwick,  WFBM  Indianapolis,  and 
Marv  Hunter,  WOWO  Fort  Wayne. 

SAFETY  BILLBOARD  •  WBTV  (TV) 
Charlotte,  N.  C,  has  instituted  an  all-out 
program  of  highway  safety  promotion. 
The  N.  C.  Highway  Patrol  has  distributed 

to  motorists  30,000  safety  blotters,  pro- 
vided by  the  station.  Billboards,  painted  in 

the  likeness  of  an  auto  tag,  carry  the  sta- 

tion's call  letters,  channel  number  and 

a  "Drive  Safely"  message  painted  across 
the  top. 

TRAFFIC  JAM  •  KRUX  Phoenix,  Ariz., 
news  director  Joe  Patrick  made  one  appeal 
for  a  mother  and  her  nine  children  who 

had  eaten  only  potatoes  and  dehyrdated 
milk  for  four  days.  In  less  than  an  hour 
a  traffic  jam  of  25  automobiles  was  at  her 
door,  bringing  individual  contributions  of 
groceries,  including  five  gallons  of  fresh 
milk.  A  drug  store  dispatched  a  physician 
to  treat  the  children,  who  were  running 
temperatures  and  suffering  a  spasmodic 

cough,  and  a  local  clothing  store  made  ar- 
rangements to  fully  clothe  the  family.  A 

Teamsters'  Union  representative  guaranteed 
the  father  local  employment  if  he  would  re- 

turn from  his  job-hunting  expedition  in 
California. 

SAFE  FOURTH  •  WMAZ-AM-TV  Macon, 
Ga.,  in  conjunction  with  Bibb  County 
Sheriff  James  I.  Wood,  conducted  an  in- 

tensive traffic  safety  campaign  for  the  long 
Fourth  of  July  holiday  weekend.  Service 
stations  distributed  over  18,000  rear  window 

stickers  bearing  the  campaign  slogan:  "I 
Love  Life,  Yours  and  Mine.  I  Drive  Safely." 
Sheriff  Wood  and  WMAZ  program  and 
public  relations  coordinator  Joe  Andrews 

visited  eight  civic  clubs,  making  each  mem- 

Broadcasting 

Lebanese  troops  guard  ruins  of  Tripoli  earthquake  in  which  Adventist  crews  aided  in  relief  task. 

CALAMITY  HOWLERS  -  or  OPTIMISTS? 

Prophets  of  Doom,  Calamity  Howlers — that's  what  humorists  used  to  call 
Seventh-day  Adventists.  It  was  because  Adventists  believed  that  Christ  was  coming 
soon  and  warned  of  the  fearful  things  to  precede  that  coming. 

It  doesn't  seem  so  laughable  any  more. 

1.  Many  statesmen,  scientists,  journalists,  have  far  surpassed  Adventists  as 

"calamity  howlers." 

2.  Adventists  have  come  to  be  known  as  optimists.  "A  cheerful,  happy  people," 
one  nationally  known  writer  said. 

Fact  is,  Adventists  have  always  been  optimists.  The  point  of  their  teaching 
is  not  the  destruction  that  will  rage  before  Christ  comes,  but  that  He  will  come — 
to  end  such  destruction,  to  establish  peace.  In  our  kind  of  world  today,  the  fun- 

damental optimism  of  Adventism  is  becoming  clear. 

Does  belief  in  Christ's  return  distract  one  from  earthly  responsibilities  ?  Not  at 
all.  Rather  it  has  enabled  Adventists  to  pursue  their  work  of  welfare,  medical 
service,  disaster  relief,  and  preaching  with  the  quiet  assurance  that  ultimately  all 
ic-ill  be  right  with  the  world — that  Christ  is  coming  soon. 

They  work  calmly,  for  the  Bible  says,  "When  men's  hearts  are  failing  them 
for  fear,  and  for  looking  after  those  things  which  are  coming  on  the  earth  .  .  . 
they  shall  see  the  Son  of  man  coming  with  power  and  great  glory.  .  .  .  Then 

look  up,  and  lift  up  your  heads;  for  your  redemption  draweth  nigh." 

For  further  information  on  any  aspect  of  Adventist  faith  and  practice,  write: 

Seventh-day  Adventist 

Information  Services 

WORLD  HEADQUARTERS: 

Washington  12,  D.  C. 

RAndolph  3-0800    •    H.  B.  Weeks 

NEW  YORK  OFFICE: 

227  W.  46th  Street 
JUdson  6-2336    •    Helen  F.  Smith 
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FOR  THE  RECORD 

Station  Authorizations,  Applications 

As  Compiled  by  BROADCASTING 

July  17  through  July  23 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

DA — directional  antenna,  cp — construction  per- 
mit ERP — effective  radiated  power,  vhl — very 

high  frequency,  uhf — ultra  high  frequency,  ant. 
— antenna,  aur. — aural,  vis. — visual,  kw — kilo- 

watts,  w — watt,  mc — megacycles.   D — day.   N — 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorization. SSA — special  service  authorization. 
STA — special  temporary  authorization.  * — educ. 

New  Tv  Stations 

ACTIONS  BY  FCC 

Cheboygan,  Mich. — Midwestern  Bcstg.  Co.,  vhf 
ch.  4  (68-72  mc);  ERP  21.3  kw  visual,  11  kw 
aural;  antenna  height  above  average  terrain  652 
ft.,  above  ground  340  ft.  Estimated  construction 
cost  $88,406,  first  year  operating  cost  $43,990,  rev- 

enue $75,000.  Post  office  address  Paul  Bunyan 
Bldg.,  Traverse  City,  Mich.  Studio  and  trans- 

mitter location  U.  S.  Rt.  23  East.  Geographic 
coordinates  45°  38'  58"  N.  Lat.,  84°  20'  20"  W. Long.  Legal  counsel  Dow,  Lohnes  &  Albertson, 
Washington.  Consulting  engineer  George  C. 
Davis,  Washington.  Midwestern  is  operator  of 
WPBN-TV  Traverse  City,  of  which  this  new 
station  will  be  satellite.  Announced  July  23. 

Toledo,  Ohio — The  Community  Bcstg.  Co.,  vhf 
ch.  11;  ERP  316  kw  visual,  189.6  kw,  aural;  an- 

tenna height  above  average  terrain  1,000  ft., 
above  ground,  1,034.  P.O.  address  709  Madison 
Ave.  Legal  counsel,  Pierson,  Ball  &  Dowd,  Wash., 
D.  C.  Consulting  engineer,  A.  D.  Ring  &  Assoc. 
Grantee  owns  WTOL  Toledo,  is  owned  by  Fra- 
zier  Reams,  70%,  and  others.  Announced  July  23. 

APPLICATION 

Dallas,  Tex.  —  Area  Educational  Television 
Foundation*,  vhf  ch.  13  (210-216  mc);  ERP  57.2 
kw  visual,  28.6  kw  aural;  antenna  height  above 
average  terrain  538  ft.,  above  ground  590  ft. 
Estimated  construction  cost  $316,960,  first  year 
operating  cost  $125,000,  revenue  none.  P.O.  ad- 

dress 1310  Davis  Bldg.,  Dallas  2,  Tex.  Studio 
location  Dallas,  Tex.  Trans,  location  Dallas,  Tex. 
Geographic  coordinates  32°  46'  40"  N.  Lat.,  96° 

45'  29"  W.  Long.  Trans.,  ant.  GE.  Legal  counsel 
Krieger  &  Jorgensen,  Wash.,  D.  C.  Consulting 
engineer  A.  Earl  Cullum  Jr.,  Dallas,  Tex.  E.  O. 
Cartwright,  chairman  Dallas  Radio  Commission, 
is  president.  Announced  July  21. 

New  Am  Stations 

APPLICATIONS 

Concord,  Calif. — Service  Bcstg.  Co.,  1480  kc, 
500  w  D.  P.  O.  address  Box  591,  Modesto,  Calif. 
Estimated  construction  cost  $46,450,  first  year 
operating  cost  $84,000,  revenue  $96,000.  Owned 
by  Frank  M.  Helm,  65%,  Donnelly  C.  Reeves, 
25%,  and  A.  Judson  Sturtevant,  10%.  Mr.  Helm 
has  various  business  interests.  Mr.  Reeves  is 
owner  of  KAHI  Auburn,  Calif.,  and  one-third 
owner  of  KACY  Port  Hueneme,  Calif.  Mr.  Sturt- 

evant is  one-third  owner  of  KACY  and  is  sales 
manager  of  KFIV  Modesto,  Calif.  Announced 
July  17. 
Red  Bluff,  Calif. — Mount  Lassen  Radio  &  Tele- 

vision Bcstg.  Co.,  1360  kc,  500  w  D.  P.  O.  address 
Box  806,  Red  Bluff,  Calif.  Estimated  construction 
cost  $13,700,  first  year  operating  cost  $28,000, 
revenue  $54,000.  Owners  are  Edward  T.  Beck 
and  Harry  A.  Shelby,  each  48%,  and  Edward  J. 
Allen,  4%.  Mr.  Beck  is  Sgt.  USAF.  Mr.  Shelby 
has  been  owner  of  National  Motorola  Radio 
Communications  Service  and  chief  engineer, 
KBLF  Red  Bluff.  Mr.  Allen  is  attorney.  An- nounced July  18. 
Newark,  Del. — Herman  Handloff  1260  kc,  500  w 

D.  P.  O.  address  242  Dallam  Rd.,  Newark,  Del. 
Estimated  construction  cost  $35,280,  first  year 
operation  cost  $45,000,  revenue  $50,000.  Mr. 
Handloff,  sole  owner,  has  various  business  inter- ests. Announced  July  17. 

Bibb  City,  Ga—  Bibb  City  Bcstg.  Co.  850  kc, 
500  w  Unl.  P.  O.  address  2112  5th  St.,  South, 
Birmingham,  Ala.  Estimated  construction  cost 
$15,700,  first  year  operating  cost  $30,000,  revenue 
$40,000.  Dan  M.  Brennan,  sole  owner,  is  an- 

nouncer on  WVOK  Birmingham,  Ala.  Announced 
July  18. Enterprise,  Ore. — Wallowa  Valley  Bcstg.  Co. 
(subsidiary  of  Pendleton  Bcstg.  Co.  KUMA 
Pendleton)  1340  kc,  250  w  Unl.  P.  O.  address 
1815  S.  W.  Emigrant  St.,  Pendleton,  Ore.  Esti- 

mated construction  cost  $10,000,  first  year  oper- 
ating cost  $35,000,  revenue  $40,000.  Owners  are 

Theodore  Smith,  40%,  and  C.  O.  Fisher,  Nancy 
Fisher  Harrison  and  Jane  Fisher,  each  20%.  C.  O. 
Fisher  owns  34'/,  of  KUGN  Eugene,  Ore.,  and 
25%  of  KBZY  Salem,  Ore.  Nancy  Harrison  owns 
34%  of  KUGN  and  25%  of  KBZY.  Jane  Fisher 
owns  32%  of  KUGN  and  25%.  of  KBZY.  An- nounced July  23. 
Tazewell,  Tenn. — Claiborne  Bcstg.  Co.  1430  kc, 

500  w  D.  P.  O.  address  119  South  19th  St.,  Mid- 
dlesboro,  Ky.  Estimated  construction  cost  $9,532, 
first  year  operating  cost  $18,500,  revenue  $25,500. 
Owners  are  Hubert  Turner,  Floyd  Turner  and 
Calvin  Smith,  each  one-third.  Messrs.  Turner 
and  Turner  are  in  radio-tv  sales  and  service. 
Mr.  Smith  is  manager  and  announcer  of  WMLF 
Pineville,  Ky.  Announced  July  18. 
Houston,  Tex. — Southern  Radio  Co.  1070  kc, 

10  kw  Unl.  P.  O.  address  1050  Montecito  Drive, 
Los  Angeles,  Calif.  Estimated  construction  cost 
$139,198,  first  year  operating  cost  $100,000,  rev- enue $120,000.  Southern  Radio  is  owned  by 
Albert  Zugsmith,  56.4%,  and  Frank  Oxarart  and 
John  D.  Feldman,  each  21.8%.  Mr.  Zugsmith 
owns  53%  of  KRKD-AM-FM  Los  Angeles,  Calif., 
38%  of  KOFY  San  Mateo,  Calif.,  25%  of  KBMI 
Henderson,  Nev.  Mr.  Oxarart  owns  19%  of 
KRKD,  10%  of  KOFY,  25%  of  KBMI.  Mr.  Feld- man owns  10%  of  KRKD,  25%  of  KBMI,  10% 
of  KOFY.  Announced  July  23. 
Cheyenne,  Wyo. — Robert  S.  Pommer  1290  kc, 

500  w  D.  P.  O.  address  70  25th  Ave.,  San  Fran- 
cisco, Calif.  Estimated  construction  cost  $25,700, 

first  year  operating  cost  $36,000,  revenue  $47,000. 
Mr.  Pommer  is  in  paint  contracting.  Announced 
July  17. 

New  Fm  Stations 

APPLICATIONS 

Phoenix,  Ariz. — William  P.  Ledbetter  98.5  mc, 
4.56  kw.  P.  O.  address  Box  593,  Tolleson,  Ariz. 
Estimated  construction  cost  $10,435,  first  year 
operating  cost  $42,000,  revenue  $48,000.  Mr.  Led- better is  announcer-engineer,  KMOP  Tucson, 
Ariz.  Announced  July  21. 
Youngstown,  Ohio — Mahoning  Valley  Bcstg. 

Corp.  93.3  mc,  19.44  kw.  P.  O.  address  260  West 
Federal  St.,  Youngstown  3,  Ohio.  Estimated  con- 

ATION-WIDE  NEGOTIATIONS  •  FINANCING  •  APPRAISAL 

RADIO TELEVISION NEWSPAPER 

EAST  COAST  . 

FULLTIME 

INDEPENDENT 

$325,000 

A  choice  property  in  semi-major 
market.  Good  real  estate.  Profits  show 

good  return  on  this  investment.  Some 
terms. 

FULLTIME 

NETWORK 

$125,000 

Just  the  right  property  for  an  owner 
manager.  Real  estate  included  plus 

some  working  capital  with  deal. 
Either  all  cash  or  well  secured  notes. 

,  u Washington,  D.  C. 

Wm.  T.  Stubblefield 

1737  DeSales  St.,  N.W. 
EX  3-3456 

Cleveland 

Jackson  B.  (Jack)  Maorer 
2414  Terminal  Tower 

TO  1-6727 

Chicago 

Ray  V.  Hamilton 
Tribune  Tower 

DE  7-2754 

Atlanta 

1515 
Healey  Bldg. 

J  A  3-3431 

Dallas 

Dewitt  (Judge)  Landis 
Fidelity  Union  Life  Bldg. 

Rl  8-1175 

San  Francisco 

W.  R.  (Ike)  Twining 

1 1 1  Sutter  St. 

EX  2-5671 

Page  110    •   July  28,  1958 Broadcasting 



struction  cost  $19,420,  first  year  operating  cost 
and  revenue:  no  material  change  from  present 
operation  of  WBBW  Youngstown.  Applicant 
owns  WBBW  Youngstown.  Stockholders:  John 
Cnespack  Jr.,  Gene  Trace  and  Anthony  N.  Ross, 
each  31.9%,  and  Theodore  T.  Macejko,  4.3%. 
Announced  July  22. 

Midland,  Tex.— Fm  Associates,  92.3  mc,  1.76  kw. 
P.  O.  address  317  N.  Colorado  St.,  Midland,  Tex. 
Estimated  construction  cost  $13,000,  first  year 
operating  cost  $7,200,  revenue  $7,200.  Owners  are 
Rudolph  M.  Rubin  Jr.,  James  R.  Favors  and 
William  R.  Mettler,  each  30%  and  Wallace  R. 
Jackson,  10%.  Mr.  Rubin  is  in  photo  and  hi-fi 
equipment.  Mr.  Favors  is  petroleum  engineer. 
Mr.  Jackson  is  in  advertising.  Mr.  Mettler  is 
chief  engineer  of  KRIG  Odessa,  Tex.  Announced 
July  23. 

Ownership  Changes 

ACTION  BY  FCC 

WLOS-AM-FM-TV  Asheville,  N.  C— Granted 
acquisition  of  positive  control  by  WTVJ  Inc., 
through  purchase  of  35.2%  interest  from  Charles 
A.,  Henry  J.,  and  Joe  H.  Britt,  Julia  L.  Stam- 
berger  and  Harold  K.  Bennett  for  $277,940,  there- 

by increasing  WTVJ  Inc.'s  holdings  to  72.1%. Transferee  is  licensee  of  tv  station  WTVJ  Miami. 

APPLICATIONS 

KNLR  North  Little  Rock,  Ark.— Seeks  transfer 
of  control  of  licensee  corp.  (Arkansas  Valley 
Bcstg.  Co.)  from  L.  R.  Luker,  et  al.,  to  Chester 
H.  Pierce,  for  $70,000.  Mr.  Pierce,  who  will  be 
sole  owner,  is  manager  of  KNLR.  Announced 
July  22. 
WMBR-AM-FM  Jacksonville,  Fla.— Seeks  as- 

signment of  license  and  SCA  from  The  Washing- 
ton Post  Co.  to  WMBR  Inc.,  for  $375,000.  WMBR 

Inc.  is  owned  by  WWDC  Inc.  (Baltimore  adver- 
tising executive  Joseph  Katz,  majority  owner, 

President  Ben  Strouse,  minority  owner.)  An- 
nounced July  22. 

KIPA  Hilo,  Hawaii — Seeks  transfer  of  control 
of  licensee  corp.  (Big  Island  Bcstg.  Co.  Ltd.) 
from  Bryson  R.  Gardner  to  Alan  Harper  Pollock 
for  $42,500.  Mr.  Pollock  is  station  manager  of 
KIPA.  Announced  July  17. 
KZIN  Coeur  d'Alene,  Idaho — Seeks  assignment of  license  from  Robert  L.  Swartz  and  Arthur  R. 

Hackelvie  d/b  as  Radio  Actives  to  William  C. 
Rhodes,  Vernon  M.  James  and  Fremont  L.  South 
d/b  as  Lakeside  Bcstrs.,  for  $75,000.  Messrs. 
Rhodes  and  James,  general  partners  will  each 
own  40%;  Mr.  South,  limited  partner,  will  own 
20%.  Mr.  Rhodes  was  station  manager  of  KNEW 
Spokane,  Wash.  Mr.  James  was  account  execu- 

tive of  KNEW.  Mr.  South,  formerly  in  insurance, 
is  presently  semi-retired. 
KART  Jerome,  Idaho — Seeks  assignment  of  li- 

cense from  Northside  Bcstrs.  Inc.  to  K.  Clark, 
for  $19,070.  Mr.  Clark  has  been  manager  of 
KBAR  Burley,  Idaho. 
KRPL  Moscow,  Idaho — Seeks  transfer  of  con- 

trol of  licensee  corp.  (KRPL  Inc.)  from  Roy  An- 
derson to  Gale  L.  Mix  II,  for  $42,096.  Gale  Mix 

has  11.4%  of  KRPL  voting  stock  per  purchase 
agreement  on  file.  Announced  July  17. 
WGBF  Evansville,  Ind. — Seeks  acquisition  of 

positive  control  of  licensee  corp.  (On  The  Air 
Inc.)  by  Henry  B.  Walker,  et  al.,  as  family  group, 
through  retirement  of  stock  by  Curtis  Radiocast- 

ing Corp.,  for  $24  per  share  to  Class  A  stock- 
holders. Announced  July  21. 

WFLR  Dundee,  N.  Y. — Seeks  assignment  of 
license  from  Thomas  H.  Shafer  and  Henry  Va- 
lent,  d/b  as  Finger  Lakes  Bcstg.  Co.  to  Henry 
Valent,  tr  as  same  firm  for  $6,000.  Announced 
July  22. 
KBST  Big  Spring,  Tex. — Seeks  assignment  of 

license  from  Big  Spring  Bcstg.  Co.  to  Affiliated 
Newspapers  Inc.,  for  $100,000.  Affiliated  News- 

papers is  owned  by  Houston  Harte,  45%,  Eva 
May  Hanks  and  Bernard  Hanks  Estate,  each 
22.5%,  and  R.  W.  Whipkey,  10%.  Mr.  Harte  is 
vice  president,  director  and  1  share  holder  of 
KCTV-TV  San  Angelo,  Tex.  Mr.  Whipkey  is  20% 
owner  of  KBST.  Mr.  Harte  has  various  news- 

paper interest  also.  Eva  May  Hanks  has  various 
newspaper  interests.  Announced  July  21. 
KRGV-AM-TV  Weslaco,  Tex. — Seeks  assign- 

ment of  license  from  KRGV  Television  Inc.  to 
The  LBJ  Co.  Corporate  change.  No  control 
change.  Announced  July  22. 

Hearing  Cases 

FINAL  DECISIONS 

By  decision,  Commission  granted  application 
of  The  Community  Bcstg.  Co.  for  new  tv  station 
to  operate  on  ch.  11  in  Toledo,  Ohio,  and  denied 
competing  applications  of  The  Toledo  Blade  Co., 
Unity  Corp.  Inc.,  The  Citizens  Bcstg.  Co.,  Mau- 
mee  Valley  Bcstg.  Co.,  Great  Lakes  Bcstg.  Co., 
and  Anthony  Wayne  Television  Corp.;  also 
granted  Community's  petition  to  withdraw  ex- centions  and  dismissed  as  moot  its  petition  to 
modify  exceptions.  Comr.  John  S.  Cross  not  par- 

ticipating. Initial  decision  of  Mar.  21,  1957,  looked 
toward  grant  to  Great  Lakes  Bcstg.  Co.  An- 

nounced July  23. 
By  decision,  Commission  granted  application 

of  Midwestern  Bcstg.  Co.,  for  new  tv  station  to 
operate  on  ch.  4  in  Cheboygan,  Mich.,  and  denied 
competing  application  of  Straits  Bcstg.  Co. 
Comrs.  Robert  Bartley  and  Frederick  Ford  dis- 

BROADCASTING 

sented;  Comr.  Cross  not  participating.  Initial  de- 
cision of  June  21,  1957,  looked  toward  this  action. 

Announced  July  23. 

INITIAL  DECISIONS 

Hearing  Examiner  Hugh  B.  Hutchison  issued 
initial  decision  looking  toward  granting  applica- 

tion of  Ottoway  Stations  Inc.,  to  increase  power 
of  station  WD  OS  Oneonta,  N.  Y.,  from  500  w  to 
1  kw,  continuing  daytime  operation  on  730  kc; 
corrected  transcript.  Announced  July  17. 
Hearing  Examiner  H.  Gifford  Irion  issued 

initial  decision  looking  toward  granting  applica- 
tion of  Northside  Bcstg.  Co.  for  new  am  station 

to  operate  on  1450  kc,  250  w,  unl.,  in  Jefferson- 
ville,  Ind.,  and  denying  competing  application 
of  Southeastern  Indiana  Bcstrs.  Inc.,  with  100  w. 
Announced  July  23. 

OTHER  ACTIONS 

Majority  of  Commission  on  July  23  directed 
preparation  of  document  looking  toward  denying 
application  of  Huntington-Montauk  Bcstg.  Co. Inc.,  to  change  location  of  trans,  site  and  main 
studio  of  WGSM  (740  kc,  1  kw  D)  from  Hunting- 

ton, L.  I.,  N.  Y„  to  Deer  Park,  L.  I.  Initial  deci- 
sion of  Oct.  25,  1957,  looked  toward  grant. 

Commission  on  July  23  directed  preparation  of 
document  looking  toward  reopening  record  and 
further  hearing  on  application  of  Hall  Bcstg. 
Co.  Inc.,  for  new  Class  B  fm  station  to  operate 
on  102.7  mc  in  Los  Angeles,  Calif. 

Routine  Roundup 

PETITION  FOR  RULE  MAKING  FILED 

S.  Nisenbaum,  Oscoda,  Mich. — Request  revision 
of  Sec.  3.503  (a)(2)  to  read  as  follows:  "In  de- termining the  eligibility  of  privately  controlled 
educational  organizations,  a  noncommercial  edu- cational fm  broadcast  station  will  be  licensed 
only  to  an  accredited,  educational  institution,  or 
its  affiliated  bodies.  Said  accreditation  shall  be 
by  State  Departments  of  Education  and/or  rec- 

ognized regional  and  national  educational  ac- 
crediting organizations";  also,  further  request that  no  authorizations  for  noncommercial  educa- 

tional fm  facilities,  other  than  to  accredited, 
educational  institutions  or  affiliated  bodies,  be 
made  by  the  Commission  prior  to  its  acting  upon 
this  petition.  Announced  July  18. 

PETITION  FOR  RULE  MAKING  DENIED 

Continental  Telecasting  Corp.,  Los  Angeles, 
Calif. — *Petition  requesting  amendment  of  Sec. 
3.606  by  instituting  rule  making  so  as  to  assign 
ch.  58  to  Los  Angeles-Pasadena,  Calif. 

*  Denied  by  memorandum  opinion  and  order 
adopted  July  9,  1958,  and  released  July  11,  1958. 
Announced  July  18. 

ACTIONS  ON  MOTIONS 

By  Comr.  T.  A.  M.  Craven  on  dates  shown 
Granted  petition  by  Broadcast  Bureau  for  ex- 

tension of  time  for  filing  exceptions  to  initial 
decision  and  replies  to  Aug.  1  and  8,  respectively, 
re    application    of    Triangle    Publications  Inc. 
(WNHC-TV)  New  Haven,  Conn.  Action  July  16. 

By  Hearing  Examiner  Herbert  Sharfman on  July  IS 
Granted  motion  by  Capitol  Bcstg.  Corp. 

(WCAW)  Charleston,  W.  Va.,  to  reopen  record  in 
proceeding  on  its  am  application;  scheduled 
further  hearing  for  July  30  at  9  a.m.,  and  ex- 

tended from  July  28  to  Aug.  11  time  for  filing 
reply  proposed  findings  of  fact  and  conclusions. 
Scheduled  prehearing  conference  for  Sept.  9 

in  proceeding  on  am  applications  of  B.  J.  Par- rish,  Pine  Bluff,  Ark.,  and  James  A.  Noe  (KNOE) 
Monroe,  La. 

By  Hearing  Examiner  Annie  Neal  Huntting on  July  15 

Scheduled  prehearing  conference  for  July  31 
on  am  application  of  Clarion  Bcstg.  Co.,  and 
County  Bcstg.  Co.,  Clarion,  Pa. 

By  Hearing  Examiner  Elizabeth  C.  Smith on  July  16 

Granted  motion  by  James  A.  McKechnie,  North 
Syracuse,  N.  Y.,  that  hearing  previously  con- 

tinued indefinitely  on  his  am  application  be 
scheduled  for  9  a.m.,  July  23. 
Commission  on  July  17  granted  petition  by  Fed- 

eral Communications  Bar  Association  for  exten- 
sion of  time  from  July  28  to  Sept.  26  for  filing 

comments,  and  from  Aug.  12  to  Oct.  13  to  file 
reply  comments  in  proceeding  on  amendments 
of  rules  concerning  dismissal  or  amendment  of 
competing  broadcast  applications. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  dates  shown 

On  own  motion,  scheduled  oral  argument  on 
July  21  on  petition  of  Delmarva  Bcstg.  Co.  to 
intervene  in  proceeding  on  am  applications  of 
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FOR  THE  RECORD  continued 

COMMERCIAL  STATION  BOXSCORE 

As  Reported  by  FCC  through  June  30 

AM 

FM 
TV 

Licensed  (all  on  air) 
3.218 

526 

418" 

CPs  on  air  (new  stations) 

35 

22 

93" 

CPs  not  on  air  (new  stations) 100 

86 
109 

Total  authorized  stations 
3,353 

634 665 
Applications  for  new  stations  (not  in  hearing) 

412 
39 

52 

Applications  for  new  stations  (in  hearing) 
124 

18 73 
Total  applications  for  new  stations 536 57 

125 

Applications  for  major  changes  (not  in  hearing) 261 

24 

49 

Applications  for  major  changes  (in  hearing) 46 0 17 
Total  applications  for  major  changes 307 24 66 
Licenses  deleted 1 0 0 
CPs  deleted 1 0 1 

SUMMARY  OF  STATUS  OF  AM,  FM,  TV 

Compiled  by  BROADCASTING  through  July  23 
ON  AIR  CP  TOTAL  APPLICATIONS 

Lie.  Cps  Not  on  air  For  new  stations 

99 
90 

113 

AM  3,028  56 
FM  524  27 

TV  (Commercial)  4151  932 
OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  July  23 
VHF  UHF 

Commercial  425  83 

Non-Commercial  26  7 

562 64 127 

TOTAL 

508s 

334 

1  There  are,  in  addition,  nine  tv  stations  which  are  no  longer  on  the  air,  but  retain  their licenses. 
2  There  are,  in  addition,  37  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 

longer  in  operation  and  one  which  has  not  started  operation. 
"  There  have  been,  in  addition,  177  television  cps  granted,  but  now  deleted  (33  vhf  and 144  uhf). 

*  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 

Nick  J.  Chaconas,  Gaithersburg,  Md.,  et  al.  Ac- 
tion July  16. 

Granted  petition  by  The  Macomb  Bcstg.  Co. 
(WKAI)  Macomb,  111.,  to  dismiss  without  preju- 

dice its  application;  terminated  proceeding.  Ac- tion July  17. 

By  Hearing  Examiner  Elizabeth  C.  Smith 
on  dates  shown 

Denied  joint  request  of  Norbertine  Fathers  and 
Valley  Telecasting  Co.,  for  subpoenas  insofar  as 
it  requests  production  of  copies  of  Federal  in- come tax  returns  of  Walter  C  Bridges  and,  in  all 
other  respects,  granted  their  request  filed  in 
proceeding  on  application  for  transfer  of  control 
of  M  &  M  Bcstg.  Co.  (WMAM  and  WMBV-TV) 
Marinette,  Wis.,  from  William  Walker,  et  al.,  to 
Evening  Telegram  Co.,  Norman  M.  Postles  and 
Walter  C  Bridges.  Action  July  16.  Granted  mo- 

tion by  Norbertine  Fathers  and  Valley  Telecast- 
ing Co.,  and  scheduled  prehearing  conference 

on  July  21.  Action  July  18. 

By  Hearing  Examiner  Herbert  Sharfman 
on  dates  shown 

Granted  motion  by   Seaway  Bcstg.  Co.  Inc., 

Massena,  N.  Y.,  for  leave  to  amend  its  am  appli- 
cation; rescheduled  hearing  from  Oct.  8  to  9:30 

a.m.,  July  18;  cancelled  Sept.  8  prehearing  con- ference; retained  in  hearing  Seaway  application 
and  that  of  Robert  S.  Plimpton,  Norfolk,  N.  Y., 
with  action  on  Plimpton  petition  for  leave  to 
dismiss  to  be  taken  in  initial  decision.  Action 
July  16. 
Continued  without  date  prehearing  conference 

set  for  July  18  in  proceeding  on  am  application  of 
The  Macomb  Bcstg.  Co.  (WKAI)  Macomb,  111. 
Action  July  16. 

By  Hearing  Examiner  Basil  P.  Cooper 
on  July  17 

Granted  motion  by  The  Bridgeport  Bcstg.  Co. 
(WICC)  Bridgeport,  Conn.,  for  continuance  from 

July  17  to  Aug.  15  for  exchange  of  applicant's exhibits  and  from  July  28  to  Sept.  16  for  eviden- tiary hearing. 

By  Hearing  Examiner  Annie  Neal  Huntting 
on  dates  shown 

Granted  petition  and  motion  by  Lake  Huron 

Continued  on  P.  114 

Florida 
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I\Tor  Hi  west 
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tractive northwest  markets.  This 
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itablv  with  ample  room  for  growth. 

29%  down,  balance  out  in  five 
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Everett  L.  Dillard,  Gen.  Mgr. 
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KANSAS  CITY,  MO. 
Member  AFCCE 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 

Washington  5,  D.  C. REpublic  7-3984 

Member AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 
1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 
CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
1  Riverside  Road — Riverside  7-2153 

Riverside,  III. 
(A  Chicago  suburb) 

Vandivere  &  Cohen 

Consulting  Electronic  Engineers 
610  Evans  Bldg.  NA.  8-2698 

1420  New  York  Ave.,  N.  W. 
Washington  5,  D.  C. 
Member  AFCCE 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Columbia  5-4666 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 
Member  AFCCE 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio 
Engineering 

Pennsylvania  Bldg.       Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

L.  H.  CARR  &  ASSOCIATES 
Consulting 

Radio  &  Television 

Engineers 
Washington  6,  D.  C.  Fort  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 

SILLIMAN,  MOFFETT  & 
ROHRER 

1405  G  St.,  N.  W. 

Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  STate  7-2601 
Member  AFCCE 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

8200  Snowville  Road 
Brecksville,  Ohio 

(a  Cleveland  Suburb) 
Tel.:  JAckson  6-4386  P.O.  Box  82 

Member  AFCCE 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 
P.  O.  Box  7037  Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical   Broadcast,  TV  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For  Free  Catalog,  specify  course. 

Broadcasting 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.  Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GAUTNEY  &  JONES 
CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.      National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.      Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

LYNNE  C.  SMEBY 

Consulting  Engineer  AM-FM-TV 
7615  LYNN  DRIVE 

WASHINGTON  15,  D.  C. 

OLiver  2-8520 

HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 

BOX  68,  INTERNATIONAL  AIRPORT 
SAN  FRANCISCO  28,  CALIFORNIA 

DIAMOND  2-5208 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3-3266 
Dallas  6,  Texas 

RALPH  J.  BITZER,  Consulting  Engineer 
Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 

Garfield  1-4954 
"For  Retultt  in  Broadcast  Engineering" 

AM-FM-TV 
Allocations    •  Applications 

Petitions     •     Licensing  Field  Service 

MERL  SAXON 

Consulting  Radio  Engineer 
622  Hoskins  Street 

Lufkin,  Texas 

NEptune  4-4242       NEptune  4-9558 

SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  79,497*  Readers 

— among  them,  the  decision-making 
station  owners  and  managers,  chief 
engineers  and  technicians — applicants 
for  am,  fm,  tv  and  facsimile  facilities. 
•ARB    Continuing    Readership  Study 

GEORGE  C.  DAVIS 

CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  7-8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 

DALLAS  9,  TEXAS 
LAKESIDE  8-6108 
Member  AFCCE 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 

Radio-Television  -  • Communications-Electronics 
1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 

Member  AFCCE 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 
Directional  Antennas 

1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Colorado 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 
Charleston,  W.  Va. Dickens  3-7503 

L 

IRL  T,  NEWTON,  JR. 

Consulting  Engineer 
422  Washington  Bldg., 

15th  and  N.  Y.  Ave.,  N.  W., 
Washington,  D.  C. 

Telephone:  Executive  3-7165 J 

Contact 

BROADCASTING  MAGAZINE 

1735  DeSales  St.,  N.  W. 
Washington  6,  D.  C. 

for  availabilities 
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CARL  W.  VANDAGRIFT,  General  Manager 

Like  Hundreds 

of  Broadcasters... 

General  Manager 

CARL  W.  VANDAGRIFT  of 

wowo 

Ft.  Wayne,  Ind. 

and  Chief  Engineer 

HAL  BROKAW 

Selected 

STAINLESS  TOWERS 

HAL  BROKAW,  Chief  Engineer 

LEARN  WHY  MANY  BROADCASTERS  CHOOSE 
STAINLESS  TOWERS 

Call  or  Write 
for  Informative 
Literature. 

ess,  me* 
NORTH  WALES  •  PENNSYLVANIA 

FOR  THE  RECORD  continued 

Bcstg.  Corp.  (WKNX)  Saginaw,  Mich.,  for  leave 
to  amend  its  application  to  propose  directional 
operation  and  make  related  changes,  and  re- 

moved from  hearing.  Action  July  17. 
Granted  motion  by  Eastern  States  Bcstg.  Co., 

Hamden,  Conn.,  and  postponed  dates  in  am  pro- 
ceeding from  July  21  to  July  28  for  exchange  of 

exhibits,  from  Sept.  2  to  Sept.  11  for  filing  ob- 
jections, hearing  date  from  Sept.  15  to  Sept.  17, 

and  oral  testimony  from  Sept.  16  to  Sept.  18. Action  July  18. 
Granted  in  part  petition  by  Florence  Bcstg. 

Co.  Inc.,  Brownsville,  Tenn.,  and  continued  from 
July  25  to  Sept.  15  prehearing  conference  on  its 
am  application.  Action  July  18. 
Granted  request  by  Pasadena  Presbyterian 

Church  for  continuance  from  July  21  to  July  28 
of  hearing  on  application  of  Pierce  Brooks  Bcstg. 
Corp.  (KGIL)  San  Fernando,  Calif.  Action 
July  18. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  dates  shown 

Scheduled  hearings  in  following  proceedings 
on  dates  shown:  On  show  cause  order  of  April 
23,  in  Albany-Schenectady-Troy-Vail  Mills  pro- 

ceeding as  to  why  Copper  City  Bcstg.  Co.  (ch. 
13)  Utica,  N.  Y.,  should  not  operate  on  ch.  2,  on 
Sept.  3;  am  applications  of  Robert  A.  Corley, 
College  Park,  Ga.,  and  Harvey  S.  Hester,  Smyrna, 
Ga.,  on  Oct.  9;  fm  applications  of  Arnold  J.  Stone 
and  Patrick  Henry  and  David  D.  Larsen,  Ala- 

meda, Calif.,  on  Oct.  13;  am  applications  of 
Musical  Heights  Inc.,  Braddock  Heights,  Md., 
South  Kentucky  Bcstrs.  (WRUS)  Russellville, 
Ky.,  on  Oct.  14;  am  application  of  Paul  A. 
Brandt,  Gladwin,  Mich.,  on  Oct.  15;  am  applica- 

tions of  Donald  W.  Huff  and  Equitable  Publishing 
Co.,  Lansdale,  Pa.,  on  Oct.  17.  Actions  July  17. 
Oral  argument  to  be  resumed  at  9:30  a.m., 

Sept.  2,  on  petition  of  Delmarva  Bcstg.  Co. 
(WDEL)  Wilmington,  Del.,  to  intervene  in  pro- 

ceeding on  am  applications  of  Nick  J.  Chaconas, 
Gaithersburg,  Md.,  et  al.  Action  July  21. 
By  Hearing  Examiner  Jay  A.  Kyle  on  July  17 
Granted  motion  by  Broadcast  Bureau  to  cor- 

rect transcript  in  proceeding  on  am  application 
of  The  Hardin  County  Bcstg.  Co.,  Silsbee,  Tex. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  July  21 

Granted  petition  by  Tele-Views  News  Co.  Inc., 
for  acceptance  of  amendment  to  make  certain 
clerical,  typographical  and  arithmetical  correc- 

tions to  its  application  for  new  tv  station  to  op- erate on  ch.  8  in  Moline,  111. 
By  Hearing  Examiner  J.  D.  Bond  on  July  18 
Ordered  that  further  hearing  of  evidence  shall 

be  resumed  on  Sept.  8,  in  New  Orleans,  La.,  tv 
ch.  12  proceedings. 
Ordered  that  further  proceedings  in  Hampton- 

Norfolk,  Va.,  tv  ch.  13  proceeding  shall  be  gov- 
erned by  certain  rulings  taken  at  July  16  further 

prehearing  conference  as  set  forth  in  order; 
granted  petition  by  Tim  Brite  Inc.  (WTOV-TV) 
Norfolk,  to  modify  hearing  schedule  to  postpone 
presentation  of  evidence  for  Mr.  Brite  until  date 
in  Sept.  to  be  fixed  by  subsequent  order,  and 
effective  date  of  this  order  shall  be  July  22. 
Granted  request  of  Louis  Adelman,  Hazleton, 

Pa.,  for  extension  of  time  from  July  21  and  Aug. 
4,  respectively,  to  July  28  and  Aug.  25,  for  filing 
proposed  findings  and  reply  pleadings  in  pro- 

ceeding on  am  applications  of  Mr.  Adelman  and 
Guinan  Realty  Co.,  Mount  Carmel,  Pa. 

Bv  Hearing  Examiner  Thomas  H.  Donahue on  July  22 
Scheduled  prehearing  conference  for  Sept.  11, 

and  continued  hearing  now  scheduled  for  July 
24  to  date  to  be  determined  at  prehearing  con- 

ference on  am  applications  of  Pan  American 
Radio  Corp.,  Tucson,  Ariz.,  and  Veron  G.  Ludwig, 
Benson,  Ariz. 
By  Hearing  Examiner  J.  D.  Bond  on  July  22 
Granted  petition  by  Broadcast  Bureau  for  ex- 

tension of  time  from  July  18  to  July  22  to  file 
proposed  findings  of  fact  and  conclusions  of  law 
in  proceeding  on  am  applications  of  Capitol 
Bcstg.  Co.,  East  Lansing,  Mich.,  and  W.  A.  Pome- 
roy,  Tawas  City-East  Tawas,  Mich. 

By  Hearing  Examiner  Millard  F.  French on  July  22 

Granted  joint  petition  for  leave  to  amend  by 
Bay  Area  Telecasting  Corp.,  city  of  St.  Peters- 

burg, Fla.  (WSUN-TV),  Suncoast  Cities  Bcstg. 
Corp.,  Tampa  Telecasters  Inc.,  and  WTSP-TV 
Inc.,  in  St.  Petersburg-Tampa,  Fla.,  tv  ch.  10 
proceeding,  for  purpose  of  specifying  joint  ant. 
site  for  which  tentative  Airspace  Panel  clearance 
has  been  secured. 
Scheduled  prehearing  conference  for  July  28 

on  show  cause  order  in  Albany-Schenectady- 
Troy-Vail  Mills  proceedings  as  to  why  Copper 
City  Bcstg.  Co.  (ch.  13)  Utica,  N.  Y.,  should  not 
operate  on  ch.  2. 

BROADCAST  ACTIONS 

By  the  Broadcast  Bureau 
Actions  of  July  18 

WPLA  Plant  City,  Fla,— Granted  assignment  of 
license  to  WPLA  Bcstg.  Co.  Inc. 
KWCB-TV  Goodland,  Kan.— Granted  assign- 

ment of  cp  to  Tri-State  Television  Inc. 
WJHP-TV  Jacksonville,  Fla.— Granted  transfer 

of  control  from  John  H.  Perry  Jr.,  voting  trustee, 
to  John  H.  Perry  Jr.,  individually. 
WREX-TV  Rockford,  111.— Granted  co  to 

change  ERP  to  vis.  229  kw,  aur.  115  kw,  change 
in  trans.,  and  power  amplifier,  and  make  other 

ERRATUM 

Broadcasting,  in  its  issue  of  June 

30,  1958,  reported  a  portion  of  the 
extensive  colloquy  before  Judge  Hor- 

ace Stern,  special  examiner  in  the 
ch.  10  Miami  prehearing  conference. 

Broadcasting  reported  that  Judge 

Stern  referred  to  a  statement  by  Nor- 
man E.  Jorgensen,  of  the  law  firm  of 

Krieger  &  Jorgensen,  as  "nonsense." The  judge  did  not  so  characterize 

Mr.  Jorgensen's  statement. The  statement  actually  made  by 

Judge  Stern  was:  "Well,  much  of  what 
you  say  is  a  surprise  to  me,  but  I  must 
confess  while  I  think  it  is  a  good 

thing  for  you  to  make  such  a  state- 
ment, so  there  is  no  possible  question 

about  it,  I  must  confess  it  seems  to  me 
I  was  almost  going  to  say  absurdly 
remote.  I  will  tell  you  why,  in  the 

first  place  my  own  connection  with 
the  Wolf  firm  is  not  in  any  way  that 

of  a  partner,  associate,  an  assistant,  or 
have  any  interest  whatever  in  their 

affairs,  in  their  clients." 

equipment  changes;  ant.  710  ft. 
WSAV-TV  Savannah,  Ga.— Granted  cp  to 

change  trans,  and  studio  locations,  change  ERP 
to  vis.  100  kw,  aur.  50  kw,  change  type  trans,  and 
other  equipment,  type  ant.  and  ant.  height  to 
480  ft. WFIN  Philadelphia,  Pa. — Granted  mod.  of  cp 
to  make  changes  in  ant.  system. 
KDB  Santa  Barbara,  Calif. — Remote  control 

permitted. WCKR-FM  Miami,  Fla.— Granted  extension  of 
authority  to  remain  silent  for  additional  90  days 
from  Aug.  1. 

Actions  of  July  17 
Granted  licenses  for  following  fm  broadcast 

stations:  KSFM  Dallas,  Tex.;  WQFM  Milwaukee, 
Wis.;  WHKP-FM  Hendersonville,  N.  C. 
WEDK  Springfield,  Mass. — Granted  license  for noncommercial  educational  fm  station. 
Granted  licenses  for  following  am  broadcast 

stations:  KZUM  Farmington,  N.  M.;  KENY  Bel- 
lingham-Ferndale,  Wash.,  and  specify  type 
trans.;  KBBB  Borger,  Tex.,  condition. 
KBWD  Brownwood,  Tex. — Granted  license  cov- 

ering installation  of  new  trans,  as  aux.  trans, 
at  studio  location  and  aux.  ant.  and  ground 

system. 
WTRN  Tyrone,  Pa. — Granted  license  covering 

installation  of  new  trans,  as  aux.  trans,  at  main 
trans,  site;  remote  control  permitted. 
KFWB  Hollywood,  Calif. — Granted  license  cov- 

ering installation  of  aux.  trans.;  remote  control 

permitted. WBUR  Boston,  Mass. — Granted  license  cover- 
ing move  of  trans. -studio  location  and  increase 

in  ant.  height. 
WHK-FM  Cleveland,  Ohio — Granted  license 

covering  changes  in  ant.  system. 
WFIL-FM  Philadelphia,  Pa. — Granted  license 

covering  change  in  trans,  location  to  same  as 
WFIL-TV,  reduce  ERP  to  6.3  kw  and  change  ant. 
height  to  780  ft. WRRN  Warren,  Pa. — Granted  license  covering 
mod.  of  trans. 
WOMI-FM  Ownesboro,  Ky. — Granted  license 

covering  changes  in  trans. 
KNOB  Long  Beach,  Calif. — Granted  license 

covering  change  of  facilities,  type  trans,  and  ant. 
and  change  ant.  height. 

Continued  on  P.  119 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.    Checks  and  money  orders  only. 

•  DEADLINE:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday  preceding  publication  date. 
•  SITUATIONS  WANTED  20<J  per  word — $2.00  minimum  •  HELP  WANTED  254  per  word — $2.00  minimum. 
•  All  other  classifications  30$  per  word — $4.00  minimum.  •  DISPLAY  ads  #20.00  per  inch. 
•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 
Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos,  etc.,  sent  to 

box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Management 

Manager,  for  competitive  Roc.  Mtn.  secondary 
market  indie.  Program  experience  helpful,  ter- 

rific potential  independent  experienced,  aggres- 
sive, civic-minded,  go-getter,  proven  sales  abil- 
ity. Send  complete  resume  including  present 

billings  and  earnings.  Prove  you  are  right  man 
and  have  opportunity  invest  now,  or  later.  Ex- 

cellent guarantee,  override  and  other  pluses. 
Confidential.   Box   229F,  BROADCASTING. 

See  display  ad — Opportunity. 

Sales 

Immediate  opening  for  top-notch  salesman  for 
top-rated  music-news  station.  Must  have  proven 
sales  record.  If  necessary,  must  be  able  to  assume 
responsibilities  of  sale  manager.  Florida  east 
coast.  Box  124F,  BROADCASTING. 

Experienced  time  salesman  wanted.  Leading 
station  midwest  city  of  50,000.  Excellent  salary 
and  commission.  Box  172F,  BROADCASTING. 

Experienced  salesman,  radio.  If  you  are  aggres- 
sive, interested  in  making  top  money  in  sub- 

stantial market  with  solid  radio-tv  operation,  we 
want  you.  Opportunity  excellent  for  permanent 
man  who  can  produce.  Guarantee  and  com- mission commensurate  with  your  ability.  No 
others  need  apply.  Box  185F,  BROADCASTING. 

Sales  manager  needed,  want  proven,  permanent 
experienced  man  for  fine  daytimer  mountain 
west  growth  market  independent,  small  amount 
air  work  summer  months  only.  Resume  must  in- 

clude present  billings,  and  earnings.  Offer  excel- 
lent guarantee,  override,  and  expenses  proven 

civic-minded  radio  sales  manager.  Box  230F, 
BROADCASTING. 

Salesman-announcer,  must  be  go-getter  proven 
salesman,  minimum  air  work,  excellent  potential 
and  future,  fast  growing  music-news,  top  me- 

dium market  Colorado,  permanent,  $95.  week, 
plus  commissions,  auto  allowance.  Box  231F, 
BROADCASTING. 

I  want  a  real  live  wire  salesman  for  large  North 
Carolina  market.  Interested  only  in  men  now 
working  in  southern  states.  Qualified  man  can 
make  real  money  while  living  in  one  of  south's most  pleasant  cities.  Rush  replies  to  Box  232F, 
BROADCASTING. 

Salesmanager — Frankly,  we're  short  on  guaran- tee cash  but  loaded  with  potential,  in  market  of 
over  40,000.  Happy  gang  in  new  swinging  250 
watter,  needs  sales  spark  plug  to  join  immedi- 

ately. Rush  information  to  Box  267F,  BROAD- CASTING. 

See  display  ad — Opportunity. 

California,  KCHJ,  Delano.  Serves  1,300,000.  In- 
creasing sales  staff. 

Topeka's  top-rated  music  and  news  indie  offers 
a  big  opportunity  to  a  young,  aggressive  radio 
salesman.  Guarantee  plus  commission!  Grow 
with  eastern  Kansas'  fastest-growing  station. Send  complete  resume  to  Ed  Schulz,  KJAY 
Radio,   Topeka,  Kansas. 

Established  Michigan  station  seeking  reliable 
salesman  with  ambition  and  some  experience. 
Commission.  Good  opportunity.  WBCK,  Battle 
Creek,  Michigan. 

Wide  awake  local  station  in  prosperous  Hudson 
valley  has  immediate  sales  opening.  Some  an- 

nouncing. Salary  plus  incentive  commission  plan. 
Stable,  ambitious,  family  man,  write  Howard 
Shultis,  WKNY,  Kingston,  N.  Y. 

Announcers 

Florida.  Need  experienced  personality  pop  dj. 
Above  average  salary.  Promotion  minded  station. 
Send  tape,  background.  Box  750E,  BROADCAST- ING. 

Negro  dj — southerner  only — religious  or  R&B — 
America's  highest  audience  rated  negro  group. 
Picture,  tape,  letter  Box  903E,  BROADCASTING. 

Combo  man — 1st  class  ticket — Connecticut — in- 
dependent daytimer.  Good  opportunity  in  grow- 

ing community.  Send  resume.  Box  917E,  BROAD- CASTING. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Morning  pepper-upper,  dj,  news,  top  50,  pop  for- 
mat, Washington,  D.  C.  Send  tape,  resume,  once 

in  a  blue  moon  opportunity  for  outstanding  an- nouncer. Box  956E,  BROADCASTING. 

Good  announcer  wanted  by  top-rated  N.  C.  day- 
timer.  Must  be  versatile.  Good  pay  plus  fringe 
benefits.  Chance  to  become  program  director. 
Send  resume.  Will  contact  for  audition.  Box  106F, 
BROADCASTING. 

Expanding  chain  with  new  Pittsburgh  area  station 
needs  experienced  announcers  with  executive 
potential.  No  prima  donnas  or  floaters.  We  are 
seeking  an  experienced  man  with  a  desire  to 
settle  permanently  in  a  growing  company  where 
opportunity  for  advancement  will  occur.  Per- sonal interview  is  a  must  after  approval  of  tape. 
Send  tape  and  resume  immediately.  Box  181F, 
BROADCASTING. 

Piedmont  indie  needs  two  experienced  an- 
nouncers, 80  weekly.  Tape,  resume.  Box  184F, 

BROADCASTING. 

Move  up.  Seasoned  staff  announcer  wanted  in 
September.  News  gathering  and  writing  ability 
important  but  not  primary  duty  at  present.  No 
top  40  deejay  types.  Northern  Illinois  kilowatt 
independent.  Write  age,  education,  marital 
status,  experience  in  detail.  Personal  interview 
required.  Box  187F,  BROADCASTING. 

Announcer-first  phone.  Are  you  26,  married, 
tired  of  moving  around,  looking  for  a  solid  good 
paying  position  in  the  mid-west.  Are  you  a good  air  salesman  with  voice  authority  who 
wants  to  start  at  $100.00  per  week.  Then  we 
need  each  other.  Send  background,  references, 
photo,  tape  to  Box  196F,  BROADCASTING. 

Wanted:  Announcer  if  you  are  energetic,  honest, 
sincere  and  dependable,  but  maybe  not  the  best 
in  the  world.  We  would  like  to  have  your  appli- 

cation. Station  is  located  in  western  N.C.  in  sum- 
mer  vacation  spot.  Box  243F,  BROADCASTING. 
Station  located  in  south-eastern  North  Carolina 
needs  announcer-salesman  and  combo  man  with 
1st  phone.  Only  experienced  men  need  apnly. 
Box  244F,  BROADCASTING.  
Morning  man  wanted  for  station  in  top  25  mar- 

kets. Company  young  and  owns  other  stations 
thus  giving  opportunity  for  right  person  to  ad- 

vance quickly.  Send  tape  and  details  to  Box  276F, BROADCASTING.  

Louisiana  gulf  coast,  top  station,  seeking  an- 
nouncers. Staff  work.  Good  pay,  benefits,  etc. 

Send  all  in  first  letter.  Audition  tapes  required. 
Sorry,  tapes  not  returnable.  Box  288F,  BROAD- CASTING^  

Wanted,  experienced  personality  announcer.  Day- 
timer  in  college  town.  Ideal  hours.  Above  aver- 

age pay  for  right  man.  Contact  E.  C.  Stangland, 
Manager,  KBRK,  Brookings,  South  Dakota. 
If  you  want  to  work  for  a  28  year  old  5  kw,  in 
a  small  community  of  20,000  where  the  summer- 

time and  wintertime  climate  is  ideal;  if  you  be- 
lieve in  adult  programming  and  will  help  us 

serve  the  community;  if  you  can  stand  close 
scrutiny  on  credit  and  character;  and  if  you're ready  to  settle  down  and  be  assured  of  security 
and  a  good  future,  contact  Ken  Kilmer,  KFXD, 
Nampa,  Idaho. 
Wanted,  experienced  announcer.  Dr.  F.  P.  Cerni- 
glia,  Radio  Station  KLIC,  Monroe,  La. 
Experienced  announcer  for  permanent  staff  job, 
independent  station,  wonderful  town  to  live  in. 
Forty  miles  from  Sequoia  Park.  Ability  to  write 
occasional  copy  desired,  must  have  good  voice 
quality.  Radio  Station  KONG,  P.  O.  Box  1429, 
Visalia,  California. 
Have  vacancy  for  qualified  combination  staff  an- 

nouncer and  adult  dj.  No  top  40  and  no  floaters. 
Good  living  conditions  and  excellent  climate. 
Send  snapshot  and  tape  with  news,  commercials 
and  dj  work.  Manager,  KSWS,  Roswell,  New 
Mexico. 

Good  pay  and  opportunity  offered  qualified  staff 
announcer.  Must  be  experienced,  mature  and 
settled.  For  interview,  contact  Bob  Webber, 
KXJK,  Forrest  City,  Arkansas. 
Have  immediate  openings  for  experienced  radio 
announcer.  Send  tape,  recent  snapshot  and 
resume,  a  5000  watt  full  time  operation,  address 
to  M.  D.  Smith,  III,  Radio  Station  WAAY,  Hunts- 
ville,  Ala. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Have  good  job  for  good  announcer.  KWRT, Boonville,  Missouri. 

Must  be  good  announcer  and  chief  engineer. 
Good  opportunity  for  man  with  good  back- 

ground. WHBT,  Harriman,  Tennessee.  Present 
250  watts  in  process  of  increase  to  5000  watts. 

Central  Florida  needs  two  good  announcers,  one 
with  1st  phone,  one  without.  Progressive  1  kw 
in  shirt  sleeve  climate.  WLBE,  Leesburg,  Florida. 

Experienced  newsman  for  growing  news  opera- 
tion covering  four  counties.  Send  resume  and 

tape  to  WLNA,  Peekskill,  New  York. 

Technical 

Chief  engineer  for  brand  new  directional  day- 
timer  in  Pittsburgh  area  one  of  growing  chain. 
All  new  equipment  with  excellent  layout.  Excel- 

lent salary  and  working  conditions.  No  an- 
nouncing required.  Personal  interview  necessary. 

Box   180F,  BROADCASTING. 

Experienced  for  chief,  all  new  equipment,  direc- 
tional, prefer  someone  capable  of  announcing. 

Ohio  expanding,  ideal  working  conditions.  Em- 
ployees know  of  ad.  Box  270F,  BROADCASTING. 

First  Phone  combo  for  "Nite  Owl"  show,  12:00 midnight  to  6:00  a.m.  Send  resume,  photo,  tape 
and  engineering  experience.  Contact  M.  Mulamx, 
Chief  Engineer,  KWBB,  Wichita,  Kansas. 

Opening  soon  for  chief  engineer  with  established 
kilowatt  daytimer.  Good  conditions  for  right 
man.  WASA,  Havre  de  Grace,  Maryland. 

Chief — experienced  in  directionals  for  present 
operation  and  constructing  1  kw  c.p.  near  Toledo. 
Call,  wire,  write  Howard  R.  Ward,  WTLG, 
Bowling  Green,  Ohio. 

Wanted  immediately,  chief  engineer  for  1000  watt 
daytime  independent.  Wilkes  Broadcasting, 
North  Wilkesboro,  N.  C,  phone  633. 

Production-Programming,  Others 

Mr.  News  Director,  this  ad  will  run  until  we  find 
the  right  man.  We  need  a  newsman  who  gets 
behind  the  surface  news;  who  knows  what's  go- ing on.  News  in  depth  is  our  most  important 
service.  Good  salary  and  facilities.  Write  Box 
179E,  BROADCASTING. 

Metropolitan,  top  rated  independent  needs  sharp 
traffic  director.  Unlimited  opportunity.  Im- 

mediate opening.  Rush  complete  details.  Box 
802E.  BROADCASTING. 
Production  director  modern  radio.  Top  indie,  top 
ten  market.  Storz,  Bartell,  Plough,  McLendon, 
or  similar  experience  required.  Fantastic  oppor- 

tunity. Rush  tape.  Box  114F,  BROADCASTING. 

Program  director — top  station  in  north  Florida; 
hospitalization,  insurance,  excellent  starting  sal- 

ary. Box  238F,  BROADCASTING. 

News  director.  Pennsylvania  five  kilowatt  needs 
hard  hitting  man  to  set  up,  maintain  and  manage 
local  news  department.  Send  resume,  tape,  salary 
expected  to  Box  281F,  BROADCASTING. 

Experienced  newsman  needed  now  for  10  kw 
station  in  northwest  North  Carolina.  Emphasis 
on  local  news!  Also  some  general  announcing. 
Excellent  opportunity  for  right  man.  Send  tape, 
resume.  Box  282F,  BROADCASTING. 

Wanted  for  immediate  opening.  "Formula-Radio" program  director.  If  you  can  write  and  produce 
production  spot  announcements.  Take  complete 
charge  of  personnel.  "Sparkle"  on  the  air.  Con- tact: Verle  Thomson/Vince  Casey,  KISD,  Sioux 
Falls,  South  Dakota.  Phone:  4-5571. 

News:  Excellent  opportunity  for  aggressive,  ex- 
perienced newscaster,  reporter  and  editor.  Num- 

ber-1  rated  station,  with  live,  24  hour,  local  news 
operation,  using  mobile  units,  tapes,  etc.  Salary 
commensurate  with  experience  and  ability.  Con- 

fidential. Send  full  information,  including  when 
available,  salary  expected,  small  photo  and  audi- tion tape,  to  Roger  G.  Berk,  V.P.,  WAKR,  Akron 
20,  Ohio. 
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Situations  Wanted 

Management 

One  man  staff — Manager,  salesman,  announcer, 
local  news  man,  public  relations  man,  student 
engineer,  good  janitor.  Don't  mind  doing  extra duties  but  like  to  get  paid  accordingly.  Box  212F, 
BROADCASTING. 

Manager  with  experience  has  built  stations  for 
others.  Wants  to  build  one  for  himself.  Has  few 
thousand  dollars  to  invest  in  right  deal.  Would 
be  interested  in  option  arrangement  for  reason- 

able station  equity.  Prefers  west  coast,  medium 
to  small  market.  Box  220F,  BROADCASTING. 

Desire  permanent  opportunity  experienced  all 
phases,  presently  sales  management.  Prompt 
confidential  replies.  Box  227F,  BROADCASTING. 

Manager:  Currently  managing  top  station  in 
multiple  station  market.  Prefer  small  to  medium 
market  station  needing  young,  aggressive  man- 

ager who  will  settle  down  and  do  a  solid  radio 
job.  Box  236F,  BROADCASTING. 

Manager,  midwest.  Married,  children,  35,  sober. 
Ten  years,  all  phases  radio-tv,  sales,  announcing, 
management.  Employed  top  station  in  3  station 
market.  Best  references.  Box  239F,  BROAD- 
CASTING.  

I  offer  you  thirteen  years  experience  as  assistant 
manager,  program  director,  newsman,  salesman 
and  announcer  with  proven  record  of  top-flight 
management  and  production  in  250  to  50  kilowatt 
stations.  Presently  employed  by  fine  midwest  sta- 

tion, but  seeking  greater  responsibility  and  op- 
portunity. Navy  veteran,  college,  married  with 

two  children.  Can  be  available  after  August  15th. 
Salary  open,  midwest-east  only.  Tape,  photo  and 
references  available  but  desire  personal  inter- 

view. Box  246F,  BROADCASTING. 

Sales  manager  for  number  1  independent,  highly 
competitive  market,  ready  for  challenging  man- agerial position.  Thoroughly  experienced  all 
phases  today's  radio  operation  including  national 
sales,  programming,  sales  promotion.  Excellent 
personal  billing.  Married,  university  graduate, 
finest  references.  Box  250F,  BROADCASTING. 

Manager-chief  engineer.  37  years  old,  16  years  in 
the  business,  married,  4  children.  Desire  position 
with  small  station  in  good  market.  At  present 
manager-chief  engineer,  reason  for  leaving  new 
ownership.  Have  made  station  in  very  tough 
competitive  market,  the  most  listened  to  station 
in  the  area.  Available  two  weeks.  Apply  Box 
252F,  BROADCASTING. 

Station  sold.  General  manager  with  over  20  suc- 
cessful years  experience  available  30-60  days. 

Key  people  will  move  with  me  if  desired.  Small 
or  medium  market  with  opportunity  for  future 
investment  of  greatest  interest.  Box  259F, 
BROADCASTING. 

Sales  manager-manager,  12  years  experience  all 

phases,  currently  employed  major  market.  De- sire return  small  town.  Excellent  references.  Box 
261F,  BROADCASTING. 

Young  man,  ten  years  radio  experience  with  first 
phone,  wants  managers  job.  Will  take  instruc- 

tions. Dependable,  no  drifter  or  drunk  Em- 
ployed. Write  2623  Myrtle  Springs,  Dallas,  Texas. 

Station  manager  11  years  experience  all  phases. 
Presently  employed,  32,  family,  veteran,  first 
phone  license,  readily  available.  Radio  or  tv. 
Prefer  sales.  Consider  any  offer.  Wes  Ninemire, 
1214  Sewanee,  Marlin,  Texas.  Telephone  West- more  6-4393. 

Sales 

Go-getter,  experienced,  seeking  good  potential. 
Prefer  deal  including  air  work.  Can  run  own 
board.  All-around  man — what  you're  looking  for. Box   883E,  BROADCASTING. 

Sales.  Age  28.  Two  years  industrial  sales  expe- 
rience. Radio  experience.  College.  Prefer  mid- 

west. Box  218F,  BROADCASTING. 

College  graduate,  married,  family,  28,  selling  ex- 
perience in  insurance,  have  been  in  small  radio 

station  for  2Vi  years  selling  and  announcing.  Do- 
ing three  hours  board  work  daily.  Seek  advance- 

ment with  progressive  station,  prefer  combina- tion sales  and  announcing  job.  Experienced  all 
phases.  For  exchange  of  references,  write  Box 
234F,  BROADCASTING. 

Announcers 

Terrific  sportscaster.  Also  dj,  announcer,  news, 
sales,  employed.  Experience  galore.  Box  381E. 
BROADCASTING. 

Negro  deejay,  good  board  man,  fast  patter, 
smooth  production.  I'm  the  one  you're  looking 
for.  Tape  and  resume.  Box  880E,  BROADCAST- ING. 

Personality-dj  strong  commercials,  gimmicks, 
etc.  run  own  board.  Steady,  eager  to  please.  Go 
anywhere.  Box  881E,  BROADCASTING. 

Situations  Wanted — (Cont'd) 
Announcers 

Girl  dj  announcer.  Go  anywhere.  Ready  now. 
Run  own  board.  Can  sell  too.  Steady,  no  bad 
habits.  Love  to  build  audiences  and  grab  ac- 

counts. Tape  and  resume.  Box  882E,  BROAD- CASTING. 

Texas  or  California.  Need  14  years  experience? 
Radio  or  tv  sports,  news,  dj,  etc.  What's  your 
need?  Present  salary  is  $160  per  week.  Wife's 
health  dictates  move.  Box  136F,  BROADCAST- ING. 

Negro,  CBS  experience,  television  mc  "Chicago" personality  dj,  staff,  commercial  specialty.  Box 
139F,  BROADCASTING. 

Professional  announcer,  nine  years  all  phases, 
thoroughly  trained,  dependable,  desires  perma- 

nent position  with  larger  station  that  compen- 
sates for  ability  and  reliability.  Prefer  southeast; 

consider  major  market  anywhere.  Married,  vet- 
eran, degree,  best  references.  Box  150F,  BROAD- CASTING. 

Announcer,  dj,  first  phone,  5  years  experience, 
married,  one  child.  Box  168F,  BROADCASTING. 

First  phone:  2  years  experience  as  studio  engi- 
neer; recent  announcing  school  graduate;  desire 

staff  position.  Married,  college.  Resume  and 
tape  or  personal  interview.  Box  198F,  BROAD- CASTING. 

First  phone  dj,  experienced  news,  pd.  Friendly, 
unfrenzied.  Prefer  morning.  Box  205F,  BROAD- 
CASTING. 

To  radio  stations — Stop.  Experienced  announcer 
needs  work  fast-stop.  Willing  to  travel  within 
300  mile  radius  of  Bridgeport,  Connecticut-stop. 
Don't  stop,  send  replies.  Box  210F,  BROAD- CASTING. 

News  director-announcer:  Over  13  years  with 
leading  midwest  station  as  one  of  highest  rated 
newsmen.  Anxious  to  locate  in  western  or  north- 

ern state.  Box  211F,  BROADCASTING. 

Two  experienced  announcers  desire  to  work  at 
the  same  station,  are  willing  to  work  combina- 

tion announcing  and  sales.  Box  213F,  BROAD- CASTING. 

Announcer — one-year  experience,  run  own  board, 
mature  voice,  married.  Box  214F,  BROADCAST- ING. 

Disc  jockey,  experience  three  years,  good  com- 
mercial, knows  music.  Family.  Box  225F,  BROAD- CASTING. 

Experienced  "pop"  deejay-newscaster.  Now  em- 
ployed. Negro.  Not  negro  styled  deejay.  No  ac- cent. Box  241F,  BROADCASTING. 

Available  top  morning  and  dj  personality  with 
best  background  and  proven  performance,  record 
of  making  friends  and  revenue.  13  years  experi- 

ence in  radio  and  tv  at  top  tough  locations.  Have 
tapes,  will  travel,  prefer  competitive  markets 
east  and  midwest.  Box  242F,  BROADCASTING. 

Announcer,  experienced,  Manhattan,  anxious  to 
return  to  midwest.  Strong  on  news  editing  with 
high  interest  in  light  music — news — weather  pro- 

gramming. Operate  own  board.  Training  at 
Northwestern  University;  CBS,  New  York.  Col- 

lege graduate,  English  major;  married;  28.  Tapes 
and  references  available.  Box  256F,  BROAD- CASTING. 

DJ  with  definite  style,  winning  format.  If  you 
dare  to  be  different  contact  me.  No  top  40  replies. 
$110  weekly.  Box  258F,  BROADCASTING. 

Announcer,  newsman,  dj,  sports,  strong  commer- 
cials, college  background,  run  board,  married. 

Negro.  Box  260F,  BROADCASTING. 

Young,  all  around  announcer,  experienced  in 
staff  sports,  dj  work.  Box  263F,  BROADCAST- ING. 

Assistant  pd  with  B.S.  in  radio-tv.  1  year  ex- 
perience in  production  and  sales.  Box  264F, 

BROADCASTING. 

Personality-dj,  imaginative,  peppy,  strong  news, 
board.  Radio  graduate,  tape.  Box  266F,  BROAD- 
CASTING. 

Excellent  radio-tv  sports  director  with  ten  years 
experience.  Top  references.  Desire  permanency. 
TV  news  and  production  experience.  Will  sell 
sports  programs.  Box  268F,  BROADCASTING. 

Top  record  personality  and  announcer  to  re- 
locate. Can  deliver  goods  in  exchange  for  salary 

and  security.  Box  269F,  BROADCASTING. 
Bright  young  announcer  who  also  can  write  good 
copy.  Versatile,  2\2  years  experience.  Available 
1-2  weeks.  Tennessee  or  Virginia  preferred.  Box 
272F.  BROADCASTING. 

Situations  Wanted — (Cont'd) 
A  nnouncers 

Good  music  station  announcer  with  program- 
ming experience,  single.  3  years  background  in 

this  medium.  Audition  tape,  photo  and  further 
particulars  on  request.  Box  283F,  BROADCAST- ING. 

Combo-first  phone-ham-writer.  Glib  adlib.  Ma- 
ture beginner.  Six  months  five  kw  experience. 

Anywhere.  Box  285F,  BROADCASTING. 

Young  staff  announcer,  recent  graduate.  Locate 
anywhere.  Tape  on  request.  1220  W.  5th  Ave., 
Gary,  Indiana. 
First  class  man  with  first  class  license.  Expe- 

rienced announcer;  news,  program,  production 
director.  Family,  college  education.  Presently 
employed  as  news  director  at  major  Colorado radio-television  station.  Prefer  rocky  mountain/ 
far  west.  Station  knows  of  ad.  Phone  "an- 

nouncer", Pueblo,  Lincoln  2-6121,  write  P.O.  Box 
1125,  Pueblo,  Colo. 

Staff  announcer-board  work,  copy/writing,  news, 
pop,  country,  rock  'n'  roll.  Available  immedi- ately. Aaron  Armentrout,  Holly  Road,  Route  3, 
Annandale,  Virginia.  Jefferson  2-5512. 

Employers — Announcers,  djs,  newsmen,  conti- 
nuity writers.  Contact  Calumet  Broadcasting 

School,  618  Broadway,  Gary,  Indiana.  Call 
Turner  5-3038. 

Announcer.  6  years  experience.  Excellent  refer- ences. Upper  midwest.  Howard  Campbell,  3437 
Stevens,  Minneapolis  8,  Minnesota. 

Experienced  personality,  work  anywhere,  smooth, 
strong  news,  convincing  commercials,  knows 
music,  enjoys  sales,  excellent  worker,  best  ref- 

erences, tape.  Bob  Downes,  450  Ocean  Avenue, 
Jersey  City,  N.  J.,  Apt.  6,  Henderson  4-8537. 

University  graduate.  2  years  commercial  experi- ence. Strong  on  music  and  news.  Can  sell.  Want 
to  relocate  in  Michigan.  Available  now.  Call  or 
write  Charles  Frey,  532  Oak,  Niles,  Michigan. 
MU  3-5432. 

Country  disc  jerk,  first  phone,  5  years  experi- 
ence, No.  1  in  area.  I  need  a  job  now  fellers, 

tape.  Ted  Foster,  4208  N.E.  28th  St.,  Fort  Worth, Texas.  Call  TE  8-9460.   

Announcer-dj.  Married,  25,  good  voice,  per- 
sonality. Wants  steady  job  as  announcer  or  pd.  5 

years  independent  experience.  Contact  Bob  Ger- 
main, Cobrain,  Mass.  Tel.— National  4-3460. 

Sportscaster  wants  station  emphasizing  news  and 
sports.  Top  play-by-play  all  sports.  Eleven  years 
experience.  Excellent  references.  Strong  on  news. 
Bill  Sorrell,  Program  Director,  WATO,  Oak Ridge,  Tennessee.   

Attention  Florida— Want  to  settle  in  Florida,  age 
25,  college  grad,  married,  veteran.  Two  years 
experience.  Announcing,  dj,  news,  tv  direction. 
Hank  Symanski,  1205  Pondview  Avenue,  Akron  5, Ohio,  REpublic  3-1964.   

Announcer-all  phases.  National  Academy  of 
Broadcasting  graduate,  some  experience.  James 
Welker,  Jr.,  Box  172,  St.  Thomas,  Penna. 

Technical 

Engineer,  first  phone,  experienced,  transmitter, 
studio  and  recording.  No  announcing.  Box  699E, 
BROADCASTING.  

Engineer.  First  ticket  wants  relocation  any- 
where.- Single,  able  to  travel.  Box  199F,  BROAD- 

CASTING.   

Transmitter  position,  two  years  dir.,  experience, 
car,  1st  radiotelephone.  Box  217F,  BROADCAST- ING. 

First  phone,  10  years  radio,  two  tv.  West,  mid- 
west, southwest.  Box  226F,  BROADCASTING. 

Engineer,  age  28,  1st  phone.  Radio  and  tv  studio 
and  transmitter  experience.  Strong  on  mainte- nance. Good  technical  background.  Box  247F, BROADCASTING.   

Engineer,  eight  years  experience  radio-tv,  wants 
job  with  security.  Have  first  phone.  No  an- nouncing. Prefer  midwest.  Available  on  two 
weeks  notice.  Box  278F,  BROADCASTING. 

Chief  engineer — presently  employed  desires 

permanent  position  capable  announcer.  Direc- tional and  construction  experience.  5  years  in 
business.  Walt  Adams,  HO  7-6067,  805  Chicago  St., Sheboygan  Falls,  Wisconsin.  

Engineer,  1st  phone,  experienced  am  and  tv 
transmitters.  C.  Croft,  PR  2-1155,  5638  Dailey Street,  El  Paso,  Texas.  

FCC  first  phone  license  preparation;  July- 
August;  Monty  Koffer,  105  E.  16th  Street,  Brook- 

lyn, N.  Y.  BU  2-4622. Negro  broadcasting  school  graduate  seeking  staff 
announcing  position.  Good  on  commercials  with 
retained  knowledge  on  disc  shows,  spirituals  or 
popular.  Will  travel.  Tape,  resume.  Box  275F, 
BROADCASTING. 

First  phone,  technical  school  graduate,  desires 
position  as  transmitter  engineer,  in  southwest 
available  immediately.  Jerry  Wills,  542  Carroll 
Ave.,  San  Antonio,  Texas.  WA  2-8991. 

Page  116    •    July  28,  1958 Broadcasting 



RADIO TELEVISION TELEVISION 

Situations  Wanted — (Cont'd) 

Production-Programming.  Others 

News  director:  Go  anywhere;  east  road,  Maine 
to  west  point,  California,  and  points  between. 
Experienced,  reliable,  available  soon.  Now  em- 

ployed, management  knows  of  ad.  Box  161F, 
BROADCASTING. 

Instructorship  radio-journalism  in  college  or  pro- 
fessional school.  Thirteen  years  versatile  expe- 

rience, program-news  director,  production,  writ- 
ing. University  journalism  degree.  Married,  fam- 

ily-man. Box  219F,  BROADCASTING. 

News  director-radio-tv.  Degree,  married,  seven 
years  experience.  Midwest.  Box  233F,  BROAD- CASTING. 

Promotion  manager,  eight  years  radio/tv  ex- 
perience. Alert,  creative,  hard  working.  All 

phases  promotion,  publicity,  merchandising,  in- 
dependent, affiliated.  Now  employed.  Best  refer- 

ences. Print  samples  and  full  details  on  request. 
$9,000  annual  minimum.  Box  237F,  BROAD- CASTING. 

Reliable  man  desires  news,  sports,  or  program  di- 
rectorship in  medium  midwest  community,  pref- 

erably Wisconsin.  Ten  years  experience  in  all 
phases.  Box  249F,  BROADCASTING. 

Experienced  reporter  and  newscaster  wants  mid- 
dle Atlantic  states  station.  Box  262F,  BROAD- 

CASTING. 

Program  manager — Experienced — radio  8  years. 
Must  have  complete  authority  over  all  program- 

ming to  build  solid  good  music  station  for  adult 
audience.  Large  album,  78  &  45  library  a  must. 
Married.  $100.00.  Northeast  only.  Box  277F, 
BROADCASTING. 

Experienced  sports  director  desires  relocation, 
guarantees  your  station  profit  through  mature 
promotion.  Seeking  radio-tv  station  with  year- 
round  sports.  Vet.,  married,  loyal,  conscientious, 
dependable.  Box  280F,  BROADCASTING. 

Production-program-operation:  Experienced  in 
all  phases  of  television  including  network  and 
independent  station  operation.  Good  film  con- tacts. Married,  reliable.  Best  references.  Box 
286F,  BROADCASTING. 

Assistant  program  director-announcer:  7  years; 
seeking  advancement  with  progressive  station; 
music-news  background;  employed;  college  grad; 
southwest  preferred.  Box  287F,  BROADCAST- ING. 

TELEVISION 

Help  Wanted 

Sales 

Top  flight  sales  manager,  opportunity  with  well 
established  NBC  midwest  television  station  for  a 
man  who  feels  he  can  make  $10,000  and  more 
on  a  600  per  month  base  and  commission  arrange- 

ment. Excellent  opportunity  in  a  market  with 
nearly  400,000  tv  homes.  Start  about  September 
1st.  Must  be  experienced  and  energetic.  Prefer 
married  man.  Write  giving  complete  details  to 
Box  178F,  BROADCASTING. 

Experienced  tv  time  salesman  wanted  by  WICS, 
Springfield,  Illinois.  Salary  plus  commission.  Send 
complete  resume  to  Box  215F,  BROADCASTING. 

Productive  salesman,  real  opportunity  for  solid 
man  in  nation's  46th  market,  300,000  pop,  in Texas.  Good  base  and  commission.  Send  resume 
and  photo  to  Box  253F,  BROADCASTING. 

Television  sales.  Top-rated  California  vhf  net- 
work affiliate  has  immediate  opening  for  aggres- 
sive salesman  interested  in  improving  income 

and  future.  Send  complete  resume  including  ex- 
perience, sales  record,  personal  history  and 

recent  photo  to  Jon  Kelly,  Sis.  Mgr.,  KCRA- 
TV,  Sacramento,  Calif.,  or  call  Gilbert  1-4631. 

Wanted — A  reliable  salesman  with  ambition  to 
make  money.  Television  or  radio  sales  expe- 

rience necessary.  You  will  like  our  operation,  our 
city,  and  the  financial  opportunity  we  will  offer 
you.  Let's  talk  it  over.  Write  today  to  J.  M. 
Pennock,  Sales  Manager,  WLEX-TV,  Lexington, 
Kentucky. 

Announcers 

Expanding  midwest  tv  station  in  top  50  markets 
needs  personality  announcer  skilled  in  commer- 

cial delivery.  Send  full  details,  tapes,  sound-on- 
films,  pictures.  Box  145F,  BROADCASTING. 

Technical 

Staff  opening  for  one  first-class  engineer.  Prefer 
operating  and  maintenance  experience  on  RCA 
TT25BH  tv  transmitter.  Box  209F,  BROADCAST- ING. 

Help  Wanted 

Technical 

TV  transmitter  engineer.  Permanent  job  in  the 
southwest.  Would  consider  hard  working  radio 
engineer  who  wants  to  learn  television.  Send 
details  to  Box  273F,  BROADCASTING. 

Chief  engineer  capable  of  planning,  construction, 
maintenance,  supervisory,  all  phases  studio, 
transmitter,  microwave.  Must  have  about  10 
years  experience  in  both  small  and  large  instal- 

lations. Top  salary.  State  full  details  first  in- 
quiry. Box  274F,  BROADCASTING.  All  replies 

confidential. 

Production-Programming,  Others 

Production  manager:  Applications  now  being  ac- 
cepted for  production  manager  with  dominant 

vhf,  NBC  affiliate  serving  over  a  quarter  of  a 
million  tv  homes.  Excellent  living  and  working 
conditions  with  above  average  salary.  Applicant 
must  be  a  qualified  announcer-director  with 
good  solid  background  in  tv.  Please  send  photo, 
tape  and  complete  resume.  Southeastern  loca- tion, near  beaches.  A  real  opportunity  for  the 
right  man.  Box  131F,  BROADCASTING. 

We  need  a  production  manager  with  vitality, 
imagination,  and  creative  ability.  Excellent  work- ing conditions.  Good  salary.  A  successful  network 
affiliate  in  a  medium  sized  mid-western  city.  This 
man  must  be  able  to  train  staff  in  directing,  pro- 

jection and  all  phases  of  television  station  pro- 
duction. If  you  are  looking  for  an  opportunity  to 

grow,  to  give  expression  to  your  ideas,  are 
willing  to  work  hard,  send  complete  details, 
resume  and  picture  to  Box  177F,  BROADCAST- ING. 

TELEVISION 

Situations  Wanted 

Husband-wife  team,  easy  on  eyes,  ears;  skilled 
in  variety  and  specialized  shows;  will  build  your 
fall  business;  can  do  leg  work.  Experienced  in 
commercials,  singing,  dancing,  creative  produc- 

tion. Top  markets  in  north,  mid-west,  Pacific 
coast  preferred.  Resumes,  tape,  pictures  on  re- 

quest. Box  251F,  BROADCASTING. 

Situations  Wanted — (Cont'd) 
Management 

Revolutionary  approach  to  local  television  sales. 
Manager,  16  years  experience.  Box  279F,  BROAD- 
CASTING. 

Five  years  exeperience  in  radio  and  television 
announcing,  operations,  and  production.  Desire 
position  with  organization  offering  opportunity 
to  advance.  For  complete  resume  or  personal 
interview,  contact  Herb  Buck,  4501  28th  Avenue, 
Tampa  5,  Florida. 

Radio  background.  Some  tv  announcer-news- 
caster-director experience.  Available  immedi- 

ately. Roy  Mergner,  127  Ramsey  Avenue,  Keans- burg,  New  Jersey. 

Technical 

Korean  veteran  with  first  phone  desires  position 
in  television  or  radio.  Completely  trained  in  all 
phases  of  studio  operation.  Box  265F,  BROAD- CASTING. 

Production-Programming,  Others 

Young  man  with  music  background,  age  26, 
single,  wishes  position  of  music  librarian.  Grad- 

uates from  SRT-TV  studios  in  early  August.  Box 
148F,  BROADCASTING. 

Director,  well  experienced  in  three  station 
market  seeks  position  as  production  manager  or 
director  in  larger  market.  Box  149F,  BROAD- CASTING. 

Production  assistant-assist  program  manager  in 
production,  promotion,  etc.  Experienced,  $7800 
minimum.  Box  174F,  BROADCASTING. 

Producer-director — imaginative,  mature,  stable. 
4]/2  years  commercial  production  experience. 
Excellent  references.  Must  relocate.  Family.  Box 
206F,  BROADCASTING. 

Production  manager.  Seven  years  with  network. 
Last  four  years  managing  all  phases  of  network 
programs.  Administration,  production,  budgets, 
and  reports.  Box  224F,  BROADCASTING. 

Find  the  man*  you  want  via  Broadcasting  classified  pages. 
For  personnel,  equipment,  services  or 
stations  to  buy  or  sell,  tell  everyone 

£        .  7  that  matters  in  the  Classified  pages  of 
OT  ]00.  Broadcasting. 
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TELEVISION 
FOR  SALE — (Cont'd) 

WANTED  TO  BUY 

Situations  Wanted — (Cont'd) 

Production-Programming,  Others 

Traffic-continuity  director  wishes  to  relocate  in 
the  west.  Experienced  copywriting,  preparation 
daily  logs  and  all  phases  traffic-continuity.  Pres- 

ently employed,  college,  best  references.  Box 
257F,  BROADCASTING. 

Looking  for  a  genius  in  promotion  and  continuity 
who  can  build  your  sales?  I  want  to  run  an 
adjective  factory  for  a  growing  station  in  west 
or  midwest.  Contact  Box  289F,  BROADCASTING. 

FOR  SALE 

Stations 

Managing  partner  wanted  for  superior,  med-mkt, 
Colorado  indie,  top  growth  area  and  climate, 
sound  investment  requires  $25,000  down,  balance 
on  good  terms.  Only  responsible,  producing  man- 

agers of  proven  ability  seeking  lifetime  oppor- 
tunity need  applv.  Owner  expanding  other  radio. 

All  replies  answered.  Box  228F,  BROADCAST- ING. 

Minnesota  $75,000;  Maine  $125,000;  Missouri  $90,- 
000;  Florida  $68,000;  Iowa  $80,000;  Michigan  $70,- 
000;  Virginia  $75,000;  Georgia  $350,000;  Pennsyl- 

vania $100,000;  Texas  $35,000;  Iowa  $600,000;  UHF 
$160,000;  Arizona  $200,000;  Michigan  $450,000; 
Pennsylvania  $158,000;  Oklahoma  $450,000;  West 
Virginia  $68,000;  Florida  $210,000.  Please  write 
Haskell  Bloomberg,  Station  Broker,  208  Fair- 
mount  Street,  Lowell,  Massachusetts. 

Florida  single  station  markets,  $33,000,  to  $175,000, 
terms;  medium  markets,  $40,000  to  $236,250;  major 
market,  $500,000  with  29%  down  payment.  Chap- 

man Company,  1182  West  Peachtree,  Atlanta. 

Nevada  fulltime  one-kilowatt  major  market. 
$40,600.00  down.  Wilt  Gunzendorfer  and  Asso- 

ciates, 8630  W.  Olympic,  Los  Angeles. 

Norman  &  Norman,  Inc.,  510  Security  Bldg., 
Davenport,  Iowa.  Sales,  purchases,  appraisals, 
handled  with  care  and  discretion.  Experienced. 
Former  radio  and  television  owners  and  opera- 
tors. 

Lower  midwest,  major  and  small  market  stations, 
$275,000  and  $88,000,  terms.  Chapman  Company, 
1182  West  Peachtree,  Atlanta;  17  East  48th,  New 
York. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  6381  Hollywood  Blvd., 
Los  Angeles,  Calif. 

UHF  tv  station  in  uhf  area,  $895,000,  29%  down 
payment.  Chapman  Company,  1182  West  Peach- 
tree,  Atlanta. 

Arizona  quarter-kilowatt  good  market  $40,000.00. 
Terms.  Wilt  Gunzendorfer  and  Associates,  8630 
W.  Olympic,  Los  Angeles. 

Equipment 

5  kw  am  transmitter,  Gates  model  BC  5A,  avail- 
able in  30  days.  Price  $6,250.00.  Box  128F, 

BROADCASTING. 

RCA  250G  transmitter.  Equipment  operating 
trouble-free  at  time  of  routine  replacement. 
Make  good  auxiliary.  Box  208F,  BROADCAST- 
ING. 

Equipment 
600-foot  tower  for  high-band  vhf  or  radio.  Box 
221F,  BROADCASTING. 

TT5A  RCA  high-band  vhf  transmitter  with  tubes. 
Box  222F,  BROADCASTING. 

Complete  G.E.,  1  kw  fm  transmitter  in  first  class 
condition,  less  console.  Write  for  list  of  com- 

ponents and  price.  Box  248F,  BROADCASTING. 

Gates  model  RCM  12  remote  control  and  meter- 
ing system  2  years  old.  Must  sell — combining operation.  Write  Box  360,  Dubuque,  Iowa. 

One  used  General  Electric  fm  broadcast  station 
monitor.  Type  BM-l-A  model  4BMIA.  Consists of  indicator  model  4BZ1A,  power  supply  model 
4BP2A.  Make  us  an  offer.  KFOR,  Box  391,  Lin- 

coln, Nebraska. 

FM  equipment.  RCA  1-kilowatt  transmitter.  REL 
studio-transmitter  link.  Absolutely  perfect  con- 

dition. KPEN,  Atherton,  California. 

FM  1  kw  GE,  amplifier,  little  used,  good  condi- tion, GE  transmitter  console.  Best  offer.  Contact 
Manager,  WLNA,  Peekskill,  N.Y. 

New  Dage  camera  62B  nets  $1200  sacrifice  $800 
or  trade  for  studio  equipment  fm.  Jones  Radio, 
Salem,  Ohio. 

1  kw  Gates  BC-1J  transmitter  like  new — remote 
controlled  and  antenna  coupler,  value  new 
$4532.00— sell  for  $3500.00  cash— FOB,  Little  Rock 
— going  5  kw.  Write  John  McLendon  Associates, 
509  Lamar  Building,  Jackson,  Miss. 

Television  monitors.  The  most  widely  accepted  in 
broadcasting  and  industrial  applications.  Deliv- ered under  several  trade  names.  Tilted  front, 
plug-in  construction.  8"— $195.00,  14"— $215.00,  17" 
—$219.00,  21"— $259.00.  Miratel,  Inc.,  1080  Dionne 
St.,  St.  Paul,  Minn. 

500  ft.  self  supporting  Ideco  lighted  tower  with 
75  ft.  8  bay  Federal  squair  loop  fm  antenna  1250 
ft.  three  and  one-eighth  in.  51 V2  ohm.  Transmis- 

sion line  like  new  will  sell  cheap  all  or  part. 
J.  D.  Williams,  Box  3213,  San  Antonio  11,  Texas. 
WA  2-5661. 

196  foot  self-supported  Ideco  triangular  tower 
with  or  without  6  bay  Western  Electric  clover 
leaf  fm  antenna  and  approximately  400  ft.  type 
452  Andrew  3Ya"  transmission  line.  Tower  now in  place  on  building.  Also,  231  foot  Truscon 
triangular  self-supporting  tower  with  A-3  light- 

ing and  base  insulators,  disassembled  and  ready 
for  immediate  shipment.  Also,  Western  Electric 
25B  console  in  excellent  shape.  Glenn  Callison, 
Dir.  of  Eng.  the  McLendon  Stations,  2104  Jack- 

son St.,  Dallas,  Texas. 

1  kw  Western  Electric  am  transmitter  now  in  use 
available  soon.  Bargain  $1,500.  Very  easy  terms, 
low  down  payment.  W.  A.  Wynne,  Rock  Mount, N.C. 

WANTED  TO  BUY 

Stations 

AM  metropolitan  market  in  east,  fulltime  or  day- 
time. Willing  to  assume  sales  on  percentage  basis 

with  cash  investment.  Successful  now  in  two 
major  markets.  Box  957E,  BROADCASTING. 

Want  to  buy  small  station  in  Houston  area.  Your 
reply  confidential.  Box  207F,  BROADCASTING. 

Stations 

Experienced  radio  man  desires  to  lease  Florida 
radio  station  with  option  to  buy.  Write  in  con- fidence.  Box   216F.  BROADCASTING. 

Having  trouble,  will  lease-manage  your  station. 
Ten  years  radio,  qualified  experience,  former 
manager.  Sober  family  man.  Midwest.  Box  240F, 
BROADCASTING. 

Want  immediate  action.  $20,000  down,  strict  con- 
fidence, all  offers  considered,  answered.  Rush 

replies.  Box  254F,  BROADCASTING. 

Small,  medium  market  radio  station .  Have  $15- 
20,000  cash  for  down  payment.  Strict  confidence. 
Box  255F,  BROADCASTING. 

Want  to  buy  am  radio  station  within  300  miles 
of  New  York  City.  Box  284F,  BROADCASTING. 

Established  station  owner  metropolitan  Chicago 
area  is  interested  in  acquiring  an  additional  radio 
station.  Responsible  principals  or  representative 
may  submit  replies  in  strict  mutual  confidence. 
Call  or  write  Angus  D.  Pfaff,  Station  WNMP, 
Evanston,  Illinois. 

Equipment 
Wanted — fm  frequency  monitor.  Prefer  G.E.  State 
condition  and  price.  KGB,  Box  2088,  San  Diego, 
California. 

Wanted:  Used  fm  frequency  and  modulation 
monitor  also  500  feet  used  one  and  five  eights 
inch  concentri  line.  Write  or  call  W.  H.  Torrey, 
KGNC,  Amarillo.  Texas. 

FM  frequency  and  modulation  monitor.  Give  full 
details  and  lowest  price.  Charles  Waite,  KSPC, 
Claremont,  Calif. 

One  Magnecorder,  PT6  series.  State  condition 
and  price.  Contact:  Karl  Kuck,  WPON,  Pontiac, 
Michigan. 

Wanted:  T-V  cameras  and  accessories.  Gene 
O'Fallon  &  Sons,  Industrial  T-V  Specialists,  639 
Grant  Street,  Denver  3. 

INSTRUCTION 

F.C.C.  first  phone  preparation  by  correspondence 
or  in  residence  classes.  Our  schools  are  located 
in  Washington,  Hollywood,  and  Seattle.  For 
details,  write:  Grantham  School,  Desk  2,  821 — 
19th  Street,  N.  W.,  Washington,  D.  C. 

FCC  first  phone  license  in  six  weeks.  Guaranteed 
instruction  by  master  teacher.  G.I.  approved. 
Phone  FDeetwood  2-2733.  Elkins  Radio  License 
School,  3605  Regent  Drive,  Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st  phone 
license.  5  to  6  weeks.  Reservations  required.  En- 

rolling now  for  classes  starting  Septem- 
ber 3,  October  29,  January  7,  1959  and  March  4, 

1959.  For  information,  references  and  reserva- 
tions write  William  B.  Ogden  Radio  Operational 

Engineering  School,  1150  West  Olive  Avenue, 
Burbank,  California. 

MISCELLANEOUS 

Bingo  Time  U.S.A.  printers  of  personalized 
bingo  type  game  sheets  for  radio  and  television programs.  We  also  distribute  hi  hr.  bingo  type 
film  series,  mc'd  by  popular  film  personalities. 
P.O.  Box  1871,  Hollywood  2S.  Calif.  Tel:  Holly- 

wood 2-4038. 

RADIO 

OPPORTUNITY  —  ARE  YOU  HE 

Someone  under  50  (younger  the  better)  wanting  unheard  of  opportunity  to  become 
financially  independent.  Must  have  a  proven  sales  record,  willing  to  work  for  peanuts  at 
start,  wife  and  family  willing  to  be  neglected  for  a  year.  Someone  capable  for  commercial 
manager  (no  desk  type)  and  later  assuming  all  the  headaches  of  full  control  of  expanding 
midwestern  radio  station  in  y2  million  metropolitan  market.  Primary  coverage  over  1 
million,  market  over  5  billion.  If  there  is  such  a  person,  will  give  up  to  50%  interest 
(depending  upon  results)  after  specified  time.  Station  should  net  $100,000.00  per  year. 
This  is  a  deal  where  results  will  count.  Market  and  frequency  will  surprise  yovi.  There  is 
no  reason  for  not  becoming  No.  2  in  market.  Owners  too  old  for  headaches,  want  to  enjoy 
hunting,  fishing  and  Florida  sunshine.  If  there  is  such  a  man  willing  to  gamble  his  ability 
(we  doubt  it)  this  is  an  unbelievable  opportunity.  This  ad  will  appear  only  twice.  If  this 
unique  man  has  not  been  located  within  30  days  will  accept  one  of  many  offers  to  sell.  All 
replies  held  in  strict  confidence.  No  investigation  until  after  personal  interview  and  then 
only  with  consent.  Send  record,  picture,  etc.,  and  letter  from  wife  expressing  her  views. 

PLEASE — Drunks,  women   chasers,  etc.,   don't  reply,  you   are   only  wasting  your  time. Box  271F,  BROADCASTING 

Situations  Wanted 

Announcers 

—  NEED  A  D.J.?  — 
B.  C.  A.  Placement  Service  has  them  .  .  .  with 
and  without  experience.  All  eager  to  please 
and  make  you  money!  Best  trained  anywhere, 
run  own  boards.  No  prima  donnas.  Thoroughly 
screened.  Write  or  wire  collect  immediately: 

Milt  Stillman,  Placement  Service 
Broadcast  Coaching  Associates 

1639  Broadway,  Capitol  Theatre  Bldg. 
N.  Y.  C.  19,  N.  Y. 

JUdson  6-1918.   No  charge  for  either  party. 
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TELEVISION 

Situations  Wanted 

Announcers 

(J  Experienced  TV 

3« 

1 

Reporter-Analyst 
Seeks  larger  field.  Will  deposit 

„  $1,000  (certified  check)  to  be  forfeit 

if  after  two  months  you  don't  agree  pi 
it's  one  of  best  news  programs  in 

State.* i  Twelve  years  with  same  sponsor. 
Prefer  Southern  or  Western  city. 
Field  must  be  one  where  there  are 

potential  sponsors  ready  to  pay 

Ic  good  fee  for  top-flight  job.  Unless 

you  make  money  too,  I'm  un- 
happy. 

Box  235F,  BROADCASTING 

f|  *  Present  employer  says  best  in  state. I  HH  XX 
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FOR  SALE 

Equipment 

TAPE  RECORDERS 
All  Professional  Makes 
New — Used— Trades 

Supplies — Parts — Accessories 
STEFFEN  ELECTRO  ART  CO. 

4401  W.  North  Avenue 
Milwaukee  8,  Wise. 

Uptown  1-8150   TWX:  MI-193 
America's   Tape  Recorder  Specialists 

EMPLOYMENT  SERVICES 

A  Specialized  Service  For 
Managers  Commercial  Managers 
Chief  Engineer         Program  Managers 
CONFIDENTIAL  CONTACT 
NATIONWIDE  SERVICE 

BROADCASTERS  EXECUTIVE  PLACEMENT  SERVICE 
1736  Wisconsin  Ave.,  N.  W. 

Washington  7,  D.  C. 

RADIO— TV— ADVERTISING 
PLACEMENT  SERVICE 

Relocate  in  the  Progressive  South 
FLORIDA— GEORGIA— TENNESSEE— NORTH 

AND  SOUTH  CAROLINA— ALABAMA 
•  Copy  writers  •  TV  Production 
•  Announcers  •  Salesmen 
•  Technicians  •  Artists 

PROFESSIONAL  PLACEMENT 
458  PEACHTREE  ARCADE 

ATLANTA,  GEORGIA 
JACKSON  4841 

Dollar  far  Dollar 

you  can't  beat  a  classified  ad  in 

getting  top-flight  personnel. 

FOR  THE  RECORD  continued 

KDDD  Dumas,  Tex. — Granted  license  covering 
change  in  ant. -trans,  location  with  remote  con- 

trol permitted. 
WPRE  Prairie  du  Chien,  Wis. — Granted  licenses 

covering  installation  of  new  main  trans.,  and  to 
use  old  main  trans,  as  aux.  trans,  at  main  trans, site. 

WHMP  Northampton,  Mass. — Granted  licenses 
covering  installation  of  new  type  trans,  and  old 
main  trans,  as  alternate  main  trans,  at  main 
trans,  site  with  remote  control  permitted. 
WRIK-TV  Ponce,  P.  R.— Granted  license  for  tv 

broadcast  station  and  redescribe  studio  location. 
KLX  Oakland,  Calif.— Granted  mod.  of  license 

to  operate  main  trans,  by  remote  control  from 
2150  Franklin  St.,  Bermuda  Bldg.,  Oakland,  Calif., 
using  DA-N;  conditions. 
KIVA  Yuma,  Ariz. — Granted  cp  to  change  ERP 

to  vis.  219  kw  DA,  aur.  110  kw  DA,  type  trans, 
and  other  equipment,  install  directional  ant. 
system  and  change  ant.  height  to  440  ft.;  change 
type  ant.  and  DA  pattern,  change  officers  and 
directors  and  certain  financial  information. 
KVKM-TV  Monahans,  Tex.— Granted  mod.  of 

cp  to  change  ERP  to  vis.  100  kw,  aur.  50  kw, 
install  new  trans,  and  ant.  system,  make  other 
equipment  change,  change  ant.  height  to  710  ft., 
studio  and  trans,  location  and  waived  Sec.  3.613 
of  rules. 

Actions  of  July  16 

WKGN  Knoxville,  Tenn. — Granted  change  in 
remote  control  authority. 
KWGB-TV  Goodland,  Kan.— Granted  mod.  of 

cp  to  install  new  trans,  and  ant.  system,  make 
other  equipment  change,  ant.  height  to  770  ft., 
and  extension  of  completion  date  to  Dec.  20. 
KTWX-TV  Sheridan,  Wyo.— Granted  extension 

of  completion  date  to  1-8-59. 
Actions  of  July  15 

Granted  licenses  for  following  am  broadcast 
stations:  WMBA  Ambridge,  Pa.;  KOYE  EI  Paso, 
Tex.;  KWVY  Waverly,  Iowa. 
WOMT  Manitowoc,  Wis. — Granted  license  cov- 

ering installation  of  new  trans. 
KYW  Cleveland,  Ohio — Granted  license  cover- 

ing change  in  ant.-trans.  location  utilizing  com- 
bined am-fm-tv  tower,  changes  in  ground  system 

and  installation  of  new  trans. 
WSKP  Miami,  Fla. — Granted  license  covering 

installation  of  alternate  main  trans,  with  remote 
control  permitted. 
WHLI  Hempstead,  N.  Y. — Granted  license  cov- 

ering increase  in  power,  change  in  type  trans., 
installation  of  directional  ant.  (DA-D),  and  make 
changes  in  ground  system. 
KELT  Big  Lake,  Tex.— Rescinded  July  2  action 

granting  license  for  new  am  station  and  approval 
of  main  studio  same  as  trans,  location  and  ap- 

proval of  type  trans. 
WZOK-FM  Jacksonville,  Fla.— Granted  author- 

ity to  suspend  operations  from  July  15  to  Oct.  15. 
KID-TV  Idaho  Falls,  Idaho— Granted  cp  to 

change  type  trans,  and  redescribe  studio  location. 
Following  stations  were  granted  extensions  of 

completion  dates  as  shown:  KJEO  Fresno,  Calif., 
to  12-30:  KACY  Port  Hueneme,  Calif.,  to  9-24; 
WEAR-TV  Pensacola,  Fla.,  to  1-21-59;  KBBI  Los 
Angeles,  Calif.,  to  1-30-59. 

Actions  of  July  14 

WIFI  Glenside,  Pa. — Granted  assignment  of  cp 
to  High-Fidelity  Bcstrs.  Corp. 
WBEE  Harvey,  111.;  WGEE  Indianapolis,  Ind.; 

KATZ  St.  Louis,  Mo.;  Rollins  Bcstg.  Inc.;  WNJR 
Newark,  N.  J.;  WRAP  Norfolk,  Va.;  WPTZ  North 
Pole,  N.  Y.;  Rollins  Broadcasting-Telecasting  of 
New  York  Inc.;  WJWL,  WAMS  Georgetown  and 
Wilmington,  Del.;  Rollins  Broadcasting  of  Dela- 

ware Inc. — Granted  acquisition  of  negative  con- trol by  John  W.  Rollins  through  purchase  of 
stock  from  Katharine  E.  Rollins. 
WBTA  Batavia,  N.  Y. — Granted  acquisition  of 

negative  control  by  Edmund  R.  Gamble  through 
purchase  of  stock  from  Edward  P.  Atwater. 
WAND  Canton,  Ohio — Remote  control  per- mitted. 

WIPR  San  Juan,  P.  R. — Granted  license  cover- 
ing installation  of  new  trans,  as  aux.  trans,  at 

main  trans,  site,  and  change  studio  location. 
KMAE  McKinney,  Tex. — Granted  request  for 

cancellation  of  license  for  aux.  trans. 
WPHB-FM  Philipsburg,  Pa. — Granted  license 

for  fm  broadcast  station  and  mod.  to  change 
studio  location. 
KFJZ  Fort  Worth,  Tex. — Granted  license  cover- 

ing change  in  location  of  aux.  trans. 
KFJZ  Fort  Worth,  Tex. — Granted  license  cover- 

ing change  in  ant.-trans.  location. 
WPHB  Philipsburg,  Pa. — Granted  mod.  of  li- 

cense to  change  studio  location. 
KQXR  Bakersfield,  Calif.— Granted  cp  to 

change  ant.-trans.  and  studio  location,  decrease 
ant.  height  to  155  ft.,  and  delete  remote  control 
operation. 
KSDN  Aberdeen,  S.  D. — Granted  cp  to  install 

new  trans,  as  aux  trans,  at  main  trans,  site  with 
remote  control  permitted  while  using  non-DA. 
WJOB  Hammond,  Ind. — Granted  cp  to  install 

new  type  trans. 
WDAE-FM  Tampa,  Fla. — Granted  cp  to  install 

new  type  ant. 
WCOL-FM  Columbus,  Ohio — Granted  cp  to  re- 

duce ERP  to  8.8  kw,  ant.  height  to  350  ft.,  and 
change  type  trans. 
KIKK  Bakersfield,  Calif.— Granted  mod.  of  cp 

to  change  ant.-trans.  location  and  make  changes 
in  ground  system. 

Following  were  granted  extensions  of  comple- 
tion dates  as  shown:  WEAM  Arlington,  Va.,  to 

10-15;  WISK  St.  Paul,  Minn.,  to  9-2;  KCEE  Tuc- 
son, Ariz.,  to  9-30;  KIKK  Bakersfield,  Calif.,  to 

8-31;  WHAT-FM  Philadelphia,  Pa.,  to  8-30;  WDVL 
Vineland,  N.  J.,  to  8-31;  KBCA  Beverly  Hills, 
Calif.,  to  2-19-59. 

UPCOMING 

August 
Aug.   1-2:   Oklahoma  Broadcasters  Assn.,  Lake 
Texhoma  Lodge,  Lake  Texhoma.. 

Aug.  4-23:  Summer  Tv  Workshop,  College  of 
Communication  Arts  and  WKAR-TV,  Michigan 
State  University,  East  Lansing. 

Aug.  13-16:  Affiliated  Advertising  Agencies  Net- 
work, annual  international  meeting,  Lord  Bal- 
timore Hotel,  Baltimore. 

Aug.  19-22:  Western  Electronic  Show  and  Con- 
vention, Ambassador  Hotel,  Los  Angeles. 

Aug.  22-23:  Arkansas  Broadcasters  Assn.,  Hotel 
Marion,  Little  Rock. 

Aug.  23:  New  Mexico  Assn.  of  Broadcasters, 
Alvarado  Hotel,  Albuquerque. 

Aug.  24 -Sept.  4:  National  Assn.  of  Educational 
Broadcasters,  tv  instruction  conference,  Pur- 

due U.,  Lafayette,  Ind. 
Aug.  24-26:  Georgia  Broadcasters  Assn.,  St. 

Simons. 
Aug.  25-29:  American  Bar  Assn.,  Los  Angeles. 

September 
Sept.  4-5:  RAB  Regional  Management  Confer- 

ence, Ponte  Vedra  Inn.  Ponte  Vedra  Beach,  Fla. 
Sept.  4-7:  West  Virginia  Broadcasters  Assn., 
Greenbrier  Hotel,  White  Sulphur  Springs. 

Sept.  5-6;  Texas  AP  Broadcasters  Assn.,  Roose- velt Hotel,  Waco. 
Sept.  5-6:  Indiana  Assn.  of  Broadcasters,  Hotel 

Marott.  Indianapolis. 
Sept.  8-9:  RAB  Regional  Management  Confer- 

ence, Rickey's  Studio  Inn,  Palo  Alto,  Calif. 
Sept.  9-11:  Idaho  Broadcasters  Assn.,  Washing- 

ton Hotel,  Weiser. 

Sept.  11-12:  RAB  Regional  Management  Confer- 
ence, Western  Hills  Lodge,  Sequoyah  State 

Park,  Okla. 
Sept.  12-14:  AWRT  New  England  conference, 
Stowe,  Vt. 

Sept.  15-16:  RAB  Regional  Management  Confer- ence, The  Greenbrier,  White  Sulphur  Springs, W.  Va. 

Sept.  19-21:  International  Sight  &  Sound  Ex- 
position's seventh  annual  High  Fidelity  Show and  Music  Festival,  Palmer  House,  Chicago. 

Sept.  21-24:  L'Assn.  Canadienne  de  la  Radio  et de  la  Television  de  Langue  Francaise,  Alpine 
Inn,  Ste.  Marguerite,  Que. 

Sept.  22-23:  Louisiana  Assn.  of  Broadcasters, Townhouse  Motel,  Lafayette. 
Sept.  22-23:  RAB  Regional  Management  Confer- 

ence, Hotel  Morain-on-the-Lake,  Highland Park,  111. 
Sept.  25-26:  RAB  Regional  Management  Confer- ence, St.  Clair  Inn  &  Country  Club,  St.  Clair, 
Mich. 

Sept.  26-27:  Mississippi  Broadcasters  Assn.  Man- 
agement Conference,  U.  of  Mississippi,  Uni- versity. 

Sept.  26-28::  AWRT  southern  area  conference, Columbus,  Ga. 

Sept.  29-30:  RAB  Regional  Management  Confer- ence, Princeton  Inn,  Princeton,  N.  J. 

October 

Oct.  3-5:  AWRT  national  board  meeting,  Wal- 
dorf-Astoria Hotel,  New  York  City. 

Oct.  5-6:  Texas  Association  of  Broadcasters,  fall 
conference,  Texas  Hotel,  Fort  Worth. 

Oct.  5-7:  Central  Canada  Broadcasters  Assn., 
Alpine  Inn,  Ste.  Marguerite,  Que. 

Oct.  8-10:  IRE  Canadian  convention,  Exhibition Park,  Toronto. 
Oct.  9-10:  Central  AAAA  region  annual  meeting, 
Drake  Hotel,  Chicago. 

Oct.  9-10:  North  Carolina  Assn.  of  Broadcasters, 
Sedgefield  Inn,  Greensboro. 

Oct.  10-11:  Alabama  Assn.  of  Broadcasters,  Staf- 
ford Hotel,  Tuscaloosa. 

Oct.  10-11:  Mutual  Advertising  Agency  Network 
fourth-quarterly  business  meeting-workshop, Bismarck  Hotel.  Chicago. 

Oct.  10-12:  AWRT  Heart  of  America  conference, Kansas  City,  Mo. 

NAB  FALL  CONFERENCES 

Sept.  18-19,  Buena  Vista  Hotel,  Biloxi,  Miss. 
Sept.  22-23,  Okla.  Biltmore,  Oklahoma  City,  Okla. 
Sept.  25-26,  Challenger  Inn,  Sun  Valley,  Idaho. 
Sept.  29-30,  Mark  Hopkins  Hotel,  San  Francisco. 
Oct.  13-14,  Schroeler  Hotel,  Milwaukee. 
Oct.  16-17,  Radisson  Hotel,  Minneapolis. 
Oct.  20-21,  Somerset  Hotel,  Boston. 
Oct.  24-27,  Statler  Hilton  Hotel,  Washington,  D.  C. 
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New  in  the  prosperous  Twin  Cities  market. 

Earlier  time  for  the  news— 9:30  P.M.  and  new 

to  WTCN-TV,  Chick  McCuen,  the  Twin  Cities' 
most  authoritative  news  reporter. 

Followed  by  .  .  . 

Movie  Spectacular!  The  cream  of  first-run 

Metro -Goldwyn- Mayer,  Warner  Bros,  and 

United  Artists  feature  pictures.  Your  advertis- 

ing reaches  a  loyal,  wide-awake  audience  on 

WTCN-TV.  For  attractive  rate  information, 

contact  your  Katz  man  now.  Or  write  to 

WTCN-TV,  Minneapolis,  Minnesota. 

EARLIER  NEWS-9:30  P.  M.   EARLIER  MOVIES-9:45  P.  M. 

WTCN-TV A  SUBSIDIARY  OF  TIME  INC. 

Represented  nationally  by  the Katz  Agency 

Affiliate  ABC-Television Network 

MINNEAPOLIS ST.  PAUL 
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from  BROWN  BOLTE,  president,  Sullivc  i,  Stauffer,  Colwell  &  Bayles,  New  York 

IMow's  no  time  for  advertising 

to  abandon  economic  leadership 

Although  I  don't  pretend  to  be  an 
expert  on  high  finance  and  long-range 
economic  trends,  it  does  seem  to  me 

that  there  is  one  primary  factor  in  to- 

day's complex  business  picture  which 
has  not  been  given  sufficient  attention 
in  the  articles  I  have  read  or  the 

opinions  that  I  have  heard  voiced.  This 
is  the  cumulative  effect  that  mass  media 

advertising  during  the  past  40  years  has 
had  on  the  needs  and  desires  of  the 

American  people. 
Only  last  week  I  returned  from  a 

business  trip  to  Indianapolis,  where  I 
spent  a  large  part  of  my  childhood 
and  early  adult  years.  Even  more  than 

in  New  York,  where  I  have  seen  con- 
stant changes  around  me  during  the 

past  several  decades,  both  in  Manhat- 
tan where  I  work  and  in  New  Canaan, 

Conn.,  where  I  live,  I  was  literally  over- 
whelmed by  the  tremendous  changes 

that  have  taken  place  since  the  war. 
I  was  struck  by  the  way  people 

looked  and  dressed,  by  the  new  cars 

in  the  streets,  by  the  new  office  build- 
ings and  gas  stations,  the  new  super- 

markets and  the  new  residential  areas 

stretching  out  into  the  country.  I 
hardly  realized  I  was  back  home  in 
Indiana. 

Certainly,  at  no  time  in  the  history 
of  the  human  race  have  standards  of 

living  been  raised  to  such  new  levels  in 
such  a  relatively  brief  period.  And  this 

has  been  true  not  just  for  a  small  seg- 
ment of  the  public  but  cutting  through 

all  economic  groups  in  all  parts  of  the 
country.  And  it  has  affected  all  phases 

of  our  daily  lives — how  we  eat,  how  we 
clothe  ourselves,  how  we  tend  to  our 
health  and  personal  grooming,  how  we 
live  in  our  homes,  how  we  work,  how 
we  travel,  how  we  amuse  ourselves. 

It  has  been  a  revolution  that  is  so 
broad  in  base  that  it  affects  thousands 
of  manufacturers  in  scores  of  different 

categories.  It  has  created  a  new  type 
of  economy  never  approached  before 
that,  somehow,  in  spite  of  a  great  deal 

of  talk  of  depression  and  recession  dur- 
ing the  past  year,  in  spite  of  stock 

market  slumps,  in  spite  of  declining 
sales  in  some  fields,  has  provided  a 

bouncy,  healthy  over-all  feel  that  re- 
flects itself  month  after  month  in  total 

retail  sales,  grocery  and  drug  sales, 

over-all  consumer  purchasing  power. 
Certainly,  not  even  the  most  violent 

critic  of  capitalism  could  deny  that 
mass  media  advertising  has  been  one 

of  the  key  factors  in  creating — and, 
more  importantly,  in  stabilizing — this 

new  broad-based  economy.  It's  safe  to 
say  that  without  the  development  of, 
first,  radio  and,  then,  television,  the  job 
could  not  have  been  done. 

I  can  remember  back  in  the  thirties 

when  media  representatives  would  come 
in  my  office  and  say  you  must  use  our 
medium  because  the  3%  or  the  5%, 
or  the  10%  of  the  total  population  we 
reach  accounts  for  40%  or  60%  or 

70%  of  the  total  consumer  purchasing 

power.  Every  year  this  picture  has 
changed  with  the  base  of  purchasing 
power  constantly  broadening  and  with 
mass  media  playing  a  vital  part  in  the 
change. 

One  of  the  most  exciting  experiences 
in  business  today  is  to  help  launch  a 
new  improved  product  and  watch  how 
mass  media  advertising  can  help  put 
it  into  millions  of  American  homes 

playing  its  own  role  in  raising  stand- 
ards of  living  another  notch.  And  often- 

times this  will  be  done  in  the  face  of 

millions  of  dollars  spent  by  entrenched 

competition. 
In  the  old  days  even  when  a  product 

was  immeasurably  better,  the  process 
of  telling  the  public  about  it  was  so 
much  slower  that  it  often  took  years 
to  attain  success  whereas  today  if  you 

build  a  better  mousetrap,  you  can  lit- 
erally tell  the  whole  world  about  it  the 

next  day  and  they  can  save  themselves 
a  trip  to  your  door. 

The  whole  point  of  this  article  is 
that,  in  looking  towards  the  future, 

I  don't  think  we  can  afford  to  ignore 
the  fact  that  millions  of  Americans 

Brown  Bolte,  b.  Winnetka,  III.,  Dec.  ► 
23,  1908.  Was  western  and  southern 

sales  manager,  Rytex  Co.,  Indianapolis, 

1930-35;  assistant  to  president  in  charge, 
of  advertising,  sales,  merchandising  at 
Scott  &  Bowne  Inc.,  Bloomfteld,  N.  J., 

1935-41;  account  executive,  Benton  & 

Bowles,  1941-50,  with  service  as  Army 
major  1942-45;  B&B  vice  president 
1950-58,  secretary  plans  board,  1952- 
58,  director  1953-58,  executive  vice 
president  1955-58.  President,  Sullivan, 
Stauffer,  Colwell  &  Bayles,  Inc.,  New 
York,  1958.  Active  in  professional,  serv- 

ice and  social  organizations.  Author  and 

composer  (member  of  ASCAP).  Lives 
with  Mrs.  Bolte  in  New  Canaan,  Conn. 

have  become  accustomed  to  a  way  of 
life  that  has  rapidly  changed,  so  that 
what  once  were  luxuries  for  the  few 

are  now  necessities  for  the  many.  And 

I  can't  see  why  the  many  are  suddenly 
going  to  stop  wanting  these  necessities. 
After  all,  we  are  just  a  lot  of  people 

making  things  and  selling  them  to  other 
people  who,  in  turn,  are  making  things 
and  selling  them  back  to  us. 

Sometime  in  the  next  two  months, 
Sullivan,  Stauffer,  Colwell  &  Bayles, 

the  advertising  agency  of  which  I  have 

the  pleasure  of  being  president,  is  mov- 
ing to  new  quarters  that  are  almost 

double  the  size  of  our  present  offices. 

Maybe  we're  crazy,  but  we  have  a  deep 
conviction  that  millions  of  Americans 

and  their  children  are  going  to  continue 

to  want  to  live  better,  that  manufac- 
turers will  continue  to  bring  out  new, 

improved  products  to  take  the  place  of 
old  ones,  and  that  advertising  is  going 
to  continue  to  play  a  major  part  in 

telling  the  public  about  these  products 
and  making  them  want  to  buy  them. 

We  may  be  crazy,  but  we're  going  to 
have  a  lot  of  fun  trying  to  prove  that we're  right. 
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EDITORIALS 

A  Matter  of  Time 

THE  compilation  of  the  television  networks'  fall  program  plans 
that  appears  elsewhere  in  this  issue  makes  plain  what  is  already 

well  known:  time  sales  are  harder  to  come  by  this  year. 
All  three  networks  have  more  evening  nighttime  periods  open 

now  than  they  had  a  year  ago.  This  is  symptomatic  of  business  as 
a  whole.  For  whatever  comfort  it  offers,  non-broadcast  media  are 
hurting  worse. 

It  is  not  surprising  that  more  advertisers  have  been  slow  to  firm 
up  their  television  plans  this  season.  A  network  show  is  a  major 

investment,  running  into  millions  of  dollars  a  year,  and  in  reces- 
sive times  the  tendency  is  doubly  strong  to  look  twice  before 

committing  that  sort  of  money.  But  the  signs  now  point  to 
quickened  activity  among  these  more  careful  buyers  in  the  next 

few  weeks — quite  apart  from  the  fact  that  the  national  economy 
itself  is  showing  signs  of  picking  up. 

One  danger  is  always  present  in  slow  times — the  danger  that 
sellers,  in  a  panicky  move  to  speed  sales,  will  start  slashing  prices. 

Prices  should  be  nothing  more  or  less  than  realistic.  Reasonable 

prices  should  be  adhered  to — strictly.  It  is  short-sighted  to  think 
that  stability  can  be  easily  restored  to  structures  debilitated  by 
random  wheeling  and  dealing.  Broadcasters  are  in  the  business  for 

tomorrow  as  well  as  today.  Their  product  is  not  distress  merchan- 
dise. They  must  remember  that  and  refuse  to  sell  it  as  such. 

Three  Professors 

ALTHOUGH  they  did  not  articulate  the  words,  the  three  pro- 
fessors who  presented  final  arguments  to  the  FCC  on  the 

Network  Study  had  one  theme:  break  up  the  television  networks. 

You  won't  find  that  language  in  the  record.  On  the  contrary 
you'll  find  honeyed  words  about  the  necessity  of  maintaining  net- 

works, even  to  the  point  of  government  subsidy.  Yet  that  is  the 

conclusion  one  inexorably  reaches  in  examining  the  closing  argu- 
ments. The  professors  give  no  ground  in  their  advocacy  of  reforms 

and  sanctions  which  the  networks,  their  affiliated  stations  and  even 

station  representatives  testified  would  destroy  the  existing  structure. 
The  professors  would  accomplish  their  end  through  the  principal 

devices  of  banning  option  time,  eliminating  must-buys  and  cutting 
back  station  ownership  (by  networks  and  non-network  multiple 
owners)  to  three  vhfs  in  the  first  25  markets.  The  contentions  of 

the  networks  and  most  of  those  with  whom  they  do  business  that 
these  would  be  fatal  blows,  contrary  to  the  public  interest,  made 
no  impression  upon  the  professors.  They  were  intractable.  Their 

minds  had  been  made  up  when  they  wrote  their  report.  They  had  be- 
come advocates.  They  should  have  been  paragons  of  objectivity. 

Network  operation  is  rough,  competitive  business.  Establishment 
of  a  network  does  not  automatically  create  a  monopoly.  There 
were  four  tv  networks  just  a  few  years  ago.  DuMont  folded  because 

it  could  not  stand  the  competitive  gaff.  And  even  with  DuMont's 
demise,  ABC  has  been  fighting  a  rugged  uphill  battle.  Without  its 

five  owned-and-operated  stations  in  the  first  six  markets,  it  would 
have  been  unable  to  survive. 

What  Dean  Roscoe  Barrow,  who  headed  the  study  staff,  Louis 
H.  Mayo,  his  first  aide,  and  Jesse  Markham,  consulting  economist, 
seek  is  a  fresh  start  in  the  hope  of  achieving  the  millennium.  They 

are  a  decade  too  late.  Obviously  they  haven't  done  their  homework. 
If  they  had,  they  would  know  that  television  allocations  in  many 

markets  went  begging  with  the  resumption  of  licensing  after  World 

War  II.  New  blood,  local  and  diversified  ownership  were  com- 
mendable ideas,  even  then  espoused  by  the  FCC,  but  only  the  brave 

and  the  rich  went  into  tv  in  those  early  days  when  it  required 
tremendous  investment  capital  with  no  return  in  sight. 

If  the  professors  had  dug  a  little  deeper,  they  would  have  found 
that  before  World  War  II  the  crusade  was  to  break  up  the  radio 

networks.  They  were  big  business  then.  Today,  the  effort  of  gov- 
ernment is  to  prevent  any  radio  network  from  going  under,  even 

to  the  extent  of  errant  talk  about  subsidies. 

It  isn't  our  contention  that  the  existing  tv  network  structure  is 
optimum.  Perhaps  networks  can  do  with  less  option  time,  or 
possibly  they  can  substitute  the  minimum  buy  in  dollars  for  the 

must-buy  in  stations.  It  obviously  would  not  be  in  the  public  interest 
to  lift  the  lid  entirely  on  multiple  ownership,  thus  paving  the  way 
for  those  with  the  most  money  to  buy  the  most  desirable  stations. 

But  what's  wrong  with  the  present  rule  of  five  vhfs,  plus  two 
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"Schlagenberger's  vitamin-enriched,  stone-ground,  whole  wheat 
Butterkrust  bread  is  interested  in  our  new  two-second  spots." 

uhf's?  Certainly  the  FCC  has  the  authority  and  latitude  to  keep  the 
television  house  in  order  without  inhibiting  operations  of  stations 
and  networks  and  impairing  their  ability  to  serve  the  public  by 

lacing  them  in  a  regulatory  straitjacket. 

The  FCC  has  yet  to  receive  the  final  phase  of  the  study  report — 
that  dealing  with  programming  and  talent.  When  it  does,  it  must 

determine  whither  it  will  go.  Somewhere  along  the  line — before 

the  final  rule-making  phase — we  think  the  professors  should  be 

accorded  the  privilege  of  appearing  again,  to  be  cross-examined 

by  the  attorneys  representing  stations,  networks,  representatives  and 
others  who  have  a  life-and-death  stake  in  television. 

Sports  Industry 

THE  House  has  passed  and  the  Senate  is  considering  a  bill  to 

exempt  professional  baseball,  football,  basketball  and  hockey 
from  the  antitrust  laws. 

Coincidentally,  a  number  of  congressmen  and  officials  of  gov- 
ernment agencies  have  been  urging  the  prosecution  of  television 

networks  for  violation  of  those  same  laws. 

This  inconsistency  raises  a  number  of  questions  which  we  think 

ought  to  be  answered  by  any  senator  before  he  votes  to  elevate 

sports  above  the  law. 

Have  sports  performed  so  superior  a  public  service  that  they 
are  entitled  to  immunization  from  the  laws  which  television  is 
accused  of  violating? 

Is  there  more  sociological  importance  in  the  playing  of  a 

football  game  before  paying  customers  than  in  the  nationwide 
telecast  of  a  critical  UN  session? 

Is  there  something  holier  about  the  money  which  the  New 

York  Yankees  collect  at  the  gate  than  the  money  which  television 

is  paid  by  advertisers? 

The  sports  lobby  has  bamboozled  a  number  of  congressmen 

into  thinking  that  sports  are  something  special,  of  institutional 

significance. 
Professional  sports,  in  truth,  are  entertainment  for  profit  and 

as  such  differ  not  at  all  from  other  professional  entertainment 

forms. 

Television,  too,  is  entertainment  for  profit.  But  it  is  something 

more.  It  originates  and  is  the  vehicle  for  information  of  great 

diversity  and  value. 
The  television  comedian  may  be  equated  with  the  pitching  star, 

the  tv  western  program  with  a  football  game. 
But  the  telecast  of  a  political  convention  has  no  counterpart  in 

sports;  the  live  interview  with  a  head  of  state  is  not  a  function 
of  the  hockey  rink. 

We  do  not  advocate  the  exemption  of  television  from  the  anti- 
trust laws.  But  if  congressmen  are  serious  in  believing  sports 

deserve  exemption,  they  cannot  realistically  exclude  more  important 
enterprises  from  the  same  special  privileges. 

Broadcasting 



In  Huntington 

And  Charleston 

. .  it's  the  same  dominant  story 

YEARS  of  LEADERSHIP 

WSAZ-TV  the  No- 1  Huntington 

and  Charleston  station,  is  still 

a  basic  affiliate  of  NBC,  Amer- 

ica's No.  1  Network. 

CHANNEL 

HUNTINGTON-CHARLESTON.  W.  VA. 

Affiliated  with  Radio  Stations 
WSAZ.  Huntington  &  WKAZ.  Charleston 
LAWRENCE  H.  ROGERS,  PRESIDENT 
C  TOM  GARTEN.  Commercial  Manager 

Represented  by  The  Kalz  Agency 

in  m  mi  j||  pp
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THE  GIANT" MOVES  UP  TO 

CAESARS  HEAD 

"Zke  Qiaiti[ 

Southem\ 

Skies" 

r~  -si— » 

CAESARS 

HEAD 

3,978  ft. 
above 

sea  level 

OLD  LOCATION 

2,204  ft.  above 
sea  level 

TENNESSEE 

KNOXVILLE 
NORTH 

CAROLINA 

ASHEVILLE 

SPARTANBURG 

CHARLOTTE 

GEORGIA 

AUGUSTA 

#  ANDERSON '  kGREENWOOP/0 

OLUMBIA 

SOUTH 
CAROLINA 

Ask  the  Station  or  WEED 

About  WFBC-TV's 

"Giant  Move  Upward" 

Let  us  tell  you  the  advantages  of  our  new 

Caesars  Head  location,  .  .  .  more  view- 

ers, better  reception,  greater  dominance 

in  this  great  4-state  market  in  the  South- 
east. 

Represented  By 

WEED  TELEVISION  CORP. 

•  with  Maximum  Height— 2000  Ft.  above 

Average  Terrain 

•  with  Maximum  Power— 1 00  Kilowatts 

•  with  Increased  Coverage  in  the 

GREENVILLE-SPARTANBURG- 

ASHEVILLE  MARKET 

WFBC-TV  is  moving  its  transmitter  about  August  31st 
to  the  new  site  where  a  huge  888-ft.  tower  atop  Caesars 

Head  Mountain  will  give  "The  Giant  of  Southern  Skies" 
a  greater  coverage  area  than  ever  ...  a  greatly  ex- 

panded market  for  its  advertisers  .  .  .  and  better  recep- 

tion to  additional  thousands  of  viewers  in  the  Station's 
4-state  coverage  area. 

WFBC-TV's  service  area  is  increased  by  48%  in  this  move. 
The  tower  will  be  3000  ft.  above  Greenville  and  Spar- 

tanburg, and  1000  ft.  above  Asheville.  The  tower  at 
Caesars  Head  will  be  2000  ft.  above  average  terrain, 

where  formerly  the  height  was  1140  ft.  above  average 

terrain.  This  move  gives  WFBC-TV  Grade-A  coverage  in 
Greenville,  Spartanburg  and  Asheville. 

—  WFBC-TV  MARKET  DATA — 

From  New  Caesars  Head  Location 

(within  100  UV/M  Contour) 

Population  2,783,100 

Incomes  $3,163,844,000 

Retail  Sales  $2,337,504,000 

Television  Homes  523,830 

Channel 

WFBC-
T Greenville,  South  Carolin 

BC  NETWO 
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Best  and  Getting 

In  the  most  comprehensive  area 

study  ever  made— more  than  50,000 

telephone  coincidental  interviews— 

Trendex  proves  WNHC-TV  delivers 

75%  more  audience  than  next  near- 

est station  from  6  PM-midnight; 

and  more  audience  than  all  three 

Hartford  stations  COMBINED  from 

11  PM-midnight!  Only  WNHC-TV 

can  do  the  whole  job  from  Massa- 

chusetts throughout  Connecticut  to 

Long  Island.  Ask  your  Blair-TV  man 

to  show  you  the  amazing,  new 

Trendex  data. 

Source:  Trendex  Area  Study,  June  26-July  2,  1958 

1\\ 

WNHC-TV 
HARTFORD-NEW  HAVEN,  CONN. 

Channel  8 

ABC-TV  •  BLAIR-TV 

Operated  by:  Radio  and  Television  Div.  /  Triangle  Publications,  Inc.  /  46th  &  Market  Sts.,  Philadelphia  39,  Pa. 

WFIL-AM  •  FM  •  TV,  Philadelphia,  Pa.  /  WNBF-AM  •  FM  •  TV,  Binghamton,  N.  Y.  /  WLBR-TV,  Lebanon-Lancaster,  Pa. 

WFBG-AM  •  TV,  Altoona-Johnstown,  Pa.  /  W  N  H  C  -  A  M  •  F  M  •  TV,  Hartford-New  Haven,  Conn. 

Triangle    National    Sales    Office,    485    Lexington    Avenue,    New    York   17,    New  York 



SIOUX  CITY 

LEADS 

THE  NATION 

June  6th  Sales  Management  shows  retail 

sales  in  Sioux  City  16.6%  above  the  national 

average.  Retail  Sales  Forecast  from  July  4 

Sales  Management  again  shows  Sioux  City 

leading  the  nation  in  retail  sales  .  .  .  19.8% 

above  the  national  average. 

Why  Sioux  City  is  a  bright  spot 

Cattle  prices  are  up  30%  over  1957.  Hog 

prices  are  up  70%.  Sioux  City's  stock  market 

is  the  fifth  largest  salable  live  stock  market 

in  the  nation ;  and  the  largest  stocker  and 

feeder  market  in  the  U.S.  Value  of  livestock 

received  is  more  than  a  million  dollars  a  day ! 

The  government  has  announced  selection  of 

Sioux  City  for  installation  of  a  huge  S.A.G.E. 

system.  It's  estimated  that  650  technicians 
will  be  needed  to  man  this  electronic-radar 

unit,  adding  nearly  one-half  million  dollars 
a  year  in  payroll  to  the  area. 

LEADS  SIOUX  CITY 

Latest  Pulse  and  ARB  both  show  KVTV  dom- 
inant in  Sioux  City.  Pulse  shows  KVTV  has 

29  of  the  top  30  shows — 355  quarter  hour 
wins — a  35.7  Avg.  Class  A  Rating — 8  of  top 
9  syndicated  shows — top  10  local  live  shows. 

ARB  gives  KVTV  25  of  top  30  shows— 285 
quarter  hour  wins — a  57.1%  share  of  audi- 

ence in  all  time  periods  when  KVTV  and 
station  "A"  are  on  the  air. 

To  sell  in  the  market  that  leads  the  nation 

in  retail  sales,  sell  on  the  station  that  leads 
the  market— KVTV  Channel  9  Sioux  City. 

See  your  Katz  man  for  all  the  details. 

CBS-ABC 

19 

Sioux  City,  Iowa 

1 

I 

7, 

1  N i  i 

Don  D.  Sullivan, 

General  Manager. 

Bob  Donovan, 

Commercial  Manager. 

Peoples  Broadcasting 

Corporation 



Selling  old  "Pecos  Pete"  the  need  for  an  alarm  clock  would  be  just 

about  as  effective  as  trying  to  reach  all  of  the  vast  rich  North  Texas 

Market  without  WFAA-TV.  Fortunately,  he's  a  rare  bird  in  this 

71  county  area  —  the  folks  in  WFAA-TV  LAND  spent  almost  2>Va 

BILLION  DOLLARS  last  year  for  everything  from  alarm  clocks 

to  air-conditioned  automobiles. 

NOW  682,610  TV  SETS  — based  on 
A.  C.  Nielsen's  NCS  §3  1958  TV  Set  Count 
and  previously  substantiated  coverage 
for  WFAA-TV  (NCS  ?2)  .  .  .  .  over 
70,000  more  than  credited  before! 

DALLAS 
WFAA-

TV 
CHANNEL  8    BASIC  ABC 

316,000  Watts  Video       158,000  Watts  Audio 
A  television  service  of  the  DALLAS  MORNING  NEWS 

Edward  Petry  &  Co.,  National  Representatives 

Published  every  Monday,  53rd  issue  (Yearbook  Number)  published  in  September  by  Broadcasting  Publications  Inc.,  1735  DeSales  St., 
N.  W.,  Washington  6,  D.  C.  Entered  as  second  class  matter  March  14,  1933  at  Post  Office,  Washington,  D.  C,  under  act  of  March  3,  1879. 



Representative:  The  MEEKER  Company,  Inc.   •  New 

g  strength 

WGAL-TV  adds  selling  strength  to  your  advertising 

dollar.  True,  because  this  pioneer  station  is  foremost  in 

Lancaster,  Harrisburg,  York,  as  well  as  in  numerous 

other  cities:  Gettysburg,  Hanover,  Lebanon,  Cham- 

bersburg,  Carlisle,  Lewistown,  etc.  And,  you  find  that 

WGAL-TV's  multi-city  coverage  costs  you  less  than 

buying  single-city  coverage.  Increase  the  selling 

strength  of  your  advertising  dollar— on  WGAL-TV. 

•  1,040,465  households  •  942,661  TV  households 

•  3,691,785  people  •  $33/4  billion  annual  retail  sales 

•  $6%  billion  annual  income 

LANCASTER,  PA. 

NBC  and  CBS 

STEINMAN  STATION  •  Clair  McCollough,  Pres. 

AMERICA'S   tOth  TV  MARKET 

York  •   Chicago  •    Los  Angeles  •   San  Francisco 

Page  4    •    August  4,  1958 Broadcasting 



closed  circuit 

CENSORSHIP  •  There's  irony  in  passage 
last  week  by  Senate  of  bill  (which  cleared 
House  last  April)  to  prevent  executive 
branch  from  withholding  information  to 
which  public  is  entitled  (story  page  56). 
White  House  for  months  has  been  sitting 
on  one  piece  of  information  which  would 

seem  to  come  directly  under  new  bill — 
stand-by  code  of  voluntary  censorship  to 
be  invoked  in  time  of  national  emergency. 

There's  no  security  involved  in  code.  White 
House  has  simply  been  holding  code  until 
public  relations  experts  decide  timing  of 
release.  Text  of  code  appears  exclusively 
in  this  issue  (story  page  31). 

• 

Political  parties  already  are  querying 

networks  for  time  availabilities  for  upcom- 
ing November  congressional  elections.  Par- 
ties are  interested  in  underwriting  last  five 

minutes  of  half-hour  shows,  as  they  did  on 
all  three  networks  in  last  national  elections. 

o 

SPECTRUM  SPECULATION  •  Turn  of 

events  in  respect  to  spectrum  analysis  pro- 
posed in  Potter  Resolution  (SJ  Res.  106) 

climaxed  by  White  House  endorsement  of 
broadened  inquiry,  which  would  include 
administration  and  procedures,  has  caused 
consternation  among  broadcasters  and 

even  at  FCC,  despite  latter's  approval  of 
White  House  position.  Five-man  high-level 
commission  conceivably  could  find  that 
present  regulatory  and  administrative 
methods  are  inadequate  and  recommend 
new  regulatory  structure  to  cover  both 

private  (FCC)  and  government  (Presi- 
dential allocations  (see  page  51). 

• 

Speculation  on  personnel  for  new  study 

commission,  in  light  of  White  House  posi- 
tion, now  has  been  elevated  to  include 

highest  echelons  as  well  as  leading  engi- 
neers and  scientists.  Suggested  are  former 

Presidents  Herbert  Hoover  and  Harry  S. 
Truman;  former  AT&T  President  Walter 
Gifford,  Vannevar  Bush,  Dr.  Irvin  S. 
Stewart,  original  FCC  member,  who 
headed  special  Communications  Policy 
Board  created  in  1950,  former  FCC  Comr. 
George  E.  Sterling  and  Rear  Adm.  Joseph 

R.  Redman,  former  chief  of  Naval  Com- 
munications and  afterward  vice  president 

of  Western  Union.  Two  members  of  com- 
mission would  be  named  by  President  and 

one  each  by  vice  president,  speaker  of 
House  and  FCC. 

• 

FM  AND  FOOTE,  CONE  •  Foote,  Cone 
&  Belding,  Chicago,  may  take  agency  lead 
in  that  city  in  development  of  fm  survey 
for  future  use  of  its  clients.  Some  execu- 

tives at  FC  &  B  are  known  to  feel  fm  is 

promising  medium  but  needs  more  meas- 
urements before  it  can  be  effectively  sold 

to  advertisers.  If  pilot  project  materializes, 

it's  hoped  Chicago  fm  stations  would  sub- 
sidize study. 

Sen.  Warren  Magnuson  (D-Wash.)  is 
pulling  all  stops  in  effort  to  get  House 
passage  of  his  bill  allocating  $1  million  to 

each  state  for  educational  tv.  Senate- 
passed  measure  has  been  held  up  in 

House  Commerce  Committee  by  both  un- 
expected opposition  and  other  legislation 

receiving  priority  in  rush  for  adjournment. 
Sen.  Magnuson  had  Thursday  talk  with 

House  Majority  Leader  John  W.  McCor- 
mack  (D-Mass.)  and  planned  Friday  ses- 

sion with  Speaker  Sam  Ray  burn  (D-Tex.) 
in  attempts  to  get  bill  out  of  committee. 
He  also  has  kept  close  tab  on  progress  with 

Committee  Chairman  Or  en  Harris  (D- 
Ark.).  Bill  still  has  50-50  chance  for  pas- 
sage  and  Rep.  Harris  stated  Friday  effort 

would  be  made  to  bring  it  up  for  com- 
mittee vote  this  week. 

AD  DETERRENT  •  Though  its  drafters 

insist  controversial  Kennedy-Ives  labor  bill 

would  not  apply  to  normal  institutional  ad- 
vertising, some  big  radio-tv  users  fear 

differently.  Bill,  already  passed  by  Senate 
(but  not  now  given  much  chance  in 
House),  would  require  employers  to  report 
to  Secretary  of  Labor  on  any  expenditure 

of  $5,000  or  more  to  "influence  or  affect" 
employes  in  collective  bargaining  matters. 

Opponents  argue  this  could  include  bo- 
nuses, raises,  house  organs,  etc.,  and  might 

also  be  construed  to  cover  institutional  ad- 
vertising, with  result  that  employers  would 

take  cautious  approach  and  might  forego 

these  things  to  avoid  complicated  report- 

ing requirements. 

One  clear  example  of  kind  of  advertis- 
ing that  might  be  deterred  by  Kennedy- 

Ives  bill  is  seen  in  commercial  scheduled 

for  upcoming  General  Electric  Theatre 

program  on  CBS-TV.  This  message,  pre- 
pared by  BBDO  for  Aug.  10  show  is  on 

"What  Makes  Jobs?"  Agency  people 
wonder  whether  sponsors  would  be  willing 
to  run  such  commercials  under  what  they 

consider  broad  wording  of  Kennedy-Ives 

bill.  It's  not  that  they  consider  it  im- 

proper, but  rather  "nuisance"  that  spon- 
sors might  have  to  report  it  and  even  de- 

fend it.  Meanwhile,  it's  learned,  Ameri- 
can Assn.  of  Advertising  Agencies  has 

notified  its  members  that  "any  institutional 
or  plant-community  advertising  which 
dealt  with  these  or  similar  subjects  [em- 

ploye benefits]  would,  of  course,  be  cov- 
ered" by  bill. 

• 

VACATION  TIME  •  FCC's  homework 
during  August  recess  now  includes  com- 

munity antennas  and  whether  they  should 
be  regulated  as  common  carriers  or  not  at 
all.  Both  Broadcast  and  Common  Carrier 

Bureaus  submitted  digests  of  comments 
received   on   CATV   proceeding   at  last 

Thursday's  meeting  in  hope  that  when 
FCC  reconvenes  Sept.  3,  it  will  be  pre- 

pared to  act  one  way  or  other. 

• 

Among  other  matters  to  await  after-va- 
cation consideration:  Final  decision  in  ch. 

10  Parma-Onondaga,  Mich,  (not  enough 

time  to  digest  proposed  decision);  $400,- 
000  transfer  of  WCKR  Miami  to  Sunray 
(WPEN  Philadelphia)  because  of  pending 

appeal  on  ch.  7  grant  to  Biscayne  (WCKT); 
revised  renewal  application  form  (303) 

particularly  as  to  specifications  on  program 

analyses;  phis  aged  clear  channel  case  and 
related  daytime  station  issue  and  Network 

Study  Group  report,  among  others. 
• 

END  OF  RKO-TV  •  Six  key  executives  of 
RKO  Television  are  leaving  organization 
to  form  own  tv-motion  picture  packaging 

company  which  is  acquiring  film  assets  of 

RKO  Television.  Latter  organization  re- 
portedly will  cease  to  exist,  at  least  in  ef- 

fect. New  company,  still  unnamed,  to  be 
headed  by  Robert  Manby,  RKO  Teleradio 
Pictures  vp  in  charge  of  RKO  Television 
Div.  Among  film  properties  involved  are 

several  tv  pilots  and  group  of  motion  pic- 
tures which  RKO  Television  co-produced 

in  Ireland.  Move  has  been  in  discussion  for 

months  and  also  accords  with  findings  of 

recent  Booz,  Allen  &  Hamilton  manage- 
ment study  made  throughout  RKO  Tele- 

radio  Pictures  Inc. 

Tv  film  companies  are  fretting  over 

squeeze  play  by  Dept.  of  Justice  to  secure 
business  information  which  film  producers 
and  distributors  were  required  to  turn  over 

to  FCC  in  latter's  network  investigation. 
Justice  Dept.  apparently  wants  data  for 
use  in  pending  antitrust  suits  against  tv 

film  companies.  Under  law,  Justice  has 
right  to  ask  for  information  from  other 

government  agencies — to  obviate  duplica- 

tion. FCC  told  film  companies  it's  dis- 
posed to  turn  over  material  unless  objec- 

tions are  raised.  Several  film  lawyers  have 

asked  FCC  to  specify  exactly  what  data 
Justice  wants.  Others  declined  comment. 

• 

HOW  TO  HANDLE?  •  FCC  dismayed  at 

court's  action  sending  back  Boston  WHDH 
ch.  5  case  for  hearing  on  purported  im- 

proper influences  (see  page  66).  Vexing 
commissioners  is  question  who  is  going  to 

investigate  whom?  Are  commissioners  go- 
ing to  ask  each  other  whether  they  were 

unduly  influenced?  Is  staff  to  ask  with 
whom  ex  parte  meetings  were  held?  Is  staff 

to  demand  access  to  commissioners'  per- sonal files?  Miami  ch.  10  case  is  different, 

commissioners  point  out,  since  House  Leg- 
islative Oversight  Committee  did  most  of 

the  spade  work. 
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They  buy  as  a  family . . . 

because  they  were  sold  as  a  family . . . 

by  their  local  Meredith  station! 

KANSAS  CITY 

SYRACUSE 

PHOENIX 

OMAHA 

TULSA 

KCMO 

WHEN 

KPHO 

WOW 

KRAAG 

KCAAO-TV 

WHEN-TV 

KPHO-TV 

WOW-TV 

The    Katz  Agency 

The    Katz  Agency 

The    Katz  Agency 

John  Blair  &  Co.  -  Blair-TV 
John    Blair  &  Co. 

Meredith  Stations  Are  Affiliated  With  BETTER  HOMES  and  GARDENS  and  SUCCESSFUL  FARMING  Magazines 
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THE  WEEK  IN  BRIEF 

Stand-By  Censorship  Readied — White  House  is  expected  to 
issue  soon  an  updated  version  of  the  World  War  II  code 
of  voluntary  censorship.  The  code  would  be  invoked  at 

Presidential  command  in  time  of  national  emergency.  Pa*~e  31. 

Studebaker-Packard  Shifting  Gears — $5  million-plus  ac- 

count about  to  shake  loose  from  Curtiss-Wright  Corp.  "Man- 

agement direction,"  leaves  Burke  Dowling  Adams  for  D'Arcy; 
Radio-tv  salesmen  hope  to  see  more  S-P  coin  as  a  result  of 
the  move.  Page  33. 

Network  Tv  Business  Perks — Bulova  leads  nighttime  parade 

with  co-sponsorships  of  three  NBC-TV  shows.  Reynolds 

Metals  buys  into  ABC-TV's  Walt  Disney  Presents,  Pittsburgh 
Plate  Glass  into  CBS-TV's  Garry  Moore  Show.  ABC's  "oper- 

ation daybreak"  also  gets  a  boost  in  week's  signings.  Page  34. 

Exchanges  Under  Scrutiny — Civil  Aeronautics  Board  look- 
ing into  barter  deals  between  airlines  and  radio-tv  and  other 

media,  where  airlines  furnish  transportation  for  contest  win- 
ners and  others  in  return  for  schedule  of  advertising  and 

publicity  mentions.  Page  34. 

Radio  Exploits  Postal  Rate  Rise — RAB  distributes  4,000 
special  newsletters  to  help  members  show  local  direct-mail 
advertisers  they  can  get  more  for  their  money  with  radio — 
much  more,  now  that  mail  costs  have  been  hiked.  Page  35. 

Sharpen  Razor  Plans — Eversharp-Schick  safety  razors  ties 

in  exclusive  rights  to  "80  Days  Around  The  World"  in  tv 
spot  campaign,  part  of  a  $4  million  advertising  schedule. 
Page  36. 

No  Billing  Slump — At  halfway  mark  this  year,  network  tv 
gross  billing  continues  to  show  rise.  For  six  months  com- 

parative figure  shows  12.9%  increase,  for  June  alone  it 
was  10.8%  gain.  Page  44. 

AB-PT  Earnings  encouraging — Goldenson  reports  profit 
gains  for  second  quarter  and  for  six  months,  notes  network 

and  theatre  business  at  AB-PT  show  "improvement."  Page  46. 

Censorship  Works  Both  Ways — NBC  Moscow  correspond- 
ent Irving  Levine  tells  about  a  dual  difficulty — trying  to  find 

out  what's  happening  on  outside  as  well  as  telling  world  what 
Russians  are  up  to.  Page  48. 

Broader  Spectrum  Probe  Sought — Military,  with  strong 
White  House  backing,  makes  play  to  expand  Potter-Bray 
resolution  into  all-encompassing  study  of  frequency  alloca- 

tions, plus  investigation  of  FCC  administration  of  Communi- 
cations Act.  Proponents  of  present  language,  including  only 

military  study,  question  meaning  of  new  amendment.  Page  51. 

Two  For  Daytimers — Commission  opens  clear  channels  940 
kc  and  1550  kc  for  daytime  applications;  orders  these  two 
channels  removed  from  regulation  prohibiting  daytime  grants 
pending  solution  of  daytime  skywave  case.  Page  52. 

Blank  Check  Still  Blank — Senate  subcommittee  winds  up 
hearings  on  professional  sports  exemption  from  antitrust  laws. 
But  approach  of  Congress  adjournment  lessens  chances  for 
passage  of  bill  opposed  by  broadcasters.  Page  52. 

Broadcast  Libel  Victory — Federal  court  in  Tennessee  holds 
stations  are  protected  from  libel  liability  in  political  broad- 

casts under  Sec.  315  of  Communications  Act  because  they 

cannot  censor  candidates'  remarks.  Page  56. 

Code  of  Ethics  Nearer — House  subcommittee  advances  bill 
forcing  FCC  to  adopt  code  of  ethics  and  requiring  public 
disclosure  of  ex  parte  communications  with  commissioners. 
Page  56. 

Does  New  Blood — or  Old — Get  Shed? — FCC  acts  on 

economic  protest  by  WMBO-AM-FM  Auburn,  N.  Y.,  against 
grant  of  new  am,  but  calls  up  WMBO-AM-FM  for  license 
renewal  in  comparative  hearing  with  new  station.  FCC  vote, 

aftermath  of  recent  appeals  court  ruling,  is  4-3  as  members 
split  into  two  schools  of  thought.  Page  60. 

Intercity  Tv  Relays — FCC  pulls  plug,  allows  stations  to  install 
their  own  private  intercity  tv  relays  regardless  of  whether 

common  carrier  facilities  are  available.  It's  seen  as  boon 
to  small  market  operators  and  equipment  manufacturers. 
Page  63. 

FCC  Does  Some  Channel  Shuffling — Puts  ch.  8  in  three-city 
hyphenated  area  in  North  Carolina,  while  substituting  ch. 
13  for  ch.  8  in  Florence,  S.  C,  and  switching  Charleston, 
S.  C,  educational  reservation  from  ch.  13  to  ch.  7.  Among 

other  changes,  Milwaukee  u's  are  realigned  as  proposed earlier.  Page  63. 

Boston  Ch.  5  Tossed  Back — Appeals  court  sends  case  back 
to  FCC  for  investigation  of  improper  influences,  but  em- 

phatically upholds  Commission's  grant  to  Boston  Herald- Traveler.  Page  66. 

Everywhere  There's  Radio. — Well,  almost  everywhere.  Latest 
estimate  by  RAB  puts  U.  S.  set  count  at  142.6  million  as  of 
July  1,  up  from  139.5  six  months  previous.  Page  72. 

Broadcast  Profits  Stabilized — NAB  analysis  shows  radio  had 
9.1%  profit  margin  and  tv  15%  in  1957,  with  revenues  show- 

ing an  upward  trend  this  year.  Page  76. 

Off  the  Avenue — "Somewhere  West  of 
Laramie,"  advertising  is  nourishing  in  the 
wide-open  spaces,  in  the  view  of  a  westerner 
born  and  bred,  Nelson  Carter,  Foote,  Cone 

&  Belding's  Los  Angeles  vice  president.  Ad- 

men of  the  West  are  working  in  "an  atmos- 

phere of  freedom  and  enthusiasm,"  he  says in  Monday  Memo,  page  105. MR.  CARTER 
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The  solid  dominance  of  WSPD  is  all  it  takes  to  score 

in  Toledo  radio.  The  entire  Toledo  market  looks  to 

SPeeDy  as  the  station  with  the  top  programming, 

personalities,  news  presentation,  and  public  interest 

services— and  has  looked  to  it  for  37  years!  Adver- 

tisers have  found  that  to  reach  the  Toledo  market, 

they  must  have  the  sales  power  and  dependability 

of  WSPD,  the  radio  station  that  has  more  audience 

at  all  times  than  the  next  two  Toledo  stations  com- 

bined. In  planning  your  campaign,  be  sure  SPeeDy 

is  lead-off  in  the  lineup! 

...    ....  '         V,      "v.„<  ' 

'Famous  on  the  local  scene 

NBC  RADIO 

National  Representative:  The  Katz  Agency 
National  Sales  Director:    M.  E.  McMurray 

625  Madison  Ave.,  N.  Y.  •  230  N.  Michigan  Ave.,  Chicago 

WSPD         WJW         WJBK  WIBG         WWVA         WAGA  WGBS 

Toledo  Cleveland  Detroit  Philadelphia         Wheeling  Atlanta  Miami 
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at  deadline 

MAJOR  SPECTRUM  STUDY  FACES  HOUSE  TODAY 

House  Commerce  Committee  Friday 

unanimously  reported  out  SJ  Res  106,  with 

White  House  amendment,  establishing  five- 

man  commission  to  "investigate  the  alloca- 
tion, management  and  control  of  radio  and 

television  frequencies  (see  earlier  story, 

page  51)." Measure,  as  introduced  by  Sen.  Charles 

Potter  and  approved  by  Senate  [Govern- 
ment, July  14],  originally  was  limited  to 

study  of  government-allocated  (principally 
military)  spectrum.  Scope  was  expanded  to 
include  all  frequency  space  after  Office  of 
Civilian  &  Defense  Mobilization  last  Tues- 

day sent  committee  amendment  suggested 
by  White  House.  Also  provided  for  in 

amended  version  is  study  of  FCC  admin- 
istration of  Communications  Act. 

House  leaders  plan  to  bring  measure  up 
on  floor  today  (Monday)  under  suspension 

of  rules  calendar,  making  two-thirds  ma- 
jority mandatory  for  passage.  If  House  ap- 

Cigarette  Ad  Bill  Offered 

Cigarettes  will  have  to  be  branded  for  tar 
and  nicotine  content  if  bill  introduced  in 

House  of  Representatives  ever  becomes  law. 

HR  13,602,  introduced  last  week  by  Rep. 

John  Blatnik  (D-Minn.),  has  these  provisions: 

(1)  if  cigarette  advertising  uses  word  "filter," 
tar  in  smoke  must  not  exceed  1 1  milligrams 

per  each  regular  size  when  tested  by  chloro- 

proves  measure,  differences  in  Senate-passed 
version  must  be  reconciled  before  bill  can 

go  to  White  House  for  President's  signa- ture. 

Commerce  Committee  attached  second 

amendment  authorizing  President  to  ap- 

propriate emergency  funds  for  use  of  pro- 
posed commission,  which  would  be  required 

to  report  back  to  President  and  Congress 
within  six  months  after  members  had  been 

duly  appointed  and  qualified.  President 
would  appoint  two  members,  vice  president 
one,  speaker  one  and  chairman  of  FCC 
one. 

In  Friday  letter  to  Rep.  Oren  Harris 

(D-Ark.),  chairman  of  House  Commerce 
Committee,  Electronic  Industries  Assn.  said 

it  is  "thoroughly  in  accord"  with  White 
House  amendments.  EIA  also  offered  to 

cooperate  with  commission  by  making  avail- 

able "the  knowledge  and  experience  of  the 
electronics  industry." 

form-extraction  method,  or  at  rate  fixed  by 
Federal  Trade  Commission  in  other  test 

methods;  (2)  cigarette  package  must  indicate 
nicotine  and  tar  content  of  total  number 

of  cigarettes  in  package;  (3)  FTC  is  au- 
thorized to  inspect,  analyse  and  examine  all 

cigarettes;  (4)  Surgeon  General  of  U.  S. 

authorized  to  make  federal  grants  on  match- 
ing basis  to  states  to  inform  and  educate 

children  in  "harmful  effects  of  tobacco  and 

tobacco  products." 

BUSINESS  BRIEFLY 

Late-breaking  items  about  broadcast 

business;  for  earlier  news,  see  Adver- 
tisers &  Agencies,  page  34. 

NEWCOMER  •  Two  products,  one  new  to 
network  television,  about  to  sign  for  several 

shows.  Newcomer,  Du  Pont's  Fiber  division, 
through  BBDO,  N.  Y.,  planning  to  put 
about  $3  million  into  participations  in  Steve 

Allen  Show  and  Today  on  NBC-TV  and 

Doug  Edwards  newscasts  on  CBS-TV.  Other 
advertiser,  Sandura  Co.  (floor  coverings), 

Philadelphia,  through  Hicks  &  Greist  will 

participate  in  three  NBC-TV  shows:  Price  is 
Right  (daytime  version),  County  Fair  and 
Jack  Paar  Show. 

COASTING  •  Mercury-Edsel-Lincoln  Div. 

of  Ford  Motor  Co.  has  "no  plans  at  present" 
for  any  radio  or  tv  (network  or  spot)  this 
fall,  an  Edsel  advertising  spokesman  told 
Broadcasting  Friday.  He  acknowledged 

there  is  no  budget  for  broadcast  media  now, 

but  situation  could  change  "if  something 

really  good  comes  along."  Division  has  b^en 
considering  network  "specials"  after  relin- 

quishing alternate-week  sponsorship  of 
NBC-TV's  Wagon  Train  to  parent  Ford 
Motor  Co.  [Advertisers  &  Agencies,  June 

30]  but  apparently  has  abandoned  idea. 

CIRCUMVENTION  •  Clark  Oil  &  Refining 

Corp.,  regarded  as  phenomenally  successful 
Midwest  operation  built  almost  solely  by 
saturation  radio,  is  raising  eyebrows  by 

buying  spot  schedules  direct  from  stations, 
avoiding  usual  15%  commission.  While 

much  of  its  radio  (Braves  baseball  and  Chi- 

cago three-station  schedule)  is  through  Math- 
isson  &  Assoc.,  Milwaukee,  petroleum  firm 
has  been  buying  other  markets  on  own, 
using  Greenfield  Land  Co.,  wholly  owned 

subsidiary,  as  "middle  man,"  according 
to  stations.  In  Chicago,  spot  business  on 

WBBM  and  WMAQ  was  funneled,  how- 
ever, through  CBS  Radio  and  NBC  Radio 

Spot  Sales,  respectively,  with  Mathisson 

getting  credit  for  this  plus  Clark's  schedule on  WIND  (Westinghouse). 

WJBW  New  Orleans  Sold 

Station  sale  announced  Friday  subject  to 

usual  FCC  approval:  WJBW  New  Orleans, 
La.  •  Sold  by  Mrs.  Louise  C.  Carlson  to 
Tarlow  Assoc.  for  $175,000.  Tarlow  Assoc., 
comprising  Sherwood  Tarlow,  Joseph  Kruger 
and  Allan  Roberts,  already  owns  WHIL 
Medford  and  WARE,  Ware,  Mass.;  WHYE 

Roanoke,  Va.;  WWOK  Charlotte,  N.  C. 
Mr.  Tarlow  owns  also  WLOB  Portland, 
Me.  WJBW  is  250  w  fulltime  on  1230 

kc.  Broker:  Paul  H.  Chapman  Co. 

Allocations  Turnabout 

The  revised  spectrum  analysis  bill 

rushed  through  the  House  Commerce 

Committee  last  Friday  with  the  endorse- 
ment of  both  President  Eisenhower  and 

the  FCC,  is  potentially  more  dangerous 
to  the  future  of  television  and  fm  broad- 

casting than  any  measure  ever  proposed, 

short  of  government  ownership. 

Whereas  the  original  Potter  Bill,  re- 

ported favorably  by  the  Senate  a  fort- 

night ago,  provided  for  a  study  of  gov- 
ernment (military)  use  of  the  spectrum, 

particularly  the  scarce  vhf  area,  the  re- 
vised measure  completely  reverses  the 

emphasis.  The  title  of  the  House  Com- 
mittee approved  measure  tells  the  story: 

"Joint  Resolution  to  Establish  a  Com- 
mission to  Investigate  the  Allocation, 

Management,  and  Control  of  Radio  and 

Television  Frequencies." 
The  turnabout  was  an  adroit  maneuver 

obviously  contrived  by  the  military  and 
channeled  through  the  Office  of  Civilian 
&  Defense  Mobilization,  which  functions 

under  the  President.  The  FCC,  evidently 
without  realizing  the  full  import  of  the 

AN  EDITORIAL 

OCDM  amendments,  quickly  gave  its 

assent  last  Wednesday  because  the  pres- 
sure is  on  for  action  at  this  session,  which 

has  about  two  weeks  to  go.  The  high  level 

commission  created  by  the  bill  conceiv- 
ably could  find  that  tv  and  fm  are  not 

making  maximum  use  of  existing  alloca- 
tions and  that  the  military  needs  more 

space,  underscoring  persistent  reports  that 
it  covets  tv  channels  2-6.  And  it  could 
well  determine  that  a  new  kind  of  Com- 

mission is  needed  to  "manage"  and  "con- 
trol" all  allocations.  That  would  spell  the 

end  of  FCC. 

The  bill  still  must  go  to  the  House 
floor.  Questions  should  and  will  be  asked. 
Then  there  still  would  be  the  Senate  and 
House  conferees  who  would  have  to 
reconcile  differences  between  the  House 
and  Senate  measures.  The  stakes  are  too 

big  to  allow  the  revised  bill  to  slip 
through  in  the  rush  toward  adjournment 
without  a  thorough  understanding  of  its 

ultimate  effect.  There  are  nearly  43  mil- 
lion tv  set  owners  and  millions  of  fm  set 

owners  to  be  considered  along  with  the 

nation's  tv  and  fm  broadcasters. 
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PEOPLE 

at  deadline 

SENATE  UNIT  CANCELS  SPORTS  BLANK  CHECK 

Congressional  action  on  bill  to  exempt 
professional  sports  from  antitrust  laws  is 
unlikely  this  session  as  result  of  Senate 
Judiciary  Antitrust  Subcommittee  action 
late  Friday.  Subcommittee  headed  by  Sen. 
Estes  Kefauver  (D-Tenn.)  tabled  bill  (HR 
10378,  S  4070),  amounting  in  effect  to  death 
sentence  (see  early  story  page  52). 

Four  weeks  of  hearings  on  measure 

wound  up  Thursday.  In  last  fortnight 
broadcasters  have  sent  subcommittee  large 

number  of  letters  and  telegrams  in  oppo- 
sition to  antitrust  exemption.  Commercial 

sports  interests  would  have  been  given  wide- 
open  freedom  to  impose  broadcast  black- 

outs with  no  fear  of  litigation  or  prosecu- 
tion under  antitrust  laws.  NAB  strongly 

opposed  legislation  last  week  in  appearance 
before  subcommittee. 

If  usual  Senate  procedures  prevail, 

tabling  of  sports  bill  effectively  kills  it  for 

FCC  Rebukes  Four  Stations 

in  NAM  Identification  Case 

FCC  told  four  tv  stations  they  were  re- 

miss in  not  identifying  "Kohler  strike"  news 
films  of  March  Senate  Labor  Committee 

hearings  as  sponsored  or  furnished  by  Na- 
tional Assn.  of  Manufacturers  [Govern- 
ment, June  9]. 

Letters  from  Commission,  made  public 

Friday,  went  to  KSTP  Minneapolis-St.  Paul, 
WDAY-TV  Fargo,  KFYR-TV  Bismarck  and 
KMOT-TV  Minot,  last  three  all  N.  D. 
KSTP-TV  broadcasts  were  picked  up  by 

WDAY-TV  over  private  intercity  relay  fa- 
cilities, with  WDAY-TV  in  turn  feeding 

KFYR-TV   and  KMOT-TV. 

Gist  of  4'/2-page  communication  to 
KSTP-TV  was  that  station  carried  film  sum- 

maries of  controversial  labor  hearings  with- 
out identifying  them  as  having  been  fur- 

nished by  NAM.  Station  carried  six-days  of 
Labor  Committee  hearings  film  summaries 

as  regular  news  item,  KSTP-TV  officials 
told  Commission  in  answer  to  inquiry  last 
June,  in  belief  subject  was  legitimate  news 

not  "discussion  of  public  controversial 

issue." 
Commission  emphasized  that  licensee 

must  use  "reasonable  diligence"  in  deter- 
mining who  is  furnishing  material  for  broad- 

cast in  order  to  make  full  disclosure  to 

public. 

Uhf  Change  Stayed 

FCC  Friday  on  own  motion  stayed  effec- 
tive date  of  July  18  action  modifying  as- 

signment of  WXTV(TV)  Youngstown,  Ohio, 
from  ch.  73  to  ch.  33;  moving  ch.  73  from 
Youngstown  to  Pittsburgh,  Pa.  Comr.  Ford 
did  not  participate. 

this  session  of  Congress.  Parent  Judiciary 
Committee  or  Senate  as  whole  could  pull 
bill  out  of  subcommittee  for  consideration 

but  this  procedure  is  rare,  especially  near 
end  of  Congressional  session.  Sen.  Everett 

M.  Dirksen  (R-Ill.),  member  of  subcom- 
mittee, told  newsmen  bill  had  been  tabled. 

Action  apparently  was  based  on  fact  that 

with  adjournment  due  soon  there  wasn't 
enough  time  left  to  draft  substitute  bill  in- 

cluding proposed  amendments. 
Motion  to  table  bill  was  made  by  Sen. 

Joseph  C.  O'Mahoney  (D-Wyo.),  who  has 
been  critical  of  blank-check  exemption  dur- 

ing hearings.  Supporting  him  were  Chair- 
man Kefauver;  Sens.  William  Langer  (R- 

N.  D.)  and  Alexander  Wiley  (R-Wis.).  Op- 
posing move  to  table  bill  were  Sens.  John 

A.  Carroll  (D-Colo.)  and  Dirksen.  Sen. 
Thomas  C.  Hennings  Jr.  (D-Mo.)  was 
absent. 

Duopoly  Danger  Cited 

FCC  remained  adamant  about  potential 

duopoly  problem  in  $200,000  sale  of  KLAN 
Renton,  Wash  (in  Seattle  area),  to  Mesabi 
Western  Corp.,  announcing  Friday  it  had 

denied  request  for  reconsideration  of  Mc- 
Farland  letter  and  designated  sale  for  hear- 

ing [Government,  July  28].  Some  80%  of 
Mesabi  stock  held  in  trusteeship  for  family 

of  William  E.  Boeing  Sr.  by  Pacific  Na- 
tional Bank  of  Seattle,  of  which  Mrs.  A. 

Scott  Bullitt  and  Dietrich  Schmitz  are  di- 

rectors. Mrs.  Bullitt  is  controlling  stock- 
holder of  KING  stations  in  Seattle;  Mr. 

Schmitz  owns  0.521%  of  KIRO  Seattle. 

Thus  possibility  of  duopoly  violation.  Chair- 
man Doerfer  and  Comr.  Craven  dissented  to 

latest  action,  as  they  had  to  original  Mc- 
Farland  letter. 

Sales  contracts  have  been  signed  with 
several  major  national  advertisers  who  are 
investing  about  $4.5  million  to  sponsor  four 
programs  on  NTA  Film  Network  on  115 
stations  for  13  weeks,  starting  Oct.  6,  it 
was  announced  today  (Aug.  4)  by  Ely  A. 
Landau,  board  chairman  of  NTA. 

Identities  of  sponsors  are  being  withheld 
for  several  days,  Mr.  Landau  said,  until 
advertisers  concerned  have  notified  their 

sales  organizations  of  their  advertising  plans. 
Announcement  of  sponsorship  followed 

wave  of  speculation  in  recent  months  about 

NTA  Film  Network's  operation  for  fall. 
There  had  been  several  reports  of  adver- 

tisers signing  with  network,  which  later  did 
not  materialize. 

Mr.  Landau  reported  that  confirmations 

DR.  ELMER  W.  ENGSTROM,  senior  ex- 
ecutive vice  president  and  director  of  RCA, 

elected  to  NBC  board  of  directors  Friday. 

It's  understood  he  will  succeed  on  NBC 
board  JOSEPH  V.  HEFFERNAN,  NBC 

financial  vice  president,  who's  resigning  to 
return  to  private  law  practice  in  New  York 
[Closed  Circuit,  July  28], 

RAYMOND  A.  KLUNE,  former  produc- 
tion manager  for  20th  Century-Fox  and 

other  motion  picture  studios,  appointed  gen- 
eral manager  of  MGM  Studios  as  successor 

to  E.  J.  MANNIX,  MGM  executive  in  that 

capacity  who  is  resigning  but  will  act  in 
advisory  post. 

CARLOS  F.  MONTANO,  sales  manager  of 
K.OOL  Phoenix  since  last  May,  promoted  to 
station  manager.  Before  joining  KOOL  Mr. 
Montano  managed  KNOG  Nogales,  Ariz., 

and  before  that  operated  his  own  advertis- 

ing agency  in  Phoenix. 

DAN  KEOUGH,  formerly  of  KLOQ  Yak- 
ima, Wash.,  joins  KVAS  Astoria,  Ore.,  as 

station  manager. 

LES  HARRIS,  formerly  national  sales  co- 
ordinator for  ABC-TV  owned  and  op- 

erated stations,  named  coordinator  and  gen- 
eral supervisor  for  syndicated  program  sales 

of  National  Telefilm  Assoc.,  N.  Y. 

HOWARD  MAGWOOD,  president,  Screen 
Directors  International  Guild,  announced 

resignation  Friday  (Aug.  1)  as  vice  presi- 
dent, Sound  Masters  Inc.  and  National  Ed- 

ucational Films.  Future  plans  were  not  dis- 
closed. 

DR.  EDUARD  H.  GROSSE,  BBDO  Re- 
search Dept.,  to  project  research  director, 

Ogilvy,  Benson  &  Mather,  N.  Y. 

HOWARD  S.  WESSON,  formerly  with  Paul 
Clemter  &  Co.,  Newark,  N.  J.,  advertising 

Agency,  named  copy  supervisor  at  Erwin 
Wasey,  Ruthrauff  &  Ryan,  N.  Y.  DAN  J. 
DUFFIN,  manager  of  client  public  relations 
for  EWR&R  in  Phila.,  appointed  to  same 

post  in  agency's  N.  Y.  office. 

STEERE  MATHEW,  coordinator  of  traffic 

for  NBC,  retired  Aug.  1  after  completing  30 

years. of  service  with  NBC. 

of  sale  which  he  announced  have  gone  out 
to  all  115  stations. 

Programs  to  be  carried  on  NTA  Film 
Network  are:  How  to  Marry  a  Millionaire, 

half-hour  series  based  on  motion  picture 

of  same  name  and  produced  by  20th  Cen- 

tury-Fox Corp.;  Man  Without  a  Gun,  half- 
hour  series  produced  by  Fox  and  centering 
around  western  newspaper;  This  is  Alice, 

half-hour  series,  produced  by  Desilu  Pro- 
ductions, which  features  an  impish  young- 

ster who  becomes  involved  in  "impossible" 
situations,  and  The  Tv  Hour  of  Stars,  re- 

run programs  of  hour-long  dramatic  presen- 
tations produced  by  Fox  and  Warner  Bros. 

NTA  Film  Network  is  owned  jointly  by 

NTA  and  20th  Century-Fox  (50%  each), 
with  NTA  retaining  operational  control. 

NTA  FILM  NETWORK  CLAIMS  FOUR  SALES 
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...now  featuring  THE  FIVE  WITH  A  FLAIR 

for  entertaining... for  selling 

Ernie  Anderson Torn  Broivn Jack  Denton Pete  Myers 

details  from 

BUD  SIMMEN,  General  Manager 

or  BOB  EASTMAN < 

Earle  J  err  is 

WHK  is  a  division  of  METROPOLITAN  BROADCASTING  CORPORATION 
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with  the  news 

...BEFORE  IT  BECOMES  HISTORY 

 m  _j 

Newsman  of  his  day,  the  community  Town  Crier 

was  looked  for,  listened  to  —  and  believed  in.  Today, 

the  same  respected  function  of  helping  to  keep 

a  community  informed  is  being  performed  by  the 

hard-working  television  newsman  and  his  staff . . . 

Storer  Broadcasting  television  newsmen  have  a 

facility  for  assembling  the  news  fast  and  accurately, 

then  presenting  it  in  the  most  interesting  way 

possible.  This  recognized  talent  has  been  a  distinct 

benefit  to  advertisers  who  have  taken  advantage 

of  the  prestige  and  audience  loyalty  gained  by  the 

Storer  "Town  Criers"  in  their  markets. 

National  Sales  Offices:  625  Madison  Ave.,  New  York  22,  PLaza  1-3940  •  230  N.  Michigan  Ave.,  Chicago  1,  FRanklin  2-6498 



JIM  UEBELHART 
18  years  of  newscastin, 
first-hand  knowledge  o 

world  affairs 
WSPD-TV 

Toledo 

JIM  RUDES 
Thorough  knowledge  of 

international  and 
national  events 
WSPD-TV Toledo 

BILL  CHARLES 
Specializing  in  local events  and  news 

WSPD-TV 
Toledo 

JAC  LEGOFF 

Michigan's  number  one TV  news  personality 
WJBK-TV 

Detroit 

DICK  GRAHAM 
On  the  air  with  the 

latest  news 
WVUE-TV 
Wilmington- Philadelphia 

GARY  GEERS 
Newscasting  right  off  the 
wires  in  the  news  room 

WVUE-TV 
Wilmington- 
Philadelphia  / 

KEN  ARMSTRONG 
News  and  weather  seven 
nights  a  week,  11:15  pm 

WJW-TV 
Cleveland 

DOUG  ADAIR 
6:30  -  6:45  pm 

City  Camera  with  rapid-fire 
news  of  Cleveland 

WJW-TV Cleveland 

JIM  DONEY 
One  of  the  highest  rated 

shows  in  the  market  .  .  .  11:00 
Sat.  and  Sunday  evenings 

WJW-TV 
Cleveland 

Storer  town  criers  of  Television 

WARREN  GUTHRIE 

Ohio's  outstanding  news  man 
featured  on  "Sohio  Reporter," 
11:00  pm  Monday  -  Friday 

WJW-TV 
Hb^  Cleveland 

PAUL  RAYMON 
Covers  the  news  at  6:30 

and  11:00  pm 
WAGA-TV Atlanta 

SBzm BOB  MANN 
Weekday  local  news  at 1:05  pm 

WAGA-TV Atlanta 

DICK  SWANSON 
Senior  staff  member  weather 
news  each  evening  at  6:35 

WAGA-TV \  Atlanta 

ED  BLAIR 
With  13  years  of  experience 
one  of  the  most  respected 
newscasters  in  Atlanta 

WAGA-TV Atlanta 

SKIP  THOMAS 
News  at  6:35  pm  week  days 

and  6:00  pm  Sundays 

WAGA-TV Atlanta 

WSPD-TV    WJW-TV    WJBK-TV    WAGA-TV  WVUE-TV 

^(jfcOAi)^^  Toledo  Cleveland  Detroit  Atlanta       Wilmington -Philadelphia 

^  |  Storer  Broaxica^tixxg  Cbmpainjr 

C°M?1&       WSPD  WJW  WJBK  WIBG  WWVA         WAGA  WGB8 
Toledo  Cleveland  Detroit  Philadelphia  Wheeling  Atlanta  Miami 
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IN  REVIEW 

TODAY  IS  OURS 

This  is  the  sort  of  soap  opera  a  viewer 

can  attend  on  an  occasional  basis  and  still 
enjoy. 

There  ought  to  be  someone  in  the  NBC- 

TV  cast  for  nearly  everybody  in  the  after- 

noon audience  to  identify  with.  The  per- 

sonae  include  a  divorced  wife  working  as 

an  assistant  high  school  principal  and  bring- 

ing up  a  son,  her  ex-husband  and  his  new 

wife,  his  new  father-in-law,  assorted  school- 
teachers, mothers,  beaux  and  others. 

Cast  and  cameras,  backed  up  by  credible 

writing  and  smooth  production  make  this  an 

interesting  entry.  Of  course,  it  helps  if  a 

viewer  can  forget  that  this  and  its  com- 

panion drama  replace  Matinee  Theatre. 

Production   costs:  Approximately  $25,000 weekly. 

Sponsored  by  Sterling  Drug  through  Danc
er- 

Fitzgerald-Sample,  Procter  &  Gamble 

through  Benton  &  Bowles  and  Whirlpool 

through  Kenyon  &  Eckhardt.  On  NBC-
 

TV  Monday-Friday,  3-3:30  p.m.  EDT. 

Started  June  30. 

Producer:  Robert  M.  Rehbock;  director: 

Walter  Gorman;  writer:  Julian  Funt. 

FROM  THESE  ROOTS 

The  Frasers  of  Stratfield,  U.S.A.,  are  an 

interesting  sociological  study.  Classes  and 

callings  of  the  family  and  friends  include
 

editors,  farmers,  writers,  mill  foremen,  bank-
 

ers, doctors  and  maiden  aunts.  There  are 

wise  old  heads,  middle-aged  members  of  the 

family  and  rebellious  grandchildren,  all  re-
 

volving about  Ben  Fraser,  head  of  the  fam- 

ily and  editor  of  the  town  newspaper.  The 

abandon  with  which  the  character  types 

have  been  thrown  together  strains  the  limits 
of  credibility. 

Still  their  battles  with  life — love,  bills  and 

mortgages — help  while  away  an  afternoon. 

Reviewers  have  been  thoughtfully  provided 

with  copies  of  the  Fraser  family  tree.  The 

occasional  viewer  probably  would  appreciate 

a  copy  too. 
Production  costs:  Approximately  $25,000 weekly. 

Sponsored  on  NBC-TV  Monday-Friday, 

3:30-4  p.m.  EDT,  by  Procter  &  Gamble 

through  Benton  &  Bowles  and  Alberto- 
Culver  Co.  through  Geoffrey  Wade  Adv. 

Producer:  Don  Wallace;  directors:  Joseph 

Behar  and  Paul  hammers;  assistant  direc- 

tor: Paul  Freeman;  writers:  John  Pickard 

and  Frank  Provo. 

THE  QUIZZES 

Continued 

More  varieties  of  the  tv  quiz  [In  Review, 

July  28]  to  be  seen  blooming  in  network 

gardens  this  summer: 

ESP 
For  sheer  boredom,  viewers  will  have  to 

go  a  long  way  to  beat  the  original  format  of 

ESP.  Billed  as  a  "scientific  experiment"  in 

extrasensory  perception,  the  half-hour  offer- 
ing is  a  model  of  simplicity,  in  contrast  to 

other  quiz  newcomers. 

Under  the  old  ESP  format,  which  pro- 

ducers promised  to  change  after  two  weeks. 

m.c.  Vincent  Price  (who  gained  his  train- 
ing in  the  isolation  booths  of  $64,000  Chal- 

lenge) would  deal  out  three  cards  from  a 
pack  numbered  one  to  10,  and  Jack,  Queen, 

King.  Two  contestants,  through  supposed  ex- 
ercise of  their  ESP  powers  then  attempt  to 

name  the  cards.  The  so-called  "experiment" 
completely  misses  the  boat,  and  ends  up  a 
mere  guessing  game. 

The  show  stands  to  benefit  from  the  an- 
nounced intention  to  inject  dramatic 

sketches  and  eliminate  competition  from  the 
extrasensory  tests,  while  retaining  cash 

prizes. 

Production  costs:  Approximately  $14,500. 

Sponsored  by  Chesebrough-Pond's  through 
McCann-Erickson,  on  ABC-TV  Friday,  9- 
9:30  p.m.  EDT.  Started  July  11. 

Creator-Producer:  George  Wolf;  producer: 
Leo  Morgan;  director  Lou  Sposa. 

Dotto 

Dotto  is  the  Chevrolet  of  the  quiz  shows. 

Streamlined  and  quick-moving,  it  is  not  so 
expensive  as  Twenty-One  (the  Cadillac  of 

the  quizzes)  nor  so  intellectual  as  The  $64,- 
000  Question  (the  Jaguar).  Rather,  it 
whizzes  through  30  minutes  of  questions, 

dashboard  gimmicks,  contestants  and  em- 
ceeing  calculated  to  entertain  the  mass  audi- 

ence. Jack  Narz  is  in  the  great  tradition  of 

effervescent  tv  m.c.'s  who  fizz  all  over  the 
tube.  The  program  derives  its  name  from 

large  pictures  formed  by  dots  which  are 
joined  as  the  contestants  answer  elementary 
school  queries  correctly.  Everybody  seems  to 
enjoy  himself  tremendously,  particularly  the 
audience,  which  sounds  like  a  fight  crowd 
at  Madison  Square  Garden. 
Production  costs:  Approximately  $25,000. 

Sponsored  by  Colgate-Palmolive  Co.  through 
Ted  Bates  &  Co.  NBC-TV,  Tues.  9-9:30 
p.m.  EDT.  Started  July  1. 

Producer:  Ed  Jurist;  director:  Jerry  Schnur; 

announcer:  Ralph  Paul;  created  by  Al 
Schwartz  and  Snag  Werris. 

Lucky  Partners 

It's  getting  so  it  almost  takes  a  Univac  to 
follow  these  things,  as  great  boards  full  of 
numbers  flash  on  and  off,  quizmasters  tell 

you  to  check  your  dollar  bills  for  the  lucky 

numbers  and  reel  off  questions  to  studio  con- 
testants under  a  complicated  number-let- 

ter system.  Lucky  Partners  has  above-stand- 
ard parimutuel  equipment  and  prizes,  all 

properly  plugged  by  the  announcer  and 
caressed  by  the  quiz  handmaidens.  Quiz- 

master Carl  Cordell  feeds  questions  to  the 
studio  partners  and  interest  is  sustained 
through  the  prize  montages  by  a  system  of 

continuous  viewer  participation  and  by  fair- 

ly elaborate  production.  The  theatre-in-the- 
round  setting  is  impressive. 
Production   costs:  Approximately  $12,000 weekly. 

Sustaining  on  NBC-TV  Monday-Friday,  2- 
2:30  p.m.  EDT.  Started  June  30. 

Executive  producer:  Martin  Stone;  producer: 

Carl  Jampel;  associate  producer:  Leon 

Newman;  director:  Dick  Schneider;  an- 
nouncer: Fred  Collins. 

Play  Your  Hunch 

The  practiced  team  of  Mark  Goodson-  • 
Bill  Todman  in  producing  Play  Your  Hunch 

Broadcasting 



Interview: u 

North  Advertising  Media  Supervisor,  Armella  Selsor,  tells  why  she  selects  WLW 

Radio  and  TV  Stations  for  "even-waving"  TONI  Home  Permanent 

When  it  comes  to  the  airwaves, 

!  choose  the  WLW  Radio  and 
TV  Stations  for  TONI  because 

hey  give  so  much  cooperation 
all  the  way  from  time  availabilitie 

to  point-of-sale  promotion. 

IBw       •  HOME  PERMANEN1 

it 

Yes,  the  famous  Crosley 

Group  really  roll  up 
the  loose  ends  to  bring 

home,  permanent  results 

for  advertisers!" 

Armella  Selsor,  Media  Supervisor  for  Toni,  Deep  Magic,  ̂ BAtt""^' 
Adorn,  Thorexin.  North  Advertising,  Incorporated  Chicago  fi55S5^f?l 

Call  your  WLW  Stations  Representative . . .  you'll  be  glad  you  did! 

Network  Affiliations:  NBC;  ABC;  MBS  •  Sales  Offices:  New  York,  Cincinnati,  Chicago,  Cleveland  •  Sales  Representatives:  NBC  Spot  Sales:  Detroit, 

Los  Angeles,  San  Francisco.  Bomar  Lowrance  &  Associates,  Inc.,  Atlanta,  Dallas  Crosley  Broadcasting  Corporation,  a  division  of  ̂ KCO 
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GM  RE-RUNS  TOP 

FIRST  RUN  RATINGS 

a/ud  WJZ-TV  (BALTIMORE)  ̂ ux/eA.  it  I! 

TIME  BUYERS 

WJZ-TV  offers  you  Baltimore's  best  buy 
in  early  or  late  evening  minute  spots  . . . 

participations  in  M-G-M's  great-rated 
features.  For  a  cost-per-thousand  story 

that  can't  be  beat,  contact  your  Blair- 
TV  man  now! 

STATION  OWNERS 

If  you're  considering  the  purchase  of  a 
major  studio  feature  library,  remember 

M-G-M  not  only  offers  you  the  over-all 
selection  of  the  finest  motion  pictures 

ever  made  . . .  but  also  offers  you  docu- 
mented proof  that  its  films  RATE 

GREAT  in  first  runs,  and  re-runs,  too! 

Contact  MGM-TV  today  for  full  details. 

A  SERVICE  OF 
LOEWS  INCORPORATED 

Richard  A.  Harper,  General  Sales  Mgr. 
1540  Broadway,  New  York  36,  N.Y. 2-2000 

First  Rui 

Wed. 

9/11/57 
Early  Sho\ ARB 

1 

N 

SIE  COME 

Re-Run 

14.8 

Sat.  3/1/58 

Early  Show  arb 

First  Run 

Tues.  LlLC 

11/8/57 
Late  Show ARB 

JU  f  §  f  1  f  |f  |  i|  »^ Re-I 

Part  One 

17.9 

Tues. 

4/8/58 
Early  Sh 

tun  * 

Part  Two 

16.5 

Wed. 

4/9/58 

OW  ARB 

First  Run 

24  ■  9  [m] 

Fri. 

12/6/57 

Late  Show    n  - 
ARB 

'ENDABLE 

Re- 

Part 
 
One 

26.0 

Sun. 

3/2/58 
Early  St 

Run  * 

Part  Two 

26.2 

Mon. 

3/3/58 
OW  ARB 

First  Rui 

Thurs. 

9/10/57 Late  Shov 
ARB 

1 

SECONDS 

ER  TOKYO 

Re- 

Part 
 
One 

21.6 

Wed. 
12/4/57 

Early  Sr 

Run  * 
Part  Two 

23.6 

Thurs. 

12/5/57 
OW  ARB 

5jS  MGM's  longer  features  are  shown  on  WJZ's  Early  Show 
in  two  installments  —  therefore,  the  two-part  rating. 



44ouj  Do  Rl-Ru^a  Rate,  ? 

OmL  OMAHA'S  WOW-TV  pw&  it!! 

TIME  BUYERS 

WOW-TV  offers  you  Omaha's  best 
buy  in  night-time  minute  spots  .  .  . 

participations  in  M-G-M's  great-rated 
features.  For  a  cost-per-thousand 

story  that  can't  be  beat,  contact  your 
Blair-TV  man  now! 

STATION  OWNERS 

If  you're  considering  the  purchase  of 
a  major  studio  feature  library,  remem- 

ber M-G-M  not  only  offers  you  the 
over-all  selection  of  the  finest  motion 
pictures  ever  made  .  .  .  but  also  offers 
you  documented  proof  that  its  films 

RATE  GREAT  in  first  runs,  and  re- 
runs, too!  Contact  MGM-TV  today 

for  full  details. 

FIRST  RUN 

SAT.  2/9/57 
10:45  P.M. 

ARB 

RE-RUN 

14.7 

FRI.  11/15/57 

11  P.M. 

ARB 

A  SERVICE  OF 
LOEWS  INCORPORATED 

Richard  A.  Harper,  General  Sales  Mgr 
1540  Broadway,  New  York  36,  N.  Y. 
JUdson  2-2000 

FIRST  RUN 

WED.  11/13/57 
10:45  P.M. 

ARB 

M-G-M's 

GASLIGHT 

RE-RUN 

24.2 

SAT.  11/23/57 

10:15  P.M. 
ARB 

FIRST  RUN 

WED.  2/6/57 

10:15  P.M. 
PULSE 

3-M's 
INKY 

GER 

RE-RUN 

9.6 

FRI.  2/14/58 
11  P.M. ARB 

FIRST  RUN 

FRI.  12/6/57 

11  P.M. 
PULSE Bii  ik  ins. 

3-M's 
ISTMAN 

Iff  MS  W 

TWICE 

RE-RUN 

SAT.  12/21/57 

10:15  P.M. 
ARB 



Half-hour  or  hour  format,  first  or 

umpteenth  time  around,  Hopalong 

Cassidy  is  unstoppable,  no  matter 

how  you  figure  it! 

RATING  (ARB  '58,  1st  half-year) : 

Fresno- 19.4.  i 

Huntington -24.0.  >  All  sixth  run! 

Johnstown -31.9.  ' 

SHARE  (ARB  '58,  1st  half-year): 

First  run  in  Knoxville  —  79%. 

Sixth  run  in  Minneapolis-St.  Paul  -82%. 

Nineteenth  run  in  New  York— 32%. 

AUDIENCE  GAINS  (ARB  '58  over 

comparable  '57) : 

Indianapolis- up  90%! 

Baltimore-up  113%! 

Spokane-up  114%! 

CPM  VIEWERS  ('58  ARB,  SRDS 
rates,  TV  Magazine  set  count) : 

Half-hour:  Baltimore  $.48; 

Johnstown  $.22;  Detroit  $.48! 

Full  hour:  Boston  $.62; 

Minneapolis-St.  Paul  $.58;  St.  Louis  $.34! 

If  you  have  any  questions,  shoot! 

VICTORY 
M  SALES 

PROGRAM 

a  division  of  California   national    productions.  inC 

IN   REVIEW  CONTINUED 

are  getting  new  mileage  out  of  an  honored 
tv  game  of  multiple  choice  questions  with 
theatrical  appeal.  A  trio  of  mustachioed 
gentlemen  is  introduced  and  two  married 

couples  playing  against  each  other  are  asked 
to  say  whether  Gentleman  X,  Y  or  Z  is 
sporting  a  real  mustache.  Similar  choices  are 
given  in  questions  using  objects  instead  of 
people.  The  idea  has  been  seen  time  and 
again  on  other  shows,  notably  People  Are 

Funny,  but  it's  still  entertaining  tv.  Play 
Your  Hunch  also  benefits  from  the  Merv 

Griffin  m.c.  personality. 

Production  costs:  Approximately  $25,000. 

Sustaining    on    CBS-TV    Monday -Friday, 
J 0:30-11  a.m.  EDT.  Started  June  30. 

SEEN  AND  HEARD 

Mutual  Broadcasting  System  is  topping 

the  Sunday  tv  panel  producers'  hands  and 
shooting  for  headlines  daily  with  its  Capital 

Assignment.  The  25-minute  radio  show  uses 
Washington  newspapermen  in  interviews 

tape-recorded  on  their  beats.  Cabinet  mem- 

bers, senators,  Bernard  Goldfine's  attorney 
— anybody  who's  making  Washington  news 
can  be  drawn  out  in  some  depth  on  the 
show,  which  presents  several  interviews  each 

evening.  The  announcer's  resume  of  head- 
line-type disclosures  after  each  interview 

is  neatly  done.  It  adds  up  to  a  real  con- 
tribution and  a  big  promotional  value.  But 

the  value  of  the  newspapermen's  skill  on 
the  beat  is  offset  in  some  cases  by  a  lack  of 
skill  before  the  microphone. 

The  latest  commercial  pitch  by  Brown  & 
Williamson  on  behalf  of  Viceroys  is  that 

it  has  a  "thinking  man's  filter  ...  a  smok- 
ing man's  taste,"  which  is  a  commendable, 

albeit  frightening  switch  of  copy  platforms. 
The  Ted  Bates  copywriters,  resting  from 

their  weary  toils  as  filter-trap  counters,  now 
are  insinuating  that  people  indulging  in 

competing  brands  just  aren't  all  there  and 
probably  trip  old  ladies  crossing  the  street. 

There  aren't  many  editors  around  who 
raise  orchids  on  weekends  nor  symphony 

conductors  who  lay  bricks  after  dropping 

their  batons.  But  there  are  a  lot  more  smok- 
ers around  who  prefer  to  use  matches  rather 

than  their  heads  to  light  up.  Mr.  Copy- 
writer, sit  back  and  have  a  Viceroy.  It 

might  be  un-American  not  to  do  so. 

BOOKS 

A  GUIDE  TO  YOUR  TELEVISION  AP- 
PEARANCE, by  Robert  C.  Diefenbach, 

published  by  the  author,  4819  Leland 
St.,  Chevy  Chase  15.  Md.  20  pages.  $1. 

This  is  brief,  businesslike  and  attractively 

illustrated  advice  by  a  member  of  the  WRC- 
TV  Washington  studio  operations  staff. 
There  is  quick  coaching  on  what  to  wear, 
what  to  do  about  makeup,  movement,  voice 

levels,  prompting,  cueing  and  how  to  get 

along  with  the  camera.  The  Guide  comes 

heavily  laden  with  endorsements  by  na- 
tional chairmen  of  the  two  political  parties 

and  producers  of  several  network  public 

affairs  panel  shows.  National  party  com- 
mittees are  distributing  copies  nationally. 

The  missionary  work  may  result  in  an  im- 

proved political  picture  this  election  season. 

OPEN  MIKE 

Top  40  (continued) 
EDITOR : 

The  ruckus  that  is  being  raised  anent  the 
NBC  Timebuyers  Poll  has  the  profession 
sitting  on  the  sidelines  chuckling.  What  a 

tempest!  And  to  think  that  so  far  no  time- 
buyer  has  been  consulted. 

First  of  all  many  stations  have  learned  the 
hard  way  that  not  all  timebuyers  are  obtuse. 
They  can  smell  a  loaded  poll  as  well  as  a 

rigged  station  rating. 
The  so-called  modern  stations  made  a 

determined  effort  to  achieve  high  ratings 

when  they  realized  many  timebuyers  were 
forced  to  buy  by  the  numbers.  (This  is  not 
as  prevalent  as  it  was  a  year  ago.)  So  they 

did  everything  in  their  power  to  gimmick 
up  their  stations  with  treasure  hunts,  license 
numbers,  giveaways  of  sundry  sorts,  etc., 

and  then  proceeded  to  use  overloaded  on- 
the-air  station  promotions  between  music 
and  news  ad  nauseum. 

Sure  they  added  to  their  stations'  listen- 
ing audience.  We  do  not  decry  the  music 

they  play  as  much  as  we  do  the  singing 
station  promotions,  augmented  with  echo 
chamber  efforts,  klaxon  cries  and  other 

devices,  all  usually  punched  up  well  over 

the  usual  sound  levels  accorded  paid-for 
commercials. 

A  fate  worse  than  death  would  be  to  force 

each  modern  station  manager  to  listen  to 
his  own  station  24  hours  a  day  for  seven 
consecutive  days! 

And  not  to  obfuscate  the  issue — no  one 

has  yet  come  up  with  the  sales-pull  angle. 
The  NBC  poll  honestly  tried  to  bring  out 
this  factor,  but  so  far  it  has  been  shoved 

aside  and  ignored  as  if  it  were  not  there. 

Ratings  don't  tell  the  sell  story. 

And  after  all,  in  this  business,  we're  all 
working  for  one  person — the  sponsor  who 
pays  the  bill  who  depends  upon  sales  and 
more  sales  to  help  pay  for  the  advertising 
which  provides  the  revenues  for  station 

operations. Evelyn  R.  V anderploeg 
Timebuyer 

Arthur  Meyerhoff  &  Co. Chicago 

Author,  Fan  Approve 

editor: 

The  wide  circulation  of  your  fine  book 
was  evident  the  day  the  July  21  issue  came 

off  the  press — I  received  so  many  com- 
ments from  my  friends  in  New  York  and 

Chicago.  I  know  that  within  the  next  day 
I  shall  be  hearing  from  the  West  Coast. 

James  G.  Cominos,  V.P. 
Needham,  Louis  &  Brorby Chicago 

[EDITOR'S  NOTE:  Mr.  Cominos  is  the  author  of 
"But  Will  They  Like  It  in  East  Cupcake,  Iowa?" which  appeared  in  MONDAY  MEMO,  July  211. 

EDITOR : 

Congratulations  on  your  "East  Cupcake" 
Monday  Memo  by  James  G.  Cominos.  It's 
basic  and  should  be  read  by  all  who  are  re- 

sponsible for  building  radio  and  tv  shows. 
Reprints  should  be  placed  in  the  hands  of 

all  the  "stars"  who  believe  that  impressing 
Broadway  and  Hollywood  is  the  prime 

requisite  for  success. 
Community   radio   stations   have  made 

Broadcasting 



Twin  City  People  Listen  to 

•  •  •  Appreciate  Good  Live 

Radio  Broadcasts 

Attend 

RADIO  S0Ur"»AUE  COURT 

"Standing  Room  Only!"  The  SRO  sign  went  up 

early  when  Don  McNeill's  Breakfast  Club 
show  originated  live  from  WTCN  Radio — 
coast  to  coast  to  the  American  Broadcasting 
Network.  Thousands  of  folks  in  the 

Minneapolis-St.  Paul  market  nocked  to  attend. 
They  came  to  see  Don  McNeill,  broadcasting 

from  the  Twin  Cities'  fabulous  Southdale 
suburban  shopping  center,  through  the 
facilities  of  WTCN. 

Here's  proof  that  Twin  Cities  people  listen  to 
WTCN  Radio  .  .  .  appreciate  WTCN  Radio  .  .  . 

and  attend  WTCN  Radio's  good  live  broadcasts. 

In  person  —  ABC's  popular 
Don  McNeill 

new  as  tomorrow  WTCN  radio 

MINNEAPOLIS    •    ST.  PAUL  represented  nationally  by  the  katz  agency 
AFFILIATE,  AMERICAN  BROADCASTING  NETWORK 
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PASCALS 

225%  t?E*TEK 

*DjLT  AUDIENCE 

TH*N  ITS  NEWEST 

CD^IPETITDI? ! 

—  A  pril,  Nielsen 

WRCV-TV,  Philadelphia 

BIG  RASCALS  on  WRCV-TV, 

NBC  affiliate  in  Philadelphia  .  .  . 

the  nation's  4th  largest  market, 
registered  a  228%  greater  adult 

audience  than  its  nearest  com- 

petitor and  a  144%  greater  adult 

audience  than  the  combined  au- 

dience of  the  competition  accord- 
ing to  the  April  1958  NSI  report 

based  on  total  homes. 

%  BIG  RASCALS  .     133  RKO 
Comedies  featuring 

Leon  Errol. 

GUILD LMS 

460  PARK  AVE.  N.  Y.  22,  N.  Y.  MU  8-5365 
IN  CANADA:  S.  W.  CALDWELL  LTD.,  TORONTO 

OPEN  MIKE CONTINUED 

great  progress  in  recent  years  because  they 

are  programming  for  the  "East  Cupcake" 
audiences.  Their  managements  and  staffs 

live  and  work  with  the  "down  home"  folks 
and  know  what  appeals  to  them. 

A  general  application  of  the  good  "horse 
sense"  principles  of  Jim  Cominos  would  re- 

act generally  in  much  greater  tune-in  to 
radio  and  tv  stations  throughout  this  U.S.A. 

George  C.  Biggar 

Preside  nt-Ma  nager 
WLBK  De  Kalb,  III. 

A  Matter  of  Time 

editor: 

Your  account  of  the  "Four- Year  Tv 

Course  Proposed  by  NYU"  [Stations,  July 
21]  is  the  sort  of  thing  that  makes  the  hair 
stand  up  on  the  necks  of  educators. 

Here  in  Detroit  we  are  of  the  strong  opin- 

ion that  only  the  lecture-demonstration  por- 
tions of  some  college  courses  can  be  success- 
fully transmitted  by  television.  Courses  such 

as  seminars  or  give-and-take  student-profes- 

sor relationship  courses  simply  aren't  suited 
for  the  lecture  technique. 

The  concept  that  you  can  complete  a  col- 
lege curriculum  on  tv  is  one  that  is  apt  to 

destroy  public  faith  in  the  use  of  tv  as  a 

tool  for  the  teacher.  This  isn't  education: 

it's  college  correspondence  school. 
[Moreover]  it  is  our  opinion  that  all  of 

the  students  wishing  to  take  part  in  such 

a  college  program  cannot  do  so  at  7  a.m. 
Many  are  free  only  in  the  evening,  and  we 

can't  expect  a  commercial  station  to  pry 
loose  prime  evening  time  for  the  benefit 
of  a  few  thousand  students  and  education- 

centered  viewers.  We  supplement  our  com- 
mercial tv  courses  [on  WJBK-TV  Detroit] 

with  more  extensive  presentations  on  ch.  56, 

Detroit's  educational  tv  station.  Enrollment 
in  these  courses  was  higher  than  enrollment 

on  the  commercial  station,  establishing  be- 
yond doubt  that  more  people  can  take  such 

courses  at  the  times  we  were  offering  them 
CONTINUED  on  page  24 
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Transmitter  Supervisor 

Wlllard  Peterson  (L)  and 

Chief  Engineer  D.  R.  Taylor 

checking  an  RCA-6166 

Says  Chief  Engineer  D.  R.  Taylor  of  KOLN-  TV  about  RCA  -6766's: 

"It  may  be  of  interest  to  you  to  know  what  tube  life  has  been  on  the  RCA-6166 
tubes  in  our  RCA  TT-50AH  transmitter.  This  transmitter  was  placed  in  operation 
about  3  years  ago.  One  tube  failed  recently . . .  after  19,498  hours  of  operation. 
It  was  one  of  the  original  tubes  purchased  with  the  transmitter . . .  another 

RCA-6166  is  still  in  service  and  has  16,514  hours  to  date.  The  average  life  for 
18  tubes  that  have  been  removed  from  service  is  9,297  hours. 

We  are  very  pleased  with  this  tube  life." 

KOLN-TV's  rewarding  experience  with  RCA-6166's  is  another  outstanding 
example  of  the  extended  service  that  many  television  stations  find  possible  to 

achieve  with  RCA  power  tubes— beyond  "normal"  tube  life  expectancy. 
This  is  the  kind  of  performance  that  lowers  your  transmitter  maintenance, 

minimizes  transmitter  "down-time"— and  pays  off  in  lower  tube  cost 
per  hour  of  transmitter  operation. 

Your  RCA  Industrial  Tube  Distributor  is  "headquarters"  for  every  RCA  type 
of  tube  used  in  your  station.  See  him  for  all  your  tube  needs. 

RADIO  CORPORATION  OF  AMERICA 

®  Electron  Tube  Division  Harrison,  N.  J. 





tommy 

Tommy  Hunter,  eight  years  old,  much  like 
every  other  kid  his  age  .  .  .  except  that  he 

couldn't  run,  jump,  and  play  quite  as  long 
as  the  others.  Tommy  had  an  inter-atrial 

septal  defect— literally  a  "hole  in  the 
heart".  Doctors  said  that  without  a  deli^ 
cate  and  dangerous  operation  he  would 
probably  live  only  half  his  normal  life. 
Tommy  was  wheeled  into  the  Stanford 

University  Hospital  surgery  at  9:15  on 
the  night  of  June  23.  By  10  PM  the  initial 
incision  had  been  made  and  the  chief  sur- 

geon was  approaching  the  heart.  Tommy's 
heart  was  open  for  22  minutes  while  a 

"heart-lung"  machine  took  over  the  func- 
tion of  maintaining  blood  flow  through 

the  body. 

The  operation  had  been  performed 
many  times  at  Stanford.  This  time  there 
was  one  deviation  from  normal  operating 
room  routine. 

The  entire  procedure  was  followed  by 
three  KPIX  television  cameras  and 

1,253,000  people  in  the  San  Francisco 
area.  The  powerful  lens  of  one  camera 
gave  viewers  an  unobstructed  view  of  the 

human  heart,  and  for  the  next  sixty  min- 
utes they  followed  every  deft  movement 

of  the  surgeons.  They  watched  as  the  boy's 
blood  was  diverted  by  the  heart -lung 
machine,  and  they  saw  the  doctors  per- 

form the  work  of  closing  the  hole  in  the 
heart  with  infinite  skill  and  precision.  By 
11:25  the  incision  had  been  sewn  up.  At 
that  time,  as  far  as  could  be  determined, 

the  operation  was  successful.  The  pro- 
gram was  over. 

Then  San  Francisco  exploded  with  in- 
terest, admiration,  and  praise.  98,000  con- 

gratulatory calls  jammed  the  television 

station's  switchboard,  all  papers  in  the 
Bay  Area  carried  front  page  stories, 

Tommy  got  5,000  get-well  cards,  reviewers 
hailed  the  program  as  one  of  the  great 
moments  in  television.  Recognizing  the 

deep  public  sympathy  for  Tommy,  radio 
and  TV  stations  and  newspapers  carried 
bulletins  on  his  progress  for  two  weeks 
after  the  operation.  Wherever  you  went 

in  San  Francisco,  "Tommy"  meant  only 
one  person. 

This  telecast  happened  because  of  a 
brave  boy,  because  of  even  braver  parents, 
because  of  a  surgeon  with  the  courage  to 

put  his  reputation  on  camera,  and  because 
of  a  television  station  with  unlimited  con- 

viction in  the  power  of  a  medium  and  an 

abiding  dedication  to  "programming  in 
the  public  interest".  As  a  result,  a  new 
respect  has  been  gained  for  the  miracles 

of  modern  surgery— and  television.  Many 

people  who  have  been  avoiding  or  defer- 
ring needed  surgery  because  of  the  fear 

of  the  mysteries  of  the  operating  room 
have  been  inspired  with  a  new  confidence. 
An  even  greater  number  have  found  new 
reason  for  increasing  their  support  of 
medical  research  organizations. 

Tommy's  fine.  He's  home  now  recuper- 
ating. Tommy  Hunter  will  probably  never 

fully  realize  how  well  he  has  served  his 
community. 

CIBA  Pharmaceutical  Products,  Inc. 

sponsored  the  90-minute  telecast  and 
reports  a  tremendously  appreciative  re- 

sponse. All  told,  their  identifying  mes- 
sages took  50  seconds. 

KPIX  San  Francisco 

Channel  5 

Westinghouse  Broadcasting  Company,  Inc. 
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done  it  again! 

FIRST  with  listeners! 

PULSE,  JUNE  1958,  SAYS  KLZ 

HAS  MORE  "FIRST-RATED" 

PERIODS  ALL  WEEK  LONG 

than  all  other  Denver  radio 

stations  combined! 

Do  as  other  smart  agencies  and 

clients  have  been  doing  for  years 

PUT  YOUR  SELLING  BUDGET  ON 

THE  DOMINANT  STATION! 

Phone  your  KATZ  man  or  Lee  Fondren 

in  Denver 

%adm 

560  Kc  lm  WMmBM  DENVER 

CBS  FOR  THE  ROCKY  MOUNTAIN  AREA 

ABOUT  THE  YEARBOOK 

Broadcasting  has  received  scores 

of  letters  asking  the  whereabouts  of 

the  radio  and  tv  Yearbooks.  In  an- 

swer: Beginning  this  year,  both  Year- 
books are  being  combined  into  a 

greatly  expanded  and  improved  single 
edition,  scheduled  for  publication  next 
month.  The  combined  Yearbook  will 

sell  for  $4.  Current  subscribers  whose 

subscriptions  include  either  or  both 

of  the  two  Yearbook  issues  will  re- 
ceive the  new  edition  at  no  additional 

cost. 

on  the  educational  station  than  at  the  times 
available  on  commercial  outlets. 

Just  how  any  university  can  hope  to  pre- 
sent a  complete  four-year  program  on  tv, 

if  indeed  such  a  proposal  has  been  con- 
sidered, would  seem  most  ambitious  in  the 

light  of  available  time  on  commercial  sta- 
tions. If  four  courses  are  given  each  semes- 

ter the  first  year,  eight  would  be  needed  the 

second  year  to  carry  on  the  first  year's  stu- dents and  take  care  of  the  new  class.  In  five 

years  (you'd  need  that  many  at  the  rate  of 
four  courses  a  semester)  20  courses  a  week 

would  require  tv  time.  Can  commercial 
television  meet  these  demands  in  New  York 
and  across  the  country? 

W.  T.  Rabe 

Public  Information  Director 

U.  of  Detroit,  Detroit 

Figures  in  Question 
editor: 

We'd  like  to  correct  what  appears  as 
an  erroT  possibly  precipitated  by  hasty 

judgment  on  the  part  of  TvB.  The  article 
in  question  appeared  in  the  July  21  issue 

under  the  ominous  heading,  "Counterblast 
at  ANPA  Bureau  Loosed  by  CBS  Tv  Spot. 

TvB."  Specifically  our  argument  concerns 
percentages  contained  in  the  following  para- 

graph: 
Norman  E.  (Pete)  Cash,  TvB  president,  as- 

serted the  Bureau  of  Advertising's  research 
"contradicts  what  anyone's  seen  before"  in 
showing  the  average  500-line  newspaper  ad  as 
seen  by  25%  of  readers.  Advertising  Research 
Foundation's  study  of  newspaper  readership  as well  as  Starch  reports  placed  the  figure  at  13%, 
he  pointed  out. 

TvB  is  wrong  in  saying  we  used  "25% 
of  readers."  What  we  did  was  to  use  the 
most  current  readership  figures  which  show 
that  a  427-line  ad  has  on  the  average  a 

15.5%  noted  readership.  Then,  in  the  in- 

terest of  fair  play  and  ultra-conservatism, 
we  assumed  that  a  500-line  ad  would  get 
at  least  15%  noted  readership. 

For  the  record,  Starch  reports  that  15% 

of  the  readers  of  newspapers  will  note 
a  500-line  ad.  This  amounts  to  25%  of  the 
individuals  who  observe  anything  on  the 

page,  not  to  "25%  of  readers." Perhaps  Mr.  Cash  will  be  good  enough 

to  take  a  second — and  longer — look  at  our 

figures.  We're  quite  serious  about  them. 
Howard  D.  Hadley 

Research  Vice  President 

Bureau  of  Advertising,  ANPA 
New  York 
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"JJnited 

J>ress 

U  P  I  NEWS  PRODUCES 

J  international 

Regularly  throughout  the  day  we  cut 

our  wires  to  feed  in  regional  news. 

"Splitting  the  wire,"  we  call  it. 

The  more  splits,  and  the  longer  they  are, 

the  more  regional  news. 

United  Press  International  gives  you 

the  longest  splits  and  the  most— 22  on 

both  weekdays  and  Sunday.  They  bring 

you  an  unmatched  7  hours  and  10  min- 

utes of  regional  news  every  day. 

Our  Broadcast  News  Timetable  shows 

details.  Would  you  like  a  copy? 
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BROADCAST 

TO 

Oakland  County 

MICHIGAN 

CONCENTRATED 

MICHIGAN  AUDIENCE 

serving 

631,000 

consumers 

1s
t 

IN  PONTIAC  HOOPER 

7:00  A.M.— 12:00  Noon 
Monday  Thru  Friday 

12:00  Noon— 6:00  P.M. 
Monday  Thru  Friday 

WPC  N 39 46.5 

Sta.  B 24.1 14.0 

Sta.  C 11.9 8.1 

Sta.  D 10.0 
5.4 

C.  E.  Hooper,  May,  1958 

CONTACT 

VENARD  RINTOUL  &  McCONNELL,  INC. 

Associated  with  Lansing's 

WflLS 

tfctf^  news  ̂  
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OUR  RESPECTS 

to  Richard  Harper  Graham 

Twenty  years  ago.  one  of  NBC's  programs  was  involved  in  an  infringement  suit. 
The  charge  was  made  that  Amos  'n  Andy,  probably  radio's  top  program  at  the 

time,  bore  more  than  a  coincidental  resemblance  to  the  blackface  vaudeville  act  of 

Moran  and  Mack.  Delegated  to  prepare  the  defense  was  a  26-year-old  lawyer, 

Richard  Harper  Graham,  who  had  joined  RCA's  west  coast  legal  staff  only  a  few 
weeks  before.  To  young  Mr.  Graham  this  was  a  thrilling  assignment,  a  chance  to 

defend  Amos  'n'  Andy  and  perhaps  to  meet  the  originators  of  those  characters  in 
person.  So  he  set  to  work  with  a  will  and  he  did  his  job  so  diligently  that  he  con- 

vinced the  attorneys  for  Moran  and  Mack  they'd  better  forget  the  whole  thing. 
The  suit  was  dropped  without  ever  getting  to  court. 

Settling  disputes  before  they  get  to  court  is  still  standard  operating  procedure 
with  Dick  Graham,  who  today  is  vice  president  for  law,  NBC  Pacific  Div.  He 
also  handles  legal  work  for  RCA  on  the  West  Coast  and  is  a  member  of  the  board  of 

directors  of  Hope  Enterprises,  of  which  NBC  is  half-owner.  Preventive  law,  he 
says,  is  what  his  department  practices.  Its  efforts  are  devoted  to  keeping  NBC 
out  of  trouble  and  out  of  court.  If,  as  sometimes  happens,  they  are  not  successful 
in  that  endeavor,  outside  counsel  is  engaged  to  represent  NBC  in  court. 

A  native  Californian,  born  May  8,  1911,  in  San  Diego,  Dick  Graham  didn't 
get  acquainted  with  his  home  state  until  quite  a  while  later.  His  father,  who  was 
also  a  lawyer,  took  a  flyer  in  the  cocoanut  business,  which  was  centered  in  England, 

and  moved  his  family  there  shortly  after  Dick's  birth.  There  they  stayed  through 
the  early  years  of  World  War  I  and  when  they  returned  to  the  United  States  in 
1917  it  was  to  Florida  and  not  California. 

Dick  attended  public  grammar  school  in  Jacksonville,  Swanee  Military  Academy 
in  Tennessee  and  in  1928  entered  New  York  U.  as  an  engineering  student.  With  the 

depression,  a  pay  envelope  became  more  important  than  a  college  education  and  Dick 
quit  school  for  a  job  as  a  laborer  with  a  Louisiana  oil  company,  although  the  post 

carried  the  glamorous  title  of  "student  engineer."  A  year  later,  the  refinery  closed 
down  and  Dick  headed  for  New  Orleans  where  he  landed  a  job  as  driver  for  a 
laundry,  with  no  fancy  title  attached. 

Moving  west  to  Los  Angeles,  Mr.  Graham  began  his  career  in  law  as  a  messenger- 

clerk  for  O'Melveny  &  Myers,  then — and  now — one  of  the  city's  leading  legal 
firms.  Dick  stayed  there  for  five  years,  working  days  and  in  the  evening  attending 

Loyola  U.'s  law  school.  Graduated  in  1936,  he  was  admitted  to  the  California  Bar 
in  1937.  Early  the  following  year,  he  heard  that  Frederick  Leuschner,  west  coast 
attorney  for  RCA,  needed  an  assistant.  Dick  walked  in  cold  and  got  the  job. 

When  Mr.  Leuschner  died  at  38  the  day  before  Pearl  Harbor,  Richard  Graham  suc- 
ceeded him  and  ran  the  office  until  1943,  when  he  was  commissioned  a  lieutenant 

(j.g.)  in  the  Navy  and  assigned  to  duty  as  industrial  relations  officer  for  the  Naval 

aviation  production  program  on  the  West  Coast.  The  following  year  he  was  trans- 
ferred to  Washington,  D.  C,  as  administrative  officer  of  the  production  division, 

Bureau  of  Aeronautics,  where  he  served  until  his  discharge  with  the  rank  of  full 
lieutenant  in  1946.  He  is  now  a  lieutenant  commander  (ret.). 

Then  it  was  back  to  California  and  to  the  legal  problems  of  NBC,  which 

have  kept  him  occupied  ever  since.  Talent  contracts  and  package  production  con- 
tracts for  both  live  and  film  programs  account  for  most  of  his  activities  on  behalf  of 

NBC,  but  he  is  also  concerned  with  copyright,  real  estate,  taxes  and  such  matters, 
even  to  gas  and  oil  leases.  He  keeps  abreast  of  labor  laws  and  proposals  to  amend 
them  on  the  state  level,  although  he  is  not  as  directly  involved  in  union  negotiations  as 
he  was  before  NBC  established  a  labor  relations  department. 

"Our  main  function — the  main  function  of  any  house  counsel — is  to  tell  man- 

agement how  to  achieve  legally  whatever  it  wants  to  do  and  to  evaluate  for  manage- 

ment the  consequences  of  not  taking  our  advice,"  Mr.  Graham  sums  it  up.  "We  try 
to  tell  them  how  to  do  things,  contrary  to  the  way  outside  counsel  acts,  usually  to  tell 

them  they  can't  do  them." An  affable,  courteous  man  who  apparently  finds  it  easier  to  smile  than  to  frown. 

Dick  Graham  is  adroit  at  avoiding  publicity  for  himself  and  his  department,  a  most 

untypical  practice  in  the  Hollywood  area.  Dedicated  to  his  job,  as  he  firmly  believes 

any  good  corporation  house  counsel  must  be,  he  spends  long  hours  in  his  office, 

rarely  finding  time  to  relax  in  his  San  Marino  home,  which  he  does  best  while 

listening  to  his  extensive  collection  of  operatic  recordings. 
The  Grahams — she  was  Ethel  Dale  Stevens  of  Ogden,  Utah,  before  their  marriage 

m  1937 — have  two  children,  Holly,  13,  and  Alan.  12. 

No  joiner,  Dick  Graham  limits  his  organizations  to  three:  American  Bar  Assn., 

Los  Angeles' Bar  Assn.  and  Los  Angeles  Copyright  Society. 
Broadcasting 
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Mackenzie 

A  great  star  in  his ?i 

RICHARD  C 

as  Col.  Ranald  S.  Mackenzie.  He  brought  law  andjf 

A  flffiy  CHAPf
BZ^  U.S.  HISTORY!

 

His  orders  from  the  President  of  the  United  States: 

"BE  BOLD!  BE  ENTERPRISING!  BE  RELENTLESS!  MAKE  f 

HIS  LAND  A  FIT  PLACE  FOR  AMERICANS  TO  LIVE!" 
From  the  Archives  of  the  U.  S.  Cavalry 
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TO 

Polly  Allen Vance  Hicks Tom  Reilly 

Robert  Atwood Richard  Hoffman Lorraine  Ruggiero 

Mildred  Backus Dorothy  Houghey 
Joan  Rutman 

Aileen  Barry 
Joseph  Hudack 

Jay  Schoenfeld 
David  Belnaves Joan  Illmensee Genevieve  Schubert 

John  Bestecki Arthur  Jones 
James  L.  Shannon 

Philip  Birch Richard  P.  Jones 

Jayne  Shannon 
Joan  Blackman Louis  J.  Kennedy 'George  Simko 

L.  J.  Boyce Robert  Kibrick 
Jean  Simpson 

Philip  Branch Paul  Kizenberger Anne  Slattery 

Richard  Branigan Edward  Kobza Isabelle  Standard 

Charles  N.  Campbell Bobby  Landers 
Joan  Stark 

Jack  Cummings James  0.  Luce,  Jr. Grace  Stewart 

Vincent  Daraio Frank  Marshall Warren  Stewart 

Vincent  T.  Deluca Leonard  Matthews 
Philip  Stumbo 

John  M.  Flournoy Mary  McHugh Jeanne  Sullivan 

Donald  Foote Arthur  Meagher J.  R.  Telisky 

Frank  Gianattasio F.  C.  Miller 
Dorothy  Thornton 

Thomas  Glynn Kay  Morgan Richard  Vorce 

Frank  Grady Merle  Myers 
John  J.  Walsh 

Laura  Hall 
Jo  Napoli Tee  Watson 

W.  A.  Hammond 
J.  J.  Passmore Helen  Wilbur 

J.  J.  Hartigan William  Pellenz Charles  Willard 

John  T.  Hartigan Renee  Ponik Thomas  A.  Wright,  Jr. 

Helen  Hartwig Betty  Powell Ruth  Zozula 

A  WRC-TV  SPOT  CAMPAIGN  HELPS  YOUR  NETWORK 

TV  CLIENT  CASH  IN  ON  WASHINGTON'S  NEW  MONEY! 

Big  things  happen  when  you  have  a  spot  campaign 

on  WRC-TV.  For  example,  with  the  addition  of 

WRC-TV's  14/50  plan  —  14  announcements  per 

week  at  50%  discount  —  you  can  triple  the  audi- 

ence now  reached  by  your  client's  network  televi- 

sion show.  Here's  a  sample: 
tt-HOUR  NIGHTTIME  TV  PROGRAM 

Percentage  of  homes  reached  per  week  .  .  17.7 

Number  of  homes  reached  per  week  .  .  .  89,500 

Average  frequency  per  home  per  week  ....  1.0 
Total  net  cost  per  week  $1,590 

PLUS  14/50  PLAN 

,  55.0 
  287,100 

 2.0 

 $2,210 

It  is  important  that  Washington  receive  your  prompt 

attention  because  40%  of  its  families  have  new 

cash-in-hand  in  excess  of  $250  .  .  .  the  result  of  a 

retroactive  pay  raise  for  Federal  employees. 

There  has  never  been  a  better  time  to  go  all-out 

in  your  Washington  campaign.  Contact  WRC-TV 

or  NBC  Spot  Sales  now  for  all  the  details  of  a 

sales-winning  spot  schedule.  ̂ ^R^-"f"V  *  4 
THE  NBC  LEADERSHIP  STATION  IN  WASHINGTON,  D.  C. 

SOLD  BY  NBC  SPOT  SALES  Source:  A.  C.  Nielsen  Co. 

30    »    August  4,  1958 Broadcasting 



BROADCASTING 
THE  BUSINESSWEEK!. Y  OF  TELEVISION  AND  RADIO 

Vol.  55,  No.  5      AUGUST  4,  1958 

GOVERNMENT   READIES  CENSORSHIP 

Updated  version  of  World  War  II  rules  to  be  issued  on  stand-by  basis 

System  would  be  voluntary  but  administered  by  Office  of  Censorship 

The  White  House  is  expected  soon  to  issue  a  stand-by 
voluntary  censorship  code  to  be  invoked  by  television, 
radio  and  other  information  media  in  the  event  of  a 

national  emergency. 

The  code  is  similar  to  that  in  force  during  World  War 

II.  The  new  version,  however,  has  been  updated  to  en- 
compass nuclear  and  missile  warfare. 

As  in  World  War  II,  the  new  code  would  be  admin- 
istered by  an  Office  of  Censorship.  A  cadre  of  executives 

for  such  an  office  has  already  been  assembled  as  an  active 

reserve  and  is  ready  to  go  into  operation  at  the  President's 
command.  Many  of  those  in  the  reserve  cadre  served  in 

key  positions  in  the  World  War  II  Office  of  Censorship 
under  the  administration  of  Byron  Price.  Because  of 

security  restrictions,  their  names  cannot  be  revealed  at 
this  time. 

Text  of  Code;  From  sources  close  to  but  outside  the 

reserve  cadre  of  the  stand-by  Office  of  Censorship  Broad- 
casting has  obtained  a  copy  of  the  new  code.  Its  text 

appears  below. 
The  code  was  drawn  up  by  former  officials  of  the 

World  War  II  Office  of  Censorship.  It  was  approved 

some  time  ago  by  the  Secretary  of  Defense  and  the  chief 

of  the  Office  of  Defense  Mobilization.  Its  announcement 

has  been  delayed  only  because  of  the  White  House's 
desire  to  choose  a  propitious  moment  for  it.  Reportedly, 
the  White  House  has  not  wished  to  announce  the  code 

during  a  time  of  touchy  international  tension. 

It  is  understood,  however,  that  the  White  House  now 
intends  to  announce  the  code  within  a  month  so  that 

media  will  have  it  in  hand  and  can  be  prepared  to  in- 
voke it  at  once  if  the  need  arises. 

As  part  of  an  Operation  Alert  exercise  a  few  weeks 

ago,  the  code  was  transmitted  from  the  evacuation  head- 
quarters of  the  federal  government.  In  the  exercise, 

the  "government  reserve" — civilians  who  are  trained  to 
replace  government  officials  if  the  latter  are  casualties 

— established  a  seat  of  government  away  from  Wash- 
ington as  would  be  done  if  the  capital  were  to  be 

threatened  with  attack. 

Purpose  of  Publication:  The  code  has  been  kept  under 

wraps,  but  it  is  not  classified.  Broadcasting  is  publishing 

it  in  the  belief  that  doing  so  would  be  of  no  value  to  a  hos- 
tile power  but  of  considerable  value  to  the  television  and 

radio  broadcasters  who  would  be  expected  to  abide  by 

it  if  it  had  to  be  put  into  effect. 

A  code  for  censorship  in  time  of  war 

Here  is  the  text  of  the  "Stand-By  Volun- 

tary Censorship  Code"  approved  by  the 
U.  S.  defense  establishment  and  awaiting 
release  by  the  White  House: 

To  all  newspapers,  magazines,  radio  and 
television  stations,  and  other  conveyors  of 
information  to  the  public: 

This  code  is  issued  pursuant  to  instruc- 
tions of  the  President.  It  is  essential  that 

no  information  of  possible  value  to  our 
enemies  be  made  available  to  them.  Until 

detailed  guidances  are  promulgated,  all 

media  are  asked  not  to  publish  or  broad- 
cast 1  information  in  the  following  categories 

unless  the  information  is  made  available  for 

publication  or  broadcast  by  appropriate 
authority  or  if  no  objection  is  found  by 
the  Office  of  Censorship. 

The  code  is  but  a  guide  and  cannot  cover 
all  possible  contingencies.  Ask  yourself 

always,  "Is  this  information  I  would  like 
to  have  if  I  were  the  enemy?"  and  then 
act  accordingly.  Use  of  implication  or  specu- 

lation as  a  device  to  convey  information 

helpful  to  the  enemy  undermines  the  pur- 
pose of  voluntary  censorship. 

If  anyone  is  in  doubt,  in  any  particular 
case,  whether  the  information  in  question 
would  aid  the  enemy,  he  should  ask  for 
clarification  from  the  Office  of  Censorship, 
which  can  be  reached  by  mail  at  the  Office 
of  Censorship,  Washington  25,  D.  C,  or 

by  telephone  ■   or   . 

War  Plans 

War  plans,  or  diplomatic  negotiations,  or 

1  There  are  three  types  of  broadcast  media 
with  which  this  code  deals:  standard  broadcast 
stations,  fm  broadcast  stations,  and  television 
broadcast  stations.  The  signals  of  standard  broad- 

cast stations  can  be  disguised  in  such  manner, 
through  the  system  known  as  Conelrad,  as  to 
assure  reasonable  defense  against  their  use  by 
an  enemy  as  bombing  target  patterns.  Fm  broad- cast stations  and  television  broadcast  stations 
signals,  however,  cannot  be  so  disguised  because 
of  their  characteristics.  This  code  anticipates, 

therefore,  that  there  will  arise  circumstances 
other  than  those  here  covered  in  which  some 
broadcast  facilities  may  remain  on  the  air  in 
certain  emergencies,  when  others  oerforce  must 
remain  silent.  In  such  cases,  the  Office  of  Censor- 

ship will  be  concerned  only  with  those  that  are 
broadcasting.  Any  question  arising  with  respect 
to  the  silent  stations  should  be  addressed  to 
other  government  authorities.  The  identity  of 
those  authorities  will  be  communicated  to  sta- 

tions in  due  course. 

conversations  which  concern  military  opera- 
tions. 

Attacks 

Information  about  actual  or  impending 

enemy  attacks  on  continental  United  States, 

its  territories  or  possessions,  and  its  estab- 
lishments abroad  or  those  of  its  allies. 

It  must  be  borne  in  mind  constantly  that 

in  possible  nuclear  warfare,  in  particular, 

every  editor  and  broadcaster  should  assume 

responsibility  in  preventing  panic  and  need- 
less loss  of  life.  It  would  be  most  damaging 

to  the  public  interest  to  circulate  the  follow- 

ing: 

1.  Rumors,  unconfirmed  reports  and 

speculation  about  destruction  of  life  or 
property  or  fallout  possibilities  until  officially 
announced. 

2.  Information  about  actual  or  impend- 
ing enemy  attacks  on  continental  United 

States,  its  territories  or  possessions,  and 
its  establishments  abroad. 

3.  In  case  of  attack,  broadcasts,  regard- 
less of  context,  concerning  an  impending 
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CENSORSHIP  CODE  continued 

raid  or  during  a  raid,  except  as  authorized 

by  appropriate  authorities. 
It  is  requested  that  publication  of  radio 

or  television  broadcasts  immediately  follow- 
ing an  alert  or  an  attack  be  limited  to  offi- 
cial announcements  except  for: 

1.  The  fact  of  the  attack  and  the  general, 
but  not  the  specific,  area  of  its  impact; 

2.  The  bare  fact  that  defense  measures 

are  being  taken. 
Except  as  officially  announced,  the  nature 

of  the  attack  (whether  conventional  or  nu- 
clear, whether  by  air,  missile,  or  otherwise, 

or  how  many  planes,  missiles  or  other 

weapons  were  involved)  should  not  be  dis- 
closed or  estimated. 

After  an  attack  appears  to  have  ended, 
there  is  no  objection  to  general  descriptions 
of  what  has  happened  provided  such  reports 
(except  for  official  announcements)  do  not: 

1.  Deal  with  or  refer  to  unconfirmed 
versions  or  rumors. 

2.  Estimate  the  strength  of  the  attacking 
force,  such  as  the  number  of  planes  or 
missiles;  or  their  position  or  routes; 

3.  Estimate  extent  of  casualty  or  make 

any  reference  to  damage  to  military  ob- 
jectives such  as  fortifications,  railroads,  ships 

or  industrial  plants  engaged  in  war  work; 
4.  Describe  except  in  the  most  general 

terms  the  counter-measures  of  defense. 
At  no  time  should  photographs,  films,  or 

live  television  programs  portray  any  more 
information  than  is  given  official  clearance 
by  appropriate  authority  or  the  Office  of 
Censorship. 

As  used  in  this  section,  and  elsewhere 

in  this  code,  the  term  "officially"  means  by 
authority  of  constituted  federal  officials  un- 

der the  commander-in-chief,  and  does  not 
include  local  police  or  other  municipal  of- 

ficials unless  federal  officials  have  turned 

over  complete  authority  to  them  in  an 
emergency. 

In  short,  it  is  vital  that  the  enemy  should 
not  learn  from  our  press  or  broadcasters 
just  what  he  has  done  with  his  bombs, 
shells  or  missiles.  On  the  other  hand,  there 

is  left  considerable  scope  for  news  enter- 
prise. It  is  not  intended  to  place  any  barrier 

to  the  reporting  of  such  matters  as  feats 
of  heroism,  incidents  of  personal  courage, 
or  response  to  duty  of  the  military  or  civil 
defense  worker. 

Allied  Forces 

Location,  identity,  composition,  equip- 
ment, movement  or  prospective  movement 

of  United  States  (allied)  Army,  Navy  or 
Air  Forces  units. 

Identification  of  combat  casualties  until 

made  available  by  the  concerned  military 
department  or  next  of  kin. 

Ships 

Identity,  location,  character,  description, 
equipment,  assembly,  parts,  movements,  and 
prospective  movements  of  naval  vessels, 
transports,  and  convoys,  whether  of  the 

United  States,  its  allies  or  the  enemy,  by  sea 
or  air. 

Identity,  location,  cargoes  and  movements 
of  merchant  vessels  of  any  nationality. 

Existence  of  mine  fields  or  other  harbor 

defense,  including  secret  guides  to  navi- 
gators, by  sea  or  by  air. 

Production,  launchings  or  commissioning 

of  vessels,  aircraft,  or  missiles  of  any  type 
of  the  United  States,  its  allies  or  the  enemy, 

by  sea  or  by  air. 
Information  about  the  sinking  or  damag- 

ing of  war  or  merchant  vessels  of  the  United 
States,  its  allies  or  the  enemy. 

Aircraft  and  Missiles 

Disposition,  composition,  movements,  mis- 
sions, or  strength  of  United  States,  allied 

or  enemy  air  units;  military  activities  or 
commercial  airlines. 

Production  data,  including  information 

concerning  new  and  current  military  air- 
craft and  related  items  of  equipment,  in- 

cluding missiles. 

Fortifications  and  Installations 

Location  and  description  of  fortifications, 

coast  defense  emplacements,  anti-aircraft 
guns  and  other  air  defense  installations, 

including  defense  installation  details  of  pub- 
lic airports  used  for  military  purposes; 

location  or  description  of  camouflage 

objects. 
Production 

New  or  secret  weapons,  identity  and  loca- 
tion of  plants  making  them;  secret  designs, 

formulas,  processes  or  experiments  con- 
nected with  the  war. 

Rate  of  production,  stockpiling  and  con- 
sumption of  any  specific  type  of  war  ma- 

teriel used  in  or  for  specialized  military 

operations. 
Location,  movement  or  transportation  of 

war  materiel. 

Military  Intelligence 

Information  concerning  war  intelligence 

or  counter-intelligence,  operations,  sources, 
personnel,  methods  or  equipment  of  the 
United  States,  its  allies,  or  the  enemy. 

Classified  detection  devices. 
Classified  United  States  or  allied  means 

or  systems  of  military  communications. 
Sabotage  or  what  could  be  profitable 

sabotage  targets  to  the  enemy. 

War  Prisoners 

Information  as  to  arrival,  movements,  con- 
finement or  identity  of  prisoners  of  war. 

Identity  of  persons  arrested  or  interned  as 
enemy  aliens;  location  or  operation  of  alien 
internment  camps;  places  of  confinement 
of  civilians  convicted  of  treason,  espionage, 

or  sabotage;  persons  who  have  voluntarily 
submitted  themselves  to  protective  custody. 

Travel 
Information  about  the  movements  of  the 

President  of  the  United  States  or  of  other 

high  ranking  civilian  or  military  officials 
on  diplomatic  or  military  missions  for  the 
United  States  or  its  allies. 

Photographs  and  Maps 

Photographs  or  maps  conveying  any  of 
the  information  specified  in  other  sections 
of  this  code;  aerial  photographs  of  harbors, 

war  plants,  military  or  vital  defense  installa- 
tions. 

REPRINTS 

Broadcasting  is  making  copies  of 

the  text  of  the  stand-by  censorship 
code  available  at  cost — 10  cents  per 
copy,  minimum  order  10  copies. 

Write  Readers'  Service,  Broadcasting, 
1735  DeSales  St.,  N.W.,  Washington 

6,  D.  C. 

Weather 

Weather  forecasts  or  warnings  other  than 

those  officially  issued  by  the  Weather  Bu- 
reau under  specific  statement  that  they  are 

cleared  for  publication  and/ or  broadcast. 

When  appropriately  cleared  forecasts  or 

warnings  applying  to  areas  within  the  con- 
tinental United  States  are  received,  those 

published  by  a  single  newspaper,  or  broad- 
cast by  a  single  radio  or  television  station 

should  cover  only  the  state  in  which  pub- 
lished or  broadcast  and  not  more  than  four 

adjoining  states,  parts  of  which  lie  within 
150  miles  of  the  point  of  publication  or 

broadcast.  When  appropriately  cleared  fore- 
casts or  warnings  applying  only  to  oceanic 

or  coastal  waters  (including  storm,  gale, 

or  hurricane  warnings  for  coastal  areas) 

are  received,  they  may  be  published  or 
broadcast  without  restriction  as  to  area. 

Wind  direction  or  barometric  pressure  in 

current,  forecast,  or  past  weather  (including 
summaries  and  recapitulations)  except  when 
contained  in  emergency  warnings  released 
by  the  Weather  Bureau  specifically  for 
broadcast. 

Weather  maps  less  than  one  week  old. 
Note:  News  stories  and  photographs 

about  current  and  past  weather  occurrences 
in  the  state  of  publication  and  outside  the 

state  within  150  miles  of  the  point  of  publi- 
cation may  be  published  but  not  broadcast. 

News  stories  and  photographs  about  weather 
occurrences  in  other  areas,  especially  storms 
and  other  extremes,  will  be  appropriate  for 

publication  only  when  specifically  cleared 

through  the  Office  of  Censorship.  A  con- 
solidated table  containing  temperature  and 

precipitation  data  for  not  more  than  20 

localities  may  be  published  but  not  broad- 
cast. News  stories,  photographs  and  films 

about  weather  occurrences  in  any  area  will 

be  appropriate  for  broadcast  only  when 
specifically  cleared  through  the  Office  of Censorship. 

Interviews  and  Letters 

Interviews  with  service  men  or  civilians 

involving  combat  operations  outside  the 

continental  United  States  (including  ac- 

counts of  escapes)  should  be  submitted  be- 
fore publication  or  broadcast  either  to  the 

Office  of  Censorship  or  the  appropriate 

service  public  information  officer. 
Letters  from  combat  areas  are  censored 

in  the  field  only  for  home  consumption,  not 

for  publication  or  broadcast.  When  such 

letters  are  published  or  broadcast,  informa- 
tion in  conflict  with  provisions  of  this  code 

should  be  eliminated.  Special  care  should 

be  used  in  handling  escape  accounts  to  elimi- 
nate all  escape  details  and  information 

which  might  lead  to  reprisals  or  endanger 
future  escapes. 

Accredited  Correspondents 

No  provisions  in  this  code  modify  obli- 
gations assumed  by  accredited  correspond- 

ents who  accompany  United  States  armed 
forces. 

War  News  Coming  Into 
the  United  States 

Generally,  war  information  originating 
outside  the  United  States  territory  may  be 

published  or  broadcast  if  the  information  is 
carefully  attributed  (no  material  conflicting 
with  the  code  should  be  added  in  rewriting 
information  received  from  abroad). 
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Studebaker-Packard  quits  BDA  shop 

for  D'Arcy  in  before-the-fact  switch 
In  South  Bend,  Ind.,  last  week  the  as- 

sembly line  at  Studebaker-Packard  Corp. 
closed  down  for  a  changeover  to  1959  model 
dies.  But  in  New  York,  the  changeover 

was  not  restricted  to  assembly-line  produc- 
tion. The  $5  million  S-P  account,  serviced 

through  Burke  Dowling  Adams  Inc.,  New 

York-Atlanta-South  Bend,  since  spring  1957, 

was  on  the  move  again,  this  time  to  D'Arcy 
Adv.,  St.  Louis-New  York. 

Only  D'Arcy  and  BDA  had  been  notified 
of  their  respective  appointment  and  dis- 

charge. Strangely,  it  seemed  to  have  little 

bearing  on  the  situation  because  both  agen- 
cies reportedly  were  effecting  what  one 

BDA  executive  termed  "an  orderly  transfer 
of  account  responsibilities."  D'Arcy  was understood  to  have  hired  a  number  of  BDA 

creative  and  executive  people  assigned  to 

S-P  and  the  losing  agency  was  said  to  have 

turned  over  to  D'Arcy  the  first  batch  of 
1959  model  ad  plans. 

At  the  same  time: 

•  BDA  was  in  the  process  of  rounding 
out  negotiations  to  merge  with  an  agency 
with  billing  roughly  equal  to  that  of  BDA 
— $8.5  million  after  the  loss  of  S-P — but  its 

officers  declined  to  name  the  agency  in- 
volved. 

•  Radio-tv  people  were  beginning  to  ex- 
press hopes  that  Studebaker-Packard,  whose 

advertising  policies  had  been  formulated  by 

Curtiss-Wright  Corp.,  Wood-Ridge,  N.  J., 
since  early  last  year,  would  now  return  to 
the  broadcast  media  in  greater  force.  Under 

the  stewardship  of  C-W  chairman-president 
Roy  T.  Hurley,  the  automaker  has  been 

driving  out  of  radio-tv  with  what  both  RAB 

*/:w:-"-"v"v:v"-:v:^ 

What  may  be  the  actual  impetus  to 

the  impending  Studebaker-Packard  ac- 
count switch: 

The  Studebaker-Packard  business 
went  to  Burke  Dowling  Adams  on 

recommendation  of  long-standing 
BDA  client  Curtiss-Wright  Corp. 
which  in  1956  agreed  to  undertake  S-P 

"management"  until  the  summer  of 
1959.  With  S-P  and  C-W  agreed  on 
terminating  their  contract  at  this  time, 

Curtiss-Wright  probably  will:  (a)  Drop 
its  option  to  buy  5  million  shares  of 

S-P  stock  at  $5  each,  (b)  retain  owner- 

ship of  S-P's  Utica,  Mich.,  and  Chip- 
pewa-South  Bend,  Ind.,  plants  which 
the  automaker  leased  to  Curtiss- 
Wright  for  12  years  at  $25  million. 
The  plants  currently  are  operated  by 
C-Ws  Utica-Bend  Div.  Studebaker- 
Packard  will  no  doubt  keep  the  $25 

million  advance  rental — part  of  a  $35 
million  working  capital  deal  which 
also  included  the  surrender  to  C-W  of 
Studebaker-Packard  defense  contracts 

(for  $8  million)  and  S-P's  interest  in 

and  TvB  members  feel  was  "alarming 

speed." 

The  switch  in  accounts  is  becoming  one 
of  the  strangest  Madison  Avenue  stories  of 

recent  months.  With  S-P  management  to 
date  having  failed  to  notify  the  lame-duck 
agency  of  termination,  and  similarly  not 

informing  D'Arcy  of  its  expected  assign- 
ment, apparently  what  has  happened  is  that 

BDA  and  D'Arcy  executives,  in  a  show  of 
cooperation  towards  a  hard-pressed  adver- 

tiser (which  shares  less  than  1  %  of  the  U.  S. 
auto  market)  have  decided  that  time  is  of 
the  essence  and  that  nothing  could  be 

gained  were  both  agencies  to  await  formal 

notification.  BDA  will  collect  agency  com- 
mission for  60  days  following  notification. 

Burke  Dowling  Adams  Inc.  vice  presi- 
dent and  New  York  general  manager  James 

H.  Cobb  said  Wednesday  (July  30)  that  his 

office  had  received  "no  formal  notice"  from 

South  Bend  but  that  his  agency's  moves 
were  predicated  on  "sufficient  informal  in- 

dications" that  the  S-P  business  was  out  of 
the  shop.  He  indicated  that  upon  comple- 

tion of  transfer,  BDA  would  make  a  con- 
certed effort  to  put  its  auto  experience  to 

use  in  attracting  another  car  account — 

"probably  a  foreign  one." 
Once  a  dominant  broadcast  .  advertiser, 

S-P  (under  Curtiss-Wright  supervision)  has 
trimmed  radio-tv  to  the  bone,  re-allocating 
a  drastically-reduced  ad  budget  into  news- 

papers. It  was  understood  that  the  auto 
company  did  so  against  its  own  wishes  but 
felt  it  had  to  with  ad  budgets  predicated  on 

unit  sales — and  S-P's  unit  sales  for  the  past 
six  months,  for  example,  are  reflected  in  a 

Aerophysics  Development  Corp.  (for 

an  estimated  $2  million).  S-P  also  is 

expected  to  purchase  from  C-W  the 
distribution  franchise  for  Mercedes- 
Benz  autos  which  currently  is  owned 

jointly  by  Curtiss-Wright  (60%)  and 
Daimler-Benz  A.G.,  Stuttgart,  Ger- 

many (40%).  Late  last  week,  Stude- 
baker-Packard President  Harold  E. 

Churchill  was  understood  to  be  seek- 

ing new  working  capital  and  manage- 
ment help  from  Boston  financier 

A.  M.  Sonnabend,  head  of  Botany 
Mills  and  Hotel  Corp.  of  America. 

Studebaker-Packard's  fortunes  are 
still  dwindling.  Its  1957  loss  came  to 

$11,135,108  and  for  the  first  quarter 
of  1958  the  automaker  incurred  a 

further  loss  of  $6,294,480.  With  the 
entire  S-P/ C-W  situation  in  a  state  of 

flux,  no  agency  confirmation  per  se  is 
expected  before  the  two  companies 
have  parted  ways;  until  such  a  time 

S-P  is  not  fully  free  to  act  as  its  own 

agent  and  fire  the  agency  its  "guard- 
ian" picked  out  last  year. 

TOP  THREE  in  the  Studebaker-Packard  ad- 
vertising arsenal  (top  to  bottom):  the  Stude- 

baker  Hawk  and  Scotsman  and  the  Mer- 
cedes-Benz 220-S  convertible. 

production  cutback  of  20,000  Studebakers 
and  Packards.  The  firm,  once  a  network 

tv  advertiser  (ABC-TV's  Tv  Readers'  Digest), 
S-P  since  mid-1957  has  been  out  of  that 
medium,  has  trimmed  tv  spot  from  about 

$650,000  to  $54,000.  Its  15  S-P  Dealer 

Assns.  spent  roughly  $25,000  in  intermit- 
tent year-round  tv  spot  in  Los  Angeles  and 

Chicago,  and  some  $5,000  in  Cincinnati. 
The  factory  last  fall  limited  its  broadcast 
push  to  $100,000  worth  of  time  on  CBS 
Radio  (201  affiliates)  and  17  independents 

during  a  two-week  "blitz"  in  November. 
This  is  what  the  account  switch  means: 

•  D'Arcy  will  once  again  work  on  the 
auto  account  after  having  serviced  Packard 
Div.  (inherited  in  1955  from  Ruthrauff  & 

Ryan)  from  January  1956  to  the  time  this 
division  was  consolidated  with  Studebaker 

Div.  [out  from  Roche,  Williams  &  Cleary, 

Chicago]  at  Benton  &  Bowles  in  mid- 1956. 
(B&B  resigned  the  account  in  April  1957 — 
effective  July  5  that  year — because  of  an 
admitted  "conflict  of  minds"  with  C-Ws 
Mr.  Hurley  [Advertisers  &  Agencies, 

April  22,  1957].)  While  D'Arcy  is  not  yet 
in  a  position  to  comment  on  media  plans, 

it  is  expected  to  use  more  radio-tv  to  intro- 
duce a  radically-new  Studebaker  car  de- 

scribed as  "smaller  but  not  small." 
•  Burke  Bowling  Adams  will  suffer  the 

loss  of  its  biggest  account  but  no  doubt 

will  retain  Curtiss-Wright  Corp.  which  it's 
handled  since  the  agency's  founding  19 
years  ago  in  1939.  With  several  other  losses 

incurred  over  the  past  year,  BDA's  billing 
comes  down  to  $1  million  more  than  its 

status  at  the  time  it  parked  Studebaker- 
Packard.  Personnel  cutbacks  are  expected 
to  affect  some  55  people  and  the  South 
Bend  office  will  be  shut.  BDA  also  will  lose 

$500,000  billing  from  Daimler-Benz  of 
North  America  Inc.  (Mercedes-Benz  autos) 
which  uses  the  S-P  dealer  task  force,  and 
the  $1  million  S-P  Dealer  Assns.  account 
also  is  slated  to  go. 

WHAT  IT  ALL  MEANS 
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SPONSORS  HEAD  FOR  FALL  TV  FOLD 

Business  perked  up  appreciably  at  the 
television  networks  last  week. 

All  three  reported  important  nighttime 
sales  for  fall— and  in  addition  ABC-TV 

brought  its  new  daytime  "Operation  Day- 
break" project  up  to  the  five-sixths  sold-out 

level  and  also  was  assured  of  the  station 

clearances  needed  to  make  it  go. 

Bulova  Watch  Co.,  switching  from  its 

spot-buying  pattern,  signed  for  some  $7.5 
million  in  alternate-week  sponsorships  of 
three  NBC-TV  nighttime  shows. 

Reynolds  Metals  bought  full  sponsorship 

of  ABC-TV's  new  nighttime  Walt  Disney 
Presents  on  an  alternate-week  basis,  while 

Lever  Bros.,  General  Mills,  Sunshine  Bis- 
cuit and  Shulton  Inc.  brought  to  10  the 

number  of  advertisers  set  for  "Operation 
Daybreak"  programming  (see  page  44). 

At  CBS-TV,  meanwhile,  Pittsburgh  Plate 
Glass  Co.  joined  the  roster  of  sponsors  on 

that  network's  new  hour-long  Garry  Moore 
Show.  Details  follow. 

BULOVA  WATCH  CO.  will  put  its  adver- 
tising budget  of  $7.5  million  into  co-spon- 

sorship of  three  major  shows  on  NBC-TV, 
switching  its  advertising  pattern  from  spot 
to  network,  starting  this  fall.  In  addition, 

Bulova  will  also  use  a  small  magazine  sup- 
plementary campaign. 

The  television  deal  was  consummated  by 

John  H.  Ballard,  president  and  chief  execu- 
tive officer  of  Bulova  Watch  Co.,  Robert 

E.  Kintner,  president  of  NBC-TV,  and  C. 
Terence  Clyne,  vice  president  of  McCann- 
Erickson,  agency  for  Bulova. 

The  programs  Bulova  will  underwrite  on 
an  alternate  week  basis,  are  the  Ed  Wynn 
Show,  which  starts  on  the  network  Sept.  25 

(Thursday,  8-9:30  p.m.)  and  will  be  co- 
sponsored  by  Liggett  &  Myers  Tobacco  Co.; 

M-Squad  (Fridays,  9-9:30  p.m.),  co-spon- 
sored by  American  Tobacco  Co.,  and  Drag- 

net (Tuesday,  7:30-8  p.m.)  starting  Sept.  23. 
The  latest  buy  for  the  McCann-Erickson 

client  brings  to  15  the  number  of  evening 
shows  under  the  agency  banner  this  fall. 
Aside  from  these  three  the  roll-call  includes 
Desilu,  Steve  Canyon,  Eddie  Fisher,  Brains 

and  Brawn,  Wagon  Train,  George  Burns 

Show,  Death  Valley  Days,  Sky  King,  What's 
My  Line?,  Bob  Hope  Specials,  Gale  Storm 
Show  and  Wells  Fargo. 

REYNOLDS  METAL  CO.,  Richmond,  was 

last  week's  blue-chip  addition  to  ABC-TV's 
roster  of  name  nighttime  advertisers  for  the 
fall  season. 

Reynolds,  though  its  agency,  Buchanan 
&  Co.,  New  York,  bought  full  sponsorship 
of  Walt  Disney  Presents  on  an  alternate- 
week  basis  effective  with  the  fall  season.  This 

show  is  the  successor  to  Disneyland 

(Wednesday,  7:30-8:30  p.m.)  and  will  be 
designed  for  more  adult  audience  appeal — 
less  emphasis  on  animation  and  more  live 

action  sequences.  Reynolds  also  bought  co- 
sponsorship  of  All-Star  Golf  which  will  be 
programmed  Saturday,  5-6  p.m. 

ABC-TV  notes  the  Reynolds'  signing 
makes  the  Disney  show  three-quarters  sold. 
The  buy   also   represents   a   doubling  of 

DALY  SERIES  ALSO  SET 

P.  Lorillard  &  Co.  and  the  White- 
hall Div.  of  American  Home  Products 

will  sponsor  John  Daly  and  the  News 

on  ABC-TV  four  nights  a  week,  10:30- 
45  p.m.,  effective  Sept.  15.  Whitehall 

will  sponsor  the  Monday  and  Thurs- 
day newscasts  through  Ted  Bates  & 

Co.;  Lorillard  the  Tuesday  and  Friday 
shows  through  Lennen  &  Newell.  The 
show  is  not  scheduled  on  Wednesdays 

because  the  10  o'clock  Wednesday 
Night  Fights  ordinarily  runs  past 

10:30.  The  Daly  show,  whose  produc- 
tion costs  run  an  estimated  $3,000  a 

night,  and  its  sponsors  were  inad- 
vertently omitted  from  the  three-net- 

work fall  program  roundup  published 
by  Broadcasting  July  28. 

Reynolds'  participation  in  the  series,  having 
sponsored  an  alternate  half-hour  of  Disney- 
land. 

CBS-TV  had  the  SRO  tag  on  its  new 
Garry  Moore  Show  premiering  Sept.  30 

(Tuesday,  10-11  p.m.).  With  Revlon  Inc. 
(through  Warwick  &  Legler  Inc.)  already 

locked  in  for  a  half-hour  each  week,  the 
network  last  week  (July  31)  added  PITTS- 

BURGH PLATE  GLASS  CO.,  which,  effective 
Oct.  7,  will  alternate  with  Kellogg  Co.  (Leo 

Burnett  Co.)  in  picking  up  the  other  half- 
hour. 

Though  the  buy  is  PPG's  first  time  on 
nighttime  tv,  it's  no  stranger  to  personality 
Moore,  whom  it  sponsored  in  part  last 
spring  on  behalf  of  its  paints  division. 

BBDO,  handling  glass  products  commer- 
cials, also  is  agency-of-record;  the  paints 

division  commercials  will  be  placed  by 

Maxon  Inc.,  and  the  "corporate  story"  will 
be  told  by  Ketchum,  MacLeod  &  Grove. 

Commenting  on  the  latter  at  a  time  when 
some  corporate  advertisers  are  trimming 

their  tv  budgets,  PPG's  information  services 
director  M.  J.  Batenburb  noted  that  the  ad- 

vertiser had  gotten  "very  satisfactory"  re- 
sults from  Mr.  Moore's  daytime  CBS-TV 

strip  and  that  it  expects  "the  impact  of  night- 
time television  and  a  major  variety  show" 

to  tell  the  sponsor's  story — both  product- 
wise  and  institutional. 

Ad  Setup  Intact 

In  Blatz  Transfer 

Advertising  policy  and  agency  setup  of 
Blatz  Brewing  Co.  remained  intact  last  week 
after  the  $15  million  acquisition  of  its  assets 
and  business  by  Pabst  Brewing  Co. 

Pabst,  long  desirous  of  effecting  a  merger 

or  "straight  out  acquisition"  with  some  ma- 
jor company  [Advertisers  &  Agencies, 

April  7,  March  24],  bought  the  Blatz  Div. 
of  Schenley  Industries  for  $14.5  million  in 
cash  and  debentures,  200,000  shares  of 
Pabst  common  stock  and  stock  purchase 
warrants  of  350,000  shares.  Debentures 

totaling  $3.5  million  will  be  paid  in  install- 
ments until  1966. 

Announcement  of  the  purchase  was  made 

jointly  Wednesday  (July  30)  by  Harris  Perl- 
stein,  Pabst  board  chairman,  and  James  C. 
Windham,  Blatz  president,  who  assumes 
that  post  with  Pabst.  Frank  C.  Verbest  be- 

comes president  of  Blatz. 
Blatz  will  operate  as  a  separate  subsidiary 

of  the  new  parent  Pabst  Brewing  Co.,  ac- 
cording to  present  plans,  and  probably  re- 

tain its  present  agency.  Kenyon  &  Eckhardt. 
Though  possessing  a  modest  advertising 

budget  by  comparison  with  Pabst's  esti- 
mated $8-9  million,  Blatz  has  been  highly 

active  in  spot  radio  and  tv. 
It  sponsors  five-  and  ten-minute  live  local 

news-weather-sports  programs  in  some  23 
medium  and  smaller  size  markets,  a  sched- 

ule of  radio  announcements  in  100  cities 

and  tv  spots  in  50  markets,  in  addition  to 

its  programs. 
Blatz  maintains  a  large  plant  in  Milwau- 

kee while  Pabst,  headquartering  in  Chica?o. 
has  breweries  in  Los  Angeles,  Peoria,  111., 
and  Newark,  N.  J.,  as  well  as  in  Milwaukee. 

Together,  Pabst  and  Blatz  expect  to  pro- 
duce about  four  million  barrels  a  year. 

Mr.  Perlstein  stated  the  two  brands  will 

"complement  each  other"  and  pointed  out 
a  trend  among  national  brewers  toward 

"multiple  brand  distribution." 
Pabst  in  May  1957  transferred  the  bulk 

of  its  business,  including  Blue  Ribbon  Beer, 
from  Leo  Burnett  Co.  to  Norman  Craig  & 

Kummel.  Young  &  Rubicam  was  named 
to  handle  Eastside  Beer  while  Hoffman  and 

Pabst  Sparkling  Beverages  went  to  Grey 
Adv. 

Airline  Swaps  for  Ads 

Evoke  CAB  Complaint 

The  time-honored  advertising  technique 

of  "due  bills" — whereby  the  advertiser  pays 

for  his  space  or  time  in  trade — has  caused 
lifted  eyebrows  at  the  Civil  Aeronautics 
Board. 

The  CAB's  compliance  staff  filed  a  com- 
plaint two  weeks  ago  accusing  KLM  Royal 

Dutch  Airlines  with  exchanging  air  trans- 
portation for  advertising  and  publicity.  This 

contravenes  CAB  regulations  it  was  ex- 
plained, which  require  all  air  travel  to  be 

paid  at  existing  tariff  charges — except  for 
some  limited  and  specified  exemptions. 

The  complaint  is  considered  a  first  move 
by  CAB  staff  to  cut  back  the  growing  barter 

practice  in  which  airlines  furnish  transpor- 
tation to  radio  and  tv  contest  winners  in 

exchange  for  mentions  on  the  air. 
Not  considered  as  bad,  it  was  explained, 

are  straight  "bookkeeping"  arrangements 
whereby  the  station  buys  and  pays  for  air 
travel  and  the  airline  buys  and  pays  for 
advertising  and  publicity. 

The  complaint,  which  asked  CAB  to  hold 
a  formal  investigation,  named  five  instances 

where  KLM  furnished  transportation  in  ex- 
change for  advertising.  They  were:  WWDC 

Washington,  D.  C,  for  its  1957  "Miss  Wash- 
ington" contest;  Spotlight  Promotions,  New 

York,  for  The  Big  Payoff  television  pro- 
gram; Lorehn  Agency,  Houston,  Tex.,  for 

the  Houston  International  Flower  &  Garden 
Show;  Flack  Advertising  Agency,  Syracuse, 

N.  Y.,  for  Pond  Co.;  Willoughby  Camera 
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The  Next  10  Days 

of  Network  Color  Shows 

(all  times  EDT) 

CBS-TV 

Colorcasting  schedule  suspended  for 
summer. 

NBC-TV 

Aug.  4-8,  11-13  (12:30-1  p.m.)  //  Could 
Be  You,  participating  sponsors. 

Aug.  4-8,  11-13  (2:30-3  p.m.)  Haggis 
Baggis,  sustaining. 

Aug.  4,  11  (7:30-8  p.m.)  Haggis  Baggis, 
sustaining. 

Aug.  5,  12  (8-9  p.m.)  The  Investigator, 
RCA  Whirlpool  through  Kenyon  &  Eck- 
hardt  and  Liggett  &  Myers  through  Mc- 
Cann-Erickson. 

Aug.  6,  13  (9-10  p.m.)  Kraft  Mystery 
Theatre,  Kraft  Foods  Co.,  through  J. 
Walter  Thompson  Co. 

AST! N|® Aug.  7  (7:30-8  p.m.)  Tic  Tac  Dough, 
Warner-Lambert  through  Lennen  & 
Newell  and  RCA  Victor  through  Ken- 

yon &  Eckhardt. 

Aug.  7  (10-10:30  p.m.)  The  Price  Is 
Right,  Lever  Bros,  through  J.  Walter 
Thompson. 

Aug.  8  (7:30-8  p.m.)  The  Big  Game,  sus- taining. 

Aug.  9  (8-9  p.m.)  Bob  Crosby  Show,  par- 
ticipating sponsors. 

Aug.  10  (7-7:30  p.m.)  Noah's  Ark,  sus- 
taining. 

Aug.  10  (8-9  p.m.)  Steve  Allen  Presents 
Eydie  Gorme  &  Steve  Lawrence,  Ameri- 

can Machine  &  Foundry  through  Cun- 
ningham &  Walsh  and  Procter  &  Gamble 

and  Greyhound  Corp.  both  through 

Grey  Adv. 

Aug.  10  (9-10  p.m.)  The  Chevy  Show, 

Chevrolet  through  Campbell-Ewald. 

Stores,  New  York.  Details  were  not  made 
available. 

KLM  was  given  until  Aug.  17  to  respond. 
The  Civil  Aeronautics  Act  forbids  free 

transportation  except  in  specified  instances. 

Several  years  ago  the  CAB  waived  this  pro- 
hibition for  local,  feeder  airlines — permit- 

ting them  to  exchange  transportation  for 
advertising  and  publicity.  A  somewhat  simi- 

lar practice  by  Pan-American  Airways  was 
prohibited  in  1952.  Pan-American  was  of- 

fering free  transportation  to  authors  and 
newsmen  in  exchange  for  favorable  men- 

tion in  articles  and  books. 

Postal  Rate  Hike  Keys 

RAB  Promotion  Salvo 

The  postal  rate  hike  that  went  into  effect 

Friday  (Aug.  1)  is  being  used  widely  by 
radio  stations  as  the  key  for  a  concerted 

campaign  to  sell  radio  to  the  nation's  direct 
mail  advertisers. 

Leading  the  campaign,  RAB  already  has 
sent  (under  the  old  postal  rates)  some  4,000 
copies  of  a  four-page  newsletter  to  its 
850-plus  members,  for  distribution  to  local 
advertisers.  The  newsletter  is  titled  "Should 

You  Use  Direct  Mail?"  and  RAB  estimates 
an  additional  4,000  copies  will  be  sent  out 
within  a  few  weeks. 

The  newsletter,  some  details  of  which  are 

being  released  by  RAB  today  (Monday),  is 
designed  to  show  strengths  and  weaknesses 

of  direct  mail,  including  that  medium's 
rising  costs  in  recent  years.  A  series  of 
radio-vs.-direct  mail  comparisons  also  is 
provided.  These  range  from  advertising 
costs  in  each  medium  to  the  comparative 
abilities  of  radio  and  direct  mail  in  terms 
of  selectivity,  personalization  of  the  adver- 

tising message  and  consumer  retention  of 
the  message. 

"Direct  mail  advertisers  found  they  spent $1.8  billion  in  1957 — 7%  more  than  in 
1956  .  .  .  but  there  was  little  or  no  increase 
over  1956  in  the  total  number  of  direct 

mail  pieces  they  sent  out,"  the  brochure 
asserts.  "The  7%  gain  in  revenue  for  the 
medium  was  kicked  in  by  the  advertisers  to 

cover  skyrocketing  costs." 
"Should  you  use  direct  mail?"  also  cites 

as  an  example  the  case  of  a  furniture  dealer 
who  plans  to  imprint  and  mail  to  old  cus- 

tomers 1,000  postcard  reminders  of  his 
spring  clearance.  For  the  same  amount  of 

money,  the  brochure  maintains,  "he  could 
buy  enough  radio  announcements  to  deliver 
33,000  home  impressions  (an  average  for 
the  top  100  U.  S.  markets) — new  prospects 
and  old  customers  alike." 

The  newsletter  describes  direct  mail  as  an 

efficient  medium  for  (1)  a  big  business  sell- 
ing highly  specialized  products  to  another 

business;  (2)  magazines  or  other  businesses 

with  a  regular  weekly  or  monthly  mailing 

list  that  doesn't  have  to  be  bought  or  kept 
up  to  date  strictly  for  direct  mail  adver- 

tising purposes,  and  (3)  advertisers  with  a 

wide  profit  margin  that  can  support  high 
promotional  costs.  But,  the  brochure  em- 

phasizes, local  retailers  and  producers  do 

not  fit  into  any  of  these  categories — and 
thus  are  paying  the  penalty  of  high  adver- 

tising costs  needlessly  if  they  use  direct  mail. 

CO-OP  COMING  UP  •  Co-op  radio  cam- 

paigns will  figure  in  Midwest  and  South- 
west later  this  summer  as  Sinclair  Oil  & 

Gas  Co.,  Tulsa,  subsidiary  of  Sinclair  Oil 
Corp.,  introduces  new  trade  name  for  its 

liquid  propane  gas.  Product,  renamed  "Tru- 
flame,"  will  be  serviced  by  Watts  Payne 
Adv.,  Tulsa,  which  presently  is  preparing  ad 
program  via  Sinclair  distirbutors.  Amount 
of  money  to  be  spent  will  be  determined 
jointly  by  the  distributors  and  company. 

CLASSIC  LINE-UP  •  Sponsor  alignment 
has  been  set  for  ABC  Radio  and  ABC-TV 

coverage  of  College  All-Star  football  classic 
in  Chicago  Aug.  15,  on  basis  of  network  and 
client  announcements  last  week.  Liggett  & 

Myers  (L&M  cigarettes),  through  McCann- 
Erickson  Inc.,  and  Mennen  Co.  (toiletries), 

through  Grey  Adv.,  will  sponsor  telecast, 
with  Standard  Oil  Co.  (of  Indiana),  through 

D'Arcy  Adv.  Co.,  as  third  regional  advertiser 
for  15-state  midwest  area. 

Western  Airlines,  through  BBDO,  has 
signed  for  national  radio  coverage,  with 
Carling  Brewing  Co.  (Black  Label  beer), 
through  Lang,  Fisher  &  Stashower  Inc.  and 
Standard  as  regional  sponsors  in  Midwest. 

WGN-TV  and  WLS  Chicago  will  feed 
coverage  of  game  between  College  All  Stars 
and  National  Football  League  champion 
Detroit  Lions  starting  at  8:30  p.m.  (CDT). 

OIL  MONEY  «  Oklahoma  Oil  Co.  of  Chi- 
cago entered  Indiana  Friday  (Aug.  1)  with 

state  network  of  1 1  tv  and  18  radio  stations 

carrying  special  Herb  Shriner  Show  from 
Murat  Theatre  in  Indianapolis.  Business 
was  placed  through  Needham,  Louis  & 

Brorby  Inc.,  Chicago,  new  agency  for  Okla- 

homa Oil.  Weekend  "Oklahoma  Open 
House"  effort  (Aug.  1-2)  was  designed  to 

spotlight  firm's  absorption  of  81  gas  stations 

in  Indiana  and  will  be  followed  in  next 

eight  weeks  with  "heavy  schedule  of  broad- 
casting," including  radio-tv  spot  announce- ments in  13  markets. 

CAN  BE  TOLD  •  Lever  Bros,  decision  to 

sign  as  alternate  sponsor  with  Scott  Paper 
Co.  of  Father  Knows  Best  on  CBS-TV  start- 

ing Sept.  22  in  the  Monday,  8:30-9  p.m. 
slot,  was  announced  officially  Wednesday 

(July  30).  J.  Walter  Thompson.  N.  Y.,  is 

agency  for  both  advertisers. 

SOUTHWEST  STARTING  POINT  •  Mic 

ro-Lube  Sales,  Dallas,  Tex.,  is  using  radio  as 

part  of  six-month  campaign  in  Texas,  Okla- 
homa, Louisiana  and  Arkansas  for  engine  oil 

and  gas  additives.  Rogers  &  Smith  Adv. 

Agency,  Dallas  and  Kansas  City,  is  concen- 
trating use  of  Micro-Lube  jingle  around 

holidays  and  football  weekends.  Advertiser 

is  testing  promotion  in  four  southwestern 
states  for  planned  nationwide  campaign. 

GOING  WITH  GOSS  •  Miles  California 

Co.  (Alka-Seltzer)  today  (Aug.  4)  started 

sponsorship  of  Frank  Goss  News  (Mon.- 
Sat.,  7:30-45  a.m.  PDT)  over  KNX  Holly- 

wood and  CRPN.  Wade  Adv.,  Hollywood, 

placed  52-week  contract  for  22-station  CBS 
regional  network. 

NBC  RADIO  TAKERS  •  New  sales  re 

ported  for  NBC  Radio:  Q-Tip  Sales  Corp. 
(sanitized  cotton  swabs),  New  York, 
through  Lawrence  C.  Gumbinner  Adv.,  for 
10  one-minute  announcements  per  day  for 

13  weeks  starting  Sept.  15;  Lutheran  Lay- 

men's League,  St.  Louis,  through  Gotham- 
Vladimir  Adv.,  for  renewal  of  The  Lutheran 

Hour  (Sun.,  1:30-2  p.m.)  starting  Sept.  28; 
American  Tobacco  Co.  (Lucky  Strike), 

New  York,  through  BBDO,  New  York,  for 
renewal  of  10  Bob  and  Ray  segments  per 
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ADVERTISERS  &  AGENCIES  continued 

WFBC-TV  TOUTS  TOWER  UP  NORTH 

To  tell  the  story  of  its  market  area, 
slated  for  expansion  the  end  of  this 
month  with  a  move  to  a  new  tower  site, 

WFBC-TV  Greenville,  S.  C,  staged  a 

luncheon  and  demonstration  for  top-level 

agency  executives  at  the  Waldorf-Astoria 
in  New  York  last  Monday.  Accompanied 

by  South  Carolina's  Governor-elect 
Ernest  F.  Hollings,  21  industrial  firms 

went  along,  setting  up  exhibits  to  drama- 

tize the  importance  of  the  two  Caro- 
linas'  Piedmont  section. 

Some  200  executives  attended  from 

agencies,  NBC  and  Weed  Television 

Corp.,  WFBC-TV  national  sales  repre- 

sentative. Among  key  participants  and 

guests  were:  (seated,  1  to  r)  Wilson  C. 

Wearn,  assistant  to  the  president,  WFBC- 
TV;  Roger  Peace,  chairman  of  the 

board,  WFBC-TV;  Robert  Sarnoff,  chair- 
man of  the  board,  NBC;  Lewis  Avery, 

president  of  Avery-Knodel,  national 
sales  representative  of  WFBC  radio. 

(Standing,  1  to  r)  Joseph  J.  Weed,  pres- 
ident, Weed  Television  Corp.;  Charles 

S.  Reed,  vice  president  of  Duke  Power 

Co.  and  principal  speaker  at  the  lunch- 
eon; Robert  A.  Jolley,  president  of 

WFBC-TV,  and  Kenneth  Beachboard, 

general  manager  of  WFBC-TV. 

week  for  13  weeks  starting  Aug.  14;  Read- 

ers' Digest  Assn.,  Pleasantville,  N.  Y., 
through  J.  Walter  Thompson,  New  York, 

for  one-quarter  sponsorship  of  NBC  News 
on-the-Hour,  package  starting  July  21,  and 
American  Motors  Corp.,  Detroit,  through 

Geyer  Adv.,  New  York,  for  quarter  spon- 
sorship of  the  same  package  for  the  week 

of  Aug.  18. 

Lehn  &  Fink  Products  Corp.  (Lysol  pine 

scent),  New  York,  through  McCann-Erick- 

son,  New  York,  for  18  one-minute  and  18 

thirty-second  announcements  a  week  in  day- 
time programs  for  four  weeks,  starting  Oct. 

20;  Parker  Bros.  Inc.  (games),  through 
Badger  &  Browning  &  Parcher,  both  Boston, 

for  special  pre-Christmas  spot  campaign  for 
four  weeks  starting  Nov.  24.  Participations 
in  Monitor  during  August  were  ordered  by 

Wildroot  Co.,  Buffalo  (BBDO,  New  York), 
Texas  Co.  (Cunningham  &  Walsh,  New 

York)  and  Olin  Mathieson  Chemical  Corp. 

(Van  Sant,  Dugdale  &  Co.,  Baltimore). 

RECORDS  GETTING  SET  •  Tilds  & 

Cantz  Adv.,  Los  Angeles,  is  preparing  plan 

for  group  of  Los  Angeles  distributors  of 

phonograph  records  to  cooperatively  spon- 
sor radio  spot  campaign  to  promote  record 

albums.  John  Bainbridge,  agency  radio  di- 
rector, declined  to  go  into  details  until  plan 

is  set,  but  emphasized  that  it  involves  pur- 
chase of  spots  to  promote  disc  sales  and  not, 

as  had  been  reported,  paying  stations  to  play 

specific  records  on  air. 

HEAVY  RENEWERS  •  Renewals  by  two 

national  advertisers  last  week  represent  near- 
ly $5  million  in  daytime  gross  billing  at 

NBC-TV.  Sterling  Drug  Inc.,  New  York, 
renewed  effective  Sept.  17  as  did  Brillo  Mfg. 

Co.,  both  for  52  weeks.  Sterling's  renewal 
(via  Dancer-Fitzgerald-Sample)  involves:  al- 

ternate-week 15-minute  segments  in  Today 

Is  Ours  (3-3:30  p.m.)  on  alternate  Mondays, 
Wednesdays,  Fridays;  Modern  Romances 

(4:45-5  p.m.)  on  alternate  Mondays, 
Wednesdays,  Fridays;  The  Price  Is  Right 
(11-11:30  a.m.)  on  alternate  Mondays  and 

Wednesdays,  and  Treasure  Hunt  (10:30-11 
a.m.)  on  alternate  Fridays.  Brillo  (through 

J.  Walter  Thompson  Co.)  renews  alternate- 
Wednesday  quarter-hour  segments  in  Treas- 

ure Hunt,  It  Could  Be  You  (12:30-1  p.m.) 

and  Haggis  Baggis  (2:30-3  p.m.). 

THREE  TAKE  'IMPACT'  •  Newly-signed 
business  reported  by  CBS  Radio  Thursday 

(July  31):  Foster-Milburn  Co.  (Street  &  Fin- 

ney Inc.)  for  two  weekly  five-minute  "Im- 
pact" segments  for  52  weeks  effective  Sept. 

4;  Food  Specialties  Inc.  (Charles  F. 

Hutchinson  Inc.)  for  10  "Impact"  segments 
effective  Sept.  27,  and  Cowles  Magazines 

Inc.  (McCann-Erickson  Inc.)  six  "Impact" 
segments  between  this  Wednesday  (Aug.  6) 
and  next  Monday  (Aug.  10)  on  behalf  of 
Look  magazine. 

'Around  the  World'  Characters 

To  Sell  Schick  Safety  Razors 

Eversharp-Schick  safety  razors  has  al- 
located a  $4  million  advertising  program  in 

all  media,  including  a  television  spot  cam- 
paign. Compton  Adv.,  New  York,  agency 

since  last  April  for  Eversharp-Schick,  has 
worked  out  a  plan  with  the  Michael  Todd 
Co.  for  exclusive  national  rights  to  the 
characters  and  music  from  the  movie 

"Around  the  World  in  80  Days."  The  spot 
tv  schedule  will  be  one  of  the  heaviest  on 

a  national  basis,  and  every  major  market 
will  be  reached. 

Animation  has  been  used  to  tell  the  story 

of  "Around  the  World"  shaving  with  the 
Schick  safety  razor.  The  characters  of 
Phileas  Fogg  and  Passepartout  seen  in  the 
commercials  draw  heavily  on  the  description 

of  them  in  Jules  Verne's  novel,  and  Warren 
Schloat,  vice  president-associate  creative  di- 

rector of  Compton  Adv.,  has  created 

Schick's  Phileas  and  Passepartout  from 
those  descriptions.  An  original  Schick  jingle 
is  used  as  well  as  additional  characters 

pertinent  to  the  locale  of  each  commercial. 
Two  of  the  commercials  were  shown  to 

the  press  during  a  cocktail  party  at  which 
Patrick  J.  Frawley  Jr.,  president  of  Schick 
and  Michael  Todd  Jr.,  president  of  Michael 

Todd  Co.,  announced  the  tie-in. 

Tv,  Radio  to  Back  Coupon  Drive; 

Product  Participation  Available 

A  New  England-wide  coupon  mailing 

campaign  supported  by  radio  and  tv,  along 
with  other  media,  will  be  staged  in  the 
autumn  by  Oscar  E.  Rudsten  &  Assoc.  of 
Boston.  A  coupon  mailing  is  planned  to 
2,100,000  homes  in  all  New  England  states 

except  Vermont. 
The  drive  includes  1,700  one-minute 

spots  on  24  radio  stations  over  a  two-week 
period,  with  40  seconds  of  each  spot  de- 

voted to  a  round-the-world  prize  and  the 
remaining  20  seconds  to  participant  product 

stories.  Three  tv  spectaculars  are  planned 
in  Boston,  Providence  and  Hartford  or  New 

Haven.  Products  can  participate  in  the  pack- 
age at  a  cost  of  $27,300,  which  can  be  split 

into  three  separate  zones. 

The  coupon  mailing  will  offer  "giant 
value"'  savings.  The  all-inclusive  cost-per- 
product  participants  has  a  base  rate  of  $13 

per  thousand.  The  coupon  mailing  is  sched- 
uled Nov.  18. 

KTTV  (TV)  Promotes  in  East 

KTTV  (TV)  Los  Angeles,  which  earlier 
had  delivered  a  detailed  report  on  its  fall 

programming  plans  to  more  than  150  adver- 
tising executives  in  Los  Angeles  [Stations, 

July  21],  last  week  brought  its  story  to 
New  York  where  an  estimated  700  people  in 

the  advertising  business  saw  a  specially- 

prepared  videotape  presentation  at  the  Wal- 
dorf-Astoria. A  series  of  luncheons  was  held 

Monday-Wednesday.  The  videotape  was 

prepared  by  KTTV  and  fed  to  monitors  set 

up  at  the  hotel  via  closed  circuit  from  WOR- 
TV  New  York.  Also  highlighted  was  the 
use  of  VTR  in  both  KTTV  programming 

and  in  production  of  commercials  for  local 
advertisers.  Assist  in  arrangements  came 

from  Blair-Tv,  the  station's  national  rep. 
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SPEAKING 

OF 

AUDIENCE ! 

The  Baltimore  Memorial  Stadium,  July  8,  1958  .  .  . 
filled  with  A  CAPACITY  CROWD  of  50,000  during 

Twenty-fifth   ALL  STAR   Baseball  Game. 

The  NIELSEN  STORY:  (June,  1958) 

TWO  STADIUMS  the  size  of  the  above,  and  just  as  crowded,  would  be  needed  to 

hold  the  AVERAGE  DAILY  AUDIENCE  that  watches  "Uncle  Stu"  Kerr  as  THE  EARLY 

RISER,  7  to  8  A.M.,  Monday  through  Friday  on  WMAR-TV  Baltimore. 

AGAIN  IN  JUNE  —as  in  previous  reports— WMAR-TV  attracted 

more  home  viewing  more  hours  than  any  other  Baltimore  Television  Station  (aggre- 

gate of  "total  homes"  7  A.M.  to  midnight,  Sunday  through  Saturday). 

The  ARB  STORY  •  WMAR-TV  achieved  undisputed  leadership  in 

the  June,  1958,  study  of  The  Baltimore  Television  Audience  of  the  American  Research 

Bureau  with  a  35  per  cent  share  of  audience  in  Baltimore's  competitive  three-station 
market.  And  SEVEN  of  the  TOP  TEN  programs  are  on  Channel  Two. 

on   WMAR-TV,   9:45  to 
DIALING  FOR  DOLLARS 

10  A.M.,  Monday  through  Friday,  is  the  highest  rated  television  program  in  the 

market  between  the  hours  of  7  A.M.  and  7:30  P.M.,  Monday  through  Friday,  and 

also  has  the  highest  cumulative  rating  of  any  multi-weekly  program  before  7:30  P.M. 

^QBSa\  'n  Maryland,  most  people  wat
ch 

V     ̂ ^^^^^      M  T.l.nhnn.  Mulh»rrv  S.SA7B  TFIFVISION  AFFII  IATF  OF  T 
WMAR-TV. 

Contact 

On  This 

Telephone  Mylberry  5-5670  TELEVISION  AFFILIATE  OF  THE  COLUMBIA  BROADCASTING  SYSTEM 
Represented  by  THf  KATZ  AGENCY,  Inc.,  New  York,  Detroit,  St.  Louis,  San  Fronctsco,  Chicago,  Atlanta,  Dallas,  Los  Angeles 

Your  Katz  Representative  Today  .  .  .  Place  Your  Advertising 

Baltimore  Station  .  .  ,  Consistently  The  Leader 

channel 
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MOST X 

t The  WGAL-TV  audience  is  greater  than  the 

combined  audience  for  all  other  stations  in  the  Channel  8  coverage  area. 

See  Lancaster-Harrisburg-York  ARB  survey. 

Channel  S  •  Lancaster,  Fa.  •  3STBC  and  CBS 



ADVERTISERS  &  AGENCIES  continued 

PAYOFF 
A  CHRONICLE  OF  COMMERCIAL  PERFORMANCE 

k>  ,     _         ^    -         - '    m  mm 

MINUTE  A  DAY  •  William  Y.  Lee,  presi- 
dent of  the  COA  Stamp  &  Coin  Co.  in 

Fresno,  Calif.,  uses  the  minute  at  7:54  a.m. 

each  weekday  on  KBIF  Fresno  to  answer 
by  beeper  phone  questions  submitted  by 
listeners.  Mr.  Lee  reports  that  the  minute  a 

day  has  resulted  in  many  letters,  telephone 

calls  and  verbal  compliments.  One  new  cus- 
tomer came  in  to  say  that  he  heard  the 

broadcast  while  driving  to  work  and  up  to 
that  time  had  not  known  the  shop  existed. 

The  man's  cash  purchase  amounted  to  $2,- 
117.50.  "For  our  type  of  business  this  is  a 
generous  purchase,  as  95%  of  our  sales  are 

below  $100,"  Mr.  Lee  explains. 

BIG  THURSDAY  •  The  William  DePree 

Co.,  a  Zeeland,  Mich.,  furniture  store  re- 
ports it  sold  more  in  three  hours  than  it 

sells  in  a  normal  week  because  of  a  25-spot 
promotion  schedule  on  WHTC  Holland, 

Mich.,  and  one  full-page  ad  in  a  newspaper. 

On  "Terrific  Thursday"  sale  day,  customers 

began  waiting  at  6  a.m.  for  the  store's  doors 
to  open.  By  9  a.m.  a  crowd  estimated  at 
800  shoppers  filled  the  street  and  sidewalk. 
Three  hours  later  the  DePree  Co.  closed 

the  doors  on  a  short  but  record  sales  day. 

COOL  TIE-UP  •  In  an  eight-week  satura- 
tion radio  campaign  on  KRUX  Phoenix, 

Ariz.,  co-sponsors  Pepsi  Cola  Bottling  Co. 
and  Automotive  Air  Conditioning  Co.,  dis- 

tributor of  ARA  auto  refrigeration  units, 
combined  their  promotional  schedules  to 

focus  thinking  and  buying  habits  into  a  pre- 
summer  trend  that  resulted  in  soaring  sales 

to  match  climbing  temperatures.  The  com- 
bined promotion  was  a  listener  contest 

entitled  "Thermo-Quiz."  Clues  to  when  the 
thermometer  would  register  108  degrees 

were  broadcast  daily  over  KRUX,  and  dis- 
tributed in  clue  sheets  and  official  entry 

forms  through  more  than  500  dealers  repre- 

senting both  merchandise  lines.  Approxi- 
mately 17,000  responses  were  tabulated  to 

determine  the  winner.  Retail  sales  figures 
assured  both  sponsors  of  record  figures  for 
the  spring  and  summer  quarters,  and  the 
accelerated  consumer  demand  increased  new 

dealer  accounts  to  "totally  unexpected 
figures,"  the  sponsors  said. 

SNOBOY  SPIRAL  •  The  Rapid  City,  S.  D., 

office  of  Pacific  Fruit  Co.  purchased  a  par- 
ticipation in  the  Fun  Wagon  program  on 

KOTA-TV  Rapid  City,  and  put  "Snoboy," 
Pacific  Fruit's  identification  figure,  in  pup- 

pet form  for  1 5  minutes  every  other  Wednes- 

day night.  "Snoboy"  talked  with  the  chil- 
dren, through  Al  McDonald  of  KOTA- 

TV,  and  urged  them  to  have  their  parents 
look  for  him  when  they  bought  fruits  and 

vegetables.  The  success  of  "Snoboy's"  pro- 
motions since  his  first  appearance  can  be 

gauged  by  one  promotion.  Pacific  Fruit 
inserted  a  "Snoboy"  coloring  book  in  every 
bag  of  apples.  Prizes  were  awarded  to  chil- 

dren sending  in  the  best  colored  versions  of 
the  character.  The  contest  was  promoted 
over  51  television  stations  in  13  states,  but 

the  return  through  the  KOTA-TV  Fun 
Wagon  program  put  Rapid  City  in  first 

LATEST  RATINGS 

TOP  10  NETWORK  PROGRAMS 

Tv  Report  for  June 26-JuIy  2 

Rank %  Tv  Homes 
1.  Wells  Fargo 34.6 
2.  Gunsmoke 32.4 

3.  Wyatt  Earp 31.1 
4.  Restless  Gun 31.0 
5.  Have  Gun,  Will  Travel  28.5 
6.  Twenty-One 26.9 
7.  Bob  Crosby 25.6 
8.  Lawrence  Welk 24.9 

9.  I've  Got  a  Secret 
24.5 

10.  Father  Knows  Best 24.2 

No.  Tv  Homes 
Rank (000) 
1.  Wells  Fargo 11,497 
2.  Gunsmoke 11,414 
3.  Wyatt  Earp 10,401 
4.  Restless  Gun 

9,843 5.  Have  Gun,  Will  Travel  9,785 

6.  Twenty-One 

9,024 

10.  Wyatt  Earp 26.1 
7.  I've  Got  a  Secret 

8,747 

11.  Wells  Fargo 
28.9 

26.0 

8.  Lawrence  Welk 
8,590 

12.  Alfred  Hitchcock 26.8 25.7 
9.  Bob  Crosby 

8,512 
13.  Wagon  Train 
14.  Groucho  Marx 

25.6 
25.4 10.  Father  Knows  Best 

8,240 

27.1 

Copyright    1958    Videodex  Inc. 15.  Red  Skelton 
16.  Climax 

25.7 

25.4 
25.7 25.2 

17.  Father  Knows  Best 26.0 
25.1 

18.  I've  Got  a  Secret 
19.  Cheyenne 

26.5 25.9 25.1 24.7 

TOP  20  NETWORK 20.  What's  My  Line 
25.6 

24.7 
PROGRAMS 

Tv  Report  for  May Multi-weekly 

0nce-A-Week Rank 

Rating 

Rank 

Rating 

May 

June 

May 

June 1.  Mickey  Mouse  Club 

15.2 

13.7 
1.  Gunsmoke 39.6 38.9 2.  Price  Is  Right 1.1.8 11.5 
2.  Perry  Como 37.8 36.4 

3.  CBS  News 11.9 11.4 
3.  Have  Gun,  Will  Travel  29.8 29.8 4.  Art  Linkletter 10.4 9.8 
4.  Playhouse  90 30.6 29.8 5.  American  Bandstand 

10.1 

9.4 
5.  Danny  Thomas 31.2 29.2 6.  Guiding  Light 9.7 

9.2 
6.  Dinah  Shore 7.  Search  For  Tomorrow 9.1 

9.0 
Chevy  Show 28.6 

28.6 8.  Treasure  Hunt 9.5 9.1 
7.  Restless  Gun 28.7 27.7 9.  Copt.  Kangaroo 

9.6 

8.8 
8.  Loretta  Young 

28.5 
27.5 10.  Queen  for  a  Day 

9.7 

8.8 
9.  Lineup 28.1 26.7 Copyright  1958  Pulse Inc. 

BACKGROUND:  The  following  programs, 
in  alphabetical  order,  appear  in  this 
week's  Broadcasting  tv  ratings  roundup. 
Information  is  in  following  order:  pro- 

gram name,  network,  number  of  stations, 
sponsor,  agency,  day  and  time. 

American  Bandstand  (ABC-81):  participat- 
ing sponsors.  Mon.-Fri.  3-3:30,  4-5  p.m. 

Capt.  Kangaroo  (CBS- 105):  participating 
sponsors,  Sat.,  11  a.m. -noon. 

CBS  News  (CBS-62):  Whitehall  (Bates), 
Mon.-Fri.  7:15-7:30  p.m. 

Cheyenne  (ABC-119):  General  Electric 
(Y&R),  alternate  weeks,  Tues.  7:30-8:30 
p.m. Climax  (CBS-145):  Chrysler  (M-E),  Thurs. 
8:30-9:30  p.m. 

Perry  Como  (NBC-173):  American  Dairies 
(C-M),  Kimberly-Clark  (FC&B),  Kno- 
Mark  (Mogul),  Noxzema  (SSC&B),  RCA 
Whirlpool  (K&E),  Sunbeam  (P-P),  Sat. 8-9  p.m. 

Bob  Crosby  (NBC-173):  participating 
sponsors.   Sat.   8-9  p.m. 

Father  Knows  Best  (NBC-105):  Scott 
Paper  (JWT),  Wed.  8:30-9  p.m. 

Guiding  Light  (CBS-113):  Procter  &  Gam- 
ble (Com'pton),  Mon.-Fri.  12:45-1  p.m. 

Gunsmoke  (CBS- 172):  Liggett  &  Myers  (D- 
F-S),  alternating  with  Remington  Rand 
(Y&R),  Sat.  10-10:30  p.m. 

Have  Gun,  Will  Travel  (CBS-148):  Lever 
Bros.  (JWT),  alternating  with  American 
Home  Products  (Bates),  Sat.  9:30-10  p.m. 

Alfred  Hitchcock  (CBS-118):  Bristol-Myers 
(Y&R),  Sun.  9:30-10  p.m. 

I've  Got  a  Secret  (CBS-170):  R.  J.  Reyn- 
olds (Estv),  Wed.  9:30-10  p.m. 

Lineuv  (CBS-122):  Brown  &  Williamson 
(Bates),  Procter  &  Gamble  (Y&R),  Fri. 
10-1,0:30  p.m. 

Art  Linkletter  (CBS-93):  participating 
sponsors,  Mon.-Fri.  2:30-3  p.m. 

Groucho  Marx  (NBC -160):  DeSoto 
(BBDO),  alternating  with  Toni  (North), 
Thurs.  8-8:30  p.m. 

Mickey  Mouse  Club  (ABC-Ill):  participat- 
ing sponsors,  Mon.-Fri.  5-6  p.m. 

Playhouse  90  (CBS -134):  participating 
soonsors.   Thurs.  9:30-11  p.m. 

Price  Is  Riqht  (NBC-167):  participating 
sponsors.  Mon.-Fri.  11-11:30  a.m. 

Queen  For  a  Day  (NBC-161)  :  participat- 
ing sponsors,  Mon.-Fri.  4-4:45  p.m. 

Restless  Gun  (NBC-109)  :  Warner-Lambert 
(SSC&B),  Mon.  8-8:30  p.m. 

Search  for  Tomorrow  (CBS- 121):  Procter 

&  Gamble  (Burnett),  Mon.-Fri.  12:30- 12:45  p.m. 
Dinah    Shore    Chevy    Show     (NBC-176)  : 

Chevrolet  (C-E),  Sun.  9-10  p.m. 
Red  Skelton  (CBS-170):  Pet  Milk  (Gard- 

ner),   alternating    with    S.    C.  Johnson 
(FC&B),  Tues.  9:30-10  p.m. 

Danny  Thomas  (CBS-158):  General  Foods 
(B&B).  Mon.  9-9:30  p.m. 

Treasure    Hunt    (NBC-168):  participating 
sponsors,  Mon.-Fri.  10:30-11  a.m. 

Twenty-One    (NBC-151):  Pharmaceuticals 
'Kletter).   Mon.   9-9:30  p.m. 

Waqon    Train    (NBC -165):    Lewis  Howe 
(M-E).  Drackett  (Y&R),  Edsel  (FC&B), 
Wed.  7:30-8  D.m. 

Lawrence  Welk  (ABC-198)  :  Dodge  (Grant), 
Sat.  9-10  p.m. 

Wells    Fargo    (NBC-161):    Buick  (M-E), 
American  Tobacco  (SSC&B),  Mon.  8:30- 
9  D.m. 

What's  My  Line  (CBS-101)  :  Helene  Curtis 
(M-E),   alternating   with   Kellogg  (Leo 
Burnett),  Sun.  10:30-11  p.m. 

Wvatt  Earn  (ABC-137):  General  Mills  (D- 
F-S),    Procter    &    Gamble  (Compton), 
Tues.  8:30-9  p.m. 

Loretta    Young    (NBC-163):    Procter  & 
Gamble  (B&B),  Sun.  10-10:30  p.m. 

Broadcasting August  4,  1958    •    Page  39 



ADVERTISERS  &  AGENCIES  cont.nued FILM 

place  in  total  volume  of  apples  sold.  The 
increase  in  apple  business  for  the  Rapid 
City  area  amounted  to  1,650%.  The  office 
was  in  competition  with  such  metropolitan 
areas  as  Portland,  Ore.,  Salt  Lake  City  and 
Minneapolis. 

SUMMER  CLEARANCE  •  Harry  M.  and 

Alvin  S.  Kirson,  owners  of  Kirson's  De- 
partment Store  at  Annapolis,  Md.,  experi- 

mented with  a  three-day  saturation  radio 
campaign  on  WIPA  Annapolis,  utilizing  100 
minute  announcements  across  the  entire 

schedule,  to  advertise  the  store's  annual  sum- 
mer clearance  sale.  Kirson's  checked  the 

test  by  recording  each  customer's  address 
and  how  each  learned  about  the  sale.  The 

results:  The  advertising  cost  20%  less  than 
in  1957  when  only  the  local  newspaper  was 
used,  and  there  was  a  10%  increase  in 

revenue,  with  additional  effects  being  felt 
the  following  week.  The  store  also  reported 
the  campaign  resulted  in  freer  spending 
shoppers  in  higher  income  brackets,  and 
shoppers  came  from  a  much  wider  area  than 

ever  before.  Direct  mail  promotion  was  used 

for  the  store's  regular  customers  but  radio 
doubled  the  impact. 

AGENCY  APPOINTMENTS 

Shtilton  Inc.  pharmaceutical  division  (Thylox 
medicated  hair  products),  N.Y.,  presently 
billing  slightly  in  excess  of  $500,000,  has 
transferred  to  Wesley  Assoc.,  N.Y.,  from 
Foote,  Cone  &  Belding,  N.Y. 

Blue  Coal  Corp.,  Newark,  N.J.,  appoints 
Monroe  Greenthal  Co.,  N.Y.  [At  Deadline, 
July  28]. 

Popeye  Popcorn  Div.  of  Purity  Mills  Inc., 
Dixon,  111.,  names  Headen,  Horrell  & 
Wentsel  Inc.,  Chicago. 

TV  MOVIE  MUSIC 

A  group  of  the  larger  music  publishing 

companies  in  the  U.S.  have  filed  a  declara- 
tory judgment  in  New  York  federal  court, 

seeking  clarification  on  music  rights  in 
feature  films  sold  to  television.  No  damages 

are  sought  in  the  three  complaints  filed. 
Two  suits  were  filed  on  July  25  and  a 

third  last  Monday  (July  28)  by  members  of 
the  Music  Publishers  Protective  Assn. 

against  C&C  Tv  Films  Inc.,  tv  distributor 

of  the  RKO  Library,  and  Holywood  Televi- 
sion which  distributes  some  of  Republic 

Pictures'  features.  It  is  believed  that  other 
suits  will  follow. 

In  complaints  drawn  by  Jules  T.  Abeles, 
special  counsel  for  MPPA,  music  publishers 
are  contending  that  motion  picture  rights 
were  conditioned  only  on  performance  in 
motion  picture  theatres  and  not  on  tv,  that 

these  recording  rights  were  limited  to  mo- 
tion pictures  and  a  new  license  must  be  ob- 

tained for  tv.  It  is  conceivable  that  if  the 

court  rules  in  favor  of  the  publishers,  it  will 
pave  the  way  for  extremely  large  damage 
suits  to  be  filed  by  the  publishers  against 
motion  picture  and  television  organizations. 

In  the  past,  motion  picture-tv  interests 
have  asserted  that  the  publishers  have  no 
case,  since  tv  performances  are  governed  by 

ASCAP  licenses.  The  publishers'  position  is 
that  the  performance  right  differs  from  the 
film  recording  (synchronization)  right  and 

any  and  all  ASCAP  licensing  is  always  ex- 
pressly conditioned  on  and  subject  to  the 

clearance  of  all  other  rights. 
While  ASCAP  represents  publishers  and 

songwriters  in  performance  rights  of  their 
musical  compositions,  MPPA  is  described 

as  "an  industry  union"  of  about  400  lead- 

ing publishers  and  serves  as  a  "watchdog" 

HOW  PEOPLE  SPEND  THEIR  TIME 

There  were  125,272,000  people  in  the  U.S.  over  12  years  of  age  during  the  week 

July  20-26.  This  is  how  they  spent  their  time. 

62.9%  (78,796,000)  spent  1,387.1  million 
58.1%  (72,783,000)  spent  987.6  million 
81.6%  (102,222,000)  spent  408.9  million 
34.7%  (43,469,000)  spent  191.9  million 
22.9%  (28,682,000)  spent  312.9  million 
43.7%    (54,710,000)  spent     231.6  million 

hourst   WATCHING  TELEVISION 
hours    LISTENING  TO  RADIO 
hours   READING  NEWSPAPERS 
hours    READING  MAGAZINES 
hours  .  .  .  WATCHING  MOVIES  ON  TV 

hours    ATTENDING  MOVIES* 

These  totals,  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published 

exclusively  by  Broadcasting  each  week,  are  based  on  a  48-state,  random  dispersion 

sample  of  7,000  interviews  (1,000  each  day).  Sindlinger's  weekly  and  quarterly 
"Activity"  report,  from  which  these  weekly  figures  are  drawn,  furnishes  comprehen- 

sive breakdowns  of  these  and  numerous  other  categories,  and  shows  the  duplicated 
and  unduplicated  audiences  between  each  specific  medium.  Copyright  1958  Sindlinger 
&  Co. 

f  Hour  totals  are  weekly  cumulative  figures.  People,  numbers  and  percentages,  are  figured 
on  an  average  daily  basis. 

*  All  people  figures  are  average  daily  tabulations  for  the  week  with  exception  of  the  "attend- 
ing movies"  category  which  is  a  cumulative  total  for  the  week.  Sindlinger  tabulations  are 

available  within  2-7  days  of  the  interviewing  week. 

SINDLINGER'S  SET  COUNT:  As  of  July  1,  Sindlinger  data  shows:  (1)  109,368,000 
people  over  12  years  of  age  see  tv  (87.3%  of  the  people  in  that  age  group); 
(2)  42,371,000  U.  S.  households  with  tv;  (3)  46,660,000  tv  sets  in  use  in  U.  S. 

RIGHTS  AT  ISSUE 

over  numerous  problems  and  developments 
in  the  industry. 

Arnold  Stream,  C&C  vice  president  and 

general  counsel,  declined  to  comment  di- 
rectly on  the  complaint,  pointing  out  the 

company  would  have  "several  defenses" 
when  the  case  is  brought  to  court.  Aside 
from  the  legal  issues,  he  pointed  out  that 
C&C  films  acquired  the  RKO  Library  in 
1955  and  this  is  the  first  time  that  music 

publishers  had  sought  to  establish  rights, 

if  any,  they  may  have  in  feature  films. 

CNP  Cuts  Back  on  Personnel, 

Says  Business  Plans  Unchanged 

Despite  a  newly-effected  cutback  in  per- 
sonnel, including  some  salesmen,  at  Califor- 

nia National  Productions  effective  last  Fri- 

day (Aug.  1),  the  NBC  tv  film  subsidiary 
reports  it  has  not  slackened  on  plans  for 
new  product  and  sales. 

CNP  will  begin  shooting  within  two  weeks 

on  a  new,  39-episode  tv  film  series,  Flight, 
at  Norton  Air  Base  in  California  in  coopera- 

tion with  the  U.  S.  Air  Force.  In  September 

it  will  begin  syndicating  two  filmed  proper- 
ties formerly  on  NBC-TV — Panic!  and 

Hiram  Holliday — through  its  Victory  Pro- 
gram Sales  Div.  A  comedy  adventure  series, 

Hiram  has  26  episodes,  while  Panic!,  a  sus- 
pense series,  contains  31  episodes. 

An  unconfirmed  report  placed  the  cut- 
back to  be  near  30%  of  its  total  personnel, 

or  about  a  40%  reduction  in  force  since  the 

first  of  this  year.  A  CNP  spokesman,  how- 

ever, said  the  subsidiary's  cutback  was  not 
that  great,  pointing  out  that  the  reduction 

was  not  major  and  was  in  line  with  NBC's 
previously  reported  personnel  trimming  in 
all  operations.  CNP  reportedly  had  about 

130  people  in  all  offices  at  the  first  of  the 

year. 

Loew's  Has  $118  Million  Sales 
For  40  Weeks  of  Business  Year 

Loew's  Inc.  reports  earnings  of  15  cents 
per  share  on  more  than  5.3  million  shares 

outstanding  for  a  40-week  period  ended 
June  5  of  this  year  and  5  cents  per  share  for 
the  third  quarter  of  the  fiscal  year.  Sales 
were  at  a  little  over  $118.4  million  in  the 

40  weeks  and  nearly  $40  million  for  the 

third  quarter.  Comparison  earnings  are  not 
available  because  of  new  accounting  methods 

adopted,  the  huge  movie  producer  and 
theatre  owner  explained. 

On  the  tv  front — Loew's  operates  MGM- 
TV — summer  sales  activity  brought  in  busi- 

ness representing  more  than  $1  million  in 
gross  revenue  over  the  past  seven  weeks. 
A  total  of  112  stations  now  telecast  feature 

films  from  the  MGM  library — 13  stations 

acquiring  various-sized  portions  in  the  sum- 
mer— and  21  stations  now  have  purchased 

MGM  short  subjects  (Our  Gang  comedies, 

Passing  Parade).  Latest  sales:  Features, 
WOOD-TV  Grand  Rapids,  Mich.;  WSPD 

(TV)  Toledo,  Ohio;  WAVE-TV  Louisville, 
Ky.;  WHO-TV  Des  Moines,  Iowa;  WXEX- 
TV  Petersburg-Richmond,  Va.,  and  WREX 

(TV)  Rockford,  111.   Two  Minneapolis  sta- 
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f  talk  t
o 

Frank  Jarman 

When  you've  been  in  the  radio  business  as  long 
and  as  successfully  as  Frank  Jarman,  you  have 

a  pretty  good  idea  of  what  makes  a  good  repre- 
sentative tick.  Frank  Jarman,  general  manager 

of  WDNC-CBS  in  Durham,  is  a  pioneer  broad- 

caster—the operator  of  one  of  the  most  success- 

ful, heads-up  properties  in  the  South.  For  the  last 
three  years,  Raymer  Representation  has  meant 

more  business  every  year  than  the  year  before 

for  WDNC  ...  a  record  achieved  in  spite  of  a 

50,000  watt  power  station,  in  spite  of  a  Negro 

station,  in  spite  of  a  "hot-rock"  independent. 
Talk,  then,  to  Frank  Jarman  about  what  he  wants 

in  a  representative  .  .  .  and  about  what  Raymer 

Representation  means  to  him. 

then  talk  to  Raymer 

The  fact  that  WDNC  has  been  represented  by 

the  Paul  H.  Raymer  Company  for  more  than 

eleven  years  is  clear  proof  of  Raymer  Quality 

.  .  .  quality  in  representation  sharpened  by 

ingenuity  in  salesmanship.  Talk  to  Clay  Forker, 

.  manager  of  the  Chicago  Raymer  office  and  you'll 

I  get  a  sharp  picture  of  why  Raymer  Representa- tion means  business  .  .  .  more  business  for 

stations  in  major  and  not-yet-major  markets. 
Bear  this  in  mind  —  a  representative  is  only  as 

good  as  its  record— today  and  yesterday  — and 
Raymer  Representation  has  been  a  hallmark  of 

quality  for  more  than  twenty-five  years. 

THE  PAUL  H.  RAYMER  COMPANY 

Pioneer  Representative  Since  1932 

New  York    Chicago    Hollywood    Atlanta  Detroit 
Dallas    San  Francisco 



FILM  CONTINUED 

tions,  KMSP  (TV)  and  WTCN  (TV),  both 

purchased  the  pre-1948  MGM  packages, 
while  KSD-TV  St.  Louis  has  acquired  the 
shorts. 

New  O'Keefe  Show  Being  Planned 

As  UA-Tv's  Third  Tv  Offering 
Adhering  to  its  policy  of  producing  tv 

film  programming  without  first  shooting 
several  pilot  films.  United  Artists  Television 
Inc.  last  Tuesday  (July  29)  announced  it 
would  finance  and  sell  to  tv  its  third  video 

series — 39  half-hour  films  under  the  work- 

ing title  of  The  Dennis  O'Keefe  Show. 

Producing  the  series  is  actor  O'Keefe's 
own  Cypress  Productions  Inc.,  Hollywood. 

Production  supervisor  is  Les  Hafner,  execu- 
tive vice  president  of  Cypress.  The  shows, 

billed  as  a  "comedy-drama  series,"  deal 
with  the  exploits  of  a  powerful  syndicated 
New  York-based  columnist  and  will  be 

written  by  John  Fenton  Murray,  whose  tv 
credits  include  The  Gale  Storm  Show,  The 
Red  Skelton  Show  and  Texaco  Star  Theatre 

with  Jimmy  Durante. 

UA-Tv  already  has  in  or  is  planning  pro- 

duction of  Fletcher  Markle's  The  Young  in 
Heart  (Aries  Productions)  and  The  Vikings 

(Bryna  Productions).  UA  officials  say  the 

O'Keefe  series  will  be  pitched  at  network 
advertisers  seeking  January  program  re- 
placements. 

FILM  SALES 

Screen  Gems  Inc.,  New  York,  announces 

its  Sweet  65  package  of  39  Universal-Inter- 
national and  26  Columbia  feature  films  has 

been  sold  to  25  stations  in  its  three  weeks 

on  market.  Latest  buyers  are  KRLD-TV 
Dallas,  KONO-TV  San  Antonio,  WNAC- 
TV  Boston,  KOOL-TV  Phoenix,  KUTV 

(TV)  Salt  Lake  City,  WFBM-TV  Indiana- 

polis, WTIC-TV  Hartford  and  KAKE-TV 
Wichita,  Kans. 

ABC  Film  Syndication  reports  its  "Special 
Six"  packages  of  J.  Arthur  Rank  feature 
films  have  been  sold  to  WCBS-TV  New 

York;  WBBM-TV  Chicago;  WHDH-TV 
Boston;  WMAR-TV  Baltimore;  WTVJ  (TV) 

Miami;  KPRC-TV  Houston;  KHQ-TV 

Spokane;  WFIL-TV  Philadelphia;  WNHC- 
TV  New  Haven,  Conn.;  WFBG-TV  Al- 
toona.  Pa.;  WLBR-TV  Lebanon,  Pa.,  and 
WNBF-TV  Binghamton,  N.  Y. 

ABC  Film  Syndication  has  reported  that 

second-year  cycle  of  its  26  Men  half-hour 
tv  film  series  has  been  sold  in  21  mark- 

ets, including  renewal  in  nine  New  England 
markets  by  H.  P.  Hood  &  Sons  (dairy), 

Boston.  Station  sales,  according  to  Phil  Wil- 
liams, vice  president  in  charge  of  syndicated 

sales,  have  been  made  in  12  western  mar- 

kets. First  year's  cycle  of  39  films  are  being 
dubbed  in  Spanish  in  Mexico  City,  and  will 
be  sold  in  Latin  America  under  title  of  26 
Hombres.  Series  has  been  sold  for  fall  start 

to  WAPA-TV  San  Juan,  P.  R.,  and  YSU-TV 
San  Salvador,  El  Salvador. 

Associated  Artists  Productions  reports  fol- 
lowing sales  WTVK  (TV)  Knoxville  pur- 
chased  segments   of  Gold   Mine  Library 

(75  features  are  post-1948's)  as  did  WSAV- TV  Savannah  (Movielands  and  westerns 

only),  WMBD-TV  Peoria  (Movielands  only); 
WTAR-TV  Norfolk  (Candid  Cameras)  and 

KVAL-TV  Eugene,  Ore.  (Gabby  Hayes  and 

Johnny  Jupiter  packages).  WFMJ-TV 
Youngstown  and  WBAY-TV  Green  Bay  re- 

newed for  Popeye  cartoons. 

ON  CAMERA 

Anso  Productions,  Hollywood,  in  associa- 
tion with  Desilu,  is  now  in  production  of 

The  Ann  Sothern  Show  at  Desilu  Gower 

Studios.  Series  will  debut  on  CBS-TV  Oct.  6. 

Wilbur  Stark  and  Jerry  Layton  start  produc- 
tion of  new  comedy  series,  Colonel  Flack, 

starring  Alan  Mowbray.  Series  will  be  dis- 
tributed by  CBS  Television  Film  Sales. 

Walter  Emeson  Productions  begins  video- 

taping of  pilot  program  of  new  half-hour 
tv  series  titled  The  Evelyn  Rudie  Show. 

Starring  eight-year-old  Evelyn  Rudie,  series 
will  feature  singing  and  dancing  by  star  as 
well  as  interviews  with  guesting  youngsters. 

Jack  Scott,  KTTV  (TV)  Los  Angeles,  will 
direct  show. 

Warner  Bros.  Pictures  Inc.,  Burbank,  Calif., 

goes  into  production  of  "The  Alphabet  Con- 
spiracy," hour  color  film  in  Bell  Telephone 

System's  tv  sciences  series. 

Screen  Gems  Inc.,  Hollywood,  in  associa- 
tion with  Ben  Feiner  Jr.,  starts  filming  of 

Ed  Wynn  Show  with  teleplay,  "The  Crossing 
Guard."  Already  completed  or  in  prepara- 

tion are  12  additional  scripts  for  family 
situation  comedy  series  starting  on  NBC 
this  fall. 

Mark  VII  Ltd.,  Hollywood,  begins  camera 

work  on  pilot  of  The  D.A.'s  Man  in  New 
York.  Show  is  based  on  experiences  of 
veteran  special  investigator  in  N.Y.  district 

attorney's  office. 

AF  HELPS  'CANYON'  BREAK  TV  CLEARANCE  BARRIER 

Clearance  is  one  of  the  built-in  prob- 
lems for  the  tv  program  producer.  In 

addition  to  the  normal  give  and  take 

between  writer  and  director,  there's  the NAB  Tv  Code  to  be  considered  and  the 

continuity  acceptance  rules  of  the  net- 
work, if  it's  a  network  series.  And 

always  there's  the  advertising  agency, 
constantly  on  the  alert  for  anything  that 
might  inadvertently  offend  some  part  of 
the  consuming  public  or,  even  worse, 

get  in  an  unintentional  plug  for  a  com- 

peting product. 
But  these  are  a  normal  part  of  the  tv 

program  business.  Not  so  normal  is  the 
position  of  Pegasus  Productions  and  its 

new  series,  Steve  Canyon,  now  in  produc- 
tion at  the  Universal-International  lot  for 

a  Sept.  13  premiere  on  NBC-TV  as  a 
weekly  half-hour  (Sat.,  9-9:30  p.m.)  for 
Chesterfield  cigarettes. 

This  series  deals  with  an  Air  Force 

pilot  and  his  adventures  are  naturally  of 
some  concern  to  the  U.  S.  Air  Force, 

which  wants  to  be  sure  that  the  tv  audi- 
ence will  get  a  factual,  realistic  picture  of 

the  Air  Force  and  its  men.  Also,  since 
the  producers  are  endeavoring  to  make 

their  programs  as  up-to-date  as  possible 
(one  deals  with  a  supersonic  jet  plane 

that  is  launched  from  a  truck,  a  develop- 
ment still  being  tested),  the  Air  Force  is 

concerned  about  the  inadvertent  release 
of  classified  information. 

"Clearance  could  present  a  real  prob- 

lem for  us,"  Mike  Meshekoff,  co-pro- 
ducer of  the  series,  with  David  Haft,  said 

last  week.  "We  have  to  clear  the  initial 
conception  of  each  program  with  the  Air 
Force.  Then  we  clear  the  basic  outline 

and  then  the  script  itself.  Finally,  the  Air 
Force  gets  to  look  at  the  film  itself,  before 
it  is  turned  over  to  NBC-TV. 

"This  would  present  an  impossible 
situation  if  we  had  not  found  the  Air 

Force  more  than  cooperative.  Gen.  Lueh- 

man's  office  [Maj.  Gen.  Arno  H.  Lueh- 
man  is  director  of  information  services 

for  the  Air  Force]  has  been  ideal  to  work 

with.  The  men  assigned  to  work  with  us 

are  experienced  in  the  production  of  mo- 
tion pictures. 

Air  Force  cooperation  is  also  essential 
to  the  partners  in  Pegasus  Productions 
for  their  Steve  Canyon  series  because 

much  of  the  in-the-air  footage  shown  in 

the  telecasts  is  taken  from  the  Air  Force's 
own  films.  The  remainder  comes  from 

films  made  by  the  various  aircraft  com- 
panies who  build  the  Air  Force  planes. 

"We  go  through  thousands  of  feet  of 
films  to  get  what  we  need  for  a  few 
minutes  of  air  time,  Mr.  Meshekoff  said. 

"Sometimes  part  of  a  film  is  declassified 
but  the  rest  still  classified  and  unavail- 

able to  us.  Sometimes  the  picture  can  be 
used  but  the  sound  track  is  still  classi- 

fied." 

"With  this  series,"  Mr.  Haft  com- 
mented, "we're  walking  the  fine  line  be- 

tween documentary  tv  and  space  fiction, 

between  the  accuracy  demanded  by  the 

Air  Force  and  the  dramatic  impact  re- 
quired to  make  the  general  public  watch 

these  stories  week  after  week.  Women 

viewers  are  particularly  important  to  the 
Air  Force  because  they  are  the  mothers 
and  sweethearts  of  young  men  who  may 

consider  an  Air  Force  career." 
As  part  of  the  process  in  keeping  the 

series  true  to  life,  Sidney  Carroll,  story 
editor  for  Steve  Canyon  and  writer  of 

some  of  the  scripts,  toured  Air  Force  in- 
stallations soaking  up  the  atmosphere  of 

the  bases  and  the  language  of  the  men, 
which  enables  him  to  brief  other  writers 

and  to  edit  their  scripts  to  make  them 
authentic,  the  producers  said. 

They  credited  the  Air  Force  with  sug- 
gesting many  of  the  story  lines  used  in 

the  series,  in  addition  to  supplying  film 
footage  (which  the  producers  pay  for) 

and  clearance.  "We're  delighted  with 

their  cooperation,"  they  stated.  "We'd envisioned  miles  of  red  tape  and  instead 

we've  had  prompt  and  sympathetic  co- 

operation." Page  42 August  4,  1958 
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IMPACT 

IN 

OMAHA 

for  Your  Ma  fleet! 

DENVER  .  .  .  KMYR  dominates  the  15  sta- 
tion Denver  market,  serving  over  1,300,000  people 

with  coverage  where  it  counts.  Proof — Hooper 

(May- June,  '58)  number  1  morning  and  after- 

noon; Pulse  (May,  '58)  number  2  morning  and 
number  1  afternoon.  A  vital  force  in  selling  to- 

day's Denver  with  5000  Watts  at  710  kcs.  See 
Adam  Young  or  chat  with  General  Manager  Chic 
Crabtree. 

OMAHA  .  .  .  KOIL  is  undisputed  No.  1  in  the 

Omaha  area — Proof — Hooper  (May- June,  '58) 
41.8  share  morning  and  42.8  share  afternoon ; 

latest  Trendex  42.2  share  morning  and  39.5  share 

afternoon;  Pulse  (May,  '58)  dominant  first  morn- 
ing and  afternoon.  Your  Star  Station,  serving 

over  875,000  people,  is  a  must  buy  station.  See 

Avery-Knodel  or  Station  Manager  James  H. 
Schoonover. 

* 

★ 

* 

KOIL  —  Omaha 
NATIONAL  REPRESENTATIVE 

AVERY-KNODEL 

KMYR   —  Denver 
REPRESENTED  NATIONALLY  BY 

ADAM  YOUNG,  INC. 

KWIK  —  Pocatello 
NATIONAL  REPRESENTATIVE 

AVERY-KNODEL 

IF  RESULTS  ARE  A  MUST,  SO  ARE  .  . 

the  Star  stations 

DON  W.  BURDEN  —  President 

Broadcasting August  4,  1958 
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NETWORKS 

ABC-TV'S  DAYBREAK' 
GETS  UP  MORE  STEAM 

•  Coverage    minimum  assured 

•  Programs  five-sixths  sold 

ABC-TV's  new  "Operation  Daybreak." 
saw  bright  sunshine  last  week. 

The  network  passed  the  minimum  re- 
quirement in  station  acceptances  of  the  plan 

and  also  brought  the  number  of  "Daybreak" 
advertisers  up  to  10. 

Authorities  said  affiliates  with  coverage 

representing  more  than  80%  of  U.  S.  tele- 
vision homes  had  indicated  they  would 

clear  for  "Daybreak"  programming.  Original 
sponsorship  agreements  had  been  contingent 
on  this  minimum  coverage  figure. 

"Daybreak"  programs  became  approxi- 
mately five-sixths  sold  out  through  the  addi- 

tion of  Lever  Bros,  and  General  Mills  and 

"Charter"  sponsors,  and  lesser  purchases  by 
Sunshine  Biscuit  and  Shulton  Inc. 

The  charter  plan  calls  for  discounts  of 
50%  for  advertisers  ordering  as  much  as 

four  quarter-hours  a  week  for  26  weeks. 
This  is  what  Lever  ordered,  through  Foote, 
Cone  &  Belding,  according  to  agency 
sources.  The  exact  extent  of  the  General 

Mills  purchase,  through  Dancer-Fitzgerald- 
Sample,  was  not  disclosed  immediately,  but 
D-F-S  authorities  indicated  it  was  at  least 

enough  to  meet  the  charter  requirements. 

Lever's  purchase,  it  was  indicated,  will 
be  allocated  among  Pepsodent,  Air  Wick 
and  Imperial  margarine,  all  handled  by 
FC&B,  and  Wisk  detergent,  handled  by 
BBDO. 

Sunshine  Biscuit,  through  Cunningham 

&  Walsh,  is  taking  one  quarter-hour  on  al- 
ternate weeks,  using  leftover  budget  money, 

according  to  agency  officials.  "Daybreak" 
programming  is  slated  to  start  Oct.  6,  and 
C&W  officials  said  the  Sunshine  purchase 
would  carry  through  the  end  of  this  year, 
at  least.  Sunshine  also  sponsors  segments  of 
the  daytime  Price  Is  Right  and  Tic  Tac 

Dough  on  NBC-TV. 
Shulton  plans  to  use  an  as  yet  unspecified 

number  of  quarter-hours  of  the  Peter  Lind 
Hayes  and  Mary  Healy  Show  for  special 

promotions  in  October  and  December,  ac- 
cording to  authorities  at  Wesley  Assoc., 

which  handles  the  account.  Current  plans 

call  for  Shulton's  "Desert  Flower"  toiletries 
special  to  be  promoted  in  October  and  the 

Shulton  gift  line  during  the  pre-Christmas 

period.  The  "Daybreak"  purchase  also  ties 
in  with  Shulton's  alternate-week  sponsorship 
of  ABC-TV's  nighttime  Donna  Reed  Show 
(Wed.,  9-9:30,  effective  Sept.  24),  Wesley 
sources  indicated. 

In  addition  to  its  "Daybreak"  purchase 
Shulton  also  bought  into  ABC-TV's  daytime 
American  Bandstand  (Mon.-Fri.,  4-5  p.m.), 
effective  in  the  fall. 

"Daybreak,"  designed  to  get  ABC-TV 
established  in  daytime  programming  at  one 
swoop,  involves  three  hours  a  day  between 
11  a.m.  and  3:30  p.m.,  Monday  through 
Friday.  Network  officials  said  last  week 

only  two  programs  had  been  definitely  set. 

One  is  the  Hayes-Healy  half-hour,  probably 
around  noon;  the  other  is  Liberace,  probably 

about  1  p.m.  "Daybreak"  hours  are  11- 
11:30  a.m.;  noon-l:30  p.m.,  2-2:30  and  3- 

'HOUSEWIVES'  OUSTED 

"Operation  Daybreak"  looks  rosy  to 
ABC-TV  (see  adjacent  story),  but  for 

one  of  the  network's  owned  stations  it 
means  the  end  of  a  profitable  special 

sales  plan.  WABC-TV  New  York's 
"Housewives  Special"  sales  format, 
offering  advertisers  a  minimum  satu- 

ration campaign  of  21  spots  a  week  in 
local  daytime  films,  has  brought  in 
$750,000  in  business  from  57  adver- 

tisers since  it  was  introduced  last  Sep- 

tember, according  to  WABC-TV  offi- 
cials. But  last  week  Robert  L.  Stone, 

vice  president  in  charge  of  the  station, 

announced  the  plan  was  being  discon- 
tinued as  of  Aug.  1  (but  with  current 

users  protected  for  the  length  of  their 
contracts.)  Principal  reason  for  the 

cancellation:  The  network's  "Opera- 
tion Daybreak"  will  cut  down  the 

amount  of  local  time  available — plus 
which,  officials  expect  stepped-up  de- 

mand for  adjacencies  to  the  network 

"Daybreak  programs."  These  adjacen- 
cies will  be  sold  under  another  sales 

plan,  called  the  "7-14." 

3:30  p.m.,  all  local  clock  times  except  in  the 
mountain  states,  where  the  programs  will 
be  carried  one  hour  earlier. 

The  six  advertisers  previously  set  are 
General  Foods,  American  Home  Foods, 

Bristol-Myers,  Johnson  &  Johnson,  Drackett 
and  Beechnut-Lifesavers,  all  through  Young 
&  Rubicam.  Y&R  Vice  President  and 
Media  Relations  Director  Peter  G.  Levathes 

has  been  credited  with  a  key  role  in  devising 

the  "Daybreak"  plan.  The  six  Y&R  pur- 
chasers represent  40  of  the  60  weekly  quar- 

ter-hours involved  in  the  project,  and  Gen- 
eral Foods  accounts  for  20  of  the  40. 

Fund  Extends  Wallace  Six  Weeks 

With  Firmer  Control  of  Content 

As  The  Fund  for  The  Republic  and  ABC- 
TV  decided  to  continue  for  an  additional  six 
weeks  the  Mike  Wallace  interview  Survival 

and  Freedom  series  effective  with  the  July 

27  program: 
•  Renewal — making  it  a  total  19-week 

run  for  the  series — came  with  ABC-TV  re- 

portedly adding  an  amendment  to  its  con- 
tract with  the  fund  giving  it  firm  control  over 

the  content  of  the  program  that  is  taped  in 
advance  of  telecast. 

•  Fund  spokesmen  indicated  that  the 
future  of  the  series  beyond  the  additional 

six-week  period  would  hinge  on  "develop- 
ments" during  that  time. 

Because  of  a  series  of  misunderstandings 

between  the  fund  and  the  network,  the  fu- 
ture of  the  program  had  been  questionable 

[Networks,  June  30,  23]. 

The  fund  underwrites  a  production  cost 

of  $3,846  weekly.  ABC-TV  donates  time. 

Tv  Networks  Up  12.9% 

In  First  Half's  Sales 
Television  network  gross  time  billings 

for  the  first  six  months  of  this  year  were 
up  12.9%  over  the  corresponding  period 

last  year.  Total  for  all  three  networks:  a 
little  over  $283  million  and  a  $32.4  million 

rise  over  the  January-June  period  in  1957. 
(See  box  for  complete  breakdown.) 

In  releasing  the  network  tv  gross  figures 

prepared  by  Leading  National  Advertisers 
and  Broadcast  Advertisers  Report,  Norman 

E.  (Pete)  Cash,  president  of  Television  Bu- 
reau of  Advertising,  hailed  the  report  last 

week  as  denoting  "a  record  of  continued 
growth  in  a  period  when  other  major  media 
showed  definite  declines  and  represents  a 

hearty  endorsement  of  television  by  adver- 
tisers whose  main  concern  these  days  is  to 

get  the  maximum  benefit  for  dollars  spent 

in  advertising." The  half-way  mark  increase  applied  to 
each  of  the  networks.  ABC-TV  was  up 
28.7%  in  the  six  months;  CBS-TV  was 
ahead  6.2%  and  NBC-TV  gained  14.5%. 

June  was  a  10.8%  gain  over  the  cor- 

responding month  last  year  for  all  net- 
works; individually,  ABC-TV  was  up  15.2%, 

CBS-TV  7.5%  and  NBC-TV  12.9%.  High- 
est billing  months  during  the  year  for  the 

three  networks  combined  were  January  and 
March;  the  lowest  were  February  and  June. 

At  no  time  during  the  six  months  did 
CBS-TV  fall  lower  than  $19.4  million  in 

monthly  gross  time  billing.  NBC-TV's monthly  floor  was  $16.6  million  (in  June) 

and  ABC-TV's  was  $7.3  million  (also  June). 
Top  billing  months  for  the  networks:  March 
for  ABC-TV,  January  for  CBS-TV  and 
March  for  NBC-TV. 

YEAR'S  FIRST  HALF  AT  TV  NETWORKS 

JUNE JANUARY-JUNE 

ABC-TV 
CBS-TV 
NBC-TV 
TOTAL 

1957 

5  6,413,708 18,356,892 
14,746,537 

1958 

5  7,387,586 
19,733,057 
16,648,462 

% Change 

+  15.2 

+  7.5 +  12.9 

1957 !  40,095,218 

116,762,487 
93,799,504 

1958 

$  51,617,801 124,047,416 
107,406,232 

% 

Change 

+  28.7 
+  6.2 
+  14.5 

$39,517,137      $43,769,105      +  10.8      $250,657,209      $283,071,449      +  12.9 

1958 

JANUARY 
FEBRUARY 
MARCH 
APRIL 
MAY 
JUNE 

ABC-TV 

$9,168,609 
8,441,988 
9,402,407 
8,739,456 
8.477,755 
7,387,586 

CBS-TV 
$22,094,015 
19,410,741 
21,211,070 
20,628,511 

20,970,022 
19,733,057 

NBC-TV 
518,344,111 

16,785,315 
18,874,597 
18,283,379 
18,470,368 
16,648,462 

TOTAL 

$49,606,735 
44,638,044 
49,488,074 
47,651,346 

47,918,145 
43,769,105 
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ANOTHER  FABLE  OF  PROFITS 

(What  separates  you  chaps  from  the  wheat) 

y^TlNCE  UPON  A  TIME  there  was  a  station  manager  who 

IJ  J 1  had  nothing  to  be  thankful  for.  He  had  sown  his  seed 

Jl  on  fallow  ground.  No  matter  how  he  approached  the 

problem,  his  efforts  were  fruitless. 

Came  Lammas  Night,  after  many  unproductive  days  in  the 

field,  he  met  the  friendly  Boiling  man  who  was  rejoicing 

at  the  abundance  of  the  harvest.  This  astute  fellow  showed 

him  how  to  prepare  the  ground,  plant  the  seed  and  reap 

the  bumper  crop. 

Today,  he  is  gathering  the  largest  harvest*  in  his  history. 

The  moral  of  this  story  is  .  .  .  you  can  teach  an  old  farmer 

new  tricks.* 

*To  reap  rare  returns  write  us. 

THE  ROLLING  COMPANY 

STATION  REPRESENTATIVES 

247  PARK  AVENUE,  NEW  YORK  CITY,  N.Y. 

n  ui  r  a  r.  n  .  p^g^"*'  lxlc  axu-tctt^ 



NETWORKS  CONTINUED 

AB-PT  Profits  Rise 

In  Quarter,  Half  Year 

Profits  were  up  for  both  the  second  quar- 
ter and  the  first  six  months  at  American 

Broadcasting-Paramount  Theatres,  owner- 

operator  of  broadcast  and  theatre  prop- 
erties. 

AB-PT  President  Leonard  H.  Goldenson 

reported  Thursday  (July  31)  that  the  com- 

pany's estimated  net  operating  profit  for  the 
second  quarter  was  24%  higher  than  the 
same  quarter  last  year,  totaling  $1,188,000 
or  27  cents  a  share. 

Estimated  consolidated  earnings,  includ- 
ing capital  gains,  for  the  first  six  months 

were  $3,265,000  or  75  cents  a  share  com- 
pared with  $2,793,000  or  63  cents  a  share 

last  year,  and  net  operating  profit  at 
$3,042,000  or  70  cents  a  share  compared 
with  $2.7  million  or  61  cents  a  share  in 
1957. 

Mr.  Goldenson  said  both  the  AB-PT 
broadcasting  (ABC)  and  theatre  divisions 

"showed  improvement."  In  his  report, 
President  Goldenson  also  informed  stock- 

holders that  "advertisers  have  been  some- 
what cautious  in  making  commitments  in 

radio  and  television  with  all  the  networks 

because  of  general  business  conditions. 

"As  to  ABC-TV's  competitive  position 
among  the  networks,  we  expect  that  it  will 

continue  to  improve." 
Mr.  Goldenson  observed  that  ABC-TV 

"has  taken  a  major  step  in  its  development 
in  substantially  expanding  its  programming 
in  the  daytime  period  starting  in  October 

with  six  new  one-half  hour  programs  each 
day,  Monday  through  Friday. 

"With  this  broadened  programming  struc- 

ture, ABC-TV  becomes  a  more  fully  com- 
petitive network  and  more  attractive  to  all 

network  advertisers,  approximately  62% 

of  whom  sponsor  daytime  programs.  This 
new  schedule  has  already  been  endorsed  by 

important  advertisers  [also  see  page  44]." 
In  the  only  additional  reference  in  the 

report  to  theatre  business,  Mr.  Goldenson 

found  the  summer  season  "has  become  best 

theatre  period."  He  listed  a  number  of  new 
motion  pictures  which  are  slated  for  sum- 

mer play  by  theatres. 

WJW-NBC  Affiliation  Ceremony 
Hears  Pitch  for  Network  News 

A  two-day  trans-Atlantic  interconnection 

linking  Cleveland  with  NBC  news  bureaus 
in  London  and  Paris  was  used  last  week 

(July  30)  to  highlight  WJW's  new  affiliation 
agreement  with  NBC  Radio. 

At  a  luncheon  attended  by  more  than 

200  local  civic  and  business  leaders,  Mat- 
thew J.  Culligan,  vice  president  in  charge 

of  NBC  Radio,  and  Reginald  P.  Merridew, 
managing  director  of  WJW  Radio,  used  the 
demonstration  to  emphasize  their  remarks 
which  underscored  superior  news  facilities 

provided  by  network  radio. 

Mr.  Culligan  asserted  "the  juke  box 
music  and  noise  radio  stations  have  been 

strangely  quiet  recently  as  world  events  have 
proved  the  essentiality  and  superiority  of 
radio  network  in  news,  news  analysis  and 

commentary.  .  .  .  No  amount  of  echo  cham- 
bers, clanging  machines  and  clarion  calls 

can  obscure  the  fact  that  their  dreary  re- 
hashes of  wire  service  reports  are  shockingly 

inadequate  in  the  coverage  of  the  current 
critical  events  which  are  shaping  our  lives. 

PRIMARY  AFFILIATION  of  WJRT  (TV)  Flint,  Mich.,  with  ABC-TV  was  announced 
last  Thursday  by  John  Patt,  president  of  the  station,  and  Oliver  Treyz,  president  of 

ABC-TV.  WJRT,  on  ch.  12,  is  scheduled  to  go  on  the  air  about  Oct.  1.  It  is  owned 
by  Goodwill  Stations  Inc.,  owner  of  WJR  Detroit  (longtime  CBS  Radio  affiliate).  At 
contract  signing  in  picture  above  are  Messrs.  Patt  and  Treyz  (1  to  r  seated)  and  (1  to 
r  standing)  Worth  Kramer,  vice  president  of  WJRT,  and  Ralph  Hatcher  and  Bob 

Coe,  of  ABC-TV  station  relations. 

HANDCLASPS  to  mark  WJW  Cleveland's 
new  affiliation  with  NBC  [Networks,  June 
30]  are  given  by  (I  to  r)  R.  P.  Merridew, 

managing  director,  WJW;  Matthew  J.  Culli- 
gan, vice  president  in  charge  of  operations, 

NBC  Radio;  William  E.  Rine,  vice  president 

in  charge  of  radio  operations,  Storer  Broad- 
casting Co.  (station  licensee),  and  George 

Graham,  promotion-special  events  manager, 
NBC  Radio.  The  picture  was  taken  last 

Wednesday  (July  30)  at  the  Hotel  Statler, 

Cleveland,  during  WJW's  inaugural  lunch- 
eon as  an  NBC  affiliate.  NBC's  Cleveland 

affiliate  previously  was  WHK,  owned  by 
Metropolitan  Broadcasting  Corp. 

Network  affiliates  have  been  giving  their 

audiences  live,  on-the-spot  coverage  of  these 
events  as  they  happen,  with  all  the  drama 

of   eyewitness  frequency." 

Cranton  Named  by  ABC  Radio 

Harold  S.  Cranton,  sales  presentation 

specialist  at  NBC-TV  since  1954,  last  week 
was  named  director  of  ABC  Radio  sales 

development  and  re- search. He  succeeds 
Hank  Levinson, 

transferred  to  ABC- 
TV  sales  develop- 

ment .department. 
Mr.  Cranton,  who 

began  at  NBC  as  a 

sales  presentation 
writer,  also  has  held 

the  posts  of  super- 
visor of  tv  sales  pres- 

entations, and  man- 

ager of  plans  presen- 
tations (NBC  corporate  planning).  Prior  to 

joining  NBC,  Mr.  Cranton  was  with  RAB 
and  CBS  Radio  Spot  Sales. 

$256,000  'Matinee'  Fund  Raised 
"Our  latest  audit  reads  $256,000,"  Ruth 

Conte,  trustee  of  the  Foundation  for  the 

Preservation  of  Matinee  Theatre  and  Favor- 
ite Television  Programs,  has  announced  in 

a  progress  report  to  tv  editors.  "The  voices of  these  enchanted  and  irate  viewers  are 

slowly  but  surely  rising  in  protest  of  what 

has  and  what  is  happening  to  tv  program- 

ming," she  declared. 

Among  the  protestants,  Mrs.  Conte  re- 

MR.  CRANTON 
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W  A  K  V 

IN  McLENDON  OWNERSHIP  WITH: 

got 
 'em

 

in  Louisville!! 

From  10.1%  fo  37.5% 

in  just  ten  days!* 
Not  even  Tim-Tarn  set  a  pace  in  Louisville  like  WAKY, 
the  newest  of  the  McLendon  and  John  Blair  stations  ...  a  274% 

increase  in  audience  in  just  ten  days!  On  Wednesday, 

July  9th,  Louisville's  WGRC  became  WAKY 
and  Louisville  simply  went  wacky  over  WAKY.  Incidentally, 

that's  the  way  we  pronounce  it  on  the  air  .  .  .  wacky. 
On  July  18th,  just  ten  days  after  WAKY  began  broadcasting, 

Hooper  completed  its  survey  showing  WAKY  with  — 37.5% 

of  Louisville  listeners  .  .  .  next  highest  station  — 13.8%  .  .  . 

a  new  world's  record  in  Louisville! 

With  5,000  big  watts  at  the  choice  seven-ninety  spot, 
WAKY  is  the  first  aisle  on  Louisville  dials  —  choicest  of  all 

Louisville  frequencies,  with  resultant  remarkable  coverage 
of  47  counties  in  Kentuckiana. 

Warning  to  timebuyers:  Don't  accept  old  rating  figures  .  .  . 
demand  to  see  surveys  made  after  July  9th  ...  the  date 
WAKY  roared  into  Louisville. 

WAKY  has  run  away  with  Derby  town's  radio  day! 

* C.  E.  Hooper,  Inc.  July  14-18,  1958 

Bulletin:  Latest  Trendex  (July  21-26) 
Shows  WAKY  rocketing  to 
49.1%,  second  station  13.1%! 

KLIF KILT KTSA 
KEEL  1 

DALLAS HOUSTON SAN  ANTONIO SHREVEPORT 

all  five 
represented  by JOHN  BLAIR  &  CO. 

Broadcasting August  4,  1958 Page  47 



NETWORKS  continued 

Two-way  Moscow  censorship 

can  leave  a  newsman  high  and  dry 

BY  IRVING  R.  LEVINE 

Moscow  correspondent,  NBC 

On  a  recent  morning  the  BBC  newscast 
heard  in  Moscow  announced  that  the  United 
States  had  launched  a  new  earth  satellite. 

Accepting  this  as  fact,  I  used  it  a  few  hours 
later  in  my  daily  broadcast  as  a  peg  for 
mentioning  the  number  of  trips  around  the 

world  accumulated  by  the  sole  Soviet  sput- 
nik in  orbit  at  that  time.  When  I  finished 

feeding  my  spot,  William  Fitzgerald,  the 
man  at  the  other  end  of  NBC  in  New  York, 

said  in  restrained  understatement,  "By  the 
way,  we  don't  have  a  new  satellite.  It  went 
up  but  it  failed  to  orbit." 

Luckily  my  broadcast  "spots"  were  being 
tape  recorded  in  the  New  York  newsroom 

for  use  on  hourly  shows  later  in  the  morn- 
ing. Nonetheless,  this  incident  illustrates 

one  of  the  chronic  problems  of  a  corre- 
spondent in  Moscow — that  of  keeping  up 

with  what's  going  on  in  the  outside  world. 
The  daily  Soviet  newspapers  and  Moscow 

Radio  are  virtually  no  help.  There's  a  lag 
of  about  24  hours  in  the  publication  of  even 
the  most  momentous  events  unfolding 

abroad — when,  of  course,  Soviet  editors 
choose  to  mention  the  event  at  all.  Part  of 

the  lag  is  mechanical;  [censored].  Further- 
more, without  the  competition  of  privatelv 

owned  press  and  radio,  there's  no  incentive to  be  first  with  the  news. 

Shortwave  radio  provides  the  most  im- 
portant means  of  contact  with  world  news 

for  the  13  American  correspondents  now 
stationed  in  Moscow  (three  for  AP,  three 
for  UPI,  two  for  the  New  York  Times,  and 
one  each  for  the  New  York  Herald  Tribune, 

the  Christian  Science  Monitor,  the  Balti- 
more Sun,  CBS  and  NBC).  But  atmos- 

pherics [censored]  make  listening  to  the 
BBC — and  less  often  readable,  the  Voice  of 

America — an  undependable  way  of  keeping 
informed.  English-language  news  broadcasts 
are  not  [censored]  jammed  by  the  Russians 
as  are  transmissions  by  the  Voice,  Radio 
Free  Europe  and  other  foreign  stations  in 

the  languages  of  the  U.S.S.R.  However,  it's 
so  difficult  to  tune  in  on  even  an  English- 
language  newscast  through  the  bands  of 
cacophonous  [censored]  extraneous  noise 
that  Moscow  is  one  of  the  few  places  in  the 
world   where   foreign   correspondents  ask 

ported,  are  the  wives  of  two  tv  advertisers, 
Mrs.  Ben  Gerber  (Gerber  baby  foods)  and 

Mrs.  William  Black  (Chock  Full  o'  Nuts 
coffee),  who  bought  space  in  the  New  York 

Times  to  reprint  a  syndicated  column  de- 
voted to  the  foundation  and  its  objectives. 

The  foundation  was  organized  to  prevent 
the  demise  of  Matinee  Theatre  after  NBC 

had  announced  that  it  would  be  discon- 
tinued June  27,  hoping  that  contributions 

from  listeners  could  keep  the  hour-lone  five- 
day-a-week  afternoon  live  colorcasts  on  the 

air  [Networks,  May  5].  "NBC  successfully 
frustrated  every  attempt  by  the  foundation 

to  buy  time  on  Matinee  Theatre."  Mrs. 
Conte  said. 
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each  other  about  what's  happening  "on  the 
outside"  as  much  as  they  do  about  what's 
happening  right  here. 

The  problem  is  not  confined  to  corre- 

spondents. Diplomats  share  it.  It's  no  secret 
that  our  American  Ambassador  Llewellyn 
Thompson  has  found  himself  stumped  on 

occasion  for  an  appropriate  reply  when  con- 
fronted with  a  quizzical  remark  by  Soviet 

Foreign  Minister  Andrei  Gromyko  at  a 

diplomatic  reception  or  even  when  sum- 
moned to  the  foreign  ministry.  Naturally, 

as  is  any  government,  Soviet  authorities  are 
advised  quickly  by  radiogram  from  their 
diplomats  abroad  about  any  significant 

events.  Mr.  Thompson's  complaints  on  this 
vacuum  finally  moved  Washington  to  pro- 

vide a  daily  radioed  news  report  to  the 

Moscow  embassy.  This  is  mimeographed 
and  made  available  to  correspondents,  as 

is  a  stenographic  recording  of  the  morning 

BBC  by  the  British  embassy,  but  the  me- 
chanics of  putting  out  these  sheets  delays 

them  until  late  in  the  afternoon. 

There  are  other  ways  for  keeping  in  touch 

with  the  world  beyond  Russia's  frontiers. 
The  NBC  newsroom,  for  example,  dis- 

patches to  me  a  daily  summary  cable  of 
headlines  from  the  New  York  morning 

papers.  This  is  extremely  useful  and  almost 
every  week  furnishes  a  lead  for  writing  a 
reaction  story  from  Moscow  or  provides 
guidance  in  writing  an  interpretive  script. 

However,  as  on  the  morning  of  the  ill-fated 

American  satellite,  the  "play  cable"  from 
NBC  arrives  hours  after  I've  already  fed  my 

NETWORK  SHORTS 

ABC-TV  announces  new  two-year  primary 

affiliation  with  WAVY-TV  Norfolk.  Va., 

effective  Jan.  1,  1959.  Station  has  been 

affiliated  with  network  since  Sept.  1,  1957. 

As  of  Sept.  1  this  year  WAVY-TV  will  clear 

all  ABC  shows  live.  Station  owner  is  Tide- 
water Teleradio  Inc. 

Keystone  Broadcasting  System  announces 

addition  of  eight  stations  to  its  affiliates  list. 
New  KBS  affiliates  are  KRKC  King  City  and 

KNEZ  Lompoc,  both  Calif.;  KUBG  Mont- 
rose. Colo.;  WCHF  Canton.  Ga.;  KANO 

quota  of  news  spots  on  my  regular  daily 

circuit  at  1:05  p.m.  Moscow  time  (which, 

with  Daylight  Savings,  is  6:05  a.m.  in 
New  York).  On  a  rough  average,  cables 
from  New  York  take  three  hours  for  de- 

livery, accomplished  by  an  old  woman  who 
makes  her  rounds  in  a  chauffeured,  Austin- 

size  "Moskivitch,"  smallest  of  the  auto- 
mobiles manufactured  in  the  U.S.S.R.  Not 

uncommonly  the  time  consumed  in  getting 
a  brief  cable  from  Moscow  to  New  York 

is  much  longer.  [Censored.]  All  news  sto- 
ries (in  whatever  form,  whether  as  scripts 

or  cables)  must  be  submitted  to  a  censor 
whom  the  correspondent  never  sees  and  can 
not  reason  with.  Incidentally,  incoming 

cables  are  not  subject  to  deletions,  [cen- sored]. 

As  for  newspapers  from  abroad,  they  are 

delivered  rather  expeditiously  and  the  air- 
mail edition  of  the  Paris  Herald  Tribune  has 

been  know  to  arrive  in  Moscow  on  the  after- 

noon after  the  day  of  its  publication.  The 

airmail  New  York  Times,  published  in  Am- 
sterdam, takes  somewhat  longer. 

Even  so,  newspaper  delivery  is  a  great 
deal  faster  than  letters.  On  the  average,  an 
airmail  letter  from  New  York  takes  eight 

days  to  reach  its  Moscow  addressee.  In  three 

years  in  the  Soviet  capital  I've  received  a 
number  of  letters  in  five  days,  and  the  long- 

est time  was  25  days  for  an  airmail  letter 

from  Len  Allen,  manager,  NBC  tv  news 
assignments.  Delays  such  as  this  can  prove 

mighty  embarrassing  as  when  a  letter  sug- 
gests special  radio  and  film  coverage  of  a 

visiting  American  educational  delegation 

long  after  the  delegation  has  come  to  Mos- 
cow and  gone. 

Anoka,  Minn.;  KNPT  Newport,  Ore.; 

WAIM  Anderson,  S.  C,  and  KWYR  Win- 

ner. S.  D. 

Intermountain  Network  report  on  network 
sales  for  first  five  months  of  1958  shows 

total  gross  sales  up  25%  over  same  period 

one  year  ago,  total  national  spot  sales 

up  36%. 

NBC-TV's  series  of  filmed  conversations 

seen  on  network's  Wisdom  series  scheduled 

for  presentation  in  book  form  for  fall  pub- 
lication by  Norton  Pub.  Co.,  N.  Y. 

Broadcasting 
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The  stamp  listeners  can't  see 
Irving  R.  Levine,  veteran  on  the  postwar  Kremlin 

beat,  describes  the  uncertainties  of  getting  news  leads 

in  a  capital  "where  foreign  correspondents  ask  each 
other  what's  happening  'on  the  outside'  "  as  much  as 
about  what's  happening  on  the  scene.  Mr.  Levine's 
text  (censored)  appears  above. 



DILLON? 

'Well,  Chester,  seems  they  got  another  one  of  those 
ARB  ratings  down  in  Shreveport, 

and  I  reckon  you,  Doc,  Kitty  and  I  can  be 

mighty  proud  'cause  our  show  came  in  first  place. 

In  fact,  the  station  we're  on,  KSLA-TV, 
got  8  of  the  TOP  10  shows  . . .  and  18  of  the  TOP  25. 

And  it  led  the  audience  in  227  out  of 

414  quarter  hours  in  the  week. 

It's  great  to  be  a  part  of  the.  number  one 
network,  Chester,  but  something  else  that  impresses 

folks  about  KSLA-TV  is  the  way  it  originates 
a  lot  of  shows  on  its  own  designed 

for  people  right  there  in  the  Ark-La-Tex. 
Its  local  news  and  weather,  for  instance, 

have  always  been  the  ones  most  people  prefer. 

(33.6  to  13.4  at  6:00  PM). 

Well,  that  oughta  take  care  of 

any  confusion  you  might  have  had  about 
ARB  ratings  in  Shreveport. 

Care  to  amble  over  to  the  Long  Branch  for  a  spell?'' 

shreveport,  la. 

Represented  by  PAUL  H.  RAYMER  CO.,  INC. 
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hammers  your  message  home 

20  times  / 

a  week « 

at  an  economy-figure  comparable 
to  the  time-and-talent  cost  of  one 

daytime  network  quarter-hour. 

IMPACT  IMPjjpr  .....Tr  UHPACT 

Twenty  sales-messages  every  week  —  rotated  to  reach  a  station's 

entire  daytime  audience.  That's  PURSE-SUASION,  combining  the 
persistence  of  saturation  with  the  triple  impact  of  sight  plus  sound 

plus  motion— the  impact  only  television  can  deliver.  Advertisers  have 
been  quick  to  recognize  and  use  this  new  selling  tool.  Check  with  your 

Blair-TV  office  now  for  the  full  story  of  PURSE-SUASION,  the  effec- 
tive way  to  hammer  your  sales  message  home. 

BLAIR-TV 
Televison's  First  Exclusive 
National  Representative 

NEW  YORK 

TEmpleton  8-5800 

ST.  LOUIS 
CHestnut  1-5686 

CHICAGO 
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BLAIR-TV  Represents: 
WABC-TV  -  New  York 
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KTTV  -  Los  Angeles 
WFIL-TV-  Philadelphia 
WXYZ-TV  -  Detroit 
WHDH-TV  -  Boston 
KGO-TV  —  San  Francisco 
WIIC  -  Pittsburgh 
KTVI  -  St.  Louis 
WEWS  -  Cleveland 
WJZ-TV  -  Baltimore 
KFJZ-TV-  Dallas-Ft.  Worth 
WNHC-TV  -  Hartford-New  Haven 
KING-TV  -  Seattle-Tacoma 
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WCPO-TV  -  Cincinnati 
KGW-TV  -  Portland 
WDSU-TV  -  New  Orleans 
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GOVERNMENT 

DIVERTING  ACTION  IN  SPECTRUM  PROBE 

Military  asks  all  allocations,  FCC  itself,  be  included  in  study 

The  military  (with  White  House  endorse- 
ment) made  a  surprise  move  in  its  alloca- 

tions strategy  last  week — a  flanking  action 
to  turn  the  Senate-passed  military  spectrum 
probe  away  from  its  own  channels  and,  in- 

stead, against  (1)  all  spectrum  allocations 
and  (2)  the  FCC  itself. 

Involved  in  last  week's  maneuvers:  Presi- 
dent Eisenhower,  the  Office  of  Civilian  & 

Defense  Mobilization,  Rep.  Oren  Harris 

(D-Ark.)  and  the  FCC.  The  armament:  an 
Executive-proposed  amendment  to  identical 
resolutions  introduced  by  Sen.  Charles 

Potter  (R-Mich.)  and  Rep.  William  Bray 
(R-Ind.). 

The  amendment,  signed  by  OCDM  Di- 
rector Leo  A.  Hoegh  and  endorsed  by  a 

letter  from  the  President,  would  expand 
the  proposed  commission  to  include  a  study 

of  the  entire  spectrum  and  "the  administra- 
tive organization  and  procedures  for  dis- 

charging" provisions  of  the  Communications 
Act  (meaning  the  FCC). 

Proponents  of  the  two  resolutions  (SJ 
Res.  106  and  HJ  Res.  381)  as  now  written 

were  somewhat  dubious  of  the  new  proposal. 
The  feeling  was  prominent  that  if  the 
amendment  is  written  into  the  bill,  emphasis 
will  be  shifted  from  a  study  of  whether  the 
military  can  relinquish  some  of  its  present- 

ly assigned  space  to  an  effort  by  the  military 

to  "appropriate" 
space  currently  as- 

signed to  broadcast- 
ing. Such  a  move 

long  has  been  feared 
[Lead  Story,  Aug. 
12,  1957,  et  seq.]. 
Development 

began  last  Monday 
(July  28),  when 
President  Eisen- 

hower sent  a  letter 

to  House  Speaker 

Sam  Rayburn  (D- 

Tex.)  in  which  he  "suggested"  that  there  be 
an  expansion  of  the  purpose  of  the  proposed 
five-man  commission.  The  President  said 

changing  technology  and  needs  present  prob- 
lems in  the  telecommunications  field  which 

require  a  searching  examination.  The  situa- 
tion, he  said,  is  complicated  even  more  by 

satellite  and  defense  developments. 

Noting  that  Senate  passage  of  the  Potter 
resolution  had  been  called  to  his  attention, 
the  Chief  Executive  said  he  believed  a  more 
vital  contribution  could  be  made  if  duties 
of  the  commission  were  broadened.  He  said 

he  was  convinced  the  study  should  not  limit 

itself  to  radio-tv  frequencies  allocated  to  the 
government,  but  should  include  non-govern- 

ment users  as  well.  Furthermore,  he  wrote, 

it  was  his  view  that  any  study  of  this  type 
should  include  an  examination  of  the  ad- 

ministrative and  procedural  arrangements 

which  now  exist  with  respect  to  the  alloca- 
tion, management  and  control  of  frequency 

space. 
The  President  ended  with  advance  warn- 

Ike  has  plan 

ing  that  Mr.  Hoegh  would  suggest  such 
changes  as  may  be  necessary  to  accomplish 

the  President's  recommendations. 

OCDM's  suggested  amendments  were 
sent  to  the  Speaker  Tuesday.  Mr.  Hoegh 

wrote:  "I  believe  that  the  President's  purpose 
could  be  accomplished  by  the  following 
amendments  to  S  J  Res  106: 

"1.  The  title  should  be  amended  to  read 
as  follows:  'Joint  resolution  to  establish  a 
commission  to  investigate  the  allocation, 

management  and  control  of  radio  and  tele- 

vision frequencies.'  [The  title  now  specifies 
a  study  of  frequencies  allocated  to  the  fed- 

eral government  only.] 

"2.  Sec.  2  (a)  should  be  amended  to  read 

as  follows:  'It  shall  be  the  duty  of  the  com- 
mission to  conduct  a  thorough  and  compre- 
hensive study  and  investigation  of  the  allo- 

cation, management  and  control  of  bands  of 
radio  and  television  frequencies  under  the 
provisions  of  the  Communications  Act  of 

1934,  as  amended,  with  a  view  to  determin- 
ing ( 1)  how  such  frequencies  may  be  utilized 

to  the  maximum  degree  possible,  (2)  how 

planning  should  be  undertaken  to  take  ad- 
vantage of  technological  change  in  achiev- 

ing maximum  use  of  the  frequency  spec- 
trum, (3)  whether  any  (and  if  so  how  much) 

of  such  frequencies  may,  in  the  public  in- 
terest, be  re-allocated  to  other  uses,  (4)  the 

likely  future  requirements  of  the  various 

non-governmental  users  and  agencies  and 
instrumentalities  of  the  federal  government 

for  radio  and  television  frequencies,  (5)  the 

changes,  if  any,  that  should  be  made  in  ex- 

isting administrative  organization  and  pro- 

cedures for  discharging  the  federal  govern- 

ment's responsibilities  in  this  field." 
Present  language  of  Sec.  2  (a)  of  the  Pot- 

ter-Bray resolutions  calls  for  a  study  of 
space  allocated  to  the  government  with  a 

view  to  determining  if  it  is  being  efficiently 

utilized,  whether  some  can  be  re-assigned 
for  commercial  use  and  possible  future  needs 
of  the  government. 

While  the  authors  of  the  legislation  were 
not  consulted  on  the  Executive  recommenda- 

tion, FCC  Chairman  John  C.  Doerfer  was. 

Comr.  Doerfer  made  two  trips  to  the  White 
House  early  last  week  for  a  briefing  on  the 
amendment.  Among  those  he  conferred 
with  were  Mr.  Hoegh,  Presidential  Assistant 
Sherman  Adams  and  Gordon  Gray,  director 
of  ODM  prior  to  its  consolidation  with  civil 
defense  the  first  of  July.  Mr.  Gray  who  owns 

the  Winston-Salem  (N.  C.)  Journal  Sentinel 
and  controls  WSJS-AM-FM-TV  Winston- 
Salem,  is  now  assistant  to  the  President  for 
national  security  affairs. 

Speaker  Rayburn  forwarded  the  Execu- 
tive recommendations  to  Rep.  Harris,  in 

whose  House  Commerce  Committee  the 

spectrum  study  resolutions  are  pending.  Rep. 
Harris,  in  turn,  sent  the  amendment  to  the 
FCC  for  comment  Wednesday  morning.  He 

promised  speedy  committee  action  if  the 
Commission  was  prompt  in  its  reply. 

The  Commission  was  prompt  indeed.  It 

sent  a  hand-delivered  endorsement  (although 
it  is  understood  some  commissioners  had 

certain  misgivings)  to  Rep.  Harris  the  same 
afternoon.  It  was  pointed  out  during  the 

Commission's  consideration  of  the  amend- 
ment, that  under  the  new  language,  the  pro- 

posed commission  could  recommend  legis- 
lation abolishing  or  radically  changing  the 

FCC. 

However,  despite  current,  widespread 

criticism  of  the  FCC  as  a  result  of  the  Legis- 
lative Oversight  investigations,  and  an  al- 

ready drafted  "ripper"  bill  completely  abol- 
ishing the  FCC  in  the  hands  of  the  Senate 

Commerce  Committee  [Government,  Mar. 

17],  the  FCC  did  not  feel  such  a  proposal  is 
likely  to  be  made. 

The  FCC.  over  Chairman  Doerfer's  sig- 
nature, told  Rep.  Harris  it  favored  the  origi- 

nal resolution  and  was  in  accord  with  the 

amendment  to  include  all  of  the  spectrum 
and  its  administration  in  the  study. 

Rep.  Bray  was  not  enthusiastic  about  the 
Executive  move.  He  said  an  expansion  of 

the  study  was  unnecessary  because  the  FCC 
currently  has  the  authority  and  facilities  to 
re-evaluate  its  assignment  of  spectrum  space 

(i.e.,  pending  studies  of  25-890  mc  and 

.  .  .  but  Potter,  Bray  have  doubts 

above  890  mc  assignments).  The  Indiana 

Republican  questioned  the  military's  motive 
and  exact  meaning  of  the  amendment's language. 

Sen.  Potter,  whose  resolution  cleared  the 

Senate  unanimously  without  debate  a  fort- 
night ago  [Government,  July  28],  also  was 

not  sure  about  OCDM's  motives.  He  called 
for  the  House  to  hold  hearings  to  clarify  the 

exact  meaning  and  purpose  of  the  amend- 
ment before  it  was  reported  out.  However, 

Sen.  Potter  said,  he  would  not  object  to  an 

all-inclusive  study  if  it  did  not  play  second- 
fiddle  to  an  investigation  of  the  administra- 

tion of  the  Communications  Act,  a  fear  he 
expressed  might  happen. 

Sen.  Warren  Magnuson  (D-Wash.),  chair- 
man of  the  Senate  Commerce  Committee 

and  strong  supporter  of  the  Potter  resolution, 
said  that  if  the  amendment  is  adopted,  the 

military-allotted  spectrum  study  still  should 
receive  priority.  He  said  that  is  the  original 
intent  of  Congress  and  the  paramount  need. 

Possibility  of  expanding  the  commission's 
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purpose  has  been  kicked  about  in  congres- 
sional cloakrooms  for  sometime.  At  the  time 

Sen.  Potter's  resolution  was  introduced  over 
a  year  ago  [Government,  June  24,  1957] 
ODM  entered  an  objection  on  the  grounds 
it  was  unnecessary  and  would  cover  ground 
already  gone  over  in  a  1956  classified  study. 
ODM  also  said  at  that  time  if  such  a  com- 

mission were  set  up,  its  scope  should  en- 
compass the  entire  spectrum. 

940  Kc,  1 550  Kc  Now 

Open  for  Daytime  Use 

The  FCC  last  week  opened  up  clear  chan- 
nel frequencies  940  kc  and  1550  kc  for  day- 

time stations — notwithstanding  its  prohibi- 
tion on  processing  daytime  applications  on 

Class  1  frequencies  pending  solution  of  the 

long-pending  daytime  skywave  case. 
The  Commission  ordered  that  the  two 

frequencies  be  exempted  from  the  rule  de- 
ferring action  on  applications  involving  clear 

channels.  Although  940  kc  and  1550  kc 
are  clears,  both  Canada  and  Mexico  have 

priorities  on  their  use  under  the  1950  North 
American  Regional  Broadcast  Agreement. 
Canadian  priority  on  940  kc  is  at  Montreal, 
Que.,  and  on  1550  kc  at  Windsor,  Ont. 
Mexican  priorities  for  both  channels  are  at 
Mexico  City,  D.F. 

There  are  no  U.  S.  Class  1  stations  operat- 
ing on  these  two  wave  lengths. 

Actually  the  rule  listing  the  frequencies 
on  which  daytime  applications  are  deferred, 

passed  early  in  the  post-World  War  II  era, 
referred  to  all  the  clear  channels,  including 

940  kc  and  1550  kc.  The  Commission's  ac- 
tion was  taken  when  the  subject  became  an 

issue  in  a  comparative  hearing  involving  the 
application  of  WBOF  Virginia  Beach,  Va., 
to  change  from  1600  kc  with  1  kw  daytime 

to  1550  kc  with  5  kw  daytime.  WBOF  peti- 
tioned the  Commission  to  permit  its  opera- 

tion on  1550  kc,  if  it  succeeded  in  winning 
its  case,  on  the  ground  that  the  rule  was  in 
error  in  including  this  frequency.  Since  the 

hearing  began,  one  of  WBOF's  competitors 
has  dismissed  its  application,  and  the  third 
application  for  1570  kc  at  Denbigh,  Va. 
is  not  in  conflict. 

Rep.  Hale's  '56  Victory  Upheld, 
Faces  Same  Opponent  Next  Month 

Just  six  weeks  before  the  same  two  prin- 
cipals face  each  other  again  in  the  Sept.  8 

Maine  general  election,  the  House  Elections 

Subcommittee  last  week  declared  Rep. 
Robert  Hale  (R-Me.)  defeated  his  1956 
First  District  Democratic  opponent,  James 
A.  Oliver,  by  1 1 1  votes.  The  subcommittee 

boosted  Rep.  Hale's  previously-announced 
29-vote  majority  after  investigating  4,087 
contested  ballots. 

The  subcommittee  decision  will  be  acted 

on  Wednesday  (Aug.  6)  by  the  parent  House 
Administration  Committee  and  then  by  the 
full  House.  Rep.  Hale  is  a  member  of  both 
the  House  Commerce  Committee  and  its 

investigative  arm,  the  Legislative  Oversight 

Subcommittee.  Mr.  Oliver  was  a  Republi- 

can member  of  Congress  in  the  1930's  be- 
fore switching  to  the  Democratic  party. 

NO  TAKERS  SEEN  FOR  SPORTS  BILL 

•  Little  chance  for  blanket  antitrust  protection 

•  Fellows  pushes  industry's  side  as  hearings  end 

Hope  of  commercial  sports  promoters  for 

an  antitrust  blank-check  were  dwindling  at 
the  weekend  as  Congress  speeded  up  activity 

in  an  effort  to  adjourn  by  mid-August.  The 
Senate  Antitrust  Subcommittee  considering 
antitrust  exemption  (HR  10378,  S  4070) 
wound  up  hearings  last  Thursday  (July  31). 

While  a  heavy  share  of  subcommittee 
testimony  favored  passage  of  the  bill,  NAB 
and  the  Dept.  of  Justice  have  opposed  the 
antitrust  exemption  because  it  would  permit 

promoters  to  black  out  much  of  the  nation's 
population  from  radio  and  tv  coverage  of 

games. In  testifying  last  week,  NAB  President 
Harold  E.  Fellows  contended  commercial 

sports  should  be  subject  to  antitrust  laws. 
A  large  number  of  letters  and  wires  from 

stations  in  opposition  to  the  bill  were  re- 
ceived by  the  subcommittee,  headed  by  Sen. 

Estes  Kefauver  (D-Tenn.). 
As  four  weeks  of  hearings  wound  up  July 

31,  Chairman  Kefauver  said  a  closed  meet- 
ing of  his  subcommittee  was  scheduled  Aug. 

1.  A  number  of  amendments  have  been 

proposed,  including  proposals 

to  spell  out  blackout  permis- 
sion for  baseball,  football, 

hockey  and  basketball.  Last 
week  the  U.  S.  Trotting  Assn. 
asked  to  be  included  in  the 

antitrust  exemption. 

Pay  tv  entered  the  hearings 
when  Sen.  William  Langer 

(R-N.  D.)  introduced  an 
amendment  that  would  ban 

sports  programming  on  pay- 
as-you-see  television. 
NAB  sent  a  letter  to  the 

subcommittee,  at  the  request 

of  Sen.  Joseph  C.  O'Mahoney 
(D-Wyo.),  citing  an  estimate 
that  advertisers  are  spending  about  $35  mil- 

lion this  season  for  radio  and  tv  coverage 

of  major  league  baseball.  Radio  and  tv  in- 
comes of  major  league  clubs  amounted  to 

more  than  $7  million.  NAB  said  on  the  basis 

of  data  provided  by  Chairman  Emanuel 

Celler  (D-N.  Y.),  Chairman  of  the  House 

Judiciary  Committe.  Rep.  Celler's  bill  pro- 
viding antitrust  exemption  for  pro  sports 

where  a  "reasonably  necessary"  requirement 
existed  was  sidetracked  in  the  House  in 

favor  of  the  blanket  exemption. 

NAB  cited  a  statement  by  Bert  Bell,  Na- 
tional Football  League  commissioner,  that 

league  radio-tv  income  totaled  $1,810,260 
in  1957. 

Station  Representatives  Assn.  told  the 
Senate  subcommittee  in  a  letter  last  week 

that  restricted  sports  broadcasts  would  rob 

the  public  of  interesting  programs  and  de- 
prive stations  of  substantial  revenue  (see 

page  55).  The  letter  was  sent  by  Frank  M. 

Headley  of  H-R  Representatives,  president 
of  SRA. 

A  tribute  of  broadcasting's  power  to  stim- 
ulate interest  in  sports  and  attendance  at 
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games  was  paid  by  Maurice  Podoloff,  presi- 
dent of  National  Basketball  Assn.  The  final 

witness  at  the  hearings,  Mr.  Podoloff  said 
"television  has  encouraged  people  to  go  to 
games  and  radio,  too,  has  stimulated  attend- 

ance." 

Next  season  NBA  will  broadcast  16  games 

plus  four  playoffs  on  NBC  Sunday  after- 
noons. Mr.  Podoloff  negotiates  the  broad- 

cast contracts,  the  network  paying  $12,000 

a  game  and  $15,000  for  playoffs.  Home 
cities  are  blacked  out  on  tv  with  the  excep- 

tion of  some  New  York,  Philadelphia  and 
Detroit  games. 

When  the  U.  S.  Trotting  Assn.  testified 

July  30,  Joseph  A.  Neville,  chief  counsel, 
said  radio-tv  coverage  has  been  a  factor  in 

the  swift  growth  of  the  sport.  "Broadcasts 
have  done  us  a  world  of  good  and  no  harm 

whatsoever,"  he  said  on  questioning  by 
Theodore  T.  Peck,  counsel  to  Sen.  Everett 

M.  Dirksen  (R-Ill.).  "They  have  gone  out 
of  their  way  to  give  us  help.  We  are  very 
grateful  to  the  television  and  radio  industry 

for  what  they  have  done  for  us." Mr.  Fellows  was  flanked  in 
his  committee  appearance  by 

Vincent  T.  Wasilewski,  NAB 

government  relations  direc- 
tor. He  opposed  blanket  ex- 

emption from  antitrust  laws 
for  professional  sports  on  the 

ground  such  agreements 
"should  stand  the  scrutiny  of 
reasonableness  in  order  to  be 

in  the  overall  public  interest." 
Contending  professional 

sports  contests  are  now  sub- 
ject to  antitrust  laws,  he  saw 

no  reason  to  modify  the  situ- 
ation. He  listed  the  history 

of  baseball  blackouts  since 

1946  when  the  major  league's  Rule  ID  was 
adopted,  recalling  the  Justice  Dept.  received 
many  complaints  from  the  public.  The  rule 
was  modified  at  Justice  Dept.  insistence  and 
later  the  clubs  abandoned  it  altogether. 

Professional  football  has  never  appealed 

the  federal  court  decision  giving  National 
Football  League  the  right  to  restrict  telecasts 
into  home  areas  the  day  a  club  is  playing  at 

home  and  forbidding  any  radio  restrictions. 

"I  assume  professional  football  has  been 

able  to  live  with  reasonable  restrictions,"  he 
said. 

Mr.  Fellows  said  the  House-passed  bill 

would  permit  "any  collusive  determination" 
the  clubs  desire  without  regard  to  the  public 

interests.  He  said  the  Justice  Dept.'s  black- 
out map  shows  that  baseball  clubs  could 

blackout  broadcasts  from  90%  of  the  popu- 
lation, though  only  half  of  it  at  a  time  or 

where  home  team  restrictions  might  prevail. 

The  bill,  he  contended,  "would  grant  to 
the  professional  sports  people  the  right  to 
virtually  preclude  a  large  segment  of  the 
American  public  from  all  chance  to  hear  on 

radio  or  view  on  television  the  bulk  of  pro- 
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hardly  a 

prospect  for 

dry  skin 

protection 

—  but  farmer  Richards  does  buy  a  lot 

of  motor  oil  for  his  tractors;  a  lot  of  flour 

for  the  wife's  kitchen;  and  a  good  new  car 

or  truck  ever  so  often. 

That's  why  it  pays  to  pinpoint  your 

radio  advertising!  There  are  many  buying 

groups  with  just  as  many  different 

radio  listening  habits. 

And  in  the  rich  Dallas  and  North  Texas 

market  WFAA  RADIO  is  just 

the  vehicle  for  pinpoint  advertising! 

WFAA 

50.000  WATTS 5O00  WATTS 

D     A     L     LA  S 

NBC  •  A  B  C 

the  stations  with 

I  "variety 

pro  grammin  g 
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Radio  service  of  The  Dallas  Morning  News 
Edward  Petry  &  Co.,  National  Representatives. 
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there's 
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SCRANTON -WILKES  BARRE 

For  maximum  sales  results  in  Northeastern  Pennsylvania,  take  a  "WDAU-TV  look"  at  the 

market.  You'll  find  that  when  you  buy  WDAU-TV,  your  sales  message  receives  dominant  coverage 

in  Scranton -Wilkes  Barre  .  .  .  PLUS  52  communities,  each  with  a  population  of  5000  or  more! 

Then  consider  that  WDAU-TV,  CBS  in  Northeastern  Pennsylvania,  delivers  consistent  ARB 

leadership  .  .  .  with  top  rated  CBS  shows  .  .  .  local  programs  .  .  .  syndicated  films  .  .  .  and 

regional  news,  sports  and  weather  coverage. 

WDAU-TV 

.  .  .  towering  over  Northeastern  Pennsylvania 

CBS  Television  in  Scranton-Wilkes  Barre 

Affiliated  with  WCAU-TV,  Philadelphia 

Call  H-R  Television 



GOVERNMENT  continued 

fessional  games,  especially  baseball."  Radio 
would  be  affected  by  blackouts,  Mr.  Fellows 
said,  recalling  that  it  has  been  blacked  out 
in  past  years. 

"We  believe  that  professional  sports 
should  not  be  granted  a  blank  check  to 

adopt  any  and  all  restrictive  agreements," 
he  said.  "I  do  not  believe  that  this  Congress 
should  operate  on  the  assumption  that  the 

public  interest  will  be  protected  because  pro- 
fessional sports  people  are  supposedly  rea- 

sonable men.  We  believe  that  just  as  in  all 
other  entertainment  industries,  the  antitrust 

laws  should  apply  so  that  agreements  affect- 
ing a  product  for  the  program  fare  of  radio 

and  television  may  be  subject  to  the  scrutiny 
of  reasonableness. 

"It  is  true  that  we  and  the  public  and  the 
Justice  Dept.  might  disagree  with  profes- 

sional baseball  as  to  what  is  and  what  is  not 

reasonable.  This,  however,  should  not  be  a 

reason  for  granting  to  professional  baseball, 

football,  basketball  and  hockey  the  absolute 
right  to  make  the  unilateral  determination  of 

reasonableness." 
On  questioning  by  Chairman  Kefauver, 

Mr.  Fellows  said  no  legislation  is  necessary 
since  antitrust  laws  are  now  applicable  to 

sports.  He  said  broadcasters  can  live  with 
the  federal  court  decision  in  the  National 

Football  League  case. 

Sen.  O'Mahoney  asked  Mr.  Fellows  to 
supply  information  on  the  market  for  broad- 

casts of  major  league  baseball,  professional 

football  and  minor  league  baseball — the 
amount  of  money  sponsors  of  broadcasts  are 
willing  to  pay  for  the  right  to  carry  the 

games. Leo  De  Orsey,  ex-director  of  the  Wash- 
ington Senators  baseball  team,  described 

baseball  as  a  big  business.  He  said  radio  and 
tv  could  ruin  the  minor  leagues,  contending 
the  majors  should  not  broadcast  into  minor 

league  territory  during  home  games  without 

consent  of  the  minor  club.  He  listed  12 

major  clubs  participating  in  NBC  and  CBS 
weekend  games:  Asked  about  pay  tv,  he 

said,  "I'm  for  getting  it  free." 
Clarence  S.  Campbell,  director  of  Na- 

tional Hockey  League,  asked  antitrust  ex- 
emption, contending  a  law  granting  only 

"reasonably  necessary"  exemption  would  re- 
sult in  costly  litigation.  He  said  broadcasting 

is  not  a  problem  with  professional  hockey, 

since  only  one  Saturday  afternoon  game  is 
broadcast  each  week. 

Rep.  Francis  E.  Walter  (D-Pa.),  one  of 
the  authors  of  a  blanket  antitrust  exemption 

for  sports  as  provided  in  the  House  bill, 
testified  the  House  measure  equalizes  for 
other  sports  the  privileges  now  enjoyed  by 

baseball.  He  said  he  was  "unaware  of  any 
improper  pressures  brought  in  the  House  for 
passage  of  the  bill.  Our  motives  should  not 
be  questioned.  This  is  not  a  plot  engineered 

by  club  owners." Major  league  clubs  are  working  out  an 
agreement  on  blackout  areas  while  games 

are  being  played,  he  said  when  questioned 

by  Chairman  Kefauver.  He  favored  incor- 
poration of  specific  blackout  language  in 

the  bill. 

Sen.  Langer  contended  he  introduced  his 
amendment  because  he  feels  the  general 

public  should  be  provided  the  privilege  of 

viewing  professional  team  sports  on  tv  with- 
out payment  of  a  toll,  fee  or  subscription. 

He  reminded  that  Walter  O'Malley  and 
Horace  Stoneham,  respective  heads  of  the 

Los  Angeles  Dodgers  and  San  Francisco 
Giants,  testified  to  a  House  committee  they 

are  negotiating  for  closed-circuit  telecasts  of 

games  from  their  parks.  "These  would  deny 
the  general  viewing  public  of  watching  those 

games  unless  they  pay  a  stipulated  fee,"  he said. 

His  amendment  adds  the  following  lan- 

guage to  the  bill: 
"No  person  conducting  or  engaging  in 

any  such  organized  professional  team  sport, 
shall  enter  into  or  become  a  party  to  any 

contract,  agreement,  or  other  arrangement 

resulting  directly  or  indirectly  in  the  imposi- 
tion upon  the  public  by  any  person  of  any 

requirement  for  the  payment  of  any  toll, 

fee,  subscription  or  other  charge  for  the 
privilege  of  viewing  on  television  receiving 
sets  in  private  residences  any  organized  pro- 

fessional team  contest  of  any  such  sport." 
Exemption  of  professional  sports  was  op- 

posed by  three  college  football  coaches. 
Bud  Wilkinson,  of  Oklahoma  U.,  said  the 

pros  shouldn't  have  any  more  rights  than 
any  other  business.  He  said  the  clubs  were 
"almost  ruthless"  in  their  business  opera- 

tions, adding  he  knows  of  no  instance 
"where  the  expedient  dollar  avenue  was  not 

the  one  that  was  followed." He  conceded  the  National  Collegiate 
Athletic  Assn.  restrictions  on  telecasts  of 

college  games  have  been  "successful  to  a 
degree,"  spreading  income  among  colleges 
and  benefiting  small  schools. 

Bowden  Wyatt  of  the  U.  of  Tennessee 
and  Duffy  Daugherty  of  Michigan  State 

U.  agreed  professional  football  should  have 
the  same  rules  as  other  businesses.  All  three 

coaches  were  critical  of  the  professional 
draft  and  reserve  clause. 

SRA  JOINS  ANTI-SPORTS  BILL  FORCES 

Restricting  radio  and  television  cover- 
age of  sports  events  would  rob  the  public 

of  some  of  its  most  interesting  programs, 
deprive  stations  of  a  significant  portion 

of  their  revenues — and  probably  hurt 
sports  attendance  in  the  long  run. 

Moreover,  if  sports  were  given  the  pre- 
rogative of  blacking  out  broadcast  cov- 

erage, then  motion  pictures  and  other 
enterprises  could  claim  equal  right  to  the 
same  special  privilege. 

These  contentions  were  advanced  last 

week  by  Station  Representatives  Assn. 
in  opposition  to  pending  legislation 

(HR-10378  and 
S-4070)  designed 
to  free  organized 

sports  from  anti- 
trust controls  (see 

page  52).  The 
arguments  were 
contained  in  a 

letter  sent  Thurs- 
day (July  31)  by 

SRA  President 

Frank  M.  Head- 

ley  (H-R  Repre- 
sentatives) to 

Sen.  Estes  Kefauver  (D-Tenn.),  chair- 
man of  the  Senate  Atntitrust  &  Monop- 

oly Subcommittee  considering  the  legis- 
lation. 

Mr.  Headley  wrote: 

"The  association  [SRA]  opposes  the 
provisions  of  HR-10378  and  S-4070 
which  would  restrict  the  ability  of  radio 
and  television  stations  to  broadcast  base- 

ball, football,  basketball  and  hockey 
games.  These  sporting  events  constitute 
some  of  the  most  interesting  programs 
that  are  carried  by  radio  and  television 
stations.  The  public  is  entitled  to  con- 

tinue receiving  these  broadcasts.  More- 
over, the  revenue  from  such  broadcasts 

is  a  significant  portion  of  the  income  re- 
ceived by  independent  stations  from 

non-network  sources." 
Although  Mr.  Headley  acknowledged 

MR.  HEADLEY 

that  some  people  claim  broadcast  cov- 
erage tends  to  hurt  the  gate,  he  con- 

tinued: 

"We  doubt  that  this  will  prove  to  be 
so  in  the  long  run.  For  we  believe  that 
eventually  many  more  fans  are  created 
by  broadcasts  than  are  lured  away  from 
the  parks. 

"The  committee  will  recall  that  when 
radio  broadcasts  of  games  commenced, 

the  fear  was  expressed  that  attendance 

would  be  hurt.  Can  anyone  deny  that  ra- 
dio ultimately  increased  interest  in  sports 

and  hence  helped  build  attendance? 
Similarly  the  advent  of  radio  may  have 
at  the  outset  discouraged  the  sale  of 

phonographs  and  phonograph  records. 
But  again,  can  anyone  deny  that  it  is 
radio  which  has  sparked  the  tremendous 

revival  of  these  industries?" 

Congress  should  not  "tamper  with  the 
free  competitive  forces  that  now  govern 

the  availibility  of  programs  for  broadcast- 

ing purposes,"  the  letter  continued.  It said: 

"To  grant  the  special  relief  asked  for 
in  the  pending  bills  would  constitute  a 
dangerous  precedent.  If  sports  are  to  be 
permitted  to  restrict  radio  and  television 
broadcasts,  why  should  not  the  movie 
industry  secure  the  same  protection? 

"The  committee  surely  must  realize 
that  the  fall-off  in  attendance  at  motion 
picture  houses  is  attributed  in  many 
quarters  to  television  in  general  and 
specifically  to  the  availability  of  quality 
movies  on  television.  If  congress  grants 

special  privileges  to  organized  sports  as 
is  now  requested,  how  can  it  later  deny 

similar  relief  to  the  motion  picture  in- 
dustry? And  after  them  will  come  many 

other  special  pleaders. 

"The  issue  is  clear.  The  American 

system  has  grown  strong  on  free  com- 
petition. We  do  not  think  the  principle 

should  now  be  abandoned  in  the  broad- 

cast field." 
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NO  EDITING,  NO  LIBEL,  SAYS  COURT 

•  New  ruling  in  Lamb  vs.  Sutton,  WSM,  WLAC  suit 

•  WDAY-TV  anti-censorship  case  may  reach  high  court 

A  Supreme  Court  test  of  the  anti-censor- 
ship clause  of  the  Communications  Act, 

which  impales  broadcasters  on  both  horns 
of  a  political  dilemma,  loomed  last  week 
from  two  areas. 

A  July  29  decision  by  a  U.  S.  District 
Court  in  Nashville,  Tenn.,  provided  the 
first  federal  court  support  of  a  longtime 

broadcaster  grievance — inability  to  edit 

political  programs  coupled  with  libel  liabil- 
ity. This  case  may  be  appealed  to  the  highest 

court. 

Another  case  based  on  a  North  Dakota 

Supreme  Court  decision  April  3  [Govern- 
ment, April  7]  is  expected  to  reach  the 

U.  S.  Supreme  Court  this  week  via  an 

appeal  for  a  writ  of  certiorari.  The  state 
court  affirmed  a  lower  court  ruling  that 

dismissed  a  libel  suit  against  WDAY-TV 
Fargo,  N.  D.,  for  statements  made  on  the 
air  by  a  splinter  candidate. 

The  Nashville  decision  was  based  on  a 

statement  broadcast  by  Pat  Sutton,  candi- 
date running  against  Estes  Kefauver  for 

the  U.  S.  Senate  in  1954.  Mr.  Sutton,  the 

court  held,  stated  on  the  air  that  Edward 
Lamb,  head  of  the  Lamb  station  group, 

was  "a  known  Communist  and  that  his 
licenses  to  operate  radio  and  tv  stations  had 

been  revoked  by  the  FCC."  A  jury  awarded 
Mr.  Lamb  verdicts  of  $15,000  against  Mr. 

Sutton  and  WSM,  and  $10,000  against  Mr. 
Sutton  and  WLAC.  Mr.  Sutton  asked  for 

a  new  trial  and  the  broadcast  stations  moved 
to  have  the  verdicts  set  aside. 

Under  Sec.  315  of  the  Communications 

Act,  stations  must  provide  equal  facilities 
for  candidates  with  the  express  provision 

"that  such  licensee  shall  have  no  power  of 
censorship  over  the  material  broadcast  un- 

der the  provisions  of  this  section." 
The  court  held  that  "no  express  provision 

in  the  section  grants  immunity  to  a  licensee 

for  defamatory  remarks  made  by  a  candi- 
date for  public  office  during  a  political 

broadcast.  But  it  would  appear  that  such 
immunity  is  necessarily  implied. 

'Analyzing  the  language  employed  it  is 
seen  that  a  licensee  is  not  required  to  grant 
broadcasting  time  to  any  of  the  candidates 
for  a  particular  public  office.  However,  if 
it  elects  to  permit  any  candidate  for  public 
office  to  use  its  facilities,  it  must  afford 

equal  opportunities  to  all  other  candidates 
for  the  same  office.  If  it  does  so  elect  to 

allow  the  use  of  its  facilities  in  a  particular 

political  campaign,  it  has  'no  power  of  cen- 
sorship over  the  material  broadcast  under 

the  provisions  of  this  section.' 
"The  denial  of  the  right  of  censorship  is 

complete,  including  any  portions  of  the 

material  deemed  by  the  licensee  to  be  de- 
famatory. If  the  licensee,  as  the  section 

clearly  provides,  is  deprived  of  all  right  to 
censor  or  to  delete  any  portions  of  the 

material  to  be  broadcast  by  a  political  can- 
didate, it  logically  follows  that  it  was  the 

intention  of  Congress  to  immunize  the 

licensee  from  liability  for  defamation  aris- 
ing from  remarks  made  by  such  candidate 

while  using  its  facilities.  It  cannot  fairly 

be  supposed  that  Congress  meant  to  leave 
licensees  exposed  to  a  continued  liability  for 
defamation  and  at  the  same  time  to  deprive 

them  of  the  power  to  avoid  such  liabiltiy." 
The  Tennessee  court  cited  the  North 

Dakota  decision  which  held  that  Sec.  315 

grants  immunity  to  a  station  for  libelous 
material  used  by  a  candidate  for  public 
office. 

State  laws  providing  protection  to  broad- 
casters in  the  case  of  statements  by  candi- 

dates have  been  enacted  by  36  states,  ac- 

cording to  NAB.  The  association  has  spon- 
sored this  legislation  for  more  than  a  decade. 

Harold  E.  Fellows,  NAB  president,  said 

the  Tennessee  decision  was  "a  great  step 
forward  in  clarifying  rules  for  broadcasting 

in  election  campaigns." 
Douglas  A.  Anello,  NAB  chief  attorney, 

participated  in  the  North  Dakota  hearing 
and  worked  with  counsel  for  WSM  and 
WLAC  in  the  Tennessee  case.  Mr.  Anello 

called  the  Tennessee  ruling  "a  complete 

acceptance  by  the  court  of  the  broadcasters' 

position." 
Senate  Passes  Information  Bill 

The  Senate  last  Thursday  (July  3 1)  passed 
and  sent  to  the  White  House  a  bill  designed 

to  prevent  federal  agencies  from  relying  on 

a  169-year-old  statute  in  withholding  infor- 
mation. The  bill  (HR  2767)  was  introduced 

by  Rep.  John  Moss  (D-Calif.)  and  previous- 
ly passed  the  House  following  lengthy  hear- 

ings by  a  Moss  subcommittee. 
Sen.  Thomas  Hennings  (D-Mo.)  authored 

an  identical  Senate  bill  (S  291),  which  was 

by-passed  in  favor  of  the  House  version  to 
speed  its  transmittal  to  the  President.  Known 
as  the  freedom  of  information  bill,  it  amends 

the  "Housekeeping  Statute,"  placed  on  the 

books  in  1789.  "Passage  of  this  bill  serves 
notice  on  all  would-be  censors  in  our  gov- 

ernment that  Congress  will  not  tolerate 
secrecy  except  where  it  is  clearly  justified 

and  specifically  authorized,"  Sen.  Hennings said. 

Oversight  Approves  Bill 

For  FCC  Code  of  Ethics 

The  House  Legislative  Oversight  Sub- 
committee last  week  reported  favorably  to 

the  parent  Commerce  Committee  one  of  its 
own  bills  (HR  11886)  requiring  the  FCC 
to  adopt  a  code  of  ethics  within  six  months. 

It  also  would  prohibit  the  acceptance  of 
honorariums  by  commissioners;  require  that 
all  communications  with  the  FCC  on  cases 

of  adjudication  be  sent  to  all  parties  con- 
cerned and  made  a  part  of  the  public 

record,  and  give  the  President  the  express 
power  to  remove  a  commissioner  from 

office  "for  neglect  of  duty  or  malfeasance 

in  office,  but  for  no  other  reason." 
The  bill  was  introduced  by  Chairman 

Oren  Harris  (D-Ark.)  after  completion  of 

the  subcommittee's  hearings  on  the  Miami 
ch.  10  grant  to  National  Airlines  [Govern- 

ment, April  21].  Not  all  members  of  the 
subcommittee  were  in  complete  agreement 
with  the  measure  as  presently  written.  Rep. 

Charles  Wolverton  (R-N.L),  ranking  minor- 

ity member,  sought  to  have  the  bill  ex- 
tended to  cover  all  regulatory  agencies. 

As  now  drafted,  it  applies  only  to  the 
FCC. 

Other  members  wanted  to  make  the  bill's 
language  stronger,  especially  on  the  code 
of  ethics,  and  to  include  a  provision  for 
annual  rotation  of  the  Commission  chair- 

manship, presently  appointed  by  the  Presi- 
dent. These  steps  were  considered  to  be 

"premature"  at  this  time  but  the  committee 
has  promised  stronger  legislation  at  a  future date. 

There  was  a  difference  of  opinion  within 
the  committee  on  whether  the  requirement 
for  public  disclosure  of  all  contacts  would 

apply  to  members  of  Congress  themselves. 
Rep.  Harris  said  such  a  report  would  not  be 
required  when  congressmen  or  the  White 
House  make  a  routine  inquiry.  Rep.  Peter 

A.  Mack  (D-Ill.)  disagreed.  He  said  such 
contacts  generally  were  an  attempt  to  bring 

pressure  and  disclosure  would  be  mandatory 
under  the  bill. 

At  a  late  Thursday  (July  31)  executive 

meeting,  the  subcommittee  discussed  its  fu- 
ture course  of  action,  but  a  decision  was 

withheld  until  this  week.  Investigations  of 

several  comparative  tv  cases  have  been  com- 
pleted and  are  awaiting  public  hearings. 

With  Congress  rushing  toward  an  expected 
adjournment  within  the  next  three  weeks, 
several  members  have  said  privately  they 

MAYOR'S  PLEA  DISMISSED 

Political  candidates  cannot  force  a 

station  to  sell  them  time  if  the  sta- 

tion elects  not  to  air  political  broad- 
casts, FCC  affirmed  last  week  in  dis- 

missing a  protest  filed  against  WRGB 
(TV)  Schenectady  by  Mayor  Samuel 

Stratton.  The  mayor  was  refused  pro- 
gram time  for  his  candidacy  in  the 

Democratic  primary  for  congress- 
man. 

The  Commission  explained,  how- 
ever, that  while  it  was  not  passing 

on  the  facts  of  this  particular  case, 

the  fact  a  station  did  not  sell  or  pro- 
vide time  for  political  broadcasts 

would  be  a  matter  to  be  included  in 

overall  consideration  of  a  station's 
license  renewal  application.  WRGB 

said  it  had  turned  down  the  mayor's 
bid  to  purchase  program  time  since 
it  was  limiting  itself  to  political  spot 
announcements  in  view  of  the  numer- 

ous primary  political  contests  now  in 

progress. 
The  Communications  Act  does  pro- 

vide, however,  that  if  a  station  pro- 
vides time  to  one  candidate,  it  must 

provide  equal  time  for  all  legally  qual- 
ified candidates  for  the  office  involved. 
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Recession  is  not  a  worrisome  word 

in  metropolitan  Washington 

The  nation's  lowest  unemployment  rate  in  May,  1958!  That's  how  Washing- 
ton, D.  C.  compares  with  every  other  major  metropolitan  area.  Only  2.75% 

unemployed  here  —  as  against  the  U.  S.  average  of  7.1%*  It's  not  Federal 
Government  employees  that  account  for  this  rare  record.  Their  numbers,  in 

fact,  have  declined  steadily  the  last  six  years.  Consistent  private  industry 

expansion  has  done  it — has  made  Washington  virtually  "recession-proof." 

June  ivas  a  revealing  month,  too — for  WWDC,  Radio  Wash- 

ington.  PULSE  had  us  FIRST  AGAIN  in  share  of  total  mentions 

— 6  A.M.  to  midnight,  Monday  through  Sunday.  That  makes  18 

months  without  a  miss  when  we've  been  first  or  a  mighty  close 
second.  We  have  a  simple  formula — to  be  a  listenable  station  to 

our  audience,  and  a  promotional  station  to  our  hundreds  of 

national  and  local  advertisers.  The  mutually  happy  result — ever- 

increasing  listeners  for  us,  ever -increasing  sales  for  you. 

WWDC 

radio  Washington 

*Economic  Development  Committee,  Washington  Board  of  Trade    REPRESENTED  NATIONALLY  BY  JOHN  BLAIR  A  CO. 
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WCKY's  50,000-watt  twin  transmit- 
ters strategically  located  high  above 

the  Ohio  serve  the  rich  Ohio  River 
Valley. 

HOW  RICH  IS  OUR 

Cincinnati  —  home  of  VVCKY  —  Queen  City  of  the  West  —  enthroned  on  its  fabled 

seven  hills,  above  the  great  Ohio  River — is  the  dynamic  hub  of  one  of  the  richest  indus- 
trial and  agricultural  valleys  of  the  nation. 

The  growth  of  the  Ohio  Valley  in  the  last  two  decades  is  a  fantastic  story  of  America, 

and  WCKY's  twin  transmitters  towering  high  above  the  Ohio,  send  out  50,000  watts  of 
pleasure  programming  day  and  night,  to  serve  the  people  of  this  Valley  of  Prosperity,  as 
it  has  been  doing  for  29  years. 

More  than  15  billions  of  private  dollars  have  been  poured  into  hew  industry  and 

expansion  of  existing  facilities  in  WCKY's  rich  valley;  the  United  States  Government  has 
earmarked  another  885  million  dollars  for  Ohio  River  improvements,  and  the  Atomic- 
Energy  Commission  has  spent  and  is  spending  additional  billions  in  Atomic  Energy  facili- 

ties, and  power  plants  to  energize  them,  all  in  the  Ohio  Valley. 

The  Valley's  own  raw  materials,  coal,  oil  and  gas;  chemicals,  agricultural  products  — 
and  its  finished  products;  machine  tools,  jet  engines,  airplanes,  army  tanks,  soap,  playing 
cards,  clothing,  boots  and  shoes,  meat  products,  makes  the  Ohio  Valley  probably  the  most 
highly  industrialized  river  system  in  the  United  States. 

CINCINNATI 

NEWPORT 

Artist's  drawing  of  Cliffy  Falls  Gen- 
erating Plant,  one  of  two  serving 

Atomic  Energy  Plant  at  Waverly,  O., 
with  needed  1,290,000  kilowatts. 

MADISON 

Another  load  of  "Ohio  River  Gold"  .  .  .  Tows  like  this  carry  as  much  coal  as  four  100-car  trains. Construction  view  of  Markland  Lock  and  Dam  —  one  of 
several  under  construction  to  handle  tows  longer  than 
Queen  Mary  —  as  wide  as  a  carrier. 

HI 



VALLEY  

River  traffic  on  the  Ohio  in  1957  totalled  more  than  81/2  million  tons 

of  raw  materials  and  merchandise  .  .  .  twice  as  much  tonnage  as  passed 

through  the  Panama  Canal.  With  the  new  locks  and  dams,  and  a  deeper 
channel,  it  is  estimated  that  by  1965  river  traffic  may  reach  as  much  as 

150  million  tons,  with  Cincinnati  the  distributing  center  for  much  of  this 
vast  flow  of  commerce. 

Within  the  Ohio  Valley  from  the  Kentucky  River  to  the  Big  Sandy, 

lying  within  WCKY's  0.5  M.  V.  daytime  area,  lives  —  works  —  and  listens 

—  a  big  part  of  WCKY's  responsive  audience.  Five  million  prosperous,  The  Ivorydale  Plant  of  Procter  &  Gamble,  world's  largest  manu- 

happy  Spending  people  — who  annually  spend  nearly  four  billions  of  dol-  facturer  of  soaps  and  detergents,  with  headquarters  in  Cincinnati. 
lars  in  retail  sales. 

And  in  this  rich  valley  —  WCKY  with  its  50,000  watts  of  pleasure 

programming  —  serves  those  men  and  women  who  live  —  and  prosper  — 
and  buy  —  the  products  and  services  advertised  on  the  station  which  best 

serves  the  nation's  richest  valley  —  The  Ohio  River  Valley. 

A  view  of  a  portion  of  the   Waverly,  Ohio  Cincinnati  Gas  &  Electric  Co.'s  Beckjord  Plant  —  one  of  The  home  of  The  Tresler  Oil  Co.,  Cincinnati 
Atomic  Energy   Plant,   one  of  six   located    in  three  designed  to  produce  nearly  one  and  a  half  million  —one  of  the  largest  independent  terminals 

WCKY's  Ohio  Valley.  kilowatts  for  Cincinnati  and  surrounding  area.  on  inland  waterways. 

FOR  YOUR  SHARE  OF 

OUR  RICH  VALLEY 

ADVERTISE  ON 

WCKY 

THE  HOME  OF 

cURE 

NEW  YORK 

TOM  WELSTEAD 
42  E.  52nd  St. 

ELdorado  5-1227 

CINCINNATI 

C.  H.  "TOP'  T0PMILLER 
Sheraton  Gibson  Hotel 

CHerry  1-6565  ,  .  '" 

CHICAGO 
AM  RADIO  SALES 
JERRY  GLYNN 

400  N.  Michigan  Ave. 
MOhawk  4-6555 

SAN  FRANCISCO 
AM  RADIO  SALES 

KEN  CAREY 

950  California  St. 

GArfield  1-0716 

PROGRAMMING 

LOS  ANGELES 
AM  RADIO  SALES 

BOB  BLOCK 

5939  Sunset  Blvd. 

Hollywood  5-0695 
Photographs  by  Atomic  Energy  Commission  •  Cincinnati  Gas  &  Electric  •  Corps  of  Engineers,  U.S.A.  •  Ford  •  G.  E.  •  P.  &  G.  •  Tresler  Oil 



GOVERNMENT  continued 

ECONOMIC  PLEA  MAY  BOOMERANG 

•  FCC  accepts  economic  injury  petition  in  Auburn,  N.  Y.,  case 

•  But  tells  objector  that  it,  too,  may  have  to  be  re-assessed 

expect  hearings  will  be  necessary  during  ad- 
journment. 

Two  regulatory  agencies,  both  under  the 
jurisdiction  of  the  subcommittee,  last  week 
adopted  codes  on  their  own  initiative.  The 

Securities  &  Exchange  Commission  an- 

nounced a  "'Canon  of  Ethics  setting  forth  the 
standards  of  conduct  to  which  it  subscribes." 
The  Federal  Power  Commission  adopted  a 

six-point  code  saying  each  commissioner  and 

staff  member  should  "avoid  any  action  in 
their  work  or  in  their  personal  affairs  which 
could  serve  as  a  possible  basis  for  suspicion 

of  unethical  practice." 

$22.3  Million  Asked  by  Ike 

For  Asian,  African  Transmitters 

President  Eisenhower  last  week  asked 

Congress  for  $22.3  million  to  beef  up  Voice 
of  America  broadcasts  to  the  Middle  East 

and  Africa.  The  breakdown  was:  $10  mil- 
lion for  a  consolidated  East  Coast  trans- 

mitting plant  equipped  with  new  and  more 

powerful  (250-500  kw)  transmitters  for 
beaming  broadcasts  to  the  Soviet  orbit  and 

the  Middle  East;  $5.1  million  for  construc- 
tion of  medium  wave  transmitters  in  the 

Middle  East,  primarily  for  coverage  of  the 
Arab  world,  and  $7.2  million  for  a  short 

wave  transmitting  plant  in  North  Africa  to 
relay  broadcasts  in  English  and  Arabic.  No 

specific  transmitter  locations  were  men- 
tioned. 

George  Allen,  director  of  the  parent  U.  S. 
Information  Agency,  said  the  U.  S.  should 
not  allow  itself  to  be  relegated  to  an  inferior 
position  when  recent  developments  in  these 
areas  of  the  world  indicate  the  U.  S.  voice 

should  be  "loud  and  clear." 

Appeals  Court  Refuses  Stay 

A  federal  appeals  court  last  week  denied 
a  request  for  a  stay  against  the  grant  earlier 

this  year  of  ch.  13  Alliance,  Neb.,  to  West- 
ern Nebraska  Tv  Inc.  The  stay  was  asked 

by  Frontier  Broadcasting  Co.,  licensee  of 

KFBC-TV  Cheyenne,  Wyo.,  and  satellite 
KSTF  (TV)  Scottsbluff,  Neb.  Scottsbluff  is 
45  miles  from  Alliance.  In  mid-June  the 
Commission  denied  a  Frontier  request  for  a 

rehearing  on  Western  Nebraska's  "char- 
acter and  financial  qualifications."  The  stay 

was  denied  by  Circuit  Judges  Wilbur  K. 
Miller,  David  L.  Bazelon  and  Warren  E. 

Burger.  Frontier  has  an  appeal  against  the 
ch.  13  grant  pending  in  the  same  court. 

Kentucky  Court  Rules  on  DST 

A  state  law  proscribing  daylight  saving 
time  for  all  its  officials  and  for  business 

transacted  in  the  state  has  been  ruled  un- 

constitutional by  the  state's  court  of  appeals. 
Kentucky  Court  of  Appeals,  last  June, 

ruled  that  the  law  requiring  standard  time 
was  an  unconstitutional  delegation  of  power 
because  it  required  state  officials  to  conform 
to  standard  time  fixed  by  Congress  or  the 
Interstate  Commerce  Commission.  It  also 

charged  that  the  application  to  businessmen 
only  was  discriminatory;  it  should  apply  to 
all  in  other  walks  of  life  and  that  a  penalty 
clause  could  be  deemed  ex  post  facto  law. 
Three  judges  dissented  from  parts,  and  an- 

other three  from  other  parts  of  the  decision. 

The  FCC  threw  a  fast  one  last  week  in 

the  economic  injury  area — and  it's  become 
a  question  whether  everybody  is  going  to 
like  it  or  not. 

In  accepting  a  protest  by  an  existing 
radio  station  against  the  grant  of  a  second 
station  in  its  community,  the  Commission 
told  the  objector  that  he  was  going  to  be 

weighed  in  the  balance  too. 

The  FCC  split  sharply  (4-3)  in  ordering 

a  hearing  on  a  request  by  WMBO-AM-FM 
Auburn,  N.  Y.,  for  reconsideration  of  the 
Commission  action  May  22  granting  a  new 
am  station  in  Auburn. 

What  caused  three  commissioners  (Rosel 

H.  Hyde,  Robert  E.  Lee  and  John  S.  Cross) 
to  dissent  last  week  was  the  joker  in  the 

majority  division:  WMBO-AM-FM  was  di- 
rected to  submit  applications  for  renewal 

of  licenses,  so,  the  majority  said,  "they  may 
be  consolidated,  if  necessary,  in  a  compara- 

tive proceeding"  with  the  new  am  (WAUB). 
The  FCC  division  in  last  week's  action 

represented  two  ways  of  interpreting  the  ex- 
tent (and  intent)  of  the  order  last  month 

by  the  U.  S.  Court  of  Appeals  for  the  Dis- 
trict of  Columbia.  The  court  remanded  the 

grant  of  a  new  am  station  in  Georgia  on 

grounds  the  FCC  failed  to  consider  the  pos- 
sible injury  to  the  public  interest  of  the  eco- 

nomic impact  of  the  new  facility  on  an  exist- 
ing station  in  the  same  area  [Lead  Story, 

July  14]. 

The  ostensible  reasoning  of  the  FCC  ma- 
jority last  week  went  this  way:  Since  the 

court  decision  made  it  plain  that  the  public 

interest  must  be  considered  above  all,  regard- 
less of  economic  injury  to  either  station,  the 

FCC  should  hold  a  hearing  to  determine 

which  of  the  two — the  existing  licensee  or 
the  new  one — can  best  serve  the  public. 

But  implicit  in  the  majority  reasoning  was 
this  warning:  Existing  stations  had  better 
take  a  good  look  at  their  own  qualifications 

before  they  force  the  newcomer  into  a  hear- 
ing— to  determine  how  these  qualifications 

might  stack  up  with  those  of  the  new  li- 
censee. And  this  further  and  chillier  remind- 

er: An  existing  station  which  uses  the  new 

opening  created  by  the  court  decision  solely 
for  the  sake  of  preventing  or  delaying  new 
competition  could  find  itself  on  the  wrong 
end  of  the  stick. 

The  thinking  of  the  dissenting  minority 

went  this  way:  The  FCC's  order  for  a  sta- 
tion to  apply  for  license  renewal  before  its 

normal  termination  amounts  to  uncalled-for 
harassment  of  an  existing  licensee.  The 

Commission's  use  in  this  case  of  its  rule 
authorizing  it  to  direct  a  station  to  apply 

for  renewal  when  this  is  "essential  to  the 

proper  conduct  of  a  hearing  or  investigation" 
is  the  use  of  one  legal  technicality  to  head 

off  the  protestant's  use  of  another  (i.e.,  the 
FCC's  economic  protest  provisions,  as  bol- 

stered by  the  court's  decision). 
And  a  spokesman  for  one  dissenting  com- 

missioner added  this  thought:  If  the  FCC 

majority's  reasoning  of  last  week  were  fol- 

lowed to  its  logical  conclusion,  why 

shouldn't  the  Commission  throw  open  the 
hearing  to  others,  deciding  among  them  all 

which  is  best  qualified  to  operate  in  the  pub- 

lic interest?  (Under  the  FCC's  present  cut- 
off rules  for  applications  for  new  frequencies, 

of  course,  this  would  not  be  possible  at  pres- 

ent.) 

The  FCC  has  notified  the  Solicitor  Gen- 
eral that  it  intends  to  appeal  the  appeals 

court  decision  in  the  Georgia  am  case. 

WMBO-AM-FM  (Auburn  Citizen-Adver- 

tiser), in  its  petition  on  June  20  asking  re- 
consideration of  the  grant  of  WAUB  (to 

Herbert  P.  Michels,  on  1590  kc  with  500  w, 

directional  antenna,  day),  said  Auburn's 
economy  has  been  steadily  declining  and 

that  in  the  January-April  1958  period  it 
made  a  profit  only  for  March. 
WMBO  has  made  only  $9,226  profit  an- 

nually before  taxes  in  the  past  eight  years 
and  WMBO-FM  has  had  an  annual  loss  of 
$22,959,  the  station  said.  No  dividends  have 

been  paid  in  10  years  and  the  stations  execu- 
tives are  on  modest  salaries,  though  they  are 

progressive  and  experienced,  WMBO  said. 
The  publishing  company  bought  WMBO 

in  1936  and  has  operated  WMBO-FM  since 
1949.  The  station  said  both  WMBO  and 

WMBO-FM  operate  day  and  night,  with 

hourly  news  which  includes  the  news-gath- 
ering facilities  of  the  Citizen- Advertiser. 

There  are  20  ams  and  8  fms  serving  the 
Auburn  area  from  other  cities,  the  petition 

said,  and  if  WMBO-AM-FM  loses  only  a 
small  amount  of  revenue  its  standards  and 

service  to  the  public  may  deteriorate. 
WMBO  said  any  new  station  needs  heavy 

financial  resources  to  draw  upon,  noting  it 

didn't  feel  Mr.  Michels  had  such  financing. 
It  added  that  Mr.  Michels'  programming 

proposals  showed  a  "preponderance  of  en- 

tertainment." In  an  opposition  July  1  to  the  WMBO 
petition,  Mr.  Michels,  who  is  chief  engineer 
of  WHCU-AM-FM  Ithaca,  N.  Y.,  did  not 

argue  with  the  WMBO's  assessment  of  its 
own  and  the  area's  economic  condition,  but 
noted  that  he  has  ten  years  broadcasting  ex- 

perience and  believes  Auburn's  population 
of  36,722  can  support  another  station  de- 

spite this  situation. 
The  current  WMBO-AM-FM  three-year 

FCC  licenses  normally  would  expire  June 

1,  1960. 

KOTV  One-Sided  on  Pay  Tv — FCC 
The  FCC  last  week  told  KOTV  (TV) 

Tulsa  that  it  believes  the  station  editorial- 

ized against  pay  tv  unfairly  last  January- 

February,  but  said  KOTV's  record  is  other- wise such  that  no  sanctions  are  called  for 
at  this  time.  The  FCC  letter  was  similar  to 

its  chastizing  of  other  stations  in  recent 
weeks  except  for  specifics  of  what  FCC  feels 

were  violations  of  its  standards  on  editorial- 

izing: namely,  that  the  station  did  not  pre- 
sent the  pro-pay  tv  side  of  the  question 

adequately. 
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IN  INLAND  CALIFORNIA  (and  western  nevadai 

"BEELINE.-"" o 

Consistent  and  interesting  program- 

ming for  women  listeners  is  one  rea- 
son the  Beeline  delivers  more  for  the 

money.  Katherine  Kitchen  has  been  a 

Beeline  feature  for  25  years.  Thou- 
sands of  loyal  listeners  tune  in  and 

frequently  respond  directly  by  mail  or 
phone.  In  addition,  Katherine  Kitchen 

is  featured  in  McClatchy  Bee  news- 

papers. 
As  a  group  purchase,  these  moun- 

tain-ringed radio  stations  deliver  more 

radio  homes  than  any  other  combin- 
ation of  competitive  stations  .  .  .  at 

by  far  the  lowest  cost-per-thousand. 
(Nielsen  &  SR&D) 

HAeCJLodbdUq  jj 

O  RENO 
O  SACRAMENTO 

ft 

•  -#  KBEE  °  MODESTO 

KERN  °  BAKERSFIELD 

SACRAMENTO,  CALIFORNIA 
Paul  H.  Raymer  Co., 

National  Representative 

Broadcasting August  4,  1958    •    Page  61 



the  REVOLUTION  in  6  o'clock  TV  viewing  is  here! 

now  .  .  .  the  station  that  created  a  rating  sensation  with  "the 

little  rascals"  .  .  .  will  surpass  even  that  .  .  .  with  an  hour-long 

show  that  intends  not  only  to  capture  the  6  o'clock  adult  audi- 
ence, but  also  carry  with  it  the  bulk  of  the  children  viewers! 

WXYZ-TV  DETROIT  . .  .  FIRST  STATION  IN  THE  U.S.A. 

They're  mad  .  .  .  mad  .  .  .  mad  Never-been-equaled  creator  of  the  "Slow  Burn" 

THE  THREE  STOOGES  together  with  THE  EDGAR  KENNEDY  COMEDIES 

In  one  great  hour-long,  laugh-making,  audience-pulling  show! 

name  of  show:  "CURTAIN  TIME" 

format:  entertaining  LIVE  HOST 

and  two  comedies  daily! 

time:  6to7P.M  .  the  first  BIG  show 

of  the  evening! 

STATION:  WXYZ-TV  DETROIT,  CHANNEL  7 

abc 

american  broadcasting  co.  Represented  Nationally  by  Blair-TV 
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GOVERNMENT  continued 

BAR  LET  DOWN  ON  PRIVATE  RELAYS 

•  Tv  links  okay  regardless  of  common  carrier  availability 

•  FCC  reverses  policy  in  move  to  help  'remote'  stations 

Television  stations  now  may  operate 
their  own  private  intercity  tv  relay  systems 
whether  or  not  commercial  common  car- 

rier facilities  are  available. 

Representing  a  major  policy  switch  by 
FCC  after  five  years  of  deliberation  on  its 

original  proposal,  the  Commission  Thurs- 
day announced  that  effective  immediately 

it  has  relaxed  its  rules  on  intercity  relays. 

Under  the  old  policy,  stations  have  been 
forbidden  to  install  their  own  relays  if  a 

commercial  common  carrier  link  was  avail- 
able. Or,  if  not  available,  stations  were 

allowed  to  install  their  own  links  but  had  to 

amortize  them  rapidly  and  suspend  them 
as  soon  as  a  common  carrier  relay  was 
available. 

The  new,  relaxed  policy  will  not  allow 

a  private  relay  to  connect  directly  with  the 
intercity  facilities  operated  by  a  common 
carrier,  such  as  the  major  network  links 
of  American  Telephone  &  Telegraph  Corp. 

But  it  does  mean  that  "remote"  or  fringe- 
area  stations  now  will  find  it  economically 

feasible  to  acquire  national  network  service 
by  installing  their  own  relays  to  pick  up 

off-the-air  programs  from  a  network-affili- 
ated station  served  by  regular  AT&T  lines. 

An  exception  to  the  ban  on  directly  link- 
ing a  private  relay  to  the  common  carrier 

relay,  FCC  explained,  would  be  where  the 
common  carriers  serving  the  general  area 

involved  "affirmatively  state  that  they  do 
not  have  the  required  facility  and  have  no 

immediate  plans  to  install  the  required  facil- 

ities." 
FCC  sees  the  new  policy  encouraging 

formation  of  local  or  regional  networks 
through  the  use  of  private  relay  facilities 

and  will  permit  groups  of  tv  stations  to  com- 
bine programming  resources  to  produce  pro- 

grams that  would  be  beyond  the  means  of 
an  individual  station.  The  Commission  ex- 

pects the  relaxed  rule  will  benefit  state  edu- 
cational systems  which  have  delayed  ex- 

pansion of  service  throughout  their  areas  be- 
cause of  the  cost  of  common  carrier  relay 

service. 
There  was  little  doubt  of  the  welcome  tv 

equipment  manufacturers  would  extend  to 

the  new  ruling  which  opens  to  them  a  mar- 
ket potential  matched  only  by  the  resource- 

fulness of  their  sales  departments  in  showing 
station  operators  how  to  turn  a  local  or 

regional  network  program  or  sports  package 
into  an  economic  plus. 

FCC's  new  policy  stems  from  its  long 
desire  to  help  the  small  market  or  marginal 
tv  station  meet  the  economic  problems  of 

acquiring  network  service  "without  jeopard- 
izing the  orderly  expansion  of  the  national 

tv  program  relay  system  operated  by  com- 
munication carriers." 

Private  relay  systems,  however,  lack  the 
flexibility  of  regular  common  carrier  service 

to  the  extent  that  national  network  program- 
ming is  limited  to  that  delivered  to  the  initial 

tv  station  in  the  relay  system,  FCC  noted. 

"Furthermore,"  the  Commission  said,  "such 

relay  systems  are  not  ordinarily  reversible 
so  that  programs  can  be  fed  from  the  station 
to  the  network.  Consequently,  tv  stations 
employing  such  private  relay  facilities  could 
be  expected  to  abandon  them  in  favor  of 
regular  common  carrier  service  whenever 

that  becomes  economically  feasible." 
FCC's  original  proposal  in  1954  won  im- 

mediate support  from  broadcasters  and 
manufacturers,  but  was  opposed  by  AT&T 

and  the  U.  S.  Independent  Telephone  Com- 
panies Assn.  Broadcasters  estimated  at  that 

time  that  they  could  build  their  own  systems 

from  one-quarter  to  one-half  the  cost  of  a 
commercial  common  carrier  system.  Various 
stations  and  groups  cited  cases  in  which  they 
were  prevented  from  expanding  national 
network  coverage  or  establishing  regional 

network  sports-program  packages  because 
of  the  cost  of  commercial  common  carrier 
links. 

Through  the  years  stations  have  invested 
in  their  own  private  systems  and  then  in 
some  cases  have  been  forced  to  abandon 
them  before  amortization  when  common 
carrier  facilities  became  available. 

A  pioneer  example  of  the  private  link 
was  WSM-TV  Nashville,  which  made  a 

major  investment  in  a  multiple-hop  system 
to  bring  network  service  to  that  area  at  an 
early  date.  It  is  no  longer  in  operation. 

In  early  1955,  only  months  following 

FCC's  proposal  to  relax  its  private  inter- 
city relay  policy,  AT&T  announced  the 

commercial  availability  of  an  off-air  relay 
system  to  provide  more  economical  network 
service  to  stations. 

Three  Norfolk  Applicants  Merge 

To  Clear  Ch.  13  for  WVEC-TV 

Merger  agreement  among  three  compet- 
ing applicants  for  Norfolk,  Va.,  ch.  13  has 

been  reached  [Closed  Circuit,  July  28]. 

The  agreement  was  submitted  to  FCC  Hear- 
ing Examiner  J.  D.  Bond  last  Thursday 

(July  31).  Mr.  Bond  continued  the  hearing 

to  Sept.  3  when  the  Broadcast  Bureau  coun- 
sel declared  he  was  unable  to  agree  without 

further  study. 

Under  the  terms  of  the  agreement,  ch. 

15  WVEC-TV  Hampton-Norfolk,  Va.,  will 
be  the  remaining  applicant,  with  the  other 
two  dismissing  their  applications.  These  are 

ch.  27  WTOV-TV  Norfolk  and  Virginian 
Television  Corp.  WVEC-TV  is  owned  by 
Thomas  P.  Chisman  and  associates;  WTOB- 

TV  by  Temus  R.  Bright  and  Louis  H.  Peter- 
son, and  Virginian  by  a  group  including 

some  who  are  owners  of  WBOF  Virginia 
Beach,  Va. 

In  exchange  for  their  withdrawals,  Vir- 
ginian Television  and  Mr.  Peterson  will  re- 

ceive a  10%  interest  in  WVEC-TV.  Mr. 

Bright  will  receive  a  five-year  management 
contract,  paying  $50,000  the  first  year  and 
$25,000  a  year  for  the  remaining  four  years. 

Mr.  Peterson  will  be  paid  $26,067  for  out- 
of-pocket  expenses  in  connection  with  the 
ch.  13  application  by  WTOV-TV.  Virginian 

will  be  partially  reimbursed  with  $45,430 
for  its  out-of-pocket  expenses. 

Other  arrangements  provide  for  WVEC- 
TV  to  take  over  a  $50,000  note  by  Mr. 

Bright  to  Mr.  Peterson's  Norfolk  Broadcast- 
ing Co.  (WNOR  Norfolk). 

It  is  also  contemplated  that  Peninsular 

Broadcasting  Corp.,  licensee  of  WVEC-TV, 
will  spin  off  its  WVEC  radio  station. 

The  FCC  dropped-in  ch.  13  to  the  Nor- 
folk area  last  year  during  its  deintermixture 

proceedings.  Norfolk  area  now  has  ch.  3 
WTAR-TV,  CBS-affiliated;  ch.  10  WAVY- 
TV,  ABC-affiliated,  in  addition  to  the  two 
uhf  outlets.  Present  NBC  affiliate  is  WVEC- 
TV. 

FCC  Re-Shuffles 

Ch.  8  in  Carolinas 

The  FCC  last  week  decided  what  to  do 
about  ch.  8  in  the  Carolinas. 

It  assigned  the  vhf  channel  to  Winston- 
Salem,  High  Point,  Greensboro,  N.  C,  on  a 

hyphenated  basis. 
In  doing  this  it  also  made  the  following 

changes: 

•  Substituted  ch.  13  for  ch.  8  in  Florence, 
S.  C. 

•  Changed  the  educational  reservation 
at  Charleston,  S.  C,  from  ch.  13  to  ch.  7. 

•  Modified  the  license  of  WBTW  (TV) 

Florence  from  ch.  8  to  ch.  13 — but  said 
it  could  continue  to  operate  on  ch.  8  until 
30  days  after  a  grant  is  made  on  ch.  8  in  the 
new  tri-city  North  Carolina  market. 

•  Rejected  a  request  by  ch.  26  WTOB- 
TV  Winston-Salem  that  it  be  permitted  to 
operate  on  ch.  8  temporarily. 

•  Denied  a  conflicting  petition  by  off-air 
ch.  18  WFLB-TV  Fayetteville,  N.  C,  to 
assign  ch.  8  to  that  city. 

FCC  Chairman  John  C.  Doerfer  did  not 

participate  in  these  decisions. 
The  FCC  last  week  changed  the  following 

uhf  channels  effective  Aug.  15: 

•  Milwaukee,  Wis.:  chs.  19,  25,  31  to 
chs.  18,  24,  30. 

•  Ludington,  Mich.:  ch.  18  to  ch.  33. 
•  Beaver  Dam,  Wis.:  ch.  37  to  ch.  51. 
•  Chilton,  Wis.:  educational  ch.  24  to 

educational  ch.  31. 

The  following  Milwaukee  stations  are  to 
shift  channels  accordingly:  WXIX  (TV) 

from  ch.  19  to  ch.  18,  subject  to  issuance 

of  a  new  authorization;  WCAN-TV  from 
ch.  25  to  ch.  24,  and  WFOX-TV  from  ch. 
31  to  ch.  30  (these  last  two  outlets  are  not 

operating).  The  purpose  of  these  changes 

according  to  the  Commission,  "is  to  avoid 
present  second  harmonic  interference  to  re- 

ception of  WXIX  (TV)." The  FCC  granted  petitions  by  ch.  8 

WJW-TV  Cleveland,  Ohio  and  ch.  8  WISH- 

TV  Indianapolis,  Ind.,  and  changed  the  off- 
set carrier  requirements  for  ch.  8  in  Carbon- 

dale,  111.,  Jonesboro,  Ark.,  Indianapolis, 
Ind.,  Grand  Rapids,  Mich.,  Cleveland,  Ohio 
and  Charleston,  W.  Va. 

At  the  same  time  the  Commission  denied 

petitions  by  ch.  3  WREC-TV  Memphis, 
Tenn.,  for  a  stay  and  reconsideration  or  re- 

hearing insofar  as  the  change  in  offset  car- 
rier designation  for  ch.  3  in  Memphis  is  con- 

cerned. 
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GOVERNMENT  continued 

TV  GRANT  TO  WKBW-TV  CONFIRMED 

NATIONAL   REPRESENTATIVE  :    THE  BRANH AM  COMPANY 

WKBW-TV  Inc.  (WKBW  Buffalo)  was 
awarded  ch.  7  in  Buffalo  last  week  in  a 
final  FCC  decision  which  confirmed  earlier 

instructions  to  the  Commission  staff  [Gov- 
ernment, July  14].  Chairman  John  C. 

Doerfer  and  Comr.  Robert  E.  Lee  dissented. 

Losing  applicants  were  Great  Lakes  Tv 
Inc.  and  Greater  Erie  Broadcasting  Co. 

(WWOL  Buffalo).  The  FCC  action  reversed 
Hearing  Examiner  H.  Gifford  Irion,  who 
favored  Great  Lakes  in  an  initial  decision  in 

January  1956,  a  supplemental  decision  in 
September  1957  and  a  second  supplemental 
decision  last  May.  The  Buffalo  ch.  7  case 

has  been  pending  before  the  FCC  since 
March  1954. 

The  FCC  summation  said  WKBW-TV 
was  found  equal  or  superior  to  one  or  both 
of  the  other  applicants  in  virtually  all  areas 
of  comparision;  equal  to  Great  Lakes  and 

superior  to  Greater  Erie  in  civic  participa- 
tion and  diversification  of  business  interests; 

superior  to  Great  Lakes  and  substantial 

(though  not  equal  to  Greater  Erie)  in  in- 
tegration of  ownership  with  management 

and  diversification  of  ownership  of  mass 

media  of  communication;  superior  to  Great- 
er Erie  and  substantial  (though  not  equal  to 

Great  Lakes)  in  broadcast  experience;  weak- 
er than  both  in  failure  to  provide  studios 

for  Niagara  Falls,  but  that  this  is  not  of 

great  significance. 
The  FCC  found  weaknesses  shown  by 

Great  Lakes  in  local  residence,  integration 

of  ownership,  broadcast  record  and  diver- 
sification, and  weaknesses  by  Greater  Erie 

in  broadcast  experience,  broadcast  record 

and  "the  demonstrated  failure  of  its  owner 
to  comply  with  regulatory  requirements  and 

other  differences." 
The  Commission  found  all  equal  in  the 

qualifications  needed  to  finance,  construct, 
own  and  operate  a  tv  station.  The  FCC 
found  Leon  Wyszatcki,  owner  of  Greater 
Erie,  weak  in  civic  participation,  broadcast 
experience  and  record  evidence  of  his  past 

operation  of  WWOL  and  failure  to  com- 

ply with  the  regulations  of  the  FCC  "and 

other  agencies." Great  Lakes,  while  superior  in  broadcast 

experience,  was  not  impressive  in  civic 
participation  and  diversity  of  local  business 
interests  and  its  showing  of  local  residence 

and  integration  of  ownership  and  manage- 
ment is  not  impressive,  FCC  said.  It  is  also 

weakened  by  the  record  evidence  of  past 
performance  of  stations  with  which  it  is 
associated  in  other  cities,  the  FCC  added. 

The  record  was  opened  after  the  1956 
decision  to  take  testimony  on  the  financial 

qualifications  of  WKBW-TV,  and  after  the 
1957  decision  to  hold  further  hearings  on 

proposed  coverage  of  the  three  applicants. 
The  FCC  also  last  week  confirmed  a 

June  16  initial  decision  favoring  New 

Hanover  Broadcasting  Co.  (WGNI  Wilming- 
ton) for  grant  of  ch.  3  in  Wilmington, 

N.  C,  and  another  on  June  24  recommend- 
ing United  Telecasting  &  Radio  Co.  (KVOG 

Ogden)  for  grant  of  ch.  9  in  Ogden,  Utah. 

Both  these  grants  were  uncontested.  In 
the  Wilmington  case,  Carolina  Broadcasting 

System  Inc.  withdrew  its  application  Nov. 
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25,  1957,  and  New  Hanover  reached  a 

merger  agreement  with  United  Broadcasting 
Co.  (Richard  Eaton),  a  third  applicant,  last 
March.  In  the  Ogden  case,  applications  by 

Jack  A.  Burnett  and  Granite  District  Broad- 
casting Co.  (KNAK  Salt  Lake  City)  were 

dismissed  without  prejudice  after  United 

agreed  to  pay  partial  reimbursement  for  Mr. 
Burnett  for  expenses  and  reached  a  merger 
agreement  with  Granite  District. 

The  FCC  last  week  also  granted  construc- 
tion permits  for  two  educational  tv  stations. 

Central  California  Educational  Television. 

Sacramento,  was  granted  ch.  6.  Area  Educa- 
tional Television  Foundation  Dallas  Tex., 

was  granted  ch.  13. 

FCC  Re-opens  Spartanburg  Case 

In  Wake  of  Appeals  Court  Edict 

The  FCC  Wednesday  (July  30),  in  carry- 
ing out  provisions  of  a  court  mandate  [Gov- 

ernment, May  26],  ordered  the  record  re- 
opened in  the  WSPA-TV  Spartanburg,  S.  C 

transmitter  case,  which  has  been  before  the 
Commission  and/ or  courts  since  1954. 

By  a  2-1  vote,  the  U.  S.  Court  of  Appeals 
had  remanded  the  case  on  the  grounds  the 
July  1957  FCC  decision  (reaffirming  a  1954 
grant)  failed  to  justify  the  service  curtail- 

ment resulting  from  ch.  7  WSPA-TV's  move 
from  Hogback  Mt.,  outside  Spartanburg, 
to  Paris  Mt.,  nearer  Greenville,  S.  C.  The 
court  also  hit  a  Commission  ruling  on  the 

"excusability"  of  a  misrepresentation  issue 
raised  by  the  protesting  stations,  uhfs 

WGVL  (TV)  Greenville  and  WAIM-TV 
Anderson,  S.  C. 

The  Commission  ordered  its  hearing  ex- 
aminer to  take  further  testimony  on  the  two 

issues  and  to  hand  down  a  supplemental  ini- 
tial decision.  In  the  July  1957  decision,  the 

FCC  ruled  that  loss  of  service  to  Spartan- 
burg as  a  result  of  the  transmitter  move  was 

compensated  by  increased  service  to  other 
areas  and  that  the  misrepresentation  was  not 
willful  and  therefore  not  disqualifying. 

FCC  Waives  Dual  ID  Rules 

To  Hyphenate  Four  Tv  Stations 

The  FCC  last  week  granted  a  waiver  of 

its  rules  to  the  following  tv  stations  re- 

questing dual  identifications: 
•  KOVR-TV  Stockton,  Calif,  (ch.  13). 

to  identify  itself  as  Sacramento  as  well  as 
Stockton. 

•  WTCN-TV  Minneapolis,  Minn.  (ch. 

11),  to  identify  itself  as  St.  Paul  as  well  as 
Minneapolis. 

•  WNEP-TV  Scranton,  Pa.  (ch.  16),  to 

identify  itself  as  Wilkes-Barre  as  well  as 
Scranton. 

•  KCEN-TV  Temple,  Tex.  (ch.  6),  to 
identify  itself  as  Waco  as  well  as  Temple. 

At  the  same  time  the  Commission  denied 

a  petition  by  ch.  12  KTVH  (TV)  Hutchin- 
son, Kan.,  to  shift  that  channel  to  Wichita, 

Kan.,  so  that  the  station  could  request 

modification  of  its  license  to  specify  opera- 
tion on  ch.  12  in  Wichita. 
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GOVERNMENT  continued 

BOSTON  GRANT  UPHELD,  REMANDED 

A  federal  appeals  court  in  Washington  last 
week  gave  and  took  away  and  a  stunned 

FCC  today  (Aug.  4)  was  pondering  the  im- 
plications of  this  latest  ruling — involving 

the  controversial  Boston  ch.  5  case. 

Unanimously,  a  three-judge  U.  S.  Court 

of  Appeals  upheld  the  FCC's  1957  grant  of 
Boston's  ch.  5  to  the  Boston  Herald-Travel- 

er (WHDH)  and  at  the  same  time  remanded 
the  case  for  an  investigation  to  determine 
whether  any  commissioner  should  not  have 
voted  and  whether  any  undue  influences 
may  have  been  attempted  in  behalf  of  any 
of  the  competing  applicants. 

The  court  upheld  the  Commission's  right 
to  determine  the  winner  of  the  heated  Bos- 

ton contest  without  question.  In  fact,  Circuit 

Judge  John  A.  Danaher,  writing  for  him- 
self and  Judge  Warren  E.  Burger  and  with 

Chief  Judge  Henry  W.  Edgerton  concur- 
ring in  the  result  stated: 

"We  thus  rule  definitively  so  that  repose 
may  enfold  this  litigation  if  the  steps  next 
to  the  prescribed  shall  disclose  no  vitiating 

developments." 
The  reason  the  court  sent  the  case  back 

to  the  FCC,  Judge  Danaher  said,  was  be- 
cause it  noted  when  it  was  considering  the 

Miami  ch.  10  case  that  former  Comr.  Rich- 
ard A.  Mack  participated  in  the  Boston  ch. 

5  case  and  that  then  FCC  Chairman  George 
C.  McConnaughey  testified  before  the  House 
Legislative  Oversight  Committee  that  he  was 

WATCH  FOR 

THE  MUSICAL 

ADVENTURES  OF 

©  COPYRIGHT  1958  SESAC,  INC. 

SESAC  TRANSCRIBED  LIBRARY 

Page  66    •    August  4,  1958 

approached  by  principals  of  some  of  the  ap- 
plicants and  the  Boston  Globe  which  was 

seeking  to  intervene. 

Last  April  the  court  remanded  the  Miami 
ch.  10  case  for  consideration  by  the  FCC 

on  Mr.  Mack's  right  to  vote  and  on  the 
question  of  influences  outside  the  regular 

judicial  procedures. 
The  hearings  on  the  Miami  ch.  10  case 

are  due  to  begin  September  4,  with  a  third 

pre-hearing  conference  scheduled  for  Aug. 
25.  Retired  Pennsylvania  Supreme  Court 
Chief  Justice  Horace  A.  Stern  is  presiding 
at  the  Miami  ch.  10  case. 

The  FCC  issued  its  final  4-2  decision  in 
the  hotly  contested  Boston  vhf  fight  April 

25,  1957,  reversing  a  1956  initial  decision  by 
an  FCC  hearing  examiner  favoring  Greater 
Boston  Television  Corp.  Favoring  WHDH 
were  then  Chairman  McConnaughey  and 
Comrs.  Doerfer,  Lee  and  Mack.  Comrs. 

Hyde  and  Bartley  dissented  and  Comr. 
Craven  abstained. 

Other  applicants  were  Massachusetts  Bay 
Telecasters  Inc.,  Allen  B.  DuMont  Labs. 

Inc.,  Boston  Post  Publishing  Co.  and  CBS. 

The  last  two  withdrew  before  the  final  de- 
cision. Greater  Boston  and  Massachusetts 

Bay  filed  the  appeals  to  which  last  week's 
opinion  applied.  The  Boston  Globe  attempt- 

ed unsuccessfully  to  intervene. 

Robert  Choate,  publisher  of  the  Herald- 
Traveler,  issued  the  following  statement  in 
Boston  following  the  announcement  of  the 

court's  opinion: 

"1  have  not  had  an  opportunity  to  study 
the  decision  released  this  morning  by  the 
United  States  Circuit  Court  of  Appeals  for 
the  District  of  Columbia  in  the  appeals 

taken  by  the  unsuccessful  applicants  .  .  . 

"I  was  extremely  gratified,  however,  to 
learn  the  court  held  that  on  all  questions 
raised  by  the  appellants,  and  argued  on  the 

appeal,  the  Commission's  grant  to  WHDH should  be  affirmed. 

"I  do  not  think  I  should  comment  or  spec- 
ulate on  the  outcome  of  any  investigation 

by  the  Commission  into  the  actions  of  the 
owners  of  the  Boston  Globe  or  of  principals 

in  any  of  the  applicants  other  than  WHDH 
in  attempting  to  improperly  influence  the 
FCC  in  connection  with  the  ch.  5  case.  Pro- 

ceedings of  the  House  Legislative  Oversight 
Subcommittee,  which  were  not  before  the 

court,  contain  my  sworn  testimony  that  I  did 
not  discuss  the  ch.  5  case  with  any  member 

of  the  Commission." 
Rep.  Oren  Harris  (D-Ark.),  chairman  of 

the  Oversight  committee,  declined  comment, 
but  smiled  broadly  when  told  about  the 
court's  action. 

Former  Comr.  Mack,  reached  at  Fort 

Lauderdale,  Fla.,  where  he  is  now  living, 
said  that  the  Boston  Globe  was  not  a  party 

in  the  proceedings.  "Other  than  that,"  Mr. 
Mack  said,  "1  have  no  comment." 

The  court  related  that  in  the  transcript  of 

the  Legislative  Oversight  committee  submit- 
ted in  the  Miami  ch.  10  case,  another  com- 

missioner testified  that  "various  individuals 
connected  with  some  of  the  parties  to  the 

instant  appeals  had  conferred  with  him  with 

reference  to  the  pending  case  while  the  mat- 
ter was  under  consideration  by  the  Commis- 

sion and  before  the  issuance  of  its  final  de- 

cision .  .  ."  That  transcript  mentioned  such 
names,  the  court  said,  as  Forrester  Clark 
of  Massachusetts  Bay,  Mr.  Choate  of 

WHDH  and  "certain  representatives"  of  the 
Boston  Globe. 

The  court  went  on: 

"Whether  or  not  others,  to  us  unknown, 

may  have  acted  similarly,  or  whether  or  not 
any  such  individual  named  or  unnamed, 

approached  any  other  commissioner,  and 
if  so  with  what  result,  if  any,  we  cannot 
know  from  the  present  record.  Nor  does  it 

appear  that  any  such  persons  actually  rep- 
resented or  purported  to  speak  for  any  of 

the  parties  here,  or  whether  such  parties  had 
knowledge  of  such  actions  as  may  have  been 

taken." 

In  a  footnote  to  this  observation,  the  court 

quoted  the  testimony  of  former  Chairman 

McConnaughey  that:  "They  came  in  my 
office  with  two  brothers  or  cousins  and  they 
read  the  riot  act  to  me  about  ever  granting 
this,  about  ever  considering  voting  for  the 
Boston  Traveler  or  whatever  it  is.  They  were 

not  even  parties." The  court  then  directed  that  an  evi- 

dentiary hearing  be  held,  covering  the  fol- 
lowing issues: 

•  Whether  or  not  any  member  of  the 

Commission  should  have  disqualified  him- self. 

•  Whether  any  person  or  persons  in- 
fluenced or  attempted  to  influence  any  mem- 

ber of  the  Commission  in  any  manner  ex- 
cept by  recognized  processes  of  adjudication. 

•  Whether  any  party  directly  or  indirect- 

ly "secured,  aided,  confirmed,  ratified,  or 
knew"  of  any  misconduct  which  may  be 
found  by  the  Commission  to  have  occurred. 

•  Whether  the  conduct  of  any  applicant, 
if  not  of  the  grant,  itself  was  void  originally 
and  if  not  whether  it  is  voidable. 

•  Whether  the  conduct  of  any  applicant 

has  been  such  to  reflect  adversely  if  not 

disqualifying  from  a  comparative  stand- 

point. . 
All  parties  to  the  case  must  be  admitted 

to  this  new  hearing,  the  court  said  (except 
CBS  and  Boston  Post).  It  also  stated  that 

any  person  or  persons  about  whom  evidence 
is  received  may  be  permitted  to  cross- 
examine  and  submit  rebuttal  testimony.  It 
also  ordered  that  the  attorney  general  be 
notified  so  that  he  may  participate  as 
amicus  curiae. 

The  court  said  that  the  status  quo  shall 

be  maintained,  indicating  that  Boston's  ch. 
5  WHDH-TV  continues  to  be  operated  by 

the  Herald-Traveler.  It  also  retained  juris- 
diction and  ordered  the  Commission  to 

report  within  60  days  on  the  progress  of 
the  new  proceedings. 

The  court  also  specifically  stated  that  it 

is  up  to  the  Commission  to  determine  which 
of  its  members  should  or  should  not  have 

participated  in  the  Boston  case,  but  it  em- 
phasized that  these  findings  would,  of 

course,  be  subject  to  the  court's  review. 
Broadcasting 



My  Monday  mornings  wouldn'
t  be 

complete  without  Ad  A
ge.' 

says  BERNARD  J.  WIERNIK 

Vice-President /Sales  and  Advertising 

Mogen  David  Wine  Corporation 

"Advertising  Age  is,  in  my  opinion,  the 

outstanding  trade  publication  in  America  today. 

As  the  leading  advertisers  in  the  wine  industry, 

Mogen  David  must  be  aware  of  all  the  latest 

selling  and  merchandising  programs  being 

developed.  My  Monday  mornings  wouldn't  be 

complete  without  Ad  Age." 

Wherever  markets  and  media  are  being  selected  and  schedules 

planned,  there,  too,  you'll  find  Advertising  Age.  For  over  the 
years  (28  so  far) ,  Ad  Age's  thorough  reporting  of  the  news  and 
penetrating  analyses  of  trends  have  made  it  a  rewarding  "pro- 

fessional consultant"  for  those  who  influence  as  well  as  those 
who  activate  marketing  decisions.  That's  why  you'll  find  that 
most  of  the  executives  of  importance  to  you  are  among  the 

thousands  for  whom  Monday  mornings  wouldn't  be  complete 
without  Ad  Age. 

The  Mogen  David  Wine  Corp.,  for  example,  whose  sales 
jumped  425%  between  1948  and  1957,  puts  its  major  advertising 

emphasis  on  broadcast  media.  This  Chicago  winery — production 
capacity:  millions  of  gallons  annually — spent  more  than  $1,545,- 
000*  on  network  television  time  alone  last  year.  Spot  broadcast- 

ing also  is  coming  in  for  special  consideration  in  the  company's 
1958-59  plans  to  promote  its  Mogen  David  and  Key  wines. 

Every  Monday,  market-interested  executives  at  Mogen  David 
turn  to  Ad  Age  to  keep  posted  on  developments  affecting  them. 

Further,  Ad  Age  reaches  decision-makers  at  the  wine  concern's 
agency,  Edward  H.  Weiss  and  Company — covering  this  impor- 

tant advertiser  and  its  agency  with  a  total  of  42  paid-subscription 
copies  every  week. 

Add  to  this  AA's  more  than  40,000  paid  circulation,  its  tre- 
mendous penetration  of  advertising  with  a  weekly  paid  circula- 

tion currently  reaching  over  12,000  agency  people  alone,  its 
intense  readership  by  top  executives  in  national  advertising 

companies — and  you'll  recognize  in  Advertising  Age  a  most  in- 
fluential medium  for  swinging  broadcast  decisions  your  way. 

^Leading  National  Advertisers,  Inc. 

2  00    EAST    ILLINOIS    STREET    •    CHICAGO    11,  ILLINOIS 

480   LEXINGTON    AVENUE     •     NEW    YORK    17,    NEW  YORK 

7  Year  (52  issues)  $3 

BERNARD  J.  WIERNIK 

Before  joining  the  Mogen  David 
Wine  Corp.  in  1950,  Mr.  Wiernik 

had  gained  both  retail  and  whole- 
sale selling  experience,  in  addition 

to  spending  four  years  in  the  Army 

Air  Corps,  where  he  rose  to  the 

rank  of  captain.  Starting  as  a  chem- 
ist, he  became  assistant  winemaker 

a  few  months  later.  In  1952,  how- 
ever, he  was  named  sales  manager, 

advancing  to  vice-president  in 
charge  of  sales  and  advertising 
within  three  years.  Since  switching 
to  the  sales  side,  he  has  helped 
formulate  many  of  the  advertising 
and  merchandising  plans  which 

propelled  Mogen  David  to  the  front 
ranks  of  its  field. 

Mr.  Wiernik  is  active  in  a  number 

of  civic  projects,  and  serves  on  the 
board  of  directors  of  the  Oak  Park 

(III.)  Temple.  Some  of  his  leisure 
time  also  is  devoted  to  such  diverse 
hobbies  as  electrical  engineering, 

hunting,  golf  and  bowling. 
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GOVERNMENT  continued 

WATCH  ON  THE  POTOMAC 

So  that  it  will  be  prepared  to  handle 
whatever  business  may  arise  during 

the  Aug.  1-Sept.  10  vacation  period, 

FCC  Thursday  adopted  an  order  dele- 

gating authority  to  a  board  of  Com- 
missioners to  institute  investigations 

in  the  absence  of  a  quorum.  A  board 
is  constituted  of  those  Commissioners 

who  may  be  present  at  any  given 

time  and  does  not  necessarily  repre- 
sent a  quorum. 

FCC  Proposes  Appeal  Curb 

To  curb  excessive  procedural  delays  in 

hearings  on  new  stations  and  expanded  facil- 
ities, FCC  Thursday  (July  31)  proposed  to 

forbid  the  appeal  of  a  ruling  by  a  motions 
commissioner,  the  chief  hearing  examiner 
or  a  hearing  examiner  until  the  Commission 
considers  the  entire  record  of  the  proceeding. 
However,  in  extraordinary  circumstances  an 

appeal  could  be  made  with  the  consent  of 
the  ruling  officer  prior  to  this  time.  FCC 
asked  for  comments  by  Sept.  30. 

Under  the  present  rule,  any  party  to  a 

hearing  may  petition  the  Commission  to  re- 
view an  adverse  ruling  by  a  motions  com- 

missioner, the  chief  hearing  examiner  or  the 
hearing  examiner  at  any  time  during  the 
proceeding.  The  Commission  noted  that  this 

has  resulted  in  "an  excessive  number  of  such 

appeals"  which  have  imposed  "an  extra 
burden  on  the  Commission"  and  often  have 

delayed  completion  of  hearings  and  "the 
furnishing  of  new  or  expanded  services  to 

the  public." 
WBAI-FM  Sideband  Test  Approved 

FCC  last  week  approved  an  experimental 

grant  to  WBAI-FM  New  York  City  to  use 
a  side-carrier  under  its  multiplexing  opera- 

tion to  experiment  with  "compatible"  stereo- 
phonic programming.  The  station,  on  99.5 

mc  with  18  kw,  proposes  to  repeat  one  hour 
of  music  each  night  on  its  main  carrier  and 

on  one  of  its  sidebands — so  that  any  listener 
may  receive  stereophonic  reception  through 
his  regular  fm  receiver  and  with  a  special 

receiver  capable  of  picking  up  the  station's 
sideband  carrier.  The  test  is  being  run  in 
conjuction  with  equipment  developed  by 

Crosby  Labs,  Inc.,  Hicksville,  N.  Y.  The 
experimental  grant  runs  through  October 
and  was  conditioned  on  no  commercial  sale 

of  this  hour  of  stereophonic  programming. 

FCC  Denies  Eastern's  Plea 
The  FCC  last  week  denied  a  request  by 

Eastern  Airlines  that  it  be  permitted  to  par- 
ticipate in  the  reopened  Miami  ch.  10  hear- 

ing on  all  issues — instead  of  the  single  issue 
of  whether  Comr.  Mack  should  or  should 

not  have  voted  in  the  grant  to  National  Air- 
lines. The  next  prehearing  conference  in  the 

case  is  scheduled  for  Aug.  25. 

FINAL  BURST 

FCC's  final  July  meeting — which 
took  one  and  a  half  days  beginning 

Wednesday  morning — covered  over 
250  individual  items.  The  papers  on 

these  agenda  cases  amounted  to  more 

than  1,500  sheets,  according  to  statis- 
tically-minded staffmen.  This  was  one 

of  the  largest  agendas  in  FCC  annals, 
it  is  believed. 

Anti-Switchblade  WMGM  Lauded 

Judge  John  E.  Cone  of  the  New  York 
State  Supreme  Court  July  23  praised  the 

campaign  of  WMGM  New  York  to  ban 
teenage  weapons  [In  Public  Interest, 
March  17].  The  endorsement  came  as  Judge 
Cone  testified  before  the  Senate  Interstate 

&  Foreign  Commerce  Committee  in  sup- 
port of  a  House-passed  bill  to  make  illegal 

the  interstate  shipment  of  "gravity"  and "switchblade"  knives. 

WMGM  helped  the  Committee  to  Ban 
Teenage  Weapons  obtain  a  petition  of  80,000 
signatures  that  was  presented  to  Gov. 
Averell  Harriman  at  the  start  of  the  cam- 

paign. 
Class  B  Fm  Plan  Dropped 

The  FCC  last  week  dropped  its  tentative 

allocation  plan  for  Class  B  fm  stations,  ef- 

fective Aug.  30,  declaring  the  "plan  has 
outlived  its  usefulness."  It  was  originated 

in  1945  as  a  "temporary  guide"  for  the  al- 
location of  Class  B  fm  channels,  which  serve 

metropolitan  and  rural  areas.  Low  power 

Class  A  fm  stations,  serving  small  communi- 
ties, have  never  had  a  geographic  allocation 

plan.  According  to  the  Commission,  the 
increasing  number  of  fm  applications  can  be 

more  efficiently  processed  through  the  elimi- 
nation of  the  necessity  for  rule-making  pro- 

ceedings to  make  changes  in  the  fm  allo- 
cation table,  as  in  the  past. 

FCC  Takes  on  Call  Letter  Dispute 

KOBY  San  Francisco  last  week  was  given 

a  chance  to  prove  its  claims  that  listeners 
and  others  are  confusing  its  call  letters  and 
those  of  KOFY  San  Mateo.  The  FCC  acted 

on  KOBY's  petition  for  reconsideration  of 
the  April  22  grant  of  the  KOFY  call  letters 

by  ordering  an  evidentiary  hearing.  KOBY 

made  its  original  complaint  last  April,  re- 

peating the  complaint  last  month  [Govern- 
ment, July  21]  and  enclosing  three  mis- 

addressed envelopes  to  support  its  earlier 

suspicions. 

Translator  Hike  Comments  Asked 

The  FCC  last  week  invited  comments  to 

a  proposed  change  of  rules  which  would 
increase  the  maximum  output  for  tv  trans- 

lator stations  from  10  w  to  100  w.  Accord- 

ing to  the  Commission,  such  a  power  in- 
crease would  "improve  service  and  extend 

it  to  new  areas  in  which  there  is  little  or 

no  tv  reception  at  present."  The  tv  transla- tor service  was  established  in  1956  to  enable 

small,  outlying  communities  to  have  tele- vision. 

no 
s  at  KJEO-TV 

ONLY  SQUARE-SHOOTING  TIME  BUYERS  HAVE  WE, 
TRY  US!  KJEO-TV  serving  the  billion  dollar  rich  Fresno 
and  San  Joaquin  Valley  now  offers  you  choice  program 
time  segments  and  excellent  10,  20  and  60  second  spots 
that  not  only  give  you  low  cost  per  thousand  but  will  give 

your  clients  INCREASES  IN  SALES!  Call  your  BRAN- 
HAM  man  NOW  for  the  HOTTEST  avails. 
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DYNAMIC  PATTERNS  OF 

FAMILIES  AND  BUYING 

AH  network  programs  will  be  individu- 
ally classified  by  principal  categories — 

intensive,  concentrated  each  month. 

Meaning — you  can  see  which  programs 
have  most  interest  for  your  own  prod- 

uct category ! ! 

Tremendous  aid  here  in  holding  to  your 
present  or  buying  a  new  approach. 

For  example :  if  you're  an  auto  sponsor, 
but  find  cigarette  or  beer  programs 
have  more  auto  families,  maybe  you 
should  act  fast! 

The  Pulse  Network  Monthly  Reports — 
U.  S.  PULSE  TV  and  the  RADIO- 

PULSE — will  both  report  these  new 
data  IN  ADDITION  TO  THE  PRES- 

ENT COMPLETE  REPORT  .  .  .  vital 

qualitative  information. 

INDUSTRY'S  LARGEST 
SCIENTIFIC  SAMPLING 

From  major  markets  throughout  the 
U.  S.  Pulse  interviewers  will  gather 
these  vital  added  facts. 

Blue-ribbon  advertiser  and  agency  sub- 
scribers tell  us  this  one-category-per- 

month  is  most  adequate.  Should  greater 

frequency  be  necessary,  Pulse's  3,000 
interviewers  can  deliver  it. 

At  no  extra  cost  for  present  agency 
full  subscribers,  this  information  is 

added  to  Pulse  Network  reports — net- 
work, both  TV  and  radio. 

If  you  are  a  non-subscriber,  you  can 
get  New  York,  Chicago,  Los  Angeles 
and  both  network  reports  for  only  $200 
per  month. 

Positively  not  available  for  individual 
network  report  purchasers. 

ORDER  NOW! 

Any  questions?  Wire,  write,  or  phone  JUdson  6-3316 

The  NATION'S  FAMILIES  tell  you 
(accurately  classified  in  individual  programs) 

how  much  they  spend,  purchases, etc, 

FOODS 

how  much  they  spent 

during  past  week— upper, 

middle,  lower 

AUDIENCE  COMP 

Men,  women,  teens  12-17,  and 
children  1 1  and  under 

DRUGS, 

TOILETRIES,  COSMETICS 

Spendings  for  past  week 

CHILDREN 

families  with  and  without— those 
under  and  over  12 

AUTOMOBILES 

ownership  and  usage 
frequency 

OCCUPATIONS 

head  of  house:  (1)  professional, 

executive,  managerial,  technical; 

(2)  clerical  and  sales;  (3)  manual 

CIGARETTES 

families  who  smoke  and 

don't— one  member,  2  and 
more 

AUDIENCE  REVERIFICATION 

check  against  new  shows  and 

summer  tally  of  same 

REFRIGERATORS,  STOVES 

television,  air-conditioners,  wash- 

ing-machines, dryers,  freezers  — 
THREE-MONTHS'  look-ahead  who 
will/will-not  buy. 

FEMALES 

age  of  women  heads  of  families 
—under  35  and  brackets  over. 
Priceless  data 

SOAPS,  DETERGENTS,  CLEANSERS 

for  past  week- money  spent 

HOME  OCCUPANCY 

home  owners  vs.  renters 

ONE  CATEGORY 
EACH  MONTH 

ULSE,  Inc. 
LOS  ANGELES  •  CHICAGO  •  LONDON 

730  FIFTH  AVENUE         NEW  YORK  19,  NEW  YORK 
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6  to  60 

RADIO  RAH  ALL 

Colorful  news  reporting,  plus  music  for  every 

mood  by  top  personalities  .  .  .  that's  why 
Rahall  Stations  appeal  to  every  age  group 
6  to  60.  All  top  Hooper  and  Pulse  stations 
that  give  you  lowest  cost-per-thousand  im- 
pressions. 

Again  #1  Hooper,  May  and  June,  morning 
and  afternoon.  Try  the  afternoon  show  4  to  6 
p.  m.  with  Dopey  Duncan  and  Bob  Newman. 

Top  Pulse,  Manchester,  Concord,  Nashau  mar- 
kets. Morning  shows  5  to  10  a.m.  with  Chuck 

O'Neill  and  Norm  Bailey. 

5000  watts,  top  personality  station  in  the 
Tampa-St.  Petersburg  markets.  The  major 
league  game  of  the  day  station  for  the 
Florida  west  coast. 

$  1  Hooper,  morning,  noon  and  night.  Morn- 
ing shows  5  to  9:45  a.m.  with  Russ  Cooke 

and  Gary  Dent. 

Top  Pulse  in  rich  Montgomery  County  market. 
Morning  shows  6  to  9  a.m.  with  Tony  Beckus 
and  Don  Jones. 

sold  nationally  thru 

WEED  &  CO. 

Joe  Rahall,  President 

"Oggie"  Davies,  Gen.  Manager 

GOVERNMENT CONTINUED 

Eight  Daytimers,  One  Unlimited 
Included  in  FCC  New  Am  Grants 

The  FCC  last  week  granted  the  following 
construction  permits  for  am  stations: 

•  J.  C.  Henderson,  Dadeville,  Ala.,  to 
operate  on  910  kc  with  500  w,  day. 

•  Horsetooth  Broadcasting  Co.,  Fort  Col- 
lins, Colo.,  to  operate  on  600  kc  with  1  kw, 

directional  antenna,  day,  engineering  con- 
ditions. 

•  George  S.  Walker  Jr.,  Lake  City,  Fla., 
to  operate  on  960  kc  with  500  w,  day. 

•  Emerson  W.  Browne,  Tallahassee,  Fla., 

to  operate  on  1580  kc  with  5  kw,  day,  re- 
mote control  permitted. 

•  Radio  Gwinnett,  Lawrenceville,  Ga.,  to 
operate  on  1360  kc  with  1  kw,  day. 

•  Clearwater  Broadcasting  Co.,  Orofino, 
Idaho,  to  operate  on  950  kc  with  500  w, day. 

•  Franklin  County  Broadcasting  Co., 
Potosi,  Mo.,  to  operate  on  1280  kc  with  500 

w,  day. 
•  Copper  Basin  Broadcasting  Co.,  Copper 

Hill,  Tenn.,  to  operate  on  1400  kc  with 
250  w. 

•  Lafayette  Broadcasting  Co.,  Lafayette, 
Tenn.,  to  operate  on  1460  kc  with  1  kw,  day. 

•  Joseph  E.  Young,  Crane,  Tex.,  to 
operate  on  1380  kc  with  1  kw,  day. 

For  other  broadcast  actions  of  last  week, 
see  For  The  Record,  p.  94. 

FCC  Approves  Tv  Repeater 

For  WINR-TV  Experiment 

WINR-TV  Binghamton,  N.  Y.  (ch.  40), 

last  week  received  FCC  approval  on  its  ap- 

plications: For  an  experimental  tv  repeater  station 

on  ch.  40  to  determine  over  a  year's  time 
whether  this  type  of  station,  carrying 

WINR-TV  programs,  can  fill  in  a  "shadow" 
in  a  uhf  (WINR-TV's)  service  area. 

For  two  new  tv  translators  to  carry 

WINR-TV  programs:  one  on  ch.  78  to  serve 
Johnson  City  and  Vestal  and  the  other  on 
ch.  81  to  serve  Hillcrest  and  Chenango 
Bridge. 

The  10-w  uhf  repeater  will  radiate  ver- 
tical polarized  signals  from  a  hill  overlook- 
ing Chenango  River  Valley  at  Dickinson, 

north  of  Binghamton.  WINR-TV  said  in- 
stallation will  cost  less  than  $5,000  and 

that  RCA  is  supplying  the  equipment  free, 

with  WINR-TV  installing  the  gear  and 
furnishing  the  land  and  commercial  power. 
The  uhf  repeater  is  the  second  part  of  an 

experiment  by  WINR-TV  in  filling  in 
shadow  areas,  the  first  being  broadcast  of 
continuous  wave  (unmodulated)  signals  on 

ch.  42.  WINR-TV's  new  experiment  will 
enable  it  to  compare  the  uhf  repeater  sta- 

tion and  the  uhf  translators. 

The  FCC  also  last  week  granted  Califor- 

nia Oregon  Tv  Co.  permits  for  two  transla- 
tors: chs.  71  and  73  to  translate  programs 

of  its  KBES-TV  Medford  (ch.  5)  and  KOTI- 

TV  Klamath  Falls  (ch.  2)  in  Oregon's  Cow Creek  area. 

Fla.  ETV  Group  Asks  V  Switch 

The  Florida  Educational  Tv  Commission 

has  asked  the  FCC  to  switch  educa- 
tional ch.  30  for  commercial  ch.   13  at 

Panama  City  because  there  is  increasing 

public  interest  in  organizing  for  an  educa- 
tional tv  station  there.  The  commission  said 

ch.  13  was  assigned  to  Panama  City  four 

months  ago  on  request  of  commercial  in- 
terests in  Mobile,  Ala.,  but  that  no  appli- 

cation has  been  filed  for  ch.  13.  Gulf  Coast 

Community  Junior  College  and  Chipola 

Junior  College  were  mentioned  as  institu- 
tions which  would  participate  in  an  edu- 

cational tv  outlet  there. 

AT&T  Threatens  TWX  Rate  Boost 

If  FCC  Enforces  Decrease  Order 

American  Telephone  &  Telegraph  Co. 
has  asked  the  FCC  to  rescind  its  June 

25  order  directing  a  reduction  of  15% 

in  private-line  telephone  rates.  AT&T  asked 
permission  to  file  tariffs  immediately  to  in- 

crease private  line  teletypewriter  (TWX) 
rates  if  the  FCC  turns  down  its  petition 
[Program  Services,  July  7]. 

United  Press  International,  a  heavy  user 

of  AT&T  facilities,  almost  immediately  filed 

a  protest  to  the  proposed  rate  increase. 

UPI  charged  the  increase  would  be  "pa- 
tently discriminatory"  against  users  of  the news  wires.  The  news  service  said  it  was 

intervening  on  behalf  of  newspapers  and  ra- 
dio and  tv  stations.  Several  stock  exchanges, 

users  of  ticker  service,  also  protested  the 

proposed  rate  boost. 
AT&T  said  combined  telephone  and  tele- 

type rates  earned  only  6.4%  on  investment 
in  1955  and  that  the  FCC  order  would  cut 

current  earnings  to  4.5%,  which  AT&T 

termed  "confiscatory."  TWX  services  alone 
are  earning  only  about  1.5%  and  it  would 
be  inequitable  to  reduce  telephone  rates  and 
not  increase  TWX  rates,  AT&T  said.  AT&T 

is  expected  to  ask  an  overall  increase  of 
about  35%  for  TWX  and  Western  Union  is 

expected  to  ask  about  a  41%  boost. 

WU  Asked  to  Submit  Schematic 

For  Dropping  Foreign  Operations 

The  FCC  has  ordered  Western  Union 

Telegraph  Co.  to  submit  by  Dec.  31  a 

plan  to  divest  itself  of  its  international  tele- 
graph operations,  with  divestiture  to  take 

place  six  months  after  FCC  approval.  WU 
also  was  directed  to  make  monthly  reports 

on  its  progress  on  this  schedule. 
The  divestment  is  required  by  Sec.  222 

(c)  (2)  of  the  Communications  Act  as  a  re- 
sult of  WU's  1943  merger  with  Postal  Tele- 

graph. An  FCC  hearing  examiner  first  pro- 
posed divestment  in  1954,  but  recommended 

FCC  ask  Congress  for  amendment  of  Sec. 
222  to  permit  international  merger.  FCC 
decided  against  such  a  request  to  Congress 
but  asked  WU  to  propose  any  method 

permissible  under  statutes  existing  on  Dec. 
31.  Comrs.  Frederick  W.  Ford  and  John  S. 

Cross  did  not  participate. 

FCC  to  License  Wireless  Mikes 

The  FCC  last  week  provided  for  the  li- 
censing of  low-power  auxiliary  stations  for 

the  cueing,  direction  and  transmission  of 

program  material  over  distances  not  ex- 
ceeding a  few  hundred  feet.  This  program 

material  would  be  sent  by  means  of  small, 

portable,  wireless  microphones.  The  low- 
power  stations  would  be  limited  to  one  watt. 
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Try  the  new  Turner  221A  Lavalie 

for  30  days  free 

We  say  it's  the  world's  finest  lavalier  microphone 

. . .  on-the-job  performance  will  prove  it! 

If  you  don't  agree,  simply  return  it.  It 
will  cost  you  nothing.  We're  willing  to 
make  this  free  trial  offer  because  we're 
convinced  this  new  lavalier  has  no  equal. 

Superior  performance 

This  new  microphone  has  great  sensitivity 
and  range,  especially  for  a  lavalier.  Fre- 

quency response  is  60  to  20,000  cps.  And 

Turner's  exclusive  Dynaflex  Diaphragm 
picks  up  the  slightest  shadings  of  sound, 
transmits  them  faithfully.  Omni-direc- 
tional  polar  pattern  levels  out  volume 
variations  caused  by  head  movements. 

Classic,  inconspicuous  design 
The  new  220A  is  designed  to  feature  the 

performer,  not  the  microphone.  It's  slim, 
trim,  aluminum  case  is  neutral  grey,  non- 
reflecting  enamel. 

An  excellent  value 

When  you  decide  to  keep  the  Turner 

220A  you'll  be  convinced  the  $75.00 
Radio/TV  station  net  cost  represents  real 
value.  The  microphone  can  be  adapted  to 
stand  use  to  do  double  duty.  The  price 
includes  25  feet  of  attached  plastic- 
covered,  3-conductor,  shielded  cable  plus 
lavalier  accessory.  But  the  outstanding 
performance  characteristics  you  get  from 
this  attractive  studio  lavalier  are  the  im- 

portant benefits. 

Prove  it  for  yourself.  Try  it  in  your 

studio,  subject  to  your  own  work  condi- 
tions, your  own  habits,  your  own  per- 

formance standards.  You'll  see  why  no 
other  lavalier  microphone  can  match  it. 

Mail  this  coupon  for  the  no-obligation, 
30-day  free  use  of  the   Turner  220 A. 

THE COMPANY 

936  17th  St.  N.  E. 
Cedar  Rapids,  Iowa 
Gentlemen: 

Please  send  me  your  220A  lavalier  mike  for  a 
free  30-day  trial  at  no  obligation  to  me.  Please 
include  spec  sheets. 
Name 

Radio  or  TV  Station 

Address 

City 

Zone 

State 

IN  CANADA:  CANADIAN  MARCONI  CO., 
Toronto,  Ontario  and  Branches 

EXPORT  .  .  .  :  AD  AURIEMA,  INC., 
85  Broad  St.,  New  York  4,  N.  Y. 
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TRADE  ASSNS. 

RAB  RADIO  COUNT:  142.6  MILLION 

Radio  sets  in  working  order  in  the  U.S. 

on  July  I  stood  at  an  all-time  high  of  142.6 
million,  the  Radio  Advertising  Bureau  esti- 

mated last  Friday. 
The  figure  compares  with  139.5  million 

estimated  earlier  this  year  as  the  total  on 
Jan.  1.  1958  [Trade  Assns.,  April  7]. 

The  latest  "box  car"  estimate.  RAB  said, 
puts  the  number  of  radio  homes  at  47.1  mil- 

lion as  against  46.6  million  six  months 
earlier.  During  the  same  span  the  number 
of  secondary  sets  rose  4.1%  to  a  total  of 
48.3  million,  bringing  total  household  sets 
to  95.4  million,  according  to  RAB. 

The  announcement  said  that  "despite  an 
automobile  sales  slump,  the  radio-in-auto 
count  rose  to  37.2  million,  more  than  three 

times  the  number  in  1948 — and  more  than 
the  number  of  total  radio  homes  in  that 

year.  In  addition,  many  radios  are  aboard 

the  nation's  7  million-plus  pleasure  boats 
while  an  estimated  10  million  radios  exist  in 

public  listening  places." 
RAB  said  the  current  total  represents 

"an  82.8%  increase  in  the  number  of  ra- 
dios during  the  last  10  years  (the  period  of 

television's  birth  and  growth)." 
In  another  dig  at  its  broadcast  competitor, 

RAB  observed  that  semiannual  sales  esti- 
mates for  the  first  six  months  of  1958  in- 

dicate "2.4  times  as  many  radios  bought  as 

tv  sets,  with  the  current  total  set  count  run- 

ning 3!/2  times  greater  for  radio  than  tv." RAB  President  Kevin  B.  Sweeney  cited 

the  mid-year  estimates  as  evidence  that 
radio  continues  to  grow  even  in  a  recession 
and  even  when  the  number  of  radio  homes 

is  already  near  saturation.  He  continued: 

"The  142.6  million  mark  means  2.8  radios 

for  each  of  America's  50  million  homes. 
That's  almost  twice  as  many  radios  as  wage 
earners  .  .  .  three  times  as  many  radios  as 
housewives  .  .  .  nine  times  as  many  radios 

as  teen-agers. 

"If  evidence  of  radio's  vitality  were  ever 
needed,  these  figures  are  it. 

The  steady  growth  of  sec- 
ondary sets  in  the  last  six 

months  alone  proves  that  mul- 
tiple-set ownership  will  con-  ^IKii 

tinue  to  create  millions  of 

new  listening  places  where  other  media  do 

not  exist." 

RAB  emphasized  that  its  estimates  do 
not  include  radio  sets  not  in  working  order. 

The  number  of  these  was  placed  at  22  mil- 

lion. 

Here,  by  location,  is  how  RAB's  midyear estimates  compare  with  those  released 
earlier  for  Jan.  1,  1958: 

Location 
In  homes 
In  cars 

In  public  olaces 

TOTAL 

July  1 
(  Millions) 

95.4 
37.2 
10.0 

142.6 

Jan.  1 (  Millions) 

93.0 
36.5 
10.0 

139.5 

142600.000 
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LOCAL  GOOD  WILL 

NEED  CITED  BY  HAYES 

•  Addresses  South  Carolinians 

•  Urges  public  relations  stress 

Broadcasters  must  establish  "a  new 

public  relations  climate"  by  meeting  their 
local  responsibilities,  John  S.  Hayes,  presi- 

dent of  the  Washington  Post  Broadcast  Di- 
vision, said  Tuesday  in  an  address  to  the 

South  Carolina  Radio  &  Television  Broad- 
casters Assn. 

Mr.  Hayes  told  the  association  at  its 

^^^^^^^^ml^^^m  Myrtle  Beach  
meet- 

ing "At  no  time  in 

more  vexing  situa- 

Mytt|te  00*"''  W/l  tion  than  that  which ■  W  J     confronts  us  now  in 

Washington." 

warning:  "In  a  way, 
fl     the  very  existence  of 

Rs^iBjiri#fF     M       Qur   £re£    SyStem  Qf 
American  broadcast- 

aar.  hayes  mg   js  threatened." 

Among  Washington  "problems"  he  listed: 
network  investigation  by  House  committee; 
Senate  committee  probe  of  music  practices 

and  audience  rating;  FCC's  Barrow  study 
of  networks;  Dept.  of  Justice  probes;  FCC 
and  Defense  Dept.  allocation  studies. 

W.  Randall  Davidson,  WAKN  Aiken, 
association  president,  presided  at  the  three- 
day  meeting.  H.  Moody  McElveen,  WNOK- 
TV  Columbia,  vice  president,  was  program 
chairman.  W.  Frank  Harden,  WIS  Colum- 

bia, and  Bruce  Buchanan,  WFBC  Green- 
ville, were  co-chairman  of  arrangements. 

The  industry's  defensive  position  in  Wash- 
ington is  paradoxical  in  view  of  its  public 

acceptance,  Mr.  Hayes  told  the  South  Caro- 
lina group.  Citing  industry  growth  and  pol- 

icies, he  chided  broadcasters  "who  at  one 
moment  talk  about  our  free  American  sys- 

tem and  the  very  next  moment  rush  to  the 
FCC  pleading  for  assistance  and  for  what 

is,  in  effect,  more  governmental  interfer- 

ence." 

What  is  needed,  he  said,  is  "a  climate  of 
goodwill  between  the  public,  the  broadcast- 

ing industry  and  the  government;  and  we 
must  reach  some  mutual  understanding  with 

the  federal  establishment  so  that  it  recog- 
nizes that  it  represents  us  as  much  as  the 

public  we  serve. 

"The  answer  in  the  last  analysis  must  lie 
at  the  local  level  and  it  must  rest  on  the 

foundation  of  local  responsibility  in  broad- 
casting. Each  broadcaster  at  each  station, 

radio  or  television,  must  so  serve  his  com- 

munity, must  so  mend  his  own  public  rela- 
tions fences,  must  so  become  a  parcel  of 

the  area  he  serves  that  there  begins  at  the 

very  grass  roots  a  groundswell  of  public 
favor  which  rolls  into  Washington  and  dis- 

sipates our  opposition  by  the  very  force  of 

its  overwhelming  strength." 
Mr.  Hayes  emphasized  newscasts  in  his 

plea  for  local  responsibility.  Reminding  of 
the  new  concerns  brought  on  by  interna- 

tional developments  and  the  space  age,  he 

said,  "The  people  have  a  right  to  know  what 
is  happening  throughout  the  world.  Yet, 
even  among  the  members  of  this  association 
there  may  be  one  whose  broadcast  news 
is  ripped  from  a  ticker  at  the  last  moment 

and  rushed  to  the  air,  unedited  and  un- 
checked. Perhaps  it  is  even  read  between 

two  phonograph  records  or  two  reels  of 

film  by  a  disc  jockey  or  a  master  of  cere- 
monies who  has  neither  the  opportunity  to 

pre-digest  it  nor  an  inclination  to  under- 
stand it.  The  public  can  have  no  confidence 

in  this  type  of  local  news  presentation  and 
must  think  lightly  of  our  industry  because 

of  it." 

While  world  and  national  news  are  im- 

portant, Mr.  Hayes  suggested  "the  fire 
around  the  corner  to  some  people  is  as 

important  an  item  of  news  as  the  landing 
in  Lebanon.  An  area  station  must  cover 

area  news  and  even  the  smallest  operation 
in  our  midst  must  cover  the  news  in  its 
own  area.  If  we  do  not,  the  burden  of  this 
responsibility  falls  upon  our  competing 
media  and  they  will  gain  by  default  what 

should  be  ours  if  we  would  but  work  for  it." 
Good  news  reporting  need  not  be  ex- 

pensive, he  said,  explaining  the  expense 

may  only  become  severe  when  a  station 

doesn't  exploit  its  news  opportunity.  "Who 
can  evaluate  how  much  of  the  reputation 
which  a  station  rightfully  should  have,  has 

been  lost?"  he  asked.  The  inspiration,  he 
added,   must  come  from  management. 

"The  audience  of  each  station  must  come 
to  feel  that  its  favorite  call  letters  are  the 

source  of  information,  education  and  com- 

munity service  of  a  high  order,"  Mr.  Hayes 
said.  "If  we  fail  to  build  this  impression 
among  our  audience,  they  will  come  to 
think  of  us  as  simply  purveyors  of  music 
or  a  new  form  of  motion  picture  house  or, 
at  the  most,  a  casual  companion  to  be 

abandoned  at  will." 
In  calling  for  stronger  public  service  pro- 
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gramming,  he  suggested  that  businessmen 
who  turn  to  radio  and  tv  stations  for  aid 

in  civic  effort  "might  become  interested  in 
purchasing  other  types  of  public  service 
programming  under  their  own  individual 

sponsorship."  He  said  reputations  are  built 
through  public  service  broadcasting  and 

lost  through  the  lack  of  it.  "Good  public 
service  is  good  business,"  he  said.  "Without 
it  a  station  lacks  a  necessary  part  of  its 

personality." The  broadcasting  position  will  be  better 
understood  in  Washington,  according  to 

Mr.  Hayes,  "when  we  deal  with  men  who 
have  come  to  depend  upon  us  for  our 
opinions  and  who  know  us  as  productive 
leaders  in  our  respective  communities. 

"We  must  squarely  face  the  fact  that  we 
have  grown  far  beyond  the  day  when  we 

were  thought  of  as  members  of  the  enter- 
tainment industry.  Today  we  are  publish- 

ers, news  editors,  educators,  explorers,  mer- 
chandisers, sociologists  and  purveyors  of 

entertainment  all  rolled  into  one.  If  we 

exercise  our  responsibilities  locally,  then 
all  of  us  can  be  proud  to  number  ourselves 

in  the  industry.  If  we  shirk  our  respon- 
sibilities, we  lose  not  only  our  business, 

but  we  toss  away  the  free  system  of  broad- 
casting. Our  survival  depends  in  large  part 

upon  a  realization  of  our  obligations." 
Ernest  W.  Jennes,  of  the  law  firm  of  Cov- 

ington &  Burling,  Washington,  also  ad- 
dressed the  South  Carolina  group  He  said 

the  FCC's  attitude  on  the  trend  away  from 
over-all  program  balance  and  emphasis  on 
news-music  and  other  formats  has  not  yet 
become  clear.  While  the  Commission  ap- 

pears to  be  relaxing  its  attitude  so  the  fail- 
ure to  program  in  one  or  more  of  the  con- 

ventional categories  is  not  necessarily  seri- 
ous, he  said  no  green  light  has  been  given 

to  a  90%  music-10%  news  type  of  format. 
Even  if  such  programming  survives  renewal 
procedure  there  are  other  complications  to 
watch  for,  he  said,  pointing  to  possible 

comparative  or  protest  proceedings  involv- 
ing a  new  or  improved  facility. 

"The  bare  minimum  that  may  get  you 
your  renewal  is  not  enough  to  give  you  the 

status  which  a  record  of  well-balanced  pro- 
gramming, fully  responsible  to  the  needs  of 

your  community,  could  achieve,"  he  said. 
"A  broadcaster  is  hardly  in  a  position  to 
wrap  the  mantle  of  public  interest  around 

his  operations  if  he  is  not  prepared  to  under- 
take his  fair  share  of  the  responsibility  of 

serving  that  public  interest." 
Mr.  Jennes  said  the  FCC  is  giving  closer 

attention  to  spot  commercials,  mentioning  a 
station  that  obtained  a  renewal  only  after 
promising  to  cut  the  number  sharply.  He 
advised  keeping  spots  within  one  minute. 

Lotteries  present  a  vexing  problem,  he 

said,  offering  this  way  of  appraising  a  pos- 

sible lottery:  "A  chance  for  a  prize  at  a 
price."  All  three  elements  must  be  present 
to  constitute  a  federal  lottery  violation,  he 
said. 

Judge  Van  Allen  Dead  at  81 

Judge  John  W.  Van  Allen,  81,  general 
counsel  emeritus  of  Electronic  Industries 

Assn.,  died  July  28  in  Buffalo  after  a  brief 

illness.  Judge  Van  Allen  was  named  legal 
counsel  of  the  then  Radio  Mfrs.  Assn.  (now 
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TRADE  ASSNS.  continued 

El  A)  in  1927  and  two  years  later  was 
named  general  counsel,  a  post  he  held  until 

L952.  He  was  a  prominent  figure  behind  en- 
actment of  the  Radio  Act  of  1927  and 

participated  in  many  legislative  and  govern- 
mental developments  during  a  quarter-cen- 

tury of  electronic  expansion.  He  is  survived 
by  his  wile.  Mrs.  Gertrude  Sweet  Van  Allen 
and  three  daughters.  Services  were  held 
Wednesday  in  Buffalo. 

Advertising  Research  Foundation 

Presidency  Relinquished  by  Hart 

W  illiam  A.  Hart  has  resigned  the  Adver- 
tising Research  Foundation  presidency  to 

which  he  was  elected  in  December  1955. 
Wallace  H.  Wulfeck,  ARF  board  chairman, 
announced  last  week  that  the  board  had 

accepted  Mr.  Hart's  resignation  with  regret. 
Mr.  Hart,  who  asked  to  be  relieved  from 

office  at  as  early  a  date  as  convenient  to 
the  board,  originally  had  agreed  to  serve 
as  president  for  two  years.  He  had  been 
elected  a  director  of  ARF  in  December 
1953. 

Dr.  Wulfeck  said  the  board  had  author- 

ized the  appointment  of  a  committee  "to 
study  staff  organizational  needs  and  make 
recommendations  to  the  board  at  an  early 

date."  ARF  did  not  indicate  who  would 
succeed  Mr.  Hart. 

Mr.  Hart's  background  includes  31  years with  E.  I.  duPont  de  Nemours  Inc.  which 

he  left  as  director  of  advertising;  service  as 
vice  president  and  a  director  of  the  Assn. 
of  National  Advertisers;  vice  president  of 

the  National  Better  Business  Bureau  as  well 

as  the  Advertising  Federation  of  America; 

a  director  (1927-55)  and  chairman  (1952- 
54)  of  the  Audit  Bureau  of  Circulations. 

Nine  in  Advertising  Appointed 

To  AFA's  Executive  Committee 

Nine  advertising  leaders  were  appointed 
to  the  executive  committee  of  the  Adver- 

tising Federation  of  America,  it  was  an- 
nounced last  week  by  AFA  Board  Chairman 

Robert  M.  Feemster,  chairman  of  the  execu- 
tive committee  of  the  Wall  Street  Journal, 

who  was  himself  appointed  to  the  committee 

for  a  one-year  term.  In  addition  to  Mr. 
Feemster  those  appointed  included  Mary 
E.  Busch,  executive  vice  president,  Emery 

Adv.  Corp.,  Baltimore;  lohn  P.  Cunning- 
ham, president,  Cunningham  &  Walsh,  New 

York;  Ben  R.  Donaldson,  advertising  con- 
sultant, Ford  Motor  Co.,  Dearborn,  Mich.; 

lames  S.  Fish,  vice  president  and  director  of 
advertising,  General  Mills  Inc.,  Minneapolis; 
Melvin  S.  Hattwick,  director  of  advertising, 
Continental  Oil  Co.,  Houston;  George  W. 

Head,  advertising  and  sales  promotion  man- 
ager, National  Cash  Register  Co.,  Dayton; 

David  H.  Kutner,  merchandising  manager, 

Motorola  Inc.,  Chicago,  and  C.  James 

Proud,  president  of  AFA. 

TRADE  ASSOCIATION  SHORTS 

NAB  announces  formation  of  FM  Radio 

Committee,  first  of  new  standing  commit- 
tees, and  names  Ben  Strouse,  WWDC-FM 

Washington   and  fm   director-at-large  for 

NAB,  as  chairman  [At  Deadline,  July  28]. 
Other  members  are  William  B.  Caskey, 

WPEN-FM  Philadelphia;  Everett  L.  Dillard, 
WASH  (FM)  Washington;  Raymond  S. 

Green,  WFLN-FM  Philadelphia;  Michael 
R.  Hanna,  WHCU-FM  Philadelphia;  Merrill 
Lindsay,  WSOY-FM  Decatur,  111.,  and  C. 
Frederick  Rabell,  KITT-FM  San  Diego. 

Catholic  Apostolate  of  Radio,  Television 

&  Advertising  (CARTA)  will  sponsor  its  an- 
nual boat  ride  up  the  Hudson  River  on  Aug. 

20,  starting  at  7  p.m.  Tickets  are  priced  at 
$2.75  and  are  obtainable  through  CARTA 

representatives  at  networks,  stations,  agen- 
cies and  station  representatives. 

UPCOMING 

August 

Aug.  4-23:  Summer  Tv  Workshop,  College  of 
Communication  Arts  and  WKAR-TV,  Michigan 
State  University,  East  Lansing. 

Aug.  13-16:  Affiliated  Advertising  Agencies  Net- 
work, annual  international  meeting,  Lord  Bal- 
timore Hotel,  Baltimore. 

Aug.  19-22:  Western  Electronic  Show  and  Con- 
vention, Ambassador  Hotel,  Los  Angeles. 

Aug.  22-23:  Arkansas  Broadcasters  Assn.,  Hotel 
Marion,  Little  Rock. 

Aug.  23:  New  Mexico  Assn.  of  Broadcasters, 
Alvarado  Hotel,  Albuquerque. 

Aug.  24-Sept.  4:  National  Assn.  of  Educational 
Broadcasters,  tv  instruction  conference,  Pur- 

due U.,  Lafayette,  Ind. 
Aug.  24-26:  Georgia  Broadcasters  Assn.,  St. 

Simons. 
Aug.  25-29:  American  Bar  Assn.,  Los  Angeles. 

September 
Sept.  4-5:  RAB  Regional  Management  Confer- ence, Ponte  Vedra  Inn,  Ponte  Vedra  Beach,  Fla. 
Sept.  4-7:  West  Virginia  Broadcasters  Assn., 
Greenbrier  Hotel,  White  Sulphur  Springs. 

Sept.  5-6;  Texas  AP  Broadcasters  Assn.,  Roose- 
velt Hotel,  Waco. 

Sept.  5-6:  Indiana  Assn.  of  Broadcasters,  Hotel 
Marott,  Indianapolis. 

Sept.  8-9:  RAB  Regional  Management  Confer- 
ence, Rickey's  Studio  Inn,  Palo  Alto,  Calif. 

Sept.  9-11 :  Idaho  Broadcasters  Assn.,  Washing- 
ton Hotel,  Weiser. 

Sept.  11-12:  RAB  Regional  Management  Confer- 
ence, Western  Hills  Lodge,  Sequoyah  State 

Park,  Okla. 
Sept.  12-14:  AWRT  New  England  conference, 

Stowe,  Vt. 

Sept.  15-16:  RAB  Regional  Management  Confer- ence, The  Greenbrier,  White  Sulphur  Springs, 
W.  Va. 

Sept.  19-21:  International  Sight  &  Sound  Ex- 
position's seventh  annual  High  Fidelity  Show and  Music  Festival,  Palmer  House,  Chicago. 

Sept.  21-24:  L'Assn.  Canadienne  de  la  Radio  et de  la  Television  de  Langue  Frangaise,  Alpine 
Inn,  Ste.  Marguerite,  Que. 

Sept.  22-23:  Louisiana  Assn.  of  Broadcasters, 
Townhouse  Motel,  Lafayette. 

Sept.  22-23:  RAB  Regional  Management  Confer- 
ence, Hotel  Morain-on-the-Lake,  Highland 

Park,  111. 
Sept.  25-26:  RAB  Regional  Management  Confer- 

ence, St.  Clair  Inn  &  Country  Club,  St.  Clair, Mich. 

Sept.  26-27 :  Mississippi  Broadcasters  Assn.  Man- 
agement Conference,  U.  of  Mississippi,  Uni- 

versity. 

Sept.  26-28::  AWRT  southern  area  conference, Columbus,  Ga. 

Sept.  29-30:  RAB  Regional  Management  Confer- ence, Princeton  Inn,  Princeton,  N.  J. 

October 

Oct.  2:  Advertising  Research  Foundation  fourth 
annual  conference,  Waldorf-Astoria  Hotel,  New York  City. 

Oct.  3-5:  AWRT  national  board  meeting,  Wal- 
dorf-Astoria Hotel,  New  York  City. 

Oct.  5-6:  Texas  Association  of  Broadcasters,  fall 
conference,  Texas  Hotel,  Fort  Worth. 

NAB  FALL  CONFERENCES 

Sept.  18-19,  Buena  Vista  Hotel,  Biloxi,  Miss. 
Sept.  22-23,  Okla.  Biltmore,  Oklahoma  City,  Okla. 
Sept.  25-26,  Challenger  Inn,  Sun  Valley,  Idaho. 
Sept.  29-30,  Mark  Hopkins  Hotel,  San  Francisco. 
Oct.  13-14,  Schroeler  Hotel,  Milwaukee. 
Oct.  16-17,  Radisson  Hotel,  Minneapolis. 
Oct.  20-21,  Somerset  Hotel,  Boston. 
Oct.  24-27,  Statler  Hilton  Hotel,  Washington,  D.  C. 

In  the  Syracuse  Market 

WSYR  COVERS 

80%  MORE  RADIO  HOMES 

Than  the  No.  2  Station 

This  amazing  margin  of  superiority  makes 

WSYR  unquestionably  the  most  effective  and 

economical  buy  for  radio  advertisers  in  a  market 

where  buying  power  exceeds  $2^2  billion  annu- ally. 

WSYR  attracts  the  adult,  able-to-buy  audience 
by  maintaining  a  high  standard  of  quality  per- 

formance, by  professional  performers.  In  every 

category  of  programming — news,  music,  sports, 

drama,  variety,  farm  programs  and  public  ser- 
vice events — WSYR  is  the  leader  in  the  Syra- 
cuse area. 

NBC  in  Centra/  New  York 

•Mthen 
Coverage 
Service  No.  2 

Represented Nationally  by 

HENRY  I.  CHRISTAL  CO. 

5  KW SYRACUSE,  N.  Y.    •    570  KC 
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You  get  better  pictures  with  Du  Pont  film 

Scene  from  a  WNEM  newsreel,  shot  on  Du  Pont  931  film. 

WN  EM-TV  uses 

one  film  for  all  light  conditions . . .  Du  Pont  931 

Charles  Ray,  Director  of  Photography  for  station 

WNEM-TV,  Bay  City,  Mich.,  says  that  he  and 
his  six  cameramen  keep  their  cameras  loaded 

with  Du  Pont  Type  931  Rapid  Reversal  film  for 
all  newsreel  photography. 

"931  has  the  high  speed  and  latitude  we  need 

for  news  shots  anywhere,  any  time,"  says  Mr. 

Ray.  "We  can  shoot  indoors  or  out,  rain  or  shine, 

and  be  sure  we'll  get  good,  usable  pictures." 

WNEM  has  built  up  a  large  "morgue"  of 
filmed  background  material  on  local  activities, 

so  that  when  a  story  breaks,  they'll  have  films 
immediately  available  to  help  round  out  the  news 

coverage.  When  a  cameraman  comes  in  with 

footage  on  a  hot  local  story,  WNEM  can  go  on 

ID POND 
R*G.  U.  S.  PAT.  Off- 

Better  Things  for  Better  Living  . . .  through  Chemistry 

the  air  with  a  complete,  edited  news  show. 

Du  Pont  931  helps  here,  too  — its  wide  processing 
latitude  and  extra  short  drying  time  mean  it  can 

be  force  processed  at  high  temperatures,  dried, 

spliced  and  on  the  air  in  a  matter  of  minutes. 

"We  don't  see  how  you  can  beat  931,"  con- 

cludes Mr.  Ray,  "for  this  combination  of  speed, 

latitude  and  processing  ease." 
For  more  information  on  931  and  other  hard- 

to-beat  Du  Pont  Motion  Picture  Films  for  TV 

use,  contact  the  nearest  Du  Pont  Sales  Office. 

Or  write  Du  Pont,  Photo  Products  Department, 

2420-2  Nemours  Building,  Wilmington  98,  Del- 

aware. In  Canada:  Du  Pont  Company  of  Can- 
ada (1956)  Limited,  Toronto. 
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STATIONS 

AM  STATIONS  YIELD  10%,  TV  15% 

The  profit  margin  of  radio  and  tv  stations 

is  becoming  stabilized — around  10%  for 
radio  and  15%  for  tv. 

With  both  radio  and  tv  revenues  increas- 
ing in  1958  [Stations,  June  9],  an  analysis 

of  industry  economics  in  1957  by  NAB 

shows  little  change  in  operating  ratio  (ex- 
penditures vs.  revenues)  in  1956  and  1957. 

Radio  stations  showed  a  profit  (before 
taxes)  of  11.8%  in  1955,  11.3%  in  1956 
and  9.1%  in  1957. 

Tv  stations,  which  had  a  profit  of  only 
9.4%  in  1955,  showed  15.9%  profit  in  1956 
and  15.1%  in  1957. 

Charles  H.  Tower,  director  of  NAB's 

1 957's  tv  station 

ITS  REVENUE  *  WAS  $925,500 
ITS  TIME  SALES  WERE  $982,700 
ITS  EXPENSES  WERE  $785,700 

ITS  PROFIT b  (15.1%)  WAS.  $139,800 

Time  sales  came  from 

networks  (27.9%)   $274,200 

national,  regional  ac- 
COUNTS (46.6%)   $457,900 

local  accounts  (25.5%)  .  $250,600 

Expenses  went  into 

TECHNICAL  (18.3%)   $143,800 
programs  (37.6%)   $295,400 

selling"  (12.3%)   $  96,600 
general,  adminis- 

TRATIVE (31.8%)   $249,900 

[SALARIES  AND  WAGES  ($331,500)  AC- 
COUNTED FOR  42.2%  OF  THE  FOUR  EX- 

PENSE CATEGORIES] 

1 957's  radio  station 

ITS  REVENUE*  WAS   $  99,700 
ITS  TIME  SALES  WERE  $100,500 
ITS  EXPENSES  WERE  $  90,600 

ITS  profit"  (9.1%)  WAS  .  .$  9,100 

Time  sales  came  from 

NETWORKS c   (0.0%)   $0.0 
|           NATIONAL,  REGIONAL  AC- 

COUNTS (15.0%)   $15,100 
[         LOCAL  ACCOUNTS  (85.0%)  $85,400 

Expenses  went  into 

TECHNICAL  (12.0%)    $10,900 
programs  (32.8%)   $29,700 

selling"  (17.4%)   $15,800 
general,  administra- 

TIVE (37.8%)   $34,200 

|  [SALARIES  AND  WAGES    ($52,700)  AC- 
COUNTED FOR  58.2%  OF  THE  FOUR 

EXPENSE  CATEGORIES] 

a  Time  sales  plus  incidental  broadcast 
revenue  minus  agency  and  representative 
commissions  and  payments  to  networks 
for  sale  of  time, 

fill         b  Before  taxes. c  For  those  stations  which  were  affiliated 
with  national  networks  the  typical  net- 

work revenue  was  $4,000. 
d  Includes  all  promotion,  excludes 

agency  and  representative  commissions. 

broadcast  personnel  and  economics  depart- 
ment, said  the  typical  tv  station  had  $925,- 

500  in  total  revenue  last  year  whereas  typi- 
cal radio  station  revenue  was  $99,700.  In 

his  June  forecast  of  1958  revenue  Mr. 
Tower  had  estimated  tv  would  show  a  3.5% 

gain  over  1957  and  radio  a  2.0%  gain. 
These  estimates  were  based  on  an  analysis 

of  station  first-quarter  income. 

The  time-sales  dollar  of  the  typical  tv 

station  in  1957  was  broken  down  this  way — 
national  and  regional  advertisers  47  cents, 
networks  28  cents  and  local  25  cents.  In 

1956  the  national-regional  figure  was  the 
same,  but  local  advertisers  accounted  for 
30  cents,  and  networks  for  23  cents. 

The  1957  radio  time-sales  dollar  was 
broken  down  as  follows — national  and  re- 

gional advertisers  15  cents,  local  advertisers 
85  cents.  Taking  radio  stations  as  a  whole, 
network  income  was  negligible,  but  the 

typical  network  income  of  a  network  affili- 
ate was  $4,000  for  the  year. 

Analyzing  tv  expenses,  NAB  found  the 
dollar  broken  down  like  this — 38  cents  for 

programming,  32  cents  for  general  adminis- 
trative, 18  cents  for  technical  and  12  cents 

for  selling.  This  closely  followed  the  1956 

pattern. The  radio  station  expense  dollar  was 

broken  down  as  follows — 38  cents  for  gen- 
eral and  administrative,  33  cents  for  pro- 

gramming, 17  cents  for  selling  and  12  cents 
for  technical. 

Highest  profit  margins  for  tv  stations 
were  found  in  markets  over  a  million  popu- 

lation with  income  over  $2  million,  NAB 

found.  Conversely,  tv  stations  in  markets  un- 
der 100,000  population  had  narrow  profit 

margins  and  the  typical  station  with  less  than 
$300,000  a  year  income  lost  money  in  1957. 

In  the  case  of  radio  stations,  highest  profit 
margins  were  found  in  markets  over  IVi 
million  population  for  stations  having  total 
revenue  of  more  than  $1  million.  Stations 

in  markets  of  a  million  or  less  population 
had  uniformly  even  profit  margins  ranging 
between  7%  and  11%. 

NAB's  analysis  of  tv  stations  was  based 
on  returns  from  204  of  the  404  possible 

stations,  a  50%  sample.  A  26%  sample — 
754  of  the  2,916  stations  that  operated 
during  1957,  provided  the  basis  for  the 
radio  computations.  The  typical  station 
figures  in  both  radio  and  tv  analyses  are 
medians  or  the  middle  figure  in  a  particular 
revenue  or  expense  item. 

WWDC  Washington  Picks  Up 

McLendon's  Chennault  Editorial 

A  one-time  editorial  exchange  was  con- 
ducted last  week  by  Gordon  McLendon, 

head  of  the  McLendon  station  group,  and 
WWDC  Washington. 

Mr.  McLendon  had  broadcast  an  editorial 

paying  tribute  to  the  late  Gen.  Claire  Chen- 
nault, who  was  buried  last  week.  Recalling 

that  WWDC  uses  frequent  editorials,  he  of- 
fered the  commentary  to  Norman  Reed, 

WWDC  program  vice  president.  Speaking 
from  an  airport  telephone,  Mr.  McLendon 
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read  the  editorial  to  a  WWDC  beep  re- 
corder. 

WWDC  carried  the  guest  editorial  Tues- 
day evening  and  Wednesday  morning.  It 

was  2  minutes  and  20  seconds  in  length.  The 
McLendon  station  group  includes  KLIF 
Dallas,  KILT  Houston,  KTSA  San  Antonio, 

KEEL  Shreveport,  La.,  and  WAKY  Louis- ville. 

News  is  Good  News  for  WWCA; 

Anti-Recession  Idea  Pays  Off 

A  promotion  to  "combat  the  recession 
mood"  is  being  conducted  by  WWCA 
Gary,  Ind.,  in  which  for  the  first  time  it 

sells  spots  in  newscasts  and  airs  "Good 
News"  items.  The  12-week  promotion  will 
gross  $12,000,  the  station  books  show. 

In  each  five-minute  newscast  WWCA 

programs  two  non-competitive  advertisers. 
In  addition  to  a  mention  at  the  open  and 

close,  both  advertisers  get  a  75-word  com- 
mercial. Each  commercial  is  preceded  by  a 

10-20-word  story  on  a  local  business  up- 

swing supplied  by  WWCA's  news  depart- 
ment. Clues  to  a  "Mystery  Personality"  con- 

test, in  which  the  station  promises  to  give 

away  $12,000  in  savings  bonds,  also  are  pre- 
sented during  the  newscast. 

The  "Good  News"  package  is  sold  in 

groups  of  25,  20,  or  10  weekly  announce- 
ments. An  advertiser  who  buys  20  spots 

a  week,  for  instance,  gets  10  in  Class  A 
time,  five  Class  B  and  five  in  Class  C  time. 

To  promote  the  "Good  News"  campaign 
WWCA  placed  bus  cards  in  88  Gary  buses, 

painted  an  announcement  on  the  outside 
of  one  bus  and  aired  10  daily  promotional 

spots. WWCA  reports  it  realized  20%  more  in- 

come by  selling  the  package  to  the  18  ad- 
vertisers than  selling  newscasts  to  individual 

sponsors.  Plans  are  underway  to  renew  the 

promotion. 

WTOL-TV  to  Be  on  Air  by  1959 

Community  Broadcasting  Co.,  operator 

of  WTOL  Toledo,  reports  its  ch.  1 1  WTOL- 
TV  there  is  expected  to  be  operating  by 

end  of  1958.  Work  has  begun  on  a  tower 
and  construction  of  a  building  for  the  new 

tv  station's  studios  and  offices  will  follow, 
Frazier  Reams,  Community  president  said. 

WTOL's  officers  will  serve  WTOL-TV.  With 
Mr.  Reams  as  president  will  be  Thomas  S. 

Bretherton,  secretary-manager,  and  Morton 

Neipp,  vice  president. 

WSAU  Shifts  After  22  Years 

Call  letters  of  WOSA  Wausau,  Wis.,  were 

muted  Thursday  night  (July  31)  and  in  its 

place  Wausau  citizens  heard  "the  new" WSAU  which  moved  over  to  550  kc  from  its 

old  spot  at  1400  kc  where  it  had  operated 

for  22  years  with  250  w.  It  now  will  operate 
with  5  kw.  Station  was  purchased  earlier 

this  year  from  Alvin  E.  O'Konski  Enter- 
prises by  Wisconsin  Valley  Television  Corp. 

[Stations,  March  17]  along  with  the  O'Kon- 
ski-owned  WLIN  (FM)  Merrill.  Latter  will 
continue  as  is. 
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Suddenly  problems  that  have  plagued  recording  engineers 

for  years  are  gone!  Work  that  usually  takes  costly  hours 

can  be  done  much  more  efficiently — at  far  less  cost. 

THE  PRESTO  800  PROFESSIONAL 

is  one  tape  recorder  with  all  the  an- 

swers. Its  single-action  individualized 

controls  mastermind  each  detail  —  de- 

liver a  higher  rate  of  production  at  sig- 

nificantly lower  operating  costs. 

For  example:  Separate  switches  pro- 

vide correct  playing  tape  tension  even 
when  reel  sizes  are  mixed.  Three  rewind 

speeds  are  push-button  selected.  Cue 

switch  allows  hand-winding  and  cueing 

without  fighting  the  brakes.  Pop-up 

playback  head  shield  for  right-hand 

head  disappears  in  STOP  and  FAST, 

completely  exposing  all  heads  for  easy 

sweep  loading  and  fast,  sure  editing. 

Five  color-coded  illuminated  switches 

provide  interlocked  relay  control  of  the 

five  basic  functions.  Spring-loaded  play- 
back head  can  be  adjusted  for  azimuth 

even  with  snap-on  head  cover  in  place. 
Safe  tape  handling  with  top  speed  is 

assured  because  interlocked  relay  con- 
trol prevents  accidental  use  of  record 

circuit. 

If  you've  done  your  share  of  editing. 

one  thing  is  clear  .  .  .  the  recorder  you 

have  to  have  is  the  PRESTO  800  Pro- 

fessional. Available  in  console,  portable 

and  rack-mounted  models,  in  stereo  or 
monaural.  For  facts  and  figures,  write, 

or  wire  collect  to  Tom  Aye,  Presto  Re- 

cording Corp.,  Paramus,  New  Jersey. 
A  subsidiary  of  The  Siegler  Corporation. 

Export:  25  Warren  St..  Netv  York  7,  N.  Y. 
Cable:  Siniontrice. 

TURNTABLES  '  TAPE  RECORDERS 

DISC  RECORDERS   '   DISCS   •  STY  LI 

.... 

800 

PROFESSIONAL 

EXCLUSIVE: 

Edit  switch  allows  one- 
hand  runoff  during  edit- 

ing and  assembly  of  mas- 
ter tapes,  eliminates 

messy  tape  overflow. 

800 

PROFESSIONAL 

EXCLUSIVE: 

New  linen-base,  phe- 
nolic drum  brake  sys- 
tem features  double 

shoes,  eliminates  brake 
maintenance  headaches. 

800 
PROFESSIONAL 
EXCLUSIVE: 

Four-position  plug-in 
head  assemblies  offer 
optimum  flexibility. 
Can  be  instantly  inter- 

changed without  re- 
alignment. 
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CHANNEL  4-SIGHT 

No  need  for  telescopic  vision 

to  see  the  results  you  will  reap 
from  the  use  of  Channel  4  on 

the  great  Golden  Spread. 
More  than  100,000  TV  sets 

in  a  vastly  healthy  and  wealthy 
market. 

Power:  Visual        100  kw 

Aural  50  kw 

Antenna  Height  833  feet 
above  the  ground 

KGNC-TV 

CHANNEL  4 

AMARILLO, 

~      ̂   TEXAS 
CONTACT  "--^ ANY 

KATZ  MAN 

STATIONS  CONTINUED 

THIS  is  KTLA  (TV)  Los  Angeles'  new  flying  tv  unit,  the  Telecopter  [Stations, 
July  28].  The  $42,000  Bell  D-2  helicopter  is  equipped  with  audio  and  video  trans- 

mitters, monitor,  communications  system,  power  supply  and  a  GE  Vidicon  camera 

with  Zoomar  lens.  Cost  of  developing  and  equipping  KTLA's  airborne  news  arm 
was  about  $40,000. 

CHANGING  HANDS7 

•-j 

The  following  sales  of 
ANNOUNCED  .  . m-iiiwwi^ki*         station    interests  were 

announced  last  week.  All  are  subject  to 

FCC  approval. 

WSRS-AM-FM   CLEVELAND,   OHIO  • 
Sold  by  Sam  R.  Sague  and  George  Bickford 
to  multiple  station  owner  John  R.  Kluge 

for  over  $500,000.  Mr.  Kluge  owns  WGAY- 
AM-FM  Silver  Spring,  Md.  (Washington 
area);  KNOK  Fort  Worth,  Tex.;  77%  of 

WILY  Pittsburgh,  Pa.;  73%-  of  WKDA 
Nashville,  Tenn.;  90%  of  WINE- AM -FM 
Buffalo,  N.  Y.,  and  37%  of  the  Class  B 

stock  of  WLOF-TV  Orlando,  Fla.  Broker: 
Blackburn  &  Co.  WSRS  operates  on  1490 
kc  with  250  w  fulltime. 

KCRE  CRESCENT  CITY,  CALIF.  •  Sold 
to  Mel  D.  and  Aldine  T.  Marshall,  owners 

of  KENL  Areata,  Calif.,  by  J.  K.  Perry  and 
Robert  E.  Grey  for  $45,000.  KCRE  operates 
on  1240  kc  with  250  w. 

KLUK  EVANSTON,  WYO.  •  Sold  to  Rob- 
ert M.  Dole  of  KPRK  Livingston,  Mont., 

and  Dr.  Wilton  Franke  by  M.  D.  Buchen, 
general  manager  of  KFSG,  KGLA  (FM) 
Los  Angeles,  and  Bryant  Harmon  and 

Arthur  Bartel  for  $25,500,  plus  accounts  re- 
ceivable. Wilton  Gunzendorfer  was  the  bro- 

ker. KLUK  operates  on  1240  kc  with  250 w. 

WKXL  CONCORD,  N.  H.  •  Half  interest 
sold  by  WKNE  Corp.  to  Frank  B.  Estes, 

presently  owning  other  50%  of  WKXL,  for 

$30,000.  Mr.  Estes  has  resigned  as  vice  pres- 
ident of  WKNE  Keene,  N.  H.  Sale  of  in- 

terest in  WKXL  leaves  Joseph  K.  Close, 
principal  stockholder  of  WKNE  Corp.  with 

following  ownership:  WKNE-AM-TV 
Keene,  N.  H.;  cp  for  WKVT  Brattleboro, 

Vt.,  and  WKNY-AM-TV  Kingston,  N.  Y. 
WKXL  operates  on  1450  kc  with  250  w  and 
is  affiliated  with  CBS.  Mr.  Close  said  that  he 

intended  acquiring  other  properties. 

WWOR-TV  WORCESTER,  MASS.  •  Sold 

by  Salisbury  Broadcasting  Corp.  to  Spring- 
field Television  Broadcasting  Corp.  (ch.  22 

WWLP  [TV]  Springfield,  Mass.)  for  20% 
interest  in  Springfield  Television.  Ch.  14 
WWOR-TV  has  been  off  air  since  1955. 

Agreement  contemplates  resuming  Worcester 
operation  as  partial  satellite  of  WWLP. 

WWOR-TV  owners  are  Fox  Wells  &  Rog- 
ers, 30.4%;  John  Z.  Buckley,  0.91%;  Ken- 

neth P.  and  Milton  P.  Higgins,  9.9%.  Fox 

Wells  &  Rogers  owns  42.5%  of  KFSD-AM- 
FM-TV  San  Diego.  In  addition  to  WWLP, 

Springfield  Television  also  owns  semi-satel- 
lite ch.  32  WRLP  (TV)  Greenfield,  Mass., 

and  translators  in  Claremont  and  Lebanon. 
N.  H.  WWLP  is  affiliated  with  NBC  and 
ABC. 

APPROVED 
The  following  transfer  of 

station  interests  were  ap- 

proved by  the  FCC  last  week.  For  other 
broadcast  actions,  see  For  the  Record, 

page  94. WMBR-AM-FM  JACKSONVILLE,  FLA.  • 
Sold  to  WMBR  Inc.  by  The  Washington 
Post  Co.  for  $375,000.  WMBR  Inc.  is 

owned  by  WWDC-AM-FM  Washington, 
D.  C.  (Baltimore  advertising  executive 
Joseph  Katz,  majority  owner,  Ben  Strouse, 
president  and  minority  owner).  WMBR 
operates  on  1460  kc  with  5  kw  and  is 
affiliated  with  CBS.  WMBR-FM  is  on  96.1 
mc  with  50  kw. 

KHAD-TV  LAREDO,  TEX.  •  Sold  to 
Southwestern  Publishing  Co.  by  Vidicon 
Industries  of  America  for  $190,000.  South- 

western Publishing  is  wholly  owned  by 

Donald  W.  Reynolds  who  owns  or  controls 

KBRS  Springdale  and  KFSA-AM-TV  Fort 
Smith,  both  Arkansas,  KHBG  Okmulgee, 

Okla.,  KLRJ-TV  Henderson,  KOLO-AM- 
TV  Reno,  and  KORK  Las  Vegas,  all 
Nevada.  Comr.  Robert  Bartley  dissented  on 
grounds  of  concentration  of  interests. 
KHAD-TV  is  on  ch.  8  and  is  affiliated  with 
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Planning  a  Radio  Station  ? 

|  be  vc'tctod ,  in  utcotd-wcc 
*         -with  iilthar- 

BRANCHING 
EQUIPMENT 

I  

Before  you  choose  that 

important  item— your  transmitter.. 

here's 

The  purchase  of  a  transmitter  is  a  long-term  invest- 
ment making  its  selection  very  important  to  the 

station  and  its  operation.  Thus,  this  new  brochure 

deals  with  transmitter  equipment,  the  building,  re- 

mote control,  towers  and  antenna  systems.  It  com- 

bines the  practical  know-how  of  experienced  station 

and  equipment  engineers  and  provides  a  check-list 
as  a  guide  in  transmitter  selection. 

Answers  to  many  vital  questions  about  building 

requirements  and  equipment  details  are  included. 

Typical  systems  are  considered  and  general  princi- 

ples of  applications  discussed. 

Get  your  FREE  copy  now.  Write  to  RCA,  Depart- 

ment J-22,  Building  15-1,  Camden,  N.J.  In  Canada: 

RCA  VICTOR  Company  Limited,  Montreal. 

Tmk(s)  ® 

. . .  your  first  source  of  help  in  station  planning 
 :  

RADIO  CORPORATION  of  AMERICA 

BROADCAST  AND  TELEVISION  EQUIPMENT 

CAMDEN,  N.  J. 
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STATIONS  CONTINUED 

ABC,  CBS  and  NBC. 

WWOK  CHARLOTTE,  N.  C.  •  Sold  to  Ra- 
dio Charlotte  Inc.  by  Carmen  Macri  for 

$160,000  plus  $30,000  for  a  three-year 
agreement  not  to  compete.  Sherwood  J. 
Tarlow.  president  of  Radio  Charlotte  has 
interests  in  WHYE  Roanoke.  Va.,  WARE 
Ware,  Mass..  and  VVHIL  Medford,  Mass. 

WWOK  operates  on  1480  kc  with  1  kw, 
day. 

KVOA  TUCSON,  ARIZ.  •  Sold  to  Gordon 
Broadcasting  of  Tucson  (Sherwood  R. 
Gordon,  who  also  owns  WSAI-AM-FM 
Cincinnati.  Ohio,  and  KBUZ  and  KTYL- 
FM  Mesa,  Ariz.)  by  Arizona  Broadcasting 
Co.  for  $156,750  plus  lease  of  certain 
equipment  for  five  years  at  $400  per  month. 
KVOA  operates  on  1290  kc  with  1  kw. 

KTVQ  (TV)  OKLAHOMA  CITY,  OKLA.  • 
Granted  assignment  of  construction  permit 
(not  on  air)  from  Republic  Television  & 
Radio  Co.  to  Independent  School  District 
No.  89  of  Oklahoma  County;  no  monetary 
consideration  involved.  Although  this  is  a 
commercial  tv  station  authorization,  the 

new  owners  propose  to  operate  it  on  a  non- 
profit basis  for  educational  purposes.  The 

same  group  operates  educational  KOKH- 
FM  Oklahoma  City.  The  Oklahoma  Educa- 

tional Television  Authority  operates  educa- 
tional ch.  13  KETA  (TV)  Oklahoma  City. 

KTVO  (TV)  is  on  ch.  25. 

Midwest  Not  for  Middle  East 

Until  WCIA  (TV)  Airs  Editorial 

Viewer-response  to  the  WCIA  (TV) 
Champaign,  111.,  telecasts  on  United  Na- 

tions meetings  and  Middle  East  crisis  was 

twelve  to  one  against  carrying  the  CBS-TV- 
originated  coverage — until  the  station  aired 
an  editorial  expressing  its  disappointment  at 
the  lack  of  interest. 

WCIA's  editorial  said  in  part:  ".  .  .  the 
phone  calls  we  have  received  have  been 

overwhelmingly  opposed  to  the  special  news 
coverage.  This  reaction  has  indicated  that 

.  .  .  viewers  would  rather  indulge  themselves 
in  the  entertainment  of  their  regular  after- 

noon programs  than  face  the  somewhat 

grim  realities  of  the  UN's  attempt  to  keep 
peace.  .  .  .  No  scenario  writer  could  create 
higher  drama.  It  is  the  intention  of  WCIA 

to  continue  to  broadcast  these  special  news 
programs  in  the  belief  that  no  nation  can 

be  strong  unless  it  is  well  informed." 

Before  the  newscast  in  which  the  editorial 

was  read  had  ended,  WCIA  reports  it 

was  necessary  to  call  in  extra  help  to 

man  telephones  and  tabulate  calls  coming 
in  from  viewers  congratulating  the  station 

on  its  policy  statement.  More  than  120 

calls  were  counted  in  the  hour  following  the 
editorial.  Over  200  telephone  calls  were  in 

by  noon  the  next  day,  all  supporting  WCIA's 
stand,  the  station  reports.  Within  48-hours 
of  the  editorial  (repeated  the  following  day), 
WCIA  had  tabulated  more  than  900  calls 

and  letters  favoring  the  special  news  cover- 
age; 20  calls  opposed  the  coverage. 
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DATELINES 
Newsworthy  News  Coverage  by  Radio  and  Tv 

mmmimmmmmmmmmmmmmmmmmmmm 

TWIN  CITIES — KSTP-TV  Minneapolis-St. 
Paul  reached  outer  space  and  made  televi- 

sion history  July  26. 

The  occasion  was  the  launching  of  the 

U.S.  Navy  strato-lab  balloon  from  an  iron 
ore  mine  at  Crosby,  Minn.,  to  a  height  of 

82,000-ft.  In  the  process,  KSTP-TV  re- 

ceived and  transmitted  live  pictures  "from 

the  edge  of  outer  space." 
The  station  installed  a  2V2 -pound,  tran- 

sistorized Dage  camera  (valued  at  $6,000) 

inside  the  seven-ft.-wide  gondola.  Within 
90-minutes  after  its  6:30  a.m.  launching 

KSTP-TV  received  the  balloon's  first  tv  pic- 
tures from  60,000-ft.  It  followed  up  at  9 

a.m.  and  1  p.m.  with  live  telecasts  from  the 

balloon  from  70,000-ft.  and  viewers  re- 
ported they  got  a  clear  picture  of  Navy 

Comdr.  Malcolm  Moss  and  M.  L.  Lewis  of 

Winzen  Research  Inc.  eating  their  lunch 
and  of  the  mass  of  instruments  within  the 

gondola.  The  station  kinescoped  the  cov- 
erage for  use  on  its  evening  newscasts. 

KSTP-TV  started  preparing  18  days  be- 

fore the  ascent  (which  set  a  new  world's  en- 
durance record)  by  installing  special  receiv- 

60,000  FEET  UP  through  the  eye  of  KSTP- 
TV's  soaring  Dage,  this  is  how  the  top  of  the 
gondola  looked  to  Twin  City  viewers. 

ing  equipment  on  its  rooftop.  The  crew, 
headed  by  Chief  Engineer  Bill  Sadler,  set  up 

low  frequency  vhf  and  uhf  antennas,  de- 
signed to  pick  up  signals  sent  125  miles 

away.  (The  uhf  signal  on  ch.  14  would,  at 
ground  level  with  30  w,  carry  only  about  15 

miles.)  Receiving  equipment  was  installed 
with  the  cooperation  of  the  Navy,  Winzen 

Research,  Dage  Television  Div.  and  Thomp- 
son Products  Corp.  George  H.  Fathauer, 

Thompson  research  director,  designed  the 
tv  camera  inside  the  gondola. 

North  Dakota  Broadcasting  Co.  stations 

KBMB-TV  Bismarck,  KXJB-TV  Fargo  and 
KSJB  Jamestown  were  on  hand  to  cover 

the  landing  of  the  balloon  about  35  miles 

from  Jamestown  July  27.  As  well  as  supply- 

ing reports  to  other  stations  and  wire  serv- 
ices, the  NDB  stations  presented  special 

programs  featuring  the  footage  and  taped 

interviews  compiled  during  their  three-hour 
stint  in  Jamestown. 

BEIRUT — AP  credits  KHAT  Phoenix,  Ariz., 

with  the  news-scoop  of  the  first  U.S.  troop 

casualty  in  Lebanon.  Program  Director-d.j. 
Neil  Leavitt  telephoned  Ed  Shanke,  AP 

newsman  in  Beirut,  to  get  a  taped  report  of 

the  U.  S.  trooplanding.  While  Mr.  Shanke 

was  giving  his  dispatch  he  received  the  news 
that  an  American  jet  fighter  had  crashed  15 
miles  away.  The  pilot  was  reported  killed. 
Presumably  because  of  security  censorship, 
the  news  of  the  crash  was  not  released 

through  AP's  regular  channels  for  some  time 
after  KHAT  had  given  the  news  service  the 

item. 

CLEVELAND — A  taped  interview  with  a 
boy  who  had  been  washed  through  a  mile 
of  sewers  was  aired  by  WERE  Cleveland 
soon  after  he  came  out  of  a  manhole.  The 
station  also  alerted  the  Coast  Guard  that 

the  youngster's  three  companions,  who  had 
fallen  into  the  sewer  main  at  the  same  time, 

were  being  washed  toward  Lake  Erie.  News 
reporter  Don  Bean,  upon  hearing  that  the 
boys  had  been  sucked  into  the  sewer  while 

playing  in  a  culvert,  went  with  local  police 
to  a  manhole  about  a  mile  from  the  culvert 

as  one  of  the  children  emerged  through  it. 
The  other  three  boys  managed  to  get 

through  manholes  before  they  reached  the 
lake. 

NEAR  CHARLESTON— News  of  a  flood  in 
Roane  County,  W.  Va.,  was  reportedly 

scooped  by  WCHS  here.  A  nightwatchman 
telephoned  Hugh  McPherson,  host  of 

WCHS'  Through  the  Night,  and  told  him 
of  the  rising  water  July  25.  Verification  and 
news  of  fatalities  came  from  a  state  trooper 
whom  Mr.  McPherson  contacted  and  put 

on-air  via  telephone.  WCHS-TV  news 
cameraman  Dave  Riley  went  to  the  scene 

(some  fifty  miles  from  Charleston)  to  get 
film  footage. 

CUBA — Raul  Castro,  rebel  leader  and 
brother  of  Fidel  Castro,  was  interviewed  by 

WCAU-AM-TV  Philadelphia  News  Director 
Charles  Shaw.  Mr.  Shaw  shot  more  than 

900-ft.  of  film  while  in  the  Cuban  moun- 
tain stronghold.  It  will  be  shown  on  his  two 

daily  tv  programs  and  some  will  be  used  in 

Prospect  for  Cuba,  one  of  WCAU-TV's 
weekly  community  interest  shows.  Mr. 
Shaw  will  give  accounts  of  his  trip  over 
WCAU  nightly. 

NEW  YORK — A  direct  telephone  line  con- 
necting WBAB  Babylon,  N.Y.,  with  the 

United  Nations  building  here  was  used  by 

the  station  for  on-the-spot  interviews  with 
delegates  during  the  Middle  East  crisis. 
News  Editor  Douglas  Lester  conducted  ap- 

proximately 20  interviews  with  UN,  na- 
tional and  international  officials  within 

three  days. 

ELYRIA — Chief  Engineer  Hugh  Coburn  of 

WEOL  Elyria,  Ohio,  became  an  on-air  news- 
man while  out  making  field  tests  in  the 

station's  mobile  unit.  He  was  in  the  vicinity 
of  Black  River  when  the  Grasse  River,  a 
new  $1,600,000  St.  Lawrence  Seaway  barge, 

shifted  its  test  cargo  throwing  11  workers 
into  the  river.  Mr.  Coburn  immediately 

broke  into  WEOL's  program  to  describe  the 
Broadcasting 



HOW  HIGH  IS  YOUR  STANDARD  OF  LIVING? 

Can  you  guess  how  many  ways  you  put  electricity  to  work? 

One  good  measure  of  your  standard  of  living  is  the  num- 
ber of  ways  electricity  is  working  for  you.  The  more 

things  you  let  it  do,  the  more  likely  you  are  to  live  well 

and  comfortably  and  get  the  most  out  of  life. 

Many  people  don't  realize  how  many  different  jobs  elec- 
tricity does  for  them  —  all  over  the  house.  Do  you? 

Make  a  guess  —  how  many  ways  do  you  put  electricity  to 
work?  You  can  check  your  guess  against  the  list  below 

to  figure  how  many  appliances  you  really  have.  If  you 

guess  within  5  of  the  actual  total,  you're  very  observant. 

What's  more,  you  have  a  good  idea  how  outstanding  a 
value  your  low-price  electric  service  really  is. 

DINING-KITCHEN  JOBS 

.   REFRIGERATOR 

  REFRIGERATOR-FREEZER 

.   FREEZER 

 RANGE 

:   DISHWASHER 

  DISPOSAL  UNIT 

 TOASTER 

  COFFEE  MAKER 

  FOOD  MIXER 

.          PORTABLE  MIXER 

 BLENDER 

.   ROTISSERIE 

 .  AUTOMATIC  SKILLET 

  DEEP  FRYER 

  AUTOMATIC  SAUCE  PAN 

  WAFFLE  BAKER 

 GRILL 

  ICE  CREAM  FREEZER 

 JUICER 

 BOTTLE  WARMER 

 KNIFE  SHARPENER 

 OTHER 

ENTERTAINMENT  AND  BETTER  LIVING 

^    TELEVISION 

(jpv|   RADIO 

§33   CLOCK-RADIO 

^   PHONOGRAPH 

jjjjp   TAPE  RECORDER 

^    PROJECTOR 

sgLj   ELECTRIC  TOYS   ELECTRIC  HOBBY  EQUIPMENT 

__  WALL  AND  CEILING  LAMPS 

 FLOOR  LAMPS 

 TABLE  LAMPS 

 ELECTRIC  CLOCKS 

 ELECTRIC  BED  COVERINGS 

 SHAVER 

  HAIR  DRYER 

  HEATING  PAD 

  HEAT  LAMP 

 VIBRATOR 

 VAPORIZER 

 OZONE  LAMP 

  NIGHT  LIGHT 

 OTHER 

9 

SERVICE  JOBS 

 CLOTHES  WASHER 

  CLOTHES  DRYER 

 SEWING  MACHINE 

  IRONER 

 HAND  IRON 

 WATER  HEATER 

 VACUUM  CLEANER 

 WAXER-POLISHER 

 POWER  TOOLS 

 GARAGE  DOOR  OPENER 

  ELECTRIC  LAWN  MOWER 

 AIR  CONDITIONERS 

  FANS 

  SPACE  HEATERS 

  FURNACE  MOTOR 

  HEAT  PUMP 

 OTHER 

SCORES:  If  you  checked  45  items 
or  more,  your  standard  of 
electrical  living  is  EXCELLENT 

30  to  44  — VERY  GOOD 

15  to  29  — GOOD 
Less  than  15 -YOU'RE  MISSING  A  LOT 

AMERICA'S    INDEPENDENT    ELECTRIC    LIGHT   AND    POWER    COMPANIES*        *  Company  names  on  request  through  this  magazine 
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STATIONS  CONTINUED PERSONNEL  RELATIONS 

disaster  in  which  two  men  were  drowned 

and  five  hospitalized.  WEOL  newsman  Tony 
Thomson  and  disc  jockey  Dick  Conrad 
hired  a  boat  and  gave  further  reports  from 
near  where  the  Coast  Guard  vessels  were 

dragging  for  bodies. 

FLORENCE — The  police  practice  of  draw- 
ing a  likeness  of  a  suspected  criminal  from 

eve-witness  descriptions  was  employed  by 
WBTW  (TV)  Florence.  S.  C,  artist  Ed 
Wade.  He  contacted  victims  of  a  series 

of  service  station  holdups  and  made  a 
sketch  from  their  descriptions.  Following 

the  drawing  being  shown  on  WBTW  news- 
casts a  man  was  apprehended  by  the  police 

acting  on  information  received  from  people 
who  had  seen  the  portrait  on  the  station. 
The  man  later  confessed  to  being  the  robber, 
according  to  the  station. 

OMAHA — To  complement  KFAB's  two 
news  wagons  here,  the  station  has  equipped 
all  its  leg  men  with  portable  equipment.  This 
allows  them  to  plug  into  broadcasts  from 

anywhere  in  the  city.  The  pedestrian  re- 
porters now  can  broadcast  from  police  sta- 

tions, hospitals,  and  other  beats  without 

waiting  for  the  station's  remote  units  to  ar- rive. 

Two-Disaster  Axton  Rises  Again 

In  getting  KTOP  Topeka,  Kan.,  back  on 
the  air  within  23  hours  after  its  tower 

toppled  in  a  95  mph  wind,  owner-manager 
Bailey  Axton  beat  his  effort  of  1951  when 
he  suffered  a  complete  loss  of  equipment 
and  housing  in  a  flood  but  signed  on  again 
in  24-hours. 

KYW-FM  Programs  'Fine  Arts' 
KYW-FM  Cleveland  started  separate  pro- 

gramming operations  Aug.  1,  Rolland  V. 
Tooke,  vice  president  in  Cleveland  for  the 

Westinghouse  Broadcasting  Co.,  has  an- 
nounced. Initially,  the  outlet  is  programming 

as  a  "fine  arts  station"  featuring  classical 
music  chiefly  (5  p.m.  to  midnight  seven  days 
a  week)  and  later  increasing  its  schedule  in 

other  phases.  Gordon  Davis,  general  man- 

ager, KYW-AM-FM,  said  the  fm  "phase 
two"  will  begin  in  the  fall  with  conversation 
shows,  theatre  and  book  reviews  and  still 

other  types  of  "intellectual  programs":  for- 

eign language  courses,  classes  in  the  classics, 
stereophonic  broadcasts,  music  appreciation 
courses,  etc. 

Station  personnel  will  include  David 
Hawthorne,  formerly  with  WZIP  Cincinnati, 
who  is  chief  announcer;  Mylas  Martin, 

KYW-AM  announcer-singer,  who  will 

handle  Sunday  programming  on  the  fm  sta- 
tion; Lawson  Deming,  who  will  be  execu- 
tive producer,  and  Mark  Olds,  program 

manager. 

Court  Coverage  by  WTTH,  WSTC 

Court  hearings  have  been  recorded  and 
broadcast  by  WTTH  Port  Huron,  Mich., 
and  WSTC  Stamford,  Conn.,  reportedly 
for  the  first  time. 

WTTH  covered  the  arraignment  of  five 
men  charged  with  first  degree  murder, 
lustice  George  Hart  permitted  news  editor 
Jim  Whipkey  to  record  the  entire  hearing. 

The  proceedings  were  aired  on  two  subse- 
quent newscasts. 

WSTC  carried  live  a  public  hearing  in 
which  four  Stamford  policemen  were  being 

tried  for  breaking  and  entering.  The  at- 
torney for  one  of  the  accused  objected  to 

the  broadcast,  but  after  noting  the  objection, 
the  Board  of  Public  Safety  that  was  trying 

the  case,  allowed  the  two-hour  hearing  to 

go  on-air  as  it  was  regarded  to  be  "in  the 

public  interest." 
REPRESENTATIVES  APPOINTMENTS 

Lobster  Network  in  Maine  appoints  Mc- 

Gavren-Quinn,  Corp.,  N.Y.,  as  national  rep- 
resentative except  in  New  York  where  sta- 

tion group  will  continue  to  be  represented 

by  Richard  O'Connell  Co.,  N.Y.  Network 
consists  of  WLOB  Portland,  WGUY  Bangor, 
WCOU  Lewiston,  WMMS  Bath,  WFST 

Caribou,  WGHM  Skowhegan,  WFAU  Au- 
gusta, WSME  Sanford  and  WRUM  Rum- 

ford. 

KRUX  Phoenix,  Ariz.,  names  McGavren- 
Quinn  Corp. 

WNTA-TV  Newark,  N.J.,  names  Katz 

Agency  Inc.,  N.Y. 

WRSA  Saratoga  Springs,  N.Y.,  names 
Robert  S.  Keller  Inc.,  N.Y. 

KSON  San  Diego  appoints  Headley-Reed Co. 

NLRB  to  Hear  AFTRA  Petition 

For  Vote  on  VTR  Jurisdiction 

The  National  Labor  Relations  Board  last 

week  scheduled  a  formal  hearing  in  New 
York  Sept.  15  on  a  petition  by  the  American 
Federation  of  Television  &  Radio  Artists  to 

hold  an  election  among  performers  to  select 

a  single  union  to  represent  them  in  video- 

tape commercials. 
The  decision  followed  a  session  before 

an  NLRB  trial  examiner  in  New  York  June 

24  [Personnel  Relations,  June  30].  At 

that  time  representatives  of  the  Screen  Ac- 
tors Guild  and  the  Screen  Extras  Guild 

asked  the  petition  be  dismissed.  Representa- 
tives of  the  three  television  networks  and  of 

leading  advertising  agencies  also  opposed 
the  petition. 

AFTRA's  contention  is  that  videotape  is 
a  live  technique  and  performers  working  in 

it  should  be  represented  by  the  broadcast- 

ing performers'  union.  SAG's  position  is that  it  holds  contracts  with  film  studios  for 

the  production  of  film  commercials  and, 
under  its  latest  agreement,  for  videotape 
commercials  produced  at  film  studios.  SAG 

acknowledges  that  AFTRA  holds  jurisdic- 
tion over  VTR  at  networks  and  stations. 

RTDG  Submits  CBS  Firing 

Of  Joseph  Papp  to  Arbitration 
The  Radio  &  Television  Directors  Guild 

announced  last  week  that  it  has  submitted 
to  arbitration  the  case  of  Joseph  Papp,  who 

was  dismissed  from  his  position  of  stage 

manager  at  CBS  last  month  after  declining 
to  tell  a  subcommittee  of  the  House  Com- 

mittee on  Un-American  Activities  whether 
he  formerly  had  been  a  member  of  the 
Communist  Party. 

In  its  notice  of  arbitration,  RTDG  stated 

that  it  did  not  regard  Mr.  Papp's  discharge 

as  being  "for  good  and  sufficient  cause" 
within  the  meaning  of  its  collective  agree- 

ment with  the  network.  It  requested  that 

the  arbitrator  direct  Mr.  Papp's  reinstate- 
ment with  back  pay  and  with  the  restoration 

of  seniority  and  all  other  rights  and  benefits. 
The  guild  added  that  under  the  arbitration 
rotation  system  obtaining  between  RTDG 
and  the  networks,  the  guild  has  designated 
Prof.  Paul  R.  Rays  of  Columbia  U.  as  the 
arbitrator  of  the  controversy. 

A  network  spokesman  said  the  contract 
provides  that  either  the  network  or  the 

guild  may  file  for  arbitration  in  case  of  a 

dispute.  He  said  an  arbitrator's  decision  is considered  binding. 

An  RTDG  official  revealed  that  the  case 

of  Charles  S.  Dubin  had  not  been  sub- 
mitted to  arbitration.  Mr.  Dubin,  who  was 

director  of  Twenty-One  and  The  Investi- 

gator tv  programs,  carried  on  NBC-TV,  was 

declared  by  the  network  last  month  as  "un- 
acceptable" for  further  use  on  the  programs. 

Mr.  Dubin  also  refused  to  tell  the  subcom- 
mittee whether  he  had  been  a  member  of 

the  Communist  Party. 

The  guild  official  said  the  case  of  Mr. 

Dubin  was  "slightly  different"  from  that  of 

Mr.  Papp's,  pointing  out  that  Mr.  Dubin 
was  not  an  employe  of  NBC  but  of  several 

packagers,  whose  programs  were  carried  on 
that  network.  He  added  that  the  issue,  never- 

theless, is  being  discussed  with  NBC. 

"They  can't  spend  it  if  they  ain't  got  it!" You  might  not  agree  with  the  grammar,  but  the  homespun  logic  of 
that  saying  cannot  be  disputed.  You  can  create  a  desire  for  whatever 
it  is  you  have  to  sell,  but  if  the  means  of  purchase  are  lacking  .  .  . then  you  have  no  sale. 

But .  . 

This 

Columbus,  Ga. 

.  Columbus,  Georgia  has  it! 

3-County  Metro   Area    is  ranked 

in    the    Nation    in  per 

Family  Income 

($7,562.00) 
Source:  1958  Survey  of  Buying  Power 

8th 

They  buy  it  when  it  is  seen  and  heard  on  .  .  . 

WeeReBeL  sits  right  on  top  of  this  rich  market.  Survey  after  survey 
proves  that  audiences  prefer  WRBL-TV  .  .  .  the  station  *hat  com- 

pletely dominates  the  gold-mine  market  of  Columbus,  Georgia. 

CALL  HOLLINGBERY  CO. 

CHANNEL |^ 

WRBL-TV  ®Q 

COLUMBUS  GEORGIA  J 
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EDUCATION AWARDS 

Educational  Tv  Management  Meet 

Expected  to  Draw  38  to  Madison 

An  educational  tv  management  seminar 

sponsored  by  the  National  Assn.  of  Educa- 
tional Broadcasters  is  expected  to  draw  38 

station  managers  from  24  states  and  Puerto 
Rico  next  month. 

Various  areas  will  be  covered  during  the 
seminar  to  be  held  at  Madison,  Wis.,  Aug. 
24-27. 

Among  subjects  to  be  explored:  financial 

matters,  implications  of  national  legisla- 
tion, relations  with  educators,  relationship 

between  televised  instruction  and  general 
educational  programming,  and  the  role  and 
plans  of  such  groups  as  the  joint  council 
on  educational  television,  educational  tele- 

vision and  radio  center  and  the  NAEB. 

Cost  of  the  seminar  is  being  defrayed  by 
a  Ford  Foundation  grant. 

Consultants  at  the  second  annual  man- 
agement meeting  include  Leonard  Marks, 

of  the  Washington,  D.  C,  law  firm  of  Cohn 

&  Marks,  NAEB  legal  consultant;  Ralph 
Steetle,  executive  director  of  JCET;  Dr. 
Harry  J.  Skornia,  NAEB  executive  director, 

and  James  W.  Armsey,  assistant  to  the  presi- 
dent, Ford  Foundation. 

Memphis  to  Have  Literacy  Meet 

A  Conference  on  World  Literacy  by  Tele- 
vision is  being  sponsored  by  the  Memphis 

(Tenn.)  Chamber  of  Commerce  in  conjunc- 
tion with  Dr.  Frank  Laubach,  literacy  ex- 

pert, Aug.  8-9  at  the  Hotel  Peabody  there. 
Dr.  Laubach  for  the  past  two  years  has 

been  conducting  Streamlined  Reading  over 

WKNO-TV  Memphis,  non-commercial  edu- 
cational station,  using  picture-word-syllable 

charts.  During  this  time  2,000  viewers  have 
learned  to  read  by  this  method,  he  estimates. 

Information  regarding  the  conference  may- 
be obtained  from:  Memphis  Chamber  of 

Commerce,  P.  O.  Box  224,  Memphis  1, 
Tenn. 

WEDK  (FM)  Joins  With  WGBH-FM 

Educational-noncommercial  WEDK 

(FM)  Springfield  today  (Aug.  4)  begins 
regular  broadcasting  linked  with  WGBH- 
FM  Cambridge,  both  Massachusetts.  The 
two  stations  comprise  the  new  Educational 
Radio  Network  formed  to  join  educational 
institutions  at  both  ends  of  Massachusetts 

in  cultural  programming.  WEDK  is  licensed 

to  the  Springfield  School  Committee, 

WGBH-FM  to  WGBH-FM  Educational 
Foundation.  WAMC  (FM)  Albany,  N.  Y. 
(Medical  College  of  Union  U.),  is  expected 
to  join  ERN  this  year. 

U.  of  Fla.  Gets  Fund  Grant 

The  U.  of  Florida,  Gainesville,  has  re- 
ceived $40,000  from  the  Fund  for  Adult 

Education  for  its  WUFT  (TV)  there,  J. 

Wayne  Reitz,  the  university's  president  has 
announced.  The  state's  Educational  Tele- 

vision Commission  plans  to  install  a  micro- 
wave link  between  WUFT  and  educational 

WJCT  (TV)  Jacksonville. 

RTNDA  Sets  Sept.  1  Deadline 

For  Award  Competition  Entries 

Stations  must  submit  entries  for  the  an- 
nual Radio  Television  News  Directors  Assn. 

awards  competition  by  Sept.  1,  they  have 
been  notified  by  Prof.  Baskett  Mosse 

of  Northwestern  U.'s  Medill  School  of  Jour- 
nalism, RTNDA  awards  committee  chair- 

man. 

He  reminded  that  all  material,  including 

film,  brochures  and  tapes,  must  be  post- 
marked by  midnight  of  that  date  to  assure 

consideration.  The  honors  will  be  presented 

at  the  association's  annual  convention  in 

Chicago  Oct.  15-18. 

Four  categories  have  been  set  aside:  out- 

standing news  operations  in  radio  and  tele- 
vision and  outstanding  news  story  or  infor- 

mational series  on  radio  and  tv,  all  during 
1958. 

AWARD  SHORTS 

CKLW-AM-TV  Detroit  cited  for  "outstand- 

ing efforts  to  reduce  traffic  fatalities"  in 
Michigan  by  Sponsors  of  Highway  Safety. 

CKLW  was  only  tv-radio  station  to  be  so 
honored  in  Michigan. 

WOOD-TV  Grand  Rapids,  Mich.,  received 

public  service  award  for  cooperation  in  tele- 
vising Catholic  programs  from  Catholic 

Broadcasters  Assn.  Award  was  based  on 

amount  of  time,  suitability  of  hours,  sta- 

JOBS  WANTED 

by  former 

CINCINNATI  TIMES-STAR 

EMPLOYEES 

No  amount  of  words  can  fill  this  white  space  and  adequately 

express  our  grief  at  the  demise  of  the  CINCINNATI  TIMES-STAR. 

The  passing  of  one  of  America's  great  newspapers  has  made  avail- 
able for  employment  some  of  America's  best  newspaper  talent. 

We  have  personnel  available  in  all  departments  including: 

Editorial  and  News 

Advertising 

Circulation 

Promotion 

Production 

If  you  are  interested  in  hiring  former  CINCINNATI  TIMES-STAR 
employees,  please  direct  your  inquiries  to: 

CINCINNATI  TIMES-STAR 

Employment  Council 

Room  1202 

TIMES-STAR  BUILDING 

CINCINNATI  2,  OHIO 

Telephone:  CHerry  1-4874  or  MAirt  1-7922 
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AWARDS  CONTINUED PROGRAM  SERVICES 

FAVORITE  STORY 

If  RCA  has  anything  to  say  about 

it,  the  number  of  people  who  don't know  the  history  of  tv  is  diminishing 

daily.  According  to  the  Institute  for 
Visual  Training  Inc.,  New  York,  which 
produced  and  now  is  distributing  for 

the  third  upcoming  year  RCA's  award- 
winning  public  service  film,  "The 
Story  of  Television."  Some  52.8  mil- 

lion Americans  have  seen  the  27- 
minute  tv  program.  Broken  down,  the 
film  has  been  shown  in  406  telecasts 

over  the  past  two  years,  23%  of  these 
in  Class  A  time,  29%  in  B  and  48% 

in  C  time.  (Figures  are  based  on  in- 
dividual station  reports.) 

Additionally,  1.4  million  have  seen 
the  film  in  7,699  showings  before  civic 
and  community  groups,  PTA  meetings 
and  college  audiences. 

lion  initiative  and  cooperation  in  religious 
and  public  service  broadcasting. 

Warren  &  Litzenberber,  Davenport,  Iowa, 

was  awarded  first  prize  in  the  overall  mar- 
keting category  of  Mutual  Advertising 

Agency's  Network's  annual  awards  com- 
petition, winners  of  which  were  announced 

at  its  quarterly  meeting  in  Chicago  in  June. 
The  agency  won  out  for  its  Iowana  Farms 
campaign.  Total  of  86  entries  were  received 
from  13  agencies  in  the  sub  $3  million 
billings  classification. 

Bob  Hope  will  receive  1958  Murray-Green 
Award  of  AFL-CIO  at  special  banquet  Nov. 
16  at  Beverly  Hilton  Hotel,  Beverly  Hills, 

Calif.  Award  is  being  given  Mr.  Hope — 
according  to  AFL-CIO  President  George 

Meany — for  "his  readiness  to  perform 
wherever  our  men  and  women  are  sta- 

tioned .  .  ." 

Tucson  Realty  &  Trust  Co.,  Tucson,  Ariz., 

received  top  radio  award  for  largest  pre- 
mium income  division  at  annual  Insurance 

Advertisers  Conference.  Tucson  Realty  com- 
mercials were  written  and  given  by  Fred 

Finney,  KTUC  Tucson,  Ariz.,  news  direc- 
tor, in  course  of  noon  15-minute  news  re- 

port. 

H.  P.  Hood  &  Sons,  Charleston,  Mass., 

presented  with  award  for  excellence  in  mar- 
keting by  Boston  chapter  of  American  Mar- 

keting Assn.  for  "greatest  competence  in 
planning,  promoting  and  advertising  product 

during  previous  year." 

WGN-TV  Into  VTR  Syndication 

With  First  Sale  of  'Ding  Dong' 
KLOR-TV  Provo,  Utah,  is  the  first  sta- 

tion to  sign  up  for  the  Ding  Dong  School 

children's  series  now  being  syndicated  by 
WGN-TV  Chicago. 

Ward  L.  Quaal,  vice  president  and  gen- 
eral manager  of  WGN-AM-TV,  announced 

52-week  sale  of  the  Monday-Friday  series 
to  KLOR-TV,  independent  outlet  scheduled 
to  start  operation  by  Oct.  1.  Negotiations  are 
underway  for  syndication  to  other  stations 

beginning  Aug.  25,  he  reported. 

WGN-TV  described  this  as  "the  first  sale 
to  be  made  in  the  United  States  of  a  pro- 

gram syndicated  by  an  independent  station 

through  the  use  of  the  Ampex  Corp.'s  video- 

tape recorder." Dr.  Frances  Horwich's  Ding  Dong  School 
series  is  the  first  in  a  planned  stable  of 

children's  shows  to  be  syndicated  by  the 
Chicago  Tribune  station  to  other  independ- 

ent stations. 

Two  More  Regional  'Tv  Guides' 
Tv  Guide  is  inaugurating  Utah-Idaho  and 

San  Antonio-Corpus  Christi,  Tex.,  editions 
Sept.  13,  the  national  tv  weekly  announced 
last  week.  At  the  same  time  the  magazine  is 

consolidating  its  Minneapolis-St.  Paul  and 
Minnesota  editions. 

The  new  editions,  both  72-page  books, 
raise  the  number  of  regional  editions  of 
Tv  Guide  to  51.  The  Utah-Idaho  edition 
will  cover  the  Salt  Lake  City,  Ogden  and 
Provo  (Utah)  areas;  Boise,  Idaho  and  Twin 
Falls  (Idaho).  The  new  Texas  edition  will 
make  the  third  regional  edition  (Tv  Guide 

presently  publishes  in  Dallas-Fort  Worth 
and  Houston-Galveston)  presented  in  that 
state. 

WABD  (TV)  Plans  Syndication 

WABD  (TV)  New  York  has  announced 
it  would  enter  tv  program  syndication  of  a 

special  events  series — two  weeks  after  pur- 
chasing two  videotape  recording  machines 

from  the  Ampex  Corp.,  Redwood  City, 
Calif.  While  it  is  the  second  New  York  in- 

dependent station  to  enter  syndication 
(WPIX  [TV]  New  York  earlier  this  year 

having  announced  plans  to  syndicate  histor- 
ical film  documentaries),  WABD  is  the  first 

to  use  VTR  for  such  a  purpose.  Station's 
initial  offering  is  Portrait  of  the  USSR,  a 

live-and-film  seven-part  series  on  Soviet  Rus- 
sia today.  The  programs  will  be  seen  in  a 

new  time  slot  starting  tonight  (July  28)  in 

New  York.  Its  sister-station,  WTTG  (TV) 

Washington,  will  commence  showing  Por- 
trait within  the  next  fortnight. 

'World  of  the  Mind'  Offered 
Broadcast  Music  Inc.  last  week  made 

available  without  charge  a  new  radio  series, 
The  World  of  the  Mind,  written  by  more 
than  50  outstanding  American  scientists  and 

teachers,  and  prepared  by  BMI  in  coopera- 
tion with  the  American  Assn.  for  the  Ad- 

vancement of  Science  and  the  American 
Council  of  Learned  Societies.  Each  of  the 

papers,  intended  to  be  presented  by  local 

broadcasters,  has  been  written  by  an  Ameri- 

can scholar  or  scientist  and  concerns  either 

the  work  of  a  learned  organization  of  which 
he  is  a  member  or  the  particular  scientific 
field  in  which  he  is  an  expert,  Carl  Haverlin, 

BMI  president  said. 

Traubee  Production  Firm  Set  Up 

Formation  of  a  new  tv  packaging  com- 

pany, Jacques  Traubee  Productions,  New 
York,  has  been  announced  by  the  principals. 
Mr.  Traubee  will  be  executive  producer  and 
board  chairman  and  Joseph  H.  Neebee, 

formerly  an  executive  vice  president  at 

Campbell-Ewald,  will  be  president.  Traubee 
Productions  indicated  that  ABC-TV  had 

under  option  its  first  entry,  an  audience 

participation  quiz  game  titled  Zig  Zag.  Ad- 
dress: 80  Central  Park  West.  Phone:  Trafal- 

gar 7-3636. 
PROGRAM  SERVICES  SHORTS 

Roncom  Productions  Inc.,  tv  production 
firm  owned  and  operated  by  singer  Perry 

Como,  will  move  to  new  quarters  at  405 

Park  Ave.,  N.  Y.  22,  on  Aug.  15.  Move 

won't  affect  Roncom  Music  Co.,  Mr. 

Como's  music  publishing  enterprise,  which 
remains  in  RKO  Bldg.  at  1270  Sixth  Ave. 

Saxon  Productions,  N.  Y.,  has  prepared  live 

tv  quiz  program,  Let  Yourself  Go,  which 
stresses  keen  observation  by  contestants 

rather  than  knowledge.  Winners  select  place 

they  want  to  visit  and  means  of  transpor- 
tation. Program  is  being  offered  to  networks 

and  agencies. 

Rush-Edwin  Productions,  tv  packaging  com- 

pany, has  been  formed  by  Hollywood  actor 

Johnny  Edwin  and  KHJ-TV  Los  Angeles 
engineer  Al  Rush  with  headquarters  in  L.A. 

United  Press  International  has  recently 

added  to  its  feature  news  reports  "Tonight's 

Tv  Highlights,"  guide  to  choice  network 
shows  for  afternoon  papers;  and  "Weekend 
Tv  Highlights,"  transmitted  on  Friday. 
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li        m  is 

market . . . 

A  05 

MORE  TV  HOMES! 
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MORE  PEOPLE! 

m       is  h 
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MANUFACTURING 

RCA  Offers  New  V  Transmitter 

RCA  last  week  announced  a  new  "space- 

saving  and  economical"  transmitter  designed 
primarily  for  vhf  stations  with  effective 
radiated  power  requirements  ranging  from 
2  to  20  kw.  According  to  E.  C.  Tracy, 
manager,  broadcast  and  television  equipment 
department,  the  transmitter,  which  is  seven 
feet  high  and  six  feet  long,  may  also  be 
used  as  a  standby  unit  for  high  power 

systems. 

MANUFACTURING  SHORTS 

Packard-Bell  Electronics  Corp.,  LA.,  re- 
ports sales  increase  of  12%  to  $26,401,343 

for  period  ended  June  30,  1958,  as  com- 
pared with  $23,403,944  for  last  year.  Net 

profits  rose  37%  to  $633,948  as  contrasted 
with  $463,120  for  like  period  last  year. 
Net  income  per  share  increased  from  67 
cents  to  92  cents. 

RCA  reported  shipments  of  superturnstile 

antenna  to  KCIX-TV  Nampa,  Idaho,  and 
KNOP  (TV)  North  Platte,  Neb.,  and  6- 
kw  transmitter  to  WFBC-TV  Greenville, 
S.C. 

Tech  Labs,  Palisades  Park,  N.J.,  introduces 

new  clear  plastic  package  for  Model  S-3 
EdiTall  Magnetic  Tape  Editing  Kit.  Kit 

includes,  besides  EdiTall  editing  block,  66- 
foot  roll  of  editing  tape,  marker  pencil,  non- 

magnetic razor  blades  and  instruction  book- 
let on  how  to  edit  tape. 

Argos  Products  Co.,  Genoa,  111.,  announces 

small-size  speaker  enclosure  suitable  for 
stereo  use.  Unit  accommodates  eight-inch 
woofer  and  tweeter  and  utilizes  two  ducted 

ports,  one  on  each  end,  for  improved  bass 

response,  according  to  agency,  Klau-Van 
Pietersom-Dunlap  Inc.,  Chicago.  Model 
(TSE-1)  is  designed  for  either  table  or  floor 
use. 

Sylvania  Electric  Products  Inc.,  N.Y.,  an- 
nounces RF  amplifier  especially  designed 

for  operations  at  frequencies  up  to  1.5 
megacycles.  Drift  transistor  is  designated 
type  2N544. 

Pacific  Semiconductors  Inc.,  L.A.,  an- 
nounces building  of  composite  engineering, 

production  and  administrative  center  for 

development  and  production  of  semiconduc- 
tor devices.  Ultimate  investment  in  land 

and  equipment  is  estimated  at  $10  million 
with  eventual  employment  of  3,000.  Pacific 
Semiconductors  is  subsidiary  of  Ramo 
Woolridge  Corp.  and  affiliate  of  Thompson 
Products  Inc.  Company  has  been  pioneer 
in  semiconductor  industry  which  came 

into  prominence  10  years  ago  with  inven- 
tion of  transistor  and  is  experiencing  a 

growth  so  rapid  its  leaders  predict  total 
industry  production  may  reach  $1  billion 
by  1965.  PSI  will  begin  immediate  con- 

struction of  first  increment  of  48,000  sq. 
ft.  at  Aviation  and  Rosecrans  Blvds.  on  18 

acre  site  in  L.A.  county  business  and  indus- 
trial area.  When  fully  developed,  center 

will   comprise   300,000   sq.   ft.,   and  will 

Broadcasting 

augment  present  43,000  sq.  ft.  facility  of 
Jefferson  Blvd.  in  Culver  City,  which  firm 

will  continue  to  operate.  First  unit,  repre- 
senting investment  of  $1  million  with  equip- 

ment, will  be  built  at  once  and  will  be  oc- 
cupied in  early  1959.  It  will  employ  an  ad- 

ditional 500  people. 

RCA  has  acquired  plant  of  Applied  Science 
Corp.  of  Princeton,  N.  J.,  located  between 
Princeton  and  Hightstown,  N.  J.,  for  use 

as  long-term  engineering  and  production 

facilities  for  RCA's  astro-electronics  prod- 
ucts division,  it  was  announced  jointly  by 

the  two  companies  Friday  (Aug.  1).  The 

property,  covering  77,000  square  feet,  was 

obtained  by  RCA  under  a  lease  from  an  in- 
dustrial pension  fund  after  its  sale  to  the 

fund  by  ASCOP  at  a  reported  price  of  about 
$1.4  million.  The  acquisition  was  termed 

by  RCA  as  "a  major  step  in  RCA's  program 

of  space  electronics." 

Young  Spring  &  Wire  Corp.,  Gonset  Div., 
Burbank.  Calif.,  announces  new  model 

3239  fm  converter  for  full-fidelity  reception 
of  fm  radio  broadcasts  in  automobiles.  Con- 

verter operates  in  conjunction  with  existing 
standard  am  car  radio,  eliminating  need  for 

separate  am  and  fm  sets.  It  covers  standard 
88-108  mc  fm  band,  and  is  operable  only 

on  cars  having  12  volt  battery  systems.  Re- 
tail price  is  $84.50. 

Dresser  Ideco  Co.,  Columbus,  Ohio,  has 

published  brief  bulletin  to  aid  buyers  con- 
sidering advantages  of  tower  elevators. 

Bulletin  discusses  value  of  elevator  in  terms 

of  insurance  against  long  periods  of  inter- 
rupted service,  ease  of  giving  on-the-spot 

supervision  to  work  being  done  and  simplifi- 
cation of  routine  maintenance.  Then  goes 

into  some  detail  on  Dresser-Ideco  Tower 

Elevator's  design,  operation  and  safety  fea- tures. 

RCA  Electron  Tube  Div.,  Harrison,  N.J., 

has  introduced  a  new  tube  (RCA-7199), 

which  allegedly  makes  possible  low-hum, 
high-fidelity  audio  amplifiers  at  lower  cost. 
Division  also  reports  introduction  of  new 

twin-doide  power  tetrode  radio  tube  (RCA- 

12DS7),  designed  for  use  in  "hybrid"  auto- 
mobile receivers  in  which  tube  and  transis- 

tor electrode  voltages  are  obtained  directly 

from  12-voltage  storage  battery. 

Television  Zoomar  Corp.,  N.Y.,  announces 

availability  of  two  new  lenses — Super  Uni- 
versal Zoomar,  designed  particularly  for  tv 

remotes,  which  has  overall  zoom  range  of 
from  2Vi  to  40  inches,  and  Super  Studio 
Zoomar,  which  has  range  from  2Va  to  IVa 
inches.  Both  Zoomar  lenses  are  color  cor- 
rected. 

Ceramics  for  Industry  Corp.,  Mineola,  N.Y., 
has  been  organized  to  manufacture  variety 
of  precision  ceramic  parts  and  composites 
for  use  in  electronics,  component,  aviation, 

atomic  energy  and  related  industries.  Head- 
quarters and  manufacturing  facilities  have 

been  established  on  Cottage  Place  in 

Mineola.  Telephone:  Pioneer  6-0571. 

If  you're  measuring  size  of  metropoli- 
tan markets,  Fort  Wayne  ranks  108th. 

If  you're  measuring  spot  radio,  WOWO, 
located  in  Fort  Wayne,  covers  the  37th 
Radio  Market  .  WOWO  is  the  only 

medium  that  covers  the  2,285,720 

people  in  this  rich  56-county  market. 

If  you're  buying  top  radio  markets,  you 
must  include . . . 

\Ajr\\Air\  50.00°  WA
TTS VVwWw  37th  U.S.  Radio  Market* FORT  WAYNE,  IND.  Represented  by  PGW 

I WESTINGHOUSE  BROADCASTING  COMPANY,  INC. 
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Peru  to  Get  Commercial  Tv 

In  September  With  OAX4U-TV 

OAX4U-TV  Lima — Peru's  first  commer- 
cial tv  outlet — is  slated  to  begin  operations 

in  mid-September  (the  exact  date  contingent 
on  completion  of  its  Radio  America  build- 

ing), Antonio  Umbert,  the  station's  owner- 
general  manager  reports. 

An  estimated  345  tv  sets  already  are  in 

use  receiving  the  United  Nations  Educa- 

tional, Scientific  &  Cultural  Organization's 
experimental-educational  OAD-TV  Lima,  on 

the  air  since  January.  The  city's  dealers 
have  2.500  tv  sets  on  hand  awaiting 

OAX4U-TV's  inauguration. 
Mr.  Umbert  has  contracted,  he  said,  with 

Ziv  Tv's  international  division  for  a  Spanish- 
dubbed  Highway  Patrol,  with  CBS-TV  for 
newsfilm  and  with  Fremantle  Overseas  Radio 

for  "Hopalong  Cassidy." 
OAX4U-TV  is  one  of  a  total  of  six  tv 

licensees  so  far  in  Peru. 

Appointment  of  CBC  Chairman 

Awaits  New  Regulatory  Agency 

The  Canadian  government  does  not  plan 
to  replace  A.  D.  Dunton,  recently  resigned 
chairman  of  the  board  of  governors  of  the 
Canadian  Broadcasting  Corp.,  until  new 
legislation  has  been  enacted  to  set  up  a 
new  regulatory  body  for  the  broadcasting 
field.  There  are  two  other  vacancies  on  the 

CBC  board  of  governors  which  are  not 
being  filled  at  present. 

Replacement  of  Mr.  Dunton,  who  resigned 
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to  become  president  of  Carleton  U.,  Ottawa, 
was  discussed  on  the  floor  of  Canadian 
House  of  Commons.  Revenue  Minister 

George  Nowlan,  under  whose  department 

the  CBC  reports,  intimated  the  government's 
plans  to  bring  down  legislation  for  a  new 
regulatory  body  before  filling  vacancies  on 
the  CBC  board  of  governors,  including  that 
of  chairman. 

At  the  same  time  it  was  announced  that 

there  would  be  a  delay  in  assigning  a  second 
television  station  to  cities  where  the  CBC 

now  operates  the  only  station.  These  are 

the  six  major  markets  in  Canada.  The  gov- 
ernment will  delay  a  change  in  its  policy  to 

allow  second  tv  stations,  private  or  gov- 
ernment-owned, until  the  new  regulatory 

body  is  set  up. 

Censors  Can  Say  No  With  Smile, 

KRCA  (TV)  Moscow  Traveler  Says 

Russian  censors  were  polite  and  even 

friendly,  but  they  could  be  effectively  frus- 
trating without  ever  giving  a  direct  denial, 

Jack  Latham,  newscaster  of  KRCA  (TV) 

Los  Angeles,  said  on  his  return  from  a 

10,000-mile  trip  through  Russia  and  other 
Iron  Curtain  countries. 

Mr.  Latham  told  a  news  luncheon  that 

he  was  able  to  film  freely  practically  every- 
thing within  sight  during  his  travels,  but 

that  a  suggested  visit  to  a  collective  farm 
produced  nothing  but  a  series  of  delays  and 
apologies  for  them  until  he  got  the  idea  he 
was  not  going  to  make  that  visit,  although 
he  never  received  a  direct  refusal.  The  one 

prohibition  on  picture-taking,  he  reported, 
was  of  planes  or  airfields.  And  there  was 
no  trouble  at  all  when  he  left  the  country 
with  some  2,000  feet  of  undeveloped  film  in 
his  luggage. 

The  little  tv  he  saw  in  Russia  was  of  good 

technical  quality,  he  said.  Not  understanding 
the  language,  he  did  not  know  whether 
a  dramatic  show  was  good  or  not,  but  a 
ballet  telecast  was  well  produced.  Receivers 
are  few;  their  price  in  actual  money  is 
about  30%  above  that  in  America  and  that 

means  they  are  beyond  the  means  of  most 
Russian  workers,  but  the  tv  departments  in 
stores  are  crowded,  Mr.  Latham  reported. 
The  Moscow  tv  station  broadcasts  daily  at 

7-10  a.m.  and  4-10  p.m. 

His  hotel  room  was  equipped  with  a  four- 
band  radio  made  in  Czechoslovakia  that 

brought  in  stations  from  India  to  Belgrade, 
Mr.  Latham  reported.  One  broadcast  in 

English  (the  only  one  in  two  hours  of  listen- 
ing) was  reporting  on  the  Nasser  visit  to 

Tito  and  lambasting  Nasser  unmercifully,  he 
said.  American  records  are  broadcast  fre- 

quently and  the  Russians  know  and  like  the 
music  of  Benny  Goodman  and  Glenn  Miller 
and  know  and  dislike  Elvis  Presley,  he  said. 

Asked  about  Daniel  Schorr,  former  CBS 

correspondent  to  Moscow  who  has  been 

denied  re-entry  to  Russia  from  a  visit  home, 
Mr.  Latham  said  that  the  official  explana- 

tion is  that  on  his  return  to  America  Mr. 

Schorr  reported  things  about  Russia  which 
the  Russians  consider  untrue  and  unfair. 

Mr.  Latham  said  that  although  he  asked 

many  people  about  Voice  of  America  and 
Radio  Free  Europe,  he  found  no  evidence 
that  either  of  these  services  was  making 

any  impression  on  the  Russian  public. 

U.  S.  Grants  Help  Venezuela 

In  ETV  Project  Now  Underway 

Venezuela,  with  the  help  of  private  U.  S. 

grants,  is  adopting  educational  tv.  This  was 
reported  last  week  at  a  New  York  news 
conference  by  John  R.  Winnie,  professor 
of  educational  tv  at  the  U.  of  Iowa,  who 

spent  five  months  in  Venezuela  under  Broad- 
casting Foundation  of  America  auspices 

making  a  study  in  conjunction  with  the 
Venezuelan  National  Commission  for  Edu- 

cational Television. 

Public  reaction  to  a  two-week  demonstra- 

tion of  daily  high  school  telecasts  "was  so 
overwhelmingly  enthusiastic"  that  the  Minis- 

try of  Education  has  appropriated  funds 
for  continuance  of  the  program  during  the 

coming  school  year,  Prof.  Winnie  said. 
The  Broadcasting  Foundation  of  America 

made  a  $30,000  grant  from  the  Creole 
Foundation  available  to  the  commission 

for  technical  assistance  on  the  project.  BFA 
recently  announced  an  additional  $41,000 
grant  has  been  received  from  the  Creole 
Foundation  to  establish  training  programs 
in  the  U.  S.  for  members  of  the  Venezuelan 
Commission  for  Educational  Television  and 

to  continue  the  technical  advisory  services 
initiated  by  BFA  last  February. 

BFA  is  a  group  formed  to  facilitate  an 
exchange  of  cultural  broadcasting  programs. 

The  Creole  Foundation  is  a  non-profit  or- 
ganization set  up  by  the  Creole  Petroleum 

Corp.,  which  is  active  in  Venezuela. 

Spending  Million  to  Raise  Six 

The  Canadian  government  is  expected  to 

spend  about  $1  million  in  all  media  to  ad- 
vertise its  new  $6.4  billion  refunding  loan, 

which  was  announced  on  the  English  and 
French  radio  and  television  networks  last 

month.  Heavy  use  of  radio  and  television 
is  anticipated  during  August,  with  spots  on 
all  stations  being  placed  by  Spitzer  &  Mills 
Ltd.,  Toronto,  advertising  agency,  appointed 
recently  to  handle  radio  and  tv  advertising 

for  the  government's  financial  campaigns. 
The  largest  closed-circuit  tv  sales  confer- 

ence in  Canada  to  date  was  held  July  16 
via  the  recently  completed  microwave  net- 

work. Finance  Minister  Donald  Fleming 
and  Bank  of  Canada  officials  addressed  10,- 
000  bankers  and  investment  dealers  on 
handling  the  conversion  loan. 

Canadians  to  Get  Local  Ratings 

The  Bureau  of  Broadcast  Measurement, 

Toronto,  co-operative  radio  and  television 
audience  measurement  service  operated  by 

stations,  advertisers  and  agencies,  has  of- 
fered a  new  local  survey  service  to  indi- 

vidual stations.  BBM's  twice  yearly  surveys 
are  made  by  counties,  census  divisions  and 
metropolitan  areas.  Because  some  stations 
have  asked  for  local  surveys  of  a  radius 
between  30  and  60  miles,  BBM  has  an- 

nounced that  it  is  ready  to  discuss  such  sur- 
veys with  individual  stations,  the  surveys 

to  be  made  by  regular  BBM  methods. 

Easy  Tv  Payments  for  Italians 

The  number  of  tv  households  in  Italy 

is  expected  to  increase  sharply  with  the 

introduction  of  an  invention  called  "taxi- 
vision."'  Per  capita  ownership  of  tv  sets 
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Rapid  growth  has  been  the  keynote 
of  the  Nigerian  Broadcasting  Co.  since 
its  beginning  in  1951,  according  to  radio 
engineer  Roger  Penn,  who  has  returned 

from  a  U.S.  State  Dept. -sponsored  posi- 
tion as  a  professional  instructor  to  Ni- 

gerian broadcasters.  Mr.  Penn  was  sent 
to  the  British  West  African  colony  at 

the  request  of  Nigerian  broadcasting 

authorities  and  spent  the  1957-58  school 
year  there. 

"Today  there  are  over  800  people 

employed  by  Nigerian  Broadcasting"  Mr. 
Penn  said,  "but  growth  has  not  stopped 
with  the  size  of  the  staff.  Broadcast  fa- 

cilities have  spread  to  almost  every  sec- 
tion of  the  country,  which  is  373,250 

square  miles  in  all  and  has  a  population 

of  more  than  32  million." 
Mr.  Penn  reported  that  there  are  four 

major  stations  and  fifteen  smaller  studio 
centers  which  relay  network  shows  and 
originate  some  local  shows  each  day. 
The  smaller  stations  are  called  Provincial 

Studio  Centers  and  they  feed  about 
60,000  wired  radio  boxes  in  most  of 
the  main  cities  and  towns,  according  to 
Mr.  Penn,  who  adds  that  these  stations 

in  Italy  currently  is  16  to  1,000.  The  in- 
vention is  a  coin  box  attachment  that 

gives  the  viewer  45  minutes  of  viewing 
time  after  depositing  a  100  lire  coin  (about 
16  cents).  By  this  means  the  user,  after 
paying  5,000  lire  ($8)  for  installation,  buys 
the  receiver.  (This  compares  with  the 
20,000  lire  [$32]  down  and  5,000  a  month 
required  by  loan  companies  for  tv  sets.) 
If  only  one  coin  were  put  in  the  taxivision 
meter  a  day  the  buyer  would  own  the 

set  in  approximately  four  years,  it  is  esti- 
mated. 

CBC  Pioneers  Organize  Club 

Canadian  Broadcasting  Corp.  staff  mem- 
bers at  Toronto  have  formed  the  CBC 

Pioneers  Club,  for  those  with  25  years  or 
more  service  in  broadcasting  activities  of 

the  government-owned  corporation.  The 
Toronto  chapter  has  30  members,  and  it  is 
planned  to  expand  the  CBC  Pioneers  Club 
across  Canada,  wherever  there  are  CBC 

stations  and  production  centers. 

INTERNATIONAL  SHORTS 

Radio-Television-Electronics  Assn.  of  Cana- 

da has  changed  name  to  Electronic  Indus- 
tries Assn.  of  Canada  and  elected  as  presi- 
dent R.  M.  Robinson,  v. p.  and  general 

manager  of  electronic  and  tube  department 
of  Canadian  General  Electric  Co..  Toronto, 
Ont. 

Canadian  Broadcasting  Corp.,  has  sold  series 
of  13  documentary  films,  The  Living  Sea, 

made  last  year  at  its  Vancouver,  B.C.,  pro- 
duction center,  to  Grenada  television  net- 

work of  London,  England,  with  an  option 
for  another  13  films  in  series.  Sales  were 

made  through  CBC  export  sales  division, 
Toronto,  Ont. 

Producos  Electricos  De  Mica  Ltda.,  Rio  de 

Janeiro,  Brazilian  affiliate  of  Sylvania  Elec- 

RADIO  TAKES  ROOT  IN  NIGERIA 

are  in  the  process  of  being  converted  to 
medium  wave  transmitting  stations  using 
250  w  Gates  transmitters.  At  present 
the  system  covers  the  country  by  short 
wave,  using  Gates  and  Marconi  gear 
with  transmitters  in'  each  of  the  four 
regions  of  the  country  including  Lagos, 

the  federal  capital.  "There  is  a  large 
amount  of  American  equipment  used  in 

Nigerian  broadcasting,"  Mr.  Penn  de- 
clares, "including  RCA,  Presto  and 

Gates."  One  of  the  major  production 
problems  of  this  government-run  service, 
feels  the  American  engineer,  is  the  fact 
that  it  is  necessary  to  transmit  four 

major  languages  each  day,  and  about 
20  different  languages  are  used  in  a 

typical  week. 
"The  operation  is  similar  to  the  British 

Broadcasting  Corp.  in  organization,  show 

titles,  style,"  reports  Mr.  Penn.  "J.  A.  C. 
Knott,  director  general  of  the  Ni- 

gerian system,  is  a  former  light  tv 
program  director  of  the  BBC.  Programs 
are  somewhat  serious  and  slow,  but 
there  is  a  considerable  variety  and  a 
good  balance  between  educational  and 
other  types  of  shows.  D.j.  shows  are 

trie  Products,  is  establishing  tv  picture  tube 

plant  in  Sao  Paulo  to  supply  "the  rapidly 
expanding  Brazilian  television  set  industry." 
PE  has  purchased  40,000  sq.  ft.  manu- 

facturing plant  in  Sao  Paulo  suburb,  Santo 

common  but  quite  subdued  by  U.  S. 

standards,  although  they  have  rock  and 

roll  in  Nigeria.  West  African  'High- 
life'  is  the  most  popular  kind  of  music 
here;  it  is  very  much  like  calypso  music 

with  African  variations  and  inventions." 
Nigerian  staffers  had  to  be  trained 

from  scratch,  states  Mr.  Penn,  and  in  this 

regard  the  BBC  has  been  of  immense 
aid  in  lending  experienced  broadcasters 
and  in  training  Nigerians  in  England. 
The  BBC  also  furnishes  international 

news  relays  and  other  relay  programs 

which  are  of  interest  to  the  Nigerian 
audience. 

At  present,  says  Mr.  Penn,  there  are 

about  40  Britishers  working  in  the  Ni- 

gerian system,  most  of  them  in  the  engi- 
neering section.  "Nigerians  are  taking 

over  quickly,  however,  and  a  compre- 
hensive training  program  has  been  set 

up  to  speed  the  process.  This  includes 
courses  in  engineering,  production,  ad- 

ministration and  news."  Most  of  these 
are  taught  by  BBC  lecturers  on  a  short 

tour  of  duty  in  Nigeria,  Mr.  Penn  ex- 
plains, adding  that  the  U.  S.  has  provided 

textbooks  and  some  equipment. 

Amaro,  with  construction  of  20,000  sq.  ft. 

addition,  as  well  as  conversion  of  existing 

plant,  to  begin  immediately,  according  to 
Frank  J.  Prime,  managing  partner  of  Syl- 

vania affiliate. 

"Think  this  is  a  good  place  to  make  a  stand,  son?" 

General  Custer  didn't,  and  look  what  happened  to  him! 
Today,  people  whose  success  in  the  broadcast  advertis- 

ing business  depends  on  being  well-informed  find  Broad- 
casting the  most  complete,  authentic  source  of  TV-radio 

news.  More  of  them  PAY  to  get  Broadcasting  than  for 
the  next  three  publications  combined.  When  you  take  a 

stand,  be  sure  Broadcasting  is  your  G-2  source  for  the 
right  answers. 

BROADCASTING 

1Y35  DeSales  Street,  N.  W.,  Washington  6,  D.  C. 
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PEOPLE 
A  WEEKLY  REPORT  OF  FATES  AND  FORTUNES 

FILM 

ADVERTISERS  &  AGENCIES 

DAVID  MAYER,  formerly  ac- 
count executive,  Gray  Adv. 

Agency,  Colorado  Springs, 
Colo.,  appointed  advertising 
director  of  Coty  Inc..  N.Y. 
Mr.  Mayer  was  also  national 
merchandising  manager  for 
Calvert  Distillers  Corp.,  N.Y. 

THOMAS  F.  McANDREWS  JR.,  as- 
sistant v.p.  in  charge  of  tv 

operations  for  Ted  Bates  & 
Co.,  New  York,  elected  v.p. 

MR.  MAYER        jn  charge  of  agency's  Holly- 
wood office  effective  Sept.  1, 

succeeding  H.  AUSTIN  PETERSON,  resigning  to  de- 
vote more  time  to  free  lance  writing  and  pro- 

duction [AT  DEADLINE,  July  28]. 

AlIN  BLATCHLEY,  creative  supervisor,  elected  v.p. 
of  Kenvon  &  Eckhardt  Inc.,  Chicago.  Joining 
agency  are  JOHN  DILLINGHAM,  formerly  member 
of  Pepsi  Cola  field  organization,  as  account  ex- 

ecutive on  that  account;  WILLIAM  GRAFFIS,  from 
Leo  Burnett  Co.  as  tv  copy  supervisor,  to  copy 
staff,  and  KERMIT  LINDBERG,  from  J.  Walter 
Thompson  Co.,  as  tv  art  director.  WALTER  LECAT named  senior  art  director. 

DONALD  ANDERSON,  v.p.  and  account  supervisor, 
Sullivan,  Stauffer,  Colwell  &  Bayles,  to  Fletcher 
D.  Richards  Inc.,  both  N.Y.,  as  v.p.  in  charge  of 
marketing.  Other  F.  D.  Richards  changes:  SAM 
GILL,  media  v.p.  to  media  &  research  v.p.;  JOHN 
SHEPHERD,  research  v.p.,  to  administrative  v.p. 

ALFRED  EICHLER,  supervisor  of  creative  advertis- 
ing. Pharmaceuticals  Inc.  and  J.  B.  Williams  Co., 

N.Y.,  elected  v.p.  and  director  of  creative  copy, 
Parkson  Adv.,  N.Y.,  agency  for  Pharmaceuticals- J.  B.  Williams. 

WILLIAM  KING  JR.,  v.p.  of  Kenyon  &  Eckhardt, 
N.Y.,  transfers  to  Los  Angeles  as  v.p.  in  charge 
of  west  coast  operations  for  agency,  supervising 
both  L.A.  and  San  Francisco  offices.  Mr.  King 

on  CBS  for 

3rd  year  .  .  . 

The  Weather  and  You, 

Columbia  Pacific  Radio 

Network 

2nd  year  .  .  . 

Weathervane,  KNXT 

Los  Angeles 

Starting  2nd  year  .  .  . 

Weather  on  10  o'clock 

Report,  KNXT 

Los  Angeles 

and  thanks  to  .  .  . 

Bob  Sutton     Clark  George 

Maurie  Webster     Don  Cook 

Fred  Ruegg     Sam  Zelman 

Don  Hine     Bob  Wood 

Harry  Geise 
Media  Director 

IRVING  P.  KRICK 

ASSOCIATES,  INC. 

succeeds  JOHN  BRICKER,  resigned,  to  become  ex- 
ecutive v.p.  of  Outdoor  Adv.  Inc.,  N.Y. 

JOHN  HANDLY  WRIGHT,  formerly  midwest  partner 
of  Selvage  &  Lee  in  Chicago,  elected  v.p.  in 
charge  of  public  relations  department  of  Assn. 
of  American  Railroads.  Mr.  Wright  succeeds 
ROBERT  S.  HENRY,  retired  after  37  years  with  rail- 

road industry. 

W.  R.  FOWLER,  formerly  senior  v.  p.,  plans  board 
chairman  and  director  of  Needham,  Louis  & 
Brorby  Inc.,  Chicago,  appointed  v.  p. -marketing 
at  Leo  Burnett  Co.,  Chicago. 

DONALD  T.  MARTIN  appointed  director  of  public 
relations  and  advertising  for  Atlantic  Coast  Line 
Railroad  Co.,  with  headquarters  in  Wilmington, N.C. 

WILLIS  PLAYER,  American  Airlines  v.p.,  has  been 
appointed  head  of  AA  public  relations  depart- 

ment succeeding  REX  W.  D.  SMITH,  retired. 

JOHN  F.  ACKERMAN,  formerly  president  and  gen- 
eral manager  of  Hatco  Enterprises,  Verona,  N.J., 

to  Community  Club  Services  Inc.,  Norfolk,  Va., 
as  director  of  Community  Club  Surveys. 

WAITER  W.  STUMPE  promoted  to  director  of  mar- 
keting department  of  Needham,  Louis  &  Brorby 

Inc.,    Chicago,    succeeding    RAYMOND    E.  MILLER, 
v.p.,  resigned. 

R.  W.  (DICK)  GEARY  appointed  head  of  media- 
merchandising  department  for  Honig- Cooper, 
Harrington  &  Miner,  S.F.  Mr.  Geary  will  also 
handle  service  and  brand  publicity. 

BAKER  OSTRIN,  formerly  with  Compton  Adv.  and 
Mottl  &  Siteman  Adv.,  both  of  L.A.,  to  Mac- 
Manus,  John  &  Adams  Inc.,  LA.,  as  creative 
director. 

ARTHUR  D.  PHILLIPS,  president  of  A.  D.  Phillips 
Adv.  Inc.,  Chicago,  disbands  firm  to  join  M.  M. 
Fisher  Assoc.,  Chicago,  in  executive  capacity. 

WILLIAM  M.  SCHMICK,  manager  of  automotive 
products,  S.  C.  Johnson  &  Son,  Racine,  Wis.,  to 
new  products  manager,  household  products  div., 
Colgate-Palmolive  Co.,  N.Y. 

EDWARD  GROETZINGER,  merchandising  manager 
for  Carling  Brewing  Co.  in  Cleveland,  pro- 

moted to  southeast  regional  advertising  manager. 

TED  ROYCE,  formerly  announcer  at  various  radio 
stations  throughout  country,  appointed  radio  ad- 

vertising manager  of  John's  Bargain  Stores, 
chain  in  New  York,  New  Jersey,  Pennsylvania 
and  Connecticut. 

C.  FREDERICK  CHARLTON,  formerly  with  Cunning- 
ham &  Walsh  and  earlier  with  N.  W.  Ayer  &  Son, 

Chicago,  has  rejoined  Ayer  in  that  city  as  mem- 
ber of  service  department.  EDWARD  LARSON  JR., 

graduate  of  art  center  school,  L.A.,  appointed 

layout  man  in  Ayer's  art  department,  Phila- delphia. 

CHARLES  J.  NEUGEBAUER,  former  account  executive 
and  copywriter  with  Los  Angeles  branch  of 
Honig-Cooper,  Harrington  &  Miner,  joins  J.  M. 
Straus  &  Co.,  L.A.,  as  copy  chief. 

GREGORY  T.  LINCOLN,  account  executive,  Crosley 
Broadcasting  Corp..  in  New  York  office,  to  Col- 

gate-Palmolive Co.,  N.Y.,  as  assistant  radio-tv 
director. 

JOHN  ALVAREZ,  sales  and  merchandising  repre- 
sentative, General  Foods  Corp.,  N.Y.,  to  mer- 
chandising department,  Sullivan,  Stauffer,  Col- 

well &  Bayles,  N.Y.,  as  store  panel  coordinator. 

NORMAN  J.  TRAYNOR,  formerly  with  Brooke, 
Smith,  French  &  Dorrance  Inc.,  Detroit,  joins 
Ross  Roy  Inc.,  Detroit,  in  creative  department. 

JOHN  GALLOWAY,  formerly  associate  of  Jock 
Laurence's  Washington  news  service,  joins  Alvin 
Epstein  Adv.,  Washington,  D.C.,  as  time  buyer, 
replacing  TONI  PEARSON. 

GEORGE  H.  HARTMAN,  president  of  Chicago  adv- 
ertising agency  bearing  his  name,  elected  presi- 

dent of  city's  Off-the-Street  Club.  WARD  L. 
QUAAL,  vice  president  and  general  manager  of 
WGN-AM-TV  Chicago,  elected  secretary. 

STAN  SMITH,  sales  manager  of  Official  Films 
Inc.,  N.Y.,  elected  v.p.  Mr.  Smith  joined  Official 
in  1955  coming  from  ABC-TV  where  he  was 
eastern  sales  manager. 

LEO  JAFFE,  first  v.p.  and  treasurer  of  Columbia 
Pictures,  elected  to  board  of  directors. 

WILLIAM  B.  WHITE,  former  tv  and  motion  picture 
packager  and  agent,  joins  Guild  Films,  L.A.,  as 
head  of  production   [AT  DEADLINE,  July  28]. 

FAY  McMULLEN,  United  Artists  publicity  depart- 
ment, L.A.,  to  assistant  west  coast  publicity  co- ordinator. 

MAVIS  TODD,  radio-tv  traffic  group  supervisor  for 
J.  Walter  Thompson  Co.,  N.Y.,  named  to  newly- 
created  post  of  booking  manager  for  ABC  Film 
Syndication. 

NETWORKS 

FRANK  W.  ERWIN,  director  of  cooperative  pro- 
gramming at  MBS,  appointed  director  of  sports 

Mr.  Erwin,  who  retains  duties  as  director  of  pro- 
gramming, succeeds  CY  MANN,  resigned  two 

months  ago.  Named  account  executives  in  MBS 
sales  department  were  MacDONALD  DUNBAR  and 
PHILIP  D'ANTONI.  Mr.  Dunbar  formerly  headed 
media  departments  of  Reach,  McClinton  &  Co. 
and  Ted  Bates  &  Co.,  both  N.Y.  Mr.  D'Antoni  was 
formerly  with  sales  staff  of  Weed  &  Co.,  N.Y., 
station  representative. 

FRED  HAMILTON,  manager,  film  program  opera- 
tions for  NBC's  Pacific  Div.,  appointed  director, 

film  programs  for  NBC-TV's  Pacific  Div.  Mr. 
Hamilton  earlier  was  reported  slated  for  post  as 
successor  to  FRANK  CLEAVER,  tapped  as  production 
chief  of  California  National  Productions,  NBC 
wholly-owned  tv  film  subsidiary  [FILM,  June 16], 

DR.  FRANK  STANTON,  president  of  CBS  Inc.,  joins 
special  committee  on  World  Economic  Practices, 
established  by  Business  Advisory  Council  for 
Department  of  Commerce.  New  study  group  will 
examine  and  make  recommendations  in  general 
field  of  international  trade  and  finance. 

ROBERT  ALAN  AURTHUR,  tv  writer,  has  signed  one- 
year  contract  with  CBS-TV,  entitling  it  to  first 
purchase  rights  of  all  Mr.  Aurthur's  new  tv  plays 
for  12-month  period.  His  first  assignment  is 
original  teleplay  for  Playhouse  90. 

STATIONS 

MR.  SULLIVAN 

DONALD  D.  SULLIVAN,  general 
manager,  KVTV  (TV)  Sioux 
City,  Iowa,  and  WNAX 
Yankton,  S.D.,  and  FRED  E. 
WALKER,  general  manager, 
WTTM  Trenton,  N.J.,  elected 
resident  v.p.s.  Both  men  will 
continue  to  serve  as  general 
managers  of  respective  sta- 

tions, which  are  part  of 
Peoples  Broadcasting  Corp. 
Mr.  Sullivan  is  v.p.  of  South 
Dakota  Broadcasters  Assn., 
and  director  of  Iowa  Broad- 

casters Assn.  Mr.  Walker 
joined  WTTM  in  1952  after 
having  been  associated  with 
WBUD  Trenton,  and  former 
WPTZ  Philadelphia. 

JAY  BARRINGTON,  formerly 
WDAF-TV  Kansas  City  pro- 

gram director,  elevated  to  as- sistant to  general  manager  of 
WD  AF- AM- TV,  WILLIAM  A. 
BATES.  Other  promotions  are 
E.  MANNE  RUSSO,  sales  man- 

MR.  WALKER  ager  for  WDAF-AM-TV,  to 
national  sales  manager;  JUD  WOODS,  program  di- 

rector WLW  Cincinnati,  to  director  of  promo- 
tion and  research;  LYNDELL  MAYBERRY,  former 

chief  accountant  for  Fox-Midwest  Theatres,  to 

controller;  BOB  WORMINGTON  to  WDAF-TV  pro- 
gram director;  GEORGE  MOORE,  formerly  program 

manager  of  KTHS  Little  Rock,  Ark.,  to  radio 
program  manager;  WALT  BODINE,  assistant  news 
director  at  WDAF  to  director  of  news;  JIM  NECES- 

SARY, formerly  Kansas  City  office  manager  of 
MCA-TV.  to  local  tv  sales  manager;  CLIFF  AT- 

KINSON, WDAF  sales  staff,  to  local  radio  sales 
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manager,  and  BILL  WORMINGTON,  WDAF-TV  di- rector, to  tv  production  manager. 

J.  G.  PALTRIDGE  resigns  as 

general  manager  of  KGO  San 
Francisco.  Formerly  general 
manager  and  v. p.  of  KROW 
Oakland.  Calif.,  Mr.  Part- 

ridge will  announce  future 
plans  at  later  date.  ALLAN  W. 
GILMAN,  assistant  sales  man- 

ager of  KGO-TV,  promoted 
to  assistant  general  manager 
and  director  of  sales  for 
KGO. 

MR.  PALTRIDGE 

DICK  JOLLIFFE,  formerly  with 

CBS  Radio,  N.Y.,  as  account  executive  and  ad- 
ministrative manager  of  network  sales  service 

department,  appointed  general  sales  manager  in 

charge  of  national  and  local  sales  for  KTLA  (TV) Los  Angeles. 

NORMAN  KAY,  formerly  general  manager  for 

KSDO  San  Diego,  appointed  general  sales  man- 
ager of  KCBQ  San  Diego,  Bartell  radio  station. 

JAMES  H.  SHOEMAKER,  former- 
ly eastern  sales  manager  of 

Sponsor  magazine  and  pre- 
viously membership  director 

of  Radio  Advertising  Bureau, 
appointed  national  sales 
manager  of  WLS  Chicago. 

JOE  WINDSOR,  formerly  na- 
tional and  local  sales  man- 

ager for  WTVM  (TV)  Colum- 
bus, Ga.,  to  WTVC  (TV) 

Chattanooga,  Tenn.,  as  na- 
tional sales  manager. MR.  SHOEMAKER 

CHARLES  MARTIN,  with  KTTV  (TV)  Los  Angeles 
since  1955,  named  merchandising  manager. 

PAUL  R.  LITT,  previously  on  sales  staff  of  Signal 
Hill  Telecasting  Corp.,  St.  Louis,  Mo.,  appointed 
sales  manager  in  charge  of  local  sales  at  KTVI 
(TV)  St.  Louis.  RICHARD  KIMBALL,  formerly  dis- 

trict sales  manager  of  Ampex  Corp.,  Redwood, 
Calif.,  to  KTVI  sales  staff. 

BOB  NIMS,  former  regional  manager  of  member- 
service  department  of  Radio  Advertising  Bu- 

reau, to  WNEB  Worcester,  Mass.,  as  sales  man- 
ager. 

CLARENCE  E.  TONOPOLSKY,  formerly  with  KRSI 
Hopkins-Edina-St.  Louis  Park,  Minn.,  as  ac- 

count executive,  to  WTCN  Minneapolis  in  similar 
capacity. 

GEORGE  E.  PAMENTAL  this  Wednesday  (Aug.  6) 
joins  WABC-TV  New  York  as  account  executive. 
He  has  been  at  WOR-TV  New  York  in  similar 
capacity  and  from  1952-55  served  at  NBC-TV 
Spot  Sales. 

GEORGE  LORD,  WTCN-AM-TV  Minneapolis-St. 
Paul,  assistant  promotion  manager,  made  promo- 

tion manager. 

DALLAS  WALES,  KRGV-TV  Weslaco,  Tex.,  news- 
caster, named  KRGV-AM-TV  director  of  news. 

JOHNNY  PEARSON,  formerly  ABN  stations  pro- 
gram executive,  joins  KCMO  Kansas  City  as 
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QUIZ  CONFIDENTIAL 

Robert  L.  Foreman,  executive  vice 

president,  BBDO,  N.Y.,  has  written  a 
novel  entitled,  The  Hot  Half  Hour, 
based  on  the  life  and  times  of  a  big 
time  television  giveaway  quiz  show 

and  the  people  behind  it.  It  will  be 
published  by  Criterion  Books  this  fall. 

Incidental  coincidence:  Several 

years  ago,  BBDO  handled  one  of  the 
hottest  half  hours  in  tv  for  Revlon 

Products  with  its  $64,000  Question 

on  CBS-TV. 

production  director.  Mr.  Pearson  will  be  spot- 
lighted as  air  personality  in  addition  to  produc- 

tion duties. 

BILL  KNOWLES,  formerly  with  Paramount  Pic- 
tures in  Minneapolis,  to  WOOD-TV  Grand  Rap- 

ids, Mich.,  as  theatre  manager  in  charge  of  all 
feature  length  films.  JOHN  LONG  joins  WOOD 
radio  sales  department. 

JOHN  LEPLEY,  previously  with  Walter  Speight 
Adv.  Agency,  Nashville,  and  Kudner  Agency, 
N.Y.,  named  WEW  St.  Louis  program  director, 
succeeding  DON  PHILLIPS,  promoted  to  director  of 
news  and  special  events. 

JUDY  LAWTON,  formerly  with  KTBS  Shreveport, 
La.,  as  assistant  manager  and  program  director, 
rejoins  KFI  Los  Angeles  as  assistant  director  of 
sales  promotion,  advertising  and  publicity. 

FRED  VANT  HULL,  staff  announcer  for  KMSP-TV 
Minneapolis,  named  public  service  director  for 
station. 

PAT  ALDHIZER  named  film  editor,  WSVA-TV 
Harrisonburg,   Va.,   replacing   MARJORIE  SWAIN, 
resigned  to  teach  public  school  music  in  Dayton, 
Ohio. 

DICK  TURNER,  formerly  with  KRDO  Colorado 
Springs,  Colo.,  joins  KRIZ  Phoenix,  Ariz.,  sales 
staff. 

RICHARD  G.  WILLIAMS,  formerly  international  sales 
representative  for  Miller  Brewing  Co.,  Milwau- 

kee, to  WJBK-TV  Detroit  sales  staff. 

EDWIN  R.  HUSE,  former  general  manager  of 
WTRX  Wheeling,  W.  Va.,  joins  WXYZ-TV  De- 

troit in  tv  sales,  replacing  BEN  HOBERMAN,  re- 
signed to  become  general  manager  of  WABC 

New  York. 

PAUL  F.  DeCHANT,  formerly  station  manager  of 
WMIL  Milwaukee,  to  WTMJ  Milwaukee  sales 
staff.  WILLIAM  T.  KLUMB,  former  member  of  the 
Milwaukee  Journal  advertising  department,  joins 
WTMJ  sales  staff. 

RUSS  WONNACOTT,  formerly  with  KCNA  Tucson, 
Ariz.,  as  regional  sales  manager,  to  KPHO  Tuc- 

son sales  staff. 

OTTO  MENKES  appointed  secretary  of  WMBR  Inc., 
Jacksonville,  Fla. 

BOB  KLOSE,  formerly  with  WKWK  and  WTRF- 
TV,  both  Wheeling,  W.  Va.,  to  WSTC  Stamford, 
Conn.  Mr.  Klose  also  handles  Sunday  disc  jockey 
show  on  WFIL  Philadelphia. 

BILL  WOOD  joins  KCUL  Ft.  Worth,  Tex.,  as  news- 
man. 

KEITH  HEFNER,  formerly  tv  children's  performer 
in  Baltimore.  Md.,  area,  to  WABC-TV  New 
York  children's  show,  Time  for  Fun,  in  role  of 
"Johnny  Jellybean." 

MIKE  LAURENCE,  formerly  with  WITH  Baltimore, 
dividing  d.j.  duties  between  WMGM  New  York 
(Saturdays  and  Sundays)  and  WIBG  Philadel- 

phia (Monday  through  Friday). 

LOU  TERRI  joins  WDRC  Hartford,  Conn.,  as  an- 
nouncer. 

DON  SHERWOOD,  former  personality  with  KGO- 
TV  San  Francisco,  signed  by  KHJ-TV  Los  An- 

geles to  do  weekly  90-minute  show. 

HAL  PARK,  formerly  with  WKBZ  Muskegon, 
Mich.,  joins  WJR  Detroit  as  staff  announcer. 

ED   DANIELS,  formerly  d.j.  with  WVMI  Biloxi, 
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PEOPLE  CONTINUED 

Fort  Wayne's 
Number  1 
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Miss.,  joins  WKAB  Mobile,  Ala.,  as  announcer. 

DONALD  M.  KELLY  JR.,  48,  v.p.  and  general  man- 
ager of  WJBF  (TV)  Augusta,  Ga.,  died  July 

25  following  heart  attack. 

SAMUEL  STEWART  HAYES,  53,  newscaster  for  KSDO 
San  Diego,  died  July  28  following  heart  attack 
as  he  was  preparing  his  first  newscast  of  day. 
Mr.  Hayes  had  been  in  news  business  for  30 
years  as  both  commentator  and  sports  broad- 

caster, and  was  first  radio  reporter  to  broadcast 
over  west  coast  network  as  the  Richfield  Re- 

porter. 

REPRESENTATIVES 

LAWRENCE  E.  BUCK,  formerly  western  manager, 
Burke-Stuart  Co.,  radio-tv  representative,  and 
before  that  account  executive  with  NBC -TV 
Spot  Sales,  appointed  account  executive  in  Chi- 

cago office  of  Blair  Television  Assoc. 

PROGRAM  SERVICES    •  mmm 

KENNARD  B.  CALFEE,  formerly  with  WJZ-TV  Balti- 
more, as  producer-director,  joins  Claster  Tele- 
vision Productions,  Baltimore,  as  production  ex- 

ecutive. Mr.  Calfee  won  John  Foster  Peabody 
Award  in  1952  for  direction  of  Johns  Hopkins 
File  No.  7.  NEAL  ESKRIDGE,  former  sports  colum- 

nist and  baseball  writer  for  Baltimore  News- 
Post,  joins  Claster  staff  as  advertising  and  pro- 

motion manager. 

ROBERT  G.  BACH,  sales  and  advertising  manager  of 
Fairchild  Recording  Equipment  Corp.,  Long 
Island  City  announces  his  resignation  to  devote 
time  to  Bach  Sales  Co.,  26  Mahan  Rd.,  Old  Beth- 
page,  L.I.,  newly-formed  promotion  organization. 

MEL  BOURNE,  former  set  designer  for  Theatre 
Guild,  N.Y.,  to  Robert  Lawrence  Productions, 
N.Y.,  as  staff  scenic  designer. 

PROFESSIONAL  SERVICES  > 

MARVIN  SCHWARTZ,  associate  in  public  relations 
firm  of  Lewin/Kaufman  &  Assoc.,  Beverly 
Hills,  Calif.,  elevated  to  partner,  and  firm  name 
changed  to  Lewin/Kaufman/Schwartz. 

HAROLD  ELLITHORPE,  formerly  with  International 
News  Service  in  Denver,  Colo.,  to  News  Associ- 

ates Inc.  as  head  of  news  and  sales  division  for 
Colorado,  Utah,  New  Mexico  and  Wyoming. 

EVELYN  KONRAD  announces  formation  of  new 
firm,  Evelyn  Konrad,  public  relations,  750  Park 
Ave.,  New  York,  designed  to  specialize  in  adver- 

tising agency  corporate  public  relations.  Miss 
Konrad  was  editor  at  Sponsor  magazine  in  New 
York  for  more  than  six  years. 

SANDY  SCHAFFEL,  formerly  on  publicity  staff  of 
Gross-Krasne,  Hollywood  producer  of  filmed  tv 
programs,  and  later  reporter  for  Los  Angeles 
Herald  &  Express,  has  joined  Rogers  &  Cowan, 
L.A.  public  relations  firm. 

MANUFACTURING 

BRIG.  GEN.  BERNARD  S.  BARRON  and  LT.  COL.  I. 
ROBERT  KRIENDLER  appointed  to  board  of  directors 
of  Mycalex  Corp.  of  America,  Clifton,  N.J.  Gen. 
Barron,  United  States  Marine  Corps  Reserve,  is 
senior  member  of  law  firm  of  Barron,  Rice  and 
Rockmore,  N.Y.  Col.  Kriendler,  United  States 

Marine  Corps  Reserve,  is  president  of  "21"  Club 
Inc.  and  on  board  of  Pepsi-Cola  Ltd. 

THOMAS  E.  DAVIS,  with  Ampex  Corp.,  Redwood 
City,  Calif.,  as  national  sales  manager  of  instru- 

mentation division,  promoted  to  marketing  man- 
ager of  professional  products  division.  Other 

Ampex  appointments  in  professional  products 
division  are  ROBERT  A.  STROME,  named  dealer  sales 
representative  in  New  York  division;  PAUL  R. 
ABBEY,  dealer  sales  representative  in  southern 
California,  and  ROBERT  MAY,  dealer  sales  repre- 

sentative in  Chicago  district. 

D.  E.  CLISBEE,  manager  of  Hammond,  Ind..  oper- 
ations of  Graybar  Electric  Co.,  promoted  to 

general  commercial  sales  manager  with  head- 
quarters in  New  York.  Mr.  Clisbee  is  succeeded 

by  L.  E.  WILLIAMSON,  manager  of  outside  con- 
struction sales  at  Hammond. 

PATRICK  J.  MORRISEY,  formerly  general  sales  man- 
ager of  federal  cable  division  of  Royal  Electric 

Corp.,  subsidiary  of  IT&T,  to  Chester  Cable 
Corp.,  Chester,  N.J.,  as  sales  manager  of  elec- 

tronic wire  and  cable  division. 

ALFRED  S.  ROSS,  middle  Atlantic  district  sales 
manager  since  1954  for  Sylvania  Home  Elec- 

tronics, division  of  Sylvania  Electric  Products, 
N.Y.,  appointed  sales  manager  of  Newark,  N.J., 
branch  of  Sylvania  Sales  Corp. 

FRED  B.  ATWOOD,  manufacturing  superintendent 
of  Sylvania  Electronic  Tubes,  Williamsport,  Pa. 
plant  since  1954,  to  newly  created  position  of 
plant  manager. 

TRADE  ASSNS 

HERBERT  W.  PANGBORN,  manager,  tv  technical 
operations,  CBS,  elevated  to  fellow  in  Society  of 
Motion  Picture  and  Television  Engineers.  Others 
so  honored  were  THEODORE  B.  GRENIER,  chief  of 
video  facilities  engineering,  ABC  Hollywood; 
CHARLES  P.  GINSBURG,  manager  of  videotape  de- 

velopment, Ampex  Corp.;  DOUGLAS  SHEARER, 
director  of  technical  research,  M-G-M  Pictures 
Inc.;  WALDON  S.  BALL,  Independent  Film  Lab.; 
S.  E.  HOWSE,  chief  of  engineering,  Technicolor 
Corp.;  CHARLES  S.  STODTER,  executive  secretary, 
SMPTE,  LINWOOD  G.  DUNN,  special  effects  camera- 

man, Filmeffects  of  Hollywood;  DAVID  L.  Mac- 
ADAM,  research  physicist,  Eastman  Kodak  Co.; 
RAYMOND  B.  DULL,  technical  service  manager. 
National  Carbon  Co.;  CARL  W.  HAUGUE,  quality 
control  engineer,  Consolidated  Film  Industries; 
BURTON  F.  BERRY,  recording  engineer,  Westrex 
Corp.;  PHILIP  M.  COWETT,  electrical  engineer, 
U.S.  Navy;  LOUIS  HAGEMEYER,  motion  picture 
director,  U.S.  Air  Force,  and  KEITH  B.  LEWIS, 
manager,  Washington,  DC,  office,  Eastman 
Kodak  Co. 

GOVERNMENT 

RALPH  D.  JONES,  68,  chief  of  FCC's  telephone  and 
telegraph  branch.  Common  Carrier  Bureau,  died 
in  Chicago  July  17  while  on  field  trip  for  Com- 
mission. 

INTERNATIONAL  mm 
DWIGHT  E.  LIBBY,  formerly  Montreal  represent- 

ative of  McCann-Erickson  Inc.,  New  York,  to 
manager  of  Montreal  office  of  Tandy-Richards 
Adv.  Ltd.,  Toronto,  Ont. 

TERRY  McBURNEY  to  promotion  manager  of  CHAB 
Moose  Jaw,  Sask. 

MARVIN  M.  FREEMAN  to  promotion  director  of 
CKX-AM-TV  Brandon,  Man. 

MARGARET  FIELDER,  assistant  representative  of 

Canadian'  Broadcasting  Corp.  at  United  Nations, 
New  York,  to  program  organizer  in  women's  in- terests section  of  CBC  department  of  talks  and 
public  affairs  at  Toronto,  Ont.  DOROTHY  McCULLUM, 
assistant  film  procurement  officer  of  CBC  at 
Toronto,  to  succeed  Miss  Fielder  at  UN. 

MAX  JACKSON,  sports  director  of  CKWS-TV 

Kingston,  Ont.,  presented  with  "Gold  Stick" award  of  Ontario  Hockey  Assn.  for  outstanding 
service  to  game  other  than  as  player. 

BLANCHE  HELEN  MARKLE,  44,  story  editor  of  Cana- 
dian Broadcasting  Corp.,  Toronto.  Ont.,  died 

following  heart   attack   on   July  23. 

TELEVISION  — HELP  WANTED 
(Technical) 

Offer  permanence,  good  climate,  and 
reasonable  salary,  to  chief  engineer  of 
combined  television  and  radio  stations 
in  Southwestern  market.  Fringe  bene- 

fits and  opportunity  to  progress  for 
conscientious  and  dependable  worker. 

Box  377F,  BROADCASTING 
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PROGRAMS  &  PROMOTIONS 

WAKE  Repeats  Family  Buck  Night 

WAKE  Atlanta's  second  "Family  Buck" 
promotion  scored  again  last  week,  this  time 

for  the  Ringling  Bros.-Barnum  &  Bailey 

Circus.  The  gimmick:  a  "Family  Buck" 
given  away  by  the  station  and  worth  $1 
toward  purchase  of  a  $3  reserved  seat  at 

last  Monday's  (July  28)  performance  (desig- 
nated "WAKE  Family  Night").  The  result: 

52%  of  the  night's  reserved  section  went  to 
holders  of  WAKE  Family  Bucks.  The  per- 

formance itself  drew  the  biggest  audience 

in  the  history  of  the  circus'  stands  in  Atlanta. 
Each  Family  Buck  carried  pictures  of 

the  station's  Hit  Parader  d.j.'s.  The  station 
devoted  an  extensive  on-air  spot  campaign 
to  the  promotion  in  addition  to  the  com- 

mercial campaign  placed  by  Ringling  Bros. 
Listeners  could  receive  a  Family  Buck  for 
all  members  of  their  families  by  writing  the 
station  or  by  picking  them  up  at  the 
studios. 

The  first  use  of  the  Family  Buck  tech- 
nique on  WAKE  was  for  a  performance  of 

the  Holiday  on  Ice  skating  troupe  last 
February.  On  that  occasion  35%  of  a 
4.300  house  were  Family  Buck  holders. 

WOR  Signs  McCrary  Interviewers 

Tex  and  Jinx  (Falkenburg)  McCrary,  hus- 
band-and-wife  radio-tv  commentators,  have 
been  signed  by  WOR  New  York  to  conduct 

Mon.-Fri.  afternoon  and  evening  celebrity 
interview  programs.  The  McCrarys  termi- 

nated their  12  years-plus  relationship  with 
WRCA-AM-TV  New  York  last  Friday 
(Aug.  1)  [Stations,  July  21].  Additionally, 
WOR  News  expects  to  utilize  Mrs.  McCrary 
as  one  of  its  UN  correspondents  during  the 
current  Middle  East  crisis. 

Firestone  Changes  'Voice'  Style 
Firestone  Tire  &  Rubber  Co.,  Akron, 

long-time  sponsor  of  Voice  of  Firestone,  has 
created  a  new  program  concept  for  the 
musical  series.  Starting  Sept.  8  the  program 

on  ABC-TV  (Mondays,  9-9:30  p.m.)  will 
devote  its  attention  each  week  exclusively  to 

a  single  field  of  music — classical,  semi-classi- 
cal or  popular. 

The  new  format  also  will  call  for  spot- 
lighting on  certain  weeks  individual  com- 

posers or  type  of  music  (already  set  are  a 
Sept.  29  Latin  American  show,  a  Puccini 
program  on  Sept.  22  to  celebrate  the  100th 

anniversary  of  his  birth,  a  program  featur- 

ing Fred  Waring's  orchestra  and  glee  club, 
an  all-Gershwin  and  an  all-Tchaikovsky 
show).  Top  musical  artists  in  each  field  will 

be  selected  to  carry  the  show's  theme.  Re- 
portedly John  Daly,  ABC  vice  president  and 

panel  moderator  of  What's  My  Line?  on 
CBS-TV,  was  being  offered  the  role  of  host 

and  narrator.  Firestone's  agency  is  Sweeney 
&  Jones,  Cleveland. 

Quiz  Winner  to  Give  Counsel 

A  new  program  series  of  professional 
counsel,  titled  Dr.  Joyce  Brothers,  is  being 

carried  on  WRCA-TV  New  York  (Mon.- 
Fri.  1-1:30  p.m.),  starting  today  (Aug.  4). 
It  presents  Dr.  Brothers,  a  psychologist  and 

large-prize  winner  on  the  $64,000  Question 
quiz  program,  in  the  role  of  counselor  to 
viewers  raising  questions  on  love,  marriage, 

divorce,  sex,  child-rearing,  social  obligations 
and  community  relations. 

WHTN-TV  Shows  Nun  Training 

A  special  program  depicting  the  training 
of  a  nun,  featuring  exclusive  films  and  live 

presentations,  was  presented  by  WHTN-TV 
Huntington,  W.  Va.,  on  its  program  Accent 

(Sunday  4:30-5  p.m.).  WHTN-TV's  Director 
of  Public  Affairs,  Ray  Stewart,  filmed  parts 

of  the  program  at  St.  Mary's  Convent  and 
Novitiate  in  Huntington  and  presented  sev- 

eral nuns  in  person  on  the  show. 

Buyers  Compete  in  Audience  Poll 

Agency  buyers  rely  heavily  on  surveys — 
but  WTVP  (TV)  Decatur,  111.,  claims  an 
industry  coup  in  asking  media  directors, 

broadcast  managers  and  timebuyers  to  con- 
duct their  own  audience  measurement  study, 

for  prizes. 

At  a  buffet  dinner  party  hosted  by  the 

ABC-TV  affiliate  for  nearly  200  agency 

representatives  at  Chicago's  Yacht  Club 
July  22,  media  people  were  asked  to  place 

approximately  200  long  distance  calls  "to 
determine  whether,  and  to  what  extent  (ac- 

tual share  of  audience)  WTVP's  coverage  is 
in  the  three  station  Springfield,  111.,  mar- 

ket." Another  200  calls  were  made  by  West- 
ern Union.  Buyers  were  to  guess  the  share 

HISTORIC  Jack  London  Square  is  the  locale  of  the  new  $500,000  home  of  KTVU 
(TV)  Oakland,  Calif.,  which  held  opening  ceremonies  July  11  for  300  visitors.  The 

one-story  structure,  built  by  the  Port  of  Oakland  for  leasing  to  KTVU,  houses  ap- 
proximately $1  million  worth  of  equipment.  The  building  covers  25,000  square 

feet  of  ground  and  contains  two  large  live  production  studios,  film  studios,  offices, 
engineering  shops  and  storage  space.  KTVU  is  equipped  for  network  and  local 
colorcasting  and  plans  to  have  videotape  equipment  in  the  fall.  The  station  went  on 
the  air  March  3  from  temporary  headquarters. 

WGR-TV  now  leads  all  Buffalo  stations  with 
the  largest  share  of  the  viewing  audience 
from  sign-on  to  sign-off  seven  days  a  week. 
Source:  ARB.  ABC  Affiliate.  Call  Peters, 

Griffin,  Woodward  for  availabilities.  • 

WGR-TV ABC  CHANNEL  2 

IrpJSYMBOL  OF  SERVICE 
~  A  TRANSCONTINENT  STATION 

WR0C-TV,  Rochester  •  WGR  Radio,  WGR-TV, 
Buffalo  •  WSVA  Radio,  WSVA-TV,  Harrisonburg 

QUAD  -  CITIES ROCK  ISLAND  •  MOLINE  »  E.  MOLINE  •  DAVENPORT 

now  the  nation's 

4
7
*
 

TV  MARKET 

according  to  Television  Age  Magazine 

* RETAIL  SALES  are  above  the 

national    average.    Rock  ls- 

y     land,  Moline,  East  Moline  are 
i      rated  as  "preferred  cities"  by 

Sales  Management  magazine 

V  for  the  first  6  months  of  1958. 

M.     You  too,  can  expect  above- 

■l      average   sales   if   you  BUY 

V  WHBF-TV  NOW! 

WHBF-TV CBS  FOR  THE  QUAD-CITIES 

Represented  by  Avery-Knodel,  Inc. 
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PROGRAMS  &  PROMOTIONS  continued 

of  audience  for  each  station  involved.  After 

results  were  computed  and  posted  for  a  90- 
minute  period  average,  television  receivers 

were  presented  to  three  winners:  Paul  Mc- 
Cluer.  general  manager,  and  David  S.  Wil- 

liams, media  director,  both  Geoffrey  Wade 

Adv.,  and  Evelyn  Vanderploeg,  chief  time- 
buyer,  Arthur  Meyerhoff  &  Co.,  all  Chicago. 

Solons  View  CBS  Report  on  Aid 

CBS  News'  special  report  on  the  inade- 
quacies of  U.  S.  foreign  aid — The  Ruble 

War:  The  Crisis  &  Beyond  (CBS-TV,  July 

21,  10-11  p.m.;  CBS  Radio,  July  23,  8-9 
p.m.) — was  shown  in  kinescope  form  to 
members  of  the  House  Appropriations  and 
Foreign  Affairs  Committees  a  week  ago  last 
Wednesday  (July  23).  The  screening  had 

been  requested  by  Rep.  J.  Vaughan  Gary  (D- 
Va.).  At  the  same  time,  it  was  announced 
that  the  continuity  material  of  The  Ruble 
War  would  be  published  in  book  form  by 
Smith,  Keynes  &  Marshall,  Buffalo,  N.  Y., 

as  part  of  their  "Economics"  series.  The 
book,  bearing  the  same  title  as  the  broadcast, 

will  contain  the  comments  of  the  six  par- 

ticipating CBS  News  correspondents  in  am- 
plified form. 

Friendly  Presents  Client  Plan 

A  series  of  luncheon  presentations  in 

Chicago,  held  by  the  Friendly  Group  of 

stations,  acquainted  agency  media  repre- 

WITH 

ALL  NEW  ELECTRONICS 

SEE  YOUR  AMPEX  DEALER 

854  Charter  Street 

California 
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scntatives  and  food  manufacturing  clients 

with  its  new  "shopper-topper"  merchandis- 
ing plan. 

The  service  is  offered  automatically  to 
food  clients  who  meet  certain  requirements 

and  involves  Friendly  Stations  WSTV-TV 
Steubenville,  Ohio;  WBOY-TV  Clarksburg, 
W.  Va.,  and  KODE-TV  Joplin,  Mo.  It 
claims  to  be  the  first  group  ownership  of 

stations  to  offer  such  a  merchandising  serv- 
ice free  to  food  clients  on  a  fulltime  basis. 

Similar  presentations  will  be  held  in  Cincin- 
nati, Cleveland  and  Columbus,  Ohio.  The 

plan  originally  was  unveiled  in  Pittsburgh 

April  22  and  New  York  June  14-16. 
The  Friendly  Group  also  includes  KODE 

Joplin;  WBOY  Clarksburg,  W.  Va.;  WPAR- 
AM-FM  Parkersburg,  W.  Va.;  WPIT  Pitts- 

burgh, and  KMLB  Monroe,  La.  Avery- 
Knodel  Inc.  represents  the  three  Friendly  tv 
stations. 

Mobile  Camera  Snaps  Pedestrians 

For  the  past  two  months,  a  mobile  KYW- 
TV  Cleveland  camera  has  been  cruising 
around  town,  shooting  sidewalk  pictures. 

Back  in  the  studio  after  each  day's  work, 
KYW  promotion  personnel  encircle  the 
head  of  one  anonymous  citizen.  The  still 
shot  (with  the  circled  person)  then  is  flashed 

on  the  screen  during  the  station's  One 
O'Clock  Playhouse,  an  afternoon  film  show. 
Should  the  person  circled  identify  himself 
at  the  station  by  5  p.m.  the  following  day, 

he  or  she  is  given  prizes,  running  from  tv 
sets  to  sponsor  products.  The  only  headache: 

the  number  of  "false  alarms"  flashed  in  by 
Clevelanders  who  erroneously  thought  they 

had  spotted  themselves. 

KDYL  Salutes  'Gal  Fridays' 

The  boss'  "Gal  Friday"  is  honored  daily 
in  a  new  weekday  series  titled  Secretary 

of  the  Day  (7:45-8  a.m.)  on  KDYL  Salt 
Lake  City.  Background  information  on  the 
secretary  to  be  saluted  is  submitted  by 

letter  from  an  area  employer.  After  a  suc- 
cessful initial  13-week  sponsorship  of  the 

show,  Salt  Lake  Desk  Exchange  renewed  the 
contract,  through  Featherstone  Adv.  The 

sponsor,  in  addition,  sends  roses  to  the  sec- retary. 

KUTE-FM  Describes  City  Fiesta 

KUTE-FM  Glendale,  Calif.,  entered  the 

festivities  of  Glendale's  annual  "Days  of 
Verdugos"  celebration  with  live  coverage 
of  the  fiesta  events,  which  honor  Jose  Maria 

Verdugo,  whose  ranch  in  1880  included  the 
land  now  occupied  by  the  city.  The  station 

broadcast  interviews  with  city  officials,  "Miss 
Glendale,"  Glendale  residents  and  recording 
personalities  during  events  staged  at  a  local 
auditorium. 

Mayor  Proclaims  Tv  Movie  Week 

With  the  proclamation  of  the  week  of 

July  21  as  "Movie  Spectacular  Week"  by 
Minneapolis'  Mayor  P.  Kenneth  Peterson, 
WTCN-TV  Minneapolis  and  St.  Paul  pro- 

moted its  new  night  programming  with  de- 
vices that  included  a  caravan  through  down- 
town streets,  pretty  girls,  newspaper  ads, 

on-the-air  promotion  and  bumper  strips. 

The  campaign  inaugurated  Movie  Spectac- 

ular, featuring  movies  from  the  Warner 
Bros.,  M-G-M  and  United  Artists  packages, 

and  the  move  of  WTCN-TV's  news  pro- 
gram to  an  earlier  time  slot.  Ten  models, 

dressed  in  white  blouses  and  shorts,  dis- 
tributed do-it-yourself  popcorn  kits  to  city 

hall  officials,  agency  and  advertising  people. 

The  kits  contained  giant  movie  tickets  list- 

ing Movie  Spectacular  as  "your  admission 

to  greater  sales  in  the  Twin  City  area." 

NBC  Shapes  Lincoln  Telecast 

NBC  Special  Projects  unit  reported  last 

week  it  currently  is  putting  together  a  half- 
hour  program  that  will  portray  Abraham 
Lincoln  as  he  was  seen  by  his  contempo- 

raries. At  a  date  yet  to  be  announced,  the 
telecast  will  feature  period  photographs, 

prints,  woodcuts,  lithographs,  posters,  en- 
gravings, drawings  and  sketches;  a  script  by 

Richard  Hanser,  student  of  Lincoln  and  the 
Civil  War  period,  that  will  be  nearly  entirely 

in  Lincoln's  own  words,  and  music  of  the 
era  with  orchestral  and  vocal  arrangements 

by  composer-arranger  Robert  Russell  Ben- 
nett. According  to  Donald  B.  Hyatt,  NBC 

Special  Projects  head  and  director  of  the 

program  titled  Meet  Mr.  Lincoln,  the  show's chief  innovation  will  be  the  use  of  historic 

stills  rather  than  film  footage. 

WPGC  Sponsors  Potomac  Cruise 

WPGC  Morningside,  Md.,  entertained 
more  than  2,000  persons  on  a  moonlight 
cruise  on  the  Potomac  River  July  17  in 

celebration  of  the  station's  power  increase 
to  10,000  w.  Tickets  for  the  cruise  were 

sold  at  $1.60  per  person  in  the  first  event 

of  a  month-long  promotion  titled  "Opera- 
tion 10,000."  Guest  entertainers  aboard 

included  Toni  Arden,  Bobbi  Daren  and 

Tony  Rendazzo  and  Ted  Alexander's  orches- 
tra played  for  dancing. 

Strike  Questions  Get  Tv  Hearing 

In  a  special  hour-long  program  Wednes- 

day night  (July  30),  WHAS-TV  Louisville, 

Ky.,  presented  a  question-and-answer  ses- 
sion concerning  the  strike  of  10,000  work- 

ers at  General  Electric's  Appliance  Park 
in  Louisville.  The  show  gave  the  manage- 

ment and  labor  representatives  a  half  hour 
each  to  answer  telephoned  queries  from 
viewers.  WHAS-TV  News  Director  Bill 
Small  and  News  Editor  Jay  Crouse  relayed 

questions  from  a  battery  of  station  phones 
which  had  been  taking  calls  during  the  day. 

The  audio  portion  of  the  program  was  re- 
peated one  hour  later  on  WHAS. 

NBC  to  Air  NEA's  School  Series 

NBC  Radio,  in  cooperation  with  the  Na- 
tional Education  Assn.,  will  present  a  series 

titled  A  Hard  Look  at  U.  S.  Schools,  start- 

ing Aug.  6  (Wed.  10:05-10:30  p.m.).  Topic 

of  the  first  broadcast  will  be  "Are  We  Pro- 
viding Talented  Children  with  the  Educa- 

tion for  Leadership?"  Subsequent  topics 

planned  include  "Are  We  Preparing  Our 

Children  for  Tomorrow's  World?,"  "How 
Much  Should  A  Good  School  Cost?"  and 
"What  is  a  Good  Teacher?"  Ben  Grauer  will 
be  moderator  with  leading  educators  taking 

part  in  discussions. 
Broadcasting 



INVITATIONS  TO  BUY 

Groundwork  was  laid  the  week  of  July 

21  for  the  fall  program  selling  job  of 
WRCA-TV  New  York  in  a  series  of 

twice-daily  presentations,  or  "seek  pre- 
views," as  the  station's  program  depart- 

ment and  sales  staff  teamed  up  to  show 

off  a  new  program  lineup  to  approxi- 
mately 130  advertising  agency  men. 

In  morning  and  afternoon  sessions  held 
at  the  Johnny  Victor  Theatre  in  the  RCA 
Exhibition  Hall,  executives  and  key  radio 
and  tv  personnel  from  Grey  Adv., 
BBDO,  McCann-Erickson,  J.  Walter 
Thompson,  Benton  &  Bowles  and  Young 
&  Rubicam  heard  George  Heinemann, 

WRCA-TV  program  director,  outline  the 
projected  schedule.  New  program  ideas 
were  demonstrated  through  the  use  of 
visual  aids,  kinescope  recordings  and 
talks  by  some  of  the  talent  concerned. 

Also  participating  in  the  program  dis- 
cussions with  agency  people  were  Wil- 

liam N.  Davidson,  general  manager  of 

WRCA-TV  and  originator  of  the  unique 
preview  idea;  Max  E.  Buck,  director  of 

sales  and  marketing  for  WRCA-AM-TV; 
Jay  Heitin,  WRCA-TV  sales  director, 
and  several  of  the  station's  tv  salesmen. 

In  the  upper  left  picture,  Mr.  David- 
son discusses  the  new  schedule  with 

Herbert  D.  Straus,  executive  vice  presi- 
dent of  Grey  Adv.,  after  breakfast. 

On  the  right,  leafing  through  a  folder 

of  the  programs  unveiled  to  agency  rep- 
resentatives, are  Grey  Adv.  vice  presi- 

dents John  Kuneau,  Jules  Singer  and 
LeRoy  B.  Block. 

WTVD  (TV)  Sends  Giant  Postcards 

In  a  special  promotion  of  its  new  1,500- 
ft.  tower,  WTVD  (TV)  Durham,  N.  C, 

last  week  sent  out  giant-sized  postcards 

with  the  message  "Have  wonderful  time — 
You  should  buy  here!"  to  more  than  500 
agency  timebuyers.  The  28  x  43-inch  card 

with  a  four-color  map  of  the  station's  new 
coverage  area  was  delivered  by  Western 

Union  messenger  service.  WTVD's  tower  is 
the  tallest  man-made  structure  east  of  the 
Mississippi  River  and  soars  325  ft.  higher 

than  its  competitor's  tower,  the  station  re- 
ports. 

St.  Louisans  Sub  for  KMOX  D.J. 

When  d.j.  Jack  Buck  of  KMOX  St.  Louis 
went  on  vacation  the  week  of  July  21,  the 
station  came  up  with  a  community  project 
to  replace  the  vacationing  personality.  The 
station  arranged  to  have  four  prominent 
citizens  of  St.  Louis  serve  as  d.j.  for  a 

ALL   INQUIRI  ES  CON  FIDE  N  T I  AL 

day  at  a  time,  and  also  chat  about  their 
business  and  community  service  affiliations. 

Substituting  d.j.'s  included  top  executives  of 
a  bank,  a  utility  company,  the  St.  Louis 
Medical  Society  and  the  local  Chamber  of 
Commerce. 

WPIX  (TV)  Urges  Antenna  Checks 

WPIX  (TV)  New  York  has  launched  a 

month-long  promotional  campaign  to  per- 
suade viewers  to  have  their  antennas  checked 

if  their  tv  set  reception  of  stations  in  the 
New  York  area  is  faulty.  The  station  is  using 

up  to  25  twenty-second  announcements  per 
week,  asking  viewers  to  have  their  antennas 
checked. 

Coincidentally,  the  station  is  sending  let- 
ters by  Otis  Freeman,  chief  engineer  of 

WPIX  (TV),  notifying  tv  service  companies 
of  the  promotion,  and  asking  them  for  an 
evaluation  of  the  reception  in  their  areas 

of  the  seven  tv  stations  serving  the  com- 

munity. It  is  Mr.  Freeman's  contention  that 
the  majority  of  antennas  in  New  York  are 

eight  years  old,  or  older,  and  faulty  recep- 
tion could  stem  from  antennas  no  longer  in 

satisfactory  working  order. 

WEZL  'Weasels'  for  Publicity 
WEZL  Richmond,  Va.,  has  brainwashed 

Richmond  with  a  week  long  promotion 
of  its  new  call  letters.  It  started  with  sta- 

tion promotions  asking  listeners  to  "watch  in 
their  neighborhood  for  the  weasel."  Follow- 

ing four  days  on  the  air  promotion,  WEZL 
solicited  a  sports  car  from  a  local  dealer, 
decorating  it  with  WEZL  banners  and  hit 
the  road.  All  staff  announcers  took  part 
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PROGRAMS  &  PROMOTIONS  continued FOR  THE  RECORD 

in  the  promotion  through  the  two-day  trips 

accompanied  by  "Pops"  the  real  live  weasel 
pet  of  the  station.  The  Weasel  Wagon 

distributed  thousands  of  weasel-shaped  bal- 

loons which  had  "Betcha  Can't  Say  Weasel 
Without  Smilin"  and  1590  imprinted  on 
them;  movie  tickets,  records  and  telephone 

pads  to  business  firms  with  "Wezl  While 
You  Work"  on  them.  "Miss  Richmond" 
joined  the  Weasel  Wagon  on  the  second 
day  to  help  the  promotion. 

KFJI  D.J.  Sets  Broadcast  Mark 

Larry  Jones,  d.j.  at  KFJI  Klamath  Falls, 
Ore.,  July  28,  claimed  a  new  record  of  169 
hours  and  15  minutes  for  marathon  broad- 

casting. Groggy  and  "all  but  out  on  feet," 
KFJI  reports,  Mr.  Jones  closed  his  micro- 

phone at  8:45  a.m.,  and  went  home  to  bed. 

The  try-for-record  started  at  7:30  a.m. 
July  21. 

WYDE  Stands  High  With  Jaycees 

The  Birmingham,  Ala.,  Junior  Chamber 

of  Commerce  has  found  radio  "High 
WYDE  and  Handsome"  in  terms  of  earning 
power.  WYDE  Birmingham  offered  its  facili- 

ties to  the  Jaycees  after  proclaiming  July  16 

"Jaycee  Day."  The  young  civic  promotors, 
wasting  no  time,  sold  150  spots  which  real- 

ized $1,342  for  the  Jaycee  kitty.  Birmingham 
Jaycee  President  Bob  Barnum  saluted 

WYDE  and  the  Bartell  family  for  the  "pub- 
lic service"  gesture  and  expressed  "deep  ap- 

preciation." He  added,  "We  will  be  looking 
forward  to  next  year's  Jaycee  Day." 

NEXT  WEEK 

YOU'LL  MEET... 
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Station  Authorizations,  Applications 

As  Compiled  by  BROADCASTING 

July  24  through  July  30 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

DA — directional  antenna,  cp — construction  per-  night.  LS — local  sunset,  mod.  —  modification, 
mit  ERP — effective  radiated  power,  vhf — very  trans. — transmitter,  unl. — unlimited  hours,  kc— 
high  frequency.  uW— ultra  high  frequency,  ant.  kilocycles.  SC A— subsidiary  communications  au- 
— antenna,  aur. — aural,  vis. — visual,  kw — kilo-  thorization.  SSA — special  service  authorization, 
watts,    w — watt,    mc — megacycles.    D — day.   N —      STA — special  temporary  authorization.  *  educ! 

New  Tv  Stations 

ACTIONS  BY  FCC 

Buffalo,  N.  Y.— WKBW-TV  Inc.— Granted  vhf 
ch.  7  (174-180  mc);  ERP  263  kw  visual,  132  kw 
aural;  antenna  height  above  average  terrain  425 
ft.,  above  ground  405  ft.  Estimated  construction 
cost  $582,879,  first  year  operating  cost  $721,000. 
revenue  $1,194,000.  Post  office  address  1420  Main 
St.,  Buffalo.  Studio  and  transmitter  location  1420 
Main  St.,  Buffalo.  Geographic  coordinates  42° 
54'  44"  N.  Lat.,  78°  52'  00"  W.  Long.  Transmitter 
DuMont,  antenna  GE.  Legal  counsel  Fly.,  Shue- 
bruk  &  Blume,  N.  Y.  Consulting  engineer,  Van- 
divere,  Cohen  &  Wearn,  Washington.  Principals 
include  President  Clinton  H.  Churchill  (51%), 
president  stockholder  WKBW;  Vice  President 
Alfred  E.  Anscombe  (5%),  vice-president-station 
manager  WKBW;  Treasurer-Secretary  Edward 
H.  Kavionsky  (24%),  attorney,  and  treasurer  of 
WKBW;  Darwin  R.  Martin  (5%),  real  estate,  and 
Buffalo  Waste  Paper  Co.  (15%).  Announced 
July  30. 

Wilmington,  N.  C. — New  Hanover  Bcstg.  Co. — 
Granted  vhf  ch.  3  (60-66  mc);  ERP  100  kw  vis., 
50  kw  aur.;  ant  height  above  average  terrain 
466  ft.,  above  ground  523  ft.  Estimated  construc- 

tion cost  $413,128,  first  year  operating  cost  $200,- 
000,  revenue  $250,000.  P.  O.  address  Box  869, 
Wilmington.  Studio  location  Wilmington.  Trans, 
location  Pender  County.  Geographic  coordinates 
34°  24'  17.7"  N.  Lat.,  77°  55'  21.2"  W.  Long.  Trans. - 
ant.  RCA.  Legal  counsel  Verne  R.  Young,  Wash- 

ington, D.  C.  Consulting  engineer  Lohnes  and 
Culver,  Washington,  D.  C.  Principals  include 
J.  S.  Brody  (49.34%),  49.34%  owner  WGNI  Wilm- 

ington, 20  %  WFIG  Sumter,  S.  C,  and  Leo  Brody 
(25%),  24.5%  WLPM  Suffolk,  Va.  and  25%  WGNI. 
Announced  July  30. 

Ogden,    Utah — United   Telecasting   and  Radio 
Co.— Granted  vhf  ch.  9  (186-192  mc);  ERP  9.5  kw 
vis.,  4.75  kw  aur.;  ant.  height  above  average  ter- 

rain 379  ft.,  above  ground  437  ft.  Estimated  con- 
struction cost  $70,000,  first  year  operating  cost 

$125,000,  revenue  $135,000.  P.  O.  address  1538 
Gibson  Ave.,  Ogden.  Studio  and  trans,  location 
1538  Gibson  Ave.  Geographic  coordinates  41° 
14'  18"  N.  Lat.,  110°  58'  34"  W.  Long.  Trans,  and 
ant.  RCA.  Consulting  engineer  Vincent  E.  Clary- 
ton,  Salt  Lake  City.  Principals  are  United  Bcstg. 
Co.  (80%),  owner,  KVOG  Ogden;  Richard  K. 
and  Robert  G.  Hemingway  (10%  each),  Utah  and 
Idaho  banking,  insurance  and  other  interests. 
Announced  July  30. 

Existing  Tv  Stations 

ACTIONS  BY  FCC 

KQED  (TV)  San  Francisco,  Calif.— Waived 
Sect.  3.61  (c)  and  granted  authority  to  rebroad- 
cast,  on  weekly  basis,  stereophonic  concert  pro- 

gram of  KPFB  (FM)  Berkeley  for  90  days.  Com- 
missioners Robert  Bartley  and  Fred  Ford  dis- 

sented; Commissioner  Robert  Lee  absent.  An- 
nounced July  24. 

KFBB-TV  Great  Falls,  Mont.— Granted  appli- 
cation for  private  TV  intercity  relay  system  for 

off-air  pickup  of  programs  of  KXIF-TV  (ch.  4) 
Butte.  Announced  July  24. 

New  Am  Stations 

ACTIONS  BY  FCC 

Santa  Rosa,  Calif. — Joseph  E.  Gamble  and 
Lew  L.  Gamble  d/b  as  Radio  Santa  Rosa — Grant- 

ed 1150  kc,  5  kw  LS,  500  w  N.  P.  O.  address  100 
W.  21  St.,  Merced,  Calif.  Estimated  construction 
cost  $74,993,  first  year  operating  cost  $90,000,  rev- 

enue $108,000.  Joseph  Gamble  owns  KJOY  Stock- 
ton, and  KWIP  Merced  both  Calif.  Lew  Gamble 

owns  Akron,  Ohio  theatre  firm.  Announced 
July  9.   (This  is  corrected  report). 

Hinesville,  Ga. — Liberty  Bcstg.  Co. — Granted 
990  kc,  250  w  D.  P.  O.  address  Box  72,  Hines- 

ville. Estimated  construction  cost  $14,398,  first 
year    operating    cost    $36,000,    revenue  $42,000. 

Duane  A.  Hatch  (40%),  salesman  WSAV  Savan- 
nah, Ga.,  Roscoe  Denmark  (30%),  oil  products 

dealer,  and  Paul  H.  Sikes  (30%  ),  sheriff  of  Lib- 
erty County,  Ga.,  will  be  owners.  Announced 

July  24. 

Windom,  Minn.— North  Star  Bcstg.  Co. — Grant- 
ed, with  engineering  conditions,  1580  kc,  250  w 

D.  P.  O.  Box  92,  Hopkins,  Minn.  Estimated  con- 
struction cost  $8280  first  year  operating  cost 

$40,256,  revenue  $98,200.  North  Star  owners  are 
Paul  C.  Lund  (37.5%),  former  station  manager 
KGAC  St.  Peter,  Minn.,  Eugene  H.  Frisk  (37.5%), 
former  employe  KGAC,  and  Robert  D.  Thompson 
(25%),  Honeywell  Regulator  Co.,  Minneapolis Announced  July  24. 

Forest  City,  N.  C— Tri-City  Bcstg.  Co.— Grant- 
ed 1320  kc,  500  w  D.  P.  O.  address  Box  253,  Forest 

City.  Estimated  construction  cost  $6,501,  first 
year  operating  cost  $24,000,  revenue  $32,000 
Equal  partners  are  Gerard  T.  Becknell  and  A. 
Hoyle  Lovelace,  both  have  appliance  and  jew- 

elry interests.  Announced  July  24. 

Orangeburg,  S.  C— Radio  Orangeburg.— Grant- 
ed 1580  kc,  1  kw  D.  P.  O.  address  <v  Clarence Jones  P.  O.  Box  417,  Canton,  Tex.  Estimated 

construction  cost  $12,770,  first  year  operating 
cost  $16,549,  revenue  $40,852.  Owners  are  Clarence Everett  Jones  and  Gus  Browning  (each  50%). 
Mr.  Jones  is  teacher;  Mr.  Browning  has  been 
chief  engineer,  WDIX  Orangeburg.  This  grant is  conditioned  to  Mr.  Browning  severing  all connection  with  WDIX.  Announced  July  24. 

Superior,  Wis.— Quality  Radio  Inc.— Granted 1320  kc,  1  kw  D.  P.  O.  address  Eugene  A.  Halker 
321  2nd  St.,  West,  Ashland,  Wisconsin.  Estimated construction  cost  $16,680,  first  year  operating 
cost  $38,665,  revenue  $46,000.  Owners  are  Eugene A.  Halker,  Kenneth  R.  Peterson  and  Richard  F. Wartman  (each  one-third).  Mr.  Halker  has  414% interest  in  WPFP  Park  Falls,  Wis.,  owns  one- 
third  and  is  president  and  general  manager  of WATW  Ashland,  Wis.;  Mr.  Peterson  is  sales- 

man; Mr.  Wartman  is  attorney  and  presently district  attorney  of  Ashland  Countv.  Announced 
July  24. 

APPLICATIONS 

Santa  Barbara,  Calif.— Channel  Bcstg  Co.  1290 
kc,  500  w  D.  P.  O.  address  405  Central  Tower Bldg.,  San  Francisco,  Calif.  Estimated  construc- tion cost  $17,061,  first  year  operating  cost  $96  000 revenue  $100,000.  Owners  are  Bert  Williamson and  Lester  W.  Spillane,  each  50%.  Mr.  William- 

son is  15%  partner  in  KYNO  Fresno  and  17.5% stockholder  in  KRAK-AM-FM  Stockton,  both California.  Mr.  Spillane  is  attorney,  was  FCC employee.  Announced  July  30  (as  addition  to 
July  8  FCC  release). 

Jamestown,  Ky.— The  Lake  Cumberland  Bcstg. Co.  1310  kc,  5  kw  D.  P.  O.  address  Ruel  O Thomas,  Mt.  Vernon,  Ky.  Estimated  construc- 
tion cost  $32,750,  first  year  operating  cost  $32,850 

revenue  $41,975.  Owners  are  Ruel  O.  Thomas  and M.  M.  Lawrence,  each  50%.  Mr.  Thomas  is  in 
farm  feed.  Mr.  Lawrence  is  M.D.  Announced July  25. 

Rensselaer,  N.  Y. — Fairview  Bcstrs.,  1300  kc  5 
kw  D.  P.  O.  address  Frank  Short,  234  W.  Main 
St.,  Ephrata,  Pa.  Estimated  construction  cost 
$39,200,  first  year  operating  cost  $72,000,  revenue 
$80,000.  Owners  are  W.  Frank  Short,  75%,  and 
H.  Clay  Esbenshade,  25%.  Mr.  Short  is  sales 
manager  WGSA  Ephrata,  Pa.  Mr.  Esbenshade  is 
housing  site  developer  and  farmer.  Announced 
July  25. 

West  Chester,  Pa.— Howard  Wasserman,  1260 
kc.  500  w  D.  P.  O.  address  Buttonwood  Road, 
Berwyn  R.D.,  Pa.  Estimated  construction  cost 
$30,500,  first  year  operating  cost  $55,000,  revenue 
$75,000.  Mr.  Wasserman,  sole  owner,  was  pres- 

ident and  50%  owner  of  WAEB  Allentown,  Pa. Announced  July  25. 

Buckhannon,  W.  Va. — Upshur  Courty  Bcstg. 

Co.,  1380  kc,  1  kw  D.  P.  O.  address  3905' So.  14th St..  Arlington,  Va.  Estimated  construction  cost 
$19,677,  first  year  operating  cost  $26,545.  revenue 
$36,000.  Owners  are  Jesse  D.  Newman  and  Lee  P. 
Clagett,  each  50%.  Mr.  Newman  spent  last  10 
years  in  U.  S.  Army  Signal  Corps.  Mr.  Clagett 
has  been  owner  of  Clagett  Arlington  Memorial 
Co.  Announced  July  30. 

Broadcasting 



Existing  Am  Stations 

ACTIONS  BY  FCC 

KIBH  Seward,  Alaska — By  letter,  denied  re- 
quest for  waiver  of  Sec.  3.93  (c)  of  rules  requir- 

ing employment  of  full-time  first-class  radio- 
telephone operator.  Announced  July  24. 

KHCD  Clifton,  Ariz. — Ordered  to  show  cause 
why  license  should  not  be  revoked  for  technical 
violations,  failure  to  respond  to  notices  of  viola- 

tions, and  leasing  control  of  station  to  others; 
with  opportunity  for  hearing.  Announced  July 24. 

KGCX  Sidney,  Mont. — By  letter,  granted  re- 
quest for  partial  waiver  of  Sec.  3.30  (a)  insofar 

as  it  is  not  required  to  originate  more  than  one- 
half  of  its  nonnetwork  programs  from  Sidney, 
provided  that  no  more  than  one-third  of  such 
programs  will  originate  from  any  other  one  city. 
Announced  July  24. 

New  Fm  Stations 

ACTIONS  BY  FCC 

San  Francisco,  Calif. — Mid-America  Bcstrs. 
Inc. — Granted  95.7  mc,  11.56  kw  unl.  P.  O.  address 
Bellevue  Hotel,  Geery  and  Taylor  Sts.,  San  Fran- 

cisco, Calif.  Estimated  construction  cost  $9,975, 
first  year  operating  cost  $25,000,  revenue  $25,000. 
Mid-America  Bcstrs.  is  licensee  of  KOBY  San 
Francisco,  and  is  owned  by  David  M.  Segal 
(85.4%)  and  others.  Mr.  Segal  also  owns  94%  of 
KOSI  Aurora,  Colo.,  and  75%  of  WGVM  Green- 

ville, Miss.  Announced  July  30. 
Camden,  N.  J. — South  Jersey  Bcstg.  Co. — 

Granted,  with  engineering  condition,  106.9  mc, 
9.6  kw  unl.  P.  O.  address  2881  Mt.  Ephraim  Ave., 
Camden  4,  N.  J.  Estimated  construction  cost 
$10,000,  first  year  operating  cost  $6,000,  revenue 
$10,000.  Owners  are  Ranulf  Compton  (34%), 
Florence  Compton  (20%)  and  others.  Mr.  Comp- 

ton has  had  no  other  interest  for  past  five  years 
outside  of  South  Jersey  Bcstg.,  licensee  of 
WKDN  Camden  and  permittee  of  ch.  17  Camden. 
Florence  Compton  is  housewife.  Announced 
July  24. 
Rio  Piedros,  P.  R. — Fidelity  Bcstg.  Corp. — 

Granted  95.9  mc,  .84  kw.  P.  O.  address  Box  89, 
Rio  Piedros.  Estimated  construction  cost  $12,130, 
first  year  operating  cost  $12,000,  revenue  $15,000. 
Enrique  Sampayo  (50%)  is  businessman.  An- 

nounced July  24. 

Ownership  Changes 

ACTIONS  BY  FCC 

KMAP  Bakersfield,  Calif.— Granted  assignment 
of  license  to  KMAP  Inc.  (Clifford  E.  Ball,  presi- 

dent) ;  for  $85,000.  Announced  July  24. 
KBCA  (FM)  Beverly  Hills,  Calif.— Granted  as- 

signment of  cp  to  Ted  Bolnick  and  Walter  Gelb, 
d/b  as  Long  Beach  Fm  Bcstg.  Co.  (KVFM  San 
Fernando);  for  $6,000.  Announced  July  24. 
KCVR  Lodi,  Calif.— Granted  assignment  of  li- 

cense from  Herbert  W.  and  David  A.  Brown  to 
Lloyd  Burlingham  (interest  in  WBEL  Beloit, 
Wis.)  for  $135,000.  Announced  July  24. 
KPIP  (FM)  Riverside,  Calif.— Granted  assign- 

ment of  cp  to  Parker-Lee  Inc.  (Leland  J.  Fuller, 
president)  for  $6,500  for  equipment  and  expenses. Announced  July  24. 
KGYW  Vallejo,  Calif.— Granted  assignment  of 

license  from  Ellsworth  Peck  and  A.  J.  Krisik  to 
Mary  Elizabeth  Gunberg  for  $150,000.  Announced 
July  24. 
WSTN  St.  Augustine,  Fla.— Granted  assignment 

of  license  to  St.  Croix  Bcstg.  Co.  (Wesley  J. 
Wentworth,  president)  for  $77,500.  Announced 
July  24. 
WMGE  Madison,  Ga.— Granted  assignment  of 

license  to  Henry  W.  Lanham,  Mrs.  Robert  R. 
Lanham  and  Dr.  Thomas  P.  Mahan  d/b  as  Madi- 

son Bcstg.  Co.,  for  $36,650.  Announced  July  24. 
KULA  Honolulu,  Hawaii — Granted  assignment 

of  license  to  Burnett  Bcstg.  Co.  Inc.  (Jack  A. 
Burnett,  president)  for  $200,000.  Announced 
July  24. 
KCBC  Des  Moines,  Iowa — Granted  assignment 

of  license  to  Fletcher-Mitchell  Corp.  (James  I. 
Mitchell,  president,  has  interest  in  KLIN  Lincoln, 
Neb.,  and  KPIG  Cedar  Rapids,  Iowa)  for  $112,000 
plus  $38,000  for  not  competing  for  5  years.  An- nounced July  24. 
KBIZ  Ottumwa,  Iowa — Granted  assignment  of 

license  and  cp  to  Wapello  County  Bcstg.  Co.  Inc. 
(G.  La  Verne  Flambo,  president)  for  $62,500.  As- 

signee officers  have  interest  in  WCEL  Eau  Claire, 
Wis.;  WDAL-AM-TV  Duluth,  Minn.,  and  WQVB 
Galesburg,  111.  Announced  July  24. 
WIPA  Annapolis,  Md. — Granted  transfer  of 

control  from  Robert  J.  Kent  to  Max  Re/nick  and 
James  G.  and  William  Calomiris  for  $86,200.  An- 

nounced July  24. 
WWTV  (TV)  Cadillac,  Mich.— Granted  assign- 

ment of  licenses  to  Fetzer  Tele.  Inc.  for  $1,000,000. 

John  E.  Fetzer,  assignee  president,  has  interest 
in  WKZO-AM-TV  Kalamazoo,  Mich.;  WJEF-AM- 
FM  Grand  Rapids,  Mich.;  WMBD-AM-FM-TV Peoria,  111.,  and  KOLN-TV  Lincoln,  Neb.  Comr. Robert  Bartley  dissented.  Announced  July  24. 
WIPS  Ticonderoga,  N.  Y.— Granted  assignment of  license  to  Olean  Bcstg.  Corp.  (WMNS  Olean) 

for  $31,500.  Announced  July  24. 
KCJB  Minot,  N.  D.;  KSJB  Jamestown,  N.  D.  

Granted  assignment  of  licenses  to  James  M, 
Pryor  for  $276,000.  Announced  July  24. 
WCAU-AM-FM-TV  Philadelphia,  Pa.— Granted 

assignment  of  licenses  from  Bulletin  Co.  to  CBS 
Inc.  for  $15,600,000  plus  $4,400,000  for  land  and 
buildings.  Grant  is  without  prejudice  to  such 
action  as  Commission  may  deem  warranted  as 
result  of  its  final  determinations  (1)  with  respect 
to  conclusions  and  recommendations  set  forth  in 
Report  of  the  Network  Study  Staff;  (2)  with  re- 

spect to  related  studies  and  inquiries  now  being 
considered  or  conducted  by  Commission,  and  (3) 
with  respect  to  pending  anti-trust  matters.  Comr. 
Robert  Bartley  dissented.  This  is  largest  pack- 

aged broadcast  transfer  on  record.  CBS  is  li- 
censee of  WCBS-AM-FM-TV  New  York;  WBBM- 

AM-FM-TV  Chicago;  WEEI-AM-FM  Boston; 
KNX-AM-FM  and  KNXT  (TV)  Los  Angeles; 
KCBS-AM-FM  San  Francisco;  KMOX,  KMOX- 
TV  (formerly  KWK  [TV]  St.  Louis)  (latter  pend- 

ing consummation  of  Oct.  23,  1957,  assignment  of 
license  of  KMOX-TV  St.  Louis,  from  CBS  to  220 
Television  Inc.);  WXIX  (TV)  Milwaukee  and 
WHCT  (TV)  Hartford,  Conn.  Announced  July  24. 
WORD  Spartanburg,  S.  C— Granted  transfer  of 

control  from  Irwin  Kahn,  B.  F.  Kurtz  and  H. 
Moody  McElveen  Jr.,  to  WMRC  Inc.  for  $136,000. 
WMRC  Inc.  owns  WFBC-AM-FM-TV  Greenville, 
S.  C,  and  stockholders  have  interest  in  WWNC 
Asheville,  N.  C;  WIS-AM-TV  Columbia  S.  C, 
and  WIST  Charlotte,  N.  C.  Announced  July  24. 
WHLP  Centerville,  Tenn. — Granted  (1)  renewal 

of  license  and  (2)  transfer  of  positive  control 
from  J.  Gill  Thompson,  et  al.,  to  Mr.  Thompson 
as  individual;  for  $7,666  for  additional  one-third interest.  Announced  July  24. 
KTXC  Big  Spring,  Tex. — Granted  assignment 

of  license  to  Grady  F.  Maples  and  R.  B.  Mc- 
Alister,  d/b  as  Maples-McAUster  Bcstg.  Co.,  for 
$30,000.  Announced  July  24. 
KZOL  Muleshoe,  Tex. — Granted  assignment  of 

cp  from  Theodore  Rozzell  to  same  and  Gabe  D. 
Anderson,  d/b  as  KZOL  Bcstg.  Co.  Mr.  Anderson 
buying  half  interest  for  $9,118.  Announced  July 
24. 

Continued  on  P.  96 

NATION-WIDE  NEGOTIATIONS  •  FINANCING  •  APPRAISALS 

RADIO  •    TELEVISION    •  NEWSPAPER  

NEW  LISTINGS  IN  THE  SOUTHWEST 

DAYTIME 

INDEPENDENT 

$65,000 
Arkansas  station  has  good  record  of 
earnings  for  past  five  years.  Some 

financing  available.  Ideal  for  owner- 
manager  who  likes  to  hunt,  fish,  camp 
out  and  make  money. 

GULF  COAST 

INDEPENDENTS 

$150,000  to  $175,000 

We  have  a  choice  of  excellent  daytime 

and  fulltime  stations.  All  good  mar- 
kets, with  financing  available.  One  of 

these  stations  is  suitable  for  absentee 
ownership. 

IS
 

Washington,  D.  C. 

Wm.  T.  Stubblefield 
1737  DeSales  St.,  N.W. 

EX  3-3456 

Cleveland 

Jackson  B.  (Jack)  Maurer 
2414  Terminal  Tower 

TO  1-6727 

Chicago 

Ray  V.  Hamilton 
Tribune  Tower 

DE  7-2754 

Atlanta 

1515 
Healey  BIdg. 

J  A  3-3431 

Dallas 

Dewitt  (Judge)  Landis 
Fidelity  Union  Life  BIdg. 

Rl  8-1175 

San  Francisco 

W.  R.  (Ike)  Twining 
1 1 1  Sutter  St. 

EX  2-5671 
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Planning 

a  Radio 

Station? 

Here's  another  aid  to  station 

planning— a  brand  new  bro- 

chure describing  transmitting 

equipment  and  building  re- 

quirements for  radio  stations. 

Itcombines  the  practical  know- 

how  of  experienced  station 

and  equipment  engineers  and 

provides  a  check-list  as  a  guide 

in  transmitter  selection. 

For  your  free  copy,  write  to 

RCA,  Dept.  J-22,  Building  15-1, 
Camden  2,  N.J. 

RADIO  CORPORATION 

of  AMERICA 
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KTAN  Sherman,  Tex.— Granted  assignment  of licenses  from  William  J.  Sample  to  K.  M.  and 
J.  P.  Fisher  and  Harry  O'Connor,  d/b  as  KTAN Bcstg.  Co.,  for  $48,000.  Announced  July  24. 
KTIX  Seattle,  Wash.— Granted  transfer  of  con- 

trol to  Hugh  Ben  LaRue,  Paul  F.  Adler  and 
Stanley  Burns  for  $170,000.  Comr.  Robert  Bartley 
dissented.  Announced  July  24. 

APPLICATIONS 

KPOK  Scottsdale,  Ariz. — Seeks  transfer  of  con- 
trol of  licensee  corp.  (Scottsdale  Bcstg.  Co.)  from 

Richard  B.  Gilbert  and  Alma  C.  Gilbert  to  Mor- 
ris Mindel  for  $65,500.  Announced  July  25. 

WMFJ  Daytona  Beach,  Fla.— Seeks  acquisition 
of  positive  control  of  licensee  corp.  (WMFJ  Inc.) 
by  Emil  J.  Arnold  through  purchase  of  stock 
from  Jack  Siegel  for  discharge  of  $1,000  loan. 
Announced  July  25. 
WROD  Daytona  Beach,  Fla.— Seeks  transfer  of 

control  of  Radio  Daytona  Inc.,  parent  corp.  of 
licensee  corp.  (Daytona  Beach  Bcstg.)  from  Mor- 

ton G.  Bassett  Jr.  to  Eugene  D.  Hill  (37.5%), 
Mining  Journal  Co.  Ltd.  (31.25%)  and  Iron  Moun- 

tain Pub.  Co.  (31.25%),  for  $50,000.  Mining  Jour- 
nal Co.  and  Iron  Mountain  Pub.  are  owned  by 

Frank  J.  Russell,  who  thus  controls  WMIQ  Iron 
Mountain,  Mich.,  WDMJ-AM-TV  Marquette, 
Mich.,  WJMS-TV  Ironwood,  Mich.,  and  WLST 
Escanaba,  Mich.  Mr.  Hill  .has  minority  interest 
in  WORZ,  WKIS  (FM)  Orlando,  Fla.  Announced 
July  25. 
WLS  Chicago,  111. — Seeks  acquisition  of  nega- 

tive control  of  licensee  corp.  (WLS  Inc.)  by  AB- 
PT  Inc.  from  The  Prairie  Farmer  Publishing  Co. 
as  per  contract.  [See  AT  DEADLINE,  July  28.] 
Announced  July  25. 
WCVS  Springfield,  111. — Seeks  transfer  of  con- 

trol of  licensee  corp.  (WCBS  Inc.)  from  Harold 
L.  Dewing,  et  al.,  to  WPFA  Radio  Inc.  for  $285,- 
000.  WPFA  Radio  Inc.  is  owned  by  Jerome  Wil- 

liam O'Connor  and  Dorothy  June  O'Connor,  each 
40%,  and  others.  Jerome  O'Connor  is  one-third owner  of  KANS  Wichita,  Kan.,  73.2%  owner  of 
WBOW  Terre  Haute,  Ind.  Dorothy  O'Connor  is housewife.  Announced  July  30. 
WMAB  Munising,  Mich. — Seeks  assignment  of 

licensee  corp.  (Munising-Alger  Bcstg.  Co.)  from 
Charles  A.  Symon,  Stanley  L.  Sadak  and  John  E. 
Codding  d/b  as  Munising-Alger  Bcstg.  Co.  to 
Munising-Alger  Bcstg.  Co.  Corporate  change. Announced  July  30. 
WMFG  Hibbing,  WHLB  Virginia,  both  Minne- 

sota— Seeks  assignment  of  licenses  respectively 
to  Hibbing  Bcstg.  Co.  and  Virginia  Bcstg.  Co. 
from  Head  of  the  Lakes  Bcstg.  Co.  New  owners: 
Harold  J.  Parise,  general  manager  of  stations, 
and  Frank  P.  Befera,  vending  machines,  realty, 
wholesale  merchandiser,  for  total  of  $169,000 
($84,500  apiece).  Mr.  Befera  did  own  stock  in 
Storer  Bcstg.  Co.  Announced  July  25. 
KMON  Great  Falls,  Mont. — Seeks  transfer  of 

control  of  licensee  corp.  (Montana  Farmer)  from 
The  Montana  Farmer  Inc.  to  KMON  Inc.  for 
$96,000.  KMON  Inc.  is  owned  by  KALL  Salt  Lake City,  Utah.  Announced  July  30. 
WPNF  Brevard,  N.  C. — Seeks  involuntary 

transfer  of  control  of  licensee  corp.  (Pisgah 
Bcstg.  Co.)  from  Ed  M.  Anderson  to  Stella  W. 
Anderson,  administrator  of  estate  of  Ed  M.  An- derson, deceased.  Announced  July  30. 
WFNS  Burlington,  N.  C. — Seeks  acquisition  of 

positive  control  of  licensee  corp.  (Burlington- Graham  Bcstg.  Co.)  by  Lawrence  E.  Neese 

through  purchase  of  stock  from  R.  Homer  An- 
drews (390  shares  at  par  value  of  $100).  An- nounced July  25. 

WBBO-AM-FM  Forest  City,  N.  C— Seeks  in- 
voluntary transfer  of  control  of  licensee  corp. 

(Rutherford  County  Radio  Co.)  from  Ed  M.  An- derson to  Stella  W.  Anderson,  administrator  of 
estate  of  Ed  M.  Anderson,  deceased.  Announced 
July  30. 

Hearing  Cases 

FINAL  DECISIONS 

Commission  took  following  actions: 
By  decision,  Commission  granted  application  of 

WKBW-TV  Inc.,  for  new  tv  station  to  operate on  ch.  7  in  Buffalo,  N.  Y.,  and  denied  competing 
applications  of  Great  Lakes  Television  Inc.,  and Greater  Erie  Bcstg.  Co.  Chairman  John  Doerfer 
and  Comr.  Robert  Lee  dissented.  Initial  decision 
of  Jan.  31,  1956,  and  supplement  looked  toward 
grant  to  Great  Lakes.  Announced  July  30. 
By  order,  Commission  adopted  and  made  effec- 

tive immediately  June  16  initial  decision  granting 
application  of  New  Hanover  Bcstg.  Co.  for  new 
tv  station  to  operate  on  ch.  3  in  Wilmington, 
N.  C.  Announced  July  30. 
By  order,  Commission  adopted  and  made  effec- 

tive immediately  June  24  initial  decision  grant- 
ing application  of  United  Telecasting  and  Radio 

Co.  for  new  tv  station  to  operate  on  ch.  9  in 
Ogden,  Utah.  Comr.  Robert  Bartley  not  partici- 

pating. Announced  July  30. 
By  order,  Commission  made  effective  immedi- 

ately initial  decision  and  granted  application  of 
Mid-America  Bcstrs.  Inc.,  for  new  Class  B  fm 
station  to  operate  on  95.7  mc  in  San  Francisco, 
Calif.  Announced  July  30. 
By  decision,  Commission  denied  protest  by 

Community  Bcstg.  Service  Inc.  (WWBZ)  Vine- 
land,  N.  J.,  to  Feb.  20,  1957,  grant  of  cp  to  The 
Delsea  Broadcasters  for  new  am  station  (WDVL) 
to  operate  on  1270  kc,  500  w  D,  DA,  in  Vineland; 
affirmed  its  previous  action.  Chairman  John 
Doerfer  and  Comrs.  Robert  Lee  and  John  Cross 
not  participating;  Comr.  Robert  Bartley  dis- 

sented. Initial  decision  of  Oct.  22,  1957,  looked 
toward  this  action.  Announced  July  30. 
By  decision  and  order,  Commission  modified  its 

Mar.  8,  1957,  order  and  suspended  for  30  days, 
instead  of  four  months,  radiotelephone  second- 
class  operator  license  of  Moe  Berger,  St.  Augus- 

tine, Fla.,  commencing  Aug.  8;  denied  Mr.  Berg- 
er's  petition  to  dismiss,  or  in  alternative,  post- 

pone proceeding.  Comr.  John  Cross  not  partici- 
pating. Initial  decision  of  Aug.  8,  1957,  looked 

toward  four-month  suspension.  Announced  July 

30. 
By  order,  Commission  denied  petition  by  St. 

Anthony  Television  Corp.  to  delete  Issue  2 
(financial  qualifications)  from  hearing  order  on 
its  application  for  new  tv  station  to  operate  on 
ch.  11  in  Houma,  La.  Announced  July  30. 
By  order,  Commission  denied  petition  by 

Eastern  Air  Lines  Inc.  for  reconsideration  of 
June  20  order  which  granted  Eastern  interven- 

tion limited  solely  to  Issue  1  in  Miami,  Fla.  Ch. 
10  remand  proceeding.  Announced  July  30. 
By  order,  Commission  dismissed  as  moot  peti- tions by  Enterprise  Service  Inc.,  Solvay,  N.  Y., 

and  Rome  Community  Bcstg.  Co.,  Rome,  N.  Y., 
for  enlargement  of  issues  in  proceeding  on  their 
applications  and  James  A.  McKechnie,  North 
Syracuse,  N.  Y.,  for  new  am  station.  Announced 
July  30. 
By  order,  Commission  made  effective  immedi- ately June  17  initial  decision,  as  amended  by 

Commission,  and  granted  application  of  KLAD 
Bcstrs.  to  change  facilities  of  station  KLAD 
Klamath  Falls,  Ore.,  from  900  kc,  1  kw  D  to  960 
kc,  5  kw  D.  Announced  July  30. 

INITIAL  DECISIONS 

Hearing  Examiner  Herbert  Sharfman  issued 
initial  decision  looking  toward  granting  motion 
by  Robert  S.  Plimpton  to  dismiss  without  prej- 

udice his  application  for  new  am  station  to  op- erate on  1050  kc,  1  kw  D  in  Norfolk,  N.  Y.,  and 
granting  application  of  Seaway  Bcstg.  Co.  Dae, 
for  same  facilities  in  Massena,  N.  Y.  Announced 
July  25. 
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Southwest 

$85*000.00 
Excellent  fulltime  facility  in 

one  of  the  southwest's  attrac- 

tive and  growth  markets.  $20,- 

000  down,  balance  on  favor- 
able terms. 

Florida 

$250*000.00 

A  very  profitable  independ- 

ent located  in  one  of  Florida's 
larger  markets.  $75,000  cash, 

long  term  payout. 

Exclusive  with 

(Blackburn 

NEGOTIATIONS 

WASHINGTON,  D.  C. 

James  W.  Blackburn 
Jack  V.  Harvey 

Washington  Building 

STerling  3-4341 

FINANCING 

ATLANTA 

Clifford  B.  Marshall 

Stanley  Whitaker 
Healey  Building 

JAckson  5-1576 

mpanij 

APPRAISALS 

CHICAGO 

H.  W.  Cassill 
William  B.  Ryan 

333  N.  Michigan  Avenue 
Financial  6-6460 

Broadcasting 



PROFESSIONAL  CARD 

JANSKY  &  BAILEY  INC. 
Executive  Offices 
1735  DeSales  St.,  N.  W.  ME.  8-5411 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 

Washington,  D.  C.         FEderal  3-4800 
Member  AFCCE 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 
Member  AFCCE 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.  Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GEORGE  C.  DAVIS 
CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE 

RUSSELL  P.  MAY 

711  14th  St.,  N.  W. 
Washington  5,  D.  C. 

Sheraton  Bldg. 

REpublic  7-3984 

Member  AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 
1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 
CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
1  Riverside  Road — Riverside  7-2153 

Riverside,  III. 
(A  Chicago  suburb) 

Vandivere  &  Cohen 
Consulting  Electronic  Engineers 

610  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 
Member  AFCCE 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.       Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

L.  H.  CARR  &  ASSOCIATES 
Consulting 

Radio  &  Television 

Engineers 
Washington  6,  D.  C.  Fort  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 

SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 

Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  STate  7-2601 
Member  AFCCE 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

8200  Snowville  Road 
Brecksville,  Ohio 

(a  Cleveland  Suburb) 
Tel.:  JAckson  6-4386  P.O.  Box  82 

Member  AFCCE 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.      National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.      Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

LYNNE  C.  SMEBY 

Consulting  Engineer  AM-FM-TV 
7615  LYNN  DRIVE 

WASHINGTON  15,  D.  C. 

OLiver  2-8520 

HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 

BOX  68,  INTERNATIONAL  AIRPORT 
SAN  FRANCISCO  28,  CALIFORNIA 

DIAMOND  2-5208 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3-3266 

Dallas  6,  Texas 

Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  7-8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 

DALLAS  9,  TEXAS 

LAKESIDE  8-6108 
Member  AFCCE 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 

Member  AFCCE 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 

Directional  Antennas 

1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Colorado 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Columbia  5-4666 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 
P.  O.  Box  7037  Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For  Free  Catalog,  specify  course. 

LOWELL  R.  WRIGHT 
Aeronautical  Consultant 

serving  the  radio  &  tv  industry 
on  aeronautical  problems  created 

by  antenna  towers 
Munsey  Bldg.,  Wash.  4,  D.  C. 

District  7-1740 
(nights-holidays  telephone ELmwood  6-4212) 

MERL  SAXON 

Consulting  Radio  Engineer 
622  Hoskins  Street 

Lufkin,  Texas 

NEptune  4-4242        NEptune  4-9558 

COLLECTIONS 
For  the  Industry 

ALL  OVER  THE  WORLD 
TV — Radio — Film  and  Media 

Accounts  Receivable 
No   Collection — No  Commissions 
STANDARD  ACTUARIAL  WARRANTY  CO. 

220  West  42nd  St.,  N.  Y.  36,  N.  Y. 
LO  5-5990 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 
Charles'on,  W.  Va.        Dickens  3-7503 

IRL  T.  NEWTON,  JR. 

Consulting  Engineer 
422  Washington  Bldg., 

15th  and  N.  Y.  Ave.,  N.  W., 
Washington,  D.  C. 

Telephone:   EXecutive  3-7165 

Contact 

BROADCASTING  MAGAZINE 

1735  DeSales  St.,  N.  W. 

Washington  6,  D.  C. 

for  availabilities 
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FOR  THE  RECORD  continued 

SUMMARY  OF  STATUS  OF  AM,  FM,  TV 
Compiled  by  BROADCASTING  through  July  30 

ON  AIR Lie.  Cos 
AM                             3,028  62 

CP 
Not  on  air 

104 

TOTAL  APPLICATIONS 
For  new  stations 

562 

FM                                524  28 

93 61 TV  (Commercial)            41 51  932 
116 124 

OPERATING  TELEVISION STATIONS 

Compiled  by  BROADCASTING  through  July  30 
VHF 

UHF 

1  \J  1  AL 
Commercial  425 83 

508* 

Non-Commercial  26 7 

33* 

COMMERCIAL  STATION  BOXSCORE 

As  Reported  by  FCC  through  June  30 

AM 

FM 

TV 

Licensed  (all  on  air) 
3,218 

526 

4181 

CPs  on  air  (new  stations) 35 

22 
CPs  not  on  air  (new  stations) 100 

86 

109 

Total  authorized  stations 
3,353 

634 

665 

Applications  for  new  stations  (not  in  hearing) 412 

39 

52 

Applications  for  new  stations  (in  hearing) 124 18 

73 

Total  applications  for  new  stations 

536 

57 

125 

Applications  for  major  changes  (not  in  hearing) 261 24 49 

Applications  for  major  changes  (in  hearing) 

46 

0 17 
Total  applications  for  major  changes 307 

24 

66 
Licenses  deleted 1 0 0 
CPs  deleted 1 0 1 

1  There  are,  in  addition,  nine  tv  stations  which  are  no  longer  on  the  air,  but  retain  their licenses. 
2  There  are,  in  addition,  37  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 

longer  in  operation  and  one  which  has  not  started  operation. 
3  There  have  been,  in  addition,  177  television  cps  granted,  but  now  deleted  (33  vhf  and 144  uhi). 
«  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 

Hearing  Examiner  Basil  P.  Cooper  issued 
Initial  decision  looking  toward  granting  applica- 

tions of  Oregon  Radio  Inc.,  to  increase  daytime 
power  of  KSLM  Salem,  Ore.,  from  1  kw  to  5  kw, 
continuing  operation  on  1390  kc  with  1  kw-N  and 
Lincoln  Electronics  Inc.,  to  change  facilities  of 
KBCH  Oceanlake,  Ore.,  from  1400  kc,  250  w  unl., 
to  1380  kc.  1  kw  D.  Announced  July  28. 
Hearing  Examiner  Annie  Neal  Huntting  issued 

initial  decision  looking  toward  granting  applica- 
tion of  Van  Wert  Bcstg.  Co.  for  new  am  station 

to  operate  on  1220  kc,  250  w  D,  in  Van  Wert, 
Ohio.  Announced  July  28. 

OTHER  ACTIONS 

By  memorandum  opinion  and  order,  Commis- 
sion reopened  record  in  proceeding  involving 

mod.  of  cp  of  The  Spartan  Radiocasting  Co.  sta- 
tion WSPA-TV  (ch.  7)  Spartanburg,  S.  C,  to 

move  its  trans,  to  Paris  Mountain  with  ERP  of 
200  kw  vis.,  120  kw  aur.,  ant.  1182  ft.,  change 
studio  location  within  Spartanburg,  etc.,  and  re- 

manded same  to  hearing  examiner  to  take  evid- 
ence on  issues  raised  by  Court  of  Appeals  and 

to  issue  supplemental  initial  decision.  On  May 
22,  1958,  court  remanded  case  to  Commission  on 
appeal  from  Commission  action  of  July  22,  1957, 
in  affirming  grant.  Announced  July  30. 
Pacific  Foundation,  Pasadena,  Calif.;  Univer- 

sity of  Judaism,  Los  Angeles,  Calif. — Designated 
for  consolidated  hearing  applications  for  new 
noncommercial  educational  fm  stations  to  op- 

erate of  90.7  and  90.5  mc,  respectively;  denied 
request  by  University  for  additional  time  to 
submit  amendment  to  its  application.  Announced 
July  24. 
Bay  Area  Electronic  Assoc.,  Santa  Rosa,  Calif. 

— Designated  for  consolidated  hearing  applica- 
tions for  new  am  stations  to  operate  on  1580  kc 

D;  Bay  Area  with  500  w  and  Sonoma  with  250 
w;  made  KSJO  San  Jose,  and  KWIP  Merced, 
parties  to  proceeding;  denied  request  of  KSJO 
for  extension  of  thirty  days  to  reply  to  309  (b) 
letter  of  May  21.  Announced  July  24. 

Falcon  Bcstg.  Co.,  Vernon,  Calif.;  Sierra  Madre 
Bcstg.  Co.,  Sierra  Madre,  Calif. — Designated  for 
consolidated  hearing  applications  for  new  Class 
A  fm  stations  to  operate  on  107.1  mc;  made  KBBI 
Los  Angeles,  party  to  proceeding;  denied  re- 

quests by  Falcon  for  additional  time  to  submit 
amendment  to  its  application  and  by  Sierra  for 
additional  time  to  review  further  situation.  An- 

nounced July  24. 
WXYZ  Detroit,  Mich. — Is  being  advised  that 

application  to  change  trans,  and  studio  location 
to  site  seven  miles  north  of  present  site,  make 
other  changes,  and  for  waiver  of  Sec.  3.188  (b) 
(1),  indicates  necessity  of  hearing.  Announced 
July  24. 
Newark  Bcstg.  Corp.,  Newark,  N.  J.;  WMGM 

Bcstg.  Corp.,  New  York,  N.  Y. — Designated  for 
consolidated  hearing  applications  for  new  Class 
B  fm  stations  to  operate  on  100.3  mc.  Announced 
July  24. 
KBUD,  The  Henderson  County  Bcstg.  Co.,  Ath- 

ens, Tex.;  University  Advertising  Co.,  Highland 
Park,  Tex. — Designated  for  consolidated  hearing 
applications  of  University  for  new  am  station  to 
operate  on  1150  kc,  500  w  DA-D,  and  Henderson 
to  change  facilities  of  KBUD  from  1410  kc,  250  w 
D,  to  1150  kc,  500  w  D;  made  WTAW  College  Sta- 

tion, Tex.,  and  KNED  McAlister,  Okla.,  parties 
to  proceeding.  Announced  July  24. 
KMAC,  KISS  (FM)  San  Antonio,  Tex.— Is  be- 

ing advised  that  applications  for  renewal  of  li- 
censes indicate  necessity  of  hearing.  Announced 

July  24. 
KANN  Sinton,  Tex. — Is  being  advised  that  ap- 

plication for  assignment  of  license  and  cp  to 
Howard  W.  Davis  indicates  necessity  of  hearing. 
Announced  July  24. 
KLAN  Renton,  Wash. — Is  being  advised  that 

application  for  assignment  of  license  to  Mesabi 
Western  Corp.  indicates  necessity  of  hearing. 
Chairman  John  Doerfer  and  Comr.  T.  A.  M. 
Craven  dissented.  Announced  July  24. 

Routine  Roundup 

By  order,  Commission  amended  Sec.  1.351  of 
rules  to  exempt  frequencies  940  kc  and  1550  kc 
from  that  section  which  requires  that  action  be 
deferred  on  certain  applications  pending  final 
action  in  daytime  sky  wave  proceedings  in 
Docket  8333,  effective  Sept.  10.  Announced  July 
28. 

By  order.  Commission,  on  its  own  motion, 
removed  the  following  24  am  broadcast  ap- 

plications from  hearing  docket  to  be  held  with- out further  action  pending  decisions  in  clear 
channel  or  daytime  sky  wave  proceedings  (Chair- 

man John  Doerfer  dissented) :  Herman  Radner, 
Dearborn.  Mich.;  Fostoria  Bcstg.  Co.,  Fostoria, 
Ohio;  Northern  Ohio  Bcstg.  Co.,  Amherst,  Ohio; 
LCB  Inc.,  Lorain,  Ohio;  Lake  Shore  Bcstg.  Co., 
Evanston,  ni.;  Wolverine  State  Bcstg.  Service 
Inc.,  Detroit,  Mich.;  Peninsula  Newspapers  Inc., 
Palo  Alto,  Calif.;  Grosse  Point  Bcstg.  Corp., 
Grosse  Point,  Mich.;  Heart  of  Ohio  Inc.,  Colum- 

bus, Ohio;  American  Bcstg.  Co.  Inc.  (KGO), 
San  Francisco,  Calif.;  Seminole  Bcstg.  Co., 
Wewoka,  Okla.;  Rock  Creek  Bcstg.  Corp.,  Wash- 

ington, D.  C;  Lake  States  Bcstg.  Co.,  Milwau- 
kee, Wis.;  Empire  Bcstg.  Co.,  Pomona,  Calif.; 

General  Electric  Co. — show  cause  order  to  WGY 
Schenectady,  N.  Y.;  Woodward  Bcstg.  Co.,  De- 

troit, Mich.;  Radio  Bcstg.  Corp.,  Peru,  111.;  North- 
western Indiana  Radio  Co.  Inc.,  Valparaiso,  Ind.; 

Steel  City  Bcstg.  Corp.,  Gary,  Ind.;  Cornbelt 
Bcstg.  Co.  (WHOW),  Clinton,  111.;  The  Heights 
Bcstg.  Co.,  Cleveland,  Ohio;  KCMO  Bcstg.  Co. 
(KCMO),  Kansas  City,  Mo.;  Tampa  Times  Co. 
(WDAE),  Tampa,  Fla.,  and  West  Side  Radio, 
Tracy,  Calif.  Announced  July  24. 

Southeastern  Ohio  Tele.  System,  Coshocton  and 
Cambridge,  Ohio — Granted  cps  for  two  new  tv 
translator  stations  on  chs.  71  and  80  to  translate 
programs  of  WHIZ-TV  (ch.  18)  Zanesville.  An- nounced July  24. 

PETITION  FOR  RULE  MAKING  FILED 

Fayetteville  Broadcasters,  Inc.,  WFLB-TV  Fay- 
etteville,  North  Carolina — Request  allocation  of 
ch.  8  to  Fayetteville,  North  Carolina,  as  a  com- mercial assignment  by  substituting  ch.  13  for 
ch.  8  in  Florence,  South  Carolina,  and  ch.  7  for 
ch.  13  as  the  educational  reservation  for  Charles- 

ton, South  Carolina.  Further  request  the  issuance 
of  WFLB-TV  of  an  order  to  show  cause  why  its 
existing  television  permit  should  not  be  mod- 

ified to  specify  ch.  8  rather  than  ch.  18  in  Fayette- ville, North  Carolina.  Announced  July  25. 

ACTIONS  ON  MOTIONS 

By  Chief  Hearing  Examiner 
James  D.  Cunningham  on  July  23 

-Granted  petition  by  Charles  R.  Bramlett,  Tor- rance, Calif.,  for  dismissal  without  prejudce  of 
his  am  application  and  retained  in  hearing  status 
Latin-American  Bcstg.  Corp.,  Monterey  Park,  Ra- 

dio Orange  County,  Inc.,  Anaheim,  and  Anaheim- 
Fullerton  Bcstg.  Co.,  Inc.,  Anaheim-Fullerton, 
Calif.  Action  July  23. 

By  Hearing  Examiner  Jay  A.  Kyle 
on  dates  shown: 

Hearing  scheduled  to  reconvene  on  July  28  in 
proceeding  on  Evansville  Television,  Inc.,  to  show 
cause  why  its  authorization  for  WTVW  Evans- 

ville, Ind.,  should  not  be  modified  to  specify  oper- 
ation on  ch.  31  in  lieu  of  ch.  7,  is  continued  to 

Oct.  14.  Action  July  24. 
Denied  motion  by  Joseph  M.  Ripley,  Inc.,  Jack- 

sonville, Fla.,  for  extension  of  time  to  Sept.  1  to 
file  proposed  findings  of  fact  and  conclusions  in 
proceeding  on  its  am  application  and  that  of  Dan 
Richardson,  Orange  Park,  Fla.  Action  July  25. 

By  Hearing  Examiner  Annie  Neal  Huntting on  July  24 

Granted  petition  by  Georgia-Florida  Radio  & 
Television  Co.  (WGOV)  for  leave  to  file  late  ap- 

pearance in  proceeding  on  AM  application  of 
James  S.  Rivers,  Inc.  (WJAZ)  Albany,  Ga. 

Con  tinned  on  P.  103 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.    Checks  and  money  orders  only. 

•  DEADLINE:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday  preceding  publication  date. 
•  SITUATIONS  WANTED  20<f  per  word— $2.00  minimum  •  HELP  WANTED  254  per  word— $2.00  minimum. 
•  All  other  classifications  304  per  word — $4.00  minimum.  •  DISPLAY  ads  $20.00  per  inch. 
•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 
Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos,  etc.,  sent  to 

box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Management 

See  display  ad — Opportunity. 

Sales 

Experienced  salesman,  radio.  If  you  are  aggres- 
sive, interested  in  making  top  money  in  sub- 

stantial market  with  solid  radio-tv  operation,  we 
want  you.  Opportunity  excellent  for  permanent 
man  who  can  produce.  Guarantee  and  com- 

mission commensurate  with  your  ability.  No 
others  need  apply.  Box  185F,  BROADCASTING. 

I  want  a  real  live  wire  salesman  for  large  North 
Carolina  market.  Interested  only  in  men  now 
working  in  southern  states.  Qualified  man  can 
make  real  money  while  living  in  one  of  south 's most  pleasant  cities.  Rush  replies  to  Box  232F, 
BROADCASTING. 

Unusual  opening  for  aggressive  salesman,  who 
wants  to  move  up  to  a  substantial  northeastern 
Ohio  market.  Guarantee  of  up  to  $600  per  month 
with  top  account  list  worth  $12,000  to  a  producer. 
Sales  manager  position  open  to  you  if  you  qual- 

ify. Best  references  required.  Box  320F,  BROAD- CASTING. 

Successful  salesman  interested  in  increasing  his 
income.  Excellent  income  for  qualified,  ambitious 
worker.  Permanent  position  in  New  Jersey.  Write 
stating  qualifications,  and  experience.  Box  354F, 
BROADCASTING. 

Salesman,  strong,  aggressive  for  top  stations 
Boston,  and  Washington,  D.  C.  Must  have  car 
and  interest  in  permanent,  expanding  oppor- 

tunity. Box  368F,  BROADCASTING. 

See  display  ad — Opportunity. 

California,  KCHJ,  Delano.  Serves  1,300,000.  In- 
creasing sales  staff. 

Stale  mate?  Write  your  own  salary  as  salesman- 
anouncer.  Guaranteed  $400  start.  You  keep  talent 
sales  fifteen  percent.  Rush  tape,  photo,  back- 

ground KPRK,  Livingston,  Montana. 

Salesman  with  considerable  experience  for  top 
music  and  news  station  WEZY,  Cocoa,  Florida. 
Send  complete  resume. 

Excellent  opportunity  for  salesman-announcer 
with  progressive  organization.  Top  station  in 
market.  Good  salary  plus  commission.  Send 
details.  Radio  Station  WRNB,  New  Bern,  N.  C. 

Announcers 

Florida.  Need  experienced  personality  pop  dj. 
Above  average  salary.  Promotion  minded  station. 
Send  tape,  background.  Box  750E,  BROADCAST- ING. 

Negro  dj — southerner  only — religious  or  R&B — 
America's  highest  audience  rated  negro  group. Picture,  tape,  letter  Box  903E,  BROADCASTING. 

Piedmont  indie  needs  two  experienced  an- 
nouncers, 80  weekly.  Tape,  resume.  Box  184F, 

BROADCASTING. 

Announcer-first  phone.  Are  you  26,  married, 
tired  of  moving  around,  looking  for  a  solid  good 
paying  position  in  the  mid-west.  Are  you  a 
good  air  salesman  with  voice  authority  who 
wants  to  start  at  $100.00  per  week.  Then  we 
need  each  other.  Send  background,  references, 
photo,  tape  to  Box  196F,  BROADCASTING. 

Major  midwest  independent  in  one  of  top  ten 
markets  needs  a  top  flight  morning  newsman, 
edit  and  air  local  news.  Send  resume  and  salary 
requirements.  Box  296F,  BROADCASTING. 
Newsman  with  authoritative  delivery  and  ability 
to  father  and  write.  Excellent  salary  and  talent 
set-up.  Six  day  week.  Northeastern  Ohio  metro- 

politan market.  Send  photo,  tape,  resume  first 
letter.  Box  299F,  BROADCASTING.  
Girl,  experienced  staff  announcer,  Pauline  Fred- 

erick voice  quality  and  diction.  Apply  NBC  In- 
termountain  station,  Box  331F,  BROADCASTING. 
Announcer-first  phone — a  wonderful  opportunity 
for  a  young  man  looking  for  a  good  starting 
salary,  plus  permanent  location — 5000  watt  South Georgia  station.  Box  345F,  BROADCASTING. 
Wisconsin  lakeshore  daytimer  desires  1st  ticket 
announcers.  Box  351F,  BROADCASTING. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Immediate  opening  for  lively  paced  disc  jockey  in 
established  metropolitan  midwest  market.  Ex- 

perienced background  necessary.  Send  tape  and 
complete  background.  Box  356F,  BROADCAST- ING. 

Move  up.  Seasoned  staff  announcer  wanted  in 
September.  News  gathering  and  writing  ability 
important  but  not  primary  duty  at  present.  No 
top  40  deejay  types.  Northern  Illinois  kilowatt 
independent.  Write  age,  education,  marital  status, 
experience  in  detail.  Personal  interview  re- 

quired. Box  187F,  BROADCASTING. 

Announcer  for  day  shift,  experienced  in  news, 
weather,  music  format,  also  color  man  for  sports. 
Apply  by  letter.  Do  not  send  tape.  Radio  KCOL, 
P.  O.  Box  574,  Fort  Collins,  Colorado. 

If  you  want  to  work  for  a  28  year  old  5  kw,  in 
a  small  community  of  20,000  where  the  summer- 

time and  wintertime  climate  is  ideal;  if  you  be- 
lieve in  adult  programming  and  will  help  us 

serve  the  community;  if  you  can  stand  close 
scrutiny  on  credit  and  character;  and  if  you're ready  to  settle  down  and  be  assured  of  security 
and  a  good  future,  contact  Ken  Kilmer,  KFXD, 
Nampa,  Idaho. 

Combo  man  air  salesman  with  first  phone  ticket, 
two  years  experience,  married.  Top  flight,  single 
station  market,  air  and  land  mobile  units,  inter- 

city phone  line.  Young,  progressive  manage- 
ment, here's  the  place  you  can  express  your  own ability,  no  rock  and  roll  operation.  Start  at 

$100  weekly,  send  tape,  background,  photo  or  if 
in  area,  call  for  personal  interview.  KHMO, 
Hannibal,  Missouri,  James  F.  Jae,  Jr.,  Manager. 

Have  vacancy  for  qualified  combination  staff  an- 
nouncer and  adult  dj.  No  top  40  and  no  floaters. 

Good  living  conditions  and  excellent  climate. 
Send  snapshot  and  tape  with  news,  commercials 
and  dj  work.  Manager,  KSWS,  Roswell,  New Mexico. 

Have  good  job  for  good  announcer.  KWRT, 
Boonville,  Missouri. 

Immediate  opening:  #1  top  40  station  in  medium 
market.  Production  and  promotion  minded  dj. 
Must  be  ambitious  and  after  my  job.  Send  every- 

thing with  first  reply.  Bob  Norris,  WDVH, 
Gainesville,  Florida. 

Help!  We're  building  the  biggest  and  best  news and  music  station  on  the  Florida  gold  coast.  Need 
4  top-notch  deejays,  experienced,  mature,  imag- 

inative. No  kids,  no  beginners,  no  odd-balls. 
Send  tape,  photo,  resume  and  minimum  salary 
requirements  in  first  letter.  Immediate  opening! 
Write  Program  Director,  WFTL,  Ft.  Lauderdale, 
Florida. 

Wanted:  Capable,  experienced,  personable  an- 
nouncer. Will  pay  well  for  willing  worker  with 

cheerful  disposition.  Personal  interview  required, 
no  collect  phone  calls.  Contact,  Ben  Mayo,  Pro- 

gram Director,  WGAC,  Augusta,  Georgia.  Phone 
PA  2-2692. 

Experienced  announcer-deejay  wanted  immedi- 
ately! Top  pay  for  right  man!  Music-news  in- 

dependent. We  pay  good,  we  want  only  good 
men!  Paul  Parker,  WLAS,  Jacksonville,  N.  C. 
Experienced  newsman  for  growing  news  opera- 

tion covering  four  counties.  Send  resume  and 
tape  to  WLNA,  Peekskill,  New  York. 
Experienced  announcer-engineer,  good  in  both 
capacities,  is  needed  by  the  dominant  station, 
5,000  watt  network  affiliate,  in  prosperous  gulf 
coast  resort.  We  may  take  some  time  making  up 
our  minds,  but  we  want  a  man  who'll  stay.  Prop- er engineering  background  may  qualify  you  for 
chief's  position  with  commensurate  pay.  Send tape,  photo,  experience  and  references  to  E.  L. 
Dukate,  WPCF,  Panama  City,  Florida. 

Technical 

Chief  engineer  for  brand  new  directional  day- 
timer  in  Pittsburgh  area  one  of  growing  chain. 
All  new  equipment  with  excellent  layout.  Excel- 

lent salary  and  working  conditions.  No  an- 
nouncing required.  Personal  interview  necessary. 

Box   180F,  BROADCASTING. 

Chief  engineer  single  market  southern  network 
station  using  remote  control.  Inquiries  confi- dential. Box  337F,  BROADCASTING. 

RADIO 

Help  Wanted— (Cont'd) 
Technical 

Permanent  opening  for  experienced  chief  en- 
gineer capable  maintaining  250  watt  am  plus  fm 

station.  Unusually  pleasant  small  Pennsylvania 
College  city.  Married,  must  like  small  city  life. 
Ability  handle  limited  announcing  desirable  but 
not  essential.  Full  details,  including  earnings, 
photo,  etc.,  to  Box  360F,  BROADCASTING. 

Chief  engineer  .  .  .  experienced  only!  Must  do 
maintenance!  Announcing  helpful  but  not  es- 

sential. Immediate  opening.  Paul  Parker,  WLAS, 
Jacksonville,  N.  C. 

First  phone  engineer — no  announcing,  technical 
school  graduate.  Prefer  married  man.  Union  scale 
$85.50  start,  escalator  increases.  Write  Bernie 
Koval,  Radio  Station  WPEO,  Peoria,  111. 

Production-Programming,  Others 

Mr.  News  Director,  this  ad  will  run  until  we  find 
the  right  man.  We  need  a  newsman  who  gets 
behind  the  surface  news;  who  knows  what's  go- ing on.  News  in  depth  is  our  most  important 
service.  Good  salary  and  facilities.  Write  Box 
179E,  BROADCASTING. 

Metropolitan,  top  rated  independent  needs  sharp 
traffic  director.  Unlimited  opportunity.  Im- 

mediate opening.  Rush  complete  details.  Box 
802E,  BROADCASTING. 

Production  director  modern  radio.  Top  indie,  top 
ten  market.  Storz,  Bartell,  Plough,  McLendon, 
or  similar  experience  required.  Fantastic  oppor- 

tunity. Rush  tape.  Box  114F,  BROADCASTING. 

News  director.  Pennsylvania  five  kilowatt  needs 
hard  hitting  man  to  set  up,  maintain  and  manage 
local  news  department.  Send  resume,  tape,  salary 
expected  to  Box  281F,  BROADCASTING. 

Experienced  newsman  needed  now  for  10  kw 
station  in  northwest  North  Carolina.  Emphasis 
on  local  news!  Also  some  general  announcing. 
Excellent  opportunity  for  right  man.  Send  tape, 
resume.  Box  282F,  BROADCASTING. 

Attention  RFD's.  Had  farm  experience?  Know 
farm  accounts?  Midwest  high  power  station  seeks 
man  with  farm-radio  background.  Free  reign 
given  for  production  of  farm  shows.  3  hours  air 
time  per  day — own  account  list  for  selling.  Be  in 
good  health — willing  to  work  8V2  hour  day.  Good 
future  in  fine  community.  Send  resume,  refer- 

ence, picture,  tape.  Box  301F,  BROADCASTING. 

$6000  per  year  for  news  director  with  know  how 
to  do  a  complete  job.  Established  news  minded 
station  will  provide  the  working  tools,  you  pro- 

vide the  knowledge  and  interest.  Full  details  to 
Box  318F,  BROADCASTING. 

Experienced  girl  Friday.  Traffic,  continuity,  cor- 
respondence. Emphasis  on  copy.  Minor  air  work. 

Start  $50.60  44-hour  week.  KHAS  Radio,  Hastings, Nebraska. 

Wanted  for  immediate  opening.  "Formula-Radio" program  director.  If  you  can  write  and  produce 
production  spot  announcements.  Take  complete 
charge  of  personnel.  "Sparkle"  on  the  air.  Con- tact: Verle  Thomson/Vince  Casey,  KISD,  Sioux 
Falls,  South  Dakota.  Phone:  4-5571.  
Have  all  news-gathering  facilities,  including 
mobile  unit  with  plenty  of  gas.  Need  man  with 
plenty  of  "go"  and  respectable  amount  of  gall. 
Must  dig  local  news  and  handle  all  news  cov- 

erage. KVBC,  413V2  West  Main,  Farmington,  New 
Mexico.  Attention  Bob  Houston. 
News:  Excellent  opportunity  for  aggressive,  ex- 

perienced newscaster,  reporter  and  editor.  Num- ber-1  rated  station,  with  live,  24  hour,  local  news 
operation,  using  mobile  units,  tapes,  etc.  Salary 
commensurate  with  experience  and  ability.  Con- 

fidential. Send  full  information,  including  when 
available,  salary  expected,  small  photo  and  audi- tion tape,  to  Roger  G.  Berk,  V.P.,  WAKR,  Akron 20,  Ohio.  

Newsman.  Radio  and  television,  capable  leg  and 
airman  with  small  market  station  experience, 
who  can  gather,  write,  and  air  news;  journalism 
education  background  preferred;  married;  vet- 

eran; stable  and  dependable  with  good  refer- 
ences; one  who  wants  a  permanent  berth  in  a 

news  department  which  has  twice  received  na- 
tional recognition.  Scale  starts  at  $85  for  40 

hours.  Salary  commensurate  with  experience 
and  ability.  Write  or  phone  W.  P.  Williamson, 
WKBN,  Youngstown,  Ohio,   STerling  2-1145. 
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GET  YOUR 

First  Class 

Commercial 

F.C.C. 

LICENSE 

IN  12 

WEEKS! 

Grantham  School  of  Electronics  specializes  in 
F.C.C.  license  preparation,  teaching  you  either 
by  correspondence  or  in  resident  classes.  Cor- 

respondence training  is  conducted  from  Wash- 
ington, Hollywood,  and  Seattle;  also,  resident 

DAY  and  EVENING  classes  are  held  in  all 

three  cities.  Regardless  of  whether  you  enroll 
by  correspondence  or  in  a  resident  class,  we 

train  you  quickly  and  well  — NO  previous 
training  required.  A  beginner  may  qualify 
for  his  first  class  F.C.C.  license  in  as  little  as 
twelve  weeks. 

Our  FREE  booklet.  Careers  in  Electronics, 
gives  complete  details  of  our  training  -  either 
home  study  or  resident  classes.  This  booklet 
tells  how  we  prepare  you,  quickly,  to  pass 
F.C.C.  examinations.  For  your  free  copy  of 
this  booklet,  clip  the  coupon  below  and  mail  it 
to  the  Grantham  School  nearest  you. 

WASHINGTON     Grantham  Sch001  °f  Electronics 

n  p  821 -19th  Street,  N.W. Washington  6,  D.C. 

HOLLYWOOD     Grantham  School  of  Electronics n  » I  ir  1505  N.  Western  Avenue 
UMLlr.  Hollywood  27,  California 

SEATTLE        Grantham  School  of  Electronics 

U/ACIi  408  Marion  street WA5n.  Seattle  4,  Washington 

MAIL  TO  SCHOOL  NEAREST  YOU 

RADIO  

Help  Wanted— (Cont'd) 

To:  GRANTHAM  SCHOOL  OF  ELECTRONICS 
Desk82-M  •  Washington  •  Hollywood  •  Seattle Gentlemen: 

Please  send  me  your  free  booklet  telling  how  I  can  get  my mmercial    F.C.C.   license  quickly.    I   understand   there   is  no 
comme 
obligation  and  no  salesman 

-Age- 

Address- 

City. -State- 

I  am  interested  in:  □  Home  Study,  □  Resident  Classes 

Production-Programming,  Others 

Copywriter-girl  Friday,  immediately  for  busy 
music-news  station.  Right  person  can  earn  top 
pay!  Experienced  only!  Paul  Parker,  WLAS, 
Jacksonville,  N.  C. 

RADIO 

Situations  Wanted 

Management 

Desire  permanent  opportunity  experienced  all 
phases,  presently  sales  management.  Prompt 
confidential  replies.  Box  227F,  BROADCASTING. 

Manager:  Currently  managing  top  station  in 
multiple  station  market.  Prefer  small  to  medium 
market  station  needing  young,  aggressive  man- 

ager who  will  settle  down  and  do  a  solid  radio 
job.  Box  236F,  BROADCASTING. 

Manager,  midwest.  Married,  children,  35,  sober. 
Ten  years,  all  phases  radio-tv,  sales,  announcing, 
management.  Employed  top  station  in  3  station 
market.  Best  references.  Box  239F,  BROAD- CASTING. 

I  offer  you  thirteen  years  experience  as  assistant 
manager,  program  director,  newsman,  salesman 
and  announcer  with  proven  record  of  top-flight 
management  and  production  in  250  to  50  kilowatt 
stations.  Presently  employed  by  fine  midwest  sta- 

tion, but  seeking  greater  responsibility  and  op- 
portunity. Navy  veteran,  college,  married  with 

two  children.  Can  be  available  after  August  15th. 
Salary  open,  midwest-east  only.  Tape,  photo  and 
references  available  but  desire  personal  inter- 

view. Box  246F,  BROADCASTING. 

Manager-chief  engineer.  37  years  old,  16  years  in 
the  business,  married,  4  children.  Desire  position 
with  small  station  in  good  market.  At  present 
manager-chief  engineer,  reason  for  leaving  new 
ownership.  Have  made  station  in  very  tough 
competitive  market,  the  most  listened  to  station 
in  the  area.  Available  two  weeks.  Apply  Box 
252F,  BROADCASTING. 

Executive  manager — having  24  years  successful 
background  as  station  owner-manager  interested 
in  discussing  opportunity  with  progressive  own- 

ers of  station  located  in  strong  competitive  mar- 
ket. Having  recently  sold  interests  in  two  radio 

stations,  party  has  found  retirement  unbearable. 
Full  information  in  first  letter  may  result  in 
further  inspection.  Box  295F,  BROADCASTING. 

Need  a  manager  well-versed  in  management, 
programming,  sales,  promotion,  announcing  and 
personnel?  I'm  29,  married.  Presently  employed 
with  NBC-TV  outlet.  Box  297F,  BROADCAST- ING. 

Successful  radio  manager  in  Florida  desires  new 
connection  in  Florida  radio  as  manager.  Box 
323F,  BROADCASTING. 

Assistant  manager-salesman-chief  engineer:  Ex- 
perienced, sober,  reliable.  Seeking  progressive 

station  with  bright  future.  Box  328F,  BROAD- CASTING. 

Management,  operations,  revenue  expansion.  Will 
consider  special  assignments.  Thirty  years  ex- 

perience. Box  329F,  BROADCASTING. 

Manager  for  small  or  medium  market  station. 
Twenty-five  years  in  radio,  12  years  in  present 
job  managing  small  market  radio-tv  combina- tion. Best  reasons  for  wanting  change.  $10,000 
plus  percentage.  Box  366F,  BROADCASTING. 

Sales 

Go-getter,  experienced,  seeking  good  potential. 
Prefer  deal  including  air  work.  Can  run  own 
board.  All  around  man — what  you're  looking  for. Box  305F,  BROADCASTING. 

Announcers 

Available  top  morning  and  dj  personality  with 
best  background  and  proven  performance,  record 
of  making  friends  and  revenue.  13  years  experi- 

ence in  radio  and  tv  at  top  tough  locations.  Have 
tapes,  will  travel,  prefer  competitive  markets 
east  and  midwest.  Box  242F.  BROADCASTING. 

Announcer,  experienced,  Manhattan,  anxious  to 
return  to  midwest.  Strong  on  news  editing  with 
high  interest  in  light  music — news — weather  pro- 

gramming. Operate  own  board.  Training  at 
Northwestern  University;  CBS,  New  York.  Col- 

lege graduate,  English  major;  married;  28.  Tapes 
and  references  available.  Box  256F,  BROAD- CASTING. 

Personality-dj,  imaginative,  peppy,  strong  news, 
board.  Radio  graduate,  tape.  Box  266F,  BROAD- CASTING. 

Excellent  radio-tv  sports  director  with  ten  years 
experience.  Top  references.  Desire  permanency. 
TV  news  and  production  experience.  Will  sell 
sports  programs.  Box  268F,  BROADCASTING. 

RADIO 

Situations  Wanted — (Cont'd) 
Announcers 

Good  music  station  announcer  with  program- 
ming experience,  single.  3  years  background  in 

this  medium.  Audition  tape,  photo  and  further 
particulars  on  request.  Box  283F,  BROADCAST- 
ING. 

Announcer-newsman  desires  relocation.  Pres- 
ently working  in  radio.  4  years  newspaper  ex- 

perience, college,  broadcasting  graduate.  Experi- 
enced in  continuity  writing.  Recently  married, 

draft  exempt  and  willing  to  travel.  Box  298F, BROADCASTING. 

Have  toothbrush,  will  travel.  Experienced  an- 
nouncer, dj,  news,  run  board,  sales.  Tape  on 

request.  Box  300F,  BROADCASTING. 

Experienced  sportscaster,  announcer.  Employed. 
Desires  position  at  sports  loving  station.  Box 
302F,  BROADCASTING. 

Negro  deejay,  good  board  man,  fast  patter, 
smooth  production.  I'm  the  one  you're  looking 
for.  Tape  and  resume.  Box  303F,  BROADCAST- 
ING. 

Girl  dj  announcer.  Go  anywhere.  Ready  now. 
Run  own  board.  Can  sell  too.  Steady,  no  bad 
habits.  Love  to  build  audiences  and  grab  ac- 

counts. Tape  and  resume.  Box  304F,  BROAD- 
CASTING. 

Announcer/engineer.  Emphasis  morning  deejay, 
news.  $100  forty  hard  hours.  Box  307F,  BROAD- 
CASTING. 

Announcer-professional  radio  man,  10  years  ex- 
perience. Doesn't  drink,  drift,  happily  married. 

Excellent  references.  Experience  all  phases.  Ex- 
perience and  references  speak  for  themselves. 

All  stations  considered.  Available  immediately. 
Box  309F,  BROADCASTING. 

Attractive  lady  dj,  announcer  available.  Experi- 
ence, run  own  board,  good  news,  strong  commer- 
cials, prefer  late  hour  show.  Good  references. 

Box  311F,  BROADCASTING. 

Personality-dj,  strong  commercials,  gimmicks, 
etc.,  run  own  board.  Steady,  eager  to  please.  Go 
anywhere.  Box  313F,  BROADCASTING. 

Don't  miss  this!  Smooth,  relaxed  (afternoon) 
radio  personality  now  working  6th  radio-tv  mar- 

ket desires  change.  Was  formerly  program  di- 
rector. Long  experience.  Plenty  of  ideas,  imagi- 
nation. Was  successful  pop  dj  in  50  kw  stations  in 

two  of  top  6  markets  with  high,  sustained  ratings. 
Love  to  work  with  people,  records,  and  micro- 

phone. The  product  is  strictly  professional.  Pre- fer east.  50  kw  or  other  progressive  station  only. 
Want  to  settle,  provided  earnings  and  work  are 
satisfactory.  Best  agency  and  station  references. 
Available  immediately.  Box  314F,  BROADCAST- 
ING.   

G.M. — your  sports  audience  deserves  top  flight 
coverage.  9  years  radio-tv  experience,  excellent 
play-by-play,  competent  commercial  and  staff, 
family,  stable,  reliable.  Box  316F,  BROADCAST- ING. 

To  a  station  offering  integrity,  adequate  staff, 
record  library,  mature  programming;  available 
announcer-engineer,  1st  phone,  5  years  experi- ence. Box  317F,  BROADCASTING. 

Do  you  want  all  the  audience  all  the  time?  Well, 
try  the  next  stand.  Do  you  want  a  personality 
who  appeals  to  an  orphaned  audience?  Pitch  your 
pennies  here!  Only  large  market  stations  need 
bother.  Box  322F,  BROADCASTING. 

Looking  for  new  pasture!  Nine  years  experience 
sportscasting,  baseball,  football  and  basketball. 
Five  years,  same  station.  Former  professional 
athlete.  Complete  resume  and  tapes  available 
plus  letters  of  recommendation.  Sponsors,  man- 

agement and  coaches  approval.  Personal  inter- view, if  necessary.  Available  September  10th. 
Permanent  only.  Married,  two  children.  Box  325F, 
BROADCASTING  

Sportscaster-staff,  7  years  experience.  Strong 
play-by-play.  College  graduate,  veteran.  Desire 
relocate  sports-staff  connection,  heavy  sports 
station.  Box  333F,  BROADCASTING. 

Announcer.  Knows  hard  and  soft  selling,  time 
selling  and  copywriting.  Box  334F,  BROAD- CASTING. 

Excellent  play-by-play.  Currently  in  metropoli- 
tan area.  Seeking  permanent  position  with  estab- lished organization.  Strong  on  music,  and  all 

around  staff.  Four  years  experience.  Box  335F, 
BROADCASTING. 

Radio-television  staff.  Strong  news-sports,  human 
interest.  College  grad,  major  communications. 
Experienced,  capable,  serious,  flexible.  Draft  de- ferred. Box  336F,  BROADCASTING. 

Sports-staff  announcer — play-by-play,  pd,  5  years 
experience,  college  graduate,  24,  married,  want 
permanence  with  sports  minded  organization, 
tv  opportunity,  finest  references,  employed.  Box 
338F,  BROADCASTING. 
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RADIO RADIO 
TELEVISION 

Situations  Wanted — (Cont'd) 
Announcers 

Experienced  announcer-salesman  desires  to  be- 
come working  partner  in  small  radio  station  in 

Wisconsin,  Illinois  or  Iowa.  Box  339F,  BROAD- 
CASTING. 

Experienced  "pop"  deejay.  Newscaster,  Now  em- ployed. Negro.  No  accent.  Am  not  negro  styled 
deejay.  Box  341F,  BROADCASTING. 

Experienced  news-sports  director,  25,  married, 
wishes  permanent  home.  All  news  phases;  play- 
by-play  all  sports.  Excellent  references.  Box  343F, 
BROADCASTING. 

Experienced  announcer,  desires  position  with  an 
up-and-coming  station.  Tape.  Box  344F,  BROAD- CASTING. 

Announcer,  27-family  man.  Eight  years  experi- 
ence. Desires  to  move  up.  Box  348F,  BROAD- 

CASTING. 

Going  top  40?  Complete  staff  of  dj's  that  are  now operating  top  40  format  that  has  taken  station 
from  last  to  first  in  a  half  million  market  with 
seven  stations,  would  like  to  talk  to  you.  Reason: 
We  got  the  rating  but  not  the  raise.  Box  349F, 
BROADCASTING. 

I'm  available,  again.  Same  old  jazz  (song  and dance).  Wow.  Box  352F,  BROADCASTING. 

Staff  announcer-newsman  experienced.  Currently 
employed,  married,  college  background.  Box 
353F,  BROADCASTING. 

Production-minded  dj  capable  of  polished  staff 
and  news  work.  Musician  ten  years,  veteran, 
some  college,  three  years  experience.  $5200  mini- 

mum. Prefer  Illinois-Missouri  area,  consider  all. 
Box  355F,  BROADCASTING. 

Crack  sports,  newscaster,  disc  jockey  interested 
career  with  good  station.  29,  family.  Box  357F, 
BROADCASTING. 

Versatile,  young  announcer.  Experienced.  Ex- 
cellent voice.  College  graduate.  Knows  board. 

Box  361F,  BROADCASTING. 

Staff  announcer — young,  married,  veteran.  Good 
music  and  news.  Short  on  experience — long  on 
potential.  Dependable,  ambitious.  Prefer  east 
coast.  Box  362F,  BROADCASTING. 

Man  of  America — looking  for  a  place  to  rest. 
3  years  experience  in  all  types  of  broadcasting. 
Box  363F,  BROADCASTING. 

Veteran  dj  with  formula  that  appeals.  Personal 
touch.  Can  do  football.  $110  weekly.  Box  364F, 
BROADCASTING. 

22.  Single.  Experienced.  Grad.  College  August. 
Exempt.  Tape,  photo.  3rd.  Box  367F,  BROAD- 
CASTING. 

Combo  tyro.  First  phone.  Ham.  Writer.  Choir 
singer.  Mature.  Some  five  kilowatt  experience. 
Apprentice  anywhere.  Box  369F,  BROADCAST- 
ING. 

Announcer,  experienced,  sports,  news.  Best  ref- 
erences, tape,  available  immediately.  Box  374F, 

BROADCASTING. 

First  phone  combo.  College  graduate.  Mature 
voice,  news,  sober,  conscientious  and  experi- 

enced. Complete  information  first  letter  please. 
Box  375F,  BROADCASTING. 

Announcer — 22,  married.  Has  everything  except 
experience.  Tape  on  request.  George  J.  Donlin, 
321  East  24th  Street,  New  York  10,  N.  Y. 

Florida:  First-class  announcer,  1st  ticket,  lousy 
engineer.  No  beep  and  squeak  stations  (I  don  t 
have  to  scare  'em  first — they  love  listening  to me),  no  48  hour  weeks.  News  and  good  music 
expert.  Ray  Dowell,  R  2,  Box  214,  Gainesville, 
FR  2-2057. 

Country  disc  jerk,  first  phone,  5  years  experi- 
ence, No.  1  in  area.  I  need  a  job  now  fellers, 

tape.  Ted  Foster,  4208  N.E.  28th  St.,  Fort  Worth, 
Texas.  Call  TE  8-9460. 

Experienced  announcer-chief  engineer  contem- 
plating move.  Mature  selling  voice.  Tape  on  re- 
quest. Peter  Grimes.  Phone  1545-R.  Marion, Illinois. 

Had  enough  "you-all-south"!  Ready  to  come back  western  states  permanently.  References.  7 
years  experience.  Phone  Marion  9-3954,  Ocala, 
Florida,  Hiram  Henry. 

Technical 

Experienced  engineer-announcer-sales.  Box  376F, BROADCASTING. 

Situations  Wanted — (Cont'd) 

Technical 

Attention  Texas  stations.  Matured  experienced 
chief  engineer,  native  Texan  desires  to  return 
home.  Over  twenty  years  experience  in  plan- 

ning, construction,  operations,  maintenance. 
Good  working  conditions  with  livable  salary.  No 
combo  work.  Box  324F,  BROADCASTING. 

1st  phone  operator,  now  working  as  chief  engi- 
neer. Experienced  in  all  am  studio  transmitter 

maintenance.  Desire  chief  engineer  at  small  sta- 
tion. Will  consider  any  opening.  William  Gabbert, 

Box  3099,  Little  Rock,  Arkansas. 

Production-Programming,  Others 

Female — beginner  in  radio  field  wishes  start  in 
either  announcing,  continuity,  copywriting,  etc. 
Hard  working,  dependable.  Box  326F,  BROAD- 
CASTING. 

Experienced  traffic  gal — 7  years  radio  and  tv, 
seeking  permanent  position  in  larger  city.  For 
full  information  write  Box  327F,  BROAD- CASTING. 

Copywriter-producer,  11  years  experience 
agency-radio.  Top  man  in  leading  eastern  mar- ket. Desire  relocate  west  coast.  Resume.  Box  370F, 
BROADCASTING. 

TELEVISION 

Help  Wanted 

Sales 

Top  flight  sales  manager,  opportunity  with  well 
established  NBC  midwest  television  station  for  a 
man  who  feels  he  can  make  $10,000  and  more 
on  a  600  per  month  base  and  commission  arrange- 

ment. Excellent  opportunity  in  a  market  with 
nearly  400,000  tv  homes.  Start  about  September 
1st.  Must  be  experienced  and  energetic.  Prefer 
married  man.  Write  giving  complete  details  to 
Box  178F,  BROADCASTING. 

Productive  salesman,  real  opportunity  for  solid 
man  in  nation's  46th  market,  300,000  pop,  in Texas.  Good  base  and  commission.  Send  resume 
and  photo  to  Box  253F,  BROADCASTING. 

Al:  Stop  stealing  Broadcasting  from  promotion 
department  rack!  Box  350F.  BROADCASTING. 

Wanted — Experienced  local  tv  time  salesman  by 
midwest  station.  Commission,  good  guarantee, 
and  choice  list  of  local  accounts.  Send  com- 

plete resume  including  experience,  sales  record, 
personal  history  and  recent  photo  to  Box  371F, 
BROADCASTING. 

Experienced  tv  salesman  wanted  for  New  York 
state,  NBC  affiliate.  On  air  accounts  to  start.  Ex- 

cellent base  plus  commission.  Write  giving  full 
resume  to  Box  372F,  BROADCASTING. 

Television  sales.  Top-rated  California  vhf  net- 
work affiliate  has  immediate  opening  for  aggres- 
sive salesman  interested  in  improving  income 

and  future.  Send  complete  resume  including  ex- 
perience, sales  record,  personal  history  and 

recent  photo  to  Jon  Kelly,  Sis.  Mgr.,  KCRA- 
TV,  Sacramento,  Calif.,  or  call  Gilbert  1-4631. 

Commercial  manager.  Want  an  experienced  man 
with  ability  and  character  to  assume  full  re- 

sponsibility of  sales  department  with  staff  com- 
petent local  and  regional  salesmen.  Department 

well  staffed.  You  must  have  good  knowledge  of 
and  experience  in  national  market  over  400.000 
television  homes.  A  top  quality  station.  Splendid 
working  and  living  conditions  in  city  of  120,000. 
Excellent  remuneration  and  growth  possibilities. 
CBS  basic  station,  Channel  2  for  9  years.  Write 
detailed  letter  about  yourself  and  family.  Send 
photo  and  references.  Interview  will  be  arranged 
for  most  suitable  applicants.  Write  General  Man- 

ager, WFMY-TV,  Greensboro,  N.  C. 

Wanted — A  reliable  salesman  with  ambition  to 
make  money.  Television  or  radio  sales  expe- 

rience necessary.  You  will  like  our  operation,  our 
city,  and  the  financial  opportunity  we  will  offer 
you.  Let's  talk  it  over.  Write  today  to  J.  M, 
Pennock,  Sales  Manager,  WLEX-TV,  Lexington, Kentucky. 

Technical 

Urgently  needed:  Experienced  tv  equipment  de- 
sign engineers.  Excellent  midwest  location.  Box 

346F,  BROADCASTING. 

Staff  opening  for  one  first-class  engineer.  Prefer 
operating  and  maintenance  experience  on  RCA 
TT25BH  tv  transmitter.  Box  209F,  BROADCAST- ING. 

Help  Wanted— (Cont'd) 
Technical 

Engineer  needed  effective  September  1,  1958,  by 
full  power  vhf  in  major  southern  market.  Start- 

ing salary  up  to  $105.00  per  week,  depending  on 
experience.  Please  furnish  details  including 
photograph  and  references,  in  first  letter.  Box 
315F,  BROADCASTING. 

Need  chief  engineer  and  assistant  engineer  for 
midwest  tv  stations.  Box  347F,  BROADCASTING. 

TV  transmitter  engineer.  Permanent  job  in  the 
southwest.  Would  consider  hard  working  radio 
engineer  who  wants  to  learn  television.  Send 
details  to  Box  273F,  BROADCASTING. 

Engineers  for  studio,  transmitter  or  remote  unit. 
Full  power,  well  equipped  educational  vhf  mid- 
south.  Box  358F,  BROADCASTING. 

Production-Programming,  Others 

We  need  a  production  manager  with  vitality, 
imagination,  and  creative  ability.  Excellent  work- 

ing conditions.  Good  salary.  A  successful  network 
affiliate  in  a  medium  sized  mid-western  city.  This 
man  must  be  able  to  train  staff  in  directing,  pro- 

jection and  all  phases  of  television  station  pro- 
duction. I£  you  are  looking  for  an  opportunity  to 

grow,  to  give  expression  to  your  ideas,  are 
willing  to  work  hard,  send  complete  details, 
resume  and  picture  to  Box  177F,  BROADCAST- ING. 

If  you  are  an  experienced  tv  production-promo- tion man  with  ambition  and  fresh  ideas  and  want 
to  get  back  into  the  Ohio  area,  write  Box  340F, 
BROADCASTING,  giving  resume,  picture  and 
expected  salary. 

TELEVISION 

Situations  Wanted 

Announcers 

Announcer — 8  years  radio,  4  years  tv — all  phases. 
Married,  non-drinker,  no  drifter.  Anywhere  east 
of  Mississippi.  Finest  of  references.  Excel  on 
spot  master  ceremonies  and  interview.  Only 
progressive  stations  considered.  Excellent  work 
ad  lib  on  camera.  Available  immediately.  Box 
310F,  BROADCASTING. 

9  years  radio,  2  years  tv.  All  phases  radio,  in- 
cluding sales.  Weather,  sports,  commercials, 

directing  tv.  Desire  announcing  larger  market. 
$125  start.  Conscientious  family  man.  Box  373F, 
BROADCASTING. 

Radio  background.  Some  tv  announcer-news- 
caster-director experience.  Available  immediate- 

ly. Roy  Mergner,  127  Ramsey  Avenue,  Keans- burg,  New  Jersey. 

Technical 

1st  phone  technician  desires  cameraman  work  in 
tv  station.  Electronic  graduate.  Available  im- 

mediately. Age  28.  Howard  Salzman,  3217  Bal- moral,  Chicago,  Illinois.  

First  phone,  vet,  married,  steady,  want  to  re- 
locate, tv  workshop  graduate  with  no  experience 

but  anxious  to  learn.  Complete  resume  on  re- 
quest. Robert  Walcher,  34  Spruce  St.,  Cedar- hurst,  N.  Y. 

Production-Programming,  Others 

Traffic-continuity  director  wishes  to  relocate  in 
the  west.  Experienced  copywriting,  preparation 
daily  logs  and  all  phases  traffic-continuity.  Pres- 

ently employed,  college,  best  references.  Box 257F,  BROADCASTING.  

Producer-director.  Creative,  mature,  stable.  4^2 
years  commercial  experience.  Expert  in  low 

budget,  high  quality  operations.  Excellent  ref- ererfces.  Family.  Box  312F,  BROADCASTING. 

SRT-tv  graduate.  Single,  with  music  background, 
wishes  position  of  music  librarian.  Win  double 
as  cameraman.  Box  330F,  BROADCASTING. 

Program  man,  2  years  experience  assisting  pro- 
gram director  of  network  film  subsidiary.  Desires 

challenging  position.  Willing  to  relocate.  Box 332F,  BROADCASTING.  

Producer-director  and  public  service  and  educa- 
tional director  for  midwest  commercial  tv  sta- 

tion program  director  for  educational  radio  and 
tv  operations,  radio  sales  and  agency  experi- 

ence, college  instructor,  good  educational  back- ground, community  theatre  experience,  talented 
in  production  and  directing.  Seeks  position  in 
program  planning,  production  and/or  directing where  interest  and  emphasis  are  uppermost 
regarding  effective  "live"  television  whether  a minute  commercial  or  full  hour  dramatic  show. 

Now  employed.  References.  Box  359F.  BROAD- 
CASTING  

Anxious  to  begin  directing  career.  University 
Wisconsin  graduate,  radio-television  major,  ad- 

vertising minor.  Extensive  WHA-TV.  training. 
Northwestern  University-NBC  .  Television  In- stitute. Go  anywhere  do  anything.  Jim  Young, 
Pleasant  Street,  Portage,  Wisconsin. 

Broadcasting 
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FOR  SALE 
FOR  SALE — (Cont'd) 

WANTED  TO  BUY 

Stations Equipment Equipment 

Managing  partner  wanted  for  superior,  med-mkt, Colorado  indie,  top  growth  area  and  climate, 
sound  investment  requires  $25,000  down,  balance 
on  good  terms.  Only  responsible,  producing  man- 

agers of  proven  ability  seeking  lifetime  oppor- 
tunity need  apply.  Owner  expanding  other  radio. 

All  replies  answered.  Box  228F,  BROADCAST- ING. 

Oregon,  quarter-kilowatt  $110,000.00.  29%  down. Wilt  Gunzendorfer  and  Associates.  8630  W. 
Olympic,  Los  Angeles. 

Waiting  buyers,  listings  wanted.  Hollingsworth 
Co.,  Inc..  "Guess  The  Lucky  Secret  Word." Program.  514  Hempstead  Ave.  W.  Hempstead. 
N.  Y. 

Norman  &  Norman,  Inc.,  510  Security  Bldg., 
Davenport,  Iowa.  Sales,  purchases,  appraisals, 
handled  with  care  and  discretion.  Experienced. 
Former  radio  and  television  owners  and  opera- 
tors. 

Nevada,  kilowatt  fulltime  active  market.  Wilt 
Gunzendorfer  and  Associates,  8630  W.  Olympic, 
Los  Angeles. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  6381  Hollywood  Blvd., 
Los  Angeles,  Calif. 

Southern  California  quarter-kilowatt  $50,000. 
Wilt  Gunzendorfer  and  Associates,  8630  W. 
Olympic,  Los  Angeles. 

Equipment 

RCA  250G  transmitter.  Equipment  operating 
trouble-free  at  time  of  routine  replacement. 
Make  good  auxiliary.  Box  208F,  BROADCAST- ING. 

TV  or  radio  tower — 600',  now  standing.  Sold  lis is  or  on  the  ground.  Box  306F,  BROADCASTING. 

One  each  RCA  33A-33B  jack  panels.  Never  used, 
bargain  $90.00.  Other  broadcast  materials  avail- 

able. Box  321F,  BROADCASTING. 

Western  Electric  23C  console  available  Septem- 
ber i.  Has  two  spare  turntable  pre-amps  which 

modifies  for  hi-fi.  Ideal  for  control  room  or 
recording  in  broadcast  station.  $600.  F.O.B. 
WACE,  Chicopee,  Massachusetts. 

FM  1  kw  GE,  amplifier,  little  used,  good  condi- 
tion, GE  transmitter  console.  Best  offer.  Contact 

Manager,  WLNA,  Peekskill,  N.Y. 

1  kw  Gates  BC-1J  transmitter  like  new — remote 
controlled  and  antenna  coupler,  value  new 
$4532.00— sell  for  $3500.00  cash— FOB,  Little  Rock 
— going  5  kw.  Write  John  McLendon  Associates, 
509  Lamar  Building,  Jackson,  Miss. 

Channel  10  RCA  TT5A  transmitter  with  tubes. 
Also  6-bay  antenna.  P.O.  Box  451,  Shreveport,  La. 

204'  self  supporting  Ideco  tower.  Dismantled, painted.  Consider  all  offers.  Box  748,  Rapid  City, 
South  Dakota. 

Western  Electric  1-C  frequency  monitor,  $150.00. 
Western  Electric  2-A  phase  monitor,  $150.00.  Gen- 

eral Radio  731-A  modulation  monitor  $50.00.  Each 
complete  with  tubes.  All  in  good  working  order. 
Excellent  chance  for  a  new  operation  to  save 
money.  Technical  Director,  KXYZ,  Houston, 
CApitol  2-6151. 

Limited  quantities  of  the  following  new  equip- ment are  available  from  Collins  Radio  Company, 
Special  Sales  Department,  Box  1548,  Cedar  Rap- 

ids, Iowa.  Turntable  chassis.  Presto.  10-B  $150.00. 
Floor  cabinet.  Presto.  CC5.  $50.00.  3-speed  turn- 

table W/Hyst.  motor.  Presto.  T68H.  $125.00.  3- 
speed  turntable  W/Shaded  pole  motor.  Presto. 
T68.  $70.00.  Turntable  less  cabinet.  RCA.  BQ-2A. 
$185.00.  2-speed  turntable.  Presto.  62A.  $250.00.  2- 
speed  turntable.  Presto  64A.  $150.00. 

Commercial  crystals  and  new  or  replacement 
crystals  for  RCA,  Gates,  W.E.  and  Bliley  holders; 
regrinding,  repair,  etc.  Also  am  monitor  service. 
Nationwide  unsolicited  testimonials  praise  our 
products  and  one  day  service.  Eidson  Electronic 
Co.,  PR  3-3901,  Temple,  Texas. 

196  foot  self-supported  Ideco  triangular  tower 
with  or  without  6  bay  Western  Electric  clover 
leaf  fm  antenna  and  approximately  400  ft.  type 
452  Andrew  3\'a"  transmission  line.  Tower  now in  place  on  building.  Also,  231  foot  Truscon 
triangular  self-supporting  tower  with  A-3  light- 

ing and  base  insulators,  disassembled  and  ready 
for  immediate  shipment.  Also,  Western  Electric 
25B  console  in  excellent  shape.  Glenn  Callison, 
Dir.  of  Eng.  the  McLendon  Stations,  2104  Jack- 

son St.,  Dallas,  Texas. 

Weather  warning  receivers  for  Conelrad  and 
Disaster  Weather  warnings.  Air  Alert  II — $46.50. 
Air  Alert  I— $89.50.  Miratel,  Inc.,  1080  Dionne 
St.,  St.  Paul,  Minn. 

500  ft.  self  supporting  Ideco  lighted  tower  with 
75  ft.  8  bay  Federal  squair  loop  fm  antenna  1250 
ft.  three  and  one-eighth  in.  51  Vi  ohm.  Transmis- 

sion line  like  new  will  sell  cheap  all  or  part. 
J.  D.  Williams,  Box  3213,  San  Antonio  11,  Texas. 
WA  2-5661. 

1  kw  Western  Electric  am  transmitter  now  in  use 
available  soon.  Bargain  $1,500.  Very  easy  terms, 
low  down  payment.  W.  A.  Wynne,  Rocky  Mount, 
N.C. 

WANTED  TO  BUY 

Stations 

Want  to  buy  small  station  in  Houston  area.  Your 
reply  confidential.  Box  207F,  BROADCASTING. 

Experienced  radio  man  desires  to  lease  Florida 
radio  station  with  option  to  buy.  Write  in  con- fidence. Box  216F,  BROADCASTING. 

Having  trouble,  will  lease-manage  your  station. 
Ten  years  radio,  qualified  experience,  former 
manager.  Sober  family  man.  Midwest.  Box  240F, 
BROADCASTING. 

Distressed  station:  Two  announcers  will  buy  or 
lease  small  operation.  Small  down  a  must.  Box 
319F,  BROADCASTING. 

Substantial  principals  seek  additional  radio 
stations  in  small-to-large  markets  in  New  Eng- 

land, middle  Atlantic  states  or  adjoining  areas. 
Minimum  gross  100M.  No  brokers.  Full  details  to 

Established  station  owner  metropolitan  Chicago 
area  is  interested  in  acquiring  an  additional  radio 
station.  Responsible  principals  or  representative 
may  submit  replies  in  strict  mutual  confidence. 
Call  or  write  Angus  D.  Pfaff,  Station  WNMP, 
Evanston,  Illinois. 

OPPORTUNITY  -  ARE  YOU  HE 

Someone  under  50  (younger  the  better)  wanting  unheard  of  opportunity  to  become 
financially  independent.  Must  have  a  proven  sales  record,  willing  to  work  for  peanuts  at 
start,  wife  and  family  willing  to  be  neglected  for  a  year.  Someone  capable  for  commercial 
manager  (no  desk  type)  and  later  assuming  all  the  headaches  of  full  control  of  expanding 
midwestern  radio  station  in  Y2  million  metropolitan  market.  Primary  coverage  over  1 
million,  market  over  5  billion.  If  there  is  such  a  person,  will  give  up  to  50%  interest 
(depending  upon  results)  after  specified  time.  Station  should  net  $100,000.00  per  year. 
This  is  a  deal  where  results  will  count.  Market  and  frequency  will  surprise  you.  There  is 
no  reason  for  not  becoming  No.  2  in  market.  Owners  too  old  for  headaches,  want  to  enjoy 
hunting,  fishing  and  Florida  sunshine.  If  there  is  such  a  man  willing  to  gamble  his  ability 
(we  doubt  it)  this  is  an  unbelievable  opportunity.  This  ad  will  appear  only  twice.  If  this 
unique  man  has  not  been  located  within  30  days  will  accept  one  of  many  offers  to  sell.  All 
replies  held  in  strict  confidence.  No  investigation  until  after  personal  interview  and  then 
only  with  consent.  Send  record,  picture,  etc.,  and  letter  from  wife  expressing  her  views. 

PLEASE — Drunks,  women  chasers,  etc.,  don't  reply,  you  are  only  wasting  your  time. 
Box  271F,  BROADCASTING 

Wanted  to  buy  used  portable  field  intensity 
meter,  must  be  in  excellent  condition.  Box  342F, 
BROADCASTING. 

Wanted:  Used  fm  frequency  and  modulation 
monitor  also  500  feet  used  one  and  five  eights 
inch  concentric  line.  Write  or  call  W.  H.  Torrey, 
KGNC,  Amarillo,  Texas. 

INSTRUCTIONS 

F.C.C.  first  phone  preparation  by  correspondence 
or  in  residence  classes.  Our  schools  are  located 
in  Washington,  Hollywood,  and  Seattle.  For 
details,  write:  Grantham  School,  Desk  2,  821 — 
19th  Street,  N.  W.,  Washington,  D.  C. 

KCC  first  phone  license  in  six  weeks.  Guaranteed 
instruction  by  master  teacher.  G.I.  approved. 
Phone  FLeetwood  2-2733.  Elkins  Radio  License 
School,  3605  Regent  Drive,  Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st  phone 
lir-ense.  5  to  6  weeks.  Reservations  required.  En- 

rolling now  for  classes  starting  Septem- 
ber 3,  October  29,  January  7,  1959  and  March  4, 

1959.  For  information,  references  and  reserva- 
tions write  William  B.  Ogden  Radio  Operational 

Engineering  School,  1150  West  Olive  Avenue, 
Burbank,  California. 

MISCELLANEOUS 

Bingo  Time  U.S.A.  1029-30  Equitable  Building 
Hollywood  and  Vine.  Printers  of  personalized 
Bingo  game  sheets  for  radio  and  television  pro- 

grams. We  also  print  in  colors,  a  patented  and 
copyrighted  Bingo  game  called  Kardo  in  3000 
game  sheet  series,  which  has  playing  card  sym- 

bols instead  of  just  numbers,  permitting  not 
only  the  playing  of  Bingo,  but  any  Poker  card 
hands  etc.,  the  announcer  may  call  for.  Prices 
are  $3.00  per  1000  game  sheets  imprinted  with 
your  art  copy.  Terms  one-third  with  order  on 
your  letterhead,  balance  on  delivery  of  three 
weeks.  Shipped  F.O.B.  Hollywood.  (Game  sheets 
have  I.B.M.  control  systems).  Write  P.  O.  Box 
1871,  Hollywood  28,  Calif.  Tel.  Hollywood  4-0141. 

RADIO 

Help  Wanted 

Announcers 

►TOP  AIR  PERSONALITY* 

to  really  start  living 

in  Portland,  Oregon- 
God's  Country 

Lush  greenery  everywhere  .  .  . 

temperate  good  -  to  -  be  -  alive 
climate.  Mountains,  lakes,  riv- 

ers, seashore  all  within  100 

miles.  Make  your  life  a  con- 
tinual vacation  in  Portland. 

Only  if  you  are  a  proven  suc- 
cess —  send  tape  and  back- 

ground to: 
John  Eichhorn  KGW  Radio 

Portland,  Oregon 
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November  1st,  will  need  a  sharp  announcer 
who  can  do  music  shows  and  newscasts  well. 
Part  day — part  night.  Growing  station  group  in 
growing  town.  Send  tape  showing  range  of 
ability  with  music  shows  and  newscasting;  letter 
of  application;  and  recent  picture. 

KWTX  Radio 
Waco,  Texas 

Broadcasting 



TELEVISION 

Help  Wanted 

Sales 

WE  NEED  A- 

SALESMAN! 

VHF  station,  maximum  power,  maxi- 

mum tower,  in  Southeastern  State. 

Can  guarantee  $9,000.00  to  good 

local  salesman.  Write 

Box  308F,  BROADCASTING 

Announcers 

EXPERIENCED 

TV-AM  ANNOUNCER 

WANTED 

With  a  market  of  over  one  and  one- 

quarter  million  people,  we  can  afford 

top  pay  plus  profit  sharing  for  the  right 

man.  Very  limited  live  work.  Send  tape, 

complete  information  first  contact  to 

Manager,  KVOS-TV,  Bellingham,  Wash- 
ington. 

Production-Programming,  Others 

PROMOTION  MAN 

WANTED 

Job  requires  experienced  man. 

Must  be  able  to  prepare  hard 

sell  radio  sales  presentations, 

make  up  and  execute  special  pro- 

motions, handle  a  $100,000  per 

year  budget.  Combination  radio- 

tv  Promotion  Director  with  sal- 

ary on  qualifications  plus  share 

in  profits. 

Send  complete  information  and 

expected  salary  range  to  Man- 

ager, KVOS-TV,  Bellingham, 

Washington. 

FOR  THE  RECORD  continued 

By   Chief   Hearing  Examiner 
James  D.  Cunningham  on  dates  shown: 

Scheduled  hearings  in  following  proceedings  on 
dates  shown:  am  applications  of  Bay  Area  Elec- tronic Assoc.  and  Sonoma  County  Bcstrs.,  Santa 
Rosa,  Calif.,  on  Oct.  16;  Ed.  fm  applications  of 
Pacifica  Foundation,  Pasadena,  Calif.,  and  Uni- 

versity of  Judaism,  Los  Angeles,  Calif.,  on  Oct. 
20;  fm  applications  of  Newark  Bcstg.  Corp.,  New- ark, N.  J.,  and  WMGM  Bcstg.  Corp.,  New  York, 
N.  Y.,  on  Oct.  21,  in  matter  of  revocation  of  li- cense of  Darwin  Bcstg.  Co.  (KHCD),  Clifton, 
Ariz.,  on  Oct.  7;  fm  applications  of  Falcon  Bcstg. 
Co.,  Vernon,  Calif.,  and  Sierra  Madre  Bcstg.  Co., 
Sierra  Madre,  Calif.,  on  Oct.  16.  Actions  July  28. 

By  Hearing  Examiner  Herbert  Sharfman on  July  28 

Issued  Memorandum  of  Ruling  in  proceeding 
on  am  applications  of  West  Shore  Bcstg.  Co., 
Beacon,  N.  Y.,  and  The  Westport  Bcstg.  Co.,  West- 
port,  Conn.,  indicating  that  motion  for  leave  to 
amend  its  application  by  The  Westport  Bcstg.  Co. 
was  granted  as  will  appear  from  the  transcript 
of  hearing  held  July  25. 

By  Hearing  Examiner  Annie  Neal  Huntting on  July  28 

Scheduled  prehearing  conference  for  Sept.  15 
at  2  p.m.,  on  fm  applications  of  Arnold  J.  Stone 
and  Patrick  Henry  and  David  D.  Larsen,  Ala- 

meda, Calif. 

By  Hearing  Examiner  Basil  P.  Cooper  on  July  25 
Granted  petition  by  St.  Anthony  Television 

Corp.,  for  leave  to  amend  its  application  for  cp 
for  new  tv  station  to  operate  on  ch.  11  in  Houma, 
La.,  to  decrease  the  antenna  height  from  1,049  ft. 
now  specified  to  765  ft.  above  ground  level,  and 
772  ft.  above  mean  sea  level. 

■A 

FOR  SALE 

Stations 

THE  PIONEER  FIRM  OF  TELEVISION 
AND    RADIO  MANAGEMENT 

CONSULTANTS— ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 
APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 
1736  Wisconsin  Ave.,  N.W. 
Washington    7,    D.  C. 

Equipment 

TAPE  RECORDERS 
All  Professional  Makes 
New — Used — Trades 

Supplies — Parts — Accessories 
STEFFEN  ELECTRO  ART  CO. 

4401  W.  North  Avenue 
Milwaukee  8,  Wise. 

Uptown  1-8150   TWX:  MI-193 
America's   Tape  Recorder  Specialists 

WSJG  (FM)  Miami,  Fla— Granted  mod.  of  cp 
to  increase  ERP  to  56  kw;  and  change  type 
trans.;  ant.  460  ft.,  condition. 
KFMM  (FM)  Tucson,  Ariz. — Granted  mod.  of 

cp  to  change  type  ant.  decrease  ERP  to  7.2  kw 
and  change  height  to  minus  24  ft.;  remote  control 

permitted. KCIX-TV  Nampa,  Idaho — Granted  mod.  of  cp 
to  change  ERP  to  vis.  8.32  kw,  aur.  4.17  kw,  in- 

stall new  trans,  change  type  ant.  other  equip- 
ment, and  antenna  height  to  340  ft. 

KFDA-TV  Amarillo,  Texas — Granted  mod.  of 
cp  to  change  ERP  to  vis.  316  kw,  aur  158  kw, 
make  other  equipment  changes;  antenna  800  ft. 

The  following  were  granted  extensions  of  com- 
pletion dates  as  shown:  WLOV  Cranston,  R.  I.,  to 

1-20-59;  KBAS-TV  Ephrata,  Wash.,  to  1-27-59; 
WJCT  Jacksonville,  Fla.,  to  9-27;  WJMR-TV  New 
Orleans,  La.,  to  2-2-59;  KEVE  Golden  Valley, 
Minn.,  to  10-31;  WFSU-FM  Tallahasse,  Fla., 
to  10-9;  KFMX  San  Diego,  Calif.,  to  12-31;  WSJG 
(FM)  Miami,  Fla.,  to  11-27;  WFKB  Key  West, 
Fla.  to  10-31. 

Actions  of  July  23 

KYA  San  Francisco,  Calif. — Remote  control 
permitted. WDOK-FM  Cleveland,  Ohio — Granted  license 
covering  increase  in  ERP  to  31  kw  and  add  West- 
inghouse  FM-10  kw  amplifier  to  visting  Westing- house  FM3. 
WDHF  Chicago,  HI. — Granted  cp  to  replace 

expired  permit  (as  mod.,  for  new  fm  station). 
WNDR  Syracuse,  N.  Y. — Granted  cp  to  install 

a  new  transmitter  as  auxiliary  trans,  at  main 
trans,  site. 
WCAY  Cayce,  S.  C— Granted  mod.  of  cp  to 

change   type   trans.;    remote   control  permitted. 

BROADCAST  ACTIONS 

By  Broadcast  Bureau 

Actions  of  July  25 

WFLR  Dundee,  N.  Y. — Granted  assignment  of 
license  to  Henry  Valent  tr/under  same  name. 
WGBF  Evansville,  Ind. — Granted  acquisition  of 

positive  control  by  Henry  B.  Walker,  et  al.,  as  a 
family  group  through  retirement  of  stock  by 
Curtis  Radiocasting  Corp. 
WFHR  Wisconsin  Rapids,  Wis. — Granted  cp  to install  a  new  trans. 
KMOX-TV  St.  Louis.— Granted  mod.  of  cp  to 

change  type  trans,  install  new  ant.  system  and 
make  other  equipment  changes. 

Actions  of  July  24 

KIFI  Idaho  Falls,  Idaho — Granted  license  cover- 
ing change  of  facilities  installation  of  new  trans, 

changes  in  ant.  system  and  change  ant. -trans, location. 
National  Bcstg.  Co.,  Inc.  New  York,  N.  Y. — 

Granted  authority  to  locate,  maintain  or  use 
studio  and  apparatus  for  purpose  of  producing 
television  programs  to  be  transmitted  or  de- 

livered to  various  Canadian  stations;  grant  is 
without  prejudice  to  such  action  as  the  Commis- 

sion may  deem  warranted  as  the  result  of  its 
final  determinations  (1)  with  respect  to  the  con- 

clusions and  recommendations  set  forth  in  Re- 
port of  the  Network  Study  Staff;  (2)  with  respect 

to  related  studies  and  inquiries  now  being  con- 
sidered or  conducted  by  the  Commission;  (3)  with 

respect  to  pending  anti-trust  matters  against NBC  and  RCA. 
WPNX  Columbus,  Ga. — Granted  license  cover- 

ing increase  in  daytime  power  and  installation  of 
a  new  trans. 
WBUD  Trenton,  N.  J. — Granted  license  cover- 

ing installation  of  new  trans,  at  main  trans, 
site  as  auxiliary  trans,  daytime  and  alternate 
main  trans,  nighttime. 
WINE  Kenmore,  N.  Y. — Granted  license  cover- 

ing installation  of  a  new  trans. 
KOOK  Billings,  Mont. — Granted  license  cover- 

ing changes  in  DA  pattern. 
WHAS  Louisville,  Ky.— Granted  mod.  of  license 

to  change  studio  location;  remote  control  per- mitted. 

WXIX  (Main  trans,  and  ant.)  Milwaukee,  Wis. 
— Granted  cp  to  change  ERP  to  vis.  100  kw,  aur. 
55  kw,  make  changes  in  ant.  system  and  overall 
height  above  ground  (530  ft.). 
WRCV-TV  Philadelphia,  Pa.— Granted  cp  to  in- 

stall auxiliary  ant.  near  the  main  trans,  site; 
grant  is  without  prejudice  to  such  action  as  Com- mission may  deem  warranted  as  result  of  its 
final  determinations  (1)  with  respect  to  conclu- 

sions and  recommendations  set  forth  in  Report  of 
the  Network  Study  Staff;  (2)  with  respect  to  re- 

lated studies  and  inquiries  now  being  considered 
or  conducted  by  Commission;  and  (3)  with  re- 

spect to  pending  anti-trust  matters  against  NBC and  RCA. 
KITE  San  Antonio,  Tex. — Granted  cp  to  change 

auxiliary  trans,  location  to  present  main  trans, 
location. 

KDPS  Des  Moines,  Iowa— Granted  cp  to  de- 
crease ERP  to  1.4  kw,  ant.  height  of  24  ft., 

change  ant. -trans,  and  studio  location. 
WHUN  Huntingdon,  Pa. — Granted  cp  to  change 

ant. -trans,  location  and  make  changes  in  ground 

system. 

Actions  of  July  22 

WPHB-FM  Philipsburg,  Pa.— Granted  request 
for  cancellation  of  license  (granted  July  14,  1958 
but  not  issued)  and  deletion  of  call  letters. 
KIKO  Miami,  Ariz. — Granted  license  for  am 

station  and  specify  type  trans. 
KZOL  Muleshoe,  Texas — Granted  license  for 

am  station. 
WERE  Cleveland,  Ohio— Granted  cp  to  install 

new  main  trans.;  and  cp  to  install  presently  li- 
censed main  trans,  as  auxiliary  trans,  at  main 

trans,  site. 
KMBC  Kansas  City,  Mo.— Granted  cp  to  in- 

stall new  main  trans,  and  cp  to  install  new  aux- 
iliary trans,  at  main  trans,  site. 

WLEU  Erie,  Pa. — Granted  cp  to  install  new 
type  trans,  as  auxiliary  trans,  at  main  trans,  site. 
KLYN  Amarillo,  Texas — Granted  cp  to  replace 

expired  cp  for  increase  in  daytime  power  from 
1  kw  to  5  kw,  install  new  trans,  and  make 
changes  in  DA  (DA-1  to  DA-2). 
WKRK  Murphy,  N.  C— Granted  mod.  of  cp  for 

approval  of  new  photographs  and  new  ground 

plat. 

Actions  of  July  21 

WESR  Tasley,  Va. — Granted  assignment  of  li- 
cense to  The  Accomack-Northampton  Bcstg.  Co. 

Inc. 
WNGO-AM-FM  Mayfield,  Ky.— Granted  trans- 

fer of  control  from  Charles  W.  Stratton,  H.  D. 
and  Mose  Bohn  to  Graves  County  Bcstg.  Co. 
WRAW  Reading,  Pa. — Granted  acquisition  of 

negative  control  by  each :  James  Hale  Steinman 
Foundation  and  John  Frederick  Steinman  Foun- 

dation through  transfer  of  stock  to  each  by 
James  Hale  Steinman  and  John  Frederick  Stein- 
man. 

KFEQ  St.  Joseph,  Mo. — Granted  request  to 
cancel  license  for  aux.  trans. 
KBIQ  Los  Angeles,  Calif. — Granted  authority 

to  remain  silent  for  period  ending  Sept.  30 — re 
failure  in  final  stage  of  trans. 
WBRK  Pittsfield,  Mass. — Granted  mod.  of  cp 

to  change  type  trans. 

License  Renewals 

Broadcasting 

Following  stations  were  granted  renewal  of 
license  WAEW  Crossville,  Tenn.;  WATE  Knox- 
ville,  Tenn.;  WAWK  Kendallville,  Ind.;  WBAT 
Marion,  Ind.;  WBTO  Linton,  Ind.;  WCBL  Benton, 
Ky.;  WDOC  Prestonsburg,  Ky.;  WDXL  Lexing- ton, Tenn.;  WEKY  Richmond,  Ky.;  WEPG  South 
Pittsburg,  Tenn.;  WFKY  Frankfort,  Ky.;  WFMS 
Indianapolis,  Ind.;  WFTG  London,  Ky.;  WFWL 
Camden,  Tenn.;  WGBF  Evansville,  Ind.;  WHAL 
Shelby  ville,  Tenn.;  WHIN  Gallatin,  Tenn.;  WJJM 
Lewisburg,  Tenn.;  WKBJ  Milan,  Tenn.;  WKIC 
Hazard,  Ky.;  WKLX  Paris,  Ky.;  WLAF  La  Fol- 
lette,  Tenn.;  WLAP-AM-FM  Lexington,  Ky.; 
WLIL  Lenoir  City,  Tenn.;  WMLF  Pineville,  Ky.; 
WMST  Mount  Sterling,  Ky.;  WORM  Savannah, 
Tenn.;  WORX  WORX-FM  Madison,  Ind.;  WTCR 
Ashland,  Ky.;  WTJS-FM  Jackson,  Tenn.;  WTRB 
Ripley,  Tenn.;  WVJS-AM-FM  Owensboro,  Ky.; 
WvVCA  Gary,  Ind.;  WWKY  Winchester,  Ky.; 
WXLW  Indianapolis,  Ind.;  WZYX  Cowan,  Tenn.; 
WPSR  Evansville,  Ind.;  WSKS  Wabash,  Ind.; 
WPTV  (TV)  Roanoke,  Ind.;  WRGP-TV  Chatta- nooga, Tenn.;  KVIM  New  Iberia,  La.;  KMAR 
Winnsboro,  La.;  WBBF  Rochester,  N.  Y.;  WKXV 
Knoxville,  Tenn.;  WGH  Newport  News,  Va. 
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Here  is  how 

WSB  Radio  and  WSB-TV  domi
nate 

their  fields  in  Atlanta 

Metropolitan  Atlanta 

Leadership  in  Radio  Audience  Ratings 

Sunday  thru  Saturday— 504  Quarter-hours 

Nielsen-March/ April  1958 
(There  are  14  radio  stations 

in  the  metropolitan  area) 
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Metropolitan  Atlanta 

Leadership  in 

Television  Audience  Ratings 

Sunday  thru  Saturday,  May  5/11  —  ARB 

454  quarter-hours  (all  three  stations  on 

the  air).  Ties  were  counted  as  "firsts" for  each  station  Involved. 
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53.3%  ]  27.5%  I1 19.2 

WSB 2nd  Sta.    3rd  Sta.    4th  Sta.    5th  Sta. 
WSB-TV 

2nd  Sta. 
3rd  Sta. 

An  advertiser's  choice  of  stations  in  Atlanta  can  make  a  sizable  dif- 

ference in  his  sales  results.  These  charts  show  why.  In  few  cities  of  the 

nation  do  you  see  so  marked  a  degree  of  consumer  preference.  This  massive 

preference  for  WSB  Radio  and  WSB  Television  is  built  on  a  record  of 

superior  local  programming,  better  news  service  and  staff  work  of  high 

professional  quality.  Certainly  your  advertising  in  Atlanta  belongs  on 

the  WSB  stations. 

WSB  RADIO/ WSB-TV 
Affiliated  with  The  Atlanta  Journal  and  Constitution.  NBC 

Represented  by  Edward  Petry  &  Company 
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MONDAY  MEMO  < 

1 

IS 

from  NELSON  CARTER,  vice  •president,  Foote,  Cone  &  Belding,  Los  Angeles 

Creativity  rides  free  and  high 

in  adlands  'Somewhere  West  of  Laramie' 

Somewhere  West  of  Laramie — the 

headline  of  Ned  Jordan's  classic  adver- 
tisement 30  years  ago — was  for  a 

sports  car.  His  text  suggested  that  the 
Jordan  Playboy  properly  belonged 
somewhere  out  West  where  there  was  a 

spirit  of  excitement  and  freedom,  a 
wind-in-the-hair  enjoyment  of  working 

and  living.  It  might  equally  well  be  ap- 
plied to  advertising  in  the  West,  as  it 

has  developed  today. 

Those  who  attended  the  Advertising 

Assn.  of  the  West  convention  in  Van- 
couver this  summer  will  testify  to  this 

after  seeing  the  winners  presented  from 
hundreds  of  advertising  entries  in  the 
Craft  Competition.  They  represented 

the  judges'  selection  of  the  best  in  busi- 
ness publications,  consumer  magazines, 

farm  papers,  outdoor  and  transit,  on  ra- 
dio and  tv.  They  included  black-and- 

white  and  color  newspaper  awards,  both 
retail  and  national  advertising. 

All  of  them,  whether  from  big  cities 

or  small,  from  major  advertisers  or  local 

retail  stores,  were  professionally  and  ex- 
pertly done.  They  made  their  sales  point 

clearly,  quickly  and  with  believability. 
But  what  characterized  them  all  was  a 

freshness  of  approach,  evidence  of  an 

almost  rugged  determination  not  to  imi- 
tate others,  to  break  away  from  some  of 

the  old  formulas,  to  create  something 

genuinely  new. 
This  observer  was  impressed.  It 

seems  that  advertising  in  the  West  has 
not  only  rapidly  come  of  age  but  is  also 
evidencing  much  of  the  same  fresh  and 
creative  approach  to  its  work  that  has 
long  been  the  distinction  of  western 
fashions,  furniture,  arts,  architecture, 
distribution  and  entertainment. 

The  wide-open  spaces  seem  to  en- 
courage less  in-breeding  and  imitation. 

There  is  an  eagerness  to  experiment. 

The  results  may  not  always  be  success- 
ful but,  at  least,  the  spirit  is  willing. 

The  dimensions  of  Western  adver- 
tising are  growing  with  the  population. 

People  in  the  1 1  Western  states  are  in- 
creasing at  twice  the  national  rate. 

Western  advertising  volume  has  been 
jumping  ahead  of  national  figures  at  an 
even  greater  pace,  up  some  450%  in 

the  past  ten  years.  The  number  of  mil- 
lion dollar  budgets  in  the  West  has  in- 

creased four  time  in  that  same  period. 

Recognition  of  the  area's  present  and 
future  potential  is  demonstrated  by  the 
regional  offices  opened  by  the  larger 
eastern  agencies  in  recent  years.  Of  the 

32  largest  New  York  and  Chicago  agen- 
cies, more  than  a  third  of  their  branches 

are  now  in  the  West.  They  are  par- 
ticipating in  this  boom  along  with 

agencies  whose  headquarters  are  here. 

The  number  of  western-owned  agen- 
cies who  have  seen  their  billings  climb 

over  the  $5  million  mark  is  up  six  times 
over  the  select  group  of  just  five  years 

ago. However,  these  are  figures  only 

symptomatic  of  growing  opportunities 

in  a  fast-growing  land.  More  important, 
it  would  seem,  is  the  quality  of  the  work 
being  turned  out  some  3,000  miles 
from  Madison  Avenue. 

Old-timers  will  recall  that  the  West 

has  long  pioneered  in  fresh  ideas.  It 

introduced  the  idea  of  community  ad- 
vertising, led  by  the  Ail-Year  Club  of 

Southern  California;  grower  coopera- 
tive marketing  and  advertising;  new 

techniques  in  food  advertising  as  well 

as  the  popularization  of  self-service  and 
the  supermarket;  big  shopping  centers; 
aircraft  advertising  that  sold  seats 

rather  than  planes;  modern  service  sta- 
tions; new  concepts  in  fashion  adver- 

tising— to  say  nothing  of  the  merchan- 
dising and  marketing  activities  asso- 

ciated with  outdoor  living  and  leisure 
time. 

Going  back  to  the  old  days  of  radio, 

you  could  cite  Carleton  Morse's  One 
Man's  Family  and  /  Love  a  Mystery; 
Calling  All  Cars,  the  grand-daddy  of 
Dragnet  and  all  the  rest;  the  Shell  Cha- 

teau, Hollywood  Hotel,  and  Maxwell 
House  Showboat;  Breakfast  in  Holly- 

wood (the  forerunner  of  Queen  for  a 

Day);  Crosby  and  Hope;  and  the  many 
productions  of  Raymond  Morgan  and 
C.  P.  McGregor.  You  could  continue 

for  days  about  the 
shows  and  personalities 
that  originated  in  the 
West. 

In  tv,  much  of  the 
same  fresh  and  creative 

thinking  has  been  ap- 
plied. Because  it  is  of 

more  recent  times,  the 
contributions  are  easier 

to  recall.  Nor  is  it  sim- 

ply a  matter  of  enter- tainment. In  the  field  of 
tv  commercials,  highly 

original  work  is  going 
into  the  production  of 

the  spots  that  are  now 
created  and  animated  in 
abundance  on  the  West 

Coast  for  clients  all  over  the  United 

States.  The  "Burgie  Beer"  ID's,  the 
notable  Jello  spots,  and  the  Armour 
Chiffon  commercials  are  typical.  It  was 
one  of  the  last  named  that  won  top 

prize  at  the  Cannes  International  Film 
Festival. 

Everyone,  even  the  local  advertisers, 
get  in  on  the  creative  act.  Radio  spots 
ordered  for  car  dealers,  discount  houses 

and  drug  stores  in  Southern  California 

show  a  lively  ingenuity  and  are  fre- 
quently copied  across  the  country. 

These  are  just  a  few  of  the  many 

examples  that  could  be  racked  up  in 

support  of  the  premise  that  western 
advertising  is  not  only  budding  out  in 
all  directions  but  is  also  blooming  with 
fresh,  new  ideas.  It  is  a  good  thing,  too, 

because  it  would  seem  that  this  industry 
of  ours  could  stand  a  good  measure  of 

it.  Because  big  cakes  worked  for  Pills- 
bury,  big  heads  for  Marlboro,  and  an 

eye-patch  for  Hathaway  is  no  guarantee 
that  big  food,  big  heads,  and  eye-patch 
gimmicks  are  a  short-cut  to  success,  as 
probably  the  many  imitators  have  found 

out. There  has  never  been  and  never  will 

be  any  substitute  for  original  thinking 
and  creative  work  in  this  business.  It 

doesn't  come  about  by  imitating  the 
campaign  down  the  street  that  everyone 
in  the  business  is  talking  about;  nor  can 
it  come  from  slavish  adherence  to  worn- 
out  formulas.  It  flourishes  best  in  an 

atmosphere  of  freedom  and  enthusiasm. 
Out  in  the  West,  there  happens  to  be 

a  considerable  amount  of  both.  Maybe 

that  is  one  reason  why  those  winning 

advertisements  displayed  at  the  Adver- 
tising Assn.  of  the  West  convention 

looked  so  good. 

Nelson  Carter,  b.  July  5, 

1908,  Long  Beach,  Calif. 
A.B.,  Stanford  U.,  1930, 
M.A.  1931.  Started  career 
with  Beaumont  Hohman  Adv. 

Agency,  San  Francisco;  suc- 
cessively managed  this 

agency's  Omaha,  Chicago 
and  Los  Angeles  offices. 

Joined  Foote,  Cone  &  Beld- 

ing in  1939;  named  v.p.-gen- 
eral  manager  of  L.A.  office, 
1958.  President,  L.A.  Adv. 

Club,  1955-56.  Current  pres- 
ident, Adv.  Assn.  of  the  West. 

Sports:     Tennis  and  fishing. 
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EDITORIALS 

Stand-by  Censorship 

CENSORSHIP  is  an  ugly  practice  which  becomes  only  slightly 
more  attractive  when  accepted  voluntarily  in  time  of  war. 

Yet  for  all  its  ugliness,  censorship  is  an  indispensable  weapon.  In 
World  War  II  it  functioned,  with  considerable  success,  as  a  basic 
element  of  the  war  effort.  If  World  War  III  were  to  come  about, 

censorship  would  be  invoked  again — assuming  there  was  something 
left  to  censor. 

The  voluntary  code  of  censorship  which  is  published  in  this 
issue  has  been  designed,  as  much  as  any  code  of  its  kind  can  be, 
as  an  instrument  of  the  missile  age.  It  could  and  should  be  put  into 
effect  immediately  in  the  event  of  a  serious  attack  against  the 
United  States. 

But  what  about  the  application  of  the  code  in  less  catastrophic 
circumstances?  How  big  a  war  must  it  be,  and  how  near,  to  justify 
the  imposition  of  the  kind  of  censorship  described  in  the  voluntary 
code?  This  question,  we  suggest,  deserves  serious  attention.  As 
far  as  we  can  determine,  it  has  not  been  resolved. 

Now  that  a  stand-by  code  has  been  drafted  and  apparently  ap- 
proved by  the  White  House  and  defense  establishment,  the  next 

step  must  be  the  drafting  of  possible  circumstances  for  its  use. 

In  this  the  government  needs  advice.  Responsible  leaders  of  broad- 
casting and  publishing  ought  to  seek  agreement  among  themselves 

as  to  the  kinds  of  national  peril  that  would  make  censorship 
necessary. 

The  President  would  then  have  a  sensible  guide  in  considering 
a  decision  to  invoke  censorship.  For  such  a  decision  he  needs 
guidance,  prepared  in  advance,  by  the  people  in  the  best  position  to 
equate  the  national  safety  with  the  suspension  of  constitutional 

liberties — the  men  who  operate  journalism  in  the  U.  S. 

Your  Own  Backyard 

THERE'S  considerable  to-do  these  days  about  local  audience 
promotion.  The  methods  used  to  increase  share  of  audience 

may  vary,  but  the  objective  is  always  the  same. 
In  some  markets  stations  have  gone  to  extremes  in  their  special 

promotions,  particularly  during  rating  weeks.  Giveaways  are 

boosted  and,  on  tv,  the  best  in  films  are  shown.  Usually,  news- 
paper lineage  is  increased  to  promote  audience  for  the  shows  being 

promoted.  It  has  become  a  windfall  for  newspapers,  who  otherwise 
compete  vigorously  against  radio  and  television  for  the  same 
advertising  dollar. 

Two  major  market  television  stations — WTVJ  Miami  and  KMTV 

Omaha — report  they  have  found  that  the  use  of  their  own  medium 
brings  spectacular  results.  Both  reported  increases  in  their  share  of 

audience  without  resorting  to  the  usual  practices.  WTVJ  not  only 
used  its  own  station  (without  program  loading)  but  also  bought 
spot  schedules  on  two  Miami  radio  stations.  KMTV  has  cut  out 

all  special  rating  week  newspaper  ads  and  stepped  up  on-the-air 
promotion. 

It  may  not  work  everywhere,  but  here's  tangible  proof  that 
merchandising  on  one's  own  medium  pays  off.  And  isn't  that 
precisely  what  broadcasters  peddle  to  their  prospects? 

Uplift  Follows  Oversight 

IF  legislation  drafted  by  the  House  Legislative  Oversight  Com- 

mittee is  enacted  (and  there's  little  reason  to  believe  it  won't  be), 
the  FCC  must  adopt  a  code  of  ethics  contrived  to  forestall  future 

attempts  to  influence  its  decisions.  The  code  would  spell  out 
standards  of  conduct  by  members,  staff  and  persons  doing  business 
with  the  Commission.  It  would  be  a  model  for  all  other  administra- 

tive agencies. 

The  legislation  is  the  outgrowth  of  the  influence-peddling  inquiry 
conducted  by  the  Oversight  Committee  which  left  the  FCC  in  such 

bad  odor — until  the  headlines  were  grabbed  by  the  Adams-Goldfine 
mess.  Its  goal  is  to  restore  public  confidence  in  government. 

Certainly  no  harm  can  come  of  it.  The  question  is  whether  it 
will  do  any  good.  Among  other  things,  FCC  members  would  be 
deprived  of  the  right  to  collect  honorariums  for  articles  and 

speeches — a  right  written  into  the  Communications  Act  but  not 
applicable  to  other  agencies.  Another  provision  would  give  the 
President  authority  to  remove  a  commissioner  for  neglect  of  duty 
or  malfeasance  in  office. 

The  bill  would  thwart  attempts  to  influence  FCC  decisions  by 
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"Sprinkle  a  few  humorous  anecdotes  in  my  tv  speech.  I  hear  comedians 

are  coining  back." 

requiring  that  all  ex  parte  contacts,  whether  by  members  of  Con- 
gress, the  executive  branch  or  applicants,  be  made  part  of  the  public 

record,  for  all  to  see.  But  it  would  not  preclude  Congressmen  or 

others  from  checking  on  the  status  of  cases.  And  there's  the  rub. 
It  isn't  necessary  for  an  official,  whether  he  be  a  Senator,  Con- 

gressman or  White  House  secretary,  to  particularize,  when  in- 
quiring about  a  case,  to  exert  the  very  kind  of  influence  the  bill 

is  designed  to  eradicate.  The  mere  fact  that  the  highly  placed  indi- 
vidual evinced  an  interest  is  enough  to  make  an  impression.  If 

the  inquiries  would  go  to  a  designated  staff  member — the  secretary 
or  perhaps  the  information  officer — improper  inferences  could  be 
avoided. 

It  has  always  been  our  notion  that  a  government  agency  is  as 

good  as  the  men  who  run  it.  Commissioners  of  stature  and  ex- 
cellent qualification  could  not  be  influenced  improperly,  with  or 

without  a  code.  Political  hacks,  with  or  without  a  code,  play  the 
influence  game  as  their  stock  in  trade. 

There  would  be  no  problem  if  extreme  care  were  exercised  in 

the  selection  of  public  officials  by  the  President  and,  just  as  im- 
portant, in  their  confirmation  by  the  Senate. 

Whose  Folly  Now? 

A YEAR  ago,  Sen.  George  A.  Smathers  (D-Fla.)  fronting  for 
the  Songwriters  Protective  Assn.,  introduced  an  amazing  bill 

(S  2834)  to  kill  Broadcast  Music  Inc.  by  prohibiting  stations  and 
networks  from  engaging  in  the  publishing  of  music  or  in  the 
manufacturing  or  selling  of  phonograph  records.  When  Congress 
adjourns  this  month,  the  Smathers  Bill  will  die  ignominiously, 

deserted  by  its  author  and  all  but  laughed  out  of  the  Senate  Com- 
merce Committee  which  held  hearings  on  it. 

When  Sen.  Smathers  introduced  the  bill,  he  told  us  that  he  was 

"saving  broadcasters  from  their  own  folly."  But  he  changed  his  tune 
months  ago.  Hearings  were  begun  last  March.  He  attended  one 
session,  briefly.  The  hearings  were  concluded  within  the  fortnight 

with  only  Sen.  John  O.  Pastore  (D-R.  I.)  sitting.  After  listening 
to  the  devastating  surrebuttal  of  Samuel  I.  Rosenman,  counsel 
for  BMI,  Sen.  Pastore  gave  the  bill  the  coup  de  grace  by  sending 

the  record  to  the  FCC  and  the  Justice  Dept.  "for  comments."  That 
killed  it  for  this  Congress — and  forever. 

There  is  still  unfinished  business,  however.  A  number  of  members 

of  SPA  (and  SPA  is  made  up  largely  of  ASCAP  members)  are  plain- 
tiffs in  that  $150  million  suit  against  BMI  and  its  broadcaster  own- 
ers. Judge  Rosenman  charged  that  the  proponents  of  the  Smathers 

Bill  are  engaged  in  a  "persecution  of  BMI"  to  aid  that  lawsuit. 
We  doubt  whether  SPA  or  its  rich  relative,  ASCAP,  will  make 

another  attempt  to  use  Congress  as  its  sounding  board  in  its 

campaign  against  BMI. 
Broadcasting 



TP**  "1  JL 
Piedmont 

INDUSTRIAL 

Crescent 

Vast  New  Urban  Complex, 

defined  by  The  Ford  Foundation 

dominated  by  wfmy-tv 

Just  what  is  this  area  .  .  .  this  Piedmont  Industrial  Crescent? 

Defined  by  the  Ford  Foundation,  it  is  a  vast  "area  laboratory," 

stretching  across  North  Carolina's  fertile  Industrial  Piedmont. 
It  is  more,  too.  It  is  a  bustling,  urban  complex  engaged  in 

unsurpassed  growth  patterns  of  manufacturing,  distribution  and 
marketing. 

Strategically  centered  at  the  hub  of  this  massive  urban  market 

is  WFMY-TV,  the  most  powerful  selling  influence,  by  far. 

North  Carolina's  INTERURBIA* 
At  the  very  axis  of  the  CRESCENT  lies  INTERURBIA  .  . . 

the  largest  metropolitan  market  in  the  two  Carolinas. 

INTERURBIA  plus  the  Piedmont  CRESCENT  where  more  than 

two  million  people  are  sold  on  WFMY-TV. 

mtj-tv GREENSBORO.    N.  C. 

(represented  by:  Harrington,  Righter&  Parsons,  Inc.  •  New  York  •  Chicago  •  San  Francisco  •  Atlanta  •  Boston 



AMONG  THE  OUTSTANDING 

TELEVISION  STATIONS 

WE  ARE  PROUD  TO  REPRESENT: 

wabd  New  York,  N.  Y. 

wttg  Washington,  D.  C. 

kglo-tv  Mason  City,  Iowa 

khqa-tv  Quincy,  Illinois 

wfbc-tv  Greenville,  South  Carolina 

WUSN -TV  Charleston,  South  Carolina 

ktnt-tv  Seattle-Tacoma,  Washington 

xetv  San  Diego,  California 

WEED 

TELEVISION 

TELEVISION  STATION  REPRESENTATIVES 

NEW  YORK  •  CHICAGO  •  BOSTON  •  DETROIT 

SAN  FRANCISCO  •   ATLANTA  •   HOLLYWOOD  •   DES  MOINES  •  DALLAS 
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THE      BUSINESSWEEKLY      OF      TELEVISION      AND  RADIO 

For  the  first  time:  Who's  who  among  the  buyers  of  spot  radio 

Trend's  still  up  in  agency  billings,  AAAA  members  report 

Nielsen  charts  how  uhf  is  making  out  in  audience,  stations 

Congress  deals  death  blow  to  hurry-up  spectrum  probe  bill 

Page  31 

Page  33 

Page  40 

Page  54 

ill  thete-be  pounding  rain  on  the  bounding  main? 

radio  will  tell  them! 

.  .  Rarely  are  people  out  of  range  of  Radio.  They  enjoy  it,  yes. 

But  they  use  it,  too,  as  these  sailors  do.  News,  weather,  traffic 

reports,  hunting  and  fishing  information  — these  and  other 

services  command  active  listening!  That's  why  you  know 

what  you've  got  when  you  buy  Spot. 

Radio  Division 

EDWARD  RETRY  &  CO.,  INC 
the  original  station  representative 

New  York  •  Chicago  •  Atlanta  •  Boston  •  Detroit  •  Los  Angeles  •  San  Francisco  •  St.  Louis 



WHEELING:  37™  TV  MARKET *Television  Magazine  8/1/57 

One  Station  Reaching  The  Booming  Upper  Ohio  Valley 

NO.  7  IN  A  SERIES 

GLASS 

The  Fostoria  Glass  Company  of 

Moundsville,  W.  Va.,  and  the  Imperial 

Glass  Corporation  of  Bellaire,  Ohio, 

are  two  prominent  contributors  to  the 

economic  life  of  the  WTRF-TV  area. 

The  4  million  dollar  payroll  of  the 

1100  employees  of  these  two  pro- 

ducers of  hand-made  glassware  help 

make  the  WTRF-TV  area  a  super 
market  .  .  .  with  425,196  TV  homes, 

where  2  million  people  spend  2'/2 
billion  dollars  annually. 

For  availabilities,  call  Bob 
Ferguson,  VP  and  Gen.  Mgr., 
or  Needham  Smith,  Sales  Manager, 
at  CEdar  2-7777. 

National  Rep.,  George  P. 
Hollingbery  Company. 

316,000  watts NBC network  color 

WHEELING  7,  WEST  VIRGINIA 

wtrf  *  Iw 

achirtd  &  market  that's  reaching  new  importance! 



rving 

more 

Advertisers 

than 

any  other 

Indiana 

TV  STAT  I 

WTHI-TV 

Ch. 

(251,970  TV  HOMES) 

TERRE  HAUTE,  INDIANA 

ABC 

*Except,  of  course,  Indianapolis 
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From  sign-on  Monday  to  sign-off  Sunday 

MORE  PEOPLE  WATCH 

KRLD-TV  than  any  other 

DALLAS-FORT  WORTH  STATION 

—  ARB  FOUR-WEEK  DALLAS-FORT  WORTH  METROPOLITAN  REPORT  —  APRIL  28-MAY  25,  1958 

And  this  is  only  in  Dallas  and  Tarrant 

Counties.  Remember,  in  addition,  KRLD-TV 

Channel  4  covers  more  area,  more  people, 

more  income  and  more  retail  sales  than  any 

other  station  in  the  southern  United  States 

between  the  Atlantic  Seaboard  and  the 

Rocky  Mountains  because  —  KRLD-TV 

telecasts  from  Texas'  tallest  tower  — 

KRLD-TV  telecasts  with  maximum  power 

—  KRLD-TV  operates  on  the  lowest  Dallas- 

Fort  Worth  Channel 

KRLD-TV  Channel  4  is  the  television 

station  of  The  Dallas  Times  Herald,  owners 

and  operators  of  KRLD  Radio.  KRLD  is  the 

only  full-time  50,000  watt  radio  station  in 

Dallas-Fort  Worth. 

The  BIGGEST  buy  in  the  BIGGEST  market  in  the  BIGGEST  State 

Ckmd  4,Vo!!m 

MAXIMUM  POWER 

JOHN  W.  RUNYON,  Chairman  of  the  Board  —  CLYDE  W.  REMBERT,  President 

REPRESENTED       NATIONALLY       BY       THE       BRANHAM  COMPANY 
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closed  circuit 

SPECTRUM  SCRAMBLE  •  Sharp  con- 
flict has  developed  in  relation  to  revised 

Potter  resolution  to  create  high-level  com- 
mission to  study  frequency  allocations. 

FCC  Chairman  John  C.  Doerfer  and  Elec- 
tronic Industries  Assn.  feel  that  organized 

broadcaster  opposition  to  amended  resolu- 
tion [Government,  Editorial,  Aug.  4] 

was  ill-conceived  and  could  place  low- 
band  vhf  allocations  for  tv  and  fm  in 

greater  jeopardy  than  ever.  Broadcasters, 

operating  through  NAB,  AMST  and  net- 
works, effectively  blocked  House  consid- 
eration of  amended  resolution  (after  Sen- 

ate had  passed  original  Potter  bill)  last 
week. 

• 

Doerfer  view,  in  all  important  aspects 
backed  by  El  A,  is  that  investigating  body, 

made  up  of  five  highly  placed  policy  ex- 
perts, could  forestall  any  moves  toward 

preemption  of  existing  spectrum  space 
used  by  broadcasting  services  until  its 

study  had  been  completed.  But  broad- 
casters took  position,  after  Potter  bill  had 

been  amended  to  shift  burden  to  study 

"management  and  control  of  radio  and 

television  frequencies,"  that  it  would  be 
better  to  have  no  study  than  one  that 

might  be  oriented  against  current  broad- 
caster use  of  vhf  as  opposed  to  military. 

At  weekend  dispute  was  not  resolved,  with 
indications  that  Congress  would  adjourn 
without  action. 

• 

TOOTHPASTE  PUBLICITY  •  Pepsodent 
Div.  of  Lever  Bros.,  which  shifted  multi- 
million  budget  from  spot  radio  to  spot 
tv  last  winter  [Advertisers  &  Agencies, 

March  3],  has  revived  its  radio  interest — 
but  only  in  hopes  of  free  ride.  Brand 

manager  of  new  Stripe  toothpaste  (mar- 
keted by  Pepsodent)  has  been  asking  radio 

stations  to  broadcast  free  plugs  for  Stripe 
at  same  time  Stripe  is  running  paid  tv 

commercials  in  product's  introductory 
areas.  Interesting  note:  J.  Walter  Thomp- 

son, agency  for  Stripe,  has  been  unaware 

of  brand  man's  attempts  to  get  radio 
publicity. 

• 

George  Zachary  has  resigned  as  radio- 
tv  program  manager  of  Lever  Bros.,  New 

York,  is  taking  two-month  combined 

"business  and  pleasure"  trip  to  Europe 
with  his  family.  Reportedly  Mr.  Zachary, 
whose  background  includes  agency  work, 

will  be  involved  with  package  produc- 
tion firm  upon  his  return.  Lever  apparently 

is  not  replacing  him. 
• 

HEAT'S  ON  •  Though  bill  to  exempt 
them  from  antitrust  laws  was  buried  in 

committee  [At  Deadline,  Aug.  4],  pro- 

fessional sports  interests  haven't  aban- 
doned hope  of  getting  bill  to  Senate  floor 

this  session.  Lobbyists  for  baseball  and 

professional  football  were  putting  pres- 

Broadcasting 

sure  on  senators  last  week  to  force  an- 

other vote  by  Senate  Antitrust  Subcom- 
mittee which  tabled  bill  by  4-2  vote  Aug. 

1.  If  bill  ever  gets  to  floor,  it  stands  good 
chance  of  passage.  House  passed  it  last 
June. 

• 

As  of  Friday  (Aug.  8)  there  were  two 
radio-tv  vice  presidents  at  Doherty,  Clif- 

ford, Steers  &  Shenfield,  following  an- 
nouncement of  appointment  of  William 

D.  Fisher  to  top  broadcast  post.  Mr.  Fisher 

resigned  in  June  as  radio-tv  chief  at  Gard- 
ner Adv.,  St.  Louis.  DCS&S  officials,  asked 

about  status  of  Hal  James,  who  joined 

agency  last  year  as  radio-tv  vice  presi- 
dent from  Ellington  &  Co.,  declined  com- 

ment except  to  suggest  that  "maybe  Mr. 
Fisher  will  take  over  some  of  Mr.  James' 
duties  and  maybe  Mr.  James  will  get  new 

assignments  here." • 

MORE  OF  SAME  •  Ruling  hierarchy  of 
American  Bar  Assn.,  its  House  of  Dele- 

gates, will  continue  to  maintain  official 
bans  against  broadcast  coverage  of  court 
trials,  judging  by  advance  look  at  Los 
Angeles  ABA  meeting  Aug.  25-29  [Story 

page  71].  Behind-scenes  effort  is  under- 
way to  persuade  ABA  it  should  conduct 

serious  study  of  electronic  journalism  in- 

stead of  sticking  to  we-don't-like-it  prej- 
udices and  hackneyed  argument  that  court- 
room becomes  stage  for  ham  lawyers 

when  microphone  and  camera  pickups 
are  operating. 

• 

While  older  heads  within  ABA  still 

think  of  broadcast  coverage  in  terms  of 

theatrical  lights  and  cigar-sucking  camera 
wielders,  their  concepts  may  be  influenced 
by  demonstration  to  be  staged  at  Los 
Angeles  convention  by  National  Press 
Photographers  Assn.  Newest  equipment 
and  techniques  will  be  shown  lawyers  in 

effort  to  show  that  press-photo  coverage 
of  trials  can  be  unobtrusive.  NPPA  has 
been  quietly  making  progress  in  effort  to 
get  cameras  into  courtrooms  and  now  has, 
coverage  rights  in  courts  of  30  states.  NAB 

and  NPPA  both  staged  court  demonstra- 
tions at  ABA  meeting  two  years  ago. 

• 

WASHINGTON  FRONT  •  NAB  Presi- 
dent Harold  E.  Fellows  will  keynote 

regional  meetings  of  trade  association, 

beginning  Sept.  18-19  in  Biloxi,  with  ex- 
haustive treatment  of  legislative  and  regu- 

latory scene  in  Washington  and  need  for 

intensive  scrutiny  of  government  opera- 
tions affecting  broadcasting.  Another  in- 

novation at  regional  sessions  will  be  in- 
troduction of  panels  on  station  editorial- izing. 

• 

Jt's  no  secret  that  new  tensions  have 
been  precipitated  within  NAB  because  of 
rugged  nature  of  Washington  developments 

during  past  year.  NAB  headquarters  execu- 

tives now  talk  in  terms  of  "young  T urks," 
alluding  to  new  board  members  who  do 

not  see  eye-to-eye  with  President  Fellows 
and  headquarters  staff. 

• 

RATING  WEEK  •  Further  proof  that  on- 
the-air  promotion  pays  off  better  than 
gimmicked  giveaways  or  heavy  newspaper 
lineage  during  rating  week  is  claimed  by 
WTVJ  (TV)  Miami  based  on  new  (July) 
ARB  ratings.  Station  reports  that  its  new 
ARB  average  is  two  points  higher  than 
preceding  month  and  that  it  used  no  news- 

paper promotion  but  did  buy  spot  sched- 
ules on  two  Miami  radio  stations  to  sup- 

plement its  own  consistent  on-the-air schedules. 

• 

Although  FCC  Chairman  John  C.  Doer- 
fer had  planned  to  remain  in  Washington 

during  August  recess,  along  with  Comr. 
Robert  E.  Lee,  chairman  suddenly  was 
called  to  Milwaukee  last  Tuesday  because 
of  sudden  and  serious  illness  of  his  mother. 
Comr.  Lee  has  been  spending  his  mornings 

at  FCC,  with  afternoons  held  "open." 
• 

BOTTOM  UP  •  Langer  bill  (S-582)  to  pro- 
hibit advertising  of  alcoholic  beverages  in 

interstate  commerce,  thought  to  be  dead 
in  rush  for  congressional  adjournment,  has 

cropped  up  on  agenda  for  today's  (Aug. 
1 1)  Senate  Commerce  Committee  exec- 

utive meeting.  Bill  itself  is  not  scheduled 
directly  for  consideration — but  amend- 

ment by  Sen.  Strom  Thurmond  (D-S.  C.) 
to  take  up  bill  is.  If  amendment  passes, 
liquor  proposal  then  will  be  put  to  vote. 
Same  committee  several  years  ago  failed  to 
report  out  measure  by  only  one  vote. 

• 

What's  taking  Justice  Dept.  so  long  to 
turn  over  to  FCC  its  file  of  allegations 
that  some  networks  require  program  pro- 

ducers to  give  them  stock  interest  in  shows 
before  clearing  prime  time  for  program? 
This  was  subject  of  meeting  last  April 
between  top  level  FCC  and  Justice  officials 

[Lead  Story,  June  9].  FCC  has  received 
no  data  yet.  Justice  sources  are  mum  or 
reticent,  but  it  can  be  surmised  that  some 

complainants  aren't  too  eager  to  be  identi- 
fied, or  to  submit  themselves  to  publicly- 

held  cross  examination  by  Commission 

staff. 

• 

DUFFY'S  RETURN  •  One  of  adver- 

tising's favorite  figures,  Ben  Duffy,  may 
be  back  in  action  this  fall.  President  of 
BBDO  before  he  suffered  stroke  some  two 

years  ago,  now  vice  chairman  of  board 
and  of  executive  committee,  he  reportedly 

is  making  such  progress  in  recovery  that 

agency  expects  he'll  reactivate  himself  in 

September. 
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Kansas  City:  groundwork  for  better  living 

This  is  not  where  a  bomb  or  tornado  struck. 

It's  part  of  the  area  cleared  of  slums  and 
tenements  in  Kansas  City  during  the  past 

year.  It's  a  typical  face-lifting  project  which 

won  for  Kansas  City  one  of  Look  magazine's 
Community  Home  Achievement  Awards 
for  1958. 

Such  a  $250  million  project  goes  to  show 

what  we've  been  saying.  Kansas  City's  a 
look-alive  town.   Eyes  on  the  future.  Plans 

for  the  future.  Money  to  spend  right  now 
to  make  life  better  right  now. 

More  than  a  million  people  live  here.  And 
more  of  this  million  watch  KCMO-TV  at 
more  times  of  day  (say  ARB  and  Nielsen) 
than  any  other  station. 

Why  so  popular,  KCMO-TV?  We  talk  Kansas 

City's  language.  And  we  get  to  Kansas  City 
loud  and  clear.  We  broadcast  at  maxi- 

mum power  from  the  world's  tallest  self- 
supported  tower. 

City  MO-T
V 

Joe  Hartenbower, 
General  Manager 

Sid  tremble, 
Commercial  Manager 

WHEN KPHO 

WOW KRAAG 

WH  EN-TV  The  Katz  Agency 
KPHO-TV  The  Katz  Agency 
WOW-TV  John  Blair  &  Co.-Blair-TV 

John  Blair  8.  Co. 

Represented  nationally  by  Katz  agency. 

Meredith  Stations  are  affiliated  with  BETTER 
HOMES  and  GARDENS  and  SUCCESSFUL 
FARMING  Magazines. 



THE  WEEK  IN  BRIEF 

Radio  Buying  Tallied  for  Second  Quarter — RAB  issues 
breakdown  on  activity  in  spot  as  well  as  network;  reports  2 
million  announcements  and  90,000  programs  used  by  1,304 

brands  in  three-month  period.  Top  30  spot  advertisers  listed. 
Page  31. 

Bulls  on  Madison  Ave. — American  Assn.  of  Advertising 
Agencies  finds  six-month  billing  is  up  for  a  number  of  its 
member  agencies.  Outlook  for  second  half  of  the  year  also 
is  optimistic.  Page  33. 

Two  for  One  in  Research — Market  research  firm,  Adver- 
test  Research  Inc.  dissolved  by  its  two  principal  stockholders 

— Smith  and  Bruskin — who  immediately  announced  plans 
to  strike  forth  on  their  own.  Page  34. 

Musicians,  Movie  Makers  Negotiate — Talks  get  underway 
in  Hollywood  between  Music  Guild  of  America  and  Assn.  of 
Motion  Picture  Producers.  Page  63. 

Canon  35  Up  Again — American  Bar  Assn.  to  consider  pro- 

posal to  revise  broadcast-photo  ban  slightly  while  retaining 
prohibition  against  electronic  and  visual  coverage  of  court- 

room proceedings.  Page  71. 

Television's  Public  Service — NAB  Tv  Code  subscribers  do- 
nate large  amounts  of  time  to  highway  safety,  government, 

Red  Cross  and  many  other  causes,  survey  by  Code  Board 
shows.  Page  74. 

New  Program  Evaluation  Service — How  much,  not  how 
many,  is  the  key  question  in  Tv  Q-Ratings  service,  designed 
to  analyze  likes  and  dislikes  for  specific  programs,  spotting 
trends  and  forecasting  hits  and  flops.  Page  34. 

Slowdown  in  Rate  Increases? — Katz  agency  takes  a  look 
at  trends  in  spot  rates,  predicts  no  big  increases,  sees  only 

"moderate"  hikes  in  nighttime  spot  tv  and  "nominal"  ones 
in  daytime  spot  radio,  otherwise  anticipates  status  quo.  Page 
35. 

Uhf  Dwindlings — Special  analysis  by  Nielsen  shows  that 
while  some  areas  gain,  total  homes  using  uhf  are  down  8% 
since  1956.  Page  40. 

Tutu  to  Flannels — Betty  Luster  steps  across  the  footlights, 
turning  from  ballerina  to  network  representative  for  tv  sta- 

tions. The  Luster  firm  is  out  to  earn  the  applause  of  small- 
market  and  new  tv  stations,  as  it  plies  Madison  Avenue  in 
their  behalf.  Page  46. 

Spectrum  Proposal  Fades — Congressional  leaders  kill,  stomp 
on  and  bury  resolution  setting  up  special  commission  for  all- 
encompassing  investigation  of  spectrum  allocations.  Placed  on 
House  calendar,  bill  never  comes  to  vote  as  opposition  arises 
on  innumerable  fronts.  Page  54. 

More  Probe  Dollars — Legislative  Oversight  gets  extra  $60,- 

000  to  conduct  a  "heavy  schedule  of  hearings"  during  adjourn- 
ment of  Congress.  Several  more  FCC  cases  ready  for  public 

hearings.  Page  57. 

Rebuttals  in  CATV  Inquiry — National  Community  Tv  Assn. 

and  group  of  microwave  operators  submit  "reply  comments" 
to  FCC  answering  charges  by  tv  broadcasters.  Page  60. 

Big  Plans  for  Fm — WQXR  New  York,  which  20-odd  years 
ago  pioneered  commercial  fm  radio  on  local  basis,  spearheads 
statewide  fm  network  that  gets  under  way  next  week;  if 

proved  successful,  network  may  expand  beyond  state  bound- 
aries. Page  64. 

NBC  Executives  Shuffled — Jules  Herbuveaux  becomes  vice 

president  for  network's  central  division,  with  Lloyd  Yoder 
moving  to  Chicago  as  vice  president  and  general  manager  of 
WMAQ  and  WNBQ  (TV).  Raymond  Welpott  named  gen- 

eral manager  in  Philadelphia.  Page  67. 

RKO  in  Slimming  Exercise — Show  Corp.  of  America  formed 

by  Robert  Manby,  former  head  of  RKO  Television,  and  five 

other  key  executives  to  take  over  film  product,  while  sale  of 

RKO  Unique  Records  and  music  interests  is  reported  in  works. 

Wholesale  reorganization  of  o&o  stations  denied.  Page  76. 

Ingles  for  Breakfast — WRCA-TV  New  York,  in  effort  to 

speed  assimilation  of  Puerto  Rican  immigrants  in  New  York's 
melting  pot,  kicks  off  early-morning  English  language  series 

to  tv-watching  P.R.  population;  move  is  watched  by  national 

advertisers  who've  had  to  funnel  their  ad  dollars  into  foreign 

language  radio  and  who'd  rather  reach  the  consumer  through 
English-language  tv.  Page  91. 

Fable  of  the  Fabulous  Medium — Once 

there  was  a  wonderful  frame  hanging  on  Mr. 

and  Mrs.  Thuse's  living  room  wall.  They 
could  turn  a  button  and  all  sorts  of  wonders 

took  place  in  color  and  three  dimensions. 

But  one  day  the  Thuses  lost  all  enthusiasm 

for  what  they  saw.  Ken  McAllister,  vice 

president  of  Benton  &  Bowles,  New  York, 
tells  what  became  of  the  wonderful  frame  in 

Monday  Memo.  Page  102. 

Hi 

mr.  McAllister 
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DATELINES    51 
EDITORIAL   104 
FILM    76 
FOR  THE  RECORD    92 
GOVERNMENT    54 
IN  REVIEW    20 
INTERNATIONAL    81 

IN  THE  PUBLIC  INTEREST    24 
LEAD  STORY   31 
MANUFACTURING    70 
MONDAY  MEMO   103 

NETWORKS    64 
OPEN    MIKE    15 
OUR  RESPECTS    26 
PEOPLE    84 
PERSONNEL  RELATIONS    68 
PROGRAMS  &  PROMOTIONS  .  .  88 
PROGRAM  SERVICES    78 
RATINGS    39 
STATIONS    40 
TRADE  ASSNS   71 
UPCOMING   101 

t 
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AMAZING  RISE 

PULSE*  Va  Hour  Ratings 
6  a.m.  to  6  p.m. 

Monday  through  Friday 

MARCH-APRIL 

First  Place 

Tie 

Second 

2-  Tie 

Third 

3-  Tie 

Fourth 

4-  Tie 

Fifth 

5-  Tie 

Sixth 

_90 

.20 

_60 

-30 

_35 

HOOPER  tells  the  same  story 

Pick  your  survey! 

Don't  Buy  Blind  .  .  . 

There's  been  a  change  in  Pittsburgh 

Check  with  your  Adam  Young 

representative,  or  with  Ralph  Beaudin, 

General  Manager  of  KQV 

5,000  Watts  -  On  the  Air  24  Hours 

T=T 

ADAM  YOUNG  INC 

3  East  54th  Street,  New  York  22,  New  York,  PLaza  1-4848 
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at  deadline 

STORER  BUYS  WITI-TV  MILWAUKEE, 

TO  SELL  WVUE  (TV)  WILMINGTON 

Storer  Broadcasting  Co.  announced  Fri- 
day it  had  bought  independent  ch.  6 

WITI-TV  Milwaukee  and  was  selling  ch.  12 
WVUE  (TV)  Wilmington,  Del.,  to  remain 
within  FCC  limit  of  five  vhf  stations  under 

common  ownership. 

Storer  is  paying  $4,462,500  for  100% 

of  WITI-TV  licensee  Independent  Televi- 
sion Inc.  stock  ($425  per  share  for  10,500 

shares). 

George  B.  Storer,  president  of  company 
bearing  his  name,  declined  to  name  buyer 
of  WVUE,  or  to  confirm  there  is  one. 

"The  decision  to  sell  WVUE,"  he  said, 
"has  been  arrived  at  with  great  reluctance." 
He  explained  company  had  spent  large  sum 
to  upgrade  unaffiliated  ch.  1 2  outlet  and  had 
succeeded  in  tripling  audience,  doubling 
business.  WVUE  continuance  could  be  ac- 

complished, he  explained,  only  at  "great 
expense  which  company's  board  was  not 
prepared  to  underwrite. 

New  Protective  Methods  Cited 

By  ABC  in  Answer  to  AMST 

ABC  charged  Friday  opposition  to  its 

vhf  drop-in  plan  by  Assn.  of  Maximum 
Service  Telecasters  [Government,  July  8] 
is  based  on  major  misconception.  In  slashing 

reply  to  AMST  objection,  ABC  said  mis- 
conception is  that  mileage  separations  are 

only  safeguard  against  interference  to  tv 
stations. 

Network  maintained  present  stations  can 

be  protected  through  use  of  directional  an- 
tennas, precision  offset  as  well  as  lower 

power  and/ or  antenna  heights.  Current 

knowledge  of  directionals  and  offset  suffi- 
cient for  use  now,  ABC  said,  and  there 

is  no  reason  to  delay  action  pending  report 

of  Television  Allocations  Study  Organiza- 
tion. When  TASO  report  becomes  available, 

network  added,  it  will  supply  only  "sharper 
tools,"  which  can  be  taken  into  account 
in  making  specific  grants. 

House  to  Debate  ETV 

House  Commerce  Committee  tomorrow 

(Aug.  12)  will  take  up  in  closed  session 
S  2119,  which  would  appropriate  up  to  $1 

million  to  each  state  and  territory  for  edu- 
cational tv.  Bill  sailed  through  Senate  six 

weeks  ago  [At  Deadline,  June  2]  without 
dissent  and  with  strong  bipartisan  backing. 
Considerable  opposition  reportedly  has 
arisen  against  measure  in  House  committee 

and  bill's  author,  Sen.  Warren  Magnuson 
(D-Wash.),  has  been  actively  pushing  House 
leadership  for  favorable  action  [Closed 
Circuit,  Aug.  4]. 

Storer  bought  Wilmington  ch.  12  in 
1957,  paying  $5.6  million  for  tv  property 

plus  WIBG-AM-FM  Philadelphia.  Sta- 
tions were  bought  from  Paul  F.  Harron, 

who  had  purchased  ch.  12  outlet  from 
Steinman  group  in  1955  for  $3.7  million. 
WVUE  sale  will  not  include  WIBG  sta- 

tions, which  Storer  is  retaining.  When 
Storer  bought  Wilmington  tv,  he  had  to 

sell  WBRC-AM-TV  Birmingham  to  re- 
main within  five-vhf  limit.  Birmingham  sta- 
tions were  sold  to  Radio  Cincinnati  Inc. 

(Taft  family-WKRC)  for  $6,350,000.  Storer 
had  bought  Birmingham  stations  in  1953 
from  Mrs.  Eloise  Hanna  for  $2.4  million. 

Ch.  6  Milwaukee  outlet  (actually  it  is 
assigned  to  Milwaukee  suburb  Whitefish 

Bay)  was  granted  in  1955  to  present  owners 

after  comparative  hearing  with  WMIL  Mil- 
waukee. WITI-TV  owners  include  Sol  and 

Jack  Kahn,  Arthur  and  Lawrence  Fleisch- 
man,  Robert  K.  Strauss,  Max  Osnos  and 
others. 

NTA  Gets  $2  Million  Payment 

In  United  Artists  Damage  Suit 

National  Telefilm  Associates  $18  million 

damage  suit  pending  in  New  York  courts, 
against  United  Artists  Corp.  and  others, 
settled  out  of  court  Friday  for  payment  of 
$2  million  to  NTA  from  United  Artists 

Associated  Inc.,  subsidiary  of  U.A. 

Suit  centered  on  NTA's  contention  that 
two  former  principal  stockholders  of  Asso- 

ciated Artists  Productions  (distributes 

Warner  Bros,  features  and  cartoons,  Pop- 

eyes and  other  films)  had  entered  into  con- 
tract with  NTA  to  sell  estimated  820,000 

shares  but  contract  allegedly  breached  by 

Louis  Chesler,  former  AAP  board  chair- 
man, and  Maxwell  Goldhar,  former  AAP 

director  and  vice  president. 

TV  UNDERSEAS 

Television  will  play  important  role 
in  undersea  navigation,  Comdr.  W.  R. 
Anderson  USN  indicated  Friday  in 
describing  historic  Northwest  Passage 
voyage  of  submarine  Nautilus  under 
Arctic  ice. 

Nautilus  used  tv  camera  during  trip 
under  North  Pole  to  observe  ice 

overhead,  Comdr.  Anderson  said.  "A 

fascinating  sight,"  he  added.  Under- 
sea route  was  lighted  by  24-hour  day- 

light, which  penetrated  ice  cover,  he 

said.  Submarine's  voyage  points  way 
for  use  of  route  by  nuclear  powered 

cargo  submarines. 

BUSINESS  BRIEFLY 

Late-breaking  items  about  broadcast 

business;  for  earlier  news,  see  Adver- 
tisers &  Agencies,  page  34. 

BAKERY  SPOTS  •  New  Process  Baking 
Co.  (Holsum  Bread),  Chicago,  firming  up 

details  for  tv  spot  (10,  20  and  60-second 
announcements)  campaign  on  three  Chi- 

cago stations  starting  Sept.  1  for  minimum 

of  13  weeks.  Exact  coverage  not  set.  Com- 
mercials produced  by  Telefrance,  European 

film  animator.  Agency  for  New  Process  is 
W.  B.  Doner  &  Co.,  same  city. 

READY  FOR  SCHOOL  •  Scripto  Inc. 

(pen  and  pencils),  Atlanta,  launching  an- 
nual "back-to-school"  campaign  next  Mon- 

day (Aug.  18)  with  8-week  tv  spot  cam- 
paign in  approximately  30  markets.  Dona- 

hue &  Coe,  N.  Y.,  is  agency. 

NATIONAL  DAIRY  PEAK  •  New  peak  in 
sales — $722.4  million — for  first  six  months 
of  1958,  announced  Friday  by  National 
Dairy  Products  Corp.  (Sealtest,  Kraft, 

Breakstone),  N.  Y.  Last  year's  first  six- 
month  report  listed  sales  of  $709  million. 
Net  earnings  for  first  six  months  of  1958 
rose  from  $22.4  million  (1957)  to  $22.5 
million.  Radio-tv  advertiser  also  declared 

quarterly  dividend  of  45  cents  a  share  pay- 
able Sept.  10  to  stockholders  of  record 

Aug.  18*. 
Zenith  Radio  Corp.  Profits 

Show  Second  Quarter  Increase 

Zenith  Radio  Corp.,  Chicago,  Friday 

(Aug.  8)  reported  net  consolidated  profits 
for  three  months  ended  June  30  totaled 

$952,925,  after  depreciation  and  taxes, 

amounting  to  97  <j;  per  share  ($1.94  on  old 

stock).  This  represents  27%  increase  over 

same  period  of  1957  ($747,547  profits  at 

76^  per  share).  Net  consolidated  profits  for 
first  six  months  of  1958  were  $2,989,684 

($3.04  per  share)  up  24%  over  $2,398,137 
($2.43  per  share)  for  comparable  period  of 

1957,  Zenith  stated. 

Consolidated  sales  for  April-June  1958 

totaled  $32,296,774,  up  8%  over  $29,827,- 
712  sales  reported  for  middle  three  months 
of  1957.  Zenith  sales  for  first  six  months  of 

current  year  totaled  $74,470,506,  12%  in- 

crease over  $66,486,222  figure  for  com- 
parable portion  of  1957.  Factory  shipments 

so  far  in  1958  represent  largest  first  six 

month  dollar  sales  of  civilian  products  in 

Zenith's  40-year  history,  firm  reported. 
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PEOPLE 

at  deadline 

Clears  Breakdown  Lauded, 

Opposed  in  Comments  to  FCC 

Early  comments  on  FCC's  clear-channel 
proposals  have  been  filed  as  deadline  this 
Friday  (Aug.  15)  approaches. 

Commission  last  April  proposed  rule- 
making to  duplicate  half  of  24  Class  1-A 

clear-channel  frequencies,  assigned  second 
50  kw  to  5  of  channels  in  specified  western 

areas  and  opening  all  12  Class  1-A  fre- 
quencies for  fulltime  Class  II  stations  [Lead 

Story.  April  21]. 
Ed  Craney  am  stations  (KXLF  Butte, 

KXLI  Helena,  K.XLQ  Bozeman.  KXLL 

Missoula  and  KXLK  Great  Falls,  all  Mon- 

tana) called  proposal  "most  courageous  at- 
tempt'* to  make  channels  of  greater  use  to 

people.  Charging  clear-channel  broadcasters 

are  "vested  interests."  Craney  group  en- 
closed trade  advertisement  by  WSM  Nash- 

ville which  claimed  it  covered  more  than 
38  other  stations  combined  in  Tennessee, 

Alabama,  and  Kentucky  (or  more  than  80 
counties)  at  little  more  than  fourth  cost 
of  other  stations. 

WHLI  Hempstead,  Long  Island,  N.  Y., 
said  FCC  should  allow  fulltime  operations 
on  Class  II  outlets  such  as  WHLI  if  public 
interest  in  major  market  is  better  thus 
served,  and  that  Class  II  stations  in  special 
instances  be  made  fulltime  outlets,  with 

Class  I  and  II  stations  directionalizing  an- 
tennas for  mutual  protection,  instead  of 

Class  lis  accepting  interference  from  Class 
Is  as  at  present.  WHLI  noted  it  served 
Long  Island  area  of  1,750,000  population. 

WMBO  to  Protest  Citation 

Protest  was  being  readied  last  week  by 

WMBO-AM-FM  Auburn,  N.  Y„  against 
FCC  action  which  called  station  up  for 
renewal  of  license  in  comparative  hearing 
with  Herbert  P.  Michels,  who  received  new 

Auburn  am  grant  May  22.  FCC  put  WMBO 

on  renewal  notice  after  station  filed  pe- 
tition for  reconsideration  on  economic  in- 

jury grounds  [Government,  Aug.  4],  Split 
Commission  (4-3)  held  that  recent  court 
decision  in  Carroll  Broadcasting  Co.  case 

[Lead  Story,  July  14]  requires  that  if  it's 
found  public  interest  is  best  served  by  only 
one  station  in  Auburn,  FCC  should  choose 
between  two. 

Gill  Heads  Standards  Group 

Cliff  Gill,  KBIG  Avalon,  Calif.,  appointed 
chairman  of  NAB  Standards  of  Good  Prac- 

tice Committee.  Other  members  of  group, 
which  directs  adherence  to  radio  code,  are 

Carleton  D.  Brown,  WTVL  (TV)  Water- 
ville,  Me.;  G.  Glover  DeLaney,  WHEC 
Rochester,  N.  Y.;  Ralph  Evans,  WOC 
Davenport,  Iowa;  Paul  R.  Fry,  KBON 
Omaha,  Neb.;  Frank  Gaither,  WSB  Atlanta; 
James  L.  Howe,  WIRA  Fort  Pierce.  Fla.: 
William  B.  McGrath,  WHDH  Boston;  Cecil 
Woodland,  WEJL  Scranton,  Pa. 

Harding  Leaves  General  Mills 

For  Hooper  Vice-Presidency 

Appointment  of  A.  W.  Harding,  director 
of  marketing  research  for  General  Mills,  as 

vice  president  and  research  director  of  C.  E. 
Hooper  Inc.,  is  being  announced  today 
(Aug.  1 1),  effective  Oct.  1.  Hooper  president 
Frank  Stisser  and  executive  vice  president 

W.  Bruce  McEwen  said  Mr.  Harding  "will 
represent  a  valuable  addition  at  a  time  of 

rapid  expansion  of  all  Hooper  services"  and 
his  "long  experience  in  research  will  prove 
invaluable"  to  Hooper  and  clients. 

He  will  be  research  director  for  firm's 
telephone  coincidental  radio  audience  meas- 

urement business  and  also  its  telephone 
marketing  research  division.  Resigning  from 
General  Mills  after  more  than  20  years 

with  company,  Mr.  Harding  is  a  vice  presi- 
dent-elect of  American  Marketing  Assn.  and 

member  of  National  Industrial  Conference 
Board. 

RCA  Claims  Loudest  Noise 

RCA  has  come  up  with  new  device  it 

believes  can  produce  world's  loudest  con- 
trolled noise.  Called  compressed  air  loud- 

speaker with  strength  to  generate  noise  of 
160  decibels  (10.000  times  intense  as  heav- 

iest street  traffic  no'se  or  20.000  times  that 
of  typical  tv  set  at  maximum  volume),  de- 

vice will  be  ̂ ]se^  to  test  sensitive  electronic 

gear  for  jet  planes,  missiles  and  rocket 

ships.  Loudspeaker  is  in  development  at 

RCA's  industrial  electronic  products  unit 
in  Camden,  N.  J. 

Two  New  RCA  Tubes  Produced 

RCA  Electron  Tube  Div.  announced 

Friday  introduction  of  two  new  high-per- 
veance  b°am  power  tubes  for  vertical-de- 

flection amplifier  service  in  tv  receivers 

usine  110-deqree  systems.  They  are  RCA's 
6EM5  and  8EM5  with  maximum  peak  pos- 

itive-pulse plate  voltaaes  of  2,200  volts  and 
maximum  peak  cathode  currents  of  210 
milliamperes. 

REVERSE  PITCH 

Spoken  bridges — rather  than  tradi- 
tional musical  tones,  are  employed  in 

new  radio  spot  campaign  being  placed 
in  northeast  U.S.,  starting  next  week, 

by  Emil  Mogul  Co.  for  client  National 
Shoes  I  nc.  on  50  stations.  Listeners 
will  hear  four  different  musical  themes 

interspaced  with  connecting  hard-sell 
pitches.  Author  of  reverse-technique 
radio  commercials  is  Myron  A. 

I  Mahler,  agency  vice  president  and  air- 
media  creative  director.  Latter  created 

client's  first  jingle,  "National  shoes 
rings  the  bell,"  14  years  ago. 

STEPHEN  STRASSBERG,  ABC  assistant 

director  of  press  information,  promoted  to 
director  succeeding  HANK  WARNER, 
who  resigned  to  become  general  manager 

of  press  information  in  New  York  for  CBS- 
TV.  LARRY  LOWENSTEIN,  CBS  TV 

press  information  director  in  New  York, 
named  to  new  post,  director  of  special 
services  for  network.  He  will  handle  special 
liaison  assignments.  Mr.  Warner,  with  ABC 
two  years,  had  been  with  CBS  previously 
13  years.  LEONARD  SPINRAD,  recently 
with  CBS-TV,  named  executive  editor,  press 

information  and  acting  director  of  informa- 
tion, CBS  Labs. 

ROBERT  F.  OHLEYER,  WISH-AM-TV 
Indianapolis  manager  of  local  sales,  named 
manager  of  radio,  WISH,  by  ROBERT  B. 

McCONNELL,  vice  president-general  man- 
ager of  stations.  JOSEPH  E.  LAKE,  com- 

mercial manager  of  WFMY-TV  Greens- 
boro, N.  C,  appointed  commercial  man- 

ager of  WISH-TV  and  RAY  REISINGER, 
promotion  and  merchandising  manager  of 
WCKT  (TV)  Miami,  named  director  of 

programs  and  merchandising  for  WISH- AM-TV. 

CARL  W.  PLEHATY  JR.,  formerly  prod- 
uct manager.  Chase  &  Sanborn  coffee,  and 

associated  with  Standard  Brands.  N.  Y..  for 

past  12  years,  to  account  executive,  and 
ROBERT  WATKINS,  former  account  ex- 

ecutive on  Warner-Lambert  Pharmaceutical 
at  Norman,  Craig  &  Kummel,  N.  Y.,  to 
associate  marketing  director,  both  at  Bryan 
Houston,  N.  Y. 

FRANK  WESTBROOK,  vice  president- 
creative  director,  and  ANNE  COYLE, 

vice  president-client  relations,  elected  direc- 
tors at  Lilienfeld  &  Co.,  Chicago  agency. 

GORDON  KOHLER,  with  A.  C.  Nielsen 

Co.  13  years,  to  assistant  to  division  man- 
ager. Broadcast  Div. 

FTC  Issues  Muntz  Order 

Federal  Trade  Commission  approved 
consent .  order  Friday  prohibiting  Earl  W. 
Muntz,  Chicago,  from  exaggerating  size  of 

picture  tubes  in  tv  receivers  sold  by  him. 
FTC  claimed  in  complaint  filed  in  1957 
that  horizontal  measurements  of  viewable 

area  of  cathode  ray  tubes  in  Muntz  Tv  sets 

were  substantially  less  than  sizes  claimed  in 

newspaper  advertising  and  on  set  markings 
themselves.  Consent  order  recommends  that 

exact  diagonal  measurement  or  actual  view- 
ing area  in  square  inches  must  be  disclosed 

conspicuously.  Mr.  Muntz,  formerly  presi- 
dent of  Muntz  Tv  Inc.,  has  not  been  officer 

of  company  for  last  18  months. 

Mutual  List  Rises  to  441 

Mutual  now  claims  total  station  lineup 

of  441.  Network  reports  18  stations  joined 
network  and  43  renewed  affiliations  within 

past  90  days. 
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WFIL-TV 

PHILADELPHIA,  PENNSYLVANIA 

ABC-TV    CHANNEL  6  BLAIR-TV 

Operated  by:  Radio  and  Television  Div.  /  Triangle  Publications,  Inc.  /  46th  &  Market  Sts.,  Philadelphia  39,  Pa. 

WFIL-AM  •  FM  •  TV,  Philadelphia,  Pa.  /  WNBF-AM  •  FM  •  TV,  Binghamton,  N.  Y.  /  WLBR-TV,  Lebanon-Lancaster,  Pa. 

WFBG-AM  •  TV,  Altoona-Johnstown,  Pa.  /  WNHC-AM  •  F  Nl  •  TV,  Hartford-New  Haven,  Conn. 

Triangle    National    Sales   Office,   485    Lexington    Avenue,    New    York   17,    New  York 
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as  basic as 

the  alphabet 

EGYPTIAN 

The  ancient  people  of  the  Nile 
believed  that  a  bird-god 
named  Thoth  invented  writing, 
including  a  sacred  sign  which 
meant  support.  This,  scholars 
think,  was  the  beginning  of 
our  letter  F. 

PHOENICIAN 

When  traveling  merchants 
from  Asia  Minor  did  business 

in  Egypt,  they  saw  the  sign, 
liked  it,  and  made  it  part  of 
their  alphabet.  Slightly 

changed  in  form,  it  was  called 

wau. 
GREEK 

According  to  legend,  the 
Greek  hero,  Cadmus,  carried 

a  sixteen-letter  alphabet  in- 
cluding wau  from  Phoenicia  to 

his  homeland.  Later,  the  vari- 
ants shown  here  disappeared 

from  Greek  writing. 

ROMAN 
While  the  Greeks  were  still 

using  the  antique  F,  the  Etrus- cans borrowed  the  letter  and 

passed  it  along  to  the  Romans 
who  shaped  it  in  the  form  we know  today. 

Historical  data  by 

Dr.  Donald  J.  Lloyd,  Wayne  State  University 

A  its  your  main  target 

perfectly — without  waste. 

Seventy  percent  of  Michigan's 
population  commanding  75 

per  cent  of  the  state's  buying 
power  lives  within  W  WJ's  day- 

time primary  coverage  area. 

First  on  your  Michigan  station  list  should 

be  WWJ — where  thirty-eight  years  of  leadership 
experience  coupled  with  modern  radio  concepts  deliver 

exceptional  results  in  the  great  Detroit -Southeastern 
Michigan  market. 

Start  your  fall  radio  campaign  here — with 
the  WWJ  Melody  Parade,  the  WWJ  features  originating 

at  Northland  and  Eastland  Shopping  Centers — with  sales- 
minded  personalities  like  Hugh  Roberts,  Faye  Elizabeth, 

Dick  French,  Bob  Maxwell,  and  Jim  DeLand.  It's  the  basic 
thing  to  do! 

M  A  M  M  A  M  I  AM  and  FM 

WWJ  RADIO 

Detroit's  Basic  Radio  Station 

Owned  and  operated  by  The  Detroit  NeWS 

NBC  Affiliate 
National  Representatives:  Peters,  Griffin,  Woodward,  Inc. 



OPEN  MIKE 

Whose  Week  Comes  When? 

editor: 

Television  sponsorship  isn't  as  easy  to 
keep  track  of  these  days,  with  alternate- 
week  clients,  crossplugs,  major  and  minor 

weeks,  etc.  In  fact,  alternate-week  sponsor- 
ship is  becoming  the  rule  rather  than  the 

exception — 50%  of  WFIE-TV's  current 
program  schedule  in  AA  time  is  sold  on  that 
basis. 

There  are  several  ways  of  determining 
which  advertiser  has  which  week: 

1.  Consult  the  original  service  order  and 

calculate  from  the  starting  date.  If  the  start- 
ing date  was  in  1957,  this  can  take  time. 

2.  Consult  last  week's  log,  if  it's  handy. 
But  an  error  in  the  log  may  thus  be  perpetu- 

ated for  weeks. 

3.  Color-code  your  advertisers. 

This  latter  system,  which  we  call  our  "red 
and  blue  week"  system,  has  been  in  use 
at  WFIE-TV  for  more  than  a  year  and  has 

served  specifically  to  clarify  alternate-week 
sponsorship.  It  works  like  this : 
A  calendar  is  marked  for  alternate  red 

and  blue  weeks.  By  checking  the  flex  file 
in  which  alternate-week  advertisers  have 
also  been  marked  in  red  and  blue,  one  can 

easily  match  the  sponsor  with  the  week.  One 

may  also  check  months  in  advance,  if  neces- 
sary, to  determine  which  a-w  sponsor  is 

scheduled  on  a  specific  date.  For  The  Cali- 

fornians,  "Singer  red  and  Lever  blue"  is  all 
we  need  to  know. 

The  red  and  blue  week  system  has  re- 
duced errors  in  a-w  scheduling,  it  has  sim- 
plified making  up  a-w  service  orders,  and  it 

has  clarified  the  interpretation  of  a-w  service 
orders.  This  applies  also  to  spots.  The  station 

may  receive  a  spot  order  to  run  "Sept.  2,  1 1 , 
16,  25,  30,  Oct.  9,  14,  and  23."  How  much 

easier  to  express  it  this  way:  "Tuesday  blue, 
Thursday  red,  Sept.  2  thru  Oct.  23." 

We  feel  the  system  could  be  of  even 
greater  value  if  the  synchronization  of  red 

and  blue  weeks  were  standardized  through- 
out the  industry.  Then  a  network  or  agency 

could  specify  "red  week  sponsorship"  and 
everyone  would  know  exactly  which  dates 
were  being  designated.  With  more  alternate 

week  schedules  coming  up  this  fall,  it's 
something  to  think  about. 

Chester  T.  Behrman 

Program  Manager 

WFIE-TV  Evansville,  Ind. 

Sub-Teen  Pollsters 

editor: 

My  sales  manager's  wife  recently  an- 
swered her  doorbell  and  found  two  boys, 

ages  about  12  and  7.  The  older  announced 
that  he  represented  a  nationally  known  and 
respected  survey  company  and  questioned 
her  on  her  radio  habits.  Their  visit  was 

preceded  by  a  local  campaign  by  an  out- 
of-town  station  consisting  of  three  sound 
trucks  and  a  crew  of  youngsters  plastering 

bumpers  with  this  station's  call  letters.  We 
even  had  to  chase  a  couple  of  kids  out  of 
our  own  third  floor  studios  where  they 
were  attempting  to  paste  stickers. 

When  this  survey  is  released  will  it  be- 
come the  basis  for  spending  thousands  of 

dollars  of  advertising  money?  The  little  boy 

Strong 

Backstage,  with  Jerry  Strong  (7:00- 

7:05,  Monday-Friday)  reporting  en- 

tertainment news  and  interviewing 

celebrities,  is  also  strong  by  nature, 

matching  it's  mc's  name  by  consist- 

ently producing  top  ratings  for 

the  past  year.  Available  five  nights 

a  week,  it's  a  powerful  segment  of 

Seven  O'Clock  Final,  Washington's 
top-rated  early  evening  newscast. 

wmal-tv WASHINGTON,  D.  C. 

an  Evening  Star  station  represented  by  H-R  Television,  Inc. 
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APE  HEPE! 

A  BRAND  NEW 

COMEDY  PACKAGE 

150  animated  color  episodes, 

loaded  with  excitement  and 

thrilling  close-shaves,  carry  this 

small  boy  and  his  teddy  bear 

friend  to  distant  planets,  the 

wild  west,  pirate  ships  and 

caves.  Spunky  and  Tadpole 

will  add  new  life  to  your  pro- 

gramming for  young  and  old. 

niG
  KA

SCA
L5 

HILAR
IOUS 

GUILD LMS 

460  PARK  AVE.  N.  Y.  22,  N.  Y.  MU  8-5365 
IN  CANADA:  S.  W.  CALDWELL  LTD.,  TORONTO 

OPEN  MIKE  CONTINUED 

taking  the  survey  was  polite  and  clean  but 
are  his  findings  qualified  to  influence  the 
judgment  of  experienced  timebuyers  and 

possibly  even  negate  the  efforts  of  radio  sta- 
tions sincerely  attempting  to  provide  a 

stable,  adult  buying  audience  through 

thoughtful,  long  term  service  to  their  com- 
munities? 

How  about  an  affidavit  from  the  station 

ordering  the  survey,  as  well  as  any  others 
invited  to  join  and  therefore  aware  of  the 

dates,  stating  they  used  no  special  gim- 
micks? Refusal  to  do  so  could  be  so  noted. 
Walter  Kearsey 

General  Manager 

WBRK  Pittsfield,  Mass. 

Ending  the  Silence 
editor: 

In  the  June  16  issue  there  appeared  a 

story,  "How  Sunday  Can  Be  a  Working 
Day  For  Radio."  It  explained  how  WJQS 
Jackson,  Miss.,  increased  monthly  billing  in 
one  year  from  $280  to  $9,000  through  a 

policy  of  selling  program  units  in  "fringe" 
time.  By  normal  criteria,  this  story  should 
have  created  a  mild  sensation  in  radio 

circles.  I  have  searched  vainly  through  your 

editorial  pages,  and  especially  Open  Mike, 
for  even  one  word  of  comment. 

On  the  other  hand,  I  have  found  numer- 
ous arguments  over  a  controversy  which  has 

been  partly,  though  inadvertently,  respon- 
sible for  maintaining  many  medium-  and 

small-market  stations  at  a  mere  survival 

level,  as  well  as  jeopardizing  their  licenses. 
As  opposed  to  this,  the  experiment  of  the 
Jackson  station  could  substantially  increase 

local  revenue,  as  well  as  operating  stand- 
ards, for  stations  in  most  of  these  markets. 

On  the  one  hand,  we  are  proud  that  local 
radio  revenue  has  doubled  in  the  past  10 
years,  with  substantial  increase  in  national 
spot  revenue.  On  the  other,  we  are  proud 
that  the  number  of  radio  stations  has  more 

than  doubled  in  the  same  period.  But  we 

don't  combine  the  two.  If  we  did,  we 

wouldn't  find  so  much  to  be  proud  of.  If  we 
added  a  third  fact,  that  approximately  30% 
of  all  stations  have  been  operating  at  a  loss 
in  recent  years,  we  would  have  even  less 
to  be  proud  of. 

Prevailing  methods  of  operation  are  cal- 
culated to  cause  revenue  and  audience  rat- 

ings to  fluctuate  radically  and  sporadically, 
with  little  chance  for  sound  and  progressive 

expansion — without  even  dependable  sta- 
bility. True,  super-aggressive  operators 

sometimes  play  for  all  it's  worth,  but  they 
must  sooner  or  later  run  into  a  bottle-neck 
and  the  dead  end  to  further  progress.  Is  it 

worth  an  FCC  citation  for  purported  pro- 

gram imbalance  and  over-commercializa- 
tion? 

It  is  no  secret  among  veteran  authorities 
(those  still  in  radio)  that  few  stations  are 

even  approaching  their  potential  in  revenue 
volume.  RAB  made  this  declaration  some- 

time back,  and  in  the  same  release  it  was 
further  stated  that  program  selling  is  the 

key  to  cost-cutting  and  profitable  operation, 
and  that  too  many  stations  are  concentrating 
on  spot  saturation  campaigns. 

I  have  just  completed  a  comparative 

Radio  Writes  a  Moving 

Case  History  for  Dean 

MOVING  AND  STORAGE  is  a  major 

industry  in  Southern  California,  where 
30%  of  all  families  change  residence 
in  an  average  year. 

THAT'S  WHY  DEAN  VAN  LINES,  with 
general  offices  in  Long  Beach,  relies  on 

the  all-pervasive  medium,  RADIO,  to 
build  the  brand  image  which  will  make 
these  modern  nomads  think  first  of 

DEAN  when  it's  time  to  move.  In  the 
past  twelve  months  DEAN  has  used 
1500  announcements  on  KBIG,  has 

just  renewed  for  another  year. 

"We  put  a  substantial  portion  of  our 

ad  budget  in  radio"  reports  owner 
A.  E.  DEAN,  "because  an  evaluation 
of  our  advertising  program  proves  that 

radio  produces  more  business  than  any 
other  medium,  over  all.  Our  business 
has  increased  steadily  without  a  dip, 

and  so  has  our  use  of  radio'.' 

CHRIS  CHRISTIAN,  DEAN'S  National 

Advertising  Manager,  adds,  "We  put  a 
great  portion  of  our  advertising  budget 
on  KBIG  because  it  delivers  234  cities 

and  towns  in  all  eight  Southern  Cali- 
fornia counties  at  lowest  cost  per 

thousand ...  its  audience  is  responsive 
. . .  and  its  adult  programming  gives  us 

a  no-waste  circulation" 
YOUR  KBIG  OR  WEED  CONTACT  will 

gladly  provide  other  case  histories  to 

help  you  evaluate  Southern  California 
radio  in  your  own  marketing  situation. 

JOHN  POOLE  BROADCASTING  CO. 
6540  Sunset  Blvd..  Los  Angeles  28,  California 

Telephone:  Hollywood  3-3205 
Nat.  Rep.  WEED  and  Company 
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FIRST  ON  THE  PHILADELPHIA  SCEN 

WIBG  •  RADIO  99 

In  1795  the  United  States  Mint  in  Philadelphia  produced  the  first 

Silver  Dollar.  Today  MORE  advertisers  spend  MORE  dollars 

with  WIBG-RADIO  99  —  First  in  Philadelphia! 

WIBG  commands  first  place  with  Philadelphia  audiences 

for  total  rated  time  periods, 7  days  a  week!* 

Cash  in  with  WIBG-RADIO  99  .  .  .  where  your  advertising 

dollar  goes  farther  naturally  .  .  .  and  where  big  audiences  mean 

big  listening  —  and  big  results!  Call  Joe  Conway  or  your  Katz 

man  today. 
*C.  E.  Hooper — April,  May,  June — 1958 

£2$ 

WIBG 

Philadelphia 

WWVA 
Wheeling 

WAGA 
Atlanta 

WGBS 
Miami 

WSPD 

Toledo 

WJW  WJBK 

Cleveland  Detroit 
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Latest  1958  ratings  in  30  typical  cities 

incinnati,  Ohio 
WKRC-TV-16.3 

Detroit,  Mich. 
WXYZ-TV-13.3 

Rock  Island,  III. 
WHBF-TV— 27.E 

Chicago,  III. 
WGN-TV-10.0 
Charlotte,  N.C. 
WSOC-TV-13.3 
Cleveland.  Ohio 

WEWS-16.5 

Duluth,  Minn. 
WDSM-TV-18.4 
Kansas  City,  Mo. 

KCMO-TV-17.9 
Knoxville,  Tenn. 
WATE-TV-18.1 

Lubbock,  Tex. 
KDUB-TV-15.5 
Milwaukee,  Vy|s./ 

WTMJ-TV— 15.2 

Minneapolis,  Minn 

WCCO-TV-12.7 
New  Orleans,  La. 

WDSjj-TV-11.5 

Indianapolis,  Ind. 
WFBM-TV-11.9 
San  Antonio,  Tex. 

KONO-TV-15.9 
Rochester,  N.Y. 
WROC-TV-25.0 

Buffalo,  N.Y. 
WBEN-TV-13.7 

Baltimore,  Md. 
WMAR-TV-17.8 

Dayton,  Ohio WHIO-TV-21.5 
Pittsburgh,  Pa. 

wnc-11.0 
Wichita,  Kansas 

KAKE-TV-16.4 

Grand  Rapids,  Mich. 

WOOD-TV-19.8 
Louisville,  Ky. 

WHAS-TV-18.3 

Seattle,  Wash. 

KOMO-TV-16.1 

Binghamton,  N.Y. 
WNBF-TV— 20.9 

Tulsa,  Okla. 

KOTV-14.2 
Spokane,  Wash. 
KREM-TV-13.5 

Memphis,  Tenn. 
WHBQ-TV-14.4 
Boston,  Mass. 
WNAC-TV-9.0 
Portland,  Ore. 

KPTV-12.3 

...and  remember,  the  show 

is  mostly  slotted  in 

fringe  time  periods! 

PRODUCED  BY  PETER  DEMET 

DIRECTED  BY  SID  GOLTZ 

. . .  the  people  who  do  "All-Star  Golf * 

The  only  TV  Bowling  Show  sanctioned  by  American  Bowling  Congress 



Sporfe  Parade. 

^Average  cost  per  1,000  homes  $^ 
per  commercial  minute  JL  • 

per
 

^Average  cost  per  1,000  viewers 

per  commercial  minute 

*Based  on  30  typical  markets  presented  on  the  left. 

Championship  Bowling  now 

available  for  Fall  release 

26 

brand-new 
featuring  the  World's  Greatest  Bowling 

Stars,  and  Fred  Wolf,  America's 
hour  shows!    leading  Bowling  Sportscaster. 

WALTER  SCBWIMMER,  INC. 

CHICAGO     ©main  office  •  75  E.  Wacker  Drive 

FRanklin  2-4392 

NEW  YORK  #527  Madison  Ave. 

ELdorado  5-4615 

FREE  FOR  ASKING  } 

Comprehensive  new 

study  on  the  TV  sports 

picture,  plus  all  the  facts 
w\  on  bowling. 



starring 

LEE  TRACY 

Wire  or  phone 
Michael  M.  Sillerman 

Exec.  V.P.,  collect 
today  for  your 
market! 

OPEN  MIKE  CONTINUED 

study  of  seventy-eight  radio  markets  whieh 
confirms  the  RAB  release.  No  more  than 
15%  have  achieved  revenue  volume  above 

what  might  be  reasonably  considered  normal 
expectancy.  In  half  of  the  markets  stations 
have  developed  less  than  50%  of  their  local 
potential,  with  some  improvement  in  a  few 
markets  when  gross  revenue  figures  are  used. 

Even  I  have  some  doubts  about  the  in- 
variable success  of  every  experiment  to  sell 

programs.  There  are  some  essential  meth- 
ods and  techniques  which  seem  to  have  been 

forgotten  since  the  days  before  television. 
The  Jackson  story  had  its  amusing  aspects. 

The  Sunday  schedule  of  commercial  pro- 
gram units  provides  50%  more  revenue  than 

any  other  day,  but  the  station  will  continue 
to  restrict  program  sales  to  fringe  time  not 

in  demand  for  spots.  But  such  a  tongue-in- 
cheek  attitude  as  this  is  far  more  liberal 

than  the  arbitrary  opposition  usually  en- 
countered. 

The  "wave"  of  spot  saturation  was  born 
of  desperation  when  much  of  the  revenue 
and  executive  experience  were  being  drawn 
into  television.  All  stations  were  forced  to 

adjust  to  this  trend  to  share  in  national 
business,  but  the  wave  has  fanned  to  sweep 

everything  in  its  path.  Stations  continuing 

to  enjoy  the  most  favorable  local  sales  con- 
ditions were  lured  into  the  trap.  Few  me- 

dium- or  small-market  stations  could  have 

been  hurt  by  spot  saturation  from  national 

accounts,  but  the  great  mass  of  local  vol- 
ume was  also  needlessly  converted  to  satu- 

ration. 

Present  conditions  seem  to  have  effected 

a  complete  reversal  of  basic  operating  phi- 
losophy. All  too  often,  the  ultimate  goal  is 

a  record-breaking  current  monthly  billing. 

Selling  long-term  contracts  for  local  ac- 

counts does  require  special  techniques',  but 
far  more  vital  are  management  policies  and 

philosophy  which  provide  and  implement 
these  methods.  Designs  for  effective  policies 
demand  much  serious  study  and  planning. 

It  cannot  be  done  by  ignoring  the  future. 
When  eyes  remain  glued  to  current  billing, 
all  efforts  are  directed  at  this  one  immediate 

and  almighty  objective.  But  concentration 
on  present  affairs  provides  little  hope  for 

substantial  progressive  and  healthy  expan- 
sion. 

Julian  Skinnell 

(Ex-WLBR-TV  Lebanon,  Pa.) 
Lancaster,  Pa. 

Circulation  Booster 
editor: 

For  years  my  best  intentions  to  file  back 
copies   of  Broadcasting  have  come  to 

naught.  So  now  I  have  started  "planting" 
them  in  waiting  rooms,  barber  shops,  etc. 

Although  some  of  our  dirty  linen  is  aired,  as 

it  is  in  any  trade  magazine,  each  edition  con- 

tains much  more  positive  selling  for  the  in- 
dustry. Is  there  anything  wrong  with  this? 
Nels  Rupard 

General  Manager 

KIND  Independence,  Kan. 

[EDITOR'S  NOTE:  Nothing  wrong.  Broadcasting, whose  current  press  run  is  22,100,  is  delighted  to 
have  this  bonus  circulation.] 

IN  REVIEW 

OUTLOOK 
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It  was  worth  waiting  nearly  three  weeks 
after  Bastille  Day  to  get  a  look  at  Chet 

Huntley's  film  of  the  Paris  parade.  It  may 
have  been  a  monochrome  show  Aug.  3  but 

this  was  some  of  the  year's  most  colorful 
footage — successfully  communicating  the 
emotions  aroused  by  the  DeGaulle-pro- 
duced  extravaganza.  Mounted  Arabs,  tough 

legionnaires,  African  troops — and  shots  of 
editor  Huntley  mingling  with  that  old-time 

Champs-Elysees  crowd — combined  to  pro- 
vide an  irresistible  bridge  into  the  substance 

of  the  program — a  thoughtful  discussion  of 
French  politics  with  a  leftist  leader. 

This  was  a  typical  edition  of  Outlook, 
which  Sunday  in  and  Sunday  out  offers  some 

of  the  most  palatable  news-public  affairs 
commentary  on  the  dial.  It  is  the  product 
of  an  astute  editor  backed  up  by  first  class 
writers,  cameramen  and  production  people. 

Production  costs:  Approximately  $8,000. 

Sustaining  on  NBC-TV  Sunday  (Aug.  3) 
6:30-7  p.m.  EDT. 

Editor-commentator:  Chet  Huntley;  pro- 
ducer: Reuven  Frank;  directors:  Jack 

Sughrue,  Jim  Kitchell;  writers:  William 
Hill;  Piers  Anderton. 

BOOKS 

YEAR  ONE— The  Story  of  the  First  Year 
of  Granada  Tv  Network.  Published  by 

Granada,  printed  in  London  by  Shenval 
Press.  118  pages. 

Granada  Tv  Network  Ltd.,  now  in  its 

third  year  of  existence  has  put  together  an 

amusing  ("if  only  as  a  museum-piece,"  the 
preface  says)  account  of  its  early  days  in 

supplying  weekday  programming  to  a  large 
area  in  the  north  of  Great  Britain. 

The  story  of  a  late-starting  commercial 
programmer  (May  3,  1956)  in  a  country 
where  non-governmental  tv  was  a  late-comer 
and  unprecedented,  this  delightful  book 

should  be  interesting  on  at  least  two  ac- 
counts to  tv  colleagues  on  this  side  of  the 

Atlantic :  ( 1 )  the  book  bears  a  light  touch 
along  with  an  intensely  serious  outlook,  and 

(2)  "Year  One"  is  informative  as  to  how 
the  "other  fellow  does  it"  (or  did  it)  in  tv 

programming. 
The  little  volume  opens  with  a  description 

of  Granada  as  a  theatre  chain  which  enters 

independent  tv  programming.  From  then  on 
the  reader  participates  in  the  building  of  the 
service  (based  at  Manchester),  its  debut  in 

1956,  and  continues  to  share  the  new  ex- 
periences and  attitudes  toward  creative  pro- 

gramming (drama,  journalism  and  light  en- tertainment). 

A  fascinating  treatment  is  the  book's 
"picture  section" — a  dramatic  portrayal  of 
people,  action  and  broadcast  facilities 
through  a  sequence  of  revealing  photo- 

graphs. Also  included:  A  reference  section 
that  includes  lists  of  advertisers  and  net- 

work people,  charts,  data  on  size  and  nature 
of  the  tv  audience  in  Britain  and  even  re- 

prints the  Television  Act,  1954,  the  White 

Paper  that  set  up  England's  independent  tv. 
The  wry  British  touch:  After  a  meticu- 

lous listing  of  every  advertiser  and  product 

using  Granada  since  it  went  on  the  air — a 
Broadcasting 
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Nothing  else  like  it 

in  Greater  New  York 

IN  PROGRAMMING:  The  voice  of  WVNJ  is 

unique.  It's  the  only  radio  station  in  the  entire 
Metropolitan  New  York  area  that  plays 
just  Great  Albums  of  Music  from  sign  on  to 

sign  off  —  365  days  a  year. 

IN  AUDIENCE:  So  different,  too.  So  largely 

adult  —  so  able  to  buy  —  so  able  to  persuade 
others  to  buy.  And  in  Essex  County  alone 

(pop.  983,000)  it  has  more  listeners  than  any 
other  radio  station  not  only  in 

New  Jersey,  but  in  New  York  as  well. 

IN  VALUE:  It  delivers  the  greater  New  York 

audience  for  less  than  31c  per  thousand  homes — ■ 
by  far  the  lowest  cost  of  any  radio  station 
in  the  market.  We  can  prove  it  with  Nielsen 
and  Pulse.  Get  the  facts  and  figures  today. 

radio  station  of  %he  Ketuark  ̂ cttis 

national  rep:  Broadcast  Time  Sales  •  New  York,  N.  Y.  '  MU  4-6740 
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IN    REVIEW  CONTINUED 

Get  more  for  your  Money! 

and 

LICK  the  BIG 

N.E.  Pennsylvania^ 

Market 

y»5CRANT0N 
ES-BARRE 

GREATEST  COVERAGE 

%  1st  in  Average  Share  of  Audience — ALL  DAY* 
#  1  st  in  Average  Quarter  Hour  Rating — ALL  DAY* 

\  - ^  •  HAXLETON 

HIGHEST  POWER/ 

I—
 

Highest  power  and  dominant  penetration  among 
all  competing  stations. 

LOWEST  COST 

WILK  has  the  greatest  listening  audience — You 
get  a  greater  return  on  every  dollar  spent. 

BIGGEST  GROWTH 

Effective  programming  directed  to  the  young  and 

old  alike  is  responsible  for  WILK's  rapid  growth. 

*  Pulse  Wilkes-Barre  -  Hazleton  Metropolitan  Area  — 
November  1  957. 

Wilkes-Barre,  Pennsylvania.  Call  Avery-Knodel  for  details 

The  only  A.B.N.  Affiliate  in  Northeastern  Pennsylvania. 

BROADCASTING 
THE  BUSINESSWEEKLY  OF  TELEVISION  AND  RAOIQ 

1735  DeSales  St.,  N.  W.  Washington  6,  D.  C. 

PLEASE  START  MY  SUBSCRIPTION  WITH  THE  NEXT  ISSUE 

□  52  weekly  issues  of  BROADCASTING  $  7.00 
□  52  weekly  issues  and  Yearbook  Number  I  1.00 

□  Enclosed  □  Bill 

title/position* 
company  name 

address 
city 

Please  send  to  home  address  - 

state O 

portrait  on  the  last  page  of  the  book  of  one 
P.  T.  Barnum. 

MOTIVATION  RESEARCH  by  Harry 

Henry,  Frederick  Ungar  Publishing  Co., 
105  E.  24th  St.,  New  York  10,  N.  Y. 
240  pages.  $5. 

The  reader  might  be  reminded  of  a  cast 

member  in  the  flapper  musical,  "The  Boy 
Friend,"  who  assured  the  audience,  "We 

had  the  twenties  in  Britain,  too."  It  turns 
out  that  they  have  MR  in  Britain  as  well, 

and  presumably  there's  no  escaping  it  any- where. 

Mr.  Henry,  director  of  research  for  Mc- 
Cann-Erickson  Adv.  Ltd.,  London,  and 

chairman  of  the  agency's  European  research 
committee,  seems  well  qualified  to  speak 

for  the  advertising  phenomenon  of  the 

fifties.  His  book  on  MR,  "its  practice  and 
uses  for  advertising,  marketing  and  other 

business  purposes,"  is  a  conscientious  ex- 
planation of  the  infant  depth  technique, 

the  why,  what  and  how  in  production, 

packaging,  marketing  and  advertising — all 
indexed  and  bibliographed.  He  treats  his 

subject  good  humoredly,  even  sprinkling 
in  a  Goldwynism  from  time  to  time  (do 
they  have  him  there  too?).  Harry  Henry 

also  covers  the  great  names  of  MR.  All 
are  introduced  and  Vance  Packard  comes 

in  for  a  spirited  rebuttal  of  what  Mr.  Henry 
believes  are  conclusions  unfairly  drawn  by 
The  Hidden  Persuaders. 

RADIO  FREE  EUROPE  by  Robert  T. 
Holt,  U.  of  Minnesota  Press,  Minneapolis 
14,  Minn.  249  pages.  $5. 

Dr.  Holt,  an  assistant  professor  of  po- 
litical science  at  the  U.  of  Minnesota  and 

a  veteran  of  Army  psychological  warfare, 

went  to  Munich  to  study  the  nine-year-old 
service  operated  by  political  exiles.  He  has 
put  an  exhaustive  story  of  RFE  on  the 

record,  covering  people,  methods  and  pol- 
icy. The  story  of  the  private  propaganda 

enterprise  is  a  distinct  documentary  con- 
tribution, complete  with  scholarly  appen- 

dix, notes  and  index  but  without  pedantry. 

Notes  are  thoughtfully  put  at  the  end  in- 
stead of  at  the  bottom  of  pages.  One  inter- 
esting chapter  deals  with  the  role  of  RFE 

in  Polish  and  Hungarian  uprisings  and 

subsequent  charges  that  the  radio  service 
influenced  the  revolts. 

IMPEDANCE  MATCHING  edited  by  Al- 
exander Schure,  John  F.  Rider  Publisher 

Inc.,  116  W.  14th  St.,  New  York  11, 
N.  Y.  119  pages.  $2.90. 

No.  166-23  in  the  Rider  Electronic  Tech- 
nology Series  covers  a  subject  about  which 

editor  Schure  says,  "Few  topics  must  be 
given  as  close  attention  in  the  design  and 
construction  of  electronic  equipment  as 

must  impedance  matching."  He  thoughtfully 
defines  the  function  of  impedance  matching 
in  the  transfer  of  energy  from  the  output 
of  one  circuit  to  the  input  of  another.  The 

book  was  written  for  design  engineers,  stu- 
dents, radio  amateurs  and  electronic  hobby- 

ists. It  doesn't  stint  on  schematic  illustration 
and  includes  review  questions  at  each  chap- ter's end. 
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Summer  Stock 

VTature  is  hard  at  work  in  Iowa  these 

hot  August  days.  Seeds  have  finished 

dancing  in  the  fat  dirt ;  their  progeny  shoot 

towards  the  hard  sky,  bearing  corn  ears 

listening  to  inch-a-day  growth,  wheat  ker- 
nels maturing  to  the  marital  music  of  the 

wind.  Pigs  dine  on  meals  planned  as  care- 

fully as  a  baby's,  become  obese  hogs  with 
slabs  of  bacon  glinting  in  the  X-ray  eyes 
of  their  owners.  Guernseys  turn  vegetation 

into  butter-fat;  Black  Angus  build  beef  as 

they  ruminate,  perhaps  about  imminent  ful- 
fillment of  their  destiny.  Chickens  cluck 

stupidly,  bragging  about  their  egg  produc- 

tion ;  geese  gaggle  and  turkeys  start  their 

inexorable  road  to  momentary  glory. 

Each  year  Iowa's  black  soil  produces  more 

wealth  (we've  said  this  before,  but  maybe 

you  weren't  listening)  than  all  the  gold 
mines  in  the  world.  Yet  agricultural  Iowa 

is  only  half  the  story.  Industrial  Iowa  con- 
tributes an  annual  value  of  manufactured 

products  which  exceeds  the  $2.5  plus  billion 

farming  provides  annually. 

Midst  all  this  husbandry  and  industry  East- 
ern Iowans  find  time  to  listen  to  WMT. 

WMT  averages — 5  a.m.  to  midnight — 
more  audience  than  the  combined  total  of 

all  other  radio  stations  located  in  our  Pulse 

area. 

WMT 

CBS  Radio  for  Eastern  Ioiva 
Mail  Address:  Cedar  Rapids 

National  Representatives:  The  Katz  Agency 
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IN  PUBLIC  INTEREST 

WESTERN 

MARKET 

Immediate  availability.  640  million 
acres,  cultivated  by  top  radio  station 
since  1924.  Ideal  for  increasing  sales 
in  302  counties  of  12  states.  Market 

furnished  with  over  4  million  year 

'round  listeners  plus  10  million  vaca- 
tioners. Purchase  includes  top  net- 

work programming  and  popular  lo- 
cal shows.  A  really  outstanding 

time-buy! 

Plus  features  included 

at  no  extra  cost: 

•  Friendly  neighbors.  Since  1924, 
KOA  has  been  a  respected  friend  to 
this  vast  Western  neighborhood. 

•  Power  and  influence.  KOA's 
50,000-watt  voice  is  an  influential 
power  throughout  the  West. 

•  Carefully      planned  programs. 
KOA  has  always  planned  its  program- 

ming to  provide  the  type  of  enter- 
taining and  informative  listening 

Westerners   like  and  depend  on. 

Make  your  ad  budget  go  farther 
.  .  .  work  more  effectively! 

Buy  KOA -Radio! 

Represented  nationally  by 

Henry  I.  Christal  Co.,  Inc. 

D  E  N  V  E  R^^^&?^£? 

One  of  America's  great  radio  stations 

50,000  WATTS  850  KC 

HOSPITAL  RADIOTHON  •  KIDD  Monte- 

rey, Calif.,  raised  pledges  totaling  $104,000 

in  a  one-day  drive  for  funds  to  build  a  new 
hospital.  Local  civic  leaders  handled  station 
newscasts  and  d.j.  shows,  while  station 
personnel  manned  telephones,  accepting 

pledges.  KIDD  reports  a  total  of  $260,000 

was  raised  in  one  day  by  four  radio  sta- 
tions, one  tv  station  and  two  newspapers. 

Broadcasters  accounted  for  $180,000. 

FIRE  RELIEF  •  WKBW  Buffalo,  N.  Y., 
collected  clothing,  household  goods  and 
cash  for  a  family,  including  10  children, 
whose  home  was  destroyed  by  fire.  Mobile 

news  cruisers  were  dispatched  to  make  pick- 
ups of  donations  which  included  mattresses, 

rugs  and  a  stove.  Two  listeners  offered 
their  summer  homes  as  temporary  shelter 
for  the  homeless  family. 

SPORTS  CHALLENGE  •  Local  sales  man- 

ager Jack  Sholar  of  WALB-TV  Albany, 

Ga.,  has  challenged  Columbia,  S.  C,  radio- 
tv  sportscasters  and  newspaper  sportswriters 

to  a  sports  competition  to  stimulate  interest 

in  and  raise  money  for  the  1959-60  United 

States  Olympic  Team  Fund.  Mr.  Sholar's 
challenge  includes  flycasting,  putting,  base 

running,  and  baseball,  football  and  basket- 
ball throwing  for  distance  and  accuracy.  If 

he  wins,  Mr.  Sholar  guarantees  $250  to  the 
Olympic  Fund.  If  he  loses,  the  money  goes 

to  charity  of  the  winners'  choice.  So  far, 
only  Columbia  Record  sportswriter  Sonny 

Gray  has  accepted  the  bait. 

FLOOD  RELIEF  •  WBT  Charlotte,  N.  C, 
came  to  the  relief  of  local  flood  victims  by 

bringing  their  plight  to  the  governor's  at- tention. After  surveying  a  neighborhood 
which  had  been  plagued  several  times  this 
summer  by  flood  waters,  which  residents 
said  were  due  to  a  highway  construction 
project,  veteran  announcer  Grady  Cole  took 
the  situation  straight  to  Gov.  Luther  Hodges. 
The  governor  flew  to  Charlotte  the  next  day, 

mapped  out  a  plan  of  action,  and  the  fol- 
lowing day,  the  N.  C.  Highway  Commission 

began  work  to  correct  the  situation. 

GROUNDBREAKING  COMMENDA- 
TION •  KOOL-TV  Phoenix,  Ariz.,  received 

a  note  of  appreciation  from  Mayor  Jack 

Williams  for  its  "indefatigable"  coverage  of 
groundbreaking  exercises  for  civic  projects 

resulting  from  a  recent  $70-million  bond 
expansion  program.  Expressing  concern 
that  the  citizenry  would  not  be  aware  of  how 
the  money  was  being  spent,  the  mayor  called 

the  station's  newsfilm  coverage  of  the 

groundbreakings  "public  service  at  its  high- 

est level." 
BLOOD  DONORS  •  WMIX  Mt.  Vernon, 
111.,  promoting  donation  of  blood  to  the  local 

Red  Cross,  doubled  the  original  quota.  Lis- 
teners donated  629  pints  in  two  afternoons. 

FOOTBALL  BENEFIT  •  WICC  Bridge- 
port will  broadcast  the  Connecticut  All- 

Star  east-west  high  school  football  game 
August  22.  Gate  receipts,  as  well  as  pro- 

ceeds from  the  broadcast  to  be  sponsored 
by  Baldwin  Motors  Inc.,  Bridgeport,  will  go 

to  the  local  Boys'  Club. 

The  hand  that  wields 

the  lipstick  rules  the 
family  shopping  world. In  Portland,  Oregon, 

and  30  surrounding 

counties,  it's  also  the 
hand  that  tunes  most 
to  KOIN -TV  .  .  .  and  the 
hand  that  reaches  for 

your  product  in response  to  your 

gentle  urgings  on  her 

station .  The 
gentlemen  at  CBS-TV 
Spot  Sales  know all  about  her  intriguing 

buying  habits  —  and 
about  KOIN  -TV's enviable  coverage  and 
ratings.  Just  ask 
for  them. 
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Another  thinly  disguised  WJR  success  story 

ion,  Reschmession! 

Folks  in  Michigan  are  still  on  the  go  and  they're  still 
spending  money.  A  vacation  is  one  of  the  first  places 

where  recession-minded  people  tighten  the  old  belt. 
But  hear  this!  The  Michigan  Tourist  Council  got 

close  to  one  thousand  replies  from  one  WJR  broad- 

cast which  included  an  offer  of  a  vacation  guide! 

That  isn't  all.  This  broadcast  was  made  at  8  A.M. 
on  a  Sunday  morning! 

This  indicates  two  things.  First,  Michiganders  are 

spenders.  Second,  they  depend  on  WJR  as  a  guide 

in  their  spending.  An  Alfred  Politz  survey  proved 

this  when  it  disclosed  that  ...  in  the  age  group  that 

controls  80%  of  the  purchasing  power,  WJR  has  more 

listeners  than  the  next  six  Detroit  stations  combined! 

The  best  way  to  chase  those  recession  blues  is  to 

contact  your  nearest  Henry  I.  Christal  representative. 

He's  the  man  with  all  the  facts  that  prove  WJR  can 

move  products  in  the  Detroit-Great  Lakes  area — the 
fifth  richest  market  in  the  country. 

Recession,  my  eye! 

WJR 50.0C 

DETROIT 

50,000  WATTS  CBS 

Radio  Programs  with  Adult  Appeal 

^5 

WJR's  primary  coverage  area —over  1 7,000,000  people 

Broadcasting 
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MORE  THAN 

100% 

Greater  Listening  Audience 

w 

7:00  A.M.  — 12:00  Noon 
Monday  Thru  Friday 12:00  Noon— 6:00  P.M. Monday   Thru  Friday 

WILS 58.3 60.5 
Sta.  B 25.6 21.2 

Sta.  C 7.7 9.8 

Sta.  D 3.7 3.2 

C.    E.    Hooper,   March-April,  '58 

5000 

LIVELY  WATTS 

w 

MORE  LISTENERS 

THAN  ALL  OTHER  STATIONS 

HEARD  IN  LANSING  COMBINED 

LANSING 

CONTACT 

VENARD 

RINTOUL  & 

McCONNELL,  INC. 

WILS 

^  neWs  s^> 

81 

ASSOCIATED  WITH  PONTIAC'S 

OUR  RESPECTS 

to  Edward  Welch  May 

Edward  Welch  May  was  born  into  the  broadcasting  business.  His  father,  Earl  May, 
operated  KMA  Shenandoah,  Iowa,  until  his  death  in  1946.  Young  May  assumed 

the  twofold  responsibility  of  KMA  and  the  associated  Earl  E.  May  Seed  Co.,  a  dual 
role  for  which  he  had  been  carefully  trained. 

As  a  boy  of  seven — he  was  born  July  28,  1919 — Edward  May  started  selling  May 
garden  seeds  on  the  May  Broadcasting  Co.  station,  joining  his  father  in  a  warm, 
neighborly  program  that  had  a  wide  audience  around  the  Midwest.  Inevitably  the 

son  acquired  the  friendly  approach  that  had  given  KMA  the  label,  "The  Heartbeat 
of  the  Corn  Country."  This  tag  was  applied  by  Homer  Croy  in  his  famed  book, Corn  Country. 

Death  of  the  elder  May  was  a  shock  to  the  midwestern  area  but  Ed  May  con- 

tinued his  father's  daily  12:15  p.m.  and  6:45  p.m.  discussions  of  weather,  markets 
and  crops — especially  weather.  As  midwesterners  know,  anyone  who  talks  about 

the  weather  is  sure  of  an  audience  since  the  whole  economy  depends  on  today's 
elements  and  what  it's  going  to  do  tomorrow.  The  tradition  of  careful  weather 
reporting  was  continued. 

When  complaints  were  made  that  tornado  tracing  and  predicting  was  frightening 
some  listeners,  Ed  May  decided  to  find  out  what  the  public  really  wanted.  A 
thorough  survey  was  conducted.  It  showed  that  over  99%  of  the  people  wanted 
KMA  to  continue  tornado  warnings.  The  U.  S.  Weather  Bureau  sent  copies  of 
the  survey  to  its  stations  around  the  country. 

Another  survey  project  was  undertaken  in  1954  when  Mr.  May  revived  his 

father's  straw  vote,  once  a  nationally  recognized  reflection  of  grassroots  election 
trends.  The  straw  vote  in  1936  and  1940  had  been  described  by  politicians  as  the 
most  accurate  in  the  nation. 

While  Ed  May's  broadcasting  career  started  shortly  after  he  entered  public  school, 
he  didn't  become  a  staff  announcer  until  his  senior  year  in  Shenandoah  High  School. 
After  classes  he  reported  to  KMA  and  worked  as  a  commercial  announcer.  He 
obtained  his  higher  education  at  U.  of  Nebraska  where  he  met  the  future  Mrs. 

May — Eleanor  Jean  Petty — and  did  graduate  work  at  Iowa  State  College  plus 
summer  sessions  at  Tarkio  College,  Mo.,  and  the  U.  of  Mexico.  He  served  for  a 
time  as  junior  agricultural  economist  in  the  office  of  foreign  agricultural  relations, 
stationed  in  Lima,  Peru,  and  later  Mexico  City. 

Besides  succeeding  his  father  as  a  broadcast  voice,  Ed  May  assumed  the  executive 
responsibilities.  These  soon  included  entry  into  television  in  Omaha,  where  the 

May  Company  owns  75%  of  KMTV  (TV)  and  25%  of  Central  Broadcasting  Co. 

(WHO-AM-TV  Des  Moines,  WOC-AM-TV  Davenport).  He  is  president  of  KMA 
and  KMTV  and  vice  president  of  KFAB  Omaha.  As  president  of  Earl  E.  May 
Seed  Co.  he  directs  a  firm  with  wide  distribution  (2,100  stores)  plus  operation  of  a 

regional  store  group  (37  stores).  He  is  a  board  member  of  the  seed  and  broadcast 
corporations  as  well  as  Mount  Arbor  Nurseries  and  State  Savings  Bank  of  Bedford, 
Iowa. 

Having  broken  into  broadcasting  as  a  child,  Ed  May  is  continuing  the  family 
tradition  with  his  three  children — Annette,  13,  Karen,  10,  and  Edward  Jr.,  4. 
Eddie  Jr.,  in  the  juvenile  role  formerly  handled  by  his  sisters,  draws  fan  mail  from 

children  of  four  states.  The  three  often  sing  "Happy  Birthday"  on  the  noon  program 
in  answer  to  listeners'  requests.  Mrs.  May  isn't  interested  in  air  appearances. 

The  seed  and  nursery  business  fits  nicely  into  the  broadcast  enterprises.  Ed  May 

has  instilled  pride  in  home  gardening  and  regularly  reads  reports  on  listeners'  flower 

and  vegetable  gardens.  He  is  active  in  civic  projects,  including  Children's  Memorial 
Hospital,  Southwest  Iowa  Theatre  Group  and  the  Shenandoah  Congregational 
Church.  Other  interests  include  the  Elks  and  Masonic  Lodges,  Kiwanis  and  Chamber 
of  Commerce. 

Ed  May  is  strictly  informal  around  the  office  and  enjoys  chatting  with  visitors 
who  come  to  KMA  and  the  seed  company.  He  greets  large  numbers  of  visitors  who 

come  to  see  the  grounds  and  inspect  the  company  operations  with  a  spontaneous 
friendliness  reflected  throughout  the  May  organization.  He  is  of  medium  stature, 
blondish  and  on  the  quiet  side.  Around  the  Midwest  he  is  universally  known  as 

"Ed,"  which  he  prefers  to  "Mr.  May." 
Hobbies,  besides  his  family,  include  a  male  quartet  he  started  several  years  ago. 

The  group  appears  all  over  the  Iowa  area.  He  has  encouraged  square  dancing  and 

helped  organize  the  Shenandoah  Pairs  and  Squares.  At  home  he  plays  on  a  Wur- 
litzer  electric  organ  and  indulges  his  horticultural  bent  in  a  greenhouse  that  features 

his  company's  products. 

W  P  ON 
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Sparkling  Wake-Up  Music . . .  plus 

Interviews  with  Famous  Stars  of  the  Entertainment  World 

MARTY'S  MORNING  BEAT 

II 

II 

MONDAY  THRU 

SATURDAY 

6  TO  10  A.M. 

Marty  interviews 

guest  star Jackie  Cooper 

■111 

r^Prjii^.   Ill  llll  

3V 

W*"8  *   use  0,  best  buy 

,0bn  cars         A  " 

Save 
Save  up  to  15%  by  using  2  or  more  of  these  powerful  stations 

WKMH         WKMF         WELL  WSAM  WKHM 

Dearborn-Detroil  Flint,  Mich.  Battle  Creek,  Mich.  Saginaw,  Mich.  Jackson,  Mich. 
USE  4  OR  5  STATIONS...  SAVE  15%  •  USE  ANY  3  STATIONS ...  SAVE  10%  •  USE  ANY  2  STATIONS ...  SAVE  5% 

Broadcasting 

KNORR  BROADCASTING  CORP  ■  Represented  by  Headley-Reed 

August  11,  195$    •    Page  27 



It  takes  just  one  BIG  one .  •  • 

There  Are  Plenty  Of  Fish 
In  The  Sea  .  .  .  but  the  One 

Big  One  gets  you  the  money.  It's 
that  way  in  television  in  Mobile. 

WKRG-TV  (Channel  5,  CBS) 
One  Big  One  that  gets  you  the  money 

in  this  BILLION-DOLLAR, 
Mid-Gulf  Area.  Check  any  rating 

ervice  in  the  market  (Nielsen,  ARB, 

Pulse).  You'll  find  WKRG-TV 
is  an  outstanding  Big  One! 

Taller  Tower  Adds 

Greater  Mid-Gulf  Coverage 

Now,  something  new  has  been  added  ...  a  new 

maximum-height  tower  that  sends  WKRG-TV's  better 
programming  booming  into  tens  of  thousands  of  additional 

Mid-Gulf  homes  ...  as  the  map  below  clearly  shows.  Even 
before  the  new  tower,  Nielsen  gave  WKRG-TV  46,000 
extra  families  in  the  Mobile  market.  For  full  details  of 

WKRG-TV's  lead,  call  your  Avery-Knodel  man  ...  or 
C.  P.  Persons,  Jr.,  V.P.  and  Gen'l  Mgr.  of  WKRG-TV. 

ALABAMA 

v  ha 

WKRG-TV's  old  40  DBU  oreo 
Extra  40  DBU  area  added 
by  WKRG-TV's  new  tower 
Past  and  present  iO  DBU  area 

of  Station  "X" 

WKRG  -TV 

MOB  I  L  E,  ALABAMA 

Reps.  Avery-Knodel 
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Best  insurance  you  can  buy  against  long  periods  of  inter- 

rupted service.  With  an  elevator,  it's  possible  to  get  a  technician 
up  on  the  tower  fast  .  .  .  and  in  almost  any  kind  of  weather  ...  to 
locate  and  correct  trouble.  This  kind  of  fast  action  is  just  not 

possible  without  an  elevator,  especially  at  night  or  during  icy 
winter  weather. 

Easy  to  give  on-the-spot  supervision.  When  there's  work  being 
done  way  up  the  tower,  an  elevator  enables  you  to  supervise  and 

inspect  the  job  yourself,  get  a  first  hand  close-up  view  of  equip- 
ment in  safety  and  comfort. 

Greatly  simplifies  routine  maintenance.  Light  bulb  changes, 

fastener  and  paint  checks,  periodic  inspections  all  take  less  time, 

less  effort,  cost  less  money.  An  elevator  puts  men  on  the  job 
fresh  and  ready  to  work,  not  tired  after  a  long  climb. 

Dresser- Ideco 

TOWER 

ELEVATOR 

assures  speedy,  safe  service, 

inspection   and  maintenance 

Dresser-Ideco  elevators  are  engineered  and  built  for  complete 
safety  and  simplicity  of  operation  and  maintenance.  A  single 

switch  moves  the  car  up  or  down,  or  stops  it  at  any  point  on  the 

tower.  The  system  is  completely  equipped  with  automatic  safety 

devices.  A  radio  control  system  eliminates  the  need  for  elevator 

wiring  circuits  on  the  tower,  greatly  simplifies  installation  and 
maintenance. 

An  elevator  is  practically  a  "must"  on  a  tall  antenna  tower. 
Dresser-Ideco  recommends  that  all  towers  in  the  700-foot  height 

range,  or  higher,  be  elevator-equipped,  and  suggests  under  certain 
circumstances  that  an  elevator  would  be  a  practical  investment 

in  a  tower  of  lesser  height. 

Plan  on  a  Dresser-Ideco  elevator  for  your  new  tower  or  in- 
vestigate the  possibilities  of  adding  an  elevator  to  your  present 

tower  ...  be  ready  for  safe  and  speedy  service,  inspection  and 

maintenance.  Write  us  for  Elevator  Bulletin  T-2. 

4BQ  % Write  for  this  new  Dresser-Ideco  Tower 
Catalog  T-57  .  .  .  the  first  complete  broadcast 
antenna  tower  story. 

Dresser-Ideco  Company 
One  of  the  Dresser  Industries 

TOWER  DIVISION,  DEPT.  T-82 
875  MICHIGAN  AVE.,  COLUMBUS  8,  OHIO 
Branch  8909  So.  Vermont  Ave.,  Los  Angeles  44,  California 

(above)  A  toggle  switch  con- 
trols elevator  car  move- 

ments. The  standby  system 
switch  is  located  to  the  right 
of  the  battery  meter. 
(right)  Car  is  fitted  with 
spring-loaded  nylon  rollers 
which  engage  the  guide 
rails,  prevent  car  sway  and 
insure  smooth  operation. 

(right)  Rated  for  a load  of  750  pounds, 
will  comfortably  ac- 

commodate two  peo- 
ple.  Car  stops 
automatically  if  door 
is  opened,  will  not 
start  until  it  is 
closed.  Supported  by 
a  double  set  of  ca- bles, either  one  of which  will  hold  the 
car  and  its  full  load. 

U.  S.  Patents  Pending  Nos. 711703  and  711692 



cock  and  the  Magpie 

(Aesop  updated) 

In  days  of  old  the  birds  decided  to  set  up  a  king. 

The  Peacock  valued  himself  for  his  gay  feathers  and 

put  in  for  office.  The  eyes  of  the  silly  multitude  were  caught 

by  his  rich  feathers  and  the  majority  declared  for  him.  Just 

as  they  were  going  to  proclaim  him,  the  Magpie  stepped 

forth  and  asked:  "Your  majesty,  we  have  chosen  you  king 

and  have  put  our  lives  and  fortunes  in  your  hands.  There- 

fore, if  the  Eagle  or  the  Vulture  should  make  a  descent  upon 

us,  how  do  you  intend  to  defend  us  against  them?"  This 

brief  question  drew  the  audience  into  just  reflection,  and 

they  resolved  to  make  a  new  choice. 

So  it  goes  with  many  radio  stations.  They  preen  their 

feathers  in  the  hope  of  catching  the  eyes  of  advertisers  and 

agencies.  But  that's  just  feathers,  friends,  just  feathers — 

W  Moral:  pick  a Station 

Radio  Baltimore  Radio  Boston 

Radio  Chitago   Radio  Memphis 

WJJD  WMP 

REPRESENTED  NATIONALLY  BY  RADIO-TV  REPRESENTATIVES,  INC. 
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AT  LAST:  WHO'S  WHO  IN  SPOT  RADIO 

New  RAB  report  gauges  dimensions  of  network,  spot  buying 

Sold:  2  million  spots,  90,000  programs  in  second  quarter  '58 

National  and  regional  advertisers  bought 
an  estimated  two  million  radio  announce- 

ments and  90.000  radio  programs  in  push- 
ing sales  of  1,304  different  brands  during 

the  second  quarter  of  1958. 
This  picture  of  the  magnitude  of  national 

spot  and  network  radio  advertising  emerges 

from  a  comprehensive  study  being  an- 
nounced by  Radio  Advertising  Bureau  to- 

day (Aug.  11). 

RAB  said  the  80-page  report,  to  be  ready 
for  distribution  late  this  week,  for  the  first 

time  in  radio  history  will  reveal — in  ad- 

dition to  network  sponsorship  data — "the 
complete  list  of  spot  radio's  clients  .  .  .  the 
number  of  announcements  they  buy,  on  a 

giant  cross-section  of  the  medium  .  .  .  the 
length  of  announcements  used  [and]  the 

number  and  length  of  programs  purchased." 
The  network  phase  of  the  report,  RAB 

said,  shows  who  network  radio's  advertis- 
ers are  (by  company  and  brand),  which 

networks  they  use  and  how  many  stations 
they  order  for  their  lineups. 

Although  the  compilations  are  in  terms  of 

time  bought  rather  than  dollars  spent,  they 

are  expected  to  attract  eager  interest.  Radio's 
large  and  wide-ranging  spot 

"^bii^ce'aScuit one  Identified:  Top  30  advertisers  in  spot  radio 

TyTvUn  both  sPot  and  Category  breakdown  on  network,  spot  buys network  data  available,  RAB 

The  study  shows  that  in  the  three  months 
ended  June  30  a  total  of  1,043  brands  used 

spot  radio,  183  used  network  radio,  and  78 
used  both  network  and  spot,  for  a  total  of 

1,304. 
The  earlier  study  —  incomplete  —  listed 

760  brand  advertisers  in  spot,  183  in  net- 
work and  97  in  both  network  and  spot,  for 

a  total  of  1,040  during  the  first  quarter  of 
the  year. 

On  the  basis  of  the  latest  report  RAB 

estimated  that  76%  of  the  "eligible"  adver- 
tisers among  the  top  100  (all  media)  are 

using  radio.  The  "eligible"  are  all  but  the 
hard-liquor  advertisers. 

Reynolds  Tobacco  was  pegged  by  RAB 
as  the  No.  1  spot  radio  user  in  the  second 
quarter,  with  its  heaviest  weight  behind  its 
Camel  and  Winston  cigarette  brands.  Ford 
Motor  Co.  and  its  divisions  placed  second, 
with  the  Ford  car  getting  heaviest  backing 

but  with  the  new  Edsel  getting  approx- 
imately one-fourth  as  many  announcements 

as  the  Ford.  (For  complete  list  of  the  top 
30  spot  advertisers  see  page  32.) 

In  network  radio,  RAB  said  it  had  not 

yet  had  time  to  put  the  leading  advertisers 

categories,  which  is  reproduced  on  page  33). 

In  network  radio,  drug  advertisers  formed 

the  heaviest  category,  followed  by  auto- 
motive and  then  food  and  grocery  prod- 

ucts (see  network  table,  also  page  33). 

Officials  said  RAB  planned  to  issue  these 

reports  quarterly,  with  the  next  to  cover  the 

July-September  period.  The  second-quarter 
report,  it  was  noted,  was  produced  in  less 
than  six  weeks  after  the  end  of  the  quarter. 
RAB  President  Kevin  B.  Sweeney  said 

"obviously  the  availability  of  this  informa- 
tion will  stimulate  increased  use  of  radio. 

The  urge  to  counter  the  opposition  has 
meant  more  business  over  the  years  than 

many  a  more-discussed  factor. 
"Aside  from  this  straightforward,  practi- 

cal motive,  radio  will  continue  expanding 
the  data  it  makes  available  because  it  is  in 
the  best  interests  of  its  clients  to  do  so  and 

because  they  have  asked  for  the  informa- 
tion repeatedly. 

"RAB  has  spearheaded  the  effort  to  put 

radio's  sponsors  on  record  but  many  in  the 
radio  industry  have  worked  long  and  hard 
in  cooperation  with  us  in  order  to  make 

this  report  possible.  It's  the  infinitely  flex- 

► 

noted,  "brand  managers  in  companies  of 

every  description"  will  be  able  "to  see  for 
the  first  time  just  what  the  competition  is  do- 

ing in  radio — and  probably,  be  stimulated  to 

step  up  their  own  radio  use." 
The  study  also  was  seen  as  "confirming 

and  dramatizing"  the  "return  to  radio"  that had  been  indicated  in  earlier  studies. 

The  figures  run  substantially  ahead  of 

those  in  RAB's  first-quarter  "pilot  study." 
But  officials  pointed  out  that  this  increase 

is  not  in  itself  proof  of  sharply  stepped-up 
radio  activity  because  the  two  studies  are 
not  comparable.  When  the  first  was  issued 
RAB  made  clear  it  was  a  pilot  study  and  not 

complete.  But  other  RAB  studies,  authorities 

said,  have  demonstrated  that  radio's  billings 
gain  "has  continued  throughout  recession 
1958  after  a  spectacular  1957." 

RAB's  latest  estimate,  as  of  last  week,  is 
that  spot  billings  through  July  this  year 
were  running  5%  ahead  of  the  same  period 
last  year. 

in  rank  order.  The  top  five  were  listed 

alphabetically  as  Bristol-Myers,  Brown  & 
Williamson  Tobacco  Co.,  Ford  Motor  Co., 
General  Motors  and  Reynolds  Tobacco. 

RAB  said  the  brands  pushed  hardest  by 

these  companies  in  their  second-quarter 
network  activity  were  Ford,  Chevrolet  and 
Edsel  cars;  Winston,  Camel,  Viceroy  and 

Kool  cigarettes',  Bufferin  headache  remedy, 
Vitalis  hair  preparation,  and  Ipana  dentifrice. 

Others  in  the  network  top  20  (actually 

21,  because  of  a  tie)  were  listed — again 
alphabetically  —  as  AFL-CIO,  American 
Motors,  American  Optical,  California  Pack- 

ing, Carter  Products,  Colgate-Palmolive,  Ex- 
Lax,  General  Electric,  General  Mills,  Hertz 

Corp.,  Lever  Bros.,  Lewis-Howe,  Liggett  & 
Myers,  Pabst  Brewing,  Plough  Inc.  and 
Wm.  Wrigley. 

The  food  and  grocery  category  topped 

the  spot  list,  representing  twice  as  much 
activity  as  gasoline  and  lubricants,  which 
placed  second  (see  table,  spot  spending  by 

ible  nature  of  radio  which  makes  it  so  dif- 
ficult to  attain  a  comprehensive  report  on 

the  medium. 

"Radio  contains  within  it  three  distinct 
branches:  the  national  network  medium, 

now  more  flexible  than  at  any  time  in  the 

past  [and]  hence  no  longer  easy  to  measure; 
the  national  spot  medium,  always  flexible 
and  now  in  the  midst  of  great  expansion, 

making  it  .  .  .  more  difficult  to  measure 
yet  more  important  to  measure;  local  radio, 

which  we  have  not  attempted  to  include." 
RAB  officials  said  their  compilations 

brought  many  significant  findings  into  the 
open.  John  F.  Hardesty,  vice  president  and 
general  manager,  offered  these  examples: 

"Among  the  lesser-known  facts  revealed 
by  the  list  is  the  degree  to  which  Procter 
&  Gamble  has  been  moving  back  into 

spot  radio.  Of  key  significance  also  is  the 
heavy  use  of  spot  radio  by  strong  regional 
companies  like  the  White  King  Soap  Co., 
in   many   cases   outdoing  national  brand 

Broadcasting August  11,  1 95 8    •    Page  31 



ADVERTISERS  &  AGENCIES  CONTINUED 

THE  TOP  30  ADVERTISERS  IN  SPOT  RADIO 

Here's  how  RAB  ranked  the  top  30  spot  radio  spenders  for 
the  second  quarter  of  1958.  Ranking  is  based  on  the  total  num- 

ber of  announcements  and  programs  purchased.  One-minute 
announcements,  the  most  popular  buy,  were  the  index,  with 
announcements  of  other  lengths  and  programs  all  converted  to 

one-minute  terms  (example:  30-second  spots  were  counted  as 
75%  of  one-minute  spots,  in  line  with  prevailing  ratios  on  most 

rate  cards).  RAB  based  its  list  on  a  sampling  of  one-third  of  the 
spot  radio  medium  and  said  it  is  roughly  equivalent  to  a  ranking 
based  on  dollar  expenditures.  However,  it  also  noted  that 

"where  companies  are  close  together  in  the  number  of  an- 
nouncements and/ or  programs  they  use,  rankings  may  not  be 

exact,  as  is  the  case  in  any  measurement  based  on  a  sample." 
Figures  below  are  not  projections  but  are  exact  sample  findings. 

|— ADVERTISERS  — | 

r— ANNOUNCEMENTS 

(by  length  in  seconds) 

PROGRAMS 

(by  length  in  minutes) 10 
20 

30 

60 5 10  15 

over  gij 

sec. 
sec. sec. sec. min. min.  min. 15 

1.   R.  J.  REYNOLDS  TOBACCO 156 
28,716 39  39 

2.  FORD  MOTOR 
373 

199 168 
20,345 

287 65  130 

11  % 

3.  AMERICAN  TOBACCO 
2,168 

17,305 

14 

4.    LEVER  BROS. 
1,923 

560 30 
16,014 

5.   BEST  FOODS 274 
50 172 

14,893 
35 

6.  GENERAL  MOTORS 162 375 
14,038 7.   STERLING  DRUG 176 88 11,932 608 

32 
8.  COLGATE-PALMOLIVE 

288 
11,499 39 

9.  TEXAS  CO. 
18 

282 
10,312 

307 
P 

1  0.   LIGGETT  &  MYERS  TOBACCO 
172 

392 
803 9,505 

136 
1 

11.   SINCLAIR  REFINING 

32,954* 
12.  ANHEUSER-BUSCH 

2,146 1,620 
176 

5,215 

26 

91 
13.   PENICK  &  FORD 

6,828 14.   AMERICAN  HOME  PRODUCTS 
2,134 

5,602 
30 

15.  FOSTER-MILBURN 

5,316 

338 

16.  BRISTOL-MYERS 
6,557 17.   SHELL  OIL 67 

2,876 1,818 
104  204 

18.   CONTINENTAL  BAKING 

5,381 

280 

1  9.  GENERAL  FOODS 49 36 
191 

5,168 
20.   BEECH-NUT  LIFE  SAVERS 400 

1,688 
32 

3,753 2 1 .   STANDARD  BRANDS 41 
4,978 

21 

22.   SUN  OIL 

4,967 23.   CITIES  SERVICE 
4,934 24.   CARLING  BREWING 

216 952 3,398 1,253 

109 

25.   CONTINENTAL  OIL 
4,007 

394 

39 
26.   PLOUGH  INC. 

4,584 27.   PROCTER  &  GAMBLE 4,559 
28.   ESKIMO  PIE 2,313 

144 

3,272 
29.  RALSTON-PURINA 

3,834 

99 156  77 

30.  TETLEY  TEA 
7 

4,381 
•Announcements  shorter  than  10  seconds  g;! 

activity  in  their  own  distribution  areas." 

He  pointed  out  that  "for  other  major 
national  media,  competitive  facts  like  these 
have  been  on  the  record  for  some  time. 

Progressively  RAB  anticipates  making  more 

facts  available." 
He  also  had  a  barb  for  the  tv  com- 

petition. 

"In  getting  up  its  quarterly  reports,"  he 
said,  "radio  has  one  advantage  over  at 
least  one  of  its  major  competitors:  there  is 

no  barter  activity  in  spot  radio,  hence  cam- 
paigns reported  in  the  RAB  report  are 

bona  fide,  full-impact  use  of  the  medium, 
rather  than  reflecting  as  leaders  accounts 
which  are  widely  known  to  be  buying  fringe 

time  and  bulk  trade-out  prices." 

RAB  said  its  report  was  based  on  in- 
formation from  networks  and  the  sellers  of 

radio  time.  Its  objective,  officials  said,  was 

to  get  as  large  a  sample  as  possible  "with- 
in limits  of  clerical  accuracy  and  time- 

liness," and  its  hope  at  the  outset  was  to 
get  reports  from  all  networks  and  at  least 

20%  of  radio's  sellers.  Actually,  they  said, 
they  sampled  more  than  30%  of  spot  ac- 

tivity and  received  reports  from  all  four 
networks. 

The  spot  totals  in  the  report  are  projec- 
tions based  on  the  sample  of  approximate- 

ly 30%. 
"The  large  spot  radio  sample  assures 

that  virtually  every  brand  using  the  medium 

is  put  on  record,"  the  announcement  said. 
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"And  in  the  case  of  most  relatively  active 
brands,  information  is  complete  enough  to 

show  the  full  pattern  of  the  brand's  strategy. 
That  is,  whether  it  is  a  heavy  or  a  light 

radio  user;  whether  a  single-length  or 

multiple-length  commercial  user,  etc." 
RAB  hopes  to  get  a  lot  of  supplemental 

information  out  of  its  report.  For  instance: 

Who  is  spot  radio's  biggest  program  buyer? 
Officials  said  they  weren't  far  enough  along 
last  week  to  say  for  sure,  but  that  Esso  and 

Shell  were  front-runners,  along  with  Ster- 
ling Drug. 

Promotion  Director  Miles  David,  who 

directed  the  project,  said  "we  expect  to 
produce  over  the  next  few  weeks  reports 

on  who  the  major  advertisers  are  by  prod- 
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uct  category,  including  analysis  of  an- 

nouncement lengths  they  buy  and  pro- 

gram purchase  patterns  .  .  .  Other  possi- 
ble breakdowns  include  the  average  net- 

work's station  lineup,  how  many  networks 
major  clients  use  and  others  we  probably 

haven't  yet  discovered." 
Copies  of  the  report  will  be  made  avail- 

able to  national  advertisers  and  their  agen- 
cies on  request,  which  should  be  made  on 

agency  or  client  letterhead  and  addressed 
to  Mr.  David  at  RAB  headquarters,  460 
Park  Ave.,  New  York  22. 

SPOT  ADVERTISERS 

Radio,  by  category,  2nd  quarter  '58 
Rank  Category  %  of  Total 

1.  FOOD  AND  GROCERY  25.0 
FOOD  AND  GROCERY,  GENERAL  8.2 
DAIRY 4.0 

BREAD,   FLOUR,  CEREAL 3.0 
COFFEE 

2.7 

COOKING  INGREDIENTS, 
CONDIMENTS 2.6 

TEA 2.4 

MEAT,  FISH,  FOWL 1.2 BABY  FOODS .8 
FOOD  CHAINS .1 

2.  GASOLINE,    LUBRICANTS  11.5 

An  optimistic  note  was  struck  last  week 
on  the  billing  health  of  U.  S.  agencies 
handling  a  substantial  segment  of  national 
advertising. 

The  American  Assn.  of  Advertising  Agen- 
cies polled  its  member  agencies  asking  the 

direction  of  billing  (up  or  down  and  what 
percentage)  for  the  first  six  months  and 
estimates  for  the  second  half  of  the  year. 

Results  showed  the  majority  of  the  re- 
spondent agencies  with  billing  gains  for  the 

first  six  months,  and  more  respondents 
estimating  increases  for  the  second  six 

months  than  the  number  anticipating  de- 
creases in  their  gross  volume. 

The  association  polled  its  335  member 

agencies  (they  place  more  than  three-fourths 
of  all  national  advertising)  and  received  an- 

swers from  188,  or  55%  of  the  total  mem- 
bership. The  queries  were  mailed  July  18 

with  replies  received  by  July  30. 

In  the  report  on  individual  agency  bill- 
ing for  the  first  six  months  of  the  year 

compared  with  that  period  of  a  year  ago, 
96  agencies  were  ahead.  The  gains  varied 

from  0.5%  to  131%.  Sixty-four  agencies 
reported  their  business  volume  down  (the 
range  was  1%  to  60%);  27  agencies  said 
billing  was  the  same  for  the  two  periods 

and  one  agency  did  not  answer  this  particu- 
lar question. 

The  trend  was  similar  for  the  second 

six-month  estimate.  Eighty-four  member 
agencies  thought  their  individual  billing 
would  be  up  (comparing  the  second  half 
of  this  year  to  the  same  time  last  year). 
The  range  of  increase: :  1%  to  125%. 
Fifty  member  agencies  expected  a  decline, 
from  1%  to  50%.  Three  agencies  did  not 
answer  this  part  of  the  questionnaire. 

Agencies  were  classified  in  these  billing 

3. TOBACCO  PRODUCTS 10.8 
4. ALE,  BEER  AND  WINE 

8.3 5. 

CLEANSERS 
7.4 6. DRUGS 

6.7 
7. 

AUTOMOTIVE 
6.4 8. TOILET  REQUISITES 4.2 

9. CONFECTIONS  AND  SOFT  DRINKS 2.8 10. 
AGRICULTURE 2.3 

11. FINANCE 2.2 
12. 

TRANSPORTATION  AND  TRAVEL 
2.1 

13. 
MISCELLANEOUS 

1.7 14. PUBLICATIONS 1.3 
15. BUILDING  MATERIALS 

1.2 16. RELIGIOUS 1.2 
17. CLOTHING,  APPAREL,  ACCESSORIES 

1.1 

18. 
CONSUMER  SERVICES 

.9 

19. HOUSEHOLD   PRODUCTS,  GENERAL 

.9 

20. PET  PRODUCTS .7 
21. APPLIANCES 

.5 

22. WATCHES,  JEWELRY,  SILVERWARE .4 
23. AMUSEMENTS .2 24. 

NOTIONS 

.1 

KfcAJL  bl>l  Alt,  rlUMlib i 

TOTAL 100.0% 

NETWORK  ADVERTISERS 

Radio,  by  category,  2nd  quarter  '58 
Rank  Category  %  of  Total 

1.  DRUGS  16.5 
2.  AUTOMOTIVE  15.5 

size  groups:  over  $40  million,  $20-40  mil- 
lion, $5-20  million,  $1-5  million  and  up  to 

$1  million. 

In  the  over  $40  million  category,  the 
ratio  was  3  to  1  reporting  gains  for  the 

first  half  and  nearly  3  to  1  expecting  in- 
creases for  the  second  half  of  the  year. 

In  the  next  highest  category,  five  agencies 
reported  a  better  first  half  and  only  one 

a  poorer  six  months.  A  "standoff"  of  ups 
and  downs  in  that  category  was  reported 
for  the  second  half. 

While  numerically  the  bulls  among  all 

size  agencies  outnumber  the  bears,  a  num- 

ber of  agencies  in  most  categories  (particu- 
larly those  billing  less  than  $20  million) 

3.  FOOD  AND  GROCERY  11.0 
FOOD  AND  GROCERY, 
GENERAL  6.4 

BREAD,  FLOUR  AND  CEREAL  2.7 
COOKING  INGREDIENTS, 
CONDIMENTS  1.0 
DAIRY  .4 
COFFEE  .2 
TEA  .2 

MEAT,  FISH,  FOWL  .1 
4.  RELIGIOUS  7.9 
5.  TOBACCO   PRODUCTS  7.8 
6.  TOILET  REQUISITES  7.3 
7.  CLEANSERS  5.4 
8.  MISCELLANEOUS  3.8 
9.  ALE,  BEER  AND  WINE  3.7 

10.  CONFECTIONS  AND  SOFT  DRINKS  3.2 
11.  HOUSEHOLD   PRODUCTS,   GENERAL  2.6 
12.  PUBLICATIONS  2.3 
13.  FINANCE  1.9 
14.  TRANSPORTATION   AND   TRAVEL  1.8 
15.  APPLIANCES  1.7 

16.  WATCHES,  JEWELRY  AND  SILVERWARE  1.6 
17.  GASOLINE,  LUBRICANTS  1.4 
18.  CONSUMER  SERVICES  1.2 
19.  BUILDING  MATERIALS  1.1 
20.  AGRICULTURE  1.1 
21.  PET  PRODUCTS  .4 
22.  NOTIONS  .4 
23.  AMUSEMENTS  .2 
24.  CLOTHING,  APPAREL  AND  ACCESSORIES  .2 

TOTAL  100.0% 

indicated  a  weakening  in  billing  structure. 
The  AAAA  did  not  attempt  to  relate  any 

of  the  figures  to  the  current  softness  in 
the  economy.  Agencies  were  not  identified, 
which,  of  course,  does  not  permit  the 
observer  to  sift  out  those  agencies  either 
benefiting  or  suffering  in  their  billing  from 
account  switches. 

Geographically,  all  regions  show  more 

"ups"  than  "downs"  for  both  six  months' 
periods  except  the  east  central  region,  which 
includes  Detroit,  Cleveland,  Cincinnati, 

Dayton,  Pittsburgh,  and  other  Michigan  and 
Ohio  cities. 

There  the  "downs"  exceeded  the  "ups" 1 1  to  8  for  the  first  six  months;  estimates 
for  the  second  half  are  a  standoff  9  to 
9  with  5  the  same. 

The  western  region  is  most  optimistic 

about  the  future,  predicting  3  to  1  that  their 
billing  will  be  up  during  the  second  half 

year. 

First  six  months,  1958  vs.  1957 

AGENCY  SIZE 

UP  — 

DOWN  - 

SAME 
NO  TOTAL 

ANSWER 
No.  of 

%  Increase, 
Nor  of 

%  Decrease, 

agencies 

Range 

agencies 

Range 

Over  $40  million 9 3  to  25 .3 4     to    5  \ 

,  3 

-  15 

$20-40  MILLION 5 0.5  to  :.j I 1 7 

$5-20  MILLION 15 1  to  58 13.  . 2     to  30 

'  4 

f  33 $1-5  MILLION 31 2  to  69 19 4     to  60 6 

56 

Up  tO  $1  MILLION 

36 

1  to  131 

28 

1     to  55  ■■ 

13 77 

96 

64 

27/ 

T  188 

Estimated second  six  months,  1958 VS. 1957 

AGENCY  SIZE SAME 
NO  TOTAL 

ANSWER 
UP 

1  . 

i  -   
DOWN     ■  ,j 

No.  of 
%  Increase, 

No.  of 

.- .%.-,. Decrease, 

.  agencies 

-  _  .Range 

agencies 

.  Range 

Over  $40  million 

8- 

3  to  16 

.  3 

1     to  1.0 

.  4 

15 

$20-40  million 
2 5  to  6 2 1.5  to  4.7 

:  3 

' '■  7 

$5-20  MILLION 
12 

1  to  38 12 3     to  25 8 1       .  33. 

$1-5  MILLION 

26 

5  to  75 13 5     to  25 16 

1       -  56 Up  to  $1  MILLION 

36 

5  to  125 20 

1     to  50  • 
:  .20  : 

•-  ■    X    ■  77 

84 

50 

"'■T  188 

AAAA  FINDS  BILLINGS  ON  RISE 

•  Most  agencies  surveyed  report  six-month  increases 

•  Respondents  expect  trend  to  last  through  second  half 
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ADVERTISERS  8  AGENCIES  continued 

NEW  FIRM  RATES  TV  QUALITY' 

A  new  research  service  designed  to  probe 

the  qualitative  depths  of  audience  reaction 
to  television  programs  is  being  announced 
today  (Monday). 

It's  called  Tv  Q-Ratings  and  is  being 
ottered  to  advertisers,  agencies  and  tele- 

vision and  other  entertainment  people  by 
Entertainment  Research  Assoc.,  an  affiliate 

of  Home  Testing  Institute,  Port  Washing- 
ton, Long  Island. 

Basically,  in  Tv  Q-Ratings  individuals 
from  the  age  of  six  on  up  rate  specific 

programs  according  to  this  scale:  "one  of 
my  favorites,"  "very  good,"  "good,"  "fair," 
"poor"  or  "have  never  seen." 

Henry  Brenner,  president  of  ERA  and 
HTI,  said  the  ratings  are  based  on  the 
opinions  of  more  than  2,100  members  of 
750  tv  families.  A  report  will  be  issued  each 
month,  each  based  on  a  different  sample 

"reasonably  representative  of  the  nation- 
al tv  audience." 
Mr.  Brenner  said  his  service  is  not  a 

substitute  for  any  existing  service  "where 
audience  ratings  are  influenced  by  such 

real-life  factors  as  lead-in  programs  and 

competitive  lineups."  He  said  "Tv  Q- 
Ratings  measure  the  basic  appeal  of  the 
program  on  an  absolute  basis.  Where  audi- 

ence ratings  are  a  quantitative  measure  of 

tv  homes  or  sets,  Tv  Q-Ratings  measure  a 

program's  intrinsic  appeal  to  individuals. 
Thus  it  is  clear  that  the  ratings  are  sup- 

plementary to  one  another  and  not  com- 
petitive. 

"Our  new  tool  makes  possible  prediction 
of  program  performance,  measurement  of 

a  program's  basic  strength  or  weakness  and 
detailed  definition  of  the  kinds  of  people 
to  whom  a  program  appeals  most.  You 
can,  in  many  cases,  actually  predict  the 
success  or  failure  of  new  shows  after  only 

a  few  telecasts." 
Mr.  Brenner,  a  former  director  of  mar- 

keting research  for  Standard  Brands,  noted 

that  Tv  Q-Ratings  have  been  field-tested 

for  a  year — and  in  many  cases  have  right- 
ly forecast  the  fate  of  specific  shows. 
For  instance,  it  was  reported,  of  the  10 

new  shows  with  the  highest  Tv  Q-Ratings 
in  November  1957,  eight  became  estab- 

lished hits  and  the  other  two  survived  this 

year  and  will  be  on  the  air  again  next 
season;  and  of  the  10  with  the  lowest  Tv 

Q-Ratings,  all  flopped  and  are  off  the  air. 
With  this  sort  of  yardstick,  Mr.  Brenner 

said,  sponsors  should  be  able  to  predict 
whether  a  new  show  will  stand  or  fall — 

long  before  option  time.  Trends  also  should 
be  discernible  in  advance,  he  added. 

NBC  officials,  who  said  they  had  used 
this  same  technique  in  the  past  to  evaluate 
performers  and  in  some  cases  had  Mr. 

Brenner  do  the  job,  agreed  that  it  sup- 
plied helpful  trend  information,  showed 

which  family  members  prefer  which  shows 
and  generally  helped  the  network  in  sched- 

uling programs  and  to  some  extent  in  sell- 
ing. 

The  formula  for  a  Tv  Q-Rating  is:  num- 

ber voting  "one  of  my  favorites,"  divided  by 
all  votes  minus  those  who  "never  have 

seen."  The  average  Q-Rating  for  all  shows 

measured  in  January  of  this  year,  accord- 
ing to  ERA,  was  26;  highest  was  52  (Gun- 

smoke)  and  lowest  was  6  (Club  Oasis). 

In  a  series  of  "case  histories,"  ERA  said 
Q-Ratings  last  summer,  fall  and  winter 
anticipated  a  drop  in  audience  ratings  of 

$64,000  Question  "by  several  months";  that 
Q-Ratings  correctly  predicted  Leave  It  to 
Beaver  would  be  a  close  third  to  Disneyland 

on  Wednesday  night;  that  the  comeback  Sid 
Caesar  Presents  would  be  a  poor  third  in 
its  time  period;  that  Tic  Tac  Dough  would 

have  a  "moderate"  nighttime  audience  and 
that  Price  Is  Right  would  be  a  nighttime  hit. 

Mr.  Brenner  said  Q-Rating  service  was 
started  to  subscribers  with  the  report  for 

June  and  that  monthly  reports  will  be  de- 
livered within  10  days  after  the  end  of  the 

month  being  measured. 

Okla.  Stations  Get  Coffee  Spots 

After  Dropping  Intrastate  Rates 

Tracy-Locke  Co.,  Houston  agency,  will 
restore  Oklahoma  tv  stations  to  its  Mary- 

land Club  coffee  schedule  when  they  cease 
granting  lower  rates  to  advertisers  located 
within  the  state  [Advertisers  &  Agencies, 
July  14]. 

Clay  Stephenson,  executive  vice  presi- 
dent, said  KTUL-TV  Tulsa  had  been  put 

back  on  the  list  following  its  disclosure  that 
the  special  rate  for  Oklahoma  advertisers 
had  been  discontinued.  He  said  KOCO-TV 

Enid  would  be  restored  when  the  station's 
new  rate  card  becomes  effective  in  October. 

Most  of  the  Maryland  Club  (Duncan 
Coffee  Co.,  Houston)  budget  of  $150,000 
is  going  to  print  and  outdoor  media,  Mr. 
Stephenson  told  Broadcasting.  He  said  the 
rate  prejudice  had  been  discussed  with  tv 
stations  and  station  representatives.  He  said 

he  expects  other  stations  "will  get  their  rates 
in  line."  He  added  that  many  of  the  state's 
radio  stations  give  preference  to  Oklahoma 

advertisers.  "This  situation  needs  cleaning 

up,"  he  argued,  adding,  "We've  made 

progress." 

Similar  rate  situations  exist  in  Arkansas, 
New  Mexico  and  other  states,  according  to 
Mr.  Stephenson.  He  said  Oklahoma  City 
newspapers  are  not  being  used  because  they 
offer  intrastate  rate  concessions. 

'Cotton  Tesf  Case  Reopening 
Is  Denied  by  Court  to  Schick 

Federal  District  Judge  J.  Cullen  Ganey 
last  week  denied  a  motion  offered  by  Schick 
Inc.  to  reopen  the  Warwick  &  Legler  dispute 

with  Schick  over  the  right  of  a  company's 
former  agency  to  retain  title  to  unused 
advertising  ideas.  The  litigation  began  in 
New  York  last  fall  when  W  &  L  sought  to 

prevent  its  former  client  from  using  its  un- 
used ideas  [Advertisers  &  Agencies,  Oct. 

28,  1957,  et  seq]. 

Earlier  this  year,  Judge  Ganey  granted  the 
agency  its  permanent  injunction  and  in 

effect  prohibited  Schick  from  using  a  "cotton 
test"  shaver  illustrated  idea  that  had  set 

off  the  controversy.  In  July,  Schick's  at- 

PREDICTION  by  Tv  Q-Ratings  for  poor  ac- 

ceptance of  Sid  Caesar's  return  came  true, 
according    to    executive    Henry  Brenner. 

torney  petitioned  Judge  Ganey  to  reopen 

the  case  to  admit  "new  testimony  which 
they  claimed  "might  shed  an  entirely  new 

light  on  case." 
Denying  the  motion  August  4,  the  judge 

noted  that  witnesses  which  Schick  now 

wanted  to  present  had  been  available  at 

both  the  hearing  on  the  preliminary  injunc- 
tion and  at  the  final  hearing.  He  hinted 

that  to  call  them  now  would  make  further 

evaluation  "extremely  difficult." 

Advertest  Partners  Break  Up, 

Form  Separate  Research  Units 

The  two  principal  stockholders  of  Ad- 
vertest Research  Inc.,  New  Brunswick, 

N.  J.,  last  week  started  their  own  market 

research  companies  and  dissolved  the  10- 
year-old  Advertest. 

The  two  are  Richard  Bruskin,  who  was 

Advertest's  president,  and  Seymour  Smith, 
its  executive  director.  Mr.  Bruskin  set  up 
R.  H.  Bruskin  Assoc.,  96  Bayard  St.,  New 
Brunswick,  and  Mr.  Smith  formed  Seymour 
Smith  Assoc.,  with  offices  at  205  E.  42nd 

St.,  New  York. 

That  much  was  clear-cut.  But  the  re- 
mainder of  the  Smith-Bruskin  planning 

was  not  in  sync.  Mr.  Smith  claimed  that 
nearly  all  projects  underway  at  Advertest 
left  with  him.  Mr.  Bruskin  and  his  as- 

sociates expressed  doubt  and  indicated  the 
Advertest  projects  were  being  split  between 

the  two  new  firms  with  profits  to  be  fun- 
neled  as  assets  of  the  defunct  Advertest. 

In  any  event,  the  Bruskin  firm  reported 

it  would  retain  nearly  all  of  Advertest's 
executive  and  general  office  staffs,  thus 
continuing  with  Howard  Grossman  and 
Jerome  Medford,  Advertest  senior  project 
directors,  who  continue  in  these  posts  as 
well  as  taking  on  junior  partnerships. 

Said  Bruskin  Assoc.:  "(We)  will  conduct 
research  in  the  media,  consumer,  market- 

ing and  industrial  fields  .  .  .  will  stress 

the  complete  research  approach."  As  for 
Smith  Assoc.:  "We  .  .  .  intend  to  carry  on 
considerable  activity  in  the  application  of 

Tachistoscopic'  techniques  of  pre-evalua- 
tion  and  post-evaluation  of  advertising, 
such  as  the  work  personally  directed  at 
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Advertest  under  the  aegis  of  the  QU  Meter 

Corp." Advertest,  with  20  people  exclusive  of 
field  forces  working  fulltime  and  additional 

people  brought  in  to  help  handle  individ- 
ual projects,  conducted  several  top  broad- 

cast advertising  projects,  among  them 

NBC-BBDO's  joint  "Colortown,"  a  con- 
tinuing study  of  color  tv's  impact  on  a 

specific  community,  NBC's  automotive 
studies,  and  individual  assignments  for  ra- 

dio and  tv  stations.  Advertest  also  has  had 

a  number  of  top  advertiser  and  agency 
clients. 

Westinghouse  Electric  Boosts 

Autumn  Advertising  Budget  65% 

Westinghouse  Electric  Corp.,  Metuchen, 
N.  J.,  has  allocated  a  65%  budget  increase 
for  the  fall  months  over  the  same  period  last 
year,  combining  network  television,  local 
newspaper  and  spot  radio  to  promote  the 

television,  high-fidelity,  radio  and  phono- 
graph models. 

Edward  Kelly,  general  manager  of  the 

Television-Radio  Div.,  said  the  campaign 

is  "an  all-out  effort  to  reach  and  hold  the 
consumer,  then  lead  him  to  his  Westing- 

house dealer." 
Network  tv  will  be  based  on  Desilu  Play- 

house, CBS-TV,  throughout  the  fall,  with 
an  additional  buy  in  November  through 
December  of  63  markets  sponsoring  the 

six  90-minute  Shirley  Temple  Film  Festival 
programs  packaged  by  National  Telefilm 

Associates.  Additionally,  a  four-week  spot 
radio  schedule  will  be  used  before  Christ- 

mas in  about  70  markets.  Grey  Adv.,  New 
York,  is  agency. 

Compton,  Nehi  Part  Over  Policy 

Compton  Adv.,  New  York,  announced 

last  week  that  it  has  resigned  the  $2.5  mil- 
lion Nehi  Corp.,  soft  drink  account  because 

of  a  disagreement  on  basic  policy  decisions. 

Nehi  Corp.,  Columbus,  Ga.,  products  in- 

clude Royal  Crown  cola,  Nehi  Flavor  bev- 
erages and  Par-T-Pak.  Compton  has  serv- 

iced the  account  since  Aug.  15,  1955. 

Nehi  currently  is  considering  four  major 
agencies  but  a  decision  is  not  expected  for 
another  ten  days. 

Hazel  Bishop  Appoints  Urban 

To  Top  Post;  Announces  Tv  Drive 

Robert  G.  Urban,  executive  vice  president 

of  the  Family  Products  Div.  of  Warner- 
Lambert  Pharmaceutical  Co.,  has  joined 
Hazel  Bishop  Inc.,  New  York,  as  president 

and  chief  executive 

officer,  it  was  an- 
nounced last  week 

by  Raymond  Spec- tor,  chairman  of  the 

board  of  Hazel  Bish- op. 

Prior  to  joining 

Warner-  Lambert 

three  years  ago,  Mr. 

Urban  was  vice  pres- 
ident in  charge  of 

marketing  for  J. 
Walter  Thompson 

Co.  Mr.  Spector  said  that  Mr.  Urban  will 
direct  every  phase  of  a  new  and  aggressive 

marketing  and  advertising  program  spear- 
headed by  an  intensive  television  campaign 

using  5,000  spots  per  week  on  a  total  of 
211  stations. 

Dreyfus,  Gardner  Merge 

Dreyfus  Co.,  Los  Angeles,  merged  Aug. 

1  with  H.  M.  Gardner  &  Assoc.,  Beverly 

Hills,  Calif.,  president  Harold  Dreyfus  has 
announced.  Mr.  Gardner,  owner  of  Gard- 

ner &  Assoc.,  has  been  named  executive 

merchandising-marketing  vice  president  of 
Dreyfus.  Additional  offices  are  being  opened 

at  Dreyfus'  present  location  at  511  N.  La 
Cienega  Blvd.,  Los  Angeles. 

MR.  URBAN 

OLORC A T 1 N p 
® 

The  Next  10  Days 

of  Network  Color  Shows 

(all  times  EDT) 
CBS-TV 

Colorcasting  schedule  suspended  for 
summer. 

NBC-TV 

Aug.   11-15,   18-20   (12:30-1    p.m.)  // 
Could  Be  You,  participating  sponsors. 

Aug.  11-15,  18-20  (2:30-3  p.m.)  Haggis 
Baggis,  sustaining. 

Aug.  11,  18  (7:30-8  p.m.)  Haggis  Baggis, 
sustaining. 

Aug.  12,  19  (8-9  p.m.)  The  Investigator, 
RCA-Whirlpool  through  Kenyon  &  Eck- 
hardt  and  Liggett  &  Myers  through  Mc- 
Cann-Erickson. 

Aug.  13,  20  (9-10  p.m.)  Kraft  Mystery 
Theatre,  Kraft  Foods  through  J.  Walter 
Thompson  Co. 

Aug.  14  (7:30-8  p.m.)  Tic  Tac  Dough, 
Warner-Lambert  through  Lennen  & 
Newell  and  RCA-Victor  through  Kenyon 
&  Eckhardt. 

Aug.  14  (10-10:30  p.m.)  The  Price  Is 
Right,  Lever  Bros,  through  J.  Walter 
Thompson. 

Aug.  15  (7:30-8  p.m.)  The  Big  Game,  sus- taining. 

Aug.  16  (8-9  p.m.)  The  Bob  Crosby  Show, 
participating  sponsors. 

Aug.  17  (7-7:30  p.m.)  Noah's  Ark,  sus- taining. 

Aug.  17  (8-9  p.m.)  Steve  Allen  Presents 
Eydie  Gorme  &  Steve  Lawrence,  Ameri- 

can Machine  &  Foundry  through  Cun- 
ningham &  Walsh,  Procter  &  Gamble 

and  Greyhound  Corp.,  both  through  Grey 
Adv. 

Aug.  17  (9-10)  p.m.)  The  Chevy  Show, 
Chevrolet  through  Campbell-Ewald. 

Katz  Surveys  Trends 

In  Spot  Rate  Cards 

What  are  the  trends  in  spot  tv  and  spot 
radio  rates? 

•  In  spot  tv,  the  trend  is  to  a  "modest 
increase"  in  nighttime  rates,  with  little  or 
no  increase  in  daytime  base  rates. 

•  For  spot  radio,  the  reverse  applies:  A 

possible  "'nominal  increase"  for  daytime  of 
about  3-5%,  practically  no  change  in  night- 
time. 

•  Overall,  the  rate  of  increase  in  tv  spot 
rates  is  slowing  down. 

These  in  brief  are  the  findings  released 

by  the  Katz  Agency,  a  leading  radio-tv 
station  representative,  based  on  its  mid- 

summer look  at  rate  trends. 

The  Katz  Agency  maintains  an  index  of 
spot  tv  and  spot  radio  rate  trends  based 

on  a  tv  sample  of  50  network  affiliated  sta- 
tions in  basic  network  markets  (including 

affiliates  of  all  three  networks)  and  a  radio 

sample  of  stations  represented  by  the  firm 
and  deemed  fairly  representative  of  the 
country.  The  tv  rate  index  is  based  on  rates 
as  of  July  1  each  year  and  the  radio 
index  on  rates  as  of  Jan.  1. 

The  Katz  analysis,  as  disclosed  by  Daniel 

Denenholz,  vice  president  in  charge  of  re- 
search-promotion, pays  specific  attention 

to  package  plans. 

In  spot  tv,  he  notes,  "when  weekly 
package  plans  are  taken  into  account,  day- 

time rates  are  found  to  be  decreasing.  There 
is  an  even  greater  decrease  in  daytime  rates 

when  you  get  into  plans  calling  for  more 
than  six  announcements  a  week.  On  a  basis 

of  a  schedule  of  25  daytime  announcements 
for  52  weeks,  using  all  applicable  plans  and 

discounts,  The  Katz  Agency  finds  that  day- 
time rates  have  decreased  8.7%  for  1958 

over  1957." 
Trends  seen  in  package  plans,  which 

Katz  considers  "will  tend  to  decrease  the 
average  rate  for  announcements  that 

qualify  for  plans" :  ( 1 )  Plan  rates  will  apply 
to  more  hours  of  the  station's  schedule  and, 

(2)  plans  are  likely  to  be  extended  to  pro- 
vide rates  for  a  greater  number  of  an- 

nouncements per  week. 

In  radio,  Mr.  Denenholz  notes  that  in 

recent  years  package  plans  have  been  set 

by  most  stations,  providing  for  rates  de- 

pending upon  the  number  of  announce- ments used  weekly.  He  found  stations  in 
many  cases  extending  their  package  plans 
to  provide  rates  for  a  greater  number  of 
announcements  per  week. 

As  tabulated  by  Katz,  the  findings  show- 
ing in  the  past  two  years  the  percentage 

increases  (or  decreases)  of  each  year  com- 
pared with  the  previous  year  follow: 

TELEVISION 

Nighttime  Daytime 

Base          Base  Six-A- Rate          Rate      Week  For 
13  Weeks 

1957 over 1956 +9.8  +9.7 

+6.7 

1958 over 1957 
+5.0  +2.7 

-0.7 

RADIO 

Daytime Nighttime 
1957 over 1956 

+  1.8 

-5.2 

1958 over 1957 

+3.2 

-0.5 
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ADVERTISERS  &  AGENCIES  continued 

BUSINESS  BRIEFLY 
WHO'S  BUYING  WHAT,  WHERE 
mmmmmmmmmmmmmmmmKm 

D&C  TO  SPEND  MILLION  •  End-of- 
summer  campaign  is  now  being  prepared 

for  Pepsi-Cola  Bottling  Co.  of  Los  Angeles 
by  its  new  agency,  Donahue  &  Coe,  Los 
Angeles,  which  expects  to  announce  media 

plans  within  week.  This  will  be  first  ad- 
vertising for  bottler  originated  by  D&C 

which  took  over  close  to  $  1  million  account 

from  Kenyon  &  Eckhardt  end  of  July. 

MILES  RENEWS  NEWS  •  Miles  Labs, 
Elkhart.  Ind.,  last  week  signed  with  CBS 
Radio  for  more  than  $1  million  gross 

billing,  representing  52-week  renewal  for 
noon  five-minute  weekday  news  with  Larry 
LeSeuer  and  additional  news  strip  at  2 

p.m.  for  39  weeks.  Both  renewal  and  news 
signing  take  effect  Sept.  1.  Geoffrey  Wade, 

HADACOL  HEADS  BACK  UP 

When  Hadacol,  onetime  wonder 

product  of  Louisiana  Sen.  Dudley  Le- 

Blanc,  returns  to  "more  aggressive  ad- 
vertising" this  coming  September,  the 

comic  team  of  Homer  (r)  and  Jethro 

(1)  will  appear  as  the  personal  air 
spokesmen  for  the  tonic  product. 

The  homespun  humorists  have  com- 
pleted recorded  and  filmed  spot  an- 

nouncements to  run  on  some  200 

southern  radio  stations,  plus  several 
tv  outlets  in  Texas.  Production  work 

was  handled  by  Fred  A.  Niles  Produc- 
tions, Chicago-Hollywood  firm. 

The  pitch  for  New  Super  Hadacol 

tonic  signals  a  $300,000  spot  radio-tv 
campaign  placed  through  Mohr  & 

Eicoff,  New  York-Chicago  advertising 
agency  which  recently  inherited  the 
account.  Reorganized  last  summer 
(1957),  Hadacol  Inc.  is  now  headed 

by  Victoria  M.  Corcoran  (c)  as  presi- 

dent and  headquarters  in  Chicago's 
Palmolive  Bldg.  [At  Deadline,  July 
21]. 

Sample  theme  running  through  all 

commercials:  "Have  you  had  it  lately? 

We  have  it  .  .  .  New  Super  Hadacol!" 

Chicago,  is  Miles'  agency.  Arndt,  Preston, 
Chapin,  Lamb  &  Kean,  Philadelphia,  mean- 

while, ordered  weekly  IV2  minute  segment 
of  House  Party  for  12  weeks  beginning  next 

Jan.  28,  on  behalf  of  Renuzit  Home  Prod- 
ucts. 

ETHICAL  GUARDIAN.  •  Guardian 
Chemical  Corp.,  Long  Island  City,  N.  Y., 

August  19  starts  radio-newspaper  cam- 
paign in  top  20  markets  to  test  impact  of 

its  Protractets,  new  tablet  for  treatment  of 
stomach  disorders.  Drug  house  will  use 

soft-sell  approach  that  stresses  importance 

of  medical  profession  and  pharmacist.  Re- 
sults of  test  will  determine  media  and  scope 

for  future  Protractets  advertising.  Agency: 

Wesley  Assoc.,  New  York. 

GOLF  CO-SPONSORED  »  Reynolds  Metals 

Co.,  Richmond,  Va.,  has  signed  as  co-spon- 

sor of  ABC-TV's  All  Star  Golf  series  this 
fall  (Saturdays,  5-6  p.m.  EDT)  it  was  an- 

nounced last  week.  Contract  for  26-week 
series  was  placed  through  Buchanan  &  Co., 
New  York.  Miller  Brewing  Co.  (Miller 
High  Life  beer),  through  Mathisson  & 
Assoc.,  previously  signed  to  sponsor  series 
for  second  consecutive  year.  Sports  pro- 

gram is  packaged  and  distributed  by  Walter 

Schwimmer  Inc.,  Chicago,  with  Peter  de- 
Met  as  producer.  Starting  date  not  an- 
nounced. 

CUMMINGS  AGAIN  •  R.  J.  Reynolds 
Tobacco  Co.  has  renewed  sponsorship  of 

NBC-TV's  Bob  Cummings  Show  (Tues. 

9:30-10  p.m.)  for  the  1958-59  season. 
Agency:  William  Esty  Co.,  New  York. 

ANTI-FREEZE  PRO  'MONITOR'  •  Com- 

mercial Solvents  Corp.  (Peak  and  Nor' 
Way  anti-freezes),  New  York,  outlines  its 
fall  advertising  campaign  in  NBC  Radio 
via  closed-circuit  to  sales  meetings  in  90 
key  cities  across  country  during  this  week 

(Aug.  11).  Company  plans  246  announce- 
ments in  Monitor  over  six  weekends  in  Sep- 

tember and  October.  Agency:  Fuller  & 

Smith  &  Ross,  New  York. 

BIG    COUNTRY— BIG    CAMPAIGN  • 
United  Artists  Corp.,  New  York,  this  week 

will  kick  off  what  it  describes  as  "the  big- 
gest radio  spot  saturation  campaign  in  our 

history" — $100,000  worth  of  time  in  these 
12  major  markets:  Atlantic  City,  Baltimore, 
Boston,  Philadelphia,  Washington,  Chicago, 
Detroit,  Dallas,  Los  Angeles,  San  Francisco, 

Seattle  and  Denver.  Tandem-style  push  will 

be  "total  saturation";  will  spot  one  an- 
nouncement every  hour  for  16-hour  broad- 

cast day  on  total  of  75  stations.  Object: 
to  whet  audience  interest  for  upcoming 

"The  Big  Country,"  2-hour-45-minute 
western  epic  starring  Gregory  Peck,  Carroll 
Baker,  Jean  Simmons,  Charlton  Heston, 

Burl  Ives  and  Charles  Bickford.  Availabili- 
ties are  being  bought  either  through  Monroe 

Greenthal  Co.,  UA  ad  agency,  or  direct 

by  local  exhibitor-distributors.  Size  of  cam- 
paign is  illustrated  by  Philadelphia  pattern 

where  UA  is  spending  $6,000  for  one-week 
run  on  five  stations. 

PAYOFF 
A  CHRONICLE  OF  COMMERCIAL  PERFORMANCE 

MAKING  HAY  •  Proof  that  farmers  arise 

early  and  turn  on  their  radios  for  the  first 
weather  forecast  of  the  day  was  uncovered 
by  the  Silent  Glow  Oil  Burner  Corp.  of 
Hartford,  Conn.,  through  its  schedule  on 
WTIC  Hartford.  After  its  first  four  broad- 

casts as  sponsor  of  a  farm  weathercast 

following  station  sign-on,  Silent  Glow  re- 
ported that  the  cost  of  a  nine-week  con- 

tract had  been  recovered  from  added  sales 

of  a  portable  oil-burning  heater  for  drying 
hay.  With  humid  weather  and  frequent 
showers,  farmers  are  keenly  interested  in  a 
method  of  curing  their  hay  under  cover 

with  artificially  heated  air,  says  Ross  Sher- 
man, president  of  Silent  Glow,  who  bought 

a  five-minute  forecast  three  times  a  week. 

THEATRE  SIGNS  •  After  a  six-month  trial 
of  motion  picture  advertising  on  KMTV 

(TV)  Omaha,  Neb.,  the  Cooper  Foundation 
theatre  chain,  which  owns  seven  theatres  in 

Omaha  and  Council  Bluffs,  Iowa,  has  or- 
dered a  52-week  saturation  campaign  on 

KMTV.  The  Cooper  theatres  report  a  75% 

greater  gross  than  anticipated  after  test 

advertising  such  films  as  "Proud  Rebel"  and 
"Tarzan's  Fight  for  Life"  on  KMTV. 
Cooper's  new  advertising  schedule,  formerly 
confined  to  newspaper  ads,  includes  800 

one-minute  announcements,  200  ten-second 

spots  and  52  ten-minute  programs. 

SURPRISE  SALE  •  A  mistake  proved  em- 

barrassing— but    remunerative — to  Kilpat- 
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rick's  Dept.  Store,  Omaha,  Neb.  On  July 
24  the  store  was  scheduled  to  cooperate  in 

an  area-wide  clearance  sale  conducted  by 
the  Omaha  Retailers  Assn.  Inadvertently, 

Kilpatrick's  delivered  aavertising  copy  to 
KFAB  Omaha,  marked  for  July  23.  The 

copy  covering  two  commercials,  was  read 
during  a  KFAB  news  program  sponsored 

by  Kilpatrick's  from  8-8:10  a.m.  As  the  day 
progressed  patrons  thronged  to  the  store 
and  bought  all  of  the  sale  items.  Store  of- 

ficials, though  delighted  with  the  results 
were  chagrined  on  two  counts:  The  store 
was  out  of  advertised  stock  on  the  planned 

sale  day  and  second,  an  adequate  explana- 
tion had  to  be  composed  for  the  association 

because  of  the  one-day  jump  on  sales. 

"TALL  TALE"  •  Through  a  series  of  "tall 
tale"  radio  commercials  created  by  W.  B. 
Doner  &  Co.,  Chicago,  Ruby  Chevrolet  of 
Milwaukee,  reports  it  has  doubled  its  sales 

over  the  same  months  of  1957.  All  of  Ruby's commercials  end  with  the  catch  phrase, 

"Nobody's  walkin'  in  Milwaukee  .  .  .  they're 

all  driving  Ruby  Chevrolets."  Copy  leading 
up  to  the  punch  line  presents  such  conflicts 

as  "a  worried  grandfather  who  can't  under- 
stand why  his  nine-year-old  grandson  still 

isn't  walkin,  until  he's  told  that  'nobody's 

walking.'  .  .  ." DOOR  OPENER  •  "Nearly  every  day  some- 
one tells  me  that  they  heard  our  radio  an- 

nouncement," says  Irene  Davis  of  the  Davis 
Broadcasting 



HAS  TWICE  AS 

MANY  ADVERTISERS 

AS  ANY  OTHER  RADIO 

STATION    IN  BALTIMORE! 

And  the  reasons 

ore  easy  to  see! 

+  Lowest  cost  per  thousand  listeners— by- 

far.  ̂   Complete,  no-waste  coverage  of  the 

constantly   growing   Baltimore  market. 

Imaginative  programming  for  the  whole 

family— 24  hours  every  day.  ̂   Powerful 

merchandising  of  your  product  no  other 

station  can  come  close  to.  ^ 

Get  the  complete, 

happy  facts  from: Tom  Tinsley 

President 

R.  C.  Embry 

Vice  Pres. 

or  from  your  nearest  "rep.": 

Select  Station  Representatives  in  New  York, 

Philadelphia,  Baltimore,  Washington 

Simmons  Associates  in  Pittsburgh,  New 

England  and  Midwest 

Clarke  Browne  Co.  in  Dallas,  Houston,  Den- 
ver, Atlanta,  Miami,  New  Orleans 

^         McGavren-Quinn  in  Seattle,  San Francisco,  Los  Angeles 
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Thaddeus  sees  Red 

and  covers  the  11th  largest  TV  market  with  one  station! 

Rhode  Island  Red  impresses  on  time  buyer  Thaddeus  0.  Thistlethwaite  the 

fact  that  WJAR-TV's  primary  coverage  area  includes,  not  just  Providence 
but  all  southeastern  New  England,  including  Boston,  Fall  River,  New  Bedford, 

Worcester!  Call  your  Petry  man  and  let  him  show  you  just  how  much  extra 

coverage  you  get  with  W JAR-TV  in  the  Providence  market! 

In  the  Providence  market . . . 

WJAR-TV 

is  cock-of-the-walk 

I  in  station  coverage! 

CHANNEL  10  •  PROVIDENCE,  R.I.  •  NBC- ABC  ■  REPRESENTED  BY  EDWARD  PETRY  &  CO.,  INC. 
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ADVERTISERS  &  AGENCIES  continued 

Insurance  Agency  in  Elkin,  N.C.  "We  have 
a  natural  'door  opener'  for  an  application." 
Irene  and  Tat  Davis  felt  that  the  radio 

medium  was  best  for  them  because  Occi- 
dental insurance,  handled  by  their  agency, 

was  not  well  known  in  their  part  of  the 

state.  The  Davises  use  one-minute  daily  spot 
announcements  on  WIFM  Elkin  to  build 

prestige  and  to  plug  specific  company  plans. 

The  campaign  is  supplemented  by  participa- 
tion in  football  and  basketball  broadcasts. 

A  typical  case  in  the  agency's  radio-results 
file:  When  Irene  Davis  happened  one  day 
to  be  in  another  place  of  busi  ness,  the  owner 

said  he  wanted  "a  policy  like  the  one  they 
were  talking  about  over  the  radio  this 

morning."  The  application  was  made,  policy 
written  and  delivered  and  "he  is  very  happy 
with  it,"  she  reports. 

AGENCY  APPOINTMENTS 

Universal  Spray  Can  Corp.  (Speed  Shine 
aerosol  shoe  polish),  N.Y.,  appoints  Rose- 
Martin  Inc.,  N.Y. 

Max  Factor  &  Co.,  Hollywood,  has  ap- 
pointed Carson/Roberts,  L.A.,  to  handle 

advertising  for  Factor  line  of  men's  toilet- 
ries. This  is  third  agency  for  cosmetics  firm, 

others  being  Anderson-McConnell  and 
Kenyon  &  Eckhardt,  both  Hollywood. 

Trans-Texas  Airways,  Houston,  names  Rog- 
ers &  Smith  Adv.,  Dallas,  replacing  Tracy- 

Locke  Co.,  Houston.  Dave  McConnell,  R&S 
senior  v.p.,  named  account  supervisor. 

Metropolitan    Oakland    Area  Committee 

(Calif.)  names  Reinhardt  Adv.  Inc.,  Oak- 
land. 

Facciola's  Frozen  Foods,  Daly  City,  Calif., 
and  Royal  Blue  Reprographics,  San  Fran- 

cisco, appoint  Smith  &  Dorian,  New  York- 
San  Francisco,  as  their  agency. 

Metropolis  Brewery  appoints  Ward,  Frojen 

Adv.  Inc.,  Los  Angeles,  to  handle  adver- 
tising of  malt  beverage,  Champale,  through- 

out California. 

Warner  Brothers  Records,  Hollywood,  sub- 
sidiary of  Warner  Brothers  Studios,  names 

Carson/  Roberts  Inc.,  L.A.,  to  handle  ad- 
vertising and  sales  promotion  for  new  line 

of  LP  and  stereo  records,  scheduled  to  be 

released  Sept.  5. 

Mullins  Food  Products  Co.  (Prairie  Chef 

Barbecue  Sauce),  Chicago,  appoints  Olian 
&  Bronner  Inc.,  Chicago. 

Vogue  Dolls  Inc.,  Medford,  Mass.,  retains 
James  Thomas  Chirurg  Co.,  Boston. 

Sophie  Mae  Candy  Corp.,  Atlanta,  Ga., 

names  Liller,  Neal,  Battle  &  Lindsey,  At- 
lanta. 

A  &  A  SHORTS 

Doherty,  Clifford,  Steers  &  Shenfield,  N.  Y., 
opens  branch  office  at  8776  Sunset  Blvd., 
Hollywood  46,  Calif.  Telephone:  Oleander 
5-8950.  Russell  C.  Ambruster  is  office  man- 

ager. 

Erwin  Wasey,  Ruthrauff  &  Ryan  today 

(Aug.  li)  announced  opening  of  its  new 
office  in  Pittsburgh.  It  will  be  in  Porter 

Bldg.  with  Frederick  C.  Adams  as  man- 

ager. Office,  EWR  &  R's  11th  in  U.  S., 
primarily  will  service  H.  K.  Porter  account. 

Reach,  McClinton  &  Co.,  N.Y.,  opened 

Boston  office  Aug.  1  and  announced  en- 
largement of  N.Y.  headquarters  at  505 

Park  Ave.  Douglass  Coady,  formerly  with 

agency's  Chicago  office,  will  manage  Boston 
office,  located  at  80  Federal  St. 

HOW  PEOPLE  SPEND  THEIR  TIME 

There  were  125,435,000  people  in  the  U.  S.  over  12  years  of  age  during  the  week 

July  27-Aug.  2.  This  is  how  they  spent  their  time. 

63.3%    (79,400,000)  spent  1,397.6  million  hours  -   watching  television 
58.3%    (73,129,000)  spent  1,097.6  million  hours    LISTENING  TO  radio 
82.6%  ( 103,609,000)  spent    421.7  million  hours    reading  newspapers 
35.1%    (44,028,000)  spent     183.7  million  hours    reading  magazines 
22.7%    (28,505,000)  spent    305.3  million  hours     .  .  watching  movies  on  tv 

44.4%    (55,703,000)  spent    236.7  million  hours    attending  movies* 

These  totals,  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published 

exclusively  by  Broadcasting  each  week,  are  based  on  a  48-state,  random  dispersion 

sample  of  7,000  interviews  (1,000  each  day).  Sindlinger's  weekly  and  quarterly 
"Activity"  report,  from  which  these  weekly  figures  are  drawn,  furnishes  comprehen- 

sive breakdowns  of  these  and  numerous  other  categories,  and  shows  the  duplicated 
and  unduplicated  audiences  between  each  specific  medium.  Copyright  1958  Sindlinger 
&  Co. 

t  Hour  totals  are  weekly  cumulative  figures.  People,  numbers  and  percentages,  are  figured 
on  an  average  daily  basis. 

*  All  people  figures  are  average  daily  tabulations  for  the  week  with  exception  of  the  "attend- 
ing movies"  category  which  is  a  cumulative  total  for  the  week.  Sindlinger  tabulations  are 

available  within  2-7  days  of  the  interviewing  week. 

SINDLINGER'S  SET  COUNT:  As  of  Aug.  1,  Sindlinger  data  shows:  (1)  110,071,000 
people  over  12  years  of  age  see  tv  (87.8%  of  the  people  in  that  age  group); 
(2)  42,656,000  U.  S.  households  with  tv;  (3)  46,965,000  tv  sets  in  use  in  U.  S. 

TOP  10  NETWORK  PROGRAMS 

Tv  Report  for  June  22-July  12 
TOTAL  AUDIENCEf 

No.  Homes Rank 
1. 

Gunsmoke 

1*7  m 

2. Have  Gun,  Will  Travel 

1  "5    1  1  C 

13,1 15 

3. 

Ed  Sullivan 
12,943 

4. 

I've  Got  a  Secret 

IZjJJO 5. Top  Ten  Lucy  Shows 1Z,M3 
6. 

Wells  Fargo 
1  ̂   O  A  1 
12,341 

7. 

GE  Theatre 11   0 1  c 
1 1,825 

8. Alfred  Hitchcock  Presents 11  lOI 1 1,782 
9. All  Star  Baseball  Game 1  1 1 1,696 10. 

Twenty-One 11,653 Rank 

%  Homes* 

1. 

Gunsmoke 41.4 

2. 

Have  Gun,  Will  Travel 
31.5 

3. Ed  Sullivan 30.7 
4. Top  Ten  Lucy  Shows 

29.9 

5. 

Wells  Fargo 
29.8 

6. I've  Got  a  Secret 
29.7 

7. GE  Theatre 
28.9 

8. Alfred  Hitchcock  Presents 28.5 
9. Twenty-One 28.4 

10. All  Star  Baseball  Game 
27.7 

AVERAGE  AUDIENCE{ 

No.  Homes 
Rank V  UUU  ) 

1. 

Gunsmoke IO,joJ 
2. Have  Gun,  Will  Travel 
3. I've  Got  a  Secret 1 1  1  an 

4. Top  Ten  Lucy  Shows 11117 
5. 

Wells  Fargo 
1 1,UU8 

6. GE  Theatre 

1  (\  c-i  c 
1U,->J  J 

7. 

Twenty-One 1  f\  A  A  Q 

8. Alfred  Hitchcock  Presents 1  n  a  n& 
1U,4UD 9. Price  Is  Right 1  ft  i  G 1 
iu,  iy  i 

10. 
Buckskin 

9,933 Rank 

%  Homes* 

1. 
Gunsmoke 

39.0 

2. 

Have  Gun,  Will  Travel 
29.1 

3. Top  Ten  Lucy  Shows 
26.6 4. Wells  Fargo 

26.6 5. I've  Got  a  Secret 26.5 

6. GE  Theatre 25.7 

7. 

Twenty-One 
25.5 

8. Alfred  Hitchcock  Presents 25.1 
9. Price  Is  Right 24.3 

10. Buckskin 23.6 

Copyright  1958  A.  C.  Nielsen 

Co. 

BACKGROUND:  The  following  programs, 
in  alphabetical  order,  appear  in  this 
week's  Broadcasting  tv  ratings  roundup. 
Information  is  in  following  order:  pro- 

gram name,  network,  number  of  stations, 
sponsor,  agency,  day  and  time. 

All  Star  Baseball  Game  (NBC-187):  Gil- 
lette Safety  Razor  (Maxon),  July  8, 

12:45 -conclusion  p.m. 
Buckskin  (NBC-182):  Ford  (JWT),  Thurs. 9:30-10  p.m. 
GE  Theatre  (CBS -132):  General  Electric 

(BBDO),  Sun.  9-9:30  p.m. 
Gunsmoke  (CBS-172):  Liggett  &  Myers 
(DFS),  alternating  with  Remington 
Rand  (Y&R),  Sat.  10-10:30  p.m. 

Have  Gun,  Will  Travel  (CBS-1,48):  Lever 
(JWT),  alternating  with  American  Home 
Products  (Bates),  Sat.  9:30-10  p.m. 

Alfred  Hitchcock  Presents  (,CBS-118): 
Bristol-Myers  (Y&R).  Sun.  9:30-10  p.m. 

I've  Got  a  Secret  (CBS-170):  R.  J.  Reyn- 
olds (Esty),  Wed.  9:30-10  p.m. 

Price  Is  Right  (NBC-167):  Toni  (T-L),  De- 
Soto  (BBDO),  Thurs.  8-8:30  p.m. 

Ed  Sullivan  (CBS-159)  :  Mercury  (K&E), 
Eastman-Kodak  (JWT),  Sun.  8-9  p.m. 

Top  Ten  Lucy  Shows  (CBS-146):  General 
Foods  (B&B).  Mon.  9-9:30  p.m. Twenty-One  (NBC-151):  Pharmaceuticals 

(Kletter),  Mon.  9-9:30  p.m.' Wells  Fargo  (NBC-161)  :  Buick  (M-E), 
American  Tobacco  (SSC&B),  Mon.  8:30- 

9  p.m. 
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STATIONS 

sidered  that  at  about  the  time  when  NCS 

No.  3  measurements  were  made  last  spring, 
a  total  of  93  uhf  stations  were  on  the 

air  (86  commercial,  7  noncommercial).  Thus 

it  would  appear,  using  Nielsen  data  as  a 
guide,  that  16  stations,  or  more  than  17% 
of  those  on  the  air  at  that  time,  were  not 
watched  once  a  month  by  as  many  as  10% 
of  the  homes  in  any  county. 

By  the  first  of  this  month  the  number 
of  operating  uhf  stations  had  dropped  to 

90,  compared  to  last  spring's  93. 
The  individual  state  and  regional  gains  in 

active  uhf  viewer  homes  did  not  appear 

r 

UHF  STATIONS  REPORTABLE*  — NCS  #2         NCS  #3 

NIELSEN  CHARTS  UHF  UPS,  DOWNS 

•  FCC  decisions  'obvious'  in  changing  dimensions 

•  Despite  area  spurts  upward,  overall  trend  is  off 

In  some  areas  uhf  is  getting  bigger,  but 
as  a  whole  it  is  shrinking. 

This  appears  to  be  the  basic  conclusion 
to  be  drawn  from  a  special  study  released 

by  A.  C.  Nielsen  Co.  last  week.  The  ma- 
terial compares  audience  findings  in  the 

new  Nielsen  Coverage  Service  No.  3  with 
those  in  NCS  No.  2  two  years  ago. 

The  figures  leave  little  room  to  expect 
that  under  current  circumstances  the  over- 

all uhf  market  is  apt  to  do  more  than 
stand  still — or  dwindle  further.  For  the 
growth  in  some  areas  has  been  more  than 
offset  by  losses  in  others,  with  the  result 
that  the  number  of  active  uhf  viewer  homes 

today  is  8%  less  than  it  was  two  years  ago. 
John  K.  Churchill,  special  assistant  to 

President  A.  C.  Nielsen  Jr.,  observed  that 

"in  tracing  uhf  across  two  years,  com- 
petition of  existing  vhf  stations,  the  prob- 

lems of  set  conversion  and  limited  coverage 
area  and,  most  important,  FCC  decisions 

are  obvious  in  changing  uhf  audience  di- 

mensions." 
The  principal  areas  of  growth  in  terms 

of  "active  uhf  viewer  homes"— homes  that 
watch  uhf  at  least  once  a  month — are  New 
England,  middle  Atlantic,  east  north  central 
and  east  south  central  states.  All  other 

major  regions  have  lost  (although  some 
states  within  them  have  gained). 

For  the  U.  S.  as  a  whole,  the  drop  in 
active  viewer  homes  was  from  3,864,560 
in  1956  to  3,563,960  in  1958. 

Other  principal  findings: 

•  Number  of  uhf  stations  viewed  "in 

the  last  month"  by  at  least  10%  of  all 
homes  in  one  or  more  counties:  down  13.5% 
since  1956. 

•  Total  tv  homes  in  "active"  uhf  areas: 
down  24%. 

•  Counties  in  which  at  least  10%  of  all 

homes  watch  uhf  "in  the  last  month": 
down  21%. 

The  report  did  note  that  in  counties 

served  by  "reportable"  uhf  stations  — 
which  dropped  from  389  counties  in  1956 
to  306  in  1958 — increased  from  six  in  ten 
in  1956  to  seven  in  ten  this  year. 

The  extent  to  which  this  percentage  in- 
crease was  affected  by  the  dropping  out 

of  "weaker"  uhf  counties  since  1956  was 
not  spelled  out  and  could  not  be  determined 

without  a  study  of  county-by-county  figures, 
to  be  released  in  mid-September.  But  Niel- 

sen officials  did  not  say  that  many  counties 
had  shown  gains  in  terms  of  homes  as  well 
as  percentages. 
The  Nielsen  analysis  also  pointed  out 

that  "if  the  total  number  of  homes  in  uhf 
serviced  areas  are  disregarded  (they  have 
decreased  by  over  1.5  million  since  1956), 
it  becomes  apparent  that  uhf  viewing  within 

uhf  service  areas  has  increased.  Sixty-four 
of  the  306  uhf-serviced  counties  report 
tv  home  use  of  uhf  facilities  at  "90%  or 

better." 
The  decline  in  number  of  "reportable" 

uhf  stations  from  89  in  1956  to  77  in  1958 

takes  on  added  significance  when  it  is  con- 
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to  follow  any  particular  pattern  in  rela- 
tion to  gains  and  losses  in  number  of  re- 

portable stations. 
New  England  had  a  29%  gain  in  active 

uhf  homes  or  an  increase  of  two  stations 

(from  5  to  7).  But  the  middle  Atlantic 

region  picked  up  10%  in  homes  while 
losing  four  stations  (from  19  to  15).  The 
north  central  area  added  4%  in  homes  with 

no  change  in  number  of  stations  (31  each 
year),  while  the  east  south  central  region 

picked  up  30%  while  increasing  stations 
from  four  to  six. 

Among  the  regions  losing  reportable  uhf 
homes  the  pattern  is  clearer.  In  all  cases 
the  decline  in  homes  was  accompanied  by 
a  decline  in  stations. 

Active  uhf  homes  in  the  west  north 

central  area  dropped  84%  while  the  num- 

HOW  TWO  YEARS  CHANGED  UHF  PICTURE 

NCS  2 1956 
UHF  HOMES 

NCS  3 

1958 %  Change 
TOTAL  U.  S. 89 

77 

3,864,560 
3,563,960 

—  8 

NORTHEAST 24 22 964,850 1,108,160 

+  15 

NEW  ENGLAND 5 7 267,270 344,010 

+28 

Connecticut 2 3 150,350 
197,510 

+31 

Maine 0 0 
Massachusetts 3 4 116,920 144,080 

+  23 

New  Hampshire 0 0 
2,420 Rhode  Island 0 0 

Vermont 0 0 
MIDDLE  ATLANTIC 19 

15 

697,580 764,150 

+  10 

New  Jersey 0 0 2,430 
New  York 4 4 

200,100 286,780 

+43 

Pennsylvania 15 

11 

495,050 477,370 

—  4 

NORTH  CENTRAL 

31 31 

1,412,940 1,465,480 

+  4 

EAST  NORTH  CENTRAL 

29 

30 
1,257,220 1,440,520 

+  15 

Illinois 8 10 373,730 400,620 

+  7 

Indiana 9 10 307,210 355,850 

+  16 

Michigan 2 1 94,800 95,030 0 
Ohio 6 6 192,980 241,330 

+25 

Wisconsi7i 4 3 288,500 347,690 

+21 

WEST  NORTH  CENTRAL 2 1 155,720 24,960 

— 84 

Iowa 1 1 18,680 24,960 

+34 

Kansas 0 0 
Minnesota 0 0 
Missouri 1 0 137,070 
Nebraska 0 0 
North  Dakota 0 0 
South  Dakota 0 0 
SOUTH 

26 
18 

1,020,620 701,020 

—31 

SOUTH  ATLANTIC 

16 

9 614,920 391,470 

—36 

Delaware 0 0 
7,630 9,880 

+29 

District  of  Columbia 0 0 
Florida 4 1 339,880 

162,940 

—52 

Georgia 1 1 31,560 38,530 

+22 

Maryland 1 1 14,200 
18,540 

+  31 

North  Carolina 4 1 65,070 11,38(0 

—83 

South  Carolina 3 2 62,060 37,630 

—39 

Virginia 2 2 
86,920 

101,850 

+  17 

West  Virginia 1 1 7.600 10,720 

+41 

EAST  SOUTH  CENTRAL 4 6 163,610 212,410 

+30 

Alabama 2 3 
59,740 86.690 

+  45 

Kentucky 1 2 
40,640 68,860 

+69 

Mississippi 0 0 
Tennessee 1 1 

63,230 
56,860 

—10 

WEST  SOUTH  CENTRAL 6 3 242,090 
97,140 

—60 

Arkansas 1 1 18,430 18,930 

+  3 

Louisiana 3 2 161,650 75,190 

—53 

Oklahoma 0 0 2.040 
3.020 

+48 

Texas 2 0 
59,970 

WEST 8 6 466,150 289,300 

—38 

MOUNTAIN 
0 0 

Arizona 0 0 

Colorado 
0 0 

Idaho 
0 0 

Montana 0 0 

Nevada 0 0 

New  Mexico 
0 0 

Utah 
0 0 

Wyoming 
0 0 

PACIFIC 8 6 466,150 289,300 

— 38 

California 
5 3 231,560 

215,270 

—  7 

Oregon 
1 0 174,540 7,480 

—96 

Washington 
2 3 

60.050 66,550 

+  11 

*  Number  of  stations reportable  based  upon  service to  at  least  10% of  homes  in  county. 
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wherever  they  be 

it'
s 

W(§)V 
IN  N.  Y.  C.  and  VICINITY 

first  in  the  Negro  Community 

/ 

Great  things  are  happening  in  the  Negro  community 

of  Greater  New  York.  Its  growth,  for  one  thing,  has 

been  enormous— 41%  in  the  past  7  years  alone.  The 
income  level  has  risen  substantially.  And  with  this 

rise  has  come  the  possibility  to  satisfy  the  natural 

urge  to  buy  better  things,  to  achieve  a  better  way 
of  life. 

Breaking  away  from  traditional  neighborhoods,  the 

new  Negro  community  of  Greater  New  York  is  a  vital 

economic  force  of  427,054  able-to-buy  families  in  the 

17-county  New  York,  New  Jersey,  and  Connecticut 
area. 

With  1 1 V2  hours  a  day  of  Negro  community  program- 

ming, WOV  is  the  only  New  York  station  that  reaches 
this  market  in  its  entirety. 

And  WOV  is  reaching  more  of  it  on  every  survey 

made.  Ask  us  for  the  new  brochure,  "Maximum  Sales 

in  the  Negro  Market  of  New  York."  You'll  find  it  full 
of  the  solid,  factual  material  you  need  before  you  buy. 

WOV NEW  YORK 

Representatives: John  E  Pearson  Co. 
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LIKE  A ON  THE  NOSE! 

That's  the  kind  of  impact  you  get  in  Fort  Worth  when  you  sell  on  KFJZ-RADIO  .  .  .  with  far 
more  pleasant  results! 

Here  is  a  billion  dollar  market,  where  results  make  cash-register  music!  And  here  is  one 

radio  station  that  year  after  year  slams  home  with  the  highest  ratings  —  KFJZ. 

KFJZ's  surefire  format  lies  in  its  appeal  to  the  whole  family. 

Whatever  you  sell  in  Fort  Worth,  your  customers  are  listening  to  KFJZ  —  which  serves  both 

its  advertisers  and  listeners  best! 

Ring  up  sales.  Ring  up  KFJZ  for  further  information  —  today! 

FORT  WORTH,  TEXAS 

Sold  in  combination  with 

KLIF-RADIO,  DALLAS. 

Represented  by  John  Blair  Company. 



STATIONS  CONTINUED 

THE  GROUND  FLOOR  of  a  new  office  building  at  N.  Third  Ave.  and  32nd  St.,  Bill- 
ings, Mont.,  will  house  operations  of  KOOK-AM-TV  there.  The  $750,000  con- 

struction is  scheduled  for  completion  Dec.  20.  KOOK-TV's  main  50x40-ft.  studio 
will  be  accessible  to  cars  and  trucks,  and  provision  has  been  made  for  rear-screen 
projection  and  an  outdoor  setting.  Audition  and  screening  rooms  will  be  available 
for  distributor  sales  meetings. 

ber  of  stations  was  cut  from  two  to  one. 

In  the  South  the  homes  drop  was  31% 
and  the  station  drop  from  26  to  18.  The 
south  Atlantic  and  west  south  central  re- 

gions, specifically,  dropped  36%  and  60%, 
respectively,  in  homes  and  from  16  to  9  and 
from  6  to  3  in  stations.  The  Pacific  area 
lost  38%  in  homes  and  from  8  to  6  in 
stations.  The  mountain  states  had  no  active 

uhf  homes  and  no  reportable  uhf  stations 
in  either  1956  or  1958. 

Three  states — New  Jersey,  Missouri  and 
Texas — had  reportable  uhf  audiences  in 
1956  but  not  in  1958.  Both  Missouri  and 

Texas  lost  all  the  reportable  uhf  stations 
they  had  in  this  period,  while  New  Jersey 

showed  no  reportable  u's  within  its  bound- 
aries in  either  year. 

New  Hampshire  was  the  only  state  shown 
as  picking  up  a  uhf  audience  from  scratch. 
It  had  no  reportable  uhf  homes  in  1956, 
was  shown  with  2,420  in  1958.  The  studies 

gave  it  no  reportable  station  in  either  year. 
In  releasing  the  uhf  comparisons,  the 

Nielsen  company  made  clear  that  its  counts 

"stress  'use'  as  the  criterion  of  uhf  delivery" 
and  "are  not  a  measure  of  uhf  set  con- 

version since  tv  homes  that  'can'  view  uhf 
but  'do  not'  are  not  included." 

The  explanation  continued: 

"Wherever  a  uhf  station  was  found  to 
serve  10%  or  more  of  the  total  homes,  at 
least  once  a  month,  in  a  county,  these  homes 

have  been  classified  as  'uhf  user  homes.' 
Where  two  or  more  uhf  stations  deliver  this 

level  of  service  individually,  the  uhf  user 
home  counts  are  based  on  the  unduplicated 
totals  of  these  services.  No  credit  is  given  for 
service  from  stations  failing  to  meet  these 
minimum  standards  or  for  counties  with- 

out individually  reportable  uhf  station  audi- 

ences. The  counts  omit  the  'bits  and  pieces' below  10%  and  are  thus  minimum  active 

uhf  viewing  homes. 

"For  certain  remote  areas,  uhf  station 
users  who  receive  this  service  via  cable 

rather  than  by  broadcast  are  counted  as  uhf 
user  homes.  Conversely,  those  rare  cases 
where  programs  are  received  via  uhf,  from  a 
station  which  is  basically  a  vhf  operation, 

are  not  considered  uhf  transmissions.  The 

criterion  used  throughout  is  the  assigned 

frequency  of  the  licensed  station  handling 

the  service." 

Quintupled  Six-Month  Earnings 
Recorded  on  Metropolitan  Books 

Financially,  the  four-station  Metropolitan 
Broadcasting  Corp.  is  on  the  upbeat. 

This  in  effect  was  the  substance  of  an 

interim  report  circulated  last  week  to  stock- 
holders by  Metropolitan  President  Bernard 

Goodwin.  The  Metropolitan  group  includes 

WABD  (TV)  New  York,  WTTG  (TV)  Wash- 
ington, WNEW-AM-FM  New  York  and 

WHK-AM-FM  Cleveland. 

The  report  covers  the  period  of  the  first 
26  weeks  of  the  year.  For  that  period. 
Metropolitan  earned  $306,194  or  20  cents 
per  share  on  1,541,137  shares  outstanding, 
compared  with  $65,254  or  4  cents  a  share 
for  the  corresponding  months  last  year. 

Mr.  Goodwin  offered  this  clarification: 

"A  clearer  portrayal  of  our  operation  is 
presented  in  the  cash  earnings,  which  were 
$1,070,049  or  69  cents  per  share,  for  the 
first  26  weeks  of  1958  as  compared  with 
$342,680,  or  22  cents  per  share,  for  the 

1957  period.  Cash  earnings  reflect  our  re- 

sults before  depreciation  and  amortization." 
Once  languishing,  Metropolitan  (then  Du- 

CHANGING  HANDS 

ANNOUNCED  The.  
followin8  sales  of 

Hixnuunvto         station    interests  were 

announced  last  week.  All  are  subject  to 
FCC  approval. 

WCHV  CHARLOTTESVILLE,  VA.  •  Sold 
to  Nash  L.  Tatum  Jr.  by  Charles  Barham 
and  wife  for  $200,000.  Mr.  Tatum  is  an  an- 

nouncer at  the  station.  The  sale  was  handled 

by  Blackburn  &  Co.  WCHV  is  on  1260  kc 
with  5  kw  day,  1  kw  night,  and  is  affiliated 
with  ABC. 

WPAL  CHARLESTON,  WOIC  COLUM- 
BIA, BOTH  S.  C.  •  50%  sold  to  present 

Mont  Broadcasting  Corp.)  was  suffering  con- 
tinual financial  losses  (the  corporation  still 

is  not  providing  for  federal  income  taxes 
because  of  tax  losses  carried  forward)  until 

it  began  to  strengthen  its  operations  and 
to  build  its  properties,  first  with  acquisition 
of  the  revenue-making  radio  independent, 
WNEW,  and  more  recently  WHK  (it  took 
over  management  on  June  1  of  this  year). 

Mr.  Goodwin  cautioned  that  the  report 
is  subject  to  adjustments  in  the  yearly 
auditing,  of  a  final  determination  of  income 

taxes  and  special  nonrecurring  write-offs 
caused  by  certain  talent  contract  cancella- 

tions made  this  year  at  WNEW.  He  esti- 
mated write-offs  at  $600,000  for  the  year. 

Uniform  Availability  Chart 

Issued  to  Hollingbery  Clients 

The  George  P.  Hollingbery  Co.,  station 
representative  firm,  is  seeking  uniformity 
in  the  listings  of  availabilities  by  its  client 
stations.  As  a  means  of  making  timebuying 

easier  and  to  simplify  communications  be- 
tween representative  and  advertising  agency, 

the  Chicago  headquartered  representative 

— which  maintains  its  largest  office  in  New 
York — has  devised  a  uniform  chart  that 

will  allow  buyers  to  get  up-to-date  informa- 
tion at  a  glance. 

Last  week — after  six  months  of  studying 
the  "best  features"  of  numerous  availabilities 
forms — Hollingbery  offices  in  New  York, 

Chicago,  Atlanta,  Los  Angeles,  San  Fran- 
cisco, Detroit  and  Seattle  began  distribu- 

tion of  the  new  GPH  "master  form."  Client 
stations  are  asked  to  make  up  their  own 
copies  and  submit  revised  availabilities  forms 
at  the  end  of  each  business  week  accord- 

ing to  specified  style. 

WKRC  Stations  Plan  to  Move 

WKRC-AM-FM-TV  Cincinnati  will  re- 
locate, it  has  been  announced,  in  a  new 

$800,000  building  to  be  completed  next  year 

on  a  nine-acre  tract  within  the  city  limits — 
assuming  the  Cincinnati  City  Council  ap- 

proves a  zoning  change.  The  recommenda- 
tion to  change  from  residential  to  business 

zoning  would  allow  the  stations  to  move  out 
of  the  downtown  Cincinnati  Times  Star  Bldg. 

On  July  19,  E.  W.  Scripps  Co.  (Cincinnati 

Post)  bought  the  Taft-owned  Times  Star 
but  the  purchase  did  not  affect  the  stations, 

still  property  of  the  Times  Star  Co. 

TRACK  RECORD  ON   STATION   SALES,  APPROVAL 

50%  owner  Joe  Speidel  III  for  $105,000  by 

Albert  T.  Fisher  Jr.  The  Speidel-Fisher 

group  also  owns  50%  of  WWBD  Bam- 
berg, S.  C.  The  sale  was  handled  by  Black- 

burn &  Co.  WPAL  is  on  730  kc  with  1  kw, 

day;  WOIC  is  on  1470  kc  with  5  kw,  day. 

WICO  SALISBURY,  MD.  •  Sold  to  Shel- 
don Smerling  for  $48,000  by  Courtney  and 

Elizabeth  Evans.  Mr.  Smerling  is  executive 
vice  president  of  Eastern  Management 

Corp.,  which  operates  drive-in  theatres  in 
New  York  and  New  Jersey.  The  sale  was 
handled  by  Paul  H.  Chapman  Co.  WICO  is 
on  1320  kc  with  500  w,  day. 
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STATIONS  CONTINUED 

From  ballet  to  broadcasting — an  improvisation 

Betty  Luster,  pretty,  young  ex- 
ballerina,  is  all  set  to  expand  her 

activities  in  television's  business  side 
— for  which  she  traded  the  perform- 

ing side  some  two  years  ago. 

Miss  Luster  is  almost  unique  in  a 

field  where  little  uniqueness  is  left. 

She  is  a  network  television  represent- 
ative. Her  clients  are  smaller  market 

stations,  and  her  basic  job  is  to  per- 
suade network  advertisers  to  add  them 

to  their  network  lineups.  There  are 
only  one  or  two  others  performing 
this  function  on  a  national  scale. 

Now  incorporated  as  Betty  Luster 
Assoc.,  she  plans  to  begin  shortly  a 

drive  to  expand  both  her  client  list  and  the  range  of  services 

she  offers.  The  services  will  include,  in  addition  to  regular  sales 

calls  on  buyers  and  other  agency  people,  special  presentations  to 

agency  research  departments;  regular  liaison  with  network  sta- 
tion relations,  sales  traffic  and  research  departments;  liaison  with 

major  film  companies,  and,  where  desired,  promotion,  publicity 
and  special  advertising  assistance. 

Miss  Luster  feels  she  can  be  especially  helpful  to  new  stations, 

not  only  getting  them  network  business  but  also  giving  them  an 

idea  of  definite  turndowns  and  thus  permitting  more  intelligent 

advance  scheduling  of  local  programming.  But  for  both  new 

and  established  stations  her  objective  is  "complete  service,"  based 

on  a  solid  knowledge  and  understanding  of  markets  she  repre- 

sents. To  prospects,  the  firm  offers  a  record  of  doubling  network 
business  for  client  stations. 

There  is  one  point  which  Miss  Luster  makes  especially  plain: 

"Our  efforts  in  no  way  conflict  with  your  national  spot  sales 

representative.  The  more  network  programs,  the  more  adjacen- 

cies for  spot  sales." 
Miss  Luster  almost  literally  backed  into  the  tv  sales  business. 

An  accomplished  ballerina,  she  had  made  personal  appear- 

ances in  the  plush  night  spots  of  New  York,  London,  Paris, 

Miami  Beach,  and  Chicago.  She  appeared  as  prima  ballerina 

at  Milan's  La  Scala  and  at  the  Metropolitan  Opera  in  New  York. 

She  was  on  Broadway  in  "Louisiana  Purchase,"  "Kiss  and  Tell" 
and  a  number  of  others,  as  well  as  in  summer  stock. 

She  was  on  television  for  130  consecutive  weeks,  appearing 
on  more  than  300  shows  as  dancer  and/or  choreographer.  She 

appeared  in  commercials,  too,  for  such  advertisers  as  Gold 
Medal  Flour,  Buick,  RCA  Victor  and  Oldsmobile. 

Slowly  she  began  to  realize  that  while  all  this  was  great,  it 

was  awfully  peripatetic.  She  was  forever  on  the  go.  Then  sud- 
denly, in  Chicago  during  an  engagement  at  the  Palmer  House, 

she  decided  to  chuck  this  whole  career,  go  back  to  New  York 
and  find  herself  a  new,  steady  job.  Less  well  paid,  no  doubt,  but steady. 

Her  first  job  was  stirring  up  contestants  for  Name  That  Tune. 
This  came  off  well  and,  as  she  still  had  a  few  show  dates  to 

wind  up,  she  combined  the  work,  appearing  on  television  to 
boost  Name  That  Tune  in  the  cities  where  she  was  performing. 

Mail  for  the  program  picked  up  sharply,  often  doubling,  when- 
ever she  made  one  of  these  appearances,  and  as  a  result  the 

producers  wanted  her  to  go  on  the  road  regularly.  This  was 
what  she  was  giving  up  show  business  to  avoid,  so  she  declined 
with  thanks. 

She  did,  however,  go  to  the  1957  NAB  convention  in  Chicago 
and  made  it  a  point  to  thank  station  managers  for  carrying 
Name  That  Tune.  To  her  surprise  she  learned  that  many  whom 

she  thanked  did  not  carry  the  program — and  on  investigation 

she  learned  they  didn't  carry  it  because  they  had  not  been 
ordered  by  the  sponsors,  Whitehall  and  Kellogg.  This  seemed 
an  oversight  that  ought  to  be  corrected,  so  she  went  to  the 
sponsors  and  succeeded  in  getting  several  stations  added  to 
the  lineup. 

This  gave  her  the  bigger  idea — doing  this  sort  of  thing  for 

clients — and  she's  been  in  the  business  for  the  past  year  and 
a  half.  Just  moved  into  new  quarters,  Betty  Luster  Assoc.  is  at 

150  West  55th  St.,  New  York  19;  telephone:  Circle  6-1952. 

WJMX  Signs  Over  100  Stations 

To  Carry  'Southern  500'  Car  Race 

The  "Southern  500"  late  model  stock  car 
race,  being  originated  Sept.  1  by  WJMX 
Florence,  S.  C.  [Programs  &  Promotions, 

May  12],  will  be  carried  this  year  by 
more  than  106  outlets  in  12  states. 

The  network  WJMX  organizes  to  broad- 
cast the  event  at  Darlington  (S.  C.)  Inter- 

national Raceway  reportedly  is  the  largest 

network  in  the  south  to  carry  a  single  sport- 
ing event.  The  station  also  originates  the 

"Rebel  300"  on  South  Carolina's  Confeder- 
ate Day.  This  race  was  aired  last  May  10  by 

88  stations  in  10  states. 

WJMX  started  covering  the  Southern 

500  six  years  ago  for  two  other  stations, 

using  one  microphone.  Now  WJMX  calls 
the  race  with  one  mike  atop  the  grandstand, 

another  commentator  in  a  two-story  struc- 
ture and  two  mobile  cruisers.  During  the 

race  only  two  staffers  remain  in  the  Florence 
studio;  the  rest  are  on  duty  at  the  track. 

WDAF-AM-TV  Increase  Reported 

In  June,  the  first  full  month  of  operation 
of  WDAF-AM-TV  Kansas  City  under 
ownership  of  National  Theatres,  the  gross 
revenue  of  these  stations  showed  an  8% 

increase  over  June  1957,  E.  C.  Rhoden, 

president,  said  in  his  quarterly  report  to 
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stockholders.  The  theatre  chain's  subsidiary, 
National  Film  Investments,  assumed  opera- 

tion of  the  WDAF  stations  May  28,  with 
the  $7.6  million  price  reduced  to  $7,325,000 

through  a  credit  of  $275,000  on  the  pur- 

chase price  "by  reason  of  the  adjustment 

provisions  in  the  contract  of  acquisition," 
Mr.  Rhoden  said.  Net  income  for  the  quar- 

ter ended  June  24  (third  quarter  of  the  NT 

fiscal  year)  was  $160,301,  or  6  cents  per 
share,  compared  with  $178,054,  or  7  cents 

per  share,  for  the  same  period  of  the  pre- 
ceding year. 

BOSTON  PRESS  PARTY 

When  WBZ-TV  Boston  held  a  press 

party  aboard  a  tugboat  in  Boston 
harbor  last  week  to  focus  attention  on 

its  Tugboat  Annie  program  series, 
station  officials  did  not  reckon  with  a 

chain  of  circumstances  that  confound- 
ed (and  amused)  the  passengers.  As 

the  boat  moved  along  the  harbor,  it 

sailed  by  one  craft  called  Robin  Hood, 
and  another  called  Lucy  and  a  buoy 

imprinted  with  "No.  7."  WNAC-TV 
Boston  carries  both  Robin  Hood  and 

Lucy  and  its  channel  number  is  (you 

guessed  it)  seven. 

Ex-Owners  of  KART  Sue 

To  Block  Station  Resale 

Suit  to  recover  $23,600  plus  interest  at 

5%  since  Feb.  5,  1958,  and  a  request  for 

a  restraining  order  to  stop  the  sale  of 

KART  Jerome,  Idaho,  have  been  filed  in 
the  U.  S.  District  Court  in  Boise.  The  suit 

was  brought  against  Frederick  M.  Parry, 
owner  and  general  manager  of  KART,  by 

the  station's  former  owners,  Herbert  E. 
Everitt  and  Karl  L.  Metzenberg.  Mr.  Everett 

is  now  owner  and  general  manager  of  KOFE 
Pullman,  Wash. 

The  plaintiffs  state  that  in  July  1957  Mr. 

Parry  agreed  to  pay  them  $35,000  for  the 
capital  stock  of  Northside  Broadcasters, 
licensee  of  KART,  and  that  he  did  pay 

them  $10,400  in  cash,  $600  more  in  Janu- 
ary and  $400  in  February,  but  nothing  since 

then. 

In  July,  the  two  plaintiffs  further  state, 
Mr.  Parry  entered  into  an  agreement  to 
sell  KART  to  K.  Clark  of  Burley,  Idaho. 
Unless  he  is  restricted  from  selling  KART, 

the  complaint  declares,  he  will  "transfer the  assets  of  KART  and  the  FCC  license 

to  operate  the  same,  dissipate  the  assets  of 
said  station  and  deprive  the  plaintiffs  of  their 
right  to  collect  any  judgment  they  may 

obtain." 

Broadcasting 



*Up  12%  over  NCS#2  in  Nebraska  alone!  KMTV  gives  you  widest  coverage,  lowest  cost- per-thousand 
Sales  success  in  the  Omaha  market  is  as  close  as  your  Petryman. 
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Put  a  silver  dollar  on 

and  you  cover  more  than 

JABifW   
°f  Virginia's 

M       fa  ef  f e  c t  ive 

MM  V/U  buying  income 

You  know  WTAR-TV  is  Virginia's  largest  in  terms  of  total  sets  covered;  but 
did  you  know  that  it  offers  you  a  metropolitan  area  population  surpassed  only 

by  Atlanta  and  Miami  in  the  entire  southeast? 

•Within  25  miles  of  our  tower  there  is  effective  buying  income  of 

$1,441,243,000!  This  is  25.6%  of  Virginia's  total  ($5,626,405,000). 

•Within  this  area  is  more  than  22%  of  Virginia's  total  population. 

•And  no  outside  station  has  any  appreciable  coverage  in  this  area! 

There  is  no  better  spot  to  put  a  dollar  than  on  TIDEWTAR,  Va. ! 

WTAR-TV CHANNEL  3  •  NORFOLK 

Foremost  Communications  Medium  in  Virginia's  Greatest  Market 

EBusiness  Offices  and  Studio: 
720  Boush  Street,  Norfolk  10,  Virginia 
Telephone:  MAdison  5-6711 
Represented  by  Edward  Petry  &  Company,  Inc. 
President  and  General  Manager— Campbell  Arnoux 
Vice  President  for  Soles— Robert  M.  lambe 
Vice  President  for  Operations—John  Peffer 



BONUS 

Not  included  in  these  buying  power  fig- 

ures from  Sales  Management's  Survey 
(May  10):  Effective  June  1  there  was  a 
military  pay  raise  adding  nearly  $12 

million  to  TIDEWTAR'S  navy  payroll 
alone!  Estimates  not  yet  available  from 
major  air  force,  army  and  marine 
corps   installations   in  TIDEWTAR. 
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II 

A  COUPLA 

ORCHIDS 

TOO!"  4 

TAKE  it  from  us  —  our  Red  River  Valley 
hayseeds  could  show  lots  of  you  city  slickers 

a  thing  or  two  about  fancy  livin'! 

That's  because  their  take-home  pay  is  down- 
right staggering.  Lots  of  it  goes  for  plain  old 

necessities,  but  there's  always  plenty  left  over 

for  loads  of  "luxuries",  too.  For  big  things  like 

Volkswagens!  Little  things  like  vitamins! 

Medium-sized  things  like  vacations! 

To  sell  the  Red  River  Valley's  "Rural  Rich", 
use  WD  AY-TV — the  fabulous  Fargo  station  that 

completely  dominates  the  area.  Let  your  PGW 

Colonel  give  you  the  whole  WDAY-TV  story*. 

*  Including  j 'act s-and- figures,  if  you  want  'em! 

WDAY-TV 

FARGO,  N.  D.    •    CHANNEL  6 

Affiliated  with  NBC  •  ABC 

PETERS,  GRIFFIN,  WOODWARD,  INC.,  Exclusive  National  Representatives 
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STATIONS  CONTINUED 

DATELIN
ES  Newsv"or 

LOS  ANGELES — The  end  of  Lomie  Puckett's 
10-day  armed  stand  on  her  property  in 
the  roadway  of  Golden  State  Freeway  was 
televised  Tuesday  (Aug.  5)  by  KTTV  (TV) 
Los  Angeles.  Her  stand  was  in  protest 

against  what  she  termed  the  "unfair"  price 

offered .  for  her  property.  The  station's  re- mote units  were  sent  to  the  scene  after 

receipt  of  a  tip  that  a  writ  of  assistance 

had  been  issued,  calling  on  the  sheriff's 
department  to  assist  the  state  Dept.  of  High- 

ways in  taking  possession  of  the  property. 

Bill  Welsh,  KTTV's  director  of  special 
events,  interviewed  Mrs.  Puckett  and  her 

23-year-old  son,  Ross,  immediately  after 
they  had  been  disarmed  and  forced  to 
abandon  the  tiny  frame  house.  Mr.  Welsh 
also  interviewed  deputy  sheriffs  who  effected 
the  eviction.  Viewers  then  saw  the  home 

leveled  and  pushed  away  by  bulldozers, 
which  completely  cleared  the  property  in 
12  minutes.  The  original  spot  newscast  in 
the  afternoon  was  recorded  on  videotape  and 

highlights  were  used  on  the  regular  KTTV 
newscast  at  6:45  and  10  p.m.  that  evening. 

BALTIMORE — Capture  of  a  bandit,  who 
had  just  attempted  to  rob  a  local  bank  and 
shot  a  policeman  and  bystander,  was  filmed 

by  WMAR-TV  Baltimore.  Cameramen  Ed 
Eisenmeier  and  Charles  Purcell  were  in- 

formed of  the  holdup  while  cruising  in  the 

station's  newswagon.  They  dashed  to  the 
scene  to  find  the  robber  had  fled  to  another 

bank  in  the  next  block.  Films  of  his  capture 
and  treatment  of  the  wounded  were  shown 

/  News  Coverage  by  Radio  and  Tv 

at  1  p.m.  and  on  subsequent  newscasts 
the  same  day. 

INDIANAPOLIS— The  theory  that  drug 
company  executive  Forrest  Teel  was  killed 

by  one  of  the  sides  of  a  "love  triangle," 
was  aired  first  by  WFIL  Philadelphia,  the  sta- 

tion claims.  Upon  hearing  news  of  the  slay- 
ing, newscaster  John  Raleigh  put  in  a  beeper- 

call  to  a  police  sergeant  on  the  desk  at  the 
Indianapolis  precinct.  Mr.  Raleigh,  in  an 
on-air  conversation  with  the  policeman, 

elicited  that  "all  investigations  pointed  to 

the  presence  of  a  love  triangle."  WFIL  re- 
ports this  was  aired  exclusively  about  18 

hours  before  the  attempted  suicide  of  Minnie 
Nicholas  who  police  say  is  connected  with 
the  case. 

PROVIDENCE — A  reporting  unit  of  five 
news  directors  provided  spot  coverage  in 

depth  for  WICE  Providence  when  tankers 
collided  off  Newport,  R.I.,  taking  16  lives 

and  injuring  25  Thursday  (Aug.  7).  With- 
in an  hour  after  the  collision,  33  miles  from 

Providence,  WICE  news  director  Bob  Lape 

was  getting  direct  reports  from  assistant 
news  chief  Bill  Steffy,  WICE  newsman  Jack 

Stewart,  WADK  Newport  news  director 

Jerry  Nevins  and  Tim  Elliot,  WICE  and 

Elliot  stations'  president.  During  the  day, 
the  five  reporters  furnished  the  Providence 

station  with  23  direct  reports  in  a  10-hour 
period,  and  Mr.  Lape  fed  15  beeper  reports 
to  10  stations  in  the  U.S.  and  Canada. 

Whitney  Buys  'Parade' 

John  Hay  Whitney,  U.  S.  Ambassador 

to  Great  Britain,  has  bought  Parade  Sun- 

day newspaper  supplement  with  sale  ef- 
fective late  September,  it  has  been  reported. 

The  price  was  not  disclosed  but  Marshall 

Field  Jr.  Chicago  Sun-Times  publisher  who 
heads  Field  Enterprises  Inc.,  is  said  to  have 

considered  a  $10  million  offer  for  the  sup- 

plement from  Mr.  Whitney.  Parade,  dis- 
tributed in  59  newspapers,  claims  over  8.3 

million  circulation.  Mr.  Whitney,  through 

J.  H.  Whitney  &  Co.,  has  the  Corinthian 

group  of  radio-tv  stations — WISH-AM-TV 

Indianapolis;  WANE-AM-TV  Fort  Wayne; 

KOTV  (TV)  Tulsa;  KGUL-TV  Houston. 

REPRESENTATIVE  APPOINTMENTS 

A-Buy  of  California  radio  station  group 

names  Gerth,  Brown,  Clark  &  Elkus,  Sac- 
ramento, Calif.  Stations  include  KROY 

Sacramento;  KGEE  Bakersfield;  KPAY 

Chico;  KHUM  Eureka;  KARM  Fresno; 

KFIV  Modesto;  KIDD  Monterey;  KVIP 

Redding;  KITO  San  Bernardino;  KSTN 

Stockton;  KIST  Santa  Barbara,  all  Cali- 
fornia, and  XEAK  Tijuana,  Mex. 

WLW  Cincinnati  names  Tracy  Moore  & 

Assoc.,  L.A.  and  San  Francisco,  for  West 

Coast.  Tracy  Moore  also  will  represent 

WLWI  (TV)  Indianapolis,  Ind.,  and  WLWA 

(TV)  Atlanta,  Ga.  All  three  stations  are  part 

of  Crosley  Broadcasting  Corp.,  headquar- 
tered in  Cincinnati. 

WYNN  Florence,  S.C.,  names  Rambeau, 

Vance,  Hopple  Inc.,  N.Y.,  as  its  national 
representative  and  Forjoe  &  Co.,  Atlanta, 
as  its  southern  representative. 

KBUZ  Phoenix,  Ariz.,  names  Adam  Young 
Inc.,  N.Y. 

WAPO  Chattanooga,  Tenn.,  appoints  Gill- 
Perna,  N.Y. 

KWTV  (TV)  Oklahoma  City,  Okla.,  names 
Edward  Petry  &  Co.,  N.Y. 

XEMO  Tijuna,  Mex.,  appoints  W.  S.  Grant 

Co.,  L.A. 

KPAM  Portland,  Ore.,  names  The  Meeker 

Co.,  Joplin,  Mo. 

WKNB  New  Britain,  Conn.,  NBC-owned 

station,  appoints  McGavren-Quinn  Corp. 

WAAB  Worcester,  Mass.,  has  appointed 

Robert  E.  Eastman  &  Co.  national  repre- 
sentative, Bernard  E.  Waterman,  owner- 

general  manager  of  the  station,  announced 
last  week.  Appointment  is  effective  August 
15. 

WLEX-TV  Lexington,  Ky.  (ch.  18),  names 
Mrs.  Elizabeth  M.  Beckjorden,  N.  Y.,  as  its 

station,  network  and  personal  representa- 

PRIME  MINISTER  of  Ghana,  Dr. 
Kwame  Nkrumah,  was  presented  with 

tape  coverage  of  his  visit  to  the  U.S. 
by  WLIB  New  York.  Pictured  (1  to  r) 
at  the  presentation:  Kofi  Baako, 

Ghana  legislator  and  broadcasting-in- 
formation minister;  Dr.  Nkrumah; 

Harry  Novik,  general  manager,  WLIB, 
and  Clarence  Holte,  market  specialist, 
BBDO.  WLIB  assigned  a  newsman  to 

cover  the  prime  minister's  visit,  it 
carried  18  programs  honoring  the  dig- 

nitary and  broadcast  all  his  major  ad- 
dresses while  in  the  U.  S. 

tive,  effective  Aug.  1.  Station  is  affiliated 
with  NBC  and  ABC. 

REPRESENTATIVE  SHORTS 

John  Blair  &  Co.  has  purchased  two  lots  at 
southeast  corner  of  Michigan  Ave.  and 

Erie  St.,  Chicago,  where  it  plans  to  erect 

10-story  office  building.  Firm  previously  ac- 

quired adjoining  100-150-ft.  lot  last  Feb- 

ruary. 

STATION  SHORTS 

WDAY-TV  Fargo,  N.D.,  has  begun  con- 
struction of  new  tv  tower  and  transmitter  ex- 

pcted  to  go  into  operation  this  fall.  New 
antenna  will  be  1,206  feet  above  ground; 

new  transmitter  will  use  maximum  100  kw, 

Earl  C.  Reineke,  president  of  WDAY  Inc., 

reports.  Mr.  Reineke  said  station's  coverage 
area  will  be  increased  by  nearly  100%,  pro- 

viding 60%  viewer-increases.  Estimated 
cost:  $350,000. 

KCBH-FM  Los  Angeles  set  own  one-month 
record  during  July  by  signing  nearly  $11,000 

in  new  contracts.  Program  buys  include 

Burgermeister  Beer's  Sunday  evening  full 
sponsorship  of  Boston  Symphony  and  Bos- 

ton Pops  Concerts,  and  Stereo-Parti's  pur- 
chase of  3:30-4  p.m.  Sunday  segment  of 

Stereophonic  Southern  California  on 

KCBH-FM  and  KMLA-FM  Los  Angeles. 

KVOO  Tulsa,  Okla.,  has  signed  an  exclu- 
sive contract  with  U.  of  Tulsa  to  broadcast 

all  university's  football  and  basketball  games 
through  the  1962-63  cage  season. 

KOL  Seattle,  Wash.,  now  is  on  24-hour 

operation. 

WLBZ-TV  Bangor,  Me.,   announces  rate 
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Maine  Citizen  at  Work 

(Maine  Dept.  o/  Economic  Development  photo) 

About  this  time  of  year  thousands  of  Maine's  summer  visitors 
indulge  that  long-suppressed  appetite  for  the  tastiest  food  our 

cool  coastal  waters  yield — the  Maine  lobster.  Lobstering  off  these 
shores  still  is  a  hardy  enterprise,  but  Maine  lobstermen  are  a 

sturdy  breed.  Fair  weather  and  foul,  their  annual  haul  contributes 

more  than  nine  million  dollars  to  the  $1,110,896,000*  effective 

buying  income  of  the  southern  Maine-eastern  New  Hampshire 

1 3-county  area. 

SERVED  AND  SOLD  BEST  BY  WCSH-TV 

To  sell  this  valued  and  recognized  test  market,  use  the  vital  force 

of  the  station  that  consistently  tops  its  competition: 

APRIL  1958  TOTAL  AREA  ARB 

Quarter  hour  firsts 

WCSH-TV   83.3%  Station    "B"  16.7% 

(*Copr.  1958  SM  Survey  of  Buying  Power,  further  reproduction  not  licensed) 

NBC  Affiliate 

Weed-Television 

WCSH-TV PORTLAND,  MAINE 

STATIONS  CONTINUED 

ft 

CAMPY'S  NEW  JOB 

Catcher  Roy  Campanella  won't strike  out. 

The  ex-Brooklyn  Dodger  now  par- 
tially paralyzed  as  a  result  of  an 

auto  accident  last  winter,  today  (Aug. 

1  1)  gets  back  to  work.  He  will  conduct 
a  Mon.-Fri.,  6-6:05  p.m.  sports  cap- 

sule on  WINS  New  York  titled 

Campy' s  Corner,  wherein  Mr.  Cam- 
panella will  discuss  sports  and  chat 

with  such  old-time  friends  as  Yogi 
Berra  and  Don  Newcombe.  The  series 

will  be  taped  at  the  Institute  of  Physi- 
cal Medicine  &  Rehabilitation,  at  New 

York's  Bellevue  Center,  where  the 
onetime  baseball  player  is  undergoing 
therapy. 

card  No.  Four.  Sample  cost:  one  hour  of 

class  "AA"  time,  one  time,  is  $325. 

KYA  San  Francisco  has  moved  to  1  Nob 

Hill  Circle,  San  Francisco  1,  Calif. 

XEMO  Tijuana,  Mex  .,  names  William  D. 
Nietfeld  &  Assoc.,  San  Diego,  to  handle 

advertising,  public  relations  and  promotion. 

WTRU  Muskegon,  Mich.,  is  now  on  24- 
hour  daily  programming. 

KWK  St.  Louis,  Mo.,  has  moved  to  800  N. 

12th,  St.  Louis  1.  Telephone:  Main  1-1380. 

KSD-TV  St.  Louis  announces  new  rate  card 

No.  13  effective  Sept.  1,  1958.  Sample  rate: 

one  hour  of  class  "AAA"  time,  one  time,  is 

$1,750. 

WCIA  (TV)  Champaign,  III.,  Midwest  Tele- 
vision Inc.,  will  institute  new  Rate  Card 

#7  effective  Aug.  15  as  result  of  increased 
set  saturation  in  WCIA  coverage  area. 

Schedules  running  as  of  Aug.  1 5  will  be  pro- 
tected under  Rate  Card  #6  for  26  weeks 

from  that  date  if  there  is  no  interruption 
in  schedule.  Under  new  rate  60  minutes 

of  Class  AA  time,  one  time,  will  cost 

$1,000. 

WRAL-TV  Raleigh,  N.C.,  played  host  to 

approximately  8,000  people  at  Open  House 
last  month.  Crowds  walked  through 

new  production  building  from  1:30  a.m. 

until  after  7  p.m.  Featured  were  new  $100,- 
000  mobile  unit,  demonstration  of  videotape 

recorder,  two  large  studios,  seven  tv  cameras 
and  various  other  equipment. 

WJIM-TV  Lansing,  Mich.,  has  declared 

regular  quarterly  dividend  of  40  cents 
a  share  on  common  stock  and  IVi  cents 
a  share  on  class  B  common  stock,  both 

payable  Aug.  8,  1958,  to  shareholders  of 
record  at  close  of  business  July  25.  Also 

reported  4%  increase  in  operating  revenues 
for  six  months  ended  June  30.  Revenues  in- 

creased to  $1,372,000  compared  with  $1,- 

325,000  last  year.  Increase  in  revenues  re- 
sulted principally  from  additional  tv  income 

from  national  advertisers,  it  was  explained. 

Page  52    •    August  11,  1958 
Broadcasting 



K  W  T  V 

Oklahoma  Television  Corporation 

CBS  Television 

OKLAHOMA  CITY 

announces 

the  appointment  of 

Edward  Petry  &  Co.,  Inc. 

as  National  Sales  Representative 

f1  i 
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GOVERNMENT 

QUICK  DEATH  FOR  SPECTRUM  BILL 

•  Amended  Potter  measure  collapses  in  House 

•  Last-minute  opposition  halts  proposed  all-out  study 

There  will  be  no  searching  investigation 

of  the  radio  spectrum  authorized  by  Con- 
gress this  session. 

S  J  Res  106  (establishing  a  special  com- 
mission for  such  a  study)  was  killed, 

stomped  on  and  unceremoniously  buried  by 
Congressional  leaders  last  Monday  (Aug.  4). 

Leadership  from  both  sides  of  the  aisle 
in  the  House,  and  from  the  Democrats  in 

the  Senate,  signed  the  measure's  unofficial 
death  certificate  after  strong  opposition 
arose  to  the  measure,  as  reported  out  Aug. 
1  by  the  House  Commerce  Committee  [At 
Deadline,  Aug.  4]. 

As  introduced  in  1957  by  Sen.  Charles 

Potter  (R-Mich.),  SJ  Res.  106  called  for  an 

investigation  of  government-assigned  spec- 
trum space  only.  Following  Senate  passage  in 

that  form  and  with  the  bill  before  the  House, 
the  White  House  two  weeks  ago  sent  a 

"suggested"  amendment  expanding  the  study 
to  include  all  the  spectrum,  plus  an  investiga- 

tion of  the  FCC's  administration  of  the 
Communications  Act  [Government,  Aug. 
4].  The  Executive  amendment  was  unani- 

mously adopted  by  the  House  committee 
and  the  measure  was  placed  on  the  House 
calendar  for  consideration  under  suspension 
of  the  rules  last  Monday. 

Opponents  of  the  bill  made  themselves 
forcibly  known  between  Aug.  1,  when  it  was 
reported  by  the  committee,  and  Aug.  4, 
when  it  was  scheduled  for  House  action.  Its 

demise  reportedly  was  generated  largely  by 
tv  station  licensees,  networks,  NAB  and  the 
Assn.  of  Maximum  Service  Telecasters. 

Many  congressmen  received  calls  over  the 
weekend  opposing  the  measure. 

Following  this  strong  showing  of  opposi- 
tion, the  House  Commerce  Committee,  in 

effect,  reversed  its  unanimous  approval  of 
the  bill.  At  an  executive  session  last  Mon- 

day, several  members  of  the  committee  were 
reported  to  have  doubts  that  their  approval 
was  such  a  good  idea. 

And,  that  same  afternoon,  the  proposed 
spectrum  study  failed  to  reach  the  House 
floor  although  it  had  been  placed  on  the 
printed  calendar.  At  the  conclusion  of  the 

day's  business,  Majority  Leader  John  Mc- 
Cormack  (D-Mass.)  announced  there  was  no 
more  business.  Whereupon,  the  discussion 
went  like  this: 

Rep.  Joseph  Martin  (R-Mass.),  minority 

leader:  "If  the  gentleman  will  yield,  can  he 
tell  us  what  happened  to  S  J  Res  106  that 

was  on  the  program  for  today?" 

Rep.  McCormack:  "That  did  not  come  up 

today." 
Rep.  Martin:  "What  was  the  reason,  if  I 

may  inquire?" 
Rep.  McCormack:  "That  bill  is  very  con- 

troversial and  it  was  felt  that  a  two-thirds 

vote  [necessary  for  passage  of  a  measure 
under  suspension  of  the  rules]  could  not  be 

obtained." 
The  House  leadership  ordered  the  Potter 

resolution  taken  off  the  calendar  and  no 

effort  will  be  made  for  a  vote  during  the 

rapidly-closing  current  session  of  Congress, 
according  to  an  informed  spokesman.  Other 

members  from  both  parties  made  substan- 
tially the  same  statement. 

Some  members  of  the  House  reported 

misgiving  about  the  proposed  study  because 

it  would  establish  still  another  high-level 
government  commission  with  no  set  lifetime. 
While  the  proposed  commission  would  be 
required  to  file  a  report  within  six  months, 
they  pointed  out  such  a  report  likely  would 
state  the  commission  had  not  had  sufficient 

time  to  complete  its  study.  This  could  go  on 
indefinitely,  they  felt. 

Moreover,  it  has  been  learned  that  Dem- 
ocratic leadership  in  the  Senate  expressed 

misgivings  about  that  body's  hasty  approval 
of  the  Potter  resolution  [Government,  July 

14],  even  prior  to  the  White  House  amend- 
ment. The  fear  was  raised,  according  to  in- 

formed sources,  that  the  proposed  five-man 
commission  would  in  all  probability  be 

"stacked"  with  four  Republicans.  This  could 
come  about  through  the  manner  in  which 

the  members  would  be  appointed — two  by 
the  President  and  one  each  by  the  Vice  Pres- 

ident, House  Speaker  and  FCC.  The  only 

sure  Democrat  under  this  alignment  would 
be  the  commission  member  appointed  by 

Speaker  Sam  Rayburn  (D-Tex.). 
Also  last  week,  reports  that  the  military 

had  initiated  the  expansion  amendment  were 

denied  by  those  close  to  the  situation,  both 
at  the  FCC  and  Electronic  Industries  Assn., 

supporters  of  the  White  House  amendment. 

EIA  called  for  an  all-encompassing  study  of 

the  spectrum  last  January  in  a  letter  to  Dr. 

POLITICAL  HARMONY? 

The  twain  may  meet  after  all.  Dem- 
ocratic National  Chairman  Paul  But- 

ler and  his  Republican  counterpart, 
Meade  Alcorn,  hope  to  come  to  a 

meeting  of  minds  on  a  common  con- 
vention site  for  their  respective 

parties'  1960  nominating  sessions. 
Such  an  agreement  would  be  wel- 

comed by  network  and  station  ex- 
ecutives who  participated  in  the  1956 

mass  shift  of  equipment  and  men  (in 

less  than  one  week)  from  the  Demo- 
cratic convention  in  Chicago  to  the 

San  Francisco  Republican  get-to- 

gether. Cities  actively  bidding  for  the  1960 

conventions  are  Chicago,  San  Fran- 
cisco, Los  Angeles,  Miami  Beach, 

Philadelphia,  Atlantic  City,  New 
York  and  Buffalo,  N.  Y.  Mr.  Butler 

already  has  tentatively  ruled  out 
Buffalo  as  not  possessing  the  required 
facilities  and  Atlantic  City  because 
of  the  tourist  season. 

James  Killian,  special  assistant  to  the  Pres- 
ident for  science  and  technology. 

Such  a  study  should  be  conducted  within 
the  office  of  the  President  and  lead  to  a  uni- 

fied national  policy  for  radio  spectrum  allo- 
cations, EIA  said.  When  the  President, 

through  the  Office  of  Civil  &  Defense  Mobil- 
ization, sent  his  amendment  of  the  Potter 

resolution  to  the  House  two  weeks  ago, 

EIA  offered  its  full  support  and  cooperation. 

Moss  Subcommittee  Charges 

Continued  Government  Secrecy 

Citing  27  cases  of  "unjustified  restric- 
tions .  .  .  removed"  a  House  subcommittee 

report  on  secrecy  in  government  last  week 
lashed  out  at  the  continued  smothering  of 

the  people's  right  to  know.  The  Govern- ment Information  Subcommittee  of  the 

Government  Operations  Committee,  after 

an  18-month  study,  declared:  "There  is  a 
persistent  attitude  on  the  part  of  many 
Government  officials  that  it  is  best  to  do 

the  people's  business  in  secret." 
The  subcommittee  is  headed  by  Rep. 

John  E.  Moss  (D-Calif.),  who  fathered  the 
anti-secrecy  bill  which  has  passed  both 
Senate  and  House  [Government,  August 
4]  and  is  awaiting  Presidential  action,  which 
must  come  before  the  middle  of  this  week. 

In  a  letter  to  President  Eisenhower  last 

week,  the  Radio-Newsreel-Television  Work- 
ing Press  Assn.  urged  that  the  bill  be 

signed.  "A  veto  of  this  bill,"  wrote  the 
newsmen,  ".  .  .  can  eventually  provide  less 
scrupulous  hands  than  yours,  Mr.  Presi- 

dent, with  a  ready  made  tool  for  confound- 
ing and  confusing  both  the  working  press 

and  the  public.  .  .  ." 

Rep.  Kilgore  Appointed 
To  House  Committee  Vacancy 

A  Democrat  from  Texas  has  replaced  a 
Democrat  from  Texas  on  the  House  Inter- 

state &  Foreign  Commerce  Committee. 

Rep.  Joe  M.  Kilgore,  a  member  of  Con- 
gress since  January  1955,  was  named  to 

fill  the  vacancy  created  by  the  resignation 
of  Rep.  Martin  Dies.  Rep.  Dies  is  not  a 
candidate  for  reelection  to  the  House  be- 

cause of  ill  health  and  three  weeks  ago 
resigned  from  the  committee. 

Two  members  of  the  committee  with 

primary  opposition  were  renominated  Tues- 
day (Aug.  5)  by  their  respective  parties. 

Rep.  Morgan  Moulder  (D-Mo.),  former 
chairman  of  the  Legislative  Oversight  Sub- 

committee, won  the  11th  District  nomina- 

tion by  nearly  5,000  votes  (approximately 
40,000  cast)  over  attorney  Robert  C.  Smith. 
Republican  Will  E.  Neal,  the  only  West 
Virginia  Congressman  with  primary  op- 

position, led  his  opponent  by  better  than 
two-to-one. 

In  Michigan,  Lt.  Gov.  Philip  A.  Hart 
won  the  Democratic  nomination  for  U.  S. 
Senator  and  the  right  to  oppose  Republican 
incumbent  Charles  Potter  in  the  November 

general  election.  Democratic  Gov.  G.  Men- 

nen  Williams  scored  a  five-to-one  victory 
over  William  L.  Johnson  in  his  renomination 

for  a  sixth  term.  Mr.  Johnson  owns  WJMS- 
AM-TV  Ironwood,  Mich. 
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GOVERNMENT  continued 

TV  TURNS  THE  TRICK 

Oklahoma's  Democratic  candidate 
for  governor,  J.  Howard  Edmondson, 

spent  $16,402.28  for  tv  time  in  a  suc- 

cessful primary  run-off  campaign,  ac- 
cording to  figures  filed  last  week  with 

the  state  election  board.  This  amount- 
ed to  well  over  half  of  the  $28,376.48 

total  Mr.  Edmondson  spent  in  a  three 

week  campaign.  He  also  listed  $2,- 
238.40  for  radio  time  and  $4,763.29 

for  print  advertising. 
Mr.  Edmondson  had  credited  tv 

with  making  it  possible  for  him  to 
win  the  Democratic  nomination,  tant- 

amount to  election  in  Oklahoma 

[Advertisers  &  Agencies,  July  28]. 

Harold  Stuart,  president  of  KVOO- 
AM-TV  Tulsa,  was  the  successful 

candidate's  finance  chairman.  W.  P. 
Atkinson,  loser  in  the  runoff  primary, 

reported  total  expenditures  of  $28,- 
257.48  but  did  not  disclose  what 

percentage  went  into  radio-tv. 

Hutchinson,  Car  Wax  Maker, 

Denies  Duplicity  in  Tv  Ads 

A  Chicago  manufacturer  of  an  automo- 
bile wax  has  denied  charges  that  his  televi- 
sion demonstration  deceives  the  public. 

Hutchinson  Chemical  Corp.  and  its  presi- 
dent, Herman  S.  Hutchinson,  last  week  de- 
nied charges  brought  by  the  Federal  Trade 

Commission  in  May  that  the  firm  fictitiously 

prices  the  car  wax  and  that  the  tv  demon- 

stration deceives  the  public  on  the  wax's 
capacity  to  protect  the  automobile's  finish 
against  heat  and  cold. 

The  FTC  complaint  charged  as  false,  mis- 
leading and  deceptive  a  tv  commercial  which 

showed  a  flammable  liquid  being  poured  on 
an  automobile  which  had  been  finished  by 

Hutchinson's  "Waterproof  Wax."  The  liquid 
is  then  ignited  and  cold  water  is  thrown  on 
the  flame,  extinguishing  it.  The  finish  is 
shown  unmarred. 

The  company  said  all  elements  in  the 

demonstration  "are  fully  revealed  to  the 
viewer,  and  any  reasonable  man  or  woman, 
knowing  all  these  elements,  is  fully  capable 

of  judging  for  himself  or  herself"  whether 
the  "ultimate  fact"  of  the  product's  effective- 

ness is  proved. 

Case  Bill  Asks  Disclosure 

Of  Assets,  Agency  Contacts 

Sen.  Clifford  P.  Case  (R-N.  J.)  August  1 
introduced  S  4223  requiring  every  member 
of  Congress  and  employes  of  the  Legislative 
and  Executive  Branches  of  the  government 
earning  more  than  $12,500  annually  to  list 
publicly  their  financial  assets  and  income. 

The  bill  also  would  require  that  all  com- 
munications by  members  of  Congress  or 

others  with  regulatory  agencies  be  made 
a  part  of  the  public  record.  The  measure 
was  referred  to  the  Senate  Committee  on 
Rules  &  Administration. 

Rep.  Kenneth  Keating  (R-N.  Y.)  last 
week  announced  plans  to  introduce  a  federal 

"anti-bugging"  bill,  prompted,  he  said,  by 

the  "bald-faced,  bumbling"  attempt  of  the 

House  Legislative  Oversight  Subcommittee's 
then  chief  investigator  to  listen-in  on  a  con- 

versation in  a  Washington  Hotel  [Govern- 

ment, July  14].  "The  insidious  practice  of 
electronic  eavesdropping  goes  to  the  very 

marrow  of  our  individual  freedom,"  Rep. 
Keating  said. 

Harris  Gets  $60,000 

To  Continue  Probes 

Rep.  Oren  Harris  (D-Ark.)  last  week 
asked  for,  and  received,  from  the  House 

an  additional  $60,000  for  his  House  Legis- 
lative Oversight  Subcommittee  to  conduct 

investigations  and  hearings  during  the 
months  Congress  is  adjourned. 

In  an  accompanying  justification  of  the 
extra  money,  the  subcommittee  stated  it 

was  needed  "in  connection  with  a  heavy 
schedule  of  hearings  to  be  held  at  Wash- 

ington, D.  C,  and  other  points  during  ad- 

journment of  Congress.  .  .  ."  The  sub- 
committee, formed  to  investigate  the  FCC 

and  five  other  regulatory  agencies,  now  has 
received  $310,000  from  the  House.  Its 
life  expires,  unless  renewed  by  the  House, 
with  the  beginning  of  the  85th  Congress  in 
January  1959. 

As  of  July  1,  the  subcommittee  had  I 
$69,000  remaining  of  its  original  $250,000 
appropriation.  It  estimated  over  $128,000 
would  be  needed  to  carry  on  its  work 
between  July  and  December.  Earlier  it  had 
been  reported  the  subcommittee  had  been 
given  $100,000  by  the  parent  Commerce 
Committee  [Closed  Circuit,  July  14]. 

However,  this  actually  was  the  appropria- 

tion for  the  Commerce  Committee's  opera- 
tion, some  of  which  could  be  channeled 

into  the  subcommittee  if  needed. 

Of  the  extra  $60,000  the  sum  of  $6,000 

was  requested  for  "witness  fees  and  mileage 
of  witnesses"  for  planned,  but  as  yet  un- 

announced, hearings  during  September  and 
October.  The  months  of  November  and 

December  will  be  devoted  to  reviewing, 
summarizing  and  preparing  reports  on  the 
activities  and  hearings,  the  subcommittee 
said. 

The  extra  appropriation  was  voted  last 
Wednesday  (Aug.  6),  without  objection, 

following  Rep.  Harris'  Monday  request  for 
the  funds.  Only  comment  during  House  con- 

sideration was  made  by  Rep.  Joseph  Martin 

(R-Mass.),  minority  leader,  who  said  the 
subcommittee  should  hire  a  minority  coun- 

sel. Republican  members  said  privately  this 
was  a  good  idea  but  no  definite  steps  have 
been  taken. 

Also  last  week,  the  subcommittee  released 

its  report  citing  Bernard  Goldfine  for  con- 
tempt of  Congress  for  refusing  to  answer 

22  of  the  investigators'  questions.  Mr.  Gold- 
fine's  testimony  did  not  concern  broadcast- 

ing or  the  FCC.  However,  of  future  witnesses 
and  efforts  to  secure  information,  the  report 

said  the  subcommittee's  effectiveness  "will 
be  seriously  impaired  if  Mr.  Goldfine  is  not 

proceeded  against.  .  .  .  Already  our  sub- 
poenas are  being  disregarded.  Stalling  and 

refusals  to  heed  requests  of  the  staff  for 

information  are  increasingly  evident." 
The  subcommittee  already  has  aired  mis- 

"  A  » £\    is  in  Anger 

Because  all  he  hears 

Is  loud  blaring  music 

That  deafens  his  ears! 

Music  may  have  charms  to  soothe 

the  savage  breast  and  even  some 

that  are  not  so  savage,  but  in  a 

market  the  size  of  Greater  Los 

Angeles,  music  can't  hope  to 

appeal  to  everybody. 

It  takes  variety  in  programming 

to  capture  and  hold  the  attention 

of  all  the  individual  minds  that 

make  up  the  collective  market. 

For  36  years,  KHJ's  foreground 

sound  has  had  the  necessary  inter- 

esting, entertaining  and  variegated 

programming  to  deliver  listeners 

who  pay  close  attention  to  the  pro- 

grams of  their  choice  and  to  the 

commercials  as  well. 

Never  underestimate  the  variety 

of  tastes  that  make  up  America's 
Second  Market.  Here  is  a  medium 

programmed  to  satisfy  them  all. 

RADIO  ̂ JmBT 

LOS  ANGELES 
1313  North  Vine  Street  I  1$ 

Hollywood  28,  California 
Represented  nationally  by 
H-R  Representatives,  Inc.  
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conduct  charges  against  individual  com- 
missioners, FCC  grant  of  ch.  10  Miami 

to  National  Airlines  (leading  to  the  resigna- 
tion of  Comr.  Richard  A.  Mack),  the  St. 

Louis-Springfield.  III.,  tv  situation  and  sev- 
eral station  transfers.  Investigations  have 

been  completed  in  several  other  FCC  grants 
and  presumably  hearings  on  these  cases 

will  be  held  during  congressional  adjourn- 
ment. 

Stock  Sales,  Purchases  Reported 

For  Radio-Tv  Firm  Shareholders 

Stock  transactions  by  officers  and  direc- 
tors of  companies  in  the  radio-tv  and  allied 

fields,  as  reported  last  week  by  the  Securities 
&  Exchange  Commission  (common  stock 
unless  indicated  otherwise) : 

Admiral  Corp. — Wallace  C.  Johnson  in 
June  purchased  1,880  shares,  giving  him  a 
total  of  4,080. 

Allied  Artists  Pictures — Samuel  Broidy 
purchased  10,088  shares,  giving  him  owner- 

ship of  85,206;  George  D.  Burrows,  10,000 
for  44,786  total;  Sherrill  C.  Corwin,  10,000 
for  28,000  total;  Maurice  Goldstein,  2,000 

for  16,100  total;  Edward  Morey,  2,000  for 

14,350  total,  and  Sam  Wolf,  3,500  for  25,- 
500  total.  All  transactions  were  made  in 

June. 

C  &  C  Tv  Corp. — Erwin  H.  Ezzes  in  May 
sold  the  1,500  shares  he  held.  Matthew  Fox, 

also  in  May,  purchased  outright  900  shares 
and  received  20,000  shares  in  exchange  for 

stock  in  National  Phoeniz  Industries.  Mr. 

Fox  now  owns  636,400  shares  in  C  &  C  Tv 

of  which  572,700  are  pledged  as  collateral 

against  loans. 
Allen  B.  DuMont  Labs  Inc. — Armand  G. 

Erpf  disposed  of  7,000  shares,  leaving  him 
with  1,000;  Donovan  H.  Tyson  sold  800  of 

his  1,000  shares,  leaving  him  with  200.  Mr. 

Erpf  also  disposed  of  1,000  of  the  6%  con- 
vertible preferred  shares  he  formerly  held. 

These  transactions  were  made  in  June. 

General  Electric  Co. — William  Rogers 
Herod  sold  938  shares,  leaving  him  with 
9,076;  H.  A.  MacKinnon  purchased  900 
shares,  giving  him  7,327  total,  and  Harold 
F.  Smiddy  bought  1,875  shares,  raising  his 
total-owned  to  9,375,  all  in  June. 

Herold  Radio  &  Electronics  Corp. — 
Shepherd  Freedland,  in  May,  purchased  500 

shares,  giving  him  total-ownership  of  500. 
Loew's  Inc. — Charles  Braunstein  pur- 

chased 500  shares  in  both  May  and  June, 

giving  him  2,000  total;  Sol  C.  Siegel  in  June 
purchased  1,000  shares,  the  only  stock  he 

holds  in  Loew's. 
Magnavox  Co. — Frank  Freimann  in  June 

sold  2,000  shares  held  in  trust,  leaving  51,- 

101  total;  Richard  A.  O'Connor  also  in 
June,  reduced  his  holdings  to  51,917  shares 

by  selling  6,000. 
National  Telefilm  Assoc. — E.  Jonny  Graff 

in  April  exercised  an  option  to  purchase 
1,000  shares  and  in  turn  sold  600,  leaving 
him  with  total  of  1,900. 

Paramount  Pictures  Corp. — Randolph  C. 

Wood  in  June  sold  16,200  shares,  leaving 
him  with  total  of  15,100. 

Philco  Corp. — Arthur  W.  Radford  in  June 
purchased  100  shares,  giving  him  a  total  of 
152. 

Sylvania  Electric  Products — Matthew  D. 
Burns  in  June  sold  125  shares,  leaving  him 
with  1,230. 

Trav-ler  Radio  Corp. — D.  F.  J.  Shea  in 
May  purchased  600  shares,  giving  him  900 
total. 

Westinghouse  Electric — Bruce  D.  Hend- 
erson in  June  sold  300  shares,  leaving  him 

with  500. 

FCC  Goes  On  Without  Fund  Bill 

Under  Emergency  Law  of  June  30 
The  FCC  is  operating  normally  despite 

last  week's  Presidential  veto  of  the  $6  billion 
independent  offices  appropriation  bill.  Along 

with  other  agencies  affected,  the  Commis- 
sion is  operating  under  a  law  enacted  June 

30  which  permits  agencies  to  continue  op- 
erating at  the  rate  specified  in  the  Senate 

or  House  appropriation  bill,  whichever  is 
lower. 

The  appropriation  bill  carried  a  fund  of 
$8.9  million  for  the  FCC.  The  June  30  law 

provided  for  operation  until  July  30.  This 
was  renewed  to  Aug.  31. 

President  Eisenhower's  veto  was  based  on 
the  claim  the  appropriation  bill  would  add 
over  $500  million  to  the  prospective  federal 
deficit  for  1959,  contending  money  for  the 
civil  service  retirement  fund  was  not  needed 
at  this  time. 

Commenting  on  the  Presidential  veto, 

Chairman  Warren  G.  Magnuson  (D-Wash). 
of  the  Independent  Offices  Appropriations 

Subcommittee,  said  the  action  was  regret- 

table and  added  that  it  "jeopardizes  all  in- 
dependent agencies  which  in  reality  are 

arms  of  Congress." 
Judd  Constituents  Anti-Pay  Tv 
An  overwhelming  majority,  82.1%,  of 

Rep.  Walter  H.  Judd's  (R-Minn.)  constit- 
uents are  against  pay  tv,  according  to  a 

survey  released  last  week  by  the  congress- 
man. Rep.  Judd,  in  a  23-part  questionnaire 

asked:  "Do  you  favor  a  system  of  pay 

television?" 

Of  more  than  11,000  respondents,  82.1% 

were'  against  toll  tv,  7.5%  for  and  10.4% 
had  no  opinion.  Broken  down  by  party  af- 

filiations, 85.7%  of  the  Democrats  were 

against,  Republicans  83.2%,  Independents 
83.6%,  and  those  not  falling  under  any 
of  the  three  categories,  67.7%  against. 

Magnuson  Submits  Carrier  Bill 

Sen.  Warren  Magnuson  (D-Wash.)  Tues- 
day introduced  a  bill  (S  4231)  which  would 

amend .  the  Communications  Act  to  permit 

the  merger  of  American  companies  provid- 
ing international  cable  and  radio  service. 

Mergers  are  authorized  in  the  domestic  tele- 

graph field  but  now  are  prohibited  in  inter- 
national telegraphic  communications.  Sen. 

Magnuson  said  the  bill  is  being  introduced 
late  in  the  current  session  of  Congress  to 

give  the  Justice  Dept.  time  to  make  recom- 
mendations by  next  session.  If  the  measure 

becomes  law,  FCC  approval  would  be  re- 
quired before  two  companies  could  merge. 

it's 

WAVE-TV 

for 

•  BALANCED  PROGRAMMING 

•  AUDIENCE  RATINGS 

•  COVERAGE 

•  COSTS  PER  THOUSAND 

•  TRUSTWORTHY  OPERATION 

NBC  AFFILIATE 

NBC  SPOT  SALES,  EXCLUSIVE  NATIONAL  REPRESENTATIVES 

WFIE-TV,  Channel  14,  the  NBC  affiliate  in  Evansville,  is  now  owned  and  operated  by  WAVE,  Inc. 
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WHAT  IS  A  TIMEBUYER? 

A  timebuyer  is  a  dub-wielding 
sportsman  who  keeps 

ahead  of  the  game 

by  chipping  away  at  his 
market  list 

with  verve  and  gusto.- 

WHAT  DOES  HE  DO? He  buys 

WGBI 
radio 

scranton— wilkes  barre 

because  the 

station  has  consistently  increased 
its  dominance  over  its 

combined  market  since  1925. 

In  the  latest  Scranton- 
Wilkes  Barre  Pulse, 

WGBI  has  45  per  cent  more 

listeners  than  "Station  B," 
and  325  weekly  quarter-hour 

wins  -  305  more  than 

its  closest  competitor. 

CBS  Affiliate  ' 

Represented  by  H-R 
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ROBERT  LEAHY  TO 

Robert  D.  J.  Leahy,  a  member  of  the 
FCC  staff  for  24  years,  is  retiring  the 
end  of  this  month.  With  him  will  go  the 
inside  stories  of  a  hundred-odd  broad- 

cast cases  he  worked  on  as  the  FCC's 
chief  investigator  and  financial  advisor 
to  the  Broadcast  Bureau.  His  retirement 

is  effective  Aug.  31;  at  the  moment  he 
is  on  terminal  leave. 

Mr.  Leahy  will  make  his  home  in 
Clearwater,  Fla., 

where  he  will  en- 

gage in  a  consult- 
ing service  on  a  re- 

gional basis.  He 
will  conduct  sta- 

tion negotiations, 

appraisals,  market 

analyses  and  re- 
search serving  the 

four  states  of 

Florida,  Alabama, 

Georgia  and  Mis- 
sissippi. 

The  55-year-old  Mr.  Leahy  was  born  in 
Lebanon,  Pa.,  and  attended  the  Wharton 

School  of  Finance,  U.  of  Pennsylvania; 

National  U.  and  Benjamin  Franklin  U. 

in  Washington,  D.  C.  In  1927  after 

serving  in  the  U.  S.  Navy,  he  joined  the 
Post  Office  Dept.  in  Harrisburg,  Pa.  In 

1930  he  changed  to  the  State  Dept.  in 

Washington  and  in  1934  was  secretary 

MR.  LEAHY 

RETIRE  FROM  FCC 

to  the  U.  S.  Delegation  on  the  North 
American  Radio  Conference  in  Mexico City. 

In  1935,  Mr.  Leahy  became  associated 
with  the  FCC.  During  his  years  with 

the  Commission,  Mr.  Leahy  helped  de- 
sign the  annual  financial  report  required 

to  be  filed  by  broadcasters,  was  on  the 
AT&T  study  in  1937,  was  a  member 
of  the  five-man  team  which  made  the 

first  network  study  in  1938  and  partici- 
pate in  drafting  the  Chain  Broadcasting 

Rules.  In  1940.  he  was  loaned  to  the 
Office  of  War  Information  where  he 

conducted  negotiations  with  shortwave 
broadcasters  for  the  use  of  their  facili- 

ties in  America's  psychological  warfare efforts. 

In  post-war  years,  Mr.  Leahy  has  been 
prominently  identified  with  a  number 
of  FCC  landmark  cases:  Lamb  case, 

NBC-Westinghouse  stations  exchange, 

strike  applications  in  tv,  and  the  cur- 
rent network  study. 

During  World  War  II,  Mr.  Leahy 
served  as  a  lieutenant  commander  in 

the  Office  of  the  Chief  of  Naval  Opera- 
tions in  Washington. 

Mr.  Leahy,  his  wife,  the  former 
Margaret  Kennedy  of  McLean,  Texas, 
and  their  three  children,  will  live  at 

Taylor  Ave.,  Fairway  Estates,  Dunedin 
Isles,  Fla.,  outside  Clearwater. 

Uhf-Only  Television 

Proposed  by  Putnam 

William  L.  Putnam,  president  of  Spring- 
field Television  Co.  (WWLP  [TV]  Spring- 

field, WRLP  [TV]  Greenfield,  both  Massa- 
chusetts) announced  last  week  a  six-point 

plan  to  move  all  tv  to  the  uhf  band. 

In  essence,  Mr.  Putnam's  plan  calls  for 
the  Commission  to  (1)  cease  making  vhf 

grants;  (2)  assign  a  uhf  channel  to  all  oper- 
ating vhf  stations;  (3)  renew  vhf  licenses  for 

regular  three-year  period  if  renewals  come 

up  within  one  year — after  one  year,  licenses 
will  be  renewed  for  only  one  year  if  the 
vhf  outlet  is  also  operating  on  assigned  uhf 

channel;  (4)  permit  use  of  translators  so 
uhf  stations  may  fill  in  shadow  areas. 

The  number  of  translators  to  be  permitted 
each  uhf  station,  Mr.  Putnam  explained, 

would  be  predicated  on  a  zoning  plan  for 

each  city.  For  each  station  in  the  city's Zone  1  where  a  difference  of  500  ft.  in 

terrain  occurs  within  a  20-mile  area,  the 
station  would  be  authorized  one  translator; 
in  Zone  II  where  a  difference  of  1,500  ft. 

in  terrain  occurs  within  30  miles,  two  trans- 
lators would  be  approved,  and  in  Zone  III 

where  a  difference  of  2,500  ft.  in  terrain 
occurs  within  40  miles,  three  translators 
would  be  authorized. 

Mr.  Putnam  commented:  "The  FCC  has 
done  nothing  but  nibble  at  the  fringes  of 

the  problem.  It's  about  time  they  took  a 
good,  healthy  bite.  They  are  well  aware  of 
the  fact  that  vhf  can  never  provide  a 
truly  national  competitive  system,  yet  they 

are  afraid  to  take  the  steps  necessary  to 
correct  the  unbelievable  situation  they  have 

created." 
Mr.  Putnam  asked:  "Is  the  FCC,  a  gov- 

ernment agency,  interested  in  protecting  the 
interests  of  private  corporations  or  is  it 
interested  in  seeing  that  the  people  of  the 
United  States,  not  80%  of  them,  but  all 

of  them,  are  provided  with  adequate  tele- 

vision service?" 
Both  of  Mr.  Putnam's  tv  stations  are 

uhf.  He  also  is  operating  two  translator 
stations  in  New  Hampshire,  and  is  merging 
with  now-dark  uhf  WWOR-TV  Worcester. 
Mass.,  with  plans  to  resume  operation  there 
as  a  satellite  of  his  Springfield  outlet. 

Bakersfield  Tv  Applicants  Merge 

Former  Northwest  broadcaster  Lincoln 
Dellar  has  asked  FCC  for  withdrawal  of 

his  application  for  ch.  17  in  Bakersfield, 
Calif.,  and  competing  applicant  Kern  County 
Broadcasting  Co.  asked  modification  of  its 
application  to  show  a  merger  agreement 
whereby  Mr.  Dellar  becomes  35%  owner  of 
Kern  County.  The  move,  however,  does  not 
obviate  a  competitive  hearing  for  ch.  17 
since  there  is  third  applicant,  motel  owners 

George  King  Jr.  and  Lloyd  Hobbs  (King- 
Hobbs  Broadcasters). 

Corwin  Wins  Decision  on  Default 

Sherrill  C.  Corwin  won  an  initial  decision 

from  FCC  Hearing  Examiner  Basil  P. 
Cooper  last  week  for  a  construction  permit 

for  ch.  34  Los  Angeles  following  the  fail- 
ure of  a  competing  applicant  to  show  up 

in  person  for  the  hearing  [Government, 
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July  21].  This  competing  application  of 

partners  Frederick  J.  Bassett  and  William 
E.  Sullivan,  doing  business  under  the  firm 
name  of  K-UHF  (TV),  was  denied  in  the 
same  decision. 

Mr.  Corwin  owns  KBAY-TV  San  Fran- 
cisco and  KPAX  (FM)  San  Bernardino, 

both  California;  15%  of  KAKE-TV  Wich- 
ita, Kan.;  10%  of  KPRO  Riverside,  KROP 

Blythe,  KYGR  Brawley  and  KREO  Indio, 
all  California. 

Regulate  All— If  Any 

Say  CATV  Operators 

If  the  FCC  assumes  regulation  over  com- 
munity antenna  tv  systems  on  the  grounds 

of  "economic  injury"  to  stations,  it  should 
apply  the  same  type  of  regulation  over  all 
broadcasting,  including  tv  translators  and 
satellites,  the  National  Community  Tv  Assn. 
said  last  week. 

NCTA  and  a  group  of  19  western  micro- 
wave operators  furnishing  tv  signals  to 

CATV  systems  filed  "reply  comments"  last week  to  comments  made  by  tv  broadcasters 

last  month  in  the  FCC's  inquiry  into  the 
impact  of  community  antenna  and  other 

"irregular"  tv  systems  on  regular  tv  broad- 
cast stations  [Government,  July  14].  The 

two  statements  noted  that  the  FCC  made 

no  provision  for  reply  comments  in  the 

inquiry,  but  asked  the  Commission  to 

"accept  and  consider"  their  additional  pres- 
entations. 

The  joint  statement  by  a  group  of  19 
western  microwave  operators  was  a  legal 
brief  rebutting  tv  broadcaster  arguments 

that:  (1)  the  FCC  should  consider  the  eco- 
nomic impact  on  tv  broadcast  stations  in 

deciding  whether  to  grant  common  carrier 
facilities  which  furnish  tv  programs  to 

CATV  systems;  (2)  that  such  microwave 
systems  do  not  furnish  their  services  to  all 
comers.  The  microwave  group  noted  a 
microwave  operator  had  offered  his  services 
to  one  station,  but  that  this  station  asked 

for  its  own  private  microwave  system  in- 
stead. 

NCTA  said  protection  of  tv  stations  from 

competition  will  bring  utility-type  regula- 
tion; that  if  the  FCC  decides  to  regulate 

CATV  systems  it  should  guarantee  to  them 
the  rights  inherent  in  regulation.  NCTA  said 
it  would  help  the  FCC  work  out  areas  for 

regulation. 
NCTA  argued  that  broadcasters  offered 

no  concrete  evidence  of  CATV  impact  on 

tv  stations  in  "marginal"  markets;  that 
many  stations  are  in  markets  too  small  for 

profitable  operation  and  that  their  losses 
shouldn't  be  blamed  on  CATV. 

The  community  tv  group  charged  that 
broadcasters  who  oppose  CATV  do  so  just 
to  eliminate  competition  so  they  can  enjoy 

a  monopoly;  that  any  action  taken  against 
CATV  also  should  be  taken  against  other 
competitors  for  audience  (movies  and  other 
entertainment). 

NCTA  said  CATV  has  not  seriously 
hindered  the  carrying  out  of  the  No.  1 

priority  in  the  FCC's  Sixth  Order  &  Re- 
port on  tv  allocations  (one  tv  service  to  as 

many  people  as  possible)  and  charged  that 
complaining  tv  broadcasters  are  afraid  that 
their  own  service  is  not  as  good  as  the  pro-. 
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WHAS-TV 

LOUISVILLE 

IF  IT  IS  BIG 

and  IMPORTANT, 

its  on  WHAS-TV 

WHAS-TV  NEWS  with 

Exclusive  Daily  Newsreel . . . 

Winner  of  the  University  of 

Kentucky-A.P.  "Distinguished 

Leadership  Award"  and  Sigma 
Delta  Chi  Award. 

12:25-12:30  p.m.  daily 

6:15-  6:30  p.m.  daily 

10:30-10:40  p.m.  daily 

WHAS-TV's  nine-man  news  staff  and  26 

newsreel-reporter  correspondents  provide 

unmatched  coverage  of  the  BIG  news  .  .  . 

the  southeastern  Kentucky  floods,  the 

Prestonsburg  school  bus  tragedy,  the  big- 

gest private  home  robbery  in  U.S.  history, 

and  the  $250,000  Federal  Building  fire. 

The  journalistic  magazine  THE 

QUILL  devoted  its  May  editorial,  cover 

erage  of  the  Kentucky  legislature. 

When  anything  IMPORTANT  hap- 

pens in  Louisville  television,  it  happens 

on  WHAS-TV.  Viewers  know  it  .  .  .  and 

so  do  clients  such  as  Shell  Oil  .  .  .  and 

the  Greater  Louisville  First  Federal  Sav- 

ings and  Loan  Association  which  has 

sponsored  the  news  EVERY  night  since 

WHAS-TV  went  on  the  air  in  March, 

1950. 
and  three  full  pages  to  WHAS-TV's  cov- 

Your  Advertising  Deserves  WHAS-TV  Attention  .  .  . 

with  the  ADDED  IMPACT  OF  PROGRAMMING  OF  CHARACTER ! 

WHAS-TV 

TitJLU 
Foremost  In  Service 

Best  In  Entertainment 

WHAS-TV     CHANNEL  1  1,  LOUISVILLE 

316,000  WATTS  —  CBS-TV  NETWORK 
Victor  A.  Sholis,  Director 

Represented  Nationally  by 
HARRINGTON,  RIGHTER  &  PARSONS,  INC. 
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grams  from  stations  whose  signals  are  picked 

up  for  CATV  systems. 

CATV  reception  of  a  station's  signals  is 
not  an  infringement.  NCTA  said,  and,  any- 

way, this  is  a  matter  for  the  courts  to 
decide.  Pointing  to  sparse  areas  of  the  West, 

NCTA  said  the  Sixth  Report  &  Order  in 

many  cases  would  be  a  "mockery"  with- 
out CATV.  It  charged  that  stations  sug- 

gesting priorities  for  the  various  types  of 
services  had  put  CATV  at  the  bottom  of 

the  "Totem  Pole."  below  illegal  boosters. 
NCTA  said  broadcaster  charges  that 

CATV  competes  unfairly  with  regular  tv 

stations  because  it  is  unregulated  presup- 

poses that  the  FCC  has  staked  out  a  re- 
served market  for  a  complaining  station. 

WPEN-FM  Opposes  Storer  Plea 

For  Change  in  Its  Frequency 

WPEN-FM  Philadelphia  last  week  op- 
posed the  request  of  Storer  Broadcasting 

Co.  to  change  its  frequency  to  avoid 

harmonic  interference  to  reception  in  Phil- 

adelphia from  Storer's  ch.  12  WVUE  (TV) 
Wilmington,  Del. 

Storer  petitioned  the  FCC  early  in  July, 

asking  that  WPEN-FM  (on  102.9  mc)  be 
required  to  change  its  assignment  with  the 
now-silent  Storer-owned  WIBG-FM  (on 
94.1  mc).  Storer  claimed  that  second 

harmonic  radiation  by  WPEN-FM  inter- 

fered with  WVUE's  visual  signal  in  the 
Rittenhouse  Square  section  of  downtown 

Philadelphia,  where  Philadelphia's  advertis- 
ing agencies  are  located.  Storer  said  it  had 

negotiated  unsuccessfully  with  WPEN-FM 
to  make  the  swap. 

WPEN-FM  charged  the  proposed  change 

was  another  move  in  Storer's  attempts  to 
make  WVUE  a  Philadelphia  outlet.  It  said 
the  type  of  interference  complained  of  is 
essentially  a  receiver  design  problem  and 
the  Commission  in  similar  situations  has 

refused  to  "manipulate"  the  frequency  as- 
signments of  fm  and  tv  stations.  WPEN- 

FM  said  it  would  cost  more  than  $70,000 
for  it  to  make  the  shift:  $53,000  to  shift 

frequencies,  $15,000  to  promote  its  new 
wavelength,  $3,000  to  conduct  surveys  of 

listenership.  In  addition,  WPEN-FM  noted 
it  must  shift  to  multiplex  for  its  background 
music  and  storecasting  operation  by  Oct.  1, 
said  to  cost  more  than  $50,000. 

FCC  Refuses  WJRT  Stay 

FCC  has  denied  the  request  of  W.  S. 
Butterfield  Theatres  Inc.  and  Trebit  Corp. 
(WFDF  Flint,  Mich.)  for  stay  of  the  July  9 
action  affirming  grant  of  ch.  12  to  WJRT 
(TV)  Flint,  but  reserved  consideration  of 

the  petition  for  reconsideration  of  grant. 
Comr.  Lee  dissented;  Comrs.  Ford  and 

Cross  did  not  participate. 

Excise  Tax  Rule  Clarified 

Internal  Revenue  Service  announced  last 
week  the  manufacturers  excise  tax  on  ra- 

dio-tv  sets  "does  not  apply  to  sales  by  the 
manufacturer  of  cabinets  designed  to  house 

speakers  alone."  IRS  explained  the  term 
"cabinets"  as  used  in  excise  tax  regulations 
does  not  include  cabinets  for  radio  or  tele- 

vision components  "as  such." 
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Farmers  Ask  Court 

To  Review  WDAY  Case 

Review  of  a  case  testing  the  liability  of 
broadcasters  for  libelous  statements  made 

by  a  political  candidate  has  been  asked 

of  the  U.  S.  Supreme  Court  by  Farmers  Ed- 
ucational &  Cooperative  Union  of  America 

(North  Dakota  Div.). 
The  union  last  week  asked  the  court  to 

grant  a  writ  of  certiorari  providing  for  re- 
view of  a  decision  by  the  North  Dakota 

Supreme  Court  in  which  WDAY  Fargo, 
N.  D..  was  held  not  liable  for  statements 

made  by  a  candidate  [Government, 

April  7|.  
' 

Three  questions  are  raised  by  the  union 

in  its  appeal:  Does  Sec.  315  of  the  Com- 
munications Act  relieve  radio-tv  stations 

from  liability  for  broadcasting  libelous 

statements  by  candidates  when  the  state- 
ments defame  a  third  party  not  a  compet- 

ing candidate?  Did  Congress  intend  to  abro- 
gate state  laws  covering  liability?  And  does 

Sec.  315  deprive  the  farmers  union  of  its 
liberty  and  property,  including  reputation, 
without  due  process  of  law?  The  union 

points  out  that  two  state  supreme  court  de- 
cisions— North  Dakota  and  Nebraska — are 

in  conflict. 

WGBB  Long  Island  to  Test 

Single-Sideband  Operation 
Authority  for  experimental  operation  with 

single  sideband  equipment  to  next  Feb.  1 
was  given  by  the  FCC  last  week  to  WGBB 

Freeport,  Long  Island,  N.  Y.,  which  be- 
lieves elimination  of  one  of  the  two  side- 
bands from  an  am  carrier  will  result  in 

reduced  interference  and  therefore  in  in- 
creased coverage. 

WGBB  (1240  kc  250  w  unlimited)  is  the 
first  station  of  less  than  50  kw  to  experiment 

with  single-sideband  and  the  first  to  follow 
through  on  the  interference-coverage  factor 
of  the  new  technique.  The  FCC,  in  making 
the  grant,  asked  for  an  interim  progress 

report  by  Nov.  1  and  a  detailed  report 
when  the  experimental  period  ends.  Initial 
tests  will  be  held  from  1-6  a.m.  to  insure 

proper  functioning,  with  subsequent  tests 

when  desired  as  long  as  WGBB's  signal 
is  satisfactory  and  does  not  interfere  with 
other  stations. 

WGBB  will  use  equipment  of  Kahn  Re- 
search Labs,  which  will  share  costs.  Al- 

though the  station  applied  July  29  for  ex- 
perimental operation,  the  plan  was  worked 

out  in  advance  with  the  FCC.  WGBB 

believes  single-sideband  could  reduce  in- 
terference all  over  North  America  and  thus 

make  possible  additional  channels.  Other 
stations  which  have  experimented  with 

single-sideband,  also  using  Kahn  gear,  in- 
clude KDKA  Pittsburgh,  WSM  Nashville, 

and  WABC  and  WMGM  New  York,  all 

50  kw. 

FCC  to  Quiz  Radiotelephone  Men 

The  FCC  last  week  scheduled  hearings 

on  applications  for  renewal  of  licenses  of 

four  radiotelephone  operators.  The  Com- 
mission said  the  four  had  refused  to  an- 

swer under  oath  certain  questions  in  the 
renewal  applications.  It  was  understood 

that  these  questions  pertained  to  member- 

ship in  communist  or  other  subversive  or- 
ganizations. The  radiotelephone  operators 

involved:  Morton  Borrow  of  Ardmore,  Pa.; 
William  C.  Cronan,  San  Francisco;  Alfred 

Newell  Johnson,  Berkeley.  Calif.,  and 
Howard  V.  Trautman  of  Long  Island  City, 

N.  Y. 

Two  Jacksonville  Applicants 

Engaged  in  'Ex  Parte'  Row The  seriousness  of  ex  parte  representa- 
tions— where  one  applicant  sees  the  presid- 

ing officer  without  the  other  applicant  being 

present — has  reached  a  new  high  at  the 
FCC  in  a  case  involving  two  applicants  for 

550  kc  in  Jacksonville,  Fla.  One  of  the  ap- 
plicants has  asked  the  FCC  to  disqualify  the 

hearing  examiner  because  the  other  appli- 
cant spoke  to  the  examiner  before  the 

hearings  began. 

Involved  are  Joseph  M.  Ripley  Inc.  and 
Don  Richardson.  Both  are  seeking  1  kw 

daytimers  on  550  kc  in  Jacksonville. 

Mr.  Richardson  sought  out  FCC  Hear- 

ing Examiner  Jay  A.  Kyle  after  the  hear- 
ings were  designated  to  ask  some  questions. 

Mr.  Kyle  warned  him  that  he  should  not 

be  talking  to  him,  suggested  that  Mr.  Rich- 
ardson get  his  own  lawyer  and  engineer. 

The  fact  of  the  meeting  was  mentioned 
by  Mr.  Richardson  during  the  hearings, 
and  last  week  attorney  Will  O.  Murrell  Jr., 

representing  the  Ripley  application,  asked 
the  FCC  to  disqualify  Mr.  Kyle  because 
of  the  incident  and  also  because  the  ex- 

aminer indicated  "pre-judgment"  of  one  of 
the  issues  and  "an  already-formed-conclu- 
sion"  of  the  character  of  Mr.  Richardson 

which  has  resulted  in  "preferential"  treat- ment for  him. 

The  hearings  were  closed  May  12  (they 

began  last  January),  but  Mr.  Murrell  said 
he  had  been  hospitalized  and  therefore  un- 

able earlier  to  file  the  motion  to  disqualify 
Mr.  Kyle. 

FCC  Refuses  to  Reverse  Stand 

On  Radio  Grants  to  Government 

The  FCC  has  denied  requests  for  recon- 
sideration of  its  April  decision  turning  over 

portions  of  the  radio  spectrum  to  the  gov- 
ernment for  military  use. 

The  pleas  were  filed  by  Aeronautical 
Radio  Inc.,  Air  Transport  Assn.,  a  number 

of  other  aviation  organizations  and  com- 
panies, telephone  companies,  RCA  and 

other  electronics  firms,  American  Petrole- 
um Institute  and  the  National  Committee 

"  for  Utilities  Radio. 

The  Commission  held  the  change  in  fre- 

quency status  was  required  for  the  national 
defense  and  therefore  it  was  not  required  to 
issue  notices  and  hold  hearings  as  it  normal- 

ly would  for  changes  of  this  sort. 
In  its  final  order  last  April  [At  Deadline, 

April  21],  the  Commission  deleted  the 
availability  of  890-942  mc  for  other  than 
industrial  -  scientific  -  medical  assignments. 
This  band  included  standard  radio  studio- 
transmitter  link  band  925-940  mc;  tv  STL 
link  (for  audio)  in  890-9 1 1  mc  and  fm  STL 
band  940-942  mc.  Fm  retains  942-952  mc 
for  this  purpose.  Broadcasters  operating  in 
the  deleted  bands  are  permitted  to  remain, 

subject  to  interference  from  government 
usage. 
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NETWORKS 

WQXR  SETS  UP  NEW  FM  NETWORK 

•  1 1  upstate  New  York  fm  affiliates  join 

•  Full  commercial  operation  starts  Aug.  1 8 

After  several  cautious  attempts,  fm  will 

"go  commercial"  on  the  largest  fm  network 
yet  assembled  for  this  purpose  next  Mon- 

day (August  18)  and  with  the  blessing  of 
several  large  national  advertisers. 

Key  and  guiding  station  of  this  newest 
fm  network  is  WQXR  New  York,  which 

in   the   mid-1930's   pioneered   fm  "good 
music"  radio  and 
which  now  claims  it 

has  the  country's most  successful  fm 

operation. 
WQXR-AM-FM 

— owned  and  oper- 
ated by  The  New 

York  Times  —  will 

act  as  the  network's 
principal  station 
[Closed  Circuit, 

July  28].  It  will  feed 
its  regular  17Vi  hour  daily  programming  to 
11  upstate  New  York  affiliates:  WFLY  (FM) 

Troy,  WKOP-FM  Binghamton,  WRRL 
(FM)  Wethersfield  (Buffalo),  WRRA  (FM) 

Ithaca,  WJTN-FM  Jamestown,  WRRC  (FM) 

Cherry  Valley,  WHDL-FM  Olean,  WHLD- 

MR.  SONDHEIM 

FM  Niagara  Falls,  WRRE  (FM)  Bristol 

Center  (Rochester) ,  WRRD  (FM)  De  Ruy- 

ter  (Syracuse)  and  WRUN-FM  Utica- 
Rome.  Five  of  the  fm-only  stations  (all  but 
WFLY)  are  operated  by  Northeast  Radio 

Corp.,  Ithaca. 

The  five  stations  in  Binghamton,  James- 

town, Niagara  Falls,  Olean  and  Utica-Rome 
will  divorce  am  and  fm  programming  on  a 

full-time  basis.  WQXR  will  continue  simul- 
taneous transmission  of  programs.  While 

WQXR  is  the  key  station.  WFLY  Troy 
is  the  pivotal  station:  serving  as  the 

main  relay  point,  WFLY  also  will  act  as  a 

cut-off  terminal  where  WQXR's  local  com- 
mercials will  be  cut  out  of  the  network 

feed.  Additionally,  WFLY  will  serve  as  the 
origination  site  for  regional  newscasts  which 

will  supplement  national  and  international 
coverage  offered  by  the  hourly  New  York 
Times  bulletins  aired  from  New  York. 

With  the  rate  card  and  affiliation  agree- 
ments still  in  the  process  of  being  drawn 

up,  WQXR  was  not  ready  last  week  to 
list  the  national  advertisers  signed  for  the 
new  service.  The  station  indicated  that  a 

n 

'J  AX  IE"  says- 
IM>\  I  SEND  SHERLOCK 

TO  FIJVD  TOP  TALENT 

IN  JACKSONVILLE" 

WFGA-TV  can  supply  the  line- 

up to  capture  sales  in  this  rich  $1 1  2 
billion  market. 

o  Ever  popular  Thomas  Mitchell  stars  as  O.  Henry 

on  the  "O.  Henry  Playhouse"  weekdays  from 
1:00  to  1:30  PM  and  the  top  rated  comedy 

series  "Susie"  starring  Ann  Sothern  follows 
from  1:30  to  2:00  PM.  Both  shows  offer  the 

lowest  cost  per  thousand  weekday  availabilities 

in  the  64  county  North  Florida-South  Georgia  market. 

So  don't  handcuff  your  sales  for  lack  of  rewarding  one  minute  availabili- 
ties. Just  call  Ralph  Nimmons  in  Jacksonville  at  ELgin  6-3381  or  send 

out  an  A.P.B.  (Availabilities  Purchasing  Blank)  to  your  nearest  P.G.W. 
representative. 

Represented  by  Peters,  Griffin,  Woodward,  Inc.  NBC-ABC 

WFGA-TV
    Chann

el  12 
WW!  I  W  Jacksonville,  Florida 

FLORIDA'S   COLORFUL  STATION 

number — said  to  exceed  10 — would  be  an- 

nounced "'shortly.'' The  WQXR  Network  will  commence  op- 
eration next  Monday  starting  at  7:30  a.m. 

and  concluding  at  1  a.m.  Monday-Sunday 
affiliates  for  the  most  part  will  carry  the 

complete  WQXR  program  schedule,  but 

— subject  to  certain  predetermined  "net- 
work regulations" — will  also  feature  local 

programming. 

The  550-mile-long  network  will  cover 
43  New  York  counties,  four  Pennsylvania 

counties  (reached  by  WJTN-FM  James- 
town) and  certain  border  regions  of  Canada 

containing  an  estimated  audience  of  5.8 
million  or  1.8  million  families  outside  of 

metropolitan  New  York  City,  officials  said. 

Although  operating  as  a  "network," WQXR  and  affiliates  will  not  go  to  the 

extent  of  implementing  "network  option 

time,"  though  it  will  maintain  certain  "sta- 
tion times'" — three  30-minute  segments 

daily,  plus  time  for  local  and  regional 
newscasts  to  bolster  the  Times  coverage. 

James  Sondheim,  former  national  sales 

manager  of  WAAT-WATV  (TV)  Newark 
(now  WNTA-AM-FM-TV),  who  takes  over 

as  the  network's  sales  manager,  said  there 

will  be  no  "contingency  buying."  National 
advertisers  on  WQXR  can  enlarge  their 

coverage  by  paying  the  network  rate  card 
(slightly  higher  than  that  now  in  effect  at 
WQXR),  but  they  will  not  be  required  to 
do  so.  They  may  buy  the  network  separately 

by  "getting  on"  at  WFLY  Troy.  In  short, 
there  are  no  "must  buys."  Affiliate  pay- 

ments are  still  in  discussion. 

The  rate  card  may  be  subject  to  revision 
later  in  the  year.  Its  present  form  is  being 
based  on  the  latest  available  Pulse  fm  set 

count  made  for  the  upstate  New  York 

region.  Figures  are  for  1953.  They  show 
fm  to  have  a  household  penetration  of 
30.7%,  but  Mr.  Sondheim  said  that  in  light 

of  the  rapidly-growing  fm  set  market,  this 

figure  is  "quite  conservative."  The  new 
set-count  to  be  made  later  this  year 
probably  will  be  jointly  financed  by  WQXR 
and  its  affiliates. 

The  plan  marks  a  return  by  WQXR 

to  statewide  fm  broadcasting.  The  station's 
executive  vice  president,  Elliott  M.  Sanger, 

recalled  that  in  1950-53  WQXR  fed  selected 
fm  programs  and  newscasts  to  what  was 
then  called  the  Rural  Radio  Network  — 
comprising  22  stations,  15  of  which  were  am 
only — on  a  noncommercial  basis.  Mr.  Sanger 

called  this  program  "merely  experimental." 
He  added  that  WQXR  now  means  busi- 

ness, hinting  that  plans  are  underway  to 

expand  the  fm  network  beyond  the  bound- 
aries of  New  York  state. 

Seven  of  the  1 1  stations  over  the  past 
six  months  have  installed  new  fm  trans- 

mission •  equipment,  some  with  sideband 
and  multiplexing  facilities. 
WQXR  sales  officials  point  out  that  the 

WQXR  Network  concentrates  primarily  on 
urban  areas.  The  network  is  also  expected 

to  make  much  of  the  expanding  St.  Law- 
rence Seaway  market. 

Key  executives  involved  in  the  eight- 
month-long  discussions  included  Mr. 
Sanger;  H.  Stilwell  Brown,  vice  president 
of  Northeast  Radio  Corp.  (representing  all 
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protection 

—  but  farmer  Richards  does  buy  a  lot 

of  motor  oil  for  his  tractors;  a  lot  of  flour 

for  the  wife's  kitchen;  and  a  good  new  car 

or  truck  ever  so  often. 

That's  why  it  pays  to  pinpoint  your 

radio  advertising!  There  are  many  buying 

groups  with  just  as  many  different 

radio  listening  habits. 

And  in  the  rich  Dallas  and  North  Texas 

market  WFAA  RADIO  is  just 

the  vehicle  for  pinpoint  advertising! 
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Radio  service  of  The  Dallas  Morning  News 

Edward  Petry  &  Co.,  National  Representatives. 



Look  who's  advertising  on  TV  now! 

Local  businessmen  —  most  of  whom  never  could  afford  spot  commercials  until  the  advent  of  Ampex 

Videotape*  Recording.  For  Videotape  cuts  production  costs  to  ribbons  — brings  "live  local"  spots  within 
the  reach  of  almost  everyone. 

Scheduling  to  reach  selected  audiences  is  much  easier  too.  Commercials  can  be  pre-recorded  at  the 
convenience  of  both  station  and  advertiser,  then  run  in  any  availability,  anytime. 

Opening  new  retail  markets  and  expanding  income  potentials  for  stations  are  just  two  of  many  benefits  of 

Videotape  Recording.  Write  today  for  the  complete  story.  Learn  too  how  easy  it  is  to  acquire  a  VR-1000 
through  Ampex  purchase  or  leasing  plans. 

CONVERTS  TO  COLOR  ANYTIME  •  LIVE  QUALITY  •  IMMEDIATE  PLAYBACK  •  PRACTICAL  EDITING  •  TAPES  INTERCHANGEABLE  •  TAPES  ERASABLE,  REUSABLE  •  LOWEST  OVERALL  COST 

850    CHARTER    STREET,    REDWOOD    CITY,  CALIFORNIA 

Offices  in  Principal  Cities 

professional 
products  division 

*TM   AMPEX  CORP. 
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NETWORKS  continued 

TRY,  TRY  AGAIN 

The  WQXR  Network  would  be  the 
first  full-time  intra-state  commercial 
fm  operation  of  its  kind.  Its  only 

rival  is  the  recently-organized  Con- 
cert Network  on  WBCN  (FM)  Bos- 
ton. WHCN  (FM)  Hartford,  WNCN 

(FM)  New  York  and  WXCN  (FM) 
Providence  owned  and  operated  by 
General  Broadcasting  Corp.,  Boston. 

The  latter  is  not  a  full-time  operation 
in  that  save  for  24-hour  WNCN  New 

York,  the  other  three  stations  main- 
tain an  11  a.m.-l  a.m.  schedule.  The 

first  move  in  fm  networking  came 
in  1947  with  an  east  coast  fm  net- 

work— Continental  Network — which 
went  out  of  existence  several  years 
later.  The  upstate  New  York  Rural 
Radio  Network  is  semi-commercial  in 

that  this  grouping  of  Grange-owned 
fm  stations  carries  local  advertise- 

ments surrounding  news,  weather  and 

crop  reports.  It  does  not  take  na- 
tional advertisers.  The  most  recent 

step  towards  setting  up  a  national  fm 
operation  on  a  full  commercial  basis 
was  taken  last  December  when  Mu- 

tual Broadcasting  System  announced 
plans  to  establish  a  chain  of  fm 

owned-and-operated  fm  stations  [Net- 
works, Dec.  30,  1957].  Following 

the  resignation  in  January  of  MBS 
President  Paul  Roberts,  the  plan  was 
shelved. 

11  affiliates);  Norman  S.  McGee,  WQXR 

sales  vice  president;  Walter  Neiman,  execu- 
tive assistant  to  Mr.  Sanger  and  Mr.  Sond- 

heim. 

ABC-TV  Installs  Equipment 
To  Speed  Clearance  Service 

New  people  and  new  equipment  are  be- 

ing put  into  service  in  ABC-TV's  station 
clearance  department  to  improve  service  for 

the  network's  affiliates  and  clients,  Donald 
S.  Shaw  Jr.,  director  of  tv  station  clear- 

ance, announced  last  week.  He  said  the 

ABC-TV  cooperative  programs  department, 
headed  by  Theodore  Grant,  will  be  moved 

from  program  department  supervision  and 
made  a  part  of  the  station  clearance  unit, 
and  that  John  Sullivan  of  station  clearance 

has  been  named  account  representative  for 

commercial  shows,  responsible  for  clear- 

ing all  Monday-Friday  daytime  programs 
up  to  5  p.m. 

In  addition  an  IBM  Cardatype  unit  has 
been  installed  to  speed  the  flow  of  clear- 

ance data  to  other  ABC-TV  departments. 
This  will  be  under  the  supervision  of  Harold 
Geary,  supervisor  of  radio  and  tv  station 
compensation,  assisted  by  Stuart  Ullman, 
billing  control  clerk.  Mr.  Shaw  said  the 

changes  "will  enable  affiliates  to  look  to 
one  department  of  the  network  for  all  pro- 

gramming information"  and  should  bring 
"increased  efficiency  for  both  clients  and 
stations." 

Broadcasting 

HERBUVEAUX  YODER  WELPOTT 

THREE  EXECUTIVES 

IN  NBC  SHUFFLE 

•  Herbuveaux  to  division  v. p. 

•  Yoder  and  Welpott  move  up 

Jules  Herbuveaux,  vice  president  and  gen- 

eral manager  of  NBC's  WNBQ  (TV)  and 
WMAQ  Chicago,  has  been  promoted  to  the 

new  post  of  vice  president  for  the  NBC  cen- 
tral division,  President  Robert  E.  Kintner 

announced  last  week. 

Lloyd  Yoder,  vice  president  and  general 

manager  of  NBC-owned  WRCV-AM-TV 
Philadelphia,  will  succeed  Mr.  Herbuveaux 
as  vice  president  and  general  manager  of  the 

Chicago  stations,  while  Raymond  W.  Wel- 
pott will  succeed  Mr.  Yoder  as  general  man- 

ager in  Philadelphia,  according  to  P.  A. 

Sugg,  vice  president  in  charge  of  NBC- 
owned  stations  and  NBC  Spot  Sales. 

Mr.  Herbuveaux  will  be  in  charge  of 

NBC  corporate-level  activities  in  the  Chi- 
cago area.  He  will  report  to  J.  M.  Clifford, 

NBC  executive  vice  president  for  adminis- 
tration. 

"Mr.  Herbuveaux'  career  of  more  than  30 
years  in  broadcasting  spans  the  origination, 
development  and  growth  of  networking  in 

both  radio  and  television,"  Mr.  Kintner  as- 
serted. "As  a  result  of  his  promotion,  NBC 

will  be  able  to  utilize  his  unique  experience 

and  talents  in  a  much  broader  area  in  mat- 
ters affecting  the  company  as  a  whole  in  the 

central  division." Mr.  Herbuveaux  and  Mr.  Yoder  both 

joined  NBC  in  1927  and  rose  through  the 
ranks  to  become  general  managers  of  their 
respective  stations. 

Mr.  Yoder's  assignment  to  Chicago  is 

effective  Sept.  8  and  Mr.  Welpott's  to  Phila- 
delphia Aug.  15.  They  will  continue  to  re- 

port to  Mr.  Sugg. 

Mr.  Welpott  joined  NBC  in  June  as  a 
general  executive  in  the  owned  stations  and 
spot  sales  division  after  more  than  20  years 
in  broadcasting,  first  with  WRGB  (TV) 

Schenectady  and  then  with  WKY-AM-TV 
Oklahoma  City  (with  which  Mr.  Sugg  also 
was  formerly  identified). 

ABC  Radio  July  Sales  Hit 

Five-Year  High  for  July 

ABC  Radio  sales  in  July  topped  any 

previous  high  for  that  month  in  the  past 
five  years,  John  M.  White,  director  of  net- 

work sales,  reported  last  week.  It  was  under- 
stood business  in  July  represented  $1.5 

million  in  billing. 

Mr.  White  disclosed  eight  new  advertisers 
signing  in  the  past  two  weeks,  two  renewals 

and  extension  of  an  advertiser's  contract. 
Together  with  previously-announced  adver- 

tisers, the  total  for  the  month  hit  13. 

Six  new  advertisers  signed  for  segments 

We  taped  the 

weekend  shows 

Mr.  Ken  James,  Program  Director 

KENS-TV,  San  Antonio 

"We  Videotaped*  the  weekend 

shows  on  our  'Summer  Food 
Festival,'  featuring  Connie  Cook. 
Cut  down  operating  costs- 
featured  'live'  guests  who  would 
not  have  been  available  without 

Videotape!" 

AMPEX 
CORPORATION 

850  CHARTER  STREET,  REDWOOD  CITY,  CALIFORNIA 

professional products  division 

*TM  Ampex  Corporation 
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NETWORKS  CONTINUED PERSONNEL  RELATIONS 

in  Don  McNeill's  Breakfast  Club  (Mon.- 
Fri..  9-10  a.m.)  including  Angostura- 
Wupperman  Corp.  (aromatic  bitters), 
through  Foote,  Cone  &  Belding;  Magla 
Products  Inc.  (ironing  board  covers),  through 

Edward  Lieb  Adv.;  Mentholatum  Co.  (Men- 
tholatum),  via  J.  Walter  Thompson;  C.  H. 
Musselman  Co.  (food  products),  through 
Arndt,  Preston,  Chapin,  Lamb  &  Keen; 

Puritron  Corp.  (air  freshener),  via  Max- 
well Sackheim  &  Co.,  and  J.  A.  Wright  & 

Co.  (Wright's  Silver  Cream),  via  Charles 
W.  Hoyt  Co.  Two  signings  for  news  broad- 

casts (John  Daly  and  The  News  Mon.-Fri. 
strip):  Cadillac  Motor  Div.  of  General 
Motors,  through  MacManus,  John  &  Adams, 
and  Beltone  Hearing  Aid  Co.,  via  Olian  & 
Bronner.  GMC  Truck  &  Coach  Div.  of  GM 

is  extending  its  sports  sponsorship  on  the 
network  to  newscasts  (agency  is  Kudner). 
Renewals  came  in  from  Voice  of  Prophecy 

Inc.,  via  Milton  Carlson  Co.,  for  its  pro- 
gram of  the  same  name,  and  Dr.  Thomas 

Wyatt  for  Wings  of  Healing  through  Century 
Adv.  Agency. 

Idaho-Montana  Group  Form 
Six  Station  Tv  Network 

A  six-station  tv  network,  formed  to  bring 
programs  of  the  national  tv  networks  to 
residents  of  Idaho  and  Montana,  will  begin 
operating  about  September  1,  according  to 
Gordon  Glasmann,  general  manager  of 

KLIX-TV  Twin  Falls,  Idaho.  Other  mem- 
bers of  the  new  network,  to  be  known  as 

the  Skyline  Network,  will  be:  KID-TV 
Idaho  Falls,  Idaho,  and  Montana  stations 

KXLF-TV  Butte,  KXLJ-TV  Helena,  KFBB- 
TV  Great  Falls  and  KOOK-TV  Billings. 

Three  Salt  Lake  City  stations:  KSL-TV 
for  CBS,  KTVT  (TV)  for  NBC  and  KUTV 
(TV)  for  ABC,  will  feed  programs  to  the 
Skyline  Network  via  microwave  relays  which 
are  already  operating  between  Idaho  Falls 
and  Billings  and  between  Butte  and  Helena 
and  which  are  being  installed  between  Salt 
Lake  City  and  Twin  Falls,  Butte  and  Idaho 
Falls,  and  Helena  and  Great  Falls. 

Ed  Craney,  president  of  KXLF-TV;  Ar- 
thur Schweider,  president  of  KID-TV,  and 

C.  N.  Layne,  general  manager  of  KID-TV, 
are  organizers  of  the  Skyline  Network  with 
Mr.  Glasmann.  A.  L.  Glasmann  of  Ogden, 
Utah,  and  George  C.  Hatch  of  Salt  Lake 

City  are  also  active  in  the  new  organiza- 
tion. A  second  corporation.  Skyline  Adver- 
tisers Sales,  has  been  formed  to  handle  na- 
tional sales  for  the  network.  Mr.  Layne  is 

now  on  a  sales  trip  to  New  York. 
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MGA-AMPP  Make  History 

With  Contractual  Meet 

Last  Wednesday  (Aug.  6),  when  repre- 
sentatives of  the  Assn.  of  Motion  Picture 

Producers  and  the  Musicians  Guild  of 

America  began  to  negotiate  a  contract  for 
musicians  employed  by  the  major  studios, 
it  marked  the  first  time  in  more  than  50 

years  that  musicians  have  been  represented 
in  any  major  bargaining  matter  by  any 

organization  other  than  the  American  Fed- 
eration of  Labor. 

Allied  Artists,  Columbia,  Walt  Disney, 

Metro-Goldwyn-Mayer,  Paramount,  20th 
Century-Fox,  Universal  and  Warner  Bros, 
are  the  studios  involved  in  these  negotia- 

tions. The  meetings  begun  Wednesday  will 

continue  on  a  daily  basis  until  either  a  con- 
tract has  been  concluded  or  the  negotiators 

agree  that  they  cannot  come  to  any  con- 
clusion. 

Meanwhile,  the  National  Labor  Relations 

Board  hearing  on  MGA's  petition  for  an 
election  of  a  bargaining  agent  among 

musicians  employed  by  independent  motion 
producers  is  scheduled  to  resume  tomorrow 
(Aug.  12)  [Personnel  Relations,  July 
28]  both  AFM  and  MGA  consented  to  the 
election  among  musicians  employed  at  the 
major  studios  [At  Deadline,  July  14,  June 
16],  but  AFM  is  now  opposing  the  MGA 

petition  for  a  similar  election  in  the  in- 
dependent picture  production  field.  MGA 

has  announced  plans  to  petition  for  bargain- 
ing agent  rights  for  musicians  employed  in 

network  radio  and  tv  and  in  recordings  be- 
fore the  termination  of  their  current  AFM 

contracts  early  next  year. 

Proposal  of  new  contract  terms  submitted 
to  the  motion  picture  companies  by  MGA 
differ  in  two  important  respects  from  the 
traditional  AFM  pattern.  The  guild  plan 

eliminates  demands  for  payments  into  the 
Musicians  Performance  Trust  Fund  which 

for  the  past  decade  have  been  required  by 

AFM.  It  also  does  away  with  "outmoded 
feather-bedding  procedures,"  according  to 
MGA  chairman  Cecil  F.  Read.  In  a  letter 

to  Charles  Boren,  AMPP  vice  president  in 

charge  of  labor  relations,  in  advance  of  the 
start  of  negotiations,  Mr.  Read  said  that 
along  with  the  elimination  of  Trust  Fund 

payments  and  feather-bedding,  MGA  also 
was  "offering  incentives  to  producers  to 
eliminate  practices  of  foreign  recording  and 
the  use  of  library  track  and/ or  canned  music 
in  motion  picture  production  and  making 
live  music  available  at  a  cost  and  under 

working  conditions  which  producers  will 

find  both  financially  and  artistically  desir- 

able." 

Musicians  will  benefit  from  the  MGA 

type  of  contract  through  increased  employ- 

ment and  increased  wages  or  "direct  health, 
welfare  and  pension  benefits,  rather  than 
the  diversion  of  a  substantial  portion  of 

their  earnings  to  a  trust  fund  not  to  their 

own  use  and  benefit,"  Mr.  Read  declared. 
The  public,  he  said,  also  will  benefit  through 
higher  standards  of  music  for  theatrical  and 

especially  tv  films. 
Membership  of  Hollywood  Local  47  of 

AFM  have  added  phonograph  recording  to 

the  quota  system  for  working  musicians, 

voting  303  to  146  to  establish  four  3-hour 
recording  sessions  a  week  as  a  quota. 
Musicians  employed  in  other  fields  under 
quota  who  have  reached  their  quota  may 

work  two  3-hour  record  sessions  a  week; 
those  not  reaching  their  quota  in  other 

fields  may  work  three  3-hour  record  sessions 
and  a  musician  working  exclusively  in  re- 

cording may  work  up  to  six  3-hour  sessions 
a  week. 

Some  members  of  the  local  have  pro- 
tested the  extension  of  the  quota  system  to 

recordings,  stating  that  instead  of  dividing 
this  work  among  more  members  of  Local 
47  the  action  will  reduce  the  amount  of 

recording   work   available   in  Hollywood. 

AFM  Plans  13-Country  Pact 

On  Uses  of  Foreign  Music 

Audio  tape  recording  processes  which 

enable  "smart  promoters"  to  circumvent 
U.  S.  labor  laws  regulating  the  use  of 

foreign  labor  have  "forced"  the  American 
Federation  of  Musicians  in  both  the  U.  S. 

and  Canada  to  seek  means  of  "mutual 
protection"  abroad,  it  was  reported  last 
week  in  New  York. 

At  a  Thursday  (Aug.  7)  news  conference, 
AFM  President  Herman  D.  Kenin  said  the 

union  would  meet  in  Zurich  Aug.  15-16 
with  union  musicians  of  Great  Britain, 

Sweden,  Denmark,  Finland,  Iceland,  Bel- 

gium, Italy,  Austria,  France,  Switzerland. 
West  Germany,  Mexico  and  Argentina. 

The  purpose  of  the  sessions  is  to  draw 

up  a  six-point  pact  that  will,  in  part:  insure 
intercontinental  cooperation  in  event  of  a 
strike  or  lockout  involving  any  of  the 

signatories;  prevent  the  use  of  musicians 

in  making  "general  purpose"  recordings  (for 
example,  tapes  designed  for  use  in  dubbing 
or  background  music);  forbid  the  hiring 
of  union  personnel  for  recording  sessions 
unless  specifically  designated  that  sessions 

were  for  "specific  purposes,"  that  is,  con- 
sumer discs;  outlaw  the  use  of  musicians 

to  record  a  tv  film  series  or  motion  picture 
soundtrack  in  cases  where  the  major  portion 
of  such  a  feature  was  filmed  outside  of  the 

country  or  countries  in  which  the  music 
scoring  takes  place. 

Mr.  Kenin  said  "an  emergency"  exists. 
The  law,  he  maintained,  "has  failed  to 
keep,  up  with  the  swift  development  of 

electronics."  Musicians  everywhere,  Mr. 
Kenin  went  on,  "have  come  to  realize  that 
unlike  the  plumber,  the  carpenter  or  other 
craftsmen,  they  can  be  separated  from  their 
profession,  often  surreptitiously  and  too 
often  permanently,  by  the  unbridled  use  of 

mechanicals." NBC  Publicists  Pick  Wage  Plan 

Publicists  at  NBC  Hollywood,  members 
of  NABET,  voted  8  to  6  to  take  a  straight 
wage  increase  without  overtime  in  place  of 
a  smaller  increase  (by  about  $75  a  month) 
with  overtime.  In  the  top  salary  bracket,  for 

publicists  who  have  been  with  NBC  four 
years  or  more,  monthly  wage  rises  from  the 
present  $687.50  to  $810.31  now  and  to 
$830.94  in  August  1959.  Under  the  alterna- 

tive plan,  publicists  would  have  received  a 
IVz  %  boost,  with  overtime  at  time  and  a 

half  continuing  as  before. 

Broadcasting 

MOMMY'S  HELPERS 

MBS's  "answer  man,"  Bruce  Chap- 
man, has  announced  that  a  sur- 

vey made  by  his  organization  in  16 

cities  indicated  that  advertising  agen- 
cies should  revise  their  slants  in  their 

broadcast  commercials  and  printed 
ads  for  soaps  and  detergents.  It  was 
revealed  that  men  and  children  as  a 

group  washed  28%  of  America's 
dishes  and  dried  39%.  Mr.  Chapman 

recommends:  "Pitch  dish-pan  hands 
to  men  and  children  too." 



Exciting 

Cleveland  
Barons 

HOCKEY 

Radio  for 

Grown-Ups 

...of 

ALL  AGES 

AKRON 

WOOSTER CANTON 

.     .  . .     .:  .  .....  ;;' 

NEW  PHILADELPHIA 
STEUBENVILLE 

We  offer  you  a  large  share  of 

the  Northeastern  Ohio  buying  audience 

You  reach  Northeastern  Ohio's  real 

buying  audience  through  WGAR. 

Because  WGAR  surrounds  your 

commercials  with  radio  for  grown- 

ups ...  of  all  ages. 

For  instance,  this  coming  winter, 

WGAR  will  present  exciting  profes- 

sional hockey  featuring  the  popular 

Cleveland  Barons.  Each  action-packed 

play  will  be  reported  by  Ohio's  most 

colorful  sportscaster,  Bill  McColgan, 

for  the  Barons'  thousands  of 
radio  fans. 

WGAR  maintains  this  policy  in  all 

its  programming  .  .  .  good  music  .  .  . 

variety  shows  . .  .  sports  . .  .  accurate 

news  coverage  .  .  .  drama — featuring 

performers  from  top  CBS  talent. 

So  reach  your  real  buying  audience 

through  WGAR. 

Radio  for  grown-ups 
...  of  all  ages 

WGAR 

CLEVELAND  OHIO* The  Peoples  Broadcasting  Corporation 
WRFD-Worthington,  O.  •   WTTM-Trenton,  N.  J. 
WMMN-Fairmont,  W.  Va.  •  WNAX-Yankton,  S.  D. KVTV-Sioux  City,  la. 

"Represented  by  the  Henry  I.  Christal  Company 
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MANUFACTURING 

June  Set  Output  Up, 

But  Below  1957 

Production  and  sales  of  radio  and  tv  re- 
ceivers during  June  were  above  the  May 

levels  but  below  the  1957  trends,  according 
to  Electronic  Industries  Assn. 

Half-year  radio  production  in  1958  to- 
taled 4,961,293  sets  compared  to  7,187,294 

in  the  first  six  months  of  1957.  Auto  sets 

fell  from  2,834,676  units  in  the  first  half  of 
1957  to  1,464,519  in  the  same  1958  period. 
Retail  sales  of  radios  totaled  2,964,338  sets 

in  the  first  half  of  1958  compared  to  3,638,- 
969  a  year  ago.  Most  auto  radios  are  sold 
direct  to  auto  factories.  June  radio  sales  to- 

taled 656,728,  highest  monthly  figure  for 
1958  but  below  the  729,421  June  figure  a 

year  ago.  May  radio  sales  totaled  411,659 
sets. 

Tv  output  by  factories  totaled  2,167,930 
in  the  first  half  of  1958  compared  to  2,722, 

139  in  the  same  1957  period.  June  tv  pro- 
duction totaled  377,090  compared  to  543,- 

778  in  June  1957.  Production  of  tv  sets  with 

uhf  tuners  totaled  209,726  units  in  the  first 

six  months  of  this  year  compared  to  254,- 
849  in  the  same  1957  period.  Uhf  output 
amounted  to  36,811  sets  in  June,  a  decline 
from  the  72,766  uhf  sets  turned  out  in  June 
1957. 

Radio  and  tv  set  production  by  factories 
during  June  and  the  first  six  months  of 
1958  follows: 

Television 
Auto 
Radio 

Total 

Radio Jan. 
Feb. 
Mar. 

April 

May 

June 

433,983 
370  413 
4 16',  903 302,559 
266,982 
377,090 

349,679 
268,445 
234,911 
190,435 185,616 
235,433 

1,026,527 
876,891 
931,341 697,307 654,803 

774,424 
TOTAL 2,167,930 1,464,519 4,961,293 

Radio and  tv  sales  by  retail  stores in  June 
and  the  first  six  months  of  1958  follow: 

Television 
Sales 

Radio 
Sales Jan. 

Feb. 

Mar. 
April 

May 

June 

581.486 
448,727 
416,756 
243,132 
237,189 
250,362 

534,64,0 
420,065 

538,963 402,283 411,659 

656,728 

TOTAL 2,177,652 2,964,338 

Allen  DuMont  Jr.  Leaves  Post 

At  Recently  Sold  Radio-Tv  Div. 
Allen  B.  DuMont  Jr.,  manager  of  the 

tv  receiver  division  of  Allen  B.  DuMont 

Labs  for  the  past  two  years,  last  week  an- 
nounced his  resignation  as  a  vice  president 

of  DuMont  Television  &  Radio  Corp.  The 
latter  firm  was  set  up  July  1  following  sale 

by  Allen  B.  DuMont  Labs  of  its  tv  and  high 

fidelity  phonograph  business  to  Emerson 

Radio  &  Phonograph  Corp.  [Manufac- 
turing, July  7]. 

Mr.  DuMont,  son  of  Dr.  Allen  B.  Du- 
Mont, founder  and  board  chairman  of  the 

Clifton,  N.  J.,  laboratories,  said  personal 

problems  prohibited  him  from  continuing 

to  direct  the  marketing  of  DuMont  tv  re- 
ceivers and  hi-fi  equipment  but  he  would 

be  available  to  Benjamin  Abrams,  president 

of  both  Emerson  and  of  DuMont  Tele- 
vision &  Radio,  as  a  sales  consultant. 

Meantime,  management  of  the  labora- 
tories has  circulated  a  memorandum  to 

employes  emphasizing  that  the  sale  to 
Emerson  was  to  provide  DuMont  Labs 

with  cash  necessary  to  concentrate  on  in- 
dustrial and  military  product  lines. 

Second  Quarter  Sales  Improve 

For  3M  Over  First  Three  Months 
Minnesota  Mining  &  Manufacturing  Co., 

St.  Paul,  recorded  "substantially  improved" 
sales  for  the  second  quarter  over  the  first 

three  months  this  year  and  a  six-month 
record  of  $176,261,592,  compared  with 

$181,578,367  in  1957.  It  also  showed  earn- 
ings of  $17,646,665  as  against  $19,692,980 

for  the  first  half  of  last  year  in  its  latest 
financial  report  released  Tuesday  (Aug.  5). 

Second-quarter  sales  of  $91,054,230,  though 
slightly  below  these  for  the  same  period  last 

year,  exceeded  the  $85,207,362  recorded 
for  the  first  three  months  in  1958.  Similarly, 
earnings  reached  $9,747,291  for  the  quarter, 

surpassing  the  $7,899,374  for  the  previous 
three-month  period. 

Herbert  P.  Buetow,  3M  president,  cred- 
ited improved  earnings  to  increased  volume 

and  "continued  progress  in  improving  many 

phases  of  our  operations."  Part  of  the  strong 
showing  in  the  second  quarter  was  due  to 
increased  sale  from  industrial  and  magnetic 

tapes  and  other  products,  he  commented. 
Among  new  products  introduced  in  the 
second  quarter,  he  noted,  were  three  new 
"Scotch"  brand  magnetic  recording  tapes 
for  instrumentation  applications. 

New  Pocket  Equipment 

Introduced  by  Motorola 
Pocket  radio  receiver  and  transmitter 

units  and  a  new  mobile  radiophone  were 

unveiled  last  week  by  Motorola  Communica- 
tions &  Electronics  (subsidiary  of  Motorola 

Inc.),  Chicago  electronics  manufacturer. 

The  "Handie-Talkie"  pocket  receiver, 

weighing  \OV2-\2  ounces,  utilizes  17  transis- 
tors and  can  be  carried  in  a  shirt  or  coat 

pocket  or  on  a  person's  belt.  Measuring  6 
inches  long,  2Vi  inches  wide  and  \V& 

inches  deep,  it  is  designed  for  use  by  mil- 
itary, construction,  police,  fire,  refining  and 

other  personnel.  Another  model  of  the  unit 
has  a  selection  feature  to  pick  up  messages 
intended  only  for  the  user,  even  though  they 

are  fed  on  the  same  frequency.  The  porta- 
ble transmitter  weighs  46  ounces  and  also 

can  be  carried  on  the  belt. 

Motorola's  mobile  radiophone  (called  the 
Motrac)  uses  less  than  two  amperes  of 

electricity  while  on  "standby"  and  can  be installed  behind  the  dashboard  or  in  the 

trunk  of  a  car.  Incorporating  more  than  20 
transistors,  the  unit  provides  completely 
transistorized  receiver  and  power  supply. 

Motrac  weighs  25  pounds  and  measures 
3x11x17  inches. 

Western  Union  Buys  Into  Gray 

Western  Union  Telegraph  Co.,  New 

York,  last  week  (Aug.  6)  announced  it  will 

acquire  a  one-sixth  stock  interest  in  Gray 
Mfg.  Co.,  Hartford.  Conn.,  manufacturer 
of  electronics  equipment  including  tv  op- 

ln  the  Syracuse  Market 

WSYR's  COVERAGE 

EQUALS  THAT  OF 

NEXT  TWO  STATIONS* 
The  amazing  coverage  superiority  of  WSYR  is 
illustrated  by  these  facts: 

•  It  reaches  80%  more  homes  than  the  No.  2 
station  in  Syracuse. 

•  Its  weekly  circulation  is  as  great  as  that  of 
stations  2  and  3  combined  ! 

Tha  t's  probably  because  WSYR  attracts  the  adult, 
able-to-buy  audience  by  high  quality  programming 
in  all  major  areas  of  entertainment  and  public 
service. 

NBC  in  Central  New  York 

'Nielsen 

Coverage 
Service  No.  2 

Represented Nationally  by 

HENRY  I.  CHRISTAl  CO 

fflrriniitiiDni 

5  KW SYRACUSE,  N.  Y.    •    570  KC 
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tical  projectors,  transcription  turntables, 

tone  arms  and  high-fidelity  components. 
The  move,  whereby  WU  will  exchange  20,- 
000  shares  for  60,000  shares  of  Gray,  was 

explained  jointly  by  WU  President  Walter 
P.  Marshall  and  Gray  President  John  W. 

Wibel.  They  described  WU's  interest  in 
Gray  as  the  latest  step  in  a  program  of 

"selective  diversification"  in  electronics  and 
allied  fields. 

Zenith-Developed  Radio  Tube 

May  be  Adapted  to  Tv  Receivers 

A  wide-band,  low-noise,  high-gain  am- 
plifier radio  tube  with  possible  application 

to  vhf-uhf  television  was  unveiled  Wednes- 

day (Aug.  6)  by  Zenith  Radio  Corp. 
Immediate  purpose  of  the  device,  Dr. 

Alexander  Ellett,  Zenith  research  vice 

president,  said,  is  to  extend  the  effective 

range  of  military  defense  radar  and  inter- 
continental missiles,  plus  earth  satellite 

tracking  systems.  The  Zenith  unit  and  its 
auxiliary  components,  like  most  radio  tubes, 

form  a  "small  package,"  he  added,  and  can 
be  used  in  connection  with  existing  uhf  and 

microwave  receivers.  If  adapted  to  vhf-uhf 
television,  he  claimed,  it  would  produce 

"substantial  improvements  in  areas  where 
reception  is  marginal.  Zenith  plans  commer- 

cial production  "as  rapidly  as  possible"  and 
has  applied  for  patent  protection. 

The  tube  is  four  inches  long  and  is  com- 
pletely unilateral  and  unconditionally  stable, 

Dr.  Ellett  said.  It  utilizes  a  principle  devel- 
oped by  Dr.  Robert  Adler,  Zenith  associate 

research  director,  and  the  company's  re- 
search physicists,  in  cooperation  with  Dr. 

Glen  Wade,  Standford  U.  A  certain  mode  of 

motion  on  an  electron  beam  (or  so-called 
fast  wave)  permits  interchange  of  input 
signal  and  beam  noise  in  a  coupler,  it  was 
explained.  The  fast  wave,  not  usuable  in  con- 

ventional amplifiers  where  all  external  power 
is  supplied  by  direct  current,  is  amplified 

with  the  help  of  externally  applied  alternat- 
ing fields.  The  device  can  boost  a  signal 

without  adding  significant  noise,  according 
to  Dr.  Ellett. 

MANUFACTURING  SHORTS 

Ampex  Corp.,  Redwood  City,  Calif.,  an- 
nounces shipment  of  videotape  recorders 

(VR-1000)  which  reproduce  magnetically 
television  sight  as  well  as  sound  to  KLZ-TV 
Denver  and  WTIC-TV  Hartford,  Conn. 

International  Film  Bureau  Inc.,  Chicago, 

introduces  "Foster  Rewind,"  machine  de- 
signed to  increase  film  inspection  speed.  It 

is  allegedly  only  machine  that  winds  to  right 
and  left  under  motor  power.  Electric  pow- 

ered table  unit  winds  16,  35  and  8  mm  film 

of  reel,  core  or  flange  as  needed.  Operators 
have  both  hands  free  to  inspect  film  while 
machine  is  in  operation  as  both  direction 

and  speed  of  film  travel  are  governed  by 
foot  pedal  pressure. 

Litton  Industries  Inc.,  Beverley  Hills,  Calif., 
has  announced  completion  of  exchange  of 
100%  of  outstanding  stock  of  Airtron  Inc., 

Linden,  N.J.,  for  undisclosed  amount  of  Lit- 
ton common  stock.  Airtron  (electronics 

parts)  will  take  over  portion  of  Litton's 
Components  Div.  plant  in  L.A.  as  west 

coast  manufacturing  facility  and  sales  head- 
quarters. Airtron  president  David  Ingalls, 

named  Litton  v. p.,  will  continue  as  presi- 
dent and  chief  executive  officer  of  Airtron 

as  it  becomes  operating  division  of  Litton 
with  headquarters  in  Linden. 

Television-Electronics  Fund  Inc.,  Chicago, 
has  declared  dividend  of  8  cents  per  share 
from  investment  income  payable  Aug.  30, 
1958,  to  shareholders  of  record  Aug.  4, 
1958. 

Sylvania  announces  addition  to  its  dis- 
tributor line  of  variety  of  PNP  large  signal 

audio  power  transistors,  designed  for  use  in 
auto  radios.  Each  uses  hermetic-sealed, 

welded,  diamond-shaped  JETEC  T03  pack- 
age. Also  announced  were  two  seven-pin 

miniature  tubes,  developed  for  operation  as 
RF  amplifiers  in  automobile  receivers  where 

plate  grid  voltages  are  supplied  directly  from 
automotive  storage  battery. 

ORRadio  Industries  Inc.,  Opelika,  Ala.,  an- 
nounces record  month  in  July  with  sales  of 

Irish  Recording  Tape  up  89%  over  July 
1957.  Announced  also  that  1957-58  fiscal 

sales  showed  49%  gain  over  1956-57  figures 
which  were,  in  turn,  63%  above  previous 

year. 

Canon  35  May  Be  Topic 

Before  ABA  Convention 

The  right  of  broadcasters  to  cover  court 
trials  will  come  before  the  American  Bar 

Assn.  again  at  its  annual  convention  in  Los 
Angeles  late  this  month. 

A  move  to  retain  ABA's  anti-broadcast 
and  anti-photo  rule — Canon  35 — will  be 

made  when  the  association's  governing 
body,  the  House  of  Delegates,  holds  a  four- 
day  session  starting  Aug.  25.  The  house 
will  meet  in  the  Pacific  Ballroom  of  the 
Statler  Hotel. 

Canon  35  was  debated  at  the  winter 

session  of  the  house,  held  Feb.  24-25  at 
Atlanta,  with  media  representatives  appear- 

ing on  the  floor  for  the  first  time  in  history 
[Trade  Associations,  March  3].  At  that 

time  Robert  D.  Swezey,  WDSU-AM-TV 
New  Orleans,  spoke  for  broadcast  media. 
He  is  an  ABA  member  and  chairman  of  the 
NAB  Freedom  of  Information  Committee. 

Mr.  Swezey  will  attend  the  ABA  Los 
Angeles  meeting  but  there  is  no  indication 
on  the  house  agenda  that  the  subject  will 
be  debated  again.  The  matter  came  before 
the  Atlanta  meeting  when  a  report  was 
submitted  by  a  special  committee  of  the 
American  Bar  Foundation,  which  recom- 

mended minor  changes  in  Canon  35  that 
did  not  remove  the  ban  against  broadcast 

or  photographic  reporting  of  court  trials. 
A  letter  from  Mr.  Swezey  has  been  sent 

all  house  members  in  advance  of  the  Los 

Angeles  meeting.  The  letter  includes  a  copy 

"Nonsense !  It's  been  dead  for  years 

55 
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Many  a  slumbering  situation  can  blow  up  like  Vesuvius, 
burying  the  unwary  who  never  knew  what  was  coming. 

Things  like  this  happen  in  the  high-speed  business  of 

TV  and  radio  advertising.  That's  why  its  decision- 
makers count  on  Broadcasting  as  their  surest  seismo- 

graph to  signal  developments  and  give  them  the  fullest, 

most  accurate  coverage  of  everything  new.  Their  work- 
ing partner  can  be  yours— and  for  the  get-acquainted 

pittance  of  $3.50  to  bring  Broadcasting  every  week  for 

26  weeks.  Send  name  and  address;  we'll  bill  later. 

BROADCASTING 

1735  DeSales  Street,  N.  W.,  Washington  6,  D.  C. 
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of  the  NAB  Code  of  Conduct  governing 
broadcast  reporting  of  public  proceedings. 

Richard  P.  Tinkham.  of  Hammond,  Ind., 

acting  chairman,  is  expected  to  submit  a 

report  for  the  ABA's  Bar-Media  Confer- ence Committee.  The  former  chairman  of 

the  committee,  Judge  Walter  M.  Bastian, 
of  the  U.  S.  Court  of  Appeals,  District  of 
Columbia,  has  resigned.  The  other  member 

of  the  bar-media  committee  is  Judge  Shack- 
elford Miller  Jr.  of  Louisville. 

At  Atlanta  this  committee  recommended 

that  ABA  commission  an  impartial  agency 

to  investigate  the  effect  of  courtroom  broad- 
casting and  photography  on  conduct  of 

trials  and  possible  influence  on  public 
opinion  which  in  turn  might  affect  trial 

participants,  judges,  lawyers,  witnesses  and 

juries. 
The  proposal  for  a  research  project 

failed  to  develop  any  enthusiasm  at  Atlanta. 
National  Press  Photographers  Assn.  will 

operate  a  demonstration  suite  at  the  ABA 
Los  Angeles  meeting.  Joseph  Costa,  New 
York,  chairman  of  the  NPPA  board,  and 
Robert  McCandless,  of  Urbana,  111.,  head 

of  the  group's  Freedom  of  Information 
Committee,  will  direct  the  demonstration. 
Modern  camera  equipment  and  techniques 

will  be  demonstrated,  and  delegates'  photo- 
graphs will  be  taken  for  their  personal  use 

and  for  transmittal  to  hometown  news- 

papers. 
A  poll  of  sentiment  on  Canon  35  is 

planned  by  the  American  College  of  Trial 

QUAD  -  CITIES ROCK  ISLAND  •  MOLINE  •  E.  MOLINE  •  DAVENPORT 

now  the  nation's 

4
7
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TV  MARKET 

according  to  Television  Age  Magazine 

I      RETAIL  SALES  are  above  the 

national    average.    Rock  Is- 

Y  land,  Moline,  East  Moline  are 

rated  as  "preferred  cities"  by 
Sales  Management  magazine 

y     for  the  first  6  months  of  1958. 

JL     You  too,  can  expect  above- 

average   sales  if   you  BUY 

V  WHBF-TV  NOW! 

WHBF-TV 
CBS  FOR  THE  QUAD-CITIES 

Represented  by  Avery-Knodel,  Inc. 

Lawyers,  an  independent  group.  The  poll 
will  be  mailed  to  its  900  members,  asking 
if  the  ABA  House  of  Delegates  should 

adopt  the  proposed  revision  of  Canon  35. 
Results  are  to  be  given  the  ABA  house  at 

Los  Angeles  for  its  guidance. 

Chairman  of  the  ABA's  special  canon- 
revision  committee,  which  offered  the  plan 
to  make  minor  changes  in  the  wording  of 
Canon  35,  is  Judge  Philbrick  McCoy,  of 

Los  Angeles. 

Republican,  Democratic  Chmn. 

To  Speak  at  RTNDA  Convention 

The  annual  convention  of  Radio  Televi- 
sion News  Directors  Assn.  in  Chicago  this 

fall  will  be  spiced  with  political  palaver, 

judging  by  speaking  commitments  con- firmed last  week.  Meade  Alcorn  and  Paul 

Butler,  chairmen  of  the  Republican  and 

Democratic  national  committees,  respec- 
tively, have  accepted  an  RTNDA  invitation 

to  speak  Oct.  16,  it  is  being  announced  to- 

day (Aug.  11)  by  William  Small,  WHAS- 
AM-FM-TV  Louisville  and  programs  vice 
president  for  the  association. 

The  RTNDA  conclave,  first  of  its  kind 

ever  to  be  held  prior  to  national  (Congres- 

sional) elections,  will  be  held  at  Chicago's 
Sheraton-Blackstone  Hotel  Oct.  16-19.  Be- 

sides the  Butler  and  Alcorn  talks,  an  "elec- 
tion coverage  workshop"  session  has  been 

scheduled  for  Saturday  morning  (Oct.  18), 

with  Tom  Eaton,  WTIC  Hartford,  as  mod- 
erator. Julian  Goodman,  NBC  Washington 

(D.  C.)  stations,  will  preside  over  the  Butler- 
Alcorn  political  debate. 

In  accepting  the  invitation,  Mr.  Butler 

lauded  RTNDA  for  its  "great  service  to 
your  nation"  and  its  "fair  and  objective 
handling  of  the  news."  Other  speakers  and 
their  topics  will  be  announced  in  the  weeks 

ahead  as  the  agenda  is  firmed  up.  Mean- 
while, radio-tv  stations  are  being  urged  to 

submit  their  entries  for  the  RTNDA's  an- 
nual awards  competition  [Awards,  Aug.  41. 

Michigan  Group  Opens  New  Office, 

Names  Coleman  as  Assn.  Secretary 

The  Michigan  Assn.  of  Radio-Televi- 
sion Broadcasters  has  opened  offices  in  East 

Lansing  and  appointed  Robert  J.  Coleman 
executive  secretary  with  responsibility  for 

devising  "an  effective  program  of  service." 
The  appointment  of  Mr.  Coleman,  re- 

cently retired  after  24  years  as  director 

of  WKAR-AM-FM  East  Lansing,  was  an- 
nounced last  week  by  Martin  Giaimo,  gen- 

eral manager  of  WJEF  Grand  Rapids  and 

MARTB  president.  He  said  the  service  pro- 
gram from  the  new  state  office  is  expected 

to  benefit  "the  listening  public  as  well  as 
the  industry."  The  headquarters  office,  he 
added,  will  enable  broadcasters  to  coordi- 

nate their  activities  better. 

Arkansans  to  Discuss  Promotion 

Broadcasters  will  discuss  ways  of  "selling 
radio  with  radio"  at  a  meeting  of  the  Ar- 

kansas Broadcasters  Assn.,  to  be  held  Aug. 

22-23,  at  Hotel  Marion,  Little  Rock.  Don 

Thompson,  KAMO  Rogers,  Ark.,  will  pre- 
side at  the  discussion.  June  S.  Spann,  ABA 

executive  secretary,  said  the  opening  day 

will  include  meetings  of  Arkansas  Asso- 

ciated Press  Assn.,  Arkansas  United  Press 

Assn.  and  Daytime  Broadcasters  Assn.  The 
ABA  board  will  meet  the  evening  of  Aug. 
22. 

Bartell,  Taishoff  Set  to  Speak 

At  Michigan  Broadcasters'  Meet 
Gerald  A.  Bartell,  head  of  the  Bartell 

Family  Radio  Group,  and  Sol  Taishoff, 

editor-publisher  of  Broadcasting,  will  be 

among  key  speakers  at  the  annual  fall  con- 
vention of  the  Michigan  Assn.  of  Radio 

&  Television  Broadcasters  next  month. 

Future  prospects  for  radio  and  television 

and  the  general  business  picture  in  Mich- 
igan will  be  discussed  in  panel  sessions  at 

Hidden  Valley  in  Gaylord,  Mich.,  on  Sept. 

11-13,  according  to  R.  J.  Coleman, 

MARTB  executive  secretary.  John  C.  Pom- 
eroy,  WILS  Lansing,  is  program  chairman. 

Registration  will  start  on  the  evening  of 
Sept.  10  (Wednesday)  and  continue  through 

Thursday  morning.  Convention  features  in- 
clude a  golf  tournament  on  Saturday  and 

special  entertainment  for  MARTB  mem- 
bers' wives.  Broadcasters'  reservations  at 

Hidden  Valley,  home  of  the  Otsego  Ski 
Club,  are  being  accepted  by  K.  D.  Fisher, 
club  manager,  Box  A,  at  Gaylord,  Mich. 

National  Committeemen  Named 

For  American  Women  in  Radio-Tv 

American  Women  in  Radio  &  Television's 
national  committee  chairmen  for  1959  were 

announced  last  week  by  Nena  Badenoch, 

AWRT  president  and  radio-tv  director  of 
the  National  Society  for  Crippled  Children 
&  Adults  Inc.,  Chicago.  Appointed: 

Thea  Zavin,  assistant  vice  president,  BMI 

New  York,  constitution  and  by-laws;  Dor- 

othy Reynolds,  assistant  sales-service  man- 
ager, CBS-TV  Chicago,  eligibility;  Lucy 

Towle,  awards-special  projects  manager, 
NBC,  New  York,  information  services; 

Ethel  Jane  King,  women's  program  direc- 
tor-broadcaster, KAKE-TV  Wichita,  mem- 

bership; Muriel  Fox,  radio-tv  vice  presi- 
dent, Carol  Byoir  &  Assoc.,  New  York, 

publications. 
Also  appointed:  Isobel  Hellender,  script 

writer,  KCBS-TV  San  Francisco,  west  coast 

public  relations;  Dene  Ratermann,  informa- 
tion services  officer-radio-tv  editor,  National 

4-H    Club    committee,    Chicago,  chapter 

FREE 

LATEST   NEGRO  & 

SPANISH-PUERTO  RICAN 

POPULATION  FIGURES 

BY  COUNTY  IN  METRO 

NEW  YORK 

Station  WWRL Woodside  77, 

New  York  City 
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LIVE  TV— FROM  OVER  THE  SEA-IS  HERE 

Yes  — here  today!  Live  TV  is  being 
"beamed"  far  over  the  horizon  between 
Florida  and  Cuba— a  clean,  sharp  pic- 

ture with  clear,  faithful  sound— tele- 
vision at  its  best,  and  at  unheard-of 

long  range. 
This  Miami-Havana  link— using  ra- 

dio equipment  designed  by  ITT— is 
regarded  as  the  outstanding  radio 

achievement  of  the  year.  It  is  a  mirac- 
ulous new  method  of  communication 

—  transmitting  not  only  the  TV  "sig- 
nal" but  hundreds  of  telephone  con- 

versations at  once.  It  means  that  world- 
wide live  TV  is  fast  on  the  way. 

A  revolutionary  new  system 

Some  day  you'll  be  tuning  in  London 
—  or  Tokyo  — or  Rome  — or  Rio.  Not  on 

film,  not  on  tape  — but  live.  It's  all  pos- 
sible now  — thanks  to  a  revolutionary 

new  transmission  system  called  "broad- 
band" over-the-horizon  microwave,  de- 

veloped by  ITT  engineers. 

It  recalls  another  important  "first" for  ITT  in  microwave  radio.  27  years 
ago,  ITT  engineers  beamed  the  first 
microwave  signal  across  the  English 
Channel  — by  line  of  sight  — and  ush- 

ered in  a  new  age  in  communications. 
But  broadband  over-the-horizon  micro- 

wave is  something  different  —  some- 
thing new.  A  powerful  signal  is  beamed 

far  into  outer  space.  Some  of  it  is  re- 
flected by  the  troposphere.  This  part 

bounces  back  to  earth,  and  is  gathered 
in  by  huge,  sensitive  antennas. 

One  of  many  ITT  contributions 

Thus  ITT  makes  another  far-reaching 
contribution  to  television.  There  are 

many  more.  High-gain  antenna  sys- 
tems to  increase  coverage.  Special  co- 
axial lead-in  cable.  Studio -to -trans- 
mitter and  inter-city  links.  And,  at  the 

heart  of  all  modern  television  lies  a 

group  of  important  basic  inventions 
by  outstanding  members  of  the  ITT 
technical  staff  here  and  abroad.  Of 

importance  in  every  phase  of  televi- 
sion, these  inventions  benefit  the  whole industry. 

Watch  your  TV  screen  .  .  .  for  over- 
the-sea  entertainment  .  .  .  news  .  .  . 
history  .  .  .  live. 

.  .  .  the  largest  American-owned,  world-wide 
electronic  and  telecommunication  enterprise, 
with  80  research  and  manufacturing  units,  14 
operating  companies  and  128,000  employees. 

INTERNATIONAL  TELEPHONE  AND  TELEGRAPH  CORPORATION  67  Broad  Street,  New  York  4,  N.  Y. 

FARNS WORTH  ELECTRONICS  COMPANY  •  FEDERAL  ELECTRIC  CORPORATION  •  FEDERAL  TELEPHONE  AND  RADIO  COMPANY  •  ITT  COMPONENTS  DIVISION 
ITT  INDUSTRIAL  PRODUCTS  DIVISION  •  ITT  LABORATORIES  •  I NTE  LEX  SYSTEMS,  INC.  •  INTERNATIONAL  STANDARD  ELECTRIC  CORPORATION 
KELLOGG    SWITCHBOARD    AND    SUPPLY    COMPANY      •      ROYAL    ELECTRIC    CORPORATION     •     AMERICAN    CABLE    &    RADIO    CORPORATION     •  LABORATORIES 

AND    MANUFACTURING    PLANTS    IN   20    FREE-WORLD  COUNTRIES 

Broadcasting August  11,  1958    •    Page  73 



TRADE  ASSNS.  continued 

FREE  PRESS  pioneer  John  Peter  Zen- 
ger  was  honored  Aug.  1  by  Sigma 

Delta  Chi,  national  professional  jour- 
nalistic fraternity,  when  it  placed  a 

sidewalk  plaque  at  the  corner  of  Wall 

and  Nassau  Sts.,  New  York.  Pictured 

(1  to  r)  at  the  noonday  ceremony: 

Hulan  Jack,  Manhattan  Borough 

president;  Prof.  Richard  B.  Morris, 
Columbia  U.;  Howard  L.  Kany, 

president  of  the  Deadline  Club 

( New  York  City  professional  chapter 

of  SDX),  and  Oliver  Gramling,  as- 
sistant general  manager,  AP.  The  site 

formerly  was  occupied  by  New  York's 
City  Hall,  where  in  1735  Mr.  Zenger 

was  imprisoned  and  tried  for  publish- 

ing "seditious  libels"  against  British 
rule. 

services;  Ann  Corrick,  owner,  Corrick  Pro- 
ductions, Washington,  industry  information; 

Edythe  Fern  Melrose,  producer-broadcaster, 
WXYZ-TV  Detroit,  policy  and  planning; 

Wilma  Sim,  homemaking  program  broad- 
caster, KSD-TV  St.  Louis,  nominating; 

Dorothy  Fuller,  women's  program  director- 
broadcaster,  WBET  Brockton,  Mass.,  schol- 

arship, and  Jo  Moore,  radio-tv  director, 
Aylin  Adv.,  Houston,  elections.  , 

NAB  Tv  Code  Stations  Give 

$65  Million  in  Free  Promotion 

Spot  announcements  donated  to  public 
service  projects  by  stations  subscribing  to 
the  NAB  Television  Code  total  900,000 

spots  a  year  with  a  time  value  of  $65  mil- 
lion, according  to  a  survey  conducted  by 

the  NAB  Television  Code  Review  Board. 

The  figures  comprise  only  a  small  part 

of  television's  annual  public  service  effort, 
according  to  Roger  W.  Clipp,  Triangle  Sta- 

tions, chairman  of  the  code  board.  "In  ad- 

dition to  spot  announcements,"  he  said, 
"there  is  the  vast  contribution  of  public  serv- 

ice programming  which  we  do  not  attempt 

to  measure." Mr.  Clipp  said  checks  of  101  stations  in 
43  cities  were  made  during  February, 

March  and  April.  More  than  100  national 
service  organizations  and  large  numbers  of 
local  public  service  groups  benefited  from 

the  free  announcements.  All  three  tv  net- 
works and  301  tv  stations  subscribe  to  the 

NAB  code.  The  survey  was  conducted  as 

part  of  NAB's  regular  tv  monitoring  service. 
National  Safety  Council  received  the 

most  announcements,  429  worth  $50,240, 

followed  by  Internal  Revenue  Service,  351 

worth  $43,807;  Heart  Fund,  287  worth 

$35,511;  American  Red  Cross,  262  worth 
$30,557;  National  Society  for  Crippled 
Children,  235  worth  $22,113. 

Engineers  Meet  to  Discuss  VTR's 

A  forum  and  panel  discussion  of  black- 
and-white  and  color  tv  videotape  systems 

will  highlight  the  two-day  annual  sym- 
posium of  the  Professional  Group  on 

Broadcast  Transmission  Systems,  Institute 

of  Radio  Engineers,  Sept.  26-27  at  the 
Hotel  Willard  in  Washington,  D.  C. 

Participating  in  the  VTR  panel  will  be 
Robert  Byloff  and  Lawrence  Weiland,  NBC; 
K.  B.  Benson  and  Price  E.  Fish,  CBS; 

Robert  M.  Morris,  ABC;  and  James  L. 

Middlebrooks,  KING-TV  Seattle,  Wash. 

Ralph  B.  Harmon,  Westinghouse  Broad- 
casting Co.,  will  be  the  moderator. 

FCC  Comr.  T.  A.  M.  Craven  will  be 

the  guest  speaker  at  the  annual  banquet; 
his  talk  will  be  on  tv  allocations.  Other  sub- 

jects to  be  covered  at  the  meeting  will  in- 

clude very-precise-carrier  offset,  vidicon 
performance,  stereophonic  broadcasting, 
weather  radar  and  tv  broadcasting,  fm  and 

multiplex  operations  and  broadcast  switch- 

ing facilities. 

NAB  Names  Hatch  Tariffs  Chmn. 

George  C.  Hatch,  KALL  Salt  Lake  City, 

has  been  appointed  chairman  of  the  NAB 
Radio  Transmission  Tariffs  Committee  by 
President  Harold  E.  Fellows.  The  com- 

mittee reviews  utility  rates  charged  for 
transmission  of  broadcast  material.  Other 

members:  Joseph  M.  Boland,  WSBT  South 

Bend,  Ind.;  H.  S.  Brown,  Rural  Radio  Net- 
work, Ithica,  N.  Y.;  Frederick  A.  Knorr. 

WKMH  Dearborn,  Mich.;  Norman  J.  Ostby, 

Mutual-Pacific,  Hollywood;  Lawrence  Gum- 
binner,  CBS;  Leslie  Learned,  MBS;  Frank 
Marx,  ABC,  and  Jack  Hilton,  NBC. 

Montana  Stations  to  Meet 

Montana  Radio  Stations  Inc.  will  meet 

Aug.  28-29  at  Canyon  Village,  Yellowstone 
National  Park,  Wyo.,  with  Jeff  Kiichli, 
KGHL-AM-TV  Billings,  president  of  MRS, 
presiding.  Fred  Palmer,  sales  consultant, 
will  hold  a  sales  clinic  the  opening  after- 

noon for  station  sales  managers.  Manage- 
ment delegates  will  hold  a  business  session 

at  the  same  time.  A  business  meeting  is 
scheduled  the  second  day. 

Documentary  for  Chicago  ATAS 

A  special  30-minute  telecast  by  WBBM- 
TV  Chicago  and  dinner  in  the  Sheraton  Ho- 

tel Sept.  16  will  climax  an  extensive  mem- 
bership drive  launched  by  the  Chicago  chap- 

ter of  the  Academy  of  Television  Arts  & 
Sciences  last  week.  The  campaign  goal  is 

340  members,  or  double  the  registration 
when  the  chapter  was  organized  this  past 

spring,  as  announced  by  Irv  Kupcinet,  Chi- 
cago Sun-Times  columnist  and  local  ATAS 

president.  The  half-hour  documentary  is 
being  produced  cooperatively  by  the  four 
commercial  tv  outlets  under  the  direction  of 

a  local  ATAS  committee. 

TRADE  ASSOCIATION  SHORTS 

Assn.  of  National  Advertisers  Inc.,  New 
York,  has  added  38  new  members  in  last 

six  months,  bringing  total  membership  to 
63 1  companies. 

Advertising  Council  reports  fall  educational 

campaign  to  promote  support  of  United  Na- 
tions is  under  way.  Gerald  B.  Meynell,  ad- 

vertising manager  of  American  Cyanamid 

Co.'s  organic  chemicals  division,  is  coordi- 
nator with  materials  prepared  by  Ben  Sack- 

heim  Inc.,  N.Y. 

Radio  Advertising  Bureau,  New  York,  has 
added  three  new  stations  and  one  station 

representative  to  RAB  rosters,  raising  total 

stations  to  more  than  850  and  total  repre- 
sentatives to  19.  New  members:  H.&E. 

Balaban  Corp. -owned  stations — WIL  St. 
Louis,  WRIT  Milwaukee  and  KBOX  (for- 

merly KGKO)  Dallas.  Representative  is 

newly  formed  Robert  Eastman  &  Co. 

Cincinnati's  Most  Powerful 

Independent  Radio  Station 

50,000  watts  of  SALES  POWER 

WC  KY 

CINCINNATI,  OHIO 

STATION 

On  the  Air  everywhere  24  hours  a  day— seven  days  a  week 
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there's  only  one  shortcut 
to  sales  success  in 

WBEN-TV  land 

it's  on  channel  4 . . . 

where  your 

TV  dollars 

count  for  more ! 

Corry  O 

NEW  YORK 

[  Bradford 

WARREN M    c    K    E    A  N 
Planning  a  trip  to  the 

promised  land  of  profitable 

promotion?  Then,  be  sure  to  route 

your  TV  dollars  through  WBEN-TV 

land.  Take  Channel  4  all  the  way, 

for  no  other  area  station  delivers  so  large 

an  audience,  so  consistently;  and  routes  you  through 

every  important  segment  of  this  big  spending 

market.  It's  a  tour  de  force— Channel  4's  ability  to  reach  and 

sell  the  4,000,000  consumers  in  WBEN-TV  land. 

Call  HARRINGTON,  RIGHTER  and  PARSONS,  our  national 

representatives  and  let  them  map  out  your  itinerary. 

PENNSYLVANIA 

POTTER 
o  Coudersport 

CH. 

A 

A 

WBEN-TV 
CBS  in  Buffalo 

THE  BUFFALO  EVENING  NEWS  STATION 

f 
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How  to 

It's  easy 

on  film... 

Because  film  offers  unlimited 

scope  for  special  effects,  for 

polished  perfection  in  all  things  ! 

One  man  is  made  two  . .  . 

large  objects  made  small . . . 
small  things,  large  .  . .  time  and 

space  conquered— all  with  a 
snap  and  precision  that  make 
film  sing  out,  its  use  constantly 

on  the  increase! 

Truly,  a  good  release  is  am 
better  release  when  you 

USE  EASTMAN  FILM.  M 

For  complete  information  write: 

Motion  Picture  Film  Department 

EASTMAN  KODAK  COMPANY 

Rochester  4,  N.Y. 

East  Coast  Division 
342  Madison  Avenue 
New  York  1  7,  N.Y.  M 

Midwest  Division 

1 30  East  Randolph  Drive 

Chicago  1,  II!. 

West  Coast  Division 

6706  Santa  Monica  Blvd. 

Hollywood  38,  CalifJH 

or  W.  J.  GERMAN,  inc. 

Agents  for  the  sale  and  distribution  of 
Eastman  Professional  Motion  Picture  Film, 

Fort  Lee,  N.J.;  Chicago,  ill.; 

Hollywood,  Calif. 

Be  sure  to  shoot 

IN  COLOR  . . 

You'll  be  glad  you  did 

FILM 

RKO  TRIMMING  TO  STRESS  O&O'S 

•  New  firm  to  take  over  film 

•  Music  interests  up  for  sale 

RKO  Teleradio  Pictures'  intention  to  con- 
centrate more  heavily  on  its  owned-and- 

operated  stations  was  pointed  up  in  two  de- 
velopments last  week. 

Formation  of  a  new  company  to  take  over 
development  and  sale  of  all  film  properties 
currently  owned  or  distributed  by  RKO 
Television  was  formally  announced,  and 
plans  to  sell  RKO  Unique  Record  Company 

and  music  publishing  interests  were  con- 
firmed by  knowledgeable  sources. 

The  sale  of  RKO  Unique  Records  and 
music  publishing  interests  to  a  group  headed 

by  John  Begley,  a  key  RKO  executive  in 
this  field,  was  reported  to  be  in  the  process 
of  negotiation. 

Already  completed  is  the  formation  of  a 
new,  independent  firm  to  take  over  the  RKO 
Television  film  properties.  The  company  is 
Show  Corp.  of  America  and  is  composed  of 
key  executive  personnel  of  RKO  Television, 
headed  by  Robert  Manby,  former  RKO  vice 
president  [Closed  Circuit,  Aug.  4]. 

Others  are  Peter  M.  Robeck,  general  sales 
manager  of  RKO  Television  since  1954; 

Nathan  Keats,  on  the  RKO  Teleradio  execu- 

tive staff  since  1956  and  in  charge  of  pro- 
gramming on  the  RKO  advisory  committee 

for  two  years  before  that;  Frederick  Schnei- 
er,  executive  staff  member  of  RKO  Tele- 

radio and  director  of  marketing  services  for 

RKO  Television  since  1956;  William  Fin- 
keldey,  syndicated  sales  manager  for  RKO 
Television  and  account  executive  handling 
major  New  York  and  Chicago  agencies  since 
1954,  and  Max  Bradbard,  eastern  sales 

manager  of  RKO  Teleradio  since  1956  and 
account  executive  for  film  sales  at  General 
Teleradio  before  that. 

Mr.  O'Neil  and  Mr.  Manby  announced 

formation  of  the  new  firm.  While  they  won't 
say  so,  it  is  understood  that  RKO  Television 
will  in  effect  cease  to  exist. 

Mr.  O'Neil  said:  "While  outside  individ- 
uals and  interests,  aware  of  our  concentra- 

tion on  RKO's  growing  broadcasting  organ- 
ization, have  sought  to  acquire  our  television 

film  assets,  this  move  gives  us  the  best  pos- 
sible assurance  that  the  RKO  Television  in- 

ventory will  be  handled  efficiently  and  eco- 
nomically. 

"RKO  Television's  executive  personnel 
will  be  moving  to  SCA  intact.  Because  these 
men  are  fully  familiar  with  the  product  and 

have  lived  with  each  property  since  the  in- 
ception of  the  program  idea,  we  are  con- 

fident that  their  best  efforts  will  continue  in 

turning  this  inventory  to  account." 

Mr.  Manby  said  that  "while  immediate 
concentration  [by  SCA]  will  be  on  the  pro- 

duction and  sale  of  the  balanced  inventory 

now  owned  by  RKO  Television,  long-range 
aims  embrace  the  development  of  new  prop- 

erties in  the  several  related  fields  of  enter- 

tainment for  which  our  experience  and  in- 

terests give  qualification."  He  said,  "The 
producers  who  are  partnered  with  RKO  in 
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some  of  the  properties  we  will  handle  have 

approved  the  change-over." 
The  properties  include  "El  Coyote,"  pro- 

duced by  Ken  Murray;  "Heidi,"  a  combined 
tv  and  motion  picture  venture  produced  by 
William  Cruikshank;  No  Gun  Nolan,  a  new 

animated  tv  series  created  by  Al  Capp;  "The 

Abbey  Players,"  a  series  of  six  full-length 
features  and  the  "Showcase  Package"  of  18 
new-to-tv  features  including  15  produced 
since  1948. 

Mr.  Manby  said  that  "though  completely 
independent  of  RKO,"  SCA  will  continue 
temporarily  to  operate  from  its  current  of- 

fices at  1270  Avenue  of  the  Americas.  For 

present  it  will  also  use  RKO-TV's  phone 
number:  Judson  6-5050. 

Authors  to  Script  'Naked  City' 
The  first  1 6  segments  of  The  Naked  City, 

starting  on  ABC-TV  Sept.  30,  will  be  script- 
ed by  seven  authors,  well-known  in  their 

own  fields  but  who  have  never  before 
written  for  television.  Herbert  B.  Leonard 

and  Sterling  Silliphant,  the  series'  producer 
and  associate  producer,  respectively,  chose 

each  writer  for  his  "ability  to  tell  a  short 
story  and  his  familiarity  with  New  York 

City — the  locale  of  the  series."  The  writers 
are  Meyer  Berger,  New  York  Times;  Rob- 

ert Sylvester,  novelist  and  New<  York  Daily 
News  columnist;  St.  Clair  McKelway,  New 
Yorker  magazine;  Charles  Jackson,  author 
of  The  Lost  Weekend;  Sam  Ross,  novelist; 

Tom  Gallagher,  Pageant  magazine,  and  Ed- 
mund G.  Love.  Mr.  Silliphant  will  write  the 

remaining  10  of  the  initial  26  segments. 
The  Naked  City  will  be  sponsored  by  Brown 
&  Williamson  and  Quaker  Oats. 

Disney  Up  $1 1  Million  in  9  Months 

Consolidated  gross  profit  for  Walt  Disney 
Productions,  Burbank,  Calif.,  for  the  nine- 
month  period  ended  June  28  was  $34,332,- 
133,  up  $10,882,312  over  the  same  period 
of  last  year.  Tv  income  for  the  period  in- 

creased $1,716,020;  film  rentals  rose  $1,- 
575,625  and  Disneyland  Park,  not  included 
last  year,  was  credited  with  $7,243,181  of 

the  increase.  Net  profit  for  the  nine-month 
period  was  $2,900,094,  or  $1.89  per  share 
of  common  stock,  after  provision  for  taxes, 
compared  with  a  net  of  $2,347,745,  or  $1.57 
per  share,  the  previous  year.  Third  quarter 

(of  Disney's  fiscal  year)  net  was  83  cents  a 
share,  compared  with  54  cents  for  the  same 
quarter  the  year  before. 

CBS-TV  Film  Sales  Up 

CBS  Television  Film  Sales  shows  a  50% 
sales  increase  for  the  first  six  months  over 
the  same  period  in  1957,  a  44%  increase 
in  sales  force  and  a  60%  addition  to  service 
personnel,  John  F.  Howell,  general  sales 
manager,  announced  last  week. 

"The  upsurge  in  business  for  CBS  Tele- 
vision Film  Sales  in  the  last  six  months  re- 

flects a  sound,  growing  business,"  Mr. 
Howell  said,  noting  the  firm  has  over  $3 
million  in  production  commitments  for 
several  first  run  series  to  be  offered  in  Oc- 

tober-November for  January  starts.  "When 
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The  SELLibrated  (and  only  full 
powered)  station  in  the 

GOLDEN  VALLEY 
(Central  Ohio) 

WHTN 

TV 

CHANNEL  13 

Huntington-Charleston,  W.  Va. 
serving  4  states  and  5  prime  cities 

A  COWLES  OPERATION 
Get  the  dollars  and  cents  story 
from  Edward  Petry   Co.,  Inc. 

MERCHANDISING 

makes  the 

DIFFERENCE 

KBTV  is  Denver's  _ only 

Station! 

WISE to  offer  advertisers  the 

highly  successful  MAP*  Plan  — 

Denver's  only  grocery  in-store 
merchandising  plan. 

*MAP  stands  for  Merchandis- 

ing-Advertising-Promotion.  Call 
Peters,  Griffin,  Woodward,  Inc., 

today  for  availabilities  and  the 

merchandising  that  goes  with 

your  schedule  on  KBTV,  Denver! 

km 
John  C.  Mullins.  Pres. 

a 

Channel 

FILM 
CONTINUED 

NO  SLIGHT  INTENDED 

Despite  findings  of  Sindlinger  & 

Co.,  Ridley  Park,  Pa.,  telling  Uni- 
versal-International Pictures  execu- 

tives that  there  were  still  a  number  of 

pictures  lying  in  the  vaults  that  would 

get  a  paying  theatrical  audience,  U-I 
won't  use  the  report  as  anti-tv  am- 

munition, it  has  declared.  Sindlinger 

was  retained  by  U-I  to  ask  exhibitors 

and  the  general  public  what  post-1948 
Universal  pictures  should  be  dusted 
off  and,  if  re-released,  would  pay  at  the 
box  office.  Result  of  the  survey:  up- 

coming re-release  of  four  U-I  films  in 
two  double-header  programs — James 

Stewart's  "Bend  of  the  River,"  Greg- 

ory Peck's  "World  in  His  Arms,"  Ty- 
rone Power's  "Mississippi  Gambler" 

and  Bill  Mauldin's  "Up  Front."  Said 

U-I  spokesmen  about  it:  "We  hadn't the  slightest  intention  of  applying  these 
findings  to  tv;  we  merely  wanted  to 
explore  the  possibilities  of  making  our 

film  vault  properties  pay  off." 

Joe  Herold.  Sta.  Mgr. 
Represented  Nationally  by 

Peters.  Griffin,  Woodward,  Inc. 

a  company  has  this  kind  of  money  in- 
volved, it  is  a  strong  indication  that  its 

faith  and  optimism  for  the  syndicated  me- 
dium are  more  than  verbal,"  Mr.  Howell 

added. 

It  now  has  28  series  exclusive  of  CBS 

public  affairs  shows,  totalling  the  largest 
catalogue  ever  offered  by  the  company. 

RANDOM  SHOTS 

MCA-TV  Ltd.,  in  association  with  John 
Jacob  Loeb  and  Carmen  Lombardo,  has 

packaged  Seems  Like  Old  Times,  musical 

program  featuring  Guy  Lombardo  band. 

Independent  Television  Corp.,  new  British- 
American  combine  of  the  Jack  Wrather 

Organization,  Beverly  Hills,  and  Associated 
Television  Ltd.,  London,  reports  temporary 
offices  in  Roosevelt  Hotel.  N.Y.  Walter 

Kingsley  assumes  duties  as  president. 

Screencraft  Pictures  Inc.,  N.Y.,  distributor 

of  tv  film  programming,  named  exclusive 

distributor  of  Terry  Tell  Time,  15-minute 

children's  show  featuring  Bunnin  Puppets 
and  tv  personality  Carol  Reed. 

Dalton  of  America  (woman's  sportswear), 
Cleveland,  offers  20-minute  documentary 

"The  Art  and  Beauty  of  Cashmere"  for  free 
distribution.  In  color  and  sound,  film  tells 

how  the  cashmere  fleece  is  gathered,  then 

processed,  dyed,  spun  and  knit  into  sweaters. 
Loan  requests  should  be  forwarded  to  Dal- 

ton office  in  New  York  at  1407  Broadway. 

Desilu  Productions,  Hollywood  and  Culver 

City,  Calif.,  has  placed  its  three-studio  fa- 
cility at  disposal  of  its  newly-expanded 

Commercial  Film  Div.  for  production  of  in- 
dustrial, commercial  and  documentary  films. 

Executive  administration  of  Commercial 

Film  Div.  will  be  handled  by  George  Mur- 

phy, v.p.  in  charge  of  public  affairs. 

PROGRAM  SERVICES 

C-C  Tv  Wins  Heavyweight  Rights; 

Radio's  $180,000  Turned  Down 

Closed-circuit  television  claimed  a  knock- 

out over  radio  last  week  when  TelePromp- 
Ter  Corp.  said  it  had  refused  to  sell  its 

radio  rights  to  three  advertisers — report- 
edly ready  to  offer  an  estimated  $60,000- 

$75,000  apiece  to  air  the  Aug.  18  heavy- 
weight championship  bout  in  Los  Angeles 

between  Floyd  Patterson  and  Roy  Harris. 

Reason:  TelePrompTer  feels  that  with- 
out radio  coverage,  its  closed-circuit  tv 

attendance  can  only  go  higher. 

TelePrompTer  President  Irving  B.  Kahn 

said  his  company  already  had  arranged  for 

C-C  showings  in  151  theatres  and  arenas, 
and  seats  set  aside  already  outnumbered 

by  500,000  those  available  for  last  March's 
Sugar  Ray  Robinson-Carmen  Basilio  fight. 
(TelePrompTer  officials  cited  that  middle- 

weight bout  as  a  "typical  example"  of  what 
might  conceivably  have  happened  had  they 

held  radio  rights.  CBS  Radio  broadcast  the 

fight  under  sponsorship  of  Philip  Morris' 
Marlboro  cigarettes:  Nielsen  figures,  the 

TelePrompTer  spokesmen  noted,  showed 

a  tune-in  audience  of  20  million.  "Had 
only  1  %  of  this  audience  been  deprived 
access  to  radio  and  had  this  number  then 

paid  to  see  the  fight  via  closed-circuit 

at  an  average  of  $4  a  ticket,"  they  said, 
"we  could  have  increased  our  box  office 

by  $800,000.")  The  Robinson-Basilio  fight 
cleared  $1.4  million  for  TelePrompTer, 

drawing  364,876  fans  or  "75%  capacity," 
Mr.  Kahn  explained. 

He  declared  that  in  talking  to  the  po- 
tential radio  advertisers  and  networks, 

TelePrompTer  tried  "to  get  them  to  relate 
the  price  they  would  pay  us  to  the  size 

of  the  audience,  but  they  wouldn't  go 
alon]  with  it."  Mr.  Kahn  noted  that  by 

eliminating  radio  "from  the  picture  in  this 
instance,  we  would  have  a  better  way  of 

evaluating  valuer  in  future  fights."  The 
prospective  advertisers  were  not  identified. 

PROGRAM  SERVICE  SHORTS 

Ampex  Corp.,  Redwood  City,  Calif.,  is 

sending  information  about  tv  programs  be- 
ing syndicated  via  videotape  to  stations 

equipped  with  Ampex  VR-1000  videotape 
recorders.  First  notice  of  new  service  lists 

DOUGH  IS  RIGHT 

The  sales  curve  on  games  patterned 

after  television  shows  continues  up- 
ward. The  latest  report  comes  from 

Charles  S.  Raizen,  president  of  Transo- 

gram  Inc.,  and  Robert  R.  Max,  man- 
ager of  California  National  Produc- 

tions' merchandising  division  on  a 
new  "junior"  Tic  Tac  Dough  game 
(named  after  the  NBC-TV  quiz  show) 

for  children  ages  7-10.  Sales  of  the 
original  game  now  are  approaching 
the  $1  million  mark. 
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<4  WOR  UNDAUNTED 

WOR  New  York  reported  late 

Thursday  (Aug.  7)  it  would  broadcast 
the  Patterson-Harris  heavyweight 
championship  match  the  night  of  the 

fight  not  from  ringside  but  on  a  re- 
created basis.  The  bout  will  be  held 

in  Los  Angeles.  The  broadcast  will  go 

on  at  10:15  p.m.  in  New  York.  Sports- 
caster  Stan  Lomax  will  handle  the 

round-by-round  re-creation. 

WGN-TV  Chicago's  Ding  Dong  School, 

KTTV  (TV)  Los  Angeles'  Divorce  Court 

and  KENS-TV  San  Antonio's  Don  Mahoney 
Ranch  Party  as  currently  available. 

Standard  Radio  Transcription  Services,  Chi- 
cago, announces  additional  stations  on 

"Musi-que"  subscribers  list:  KENI  An- 
chorage, Alaska;  KGEE  Bakersfield,  Calif.; 

WTAO  Boston,  Mass.;  WIKY  Evansville, 

Ind.;  KMMJ  Grand  Island,  Neb.;  KAYS 

Hays,  Kan.;  WBIE  Marietta,  Ga.;  KWIP 
Merced,  Calif.;  WMBD  Peoria,  111.;  KSNY 

Snyder,  Tex.;  WTBF  Troy,  Ala.;  KMOP 

Tucson,  Ariz.;  KHAT  Phoenix,  Ariz.; 

CKVL  Verdun,  Que.;  WHVF  Wausau, 

Wis.;  WKWK  Wheeling,  W.  Va.;  WKTF 

Warrenton,  Va.;  WCAX  Burlington,  Vt.; 
WLET  Toccoa,  Ga.;  KISD  Sioux  Falls, 

S.D.;  CJCH  Halifax,  N.S.;  WIKY  Evans- 
ville, Ind.;  WFIN  Findlay,  Ohio;  WKJG 

Fort  Wayne,  Ind.,  and  WQUA  Moline,  111. 

WNFC  Fayetteville,  N.  C,  has  been  granted 

Muzak  Corp.  franchise  under  name  of  Cape 

Fear  Electronics  Co.  Operation  will  supply 

Muzak  background  music  service  to  Fayette- 
ville, Sanford,  Dunn,  Clinton,  Lumberton, 

Laurinburg,  Southern  Pines  and  Pinehurst — 
all  North  Carolina. 

ASCAP  and  Storecast  Corp.  of  America, 

N.Y.,  have  signed  license  agreement  for  per- 
formance of  ASCAP  music  in  U.S.  Nearly 

600  supermarkets  use  Storecast  services  via 
fm  stations  from  Middle  West  to  New 

England.  Agreement  was  negotiated  by  J. 

M.  Collins,  ASCAP  sales  manager,  and 

Stanley  Joseloff,  Storecast  president. 

Radio  Recorders,  Hollywood,  has  acquired 

three-story  block-long  building  to  house 
new  stereophonic  recording  studios.  Custom 

recording  firm,  which  provides  studio  facili- 
ties for  many  phonograph,  radio  spot  and 

tv  sound  tracks,  will  continue  to  operate 
present  studios  at  7000  Santa  Monica  Blvd. 

Present  plans  are  to  open  new  stereophonic 

facilities,  expected  to  cost  $200,000,  early 
this  fall. 

Phil  Davis  Musical  Enterprises,  New  York 

producer  of  radio-tv  jingles,  announces 
change  of  address  to  59  E.  54th.,  New  York 

22,  effective  Sept.  1. 

WSBT-TV 
SOUTH  BEND,  INDIANA'S DOMINANT  STATION 

PRIMARY  COVERAGE  — 

748,800  TV  VIEWERS  IN 

PROSPEROUS  MICHIANA* 

•  HOUSING  CONSTRUCTION 
Gains  in  1957 

•  SAVINGS  DEPOSITS 
Hit  record  high  in  1957 

•  SPENDING 

Leads  7th  Federal  Reserve  District  for  1957 

•  HIGH  SPOT  CITY 
For  4th  consecutive  month 
(Sales  Management  Magazine) 

•  DEPARTMENT  STORE  SALES 
Showed  up  better  than  any  other 
major  Indiana  city  in  1957. 

LOOK  what's  happening  in 

South  Bend . . .  Indiana's  2nd  Market 

Business  is  good  in  South  Bend,  Indiana.  The  facts 

above  attest  to  that.  In  addition,  there  are  other  signs 

such  as:  The  South  Bend-Mishawaka  City  Corporate 

Area  is  1st  in  Indiana  in  Effective  Buying  Income 

per  capita — 2nd  in  Indiana  in  total  Effective  Buying 
Income  —  2nd  in  total  Retail  Sales  —  2nd  in  Food 

Sales  —  2nd  in  Drug  Sales. 

WSBT-TV  dominates  this  great  market.  No  other 

area  station  comes  close  to  WSBT-TV  in  the  number 

of  top  rated  shows  carried.  Chicago  and  Michigan 

stations  aren't  even  in  the  running.  See  your  Raymer 
man  or  write  us. 

*14  counties  in  Northern  Indiana  and 
L  Southern  Michigan.  Set  count,  201,000 

3.6  persons  per  family. 

WSBT 
TV 

CBS...   4    CBS   BASIC    OPTIONAL  STATION 

ASK  PAUL  H.  RAYMER  COMPANY  •  NATIONAL  REPRESENTATIVE 
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TELEVISION 

Mr  I  NaTOH's  ALcM 

Put  your  salesman  where  he  can  reach  the  largest 

number  of  potential  customers,  the  3  million  plus  people 

with  over  4  billion  dollars  to  spend  who  live 

in  the  75  county  WSJS  market. 

^  Winston-Salem 
I  III n  for  ]  Greensboro 

^  High  Point 

AFFILIATE 

Call  Headley-Reed 
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INTERNATIONAL 

CANADA  FALL  TV  NEARLY  SOLD  OUT 

•  All  but  1%  hours  of  total  19  taken  on  network  shows 

•  Season  'not  slow/  CBC  says;  bulk  of  sales  to  old  sponsors 

All  but  134  hours  of  the  total  19  hours 
of  weekly  evening  television  network  time 

had  been  sold  by  July  31,  Canadian  Broad- 
casting Corp.  officials  told  Broadcasting. 

There  was  a  good  possibility  that  the  re- 
mainder would  also  be  sold  by  the  time  the 

fall  season's  programming  started. 
"We  are  slightly  ahead  of  last  year  this 

time  in  television  network  commercial  sales," 
Peter  McDonald,  CBC  director  of  English- 
language  tv  network  programming  explained. 

"It  has  not  been  a  slow  buying  season 
for  evening  network  programs  here.  While 
some  of  the  smaller  advertisers  have  dropped 
out,  we  have  been  able  to  sell  more  time 
to  other  advertisers.  To  date  we  have  not 

tried  too  hard  to  sell  new  advertisers, 

giving  preference  to  our  former  advertisers. 
Vacant  time  is  now  under  negotiation  and 

discussion  with  new  advertisers." 
Under  CBC  policy  news  and  opinion 

telecasts  are  not  sold  commercially,  and 
some  dramatic  and  cultural  shows  are  not 

sold,  except  on  an  infrequent  basis.  Unlike 
U.  S.  networks,  there  are  sustaining  evening 
periods  on  the  CBC  tv  network,  this  ac- 

counting for  the  total  of  only  19  hours 
of  commercial  time  out  of  a  possible  total 
of  22V2  hours  of  evening  network  time. 

CBC  network  operates  from  7:30-11  p.m. 
Sunday,  Wednesday  and  Saturday,  from 

8-11  p.m.  Monday,  Tuesday,  Thursday  and 
Friday. 

Out  of  the  17V4  hours  sold  to  July  31, 
WV2  hours  are  Canadian  live  and  imported 
U.  S.  network  live,  with  the  balance  U.  S. 
or  Canadian  film  shows.  Of  the  live  shows, 
73A  hours  are  Canadian  live. 

Starting  with  three  hours  of  commercial 
network  programs  on  Sunday,  there  are  3 
hours  on  Monday,  Wednesday  and  Friday, 
IV2  hours  on  Tuesday  evening,  2  hours  on 

Thursday  evening,  and  3V2  hours  on  Satur- 
day evening.  To  be  sold  are  half-hour  live 

variety  shows  on  Monday  and  Friday  even- 
ings, a  half-hour  alternate-week  film  show 

on  Saturday  evening,  and  a  half-hour  Satur- 
day evening  film  show. 

The  English-language  tv  network  consists 
of  42  connected  stations,  and  seven  non- 
connected  and  satellite  stations.  Canada  has 
six  time  zones,  and  for  western  Canada 

all  shows  are  videotaped  at  the  new  Calgary 

delay  center,  where  a  two-hour  delay  is 
used  for  programs  for  the  Mountain  Time 

zone  and  three-hour  delay  for  Pacific  Time. 
Stations  in  the  Atlantic  Time  zone  receive 

their  network  programs  one  hour  ahead 
of  Eastern  zone  stations.  Newfoundland 

zone  stations  at  present  are  not  connected 
with  the  microwave  network  but  will  be 
within  a  few  months. 

CBC  will  start  its  afternoon  tv  network 

programming  VA  hours  earlier  this  fall 

than  last  year,  signing  on  at  2:45  p.m.  This 
adds  one  hour  of  commercial  time.  The 

network  operates  sustaining  4-5:30  p.m. 
and  the  half-hour  from  5:30-6  p.m.  is 
commercial.  Between  6  p.m.  and  7:30  or 
8  p.m.,  depending  on  days,  stations  can 

take  or  drop  network  programs.  In  all, 
there  is  some  56Vi  hours  of  network  time 

each  week,  including  sustaining  shows. 
About  71  %  is  live  programming,  the  balance 
film. 

Commercial  sponsors  this  coming  season 

on  the  CBC  English-language  network, 

mostly  out  of  Toronto,  are:  Sunday — 
Prudential  Life  Insurance  Co.  of  America 

(Foster  Adv.  Co.,  Toronto)  The  Twentieth 

Century;  Walter  M.  Lowney  Co.  Ltd. 
(candy)  of  Montreal  (Foster  Adv.)  and 
Nestle  Canada  Ltd.  (E.  W.  Reynolds  Ltd.) 
Lassie;  Carnation  Co.  Ltd.  (Baker  Adv. 

Ltd.)  and  General  Mills  Inc.  (E.  W. 
Reynolds)  Burns  &  Allen;  Imperial  Tobacco 

Co.,  Montreal  (McKim  Adv.  Ltd.,  Mon- 
treal) and  Dupont  of  Canada,  Montreal 

(Vickers  &  Benson  Adv.  Ltd..  Montreal) 
Father  Knows  Best;  General  Foods  Ltd. 

(Baker  Adv.)  December  Bride;  Canadian 
General  Electric  Ltd.,  (MacLaren  Adv.  Ltd.) 

Showtime;  Bristol-Myers  Co.  of  Canada 
(Ronalds  Adv.  Agency)  and  Singer  Sewing 
Machine  Co.  (Young  &  Rubicam  Ltd.) 
World  Stage;  General  Motors  of  Canada 
(MacLaren  Adv.)  General  Motors  Presents; 
Canadian  Kodak  Ltd.  (Baker  Adv.)  and  Ford 
Motor  Co.  of  Canada  (Vickers  &  Benson 
Adv.)  Ed  Sullivan  Show. 

Monday  through  Friday — Open  House 
and  Gordie  Tapp,  Canadian  live  participat- 

ing; Monday- Wednesday-Friday — Howdy- 
Doody,  Canadian  version,  participating. 

Monday — Colgate-Palmolive  Ltd.  (Spitzer 
&  Mills  Ltd.)  The  Millionaire;  Harold  F. 

Ritchie  Co.  Ltd.  (proprietary)  (McConnell 
Eastman  &  Co.)  and  General  Foods  Ltd. 

(Baker  Adv.)  Danny  Thomas;  S.  C.  John- 
son &  Son  Ltd.,  Brantford,  Ont.  (Needham 

Louis  &  Brorby  of  Canada)  and  Robin 
Hood  Flour  Mills,  Montreal  (Young  & 

Rubicam)  Cannonball;  Canadian  Westing- 
house  Ltd.,  Hamilton.  Ont.  (S.  W.  Caldwell 
Ltd.)  Desilu  Playhouse. 

Tuesday — Lever  Bros.  Ltd.  (Young  & 
Rubicam)  Front  Page  Challenge;  General 
Motors  of  Canada  (MacLaren  Adv.)  Chevy 
Show. 

Wednesday — Disneyland  sponsors  not  yet 
announced;  Colgate-Palmolive  Ltd.  (Spitzer 
&  Mills  Ltd.)  and  Adams  Sales  Ltd.  (Baker 
Adv.)  One  of  a  Kind;  Kraft  Foods  Ltd., 

Montreal  (J.  Walter  Thompson)  Bat  Master- 
son  and  Milton  Berle;  Whitehall  Pharmacal 
Canada  Ltd.  and  Lever  Bros.  Ltd.  (both 

through  Young  &  Rubicam)  Have  Gun,  Will 
Travel. 

Thursday — Sunbeam  Corp.  Canada  Ltd. 
(Vickers  &  Benson  Adv.)  and  Cheseborough- 
Ponds  Canada  Ltd.  (J.  Walter  Thompson) 
Music  Makers  59;  General  Foods  Ltd. 

(Baker  Adv.)  The  Unforeseen;  Campbell 
Soup  Co.  Ltd.  (Cockfield,  Brown  &  Co.) 
Wyatt  Earp;  Procter  &  Gamble  of  Canada 
Ltd.  (Benton  &  Bowles  of  Canada)  Loretta Young. 

Friday — Colgate-Palmolive  Ltd.  (Spitzer 
&  Mills  Ltd.)  Plouffe  Family;  General 
Motors  of  Canada  (MacLaren  Adv.)  Patti 

Page  and  Wells  Fargo;  Harold  F.  Ritchie 
Co.  (MacLaren  Adv.)  and  P  &  G  of  Canada 
(Young  &  Rubicam)  Country  Hoedown; 
Gillette  Safety  Razor  of  Canada,  Montreal 
(Maxon  Inc.,  New  York)  Cavalcade  of 
Sports;  Tuckett  Tobacco  Ltd.,  Hamilton, 
Ont.  (MacLaren  Adv.)  Jim  Coleman. 

Saturday — Big  Four  Football,  participat- 
ing; Seven-Up  Ontario  Ltd.  (Vickers  & 

Benson)  Zorro;  Kellogg  Co.  of  Canada, 
London,  Ont.  (Leo  Burnett  of  Canada) 
Rin  Tin  Tin;  Mr.  Fixit,  Canadian  live 

participating;  Canada  Packers  Ltd.  (James 
Lovick  &  Co.)  Ivanhoe;  Javex  Co.  Ltd. 
(MacLaren  Adv.)  Variety  Show;  Noxema 
Chemical  Co.  of  Canada  and  Lever  Bros, 

(both  through  Young  &  Rubicam),  Kimberly 
Clark  Products  (Spitzer  &  Mills),  Success 
Wax  Co.,  Montreal  (Sy  Torobin),  Gattuso 
Corp.,  Montreal  (Schneider  Cardon  Ltd., 
Montreal),  Canada  Dry  Ginger  Ale  Ltd., 
(MacLaren  Adv.)  Perry  Como;  Imperial 
Oil  Ltd.  (MacLaren  Adv.)  NHL  Hockey; 
Whitehall  Pharmacal  of  Canada  (Young 

&  Rubicam)  Sports  Interview;  Imperial 
Tobacco  Co.,  Montreal  (McKim  Adv.  Ltd.) 
Juliette;  Wrestling,  participating. 

There  will  be  a  number  of  spectacular 

sponsored  shows  on  the  CBC-TV  network, 
starting  on  Tuesday  evenings  in  October 

with  three  90-minute  plays  for  the  Bank 

of  Canada,  Ottawa,  for  Canada's  annual 
savings  bond  drive.  Wayne  and  Shuster, 
comedy  team  who  have  made  a  hit  this 

spring  and  summer  on  the  Ed  Sullivan 
Show,  will  do  five  one-hour  comedy-variety 
shows  in  Canada  for  as  yet  unnamed 

sponsors. 

Advertising  Up  10%  in  Canada; 

Tv  Share  Increases,  Radio  Slips 

Canadian  advertising  agencies  had  record 

billings  last  year  of  $222,025,288,  an  in- 
crease of  10%  in  the  year,  according  to  a 

report  of  the  government's  Dominion  Bureau 
of  Statistics,  Ottawa.  A  total  of  113  agencies 

reported  as  compared  with  110  in  1956. 
Television  accounted  for  18.3%  of  the 

billings,  compared  with  16.6%  the  previous 
year.  Radio  billings  were  down  slightly  to 
10%  of  total  billings  from  10.3%  in  1956. 

The  agencies  reported  gross  revenue  of 

$35,758,000,  equal  to  15.8%  of  total  bill- 
ings, compared  with  1956  gross  revenue  of 

$32,204,000  or  15.7%  of  total  advertising billings. 

Stations  Set  Up  Ottawa  Bureau 

Ten  of  the  All-Canada  Mutually  Operated 
Stations  of  western  Canada  have  formed  a 

news  bureau  at  Ottawa,  under  management 
of  Sam  Ross,  assistant  manager  of  CKWX 
Vancouver,  B.  C.  The  stations:  CKWX; 
CJVI  Victoria;  CJAT  Trail,  both  British 
Columbia;  CFGP  Grande  Prairie;  CJCA 

Edmonton;  CFAC  Calgary;  CJOC  Leth- 
bridge,  all  Alberta;  CKCK  Regina,  Sask.; 

CKRC  Winnipeg,  Man.;  and  CKOC  Hamil- 
ton, Ont.,  will  take  news  from  the  Ottawa 

bureau  by  wire,  tape  and  telephone.  Before 
joining  CKWX  as  news  editor  in  1944,  Sam 
Ross  was  manager  of  Press  News  Ltd.,  sub- 

sidiary of  the  co-operative  Canadian  Press, 
Toronto,  supplying  radio  stations. 
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INTERNATIONAL  continued 

Would-be  viewers  abound  in  Moscow 

where  tv  set  demand  outruns  supply 

BY  WHITMAN  BASSOW 

Moscow  correspondent,  UPI 

Whitman  Bassow,  Moscow  correspondent 
for  the  United  Press  International  since 

1955,  has  watched  Muscovites'  hunger  for 
tv  mount  to  the  point  where  the  demand  for 

sets  "is  enormous  and  practically  insatiable." 
Here  Mr.  Bassow,  a  specialist  in  Russian  af- 

fairs for  more  than  10  years,  tells  about  tele- 
vision in  the  two-channel  U.S.S.R.  capital. 

Soviet  television  is  barely  10  years  old, 
but  is  fast  gaining  momentum. 
When  the  first  regular  telecasts  began 

in  1949,  there  were  about  40,000  receivers 

in  this  country  of  almost  175  million  per- 
sons. Now,  there  are  2  million  sets  in  opera- 

tion and  production  is  increasing  every  year. 
The  demand  for  new  sets  is  enormous  and 

practically  insatiable.  Long  lines  of  patient 
Russians  in  front  of  the  tv  shops  show  that 

the  supply  can  hardly  keep  up  with  demand. 
Some  Russians  have  waited  as  long  as  a 

year  to  get  a  new  set. 

There  are  no  commercials.  The  govern- 
ment foots  the  tv  bill  in  the  Soviet  Union. 

A  set  owner  is  required  to  register  it  at  the 
local  post  office  and  pay  a  small  fee. 

What  does  a  Russian  actually  see  and 
hear  on  his  set?  In  Moscow,  he  can  choose 

between  two  channels,  operated  by  the 

Central  Television  Studio,  the  country's 
largest. 

A  typical  Friday  evening  schedule  on 

ch.  1  begins  at  5  p.m.  with  a  children's 
program.  30  minute  film-lecture  on  elec- 

tricity, followed  by  a  10  minute  commentary 
on  world  affairs,  then  a  50  minute  inter- 

view with  the  youngsters  on  collective  farm. 
A  50  minute  variety  show  follows  with 

the  final  program  of  the  evening  a  docu- 
mentary film:  The  First  Soviet  Sputniks. 

Meanwhile,  ch.  2  televised  direct  from  the 

Conservatory,  a  symphony  concert  with  a 
French  Violinist  Michel  Auclere  as  soloist. 

On  Saturdays,  only  ch.  1  is  on  the  air, 
usually  with  a  movie  or  a  concert.  Sunday 
is  the  heaviest  day  of  the  week  and  a 
Moscow  viewer  can  watch  ch.  1  for  eight 
hours  or  ch.  2  for  five.  A  typical  Sunday 

program  on  ch.  1  opened  with  a  children's 

play  followed  by  Take  Up  Physical  Culture!, 

30  minutes  of  body  building  for  middle- 
aged  persons.  Then  viewers  saw  a  special 
program  for  soldiers,  a  report  on  the  arts, 

and  a  variety  show  pickup  from  Moscow's 
Variety  Theatre. 

Meanwhile,  those  tuned  to  ch.  2  saw  a 

full-length  documentary  film  entitled  Six 
p.m.  on  an  Evening  After  the  War  and 
another  concert. 

Television  viewers  in  other  parts  of  the 

country  watch  similar  programs  broadcast 
by  about  25  local  stations.  This  number, 
incidentally,  is  expected  to  increase  to  40 
by  the  end  of  1958.  By  1960,  the  Russians 

plan  to  have  75  stations  in  operation — 
enough  to  cover  the  principal  population 
centers  of  this  vast  country. 

It  is  difficult  to  ascertain  the  ratio  of 

live  programs  to  film,  since  no  figures  on 
this  are  available.  According  to  G.  A. 
Ivanov,  director  of  the  Moscow  Tv  Studios, 
more  than  half  of  all  his  programs  are 

televised  live.  He  cited  recent  studio  pro- 

ductions of  the  ballet  "Raimonda"  and 
Moliere's  "Les  Fourberies  de  Scapin."  He 
said  the  Moliere  play,  adapted  for  tv,  was 
the  first  production  in  25  years. 

Unlike  in  the  U.  S.,  there  are  no  tv 

networks  in  Russia.  Each  tv  station  presents 

its  own  programs,  on  film  or  live,  inde- 
pendent of  the  others.  There  is  some  film 

exchange,  but  this  is  sporadic  according 
to  Ivanov.  Co-axial  cables  do  not  exist, 

thus  eliminating  the  possibility  of  nation- 
wide hookups. 

The  Russians  are  now  working  on  a  sys- 

tem of  radio  relays  to  increase  a  station's 
transmitting  radius  and  to  transmit  programs 
from  one  tv  station  to  another.  The  Moscow 

station  now  has  a  relay  to  Ryazan,  200  kms 
to  the  southeast,  Kharkov,  750  kms  south, 

and  to  Leningrad,  800  kms  north.  (A  kilo- 
meter is  slightly  more  than  6/10  of  a  mile.) 

They  have  also  successfully  experimented 
with  using  aircraft  as  flying  relay  stations 
between  large  cities.  Recently,  this  method 
was  used  to  relay  several  Moscow  programs 
to  the  Leningrad  station. 

At  the  present  time,  there  is  no  color 
television  in  the  Soviet  Union.  Nor  are 
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experimental  telecasts  being  made.  The  first 
ones  are  not  expected  earlier  than  next 
year.  When  and  if  these  are  successful,  then 

compatible  black-and-white  and  color  sets 
will  go  into  production. 

Moscow's  third  channel,  now  unused,  will 
be  the  color  channel.  But  even  when  regu- 

lar telecasts  begin,  according  to  Ivanov, 
there  will  be  only  a  limited  schedule  of 
several  hours  a  week. 

"We  are  not  too  much  concerned  with 
color.  We  must  still  master  the  possibilities 

of  black-and-white  and  we  have  a  great 

deal  to  learn  about  that,"  Mr.  Ivanov  said. 
Moscow's  tv  center  is  a  symbol  of  Soviet 

tv — growing  constantly,  expanding  facilities, 
increasing  staff.  Two  new  studios  have  re- 

cently been  completed:  one  1,968  square 
feet,  the  other  492  square  feet.  This  brings 

Moscow's  total  up  to  3,936  square  feet. 
More  than  500  technicians,  writers,  edi- 

tors, announcers  and  musicians  work  at 

Moscow  with  the  number  expected  to  rise 
to  650  by  the  end  of  1958. 

Moscow's  programs  can  be  received  up 
to  62  miles  from  the  station.  A  1,640  ft. 

tower,  now  nearing  completion,  will  increase 
the  radius  to  124  miles. 

But  despite  the  rapid  increase  in  the 
number  of  stations  and  programs,  Soviet 
viewers  are  far  from  satisfied.  The  press 
is  filled  with  letters  from  fans  complaining 
about  the  programs.  Not  long  ago,  Evening 

Moscow  published  a  joint  letter  from  13 

viewers  complaining  that  Moscow's  pro- 
grams "have  become  less  interesting  and 

occasionally  downright  boring." 
"After  a  strenuous  day's  work,  we  want 

humor,  jokes,  satire,  good  films,  comedies, 
plays,  scientific  films,  new  machinery.  But 

we  only  get  this  in  driblets." A  tv  fan  in  far-off  Baku  writes  that  the 

local  studio  presents  nothing  but  "dull  pro- 
grams" consisting  mostly  of  ancient  films. 

The  newspapers  are  not  only  filled  with 
complaints  about  the  programs,  but  also 
about  the  quality  of  the  tv  sets  themselves. 
After  paying  2,500  rubles  for  a  new  set, 
sometimes  representing  three  or  four  months 

pay  (the  ruble-dollar  rate  of  exchange  of- 
ficially is  4-1,  for  tourists,  10-1),  the  pur- 
chaser expects  trouble  free  installation  and 

operation.  But  this  is  hardly  ever  the  case. 
Many  sets  head  straight  for  the  repair 

shops  shortly  after  they  are  installed. 
Russians  now  have  a  fairly  wide  choice 

of  sets  in  various  sizes  and  price  ranges. 

Prices  range  from  750-2,600  rubles  with 
screen  sizes  from  7x9  inches  to  10x14. 

Last  January  when  the  Ministry  of  Trade 
cut  the  prices  on  some  of  the  slower  moving 
sets,  stores  were  jammed  the  following  day. 

Soviet  television  is  still  in  its  infancy,  but 

it  can  be  expected  to  grow  at  fantastic 

speed,  since  it  is  such  a  powerful  medium 

for  education  and  propaganda.  The  gov- 
ernment, which  of  course  recognizes  this, 

is  pouring  millions  of  rubles  into  television. 

Some  day,  not  too  far  distant,  a  vast  net- 

work of  tv  stations  will  bring  the  Kremlin's word  to  millions  of  Soviet  citizens  sitting 
in  their  own  homes. 

Lenin  once  called  the  press  a  superb 

organizer,  agitator  and  propagandist  for 
the  communist  cause.  If  he  were  alive  today, 

what  would  he  say  about  television? 

Broadcasting 



Why  not  let  us  tell  you  the  complete  story 
of  the  sensational  new  NiU-  Watch?  Write 
the  Gates  Radio  Company  today  for  full 
details. 

GATES  RADIO  COMPANY 
QUINCY,  ILLINOIS 

Subsidiary  of  Harris-lntertype  Corporation 

OFFICES         —  NEV 
INTERNATIONAL  DIVJ.  13  East  40th 
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FREDERICK  w  ACKERMAN,  presi- 
dent of  Western  Greyhound 

Lines,  elected  president  of 
Greyhound  Corp.,  succeeding 
ARTHUR  S.  GENET,  resigned  to 

.i-e^-y  devote  himself  to  personal 
business  interests.  Mr.  Ack- 
erman.  Greyhound  operating 
executive  since  1926.  was 
president  of  Pacific  Grey- 

hound from  1946  until  1957 
when  Western  Greyhound 
Lines  was  formed.  He  will 

MR.  ACKERMAN        reside  in  Chicago  area. 

WILLIAM  C.  PANK,  v.p.  and  account  supervisor, 
Reach,  McClinton  &  Co.,  N.Y.,  elected  to  board 
of  directors,  and  named  chairman  of  agency's 
plans  board.  Re-elected  to  board  were  CHARLES 
DALLAS  REACH,  chairman;  HAROLD  L.  McCLINTON, 
president;  DANIEL  M.  BERNHEIM,  FRANCIS  R.  RISLEY 
and  ROBERT  W.  ROBB,  all  senior  v.p.'s;  ALFRED  E. 
GOLDMAN,  v.p. -copy  director;  WERNER  MICHEL, 
v.p. -radio-tv  director  and  HOWARD  SANDS  SR., 
account  executive. 

DEAN  LANDIS,  senior  v.p., 
Keyes.  Madden  &  Jones,  N.Y., 
to  Compton  Adv.,  N.Y.,  as 
v.p.  in  charge  of  midwest 
operations.  L.  O.  HOLMBERG, 
v.p.  and  manager  of  Chicago 
office,  and  R.  F.  GOMBER,  v.p. 
and  manager  of  Milwaukee 
office,  will  continue  in  those 
capacities  reporting  directly 
to  Mr.  Landis  in  Chicago. 

MR.  LANDIS C.  E.  BOWIE  Mercury-Edsel- 
Lincoln  Div.  of  Ford  Motor 
Co.,  Dearborn,  Mich.,  named  general  sales  man- 

ager of  consolidated  sales  office,  and  GEORGE  S. 
COATES,  his  assistant,  made  assistant  general 
sales  manager.  E.  F.  COLL  promoted  from  Chicago 

regional  sales  manager  for  Lincoln  and  Mercurj 
to  sales  manager  for  Lincoln  and  Continental. 

HILLY  ROSE,  v.p.  in  charge  of  creative  and  sales 
departments  at  Kling  Film  Productions,  Chicago, 
to  Knipschild-Robinson,  sales  promotion-training 
agency,  as  v.p.  and  general  manager  of  its  motion 
picture  and  slidefilm  department. 

J.  C.  COWHEY,  formerly  manager  of  D'Arcy  Adv. 
Co.'s  Detroit  office,  appointed  director  of  adver- tising and  sales  promotion  for  Chrysler  and 
Imperial  cars,  effective  Aug.  15.  Mr.  Cowhey 
succeeds  B.  R.  DURKEE,  resigning  to  become  execu- 

tive v.p.  of  Botsford,  Constantine  &  Gardner. 
Portland,  Ore. 

BEN  R.  DONALDSON  retires  as 
director  of  institutional  ad- 

vertising, Ford  Motor  Co., 
Dearborn,  Mich.  Mr.  Donald- 

son, who  has  completed  39 
years  of  service  with  Ford, 
will  be  retained  as  advertis- 

ing consultant.  He  has  been 
member  of  Assn.  of  National 
Advertisers  since  1944,  be- 

came board  member  in  1948 
and  was  chairman  1953-54. 
At  one  time  he  was  editor 
of  all  Ford  plant  publications 
and  also  handled  programs  for  company's  former 
radio  station  and  was  one  of  nation's  first  com- mercial radio  announcers. 

PHIL  H.  WEIL,  formerly  manager  of  dealer  sales  for 
Hotpoint  Co.  in  Baltimore,  Md. -Washington, 
D.  C.,  area,  appointed  manager  of  national  key 
account  sales  at  Norge  Div.  of  Borg-Warner 
Corp.,  Chicago. 

ROBERT  S.  SPAETH,  formerly  senior  account  execu- 
tive on  Coca-Cola  account  at  McCann-Erickson 

Inc.,  to  Leo  Burnett  Co.,  Chicago,  as  account 
executive  on  Kellogg  Co.  (corn  flakes). 

ROBERT  SODERBERG,  active  in  motion  pictures  and 
tv  in  New  York  and  Hollywood,  joins  Hollywood 

MR.  DONALDSON 
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HE  Model  108  Phase  Meter  is  an  instrument 

designed  to  provide  an  indication  of  the  phase  re- 
lations in  directional  antenna  systems.  Each  instru- 

ment is  tailored  for  the  particular  installation  and 
usually  incorporates  provision  for  indicating  the 
relative  amplitudes  of  the  currents  in  the  various 
antennas,  as  well  as  the  phase  relation.  The  Model 
108  Phase  Meter  has  found  its  principal  use  in 
broadcast  stations  employing  directional  antennas, 
but  its  wide  frequency  range  makes  it  readily 
adaptable  for  other  applications. 

The  popularity  of  the  Model  108  Phase  Meter  is 
proven  by  the  vast  number  now  in  use. 
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office  of  Benton  &  Bowles  as  agency  producer. 
Mr.  Soderberg  will  handle  coordination  of  com- 

mercial and  show  production  on  The  Ann  Soth- 
ern  Show. 

HARRY  LANGE,  previously  with  Kling  Film  Enter- 
prises, Chicago,  joins  McCann-Erickson  in  Chi- 

cago as  tv-radio  producer. 

DON  K.  REECE,  previously  with  Dowell  Inc.,  Tulsa, 
Okla.,  joins  White  Adv.,  Tulsa. 

COLIN  J.  FAIRLIE,  formerly  with  Zellerback  Paper 
Co.,  S.F.,  as  assistant  advertising  manager,  joins 
Hoefer,  Dieterich  &  Brown,  Inc.,  S.F.,  as  copy 
writer.  HELEN  DUNNE,  previously  controller  for 
Charles  Johnson  Adv.  (S.F.  office),  appointed 
head  of  HD  &  B  accounting  department. 

JOE  GANS,  radio-tv  v.p..  Maxwell  B.  Sackheim  & 
Co.,  and  client  JOHN  PHILIP  SOUSA  III,  director 
of  circulation  development,  Time  magazine  [AD- 

VERTISERS &  AGENCIES,  June  30],  named 
chairman  and  vice-chairman,  respectively,  of 
radio-tv  committee.  Recording  for  the  Blind  Inc.. 
non-profit  education  philanthropic  organization. 

FILM  smmmmmmmm 

GUS  HAENSCHEN,  musical  supervisor  of  former 
NBC-TV  program  Washington  Square,  to  Jac- 

ques Traubee  Productions,  N.Y.,  as  member  of 
board  of  directors  and  musical  director. 

ARTHUR  MANHEIMER,  Chicago  branch  manager  for 
National  Screen  Service  Corp.,  N.Y.,  since  1951, 
has  been  assigned  to  devote  fulltime  to  expan- 

sion of  company's  tv  commercial  and  special 
service  field,  headquartering  in  Chicago.  Suc- 

ceeding Mr.  Manheimer  will  be  MILTON  FEINBERG, 
branch  manager  of  Des  Moines  office  since  1947. 
Both  appointments  are  effective  Aug.  25. 

PAUL  WEBSTER,  formerly  regional  manager  for 
Republic  Pictures,  Indianapolis,  has  been  named 
regional  manager  and  supervisor  of  newly  formed 
Indianapolis  office  of  Flamingo  Telefilm  Sales. 
Office  is  located  at  4550  Central.  Telephone: 
Atwater  3-8234.  Flamingo  also  announced  ap- 

pointment of  LEO  KNIGHT,  with  Ziv  for  past  eight 
years,  as  regional  supervisor  for  Texas. 

RICHARD  MAIBAUM,  former  producer-writer  at 
Paramount  Pictures  who  recently  has  freelanced 
as  writer  for  theatrical  pictures  and  tv  films, 
appointed  executive  producer  for  MGM-TV.  He 
succeeds  SAM  MARX,  who  resigned  July  1  to  be- 

come independent  producer. 

JACK  W.  WALDREP,  Swift  &  Co.,  Atlanta,  to  CBS- 
TV  Films  Sales  Co.  as  executive.  Mr.  Waldrep 
will  report  to  JIM  McCORMICK,  general  manager 
of  Atlanta  office,  which  covers  Alabama,  Missis- 

sippi and  parts  of  Georgia. 

JOE  HYAMS,  assistant  publicity  manager,  Hecht- 
Hill-Lancaster,  New  York,  to  west  coast  publicity 
manager  for  independent  film  company,  now 
expanding  into  tv  production  [FILM,  July  14]. 
Mr.  Hyams  succeeds  STEVE  BROOKS,  resigned. 

FRANK  E.  LeBEAU  previously  southwestern  repre- 
sentative, Carl  Byoir  Assoc.,  to  Associated  Artists 

Productions,  southwestern  sales  staff. 

FRED  HAMILTON,  manager  of  film  program  oper- 
ations for  NBC-TV  since  December  1957,  pro- 

moted to  director,  film  programs  for  NBC-TV's Pacific  Div.  TOM  KOCH  signed  as  writer  for  net- 
work's The  George  Gobel  Show,  returning  Sept. 

23. 

GIL  RODIN,  previously  producer  of  Eddie  Fisher 
Show  for  NBC-TV,  will  produce  Liberace  day- 

time program,  scheduled  for  ABC-TV,  starting 
in  October. 

WILLIAM  HAMMERSTEIN,  NBC-TV  program  execu- 
tive, resigned  to  produce  CBS-TV's  forthcoming half-hour  Arthur  Godfrey  Show  set  for  Tuesday 

evenings  in  fall. 

JOHN  DALY,  ABC  v.p.  and  tv  panel  moderator, 
named  narrator  of  new  Voice  of  Firestone  on 
ABC -TV  (Monday  9-9:30  p.m.)  starting  Sept.  8. 
confirmed  last  week  by  Firestone  Tire  &  Rubber 

Co.,  Akron,  Ohio,  the  program's  sponsor  [PRO- GRAMS  &   PROMOTIONS,  Aug.  4]. 

JERRY  LANNING,  formerly  on-air  promotion  writer, 
WRCA-TV  New  York,  to  CBS  Radio  as  copy 
writer,   advertising   and   promotion  dept. 

ROBERT  M.  WEITMAN,  CBS-TV  v.p.  in  charge  of 
program  development,  left  New  York  on  Aug.  1 
for  trip  to  Europe,  which  will  be  climaxed  in 
late  August  by  visit  to  Israel  in  his  capacity  of 
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!  "Think  this  is  a  good  place  to  make  a  stand,  son?"  '. 

Poor  Gen'l  Custer,  alas,  didn't  when  he  picked  the 

site  for  his  famous  last  stand.  People  in  today's 
television  and  radio  business  who  have  to  be  right 

as  often  as  possible  are  a  lot  more  fortunate.  For 

over  a  quarter-century  they've  found  up-to-date 

answers  on  virtually  everything  about  TV-&-radio 

in  Broadcasting  Magazine,  THE  authoritative 

businessweekly  in  this  multi-million  dollar  field. 

Edited  by  professionals  for  professionals, 

Broadcasting  stands  alone  as  the  best  way  to 

knoiv  about  TV-&-radio  and  to  advertise  to  those 

who  make  its  major  decisions. 
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PEOPLE  CONTINUED 

f-levision-radio  coordinator  for  10th  Anniversary 
Observance  of  State  of  Israel. 

STATIONS 

FRANK  B.  ESTES  resigns  as  v.p. 
of  WKNE  Keene,  N.H.,  and 
has  purchased  majority  con- 

trol of  WKXL  Concord,  N.H. 
Mr.  Estes  has  indicated  that 
he  will  assume  presidency  of 
Capitol  Broadcasting  Corp., 
licensee  of  WKXL,  early  this 
fall.  HOWARD  E.  WHEELOCK, 
former  sales  manager  of 
WKNE,  appointed  general 
manager  of  WKNE,  effective 
Aug.  31. 
E.  J.  McKELLAR,  president  of 
KVOX  Broadcasting  Co., 
Moorehead,  Minn.,  elected 
president  of  Great  Northern 
Broadcasting  Network,  suc- 

ceeding MANNY  MARGET, 
KVOX.  LESLIE  E.  MAUPIN, 
KLPM  Minot,  N.D.,  is  v.p. 
and  ROBERT  L.  OWENS,  KVOX, 
is  sec.-treas. 

JOSEPH  KRUGER  appointed  v.p. 
in  charge  of  Northern  Div. 

MR.  WHEELOCK  snd  ALLAN  ROBERTS  v.p.  in 
charge  of  Southern  Div.  of  Tarlow  Assoc.,  group 
station  owner.  Northern  includes  WHIL  Medford 
and  WARE,  Ware,  both  Massachusetts;  and 
Southern  includes  WHYE  Roanoke,  Va.;  WWOK 
Charlotte,  N.C.;  and,  pending  FCC  approval  of 
purchase,  WJBW  New  Orleans,  La. 

GEORGE  C.  COLLIE,  formerly  with  WOAI-TV  San 
Antonio  and  KDUB-TV  Lubbock,  both  Texas, 
to  KOSA-TV  Odessa,  Tex.,  as  national  sales 
manager. 

BOB  McVAY,  former  co-owner 
and  manager  of  KGEN  Tu- 

lare, Calif.,  named  general 
manager  of  KWG  Stockton, 
Calif.  ROBERT  SAMPSON,  for- 

merly with  KBVM  Lancaster, 
Calif.,  appointed  KWG  chief 
engineer. 

EARL  MOORE,  with  WXYZ  De- 
troit from  1934  to  1947,  when 

it  was  owned  by  King- 
Trendle,  joins  WXYZ  Inc.  as 
business  manager. MR.  McVAY 

ALEXANDER  C.  FIELD,  Jr.,  public  service  program- 
ming coordinator  at  WGN-AM-TV  Chicago,  ap- 

pointed program  manager  of  WGN-TV,  after 
serving  in  acting  capacity  since  April  19. 

JOE     KENNEDY,     KSO  Des 
Moines,  Iowa,  chief  announc- 

er for  past  two  years  pro- 
moted to  program  director 

for  station.  Mr.  Kennedy  was 
previously  with  WIND  Chi- 

cago and  KOWH  Omaha, 
Neb. 

DON  L.  PIERCE,  WFMY-TV 
Greensboro,  N.C.,  account  ex- 

ecutive, elevated  to  local 
sales  manager. 

Advertisement 

MR.  SHOEMAKER 

MR.  KENNEDY 

ROY  L.  GALLAGHER,  chief  engineer.  WTLG  Bowl- 
ing Green,  Ohio,  to  KGHF  Pueblo,  Colo.,  in  sim- 
ilar capacity. 

DON  V.  SHOEMAKER,  promotion 
and  merchandising  manager 
of  KFAB  Omaha,  Neb.,  named 
general  m~nager  of  KLMS 
Lincoln,  Neb.  Mr.  Shoe- 

maker was  associated  with 
KFAB  for  last  14  years  and 
with  KSO  Des  Moines,  Iowa, 
two  years  previously. 

RICHARD    F.    POLGREEN,  WFBL 
Syracuse,  N.Y.,  promoted  to 
cssistant  manager  and  direc- 

tor of  sales.  KIRK  JACKSON, 
merchandising  manager,  WTRF-TV  Wheeling,  W. 
Va.,  adds  duties  of  promotion  director.  ROBERT 
W.  FERGUSON,  executive  v.p.  and  general  manager, 
WTRF-TV,  appointed  vice  chairman  of  1958 
Wheeling  Community  Chest  Campaign. 

PAUL  RHOADES,  KRNT  Des  Moines,  Iowa,  person- 
ality since  1950.  promoted  to  managing  editor  of 

KRNT- AM -TV  news  department. 

BETTS  BRAUER  named  traffic  manager  of  KTRK 
(TV)  Houston,  Tex.  E.  A.  RICH  and  PERRY  BLANK- 
ENSHIP  promoted  from  cameramen  to  assistant 
directors  at  KTRK. 

TONY  TEMPLE,  previously  with  KHOZ  Harrison, 
Ark.,  and  WDXI  Jackson,  Tenn.,  to  KXO  El 
Centro,  Calif.,  as  program  director. 

C.  WILLIAM  GIVENS,  with  Westinghouse  Broad- 
casting Co.  for  past  eight  years,  appointed  music 

director,  WBZ-WBZA  Boston-Springfield,  Mass. 

C.  GREG  VAN  CAMP,  WTRF-TV  Wheeling,  W.  Va., 
promotion  director,  to  WTAE-TV  Pittsburgh,  new 
ABC  outlet  scheduled  to  go  on  air  Sept.  1. 

WILLIAM  McGAW,  KDKA-TV  Pittsburgh  executive 
producer,  promoted  to  assistant  program  man- 

ager. Other  KDKA  promotions  are  ROGER  WOLFE 
to    operations    supervisor    and    ERNEST  MOENCK- 
MIER,  formerly  with  WMT-TV  Cedar  Rapids, 
Iowa,  to  director  of  creative  services. 

RONALD  R.  WREN,  program  and  promotion  man- 
ager of  KBAK-TV  Bakersfield,  Calif.,  has  joined 

advertising,  promotion  and  press  information 
department  of  KGO-TV  San  Francisco  as  assist- 

ant to  GEORGE  T.  RODMAN,  director  of  that  de- 

partment. 
BOB  LAZICH,  night  news  editor  at  KWBB  Wichita, 
Kan.,  resigns,  effective  Sept.  1. 

JACK  REBNEY,  formerly  with  WBBM  Chicago  as 
writer-director,  joins  KNX  Los  Angeles  in  sim- ilar capacity. 

WILLIAM  H.  WHITMARSH,  formerly  sales  represent- 
ative of  Gulf  Oil  Corp.,  Baltimore,  joins  WBAL 

Baltimore.  Md.,  as  account  executive.  RICHARD 
GOCHNAUER,  previously  senior  sales  engineer  of 
American  Air  Filter  Co.,  Louisville,  Ky.,  joins 
WBAL-TV  as  account  executive. 

DON  KECK,  previously  salesman  with  C.  W.  Mar- 
wedel,  S.F.,  industrial  supply  house,  to  KNBC 
San  Francisco  as  account  executive  for  local 
sales. 

FREEMAN  B.  CALKIN,  formerly  account  executive 
for  Wm.  Savage  Adv.,  Cincinnati,  joins  WKRC 
Cincinnati  in  similar  capacity.  DORE  M.  FRANTZ, 
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transmitter  engineer  since  February  1949,  ap- 
pointed engineering  supervisor  for  WKRC-AM- FM. 

RAYMOND  C.  OSTENDORF,  formerly  advertising 
consultant,  Universal  Match  Corp.,  St.  Louis, 
Mo.,  to  WSAZ-TV  Huntington,  W.  Va..  as  ac- 

count executive. 

ROBERT  S.  WATTS,  formerly  on  sales  staff  of  KLOK 
San  Jose,  Calif.,  joins  KSAY  San  Francisco  sales 
staff. 

CHARLES  KENT  DARGAN,  formerly  with  Pan  Amer- 
ican Airways  in  L.A.,  joins  WTTV  (TV)  Los 

Angeles  in  sales  service  department  as  sales  serv- ice assistant. 

CLIFF  ADAMS,  formerly  on  regional  and  local  sales 
at  WIBW  Topeka,  Kan.,  to  WGLO-AM-FM-TV 
Mason  City,  Iowa,  in  similar  capacity. 

JIMMY  BRIDGES,  WSB  Atlanta  newscaster,  moves 
into  sales  service  department.  Other  WSB  ap- 

pointments: AUBREY  MORRIS,  roving  reporter,  to 
direct  expansion  of  news  bureau  activity  via 
radio  car  assisted  by  TED  HIGHTOWER;  Mr.  High- 
tower's  duties  as  traffic  manager  assumed  by 
MARGRETTE  DUTY,  assisted  by  LIBBY  BROWN  and 
BETTY  HENTHORN. 

DEL  SHARBUTT,  freelance  commercial  announcer, 
whose  credits  include  Your  Hit  Parade  on  NBC. 
Club  15  on  CBS  Radio  and  others,  joins  WABC 
New  York  Aug.  18  as  disc  jockey. 

CHUCK  ARNOLD,  formerly  with  WIRL  Peoria,  111., 
joins  WISN  Milwaukee,  Wis.,  as  personality. 

FRANKLYN  MacCORMACK,  announcer,  signed  by 
WGN  Chicago  for  nightly  Magic  of  Music  series, 
returning  to  station  where  he  was  once  staff 
announcer. 

JAMES  E.  BURNES,  formerly  with  WNAB  Bridge- 
port, Conn.,  joins  WDRC  Hartford,  Conn.,  news 

department. 

ED  WILSON,  former  personality  with  KWK  St. 
Louis,  Mo.,  joins  KSD  St.  Louis  in  similar 
capacity. 

DORIS  BIDWELL,  previously  with  WHFB  Benton 
Harbor-St.  Joseph,  Mich.,  to  WBLG  Lexington, 
Ky.,  as  mistress  of  ceremonies  of  morning  pro- 

gram, Your  Date  With  Doris. 

DICK  BROWN,  WBLU  Salem,  Va.,  joins  WROV 
Roanoke,  Va.,  as  all-night  d.j. 

DAVID  STONE,  Northwest  Schools,  Portland,  Ore., 
graduate,  to  KOHU  Hermiston,  Ore.  Other  North- 

west graduates  in  stations  around  country  are 
KENNETH  N.  BUNCH  to  WJNC  Jacksonville,  N.C., 
as  announcer-d.j.;  JOHN  CAMERON  to  KGMS  Sac- 
remento.  Calif.;  RICHARD  D.  BARRON  to  KFAR-TV 
Fairbanks,  Alaska,  as  announcer;  WALLACE  D. 
GROOM  JR.  to  WEEK-TV  Peoria,  111.;  JAMES 
COURTRIGHT  to  WICU-TV  Erie,  Pa.;  JEAN  C. 
MORAND  to  KXLJ-TV  Helena,  Mont.,  in  film 
department;  JAMES  T.  KENNEY  to  WHIZ-TV  Zanes- 
ville,  Ohio;  JOHN  R.  BOYKEN  to  WFIE-TV  Evans- 
ville,  Ind.,  in  film  department,  and  SAMMY  F. 
BLANTON  to  WBTV  Charlotte,  N.C.,  on  produc- tion crew. 

KATHERINE  PEDEN,  v.p.  and  station  director  of 
WHOP  Hopkinsville,  Ky.,  elected  2nd  v.p.  of 
National  Federation  of  Business  and  Professional 
Women's  Clubs.  Her  election  marked  first  time 
woman  from  broadcasting  industry  had  been  so honored. 

BILL  STEWART,  disc  jockey  at  KMPC  Los  Angeles, 
is  in  North  Hollywood  Hospital  following  slight 
heart  attack  on  Aug.  4. 

JUDY  LEE,  37,  weather  girl  and  newscaster  for 
WRCV-TV  Philadelphia,  died  Aug.  3  in  Aldan, 
Pa.,  following  heart  attack.  Miss  Lee  had  been 
associated  with  WRCV-TV  since  1952,  following 
career  in  Philadelphia  and  New  York  as  fashion 
model  and  magazine  cover  girl. 

REPRESENTATIVE 

SHELDON  VAN  DOLEN,  formerly  with  Weed  Co.. 
N.Y.,  to  Blair  Television  Assoc.,  N.Y.,  as  ac- 

count executive. 

PROFESSIONAL  SERVICES  mmmmmmmmmmmm 

FRANK  ROGERS,  previously  with  Carpenter-Proctor 
Inc.,  Newark,  N.J.,  named  v.p.  in  charge  of 
public  relations  of  M.  Belmont  Ver  Standig  Inc., 
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Washington,  advertising  and  public  relations 
firm.  Mr.  Rogers  replaces  MARY  KERSEY  HARVEY, 
resigned  to  join  her  husband  in  N.Y. 

RAYMOND  R.  REBHANN,  formerly  west  coast  public 
relations  director  for  BBDO,  resigns  effective 

Aug.  15  to  join  Lewin/Kaufman/Schwartz,  Bev- 
erly Hills  publicity  firm,  as  associate. 

IRVING  WINDISCH,  until  this  month  head  of  his 
own  public  relations  company,  joins  Arthur  P. 
Jacobs  Co.,  N.Y.  public  relations  firm.  Jacobs 
Co.  will  resume  activities  Sept.  1,  after  dissolv- 

ing partnership  of  Rogers,  Cowan  &  Jacobs,  N.Y. 

ROBERT  L.  ZIMMERMAN,  formerly  Chicago  repre- 
sentative for  Dudley-Anderson-Yutzy,  named  by 

Communications  Counselors  Inc.  as  Chicago  office 
manager. 

PAUL  W.  WILLIAMS,  resigned  as  U.S.  Attorney  for 
Southern  District  of  New  York,  rejoins  Cahill, 
Gordon,  Reindel  &  Ohl,  New  York,  Washington 
and  Paris. 

CHARLES  L.  EBERHARDT,  veteran  newsman  and 
Nieman  Fellow  for  advanced  study  of  journalism 

at  Harvard,  joins  U.S.  Information  Agency's 
Voice  of  America  as  correspondent.  Mr.  Eber- 
hardt  will  broadcast  news  and  comment  from 
White  House  and  Department  of  State  to  over- seas audiences. 

BERNARD  BERTHOLF  SMYTH,  formerly  with  Atomic 

Energy  Commission  and  Federal  Trade  Commis- 
sion, joins  Dow,  Lohnes  &  Albertson,  Washing- ton as  counsel  on  atomic  energy. 

JOSEPH   B.   FLEMING   and   DWIGHT   P.   GREEN,  law 
partners  both  retiring,  changing  Chicago-Wash- 

ington law  firm  to  Kirkland,  Ellis.  Hodson,  Chaf- fetz  &  Masters. 

MANUFACTURING 

WARREN  B.  HAYES  elected  v. p.  of  Pacific  Semi- 
conductors Inc.,  Culver  City,  Calif.  Mr.  Hayes, 

who  joined  PSI  at  its  inception  in  1954,  will 
continue  to  direct  engineering,  manufacturing 
and  sales  department  activities.  He  is  former 
member  of  Harvard  Business  School  faculty. 

IVAN  SATTEM,  JOHN  KAHELIN  and  J.  EUGENE  BOWER, 
all  former  executives  of  Federal  Telecommunica- 

tions Labs,  Nutley,  N.J.,  have  been  elected  as- 
sistant v.p.'s  of  ITT  Labs,  International  Tele- 

phone &  Telegraph  Corp.,  U.  S.  research  division. 
RUSSELL  C.  IRISH,  also  former  FTL  executive,  has 
been  elected  assistant  comptroller  of  ITT  Labs 
which  was  recently  formed  by  consolidation  of 
FTL,  Farnsworth  Electronics  Co.,  Ft.  Wayne, 
Ind.,  and  Kellogg  Switchboard  &  Supply  Co., 
Chicago. 

C.  FREDERICK  PARSONS,  for- 
merly sales  manager  at  RCA 

and  previously  associated 
with  Zenith  Radio  Corp.  for  20 
years,  appointed  merchandis- 

ing manager  of  Motorola  Inc., 
Chicago,  in  consumer  prod- 

ucts division.  DAVID  H.  KUT- 
NER,  director  of  Motorola  ad- 

vertising and  sales  promo- 
tion, promoted  to  new  posi- 

tion of  distribution  manager. 

MR.  PARSONS  RAY  RHODES,  formerly  chief 
engineer  for  Electronic  Speciality  Co.,  L.A.,  to 
Electro  Mechanical  Specialities  Co.,  L.A.,  as 
chief  engineer. 

E.  T.  EPPERSON,  formerly  midwest  division  man- 
ager for  Norge  Sales  Corp.,  to  newly-created 

post  of  resident  sales  manager,  San  Francisco, 
for  Sylvania  Home  Electronics. 

ALFRED  L.  HUFF,  senior  industrial  engineer,  Syl- 
vania Home  Electronics,  division  of  Sylvania 

Electric  Products  Inc.,  Batavia,  N.Y.,  promoted 
to  product  manager,  radio  and  high  fidelity 
phonographs.  GEORGE  P.  LYON,  production  engi- 

neer at  Sylvania,  named  product  manager,  tele- 
vision. 

H.  A.  POOLE,  advertising  and  sales  promotion 
manager,  Consumer  Products  Service,  section  of 
RCA  Service  Co.,  Camden,  N.J..  promoted  to 
newly-created  post  of  manager,  advertising  and 
sales  promotion  for  company.  ANDREW  K.  MAL- 

LARD, with  RCA  Electron  Tube  Div.,  RCA,  since 
1946  in  various  managerial  capacities,  appointed 
manager,  west  central  district,  distributor  sales 
of  division,  with  headquarters  in  Kansas  City. 

J.  K.  WYATT,  former  Graybar  Electric  Co.  sales- 
man, to  manager,  Graybar's  Columbus,  Ga., office. 

JEREMIAH  E.  HASTINGS,  with  Jerrold  Electronics 

ITALIAN  MUSIC  MAN 

Playing  the  role  of  a  popular  song 

expert  on  an  Italian  television  quiz 

program,  Perry  Como  won  $1,000 

for  the  Boy's  Republic  of  Italy. 

Mr.  Como,  appearing  on  the  Satur- 
day tv  show,  Muscihiere,  (the  Music 

Maker),  stepped  into  the  show's  regu- lar guest  spot  in  which  a  celebrity 
contestant  gives  his  winnings  to charity. 

Answering  questions  on  song  titles 
and  singers,  he  won  $1,000.  He 
matched  it  with  another  $1,000  from 

his  own  pocket  and  asked  that  the 

total  amount  be  given  to  the  Boys' 
Republic  at  Civitavecchia,  Italy. 
Throughout  the  program,  he  spoke 
the  Italian  Abruzzese  dialect  of  his 

parents. 

Corp..  Philadelphia,  as  manager  of  mid-Atlantic 
region,  elevated  to  assistant  sales  manager  of 
system  sales  division.  It  was  announced  that 
mid-Atlantic  organization  will  become  part  of 
eastern  region  under  direction  of  LEE  ZEMNICK. 

NEIL  ARVESCHOUGH,  formerly  chief  engineer  for 
KMVI-AM-TV  Wailuku,  T.H.,  rejoins  Gates  Radio 
Co.,  Quincy,  111.,  as  sales  engineer  for  southern 
California,  Arizona  and  southern  Nevada  terri- tory. 

ABRAHAM  SCHWARTZMAN,  formerly  editorial  direc- 
tor of  Toby  Press,  N.Y.,  to  executive  secretary, 

Institute  of  High  Fidelity  Mfrs.,  N.Y. 

RAY  L.  REID,  formerly  with  North  American  Avia- 
tion, Downey,  Calif.,  as  test  engineer,  to  Ling 

Electronics  Inc.,  Culver  City,  Calif.,  as  assistant 
chief  engineer. 

TRADE  ASSNS. 

CARLIN  J.  HEIMAN,  client  service  representative 
at  A.  C.  Nielsen  Co.'s  Broadcast  Div.  and  former 
MBS  programming  sales  executive,  to  Radio 
Advertising  Bureau's  member  service  depart- ment as  regional  manager. 

L.  S.  VAN  SANT,  southwestern  manager,  bureau  of 
advertising,  American  Newspaper  Publishers 
Assn.,  promoted  to  Pacific  Coast  manager. 

COL.  THOR  M.  SMITH  (USAF  Ret.),  v.p.  in  charge 
of  publishers  service  for  American  Weekly,  elect- 

ed commander  of  9215th  Air  Force  Reserve 
Squadron,  composed  of  reservists  employed  in 
mass  communications,  advertising  and  public 
relations  fields  in  New  York. 

MAYNARD  MARQUARDT,  president  and  general  man- 
ager of  KATY  San  Luis  Obispo,  Calif.,  elected 

director  of  District  1,  Southern  California  Broad- 
casters Assn.,  succeeding  SID  HELD,  general  man- 

ager, KVEN  Ventura.  MAURIE  WEBSTER,  sales  man- 
ager KNX  Los  Angeles,  named  chairman  of 

sales  committee  of  SCBA.  Serving  as  co-chair- 
man is  MILTON  KLEIN,  sales  manager,  KFWB  Los 

Angeles. 

WAYNE  TISS  and  EVELYN  BURKEY  named  national 
chairmen  of  Awards  Structure  Committee  of 
National  Academy  of  Television  Arts  and  Sci- 

ences. Other  national  chairmen  and  their  commit- 
tees are  BEN  GRAUER  and  FRED  de  CORDOVA  (Mem- 

bership); LOUIS  EDELMAN  and  JAYNE  MEADOWS 
(Local  Awards);  ROYAL  BLAKEMAN  and  LOREN 
RYDER  (New  Chapters);  SHELDON  LEONARD  and 
PAUL  TRIPP  (Special  Projects),  and  HENRY  WHITE 
and  JOHN  GUEDEL  (Activities). 

INTERNATIONAL      .  . 

BRUCE  BUTLER,  who  recently  formed  Bruce  Butler 
&  Associates,  Toronto,  as  representation  firm, 
to  representative  of  Walt  Disney  Productions  in 
Canada,  with  offices  at  Toronto.  TED  PEPPLER  and 
ALEX  STEWART,  previously  with  Bruce  Butler  & 
Associates,  have  formed  Trans-Ocean  Radio  & 
Tv  Representatives,  Toronto,  and  represent 
CHLT-AM-TV  and  CKTS  Sherbrooke,  Que.; 
CHCA  Red  Deer,  Alta.;  CKRN  Rouyn,  Que.; 
CKVD  Val  d'Or,  Que.;  CKLS  La  Sarre,  Que.; 
and  CHAD  Amos,  Que. 

because... 

•  27.4%  more  daytime  circulation  than 
the  other  Rochester  channel  (NCS  #2) 

•  Greatest  power 
•  Unsurpassed  local  programming 

and  personalities •  Stable  labor  market  with  one  of 
the  highest  per  capita  incomes 

•  Best  merchandising — 
best  advertising  results 

Represented  by  Peters,  Griffin,  Woodward,  Inc. 

WROC-TV 
NBC-ABC  Channel  5 

ROCHESTER,  NEW  YORK 
SYMBOL  OF  SERVICE 

A  TRANSCONTINENT  STATION 

mm          WROC-TV,  Rochester  •   WGR  Radio,  WGR-TV, 
Mf|§        Buffalo  •  WSVA  Radio,  WSVA-TV,  Harrisonburg 

WNEP-TV.  Scranlon   •   WILK-TV,  Wilkes-Barre 

HERE'S  RELIEF 
RELIEF  FOR  THOSE  WHO 

SUFFER  FROM  THE 

SYMPTOMS  OF 

ULCERS 

W.  B.  R.,  Chicago,  says,  "Now, 
at  last,  since  taking  U-90 
cabbage  juice  extract  tablets,  I 
have  no  more  pain  or  symptoms 
of  an  ulcer.  I  eat  anything  I 

want  and  sleep  all  night  with- 
out the  misery  I  so  long  endured. 

I  cannot  thank  you  enough  for 

the  relief  I  now  enjoy." 

U-90  IS  A  FORMULA  GUARANTEED  TO  RE- 
LIEVE THE  SYMPTOMS  OF  ULCERS.  TWO  TAB- 
LETS AFTER  EACH  MEAL  GIVE  YOU  THE 

EQUIVALENT  OF  TWO  QUARTS  OF  CABBAGE 
JUICE  DAILY.  SEND  $9.95  FOR  A  BOTTLE  OF 
100  TABLETS  (or  send  name  and  address  for 

C.  O.  D.  delivery).  DO  IT  TODAY!  YOU  MUST 
BE  SATISFIED  ...  OR  YOUR  MONEY  BACK! 

HEALTH -RITE  Distributors 

P.  O.  Box  803-B 

SIOUX  CITY,  IOWA 
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PROGRAMS  &  PROMOTIONS 

KTTV  (TV)  Shows  Videotape  Story 

In  New  York,  L.A.  Presentations 

A  videotape  sales  presentation  and  docu- 
mented progress  report  on  the  revolutionary 

implications  of  videotape  will  be  shown  to 
Los  Angeles  advertising  executives,  clients 
and  the  general  public  this  week,  during  a 
series  of  unusual  sales  telecasts  by  KTTV 

(TV)  Los  Angeles. 

KTTV  will  telecast  daily  at  9:15  a.m. 
(Monday  through  Friday)  starting  today 

(Aug.  1  1)  the  taped  presentation  made  re- 
cently in  New  York,  where  a  total  of  585 

advertising  executives  witnessed  the  demon- 
stration at  the  Waldorf  Astoria  Hotel.  In 

addition  the  station  will  telecast  it  Aug. 

13  evening,  7:30-8:30  p.m.,  pre-empting 
shows  usually  seen  then.  KTTV  also  pur- 

chased time  on  WOR-TV  New  York  to 

show  the  same  presentation  after  receiving 

many  requests  for  additional  showings  in 
New  York. 

Station  account  executives  have  scheduled 

meetings  with  leading  Southern  California 

agencies  in  their  conference  rooms  for  this 

week's  showings.  KTTV  account  executives 
will  be  present  to  answer  questions  follow- 

ing the  telecasts.  The  presentation  includes 

a  tour  of  KTTV's  videotape  facilities  and 
examples  of  videotaping,  including  scenes 

from  the  station's  Divorce  Court,  which 
goes  into  tape  syndication  this  month,  and 
commercials  produced  for  Barker  Bros, 

and  Squirt. 

New  York  and  the 
HOTEL 

New  York's  largest  skyscraper  hotel.  2500 
rooms,  all  with  bath  and  free  radio — tele- 

vision in  many.  Meditation  Chapel  open 
to  all  faiths.  Direct  entrance  to  Pennsyl- 

vania Station.  Facilities  from  100  to  1200 

for  Banquets,  meetings,  etc.  Three  air- 
conditioned  restaurants. 
LAMP  POST  CORNER  .  .  .  COFFEE  HOUSE 

GOLDEN  THREAD  CAFE 
from  $7    Doubleslfrom  HI   Suites  from 

JOSEPH  MASSAGLIA  JR.,  President 
CHARLES  W.  COLE,  Gen.  Mgr. 

  Other  MASSAGLIA  HOTELS   
•  SANTA  MONICA,  CALIF.  Hotel  Miramar 
•  SAN  JOSE,  CALIF.  Hotel  Sainte  Claire 
•  LONG  BEACH,  CALIF.  Hotel  Wilton 
•  GALLUP,  N.M.  Hotel  El  Rancho 
•  ALBUQUERQUE,  Hotel  Franciican 
•  DENVER.  COLO.  Hotel  Park  Lane 
•  WASHINGTON,  D.C.  Hotel  Raleigh 
•  HARTFORD,  CONN.  Hotel  Bond 
•  PITTSBURGH,  PA.  Hotel  Sherwyn 
•  CINCINNATI,  O.  Hotel  Sinton 
•  NEW  YORK  CITY  Hotel  New  Yorker 
•  HONOLULU  Hotel  Waikiki  Biltmore 
CHICAGO  MIDWEST  HEADQUARTERS 

BOOKING  OFFICE  200  E.  Walton    DE  7-6344 
BOSTON  OFFICE  80  BOYLSTON  ST.  HU  2-0360 

  World-famed  hotels   

'ROUND  THE  CLOCK  weather  information  is  available  in  the  weather  station  at 

Fetzer  Broadcasting  Co.'s  new  40,000-sq.-ft.  Broadcast  House  for  WKZO-AM-TV 
Kalamazoo,  Mich.  With  all  U.  S.  Weather  Bureau-approved  equipment,  the  stations 
have  immediate  access  to  rainfall  humidity,  temperature  and  barometric  readings. 

Wind  velocity  and  direction  are  measured  by  equipment  located  atop  the  building's 
77-foot  tower,  which  also  contains  microwave  equipment  for  sending  WKZO-TV's 
picture  of  its  transmitter,  lO'/i  miles  away. 

Teletype  service — Family  Plan 

Listeners  Tell  WBAB  in  One  Word 

A  '"One-Word"  contest  was  conducted  by 
WBAB  Babylon,  N.  Y.,  to  celebrate  its  first 
six  months  on  the  air.  More  than  3,000 

listeners  responded  to  WBAB's  invitation 
to  tell  in  one  word  why  they  liked  to  listen 
to  the  station.  The  contest  ran  during  the 
last  two  weeks  of  July,  with  prizes,  more 

than  30  solar-powered  radios  and  children's 
bicycles,  awarded  last  week. 

Five-Show  Contest  Plugs  Series 

Five  children's  programs  on  KTRK  (TV) 
Houston,  Tex.,  are  featuring  a  viewer  con- 

test to  promote  the  filmed  series  Union 
Pacific.  Youngsters  are  shown  a  bin  filled 
with  blocks  which  have  all  the  letters  of  the 

alphabet  on  them  and  are  asked  to  guess  the 
total  number  of  blocks,  then  how  many 
times  the  blocks  will  spell  out  Union  Pacific. 

The  child  who  guesses  correctly  wins  an  ex- 

pense-paid week's  vacation  for  himself  and 
family  at  the  Bar-K  Ranch,  near  Austin, 
Tex.  The  same  prize  will  be  awarded  the 
grocer  whose  name  appears  most  frequently 
on  the  Carnation  Milk  labels  which  con- 

testants must  enclose  with  their  two  guesses. 

Postage  Stunt  by  WBT-WBTV  (TV) 

The  raising  of  the  postal  rates  was  used 

by  WBT-WBTV  (TV)  Charlotte,  N.  C,  to 
make  local  advertising  executives  aware  of 

the  station's  call  letters.  A  note  enclosing 
three  1-cent  stamps  was  sent  to  admen  re- 

minding that  postage  was  going  up  Aug. 

1.  The  note  said  that  the  stamps  were  to 

remind  the  admen  of  WBTV's  ch.  3;  the 
three  1-cent  stamps  also  stood  for  the  three 

ones  in  WBT's  1110  frequency. 

KSIR  Drops  'Money  From  Heaven' 
KSIR  Wichita,  Kan.,  which  began  on-air 

operations  July  26  and  in  appreciation  of 
its  first  successful  week,  stamped  a  message 

on  all  its  billings  to  advertisers  and  agencies 

that  the  bills  should  not  be  paid  and  that 

advertising  contracts  started  Aug.  1.  In  a 

promotion  project  for  listeners,  KSIR  is 

awarding  $1,000  in  cash  and  $5,000  in  gift 

certificates  during  its  "Money  From  Heav- 
en" operation.  On  Aug.  2,  a  plane  dropped 

coupons  for  the  money  and  certificates  over 
Wichita  and  Augusta  (Kan.).  Coupon  serial 
numbers  are  announced  daily  for  listeners 
to  become  eligible  to  win. 

WGR  Listeners  Win  With  Numbers 

A  new  promotion  event  with  listener 
participation  has  been  launched  by  WGR 
Buffalo,  N.  Y.,  through  the  distribution  of 

100,000  numbered  cards  called  "Freebee" cards.  Each  card  contains  a  series  of  nine 

positioned  numbers,  any  one  of  which  may 
entitle  a  listener  to  free  theatre  tickets,  a 

car  wash,  a  lunch,  etc.  Numbers  are  broad- 
cast each  day  and  the  correct  number-hold- 

ers are  required  to  appear  at  the  station  for 

the  prizes,  which  are  donated  by  local  mer- 
chants. 

WICC  Contest  to  Award  Meals 

Associated  Restaurants  of  Connecticut, 

a  sponsor  of  a  WICC  Bridgeport  daily  d.j. 

show  featuring  Frank  Delfino,  is  currently 

sponsoring  a  contest  open  to  married-women 
listeners  who  compete  for  eight  free  meals. 

Women  must  complete  the  sentence  "I  de- serve to  eat  out  at  least  once  a  week 

because  ..."  to  win.  Associated  Restaurants' 
agency  is  J.  Walter  Thompson. 

ALOHA  EXCHANGE 

In  an  exchange  of  disc  jockeys, 

Jack  Lacy  of  WINS  New  York  is 
substituting  for  J.  Akuhead  Puple  on 

KHVH  Honolulu  for  two  weeks,  start- 
ing last  Monday  (Aug.  4).  In  return, 

Mr.  Puple  will  hold  down  Mr.  Lacy's 
d.j.  assignments  at  WINS.  J.  Akuhead 
Puple  (English  translation:  J.  Fishhead 
Crazy)  is  a  former  Brooklynite,  Hal 
Lewis,  who  migrated  to  the  islands. 

Mr.  Lacy  will  broadcast  as  Ho-Olo- 
He  Lacy  (English  translation:  Listen to  Lacy) . 
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WIRE  Sponsors  Awards  Consumers 

A  novel  approach  by  sponsor  and  station 
is  reported  from  Indianapolis  where  John  E. 

Smith  Co.  (large  food  broker  in  Indiana) 

signed  a  13-week  contract  with  WIRE  In- 
dianapolis for  a  15-minute  Mon.-Fri.  pro- 

gram, Pantree  Payoff.  Featured  are  five 

nationally  known  food  products  handled  by 
the  advertiser  in  the  Indianapolis  market. 

After  each  broadcast  (1  l:45-noon),  a  repre- 
sentative of  John  E.  Smith  Co.  tours  the 

station  listening  area  in  a  special  "mobile 

unit"  calling  on  consumers  at  random.  If 
a  housewife  has  on  hand  any  one  or  all  of 

the  products  mentioned  daily  on  the  pro- 
gram, she  receives  $5  for  each  product 

(money  not  claimed  that  day  is  added  to 

following  day's  award  until  a  winner  is 
found).  The  series  was  accompanied  by  in- 

tense on-air,  newspaper  and  point-of-sale 
promotion. 

CBS-TV  Plans  'Televisit  Week' 

CBS-TV  will  play  host  to  49  women,  one 

from  each  state,  during  CBS  Daytime  Tele- 

visit  Week,  Sept.  13-20,  at  which  time  the 
ladies  will  be  given  opportunities  to  watch 

production  of  most  of  the  network's  daytime 
programs  including  the  premiere  of  The 
Jimmy  Dean  Show.  Women  will  be  selected, 
in  individual  state  contests  scheduled  for 

Aug.  18-29,  by  local  television  stations  and 
cooperating  newspapers.  Winners  will  serve 

as  special  New  York  correspondents  for 

their  newspapers,  filing  stories  about  the 

programs  they  will  visit. 

WHTC  Finds  Expensive  Giveaway 

The  10th  anniversary  promotion  event 
at  WHTC  Holland,  Mich.,  turned  out  more 

costly  than  originally  planned.  The  station 

announced  it  would  give  $2  to  anyone  who 

brought  in  a  $1  bill  with  any  of  the  station's 
call  letters  in  the  serial  number.  WHTC 

expected  several  hundred  callers  and  con- 

sequently was  surprised  when  more  than 

3,500  persons  arrived  to  collect  over  $5,000 
in  four  hours. 

NBC-TV  Report  to  Probe  Mafia 

NBC  News  plans  to  explore  the  facts  and 
legends  behind  the  Mafia  in  a  half-hour  live 

and  film  report  Aug.  29  (NBC-TV  8:30-9 
p.m.),  featuring  Frank  McGee  as  narrator. 

Two  primary  areas  of  thought — the  Mafia 
as  the  background  of  all  organized  crime  in 

the  U.  S.,  as  opposed  to  the  Mafia  as  merely 
a  large  Sicilian  family  affair  which  just 
happens  to  engage  in  law-breaking  activities 
— will  be  explored. 

WFIL  Awards  Scholarship  Prize 

WFIL-AM-FM-TV  Philadelphia  awarded 
a  $2,000  college  scholarship  to  Joseph  M. 
Downey  as  the  climax  to  its  "Hitch  Horse 
Sense  to  Horsepower  Essay  Contest."  The 
contest,  directed  to  teenagers,  brought  more 
than  5,000  entries  from  the  WFIL  stations' 
coverage  area.  Dr.  John  O.  Moore,  director 

CONGRATULATIONS  are  offered  by  Roger 

W.  Clipp  (I.),  vice  president  of  the  radio 

and  television  division  of  Triangle  Publica- 

tions Inc.  and  Dr.  John  O.  Moore  (r),  direc- 
tor of  automotive  crash  injury  research  at 

Cornell  U.  to  Joseph  M.  Downey  (c)  of 

Philadelphia,  winner  of  a  $2,000  scholarship 

in  WFlL-AM-FM-TV's  "Hitch  Horse  Sense 

to  Horsepower"  traffic  safety  essay  contest. 

of  automotive  crash  injury  research  at  Cor- 
nell U.,  who  presented  the  award,  said  the 

contest  demonstrated  that  the  teenager  has 

an  important  contribution  to  make  in  solving 

highway  safety  problems.  The  award  was 
made  on  American  Bandstand,  originated 

by  WFIL-TV  for  the  ABC-TV  network. 

KNX  Swaps  News  With  Mexicans 

KNX  Los  Angeles,  key  station  of  the 
CBS  Radio  Pacific  Network,  has  entered 

into  a  reciprocal  news-exchange  program 
with  XEL  Mexico  City.  XEL  will  provide 
the  CRPN  (fed  out  of  KNX)  with  Mexican 

news  reports  in  English  in  return  for  which 
the  KNX-CRPN  news  bureau  intends  to 

fill  in  the  Mexico  City  station  with  news 

dispatches  from  "Gringoland."  The  ex- 
change was  planned,  according  to  CRPN 

officials,  to  step  up  service  to  Southern 

California's  large  Latin  audience. 

KMOX  Plans  Series  on  MEDICO 

In  a  new  public  affairs  series  entitled 

Operation  Medico,  KMOX  St.  Louis  will 

report  the  weekly  activities  of  Dr.  Thomas 

Dooley,  a  St.  Louis  physician,  who,  with 

his  wife,  will  establish  headquarters  in  Laos, 

Indo-China,  under  the  auspices  of  MEDI- 

CO (Medical  International  Co-operation). 

Beginning  in  the  fall,  Dr.  Dooley  will  send 

tape-recorded  reports  direct  from  his  jungle 

hospital  to  St.  Louis  for  immediate  airing 
on  KMOX. 

WBKB  (TV)  Flashes  Movie  Titles 

"SUPERliminal  advertising" — that's  the 
latest  wrinkle  in  television  as  tried  out  by 

WBKB  (TV)  Chicago  last  Monday  (Aug. 

4).  During  three  time  segments  on  that 

day,  the  ABC  o&o  outlet  flashed  the  title 

of  its  late  movie  ("Blood  on  the  Moon") 
across  the  screen.  Unlike  subliminal  adver- 

tising, viewers  clearly  saw  the  title,  flashed 
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PROGRAMS  &  PROMOTIONS 
CONTINUED 

FACTS... 

about  Seventh-day  Adventist  Education 

V 

V 

V 

V 

V 

V 

V 

August  16  is  Educational  Day  in  your 

local    Seventh-day    Adventist  churches 

Education  for  Adventist  youth  is  stressed  as  one  of  the  greatest  essentials. 
The  system  reaches  from  elementary  grades  through  college,  graduate,  and 
professional  schools. 
There  are  three  times  as  many  college  graduates,  proportionately,  among 

Seventh-day  Adventists,  as  among  the  general  population. 
Adventist  education  emphasizes  practical  skills  as  well  as  scientific  and 

literary  training.  Most  students  earn  a  share  of  their  expenses  in  school- 
sponsored  employment. 

Adventist  colleges  are  not  "Bible  colleges"  but  offer  well  balanced  liberal 
arts  and  scientific  programs  with  ministerial  training  but  one  curriculum. 
Adventist  ministers  are  required  to  complete  the  Master  of  Arts  degree  to 

be  eligible  for  internship,  a  two  to  four-year  field  training  program  which 
must  precede  actual  ordination. 

Statistics:  School  operated — 4,950;  enrollment — 256,334;  high  schools  and 
colleges — 278;  schools  of  nursing — 32;  university,  professional  centers — 2. 

A  statement  of  Adventist  educational  philosophy:  "True  education  means 
more  than  a  preparation  for  the  life  that  now  is.  It  has  to  do  with  the  whole 
being,  and  with  the  whole  period  of  existence  possible  to  man.  It  is  the 
harmonious  development  of  the  physical,  mental,  and  spiritual  powers.  It 
prepares  the  student  for  the  joy  of  service  in  this  world,  and  for  the  higher 

joy  of  wider  service  in  the  world  to  come." — Ellen  G.  White. 

For  an  attractive,  bound  and  indexed  volume  of  Adventist  information,  write: 

Seventh-day  Adventist 
Information  Services 

WORLD  HEADQUARTERS: 

Washington  12,  D.  C. 

RAndolph  3-0800    •    H.  B.  Weeks 

NEW  YORK  OFFICE: 
227  W.  46th  Street 

JUdson  6-2336    •    Helen  F.  Smith 

in  selected  spots  during  WBKB's  Mr.  Dis- 
trict Attorney  (2:30-3  p.m.),  Cow  Town 

Rodeo  (6:30-7:30  p.m.)  and  Crime  Club 

(8:30-9:30  p.m.).  The  station  plans  a  sur- 
vey to  ascertain  how  many  people  watched 

the  10  p.m.  feature  film  on  its  Movietime, 
USA,  according  to  Sterling  C.  Quinlan, 
ABC  vice  president  in  charge  of  WBKB. 

WZIP  Makes  Music  Format  Switch 

WZIP  Cincinnati  has  announced  a  pro- 
gramming style  change  that  bans  rock  and 

roll  and  the  top  forty  in  favor  of  a  good 

music  formula  that  includes  standards,  mil- 
lion sale  records,  best  of  Broadway,  Holly- 

wood sound  track  and  good  music  albums. 

WZIP's  Sunday  schedule  calls  for  mood 
music  with  titles,  such  as  "music  to  relax 
to"  and  "music  to  lunch  to."  Ed  Weston, 
WZIP  general  manager,  reports  that  the 
over-all  balance  is  for  strict  catering  to  the 
adult  audience  because  it  is  the  buying 
audience. 

KBIG  Honors  Island  Visitors 

KBIG  Santa  Catalina,  Calif.,  has  launched 

a  daily  event  to  draw  attention  to  its  740 
kc  position  on  the  dial.  The  740th  passenger 
boarding  the  S.  S.  Catalina  each  day  at  Los 
Angeles  harbor  for  the  cruise  to  Avalon 
is  awarded  prizes,  including  lunch,  dancing 

and  sightseeing  for  two,  to  make  the  island 
visit  more  enjoyable.  KBIG  d.j.  Carl  Bailey 

interviews  the  traveler  by  ship-to-shore  radio- 
phone on  weekdays,  and  in  person  on  his 

Catalina  Cruise  broadcast  from  ship  on 
Saturdays  and  Sundays. 

'TV  Guide'  Sponsors  Tv  Tours 

For  the  sixth  successive  year  Phila- 

delphia's three  television  stations  have  co- 
operated with  the  Philadelphia  edition  of 

Tv  Guide  magazine  in  weekly  tours  of  the 
stations  during  the  spring  and  summer 

months.  The  tours,  called  "TV  Guide-ed 
Tours,"  are  held  each  Thursday  and  attract 
approximately  1,200  people  during  the 
season. 

Tv  Guide  handles  ticket  and  reservation 

details  and  arranges  for  transportation  from 
a  central  city  location.  The  visits  begin  at 

WFIL-TV.  followed  by  a  hotel  luncheon 
with  WRCV-TV  personalities,  and  conclude 
at  WCAU-TV  where  the  party  attends  a  tel- 

ecast .in  which  some  tour  members  par- 
ticipate. Tour  promotion  includes  tv  spots, 

ads  in  the  magazine  and  card  displays  in 
the  2,500  Philadelphia  Transportation  Co. 
vehicles.  Tour  tickets  cost  $2.25  for  adults 
and  $1.75  for  children. 

REMOTE  COOK-UP 
Holsum  Bakeries,  Shreveport,  La., 

snapped  up  that  city's  KTBS-TV  live 
coverage  of  Miss  U.S.A.'s  visit  July 
31  to  her  home  in  Bossier  City,  La. 
The  American  beauty,  Eurlyne  Howell, 
decided  to  take  the  brief  trip  home 

just  24  hours  before  arriving.  In  that 

time  KTBS-TV  arranged  for  the  half- 
hour  remote  broadcast  and  sold  it  to 

Holsum. 

United  Press  International 

Facsimile  Newspictures  and 

United  Press  Movietone  Newsfilm 

Build  Ratings  L  
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WRCA-TV  TRAINS  EMIGRE  MARKET 

Television  will  meet  a  stern  test  starting 

i  today  (Aug.  11)  as  WRCA-TV  New  York 

launches  an  English  instruction  course  de- 
I  signed  to  tear  down  the  imposing  language 

barrier  that  has  hampered  assimilation  of 

'  the   Puerto   Rican   settler   cast   adrift  in 

1  Baghdad-on-the-Subway. 
Station  officials,  working  cooperatively 

;  with  the  Commonwealth  of  Puerto  Rico's 
:  Dept.  of  Labor  and  the  Harvard  U.  Lan- 
i  guage  Research  Center,  express  hope  that 

*  the  Monday-Friday  early-morning  series — 
I  beamed  at  the  79%  of  Spanish-speaking 
i  families  owning  tv  sets — will  speed  integra- 

j  tion  in  the  nation's  most-densely  populated 
market.  "We  are  prompted  by  obligations 

I  of  good  citizenship,"  station  officials  say. 
j  But  more  importantly,  "we  recognize  the 
I  realities  of  pure  economics — unless  the 
I  Puerto  Rican  labor  force  assimilates  itself, 

j  many  industries  now  coming  to  rely  more 
and  more  on  this  new  group  of  workers 

I  will  leave  New  York." 
The  series,  which  began  this  morning  at 

6:30-7  a.m.,  is  titled  Aqui  se  Habla  Ingles 

or  "English  Spoken  Here."  It  is  conducted 
by  Jose  L.  Roman,  labor  editor  of  El 

Diario  de  Nueva  York,  Spanish-language 

newspaper,  and  Clara  L.  Barbeito,  Cuban- 
born  language  instructor,  now  with  the 

foreign  department  of  McGraw-Hill  Book 
Co.  According  to  WRCA-TV  producer  Pat 
Farrar,  the  series  is  not  just  limited  to  use 
of  the  English  language,  grammar  and 
idiom;  it  also  will  take  up  such  topics  as 
relocation,  rentals,  unemployment,  police 
protection,  etc. 

WRCA-TV  general  manager  William  N. 
Davidson  explains  that  the  series  is  designed 

as  "public  service."  But  should  the  programs 
prove  "very  successful,"  the  station  would 
"not  be  averse"  to  opening  up  the  6:30- 
7  a.m.  period  to  advertisers;  additionally, 

it  would  "consider"  videotaping  the  pro- 
grams for  evening  programming. 

This  "experiment"  will  be  watched  by 
a  number  of  national  advertisers  and  their 

agencies  who  have  been  haunted  by  the 

phrase  Aqui  se  Habla  Espanol— "Spanish 
Spoken  Here."  While  a  number  of  them — 
such  as  Anheuser-Busch  and  Colgate-Palm- 

olive Co. — have  made  a  bid  for  the  970,- 
000  Spanish-speaking  New  Yorkers  by  pur- 

chasing time  on  WWRL,  WHOM  and 

WEVD,  New  York  radio  stations  which  al- 
locate a  substantial  amount  of  time  to 

Spanish-language  broadcasts,  the  majority 

ALL   INQUIRIES.  CONFIDENTIAL 

PRODUCTION  details  for  WRCA-TV's Puerto  Rican  Americanization  course  are 

discussed  by  (I  to  r)  Clara  L.  Barbeito,  Eng- 
lish instructor;  Jose  Lumen  Roman,  pro- 

gram host;  William  N.  Davidson,  general 

manager  of  WRCA  and  WRCA-TV,  and 
Patricia  Farrar,  manager  of  the  WRCA-TV 
public  affairs  department  and  producer  of 
the  program. 

have  had  to  forfeit  this  growing  market. 
According  to  Joseph  Monserrat,  assistant 

chief  of  the  Puerto  Rican  Labor  Dept.'s 
Migration  Div.,  the  Puerto  Rican,  un- 

familiar with  the  English  language  and 
U.  S.  customs,  is  frightened  out  of  the 
supermarket  and  into  patronizing  the  local 

"bodega"  or  corner  grocery.  More  often 
than  not,  the  consumer  purchases  imported 
brands   rather   than   unfamiliar  products. 

The  most  significant  factor  in  the  Puerto 
Rican  market  is  its  rapid  growth.  By  1970, 
according  to  a  municipal  survey,  13.5% 

of  Greater  New  York's  population  will  be 
Puerto  Rican  born — 1,160,000  potential 
customers  of  package  goods. 

Tv  Math  Causes  Run  on  Books 

In  the  first  three  weeks  that  WNTA-TV 

Newark  carried  a  post-midnight  course  deal- 
ing with  algebra  and  trigonometry,  almost 

650  textbooks  used  for  instruction  were  sold 

by  Barnes  &  Noble,  New  York,  textbook 
publishers,  station  officials  have  reported. 
The  program.  Midnight  College,  is  carried 

over  WNTA-TV  in  cooperation  with  Fair- 
leigh  Dickinson  U.,  Rutherford,  N.  J.  Other 
sales  credited  to  the  course  by  Barnes 
&  Noble  are  155  copies  of  supplementary 
text  books  and  more  than  90  slide  rules. 

WTVJ  (TV)  Hosts  'Family  Day' 
More  than  6,000  persons  visited 

studios  of  WTVJ  (TV)  Miami,  Fla.,  during 

the  station's  "Family  Day  at  WTVJ"  July 
26.  The  open  house  guests  received  free 
refreshments,  bakery  goods,  movie  passes, 

toys  and  buttons  which  noted  "I  spent 
the  Day  With  WTVJ."  Final  stop  on  the 
tour  was  a  carousel  with  free  rides  for  the 
children.  The  event  was  the  first  of  a  five- 

week  "Family  Days"  celebration,  which  will 
close  Labor  Day  after  "Heat  Wave"  and 
"Treasurer  Hunt"  contests. 

Bob  McVay,  Manager 
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FOR  THE  RECORD 

Station  Authorizations,  Applications 

As  Compiled  by  BROADCASTING 

July  31  through  Aug.  6 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

DA— directional  antenna,  cp— construction  per- 
mit ERP — effective  radiated  power,  vhf — very 

high  frequency,  uhf— ultra  high  frequency,  ant. 
— antenna,    aur. — aural,    vis. — visual,    kw — kilo- 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorization. SSA — special  service  authorization. 
watts,   w — watt,   mc — megacycles.   D — day.   N —     STA — special  temporary  authorization.  * — educ. 

New  Tv  Stations 
on  chs.  71,  75  and  81  to  translate  programs  of 
KPTV  (TV),  KGW-TV  and  KOIN-TV,  all  Port- land. 

ACTIONS  BY  FCC 

Sacramento,  Calif. — Central  Calif.  Educational 
Tv— Granted  ch.  *6;  ERP  89.1  kw  visual,  44.7  kw 
aural.  P.  O.  address  Box  1882,  Sacramento.  An- 

nounced July  31. 
Dallas,  Tex. — Area  Educational  Tv  Foundation 

—Granted  ch.  *13;  ERP  57.5  kw  visual,  28.8  kw 
aural.  P.  O.  address  %  E.  O.  Cartwright,  1310 
Davis  Bldg.,  Dallas.  Announced  July  31. 

Existing  TV  Stations 
ACTIONS  BY  FCC 

KOVR-TV  Stockton,  Calif.— Granted  waiver  of 
Sect.  3.652  to  permit  KOVR-TV  to  identify  it- self as  Sacramento  as  well  as  Stockton. 
WTCN-TV  Minneapolis,  Minn. — -Granted  waiv- 

er of  Sect.  3.652  to  permit  WTCN-TV  to  identify 
itself  as  St.  Paul  as  well  as  Minneapolis. 
KOTV  (TV)  Tulsa,  Okla.— By  letter,  is  being 

reminded  of  requirements  under  Commission's editorializing  report  as  result  of  complaint  al- 
leging unfair  treatment  of  the  subscription-tv 

issue.  Commissioner  Craven  dissented.  Announc- 
ed July  31. 

WNEP-TV  Scranton,  Pa. — Granted  waiver  of 
Sect.  3.652  to  permit  WNEP-TV  to  identify  itself 
as  Wilkes-Barre  as  well  as  Scranton. 
KTES-TV  Nacogdoches,  Texas — Granted  cp  for 

private  tv  intercity  relay  system  for  off-the-air 
pickup  of  programs  of  KTRK-TV  (ch.  13),  Hous- ton. Announced  July  31. 
KCEN-TV  Temple,  Texas — Granted  waiver  of 

Sect.  3.652  to  permit  KCEN-TV  to  identify  itself 
as  Waco  as  well  as  Temple. 

New  Am  Stations 

Translators 

ACTIONS  BY  FCC 

Central  Idaho   Tv   Inc.,   Grangeville,  Idaho — 
Granted  cp  for  a  new  tv  translator  station  on 
ch.  81  to  translate  programs  of  KHQ-TV  Spokane, 
Wash.,  to  serve  Grangeville,  Cottonwood,  Craig- 
mont  and  Nezperce. 
Frostburg  Community  Tv  Inc.,  Frostburg,  Md. 

— Granted  cp  for  new  tv  translator  station  on 
ch.  78  to  translate  programs  of  WTOP-TV  Wash- 

ington, D.  C. 
Binghamton  Press  Co.  Inc.,  Johnson  City  and 

Vestal,  N.  Y.  Hillcrest  and  Chenango  Bridge, 
N.  Y. — Granted  cps  for  two  new  tv  translator 
stations  to  translate  programs  of  its  station 
WINR-TV  (ch.  40)  in  Binghamton— one  on  ch.  78 
to  serve  Johnson  City  and  Vestal  and  other  on 
ch.  81  to  serve  Hillcrest  and  Chenango  Bridge. 

California  Oregon  Television  Inc.,  Cow  Creek 
Area,  Ore. — Granted  cps  for  two  new  tv  trans- 

lator stations  on  chs.  71  and  73  to  translate  pro- 
grams of  own  stations  KBES-TV  (ch.  5),  Med- 

ford,  and  KOTI-TV  (ch.  2),  Klamath  Falls.  Com- 
missioner Ford  absent.  Announced  July  31. 

North  Sherman  Television  Co-op  Wasco,  Ore. — 
Granted  cps  for  three  new  tv  translator  stations 

ACTIONS  BY  FCC 
Dadeville,  Ala. — J.  C.  Henderson — Granted  910 

kc,  500  w  D.  P.  O.  address  Box  392,  Alexander 
City,  Ala.  Estimated  construction  cost  $16,703, 
first  year  operating  cost  $20,000,  revenue  $27,000. 
Sole  owner  Henderson  has  interest  in  WRLD- 
AM-FM  Lanett,  Ala.  Announced  July  31. 
Lawrenceville,  Ga. — Radio  Gwinnett — Granted 

1360  kc,  1  kw  D.  P.  O.  address  Eathel  Holley, 
5800  Brookgreen  Rd.,  Atlanta  5,  Ga.  Estimated 
construction  cost  $6,710,  first  year  operating  cost 
$24,000,  revenue  $36,000.  Owners  are  Eathel  Hol- 

ley, Leslie  E.  Gradick  Jr.  and  Stephen  B.  Mc- 
Garity  (each  \'3),  Mr.  Holley  is  radio  engineer; Mr.  Gradick  is  engineer;  Mr.  McGarity  is  peace 
officer.  Announced  July  31. 
Quitman,  Ga.  —  Emerson  Browne  —  Granted 

1580  kc,  5  kw  D.  P.  O.  address  Box  632,  Quit- 
man. Estimated  construction  cost  $24,266,  first 

year  operating  cost  $36,000,  revenue  $48,000.  Sole 
owner  Browne  also  owns  WSFB  Quitman  and 
one-third  of  WCLB  Camilla,  Ga.  Announced 
July  31. 

Copperhill,  Tenn. — Copper  Basin  Bcstg.  Co. 
Inc.— Granted  1400  kc,  250  w  unl.  P.  O.  address 
Box  415,  Bryson  City,  N.  C.  Estimated  construc- 

tion cost  $12,925,  first  year  operating  cost  $36,000, 
revenue  $43,500.  Owners  are  Blaine  Goss,  Clint 
Goss  and  Leon  H.  Beaver  (each  V3).  Blaine  Goss 
has  motel  interests;  Messrs.  Clint  Goss  and  Leon 
Beaver  are  manager  and  assistant,  respectively, 
of  grocery.  Announced  July  31. 

Lafayette,  Tenn. — Lafayette  Bcstg.  Co. — Grant- 
ed 1460  kc,  1  kw  D.  P.  O.  address  Marvin  Leslie, 

Box  79,  Livingston,  Tenn.  Estimated  construction 
cost  $19,873,  first  year  operating  cost  $24,000,  rev- 

enue $36,000.  Owners  are  Marvin  Leslie,  Mitchell 
Leslie  and  Denton  D.  Norris  (each  Messrs. 
Leslie  and  Leslie  are  businessmen;  Dr.  Denton 
is  physician.  Announced  July  31. 

Orofino,  Idaho — Clearwater  Bcstg.  Co. — Grant- 
ed 950  kc,  500  w  D.  P.  O.  address  Eugene  A. 

Hamblin,  2829  Country  Club  Dr.,  Lewiston,  Ore. 
Estimated  construction  cost  $4,750,  first  year 
operating  cost  $21,600,  revenue  $25,200.  Owners 
are  John  H.  Matlock  and  Eugene  A.  Hamblin 
(each  50%).  Mr.  Matlock  is  60%  partner  and 
general  manager  of  KOZE  Lewiston,  Idaho.  Mr. 
Hamblin  is  40%  partner  and  commercial  man- 

ager of  same  station.  Announced  July  31. 
Lake  City,  Fla. — George  S.  Walker  Jr. — Grant- 

ed 960  kc,  500  w  D.  P.  O.  address  Rhine,  Ga. 
Estimated  construction  cost  $13,706,  first  year 
operating  cost  $36,500,  revenue  $45,000.  Mr. 
Walker,  farming  and  cattle  interests,  will  be 
sole  owner.  Announced  July  31. 

Potosi,  Mo. — Franklin  County  Bcstg.  Co. — 
Granted  1280  kc,  500  w  D.  P.  O.  address  %  Radio 
Station  KLPW,  Box  72,  Union,  Mo.  Estimated 
construction  cost  $9,380,  first  year  operating  cost 
$34,500,  revenue  $39,000.  Principals  include  Leslie 
P.  Ware  and  others.  Mr.  Ware  is  president  and 
principal  stockholder  of  KNIM  Maryville,  Mo., 
and  KLPW  Union,  Mo.  Announced  July  31. 
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Crane,  Tex.— Joseph  E.  Young— Granted  1380 
kc,  1  kw  D.  P.  O.  address  Box  638,  Andrews,  Tex. 
Estimated  construction  cost  $18,014,  first  year 
operating  cost  $12,000,  revenue  $20,000.  Mr.  Young, 
sole  owner,  is  owner-operator  of  KACT  An- drews, Tex.  Announced  July  31. 
Fort  Collins,  Colo. — Horsetooth  Bcstg.  Co. — 

Granted  600  kc,  1  kw  D.  P.  O.  address  John  E. 
Aldren,  171  South  Fenton  St.,  Denver,  Colo. 
Estimated  construction  cost  $24,610,  first  year 
operating  cost  $48,620,  revenue  $56,020.  Principals 
include  John  E.  Aldren  (20%),  Carl  G.  Hoffman, 
Cecil  H.  Boyd,  Dr.  Earl  J.  Boyd,  Harvey  H. 
Corske  (each  10%)  and  others.  Mr.  Aldren  is 
salesman  for  KOA  Denver,  Colo.  Mr.  Hoffman, 
Mr.  Boyd  and  Mr.  Corske,  each  have  various 
business  interests.  Announced  July  31. 

APPLICATIONS 

Enterprise,  Ore. — Wallowa  Valley  Radio  1340 
kc,  250  w  unl.  P.  O.  address  307  W.  Main  St., Enterprise.  Estimated  construction  cost  $10,000 
first  year  operating  cost  $35,000,  revenue  $40,000. 
Owners  of  applicant  also  have  interest  in  KUGN- 
AM-FM  Eugene,  KBZY  Salem  and  KUMA  Pen- dleton, all  Oregon.  Announced  Aug.  6. 
Madras,  Ore.  —  Jefferson  County  Bcstg.  Co. 

900  kc,  1  kw  D.  P.  O.  address  Box  357,  Madras. Estimated  construction  cost  $15,863,  first  year 
operating  cost  $25,344,  revenue  $30,000.  One- third  owners:  Howard  Turner,  retired;  Louis 
Kinkade,  builder,  and  William  Robinson,  news- 

paper publisher.  Announced  July  31. 
Orangeburg,  S.  C— Frank  Best  Jr.  1440  kc,  1  kw 

D.  P.  O.  address  377  Scoville  Rd.,  Orangeburg. Estimated  construction  cost  $15,420,  first  year operating  cost  $25,172,  revenue  $30,696.  Sole owner  Best  is  WDIX  Orangeburg  sales  exec- utive. Announced  July  31. 
Madison,  S.  D.— Madison  Bcstrs.  1570  kc,  250  w 

D.  P.  O.  address  4780  Kenmore  Terrace,  San Diego,  Calif.  Estimated  construction  cost  $10,290 first  year  operating  cost  $24,000,  revenue  $30,000. Aircraft  assembler  James  Grisham  and  field  en- 
gineer John  Ecklin  are  equal  partners.  An- nounced July  31. 

Salt  Lake  City,  Utah — Fortune  Bcstg.  1470  kc 
l.kw  D.  P.  O.  address  1345  Mission  St.,  San  Fran- cisco. Estimated  construction  cost  $25,700,  first 
year  operating  cost  $46,000,  revenue  $53,000. Equal  partners  are  San  Francisco  businessmen Harry  Saxe  Jr.  and  Jack  Falvey.  Announced Aug.  6. 

Existing  Am  Stations 
ACTIONS  BY  FCC 

KIEM  Eureka,  Calif.— Granted  change  of  di- rectional ant.  on  1480  kc  from  DA-1  to  DA-N continued  5  kw  unl.  operation;  remote  controi permitted  daytime.  Announced  July  31 WVLK  Lexington,  Ky.— Granted  increase  of 
daytime  power  from  1  kw  to  5  kw,  with  DA-2 
continuing  operation  on  590  kc  with  1  kw-N-' engineering  conditions.  Announced  July  31 

New  Fm  Stations 

ACTIONS  BY  FCC 

Arlington,  Calif.— La  Sierra  College*— Granted 89.7  mc,  1.68  kw.  P.  O.  address  %  W.  Fletcher Tarr,  Dept.  of  Speech.  Estimated  construction cost  $15,350,  first  year  operating  cost  $500  An- nounced July  31. 
Elmira,  N.  Y.— Elmira  College*— Granted  88 1 

mc,  10  w  P.  O.  address  %  Harold  Throop  Jr. Estimated  construction  cost  $21,712'  first  year operating  cost  $1,750.  Announced  July  31 Winston- Salem,  N.  C— Winsonett  Inc.— Granted 
107.5  mc,  1.536  kw.  P.  O.  address  117  East  3rd  St., 
Winston-Salem.  Estimated  construction  cost  $2  - 206,  first  year  operating  cost  $2,820,  revenue $9,000.  Owners  are  Allan  Godwin,  E.  Frederick Bennett,  Edward  Simpson,  David  Odom  (21  42% each)  and  others.  Mr.  Godwin  is  in  feed  and 
farm  supply.  Mr.  Bennett  is  former  chief  engi- neer, WAAA  Winston-Salem.  Mr.  Simpson  is clothing  retailer.  Mr.  Odom  owns  restaurant Announced  July  31. 

Salem,  Ohio — Russell  C.  Jones — Granted  105  1 
mc,  100  kw  unl.  P.  O.  address  1090  Jones  Drive Salem.  Estimated  construction  cost  $36,725  first 
year  operating  cost  $24,000,  revenue  $24,000.  Sole owner  Jones  is  in  radio  and  tv  sales  communica- tion service,  etc.  Announced  July  31. 
Gainesville,  Tex.— Gainesville  Bcstg.  Co — 

Granted  94.5  mc,  2.48  kw.  P.  O.  address  Box  222, 
Gainesville.  Estimated  construction  cost  $9,195' first  year  operating  cost  $10,000,  revenue  $12,000. 
Applicant  is  licensee  of  KGAF  Gainesville.  An- nounced July  31. 
Edmonds,  Wash.— King's  Garden  Inc.— Granted 105.3  mc,  17.5  kw.  P.  O.  address  Seattle  33,  Wash. Estimated  construction  cost  $44,700,  first  year 

operating  cost  $18,000,  revenue  $24,000.  Applicant owns  KGDN  Edmonds.  Announced  July  31 
National  City,  Calif.— James  Harmon— Granted 

99.3  mc,  532  kw.  P.  O.  address  8615  La  Jolla  Scenic 
Dr.,  La  Jolla,  Calif.  Estimated  construction  cost 
$12,403,  first  year  operating  cost  $12,000,  revenue 
$14,000.  Mr.  Harmon,  sole  owner,  is  president  of 
Calif.  Bcstrs.  Inc.  Announced  July  31. 

APPLICATIONS 

San  Diego,  Calif.— Barbary  Coast  Records  Inc., 106.5  mc,  3.5  kw.  P.  O.  address  4430  Santa  Monica 
Blvd.,  Los  Angeles.  Estimated  construction  cost 
$4,250,  first  year  operating  cost  $24,000,  revenue 
$30,000.    Applicant   is   manufacturer  of  phono- 

Completely  custom  made  jingles  for  JINGLE  MILL 
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graph  records.  Largest  single  stockholder  is  pres- 
ident and  manager,  Albert  Latauska,  who  is  in 

record  distribution  as  well.  Announced  July  31. 
Coral  Gables,  Fla. — Peninsular  Bcstg.  Corp., 

105.1  mc,  18.35  kw.  P.  O.  address  Box  1815,  Coral 
Gables.  Estimated  construction  cost  $19,470,  first 
year  operating  cost  $10,000,  revenue  $12,000.  Ap- 

plicant is  licensee  of  WVCG  Coral  Gables.  An- 
nounced Aug.  6. 

Topeka,  Kan. — Charles  Axton,  106.9  mc,  .760 
kw.  P.  O.  address  Box  538,  Topeka.  Estimated 
construction  cost  $7,520,  first  year  operating  cost 
$6,000,  revenue  $9,000.  Sole  owner  Axton  also 
owns  KTOP  Topeka.  Announced  Aug.  1. 

Buffalo,  N.  Y. — Transcontinent  Tv.  Corp.,  102.5 
mc,  17.52  kw.  P.  O.  address  70  Niagara  St.,  Buf- 

falo. Estimated  construction  cost  $31,575,  first 
year  operating  cost  $20,500,  revenue  $21,000.  Ap- 

plicant, which  has  over  20  stockholders,  is  li- 
censee of  WGR-AM-TV  Buffalo.  It  also  owns 

60%  of  WNEP-TV  Scranton  and  WILK-TV 
Wilkes-Barre,  both  Pennsylvania,  and  50%  of 
WSVA-AM-TV  Harrisonburg,  Va.  Announced 
Julv  31. 
Rochester,  N.  Y. — Transcontinent  Tv  Corp., 

97.9  mc,  18  kw.  P.  O.  address  70  Niagara  St., 
Buffalo.  Estimated  construction  cost  $31,575,  first 
year  operating  cost  $20,500,  revenue  $21,000.  Ap- 

plicant, which  has  over  20  stockholders,  is  li- 
censee of  WGR-AM-TV  Buffalo.  It  also  owns 

60%  of  WNEP-TV  Scranton  and  WILK-TV 
Wilkes-Barre,  both  Pennsylvania,  and  50%  of 
WSVA-AM-FM-TV  Harrisonburg,  Va.  Announced 
July  31. 
Eugene,  Ore. — KEED  Inc.,  92.9  mc.  1.12  kw. 

P.  O.  address  Box  696,  Springfield,  Ore.  Esti- 
mated construction  cost  $7,770,  first  year  oper- 

ating cost  $4,000,  revenue  $10,000.  Owners  are 
Mr.  and  Mrs.  Glen  Stadler  who  own  KEED 
Springfield.  Announced  Aug.  1. 
Marinette,  Wis.— M  &  M  Bcstg.  Co.,  92.9  mc, 

1.12  kw.  P.  O.  address  %  Radio  Station  WMAM, 
Marinette.  Estimated  construction  cost  $27,900, 
first  year  operating  cost  $27,500,  revenue  $30,000. 
Applicant  is  licensee  of  WMAM.  Announced 
Aug.  1. 
Milwaukee,  Wis. — The  Journal  Co.,  94.1  mc, 

2.81  kw.  P.  O.  address  333  W.  State  St.,  Milwau- 
kee. Estimated  construction  cost  $29,460,  first 

year  operating  cost  $24,960,  revenue  $18,720.  Ap- 
plicant, publisher  of  Milwaukee  Journal,  is  li- 
censee of  WTMJ-AM-TV  there.  Announced 

Aug.  4. 
Tacoma,  Wash. — Clay  Frank  Huntington,  106.3 

mc,  .851  kw.  P.  O.  address  201  South  Fifth  St., 
Tacoma.  Estimated  construction  cost  $6,680,  first 
year  operating  cost  $4,200,  revenue  $18,000.  Sole 
owner  Huntington  is  in  advertising.  Announced 
July  31. 

Existing  FM  Stations 

ACTIONS  BY  FCC 

WRLD-FM  Lanett,  Ala. — Granted  application 
to  move  trans,  to  site  of  WRLD  (AM)  and  waived 
Sec.  3.205  (a)  of  rules  to  change  station  location 
to  Lanett,  Ala. -West  Point,  Ga.;  change  ERP 
from  10  kw  to  8.5  kw  and  ant.  from  330  to  165 
ft.;  engineering  conditions.  Announced  July  31. 
WQXT-FM  Palm  Beach,  Fla.— Granted  SCA 

to  engage  in  functional  music  operation  on  mul- 
tiplex basis.  Announced  July  31. 

Ownership  Changes 

ACTIONS  BY  FCC 

WTCB  Flomaton,  Ala.— Granted  transfer  of 
control  from  W.  L.  Kline,  et  al.,  to  Andrew  J. 
Lee,  et  al.;  consideration  $47,500.  Comr.  Ford 
absent.  Announced  July  31. 
KVOA  Tucson,  Ariz. — Granted  assignment  of 

licenses  to  Gordon  Bcstg.  of  Tucson  (Sherwood 
R.  Gordon,  who  also  owns  WSAI-AM-FM  Cin- 

cinnati, Ohio,  and  KBUZ  and  KTYL-FM  Mesa, 
Ariz.);  consideration  $156,750  plus  lease  of  cer- 

tain equipment  for  5  years  at  $400  a  month. 
Announced  July  31. 
KCSB  San  Bernardino,  Calif. — Granted  assign- 

ment of  license  and  cp  to  M.  V.  W.  Radio  Corp. 
(Raymond  T.  McKenzie,  president);  considera- 

tion $150,000.  Announced  July  31. 
KGEN  Tulare,  Calif.— Granted  assignment  of 

licenses  to  The  R  Street  Corp.  (R.  C.  and  George 
T.  McMahan  who  control  KMAK  Fresno);  con- 

sideration $75,000.   Announced  July  31. 
KLMO  Longmont,  Colo. — Granted  assignment 

of  license  to  Judson  G.  Rosebush;  consideration 
$68,000.  Announced  July  31. 
WAVP  Avon  Park,  Fla. — Granted  assignment 

of  license  to  Albert  B.  Gale;  consideration  is 
rental  of  property  at  $625  per  month  with  option 
to  buy  for  $42,500  less  80%  of  rent  paid.  An- nounced July  31. 
WKTS  Brooksville,  Fla. — Granted  assignment 

of  license  from  Elmo  B.  Kilts  to  William  W. 
Johnson  and  W.  L.  Waring  Jr.,  d/b  as  Brooks- 

ville Bcstg.  Service,  consideration  $15,000.  An- nounced July  31. 
WMBR-AM-FM  Jacksonville,  Fla. — Granted  as- 

signment of  licenses  and  SCA  to  WMBR  Inc. 
(WWDC-AM-FM  Washington,  D.  C);  considera- 

tion $375,000.  Announced  July  31. 
WFKB   Key  West,  Fla.— Granted  transfer  of 

control  from  J.  M.  Fernandez,  et  al.,  to  Roth  E. 
Hook  (interest  in  WDOB  Canton,  and  WMAG 
Forest,  Miss.;  WRUS  Russellville,  Ky.,  and 
WRAG  Carrollton,  Ala.);  consideration  $19,100. 
Comr.  Ford  absent.  Announced  July  31. 
WDEC  Americus,  Ga.— Granted  transfer  of 

control  from  T.  O.  Marshall  Jr.,  et  al.,  to  Charles 
C.  Smith  (present  stockholder);  consideration 
$20,511  for  83.95%.  Comr.  Ford  absent.  Announced 
July  31. 
WCEH  Hawkinsville,  Ga.— Granted  acquisition 

of  positive  control  by  Dallam  R.  Jackson  through 
purchase  of  60%  of  stock  from  Robert  T.  Ragan 
and  W.  H.  Griffin  for  $40,000.  Comr.  Ford  absent. 
Announced  July  31, 
WJEM  Valdosta,  Ga.— Granted  (1)  renewal  of 

license  and  (2)  assignment  of  licenses  to  J.  E. 
Massey  Jr.,  Sue  N.  Massey  and  J.  C.  Johnson, 
d/b  as  Lowndes  County  Bcstg.  Co.;  consideration 
$45,000  for  60%  of  stock.  Announced  July  31. 
KIPA  Hilo,  Hawaii — Granted  transfer  of  con- 

trol from  Bryson  R.  Gardner  to  Alan  H.  Pollock; 
consideration  $42,500.  Comr.  Ford  absent.  An- nounced July  31. 

WHLT  Huntington,  Ind. — Granted  assignment 
of  license  to  Radio  Huntington  Inc.  (William  J. 
Warren,  president);  consideration  of  $68,000  in- 

cludes $48,000  for  agreement  by  assignor  not  to 
compete  for  5  years.  Announced  July  31. 
KAPK  Minden,  La. — Granted  assignment  of  li- 

cense to  Cyril  Reddoch  and  Ralph  L.  Hooks  (in- 
terest in  KDLA  De  Ridder,  La.;  KREH  Oakdale, 

La.,  and  KSTV  Stephenville,  Tex.),  d/b  as  Dixie 
Bcstrs.;  consideration  $42,500.  Announced  July 

31. WAHL  Hastings,  Mich. — Granted  assignment  of license  to  Barry  Bcstg.  Co.  (R.  S.  Greenhoe,  pres- 
ident) ;  consideration  $42,000  and  lease  of  studio 

space  for  $100  a  month.  Announced  July  31. 
WWOK  Charlotte,  N.  C— Granted  assignment 

of  licenses  to  Radio  Charlotte  Inc.  (Sherwood  J. 
Tarlow,  president,  has  interest  in  WHYE  Roa- 

noke, Va.;  WARE  Ware,  Mass.,  and  WHIL  Med- ford,  Mass.);  consideration  $160,000  plus  $30,000 
for  3-vear  agreement  not  to  compete.  Announced 
July  31. 
WRSA  Saratoga  Springs,  N.  Y. — Granted  trans- 

fer of  negative  control  to  Jack  Oranch  through 
purchase  of  50%  of  stock  from  Richard  O'Connor for  $10,123.  Comr.  Ford  absent.  Announced  July 
31. 
KTVQ  (TV)  Oklahoma  City,  Okla.— Granted 

assignment  of  cp  (not  on  air)  to  Independent 
School  District  No.  89  of  Oklohamo  County;  no 
monetary  consideration.  Though  commercial  tv 
station  authorization,  assignee  proposed  to  op- 
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APPRAISALS 

EASTERN 

FULLTIME 
NETWORK 

$125,000 

Real  estate  plus 

some  working  capi- 

tal included  with 

deal.  Ideal  for 

owner-manager. 

CENTRAL 

MICHIGAN 
DAYTIMER 

$175,000 

500  watts  in  one  of 

Michigan's  top  mar- 
kets. 1957  showed 

25%  profit  on  vol- 
ume. Terms  to  quali- 

fied buyer. 

MIDWEST 

NETWORK 

FULLTIME 

$150,000 

Terrific  agricultural 

and  urban  coverage. 

Making  money. 

Well-equipped.  Good 

real  estate. 

SOUTH 

FLORIDA 
FULLTIME 

$125,000 

This  station  is  show- 

ing a  nice  profit 

under  absentee-own- 
ership. 30%  down 

with  well-secured 
notes. 

SOUTHWEST 

GULF  COAST 
INDEPENDENTS 

$150,000 
We  have  a  choice  of 

excellent  daytime 

and  fulltime  sta- 

tions. All  good  mar- 
kets with  financing 

available. 

WEST 

NORTHWEST 
REGIONAL 

$175,000 

5  kw.  serving  inde- 
pendent market. Available  on  easy 

terms  with  long- 
term  lease  on  real 
estate.  Realistically 

priced. 

D 

Washington,  D.  C. 

Wm.  T.  Stubblefield 
1737  DeSales  St.,  N.W. 

EX  3-3456 

Cleveland 

Jackson  B.  (Jack)  Maurer 
2414  Terminal  Tower 

TO  1-6727 

Chicago 

Ray  V.  Hamilton 
Tribune  Tower 

DE  7-2754 

Atlanta 
1515 

Healey  Bldg. 

JA  3-3431 

Dallas 

Dewitt  (Judge)  Landis 
Fidelity  Union  Life  Bldg. 

Rl  8-1175 

San  Francisco 

W.  R.  (Ike)  Twining 
1 1 1  Sutter  St. 

EX  2-5671 

Broadcasting August  11,  1958    •    Page  93 



FOR  THE  RECORD  continued 

Planning 

a  Radio 

Station? 

Here's  another  aid  to  station 

planning— a  brand  new  bro- 

chure describing  transmitting 

equipment  and  building  re- 

quirements for  radio  stations. 

Itcombinesthepractical  know- 

how  of  experienced  station 

and  equipment  engineers  and 

providesacheck-listasa  guide 

in  transmitter  selection. 

For  your  free  copy,  write  to 

RCA,  Dept.  JB-22,  Building  15-1, 
Camden  2,  NJ. 

RADIO  CORPORATION 

of  AMERICA 

Tmk(s)® 

erate  it  on  nonprofit  basis  for  educational  pur- 
poses. Also  operates  noncommercial  educational 

fm  station  KOKH-FM  in  that  city.  Oklahoma 
Educational  Television  Authority  operates  non- 

commercial educational  tv  station  KETA  on  ch. 
13  in  Oklahoma  City.  Announced  July  31. 
KBEV  Portland,  Ore. — Granted  assignment  of 

cp  to  Coast  Bcstg.  Corp.  (Dawklns  Espy,  who  has 
interest  in  KIKK  Bakersfield,  Calif.,  and  KINK 
Phoenix,  Ariz.);  reimbursement  of  $5,000  ex- 

penses. Announced  July  31. 
WPFM  (FM)  Providence,  R.  I. — Granted  (1)  re- 

newal of  license  and  (2)  assignment  to  Golden 
Gate  Corp.  (Harold  C.  Arcaro,  president,  has 
interest  in  WR1B  and  WNET  (TV)  Providence); 
consideration  $10,000.  Comr.  Ford  absent.  An- nounced July  31. 
KAZZ  (FM)  Austin,  Tex. — Granted  assignment 

of  licenses  and  SCA  to  Audioland  Bcstg.  Co.; 
consideration  $15,000.  Announced  July  31. 
KBST  Big  Spring,  Tex. — Granted  assignment 

of  licenses  to  Affiliated  Newspapers  Inc.  (R.  W. 
Whipkey,  president,  has  interest  in  KBST-TV 
Big  Spring);  consideration  $100,000.  Announced 
July  31. KHAD-TV  Laredo,  Tex. — Granted  assignment 
of  cp  to  Southwestern  Publishing  Co.;  considera- 

tion $190,000.  Assignee  is  wholly  owned  by  Don- ald W.  Reynolds  who  owns  or  controls  KBRS 
Springdale,  and  KFSA-AM-TV  Fort  Smith,  Ark.; 
KHBG  Okmulgee,  Ok  I  a.;  KLRJ-TV  Henderson, 
Nev.,  and  KOLO-AM-TV  Reno,  and  KORK  Las 
Vegas,  Nev.  Comr.  Bartley  dissented.  Announced 
July  31. 
KRWS  Post,  Tex. — Granted  assignment  of  li- 

cense to  Grady  F.  Maples  and  R.  B.  McAllister, 
d/b  as  The  Maples-McAllister  Bcstg.  Co.;  con- sideration $23,017.  Announced  July  31. 
KAYE  Puyallup,  Wash.— Granted  assignment 

of  license  to  Henry  Perozzo  and  Alvis  E.  Owens 
d/b  as  KAYE  Ltd.;  consideration  $17,810.  An- nounced July  31. 
Mount  Ranier  Radio  &  Tv  Bcstg.  Corp.,  KJR 

Seattle,  Wash.;  KNEW  Spokane,  Wash.;  KXL 
Portland,  Ore. — Granted  assignment  of  licenses 
to  Essex  Productions  Inc.,  and  Dena  Pictures 
Inc.,  d/b  as  Seattle,  Portland  and  Spokane  Radio; 
assignee  liquidating  assignor,  which  it  owns. 
Danny  Kaye  is  president  of  assignee.  Announced 
July  31. 
WCHF  Chippewa  Falls,  Wis. — Granted  assign- ment of  license  to  Stephen  P.  Bellinger,  et  al., 

d/b  as  Radio  Chippewa;  consideration  $73,000. 
Assignee  stockholders  have  interest  in  WVMC 
Mt.  Carmel;  WRAM  Monmouth,  and  WIZZ 
Streator,  111.  Announced  July  31. 

APPLICATIONS 

WDMF  Buford,  Ga. — Seeks  assignment  of  li- cense from  David  and  Madeleine  Fleagle  d/b  as 
Gwinnett  County  Bcstg.  Co.  to  Lanier  Bcstg.  Co. 
for  $62,000.  New  owners,  equal  partners,  are 
C.  S.  Conklin,  banker,  and  R.  L.  Schuessler  of 
Hollingbery  Co.  Announced  Aug.  6. 
WMSN  Raleigh,  N.  C. — Seeks  transfer  of  con- 

trol of  licensee  from  B.  H.  Digle  Sr.,  Maude  Ingle 
and  Ruth  Johnson  to  John  Greene  Jr.  for  approx- 

imately $90,700.  Mr.  Green  is  music  publisher. Announced  Aug.  6. 
WSMN  Nashua,  N.  H. — Seeks  assignment  of 

license  from  Merrimack  Valley  Bcstg.  System 
Inc.  to  Merrimack  Valley  Bcstg.  Corp.  for  $80,000. 
New  owner  is  Roland  Genest,  food  broker. 
Announced  Aug.  6. 

Hearing  Cases 

INITIAL  DECISIONS 

Hearing  Examiner  H.  Gifford  Irion  issued  initial 
decision  looking  toward  granting  application  of 
Austin  Radio  Co.  for  new  am  station  to  operate 

on  970  kc,  1  kw,  D,  DA,  in  Austin,  Tex.  An- nounced Aug.  5. 
Hearing  Examiner  Herbert  Sharfman  issued 

initial  decision  looking  toward  granting  applica- 
tion of  Mecklenburg  Bcstg.  Co.  for  new  am  sta- 
tion to  operate  on  980  kc,  500  w,  D,  in  Chase 

City,  Va.;  engineering  condition.  Announced 
Aug.  5. 

OTHER  ACTIONS 

By  order,  Commission  denied  request  by  Inter- 
lake  Bcstg.  Corp.  and  Mesabi  Western  Corp. 
for  ieconsideration  of  July  23  309-b  letter;  and 
designated  for  hearing  application  for  assign- 

ment of  license  of  station  KLAN  Renton,  Wash., 
from  Interlake  to  Mesabi.  Chairman  Doerfer  and 
Comr.  Craven  dissented.  Announced  Aug.  1. 
By  order.  Commission  denied  that  part  of  a 

July  25  joint  petition  by  W.  S.  Butterfield  The- 
atres Inc.,  and  Trebit  Corp.  requesting  stay  of 

Commission  July  9  action  affirming  grant  of  a 
construction  permit  to  WJR,  The  Goodwill  Sta- 

tion Die,  for  new  tv  station  (WJRT)  to  operate 
on  Ch.  12  in  Flint,  Mich.;  reserved  consideration 
of  petitioners'  request  for  reconsideration  of grant.  Comr.  Lee  dissented;  Comrs.  Ford  and 
Cross  not  participating.  Announced  Aug.  1. 
By  order,  Commission,  on  its  own  motion, 

stayed,  until  further  order,  effective  date  of 
July  18  report  and  order  insofar  as  document 
deleted  Ch.  73  from  Youngstown,  Ohio,  and  as- 

signed it  to  Pittsburgh,  Pa.,  and  modified  cp  of 
station  WXTV  Youngstown,  to  specify  operation 
on  Ch.  33  instead  of  Ch.  73.  Comr.  Ford  not  par- 

ticipating. Announced  Aug.  1. 
By  memorandum  opinion  and  order,  Commis- 

sion granted  petition  by  Mid-American  Bcstrs. 
Inc.  (KOBY),  San  Francisco,  Calif.,  for  recon- 

sideration of  April  22  assignment  to  Diterconti- 
nental  Bcstg.  Corp.  of  call  letters  KOFY  for  lat- 
ter's  am  station  in  San  Mateo,  to  extent  of  desig- nating matter  for  evidentiary  hearing;  made 
KOBY  party  to  proceeding.  Chairman  Doerfer 
and  Comrs.  Craven  and  Cross  dissented. 
By  order,  Commission  denied  petition  of 

KSTP  Inc.  (KSTP),  St.  Paul,  Minn.,  for  interim 
stay  of  effective  date  of  May  21  grant  of  applica- 

tion of  Broadcasters  of  Burbank  Die,  to  change 
facilities  of  station  KBLA  Burbank,  Calif.,  until 
action  is  taken  on  KSTP's  petition  for  recon- sideration of  said  grant. 
By  memorandum  opinion  and  order,  granted 

protests  by  KPOL-FM  and  KNX-FM,  both  Los 
Angeles,  Calif.,  and  postponed  effective  date  of 
June  4  grant  of  cp  to  South  Bay  Bcstg.  Co.  for 
new  Class  A  fm  station  (KAPP)  at  Redondo 
Beach,  Calif,  pending  evidentiary  hearing;  made 
protestants  parties  to  proceeding. 
Granted  petitions  by  WMBO  Die,  and  Auburn 

Publishing  Co.,  licensees,  respectively,  of  WMBO 
and  WMBO-FM,  Auburn,  N.  Y.,  to  extent  of  pro- 

viding for  subsequent  hearing  on  application  of 
Herbert  P.  Michels  for  cp  for  new  am  station 
(WATJB)  at  Auburn  (granted  May  22)  and  di- 

rected WMBO  and  WMBO-FM  to  submit  appli- cations for  renewal  of  licenses  in  order  that 
they  may  be  consolidated,  if  necessary,  in  a 
comparative  proceeding  with  WAUB.  Comrs. 
Hyde,  Lee  and  Cross  dissented. 
Donner  Bcstg.  Co.,  Truckee,  Calif.;  Lakeside 

Bcstrs.,  Sparks,  Nev.;  Truckee  Bcstrs.,  Truckee, 
Calif. — Designated  for  consolidated  hearing  ap- 

plications for  new  am  stations  to  operate  on 
1270  kc,  D;  Donner  and  Truckee  with  500  w  and 
Lakeside  with  1  kw.  Announced  July  31. 
WSBS  Berkshire  Bcstg.  Co.  Die,  Great  Bar- r  Lug  ton,  Mass.;  Naugatuck  Valley  Service,  Die, 

Naugatuck,  Conn. — Designated  for  consolidated 
hearing  applications  of  Naugatuck  for  new  am 
station  to  operate  on  860  kc,  250  w,  DA,  D,  and 
WSBS  to  increase  power  from  250  w  to  1  kw  with 
DA,  continuing  operation  on  860  kc,  D;  made 
WTEL  Philadelphia,  Pa.,  party  to  proceeding. 
Announced  July  31. 
Norman  O.  Protsman,  Valdosta,  Ga. — Desig- 

nated for  hearing  application  for  new  am  station 

Radio  Station  and  Newspaper 

Appraisals 

Tax,  estate  and  many  other  personal  problems  create  the  need  for 

an  independent  appraisal.  Extensive  experience  and  a  national  or- 
ganization enable  Blackburn  &  Company  to  make  accurate,  authori- 

tative appraisals  in  minimum  time. 

J5Lackburn  Go, acKOurn  *<D  Kjompany 

NEGOTIATIONS  •  FINANCING  •  APPRAISALS 

WASHINGTON,  D.  C. 

James  W.  Blackburn 
Jack  V.  Harvey 

Washington  Building 

STerling  3-4341 

ATLANTA 

Clifford  B.  Marshall 

Stanley  Whitaker 
Healey  Building 

JAckson  5-1576 

CHICAGO 

H.  W.  Cassill 
William  B.  Ryan 

333  N.  Michigan  Avenue 
Financial  6-6460 

Page  94    •    August  11,  1958 
Broadcasting 



PROFESSIONAL  CARDS 

JANSKY  &  BAILEY  INC. 

Executive  Offices 
1735  DeSales  St.,  N.  W.  ME.  8-5411 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 

Washington,  D.  C.        FEderal  3-4800 
Member  AFCCE 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 
Washington  5,  D.  C. REpublic  7-3984 

Member AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32  C  Rest  view  4-8721 
1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 
CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
1  Riverside  Road — Riverside  7-2153 

Riverside,  III. 
(A  Chicago  suburb) 

Vandivere  &  Cohen 
Consulting  Electronic  Engineers 

610  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 
Member  AFCCE 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Columbia  5-4666 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 
Member  AFCCE 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio 
Engineering 

Pennsylvania  Bldg.       Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

L.  H.  CARR  &  ASSOCIATES 
Consulting 

Radio  &  Television 

Engineers 
Washington  6,  D.  C.  Fort  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 

SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 

Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  STate  7-2601 
Member  AFCCE 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

8200  Snowville  Road 
Brecksville,  Ohio 

(a  Cleveland  Suburb) 
Tel.:  JAckson  6-4386  P.O.  Box  82 

Member  AFCCE 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 
P.  O.  Box  7037  Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For  Free  Catalog,  specify  course. 

Broadcasting 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.  Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.      National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.      Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

LYNNE  C.  SMEBY 

Consulting  Engineer  AM-FM-TV 
7615  LYNN  DRIVE 

WASHINGTON  15,  D.  C. 

OLiver  2-8520 

HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 

BOX  68,  INTERNATIONAL  AIRPORT 
SAN  FRANCISCO  28,  CALIFORNIA 

DIAMOND  2-5208 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3-3266 

Dallas  6,  Texas 

RALPH  J.  BITZER,  Consulting  Engineer 
Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 

Garfield  1-4954 
"For  Results  in  Broadcast  Engineering" 

AM-FM-TV 
Allocations    •  Applications 

Petitions     •     Licensing  Field  Service 

MERL  SAXON 

Consulting  Radio  Engineer 
622  Hoskins  Street 

Lufkin,  Texas 

NEptune  4-4242       NEptune  4-9558 

SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  79,497*  Readers 

— among  them,  the  decision-making 
station  owners  and  managers,  chief 
engineers  and  technicians — applicants 
for  am,  fm,  tv  and  facsimile  facilities. 
•ARB    Continuing    Readership  Study 

GEORGE  C.  DAVIS 

CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  7-8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 
CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 

DALLAS  9,  TEXAS 

LAKESIDE  8-6108 
Member  AFCCE 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 Member  AFCCE 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 
Directional  Antennas 

1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Colorado 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.        Dickens  3-7503 

IRL  T.  NEWTON,  JR. 

Consulting  Engineer 
422  Washington  Bldg., 

15th  and  N.  Y.  Ave.,  N.  W.f 
Washington,  D.  C. 

Telephone:  EXecutive  3-7165 

Contact 

BROADCASTING  MAGAZINE 
1735  DeSales  St.,  N.  W. 

Washington  6,  D.  C. 

for  availabilities 
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FOR  THE  RECORD  continued 

SUMMARY  OF  STATUS  OF  AM,  FM,  TV 
through  Aug.  6 

OKI    A  IP %Jn  AIK CP       total  applications 
Lie.  Cps Not  on  air For  new  stations 

AM                             3,028  64 112 

557 FM                                524  29 yy 63 

TV  (Commercial)            41 5l  932 

116 124 

OPERATING  TELEVISION STATIONS 

Compiled  by  BROADCASTING 
through  Aug.  6 

VHF 

UHF 
TOTAL 

Commercial  425 

83 

508* 

Non-Commercial  26 7 

33* 

COMMERCIAL  STATION BOXSCORE 

As  Reported  by  FCC  through  June  30 
AM 

FM 
TV 

Licensed  (all  on  air) 

3,218 

526 

4181 

CPs  on  air  (new  stations) 35 

22 

932 

CPs  not  on  air  (new  stations) 100 86 109 

Total  authorized  stations 
3,353 

634 665 

Applications  for  new  stations  (not  in  hearing) 

412 
39 

52 

Applications  for  new  stations  (in  hearing) 124 18 73 

Total  applications  for  new  stations 536 57 

125 

Applications  for  major  changes  (not  in  hearing)  261 24 49 

Applications  for  major  changes  (in  hearing) 46 0 17 

Total  applications  for  major  changes 
307 

24 

66 

Licenses  deleted 1 0 0 

CPs  deleted 1 0 1 

1  There  are,  in  addition,  nine  tv  stations  which  are  no  longer  on  the  air,  but  retain  their 
licenses. 

2  There  are,  in  addition,  37  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 
•There  have  been,  in  addition,  177  television  cps  granted,  but  now  deleted  (33  vhf  and 144  uhf). 
4  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 

to  operate  on  1450  kc,  250  w,  S.H.  Announced 
July  31. 

Santa  Monica  Bcstg.  Co.,  Santa  Monica,  Calif. — 
Designated  for  hearing  application  for  new  Class 
A  fm  station  to  operate  on  103.1  mc,  made  KGLA 
Los  Angeles,  and  Hall  Bcstg.  Co.  Inc.,  applicant 
for  new  Class  B  fm  station  in  Los  Angeles,  par- 

ties to  proceeding.  Announced  July  3. 
Harold  Lampel,  Garden  Grove,  Calif. — Desig- 

nated for  hearing  application  for  new  Class  A 
fm  station  to  operate  on  94.3  mc;  made  KVFM 
San  Fernando  and  KRHM  Los  Angeles,  parties 
to  proceeding.  Announced  July  31. 

Sanford  L.  Hirschberg  and  Gerald  R.  McGuire, 
Cohoes-Watervliet,  N.  Y. — Designated  for  hearing 
application  for  new  am  station  to  operate  on 
1300  kc,  1  kw,  during  specified  daytime  hours; 
made  WRSA  Saratoga  Springs;  WHAZ  Troy, 
and  WPOW  and  WEVD,  New  York  City,  parties 
to  proceeding.  Announced  July  31. 

Routine  Roundup 

Commission  finalized  rule  making  and  amended 
Class  B  fm  allocation  plan  by  adding  ch.  298 
to  Winston-Salem,  N.  C,  and  adding  ch.  233  to 
Gainesville,  Tex.,  by  substituting  ch.  246  for 
ch.  236  in  Sherman,  Tex.,  both  effective  imme- 

diately. Announced  July  31. 
ACTIONS  ON  MOTIONS 

By  Commissioner  T.  A.  M.  Craven  on  July  29 
Granted  petition  by  Four  Corners  Bcstg.  Co., 

for  extension  of  time  to  Aug.  7  to  file  responsive 
pleadings  in  connection  with  parties'  requests  for enlargement  of  issues  and  in  connection  with 
Four  Corners'  petition  for  dismissal  of  applica- tion of  Farmington  Bcstg.  Co.,  in  Farmington, 
N.  M.,  tv  ch.  12  proceeding. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  dates  shown 

Scheduled  hearing  for  Oct.  20  in  proceeding 
on  am  applications  of  The  Henderson  County 
Bcstg.  Co.  (KBUD),  Athens,  Tex.,  and  University 
Advertising  Co.,  Highland  Park,  Tex.  Action 
July  25. 
Granted  petition  by  Latin-American  Bcstg. 

Corp.,  Monterey  Park,  Calif.,  for  dismissal  with- 
out prejudice  of  its  am  application  and  retained 

in  hearing  status  Radio  Orange  County  Inc., 
Anaheim,  Calif.,  and  Anaheim-Fullerton  Bcstg. 
Co.  Inc.,  Anaheim-Fullerton,  Calif.  Action 
July  31. 

By  Hearing  Examiner  Annie  Neal  Huntting 
on  July  31 

Continued  hearing  from  Oct.   10  to   17,  and 
scheduled  second  hearing  session  for  Oct.  28  in 
proceeding  on  am  applications  of  Clarion  Bcstg. 
Co.,  and  County  Bcstg.  Co.,  Clarion,  Pa,. 

By  Hearing  Examiner  Millard  F.  French 
on  August  1 

Granted  petition  by  Raymond  P.  McMillin  to 
substitute  him  for     Raymac  Inc.,  as  party  re- 

spondent in  proceeding  on  am  application  of 
WLBE  Inc.  (WLBE),  Leesburg-Eustis,  Fla. 

By  Hearing  Examiner  Basil  P.  Cooper 
on  July  30 

Scheduled  a  prehearing  conference  for  Sept. 
12  on  am  applications  of  Leavenworth  Bcstg.  Co. 
(KCL),  Leavenworth,  Kan.,  et  al. 
Scheduled  further  prehearing  conference  in 

proceeding  on  fm  applications  of  Armin  H.  Wit- 
tenberg Jr.,  Los  Angeles,  Calif.,  and  Pasadena 

Presbyterian  Church,  Pasadena,  Calif.,  for  2  p.m., 
July  31. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  July  30 

Granted  motion  of  WTAF  Inc.,  to  substitute 
itself  as  party  in  place  of  Community  Bcstg.  Co., 
in  proceeding  on  application  of  WHAS  Inc. 
(WHAS-TV,  ch.  11),  LouisvUle,  Ky.,  for  cp  to 
change  trans,  and  ant.  location. 

By  Hearing  Examiner  H.   Gilford  Irion on  July  29 
Advanced  hearing  from  Sept.  8  to  August  1  in 

proceeding  on  am  applications  of  Latin-Ameri- 
can Bcstg.  Corp.,  Monterey  Park,  Radio  Orange 

County  Inc.,  Anaheim,  and  Anaheim-Fullerton 

Bcstg.  Co.,  Inc.,  Anaheim-Fullerton,  all  Cal- ifornia. 
BROADCAST  ACTIONS 

by  Broadcast  Bureau 
Action  of  August  4 

KITE  San  Antonio,  Tex. — Granted  (1)  change 
of  facilities  on  930  kc  from  1  kw,  D,  to  1  kw-N, 
5    kw-LS,    DA-N,    change    studio    location  to 
Terrell  Hills  and  make  other  equipment  changes, 
and    (2)    transfer  of  control  from   Charles  W. 
Balthrope  to  Connie  B.  Gay  Inc.;  consideration 
$250,000. Actions  of  August  1 
WAZA  Bainbridge,  Ga. — Granted  assignment  of 

license  to  Bainbridge  Bcstg.  Co. 
KSDA  Redding,  Calif. — Granted  involuntary  as- 

signment of  license  to  Kal  W.  Lines,  trustee  of 
bankrupt  estate  of  VALR  Inc. 
Granted  licenses  for  following  am  stations: 

WDNT  Dayton,  Tenn.,  and  specify  studio  loca- tion; WLCK  Scottsville,  Ky.,  and  specify  type 
trans.;  WHEY  Millington,  Tenn.,  specify  type 
trans.,  studio  location,  and  remote  control  point; 
WMFT  Terre  Haute,  Ind.,  and  change  studio 
location  and  remote  control  point. 
KAPA  Raymond,  Wash. — Granted  license  cov- 

ering changes  in  ant.  system  (decrease  height). 
WDSU-TV  New  Orleans,  La. — Granted  license 

covering  installation  of  aux.  ant.  and  trans- mitters. 
KPTV  (TV)  Portland,  Ore.— Granted  cp  to 

change  aur.  ERP  to  158  kw  and  make  minor 
equip,  changes  (main  trans,  and  ant.);  and  cp 

to  install  aux.  trans,  at  main  trans,  site. 
WISC-TV  Madison,  Wis. — Granted  cp  to  change 

ERP  to  vis.  56.2  kw,  aur.  28.8  kw,  make  changes 
in  ant.  system  and  other  equipment  changes; 
ant.  1190  ft. 
KDFW  (FM)  Cedar  Hill,  Tex.— Granted  mod. 

of  cp  to  change  frequency  of  fm  station  to 
99.5  mc;  remote  control  permitted. 
WPOM  Pompano  Beach,  Fla. — Granted  mod. 

of  cp  to  change  type  trans.,  ant.-trans.  location and  studio  location. 
WJSO  Jonesboro,  Tenn. — Granted  mod.  of  cp 

to  change  ant.-trans.  location  and  studio  location (same  as  trans,  location). 
Following  stations  were  granted  extensions  of 

completion  dates  as  shown:  KCMT  (TV)  Alex- andria, Minn,  to  Feb.  5,  1959  and  change  type 
trans.;  KANN  Sinton,  Tex.  to  Oct.  30;  WFPB 
Lake  Worth,  Fla.  to  Jan.  2,  1959;  WKLM  Wil- 

mington, N.  C.  to  Dec.  17. 
WCFR  Springfield,  Vt. — Granted  authority  to 

sign-off  at  6:30  p.m.  during  July,  August  and 
September. 
WCHF  Chippewa  Falls,  Wis. — Granted  au- thority to  remain  silent  for  month  of  August  or 

until  buyer  can  reopen,  whichever  is  shortest 
period;   reason — personnel  problems. 

Actions  of  July  31 
KSLV  Monte  Vista,  Colo. — Granted  acquisition 

of  positive  control  by  George  O.  Cory  through 
transfer  of  stock  from  Kenneth  J.  Stone. 
Granted  licenses  for  following  am  stations: 

KPAE  Redding,  Calif,  and  specify  studio  loca- 
tion and  remote  control  point  and  type  trans.; 

KADY  St.  Charles,  Mo.;  KURY  Brookings,  Ore., 
and  specify  type  trans.;  WBRD  Bradenton,  Fla., 
and  specify  studio  location;  KACE,  Riverside, 
Calif. WPAC-FM  Patchogue,  N.  Y. — Granted  license for  fm  station. 
KMCS  (FM)  Seattle,  Wash.— Granted  license for  fm  station. 
WNTI  (FM)  Hackettstown,  N.  J.— Granted  li- cense for  noncommercial  educational  fm  station. 
KGRO  Gresham,  Ore. — Granted  license  cover- 

ing change  of  power  from  100  w,  unl.,  to  100  w, 
250,  LS. 
WHOK  Lancaster,  Ohio — Granted  license  cov- 

ering increase  in  power  from  500  w  to  1  kw. 
WACB  Kittanning,  Pa. — Granted  license  cov- 

ering installation  of  new  trans,  as  an  alternate 
main  trans,  at  present  main  trans,  location;  re- 

mote control  permitted. 
WJLD  Homewood,  Ala. — Granted  license  cov- 

ering installation  of  old  main  trans,  as  aux.  trans, 
at  main  trans,  location. 
WGH  Newport  News,  Va. — Granted  license  to 

change  from  DA-1  to  DR-N. WSTU  Stuart,  Fla. — Granted  license  covering 
increase  in  power  and  installation  new  trans.; 
conditions. 
WJDA  Quincy,  Mass. — Granted  license  cover- 

ing change  of  ant.-trans.  location. KHSL  Chico,  Calif. — Granted  mod.  of  license 
to  operate  trans,  by  remote  control  using  dir. 
ant.   nighttime;  conditions. Continues  on  page  105 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.    Checks  and  money  orders  only. 

•  DEADLINE:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday  preceding  publication  date. 
•  SITUATIONS  WANTED  20tf  per  word — $2.00  minimum  •  HELP  WANTED  25<J  per  word — $2.00  minimum. 
•  All  other  classifications  30^  per  word — $4.00  minimum.  •  DISPLAY  ads  #20.00  per  inch. 
•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 
Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos,  etc.,  sent  to 

box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Sales 

Unusual  opening  for  aggressive  salesman,  who 
wants  to  move  up  to  a  substantial  northeastern 
Ohio  market.  Guarantee  of  up  to  $600  per  month 
with  top  account  list  worth  $12,000  to  a  producer. 
Sales  manager  position  open  to  you  if  you  qual- 

ify. Best  references  required.  Box  320F,  BROAD- CASTING. 

Salesman,  strong,  aggressive  for  top  stations 
Boston,  and  Washington,  D.  C.  Must  have  car 
and  interest  in  permanent,  expanding  oppor- 

tunity. Box  368F,  BROADCASTING. 

Opportunity  radio  salesman.  Salary  plus  com- mission. Good  market.  ABC  Texas  station.  Box 
403F,  BROADCASTING. 

The  man  I'm  looking  for  is  located  in  small- medium  sized  market  and  doing  an  excellent 
job,  but  has  reached  his  limit.  We  have  a  posi- 

tion open  for  him.  Guaranteed  salary  open. 
Nation's  outstanding  employes  benefits.  Fast growing  top  music  station  that  is  easy  to  sell. 
Send  everything,  account  list,  photo  to  Tom  E. 
Beal,  General  Manager,  Radio  Station  KBKC, 
610  West  46th  Street,  Kansas  City,  Missouri. 

California,  KCHJ,  Delano.  Serves  1,300,000.  In- 
creasing sales  staff. 

Immediate  opening  for  salesman  who  can  also 
call  football  and  basketball  play-by-play.  $75.00 
weekly  salary  plus  sales  commission.  Single  sta- tion market,  23  years  a  fulltime  independent. 
Send  play-by-play  tape  and  full  details.  KOCA, 
Kilgore,  Texas. 

Stale  mate?  Write  your  own  salary  as  salesman- 
anouncer.  Guaranteed  $400  start.  You  keep  talent 
sales  fifteen  percent.  Rush  tape,  photo,  back- 

ground KPRK,  Livingston,  Montana. 

Excellent  opportunity  for  salesman-announcer 
with  progressive  organization.  Top  station  in 
market.  Good  salary  plus  commission.  Send 
details.  Radio  Station  WRNB,  New  Bern,  N.  C. 

Wanted,  salesman  of  proven  ability,  looking  for 
broader  market.  15%  commission  with  drawing 
account  if  necessary.  WWIN,  Baltimore,  Mary- land. 

Announcers 

Florida.  Need  experienced  personality  pop  dj. 
Above  average  salary.  Promotion  minded  station. 
Send  tape,  background.  Box  750E.  BROADCAST- ING. 

Negro  dj — southerner  only — religious  or  R&B — 
America's  highest  audience  rated  negro  group. Picture,  tape,  letter  Box  903E,  BROADCASTING. 

Piedmont  indie  needs  two  experienced  an- 
nouncers, 80  weekly.  Tape,  resume.  Box  184F, 

BROADCASTING. 

Move  up.  Seasoned  staff  announcer  wanted  in 
September.  News  gathering  and  writing  ability 
important  but  not  primary  duty  at  present.  No 
top  40  deejay  types.  Northern  Illinois  kilowatt 
independent.  Write  age,  education,  marital  status, 
experience  in  detail.  Personal  interview  re- 

quired. Box  187F,  BROADCASTING. 

Newsman  with  authoritative  delivery  and  ability 
to  gather  and  write.  Excellent  salary  and  talent 
set-up.  Six  day  week.  Northeastern  Ohio  metro- 

politan market.  Send  photo,  tape,  resume  first 
letter.  Box  299F,  BROADCASTING. 

Girl,  experienced  staff  announcer,  Pauline  Fred- 
erick voice  quality  and  diction.  Apply  NBC  In- 

termountain  station,  Box  331F,  BROADCASTING. 

Announcer-first  phone — a  wonderful  opportunity 
for  a  young  man  looking  for  a  good  starting 
salary,  plus  permanent  location — 5000  watt  South 
Georgia  station.  Box  345F,  BROADCASTING. 

Immediate  opening  for  lively  paced  disc  jockey  in 
established  metropolitan  midwest  market.  Ex- 

perienced background  necessary.  Send  tape  and 
complete  background.  Box  356F,  BROADCAST- ING. 

At  once:  1st  ticket  announcer  Wisconsin  day- 
timer.  Box  381F,  BROADCASTING. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Metropolitan  midwest  radio  station  looking  for 
versatile  radio  announcers.  Prefer  family  men 
who  accept  responsibility.  Excellent  salary  and 
company  benefits.  No  specialists.  Do  own  board 
work.  Send  resume,  tape,  recent  photo  to  Pro- 

gram Manager,  Box  397F,  BROADCASTING. 

Desire  football  announcer  plus  staff  duties.  Tell 
all.  Texas  station.  Box  402F,  BROADCASTING. 

Wanted — Top  announcer  for  top  indie  southern 
New  Jersey.  Prefer  someone  with  play-by-play 
experience.  Acting  experience  also  helpful.  Salary 
open.  Box  412F,  BROADCASTING. 

Staff  announcer  wanted  for  "modern  radio" 
network  affiliate  in  Michigan.  Immediate  open- 

ing, good  employe  benefits  and  working  condi- tions. Starting  salary  $80.00  weekly.  Must  enjoy 
music  shows  and  staff  work,  very  little  news  and 
sports.  Send  full  information  first  letter,  no 
tapes.  Personal  interview  will  be  required  be- 

fore job  is  filled.  Write  Box  415F,  BROAD- CASTING. 

Top  pop  music  station  in  the  east  wants  full 
experienced  dj.  Must  have  solid  commercial 
delivery  and  read  news  with  authority.  Tape 
and  background  at  once.  Box  416F,  BROAD- CASTING. 

Southwest-announcer  with  first  phone  needed 
immediately.  Note  we  said  "announcer".  Prefer mature  voice,  professional  sound.  Write  Box 
437F,  BROADCASTING. 

Top  rated  music-news  station,  southwestern 
market  wants  personality  jockey  and  production 
manager.  Send  photo,  tape,  resume.  Box  449F, 
BROADCASTING. 

Top,  independent  radio  station  seeking  number 
one  disc  jockey  personalities.  Now  accepting 
audition  tapes.  Include  resume  and  recent  photo. 
Box  451F,  BROADCASTING. 

Wanted:  Versatile,  intelligent  man  with  knowl- 
edge of  music,  other  than  top  forty  tunes.  Solid 

NBC  am-tv  operation  wanting  man  to  grow  with 
us.  Box  453F,  BROADCASTING. 

Wanted,  competent  announcer  with  first  class 
ticket.  Good  pay  and  working  conditions,  25 
miles  from  Glacier  National  Park  in  America's most  beautiful  recreation  area.  Write  Dick  Vick, 
KGEZ,  Kalispell,  Montana. 

Combo  man  air  salesman  with  first  phone  ticket, 
two  years  experience,  married.  Top  flight,  single 
station  market,  air  and  land  mobile  units,  inter- 

city phone  line.  Young,  progressive  manage- 
ment, here's  the  place  you  can  express  your  own ability,  no  rock  and  roll  operation.  Start  at 

$100  weekly,  send  tape,  background,  photo  or  if 
in  area,  call  for  personal  interview.  KHMO, 
Hannibal,  Missouri,  James  F.  Jae,  Jr.,  Manager. 

WGMA  in  beautiful  Hollywood,  Florida,  looking 
for  an  experienced,  aggressive,  clever,  personal- 

ity dj.  Must  be  able  to  run  own  board,  outstand- 
ing on  news,  good  air  salesman  for  adult  audi- 

ence. Golden  opportunity  awaits  right  man.  Rush 
picture,  resume  and  tape  to  Ed  Little,  WGMA, 
Box  539,  Hollywood,  Florida. 

Experienced  announcer-deejay  wanted  immedi- 
ately! Top  pay  for  right  man!  Music-news  in- dependent. We  pay  good,  we  want  only  good 

men!  Paul  Parker,  WLAS,  Jacksonville,  N.  C. 

Near  Cleveland,  need  versatile  announcer  for 
personal  appearances  adult  and  teen  dj  shows, 
news.  Must  have  two  years  commercial  experi- 

ence. Excellent  opportunity,  salary  open.  Per- 
sonal audition  necessary.  Send  tape  with  news 

spots  and  ad  lib,  or  phone  for  appointment. 
WPVL,  Painesville,  Ohio. 

Experienced  announcer  wanted.  None  other  need 
apply.  WSTL,  Eminence,  Kentucky. 

Indianapolis.  Outstanding  morning  man.  Creden- 
tials— pop  format,  light  on  gab,  first  ticket.  Good 

opportunity  for  man  to  advance  in  radio-tv chain.  Rush  experience,  photo,  tape  and  salary 
requirements  to  Tim  Crow,  Rollins  Broadcasting, 
414  French   St.,  Wilmington,  Del. 

RADIO 

Help  Wanted— (Cont'd) 
Technical 

Chief  engineer  for  brand  new  directional  day- 
timer  in  Pittsburgh  area  one  of  growing  chain. 
All  new  equipment  with  excellent  layout.  Excel- 

lent salary  and  working  conditions.  No  an- 
nouncing required.  Personal  interview  necessary. 

Box   180F,  BROADCASTING. 

Chief  engineer  single  market  southern  network 
station  using  remote  control.  Inquiries  confi- 

dential. Box  337F,  BROADCASTING. 

Southwest-announcer  with  first  phone  needed 
immediately.  Note  we  said  "announcer".  Prefer mature  voice,  professional  sound.  Write  Box 
437F,  BROADCASTING. 

Chief  engineer  .  .  .  experienced  only!  Must  do 
maintenance!  Announcing  helpful  but  not  es- 

sential. Immediate  opening.  Paul  Parker,  WLAS, 
Jacksonville,  N.  C. 

Chief  engineer  wanted.  Am-fm  station,  small 
middle  Atlantic  states  market.  Strong  mainte- 

nance experience.  Family  man.  Relief  announcing 
if  able.  Resume,  photo  to  Suite  3500,  40  Wall 
Street,  New  York  5,  New  York. 

Studio  engineer,  recording  control  room  experi- 
ence with  live  music  and  dramatic  productions. 

Thorough  technical  background.  Contact  Ernest 
W.  Merker,  Chief  Engineer,  Recorded  Publica- 

tions Laboratories,  Camden  5,  New  Jersey. 

Produ ction -Programm ing,  Others 

Mr.  News  Director,  this  ad  will  run  until  we  find 
the  right  man.  We  need  a  newsman  who  gets 
behind  the  surface  news;  who  knows  what's  go- ing on.  News  in  depth  is  our  most  important 
service.  Good  salary  and  facilities.  Write  Box 
179E.  BROADCASTING. 

Metropolitan,  top  rated  independent  needs  sharp 
traffic  director.  Unlimited  opportunity.  Im- 

mediate opening.  Rush  complete  details.  Box 
802E,  BROADCASTING. 

Production  director  modern  radio.  Top  indie,  top 
ten  market.  Storz,  Bartell,  Plough,  McLendon, 
or  similar  experience  required.  Fantastic  oppor- 

tunity. Rush  tape.  Box  114F,  BROADCASTING. 

Attention  RFD's.  Had  farm  experience?  Know 
farm  accounts?  Midwest  high  power  station  seeks 
man  with  farm-radio  background.  Free  reign 
given  for  production  of  farm  shows.  3  hours  air 
time  per  day — own  account  list  for  selling.  Be  in 
good  health — willing  to  work  8',2  hour  day.  Good 
future  in  fine  community.  Send  resume,  refer- 

ence, picture,  tape.  Box  301F,  BROADCASTING. 

$6000  per  year  for  news  director  with  know  how 
to  do  a  complete  job.  Established  news  minded 
station  will  provide  the  working  tools,  you  pro- 

vide the  knowledge  and  interest.  Full  details  to 
Box  318F,  BROADCASTING. 

No  super  girl  wanted  here,  just  a  talented  copy- writer who  likes  production  work.  She  must  be 
smart,  single  and  aggressive  in  all  her  work.  If 
fun-in-the  sun  is  your  only  reason  for  answering 
this  ad  for  our  station  in  Florida,  please  do  not 
waste  our  time  or  yours.  If  you  are  interested 
in  working,  send  resume,  photo,  and  salary  re- 

quirement in  first  letter  to  Box  454F,  BROAD- 
CASTING. 

Experienced  girl  Friday.  Traffic,  continuity,  cor- 
respondence. Emphasis  on  copy.  Minor  air  work. 

Start  $50.60  44-hour  week.  KHAS  Radio,  Hastings, 
Nebraska. 

News:  Excellent  opportunity  for  aggressive,  ex- 
perienced newscaster,  reporter  and  editor.  Num- 

ber-1  rated  station,  with  live,  24  hour,  local  news 
operation,  using  mobile  units,  tapes,  etc.  Salary 
commensurate  with  experience  and  ability.  Con- 

fidential. Send  full  information,  including  when 
available,  salary  expected,  small  photo  and  audi- 

tion tape,  to  Roger  G.  Berk,  V.P.,  WAKR,  Akron 
20,  Ohio. 
Copywriter-girl  Friday,  immediately  for  busy 
music-news  station.  Right  person  can  earn  top 
pay!  Experienced  only!  Paul  Parker,  WLAS, 
Jacksonville,  N.  C. 
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RADIO RADIO RADIO 

Help  Wanted— (Cont'd) 

Production-Programming,  Others 

Newsman.  Radio  and  television,  capable  leg  and 
airman  with  small  market  station  experience, 
who  can  gather,  write,  and  air  news;  journalism 
education  background  preferred;  married;  vet- 

eran; stable  and  dependable  with  good  refer- 
ences; one  who  wants  a  permanent  berth  in  a 

news  department  which  has  twice  received  na- 
tional recognition.  Scale  starts  at  $85  for  40 

hours.  Salary  commensurate  with  experience 
and  ability.  Write  or  phone  W.  P.  Williamson, 
WKBN,  Youngstown,  Ohio,   STerling  2-1145. 

RADIO 

Situations  Wanted 

Management 

Executive  manager — having  24  years  successful 
background  as  station  owner-manager  interested 
in  discussing  opportunity  with  progressive  own- 

ers of  station  located  in  strong  competitive  mar- 
ket. Having  recently  sold  interests  in  two  radio 

stations,  party  has  found  retirement  unbearable. 
Full  information  in  first  letter  may  result  in 
further  inspection.  Box  295F,  BROADCASTING. 

Successful  radio  manager  in  Florida  desires  new 
connection  in  Florida  radio  as  manager.  Box 
323F,  BROADCASTING. 

Management,  operations,  revenue  expansion.  Will 
consider  special  assignments.  Thirty  years  ex- 

perience. Box  329F,  BROADCASTING. 

Am  29,  looking  for  security.  Have  wife,  children. 
Ten  years  radio,  tv.  5  years  program  director, 
assistant  manager.  Desire  manager  position 
Amiable,  aggressive.  Good  sales  record,  announc- 

ing, promotion.  Desire  California,  Utah,  Idaho, 
Arizona,  Nevada.  Consider  any  locale.  Write  Box 
390F,  BROADCASTING. 

Management  pro  will  foul  up  small  to  medium 
red  ink  station  with  black  ink,  audience,  bank 
balance,  in  exchange  for  feeding  family,  gas 
tank,  bank  account,  on  percentage,  incentive, 
or  salary  plan.  Box  406F,  BROADCASTING. 

Sales  manager,  competitive  market  experience; 
local  and  national  contacts.  Box  427F,  BROAD- CASTING. 

Management  executive.  Employed.  Excellent 
record.  Desires  south,  southwest.  Gets  results, 
sales,  production,  profits.  Box  457F,  BROAD- CASTING. 

Sales 

Go-getter,  experienced,  seeking  good  potential. 
Prefer  deal  including  air  work.  Can  run  own 
board.  All  around  man — what  you're  looking  for. Box  305F,  BROADCASTING. 

Announcers 

Good  music  station  announcer  with  program- 
ming experience,  single.  3  years  background  in 

this  medium.  Audition  tape,  photo  and  further 
particulars  on  request.  Box  283F,  BROADCAST- 
ING. 

Experienced  sportscaster,  announcer.  Employed. 
Desires  position  at  sports  loving  station.  Box 
302F,  BROADCASTING. 

Negro  deejay,  good  board  man,  fast  patter, 
smooth  production.  I'm  the  one  you're  looking 
for.  Tape  and  resume.  Box  303F,  BROADCAST- ING. 

Girl  dj  announcer.  Go  anywhere.  Ready  now. 
Run  own  board.  Can  sell  too.  Steady,  no  bad 
habits.  Love  to  build  audiences  and  grab  ac- 

counts. Tape  and  resume.  Box  304F,  BROAD- 
CASTING. 

Personality-dj,  strong  commercials,  gimmicks, 
etc.,  run  own  board.  Steady,  eager  to  please.  Go 
anywhere.  Box  313F,  BROADCASTING. 

Don't  miss  this!  Smooth,  relaxed  (afternoon) 
radio  personality  now  working  6th  radio-tv  mar- 

ket desires  change.  Was  formerly  program  direc- 
tor. Long  experience.  Plenty  of  ideas,  imagi- 

nation. Was  successful  pop  dj  in  50  kw  stations 
in  two  of  top  6  markets  with  high,  sustained 
ratings.  Love  to  work  with  people,  records,  and 
microphone.  The  product  is  strictly  professional. 
Prefer  east.  50  kw  or  other  progressive  station 
only.  Want  to  settle,  provided  earnings  and  work 
are  satisfactory.  Best  agency  and  station  refer- 

ences. Married,  35,  college  trained.  Available 
immediately.  Box  314F,  BROADCASTING. 

G.M. — your  sports  audience  deserves  top  flight 
coverage.  9  years  radio-tv  experience,  excellent 
play-by-play,  competent  commercial  and  staff, 
family,  stable,  reliable.  Box  316F,  BROADCAST- ING. 

Situations  Wanted — (Cont'd) 
Announcers 

Looking  for  new  pasture!  Nine  years  experience 
sportscasting,  baseball,  football  and  basketball. 
Five  years,  same  station.  Former  professional 
athlete.  Complete  resume  and  tapes  available 
plus  letters  of  recommendation.  Sponsors,  man- 

agement and  coaches  approval.  Personal  inter- view, if  necessary.  Available  September  10th. 
Permanent  only.  Married,  two  children.  Box  325F, 
BROADCASTING. 

Radio-television  staff.  Strong  news-sports,  human 
interest.  College  grad,  major  communications. 
Experienced,  capable,  serious,  flexible.  Draft  de- 

ferred. Box  336F,  BROADCASTING. 

Staff  announcer-newsman  experienced.  Currently 
employed,  married,  college  background.  Box 
353F,  BROADCASTING. 

First  phone  combo.  College  graduate.  Mature 
voice,  news,  sober,  conscientious  and  experi- 

enced. Complete  information  first  letter  please. 
Box  375F,  BROADCASTING. 

Friendly,  first  phone  morning  man,  authoritative 
news,  seeks  medium  market.  Box  382F,  BROAD- 
CASTING. 

Tops  disk  jockey.  Great  idea  gal.  Programming, 
continuity.  Station's  best  pal.  Box  384F,  BROAD- CASTING. 

5  years  radio.  Know  music.  Want  permanency. 
Presently  southeast.  Married.  Box  386F,  BROAD- CASTING. 

Personality  dj.  Medium  market  or  better.  Morn- 
ing show.  West  only.  Four  years  radio,  first 

phone,  age  25,  references.  Box  394F,  BROAD- CASTING. 

Announcer  1st  phone,  all  around  experience  tv. 
Would  like  radio  or  combination  radio-tv.  Fam- 

ily man.  Prefer  western  states.  Box  399F, 
BROADCASTING. 

Want  job  as  deejay  for  pops  or  hillbilly  station 
within  300  miles  of  Washington,  D.  C.  Teen-ager, 
H.  S.  graduate,  good  voice,  no  experience  of  any 
kind.  I  learn  fast.  Box  400F,  BROADCASTING. 

Experienced  employed  "pop"  deejay.  Newscaster. Negro.  Not  negro  styled  deejay.  No  accent.  Box 
407F,  BROADCASTING. 

Yards  of  mike  experience.  Miles  of  personality. 
Thoroughly  trained,  extremely  versatile.  You 
name  the  assignment,  I'll  do  the  job.  Box  410F, BROADCASTING. 

Versatile  dj,  employed  top  station,  top  market. 
Storz  type  operation.  Family,  northeast  pre- ferred. Box  414F,  BROADCASTING. 

Announcer-deejay  with  3  years  productive  ex- 
perience wants  to  build  jazz/good  music  show 

for  urban  evening  audience.  Box  417F,  BROAD- CASTING. 

Have  car — will  travel  to  Florida.  Recent  broad- 
casting school  graduate.  Will  start  bottom,  work- 

up. Ambitious,  veteran,  single.  Available  Sep- tember 1.  Box  420F,  BROADCASTING. 

Experienced,  employed  announcer-pd,  mature, 
single.  Interested  announcer-sales,  assistant  pd, 
staff  work.  Box  421F,  BROADCASTING. 

Staff  announcer.  Versatile,  all  phases.  Radio 
school  grad.  West  preferred.  Box  422F,  BROAD- CASTING. 

Announcer,  experienced,  music,  news  commer- 
cial; sales.  Operate  board.  Tape  available.  Box 

424F,  BROADCASTING. 

Announcer,  modern  sound,  experienced.  Styled 
for  California,  Boston,  Washington,  Philadelphia. 
Box  425F,  BROADCASTING. 

Third  phone,  second  phone  soon;  college  grad- 
uate; perfect  Polish  and  English  language; 

voice  and  diction;  disc  jockey,  control  board 
operator,  news  director,  strong  on  news,  sales, 
commercials,  polkas.  Box  431F,  BROADCAST- ING. 

Top  negro  dj;  seeks  position  in  radio.  Excellent 
voice,  experienced,  college,  vet,  travel.  Box  432F, 
BROADCASTING. 

DJ — sports — 5  years  experience,  young,  married, 
mature,  $150  per  week  minimum.  Box  433F, 
BROADCASTING. 

Staff  announcer,  versatile,  energetic,  experi- 
enced all  phases.  Box  434F,  BROADCASTING. 

Two  serious  minded  experienced  announcers  de- 
sire to  work  at  the  same  station,  are  willing  to 

work  combination  announcing  and  sales.  Box 
447F,  BROADCASTING. 

Experienced  staff  announcer.  4  years  personal 
audition  only.  Will  travel.  Box  448F,  BROAD- 
CASTING. 

Situations  Wanted — (Cont'd) 
Announcers 

Country  music-engineer.  Credit-character  in- 
vestigation welcome.  Honest,  dependable,  sin- 

cere, experienced.  No  R&R.  $90.00  minimum. 
Pennsylvania  preferred — others  considered.  Box 
456F,  BROADCASTING. 

Combo  operator.  Three  years  experience.  Excel- 
lent references  wants  progressive  station.  Herb 

Boyer,  2829  Grandview,  Sioux  City,  Iowa. 

Experienced  announcer,  married,  2  children.  Run 
board,  good  music,  news,  and  sports  play-by- 

play man.  Joe  Etter,  122  Washington  Street, 
South  Farmingdale,  L.  I.,  N.  Y.  CHapel  9-2583. 

2^4  years  radio,  tv  experience.  Desire  radio  or 
radio-tv  position.  Roy  Mergner,  127  Ramsey 
Avenue,  Keansburg,  New  Jersey.  KE  6-2793. 

Technical 

Chief  engineer:  21  years  experience  as  chief 
midwest  to  5  kw  directionals.  Executive  ability 
thru  management  experience.  Box  388F,  BROAD- CASTING. 

Engineer-lst  phone,  fed  up  with  "personality" work.  Excellent  voice,  wi|l  announce.  West  coast. 
Box  413F,  BROADCASTING. 

First  phone;  technical  school  graduate  desires 
position  as  transmitter  engineer.  Good  habits, 
responsible.  Willing  to  learn  and  study.  Jerry 
Wills,  542  Carroll  Ave.,  San  Antonio,  Texas. 
WA  2-8991. 

Production-Programming,  Others 

Copywriter-producer,  11  years  experience 
agency-radio.  Top  man  in  leading  eastern  mar- ket. Desire  relocate  west  coast.  Resume.  Box  370F, 
BROADCASTING. 

All  markets!  Want  solid  adult  audience?  Contact 
me  now.  Otherwise  don't.  Unconditional  au- thority in  programming  a  must.  Quality  on 
air  every  minute.  Means  money.  Full  time  sta- 

tion only.  Married.  Age  35.  Guarantee  results. 
Box  419F,  BROADCASTING. 

Broadcast  research  promotion  director.  Headed 
research  departments  of  RKO  Television  and 
ABC  Film  Syndication.  At  RKO  developed  pro- 

gram, market,  audience,  station  and  advertiser 
research  plus  promotion  and  some  advertising. 
Deep  in  Nielsen,  Pulse,  ARB,  etc.  Self-starter with  a  zest  for  rewarding  hard  work.  Age  28. 
Excellent  references.  Contact  Box  441F,  BROAD- 

CASTING or  call  Bob  Galen,  New  York  City, 
Judson  6-5050. 

Former  program  director,  announcer,  more  re- 
cently employed  as  administrative  assistant  to 

United  States  Congressman,  handling  all  public 
relations,  publicity,  office  management  desires 
return  to  radio  as  program  director-station  man- 

ager-announcer. Age  37,  married.  Will  consider 
any  geographical  location.  William  Arens,  Suite 
301,  Washington  Building,  Washington,  D.  C. 

TELEVISION 

Help  Wanted 

Sales 

Productive  salesman,  real  opportunity  for  solid 
man  in  nation's  46th  market,  300,000  pop,  in 
Texas.  Good  base  and  commission.  Send  resume 
and  plioto  to  Box  253F,  BROADCASTING. 

Experienced  tv  salesman  wanted  for  New  York 
state,  NBC  affiliate.  On  air  accounts  to  start.  Ex- 

cellent base  plus  commission.  Write  giving  full 
resume  to  Box  372F,  BROADCASTING. 

Sales  director  interested  in  purchasing  interest 
in  new  southeastern  television  station.  Excellent 
opportunity.  Box  436F,  BROADCASTING. 

Dominant  CBS  station  in  southeastern  market  of 
over  500,000  homes  has  rare  opening  for  ex- 

perienced local-area  salesman.  Our  retail-area 
sales  are  an  important  part  of  our  business. 
Good  base,  plus  attractive  commission  plan  per- 

mits you  to  build  your  income.  Present  account 
list  will  be  turned  over  by  current  salesman 
who  is  being  promoted  to  local  sales  manager. 
Want  family  man  with  desire  to  work  and  make 
money.  If  your  record  will  stand  thorough  in- 

vestigation please  write,  sending  complete  de- tails including  sales  record  and  picture  first 
letter.  Box  445F,  BROADCASTING. 

Television  sales.  Top-rated  California  vhf  net- 
work affiliate  has  immediate  opening  for  aggres- 
sive salesman  interested  in  improving  income 

and  future.  Send  complete  resume  including  ex- 
perience, sales  record,  personal  history  and 

recent  photo  to  Jon  Kelly,  Sis.  Mgr.,  KCRA- 
TV,  Sacramento,  Calif.,  or  call  Gilbert  1-4631. 
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TELEVISION TELEVISION 
FOR  SALE —  ( Cont'd) 

Help  Wanted— (Cont'd) 
Sales 

Commercial  manager.  Want  an  experienced  man 
with  ability  and  character  to  assume  full  re- 

sponsibility of  sales  department  with  staff  com- 
petent local  and  regional  salesmen.  Department 

well  staffed.  You  must  have  good  knowledge  of 
and  experience  in  national  market  over  400.000 
television  homes.  A  top  quality  station.  Splendid 
working  and  living  conditions  in  city  of  120,000. 
Excellent  remuneration  and  growth  possibilities. 
CBS  basic  station,  Channel  2  for  9  years.  Write 
detailed  letter  about  yourself  and  family.  Send 
photo  and  references.  Interview  will  be  arranged 
for  most  suitable  applicants.  Write  General  Man- 

ager, WFMY-TV,  Greensboro,  N.  C. 
Technical 

Engineer  needed  effective  September  i,  1958,  by 
full  power  vhf  in  major  southern  market.  Start- 

ing salary  up  to  $105.00  per  week,  depending  on 
experience.  Please  furnish  details  including 
photograph  and  references,  in  first  letter.  Box 
315F,  BROADCASTING. 

Engineers  for  studio,  transmitter  or  remote  unit. 
Full  power,  well  equipped  educational  vhf  mid- 
south.  Box  358F.  BROADCASTING. 

Production-Programming,  Others 

Promotion  and  publicity  manager  for  television 
basic  network  station  located  in  northeast.  Ex- 

perience necessary.  Must  be  aggressive  and  have 
creative  ideas  indicating  flair  for  showmanship. 
Excellent  opportunity  and  permanent  position. 
Write  Box  395F,  BROADCASTING. 

Excellent  opportunity  for  news  director  radio 
and  tv,  seven-man  department,  equipped  with 
Western  Union  weather,  news  wires,  mobile  unit, 
portable  recorders  and  beeper.  Photo  department 
for  still  and  film  pics.  Send  tape,  photo,  examples 
of  work  and  salary  requirements  plus  complete 
background.  Box  401F,  BROADCASTING. 

Experienced  woman  television  copywriter  will 
be  needed  by  WFMY-TV,  CBS  Channel  2  affiliate 
in  Greensboro,  N.  C,  September  22.  Excellent 
working  conditions  —  5-day  week  —  two-person 
department.  Send  complete  resume,  samples  of 
copy,  salary  requirements,  photograph  to  Miss 
Pace,  WFMY-TV.  We  are  only  interested  in 
person  who  wants  permanent  employment. 

TELEVISION 

Situations  Wanted 

Management 

Program  manager  (5  years)  of  a  leading  eastern 
metropolitan  station  ready  to  move  into  top 
spot  in  comparable  size  station.  Sound  knowl- 

edge of  sales  and  station  operation.  Unusual 
10  year  background  in  program  development, 
directing,  film  purchasing,  traffic,  advertising  and 
promotion.  Excellent  references.  Box  405F, 
BROADCASTING. 

Sales 

Successful  and  employed  sales  executive  of  one 
of  the  top  stations  in  the  country  desires  man- 

ager/sales manager  position  with  smaller  vhf 
network  affiliate.  Must  have  charge  both  na- 

tional and  local  sales.  Excellent  ten  year  tele- 
vision background.  References  from  best  known 

men  in  television.  Box  443F,  BROADCASTING. 

Announcers 

9  years  radio,  2  years  tv.  All  phases  radio,  in- 
cluding sales.  Weather,  sports,  commercials, 

directing  tv.  Desire  announcing  larger  market. 
$125  start.  Conscientious  family  man.  Box  373F, 
BROADCASTING. 

Announcer,  age  32,  10  years  radio,  some  tv, 
wishes  to  put  experience  to  work  in  television. 
Degree  in  speech,  married,  mature,  dependable. 
Box  392F,  BROADCASTING. 

Announcer,  producer.  Tv,  film,  radio  experience. 
News,  sports,  commercials,  versatile.  Box  426F, 
BROADCASTING. 

Attention  east  or  Ohio  metropolitan.  5  years 
radio,  desire  tv.  Box  440F,  BROADCASTING. 

Top-notch  announcer,  fifteen  years  professional 
am-tv  experience  in  small,  medium  markets, 
wants  to  move  up.  Box  452F,  BROADCASTING. 

Radio  background.  Some  tv  announcer-news- 
caster-director experience.  Available  immediate- 

ly. Roy  Mergner,  127  Ramsey  Avenue,  Keans- 
burg,  New  Jersey. 

Technical 

Supervisory  position — six  years  experience,  all 
phases  radio-tv.  Strong  on  maintaining  econom- 

ical operation.  Prefer  Colorado  or  west.  Box  383F, 
BROADCASTING. 

Situations  Wanted — (Cont'd) 
Technical 

Engineer:  First  phone,  5  years  experience  radio- 
tv.  Studio,  transmitter,  maintenance.  Relocate 
anywhere.  Box  389F,  BROADCASTING. 

1st  phone,  6  years  am-fm-tv  desires  position  in 
Florida  in  radio  or  television.  Married  and  re- 

liable. Box  409F,  BROADCASTING. 

Production-Programming,  Others 

SRT-tv  graduate.  Single,  with  music  background, 
wishes  position  of  music  librarian.  Will  double 
as  cameraman.  Box  330F,  BROADCASTING. 

TV  director  seeks  film  production  opportunity 
leading  to  directing.  Wide  knowledge  film  work, 
background.  Some  film  experience.  Alert.  Works 
well  with  talent,  crew.  A  good  leader.  Box  393F, 
BROADCASTING. 

Aggressive,  energetic,  young  man  seeking  step 
up  to  production  managers  position  in  two  sta- 

tion or  smaller  three  station  market.  Experi- 
enced in  all  phases  of  production.  Family,  col- 

lege, graduate  work.  Box  398F,  BROACASTING. 

Twelve  years  experience  television  art  and  slides. 
Five  years  station  experience,  floor  manager, 
cameraman,  etc.  Box  404F,  BROADCASTING. 

Young  woman:  I  want  an  interesting  and  crea- 
tive job  in  New  York  preferably  in  broadcast- 
ing, public  relations  or  allied  fields.  I  offer  five 

years  experience  in  copy,  storyboards,  publicity, 
promotion,  production,  fund  raising,  and  people! 
Secretarial  skill,  single,  attractive,  college  grad- 

uate and  excellent  references.  Box  429F, 
BROADCASTING. 

Newsfilm  photographer,  experienced  movies, 
still,  SOF.  Can  furnish  own  equipment.  Box 
435F,  BROADCASTING. 

Radio-tv  executive:  12  productive  years  in  New 
York  and  top  4-station  market.  Successful  career 
as  announcer,  radio-tv  director  of  an  agency,  tv 
producer-director,  program  director.  6V2  years 
New  York  network  producer-director.  Free- 

lance producer  top  agency  list.  Management- 
MCA.  Creative  experience  spans  250  watt  radio 
to  network  owned  stations.  BA  plus  graduate 
work.  Family,  early  thirties.  Seek  management 
position  metropolitan  market,  preferably  south- 

ern am-fm-tv.  Write  Box  444F,  BROADCAST- ING. 

Creativity — my  stock  in  trade.  Production,  direc- 
tion, talent.  Bachelor's  music,  master's  tele- vision, veteran,  family.  Thrive  on  responsibility 

and  hard  work.  Box  446F,  BROADCASTING. 

Producer-director  —  presently  employed  desires 
more  exposure  and  experience.  Four  years  with 
present  station  which  includes  all  phases  of  tv 
production  including  switching.  Familiar  with 
remote  programming.  References  including 
present  employer.  Box  455F,  BROADCASTING. 

FOR  SALE 

Stations 

Full  time,  class  four,  Rocky  Mountain  area, 
grossing  $72,000,  single  station  market,  owns  all 
property,  priced  $110,000,  to  be  sold  by  owner. 
No  brokers  apply,  in  no  hurry  to  sell,  will  insist 
upon  competent  purchaser.  Box  391F,  BROAD- 
CASTING. 

5  kw  daytimer  within  150  miles  of  Washington. 
Growth  potential  in  farming-industrial  shopping 
center.  Reasonably  priced  for  direct  sale.  Box 
408F,  BROADCASTING. 

Northwest,  large  market,  $1,000,000;  medium 
markets  (2),  $150,000  and  $165,000,  terms.  Chap- 

man Company,  33  West  Micheltorena,  Santa  Bar- 
bara, California. 

Norman  &  Norman,  Inc.,  510  Security  Bldg., 
Davenport,  Iowa.  Sales,  purchases,  appraisals, 
handled  with  care  and  discretion.  Experienced. 
Former  radio  and  television  owners  and  opera- tors. 

Two  monopoly  market  stations,  both  daytimers, 
$100,000  each,  terms.  One  in  northeast,  one  in 
New  England.  Chapman  Company,  1270  Avenue 
of  Americas,  New  York. 

Major  market  suburban  station,  $200,000,  V2  cash. 
Chapman  Company,  1270  Avenue  of  Americas, 
New  York,  1182  West  Peachtree,  Atlanta. 

Upper  south  small  market  station,  $59,000,  $19,000 
down  payment.  Chapman  Company,  1182  West 
Peachtree,  Atlanta. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  6381  Hollywood  Blvd., 
Los  Angeles,  Calif. 

Stations 

Gulf  south  small  market  station,  $5,000  cash, 
$16,667  total.  Chapman  Company,  1182  West 
Peachtree,  Atlanta. 

Middle  Atlantic  states  station,  large  market, 
terms.  New  England  daytimer,  $100,000,  terms; 
monopoly  market  station  $100,000.  Chapman  Com- 

pany, 1270  Avenue  of  Americans,  New  York. 

Southwest  resort  area  T.V.,  $65,000  cash,  total 
$277,000.  Chapman  Company,  33  West  Michel- 

torena, Santa  Barbara,  California. 

Florida  small  market  stations  (3),  cash  required, 
$25,000  or  less.  Chapman  Company,  1182  West 
Peachtree,  Atlanta. 

Equipment Western  Electric  1-C  frequency  monitor,  $150.00. 
Western  Electric  2-A  phase  monitor,  $150.00.  Gen- 

eral Radio  731 -A  modulation  monitor  $50.00.  Each 
complete  with  tubes.  All  in  good  working  order. 
Excellent  chance  for  a  new  operation  to  save 
money.  Technical  Director,  KXYZ,  Houston, 
CApitol  2-6151. 

Western  Electric  23C  console  available  Septem- 
ber 1.  Has  two  spare  turntable  pre-amps  which 

modifies  for  hi-fi.  Ideal  for  control  room  or 
recording  in  broadcast  station.  $600.  F.O.B. 
WACE,  Chicopee,  Massachusetts. 

196  foot  self-supported  Ideco  triangular  tower 
with  or  without  6  bay  Western  Electric  clover 
leaf  fm  antenna  and  approximately  400  ft.  type 
452  Andrew  3YB"  transmission  line.  Tower  now 
in  place  on  building.  Also,  231  foot  Truscon 
triangular  self-supporting  tower  with  A-3  light- 

ing and  base  insulators,  disassembled  and  ready 
for  immediate  shipment.  Also,  Western  Electric 
25B  console  in  excellent  shape.  Glenn  Callison, 
Dir.  of  Eng.  the  McLendon  Stations,  2104  Jack- 

son St.,  Dallas,  Texas. 

Television  monitors.  The  most  widely  accepted  in 
broadcasting  and  industrial  applications.  Deliv- 

ered under  several  trade  names.  Tilted  front 
plug-in  construction.  8"— $195.00,  14"— $215.00,  17" 
—$219.00,  21"— $259.00.  Miratel,  Inc.,  1080  Dionne St.,  St.  Paul,  Minn. 

500  ft.  self  supporting  Ideco  lighted  tower  with 
75  ft.  8  bay  Federal  squair  loop  fm  antenna  1250 
ft.  three  and  one-eighth  in.  51  V2  ohm.  Transmis- 

sion line  like  new  will  sell  cheap  all  or  part. 
J.  D.  Williams,  Box  3213,  San  Antonio  11,  Texas. 
WA  2-5661. 

1  kw  Gates  BC-1J  transmitter  like  new— remote 
controlled  and  antenna  coupler,  value  new 
$4532.00— sell  for  $3500.00  cash— FOB,  Little  Rock 
— going  5  kw.  Write  John  McLendon  Associates, 
509  Lamar  Building,  Jackson,  Miss. 

WANTED  TO  BUY 

Stations 

Want  to  buy  small  station  in  Houston  area.  Your 
reply  confidential.  Box  207F,  BROADCASTING. 
Reliable  principal  desires  station  in  east,  south, 
midwest.  Reply  in  confidence.  Box  385F,  BROAD- CASTING. 

Experienced  group  wants  radio  station  to  lease 
with  option  to  buy;  or  buy  outright.  Box  423F, 
BROADCASTING. 

Substantial  principals  seek  additional  radio  sta- 
tions in  small-to-large  markets  in  New  Eng- 
land, Middle  Atlantic  States  or  adjoining  areas. 

Minimum  gross  100M.  No  brokers.  Full  details  to 
Box  439F,  BROADCASTING. 

Established  station  owner  metropolitan  Chicago 
area  is  interested  in  acquiring  an  additional  radio 
station.  Responsible  principals  or  representative 
may  submit  replies  m  strict  mutual  confidence. 
Call  or  write  Angus  D.  Pfaff,  Station  WNMP, 
Evanston,  Illinois. 

Equipment Wanted  to  buy  used  portable  field  intensity 
meter,  must  be  in  excellent  condition.  Box  342F, 
BROADCASTING. 

RCA-TV  transmitter  T.T.5A.  Box  428F,  BROAD 
CASTING. 
One  or  two  RCA  77-D  microphones  in  good 
condition.  Two  Rek-O-Kut  or  Presto  12  inch 
turnables.  Box  442F,  BROADCASTING. 

Good  used  500-watt  transmitter  for  standby  rig. 
Contact  Joe  Brandt.  Chief  Engineer,  KRUX, 
Phoenix. 

Wanted,  RCA  MI-19193-L/H  25  kw  vhf  load  and 
wattmeter,  also  two  camera  friction  heads  and 
one  field  tripod  suitable  for  use  with  Raytheon 
KTR-100  microwave  system.  Contact  CE,  WIS- 
TV,  1111  Bull  St.,  Columbia,  S.  C.  
Two  used  240  foot  radio  towers  complete  with 
lighting  equipment.  State  condition  and  price in  reply.  Contact  Radio  Station  WJAZ,  P.O. 
Box  611,  Albany,  Georgia. 
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INSTRUCTIONS RADIO FOR  SALE 

F.C.C.  first  phone  preparation  by  correspondence 
or  in  residence  classes.  Our  schools  are  located 
in  Washington,  Hollywood,  and  Seattle.  For 
details,  write:  Grantham  School,  Desk  2,  821— 
19th  Street,  N.  W„  Washington.  D.  C. 

FCC  first  phone  license  in  six  weeks.  Guaranteed 
instruction  by  master  teacher.  G.I.  approved. 
Phone  FLeetwood  2-2733.  Elkins  Radio  License 
School,  3605  Regent  Drive,  Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st  phone 
license.  5  to  6  weeks.  Reservations  required.  En- 

rolling now  for  classes  starting  Septem- 
ber 3.  October  29,  January  7,  1959  and  March  4, 

1959.  For  information,  references  and  reserva- 
tions write  William  B.  Ogden  Radio  Operational 

Engineering  School,  1150  West  Olive  Avenue, 
Burbank,  California. 

MISCELLANEOUS 

Bingo  Time  U.S.A.  1029-30  Equitable  Building 
Hollywood  and  Vine.  Printers  of  personalized 
Bingo  game  sheets  for  radio  and  television  pro- 

grams. We  also  print  in  colors,  a  patented  and 
copyrighted  Bingo  game  called  Kardo  in  3000 
game  sheet  series,  which  has  playing  card  sym- bols instead  of  just  numbers,  permitting  not 
only  the  playing  of  Bingo,  but  any  Poker  card 
hands  etc.,  the  announcer  may  call  for.  Prices 
are  $3.00  per  1000  game  sheets  imprinted  with 
your  art  copy.  Terms  one-third  with  order  on 
vour  letterhead,  balance  on  delivery  of  three 
weeks.  Shipped  F.O.B.  Hollywood.  (Game  sheets 
have  I.B.M.  control  systems).  Write  P.  O.  Box 
1871.  Hollywood  28,  Calif.  Tel.  Hollywood  4-0141. 

RADIO 

Help  Wanted 

Sales 

gjllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllil^ 

|  SALESMAN  | 
=  Immediate  opening — Experienced  man  = 
=  with   a    proven   record.   Guarantee  and  j= 
=  commission.  Reply  at  once  to  WWCO,  = 
=  Incorporated,    Waterbury,    Connecticut.  = 

ifiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii 

RADIO 

Situations  Wanted 

Management 

YES— I  AM  HE 

Dear  Owners  Too  Old  For  Headaches: 

You  can  start  packing  for  Florida.  I'm 
he.  A  few  years  under  fifty  (not  too  few) 
with  plenty  of  fire  in  the  boilers  to  make 
steam.  My  gray  hairs  are  distinguished 
(they  tell  me)  and  came  from  being 
singed  by  too  many  burning  offers  of 
"peanuts  to  riches."  I'm  a  sucker  for  a 
story  like  yours.  I'd  love  to  pan  gold  in the  desert,  ride  a  burro  and  eat  peanuts 
again,  but  you'll  have  to  persuade  both 
me  and  my  wife  that  there's  gold  in 
them  thar  hills.  (You'll  like  her  even  if 
you  don't  like  me).  Capable  commercial 
manager,  proven  sales  record,  civic  star, 
references  so  high  you'll  need  oxygen. 
Meet  me  in  New  York,  Corky,  before 
I  leave  for  Seattle  or  Philadelphia. 
PS:  I've  been  to  Florida,  but  I'm  too 
young  to  die.  Sincerely:  DON  KERR,  29 
Robinson  PI.,  Shrewsbury,  N.  J.  Phone 
SHadyside  7-5690. 

Announcers 

There  was  a  young  fellow  named  Hulme.  Whose 
future  reflected  but  gloom.  A  Canadian  he  ran 
a-foul  F.C.C.  At  announcing  for  Hulme  .  .  . DOOM. 
"No  ticket  for  you"  quothe  they.  Though  you're tops  in  News  and  Deejay.  Employers  down- 

hearted reluctantly  parted  with  top-rated  disc 
groom   .  .  .  Hulme. 
No  easily-discouraged  Canuck.  Hulme  staunchly 
declared  "I'm  not  stuck!".  Some  non-combo 
Station  in  this  mighty  nation  will  change  this 
Canuck's  luck. Whom?  Yoummmmmmmmmmm? 

REPLY:    Box   396F,  BROADCASTING 

Situations  Wanted — (Cont'd) 

Productions-Programming,  Others 

Equipment 

...   if  YOU  want  to  SELL  .   .   .  YOU  have  to 
SHOW  it  .  .  .  SHOW  YOUR  BEST. 

Commercial   Adv.   AWARDS   WINNING  staff 
ART  DIRECTOR 

desires  relocation.  EXPERT  IN  COLOR  TOO. 
Long  experience  with  TOP  MARKET  chains.  Pos- 

sible BROADEST  knowledge  in  TV  and  Adv. -art. 
College  grad.,  very  PROGRESSIVE,  hardworking 
family  man.  Ideal  All-around  ONE-MAN  ART 
DEPT.  operator. 

Want  Challenge  .   .   .  and  top  income. 
Box  438F,  BROADCASTING. 

(Excuse  expression  ...  No  "Shoe  String''  PLEASE.) 

Complete  5  kw  am  transmitter,  Western 
Electric  model  5C;  phase  monitor,  An- 

drews type  799;  modulation  monitor.  Gen- 
eral Radio  type  731  A;  and  frequency 

monitor,  General  Radio  type  47  5C.  All 
in  good  operating  condition.  Contact  J. 
V.  Sanderson,  WAPI,  Box  25  53,  Birming- 

ham, Ala. 

I  DON'T  WANT  JUST  A  JOB  !  !  !  I 

§  Heavy  Radio-TV  experience  ranging  from 
^    Local  to  National  Sales  Development,  Ad 

.  .  .  I  want  a  "position"  as  a  Promo- tion Executive. § 

§ 

TAPE  RECORDERS 
All  Professional  Makes 
New — Used — Trades 

Supplies — Parts — Accessories 
STEFFEN  ELECTRO  ART  CO. 

4401  W.  North  Avenue 
Milwaukee  8,  Wise. 

Uptown  1-8150   TWX:  MI-193 
America's    Tape  Recorder  Specialists 

rtising     Promotion,     Merchandising    and    §  EMPLOYMENT  SERVICES ploitation  in  Network  Radio,  Local  &  Net-  £ 
ork  TV,  Film  Syndication  and  Ad  Aoencv 

Currently  in  NYC,  but  willing  to  make  move 
y    for  long  range  opportunity. 

bus 

^    Excellent  references. For  details  contact  Box  430F, 
c  BROADCASTING.  & 
V<5^.  v5>-i  yy.  yy.  yy.  jy.  yr.      yy.  iyy.  yy  yy.  yy.  ,yy,  y} 

TELEVISION 

Help  Wanted 

Sales 

WE  NEED  A- 
SALESMAN! 

VHF  station,  maximum  power,  maxi- 

mum tower,  in  Southeastern  State. 

Can  guarantee  $9,000.00  to  good 
local  salesman.  Write 

Box  308F,  BROADCASTING 

Technical 

TELEVISION  — HELP  WANTED 
(Technical) 

Offer  permanence,  good  climate,  and 
reasonable  salary,  to  chief  engineer  of 
combined  television  and  radio  stations 
in  Southwestern  market.  Fringe  bene- 

fits and  opportunity  to  progress  for 
conscientious  and  dependable  worker. 

Box  377F,  BROADCASTING 

Production-Programming,  Others 

IMMEDIATE  OPENING 

PROMOTION-PUBLICITY  MANAGER 

Must  be  strong  on  creativity,  sales 

presentations,  promotion  planning 

and,  above  all,  initiative.  Send 

resume,  picture  and  salary  require- 

ments to:  Ted  Eiland,  WLOS-TV, 
Asheville,  N.  C. 

A  Specialized  Service  For 
Managers  Commercial  Managers 
Chief  Engineer         Program  Managers 
CONFIDENTIAL  CONTACT 
NATIONWIDE  SERVICE 

BROADCASTERS  EXECUTIVE  PLACEMENT  SERVICE 
1736  Wisconsin  Ave.,  N.  W. 

Washington  7,  D.  C. 

RADIO— TV— ADVERTISING 
PLACEMENT  SERVICE 

Many  job  availabilities  in  the  Southeast. 
FLORIDA— GEORGIA— TENNESSEE— NORTH 

AND  SOUTH  CAROLINA— ALABAMA 
•  Copy  writers  •  TV  Production •  Announcers  •  Salesmen 
•  Technicians  •  Artists 

PROFESSIONAL  PLACEMENT 
458  PEACHTREE  ARCADE 

ATLANTA,  GEORGIA 
JACKSON  5-4841 

INSTRUCTION 

Want  a  TV  or  Radio  Job? 
as   announcer,   writer,  producer? 

The  National  Academy 

of  Broadcasting 

3338   16th  St.  N.W. Washington,  D.  C. 
Trains  and  places 
men  and  women  in 

TOP  JOBS 
New   term   starts   Sept.  29.   Send  for 
folder  and  list  of  positions  available. 

Call  DEcatur  2-5580 

Dollar  for  Dollar 

you  can't  beat  a  classified  ad  in 

getting  top-flight  personnel. 
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FOR  THE  RECORD  Continues  from  page  100 

WHYN-TV  Springfield,  Mass. — Granted  cp  to 
change  ERP  to  vis.  191  kw,  aur.  100  kw.  make 
changes  in  trans,  and  ant.  system  and  other 
equipment  changes. 
WDAY-TV  Fargo,  N.  D. — Granted  cp  to  change 

trans,  location  to  near  Amenia,  N.  D.;  change 
ERP  to  vis.  100  kw,  aur.  50  kw,  ant.  height  1150 
ft.;  change  type  of  trans.;  install  new  ant.  system, 
and  other  equipment  change. 
WILS  Lansing,  Mich. — Granted  cp  to  make 

change  in  davtime  DA-pattern. 
KAYS-TV  Hays,  Kan.— Granted  mod.  of  cp 

to  change  ERP  to  vis.  107  kw,  aur.  58.9  kw,  ant. 
height  650  ft.,  change  type  of  ant.  and  other 
equipment. 
WSAR  Fall  River,  Mass.— Granted  mod.  of  cp 

to  change  ant. -trans,  and  studio  location,  make 
changes  in  DA  system  (increase  height);  changes 
in  ground  system  and  installation  of  new  trans. 
WBOS-FM  Brookline,  Mass. — Granted  mod.  of 

cp  to  increase  ERP  to  20  kw,  change  type  trans., 
type  ant.  and  decrease  ant.  height  to  285  ft.; condition. 
KLEE  Ottumwa,  Iowa — Remote  control  per- mitted. 
KYOR  Blythe,  Calif.— Remote  control  per- mitted. 
KTET  Livingston,  Tex.— Granted  authority  to 

remain  silent  for  period  of  60  to  90  days;  reason 
— management,  financial  difficulty. 

Actions  of  July  30 
KXLK  Great  Falls,  Mont. — Granted  assignment of  license  to  Pat  M.  Goodover. 
WBBO-FM  Forest  City,  N.  C— Granted  invol- 

untary transfer  of  control  from  Ed  M.  Anderson 
to  Stella  W.  Anderson,  administrator  of  estate  of 
Ed  M.  Anderson,  deceased. 
WPNF  Brevard,  N.  C. — Granted  involuntary 

transfer  of  control  from  Ed  M.  Anderson  to 
Stella  W.  Anderson,  administrator  of  estate  of 
Ed  M.  Anderson,  deceased. 
WBAB-FM  Babylon,  N.  Y.— Granted  mod.  of 

cp  to  change  type  trans.;  ERP  350  w,  ant.  height 10  ft. 
KHMS  El  Paso,  Tex.— Granted  mod.  of  cp  to 

change  type  trans,  of  fm  station. 
KFMM  (FM)  Tucson,  Ariz.— Granted  mod.  of 

BSCA-5  to  change  from  sub-carrier  frequencies 
to  26  kc  and  65  kc  and  change  type  equipment 
for  period  ending  Oct.  1,  1959. 
KNAC-TV  Fort  Smith,  Ark.— Granted  cp  to 

change  ERP  to  vis.  100  kw,  aur.  60.3  kw,  change 
type  trans,  and  studio  location. 
WANE-TV  Fort  Wayne,  Ind.— Granted  cp  to 

change  ERP  to  vis.  144  kw,  aur.  77.6  kw,  change 
type  ant.  and  make  other  equipment  changes. 
KKTV  (TV)  Colorado  Springs,  Colo.— Granted 

cp  to  utilize  ant.  system  as  aux.  ant.  system  at 
presently  authorized  trans,  location. 
WFBC-FM  GreenviUe,  S.  C— Granted  cp  to 

decrease  ERP  to  9.9  kw,  increase  ant.  height  to 
1,350  ft.,  and  move  ant. -trans,  (utilizing  com- 

bined fm  and  tv  tower). 
National  Bcstg.  Co.  Inc.,  New  York,  N.  Y. — 

Granted  extension  of  authority  to  transmit  pro- 
grams to  Station  CBL  and  CBM  and  other  sta- 

tions under  control  of  Canadian  Bcstg.  Corp.  for 
period  beginning  Sept.  15.  Grant  is  without 
prejudice  to  such  action  as  Commission  may 
deem  warranted  as  result  of  its  final  determina- 

tions (1)  with  respect  to  conclusions  and  rec- 
ommendations set  forth  in  report  of  Network 

Study  Staff;  (2)  with  respect  to  related  studies 
and  inquiries  now  being  considered  or  conducted 
by  Commission,  and  (3)  with  respect  to  pending 
anti-trust  matters  against  National  Bcstg.  Co. 
Inc..  and  Radio  Corp.  of  America. 
WMBD-FM  Peoria,  111. — Remote  control  per- mitted. 
KTVQ  (TV)  Oklahoma  City,  Okla.— Granted 

extension  of  completion  date  to  3-30-59. 
Actions  of  July  29 

WFNS-AM-FM  Burlington,  N.  C— Granted  ac- 
quisition  of  positive   control  by   Lawrence  E. 

Neese  through  purchase  of  stock  from  R.  Homer 
Andrews. 
WKTQ  South  Paris,  Me.— Granted  relinquish- 

ment of  positive  control  by  Gerald  T.  Higgins 
through  sale  of  stock  to  Richard  Dean  Seguin. 
WMMB  Melbourne,  Fla.— Granted  transfer  of 

control  from  Harlan  G.  Murrelle,  et  al.,  to  Indian River  Radio  Inc. 
WMFJ  Daytona  Beach,  Fla.— Granted  acquisi- 

tion of  positive  control  by  Emil  J.  Arnold 
through  purchase  of  stock  from  Jack  Siegel. 
KSTR  Grand  Junction,  Colo. — Granted  license 

to  change  ant. -trans,  location. 
WRC-FM  Washington,  D.  C— Granted  license 

to  change  ant.  height  to  484  ft.,  and  change 
studio  and  trans,  location  to  4001  Nebraska  Ave., 
N.W.  Grant  is  without  prejudice  to  such  action 
as  Commission  may  deem  warranted  as  result 
of  its  final  determinations  (1)  with  respect  to 
conclusions  and  recommendation  set  forth  in 
report  of  Network  Study  Staff;  (2)  with  respect 
to  related  studies  and  inquiries  now  being  con- 

sidered or  conducted  by  Commission,  and  (3) 
with  respect  to  pending  anti-trust  matters  against 
National  Bcstg.  Co.,  and  Radio  Corp.  or  America. 

Actions  of  July  28 
KRGV  Weslaco,  Tex.— Granted  assignment  of licenses  to  The  LBJ  Co. 
Granted  licenses  for  following  tv  stations- 

WORA-TV  Mayaguez,  P.  R.,  and  redescribe  trans, 
location  as  State  Mountain,  near  Maricao,  P  R  • 
KELP-TV  El  Paso,  Tex.;  WBPZ-TV  Lock  Haven, 
Pa.,  ERP,  vis.  18.2  kw,  aur.  9.55  kw;  KBET-TV 
Sacramento,  Calif.,  aur.  158  kw,  ant.  height  1120 
ft.  (main  trans.  &  ant.),  and  license  which  au- 

thorized aux.  ant.  system  at  main  trans,  site; 
WSYE-TV  Elmira,  N.  Y.   (main  trans.  &  ant.), 
Broadcasting 

and  license  covering  cp  which  maintains  trans, 
as  aux.  facilities. 
KFVS-TV  Cape  Girardeau,  Mo.— Granted  li- 

cense covering  installation  of  vis.  alternate 
driver. 
WABT  Birmingham,  Ala. — Granted  license  cov- 

ering changes  in  tv  station  (main  trans.  &  ant. &  aux.  ant.). 
WSYR-TV  Syracuse,  N.  Y. — Granted  license 

covering  changes  in  tv  station  (main  trans.  & ant.) . 

WJBF  Augusta,  Ga. — Granted  license  covering changes  in  facilities  of  tv  station. 
WRC-TV  Washington,  D.  C— Granted  license 

covering  changes  in  tv  station;  ant.  height  570 
ft.  (main  trans.  &  ant.  &  aux.  ant.). 
WRCV-TV  Philadelphia,  Pa.— Granted  license 

covering  changes  in  tv  station;  ERP  vis.  97  kw, 
aur.  50  kw,  ant.  height  1000  ft.  (main  trans.  & 
ant.),  and  license  covering  installation  of  aux. 
trans,  at  main  trans,  site. 
WTTG  (TV)  Washington,  D.  C— Granted  li- 

cense covering  changes  in  tv  station;  ant.  height 542  ft. 

KOB-TV  Albuquerque,  N.  M.— Granted  license 
covering  changes  in  tv  station. 
WISC-TV  Madison,  Wis.— Granted  license  cov- 

ering changes  in  tv  station. 
WSAU-TV  Wausau,  Wis.— Granted  license  cov- 

ering changes  in  tv  station. 
WKRG-TV  Mobile,  Ala.— Granted  license  cov- 

ering changes  in  tv  station;  ant.  height  1050  ft. 
WDSU-TV  New  Orleans,  La.— Granted  license 

covering  changes  in  tv  station  (main  trans.  & 
ant.),  and  mod.  of  cp  to  make  minor  equipment 
changes  (main  trans.  &  ant.). 
WSBT-TV  South  Bend,  Ind.— Granted  license covering  facilities  authorized  in  report  and  order 

adopted  10-9-57,  effective  11-15-57,  which  spec- 
ified operation  on  ch.  22  instead  of  ch.  34;  ERP 

vis.  234  kw,  aur.  117  kw,  ant.  height  530  ft.  (main 
trans.  &  ant.  &  aux.  ant.). 
WWLP  (TV)  Springfield,  Mass.— Granted  li- 

cense covering  changes  in  tv  station;  ERP  vis. 
214  kw,  aur.  107  kw,  ant.  height  750  ft. 
WNTA-TV  Newark,  N.  J.— Granted  license  to 

maintain  trans,  incorporated  in  STA  as  aux. 
trans. 
KOOL-TV  Phoenix,  Ariz.— Granted  cp  to  main- 

tain the  aux.  system  authorized  which  expired 
3-18-57,  at  main  trans,  site. 
WPSD-TV  Paducah,  Ky.— Granted  cp  to  change 

ERP  to  vis.  100  kw,  aur.  50  kw,  changes  in  trans., 
add  power  amplifier  and  make  other  equipment changes. 

Aug.  13-16:  Affiliated  Advertising  Agencies  Net- 
work, annual  international  meeting,  Lord 

Baltimore  Hotel,  Baltimore. 
Aug.  19-22:  Western  Electronic  Show  and  Con- 

vention. Ambassador  Hotel,  Los  Angeles. 
Aug.  22-23:  Arkansas  Broadcasters  Assn.,  Hotel Marion,  Little  Rock. 
Aug.  23:  New  Mexico  Assn.  of  Broadcasters, 
Alvarado  Hotel,  Albuquerque. 

Aug.  24-Sept.  4:  National  Assn.  of  Educational 
Broadcasters,  tv  instruction  conference,  Pur- 

due U.,  Lafayette,  Ind. 
Aug.  24-26:  Georgia  Broadcasters  Assn.,  St. Simons. 

September 

Sept.  4-5:  RAB,  regional  management  confer- 
ence, Ponte  Vedra  Inn,  Ponte  Vedra,  Fla. 

Sept.  4-7:  West  Virginia  Broadcasters  Assn., 
Greenbrier  Hotel.  White  Sulphur  Springs. 

Sept.  5-6:  Texas  AP  Broadcasters  Assn.,  Roose- velt Hotel,  Waco. 
Sept.  5-6:  Indiana  Assn.  of  Broadcasters,  Hotel 
Marott,  Indianapolis. 

Sept.  8-9:  RAB,  regional  management  confer- 
ence, Rickey's  Studio  Inn,  Palo  Alto,  Calif. 

Sept.  9-11:  Idaho  Broadcasters  Assn.,  Washing- 
ton Hotel,  Weiser. 

Sept.  11-12:  RAB,  regional  management  confer- 
ence. Western  Hills  Lodge,  Sequoyah  State 

Park,  Okla. 
Sept.  12-14:  AWRT,  New  England  conference, 

Stowe,  Vt. 
Sept.  15-16:  RAB,  regional  management  confer- 

ence, The  Greenbrier,  White  Sulphur  Springs, 
W.  Va. 

Sept.  19-21:  International  Sight  and  Sound  Ex- 
position, seventh  annual  high  fidelity  show 

and  music  festival,  Palmer  House,  Chicago. 
Sept.  21-24:  L'Assn.  Canadienne  de  la  Radio  et de  la  Television  de  Langue  Frangaise,  Alpine 

Inn,  Ste.  Marguerite,  Que. 
Sept.  22-23:  National  Business  Publications,  N.  Y. 
regional  conference,  Ambassador  Hotel,  New York  City. 

Sept.  22-23:  Louisiana  Assn.  of  Broadcasters, 
Townhouse  Motel,  Lafayette. 

Sept.  22-23:  RAB,  regional  management  con- 
ference, Hotel  Morain-on-the-Lake,  Highland 

Park,  111. 
Sept.  25-26:  RAB,  regional  management  confer- 

ence, St.  Clair  Inn  &  Country  Club,  St.  Clair, 
Mich. 

Sept.  26:  Oregon  Broadcasters  Assn.,  station 
managers'  meeting,  Timberline  Lodge,  Mt. Hood. 

Sept.  26-27:  Mississippi  Broadcasters  Assn., 
management  conference,  U.  of  Mississippi, University. 

WFMJ-TV  Youngstown,  Ohio — Granted  cp  to 
install  aux.  ant.  on  interim  ant.  tower  near  main 
trans. 
WJHL-TV  Johnson  City,  Tenn. — Granted  cp  to 

change  ERP  to  vis.  316  kw,  aur.  158  kw,  ant. 
height  1490  ft.;  change  trans,  location;  make 
changes  in  ant.  system  and  other  equipment changes. 
WCBS-FM  New  York,  N.  Y.— Granted  cp  to 

install  aux.  trans,  at  same  location  as  main  trans.; 
ERP  140  w.  Grant  herein  is  without  prejudice  to 
such  action  as  Commission  may  deem  warranted 
as  result  of  its  final  determinations  (1)  with  re- 

spect to  conclusion  and  recommendations  set 
forth  in  report  of  Network  Study  Staff;  (2)  with 
respect  to  related  studies  and  inquiries  now 
being  considered  or  conducted  by  the  Commis- 

sion, and  (3)  with  respect  to  pending  anti-trust matters. 
WRC-AM-FM  Washington,  D.  C— Granted  cp 

to  install  new  trans.,  and  cp  to  change  aux.  trans, 
location  to  4001  Nebraska  Ave.,  N.W.,  decrease 
ERP  to  3.9  kw  and  increase  ant.  height  to  410  ft. 

National  Bcstg.  Co.  Inc.,  New  York,  N.  Y. — 
Granted  authority  to  transmit  or  deliver  radio 
and  tv  programs  to  stations  under  control  of 
Canadian  Bcstg.  Corp.,  whether  or  not  such  pro- 

grams are  network  programs  and  whether  or  not 
they  pass  through  NBC's  chain  facilities. WKYT  (TV)  Lexington,  Ky.— Granted  mod.  of 
cps  to  change  name  to  WKYT  Inc. 
WDSU-TV  New  Orleans,  La. — Granted  mod.  of 

cp  to  make  minor  equipment  changes,  (aux. trans.  &  ant.). 
WDAE-FM  Tampa,  Fla.— Granted  extension  of 

authority  to  remain  silent  to  Sept.  15. 
KVRH  Salida,  Colo.— Granted  authority  to 

sign-off  at  8:00  p.m.  daily  for  period  ending 

Sept.  1. KXAR  Hope,  Ark. — Granted  authority  to  op- 
erate from  sign-on  6:00  a.m.  (weekdays),  7:00 

a.m.  (Sundays)  to  sign-off  at  6:30  p.m.  except  for 
special  events,  for  6  month  period  beginning 
Aug.  15. KRTN  Raton,  N.  M. — Granted  authority  to  op- 

erate specified  hours  from  6:00  a.m.  to  7:00  p.m. 
except  to  broadcast  football  games  in  fall; 
specified  hours  effective  Aug.  15. 
American  Bcstg.  Co.  Radio  Network  Inc.,  New 

York,  N.  Y. — Granted  extension  of  authority  to 
transmit  programs  to  stations  CBL  Toronto  and 
CFCF  Montreal,  and  such  other  stations  as 
Canadian  Bcstg.  Corp.  desires. 
W AIM-TV  Anderson,  S.  C. — Granted  extension 

of  completion  date  to  1-25-59. 

Sept.  26-28:  AWRT,  southern  area  conference, Columbus,  Ga. 
Sept.  29-30:  RAB,  regional  management  con- ference, Princeton  Inn,  Princeton,  N.  J. 

October 

Oct.  2:  Advertising  Research  Foundation,  fourth 
annual  conference,  Waldorf-Astoria  Hotel, New  York  City. 

Oct.  3-5:  AWRT,  national  board  meeting,  Wal- 
dorf-Astoria Hotel,  New  York  City. 

Oct.  5-6:  Texas  Assn.  of  Broadcasters,  fall  con- 
ference, Texas  Hotel,  Fort  Worth. 

Oct.  5-7:  Central  Canada  Broadcasters  Assn., 
Alpine  Inn,  Ste.  Marguerite,  Que. 

Oct.  8-10:  IRE,  Canadian  convention,  Exhibition 
Park,  Toronto. 

Oct.  9-10:  AAAA,  central  region's  annual  meet- ing, Drake  Hotel,  Chicago. 
Oct.  9-10:  North  Carolina  Assn.  of  Broadcasters, 

Sedgefield  Inn,  Greensboro. 
Oct.  10-11 :  Alabama  Assn.  of  Broadcasters,  Staf- 

ford Hotel,  Tuscaloosa. 
Oct.  10-11:  Mutual  Advertising  Agency  Network, 
fourth-quarterly  business  meeting-workshop, Bismarck  Hotel,  Chicago. 

Oct.  10-12:  AWRT,  Heart  of  America  conference, Kansas  City,  Mo. 

Oct.  12-15:  AAAA,  western  region's  annual  meet- ing, El  Mirador,  Palm  Springs,  Calif. 
Oct.  13-15:  National  Electronics  Conference,  Ho- tel Sherman,  Chicago. 
Oct.  14-17:  National  Assn.  of  Educational  Broad- 

casters, annual  convention,  Sheraton-Fonte- nelle  Hotel,  Omaha,  Neb. 
Oct.  15-19:  Radio  Television  News  Directors 

Assn.,  annual  convention,  Sheraton-Blackstone Hotel,  Chicago. 
Oct.  16-18:  Missouri  Eroadcasters  Assn.,  St.  Louis. 
Oct.  19-21:  Inland  Daily  Press  Assn.,  annual 
meeting,  Drake  Hotel,  Chicago. 

Oct.  20-24:  Society  of  Motion  Picture  &  Tele- 
vision Engineers,  84th  semi-annual  conven- tion,  Sheraton-Cadillac  Hotel,   Detroit,  Mich. 

Oct.  23-24:  Audit  Bureau  of  Circulation,  44th 
annual  meeting,  Drake  Hotel,  Chieago. 

Oct.  24-26:  AWRT,  Pennsylvania  conference, 
Erie. 

NAB  FALL  CONFERENCES 

Sept.  18-19,  Buena  Vista  Hotel,  Biloxi,  Miss. 
Sept.  22-23,  Okla.  Biltmcre,  Oklahoma  City,  Okla. 
Sept.  25-26,  Challenger  Inn,  Sun  Valley,  Idaho. 
Sept.  29-30,  Mark  Hopkins  Hotel,  San  Francisco. 
Oct.  13-14,  Schroeder  Hotel,  Milwaukee. 
Oct.  16-17,  Radisson  Hotel,  Minneapolis. 
Oct.  20-21,  Somerset  Hotel,  Boston. 
Oct.  27-28,  Statler  Hilton  Hotel,  Washington,  D.  C. 
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Meet  the  Pied  Pipers  of 

Denver!  KLZ-TV's  "Fred  'n 

Fae"—  undisputed  champs 
in  the  Rocky  Mountain  area. 

New  fall  purchase  of  337 

AAP  cartoons  including 

Bugs  Bunny,  Daffy  Duck, 

Porky  Pig  and  many  others 

—  ingenious  settings  for 

sponsor's  products  —  on-the- 
air  sampling  —  these  are 

only  a  few  of  the  extras 

"Fred  'n  Fae"  provide. 

Dozens  of  sales  success 

stories  are  at  vour  disoosal. stories  are  at  your  disposal. 

Hundreds  of  personal  ap- 

pearances have  enhanced 

the  value  of  these  stars. 

Four  years  of  audience  firsts 

prove  their  leadership. 

If  you're  selling  the  younger 
set  in  the  fast-moving  Den- 

ver market — "Fred  'n  Fae" 
are  a  must.  Your  KATZ  man 

has  the  answers.  Ask  him. 

TELEVISION 

Channel 

Represented  by  the  KATZ  Agency. 

CHILDREN'S  SHOW 
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_  MONDAY  MEMO 

from  KEN  McALLISTER,  vice  president,  Benton  &  Bowles,  New  York 

A  fable  about  the  fabulous  medium; 

moral:  maturity  takes  more  than  time 

Mr.  Thuse  carefully  placed  the  pic- 
ture frame  on  the  living  room  wall.  It 

was  blank  where  the  picture  should 
have  been.  And  it  had  a  small  knob  on 
the  bottom. 

Mr.  Thuse  turned  the  knob  and  Mrs. 

Thuse  exclaimed  with  delight  as  the 

picture  came  on.  It  was  a  panel  pro- 
gram and  it  was  beautiful  in  color  and 

three  dimensions. 
For  a  while  Mr.  Thuse  talked  about 

it  to  his  friends.  And  Mrs.  Thuse  talked 

about  it  to  her  friends.  But  pretty 

soon  they  didn't  talk  about  it  any  more. 
There  didn't  seem  to  be  anything  new  to 
talk  about. 

Mr.  and  Mrs.  Thuse  sensed  that 

what  they  were  seeing  in  the  picture 
frame  was  ordinary.  The  excitement 

wasn't  there  any  more.  The  fun  was 
gone. 

At  the  coffee  break  Mr.  Thuse  no 

longer  launched  an  enthusiastic  dis- 

cussion with  the  question,  "Did  you  see 
Peter  Van  Brockin  last  night?  Wasn't  it 

great!" Mrs.  Thuse  didn't  have  the  satisfac- 
tion of  a  provocative  discussion  with 

her  husband  as  a  result  of  new  ideas 

received  from  the  picture  frame.  There 
were  no  new  ideas.  There  was  not  even 

anything  to  be  discriminating  about. 
There  was  conformity. 
At  the  networks  the  executives 

fretted.  Advertisers  and  agencies  were 
restive.  The  ratings  were  going  down. 
The  new  top  ratings  were  about  as  good 
as  those  that  frequently  brought  option 
cancellations  a  few  years  back. 

And  yet  the  networks  worked  hard. 
They  tried.  They  used  more  research 
than  ever.  And  the  agencies  and  their 
clients  added  their  research.  But  the 

public  didn't  seem  to  know  what  it 
wanted.  Not  a  single  creative  idea  had 
come  from  the  surveys.  Nobody  knew 
what  to  do. 

But  the  commercials  were  increas- 
ingly creative  and  exciting.  And  one 

network  presented  a  spectacular.  It  was 
a  public  service  program  composed 
entirely  of  commercials.  Oh,  it  was 
wonderful!  There  was  beautiful  color 
and  animation  and  adventure  and  3D. 

Mr.  and  Mrs.  Thuse  saw  it.  And  they 
liked  it. 

But  after  that,  less  and  less  did  they 
watch  the  picture  frame.  It  is  true  the 

Thuses  didn't  like  to  watch  many  of  the 
things  they  once  thought  were  great. 

Their  demands  were  more  discriminat- 
ing. Not  just  an  insatiable  demand  for 

more.  But  a  craving  for  quality.  Some- 
thing to  stimulate.  Something  to  tear 

your  heart  out.  Or  make  you  exult.  They 
wanted  to  feel  what  they  saw. 

Mr.  and  Mrs.  Thuse  knew  that  the 

pictures  cost  money.  A  lot  of  money. 
But  they  sensed  the  money  and  the 

people  and  the  talent  could  provide 
more  content  than  they  were  seeing. 

They  sensed  a  loss. 
More  and  more  did  Mr.  and  Mrs. 

Thuse  read  books,  and  listen  to  records, 

and  go  to  the  theatre.  Even  the  movies. 
Not  that  printing  or  recording  or  theatre 
or  movies  was  new.  But  somehow  much 

of  the  writing  and  music  was  new.  And 

exciting.  Mr.  and  Mrs.  Thuse  discov- 
ered that  you  had  to  be  selective.  There 

was  a  great  deal  that  was  dull  and  trite. 
But  there  was  also  a  lot  that  was  new. 

And  exciting.  And  fun.  And  some  even 
made  you  think. 

One  Saturday  Mrs.  Thuse  went  shop- 
ping for  a  painting  to  put  in  the  picture 

frame. 

The  techniques  and  the  mechanics 
of  research  were  honed  to  a  sharpness 
not  even  visualized  a  few  years  before 
at  the  networks.  Or  at  the  agencies. 
But  nobody  seemed  to  know  the  right 
questions  to  ask.  And  nobody  knew 
what  to  do  with  the  facts  that  were 

gathered.  But  they  were  cherished. 
Not  even  the  writers  seemed  to  care. 

The  money  was  easy  and  the  formula 

was  there.  It  became  a  triumph  of  me- 
diocrity. Everything  looked  the  same  all 

over  the  dial  all  through  the  day.  And 

night. 
And  then  one  day  a  producer  and  a 

writer  had  a  brand  new  idea.  One  that 

nobody  had  ever  even  suggested  before. 

And  they  got  it  on  the  air. 
Some  people  saw  it  and  talked  about 

it.  They  liked  it.  And  friends  told  Mr. 
and  Mrs.  Thuse.  More  creative  ideas 

began  to  appear  on  the  air.  Some  were 
good.  Some  were  not.  But  overall,  an 
unusual  air  of  excitement  and  interest 
was  felt.  And  expectancy. 

It  was  not  just  art  for  the  critics'  sake. 
It  was  not  talent  run  rampant,  without 

direction  or  purpose.  It  became  a  con- 
structive effort  of  a  lot  of  people.  It 

transcended  stultifying  fear  of  failure. 

Boats  were  rocked.  Categorized  monot- 
ony began  to  disappear.  It  was  fun. 

Mr.  and  Mrs.  Thuse  took  down  their 

painting  and  turned  the  knob  on  their 
picture  frame.  They  were  interested  by 
what  they  saw.  And  they  talked  about 
it.  It  became  again  an  active  interest 

along  with  their  books  and  their  rec- 
ords and  the  theatre  and  the  movies. 

At  the  networks  they  were  somewhat 

frightened  by  their  daring  new  experi- 
ences. But  they  were  learning  to  use 

their  creativity,  as  well  as  their  research. 
They  learned  to  ask  the  right  questions. 
They  learned  to  soar.  The  networks 
could  thrill  again.  And  stimulate.  They 
learned  to  create  new  patterns. 

They  were  professional.  And  they 
used  taste  and  judgment.  And  they 
made  mistakes. 

At  the  networks  and  at  the  agencies 
and  at  the  advertisers,  it  became  known 
that  maturity  is  not  something  that  just 

happens  with  the  passage  of  time.  It 
requires  work.  And  thought.  Creativity. 

Mr.  and  Mrs.  Thuse  didn't  always 
know  what  to  expect  to  see  in  the  pic- 

ture frame.  And  they  looked  forward 
to  it. 

Ken  McAllister,  b.  Coraopolis,  Pa.  B.S.  in  mechanical 

engineering,  Rutgers  University,  1939.  Started  at  Gen- 
eral Electric,  Schenectady,  N.  Y.,  moving  into  General 

Electric  advertising  and  later  becoming  sales  promotion 

manager  of  GE's  radio  station,  WGY  Schenectady. 
Next  to  Columbia  Records  in  popular  record  promotion 
and  copywriting.  In  the  Pacific  as  executive  officer 
on  an  LSM,  1943-46.  Returned  to  Columbia.  Was 
coordinator  in  charge  of  introduction  of  long  playing 

records  in  1948,  subsequently  becoming  director  of 
advertising  promotion,  merchandising  and  publicity. 
Joined  Benton  &  Bowles  in  1950  and  currently  is 
vice  president,  account  supervisor  and  director.  Member 
of  Tan  Beta  Pi  and  Phi  Beta  Kappa  honor  societies. 
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EDITORIALS 

The  Fifth  'A'— Air 
T HERE  was  an  element  of  pleased  surprise  in  a  report  which  the 

American  Assn.  of  Advertising  Agencies  issued  last  week  after 

taking  a  temperature  reading  on  the  state  of  its  members'  business health. 

Despite  the  uneasiness  in  the  general  economy,  the  AAAA  survey 
found,  more  than  half  of  the  agencies  that  replied  said  their  gross 
volumes  ran  higher  in  the  first  six  months  of  1958  than  in  the  first 

half  a  year  ago — up  to  as  much  as  131%  higher— and  another  14% 
said  their  billings  were  at  least  as  good. 

The  study,  reported  in  detail  elsewhere  in  this  issue,  also  found  a 
wide  range  of  confidence  in  the  immediate  future.  Not  all  of  those 

who  enjoyed  first-half  gains  also  expected  the  second  half  to  be 
better  than  last  year,  but  the  number  looking  for  business  to  hold 

up  to  last  year's  second-half  level  was  almost  double  the  number 
whose  billings  did  stay  on  an  even  keel  in  the  first  half.  And  the 
number  expecting  declines  in  the  second  half  was  well  below  those 
who  actually  did  experience  declines  in  the  first  six  months. 

All  in  all  it  is  a  picture  which,  in  AAAA's  words,  is  "more  opti- 

mistic .  .  .  than  expected." 
It  would  be  foolhardy  to  ascribe  specific  reasons  for  the  various 

findings  aside  from  the  slackness  in  the  national  economy.  A  major 

account  shift  can  alone  change  "up"  to  "down"  for  one  agency,  and 
"down"  to  "up"  for  another.  There  is  no  way  to  tell  how  much  this 
factor  figured  in  the  reports  gathered  in  this  study. 

The  fact  is  well  known,  however,  that  radio  and  television — alone 

among  the  major  media — are  still  enjoying  gains  in  billings.  Only  a 
week  ago  reports  showed  tv  network  sales  for  the  first  half  of  1958 

were  12.9%  above  the  same  period  in  1957,  and  in  six-month  spot 
figures  now  being  compiled  the  question  is  not  whether  but  by  how 
much  those,  too,  will  be  ahead. 

With  non-broadcast  media  all  on  a  slide,  then,  is  it  too  much  to 

suggest  that  radio  and  television  figure  considerably  in  the  encour- 

aging outlook  among  agencies?  If  so,  this  is  a  tribute  to  the  agencies' 
and  their  clients'  judgment,  as  well  as  a  billings  "plus"  to  the 
agencies.  We  call  it  a  "plus"  because  the  first  and  main  advantage  of 
radio  and  television  is  that  they  sell  better  than  other  media. 

Two  Doses  of  Miltown 

AU.  S.  district  court  and  a  state  supreme  court  have  held  that 
broadcasters  are  immune  from  libel  actions  resulting  from 

political  broadcasts. 

If  these  decisions  stand  up  in  the  U.  S.  Supreme  Court,  broad- 
casters will  have  been  given  a  comfort  they  have  never  known. 

They  will  also  have  been  given  an  opiate. 

Section  315  of  the  Communications  Act,  the  law  governing 

political  broadcasts,  prohibits  broadcasters  from  censoring  any- 

thing out  of  a  political  candidate's  speech.  The  law,  however,  says 
nothing  about  the  consequences  of  libel  actions  provoked  by  a 
speech.  The  discomfort  of  such  an  arrangement  is  obvious. 

A  U.  S.  district  court  in  Nashville  decided  a  fortnight  ago 
[Government,  Aug.  4]  that  section  315  implied,  if  it  did  not 
express,  immunity  from  libel  liability.  That  decison  paralleled  an 

earlier  one  by  the  state  supreme  court  of  North  Dakota  [Govern- 
ment, April  7].  A  good  many  broadcasters,  we  are  sure,  are 

fervently  hoping  that  the  U.  S.  Supreme  Court  will  sustain  the 

decisions.  If  it  does,  it  will  be  doing  both  a  kindness  and  a  dis- 
service to  broadcasting,  for  while  one  of  the  headaches  of  political 

broadcasting  will  have  been  relieved,  the  root  problem  will  not 
have  been  eliminated. 

Immunity  from  the  consequences  of  a  decision  can  be  granted 
only  if  no  power  of  decision  exists.  The  reaffirmation  by  a  high 

court  of  broadcasting's  immunity  from  political  libel  will  be  no 
more  than  reaffirmation  of  broadcasting's  helplessness  to  run  its 
own  show.  It  will  be  reaffirmation  of  the  indefensible  principle 
that  editorial  authority  over  political  broadcasting  can  be  exercised 
more  wisely  by  the  government  or  a  government  law  than  by 
broadcasters. 

Can  anyone  imagine  U.  S.  newspaper  editors  and  publishers 
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"J. P.  I've  decided  not  to  cancel  that  Western  of  yours." 

yielding  to  the  government  their  right  to  present  political  news 
and  political  speeches  as  they  choose? 

The  presentation  of  political  speeches  by  candidates  and  of 
news  stories  about  political  speeches  is  a  basic  function  of 
journalism.  To  the  degree  that  function  is  impaired  journalism 
standards  suffer. 

Under  section  315,  no  matter  how  it  may  be  interpreted  by  the 
courts,  broadcasters  must  substitute  a  set  of  inflexible  rules  for 

intelligent  editorial  judgment  in  the  presentation  of  political  infor- 
mation. It  is  an  unfortunate  fact  that  some  broadcasters  prefer 

it  that  way.  It  is  an  equally  unfortunate  fact  that  until  broad- 
casters demand  and  get  the  right  to  use  their  own  editorial  judgment 

in  such  matters,  they  cannot  claim  to  be  competing  fully  with 
newspapers  and  magazines  as  organs  of  journalism. 

What  is  needed  is  a  relentless  campaign  to  obtain  repeal  or  at 

least  satisfactory  amendment  of  section  315  so  that  broadcasters — 

not  politicians — are  in  command  of  political  information. 
As  we  say,  broadcasters  may  take  comfort  in  a  court  decision 

immunizing  them  from  libel,  but  it  will  be  the  comfort  of  the 
eunuch  who  grows  serene  and  fat  for  having  been  immunized 
against  the  reality  of  his  surroundings. 

Tabled,  but  Not  Floored 

IN  tabling  the  bill  to  exempt  major  sports  from  the  antitrust 
laws,  the  Senate  Judiciary  Subcommittee  killed  prospects  for 

action  in  the  85th  Congress  which  expires  in  the  next  week  or  two. 

But  the  86th  is  coming  up  next  January  and  the  zeal  of  the  power- 
house baseball  lobby,  buttressed  by  those  of  football,  basketball 

and  hockey,  has  not  diminished. 
It  was  a  close  call.  The  bill  had  swept  through  the  House  and 

had  what  appeared  to  be  unbeatable  Senate  support,  with  some 

50  Senators  as  its  co-authors.  It  was  only  after  the  effective  testi- 
mony of  the  Antitrust  Div.  of  the  Dept.  of  Justice,  the  lucid  and 

free-swinging  opposition  of  Rep.  Celler  (D-N.  Y.),  who  fights  hard 

whether  he's  for  or  against,  and  the  delayed  but  nevertheless  effec- 
tive thrusts  of  representative  broadcasters  and  broadcasting  organi- 

zations that  the  committee  was  dissuaded  from  acting  this  session. 
Had  there  been  time,  the  effort  would  have  been  made  for  a 

one-year  trial  exemption.  Had  that  occurred,  the  battle  would 
have  been  lost.  Those  sports  entrepreneurs,  envisioning  life  ahead 

with  no  speed  limits  and  no  cops,  wouldn't  have  violated  that  pro- 
bationary year  by  imposing  even  a  single  radio  or  tv  blackout. 

They  would  have  bided  their  time. 
Expect  the  sports  industry  to  pick  up  where  it  left  off  when 

the  new  Congress  convenes.  Until  then  work  will  be  done  at  the 
grass  roots.  They  will  seek  to  rebut  every  argument  made  during 

the  past  few  eventful  weeks. 
Broadcasters  must  not  rest  on  their  oars.  Congress  will  be  out  only 

a  few  months.  During  that  time  an  executive  sports  committee 
of  the  NAB  should  be  activated  to  implement  the  case  against 

the  blackout  of  sports  on  free  tv. 
Broadcasting 
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WSAZ-TV 
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LOW 
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TOWER 
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NIELSEN  NCS  '<  3 

%  PENETRATION  OF  68  COUNTIES  IN  COVERAGE  AREA 

WSAZ-TV Sta.B Sta.  C 
100%  Coverage 

21* 

Counties 

1  * 

More  Than  75% 
43 

12 22 Coverage  Counties 
More  Than  50% 

57 
26 

39 Coverage  Counties 
Total  Coverage 

Counties 
68 43 50 

CHANNEL 

HUNTINGTON-CHARLESTON,  W.  VA. 

Atfiiiated  with  Radio  Stations 
WSAZ.  Huntington  6  WKAZ.  Charleston 
LAWRENCE  H.  ROGERS,  PRESIDENT 
C  TOM  GARTEN.  Commercial  Manager 

Represented  by  The  Katz  Agency 



BARTELL    FAMILY  RADIO 

7,366  San  Diegans  wrote  KCBQ  in  a  five  day  response 

in  January.  At  WAKE  Atlanta,  5881  letters.  Both  piloting 

one  of  our  ever-changing  stream  of  copyrighted  Games 
for  Family  Fun. 

Bartell  Family  Radio  keeps  audience  alert  for  constant  par- 
ticipation .  .  .  creates  a  continuing  climate  of  response. 

Result:  Advertisers  always  reach  buyers 

Add  rating  dominance  and  you  have  the  reasons  why  FOR- 

TUNE selects  Bartell  Family  Radio  as  America's  most  success- 
ful in  the  use  of  scientific  methods  for  maximum  audience. 

BatifeM  ft. . .  OMd&tf/t/ 

Sold  Nationally  by  ADAM  YOUNG  INC. 
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fitted 

FIRST  AND  ONLY:  won't  chase  viewers  .  .  .  guaranteed! 

FIRST  AND  ONLY:  stays  with  audience  for  full  effect! 

The  first  television  station  that 

is  thoroughly  absorbed  —  down 

through  the  first  layer,  right  to 

the  second  layer  of  audience  con- 

sciousness. It  gives  you  a  new, 

deep  kind  of  penetration. 

This  softens  the  sell  luxuriously. 

Leaves  no  sticky  mess  to  block 

the  sales  message.  KPRC-TV 

gives  you  a  faster,  longer-lasting 

impact.  A  beautiful  sun-gold  sale 

.  .  .  All  sale  ...  no  spurn! 

EDWARD  RETRY  &  CO.,  National  Representatives 

CHANNEL 

new KPRC 

(with  apologies  to  Tartan^ 



00  EE  00  N*  AH  ¥ -W5/U  BuRR^ Sometimes  when  we  feel  the  need  for  a 

little  self-glorification,  we  run  a 

slogan  with  our  station  call-letters. 
It  reads:  The  Travel-Adventure  station. 

Seems  there  are  a  lot  of  people,  perhaps 

a  couple  of  million  in  Southern  California, 

who  get  a  vicarious  kick  out  of  seeing 

far-off  places;  and  the  farther  the  better. 

Well,  to  accommodate  this  mass  hunger  for 

travel,  several  months  ago  we  cleared  a 

full-hour's  strip  between  7  and  8  each 
weekday  night,  and  filled  it  with  no  less 

than  10  different  T.  &  A.  programs. 

We  won't  claim  every  show's  a  blockbuster, 
but  most  are  downright  fascinating  to  a 

great  many  people,  as  a  bucketful  of 

ratings  will  verify. 

The  fellow  who  supplies  us  with  some  of  the 
best  of  the  series  is  Bill  Burrud. 

Whether  it's  chasing  witch-doctors  down 
the  Congo,  or  searching  a  fortune  in 

Trinidad  treasure,  Bill's  camera-laden 
cohorts  have  captured  some  pretty  exciting, 

and  beautiful,  stuff.  And  Burrud,  who 

in  tenderer  years  was  a  movie  moppet, 
handles  his  chores  as  host  and  narrator 

with  personable  charm. 

Now  watch  out!  Here's  the  pitch.  As  this 

is  written,  Burrud's  Wanderlust,  on 
Mondays,  which  has  always  been  one  of 

KCOP's  outstanding  programs,  is 
momentarily  available.  It  is  uniquely 

entertaining;  attracts  a  family  audience; 

and  delivers  a  goodly  chunk  of  the 
Southern  California  market. 

Interested?  Give  your  Petry  Man  or  us 

a  call. 

Los  Angeles'  most  powerful  station 

represented  nationally  by  Edward  Petry  &  Co.,  Inc. 

1000         N.        CAHUENGA,         HOLLYWOOD  38 



hardly 

a  prospect 

for  a 

new  car. . . . 

Oh,  don't  get  us  wrong . . .  Susie 

would  dearly  love  to  see  a  new  1959 

model  in  the  driveway  —  but  it's 
Mom  and  Dad  who  control  the 

purse-strings.  And  lets  face  it:  Mom's 

average  hectic  day  is  being  spent  more 

and  more  with  the  soothing  music  of 

the  standards  and  better  pops  . . . 

the  kind  of  music  she  can  always  find 

on  WFAA  RADIO!  And  Dad? 

Well,  he's  still  a  newshound  and 

sports  fan  —  preferring  network  radio 

to  keep  him  posted  accurately 

and  quickly.  Here,  too, 

more  men  turn  to  WFAA  RADIO 

than  any  other! 

Moral :  It  pays  to  pinpoint  your 

advertising! 

the  stations  with 

"variety  programming 

f  f 
WFAA 

50.000  WATTS 5000  WATTS 

D     A     L     L     A  S 

NBC*  A  B  C 

Radio  service  of  The  Dallas  Morning  News 

Edward  Pefry  &  Co.,  National  Representative- 

Published  every  Monday,  53rd  issue  (Yearbook  Number)  published  in  September  by  Broadcasting  Publications  Inc.,  1735  DeSales  St., 
N.  W.,  Washington  6,  D.  C.  Entered  as  second  class  matter  March  14,  1933  at  Post  Office,  Washington,  D.  C,  under  act  of  March  3,  1879. 



grow 
LARGER 

Your  profits  increase!  This  pioneer  station  ranks  first 

in  Lancaster,  Harrisburg,  York,  as  well  as  in  numerous 

other  cities:  Gettysburg,  Hanover,  Lebanon,  Cham- 

bersburg,  Carlisle,  Lewistown,  etc.  Your  advertising 

budget  goes  farther!  The  multi-city  coverage  which 

WGAL-TV  delivers  costs  you  far  less  than  buying 

single-city  coverage.  The  list  of  advertisers  using  the 

selling  force  of  this  pioneer  station  grows  larger  all  the 

time.  WGAL-TV  is  important  in  your  selling  plans. 

•  1,040,465  households  •  942,661  TV  households 

•  3,691,785  people  •  $3%  billion  annual  retail  sales 

•  $62/3  billion  annual  income 

WGA
L-T

V 

LANCASTER,  PA. 

NBC  and  CBS 

STEINMAN  STATION  •  Clair  McCollough,  Pres. 

AMERICA'S   1 0th  TV  MARKET 

316,000  WATTS 

"  Representative:  The  MEEKER  Company,  Inc.  •  New  York  •  Chicago  •  Los  Angeles  •  San  Francisco 
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closed  circuit 

UP  FOR  GRABS?  •  Will  precedent  be 
established  by  return  of  valuable  vhf 
facility  to  FCC?  That  could  happen  in 

case  of  ch.  12  WVUE-TV  Wilmington- 
Philadelphia,  if  Storer  Broadcasting  Co. 
does  not  find  acceptable  purchaser  at 

equitable  price  for  this  facility,  which 

must  be  disposed  of  under  multiple  owner- 

ship rule  by  virtue  of  Storer's  $4.5-plus 
acquisition  of  ch.  6  WITI-TV  Milwaukee 
[At  Deadline,  Aug.  11]. 

• 

Pending  offers  for  WVUE-TV  are  be- 
ing considered,  and  others  are  being 

sought,  it's  learned.  Storer  paid  $5.6  mil- 
lion for  tv  property,  plus  highly  profitable 

WIBG-AM-FM  Philadelphia,  which  will 
not  be  sold.  Unless  Storer  closes  with 

qualified  purchaser  at  worthwhile  price,  it 
would  be  prudent  taxwise  to  turn  in  license 

to  FCC,  taking  into  account  cash  write-off 

of  purchase  price  attributable  to  WVUE- 
TV  plus  accumulated  losses,  said  to  ex- 

ceed $100,000  per  month  since  acquisi- 
tion in  May,  1957. 

• 

MILWAUKEE  RIDDLE  •  Acquisition 

by  Storer  of  ch.  6  WITI-TV  Milwaukee 
has  aroused  speculation  on  fate  of  CBS- 
owned  ch.  19  WXIX  (TV)  in  Milwaukee. 

It's  open  secret  that  WXIX  hasn't  ac- 
quired status  hoped  for  any  more  than 

ch.  17  WBUF  (TV)  Buffalo  did  job  for 
its  NBC  owner,  with  result  that  latter 

facility  is  being  dropped  in  October  in 

favor  of  ch.  2  WGR-TV  regular  affilia- 
tion. But  CBS,  according  to  highest  au- 

thority, has  no  present  intention  of  quit- 
ting uhf  and,  in  fact,  is  now  shifting 

WXIX  (TV)  from  ch.  19  to  ch.  18  in 
accordance  with  recent  FCC  authoriza- 

tion. Because  of  other  Storer  affiliations 

with  CBS-TV,  speculation  generally  is 
on  shift  of  WITI-TV  to  that  network. 

It  was  also  learned  authoritatively  that 

at  least  four  companies  had  varying  op- 
tions to  purchase  ch.  6  facility  in  Milwau- 

kee and  each,  in  turn,  had  consulted  CBS- 
TV  brass  about  affiliation,  but  was  given 
negative  answer.  In  bidding  almost  until 
end  was  Capital  Cities  Television  Corp. 

(WTEN-TV  Albany  -  Schenectady  -  Troy; 
WTVD  Durham  -  Raleigh)  headed  by 
Frank  M.  Smith.  Company  terminated 

bidding  at  about  $4  million,  it's  under- 
stood. Some  two  years  ago,  Meredith  Pub- 

lishing Co.  reportedly  had  option  to  buy 

facility  but  dropped  it  because  of  no  as- 
surance of  CBS  affiliation. 

IKE  AND  SPECTRUM  •  Now  that  Pot- 
ter Resolution  to  create  five-man  com- 

mission to  undertake  spectrum  analysis 

is  dead  for  this  session,  speculation  cen- 

ters around  what  steps,  if  any,  may  be 

taken  during  Congressional  recess  to  cope 
with  increasingly  acute  problem  caused 
by  demands  of  Government  (military)  for 
more  spectrum  space.  One  prediction  is 
President  Eisenhower  will  appoint  his  own 

study  group  which,  of  course,  would  not 
be  binding  on  Congress,  and  therefore 
have  no  legislative  force. 

Irrespective  of  what  President  may  do, 

it's  foregone  conclusion  that  at  next  ses- 
sion Congress  again  will  consider  legisla- 

tion for  study,  but  in  more  relaxed  manner 
and  without  pressure  of  eleventh  hour 
amendments  which  spelled  doom  of  Potter 
Resolution  in  House  because  it  shifted 

focus  of  probe  from  military  to  radio  and 
tv  use  and  FCC  management  of  alloca- 

tions. Big  question  will  be  whether  probe 
should  be  handled  by  special  commission 
or  by  joint  congressional  study  committee. 
(See  editorial,  page  110). 

• 

COMING  ATTRACTION  •  Surprise 
package  of  NAB  Fall  Conference  series 

starting  Sept.  18  will  be  specially  pro- 
duced film  dramatizing  tv  code  violations 

(including  cleavage).  Fifteen-minute  docu- 
mentary is  based  on  clandestine  romance 

in  which  denouement  graphically  dem- 
onstrates common  program  and  commer- 

cial practices  outlawed  by  code. 
• 

/.  L.  (Jack)  Van  Volkenburg,  who 

resigned  as  president  of  CBS  Television 
20  months  ago  for  family  reasons,  has 
moved  from  Englewood,  Fla.,  to  Los 
Angeles  where  he  will  become  executive 
head  of  new  enterprise  only  indirectly 
related  to  broadcast  field.  Announcement 

of  project  may  be  made  this  week.  Since 
his  resignation,  he  has  continued  as  con- 

sultant with  CBS. 
• 

ARBITRON  UNKINKED  •  Arbitron, 

American  Research  Bureau's  new  "instant 

ratings"  service  whose  New  York  start 
has  been  delayed  since  January  by  tech- 

nical problems,  reportedly  has  all  kinks 
out  and  is  set  to  go  commercial  literally 

any  day  now.  In  addition,  ARB's  seven- 
city  Arbitron,  compiling  network  ratings 
instantaneously  and  simultaneously  from 
Chicago,  Philadelphia,  Detroit,  Cleveland, 
Baltimore  and  Washington,  as  well  as  New 

York,  is  expected  to  be  operating  com- 
mercially in  very  near  future. 

• 

Published  report  about  imminent  sale  of 

Sunpapers  plus  WMAR-TV  Baltimore, 
are  branded  as  without  foundation  by 

A.  S.  A  bell  Co.  spokesman.  It  isn't  denied 

that  offers  have  been  received  but  it's 
pointed  out  that  properties  are  doing  well 

and  that  there's  no  disposition  on  part  of 

ownership  to  dispose  of  properties  which 
have  been  in  same  hands  for  generations. 

• 

DETERGENT  FEUD  •  Here  are  in- 

gredients of  frantic  and  fascinating  com- 
petitive battle  in  detergents  field:  Intro- 
duction by  Procter  &  Gamble,  Lever 

Bros,  and  Colgate-Palmolive  of  all-pur- 
pose liquid  household  detergents.  To  be 

introduced  market-by-market:  P  &  G's 
Mr.  Clean,  C-P's  Genie  and  Lever's 
Handy  Andy.  Last-named  product  Friday 
(Aug.  15)  named  Kenyon  &  Eckhardt, 
New  York,  which  will  test  in  Chicago  and 
Baltimore.  Genie,  via  McCann-Erickson, 

at  present  is  testing  on  radio-tv  in  San 
Francisco  market,  while  Mr.  Clean,  via 

Tatham-Laird,  Chicago,  is  expected  to 
move  with  broadcast  media. 

• 

New  moves  by  soap  giants  in  all-pur- 
pose liquid  detergents  come  as  Lestoil 

(Adell  Chemical  Co.,  Holyoke,  Mass.), 

$9  million  per  year  spot  tv  advertiser,  con- 
tinues to  open  up  new  markets  reaching 

southward  from  its  original  northeast  U.  S. 
area  (now  in  Georgia,  slated  to  open 
Miami  next)  and  westward  (now  in  Detroit 
and  newly  in  Evansville  [see  story,  page 

46]  and  expected  to  enter  St.  Louis). 

Lestoil  is  Adell 's  only  mass-sold  product; 
company  forces  distribution  in  given  mar- 

ket via  spot  tv  campaign  on  all  stations 

and  with  this  pattern  has  become  tv's 
spectacular  multi-million-dollar  success story. 

• 

DAYBREAK  EXTENSION  •  Reports 

place  ABC-TV's  "Operation  Daybreak" close  to  SRO  with  advertisers  committed 

to  56  out  of  60  available  quarter-hours 
per  week.  Favorable  advertiser  response 
has  network  officials  turning  naturally  to 

possible  extension  of  daybreak  to  total 

70  quarter-hours  weekly  by  making  11:30 
a.m.-noon  period  available.  Now  con- 

firmed: Addition  in  OD  of  Armour  & 

Co.,  through  Foote,  Cone  &  Belding,  and 
Reynolds  Metal  Co.,  through  Buchanan 
&  Co.  Reynolds  in  fact  shapes  up  as  one 

of  ABC-TV's  heavyweight  national  ad- 
vertisers, its  buys  for  fall  on  network  in- 

cluding also  Disneyland  and  All-Star  Golf 
series. 

• 

Although  pay  tv  currently  is  dormant, 

Veterans  of  Foreign  Wars,  which  led  op- 
position to  toll  movement  two  years  ago, 

is  expected  to  adopt  another  strongly 
worded  resolution  at  its  convention  in  New 

York  this  week.  Convention  generally  will 

have  broadcasting  caste,  with  one  of  prin- 
cipal addresses  to  be  delivered  by  NAB 

President  Harold  E.  Fellows  on  "Learn 
and  Live"  theme,  and  with  NBC  Board 
Chairman  Robert  W.  Sarnoff  to  receive 
top  award.  (See  story,  page  81). 
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MEREDITH 
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TELEVISION  CO
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316,000  Watt
s. 
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V01  COURT
  STREti, 

,    g  been  troubling 

same  soothsay
ers  nigg metropolitan  Syracuse.  &  re cent  mail 

count  on    une  *  ^    following  1=>3  ̂  

listed  response  from  tn  ^  .w-*
^ 

Adams 
Adams  C«nwi Altmar 
Auburn Baldwin  a  v  ill  e 

Barneveld Bath 
Beaver  Dami 
Bellona 
Berkshire Bernhards  Bay 
Boonville 
Brewerton Bridgeport 
Camden 
CamtlluB Canandaigua 
Canastota Cato Cayuga 

Caienovia 
Central  Square Chittenango 
Cicero 
Clark  Mills 

Clay 

Cleveland Clifton  Springs Clinton 
Clyde Constant; 

Cortland Cuyle 
DcWitt DeRuyter 
Dresden 
Dryden Dundee 
Durham  vill Earlville 
East  Syracuse 
Elbridge 
Ellisburg 
Elmlra 
Fabius 

Fayetteville 
Fulton Geneva 
Georgetown 
Greene 
Groton 
Hamilton Hannibal 
Harford  Mills Hastings 

Henderson Holcomb 
Holland  Patent Homer 
Home  11 
Horseheads 

Hubbardsvill 
Inte  rlaken Ira 

Ithaca Jamesville 
Jewell 
Jordan 
Kirkvtlle Lacona 
Lafayette 
Lake  Pleasant Liverpool 

Lodi 
LudlowviUe 

Lyncourt 
Lyons Macedon Manchester 
Mannsville 
Mapleview MarceUus 

Marcy 

Marion 
MartviUe 
Mattydale 
McConne  Us  vill' Memphis 

Mexico Moravia 
risville Nedrow 

Newark 
New  Hartfv.- 
Norlh  Syracuse 

Norwich One  on  la Onondaga 

Oneida Oriskany 
Oswego 

Ovid palmyra 

parish pcnneUville 
Penn  Van 

Phelps 

Phoenix 
Poland 
Port  Byron 

Prospect 
Pulaski 
Raquette  Lake Red  Creek Richfield  5Prings 

Richland 
Rochester Rome 

Savannah 
Scipio  Center Seneca  Falls 
Sherburne 
Skaneatele 

Sheds 
Sodus 

Solvay 

South  Otselic 

Stanley 
Sterling 

Sylvan  Beach 

Syracuse 

Taberg 

Xrumansburg 

Tully 

Utica Vernon 
Verona 
Verona  Beach Warners 
Waterloo Waterville 
V/atertown 
V/atkins  Glen Weedsport 
West  Leyden 
Westmoreland 
West  W infield 
Whitesboro 

Willard 
Williamson 
William  stown Wolcott 

Woodville 
Yorkvllle 

ST"  SS3i4       -sr""  we  recommend 

— Id.    additi0nal  inform
ation  we  rec . 

For  those  *terested  ~  a£     ̂   geography 
 ̂   be  gx  q£ 

advanced  courses  ̂  
 ^  to  the 

Katz  College  this  fall  Ave.  ,  NYC  19- 

*e  Registrar
,  Kat,. 

Cordially. 

Paul  Adanti 
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THE  WEEK  IN  BRIEF 

What  Happened  in  85th  Congress — Preparing  to  step  into 
the  pages  of  history,  it  has  left  a  deep  imprint  of  the  FCC 

and  radio-tv  industry.  Investigations  forced  one  commissioner 
to  resign,  attacked  the  character  of  others;  hit  the  industry 

for  ex-parte  relationships;  blasted  FCC  for  inactivity  on  uhf. 
Few  phases  of  industry  untouched.  Page  31. 

Blatnik  Blast — Blatnik  committee  flails  Federal  Trade  Com- 
mission and  Food  &  Drug  Administration  for  poor  policing  of 

weight  reducing  nostrums;  recommends  among  other  things 
that  provisions  of  mail  fraud  or  cease  and  desist  orders  be 

applied  to  all  other  manufacturers  of  same  product — and  to 
media.  Page  35. 

Detroit  Rumblings — Buick  will  be  much  bigger  in  spot 
radio  than  it  was  last  fall  to  introduce  its  new  model,  to  be 

out  this  year  in  only  a  month.  Reports  also  from  Oldsmobile, 

Lincoln-Continental  and  Ford  Passenger  Car.  Page  39. 

The  Big  Brands  in  Network  Tv — The  first  five  in  June  and 
in  second  quarter  of  the  year  include  Tide,  Winston,  Anacin, 

Chevrolet  and  Viceroy.  TvB's  breakdown  on  gross  time 
charges  for  June  and  cumulative  totals.  Page  43. 

Spot  Radio  Rise  Noted — First  six  months  estimate  passes 
$93  million  for  all-time  record,  SRA  reports.  Further  gains, 
likelihood  of  10%  increase  for  full  year,  are  seen.  Page  46. 

Lestoil's  Evansville  Story — How  multi-million-dollar  Lestoil 
was  led  to  Evansville  market  via  hand-in-hand  campaign  with 
local  uhf  station.  Page  46. 

Excise  Tax  Protested — Advertising  Federation  of  America 
calls  on  its  members  to  oppose  contemplated  IRS  ruling. 
Page  46. 

Confederate  Union — ABC  and  Warner  Bros,  sign  special 
contract  under  which  Burbank-based  studio  would  produce 
series  of  90-minute  or  two-hour  long  spectaculars  on  Civil 
War,  slated  for  telecast  after  1960 — to  coincide  with  100th 
anniversary  of  war  between  the  states.  Page  63. 

Network  VTR  Spots  Protested — Film  Producers  Assn.  of 
New  York  says  it  intends  to  seek  Congressional  probe  of  tv 

networks  activity  with  videotape  as  prelude  to  possible  anti- 
trust action.  Page  63. 

Opposition  to  Clear  Channel  Plan— CCBS,  CBS,  NBC, 
Westinghouse  and  others  tee  off  on  FCC  rulemaking  to  dupli- 

cate 12  Class  I-A  clear  channels.  Page  64. 

Don't  Take  It  Out  on  Us — WMBO  claims  it  is  innocent  vic- 
tim of  FCC  pique  at  appeals  court;  due  to  ask  reconsidera- 
tion today  of  Commission  order  that  station  file  renewal  ap- 

plication in  order  to  permit  hearing  on  protest  against  estab- 
lishment of  new  station  in  Auburn,  N.  Y.,  market.  Page  70. 

NAB  Ready  for  Autumn — Fast-moving  ^/i-day  format 
drawn  up  for  annual  Fall  Conferences,  with  emphasis  to  be 
placed  on  management  and  economic  problems.  Page  72. 

National  Theatres'  Bid — NTA  board  to  vote  this  week  on 
offer  to  buy  controlling  stock  interest.  Page  82. 

News  Coverage  vs.  'Property  Rights' — TelePrompTer  Corp. 
seeks  injunction  to  prevent  WOR  New  York  from  broadcasting 

summaries  of  Floyd  Patterson-Roy  Harris  heavyweight  bout, 
to  which  TelePrompTer  holds  radio,  television  and  motion 
picture  rights.  Page  91. 

Tv  Back  on  the  Farm — A  quarter  million  dollars  put  up  by 

American  Cyanamid's  Farm  &  Home  Div.  for  resumption  in 
fall  of  its  first  tv  venture  made  last  spring  of  a  13-week  syndi- 

cated farm  tv  news  series.  Page  48. 

Lever  Embraces  Free  Plug — Searches  on  behalf  of  Pepso- 

dent's  Stripe  toothpaste  for  "open"  time  spot  to  discuss  virtues 
of  new  dentifrice.  Soliciting  includes  radio  stations,  but  Stripe, 
a  spot  tv  advertiser,  does  not  buy  radio  spot  at  this  time. 

Pepsodent  toothpaste,  for  that  matter,  is  under  spot  tv's  wing. 
Page  51. 

Riding  High  With  Nehi — D'Arcy  Adv.,  recovering  from  the 
loss  of  the  $15  million  Coca-Cola  account  in  early  1956, 
comes  abreast  of  its  peak  1955  billing  by  acquiring  $3  million 
Nehi  Corp.  account.  Page  51 

Recipes  for  P.  I. — Midwest  Publishing  Group  plans  extensive 
tv  spot  campaign  on  modified  per  inquiry  basis  to  peddle  cook 

books  bearing  "Good  Housekeeping  Seal  of  Approval." 
Page  52. 

There's  Economy  in  Big  Buys — That's  thesis  of  new  study 
by  NBC-TV  which  cites  decline  in  cost-per-thousand  cor- 

responding to  increase  in  size  of  station  lineup.  Page  58. 

CBS  Moves  to  Front — Surpasses  RCA  in  net  profits  for  first 
time,  reaching  $27.2  million  midyear  profit  before  taxes. 
Page  62. 

House  Divided — Commercial  producers 
and  writers  functioning  independently  of 

each  other  are  apt  to  turn  out  only  near- 
great  commercials,  says  John  W.  Murphy, 

head  of  commercial  production  for  Ken- 

yon  &  Eckhardt.  He  tells  the  secret  of  writer- 
producer  teamwork  in  Monday  Memo, 

Page  109. 
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Eye-opener  for  advertisers 

To  get  full  results  from  radio  advertising,  sales  and  advertising 

executives  need  to  understand  the  complex  program  elements 

which,  when  properly  combined,  give  Spot  Radio  its  tremendous 

selling-power.  These  elements  are  clearly  denned  in  the  John 
Blair  Report,  LOCAL  RADIO  PROGRAMMING,  recently 

published.  It  is  termed  an  "eye-opener  for  advertisers"  because 
it  brings  into  sharp  focus  the  exacting  skill  demanded  of  station- 

management  in  creating  an  overall  program-structure  that  con- 
sistently builds  maximum  audience  for  the  station,  and  sales 

for  its  advertisers.  Hence  the  book  contains  a  wealth  of  informa- 
tion vital  to  any  executive  charged  with  the  responsibility  of 

moving  mass-market  goods  at  a  profit.  For  the  complete  report, 
write  John  Blair  &  Company,  415  Madison  Avenue,  New  York 

17,  N.  Y.  Price,  one  dollar. 

JOHN  BLAIR  &  COMPANY 

Exclusive  National  Representative  for: 

New  York  WABC 

Chicago  WLS 
Los  Angeles  KFWB 
Philadelphia  ..WFIL 
Detroit  WXYZ 
Boston  WHDH 
San  Francisco  KGO 

Pittsburgh  WWSW 
St.  Louis..,  KXOK 

Washington  
Baltimore  
Dallas-Ft.  Worth.. 

WWDC 
WFBR 

KLIF- 
KFJZ 

Minneapolis-St.  Paul..  WDGY 
Houston  KILT 
Seattle-Tacoma  KING 
Providence-Fall  River- 

New  Bedford  WPRO 
Cincinnati  WCPO 

Miami  
Kansas  City  
New  Orleans  
Portland,  Ore  
Denver  

Norfolk- Portsmouth  - 
Newport  News  

Louisville  
Indianapolis  
Columbus  

.  WQAM 
WHB 
WDSU 

KGW .  KTLN 

WGH 
WAKY 
WIBC 
WBNS 

San  Antonio  KTSA 

Tampa -St.  Petersburg  WFLA 
Albany-Schenectady-Troy..  WTRY 
Memphis  WMC 
Phoenix  KOY 
Omaha  WOW 
Jacksonville  WJAX 
Nashville  WSM 
Knoxville  WNOX 

Wheeling-Steubenville  WWVA 
Tulsa  KRMG 
Fresno  KFRE 
Wichita  KFH 

Shreveport  KEEL 
Orlando  WBDO 

Binghamton  WNBF 
Boise  KIDO 
Bismarck  KFYR 
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at  deadline 

NBC-TV  PLANS  COST-SHARING  VTR  DELAYS 

Plan  by  which  NBC-TV  affiliates  in 
standard  time  areas  would  help  bear  cost 

of  delaying  network  broadcasts  during  day- 
light saving  time  months  has  been  devised 

by  NBC,  which  hopes  to  put  it  into  effect 
next  year,  it  was  learned  Friday. 

Plan  as  reported  to  NBC-TV  Board  of 

Delegates,  it's  understood,  calls  for  NBC  to 
install  equipment  necessary  to  assure  deliv- 

ery of  high-quality  picture  on  delayed  basis 
(poor  quality  has  been  complaint  in  many 
areas  during  past  DST  periods),  with  NBC 
absorbing  these  costs  but  standard  time 
stations  paying  line  charges. 

Cost  to  these  stations — currently  there 
are  1 1 6  NBC-TV  affiliates  on  standard  time 
■ — estimated  at  5V3%  of  their  network  rev- 

enues, but  with  network  planning  to  rebate 
appropriately  if  this  proves  higher  than 

necessary.  Network  understood  to  take  po- 
sition that  delivery  of  high-quality  picture 

easily  justifies  this  move,  but  that  necessary 
equipment  etc.  is  so  expensive  that  standard 

time  stations — for  whose  benefit  DST  delays 
are  run — ought  to  help  pay  some  of  cost. 
Alternative,  if  enough  standard-time  af- 

filiates fail  to  go  along,  understood  to  be 
less  expensive  system  with  less  assurance  of 
picture  quality. 

On  another  front,  NBC-TV  said  to  be 

Major  Radio-Tv  Staff  Changes 
Announced  by  Gardner  Adv. 

Realignment  of  Gardner  Adv.  Co.'s  tv- 
radio  department  announced  Friday  by 

Charles  E.  Claggett,  agency  president,  look- 
ing toward  closer  coordination  of  program- 

ming and  commercial  functions  in  St.  Louis, 
New  York  and  Hollywood. 

Among  changes:  Beatrice  Adams,  vice 

president  and  tv-radio  creative  director,  as- 

signed to  select  broadcast  projects  "includ- 
ing experimental  work  and  special  assign- 

ments for  all  Gardner  accounts";  Dean 
Pennington,  vice  president,  becomes  direc- 

tor of  tv-radio  commercial  dept.;  Ralph 
Pasek,  assistant  director  and  commercial 

production  manager;  John  Gunter,  former- 
ly on  Monsanto  corporate  account  group,  to 

St.  Louis  program  director  and  business 

manager,  tv-radio  dept.;  James  Fasholz,  of 
Busch  Bavarian  beer  account,  assistant  St. 

Louis  program  chief;  Fred  Czufkin  and 
Trent  Eberts  named  visual  directors. 

Peter  Paul  in  50  Markets 

Peter  Paul  Inc.,  Naugatuck,  Conn., 

through  Dancer-Fitzgerald-Sample,  N.  Y, 

buying  top  50  markets  for  12-week  spot 
tv  campaign  to  begin  Sept.  12  for  Mounds 
and  Almond  Joy.  Drive  will  use  nighttime 
minutes  and  station  breaks. 

getting  ready  to  move  formally  against 
triple  spotting.  Officials  reportedly  told 
Board  of  Delegates  they  expected  shortly  to 
send  out  affiliation  contract  amendments  in 

which  stations  would  stipulate  they  will 

carry  each  NBC-TV  program  complete  up 
to  30th  second  before  start  of  next  program 

(or  before  start  of  next  segment,  in  pro- 
grams interrupted  by  station  breaks)  and 

also  to  carry  full  network  identification,  net- 

work program  promotion  material,  etc.  (ex- 
cept promotions  for  programs  not  carried 

by  station,  in  which  case  promotions  for 

other  programs,  public  service  announce- 
ments and  similar  material  would  be  sub- 

stituted). Plan  is  similar  to  one  inaugurated 

by  CBS-TV  short  time  ago  [Advertisers  & 

Agencies,  June  23],  except  that  NBC-TV 

plan  would  not  require  stations'  weekly  re- 
porting form  to  be  sworn. 

Affiliates  Board  of  Delegates  meeting, 

held  Wednesday,  also  heard  network  of- 
ficials outline  plans  for  fall  programming 

and  fall  program  promotion.  Board,  headed 

by  Walter  Damm  of  WTMJ-TV  Milwau- 

kee, also  was  assured  NBC-TV  expects  its 
fall  schedule  to  be  sold  out  by  start  of 
season. 

NBC  Starts  Business  News 

NBC  Radio  next  Monday  (Aug.  25)  to 

start  programming  Today's  Business  Trends, 
round-up  of  business  and  financial  news,  in 

Monday-Friday  5:30-5:35  p.m.  time  pe- 
riod, with  Bob  Wilson  as  commentator.  Net- 

work is  making  program  available  to  affili- 
ates for  sale  to  local  advertisers. 

Helena  Rubenstein's  Tv  Spot 
Helena  Rubinstein  Inc.,  New  York,  out 

of  tv  since  dropping  ABC-TV  Sid  Caesar 
Invites  You  last  spring,  making  return  to 

medium — this  time  in  spot.  Rubinstein  will 

promote  two  new  (currently  "classified") 
cosmetics  in  addition  to  staple  lines  in  top 

28  markets  for  10-week  pre-Christmas  push 
starting  Sept.  10.  Agency:  Ogilvy,  Benson 
&  Mather,  N.  Y. 

TRIPLE  SPOTTING 

CBS-TV  appears  to  be  running  into 
no  obstacles  in  its  effort  to  stamp  out 

tripple-spotting  evils  by  amending  its 
affiliation  agreements  with  stations 
[Lead  Story,  June  23].  Network  has 
heard  from  all  but  bare  handful  of 

affiliates  and  reports  it  has  been  given 
unanimous  endorsement  by  all  those 

replying  to  amendment  proposal. 

BUSINESS  BRIEFLY 

Late-breaking  items  about  broadcast 

business;  for  earlier  news,  see  Adver- 
tisers &  Agencies,  page  39. 

AIR-WICK  PLACING  •  Lever  Bros.,  N.  Y., 

has  placed  first  major  tv  spot  campaign  on 

behalf  of  Air-Wick  household  air  fresh- 
ener. Drive  starts  Sept.  15  in  top  30  tv 

markets  of  U.  S.  and  will  run  at  least 

eight  weeks.  Air-Wick  was  acquired  by 
Lever  from  Seeman  Bros.,  N.  Y.,  few 

months  ago;  product  historically  used  radio 
and  print.  Foote,  Cone  &  Belding,  N.  Y., 

is  Air-Wick's  agency. 

BOWLING  NETWORK  •  National  Brew- 
ing Co.  (National  Boh)  Baltimore,  major 

sports  buyer,  to  sponsor  Strikes  'n'  Spares 
live  bowling  series  on  nine-station  eastern 
tv  network.  Bert  Claster-produced  series 
signed  for  52  weeks  through  W.  B.  Doner 
Co.,  Baltimore.  Five  stations  to  start  Sept. 

8_ WBAL-TV  Baltimore;  WBOC-TV  Sal- 

isbury, Md.;  WSBA-TV  York,  Pa.;  WTPA 

(TV)  Harrisburg,  Pa.,  and  WMAL-TV 
Washington.  Joining  Nov.  3  will  be  WSVA- 
TV  Harrisonburg,  Va.;  WRVA-TV  Rich- 

mond, Va.;  WLVA-TV  Lynchburg,  Va., 
and  WTAR-TV  Norfolk,  Va.  Matches  to 

be  staged  in  Baltimore  Mondays  7:30-8  p.m. 

RISE  NET  PLANS  •  Carter  Products 
(Rise  shaving  cream),  N.  Y.,  primarily 

spot  advertiser,  considering  return  to  net- 
work sponsorship  on  larger  scale  than  in 

past.  Advertiser,  which  has  sponsored  CBS- 
TV's  Sunday  News  Special  and  has  par- 

ticipated in  ABC-TV's  American  Bandstand, 
reportedly  has  bought  15-minute  pro-football 
warm-up  series  on  CBS-TV  this  fall  along 

with  General  Mills'  Wheaties;  may  also  con- 
tinue with  similar  type  program  into  net- 

work's hockey  coverage.  Agencies:  Sulli- 
van, Stauffer,  Colwell  &  Bayles  (Carter), 

N.  Y.  and  Knox-Reeves,  Minneapolis  (Gen- 
eral Mills). 

GULF  LOOKING  •  Gulf  Oil  Corp.,  Pitts- 
burgh, looking  for  availabilities  in  about 

70  top  U.  S.  markets  for  its  annual  fall- 
winter-push  starting  Sept.  22  for  13  weeks. 

Gulf,  via  Young  &  Rubicam,  N.  Y.,  bas- 
ically will  follow  same  station  pattern  set 

last  spring.  Gasoline  company  takes  tv  spot 
hiatus  in  summer. 

VIDEO  FOR  VICK  •  Vick  Chemical  Co. 

(cold  remedies),  N.  Y.,  set  to  launch  six- 
month  spot  tv  campaign  in  late  September 
and  currently  seeking  availabilities  in  major 
markets  throughout  country.  Agency:  Morse 
International,  N.  Y.  Vick  also  has  made 

major  buy  on  NTA  Film  Network.  (See 
story,  page  82). 
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PEOPLE 
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FLOWER  FIGHT 

Faction  split  within  Florists  Tele- 

graph Delivery  Assn.  is  behind-scenes 
tug  over  which  of  four  agency  con- 

tenders might  come  up  with  $2.8  mil- 
lion ($2.6  million  in  tv)  account  lost 

by  Grant  Adv.  last  month.  Contend- 
ers: Keyes,  Madden  &  Jones;  Cun- 

ningham &  Walsh;  MacManus,  John  & 

Adams,  and  N.  W.  Ayer  &  Son.  Deci- 
sion probably  will  be  made  in  Detroit 

this  week.  One  segment  of  FTDA 

membership  reportedly  wants  to  move 
headquarters  to  Chicago.  MJ&A  is 

agency  with  Detroit  headquarters; 
KM&J  headquarters  in  Chicago  while 

C&W  and  Ayer  both  have  Chicago  of- 
fices. Expected:  Account  will  be  split 

between  advertising  and  public  rela- 
tions, both  serviced  by  Grant  in  past. 

WSPD-TV  Toledo  Joins  ABC-TV; 

New  WTOD-TV  Names  H-R 

Storer  Broadcasting  Co.'s  WSPD-TV 
Toledo,  only  operating  tv  outlet  there, 

switches  primary  affiliation  from  CBS-TV 
to  ABC-TV  effective  Oct.  26,  it  was  an- 

nounced Friday  (Aug.  15)  by  Lee  B.  Wailes, 
Storer  executive  vice  president,  and  Alfred 
R.  Beckman,  ABC  vice  president  in  charge 

of  tv  station  relations.  ABC-TV  claims  this 
is  first  instance  in  one-station  market  where 

it  has  swung  over  primary  affiliation  from 
other  networks.  WSPD-TV  continues  CBS- 

TV  and  NBC-TV  affiliations  on  secondary 

basis  and  continues  top  basic  one-hour  rate 
of  $1,000. 

Mr.  Wailes  noted  "ABC-TV's  rapid 
emergence  to  major  stature  and  the  broad- 

ening of  program  service  available  between 

WSPD-TV  and  our  Detroit  station,  WJBK- 
TV,  both  of  which  are  currently  primary 
affiliates  of  CBS-TV,  will  result  in  a 
greater  diversity  of  programming  to  the 

people  within  the  service  area  of  WSPD- 

TV."  Mr.  Beckman  said  WSPD-TV  pri- 
mary affiliation  with  ABC-TV  "is  a  land- 
mark in  ABC-TV  history.  It  reflects  the 

changing  pattern  of  the  industry." 

[EDITOR'S  NOTE:  Meanwhile,  Frazier  Reams, president  of  WTOD  Toledo,  told  Broadcasting 
Friday  new  ch.  11  WTOD-TV  should  be  on  air 
in  November  and  no  later  than  Dec.  1,  weather 
permitting.  He  announced  appointment  of  H-R 
Representatives  Inc.  as  exclusive  national  rep. 
Both  CBS  and  NBC,  it  was  learned,  are  discuss- 

ing affiliation  with  new  WTOD-TV  with  likeli- 
hood decision  will  be  reached  in  New  York 

this  week.] 

KCBS  Announces  Rate  Cuts 

CBS-owned  KCBS  San  Francisco  in  new 

card  rate  effective  yesterday  (Aug.  17)  on 
overall  basis  cut  announcement  rates  10  to 

17%  and  program  rates  5%  below  previous 
rate  card,  marking  first  cut  in  several  years 

of  progressive  rate  increases.  Nighttime  an- 
nouncement and  program  rates  were  cut 

by  "slightly  higher"  percentages.  Disclosing 
move  Friday  (Aug.  15),  CBS  said  KCBS 
basic  one-hour  rate  slides  from  $280  to 

$265,  one-minute  from  $50  to  $42. 

GENERAL  FOODS  TO  NAME  FOURTH  AGENCY 

To  keep  pace  with  its  expanding  product 
lines,  General  Foods  Corp.,  White  Plains, 

N.  Y.,  top  broadcast  advertiser,  announced 

Friday  it  would  appoint  a  fourth  advertis- 

ing agency  in  "near  future." 
Bulk  of  General  Foods'  products  (they 

total  75)  handled  by  Young  &  Rubicam 
and  Benton  &  Bowles  with  sizable  portion 
also  serviced  by  Foote,  Cone  &  Belding. 
Food  advertiser,  which  spent  $87  million 
in  advertising  for  fiscal  year  ended  March 
31,  1958,  with  broadcast  media  tallying 

substantial  part  of  total,  also  announced 
number  of  product  assignments  among  its 
present  advertising  agencies  to  be  effective 

after  first  of  year  and  in  line  with  its  mar- 
keting expansion. 

According  to  E.  W.  Ebel,  vice  president 
in  charge  of  advertising,  search  for  fourth 
agency  narrowed  to  bases  of  quality,  scope 
of  services,  New  York  area  location  and 

"consideration  of  competitive  situation." 
Mr.  Ebel  revealed  its  newly-appointed 
agency  would  receive  vacuum  packed 
ground  coffee  in  Maxwell  House  line  now 

handled  by  Benton  &  Bowles  but  gave 
no  other  details. 

"Call  for  greater  flexibility  in  agency 

assignments,"  said  Mr.  Ebel,  made  neces- 
sary by  GF  having  number  of  new  prod- 
ucts in  development  stage.  New  agency 

assignments  effective  after  Jan.  1:  Y&R 
turns  over  to  FC&B,  Calumet  baking 

powder,  D-Zerta,  Minute  Potatos  and 
Walter  Baker  (chocolate).  It  was  under- 

stood these  latter  four  products  alone  will 

represent  nearly  $3  million  additional  bill- 
ing for  FC&B.  Y&R  retails  Jello,  Birds 

Eye,  Sanka,  Swansdown,  Postum  and  18 
other  products. 

B&B  will  handle  "new  coffee  assign- 
ments" and  two  new  products  in  Gaines 

(dog  foods,  biscuits  etc.)  line,  will  give  up 
Maxwell  House  vacuum  packed  ground 

coffee  to  new  agency,  retains  Instant  Max- 

well House  (now  General  Foods'  largest 
advertising  account,  according  to  Mr.  Ebel) 
and  entire  Post  cereals  and  Gaines  lines 

as  well  as  GF's  institutional  products  di- vision. 

FRANK  CHIRKINIAN,  with  WCAU-TV 

Philadelphia  as  executive  director  of  pro- 
grams for  two  years,  to  CBS  Sports  as  pro- 

ducer-director. 

WALTER  M.  HEYMANN  JR.,  sales  de- 
velopment  director,  and  Lester  A.  Delano, 
marketing  services  director,  elected  vice 
presidents  at  North  Adv.,  Chicago. 

JAMES  C.  McDONOUGH,  formerly  ac- 
count executive  at  Erwin  Wasey,  Ruthrauff 

&  Ryan,  Chicago,  named  vice  president  and 
creative  director  of  W.  B.  Doner  &  Co., Chicago. 

ROBERT  A.  LOEBER,  former  radio  sales 
representative  with  ABC  and  NBC,  to 
Mutual.  Midwest  Div.,  as  account  executive. 

TOM  THUMAN,  account  executive, 
World  Broadcasting  System  and  previously 

general  manager  of  former  WILD  Bir- 
mingham, appointed  general  manager, 

WORD   Spartanburg,   S.  C. 

PAT  HARRINGTON  JR.,  former  account 

executive  in  NBC-TV  sales  department,  to 

WABD  (TV)  New  York  in  similar  ca- 

pacity. 

Swarm  of  Filings  at  FCC 

Opposing  Clear-Channel  Plan 

Opposition  to  FCC's  clear-channel  pro- 
posals continued  to  be  submitted  to  Com- 

mission Friday  as  deadline  saw  flood  of  last- 
minute  filing  (see  early  study,  page  64). 

Among  last-minute  filings:  ABC  dis- 
agreed with  proposals  to  duplicate  five  of 

12  Class  I-A  frequencies  at  specified  West- 

ern areas,  including  ABC's  WABC  New York  in  New  Mexico.  Network  claimed 

Commission  unfair  to  consider  only  770  kc 

or  1030  kc  in  working  out  solution  to  KOB 

case,  urged  that  other  channels  be  con- 
sidered. Network  also  claimed  proceeding 

at  odds  with  regular  procedure,  called  for 

evidentiary  hearing  before  any  Class  I-A 
stations  are  forced  to  accept  second  out- 

let on  their  frequency.  It  also  claimed  that 
FCC  proposal  is  piecemeal  approach. 

WCCO  Minneapolis,  50  kw  on  830  kc, 

supported  Commission  proposals  (which 
would  leave  830  kc  unduplicated) ,  but 

urged  FCC  to  permit  Class  I-A  outlets  to 
boost  power  above  50  kw  maximum.  WHO 
Des  Moines,  Iowa,  50  kw  on  1040  kc  which 
will  remain  unduplicated,  arrayed  itself 

with  CCBS  position,  asked  Commission  to 

approve  higher  power  for  unduplicated 

Class  I-A. 
WNYC  New  York,  daytimer  on  830  kc, 

which  has  been  operating  night  hours  under 
special  service  authorizations  for  last  15 

years,  served  notice  it  wanted  full-time 
operation  and  Commission  should  consider 

duplicating  830  kc  in  East.  WCKY  Cin- 
cinnati, Class  I-B  on  1530  kc,  urged  that 

additional  Class  I  and  II  stations  be  per- 
mitted on  12  frequencies  proposed  to  be 

untouched;  also  called  for  continuance  of 
50  kw  limitation;  suggested  that  all  Class 
I-A  channels  be  duplicated. 
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A  great  star  in  his  greatest  role, 

...  as  Col.  Ranald  S.  Mackenzie 

1DER 

His  orders  from  the  President  of  the  United  States: 

"BE  BOLD!  BE  ENTERPRISING!  BE 

RELENTLESS!  MAKE  THIS  LAND  A 

FIT  PLACE  FOR  AMERICANS  TO  LIVE." 

THRILLING! 

COLORFUL! 

PANORAMIC! 



UNITEDj    just  a  little  rag  doll 

Sonic  minutes  after  all  the  passengers 

had  left,  the  pilot  snapped  his  logbook 

shut  and  started  down  the  empty  aisle 

of  his  big  Mainliner. 

Empty?  Not  quite.  In  one  of  the 

seats,  forgotten,  lay  a  little  rag  doll. 

He  reached  down  and  picked  it  up. 

It  had  the  floppy,  well-squeezed  look 

dolls  get  when  they're  really  loved. 
Any  father  who  has  helped  a  curly- 
head  snuggle  into  bed  with  a  favorite 
doll  would  know  that  here  was  a  real 

tragedy.  So  the  pilot  went  to  work  to 
find  its  small  owner. 

United's  vast  communications  sys- 
tem, which  speeds  weather  data,  flight 

and  reservations  information  coast  to 

coast,  can  also  trace  a  heartbroken 

little  girl.  With  the  help  of  willing 

United  people  thousands  of  miles 

apart,  she  was  found.  And  a  grateful 

mother  wrote:  "She  has  other  dolls 
much  newer  and  prettier.  But  this  little 

rag  doll  is  the  only  one  close  to  her 

heart.  I  cannot  tell  you  how  much  your 

returning  it  means  to  her,  and  to  us." 
No  company  rules  told  that  pilot, 

and  all  of  those  who  helped  him,  that 

finding  the  owner  of  a  frayed  little  doll 
is  important.  Their  action  sprang  from 

something  far  deeper  — a  genuine  in- 
terest in  people  which,  on  the  ground 

and  aloft,  results  in  "service  in  the 
Mainliner®  Manner"— the  extra  care 

you  enjoy  at  no  extra  fare  when  you 

fly  United  — the  Radar  Line. 



IN  REVIEW 

U.S.  STEEL  HOUR 

Chapter  83,402  of  that  perennial  best- 

seller, "Tales  of  the  Ole  West,"  was  deftly 
dramatized  last  Wednesday  (Aug.  13)  on 

the  U.  S.  Steel  Hour.  Its  title  was  "Old 

Marshals  Never  Die." 

An  expert,  professional  group  assembled 

to  do  it  justice.  Writer  John  Vlahos,  author 

of  many  excellent  tv  plays,  was  there.  The 
Theatre  Guild  was  there  as  producer,  replete 

with  guitar  background,  two  real  horses  and 

faded  dirty  denims.  William  Shatner  was 
there  as  the  Young  Marshal  who  could  not 

forget  (as  everyone  else  had)  what  Cameron 

Prud'homme  (as  the  Old  Marshal)  had 

done  for  the  town  in  more  rip-snortin'  days. 
Kevin  Coughlin  was  there  as  the  Boy  Who 
Wants  To  Be  a  Marshal.  Each  one  of  them 

acted  capably  and  competently  the  classic 
story  of  Man  Meets  Town,  Town  Forgets 
Man,  Man  Saves  Town.  It  ended  (as  all 

good  Greek  and  Western  tragedies  should) 
in  the  dusty  main  street  with  the  boy  and 
the  young  man  kneeling  beside  the  dying 
old  marshal. 

There  were  fleeting  impressions  through- 

out the  hour  that  "Old  Marshals"  was  not 
an  original  show  at  all  but  a  repeat.  It  was 
a  false  if  inevitable  impression  because  of 

the  preceding  83,401  chapters  which  made  it 
nearly  impossible  for  this  latest  chapter  to 
produce  any  sort  of  a  catharsis.  At  the 

show's  end,  the  announcer  urged  viewers  to 
tune  in  every  other  week  to  U.  S.  Steel  Hour, 

the  "Broadway  of  Tv."  It  must  be  said, 
albeit  reluctantly,  that  last  week  was  more 
like  Dodge  City  than  Broadway. 

Production  costs:  Approximately  $60,000. 

Sponsored  by  U.  S.  Steel  through  BBDO  on 

CBS-TV  Wednesday,  10-11  p.m.  EDT. 
Producer:  The  Theatre  Guild;  director:  Dan 

Petrie;  author:  John  Vlahos,  adapted  from 

short  story  by  John  Holland;  scene  de- 
signer: Robert  Markell;  set  decorator: 

Henry  Hubbert;  musical  director:  Ralph 
Norman  Wilkinson. 

BOOKS 

PHYSICS  AND  MATHEMATICS  IN 

ELECTRICAL  COMMUNICATION  by 

James  Owen  Perrine.  John  F.  Rider  Pub- 
lisher Inc.,  116  W.  14th  St.,  New  York 

U,  N.  Y.  268  pages.  $7.50. 

Dr.  Perrine,  retired  AT&T  officer  and 
former  editor  of  the  Bell  System  Technical 

Journal,  believes  that  "the  many  men  who 
are  allied  with  technical  endeavors  but  who 

did  not  get  to  go  to  college  .  .  .  could  learn 

and  grasp  the  principles  and  doctrines  pre- 

sented in  this  book  by  home  study."  For  his 
treatise  on  conic  section  curves,  exponen- 

tials, alternating  current,  electrical  oscilla- 
tions and  hyperbolic  functions,  he  takes 

Newton's  motto,  "Nature  seems  to  be 

pleased  with  simple  things."  Thus  reassured 
at  the  start,  the  student  is  helped  along  the 

way  by  simply-designed  illustrations  toward 
mastery  of  the  physical  concepts  presented 
and  their  application  to  electrical  commu- 
nication. 

240,800  TV  HOMES 

JACKSON,  MISSISSIPPI 

When  you  walk  into  the  lives  of  1,452,800  people,  you  walk 

into  greater  profits.  These  families  have  an  average  effective  buy- 

ing income  of  $5,735.  °  °  They're  in  a  sales-lively  market  rich  in 
growth  potential,  where  retail  sales  have  increased  a  whopping 

125%  in  ten  years  and  where  buying  power  is  up  40%!  Only  two 

great  TV  stations  in  Mississippi's  capital  city  reach  this  market. 
Why  stay  on  the  outside?  The  best  door  in  the  world  is  open  to  you. 

'Television  Magazine  '"Sales  Management  1957  Survey  of  Buying  Power 

MISSISSIPPI  IS  SOLD  OIM  TELEVISION 

WLBT 

* 

CHANNEL 
HOLLINGBERY 

C  H  A  N  N  E KATZ 
12 
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This  is  the  first  in  a  series  about  successful  people  in  advertising.  Peters.  Griffin,  Woodward.  Inc.  Spot  Television 



. . .  who  likes  to  advertise  in  a  big  way,  with  big  names,  big  shows,  big  space  — 

all  the  things  that  he'd  been  told  would  put  his  company  in  the  big  time. 

Mr.  Thinkbigly  did  very  well! 

Then  he  discovered  that  he  could  get  his  advertising  before  bigger  audiences  by 

putting  a  good  part  of  his  budget  in  spot  television.  Now  Mr.  Thinkbigly  is  show- 

ing bigger  sales,  and  a  bigger  profit  — and  he  likes  that  in  a  much  bigger  way. 

Your  PGW  Colonel  would  like  to  send  you  a  copy  of  "A  Local  Affair",  a  booklet 
which  will  show  you  how  big  spot  television  is  on  the  local  scene,  where  sales 

are  made — or  lost. 

Just  write  to  Peters,  Griffin,  Woodward,  Spot  Television,  250  Park  Avenue,  N.  Y.  C. 

WEST 
KBOI-TV       Boise  2  CBS 
KBTV  Denver  9  ABC 
KGMB-TV  Honolulu  9  CBS 
KMAU  KHBC-TV  Hawaii 
KTLA  Los  Angeles  5  INO 
KRON-TV  San  Francisco  4  NBC 
KIRO-TV  Seattle-Tacoma  7  CBS 

MIDWEST EAST 

at, 

WHO-TV 
Des  Moines 13 

NBC 

WBZ-TV 
Boston 4 NBC 

WOC-TV Davenport 6 
NBC 

WGR-TV 
Buffalo 2 

ABC 

WDSM-TV Duluth-Superior 6 NBC-ABC 
KYW-TV 

Cleveland 3 
NBC 

WDAY-TV 
Fargo 

6 NBC-ABC 
WWJ-TV Detroit 4 

NBC 

KMBC-TV 
Kansas  City 9 ABC 

WJIM-TV 

Lansing 
6 CBS 

W  ISC-TV Madison,  Wis. 3 CBS WPIX New  York 11 IND 

WCCO-TV Minneapolis-St.  Paul 4 CBS 
KDKA-TV 

Pittsburgh 2 

CBS 

WMBD-TV Peoria 31 
CBS WROC-TV 

Rochester 5 
NBC 

SOUTHWEST SOUTHEAST 
KFDM-TV 

Beaumont 6 CBS 
WCSC-TV 

Charleston,  S C. 5 CBS 
KRIS-TV Corpus  Christi 6 NBC 

WIS-TV 
Columbia,  S. 

C. 

10 NBC 
WBAP-TV Fort  Worth-Dallas 5 NBC 

WSVA-TV 

Harrisonburg, Va.  3 
ALL 

KENS-TV San  Antonio 5 CBS WFGA-TV 
Jacksonville 12 

NBC 

WTVJ Miami 
4 

CBS 

WDBJ-TV 
Roanoke 7 CBS 

Peters,  Griffin,  Woodward,  inc. 

Spot  Television 

NEW  YORK CHICAGO 

Pioneer  Station  Representatives  Since  1 932 

DETROIT    •    HOLLYWOOD   •    ATLANTA    •    DALLAS    •    FT.  WORTH    *    SAN  FRANCISCO 



SELLS 

234 

SOUTHERN  CALIFORNIA 

COMMUNITIES  FOR 

71% 

LESS  COST 

Profitable  radio  coverage  of  a  mature, 

convincible  audience  .  .  .  the  "refreshing 
sound"  of  KBIG  attracts  regular  listeners 
in  all  8  Southern  California  counties.  91% 

are  adults  (Pulse,  Inc.).  And  you  reach 
them  with  KBIG  for  a  cost  averaging  71% 
less  than  competitive  stations.  Ask  your 
KBIG  or  WEED  representative  for  proof! 

JOHN  POOLE 
BROADCASTING  CO.,  INC. 

6540  Sunset  Boulevard 
Los  Angeles  28,  California 

HOIIywood  3-3205 

Radio  Catalina 
for  all  Southern  California 

Santa  Barbara 

740  kc,  10,000  watts 

National  Representatives  : 
WEED  &  COMPANY 

£•1355  John  Poole  Broadcasting  Co..  lnc 

IN  REVIEW CONTINUED 

TAPE  EDITING  AND  SPLICING  for  the 

Professional  and  Amateur  Tape  Record- 
ist by  N.  M.  Haynes,  Robins  Industries 

Corp.,  36-27  Prince  St.,  Flushing  54, 
N.  Y.  24  pages.  $.25. 

The  Long  Island  manufacturer  of  splicing 
equipment  has  excerpted  editing  and  splicing 

instructions  from  Mr.  Haynes'  Elements 
of  Magnetic  Tape  Recording,  published  last 

year  by  Prentice-Hall.  Starting  from  a  fas- 
cinating example  on  bird  song  editing  (often 

they  sing  symmetrically,  the  same  backward 
as  forward),  the  manual  gives  detailed  in- 

structions on  its  subject,  complete  with  il- 
lustrations and  formulas.  It  looks  like  the 

last  word  on  editing  the  recorded  word. 

OPEN  MIKE 
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Well  Read  and  Useful 

editor: 

Your  magazine  is  certainly  well  read 
by  our  company  executives,  particularly 

since  the  majority  of  our  billings  is  in  broad- 
casting. Week  after  week  we  discover  very 

informative  data  in  your  publication  which 

proves  of  extreme  value  to  us. 
Sherman  Slade 

Executive  Vice  President 

Honig,  Cooper  &  Miner 
Los  Angeles 

Approved  Translation 
editor: 

I  am  writing  to  request  three  reprints  of 
an  article  dealing  with  the  Frey  Report 

which  appeared  in  your  magazine  March 
3.  These  are  to  be  used  by  members  of  a 

panel  who  will  discuss  Professor  Frey's 
findings  at  our  annual  advertising  confer- 

ence Oct.  14.  Professor  Frey  recommended 
your  article  as  the  best  printed  summary 
of  his  materials. 

Robert  D.  Buzzell 

Asst.  Conference  Director 
Ohio  State  U.,  Columbus 

Refreshing  the  Witness 
editor: 

About  a  year  and  a  half  or  two  years 

ago  the  Amana  Refrigeration  Co.  and  CBS 
were  involved  in  a  lawsuit  over  the  rate 

which  Amana  was  paying  to  co-sponsor  a 
television  show.  We  were  told  that  there 
was  an  article  in  Broadcasting  at  that  time 

describing  the  incident.  One  of  our  clients 
has  asked  us  to  rush  this  article  to  him. 

Elizabeth  L.  Smith 
Librarian 

Campbell-Ewald  Co. 
Detroit 

[EDITOR'S  NOTE:  There  was  indeed  such  an article.  It  appeared  Jan.  14,  1957.] 

Amending  the  Record 
editor: 

Broadcasting  devoted  two-thirds  of  a 
column  in  its  Aug.  11  issue  to  the  story 
of  our  new  account,  Hadacol  Inc.  However, 

in  the  last  graf  of  the  story  the  statement 

was   made   that   "Sample   theme  running 

starring 

LEE  TRACY 

Wire  or  phone 
Michael  M.  Sillerman, 

Exec.  V.P.,  collect 

today  for  your 

market! 

Broadcasting 



For  fop  grades  for  you 

and  your  sponsors,  just 

CLIP  AND  MAIL  TODAY 

;esac  INC 
©  COPYRIGHT  1958  SESAC,  INC.,  NEW  YORK 

The  Coliseum  Tower 

10  Columbus  Circle 

New  York  19,  N.  Y. 

SESAC  INC. 

10  Columbus  Circle 

New  York  19,  N.  Y. 

(  )  Enter  my  order  (check  enclosed)  for  the  SESAC  Back- 
To-School  Package  at  $49.50  complete,  to  be  sent 

prepaid. (  )  Please  rush  sample  script,  audition  disc  and  sample 
dealer  aids  at  no  charge. 

Name  &  Title  

Call  Letters  
Address  

City  State 



who  do  you  want? 



We  suspect  that  your  primary  advertising  target  is  not  the  lollypop 

crowd  but  the  shopping-bag  set.  If  so,  then  look  to  WBBM-TV— the 

television  station  that  dominates  the  daytime  viewing  of  Chicago's  housewives. 

During  the  average  daytime  minute  WBBM-TV  is  viewed  by  over 

130,000  women.  That's  46%  more  than  the  next  station,  95%  more 

than  the  third  station  and  120%>  more  than  the  fourth  station. 

Next  time  a  Chicago  station  offers  you  a  daytime  package,  don't  be  suckered 

by  any  slide-rule  sleight  of  hand.  Fact  is,  other  Chicago  stations  cost  you 

26%  to  46%  more  to  reach  the  same  audience. 

Today,  as  always,  WBBM-TV  reaches  more  women,  more  often  and 

more  economically  than  any  other  Chicago  station. 

WBBM-TV 

Chicago's  Showmanship  Station  — Channel  2 
CBS  Owned— Represented  by  CBS  Television  Spot  Sales 

Source:  Nielsen,  November,  1957-May,  1958. 
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through  all  commercials:  'Have  you  had 
it  lately?  We  have  it  .  .  .  new  Super 

Hadacol!'  " 

Lest  anyone  get  the  idea  that  we  lifted 

the  Dad's  Old  Fashioned  Root  Beer  slogan 
verbatim,  we  would  like  to  correct  the  last 

graf  to  read:  "You're  never  too  old  to  feel 
young.  Hadacol,  Hadacol,  Get  it  right  away 

— If  you  ain't  had  it  lately,  get  new  Super 

Hadacol  today!" Herb  Grayson 

Account  Executive 
Mohr  &  Eicoff  Inc. Chicago 

editor: 

In  your  July  28  issue  you  list  Goodson- 
Todman  with  five  shows.  What's  My  Line, 
also  a  Goodson-Todman  creation,  was 
omitted  from  your  listing,  which  would 

bring  the  total  of  Goodson-Todman  shows 
up  to  six.  Naturally,  this  does  not  include 
the  two  additional  daytime  shows  we  are 
currently  producing. 

I  would  like  to  compliment  you  on  your 

July  28  issue,  however,  as  it  is  extremely 
interesting  to  have  the  network  schedule 
along  with  starting  dates,  etc. 

Harris  L.  Katleman 
Vice  President 

Goodson-Todman  Enterprises 
Beverly  Hills,  Calif. 

[EDITOR'S  NOTE:  CBS-TV  now  owns  What's 
My  Line,  having  purchased  it  from  Goodson- Todman,  but  the  latter  organization  continues  to 
furnish  talent  for  the  program.] 

Concurring  Opinion 

editor: 

Since  we  can't  measure  creative  talent 
by  the  gallon  as  we  do  gasoline,  the  practice 

of  price  cutting  in  film  production  is  a  dan- 
gerous one  for  all  concerned,  and  I  com- 
pliment Broadcasting  for  publishing  the 

Monday  Memo  (July  14)  by  Rollo  Hunter, 
in  which  he  correctly  labels  the  practice  as 

"filmicide"  and  says  it  "can  lead  only  to 

disaster."  As  a  producer  with  40  years 
experience  in  the  field,  I  enjoin  a  strong "Amen." 

As  Mr.  Hunter  points  out,  the  client  is 
the  real  loser  in  the  price  war.  The  producer, 
stuck  with  such  a  low  budget  that  he  must 
take  the  cheapest  way  out,  compromises  on 
talent  and  techniques.  Only  shoddy  and 

uninspired  work  can  result.  The  client  loses 
the  opportunity  to  tell  his  story  effectively, 

the  agency  producer  loses  his  client's  con- fidence, and  the  film  producer  winds  up 
with  little  or  no  profit  and  a  damaged 

reputation. 
But  while  price  cutting  is  short-sighted 

and  harmful  in  the  production  of  film  com- 
mercials, it  is  a  ruinous  one  to  follow  in 

producing  motion  pictures.  The  more  the 
reels,  the  greater  need  for  top-quality 

writing,  direction,  lensing,  editing  and  over- 
all creative  planning  if  high  audience  in- 

terest is  maintained  throughout  the  picture. 

Creative  talent  has  a  price  tag;  it  doesn't come  wholesale. 

Forty  years  of  producing  motion  pictures 
have  confirmed  my  earlier  belief  that  the 
best  and  most  effective  films  result  largely 

from  two  simple  factors :  ( 1 )  Selection  by  the 

client  of  a  reputable  and  experienced  pro- 

ducer, and  (2)  solid  client-film  producer 
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relationship.  The  client  is  the  big  loser  if 
he  goes  to  another  producer  in  midstream 

(usually  answering  the  siren  call  of  a  new- 
comer in  the  field,  whose  press  agent  is 

ballyhooing  his  supposedly  new  wares).  Price 
cutting  is  the  wry  deceiver,  and  client, 
agency  and  producer  should  recognize  it  for 
the  chaotic  situation  it  festers. 

The  Film  Producers  Assn.  is  doing  an 
excellent  job  in  promoting  the  establishment 
of  high  ethical  standards  among  its  producer 
members,  but  it  alone  cannot  wipe  out  the 

evils  in  the  price-cutting  practice.  The  re- 
sponsibility lies  with  agencies  and  their 

clients.  Let's  hope  Mr.  Hunter's  article 
proves  to  be  the  opening  gun  in  a  joint 

campaign  to  end  price  war  in  the  film  in- 
dustry. 

William  J.  Ganz,  President 
William  J.  Ganz  Co. 

Div.  of  Institute  of  Visual  Training 
New  York 

The  Censorship  Code 

editor: 

Kindly  send  10  reprints  of  the  text  of  the 

stand-by  censorship  code. 
Henry  G.  Brown, 
Information  Officer 
Office  of  Defense  &  Civilian 
Mobilization,  Region  I 
Harvard,  Mass. 

EDITOR : 

10  copies.  .  .  . 

C.  Robert  Thompson, 
General  Manager 

WBEN-AM-FM-TV  Buffalo,  N. 

editor: 

20  copies.  .  .  . 
William  Weinrod 

KHFM  (FM)  Albuquerque,  N.  M. 

editor: 

editor: 

10  copies.  .  .  . 

Elmer  G.  Sulzer,  Director 
Radio  &  Tv  Communications 

Indiana  U '.,  Bloomington,  Ind. 

10  copies.  .  .  . 

Dody  Sinclair,  Station  Manager 
WJAR-AM-TV  Providence,  R.  I. 

EDITOR : 

...  10  copies.  .  .  . 

Robert  A.  Reynolds,  Chief  Engineer 
WSTC  Stamford,  Conn. 

[EDITOR'S  NOTE:  The  story  and  text  about  the 
government's  stand-by  censorship  code  were  car- 

ried exclusively  in  BROADCASTING  Aug.  4. 
Reprints  are  available  at  cost,  10  cents  per  copy, 
minimum  order  10  copies.] 

Mystery  Solved 
editor: 

Your  issue  of  March  10,  1958,  carried  an 

article  entitled  "Taking  the  Mystery  Out  of 
Ratings."  It  was  an  excellent  article,  and  I 
would  very  much  like  to  have  a  copy. 

Norton  Gretzler 

Radio-Tv  Account  Executive 
Ketchum,  MacLeod  &  Grove 
New  York 

[EDITOR'S  NOTE:  Copies  are  available  at  10 cents  each.] 

Broadcasting 

HEADLEY-REED 

August  18,  1958    •    Page  23 



BROADCAST 

TO 

Oakland  County 

MICHIGAN 

CONCENTRATED 

MICHIGAN  AUDIENCE 

serving 

A 

Billion  Dollar 

Market 

Is
* 

IN  PONTIAC  HOOPER 

7:00  A.M. — 12:00  Noon 
Monday  Thru  Friday 

12:00  Noon-6:00  P.M. Monday  Thru  Friday 

WPCN 39 
46.5 

Sta.  B 24.1 14.0 

Sta.  C 11. 9 8.1 

Sta.  D 10.0 
5.4 

C.  E.  Hooper,  May,  1958 

CONTACT 

VENARD  RINTOUL  &  McCONNELL,  INC. 

Associated  with  Lansing's 

OUR  RESPECTS 

to  Robert  Fisher  Lewine 

"TTe's  got  the  sense  beyond  talent — taste." 
jLjL  The  words  are  those  of  a  hard-dealing  agency  executive  distilling  in  a 

sentence  his  12-year  view  of  Robert  Fisher  Lewine,  NBC-TV  vice  president  in 
charge  of  programs. 

"He  makes  sense.  You  can  do  business  with  him." 

This  is  a  front-rank  television  writer's  description  of  the  same  Mr.  Lewine. 
A  businessman  with  sensitive  compassion  for  talent,  Mr.  Lewine  is  at  the  same 

time  a  critical  showman  with  an  honest  understanding  of  the  client's  problems. 
"Bob  Lewine  is  an  ambassador  of  television,"  said  Henry  Fownes,  vice  president 

and  manager,  MacManus,  John  &  Adams,  New  York.  "He  represents  the  art 
to  the  industry  and  vice  versa;  and  in  my  opinion  few  people  have  ever  done  it  any 

better.  He  knows  his  business.  And  yours." 
A  remarkably  kind  man  in  his  personal  dealing  ("He's  a  guy  who  makes  you 

realize  there  are  two  words  in  gentleman"),  he  is  firm  and  sophisticated  in  his 
working  view  of  programming.  In  a  "welcome  aboard"  memo  recovered  from 
one  of  his  aides,  he  had  counseled:  "Dare  to  be  different;  consider  your  writer  an 
indispensable  ingredient  in  any  program;  go  for  the  finest  available  creative  talent 
because  this  is  the  best  insurance  against  failure;  take  your  time  if  possible  in 

developing  the  idea;  don't  talk  down  to  your  audience;  make  your  stories  and 
characters  believable  and  resign  yourself  to  the  realities  of  television  programming — 

you  can't  hit  a  home  run  every  time  at  bat." 
Born  in  New  York  City  on  April  16,  1913,  Mr.  Lewine  took  his  primary  educa- 

tion there  at  The  Franklin  School  for  Boys.  In  1930  he  entered  Swarthmore  College, 
Pa.,  where  another  student,  who  was  to  figure  in  his  later  career,  was  just  going  into 
the  senior  term.  His  name  was  Robert  Kintner.  There  is  no  record  they  knew  each 
other. 

At  Swarthmore  Mr.  Lewine  was  a  member  of  the  junior  honor  society,  KWINK, 

and  its  senior  equivalent,  Book  and  Key  (Mr.  Kintner  previously  had  been  a 
member  of  these  two  societies).  Mr.  Lewine  was  president  of  the  little  theatre 

group,  captain  of  the  golf  team,  manager  of  the  varsity  basketball  team  and  vice 

president  of  the  Athletic  Assn. 
He  was  graduated  in  1934  with  a  B.A.  degree  and  the  intention  of  following 

a  career  in  advertising  or  entertainment,  but  the  waning  years  of  the  depression 
dictated  otherwise  so  he  entered  the  family  realty  firm  in  New  York  and  remained 

there  until  Dec.  7,  1941.  The  day  after  Pearl  Harbor  he  applied  for  a  Navy  com- 
mission, served  three  years  and  came  out  a  lieutenant  in  1945. 

Anticipating  the  television  boom  by  more  than  three  years,  Robert  Lewine 

-  joined  Cine-Tv  Inc.,  a  television  program  research  organization,  his  first 
professional  association  with  programming.  By  mid- 1946  he  had  been  elected 
a  vice  president  and  remained  with  the  firm  until  it  died  of  premature  birth. 

The  following  four  years  he  worked  free  lance  as  a  producer  and  television 
film  consultant  to  a  Hollywood  firm  and  in  May  1950  was  asked  to  head  the 

radio-television  department  of  the  Hirshon-Garfield  Adv.  Agency. 
Two  and  a  half  years  later  he  made  the  critical  turn  to  network  programming, 

accepting  an  ABC-TV  offer  to  officiate  as  eastern  program  director  under  Charles 
Underhill.  In  1954  he  was  named  national  program  director  and  in  January  1956 
became  vice  president  in  charge  of  programming  and  talent  for  the  network. 

In  the  meantime  his  erstwhile  classmate,  Mr.  Kintner,  had  joined  the  network  and 

become  its  president.  It  was  during  their  joint  service  there  that  ABC-TV  introduced 

the  "adult  western"  concept  (Cheyenne,  Wyatt  Earp,  Maverick)  as  well  as  Disneyland, 
Zorro  and  Mickey  Mouse  Club.  (Mr.  Kintner,  of  course,  is  now  president  of  NBC.) 

In  December  1956  Mr.  Lewine  accepted  a  bid  from  NBC-TV,  joining  the 
network  as  vice  president  in  charge  of  nighttime  programs.  By  August  1957,  he 
had  assumed  daytime  too  and  achieved  his  present  title  in  February  1958. 

Robert  Lewine  describes  his  programming  "philosophy"  as  a  "continuing  effort 
to  create,  buy  or  steal  hit  shows  that  will  attract  a  massive  audience,  conform  in 
every  respect  to  the  standards  of  good  entertainment,  permit  no  compromise  with 
quality,  be  provocatively  different  without  deliberately  seeking  controversy  and,  if 

possible,  they  should  also  be  inexpensive." 
Mr.  Lewine  is  married  to  the  former  Lucille  Litwin.  They  have  one  son,  Robert 

William  Lewine,  12.  The  family  lives  in  Manhattan  in  their  own  townhouse. 

His  hobbies  are  his  career,  music,  theatre  and  golf. 

He  is  the  brother  of  Richard  Lewine,  director  of  special  programs  at  CBS-TV. 
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AAfWVA  sells  the  heart  of  industrial 

America . . .  FIRST  in  every  time  period 

Did  you  know  that  there  is  only  one  single  medium  of 
any  kind  that  can  give  you  dominant  coverage  of  the 
2Vi  billion  dollar  Upper  Ohio  River  Valley  Market? 

Only  radio  successfully  jumps  the  mountain  barriers 

of  this  booming  area — and  only  WWVA  provides  the 
dominant  selling  voice  you  need.  The  latest  PULSE 
(Jan.  1958)  proves  again  that  WWVA  is  first  in  every 
time  period,  6  A.M.  to  midnight,  7  days  a  week.  Its 
average  audience  Mondays  thru  Fridays  tops  the  next 
3  stations  combined! 

Use  the  50,000  Watt  Voice  of  WWVA  in  Wheeling 
to  reach  486,000  radio  homes  in  this  key  market,  plus 
a  big  audience  bonus  in  29  other  counties. 

WWVA        WJW         WJBK  WIBG  WSPD        WAGA  WGBS 

Wheeling        Cleveland  Detroit  Philadelphia  Toledo  Atlanta  Miami 
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IN  CANADA:  S.  W.  CALDWELL  LTD.,  TORONTO 

IN  PUBLIC  INTEREST 

AMNESIA  VICTIM  •  KENS-TV  San  An- 

tonio, Tex.,  and  KMTV  Omaha,  Neb.,  com- 

bined forces  to  solve  a  two-month  old  mys- 
tery surrounding  the  identity  of  an  18-year- 

old  amnesia  victim.  The  mother  identified 

her  daughter  from  film  originated  by  KMTV 

and  aired  on  KENS-TV.  Later,  mother  and 
daughter  talked  by  long  distance  phone,  but 
the  girl  still  gave  no  indication  that  she 
knew  her  own  identity  or  recognized  her 

mother's  voice.  The  case  had  baffled  Omaha 
police  since  May  2  when  she  was  found 
wandering  in  the  Omaha  railroad  yards. 

DEATHLESS  WEEKEND  DRIVE  •  The 
61  radio  and  tv  member  stations  of  the 

Maryland-District  of  Columbia  Broadcast- 
ers Assn.  waged  a  concerted  campaign  to 

produce  a  weekend  without  a  traffic  fatality. 
An  estimated  15,000  announcements,  news 
stories  and  recorded  pleas  by  government 

and  civic  leaders  spearheaded  the  effort.  The 
tally  after  a  similar  campaign  last  year  was 

10  deaths  in  Maryland  and  one  in  D.  C.  Re- 
sults this  year:  5  and  zero. 

FUND  SUPPORT  •  WEJL  Scranton,  Pa., 

plans  a  year-round  series  of  programs  in 
support  of  the  Lackawanna  United  Fund. 
Programs  will  present  daily  news  of  the 
LUF  and  the  services  its  agencies  give  the 
community. 

ANOTHER  HOSPITAL  •  KFKF  Bellevue, 

Wash.,  conducted  an  all-day  "pledgathon" which  resulted  in  contributions  of  $4,053 

towards  the  planned  fall  construction  of  the 
Overlake  Memorial  Hospital. 

IN  THE  AIR  •  Bob  Bandy,  disc  jockey  at 

WAPL  Appleton,  Wis.  climbed  to  a  perch 
on  a  hotel  tower  100  feet  above  the  ground 

to  promote  the  idea  of  building  an  area 

youth  center.  Mr.  Bandy  said  he  wouldn't come  down  until  he  received  200,000  cards, 

letters  or  phone  calls  asking  him  to  descend. 

For  every  20,000  received,  WAPL  is  con- 
tributing $100  to  the  fund. 
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YES! even 

fi-MY 

LITTLE 

MARGIE 

174  stations  have  made  tremendous  profits  with  strip 

programming !  Even  in  its  fourth,  fifth,  sixth  —  or  seventh  run, 

"My  Little  Margie"  has  topped  leading  network,  syndicated 

and  local  shows ...  a  top  money-maker  for  every  station 

that  has  bought  it.  126  sparkling  episodes  available. 

Ratings  prove  "My  Little  Margie"  is  still  No.  1! 

Houston-Galveston  .  . .  6:00  PM  . . .  23.8  A.R.B  5th  Run 

Against  "World  At  Large"  /  "Newsreel"    Av.  14.7, 
"TV  News"  &  "ABC  News"  11.2 

New  Orleans  .  . .  4:30  PM  .  . .  22.1  A.R.B  4th  Run 

Against  "American  Bandstand"  12.4,  "Four  Most  Features"  8.1 

St.  Louis  . . .  4:30  PM  . .  .  18.2  A.R.B  4th  Run 

Against  "Gil  Newsome"  3.7,  "Do  You  Trust  Your  Wife?"  3.5 

Birmingham  . . .  5:00  PM  . . .  18.3  A.R.B. .  . .  3rd  Run 

Against  "Fun  at  Five"  12.0 
Buffalo  .  .  .  10:00  AM  .  .  .  13.5  A.R.B  4th  Run 

Against  "Garry  Moore"  6.1,  "Arlene  Francis"  .7 

Call  the  leader 

in  strip  programming 

American  Legend... 80  programs OFFICIAL  FILMS,  Inc. 
25  West  45  St.,  New  York 

PLaza  7-0100 

representatives: 

Atlanta    *    Atwood  9610 

Beverly  Hills    *    Crestview  6-3528 

Chicago    •    Dearborn  2-5246 
Cincinnati    •    Cherry  1-4088 

Dallas    •    Emerson  8-7467 

Fayetteville    •    Hillcrest  2-5485 
Ft.  Lauderdale    •    Logan  6-1981 

Minneapolis    •    Walnut  2-2743 

San  Francisco    •    Juniper  5-3313 
St.  Louis    •    Yorktown  5-9231 



The  crepe  has  been  hung  on  21. 

Now— July  Television  Magazine  ranks 

the  WBTV-Charlotte  Television 

Market  16th  in  the  Nation- 

First  in  the  South-with  662,074  sets! 

The  Charlotte-WBTV  Market  outranks 

such  major  areas  as  Atlanta,  Dallas-Fort 

Worth,  Baltimore,  Cincinnati, 

Milwaukee,  and  New  Orleans. 

WBTV-Charlotte-SWEET  SIXTEEN- 

N  MEMORIAM 

is  a  honey  of  a  buy. 

Make  a  date  with  CBS  Television  Spot  Sales. 

SWEET  SIXTEEN 

UJBTV 

ssf- 

fill  . AMERICA'S 

MARKET 

.fKFFERSON  STANB.VRD  BROAjDCASSTINC  OOMPA.NTY 
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BROADCAST-MINDED  85TH 

READY  TO  CALL  IT  A  DAY 

Score:  Over  1 50  bills,  only  1  law 

Debris:  Shaken  FCC,  harassed  industry 

Outlook:  Breather,  then  around  again 

The  85th  Congress  is  rapidly  rushing  toward 

sine  die  adjournment,  members  hope  some  time 

this  week.  It  can't  come  too  soon  for  the  contin- 

ually-harassed FCC  and  the  broadcasting  industry. 

Even  adjournment,  however,  will  not  bring 

complete  relief.  One  committee  plans  September- 

October  hearings  and  another  has  one  report  still 

to  be  released  and  a  socond  yet  to  be  written. 

The  85th  left  few  phases  of  electronic  commu- 

nications untouched.  Over  150  bills  affecting  radio- 

tv  and/or  the  Commission  have  been  introduced. 

Ironically,  only  one  (and  that  with  only  a  minor 

relationship)  has  become  law  (see  Moss  bill,  page 

36).  Another,  an  educational  tv  appropriation  bill, 

still  has  a  chance. 

Most  active  of  the  congressional  bodies  was  the 

Legislative  Oversight  Subcommittee  of  the  House 

Commerce  Committee.  Running  a  close  second  was 

the  Senate  Commerce  Committee.  Both  bodies  have 

served  notice  that  more  hearings  are  to  come,  even 

with  adjournment  imminent. 

The  Oversight  Subcommittee,  headed  by  parent 

committee  chairman  Oren  Harris  (D-Ark.)  fol- 

lowing a  February  blow-up,  was  responsible  for  the 

national  headlines — and  in  the  process  gave  the 

FCC  a  black  eye  it  will  be  forced  to  wear  for  some 

time.  The  committee  is  conducting  an  investigation 

of  the  Commission,  with  emphasis  to  date  on  its 

ch.  10  Miami  decision. 

Comr.  Richard  A.  Mack  was  forced  to  resign 

after  his  financial  dealings  were  brought  to  light ; 

Chairman  John  C.  Doerfer  in  particular,  and  sev- 

CONTINUED  ► 
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eral  other  commissioners  in  general,  were 

accused  of  official  misconduct  and  mal- 
feasance in  office. 

A  special  Broadcasting  report  on  the 
high  cost  of  congressional  investigations 
showed  an  estimated  $13,475  was  spent  in 

one  day  of  the  Legislative  Oversight  hear- 
ings [Special  Report.  March  31].  This 

comprised  an  estimated  $6,000  spent  by  the 
industry  and  $7,475  by  the  government. 

While  this  committee's  investigations  were 
the  most  expensive,  the  figure  represents 

only  one  day  of  one  hearing.  There  were 

many  weeks  between  January  and  July  in 
which  as  many  as  four  or  five  broadcasting 

hearings  were  in  progress  simultaneously. 

Early  in  the  session,  subliminal  projection 

got  a  big  play  and  caused  many  statements 
of  alarm.  A  demonstration  of  the  system 

was  given  for  congressmen  in  July  and  a 

smattering  of  bills  was  introduced  pro- 

hibiting advertising  by  this  new  and  mys- 
terious method. 

Broadcasters,  long  advocates  of  uniform 

standard  time  throughout  the  country,  will 

lose  a  friend  when  Rep.  Joseph  P.  O'Hara 
(R-Minn.)  retires  at  the  end  of  his  current 

term.  Rep.  O'Hara,  a  member  of  the  House 
Commerce  Committee  and  its  investigating 

subcommittee,  has  spent  many  years  of 

fruitless  effort  seeking  a  year-round  stand- 
ard system. 

Other  members  of  the  House  committee 
who  have  announced  their  retirement  are 

Reps.  Charles  Wolverton  (R-N.  J.),  ranking 
minority  member,  John  Heselton  (R-Mass.) 
and  Martin  Dies  (D-Tex.),  who  already  has 

been  replaced  by  fellow  Texas  Democrat 
Joe  Kilgore. 

None  of  the  Senate  Commerce  Commit- 
tee members  has  announced  retirement 

plans.  Up  for  re-election  are  Sens.  Charles 

Potter  (R-Mich.),  Frederick  Payne  (R- 

Me.)  and  Ralph  Yarborough  (D-Tex.). 

A  synopsis  of  major  Hill  hearings  and  in- 
vestigations in  radio-tv,  arranged  by  subjects 

with  several  crossings  of  committee  lines, 
follows : 

LEGISLATIVE  OVERSIGHT 

Chances  are  Mr.  Average  American  had 

no  conception  of  the  purposes  and  func- 
tions of  the  FCC  prior  to  the  Second  Ses- 

sion of  the  85th  Congress.  The  House  Legis- 
lative Oversight  Subcommittee,  during  its 

scandal-filled,  headline-making  investiga- 
tions, placed  the  FCC  squarely  before  the 

public. 
Much  of  the  publicity  definitely  was  un- 

favorable. All  but  two  of  the  commission- 
ers were  accused  of  misconduct  and  mal- 

feasance in  office  and  one  was  forced  to 

resign.  In  addition,  four  of  them  had  to 

wait  two  months  to  answer,  receiving  one- 
tenth  the  publicity  accorded  the  original 
charges. 

The  subcommittee's  then  chief  counsel, 
Dr.  Bernard  Schwartz,  made  the  miscon- 

duct charges  in  a  secret  memorandum 

"leaked"  by  him  to  the  New  York  Times. 
FCC  Chairman  John  C.  Doerfer  and 

Comr.  Richard  A.  Mack  were  the  princi- 
pal Schwartz  targets. 

After  January  "general  hearings"  on  all 
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six  agencies  under  the  committee's  juris- diction, Comr.  Doerfer  the  first  week  of 

February  faced  three  days  of  gruelling 

questioning  by  Dr.  Schwartz.  The  testi- 
mony was  frequently  interrupted  by  clashes 

between  the  chief  counsel  and  members 

of  the  subcommittee  and  by  appeals  of 

Comr.  Doerfer  for  the  right  to  cross  ex- 
amine witnesses. 

Dr.  Schwartz  was  fired  by  the  subcom- 
mittee Feb.  10  following  a  full  day  of 

stormy  executive  sessions.  The  investiga- 
tors then  spent  a  week  trying  to  obtain  all 

their  records  from  the  fired  chief  counsel, 

who  had  trundled  them  all  over  Washing- 
ton in  the  company  of  two  newspapermen. 

Following  the  firing  of  Dr.  Schwartz, 

as  subcommittee  chairman  and  was  re- 

placed by  Rep.  Harris. 
Dr.  Schwartz  was  put  on  the  stand, 

under  subpoena,  and  accused  Comr.  Mack 
of  selling  his  vote  in  the  Miami  ch.  10 
grant  to  National  Airlines  for  $2,650. 
There  followed  seven  weeks  of  hearings 

on  the  ch.  10  grant,  the  subcommittee  op- 
erating without  a  chief  counsel.  Comr. 

Mack,  proclaiming  his  innocence,  resigned 
after  Rep.  Harris  announced  plans  to  start 
impeachment  proceedings. 

Comr.  Mack  claimed  the  money  in  ques- 
tion constituted  loans  from  Miami  attor- 
ney Bernard  Whiteside  which  had  either 

been  repaid  or  forgiven.  Mr.  Whiteside 

testified  at  length  and  revealed  several  in- 
stances of  ex  parte  contacts  with  Comr. 

Mack  on  ch.  10  and  other  comparative 

cases.  Many  other  off-the-record  contacts 
with  commissioners  by  other  principals  were 

exposed. 
The  subcommittee's  investigations 

prompted  the  Justice  Dept.,  FBI  and  a  fed- 
eral grand  jury  to  start  investigations  of 

their  own.  Also,  as  a  result,  the  court  of 

appeals  remanded  the  case  to  the  Commis- 
sion and  new  hearings  under  a  retired  judge 

are  scheduled  to  start  next  month. 

Just  prior  to  the  Easter  recess,  the  sub- 
committee completed  its  Miami  hearings 

and  released  an  interim  report  criticizing 
the  FCC  on  several  points.  As  a  result,  Rep. 
Harris  introduced  HR  11886  which  would: 

( 1 )  Require  the  FCC  to  draft  a  code  of 

ethics;  (2)  remove  a  provision  in  the  Com- 
munications Act  authorizing  honorariums; 

(3)  make  all  ex  parte  contacts  subject  to 

criminal  punishment,  and  (4)  give  the  Pres- 
ident power  to  remove  a  commissioner. 

The  bill  has  been  approved  by  the  subcom- 
mittee and  is  awaiting  parent  committee 

action. 

The  report  said  further  study  was  needed 
on  these  controversial  points:  (1)  Method  of 

selecting  chairman  (now  appointed  by  Presi- 
dent); (2)  powers  of  chairman;  (3)  powers 

of  Bureau  of  Budget  with  respect  to  regu- 
latory agencies,  and  (4)  terms  of  office  and 

salaries  of  commissioners. 

As  a  result  of  the  committee's  FCC  in- 
vestigation, countless  bills  have  been  in- 

troduced  covering  many  varied  subjects. 

Rep.  Morgan  Moulder  (D-Mo.)  resigned 
Among  them  are  these  provisions:  Prohibit 
airline  ownership  of  tv  stations;  code  of 

ethics;  public  riling  of  income  of  federal 
officials;  contacts,  both  on  and  off  record, 
with  commissioners;  attempts  to  influence; 
criteria  for  FCC  to  consider;  conflicts  of 
interest  of  federal  officials;  activities  after 

leaving  the  Commission;  term  of  office; 
FCC  relations  with  staff,  and  even  the  re- 

view of  FCC  rule  changes  by  Congress. 

Also,  as  a  result  of  the  House  investiga- 
tions, a  bill  was  drafted  by  the  Senate  Com- 
merce Committee  which  would  completely 

abolish  the  FCC  and  replace  it  with  a  com- 
munications administrator  and  a  three-judge 

communications  court  of  appeals.  A  sec- 

ond measure  (S  3862),  reported  favorably 

by  the  Senate  committee,  would  permit  a 
commissioner  whose  term  has  expired  to 

remain  in  office  until  his  successor  is  ap- 
pointed by  the  President  and  approved  by 

the  Senate. 

The  Schwartz  report  also  accused  the 
FCC  of  being  inconsistent  in  applying  its 
announced  criteria  to  decisions  and  of 

shirking  its  antitrust  duties  in  the  patent 
field.  With  a  new  chief  counsel,  Robert 

Lishman,  conducting  the  hearings,  the  sub- 
committee went  into  the  patent  question 

following  the  Easter  recess.  Principal  wit- 
ness was  William  Bauer,  former  FCC  pat- 
ent attorney,  who  charged  that  RCA  has 

a  monopoly  on  communications  patents 
and  that  FCC  rules  promote  this  alleged monopoly. 

The  patent  hearings  were  devoid  of  press 
coverage  but  the  reporters  returned  in 
droves  when  the  subcommittee  started  May 

hearings  into  further  alleged  ex  parte  con- 
tacts and  FCC  inconsistency.  A  subcom- 

mittee staff  attorney,  Stephen  Angland,  re- 
ported on  14  comparative  tv  cases  in  which, 

he  said,  no  pattern  of  FCC  criteria  was  fol- 
lowed. The  14:  Sacramento,  ch.  10;  Boston, 

ch.  5;  Hartford,  ch.  3;  Indianapolis,  ch.  13; 
St.  Louis,  ch.  11;  Miami,  ch.  7;  Jacksonville, 
ch.  12;  Tampa,  ch.  8;  Denver,  ch.  7;  Seattle, 
ch.  7;  Madison,  ch.  3;  Knoxville,  ch.  10; 
Norfolk,  ch.  10,  and  New  Orleans,  ch.  4. 
Another  subcommittee  staffer,  Robert 

McMahon,  attacked  the  commission's  pro 
forma  approval  of  transfers,  which  he 

charged,  completely  negates  the  FCC's  rea- 
sons for  original  grants.  He  said  that 

through  this  method  the  least  qualified 

applicant  ends  up  with  a  station  license. 
Mr.  McMahon  cited  the  St.  Louis  tv  situa- 

tion involving  chs.  2,  4,  11,  KLZ-TV  Den- 
ver, WVUE  (TV)  Wilmington,  KMGM- 

TV  Minneapolis,  WANE-TV  Ft.  Wayne, 
and  a  Providence,  R.  I.,  merger. 

Lengthy  testimony  followed  —  with 
charges  of  pressures,  ex  parte  contacts  and 

advance  knowledge  of  the  upcoming  de- 
cision— on  the  Commission's  shift  of  ch.  2 

from  Springfield,  111.,  to  St.  Louis  and  as- 
signment of  that  facility  to  ch.  36  KTVI 

(TV)  St.  Louis.  (A  subcommittee  source 
CONTINUED  on  page  34 
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HARRIS,  Rep.  Oren  (D-Ark.): 
His  Oversight  Subcommittee 
exposed  numerous  ex  parte 
contacts  with  FCC,  forcing 

resignation  of  one  commis- 
sioner and  prompting  deluge  of 

remedial  legislation;  conducted 
running  (and  so  far  winning) 
battle  with  FCC  over  pay  tv 
question. 

PASTORE,  Sen.  John  (D- 
R.I.):  As  chairman  of  Com- 

merce Communications  Sub- 
committee, he  sat  through  days 

and  days  of  testimony  on 
Smathers  bill;  told  advocates 

they  were  barking  up  the 
wrong  tree;  blasted  FCC  on 
two  occasions  for  its  failure  to 
solve  allocations  muddle. 

POTTER,  Sen.  Charles  (R- 
Mich.):  Successfully  pushed 
his  military  allocations  study 
measure  through  Senate  only 
to  see  its  purpose  sidetracked 
by  Executive  amendment; 
member  Commerce  Commit- 
tee. 

BLATNIK,  Rep.  John  CD- 
Minn.):  Has  declared  war  on 

deceptive  advertising  through 

Government  Operations  Sub- 
committee he  heads;  through 

report  and  in  hearings,  gave 
FTC  blistering  for  failure  to 

clamp  down  on  weight  reducer, 

cigarette  and  dentrifice  ads. 

BRICKER,  Sen.  John  (R-Ohio) : 
Renewed  hearings  on  his  bill 
placing  networks  under  direct 

FCC  regulation,  plans  new  ac- 
tivity in  January;  co-sponsored 

Magnuson  educational  tv  bill; 
member  and  former  chairman 
of  Commerce  Committee. 

SMATHERS,  Sen.  George  (D- 
Fla.):  Was  nowhere  to  be 

found  when  hearings  were  be- 
ing held  on  his  bill  to  divorce 

broadcasters  from  BMI;  name 

played  prominent  role  in  Over- 
sight hearings;  member  Com- 
merce Committee. 

MAGNUSON,  Sen.  Warren 
(D-Wash.):  Gave  FCC  virtual 
mandate  to  get  busy  and  solve 
uhf  allocations  problem  as  his 

Commerce  Committee  com- 

pleted four-year  tv  study  with 
two  committee  reports  still 

pending;  champion  of  educa- tional tv. 

ROOSEVELT,  Rep.  James  (D- 
Calif . ) :  His  Small  Business 

Subcommittee,  following  hear- 

ings, criticized  internal  opera- 
tions of  ASCAP,  recommended 

antitrust  proceedings  by  Justice 

Dept.;  questioned  ASCAP's compliance  with  1950  consent decree. 

CELLER,  Rep.  Emanuel  (D- 
N.Y.):  Introduced  sports  anti- 

trust bill,  which  he  bitterly  op- 
posed in  version  passed  by 

House;  hit  NAB  for  its  liquor 
ad  ban;  outspoken  critic  of 
pay  tv;  chairman  of  Judiciary 
Committee  and  its  Antitrust 

Subcommittee,  unaccountably 

inactive  in  broadcasting  dur- 
ing current  session. 

KEFAUVER,  Sen.  Estes  (D- 
Tenn.) :  His  Judiciary  Subcom- 

mittee tabled  sports  antitrust 
bill  after  it  had  passed  House 

in  language  which  threatened 
total  blackout  of  professional 

sports  on  radio-tv;  amended 
version  due  in  next  Congress. 

MOSS,  Rep.  John  (D-Calif.): As  chairman  of  Information 

Subcommittee,  outspoken  op- 
ponent of  government  secrecy; 

saw  his  measure  amending 
1789  statute  become  law;  as 

member  of  Oversight  Sub- 
committee, was  strong  sup- 

porter of  fired  chief  counsel 
and  sometimes  critic  of  FCC. 

MONRONEY,  Sen.  Mike  (D- 
Okla. ) :  Waged  one-man  cam- 

paign against  tv  rating  services; 
held  one-day  hearing,  plans 

more;  also  against  airline  own- 
ership of  tv  station;  intro- 

duced prohibitive  bill;  member 
Commerce  Committee  and  its 

Communications  Subcommit- 

tee. 
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said  last  week  that  this  case  is  not  com- 

pleted with  more  evidence  yet  to  be  ex- 
posed.) 

The  first  week  in  June,  the  committee 

shifted  its  hearing  site  to  Boston  in  its  at- 
tempt to  secure  requested  records  in  and 

investigation  of  the  ch.  5  grant  to  the  Bos- 
ton Herald-Traveler,  plus  records  on  mat- 
ters pertaining  to  agencies  other  than  the 

FCC. 

Since  the  Boston  hearings  (except  for 
short  testimony  by  St.  Louis  principals), 
the  Harris  subcommittee  has  been  kept 

busy  with  an  investigation  of  Boston  in- 
dustrialist Bernard  Goldfine  and  the  FCC 

has  not  been  involved.  The  interlude,  how- 

ever, promises  to  be  broken  when  the  com- 
mittee resumes  its  activities  in  September. 

No  announcement  has  been  made  on  the 

subject  matter  of  the  adjournment  hear- 
ings, but  the  subcommittee  has  completed 

its  investigations  in  several  other  compara- 
tive tv  cases.  Also,  Rep.  Harris  has  stated 

that  more  is  coming  on  the  14  cases  men- 
tioned above. 

TELEVISION  FREQUENCY  ALLOCATIONS 

The  Senate  Commerce  Committee  was 

deeply  involved  in  efforts  to  solve  the  al- 
locations dilemma  during  the  current  ses- 

sion of  Congress,  while  its  House  counter- 
part got  into  the  act  belatedly  the  past 

month. 

Resuming  overall  tv  hearings  begun  four 

years  ago,  the  Senate  committee  called  the 
FCC  to  its  chambers  several  times  in  May 
and  June.  Back  to  conduct  the  hearings 

was  special  committee  counsel  Kenneth 
Cox  of  Seattle. 

During  the  sessions,  Sen.  John  Pastore 
(D-R.I.)  gave  the  Commission  a  verbal 
blasting  for  its  failure  to  solve  the  uhf 
situation  over  the  past  four  years.  Chairman 

Warren  Magnuson  served  notice  on  the  mili- 
tary to  get  together  with  the  Commission 

on  possible  frequency  swaps  (see  Potter 
resolution  below). 

Small  market  tv  operators  marched  in 
force  to  Capitol  Hill  to  complain  about  the 
encroachment  upon  their  audience  by 

CATV  systems.  They  urged  federal  con- 
trol of  community  systems.  And,  in  just 

as  strong  numbers,  the  CATV  operators 
came  to  defend  their  operations.  At  the 

same  time,  they  said,  they  were  not  op- 
posed to  some  form  of  regulation. 

While  the  FCC  was  testifying  in  three 
different  sessions  the  committee  focused 

its  attention  on  uhf,  CATV,  boosters,  satel- 
lites, translators,  the  Craven  Plan  for  25 

contiguous  tv  channels  and  the  ABC  crash 
program  to  add  a  third  vhf  to  12  major 
markets. 

Sen.  Pastore  at  one  time  forced  a  Com- 
mission vote  on  deinter  mixture,  which 

showed  the  commissioners  were  split  4-3. 
Chairman  John  C.  Doerfer  said  deintermix- 

ture  is  "too  little  and  too  late."  He  said  that 
using  only  the  12  vhf  channels  falls  far 
short  of  an  ideal  situation  but  that  they 
could  be  made  adequate  as  a  last  resort. 

The  commissioners  admitted  they  are 
as  far  away  from  a  solution  to  uhf  today 
as  four  years  ago.  They  repeatedly  begged 
off  announcing  a  definite  course  of  action 
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until  TASO  submits  its  allocations  report, 

promised  by  the  end  of  the  year. 

At  a  July  1  session  with  the  Commis- 
sion, Sen.  Magnuson  issued  a  mandate  to 

the  agency  to  give  efforts  to  solve  the  allo- 
cations  problem  top  priority.  He  also  told 
the  FCC  to  intensify  its  efforts  to  make  a 
deal  with  the  military.  Comr.  Rosel  Hyde 
stated  that  negotiations  recently  have  been 
renewed  and  that  the  Commission  has  a 

strong  talking  point. 

During  this  same  hearing,  Sen.  Magnu- 
son announced  plans  for  immediate  con- 

sideration of  S  J  Res  106,  which  would 

establish  a  special  commission  to  investi- 

gate frequency  space  assigned  to  the  mili- 
tary. It  was  introduced  by  Sen.  Charles 

Potter  (R-Mich.). 

The  committee  approved  the  resolution 

July  9,  expanding  it  from  a  three-  to  five- 
man  commission,  and  the  Senate  gave  its 

unanimous  approval  July  21.  The  measure 
then  was  sent  to  the  House  Commerce 

Committee,  which  on  July  28  received  "sug- 
gested" White  House  amendments  which 

completely  changed  the  complexion  of  the 

proposed  commission. 
On  Aug.  1  (a  Friday),  the  House  body 

accepted  the  White  House  amendments 
which  expanded  the  proposed  commission 
to  embrace  an  overall  study  of  the  entire 

spectrum,  plus  an  investigation  of  the  FCC's administration  of  the  Communications  Act. 

The  bill  was  placed  on  the  suspension 
of  rules  calendar  for  full  House  considera- 

tion the  following  Monday.  However,  tre- 
mendous opposition  to  the  measure  arose 

over  the  intervening  weekend  and  it  was 
never  considered  by  the  House.  In  fact, 
many  members  of  the  House  committee 
now  are  not  so  sure  their  approval  was  a 

good  idea  and  Democratic  opposition  has 
been  raised  in  the  Senate. 

Consequently,  the  bill  has  been  effec- 
tively killed  for  this  session.  Its  future  dur- 

ing the  86th  Congress,  at  least  in  the  pres- 
ent form,  is  questionable. 

When  the  Senate  committee  completed 
its  questioning  of  the  FCC  last  July  1,  Sen. 

Magnuson  announced  the  committee's  tele- 
vision study  was  adjourning  sine  die.  Thus, 

investigations  begun  late  in  the  Republican- 
controlled  83rd  Congress  were  brought  to 
a  halt.  Five  committee  or  staff  reports  (at 
least  two  highly  controversial)  have  been 
released,  with  two  more  of  them  still  to 

come.  Over  40  individual  days  of  hear- 
ings were  held.  These  were  in  addition  to 

committee  hearings  on  other  matters  in 
the  broadcasting  industry,  such  as  the 
Smathers  and  liquor  bill  hearings. 

SPORTS  ANTITRUST  EXEMPTION 

Somewhat  belatedly,  but  in  time  to  take 
positive  action,  the  broadcasting  industry 
awoke  to  a  real  and  immediate  danger  in 

a  House-passed  bill  exempting  professional 
sports  from  antitrust  laws.  The  bill,  many 

experts  claim,  would  give  major  league  club 
owners  the  unchallenged  right  to  completely 

black  out  radio-tv  coverage. 
The  bill  passed  by  the  House  (after 

lengthy  hearings  during  the  first  session) 
carries  the  number  (HR  1307)  of  a  measure 

introduced  by  Rep.  Emanuel  Celler  (D- 
N.  Y.).  However,  the  author  was  violently 

opposed  to  the  language  of  the  approved  bill. 

Passed  in  late  June,  it  was  amended  on  the 

floor  to  give  the  four  sports  concerned — 
football,  baseball,  basketball  and  hockey — a 

blanket  exemption.  Rep.  Celler's  language 
had  exempted  only  those  aspects  of  the 

sports  deemed  "reasonable  and  proper." 
A  Senate  Antitrust  Subcommittee  headed 

by  Sen.  Estes  Kefauver  (D-Tenn.)  began 
hearings  on  HR  1 307  and  a  companion 

Senate  measure  July  7.  Several  House  mem- 
bers crossed  the  Capitol  to  testify  they  were 

not  aware  of  the  radio-tv  implications  when 
the  House  approved  the  measure. 

Rep.  Kenneth  Keating  (R-N.  Y.),  strong 
advocate  of  the  House-accepted  language, 

proposed  to  the  Senate  that  the  bill  be 

amended  to  include  a  provision  for  a  75- 
mile  radio-tv  blackout,  formerly  used  by 
baseball  but  since  outlawed  by  Justice.  Rep. 

Sidney  Yates  (D-II1.)  proposed  an  amend- 
ment to  place  radio-tv  coverage  of  baseball 

under  antitrust  laws  to  "protect  the  interests 
of  baseball  fans."  This  move,  however,  was 
defeated  on  the  House  floor. 

Rep.  Celler,  testifying  before  the  Ke- 
fauver subcommittee,  hit  the  lobbying  ac- 

tivities of  advocates  of  the  bill.  "They  came 
on  Washington  like  locusts,"  he  charged. 
The  Justice  Dept.  prepared  a  graphic  map 

showing  that  90%  of  U.  S.  population  could 

be  prevented  from  seeing  and/ or  hearing 

major  league  baseball  if  the  bill  becomes 
law. 

The  Senate  hearings  continued  into  the 

last  week  of  July.  On  Aug.  1  the  subcom- 
mittee voted  4-2  to  table  the  controversial 

measure  for  this  session.  The  bill,  with 

amendments  more  acceptable  to  broadcast- 

ing, the  Congress  and  the  public,  will  be  re- 
introduced next  session,  several  members 

of  Congress  have  indicated. 

PAY  TELEVISION 

Congress  ran  into — but  failed  to  meet 
head-on — the  issue  of  subscription  tv  im- 

mediately after  it  reconvened  last  January. 
And,  come  Jan.  7,  1959,  pay  tv  again  will 
be  one  of  the  first  issues  facing  the  new 

Congress. 
Rep.  Harris  has  conducted  a  running  bat- 
tle with  the  FCC,  which  claims  it  has  juris- 

diction, over  pay  tv  for  several  months.  And, 

if  the  number  of  anti-pay  tv  bills  in  both 
Houses  is  any  indication,  he  has  the  backing 
of  a  substantial  number  of  Congressmen. 

Twenty-one  bills  are  pending  in  the  House 

to  prohibit  pay  tv  while  five  of  a  similar 
nature  have  been  introduced  in  the  Senate. 

In  addition,  both  Commerce  Committees 

have  passed  resolutions  enjoining  the  Com- 
mission not  to  authorize  a  toll  test  until 

Congress  has  had  a  chance  to  take  action. 

Rep.  Harris'  Commerce  Committee  held 
two  weeks  of  pay  tv  hearings  beginning  last 

Jan.  14.  During  and  immediately  after  the 

hearings,  Congressmen's  offices  were  flooded 
with  letters  voicing  anti-pay  tv  sentiments. 
Much  of  this  correspondence  purportedly 

was  brought  on  by  stations  editorializing 

against  subscription  tv  —  and  the  FCC 
slapped  the  wrists  of  several  tv  outlets  for 

allegedly  presenting  a  one-sided  picture. 
Both  committees  adopted  their  anti-pay 

resolutions  in  February.  The  FCC,  which 

originally  had  planned  to  act  on  pay  tv  in 
March,  announced  that  it  would  take  no 
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action  until  30  days  after  Congress  adjourns. 

This,  however,  did  not  appease  Rep. 

Harris,  who  along  with  many  other  mem- 
bers of  Congress  claims  the  Commission 

does  not  have  the  authority  to  okay  a  pay  tv 
test.  The  Arkansas  Democrat  warned  the 

FCC  that  if  it  authorized  a  test  while  Con- 

gress is  adjourned,  he  would  recall  his  34- 
man  committee  back  to  Washington  for 
additional  hearings. 

Then,  in  early  July,  Rep.  Harris  again 
wrote  the  FCC  telling  it  not  to  conduct  pay 
tests  until  his  committee  could  act  at  the 

start  of  the  86th  Congress.  Somewhat  re- 
luctantly, the  FCC  finally  agreed  not  to 

take  action  until  the  next  Congress'  first 
session  had  adjourned  in  the  summer  of 
1959.  At  the  same  time,  the  Commission 

took  a  verbal  slap  at  Congress  for  not  taking 

final  action  during  this  session  and  an- 
nounced that  it  would  continue  to  receive 

and  process  pay  tv  applications. 

ASCAP-BMI 

The  long-smoldering  ASCAP-BMI  feud 
received  a  four-month  airing  in  the  Senate 
while  the  internal  policies  of  ASCAP  itself 
were  raked  over  the  coals  in  House  hear- 
ings. 

Sen.  John  Pastore  (D-R.  I.)  constituted 

committee  of  the  Senate  Commerce  Com- 

mittee, alone  sitting  for  nine-tenths  of  the testimony. 

Crux  of  the  arguments  of  proponents  of 
the  bill  was  that  broadcasters  and  BMI 

have  formed  a  conspirarcy  to  play  BMI 
tunes  to  the  suppression  of  ASCAP  songs. 

A  long  list  of  songwriters,  publishers,  per- 
formers, educators,  recording  firms  and 

politicians  vigorously  denied  the  charges. 

ASCAP,  they  maintained,  actually  was  at- 
tempting to  pre-try  a  pending  $50  million 

court  suit. 

Sen.  Pastore  repeatedly  questioned  state- 

ments made  by  the  bill's  proponents.  At 
one  point  he  said  the  bill  had  no  chance 

because  it  would  hurt  "4,000  little  fellows 

[independent  stations]."  He  also  told  pro- 
ponents he  knew  their  problem  and  what 

they  were  getting  at  "but  this  bill  that  is 
here  is  not  doing  it.  .  .  .  You  are  trying 
to  get  after  NBC  and  CBS  and  the  stations 

they  own." A  transcript  of  the  hearings  was  sent  to 
the  Justice  Dept.  and  FCC  for  comments 
before  the  measure  is  presented  to  the  full 
committee.  This  means  the  bill  will  have  to 

be  reintroduced  in  January  to  get  any  fur- 
ther consideration  at  all. 

A  House  Small  Business  Subcommittee 

sampling-performance  formula  operated  by 

unqualified  personnel";  that  those  responsi- 
ble for  distributing  fees  choose  formulas 

giving  them  the  largest  percentage. 

In  May,  the  subcommittee  issued  a  report 
questioning  several  ASCAP  methods  and 
procedures.  Among  those  fired  upon  were 

the  society's  voting  system  for  directors; 
compliance — or  lack  of — with  a  1950  con- 

sent decree;  grievance  procedures  for  mem- 
bers, which  the  committee  said,  are  con- 

structed in  such  a  way  as  to  militate  against 

a  complaining  member. 
The  record  was  sent  to  the  Justice  Dept. 

with  a  recommendation  that  antitrust  pro- 
ceedings be  considered  against  ASCAP. 

FALSE  AND  MISLEADING  ADVERTISING 

The  Legal  &  Monetary  Affairs  Subcom- 
mittee of  the  House  Government  Operations 

Committee  conducted  a  series  of  hearings 
on  alleged  false  and  misleading  advertising, 
embracing  all  media.  Principal  targets  were 

weight  reducers,  cigarette  and  dentrifice 
ads. 

Hearings  were  held  last  month  on  claims 

made  by  toothpaste  and  cigarette  manu- 

facturers, labeled  "bunk  and  junk"  by  Sub- 
committee Chairman  John  Blatnik  (D- 

Minn.).  He  and  Rep.  Martha  Griffiths  (D- 

BLATNIK  BLASTS  AD  POLICING 

Advertisers  and  media  experts  are  study- 
ing the  import  of  a  blistering  attack  by  a 

Congressional  committee  on  the  ineffective- 
ness of  government  agencies  in  combating 

false  and  misleading  weight  reducing  ad- 
vertising claims  and  the  recommendation 

that  fraud  and  cease-and-desist  orders  apply 
to  media  as  well  as  other  advertisers  of  the 

product. 

The  attack,  leveled  most  heavily  at  the 
Federal  Trade  Commission  and  the  Food 

&  Drug  Administration,  was  made  by  a 
subcommittee  of  the  House  Committee  on 

Government  Operations,  headed  by  Rep. 

John  A.  Blatnik  (D-Minn.).  It  singled  out 
the  Post  Office  Dept.  for  commendation  in 
securing  relatively  quickly  fraud  orders 

against  deceptive  weight-reducing  pills. 
The  subcommittee  recommended  that 

mail-fraud  orders  and  cease-and-desist  or- 
ders against  one  company  be  binding  on 

other  advertisers  and  advertising  media  "in- 
cluding press,  radio  and  television  utilizing 

the  same  illicit  advertising  for  the  same 
product,  after  notice  of  the  provisions  of 

a  mail-fraud  order  or  the  cease-and-desist 
order  is  made  known  to  such  advertisers 

and  advertising  media." 
It  also  suggested  that  the  burden  of  prov- 

ing an  advertisement  false  be  shifted  to 
force  the  advertiser  to  prove  his  advertising 

true.  ".  .  .  The  privilege  of  being  able  to 
advertise  and  continue  in  business  may 
carry  with  it  an  obligation  to  sustain  the 

truth  of  such  advertising,"  the  committee said. 

The  committee  posed  the  question 
whether  the  Post  Office  Dept.  should  not 
be  given  wider  authority  to  include  in  its 

mail-fraud  jurisdiction  "all  false  and  de- 
ceptive advertising  disseminated  through 

the  mails." The  committee  also  stated  that  consider- 
ation should  be  given  to  shifting  jurisdiction 

over  medical  frauds  from  FTC  to  the  Food 

&  Drug  Administration  "in  view  of  the 
technical  competence  of  the  latter  agency 

in  medical  matters."  It  also  suggested  chang- 
ing the  law  to  permit  FTC  to  require 

"affirmative  disclosure" — so  that  there  would 

be  no  material  variance  between  advertising 
and  the  package  literature. 

The  committee  also  suggested  more  pub- 

licity on  product  claims  found  to  be  fraudu- 
lent— using  in  addition  to  the  usual  radio- 

tv-press,  such  means  as  local  post  office 
bulletin  boards,  educational  bulletins  and 
public  education  programs. 

The  report  came  out  following  hearings 

a  year  ago  [Government,  Aug.  12,  1957], 

during  which  the  committee  heard  testi- 
mony by  medical  experts  and  government 

agency  representatives  on  the  ineffectiveness 
of  weight  reducing  pills  without  diet.  It 
found  that  weight-reducing  nostrums  are 

"big  business" — accounting  for  more  than 
$100  million  gross  annually. 

The  weight-reducing  report  is  the  second 
in  a  series  held  by  the  subcommittee  on 
the  effectiveness  of  federal  enforcement 

against  false  and  misleading  advertising. 

Three  weeks  ago  Rep.  Blatnik  submitted 
a  bill  to  require  public  listing  of  tars  and 
nicotine  content  of  cigarettes  in  advertising 

copy;  and  if  the  word  "filter"  is  used,  the 
requirement  that  no  more  than  11  milli- 

grams per  each  regular  size  may  be  al- 
lowed [At  Deadline,  Aug.  4]. 

an  unsympathetic,  one-man  subcommittee 
to  hear  Songwriters  Protective  Assn.  (com- 

posed of  ASCAP  members)  charges  of 

BMI-broadcaster  discrimination.  Subject  of 
the  hearings,  which  began  in  March  and 

ran  periodically  into  July,  was  S  2834,  in- 
troduced by  Sen.  George  Smathers  (D-Fla.). 

The  Smathers  bill  would  prevent  stations 
and  networks  from  owning  stock  in  BMI 
or  recording  companies,  as  now  is  the  case. 
Sen.  Smathers  attended  only  the  earliest 
sessions  of  the  hearings  with  Sen.  Pastore, 
as  chairman  of  the  Communications  Sub- 

(headed  by  Rep.  James  Roosevelt  [D-Calif.]) 
held  March  hearings  on  complaints  by 
some  members  of  ASCAP  that  they  were 

not  getting  a  fair  shake  in  the  organiza- 

tion's distribution  of  royalties.  Rep.  Roose- 
velt opened  the  hearings  on  an  ominous 

note  by  announcing  several  complainants 
were  afraid  to  testify  because  a  fear  of 
reprisals.  Principal  charges  leveled  against 
ASCAP: 

That  it  is  a  self  perpetuating  "grab  bag" 
dominated  by  big  publishers;  that  royalties 

are   distributed  unequally   by   a  "shoddy 

Mich.)  urged  an  immediate  federal  crack- 
down on  misleading  advertising  statements. 

The  first  day  of  August,  Rep.  Blatnik  in- 
troduced HR  13602,  which  places  tight 

restrictions  on  cigarette  advertising  and 

gives  the  FTC  express  powers  of  enforce- 
ment. 

Just  last  week,  the  committee  members 

released  a  report  criticizing  FTC  for  alleged 
inactivity  in  clamping  down  on  claims  made 
for  weight  reducing  compounds  (see  box). 

CONTINUED  on  page  36 
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THE  85TH  CONGRESS  continued 

The  report  resulted  from  hearings  held  in 
the  summer  of  1957. 

FCC  REGULATION  OF  NETWORKS 

A  tune  often  heard  on  Capitol  Hill  the 

past  four  years  was  given  a  short  play  early 
in  June.  Hearings  were  held  by  the  Senate 
Commerce  Committee  on  Sen.  John  W. 

Bricker's  (R-Ohio)  bill  (S  376)  placing  the 
networks  under  direct  regulation  and  li- 

censing of  the  FCC. 

The  witnesses,  too,  were  familiar — the 
FCC  and  executives  of  the  three  networks. 

Sen.  Bricker  first  plumped  for  direct  regu- 
lation of  the  networks  during  the  83rd 

Congress  and  in  1956  he  released  a  staff 

report  citing  the  alleged  stranglehold  on 
broadcasting  held  by  CBS  and  NBC. 

As  early  as  last  February,  Sen.  Bricker  be- 

gan pushing  for  the  new  round  of  hearings, 

postponed  until  June  because  of  the  heavy 
—  broadcast  and  otherwise  —  committee 

schedule.  During  the  latest  airing,  the  bill's author  (who  also  acted  as  chairman)  said 

he  did  not  entertain  hopes  of  passage  this 
session  but  that  eventually  direct  control 

and  regulation  is  mandatory. 

Currently,  the  Commission  exercises  in- 
direct control  over  the  network  through 

its  chain  broadcasting  rules  and  licensing 
of  network-owned  stations.  Chairman 

Doerfer,  as  did  the  three  networks,  ex- 

pressed strong  opposition  to  the  bill. 

ANTI-INFLUENCE  AND  AGENCY  LEAKS 

A  Senate  Judiciary  Subcommittee  held  a 

one-day  hearing  in  March  on  S  2461  and 
2462,  which  would  make  it  a  crime  to 

attempt  to  influence  the  FCC  and  other 

regulatory  agencies  or  to  prematurely  re- 
lease their  decisions.  The  bills  were  intro- 

duced during  the  first  session  following 

several  executive  sessions  and  public  hear- 

ings on  a  leaked  Civil  Aeronautics  Board 
decision. 

During  the  March  hearing — at  a  time 

when  the  Legislative  Oversight  FCC  in- 

vestigation was  getting  the  headlines — Sen. 
Jackson  (D-Wash.)  hit  the  FCC  for  stating, 
at  the  time  the  bills  were  drafted,  that  leaks 

and  influence  were  not  problems  at  the 

Commission.  In  a  later  letter,  the  Com- 
mission claimed  this  was  all  a  mistake  and 

was  not  its  position.  The  Commission  was 
invited  to  testify  at  the  Senate  hearings  but 

did  not  put  in  a  personal  appearance. 

Sen.  Sam  J.  Ervin  (D-N.  C),  subcom- 

mittee chairman,  tabled  the  measures  pend- 
ing further  study.  He  pointed  out,  as  now 

drafted,  S  2462  prevents  Congressional 
contacts  with  the  FCC  and  this  may  not  be 

desirable.  Following  the  Harris  investiga- 
tions, a  raft  of  anti-influence  bills  of  vary- 

ing degrees  were  introduced  in  both  Houses 
of  Congress.  No  action  has  been  taken  on 

any  of  them,  but  several  proponents  prom- 
ised to  reintroduce  the  legislation  in  the 

86th  Congress. 

EDUCATIONAL  TELEVISION 

S  2119,  which  would  allocate  up  to  $1 
million  to  each  state  for  educational  tv, 

passed  the  Senate  May  29  and  was  okayed 

by  the  House  Commerce  Committee  last 

Wednesday  (Aug.  13).  It  was  scheduled  to 
be  reported  to  the  full  House  last  Friday  or 

today  (Aug.  18)  and  proponents  are  trying 
to  get  House  action  before  adjournment. 

Approval  is  not  assured,  however,  as 
seven  of  20  committee  members  voting  last 

week  were  against  reporting  the  measure. 
The  bill  was  introduced  in  the  spring  of 

1957  by  Sen.  Magnuson,  and  received  co- 
sponsorship  from  Sen.  Bricker. 

Senate  Commerce  hearings  were  held  on 
the  proposed  etv  appropriation  in  April 
while  the  House  committee  held  two  days 

of  hearings  in  mid-July.  Five  measures  sim- 
ilar to  the  Magnuson  bill  were  introduced 

in  the  House. 

Proponents  have  announced  plans  to 
push  for  House  passage  of  the  bill  prior 
to  congressional  adjournment,  expected  this 
week. 

SECRECY  IN  GOVERNMENT 

The  one  bill  passed  into  law  affecting  the 

industry  in  any  way  (and  only  slightly)  con- 
cerned secrecy  in  government  departments 

and  agencies.  The  bill,  HR  2767,  amends  a 

1789  "housekeeping"  statute  to  prevent  its 
use  as  the  basis  for  withholding  information. 

Introduced  by  Rep.  John  Moss  (D- 
Calif. ),  the  bill  was  okayed  by  his  Informa- 

tion Subcommittee  of  the  Government  Op- 
erations Committee  in  March,  following 

lengthy  hearings  during  the  first  session. 

House  approval  came  without  serious  op- 

position. 
Also  in  March,  the  Senate  Constitutional 

Rights  Subcommittee  held  hearings  on  a 
companion  bill  (S  921)  introduced  by  its 

chairman,  Sen.  Thomas  Hennings  (D-Mo.). 
The  chairman  took  a  verbal  swipe  at  At- 

torney General  William  Rogers  for  alleged 
contradictions  in  his  statements  on  the  bill. 

(  Mr.  Rogers  described  the  measure  as  need- 
less.) 

The  Senate  passed  the  Moss  version  July 
3 1  and  it  was  signed  into  law  Aug.  1 2  by  the 

President.  News-gathering  media  were  strong 

in  their  support  of  the  one-sentence  meas- 
ure, but  its  effect  on  government  secrecy  is 

somewhat  dubious.  There  still  are  some  80 

statutes  in  effect  which  authorize  secrecy  of 
one  kind  or  another. 

The  Moss  bill  was  the  first  measure  ap- 

proved by  the  House  Information  Subcom- 
mittee in  its  three-year  history.  Messrs.  Moss 

DISCLOSURE  BILL  FILED 

Retiring  Sen.  Irving  M.  Ives  (R- 
N.  Y.)  last  week  introduced  a  bill  (S- 
4288),  referred  to  the  Government 

Operations  Committee,  which  would 

require  disclosure  of  any  communica- 
tion from  members  of  Congress  to  any 

executive  agency  concerning  any  mat- 
ter before  that  agency  for  adjudica- 

tion. Sen.  Ives,  who  declared  his  office 

has  made  "literally  thousands  of  in- 
quiries in  behalf  of  constituents,  and 

so  has  every  other  Congressional  office 

on  Capitol  Hill,"  noted  that  it  is  "ob- 
vious" the  bill  will  not  be  acted  upon 

this  session. 

and  Hennings,  in  pushing  the  bill,  claimed 

government  "bureaucrats"  had  cited  the 
1789  statute  as  authority  for  withholding 
information  which  should  be  released. 

News  media  felt  the  new  law  was  a 

step  against  unjustified  secrecy  on  the  part 
of  government  officials.  NAB  President 
Harold  E.  Fellows  said  in  a  telegram  to 

President  Eisenhower  that  the  law  was  "a 
major  contribution  toward  promoting  a  free 

flow  of  information  between  the  govern- 

ment and  the  people." 

TV  RATING  SERVICES 

A  one-man  campaign  against  tv  rating 
services  was  launched  by  Sen.  A.  S.  (Mike) 

Monroney  (D-Okla.).  Under  the  aegis  of 
the  Senate  Commerce  Committee,  Sen.  Mon- 

roney held  a  one-day  hearing  on  the  subject 
in  June  with  testimony  from  heads  of  six 

rating  services. 
And  more  still  is  to  come.  The  Senator 

wants  to  question  the  network  heads  and 

others  on  what  effect  a  rating  has  on  a  pro- 

gram's future  and  has  received  a  go-ahead 
from  Chairman  Magnuson.  No  date  has 

been  set  because,  it  is  understood,  one  im- 

portant prospective  witness  cannot  be 
reached  by  the  committee.  That  date  may 
be  set  this  week,  however. 

Sen.  Monroney  maintains  networks  are 

offering  poor,  inferior  programming  be- 
cause of  rating  results  which,  he  said,  hold 

a  "life  and  death"  clutch  on  the  success  or 
failure  of  a  tv  show.  He  also  has  been  crit- 

ical of  the  sample  size  and  how  taken. 

ALCOHOLIC  BEVERAGE  ADVERTISING 

As  has  been  the  case  for  the  past  10  years, 

the  85th  Congress  listened  to  pleas  of  pro- 
ponents of  a  bill  which  would  ban  alcoholic 

beverage  advertisements  from  interstate 
commerce.  Vehicle  for  the  latest  round  was 

S  582,  introduced  by  Sen.  William  Langer 
(R-N.  D.). 

Over  40  church  leaders  testified  in  favor 

of  the  bill  during  April  Senate  Commerce 

hearings  while  a  large  contingent  of  dis- 
tillers, labor  and  communications  media 

spokesmen  were  opposed.  Just  last  Monday 

(Aug.  11),  the  Senate  Commerce  Commit- 
tee turned  down  a  motion  to  consider  the 

bill  and  tabled  it. 

House  Commerce  Committee  Chairman 

Harris,  whose  committee  has  held  several 

hearings  on  liquor  advertising  in  the  past, 

declined  this  year  on  the  grounds  propo- 
nents had  nothing  new  not  already  heard  in 

Senate  hearings.  He  was  backed  on  this 
stand  by  an  informal  poll  of  the  committee, 
which  was  faced  with  a  tremendous  work- 

load in  addition  to  investigations  of  the 

Oversight  Subcommittee.  HR  4835  (similar 
to  the  Langer  measure),  introduced  by  Rep. 

Eugene  Siler  (R-Ky. ),  is  pending  in  the 
House  committee. 

Rep.  Emanuel  Celler  (D-N.  Y.),  out- 
spoken in  many  ways  on  many  things,  took 

a  verbal  swipe  at  the  NAB  code  ban  on 

hard  liquor  advertising.  He  called  broad- 
casters' refusal  to  accept  liquor  commer- 

cials "timid,  pusillanimous  and  myopic." 
The  measure,  however,  is  almost  sure  to 

be  reintroduced  next  January. 
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COYER  HALF  OF  IOWA 

WITH  JUST  ONE  STATION ! 

Iowa  contains  more  than  25%  of  all  Grade  A 

farm  land  in  America  —  Iowa  farmers  average 

$11,800  of  income  per  year.  Yet  non-fatm 

income  is  300%  larger  than  farm  income  in 

this  spectacular  State! 

In  Iowa  672,400  families  own  TV  sets  — 

a  higher  percentage  than  in  any  other  state  west 

of  the  Mississippi.  And  you  can  cover  over 

half  these  homes,  392,700  in  all,  with 

ONLY  WHO-TV! 

WHO-TV  gives  you  complete  coverage  of 

Central  Iowa,  where  an  active  consumer  market 

spent  over  $320  million  for  food  alone,  last  year! 

The  latest  Metropolitan  Des  Moines  ARB 

Survey  (Feb.  8  — March  7,  1958)  again 

proves  that  the  Iowa  audience  prefers  WHO-TV: 

FIRST  PLACE  QUARTER  HOURS 

NUMBER  REPORTED 
1  Week        4  Week 

PERCENTAGE  OF  TOTAL 
1  Week        4  Week 

WHO-TV 
STATION  K 
STATION  W 
TIES 

256  232 
162  186 
47  51 
8  4 

54%  49% 
34%  39% 
10%  11% 
2%  1% 

Now  as  always  —  for  the  complete  story  on 

Central  Iowa  coverage,  talk  to  PGW! 

WHO-TV  is  part  of 
Central  Broadcasting  Company, 
which  also  owns  and  operates 

WHO  Radio,  Des  Moines 
WOC-TV,  Davenport 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
JS  FIRST 

WHO-TV 

|IS  FIRST 
WHO-TV 

i  IS  FIRST 

<WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

IS  FIRST 

WHO-TV 
IIS  FIRST 

>WHO-TV 

:is  FIRST 

;who-tv 

;is  FIRST 

;who-tv 
IS  FIRST 
'WHO-TV 

>IS  FIRST 

;who-tv 
IS  FIRST 

:WHO-TV 

;IS  FIRST 

.WHO-TV 'IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WfiO-TW 

Channel  13  •  Des  Moines 

Col.  B.  J.  Palmer,  President 
P.  A.  Loyet,  Resident  Manager 

Robert  H.  Harter,  Sales  Manager 

Peters,  Griffin,  Woodward,  Inc., 
National  Representatives 

Affiliate 
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ARE  ON 

THE  GREATEST  NUMBER  OF  THE  HOTTEST 

TITLES  WITH  THE  MOST  FAMOUS  STARS  IN 

THE  BEST  PACKAGES  ARE  THE  BIG  MOVIES! 

CHANNEL  8 

CBS  •  CLEVELAND,  OHIO 
Represented  Nationally  by  The  Katz  Agency,  Inc. 

WARNER  BROS,  20th  CENTURY  FOX,  UNITED  ARTISTS 

WJW-TV        WJBK-TV      WAGA-TV  WVUE-TV  WSPD-TV 
Cleveland  Detroit  Atlanta  Wilmington-Philadelphia  Toledo 
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ADVERTISERS  S  AGENCIES 

BUICK,  FORD,  OLDSMOBILE  FIRST 

TO  UNVEIL  PLANS  FOR  RADIO-TV 

•  First  word  released  about  promotion  for  new  models 

•  Lincoln  to  carry  N.  Y.  Philharmonic  by  videotape 

Auto  agencies  and  the  broadcast  media 
these  past  weeks  have  been  eyeing  Detroit 

nervously.  Objects  of  the  uncertainty:  Auto- 

makers' delay  in  buying  radio-tv  support 
for  the  introduction  of  1959  models. 

Last  week  there  were  rumbles  from  De- 

troit. Initial  reports  pointed  to  Buick,  Lin- 
coln-Continental and  Oldsmobile  among  the 

first  to  be  rolling  out  broadcast  blueprints 
and  schedules  for  their  new  models.  Also 

developing  was  a  further  crystallization  of 
Ford  Div.  plans. 

LINCOLN-CONTINENTAL 

Kenyon  &  Eckhardt 

What  is  considered  the  prestige  buy  of 

the  season — and  obviously  a  daring  pioneer 
venture  for  an  auto  maker  in  a  soft  market 

— was  last  week's  order  by  Kenyon  &  Eck- 
hardt on  behalf  of  Ford's  Lincoln  Div.  K&E 

bought  Robert  Saudek  &  Assoc. 's  one-hour 
videotape  package  of  the  New  York  Phil- 
harmonic. 

Featuring  the  new  Thursday  night  Pre- 
view concerts  at  Carnegie  Hall  in  New 

York  by  the  Philharmonic's  new  musical 
director,  Leonard  Bernstein,  the  concert 

series  is  scheduled  for  Sunday  afternoons 
starting  in  November  and  will  be  in  the 

style  of  Mr.  Bernstein's  presentations  on 
the  Saudek-produced  Omnibus  on  NBC-TV 
last  season. 

K&E  has  not  selected  a  network  for  the 
new  venture  but  all  three  networks  admitted 

Thursday  they  are  interested  in  the  series 

and  will  have  Sunday  afternoon  time  avail- 
able. 

Both  the  Lincoln  and  Continental  cars 
are  to  be  advertised  on  the  new  series. 

Lincoln  formerly  shared  billing  with  Ford's 
Mercury  on  the  CBS-TV  Ed  Sullivan  Show 
but  has  withdrawn.  Mercury  now  is  co- 
sponsor  with  Eastman  Kodak  Co. 

Mr.  Bernstein  is  recognized  as  one  of  the 
foremost  exponents  of  music  on  television. 
The  65th  major  award  given  Omnibus  was 

for  Mr.  Bernstein's  contribution  to  serious 
music  on  tv  via  that  program. 

The  new  Thursday  night  Carnegie  Hall 

Preview  will  have  a  usual  concert  subscrip- 
tion audience,  but  will  be  informal  in  pro- 
gram format  in  that  Mr.  Bernstein  may  in- 

terrupt the  program  extemporaneously  to 

comment.  The  "preview"  connotation  comes 
from  the  plan  to  feature  all  or  some  of  the 

concert  stars  who  are  scheduled  for  appear- 
ance on  the  regular  Friday  and  Saturday 

night  concerts. 

Since  the  Thursday  night  concert  will 
run  more  than  an  hour,  Saudek  Assoc.  will 

either  videotape  a  consecutive  one-hour  seg- 
ment or  edit  portions  of  the  full  concert 

into  the  one-hour  program.  Cameras  and 
tape  facilities  will  be  provided  by  the  net- 

work obtaining  the  series,  Mr.  Saudek  ex- 
plained. Production  technique  is  expected 

to  pattern  Mr.  Saudek's  live  pickup  of  the 
Metropolitan  Opera  last  fall  on  Omnibus, 
also  a  milestone  for  that  institution. 

Nothing  was  definite  last  week  on  spot 
activity  for  Lincoln  or  Mercury  during  the 

fall  introduction  period,  but  Kenyon  &  Eck- 
hardt sources  expected  the  cars  to  use  at 

least  as  heavy  a  campaign  this  year  as  last. 
Only  radio  spot  is  used.  With  introductions 
to  come  in  early  November,  plans  are  not 

expected  to  be  set  until  mid-September.  The 
campaign  last  year  ran  13  weeks  in  about 
75  markets. 

OLDSMOBILE 

D.  P.  Brother 

Oldsmobile,  through  D.  P.  Brother  &  Co., 

Detroit,  is  busy  adding  non-ABC-TV  sta- 
tions to  bolster  the  full  ABC-TV  lineup  it 

has  ordered  Oct.  1  for  the  Bing  Crosby  one- 
hour  special,  announced  earlier.  Its  total 

broadcast  budget  this  year  is  up  "substan- 
tially." The  plan  is  to  saturate  every  dealer 

area  where  possible. 

The  General  Motors  car  is  switching  Patti 

Page  to  ABC-TV  Sept.  24,  in  the  Wednes- 
day 9:30-10  p.m.  period,  having  sponsored 

the  singer  on  CBS-TV  this  past  year,  partly 

on  an  alternate-week  basis,  on  The  Big  Rec- 
ord. The  ABC-TV  live  vehicle  is  styled  The 

Patti  Page  Show.  An  extended  station  lineup 
also  is  planned  for  this  series,  to  run  through 
next  summer  with  film  repeats. 

Oldsmobile  is  continuing  its  current  daily 

five-minute  radio  show  featuring  Miss  Page 
on  200  CBS  Radio  stations  and,  during  the 

FRED  VS.  GINGER 

The  names  of  Fred  Astaire  and 

Ginger  Rogers  will  again  be  used  to 
dazzle  American  viewers — tv  viewers, 
not  moviegoers  as  in  years  back.  This 
time,  Mr.  Astaire  and  Miss  Rogers  will 
be  competing  with  each  other.  Hoofer 
Astaire  will  introduce  the  1959  line 

of  Chrysler  automobiles  (Chrysler, 
Imperial,  DeSoto,  Dodge,  Plymouth) 

on  the  Leo  Burnett  Co. -placed  Oct. 

17  spectacular  over  NBC-TV;  Miss 
Rogers,  two  days  earlier,  will  do  the 
honors  for  Pontiac  on  rival  CBS-TV 
— the  first  of  a  number  of  Pontiac- 

sponsored  specials  on  CBS-TV  and 
later,  NBC-TV.  Neither  carmaker  will 

use  tv  spot,  Pontiac,  for  example,  hav- 
ing abandoned  the  $2  million  spot 

drive  it  scheduled  last  year  and  which 
it  abruptly  curtailed  last  spring. 
Chrysler,  out  of  Climax!,  has  cut  its 

corporate  tv  from  $5  million  to  $900,- 

000,  and  if  spot  will  be  used,  it  won't 
be  through  Burnett,  but  through  its 

division's  agencies. 

one-month  new-model  introduction  period 
this  fall  on  CBS  Radio,  is  adding  a  daily 

five-minute  newscast  featuring  Douglas  Ed- 
wards. 

Oldsmobile  is  using  about  the  same  spot 
schedule  as  last  fall,  buying  four  weeks  of 

radio  spot  in  top  markets  around  the  early 
October  introduction  date  and  placing  a 

heavy  tv  campaign  in  top  markets  during 
introduction  week. 

BUICK 

McCann-Erickson 

Buick  Div.  of  General  Motors  and  its 

agency,  McCann-Erickson,  New  York  and 
Detroit,  which  has  pushed  back  its  introduc- 

tion date  from  last  year's  Oct.  29  to  mid- 
September  (around  Sept.  19),  is  one  of  the 
earliest  among  the  automakers  to  unveil  its 
new  car. 

The  wraps  on  Buick's  broadcast  support 
also  are  tightly  drawn.  But  this  much  was 
learned:  Buick,  in  addition  to  a  formidable 

placement  already  announced  for  network 
tv,  will  support  its  new  model  with  a  spot 
radio  splurge  that  is  larger  than  last  year. 

An  agency  spokesman  spoke  in  terms  of  ra- 
dio spot  being  double  to  three  times  the 

budget  allocated  last  fall  with  the  number 

of  markets  and  stations  increased  appreci- 
ably. Orders  already  have  gone  through 

with  the  campaign  set  to  kick  off  the  middle 
of  next  month. 

Buick  last  year  did  not  use  network  radio. 
Plans  this  year  include  the  medium.  While 
no  details  were  given,  it  was  understood 
NBC  Radio  was  to  receive  Buick  business, 

reportedly  five-minute  programs  to  feature 
commercials  by  Bob  Hope  as  a  tie-in  with 

Buick's  schedule  of  spectaculars  to  be  on 
NBC-TV  in  the  fall. 

Buick  did  not  use  spot  tv  last  year  and 

won't  this  year,  though  the  agency  points 
out  that  if  the  advertiser  changes  it  mind,  a 

"reserve"  has  been  set  aside.  The  Buick  net- 
work tv  schedule  next  season  includes  three 

specials  set  for  NBC-TV  (starring  Bob 
Hope)  in  the  fall  with  options  for  additional 

special  shows,  and  half-hour  Action  Theatre 
for  eight  weeks  on  ABC-TV  starting  Aug. 
22,  and  alternate  weeks  of  Wells  Fargo  on 

NBC-TV  (Mondays,  8-8:30  p.m.). 

FORD 

/.  Walter  Thompson 

It  was  learned  last  week  that  Ford  Div. 

of  Ford  Motor  Co.  is  increasing  its  weekend 

segments  of  the  Ford  Roadshow  on  CBS 
Radio  from  the  current  six  to  about  10. 

Radio  spot  plans  to  coincide  with  the  Ford 

car's  introduction  (end  of  October  this  year 
compared  to  early  November  last  year) 

have  not  yet  been  cleared.  Spot  tv  is  "up  in 
the  air,"  reports  J.  Walter  Thompson,  Ford's 
agency. 

Anticipated  was  Ford's  plan  to  salvage  a 
portion  of  its  CBS  Radio  package  [Closed 

Circuit,  July  28]  by  retaining  the  weekend 
segments,  but  there  had  been  no  indications 

that  Ford  would  increase  the  number  of  seg- 
ments. CBS  Radio  reportedly  has  advertis- 

ers ready  to  fill  the  weekday  gaps  left  open. 

Ford  has  slimmed  its  network  tv  lineup  [Ad- 
vertisers &  Agencies,  July  28]. 
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4  5  6 

Like  many  a  famous  twosome, 

"Mr.  Adams  and  Eve"  are  strictly  one  of  a  kind.  They  offer  regional  and  local  advertisers: 

More  entertainment:  39  sophisticated  half -hours  starring  Ida  Lupino  and  Howard  Duff  as 

a  well-known  Hollywood  couple.  With  guests  like  Joan  Fontaine,  Dick  Powell,  Ed  Sullivan. 

More  applause:  "A  very  funny  situation  comedy.  It  is  not  often  that  a  Hollywood  television 

film  is  so  pertinent,"  jack  gould,  new  york  times.  "Whippy  dialogue,  good  performances, 

Matchless! 



CHECK  YOUR  MATCHMAKING: 

Aujanng  suiBpEj^  pus  uojjajjujd  -yj  £-9 
ute\OQ  auuv  pub  HiA  ̂ JU3H  ZIS U3UIJB3  pUB  3SOf  UOa  frp 

SBJUOUBDOJ  pUB  UqOf  UIE^dBQ  8-£ 

(3A3)  ouidni  Bpi  pub  (suiBpv  "JJM)  jyna  pjbmoh  H  Z 
3Utqd3SOf  pUB  U03|OdB|\[  o  I  - 1 

topnotch  stints,"  variety.  "A  darned  happy  marriage  of  Duffs  and  dialogue,"  cue  magazine. 

More  audiences:  "Mr.  Adams  and  Eve"  enters  syndication  direct  from  a  two-season  run  on 

the  CBS  Television  Network.  In  its  Friday  night  time  slot,  the  program  rated  an  average 

21.5  Nielsen.  Match  up  your  product  with  "Mr.  Adams  and  Eve"— a  winning  combination. 

New  York,  Chicago,  Los  Angeles,  Detroit,  Boston,  St.  Louis, 
Dallas,  San  Francisco,  Atlanta.  In  Canada:  S.  W.  Caldwell,  Ltd. Wet  isien  Fitei  lales.lni.® 
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ADVERTISERS  &  AGENCIES  continued 

TIDE  TOPS  NETWORK  TV  SPENDERS 

•  P&G  detergent  takes  honors  for  June,  second  quarter 

•  Three  P&G  brands  place  in  quarter's  top  25  sponsors 

The  top  money  brand  in  network  tv  time 

charges  in  June  and  in  the  year's  second 

quarter  was  Procter  &  Gamble's  Tide  de- 
tergent. P&G  allocated  $740,175  in  June 

and  more  than  $2  million  over  the  second 

quarter  on  behalf  of  Tide. 

Network  advertiser  spending  estimates  in 
television  were  released  last  week  by  the 
Television  Bureau  of  Advertising  based  on  a 

report  by  Leading  National  Advertisers  and 
Broadcast  Advertising  Reports.  Included  in 
the  data  were  network  tv  gross  time  billings 

by  day  parts  for  June  and  January-June; 
estimated  expenditures  of  the  top  15  net- 

work tv  advertisers  in  June  and  of  the  top  25 

in  the  second  quarter,  of  the  top  15  by  brand 
in  June  and  of  25  for  the  second  quarter, 

and  of  network  advertisers  by  product  clas- 
sification for  June,  January-June  and  the  sec- 

ond quarter. 
The  next  four  brand  leaders  in  the  second 

quarter  were  R.  J.  Reynolds  Tobacco's 
Winston  cigarettes,  Whitehall's  Anacin,  Gen- 

eral Motors'  Chevrolet  automobile  and 

Brown  &  Williamson's  Viceroy  cigarettes,  in 
that  order.  The  same  brands  were  tops  for 
June  ranking  in  this  order  (after  Tide): 
Chevrolet,  Winston,  Anacin  and  Viceroy. 

Analyzing  the   25   leading   network  tv 

NETWORK  SPENDING 

brands  in  the  second  quarter,  seven  adver- 
tisers had  two  or  more  products  among 

the  brand  leaders.  P&G  with  three  brands, 

led  other  advertisers.  P&G  products  were 
detergents  Tide  and  Cheer  and  toothpaste 
Gleem.  Out  of  the  other  six  advertisers, 

four  are  tobacco  firms — R.  J.  Reynolds 
Tobacco  Co.  (Winston  and  Camel);  Lig- 

gett &  Myers  Tobacco  Co.  (L&M  filter  tips 
and  Chesterfield);  P.  Lorillard  Co.  (Kent 
and  Old  Gold),  and  American  Tobacco 

Co.  (Pall  Mall  and  Hit  Parade) — and  the 
other  two  are  auto  companies — General 
Motors  (Chevrolet  and  Oldsmobile)  and 

Chrysler  (Dodge  and  Plymouth).  P&G  also 
walked  away  with  spending  leadership  in 
the  categories  of  top  network  advertiser  for 

June  and  for  the  second  quarter.  The  Cin- 
cinnati-based advertiser  came  in  with  more 

than  $4.3  million  in  June,  the  nearest  con- 
tender, General  Foods,  that  month  hit  a 

little  over  $1.8  million;  and  a  little  more 

than  $13  million  for  the  second  quarter, 
or  about  2Vi  times  the  expenditure  of 
runner-up  General  Motors. 

The  lineup  of  the  top  15  network  tv  ad- 
vertisers for  both  May  and  June  was  sim- 

ilar, with  these  exceptions:  Brown  &  Wil- 
liamson and  Liggett  &  Myers,  which  ap- 

peared in  May,  did  not  show  in  June,  and 

By  Product  Categories 

AGRICULTURE   &  FARMING 

JUNE 1958 

$ 

JAN. -JUNE 1958 

$  51,347 

2ND  QUARTER 

1958 

$  38,281 
APPAREL,   FOOTWEAR  &  ACCESSORIES 597,613 2,480,634 1,606,244 
AUTOMOTIVE,   AUTOMOTIVE   ACCESSORIES  & 

EQUIPMENT 4,067,947 29,696,290 14,387,855 

BEER,   WINE  &  LIQUOR 487,606 3,173,626 1,382,381 
BUILDING   MATERIALS,   EQUIPMENT  &  FIXTURES 182,382 966,160 608,867 

CONFECTIONERY  &  SOFT  DRINKS 668,923 4,576,218 2,063,768 
CONSUMER  SERVICES 133,332 1,708,161 457,374 

ENTERTAINMENT  &  AMUSEMENT 26,717 239,333 26,717 
FOOD  &  FOOD  PRODUCTS 8,423,871 53,204,244 26,238,798 
GASOLINE,   LUBRICANTS   &   OTHER  FUELS 130,080 1,321,384 630,825 
HORTICULTURE 122,139 716,295 601,197 

HOUSEHOLD  EQUIPMENT  &  SUPPLIES 2,199,046 11,731,031 6,239,149 
HOUSEHOLD  FURNISHINGS 236,469 1,575,476 785,821 
INDUSTRIAL  MATERIALS 1,268,874 9,655,264 4,386,631 
INSURANCE 575,090 3,627,174 1,995,879 
JEWELRY,   OPTICAL   GOODS   &  CAMERAS 992,790 5,623,815 3,315,470 
MEDICINES  &  PROPRIETARY  REMEDIES 3.734,677 27,683,308 12,065,741 
OFFICE  EQUIPMENT,  STATIONERY  & 

WRITING  SUPPLIES 643,526 3,540,346 1,874,134 
POLITICAL 66,174 
PUBLISHING  &  MEDIA 166,893 827,833 373,908 

RADIOS,    TELEVISION    SETS,  PHONOGRAPHS, 
MUSICAL  INSTRUMENTS  &  ACCESSORIES 414,276 3,725,508 

1,554,043 SMOKING  MATERIALS 4,808,278 29,140,544 14,583,828 
SOAPS,   CLEANSERS  &  POLISHES 4,705,606 32,252,286 16,117,243 
SPORTING  GOODS  &  TOYS 43,418 758,467 373,391 
TOILETRIES  &  TOILET  GOODS 8,036,919 49,177,572 24,446,213 
TRAVEL,   HOTELS  &  RESORTS 342,372 1,433,403 816,558 
MISCELLANEOUS 760,261 4,119,556 2,368,280 

Total 

LNA-BAR:  Gross  Time  Costs  Only 

Broadcasting 

$43,769,105      $283,071,449  $139,338,596 

Sterling  Drug  and  General  Mills,  two  ad- 
vertisers in  the  top  15  for  June,  did  not 

appear  in  May. 

In  the  breakdown  into  day  parts  of  net- 
work tv  billing:  nighttime  gross  time  charges 

went  up  13.1%  in  June  and  14.8%  for 

January-June,  while  daytime  gross  con- 
tinued an  increase  for  the  Monday-Friday 

segment  in  June  but  dipped  15.2%  that 
month  Saturdays  and  Sundays  (though 
cumulatively  the  daytime  weekend  gross 
was  up  7.2%  for  the  six  months). 

In  product  categories,  foods  and  food 
products  have  already  passed  well  over  the 
$50  million  mark  at  mid-year,  and  in  fact, 
toiletries  and  toilet  goods,  runner-up  to 
foods,  at  the  midpoint  of  the  year  were 
just  a  shade  under  the  foods  pace. 

Other  heavyweight  product  categories: 
smoking  materials,  soaps  and  cleansers, 

medicines-proprietary  remedies  and  auto- 
mobiles-automotive accessories-equipment. 

QUARTER'S  TOP  25 

By  Company  2nd  Quarter,  1958 

1.  PROCTER  &  GAMBLE  $13,057,882 
2.  GENERAL  MOTORS    5,763,975 
3.  GENERAL  FOODS   5,337,899 

4.  COLGATE-PALMOLIVE      ....  5,299,186 
5.  LEVER    BROTHERS    5,217,660 
6.  Chrysler    4,344,806 
7.  r.  j.  reynolds  tobacco  .  .  4,169,486 
8.  AMERICAN  HOME  PRODUCTS  4,121,302 
9.  GILLETTE    4,107,370 

10.  BRISTOL-MYERS    3,748,943 
11.  KELLOGG    3,075,520 
12.  AMERICAN   TOBACCO    3,013,044 
13.  ford  motor    2,992,374 
14.  liggett  &  myers  tobacco  2,532,264 
15.  pharmaceuticals  inc.  .  .  2,484,122 
16.  GENERAL   MILLS    2,399,538 
17.  STERLING  DRUG   2,335,641 
18.  brown  &  williamson 
tobacco    2,084,982 

19.  p.  lorillard   2,065,500 
20.  eastman  kodak  1,595,492 
21.  radio  corp.  of  america  .  1,577,354 
22.  revlon    1,482,808 
23.  national  dairy  products  1,398,693 
24.  standard  brands   1,397,548 
25.  general  electric   1,360,289 

QUARTER  S  TOP  25 

By  Brand,  2nd  Quarter,  1958 

1.  tide  (p&g)    $2,162,490 

2.  winston  cigarettes 
(REYNOLDS)  .  .  .  1,909,594 

3.  anacin  (whitehall)    ...  1,888,292 
4.  chevrolet  passenger 

cars  (gm)    1,803,162 
5.  viceroy  cigarettes  (b&w)  1,628,189 

6.  dodge  passenger 
cars  (chrysler)    1,569,738 

7.  ford  passenger  cars 
(FORD)    1,540,234 

8.  CAMEL  CIGARETTES 
(REYNOLDS)    1,485,269 

9.  BUFFERIN  (b-m)    1,208,317 

10.    L&M  FILTER  TIP 
CIGARETTES   (L&M)    1,143,267 

CONTINUED  on  page  46 
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Season  ticket  on  the  bench 

They  say  Chic  Harley  started  it.  From  the  day  Ohio 

State's  first  Ail-American  shattered  the  Michigan  jinx, 
Central  Ohioans  have  shared  an  insatiable,  almost 

ferocious,  sports  appetite.  It  isn't  really  true  that  our 
natives  request  burial  out  near  Ohio  Stadium,  but 

nowhere  else  are  sports  paths  so  heavily  traveled. 

That's  why  WBNS-TV  provides  reserved  seats  for 
major  league  baseball,  football,  hockey,  racing  and 

a  string  of  special  events.  That's  why  "Coach  of  the 
Year"  Woody  Hayes  is  in  his  eighth  season  with  us 
and  Don  Mack,  a  crusty,  individualistic  hunter  and 

fisherman  is  now  in  his  tenth  year  "Outdoors"  on Channel  10. 

The  roof  nearly  blew  off  the  weekend  of  the  state 

high  school  basketball  finals.  200,000  fans  wanted 

13,500  seats.  WBNS-TV,  as  a  matter  of  course, 
cancelled  a  clutch  of  prime  network  time  and  spot 

billing  to  carry  the  games.  When  our  underdog  North 



High  kids  broke  Middletown's  76-game  victory  string, 
we  were  delirious.  When  they  lost  the  finals  in  double 

overtime,  we  just  didn't  feel  like  talking  about  it. 

Sometime  remind  us  to  show  you  all  those  nice 

letters  from  folks  who  appreciated  our  part  in  the 

affair.  Response  such  as  this  is  warmer  than  coin 

to  a  station  that  enjoys  perfect  rapport  with  its 

Central  Ohio  neighbors.  It  also  motivates  Madison 

Avenue  to  say  with  authority,  "If  you  want  to  be 

seen  in  Central  Ohio— WBNS-TV." 

WBNS-TV 

CBS  Television  in  Columbus,  Ohio 
Market  center  of  2,000,000  people 

Affiliated  with  The  Columbus  Dispatch 

316  kw.  Represented  by  Blair  TV 



ADVERTISERS  &  AGENCIES  cont.nued 

11.  PLYMOUTH  PASSENGER 
CARS   (CHRYSLER)    1,111,128 

12.  FAB  DETERGENT  (COLGATE)  1.086,588 
13.  EASTMAN    KODAK  CAMERAS 

(EASTMAN)    1,066,385 
14.  wisk  liquid  detergent 

(lever)    1,064,532 
15.  kent  cigarettes 

(lorillard)    1,007,677 
16.  gleem  tooth  paste 

(p&G)    991,526 
17.  GERITOL 

(pharmaceuticals)    ...  986,702 
18.  cheer  detergent  (p&g) .  983,876 
19.  oldsmobile  passenger 

cars  (gm)    952,590 
20.  prudential  insurance 

co.  of  america    949,199 
21.  pall  mall  cigarettes 

(am.  tobacco)    914,037 
22.  chesterfield  cigarettes 

(l&m)    906,406 

23.  OLD  GOLD  CIGARETTES 
(LORILLARD)   

24.  BAYER  ASPIRIN 
(STERLING  DRUG)   

25.  HIT  PARADE  CIGARETTES 
(AM.  TOBACCO)   

857,535 

844,294 

831,666 

TOP  15 By  Company 
JUNE  IB58 

1.  PROCTER  &  GAMBLE  $4,362,434 
2.  GENERAL  FOODS  1,821,742 
3.  COLGATE-PALMOLIVE  1,745,374 
4.  LEVER  BROTHERS  1,700,311 
5.  GENERAL  MOTORS  1,576,727 
6.  GILLETTE  1,393,870 
7.  R.  J.  REYNOLDS  TOBACCO  1,382,541 
8.  AMERICAN  HOME  PRODUCTS  1,318,255 
9.  BRISTOL-MYERS  1,209,591 

10.  CHRYSLER  1,198,375 
11.  AMERICAN  TOBACCO  1,030,851 
12.  GENERAL  MILLS  952,707 
13.  FORD   MOTOR  900,832 

14.  KELLOGG 
15.  STERLING  DRUG 

TOP  15 
By  Brand 

JUNE  I95S 
1.  TIDE  (P&G) 

2.  chevrolet  passenger  cars  (gm ) 
3.  winston  cigarettes  (reynolds) 
4.  anacin  (whitehall) 
5.  viceroy  cigarettes  (b&w) 
6.  camel  cigarettes  (reynolds) 
7.  dodge  passenger  cars  (chrysler 
8.  ford  passenger  cars  (ford) 
9.  bufferin  ( b-m  ) 

10.  lucky  strike  cigarettes 
(am.  tobacco) 

11.  eastman  kodak  cameras 
(EASTMAN) 

12.  L&M   FILTER   TIP  CIGARETTES (L&M) 

13.  prudential  insurance 
(prudential) 

14.  wisk  liquid  detergent  ( lever ) 
15.  bayer  aspirin  (sterling  drug) 

863,478 
834,558 

$740,176 683,258 

624,623 

572,963 512,785 
500,575 

i  442,723 

428,982 388,207 

385,385 

372,907 

354,401 

350,610 
342,400 
338,566 

National  Spot  Over  Top 

For  First  Six  Months  '58 

Radio's  national  spot  billing  for  the  first 
six  months  of  this  year  rose  7.8%  above  the 

same  period  a  year  ago,  reaching  an  esti- 
mated $93,574,000,  Lawrence  Webb,  man- 
aging director  of  Station  Representatives 

Assn.,  reported  last  week. 

He  said  it  was  the  highest  first-half  total 
ever  recorded  in  national  spot  radio.  (The 

figure  for  the  first  half  of  1957  was  $86,- 

770,000.)  Mr.  Webb  saw  "strong  indica- 
tions" that  the  second  half  of  this  year  would 

exceed  the  first-half  total  and  raise  the  year's 
overall  gain  past  the  10%  mark.  A  10% 

boost  on  top  of  last  year's  record  $183,987,- 
000  would  bring  the  1958  total  to  more  than 
$202  million. 

The  SRA  estimates  are  based  on  reports 

by  SRA  member  firms  as  audited  by  Price 
Waterhouse  &  Co.,  accounting  firm.  Mr. 
Webb  noted  that  these  estimates  in  the  past 

have  come  "within  a  fractional  percentage" 
of  actual  figures  subsequently  released  by 
FCC. 

SRA  figures  placed  national  spot  radio 

billings  for  the  first  quarter  of  1958  at  $46,- 
171,000,  up  4%  from  the  comparable  pe- 

riod of  1957.  For  the  second  quarter  the 
estimate  was  $47,407,000,  an  11%  increase 

over  the  second  quarter  of  last  year. 

Special  Lestoil  Promotion 
Gets  Results  in  Evansville 

Adell  Chemical  Co.,  Holyoke,  Mass..  a 
$9  million  spot  tv  advertiser  responsible  for 
the  Lestoil  detergent  tv  success  story  was, 
delighted  last  week  on  two  counts: 

•  A  uhf  station— WEHT  (TV)  Evans- 
ville, Ind. — showed  the  advertiser  what  a 

promotion-merchandising  campaign  can  do 
to  boost  Lestoil,  whose  business  already  is 
booming. 

•  A  station  representative — Young  Tele- 
vision Corp. — had  set  forth  a  hard  sell  con- 

cept via  tv  and  pre-conditioning  of  distribu- 
tion arteries  before  the  tv  campaign  for  an 

advertiser  that  believes  in  placing  its  tele- 
vision first  and  then  forcing  distribution. 

Adell's   management    visited  Evansville 

Monday  (Aug.  11),  the  day  WEHT  was  to 
carry  out  a  marketing  concept  it  had  created 

with  the  help  of  Young  Television.  Adell's 
president,  J.  L.  Barowsky,  Mrs.  Barowsky 
and  other  Lestoil  management  were  guests 
of  the  station.  As  part  of  the  marketing 

plan,  a  Monday  promotion  featured  a  tele- 
cast of  special  events  set  up  specially  for 

the  Lestoil  people  with  on-air  interviews  of 
Mr.  and  Mrs.  Barowsky  and  others.  Leading 

local  distributors  (chain  stores,  supermar- 
kets, drug  store  chains  etc.)  who  would 

handle  Lestoil  also  attended.  Evansville's 

mayor  proclaimed  Monday  "Lestoil  Day" 
and  was  at  the  on-air-party. 

Lestoil  agreed  to  place  its  spots  on  the 

one  station  for  one  month  exclusively  be- 
fore its  campaigns  started  on  the  other  sta- 
tions in  Evansville.  It  traditionally  buys  52- 

week  spot  runs  on  all  stations  in  a  tv  mar- 
ket. During  the  month,  WEHT  is  running 

its  special  promotion.  Included  are  a  two- 
week  teaser  campaign  with  radio  and  tv 
mentions,  newspapers  and  billboard  etc.; 

a  "Lestoil  Day,"  a  "Lestoil  Week"  and  a 
"Lestoil  Month."  Along  with  this,  a  con- 

test was  run  among  dealers  offering  an 

all-expense  trip  to  Florida  as  a  prize  for 
the  one  with  the  best  Lestoil  display. 

An  original  budget  of  about  $600  weekly 
had  been  set  for  the  Evansville  area  but 

the  budget  for  WEHT  alone  went  to  $474. 

Adding  purchases  on  the  other  stations  the 

Lestoil  weekly  budget  for  Evansville  ex- 
ceeds $1,000  for  the  market. 

ANA  to  Take  Up  International  Ads 

A  special  one-day  session  taking  up  prob- 
lems of  international  advertising  has  been 

scheduled  for  Sept.  25  in  New  York  by  the 
Assn.  of  National  Advertisers.  William  H. 

Collins,  advertising  and  sales  promotion 
manager  of  Standard  Vacuum  Oil  Co.,  a 
committee  chairman,  explained  to  members 
that  the  session  is  being  called  to  examine 

the  subject  of  international  advertising  "in 
depth"  since  so  many  ANA  members  have 
expressed  concern  about  a  lack  of  knowl- 

edge on  international  ad  strategy.  The  ses- 
sion will  be  held  at  the  Sheraton-East  (Am- 

bassador) Hotel  in  Manhattan. 

Excise  Tax  Proposal 

Brings  AFA  Protest 

The  Advertising  Federation  of  America 
last  week  called  on  all  members  and  manu- 

facturers to  protest  the  contemplated  In- 
ternal Revenue  Service  ruling  which,  it 

claimed,  endangers  the  annual  $2  billion 
cooperative  advertising  budget. 

The  appeal  was  made  in  the  Aug.  12 
Legislative  Report  of  AFA,  signed  by  Jim 
Proud,  president  and  general  manager. 

The  IRS  proposal — which  would  reverse 

a  20-year  policy — would  require  a  manu- 
facturer to  figure  his  excise  tax  on  the  cost 

of  making  an  article,  including  any  allow- 
ances for  co-op  advertising.  Up  to  now,  co- 

op advertising  allowances  have  been  ex- 
empted from  this  figuring. 

Not  only  would  this  change  cost  manu- 
facturers $15-$20  million  extra  in  excise 

taxes  yearly,  the  AFA  bulletin  stated,  but 

manufacturers  would  probably  reduce  co- 
op allowances,  abandon  them  altogether  or 

pass  the  increased  costs  along  to  the  con- 
sumer in  the  form  of  higher  prices. 

Co-op  advertising  accounts  for  20%  of 
all  advertising  expenditures,  AFA  said. 
Leading  manufacturers  in  the  automobile, 

appliance,  food  and  clothing  fields  use  co- 
op advertising  extensively,  AFA  stated, 

citing  these  examples:  Philco,  in  1956,  al- 
lotted $10  million  of  its  $25  million  ad 

budget  to  co-op;  GE  spent  $9  million  for 
co-op  and  $6  million  for  national  adver- 

tising in  1956;  Norge  spent  $10  million  out 
of  a  total  $13  million  ad  budget  for  co-op 
in  1957. 

Last  May  industry  witnesses  objected  to 

the  proposed  re-interpretation  of  the  co-op 
advertising  policy  in  a  hearing  held  by  IRS 
[Government,  June  2]. 

The  Senate  last  week  passed  an  excise 
tax  bill  which  made  no  change  in  the  10% 
excise  tax  on  tv  receivers,  notwithstanding 

several  bills  calling  for  deletion  of  the  ex- 
cise tax  on  uhf  or  all-brand  tv  receivers 

in  order  to  help  uhf  broadcasting.  The 
Senate  turned  down  a  bid  to  lower  the 
cabaret  tax  from  20%  to  10%.  but  it 

exempted  the  first  $1  in  movie  admission 
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to  the  entire  tri-state  area! 
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ADVERTISERS  &  AGENCIES  continued 

price  from  the  10%  admission  tax.  The 

present  exemption  is  90tf,  but  if  a  ticket 
costs  more  than  that,  the  tax  applies  to  the 

full  price.  The  excise  tax  bill  was  in 
Senate-House  conference  at  the  weekend. 

Cyanamid  Back  Again 

For  Tv  Farm  Newsreel 

A  national  advertiser  that  gave  tv  a 

tumble  for  the  first  time  last  winter  is 

coming  back  for  more  starting  next  month. 

The  advertiser  is  Farm  &  Home  Div.  of 

American  Cyanamid  Co.,  New  York,  rated 

among  the  largest  chemical  companies  in 

the  U.  S.  The  program:  a  15-minute  news- 

reel  show,  Cyanamid  Farm  Newsreel,  which 

the  division  sponsored  on  some  60  stations 

covering  a  major  part  of  the  market  area 

for  Cyanamid's  Aureomycin,  an  antibiotic 
used  on  the  farm  as  a  feed  supplement  to 

promote  growth  and  health  in  animals  and 

as  a  medicant  to  prevent  and  control  diseases 

in  livestock  and  poultry. 

The  program  ran  initially  for  13  weeks 

starting  Feb.  14  [Advertisers  &  Agencies, 

Jan.  20].  As  described  then  by  the  com- 

pany and  its  agency,  Cunningham  &  Walsh, 

New  York,  the  series  was  "the  first  na- 

tionally syndicated  television  newsreel  de- 

signed for  a  farm  audience." 
The  renewal  for  mid-September  calling 

for  approximately  the  same  number  of  sta- 
tions represents  an  outlay  of  approximately 

$250,000  in  time  and  talent  for  the  13 
weeks. 

Major  source  of  the  film  used  is  Hearst 

Metronome  News'  Telenews.  The  shows, 
which  make  use  of  spot  news  coverage,  Agri- 

culture Dept.  news  reports  on  livestock  and 

various  features,  this  fall  will  also  stress  tie- 
ins  with  universities  and  agricultural  schools. 

The  series  is  co-produced  (Telenews  and 
Cunningham  &  Walsh);  executive  producer 

is  Tom  DeHuff,  tv  account  executive,  Cun- 
ningham &  Walsh. 

Most  of  the  shows  last  spring  were  shown 

on  Friday,  Saturday  or  Sunday  in  time  pe- 
riods falling  generally  between  noon  and  1 

p.m.,  or  between  6  and  7  p.m.,  and  covered 
rural  areas  of  the  U.  S. 

Bayuk  Buys  NBC-TV  Package; 

Cigars  to  Get  Year-Round  Exposure 

Bayuk  Cigars  Inc.,  Philadelphia,  has 

bought  a  year-round  sports  package  for 
Phillies  and  other  brands  on  approximately 
128  NBC-TV-affiliated  stations,  E.  Archie 

Mishkin,  Bayuk  president,  has  announced. 

The  package,  reportedly  the  largest  net- 
work tv  buy  by  a  cigar  manufacturer,  in- 
cludes co-sponsorship  of  the  complete  NBC- 

TV  major  league  baseball  schedule,  the 
Sugar  Bowl,  Senior  Bowl  and  nine  National 
Collegiate  Athletic  Assn.  football  games, 
22  National  Basketball  Assn.  games  and  the 
National  Invitational  College  basketball 
tourneys.  The  package  kicks  off  Sept.  20 
with  the  Missouri  vs.  Vanderbilt  football 

game.  The  NBA  games  will  be  on  22  Sun- 
day afternoons  beginning  Oct.  11. 

The  NBC-TV  sports  package  is  in  addi- 

tion to  Bayuk's  annual  radio-tv  co-sponsor- 
ship of  several  major  league  baseball  con- 

GIFT  FROM  THE  SEA 

Sea-travel  spot  announcements  in 
the  Midwest?  Such  a  campaign  may 

come  about  within  the  next  few  years 

— marking  a  departure  in  sea-travel 

ad  strategy.  Steamship  companies  tra- 
ditionally have  restricted  radio-tv  spot 

to  east  and  west  coasts,  regarding  any 

placement  between  the  two  areas  a 
waste  of  limited  funds.  But  already 
one  ship  firm,  American  Export  Lines, 
is  thinking  ahead  to  the  time  its  luxury 

crafts  Independence  and  Constitution 
will  berth  in  Chicago  having  entered 

Great  Lakes  via  the  St.  Lawrence  Sea- 

way, now  being  deepened.  Being  con- 
sidered by  Doyle  Dane  Bernbach,  AEL 

agency:  the  feasibility  of  promotion 
travel  to  Italy  in  the  heartland  of 
America  via  radio. 

tests  for  its  Phillies  cigars.  Phillies  also  co- 

sponsors  WGN  Chicago's  Big  Ten  Football. 
A  decision  whether  commercials  in  the  sports 

package  will  be  live  or  film  has  not  been 
reached.  Agency:  Feigenbaum  &  Wermen 
Adv.  Inc.,  Philadelphia. 

Soule  Devises  Rating  Format 
For  Local  or  National  Data 

Frank  Soule,  motion  picture  veteran 
formerly  with  National  Telefilm  Assoc.,  said 

last  week  he  had  devised  a  new  rating  serv- 
ice which  would  operate  on  assignment 

only  and  could   be  national,  regional  or 

As  a  means  of  introducing  its  new 

18-ounce,  family-size  package  of  Wheat 
Chex,  the  Ralston-Purina  Co.,  St.  Louis, 

will  utilize  an  "offbeat"  commercial 
featuring  a  Northwest  Mounted  police- 

man who  likes  the  cereal  and  a  bear, 

who,  fortunately,  is  also  a  fan. 
The  commercial,  which  will  be  carried 

on  Ralston's  sponsorship  of  ABC-TV's 
Bold  Journey  (Monday,  8:30-9  p.m., 
NYT),  starting  Sept.  22,  was  created 

by  the  company's  agency,  Guild,  Bascom 
&  Bonfigli,  San  Francisco,  and  filmed 

by  Wayne  Steffner  Productions,  Holly- 
wood. Dan  Lindquist  was  the  agency 

producer  and  Courtenay  Moon,  creative 

local  in  scope,  according  to  the  client's needs. 

He  said  he  had  made  arrangements  with 

Certified  Reports  Inc.  whereby  that  com- 

pany's 3,000  staff  people  in  the  field  would 
conduct  telephone  interviews  to  get  ratings 

on  any  program  a  client  might  select.  The 
Certified  Reports  field  personnel  are  located 
in  cities  throughout  the  country  and  ratings 
will  be  made  in  one  or  more  markets  as 
well  as  nationally. 

The  individual  reports  would  be  submitted 
to  Mr.  Soule  on  special  cards  which  he 
has  copyrighted,  for  quick  processing  by 
electronic  computer  machines.  He  estimated 
he  would  be  able  to  deliver  national  ratings 

in  seven  days  and  local  ratings  within  48 
hours.  Prices  remain  to  be  worked  out,  but 

he  said  they  would  be  on  a  cost  plus  basis. 

Mr.  Soule  said  he  may  be  reached  at  Certi- 
fied Reports  Inc.,  1501  Broadway,  New 

York. 

KTLA  (TV)  Telecopter  to  Star 

In  $15,000  L.  A.  Movie  Campaign 
Movie  history  will  be  made  Friday  (Aug. 

22)  when  KTLA  (TV)  Los  Angeles  uses  its 
Telecopter  flying  remote  unit  [Stations, 
Aug.  4,  July  28]  to  cover  the  premiere  of 

"The  Big  Country"  starring  Gregory  Peck 
at  the  Stanley-Warner  Theatre  in  Beverly 
Hills,  Calif.  This  first  Telecopter  coverage 
of  a  movie  premiere  will  be  the  highlight  of 

a  $15,000  week-long  radio-tv  campaign  for 
the  premiere  by  United  Artists  through 
Marty  Weiser  Co.,  Beverly  Hills  agency. 

More  than  1,000  spot  announcements 
will  run  on  eight  Los  Angeles  radio  stations 
— KABC,  KDAY  (Santa  Monica),  KHJ, 

chief  of  GB&B,  was  script  supervisor. 
Fred  Gaddette  was  director  for  Steffner. 

The  commercial  opens  with  the  Royal 
Mountie  (enacted  by  announcer  Lee 

Marvin)  praising  Wheat  Chex  in  verse 
and  song.  Suddenly  his  exultation  is 
broken  by  a  growl  and  a  large  bear  stalks 
out  of  a  cave  behind  the  Mountie. 

The  Mountie  (very  nervously):  H-h-h-hi 

th-there.  You  go  for  Wheat  Chex,  huh?" 
(Hands  package  to  bear). 

Bear  (yodels  happily):  "Oh-dee-oh-lay- he-hoo!"  (Takes  package). 

The  Mountie:  "Well  here!  Have  some 
more!"  (Hands  bear  lots  of  Wheat  Chex 
and  the  animal  grins.) 
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New  Voice  from  the  Shadow  of  the  Kremlin 

He  is  the  witness  and  the  witnessed  of  history.  Nearby,  at  the  Khimkinskoe  Reservoir,  Moscow,  are  six  sleek 

racing  shells— one  from  the  University  of  Washington,  the  others,  Russian.  Soon,  the  taut  expectant  crews  will  send 

them  hurtling  to  the  finish  line*  and  the  magnificent  tableau  of  an  international  sports  event  will  unfold  7,544  miles 

away— Keith  Jackson,  KOMO,  Seattle,  reporting  direct  via  radio  and  on-the-spot  TV  film  coverage. 

This  is  history's  first  live,  direct  broadcast  of  an  athletic  event  from  Russia.  This  is  broadcasting's  remotest 
remote.  This  is  responsible  broadcast  journalism.  This  is  .  .  . 

KOMO -TV  and  KOMO  Radio,  Seattle  •  Sold  by  NBC  Spot  Sales 

*  The  world  first  learned  of  the  two  and  one-half  length  U  of  W  victory  through  Jackson's  live  broadcast 
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FRANK  HEADLEY,  President 
DWIGHT  REED,  Vice  President 
FRANK  PELLEGRIN,  Vice  President 
PAUL  WEEKS,  Vice  President 

seeking  the  hidden  ingredient 

We  have  never  been  content  to  provide  buyers  with  only 

the  obvious  facts  and  figures  about  our  stations  and  the  markets 

in  which  they  operate.  From  the  day  H-R  was  started  by  a  group 

of  Working  Partners,  we  have  sought  for  the  "hidden  ingredient" 
that  distinguishes  each  station  and  makes  it  a  more  logical 

selection  for  important  schedules. 

The  value  of  this  persistent  research  and  continuing  market 

study  takes  on  added  significance  at  H-R,  because  all  of  the  Working 

Partners  and  the  men  on  our  staff,  have  the  experience  and 

ability  to  interpret  these  findings  into  extra  service  for  time  buyers 

and  into  extra  sales  for  our  stations. 

"We  always  send  a  man  to  do  a  mare's  job 

J5 

TELEVISION 
NEW  YORK 

CHICAGO 

HOLLYWOOD 

SAN  FRANCISCO 

DALLAS 

DETROIT 

ATLANTA 

HOUSTON 

NEW  ORLEANS 
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ADVERTISERS  &  AGENCIES  continued 

KLAC,  KMPC,  KNX,  KPOL  and  KRHM 

(FM) — and  the  agency  believes  it  to  be  the 
first  use  of  an  fm  station  in  a  premiere  ad- 

vertising campaign. 
The  Telecopter,  which  will  first  show  the 

city  skyline,  then  close  in  on  the  tower  of 
the  theatre  and  the  name  of  the  picture  in 

lights,  finally  will  come  down  to  focus  on  the 
opening  night  crowd  and  individual  stars, 
if  the  craft  can  come  low  enough  for  its 

Zoomar  lens  to  pick  them  out.  The  half- 
hour  KTLA  broadcast  also  will  use  three 

ground  cameras  to  cover  interviews  and 
other  opening  night  hoopla.  UA  has  also 

signed  for  another  half-hour  telecast  on 
KCOP  (TV)  Los  Angeles,  in  which  clips 

from  the  picture  will  be  shown  and  behind- 
the-scenes  personnel  interviewed  on  the 
making  of  the  film.  The  campaign  started 
Aug.  17  and  will  run  through  Saturday 
(Aug.  23). 

Partners  Form  Two  New  Agencies 

In  Stiller,  Rouse  &  Hunt  Split 

Stiller-Hunt  Adv.  starts  business  today 
(Aug.  18)  in  new  quarters  at  9033  Wilshire 
Blvd.,  Beverly  Hills,  Calif.  Principals  are 

George  Stiller  and  Don  Hunt,  former  part- 
ners in  Stiller,  Rouse  &  Hunt,  Los  Angeles. 

New  agency  is  broadening  its  services  to 

increase  the  emphasis  on  marketing,  con- 
sumer research  and  merchandising.  It  plans 

to  extend  activities  to  Miami  Beach,  Fla., 

and  Washington,  D.  C,  within  the  next  90 

days.  Telephone:  Bradshaw  2-0204. 
Third  partner  in  Stiller,  Rouse  &  Hunt, 

Art  Rouse,  has  joined  forces  with  Mort 
Goodman,  former  head  of  Goodman  Adv. 
to  form  Goodman  &  Rouse  as  a  new  agency 
which  will  occupy  the  former  SR&H  offices 
at  250  S.  La  Cienega  Blvd.,  Beverly  Hills. 

Telephone:  Oleander  5-8550.  Key  personnel 
includes  Perry  E.  Pasmezoglu,  senior  ac- 

count executive,  Bernice  Walker,  media  di- 
rector; Betty  Van  Camp,  accounting;  Hilda 

Black,  public  relations,  and  Frank  Byron, 
art  production  director. 

'Muskraf  Case  May  be  Appealed 
Attorneys  for  Hills  Bros.  Coffee,  Inc., 

N.  W.  Ayer  &  Son  and  George  Simon  Inc. 
are  considering  an  appeal  of  the  injunction 

against  use  of  "Muskrat  Ramble"  with  com- 
mercial lyrics  which  Los  Angeles  Superior 

Court  Judge  Howard  D.  McClain  granted 
Ray  Gilbert,  writer  of  the  original  lyrics  to 

Kid  Ory's  jazz  classic.  The  court  also  award- 
ed Mr.  Gilbert  damages  of  $10,000  for 

the  use  of  the  work  without  his  permission. 
He  had  asked  for  damages  of  $300,000  in 
his  suit,  filed  last  year  [Advertisers  & 
Agencies,  April  29,  1957]. 

The  case  is  unusual  in  that  permission 
to  use  the  tune  with  new  lyrics  in  the  coffee 

company's  broadcast  commercials  had  been 
secured  from  George  Simon  Inc.,  publisher 
of  the  number  and  copyright  holder,  whose 

right  to  issue  such  permission  were  chal- 

lenged in  Mr.  Gilbert's  action.  Judge  Mc- 
Clain ruled  that  after  publication  and  per- 

formance of  the  words  and  music  together, 
the  two  became  parts  of  the  whole  and  rights 

of  composer  and  lyricist  could  not  be  segre- 
gated. 

NEW  D'ARCY  ACCOUNT: 

NEHI  CORP.  BUSINESS 

•  Old  billing  peak  regained 

•  Nehi  likely  to  stay  in  spot 

D'Arcy  Adv.,  St.  Louis,  which  suffered  a 
sharp  reversal  in  early  1956  when  it  lost 
the  $15  million  Coca-Cola  account,  has 
moved  steadily  ahead  since  that  date.  Last 

week,  D'Arcy  acquired  the  $3  million  ac- 
count of  the  Nehi  Corp.  (soft  drinks),  Co- 

lumbus, Ga.,  to  bring  its  billing  even  with 
the  approximate  $57  million  peak  attained 
in  1955. 

The  broadcast-conscious  Nehi  account 

was  resigned  by  Compton  Adv.,  New  York, 

several  weeks  ago  [Advertisers  &  Agen- 

cies, Aug.  4]  in  a  disagreement  over  "basic 
policy  decisions."  Nehi  products  include 
Royal  Crown  Cola,  Nehi  Flavor  and  Par-T- 
Pak  beverages. 

Media  plans  for  Nehi  have  not  been  set 
although  radio  and  tv  are  expected  to  play 

a  major  role.  During  the  three  years  the 
account  was  at  Compton,  an  approximate 
$2.5  million  annual  budget  (billings  go  up 

$500,000  this  year)  was  spent  this  way:  80% 
in  radio-tv  spot  and  20%  in  newspapers. 
This  formula  is  expected  to  continue  since 

Nehi  is  reported  to  have  "a  fairly  satisfac- 
tory sales  picture."  Though  the  company  is 

nationwide,  its  distribution  is  centered 

mainly  in  the  Midwest,  the  South,  and,  to 
a  slighter  extent,  on  the  Pacific  Coast.  It 
has  fewer  outlets  in  the  Northeast. 

The  account  will  be  handled  out  of 

D'Arcy's  New  York  and  Atlanta  offices. 
Frank  Weber  of  New  York  will  be  account 

supervisor  and  M.  L.  Boyd  of  Atlanta  will 
be  account  executive. 

Nehi  had  received  presentations  from 

several  agencies  over  an  eight-week  period. 
The  account  selection  was  conducted  by 

W.  H.  Glenn,  Nehi  president,  and  Samuel 
Harned,  an  advertising  consultant. 

D'Arcy  will  service  the  parent  franchiser 
and  its  460  bottlers  in  the  U.  S.  and  abroad. 

It  was  understood  that  a  strong  contribut- 

ing factor  in  the  selection  of  D'Arcy  was  its 
long  association  with  the  soft  drink  industry. 

D'Arcy  handled  Coca-Cola  49  years  until 
the  account  transferred  to  McCann-Erick- 
son  in  March  1956. 

D'Arcy  is  regarded  as  one  of  "the  hot- 

D'ARCY'S  NEW  BEVERAGES 

test"  agencies  in  new  business  acquisitions. 
The  agency  obtained  the  $5  million  Stude- 
baker-Packard  account  several  weeks  ago 
[Advertisers  &  Agencies,  Aug.  4]  al- 

though no  official  announcement  has  been 

made  and  last  January  acquired  the  $2  mil- 
lion Halo  account.  In  the  past  18  months 

it  has  gained  a  string  of  medium-sized  ac- 
counts which  has  enabled  the  agency  to  re- 
cover from  the  $15  million  Coca-Cola 

defection.  These  include  Bigelow-Sanford 

carpets,  portions  of  General  Dynamics  ad- 
vertising, Doyle  Inc.  (dog  food),  Ralston- 

Purina  Latin  American  advertising,  and 

Reddi-Wip  in  Canada. 

Stripe  Free  Time  Bid 

Claims  Good  Response 

The  Pepsodent  Div.  of  Lever  Bros,  claims 

it  is  getting  favorable  response  to  its  re- 
quest of  select  radio  (and  tv)  stations  for 

an  "open  spot"  to  talk  about  its  Stripe 
toothpaste. 

The  Pepsodent  solicitation  for  free  time 
was  revealed  in  a  letter  sent  to  stations  by 
John  M.  Williams,  brand  publicity  manager 

for  Stripe  [Closed  Circuit,  Aug.  11].  Mr. 

Williams,  noting  that  Stripe  is  being  in- 

troduced in  the  market  writes,  "The  thought 
occurs  that  you  might  have  an  open  spot 
to  discuss  this  colorful  new  weapon  against 

tooth  decay  on  one  of  your  shows"  in  a 
specified  weekly  period  in  August. 

Contacted  at  the  Lever  House  in  New 

York,  Mr.  Williams  acknowledged  Stripe's 
practice  of  asking  for  time  on  broadcast 

stations  and  space  in  newspapers  in  intro- 
ductory markets.  But,  he  added,  Lever 

buys  time  and,  moreover,  finds  that  where 
Lever  has  been  permitted  to  tell  its  story 
for  the  product  on  unpaid  time,  the  impact 

has  been  great — a  credit  for  the  broadcast media. 

Though  Lever's  Pepsodent  Div.  ostensibly 

is  not  holding  a  club  over  anybody's  head, 
the  advertiser  is  very  active  in  the  broad- 

cast media.  But,  as  one  peeved  station  offi- 
cial wrote  Mr.  Williams:  "In  view  of  the 

fact  that  following  an  eminently  successful 

radio  campaign,  your  company  abandoned 
radio  in  favor  of  tv  ...  it  seems  to  me 

that  your  request  for  free  time  to  extol 
the  merits  of  Pepsodent  is  to  use  your 

own  word  .  .  .  colorful."  The  official  pointed 
out  that  certain  competitive  toothpastes  are 
consistent  users  of  the  station  and  that  it 

would  be  a  "bit  awkward"  for  the  station 
to  donate  time  to  a  non-user. 

The  station  was  referring  to  the  Pepsodent 

switch  of  its  multi-million-dollar  radio  spot 
schedule  for  Pepsodent  toothpaste  to  spot 
tv  [Advertisers  &  Agencies,  March  3].  In 

that  changeover  Pepsodent  suddenly  can- 
celled its  radio  spots  which  ran  in  as  many 

as  200  markets  and  moved  rapidly  to  install 

tonnage  use  of  spot  tv  (largely  ID's). The  turnabout  aroused  a  segment  of 
the  radio  industry  including  several  station 
representatives  and  the  Radio  Advertising 
Bureau. 

Stripe,  a  neW  Pepsodent  toothpaste  that 
actually  is  striped  pink  and  white,  has  a 

spearmint  flavor  and  contains  hexachloro- 
phene  (claimed  as  a  bacteria  killer),  was 

Broadcasting August  18,  I95S    •    Page  51 
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PERCENTAGE  IN  COOK  BOOK  SPOT? 
introduced  late  last  fall.  By  winter,  the 

toothpaste  was  receiving  a  tv  test  in  two 
unidentified  cities  [Advertisers  &  AG)  N- 
cies,  Jan.  29].  Late  in  the  spring  after  six 

months  of  print  media-only  introduction, 

Stripe  fanned  out  to  about  half  the  country's 

selling  areas.  At  this  time,  spot  tv — a  "sub- 
stantial" schedule — was  brought  in  to  aug- 

ment the  Stripe  drive  [Advertisers  &  Agen- 
cies, June  16J.  Stripe  does  not  use  spot 

radio. 

The  two  toothpastes  are  handled  by  dif- 

ferent agencies:  Stripe  by  J.  Walter  Thomp- 
son Co.,  New  York,  and  Pepsodent  by 

Foote,  Cone  &  Belding,  also  New  York. 

Asked  about  Pepsodent's  bid  for  free 
plugs,  a  J.  Walter  Thompson  spokesman 

expressed  ignorance  but  observed  that  many 

companies  do  this  through  public  relations 

or  publicity  channels. 

According  to  Mr.  Williams'  request,  the 
Stripe  brand  manager  was  putting  together 

an  itinerary  of  open  spots  on  station  sched- 
ules. Idea:  he  would  talk  about  Stripe — 

a  dentifrice  with  a  bacteria  destroyer;  about 

tooth  care — Stripe  makes  it  more  fun  for 

youngsters;  and  "even  reveal  how  the  stripes 

are  put  on  Stripe." 

EWR&R  Publishes  Newsletter 

As  a  means  of  improving  communications 

both  within  the  agency  and  among  its  cli- 
ents, Erwin  Wasey,  Ruthrauff  &  Ryan  Inc. 

last  week  issued  the  first  edition  of  EWRR 

News,  a  newsletter  summarizing  develop- 
ments at  the  agency  over  the  past  few 

months.  The  agency  plans  to  issue  the  news- 
letter every  four  to  six  weeks  and  distribute 

it  both  internally  and  to  a  selected  list  of 

clients  and  to  prospective  clients.  The  first 
issue  included  information  on  the  1 1  new 

accounts  at  EWR&R  since  mid-April,  an 
article  on  economic  trends  and  their  effects 

on  various  media  and  an  essay  on  the  appli- 

cation of  social  science  to  marketing  and  ad- 
vertising. 

A  major  print-media  combine  plans  to 
take  a  new  and  heavier  plunge  into  spot 
television  this  fall.  But  once  again  it  will 

not  buy  at  card  rates  even  though  it  is 
spending  $100,000  on  production  of  the 

filmed  "commercials."  Instead  it  proposes 

to  reimburse  "cooperating"  stations  on  a 
modified  per-inquiry  basis. 

The  "sponsor"  is  Consolidated  Book 
Publishers,  a  subsidiary  of  a  sprawling  mid- 

west printing  empire,  Book  Production  In- 
dustries Inc.,  Chicago.  By  arrangement  with 

Hearst  Corp.,  Consolidated  is  acting  as 
sales  and  distribution  agent  for  a  series  of 

20  paper-bound  cook  books  sold  through 
supermarkets,  chain  and  independent  gro- 

cery stores  at  29  cents  each.  The  books  are 
edited  by  the  staff  of  Good  Housekeeping 

magazine  and  bear  that  publication's  well- 
known  "seal  of  approval."  Though  Con- 

solidated claims  ownership  of  the  books, 
Hearst  maintains  full  copyright. 

Hearst  uses  the  printing  and  production 
facilities  of  Consolidated-affiliated  Cuneo 
Press  (John  F.  Cuneo  Co.)  for  its  numerous 
magazines  and  American  Weekly  Sunday 

newspaper  supplement.  Hearst  only  recent- 
ly sold  its  GH  booklets  to  Consolidated. 

Consolidated  also  will  use  newspapers 

on  a  percentage  basis  to  move  its  newly- 
acquired  cook  books. 

This  is  how  the  plan  will  work.  Repre- 
sentatives of  Consolidated — probably  the 

field  sales  staff  of  Family  Weekly  Sunday 

supplement,  another  sister  division — will  ap- 
proach station  managers  (or  newspaper  ex- 

ecutives, as  the  case  may  be)  with  this 

proposition:  Advertise  the  Good  House- 
keeping booklets  and  thereby  win  additional 

grocery  store  advertising  revenue.  Should 
the  station  be  willing,  its  salesmen  will  talk 
to  local  or  regional  store  managers,  seek 
their  cooperation  and  perhaps  persuade 
them  to  buy  time  (cooperative  with  food 

'COMMERCIALS'  for  Consolidated  Book 
Publishers  will  promote  a  cook  book  series 
edited  by  the  Good  Housekeeping  magazine 

staff.  Station  payment  is  based  on  book  sales 

at  food  stores. 

distributors)  on  the  premise  that  "people 
just  don't  go  to  your  store  to  pick  up  the 
booklets  we  advertise;  they'll  surely  buy 

food  stuffs,  etc." With  the  groceries  stocking  and  display- 
ing the  booklets,  the  station  need  not  be 

concerned  with  mailing  out  the  booklets 

from  its  premises;  but  it  will  keep  tabs  on 
the  number  sold.  In  return  for  its  efforts 

(and  time),  stations  are  to  receive  an  esti- 
mated 6V2  %  of  the  total  retail  sales  on  the 

books — of  roughly,  IV2  to  2  cents  per 
book.  The  grocers  will  be  rewarded  with 

20-25%  of  guaranteed  sales  and  the  pub- 
lisher agrees  to  take  back  all  unsold  issues 

at  the  close  of  each  promotion.  (There 

being  20  books,  it  is  expected  there  will 
be  20  individual  promotions.) 

To  head  off  what  could  be  an  "unfair 
scramble"  (and  to  properly  gauge  media 
impact),  Consolidated  is  understood  to  be 

using  only  one  media  outlet  per  market — 

tv  or  newspaper — but  will,  "in  certain  in- 
stances," use  multi-media  facilities  "where 

it's  been  fully  worked  out  to  mutual  satis- 

faction of  all  parties  concerned." Hearst  officials  maintained  that  they  are 
not  contributing  toward  media  payments 
and  said  that  their  only  interest  in  the 

booklets  is  limited  to  "copyright  and  edito- 
rial matters."  Fred  Lewis,  vice  president 

and  general  manager  of  Hearst  Magazine 

Div.,  declined  to  specify  the  working  ar- 
rangement between  his  firm  and  consoli- 

dated, nor  would  he  disclose  purchase 
price.  Consolidated  officials,  contacted  in 

Chicago  last  week,  said  they  saw  "nothing 
unusual"  in  this  type  of  promotion  and 

claimed  they  have  been  doing  it  "for  a  long 
time."  But  they  noted  that  any  discussion 
of  the  newest  campaign  at  this  time  would 

be  "decidedly  premature." 
Consolidated  sales  vice  president  Walter 

C.  Dreyfus  said  his  firm  had  been  using 

tv  stations  in  "similar  promotions"  since 
1947.  Prior  to  taking  over  the  20  Good 

Housekeeping  books.  Consolidated  had  been 

promoting  two  of  its  own  publications,  also 

dealing  with  culinary  skills  and  also  retail- 
ing in  grocery  emporiums  for  29  cents. 

Consolidated  is  "not  ready"  to  talk  of 
duration,  but  it  was  learned  that  initially 

the  campaign  is  set  for  23  weeks  in  about 

C  O  LORC 

The  Next  10  Days 

of  Network  Color  Shows 

(all  times  EDT) 
CBS-TV 

Colorcasting  schedule  suspended  for 
summer. 

NBC-TV 

Aug.  18-22,  25-27  (12:30-1  p.m.)  It  Could 
Be  You,  participating  sponsors. 

Aug.  18-22,  25-27  (2:30-3  p.m.)  Haggis 
Baggis,  sustaining. 

Aug.  18,  27  (7:30-8  p.m.)  Haggis  Baggis, 
sustaining. 

Aug.  20,  27  (9-10  p.m.)  Kraft  Mystery 
Theatre,  Kraft  Foods  Co.  through  J.  Wal- 

ter Thompson. 

Aug.  21  (7:30-8  p.m.)  Tic  Tac  Dough, 
RCA  Victor  through  Kenyon  &  Eckhardt 

and  Warner-Lambert  through  Lennen  & 
Newell. 

AST  I  N  G 

Aug.  21  (10-10:30  p.m.)  The  Price  Is 
Right,  Lever  Bros,  through  J.  Walter 
Thompson. 

Aug.  22  (7:30-8  p.m.)  The  Big  Game, 
sustaining. 

Aug.  23  (8-9  p.m.)  Bob  Crosby  Show, 
participating. 

Aug.  24  (7-7:30  p.m.)  Noah's  Ark,  sus- taining. 

Aug.  24  (8-9  p.m.)  Steve  Allen  Presents 
Eydie  Gorme  &  Steve  Lawrence,  Ameri- 

can Machine  &  Foundry  through  Cun- 
ningham &  Walsh,  Procter  &  Gamble  and 

Greyhound  Corp.,  both  through  Grey 
Adv. 

Aug.  24  (9-10  p.m.)  The  Chevy  Show 
Chevrolet  through  Campbell-Ewald. 

Aug.  26  (8-9  p.m.)  The  Investigator,  RCA 
Whirlpool  through  Kenyon  &  Eckhardt 
and  Liggett  &  Myers  Tobacco  Co. 

through  McCann-Erickson. 

Page  52    •    August  18,  1958 
Broadcasting 



No  place  for  fishtails! 

Locale:  Greater  WOODIand  in  May 

Subject:  WOODIand's  Annual  Antique  Auto 
Tour 

Situation:  WOODIanders  by  the  droves  turn 

out  to  cheer  the  country's  most 
distinctive  antique  auto  affair 

WOODIanders  love  new  cars:  last  year  they  dropped 

$564,900,000  on  chrome  and  high  horse  power.  Once  a  year, 

though,  they  forsake  fancy  fishtails  to  flock  around  the  cars 

Gramps  used  to  drive.  The  dates  this  year  were  May  24-25 

and  about  100  lovable  old  clunkers  made  the  grand  tour 

through  greater  WOODIand.  WOOD-TV  is  always  up  front 

with  locally-inspired  programs  that  WOODIanders  want  — 

and  watch.  That's  why  WOOD-TV  is  WOODIand.  Ask  the 

Katz  man.  He'll  tell  you. 

WOOD-TV  is  first — morning,  noon,  night,  Monday 

through  Sunday — May  '58  ARB  Grand  Rapids 

WOOD-AM  is  first — morning,  noon,  night,  Monday 

through  Sunday — April  '58  Pulse  Grand  Rapids 

Everybody  in  Western  Michigan  is  a  WOODwatcher. 

WOOD 

AM 

WOODIand  Center,  Grand  Rapids,  Michigan 

WOOD-TV  -  NBC  Basic  for  Western  and  Central  Michigan:  Grand  Rapids, 

Battle  Creek,  Kalamazoo,  Muskegon  and  Lansing.  WOOD  -  Radio  -  NBC. 



6  to  60 

RADIO  RAHUL 

Rohall  Stations  attract  every  age  group  6 
to  60  with  every  catagory  of  programming 
.  .  .  news,  music,  sports  and  public  service 
events.  Your  product  is  sold  by  top  per- 

sonalities ...  on  these  top-rated  Hooper  and 
Pulse  stations. 

TAUMOWN.  C7 

Again  #1  Hooper,  May  and  June,  morning 
and  afternoon.  Try  the  afternoon  show  4  to  6 
p.  m.  with  Dopey  Duncan  and  Bob  Newman. 

Top  Pulse,  Manchester,  Concord,  Nashau  mar- 
kets. Morning  shows  5  to  10  a.m.  with  Chuck 

O'Neill  and  Norm  Bailey. 

5000  watts,  top  personality  station  in  the 
Tampa-St.  Petersburg  markets.  The  major 
league  game  of  the  day  station  for  the 
Florida  west  coast. 

BKKlEXW.mj 

1  Hooper,  morning,  noon  and  night.  Morn- 
ing shows  5  to  9:45  a.m.  with  Russ  Cooke 

and  Gary  Dent. 

Top  Pulse  in  rich  Montgomery  County  market. 
Morning  shows  6  to  9  a.m.  with  Tony  Bekas 
and  Don  Jones. 

sold  nationally  thru 

WEED  &  CO. 

Joe  Rahall,  President 

"Oggie"  Davies,  Gen.  Manager 

ADVERTISERS  &  AGENCIES  continued 

100  markets,  with  kick-off  date  planned  for 
this  fall  about  the  end  of  September  or 

early  October. 
Asked  whether  Consolidated  had  run  into 

station  resistance  or  had  been  told  by  sta- 
tions to  purchase  the  time  at  card  rate,  Mr. 

Dreyfus  said  not  yet. 

A  Consolidated  official  in  New  York  ex- 
pressed surprise  that  such  thought  should 

even  arise.  He  said,  "I  don't  see  why  there 
should  be  any  complaints — after  all,  the 
end  result  is  not  actually  what  a  station 

earns  today  but  what  it  earns  tomorrow." 
Explaining,  this  executive  asserted,  "This  is 
a  great  talking  point  for  station  manage- 

ment; they  can  offer  clear-cut  and  concise 
proof  that  it  was  their  message  and  theirs 
only  that  moved  the  books.  A  prospective 
local  advertiser,  f  would  think,  would  be 
much  more  impressed  with  this  kind  of 

statistical  fact  than  by  promises  of  audi- 
ence delivery.  Our  promotion  is  a  tool  with 

which  to  pry  out  additional  advertising 

business." Consolidated — its  parent  firm  and  sub- 

sidiaries— uses  no  radio-tv.  Two  other  divi- 

sions of  the  midwest  printing  combine — 
Family  Weekly  (featured  in  179  newspapers 
claiming  a  total  readership  of  4.5  million) 
and  Suburbia  Today  (a  new  colorgravure 
insert  for  daily  and  Sunday  newspapers, 

scheduled  to  bow  this  fall) — use  newspaper- 

oriented  trade  magazines  for  their  adver- 

tising programs.  Unlike  Hearst's  Good Housekeeping  magazine,  they  employ  neither 

air  medium  as  a  means  of  promoting  them- 
selves. Good  Housekeeping,  via  Grey  Adv., 

New  York,  is  understood  to  be  the  only 

Hearst  publication  to  make  consistent  use 
of  radio-tv  as  a  circulation  builder. 

Commercial  production  on  the  filmed  tv 
commercials  was  by  Wylde  Studios  Inc., 
New  York.  The  commercials  are  filmed  to 

be  adapted  to  local  cut-ins  and  come  in  248 
different  storyboards.  Star  of  the  commer- 

cial is  model-actress  Lou  Prentis;  the  pro- 
ducer is  Fred  Levinson,  co-owner  of  Wylde, 

and  script  is  by  Frank  Macauley,  a  free- 
lance radio  and  television  promotion  spe- 

cialist. 

BUSINESS  BRIEFLY 
WHO'S  BUYING  WHAT,  WHERE 

HOOP  SET  •  Spin-a-Hoop  Inc.  (toys), 

Chicago,  has  appointed  Friend-Reiss  Adv., 
N.  Y.,  and  will  place  its  initial  broadcast 
campaign  starting  Wednesday  (Aug.  20)  for 

13-week  run  in  10  major  markets.  Minute 

spots  and  ID's  will  run  in  locally-shown 
children's  programming.  Agency  already 
has  purchased  availabilities  in  New  York, 
Philadelphia,  Chicago,  Detroit  and  St. 
Louis  and  seeks  clearances  in  five  other 
cities. 

PAAR  FOR  COARSE  •  North  American 

Philips  Co.,  N.  Y.,  has  ordered  65  par- 
ticipations totaling  $450,000  on  NBC-TV 

Jack  Paar  Show  starting  in  September  for 
Norelco  shavers.  Business  was  placed  by 
C.  J.  La  Roche  Co.,  N.  Y. 

TRY-OUT  TOWNS  •  Corning  Glass  Works, 

Corning,  N.  Y.?  will  launch  test  campaign 

for  new  Corning  Ware  line  of  skillets,  cas- 
seroles and  sauce  pans  next  month,  using 

spot  tv  and  print  media  in  Providence,  R.  I., 

Boston,  Hartford  and  Springfield,  all  Massa- 
chusetts. Length  of  campaign  is  undeter- 

mined. Agency:  N.  W.  Ayer  &  Son,  Phil- 
adelphia. 

PRODIGAL  SOUP  •  Campbell  Soup  Co., 
Camden,  N.  Y.,  after  absence  of  five  years 

from  CBS  Radio,  will  sponsor  14  units 

weekly  of  IVi  minutes  each  in  network's daytime  serials  for  26  weeks,  starting  Sept. 

1.  Agency  is  BBDO,  N.  Y.  American  Home 
Foods  Div.,  American  Home  Products 

Corp.?  has  bought  four  weekly  five-minute 
units  of  CBS  Radio  daytime  serials  for  13 

weeks,  starting  Sept.  15.  Agency  is  Young 
&  Rubicam,  N.  Y. 

10  IN  LINEUP  •  Packard-Bell  Co.  will 

sponsor  play-by-play  of  17  games  of  Los 

Angeles  Rams  and  San  Francisco  49'ers 
professional  football  teams  on  special  net- 

work of  10  radio  stations  in  Oregon  and 

Washington  through  Robinson,  Jensen, 
Fenwick  &  Haynes.  Broadcast  will  be  fed 
live  from  KMPC  Los  Angeles  and  KSFO 
San  Francisco.  Stations:  KUGN  Eugene, 
KFJI  Klamath  Falls,  KYJC  Medford, 

KOIN  Portland,  KRNR  Roseburg  and 

KBZY  Salem,  all  Oregon;  KEPR  Kenne- 
wick,  KIRO  Seattle,  KXLY  Spokane  and 
KIMA  Yakima,  all  Washington. 

QUARTERBACKERS  •  Three  advertisers 

—  Sunbeam  Corp.,  Libbey-Owens-Ford 

Glass  Co.  and  Bayuk  Cigars — have  each 

signed  for  one-quarter  of  NBC-TV's  1958 schedule  of  NCAA  collegiate  football  games 
set  for  telecast  on  nine  dates  this  fall  Sept. 

20  through  Dec.  6.  Series  is  now  three- 

quarters  sold  out.  Agencies  are  Perrin-Paus 
for  Sunbeam,  Fuller  &  Smith  &  Ross  for 

L-O-F  and  Feigenbaum  &  Wermen  for 
Bayuk. 

SUMMER    PUNCH  •  Pacific  Hawaiian 

RANGER  IDENTIFIED 

The  most  familiar  phrase  in  Amer- 

ica today  is  the  Lone  Ranger's  "Hi- 
Yo,  Silver,"  George  Gallup,  director, 
American  Institute  of  Public  Opinion, 

reports.  The  fact  comes  from  a  poll 
by  the  institute  that  asked  Americans 
if  they  could  identify  individuals  out 

of  past  and  present  "history"  from  the 
phrases  they  had  uttered.  Pollsters 
found  that  the  next  best-known  phrases 

are  Mae  West's  "Come  up  and  see  me 
some  time"  and  Gen.  Douglas  Mac- 
Arthur's  "Old  Soldiers  never  die — 

they  just  fade  away."  The  Lone  Ran- ger is  celebrating  its  25th  anniversary 
on  radio-tv  this  year.  The  tv  program 

is  aired  by  158  ABC-TV  or  CBS-TV 
stations  weekly. 
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IN 

SAN  DIEGO 

KFMB-TV 

SENDS 

MORE 

PEOPLE 

AWAY 

FHOM 

HOME 

(TO  BUY) 

THAN 

ANYTHING! 

IS 

Most  exciting  western  action  of  all  is  not 

on  the  TV  screen . . .  It's  the  big,  exciting, 

booming  action  of  the  San  Diego  TV  audience 

of  which  KFMB-TV  has  the  lion's  share. 

For  instance,  all  of  San  Diego's  top  10 
TV  shows  are  on  KFMB-TV -29  of  the  top  30. 

If  you  want  to  send  customers  to 

supermarket,  drug  store,  auto  or  appliance 

showroom,  be  a  good  audience  when  the 

Petry  man  calls  on  you.  Better  yet  — 

you  call  him. 

KFMB-TV 
REPRESENTED  BY  v--^ '  - Edward  Petry  &  Co.,  Inc. SAN  DIEGO 





U.S.  MARSHAL 

is  a  cinch  to  draw  big  audiences  and  big  sales.  Can't 

miss,  in  fact,  since  it's  an  extension  of  the  fabulous 

"Sheriff  of  Cochise,"  which  hit  the  bull's  eye  in  mar- 
ket after  market ...  as  a  top  syndicated  TV  show. 

Now  John  Bromfield  has  all  of  Arizona  as  his  beat. 

Not  just  Cochise  County  alone.  And  you  can  look  for 

an  even  bigger  following  for  this  fast-moving  action 

thriller... with  Desilu  Studios  right  on  target  as  usual. 

Budweiser  Beer's  hep.  It's  snapped  up  a  good  number 
of  TV  markets  in  a  hurry,  but  many  others  remain 

open  for  you  to  benefit,  too.  So  take  aim  and  fire  a 

wire  or  phone  call  to  us  today. . .  to  get  in  on  these 

thirty-nine  half-hour  sure  shots  right  now! 

BOUGHT  BY  BUDWEISER  BEER  IN  MANY  MARKETS!  OTHERS  AVAILABLE! 

NATIONAL  TELEFILM  ASSOCIATES,  INC.  ̂ IHi  Mk 
COLISEUM  TOWER,  10  COLUMBUS  CIRCLE,  !  j 

NEW  YORK  19,  NEW  YORK,  JUDSON  2-7300  M^t    ■  ̂ wL. 

OFFICES:  ATLANTA,  BOSTON,  CHICAGO,  DALLAS,  HOLLYWOOD,  MEMPHIS,  MINNEAPOLIS, TORONTO,  LONDON 



5KW 

for  all  of 

Northeast 

Michigan 

Just  ONE  Big  Buy 

does  your  selling  job  in  all  of 

Northeast  Michigan.  WFDF's 
perfectly  tailored  signal  adds  to 

Flint  the  rich  Thumb  area,  Sagi- 
naw, Bay  City,  and  the  heart  of 

Michigan's  vacationland.  NCS  #2 
shows  W  F  D  F  as  the  outstate 

regional  leader,  and  this  BIG 

new  signal*  adds  even  more.  Let 
Katz  show  you  how  this  impor- 

tant new  coverage  makes  WFDF 
a  key  buy  for  Eastern  Michigan. 
"daytime 

WFDF-910
 

ADVERTISERS  &  AGENCIES CONTINUED 

Products  Co.  (Hawaiian  Punch)  through 
Fullcrton,  Calif.,  has  purchased  weekly 
Yankee  Weatherman  shows  heard  over  3 1 

Yankee  Network  affiliates  throughout  New 

England,  starting  today  (Aug.  18)  for  re- 
mainder of  summer.  Agency  is  Atherton, 

Mogge,  Privett  Jnc,  L.  A. 

STERN  STEERING  •  General  Motors 

Corp.,  on  behalf  of  its  truck  division,  has 
ordered  Tuesday,  Wednesday  and  Friday 

sponsorship  of  Mutual's  Bill  Stern  evening 
sportscast  (8:30-8:35  p.m.  EDT)  for  month 
of  September.  Agency  is  Kudner  Inc.,  N.  Y. 

WEST  COAST  WEATHER  •  Bristol  Myers 
Co.  (Bufferin)  is  new  Monday-Friday  spon- 

sor of  Weather  and  You  weathercasts  by 

Harry  Geise  over  CBS  Radio  Pacific  Net- 
work. Contract  for  13  weeks  on  25  stations 

was  placed  by  Young  &  Rubicam,  N.  Y. 

BIG  ECONOMY  LINEUP 

CUTS  COSTS— NBC-TV 

•  New  Nielsen  study  cited 

•  Case  made  for  reduced  C-P-M 

The  more  stations  an  advertiser  buys,  the 

less  he  pays — per  thousand  homes  reached. 

That's  the  thesis  of  a  special  research 
study  by  NBC-TV.  The  idea:  To  get  NBC 
advertisers  to  increase  their  station  lineups. 

"Study  after  study  has  established  the  fact 
that  as  an  NBC  advertiser  increases  his  pro- 

gram lineup  to  the  maximum  number  of 

stations,"  the  report  asserts,  "he  has  an  ad- 
vantage not  only  in  reaching  more  homes 

but  also  in  a  decreasing  cost-per-thousand. 

An  investigation  of  Nielsen  data  demon- 
strated this  and  showed  in  practically  all 

cases  a  2-1  advantage  of  the  increased  de- 

livered audience  over  the  increased  cost." 

As  one  example,  the  study  cited  San- 
dura's  60-station  lineup  on  the  daytime 

Price  Is  Right:  "By  expanding  the  lineup 
to  include  the  135  NBC  stations  carrying 

the  program,  the  audience  increased  64% 

and  the  cost  increased  only  37%.  The  addi- 
tional 75  stations  lowered  the  cost-per- 

thousand  per  commercial  minute  to  $1.19 

from  Sandura's  cost-per-thousand  per  com- 
mercial minute  of  $1.42.  These  additional 

LESS  TO  LOSE 

Monday,  April  6,  1959,  has  been 
set  as  the  date  of  the  31st  annual 

Academy  Awards  ceremonies  of  the 
Academy  of  Motion  Pictures  Arts  and 
Sciences,  Academy  President  George 
Stevens  announced.  The  Monday  date 
was  set,  he  said,  in  deference  to 
theatre  operators  who  complained 
that  the  traditional  Wednesday  evening 
cut  into  their  midweek  ticket  sales. 

The  motion  picture  industry  will 

again  sponsor  the  awards  telecast  on 
NBC-TV,  picking  up  the  costs  of 
more  than  $500,000  in  order  to  keep 
the  event  centered  on  motion  pictures 
throughout,  without  interruption  by 
commercials  of  an  outside  advertiser. 

Page  58    •    August  18,  1958 Broadcasting 



AT  THE  FINISH  LINE 

IN  LOUISVILLE: 

WAKY-49.1 

SECOND  STATION— 10.8% 

(July-August  1958  Hooperating) 

The  race  is  over!  And  WAKY  has  run  away  with  Louisville's  radio  day. 

In  the  July  28  issue  of  BROADCASTING,  WAKY's  blind  ad  offered  $500 

in  cash  to  the  three  timebuyers  who  most  accurately  handicapped  the 

leading  station  in  the  July-August  Louisville  Hooper. 

The  Winners: 

D.  T.  Ellaman,  Jr. 

BBD  &  0 

New  York 

Marvin  Berns, 

J.  Walter  Thompson 

Chicago 

Jordan  Phee, 

Maxon,  Inc. 

Detroit 

»  »  » 

$250 

$150 

$100 

who  predicted  48.6% 

share  of  audience 

who  predicted  47.8% 

share  of  audience 

who  predicted  46.5% 

share  of  audience 

The  Hooper  July- August  all  day  report  showing  WAKY  with  a 

49.1%  share  of  audience  is  confirmed  by  the  July-August  Trendex 

which  gives  WAKY  a  51%  all  day  coverage. 

Many  thanks  to  all  who  entered! 

W  A  K  Y 

IN  McLENDON  OWNERSHIP  WITH: 

BCL1F KILT KTSA KEEL 

DALLAS HOUSTON SAN  ANTONIO SHREVEPORT 

all  five 

represented  by JOHN  BLAIR  &  CO. 
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ADVERTISERS  &  AGENCIES  continued 

stations  were  bought  at  a  cost-per-thousand 

per  commercial  minute  of  $0.83." 
Using  ratings  data  compiled  by  the  Niel- 

sen company  for  the  full  complement  of 

NBC-TV  stations,  the  network  research  de- 

partment prepared  figures  on  cost-per-thou- 
sand per  commercial  minute  (C-M-CM)  for 

the  average  daytime  quarter-hour  and  the 
average  nighttime  half-hour. 

The  C-M-CM  for  the  average  daytime 

quarter-hour  program  was  $1.68  if  the 
station  lineup  was  limited  to  the  59  basic 
stations;  it  dropped  to  $1.54  if  20  other 
stations  were  added,  to  $1.48  if  the  total 
were  raised  to  99  stations,  to  $1.43  for  119 
stations,  to  $1.41  for  137,  and  to  $1.38  for 
189  stations.  At  the  same  time  the  Nielsen 

average  audience  went  from  2,719,000 

homes  with  the  59-station  lineup  to  4,408,- 
000  homes  with  189  stations. 

For  the  average  nighttime  half-hour  the 
C-M-CM  ranged  from  $4.41  for  the  59- 
station  basic  group  down  to  $3.53  with  the 
full  network  of  189  stations.  The  average 

audience  meanwhile  increased  from  6,015,- 

000  homes  to  9,229,000  homes  through  ex- 
pansion to  the  full  network. 

In  a  specific  example,  the  study  showed 

that  Sterling  Drug,  whose  C-M-CM  on  a  100- 
station  Price  Is  Right  daytime  lineup  was 
$0.87,  could  get  this  figure  down  to  $0.85  by 

increasing  to  137  stations  (9%  gain  in  audi- 
ence for  7%  gain  in  cost,  with  C-M-CM 

for  the  37  additional  stations  totaling  $0.65). 

(Sterling  Drug  not  only  was  impressed  by 

these  figures  but  went  even  further  and  ex- 

ACTIVITY 
HOW  PEOPLE  SPEND  THEIR  TIME 

OUR 

GIRL 

WJIM-TV 
covering 

Lansing  -  Flint  -  Jackson  for  CBS 

There  were  125,435,000  people  in  the  U.  S.  over  12  years  of  age  during  the  week 

Aug.  3-9.  This  is  how  they  spent  their  time. 

62.8%  (78,773,000)  spent  1,351.1  million  hours)   watching  television 
57.9%  (72,627.000)  spent     996.9  million  hours    listening  to  radio 
84.3%  (104,899,000)  spent     425.3  million  hours    reading  newspapers 
33.0%  (41,394,000)  spent     193.6  million  hours    reading  magazines 
25.2%  (31,666,000)  spent     350.2  million  hours    .     watching  movies  on  tv 

46.5%  (58,329,000)  spent     247.9  million  hours    attending  movies* 

These  totals,  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published 

exclusively  by  Broadcasting  each  week,  are  based  on  a  48-state,  random  dispersion 

sample  of  7,000  interviews  (1,000  each  day).  Sindlinger's  weekly  and  quarterly 
"Activity"  report,  from  which  these  weekly  figures  are  drawn,  furnishes  comprehen- 

sive breakdowns  of  these  and  numerous  other  categories,  and  shows  the  duplicated 
and  unduplicated  audiences  between  each  specific  medium.  Copyright  1958  Sindlinger 
&  Co. 

t  Hour  totals  are  weekly  cumulative  figures.  People,  numbers  and  percentages,  are  figured 
on  an  average  daily  basis. 

*  All  people  figures  are  average  daily  tabulations  for  the  week  with  exception  of  the  "attend- 
ing movies"  category  which  is  a  cumulative  total  for  the  week.  Sindlinger  tabulations  are 

available  within  2-7  days  of  the  interviewing  week. 

SINDLINGER'S  SET  COUNT:  As  of  Aug.  1,  Sindlinger  data  shows:  (1)  110,071,000 
people  over  12  years  of  age  see  tv  (87.8%  of  the  people  in  that  age  group); 
(2)  42,656,000  U.  S.  households  with  tv;  (3)  46,965,000  tv  sets  in  use  in  U.  S. 

panded  its  lineup  for  fall  to  include  the  full 
network,  according  to  NBC  authorities.) 

The  research  study  cited  a  number  of 

other  specific  programs  to  show  that  their 
advertisers,  by  increasing  station  lineups, 
could  add  substantially  to  the  number  of 

homes  reached — with  the  cost-per-thousand 

for  these  additional  homes  in  all  cases  run- 

ning well  below  the  C-P-M  for  the  existing 

lineup.  The  study  used  audience  data  for 
last  fall  and  winter,  in  anticipation  of  this 

fall's  selling  season. 

AGENCY  APPOINTMENTS 

General  Precision  Lab.  Inc.,  Pleasantville, 

N.  Y.  (Industrial  Products  Div.),  names 

Paul  R.  Posakony  Co.,  Denver,  Colo.,  for 
states  of  Colorado,  Utah  and  Wyoming. 

Acousticon  Hearing  Aids  (Midwest  Div.) 

appoints  Mohr  &  Eicoff,  N.  Y.  and  Chicago, 
to  handle  radio-tv  test  campaign  in  Chicago 
area.  Feature  will  be  hearing  tests  during 
commercials  for  listeners  and  viewers. 

Adam  Scheidt  Brewing  Co.,  Norristown, 

Pa.,  names  Gray  &  Rogers,  Philadelphia, 

for  Valley  Forge  beer,  Prior  beer  and  Rams 
Head  ale. 

Goodwin  Co.  (brick  and  tile  manufacturer), 

Des  Moines,  Iowa,  names  Nelson  Adv., 
there. 

Are!  Inc.  (importer,  distributor  and  manu- 
facturer of  cameras  and  photographic  sup- 

plies), St.  Louis,  appoints  Gardner  Adv. 

Co.,  there. 

Inland  Homes  Corp.,  Piqua,  Ohio,  appoints 

Geyer  Adv.,  Dayton.  Radio-tv  account  has 
been  serviced  by  Farson,  Hugg  &  Northlich 
Inc.,  Cincinnati. 
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Max  Factor  &  Co.  last  week  transferred  ad- 

vertising of  new  Hi-Society  lipstick  from 
Anderson-McConnell  to  Kenyon  &  Eck- 
hardt.  As  K&E  had  already  been  named 

agency  for  firm's  Hi-Fi  lipstick,  it  now  is  in 
charge  of  advertising  for  both  Factor  lip- 

stick lines. 

A  &  A  SHORTS 

Smith  &  Dorian  Inc.,  New  York  public  re- 
lations-advertising agency,  has  moved  to 

larger  New  York  headquarters  at  39  W. 55th  St. 

Wesley  Assoc.,  New  York  advertising  agen- 
cy, announces  change  of  address  to  630 

Fifth  Ave.,  N.  Y.  20.  Telephone:  Judson 2-8050. 

Fitzgerald  Adv.  Agency,  New  Orleans, 

has  opened  office  in  Dallas,  Tex.  James  P. 
Anderson,  formerly  executive  v. p.  of  Crook 

Adv.  Agency,  Dallas,  is  v.p.  in  charge  of 

Fitzgerald's  new  office. 

Ward,  Frojen  Adv.  has  shifted  its  offices 

to  new  quarters  in  Texas  Bldg.,  3350  Wil- 
shire  Blvd.,  L.A.  5,  Calif.  Telephone  Dun- 

kirk 1-2107. 

Heintz  &  Co.,  L.A.  and  S.F.  agency,  an- 
nounces merger  of  Herbert  E.  Hill  Adv. 

accounts  and  personnel  with  Heintz.  Former 

president  Herbert  E.  Hill  becomes  v.p.  and 
member  of  board  of  directors.  Other  Hill 

personnel  involved  are  Bernard  F.  Klein  to 

v.p.  and  member  of  Plans  Board  Committee 
and  Robert  Lawrence  to  member  of  Plans 

Board  Committee  and  art  director  of  In- 
dustrial Adv.  Dept. 

Broadcasting 



YOU'LL  HAVE  THE  AUDIENCE... 

There's  an  audience  waiting  to  jack  up  the  time-period 

that's  proving  to  be  your  trouble  spot.  Here's  the  show 
that  does  that  job— fast! 

Why  does  "Public  Defender"  build  solid  audiences  — 
fast?  These  are  the  reasons : 

-k  It's  loaded  with  sleuthing  suspense  and  terrific 
excitement,  yet . . . 

•k  It's  a  family-type  show,  with  no  gore  and  no  bodies, 
and . . . 

*  The  star,  Reed  Hadley,  has  tremendous  popularity 
with  women.  In  addition  . . . 

ic  It's  a  big-budget,  carefully  made,  quality  show. 

An  audience  pleaser— both  sexes,  all  ages,  and  right  for 

stripping.  Any  or  all  of  the  69  segments  of  "Public 
Defender"  will  do  a  bang-up  job  for  you  . . .  morning,  noon, 
or  night!  To  tighten  up  your  programming  right  now 

Call  your  Interstate  Television  representative ! 

REED 

HADLEY 

as  the 
PUBLIC  DEFENDER 

NEW  YORK,  N.  Y.,  445  Park  Avenue,  MUrray  Hill  8-2545 

SAN  FRANCISCO,  CAL,  260  Kearny  Street 

CHICAGO,  ILL,  Allied  Artists  Pictures  Inc.,  1250  S.  Wabash  Avenue 

DALLAS,  TEXAS,  2204-06  Commerce  St. 

GREENSBORO,  N.  C,  3207  Friendly  Road 

TORONTO,  CANADA,  Sterling  Films  Ltd.,  King  Edward  Hotel 

rrte  rstate 

levision 
CORPORATION 
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NETWORKS 

CBS  PROFITS  RUN  AHEAD  OF  RCA 

•  Midyear  report  shows  CBS  net  of  $27.3  million 

•  RCA  leads,  however,  after  allowing  for  federal  taxes 

For  the  first  time,  CBS  Inc.  in  the  first 

half  of  1958  surpassed  RCA  in  net  profits 
(before  federal  income  tax). 

The  CBS  midyear  report  (see  below) 

shows  a  pre-income-tax  net  of  $27,287,556 
on  total  sales  and  revenues  (after  discounts) 

of  $201,433,378.  RCA's  report,  issued  in 
July,  showed  a  net  of  $27,088,000  (before 

federal  income  taxes)  on  a  total  of  $542,- 
554,000  [Manufacturing,  July  28]. 

After  provision  for  federal  income  taxes, 

RCA's  net  profits  are  still  ahead  of  CBS 
Inc.  by  a  little  more  than  $1  million.  RCA 

allocated  half  its  pre-tax  net  to  federal  in- 
come tax  ($13,544,000),  so  its  net  profit 

also  came  out  to  that  figure.  CBS  allocated 
$14,766,000,  leaving  $12,521,556  as  net 

profit. 
Both  companies  pointed  out  in  their 

statements  that  the  figures  are  subject  to 

year-end  adjustments  and  audit.  In  addi- 
tion, RCA  noted  specifically  that  its  net 

profits  figures  "are  necessarily  based  in  part 
on  approximations."  It  also  noted  that 
starting  last  Jan.  1  it  figured  depreciation 

of  "certain  standard  manufacturing  facili- 
ties" on  the  straight-line  rather  than  an 

accelerated  basis  and  that  this  "results  in 
a  reduction  of  depreciation  charges  by 

$500,000  per  quarter  after  income  tax  in 

1958." 

The  consolidated  net  income  of  CBS 

Inc.  for  the  first  half  of  1958  totaled  $12,- 

521,556,  up  $2.3  million  from  the  $10,- 
199,193  recorded  in  the  same  period  of 

1957,  board  chairman  William  S.  Paley  an- 
nounced at  a  board  meeting  last  Wednes- day. 

The  total  was  described  as  a  record  six- 
months  figure. 

Net  revenues  and  sales,  also  said  to 

represent  a  six-month  record,  were  pegged 

at  $201,433,378  as  compared  to  $186,798,- 
814  in  the  first  half  of  1958. 

First-half  earnings  were  equivalent  to 
$1.59  per  share,  as  against  $1.33  per  share 
for  the  same  period  of  1957.  Per  share 
earnings,  it  was  explained,  were  calculated 

on  the  average  number  of  shares  outstand- 

ing during  the  respective  six-month  periods 

(7,881,400  in  1958  and  7,651,461  in  1957). 

The  board  declared  a  cash  dividend  of 
25  cents  a  share  on  Class  A  and  B  stock, 

payable  Sept.  12  to  stockholders  of  record 
at  the  close  of  business  Aug.  29. 

'Rawhide'  Bites  Dust  at  CBS-TV 

When  Sponsor  Fails  to  Turn  Up 

There'll  be  one  less  western  on  tv  next 
season — at  least  for  the  first  13  weeks. 

Scratched  at  CBS-TV:  Charles  Marquis 

Warren's  Rawhide,  originally  scheduled  for 
Mondays,  7:30-8:30  p.m.  effective  Sept. 

29.  The  hour-long  "adult  western"  reportedly 
had  been  close  to  finding  a  buyer — Reynolds 
Metals  Co. — but  at  the  last  minute,  Reynolds 

bought  full  sponsorship  of  ABC-TV's  Walt 
Disney  Presents  on  an  alternate-week  basis 
[Advertisers  &  Agencies,  Aug.  4].  Find- 

ing no  new  takers,  CBS-TV  last  week  con- 
firmed it  would  be  dropping  Rawhide,  but 

indicated  it  would  once  again  make  it  avail- 
able to  advertisers  after  the  first  of  the 

year. 

In  its  place,  CBS-TV  will  schedule  two 
half-hour  programs,  Name  That  Tune,  a 
perennial  musical  quiz  that  has  had  no 
difficulty  in  past  seasons  finding  interested 

bankrollers;  the  8-8:30  p.m.  slot  as  of 
Thursday  (Aug.  14)  was  still  unfilled. 

While  reasoning  that  on  Mondays  two 

half-hour  programs  should  have  less  trouble 
finding  advertisers  than  an  hour  series,  CBS- 
TV  is  adopting  a  different  philosophy 

towards  Wednesdays.  There,  it  has  with- 
drawn two  half-hour  film  entries — Official 

Films'  The  Invisible  Man  (8-8:30  p.m.)  and 
Ziv's  World  of  Giants  (8:30-9  p.m.)— and 
will  instead  attempt  to  lure  sponsors  with 

a  live,  hour-long  series  titled  Pursuit. 

ABC-TV  Regional  Meets  Open; 
Affiliates  Learn  of  Promotion 

The  first  of  a  series  of  two-day  regional 

meetings  is  being  held  by  ABC-TV  in  New 
York's  Hotel  Warwick  beginning  today 

(Aug.  18).  The  schedule  continues  with 

meetings  at  Chicago's  Hotel  Sheraton-Black- 
stone  (Aug.  21,  22);  Statler-Hilton,  Dallas 

(Aug.  25,  26);  Sheraton  Palace,  San  Fran- 
cisco (Aug.  28,  29).  It  is  expected  that  rep- 

resentatives of  more  than  70  ABC-TV  affil- 

iates will  attend  the  sessions  on  exploitation- 
publicity-promotion  advertising. 

"During  the  past  season,  ABC-TV  affili- 
ates staged  some  of  the  most  successful  pro- 

motion, publicity  and  exploitation  cam- 

paigns in  the  history  of  the  industry," Michael  J.  Foster,  vice  president  in  charge 
of  press  information  for  the  network,  said, 

adding,  "we  believe  that  these  sessions  will 
help  provide  an  exchange  of  ideas  as  well 
as  fresh  ideas  for  the  stations  and  the  net- 

work, which  can  be  translated  into  even 

more  successful  promotion  for  the  1958-59 
season"  Mr.  Foster  will  attend  the  New 
York  and  Chicago  meetings;  Ernest  Stern, 

director  of  press  information  for  the  net- 

work's western  division,  will  take  part  in 
the  Dallas  and  San  Francisco  meetings.  Sid 
Mesibov,  network  director  of  exploitation, 
and  Dean  Linger,  director  of  advertising 
and  promotion,  will  attend  all  four  sessions. 

BREAKDOWN  ON  CBS'  RECORD  HALF 

Six  Months  Ended 

June  28,  1958(26  Weeks)  June  29,  1957  (26  Weeks) 

net   revenues   and   sales    .    .    .      $201,433,378  $186,798,814 
Deduct: 

operating  expenses 
and  cost  of  goods 

sold   $138,385,713  $130,440,592 

selling,  general 
and  administrative 

expenses    ....        34,051,811  30,605,181 

provision  for  de- 
preciation and  am- 

ortization of  fixed 

assets     ....  2,642,776  2,966,225 

175,080,300  164,011,998 

26,353,078  22,786,816 
MISCELLANEOUS    INCOME,    LESS  MISCEL- 

LANEOUS    deductions                                   934,478  837,623 

INCOME     BEFORE     FEDERAL     TAXES  ON     
income   27,287,556  21,949,193 

provision  for  federal  taxes  on  income       14,766,000  1  1,750,000 

NET   INCOME   FOR   PERIOD      ....  $    12,521.556  $  10,199.193 

EARNINGS  PER  SHARE   (NOTE   1)      .      .  $1.59  $1.33 

Italics  denote  red  figure 

NOTES: 

1.  Earnings  per  share  are  calculated  on  the  average  number  of  shares,  7,881,400  in  1958 
and  7,651,461  in  1957,  outstanding   during  the   respective  six  month  periods. 

2.  The  1958  results  are  subject  to  year  end  adjustments  and  to  audit  by  Lybrand,  Ross 
Bros.    &  Montgomery. 

August  13,  1958 
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Civil  War  Spectaculars 

Discussed  by  ABC,  WB 

One  hundred  years  after  the  Civil  War, 

that  noted  conflict  will  be  fought  again — 
only  this  time,  on  television. 
ABC  is  understood  to  have  commissioned 

Warner  Bros.  Pictures  to  produce  a  series 

of  filmed  spectaculars  dramatizing  the  ma- 
jor skirmishes  and  other  events  of  the  un- 

happy period  of  1861-65. 
The  plan,  if  it  comes  to  fruition,  not  only 

would  put  ABC-TV  in  the  "spectacular 
league" — a  league  it  has  more  or  less  left 
to  its  competitors;  it  would  also  be  an  ex- 

ample of  some  very  long-range  thinking  on 
the  part  of  the  network.  The  series  would 

not  premiere  until  Jan.  9,  1961 — the  100th 
anniversary  of  the  firing  on  Ft.  Sumter. 

ABC-TV  President  Oliver  Treyz  Thurs- 
day (Aug.  14)  explained  that  the  production 

deal  was  "a  contract  unto  itself"  and  had 
no  connection  with  the  long-term  ABC- 
Warner  agreement  under  which  that  film 
company  produces  a  number  of  exclusive 

ABC-TV  properties.  Mr.  Treyz  described 

the  proposed  programs  as  "the  biggest  and 
finest  things"  tv  has  planned  to  date,  said 
that  the  network  and  the  studio  would  en- 

gage "top-notch"  civil  war  historians  to 
work  on  the  project.  He  indicated  that 

"several  advertisers"  already  had  been  con- 
tacted and  that  "great  enthusiasm"  had 

been  expressed  on  their  part.  He  declined 

to  identify  them,  nor  would  he  discuss  fi- 
nancial arrangements. 

But  he  indicated  that  the  series  would  be 

done  on  a  monthly  basis  with  each  pro- 
gram being  telecast  on  precisely  the  100th 

anniversary  of  a  certain  event  of  the  four- 
year-long  war. 

Warner  Bros,  has  been  a  principal  sup- 
plier to  ABC-TV  of  filmed  tv  programming. 

Among  the  WB-produced  shows  on  ABC- 
TV  now  or  next  season:  Maverick,  Lawman, 

Cheyenne  and  Sugarfoot.  ABC-TV  hopes 
to  find  advertisers  for  a  number  of  other 

Warner  properties  it  has  title  to — among 
them,  77  Sunset  Strip,  Room  For  One  More, 

Public  Enemy,  It's  Genuine  and  Colt  .45 — 
the  last  named  an  ABC-TV  entry  spon- 

sored last  season  by  Mennen  Co.  and 

Campbell  Soup  Co.,  and  up  for  hire  once 
more. 

Civil  War  buffs  heretofore  held  to  reliving 
their  strategy  and  politics  in  bookform, 
may  not  have  to  wait  until  the  1960s,  how- 

ever, to  see  the  battles  of  Shiloh,  Manas- 
sas, Vicksburg,  refought  on  tv.  NBC-TV 

reportedly  is  working  out  a  contract  with 
playwright  Dore  Schary,  former  MGM  stu- 

dio production  head,  to  write  and  pro- 
duce a  series  of  90-minute  Civil  War  films. 

They  would  be  scheduled  in  the  1959-60 

season.  ABC-TV's  proposed  series  would 
run  even  longer — to  two  hours  each — and 
production  costs  might  well  exceed  $500,- 
000  apiece,  Mr.  Treyz  confirmed. 

AB-PT  Declares  Dividend 

American  Broadcasting-Paramount  Thea- 
tres board  of  directors  has  declared  the 

third  quarterly  dividend  of  25  cents  per 
share  on  the  outstanding  preferred  stock 
Broadcasting 

and  25  cents  per  share  on  the  outstanding 
common  stock  of  the  corporation,  payable 
Sept.  15  to  holders  of  record  on  Aug.  22, 

according  to  Leonard  H.  Goldenson,  AB- 
PT  president. 

ABC-TV  Signs  Pittsburgh  Ch.  4 

WTAE  (TV),  new  ch.  4  station  in  Pitts- 
burgh, has  been  signed  as  a  primary  vhf 

affiliate  of  ABC-TV  effective  Sept.  14,  it  was 
announced  jointly  last  week  by  Franklin  C. 
Snyder,  general  manager  of  the  station,  and 

Oliver  Treyz,  ABC-TV  president.  This  gives 
Pittsburgh  a  primary  affiliate  for  each  of  the 

three  television  networks,  KDKA-TV  being 
affiliated  with  CBS-TV  and  WIIC  (TV)  with 
NBC-TV.  Prior  to  the  signing  of  WTAE  by 
ABC-TV,  KDKA-TV  served  as  a  secondary 
affiliate  of  that  network. 

NETWORK  SHORTS 

NBC-TV  will  program  County  Fair,  day- 
time variety  show  starring  Bert  Parks,  Mon- 

day-Friday 4:30-5  p.m.,  beginning  Sept.  22. 
New  program  will  take  time  period  now 

occupied  by  third  quarter-hour  segment  of 
Queen  for  a  Day  and  by  Modern  Romances 
(4:45-5  p.m.). 

ABC-TV's  ESP  series  based  on  extra-sen- 
sory perception  changed  its  title  Aug.  8  to 

Tales  of  ESP  and  henceforth  will  feature 

half-hour  dramatizations  based  on  "sixth 

sense."  Program  is  seen  Friday  9-9:30  p.m. 

NBC-TV    has    named    Albert  McCleery, 
senior  executive  producer,  to  produce  new 

The  Film  Producers  Assn.  of  New  York 

reported  last  week  it  plans  to  ask  Congres- 
sional investigation  of  television  network 

activity  in  the  production  of  videotape  com- 
mercials as  a  prelude  to  a  possible  antitrust 

action. 

Herbert  Burstein,  counsel  for  FPA,  was 

in  Washington  Wednesday  and  Thursday 

(Aug.  13-14),  conferring  with  Congression- 
al committee  aides  in  an  effort  to  determine 

which  group  might  explore  FPA's  charges. 
FPA's  main  contention  appears  to  be  that 
network  efforts  to  capture  a  large  share  of 
the  videotape  commercial  field  could  be 

ruled  "monopolistic"  in  that  the  networks 
would  control  the  time,  the  program  (in 

many  cases)  and  the  commercials. 
Another  contributing  factor,  according  to 

FPA,  is  that  network  pricing  policies  could 

be  more  competitive  than  that  of  independ- 
ent producers  because  the  networks  con- 

ceivably could  produce  taped  commercials 
more  economically  for  a  sponsor  signed  for 

a  particular  show  and  a  particular  time  pe- 
riod. FPA  feels  this  could  constitute  re- 

straint of  trade. 

FPA's  35  member  producers  in  New 

York  are  reported  to  be  "fearful"  that  net- 
works will  invade  a  field  they  consider  tradi- 

tionally to  be  theirs.  They  have  no  com- 
plaints about  the  network  production  of 

taped  commercials  on  live  programs  which 
in  the  past  have  used  live  commercials.  FPA, 

live  color  tv  series,  The  Further  Adventures 

of  Ellery  Queen,  beginning  Sept.  26  (Fri. 
8-9  p.m.).  Mr.  McCleery  has  produced  and 

directed  104  "Hallmark"  programs  from 
West  Coast  as  well  as  producing  667  NBC 
Matinee  Theatre  telecasts  from  California. 

Mr.  McCleery  has  named  Ethel  Frank  and 
Darrell  Ross  as  associate  producers  on  new 
series.  Both  have  been  associated  with  him 

for  several  years  on  various  tv  dramatic 
series. 

Mutual  announced  last  week  that  77  affili- 

ates in  nation's  top  100  markets  have  noti- 
fied network  they  will  carry  weekly,  fall 

schedule  of  collegiate  football  games,  Sept. 

27  through  Nov.  29.  MBS  Sports  Director 
Frank  Erwin  pointed  out  that  stations  were 
notified  of  complete  schedule  on  Aug.  7  and 
week  later  more  than  77  stations  informed 

network  they  would  carry  broadcasts. 

NBC-TV,  effective  Dec.  13,  will  add  col- 
legiate basketball  coverage  to  its  sports 

programs  for  14  consecutive  weeks,  save 
for  week  of  Dec.  27,  when  network  carries 

all-star  football.  Collegiate  Basketball  Game 
of  The  Week  will  be  seen  Saturdays,  moving 

pro-basketball  games,  formerly  seen  Satur- 
days, to  Sunday  afternoons. 

NBC  Radio  will  present  Don  Ameche's  Real 
Life  Stories  as  lead-off  program  in  two-hour 
block  of  afternoon  dramas,  starting  Sept.  8. 

Program  will  be  carried  each  weekday 

(2:05-2:30  p.m.),  replacing  True  Confes- sions. 

a  spokesman  said,  has  received  reports  that 
networks  also  plan  to  set  up  independent 

companies  which  would  compete  more  fa- 
vorably than  FPA  member  organizations. 

Already  FPA  has  attempted  to  enlist  the 

support  of  the  International  Alliance  of 
Theatrical  Stage  Employes.  A  memorandum 

on  the  videotape  situation,  prepared  by  Wal- 

lace A.  Ross,  FPA's  public  relations  counsel, 
was  sent  to  top  officials  of  IATSE  for  con- 

sideration during  the  union's  annual  con- 
vention in  St.  Louis  two  weeks  ago.  The 

subject  was  not  brought  up  at  the  convention 
although  FPA  later  was  notified  that  union 
officials  are  still  exploring  the  situation. 
IATSE  technicians  hold  jurisdiction  at  many 
of  the  film  studios  but  have  only  nominal 
representation  at  the  networks  in  certain  job 
functions.  The  technicians  at  NBC  and  ABC 

are  represented  largely  by  National  Assn.  of 
Broadcast  Employes  &  Technicians  and  at 

CBS  by  International  Brotherhood  of  Elec- 
trical Workers. 

An  FPA  source  reported  there  is  a  move- 
ment afoot  within  the  organization  to  estab- 

lish a  videotape  center  in  New  York.  It  is 

felt  such  a  centralized  set-up  could  lead  to  a 
more  economic  operation  and  enable  inde- 

pendent producers  to  compete  more  favor- 

ably with  networks. 
Spokesmen  for  NBC,  ABC  and  CBS  de- 

cline to  comment  on  the  FPA  development. 
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CLEARS  OPPOSE  FCC  DUPLICATION, 

WANT  POWER  HIKE  ON  20  STATIONS 

•  Clear  Channel  Bcstg.  Service  repeats  750  kw  request 

•  CBS,  Westinghouse,  WGN,  KSL,  others  file  comments 

Early  comments  last  week  in  the  FCC's 
proposed  rule-making  to  duplicate  12  Class 
I-A  am  clear  channels  were  preponderantly 
against  the  FCC  proposal.  Deadline  was  last 
Friday  (Aug.  15).  For  other  comments  see 
At  Deadline. 

Making  a  strong  case  for  higher  power — 
up  to  750  kw — for  clear  channel  stations 
were  Clear  Channel  Broadcasting  Service, 

CBS,  Westinghouse  Broadcasting  Co.  and 
WGN  Chicago.  These  opposed  the  FCC 

proposed  rule-making,  along  with  NBC, 
KSL  Salt  Lake  City,  the  National  Grange 
and  American  Farm  Bureau  Federation. 

WCIL  Carbondale,  111.,  favored  the  proposal 
with  reservations.  The  National  Assn.  of 

Educational  Broadcasters  didn't  think  edu- 
cational needs  were  considered  by  the  FCC, 

and  Ralph  J.  Bitzer,  consulting  engineer, 
had  some  ideas  of  his  own. 

The  FCC's  rule-making  plan — issued  last 
April  [Lead  Story,  April  21,  1958] — pro- 

posed (1)  that  five  of  the  12  Class  I-A  chan- 
nels would  have  a  second  50  kw  station  as- 

signed— in  specified  western  areas;  and  (2) 
that  all  12  of  the  Class  I-A  frequencies 
would  be  opened  for  fulltime  Class  II  sta- 

tions. The  FCC  postponed  a  decision  on 

whether  the  remaining  12  Class  I-A  chan- 
nels should  be  permitted  to  boost  power 

above  the  present  50  kw  limitation. 

CCBS  COMMENTS 

Clear  Channel  Broadcasting  Service  re- 

iterated its  "20-station  plan"  calling  for  re- 
moval of  the  present  50  kw  power  limita- 

tion on  not  fewer  than  20  Class  I-A  clear 

channels  and  on  at  least  four  I-B  channels; 
namely,  those  used  by  WBZ  Boston  and 
KOA  Denver  and  KNBC  and  KGO  San 

Francisco  (or  any  other  two  I-B  stations  on 
the  Pacific  Coast).  It  asked  for  power  in- 

creases to  at  least  750  kw  for  the  dominant 
stations  on  these  channels. 

CCBS  also  asked  removal  of  the  50  kw 

limitation  and  authorization  of  similar  power 

increases  on  the  remaining  class  I-A  chan- 
nels and  on  other  I-B  channels  to  the  extent 

permitted  by  international,  engineering  and 
economic  factors. 

Skywave  service  from  the  latter  group  of 
stations  would  be  protected  and  used  to 
serve  areas  not  served  adequately  under 

the  20-station  plan  or  for  other  service 
where  needed,  CCBS  said. 

CCBS  also  asked  for  boosts  of  maximum 

power  for  stations  on  regional  and  local 

channels  to  expand  groundwave  service — 
particularly  in  the  daytime — within  inter- 

national, engineering  and  economic  limita- 
tions. 

The  FCC  should  consider  changing  the 

four  I-B  stations  suggested  in  the  CCBS 
plan  to  I-A  outlets  or  else  establish  two  sub- 

classes of  I-Bs,  one  with  750  kw  maximum 

and  the  other  50  kw  maximum,  or  a  com- 
bination thereof,  CCBS  said. 

CCBS  said  the  advantages  of  the  plan 
are  that: 

(1)  it  can  be  put  into  effect  in  the  im- 
mediate future  with  minimum  upset  in  the 

present  allocations  structure  and  offers  no 

untried  or  long-range  expedients  of  doubt- 
ful outcome,  plus  being  technically  and  eco- 

nomically feasible. 

(2)  while  not  perfect,  it  goes  a  "long 
way"  toward  remedying  the  inadequacy  of 
broadcast  service  in  the  U.  S.  It  would 

extend  primary  service  into  large  areas 

presently  unserved  and  would  greatly  im- 
prove primary  service  for  vast  areas  day 

and  night,  both  in  signal  strength  and  choice 
of  signals.  At  night  the  entire  country  would 
benefit  from  a  choice  of  four  program 

services  of  good  or  satisfactory  grade. 

(3)  it  will  protect  American  broadcast- 
ing against  demands  and  inroads  threatened 

by  other  North  American  countries. 
CCBS  submitted  exhibits  to  show  that 

while  the  number  of  am  stations  increased 

from  1,339  to  1,875  from  1947  to  1957 

this  had  no  significant  effect  on  the  extent 
of  white  areas.  Another  exhibit  indicated 

that  while  the  white  areas  were  reduced, 

the  population  in  the  remaining  areas  in- 
creased from  23,252,200  to  25,631,259. 

Other  exhibits  showed  the  extent  of  listener- 
ship  to  clear  channel  stations  from  audiences 
in  remote  areas. 

CCBS  said  the  question  of  duplication  of 
channels  can  be  considered  only  after  the 

question  of  high  power  is  settled,  the  FCC 
determining  first  the  number  and  localities 

of  high-powered  stations  so  as  to  provide 
a  distribution  of  at  least  four  program 
services.  After  this,  it  can  be  determined  to 
what  extent  channels  might  be  duplicated, 

day  and  night,  to  fill  in  daytime  white 

areas  with  groundwave  service  and  pro- 
vide nighttime  groundwave  service  to  as 

many  people  as  possible.  CCBS  said  not 
one  Class  I-A  channel  should  be  duplicated 
until  the  dominant  stations  have  been  au- 

thorized to  increase  to  750  kw. 

CBS  RADIO  COMMENTS 

CBS  Radio  agreed  with  FCC  that  service 
improvements  can  be  attained  best  by 

duplicating  some  clear  channels  and  by  in- 
creasing the  power  of  clear  channel  sta- 

tions. But  it  questioned  the  Commission's 
proposed  method,  wondered  about  the 
effect  of  clear-channel  breakdown  on  inter- 

national broadcasting  agreements  and  held 
that  breakdown  cannot  be  considered  apart 

from  the  higher-power  question. 

Specifically,  CBS  Radio  proposed  that 
six  eastern  clears  be  duplicated  by  250  w 
stations  in  specific  western  states;  that  two 
other  clears  be  allocated  for  duplication 

by  lower-powered  stations  where  needed; 

that  the  eight  clear  channel  stations  being 
duplicated  be  allowed  to  operate  with  250 
kw  and  the  remaining  clears  with  powers  up 

to  750  w. 

The  six  clears  it  nominated  for  duplica- 
tion in  the  West;  its  own  WCBS  New  York 

(880  kc),  NBC's  WRCA  New  York  (660 
kc),  ABC's  WABC  New  York  (770  kc), 
Westinghouse's  WBZ  Boston  (1030  kc)  and 
KYW  Cleveland  (1100  kc),  and  WHAM 

Rochester  (1180  kc).  The  two  it  would 
mark  for  duplication  where  needed  were 

Westinghouse's  KDKA  Pittsburgh  (1020 
kc)  and  its  own  WCAU  Philadelphia  (1210 
kc). 

President  Arthur  Hull  Hayes  said,  "CBS 
Radio  is  in  complete  agreement  with  the 
Commission  that  all  areas  must  be  ex- 

plored to  the  end  that  maximum  radio 
service  be  delivered  to  all  U.  S.  families. 

We  agree  .  .  .  that  duplication  on  clear 
channel  frequencies  and  increased  power 
for  clear  channel  stations  seem  to  present 

the  best  opportunity  for  achieving  this. 
However,  our  engineers,  in  analyzing  the 
available  data,  have  concluded  that  the 

plan  which  we  have  submitted  would  not 

only  provide  more  service  in  the  West,  but 
also  in  eastern  areas  where  additional  serv- 

ice is  needed.  Furthermore,  our  plan  per- 
mits existing  clear  channel  stations  to  keep 

at  a  minimum  the  losses  in  their  service 

areas  which  would  result  from  direction- 

alization." 
NBC  COMMENTS 

NBC  told  FCC  the  clear  channel  case 

record  was  outdated  and,  unless  it  holds 

further  hearings,  the  Commission  should 
terminate  the  proceeding. 

The  network  argued  that  the  10-year- 
old  record  cannot  justify  the  proposed 

breakdown  of  12  Class  I-A  frequencies. 
Moreover,  the  brief  contended,  FCC  can- 

not decide  how  the  proposed  breakdown 
would  affect  public  interest  without  also 
considering  the  desirability  and  effect  of 

power  increases  for  the  24  Class  I-A  sta- tions. 

The  proposed  breakdown  of  NBC-owned 
WRCA  New  York's  660  kc  frequency, 
instead  of  substantially  reducing  the  num- 

ber of  people  living  in  white  areas,  is  more 

apt  to  reduce  "white  areas  in  certain 

sparsely  populated  rural  areas"  but  create white  areas  in  more  densely  populated 
rural  areas,  NBC  contended. 

Supported  by  an  engineering  affidavit 
by  William  S.  Duttera,  manager  of  alloca- 

tions engineering  for  NBC,  the  brief  argued 

that  "if  WRCA  were  required  to  direction- 
alize  its  signal  and  protect  station  X,  211,- 

645  people  in  the  Pennsylvania-New  Jersey- 
New  York  area  would  be  deprived  of 

WRCA's  service.  Of  these  31,407  would  be 
deprived  of  their  only  service  and  111,577 

would  be  deprived  of  their  only  two  serv- 
ices. 

".  .  .  station  X  in  Montana  [location  of 

station  FCC  proposed  to  put  on  WRCA's 
frequency]  would  furnish  a  first  or  second 
service  to  148,446  people  while  142,984 

people  would  be  reduced  to  no  service  or 
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Win  Washington  over  to  your  side  with  WRC  Radio's  1958 
eight-game  schedule  of  Navy  football.  Always  the  favorite 
team  of  the  Washington  area,  Navy  this  year  is  working  on 

a  superb  record.  With  last  year's  9-1-1  record,  Navy  was 
listed  in  every  top  ten  poll.  All  of  Washington  will  be  root- 

ing Navy  along  this  Fall  when  they  tangle  with  the  tough 

squads  of  Notre  Dame,  Tulane,  Michigan  and  Pennsylvania, 

among  others.  Get  the  color  and  excitement  of  Navy  foot- 

ball behind  your  product  in  the  Nation's  Capital.  Half- 
sponsorship  has  already  been  signed  by  the  Gulf  Oil  Corp. 

Half-sponsorship  throughout  the  season— including  a  bonus 

of  10  one-minute  commercials  per  week  — is  still  available. 

NBC  LEADERSHIP  STATION  IN  WASHINGTON,  D.  C.    SOLD  BY  NBC  SPOT  SALES 
WRC  •  980 
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To  sell  Indiana, 

you  need  both 
the  2nd  and  3rd 

ranking  markets. 

NOW 

ONE  BUY 

delivers  both  — 

YOU  NEED  TWO  LURES 

in  Indiana ! 

In  this  area  of  many  lakes,  plus  countless  "oF  fishing 

holes,"  alert  advertisers  cover  two  major  markets — 

South  Bend -Elkhart  and  Fort  Wayne — with  one  com- 

bination buy  which  saves  10% !  The  coverage  they  get 

is  from  within — strong  in  its  local  loyalties — no  longer 

influenced  by  that  early-day  "snow"  from  cities  so  far 
away.  Take  a  close  look  at  this  rich  interurbia:  Over 

1.6  million  population — $2.8  billion  Effective  Buying 

Income.  Yours,  with  just  one  buy! 

call  your  H^R  man  now! 

SOUTH  BE 

o 

d  n  w 
NO    iJ  E  LKHAR 

^^^^^^ABq  FORT     WAYNE     E-J  ^^^^^^^^^^J NBC 
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GOVERNMENT  continued 

only  one  service  by  being  deprived  of  serv- 
ice from  WRCA. 

•"Similarly,  if  the  transmission  of  all  three 
New  York  city  class  I-A  stations  were  di- 
rectionalized  and  required  to  protect  new 
Class  I  stations  on  their  frequencies,  90,519 

people  would  be  deprived  of  all  service  and 
125,331  people  would  be  reduced  from  two, 

three  or  four  services  to  only  one  service." 
Nor  can  FCC  conclude,  from  the  present 

record,  that  its  proposed  breakdown  of  clear 
channels  would  provide  more  program 
choices  to  substantially  more  people  than  at 
present,  or  that  the  areas  thus  served  are 
in  greater  need  of  service  than  other  areas, 
the  brief  continued. 

In  addition,  NBC  contended,  breaking 

down  12  I-A  frequencies  "may  dilute  the 
value  of  the  class  I-A  priorities  now  held  by 
the  U.S."  Under  NARBA  and  the  U.S.- 

Mexico agreements,  and  "at  any  future  re- 
negotiation of  these  agreements  it  may  not 

be  possible  to  maintain  Class  I-A  priority 

for  the  U.S.  on  these  frequencies." 

WBC  COMMENTS 

Westinghouse  Broadcasting  Co.  said  the 

most  important  question  the  FCC  must  de- 
termine is  the  part  clear  channels  will  play 

in  national  defense  communications  in  case 

of  sudden  attack  by  a  foreign  power.  WBC 
said  more  than  50%  of  the  land  area  of  the 

U.S.  containing  12%  of  the  population  is 
dependent  on  skywave  service,  available 
only  through  clears.  In  an  attack,  the  40 

million  auto  radios  and  11.5  million  port- 
ables would  be  an  asset  of  unlimited  value 

if  skywave  service  remains  available,  WBC 
said. 

WBC  said  its  stations  have  proved  them- 
selves in  times  of  disaster  and  that  the  FCC 

should  study  the  importance  and  function  of 
clears  in  a  disaster  communications  service 

before  trying  to  determine  whether  their 

value  in  day-to-day  living  now  is  of  such 
reduced  importance  that  they  can  be  broken 
down. 

Westinghouse  said  some  announced  aims 
and  implementation  of  these  aims  in  the 

FCC's  Further  Notice  of  Proposed  Rule 
Making  must  be  eliminated  by  Commission 
decision  before  it  makes  a  finding  of  what 

is  best  for  the  public  interest;  that  such  ma- 
terial can  be  obtained  and  WBC  believes 

cooperative  industry  response  will  be  equal 

to  that  demonstrated  in  the  original  pro- 
ceedings in  1945,  1946  and  1947.  WBC 

believes  the  record  should  be  "modernized" 
by  due  process  and  will  cooperate  with  an 

appropriate  industry-government  committee 
if  a  group  is  set  up  to  make  such  a  study,  the 
statement  said. 

WBC  observed  that  while  the  FCC  dis- 

cussed an  optimum  "judicious  combination" 
of  higher  power  and  duplication  of  Class 

I-A  clears,  the  Commission  withheld  action 

on  higher  powers.  This  leaves  WBC  to  as- 
sume that  the  12  Class  I-A's  will  continue 

for  the  foreseeable  future  with  only  the  ex- 
isting 50  kw  grade  of  skywave  service.  West- 

inghouse didn't  believe  that  the  FCC  can 
proceed  to  break  down  12  of  the  clear  chan- 

nels while  deferring  action  on  whether  to 

increase  power  for  the  other  12.  If  the  pres- 

ent proposal  were  implemented,  skywave 

service  would  be  reduced  for  half  the  chan- 
nels without  compensation  for  this  loss  by 

power  boosts  for  the  other  half.  Even  more 

serious,  the  public  in  the  underserved  areas 

may  find  this  loss  permanent  if  the  FCC 
later  decides,  for  non  engineering  reasons, 

not  to  authorize  the  power  increases,  WBC 
said. 

Since  the  addition  of  nearly  2,000  sta- 
tions has  reduced  white  areas  only  to  a 

minor  extent,  according  to  FCC  findings, 

assurance  is  needed  that  the  proposed  new 

stations  (about  77  fulltime  outlets)  can  re- 

duce nighttime  white  areas  significantly, 
WBC  said. 

WBC  was  skeptical  that  communities  west 

of  the  Mississippi  River  which  have  only 

daytime  stations  at  present  can  support  full- 
time  outlets. 

WBC  said  if  its  WBZ  Boston  (1030  kc) 

is  required  to  directionalize  substantial  loss 

of  the  only  primary  service  will  result  in  its 

coverage  area  of  4,579  square  miles  having 

a  population  of  219,773.  Similar  losses  would 
occur  in  the  KYW  Cleveland  area,  which 

furnishes  the  only  primary  service  to  an 

area  of  1,460  square  miles  and  114,198 

population  and  is  one  of  two  such  services 

to  an  area  of  5,325  square  miles  with  popu- 
lation of  279,954,  WBC  said. 

Westinghouse  saw  questions  requiring 

further  study  in  the  FCC's  plan  to  reserve 
five  channels  for  super-power  in  the  East. 

Clustering  of  these  stations  may  not  provide 

the  most  efficient  use  if  the  basic  purpose  is 

to  provide  improved  skywave  service  to  un- 
derserved areas  of  the  West,  WBC  thought. 

They  may  have  to  operate  almost  24  hours 

a  day  because  of  time  differences  to  give 

skywave  service,  WBC  said. 

Westinghouse  also  wondered  whether  the 

proposed  superpower  stations  should  not 

maintain  the  present  50  kw  groundwave 

service  and  use  antenna  designs  to  direct 

all  the  increase  (750  kw)  into  skywave 

signal. 

WBC  also  wondered  if  superpower  sta- 

tions, requiring  an  initial  outlay  of  $1  mil- 
lion and  more  than  $250,000  operating 

costs  annually,  are  economically  feasible 

at  present. 
Submitting  that  evidence  in  the  FCC 

record  is  not  adequate  to  support  findings 

regarding  the  FCC  plan  to  require  five 
Class  I-A  clears  to  directionalize,  Westing- 

house said  it  would  not  be  in  the  public 

interest  or  due  process  to  existing  licensees 

to  order  KYW  (1100  kc)  to  directionalize 

or  to  permit  additional  Class  II  stations  to 
operate  on  1020  kc  (occupied  by  KDKA 
Pittsburgh). 

TASO  GOES  WITH  TOWN 

Televison  Allocations  Study  Organ- 
ization moves  Aug.  22  to  Ames,  Iowa, 

where  Dr.  George  R.  Town  will 
resume  his  teaching  post  at  Iowa 
State,  while  directing  the  completion 
of  the  TASO  report.  The  new  TASO 
address  will  be:  Box  M,  Station  A, 
Ames. 

WBC  said  the  FCC  is  wrong  in  saying 

assignment  of  a  co-channel  unlimited  time 
station  is  permissible  on  1030  kc  (WBZ 

Boston)  without  reclassification.  FCC  classi- 
fication of  this  frequency  as  a  Class  I-B 

channel  is  subject  to  an  outstanding  pro- 
test by  WBC  which  has  never  been  granted 

a  hearing  as  required  by  statute  and,  there- 
fore, is  not  finalized,  Westinghouse  said. 

WGN  COMMENTS 

WGN  Chicago  (I-A  on  720  kc)  felt  the 

FCC  proposal  would  make  WGN  a  50-kw 
Class  I-B  station  operating  non-directional 
and  that  it  would  be  forever  barred  from 

increasing  power;  that  millions  of  people  in 

remote  rural  areas  now  receiving  no  ground- 
wave  service  and  depending  entirely  on 

skywave  service  would  be  barred  from  re- 
ceiving an  improved  signal  from  WGN. 

This  would  stop  WGN  progress  and  kill 
all  hopes  of  any  future  progress,  WGN 
said. 

The  Chicago  station  thought  the  FCC's 
premise  that  the  Class  I-A  stations  affected 
are  in  the  northern  or  eastern  sections  of 

the  country  is  in  error  because  Chicago  is 

located  in  the  "heart  of  the  Midwest;"  it 
follows  that  the  FCC  conclusion  is  like- 

wise in  error,  WGN  added. 

WGN  felt  it  should  receive  top  priority 
both  because  of  its  geographical  coverage 

and  its  "outstanding"  program  service.  The 
station  attached  a  list  of  its  present  pro- 

gram service. 
The  station  requested  it  be  authorized 

to  operate  on  720  kc  with  power  up  to 
750  kw  and  that  all  other  stations  on  Class 

TA  frequencies  be  given  similar  power; 

that  Class  I-B  frequencies  as  needed  to 
implement  the  CCBS  20-station  plan  be 
authorized  to  operate  with  power  up  to 

750  kw  as  Class  I-A's;  and  that  duplication 
on  Class  I-A  frequencies  be  prohibited  ex- 

cept where  this  would  not  be  an  obstacle 

to  higher  power  for  I-A  frequencies. 

KSL  COMMENTS 

KSL  Salt  Lake  City  (I-A  on  1160  kc) 

said  the  FCC's  proposed  rulemaking  sub- 
stitutes "conjecture"  and  "theorizing"  for 

facts.  KSL  had  no  quarrel  with  the  en- 
gineering features  of  the  proposal,  but 

termed  as  "unconvincing"  the  FCC's  manner 
of  declaring  that  some  aspects  of  the 

original  proceedings  and  record  are  now 
inadequate.  This  is  especially  so  when  the 
FCC  tries  to  make  up  for  inadequacies  by 

the  use  of  such  phrases  as  "changed  con- 
ditions" or  "vast  changes"  as  though  the 

record  made  clear  what  these  changes  are, 
KSL  said. 

The  statement  said  the  FCC  implies  there 

is  general  agreement  about  the  impact  on 
clear  channel  service  of  such  changes  as 

the  advent  of  tv,  different  radio  program- 

ming concepts,  changes  in  network  pro- 
gramming, changes  in  listening  habits, 

changes  in  sources  of  revenue,  a  rise  in 

spot  radio  and  an  increase  in  the  number 
of  am  stations  from  900  to  3,300.  This 

argument,  KSL  said,  is  "untenable,"  and 
puts  the  FCC  in  the  position  of  updating 

the  record  with  "suggestive  phrases,"  etc. 
KSL  asked  deferment  of  action  on  the 
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Station  opportunities 

calling  all  buyers  — 

In  small  cities  or  big  towns  across  the  country,  we 

have  broadcasting  properties  that  merit  your  inspec- 

tion. 

Whether  you  want  to  expand  your  holdings  or  enter 

broadcasting  for  the  first  time,  as  an  operator  or 

investor,  our  organization  is  the  logical  gateway  to 

action. 

It  makes  sense  to  let  us  take  over  your  searching 

problems.  You  get  a  wider  choice,  and  you  get 

results  faster. 

Volume — location — price — profit — market  potential 

— all  the  information  you  want  is  immediately  avail- 

able from  our  offices.  There's  one  conveniently  near- 

by to  serve  you. 

Write  us  in  confidence  today,  and  you  will  be  taking 

the  first  step  to  carry  out  your  TV  or  radio  plans. 

ALLEN  RANDER  AND  COMPANY 

Negotiators  for  the  Purchase  and  Sale 

of  Radio  and  Television  Stations 

WASHINGTON 

NEW  YORK 

CHICAGO 

DENVER 

1625  Eye  Street  N.W. 

60  East  42nd  Street 

35  East  Wacker  Drive 

1700  Broadway 

NAtional  8-1990 

MUrray  Hill  7-4242 

RAndolph  6-6760 

AComa  2-3623 

GOVERNMENT  continued 

proposal  until  (1)  there  has  been  a  study 
of  the  economic  impact  of  duplication  of 
clear  channels  and  proposed  increase  in 

power  of  clear  channels  on  broadcasting 
and  on  service  to  the  public;  and  (2)  FCC 
Standards  of  Good  Engineering  Practice  are 
modernized. 

NATIONAL  GRANGE  COMMENTS 

National  Grange  urged  a  combination  of 
duplicating  the  12  clear  channels  and  higher 

power  for  the  remaining  Class  I-A's  at  the 
same  time.  It  felt  that  this  shouldn't  be 
a  piecemeal  process  (FCC  had  proposed  to 

duplicate  the  12  Class  I-A's  first,  then  later 
take  up  question  of  higher  power  for  the 

remaining  12  Class  I-A's). 

BITZER  COMMENTS 

Ralph  J.  Bitzer,  consulting  engineer,  St. 
Louis,  Mo.,  claimed  the  key  is  more  local 
facilities,  not  to  play  around  with  clear 
channels.  He  recommended  that  the  Com- 

mission delete  the  10%  rule  and  also  proc- 
ess Class  II  applications  for  following  fre- 

quencies without  waiting  for  a  solution  to 
the  daytime  skywave  case:  670,  720,  780, 
890,  1020,  1120  and  1210  kc.  The  10% 

rule  says  that  the  Commission  will  not 
grant  an  application  if  interference  from 
an  existing  station  involves  more  than  10% 

of  the  population  that  the  new  station  would 
cover  if  there  was  no  interference.  The  day- 

time skywave  case  is  a  10-year-old  pro- 
ceeding involving  the  question  of  whether 

skywave  interference  starts  up  to  two  hours 
before  local  sunset  and  continues  for  about 
two  hours  after  local  sunrise. 

FARM  BUREAU  COMMENTS 

The  American  Farm  Bureau  Federation 

opposed  duplication  of  any  Class  I-A's.  It felt  that  clear  channel  operation  is  only  way 

to  get  signals  to  rural  areas. 

NAEB  COMMENTS 

National  Assn.  of  Educational  Broad- 

casters thought  it  "unfortunate"  that  the 
FCC  proposal  gives  no  consideration  to  the 

special  problems  of  educational  broad- casters. 

NAEB  said  it  is  clear  the  public  interest 

requires  that  at  least  two  of  the  1 1  clear 
channels  for  which  unlimited  assignments 

are  contemplated  should  be  set  aside  for 

noncommercial  aural  educational  broad- 
casting. It  was  noted  that  the  FCC  has 

fostered  the  growth  of  educational  fm  by 

reserving  20  fm  channels  and  NAEB  felt 
this  is  precedent  for  reserving  am. 

The  association  felt  it  would  be  desirable 
to  set  aside  one  am  clear  channel  in  the  East 
and  one  in  the  West  for  education. 

WCIL  COMMENTS 

WCIL  Carbondale,  111.,  said  it  endorses 

and  supports  the  FCC  proposal  but  feels 

it  is  "unduly  restrictive"  to  confine  the  pro- 

posed new  nighttime  services  to  "white 
areas."  WCIL  felt  that  the  FCC  should 
encourage  and  give  equal  consideration  to 

local  nighttime  service. 
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In 

Memphis .  f. 

there's  more  to  see  on  Channel  3  ! 

//.ft 

First  in  Memphis  by  all  surveys 

* Here  are  the  latest  Memphis  surveys  showing  leads  in 
competitively  rated  quarter  hours,  sign-on  to 
sign-off,  Sunday  thru  Saturday: 

A.  R.  B.  Pulse  Nielsen 

May  '58        May  '58       Feb.-Apr.  '58 
(Metro  Area) (Metro  Area)  (Station  Area) 

WREC-TV         201  240  195 
Sta.  B 
Sta.  C 

122 
53 

93 

47 

CHANNEL 74 

107 

AFFILIATED  WITH TELEVISION 

WREC-TV MEMPHIS 

REPRESENTED  NATIONALLY  BY  THE  KATZ  AGENCY 
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GOVERNMENT  continued 

FCC  All  Shook  Up, 

Radio  Station  Claims 

The  FCC  is  letting  its  consternation  show, 
WMBO-AM-FM  Auburn,  N.  Y.,  is  sched- 

uled to  say  in  a  petition  to  be  filed  today 

(Aug.  18). 

WMBO-AM-FM,  in  a  petition  for  re- 

consideration of  the  FCC's  order  to  the 
station  to  submit  the  two  station  licenses 

for  renewal,  pictures  the  Commission  as 
being  so  disappointed  at  a  court  decision 
last  month  [Lead  Story,  July  14],  that  it  is 

trying  to  circumvent  the  court's  intent  by 
forcing  the  Auburn  outlet  to  risk  its  li- 
cense. 

WMBO-AM-FM  encountered  trouble  it 

didn't  expect  when  it  asked  for  reconsidera- 
tion of  the  FCC's  grant  of  a  new  am  station 

at  Auburn  to  Herbert  P.  Michels,  ex- 

pressing the  belief  that  Auburn  couldn't 
support  both  stations  economically.  The 
FCC  ordered  a  hearing  on  the  new  grant 

(WAUB,  1590  kc,  500  w),  but  said  WMBO- 

AM-FM  will  be  required  to  submit  its  li- 
censes for  renewal  in  a  comparative  hear- 

ing with  the  new  grantee.  If  serious  eco- 
nomic injury  to  WMBO-AM-FM  would 

result  from  the  grant,  the  FCC  said,  then 
the  Carroll  Broadcasting  Co.  decision  by 
the  U.  S.  Court  of  Appeals  for  the  District 
of  Columbia  requires  that  the  Commission 
decide  whether  the  existing  licensee  or  the 
new  one  is  best  qualified  to  operate  in  the 
public  interest. 

The  WMBO-AM-FM  petition  to  be  filed 

[  Watcftjo/ike/i! 
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WJIM-TV 

® 
covering 

Lansing  - Flint  -  Jackson  for  CBS 
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today  charges  that  the  FCC  does  not  need 

to  call  WMBO-AM-FM  up  for  renewal 
proceedings  to  get  the  facts  about  the 
issues. 

The  idea  of  setting  down  an  existing 

station  for  renewal  is  an  "astounding  sug- 

gestion," WMBO-AM-FM  said,  and  penal- 
izes an  existing  licensee  unnecessarily.  The 

petition  notes  that  three  commissioners  dis- 
sented (the  vote  was  4-3)  and  said  the  FCC 

must  consider  the  "human  touch"  as  well 
as  the  law.  The  petition  added  that  the 

FCC  order  was  "vaguely  stated  and  in 

conflict." 
The  FCC  has  indicated  it  intends  to  ap- 

peal the  court  decision  in  the  Carroll  Broad- 
casting Co.  case. 

Milton,  Pa.,  Grant  Issued; 

Two  Florida  Outlets  Favored 

WARC  Milton,  Pa.,  moved  a  step  closer 

to  non-disputed  status  last  week  when  FCC 
Hearing  Examiner  Elizabeth  C.  Smith  is- 

sued a  modified  initial  decision  which  would 

reinstate  and  affirm  a  nearly  three-year-old 
Commission  grant  to  the  station. 

The  initial  decision  would  support  the 

1955  FCC  grant  to  Williamsport  Radio 
Broadcasting  Assoc.  for  a  new  am  outlet  on 

1380  kc  with  1  kw,  day.  It  would  also  pro- 
vide for  a  modification  of  the  original 

WARC  construction  permit  to  authorize  use 
of  the  present  studio,  transmitter  site  and 
equipment  of  WMLP  Milton.  At  the  same 

time  Examiner  Smith's  decision  denied  the 
protest  of  WLYC  Williamsport,  Pa.,  as  to 
the  WARC  grant. 

In  another  am  initial  decision  last  week. 

Hearing  Examiner  Charles  J.  Frederick  de- 
clared himself  in  favor  of  Pompano  Broad- 

casting Corp.  for  a  new  outlet  on  980  kc 
with  1  kw,  directional  antenna,  day,  in 
Pompano  Beach,  Fla.;  and  Louis  G.  Jacobs 
to  operate  on  990  kc,  with  5  kw,  directional 

antenna  in  Miami-South  Miami,  Fla.  Engi- 
neering conditions  were  involved  in  these 

two  prospective  grants,  which  had  originally 
been  contested  by  competing  applicants  since 
dismissed. 

WKTV  (TV)  Beset  By  FCC  Order 

Plus  Airspace  Refusal  to  Help 

If  the  mountain  won't  come  to  Mohammed. 
.  .  .  This  is  the  attitude  of  ch.  13  WKTV 

(TV)  Utica-Rome,  N.  Y.,  which  is  under 
an  FCC  order  to  change  to  ch.  2,  but  which 

can't  get  Airspace  Panel  approval  for  a 
new  site  with  the  antenna  height  it  deems 
necessary  to  cover  its  service  area. 
WKTV  has  a  wonderful  site  for  a  ch.  2 

transmitter  which  Airspace  Panel  would 

approve,  but  it's  short  of  the  60-mile  sep- 
aration requirement  with  adjacent  ch.  3 

WSYR-TV  Syracuse.  The  Commission  has 
set  for  hearing  beginning  Sept.  3  a  show 
cause  order  which  would  require  WKTV 
to  switch  frequencies  to  an  alternative  site 
with  an  antenna  height  which  WKTV  says 
will  penalize  viewers  in  its  area. 

Last  week,  WKTV  went  to  the  mountain. 
It  filed  a  petition  with  the  FCC  suggesting 

that  ch.  3  WSYR-TV  Syracuse  move  its 
transmitter  to  a  site  southwest  of  Syra- 

cuse with  749-ft.  above  ground  antenna 
height.  This  would  permit  WKTV  to  use 

PRINTS  of  17  programs  presented  by 
CBS-TV  on  The  Twentieth  Century 

during  the  1957-58  season  are  being 
placed  in  the  permanent  collections 
of  the  Library  of  Congress  for  use 

by  future  scholars  and  historians.  On 

Aug.  13,  Burton  Benjamin  (1)  pro- 
ducer of  the  filmed  documentaries, 

and  Theodore  F.  Koop  (r),  director 

of  news  and  public  affairs,  CBS  News 

Washington,  presented  the  prints  to 
Dr.  L.  Quincy  Mumford,  Librarian 

of  Congress,  at  his  office  in  Washing- 
ton, D.  C.  The  Twentieth  Century  be- 
gins its  second  season  on  the  network 

Sunday,  Oct.  26,  sponsored  by  the 
Prudential  Insurance  Co.  of  America. 

the  most  desirable  site  for  its  ch.  2  oper- 
ation, the  Utica  station  said,  and  still  meet 

the   60-mile   adjacent   channel  separation. 
The  change  in  frequencies  was  occasioned 

a  year  ago  when  the  Commission  moved 
ch.  13  from  Utica-Rome  to  Albany,  and  ch. 
2  into  Utica-Rome  as  a  replacement.  At 
that  time,  the  FCC  told  ch.  35  WTRI  (TV) 

Albany  that  it  could  use  ch.  13  pending  the 
outcome  of  any  comparative  hearing  for 

that  newly  assigned  channel.  However, 

WTRI  cannot  use  ch.  13  until  WKTV  va- 
cates it,  and  WKTV  does  not  wish  to  vacate 

it  until  it  can  find  a  proper  site  for  its  new 
ch.  2  operation. 

At  week's  end,  the  Broadcast  Bureau  filed 
an  official  objection  to  the  new  proposal. 
WSYR-TV  had  not  filed  a  response,  but, 

it  was  understood,  had  indicated  its  opposi- 
tion to  being  forced  to  move  when  ap- 

proached by  WKTV  earlier  this  year. 

Ch.  12  Grant  for  Beaumont 

Brown  Telecasters  Inc.  came  out  on  top 

of  an  FCC  initial  decision  last  week  favor- 
ing the  firm  for  ch.  12  in  Beaumont,  Tex. 

The  decision,  delivered  by  Hearing  Ex- 
aminer Charles  J.  Frederick,  also  denied 

the  competing  applications  of  KPBX  Broad- 
casting Co.  and  Television  Broadcasters 

Inc.  for  the  same  channel.  Television  Broad- 
casters had  requested  a  modification  of  its 

construction  permit  for  ch.  31  Beaumont, 
which  it  once  had  operated  as  KBMT  (TV). 
KPBX  Broadcasting  operates  KJET 

Beaumont.  The  two  on-air  vhf  outlets  in 

the  Texas  city  are  ch.  6  KFDM-TV  and 

ch.  4  KPAC-TV. 
Broadcasting 



T  IS  A  TIMEBUYER7 

A  timebuyer  cannot  be 

type  cast,  but  he  can  tell 
a  good  sales  line  from a  fish  story, 

and  when  he  hooks  on  to 

a  solid  market,  you  can  be  sure 
it's  a  live  one. 

WHAT  DOES  HE  DO? He  buys 

WGBI 

radio 

scranton— 
wilkes  barre 

because  the 

station  has 

consistently  increased 

its  dominance  over  its 

combined  market 

since  1925. 

In  the  latest  Scranton- 
Wilkes  Barre  Pulse, 

WGBI  has  45  per  cent  more 

isteners  than  "Station  B," and  325  weekly 

quarter-hour wins  —  305  more  than 

its  closest  competitor. 

CBS  Affiliate 

Represented  by  H-R 
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TRADE  ASSNS. 

NAB  MAPS  FALL  MEETING  SERIES 

•  Eight  conferences  listed,  opening  Sept.  18  at  Biloxi 

•  Management  and  economic  problems  will  top  agenda 

NAB's  annual  series  of  eight  regional 
conventions,  opening  Sept.  1 8  at  Biloxi, 

Miss.,  will  use  a  fast  IVi-day  format  based 
on  management  and  economic  problems. 

The  meetings  have  been  labeled  "Fall  Con- 
ferences" to  de-emphasize  the  regional  as- 

pect, since  any  NAB  member  can  attend 

any  one  of  the  eight  meetings  (see  Upcom- 
ing, page  76,  for  complete  schedule). 

This  autumn  the  conferences  will  con- 

centrate on  efficient  station  operation,  sales- 
manship and  programming  plus  a  review 

of  government  problems.  Panels  and  dis- 
cussions will  be  emphasized,  with  a  mini- 

mum of  speeches. 

A  new  feature,  scheduled  for  the  open- 
ing morning  of  the  meetings,  will  be  a  frank 

discussion  of  station  editorializing.  Broad- 
casters will  review  their  experiences  and 

problems,  including  advantages  of  editoria- 
lizing from  a  community  prestige  stand- 

point and  the  hazards  of  taking  a  stand  on 

public  issues. 
While  the  first  meeting,  to  be  held  at  the 

Buena  Vista  Hotel,  Biloxi,  Miss.,  will  set 
the  format  for  the  series,  the  programming 
will  be  varied  at  each  meeting  to  meet 

regional  needs. 

Registration  and  hotel  forms  for  the  meet- 
ings are  ready  for  mailing.  Only  NAB 

members  are  eligible  to  attend,  a  departure 

from  last  year's  policy.  Registration  fee  will 
be  $25,  including  the  luncheons  and 

banquet. 
NAB's  10-man  crew  being  sent  around 

the  annual  "flea-circus  circuit"  is  the  small- 
est in  years.  In  the  troupe  for  all  meetings 

are  President  Harold  E.  Fellows;  John  F. 

Meagher,  radio  vice  president;  Thad  H. 
Brown  Jr.,  tv  vice  president;  Donald  N. 
Martin,  public  relations  assistant  to  the 

president;  Vincent  T.  Wasilewski,  govern- 
ment relations  manager;  Charles  H.  Tower, 

manager  of  broadcast  personnel  and  eco- 
nomics; William  Carlisle,  station  relations 

manager;  Frederick  H.  Garrigus,  organiza- 
tional services  manager;  Edward  H.  Bron- 

son,  tv  code  director,  and  William  L.  Walker, 
assistant  treasurer.  Other  staff  executives 

may  take  part  in  some  of  the  individual 
meetings. 

Two  speeches  are  scheduled — President 

Fellows'  report  to  the  delegates  on  industry 
and  association  developments,  at  the  open- 

ing day's  luncheon,  and  an  advertiser  or 
agency  speaker  at  the  windup  luncheon  the 
second  day.  The  IVi-day  program  closes 
with  the  second  luncheon. 

Using  the  theme  "Dollars  and  Sense," 
NAB  will  open  the  conferences  with  a 

joint  radio-tv  assembly.  Mr.  Martin  will 

describe  NAB's  public  relations  program, 

centered  around  the  "Learn  and  Live"  pub- 
lic relations  project  adopted  by  the  associa- 

tion's board  last  winter.  His  topic  will  be, 
"Why  Public  Relations  Are  Profitable,"  with 
emphasis  on  development  of  public  good- 

will. The  association  will  send  out  spot 

films  and  on-the-air  material  for  station 
use  in  the  near  future. 

Mr.  Wasilewski  will  review  the  Wash- 

ington situation.  The  panel  on  editorializing 
and  a  discussion  of  administration  problems 
will  wind  up  the  first  morning. 

After  President  Fellows'  luncheon  address 
the  meetings  will  break  up  into  separate 
radio  and  tv  sessions.  Mr.  Meagher  will 
direct  a  radio  agenda  that  will  go  into 

problems  of  management  and  sales  com- 
pensation. Programming  trends  will  be 

covered  in  detail.  The  tentative  agenda  in- 
cludes the  first  showing  of  a  new  NAB 

radio  public  relations  film,  "Hear  and  Now." 
The  film  is  currently  in  production  at  UP 
Movietone.  It  will  tell  the  story  of  radio 

public  service  and  news  through  the  years. 
Narration  is  by  Mr.  Fellows. 

The  tv  afternoon  program  will  include 
discussions  on  station  cost  control,  impact 

of  technological  changes,  equipment-buying 
decisions,  labor  relations,  employe  training 

and  other  management  topics.  Mr.  Tower 
will  lead  the  discussion,  with  Mr.  Brown 

presiding. 
The  evening  banquet  will  not  include  a 

formal  speech,  according  to  present  NAB 
headquarters  planning. 

Separate  radio  and  tv  meetings  will  be 

held  the  second  morning.  The  radio  pro- 

gram will  be  based  on  administrative  prob- 
lems, following  a  pattern  similar  to  Mr. 

Tower's  first  afternoon  tv  discussion. 
The  tv  discussion  on  the  second  day, 

under  tentative  programming,  will  go  into 
the  development  and  use  of  videotape  in 
station  operations  and  the  possibility  of  using 

tape  for  inter-station  program  exchange 
and  syndication.  Live  programming  will 
be  discussed  as  well  as  promotion  techniques. 

Mr.  Bronson  will  direct  a  tv  code  dis- 
cussion centering  on  what  to  do  and  what 

not  to  do  under  the  program  and  advertising 
provisions  of  the  code.  Television  Bureau 

of  Advertising  will  show  its  "E-Motion" 
film,  a  study  designed  to  show  why  the 
consumer  uses  a  particular  product.  Princi- 

pal media  are  analyzed  and  ranked  accord- 
ing to  their  influence  on  the  public. 

Radio  Advertising  Bureau  has  not  par- 

ticipated in  NAB's  autumn  meetings  for 
several  years,  holding  its  own  regional  ses- 

sions for  management  starting  Sept.  4  at 
Ponte  Vedra  Beach,  Fla.  (see  Upcoming). 

NAB  members  can  attend  any  one  of 
the  eight  Fall  Conferences.  The  name  of 

the  series  was  changed  to  remove  any  feel- 
ing that  members  could  attend  only  the 

meeting  in  their  region. 

Candidates  to  Be  at  Iowa  Event 

A  political  workshop  to  be  sponsored  by 
the  UPI  Broadcasters  of  Iowa  Sept.  26  in 
Cedar  Rapids  will  have  both  Democratic 
Gov.  Herschel  C.  Loveless  and  Republican 
candidate  William  G.  Murray  in  attendance, 

according   to   Bob   Frank,  WOC-AM-TV 
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Davenport  news  director  and  president  of 
UPIBOI. 

It  is  expected  that  various  candidates  for 
political  office  will  attend  the  meeting,  being 

held  all  day  at  the  Hotel  Roosevelt.  Be- 
sides interviews  with  the  candidates  and 

panel  discussions,  a  cocktail  hour,  banquet, 
and  a  brief  business  meeting  are  planned. 

The  next  day,  UPI  and  the  U.  of  Iowa 

School  of  Journalism  will  co-sponsor  a 
Good  Government  Symposium  at  Iowa 
City.  Candidates  Loveless  and  Murray  will 
also  appear  at  this  gathering.  Leslie  G. 
Moeller,  director  of  the  U.  of  Iowa  School 
of  Journalism,  will  be  moderator  of  the 
meeting. 

Pellegrin  Named  President 
In  Broadcast  Pioneers  Ballot 

The  election  of  Frank  E.  Pellegrin,  vice 

president  and  partner  of  H-R  Television  Inc. 
and  of  H-R  Representatives  Inc.,  New  York, 
as  national  president  of  Broadcast  Pioneers 

was  announced  last 

week  by  the  industry 

organization.  The 
election  was  con- 

ducted through  a  na- 
tionwide mail  ballot- 

ing of  members. 
Merle  S.  Jones, 

president,  CBS  -  TV 
stations  division,  was 
elected  first  vice 

president.  Chosen  as 
vice  presidents  were 

Sol  TaishofT,  editor- 

publisher,  Broadcasting;  Gordon  Gray,  ex- 
ecutive vice  president-general  manager, 

WOR-TV  New  York;  Charles  Godwin,  as- 

sistant to  the  president,  MBS;  Frank  Silver- 
nail,  radio-tv  consultant.  Raymond  F.  Guy, 

senior  staff  engineer,  NBC,  was  elected 

secretary,  and  Charles  A.  Wall,  vice  presi- 
dent, Broadcast  Music  Inc.,  treasurer. 

Retiring  officers  include  former  President 

John  F.  Patt,  president  of  WJR  Detroit, 

and  Vice  President  Victor  C.  Diehm,  pres- 
ident of  WAZL  Hazelton,  Pa.,  and  William 

H.  Fineshriber  Jr.,  director  of  international 

operations,  Screen  Gems  Inc. 

Projects  that  the  Broadcast  Pioneers  hope 

to  undertake  this  year,  Mr.  Pellegrin  said, 

are  the  establishment  of  a  permanent  mu- 
seum-archives-hall of  fame  repository  for  all 

forms  of  broadcast  memorabilia  and  of  the 

Quarter  Century  Club  to  be  composed  of 
stations  licensed  25  years  or  more. 

National  D.J.  List  Available 

Overwhelmed  by  requests  for  its  one-and- 

only  up-to-date  list  of  4,000  U.  S.  radio  disc 

jockeys,  the  National  Council  of  Disc  Jock- 
eys for  Public  Service  Inc.,  New  York,  has 

announced  the  list  is  now  available  through 
Accurate  List  Letter  Service  Inc.,  1650 

Broadway,  New  York,  a  commercial  mail- 
ing and  letter  service.  The  list  is  broken 

down  into  general,  rock  and  roll,  country 

and  western  and  "big  name"  categories. 
Previously  the  council  did  not  give  out  the 
list.  Council  president  is  Murray  Kaufman, 
WINS  New  York. 

MR.  PELLEGRIN 

Ad  Week  Scheduled  Feb.  8-15, 

Motley  Is  National  Chairman 

The  1959  observance  of  Advertising 

Week,  co-sponsored  by  Advertising  Fed- 
eration of  America  and  the  Advertising  As- 

sociation of  the  West,  has  been  scheduled 

for  Feb.  8-15,  it  was  announced  last  week 

by  Robert  M.  Feemster,  AFA  board  chair- 
man. An  Advertising  Week  national  com- 

mittee is  currently  being  formed  for  the 

purpose  of  selecting  the  "Week's"  slogan 
and  to  blueprint  the  all-media  campaign, 
Mr.  Feemster  said. 

Appointed  national  chairman  of  Adver- 
tising Week  was  Arthur  H.  Motley,  pub- 
lisher of  Parade  Publications,  which  was 

recently  purchased  by  J.  H.  Whitney  & 

Co.,  owner  of  Corinthian  group  of  radio-tv 
stations  [Stations,  Aug.  11].  The  purpose 
of  the  annual  celebration,  Mr.  Motley  said, 
is  to  salute  advertising  and  to  portray  its 

vital  role  in  America's  economy.  The  1958 
campaign,  conducted  last  February,  de- 

livered more  than  $2  million  worth  of  free 

time  and  space  and  an  estimated  impact 

of  500-million  consumer  impressions^  he 
said. 

Chicagoans  Elect  New  Officers,, 

Presidency  Goes  to  ABC's  Beach 
James  W.  Beach,  vice  president  and 

director  of  ABC-TV  Central  Div.,  has  been 
elected  president  of  the  Chicago  Broadcast 

Adv.  Club  for  the  1958-59  season,  succeed- 

ing Ward  L.  Quaal,  vice  president  and  gen- 
eral manager  of  WGN-AM-TV  Chicago. 

Other  new  officers  chosen  by  membership 
ballot  were  Holly  Shively,  vice  president 

and  chief  timebuyer,  Erwin  Wasey,  Ruth- 

rauff  &  Ryan,  secretary,  and  Marilyn  Biele- 
feldt  Duff,  timebuyer  at  Earle  Ludgin  & 
Co.,  treasurer.  Results  of  balloting  on  a 
first  vice  president  were  still  undetermined 
Thursday. 

New  directors  on  the  BAC  board  are 

Roland  Blair,  CBS-TV  sales  department; 
Arthur  Bagge,  midwest  radio  manager, 
Peters-Griffin-Woodward  Inc.,  E.  P.  H. 
Janes,  vice  president,  A.  C.  Nielsen  Co.; 
James  G.  Hanlon,  public  relations  manager, 
WGN-AM-TV,  and  Miss  Shively.  George 

Diefenderfer,  head  of  Chicago  NBC  net- 
work radio  sales,  replaces  Howard  W.  Cole- 
man, on  the  board.  The  latter  has  resigned 

as  station  manager  of  WMAQ  Chicago. 

Radio  Is  War  News  Authority, 

RAB  Says  in  Crisis  Promotion 

Radio  is  the  authority  to  which  most 

people  would  turn  to  check  on  a  "rumor 

of  war." 
This  was  proved  again,  according  to 

Radio  Advertising  Bureau,  in  a  special 

survey  conducted  for  RAB  "on  the  heels  of 
the  July  flare-up  in  the  Mideast."  RAB 
commissioned  the  study  in  order  to  supply 
member  stations  with  a  timely  new  sales 

tool,  linked  with  the  United  Nations  de- 
liberations on  the  middle  eastern  problems. 

Releasing  the  results  last  week,  RAB 

said  the  study  also  showed  40%  of  the  re- 
spondents had  listened  to  radio  newscasts 

more— an  average  of  51.9%  more — during 

the  crisis-filled  week  preceding  the  survey 
than  they  normally  do. 

The  study  was  conducted  in  Philadelphia 
by  Fact  Finders  Assoc.,  New  York.  Six 
hundred  persons  were  asked  (1)  what  they 
would  do  to  check  the  report  if,  at  home, 

they  heard  a  rumor  that  war  had  broken 

out;  (2)  how  their  radio  newscast  listening 
during  the  interview  week  compared  with 
their  usual  listening  and  (3)  if  they  had 
listened  more,  how  much  more. 

RAB  said  84.5%  reported  they  would 
turn  to  radio,  tv  or  newspapers  (the  rest 

would  rely  on  police,  fire  departments,  civil 
defense,  etc.).  Of  those  who  would  depend 
on  one  of  the  three  advertising  media,  RAB 
said,  55.8%  named  radio  as  the  source 
to  which  they  would  turn;  23.3%  named 

newspapers  and  20.9%   named  television. 

The  "rumor  of  war"  question  has  been 
used  a  number  of  times  over  the  past  sev- 

eral years,  by  RAB  and  others,  to  demon- 
strate public  reliance  on  radio  as  a  source 

of  information.  RAB  noted  that  in  a  na- 

tional study  by  Alfred  Politz  Research  Inc. 
in  1957,  68.7  million  adults  said  they 

would  "turn  on  radio"  to  verify  the  rumor; 

13.2  million  would  turn  on  tv;  "a  handful 

of  1.8  million  would  'call  a  newspaper' 
and  even  fewer  (1.1  million)  would  'buy 

or  wait  for  a  paper.'  " RAB  spelled  out  the  findings  in  a  bro- 
chure— titled  Crisis — which  it  distributed  to 

member  stations  in  advance  with  a  sug- 
gestion that  they  order  additional  copies 

and  then  time  their  campaigns  with  local 
advertisers  and  agencies  to  coincide  with  the 

opening  of  the  United  Nations  general  as- 
sembly meeting  on  the  Middle  East  crisis. 

Bureau  officials  estimated  5?000  copies  were 
in  use  by  members  throughout  the  country. 

"We  now  have  one  more  timely  form  of 
documentation  for  the  fact  that  radio  is 

America's  primary  news  medium,"  said 

RAB  President  Kevin  Sweeney.  "Radio's news  role  is  growing  bigger  every  day  at 

a  rate  proportionate  to  the  pace  of  world 

events.  But  whether  there's  a  world  crisis 

taking  place  or  not,  radio's  news  role  and 
news  audience  is  huge.  What  happens  dur- 

ing a  crisis  only  dramatizes  the  radio  news 
role  which  is  sometimes  taken  for  granted 

in  periods  of  relative  calm  internationally." 

Piggly-Wiggly  Co.  Counseled 

By  RAB's  Hardesty  at  Meeting 

Piggly-Wiggly  Co.  executives  were  told 
last  week  that  "most  of  your  advertising 
looks  and  sounds  like  a  page  out  of  the 

past."  Speaking  Tuesday  (Aug.  12)  at  the 
company's  annual  convention  in  New 
Orleans,  John  F.  Hardesty,  vice  president 

and  general  manager  of  Radio  Advertising 
Bureau,  cited  Tetley  tea  and  Butter  Nut 
coffee  radio  commercials  as  emphasizing 

creativity  and  yet  containing  "more  'sell* 
than  many  cluttered,  claim-ridden  commer- 

cials so  common  among  grocery  store  ad- 

vertising today."  He  commended  the  food 
retailers  on  skillful  buying  of  large  amounts 
of  radio  time,  but  urged  them  to  modernize 

their  advertising.  He  said  no  radio  adver- 

tiser can  afford  the  "luxury"  of  less  than 
effective  use  of  the  medium. 
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THE  MERRIMACK  VALLEY 

About  30  miles  north  of  Boston,  the  trim  New  England  countryside  has  a  new  neighbor 

..  .Western  Electric's  Merrimack  Valley  Works.  Here  the  Valley's  people  help  us  with  our 

telephone  work  for  the  Bell  System  —  which  has  helped  restore  the  Valley's  well-being. 

Long  known  throughout  the  world  for  textiles  and  shoes, 
the  Merrimack  Valley  area  today  is  the  home  of  widely 
diversified  industry.  The  Merrimack  Valley  people  proved 
themselves  skilled,  capable,  and  versatile  as  new,  modern 
industries  began  sprouting  up  all  over  the  Valley.  Among 
the  first  to  come  were  Western  Electric  plants  in  Haverhill 
and  Lawrence . . .  recently  followed  by  our  new  plant  at 
North  Andover,  one  of  the  largest  in  the  area. 

Here  in  the  Merrimack  Valley,  we  turn  out  telephone 

equipment  for  use  in  the  out-of-sight  world  behind  Bell 

telephone  service.  It's  part  of  our  job  as  manufacturing  and 
supply  unit  of  the  Bell  System. 

Up  and  down  the  Valley,  the  benefits  of  our  telephone 
work  come  to  life:  in  the  taxes  paid  to  local  governments  . . . 
in  our  nearly  6,000  jobs  this  work  has  created  ...  in  over 
$7,000,000  worth  of  business  last  year  for  228  local  suppliers 
(just  a  fraction  of  1,566  W.  E.  suppliers  in  Massachusetts). 

In  the  Merrimack  Valley,  we  feel  these  social  and  economic 
benefits  are  as  important  as  the  products  we  make. 

Besides  Merrimack  Valley,  Western  Electric  has  plants  in 
22  other  cities  where  we  also  make  telephone  equipment 
for  the  Bell  System.  Last  year  we  purchased  1 V*  billion 
dollars  worth  of  raw  materials,  products  and  services  from 
over  33,000  suppliers  located  in  every  state.  Of  these,  90% 

are  "small  businesses."  The  things  we  make  and  buy  are 
distributed  to  the  Bell  telephone  companies  through 
Western  Electric  distribution  centers  in  32  different  cities. 

MJ$<JfJ
Jl(J 

MANUFACTURING  AND  SUPPLY  UNIT  OF  THE  BEll  SYSTEM 

TALKING  POINT.  David  Lane  (left),  member  of  the  buying  staff  of  our 
Merrimack  Valley  Works,  talks  with  Vice  President  George  Emmott  of  the 
Dyer-Clark  Company,  a  supplier  of  electrical  parts  to  W.  E.  This  Lawrence 
firm  is  one  of  1,566  companies  we  did  business  with  last  year  throughout 
the  state  of  Massachusetts.  Total  Western  Electric  purchases  in  Massachu- 

setts amounted  to  over  $49,000,000  .  .  .  helping  to  bulwark  the  economy. 

CULTURAL  HERITAGE  of  New  England  is  part  of 
Merrimack  Valley  tradition.  Here  Western  Electric 
employees  —  Gerry  Hendry,  Irene  Sheehan  and  Maureen 
Smith  —  visit  the  birthplace  of  famed  poet  John  Green- 
leaf  Whittier  in  Haverhill,  Mass.  It  was  in  this  historic 

house  that  he  penned  the  immortal  "Snowbound." 

EDITOR'S  OPINION.  Irving  Rogers,  Editor  and  Pub- lisher of  the  Lawrence,  Mass.,  Daily  Eagle  and  Evening 
Tribune,  says,  "It's  hard  to  overestimate  the  contribu- tion Western  Electric  has  made  to  the  economic  recov- 

ery of  the  Valley.  Besides  providing  jobs  and  payrolls, 

they've  helped  spark  confidence  in  the  Valley's  future." 

SCHOOL  BOARD  members  David  Rockwell  (right) 
and  Kingdon  Hamilton  ( center ) ,  both  of  Western  Elec- 

tric, compare  notes  with  Principal  Charles  Yeaton  of  the 
Atkinson  (N.  H.)  Academy,  second  oldest  coeducational 
school  in  the  nation.  Many  W.  E.  people  participate 
voluntarily  in  worthwhile  community  activities  like  this. 



TRADE  ASSNS.  continued 

OUR  ANGLE  IS  TO  SELL  YOU  OUR  BEST  TIME! 

KJEO-TV  serving  the  billion  dollar  rich  Fresno  and  San 

Joaquin  Valley  now  offers  you  choice  program  time  seg- 
ments and  excellent  10,  20  and  60  second  spots  that  not 

only  give  you  low  cost  per  thousand  but  will  give  your 
clients  INCREASES  IN  SALES!  Call  your  BRANHAM 
man  NOW  for  the  HOTTEST  avails. 

for  SALE  or  RENT 

Two  fully-equipped 

TELEVISION  STUDIOS 

situated  in  the  heart  of  New  York  City 

(one  110'  x  55'  x  30'  with  color  equipment) 

SUITABLE  FOR: 

ir  Closed  Circuit 

Video-Taping 

■jf  Educational  Broadcasting 

jc  Talent  Development 

+  TV  Program  Production 

Auditioning,  Rehearsing 

"A-  Testing  and  Experimentation 

Training  of  Broadcast  Personnel 

■^T  Demonstration  and  Marketing  Center  for 
Electronic  and  Optical  Equipment. 

TOTAL  SPACE  AVAILABLE  17,000  SQ.  FT. 

Owner  considering  retirement,  ready  to  discuss         Box  559? 

favorable  terms  with  responsible  principals.  BROADCASTING 

10  D.J.'s  Traveling  in  Europe 
On  Combined  USO-Good  Will  Tour 

Ten  disc  jockeys  representing  different 
areas  of  the  U.  S.,  are  traveling  abroad 

on  a  21 -day  European  tour,  in  conjunc- 
tion with  the  USO  for  the  Defense  Dept., 

it  was  announced  by  Murray  Kaufman, 

WINS  New  York  disc  jockey  and  National 
Council  of  Disc  Jockeys,  president.  The 

group  will  entertain  at  defense  establish- 
ments at  various  stops  on  the  tour  as  well 

as  demonstrate  to  European  audiences  the 
American  disc  jockey  show. 

Tom  O'Brien,  WINS,  is  co-ordinator  of 
the  group,  which  includes  Paul  Berlin, 
KNUZ  Houston;  Lad  Carleton,  WKBR 
Manchester,  N.  H.;  Eddie  Clarke,  WHB, 

Kansas  City,  Mo.;  Buddy  Deane,  WJZ-TV 
Baltimore;  Elliot  Fields,  KFWB  Los  An- 

geles; Larry  Fisher,  KTSA  San  Antonio; 
Phil  McLean,  WERE  Cleveland;  Art  Pallon, 
KDKA  Pittsburgh;  Clark  Reid,  WJBK 
Detroit. 

Arkansans  to  Hear  Comr.  Cross 

FCC  Comr.  John  S.  Cross  will  speak  at 

the  Aug.  23  banquet  of  Arkansas  Broadcast- 
ers, to  be  held  at  the  Hotel  Marion,  Little 

Rock.  Comr.  Cross  is  an  Arkansan.  He  and 
Mrs.  Cross  own  the  Riverview  Resort  Hotel 

at  Eureka  Springs,  Ark.  Rep.  Oren  Harris 

(D-Ark.),  chairman  of  the  House  Com- 
merce Committee,  is  expected  to  attend  the 

Aug.  22-23  meeting.  Meetings  of  daytime 
broadcasters  and  press  association  groups 
are  scheduled  Aug.  22. 

UPCOMING 

Aug.  19-22:  Western  Electronic  Show  and  Con- vention. Ambassador  Hotel,  Los  Angeles. 
Aug.  22-23:  Arkansas  Broadcasters  Assn.,  Hotel 
Marion,  Little  Rock. 

Aug.  23:  New  Mexico  Assn.  of  Broadcasters, 
Alvarado  Hotel,  Albuquerque. 

Aug.  24-26:  Georgia  Broadcasters  Assn.,  St. 
Simons. 

Aug.  24-Sept.  4:  National  Assn.  of  Educational 
Broadcasters,  tv  instruction  conference,  Pur- 

due U.,  Lafayette,  Ind. 
Aug.  25-28:  American  Bar  Assn.,  annual  conven- 

tion, Statler  Hotel,  Los  Angeles. 
Aug.  28-29:  Montana  Radio  Stations  Inc.,  busi- 

ness meeting.  Canyon  Village,  Yellowstone  Na- tional Park,  Wyo. 

September 

Sept.  4-5:  RAB,  regional  management  confer- ence,- Ponte  Vedra  Inn,  Ponte  Vedra,  Fla. 
Sept.  4-7:  West  Virginia  Broadcasters  Assn., 
Greenbrier  Hotel,  White  Sulphur  Springs. 

Sept.  5-6:  Texas  AP  Broadcasters  Assn.,  Roose- velt Hotel,  Waco. 
Sept.  5-6:  Indiana  Assn.  of  Broadcasters,  Hotel 
Marott,  Indianapolis. 

Sept.  8-9:  RAB,  regional  management  confer- 
ence, Rickey's  Studio  Inn,  Palo  Alto,  Calif. 

Sept.  9-11:  Idaho  Broadcasters  Assn.,  Washing- 
ton Hotel,  Weiser. 

Sept.  11-12:  RAB,  regional  management  confer- ence, Western  Hills  Lodge,  Sequoyah  State 
Park,  Okla. 

Sept.  11-13:  Michigan  Assn.  of  Radio  &  Tv  Broad- 
casters, annual  fall  convention,  Hidden  Valley, 

Gaylord',  Mich. Sept.  12-14:  AWRT,  New  England  conference, Stowe,  Vt. 

NAB  FALL  CONFERENCES 

Sept.  18-19,  Buena  Vista  Hotel,  Biloxi,  Miss. 
Sept.  22-23,  Okla.  Biltmcre,  Oklahoma  City,  Okla. 
Sept.  25-26,  Challenger  Inn,  Sun  Valley,  Idaho. 
Sept.  29-30,  Mark  Hopkins  Hotel,  San  Francisco. 
Oct.  13-14,  Schroeder  Hotel,  Milwaukee. 
Oct.  16-17,  Radisson  Hotel,  Minneapolis. 
Oct.  20-21,  Somerset  Hotel,  Boston. 
Oct.  27-28,  Statler  Hilton  Hotel,  Washington,  D.C. 
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WICHITA 

TUR    | NORTON    |  PHILLIPS  |  SMITH       |  JEWELL     |  REPUBlIc  |wASHINGTON| MARSHALL  ̂ m***  |««-« 
WICHITA  PLUS  14  OTHER  IMPORTANT  KANSAS  COMMUNITIES 

SALES 

KANSAS 

NOW  REPRESENTED  BY  BLAIR 

TELEVISION  ASSOCIATES,  INC. HUTCHINSO  N 

HOWARD    O.    PETERSON,    GENERAL  MANAGER 
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STATIONS 

CBS'  Schneider,  Bryant  Named 
To  WCAU-TV,  Spot  Sales  Posts 

John  Schneider,  general  manager  of  CBS- 
TV  Spot  Sales,  New  York,  will  be  named 

general  manager  of  WCAU-TV  Philadel- 
phia, effective  with  the  transfer  of  the  station 

from  The  Bulletin 

Co.  to  CBS  Inc., 

Donald  W.  Thorn- 
burgh,  WCAU  Inc. 
president,  announced 
last  Thursday.  He 
will  succeed  Robert 

M.  McCredy,  who 
took  over  the 

WCAU-TV  post  in 
July. 

Bruce  Bryant, 
presently  eastern         MR  schneider 
sales  manager  of 

CBS-TV  Spot  Sales,  will  succeed  Mr. 
Schneider,  it  was  also  announced  Thursday 

by  Craig  Lawrence,  vice  president,  CBS 
owned  television  stations. 

Mr.  Schneider  joined  CBS-TV  Spot  Sales 
Chicago,  in  1950,  as  an  account  executive. 
In  1952  he  joined  the  New  York  office  and 

two  years  later  returned  to  Chicago  as  mid- 
western  sales  manager,  only  to  be  brought 
back  to  New  York  later  as  eastern  sales 

manager.  He  was  appointed  general  man- 
ager in  1956. 

Mr.  Bryant,  who  joined  the  Chicago  of- 
fice in  January   1953,  was  with  Edward 

OUR 

GIRL 

WJIM-TV 
covering 

Lansing  -  Flint  -  Jackson  for  CBS 

Petry  &  Co.,  Chicago,  prior  to  joining  CBS- 
TV  Spot  Sales.  Mr.  Bryant  subsequently 

was  named  to  the  post  of  eastern  sales  man- 

ager in  1956. 

Young  Opens  Detroit  Office, 
Promotes,  Shifts  Personnel 

Expansion  at  Adam  Young  Inc.  and 

Adam  Young  Television  Inc. — radio-tv  sta- 
tion representatives — will  take  place  this 

week  with  a  shift  of  personnel  and  opening 
of  a  Detroit  office,  it  was  learned  last  week. 

Effective  today  (Aug.  18)  the  Young  rep- 
resentation firms  will  maintain  offices  at 

2940  Book  Bldg.,  Detroit  26.  Telephone: 
Woodward  3-6919. 

Named  office  manager  was  R.  John  Stella, 
who  moves  from  Chicago  where  he  was  a 

Young  radio  salesman.  His  successor  will 
be  announced  shortly  in  addition  to  other 
new  personnel. 

At  the  same  time,  Young  is  filling  a  post 
that  has  been  vacant  since  the  first  of  the 

year.  James  F.  O'Grady,  midwest  sales  man- 
ager, will  be  reassigned  to  New  York  to  be- 
come vice  president  of  tv  sales.  The  tv  sales 

vice  presidency  was  vacated  last  December 

with  the  promotion  of  vice  president-radio- 
tv  sales  manager  Stephen  A.  Machcinski  to 

executive  vice  president  of  Young's  radio 
representation  company. 

Mr.  O'Grady  will  be  succeeded  in  Chicago 
as  midwest  sales  manager  by  Richard  J. 
Kelliher,  who  has  been  San  Francisco  office 

manager.  Mr.  Kelliher's  successor  is  under- 
stood to  be  Frank  A.  Waters,  now  a  radio 

salesman  in  the  New  York  headquarters. 

McLendon  Stations  Up  43.2% 

McLendon  stations  had  a  43.2%  in- 
crease in  gross  revenue  the  first  half  of 

1958  over  the  same  period  last  year,  Gor- 
don McLendon,  president,  McLendon 

Corp.,  reports.  He  said  that  WAKY  Louis- 
ville would  break  even  financially  in  August 

— its  second  full  month  of  operation.  The 
group  comprises  KILT  Houston;  KEEL 
Shreveport,  La.;  KLIF  Dallas;  KTSA  San 
Antonio,  and  WAKY.  The  corporation  plans 

acquisition  of  two  more  am  outlets. 

"There  is  no  doubt,"  Mr.  McLendon  said, 
"'that  our  stations,  and  others,  are  beginning 
to  slice  sharply  into  revenue  once  considered 

the  exclusive  property  of  newspapers.  Dur- 
ing the  first  half  [of  1958]  our  radio  stations 

reported  ...  11  new  big-budget  advertisers 
who  had  theretofore  been  exclusively  in 

newspapers." 

WDRC  Listens  For  Improvement 

The  announcers  at  WDRC  Hartford, 

Conn.,  are  taking  advantage  of  a  built-in 
mechanical  critic,  which  enables  them  to 
catch  and  later  correct  otherwise  unknown 

on-air  mistakes  or  irregularities,  accord- 
ing to  a  report  from  the  station. 

A  tape  recorder,  with  special  thin  tape, 
runs  24  hours  a  day,  picking  up  all  live 
spot  announcements,  news  and  program 
comments.  The  tape  is  attached  to  the  studio 
signal  light,  starts  and  stops  automatically, 

and  does  not  record  any  music  with  the 
exception  of  starts  and  stops.  Supervisory 

personnel  as  well  as  the  announcers  them- 
selves then  listen  and  utilize  the  mechanical 

critic's  advice.  Before  this  system  was  begun, 
states  WDRC,  the  idea  was  explained  to 

the  entire  announcing  staff.  "All  approved," 
according  to  the  station. 

Mid-America — New  K.C.  Radio  Rep 

A  new  radio  representative,  Mid-America 
Spot  Sales,  has  opened  in  Kansas  City,  Mo. 
Ralph  Meador.  owner-general  manager, 
K.LEX  Lexington,  Mo.,  is  president  of  the 
new  company,  with  N.  E.  Paton  Jr.,  who 

heads  his  own  public  relations  firm,  as  ex- 
ecutive vice  president.  Both  continue  to 

operate  their  present  firms. 

Mid-America's  first  clients:  KM  MO  Mar- 
shall, KSIS  Sedalia,  KOKO  Warrensburg, 

KRES  St.  Joseph,  KDKD  Clinton,  KWRT 

MR.  PATON MR.  MEADOR 

Boonville,  KRMS  Osage  Beach,  KLEX,  all 

Missouri;  KBTO  El  Dorado,  KOFO  Otta- 
wa, KARE  Atchison,  KLWN  Lawrence,  all 

Kansas.  Address:  P.  O.  Box  4833,  Kansas 

City  9,  Mo.  Telephone:  Westport  1-3322. 

Storer  Announces  Earnings 

Storer  Broadcasting  Co.  announced  last 

week  that  earnings  for  the  second  quarter 
of  1958,  ended  June  30,  amounted  to  $978,- 
416.  The  board  of  directors  has  declared 

a  quarterly  dividend  of  45  cents  per  share 
on  973,610  shares  of  common  stock  and 

6  cents  per  share  on  the  company's  Class 
"B"  common  stock,  consisting  of  1,501,140 shares. 

FREE 

LATEST  I  NEGRO  & 

SPANISH-PUERTO  RICAN 

POPULATION  FIGURES 

BY  COUNTY  IN  METRO 

NEW  YORK 

Station  WWRL Woodside  77, 

New  York  City 
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LAWRENCE  WELK 

STEVE  LAWRENCE 

OSNISE  LOR 

NAT  "KING"  CO  IE 
JUNE  CHRISTY 

STAR-RINGO,  S  P  O  T  -  T  H  E  -  S  TA  R , 

MUSICAL  QUIZ,  STAR  VARIETY  SHOW 

...BUILD  YOUR  OWN  BIG  SHOW  WITH 

TENNESSEE 
"ERNIE"  FORD 

BURL  IVES 

PEGGY  LEE 

GALE  STORM 

TERESA  BREWER 

GEORGE  SHEARING 

TEX  HITTER 

RALPH  FLANAGAN 
.  SARAH  VAUGHN 

L£S  BROWN 

MEL  TORME 

SUNNY  GALE 

•  CONNIE  BOSWELL 
JUNE  VAILI 

TONY  PASTOR 

CAB  CALLOWAY 

LIONEL  HAMPTON 

JUNE  HUTTON 
FRAN  WARREN 

PATRICIA  MORISON 

APRIL  STEVENS 

CARLOS  RAMIREZ 

CONNIE  HAINES 

TITO  GU1ZAR 

ALAN  DEAN 

FRANKIE  CARLE 
BETTY  CLOONEY 

JAN  CLAYTON 

DE  CASTRO  5ISTESS 

DUKE  ELLINGTON 

INK  SPOTS 

DOROTHY  LOUDON 

MR.  &  MRS.  88 

MITCHELL  CHOIRBOYS 

AlVINO  REY 

GINNY  SIMMS 

ANDY  RUSSELL 

JACK  TEAGARDEN 

FLORIAN  Z  A  BACH 

COUNT  BASIE 

PAGE  CAVANAUGH 

GLORIA  JEAN 
ALLAN  JONES 

BOBBY  TROUP 

RED  NICHOLS 

1100 

3  to  4  Minute 

TV  Films 

110 

in  color 

Now  you  can  have  the  country's  leading  musical  personalities  working  for  you  —  winning 
audiences  and  attracting  sponsors  —  at  an  unbelievably  low  monthly  cost. 

With  all  the  talent  on  film,  it  takes  only  minutes  to  build  star-studded  shows  with  lavish 
production  settings  —  without  high  production  costs.  Even  the  most  budget  minded  local  adver- 

tiser can  now  afford  the  impact  of  top-name  stars  selling  his  products! 

Dozens  of  money-making  program  formats  are  available  for  immediate  use  .  .  .  and  there's 
no  limit  to  the  number  of  different-type  programs  you  can  build  and  sell  with  the  Musical 
Parade  of  Stars! 

Write,  phone,  wire  today.  Cinema-Vue,  exclusive  distributor  of 
Musical  Parade  of  Stars  (formerly  Studio  Telescription  Library). 

EXCLUSIVE  DISTRIBUTION 

Network 

Talent 

at  low 

Budget 

Cost 

Cinema-Vue  Corporation 
245  WEST  55th  STREET,  NEW  YORK  19,  N.  Y. Tel.  JUdson  6-1336 
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The  Average  "
TEENER" 

Is  A  Honey- 

BUT 

It's  ADULTS 

That  Have  The 

MONEY  ! 

Somebody's  got  to  be  different!  That's  why  we  tailor 
our  program  schedule  to  the  adult  audience  for  the 

most  part.  We  love  the  teenagers— every  hair  on  their 

soft  little  heads— but  we  know  and  you  know  that  the 

folks  that  have  the  money  to  buy  your  products  are  the 

ADULTS! 

Our  Listeners 

Are  ADULTS! 

Not  only  does  WHEC  deliver  more  adult  listeners  than  any  of 

the  other  five  radio  stations  in  Rochester— but  it  is  rated  an 

outstanding  No.  1  in  all  Rochester  Metropolitan  Area  surveys! 

—A  good  thing  to  keep  in  mind  when  you  seek  the  ears  of 
BUYERS  in  the  rich  Rochester  area. 

*PULSE  REPORT— Rochester  Metropolitan  Area  Audience  Composition  Data—  March,  1958 

BASIC  CBS 

AM-TV 

ROCHESTER 

REPRESENTATIVES:  EVERETT  McKINNEY,  INC. 
NEW  YORK    •    CHICAGO    •    LOS  ANGELES   •   SAN  FRANCISCO 
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STATIONS  CONTINUED AWARDS 

Gunderson  Nomination  to  CSC 

Wins  Senate  Committee  Approval 

Mrs.  Barbara  Bates  Gunderson,  41,  a 
former  broadcaster,  was  nominated  last 

week  by  President  Eisenhower  to  become  a 
member  of  the  U.  S.  Civil  Service  Commis- 

sion. The  nomination  was  approved  Thurs- 
day by  the  Senate  Post  Office  &  Civil  Serv- 
ice Committee. 

Prior  to  World  War  II,  Mrs.  Gunderson 

was  a  continuity  writer  at  WNAX  Yankton, 
S.  D.  After  agency  work  in  Kansas  City  she 

became  women's  director  and  continuity 
chief  of  WOW  Omaha  and  also  worked  at 

KOTA  Rapid  City,  S.  D. 

Mrs.  Gunderson  entered  politics  in  1952, 

going  on  a  speech-making  tour  in  the  Eisen- 
hower campaign.  Later  she  was  co-chairman 

of  the  National  Citizens  For  Eisenhower 

Congressional  Committee  and  was  elected 
Republican  National  Committeewoman  for 
South  Dakota.  Her  career  includes  news- 

paper and  magazine  writing.  She  is  a  grad- 
uate of  Yankton  College.  Mr.  Gunderson  is 

an  attorney  in  Rapid  City. 

KNEZ  Begins  Operations 

After  receiving  FCC  authority  July  30, 
KNEZ  Lompoc,  Calif.,  has  begun  regular 
daytime  operations.  The  station  is  located 
near  Vandenberg  Air  Force  Base  which  is 

undergoing  a  $125  million  development  pro- 
gram. KNEZ,  owned  and  operated  by  Tom 

Friedman,  is  on  960  kc  with  500  w.  Thomas 

DATELINES  , 

NEWPORT — The  oil-tanker  collision  in 
Newport  (R.  I.)  Harbor  between  the  S.  S. 

Gulfoil  and  S.S.  Graham  Aug.  7  was  given 

extensive  coverage  by  WBZ-TV  Boston  and 
WADK  Newport.  The  former  dispatched 

cameraman  Bill  Quinn  and  newsman  Andy 

Sherrard  immediately  on  receiving  news  of 
the  crash  before  8  a.m.  The  WBZ-TV  staf- 

fers hired  a  helicopter  and  shot  rescue  work 
and  firefighters  while  hovering  over  the 
ships.  The  footage  was  processed  and 

rushed  to  Boston  in  time  for  WBZ-TV's 
2:25  p.m.  newscast. 

WADK  General  Manager  Milton  E. 

Mitler  and  news  director  Gerry  Nevins  re- 
port they  gave  the  first  bulletin  to  UPI  and 

followed  it  up  with  beeper  calls  to  some  60 
stations  as  far  away  as  Portland,  Ore.;  Port 
Arthur,  Tex.,  and  Baton  Rouge,  La.  Mr. 

Nevins  taped  interviews  with  naval  person- 
nel who  were  participating  in  rescue  work. 

Ml  NOT — An  upstairs  window  opposite  a 
house  where  an  armed  man  was  threaten- 

ing to  shoot  anybody  in  sight,  was  used  by 

KMOT-AM-TV  Minot,  N.  D.,  newsmen  to 
obtain  live  telephone  and  filmed  coverage 

Aug.  11.  For  five  hours,  with  police  stand- 
ing by  with  tear  gas,  blocking  off  the  street 

and  keeping  neighbors  in  their  homes,  the 
stations  covered  the  incident  for  local  au- 

diences and  other  Meyer  Broadcasting  Co. 

stations,  KUMV-TV  Williston  and  KFYR- 
AM-TV  Bismarck,  both  North  Dakota.  The 

J.  Wallace  Jr.,  formerly  with  KTKT  Tucson, 
Ariz.,  is  general  manager.  William  A.  Ayres 
Co.,  Los  Angeles,  has  been  named  national 

representative;  Robert  Dore  Assoc.  repre- 
sents the  station  in  New  York. 

Mae  West  Signed  by  KCOP  (TV) 

For  New  Local-Syndicated  Show 

Mae  West,  whose  sexy  portrayal  made  her 

a  great  box  office  attraction  on  stage  and 
screen  but  on  radio  secured  for  NBC  a 
severe  rebuke  from  the  FCC,  has  been 

signed  for  a  Monday-Friday  8:45-9  p.m. 
advice-to-the-lovelorn  series  on  KCOP  (TV) 

Los  Angeles.  The  program,  to  start  the  sec- 

ond week  in  September,  is  Miss  West's  first 
regular  tv  series.  She  will  appear  live,  an- 

swering letters  from  viewers  on  everything 
from  love  and  beauty  to  family  problems. 

It  was  on  Dec.  12,  1937,  that  Miss  West 
made  radio  history  with  an  appearance  on 

the  Sunday  evening  Chase  &  Sanborn 
Hour.  Her  handling  of  the  dialogue  in  an 

"Adam  and  Eve"  skit  with  Edgar  Bergen's 
brash  dummy,  Charlie  McCarthy,  evoked 
a  deluge  of  mail  from  disapproving  listeners 
that  led  to  an  official  investigation  by  the 
FCC  with  threats  of  drastic  action.  NBC 

finally  was  subjected  to  a  stiff  scolding  from 
the  Commission,  whose  chairman  called  the 

broadcast  "a  very  serious  offense  against 

the  proprieties,"  but  was  let  off  without 
further  punishment.  The  new  tv  series  on 

KCOP  will  be  recorded  on  videotape  and  of- 
fered for  syndication. 

armed  man's  niece  eventually  persuaded  him 
to  surrender. 

PORT  HURON — Jim  Whipkey,  newsman  of 
WTTH  Port  Huron,  Mich.,  reports  he  was 

first  to  break  the  news  that  Michigan  au- 
thorities were  holding  a  secret  witness  in 

connection  with  the  Frank  Kierdorf  "human 

torch"  incident.  Mr.  Whipkey  says  he  told 
7  a.m.  newscast  listeners  Aug.  7  that  a  by- 

stander had  witnessed  three  men  set  off  a 

bomb  in  a  dry  cleaning  establishment  and 

that  one,  "presumably  Kierdorf,"  had  been 

trapped  inside  the  burning  building.  WTTH's 
account  was  used  by  UPI,  according  to 

Mr.  Whipkey,  and  the  station  was  flooded 

with  calls  from  radio-tv  stations  and  news- 

papers. A  report  was  released  two  hours 
later  that  a  witness  was  being  held. 

LOS  ANGELES — California  State  Sen.  Ed- 
win J.  Regan  announced  Aug.  12  that  he 

would  subpoena  KNXT  (TV)  Los  Angeles' 
facts  and  findings  in  its  expose  of  a  local 

bookie  racket.  Mr.  Regan,  who  is  chairman 

of  a  legislative  subcommittee  on  criminal 

law  enforcement,  told  the  station:  "My  ac- 
tion is  a  direct  result  of  myself  and  my  in- 

vestigations, having  watched  the  KNXT 

nighttime  news  program  all  of  last  week." 
KNXT  exposed  the  estimated  $150,000,000 

book-making  racket  on  its  10  O 'Clock  Re- 

port. 

Robert  Sarnoff  to  Receive 

Gold  Medal  Award  of  VFW 

NBC  Board  Chairman  Robert  W.  Sarnoff 
has  been  selected  to  receive  the  Gold  Medal 

award  of  the  Commander-in-Chief  of  the 

Veterans  of  Foreign  Wars — the  VFW's 
leader's  highest  honor  bestowed  on  an  in- 

dividual. The  award  is  to  be  presented  to- 
night (Aug.  18)  at  the  joint  opening  session 

of  the  VFW  convention  in  New  York. 

Richard  L.  Roudebush,  Indianapolis,  na- 

tional commander  of  the  veteran's  organiza- 
tion, announced  the  award  went  to  Mr. 

Sarnoff  "for  his  outstanding  leadership  and 
fearless  advocacy  of  broadcasting  as  a  vital 
instrument  of  national  communications,  and 
for  his  staunch  support  of  fundamental 
principles  of  Americanism  as  seen  in  NBC 

public  service  programming." 
AWARD  SHORTS 

Thomas  P.  Chisman,  president  of  WVEC- 
TV  Norfolk,  Va.,  awarded  American 

Legion's  Citation  of  Honor  with  Medal  for 
"meritorious  service  as  a  television  execu- 

tive on  whose  initiative  WVEC-TV  .  .  . 
televised  the  first  educational  classes  in  Vir- 

ginia for  an  established  school  system." 
WVEC-TV,  in  conjunction  with  Norfolk 
School  System,  carried  out  educational  tv 

project  during  1957-58  and  will  do  so  again 
in  coming  year. 

Art  Ford's  Jazz  Party  heard  and  seen  on 
WNTA-AM-FM-TV  Newark,  N.J.,  received 
first  annual  Hallmark  Stereophonic  Sound 

Award  for  "imaginative  and  artistically 
provocative  radio  and  television  program- 

ming which  added  a  new  dimension  to  the 

art  of  entertainment."  Jazz  Party  is  simul- 
cast over  WNTA's  tv,  am,  fm  radio  stations. 

Presented  by  Hallmark  Electronics  Corp., 

N.  Y.,  award  will  be  made  annually  to  indi- 
viduals making  greatest  contribution  in  realm 

of  stereophonic  sound. 

KTBC-TV  Austin,  Tex.,  received  certificate 
of  appreciation  from  state  of  Texas  for  tv 
series  for  recruitment  of  school  teachers. 

Series,  carried  over  several  Texas  tv  stations, 

was  produced  by  Radio /Television  Dept.  at 
U.  of  Texas  and  Texas  State  Department  of 
Education  under  Ford  Foundation  grant. 
Prospective  teachers  taking  examinations 
based  on  information  in  tv  series  were 

granted  state  teaching  permits. 

Bill  Hall,  farm  editor  of  KPHO  Phoenix 

Ariz.,  and  its  daily  Farm  Hour  program  pre- 
sented with  Honorary  State  Farm  Degree  by 

Future  Farmers  of  America  for  "outstand- 

ing service  to  agriculture  and  rural  youth." 

Murray  Cox,  WFAA  Dallas  farm  editor,  has 
garnered  Distinguished  Service  Award  in 
field  of  vocational  agriculture,  presented  by 

Vocational  Teacher's  Assn.  of  Texas.  Plaque 
read:  "To  Murray  Cox  in  grateful  recogni- 

tion of  your  leadership  in  your  profession 
and  for  services  rendered  in  the  advance- 

ment of  vocational  agriculture  in  Texas." 
AWARDS  SHORTS 

Ed  Sullivan,  CBS-TV  personality,  received 

National  Sales  Executives  Inc.  "Supersales- 
man  of  the  Year"  award. 

Newsworthy  News  Coverage  by  Radio  and  Tv 
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FILM 

NATIONAL  THEATRES  BIDS  FOR  NT  A 

The  board  of  directors  of  National  Tele- 
film Assoc.,  New  York,  will  meet  this  week 

in  New  York  to  vote  on  an  offer  by  National 
Theatres  Inc.  to  acquire  controlling  stock  of 
NTA. 

The  companies  have  been  holding  discus- 
sions on  the  transaction  since  last  May 

[Film,  May  12]  and  National  Theatres  two 

weeks  ago  decided  on  a  firm  offer.  A  spokes- 
man for  NTA  declined  to  reveal  details  but 

indicated  an  announcement  would  be  made 

after  the  board  meeting. 

The  proposal  may  encompass  an  ex- 
change of  NTA  stock  for  National  Theatres 

stock,  with  National  Theatres,  at  the  outset, 

acquiring  stock  primarily  of  NTA  principals. 

The  offer  would  leave  NTA's  present  man- 
agement team  intact,  with  Ely  A.  Landau, 

board  chairman,  and  Oliver  A.  Unger,  pres- 
ident, assuming  executive  duties  at  National 

Theatres.  Ultimately,  National  Theatres 

plans  to  obtain  stock  held  by  minority  stock- 
holders. 

NTA  is  regarded  as  one  of  the  fastest- 
growing  organizations  in  the  television  field 

but  its  debt  position  is  reported  to  be  top- 
heavy.  Its  alignment  with  National  Theatres 
would  provide  a  source  of  financing  from  a 
large  theatre  chain  that  has  embarked  on  a 
diversification  program  in  the  last  few  years. 
NTA  is  one  of  the  leading  distributors  of  tv 

film  programs,  largely  feature  films.  In  as- 
sociation with  Desilu  Productions  and  20th 

Century-Fox  Corp.,  NTA  is  involved  in  an 
ambitious  co-production  program  of  half- 
hour  tv  film  series.  Together  with  Fox,  the 
company  owns  NTA  Film  Network.  It  also 

owns  and  operates  WNTA-AM-FM-TV 
Newark  and  KMSP-TV  Minneapolis-St. 
Paul. 

National  Theatres  is  considered  the  sec- 

ond largest  theatre  chain  in  the  U.  S.,  con- 
sisting of  about  300  theatres  principally  on 

the  Pacific  Coast,  in  the  Midwest  and  in  the 

Rocky  Mountain  areas.  Recently  the  com- 
pany developed  Cinemiracle,  a  new  three- 

dimensional  motion  picture  process  and 

several  months  ago  bought  WDAF-AM-TV 
Kansas  City  [Changing  Hands,  April  28]. 

National  Theatres'  revenues  are  reported  to 
have  declined  about  33%  since  1947-49  and 

this  situation  apparently  prompted  its  diver- 
sification program. 

One  obstacle  before  a  transaction  could  be 

effectuated  would  be  a  go-ahead  signal  from 
the  Justice  Dept.,  according  to  a  source  close 
to  both  companies.  It  is  pointed  out  that 
National  Theatres  is  the  circuit  split  from 

20th  Century-Fox  under  the  latter  com- 

pany's consent  decree.  Fox  now  is  owner 
with  NTA  of  the  film  network  and  addition- 

ally, Fox  has  an  agreement  with  NTA  on  the 

studio's  feature  film  library.  Acquisition  of 
NTA  by  National  Theatres  could  bring  Fox 
and  the  divorced  circuit  into  an  association 

that  might  require  a  Justice  Dept.  ruling. 

Guild  Hearing  Recessed 

National  Labor  Relations  Board  hearings 
on  the  petition  of  Musicians  Guild  of 
America  for  election  of  a  bargaining  agent 
for   musicians   employed   by  independent 
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motion  picture  producers  resumed  Tuesday 
(Aug.  12)  in  Los  Angeles  but  was  recessed 

until  Sept.  17  when  illness  kept  AFM  attor- 
ney Robert  Rissman  from  attending  Wednes- 

day's hearing  session.  A  request  of  the  So- 
ciety of  Independent  Motion  Picture  Pro- 

ducers to  withdraw  from  the  hearing  because 

it  is  no  longer  active  as  an  employers  repre- 
sentative was  referred  to  NLRB  headquar- 

ters in  Washington  by  hearing  officer  Ken- 
neth Schwartz.  Meanwhile,  MGA  is  continu- 
ing negotiations  with  the  Assn.  of  Motion 

Picture  Producers  for  an  agreement  to  re- 
place the  AFM  pact  that  expired  early  this 

year. Sales  of  'Col.  Flack'  Reach 
Million  Dollars  in  Fortnight 

CBS-TV  television  film  sales  reported 
Friday  gross  of  approximately  $1  million  in 

sales  within  two-week  period  by  direct  sales 
to  sponsor  and  stations  for  Col.  Flack.  Series 

being  produced  by  Stark-Layton  Produc- 
tions and  scheduled  to  be  ready  Oct.  1. 

A  number  of  advertisers  ranging  from 
public  utilities  to  grocery  chains  have  signed 
Col.  Flack.  Among  them  (on  regional 
basis) :  Dayton  Power  &  Light  Co.  (Hugo 
Wagenseil  &  Assoc.);  Bell  Bakeries  (Caples 

Co.);  Loblaw  Supermarkets  (Addison  F. 

Busch);  Laclede  Gas  Co.  (D'Arcy);  Kroger 
Foods  Big  Bear  Store  and  Hudephol  Beer. 

Station  line-up  includes:  WOI-TV  Ames; 

WKYT  (TV)  Lexington;  WFAA-TV  Dal- 
las; WANE  (TV)  Ft.  Wayne,  Ind.;  KTTV 

(TV)  Los  Angeles;  KGLO-TV  Mason  City, 
Iowa;  WTVR  (TV)  Richmond,  Va.; 

WCSH-TV  Charleston,  W.  Va.;  KYW-TV 
Cleveland,  Ohio;  WPIX  (TV)  New  York; 

WTAR-TV  Norfolk,  Va.,  and  WKBM-TV 
Youngstown,  Ohio. 

'Marshal'  Sold  for  80  Markets 

Purchase  of  National  Telefilm  Assoc. 's 
U.  S.  Marshal  series  for  showing  in  ap- 

proximately 80  markets  by  next  spring  was 

announced  Tuesday  by  Anheuser-Busch 
Inc.  for  its  Budweiser  beer. 

The  brewery  plans  to  introduce  the  half- 
hour  film  western  in  Birmingham,  Ala.  and 
Chicago  in  late  September  and  schedule 
additional  markets  in  January,  February 

and  March.  The  Desilu-produced  package, 
comprising  39  episodes,  was  purchased 

through  D'Arcy  Adv.  Co.,  St.  Louis,  agency 
for  Budweiser.  The  series  stars  actor  John 
Bromfield. 

Cinemark  Offers  Film  Stock 

Cinemark  II  Productions  Inc.,  Santa  Fe, 

N.  M.,  has  notified  the  Securities  &  Ex- 
change Commission  of  plans  to  offer  for 

sale  to  the  public  300,000  shares  in  common 
stock  at  $1  each.  Cinemark  was  formed  last 

April  with  a  capitalization  of  $100,000  (1 

million  shares  at  10^  each)  to  produce  tv 

film  programs,  animated  and  industrial  films 
and  feature  length  motion  pictures. 

John  S.  Candelario,  director  of  "The 

Way  of  the  Navajo"  (featured  on  CBS-TV's 

Adventure),  is  president  of  Cinemark.  Vice 
president  is  Arthur  Gould,  former  director 

in  charge  of  Tele-Cine  Productions,  Albu- 
querque, and  also  a  former  Hollywood 

writer-director.  Watson  &  Co.,  Santa  Fe, 
is  underwriting  the  stock  offering. 

Vick  Chemical  to  Sponsor 

Three  NTA  Film  Net  Segments 

Purchase  by  Vick  Chemical  Co.,  New 
York,  of  segments  of  three  programs  on 
the  NTA  Film  Network,  starting  Oct.  6,  is 
being  announced  today  (Aug.  18)  by  Ely 
A.  Landau,  board  chairman  of  NTA.  The 

26-week  contract  was  placed  by  Morse  In- 
ternational Inc.,  New  York.  Vick  Chemical 

has  ordered  three  participations  per  day  on 

the  five-time-a-week  Tv  Hour  of  Stars  dra- 
matic programs,  plus  weekly  participations 

in  Man  Without  a  Gun  and  This  Is  Alice 

half-hour  series,  according  to  Mr.  Landau. 
Several  weeks  ago  NTA  announced  it  had 
signed  several  national  advertisers  for  the 
film  network  but  to  date  has  not  identified 

the  sponsors,  except  for  Vick. 

Warner  to  Leave  Few  in  N.  Y. 

Warner  Bros.  Pictures  Co.  (theatrical,  tv 
films,  records),  slated  to  close  its  New  York 

office  Oct.  1,  has  decided  to  retain  a  skele- 
ton staff  in  the  East,  it  was  learned  last  week. 

It  is  still  uncertain  whether  WB  will  stay  at 
its  new  office,  666  Fifth  Ave.  The  staff  will 

work  principally  in  areas  of  sales  and  ad- 
ministration and  will  aid  Rodney  Erickson, 

recently  appointed  tv  sales  head,  former 
radio-tv  vice  president  at  Young  &  Rubicam. 

Flamingo  Forms  Sales  Unit 

Flamingo  Telefilm  Sales,  New  York,  last 

week  supplemented  its  national  sales  force 

by  creating  a  new  and  separate  division  to 
handle  the  sales  of  The  Country  Show, 

reruns  of  Grand  Ole  Opry.  Peter  Harkins, 

formerly  with  Official  Films  Inc.,  will  head 
the  new  sales  group  as  executive  manager. 
Flamingo  President  Herman  Rush  has  said 
that  his  company  would  sell  The  Country 
Show  as  an  across-the-board  feature. 

Deitch  Organizes  Film  Company 

Formation  of  Gene  Deitch  Assoc.,  43 

W.  61  St.,  New  York,  creater  and  producer 

of  animated  films  for  television  and  the- 
atrical distribution,  was  announced  last 

week  by  Mr.  Deitch,  formerly  creative 
director  of  CBS  Terrytoons  Div.  The  new 

organization  will  be  represented  by  Lang- 
Worth  Feature  Programs  Inc.,  N.  Y.,  in 

national  syndication.  The  Deitch  telephone 

number  is  Judson  6-5700. 

Guild  Reports  Cartoon  Deal 

Guild  Films  Co.,  New  York,  has  an- 
nounced a  $1.5  million  cartoon  contract 

with  Beverly  Hills  Productions,  to  distribute 

all  their  cartoon  productions  for  a  five- 
year  period.  The  first  package  of  150  color 
cartoons  is  titled  Spunky  and  Tadpole.  Sales 

have  already  been  made  to  WPIX  (TV)  New 

York,  WRCV-TV  Philadelphia,  and  KBET- 
TV  Sacramento,  Calif. 
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YOU'RE  ONLY 

HALF-COVERED 

IN  NEBRASKA 

IF  YOU  DON'T  USE  KOLN-TV! 

LINCOLN  A-Z  ARB  SURVEY 

JANUARY,  1958 

Viewed  Most 
Before  6:00  P.M. 

Viewed  Most 
After  6:00  P.M. 

KOLN-TV 

29% 

48% 

Station  B 
21 

19 Station  C 
16 

13 

Station  D 4 9 

WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  —  GRAND  RAPIDS 
WJEF  FM  — GRAND  RAPIDS- KALAMAZOO 
KOLN-TV  —  LINCOLN,  NEBRASKA 

Associated  with 
WMBD  RADIO  —  PEORIA.  ILLINOIS 
WMBD-TV  —  PEORIA,  ILLINOIS 

There  are  two  big  markets  in  Nebraska.  One  you 

can  reach  through  an  Omaha  TV  station,  the  other 

you  can't.  With  232,397  TV  families  in  69  counties, 

Lincoln-Land  is  Nebraska's  other  big  market. 

The  Lincoln-Land  market  can  be  really  covered  only 

by  KOLN-TV. 
KOLN-TV  is  the  Official  Basic  CBS  Outlet  for  South 

Central  Nebraska  and  Northern  Kansas.  Ask  Avery- 

Knodel  for  all  the  facts. 

CHANNEL  10  •  316,000  WATTS  •  1000-FT.  TOWER 

KOLN-TV 

COVERS  LINCOLN-LAND  —NEBRASKA'S  OTHER  BIG  MARKET 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 
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FILM  CONTINUED 

ON  CAMERA 

Reginald  LeBorg,  producer-director  has 

joined  with  DeWitt  Bodeen,  screenwriter  to 

produce  tv  series  called  The  Inheritance, 

anthology  of  modern  stories  based  on  quota- 
tions, incidents  and  teachings  of  Bible.  Le- 

Borg, who  will  handle  most  of  direction,  is 

presently  seeking  studio  space  for  late  fall 
filming. 

British  Broadcasting  Corp.,  non-commercial 

government  subsidized  broadcasting  organi- 
zation, and  National  Telefilm  Assoc.,  New 

York,  have  agreed  to  co-produce  series  of 
39  half-hour  films  titled  The  Third  Man,  for 

airing  in  fall  of  1959,  it  was  announced  last 

week  by  NTA.  Nineteen  episodes  will  be 

filmed  in  England,  20  in  Hollywood.  Series 
will  star  James  Mason. 

Screen  Gems  Inc.,  N.Y.,  reports  production 

will  begin  shortly  on  half-hour  tv  film  series, 
The  Alaskan,  which  will  be  made  in  coopera- 

tion with  Alaska  Territorial  Police.  Series 

will  be  produced  on  location  in  Alaska  and 
will  revolve  around  member  of  Alaska  Ter- 

ritorial Police. 

Desilu  Productions,  Inc.,  Culver  City,  Calif., 

has  completed  14  more  episodes  of  This  Is 
Alice  and  will  begin  final  12  shows  shortly. 
Series  stars  Patty  Ann  Gerrity  and  is 

scheduled  for  release  over  NTA  Film  Net- 
work stations  starting  Oct.  6.   Desilu  also 

OUR 

tkett  Counts/ 

GIRL 

WJIM-TV 
covering 

Lansing  -  Flint  -  Jackson  for  CBS 

has  begun  filming  of  U.  S.  Marshal,  tv  series 

starring  John  Bromfield.  Series  of  39  epi- 

sodes is  being  produced  by  Desilu  for  Na- 
tional Telefilm  Assoc.,  Hollywood. 

Henry  Jaffe  Enterprises  is  preparing  new  tv 
series  titled  The  Magical  Monarch  of  Mo 
based  on  stories  by  L.  Frank  Baum,  also 

author  of  Oz  books.  Scripts  have  been  pre- 

pared by  Joseph  Schrank,  who  wrote  "Beau- 
ty and  the  Beast"  program  for  Shirley  Tem- 

ple's Storybook  series,  and  Norman  Lessing, 
associate  producer  and  story  editor  of  Story- 

book. Initial  program  of  Monarch  of  Mo 
series  will  be  broadcast  some  time  during 

coming  season  on  the  Storybook  series,  Mr. 
Jaffe  said.  Mo  series  is  planned  as  weekly 

half-hour  program,  to  be  produced  either 
live  or  on  film  in  either  New  York  or  Holly- 
wood. 

FILM  SALES 

Official  Films,  N.  Y.,  announces  sale  of 

fourth  series  of  Robin  Hood  to  Osaka  Tele- 
vision Bcstg.  Corp.  for  showing  in  Tokyo, 

Osaka,  Nagoya,  Okayama  and  Fukuoka. 

Series  will  be  sponsored  by  Lion  Tooth- 
paste Co.,  Japanese  toothpaste  manufacturer. 

Trans-Lux  Television  Corp.,  N.  Y.,  reports 
sale  of  Encyclopaedia  Britannica  Library  of 

short  subjects  to  WTOP-TV  Washington  for 
five  years. 

MCA-TV,  N.  Y.,  has  sold  "Paramount  Fea- 
tures" to  KUAM-TV  Guam. 

Jaymark  Film  Corp.,  N.  Y.,  reports  six  new 
sales  on  its  Cartoon  Storybook,  animated 

color  series,  bringing  total  number  of  mar- 
kets sold  to  33.  Latest  sales  were  to  WGN- 

TV  Chicago,  WDEF-TV  Chattanooga, 

KVAR  (TV)  Mesa-Phoenix,  KONO-TV  San 
Antonio,  WSTV-TV  Stubenville,  Ohio,  and 
WCYB-TV  Bristol,  Va. 

Screen  Gems  Inc.,  N.  Y.,  announces  total 

sales  on  George  Burns  &  Grade  Allen  Show 

(repeats  of  programs  carried  on  CBS-TV) 
have  reached  56,  with  latest  sales  to  WMCT 

(TV)  Memphis,  WLWA-TV  Atlanta, 
WFAA-TV  Dallas,  KTVU  (TV)  San  Fran- 

cisco, KREM-TV  Spokane,  KSL-TV  Salt 

Lake  City,  KLZ-TV  Denver  and  WFBC-TV 
Greenville,  S.  C. 

Regis  Films,  Chicago-N.Y.,  reports  total 
sales  in  excess  of  $750,000  for  new  Cru- 

sader Rabbit  series.  Additional  markets: 

WCAU-TV  Philadelphia;  WDAU-TV  Scran- 
ton,  Pa.;  WMBR-TV  Jacksonville,  Fla.; 

WTCN-TV  Minneapolis;  CMTV-TV,  Ha- 
vana, Cuba,  and  KLOR-TV  Salt  Lake  City, 

Utah. 

Stroh  Brewing  Co.,  Detroit,  has  purchased 

Ziv's  Mackenzie's  Raiders  for  16  midwest- 
ern  markets,  it  was  announced  last  week  by 
James  Shaw,  sales  manager,  national  sales 

dept.,  for  Ziv  television  programs.  Brown  & 
Williamson,  Raleigh  cigarettes,  previously 

bought  series  for  19  markets  and  will  alter- 
nate with  Stroh  in  three  markets:  Detroit, 

Cleveland  and  Bay  City.  Other  markets  in- 
volved in  Stroh  purchase  include  Columbus, 

Toledo,  Dayton,  Youngstown,  Lima  and 
Zanesville,  all  Ohio;  Ft.  Wayne,  Indianap- 

olis and  South  Bend,  all  Indiana;  and  Lan- 
sing. Grand  Rapids,  Cadillac  and  Marquette, 

all  Michigan.  Agency  is  Zimmer,  Keller  & 
Calvert,  Detroit. 

Trans-Lux  Encyclopaedia  Britannica  Films 

has  sold  its  package  to  WOI-TV  Ames,  Iowa. 

Richard  H.  Ullman  Inc.,  Buffalo,  N.Y., 

producers  of  Colonel  Bleep,  new  outer  space 
cartoon  program,  announces  sale  of  show 

to  six  new  sponsors  and  several  stations  in- 
cluding: WBRE-TV  Wilkes-Barre,  Pa.; 

WCYB-TV  Bristol,  Va.;  KVAR  (TV) 
Phoenix,  Ariz.;  KONA  (TV)  Honolulu, 

T.H.,  and  KBET-TV  Sacramento,  Calif. 

RANDOM  SHOTS 

ABC  Film  Syndication,  N.  Y.,  has  acquired 

distribution  rights  to  new  half-hour  series, 

Bowling  Queens,  which  features  27  out- 
standing female  bowlers.  Film  series,  pro- 

duced by  Tenpin  Tattler  Productions,  Chica- 
go, is  patterned  after  live  program  of  same 

name  carried  last  year  on  WBBM-TV  Chica- 

go. 

TCF-TV,  Hollywood,  has  finished  39th  and 

final  episode  of  How  To  Marry  a  Million- 
aire, co-starring  Lori  Nelson,  Merry  Anders 

and  Barbara  Eden.  Series  is  scheduled  for 

showing  starting  week  of  Oct.  6  over  NTA 
Film  Network  stations. 

Thomas    Countryman    Film  Productions, 

Minneapolis,  announces  purchase  of  Con- 
tinental Films,  subsidiary  of  Midwest  Radio 

&  Television  Inc.,  in  Minneapolis.  Con- 
tinental has  been  active  in  production  of 

industrial  films  and  will  be  retained  in  that 
capacity. 

T.  A.  P.  Inc.  formed  as  merchandising  di- 

vision of  Tv  Spots,  L.  A.,  producers  of  Cru- 
sader Rabbit.  All  toy  licensing  and  premium 

promotion  activities  will  be  handled  from 
home  office  at  1037  N.  Cole  Ave.,  Holly- 

wood 38.  Larry  Nunn  heads  new  division. 

Television  Programs  of  America  Inc.,  N.  Y., 

has  acquired  The  Witch's  Tale,  supernatural 
series  in  radio  for  many  years.  Firm  plans 

to  do  pilot  shortly,  with  Alonzo  Dean  Cole, 

creator  of  series,  who  will  serve  as  consult- 
ant and  story  supervisor. 

Charles  Michelson  Inc.,  N.Y.,  tv  film  distrib- 
utors, is  marketing  Life  With  the  Lyons, 

30-minute  situation  comedy  series  starring 
Bebe  Daniels  and  Ben  Lyons. 

ON  THE  SPOT  RECORDING  ̂  

I  TAPE 

•  FULLY  TRANSISTORIZED 
•  LIFETIME  BATTERY 
•  FLAT  TO  10,000  CYCLES 

Where  you  go,  Mini- 
CD  tape  goes,  with  its 

own  power  and  pre- cision recording  unit 

in  one  compact  alu- minum case.  Sports, 

crime,  special  events ...  no  other  recoider can  do  the  job  of 
Minitape.  Quality 

equal  to  finest  AC- operated  units.  Get all  the  facts  about 
Minitape  today! 

STANCIL -HOFFMAN  CORP. 
921  N.  Highland  Ave.  •  Hollywood  38,  Calif. 
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DAVENPORT,  IOWA  -  ROCK  ISLAND,  ILLINOIS 

47th  TV  MARKET  IN  THE  U.S. 

As  Reported  in  TELEVISION  AGE,  May  19,  1958 

41  Albany-Schenectady-Troy    46  Omaha 

42  Nashville 

43  Champaign 

44  Miami 

45  Sacramento-Stockton 

47  Davenport-Rock  Island 

48  Binghamton 

49  Raleigh-Durham 

50  Asheville 

WOC-TV  is  No.  1  in  coverage 

in    all    of    Iowa    and  Illinois 

(Chicago  excepted) 

1,727,100 
556,500 
469,890 

97,101 
54,912 

48  COUNTIES 

Population* 
Homes 
TV  Homes 

Farm  Homes** 
TV  Farm  Homes** 

Effective  Buying  Income*  $2,852,363,000 
Retail  Sales*  $2,076,120,000 

*SaIes  Management's  "Survey  of  Buying  Power, 

1958" 
**U.  S.  Census  of  Agriculture,  1954 

O.I.  11.  J.  Palmer 
President 

Ernest  C.  Senders 
Resident  Manager 

Mark  Wodlinger 
Sales  Manager 

Peters,  Griffin,  Woodward, 
Inc.,  Exclusive  National 
Representatives 
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WOC-TV  Davenport,  Iowa  it  part  of  Central  Broadcasting  Company  which 
alto  ownt  and  operatet  WHO-TV  and  WHO-Radio  —  Det  Moines 

ILLINOIS 
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MANUFACTURING 

Electronics  Meeting 

Opens  in  Los  Angeles 

Theodore  Grenier,  chief  engineer,  ABC 
Western  Div..  will  serve  as  chairman  of  a 

Thursday  afternoon  (Aug.  21)  session  on 
radio  and  tv  broadcasting  during  the  1958 
Western  Electronic  Show  &  Convention  to 

be  held  in  Los  Angeles  Tuesday  through 

Friday  (Aug.  19-22).  The  42  technical  ses- 
sions for  the  four-day  convention  will  be 

held  in  the  Ambassador  Hotel;  the  more 
than  650  exhibits  will  be  housed  in  the 
Pan-Pacific  Auditorium. 

Wescon  is  co-sponsored  by  the  seventh 

region  of  IRE,  including  the  Los  Angeles- 
San  Francisco  section,  and  the  West  Coast 
Electronics  Mfrs.  Assn. 

Participants  in  Thursday's  broadcasting 
session  will  be:  Ralph  N.  Harmon,  Westing- 

house  Broadcasting  Co.  ("Field  Experience 
With  the  Kahn  Compatible  Single  Sideband 

System  Installed  at  KDKA  Pittsburgh"); 
Jack  Kabell,  Stanford  Research  Institute 

("Head  Drum  Stabilization  for  Recording 

the  NTSC  Color  Signal");  C.  A.  Cady,  W.  P. 
Buuck,  General  Radio  Co.  ("Frequency 
Measurement  in  the  Broadcast  Field");  O.  C. 
Schafer,  Schafer  Custom  Engineering  ("Re- 

mote Control  and  Automatic  Logging  of 

Am-Fm  and  Tv  Broadcasting  Transmitters 
and  Automatic  Programming  of  Am  and 

Fm  Broadcasting  Stations");  Robert  Byloff, 
NBC  ("Automatic  Control  of  Videotape 

Equipment  at  NBC  Burbank"). A  session  on  advanced  tv  techniques  will 
be  held  Friday  morning  with  Bernard  Wally, 

RCA,  as  chairman.  The  session  will  include 

these  papers:  "Techniques  for  Rapid  Align- 
ment of  Critical  Bandpass  Circuitry"  by  W. 

A.  Sebastian,  General  Electric  Co.;  "Tran- 
sistorized Television  Receiver"  by  Roger  R. 

Webster  and  Harry  F.  Cooke,  Texas  Instru- 

ment; "Design  and  Use  of  the  Chroma  Key" 

by  Frank  J.  Gaskins,  NBC;  "Scan  Mag- 
nification" by  D.  R.  Skoyles  and  R.  H.  C. 

Morgan,  Mullard  Research  Labs,  England, 

and  "Distortion  Reduction  in  Tv  Recep- 

tion," by  J.  Ruston  and  W.  J.  Judge,  Du- 
Mont  Labs. 

Dr.  Walter  P.  Dyke,  director  of  Linfield 
Research  Institute,  McMinnville,  Ore.,  has 

been  designated  to  receive  the  1958  Elec- 

tronic Achievement  Award  of  IRE's  seventh 

region.  The  award,  "for  his  contribution  to 
education  and  for  his  invention  and  engi- 

neering development  in  field  emission  cath- 
odes," will  be  presented  to  Dr.  Dyke  at  the 

all-industry  luncheon  Friday. 

IT&T  to  Show  Frozen  Tv  Picture 

Instantaneous  transfer  of  pictures  from  a 
television  receiver  to  a  storage  display  tube 

so  that  the  pictures  can  be  "frozen"  and 
studied  at  leisure  will  highlight  the  Inter- 

national Telephone  &  Telegraph  exhibit  at 
the  Western  Electric  Show  &  Convention, 

Los  Angeles,  tomorrow  (Aug.  19)  to  Friday 

(Aug.  22).  Also  included  in  the  display 
will  be  communications  equipment,  new 

precision  electronic  instruments,  power 

supplies,  closed-circuit  television,  aircraft 
navigation  equipment  and  new  components 

for  military,  industrial  and  home  entertain- ment fields. 

Broadcasting 



I'd  give  up  my  slide  rule  before 

I'd  give  up  my  Ad  Age" 

says  JOSEPH  P.  BRAUN 

Vice-President  and  Media  Director 

Kenyon  &  Eckhardt  Inc. 

"My  subscription  goes  to  my  home,  where  each 

Monday  evening  I  read  Advertising  Age  from 

cover  to  cover.  Issue  after  issue  provides  not 

only  the  news,  but  the  highlights  and  stories 

of  the  many  new  developments  in  this  fascinating 

business  that  never  stands  still.  I'd  give  up  my 

slide  rule  before  I'd  give  up  my  Ad  Age." 

Let's  talk  turkey!  Advertising  Age  isn't  a  "sometime  thing"  to 
most  of  the  executives  of  importance  to  you.  They  read  it 

regularly  and  thoroughly.  It  follows,  of  course,  that  your  sales 

message  in  Ad  Age  can  get  the  same  careful  attention  that  AA's 
up-to-date  authoritative  editorial  content  receives  week  in,  week 
out  from  the  admen  who  influence  as  well  as  those  who  activate 

today's  broadcasting  decisions. 

At  Kenyon  &  Eckhardt  Inc.,  for  example,  where  $31,500,000*  of 
its  1957  billings  were  placed  in  radio  and  television,  planning 

broadcast  schedules  is  a  vital  part  of  the  agency's  operation. 
Among  its  accounts  are  such  major  broadcast  advertisers  as 

Ford  Motor  Co.,  Lever  Bros.  Co.,  National  Biscuit  Co.  and  Radio 

Corp.  of  America. 

Every  week,  134  paid-subscription  copies  of  Ad  Age  help  keep 
Kenyon  &  Eckhardt  executives  posted  on  the  news  and  trends 

affecting  them.  Further,  every  Monday,  137  paid-subscription 

copies  reach  the  offices  and  homes  of  advertising  and  marketing 

professionals  of  the  companies  mentioned. 

Add  to  this  AA's  more  than  40,000  paid  circulation,  its  tremen- 
dous penetration  of  advertising  with  a  weekly  paid  circulation 

currently  reaching  over  12,000  agency  people  alone,  its  intense 

readership  by  top  executives  in  national  advertising  companies 

— and  you'll  recognize  in  Advertising  Age  a  most  influential 
medium  for  swinging  broadcast  decisions  your  way. 

*  Broadcasting  Magazine  19.^7  Report. 

2  00    EAST    ILLINOIS    STREET    •    CHICAGO    11,  ILLINOIS 

480    LEXINGTON    AVENUE     •     NEW    YORK    17,    NEW  YORK 

JOSEPH  P.  BRAUN 

A  twenty-five  year  veteran  of  ad- 
vertising, Mr.  Braun  also  is  a  fine 

example  of  achievement  and 
growth  all  within  one  agency. 
Starting  as  a  trainee  in  Kenyon  & 

Eckhardt's  mail  room  in  1933,  he 

held  such  "up  the  ladder"  jobs  as 
media  clerk,  research  reporter,  stat- 

istician and  space  buyer,  before 

being  appointed  media  director  in 
1942. 

By  1947,  Mr.  Braun  was  elected  a 
vice-president  and,  within  the  same 

year,  became  a  K  &  E  director.  Ac- 
tive in  all  media  areas  within  the 

agency,  he  has  contributed  to  such 
pace-setting  K  &  E  broadcasting  ac- 

tivities as  the  Ford  50th  Anniversary 

Show. 

Mr.  Braun  is  a  member  of  the  4A's 
media  committee,  and  serves  the 
National  Outdoor  Advertising 
Bureau  as  a  director  and  member 
of  the  executive  committee. 

n  ©  cm 
?  Year  (52  issues)  $3 
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MANUFACTURING  CONTINUED 

RCA  Develops  Portable  Color  Tv 

With  Battery,  Transistor  Power 

R(  A  scientists  have  experimentally  de- 
veloped a  fully  transistorized  portable  color 

television  system  "using  so  little  power  that 
it  can  be  operated  from  automobile-type 

storage  batteries,"  according  to  Dr.  V.  K. 
Zworykin,  honorary  vice  president  of  RCA. 
The  laboratory  system,  contained  in  two 
compact  units  which  weigh  a  total  of  65 
pounds,  and  use  75  w  less  power  than  the 

sealed-beam  headlights  of  an  automobile, 
can  be  run  either  with  batteries  or  a  fixed 

power  supply.  Dr.  Zworykin  said. 

The  system  is  designed  for  closed-circuit 
applications  in  industry  defense,  education 

and  research,  he  said,  adding,  "It  promises 
ultimately  to   extend  the   application  of 

color  television  into  new  fields  where  com- 
pactness, portability  and  operating  economy 

are  essential."  The  laboratory  equipment, 
however,  contains  a  number  of  components 
which  are  not  yet  commercially  available, 
Dr.  Zworykin  said. 

Admiral  Shows  Sales  Increase 

Over  Same  Quarter  of  Last  Year 

Admiral  Corp.  Tuesday  reported  con- 
solidated net  sales  of  $38,619,849  for  itself 

and  subsidiaries  for  three  months  ending 
June  30,  1958. 

An  increase  in  sales  over  $37,638,878 

for  the  same  period  last  year  was  ac- 
complished, according  to  Ross  D.  Siragusa, 

Admiral  president,  despite  "depressed  condi- 
tions in  the  nation's  business  and  in  the 

appliance  and  television  industry  in  particu- 

lar." He  also  reported  liquidation  of  the 
firm's  molded  products  division  involving 

plastics. During  the  second  quarter  Admiral  suf- 
fered a  loss  before  taxes  of  $34,147,  com- 

pared with  $597,087  during  that  period 
in  1957.  Net  loss  after  taxes  amounted 

to  $315,203  for  the  quarter  as  against 
$343,774  the  previous  year. 

Leitzell  Reassures  Service  Men 

Pay  Tv  System  Won't  Cut  Them  Out 

Independent  tv  service  dealers  have  a 
stake  in  toll  tv  and  Zenith  Radio  Corp. 
favors  their  participation  in  local  pay  video 

installations  "when  it  is  authorized,"  Ted 

Leitzell,  the  company's  public  relations  di- 
rector, told  the  Texas  Electronics  Assn. 

earlier  this  month. 

He  released  a  Zenith  policy  statement 

designed  to  refute  allegations  that  pay-as- 
you-see  tv  would  prove  harmful  to  the  serv- 

icing industry,  claiming  Zenith's  Phonevi- 
sion  system  "will  not  in  any  way  hurt  the 

independent  service  dealers'  normal  opera- 
tion of  servicing  television  receivers." 

Zenith  feels  it  "desirable,"  Mr.  Leitzell 
stated,  that  local  service  organizations  assist 
in  the  installation  of  Phonevision  decoders 

on  subscribers'  tv  sets,  once  pay  tv  is  au- 
thorized and  independent  companies  are 

franchised.  Decoder  connections  would  not 

"alter  a  receiver  or  affect  its  operation  or 

servicing  by  independent  service  dealers," he  maintained. 

Mr.  Leitzell  charged  the  "false  rumors" 
had  been  circulated  "through  channels  of 

service  organizations"  and  asserted  his  com- 
pany has  cooperated  fully  with  independent 

service  men  over  the  years  as  a  matter  of 

policy. 

MANUFACTURING  SHORTS 

Shure  Bros.,  Evanston,  111.,  introduces  new 
mobile  communications  microphone  with 

claimed  lightweight  and  rugged  features. 

Called  "Ten-Four,"  unit  is  encased  in  syn- 
thetic resin;  weighs  about  half  as  much  as 

standard,  die-cast  metal  microphone,  and 

is  capable  of  surviving  weight  of  load-bear- 
ing truck.  It  will  not  chip  or  crack  in 

normal  use  and  can't  corrode,  according  to 

firm. 

H.  H.  Scott  Inc.,  Maynard,  Mass.,  an- 
nounces new  complete  stereo  amplifier  con- 

sisting of  dual  20  w  power  amplifiers  and 

dual  pre-amplifiers  on  single  chassis.  New 
model  (299)  can  be  used  with  any  stereo 

or  monaural  source  or  as  electronic  cross- 
over. When  used  with  stereo  it  delivers  20 

w  for  each  channel;  with  monaural  program 

sources,  it  utilizes  power  for  both  sections, 

making  it  40  w  amplifer.  Technical  informa- 
tion is  available  from  H.  H.  Scott  Inc., 

Dept.  P,  111  Powdermill  Road,  Maynard, 
Mass. 

Motorola  Inc.,  Chicago  electronics  manu- 
facturer, showed  first-half  consolidated  sales 

and  earnings  of  $84,544,562  and  $1,478,- 
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for  30  days  free 

We  say  it's  the  world's  finest  lavalier  microphone 

. . .  on-the-job  performance  will  prove  it! 

If  you  don't  agree,  simply  return  it.  It 
will  cost  you  nothing.  We're  willing  to 
make  this  free  trial  offer  because  we're 
convinced  this  new  lavalier  has  no  equal. 

Superior  performance 

This  new  microphone  has  great  sensitivity 
and  range,  especially  for  a  lavalier.  Fre- 

quency response  is  60  to  20,000  cps.  And 

Turner's  exclusive  Dynaflex  Diaphragm 
picks  up  the  slightest  shadings  of  sound, 
transmits  them  faithfully.  Omni-direc- 
tional  polar  pattern  levels  out  volume 
variations  caused  by  head  movements. 

Classic,  inconspicuous  design 

The  new  220A  is  designed  to  feature  the 
performer,  not  the  microphone.  It  s  slim, 
trim,  aluminum  case  is  neutral  grey,  non- 
reflecting  enamel. 

An  excellent  value 

When  you  decide  to  keep  the  Turner 

220A  you'll  be  convinced  the  $75.00 
Radio/TV  station  net  cost  represents  real 
value.  The  microphone  can  be  adapted  to 
stand  use  to  do  double  duty.  The  price 
includes  25  feet  of  attached  plastic- 
covered,  3-conductor,  shielded  cable  plus 
lavalier  accessory.  But  the  outstanding 
performance  characteristics  you  get  from 
this  attractive  studio  lavalier  are  the  im- 

portant benefits. 

Prove  it  for  yourself.  Try  it  in  your 

studio,  subject  to  your  own  work  condi- 
tions, your  own  habits,  your  own  per- 

formance standards.  You'll  see  why  no 
other  lavalier  microphone  can  match  it. 

Mail  this  coupon  for  the  no-obligation, 
30-day  free  use  of  the  Turner  220 A. 

THE COMPANY 

936  17th  St.  N.  E. 
Cedar  Rapids,  Iowa 

Gentlemen: 
Please  send  me  your  220A  lavalier  mike  for  a 

free  30-day  trial  at  no  obligation  to  me.  Please 
include  spec  sheets. 

Name 

Radio  or  TV  Station 

Address 

City 

Zone 

State 

IN  CANADA:  CANADIAN  MARCONI  CO., 
Toronto,  Ontario  and  Branches 

EXPORT  .  .  .  :  AD  AURIEMA,  INC., 
85  Broad  St.,  New  York  4,  N.  Y. 
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MANUFACTURING  cont.nued 

297,  respectively,  reflecting  "the  general 
softness  of  the  consumer  durables  and  the 

automotive  industries,"  president  Robert  W. 
Galvin  told  shareholders  Friday.  Figures 
showed  decrease  from  sales  of  $105,666,- 
759  and  earnings  of  $3,409,778  for  same 
period  last  year.  Company  reported  second 
quarter  sales  of  $43,650,070  and  earnings 
of  $800,515,  also  off  from  same  quarter 
in  1957. 

Camera  Equipment 

Co.,  N.  Y.,  an- 
nounces CECO  re- 

mote control  pan 
and  tilt  assembly 

that  permits  opera- 
tor to  retain  full 

control  of  industrial 
t  v  and  vidicon 

cameras  from  distant  points.  Operator  can 
manipulate  camera  through  control  box 
located  away  from  camera  installation,  thus 

permitting  camera  to  be  located  where  it 
would  be  inconvenient  or  dangerous  for 

operator.  Assembly  also  permits  operation 
of  several  cameras  from  central  control  sta- 

tion. Made  of  aluminum  alloy,  ball  and 
needle  bearing  construction,  with  Micro 

Limit  switches,  high  torque  motors,  no-slip 
worm  gear  drives.  Size:  10  inches  x  9  inches 
x  9  inches.  Weight:  1414  pounds.  Capacity: 

20  pounds.  "Dialastop"  limit  switches  with 
knob-type  control  setting  within  360  degrees 
for  both  pan  and  tilt  operations. 

INTERNATIONAL 

Pay  Tv  to  Get  Trial  in  Canada 

In  Ontario,  Quebec  Communities 

Pay  tv  is  expected  to  have  a  trial  in  east- 
ern Canada  this  fall  when  Electronic 

Theatres  Ltd.,  Toronto,  Canadian  subsidiary 
of  Selectovision,  will  operate  test  campaigns 
in  two  small  communities  in  Ontario  and 

two  in  Quebec.  One  small  town  in  western 
Canada  also  may  be  used  as  a  test. 

The  company  plans  to  offer  a  60-day  free 
trial.  The  system  will  operate  in  conjunction 
with  community  antenna  systems  in  areas 

where  tv  reception  is  not  good  and  in  apart- 
ment houses  using  one  antenna.  An  elec- 

tronic device  costing  about  $20  is  to  be 
affixed  to  the  tv  receiver  and  a  punch  card, 

will  be  used  to  operate  the  attachment.  Sub- 
scribers will  pay  for  the  service  in  monthly 

instalments. 

Richard  Rosenberg,  Telefilms  of  Canada 
Ltd.,  Toronto,  who  will  operate  the  service 
for  Electronic  Theatres,  states  that  pay  tv 
will  not  replace  regular  tv,  but  may  prove 
valuable  to  a  percentage  of  the  population. 

Tv  Set  Sales  Edge  Up  in  Canada 

Television  set  sales  were  up  slightly  in 
June  while  radio  receiver  sales  were  down 

from  June  1957,  it  has  been  reported  by  the 
Electronic  Industries  Assn.  of  Canada.  Tv 

receiver  sales  in  June  were  22,147  as  com- 
pared with  21,457  in  June  1957.  For  the 

first  six  months  of  this  year  tv  receiver 
sales  were  164,407  units,  as  compared  with 

170,672  for  the  same  period  last  year. 
Radio  receiver  sales  in  June  totaled  40,- 

794  units  as  compared  with  43,741  in  June 
1957.  For  the  first  half  of  this  year  radio 
set  sales  totaled  223,316  units  as  against 
254,188  in  the  same  period  last  year. 

Ontario  province  led  in  sales  of  both  radio 
and  tv  receivers,  with  92,752  radio  sets  and 

61,401  tv  sets  in  the  first  half  of  1958. 

Quebec  province  accounted  for  59,596  ra- 
dio sets  and  40,431  tv  sets  in  the  same 

period. 
INTERNATIONAL  SHORTS 

Standard  Radio  Ltd.,  Toronto,  holding  com- 
pany for  CFRB  Toronto,  reported  net 

profit  for  fiscal  year  ending  March  31  at 
$145,967,  up  from  $138,057  last  year. 
Annual  report  stated  that  while  operating 
costs  of  CFRB  were  higher  during  the  year, 

income  was  proportionately  increased,  main- 
taining earnings  at  satisfactory  level. 

Elstree  Studios,  Northern  Rhodesia,  has  an- 

nounced it  is  available  for  tv  film  produc- 
tion assignments  from  U.  S.  tv  film  pro- 

ducers who  require  film  sequences  or  back- 
ground material  on  Central  Africa.  Com- 

pany is  headed  by  Bob  Hawkins,  formerly 

with  Associated  British  Pictures  Corp.  Els- 
tree, Hertz,  England.  Address  of  Elstree 

Studios  is  P.  O.  Box  1517,  Lusaka,  N.  Rho- 
desia. 

CKOS-TV  Yorkton,  Sask.,  appoints  Devney 
Inc.  as  national  representative  in  U.  S. 

— 
n 

KMJ-TV  in  the  Billion-Dollar 
Valley  of  the  Bees 

<£tUxdA  Ut  VWAAMb  -  coordinates  with 

McClatchy  newspapers  for  complete,  up-to-the-minute 

coverage.  Sound  and  silent  film  cameras  give  24-hour 

coverage  of  local  events.  Has  No.  1  rated  news  program.* 
*ARB  May  '58 

KMJ-TV  •  FRESNO,  CALIFORNIA  •  McCLATCHY  BROADCASTING  COMPANY  •  NaHond^pVesenta'tive 
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PROGRAM  SERVICES 

TelePrompTer  in  Court 

Over  WOR  Fight  Plans 

The  TelePrompTer  Corp.,  New  York, 
filed  for  an  injunction  in  New  York  State 
Supreme  Court  last  Wednesday  (Aug.  13) 
that  would  restrain  WOR  New  York  from 

broadcasting  a  summary  at  the  end  of  each 

three  rounds  of  the  Floyd  Patterson-Roy 
Harris  heavyweight  championship  bout  in 
Los  Angeles  tonight  (Aug.  18). 

The  station,  which  has  announced  its 

intention  to  present  summaries  of  the  fight 
as  provided  by  the  wire  services,  was  di- 

rected by  Justice  Frederick  Backer  to  show 

cause  on  Friday  morning  (Aug.  15)  why  it 
should  not  be  restrained  from  presenting 
the  broadcast.  TelePrompTer,  which  owns 
the  radio,  television  and  motion  picture 
rights  to  the  bout,  is  telecasting  the  event 

over  a  closed  circuit  into  theatres  through- 
out the  country,  and  several  weeks  ago  de- 

clined to  sell  the  radio  rights. 

Robert  J.  Leder,  general  manager  of 
WOR,  issued  a  statement  on  Thursday 
(Aug.  14),  asserting  that  the  station  planned 
to  proceed  with  plans  for  broadcasting  the 
fight,  despite  the  legal  action  started  by 
TelePrompfTer.  Mr.  Leder  declared: 

"We  believe  it  is  our  duty  in  the  interest 
of  the  entire  broadcasting  industry  to  bring 
a  news  report  of  the  Floyd  Patterson-Roy 
Harris  championship  fight  to  our  listeners 
as  soon  as  possible.  As  a  station  which  con- 

centrates on  news  gathering  and  reporting, 
we  have  an  obligation  to  our  audience  to 

report  all  major  news  happenings.  This  fight 
is  news  and  we  intend  to  disseminate  this 

news  to  our  listeners  as  soon  as  possible. 

"We  at  WOR  believe  a  broadcaster  has 
the  same  privileges  of  freedom  of  the  press 
accorded  other  news  media.  Apart  from  the 
news  interest  in  the  bout  itself,  we  are  fur- 

ther prompted  to  proceed  with  our  plans 
because  of  the  overall  implication  that  any 
restraint  of  this  type  might  have  for  the 

entire  broadcasting  field." 
TelePrompTer  is  basing  its  case  on  a 

contention  that  it  paid  a  fee  for  the  rights 

to  the  bout  and  its  "property  rights"  would 
be  invaded  by  an  unauthorized  broadcast. 

A  spokesman  for  the  company  last  Thurs- 
day declined  to  reveal  the  amount  of  the  fee. 

A  similar  dispute  cropped  up  in  1953 

when  the  International  Boxing  Club,  pro- 
moter of  the  Rocky  Marciano-Roland  Las- 

tarza  heavyweight  championship  bout, 
sought  an  injunction  to  prevent  WOV  New 

York  from  broadcasting  round  -  by  -  round 
summaries  of  the  event  and  a  planned  re- 

creation of  the  bout  [Stations,  Sept.  21, 
1953].  This  match  also  was  carried  only  on 
closed-circuit  tv  to  theatres.  At  that  time 
Justice  Irving  L.  Levey  ruled  that  any  radio 
or  tv  station  might  broadcast  the  wire 

services'  news  reports  at  the  end  of  each 
round,  but  were  prohibited  from  presenting 

a  blow-by-blow  description  or  phrasing  in 
the  present  tense  [Government,  Sept.  28, 
1953].  WOV  regarded  the  decision  as  a 
victory  for  the  broadcast  media  in  its  battle 

for  "equal  access  to  the  news." 

Asked  to  comment  on  the  fight  broad- 

.  .  .  KWFT 

delivers  these  77 

NCS  #2  counties 

in  Texas  and 

Oklahoma 

(Based  on  one-time 
one-minute  rate) 

DAILY  PROGRAM  FEATURES: 

DAVE  DARY 

.  .  .  the  Southwest's  top  newsman 

EARL  SARGENT 

,  .  .  this  area's  only  full-time  farm  service  director 

MILLER  BROS.  BAND 

.  .  .  nationally  famous  country-western  band 

DALE  WITH  DISCS 
.  .  .  varied  music  for  adult  listeners 

CALL  YOUR  H-R  MAN 

Radio  Station 

BEN  LUDY 
Pres.  and 
Gen.  Mgr. 

WICHITA  FALLS,  TEXAS 

5  KW at  620 

Day  and 
Night 

Cincinnati's  Most  Powerful 

Independent  Radio  Station 

50,000  watts  of  SALES  POWER 

WC  KY 

CINCINNATI,  OHIO 

STATION 

On  the  Air  everywhere  24  hours  a  day— seven  days  a  week 
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PROGRAM  SERVICES  continued 

American  Research  Bureau* 

again  proves  KTBS-TV 

DOMINANT  .  .  . 

In  The  Morning 
9:00  AM  till  12  noon,  5 

days  a  week,  CHANNEL  3 
KTBS-TV  LEADS  in  86%  of 

quarter  hours  rated* 

DOMINANT  .  .  . 
In  The  Afternoon 

2:00  to  5:00  PM,  6  days  a 
a  week  CHANNEL  3 

KTBS-TV  LEADS  in  53%  of 

quarter  hours  rated* 

DOMINANT  .  .  . 

At  Night 

6:30  to  10:00  PM,  5  days 
a  week  CHANNEL  3 

KTBS-TV  LEADS  in  56%  of 

quarter  hours  rated* 

TOTAL  DOMINANCE 
65%  of  ALL  PERIODS 
above  DAY  AND  NIGHT 

NBC 

ABC 

E.  Newton  Wray, 
President  and  Gen  I  Mgr. 

*May  1958  ARB  Metro, 
Shreveport  Survey 

Ask  your  PETRY  mart 

cast  problem,  NAB  President  Harold  E. 
Fellows  said: 

"We  had  thought  that  the  question  in- 
volving property  rights  and  conditions  that 

can  be  placed  on  broadcast  news  coverage 
of  action  that  has  transpired  was  settled 

by  litigation  in  1953.  A  broadcasting  sta- 
tion relying  on  an  established  news  service 

and  bringing  information  as  quickly  as 
possible  to  the  public,  we  believe,  performs 
a  valuable  public  service. 

"The  public  has  learned  to  rely  upon 
broadcasting  for  quick,  spontaneous  reports 
of  events  such  as  championship  boxing 
matches.  To  attempt  to  prevent  broadcast 

news  coverage  of  a  round-by-round  account 
when  the  round  has  become  history,  dis- 

criminates against  the  electronic  media  and 

impinges  upon  the  public's  right  to  expect 
a  free,  rapid  flow  of  information." 

Clapper  In  for  Putnam  at  Helm 

Of  Universal  Recording  Concern 

A.  B.  Clapper  has  been  elected  president 
of  Universal  Recording  Corp.,  succeeding 

M.  T.  Putnam  (see  story  below),  who  con- 
tinues as  a  stockholder  and  remains  on  the 

board  of  directors. 

Other  officers  named  at  a  recent  board 

meeting  were  Mason  B.  Coppinger,  vice 

president  and  chief  engineer;  Frank  Richter 
Jr.,  vice  president  and  treasurer,  and  Robert 
A.  Weber,  secretary. 

Mr.  Clapper  helped  organize  Universal 
with  Mr.  Putnam  in  1946  and  the  company 

has  grown  from  a  one-studio  plant  on  Chi- 

cago's outskirts  to  its  present  new  building 
on  the  city's  near  north  side.  It  services 
radio-tv  stations,  advertising  agencies,  film 
producers  and  all  fields  of  recorded  sound. 

United  Recording  Formed 

Formation  of  United  Recording  Corp. 
in  Hollywood  and  the  construction  of  new 
$500,000  studios  at  6052  Sunset  Blvd.  there, 
was  announced  Thursday  by  Milton  T. 
Putnam,  president. 

Mr.  Putnam,  who  pulled  out  as  president 
of  Universal  Recording  Corp.  in  Chicago, 

though  remaining  as  a  stockholder  and 
director,  also  announced  the  appointment 

of  Bunny  Robyn  as  vice  president  of  the 
west  coast  organization.  He  also  reported 
acquisition  of  master  recorder  equipment 
previously  held  by  Mr.  Robyn.  A.  B. 
Clapper,  who  helped  found  Universal  with 
Mr.  Putnam  and  Robert  A.  Weber  in  1946, 

has  been  elected  president  of  that  record- 
ing company. 

Warner  Records  Ready  to  Debut 

Radio-tv  stations  will  be  asked  to  "co- 

operate" with  Warner  Bros.  Records  Inc., 
wholly-owned  Warner  Bros.  Pictures  sub- 

sidiary, in  launching  the  new  label  after 
Labor  Day,  it  was  disclosed  last  week.  Hal 

B.  Cook,  WBR  vice  president  and  sales  di- 
rector, told  Broadcasting  last  Tuesday 

(Aug.  12)  that  stations  would  receive  the 

"premiere  package"  of  12  WBR  albums 
featuring  such  name  talent  as  actor  Jack 

Webb  and  conductor-arranger  Ray  Hein- 
dorf  on  Sept.  2-3  in  time  for  the  Sept.  4 

THE  CALM  BEFORE 

Although  tonight's  (Aug.  18)  Floyd 
Patterson-Roy  Harris  heavyweight 

championship  fight  will  not  be  broad- 
cast on  either  radio  or  tv,  both 

champion  and  challenger  will  be  heard 

before  the  fight  in  a  special  half-hour 
broadcast  sponsored  by  Public  Finance 
Corp.  through  Winius  Brandon  Co., 
St.  Louis,  on  a  26-station  Columbia 
Radio  Pacific  Network  hookup  at 

7:30-8  p.m.  PDT.  Tom  Harmon, 

CRPN  sportcaster,  will  record  weigh- 
ing-in  ceremonies  in  the  morning  and 
talk  with  both  fighters  during  the  half- 
hour  broadcast. 
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consumer  breaking-day.  Stations  seeking  to 
receive  WB  material  will  work  with  the  lo- 

cal dealer-distributors,  Mr.  Cook  said,  and 
will  be  serviced  in  turn  by  three  principal 

Warner  Bros.  Records  sales  offices — New 
York,  Chicago  and  Los  Angeles. 

World  Wide  Opens  S.  F.  Office 

Opening  of  a  San  Francisco  office  at  275 
Post  St.,  San  Francisco  8,  was  announced 

last  week  by  World  Wide  Information  Serv- 
ices, new  company  formed  out  of  the 

former  INS  Special  Service  Div.  and  com- 
posed of  a  globe-spanning  network  of  free- 
lance writers,  researchers  and  other  com- 

munications specialists.  WWIS-San  Fran- 
cisco will  be  headed  by  Leonard  J.  Snyder, 

former  head  of  all  Pacific  Coast  and  Far 

Eastern  news  operations  for  INS.  Other 
WWIS  sales-editorial  offices  are  in  Detroit, 
Chicago,  Des  Moines,  Dallas  and  Los 
Angeles.  WWIS  headquarters  are  at  730 
Fifth  Ave.  (Judson  2-1370)  New  York. 

New  Package  Firm  Formed 

Formation  of  a  new  radio-tv  packager, 
Project  Four  Inc.,  at  507  Fifth  Ave.  (Murray 

Hill  2-2444)  was  announced  last  week  by 

Don  Spark,  British  writer-director.  The 

group's  first  entry  is  a  "somewhat  high- 
brow" radio  program  titled  London  Town, 

produced  abroad  by  Roylee  Ltd.,  25A  Cock- 
spur  St.,  London.  Mr.  Spark  said  the  pro- 

gram is  available  for  fall  sponsorship. 

PROGRAM  SERVICE  SHORTS 

American  Television  Enterprises,  new  tv 
commercial  film  and  program  production 

company,  has  opened  offices  at  7324  Santa 
Monica  Blvd.,  Hollywood  46,  Calif.  Hugh 
Hole,  former  advertising  executive,  and 
Niles  Cunningham,  previously  program  and 
commercial  supervisor  for  Grant  Adv., 

Chicago,  head  new  organization.  Telephone: 

Oldfield  4-9370. 

WOR-AM-TV  New  York's  recording  di- 
vision has  announced  addition  of  commer- 

cial videotape  recording  to  its  services,  ac- 
cording to  John  B.  Hayes,  division  manager. 

Facilities  will  be  available  to  advertising 

agencies  and  film  producers  on  custom 
service  basis  in  New  York  city  area,  Mr. 

Hayes  said. 
Broadcasting 



PROGRAMS  &  PROMOTIONS 

KJBS  Co-Sponsors  'Giant  Payoff' 
KJBS  San  Francisco  and  the  San  Fran- 

cisco Call-Bulletin  have  distributed  over 

5  million  "Giant  Payoff"  tickets  in  a  radio- 
newspaper  tie-in  promotion  built  around 
the  San  Francisco  Giants  baseball  team, 

since  the  beginning  of  the  current  base- 
ball season.  The  tickets  contain  a  photo- 

graph of  a  Giant  baseball  player  and  a 
number.  The  contest  requires  entrants  to 

check  the  Call-Bulletin  for  winning  ticket 
numbers  and  to  listen  to  KJBS  for  clue 

words,  enabling  winners  to  collect  bonus 
prizes.  It  is  estimated  that  approximately 
$18,750  in  prizes  will  be  awarded  by  the 
time  the  contest  ends  about  September  30. 

Announcers  Turn  DJ.'s  on  WABC 
Two  new  disc  jockey  programs  debut 

on  WABC  New  York  today  (Aug.  18) 
starring  former  radio  announcers  Tony 
Marvin  and  Del  Sharbutt.  The  Tony  Marvin 

Show  will  be  heard  Monday  through  Satur- 
day, 2-4  p.m.  and  The  Del  Sharbutt  Show 

is  scheduled  for  Monday  through  Friday, 

4-6:30  p.m.  and  Saturday,  4-7  p.m. 

WGY  Polls  Women  Listeners 

There  is  still  a  place  in  present  day  radio 

for  a  woman's  program,  WGY  Schenectady, 
N.  Y.,  concludes  from  tabulated  question- 

naires sent  to  1,107  women  who  previously 
had  entered  a  contest  on  the  Martha  Brooks 

Show  (Mon.-Fri.,  9: 15-10  a.m.).  A  total  of 
488  completed  questionnaires  were  returned 

GETTING  ACQUAINTED  with  agencies  is  the  first  move  in  the  opening  promotion 

of  KBOX  Dallas,  Tex.,  a  new  Balaban  Group  outlet,  as  models  extend  the  station's 

good  will  with  gifts  to  the  city's  advertising  agency  executives.  Recipient  Norman 
Campbell  of  the  Dallas  office  of  BBDO  has  his  new  attache  case  opened  for  him 
by  one  of  the  diplomatic  KBOX  representatives. 

to  the  station  giving  personal  data  and  radio 
listening  habits.  Survey  excerpts  include: 
50.1%  listen  to  Martha  Brooks  daily;  30.4% 
listen  while  washing  dishes,  and  76.3% 
listen  most  often  in  the  kitchen.  Guest  in- 

terviews lead  as  the  most  popular  feature 

in  a  list  of  10,  with  "menus"  ranking  last. 

WTTM  Records  Historical  Sounds 

WTTM  Trenton,  N.J.,  has  started  a  col- 

lection of  "sounds  of  historical  area-wide 

events"  for  the  Trenton  Free  Public  Library. 
The  collection  was  begun  with  the  complete 

recording  of  the  entire  7>Vi -hour  first  annual 

IVE"  FROM  COLUMBUS 

AM -FN -CBS 

Since  1940  "EarlyWorm"  Irwin  Johnson  has  been  Central 

Ohio's  number  one  disc  jockey.  His  relaxed  manner  and 
sincere  friendliness  are  reflected  in  his  16.4  Pulse  rating. 

His  influential  sales  record  keeps  his  6:00-9:15  a.m.  and 

3:30  to  6:00  p.m.  participating  shows  in  demand  and  in  the 

top  10. 

wbns  radio 

COLUMBUS,  OHIO  •  Ask  JOHN  BLAIR 
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PROGRAMS  &  PROMOTIONS  contused 

meeting  of  the  Greater  Trenton  Council,  a 

group  formed  to  aid  the  redevelopment  of 

Trenton's  business  district.  The  discs  were 

cut  in  WTTM's  new  custom  recording  stu- 
dios, and  presented  to  Librarian  Edwin 

Jackson  by  Fred  E.  Walker,  WTTM  gen- 
eral manager. 

KYW  Awards  Dollars  for  Errors 

Newscasters  at  KYW-AM-TV  Cleveland. 
Ohio,  are  watching  their  words  carefully  as 
a  result  of  a  new  policy  which  gives  listeners 
a  chance  to  win  two  dollars  if  they  can 
catch  an  on-the-air  mistake.  News  Director 
Sanford  Markey  assured  his  staff  that  the 
money  will  be  paid  by  KYW. 

In  another  KYW  news  promotion,  the 
station  has  invited  listeners  to  ride  in  one 
of  its  four  mobile  news  cruisers.  Listeners 

may  qualify  by  sending  their  names  to  the 

station  in  care  of  "Nose  for  News."  One 
person  will  be  selected  each  week  for  a 
ride  on  the  week  night  of  his  choice. 

WINS  Listeners  Submit  Pictures 

WINS  New  York  is  conducting  a  summer- 
time promotion,  asking  listeners  to  send  in 

a  "WINSNAP,"  photograph  showing  the 
family  listening  in  to  WINS.  For  submitting 
the  most  original  and  interesting  photo  of 
the  week,  the  contestant  will  be  awarded  an 
imported  35  mm  camera.  For  the  winner 
of  the  month:  a  visit  to  his  house  by  a 
WINS  crew,  which  will  originate  a  disc 
jockey  show  from  the  house. 

KDAY  Plane  Airs  Beach  Reports 

Joining  the  Airwatch  weekend  patrol  of 
Southern  California  beaches  and  their  traf- 

fic approaches  started  by  KABC  Los  An- 
geles via  its  helicopter,  KDAY  Santa  Mon- 

ica Saturday,  Aug.  9,  put  its  own  plane 
aloft,  a  four-place  Cessna  manned  by  a 
KDAY  pilot-announcer  who  will  shortwave 
reports  on  beach  conditions  back  to  KDAY 

on  Saturday  and  Sunday  afternoons  for  the 
remainder  of  the  1958  season.  Irving  Phil- 

lips, KDAY  general  manager,  said  that  the 
KDAY  plane  also  will  carry  flotation  gear 
for  sea  rescues. 

KYW-TV  Runs  Quiz  With  Movies 

Viewers  of  the  Best  of  Hollywood  movies 
each  night  on  KYW-TV  Cleveland,  Ohio, 
can  compete  for  weekly  prizes  by  demon- 

strating their  knowledge  of  the  motion  pic- 

ture industry  in  the  program's  "Movie 
Quideo"  contest.  Viewers  are  asked  twice 
each  night  to  identify  film  clips  of  old  mov- 

ies, stills,  baby  pictures  of  the  stars,  cari- 
catures or  shots  of  Hollywood  families. 

Contestants  who  guess  correctly  the  10  pic- 
tures shown  each  week  must  have  their  en- 

tries postmarked  by  midnight  Saturday,  the 
following  day.  Five  prizes  are  awarded  each 
week. 

KEPR-TV  Saddles  Mount  Mark 

A  new  world's  record  for  marathon  horse- 
riding  has  been  reported  by  Bert  Wells, 

personality  at  KEPR-TV  Pasco,  Wash.,  after 
a  stay-in-the-saddle  of  121  hours,  14  min- 

utes and  35  seconds.   Mr.  Wells,  feeling 

HEADING  THE  LIST  of  signatures  on 
a  100-foot  telegram  to  the  San 
Francisco  Giants  before  the  start  of 

their  double  header  with  the  Mil- 
waukee Braves  at  Milwaukee  Aug.  3 

were  those  of  William  D.  Shaw,  gen- 
eral manager  of  KSFO  San  Francisco, 

and  Art  Rosenbaum,  executive  sports 
editor  of  the  San  Francisco  Chronicle, 

whose  paper  paid  for  the  "mile-long" telegram,  originated  and  promoted  by 
KSFO  announcements.  Giant  Manager 

Bill  Rigney  unrolls  the  list  of  12,000 
well-wishers  who  responded  to  a  series 

of  announcements  during  a  five-hour 
period.  Despite  the  lengthy  message 
of  encouragement  which  required 

eight  hours  to  transmit  on  one  wire, 
the  Giants  failed  to  stop  the  Braves 
from  notching  two  more  wins. 

stiff  and  sore,  was  taken  to  a  hospital  for 

a  complete  checkup  and  rest.  With  15-min- 
ute  rest  periods  every  few  hours,  Mr.  Wells 
rode  mainly  in  a  special  corral  built  at  a 
Richland,  Wash.,  furniture  store.  He  was 

accompanied  by  a  safety  car  as  he  rode  to 
the  KEPR-TV  studios  for  his  daily  broad- 

casts. Viewers  won  prizes  for  guessing 
closest  to  the  time  of  final  dismount. 

CBS  Mails  Cards  from  Russia 

A  total  of  1,500  direct  mail  promotion 

pieces,  postmarked  from  the  Soviet  Union, 
was  sent  out  last  week  by  CBS  Radio.  The 
network  mailed  post  cards  containing  a 

message  from  CBS  newsman  Robert  Trout 
and  bearing  a  picture  of  the  Kremlin  at 
night  to  Hertz  auto  rental  dealers  who  have 

purchased  sponsorship  of  Mr.  Trout's  9- 9:05  nightly  newscast.  The  mailing  piece 
bears  one  ruble  and  40  kopeks  worth  of 
Russian  stamps. 

E  T  R  Y  MAN 

Mid-America  Broadcasting  Company 
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Jazz  Book  Honors  WQXR  Series 

WQXR  New  York  and  J.  B.  Lippincott 

Co.,  Philadelphia-New  York,  simultaneously 
celebrated  the  fourth  anniversary  on  Aug. 

1 1  of  the  station's  series,  The  World  of 
Jazz  (Mon.,  9:05-9:35  p.m.)  by  publishing 

a  319-page  paperbound  book,  "The  Col- 
lector's Jazz:  Traditional  &  Swing,"  by  pro- 

gram host  John  S.  Wilson.  The  radio  series 
also  is  fed  to  Voice  of  America  and  Radio 

Free  Europe.  Mr.  Wilson  is  the  jazz  re- 
viewer for  the  New  York  Times,  owner- 

operator  of  WQXR. 

KPEN  (FM)  Makes  Fm  Survey 

KPEN  (FM)  Atherton,  Calif.,  has  re- 
ported on  the  results  of  its  survey  of  San 

Francisco  Bay  Area  high-fidelity  dealers 
and  their  impressions  of  public  interest  in 
fm  broadcasting.  A  total  of  52  replies  were 
tabulated  out  of  103  questionnaires  sent  to 

the  area's  music  dealers.  To  prevent  biased 
results,  KPEN  explains,  the  survey  was 

taken  under  the  fictitious  name  of  "Grant- 

Regan  Research  Assoc."  The  final  tabula- 
tion shows  50.1%  of  dealers  report  sub- 

stantial increase  in  fm  interest;  51.9% 
notice  a  moderate  increase  in  fm  set  sales; 
34.6%  of  dealers  say  fm  interest  increase 

is  due  to  "superior  fm  programming." 

'KCMC  Days'  Feature  Bargains 
Bargains  offered  by  22  Texarkana,  Tex., 

retail  merchants  highlighted  a  three-day 

special  sales  event  entitled  "KCMC  Days," 
promoted  by  KCMC  Texarkana  last  month. 
The  station  furnished  participating  sponsors 

with  pennants  and  window  streamers.  Cus- 
tomers also  were  attracted  to  the  stores 

by  six  models  carrying  portable  radios,  four 

"circus  clowns"  who  distributed  balloons, 
dollar  bills,  cigarette  lighters  and  other 

prizes,  and  a  "KCMC  Music  Man"  who 
gave  away  hundreds  of  phonograph  records. 

KRON-TV  Issues  Service  Booklet 

A  report  to  viewers  on  public  service 

entitled  "Priority  for  Public  Service"  has 
been  issued  by  KRON-TV  San  Francisco. 
The  illustrated  booklet  contains  a  roundup 

of  the  station's  coverage  in  the  public  in- 
terest, reports  on  the  awards  received  and 

MODEL 

MAGNETIC  FILM 
RECORDING/DUBBING 

SYSTEM 

A  completely 
transistorized, 
automatic  operat- 

ing magnetic 
film  and  optical 
sound  system  for 
professional 
heavy-duty  use. 
Supreme  quality 
at  low  cost. 
Write  for 
particulars. 

921  N.  Highland  Ave.,  Hollywood  38,  Calif. 
Export:  Frazar  &  Hansen  Ltd. 

presented,  and  pictures  of  events  featured 
during  the  past  year.  In  a  typical  month 

(described  in  the  booklet),  KRON-TV  serves 

approximately  38  agencies,  makes  289  pub- 
lic service  announcements,  offers  33  public 

service  programs  and  allots  over  20%  of 

the  station's  time  to  the  support  of  public 

service  enterprises.  KRON-TV's  public  serv- 
ice activities  are  supervised  by  Thomas  F. 

Mullahey,  director  of  public  affairs. 

WGN  Conducts  Opera  Auditions 

Promising  singing  talent  from  the  five- 
state  Chicago  area  will  be  heard  in  a  new 
series  of  Opera  Guild  Auditions  of  the 

Air,  presented  by  WGN  Chicago  in  coopera- 
tion with  the  Illinois  Opera  Guild.  Slated 

to  start  Nov.  9,  the  showcase  will  feature 

talent  competing  for  the  guild's  $1,000 
cash  prize  designed  to  further  the  winning 

contestant's  singing  career.  In  preparation 
for  the  program,  WGN  has  begun  a  four- 
month  search  of  talent,  with  audition  tapes 
to  be  submitted  later  to  a  panel  of  judges. 
Finals  have  been  scheduled  for  the  program 
of  Feb.  1,  1959.  Contestants  may  enter 
by  requesting  blanks  from  WGN  Inc.,  441 
N.  Michigan  Ave.,  Chicago,  or  from  music 
schools,  and  a  deadline  of  Oct.  15  has  been 
set  for  entries.  Contestants  also  are  asked 

to  submit  recordings  of  their  work. 

WRCA-TV  Explores  Tv  Impact 

A  series  of  programs  investigating  the 
impact  of  television  on  American  life  will 

start  on  WRCA-TV  New  York's  The  Open 
Mind  on  Sept.  7,  Richard  D.  Heffner,  pro- 

ducer and  moderator  of  the  award-winning 
show,  reported  last  week.  Mr.  Heffner, 
who  also  is  director  of  programs  for  New 

York's  Metropolitan  Educational  Televi- 
sion Assn.,  said  16  weekly  half-hours  would 

be  devoted  to  such  subjects  as  "Tv  and  the 
Courtroom,"  "Tv  and  the  Press,"  "Tv  and 
Politics,"  "Tv  and  Conformity,"  "Tv  as  an 
Art,"  "Tv  and  Education"  and  "Tv  and  the 

Engineering  of  Consent."  Start  of  the  special 
series  follows  the  return  of  The  Open  Mind 

from  alternate-week  to  weekly  appearances 
on  Aug.  31  (Sunday  2-2:30  p.m.). 

WNTA  Broadens  News  Coverage 

WNTA-AM-FM  Newark  is  beginning  to- 

day (Aug.  18)  a  new  two-hour  news  pro- 
gram carried  five  days  a  week  (Mon.-Fri. 

7-9  a.m.),  which  will  be  called  NBN — 
Nothing  But  News.  It  will  be  written  and 

edited  by  the  WNTA  news  staff,  with 

Allyn  Edwards  as  commentator.  The  pro- 
gram will  include  a  roundup  of  the  news, 

editorial  comment  on  news  developments, 
resumes  of  by-line  columns  in  New  York 
Metropolitan  newspapers,  reviews  of 
Broadway  openings  and  movie  premieres, 
weather  and  time  reports. 

WTVJ  (TV)  Plans  Ice-Melt  Event 

On  Wednesday  (Aug.  20),  WTVJ  (TV) 
Miami,  Fla.,  viewers  will  start  guessing  the 
exact  hour,  minute  and  second  that  a  300- 

pound  block  of  ice  will  be  melted  away 

OUR 

tkctt  Counts/ 

GIRL 

WJIM-TV covering 

Lansing  -  Flint  -  Jackson  for  CBS 
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QUAD  -  CITIES ROCK  ISLAND  •  MOLINE  •  E.  MOLINE  •  DAVENPORT 

now  the  nation  s 

TV  MARKET 

according  to  Television  Age  Magazine 

RETAIL  SALES  are  above  the 

national  average.  Rock  Is- 
land, Moline,  East  Moline  are 

rated  as  "preferred  cities"  by 
Sales  Management  magazine 
for  the  first  6  months  of  1958. 

You  too,  can  expect  above- 

average  sales  if  you  BUY 
WHBF-TV  NOW! 

WHBF-TV CBS  FOR  THE  QUAD-CITIES 

Represented  by  Avery-Knodel,  Inc. 

HOTEL 

NewWe$ton 

MADISON  AT  50TH 

English  Lounge 
Meeting  place 

of  show  business 

PROGRAMS  &  PROMOTIONS  cont.nued 

during  the  station's  "Heat  Wave  Day"  con- 
test, one  of  a  series  of  events  in  WTVJ's 

summer  promotion  campaign.  The  cake  of 

ice.  sculptured  into  a  number  "4"  (channel number),  will  be  removed  from  a  freezer 

and  placed  outdoors  at  8  a.m.  Prizes  in- 
clude a  deep-freeze,  hi-fi  set,  air  conditioner 

and  a  television  set.  Beginning  Aug.  25  clues 
to  the  location  of  a  hidden  prize  certificate 

will  be  aired  to  open  WTVJ's  'Treasure Hunt"  contest. 

Listeners  Write  WTIC  Ad  Copy 

Listeners  to  WTIC  Hartford,  Conn.,  have 
been  invited  to  demonstrate  their  talent  in 

writing  commercial  announcements  in  the 

station's  "You  Write  the  Commercial"  con- 
test which  closes  Aug.  29.  The  competi- 

tion is  conducted  on  all  of  WTIC's  per- 
sonality programs.  With  sponsor  permission, 

some  of  the  entries  will  be  aired.  Three 

radios  are  awarded  daily  to  the  writers  of 

the  best  announcements  for  any  product 
or  service  advertised  on  the  station.  The 

best-of-all  entry  will  win  a  Vespa  motor 
scooter. 

WBZ-TV  Circulates  Boston  Guide 

The  promotion  department  of  WBZ-TV 
Boston  has  distributed  to  local  and  national 

agencies,  clients  and  national  sales  repre- 

sentatives a  booklet  called  "Ad  Man's  Guide 
to  Boston."  The  booklet  lists  Boston  adver- 

tising agencies,  hotels,  restaurants,  news- 
papers, radio  and  television  stations  and 

general  services. 

CBS  Spot  Issues  Sales  Booklet 

A  new  radio  promotion  booklet  released 
by  CBS  Radio  Spot  Sales  for  advertisers 
and  agencies  contains  pictures  and  brief 
biographies  of  nearly  all  of  the  personalities 
heard  on  the  fourteen  stations  represented 

by  the  organization.  Entitled  "The  Personal 

PEOPLE 
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ADVERTISERS  &  AGENCIES 

WALTER   M.   HEYMANN   JR.   and   LESTER   A.  DELANO 
named  v.p.'s  of  North  Adv.  Inc.,  Chicago.  Mr. 
Heymann.  director  of  sales  development,  joined 
North  from  Foote,  Cone  &  Belding  in  January 
this  year.  Mr.  Delano,  director  of  marketing  serv- 

ices (marketing,  media  and  research),  joined 
North  in  1956  from  Christiansen  Adv.,  Chicago. 

ALLAN  KALISH,  previously  national  sales  manager 
of  WCAU  Philadelphia,  joins  Philip  Klein  Adv., 
Philadelphia,  as  v.p.  and  account  executive. 

BRUCE  M.  RADDER,  formerly  account  executive  with 
WOOD-TV  Grand  Rapids,  Mich.,  has  opened  his 
own  advertising  agency,  Bruce  M.  Radder  Adv. 
Agency,  425  Cherry,  S.  E.  Grand  Rapids,  Mich. 
Agency  will  handle  all  types  of  media. 

JOHN  J.  SOUGHAN,  formerly  creative  director  for 
Kenyon  &  Eckhardt  on  Pepsi-Cola  account,  to 
v.p.  and  advertising  director  of  Pepsi-Cola  Co., 
succeeding  CHARLES  DERRICK,  resigned. 

WAYNE  JERVIS  JR.  and  C  PETER  FRANTZ  have  joined 
Leo  Burnett  Co.,  Chicago,  as  marketing  super- 

visors, former  as  v.p.  CHARLES  T.  WEEKS,  formerly 
with  Gardner  Adv.  Co.,  St.  Louis,  also  joins 
Burnett.  Mr.  Jervis  was  associate  director  of 
marketing  services  and  member  of  plans  board 
at  McCann-Erickson,  Chicago.  Mr.  Frantz  wai 
v.p.  and  head  of  plans  board  at  Waldie  &  Briggs, Chicago. 

ROBERT  F.  G.  COPELAND,  with  Ford  Motor  Co., 
Dearborn,  Mich.,  in  key  advertising  and  sales 
promotion  positions  since  1948,  retired  this  month. 
Mr.  Copeland  was  previously  with  Kudner 
Agency  and  BBDO  in  Detroit  offices. 

JOHN  E.  KUCERA,  Ted  Bates  &  Co.,  N.Y.  media 
supervisor,  to  assistant  v.p.  and  director  of  net- 

work relations  in  agency's  television  and  radio 
department. 

WILLIAM  WILGUS  appointed  manager  of  Hollywood 
office  of  J.  Walter  Thompson  Co.  CHARLES  VANDA, 
named  director  of  programming,  has  also  re- 

ported to  Hollywood. 

HERBERT  STOTT,  recently  associate  media  director 
of  Lennen  &  Newell,  N.Y.,  to  Kenyon  &  Eck- 
hardt's  Los  Angeles  office  as  media  manager. 

STANLEY  REISS,  for  past  four  years  project  direc- 
tor, Alfred  Politz  Research  Inc.,  appointed  re- 

search manager,  Parkson  Adv.,  N.  Y. 

M.  TENNEY  HULETT,  with  Borden  Foods  Co.,  N.Y., 
as  consumer  research  manager,  promoted  to 
newly  created  post  of  market  research  manager. 
Mr.  Hulett,  previously  with  Lever  Bros.  Co., 
N.Y.,  will  be  in  charge  of  marketing  and  con- 

sumer research  for  Borden  food  products,  in- 
cluding cheese  and  allied  items. 
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ROBERT  S.  SPAETH,  senior  account  executive  on 
Coco-Cola  bottler  advertisers  and  onetime  Gen- 

eral Mills  product  advertising  manager,  to  Leo 
Burnett  Co.,  Chicago,  as  account  executive  on 
Kellogg's  Corn  Flakes. 

DON  WALSH,  formerly  in  district  sales  office  of 
Ford  Motor  Co.'s  Ford  Div.,  Dearborn,  Mich., 
to  media  research  staff  of  Erwin  Wasey,  Ruth- 
rauff  &  Ryan  Inc.,  L.A. 

CHARLES  H.  RAMSEY,  copywriter,  Cunningham  & 
Walsh,  and  former  creative  director,  Berming- 
ham,  Castleman  &  Pierce,  both  N.Y.,  to  Joseph 
Katz  Co.,  New  York-Baltimore,  as  copy  super- 

visor on  American  Oil  Co.  account. 

LOUISE  A.  HARTMAN,  home  economist  in  recipe 
development  section  of  General  Foods  kitchens 
since  1956  and  previously  homemaking  broad- 

caster on  WMAL-AM-TV  Washington,  has  been 
named  product  publicist  for  GF's  Dream  Whip low-calorie  dessert  topping. 

DONALD  SIROVATKA,  formerly  with  R.  G.  Smetana 
Studio,  Berwyn,  111.,  joins  Sidney  Clayton  & 
Assoc.,  Chicago,  as  designer  on  art  staff. 

VICTOR  A.  PIOTROWSKI,  v.p.  in  charge  of  mer- 
chandising, Dancer-Fitzgerald-Sample,  elected 

president  of  merchandising  Executives  Club,  New York. 

EMMETT  C.  McGAUGHEY,  executive  vice  president  in 
charge  of  West  Coast  operations  for  Erwin 
Wasey, '  Ruthrauff  &  Ryan,  elected  president  of Los  Angeles  Board  of  Police  Commissioners  for 
second  time.  He  was  recently  reappointed  by 
Mayor  Norris  Poulson  to  commission  for  second 
-five-year  term  and  previously  served  as  presi- 

dent 1955-56  for  one -year  term. 

WATSON  M.  GORDON,  75,  retired  v.p.  of  McCann- 
Erickson  Inc.,  died  last  Monday  (Aug.  11),  at 
Barnstable  County  Hospital,  Pocasset,  Mass.  Mr. 
Gordon  joined  M-E  in  1944  as  manager  of  Boston 
office.  He  later  became  v.p.  and  manager  of 
agency's  New  England  division,  remaining  in 
this  capacity  until  his  retirement  last  December. 

FILM 
LEONARD  H.  FIELDS,  producer-writer  and  former 
story  editor  (producer  at  Paramount  and  Repub- 

lic, story  editor  with  Universal),  signed  Friday 
by  MGM  to  assist  SOL  C.  SIEGEL,  MGM  studio 
head,  as  "liaison  in  the  closer  coordination  of 
the  studio's  motion  picture  making  and  tv  activ- 

ities." 

SHELDON  ROSKIN  named  assistant  publicity  man- 
ager, Hecht-Hill-Lancaster,  N.Y.,  succeeding  JOE 

HYAMS,  transferred  to  West  Coast  to  handle  pub- 
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Touch,"  the  presentation  emphasizes  in 
opening  pages  the  reach,  repetition  and 
beiievability  provided  by  radio  but  that  not 

all  radio  stations  have  "authority."  The 
illustrated  booklet  looks  to  the  "listener- 

confidence"  established  by  the  personalities 
on  six  CBS  o&o  stations  and  eight  CBS 

affiliates  as  the  "authority"  to  sell  products. 
Advertisers'  success  stories  also  are  described 
with  the  personality  sketches. 

WIP  Listeners  Make  'Hits' 

Fans  of  the  Philadelphia  Phillies  base- 

ball team  are  winning  prizes  in  the  "Get 
a  Hit"  quiz  game  heard  this  summer  on 
WIP  Philadelphia.  Sponsored  by  Foremost 

Dairies,  "Get  a  Hit"  offers  listeners  a  choice 
of  progressively  more  difficult  baseball  ques- 

tions, ranging  from  a  "single  hit"  to  a  "home 
run."  Entrants  must  mail  their  telephone 
numbers  to  WIP  and  the  numbers  are  drawn 

by  quizmaster  Dan  Curtis. 

licity  there  [PEOPLE.  Aug.  11].  Mr.  Roskin  was 
formerly  with  Columbia  Pictures  Corp. 

ROBERT  McNEAR  appointed  sales  representative  lor 
MGM-TV  for  San  Francisco  and  Pacific  North- 

west. Mr.  McNear  will  be  in  charge  of  sales  for 
tv  commercials  and  industrial  films. 

HAROLD  GOLDMAN,  executive  v.p.  of  National 
Telefilm  Assoc.,  N.Y.,  announces  addition  of  six 
salesmen  and  their  assignments:  M.C.  (JIM)  GREG- 

ORY, formerly  with  ZIV  television  programs,  and 
CRENSHAW  ONNER,  previously  with  Television 
Programs  of  America,  Chicago  office;  PAUL  WEISS, 
formerly  with  Gross-Krasne  Productions,  Chi- 

cago staff;  WILLIAM  C.  RHODES,  recently  with  Re- 
public Pictures,  Pennsylvania  and  West  Virginia 

territory,  reporting  to  Chicago  office;  ROGER 
WILSON,  formerly  with  Texas  Co.,  Hollywood 
office,  and  FRANK  MEYERS,  previously  with  Official 
Films,  Dallas  office. 

NETWORKS 

i 
MR.  STRASSBERG 

STEPHEN     STRASSBERG,  ABC 
assistant  director  of  press 
information,  promoted  to  di- 

rector of  press  information, 
succeeding  HANK  WARNER,  re- 

signed to  join  CBS-TV  [AT 
DEADLINE,  Aug.  11].  Mr. 
Strassberg  was  previously 
publicity  director  of  sta- 

tions WABC-AM-FM-TV  New 
York.  Before  that  he  directed 
information  for  Eagle  Lion 
Films. 

PHILIP  M.  BERNSTEIN,  exploitation  manager  of 
WJZ  New  York  (now  WABC)  (1950-1953)  and 
with  ABC  press  informtion  department,  since 
1953,  has  been  promoted  to  assistant  director  of 
press  information  for  network. 

ALU   INQUIRIES.  CONFIDENT!  AL 

DAWN  PATROL 

Gene  Klaven  and  Dee  Finch,  wake- 
up  duo  disc  jockeys  on  WNEW  New 

York,  are  being  heard  from  5-6  a.m. 
while  on  their  way  to  work  in  their 
private  cars,  which  have  been  equipped 
with  mobile  telephones.  When  station 

management  proposed  starting  the 
K&F  show  one  hour  earlier,  the  two 

d.j.'s,  who  now  have  to  get  up  at  4:30 
a.m.  to  make  the  6  a.m.  on-air  time, 
suggested,  half  in  jest,  that  they  ought 
to  broadcast  on  their  way  to  work. 

WNEW  agreed  and  installed  the  tele- 
phones in  the  Klaven  and  Finch  auto- 

mobiles. Now,  the  two  begin  their 
morning  show  by  pulling  to  the  side 

of  the  road  occasionally  to  "insert" 
the  Milkman's  Matinee,  heard  from 
12  midnight  to  6  a.m. 

STATIONS    

PARKER  SMITH,  former  com- 
mercial manager  of  WKYW 

and  WGRC,  both  Louisville, 
Ky.,  named  commercial  man- 

ager of  WVJS  Owensboro, 
Ky.,  succeeding  JOHN  T.  RUT- 
LEDGE,  resigned  to  become 
president  and  general  man- 

ager of  WHOO  Orlando,  Fla. 
Mr.  Rutledge  was  also  v.p. 
and  director  of  sales  at 
WVJS.  EARL  FISHER,  program 
director  of  WVJS,  adds  duties 
of  assistant  general  manager. 

KENN  MALONEY,  KUVR  Hold- 
rege,  Neb.,  program  and  news 
director,  elevated  to  station 
manager. 

HOWARD  COLEMAN,  station 
manager  of  WMAQ  Chicago, 
announces  resignation  effec- 

tive Aug.  31. 

BERT  NOBLE,  formerly  assist- 
ant manager  WMBM  Miami 

Beach,  Fla.,  appointed  com- 
mercial manager  of  WFEC  Miami,  DORIS  M.  SAN- 

FORD,  previously  with  WNEM-TV  Bay  City,  Mich., 
named  program  director  of  WFEC. 

MR.  RUTLEDGE 

MR.  OHLEYER MR.  LAKE MR.  REISINGER 

ROBERT  F.  OHLEYER,  WISH-AM-TV  Indianapolis 
manager  of  local  sales,  named  manager  of  radio 
WISH.  JOSEPH  E.  LAKE,  commercial  manager  of 
WFMY-TV  Greensboro,  N.C.,  appointed  commer- 

cial manager  of  WISH-TV  and  RAY  REISINGER, 
promotion  and  merchandising  manager  of  WCKT 
(TV)  Miami,  named  director  of  programs  and 
merchandising  for  WISH-AM-TV  [AT  DEAD- LINE, Aug.  11]. 

LOUISE  W.  MORRIS,  with  WDAK  Columbus,  Ga., 
local  sales  for  eight  years,  promoted  to  director 
of  national  sales  department. 

J.  DONALD  HOWE,  formerly  with  Hearst  Adv.  Serv- 
ice, N.Y.,  appointed  WBAL-TV  Baltimore  local 

sales  manager.  Mr.  Howe  received  appointment 
as  WBAL-TV  account  executive  earlier  this 

year. LEWIS  P.  JOHNSON,  formerly  general  sales  man- 
ager of  WVUE  (TV)  Wilmington,  Del.,  appointed 

sales  manager  of  WRCV  Philadelphia. 

JOHN  M.  GRUBBS,  in  WBZ  Boston  program  depart- 

THE  POWERFUL  HAND 

in  Pennsylvania'r3rd  market 

WNEP-TV  WiLK-TV 

Ch.  16 
Scranton 

Ch.  34 
Wilkes-Barre 

•  best  possible  coverage  of  the  nearly 

2,000,000  people  in  the  prosperous 
Scranton— Wilkes-Barre  trading  area 

•  combined  operation  with  identical 

programming— ABC-TV  basic  affiliates 
call  Avery-Knodel  for  availabilities 

Symbol  of  Service 

T]  TRANSCONTINENT  TELEVISION 
CORPORATION 

WROC-TV,  Rochester  •  WGR.  WGR-TV,  Buffalo  • 
WSVAr  WSVA-TV,  Harrisonburg   •  WNEP-TV, 

Scranton  •  WILK-TV.  Wilkes-Barre 

Programmed 
for  the  housewife 

. . .  the  buyer 

for  the  family 

WISH 

Indianapolis 

CBS 
Represented  by  Boiling 

A  CORINTHIAN  STATION 

KOTV  Tulsa  •  KGUL-TV  Houston 
WANE  &  WANE-TV  Fort  Wayne 
WISH  &  WISH-TV  Indianapolis 
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ment  for  two  years,  to  executive  producer  of 
WBZ-WBZA    Boston-Springfield    Program  PM 
series. 

RAY  TURNER,  former  creative 
director  for  Atlantic  National 
Adv.,  N.Y.,  named  WTAR 
Norfolk,  Va.,  station  manager. 
Mr.  Turner  was  previously 
with  WTAR  for  eight  years, 
rising  from  position  of  staff 
announcer  to  radio  sales 
service  manager. 

HERB  WIXSON,  formerly  part 
owner  and  general  manager 
of  KGEE  Bakersfield,  Calif., 
appointed  KSB  San  Diego 

sales. 

MR.  TURNER 

v.p.  in  charge  of 

MRS.  ARMOLD 

BILL  CHRISTENSEN,  formerly  with  All  American 
Markets,  L.A.,  joins  KTTV  (TV)  Los  Angeles  in 
merchandising-promotion  department  as  field 
merchandising  representative.  GERRY  VELONA, 
with  KTTV  since  1955,  promoted  to  assistant  to 
sales  service  manager. 

RUTH  B.  ARMOLD,  with  WEWS 
Cleveland  since  1953,  ap- 

pointed assistant  to  general 
manager,  JAMES  C.  HANRAHAN. 
Mrs.  Armold,  who  served  as 
secretary  to  general  manager 
of  WNBK  Cleveland  (now 
KYW),  will  also  assist  DON 
FERRIS,  WEWS  assistant  gen- 

eral manager. 

NEWT   DEITER,   formerly  with 
KCOP    (TV),    KHJ-TV  and 
KFWB,  all  Los  Angeles,  ap- 

pointed KRKD  Los  Angeles  director  of  combined 
merchandising,  promotion  and  publicity  depart- ments. 

PAUL  A.  McGUIRE,  formerly  account  executive  with 
WABD  (TV)  New  York,  to  sales  account  execu- 

tive for  WABC-TV  New  York,  effective  immedi- ately. 

DON  EVERS,  previously  with  WMTV  (TV)  Madi- 
son, Wis.,  in  sales  department,  to  KFMB  San 

Diego,  Calif.,  as  account  executive. 

KIRK  ZUMWALT,  formerly  account  executive  with 
KDAY  Santa  Monica,  Calif.,  joins  KHSL  Chico, 
Calif.,  in  similar  capacity. 

HERBERT  M.  HUMPIDGE,  former  commercial  man- 
ager of  WSAV  Savannah,  Ga.,  joins  KMOX-TV 

St.  Louis  as  account  executive. 

TOM  BLOSL,  formerly  with  Botsford,  Constantine 
&  Gardner,  Seattle,  Wash.,  named  KIRO-TV 
Seattle   account  executive. 

PAUL  STACK E  appointed  WLOL-AM-FM  Minne- 
apolis-St.  Paul  promotion  manager.  Mr.  Stacke 
also  has  weekend  show  on  Saturday  and  Sunday 
nights.  VERN  STEVENSON  joins  WLOL-AM-FM as  d.j. 

FRANK  ANDREWS,  announcer  for  WGTL  Kannap- 
olis,  N.C.,  joins  WSTP  Salisbury,  N.C.,  as  local 
sales  representative.  Other  WSTP  appointments: 
LARRY  LAMBETH,  announcer  WPET  Greensboro, 
N.C.,  to  announcer,  and  SYLVIA  WISEMAN,  sales 
promotion,  WIS  Columbia,  S.C.,  to  traffic  and 
continuity  director. 

JACK  POTTS,  formerly  sales  manager  of  WCTC 
New  Brunswick,  N.J.,  to  WOV  New  York,  as 
sales  representative. 

SUZY  GERBER,  formerly  with  KPHO-TV  Phoenix, 
Ariz.,  joins  KPHO  continuity  department. 

CHARLES  D.  WALKER,  formerly  with  KHJ-TV  Los 
Angeles,  and  KQED  (TV)  San  Francisco,  named 
director  of  guest  relations  for  KTLA  (TV)  Los 
Angeles. 

EDMONDE  HADDAD  leaves  job  at  KNX  Los  Angeles 
and  CBS  Radio  Pacific  Network  News  Bureau 
as  editorial  assistant  to  travel  to  New  York  in 

preparation  for  one  year's  study  at  Columbia U.  under  CBS  News  and  Public  Affairs  Fellow- 
ship which  he  won  in  competition  last  year. 

DON  MacKINNON,  KABC  Los  Angeles  d.j.,  rejoins 
KIOA  Des  Moines,  Iowa,  in  similar  capacity. 

TONY  PARKER,  formerly  sports  director  of  WTVH- 
AM-TV  Peoria  and  WTVP  (TV)  Decatur,  both 
Illinois,  adds  duties  of  featured  sportscaster  for 
KMSP-TV  Minneapolis-St.  Paul  to  those  of  chief 
announcer. 

REPRESENTATIVES 

ROBERT  A.  LAZAR,  formerly  manager  of  WBEE 
Harvey,  111.,  appointed  general  manager  of 
Chicago-midwest  sales  div.  of  Forjoe  &  Co. 

JACK  HASKELL,  tv  account  executive  in  N.Y.  office 
of  Peters,  Griffin,  Woodward,  station  represent- 

ative, promoted  today  (Aug.  18)  to  tv  sales 
manager  of  PGW's  Los  Angeles  office.  Mr. 
Haskell,  who  joined  station  representative  in 
1955,  formerly  was  associated  in  sales  capacities 
with  KTTV  (TV)  Los  Angeles  and  CBS  in 
Washington,  D.C. 

CHARLES  DUNBAR,  formerly  general  sales  manager 
of  WERE  Cleveland  and  on  CBS  Spot  Sales  sales 
staff,  to  Chicago  office  of  John  Blair  &  Co.  as 
account  executive. 

RANDY  GOETZE,  formerly  sales  manager  of  WJAR 
Providence,  R.I.,  to  Boston  sales  staff  of  Kettell- 
Carter   Inc.,   station  representative. 

mrnmmmmm PROGRAM  SERVICES  mm 

ROBERT  SACKMAN,  v.p.  and  general  manager  of 
Ampex  Corp.,  Redwood  City,  Calif.,  named  to 
board  of  directors  of  ORRadio  Industries  Inc., 
Opelika,  Ala.  ORRadio  is  manufacturer  of  mag- 

netic recording  tape  while  Ampex  makes  mag- 
netic recording  equipment.  Two  companies  re- 

cently merged  with  Ampex  acquiring  27% 
interest  in  Alabama  firm. 

CLAIRE  DEGENER,  formerly  agent  in  play  depart- 
ment of  Music  Corp.  of  America,  to  Curtis 

Brown  Ltd.,  London  and  New  York  authors' 
representative,  as  head  of  plays,  movies  and television. 

SEYMOUR  (SY)  FREEDMAN,  formerly  with  Michael 
Todd  in  publicity  and  promotion,  returns  to 
Romper  Room  Inc.,  Baltimore,  as  director  of 
public  relations. 

PROFESSIONAL  SERVICES 

GEORGE  VOGEL,  formerly  ex- 
ecutive v.p.  of  MBS,  to  Spot- 

light Promotions,  New  York 
merchandising  and  sales  pro- 

motion firm,  as  managing director. 

GORDON  KOHLER,  with  A.  C. 
Nielsen  Co.  since  1945,  ap- 

pointed assistant  to  manager 
of  broadcast  division  [AT 
DEADLINE,  Aug.  11].  Mr. 
Kohler     joined     Nielsen     as  mr.  VOGEL 
eastern    field  representative 
and  was  promoted  to  manager  of  Nielsen  Radio 
Index  checking  department.  His  responsibilities 
were  later  expanded  to  include  similar  functions 
for  tv  and  station  indexes. 

DR.  HORACE  S.  (PETE)  CRAIG,  formerly  with  Joint 
Chiefs  of  Staff,  U.S.  Dept.  of  Defense,  to  Com- 

munications Counselors  Inc.,  New  York,  as  execu- 
tive assistant  to  executive  v.p.  ROBERT  L.  ZIMMER- 

MAN, formerly  Chicago  regional  representative 
for  Dudley-Anderson-Yutzy,  to  CC  Chicago  office as  manager. 

ERNEST  W.  JACKSON  JR.,  formerly  city  sales  division 
manager  for  Steck  Co.,  Austin,  Tex.,  joins  Audio- 
land  USA  there  as  personnel  manager. 

RENE  MERLANDER,  public  relations  department, 
Stromberger,  LaVene,  McKenzie,  L.A.,  joins  pub- 

lic relations  firm  of  Harshe-Rotman  there  today 
(Aug.  18). 

MANUFACTURING 

ROBERT  A.  BAILEY,  formerly  marketing  manager  for 
data  systems  division  and  western  division  of 
Norden-Ketay  Corp.,  Stamford,  Conn.,  to  indus- 

trial productions  division  of  IT&T,  San  Fern- 
ando, Calif.,  as  director  of  marketing. 

RICHARD  H.  GRIEBEL,  previously  director  of  manu- 
facturing for  Farnsworth  Electronics  Co.,  Fort 

Wayne,  Ind.,  appointed  staff  assistant  to  man- 
ager of  manufacturing  for  Raytheon  Manufac- 

turing Co.,  Waltham,  Mass.,  in  government 
equipment  division.  Mr.  Griebel  will  be  respon- 

sible for  administration  of  Raytheon's  new  plant at  North  Dighton,  Mass. 

INTERNATIONAL 

WILLARD  F.  KING,  account  executive  of  CKFH 
Toronto,  Ont.,  to  sales  representative  of  Canadian 
Broadcasting  Corp.,  Toronto. 

BOB  AIKEN,  formerly  on  sales  staff  of  CFRB  and 
CKEY,  both  Toronto,  Ont.,  joins  CJMS  Mon- 

treal, Que.,  in  sales  department. 
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FOR  THE  RECORD 

Station  Authorizations,  Applications 

As  Compiled  by  BROADCASTING 

Aug.  7  through  Aug.  13 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

DA — directional  antenna,  cp — construction  per- 
mit ERP — effective  radiated  power,  vhf — very 

high  frequency,  uhf — ultra  high  frequency,  ant. 
— antenna,  aur. — aural,  vis. — visual,  kw — kilo- 

watts,   w — watt,   mc — megacycles.   D — day.   N — 

Abbreviations: 
night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorization. SSA — special  service  authorization. 
STA — special  temporary  authorization.  * — educ. 

New  Tv  Stations New  Am  Stations 

APPLICATION 

Fresno,  Calif. — Ronald  and  Karl  Reichert  and 
Harold  Gann,  ch.  53  (704-710  mc) ;  ERP  5.28  kw 
vis.,  2.91  kw  aur.;  ant.  height  above  average  ter- 

rain 247  ft.,  above  ground  250  ft.  Estimated  con- 
struction cost  $38,400.  first  year  operating  cost 

$71,400,  revenue  $132,000.  P.  O.  address  3093 
North  99,  Fresno.  Studio-trans,  location,  Fresno 
Geographic  coordinates  36°  46'  47"  N.  Lat.,  119° 
50'  45"  W.  Long.  Trans. -ant.,  RCA.  Consulting  en- 

gineer Elbert  Dean,  Fresno.  Motel-owning  Reich- ert brothers  and  KARM  Fresno  announcer  Gann 
axe  one-third  owners.  Announced  Aug.  7. 

Existing  Tv  Stations 
APPLICATION 

KHAD-TV  Laredo,  Tex. — Mod.  of  cp  (as  mod- 
ified which  authorized  new  commercial  televi- 

sion broadcast  station)  to  change  corporate  name 
to  Southwestern  Operating  Company.  Announced 
Aug.  13. 

CALL  LETTERS  ASSIGNED 

KREY-TV  Montrose,  Colo. — Western  Slope 
Bcstg.  Co.,  ch.  10.  Changed  from  KFXJ-TV. 
WRDG-TV  Cheboygan,  Mich.  —  Midwestern 

Bcstg.  Co.,  ch.  4. 
WIRN  Ironwood,  Mich. — Lake  Superior  Bcstg. 

Co.,  ch.  12.  Changed  from  WJMS-TV. 
KEYC-TV  Mankato,  Minn.— Two-States  Tv  Co., 

ch.  12.  Changed  from  KMNF-TV. 
WSTE  Fajardo,  P.  R.— Continental  Bcstg.  Corp., 

ch.  13. 

APPLICATIONS 

Nome,  Alaska — Arctic  Bcstg.  Assn.,  850  kc,  5 
kw  unl.  P.  O.  address  5101  N.  Francisco  Ave., 
Chicago.  Estimated  construction  cost  $43,450,  first 
year  operating  cost  $25,000,  revenue  $25,000. 
Parent  organization  of  applicant  is  non-profit 
Evangelical  Mission  Covenant  Church  of  Amer- 

ica. Announced  Aug.  13. 
Anaheim,  Calif. — Orange  County  Bcstrs.,  1250 

kc,  1  kw  D.  P.O.  address  637  E.  Chapman,  Orange, 
Calif.  Estimated  construction  cost  $44,293,  first 
year  operating  cost  $41,085,  revenue  $60,000. 
David  Evans  of  Diners'  Club  and  Donald  Wilson 
of  U.  S.  Rubber  each  own  one-third.  Announced 
Aug.  8. 
Ukiah,  Calif.— Jack  and  Alyce  Powell,  1250  kc, 

500  w  D.  P.  O.  address  2103  Waverly  St.,  Napa, 
Calif.  Estimated  construction  cost  $15,935,  first 
year  operating  cost  $60,000,  revenue  $70,000.  Mr. 
and  Mrs.  Powell,  equal  partners,  own  KVON 
Napa,  Calif.  Announced  Aug.  8. 
Albany,  Ga. — Radio  Albany,  1050  kc,  1  kw  D. 

P.  O.  address  2646  Cheshire  Bridge  Rd.,  NE,  At- 
lanta, Ga.  Estimated  construction  cost  $12,200, 

first  year  operating  cost  $36,000,  revenue  $42,000. 
Equal  partners  are  Thomas  Maxwell  (owner, 
WIBB  Macon,  Ga.),  and  Ben  Akerman  (manager, 
WGST  Atlanta).  Announced  Aug.  8. 
Lafayette,  La. — General  Communications  Inc., 

1520  kc,  1  kw  D.  P.  O.  address  212  Jefferson  St., 
Lafayette.  Estimated  construction  cost  $60,000, 
first  year  operating  cost  $160,000,  revenue  $75,000. 
Owners  are  Paul  Kurzweg  Jr.  (50%),  Edward 
Wilson  (25%)  and  others.  Former  is  physician; 

latter  owns  one-third  of  WPON  Pontiac,  Mich. Announced  Aug.  8. 
Presque  Isle,  Me. — Presque  Isle  Radio  Co.,  1390 

kc,  5  kw  unl.  P.  O.  address  31  Dudley  St.,  Presque 
Isle.  Estimated  construction  cost  $24,950,  first 
year  operating  cost  $65,000,  revenue  $96,000.  Ed- ward Perrier,  publisher,  is  owner.  Announced Aug.  8 

Winchester,  Va. — John  Greene  Jr.,  610  kc,  500 
w  D.  P.  O.  address  Box  515,  Durham,  N.  C.  Esti- 

mated construction  cost  $26,500,  first  year  oper- 
ating cost  $36,000,  revenue  $48,000.  Sole  owner 

Greene  is  in  phonograph  records  and  music  pub- 
lishing. Announced  Aug.  8. 

Wheatland,  Wyo.— Kowboy  Bcstg.  Co.,  1340  kc, 
250  w  unl.  P.  O.  address  Box  972,  Laramie,  Wyo. 
Estimated  construction  cost  $6,650,  first  year  op- 

erating cost  $24,000,  revenue  $36,000.  Owners  are 
John  C.  Hunter  (60%)  and  others.  Mr.  Hunter's broadcast  interests:  WCMP  Pine  City,  Minn. 
(58%);  KOWB  Laramie  (60%),  and  KYSN  Colo- 

rado Springs,  Colo.  (33y3%).  Announced  Aug.  12. 

Existing  Am  Stations 
APPLICATIONS 

WILM  Wilmington,  Del. — Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install  new 

trans.  (Request  waiver  Sec.  3.28  (c)  of  rules.) 
Announced  Aug.  11. 
WCMW  Canton,  Ohio — Cp  to  increase  power 

from  1  kw  to  10  kw;  make  changes  in  ant.  (de- 
crease height),  install  directional  ant.  daytime 

and  new  trans.  Announced  Aug.  13. 
KURY  Brookings,  Ore. — Cp  to  increase  power 

from  500  w  to  1  kw;  make  changes  in  ant.  (in- 
crease height)  and  ground  systems;  install  new 

trans.  Announced  Aug.  13. 
WRAW  Reading,  Pa. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 
Announced  Aug.  12. 
KAPA  Raymond,  Wash. — Mod.  of  license  to 

change  hours  of  operation  from  unl.  to  specified 
hours  Monday  thru  Saturday:  6:30  a.m.  to  6:30 
p.m.  and  Sunday  8:00  a.m.  to  6:30  p.m.  An- nounced Aug.  8. 
KOWB  Laramie,  Wyo. — Cp  to  change  frequency 

from  1340  kc  to  1290  kc;  change  power  from  250 
w  unl  to  1  kw,  5  kw — local  sunset;  change  ant., 
trans,  and  studio  location  and  install  directional 
ant.  night  and  day  (DA-2)  and  new  trans.  An- nounced Aug.  12. 

CALL  LETTERS  ASSIGNED 
WENN  Bessemer,  Ala. — Bessemer  Bcstg.  Co., 

1450  kc.  Changed  from  WBCO. 
KHOW  Denver,  Colo.— Western  Bcstg.  Enter- 

prises Inc.,  630  kc.  Changed  from  KVOD. 
WROP  Lake  City,  Fla.— Gator  Bcstg.  Co.,  1390 kc. 

NATION-WIDE  NEGOTIATIONS  •  FINANCING  •  APPRAISAL 

RADIO TELEVISION NEWSPAPER 

EAST  COAST  

FULLTIME 

INDEPENDENT 

$325,000 

A  choice  property  in  semi-major 
market.  Good  real  estate.  Profits  show 

good  return  on  this  investment.  Some 
terms. 

FULLTIME 

NETWORK 

$125,000 

Just  the  right  property  for  an  owner 

manager.  Real  estate  included  plus 

some  working  capital  with  deal. 
Either  all  cash  or  well  secured  notes. 

C 

L U 

Washington,  D.  C. 

Wm.  T.  Stubblefield 
1737  DeSales  St.,  N.W. 

EX  3-3456 

Cleveland 

Jackson  B.  (Jack)  Maurer 
2414  Terminal  Tower 

TO  1-6727 

Chicago 

Ray  V.  Hamilton 
Tribune  Tower 

DE  7-2754 

Dallas 

Dewitt  (Judge)  Landis 
Fidelity  Union  Life  Bldg. 

Rl  8-1175 

San  Francisco 

W.  R.  (Ike)  Twining 
1 1 1  Sutter  St. 

EX  2-5671 
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annmg p 

a  Radio 

Station? 

Here's  another  aid  to  station 

planning— a  brand  new  bro- 

chure describing  transmitting 

equipment  and  building  re- 

quirements for  radio  stations. 

Itcombinesthe  practical  know- 

how  of  experienced  station 

and  equipment  engineers  and 

provides  a  check-list  as  a  guide 

in  transmitter  selection. 

For  your  free  copy,  write  to 

RCA,  Dept.  JC-22,  Building  15-1, 

Camden  2,  NJ. 

RADIO  CORPORATION 

of  AMERICA 

FOR  THE  RECORD  continued 

WRIM  Pahokee,  Fla.— Garden  of  the  Glades 
Co.,  1250  kc. 
WHBK  Blakely,  Ga.— Radio  Blakely,  1260  kc. 
WYTH  Madison,  Ga.— Madison  Bcstg.  Co.,  1250 

kc.  Changed  from  WMGE. 
KTOC  Jonesboro,  La. — Jackson  Parish  Bcstrs., 920  kc. 
WABW  Annapolis,  Md.— WASL  Bcstg.  Co. 

Changed  from  WIPA. 
KLFD  Litchfield,  Minn.— Meeker  County  Radio, 1410  kc. 
WELZ  Belzoni,  Miss— Humphreys  County 

Bcstg.  Co.,  800  kc. 

Existing  Fm  Stations 
CALL  LETTERS  ASSIGNED 

WJMW-FM  Athens,  Ala.— Athens  Bcstg.  Co., 
104.3  mc. 
*KNFP  Arlington,  Calif.— La  Sierra  College 

Bcstg.  Co.,  91.1  mc. 
*KCMI  Los  Angeles,  Calif. — Immaculate  Heart 

College,  88.5  mc. 
KAPP  Redondo  Beach,  Calif— South  Bay 

Bcstg.  Co.,  93.5  mc. 
KMUZ  Santa  Barbara,  Calif— Tri-Counties 

Bcstg.  Co.,  99.9  mc. 

Ownership  Changes 

APPLICATIONS 

KPAP  Redding,  Calif. — Seeks  assignment  of 
license  from  Philip  Jackson  to  High  Fidelity 
Stations  Inc.  for  $41,000.  New  owners  are  P.  Dal- 
porto  (50%)  and  Victor  Milnes  (25%),  both  of 
whom  have  service  station  interests,  and  in- 

surance man  C.  E.  Chamberlain  (25%).  An- 
nounced Aug.  7. 

WBLJ  Dalton,  Ga. — Seeks  transfer  of  control 
(100%)  of  licensee  (Dalton  Bcstg.  Corp.)  from 
H.  C.  Kenemer  to  L.  C.  McCall  for  $65,000.  Mr. 
McCall  is  consulting  engineer.  Announced  Aug.  8. 
WCRY  Macon,  Ga. — Seeks  assigment  of  license 

from  William  H.  Loudermilk  to  W.  H.  Keller  Jr. 
for  $27,500.  New  owner  Keller  is  majority  stock- 

holder, WGOV  Valdosta,  Ga.  Announced  Aug.  13. 
WSRS-AM-FM  Cleveland  Heights,  Ohio— Seeks 

transfer  of  control  (100%)  of  licensee  (WSRS 
Inc.)  from  S.  R.  Sague  and  George  Bickford  to 
Shawn  Bcstg.  Corp.  for  $352,000.  John  Kluge,  to 
be  74%  owner,  has  following  broadcast  interests: 
sole  ownership  of  WGAY  Silver  Spring,  Md., 
and  KNOK  Ft.  Worth,  Tex.;  90%  of  WINE-AM- 
FM  Kenmore,  N.  Y.;  majority  ownership  of 
WEEP  Pittsburgh,  Pa.,  and  WKDA  Nashville, 
Tenn.,  and  37%  of  WLOF-TV  Orlando,  Fla.  An- nounced Aug.  8. 
WTCW  Whitesburg,  Ky.,  and  WHBT  Harriman, 

Tenn. — Seek  acquisition  of  negative  control  of 
licensee  (Folkways  Bcstg.  Co.)  by  Clarence 
(Hank)  Snow  (50%)  as  individual  and  Charles 
E.  Mosley  (5%)  and  Ernest  Tubb  (45%)  in  privity, 
through  purchase  of  40%  from  William  R.  Mc- Daniel  for  $24,000.  Announced  Aug.  13. 
WNLA  Indianola,  Miss. — Seeks  transfer  of  con- 

trol of  licensee  (Central  Delta  Bcstg.  Co.)  from 
W.  L.  Kent  and  John  M.  McLendon  to  W.  R.  and 
Gertrude  Landman  (each  50%)  for  $42,500.  Mr. 
Landman  is  service  station  owner.  Announced 
Aug.  12. 
KQUE  Albuquerque,  N.  M. — Seeks  transfer  of 

control  of  licensee  (KQUE  Corp.)  from  Edgar 
Pechacek  et  al.  to  Dandy  Bcstg.  Corp.  (Merritt 
Owens,  Robert  E.  Sharon,  Kenneth  R.  Green- wood and  Lee  Vaughn,  one-fourth  owners)  for 
$284,700.  Advertising  man  Owens  owns  25%  of 
WPEO  Peoria,  111.  Mr.  Sharon,  who  is  to  be  both 
v.p.  and  general  manager  of  KQUE,  owns  25% 
of  WPEO.  Mr.  Greenwood  also  owns  25%  of 
WPEO.  Mr.  Vaughn,  attorney,  has  small  interest in  WPEO.  Announced  Aug.  12. 
WCLW  Mansfield,  Ohio — Seeks  assignment  of 

license  from  Frederick  Eckardt  to  Mansfield 
Journal  Co.  owned  by  estate  of  Samuel  A.  Hor- 
vitZ,  for  $45,000.  Announced  Aug.  7. WOIC  Columbia  and  WPAL  Charleston,  both 
South  Carolina — Seek  acquisition  of  positive  con- 

trol of  licensee  (Speidel-Fisher  Bcstg.  Corp.) 
through  purchase  of  50%  by  Joe  Speidel  III  from 
Albert  Fisher  Jr.  for  $90,000.  Mr.  Speidel  previ- 

ously owned  50<;  of  these  stations  and  also  owns 
20%  of  WWBD  Bamberg,  S.  C.  Announced 
Aug.  12. WZYX  Cowan,  Tenn.— Seeks  assignment  of 
license  from  Cumberland  Bcstg.  Co.  (Arthur  D. 
Smith  Jr.,  James  P.  Spencer  and  Frank  Pearson 
Jr.)  to  Guidon  Bcstg.  Co.  for  $35,000.  Purchaser 
is  Michael  R.  Freeland,  sole  owner  of  WFWL 
Camden  and  25%  owner  of  WMCP  Columbia, 
both  Tennessee.  Announced  Aug.  13. 
WHBT  Harriman,  Tenn. — See  Whitesburg,  Ky., above. 

Hearing  Cases 

INITIAL  DECISIONS 

Hearing  Examiner  Charles  J.  Frederick  issued 
initial  decision  looking  toward  granting  applica- 

tions of  Pompano  Beach  Bcstg.  Corp.,  for  new  am 
station  to  operate  on  980  kc,  1  kw  DA,  D,  in 
Pompano  Beach,  Fla.,  and  Louis  G.  Jacobs  for 
new  am  station  to  operate  on  990  kc,  5  kw  DA, 
unl.,  in  Miami-South  Miami,  Fla.;  engineering 
conditions.  Announced  Aug.  13. 
Hearing  Examiner  Charles  J.  Frederick  issued 

initial  decision  looking  toward  grant  of  applica- 
tion of  Brown  Telecasters  Inc.,  for  cp  for  new 

tv  station  to  operate  on  ch.  12  in  Beaumont,  Tex., 
and  denial  of  competing  applications  of  KPBX 
Bcstg.  Co.,  and  Television  Bcstrs.  Inc.  Beaumont. 
Announced  Aug.  11. 
Hearing  Examiner  Basil  P.  Cooper  issued 

initial  decision  looking  toward  grant  of  applica- 
tion of  Sherrill  C.  Corwin  for  cp  for  new  tv 

station  to  operate  on  ch.  34  in  Los  Angeles, 
Calif.,  and  denial  of  competing  application  of 
Frederick  J.  Bassett  and  William  E.  Sullivan 
(partners),  d/b  as  K-UHF  (TV),  Los  Angeles. Announced  Aug.  7. 

Routine  Roundup 

ACTIONS  ON  MOTIONS 
Commission  on  August  11  granted  petition  by 

Sacramento  Telecasters  Inc.  (KBET-TV),  Sacra- 
mento, Calif.,  and  Golden  Empire  Bcstg.  Co. 

(KHSL-TV),  Chico,  Calif.,  for  extension  of  time 
to  Sept.  10  for  filing  oppositions  and  responses  to 
July  11,  1958,  "further  modification  of  petition 
for  rule  making",  involving  Sacramento,  by Irving  J.  Schwartz,  William  Steven  George,  and 
John  Matranga,  d/b  as  Capitol  Radio  Enterprises. 
Commission  on  Aug.  5  granted  requests  for  cor- 

rection of  transcript  in  matter  of  Study  of  Radio 
and  Television  Network  Broadcasting  filed  by 
CBS  television  affiliates;  stations  represented  by 
CBS  Spot  Sales,  other  than  CBS  owned  and  op- erated stations;  Meredith  Publishing  Company; 
National  Broadcasting  Co.;  Edward  Petry  &  Co.; 
Corinthian  Bcstg.  Corp.,  and  commission  counsel. 
By  Hearing  Examiner  Charles  J.  Frederick 

on  dates  shown 
Scheduled  prehearing  conference  for  Sept.  16 

in  re  application  of  Newark  Bcstg.  Corp.,  New- 
ark, N.  J.,  and  WMGM  Bcstg.  Corp.,  New  York, 

N.  Y.,  for  new  fm  stations.  Action  Aug.  11. 
Scheduled  prehearing  conference  for  Sept.  23 

in  proceeding  on  am  application  of  Sanford  L. 
Hirschberg  and  Gerald  R.  McGuire,  Cohoes- 
Watervliet,  N.  Y.  Action  Aug.  12. 

By  Hearing  Examiner  Herbert  Sharfman on  Aug.  12 

Granted  request  of  Star  Bcstg.  Corp.,  for  ex- tension of  time  from  Aug.  18  to  Sept.  2  for  filing 
initial  proposed  findings  of  fact  and  conclusions, 
and  for  filing  replies  from  Aug.  28  to  Sept.  12  in 

Major  Market  Independent 

$200,000.00 

Located  in  one  of  the  southwest's  finest  large  markets,  this 
excellent  daytime  facility  has  shown  a  consistently  good  gross 

and  steady  profits.  Some  net  quick  included.  $50,000  down, 

balance  out  over  five  years. 

Exclusive  with 

Blackburn  &  Company 

NEGOTIATIONS  •  FINANCING  •  APPRAISALS 

WASHINGTON,  D.  C. 

James  W.  Blackburn 
Jack  V.  Harvey 

Washington  Building 

STerling  3-4341 

ATLANTA 

Clifford  B.  Marshall 

Stanley  Whitaker 
Healey  Building 

JAckson  5-1576 

CHICAGO 

H.  W.  Cassill 
William  B.  Ryan 

333  N.  Michigan  Avenue 
Financial  6-6460 
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PROFESSIONAL  CARD 

JANSKY  &  BAILEY  INC. 
Executive  Offices 
1735  DeSales  St.,  N.  W.  ME.  8-5411 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 

Washington,  D.  C.         FEderal  3-4800 
Member  AFCCE 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 

Washington  5,  D.  C. REpublic  7-3984 

Member AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 
1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 
CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
1  Riverside  Road — Riverside  7-2153 

Riverside,  III. 
(A  Chicago  suburb) 

Vandivere  &  Cohen 

Consulting  Electronic  Engineers 

610  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 
Member  AFCCE 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Columbia  5-4666 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 
Member  AFCCE 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.       Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

L.  H.  CARR  &  ASSOCIATES 
Consulting 

Radio  &  Television 

Engineers 
Washington  6,  D.  C.  Fort  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 

SILLS  MAN,  MOFFET  & 

ROHRER 
1405  G  St.,  N.  W. 

Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  STate  7-2601 
Member  AFCCE 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

8200  Snowville  Road 
Brecksville,  Ohio 

(a  Cleveland  Suburb) 
Tel.:  JAckson  6-4386  P.O.  Box  82 

Member  AFCCE 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 
P.  O.  Box  7037  Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For  Free  Catalog,  specify  course. 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.  Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GAUTNEY  &  JONES 
CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.      National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.      Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

LYNNE  C.  SMEBY 

Consulting  Engineer  AM-FM-TV 
7615  LYNN  DRIVE 

WASHINGTON  15,  D.  C. 

OLiver  2-8520 

HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 

BOX  68,  INTERNATIONAL  AIRPORT 
SAN  FRANCISCO  28,  CALIFORNIA 

DIAMOND  2-5208 

G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3-3266 
Dallas  6,  Texas 

RALPH  J.  BITZER,  Consulting  Engineer 
Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 

Garfield  1-4954 
"For  ketulH  in  Broadcast  Engineering" AM-FM-TV 

Allocations    •  Applications 
Petitions     •     Licensing  Field  Service 

MERL  SAXON 

Consulting  Radio  Engineer 
622  Hoskins  Street 

Lufkin,  Texas 

NEptune  4-4242        NEptune  4-9558 

CAMBRIDGE  CRYSTALS 

PRECISION  FREQUENCY 
MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave.,  Cambridge  38,  Mass. 

Phone  Trowbridge  6-2800 

GEORGE  C.  DAVIS 
CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  7-8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 
CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 

DALLAS  9,  TEXAS 

LAKESIDE  8-6108 
Member  AFCCE 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 Member  AFCCE 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 

Directional  Antennas 

1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Colorado 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.        Dickens  3-7503 

IRL  T.  NEWTON,  JR. 

Consulting  Engineer 
422  Washington  Bldg., 

15th  and  N.  Y.  Ave.,  N.  W., 
Washington,  D.  C. 

Telephone:  EXecutive  3-7165 

Contact 

BROADCASTING  MAGAZINE 
1735  DeSales  St.,  N.  W. 
Washington  6,  D.  C. 

for  availabilities 
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FOR  THE  RECORD  continued 

THE 

AMPEX 

WITH 

ALL  NEW  ELECTRONICS 

SEE  YOUR  AMPEX  DEALER 

AMPEX 
CORPORATION 

products  division 

854  Charter  Street 
Redwood  City 
California 

A  HAZARD  THAT 

NEVER  SLEEPS 

A  daily  occurrence  — 
Radio  and  TV  Stations 

are  accused  of 

LIBEL  —  SLANDER 

PIRACY  —  PLAGIARISM 
INVASION  OF  PRIVACY 

COPYRIGHT  VIOLATION 

through  act  of  station, 
staff,  announcer,  speaker, 

talent,  commentator,  sponsor. 

THE  SPOKEN  WORD  IS  MASTER! 

BUT  you  can 
INSURE 

against  embarrassing  loss 

by  having  our  unique 

Excess  Policy 

at  amazingly  low  cost. 
Write  for  details  and  rates 

SUMMARY  OF  STATUS  OF  AM,  FM, 

Compiled  by  BROADCASTING  through  Aug. 

ON  AIR 
AM 

FM 
I  V  (Commercial 

Lie. 

3.028 
524 

4151 

Cos 67 
29 

9y 

CP 
Not  on  air 109 

99 

1  16 

TV 
13 
TOTAL  APPLICATIONS 

For  now  stations 

565 
63 

125 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  Aug. 
VHF  UHF 

Commercial  425  83 
Non -Commercial  26  7 

COMMERCIAL  STATION  BOXSCORE 

As  Reported  by  FCC  through  July  31 

Licensed  (all  on  air) 
CPs  on  air  (new  stations) 
CPs  not  on  air  (new  stations) 
Total  authorized  stations 
Applications  for  new  stations  (not  in  hearing) 
Applications  for  new  stations  (in  hearing) 
Total  applications  for  new  stations 
Applications  for  major  changes  (not  in  hearing) 
Applications  for  major  changes  (in  hearing) 
Total  applications  for  major  changes 
Licenses  deleted 
CPs  deleted 

13 
TOTAL 

508" 

33* 

AM 

FM 

TV 

3,235 

530 

4221 

36 22 

92L'
 

105 

93 

114 

3,376 

645 

667 
412 

36 

47 
109 

30 

58 
521 

66 

105 
311 19 35 
41 0 

16 

352 

19 51 

0 2 1 
2 0 3 

1  There  are,  in  addition,  nine  tv  stations  which  are  no  longer  on  the  air,  but  retain  their licenses. 
2  There  are,  in  addition,  37  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 

longer  in  operation  and  one  which  has  not  started  operation. 
*  There  have  been,  in  addition,  177  television  cps  granted,  but  now  deleted  (33  vhf  and 144  uhf ) . 
*  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 

proceeding  on  Star's  am  application  and  that  of Historyland  Radio,  both  Fredericksburg,  Va. 
By  Commissioner  Robert  E.  Lee 

on  the  dates  shown 
Granted  requests  for  change  in  date  to  file  op- 

positions to  motion  to  enlarge  issues  filed  by 
Illiway  Television  Inc.,  and  Public  Service 
Bcstg.  Co.,  and  request  by  Tele-Views  News  Co., 
for  extension  of  time  to  file  oppositions  to  mo- 

tion to  enlarge  issues  and  supplement  thereto, 
in  Davenport,  Iowa-Moline,  111.,  tv  ch.  8  proceed- 

ing, to  extent  that  time  to  file  oppositions  to 
motion  to  enlarge  issues  is  extended  to  Aug.  27. 
Action  Aug.  6. 
Granted  petition  by  KEED  Inc.,  for  extension 

of  time  to  Aug.  21  to  file  opposition  to  motion 
by  Liberty  Television  Inc.,  to  enlarge  issues  in 
Eugene,  Ore.,  tv  ch.  9  proceeding.  Action  Aug.  7. 
Granted  petition  by  Southeastern  Indiana 

Bcstrs.  Inc.,  Jeffersonville,  Ind.,  for  extension  of 
time  to  Sept.  12  to  file  exceptions  to  initial  de- cision in  proceeding  on  its  am  application  and 
that  of  Northside  Bcstg.  Co.,  Jeffersonville.  Ac- tion Aug.  7. 

By  Hearing  Examiner  Elizabeth  C  Smith 
on  Aug.  6 

Scheduled  prehearing  conference  for  Sept.  15 
in  Farmington,  N.  M.,  ch.  12  proceeding  (Farm- 
ington  Bcstg.  Co.,  and  Four  Corners  Bcstg.  Co.). 
Scheduled  a  prehearing  conference  for  Sept. 

22  and  continued  hearing  now  scheduled  for 
Sept.  2  to  a  date  to  be  determined  at  prehearing 
conference  in  proceeding  on  am  applications  of 
Unicoi  Bcstg.  Co.  (WEMB),  Erwin,  Tenn.,  and 
Mace,  Groves  and  Mace,  South  Gastonia,  N.  C. 

By  Hearing  Examiner  Basil  P.  Cooper 
on  Aug.  6 

Commission  by  memorandum  opinion  and 
order  adopted  June  25  directed  Armin  H.  Witten- 

berg to  amend  his  application  for  new  fm  station 
at  Los  Angeles,  Calif.;  the  amendment  is  re- ceived. 

By   Chief  Hearing   Examiner  James  D. 
Cunningham  on  Aug.  1 

Scheduled  hearings  on  dates  indicated  in  fol- 
lowing proceedings:  fm  application  of  South 

Bay  Bcstg.  Co.  (KAPP)  Redondo  Beach,  Calif., 
on  Sept.  23;  in  matter  of  assignment  of  call  let- ters KOFY  to  Intercontinental  Bcstg.  Corp.  for 
its  standard  broadcast  station  at  San  Mateo, 
Calif.,  on  Oct.  8;  fm  applications  of  Santa  Monica 
Bcstg.  Co.,  Santa  Monica,  Calif.,  Harold  Lampel, 
Garden  Grove,  Calif.,  on  Oct.  22;  am  applications 
of  Donner  Bcstg.  Co.,  Truckee  Bcstrs.,  Truckee, 
Calif.,  and  Lakeside  Bcstrs.,  Sparks,  Nev.,  on 
Oct.  24:  Berkshire  Bcstg.  Co.  (WSBS),  Great  Bar- 
rington,  Mass.,  Naugatuck  Valley  Service  Inc., 
Naugatuck,  Conn.,  Norman  O.  Protsman,  Val- 
dosta,  Ga.,  on  Oct.  29;  Sanford  L.  Hirschbere  and 
Gerald  R.  McGuire,  Cohoes-Watervliet,  N.  Y.,  on 
Oct.  31. 

By  Hearing  Examiner  H.  Gifford  Irion 
on  Aug.  4 

Granted  petition  by  Broadcast  Bureau  to  ac- 

cept proposed  findings  and  conclusions  in  ab- 
sence of  transcript  in  proceeding  on  am  applica- 

tion of  Austin  Radio  Co.,  Austin,  Tex,  and  Austin 
Radio  Company's  "petition  for  action"  is  dis- missed as  moot. 

By   Hearing   Examiner   J.   D.  Bond on  Aug.  7 
Granted  petition  by  Peninsula  Bcstg.  Corp. 

(WVEC-TV),  Hampton,  Va.,  for  leave  to  amend 
its  application  in  the  Hampton-Norfolk,  Va.,  ch. 
13  proceeding,  to  make  part  of  petitioner's  ap- plication information  about  merger  arrange- ments. 

BROADCAST  ACTIONS 

By  Broadcast  Bureau 
Actions  of  Aug.  8 

WAVE  Louisville,  Ky. — Granted  mod.  of  license 
to  operate  main  trans,  by  remote  control,  using 
DA-1;  conditions. 
WPTR  Albany,  N.  Y.— Granted  mod.  of  license 

to  change  studio  location  to  1820  Central  Ave., 
Colonie,  N.  Y.;  waived  Sect.  3.30(a)  of  rules. 
WSEV  Sevierville,  Tenn. — Granted  cp  to  make changes  in  ant.  system. 
WFMQ  (FM)  Chicago,  111.— Granted  mod.  of cp  to  decrease  ERP  to  11  kw;  increase  ant. 

height  to  560  ft.;  and  change  type  trans,  and ant-trans,  location. 
WKIC  Hazard,  Ky. — Granted  mod.  of  cp  to 

change  ant. -trans,  location  and  side  mount  fm ant. 
KPA-M  Portland,  Ore. — Granted  mod.  of  cp  to 

change  type  trans.;  condition. 
WCVP  Murphy,  N.  C. — Granted  mod.  of  cp  to 

change  type  trans,  and  studio  location;  remote 
control  permitted. 
WRFM  (FM)  New  York,  N.  Y.— Granted  mod. of  SCA  for  changes  in  equipment. 
The  following  stations  were  granted  extensions 

of  completion  dates  as  shown.  WTUP  Tupelo, 
Miss.,  to  1-20-59;  KLUU  Toledo,  Ore.,  to  12-31; 
KBRO  Bremerton,  Wash.,  to  11-21;  KRPM  (FM) 
San  Jose,  Calif.,  to  10-31  and  KLIR-FM  Denver, 
Colo.,  to  11-18. 
WKAR  East  Lansing,  Mich. — Granted  authority 

to  remain  silent  Aug.  31  and  Sept.  1;  reason — holiday  policy. 

WLBA  Gainesville,  Ga. — Remote  control  per- mitted. 

Actions  of  Aug.  7 

WGRM  Greenwood,  Miss. — Granted  cp  to  in- stall new  type  trans. 
WSIC  Statesville,  N.  C— Granted  cp  to  install 

new  type  trans. 
WKTS  Brooksville,  Fla. — Granted  cp  to  in- 

stall new  type  trans,  and  change  studio  location; 
remote  control  permitted. 
KXXX  Colby,  Kan. — Granted  cp  to  install  new 

trans,  as  aux.  trans,  at  present  main  trans,  site. 
KCMO  Kansas  City,  Mo. — Granted  cp  to  install 

new  trans,  at  present  main  trans,  site  as  aux. 

Continues  on  page  107 

EMPLOYERS 

REINSURANCE 
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CLASSIFIED  ADVERTISEMENTS 

Payable  In  advance.    Checks  and  money  orders  only. 

•  DEADLINE:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday  preceding  publication  date. 
•  SITUATIONS  WANTED  20tf  per  word — $2.00  minimum  •  HELP  WANTED  254  per  word — $2.00  minimum. 
•  All  other  classifications  30#  per  word — $4.00  minimum.  •  DISPLAY  ads  $20.00  per  inch. 
•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 
Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos,  etc.,  sent  to 

box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO   RADIO    RADIO 

Help  Wanted  Help  Wanted— (Cont'd)  Help  Wanted— (Cont'd) 
Openings  for  manager,  salesmen,  announcers  and 
engineer  at  new  5  kvv  radio  station  in  Johnson 
City,  Tenn.  Address  P.  O.  Box  53,  Jonesboro, 
Tenn. 

Management 

Owner  of  profitable  fulltime  indie  single  station 
southwest  agricultural  market  wants  to  relax. 
Needs  responsible  man  capable  all  phases  includ- 

ing sales.  Choose  your  own  title;  all  owner  wants 
is  results.  Substantial  guarantee  plus  percent 
gross  will  exceed  10,000.  Town  is  20,000;  30-mile 
radius  100,000.  Personal  interview  required.  Send 
complete  details  first  letter.  Box  538F,  BROAD- CASTING. 

Sales 

Opportunity  radio  salesman.  Salary  plus  com- mission. Good  market.  ABC  Texas  station.  Box 
403F,  BROADCASTING. 

Aggressive.  Midwest.  Kilowatt.  Small  rich  mar- ket. Box  489F,  BROADCASTING. 

A  real  challenge  to  a  man  with  experience  in 
radio  advertising  sales.  We  are  a  red  hot  top- 
forty,  offering  commission  of  15%  with  a  small 
weekly  draw  to  get  you  started.  This  area  has 
doubled  since  '48  and  is  expected  to  do  the  same 
again.  If  you  want  a  station  to  grow  with  this  is 
it,  and  it's  in  Florida.  Reply  to  Box  532F, BROADCASTING. 

Salesman,  experienced.  Salary  plus  commission. 
Car  necessary.  Established  accounts  lots  of  po- 

tential. KCHA,  Charles  City,  Iowa. 

California,  KCHJ,  Delano.  Serves  1,300,000.  In- 
creasing sales  staff. 

Immediate  opening  for  salesman  who  can  also 
call  football  and  basketball  play-by-play.  $75.00 
weekly  salary  plus  sales  commission.  Single  sta- tion market,  23  years  a  fulltime  independent. 
Send  play-by-play  tape  and  full  details.  KOCA, 
Kilgore,  Texas. 

Successful  salesman  for  position  as  sales  manager. 
Commission  plus  percentage  of  profits.  State  cur- 

rent billing  and  earnings.  WHTG,  Asbury  Park, 
N.  J. 

Announcers 

Florida.  Need  experienced  personality  pop  dj. 
Above  average  salary.  Promotion  minded  station. 
Send  tape,  background.  Box  750E,  BROADCAST- ING. 

Negro  dj — southerner  only — religious  or  R&B — 
America's  highest  audience  rated  negro  group. Picture,  tape,  letter  Box  903E,  BROADCASTING. 

Move  up.  Seasoned  staff  announcer  wanted  in 
September.  News  gathering  and  writing  ability 
important  but  not  primary  duty  at  present.  No 
top  40  deejay  types.  Northern  Illinois  kilowatt 
independent.  Write  age,  education,  marital  status, 
experience  in  detail.  Personal  interview  required. 
Box  187F,  BROADCASTING. 

Girl,  experienced  staff  announcer,  Pauline  Fred- 
erick voice  quality  and  diction.  Apply  NBC  In- termountain  station.  Box  331F,  BROADCASTING. 

Announcer-first  phone — a  wonderful  opportunity 
for  a  young  man  looking  for  a  good  starting 
salary,  plus  permanent  location — 5000  watt  South 
Georgia  station.  Box  345F,  BROADCASTING. 

Wisconsin  lakeshore  daytimer  desires  1st  ticket 
announcers.  Box  351F,  BROADCASTING. 

Metropolitan  midwest  radio  station  looking  for 
versatile  radio  announcers.  Prefer  family  men 
who  accept  responsibility.  Excellent  salary  and 
company  benefits.  No  specialists.  Do  own  board 
work.  Send  resume,  tape,  recent  photo  to  Pro- 
gram  Manager,  Box  397F,  BROADCASTING. 
Desire  football  announcer  plus  staff  duties.  Tell 
all.  Texas  station.  Box  402F,  BROADCASTING. 

Staff  announcer  wanted  for  "modern  radio" 
network  affiliate  in  Michigan.  Immediate  open- 

ing, good  employe  benefits  and  working  condi- tions. Starting  salary  $80.00  weekly.  Must  enjoy 
music  shows  and  staff  work,  very  little  news  and 
sports.  Send  full  information  first  letter,  no 
tapes.  Personal  interview  will  be  required  be- 

fore iob  is  filled.  Write  Box  415F,  BROAD- CASTING. 

Announcers 

Top,  independent  radio  station  seeking  number 
one  disc  jockey  personalities.  Now  accepting 
audition  tapes.  Include  resume  and  recent  photo. 
Box  451F,  BROADCASTING. 

Wanted:  Versatile,  intelligent  man  with  knowl- 
edge of  music,  other  than  top  forty  tunes.  Solid 

NBC  am-tv  operation  wanting  man  to  grow  with 
us.  Box  453F,  BROADCASTING. 

Music-news  operation,  Texas-New  Mexico  area 
needs  hot  jockey,  program  director.  Send  photo, 
tape,  resume.  Box  465F,  BROADCASTING. 

Fast  pace  production  dj  for  formula  operation. 
Medium  sized  midwest  market.  Send  tape,  re- 

sume, picture,  salary  and  references.  Box  468F, 
BROADCASTING. 

Newsman — First  phone  for  top-rated  midwest 
station  to  start  September  1,  1958.  Duties  are  de- 

voted exclusively  to  news.  Need  resume,  tape 
and  photo  at  once.  Box  470F,  BROADCASTING. 

Opening  September  15  for  stable  experienced 
staff  announcer,  morning  shift.  Dignified  news, 
friendly  commercials.  No  characters  or  funny 
men.  Small  market  northern  South  Carolina.  Box 
472F,  BROADCASTING. 

50,000  watt  CBS  station  needs  personality  now 
to  spin  country  records  and  do  staff  work.  Should 
have  experience  and  good  recommendations. 
Send  photo,  resume  and  tape  showing  versatility. 
Salary  commensurate  with  ability.  Box  480F, 
BROADCASTING. 

First  phone.  Mid-west.  Daytime.  Ability  precedes 
experience.  Box  487F,  BROADCASTING. 

Engineer-announcer.  Iowa.  Good  music.  No  ex- 
perience necessary.  Box  488F,  BROADCASTING. 

Leading  eastern  independent  contemplating  girl 
disc  jockey.  Must  be  experienced.  Now  accepting 
audition  tapes.  Include  resume  and  recent  photo. 
Box  509F,  BROADCASTING. 

Experienced  announcer.  A  man  who  considers 
news  and  commercials  as  important  as  music. 
No  beginners  please.  Box  520F,  BROADCAST- ING. 

Somebody  else  is  taking  my  place.  No  mainte- 
nance. Situated  Seattle.  Box  530F,  BROADCAST- ING. 

Uncle  Sam  is  creating  vacancy.  Need  staff  man 
for  fulltime  single  station  fast-paced  music  and 
news.  Southwest  town  of  20,000  fifty  miles  from 
major  market.  This  is  permanent  job  in  estab- 

lished station.  Will  consider  1st  phone  beginner. 
Needed  by  September  15th.  Box  539F,  BROAD- CASTING. 

Need  announcer  with  2  years  experience  for  staff 
of  metropolitan  area  station.  Good  salary  and 
conditions,  an  excellent  chance  of  advancement 
within  our  expanding  chain.  Send  tape,  rjhoto, 
resume  and  references.  Box  547F,  BROADCAST- ING. 

Good  music  station  requires  full  time  experi- 
enced announcer  with  extensive  classical  music, 

fine  arts  and  language  background.  Send  resume 
and  audition  tape.  Box  560F,  BROADCASTING. 

Good  announcing  job  open  immediately  on  prog- 
ressive live-wire  music  station.  Sales,  too,  if 

desired.  Box  562F,  BROADCASTING. 

Wanted,  competent  announcer  with  first  class 
ticket.  Good  pay  and  working  conditions,  25 
miles  from  Glacier  National  Park  in  America's most  beautiful  recreation  area.  Write  Dick  Vick, 
KGEZ,  Kalispell,  Montana. 

Stale  mate?  Write  your  own  salary  as  salesman- 
anouncer.  Guaranteed  $400  start.  You  keep  talent 
sales  fifteen  percent.  Rush  tape,  photo,  back- 

ground KPRK,  Livingston,  Montana. 

Immediate  opening  for  top  flight  personality  type 
announcer.  Rush  experience,  tape,  photo,  proof 
of  performance  to  Bill  Frosch.  WISH,  Indianap- 

olis, Indiana. 

Announcers 

Near  Cleveland,  need  versatile  announcer  for 
personal  appearances  adult  and  teen  dj  shows, 
news.  Must  have  two  years  commercial  experi- 

ence. Excellent  opportunity,  salary  open.  Per- 
sonal audition  necessary.  Send  tape  with  news 

spots  and  ad  lib,  or  phone  for  appointment. 
WPVL,  Painesville,  Ohio. 

Technical 

Chief  engineer  for  brand  new  directional  day- 
timer  in  Pittsburgh  area  one  of  growing  chain. 
All  new  equipment  with  excellent  layout.  Excel- 

lent salary  and  working  conditions.  No  an- 
nouncing required.  Personal  interview  necessary. 

Box  180F,  BROADCASTING. 

Combo  man-lst  class  ticket  with  some  announc- 
ing. Immediate  opening.  Box  493F,  BROAD- 

CASTING. 

Leading  eastern  independent  seeking  first  class 
engineer  capable  of  assuming  complete  respon- 

sibility of  chief  and  minimum  of  air  work.  Send 
resume,  tape  and  recent  photo.  Box  510F, 
BROADCASTING. 

Chief  engineer  to  maintain  250  w  Virginia  am 
using  remote  control.  Announcing  ability  pre- 

ferred but  not  necessary.  Send  complete  back- 
ground information  with  references,  etc.  This  is 

an  immediate  and  permanent  opening  for  the 
right  man.  Box  525F,  BROADCASTING. 

Wonderful  opportunity  for  a  good  combo  man 
who  is  a  good  engineer  with  first  class  ticket, 
who  has  a  good  voice  who  would  like  to  move 
into  tv.  Make  a  good  living  with  a  permanent 
job,  then  send  resume,  pic  and  tape  to  Chief  En- 

gineer, KCKT-KGLD,  Great  Bend,  Kansas.  No drunks  or  drifters. 

Chief  engineer,  announcing  desirable.  Good 
wages  and  working  conditions,  remote  control. 
Give  full  resume  in  first  letter.  KXGI,  Fort 
Madison,  Iowa. 

For  chief  engineer,  we  want  family  man  who  en- 
joys small  town  life,  who  wants  his  children  to 

go  to  fine  uncrowded  schools  .  .  .  who  wants  to 
live  in  pleasant  Pennsylvania  college  town  and 
work  for  prestige  organization.  Some  announc- 

ing desirable,  not  essential.  250  w  am  plus  fm. 
Not  a  big  station,  but  a  lot  of  awfully  nice 
people  with  which  to  make  a  permanent  home. 
Write  or  wire  full  details,  photo,  present  earnings 
to  Suite  1428,  30  Rockefeller  Plaza,  New  York  20. 

Studio  engineer,  recording  control  room  experi- 
ence with  live  music  and  dramatic  productions. 

Thorough  technical  background.  Contact  Ernest 
W.  Merker,  Chief  Engineer,  Recorded  Publica- 

tions Laboratories,  Camden  5,  New  Jersey. 

Prod uction -Program ming,  Others 

Mr.  News  Director,  this  ad  will  run  until  we  find 
the  right  man.  We  need  a  newsman  who  gets 
behind  the  surface  news;  who  knows  what's  go- ing on.  News  in  depth  Is  our  most  important 
service.  Good  salary  and  facilities.  Write  Box 
179E.  BROADCASTING. 

Metropolitan,  top  rated  independent  needs  sharp 
traffic  director.  Unlimited  opportunity.  Im- 

mediate opening.  Rush  complete  details.  Box 
802E,  BROADCASTING. 

Production  director  modern  radio.  Top  indie,  top 
ten  market.  Storz,  Bartell,  Plough,  McLendon, 
or  similar  experience  required.  Fantastic  oppor- 

tunity. Rush  tape.  Box  114F,  BROADCASTING. 

$6000  per  year  for  news  director  with  know  how 
to  do  a  complete  job.  Established  news  minded 
station  will  provide  the  working  tools,  you  pro- 

vide the  knowledge  and  interest.  Full  details  to 
Box  318F,  BROADCASTING. 

News  director.  Must  be  able  to  take  full  charge 
of  department,  with  heavy  news  schedule;  be 
thoroughly  experienced  in  local  reporting,  have 
an  authoritative  style  and  able  to  direct  other 
news  personnel.  Leading,  north  central  regional, 
in  major  market.  Salary  and  working  conditions 
above  average.  Will  only  consider  applicants  with 
successful  background  in  similar  position.  Reply 
in  detail,  giving  past  experience,  salary  expected, 
and  attach  small  photo,  which  will  not  be  re- 

turned. Confidential.  Box  515F,  BROADCAST- ING. 
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I  lelp  Wanted— (Cont'd) 

Production-Programming,  Others 

Aggresslvr  news  director  network  station  in 
major  southeastern  market.  Good  salary  plus 
percentage  of  local  news  revenue.  References, 
experience  first  letter.  Write  Box  540F.  BROAD- 
CASTING. 

News:  Excellent  opportunity  for  aggressive,  ex- 
perienced newscaster,  reporter  and  editor.  Num- 

ber-l  rated  station,  with  live,  24  hour,  local  news 
operation,  using  mobile  units,  tapes,  etc.  Salary 
commensurate  with  experience  and  ability.  Con- 

fidential. Send  full  information,  including  when 
available,  salary  expected,  small  photo  and  audi- 

tion tape,  to  Roger  G.  Berk,  V.P.,  WAKR,  Akron 
20.  Ohio. 

Copywriter,  traffic  girl  wanted.  WEZY.  Cocoa, 
Florida,  permanent.  Strong  on  copy.  Submit 
sample,  photo,  experience.  Wanted  now! 

Newsman.  Radio  and  television,  capable  leg  and 
airman  with  small  market  station  experience, 
who  can  gather,  write,  and  air  news;  journalism 
education  background  preferred;  married;  vet- 

eran; stable  and  dependable  with  good  refer- 
ences; one  who  wants  a  permanent  berth  in  a 

news  department  which  has  twice  received  na- 
tional recognition.  Scale  starts  at  $85  for  40 

hours.  Salary  commensurate  with  experience 
and  ability.  Write  or  phone  W.  P.  Williamson, 
WKBN.  Youngstown,  Ohio,  STerling  2-1145. 

Wanted.  Woman  copy-news  writer.  Limited  air 
work.  Midwest  day-timer.  Well  established,  com- 

munity of  25,000.  Send  tape  and  resume  to  R.  K. 
Baker,  WLDS,  Jacksonville,  Illinois. 

Situations  Wanted 

Management 

Management,  operations,  revenue  expansion.  Will 
consider  special  assignments.  Thirty  years  ex- 

perience. Box  329F,  BROADCASTING. 

Have  S3.0CO  to  invest  in  a  new  or  old  station 
and  take  over  management.  Employed,  10  years 
experience  in  all  phases  of  radio.  North  Caro- 

lina, South  Carolina  or  Virginia  preferred.  Mar- 
ried, top  references.  Box  475F,  BROADCASTING. 

General  manager.  TV  and  radio.  Strong  on  sales. 
Long  record  of  high  volume  and  net  profits. 
Available  first  of  year,  if  you  like  me  and  I  like 
you.  Now  employed  in  million  market.  Box  486F 
BROADCASTING. 

Manager  or  sales-manager— 8  years  experience 
all  phases  of  small  markets  up  to  40,000.  First 
phone,  experienced  announcer  and  production 
ability.  Married.  28  and  sober,  preference  central 
Texas.  Box  494F,  BROADCASTING. 

Business  manager,  who  is  also  a  C.P.A.,  with  an 
excellent  background  in  radio  and  tv  station 
operations.  Strong  in  all  phases  of  finance,  film talent  negotiation,  sales  service,  traffic,  etc.,  as well  as  excellent  sales  sense.  Best  of  references 
Now  in  metropolitan  market  and  looking  to  as- 

sociate with  station  or  group.  Box  498F,  BROAD- CASTING. 

Manager  of  top  Florida  station  looking  for  bot- 
tom California  station  that  wants  to  get  on  top Best  references  in  the  business.  Medium  to 

major  market  only.  $15,000  year  minimum.  Must have  complete  control.  Box  513F,  BROADCAST- ING. 

Have  ability— will  travel!  Manager,  experienced Present  time  manager  of  television  vhf  opera- 
tion. Sales  minded — locally  and  nationally — Set- ting records  in  present  market.  Write  Box  567F BROADCASTING. 

Sales 

Go-getter,  experienced,  seeking  good  potential Prefer  deal  including  air  work.  Can  run  own 
board.  All  around  man — what  you're  looking  for Box  305F,  BROADCASTING. 

Have  guts,  will  travel— Experienced  radio-tv 
salesman  desires  position  with  Wisconsin  station 
in  sales,  managerial  capacity  or  will  travel  mid- 

west for  film  syndicate.  Box  499F,  BROADCAST- ING. 

DJ  and  sales.  Want  some  air  time,  plenty  of  sales 
time.  Ten  years  in  highly  seasonal  market  doing midnight  til  dawn  show,  selling  own  time  as  well 
as  daytime.  No  floater,  mature,  presentable,  good education,  pleasant  identifiable  voice.  Creative copy  writer.  Proven  record.  Employed.  Box  528F BROADCASTING. 

Announcers 

Good  music  station  announcer  with  program- ming experience,  single.  3  years  background  in this  medium.  Audition  tape,  photo  and  further particulars  on  request.  Box  283F,  BROADCAST- ING. 

Negro  deejay,  good  board  man,  fast  patter 
smooth  production.  I'm  the  one  you're  looking for.  Tape  and  resume.  Box  303F,  BROADCAST- ING. 

Situations  Wanted — (Cont'd) 
Announcers 

Girl  dj  announcer.  Go  anywhere.  Ready  now. 
Run  own  board.  Can  sell  too.  Steady,  ho  bad 
habits.  Love  to  build  audiences  and  grab  ac- 

counts. Tape  and  resume.  Box  304F,  BROAD- CASTING. 

Personallty-dj,  strong  commercials,  gimmicks, 
etc.,  run  own  board.  Steady,  eager  to  please.  Go 
anywhere.  Box  313F.  BROADCASTING. 

Staff  announcer-newsman  experienced.  Currently 
employed,  married,  college  background.  Box 
353F.  BROADCASTING. 

5  years  radio.  Know  music.  Want  permanency. 
Presently  southeast.  Married.  Box  386F,  BROAD- 
CASTING. 

Want  job  as  deejay  for  pops  or  hillbilly  station 
within  300  miles  of  Washington,  D.  C.  Teen-ager, 
H.  S.  graduate,  good  voice,  no  experience  of  any 
kind.  I  learn  fast.  Box  400F,  BROADCASTING. 

Have  car — will  travel  to  Florida.  Recent  broad- 
casting school  graduate.  Will  start  bottom,  work- 

up. Ambitious,  veteran,  single.  Available  Sep- tember 1.  Box  420F,  BROADCASTING. 

Third  phone,  second  phone  soon;  college  grad- 
uate; perfect  Polish  and  English  language; 

voice  and  diction;  disc  jockey,  control  board 
operator,  news  director,  strong  on  news,  sales, 
commercials,  polkas.  Box  431F,  BROADCAST- ING. 

Morning  man/engineer.  All  phases.  Eight  years 
experience.  Family  $100.  Box  461F,  BROAD- 
CASTING. 

Top  top-40  morning  man  for  a  top  ten  market. 
We  hired  a  high-rated  morning  man  with  a  most 
impressive  "top-40"  station  track  record.  A change  in  our  programming  policy  put  this 
talented  man  in  a  creative  straight-jacket.  If  you 
are  looking  for  a  zany,  loyal,  hardworking  per- 

sonality, we  will  put  in  a  good  word  for  him  and 
he  in  turn  will  send  you  tapes,  resume  and 
other  supporting  documentation.  Station  Man- 

ager, Box  466F,  BROADCASTING. 

Sincere  announcer — Strong  on  news;  tasteful  in 
music.  1  year  radio-tv  school;  2  years  experi- 

ence; first  phone.  Currently  WBNX,  N.Y.C. 
Available  Sept.  15th.  Prefer  California.  Box  474F, 
BROADCASTING. 

Top  personality — Television  and  radio-an- 
nouncer, disc  jockey,  actor,  newscaster.  Seven 

years  in  nation's  number  4  market.  Before  that — network  staff.  Presently  employed  at  the  most 
successful  O.  &  O.  stations  in  the  country  at 
$15,000  a  year.  Looking  for  comparable  offer  with 
further  opportunity  and  guaranteed  security. 
Have  a  hat-full  of  proven  programs.  Box  476F, BROADCASTING. 

Experience  and  imagination!  Fellow  with  good 
writing  background  in  radio  and  tv.  Nice  voice. 
Prefer  metropolitan  or  Florida  market.  Excellent 
reference.  Box  478F,  BROADCASTING. 

Experienced  employed  "pop"  deejay.  Newscaster. College.  Married.  Negro.  No  accent.  Box  479F, 
BROADCASTING. 

Announcer-program  director-newscaster-dj.  5i/2 
years  radio.  Versatile  all  phases.  2  years  tv.  31. 
1st  phone.  Correct  and  clear  pronunciation  even 
on  station  breaks.  California,  Nevada,  Oregon 
only.  Box  482F,  BROADCASTING. 

Looking  for  a  little  talent?  I  have  as  little  as 
anybody.  First  phone,  now  in  southeast.  Bidding starts  at  $150.00.  Box  483F,  BROADCASTING. 

Fortunate  and  first-ranked  dj  looking  for  posi- tion in.  or  near.  Cincinnati.  Now  with  1  kw  indie 
Ex-AFRS  program  director.  Married.  You  name 
the  music,  I'll  play  it  and  like  it.  Run  own  board Fine  sports.  Good  news.  Available  September  20 Box  484F,  BROADCASTING. 

Adult  appeal— Variety  music— seasoned  morning man  looking  for  good  morning  opening  in  metro- politan market.  Family  type  gimmicks,  bright 
peppy.  Box  485F,  BROADCASTING. 

Versatile,  experienced  announcer  available  two week  s  notice.  Ohio,  northern  Kentucky  area Box  495F,  BROADCASTING. 

Announcer-dj.  Six  years  radio  experience  four 
years  at  present  location.  Age  23,  smooth'  reli- 

BROADCASeTINGF-  n°W"    B°X  496F' 
South— only.  Mature  announcer-continuity  writ- er. Nine  years  experience  all  phases  radio  Age 32.  Single.  Box  501F,  BROADCASTING 

I  ve  got  the  voice  if  you  have  the  job.  Just  dis- charged from  the  service  and  would  like  to  learn the  business.  Phone  HO  2-4300,  Ext.  219  Wash- 
ington, D.  C.  Box  504F,  BROADCASTING 

Midwestern  sports  announcer,  three  years  ex- 
perience, also  staff  and  di  background. 'Presently employed.  Will  travel.  Box  505F,  BROADCAST- ING. 
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Situations  Wanted — (Cont'd) 
Announcers 

Beat  generation  night  jockey.  Sales  enthusiasm 
only.  Presently  employed.  Box  553F,  BROAD- 
CASTING. 
Staff  announcer,  deejay.  Good  commercials. 
Thoroughly  trained.  Versatile,  all  phases.  Box 
506F,  BROADCASTING. 
Versatile  announcer,  single,  some  experience  in 
production  department,  can  operate  board.  Com- 

plete SRT  training.  Box  514F,  BROADCASTING. 

Warm,  friendly,  relaxed  dj  3  years  experience. 
Good  on  news,  interviews.  Good  voice,  desire 
fair  size  market  with  good  pay.  Box  516F, 
BROADCASTING. 

Announcer,  B.A.  degree.  Radio  major,  journal- 
ism minor.  Third  class  license.  Experience  on  1 

kw.  Deejay,  news,  transmitter  engineer.  5A  draft 
status.  Family.  Box  517F,  BROADCASTING. 

Sportscaster-staffer.  Football,  basketball,  base- 
ball. Two  years  commercial  experience  with  1000 

watt  daytimer.  University  of  Alabama  graduate. 
Prefer  south.  Box  519F,  BROADCASTING. 

Minneapolis,  St.  Paul  area.  Two  years  experi- 
ence. Married,  two  children.  Currently  employed, 

best  references.  Box  521F,  BROADCASTING. 

1st  phone.  Announcer.  29.  Married,  2  children.  5 
years  experience.  Seeking  permanency  and  fu- 

ture. Prefer  west.  Box  522F,  BROADCASTING. 

Personality  dj,  strong  news,  26,  college  degree, 
veteran,  married,  mid-Atlantic  states,  $100  up. 
Box  523F,  BROADCASTING. 

Hot  2-man  team:  Inimitable.  Try  O'Shea  and 
Rose  for  laughs.  Box  524F,  BROADCASTING. 

Beginning  dj-announcer,  personality,  board,  in- 
telligence, and  drive.  Radio  graduate.  Box  527F, 

BROADCASTING. 

Wake-up,  listen,  to  the  finest  sound  in  radio's forward  look.  DJ  with  proven  ability  to  make  or 
keep  audience.  Top  production,  ideas  galore. 
Top  200  markets  only.  Family.  Box  529F,  BROAD- 
CASTING. 

Announcer-dj,  excellent  news,  offers  2y2  years 
experience  for  good  paying  job  medium  or  large 
market.  Now  employed.  References.  Prefer  sw 
Penna.,  but  will  go  anywhere  if  the  price  is 
right.  Box  531F,  BROADCASTING.. 

Disc  jockey:  Family  man.  Top-rated.  Soft-sell, 
relaxed,  friendly  ad-lib  commercials.  Seeking 
permanence.  Future.  Box  533F,  BROADCAST- ING. 

Announcer-dj;  experienced;  ready  for  larger 
market.  Music,  news,  commercials.  Box  541F, 
BROADCASTING. 

Announcer-dj;  strong  on  news,  commercials, 
sales,  music.  Operate  board.  Box  542F,  BROAD- CASTING. 

News  editor-announcer.  Excellent  experience 
record.  Northeast  only.  Box  543F,  BROADCAST- 
ING. 

Announcer-dj;  also  sales,  copywriting.  News, 
commercials,  music.  Operate  board.  Box  544F, 
BROADCASTING. 

Top-rated  morning  or  afternoon  dj.  Desires  re- 
turn to  metropolitan  competitive  market.  Ten 

years  experience.  My  product  professional.  Pre- 
fer eastern  progressive  station.  All  sports  play- 

by-play,  Grade  A.  Box  545F,  BROADCASTING. 

Experienced  announcer  with  professional  de- 
livery to  commercials,  disc  jockey  and  news. 

Box  546F,  BROADCASTING. 

Presently  employed  "good  morning"  man.  Sales- showmanship.   Box   552F,  BROADCASTING. 

Announcer/dj/news,  college  grad.  Broadcasting 
major;  veteran;  26.  Experienced.  Anxious  to 
work  in  Florida  or  mid-west.  Tape  and  resume 
on  request.  Box  549F,  BROADCASTING. 

Excellent  staff  announcer,  sports  news — excep- 
tional adult  dj -television  experience — potential 

program  director — age  25,  single,  midwest  area, 
immediately  available.  Box  554F,  BROADCAST- 
ING. 
Announcer — two  years  experience.  Returning 
from  Marine  maneuvers  September  first.  Vet., 
25,  married.  Prefer  midwest.  Sharp  board  op- 

erator, likes  news.  Box  561F,  BROADCASTING. 

Football-basketball    official,    good  play-by-play 
experience,  desires  western  Pennsylvania  radio- 
tv  connection.  Pleasing  delivery,  accurate  de- 

scriptions, expert  authentic  background.  Much 
public  speaking.  Box  11111,  Pittsburgh  37,  Pa. 

Working  pd  in  network  affiliate  wants  staff  or 
news  position  larger  station.  Presently  employed 
dj  news  feature  shows.  Can  gather  and  write 
local  news.  Nick  Alexander,  Fairfield,  Iowa. 

Broadcasting 
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Situations  Wanted — (Cont'd) 

Announcers 

Combo  operator.  Three  years  experience.  Excel- lent references  wants  progressive  station.  MerD 
Boyer,  2829  Grandview,  Sioux  City,  Iowa. 

Announcer-dj.  Married,  25,  good  voice,  person- 
ality. Wants  steady  job  as  announcer  in  the 

eastern  or  southern  area.  5  years  independent 

experience.  Contact  Bob  Germain,  Colrain,  Mass. 
Tel.  National  4-3460.  

Announcer,  1st  phone.  2  years  experience  Prefer 

we™  Sod  Mitchell,  575  Bailey  Ave.,  Mt.  View, 
California.  Phone  YO  7-3615.  

Versatile  staff  man,  6  years  experience,  announ
c- 

erdj  chief  engineer,  first  phone,  Married.  Bob
 

Pearson  63  East  Greenwich  Avenue,  West  Wa
r- 

wick, Rhode  Island.  

Technical 

Ambitious  chief  engineer,  11  years  broadcast ,ex- 
nerience  All  phases  am  and  fm.  Not  atraia  or 
S  work.  Desires  chance  to  prove  ability  at 

progressive  station.  No  announcing.  Box  460F, 
BROADCASTING.  

First  phone  engineer,  wants  more  engineering 
less  records.  West  coast  man,  low  and  medium 

power ^  directional  experience.  Glad  to  announce
 

no  "personality"  shows.  Box  463F,  BROAD- CASTING.  

1st  phone  operator,  1  year  experience,  seeks 
permanent  position  in  New  York  metropolitan 
area  Dependable.  Married.  Box  481F,  BROAD- CASTING. 

Need  work.  Have  1st  phone,  light  broadcast  ex- 
perience. Will  travel.  Box  518F,  BROADCAST- ING. 

1st  phone,  four  years  tv  radio  maintenance  ex- 
perience. Prefer  midwest.  Box  534F,  BROAD- 

CASTING.  

Young  man,  draft  exempt,  some  knowhow.  Seek- 
ing start  in  radio.  Third  phone,  will  travel.  Box 535F,  BROADCASTING. 

Chief  engineer— reliable,  conscientious,  experi- 
enced, all  phases  construction,  maintenance  Oi- 

rectionals.  No  announcing.  Box  551F.  BROAD- CASTING. 

1st  phone— south  or  southwest,  1006  Britt  Avenue, 
Columbus,   Georgia.  FA.  2-7150. 

Production-Programming,  Others 

Copywriter,  trained,  male,  employed,  re-locate. 
Living  wage,  solid  operation,  warm  climate.  No 
television.  Best  "straight  copy".  Request  samples. Box  471F,  BROADCASTING. 

Production  director,  Bartell  experience.  If  you 
can  find  a  better  one — hire  him!  Box  497F, 
BROADCASTING. 

Producer-director — creative,  capable,  stable.  M.S. 
degree  tv  production.  5  years  commercial  pro- 

duction, experience  in  numerous  program  types- 
musicals,  news,  variety,  quiz,  public  affairs. 
Employed  in  large  three  station  market.  Desire 
relocation.  Directing  bulk  live  programming  for 
present  employer.  Married.  Box  503F,  BROAD- CASTING. 

Producer-director,  26,  single,  wants  to  relocate, 
large  market.  Wide  directing  experience.  Former 
photographer,  announcer,  news  director,  produc- 

tion manager,  coordinator.  First  phone.  More 
than  a  button  pusher.  Knows  film  too.  Prefer 
directing  and/or  producing  for  station  active  in 
live  programming;  or  agency  doing  film  or  live 
production.  Available  immediately  for  interview. 
Box  512F,  BROADCASTING. 

Slender,  passive,  young  writer  will  sell  creativity 
for  air-conditioned  office,  stimulating  work  and 
quiet  companions.  Box  556F,  BROADCASTING. 

Versatile  young  man  experienced  in  publicity, 
promotion,  merchandising,  copy,  production, 
news  reporting  and  writing.  Can  sell  time  and 
announce.  Box  557F,  BROADCASTING. 

TELEVISION 

Help  Wanted 

Sales 

Sales  director  interested  in  purchasing  interest 
in  new  southeastern  television  station.  Excellent 
opportunity.  Box  436F,  BROADCASTING. 

TELEVISION 

Help  Wanted— (Cont'd) 

Sales 

Dominant  CBS  station  in  southeastern  market  of 
over  500,000  homes  has  rare  opening  for  ex- 

perienced local-area  salesman.  Our  retail-area 
sales  are  an  important  part  of  our  business. 
Good  base,  plus  attractive  commission  plan  per- 

mits you  to  build  your  income.  Present  account 
list  will  be  turned  over  by  current  salesman 
who  is  being  promoted  to  local  sales  manager. 
Want  family  man  with  desire  to  work  and  make 
money.  If  your  record  will  stand  thorough  in- 

vestigation please  write,  sending  complete  de- tails including  sales  record  and  picture  first 
letter.  Box  445F,  BROADCASTING. 

Announcers 

Leading  southwest  tv  station  needs  announcer- 
director.  Send  full  details,  tapes,  SOF,  pictures. 
Box  491F,  BROADCASTING. 

Technical 

Engineers  for  studio,  transmitter  or  remote  unit. 
Full  power,  well  equipped  educational  vhf  mid- south.  Box  358F,  BROADCASTING. 

Educational  vhf  in  Florida  needs  several  tech- 
nicians immediately.  Starting  salary  $90.00  a 

week.  Submit  complete  details  including  photo- 
graph and  references  in  first  letter.  Box  477F, 

BROADCASTING. 

TV  transmitter  engineer  for  full  power  vhf, 
south.  Inexperienced  men  considered.  Box  563F, 
BROADCASTING. 

Two  good  first  class  engineers  who  can  do  main- 
tenance have  a  year  or  two  experience  in  tv. 

Want  to  improve  themselves.  Should  be  familiar 
with  control  room  techniques.  Good  salary  for 
good  men.  If  you  are  good,  then  send  resume  to 
Chief  Engineer,  KCKT-KGLD,  Great  Bend, Kansas. 

Production-Programming,  Others 

Excellent  opportunity  for  news  director  radio 
and  tv,  seven-man  department,  equipped  with 
Western  Union  weather,  news  wires,  mobile  unit, 
portable  recorders  and  beeper.  Photo  department 
for  still  and  film  pics.  Send  tape,  photo,  examples 
of  work  and  salary  requirements  plus  complete 
background.  Box  401F,  BROADCASTING. 

Midwest  network  affiliate  in  major  market  needs 
aggressive  program  director,  who  can  hypo  op- 

erations and  raise  ratings.  Send  full  information 
and  picture  first  letter.  This  is  a  real  opportunity 
for  the  man  who  wants  to  work  and  can  produce 
results.  Reply  Box  500F,  BROADCASTING. 

Experienced  woman  television  copywriter  needed 
by  WFMY-TV,  CBS  Channel  2  affiliate  in  Greens- 

boro, N.  C,  immdiately.  Excellent  working  con- 
ditions— 5-day  week — two-person  department. 

Send  complete  resume,  samples  of  copy,  salary 
requirements,  photograph  to  Miss  Pace,  WFMY- 
TV.  We  are  only  interested  in  person  who  wants 
permanent  employment. 

TELEVISION 

Situations  Wanted 

Management 

12  years,  announcing,  programming,  sales,  now 
ready  to  manage.  Reliable  family  man  with  ex- cellent sales  background.  Young  executive  type. 
Presently  employed  major  eastern  market,  tv 
sales.  Box  490F,  BROADCASTING. 

Sales 

Successful  and  employed  sales  executive  of  one 
of  the  top  stations  in  the  country  desires  man- 

ager/sales manager  position  with  smaller  vhf 
network  affiliate.  Must  have  charge  both  na- 

tional and  local  sales.  Excellent  ten  year  tele- 
vision background.  References  from  best  known 

men  in  television.  Box  443F,  BROADCASTING. 

Do  you  need  a  sales  manager  that  can  show  your 
present  organization  how  to  get  the  job  done 
and  increase  billings?  12  years  experience.  Pres- 

ent time  employed  in  management  status.  Write 
Box  566F,  BROADCASTING. 

Technical 

First  phone,  18  months  experience  all  phases 
studio  and  remote  operations  some  maintenance. 
Available  September  15.  Box  464F,  BROADCAST- ING. 

TV  engineer  three  years  experience.  All  phases 
studio  operation,  prefer  west.  Box  467F,  BROAD- 
CASTING. 

Presently  employed  am-fm  chief  engineer,  de- 
sires position  in  tv.  5  years  broadcast  experience, 

draft  exempt,  college  background,  willing  to 
travel.  Box  502F,  BROADCASTING. 

.RADIO  STATIONS  FOR  SALE^ 

NORTHWEST 

Full  time  exclusive.  Good  market. 

$10,000  down. 

Competitive.  1  KW.  Full  time.  Grow- 
ing area.  Gross  $90,000.  $25,000 

down. 

Exclusive.  Daytime  Kilowatt.  $20,- 
000  down. 

— Ours  is  a  Personal  Service — 

SOUTH 

Excellent  station  in  competitive 

market.  Asking  $65,000  with  29% 
down. 

Exclusive  daytimer.  Buy  stock.  $85,- 
000  with  29%  down.  Ideal  town. 

— Ours  is  a  Personal  Service — 

MIDWEST 

Gross  $85,000.  Competitive  mar- 
ket. Full  time  $50,000  down. 

SOUTHWEST 

Daytimer.  Competitive  market. 

Asking  $80,000  with  half  down. 

Top  facility  in  tremendous  market. 

$100,000  down.  Full  time.  Well 
staffed. 

— Ours  is  a  Personal  Service — 

WEST 

Ideal  station  in  competitive  market. 
Full  time.  Gross  $110,000.  Good 

terms  to  right  buyer.  Will  take 
around  $30,000  down. 

We  have  a  list  of  excellent  proper- 

ties and  would  be  glad  to  send 

them  on  to  qualified  buyers. 

JACK  L.  STOLL 

&  ASSOCIATES 

A  NATIONAL  ORGANIZATION  for 

the  sale  of  Radio  &  TV  Stations 

6381  HOLLYWOOD  BLVD. 

LOS  ANGELES  28.  CALIF. 

Hollywood  4-7279 

Broadcasting 



n;u;\  ision 
FOR  SALE — (Cont'd) 

WANTED  TO  BUY 

Situations  Wanted — (Cont'd) 
Technical 

I'irst  class  ticket,  vet.  tech  school  graduate,  with closed  circuit  experience.  Available  immediately, 
free  to  relocate.  Resume  upon  request.  Robert 
J.  DeChiara.  37  Sound  View  Street,  Port  Chester, 
New  York. 

First  phone,  vet.,  graduate  of  tv  workshop  studio 
course.  Willing  to  relocate,  complete  resume  on 
request.  Martin  Morris.  771  West  End  Ave.,  New 
York.  New  York. 

Production-Programming,  Others 

Traffic-continuity  director  wishes  to  relocate  in 
the  west.  Experienced  copywriting,  preparation 
daily  logs  and  all  phases  traffic-continuity.  Pres- 
entfv  employed,  college,  best  references.  Box 
257F.  BROADCASTING. 

Broadcast  research  promotion  director.  Headed 
research  departments  of  RKO  Television  and 
ABC  Film  Syndication.  At  RKO  developed  pro- 

gram, market,  audience,  station  and  advertiser 
research  plus  promotion  and  some  advertising. 
Deep  in  Nielsen,  Pulse.  ARB,  etc.  Self-starter 
with  a  zest  for  rewarding  hard  work.  Age  28. 
Excellent  references.  Contact  Box  441F,  BROAD- 

CASTING or  call  Bob  Galen,  New  York  City, 
Judson  6-5050. 

Producer-director  —  presently  employed  desires 
more  exposure  and  experience.  Four  years  with 
present  station  which  includes  all  phases  of  tv 
production  including  switching.  Familiar  with 
remote  programming.  References  including 
present  employer.  Box  455F,  BROADCASTING. 

News  director,  radio  station,  wants  to  return  to 
tv.  8  years  experience  radio-tv  reporter,  writer, 
film  editor,  newscaster.  B.S.,  M.S.  degrees  in 
journalism.  Box  507F,  BROADCASTING. 

Radio-tv.  News  editor  writes  good  copy  plus 
powerful  air  delivery — manages  6  man  news- 

room. Wants  top  spot  or  good  paying  position 
with  air  work.  Box  548F,  BROADCASTING. 

Have  attache  case — will  travel,  relocate.  8  years 
tv  experience,  production,  engineering,  sales, 
1st  phone.  Married,  sober,  reliable.  Box  550F, 
BROADCASTING. 

Controller — Thoroughly  experienced,  ten'  years, in  all  phases  of  radio  and  television  operation. 
Available  immediately.  Box  565F,  BROADCAST- ING. 

FOR  SALE 

Stations 

South,  progressive  metropolitan  market,  $225,- 
000,  terms.  Chapman  Company,  1182  West 
Peachtree,  Atlanta. 

Have  many  buyers,  and  syndicates.  2y2%  com- 
mission if  you  list  exclusive  with  us.  Lee  Hol- 

lingsworth.  Lie.  Bkr.,  514  Hempstead  Ave.,  W. 
Hempstead,  N.  Y. 

Nevada  major  market  one-kilowatt  $40,600  down. 
Wilt  Gunzendorfer  and  Associates,  8630  W. 
Olympic,  Los  Angeles. 

New  York  area  station,  $200,000;  small  and 
medium  markets  (3),  $115,000  to  $275,000,  some 
with  terms.  Chapman  Company,  1270  Avenue  of 
Americas,  New  York. 

Northwest  small  market  station,  $90,000,  29% 
down.  Chapman  Company,  33  West  Micheltorena, 
Santa  Barbara,  California. 

Norman  &  Norman,  Inc.,  510  Security  Bldg., 
Davenport,  Iowa.  Sales,  purchases,  appraisals, 
handled  with  care  and  discretion.  Experienced. 
Former  radio  and  television  owners  and  opera- tors. 

Mid-states  resort  area,  medium  market,  $45,000, 
terms.  Chapman  Company,  1182  West  Peachtree, Atlanta. 

Oregon  full-timer  $110,000,  attractive  terms.  Wilt 
Gunzendorfer  and  Associates,  8630  W.  Olympic, 
Los  Angeles. 

Equipment 

1  RCA-fm  transmitter  BTF  3B  3  kw  with  addi- 
tional equipment  to  change  to  5  kw.  Like  new. 

S5000.  Also  frequency  and  modulation  monitor 
Write  Box  469F.  BROADCASTING. 

Stainless  G-36  N.I.  tower,  second  hand.  Box  526F BROADCASTING. 

Building  a  new  station  or  remodeling?  ?  ?  Horse- 
shoe desk  for  control  room,  like  new  but  not 

wired.  Made  to  specifications  of  Gates.  See  pic- 
ture in  Gates  catalog.  Turntable  holes,  19  inches 

square  .  .  .  Gates  C-100's  have  been  used,  $120.00 F.O.B.  Denver.  Can  be  shipped  by  truck.  Box 
564F,  BROADCASTING. 

Equipment 
1  kw  Gates  BC-1J  transmitter,  like  new.  KOKY. 
Box  1956,  Little  Rock,  Arkansas. 

Western  Electric  23  C  console  in  good  operating 
condition.  Has  two  spare  GE  turntable  pre-amps 
for  GE  type  cartridges.  First  check  for  $500  de- 

livers unit  and  original  instruction  book  to  your 
control  room.  WACE.  Chicopee,  Mass. 

5  kw  Western  Electric  am  transmitter,  model 
5c  modernized.  Old  but  clean  and  dependable. 
Make  offer.  George  P.  Rankin,  WMAZ,  Macon, Georgia. 

1 —  3  kw  Federal  (fm)  transmitter  in  A-l  condi- 
tion, tubes-complete  set  with  new  finals  and  FCC 

spares,  two  Bay  Andrews  antenna,  50'  of  3's" co-ax.  Real  buy  $3,800.00.  Write  William  Emert, 
WPHB.  Philipsburg.  Penna. 

RCA  equipment:  five  lightweight  tone  arms; 
twelve  lightweight  pickup  heads;  two  pickup 
equalizers;  two  BA12A  and  two  BA1A  preampli- 

fiers. Good  condition.  Box  1402,  Wichita,  Kansas. 

Magnecord  tape  equipment:  Complete.  Auto- 
matic. Like  new.  Two  standard  66"  racks,  hous- 

ing two — 814  Magnecord  Transoort  Decks,  twenty 
2-  channel  selector  switches,  "  twenty-two  127C isolation  coils,  and  one  monitor  meter.  Ideal  for 
automatic  broadcast  programming  or  background 
music  service.  A  real  bargain  at  $1500.00  F.O.B. 
Write  Business  Music  Corp.,  815  Three  Sisters 
Building,  Memphis,  Tennessee. 

TV  stations  attention:  I  have  a  barn  set  of 
scenery.  Back  drop  is  barn  loft  with  open  door, 
two  legs  with  front  leg  in  red.  Material  is  fire- 

proof muslin  in  perfect  shape,  no  tears  or  rips. 
Hangs  in  beautiful,  and  takes  light  excellent. 
Has  been  used  in  largest  theatres,  Orpheum, 
Omaha;  Oriental,  Chicago,  etc.  Can  be  folded 
for  small  stage.  I  have  pictures  of  it  hung  in 
theatres.  Will  send  upon  request.  Would  cost  you 
$1250.00  to  $1500.00  new.  I'll  take  $600  cash.  Can be  folded  and  stored  in  2  Seamen  bags.  Can  be 
shipped  by  truck.  Write  or  phone  Tiny  Hill.  P.O. 
Box  307,  Brighton,  Colorado.  Phone  1264, 
Brighton. 

Weather  warning  receivers  for  Conelrad  and 
Disaster  Weather  warnings.  Air  Alert  II — $46.50, 
Air  Alert  I— $89.50.  Miratel,  Inc.,  1080  Dionne 
St.,  St.  Paul,  Minn. 

1  kilowatt  uhf  transmitter  convertable  to  any 
channel.  Any  reasonable  offer  considered.  Con- 

tact R.  L.  Stocklos,  10245  Imperial  Drive,  St. 
Louis  21,  Missouri. 

500  ft.  self  supporting  Ideco  lighted  tower  with 
75  ft.  8  bay  Federal  squair  loop  fm  antenna  1250 
ft.  three  and  one-eighth  in.  51 V2  ohm.  Transmis- 

sion line  like  new  will  sell  cheap  all  or  part. 
J.  D.  Williams,  Box  3213,  San  Antonio  11,  Texas. 
WA  2-5661. 

WANTED  TO  BUY 

Stations 

Want  to  buy  small  station  in  Houston  area.  Your 
reply  confidential.  Box  207F,  BROADCASTING. 

Station  wanted,  fast  action  assumed.  Replies 
strictly  confidential  as  you  are  dealing  with  prin- 

cipal. Write  Box  462F,  BROADCASTING. 

Qualified  buyer  wants  medium  market  radio  sta- 
tion, preferably  in  Ohio.  Replies  confidential. 

Box  511F,  BROADCASTING. 

Established  station  owner  metropolitan  Chicago 
area  is  interested  in  acquiring  an  additional  radio 
station.  Responsible  principals  or  representative 
may  submit  replies  in  strict  mutual  confidence. 
Call  or  write  Angus  D.  Pfaff,  Station  WNMP, 
Evanston,  Illinois. 

Equipment 
RCA-TV  transmitter  T.T.5A.  Box  428F,  BROAD- 
CASTING. 

1  used  100  watt  tv  transmitter  for  Channel  8.  1 
lent  turret  for  Dumont  camera  mod.  TARY-E. 
1  sync.  gen.  Dumont  TARY-E  or  any  other  model. 1  Dumont  transmitter  control  and  monitor.  1  tv 
antenna  for  Channel  8.  1  complete  film  chain.  1 
1000  watt  fm  transmitter.  1  5000  watt  am  trans- 

mitter. 2  used  50  watt  transmitters  for  174 — 208 
mc.  Box  492F,  BROADCASTING. 

Four  or  six  bay  fm  antenna.  Prefer  Collins.  Must 
be  tuneable  92  megacycles.  Box  508F,  BROAD- CASTING. 

2 — WE  consoles — model  23,  state  price  and  condi- 
tion. Box  536F,  BROADCASTING. 

Equipment Wanted,  RCA  MI-19193-L/H  25  kw  vhf  load  and 
wattmeter,  also  two  camera  friction  heads  and 
one  field  tripod  suitable  for  use  with  Raytheon 
KTR-100  microwave  system.  Contact  CE,  WIS- 
TV,  1111  Bull  St..  Columbia,  S.  C. 
Two  used  240  foot  radio  towers  complete  with 
lighting  equipment.  State  condition  and  price 
in  reply.  Contact  Radio  Station  WJAZ,  P.O. 
Box  611,  Albany,  Georgia. 

INSTRUCTIONS 

F.C.C.  first  phone  preparation  by  correspondence 
or  in  residence  classes.  Our  schools  are  located 
in  Washington,  Hollywood,  and  Seattle.  For 
details,  write:  Grantham  School,  Desk  2,  821— 
19th  Street.  N.  W.,  Washington,  D.  C. 

FCC  first  phone  license  in  six  weeks.  Guaranteed 
instruction  by  master  teacher.  G.I.  approved. 
Phone  FLeetwood  2-2733.  Elkins  Radio  License 
School,  3605  Regent  Drive,  Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st  phone 
license.  5  to  6  weeks.  Reservations  required.  En- 

rolling now  for  classes  starting  Septem- 
ber 3,  October  29,  January  7,  1959  and  March  4, 

1959.  For  information,  references  and  reserva- 
tions write  William  B.  Ogden  Radio  Operational 

Engineering  School,  1150  West  Olive  Avenue, 
Burbank,  California. 

MISCELLANEOUS 

Bingo  Time  U.S.A.  1029-30  Equitable  Building 
Hollywood  and  Vine.  Printers  of  personalized 
Bingo  game  sheets  for  radio  and  television  pro- 

grams. We  also  print  in  colors,  a  patented  and 
copyrighted  Bingo  game  called  Kardo  in  3000 
game  sheet  series,  which  has  playing  card  sym- bols instead  of  just  numbers,  permitting  not 
only  the  playing  of  Bingo,  but  any  Poker  card 
hands  etc.,  the  announcer  may  call  for.  Prices 
are  $3.00  per  1000  game  sheets  imprinted  with 
your  art  copy.  Terms  one-third  with  order  on your  letterhead,  balance  on  delivery  of  three 
weeks.  Shipped  F.O.B.  Hollywood.  (Game  sheets 
have  I.B.M.  control  systems).  Write  P.  O.  Box 
1871,  Hollywood  28,  Calif.  Tel.  Hollywood  4-0141. 

RADIO 

Situations  Wanted 

BIG  JON  &  SPARKIE 

Now  in  10th  year  as  best 
in  radio  for  children. 

Details  and  Audition 

JON  ARTHUR 
1179  Colgate  Drive,  Pitcairn,  Pa. 

Production-Programming,  Others 

TELEVISION 

Help  Wanted 

Production-Programming,  Others 

WANTED 

CREATIVE— EXPERIENCED 
LOCAL  TV  PROGRAM  EXECUTIVE 

Golden  opportunity  in  major  Eastern  market 
awaits  man  who  knows  every  phase  of 

local  TV  station  operation,  and  has  assist- 
ant and/or  program  manager  experience — 

thoroughly  schooled  in  live  studio  production. 
Must  have  a  thorough  knowledge  of  the 

major  feature  and  syndicated  TV  film  libra- 
ries— work  well  with  people.  The  position: 

Assistant  Program  Manager — Salary:  open. 
Box  555F,  BROADCASTING. 
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FOR  SALE 

Stations 

THE  PIONEER  FIRM  OF  TELEVISION 
AND    RADIO  MANAGEMENT 

CONSULTANTS— ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 
APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 
1736  Wisconsin  Ave.,  N.W. 

Washington  7,  D.  C. 

Equipment 

1.  One  KTR  1000  Raytheon  microwave  com- 

plete with  2  (two)  4'  dishes  and  mounting 
tripods  for  dishes  also  interconnecting 
cables. 

2.  Two  Nems-Clark  TV  rebroadcast  receivers 
channel  5  and  channel  11  front  end.  Both 
receivers  in  excellent  condition. 

3.  One  3500  watt  windcharger  power  plant 
115  VAC,  60  cycles,  converted  to  run  on 
LP  gas  or  gasoline.  Complete  with  change- 

over panel  for  standby  operation. 

4.  One  Stabilizing  Amplifier  type  TV-16-B 
model  4TV  16B1  G.E. 

5.  One  low  voltage  regulated  power  supply 
type  TP-13-C  Model  4TP13C1  G.E. 

6.  One  G.E.  synclock 
One  DuMont  wave  form  monitor  5"  screen. 
One  DuMont  17"  Picture  Monitor. 

7.  One  enlarger  4x5  Omega-D-2  with  2  lens 
f  4.5—2",  f  4.5— 135mm. 

One  4x5  speed  graphic  condition  fair. 
One  Auricon  sound  camera  converted  for 

400'  reels,  complete  with  Tripod 
Amplifier,  Microphone  and  case 
One  35mm  filmstrip  contract  printer  like 

new 
One  Bridgematic  film  processor 
One  print  dryer  (electric) 

Box  537F,  BROADCASTING 

TAPE  RECORDERS 
All  Professional  Makes 
New — Used — Trades 

Supplies — Parts — Accessories 
STEFFEN  ELECTRO  ART  CO. 

4401  W.  North  Avenue 
Milwaukee  8,  Wise. 

Uptown  1-8150  TWX:  MI-193 

America's  Tape  Recorder  Specialists 

INSTRUCTION 

Want  a  TV  or  Radio  Job? 
as  announcer,  writer,  producer? 

The  National  Academy 

of  Broadcasting 
3338  16th  St.  N.W. 
Washington,  D.  C. 

Trains  and  places 
men  and  women  in 

TOP  JOBS 
New  term  starts  Sept.  29.  Send  for 
folder  and  list  of  positions  available. 

Call  DEcatur  2-5580 

Personnel  Services 

BROADCASTING  OPPORTUNITIES 
Announcers  with  minimum  three  years  re- 

cent experience,  and  audition  tapes  (7%  IPS) 
to  demonstrate  style,  can  be  relocated  to 
good  markets.  Send  detailed  letters  with 
tapes.  Include  return  postage. 

HENRY  SCHAPPER  AGENCY 
Personnel  for  the  Communication  Arts 
15  East  40th  Street,  New  York  16,  N.  Y. 

Murray  Hill  3-8626 PAUL  BARON 
Director  for  Radio-TV-Film,  Advertising 
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trans. -daytime  and  as  alternate  main  trans. - 
nighttime. 
KLVC  Leadville,  Colo.— Granted  authority  to 

operate  from  8  a.m.  to  6  p.m.  for  indefinite  pe- 
riod because  of  severe  economic  conditions. 

Following  stations  were  granted  extensions  of 
completion  dates  as  shown:  WDVL  Vineland, 
N.  J.,  to  9-30;  WSCM  Panama  City  Beach,  Fla., 
to  8-29:  WAPE  Jacksonville.  Fla.,  to  10-27,  and 
WELO  Tupelo,  Miss.,  to  10-17. 

Actions  of  August  6 
WNDU-TV  South  Bend,  Ind.— Granted  license 

for  tv  station:  ERP  vis.  234  kw,  aur.  117  kw. 
WKYT  Lexington,  Ky.— Granted  license  for  tv station. 

WGBH-TV  Boston,  Mass.— Granted  cp  to 
change  ERP  to  vis.  100  kw,  aur.  50  kw;  change 
in  trans.,  installation  power  amplifier  and  other 
equipment  changes. 
WKAI  Macomb,  111.— Granted  cp  to  install  new 

type  trans. 
WRLD-FM  Lanett,  Ala.— Granted  extension  of 

authority  to  remain  silent  for  period  ending  Sept. 
9;  reason — repairs. 

Actions  of  August  5 
WBAL-TV  Baltimore,  Md.— Granted  cp  to 

change  aux.  trans,  location  (site  authorized  for 
main  trans,  and  ant.)  and  installation  of  aux.  ant. 
system  at  same  location. 
KMMJ  Grand  Island,  Neb.— Granted  cp  to  in- 

stall new  trans,  as  aux.  trans,  at  present  location 
of  main  trans. 
WABY  Albany,  N.  Y. — Granted  cp  to  replace 

expired  cp  which  authorized  installation  present- 
ly licensed  main  trans,  as  aux.  trans,  at  present 

main  trans,  site. 
WIAN  Indianapolis,  Ind. — Granted  cp  to  in- 

crease ERP  to  890  w,  decrease  ant.  height  to  45 
ft.  and  installation  new  type  ant. 
WBAL-TV  Baltimore,  Md.— Granted  mod.  of 

cp    to  change  type  ant.  and  other  equipment. 
WAAN  Marlborough,  Mass. — Granted  mod.  of 

cp  to  change  name  of  County  Bcstg.  Co. 
WIRK  West  Palm  Beach,  Fla.— Remote  control 

permitted,  while  using  nondirectional  ant. 
Following  stations  were  granted  extensions  of 

completion  dates  as  shown:  KMOX-TV  St.  Louis, 
Mo.  (main  trans,  and  ant.),  to  1-25-59;  KDPS-TV 
Des  Moines,  Iowa,  to  2-12-59;  WNEP-TV  Scran- 
ton,  Pa.,  to  11-27;  WNBC  (TV)  New  Britain, 
Conn.,  to  2-12-59:  KOKY  Little  Rock,  Ark.,  to 9-15. 

Actions  of  August  4 

WLS  Chicago,  111. — Granted  acquisition  of  neg- 
ative control  by  American  Bcstg. -Paramount 

Theatres  Inc.  through  purchase  of  stock  from 
The  Prairie  Farmer  Publishing  Co. 
WREM  Remsen,  N.  Y. — Granted  license  for  am station. 
KSRC  Socorro,  N.  M. — Granted  license  for  am station. 
WMTW-FM  Mt.  Washington,  N.  H.— Granted license  for  fm  station. 
WOPA-FM  Oak  Park,  111.— Granted  license  to 

change  ERP  to  3.55  kw,  change  type  trans,  and 
ant.  and  make  changes  in  ant.  system. 
WBZ-FM  Boston,  Mass. — Granted  license  cov- 

ering installation  new  trans,  (specify  type). 
WSPT  Stevens  Point,  Wis.— Granted  license 

covering  increase  in  power  from  250  w  to  1  kw 
and  installation  new  trans,  (specify  type). 
WEBY  Milton,  Fla. — Granted  license  covering 

increase  in  power,  installation  new  trans,  and 
specify  type  trans. K02XFN  Spokane,  Wash. — Granted  cp  for  new 
experimental  mobile  tv  translator  station;  con- ditions. 

WTBF  Troy,  Ala.— Granted  cp  to  install  old 
main  trans,  as  aux.  trans,  at  present  main  trans, 
site,  using  directional  ant.  system  DA-2. 
WBOC-TV  Salisbury,  Md.— Granted  mod.  of 

cp  to  change  ERP  to  vis.  15.5  kw,  aur.  8.32  kw; 
specify  trans,  location  (changing  description 
only) ;  type  of  trans,  and  other  equipment changes. 
WJZ-TV  Baltimore,  Md.— Granted  mod.  of  cp 

to  change  type  ant.;  change  ant.  height  to  730  ft. 
and  extend  completion  date  to  2-4-59. Following  stations  were  granted  extensions  of 
completion  dates  as  shown :  WMAR-TV  Baltimore, 
Md.  (main  trans,  and  ant.),  to  2-5-59;  WBAL-TV 
Baltimore,  Md.  (main  trans,  and  ant.),  to  2-1-59, 
and  WSB-FM  Atlanta,  Ga.,  to  9-7. 

Action  of  August  1 
WMID  Atlantic  City,  N.  J.— Granted  change  of 

remote  control  authority. 
Action  of  July  31 

KSLV  Monte  Vista,  Colo. — Granted  acquisition 
of  positive  control  by  George  O.  Cory  through 
transfer  of  stock  from  Kenneth  J.  Stone. 

Action  of  July  29 
WFNS-AM-FM  Burlington,  N.  C— Granted  ac- 

quisition of  positive  control  by  Lawrence  E. 
Neese  through  purchase  of  stock  from  R.  Homer 
Andrews. 

Action  of  July  28 
KRGV-AM-TV  Weslaco,  Tex.— Granted  assign- 

ment of  licenses  to  The  LBJ  Co. 

"Just  another  fad!  If  11  never  last 
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Like  these  gentlemen  of  35  years  ago,  you  can  still  miss 
the  boat  in  TV  and  radio  advertising  if  your  plans  are 

made  upon  incomplete  or  incorrect  facts.  Top  executives 
in  this  multi-million  dollar  business  avoid  costly  guesses 

by  relying  every  week  on  Broadcasting's  complete  cov- 
erage of  everything  new  in  broadcast  advertising.  Make 

it  your  crystal  ball,  too.  An  introductory  subscription 

costs  only  $3.50  for  26  fact-filled  weeks.  How  can  you 
lose?  Or  why  should  you? 

ROADCASTI  N  G 

1735  DeSales  Street,  N.  W.,  Washington  6,  D.  C. 
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This  is  the  kind  of  hold  our  station  has  on  people 

There  are  two  sides  to  figures  —  "how 

many?"  and  "how  much?"  Their  relation- 
ship depends  on  viewer  loyalty. 

Well,  what  is  loyalty  —  the  impulse,  for 
example,  that  keeps  sets  tuned  to  Channel 

7  in  the  747,640  TV  homes  of  41  flourish- 

ing counties  in  3  states?  Its  cause  is  alle- 
giance to  the  station  image  projected  by  our 

thoughtful  programming  —  by  our  many, 

valued  service  features — by  little  things  of 

big  import,  like  no  triple-spot  aggravations. 
Its  evidence  lies  in  our  steady  predomi- 

nance in  mail  counts,  ratings  and  constant 

communication.  Here,  that  loyalty  can 
transfer  itself  to  you. 

So  sponsors  find  that  in  the  WHIO-TV 

marketplace  "how  much?"  is  just  about 
"how  many?"  .  .  .  George  P.  Hollingbery 

can  tell  you  more  from  another  set  of  real- 

istic figures  —  our  rate  card. 

whio-tv CBS 

channel 

7 

day  ton, 

ohio 

ONE      OF     AMERICA'S     GREAT     AREA  STATIONS 

Reaching  and  Holding  2,881,420  People 
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MONDAY  MEMO 

from  JOHN  W.  MURPHY,  head  of  commercial  production,  Kenyon  &  Eckhardt,  New  York 

Harness  writers,  producers  together 

to  turn  out  front-running  commercials 

I'd  like  to  imagine  an  episode  that 
might  have  happened  in  your  agency 

this  morning.  (I  hope  it  didn't,  but  it 
might  have.) 

Scene:  Second  floor  projection  room. 

Cast:  O'Reilly,  tv  commercial  pro- 
ducer back  from  10  days  shooting  on 

the  coast.  Has  four  one-minute  commer- 
cials in  the  can,  all  written  by 

Hennessy,  tv  copywriter,  who 
has  spent  the  last  10  days  writing  the 

next  four  commercials  O'Reilly  will 
shoot  after  the  current  package  is 
cleared  by 

McNamara,  an  account  super- 
visor and  his  four  assistants  all  named 

Pat.  (The  fact  that  I'm  called  Murphy 
and  all  these  characters  have  Irish 

names  is  purely  coincidental.) 
Action:  Four  minutes  of  sound  and 

picture  bounce  across  the  screen.  The 

lights  go  on  and  McNamara  says:  "The 
client  will  love  'em!  Hennessy,  you  and 
O'Reilly  are  to  be  congratulated — you're 
the  best  damned  writer-producer  team 

in  the  business!"  All  the  Pats  concur. 
So  McNamara  is  very  happy.  All  the 

Pats  are  very  happy.  In  all  probability, 
the  client  will  be  very  happy.  Strange, 
that  the  only  unhappy  people  left  in 
the  room  are  the  fabulously  successful 
team  of  writer  Hennessy  and  producer 
O'Reilly. 

And  though  they  may  not  realize  it, 

they're  not  happy  because  they're  not 
really  a  team. 

At  the  screening,  writer  Hennessy 
saw  several  pieces  of  business  that  were 

played  somewhat  differently  from  the 
way  he  had  written  them.  Not  that 

producer  O'Reilly's  interpretation  was 
bad.  In  every  way  the  commercials 

rated  the  raves  given  them  by  the  ac- 
count group.  In  fact,  they  were  almost 

great.  But  it's  the  "almost"  that's  eating 
Hennessy  now.  And  he  knows  it 

wouldn't  exist  if  he  and  O'Reilly  had 
worked  more  closely  together. 

Producer  O'Reilly,  too,  has  cause  for 
anxiety.  But  of  a  different  kind.,  Out 
on  location,  he  had  a  few  ideas  of  his 

own.  Ideas  that  might  have  substan- 
tially improved  the  commercial  concept. 

If  only  Hennessy  had  been  around  and 
they  could  have  talked  them  out.  The 

commercials  would  have  been  great — 

instead  of  "almost  great." 
The  moral  of  this  little  epic  is  quite 

simple:    Where   outstanding  commer- 

cials are  your  goal,  no  arbitrary  line  of 
responsibility  can  be  drawn  between 
the  writing  and  production  function. 

It  doesn't,  for  instance,  shift  to  the 
producer  the  moment  he  receives  client- 

approved  scripts  from  the  writer's  hot 
hands.  These  two  highly  skilled  cre- 

ative birds — the  writer  and  the  pro- 
ducer— must  take  off  simultaneously 

and  land  the  same  way.  They've  got  to 
start  a  job  together  and  finish  it  to- 

gether— the  way  good  teams  have  al- 
ways done,  from  Hubbell  and  Mancuso 

to  Rodgers  and  Hammerstein. 

Now,  don't  misunderstand  me.  I  must 
warn  you  that  a  writer-producer  mar- 

riage isn't  all  white  cottage  and  rose- 
buds. It  requires  a  high  degree  of  ma- 
turity from  both  people  involved. 

There's  no  captain  on  this  two-man 
canoe.  It's  a  straight-split,  down-the- 
middle,  50-50  deal.  There  has  to  be 
give  and  take.  There  are  sure  to  be 
arguments.  Maybe  even  a  few  hot  ones. 
But  if  an  occasional  flare  of  temper 

breeds  a  continual  flair  of  creativity — 

it's  well  worth  the  strain  in  my  book. 
The  writer-producer  team  also  re- 

quires enlightened  agency  management. 

The  work -flow  may  course  more  slowly, 

because  it  will  be  done  more  thought- 
fully. It  may  be  that  the  account  man 

will  have  to  bargain  for  extra  time, 

parry  a  few  tight  deadlines.  But  the 
extra  time  will  be  well  spent.  It  will 

pay  in  exciting  commercials,  as  sales- 
worthy  as  they  are  artistically  sound. 

Furthermore,  and  this  is  important: 
the  commercials  will  be  done  within  the 

existing  budget.  The  best  writers  I  work 

with  can  dream  up  a  cast-of-thousands 

spectacular  on  a  moment's  notice.  They 

do  it  every  time,  and  I  don't  blame 

them.  It's  a  lot  more  fun  to  think  big. 
But  once  I  whisper  the  cold,  hard  budget 
numbers  into  the  ears  of  these  Selznicks, 

they  turn  handsprings  to  put  a  fresh 
twist  to  the  man-in-front-of-traveler- 

holding-product.  And  they  do  it  with 

just  as  much  zest.  That's  why  they're 
good  writers. 

By  the  way,  I  should  point  out  that 
there  are  working  exceptions  to  my 

team  philosophy.  I  know  of  one  or  two 
Orson  Welles  types  who  combine  the 

writer-producer  function  for  smaller 
agencies  and  do  both  jobs  brilliantly. 
But  they  are  few  and  far  between.  And 

frankly,  over  the  long  pull  I'll  still  bet 
on  two  creative  heads  versus  one  on  any 

given  problem. 
Here  at  Kenyon  &  Eckhardt  we  be- 

lieve in  the  writer-producer  team.  We 
started  making  commercials  way  back 
when  the  boom  mike  was  a  faint  penny 
whistle  amidst  the  sound  and  fury  of 
Madison  Avenue.  As  the  years  passed, 

we  found  ourselves  flying  New  York 
writers  to  West  Coast  locations  for 

filming  expeditions.  We  discovered  that 
the  more  writers  learned  about  bring- 

ing a  commercial  to  life  before  the 
camera,  the  fresher  their  commercials 
became.  We  discovered,  too,  that  as  our 

producers  became  more  keenly  aware 
of  copy  aims,  their  visual  thinking 

grew  sharper  and  more  inventive.  I  can 
assure  you  our  writer-producer  teams 
will  continue  to  work  side  by  side  on 

the  upcoming  challenge  of  videotape. 

Try  it  some  time.  Get  your  producers 
and  writers  together.  Have  them  shake 

hands  and  come  out  fighting.  And  don't 
be  at  all  surprised  if  you  wind  up  after 

the  final  bell  with  a  few  award-winning 
and  sales-winning  commercials. 

John  William  Murphy,  b.  Jan.  31,  1918, 
Staten  Island,  N.  Y.,  entered  entertainment 
field  in  1936  as  band  leader;  served  five 
years  in  Army  as  warrant  officer,  decorated 
Bronze  Star,  E.T.O.  Worked  at  Universal 

Pictures  in  estimating,  budgets  and  produc- 
tion; returned  to  New  York  1950  as  produc- 
tion manager,  United  World  Films;  joined 

Blow  Agency,  1952;  moved  to  Kenyon  & 
Eckhardt  in  1955;  likes  golf  and  jazz,  music. 
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EDITORIALS 

RAB  Rouser 

THE  breakthrough  engineered  by  the  Radio  Advertising  Bureau 

in  bringing  to  light  details  on  the  users  and  uses  of  spot  radio 

|l  i  UJ  Story,  Aug.  11]  should  funnel  new  money  into  this  sprawl- 

ing, largely  uncharted  but  obviously  effective  medium. 

In  the  past,  virtually  the  only  things  known  for  sure  about  spot 

radio  were  that  it  is  big  and  getting  bigger — and  that  it  does  a 

job  for  advertisers. 
The  information  which  RAB  so  laboriously  compiled  to  show 

who  spot  radio's  clients  are,  what  they're  buying  and  the  size  of 
their  campaigns  represents  more  than  a  whole  new  set  of  statistics. 

It  is  a  powerful  tool  for  radio  salesmen  and  an  equally  valuable 

competitive  buying  guide  for  radio  users.  As  RAB  President  Kevin 

Sweeney  said.  "The  urge  to  counter  the  opposition  has  meant  more 

business  over  the  years  than  many  a  more  discussed  factor." 
The  importance  of  the  spot  figures  should  not  be  allowed  to 

overshadow  the  value  of  the  network  data  which  RAB  also  pulled 

together,  although  network  is  a  more  cohesive  unit  than  spot  and 

much  of  the  network  data  has  been  available  before  in  one  form 

or  another.  Nor  should  the  magnitude  of  the  overall  medium — 

spot  and  network  together — get  lost  amid  the  details  of  spot  and 
network  individually.  More  than  1,300  different  brands  buying  two 

million  announcements  and  90.000  programs  in  a  three-month 

span:  What  better  testimonial  to  the  reach  and  sweep  of  the 
entire  radio  medium,  whether  network,  spot  or  local?  Dissatisfied 

customers  don't  run  up  that  sort  of  score. 

Let  Congress  Do  It 

THE  death  of  the  Potter  Resolution  at  this  session  of  Congress 

contributes  nothing  to  solution  of  the  dilemma  over  frequency 

allocations  and  the  imminent  danger  both  to  existing  television  and 

fm  allocations  through  threatened  government  (military)  invasion 
of  their  domain. 

The  Potter  Bill  was  killed  because  broadcasters  felt,  in  their 

battle  for  self-preservation,  that  they  had  no  alternative.  The 
White  House-OCDM  amendments  entailed  too  great  a  risk  in  the 
waning  days  of  the  session.  More  had  to  be  known  about  the 
reason  for  the  shift  in  emphasis  from  military  to  broadcast  use 
of  the  spectrum. 

If  there  had  been  time  prior  to  the  rush  for  adjournment,  the 

Potter  measure  might  have  been  re-amended  to  satisfy  all  sides. 
But  even  the  Congressional  leadership  itself  got  delayed  misgivings 

after  it  discovered  that  the  proposed  five-man  commission  would 
probably  be  dominated  by  the  executive  branch,  whereas  the 
licensing  responsibility  belongs  to  Congress. 

The  need  for  a  full-scale  spectrum  analysis  is  urgent.  It  has 
existed  for  decades — before  tv  or  fm  became  factors  and  before 
the  widespread  industrial  demands  for  frequencies.  The  President 
assigns  space  to  the  government,  without  regard  to  or  action  by 

the  FCC.  And  the  FCC  assigns  what's  left  to  non-government  users. 
This  is  an  untenable  situation  perhaps  without  parallel  in  any  other 
regulatory  field.  There  is  need  for  unified  control  of  the  spectrum. 

That  can  come  about  only  through  well-reasoned  legislation. 
The  original  Potter  intent  was  to  have  the  high-level  commis- 

sion his  resolution  would  create  undertake  an  analysis  of  govern- 
ment use  of  the  spectrum.  To  be  proved  or  disproved  are  persistent 

charges  that  the  military  is  not  effectively  using  the  substantial 
space  allotted  to  it. 

Are  frequencies  being  kept  in  the  deep  freeze  against  the  day 

they  might  be  needed?  If  so,  couldn't  they  be  used  commercially 
except  for  certain  tests  or  exercises?  Do  new  combat  techniques 
require  the  preemption  of  additional  vhf  space,  including  that 
occupied  by  lower  band  tv  and  by  fm?  Is  it  essential  to  cloak 

in  secrecy  all  military  allocations,  even  to  the  extent  of  barring 
the  information  officials  having  top  security  clearance? 

In  a  national  emergency  no  one  can  challenge  the  right  of  the 
military  to  preempt  any  resource  needed  in  the  defense  of  the 

nation.  Today,  despite  tensions,  no  such  emergency  exists. 
But  the  allocations  problem  cannot  be  swept  under  the  rug. 

Broadcasters  should  not  have  to  live  in  dire  fear  of  military 
usurpation  of  their  assignments.  Maximum  utilization,  in  the 
interests  of  conservation  and  efficiency,  must  be  made  of  the 
spectrum.  Some  58%  of  existing  vhf  tv  assignments  are  on  chs. 
2-6.   One  network  has  41%  of  its  affiliations  in  this  band.  All 
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Drawn  for  BROADCASTING  by  Sid  Hix 

"That's  what  I  like  about  a  live  show — the  unpredictability,  the  excite- 

ment of  seeing  it  happen." 

of  the  550  fm  assignments  are  in  the  vhf  area  upon  which  the 

military  is  said  to  have  designs.  The  FCC's  hands  are  tied  as 
long  as  there's  divided  authority,  with  the  military  refusing  to show  its  hand. 

Congress,  in  the  first  and  last  instance,  is  the  arbiter.  It  has 

the  licensing  authority  which  it  delegates  to  the  FCC — except  for 
government  use.  It  wrote  the  law  dividing  the  authority  more 
than  30  years  ago.  Then  only  the  long  and  medium  waves  were 

usable — an  infinitesimal  portion  of  the  existing  usable  spectrum. 
Congress  must  consider  the  problem  anew  at  the  next  session. 

It  must  know  exactly  where  it  is  going.  Congress  has  established 
joint  committees  to  handle  important  problems;  atomic  energy 
and  defense  production  are  recent  examples.  Why  not  a  joint 
committee  on  spectrum  utilization  and  allocations?  It  would  be 

bi-partisan.  It  could  have  an  expert  staff  to  evaluate  uses  now  being 
made,  appraise  new  techniques  and  determine  whether  in  fact  vast 
expansion  of  service  would  not  be  possible. 

The  spectrum  is  one  of  the  nation's  great  natural  resources. 
It  cannot  be  used  to  maximum  efficiency  for  the  benefit  of  all  the 
people  if  a  substantial  part  of  it  is  concealed  in  military  security. 

The  responsibility,  both  as  to  military  and  non-military  use, 
belongs  to  Congress.  We  believe  the  logical  answer,  in  the 
national  public  interest,  is  in  the  activation  of  a  loint  Committee 
on  Spectrum  Utilization  and  Allocations  at  the  next  session  of 

Congress. 

The  Not  So  Free  Ride 

AIRLINE  due  bills  are  in  for  an  airing  by  the  Civil  Aeronautics 
.  Board.  And  properly  so,  we  believe. 
The  first  complaint  instituted  by  CAB  is  against  a  foreign  carrier 

— KLM — which  has  exchanged  air  transportation  for  "advertising 

and  publicity"  involving  transportation  for  contest  winners.  Do- 
mestically, however,  the  practice  is  widespread,  with  most  of  the 

major  carriers  getting  air  credits  and,  on  tv,  a  shot  of  their 

supership  in  flight  at  the  tag-end  of  the  program. 
Heretofore,  our  notion  was  that  these  due  bill  deals  were  not 

illegal  or  even  unethical;  that  they  were  simply  bad  business.  Air- 
lines have  transportation  to  sell  and  the  networks  have  time  to  sell. 

Both  have  going  rates.  These  should  be  adhered  to.  Moreover, 
when  a  network  gives  air  credit  to  an  airline,  it  is  giving  away 

the  affiliated  stations'  substance — time  that  could  be  sold  on  a 

spot  basis. 
Now  the  CAB  compliance  staff  contends  that  such  barter-due 

bill  deals  run  counter  to  CAB  regulations  which  require  all  air 
travel  to  be  paid  at  established  tariffs,  except  for  limited  and 
specified  exemptions. 

The  legal  issue  ultimately  will  be  resolved.  Irrespective  of  that, 
however,  there  is  involved  a  variation  of  that  time-honored  sales 

tenet  that  you  can't  sell  it  if  you  swap  it  or  give  it  away. 

Broadcasting 



. . .  number  one  in  America's  37th  TV  market,  reports  Nielsen  #3 

Now  confirmed  and  certified  by  the  Nielsen  Coverage  Survey  #3,  is  the  clear-cut  domination  by 

WSTV-TV  Channel  9  of  the  prime  Steubenville-Wheeling  television  market : 

•  over  200,000  more  TV  homes  covered  than  its  nearest  competitor    •  lowest  cost-per-thousand,  by  far 

•  highest  TV  set  coverage  in  all  total  Nielsen  survey  categories:  monthly,  weekly,  daily,  daytime  and  evening 

For  advertisers,  WSTV-TV  delivers  deepest  penetration  into  the  39  densely  populated  counties  comprising 

the  rich  Upper  Ohio  Valley  where  retail  sales  hit  $3,159,860,000.  And  only  WSTV-TV  offers  FREE 

"Shopper-Topper"  merchandising  service — "promotion  in  motion"  designed  to  move  food  store  products  in 

America's  Steel  and  Coal  Center.  For  more  details,  ask  for  our  new  "Shopper-Topper"  brochure. 

A  Member  of  the  Friendly  Group 

52  Vanderbitt  Ave.,  N.  Y.  •    211  Smithfield  St.,  Pittsburgh 

Represented  by  Avery-Knodel,  Inc. 

WSTV-TV
 CHANNEL  9  •  STEUBENVILLE-WHEELING 

"Best  Buy  by  Any  Known  Source." 



. . .  and 

the  second 

quarter  was 

best 

On  top  of  a  terrific  First  Quarter,  WRCA-TV  has  just  finished  the 

best  Second  Quarter  in  its  history!  Altogether,  the  first  six  months 
p 

of  '58  were  the  most  successful  half-year  we've  ever  known:  total 

sales  up  10%  over  last  year's  figures— share -of -audience*  up  14%! 

In  a  tough  selling  period,  television  has  to  do  a  tremendous  selling 

job  for  its  advertisers.  In  New  York  the  NBC  leadership  station  is 

doing  that  kind  of  a  job.  Cut  yourself  a  slice  of  America's  most 

luscious  market  with  a  schedule  on  WRCA-TV ! •ARB  JAN. -JUNE  1957  vs  1958 

WRCA-TV  •  4  NBC  in  New  York  sold  by  nbc  sPot  sales 
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MORE  NATIONAL  SPOTS 

WERE  SCHEDULED  ON 

W  NN 

...IN  THE  PAST  30-DAYS  THAN  ANY  OTHER 

LOUISVILLE  RADIO  STATION! 

-re  ffut4t  &e  a  Kea&w,  «rfuf, .  .  .  AND 

WINN  HAS  FIVE-STAR  REASONS: 

PERSU
ASIVE

 

DJ'
s 

We  don  I  Rock  'em  .  .  .  We  don 

Roll  'em  .  .  .  We  Sell  'em! 

1^ 
GLEN  A.  HARMON.  gene«al  manage* 

lor 

SPECIAL  NOTICE:  You  still  hove  time  to  enter  "the  all  expense  paid  trip  to  the  1959  KENTUCKY  DERBY, 
so  enter  now  ,    .  the  deadline  .  ' midnight  August  31,  1958. 



Every  Way 

You  Look  At  It  •  < 

Des  Moines 

prefers 

New  DEPTH  STUDY  proves  it! 

^  The  Station  Most  People  Watch  Most! 

►  The  Station  Most  People,  By  Far,  Depend  on  for 

Accurate  News! 

The  Station  With  Far  and  Away  the  Most  BELIEVABLE 

Personalities! 

This  Central  Surveys  study  reveals  many  interesting  facts  that 

show  without  question  KRNT-TV  delivers  the  kind  of  results  a 

present-day  advertiser  wants  and  needs! 

Call  Your  KATZ  Man 

for  These  New  Facts  on 

Television  Viewing 

in  Des  Moines.  Iowa 

OVER  50%  Named  KRNT-TV 

Personalities  EXCLUSIVELY! 

Compare  this  with  the  6%  naming 

on//  other  stations'  people! 

Published  every  Monday,  53rd  issue  (Yearbook  Number)  published  in  September  by  Broadcasting  Publications  Inc.,  1735  DeSales  St N.  W.,  Washington  6,  D.  C.  Entered  as  second  class  matter  March  14,  1933  at  Post  Office,  Washington,  D.  C,  under  act  of  March  3,  1879. 



From  sign-on  Monday  to  sign-off  Sunda
y 

MORE  PEOPLE  WATCH 

than  any  other 

DALLAS-FORT  WORTH  STATION 

—  ARB   FOUR-WEEK  DALLAS-FORT  WORTH   METROPOLITAN   REPORT  —  APRIL  28-MAY  25,  1958 

And  this  is  only  in  Dallas  and  Tarrant 

Counties.  Remember,  in  addition,  KRLD-TV 

Channel  4  covers  more  area,  more  people, 

more  income  and  more  retail  sales  than  any 

other  station  in  the  southern  United  States 

between  the  Atlantic  Seaboard  and  the 

Rocky  Mountains  because  —  KRLD-TV 

telecasts  from  Texas'  tallest  tower  — 

KRLD-TV  telecasts  with  maximum  power 

—  KRLD-TV  operates  on  the  lowest  Dallas- 

Fort  Worth  Channel. 

KRLD-TV  Channel  4  is  the  television 

station  of  The  Dallas  Times  Herald,  owners 

and  operators  of  KRLD  Radio.  KRLD  is  the 

only  full-time  50,000  watt  radio  station  in 

Dallas-Fort  Worth. 

JOHN  W.  RUNYON,  Chairman  of  the  Board  —  CLYDE  W.  REMBERT,  President 

MAXIMUM  POWER 

REPRESENTED NATIONALLY B  Y THE B  R  A  N   H  A  M COMPANY 

Paae  4    •    August  25.  195S 
Broadcasting 



closed  circuit 

SPECTRUM  FUTURE  •  Special  Spec 
trum  Study  Committee  of  Electronics 
Industry  Assn.  will  hold  extraordinary 
meeting  in  San  Francisco,  Sept.  17  at 
call  of  Chairman  H.  Leslie  Hoffman, 

president  of  Hoffman  Electronics,  to  de- 
termine future  course  of  action  on  high- 

level  spectrum  allocation  study  as  orig- 

inally proposed  in  Potter  Resolution.  Pot- 
ter measure  lost  out  this  session  because 

of  sweeping  amendments  proposed  in 
;  House  after  Senate  passage.  In  addition  to 

regular  committee  of  15  members,  largely 
representing  manufacturers  plus  networks 
having  manufacturing  connections  (NBC 
and  CBS)  NAB  also  has  been  invited  to 

participate. 

Pittsburgh's  newest  tv  station,  ch.  4 
WTAE  (TV),  has  set  Sept.  14  as  firm  date 

for  beginning  of  regular  operations,  ac- 
cording to  Leonard  Kapner,  executive  vice 

president.  Station  has  been  program  test- 
ing past  fortnight  with  excellent  results. 

New  $3  million  plant  will  not  be  completed 

on  target  date  but  one  studio  and  offices 

will  be  occupied.  Station,  Pittsburgh's  third 
vhf,  will  be  ABC  affiliated  and  represented 
by  Katz. 

• 

CBS-TV  UNIFORMITY  •  Non-standard 

CBS-TV  affiliation  contracts  (in  some  in- 
stances at  higher  than  going  rates,  in 

others  involving  concessions  on  free 
hours),  are  being  brought  into  conformity 
upon  expiration  of  existing  contracts, 
where  possible.  Latest  standard  affiliation 

is  with  WNAC-TV  Boston.  Among  other 
new  standard  contracts  negotiated  are 

Storer  Broadcasting  Co.'s  WAGA-TV 
Atlanta  and  WIW-TV  Cleveland. 

• 

Walter  J.  Damm,  who  retires  Sept.  27 
as  vice  president  and  general  manager  of 

WTMJ-AM-TV  Milwaukee  after  42  years, 
may  find  himself  identified  with  broadcast- 

ing on  advisory  basis  even  after  he  relin- 
quishes Milwaukee  post.  NBC-TV  Board 

of  Delegates,  representing  affiliated  sta- 
tions on  that  network,  reportedly  has  pro- 

posed to  Mr.  Damm  that  he  continue  his 
identity  with  group  as  consultant.  Mr. 

Damm  organized  NBC -TV  Affiliates.  Mr. 
and  Mrs.  Damm  will  live  in  Naples,  Fla. 

• 

MUTUAL  AID  •  Disc  jockeys  are  being 
circularized  to  buy  stock  in  Rock  Record 

Corp.,  launched  by  National  Music  Clear- 
ing Corp.,  Nashville.  Promotion  is  based 

on  theory  stockholding  jockeys  could  make 

hits  out  of  company's  product.  Pitch  for 
sale  of  4  million  shares  ($1  par)  explains 

that  record  companies  grossed  $504  mil- 
lion last  year,  providing  lucrative  field 

for  new  project.  Added  lure  is  year-round 

resort  to  be  built  in  Montana  where  d.j.'s 
and  family  could  have  two-week  free 
vacations. 

"We  don't  plan  to  pay  all  our  profits  into 

taxes,"  Rock  Record  prospectus  states  in 

describing  company's  plans.  It  adds  that 
d.j.'s  can  collect  10%  fee  for  stock  they  sell 
to  fellow  jockeys  and  in  addition  can  get 
10%  refunds  on  money  they  pay  for  their 
own  stock.  National  Music  Clearing  Corp. 

will  subscribe  to  3  million  shares.  D.j.'s 
buying  stock  can  defer  payment  until  April 

1,  1959.  "We  do  not  have  it  in  mind  to  try 
to  buy  spins  and  plays  from  you,  but  to 
try  to  give  you  a  little  something  in  return 

for  the  plays  you  will  naturally  give  us," 
prospectus  emphasizes. 

SPACE  SERVICE  •  New  Congressional 
committees  in  House  and  Senate  activated 

at  this  session  on  space  and  astronautics 
may  become  frequent  meeting  places  for 

those  identified  with  use  of  radio  spec- 
trum. While  clear-cut  lines  of  jurisdiction 

have  not  yet  been  established,  authorities 
speculated  upon  ultimate  requirements  for 
outer  space  communication  and  who 
would  legislate  therefor.  Under  existing 
assignments,  Senate  and  House  Commerce 
Committees  are  charged  with  legislation 

dealing  with  communications  but  this  au- 
thority might  be  split  with  rapid  growth 

of  missiles  and  rockets  field. 
• 

Though  BBDO  spokesman  says  other- 
wise, it  is  known  agency  only  recently  had 

acknowledged  that  its  entire  publicity- 
promotion  department  did  not  pay  its  own 
way  and  was  one  of  reasons  for  BBDO 
closing  up  tv  show  handling  (see  story, 

page  44).  Bulk  of  department,  which  con- 
tinues, services  clients  on  product  promo- 

tion and  publicity. 
• 

NEW  ANSWERS  •  FCC  thinking  serious- 
ly of  reissuing  famed  1954  Q  and  A 

catechism  on  political  broadcasting.  New 
document  would  contain  revised  answers 

to  some  of  the  old  questions  but  with 
additional  Sec.  315  problems  that  have 
been  raised  by  broadcasters  and  political 
candidates  since  then.  Staff  is  whipping 

up  proposed  revisions  and  additions,  will 

submit  proposals  to  FCC  after  resump- 
tion of  regular  Commission  meetings  in 

September.  First  meeting  is  Sept.  3. 
• 

They're  beating  no  drums  to  call  atten- 
tion to  it,  but  CBS-TV  Affiliates  Assn. 

board  of  directors,  headed  by  Howard 

Lane,  KOIN-TV  Portland,  Ore.,  and  net- 
work top  brass  will  be  meeting  this  week 

in  Bermuda.  Sessions  Aug.  27 -Sept.  1  will 
deal  with  mutual  problems  and  plans  and 

lay  groundwork  for  general  meeting  of  af- 
filiates early  next  year.  President  Lou 

Cowan  will  head  network  delegation. 

Meanwhile,  NBC-TV  and  NBC  Radio  af- 
filiates are  slated  to  meet  in  New  York  in 

October  for  annual  get-together  and  CBS 
Radio  affiliates  will  convene,  also  in  New 

York,  same  month  (Oct.  29-30). 

LOOKS  LIKE  CBS-TV  •  Although  all 
three  tv  networks  have  been  interested  in 

acquiring  new  series  of  videotape  one- 
hour  shows  which  Robert  Saudek  Assoc. 

will  produce  this  fall  from  Thursday  night 

Preview  concerts  by  New  York  Philhar- 
monic, it  was  learned  Friday  that  CBS- 

TV  will  get  business.  Kenyon  &  Eckhardt 

is  spending  for  Ford  Motor  Co.'s  Lincoln 
and  Continental  cars.  Series  to  go  in  No- 

vember in  Sunday  afternoon  time  still  to 
be  worked  out. 

Senate  Commerce  Committee  has  re- 
turned report  on  allocations  prepared  by 

special  ad  hoc  committee  to  its  author, 
Prof.  Edward  L.  Bowles.  Report,  which 
has  not  received  endorsement  of  Senate 

body,  was  returned  with  comment  Prof. 
Bowles  could  release  to  public  if  he  is  so 
inclined.  Committee  itself  does  not  plan 
release.  Several  members  of  ad  hoc  group 

clashed  with  Prof.  Bowles  on  recommenda- 
tions and  conclusions  reached  in  report, 

refusing  to  add  their  approval. 

• 

BROADCAST  BACKGROUNDS  •  Civil 
Service  Commission,  which  supervises 

ponderous  government  employment  pro- 
gram, exclusive  of  military,  now  has  two 

of  its  three  members  with  station  owner- 
ship and  operation  backgrounds.  Harris 

Ellsworth,  former  Oregon  Congressman, 

was  part  owner  of  KRNR  Roseburg  be- 
fore becoming  CSC  chairman  in  April 

1957.  Mrs.  Barbara  Bates  Gunderson, 
confirmed  by  Senate  Aug.  16,  formerly 
was  continuity  writer  at  WNAX  Yankton, 

S.  D.,  women's  director  and  continuity 
chief  of  WOW  Omaha  and  also  worked  at 

KOTA  Rapid  City,  S.  D.,  and  in  agency 
work  in  Kansas  City. 

Joseph  K.  Close,  New  England  station 
owner  (WKNE  Keene;  WKNY  Kingston, 

N.  Y.;  WKXL  Concord;  WKVT  Brattle- 
boro,  Vt.),  has  been  in  Washington  in  re- 

cent weeks  as  consultant  to  United  States 

Information  Agency  on  development  of 

television  as  instrumentality  in  interna- 
tional programming  of  USIA.  Mr.  Close 

previously  had  consulted  with  Theodore 
W.  Streibert  during  his  incumbency  as 

USIA  head.  His  television  recommenda- 
tions are  now  in  hands  of  George  V.  Allen, 

USIA  director. 

SPOT  RADIO  TEST  •  Block  Drug  Co., 
Jersey  City,  understood  to  be  planning  to 
use  spot  radio  for  first  time  in  behalf  of 

Nytol  sleep-aid  product.  Medium  will  be 
tested  via  saturation  campaign  for  several 

weeks,  starting  shortly,  on  two  stations  in 
Houston  and  two  in  Providence.  Agency: 
Sullivan,  Stauffer,  Colwell  &  Bayles,  New 
York. 
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WCCO  Radio  delivers. . . 

MORE  ACCEPTANCE  through  the  vitality  of  full-size  programming 
that  attracts  and  holds  the  audience  you  want  to  reach. 

MORE  ADULT  LISTENERS  than  all  other 

Minneapolis-St.  Paul  stations  combined! f 

MORE  MARKET  1,014,720  radio  families  in  114  basic  area  counties  in 
Minnesota,  Wisconsin,  Iowa  and  South  Dakota. 
Call  or  write  for  full  facts. 

^Nothing  sells  like  acceptance  . . 
Radio 

MINNEAPOLIS  •  ST.  PAUL 

The  Northwest's  Only  50,000-Watt  1-A  Clear  Channel  Station 
Represented  by  CBS  Radio  Spot  Sales 

tNielsen  Station  Index,  May-June,  1958  /  Station  Total.  6:00  AM-600  PM,  Mon,-Fri. 



THE  WEEK  IN  BRIEF- 

New  Measurements  for  Tv — Nielsen  Coverage  Service  No.  3 

dramatizes  television's  circulation  strides.  Special  analysis  of 
NCS  3  information  shows  how  uhf  holds  audience  in  mixed 

and  uhf-only  markets.  New  Arbitron  instant  ratings  service 
begins  in  New  York.  Page  31. 

High  Flying  Spot — TvB  reports  advertisers  spent  nearly  10% 
more  in  spot  tv  for  second  quarter  compared  to  same  period 
year  ago.  Combined  with  network  tv  time  charges,  total  gross 
figure  for  first  half  of  this  year:  More  than  $532.4  million. 
Page  36. 

Spot  Tv  Scaling  New  Heights — Second  quarter  figures  show 
9.4%  more  was  spent  in  spot  tv  than  in  second  quarter  1957. 

Buying  is  paced  by  Procter  &  Gamble,  Lever  Bros,  and  Col- 
gate-Palmolive, in  that  order.  Page  36. 

Dodge,  Plymouth  Fall  Plans — Chrysler  Corp.  reported  to  be 
revamping  its  broadcast  strategy  but  indications  are  that  radio 

.  and  television  will  still  be  used  heavily.  Page  39. 

From  Seeds  to  Flowers  &  Faith  Healing — Keyes,  Madden  & 
Jones,  agency  that  grew  out  of  former  Russel  M.  Seeds, 
blossoms  with  two  new  accounts.  Page  42. 

D'Arcy  Does  It  Again — Colgate-Palmolive  awards  Cashmere 

Bouquet  soap-toiletry  account  to  D'Arcy,  further  dramatizing 
agency's  comeback  story.  Page  42. 

BBDO  &  Tv  Promotion — Agency  folds  up  in-shop  tv  pro- 
gram promotion-publicity,  appoints  outside  firm  to  do  job 

for  tv-oriented  clients.  Page  44. 

NTA  Plus  NT — National  Telefilm  Assoc. 's  board  of  directors 
approves  merger  offer  made  by  National  Theatres  Inc.  and 

plans  to  recommend  proposal  to  NTA's  stockholders.  Page 52. 

Entertainment  Unlimited — Hal  Roach  Jr.  announces  major 

expansion  program  for  Roach  Studios,  encompassing — in  ad- 
dition to  tv  and  cinema  production — new  releasing  organiza- 
tion, financing  independent  productions,  film  distribution 

abroad  and  maybe  entry  in  radio,  recording,  merchandising 
and  stage  shows.  Money  from  Scranton  Corp.,  new  owner  of 
Hal  Roach  Studios,  will  make  it  possible.  Page  52. 

New  Film  Firm  Names  Key  Officials — Month-old  Independ- 
ent Television  Corp.  fills  sales  and  administrative  posts,  says 

it  will  be  on  par  with  any  tv  distributing  organization  within 
30  days.  Page  54. 

Asks  Republic  Pictures  Dissolution — Common  stockholder 
petitions  New  York  court  to  name  receiver  for  film  firm, 
charging  President  Herbert  J.  Yates  and  others  with  improper 

cut-rate  sale  of  features  to  tv,  nepotism  and  other  management 
faults.  Page  54. 

Automation  Era — Over  1,000  broadcasters  are  operating  with 
remote  transmitter  control,  Western  Electronic  Show  at  Los 

Angeles  is  told.  Latest  types  of  gear  are  shown  at  exhibit. 
Page  59. 

'Present  Tense'  Ban  Only — Court  ruling  which  banned  New 
York  stations  WOR,  WOV  and  WINS  from  broadcasting 

Floyd  Patterson-Roy  Harris  heavyweight  championship  bout 

"in  the  present  tense"  regarded  as  triumph  for  broadcasting 
and  may  pave  way  for  "present  tense  recreation."  Page  60. 

'Voiced'  News  Service  Formed — Radio  Press  will  begin  op- 
erations Oct.  6,  providing  at  least  an  hour  of  news  and  fea- 

tures daily  to  independent  stations  and  network  outlets.  Com- 
pany is  headed  by  George  Hamilton  Combs,  news  commenta- 

tor. Page  62. 

News-Gathering  Costs  May  Go  Up — AT&T  and  Western 
Union  new  tariffs  for  teletypewriter  service  to  go  into  effect 
Oct.  1.  Extra  cost  to  heavy  users,  such  as  news  wire  services, 

undoubtedly  will  be  passed  on  to  customers — and  that  means 
most  radio  and  tv  stations.  Page  62. 

Quiz  Curdles — Dotto  blotted  off  program  schedule  of  two 
networks  as  sponsor  Colgate-Palmolive,  agency  Ted  Bates  and 
networks  CBS-TV  and  NBC-TV  remain  uncommunicative  on 
report  of  contestant  complaint.  Page  64. 

Witness  Chair  Ready — House  Oversight  Committee,  al- 
though silent  lately,  is  still  in  business.  Public  hearings  begin 

again  next  month,  with  the  FCC  scheduled  second  in  witness 
list.  Page  72. 

Stand  on  Translators,  CATV — FCC  feels  that  if  people  want 
choice  of  programs  it  must  not  balk  in  approving  translators 
(or  keeping  hands  off  antenna  cable  companies)  even  though 
economic  impact  on  a  single  existing  station  may  be  bad  for 
station.  Position  indicated  in  response  to  Senate  Commerce 
Committee  questions.  Page  72. 

Sports  Strategy — Celler  says  baseball  "let  the  cat  out  of  the 
bag"  in  Telemeter  pitch  for  pay  tv  as  salvation  of  sport.  In 
Senate,  Dirksen  makes  new  play  for  sports  exemption  from 

antitrust  laws  with  amendment  to  unrelated  bill;  proposes  75- 
mile  tv  blackout.  Page  78. 

Blatnik  Fires  New  Round — Blatnik  subcommittee  releases 
second  and  third  blasts  within  two  weeks  criticizing  Federal 
Trade  Commission  regulation  of  false  and  misleading  ads. 
Latest  reports  cover  dentifrices  and  tranquilizers.  Page  82. 

News  Directors  Making  News— RTNDA  sets  WDSU-AM- 
TV's  Swezey  and  ABA's  Rhyne  for  Canon  35  debate,  WCCO's 
Bormann  for  keynote  speech  on  "Right  Now  Reportage"  for 
Chicago  convention  Oct.  16-19.  Page  85. 

Broadcast  News  Rights — On  eve  of  American  Bar  Assn. 
convention,  President  Fellows  of  NAB  proposes  bar-media 
conference  on  electronic  reporting;  Robert  D.  Swezey,  speak- 

ing for  broadcasters,  urges  serious  research  project  into  court- 
room reporting  by  radio-tv.  Page  85. 

Canadian  Split — Government  legislation  would  limit  Ca- 
nadian Broadcasting  Corp.  to  operation  of  network  and  sta- 

tions, vesting  regulatory  functions  in  new  Board  of  Broadcast 
Governors.  Page  86. 

Who  Buys  the  Bread? — It's  not  the  small fry  of  the  family,  says  David  R.  Hayes, 

radio-tv  director  of  the  W.  E.  Long  Co.- 

Independent  Bakers'  Co-Op,  who  handles 
the  Holsum  broadcast  budget.  How  his  bak- 

ers got  off  the  kiddie  kick  and  onto  the  trail 

of  an  almost  "ideal"  advertising  subject  is 
documented  in  Monday  Memo.  Page  109. 
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MR.  HAYES 
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Rand  McNally says  so!  In  its  August  issue  of  Business  Trends, 

Rand  McNally  again  places  Omaha  in  the  top  10  cities, 

business-wise. 

Sales  Management    says  sol  S.M.  names  Omaha  to  its  exclu- 

sive "Preferred-City-Of-The-Month"  list  in  its  July  4th  issue. 

TIME  Magazine  says  so!  FORTUNE  says  so !  KIPLINGER'S 

WASHINGTON  LETTER  says  so— The  WALL  STREET  JOURNAL  says  so! 

•  All  these  publications  have  recently  run  stories  about  the  wonderful 

business  conditions  in  the  Omaha  area. 

Get  your  share  of  the  good  business  in  Omaha,  through  schedules 

on  WOW-TV,  Omaha's  Number  One  Sales  Station! 

WOW-TV  fi 
I      FRANK  P.  FOGARTY,  Vice  President  and  General  Manager  BLAIR-TV  W 

FRED  EBENER,  Sales  Manager  Representatives^^^^^ 

WOW  and  WOW-TV,  OMAHA    •    KPHO  and  KPHO-TV,  PHOENIX 

WHEN  and  WHEN-TV,  SYRACUSE    •    KCMO  and  KCMO-TV,  KANSAS  CITY 

KRMG,  TULSA,  OKLAHOMA 

Meredith  Stations  are  affiliated  with  Better  Homes  and  Gardens  and  Successful  Farming  Magazines 
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at  deadline 

L&N  MERGER  BOOSTS  RADIO-TV  BILLINGS 

Lennen  &  Newell  will  operate  next  year 

with  projected  radio-tv  billing  of  approxi- 
mately $40  million,  representing  52%  of 

expected  $77  million  billing  base,  it  was 
learned  Friday.  L&N  last  year  registered 
about  $24.5  million  in  broadcast  media. 

New  $77  million  billing  pace  is  seen  as 
result  of  merger  of  L&N  with  C.  L.  Miller 
Co.,  which  had  about  $8  million  keyed  to 

$6  million  Corn  Products  Refining  Co.  ac- 
count. 

Miller  also  serviced  Springs  Cotton  Mills, 

Kellogg  Div.  of  ITT  and  Circle  Line  (sight- 
seeing boats).  President  C.  L.  Miller  will 

continue  to  direct  new  L&N  division,  while 

Miller's  treasurer,  Phillip  P.  Hoffman  and 
Vice  President  William  F.  Mueller  become 

L&N  senior  vice  presidents. 

Merger  is  effective  Jan.  1,  1959.  Top 

Lennen  &  Newell  client  strength  in  broad- 
cast field:  consolidated  P.  Lorillard  account; 

Dromedary  Div.  of  National  Biscuit;  Ameri- 

Justice  Dept.  Told  Networks 

Have  Videotape  Advantage 

Networks  have  competitive  advantage 
over  independent  producers  in  producing 
videotape  commercials,  Dept.  of  Justice 
was  told  Friday  by  Film  Producers  Assn. 
of  New  York.  Three  members  of  associa- 

tion conferred  with  Robert  A.  Bicks,  first 

assistant  in  Antitrust  Div.,  voicing  fear  net- 
works might  destroy  competition  in  field 

through  their  strategic  position.  Preliminary 
meeting  of  Justice  Dept.  and  networks  may 
be  next  step. 

Appearing  for  FPA  were  Nathan  Zucker, 
president;  Herbert  Burstein,  legal  counsel, 
and  Wally  Ross,  public  relations  counsel. 
Association  represents  35  leading  producers 
of  tv  commercials  and  industrial  films. 

Guild  Votes  FPA  Strike 

Screen  Directors  International  Guild  re- 
ported Friday  its  membership  has  voted 

unanimously  to  strike  against  members  of 
Film  Producers  Assn.  of  New  York  Sept. 
5  because  attempt  to  enter  into  collective 
bargaining  agreement  with  FPA  failed. 

SDIG,  which  represents  about  300  direc- 
tors of  tv  film  commercials,  industrial  mo- 
tion pictures  and  theatrical  films  in  east,  said 

FPA's  negotiating  committee  had  "worked 
out"  proposed  contract  with  union  but 
membership  of  association  rejected  agree- 
ment. 

Nestle  Enters  Daytime  Tv 

The  Nestle  Co..  White  Plains,  N.Y.,  is 

providing  new  stimulant  to  daytime  tv.  Start- 
ing in  second  week  of  September,  advertiser, 

for  its  Decaf  coffee,  through  Dancer-Fitz- 

can  Airlines;  Benrus  Watch  Co.;  Consoli- 
dated Cigar  Co.;  Emerson  Drug;  Stokely- 

Van  Camp  Foods  and  Gunther  Brewing, 
among  others. 

In  disclosing  new  merger,  Lennen  & 

Newell  President  Adolph  J.  Toigo  said  de- 

tails of  its  new  division  under  Mr.  Miller's 
direction  would  be  announced  at  later  date. 

Contracts  between  both  agencies  were 
signed  Aug.  20  but  word  released  later  in 
week.  Not  mentioned  was  possibility  of  still 
new  merger  of  Lennen  &  Newell  with 
Buchanan  &  Co.  Buchanan  currently  is  deep 
in  network  television  via  its  client  Reynolds 

Metals  Co.  purchases  on  ABC-TV  (Opera- 
tion Daybreak,  Walt  Disney  Presents  and 

All-Star  Golf). 

Lennen  &  Newell's  announcement  pointed 
up  Mr.  Miller's  reasons  for  picking  L&N  for 

its  join-up,  noted  L&N's  "extensive  creative 
marketing  research  operation"  and  "scope 

and  depth  of  operations." 

gerald-Sample  is  running  minimum  13-week 
spot  tv  campaign  in  33  major  markets  (one- 
minute  announcements  all  in  daytime  pe- 

riods). Drive  is  seen  as  departure  for  Decaf 

in  that  other  tv  drives  follow  "dual  audi- 

ence" (men  and  women  via  nighttime  or 
early  evening  spots)  pattern  in  spot.  Rea- 

son: Decaf  wants  to  address  message  to 

women.  Campaign  will  consist  of  at  least 
three  spots  weekly. 

Atlantis  Buying  30  Markets 

Atlantis  Sales  Corp.  (French's  instant 
potato),  Rochester,  N.  Y.,  is  breaking  with 
new  eight-week  spot  tv  campaign  early  next 
month  in  about  30  major  markets.  Agency: 
J.  Walter  Thompson,  N.  Y. 

SMITH'S  DROPS 

New  cough  drop  called  "Smoker's 
Drops"  is  being  marketed  by  Smith 
Bros,  (cough  drops  and  cough  syrup), 
Poughkeepsie,  N.  Y.  Copy  theme  of 
advertising  is  to  get  over  idea  these 

mentholated  drops  are  "to  make  your 
next  smoke  taste  better."  To  push 
product.  Smith,  through  Kastor.  Hil- 

ton, Chesley  &  Clifford,  N.  Y.,  is  run- 

ning spot  tv  campaign  (IDS,  20-sec- 
onds  and  minutes)  in  about  12 

selected  markets  for  eight  weeks  start- 
ing Sept.  15.  Drops  are  intended  to  be 

"non-competitive"  to  tobacco  prod- 
ucts. Smith  Bros,  as  rule  is  not  too 

active  in  tv;  bulk  of  its  advertising  is 

handled  by  Sullivan,  Stauffer,  Colwell 

&  Bayles,  N.  Y. 

BUSINESS  BRIEFLY 

Late-breaking  items  about  broadcast 

business;  for  earlier  news,  see  Adver- 
tisers &  Agencies,  page  36. 

GENERAL  MILLS  ADDS  •  Already 
in  four  ABC-TV  shows,  General  Mills 

is  adding  fifth  starting  in  fall.  It's  signed  for 
alternate  weeks  of  Law  Man  (Sun.  8:30- 

9  p.m.),  through  Dancer-Fitzgerald-Sample. 
Alternate  sponsor  is  Reynolds  Tobacco, 

through  William  Esty  Co.,  which  mean- 
while has  signed  to  keep  Anybody  Can  Play, 

its  summer  replacement  for  unreturning 
Harbor  Master  and  now  in  Sun.  8:30  p.m. 
spot.  When  Law  Man  comes  on,  Anybody 

moves  to  Mon.,  9:30-10  p.m. 

CHASE  &  SANBORN  TV  •  Standard 
Brands  (Chase  &  Sanborn  coffee),  N.Y., 
understood  to  be  readying  spot  tv  campaign 

to  break  in  mid-September  in  major  markets 
throughout  country,  using  nighttime  station 
breaks  and  IDS.  Campaign  set  for  52  weeks. 

Agency:  Compton  Adv.,  NY. 

BABY  FOOD  RADIO  •  Duffy-Mott  Co. 
(Clapps  baby  food),  N.Y.,  reported  to  be 

preparing  spot  radio  effort  in  limited  num- 
ber of  scattered  markets  in  early  October, 

continuing  for  10  weeks.  Agency:  Sullivan. 
Stauffer,  Colwell  &  Bayles,  NY. 

MIDWEST  CAMPAIGN  •  Ohio  Oil  Co., 

Findlay,  Ohio,  set  to  launch  spot  radio  cam- 
paign in  limited  number  of  Midwest  mar- 

kets early  next  month  and  continuing  for 
several  months.  Agency:  N.  W.  Ayer  &  Son. 

TOY  PROMOTION  •  M&E  Industries 

(toys),  N.  Y.,  placing  heavy  tv  campaign 
of  one-minute  film  spots  in  22  markets 
through  Dunay,  Hirsh  &  Lewis,  N.  Y. 

SILLY  PUTTY  BUYING  •  Marketing  Inc. 

(Silly  Putty  play  clay),  N.  Y.,  planning  13- 
week  drive  using  one-minute  spots  in  15 
markets  beginning  end  of  September. 

Agency:  Bermingham,  Castleman  &  Pierce, 
N.  Y. 

Allstate  Expands  Insurance 

Allstate  Insurance  Co.,  Skokie,  111.,  an- 

nounced entrance  into  accident-health-hospi- 
talization  field,  effective  today  (Aug.  25).  In- 

surance to  be  offered  initially  in  Texas  and 

Oklahoma  with  regional  advertising  at  out- 
set and  to  expand  gradually  to  other  states. 

Though  Allstate  won't  reveal  agency,  it's 
expected  Leo  Burnett  Co.  (which  already 

handles  automobile  insurance)  will  be  re- 
tained for  new  policies  and  also  life  insur- 

ance. 
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PEOPLE 

at  deadline 

FCC  Fund  Again  Moving 

Through  Congressional  Routine 

Independent  offices  appropriations  bill, 

including  $8.9  million  tor  FCC  fiscal  1959 
operation,  cleared  House  for  second  time 
Friday  afternoon.  Senate  had  not  acted  on 
measure  at  I  1  p.m.  Friday  night  (Aug.  22), 

although  approval  was  expected  before 

Saturday's  planned  .sine  die  adjournment. 
Bill  originally  was  vetoed  Aug.  4  by  Presi- 

dent because  of  objection  to  money  ear- 
marked for  civil  service  retirement  fund. 

House  bowed  to  White  House  in  Friday 

action,  deleting  questioned  $589  million 
item.  FCC  has  been  operating  since  June 
30  (when  current  fiscal  year  began)  under 

law  permitting  it  to  spend  money  at  rate 
specified  in  pending  bill. 

Supplemental  appropriation  bill  (HR 
13450)  went  to  White  House  Friday  after 

both  Congressional  houses  agreed  on  com- 

promise for  USIA  money  to  build  power- 
ful Voice  of  America  station  in  North  Caro- 

lina. Senate,  after  first  voting  $15  million, 

agreed  Thursday  to  smaller  House  figure 
of  S10  million.  President  had  requested 

$23.3  million  for  USIA  facility.  Supple- 
mental bill  also  earmarks  $142,000  for 

salaries  and  expenses  at  FCC. 

Mack  Hits  St.  Louis  Shift 

Rep.  Peter  Mack  (D-Ill.  )  has  issued  new 

attack  on  FCC's  shift  of  ch.  2  Springfield, 
111.,  to  St.  Louis.  Speaking  on  floor  of  House, 
he  said  record  developed  before  Legislative 
Oversight  Subcommittee  (of  which  he  is 

member)  "seems  to  present  clear  evidence 
that  many  irregularities  were  involved  in 
the  transfer.  .  .  .  Ch.  2  was  taken  from 

Springfield  under  the  guise  of  deintermix- 
ture.  Deintermixture  does  not  exist  today  in 

Springfield,  111.,  and  undoubtedly  the  city 

will  not  be  deintermixed." 
Illinois  Democrat,  highly  critical  of  shift 

during  subcommittee  hearings  on  matter, 
charged  FCC  violated  Communications  Act 
in  moving  lone  Springfield  v  to  St.  Louis, 
which  already  had  four  vhf  assignments.  He 

also  hit  alleged  ex  parte  contacts  bv  prin- 
cipals of  KTVI  (TV)  St.  Louis,  which  was 

awarded  ch.  2  in  exchange  for  ch.  36,  re- 
allocated to  Springfield. 

Welch  Favors  Depth  Newscasts 

Delegates  to  American  Hospital  Assn. 
convention  in  Chicago  Friday  were  told  to 

reach  beyond  "five-minute  newscasts"  to 
keep  abreast  of  public  affairs  and  current 
events.  Boston  attorney  Joseph  Welch,  who 

reached  national  prominence  during  tele- 
vised Army  McCarthy  hearings,  told  AHA 

that  "these  days  people  get  news  on  the 
surface  rather  than  through  thoughtful 

approach."  He  urged  public  to  listen  to  news 
commentators  who  treat  affairs  in  depth  and 
to  read  extensively. 

ABC-TV  PROMOTION 

Largest  advertising-promotion  cam- 
paign in  its  history  planned  this  fall  by 

ABC-TV,  network  affiliates  execu- 
tives were  told  at  New  York  and  Chi- 

cago meetings  held  last  week.  Esti- 
mated $1  million  campaign  described 

by  Michael  J.  Foster,  ABC  press  vice 

president  told  meetings.  Similar  con- 
ferences scheduled  Aug.  25-26  in 

Dallas,  Aug.  28-29  in  San  Francisco. 

At  Chicago  Friday  (Aug.  22),  pro- 
posal for  formation  of  promotion 

managers  advisory  committee  to  con- 
sult with  station  management  and 

ABC-TV  Affiliates  Advisory  Assn.  was 
endorsed. 

Secret  Service  Probes  Altering 

Of  Dollars  to  Win  Tv  Prizes 

Those  cash  prizes  for  dollar  bills  with 

right  serial  numbers  have  brought  out 
amateur  counterfeiters,  according  to  Secret 

Service,  but  altered  serial  numbers  have 

been  mighty  few — only  five  thus  far.  Infor- 
mation announced  Friday  (Aug.  22)  by  U.  S. 

Baughman,  Secret  Service  chief,  in  state- 
ment that  producers  of  Top  Dollar,  CBS 

weekly  show,  which  offers  as  much  as  $5,- 
000  for  right  bill,  had  uncovered  alteration 
attempts. 

Merrill  Heater,  producer,  Entertainment 
Productions  Inc.,  packager  of  Top  Dollar, 
confirmed  receipt  of  doctored  bills,  said  they 
had  been  turned  over  to  Secret  Service.  Mr. 

Heater  said  no  prizes  paid  on  any  of  them. 

Top  Dollar  was  picked  to  sub  for  Dotto 
when  latter  was  jerked  over  weekend  from 

Monday-Friday,  ll:30-noon  slot  on  CBS- 
TV  (see  story  page  64). 

Mr.  Heater  said  Top  Dollar  has  had  about 
65  winners  since  show  began  end  of  March. 

Cash  prizes  for  correct  serial  numbers  on 
dollar  bills,  with  numbers  publicized  over 

air,  have  been  widely  used  station  promo- 
tion activity  in  last  year.  WWDC  Washing- 
ton, which  began  similar  promotion  last 

November,  estimated  it  has  given  away 

$30,000  in  prizes  to  holders  of  lucky  dollar 
bills. 

Texas  Daytimer  Gets  Nod 

FCC  Hearing  Examiner  Jay  A.  Kyle 
recommended  Friday  that  new  am  on  1300 
kc  with  500  w,  daytime,  at  Silsbee,  Tex., 
be  granted  Hardin  County  Broadcasting 

Co.  Hearing  was  held  on  interference  is- 
sues with  KXYZ  Houston,  Tex.,  and  KIKS 

Sulphur,  La.  Hardin  County  company  is 
equally  owned  by  Harvard  C.  Bailes  and 
Val  D.  Hickman.  Mr.  Bailes  is  licensee  of 
KVLB  Cleveland,  Tex. 

STEPHEN  H.  RICHARDS,  with  Kudner 

Agency  since  1941.  to  Communications 
Counselors  Inc.,  N.  Y.,  as  manager  of 
communications  services  dept. 

NATHAN  W.  ARAM  promoted  from  en- 
gineering staff  to  assistant  vice  president 

and  chief  engineer.  Zenith  Radio  Corp., 

Chicago.  He  has  been  supervisor  of  tv 
receiver  design. 

MIKE  MILLER,  formerly  NBC-TV  staff 
writer,  to  Jacques  Traubee  Productions, 
N.  Y.,  as  chief  writer  and  member  of  board 
of  directors. 

HARRY  KINZIE  JR.  promoted  from  act- 

ing to  copy  chief  at  Tatham-Laird,  Chi- 
cago, with  responsibilities  including  radio, 

tv  and  all  other  media. 

PETER  J.  SMITH,  formerly  NBC  man- 
ager of  Telesales,  appointed  producer  in 

tv-radio  dept.  of  Bryan  Houston,  N.  Y., 
with  creative  responsibilities  on  program- 

ming and  commercial  production.  Before 
NBC  association.  Mr.  Smith  was  producer- 
director,  Fuller  &  Smith  &  Ross.  Also  an- 

nounced today  (Aug.  25)  at  Bryan  Hous- 
ton: PETER  KEVESON,  formerly  vice 

president-radio-tv  copy  chief,  Lennen  & 

Newell,  to  creative  supervisor  of  Houston's 
drug  division,  and  CORAL  EATON,  who 
had  been  in  charge  of  radio-tv  research  at 

McCann-Erickson's  media  research  depart- 
ment, to  Houston  as  associate  director  in 

charge  of  media  analysis. 

WNAX  Covers  Butler-Alcorn 

WNAX  Yankton,  S.  D.,  provided  its  list- 
eners with  on-the-spot,  live  coverage  of  po- 

litical debate  last  Wednesday — held  240 

miles  from  WNAX"  home  base.  Occasion 
was  open  debate  between  Democratic  Na- 

tional Chairman  Paul  Butler  and  his  Repub- 
lican counterpart  Meade  Alcorn,  held  in 

Aberdeen,  S.  D.  Station  flew  engineer  to 
Aberdeen  in  order  to  carry  entire  discussion live. 

SPECTRUM  STUDY 

Congress  should  consider  formation 
of  joint  committee  on  use  of  spectrum 
and  allocation  early  in  next  session. 

Sen.  Alexander  Wiley  (R-Wis.)  said 
in  introducing  into  Congressional 
Record  text  of  editorial  in  Aug.  18. 

Broadcasting  titled,  "Let  Congress 

Do  It." 

Sen.  Wiley,  noting  editorial  pro- 

posed joint  committee  to  study  spec- 
trum, said  "frank  editorial  .  .  .  voices 

sentiments  of  a  great  many  thinking 

leaders  of  the  industry."  He  said  it  is 
"small  wonder  that  broadcasting  in- 

dustry should  be  rightly  concerned 
about  efficient  spectrum  use  and  about 

future  possible  military  pre-emption  of 

existing  commercial  frequencies."  He 
added  he  is  concerned  "with  the  sur- 

vival of  this  country  in  the  atomic 

age"  as  member  of  Senate  Foreign 
Relations  Committee. 
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LOOK  WHO  GETS  THE  BIGGEST 

SLICE  IN  SACRAMENTO! 

SHARE   OF  AUDIENCE 

Sign-On  to  Sign-Off 

KCRATV...52.5% 

STATION  "B"  38.1% 

STATION  "C"  12.: 

If  you  want  to  sell  merchandise,  you 

have  to  have  an  audience.  KCRA-TV  gets  a 

52.5%  share  of  the  Sacramento,  California 

audience,  bigg  er  share  than  two  other  com  - 
peting  s  ratio ns  com bined. 

Join  the  man  who  came  to  dinner.  Call 

your  Petry  man  now  and  check  KCRA-TV's 
lush  menu  of  availabilities. 

Represented  by 

EDWARD  PETRY  &  -CO. 

ARB,  May,  1958 
Sacramento,  California 

KCR
A  ™

 

Serving  468,370  TV  Homes* 'N.C.S.  3  Spring  1958 

SACRAMENTO,  CALIFORNIA 

CLEAR 

BASIC AFFILIATE CHANNEL 





STARRING 

BRODERICK 

CRAWFORD 

as  head  of  the 

Highway  Patrol 

HISTORY  MMlG 

4th  YEAR 

OF  PRODUCTION! 

THE  UNQUESTIONED  * 

NO.1 

SYNDICATED  SHOW 

IN  THE  U.S.A.! 

RATED  #1  NATIONALLY 

1 7  Consecutive  Months! 

PULSE  MULTI-MARKET  AVG.,  FEB.  '57-JUNE  '58 



The 

%2\  Billion 

WSMpire 

DOMINANT 

FOR  33  YEARS 

WSM ...FIRST  IN  EVERY  RATED  QUARTER  HOUR 

...SHOWS  A  6%  INCREASE  SINCE  1956 

Here's  what  has  happened  in  103  County  WSMpire  in  the  17 
months  since  the  last  Pulse  Study  was  made: 

STATIONS 
WSM 
Station  B 
Station  C 
Station  D 
Station  E 
Station  F 

MONDAY 

6  AM-12  N 
42 
23 

13 9 
7 
6 

FRIDAY 

12  N  -  6  PM 
44 

22 

12 

11 
7 
5 

SATURDAY 
WSM 
Station  B 
Station 
Station 
Station 
Station 

WSM 
Station  B 
Station  C 
Station  D 
Station  E 
Station  F 

52 
17 
13 
7 
6 
4 

61 

13 

10 4 
9 
2 

SUNDAY 

50 

14 
13 
9 
7 
7 

52 
18 

13 
7 
6 
5 

6  PM-12  Mid 
52 
19 

14 

10 

61 
14 
13 
7 

In  the  largest  single  survey  ever  undertaken  Pulse  finds  that  WSM 
has  increased  its  hold  on  the  103  County  WSMpire  by  6% . . .  leads  in 
every  rated  quarter  hour  with  an  average  of  well  over  twice  the 
audience  of  the  next  Nashville  station. 

There  is  a  difference  . .  •  it's  WSM  radio 

50,000  watts,  Clear  Channel,  Nashville  -  Blair  Represented,  Bob  Cooper,  General  Manager. 



OPEN  MIKE 

Where  Ivanov  Works 

EDITORS 

If  I  had  known  you  were  doing  the  piece 
about  Soviet  television  [International, 

Aug.  11],  I  would  have  sent  you  the  en- 
closed print. 

It's  a  picture  of  the  director  of  the  Mos- 
cow Television  Studio,  Georgi  Alexandro- 

vich  Ivanov.  I  took  it  when  I  toured  the 

studios  early  in  June. 
Frank  Stanton 
President 

CBS  Inc.,  New  York 

RUSSIAN  TV  EXECUTIVE  IN  STUDIO 

WTOL-TV,  Not  WTOD-TV 
editor: 

aug.  18  issue  carried  a  story  at  dead- 
line, wtod-tv  names  h-r.  should  be 

wtol-tv.  also,  editor's  note  carries  same 
mistake.  there  is  a  daytimer  in  toledo 
whose  call  letters  are  wtod. 

robert  krieghoff 
program  director 

wtol-am-tv 
TOLEDO 

[EDITOR'S  NOTE: Sorry.] 
We    goofed    At  Deadline. 

For  the  Record 

EDITOR: 

Your  Aug.  1 1  story  on  the  impending 

WQXR-New  York  intra-state  fm  network 
[Networks,  Aug.  11]  was  of  great  interest. 

However,  since  Broadcasting  is  at  all 

times  concerned  with  the  accurate  transmis- 
sion of  news  and  other  facts,  we  feel  certain 

you  will  accept  the  following  comments  in 
the  spirit  in  which  they  are  offered. 

1.  The  Concert  Network  is  owned  and 

operated  by  Concert  Network  Inc. 

2.  The  Concert  Network  is  every  bit  as 

much  of  a  "full-time  operation"  as  the  new 
organization,  in  that  neither  operates  around- 
the-clock  (except  for  our  WNCN  [FM]  New 
York). 

The  Concert  Network  and  the  new  proj- 
ect will  not  be  competitive.  We  are  the 

only  interstate  fm  network.  They  are  intra- 
state. An  fm  advertiser  wishing  to  include 

Broadcasting 

18 
Bonus  Bigger  than  ever  now 

on  Mobile's  "one  BIG  one"! 

Nielsen  No.  3  Piles  Up  Still  More  Points 

for  WKRG-TV  in  BILLION-PLUS  Market 

Even  though  WKRG-TV's  new,  taller  tower  had  been  in 
use  only  six  weeks  when  the  survey  was  made,  it 

paid  big  dividends  in  the  Nielsen  Coverage 

Report  (#3)  just  out. 

WKRG-TV  increased  its  lead  in  every  major  department. 

Whether  you're  buying  spots  or  program  time, 
now  you  can  depend  more  than  ever  on  WKRG-TV  to  do 

ONE  BIG  JOB  for  you  in  the  Mid-Gulf  Area. 

Check  these  bonuses,  and  you'll  see  what  we  mean : 

WKRG-TV  CIRCULATION  BONUSES 

STATION Weekly  Daytime Weekly  Nighttime     TOTAL  BONUS 
Circulation Circulation 

for  WKRG-TV 
WKRG-TV 157,730 176,950 

Station  "A" 

130,390 146,500 

57,790 

Station  "B" 

84,610 104,050 146,020 

Daily  Daytime Daily  Nighttime 
TOTAL  BONUS 

Circulation Circulation 
for  WKRG-TV 

WKRG-TV 109,600 139,860 

Station  "A" 

93,060 
113,230 

43,170 

Station  "B" 

48,670 
61,220 

139,570 

For  availabilities,  or  a  further  breakdown  on  the  new 

Nielsen,  call  your  Avery-Knodel  man,  or 

C.  P.  Persons,  Jr.,  V-P  &  Gen'l  Mgr.  of  WKRG-TV 

WKRG-TVs  old  40  DBU  area 
Extra  40  DBU  area  added 

by  WKRG-TV's  new  tower Past  and  present  40  DBU  area 

of  Station  '"X" 

J    MOBILE,  ALAB
AMA ■  m 1 — ^^N^^^r     Reps.  Avery-Knodel 
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WHAM !  That's  the  kind  of  impact  the  Dodgers  have  had     fleet  traffic  bulletins  and  music  gave  the  station  the  greatest 

on  Los  Angeles,  where  KMPC's  baseball  broadcasts  reach    number  of  listeners  in  Metropolitan  Los  Angeles.  /  You  can 

as  much  as  20%  of  all  Metropolitan  radio  homes  in  a  single    still  get  a  selling  share  of  Los  Angeles'  most  effective  station, 

quarter  hour... a  big  66%  of  all  sets  in  use !  /  But  KMPC's    Just  call  KMPC  or  AM  Radio  Sales  now ! 

wide  edge  on  all  other  Los  Angeles  stations-half  again  as 

much  average  quarter-hour  audience  as  the  next  indepen- 

dent, 38%  more  than  the  top  network  outlet-is  far  more 

than  baseball  alone.  Even  in  pre-season  months,  KMPC's 

lively  combination  of  first-hand  news  reporting,  mobile-  A  GOLDEN  WEST  BROADCASTERS  STATION. 

s :  Pulse.  April  20.  1958:  Pulse.  May-June.  1958:  Pulse.  6-months  averaee:  September  1957  thru  February  1958. 

KMPC 



ZOOM!  That's  the  way  KSFO's  ratings  have  soared  in 
Metropolitan  San  Francisco.  One  reason:  Major  League 

Baseball.  KSFO's  exclusive  broadcasts  of  the  games  played 
by  the  San  Francisco  Giants  capture  as  much  as  73%  of  the 

listening  audience... help  put  KSFO's  total  tune-in  ahead  of 
the  closest  competitor  by  a  whopping  58%  !  /  And  baseball 

is  only  one  reason  for  KSFO's  long  lead  in  audience.  Each 

weekday  morning,  for  example-hours  before  baseball- 

KSFO's  Don  Sherwood  leads  off  with  the  biggest  audience 
in  San  Francisco  radio.  In  fact,  in-home  or  out-of-home, 

morning,  afternoon  or  evening,  weekdays  or  weekends, 

KSFO  is  by  far  the  most  listened-to  station  in  the  6-county 

Bay  Area.  /  For  the  biggest  audience  now... and  an  even 

better  buy  ahead,  just  call  KSFO  or  AM  Radio  Sales. 

A  GOLDEN  WEST  BROADCASTERS  STATION 

Sources:  Pulse.  April  15.  1958;  Pulse,  May-June,  1958, 
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She's  your  favorite 
type  ...  a  high 

spender.  And 
you're  hers, 
when  you  meet 

through  KOIN-TV 
on  6,  her  station  in 
Portland  and  30 
surrounding 

Oregon 
and  Washington 
counties.  There 
are  certain 
intimate  details 

pertaining 
to  her  habits 

which  you'd best  learn  from 
the  enterprising 

gentlemen  of 
CBS-TV  Spot 
Sales.  My,  how 
they  love  to 

talk  about 

KOIN-TV. 

OPEN  MIKE  CONTINUED 

the  New  York  metropolitan  market  along 
with  the  northeastern  portion  of  the  United 

States  (we  get  mail  clear  from  Montreal) 
will  buy  the  Concert  Network.  If  he  is 

interested  only  in  New  York  State  cover- 

age, he  may  well  consider  the  new  net- 
work. 

Lawrence  Wynn 

General  Manager 
Concert  Network,  Inc.,  Boston 

WPOW's  There,  Too 
editor: 

Your  Aug.  11  issue,  page  91,  A  qui  Se 
Habla  Ingles  [Programs  &  Promotions!: 

This  is  to  advise  that  WPOW  New  York, 

which  programs  20  hours  weekly  in  Spanish, 

presented  Let's  Learn  Spanish — produced 
by  Time  and  Life — last  February  three 
times  weekly  for  13  weeks,  at  5:30  p.m. 

and  Let's  Learn  English — produced  by  the 
Spanish-American  Institute — five  times 
weekly  for  13  weeks  at  6:30-6:45  a.m.  Both 
programs  were  very  successful  and  we  plan 
a  repeat  in  the  fall. 

In  addition,  I  am  enclosing  the  radio 

station  program  listings  from  El  Diario  de 

Nueva  York  to  "set  the  record  straight"  on 
which  "New  York  radio  stations  allocate  a 

substantial  amount  of  time  to  Spanish- 

language  broadcasting." Si  Lewis 
General  Manager 
WPOW  New  York 

[EDITOR'S  NOTE:  Mr.  Lewis  refers  to  the  story 
about  the  WRCA-TV  New  York  English-instruc- 

tion series  It  mentioned  WWRL,  WHOM  and 
WEVD,  all  New  York,  hut  failed  to  credit WPOW.] 

Ad  Touches  a  Nerve 

editor: 

Your  ad  on  the  bottom  of  page  117 

evokes  the  remark  "It  ain't  funny,  McGee!" 
If  the  broom  were  in  the  right  place  he'd still  have  one  hand  free. 

John  Fill 

Duke  Inn 

Elizabeth  City,  N.  C. 

P.S.  Don't  think  there  aren't  employers  who 
expect  that  much,  either. 

LEDITOR'S  NOTE:  Reader  FU1  was  prompted  by 
Broadcasting's  classified  house  ad  in  the  July  28 issue,  reproduced  here.] 

Help 

Wanted? 

Find  the  man-  you  want  "ia  Broadcasting  classified  pages. 

starring 

LEE  TRACY 

Wire  or  phone 
Michael  M.  Sillerman, 

Exec.  V.P.,  collect 

today  for  your 
market! 

Page  18    •   August  25,  1958 Broadcasting 



From  Caesars  Head  Mountain,  S.C. 

WFBC-TV.. 

AMONG  THE 

A  GIANT 

SOUTH'S  GREAT 

MARKETS 

The'Giant  of  Southern  Skies 

New  Orleans,  La. 

Population  1,285,800 
Incomes  $1,582,024,000. 

Retail  Sales  $1,134,440,000. 

Atlanta,  Ga. 

Population  2,275,900 
Incomes  $3,419,821,000. 

Retail  Sales  $2,466,048,000. 

Birmingham,  Ala. 

Population  2,219,100 

Incomes  $2,681,335,000. 

Retail  Sales  $1,766,249,000. 

Jacksonville,  Fla. 

Population  1,053,800 
Incomes  $1,436,034,000. 

Retail  Sales  $1,229,777,000. 

Miami,  Fla. 

Population  1,305,100 
Incomes  $2,441,693,000. 

Retail  Sales  $2,243,761,000. 

DOMINANT  IN  GREENVILLE,  SPARTANBURG  &  ASHEVILLE 

Here's  the  new  WFBC-TV  market  .  .  .  with  an  increase  of  48%  in  coverage  area.  Figures  shown  for  Population,  In- 
comes and  Retail  Sales  for  WFBC-TV  are  within  its  100  UV/M  contour  (average  radius  approximately  100  miles). 

All  other  markets  are  measured  within  a  100-mile  radius.  WFBC-TV  now  dominates  3  metropolitan  areas,  Green- 

ville and  Spartanburg,  S.  C,  and  Asheville,  N.  C,  and  is  truly  "The  Giant  of  Southern  Skies." 

Ask  For  Facts  About  The  New  WFBC-TV  MARKET.  Call  or  write  the  station  or  WEED  for 

additional  information  about  WFBC-TV's  qreat  4-state  market  in  the  Southeast. 

TENNESSEE 

KNOXVILLE 
NORTH 

CAROLIN 

ASHEVILLE  \  CHARLOTTE 

CAESARS  HEAD"  .Spartanburg
 *GREENVILLE 

ANDERSON 
GREENWOOD/ 

OLUMBIA 

SOUTH 
CAROLINA 

100  uv 
Contour 

GEORGIA 

AUGUSTA' 

FBC-T 

■GREE
NVILL

E,  S«
  € NBC  NETWO

RK 

MAXIMUM  HEIGHT — 2,000  ft. 
above  average  terrain,  and 
3,978  ft.  above  sea  level. 

MAXIMUM  POWER— 100  kilo- watts. 

TRANSMITTER  SITE 
Head  Mtn.,  S.  C. 

Caesars 

Population,  Incomes  and  Sales 
Data  from  SALES  MANAGE- 

MENT, 1958.  WFBC-TV's  T.  V. Homes  from  Nielsen  No.  3. 
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FLIGHT  is  aviation's  own  saga  —  authentically  dramatized  exploits  of 

human  achievement  in  the  sky.  Each  episode  is  presented  by  Gen.  George  Kenney,  I 

cooperation  of  the  Air  Force.  FLIGHT  is  the  dramatic  series  for  which  the  coming 



S.  A.  F.,  Ret.,  and  produced  with  the  full 

^television  season  will  long  be  remembered. 

CALIFORNIA  NATIONAL  PRODUCTIONS,  INC. 

men  suddenly  si 



Perfect  fall 

programming. 

SESAC'
s 

BACK-TO-SCHOOL 

PACKAGE 

it's  Sandy  Bear 

in  Melody  Land 

26  quarter-hour,  sales-boosting  chil- 
dren's shows  that  are  both  educa- 
tional and  adventure-filled.  150 

selections  of  "the  best  music  in 
America"  from  the  SESAC  Tran- 

scribed Library.  Special  dealer  aids 
available  for  sponsors.  Tops  in  value 
and  programming  for  kids  of  all 

ages. 

only  $49.50  complete 

SESAC  INC. 
The  Coliseum  Tower 
10  Columbus  Circle 

New  York  19,  N.  Y. 
•g  COPYRIGHT  1958  SESAC,  INC.,  NEW  YORK 

SESAC  Inc. 
10  Columbus  Circle 
New  York  19,  N.  Y. 

□  Enter  my  order  (check  enclosed)  for  the 
SESAC  Back-To-School  Package  at  $49.50 
complete,  to  be  sent  prepaid. 

□  Please  rush  sample  script,  audition  disc 
and  sample  dealer  aids  at  no  charge. 

Name  &  Title 

Call  Letters 

Address   

City   State . 

"You  make  a  wonderful  martini,  Lucretia 

Hostess  Borgia's  guests  often  didn't,  history  i-ecords. 
In  today's  TV  and  radio  advertising  business,  too,  you 
can  be  slipped  a  mickie  if  not  up-to-date  on  this  fast- 

moving  field's  week-to-week  developments.  That's  why 
the  smart  ones  depend  on  Broadcasting,  the  most  au- 

thentic and  complete  reporter  of  everything  new  in  TV- 
radio.  Get-acquainted  subscription  brings  you  26  weeks 

for  $3.50!  Order  now— pay  when  billed. 

BROADCASTING 

1735  DeSales  Street,  N.  W.,  Washington  6,  D.  C. 

IN  REVIEW 

SHIRLEY  TEMPLE'S  STORYBOOK 

This  presentation  of  Shirley  Temple's 
Storybook  had  as  many  elements  of  the  fairy 
tale  possible  within  the  limits  of  an  hour 
of  evening  time,  less  time  for  the  Sealtest 
commercials.  Even  so,  the  story  seemed 

played  out  by  the  time  the  usual  ending — 
and  they  lived  happily  ever  after — came 
about. 

The  "Magic  Fishbone"  was  based  on  an 
original  story  by  Charles  Dickens.  There 
was  no  doubting  that  fact.  Inevitably,  there 
was  the  commercial-house  and  childless 
baron  in  Londontown  who  fired  his  aging 

clerk  just  before  Christmas — and  the  "dark" with  seven  children  to  care  for  and  a  wid- 

ower at  that.  The  fantasy  was  a  rather  harm- 
less story  with  the  obvious  moral  tacked  on 

(faith  or  "wishing"  will  make  it  so;  nobody 

gets  anything  for  "nothing"  etc.  etc.) 
This  rather  pleasant  deviation  for  the 

viewer  into  the  world  of  make-believe  was 

full  of  Dickens-tested  ingredients:  the  fish- 

monger's boy  who  loved  the  princess  and 
went  to  China  in  the  tea  trade  to  make  his 

fortune,  the  good  fairy  "Grand  Marina," 
the  seven  children  all  wearing  crowns,  and 

good  "Papa" — He  would  not  trade  his 
seven  children  for  all  the  riches  of  the 

world.  The  fishbone?  good  for  one  wish 
only  said  the  Grand  Marina.  A  plot  well 
paced  but  apparently  padded,  a  process,  it 
seems,  film  can  do  so  easily. 

Production  costs:  Approximately  $150,000. 

Sponsored  by  John  H.  Breck  Inc.,  Hill 
Bros.  Coffee  Inc.  and  Sealtest  Div.  of 
National  Dairy  Products  Corp.,  all 

through  N.W.  Ayer  &  Son,  on  NBC-TV 
Tuesday,  Aug.  19,  8-9  p.m.,  pre-empting 
The  Investigator. 

Production:  Henry  Jaffe  Enterprises  Inc.  in 

association  with  Screen  Gems  Inc.;  pro- 

ducer: Alvin  Coo  per  man;  director:  Oscar 

Rudolph;  teleplay:  Margaret  Fitts,  based 

on  original  story  by  Charles  Dickens; 
associate  producers:  Norman  Lessing  and 

Shelly  Hull;  executive  consultant:  Mitchell 
Leisen. 

Stars:  Barry  Jones,  Estelle  Winwood,  Leo  G. 

Carroll,  Lisa  Daniels  and  Richard  Lupino. 

SEEN  AND  HEARD 

NBC-TV  made  the  airwaves  crackle  one 

morning  last  week  when  it  let  a  viewer  talk 

back  over  the  Today  show.  The  viewer  was 

former  Congressman  F.A.  Hartley  (R-NJ.), 

co-author  of  the  Taft-Hartley  Act.  He  called 
to  answer  comments  on  labor  legislation 
made  on  the  program  by  Robert  Kennedy, 
Senate  labor  rackets  committee  counsel. 

The  producers  telecast  the  impromptu  de- 
bate as  it  developed  between  Mr.  Kennedy 

on  camera  and  Mr.  Hartley  on  the  tele- 
phone line,  a  bit  made  possible  by  the 

Today  format  which  from  8-9  a.m.  does  a 

re-take  of  the  7-8  a.m.  segment.  The  Ken- 

nedy-Hartley debate  was  a  good  news  job 
and  worthy  of  the  show  that  consistently 

makes  mornings  such  an  interesting  ramble 
around  the  world  of  ideas  and  matter. 

t
h
e
"
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PHOTOCATHODE.  In- 
dividually processed 

to  give  outstanding sensitivity. 

OPTICAL  GLASS 
F  A  C  EPLATE  .For 

It's  the 

matchless 

in  camera 

tube  design 

that  puts 

RCA-5820's 

...AM 

This  is  an.  "inside  look"  at 

the  famous  RC A-5820  Image 
Orthicon.  The  design  is 

backed  by  25  years  of  re- 
search and  manufacturing 

experience  in  television 

camera  tubes.  RCA  orig- 

inated it.  And  RCA  con- 

tinues to  make  improve- 
ments in  this  famous  camera 

tube  in  accordance  with  the 

best  tube  engineering  practice  known. 

Consider,  for  example,  just  a  few  of  the 

important  advantages  now  incorporated  in 

RCA-5820's-MICRO-MESH  and  SUPER- 
DYNODE  design.  These  two  innovations 

alone  (1)  do  away  with  dynode  burn,  (2) 

eliminate  the  need  for  defocusing  to  stop 

mesh  pattern  and  moire,  (3)  improve  pic- 

ture-signal output,  (4)  reduce  tube  cost  per 
hour  of  camera  operation. 

Leader  in  camera  tube  development  ever 

since  the  early  days  of  electronic  television, 

RCA  today  offers  a  complete  line  of  TV  cam- 
era tubes.  Your  RCA  Electron  Tube  Distrib- 

utor is  "headquarters"  for  the  entire  RCA 
line  of  camera  tubes. 



K-NUZ  <md  only  K-Xl  Z 

dsdiv&hA.  iksL  <£ahq&AL  (puhckaAinQ. 

POWER
* 

or  Adult  Spendable  Income 

Audience  in  the  Houston  Market! 

#  SPECIAL  PULSE  SURVEY  (Apr.-May,  1958)  proves 

K-NUZ  delivers  the  largest  audience  with  spendable  income 
or  purchasing  power  in  Houston. 

NIELSEN  (June,  1958)  proves  K-NUZ  has  the  largest  adult 

audience  from  6  AM  to  6  PM  Monday  thru  Friday. 

Send  for  a  Copy  of  SPECIAL  PULSE  (Purchasing  Power  Delivered  by 
Houston  Radio  Stations — Apr.-May,  1958) 

TO  REACH  THE  PEOPLE  WHO  BUY  IN  HOUSTON— 

Broadcasting  Publications  Inc. 

ITS  K-NUZ- 

STILL  THE  LOWEST  COST 

PER  THOUSAND  BUY! 

National  Reps.: 
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We  have  nothing  to  hide 

The  statisticians  who  work  for  WMT 

look  like  croquet  hoops  from  bending 

over  backwards.  It's  the  relaxed  sell  we 
practice,  the  narrow-shouldered 
Ivy  model  statistic  we  quote.  Always 
whisper,  never  shout  is  our  modus 

operandi. 
Anytime  we  mention  a  figure,  we  first 
have  our  head  examined,  then  clear 
it  with  our  national  reps,  the  Katz 

Agency  (the  statistic,  we  mean). 

It's  too  hot  for  writing  letters  to  New 
York*  so  we're  just  going  to  rare 

f  back  and  promulgate  this  one  on  our 
own : 

Iowa  farm  cash  receipts  are  up 
17%  for  the  first  five  months  of 
this  year  (over  a  very  good 
1957).  On  July  1,  Iowa  farmers 
had  1,189,000  head  of  cattle  on 
feed,  up  14%  over  last  year. 
Cattle  prices  are  high.  Hog 
prices  are  high.  The  industrial 
side  of  our  balanced  economy  is 
equally  heady.  Farm  machinery 
is  clanking  happily;  food  proc- 

essing plants  are  loosening  their 
belts.  Local  building  construc- 

tion is  running  at  a  new  all-time 
high. 

Forsooth,  this  is  verily  a  hot 

market,  and  WMT-TV 
(mail  address  Cedar  Rapids) 
(CBS  Television  for  Eastern  Iowa) 
is  its  cynosure. 

i  I 

'■  Acknowledgments  of  orders  are 
different. 
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17.8  A.R.B.? 

Other  Official  Films  available  for  strip  programming:  Star  Performance,  formerly  Four  Star  Playhouse -153  programs 

Gross  Current /Dateline  Europe/Overseas  Adventure/formerly  Foreign  Intrigue -156  programs* American  Legend-80  prograi 



TROUBLE 

WITH 

FATH  ER 

Still  out-rating  top  network,  local  and  syndicated  shows— even  in  fourth 

and  fifth  runs— Stu  Erwin's  "Trouble  With  Father"  proves  strip  pro- 

gramming is  successful  programming.  109  stations  in  every  type  of  mar- 

ket have  run  these  130  films  for  leading  national  and  regional  sponsors. 

Ratings  prove  "Trouble  With  Father"  is  still  Number  L 

In  Indianapolis,  "Trouble  With  Father",  in  its  fifth  run,  seen  at  4:30  PM, 

pulled  a  rating  of  17.8  against  "Do  You  Trust  Your  Wife?"  with  4.9  and 

"Movie  Time"  with  4.8.  In  Huntington-Charleston,  West  Virginia,  seen  at  9:30  AM, 

"Trouble  With  Father",  in  its  third  run,  chalked  up  a  rating  of  12.3 

against  "The  Morning  Show"  with  5.1. 

Sponsors  prove  "Trouble  With  Father"  is  a  Number  1  Buy! 

High  ratings  and  tremendous  appeal  for  every  member  of  the  family  have  made 

"Trouble  With  Father"  a  resounding  success.  These  are  some  typical  sponsors: 

Beech-Nut  Life  Savers,  Inc.  •  The  Bon  Ami  Company  •  Brown  and  Williamson 

Tobacco  Corp.  •  Continental  Baking  Co.,  Inc.  •  The  Procter  and  Gamble  Co. 

Standard  Brands  Incorporated  •  Whitehall  Pharmacol  Company 

Produced  by  Hal  Roach,  Jr.  •  A  Roland  Reed  Production 

Call  the  leader REPRESENTATIVES : 
in  Strip  programming  I  Atlanta    •    Jackson  2-4878 

^ffiSto^   ~^Wr™"^^|      /  Bever,y  Hills    *    Crestview  6-3528 

jjgSKS^  
/  Chicago    •    Dearborn  

2-5246 
F 

Cincinnati    •    Cherry  1-4088 
/   Dallas    *    Emerson  8-7467 

^^58^^   ""^^^        /  Fayetteville    •    Hillcrest  2-5485 

.       TTTT  A/TC    T  /  Ft- Lauderdale    '    Logan  6-198
1 UrrlLilALi  rlLMo,  INC.     /  Minneapolis    •    Walnut  2-2743 

25  West  45  St.,  New  York     /  San  Francisco   .    Juniper  5.3313 
PLaza  7-0100      /  SL  Louis    .    Yorktown  5-9231 



MORE  THAN 

100% 

Greater  Listening  Audience 

W 

7:00  AM.  —  1 2  :00  Noon 
Monday   Thru  Friday 12:00  Noon-6:00  P.M. Monday   Thru  Friday 

WILS 58.3 60.5 

Sta.  B 25.6 21.2 

Sta.  C 7.7 9.8 

Sta.  D 3.7 3.2 

C.    E.    Hooper,   March-April,  '58 

5000 

LIVELY  WATTS 

w 

MORE  LISTENERS 

THAN  ALL  OTHER  STATIONS 

HEARD  IN  LANSING  COMBINED 

CONTACT 

VENARD 

RINTOUL  & 

McCONNELL,  INC. 

WILS 

tfvtf^  ne^s  s^0t\s 

81 

ASSOCIATED  WITH  PONTIAC'S 

OUR  RESPECTS 

to  Edwin  Kirk  Wheeler 

Spring  brought  a  new  perspective  on  living  and  learning  this  year  to  Edwin  K. 
Wheeler,  general  manager  of  radio  and  television  for  the  Detroit  News.  A  priv- 

ileged broadcaster,  he  had  been  chosen  by  his  organization  to  participate  in  the 
Harvard  Advanced  Management  Program.  He  studied  with  150  other  management 

representatives  on  the  three-month  "sabbatical  study  leave." 
The  routine  became  a  familiar  one — up  at  7  a.m.,  first  class  at  8:45,  a  45-minute 

coffee  break,  more  classes,  lunch,  group  discussions  in  the  late  afternoon  and  early 

evening  and  then  dinner — six  days  a  week,  for  13  weeks,  from  February  through 
May.  And  maybe  explore  the  Boston  area  on  weekends,  or  home  to  Detroit  for  a 
brief  visit. 

"It  gave  him  an  opportunity  to  meet  and  talk  with  management  men  in  varied 
other  fields  and  he  feels  it  was  most  helpful  in  rounding  his  abilities  as  a  broadcast 

administrator,"  Don  DeGroot,  assistant  general  manager  of  WWJ  and  WWJ-TV  re- 
ports in  discussing  the  boss'  return  to  the  stations.  What's  more,  Mr.  DeGroot  adds, 

it  gave  Ed  Wheeler  more  ammunition  for  his  personal  "believability"  concept  that 
has  become  the  trademark  of  the  stations'  operation. 

No  one  who  knows  Mr.  Wheeler  at  all  would  doubt  he'd  carry  this  same  ap- 
proach— described  by  one  colleague  as  "intensive  drive  and  brisk  accomplishment 

of  purpose" — to  Harvard's  Hamilton  Hall.  An  acknowledged  specialist  in  labor  rela- 
tions, he  took  courses  on  business  policy,  business  and  society,  cost  and  financial  ad- 

ministration, marketing  administration,  administrative  practices  and  labor  relations. 

Mr.  Wheeler's  personal  credo  of  advertising,  according  to  business  associates  and 
staff  members,  encompasses  integrity  of  the  advertiser,  quality  of  product,  value  of 
services  and  validity  of  client  claims  and  is  acknowledged  to  run  through  the  whole 

organization  of  WWJ  and  WWJ-TV.  It's  a  philosophy  that  has  worn  well  during  a 
managerial  tenure  that  started  16  years  ago  at  WWJ,  became  fused  into  the  news- 

paper side  and  spilled  back  over  into  tv.  Last  November  Ed  Wheeler  was  "old"  enough 
(20  years  in  radio)  to  become  eligible  for  the  Broadcast  Pioneers  Club. 

A  native  Detroiter  (born  Nov.  23,  1908),  young  Ed  attended  local  public  schools 
and  recalls  an  early  identification  with  the  Detroit  News  as  a  delivery  boy.  He 
advanced  his  education  with  night  extension  courses  at  Wayne  U.  and  the  U.  of 
Michigan  in  speech,  semantics,  journalism,  advertising  and  radio. 

Edwin  Kirk  Wheeler  started  his  business  career  in  sales  promotion  at  the  U.S. 
Rubber  Co.  in  1926  and  11  years  later  joined  the  sales  department  of  WWJ 

(via  a  classified  advertisement  in  the  Detroit  News).  He  was  appointed  manager  of 

W45D,  now  WWJ-FM,  and  was  among  the  first  to  become  active  in  industry  fm 
affairs.  He  became  assistant  general  manager  of  WWJ  in  1942.  During  World  War 

II  he  served  as  liaison  with  government  agencies  and  civic  groups,  supervised  pro- 
gramming and  handled  station  promotion,  public  relations  and  publicity. 

Television  came  to  Detroit  March  4,  1947,  and  Mr.  Wheeler  added  WWJ-TV  to 
his  responsibilities  as  assistant  general  manager.  He  also  was  assigned  by  the  News 

to  handle  labor  relations  and  contract  negotiations  for  WWJ  and  WWJ-TV.  His 
achievements  proved  so  valuable  the  News  pulled  him  over  to  the  print  side  as 

business  manager  in  1949  ("The  newspaper  had  twice  as  many  unions  as  the 

broadcast  properties,"  he  recalls).  He  returned  to  WWJ  and  WWJ-TV  as  general 
manager  in  1952. 

Mr.  Wheeler's  growing  stature  in  the  industry  won  him  other  assignments:  mem- 
bership on  NAB's  labor  relations  advisory  committee,  a  two-year  term  as  secretary- 

treasurer  of  the  NBC-TV  Affiliates  Committee  and  membership  on  the  NBC  Radio 
Affiliates  program  committee. 

In  this  highly-competitive  market,  national  spot  is  up  20%  on  WWJ-TV  and  radio 
is  more  than  holding  its  own,  says  Ed  Wheeler,  who  cites  this  as  a  vindication  of  cer- 

tain convictions:  (1)  "We  have  strongly  insisted  on  publishing  and  maintaining  rate 
cards;  (2)  we've  adopted  a  rubber  stamp  for  agency  contracts  which  specify  against 

triple-spotting  ...  we  tell  them  we  have  never  done  it  anyway." 
Mr.  Wheeler  "raided"  NBC  on  Aug.  10,  1953,  for  the  hand  of  Mary  Jo 

Peterson,  a  network  actress  from  New  York  and  Madison,  Wis.  Mr.  Wheeler 
is  a  non-resident  member  of  the  New  York  Radio  &  Television  Executives  Club  and 

charter  member  of  the  Society  of  Television  Pioneers.  In  community  affairs,  he  is  a 

director  of  the  Detroit  Adcraft  Club  and  belongs  to  the  Detroit  Economic  Club's 

advisory  board,  Detroit  United  Foundation's  board,  Detroit  Hearing  Center's  board, 

Junior  Achievement  of  Southeastern  Michigan's  advisory  board  and  the  mayor's 
Detroit  Tomorrow  Committee.  He  likes  spectator  sports  and  is  a  voracious  reader. 
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To  call  your  signals  for  BIGGEST  results  in  Detroit . . . 

this  ALL-AMERICAN  BACKFIELD 

will  make  you  a  winner  on 

New  faces  ...  new  features  ...  a  new  studio  atop  the  Sheraton -Cadillac 

Hotel  in  downtown  Detroit  .  .  .  give  a  new  look  to  Detroit's  dominant 

sports  station.  Advertisers  who  KNOW  use  the  KNORR  network.  It's 
your  best  buy  in  the  rich  Detroit  market 

Save  up  to  15%  by  using  2  or  more  of  these  powerful  stations 

WKMH         WKMF         WELL  WSAM  WKHM 

Dearborn-Detroit  Flint,  Mich.  Battle  Creek,  Mich.  Saginaw,  Mich.  Jackson,  Mich. 

USE  4  OR  5  STATIONS ...  SAVE  15%  •  USE  ANY  3  STATIONS...  SAVE  10%  •  USE  ANY  2  STATIONS...  SAVE  5% 

KNORR  BROADCASTING  CORP. 
Fred  A.  Knorr,  Pres. 

Represented  by  Headley-Reed 
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In  the  Syracuse  Market 

WSYR  COVERS 

*80%  MORE  RADIO  HOMES 

Than  the  No.  2  Station 

This  amazing  margin  of  superiority  makes 

WSYR  unquestionably  the  most  effective  and 

economical  buy  for  radio  advertisers  in  a  market 

where  buying  power  exceeds  $2l/o  billion  annu- 

ally. There's  another  .  .  .  even  more  important 

.  .  .  reason  why  WSYR  is  far  and  away  the  lead- 

ing station  in  one  of  America's  truly  important 
markets : 

Quality  Programming  Delivers 

The  Responsive  Audience 

WSYR  attracts  the  adult,  able-to-buy  audience 

by  maintaining  a  high  standard  of  quality  per- 

formance, b.y  professional  performers.  In  every 

category  of  programming — news,  music,  sports, 

drama,  variety,  farm  programs  and  public  ser- 

vice events — WSYR  is  the  leader  in  the  Syra- 
cuse area. 

*Niclsen  Coverage  Service  No.  2 

Represented  Nationally  By 

THE  HENRY  I.  CHRISTAL  COMPANY 

NBC  in  Central  New  York 

5  KW       •    SYRACUSE,  N.  Y.    •    570  KC 
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MEASURING  TV,  A  MASSIVE  MEDIUM 

•  Its  mass  is  weighed  by  new  Nielsen  Coverage  Service 

•  Its  heartbeats  will  be  recorded  by  new  Arbitron 

•  Its  uhf  struggles  are  described  in  special  analysis 

Television  is  getting  a  new  payload  of  statistical 

selling  and  buying  tools  and  a  new  program- 

ratings  system  this  week. 

The  new  buying  and  selling  implements  consist 

of  the  massive  results  of  Nielsen  Coverage  Serv- 

ive  No.  3 — the  first  nationwide,  county-by-county 

updating  of  U.  S.  television  station  coverage  since 

1956.  It  shows  whopping  growth. 

The  new  tv  ratings  service  is  American  Research 

Bureau's  Arbitron  instant-ratings  system.  Ham- 

pered by  technical  installation  problems  that  de- 

layed its  scheduled  January  start,  Arbitron  is  now 

set  to  go  in  New  York.  Officials  say  free  sample 

reports,  initiated  a  week  ago,  will  continue  this 

week  and  commercial  operation  will  start  next 

Monday  ( Sept.  1 ) .  They  say  their  seven-city  net- 

work report  via  the  instantaneous  technique  will 

follow  shortly. 

The  NCS  3  reports,  final  tabulations  of  which 

were  to  be  mailed  to  subscribers  last  week  and  this, 

spell  out  average  daily,  weekly  and  monthly  cover- 

age of  all  "reportable"  stations,  daytime  and  night- 
time separately.  Releasing  highlights  last  week, 

Nielsen  officials  called  it  their  "largest  coverage 

service." 
The  highlights  showed  marked  advances  in  such 

areas  as  gross  monthly  circulation  of  U.  S.  sta- 

tions, number  of  stations  available  to  and  used  by 
television  audiences,  set  saturation  and  number  of 

"reportable"  stations. 

In  a  companion  study,  prepared  especially  for 

Broadcasting,  the  Nielsen  organization  also  an- 

alyzed uhf  audience  developments  in  a  number  of 

sample  markets — some  mixed,  some  uhf-only.  Al- 

though growth  patterns  varied  from  market  to 

market,  it  showed  a  noticeable  failure  of  uhf  home 

usage  to  keep  pace  with  overall  tv  growth  in  most 

of  the  mixed  markets  studied. 

What  NCS  3  shows 

A  steady  pattern  of  growth  was  shown 

for  television  in  new  facts  and  figures  re- 
leased by  the  A.  C.  Nielsen  Co.  last  week. 

Made  public  as  the  firm  started  distribu- 
tion of  final  tabulations  of  Nielsen  Coverage 

Service  No.  3  to  its  subscribers,  highlights 
of  that  study  included: 

•  Gross  monthly  circulation  of  U.  S. 

television  stations  is  152,840,000  homes — 
up  more  than  10.4  million  in  two  years. 

o  The  average  tv  home  tunes  three  to 

four  stations  regularly.  The  one-channel 

market  is  "a  thing  of  the  past." 
•  "Reportable"  tv  stations — those  tuned 

at  least  once  a  month  by  at  least  10%  of  all 

homes  in  a  county — have  increased  by  14% 
since  1956,  rising  from  441  to  505.  If  sta- 

tions that  have  changed  channels  are  count- 
ed as  new  stations  the  increase  is  17%, 

from  431  to  505. 

•  The  505  stations  serve  42.4  million  dif- 
ferent tv  homes. 

•  Tv  set  saturation  has  risen  from  72.8% 

of  all  homes  in  1956  to  83.9%  in  1958. 

•  A  total  of  36  stations  have  monthly 
circulations  exceeding  one  million  homes, 

as  compared  to  29  such  stations  in  1956. 
The  number  with  circulations  below  250,000 

is  higher  now  than  then  (349  vs.  324),  but 

as  a  percentage  of  all  tv  stations  it  is  smaller 
(69%  against  73%). 

•  A  total  of  45  states  have  gained  new 
television  service  since  1956.  Average  gain 

per  state:  3.5  stations.  The  average  state 
gets  service  from  22  stations,  up  19%  since 
1956,  with  more  than  half  of  this  service 

originating  at  out-of-state  stations. 
These  highlights  from  NCS  3  were  re- 

leased by  John  K.  Churchill,  vice  president, 
and  other  Nielsen  officials  at  a  news  confer- 

ence in  New  York  last  Wednesday.  The 

1958-vs.-1956  comparisons  relate  to  NCS  3, 

conducted  last  spring,  and  NCS  2,  con- 
ducted in  spring  1956. 

Mr.  Churchill  said  final  tabulations  of 

NCS  3  were  being  mailed  to  subscribers  last 
week  and  this.  He  said  agency  subscribers 
would  receive  their  material  this  week. 

The  152.8  million  gross  monthly  circula- 
tion for  U.  S.  tv  stations  reflects  a  total 

monthly  reach  of  10.4  million  homes  for 

post-1956  stations.  But  total  circulation  has 
gained  much  more  than  10.4  million  since 
1956.  In  the  1956  NCS  2  study  no  total 
gross  circulation  figures  were  computed. 

Thus  the  measurement  of  1956  stations' 
circulation  in  1958 — totaling  142,386,000 
homes — gives  those  stations  the  benefit  of 
aimost  seven  million  homes  that  have  ac- 

quired tv  since  1956.  The  1956  stations' TEXT  CONTINUED  OVERLEAF 

•  Arbitron  in  action  . . .  .  page  32 

•  The  uhf  audience  page  34 
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Instant  ratings — ready  to  go 

The  Arbitron  tv  instant-ratings  service  is  all  set  to  go  commercial 
in  New  York  Sept.  1  [Closed  Circuit,  Aug.  18].  Director  James 
W.  Seller  of  American  Research  Bureau,  initiator  and  operator  of 
the  Arbitron  system,  said  the  New  York  sample  should  be  at  the 
commercial  level  this  week  and  that  free  copies  will  be  distributed 
until  Sept.  I, 

He  also  expected  the  Arbitron  seven-city  network  ratings — 
called  the  multi-market  network  report — to  be  in  operation  about 
a  week  later.  This  will  compile  ratings  on  network  programs  simul- 

taneously in  Chicago,  Philadelphia,  Detroit,  Cleveland,  Baltimore 

and  Washington  in  addition  to  New  York.  The  Arbitron  local  serv- 
ice in  Chicago  is  expected  to  be  ready  within  a  few  weeks  and  local 

service  in  Los  Angeles  in  about  three  months,  Mr.  Seiler  reported. 

Specially  equipped  home  sets  linked  to  a  central  office  by  tele- 
phone lines  permit  the  instantaneous  recording  of  ratings,  via 

electronic  computers,  in  the  Arbitron  system  [Advertisers  & 
A.G1  nctes,  Dec.  23,  9,  1957].  In  the  New  York  central  office  the 
local  ratings  are  shown  continuously  in  lights  on  a  huge  board  (see 
pictures),  as  well  as  in  permanent  form  as  recorded  every  90  seconds. 

The  New  York  service,  originally  set  to  start  last  January,  has 

been  delayed  by  difficulties  in  getting  the  telephone-line  arrange- 
ments working  satisfactorily.  Officials  said  last  week,  however,  that 

the  New  York  sample  would  be  up  to  commercial  level  this  week 

— about  225  homes  linked  out  of  an  ultimate  sample  of  300. 
They  said  the  seven-city  service  would  eventually  have  600  homes 

linked  and  probably  would  go  commercial  when  the  sample  reaches 

500.  The  Chicago  local  installation  now  has  about  one-half  of  the 
planned  203  homes  connected  and  probably  will  be  put  on  a  com- 

mercial basis  when  the  figure  passes  150. 
The  Arbitron  homes,  ARB  officials  report,  were  selected  by  the 

most  accurate  statistical  method  possible.  They  have  estimated,  for 
example,  that  in  New  York  an  Arbitron  rating  of  10  would  come 
within  1%  of  the  actual  tune-in  for  the  entire  New  York  area. 

In  New  York,  samples  of  the  local  service  were  distributed  free 
last  week  to  some  1,000  to  1,200  advertiser,  agency  and  station 
executives.  The  free  distribution  will  continue  until  Sept.  1;  then 
reports  will  go  only  to  subscribers. 

Agency  subscribers — who  officials  said  include  44  of  the  top  50 
agencies — will  get  the  daily  reports  as  a  substitute  for  the  ARB 
diary  reports  at  no  additional  charge  for  the  present.  Station  sub- 

scription prices  will  range  from  $2,700  a  month  for  the  station 
with  the  highest  hourly  rate,  down  to  about  $800  a  month  for  the 
station  with  the  lowest  rate.  ARB  officials  said  a  number  of  sta- 

tions had  wanted  to  subscribe  earlier  but  that  ARB  did  not  want 

to  sign  any  until  the  service  was  set  to  go  commercial. 

7:57  p.m.:  Near  the  end  of  this  half-hour  WRCA-TV  is  well  out 

in  front  with  Win  With  a  Winner.  WABC-TV's  Sugarfoot  and 
WCBS-TV's  Name  That  Tune  are  sharing  second  honors  almost 
equally,  while  rest  of  field  are  grouped. 

ARBITRON  IN  ACTION 

Here's  how  the  Arbitron  lights  showed  second-by-second  changes 
in  New  York  local  television  ratings  in  a  demonstration  test  last 
Tuesday  night.  Each  light  bulb  on  the  board  represents  two  homes, 
linked  by  telephone  lines  with  the  Arbitron  central  office.  There, 
electronic  computers  record  the  ratings  every  90  seconds  while  the 

board  shows  tune-in  and  tune-out  continuously,  as  they  occur.  At 
the  same  time,  Arbitron  recording  machine  (picture  below)  makes 
printed  record  of  ratings  every  90  seconds.  This  record  is  distributed 
to  subscribers. 

What  NCS  3  shows  continued 

circulation,  if  measured  in  1956,  would 

necessarily  have  been  much  lower  than  the 
142  million  figure. 

Overall,  the  average  U.  S.  tv  home  was 
found  to  use  3.61  stations  at  least  once  a 
month. 

On  a  weekly  basis,  home  usage  in  the 

average  county  came  to  2.4  stations  day- 

time, 2.7  at  night — as  compared  to  1.3  day- 
time and  1.5  at  night  in  1956.  But  homes 

are  not  using  all  the  channels  they  can  get. 
The  study  showed  that  in  the  average  U.  S. 
county  4.5  stations  are  available  (compared 
to  4  in  1956). 

In  a  special  analysis  of  rural  viewing — 
this  also  on  a  weekly  rather  than  monthly 
basis — Nielsen  showed  that  in  the  average 
county  of  less  than  10,000  homes,  viewers 
tune  to  2.6  stations  for  evening  programs 
(up  from  1.2  stations  in  1956)  and  to  2.4 

stations  for  daytime  shows  (up  from  1.1  in 
1956).  Yet  the  average  rural  county  has 
4.4  stations  available. 

The  study  also  showed  that  67.8%  of  the 
homes  in  rural  counties  own  television  sets. 

These  represent  13.1%  of  all  tv  homes.  In 

1956,  51.4%  of  rural-county  homes  were  tv 
equipped,  representing  11.8%  of  all  tv 
homes. 

In  metropolitan  counties  tv  ownership  has 
gone  from  83.9%  to  90.9%  since  1956.  In 

other  large  counties  it  has  risen  from  77.9% 
to  87.9%,  and  in  medium  counties  from 
63.1%  to  78.6%. 

Texas  leads  all  the  other  states  in  terms 

of  increased  service  since  1956.  Twelve  ad- 
ditional stations  now  are  seen  in  the  state, 

bringing  its  total  to  52  (of  which  41  are 
located  in  Texas).  Pennsylvania  picked  up 

only  one  new  service,  but  ranks  next  to 

Texas  in  total  services  available — 51  (of 
which  21,  three  fewer  than  in  1956,  origi- 

nate within  its  borders). 

Delaware,  Louisiana  and  New  Jersey  lost 
one  service  apiece  between  1956  and  1958, 
while  Michigan  and  the  District  of  Columbia 
showed  no  change.  New  Jersey  remains  the 
only  state  without  a  television  transmitter 

within  its  borders  (but  it  receives  service 
from  11  outside  stations). 

The  505  "reportable"  stations  found  in 
the  survey  compare  with  508  shown  by 
FCC  records  to  be  on  the  air  the  first  of 

March,  at  approximately  the  same  time  the 

Nielsen  survey  was  made.  This  would  in- 
dicate that  three  stations  were  not  tuned 

at  least  once  a  month  by  as  many  as  10% 
of  all  the  homes  in  any  county. 

In  releasing  data  from  NCS  3,  Mr. 

Churchill  called  the  study  the  most  exten- 
sive tv  coverage  measurement  yet  con- 

ducted. He  said  information  was  compiled 

from  more  than  200,000  homes — some  50,- 

000  more  than  the  Nielsen  company's  orig- 
inal minimum  goal.  The  study  was  spon- 

sored by  the  three  tv  networks,  more  than 

40  top  agencies  and  advertisers  and  approx- 
imately 125  stations. 

Unlike  NCS  2,  the  new  project  did  not 
cover  radio.  But  Mr.  Churchill  said  he  could 

not  really  disagree  with  radio  broadcasters 
generally  in  their  feeling  they  were  not 

"ready"  for  another  nationwide  coverage 
study  at  this  time,  only  two  years  after  the 
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8:06  p.m.:  Station  break  is  past,  new  programs  have  started  and 
Sugarfoot,  going  into  its  second  half-hour,  takes  commanding  lead. 
WRCA-TV  has  lost  ground  with  Shirley  Temple  Storybook,  WCBS- 
TV  is  holding  its  own  with  Mr.  Adams  and  Eve. 

8:27  p.m.:  WABC-TV  and  WRCA-TV  are  almost  neck  and  neck, 

WCBS-TV  has  dropped  back  slightly.  WOR-TV's  Million  Dollar 
Movie  although  in  mid-picture,  is  beginning  to  move  up.  WPIX 
has  added  a  few  baseball  fans.  WNTA-TV,  showing  Wrestling  from 
Texas,  8-9  p.m.,  varied  little  in  rating. 

8:20  p.m.:  Sugarfoot  has  lost  its  big  edge  but  still  leads.  WOR-TV, 
whose  90-minute  Million  Dollar  Movie  ("Five  Came  Back")  is  now 
50  minutes  along,  is  maintaining  improvement  it  showed  earlier,  and 
WPIX  (TV)  is  holding  its  Yankees  baseball  audience. 

8:33  p.m.:  Programs  have  changed,  and  it's  a  new  picture  again. 
WCBS-TV  is  out  front  with  Keep  Talking,  WRCA-TV  and  Shirley 
Temple  are  a  close  second,  WABC-TV  is  third  with  Wyatt  Earp. 

WPIX's  baseball  audience  is  still  growing.  WABD  (TV)  is  moving 
up  with  City  Assignment.  WNTA-TV  holds  own. 

last  one.  He  pointed  out  that  tv,  a  much 
newer  medium,  had  grown  rapidly  in  two 

years  while  radio,  older  and  more  en- 
trenched, could  not  expect  such  big  strides. 

Mr.  Churchill  also  stressed  that  NCS 

coverage  figures  "can  be  used  with,  but  do 
not  replace  Nielsen's  market-by-market  Sta- 

tion Index  ratings.  Ratings  and  coverage 
are  related  very  much  the  way  that  weather 
and  climate  are  related. 

"Weather  is  the  specific  condition  hour 
by  hour  and  day  by  day;  like  a  rating,  it 
changes.  Climate  ...  is  the  sum  total  of 
all  the  weather  over  long  time  periods.  Like 

coverage  it's  the  composite  of  many  days, weeks  and  months. 

"Coverage  is  an  appraisal  of  daily,  weekly 
or  monthy  tune-ins  (daytime  vs.  nighttime) 
to  a  station,  based  upon  county-by-county 
samplings.  Coverage  is  similar  to  the  cir- 

culation of  magazines  and  newspapers  and 

does  not  pinpoint  station  or  network  au- 
diences at  a  specific  quarter-hour  or  for  a 

particular  program  as  does  a  rating." 
He  cited  eight  "primary  uses"  of  cov- 

erage data: 

"1.  By  stations  and  networks,  for  aid  in 
determining  equitable  rates — related  to  au- 

dience circulations. 

"2.  By  stations  and  networks,  in  deter- 
mining selection  of  affiliations  with  major 

extension  of  territory  served. 

"3.  By  agencies  and  advertisers,  to  select 
facilities  capable  of  matching  their  product 
distribution  needs  or  dealer  territorial  re- 

quirements. 
"4.  By  agencies  and  advertisers,  to  al- 

locate campaign  costs  against  sales  or  other 
areas  in  proportion  to  overall  reach  of 
facilities  used. 

"5.  By  buyers  and  sellers  alike,  in  deter- 
mining areas  for  productive  promotion 

and/or  tie-in  advertising. 

"6.  By  audience  researchers,  to  determine 
productive  areas  for  additional  research — 
by  programs  or  audience  characteristics. 

"7.  By  all  subscribers  to  determine  areas 
of  relative  strength  or  weakness  within  a 

station  coverage  pattern  or  between  com- 

petitive patterns. 

"8.  By  engineers  (and  others)  to  analyze 
co-channel  and  adjacent  channel  interfer- 

ence or   interference-free  areas." 
Agency  and  advertiser  subscribers  to 

NCS  3  as  of  Aug.  15  were  listed  as  N.  W. 
Ayer  &  Son,  Ted  Bates  &  Co.,  BBDO, 

Benton  &  Bowles,  Blitz-Weinhard  Co.,  Bor- 
den Co.,  Leo  Burnett  Co.,  Campbell-Ewald 

Co.,  Campbell-Mithun,  Carter  Products, 

Chrysler  Corp.,  Cohen  &  Aleshire,  Comp- 
ton  Adv.,  Cunningham  &  Walsh,  Dancer- 

Fitzgerald-Sample,  D'Arcy  Adv.,  Erwin, 
Wasey,  Ruthrauff  &  Ryan,  William  Esty 
Co.,  Fitzgerald  Adv.,  Foote,  Cone  & 
Belding,  Gardner  Adv.,  Grey  Adv.,  Bryan 
Houston,  Kenyon  &  Eckhardt,  Kudner 

Agency,  Lang,  Fisher  &  Stashower,  Lennen 
&  Newell,  Liller,  Neal  &  Battle  Adv., 

Thomas  J.  Lipton  Inc.,  J.  M.  Mathes,  Mc- 
Cann-Erickson,  Dan  B.  Miner  Co.,  Need- 
ham,  Louis  &  Brorby,  Ogilvy,  Benson  & 

Mather,  Potts-Woodbury,  Procter  &  Gam- 
ble, John  W.  Shaw  Adv.,  Walker  Saussy 

Adv.,  Sullivan,  Stauffer,  Colwell  &  Bayles, 
Tatham-Laird,  J.  Walter  Thompson  Co., 
Van  Sant  Dugdale  &  Co.,  Geoffrey  Wade 
Adv.,  Weiner  &  Gossage  Adv.  and  Young 
&  Rubicam. 
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What  NSC  3  shows  continued 

How  uhf  circulation  is  affected 

by  vhf  or  uhf -only  competition 

What  happens  to  the  uhf  audience  when 
a  vhf  station  moves  into  what  had  been  an 

all-u  market?  Does  it  continue  to  grow,  or 

does  it  level  off — or  slide  back?  How  does 

its  movement — whatever  the  direction — 

stack  up  against  uhf  viewing  in  markets  that 
remain  all-u? 

These  questions  have  bothered  advertisers 

and  agencies,  along  with  station  operators, 

since  the  beginning  of  intermixture.  In  terms 

of  specific  programs  they  have  been  an- 

swered by  ratings,  but  now — for  the  first 
time — it  is  possible  to  answer  them  on  the 
broader  basis  of  overall  station  coverage  and 
levels  of  actual  usage. 

These  answers  become  available  through 

a  comparison  of  A.  C.  Nielsen  Co.'s  NCS  3 
data,  now  being  released  to  subscribers  (see 

page  31),  with  similar  findings  in  NCS  2, 
conducted  in  1956. 

To  give  a  before-and-after  glimpse  of  uhf, 

Henry  Rahmel,  general  manager  of  the  Niel- 
sen Broadcast  Division,  released  to  Broad- 

casting the  1958-vs.-1956  findings  in  a 
number  of  sample  markets,  some  mixed  and 

some  uhf-only. 
These  samples  show  one  reasonably  clear 

trend  in  long-range  audience  reaction  to  the 
introduction  of  a  v  into  a  u  market:  When  a 

market  becomes  mixed,  the  growth  in  uhf 

user  homes — homes  watching  uhf  at  least 
once  a  month — does  not  keep  pace  with  the 
growth  in  total  tv  homes. 

Even  this  conclusion  must  be  stated  as  a 

generality,  because  in  orie  mixed  market 

"uhf  user  homes"  increased  just  a  bit  more 
(on  a  percentage  basis,  not  numerically)  than 

total  tv  homes — -and  in  one  uhf-only  mar- 
ket the  percentage  rate  of  uhf  growth  lagged 

a  bit  behind  the  growth  in  all  tv  homes. 
(Among  the  sample  markets,  even  those 
without  a  vhf  station  can  receive  some  vhf 

service  from  "outside.") 
In  only  one  of  six  instances,  however,  did 

the  gain  in  uhf  user  homes  exceed  the  gain 
in  tv  homes  on  a  numerical  basis.  The  ex- 

ception: Springfield-Greenfield,  Mass.  This 
is  possible  because  Nielsen  measures  uhf 
usage,  not  uhf  ownership;  Thus  it  would  be 
possible  for  uhf  usage  to  show  an  increase 
even  if  no  new  sets  were  installed. 

Despite  the  failure  of  uhf  to  grow  apace 
with  tv  generally,  it  should  be  noted  that  in 

every  market  in  the  sample  that  Nielsen  pro- 
vided to  Broadcasting,  uhf  user  homes 

were  substantially  higher  than  in  1956.  This 
is  not  true  in  the  U.  S.  as  a  whole,  where  the 
total  number  of  uhf  stations  has  fallen  off 

since  1956.  Nielsen  released  figures  a  fort- 

night ago  showing  that  the  nation's  uhf  user 
homes  had  dropped  8%,  from  3,864,560  in 

1956  to  3,563,960,  in':  1958  [Stations, 
Aug.  11]. 

Market  by  market,  here  is  how  uhf  has 

fared  since  1956  in  the  sample  markets. 
Coverage  data  is  from  Nielsen;  station  in- 

formation from  Broadcasting's  records. 
(For  details,  See  accompanying  tables.) 

Fresno,  Calif.  This  market  has  three  sta- 

tions, two  uhf  and  one  v.  The  u's,  ch.  47 
KJEO  and  ch.  24  KMJ-TV,  started  in  1953. 
The  v,  ch.  12  KFRE-TV  started  in  May 
1956,  too  late  for  the  NCS  measurement 

that  year.  Thus  the  Fresno  data  presents  the 
picture  of  a  market  which  for  two  years  now 
has  been  mixed.  In  these  two  years,  what  has 

happened? 
The  number  of  "reportable"  uhf  counties 

(those  where  at  least  10%  of  all  homes 

watch  uhf  at  least  once  a  month)  is  un- 
changed, seven.  The  number  of  counties 

where  home  usage  is  maximum — that  is, 
where  80  to  100%  of  all  homes  use  uhf  at 

least  once  a  month — has  dropped  from 
six  to  five,  but  there  is  one  new  county  in 

the  50-79%  bracket  and  one  in  the  mini- 

mum 10-24%  group.  The  number  of  tele- 
vision homes  in  these  seven  counties  has 

risen  34.9%,  while  the  number  of  uhf  user 

homes  has  gained  almost  one-third  less,  or 
24.9%.  Yet  the  number  of  homes  using  uhf 
has  increased  by  almost  43,000  (Total  tv 
homes  have  increased  70,000.) 

Hartford-New  Britain,  Conn.  Here 

again  there  are  two  pre- 1956  uhf  stations 
(ch.  18  WHCT,  started  in  1954,  and  ch.  30 

WNBC,  started  in  1953)  and  one  post-1956 

v,  ch.  3  WTIC-TV,  started  in  1957).  The  u's 
are  both  network-owned. 

In  this  case  the  number  of  reportable 
uhf  counties  has  increased  from  six  to 

seven,  with  three  in  each  year  having  80 

to  100%  of  their  respective  homes  classi- 
fied as  uhf  users.  The  only  difference  in 

the  county  classification  is  that  in  1958 
two  counties  instead  of  one  fall  into  the 
10-24%  group. 

The  number  of  uhf  user  homes  in  the 

area  has  increased  from  256,400  to  318,- 
230,  but  this  24.1%  gain  in  uhf  is  only 

one-half  as  large  as  the  48.8%  increase  in 
tv  homes  generally  (up  from  325,790  to 
484,860). 

Norfolk,  Va.  Here  two  u's  are  battling 
two  v's,  but  once  more  the  u's  were  there 
first.  Ch.  15  WVEC-TV  and  ch.  27  WTOV- 
TV  started  within  a  few  weeks  of  each 

other  in  1953.  Ch.  3  WTAR-TV  and  ch. 
10  WAVY-TV  both  commenced  since  the 
1956  NCS  study. 

In  this  case  the  number  of  reportable  uhf 

counties  has  dropped  from  1 1  to  8 — but 
the  number  of  uhf  user  homes  not  only  has 

increased,  but  has  done  so  at  a  faster  rate — 

percentage  wise,  not  numerically — than  to- 
tal tv  homes.  UHF  user  homes  have  gone 

from  85,670  to  99,970  for  a  gain  of  16.7%, 
while  total  tv  homes  have  risen  from  175,- 
890  to  203,210  for  a  gain  of  15.5%.  Just 
under  half  of  all  tv  homes  in  the  area  are 
classified  as  uhf  users. 

Elkhart-South  Bend,  Ind.  This  is  a  mar- 
ket where  the  only  vhf  service  comes  from 

outside.  All  three  of  its  uhf  stations  date 

back  before  the  NCS  2  survey,  but  two 

of  them  were  using  other"  channels  then. 
WSBT-TV  and  WSJV  (TV)  have  both 
moved  to  chs.   22   and   28   since  1956. 

WNDU-TV  has  been  on  the  air  on  ch.  16 
since  mid- 1955. 

Although  the  market  has  no  vhf  station, 
the  number  of  reportable  uhf  counties  has 
dropped  from  14  to  12.  The  two  lost 

counties,  however,  were  just  above  mini- 
mum reporting  standards  in  1956,  so  this 

loss  cannot  be  considered  significant.  The 
number  of  uhf  user  homes  has  climbed 

11.8%  from  128,870  to  144,130)  while 

total  tv  homes  have  increased  10%  ( 1 80,- 
510  to  198,530). 

Springfield-Greenfield,  Mass.  This 
market  study  shows  the  effect  (at  least  in 
this  one  instance)  of  adding  a  uhf  satellite 

to  an  all-u  market.  Ch.  22  WWLP  (TV)  and 
ch.  40  WHYN-TV  commenced  operations 
in  1953;  WWLP  added  a  satellite  on  ch.  32 
in  mid-1957. 

The  number  of  reportable  uhf  counties 

has  not  changed — six  in  each  survey.  One 
county  has  slipped  in  its  home-usage  level. 
Even  so,  the  number  of  uhf  user  homes 

has  grown  by  17.5%  (from  257,790  to 
302,860)  as  csmpared  to  a  12.4%  increase 
in  total  tv  homes  (309,780  to  348,090). 

Fort  Wayne,  Ind.  Here  is  a  three-sta- 
tion uhf  market.  Ch.  15  WANE-TV  and 

ch.  33  WKJG-TV  have  been  competing 
since  pre-1956,  and  ch.  21  WPTA  (TV)  has 
come  on  in  nearby  Roanoke,  Ind.,  since 

then.  The  number  of  reportable  uhf  coun- 
ties has  grown  from  23  to  24,  but  the  num- 
ber of  uhf  user  homes  has  not  quite  kept 

pace  with  the  growth  in  total  homes.  Total 

tv  homes  are  up  21.2%  (206,740  to  250,- 
630)  while  uhf  user  homes  are  up  20.6% 
(173,850  to  209,580). 

Signal  isn't  everything 
It  takes  more  than  signal  strength  to  build 

a  television  audience.  To  make  this  point, 
A.  C.  Nielsen  Co.  cited  a  case  taken  from 
its  new  NCS  3  studies. 

Without  naming  stations  involved,  Nielsen 
vice  president  John  Churchill  said: 

"A  new  and  an  established  vhf  station 
both  serve  several  counties  in  common. 

Much  of  their  programming  is  identical, 

and  their  signal  enters  the  common  coun- 
ties from  different  directions — a  differential 

of  90  degrees. 

"Engineers  would  say  that  both  stations 
have  equal  and  adequate  signals  in  both 
counties,  but  to  make  full  use  of  the  new 

station,  the  typical  tv  home  in  these  areas 
would  have  to  do  some,  or  perhaps  all,  of 
the  following: 

"Discover  the  new  station  accidentally,  or 
as  a  result  of  promotion,  at  a  point  on  the 
dial  previously  dead;  abandon  loyalty  to  an 

'old  friend'  and  stop  viewing  the  established 
station;  rotate  their  antenna  90  degrees  to 
face  the  new  station  rather  than  the  estab- 

lished one;  increase  the  high-band  efficiency 
of  their  antenna,  since  all  television  stations 

in  the  area  prior  to  the  new  station  used 
the  lower  channels. 

"By  spring  of  1958,  after  almost  a  year 
of  operation,  in  county  A  the  new  station 
had  three-quarters  of  the  coverage  of  the 
established  station.  In  county  B  it  reached 

less  than  one-quarter  as  many  homes  as  are 
served  by  the  established  station. 

"This  example  demonstrates  that  the  abil- 
ity to  serve  a  home  with  adequate  signal  is 

often  but  the  first  step  in  building  an  audi- 

ence." 
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THE  MAIN  FINDINGS  OF  NCS  3 

Gross  monthly  circulation  of  all  reportable  stations        Number  of  stations  with  circulation  in  each  state 

1956  Reportable  Stations 
Newly  Reportable  Stations  C58) 
1958  Total 

1958  "Homes  Reached' 
142,386,000 
10,454,000 

152,840,000 

No.  of  Stations 
Per  U.S.  Tv  Home 

3.38 .23 

3.61 

Number  of  stations  by  size  of  monthly  circulation 

1956 1958 

Over  1,000,000  circ. 
500,000—1,000,000 
250,000—500,000 
Under  250,000 
Total  reportable  stations 

Number Percent Number Percent 29 
7 36 7 

27 6 

34 

7 

61 
14 

86 

17 324 

73 349 
69 

441 100% 505 100% 

Penetration  of  tv  in  average  counties  of  various  sizes 

1956 

of 

Reportable  Tv Stations Used  Weekly 
No. Size Stations Per Home 

Counties (Total  Homes) 
Daytime Nighttime 

77 Over  100  M 4.7 
1.9 

2.7 
240 25-100M 

4.5 
1.8 2.2 

317 
4.6 1.8 

2.4 

508 10-25M 4.2 1.5 1.7 

2,248 Under  10M 3.9 1.1 1.2 

3,073 U.  S.  Average 
4.0 1.3 

1.5 

1958 

84 Over  100M 
4.9 

2.6 3.5 
243 25-100M 

4.7 2.4 3.1 
327 4.7 2.5 

3.2 
515 10-25W1 

4.7 
2.5 

2.9 

2,233 Under  10M 
4.4 2.4 

2.6 

3,075 U.  S.  Average 
4.5 

2.4 
2.7 

Note:  The  above  table  is  based  on  the  average  county  situation,  not  the  average 
home  weighted  by  population.  Thus,  these  figures  need  not  check  out  with  the 
average  home  data  from  NTI.  This  is  deliberate. 

Number  of  Stations  Serving  State 

By  State 

of  Origin 
By  Reportable  Coverage  in  State 

l7JO 17JO 
1956 

1958 
Alabama 8 9 22 25 
Arizona 7 8 7 9 
Arkansas 5 6 

19 

23 

California 

29 29 

31 33 
Colorado 9 9 13 18 
Connecticut 3 5 18 21 
Delaware 1 1 

10 

9 
Dist.  of  Columbia 4 4 4 4 Florida 14 16 

19 22 

Georgia 13 

12 

22 24 
Idaho 4 5 

11 

12 
Illinois 

19 20 
40 

44 
Indiana 

13 16 28 

31 

Iowa 11 12 26 

29 

Kansas 6 7 21 

25 

Kentucky 
3 5 

23 

27 
Louisiana 11 12 

19 18 

Maine 5 6 9 11 
Maryland 4 4 17 

19 

Massachusetts 6 8 

13 

17 

Michigan 13 12 30 

30 

Minnesota 8 9 

19 

23 Mississippi 
3 6 16 

23 

Missouri 16 15 27 

32 

Montana 4 6 7 14 
Nebraska 6 9 18 

22 

Nevada 3 4 5 

11 

New  Hampshire 1 1 9 14 
New  Jersey — — 

12 

11 
New  Mexico 4 6 

12 

20 

New  York 21 24 33 

34 

North  Carolina 13 12 

26 

31 
North  Dakota 6 9 8 12 

Ohio 
19 

19 

33 

36 

Oklahoma 8 9 

23 

27 

Oregon 
5 8 

18 20 

Pennsylvania 

50 

51 
Rhode  Island 2 2 5 8 

South  Carolina 8 8 

15 

16 
South  Dakota 2 5 8 11 
Tennessee 11 14 16 22 Texas 35 41 

40 

52 

Utah 
3 4 3 6 

Vermont 1 1 

10 14 

Virginia 9 12 

25 

31 

Washington 

10 

13 17 

19 

West  Virginia 7 8 

20 

26 

Wisconsin 12 13 

30 

33 

Wyoming 1 4 11 15 
Canadian  &  Mexican 11 16 

20 30 

Total 441 505 

938 1,115 

THE  UHF  AUDIENCE:  TWO-YEAR  HISTORY 

Fresno,  Calif. 

REPORTABLE  UHF  COUNTIES*  REPORTABLE  UHF  AUDIENCE 
Total  by  uhf  home  usage  Total  tv  uhf    %  total  uhf 

homes  in 
uhf  counties 

NCS  2  7     —     1     —       6  201,020 
NCS  3  7      1     —      1       5  271,270 
%  Change  +34.9 

*  Counties  where  at  least  10%  of  total  homes  are  uhf  user-homes 

10-    25-    50-  80- 
24%  49%  79%  100% 
—     1     —  6 
1—15 

user    area  tv  homes 
homes     using  uhf 

172,330  85.7 
215,270  79.4 

+  24.9 

South  Bend,  Ind. 

REPORTABLE  UHF  COUNTIES*  REPORTABLE  UHF  AUDIENCE 
Total  by  uhf  home  usage  Total  tv  uhf    %  total  uhf 

10-    25-    50-   80-  homes  in         user    area  tv  homes 
24%  49%  79%  100%  uhf  counties    homes     using  uhf 

NCS  2  14      4      1     —       9  180,510       128,870  71.4 
NCS  3  12      1      3       1       7  198,530       144,130  72.6 
%  Change  +10.0  +11.8 

*  Counties  where  at  least  10%  of  total  homes  are  uhf  user-homes. 

Hartford,  Conn. 

REPORTABLE  UHF  COUNTIES*  REPORTABLE  UHF  AUDIENCE 
Total  by  uhf  home  usage  Total  tv  uhf  %  total  uhf 

10-    25-   50-   80-  homes  in  user  area  tv  homes 
24%  49%  79%  100%  uhf  counties  homes  using  uhf 

NCS  2              612—       3  325,790  256,400  78.7 
NCS  3              722—      3  484,860  318,230  65.6 
%  Change  +48.8  +24.1 

*  Counties  where  at  least  10%  of  total  homes  are  uhf  user-homes. 

Springfield,  Mass. 
REPORTABLE  UHF  COUNTIES*  REPORTABLE  UHF  AUDIENCE 

Total  by  uhf  home  usage  Total  tv  uhf    %  total  uhf 
10-    25-    50-    80-  homes  in         user    area  tv  homes 
24%  49%  79%  100%  uhf  counties    homes     using  uhf 

NCS  2               6     —     2       1       3  309,780       257,790  83.2 
NCS  3               6     —     3—       3  348,090       302,860  87.0 
%  Change  +12.4  +17.5 

*  Counties  where  at  least  10%  of  total  homes  are  uhf  user-homes. 

Norfolk,  Va. 

REPORTABLE  UHF  COUNTIES*  REPORTABLE  UHF  AUDIENCE 
Total  by  uhf  home  usage  Total  tv  uhf    %  total  uhf 

NCS  2  -. 
NCS  3  ; 
%  Change 

11 

10-    25-    50-  80- 
24%  49%  79%  100% 

.6.3.2  — 
15      2  — 

homes  in 
uhf  counties 
175,890 
203,210 

+15.5 

user  area  tv  homes 
homes     using  uhf 

85,670  48.7 
99,970  49.2 

+  16.7 *  Counties  where  at  least  10%  of  total  homes  are  uhf  user-homes. 

Fort  Wayne,  Ind. 

REPORTABLE  UHF  COUNTIES*  REPORTABLE  UHF  AUDIENCE 
Total  by  uhf  home  usage  Total  tv  uhf    %  total  uhf 

10-    25-    50-    80-  homes  in         user    area  tv  homes 
24%  49%  79%  100%  uhf  counties     homes     using  uhf 

NCS  2  23     —     1     10     12  206,740       173,850  84.1 
NCS  3  24      2      2   .    2     18  250,630       209,580  83.6 
%  Cnange  +21.2  +20.6 

*  Counties  where  at  least  10%  of  total  homes  are  uhf  user-homes. 
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ADVERTISERS  S  AGENCIES 

SPOT  TV  SOARS  TO  NEW  RECORD 

•  Gain  of  9.4%  recorded  during  second  quarter,  TvB  finds 

•  Procter  &  Gamble  far  in  lead  with  Lever  ranking  next 

Advertisers  spent  $130,353,000  for  spot 
television  time  during  the  second  quarter 
of  1958.  nearly  10%  more  than  the  same 
period  in  1957. 

The  gain  is  shown  in  compilations  of  spot 
totals  released  today  (Aug.  25)  hy  Television 

Bureau  of  Advertising.  TvB  President  Nor- 
man E.  Cash  said  the  total  represented  the 

highest  quarterly  figure  in  spot  tv  history. 

A  week  ago.  TvB  released  the  total  net- 
work tv  time  expenditures  of  advertisers  for 

the  second  quarter.  That  total  was  $139,- 
338,596  [Advertisers  &  Agencies,  Aug. 
18].  First  quarter  tv  network  and  spot  total 
was  $262,766,116,  bringing  the  combined 

network-spot  total  for  the  first  six  months 
to  $532,457,712. 

The  network  figures  are  compiled  for  TvB 

by  Leading  National  Advertisers  and  Broad- 
cast Advertisers  Report;  the  spot  figures  by 

N.  C.  Rorabaugh  Co.  All  figures  are  gross 
time  charges. 

Mr.  Cash  said  the  analysis  of  the  275 
stations  reporting  in  the  second  quarters  of 
last  year  and  this  year  showed  an  increase  of 

9.4%  in  spot  tv  expenditures  for  those  sta- 
tions. (The  estimated  advertiser  expenditure 

for  the  first  quarter  of  this  year  reflected 
reports  from  329  stations  and  represented  a 
9.7%  increase  over  the  same  period  last 

year.) 
In  the  spot  tv  breakdown  for  the  quarter, 

WHAT  THE 

1.  PROCTER  &  GAMBLE  $8,454,700 
2.  LEVER  BROTHERS   4,636,800 

3.  COLGATE-PALMOLIVE    ...  4,180,400 
4.  BROWN  &  WILLIAMSON        .  3,237,700 
5.  GENERAL   FOODS    3,110,300 
6.  ADELL  CHEMICAL    2,961,800 
7.  CONTINENTAL  BAKING       .  .  2,390,500 
8.  MILES  LABS    1,917,200 
9.  AMERICAN  HOME  PRODUCTS  1,880,500 

10.  P.  LORILLARD   1,653,200 
11.  PHILIP   MORRIS    1,339,400 
12.  NATIONAL  BISCUIT   1,286,300 
13.  CARTER  PRODUCTS   1,253,600 
14.  INTERNATIONAL  LATEX     .  .  1,188.400 

15.  COCA-COLA  BOTTLERS    ...  1,118,500 
16.  STERLING  DRUG   1,109,200 
17.  CHARLES  ANTELL   1,095,400 

18.  WARNER-LAMBERT  PHAR- 
MACEUTICAL   1,073,600 

19.  STANDARD  BRANDS   967,600 

20.  PEPSI-COLA  BOTTLERS  ...  967,000 
21.  ANDREW  JERGENS    965,200 
22.  TEXIZE  CHEMICAL   900,500 
23.  FOOD  MANUFACTURERS  INC.  871,900 
24.  S.  C.  JOHNSON  &  SON  ....  871.000 

25.  GILLETTE   857,500 
26.  ROBERT   HALL    843,000 
27.  texas  co   820,100 
28.  esso  standard  oil   817,900 
29.  bulova  watch   812,600 
30.  shell  oil    807.700 
31.  nehi  bottlers   768,800 

32.  bristol-myers    732.500 
33.  gulf  oil   727,000 
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Procter  &  Gamble  was  in  first  place  with 

$8,454,700  (for  that  quarter  in  network,  P 
&  G  had  hit  $13,057,882).  Lever  Bros,  was 
in  second  place  in  the  spot  tv  listing  for  the 

quarter,  moving  up  from  $2,011,200  spent 

in  the  second  quarter  last  year  to  $4,636,- 
800  in  the  second  quarter  of  1958.  Colgate- 
Palmolive  was  third  with  $4,180,400. 

Eighteen  advertisers  spent  over  $1  million  in 
spot  tv  during  the  second  quarter. 

There  were  eight  advertisers  in  the  100 

top  spot  spenders  for  the  first  time  in  any 
quarter:  Blatz  Brewing  Co.,  Canada  Dry  Co. 
Bottlers,  Frenchette  Co.,  Gulf  Oil  Corp., 

Hoffman  Beverage  Co.  Bottlers,  S.  C.  John- 
son &  Son,  Jacob  Ruppert  Brewery  and  Sun 

Oil  Co. 

Categories  showing  percentage  increases 
the  second  quarter  of  this  year  compared 
with  the  same  period  of  a  year  ago:  ale,  beer 
and  wine  up  15%;  dental  products  173%; 
household  cleaners,  cleansers,  polishes,  etc. 
50%;  household  laundry  products  78%; 

sporting  goods,  bicycles,  toys  179%. 
Among  the  spot  advertisers  appearing  in  the 

top  100  in  the  second  quarter  of  1958  which 

increased  their  expenditures  materially  com- 
pared to  the  same  quarter  1957  were:  Adell 

Chemical  Co.,  from  $700,300  to  $2,961,800; 
American  Home  Products  from  $850,000  to 

$1,880,500;  Bristol-Myers  Co.,  from  $409,- 
400  to  $732,500;  Colgate-Palmolive  Co., 

34.  drug  research  corp.  .  .  717,200 
35.  general  mills    713,800 

36.  anheuser-busch    713,400 
37.  r.  j.  reynolds   676,500 
38.  pabst  brewing   649,200 
39.  falstaff  brewing   640,500 
40.  liggett  &  myers   582,600 
41.  marathon  corp   555,500 

42.  alberto-culver    519,500 
43.  frenchette  co   515,000 
44.  piel  bros   513,600 

45.  dumas-milner    506,700 
46.  schlitz  brewing   506,700 
47.  william  wrigley  jr.  co.  506,500 

48.  salada-shirriff-horsey  .  495,000 
49.  ward  baking    484,600 
50.  swift  &  co   484,100 
51.  AMERICAN  TOBACCO    483,800 
52.  P.  BALLANTINE  &  SONS     .  .  480,800 
53.  J.  A.  FOLGER  &  CO   461,300 
54.  BURGERMEISTER     BREWING  460.000 
55.  HAROLD  F.  RITCHIE  INC.   .  456,900 
56.  h.  j.  heinz  co   455,800 
57.  u.  S.  BORAX  &  CHEMICAL  446,300 
58.  THEO.  HAMM  BREWING       .  432,300 

59.  STANDARD  OIL  (iND.)   428,700 
60.  NORWICH   PHARMACAL  416,200 
61.  PHILLIPS    PETROLEUM  406,600 
62.  GENERAL  CIGAR    405,600 
63.  PARKER  PEN    404.500 
64.  BLOCK  DRUG    399,400 
65.  KELLOGG    395,100 
66.  canada  dry  bottlers  383,500 
67.  sun  oil   380,600 

from  $1,777,800  to  $4,180,400;  Drug  Re- 
search Corp.,  from  $8,800  to  $717,200; 

General  Mills,  from  $119,200  to  $713,800; 

Andrew  Jergens  Co.,  from  $46,600  to  $965,- 
200;  Lever  Brothers  Co.,  from  $2,011,200 

to  $4,636,800;  Parker  Pen  Co.,  from  $109,- 
600  to  $404,500;  Procter  &  Gamble  Co., 
from  $6,518,900  to  $8,454,700;  Safeway 
Stores,  Inc.,  from  $243,100  to  $336,000; 

Salada-Shirriff -Horsey  from  $155,900  to 
$495,000;  Standard  Brands,  Inc.,  from 

$286,700  to  $967,600;  Ward  Baking  Co. 
from  $21,000  to  $484,600. 

PRODUCT  SPENDING 

2nd  QUARTER  1 958— Estimated  Expendi- 
tures of  National  and  Regional  Spot  Tele- 
vision Advertisers  by  Product  Classification: 

AGRICULTURE   $  289,000 
FEEDS,  MEALS    169,000 
MISCELLANEOUS    120,000 

ALE,  BEER  &  WINE    11,603,000 
BEER  &  ALE   10,746,000 
wine    857,000 

amusements,  entertainment    168,000 

automotive    1,915,000 

anti-freeze     
batteries     
CARS    917,000 
tires  &  tubes    541,000 
trucks  &  trailers   37,000 
miscellaneous  accessories  & 
supplies    420,000 

CONTINUED  on  page  39 

68.  DR.  PEPPER  BOTTLERS    .  .  .  377,900 
69.  CORN    PRODUCTS    REFINING  374,700 
70.  B.  T.  BABBITT  CO   374,600 
71.  HILLS  BROS.  COFFEE   371,300 
72.  GREAT  A  &  P  TEA   368,200 
73.  m.  j.  b.  co   366,600 
74.  american  bakeries    365,100 
75.  pacific  tel.  &  tel   359,800 
76.  nestle    350,400 
77.  schaefer  brewing    349,800 

78.  exquisite  form  bras  .  .  .  348,100 
79.  american  sugar  refining  347,200 
80.  u.  s.  rubber    345,900 
81.  SAFEWAY   STORES    336,000 
82.  JACOB    RUPPERT   BREWERY  331,300 

83.  QUAKER  OATS    323,200 
84.  TIDY  HOUSE  PRODUCTS   .  .  .  321,000 
85.  ATLANTIC  REFINING    316,000 

86.  HOFFMAN  BEVERAGE 
BOTTLERS    315,300 

87.  MAYBELLINE    314,900 
88.  CARLING   BREWING    309,500 
89.  FORD  MOTOR   301,800 
90.  KROGER    301,600 
91.  MAX  FACTOR    300,100 
92.  INTERSTATE  BAKERIES  ....  294,200 
93.  RAYCO  MFG   292,700 

94.  best  foods   292.600 
95.  sardeau  inc   290,100 
96.  weidemann  brewing  .  .  .  286,600 
97.  blatz  brewing    280,700 
98.  hunt  foods    278,800 
99.  american  health  studios  277,500 

100.  E.  &  J.  GALLO  WINERY  .  .  .  273,600 

Broadcasting 

TOP  100  SPENT  IN  SPOT  TV 



They're  All  Listening  to  News 

(Mais  are  available  to  AP  members  on  request) 
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ALREADY  SOLD  TO  SUCH  BLUE-CHIP  ADVERTISERS  AS  .  .  , 

Joseph  Schlitz  Brewing  Company     •     Conoco  Oil  Company Midland  Federal  Savings  &  Loan  Assn. 

and  s*n  addition 

WNBQ  Chicago 
WHDH  Boston 
WISN  Milwaukee 
WTIC  Hartford 
KING  Seattle 
KXLY  Spokane 

WTCN  Minneapolis 
WLWI  Indianapolis 
WCKT  Miami 
WFAA  Dallas 
KELP    El  Paso 
KVII  Amarillo 

KONO     San  Antonio 
WTAE  Pittsburgh 
WBAL  Baltimore 
WTOP  Washington 
WBRE  Wilkes-Barre 
KTTV     Los  Angeles 

KLZ  Denver 
KLOR    Salt  Lake  City 
KOAT  Albuquerque 
KOLD  Tucson 
KPHO  Phoenix 
KFRE  Fresno 
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ADVERTISERS  &  AGENCIES  continued 

building  material,  equipment, 
fixtures,  paints   1,130,000 

fixtures,  plumbing, 
supplies    165,000 
materials    175,000 
PAINTS   712,000 
POWER  TOOLS    6,000 

MISCELLANEOUS    72,000 

CLOTHING,  FURNISHINGS,  ACCESSORIES  2,984,000 
CLOTHING    2,377,000 
FOOTWEAR   552,000 
HOSIERY    50,000 
MISCELLANEOUS    5,000 

CONFECTIONS  &  SOFT  DRINKS    7,648,000 
CONFECTIONS    2,145,000 
SOFT  DRINKS    5,503,000 

CONSUMER  SERVICES    3,771,000 
DRY  CLEANING  &  LAUNDRIES  .  .  .  26,000 
FINANCIAL    502,000 
insurance    723,000 
medical  &  dental   32,000 
moving,  hauling,  storage    .  58,000 
public  utilities    1,884,000 
religious,  political,  unions  285,000 
schools  &  colleges    29,000 
miscellaneous  services  .  .  .  232,000 

cosmetics  &  toiletries    12,565,000 
cosmetics    1,342,000 
deodorants    1,141,000 
depilatories   64,000 
hair  tonics  &  shampoos  ...  2,808,000 
hand  &  face  creams,  lotions  721,000 
home  permanents  & 

COLORING    1,650,000 
PERFUMES,  TOILET  WATERS, 
ETC   308,000 

razors,  blades   249,000 
shaving  creams,  lotions, 
etc   386,000 

TOILET  SOAPS    3,479,000 
MISCELLANEOUS    417,000 

DENTAL  PRODUCTS    4,923,000 
DENTRIFICES    4,381,000 
MOUTHWASHES    285,000 
MISCELLANEOUS    257,000 

DRUG  PRODUCTS    8,841,000 
COLD  REMEDIES   932,000 
HEADACHE  REMEDIES   1,820,000 
INDIGESTION   REMEDIES    2,037,000 
LAXATIVES    884,000 
VITAMINS   753,000 
WEIGHT  AIDS    704,000 
MISCELLANEOUS  DRUG 

PRODUCTS    1,530,000 
DRUG  STORES   181,000 

FOOD  &  GROCERY  PRODUCTS   32,255,000 
BAKED   GOODS    7,232,000 
CEREALS    2,332,000 
COFFEE,  TEA  &  FOOD  DRINKS  6,893,000 
CONDIMENTS,  SAUCES, 
APPETIZERS    1,908,000 

DAIRY  PRODUCTS    2,336,000 
DESSERTS    344,000 
DRY  FOODS  (FLOUR,  MIXES, 

RICE,  ETC.)    1,743,000 
FRUITS  &  VEGETABLES,  JUICES  1,975,000 
macaroni,  noodles,  chili, 
etc   327,000 

margarine,  shortenings  .  .  .  1,280,000 
meat,  poultry  &  fish   1,717,000 
soups    70,000 
miscellaneous  foods   1,409,000 

MISCELLANEOUS  FROZEN  FOODS  332,000 
FOOD  STORES   2,357,000 

GARDEN  SUPPLIES  &  EQUIPMENT    296,000 

GASOLINE  &  LUBRICANTS    6,926,000 
GASOLINE  &  OIL   6,627,000 
OIL  ADDITIVES    252,000 
MISCELLANEOUS    47,000 

HOTELS,  RESORTS,  RESTAURANTS   $  116,000 

HOUSEHOLD  CLEANERS,  CLEANSERS, 
POLISHES,  WAXES    4,566,000 

CLEANERS,   CLEANSERS    2,837,000 
floor  &  furniture  polishes, 

waxes    1,443,000 
glass  cleaners    89,000 
home  dry  cleaners    77,000 
SHOE  POLISH    11,000 
MISCELLANEOUS  CLEANERS  .  .  .  109,000 

HOUSEHOLD  EQUIPMENT  — APPLIANCES  1,398,000 

HOUSEHOLD  FURNISHINGS    613,000 
BEDS,  MATTRESSES,  SPRINGS  .  .  387,000 
FURNITURE  &  OTHER 

FURNISHINGS    226,000 

HOUSEHOLD  LAUNDRY  PRODUCTS  ...  10,009,000 
BLEACHES,   STARCHES    1,484,000 
PACKAGED  SOAPS,  DETERGENTS  8,166,000 
MISCELLANEOUS    359,000 

HOUSEHOLD  PAPER  PRODUCTS    1,401,000 
CLEANSING  TISSUES   362,000 
FOOD  WRAPS    407,000 
NAPKINS    115,000 
TOILET  TISSUE   184,000 
MISCELLANEOUS    333,000 

HOUSEHOLD,  GENERAL    1,223,000 
BROOMS,  BRUSHES,  MOPS,  ETC.  93,000 
CHINA,  GLASSWARE,  CROCKERY, 
CONTAINERS    29,000 

DISINFECTANTS,    DEODORIZERS  223,000 
FUELS  (HEATING,  ETC.)    201,000 
INSECTICIDES,   RODENTICIDES  .  .  334,000 
KITCHEN  UTENSILS    51,000 
MISCELLANEOUS    292,000 

NOTIONS    156,000 

PET  PRODUCTS    916,000 

PUBLICATIONS    219,000 

SPORTING  GOODS,  BICYCLES,  TOYS  ..  .  315,000 
BICYCLES  &  SUPPLIES   3,000 

GENERAL  SPORTING  GOODS    .  .  .   
TOYS  &  GAMES    284,000 
MISCELLANEOUS    28,000 

STATIONERY,  OFFICE  EQUIPMENT   21,000 

TELEVISION,  RADIO,  PHONOGRAPH, 
MUSICAL  INSTRUMENTS    333,000 

ANTENNAS    7,000 
RADIO  &  TELEVISION  SETS        .  103,000 
RECORDS  95,000 
MISCELLANEOUS    128,000 

TOBACCO  PRODUCTS  &  SUPPLIES   8,918,000 
CIGARETTES    8,177,000 
CIGARS,  PIPE  TOBACCO   623,000 
MISCELLANEOUS    118,000 

TRANSPORTATION  &  TRAVEL   935,000 
air   380,000 
bus    278,000 
rail    220,000 
miscellaneous    57,000 

WATCHES,  JEWELRY,  CAMERAS    1,765,000 
CAMERAS,  ACCESSORIES, 
SUPPLIES    94,000 

SPOT  TV  BY  TIME,  TYPE 

DAY 
$  44,539,000 

34.2% 

NIGHT 73,186,000 56.1 
LATE  NIGHT 12,628,000 9.7 

$130,353,000 100.0 

ANNOUNCEMENTS* $  94,129,000 

72.2% 

id's 

15,106,000 11.6 
PROGRAMS 21,118,000 

16.2 

$130,353,000 100.0 

*  Includes  Participations 

CLOCKS  &  WATCHES   826,000 
JEWELRY   39,000 
PENS  &  PENCILS    792,000 
MISCELLANEOUS    14,000 

MISCELLANEOUS    2,133,000 
TRADING  STAMPS   290,000 
MISCELLANEOUS   PRODUCTS    .  .  915,000 
MISCELLANEOUS  STORES   928,000 
TOTAL,  $130,353,000 

Dodge,  Plymouth  Plan 

To  Continue  Radio,  Tv 

Though  the  Chrysler  Corp.  is  revamping 

its  broadcast  strategy  for  Dodge  and  Plym- 
outh automobiles  for  the  1958-59  season, 

indications  last  week  were  that  radio-tv 
would  not  suffer  in  the  process. 

The  major  change,  it  was  learned,  centers 

around  the  dropping  by  Dodge  of  half-spon- 
sorship of  the  one-hour  Monday  night  pro- 

gram carried  on  ABC-TV  last  season  under 
the  title  of  Top  Tunes  and  New  Talent,  fea- 

turing Lawrence  Welk.  Dodge  will  continue 
with  the  one-hour  Lawrence  Welk  Show  on 

Saturday  night  on  ABC-TV.  Spokesmen  for 

the  company's  agency,  Grant  Adv.,  Detroit, 
declined  to  list  media  plans  at  this  time  but 
another  source  said  Dodge  plans  to  step  up 

its  radio-tv  spot  effort  to  take  up  the  slack 
caused  by  the  withdrawal  from  Top  Tunes 
and  New  Talent  thus  obviating  a  cut  in  the 
radio-tv  budget. 

For  1957-58,  Dodge  had  allocated  about 
$21  million  to  all  media,  with  tv  and  radio 

garnering  about  53%  of  the  budget.  It  has 
been  acknowledged  by  the  agency  that  since 

unit  sales  did  not  approach  a  pre-determined 

figure,  the  allocation  was  reduced.  It  is  esti- 
mated that  Dodge  will  spend  about  $20  mil- 

lion for  the  coming  year,  with  the  exact 
figure  raised  or  reduced,  depending  on  unit 
sales. 

There  will  be  a  heavy  concentration  of 

spot  radio-tv  advertising  in  two  weeks  pre- 
ceding the  introduction  of  1959  models  in 

early  October  and  a  similar  effort  in  a  sub- 
sequent two-week  period.  A  continuous  spot 

radio  campaign  will  be  conducted  in  selected 
markets  throughout  the  year  and  spot  tv 

will  be  on  an  "in-and-out"  basis. 
As  part  of  the  change  in  strategy,  Plym- 

outh in  1958-59  will  sponsor  fully  the  one- 
hour  ABC-TV  program  it  shared  last  season 

with  Dodge.  It  will  be  re-titled  The  Plym- 
outh Show  and  again  will  feature  Lawr- 
ence Welk  but  the  format  will  be  altered 
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ADVERTISERS  &  AGENCIES  continued 

slightly  and  a  new  time  and  date  are  being 
discussed.  It  was  reported  that  one  reason 
for  the  change  is  that  Plymouth  officials  felt 

that  last  year  the  company  suffered  in  com- 
parison with  Dodge,  because  the  latter 

gained  impetus  from  sponsoring  Mr.  Welk's 
Saturday  night  program.  The  Plymouth 
thinking  is  that  sole  association  with  a  Welk 

tv  program  this  season  will  build  up  a  strong- 
er viewer  identification  with  the  product. 

Plymouth,  however,  will  not  have  the  net- 
work television  saturation  of  last  season.  It 

has  dropped  its  sponsorship  of  the  Betty 
White  Show  on  ABC-TV  and  one-week-out- 

of-four  sponsorship  of  Climax  on  CBS-TV. 
It  is  believed,  however,  that  its  investment 

on  the  Plymouth  Show  will  almost  approxi- 
mate its  expenditures  on  the  three  shows  of 

last  season,  and,  moreover,  Plymouth  will 

increase  its  radio-tv  spot  budget  over  last 

year.  Of  an  approximate  $23  million  adver- 
tising budget  in  1957-58,  Plymouth  ear- 

marked about  35-40%  to  radio-tv  and  this 
ratio  is  expected  to  be  continued. 

Formal  announcement  of  Dodge  and 

Plymouth's  advertising  plans  is  expected  in 
September. 

Keyes,  Madden  &  Jones 

Gets  Florists  Account 

Florists'  Telegraph  Delivery  Assn., 
Detroit,  tossed  a  new  business  bouquet  to 

Keyes,  Madden  &  Jones  Wednesday  (Aug. 
20):  Its  advertising  budget  worth  about 
$2.8  million  in  billing. 

KM&J's  appointment  came  as  the  agen- 
cy picked  up  still  another  account,  the 

$1,750,000  radio-tv  budget  of  Oral  Roberts 
Evangelistic  Assn.,  Tulsa,  formerly  handled 

by  C.  L.  Miller  Co.,  New  York.  Radio-tv 
make  up  more  than  one-half  of  Oral 

Roberts'  ad  budget. 
The  agency  for  some  time  has  set  its 

mark  at  a  $20  million  billing  and  reported- 
ly is  nearer  that  mark  with  the  addition 

of  last  week's  new  business.  About  half  its 
billing  is  in  broadcast  media. 

KM&J  is  a  new  agency  in  name  and  ac- 
tually is  the  outgrowth  of  the  former  Russel 

M.  Seeds  Co.,  Chicago.  It  has  main  offices 

in  Chicago,  New  York  and  Hollywood.  Prin- 
cipals of  KM&J,  formed  nearly  a  year  ago: 

Board  Chairman  Freeman  Keyes,  who  was 
in  that  capacity  with  the  Seeds  agency; 
President  Edward  D.  Madden,  former  In- 

ternational Latex  and  NBC-TV  executive; 
Howard  A.  Jones,  once  executive  vice  pres- 

ident, Grant  Adv.,  and  now  in  that  post  with 

KM&J  in  charge  of  creative  activity,  and 
David  Hale  Halpern,  senior  vice  president 

and  manager  of  the  agency's  New  York  of- 
fice (he  held  similar  title  with  Joseph  Katz 

Co.  before  joining  KM&J).  Its  more  active 
broadcast  accounts  include  Bond  Clothes, 

Brown  &  Williamson  Tobacco  (Raleigh  cig- 
arettes and  Sir  Walter  Raleigh  tobacco; 

Viceroy  and  Kool  cigarettes  are  handled 
by  Ted  Bates),  W.  A.  Sheaffer  Pen  and 
Pinex  Co.  (cough  syrups). 

Mr.  Jones,  whose  former  agency,  Grant, 

held  the  FTDA  account  for  16  years,  ap- 
parently will  supervise  the  account  directly 

from  the  Chicago  office  of  the  agency.  Os- 
tensibly, the  move  appointing  MJ&A  was  a 

surprise"  but  a  faction  of  the  FTDA  mem- 
bership has  been  anxious  to  see  the  asso- 

ciation's headquarters  moved  from  Detroit 
to  Chicago  (MJ&A  has  no  Detroit  office) 
[At  Deadline,  Aug.  18]. 

This  situation  played  a  part  in  the  client's 
decision.  MJ&A  was  one  of  four  contending 

"finalists"  among  agencies  heard  by  the  ad- 
vertiser. The  others:  Cunningham  &  Walsh; 

MacManus,  John  &  Adams,  and  N.  W. 

Ayer  &  Son. 
As  expected,  the  public  relations  portion 

of  the  account  has  been  separated  from 
the  advertising  and  will  be  awarded  later 

to  a  public  relations  firm. 
When  the  FTDA  account  was  pulled 

from  Grant  early  in  July  with  60-day  notice 
of  cancellation  [Advertisers  &  Agencies, 

July  7],  tv  was  said  to  have  figured  in  the 

background  of  the  FTDA-Grant  fallout. 
FTDA  had  earmarked  more  than  90%  of 

its  budget  in  1958-59  to  alternate-week  spon- 

sorship of  CBS-TV's  Person  to  Person  show 
(Fri.,  10:30-11  p.m.).  It  was  learned  author- 

itatively that  FTDA  at  present  is  not  of  a 
mind  to  continue  in  network  tv,  though 

agency  officials  commented  that  media 
plans  are  not  set. 

It  had  been  reported  that  FTDA's  heavy investment  in  tv  to  virtual  exclusion  of 

other  media  may  have  contributed  to  the 
disassociation  with  Grant.  Some  members 

of  the  association  have  been  unhappy  about 
the  heavy  concentration  in  tv.  Up  to  this 

year,  the  association's  budget,  supported  by 
11,000  florist  members  here  and  in  Canada, 

largely  was  in  newspapers  and  some  local 
florists  at  the  prodding  of  local  newspapers 

apparently  had  complained  to  FTDA  when 
the  organization  went  into  tv  last  spring. 

The  Oral  Roberts  change  from  C.  L. 

Miller  to  MJ&A  may  presage  a  more  am- 
bitious use  of  the  broadcast  media  in  which 

the  evangelistic  group  traditionally  has 
placed  faith  and  money. 

COMMERCIAL  POPULARITY 

ARB's  Index  for  July  1958 

%  Commercial 
Mention 

1.  piel's  beer    8.1 
2.  hamm's  beer    7.5 
3.  DODGE    3.9 
4.  FALSTAFF  BEER   2.5 
5.  BURGERMEISTER  BEER    2.4 

6.  SEVEN-UP    2.4 
7.  RAID    2.2 
8.  WINSTON  CIGARETTES   2.2 
9.  ZEST  SOAP    2.2 

10.  BLACK  FLAG    1.8 
11.  BALLANTINE   BEER    1.6 
12.  TIP  TOP  BREAD   1.6 

13.  ALKA-SELTZER    1.5 

14.  WILKIN'S  COFFEE    1.5 
15.  BABO    1.4 
16.  GILLETTE    1.4 
17.  KODAK    1.3 
18.  NEWPORT  CIGARETTES    1.3 
19.  REVLON    1.3 
20.  IVORY  SOAP    1.1 
21.  LIQUID  CHIFFON    1.1 
22.  GENERAL  ELECTRIC   1.0 
23.  KAISER  ALUMINUM    1.0 

Cashmere  Bouquet: 

New  One  for  D'Arcy 

Fast-stepping  D'Arcy  Adv.,  St.  Louis,  con- 
tinued its  brisk  pace  of  new  business  acqui- 

sition last  week,  when  Colgate-Palmolive  Co. 

selected  D'Arcy  as  the  agency  for  the  $2 
million  business  of  Cashmere  Bouquet  soap  I 

and  Cashmere  Bouquet  beauty  preparations. 

The  Cashmere  account  follows  the  Stude- 
baker-Packard  and  Nehi  Corp.  business  into 

the  D'Arcy  shop  in  recent  weeks,  raising 
D'Arcy's  billing  to  about  $59  million  [Ad- 

vertisers &  Agencies,  Aug.  4  et  seq].  The 

agency  now  is  said  to  be  ahead  of  the  1956 
peak  of  $57  million,  which  was  decimated  in 

1957  when  D'Arcy  lost  the  $15  million 
Coca-Cola  business  to  McCann-Erickson. 

Cashmere  was  resigned  several  weeks  ago 

by  Bryan  Houston,  New  York,  terminating  a 
20-year  association.  Byran  Houston  will 
continued  to  service  The  Big  Payoff  on 

CBS-TV,  in  which  the  products  participate, 
until  Oct.  22. 

Media  plans  for  Cashmere  were  not  avail- 

able from  D'Arcy  last  week,  but  the  ac- 
count has  been  traditionally  broadcast-ori- 
ented. Nearly  all  of  the  Cashmere  billing 

during  the  past  year  has  been  in  the  broad- 
cast media  (most  of  it  in  tv). 

Last  January,  as  part  of  D'Arcy's  business 
upsurge,  the  agency  landed  the  $2  million 
Halo  business  from  Colgate-Palmolive.  It 

was  reported  that  C-P  was  "highly  satisfied" 
with  the  handling  of  Halo  and  that  it  de- 

cided to  place  Cashmere  with  D'Arcy. 
Though  it  was  known  for  several  weeks, 

Studebaker-Packard  Corp.  last  week  form- 

ally announced  that  D'Arcy  had  been  select- 
ed as  the  company's  new  advertising  agency, 

replacing  Burke  Dowling  Adams  Inc.,  New 
York  [Advertisers  &  Agencies,  Aug.  4]. 

The  announcement  placed  the  billing  of 
S-P  at  about  $7  million. 

Though  media  plans  were  not  disclosed, 
indications  are  that  radio  and  television  will 

obtain  a  larger  share  of  the  budget  than  in 

recent  years.  S-P  has  been  under  the  stew- 
ardship  of  the  Curtiss-Wright  Corp.,  Wood- 
Ridge,  N.  J.,  during  the  past  two  years  but 
the  company  is  now  is  the  midst  of  a  re- 

financing program  that  would  exclude  Cur- 
tiss-Wright, which  trimmed  radio-tv  alloca- 

tions and  increased  newspaper  space. 

D'Arcy  will  open  a  new  branch  office  in 
South  Bend,  Ind.,  to  help  service  the  ac- 

count. F.  C.  Weber,  vice  president  and  a 

member  of  D'Arcy's  board  of  directors, 
will  assume  account  supervision. 

AAAN  Has  21st  Annual  Meeting 

Some  100  agency  men  attended  the  Af- 

filiated Advertising  Agencies  Network's 
21st  annual  conference  at  the  Lord  Balti- 

more Hotel,  Baltimore,  Aug.  12-16.  They 
represented  all  53  member  agencies  in  the 
United  States  and  several  foreign  countries. 

Donald  M.  Alexander,  AAAN  executive 

secretary,  described  the  group's  just  com- 
pleted 20th  year  as  "a  booming,  bustling, 

busy  period  in  the  network's  development," in  which  14  new  members  were  added 

including  agencies  in  South  America  and 
Australia. 

At  the  concluding  banquet  of  the  four- 
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ADVERTISERS  &  AGENCIES  continued 

BUSY  FOR  BUICK 

Producers  of  the  Buick  commercials 

soon  to  be  seen  on  tv  are  working  on 
a  close  schedule.  This  picture  was  taken 
on  set  in  New  York.  At  right  (1  to  r): 
writer  Bernie  Lubar;  newscaster  Clete 

Roberts,  who  is  Buick's  air  "spokesman," 
for  its  1959  model,  and  McCann-Erick- 

son  senior  tv  producer  Bob  Dall'Acqua. 

The  trio  were  at  MPO  Television  Films' 
studios  for  scenes  featuring  Mr.  Roberts 
which  will  be  inserted  into  a  package 
of  10  tv  commercials  which  will  help 
launch  the  new  model  Buick  (set  for  a 

Sept.  19  unveiling).  Buick  (division  of 

General  Motors)  will  be  one  of  the  earli- 
est automakers  to  unveil  its  new  car.  It 

will  place  a  substantial  budget  in  broad- 
cast media  through  M-E  offices  in  De- 
troit and  New  York  [Advertisers  & 

Agencies,  Aug.  18]. 

Bulk  of  the  photography  was  taken  by 
MPO  in  the  Detroit  area  a  few  weeks 

ago.  The  New  York  segment  required 
about  three  days.  Last  week  Buick  and 

the  agency  were  producing  a  package 
of  radio  commercials  (Buick  will  place 
additional  emphasis  on  radio  for  its 

model  introduction).  The  tv  commer- 
cials are  headed  for  exposure  on  Bob 

Hope  Buick  Show  and  Tales  of  Wells 

Fargo  on  NBC-TV  and  Action  Theatre 
on  ABC-TV. 

day  meeting,  the  gavel  was  presented  to 
incoming  International  Chairman  Robert 
A.  Wilson,  executive  vice  president,  Cargill 

and  Wilson  Inc.,  Richmond.  Va.,  by  re- 
tiring International  Chairman  Alex  T. 

Franz,  president  of  his  own  Chicago 
agency. 

Gunter,  Jackson  Given  Posts 

In  Ted  Bates  Radio-Tv  Unit 

New  appointments  in  the  television-radio 
department  of  Ted  Bates  &  Co.,  New  York, 
were  announced  (Aug.  21)  by  Richard  A.  R. 

Pinkham,  vice  president  in  charge  of  tv- 
radio.  Herbert  Gunter,  vice  president  and 
director  of  tv  commercials,  becomes  vice 
president  in  charge  of  production  for  the 

department  and  Richard  B.  Jackson,  former- 
ly manager  of  participating  programs  for 

NBC,  joins  Bates  as  director  of  operations 

in  the  radio-tv  department.  William  E.  Watts 
continues  as  director  of  commercial  film 

production. 

The  appointments  follow  assignment  of 
Thomas  F.  McAndrews  Jr.,  assistant  vice 

president  in  charge  of  tv  operations  in  New 
York,  to  the  West  Coast  as  vice  president  in 

charge  of  the  agency's  Hollywood  office  ef- 
fective Sept.  1.  Bates  last  week  also  an- 

nounced that  Meredith  S.  Conley,  manager 
of  the  press  department,  has  been  elected  an 
assistant  vice  president. 

Out-of-Shop  Tv  Promotion  Unit 

Formed  in  New  York  by  BBDO 

One  of  the  top  four  tv  agencies — BBDO 
— late  last  week  announced  it  would  dis- 

continue its  in-shop  television  program  pro- 
motion and  publicity  unit,  announcing  a 

"new  and  enlarged  tv  publicity  setup  to 
service  clients." 
BBDO  said  a  new  company,  Advance 

Public  Relations  Inc.,  has  been  organized  in 
New  York.  It  will  be  supervised  as  an  inde- 

pendent company  by  Arthur  Kantor,  a  tv 
and  Broadway  show  publicist,  and  Don 

Bishop,  formerly  community  relations  direc- 
tor for  NBC-owned  and  operated  stations. 

A  spokesman  for  the  agency  said  the  half- 
dozen  people  engaged  in  tv  publicity  would 
be  absorbed  elsewhere  within  BBDO.  Re- 

tained by  the  agency  is  its  public  relations 

department  which  now  "will  concentrate  on 
corporate  public  relations  and  product  pub- 

licity." The  new  unit  was  formed  to  pro- 
vide a  "more  complete  and  better  service," 

and  not  as  a  profit-making  project. 
BBDO  said  its  move  was  in  recognition 

of  "the  growing  importance  of  tv  publicity 

FIRST  TO  GO 

The  turnover  in  top  public  relations 

posts  at  leading  agencies  is  substantial, 

judging  by  developments  in  Chicago. 
As  always,  when  agencies  lose  clients, 

become  economy-minded  or  for  what- 
ever other  reasons,  PR  and  publicity 

functions  seem  tenuous.  As  an  ex- 
ample, Needham,  Louis  &  Brorby  Inc. 

is  abolishing  its  public  relations  de- 
partment as  such  but  incorporating 

some  functions  into  radio  and  tele- 

vision for  "more  efficient  handling." 
As  a  result,  William  Miner  has  re- 

signed and  will  announce  future  plans 
later. 

On  another  front,  Grant  Adv.  Inc., 
Chicago,  was  reportedly  seeking  a 

new  public  relations  manager  to  suc- 

ceed John  O'Reilly,  who  resigned 

over  a  fortnight  ago.  Mr.  O'Reilly 
worked  primarily  on  the  Dodge  ac- 

count (set  up  within  Grant  as  the 
Dodge  News  Bureau). 

Shifts  and  elimination  of  executives 

at  other  agencies  also  have  been  sub- 
stantial since  the  first  of  year. 

as  a  specialized  area  of  public  relations  and 

specialized  services  for  BBDO  clients."  Mr. Kantor  had  serviced  BBDO  clients  on  such 

shows  as  Armstrong  Circle  Theatre  (NBC- 

TV)  and  Rexall's  Specials  (NBC-TV).  The 
new  unit  will  handle  promotion  on  West- 
clox  Wonderful  Town  on  CBS-TV;  Swiss 

Family  Robinson  (Rexall)  on  NBC-TV; 
Little  Women  and  Gift  of  the  Magi 

(Schaeffer  Pen)  on  CBS-TV;  regional  tv  ac- 
tivity (See  the  Pros)  and  Steve  Allen  on 

NBC-TV  on  behalf  of  DuPont  for  its 
Zerex  and  Zerone. 

Among  other  top  tv  agencies  McCann- 
Erickson  and  Young  &  Rubicam  service 

clients  with  tv  publicity  through  their  re- 

spective subsidiary  public  relations  units — 
Communications  Counsellors  and  Bureau  of 

Industrial  Services.  J.  Walter  Thompson  Co. 

continues  to  hande  this  activity  within  the 

agency  as  had  BBDO. 

More  FC&B  Staffers  Shifted 

To  Chicago  for  Edsel  Account 

Foote,  Cone  &  Belding  last  week  an- 
nounced a  further  shift  of  key  Edsel  ac- 

count personnel  including  the  return  of 
Charles  S.  Winston  Jr.  from  Detroit  to 

Chicago  as  vice  president  and  account  super- 
visor, effective  this  fall. 

As  a  result,  all  dealer  advertising  along 
with  national  business  for  Edsel  will  be 

prepared  in  the  Chicago  office,  according 

to  Fairfax  M.  Cone,  chairman  of  FC&B's 
executive  committee.  "A  number  of  creative 
and  production  people  is  involved  in  the 
office  realignment,  Mr.  Cone  added,  with 
the  total  understood  to  be  about  18. 

Mr.  Winston  originally  was  transferred 
to  Detroit  in  1956  to  head  the  new  Edsel 
account.  Two  account  executives,  Albert 

F.  Remington  and  David  Jenkins,  will  re- 
main in  Detroit  to  represent  the  agency 

locally.  All  media  activity,  including  radio 
and  television,  is  being  handled  in  Chicago. 
The  new  moves  represent  continuance  of 
a  realignment  started  by  Foote,  Cone  & 

Belding  last  February  following  formation 

of  Ford  Motor  Co.'s  new  Mercury-Edsel- 
Lincoln  Div.  At  that  time,  a  wholesale 
transfer  of  creative  and  other  key  personnel 
to  Chicago  was  effected  by  the  agency, 

numbering  perhaps  40  of  the  previously-as- 
signed 60  people  on  the  Edsel  account.  The 

move  was  described  as  a  "streamlining 

process"  prompted  by  the  new  M-E-L division  [Advertisers  &  Agencies,  March 

10]. 

How  to,  How  Not  to  Sell  Tires 
In  New  Tire  Dealers  Assn.  Guide 

The  National  Tire  Dealers  &  Retreaders 

Assn.,  Washington,  is  releasing  Wednesday 

(Aug.  27)  "A  Guide  to  Tire  Advertising" 
in  an  effort  directed  toward  "restoring  in- 

tegrity, to  the  marketing  practices  of  the 

rubber  tire  industry." Based  on  Federal  Trade  Commission 

data,  the  guide  illustrates  the  12  most-used 
deceptive  tire-ad  claims  and  shows  tire 

dealers  how  to  avoid  violating  the  FTC's 
standards  of  practice.  The  book  is  obtain- 

able from:  National  Tire  Dealers  &  Re- 
treaders Assn.,  1012  14th  St.  N.  W.,  Wash- 

ington 5,  D.  C.  Price:  $1. 
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Time  &  Life  Stations: 

DENVER -KLZ,  KLZ-TV 

GRAND  RAPIDS  — WOOD,  WOOD-TV 

INDIANAPOLIS  — WFBM,  WFBM-TV 

MINNEAPOLIS  —  WTCN,  WTCN-TV 

SALT  LAKE  CITY-KDYL,  KDYL-FM,  KTVT 

. . .  you  can  bet  it's  the  best.  It's  got  to  be. 

It's  the  same  with  big-league  newsmen,  like  the  people  at  Time  &  Life. 

They  know  what  a  draw  news  is,  and  that  it's  a  bigger  one  today  than  ever—  in 

broadcasting  as  well  as  in  publishing.  And  they'll  have  only  the  best. 

So  it  means  something  that  for  their  11  broadcasting  stations  they've  picked 
United  Press  International :  newswire,  Unifax  facsimile  newspictures, 

UP  Movietone  newsfilm  —  everything  for  news  for  the  air,  which  only  UPI  has. 

Take  a  tip  from  the  pros. 

"U"nited 

J>ress 
J  international 



ADVERTISERS  &  AGENCIES  continued 

BUSINESS  BRIEFLY 
WHO'S  BUYING  WHAT,  WHERE 

mm 

NORGE  INTO  SPOT  •  Spot  tv  will  get 
more  than  quarter  of  some  $1.5  million  to 

be  spent  by  Norge  Div.  of  Borg-Warner 
Corp.  on  national  advertising  starting  next 

month.  Norge  has  been  inactive  in  broad- 
cast media.  Campaign,  which  will  run  $4 

million  with  local  new  spaper  cooperative  ad- 
vertising, includes  two-month  saturation 

spot  drive  in  about  85  major  and  secondary 

markets,  effective  in  mid-September,  for  its 

Dispensomat  automatic  washer.  After  $400,- 
000  for  spot,  remainder  will  go  into  news- 

papers and  magazines,  according  to  Gordon 

G.  Hurt.  Norge  advertising-merchandising 
director.  Business  was  placed  through  Dona- 

hue &  Coe,  Chicago. 

THINKING  MAN'S  WESTERN  •  Brown 
&  Williamson  Tobacco  Corp.,  Louisville, 
K\..  for  Viceroy  and  Kool  cigarettes,  will 

sponsor  CBS-TV's  Wanted — Dead  or  Alive, 
half-hour  western,  in  Saturday  8:30-9  p.m. 
spot  effective  Sept.  6,  in  place  of  The  Texan, 
which  was  scheduled  to  be  seen  at  that  time. 

The  Texan,  also  new  western  series,  will  be 

sponsored  by  B&W  on  CBS-TV  Monday 
8-8:30  p.m..  debuting  Sept.  29.  Agency  is 
Ted  Bates  &  Co.,  N.  Y. 

THREE-WEEK  TAKE  •  New  orders  and 

renewals  totaling  $3.8  million  in  net  reve- 
nues were  taken  by  NBC  Radio  in  three- 

week  period  ending  in  mid-August.  Warner- 
Lambert  for  Anahist,  through  Ted  Bates  & 

Co.,  has  ordered  quarter-sponsorship  of 
NBC  News  on  the  Hour  effective  Sept.  15 
for  52  weeks.  Mogen  David  Wine  Corp. 
through  Edward  H.  Weiss  &  Co.,  signed  for 
52-week  schedule  of  42  one-minute  and  30- 
second  announcements  weekly.  Network 
claims  Mogen  David  schedule,  totaling  2,184 
participations,  represents  largest  annual  total 
of  commercials  ever  contracted  for  on  net- 

work radio  by  wine  manufacturer. 

Renewals  were  registered  by  Lewis-Howe 
Co.  through  McCann-Erickson,  Brown  & 
Williamson  Tobacco  through  Bates  and 
Gillette  Safety  Razor  Co.  for  its  Gillette 
Cavalcade  of  Sports  through  Maxon  Inc. 

Other  new  orders  were  placed  by  Clinton 
Engine  Corp.  and  Hygrade  Food  Products 
Corp.,  both  through  W.  B.  Doner  &  Co.; 
Morton  Salt  Co.,  placed  by  Needham, 
Louis  &  Brorby;  Chrysler  Corp.,  through 
Leo  Burnett;  AP  Parts  Corp.,  through  Gray 
&  Rogers;  GMC  Truck  Div.,  placed  by 
Kudner;  Lever  Bros.,  through  Foote,  Cone 
&  Belding;  U.S.  Steel,  through  BBDO;  Carter 

Products,  placed  by  Kastor,  Hilton,  Chesley 
&  Clifford;  and  Andrew  Arkin  Inc.,  through 
Hockaday  Assoc. 

TOY  TIME  •  Maco  Toys  Inc.,  Brooklyn, 
will  enter  tv  spot  Sept.  15  with  13-week  cam- 

paign in  10  markets  using  time  around 

children's  shows  mainly.  Orders  are  being 
placed  through  newly-appointed  Friend- 
Reiss  Adv.,  N.  Y. 

SAVOY  SIGNS  ON  •  Seeman  Bros.,  N.  Y., 
has  launched  radio  campaign  on  Mutual  to 
introduce  its  new  Savoy  car  shampoo, 
buying  15  one-minute  announcements  per 
week  on  network  newscasts  and  The  World 
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Today  feature,  plus  five  20-second  and  five 
eight-second  announcements  per  week.  Cam- 

paign was  set  for  13  weeks  through  Norman, 
Craig  &  Kummel,  N.  Y: 

'SABER'  STAYS  •  Sterling  Drug  Inc., 
N.  Y..  has  renewed  sponsorship  of  Saber 

of  London  on  NBC-TV  (Sun.  7-7:30  p.m.), 
starting  Oct.  19.  Agency:  Dancer-Fitzgerald- 
Sample,  N.  Y. 

SIX-MONTH  STRETCH  •  New  business 

reported  last  week  by  CBS  radio  was  high- 
lighted by  purchase  of  Charles  Pfizer  &  Co. 

(Drugs),  New  York,  of  weekly  quarter-hour 
segment  of  Arthur  Godfrey  Time  for  26 
weeks,  starting  Sept.  15.  Agency  is  J.  M. 
Mathes  Inc.,  N.  Y.  Other  advertisers  signed 

are  Pepsi-Cola  Co.,  N.  Y.,  through  Kenyon 

&  Eckhardt,  N.  Y.,  for  11  weekly  "Impact" 
segments  for  14  weeks,  starting  Sept.  19; 

Congoleum-Nairn  Inc.,  Kearney,  N.  J., 
through  Keyes,  Madden  &  lones,  N.  Y.,  for 

10  five-minute  units  of  CBS  Radio's  daytime 
dramas  and  10  "Impact"  segments  on  four 
alternate  weeks,  already  underway,  and 
Sterling  Silversmiths  Guild  of  America, 
N.  Y.,  through  Fuller  &  Smith  &  Ross, 

N.  Y.,  for  three  weekly  "Impact"  segments 
for  eight  weeks,  beginning  Oct.  25. 

RETURN  TRIP  •  Aluminium  Ltd.,  through 
J.  Walter  Thompson,  N.  Y.,  has  renewed 
NBC-TVs  Omnibus  for  the  1958-59  season. 

Co-sponsor  Union  Carbon  &  Carbide  Corp., 

 '   

if.
  . ,; 

COCKTAILS  and  commercials  were 
on  the  agenda  at  the  party  given  by 

Eversharp-Schick  and  Michael  Todd 

Co.  to  announce  the  former's  acqui- 
sition of  the  rights  to  the  characters 

and  music  of  "Around  the  World  in 

80  Days"  for  E-S  commercials  [Ad- 
vertisers &  Agencies,  Aug.  4]. 

Pictured  in  a  presidential  conclave 

(1  to  r):  Patrick  J.  Frawley  Jr.,  presi- 
dent, E-S;  Barton  A.  Cummings,  presi- 
dent, Compton  Adv.  Inc.  (E-S  agency), 

and  Michael  Todd  Jr.,  president, 
Michael  Todd  Co.  At  the  cocktail 

party  newsmen  were  shown  two  com- 

mercials in  the  razor  company's  $4 
million  ad  campaign. 

hasn't  yet  announced  renewal  plans.  Series 
will  again  be  produced  by  Robert  Saudek 
Assoc. 

TV  TIME  SOUGHT  •  Famous  Artists 

Schools,  Westport,  Conn.,  which  specializes 
in  mail-order  art  instruction,  seeking  15- 
minute  availabilities  in  top  50  tv  markets. 

Time  would  be  used  to  place  quarter-hour 
filmed  documentary  telling  about  school 
and  courses.  Kickoff  date  for  campaign  is 

early  fall.  Agency:  Maxwell  B.  Sackheim 

Co.,  N.  Y. 

TV  SPOT  SERIES  •  E.  F.  Drew  &  Co., 

(Tri-Nut  margarine),  N.  Y.,  placing  satura- 

tion tv  spot  drive  (minutes  and  20's)  in  12 
New  England  and  Ohio  markets  for  13 

weeks  starting  next  month.  Agency:  Dona- 
hue &  Coe,  N.  Y. 

JUICE  BUYING  •  Minute  Maid  Corp. 
(frozen  juices),  Orlando,  Fla.,  reportedly 

set  to  launch  a  spot-radio  tv  campaign 
throughout  country  and  currently  lining 
up  markets.  Agency:  Ted  Bates  &  Co.,  N.  Y. 

FOOD  PURCHASES  •  Savarin  Coffee 

(Foote,  Cone  &  Belding,  N.  Y.)  and  Ron- 
zoni  Macaroni  (Emil  Mogul  Co.,  N.  Y.) 

have  purchased  MCA-TV's  //  You  Had  a 
Million  for  52  weeks  on  WRCA-TV  New 

York,  WRCV-TV  Philadelphia  and  WNHC- 
TV  New  Haven.  Sponsors  also  signed  to 

co-sponsor  MCA-TV's  Hollywood  Star 
Playhouse  on  WRCA-TV  for  52  weeks. 

IN  THE  BAGGIS  •  NBC-TV's  Haggis 
Baggis  (Mon.-Fri.,  2:30-3  p.m.)  has  been 
renewed  for  fall  with  signing  of  six  partici- 

pating advertisers  for  alternate  week  quarter- 
hours.  Fifty-two  week  orders  were  placed 

by  Alberto-Culver,  effective  last  week 
through  Geoffrey  Wade  Adv.,  Chicago; 

Brillo,  starting  Sept.  17,  Pond's,  starting Oct.  17,  Lever  Bros.,  starting  Sept.  12; 

all  through  J.  Walter  Thompson  Co.,  N.  Y., 
and  General  Mills,  starting  Sept.  12, 

through  Tatham-Laird,  Chicago.  Mentho- 
latum  Co.,  through  J.  Walter  Thompson 

Co.,  N.  Y.,  starts  similar  26-week  campaign 

Sept.  29. 
DOUBLE  DuPONT  BUY  •  DuPont  Co., 

for  promotion  of  carpets  made  of  DuPont 
nylon,  has  purchased  total  of  181  spots  on 

NBC-TV's  Today  and  Jack  Boar  Show  as 

well  as  participation  campaign  on  CBS  Ra- 
dio's Arthur  Godfrey  Show  beginning  in 

mid-September  for  year.  BBDO,  New  York, 
is  agency. 

MISSION  IN  THE  MARKET  •  Mission 
Pak  (candied  fruits),  L.  A.,  has  allocated 

$250,000  for  three-week  saturation  cam- 

paign on  radio-tv  beginning  mid-November, 
it  has  been  announced  by  Stanley  Pflaum 
Assoc.,  Beverly  Hills,  Calif.,  agency  for 
Mission.  Pak.  Campaign  will  center  in  Los 

Angeles  and  Bay  areas,  but  additional  small- 
er buys  will  be  made  in  secondary  California 

markets.  Broadcast  schedule  is  part  of  holi- 
day campaign. 

ALCOA  BOAT  SHOWS  •  Aluminium  Co. 

of  America  has  signed  to  sponsor  NBC  Ra- 
dio broadcasts  from  New  York  and  Chicago 

motor  boat  shows  early  next  year.  Contract 
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THREE  MEN  IN  A  TUB. .  .  is  a  pretty 

outmoded  way  of  getting  anywhere  in  our 

estimation.  And  the  same  holds  true 

for  three  spots  on  a  break. 

While  some  TV  stations  are  still  at  sea 

about  the  situation,  we  have  a  firm  policy  that  we 

toil]  not  sell  more  than 

two  spots  on  any  station  break. 

KSLA-TV  is  also  a  strict  subscriber  to  the  NAB 

Television  Code  of  Good  Practice.  No 

pitches  ...  no  Pi's  .  .  .  and  equally  as  important  to 
the  TV  industry  as  a  whole,  no  rate  cutting. 

So  please  don't  ask  us  to  triple 

spot.  Our  Captain's  a  stickler  for  keeping 

his  log  up-to-date. 

5WB 

t  V 

hannel 
shreveport,  la. 

Represented  by  PAUL  H.  RAYMER  CO.,  INC. 
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JULY  ARB  SHOWS 

WTVJ 
OP 

SOUTH  FLORIDA  AUDIENCE! 

WTVJ 

captures 

48.4%  share 

of  audience 

sign-on  to  sign-off 

Monday  thru  Sunday 

•  In  addition,  ARB  reports  that  WTVJ  is  the  most  dominant 

station  in  the  nation  in  share  of  audience  among  all  the  3  -V  cities 

surveyed  by  ARB  in  July!  Measure  WTVJ's  audience  in  South 

Florida.  Compare  WTVJ's  standing  with  stations  in  other  major 

markets.  More  than  ever,WTVJ  is  a  key  buy  in  your  TV  planning! 

lAfTif  ■  m,  ̂ m  ■  jm  mm  m 
mm  SifllMlfll 

CHANNEL  4 

Represented  by  Peters,  Griffin,  Woodward 



NCS*3  SHOWS 

WTYJ  IS  FLORIDA'S *1  STATION! 

WTYJ's  TOTAL* COVERAGE 

PROVED  AGAIN! 

Daytime,  nighttime, 

anytime,  WTVJ 
delivers  more  coverage, 

more  circulation 

than  any  other  Florida 

TV  station! 

STARTLING  RESULTS  OF  NCS  #3:   Among  all  Florida  TV  Stations  WTVJ  is 

•  first  in  monthly  coverage  •  first  in  daytime  circulation,  daily 

•  first  in  weekly  coverage  •  first  in  nighttime  circulation,  weekly 

•  first  in  daytime  circulation,  weekly  •  first  in  nighttime  circulation,  daily 

See  your  PGW  colonel  for  all  the  facts  that  prove  Total*  Coverage  makes  WTVJ  your  first  Florida  TV  buy! 

WTVJ 

CHANNEL  4 

Represented  by  Peters,  Griffin,  Woodward 

r  1 
*  Dictionary  defines  TOTAL 

as  "whole,  amount, 

complete,  entire." 



ADVERTISERS  &  AGENCIES  continued 

ACTIVITY 
HOW  PEOPLE  SPEND  THEIR  TIME 

There  were  125,435,000  people  in  the  U.  S.  over  12  years  of  age  during  the  week 

Aug.  10-16.  This  is  how  they  spent  their  time. 

61.5%    (77.143.000)  spent  1.236.1  million  hoursf   watching  television 

58.1%    (72,878,000)  spent  1,061.1  million  hours    listening  to  radio 

82.0%  (102,857,000)  spent    388.1  million  hours   reading  newspapers 

31.1%    (39.010,000)  spent     184.9  million  hours    reading  magazines 

23.4%    (29,391,000)  spent    321.4  million  hours        watching  movies  on  tv 

46.2%    (58,003,000)  spent    246.5  million  hours  attending  movies* 

These  totals,  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published 

exclusively  by  Broadcasting  each  week,  are  based  on  a  48-state,  random  dispersion 

sample  of  7,000  interviews  (1,000  each  day).  Sindlinger's  weekly  and  quarterly 
"Activity"  report,  from  which  these  weekly  figures  are  drawn,  furnishes  comprehen- 

sive breakdowns  of  these  and  numerous  other  categories,  and  shows  the  duplicated 

and  unduplicated  audiences  between  each  specific  medium.  Copyright  1958  Sindlinger 
&  Co. 

t  Hour  totals  are  weekly  cumulative  figures.  People,  numbers  and  percentages,  are  figured 
on  an  average  daily  basis. 

*  All  people  figures  are  average  daily  tabulations  for  the  week  with  exception  of  the  "attend- 
ing movies"  category  which  is  a  cumulative  total  for  the  week.  Sindlinger  tabulations  are 

available  within  2-7  days  of  the  interviewing  week. 

SINDLINGER'S  SET  COUNT:  As  of  Aug.  1,  Sindlinger  data  shows:  (1)  110,071,000 
people  over  12  years  of  age  see  tv  (87.8%  of  the  people  in  that  age  group); 
(2)  42,656,000  U.  S.  households  with  tv;  (3)  46,965,000  tv  sets  in  use  in  U.  S. 

calls  for  sponsorship  of  a  50-minutc  variety 
broadcast  featuring  Guy  Lombardo  and  his 
orchestra  at  opening  of  New  York  show 

(Jan.  16.  9:05-9:55  p.m.);  series  of  five-min- 
ute pickups  from  New  York  show  Jan.  17 

and  IS.  and  similar  pickups  from  the  Chi- 
cago show,  Feb.  7  and  8.  Fuller  &  Smith  & 

Ross.  N.  Y.,  is  Alcoa's  agency. 

GULF  COMPLETES  LINEUP  •  Gulf  Oil 

Corp..  through  Young  &  Rubicam,  has 

picked  up  remaining  unsold  quarter  of 

NBC-TV's  1958  schedule  of  NCAA  collegi- 
ate football  games  set  for  telecast  on  nine 

dates  this  fall  beginning  Sept.  20.  Three  ad- 
\  ertisers — Sunbeam.  Libbey-0  wens-Ford 
and  Bayuk — already  have  signed  |  Business 
Briefly,  Aug.  18].  Schedule  is  now  sold  out. 

Kemper  Insurance  Co.,  via  John  W.  Shaw, 
will  sponsor  NBC  Football  Scoreboard  on 
five  Saturdays  following  NCAA  games. 

IN  FOR  THE  QUARTER  •  General  Pe- 
troleum Corp.  of  Los  Angeles  has  taken 

quarter-sponsorship  of  four  Pacific  Coast 

Conference  football  games  over  NBC-TV 
network  in  California,  Nevada,  Oregon  and 

Washington,  network  sales  department  has 

announced.  Order,  placed  through  Strom- 
berger,  LaVene  McKenzie  Adv.  Agency, 
L.  A.,  is  for  Saturday  games  on  Oct.  18  and 
25  and  Nov.  8  and  15.  Games  are  to  be 

selected  as  season  progresses. 

PEPSI  TAKES  OFF  •  Pepsi-Cola  Bottling 
Co.  of  Los  Angeles  last  week  launched  what 

it  calls  "the  most  razzle-dazzle  promotion  in 
soft-drink  history."  Sky  Game,  sort  of  sky- 

writing bingo  created  by  Donahue  &  Co, 
L.  A.,  newly  appointed  agency  for  bottling 
company.  Each  Saturday  afternoon  for  13 
weeks,  starting  Aug.  23,  two  pilots  will  lay 

out  six  identical  nine-square  patterns,  each 
visible  for  20  miles,  to  cover  Los  Anegles, 
Riverside  and  San  Bernardino  counties. 

Watchers  on  ground  will  play  Sky  Game  on 

cards  obtainable  anywhere  Pepsi-Cola  is 
sold.  To  promote  game,  D&C  is  spending 

$200,000  for  radio-tv  time  and  newspaper 

space,  using  approximately  200  spots  a  week 
on  eight  radio  stations:  KBIG  Avalon; 

KABC,  KFAC,  KFWB,  KLAC,  KMPC  and 

KNX  all  Los  Angeles,  KWKW  Pasadena 

(Spanish  language  station)  and  15  announce- 
ments weekly  on  KXNT  (TV)  and  KRCA 

(TV),  both  Los  Angeles. 

'ANSWERS'  ON  MUTUAL  •  Christian 
Herald  Assn.  Christian  Herald  magazine, 

N.  Y.,  has  signed  with  MBS  to  sponsor  Dr. 

Poling  Answers  (Sun.  6:15-6:30  p.m.),  start- 

ing Aug.  31,  and  featuring  well-known  min- 
ister in  discussion  program.  Agency:  Ber- 
tram Hauser  Inc.,  N.  Y. 

AGENCY  APPOINTMENTS 

Clark  Oil  &  Refining  Corp.  (Clark's  Super 
100  gasoline),  Milwaukee,  Wis.,  appoints 

Tatham-Laird  Inc.,  Chicago,  to  handle  its 
$1  million-plus  account  effective  Sept.  1. 
Advertising  previously  was  handled  by 
Mathisson  &  Assoc.,  Milwaukee. 

Bryan  Houston  Inc.,  N.Y.,  appoints  Evelyn 

Konrad,  Public  Relations,  N.Y..  new  serv- 

ice specializing  in  advertising  agency  cor- 

porate public  relations. 

A&A  SHORTS 

Corbett  Adv.  Inc.  has  been  formed  in  Co- 
lumbus, Ohio,  with  offices  at  40  S.  Third 

St.,  announced  President  John  W.  Corbett 
Jr.  Mr.  Corbett  will  direct  advertising  of 
such  firms  as  WBNS-TV  Columbus,  Dia- 

mond Milk  Products  and  Buckeye  Land 
Cleaners. 

Meyers  Adv.  Agency  has  been  organized  in 
Akron.  Ohio,  with  offices  at  675  Dorchester 

Rd.,  announced  President  Phil  Meyers.  Mr. 

Meyers  was  most  recently  sales  representa- 
tive for  WHKK  and  previously  with  WCUE, 

both  Akron.  Meyers  Adv.  will  specialize  in 
local  area  radio  and  tv  advertising  plus 
market  research  and  radio  monitor  service 

for   other   agencies.   Telephone:  Franklin 6-  5696. 

Charles  Bowes  Inc.  has  moved  to  new  of- 
fices in  the  Bowes  Building,  1010  S.  Flower 

St.,  L.  A.  15,  Calif.  Telephone:  Richmond 7-  0543. 

Advertising  Club  of  New  York  announces 
35th  annual  advertising  and  selling  course 
of  28  lectures  and  six  clinics  will  begin  Oct. 
6  through  March  2.  Classes  are  held  Mon. 

and  Thurs.,  6:15-7:45  p.m. 

COLORCAST  I  NG 

The  Next  10  Days 

of  Network  Color  Shows 

(all  times  EDT) 
CBS-TV 

Colorcasting  schedule  suspended  for 
summer. 

NBC-TV 

Aug.  25-29,  Sept.  1-3  (12:30-1  p.m.) 
It  Could  Be  You,  participating  sponsors. 

Aug.  25-29,  Sept.  1-3  (2:30-3  p.m.) 
Haggis  Baggis,  participating  sponsors. 

Aug.  25,  Sept.  1  (7:30-8  p.m.)  Haggis 
Baggis,  sustaining. 

Aug.  26,  Sept.  2  (8-9  p.m.)  The  Investiga- 
tor, Liggett  &  Myers  Tobacco  Co.  through 

McCann-Erickson  and  RCA-Whirlpool 
through  Kenyon  &  Eckhardt. 

Aug.  27,  Sept.  3  (9-10  p.m.)  Kraft  Mys- 
tery Theatre,  Kraft  Foods  Co.  through  J. 

Walter  Thompson  Co. 

Aug.  28  (7:30-8  p.m.)  Tic  Tac  Dough, 
Warner-Lambert  through  Lennen  & 
Newell  and  RCA-Victor  through  Kenyon 
&  Eckhardt. 

Aug.  28  (10-10:30  p.m.)  The  Price  Is 
Right,  Lever  Bros,  through  J.  Walter 
Thompson  Co. 

Aug.  29  (7:30-8  p.m.)  The  Big  Game, 
sustaining. 

Aug.  30  (8-9  p.m.)  Bob  Crosby  Show, 
participating. 

Aug.  31  (7-7:30  p.m.)  Noah's  Ark,  sus- taining. 

Aug.  31  (8-9  p.m.)  Steve  Allen  Presents 
Eydie  Gorme  &  Steve  Lawrence,  Ameri- 

can Machine  &  Foundry,  through  Cun- 
ningham &  Walsh,  Greyhound  Corp.  and 

Procter  &  Gamble,  both  through  Grey 
Adv. 

Aug.  31  (9-10  p.m.)  Chevy  Show,  Chev- 
rolet through  Campbell-Ewald. 
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the  first  one,  is  of  course  .  <  4$$^  '  * 

WTOL-TV,  CHANNEL  11  *  H-R  TELEVISION,  INC. 
AIR  DATE  NOV.  1958  AS  NATIONAL  REPRESENTATIVES 

the  other  channel? 

The  St.  Lawrence  Seaway,  which  will  make  Toledo  a  deepwater  port  and  trigger 

an  explosive  boost  to  its  economy.  « 

Frazier  Reams  —  President      Thomas  S.  Bretherton-Vice  President  &  Gen.  Mgr. 

By  a  happy  public-service  coincidence,  Frazier 
Reams  also  has  a  significant  role  in  Toledo's second  "channel"  —  he  is  vice  chairman  of 
Toledo-Lucas  County  .  Port.  Authority  and  is 
active  in  Seaway  affairs. 

Coffer  Dam  —  at  the  heart  of  the  St.  Lawrence 
Seaway  —  is  exploded  to  create  a  new  lake 
which  will  permit  ocean-going  vessels  to  sail 
through  former  International  Rapids  to  Toledo 
and  other  lake  ports. 
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FILM 

ROACH  MAPS  BIG 

Plans  for  a  major  expansion  and  diver- 
sification designed  to  make  Hal  Roach  Stu- 

dios "one  of  the  largest,  if  not  the  largest 

entertainment  enterprise  in  the  country" 

were  outlined  by  the  company's  president, 
Hal  Roach  Jr..  last  week  at  a  news  lunch- 
con  in  Hollywood. 

In  addition  to  a  production  schedule  of 
six  tv  series  and  20  feature  films  that  in 

total  will  call  for  an  outlay  of  more  than 
$15  million,  the  program  entails  formation 
of  a  national  releasing  organization  for  both 
tv  and  theatrical  films,  development  of  new 
talent,  financing  of  outside  independent 
productions,  distribution  abroad  as  well  as 
in  the  U.  S.,  and  possibly  entrance  into  the 

fields  of  radio,  recording  and  merchandis- 
ing. 

"We'll  go  into  any  phase  of  the  enter- 
tainment business  in  which  we  feel  we  can 

be  successful,"  Mr.  Roach  stated.  State 
fairs  and  Broadway  productions  and  the- 
atre-in-the-round  as  well  as  tv  programs  for 
network  or  syndication  and  theatrical  mo- 

tion pictures  are  possibilities,  he  said.  Re- 
cent acquisition  of  the  studio  by  the  Scran- 

ton  Corp.  [Film,  June  2]  has  made  avail- 
able the  funds  needed  for  such  expansion, 

he  stated. 
Roach  will  continue  to  film  the  Gale 

Storm  Show,  now  entering  its  third  season 

on  CBS-TV,  Mr.  Roach  said,  and  in  addi- 
tion is  planning  production  of  five  new 

series.  Scheduled  for  immediate  filming  is 
The  Veil,  starring  Boris  Karloff.  The  series 
based  on  a  story  by  David  Evans  about 
things  that  are  incredible  but  true,  will  be 
produced  by  Frank  Bibas  and  released 
through  National  Telefilm  Assoc.  with  a 
starting  date  not  later  than  Jan.  1,  1959. 
A  new  adventure  series,  starring  Guy 

Madison  as  a  swashbuckling  southerner  in 
the  early  19th  century,  will  go  before  the 
cameras  Sept.  22.  Helen  Ainsworth,  vice 
president  of  Guy  Madison  Productions,  will 
be  producer  and  Sam  Peckinpah  the  writer. 
Two  or  three  programs  will  be  filmed  and 
studied  before  a  decision  is  made  whether 
this  series  should  be  aimed  at  a  sale  for 

network  sponsorship  by  a  national  adver- 
tiser or  for  syndication. 

Filming  is  scheduled  to  start  in  January 
on  Landmark,  created  by  Michael  Baird  and 
Lewis  Foster  and  dramatizing  factual  stories 

of  well-known  landmarks  around  the  globe. 

Jerry  Stagg  will  produce.  Roach's  tv  roster 
is  completed  with  Man  of  Action,  starring 
John  Ireland  and  written  by  Stan  Silverman 
from  a  story  by  Herbert  Strock,  who  will 
produce  and  direct  the  series,  and  Cavalry 
Surgeon,  starring  John  Hudson,  written  by 
Peter  Packer  and  also  produced  by  Mr. 
Stagg. 

Negotiations  currently  underway  should 

see  Roach's  own  tv  distribution  organiza- 
tion in  operation  not  later  than  the  first  of 

next  year,  Mr.  Roach  said.  He  added  that 

his  tv  distribution  plans  include  England 
and  the  continent  of  Europe  as  well  as  the 
United  States. 

In  the  field  of  theatrical  motion  pictures, 
budgets  will  range  from  $125-$  150,000  to 
over  $1  million,  Mr.  Roach  said.  Two  major 

productions  planned  are  "Dam,"  based  on 

EXPANSION  PLAN 

a  book  by  Murray  Morgan,  and  a  remake 

of  "The  Housekeeper's  Daughter,"  by  Don- 
ald Harrison  Clarke,  originally  produced 

and  directed  by  Hal  Roach  Sr.  Before  being 

filmed,  "The  Housekeeper's  Daughter"  may 
be  produced  as  a  musical  on  Broadway. 
NTA  will  distribute  these  two. 

Mr.  Roach  expressed  the  feeling  that  the 

producer  of  tv  programs  ought  to  have  more 
control  over  his  product  than  he  has  had. 

"For  38  years,"  he  noted,  "we  made  pic- 
tures, took  them  to  the  theatres  and  to  the 

public  and  the  public  either  bought  them 

or  it  didn't  (generally,  it  did  or  we  couldn't 
have  stayed  in  business).  We'd  go  out  and 
spend  $1  million  or  more  to  make  a  picture 
if  we  thought  we  had  a  good  idea  to  go  on. 

In  tv,  why  shouldn't  we  do  the  same  thing? 
Why  stop  with  a  pilot  film  or  two  if  we 
think  we  have  a  series  which  would  be  suc- 

cessful?" 
Motion  picture  studios  developed  their 

own  stars,  Mr.  Roach  said.  Roach  Studios 

plans  do  the  same  thing  in  tv,  to  develop 
not  only  actors,  but  writers  and  directors 
as  well. 

NTA  BOARD  OK'S 

NATIONAL'S  OFFER 

•  Stockholder  approval  next 

•  Deal  based  on  stock  swap 

The  board  of  directors  of  National  Tele- 
film Assoc.,  New  York,  last  Tuesday  (Aug. 

19)  approved  an  offer  of  a  merger  with 
National  Theatres  Inc.,  Los  Angeles,  and 

agreed  to  recommend  acceptance  of  the  pro- 
posal to  NTA  stockholders. 

Under  the  proposal,  National  Theatres 

would  offer  to  purchase  all  outstanding  com- 
mon shares  of  NTA — contingent  first  upon 

the  acquisition  of  a  controlling  interest  in 
NTA.  The  terms  call  for  an  exchange  of 

$11  in  15-year,  5V2%  sinking  fund  sub- 
ordinated debentures  for  each  share  of  NTA 

stock,  plus  a  warrant  for  the  purchase  of 

one-quarter  share  of  National  Theatres' 
stock  for  every  share  of  NTA  stock. 

The  warrants  may  be  exercised  in  the  first 

year  at  a  price  per  share  of  $1  less  than  the 

market  value  of  National  Theatres'  stock 
quoted  on  the  New  York  Stock  Exchange  on 

the  day  before  National  Theatres'  offer  to 
NTA  stockholders  will  be  made  formally. 

The  exercise  price  will  increase  at  the  rate 
of  $  1  a  share  each  year  for  the  next  1 0  years 
and  will  remain  constant  thereafter  until  the 
warrants  expire. 

(National  Theatres'  stock  closed  Monday 
on  the  New  York  Stock  Exchange  at  9V£. 
NTA  stock  closed  Monday  on  the  American 

Stock  Exchange  at  95/s.) 
A  joint  announcement  from  Ely  A.  Lan- 

dau, board  chairman  on  NTA,  and  Elmer 

C.  Rhoden,  president  of  National  Theatres, 
said  the  proposal  will  be  made  to  NTA 
stockholders  in  the  latter  part  of  1958  or 

early  1959.  They  said  the  offer  is  subject 
to  the  approval  of  stockholders  of  National 
Theatres  and  cannot  be  made  until  certain 

governmental  requirements  have  been  com- 

plied with  and  certain  consents  obtained. 
This  apparently  refers  to  approval  from  the 
Securities  &  Exchange  Commission,  the 

FCC  (both  companies  own  stations)  and 
possibly  the  Justice  Dept.  The  latter  may  be 
needed  because  20th  Century-Fox  Film 
Corp.  owns  50%  of  the  NTA  Film  Network 
and  an  association  with  National  Theatres 

(once  part  of  Fox  and  divorced  from  it  un- 
der a  consent  decree)  could  be  interpreted 

as  placing  Fox  back  in  exhibition. 
It  is  contemplated  that  NTA  will  con- 

tinue in  operation  as  a  separate  corporate 

entity  functioning  as  a  division  of  National 
Theatres.  Mr.  Landau  and  Oliver  A.  Unger, 

president  of  NTA,  will  continue  in  their 

present  positions  and  in  addition  will  be 
elected  to  the  board  of  National  Theatres. 

National  Theatres  operates  a  chain  of 
about  300  theatres  principally  on  the  Pacific 

Coast  and  in  the  Midwest  and  Rocky  Moun- 
tain areas.  The  company  recently  embarked 

on  a  diversification  program  in  the  enter- 
tainment field.  It  developed  the  Cinemiracle 

process  for  motion  picture  production  and 

a  feature  film  utilizing  the  process,  "Wind- 
jammer," recently  was  released  to  theatres. 

The  company  recently  bought  WDAF-AM- 
TV  Kansas  City,  for  $7.6  million  and  in- 

vested about  $1  million  in  Pacific  Ocean 
Park,  Santa  Monica. 

National  Theatres  had  a  gross  income  for 

1957  "in  excess  of  $58  million."  Its  net 
worth  is  placed  at  more  than  $28  million. 
The  company  has  some  7,000  employes  and 

approximately  12,000  stockholders  with  2,- 
700,000  shares  of  stock  outstanding. 
NTA  is  one  of  the  leading  distributors  of 

feature  film  programming  and  film  serials  to 

MR.  RHODEN  MR.  LANDAU 

television.  Together  with  Fox,  it  owns  the 

NTA  Film  Network.  It  also  owns  and  op- 
erates WNTA-AM-TV  Newark  and  KMSP- 

TV  Minneapolis-St.  Paul.  It  is  a  co-producer 
with  Fox  and  Desilu  Productions  in  various 
half-hour  tv  film  serials. 

NTA's  current  cash  assets  are  reported 
at  slightly  more  than  $5  million,  as  of  July 
31,  1957.  Gross  revenue  from  film  rentals 
for  the  fiscal  year,  ended  last  July  31, 

amounted  to  almost  $11  million.  The  com- 

pany has  more  than  400  employes  and  ap- 

proximately 4,000  shareholders  with  1,082,- 
000  shares  of  stock  outstanding. 

Schlitz,  Coors  Buy  'Raiders' From  Ziv  for  Total  23  Markets 

In  two  multi-market  purchases,  the 
Schlitz  Brewing  Co.,  Milwaukee,  and 
Adolph  Coors  Co.  (beer),  Golden,  Colo., 

last  week  signed  to  sponsor  Ziv  Television 
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EXCLUSIVELY 

IN  THE  SAN  FRANCISCO-OAKLAND  MARKET 

FOOTBALL!        BASKETBALL!        SPRING  SPORTS! 

San  Francisco  49er  and  Los  Angeles  Rams 

Exhibition  Games  from  Portland,  Seattle 

and  Los  Angeles.  49er  Highlights  each  week. 

IIVERSITY  OF  CALlWr 

STANFORD  UNIVERSI 

HAVE  MADE  AN 

iXCLUSiVE  ARRANGEMEN 

fITH  KftU  FO 

^VISION  COVERAGE  (*r •  ALL  COLLEGIATE  FOOTBALL  GAMES,  BOTH  AT  HOME  AND 
AWAY  FROM  HOME. 

•  LIVE  BASKETBALL,  EVERY  SATURDAY  EVENING  DURING 
THE  SEASON. 

•  SELECTED  SPRING  SPORTS. 

•  WEEKLY  PROGRAM  FEATURING  COACHES  OF  BOTH 
UNIVERSITIES. 

.    HERE  IS  THE 

IgreatesA Iteleyision 

SPORTS 

PACKAGE  | 

EVER  CREATED  FOR  ADVERTISERS 

SELLING  THE  SAN  FRANCISCO -OAKLAND  MARKET 

39  W E E KS,:,S E PTE M B E R  THROUGH  MAY 

SEASON   STARTS  SEPTEMBER  20th.  c4lL    KTVU    OR!  H-R   TELEVISION,  INC.  TODAY   FOR   COMPLETE  DETAILS. 

SAN  FRANCISCO -OAKLAND  TELEVISION,  INC. 
ONE  JACK  LONDON  SQUARE OAKLAND  7, 

CALIFORNIA 
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FILM  CONTINUED 

Programs"  new  half-hour  series,  Mac- 
Kenzie's  Raiders,  in  15  and  8  markets  re- 

spectively. The  business  was  placed  for 
Schlitz  through  the  J.  Walter  Thompson 
Co..  New  York,  and  for  Coors  through 
Revel!  Fox  Adv.,  Denver. 

Included  in  Schlitz's  market  lineup  are 
Chicago,  Washington,  Miami.  Jacksonville. 

Orlando.  Fla..  and  Charlotte,  N.  C.  Coors' 
buy  covers  Denver:  Albuquerque.  N.  M.; 

Amarillo,  Tex.;  Colorado  Springs-Pueblo. 
Colo.:  Las  Vegas,  N.  M.;  El  Paso,  Tex.; 

Roswell,  N.  M.,  and  Midland-Odessa,  Tex. 

These  two  purchases,  plus  new  single- 
market  sales,  have  boosted  the  total  number 

of  markets  sold  on  the  series  to  63,  accord- 

ing to  Len  Firestone,  Ziv  Tv's  syndication 
sales  manager.  Among  stations  that  have 

signed  for  the  series  are  WCBS-TV  New 
York,  KTTV  (TV)  Los  Angeles.  WFAA- 
TV  Dallas-Fort  Worth,  KSL-TV  Salt  Lake 
City,  WSM-TV  Nashville,  KOTV  (TV) 
Tulsa.  KOLD-TV  Tucson.  KERO-TV 
Bakersfield  and  KETT  (TV)  Santa  Barbara, 
both  California. 

Unhappy  Stockholder 

Sues  Republic  Pictures 

Republic  Pictures  Corp.  President  Her- 
bert J.  Yates  and  10  associates  were  charged 

last  week  with  improper  cut-rate  sales  of 
feature  films  to  television,  nepotism  and 

other  corporate  acts  for  "personal  enrich- 
ment." The  allegations  were  made  in  a 

petition  to  the  New  York  State  Supreme 

Court  at  New  York  City  calling  for  dis- 
solution of  the  major  film  firm  to  prevent 

further  "waste"  of  assets. 
The  complaint  was  filed  by  Abraham 

Meltzer,  Madison  Ave.  accountant  and  one 

among  several  thousand  common  stock- 
holders. Republic  has  not  paid  a  common 

stock  dividend  since  its  formation  in  1945 

through  a  merger  of  several  companies, 
although  preferred  stock  dividends  have 
been  consistent. 

Republic  dropped  out  of  feature  film  pro- 
duction earlier  this  year  but  continues  as 

parent  firm  of  several  operating  subsidiaries 
and  film  exchange  operations.  These  include 
Hollywood  Television  Service,  tv  film  dis- 

tributor, and  Consolidated  Film  Industries, 
one  of  the  five  largest  negative-developing 
and  film-printing  firms  in  the  U.  S.  serving 
the  movie  and  tv  film  industries. 

Also  named  defendants  are  Richard  W. 
Altschuler,  Albert  W.  Lind,  Franklin  A. 
McCarthy,  Bernard  E.  Smith  Jr.,  John 
Petrauskas  Jr.,  Edwin  Van  Pelt,  Douglas  T. 
Yates,  Ernest  A.  Hall,  Harry  C.  Mills  and 
John  J.  O'Donnel.  All  are  members  of  the board  or  officers. 

The  complaint  said  Mr.  Yates  and  his 
family  for  many  years  through  preferred 
and  common  stockholdings,  debentures, 
proxies  and  affiliated  interests  have  held 

"working  control"  of  Republic  and  have  con- trolled virtually  all  of  the  board  of  directors 
and  company  offices.  The  petition  charged 
Mr.  Yates  with  operating  "the  business, 
affairs  and  policies  of  the  corporation  as 
though  it  were  a  private,  family-owned 
business"  and  at  the  expense  of  other  stock- holders. 

INDEPENDENT  TV 

Key  administrative  and  sales  appoint- 
ments for  the  new  Independent  Television 

Corp.  [Film,  July  14|  were  announced  last 
week  and  officials  said  the  company,  now 
barely  a  month  old,  within  30  more,  days, 
would  be  a  distribution  organizatioh  equal 

to  any  in  tv. 

Walt  Kingsley.  former  Ziv  Television  Pro- 
grams general  sales  manager  who  is  presi- 

dent of  ITC.  announced  these  selections: 

John  W.  Kiermaier,  former  administrative 

manager  of  NBC's  special  projects  depart- 
ment, to  be  ITC  business  manager;  William 

P.  DuBois,  formerly  with  Ziv  Television, 

to  be  general  sales  manager  of  ITC's  syn- 
dicated division;  William  Andrews,  also 

formerly  with  Ziv,  to  be  western  division 
sales  manager,  with  headquarters  in  Beverly 
Hills,  Calif.;  John  Serrao,  with  the  station 

representation  firm  of  Peters.  Griffin,  Wood- 

ward for  eight  years,  to  work  with  Mr.  An- 
drews in  Los  Angeles;  Kirk  Torney,  former- 

ly with  MCA  and  Associated  Artists  Pro- 
ductions, to  be  station-group  division  sales 

manager;  Len  Warager,  former  eastern  di- 
vision sales  manager  and  manager  of  sales 

planning  and  development  for  NBC  Film 

Sales,  to  serve  with  ITC's  New  York  City 
sales  division;  John  Ettelson,  formerly  of 

NBC  Film  Sales,  to  represent  ITC  in  the 
Middle  Atlantic  states;  Prem  Kapur,  also 
formerly  with  NBC  Film  Sales,  to  cover  the 
St.  Louis  area. 

In  another  organizational  move  ITC  has 

named  Wexton  Co.,  New  York,  as  its  ad- 
vertising agency.  John  H.  Eckstein,  Wexton 

director  of  broadcast  accounts,  is  the  ac- 
count executive. 

Both  Mr.  Kingsley  and  Jack  Wrather, 
ITC  board  chairman,  stressed  that  they  were 

not  "raiding"  other  companies  for  person- 
nel but  that  they  intended  to  get  the  best 

possible.  Mr.  Kingsley  said  that  of  the  cur- 
rent appointees  all  but  one  had  applied  to 

ITC  for  the  posts. 

He  said  he  was  "delighted  with  the  ex- 
ceptional organizational  progress  we  have 

made  in  the  first  four  weeks  since  the  forma- 

tion of  our  company."  He  also  stressed  the 
"dominance  of  youth"  among  the  executives 
and  salesmen  being  selected,  reporting  that 

their  average  age  is  "well  below  40." 
Mr.  Wrather,  whose  Jack  Wrather  Organ- 

ization (Lassie,  Lone  Ranger,  Sgt.  Preston 
of  the  Yukon,  etc.)  is  one  of  the  owners  of 

ITC,  said  ITC  intends  to  be  "in  every  facet 

of  this  [television]  business  eventually."  He 
felt  that  ITC  differed  from  other  film  dis- 

tribution companies  at  their  inception  be- 
cause, he  said,  ITC  has  no  problems  regard- 

ing either  financing  or  product. 
He  did  not  identify  specific  properties  but 

said  the  ITC  sales  force  would  be  out  selling 
within  two  weeks,  with  air  dates  to  start 

about  the  first  of  the  year.  He  and  Mr. 

Kingsley  said  ITC  would  have  a  sales  force 

as  large  as  that  of  any  film  firm — probably 
about  40  sales  people. 

Mr.  Wrather  said  ITC's  owners — Jack 
Wrather  Organization,  Carl  M.  Loeb, 
Rhoades  &  Co.,  investment  firm  associated 

in  a  number  of  Wrather  enterprises,  and 

FILLS  KEY  POSTS 

Associated  Television  Ltd.  (ATV),  pro- 
gram contractor  for  British  commercial  tv 

stations  in  London  and  the  Midlands — were 
committed  to  a  $10  million  a  year  budget 
for  ITC.  Half  of  this  will  come  from  the 

Wrather  organization  and  Loeb,  Rhoades, 

and  half  from  ATV.  The  Wrather  Organi- 
zation and  ATV  also  are  committed  to  sup- 

ply film  product. Mr.  Wrather  said  ITC  not  only  will  buy 

films  but  will  produce,  finance  or  make 
whatever  arrangements  are  necessary  for  the 

production  of  properties  in  which  it  is  in- 
terested. 

Asked  whether  ITC  might  develop  live 

programming,  he  said  this  was  not  antici- 
pated in  the  first  year,  at  least.  In  response 

to  another  question  he  said  he  was  not  sold 

on  90-minute  lengths  for  programs,  insofar 
as  ITC  was  concerned. 

Aside  from  its  commitments  to  ITC,  he 

said,  the  Wrather  Organization  has  recently 

completed  three  deals  for  production — one 
on  the  West  Coast,  one  in  association  with 
ATV  and  one  with  another  British  group. 
He  said  these  would  be  announced  shortly. 

He  also  said  the  organization  has  plans  in- 
volving production  in  New  York. 

The  Wrather  Organization,  he  pointed 
out,  has  a  new  division  which  concentrates 

on  developing  properties,  in  addition  to  the 

firm's  traditional  interest  in  purchasing  from 
others. 

FILM  SALES 

ABC  Film  Syndication,  N.  Y.,  reports  sale 

of  The  People's  Choice,  half-hour  tv  film 
series  in  17  markets,  paced  by  sale  to  Best 
Foods  Inc.  (Nucoa  margarine),  N.  Y.,  in 

eight  markets.  Nucoa  business  was  placed 
through  Guild,  Bascom  &  Bonfigli,  San 
Francisco,  and  calls  for  showing  series  in 
New  York,  Sacramento,  Phoenix,  Seattle, 

Fresno,  Atlanta,  Salt  Lake  City  and  Port- 
land, Ore.  Series,  consisting  of  re-runs  of 

programs  carried  on  NBC-TV  for  three 
years,  also  was  sold  to  Kroger  Co.  (food 

products),  Cincinnati,  for  WLAC-TV  Nash- 
ville, and  Stop  'n'  Shop  food  chain,  Boston, 

for  WNAC-TV  Boston.  Station  sales  were 

made  to  WMAL-TV  Washington;  WXYZ- 
TV  Detroit;  KARD-TV  Wichita;  WBRE- 
TV  Wilkes-Barre,  Pa.;  WDAF-TV  Kansas 

City,  Mo.;  WPSD-TV  Paducah,  Ky.;  and 
KFVS-TV  Cape  Girardeau,  Mo. 

WTOP-TV  Washington,  has  purchased 

MCA-TV  Film  Syndication's  Paramount 
features. 
Fremantle  International  Inc.,  N.Y.,  has 

announced  sale  of  nine  shows  in  eight  for- 
eign countries,  bringing  total  to  23  shows 

sold  overseas  during  July. 

Telestar  Films,  N.Y.,  following  return  of 
executive  v.p.  David  Savage  from  Latin 
American  trip,  has  announced  sale  of 
Crossroads  and  White  Hunter  to  Television 

Habanera,  operator  of  channel  10,  Havana; 

Topper  and  Tv  Reader's  Digest  to  Cuba's 
CMQ-TV  Network;  Topper,  Crossroads  and 

Tv  Readers'  Digest  to  educational  WIPR- 
TV  San  Juan,  and  all  three  series  to  Publi- 
cidad  Zuriguel,  Venezuelan  advertising 

agency,  for  re-sale  to  local  tv  advertisers. 
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316,000  WATTS  •  CBS  •  CHANNEL  7  •  KIRO-TV 

Ihe  building  above,  located  high  atop  Seattle's  tallest 

hill  and  adjacent  to  the  tower,  houses  KIRO's  television 

facilities.  For  the  first  time,  Western  Washington 

is  now  being  served  with  CBS  programming  from  within 

the  city  limits  of  Seattle.  Completely  engineered  and 

installed  by  General  Electric,  the  contract  specified 

equipment  "Equal  to  or  better  in  performance  to  any  com- 

parable commercially  available  competitive  designs." 



It  was  two  score  years  ago  that  Puget  Sound 

and  Western  Washington  first  became 

acquainted  with  the  50,000  watt 

voice  of  KIRO  radio  on  710  kcs. 

Serving  one  of  America's  major  markets, 

KIRO  reaches  over  2,700,000 

people  in  Western  and  Central 

Washington,  Western  Canada  and  Oregon. 

Today,  teamed  with  KIRO-TV,  these 

two  sister  stations  pledge  them- 

selves to  a  continuation  of 

progressive  broadcasting  leadership. 

KIRO  RADIO  -  AM-FM 

KIRO's  radio  transmitter  facilities  are 
located  on  Vashon  Island  in  Puget  Sound, 

midway  between  Seattle  and  Tacoma. 

This  modern,  new  building,  across  Queen 
Anne  Avenue  from  the  television  studios, 

houses  KIRO's  radio  studios  and  executive 
offices  of  Queen  City  Broadcasting  Company. 

mm 



KIRO-TV  and  KIRO  radio, 

guided  by  the  counsel  of  an  out- 

standing group  of  citizens,  many 

of  them  stockholders,  have  always 

accepted  their  community  and 
*  ...... 

public  service  responsibilities 

and  will  continue  to  serve 

listeners  and  advertisers  alike 

with  broadcasting  services 

dedicated  to  the  highest 

principles  of  business  integrity. 

Of  equal  importance  to  facilities 

and  affiliation  is  the  character 

and  trustworthiness  of  the 

people  who  guide  the  operational 

policies  of  a  business.  From 

our  64  stockholders,  we  list 

a  representative  sample  of  the 

calibre  of  people  who  are  direc- 

tors and  stockholders  of  Queen 

City  Broadcasting  Company. 

QUEEN  CITY 

BROADCASTING  COMPANY 

•  WINNER  PEABODY  AWARD  FOR  PUBLIC  SERVICE 

ill 
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C.  EDMONDS  ALLEN 
Director  of  Special  Services,  United  Press  International. 

THOMAS  BALMER 
Business  and  civic  leader.  Former  President  and  present 
member  of  the  Board  of  Regents,  University  of  Washing- 

ton. Vice-President,  Great  Northern  Railway  Co. 
JAMES  W.  BATES 

Distributor,  Tidewater  Petroleum  Products. 
WILLIS  L.  CAMPBELL 

Business  and  civic  leader.  President,  General  Insurance 
Co.  of  America  and  related  companies.  Director,  Seattle 
Chamber  of  Commerce.  Director,  Greater  Seattle,  Inc. 

STANLY  W.  DONOGH 
Business  and  civic  leader.  Retail  Group  Manager,  Sears, 
Roebuck  and  Co.,  Seattle.  Director,  Greater  Seattle,  Inc. 

JOEL  E.  FERRIS 
Pioneer  investment  banker  and  philanthropist.  Director, 
Seattle-First  National  Bank,  Columbia  Electric  Co.,  Great 
Northwest  Life  Insurance  Co.  Overseer,  Whitman  College, 
Walla  Walla,  Washington. 

SAUL  HAAS 
President  and  General  Manager,  Queen  City  Broadcasting 
Co.  Director,  Washington  State  Association  of  Broadcasters. 
Former  newspaper  editor  and  publisher. 

JOHN  C.  HAGEN 
Retired  businessman.  Owner  with  his  sons  of  Troy  Laundry, 
Seattle,  and  Crystal  Laundry,  Yakima  and  Spokane, 
Washington. "FRED  HALEY 

Educator,  business  and  civic  leader.  President  of  Brown 
and  Haley  Candy  Co.  Chairman  of  Tacoma,  Washington 
School  Board. 

GEORGE  P.  HARDGROVE 
Chairman,  Queen  City  Broadcasting  Co.  Director,  Puget 
Sound  Navigation  Co.,  Black  Ball  Lines,  Ltd.  Trustee,  De 
LaSalle  Institute.  Co-founder,  Ferris  and  Hardgrove,  In- 

vestment Banking  firm. 
CHARLES  HOROWITZ 

Attorney.  Former  President,  Seattle  Bar  Association.  For- 
mer lecturer  in  Law,  University  of  Washington. 

RALPH  C.  JAMES,  JR. 
Businessman,  farmer.  President,  Northwestern  Agencies, 
Inc.,  Seattle.  President,  .York  Farms  of  Redmond,  Wash- 
ington. *PAYNE  L.  KARR 
Attorney.  Senior  Partner  in  law  firm  of  Karr,  Tuttle  and 
Campbell.  Past  President,  Seattle  Chamber  of  Commerce. 
Director,  International  Association  of  Insurance  Counsel. 
Trustee,  Seattle  Municipal  League.  Member,  American 
College  of  Trial  Lawyers.  Past  President,  World  Affairs 
Council. 

GRANT  KEEHN 
Civic  leader  and  businessman.  Director,  Great  Northern 
Railway  Co.  Executive  Vice-President,  First  National 
Bank  of  City  of  New  York.  Trustee,  Hamilton  College. 
Director,  Boys  Clubs  of  America. 

JOHN  L.  KING 
Secretary-Treasurer,  Community  Service  Director,  Queen 
City  Broadcasting  Co.  Regent,  University  of  Washington, 
and  former  President  of  the  Regents.  Former  President, 
Seattle-King  County  Safety  Council.  Member,  Association 
of  Governing  Boards,  of  State  Universities  and  Allied  In- stitutions. Past  President  and  member  of  Public  Relations 
Round  table. -Member,  Executive  Committee,  YMCA. 

HARRY  B.  LEAR 
Active  civic  leader  and  businessman.  Chairman  of  the 
Board,  Pacific  National  Bank  of  Seattle. 

WARREN  G.  MAGNUSON 
Senior  United  States  Senator  from  State  of  Washington. 

HUGH  B.  MITCHELL 
Transportation  executive.  President,  Alaska  Van  and  Stor- 

age. Former  U.  S.  Senator  and  Congressman. 
EDWARD  R.  MURROW 

Veteran  news  commentator,  Columbia  Broadcasting 

System. DIETRICH  SCHMITZ 
Educator  and  business  executive.  Chairman.  Washington 
Mutual  Savings  Bank.  President,  Seattle  School  Board. 
Director,  Boeing  Airplane  Co. 

* ROBERT  SPARKS 
Executive  Vice-President,  Bowerv  Savings  Bank,  New York  City. 

WILLIAM  STERN 
Director,  Northwest  Orient  Airlines. 

FRANK  L.  TAYLOR 
Newspaperman.  Executive  Vice-President,  New  York 
Herald  Tribune.  Director  at  Large,  American  Cancer 
Society.  Former  Managing  Editor,  Seattle  Star. 
^Directors. 

KIRO-AM— 50,000  watts— 710  kcs. 

KIRO-FM— 16,400  watts— 100.7  mcs. 

KIRO-TV— 316,000  watts-Channel  7 

1530  Queen  Anne  Avenue,  Seattle  9,  Washington 

ATwater  3-9800 

National  Representatives,  Peters,  Griffin,  Woodward,  Inc. 



MANUFACTURING 

AUTOMATION  FEATURES  WESCON 

•  Over  1,000  stations  using  remote  equipment 

•  Los  Angeles  exhibits  include  tv  apparatus 

The  broadcast  engineer  came  pretty  close 
to  being  the  forgotten  man  at  the  1958 
Western  Electronic  Show  and  Convention 

held  Aug.  18-22  in  Los  Angeles.  Only  one  of 
the  42  technical  sessions,  Thursday  after- 

noon's on  "Radio  and  Television  Broadcast- 

ing," had  the  word  "broadcasting"  in  its 
title.  Friday  morning's  session  on  "Advanced 
Television  Techniques"  dealt  chiefly  with 
receivers,  although  it  included  a  paper  on 

NBC-TV's  Chroma-Key  [Networks,  Dec. 30  1957]. 

The  age  of  automation  for  broadcasting, 

if  not  already  here,  is  on  the  verge  of  ar- 
riving, Charles  Schaefer,  president  of  Schae- 

fer  Custom  Engineering,  told  the  broadcast- 
ing session.  Economics  and  the  lack  of  qual- 

ified engineers  make  automation  inevitable, 
he  stated,  reporting  that  more  than  1,000 
U.S.  stations  already  are  operating  their 
transmitters  by  remote  control. 

Automatic  programming  has  enabled  sta- 
tions to  go  into  all-night  operation  which 

otherwise  would  be  economically  unfeas- 
ible, Mr.  Schaefer  said.  He  reported  that 

three  small  towns  in  Arizona  now  have  their 

own  radio  stations  only  because  they  can  be 
automatically  operated  and  programmed 
from  a  fourth  station  in  a  larger  community 
[for  a  description  of  the  Schaefer  system  of 
automatic  programming,  see  Manufactur- 

ing, March  17]. 

Robert  W.  Buyloff,  of  NBC's  Facilities 
Engineering  Dept.,  reported  on  the  use  of 
automatic  gain  control  amplifiers,  auto- 

matic cueing  equipment  and  a  delayed 
broadcast  sequence  control  system  with  a 

timed  pre-set  that  provides  essentially  auto- 
matic operation  of  the  videotape  equipment 

used  by  NBC-TV  at  Burbank,  Calif.,  for  de- 
layed broadcasting.  A  battery  of  a  dozen 

tape  machines  records  network  tv  programs 
for  broadcasting  with  delays  of  one  or  three 
hours  to  permit  viewers  in  most  parts  of  the 
country  to  receive  them  at  the  same  local 
time  as  the  New  York  telecasts,  or  with  an 

hour's  variance  at  most. 
The  method  by  which  stabilization  needed 

for  proper  videotape  recording  of  color  tv 
programs  is  achieved  was  described  by  L.  J. 
Cabell,  research  engineer  at  the  videotape 
systems  laboratory  of  Stanford  Research  In- 

stitute. The  method,  which  employs  a  servo- 
loop  comparing  speed  of  the  recording  head 

to  the  color  sub-carrier  frequency  and  cor- 
recting the  speed  by  means  of  an  eddy  cur- 

rent break,  not  only  provides  the  precise 
timing  necessary  but  also  greatly  reduces 
shimmer  and  other  objectionable  effects 
which  sometimes  appear  in  non-stabilized 
color  recording  systems,  he  said. 

The  chief  advantage  of  the  Kahn  com- 

patible sinele-sideband  system  tested  since 
March  at  KDKA  Pittsburgh  has  been  to  re- 

duce interference  with  WBZ  Boston,  Ralph 
N.  Harmon,  engineering  vice  president  of 
Westinghouse  Broadcasting  Stations,  re- 

ported. In  more  than  five  months  of  operat- 
ing with  CSSB,  KDKA  has  not  had  a  single 

complaint  of  poor  performance,  he  said.  The 

Kahn  system  of  CSSB  has  been  found  reli- 
able, stable  and  generally  easier  to  operate 

than  the  conventional  system  of  double-side- 
band broadcasting  by  am  stations,  he  said. 

Mr.  Harmon's  paper  supplemented  a  report 
made  at  the  1958  Broadcast  Engineering 
Conference  [NAB  Convention,  May  5] 
when  the  KDKA  tests  had  been  in  progress 
a  little  over  a  month. 

Answering  a  question  about  stereophonic 
broadcasting,  Mr.  Harmon  emphatically 
stated  that  an  am  channel  should  not  be  used 

for  stereo.  "It's  not  a  question  of  phase  but 
of  noise,  man-made  noise,"  he  declared. 

The  broadcaster's  problem  of  maintain- 
ing his  assigned  broadcast  frequency  accur- 

ately has  been  aggravated  as  the  commercial 
broadcast  spectrum  has  extended  upward 
toward  1000  mc,  it  was  noted  in  a  paper 

prepared  by  C.  A.  Cady  and  W.  P.  Buuck 
of  General  Radio  Co.,  delivered  by  Mr. 

Buuck.  "It  is  obvious,"  he  said,  "that  a 
broadcaster  with  a  tolerance  of  plus  or 
minus  1  kc  at  600  mc  requires  10  times  the 

accuracy,  percentage-wise,  that  he  would 

need  at  60  mc." 
Simple  To  Maintain  Accuracy 

To  maintain  the  required  accuracy  the 

broadcaster  needs  a  simple  field-type  ap- 

paratus that  will  enable  him  to  refer  his  fre- 
quency to  a  frequency  standard  such  as 

WWV,  the  government  time-signal  station, 
Mr.  Buuck  said.  He  noted  in  passing  that 

"all  oscillators  suffer  from  long-term-  drift," 
and  that  "even  WWV  requires  periodic  cor- 

rection on  the  basis  of  star  time  measure- 

ment." This  apparatus,  he  said,  must  have 
good  resolution. 

The  broadcaster  was  also  the  neglected, 

if  not  completely  forgotten,  man  at  the  900 
exhibits  in  Pan-Pacific  Auditorium.  Military 
and  industrial  electronics  dominated  the 

scene,  with  only  an  occasional  piece  of 
broadcast  equipment  among  the  $8  million 
worth  of  electronic  gear  on  display. 

Among  exceptions,  Ling  Electronics 
showed  microwave  relay  equipment  suitable 
for  use  in  connecting  tv  stations,  with  full 
1  w  systems  starting  at  $7,900  Ling  also 
offered  a  complete  mobile  tv  unit  including 
a  Volkswagen  station  wagon  equipped  with 
camera  chain  and  all  equipment  needed  to 

pick  up  a  picture  and  relay  it  back  to  the 
transmitter,  priced  at  $21,000  and  available 
at  $2,000  down  and  $499  a  month. 
A  Ling  subsidiary,  Electron  Corp., 

showed  what  was  described  as  the  lowest 

cost  closed-circuit  system  on  the  market, 

priced  at  under  $900.  Electron  Corp.  Presi- 
dent Mort  Zimmerman  late  Wednesday  was 

trying  to  figure  out  how  to  get  a  prototype 
of  the  Lingmitter,  a  ham  tv  transmitter 

operating  in  the  420-450  mc  band  allocated 
to  amateurs,  into  his  exhibit  without  dis- 

placing his  other  equipment.  Calling  the 

Lingmitter  the  first  ham  tv  equipment  avail- 
able commercially,  Mr.  Zimmerman  said  a 

complete  package  of  camera,  video  monitor, 
transmitter,  antenna  and  transmission  line 

is  being  offered  tv  amateurs  for  $2,495 
complete.  He  noted  the  amateur  band  is 
close  enough  to  the  beginning  of  the  uhf 
broadcast  part  of  the  spectrum  (starting 

with  ch.  14,  470-476  mc)  that  set  owners 
might  be  tempted  to  convert  their  receivers 
for  uhf  reception  in  order  to  tune  in  the 
amateurs  and  thus  help  in  some  small  de- 

gree to  building  the  uhf  audience. 
Gates  Radio  Co.  showed  a  new  10  w  fm 

transmitter  for  use  at  colleges  and  other 
confined  coverage  areas,  priced  at  $1,195, 

and  a  dual-channel  multiplex  fm  unit  com- 
plete with  the  exciter  for  approximately 

$2,100. Hallamore  Electronics  Co.  displayed 

compact,  lightweight  tv  cameras,  including 
one  model  with  all  circuitry  except  the 

vidicon  camera  tube  completely  transistor- 
ized. Hallamore  also  showed  an  automatic 

sun-shutter  designed  to  protect  the  tubes 
from  inadvertent  exposure  to  the  sun  or 

any  other  high-intensity  light  source.  In- 

cluded in  the  firm's  exhibit  was  a  "Selle- 
vision"  display  unit,  closed-circuit  tv  sys- 

tem for  use  in  stores  and  other  public 

places. 
Eye-catcher  at  the  International  Tele- 

phone &  Telegraph  exhibit  was  a  tv  receiver 
surmounted  by  a  storage  display  tube  which 
captured  and  held  selected  segments  of  the 

video  picture  as  "stills"  for  study  at  leisure. 
Device  is  intended  primarily  for  use  in  re- 

cording information  received  by  radar  or 
other  electronic  communications  equipment, 
but  could  be  used  in  television  as  well,  a 

spokesman  said — perhaps  as  an  aid  to  edit- 
ing videtape  recordings. 

Amperex  Electronic  Corp.  exhibited  two 
new  frame  grid  tubes  for  use  in  the  tuning 
sections  of  new  tv  sets  which  will  aid  tv 

broadcasters  by  providing  an  effective  signal 
reception  area  up  to  35%  larger  than  that 
attainable  with  present  day  sets,  the  com- 

pany said.  These  were  described  as  the 
first  production  frame  grid  tubes  designed 

to  operate  in  the  commercial  vhf  tv  spec- 
trum. 

Also  at  the  tv  receiving  end,  Wescon 
visitors  to  the  exhibit  of  Sylvania  Electric 
Products  saw  what  was  called  the  shortest 

picture  tube  yet,  a  17-inch  faced  tube  with 
a  front-to-back  measurement  of  only  10*4 
inches.  Reduction  was  achieved  by  a  radi- 

cally new  gun  design,  Sylvania  reported. 
Adjacent  to  the  displays  of  the  latest  in 

electronic  gear  was  a  historical  exhibit  of 
some  of  the  earliest  examples  of  the  field, 
including  replicas  of  the  first  vacuum  tubes 
designed  by  Dr.  Lee  De  Forest,  the  5  w 
transmitter  with  which  KNX  Los  Angeles 
went  on  the  air  in  1920  and  the  transmitter 

used  by  KFI  Los  Angeles  at  about  the  same 
date.  KNX  reported  ravages  of  time  made 
it  necessary  for  the  station  to  borrow  two 
tubes  and  several  meters  from  another 

antique  collection,  owned  by  KIEV  Glen- 
dale,  Calif.,  to  complete  its  exhibit. 

College  Develops  Color  System 
The  Iowa  State  College,  Ames,  Iowa, 

has  announced  the  showing  on  Sept.  17  of 
a  color  tv  recording  and  reproducing  sys- 

tem developed  at  the  college. 

The  system  puts  color  electronically  on 
35  mm  black  and  white  film  so  that  film 
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COURT'S  FIGHT  DECISION  HAILED 

MANUFACTURING  continued 

may  be  used  to  rebroadcust  or  reproduce 
original  color.  The  economy  of  the  system 

is  pointed  up  by  the  fact  that  a  tv  sta- 
tion having  no  color  producing  equipment 

but  having  a  transmitter  capable  of  passing 

a  standard  color  signal  will  require  ap- 
proximately $18,000  in  special  equipment, 

according  to  the  college. 
Information  on  this  system  is  available 

from  the  Director,  Engineering  Experiment 
Station,  Iowa  State  College,  Ames,  Iowa. 

Tv,  Radio  Set  Shipments 

Fall  Below  Level  Last  Year 

Television  and  radio  set  shipments  from 
factories  to  dealers  during  the  first  six 
months  of  1958  showed  a  decline  from  the 

same  period  in  1957,  according  to  Electronic 
Industries  Assn. 

Six-month  tv  set  shipments  totaled  2,000,- 
988  for  1958  compared  to  2,503,966  in  the 

like  1957  half-year.  June  tv  shipments 
totaled  220,512  sets  compared  to  210,197  in 
May  and  382,699  in  June  of  last  year. 

Radio  shipments  totaled  2,905,327  sets 

for  the  first  half  of  1958  compared  to  3,436,- 
428  in  the  same  1957  period. 

Color  Tube  Standards  Set 

National  Bureau  of  Standards,  Washing- 
ton, in  cooperation  with  the  Joint  Electron 

Tube  Engineering  Council  of  Electronics 
Industries  Assn.,  has  announced  availability 
of  brightness  standards  for  color  tv  tubes. 
Each  set  consists  of  red,  green  and  blue 
standards,  which  closely  match  in  spectral 

energy  "the  three  phosphors  which  in  the 
tube  act  together  to  produce  various  colors 

in  the  image."  Master  standards,  used  to 
calibrate  the  standards  supplied  to  the  in- 

dustry, are  retained  at  the  Bureau.  Sets  can 

be  obtained  from  the  Photometry  &  Colori- 
metry  Section  of  the  Bureau  at  $250  per  set. 

A  detailed  report  of  the  standards'  design 
and  calibration  is  included  with  each  set. 

Dr.  Pietenpol  Joins  Sylvania 

Dr.  William  J.  Pietenpol,  director  of 
development,  semiconductor  devices,  Bell 
Telephone  Labs.,  has  been  appointed  vice 

president  and  general  manager  of  the  Semi- 
conductor Div.  of  Sylvania  Electric  Prod- 

ucts, Woburn,  Mass.  Dr.  Pietenpol  will  be 

responsible  for  all  divisional  operations  in- 
cluding research  and  development,  manu- 

facturing and  marketing.  He  is  recognized 
as  a  leading  authority  on  the  development 
and  application  of  semiconductor  devices, 
including  the  transistor. 

Sylvania  is  a  leading  manufacturer  of 
transistors,  crystal  diodes,  and  other  semi- 

conductor devices.  The  headquarters  plant 
at  Woburn  employs  approximately  1.000 
persons.  A  similar  plant  at  Hillsboro,  N.  H., 
has  nearly  400  employes. 

Lower  Cost  for  3M  Videotape 

A  7%  price  reduction  on  magnetic  tape 
for  videotape  recorders  has  been  announced 
by  Minnesota  Mining  &  Manufacturing  Co., 
St.  Paul.  The  net  price  of  a  64-minute  roll 

of  #179  VR  "Scotch"  tape  is  down  to 
$282.90  from  $306. 

A  decision  handed  down  last  Monday 

in  New  York  State  Supreme  Court,  pro- 
hibiting three  New  York  radio  stations 

from  broadcasting  the  Floyd  Patterson-Roy 

Harris  heavyweight  championship  bout  "in 
the  present  tense"  was  interpreted  by  broad- 

casters as  "a  triumph"  for  the  industry. 
None  of  the  three  defendants — WOR, 

WOV  and  WINS— had  claimed  they  in- 

tended to  "recreate"  the  battle  in  the  pres- 
ent tense  but  said  they  were  testing  a 

stand  from  the  TelePrompTer  Corp.  that 
would  ban  any  report  of  the  fight  until  its 
conclusion.  The  ruling  by  Justice  George 

Tilzer  banned  a  present-tense  account  of 
the  event  but  opened  the  way  for  a  past 

tense  description  as  the  bout  was  in  prog- 
ress. This  development  is  interpreted  as 

a  step  forward  from  an  earlier  court  ruling 
in. 1953  which  permitted  a  summary  of  the 

Rocky  Marciano-Roland  LaStarza  bout  at 
the  end  of  each  round. 

TelePrompTer,  which  had  radio-tv-motion 
picture  rights  to  the  Patterson-Harris  fight, 
carried  it  only  on  closed-circuit  tv  to  the- 

atres. It  sought  an  injunction  from  the  court 
after  reading  announcements  that  the  three 
stations  intended  to  broadcast  news  of  the 

championship  contest,  as  provided  by  the 
news  services  [Program  Services,  Aug.  18]. 

One  significant  point  made  by  Justice 
Tilzer  in  this  ruling  was  that  a  radio  station 
has  the  same  right  to  disseminate  news  as 

has  a  newspaper.  He  asserted: 

"The  plaintiff  has  put  at  the  disposal  of 
the  national  press  associations  all  the  facil- 

ities necessary  to  enable  them  to  transmit 

instantaneous  reports  of  the  bout  to  thou- 
sands of  newspapers.  The  dissemination  of 

news,  however,  is  no  longer  the  exclusive 
province  of  the  newspaper.  Once  there  has 
been  a  public  dedication  of  news,  radio 

broadcasters  have  the  same  rights  of  dis- 
semination of  news  as  do  newspapers. 

"Such  rights,  nevertheless,  do  not  extend 
to  a  blow-by-blow  description  of  the  fight 
nor  to  a  broadcast  of  the  bout  phrased  in  the 
present  tense.  This  the  defendants  in  effect 

concede:  that  they  will  not  simulate  a  "live' 
broadcast  nor  will  they  make  it  appear  that 

they  are  broadcasting  a  blow-by-blow  de- 
scription of  the  bout  as  distinguished  from  a 

report  made  after  the  event  by  a  newspaper. 

"Balancing  all  of  the  consequences  and 
the  equities  therefore,  and  mindful  of  the 

protestations  of  the  defendants,  it  is  suffi- 
cient to  say  that  the  moving  party  has  dem- 

onstrated its  right  that  the  report  or  broad- 
cast of  the  fight  be  made  in  the  past  tense 

and  that  fair  dealing  dictates  that  it  should 

not  be  a  running  account  of  the  fight  actual- 
ly in  progress. 

"Accordingly,  this  motion  for  an  injunc- 
tion pendente  lite  is  granted  solely  to  the 

extent  of  restraining  and  enjoining  defend- 
ants from  broadcasting  any  report  simu- 

lating or  likely  to  be  confused  with  a  blow- 
by-blow  or  running  account  phrased  in  the 

present  tense  of  the  heavyweight  boxing  con- 
test between  Patterson  and  Harris  scheduled 

for  Aug.  18,  1958." Counsel  for  the  stations  were  Emanuel 

Dannett,  WOR;  Frederic  A.  Johnson,  WINS, 
and  Asher  Lans,  WOV.  The  main  contention 

of  the  broadcasters,  as  outlined  in  Mr.  Dan- 

nett's  brief,  was:  "Whatever  common  law 
rights  the  plaintiff  [TelePrompTer]  may  have 
in  broadcasts  pertaining  to  the  bout  will  be 

destroyed,  when,  with  the  plaintiff's  per- mission, news  reports  of  the  bouts  are  given 

nation-wide  circulation  by  press  associa- 
tions." The  brief  claimed  that  restrictions 

upon  broadcasting  of  the  news  of  the  bout, 

imposed  by  TelePrompTer  upon  press  as- 
sociations, "will  not  survive  the  publication 

of  such  news."  The  brief  summarized  the 

broadcasters'  point  this  way: 

"Plaintiff,  by  authorizing  the  national 
press  associations  to  transmit  to  their  sub- 

scribers summaries  and  blow-by-blow  de- 
scriptions of  the  bout,  for  distribution  to 

newspapers,  will  have  published  the  news 
of  the  bout  and  broadcasters,  who,  under 

contract  with  the  press  associations,  receive 
such  news  have  the  right  to  use  such  news 
without  restriction  or  limitation. 

"Such  restrictions  as  the  plaintiff  has 

sought  to  impose  upon  the  news  cannot  sur- 
vive its  publication,  nor  does  the  fact  that 

the  plaintiff  may  not  intend  an  unlimited 

publication  assist  the  plaintiff,  since  no  mat- 
ter what  its  intent,  it  has,  in  fact,  allowed 

publication  of  the  news  upon  the  broadest 

scale." 

WOR  and  WOV  gave  summaries  of  the 

bout's  proceedings  at  the  end  of  each  three 
rounds  in  the  manner  provided  by  the  press 

associations,  plus  color  background  on  the 

fight.  WINS  presented  what  it  called  "dram- 
atized" coverage  of  the  bout,  with  sports- 

caster  Les  Keiter  delivering,  in  the  past 

tense,  an  account  that  appeared  to  be  vir- 

tually blow-by-blow. 

GOOD  SHOW 

Officials  of  TelePrompTer  Corp., 

New  York,  late  last  week  termed  its 
closed-circuit  telecast  of  the  Floyd 
Patterson-Roy  Harris  heavyweight 

bout  "a  financial  and  promotional  suc- 
cess." Based  on  returns  from  50%  of 

151  theatres  in  132  cities  that  carried 

the  bout,  TelePrompTer  estimated 
that  more  than  200,000  patrons  paid 

"slightly  less"  than  $1  million  for 
admission.  Company  officials  said 

they  were  "pleased"  with  the  receipts, 
conceding  that  the  bout  was  not  a 

top-level  attraction.  Alfred  N.  Green- 
berg,  director  of  advertising  and  pub- 

lic relations,  said  the  telecast  marked 

the  first  time  that  "not  a  single  break- 
down" had  occurred  in  transmission. 

The  company,  he  added,  had  set  up 

what  it  called  "a  quality  control  net- 
work," manned  by  more  than  1,000 

engineers  throughout  the  country, 
who  moved  in  to  correct  transmission 

disorders.  The  reports  from  exhibitors 

on  picture  transmission  were  "highly 
flattering,"  Mr.  Greenberg  said. 
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WOW!  What  a  tower!  What  a  signal!  What  great  studios! 

What  pro  performance!  You  get  it  all  on  powerful  new 
WTAE,  Channel  4,  in  the  important  Pittsburgh  market. 

Take  TAE  and  see.  But  first  see  the  Katz  man. 

ON-THE-AIR  SEPTEMBER  14 

BASIC  ABC  IN  PITTSBURGH 

CHANNEL 
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AT&T,  WU  BIDDING 

TO  HIKE  NEWS  WIRE 

•  Teletypewriter  proposal  in 

•  News  users  would  feel  costs 

The  cost  of  gathering  and  disseminating 

news  may  go  up — and  part  it  not  all  of  this 
increase  may  be  charged  to  radio  and  tv 
services  and  newspapers  which  use  news  wire 
service  teleprinters. 

This  is  the  consensus  of  experts  who  have 
studied  the  new  tariffs  for  interstate  private 
line  teletypewriter  services,  filed  Aug.  15 
with  the  FCC  by  AT&T  and  Western 
Union. 

Principal  users  of  teleprinter  services  are 

the  news  wire  services  (AP  and  UPI),  gov- 
ernment agencies,  railroads,  airlines,  stock 

brokers  and  industrial  companies  with  many 
plants  or  offices  throughout  the  country. 

If  the  wire  news  services  are  forced  to 

pay  more  for  teleprinter  service,  part  or  all 
of  this  increase  will  be  passed  on  to  their 
customers.  Most  radio  and  tv  stations  sub- 

scribe to  one  or  both  news  services. 

Radio  and  tv  networks  use  private  tele- 
typewriter services  extensively  to  link  o&o 

stations  and  origination  points.  But,  it  is 

understood,  this  expense  is  minimal  com- 
pared to  what  the  networks  spend  for  pro- 
gram lines.  There  are  a  few  stations  using 

private  line  teleprinters;  these  are  mostly 

chains  or,  in  some  instances,  station  tie-in's 

to  the  AT&T  Long  Lines  intercontinental 
weather  bureau  service. 

The  new  tariffs  become  effective  Oct.  1, 

unless  the  FCC  postpones  them  pending  an 
investigation. 

The  prospective  increases  were  blasted 

last  week  by  Rep.  Emanuel  Celler  (D-N.Y.). 
Mr.  Celler  is  chairman  of  the  House  Judici- 

ary Committee  and  of  its  antitrust  subcom- 

mittee. He  warned  that  he  intended  to  "main- 

tain a  watchful  eye"  on  the  FCC's  action  re- 
garding the  new  charges.  He  said  that  any 

Commission  inaction  would  "only  com- 
pound the  existing  situation  and  lead  to  the 

conclusion  that  the  Commission  has  largely 

abdicated  its  regulatory  responsibility  in  the 

wire  communications  area." Mr.  Celler  referred  to  the  1953  hike  in 

long-distance  charges  approved  by  the  FCC 
without  a  hearing  and  to  testimony  before 
the  House  subcommittee  earlier  this  year 
which  indicated  that  AT&T  had  earned  more 

than  the  contemplated  6V2  %  return  on 
book  value  in  1955-57.  The  New  Yorker 
claimed  this  amounted  to  a  $159  million 

overcharge  to  the  American  public. 
He  also  called  on  the  FCC  and  the  Dept 

of  Justice  to  determine  whether  there  was 

any  collusion  between  AT&T  and  Western 
Union  because  they  both  filed  their  new 
teleprinter  tariffs  the  same  day. 
AT&T  estimated  that  the  new  charges 

averaged  a  26%  increase,  Western  Union 
23%.  AT&T  figured  that  the  new  rates 
would  bring  in  an  additional  $11  million  a 

year,  Western  Union  $7.7  million.  Both 
claimed  that  returns  on  teleprinter  service 

have  been  well  below  the  historic  6%  — 
AT&T  said  its  teleprinter  income  averaged 

1.7%;  Western  Union,  2.3%  or  3.6%  de- 
pending on  how  investment  is  figured. 

Both  communications  companies  stated 

that  the  proposed  new  tariffs  constituted 
only  interim  relief,  that  they  intended  to  ask 

for  higher  rates  later. 
Last  June  both  AT&T  and  Western  Union 

notified  the  FCC  that  they  were  considering 

asking  for  increases  in  rates  for  their  tele- 
printer services.  The  announcements  were 

contained  in  testimony  before  the  Commis- 
sion on  private  wire  services.  The  tariffs 

filed  two  weeks  ago  are  less  drastic  than  was 

implied  then.  In  Western  Union's  new  tariff 
the  increases  apply  to  facsimile  as  well  as 

teleprinter  service. 

Combs  Radio  Service 

Offers  'Voiced'  News 

The  establishment  of  a  "voiced"  news 
service  for  independent  and  network  radio 
stations  was  announced  last  week  by  George 
Hamilton  Combs,  news  commentator  and 

president  of  the  newly-formed  Radio  Press, 
New  York.  Temporary  headquarters  have 
been  set  up  at  415  Madison  Ave.,  New 

York  17.  Telephone  is  Plaza  4-1188. 
Operations  will  begin  Oct.  6,  according 

to  Mr.  Combs.  Radio  Press  will  offer  daily 
at  least  an  hour  of  news  and  features,  which 

the  stations  can  divide  into  quarter-hours 
or  12  five-minute  segments.  News  will  be 
sent  to  am  and  fm  independent  outlets  and 
network  stations  by  wire,  tape  or  fm  relay. 

Mr.  Combs  said  Radio  Press  will  pay  for 

A  combination  hard  to  beat... 

SACRAMENTO,  CALIFORNIA 
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in  Omaha; 

the  man  who 

has  everything; 

goatee, 

orange  thunderbird, 
ancestry, 

and  a  gift  for  selling 

He's  Henry  Busse,  Jr.,  and  in  his 

own  unique  way  he's  typical  of  the 

personalities  who  have  put  KOWH 

at  or  near  the  top  of  Omaha 

radio  for  more  than  8  years. 

Give  yourself  everything  you  need 

to  succeed  in  Omaha  radio:  KOWH 

(good  coverage  too,  on  660  kc). 

Talk  to  a  Young  man,  or  KOWH 

General  Manager,  Virgil  Sharpe. 

OMAHA 

Represented  by  Adam  Young  Inc. 

Broadcasting 
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line  charges.  Rates  will  be  dependent  upon 
the  national  spot  billing  of  the  station.  He 
indicated  that  the  company  has  signed  up 

"several"  stations  but  said  he  could  not 
identity  them  at  this  time. 

"Subscribers  will  receive  'voice'  cover- 
age of  top  overseas  and  national  stories  as 

well  as  full  Washington  coverage."  Mr. 
Combs  said.  "To  cover  late-breaking  news, 
the  schedule  will  be  kept  flexible.  The  syndi- 

cated news  service  will  furnish  daily  short- 
wave or  telephone  reports  by  correspondents 

in  world  capitals  and  trouble  spots.  Ex- 
cerpts from  Presidential.  Cabinet  and  Pen- 
tagon news  conferences  are  to  be  supple- 

mented by  reaction-interviews  on  Capitol 
Hill  and  verbatim  highlights  of  congressional 
hearings.  The  Washington  staff  also  will 

dig  for  important  exclusives.  Roving  re- 
porters and  staffers  of  subscribing  stations 

will  cover  major  domestic  stories." 
Mr.  Combs  said  the  service  plans  to  have 

commentators  who  will  come  in  pairs — "for 
and  a'gin,  conservative  and  liberal.  We'll 
hit  a  balance,  featuring  short  incisive  com- 

mentaries." 
Mr.  Combs  has  been  a  radio  foreign 

correspondent  and  news  commentator  in 
the  New  York  area  for  21  years,  including 
service  with  WMGM,  WHN  and  WABC 

New  York.  Until  several  weeks  ago,  he 
was  associated  with  WABC.  He  reported 
that  his  contract  with  WABC  ended  earlier 
this  month  and  was  not  renewed  because 

the  new  management  team  "has  decided  not 
to  use  commentators."  He  said  the  termina- 

tion of  the  contract  was  "amicable."  Mr. 
Combs  is  a  former  Democratic  congress- 

man from  Missouri. 

Stewart  Barthelmess,  a  former  ABC  exec- 
utive, has  been  named  general  manager  of 

Radio  Press. 

Emery  Cuts  Tv  Air  Freight  Tab 

Emery  Air  Freight  Corp.,  New  York, 
has  adopted  new  low  air  freight  rates  for 
film  and  tv  tape  on  shipments  from  New 
York,  Chicago  and  Los  Angeles  to  43  key 
cities  in  U.S.  The  new  rates,  Emery  says, 
will  save  from  10  cents  to  more  than  $40  as 

compared  with  old  rates,  on  a  shipment 
from  one  client  to  more  than  214  tv  stations. 

The  saving  varies  with  the  weight  and  dis- 
tance of  shipment.  The  new  minimum  has 

been  set  at  $3.40  as  against  $3.50  under  old 
schedule. 

PROGRAM  SERVICE  SHORTS 

Cascade  Pictures  of  California,  Hollywood, 
has  ordered  Ampex  videotaping  equipment 
and  will  offer  complete  taping  facilities  to 
its  clients  within  next  30  days.  Cascade 
will  be  first  independent  producer  of  film 
commercials  on  coast  to  offer  agencies  and 
advertisers  taping  facilities  on  own  sound 
stages,  President  Berney  Carr  commented. 
Mr.  Carr  pointed  out  Cascade  will  be  able 
to  provide  taped  commercials  with  optical 
and  matting  where  needed  by  reverting  to 
normal  film  procedures  for  these  ingredients 
and  going  from  film  to  tape  to  film  to  make 
master  tape  for  tv  use. 

Gale-Gernannt  Productions  Inc.,  N.  Y.,  tv 

packaging  company,  has  opened  offices  at 
55  W.  53rd  St.,  New  York,  N.  Y.  Telephone: 

Circle  5-8333.  Co-owners  of  company  are 
orchestra  leader  Bill  Gale  and  radio-tv 
packager  Bill  Gernannt.  Herb  Landon, 

formerly  publicity  director  of  Kenyon  & 
Eckhardt,  N.  Y.,  is  general  manager.  Firm 

packages  Country  Fair,  scheduled  to  be 

carried  on  NBC-TV  this  fall  as  weekday 
daytime  program. 

CONTRACTS  for  complete  UPI  broadcast  news  packages  are  sealed  by  officials  of 
TLF  Broadcasters  Inc.,  and  the  wire  service.  The  new  contracts  for  five  Time-Life 

radio-tv  stations  include  Movietone  News  Film,  Unifax  Facsimile,  and  Broadcast 
Newswire.  On  hand  for  the  signing  were  (1  to  r)  Howard  J.  Black,  Time  Inc. 
executive  vice  president,  and  LeRoy  Keller,  UPI  vice  president  and  general  sales 
manager  (standing),  Mims  Thomason,  UPI  vice  president  and  general  business  man- 

ager, and  Weston  C.  Pullen  Jr.,  Time  Inc.  vice  president  for  broadcasting.  Stations 

covered  are  KDYL-KTVT  (TV)  Salt  Lake  City;  KLZ-AM-TV  Denver,  WTCN-AM- 
TV  Minneapolis:  WOOD-AM-TV  Grand  Rapids  and  WFBM-AM-TV  Indianapolis. 
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No  Frills,  Much  Rumor 

Accompany  'Dotto'  Exit 
A  popular  tv  quiz  program,  Dotto,  was 

removed  from  the  network  scene  over  the 

Aug.  16  weekend  with  the  "silence"  of  a thunderclap.  Advertiser,  agency,  networks 

and  packager  quickly  stamped  the  incident 
"top  secret"  and  met  all  queries  last  week 

with  a  cryptic  "no  comment." 
By  plugging  any  suspected  leaks,  it  was 

hoped  that  the  matter  would  just  evaporate. 
The  program  had  been  riding  high  in 

the  ratings,  was  destined  to  become  a  fix- 
ture on  CBS-TV  Monday-Friday  in  the 

11:30  a.m. -noon  spot  and  a  nighttime  quiz 

contender  on  NBC-TV  Tuesday,  9-9:30 
p.m.  It  was  the  tv  quiz  sweepstake  entry  of 

Colgate-Palmolive  Co.,  through  Ted  Bates 
&  Co.,  both  New  York;  packaged  and 
owned  by  Frank  Cooper  Assoc.;  produced 

by  Ed  Jurist;  directed  by  Jerry  Schnur  and 
emceed  by  Jack  Narz  [also  see  In  Review, 
Aug.  4]. 

Although  nobody  would  comment  official- 
ly, the  unofficial  and  widespread  explana- 

tion was  that  an  apparently  disgruntled 
contestant  filed  a  complaint  with  FCC  and 
the  sponsor  alleging  irregularities  regarding 

the  "contest."  Reportedly,  the  complaint 
charged  that  the  show  was  rigged  to  favor 
another  contestant. 

An  FCC  source  acknowledged  that  a 
complaint  had  been  received  and  that  the 

FCC  had  asked  CBS-TV  for  an  explanation. 

The  network's  reply  had  not  been  made 
at  week's  end. 

The  Colgate  decision  to  knock  the  show 
off  the  airwaves  was  first  made  known  to 

"outsiders"  on  Friday,  Aug.  15,  when  En- 
tertainment Productions,  packager  of  an- 

other quiz  called  Top  Dollar  (on  Saturday 

nights,  CBS-TV,  sponsored  by  Brown  & 
Williamson  whose  schedule  runs  out  Aug. 

30),  was  notified  to  stand  by  with  a  pro- 
gram for  Monday.  This  order  was  con- 

firmed the  next  day. 

Colgate,  through  its  agency,  formally 

announced  Saturday  it  had  "discontinued 
effective  immediately"  its  sponsorship  of 
the  program,  that  Top  Dollar  would  sub- 

stitute on  CBS-TV  and  Colgate  Theatre,  a 
filmed  drama  series  of  pilots,  would  replace 

Dotto  on  NBC-TV  Tuesday  night.  At  the 
same  time,  CBS-TV  announced  it  had 
notified  both  sponsor  and  agency  that  it 

would  "no  longer"  telecast  the  show. 
It  was  learned  that  an  affidavit  had  been 

filed  with  the  FCC  and  that  the  Commis- 
sion brought  the  matter  to  the  attention  of 

the  networks  as  a  matter  of  course.  The 

networks  would  not  comment  on  this  re- 

port. 

A  Ted  Bates  executive,  who  declined  to 
comment,  indicated  the  agency  and  client 

were  taking  this  tight-lipped  position  in  the 
hopes  that  the  incident  would  remain 
closed. 

According  to  one  unconfirmed  report, 
the  network  role  in  the  Dotto  story  was 

being  played  at  top  levels  only. 
As  stunned  as  anybody  in  the  radio-tv 

business  was  m.c.  Narz.  He  apparently  had 
not  been  notified  of  the  cancellation  until 

late  Saturday  and  was  planning  to  move 
his   family   from   California  to   a  newly 
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THIS    IS  ALBUQUERQUE 

KOB-TV  serves 

100,100 

TV  homes*  in 

the  nation's 

LMJ  > 

in  total 

retail  sales! 

Just  one  year  ago,  Albuquerque,  New  Mexico  was 

the  nation's  90th  market  in  total  retail  sales.  Today, 
with  its  business  activity  increasing  at  a  rate  three 

times  above  the  national  average,  Albuquerque  has 

jumped  to  78th  .  .  .  the  fastest-growing  billion  dollar 
market  in  the  Southwest. 

To  sell  the  100,100  television  families  (see  foot- 

note) in  atomic  Albuquerque,  KOB-TV  is  your  best 

bet.  Latest  ARB  figures  show  that  KOB-TV  leads  the 

competition  by  a  handy  3-to-2  margin  from  sign-on 

to  sign-off,  seven  days  a  week. 

Under  the  progressive  management  of  KSTP,  Inc. , 

broadcast  leaders  in  Minneapolis-St.  Paul,  KOB-TV 
continues  to  extend  its  leadership  in  the  important 

Albuquerque  market. 

For  further  information  on  this  major  market, 

contact  a  KOB-TV  representative,  or  your  nearest 

Petry  office. 

^  This  figure — from  Television  Magazine, 
August,  1958  is  conservative.  We  believe  the 
actual  figure  to  be  approximately  132,000  sets. 

ALBUQUERQUE,  \J  NEW  MEXICO 

Represented  by  Edward  Petry  &  Co.,  Inc. 

Television 

i 
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NETWORKS  CONTINUED 

1* 

_D     is  Benign 

And  not  very  deep. 

Without  stimulation, 

Radio  puts  him  to  sleep! 

To  keep  listeners  wide  awake, 

radio  must  be  programmed  with 

"stimulation  and  vitality  plus 

appeal  to  the  wide  variety  of  indi- 

vidual tastes  that  make  up  any 

market. 

In  Greater  Los  Angeles,  KHJ 

with  FOREGROUND  SOUND 

has  been  providing  its  listeners 

with  this  kind  of  programming 

for  36  years. 

Through  news,  commentary, 

sports,  quiz,  dramatic  and  variety 

programs,  KHJ  delivers  listeners 

who  pay  close  attention  to  the 

programs  of  their  choice  and  con- 

sequently to  the  commercials 

within  and  around  it. 

Never  underestimate  the  vari- 

ety of  tastes  that  make  up  the  Los 

Angeles  market.  Here  is  a  medium 

programmed  to  satisfy  them  all. 

KHJ 

R  A  D  I 

LOS  ANGELES 
1313  North  Vine  Street 
Hollywood  28,  California 
Represented  nationally  by 
H-R  Representatives,  Inc. 
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purchased  house  in  New  York.  Commer- 
cials prepared  for  Dot  to  and  featuring  Mr. 

Narz  on  film  were  shown  on  the  program 

replacements. 

Sarnoff  Tells  VFW 

Of  NBC  Service  Plan 

NBC  is  projecting  five  years  ahead  to 
develop  a  broad  range  of  public  service 

programs  that  will  "explore  this  nation's 
heritage,  achievements  and  problems," Chairman  Robert  W.  Sarnoff  disclosed  last 

Tuesday  (Aug.  19)  at  the  annual  conven- 
tion of  Veterans  of  Foreign  Wars,  in  New 

York  (also  see  story,  page  85).  Mr.  Sarnoff 
received  the  Gold  Medal  Award  of  the 

commander-in-chief  of  the  VFW,  Richard 

L.  Roudebush,  at  the  convention's  opening 
session.  The  award  is  the  highest  honor  the 

organization's  leader  can  bestow  on  an  in- dividual. 

As  an  example  of  the  network's  long- 
range  projects,  Mr.  Sarnoff  cited  the  sched- 

uling of  five  90-minute  special  programs 
marking  the  100th  anniversary  of  the  Civil 
War  [Programs  &  Promotions,  August  4], 

which  will  be  produced  by  Dore  Schary, 
former  MGM  production  head.  Another 

planned  project,  Democracy  vs.  Commu- 
nism, was  announced. 

Mr.  Sarnoff  told  the  convention  the  net- 
work will  continue  its  service  to  educational 

television  stations  in  cooperation  with  the 

Educational  Television  and  Radio  Center — 
a  project  which  had  been  singled  out  for 

special  praise  by  Comdr.  Roudebush — in- 
cluding a  new  series  titled  Ten  for  Survival. 

This  series,  to  be  produced  in  association 

with  the  Office  of  Defense  &  Civilian  Mobil- 
ization, will  be  devoted  to  the  problems  of 

man's  adaptation  to  the  nuclear  age,  and 
will  "attempt  to  combat  misconceptions, 
allay  groundless  fears  and  bolster  prepared- 

ness of  Americans  as  individuals  and  as  a 

nation,"  Mr.  Sarnoff  said. 
"The  need  for  preparedness  and  a  strong 

defense  has  become  one  of  the  grim  facts 

of  life  in  the  20th  century,"  he  said,  add- 
ing, "Here  the  nation's  broadcasters  have  a 

critical  role  to  play  beyond  their  program- 

ming effort.  The  radio  and  television  net- 
works that  have  been  built  and  are  main- 
tained by  competitive  private  enterprise  can, 

SCOLDED  BY  VETS 

Although  honoring  NBC  Board 
Chairman  Robert  Sarnoff  last  week 
with  a  Gold  Medal  award  for  his 

broadcasting  leadership,  the  59th  na- 
tional convention  of  the  Veterans  of 

Foreign  Wars  fired  a  sharp  blast  at 

radio-tv  generally  for  "providing  a 

forum  for  the  spreading"  of  Russian 
"propaganda  which  has  for  its  pur- 

pose deluding  the  American  people 
as  to  the  true  purpose  of  the  Soviet 

conspiracy." The  resolution  said  radio-tv  facili- 
ties are  being  provided  the  new 

Soviet  Ambassador  to  the  U.  S.  and 
other  Russian  leaders. 

PRIMARY  AFFILIATION  of  WTOL- 
TV  Toledo  with  CBS-TV  was  signed 
last  week  in  New  York.  The  ch.  1  1 

station — Toledo's  second  vhf — is  ex- 
pected to  go  on  the  air  Nov.  1.  Repre- 
senting WTOL-TV  at  the  signing  were 

Frazier  Reams,  president,  and  Thomas 
S.  Bretherton,  vice  president  (seated, 

1-r).  Edmund  C.  Bunker,  CBS-TV  vice 

president  and  director  of  affiliate  rela- 
tions (center),  represented  the  network. 

if  the  need  arises,  be  turned  instantly  into  a 
vast  communications  complex  vital  to  our 

national  defense.  Tied  into  our  far-flung  mil- 

itary communications,  they  can  keep  Amer- 
icans at  home  only  seconds  removed  from 

the  warning  message  of  the  radar  detector 
or  the  reconnaissance  pilot  on  our  defensive 
frontiers.  No  other  means  exists  for  doing 

this  job  so  efficiently,  so  quickly,  so  graph- 

ically." 

ABC-TV  Sets  Disney  Format; 

Plymouth  Shifts  Lawrence  Welk 
ABC-TV  last  week  announced  it  has 

scheduled  a  new  Walt  Disney  Presents  pro- 
gram in  lieu  of  Disneyland  and  has  set  new 

times  for  The  Plymouth  Show,  starring 
Lawrence  Welk,  and  Man  With  A  Camera. 

ABC-TV  hopes  it  will  be  able  to  reach  a 
large  adult  audience  with  the  new  Disney 

program  in  the  Friday  8-9  p.m.  period. 
The  series  will  feature  drama-adventure  seg- 

ments, a  spokesman  said.  It  begins  Sept.  12 
and  will  be  sponsored  by  Reynolds  Metals 

Co.,  Richmond,  Va.,  through  Buchanan  & 
Co.,  New  York,  and  Clinton  E.  Frank  Inc., 
New  York;  Kellogg  Co.,  Battle  Creek, 
Mich.,  through  Leo  Burnett  Co.,  Chicago; 
and  Hill  Bros.  Coffee  Inc.,  San  Francisco, 

through  N.  W.  Ayer  &  Son,  Philadelphia. 
Starting  Wednesday,  Sept.  10,  The 

Plymouth  Show  will  be  scheduled  7:30- 
8:30  p.m.  a  switch  from  the  Monday  9:30- 
10:30  p.m.  period  last  season  when  the 

program  was  titled  Lawrence  Welk's  Top Tunes  &  New  Talent  (see  Chrysler  story,  p. 

39).  The  series  is  sponsored  by  Plymouth 

Div.,  Chrysler  Corp.  through  Grant  Adv. 
The  Man  With  a  Camera  adventure-mys- 

tery series  will  be  presented  Friday  9-9:30 
p.m.  under  sponsorship  of  the  Photo  Lamp 
Dept..  General  Electric  Co.,  Cleveland, 

through  Grey  Adv.,  New  York.  The  pro- 

gram originally  had  been  scheduled  Fri- 
day 8-8:30  p.m. 
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TO  HAVE  THE 

OF  THE  MARKET! 

There  are  places  like  this  in  America  today,  but  you  won't  find  them 

in  North  Texas.  In  fact,  in  the  Dallas'  hub  you'll  find  the 

tallest  skyscrapers  west  of  the  Mississippi . . .  the  greatest  concentration 

of  population  and  consumer  spending  within  a  100-mile  radius 

than  any  other  major  Southwestern  city. 

And  —  it's  all  under  the  powerful  signal  blanket  of  WFAA-TV! 

DALLAS  —  America's  most 
air-conditioned  city!  (And  how  they 

do  stay  indoors  to  watch  TV!) 

NOW  682,610  TV  SETS  — based  on 

A.  C.  Nielsen's  NCS  #3  1958  TV  Set  Count 
and  previously  substantiated  coverage 
for  WFAA-TV  (NCS  ?2)  ....  over 
70,000  more  than  credited  before! 

Broadcasting 

WFAA-TV
 

CHANNEL  8  BASIC  ABC 

316,000  Watts  Video      •       158,000  Watts  Audio 
A  Television  Service  Of  The  Dallas  Morning  News 

Edward  Petry  &  Co.,  National  Representatives. 
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STATIONS 

rU  ft  MPIM^      UAMHC  TRACK    RECORD    ON    STATION    SALES,  APPROVAL 

77/f  following  sales  of 
ANNOUNCED  nation  interests  were 
announced  last  week.  All  are  subject  to 

FCC  approval. 

YVIP-AM-FM  PHILADELPHIA,  PA.  •  Ap- 
plication filed  for  FCC  approval  of  sale  by 

Philadelphia  Broadcasting  Co.  (Gimbel 

Bros,  department  store)  to  WIP  Broadcast- 
ing Inc.  for  $2.5  million.  WJP  Broadcast- 
ing includes  Ben  Gimbel  Jr..  62.5%  of 

(  lass  B  stock;  Ralph  S.  Bilderback,  25% 
of  Class  B  stock:  Edward  Petry  &  Co., 
9.7%  of  Class  A  stock;  Bob  Hope,  2.4% 
of  Class  A  stock  and  others  including 
Armand  Hammer,  MBS  president,  and 
Philadelphia  businessmen  Robert  M.  Brown, 
William  L.  Butler,  John  P.  Crisconi,  Ralph 
Huberman.  L.  Parker  Naudain  and  John 

G.  Pew  Jr.  Class  B  stockholders  elect  ma- 

jority of  seven-man  board.  The  application 
indicated  payment  would  be  through  bank 
loan  of  $1.2  million  plus  issuance  of  6%, 

15-year  subordinated  debentures  of  $1.1 
million.  Mr.  Gimbel  has  been  president  of 
WIP  stations  since  1948,  Mr.  Bilderback 
vice  president  of  WIP  outlets  since  1953. 
Mr.  Gimbel  was  a  director  of  MBS  from 

1944  to  1957.  Balance  sheet  for  WIP  sta- 
tions for  June  30,  1958,  showed  total  assets 

of  over  $1.4  million  with  earned  surplus 
of  $1  million  with  net.  Net  profit  Feb.  1  to 
date  was  listed  at  $67,901.53.  WIP  Broad- 

casting Inc.  has  650,000  Class  A  and  100,- 
000  Class  B  shares  authorized,  with  205.000 
Class  A  and  all  Class  B  subscribed. 

KOMA  OKLAHOMA  CITY,   OKLA.  • 
Sold  by  Myer  Feldman,  Burton  Levine  and 
associates  to  Storz  Broadcasting  Co.  for 
$600,000.  Storz  stations  are  WHB  Kansas 

City,  WTIX  New  Orleans,  WDGY  Minne- 

apolis-St.  Paul,  WQAM  Miami,  Fla.  KOMA 
was  bought  by  present  owners  in  1956  for 
$342,500  from  John  T.  Griffin  interests.  The 

sale  was  handled  by  Blackburn  &  Co. 
KOMA  is  on  1520  kc  with  50  kw. 

KNAC-TV  FORT  SMITH,  ARK.  •  Sub 
stantial  minority  interest  bought  from  Harry 
Pollock  and  Harry  Newton  Co.  by  Donald 
W.  Reynolds  for  reportedly  in  excess  of 
$500,000.  Mr.  Pollock  remains  as  majority 
owner.  Mr.  Reynolds  has  surrendered  his 
permit  for  ch.  22  KFSA-TV  Fort  Smith, 
retaining  KFSA-AM-FM  there.  Under 
FCC  regulations,  a  single  person  or  com- 

pany may  not  have  interests  in  more  than 
one  broadcast  station  in  same  community. 
KNAC-TV  is  on  ch.  5  with  CBS  affiliation 
(KFSA-TV  had  NBC  and  ABC  affiliations). 
Private  breach  of  contract  litigation  is 
pending  in  Fort  Smith  against  KNAC-TV 
and  Mr.  Pollock  brought  by  George  T. 
Heinrich,  former  50%  owner  of  ch.  5 
station.  Mr.  Heinrich  contends  he  had  right 
of  first  refusal  on  station  sale.  Mr.  Reynolds 
also  owns  KOLO-AM-TV  Reno,  KLRJ-TV 
Henderson  and  KORK  Las  Vegas,  all  Nev.; 
KHAD-TV  Laredo,  Tex.;  KHBG  Okmul- 

gee, Okla.;  KBRS  Springdale,  Ark.,  and  is 
publisher  of  newspapers  in  the  Southwest. 
Mr.  Reynolds  last  week  also  surrendered 
permit  for  ch.  10  KNDA-TV  Elko,  Nev. 

WKBN-AM-TV  YOUNGSTOWN,  OHIO 

•  40%  interest  held  by  Forest  City  Pub- 
lishing Co.  (Cleveland  Plain  Dealer)  bought 

by  WKBN  Broadcasting  Corp.  (licensee  of 

stations)  for  more  than  $250,000  and  re- 
tired. Stations  now  owned  100%  by  War- 

ren P.  Williamson  Jr.  Forest  City  Publish- 

ing Co.  sold  WHK  Cleveland  to  Metro- 
politan Broadcasting  Co.  (WNEW-AM-FM, 

WABD  [TV]  New  York  and  WTTG  [TV] 
Washington,  D.  C.)  earlier  this  year.  WKBN 

is  on  570  kc  with  5  kw  power.  WKBN-TV 
on  ch.  27,  began  operation  in  1953.  Both 
stations  are  CBS  affiliates. 

KLAN  RENTON  (SEATTLE),  WASH.  • 

Sold  to  Walter  Nelskog  by  Interlake  Broad- 
casting Corp.  for  $200,000.  Mr.  Nelskog 

owns  KUTY  Everett,  Wash.,  KUDI  Great 
Falls,  Mont.,  KUDE  Oceanside,  Calif.,  and 
KUDY  Minot,  N.  D.  Allen  Kander  &  Co. 
handled  sale.  KLAN  is  on  910  kc  with 

1  kw,  directional  antenna  day  and  night. 
Mesabi  Western  Corp.  earlier  had  agreed 
to  buy  KLAN  for  the  same  price  but  ran 
afoul  of  FCC  interpretation  that  duopoly 
might  be  involved  [Government,  July  28]. 
Pacific  National  Bank  of  Seattle  holds  80% 

of  Mesabi  stock  in  trusteeship  under  will  of 
William  A.  Boeing  Sr.  and  stockholders  of 
KING  and  KIRO  Seattle,  both  competing 

against  KLAN,  are  directors  of  bank.  Both 
Interlake  and  Mesabi  received  FCC  McFar- 

land  letters,  but  Interlake  sold  to  Mr.  Nels- 
kog to  obviate  hearing. 

WDEH  SWEETWATER,  TENN.  •  Sold 

by  Arthur  B.  Smith  Jr.  and  Frank  Mullinax 

to  William  Bryan,  former  part  owner  of 

KGMO  Cape  Girardeau,  Mo.,  and  KCOB 
Newton,  Iowa,  for  $75,000.  Mr.  Smith  has 

interests  in  WOKE  Oak  Ridge,  and  WMTS 
Murfreesboro,  both  Tennessee.  The  sale  was 

STRATEGIC  WITHDRAWAL 

Sale  of  ch.  13  WREX-TV  Rock- 

ford,  111.,  to  the  Bob  Hope-Albert 
Zugsmith  syndicate  for  $2.85  million 

— approved  by  the  FCC  last  October 
— has  been  canceled.  After  the  sale 

was  approved,  Bob  Hope  interests  had 

second  thoughts,  and  Mr.  Zugsmith's 
group  sought  new  partners  (at  one 
time  Mrs.  Maria  Helen  Alvarez  was 

mentioned).  The  FCC  was  notified  last 
month  that  the  sale  agreement  was 
canceled  and  has  closed  out  the  case. 

The  station  is  owned  90%  by  Bruce 

R.  Gran  and  10%  by  WROK-/?ocA:- 
ford  Star  and  Register-Republic. 

handled  by  Blackburn  &  Co.  WDEH  is  on 
800  kc  with  1  kw,  day. 

WBSE  HILLSDALE,  MICH.  •  Sold  to 

Mrs.  Ruth  Keister  and  associates  by  Baw- 
Beese  Broadcasters  Inc.  for  $60,000.  Ham- 

ilton, Stubblefield,  Twining  &  Associates 
handled  sale.  WBSE  is  on  1340  kc  with 
100  w. 

WMCP  COLUMBIA,  TENN.  •  One-fourth 
interest  sold  to  Camden  Broadcasting  Co. 

(Michael  R.  Freeland),  licensee  of  WFWL 

Camden,  Tenn.,  by  Maury  County  Boosters 

Corp.  for  $15,000.  Chapman  Co.  handled 
sale.  WMCP  is  on  1280  kc  with  1  kw  day. 

WTVJ  (TV)  Staffers  in  Move 

To  WLOS  as  Wolfson  Takes  Over 

Mitchell  Wolfson,  president  of  WTVJ 

(TV)  Miami,  Fla.,  who  last  spring  acquired 

majority  ownership  of  WLOS-AM-FM-TV 
Asheville,  N.  C.  [At  Deadline,  March  10], 

last  Wednesday  (Aug.  20)  officially  took 

PRINCIPALS  in  the  KOMA  Oklahoma  City  station  sale  discuss  details  of  the  agree- 
ment. They  are  (1  to  r):  George  W.  Armstrong,  Herbert  S.  Dolgoff  and  Todd  Storz, 

all  Storz  Broadcasting  Co.  which  bought  the  O.  C.  station;  Myer  Feldman,  repre- 
senting owners  of  KOMA,  and  James  W.  Blackburn,  broker  in  transaction. 
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IN  INLAND  CALIFORNIA  (and  western  Nevada) 

"BEELINEr— ° 

Beeline  stations  provide  complete 

sports  coverage  including  live  broad- 
casts of  outstanding  local  events.  Four 

of  the  Beeline  stations  carry  San  Fran- 
cisco Giant  baseball.  Beeline  stations 

also  coordinate  with  Bee  newspaper 

sports  staffs  to  insure  thorough  cover- 
age and  keep  the  sports  audience 

tuned  to  the  Beeline  in  the  Billion 

Dollar  Valley  of  The  Bees. 

These  mountain -ringed  radio  sta- 

tions, purchased  together,  deliver 

more  radio  homes  than  any  combina- 
tion of  competitive  stations  ...  at  by 

jar  the  lowest  cost  per  thousand. 

(Nielsen  &  SR&D) 

McCtatctaf 

SACRAMENTO,  CALIFORNIA 
Paul  H.  Raymer  Co., 

National  Representative 

O  RENO 

KFBK  °  SACRAMENTO 

N  \ 

KBEE  °  MODESTO 

1  \ 

KMJ  O  FRESNO  
v 

)  \ 

KERN  °  BAKERSFIELD 
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STATIONS  CONTINUED 

over  control  of  the  Asheville  outlets.  Mr. 

Wolfson  is  president  of  Skywave  Broadcast- 

ing Co.  (the  WLOS  stations'  owner),  and 
has  interests  in  WTVJ.  WFGA-TV  Jackson- 

ville. Fla.,  and  WMTV  (TV)  Madison,  Wis. 
Louis  Wolfson,  formerly  with  WTVJ.  has 

heen  named  vice  president  of  WLOS-AM- 
TV.  Other  appointments  to  the  WLOS  sta- 

tions include:  Theodore  A.  Eiland,  local 

sales  manager,  WTVJ,  to  vice  president- 
general  manager;  Saul  Rosenzweig.  former- 

ly with  The  Katz  Agency,  New  York,  to 

national  sales  manager;  Ashe  Dawes,  former- 

ly production  manager  of  WTVJ,  to  pro- 
gram-production manager;  Leo  Willette, 

formerly  with  WBRC-TV  Birmingham,  Ala., 
to  news  director,  and  Dewey  Long,  formerly 
station  manager  of  WABB  Mobile.  Ala., 
to  station  manager  of  WLOS. 

Leder  Put  in  Top  WOR-TV  Post 
As  Gray  Assumes  Executive  Job 

Robert  J.  Leder,  general  manager  of 
WOR  New  York,  last  week  was  appointed 
to  the  additional  post  of  general  manager 

of  WOR-TV,  assuming  the  duties  being  re- 
linquished by  Gordon  Gray.  Mr.  Gray,  a 

vice  president  of  RKO  Teleradio  Pictures 

Inc.,  parent  company,  will  fulfill  "general 
executive  assignments"  for  RKO  Teleradio. 

Thomas  F.  O'Neil,  president,  RKO  Tele- 
radio Inc.,  said  they  were  "part  of  a  program 

to  benefit  from  closer  coordination  and  con- 

solidation of  the  company's  radio  and  tele- 
vision operations  in  the  New  York  market." 

MR.  LEDER MR.  GRAY 

The  realignment  follows  a  study  of  the  par- 

ent company's  overall  operations  by  Booz, 
Allen  &  Hamilton,  management  consultant, 

and  a  curtailment  in  the  activities  of  the  or- 
ganization, including  the  planned  sale  of 

RKO  Unique  Records  Co.  and  the  virtual 
demise  of  RKO  Television  [Film,  Aug.  11]. 

Mr.  Leder,  who  is  also  a  vice  president  of 

RKO  Teleradio,  joined  WOR  in  1956  fol- 
lowing an  association  with  WINS  New  York 

where  he  had  been  general  manager  for 

several  years.  Earlier,  he  had  been  with 

NBC  in  various  executive  capacities,  in- 
cluding eastern  sales  manager,  national 

sales  manager  for  NBC  Spot  Sales  and  di- 
rector of  sales  for  the  network-owned 

WRCA  New  York. 

Mr.  Gray's  duties  at  RKO  Teleradio  were 
not  defined.  He  served  WOR-TV  as  general 
manager  for  almost  five  years. 

Mr.  Leder  announced  that  all  depart- 
ments, except  sales,  are  being  consolidated. 

"JAX/E"  WELCOMES  ANOTHER  PRESTIGE 

ADVERTISER  TO  WFGA-TV 

Armour  and  Company  has  joined  the  Honor 
Roll  of  advertisers  who  chose  WFGA-TV  to 

carry  its  sales  messages  to  more  than  a  quar- 
ter-million Florida-Georgia  TV  homes.  Armour 

and  Company  is  sponsoring  "Target",  with 
Adolphe  Menjou,  from  7:30  to  8:00  P.M.  on 

Fridays,  and  this  fine  new  show — combined 
with  WFGA-TV  coverage  of  64  counties — will 

provide  top  selling  power  for 

Armour's  fine  products. 

Better  take  another  look  at  the 

highly-competitive  Jacksonville 
television  market.  Jacksonville  is 

no  longer  a  One-Station  market, 
and  the  April  1958  Pulse 
named  WFGA-TV  Jackson- 

ville's Number  One  Station. 
For  more  information,  call 

Ralph  Nimmons  in  Jackson- 
ville at  Elgin  6-3381,  or  con- 

NBC-ABC  Represented  nationally  tact  Vour  rarest  pGW  rep- 

by  Peters,  Griffin,  Woodward,  Inc.  resentat.ve. 

Burt  Lambert,  account  executive  for  WOR 

has  been  appointed  sales  manager  for  WOR- 
TV,  replacing  William  Dix,  who  has  re- 

signed. William  McCormick  continues  as 
sales  manager  for  WOR. 

Robert  Smith,  program  manager  for 

WOR,  has  been  promoted  to  director  of 

programming  for  both  stations,  and  Ivan 
Reiner  continues  as  program  manager  for 

WOR-AM-TV  and  Slater  Barkentin,  for- 

merly production  supervisor  for  WOR,  has 
been  appointed  program  manager  of  the 
station. 

Robert  Hoffman  continues  as  director  of 

sales  planning  for  WOR-AM-TV  and  Her- 
bert Salzman,  WOR  merchandising  man- 
ager, has  been  named  merchandising  direc- 

tor for  both  stations.  Herbert  Mayes,  for- 

merly assistant  controller  with  RKO  Tele- 
radio Pictures,  has  been  appointed  con- 

troller of  WOR-AM-TV. 

McGredy  to  WBC  Tv  Sales  Post 

Robert  M.  McGredy,  formerly  vice  presi- 
dent in  charge  of  television  sales,  WCAU- 

TV  Philadelphia,  has 

been  appointed  na- tional television  sales 

manager  of  Westing- 
house  Broadcasting 

Co.,  it  is  being  an- 
nounced today  (Au- 

gust 25)  by  Alexan- der W.  Dannen- 
baum,  WBC  vice 
president  in  charge 

of  sales.  He  suc- 
ceeds Tom  Judge, 

resigned.  Mr.  Mc- 
Gredy had  been  with  WCAU-TV  since 

1950.  Prior  to  that  he  was  assistant  director 

of  Broadcast  Advertising  Bureau  (now  Ra- 
dio Advertising  Bureau)  and  sales  manager 

of  WPAT  Paterson,  N.  J.  At  one  time  he 

was  sales  manager  of  WTOP  Washington. 

Petry  Opens  Dallas  Office 

Edward  Petry  &  Co.,  station  representa- 
tive, opened  a  Dallas  office  Aug.  15  with 

Hugh  O.  Kerwin,  head  of  Petry  tv  in  St. 
Louis  since  1955,  in  charge.  David  C. 

Milam,  formerly  with  Avery-Knodel,  will  be 
in  charge  of  radio  in  the  Dallas  office,  which 
is  temporarily  located  in  the  Adolphus 

Tower  ■  Bldg.  Fred  W.  Johnson,  Petry  tv 
salesman  in  St.  Louis  since  1957,  will  be  in 

charge  of  Petry  Tv  in  Dallas.  Permanent 
Dallas  quarters  are  planned  to  be  in  new 
office  building  at  211  N.  Ervay  St..  upon 

completion. 

Norfolk  Judge  Bars  WLOW  Tape 

George  Dail,  disc  jockey,  WLOW  Ports- 
mouth, Va.,  was  detained  in  a  Norfolk,  Va., 

courtroom  until  Judge  Walter  E.  Hoffman 
was  convinced  the  tape  recorder  he  had 

with  him  contained  no  record  of  the  pro- 
ceedings. Judge  Hoffman  was  hearing  a 

petition  from  21  Negro  pupils  that  he  de- 

clare invalid  the  Norfolk  School  Board's 
pupil-assignment  plan.  The  judge  had  a 
U.  S.  marshal  detain  Mr.  Dail  throughout 

the  proceedings.  The  d.j.  was  allowed  to 

MR.  McGREDY 

WFGA-TV 
   Channel

  12 

*  ■  ■  W  Jacksonville,  Florida 

FLORIDA'S    COLORFUL  STATION 
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OVER  200,000   VIEWERS  PER  DAY  ACCLAIM  WBAL-TV'S 

SH  HIT! 

AVERAGE  DAILY  RATING  FOR  FIRST  WEEK  IS  10.0 ! 

Some  skeptics  asked,  "Who  needs  another  film 

show  in  the  early  evening?"  We  are  the  kind 

of  folks  who  believe  there's  always  room  for 

a  better  mousetrap — or  in  this  case,  "people 

trap" — so  we  launched  Twilight  Theatre  at 
5:00  P.M.  on  Channel  11  in  Baltimore.  We 

selected  the  5:00  P.M.  time  very  carefully  to 

include  in  our  audience  the  majority  of  Mary- 

land's large  number  of  industrial  workers  who 
will  already  have  gotten  home  and  started 

relaxing  for  the  evening — the  thousands  of 

office  and  plant  workers  who  leave  work  for 

their  nearby  homes  at  4:30  P.M. 

We  promoted  Twilight  Theatre  with  Ray 

Walker,  its  popular  M.C.,  from  every  direc- 

tion, including  a  big  $20,000  contest  built 

around  the  exciting  action,  adventure  and 

suspense  feature  films.  Results?  Over  30,000 

contest  entries!  Over  260  happy  winners!  Ex- 

citement all  over  town!  And  most  important, 

a  strong  family  audience  of  substantial  lis- 

teners— the  kind  that  buy  things. 

Shop  the  Maryland  TV  market  inside  and  out 

and  you  won't  find  a  higher  quality,  lower 

cost  audience  buy.  And  remember,  WBAL's 

Twilight  Theatre  scoops  every  other  televi- 

sion station  in  Maryland  by  hitting  the  air 

first  every  evening  with  a  top  caliber  theatre 

program. 

Twilight  Theatre — a  great  buy  on  a  great 
station. 

CHANNEL  11 

BALTIMORE 

MARYLAND 

NBC  Affiliate  •  Nationally 

represented  by  Edward  Petry  &  Co. 



STATIONS  CONTINUED GOVERNMENT 

FCC  DISCLAIMS  REFEREE  ROLE 

IN  COMMUNITY  ANTENNA  ISSUE 

•  Despite  damage  to  existing  tvs,  it  won't  stand  in  way 

•  Opinion  contained  in  detailed  answers  to  Senate  queries 

CORRECTION 

May  Broadcasting  Co.  owns  75% 
of  KMTV  (TV)  Omaha,  Neb.,  and 

Central  Broadcasting  Co.  (WHO- 
AM-TV  Des  Moines,  WOC-AM-TV 
Davenport.  Iowa)  owns  the  remaining 
25%.  It  was  incorrectly  stated  in  a 

profile  of  Edward  W.  May  [Our  Re- 
spects. Aug.  11]  that  the  May  com- 

pany owns  25%  of  Central  Broadcast- 
ing Co.  Neither  Mr.  May  nor  May 

Broadcasting  Co.  owns  any  stock  in 
Central.  Central  Broadcasting  Co. 
does  own  25%  of  May  Broadcasting 
Co.  (KMA  Shenandoah,  Iowa, 
KMTV). 

leave  after  the  bench  recessed,  with  a  re- 
minder that  the  court  rules  forbid  cameras 

and  tape  recorders. 

STATION  SHORTS 

WTAE  (TV)  Pittsburgh  last  Monday  (Aug. 

18)  began  transmitting  test  pattern  on  reg- 
ular schedule  in  preparation  for  Sept.  15 

target  date.  Schedule  is  9Vi  hours  of  test 

transmission  daily — both  daytime  and  night- 
time to  permit  tv  servicemen  and  home 

viewers  to  check  reception. 

WFIL-AM-TV  Philadelphia  has  introduced 

use  of  helicopter  to  speed  stations'  reporters and  newsreel  cameramen  to  scene  of  news 

stories.  Helicopter  will  patrol  14,000  sq. 
miles  stations  cover. 

REPRESENTATIVE  SHORTS 

Peters,  Griffin,  Woodward  Inc.,  N.  Y.,  has 
named  Koehl,  Landis  &  Landan,  N.  Y.,  to 
handle  all  advertising  and  allied  services.  H. 
Preston  Peters,  PGW  president,  said  agency 
will  develop  new  campaign  for  national 
spot  radio  as  well  as  all  future  campaigns 
for  both  radio  and  tv.  Mr.  Peters  also  an- 

nounced that  Robert  W.  Bloch  Public  Rela- 

tions, N.  Y.,  will  expand  activities  to  in- 

clude "station  news  center"  and  other  serv- 
ices for  both  PGW  and  stations  it  represents. 

Bloch  firm  is  in  third  year  of  serving  PGW. 

Jack  Masla  Inc.  moves  from  551  Fifth  Ave., 
to  40  E.  49th  St.,  N.  Y.  Telephone:  Plaza 
3-8571. 

The  FCC  last  week  avowed  its  belief  in 

giving  the  public  a  multiplicity  of  tv  services 
even  though  they  may  put  an  existing  tv 
station  on  a  shaky  footing. 

This  was  the  import  of  a  discussion  of 

community  tv  systems  and  translators  con- 

tained in  the  Commission's  response  to  a 
series  of  questions  submitted  by  Kenneth 

Cox,  special  counsel  to  the  Senate  Com- 
merce Committee.  The  answers  were  trans- 
mitted to  the  Senate  committee  last  week. 

Early  last  month,  following  completion  of 

the  formal  hearings  before  the  Senate  com- 
mittee, Mr.  Cox  and  Nicholas  Zapple,  com- 
mittee communications  specialist,  met  with 

FCC  Chairman  John  C.  Doerfer  and  top 

staff  aides  to  propound  the  questions  [Gov- 

ernment, July  7].  Last  week's  35-page document  contained  the  answer. 

Highlights  of  the  report  follow: 
•  In  a  long  discussion  of  the  effect  of 

CATV  systems  on  a  small  community's  only 
tv  station,  the  Commission  agreed  that  the 
competition  for  viewers  might  well  be 
heightened  by  CATV  systems  and  might 
threaten  the  loss  of  local  tv  service.  The  FCC 
continued: 

"However,  there  is  often  a  conflict  be- 
tween the  desires  of  the  public  to  have  a 

choice  of  tv  programs,  or  for  that  matter, 
other  forms  of  information  and  entertain- 

ment, and  the  effect  of  these  desires  on  the 

economic  well-being  of  a  local  tv  station 
in  a  small  market.  The  overall  public  inter- 

est results  from  giving  due  consideration 

to  all  relevant  factors." 
•  The  FCC  flatly  stated  it  had  no  power 

to  deny  a  request  for  common  carrier  facil- 
ities, even  though  the  service  to  be  provided 

might  result  in  an  injury  to  the  general 
public  interest.  It  would  be  improper  and 

administratively  "impracticable,"  the  FCC 
said,  to  act  as  a  censor.  The  Commission 
continued: 

"To  the  extent  that  users  are  acting  law- 
fully as  here  defined,  and  that  there  is  a 

need  or  demand  for  service,  it  would  appear 

that  the  pertinent  public  interest  consider- 

ation has  been  satisfied." •  No  determination  has  yet  been  made, 
the  Commission  said,  on  any  limit  on  the 

rate  of  return  involving  specialized  com- 
mon carriers.  It  also  stated  that  it  had  not 

examined  the  contract  between  KGEZ-TV 
Kalispell  and  Montana  Microwave  and  thus 
could  not  comment  on  a  purported  provi- 

sion which  forbade  KGEZ-TV  from  making 
arrangements  to  have  its  signal  picked  up 

and  rebroadcast  or  fed  via  CATV  system 

lines  elsewhere.  It  said  that  "any  separate 
contract  between  the  customer  and  the  car- 

rier which  contains  provisions  in  violation  of 
our  Act,  or  rules,  or  the  tariff  on  file,  would 

not  be  controlling  in  such  case  and  we  would 
look  solely  to  the  tariff  for  the  conditions 

of  service." 
•  The  Commission  said  that  it  is  unaware 

of  any  provision  of  law  which  would  give 

it  authority  to  require  the  consent  of  tv  sta- 
tions to  have  their  signals  picked  up  and 

transmitted  by  a  common  carrier  "in  the 

context  of  this  question." 
•  The  Commission  indicated  quite  clear- 
ly that  where  a  specialized  common  carrier 

was  found  to  be  serving  only  an  affiliated 

CATV  system,  it  would  "consider  appropri- 
ate action  to  terminate  the  common  carrier 

authorization."  It  emphasized  that  common 
carriers  must  hold  themselves  out  to  serve 

all  eligible  users  "without  discrimination 

and  upon  reasonable  demand." 
•  Translator  service  quality  to  date  has 

been  found  "surprisingly  good."  In  the  ma- 
jority of  cases,  according  to  a  survey  by  the 

Television  Allocations  Study  Organization, 

reception  was  "good  to  excellent."  Most  of 
the  problems  arise  when  one  translator  is 
used  to  serve  several  scattered  communities. 

The  Commission  has  proposed  a  boost  in 
maximum  translator  power  from  10  w  to 
100  w. 

•  The  Commission  authorized  two  trans- 
lators in  Lewiston,  Idaho,  even  though  in 

competition  with  KLEW-TV  there,  because 
it  was-  felt  the  people  wanted  a  choice  of 

programming,  there  already  was  competi- 
tion from  a  local  CATV  system,  and  it  was 

ielt  that  competition  from  translators  would 

be  only  for  viewers,  not  advertising.  The 

community  antenna  system  and  the  transla- 
tors were  picking  up  Spokane  vhf  signals. 

KLEW-TV  is  a  satellite  of  KIMA-TV 
Yakima,  Wash.,  and  offers  only  CBS  pro- 

grams. Only  one  translator  is  operating  at 
present;  the  other  was  not  put  into  operation 
when  the  Spokane  NBC  station  (KHQ-TV) 
withdrew  its  assent  for  rebroadcast. 

•  In  its  discussion  regarding  the  intro- 
duction of  tv  translators  into  Lewiston,  in 

competition  with  KLEW-TV,  the  Commis- 
sion said: 

"The  existing  single  television  service 
pointed  up  the  need  for  the  introduction 
of  additional  television  service  and  pro- 

THIS  IS  TH£  JINGLt  AIM  RECORD 

A  

PER  JINGLE  ON  CONTRACT 

^    COMPLETELY  CUSTOM  MADE 

OVER  400  STATIONS  SOLD 

98%  OF  STATIONS  HAVE  REORDERED 

OVER  7,000  JINGLES  ORDERED  AND  WRITTEN 

PUT  THIS  RECORD  TO  WORK  FOR  VOU 

Price  applies  to  the 
United  States  Onlv 

Completely  custom  made  jingles  for  JINGLE  MILL commercial  accounts  and  station  breaks  — 

no  open  ends  and  no  inserts.  201  west  49th  st.,  New  York  aty 
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EXPERIENCE 

Behind  the  brow  of  the  pilot,  knowledge 

won  through  years  of  experience  ...  skill 

born  of  doing. 

In  our  business,  too,  12  years  experience 

have  given  us  a  background  that  makes 

the  time  buyer's  job  easier.  . .  lessens  the 

chance  of  costly  errors. 

Such  experience  must  be  earned.  And 

there's  no  substitute  for  it. 

AVERY-KNODEL 

INCORPORATED 

ATLANTA  DALLAS  DETROIT  SAN   FRANCISCO  LOS  ANGELES  CHICAGO  SEATTLE 



GOVERNMENT  continued 

gramming.  This  need  was  capable  of  im- 
mediate fulfillment  by  the  authorization 

of  television  translator  stations.  In  single 
station  markets  then,  two  factors  enter 

into  consideration  in  determining  whether 
to  authorize  translator  stations:  (1)  Whether 
other  television  services  may  reach  the 

single  station  area,  and  the  degree  of  cover- 

age and  quality  of  signal  of  such  'out- 
side' signals;  and  (2)  whether  there  is  any 

prospect  that  additional  regular  television 
service  will  be  made  available  to  the  area 

in  the  foreseeable  future." 
•  The  FCC  said  it  had  16  cases  in- 

volving interference  to  direct  reception  by 
tv  boosters  or  translators,  and  five  cases 

involving  interference  to  CATV  operations. 

•  The  FCC's  attitude  toward  its  respon- 
sibilities to  an  overall  radio-tv  system  was 

set  out  in  these  words: 

"The  Commission  does  have  basic  respon- 
sibilities. However,  those  responsibilities  are 

spelled  out  in  the  statute  and  we  are  limited 

thereby.  Our  statutory  authority  does  em- 
brace certain  enumerated  conditions  under 

which  this  Commission  operates  and  the 

country's  overall  radio  and  television  system 
can  develop.  However,  the  Commission's 
jurisdiction  does  not  embrace  all  conditions 
or  elements  affecting  the  system.  In  line  with 
this,  the  Commission  is  not  given  any 

power  to  require  any  particular  system  in 
a  given  area;  we  are  given  authority  over 

the  channels  of  interstate  and  foreign  ra- 

TV's  MILLION 

Based  on  data  in  the  FCC's  files, 
the  169  tv  translator  authorizations 

represent  a  total  investment  of  $900.- 
000,  the  FCC  estimated  in  its  memo- 

randum to  the  Senate  Commerce 

Committee  last  week.  The  169  au- 
thorized translators  cover  750,000 

people,  which  figures  out  to  $1.20 
per  person  for  installation  and  the 
$165,000  yearly  operating  cost  to 
22<j;  per  person  for  operating.  They 
cover  140  different  communities  in 
100  different  areas,  the  FCC  said. 

As  of  July  31,  there  were  125 
translators  in  operation.  The  smallest 

system  (two  translators)  serves  10  tv 
receivers — in  the  Oxbow  Power  Plant 

Camp  of  the  Idaho  Power  Co.  on  the 

Snake  River,  picking  up  and  rebroad- 
casting  KBOI-TV  and  KIDO-TV 
Boise,  Idaho.  The  smallest  communi- 

ties served  by  translators  are  Likely, 
Calif.,  and  Peach  Springs,  Ariz. 

DOLLAR  SIDELINE 

Of  the  169  translators  authorized, 
15  serve  communities  east  of  the 

Mississippi  River — 20  communities  in 
10  areas  in  New  Hampshire,  N.  Y., 

Ohio,  Pennsylvania  and  Maryland. 
The  Commission  referred  to  a 

survey  made  by  the  Television  Al- 
locations Study  Organization  which 

was  based  on  40  replies  (representing 

61  translators)  out  of  79  question- 
naires sent  out.  This  showed  that  the 

average  cost  of  a  1 -channel  translator 
is  $6,212;  2-channels,  $13,040,  and 
3-channels,  $20,764.  Average  operat- 

ing cost  is  $1,161  for  1 -channel,  $1,- 
990  for  2-channels  and  $2,210  for  3- 
channels. 

Also  included  were  cost  figures  for 
the  Montana  Microwave  system  which 

carries  Spokane,  Wash.,  three  vhf  sig- 
nals to  Kalispell  and  Missoula,  Mont., 

at  an  installation  cost  of  $29,700  to 

Kalispell,  $97,000  to  Missoula. 

dio,  and  this  Commission  allocates  the 

frequencies  and  channels  and  upon  ap- 

propriate application  by  prospective  li- 
censees makes  the  assignments  thereof  .  .  . 

[the  Commission]  has  the  power  to  foster 

The  Sound  of  Quality 

In  a  quality  market  of  14  counties  where 
598,800  people  spent  $1,016,738,000 
—  a  per  capita  average  of 
$1,885.00.    ($204  above 
the  national  average. ) 

Salesmanagement's 
"Survey  of  Buying 

.a  Power  — 1957" 

A    quality  rural 
market  of  28,520  farm 

homes  with  a  gross  in- 
come of  $377,957,000  —  a 

per  farm  average  gross  income 
of  $14,307.00. 

Census  -  U.S.  Department  of  Agriculture 

NIGHT 

(D 

For  over  35  years  the  Quint-Cities'  senior  station 
(Davenport  and  Bettendorf,  Iowa  -  Roek  Island,  Moline  and  East  Moline,  Illinois) 

WOC RADIO 

Tri-City  Broadcasting  Co.,  Davenport,  Iowa 

Col.  B.  J.  Palmer,  President 
Ernest  C.  Sanders,  Manager 
Mark  Wodlinger,  Sales  Mgr. 

Peters,  Griffin,  Woodward,  Inc. 
Exclusive  National  Representatives 
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some  of  the  conditions  that  are  likely  to 
result  in  service  to  the  people  [but  it]  never 

has  had  authority  over  censorship,  adver- 

tising, manufacturing  of  equipment,  includ- 
ing receivers,  programs,  talent,  etc.  [and] 

the  method  of  distribution,  i.e.,  off-the-air 
pickups,  microwave  common  carrier  links, 
wire  links,  film,  kinescope,  etc.  [nor  such 
techniques  for  reception  as]  rabbit  ears, 
outside  individual  antennas,  master  an- 

tennas. .  .  ." •  In  summation,  the  Commission  spelled 
out  its  concept  of  its  jurisdiction.  It  said: 

"This  Commission  does  regulate  the  fre- 
quencies under  its  control  to  maintain  the 

service  areas  insofar  as  interference  be- 
tween licensed  stations  is  concerned.  How- 

ever, where  a  third  party  extends  the  serv- 
ice area  of  a  licensee  by  the  means  of  an 

instrumentality  not  in  interstate  commerce 

and  not  subject  to  regulation  by  the  Com- 
mission and  where  in  so  doing  he  does  not 

cause  electrical  interference  to  a  Commis- 
sion licensee,  the  Commission  obviously 

has  no  jurisdiction." 
Examiner  Turns  Down  Appeal 

Based  on  Influence  Charge 

The  issue  of  ex  parte  representation  in 

hearing  cases  at  the  FCC — where  one  ap- 
plicant sees  the  presiding  officer  without  the 

other  applicant  being  present — collapsed 
in  the  wake  of  an  am  initial  decision. 

Hearing  Examiner  lay  A.  Kyle  decided 
in  favor  of  Dan  Richardson  to  construct  a 

new  am  outlet  on  550  kc  with  1  kw  day,  in 
Orange  Park,  Fla.  He  denied  a  competing 

application  filed  by  Joseph  M.  Ripley  Inc. 
for  the  same  facilities  in  Jacksonville,  Fla. 
Will  O.  Murrell  Jr.,  Ripley  attorney,  had 

previously  asked  Mr.  Kyle  to  disqualify 
himself  as  examiner  [Government,  Aug. 

1 1  ]  because  of  an  incident  in  which  Mr. 

Richardson  had  attempted  to  ask  the  ex- 
aminer some  questions  and  was  advised  by 

Mr.  Kyle  that  he  could  not  do  so.  Mr.  Mur- 
Broadcasting 



The  BIG  Difference  in  Philadelphia  Radio  is 

JACK  O'REILLY 5:00  —  9:00  A.  M.  Daily 

Talented  entertainer — talented  salesman. 

WPEN  programs  believable  local  per- 
sonalities 24  hours  a  day,  7  days  a  week. 

TALENT  —  that's  why  more  local  and 
more  national  advertisers  buy  WPEN  than 

any  other  Philadelphia  radio  station. 

Represented    nationally   by  GILL-PERNA 

New  York,  Chicago.  Los  Angeles.  San  Francisco.  Boston.  Detroit 
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•  Everqbodn  on  Earth  is  waiting  for 

ws,  Tadpole,  bu+  I  think  we're  lost! 

•  'This  isn't  Earth,  Spunla*,  th^u.  don't 
have  television  h«re.  " 

•  Take  the  milkH  u/aH  South  to 

Earth  3r»d  rv/rrt(.  Thei^'r*  waiting)! 

A  BRAND  NEW 

COMEDY  PACKAGE 

I  50  color  episodes  loaded  with 

action.  Spunky,  a  small  boy  and 

Tadpole,  his  teddy  bear  friend 

have  the  wildest  experiences 

imaginable.  Add  excitement  to 

your  programming.  _ 

 ANOTHER  GUILD  COMEDY  HIT 

BIG  R
ASCAL

S 

133  RKO  COMEDI
ES^ 

GUILD  J|  FILMS 
460  PARK  AVE.  N.  Y.  22,  N.  Y.  Ml)  8-5365 
IN  CANADA:  S.  W.  CALDWELL  LTD.,  TORONTO 

GOVERNMENT CONTINUED 

roll  also  declared  that  Mr.  Kyle  had  in- 

dulged in  "preferential"  treatment  of  Mr. Richardson. 

Prior  to  his  initial  decision  favoring  the 

Richardson  application,  Examiner  Kyle  de- 
nied the  Ripley  petition  to  disqualify  him- 
self. Mr.  Kyle  cited  the  time  lapse  between 

the  closing  of  the  record  in  the  case  coupled 

with  the  relative  simplicity  of  the  issues  in- 
volved as  part  of  the  reason  behind  his  de- 

nial; but  he  also  stated  that  the  pleading  for 

his  disqualification  was  "void  of  any  detailed 
facts  that  would  constitute  grounds"  for 
such  an  action  on  his  part  and  that  it  was 

"predicated  upon  ill-founded  and  illusionary 

conclusions  drawn  by  Ripley's  counsel." 

KIHO  Sioux  Falls  Transfer 

Postponed  by  FCC  Ruling 

The  FCC,  by  a  board  composed  of  Chair- 
man John  Doerfer  and  Comr.  Robert  Lee, 

last  week  granted  the  protest  by  KISD  Sioux 

Falls,  S.  D.,  and  postponed  the  effective  date 

of  the  June  26  grant  of  the  transfer  of  con- 
trol of  KIHO  Sioux  Falls  from  James  A. 

Saunders  to  William  F.  Johns  Jr.,  desig- 
nating the  application  for  hearing.  It  made 

KISD  a  party  to  the  proceeding,  and  ordered 
Messrs.  Johns  and  Saunders  to  reverse  con- 

trol, within  30  days,  of  the  station  as  it  exist- 
ed prior  to  the  sale. 

Alabama  Am  Recommended; 

New  Hampshire  Shift  Hit 

Three  initial  decisions  were  issued  by 
FCC  examiners  last  week: 

•  Examiner  Thomas  Donahue  would 

grant  Jefferson  Radio  Co.  a  new  am  on  1480 

kc  with  5  kw,  day,  in  Irondale,  Ala.,  on  con- 
dition the  building  built  for  the  station  not 

be  used.  The  building  was  constructed,  con- 
trary to  Commission  rules,  before  the  grant 

was  made.  Mr.  Donahue  would  also  deny 
WBCO  Bessemer,  Ala.,  changing  from  1450 
kc  with  250  w,  unlimited,  to  1480  kc  with 
5  kw,  day. 

•  Examiner  Elizabeth  Smith  would  deny 
WKBR  Manchester,  N.  H.,  to  change  from 
Class  IV  on  1240  kc,  250  w,  unlimited  to 

Class  III-A  on  1250  kc  with  5  kw,  direc- 
tional antenna. 

•  Examiner  Smith  also  would  grant 
James  A.  McKechnie  a  new  am  on  1220  kc 

with  1  kw,  day  in  North  Syracuse,  N.  Y., 

on  condition  the  permittee  accept  interfer- 
ence from  an  increase  in  power  for  WGNY 

Newburgh,  N.  Y. 

Rep.  Roosevelt  Readies  Bill 

To  Boost  FCC's  Program  Power 

Rep.  James  Roosevelt  (D-Calif.)  is  un- 

happy with  the  FCC's  policing  of  station 
programming  and  plans  to  back  legislation 
in  the  86th  Congress  more  clearly  spelling 
out  Commission  and  licensee  responsibility 
in  this  field. 

The  congressman  first  queried  the  FCC 
last  June  on  what  it  is  doing  to  make  sure 

radio  stations  fulfill  their  programming  ob- 
ligations [Government,  June  16].  Rep. 

Roosevelt  specifically  asked  the  FCC  if  it 

has  sufficient  legislative  authority  to  censure 

stations  on  programming  imbalance  and,  if 
so,  whether  it  is  fulfilling  this  obligation 

and,  if  not,  what  additional  legislation  is necessary. 

Chairman  John  Doerfer  replied  that  over 

the  past  18  months,  the  FCC  has  re- 
viewed its  authority  over  programming  and 

has  considered  various  proposals  to  revise 

the  programming  section  of  renewal  forms. 

"At  the  present  time  the  Commission's  staff 
is  considering  revisions  proposed  by  an  in- 

dustry committee  of  the  Bureau  of  the 

Budget,"  he  said,  and  a  report  should  be 
made  sometime  this  fall.  Comr.  Doerfer  also 

cited  testimony  he  gave  before  the  Senate 
Antitrust  Subcommittee  on  sports  legislation 

in  which  he  stated  the  FCC  has  no  authority 

either  to  prevent  a  licensee  from  broadcast- 
ing a  particular  program  or  to  require  that 

certain  programming  be  carried. 

In  making  public  Comr.  Doerfer's  letter. 
Rep.  Roosevelt  stated  this  question  still  re- 

mains: "Does  the  Commission  need  a  more 
direct  instruction  that  Congress  feels  the 
American  public  is  entitled  to  reasonably 

balanced  presentations  from  the  radio  sta- 

tions? I  think  the  answer  is  clearly  yes." 
Rep.  Roosevelt  has  been  especially  critical 

of  stations  that  "just  play  records  for  a  24- 
hour  period"  at  the  expense  of  public  service 
programming. 

He  denied  that  what  he  proposes  has 

any  connotation  of  censorship  and  gave  this 

example  to  refute  such  a  claim: 

"Censorship  implies  a  direction  to  take 
certain  positions  on  public  matters.  What  I 
propose  is  not  censorship  because,  just  as 

in  the  transportation  business  certain  stand- 
ards are  required  in  the  public  interest,  cer- 

tain programming  standards  also  are  re- 
quired in  broadcasting.  If  this  is  not  censor- 

ship in  the  one  field,  it  is  not  in  the  other." 

New  Tax  Certificate  Bill 

Voted  for  Over-Limit  Transfers 

Congress  has  passed  and  will  send  to  the 
White  House  a  tax  law  amendment  (HR 

8381)  under  which  sellers  of  station  no  long- 
er will  be  given  tax  certificates  when  they 

buy  another  station  beyond  the  maximum 
number  permitted  by  Commission  rules. 

Enactment  of  the  change  had  been  asked 
of  Congress  in  1956  by  FCC  at  the  time  of 
the  ABC-Paramount  transaction.  If  the  bill 

becomes  law,  the  tax  will  be  postponed  until 
the  acquired  facility  is  again  sold. 

Storer  Broadcasting  Co.  last  month  asked 
FCC  to  review  an  order  denying  it  a  tax 

certificate  for  assignment  of  WBRC-AM- 
FM-TV  Birmingham,  Ala.,  which  Storer 

sold  to  acquire  WIBG-AM-FM  Philadelphia 
and  WPFH  (TV)  Wilmington,  Del.  (now 

WVUE  [TV]).  The  FCC  tax  certificate  rule 
was  adopted  in  the  early  forties  after  the 

network  monopoly  rules  went  into  effect,  re- 
lieving a  seller  of  capital  gain  taxes  when  a 

station  was  sold  under  the  maximum-owner- 

ship requirements. 
Last  year  the  Commission  announced  it 

would  no  longer  issue  tax  certificates  in  such 
cases. 
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WXyz-radiO  doubles  its  cover- 

age of  detroit  with  the  addition  of 

another  mobile  studio  ! 

Three  years  ago  WXYZ  kicked  off  an  entirely  new  concept  of  radio 
broadcasting  ...  a  studio  on  wheels  .  .  .  originating  regularly  scheduled 

programs  from  Detroit's  busiest  intersections. 
This  dynamic  broadcasting  technique  has  become  so  much  a  part  of  the 

"listening  life"  of  Detroit  that  WXYZ  has  added  another  studio  on 

wheels  .  .  .  doubling  its  mobile  coverage  of  the  "City  on  Wheels.' 

In  addition  to  its  two  mobile  studios,  WXYZ  broadcasts  regularly  scheduled  pro- 
grams from  3  permanent  booths  located  at  major  suburban  shopping  centers.  A 

total  of  9  hours  of  broadcasting  per  day  originate  from  these  remote  studios. 

wxyz-radio  / 1270  Detroit 

"DETROIT'S  MOST  MOBILE  STATION" 
American  Broadcasting  Co. 
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GOVERNMENT  continued 

PAY  TV-BASEBALL  TIE-UP  SEEN 

•  Telemeter  says  team  owners  want  subscription  tv 

•  New  move  made  for  baseball  antitrust  exemptions 

Baseball  and  pay  television  were  once 
again  prominent  on  two  Capitol  Hill  fronts 
last  week  as  Congress  intensified  its  drive 
for  adjournment.  These  moves  made  news: 

•  Paid  MacNamara.  vice  president  of 

toll  proponent  International  Telemeter,  at- 
tempted to  convince  an  outspoken  pay  tv 

opponent.  Rep.  Emanuel  Celler  (D-N.  Y.), 
that  making  viewers  pay  for  televised  base- 
hall  would  be  the  salvation  of  major  and 
minor  league  baseball. 

•  Sen.  Everett  Dirksen  (R-Ill.)  attempted 
to  attach  the  controversial  sports  antitrust 
bill  to  a  completely  unrelated  food  additive 
measure. 

In  a  letter  to  Rep.  Celler,  Mr.  MacNamara 
maintained  pay  tv  is  the  only  thing  that 
can  save  baseball.  Also,  he  said,  he  has 

talked  to  representatives  of  both  leagues 
and  they  are  all  for  blacking  out  tv  on 

home  screens — unless  the  viewer  pays  a 
price.  He  said  free  tv  cannot  afford  base- 

ball and  that  a  Telemeter  toll  plan,  whereby 

minor  league  teams  would  get  a  '"take" 
from  the  till,  is  the  "perfect  solution." 

Mr.  MacNamara  maintained  that  a  com- 

parison of  attendance  at  Milwaukee  and  Los 

Angeles,  where  games  are  not  televised, 
with  attendance  in  cities  where  games  are  on 

tv  gives  the  "true  picture"  of  tv's  effect  on 
gate  receipts. 

Opponents  of  pay  tv  are  stopping  Tele- 

meter's "perfect  plan,"  Mr.  MacNamara 
wrote  the  congressman.  "Their  slogan  has 
been:  'Why  pay  for  something  you  are  now 

getting  free?'  To  the  person  who  doesn't understand  the  economics  of  baseball  and 

tv.  this  argument  has  been  effective." 
He  maintained  that  Baseball  Comr.  Ford 

Frick  answered  all  these  arguments  when  he 
told  the  Senate  Antitrust  Subcommittee  that 

"Unless  we  handle  the  problem  of  free  tv 
now,  within  10  years  there  will  be  no  tv 

problem  .  .  .  there  will  be  no  baseball." 
Rep.  Celler  said  the  MacNamara  letter 

confirms  his  fears  that  sports  antitrust  leg- 
islation, tabled  by  the  Senate  committee  [At 

Deadline,  Aug.  4],  will  result  in  a  complete 
blackout  of  baseball  on  free  tv  in  favor  of 

the  toll  system.  "It  is  now  clear  that  this  is 
more  than  conjecture,"  he  said,  proven  by 
Mr.  MacNamara's  statement  that  major 

league  club  owners  are  "agreeable  and  will- 
ing to  have  their  games  telecast  only  on 

pay  tv.  Mr.  MacNamara  let  the  cat  out  of the  bag. 

"Perhaps  it  is  only  coincidence  that  the 
Washington  counsel  [Paul  Porter]  for  this 

concern  happens  also  to  be  Washington 
counsel  for  the  high  commissioner  of  or- 

ganized baseball."  (In  testimony  before  the 
Senate,  Rep.  Celler  hit  the  powerful  base- 

ball lobby  which  he  said  was  led  by  Mr. 
Porter  [Government,  July  28]. 

Rep.  Celler  said  the  Senate  committee 

"has  rendered  a  signal  public  service  by 
tabling  the  blank  check  sports  bill.  Its  pas- 

sage would  have  provided  a  green  light  to 

pay  tv  promoters  and  the  club  owners  to 
agree  among  themselves  to  outlaw  the  free 

telecasting  of  major  league  baseball  games." 
Sen.  Dirksen's  move  to  place  the  sports 

antitrust  bill  before  the  Senate  last  Wednes- 

day met  with  quick  and  decisive  opposition. 
At  the  time,  the  Senate  was  considering  HR 

13254,  a  bill  prohibiting  the  use  in  food  of 
additives  which  have  not  been  adequately 
tested  to  establish  their  safety. 

The  Illinois  Republican  threw  the  busi- 
ness at  hand  completely  out  of  the  ballpark 

when  he  offered  his  sports  amendment,  iden- 
tical to  the  bill  tabled  by  the  Senate  Anti- 
trust Subcommittee  in  all  respects  except 

the  clause  relating  to  radio-tv. 
The  tabled  versions,  HR  10378  and  S 

4070,  would  give  baseball  a  blanket  exemp- 
tion from  antitrust  laws  regarding  radio-tv 

blackouts.  (Sen.  Dirksen  was  one  of  two 
members  of  the  subcommittee  who  voted  in 

favor  of  the  bill.)  The  amendment  offered 
last  week  would  permit  baseball  teams  to 

black  out  tv  "within  75  miles  of  the  home 
community  of  another  club  on  a  date  when 

such  club  is  scheduled  to  play  there  a  reg- 
ularly scheduled  league  game  in  the  same 

sport." 

"Baseball  needs  this  legislation  if  minor 

leagues  are  to  survive,"  Sen.  Dirksen  said  in 
offering  his  amendment.  On  Thursday  he 
withdrew  his  proposal.  However,  he  said 

privately  he  would  again  place  it  before  the 
Senate  if  the  opportunity  presents  itself. 

Last  Tuesday,  an  attack  on  the  free  tele- 
casting of  sporting  events  erupted  on  a  new 

front  when  Gus  D'Amato,  manager  of 
heavyweight  boxing  champion  Floyd  Pat- 

terson, launched  an  all-out  war  on  "the  little 
screen  [home  tv]."  Mr.  D'Amato  made  his 

statement  following  Monday  night's  cham- 
pionship fight  between  Mr.  Patterson  and 

Roy  Harris,  which  was  carried  only  on 
closed-circuit  theatre  tv. 

He  said  the  closed-circuit  profits  exceeded 
by  better  than  50%  the  best  purse  offered 
by  advertisers  for  tv.  Following  the  fight, 

full-page  ads  were  printed  in  Houston  papers 

opposing  pay  tv  because  Texans  were  not 
able  to  see,  in  their  homes,  fellow  Texan 
Harris  fight. 

Mr.  D'Amato  said  this  was  all  part  of  a 

plan  to  ruin  pay  tv.  "There  is  a  big  change 

taking  place,"  he  said.  "The  little  screen  is 

on  the  way  out." 

Multiplex  Deadline  Extended 

The  FCC  last  week  extended  the  dead- 
line for  filing  comments  on  a  possible 

broadening  of  rules  to  permit  more  types  of 
fm  multiplexing  service  [At  Deadline,  July 

7].  The  new  cut-off  date  is  Oct.  2;  previous- 
ly all  comments  had  to  be  presented  to 

the  Commission  by  Sept.  2. 

Broadcasting 
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HAS  COME 

Write  for  the  most  complete  catalog 
on  attenuators  in  the  world. 

NOW  CARRIED  IN  STOCK  BY  YOUR  LOCAL.  JOBBER LIVINGSTON,  NEW  JERSEY 

WORLD'S    LARGEST    MANUFACTURER    OF  ATTENUATORS 
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TOP 

IN  THE  BINGHAMTON,  N.  Y.  AREA! 

That's  right!  WINR  has  the  biggest  share  of  audi- 
ence in  Binghamton !  WINR  daytime  radio  reaches 

more  of  the  radio  homes  in  this  half  billion  dollar 

market  more  of  the  time  than  any  other  station  in 

the  Binghamton  area!* 

*PULSE  June,  1958 

Binghamton  Metropolitan  Area 
In-Home  &  Out-of-Home 

Share  of  Audience 

WINR Station B Station  C Station D 

6  a.  m.  —  1 2  noon 

27 

23 19 18 

12  noon  —  6  p.  m. 

24 

22 22 

19 WINR Station B Station  C Station D 

FIRSTS 55 

(10  ties) 

30 25 

(10  ties) 
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The  Adventures  of 

WILLIAM 

viewers  and  sales  will  feel.  Action  that 

stops  you  cold.  Adventure  that 
leaves  you  breathless.  Excitement  that 

bristles  with  tension  and  suspense. 

You  know  how  popular 

swashbucklers  are  these  days.  Well, 

WILLIAM  TELL  has  everything 

they've  got  —  and  more.  The  beloved 
legends  of  the  famous  man  who 

fought  for  his  country's  independence. 
Thrilling  battles  against  injustice. 

A  fight  for  a  man's  love  for  his 
wife  and  child. 

All  this  set  against  the  inspiring 

beauty  of  the  Swiss  Alps  ...  where 

these  39  great  half-hours  were 
filmed . . .  with  gorgeous  production 

values  and  superb  photography. 

What  more  could  you  ask  —  except  to 

see  audition  prints  of  this  socko 

entertainment  that's  sure  to  produce 

sales  haymakers  —  from  . . . 

delivers  smashing 

impact  that 

National  Telefilm  Associates,  Inc. 
Coliseum  Tower.  10  Columbus  Circle New  York  19,  N.  Y.  JUdson  2-7300 

Offices:  Atlanta.Boston.Chicago.DaUas.HoUywood.Mempriis, 
Minneapolis.Toronto.London 



GOVERNMENT  continued 

OVERSIGHT  DUSTS  WITNESS  CHAIR 

I  he  investigating  Harris  committee, 
noticeably  silent  for  several  weeks,  will 

reopen  its  doors  for  business  with  the  re- 
sumption of  public  hearings  Sept.  L6. 

Second  on  the  griddle  will  be  the  FCC, 
with  the  committee,  formally  known  as  the 
Subcommittee  on  Legislative  Oversight  of 
the  House  Interstate  &  Foreign  Commerce 
Committee,  seeking  further  information  on 
certain  television  matters. 

The  committee,  chaired  by  Rep.  Oren 

Harris  (D-Ark.),  will  be  fortified  by  an 
extra  $60,000  appropriated  by  the  House 

and  over  a  month's  hiatus  from  hearings 
during  which  its  staff  has  been  preparing 
the  upcoming  sessions.  It  will  open  with  a 
further  look-see  into  Boston  industrialist 

Bernard  Goldfine's  relations  with  the  Secu- 
rities &  Exchange  Commission.  From  there, 

the  subcommittee  plans  to  go  into  the 
status  of  television  cases  remanded  to  the 

FCC  by  the  Court  of  Appeals  as  a  result 
of  hearings  last  spring.  These  include  the 
Miami  ch.  10  grant  to  National  Airlines 
and  the  awarding  of  ch.  5  Boston  to  the 
Herald-Traveler-WHDH-TV.  A  Federal 

grand  jury  also  has  conducted  its  own  in- 
vestigation into  the  Miami  case  but  no  in- 

dictments have  been  returned. 

A  third  tv  court  case  Rep.  Harris  indi- 
cated the  subcommittee  would  be  interested 

in  is  ch.  7  Miami,  granted  to  Biscayne  Tv 

Corp.,  consisting  of  former  NBC  President 
Niles  Tramrnell  and  the  Cox  and  Knight 

newspaper  interests.  Fourth  tv  case  on  the 

subcommittee's  hearing  list  is  the  grant  of 
ch.  4  Pittsburgh,  also  the  subject  of  a  grand 
jury  investigation  following  revelations  in 
spring  testimony  before  the  congressional 
body. 

This  case  has  not  been  aired  but  subcom- 
mittee Chief  Counsel  Robert  Lishman  said 

there  have  been  allegations  of  ex-parte 

pressures  and  "pay-offs."  Former  chief  in- 
vestigator Baron  Shacklette  conducted  an 

investigation  of  the  Pittsburgh  case  several 
months  ago  but  none  of  his  findings  have 
been  brought  to  light.  (He  later  resigned 
under  fire.)  The  FCC  grant  was  made  to 
merged  applicants  WTAE  and  Television 
City  Inc. 

The  court  remanded  the  Miami  case  to 

the  Commission  last  April  to  determine 
whether  former  Comr.  Richard  A.  Mack, 

forced  to  resign  as  a  result  of  the  sub- 

committee's investigation,  should  have  voted 
on  the  hotly-contested  grant.  Other  issues 
involved  allegations  of  undue  influence  on 
commissioners  and  other  improprieties 

brought  to  light  by  the  subcommittee.  FCC 
hearings,  before  Judge  Horace  Stern,  are 
scheduled  to  commence  Sept.  8. 

And,  just  a  month  ago,  the  Boston  de- 
cision was  returned  on  much  the  same 

grounds.  One  subcommittee  member  said 
last  week  that,  since  the  cases  were  again 

before  the  FCC,  there  wasn't  much  the 
subcommittee  could  do. 

No  schedule  of  witnesses  has  been  de- 
termined for  the  renewed  FCC  hearings. 

Rep.  Harris  said  it  had  not  been  decided  if 

The  Federal  Trade  Commission  last  week 

was  hit  by  two  more  body  blows,  thrown 

by  a  House  Government  Operations  Sub- 
committee conducting  lengthy  investigations 

of  claimed  false  and  misleading  advertise- 
ments. 

Just  two  weeks  ago,  the  same  subcom- 
mittee blasted  the  FTC  for  its  lack  of  pros- 

ecution of  alleged  false  and  misleading 

statements  on  behalf  of  weight-reducing 
compounds  [Lead  Story,  Aug.  18].  Last 
Monday,  two  more  reports  were  released 

criticizing  the  trade  commission  for  its  fail- 
ure to  prosecute  alleged  false  claims  made 

by  dentrifice  and  tranquilizer  drug  manu- 
facturers. 

In  1957,  the  report  on  toothpastes  noted, 
over  $25  million  was  spent  to  advertise  the 
12  leading  brands  of  toothpaste.  However, 

rather  than  encouraging  better  dental  hy- 

giene, much  of  the  advertising  is  "detri- 
mental to  the  dental  health  and  general 

health  of  the  public,"  the  report  quoted 
from  the  American  Dental  Assn. 

The  subcommittee  maintained  the  FTC 

has  adequate  authority  to  police  dentrifice 

advertising,  but  has  failed  to  do  so  at  the  ex- 

pense of  the  American  public.  "Inadequate 
testing  facilities  and  budgetary  and  man- 

power restrictions  are  recurrent  FTC  ex- 

the  Commission  would  be  called  to  testify 

in  person  on  any  of  the  matters,  but  in  any 

case,  it  would  be  asked  for  written  state- 
ments. 

The  hearings  beginning  Sept.  16  are 
scheduled  to  adjourn  early  in  October  so 

that  those  subcommittee  members  with  op- 
ponents in  the  November  elections  can  cam- 

paign. They  will  be  renewed  following  the 
elections,  Rep.  Harris  stated,  to  run  through 
November.  In  addition  to  the  FCC  and 

SEC,  four  other  agencies  are  scheduled  for 
investigation. 

Demands  for  the  hiring  of  a  minority 
counsel,  first  raised  when  the  subcommittee 

requested  additional  funds  [Government, 

Aug.  1  I],  were  diminishing  last  week.  Some 
Republican  members  had  indicated  they 
favored  retaining  a  counsel  but  still  another, 
Rep.  John  Bennett  (Mich.),  said  this  would 
be  an  unnecessary  move. 

cuses  for  its  failure  to  take  action  against 

false  and  misleading  advertising,"  the  report 
stated.  The  subcommittee,  headed  by  Rep. 

John  Blatnik  (D-Minn.),  made  the  following 
recommendations: 

The  FTC  should  request  scientific  proof 

of  advertised  claims  from  dentifrice  manu- 
facturers as  it  is  now  doing  with  respect  to 

cigarettes. 
Voluntary  compliance  with  codes  of  fair 

advertising  practices  should  be  sought  im- 
mediately by  the  FTC. 

Study  of  present  laws  to  determine 

whether  changes  are  required  for  more  ef- 
fective enforcement  in  the  field  of  dentifrice 

advertising. 

Recommendations  by  the  ADA  that  the 
burden  of  proof  in  advertising  claims  be 
shifted  from  the  FTC  to  advertisers  and  that 

jurisdiction  be  transferred  to  the  Food  & 
Drug  Administration  were  passed  on  by  the 
subcommittee  without  comment. 

The  subcommittee,  Legal  &  Monetary 

Affairs,  held  hearings  on  dentifrice  advertis- 
ing last  month  [Government,  July  21]. 

At  that  time,  Reps.  Blatnik  and  Martha  W. 

Griffiths  (D-Mich.)  called  for  an  immediate 
tightening  of  enforcement  procedures  by  the 

FTC. 
In  its  report  on  tranquilizers,  the  Blatnik 

report  said  "this  is  not  a  field  to  be  complete- 

ly ignored,  as  it  has  been  by  the  FTC."  This 
type  of  advertising,  it  noted,  is  based  on  an 
appeal  to  doctors  primarily  rather  than  the 
public  and  the  principal  responsibility  of 

the  FTC  is  to  "protect  the  unwary  rather 
than  the  wary."  In  the  field  of  ethical  drugs, 

the  report  said,  "the  public  has  a  right  to 
expect  and  demand  a  degree  of  responsibil- 

ity as  well  as  standards  and  practices  dif- 
ferent from  those  in  the  promotion  of  soap, 

television  and  automobiles. 

"The  subcommittee  is  pleased  to  note 
some  awareness  of  this  responsibility  in  the 

ethical  drug  field,  evidenced  in  the  recent 

promulgation  by  pharmaceutical  manufac- 
turers of  advertising  guides  for  ethical  drug 

promotion." 

The  tranquilizer  report  made  the  same 
recommendations  as  those  made  regarding 
dentifrice  advertising. 

Cincinnati's  Most  Powerful 

Independent  Radio  Station 

50,000  wafts  of  SALES  POWER 

WC  KY 

L 

CINCINNATI,  OHIO 

STATION 

On  the  Air  everywhere  24  hours  a  day— seven  days  a  week 

BLATNICK  PROBERS  HIT  FTC  AGAIN 
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AMERICAN  RESEARCH  BUREAU 
MARCH  1958  REPORT 

GRAND  RAPIDS- KALAMAZOO 

NOTE:  The  survey  measurements  are  based  on  sampling  in 
Grand  Rapids  and  Kalamazoo  and  their  surrounding  areas.  In 
ARB's  opinion  this  sample  includes  77%  of  the  population  of Kent  County,  and  67%  of  the  population  of  Kalamazoo  County. 

BUT. •.With  WKZO-TV 

You  Always  Get  Aces 

In  Kalamazoo -Grand  Rapids! 

It  takes  accuracy,  plus  a  lot  of  luck,  to  score  an  ace  in 

golf  —  but  for  a  real  winner  in  market  coverage 

you  need  only  WKZO-TV  in  Kalamazoo-Grand  Rapids! 

The  latest  "scorecard"  from  ARB  shows  why  —  see  left! 

WKZO-TV  telecasts  from  Channel  3  with  100,000  watts 

from  a  1000'  tower.  It  is  the  Official  Basic  CBS  Television 

Outlet  for  Kalamazoo-Grand  Rapids  —  serves  over 

600,000  television  homes  in  one  of  America's  top-20  TV markets! 

*Chances  of  scoring  an  ace  are  8,606-to-l  {Based  on  20  years 
of  play  in  New  York  World  Telegram  &  Sun  tournament). 

^^^^^ 

A    WKZO-TV  — GRAND  RAPIDS-KALAMAZOO 
■  WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 
■  WJEF  RADIO  — GRAND  RAPIDS 
■  WJEF-FM  — GRAND  RAPIDS-KALAMAZOO 
V  KOLN-TV  —  LINCOLN,  NEBRASKA 

Associated  with 
V  WMBD  RADIO  — PEORIA,  ILLINOIS 
r         WMBD-TV  —  PEORIA,  ILLINOIS 

WKZ0TV 

100,000  WATTS     •     CHANNEL  3     •     1000'  TOWER 
Studios  in  Both  Kalamazoo  and  Grand  Rapids 

For  Greater  Western  Michigan 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 
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Now,  you  say  when 

And  how  often  too!  For  once  programs  and  commercials  are  recorded  on  Videotape*,  scheduling  is  wide 
open.  Playbacks  can  be  telecast  immediately  —  hours  later  — or  anytime  you  decide.  At  least  100  repeats 

can  be  made  from  any  one  recording.  Copies  can  be  made.  And  tapes  recorded  on  a  VR-1000  Videotape 

Recorder  can  be  played  back  on  any  other  VR-1000,  anywhere. 

Never  before  have  sponsors  been  able  to  schedule  commercials  to  reach  selected  audiences  so  easily. 

Never  have  stations  had  so  many  "live"  availabilities  to  offer. 

Get  the  complete  story  on  the  many  things  Videotape  Recording  can  do  for  you.  Write  today. 

CONVERTS  TO  COLOR  ANYTIME  •  LIVE  QUALITY  •  IMMEDIATE  PLAYBACK  •  PRACTICAL  EDITING  •  TAPES  INTERCHANGEABLE  •  TAPES  ERASABLE,  REUSABLE  •  LOWEST  OVERALL  COST 

850    CHARTER    STREET,    REDWOOD    CITY,  CALIFORNIA 

Offices  in  Principal  Cities 

ampex 

CORPORATION 

professional 
products  division 

*TM    AMP£X  CORP. 



TRADE  ASSNS. 

FELLOWS  ASKS  ACCESS  'SUMMIT' 

•  Top-level  media,  legal  minds  should  meet,  he  says 

•  Canon  35  attacked  before  VFW;  Swezey  goes  to  ABA  meet 

A  top-level  meeting  of  representatives  of 
the  legal  profession,  broadcasting,  press  and 
other  media  to  discuss  the  role  of  news 

cameras  and  microphones  in  the  courtroom 
was  proposed  Thursday  by  NAB  President 
Harold  E.  Fellows. 

Addressing  the  Veterans  of  Foreign  Wars 
convention  in  New  York  (see  other  story 
page  66)  Aug.  21,  Mr.  Fellows  said  the 

public's  right  to  know  "generally  has  been 
hobbled"  by  the  American  Bar  Assn.  Canon 
35,  banning  news  coverage  of  court  trials 
by  cameras  and  microphones. 

Mr.  Fellows  called  on  ABA  to  delay 
action  on  a  proposed  slight  revision  of 
Canon  35.  The  ABA  House  of  Delegates 
will  meet  today  (Aug.  25)  in  Los  Angeles 
to  consider  action  on  the  canon  [Trade 

Assns.,  Aug.  1 1]. 

Twenty-three  state  and  territorial  broad- 
casting associations  have  offered  to  coop- 

erate with  state  bar  associations  in  con- 
ducting tests  to  demonstrate  that  radio  and 

tv  can  cover  trials  without  disturbing  courts. 

Robert  D.  Swezey,  WDSU-AM-TV  New 
Orleans,  chairman  of  the  NAB  Freedom  of 

Information  Committee,  is  attending  the 
ABA  meeting  in  Los  Angeles.  With  him  are 

Howard  Bell,  NAB  assistant  to  the  presi- 
dent in  charge  of  joint  affairs,  and  Donald 

Martin,  assistant  to  the  president  in  charge 
of  public  relations. 

ABA's  House  of  Delegates  will  consider 
changes  in  the  wording  of  Canon  35  that 
retain  the  original  bans  against  electronic 
and  visual  reporting  of  trials.  Mr.  Swezey 

contends  ABA  should  join  with  representa- 
tives of  broadcasting,  the  press  and  other 

media  in  a  scientific  research  project  on  the 

problem,  going  farther  than  President  Fel- 

lows' proposal  for  a  legal-media  meeting 
to  discuss  the  question. 

States  and  territories  whose  broadcast 
associations  have  offered  to  work  with  bar 

associations  in  testing  radio-tv  coverage  of 
trials  include  Alabama,  California,  Colo- 

rado, Connecticut,  Florida,  Georgia,  Ha- 
waii, Illinois,  Iowa,  Kentucky,  Mississippi, 

North  Carolina,  North  Dakota,  Ohio,  Okla- 
homa, Pennsylvania,  Rhode  Island,  South 

Carolina,  Texas,  Utah,  Washington,  West 
Virginia  and  Wisconsin. 

In  his  address  to  the  VFW  convention 
in  New  York  President  Fellows  reminded 

PAY  TV  CONDEMNED 

Repeating  the  resolution  against 
pay  television  adopted  during  the 
1957  convention,  Veterans  of  Foreign 
Wars  last  week  again  approved  a 
resolution  protesting  toll  tv  in  any 
form.  Passed  Thursday  (Aug.  21)  dur- 

ing the  New  York  convention,  the 

resolution  was  introduced  by  Na- 
tional Commander  Richard  L.  Roude- 

bush,  Senior  Vice  Commander  John 
Maham  and  Junior  Vice  Commander 
Louis  G.  Feldmann. 

that  the  American  public  depends  on  the 
free  news  media  as  a  kind  of  first  line  of 

defense  in  keeping  an  alert  watch  on  the 

world.  He  said,  "Because  of  its  inherent 
advantage  of  immediacy,  broadcasting 
brings  us  the  news  first,  and  by  providing 
background  and  coverage  in  depth,  also 
gives  the  dizzy  dance  of  events  form  and 

perspective." Discussing  the  public's  need  to  know,  he 
recalled  that  the  industry  voluntarily  fi- 

nanced the  equipment  needed  to  take  part 
in  the  Conelrad  civil  defense  alert  plan. 

"Even  though  the  Conelrad  plan  was 
initiated  in  1950,"  he  said,  "some  broad- 

casters still  haven't  been  informed  where 
the  Conelrad  programs  are  to  originate. 
In  this  area,  government  information,  so 

profuse  on  many  subjects,  is  alarmingly 

lacking." Mr.  Fellows  said  nearly  a  million  persons 

in  the  government  and  involved  in  gov- 
ernment contracts  are  authorized  to  classify 

material  in  secret  categories  but  only  a 
handful  can  declassify.  He  was  critical 
of  the  U.  S.  House  of  Representatives, 
which  refuses  to  allow  radio  or  tv  reporting 
of  its  proceedings  or  committee  meetings. 

"I  am  fully  confident  that  electronic 
journalism  will  receive  full  recognition  and 

acceptance  by  public  officials,"  he  said. 
"Today  there  are  more  than  3,800  radio 
stations  and  556  tv  stations  on  the  air. 
More  individual  communities  are  served 

by  local  radio  stations  today  than  by  local 

daily  newspapers.  Forty-two  cities  have 
three  or  more  operating  commercial  tv 
stations  while  only  17  cities  in  this  entire 

country  have  three  or  more  daily  news- 
papers. The  broadcasting  station  in  recent 

years  has  become  the  heartbeat  of  the  com- 

munity." Canon  35,  Politics 

Top  News  Convention 

Pros  and  cons  of  Canon  35  will  be  de- 
bated at  the  Radio  Television  News  Direc- 

tors Assn.  annual  convention  to  be  held  Oct. 
16-19  in  Chicago. 

Robert  D.  Swezey,  WDSU-AM-TV  New 

Orleans,  chairman  of  NAB's  Freedom  of 
Information  Committee,  and  Charles  S. 
Rhyne,  president  of  the  American  Bar  Assn., 
will  argue  the  right  of  broadcasters  to  cover 

court  proceedings,  according  to  William 
Small,  WHAS-AM-TV  Louisville,  RTNDA 

program  vice  president. 
They  will  speak  Oct.  17  at  a  panel  session 

that  will  include  a  question-answer  period. 
Edward  F.  Ryan,  WTOP  Washington,  chair- 

man of  RTNDA's  own  Freedom  of  Informa- 
tion Committee,  will  moderate  the  session. 

Radio-tv  newsmen,  acting  through  their  as- 
sociation, have  long  been  active  in  the  fight 

with  NAB  for  equal  access  to  sources  of  in- 
formation at  court  and  government  levels. 

Progress  of  radio-tv  news  and  problems 

encountered  in  obtaining  "right  now"  cov- 
erage will  be  explored  in  a  keynote  address 

by  Jim  Bormann,  news  and  public  affairs 

One  taping  worth 

ten  rehearsals 

Mr.  Robert  Reed,  Program  Manager 

WOAI-TV,  San  Antonio 

"Weathergirl  'Twila'  was  a  novice 
in  television.  We  Videotaped*  her 
rehearsals  and  let  her  watch  her- 

self in  action.  She  learned  camera 

technique  amazingly  fast,  thanks 

to  Videotape." 

A
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850  CHARTER  STREET,  REDWOOD  CITY,  CALIFORNIA 

professional 
products  division 
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INTERNATIONAL 

CANADA  BILL  SPLITS  CBC  CONTROL 

•  Government-sponsored  plan  moving  through  Commons 

•  Opening  of  major  cities  to  tv  competition  provided 

TRADE  ASSNS.  continued 

director.  WCCO  Minneapolis,  at  the  open- 
ing session  of  the  convention,  to  be  held  at 

the  Sheraton-Blackstone  Hotel.  Mr.  Bor- 
mann  will  emphasize  the  role  of  broadcast 

communications  in  "these  years  of  crisis." 
The  Swezey-Rhyne  debate  may  prove 

somewhat  academic,  depending  on  action 

taken  by  ABA's  House  of  Delegates  at  its 
four-day  Los  Angeles  meeting  this  week.  A 
special  ABA  committee  has  recommended 

only  superficial  relief  from  the  prohibition 

against  broadcast  or  photographic  coverage 
of  courtroom  trials  or  other  proceedings. 

[Closed  Circuit,  Trade  Assns..  Aug.  1 1J. 

RTNDA  President  Jack  Krueger,  WTMJ- 
AM-TV  Milwaukee,  has  commended  the 

City  Council  of  Scranton,  Pa.,  for  permitting 
radio-tv  coverage  of  its  weekly  meetings, 

now  regularly  filmed  and  recorded  for  broad- 

cast by  WDAU-TV  and  its  am  affiliate, 
WGBI. 

Mr.  Krueger  wrote  Jerome  Parker,  coun- 

cil president,  "You  and  your  fellow  council 
members  can  rightfully  be  proud  of  such 

leadership  in  this  era  of  modern  reporting. 

I'm  sure  such  broadcasts  will  educate  the 

Scranton  people  to  this  great  public  service." 
The  agenda  of  the  RTNDA  convention  is 

near  completion.  Aside  from  Canon  35, 

the  meeting  will  take  on  a  political  flavor 
with  talks  Oct.  16  by  Meade  Alcorn  and 
Paul  Butler,  chairman  of  the  Republican  and 

Democratic  National  Committees,  respec- 
tively, and  an  election  coverage  workshop 

on  Oct.  18  [Trade  Assns.,  Aug.  11].  At  the 

annual  banquet  Oct.  18  the  RTNDA  na- 
tional awards  will  be  announced. 

Entries  must  be  postmarked  no  later  than 

Sept.  1  to  be  eligible,  according  to  Prof. 
Baskett  Mosse,  Northwestern  U.  Medill 

School  of  Journalism  and  awards  commit- 
tee chairman. 

Georgia  Group  Convenes 

Mary  Jane  Morris,  FCC  secretary,  will 
address  the  summer  meeting  of  Georgia 
Assn.  of  Broadcasters  Tuesday  (Aug.  26)  at 

the  GAB  banquet.  The  association's  meeting 
opened  yesterday  (Aug.  24)  at  the  King  & 
Prince  Hotel,  St.  Simons  Island.  Second 

banquet  speaker  will  be  Joseph  Fields,  of 
WIRK  W.  Palm  Beach,  Fla.  GAB  sessions 

include  election  of  officers,  panel  discussions 
and  a  talk  by  Vincent  T.  Wasilewski,  NAB 
government  relations  manager. 

Sowell  Heads  NAB  Am  Committee 

F.  C.  Sowell,  WLAC  Nashville,  Tenn., 
was  named  chairman  of  the  NAB  Am  Ra- 

dio Committee  by  President  Harold  E.  Fel- 
lows. Other  members  are:  Gerald  A.  Bartell, 

Bartell  Family  Radio;  Grover  Cobb,  KVBG 
Great  Bend,  Kan.;  Mig  Figi,  WAUX 
Waukesha,  Wis.;  Harold  R.  Krelstein, 
Plough  Stations;  Richard  H.  Mason,  WPTF 
Raleigh,  N.  C;  Vernon  A.  Nolte,  WJBC 
Bloomington.  111.;  Jerome  Sill,  WFPG 

Atlantic  City,  N.  J.;  Todd  Storz.  Storz  Sta- 
tions; W.  H.  Summerville,  WWL  New 

Orleans;  C.  L.  Thomas,  KXOK  St.  Louis; 
Jack  S.  Younts,  WEEB  Southern  Pines, 
N.  C;  E.  J.  DeGray,  ABC;  Arthur  Hull 
Hayes,  CBS;  Armand  Hammer.  MBS;  P. 

A.  Sugg,  NBC. 

The  long-awaited  move  to  separate  Ca- 
nadian Broadcasting  Corp.  from  its  dual 

judge-and-jury  control  over  the  Dominion's radio  and  television  service  reached  the 

legislative  stage  in  Ottawa  last  week  and 
now  is  moving  through  Parliament. 

Revenue  Minister  Nowlan  George  in- 
troduced a  bill  in  the  House  of  Commons 

Aug.  19  which  was  given  its  first  reading 
Aug.  21.  It  proposes  a  complete  overhaul 
of  Canadian  regulation  and  is  expected 

to  bring  major  tv  expansion  in  large  mar- 
kets. 

This  development  came  out  of  lengthy 
hearings  that  culminated  in  the  spring  of 
1957  in  a  committee  report  calling  for 

separation  of  government  station-network 
operations  and  the  regulatory  functions  of 
CBC.  The  hearings  were  conducted  by  the 
Royal  Commission  on  Broadcasting,  which 
held  it  unfair  for  the  CBC  to  regulate  its 
competition  [International,  April  8,  1, 
1957]. 

As  recommended  by  the  commission, 
the  bill  calls  for  the  divorcing  of  CBC  from 

regulation,  limiting  it  to  operation  of  pub- 
licly owned  stations  and  networks. 

A  new  Board  of  Broadcast  Governors 

is  provided  in  the  bill.  This  board  would 
regulate  all  phases  of  private  and  CBC 
broadcasting;  set  regulations  for  advertising 
content,  use  of  Canadian  talent,  program 
standards  and  political  broadcasts;  and 

require  all  stations  to  use  network  pro- 
grams of  public  significance. 

The  board  would  have  three  fulltime 

members  appointed  by  the  government  to 

seven-year  terms  and  12  parttime  mem- 
bers appointed  to  five-year  terms.  No  board 

member  could  have  any  connection  with 
the  broadcasting  industry. 

The  CBC  board  would  continue  with  a 

membership  of  11,  a  fulltime  president  and 
vice  president  being  appointed  for  seven 
years  and  nine  members  for  three  years, 
with  reappointment  permitted.  Retirement 
at  age  70  is  specified. 

While  the  end  of  the  current  session  of 

Parliament  is  near,  the  legislation  is  be- 
lieved to  have  a  good  chance  of  enact- 

ment since  the  Conservative  party  controls 
200  of  the  265  seats  in  the  House  of  Com- 

mons. Government-sponsored  bills  move 
through  the  parliamentary  process  quickly 
as  a  rule.  Final  passage  next  month  is 

predicted.  Signature  of  the  Governor  Gen- 
eral is  described  as  practically  automatic. 

An  important  result  of  the  new  regula- 
tory system  would  be  the  opening  of  six 

major  cities  to  competitive  television.  At 
present  the  CBC  has  a  tv  monopoly  in 
Toronto,  Montreal,  Ottawa,  Halifax,  Van- 

couver and  Winnipeg.  Private  broadcasters 
operate  two  score  stations  in  other  mar- 

kets. They  will  be  able  to  apply  to  the 
board  for  network  permits. 

The  CBC  would  receive  annual  operat- 
ing grants  under  the  new  plan.  At  present 

it  has  a  $61  million  budget.  Provision  is 
made  for  advance  planning  on  a  five-year 

basis.  Both  the  CBC  and  governing  boards 

would  report  annually  to  Parliament.  The 
governing  board  would  meet  at  least  six 
times  a  year. 

ABROAD  IN  BRIEF 

MOB  VIOLENCE:  Attacks  on  Radio  Mundial 
and  Radio  Deportes,  both  Managua,  Nica- 

ragua, reportedly  by  followers  of  the  coun- 
try's President,  Louis  Somoza,  have  been 

condemned  by  Raul  Fontaina,  president, 
Inter-American  Radio  Assn.,  Montevideo, 

Uruguay.  Manuel  Arana  Valle,  man- 
ager of  Radio  Mundial,  was  seriously  in- 
jured and  both  stations  badly  damaged  in 

the  attacks.  They  later  were  closed  down 

by  Nicaraguan  government  action.  Mr. 
Fontaina  demanded  "restoration  of  free- 

dom of  expression,"  in  Nicaragua.  He  asked 
for  support  from  the  Inter-American  Press Assn. 

PARISIAN  BLUE  PENCIL:  The  French  Na- 

tional Assembly's  radio  and  cinema  commit- 
tee has  protested  Information  Minister  Jac- 

ques Soustelle's  "aggravation  of  the  tendency 
for  unilateral  and  partial  information  on 

radio-tv."  The  committee  said,  "Such  a 
policy  of  directed  information,  if  continued, 
risks  discrediting  the  [government-operated] 
French  radio-tv  and  depriving  it  of  any 

audience." SWISS  PUBLISHERS  AG'IN  IT:  Only  1,634 
tv  sets  were  sold  in  Switzerland  during 

July.  (Total  registered  receivers  Aug.  1  were 

42,793.)  The  slow  rise  in  sets-in-use  is 
attributed  by  observers  to  the  absence  of 
commercial  tv.  Swiss  tv  is  financed  with  a 

monthly  receiver  tax  and  by  voluntary  con- 
tributions from  publishers  who  maintain 

that  advertising  must  be  kept  off  tv. 

SPONSORS  LOSE  ONE:  Europe  will  lose 
a  commercial  tv  station  when  Tele  Monte 

Carlo,  Monaco,  starts  carrying  non-com- 
mercial programs  from  the  official  French 

Broadcasting  Service.  The  outlet  is  being 
rented  to  the  French  for  20  years. 

RECEIVING  END:  Northern  West  Germany's official  broadcasting  organization,  North 

German  Radio,  received  more  than  $13  mil- 
lion from  receiver  taxes  over  the  current 

fiscal  year.  Set  owners  paid  88%  of  the 
total.  NGR  puts  approximately  $750,000 
a  year  into  local  tv  programming  (excluding 

network  production  and  technical  facilities). 
The  organization  plans  to  add  commercial 
segments  in  the  near  future. 

ARAB  COVERAGE:  A  radio  outlet  is  under 
construction  in  Beirut,  Lebanon,  to  cover 

the  Near  Eastern  Arabian  areas.  The  trans- 
mitter is  about  25  miles  from  the  city.  A 

tv  station  also  is  planned,  but  no  date  has 

been  announced  for  the  start  of  construc- 
tion. The  radio  work  is  being  done  by 

Siemens  &  Halske  of  West  Germany. 
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One  of  a  series  of  salutes  to  successful 

TV  stations  across  the  nation  .  .  .  and  to 

the  Northwest  School  graduates  who 

have  contributed  to  their  success. 

ZANESVILLE,  OHIO 

TV  W  graduate  James 

DeBold,  with  WHIZ-TV 
since  1957,  directs  some 

of  the  station's  top  local 
programs.  Says  Mr.  Land, 
"We  feel  his  training  must 

have  been  superior." 

ALLAN  H.  LAND 

Managing  Director 

Although  WHIZ-TV  operates  in  a  relatively 
small  market  area,  its  management  and  staff 

think  big  . . .  and  ACT  big,  too.  Now  in  its  sixth 

year  of  direct  competition  with  larger  stations 

in  surrounding  cities,  WHIZ-TV  consistently 
draws  and  holds  a  larger  audience  than  all  of 

its  competitors  combined,  pulse  ratings  show. 

In  explaining  how  WHIZ-TV  has  reached  this 

enviable  position,  Mr.  Land  says:  "We  inculcate 
in  our  people  the  knowledge  that  television  is  a 

medium  which  entertains,  informs  and  en- 
lightens. It  SELLS  TOO!  And  everyone  on  the 

staff  must  be  a  salesman  in  his  own  right.  The 

proper  lighting,  proper  display,  proper  direction 

and  proper  training  all  play  their  part  in  mak- 
ing a  success  of  the  whole. 

Of  the  two  Northwest  graduates  on  the  WHIZ- 

TV  team,  Mr.  Land  states:  "Both  these  men 
have  had  the  training  necessary  to  step  into 

their  jobs.  While  each  television  station  has  a 

different  'modus  operandi,'  there  are  operations 
in  all  which  are  basically  similar.  Both  DeBold 

and  Kenney  demonstrate  they  have  had  the 

training  which  fits  them  for  accepting  the  many 

challenges  which  are  present.  We're  mighty- 

glad  to  have  them  both  aboard." 

For  further  information 

on  Northwest  training  and  graduates  available  in  your  area,  write,  phone  or  wire 

NORTHWEST  SCHOOLS 

James  Kenney's  N  W 
training  has  enabled  him 
in  just  a  few  months  to 
progress  from  floor  work 
to  directing  live  shows, 

and  "quite  capably"  says 
Mr.  Land. 

1221  N.W.  21st  Avenue,  Portland  9,  Oregon 

Phone  CApitol  3-7246 

737  N.  Michigan  Avenue,  Chicago    •    1 440  N.  Highland,  Hollywood 
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FROGRAMS  &  PROMOTIONS 

Stivers  Not  to  Give  Isle  Away 

After  enjoying  considerable  consumer  and 
trade  publicity  from  his  intention  to  give 

away  Stroma  Island  oil"  the  coast  of  Scotland 
.is  a  prize  on  CBS-TV's  Bid  'it'  Buy,  in- 

dependent producer  Robert  Stivers  last  week 
announced  he  had  decided  not  to  purchase 
the  island  because  of  local  civic  protests. 
The  small  island  is  located  in  strategic 

Scapa  Flow  and  the  Caithness  County  Coun- 
cil has  spent  $100,000  to  improve  the  is- 

land's harbor.  "There  is  enough  international 
complication  without  adding  this  incident  to 

it.  I  yield  to  parliamentary  pressure."  Mr. Stivers  said. 

WGN  to  Underwrite  Tractor  Show 

Plans  of  co-sponsorship  of  a  Heart  of 
America  Tractorama  farm-and-field  event 
in  downstate  Illinois  and  for  radio  coverage, 

including  an  address  by  Secretary  of  Agri- 
culture Ezra  Benson,  have  been  announced 

by  WGN  Chicago. 
The  station  will  underwrite  the  event  at 

Colfax,  111.,  Sept.  6-7,  in  cooperation  with 
M  &  W  Tractor  Parts,  Anchor,  111.,  as  a 
public  service  to  farmers.  The  latest  in  farm 

equipment  will  be  shown  and  several  manu- 
facturers have  been  invited  to  participate  in 

the  exhibits  and  demonstrations.  WGN  plans 

to  originate  four  programs  from  the  Tracto- 

BBDO  timebuyer  D.  Trowbridge 
Elliman  Jr.,  (1)  received  $250  check 

from  John  Blair,  president  of  John 
Blair  &  Co.,  station  representative,  in 

Mr.  Blair's  office  in  New  York,  Aug. 
18.  Mr.  Blair  awarded  the  check  on 

behalf  of  WAKY  Louisville,  Ky.,  a 
McLendon  station,  for  the  nearest 
estimate  as  to  which  Louisville  station 
would  be  No.  1  in  the  market  and 

percentage  share  of  audience  in  the 

July-August  Hooperating.  Mr.  Elli- 
man estimated  48.6%  for  WAKY  and 

the  survey  came  up  with  49.1%.  The 
contest  was  run  in  a  blind  ad  in 

Broadcasting,  July  28.  Second  and 

third  prizewinners  were  timebuyers 
Marvin  Berns,  J.  Walter  Thompson, 
Chicago,  and  Jordan  Phee,  Maxon 
Inc.,  Detroit,  awarded  $150  and  $100 
respectively. 

rama  site  and  several  of  its  personalities  will 

appear  on  variety  programs. 

Highlights  of  the  event  will  be  a  world's 
championship  tractor  pulling  contest,  econ- 

omy runs  and  safety  demonstrations  con- 
ducted through  the  cooperation  of  the  U. 

of  Illinois  College  of  Agriculture,  Future 
Farmers  of  America  Illinois  chapters  and 
4-H  clubs. 

KWTV  (TV)  Co-Sponsors  Contest 

Winners  of  the  pig-feeding  contest  spon- 
sored by  KWTV  (TV)  Oklahoma  City,  and 

Evergreen  Mills,  Ada,  both  Oklahoma, 
were  awarded  a  total  $870  plus  trophies 

and  pig  feeders.  The  awards  were  made 
on  a  market-desirability  and  weight  gain 
basis.  The  contest  attracted  330  entrants. 

KETV  (TV)  Flagwaving  for  Midwest 

A  flag-designing  contest  was  conducted 
by  KETV  (TV)  Omaha,  Neb.,  in  an  effort 
to  name  a  midwesterner  as  the  designer 
of  the  new  American  flag.  A  panel  of 

three,  the  commander  of  Omaha's  Ameri- 
can Legion  Post  1,  the  chairman  of  the 

Omaha  League  of  Women  Voters  and  the 

owner  of  the  area's  largest  flag  store,  chose 
the  winning  flag  from  the  more  than  700 
designs  submitted. 

Hecht  to  be  in  WABC-TV  Series 

Author-playwright  Ben  Hecht  will  be 
featured  in  a  WABC-TV  New  York  series, 

The  Ben  Hecht  Show  (Mon.-Fri.  11-11:15 
p.m.),  starting  Sept.  15,  in  which  he  will 

discuss  past  and  present  topics  with  well- 
known  guests.  The  programs  will  be  pro- 

duced by  Newsmaker  Productions,  New 
York,  headed  by  Mike  Wallace  and  Ted 
Yates. 

Comparison  is  Sweet  for  KGW-TV 

A  rose  was  sent  to  advertisers  and  ad- 

men by  KGW-TV  Portland,  Ore.,  to  re- 

mind them  of  the  city's  annual  Rose 
Festival — and  the  station's  American  Re- 

search Bureau  ratings  for  covering  the 
event.  A  note  accompanying  the  rose,  from 
Orchids  of  Hawaii  Inc.,  New  York,  quoted 

ARB's  figures  in  saying,  "KGW-TV's 
festival  audience  was  26.4%  greater  than 
that  of  [another  Portland  tv  outlet]  which 

carried  the  same  program.  .  .  ." 

KPHO  D.  J.  Gets  'Em  Guessing 
Dave  Steere,  disc  jockey  with  KPHO 

Phoenix,  Ariz.,  offered  the  first  nine  listen- 
ers who  telephoned  in  the  correct  guess 

at  his  weight  a  Better  Homes  &  Gardens 
diet  book.  It  took  237  listeners  21  minutes 

to  win  the  nine  books.  Mr.  Steere  weighs 
152  pounds. 

The  Bearded  Butler  From  KGO 

Buddy  (The  Beard)  Webber,  d.j.,  KGO 
San  Francisco,  submitted  to  having  the 
hairs  in  his  beard  counted  on  KGO-TV 

so  that  judges  could  award  his  serv- 
ices as  a  man-servant  to  a  housewife  for 

one  day.  The  contest  called  for  housewife- 
listeners  to  guess  how  many  whiskers  in 

Mr.  Webber's  beard  and  send  in  a  sentence 
saying  why  she  liked  one  of  the  products 
on  his  morning  show.  Prizes  for  the  woman 

SARATOGA  DAY  was  a  lucky  day 
for  Jackie  DaCosta  of  Ted  Bates  & 

Co.,  New  York,  as  she  won  $551  on 

the  Daily  Double.  Miss  DaCosta,  pic- 
tured being  congratulated  by  Thomas 

S.  Murphy,  general  manager,  Capital 
Cities  Television  Corp.,  was  one  of 

175  timebuyers  who  attended  the 

fourth  annual  WTEN  (TV)-WROW 

Albany-Schenectady-Troy  "Day  at 

Saratoga  Races."  Both  stations  are 
owned  by  Capital  Cities.  The  advertis- 

ing executives  were  flown  from  New 
York,  Philadelphia  and  Boston. 

who  made  the  closest  guess  included  a 

vacuum  cleaner  and  the  d.j.'s  services. Mr.  Webber  also  aired  his  show  from  the 
winner's  house. 

Mad  Money  in  KIOA  Promotion 

In  connection  with  Des  Moines  city-wide 

"White  Elephant  Days"  promotion  KIOA 

there  circulated  more  than  75,000  "mad 
money"  discs.  The  cardboard  discs  were 
exchangeable  on  White  Elephant  Day  for 
such  things  as  a  $2  savings  account  when 

presented  with  $1  at  a  local  bank,  mer- 
chandise, and  records  for  teenagers  attend- 

ing the  KIOA  Teen  Hop.  The  station  plans 
to  feature  the  mad  money  idea  in  future 
station  promotions. 

WSTV-TV  Promotes  Beauty  Pageant 

WSTV-TV  Steubenville,  Ohio,  has  de- 
vised a  contest  to  choose  an  area  high 

school  girl  as  "TV  Teen  Princess"  with the  winner  to  attend  the  Miss  America 

Pageant  in  Atlantic  City  next  month,  which 

WSTV-TV  carries  each  year.  Entrants  in 

the  contest,  promoted  on  the  station's  Nine 
Teen  Time,  a  live  teenage  dance  party,  be- 

come eligible  by  submitting  photographs. 
Nine  quarter  finalists  are  being  selected  for 

appearance  on  each  of  five  weekly  con- 
test programs.  On  Saturday  (Aug.  23),  the 

five  semi-finalists  compete  for  the  grand 

prize.  All  contestants  are  screened  by  com- 
petent judges,  the  station  reports. 
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KERG  Promotes  Ice  Contest 

Two  tons  of  ice  on  a  used-car  lot 
melted  in  approximately  75  hours  in  an 

ice-melting  contest  promoted  by  KERG 
Eugene,  Ore.,  and  sponsored  by  the  May 
&  Mead  Co.,  a  Eugene  automobile  dealer. 

May  &  Mead  purchased  150  half-minute 
spot  announcements  and  shared  100  sta- 

tion promotion  announcements  with  the 
entire  sale  made  on  a  package  basis,  KERG 
reports.  The  auto  dealer  awarded  $50  to  the 

closest  ice-melt  guesser. 

KIDO-TV  Hops  Wagon  Train  Trek 
A  rodeo  in  Caldwell,  Idaho,  provided 

the  incentive  for  KIDO-TV  Boise,  Idaho, 

to  promote  the  NBC-TV  western  series 
Wagon  Train  with  the  largest  wagon  train 

in  years,  the  station  reports.  A  proclama- 

tion of  "Wagon  Train  Week"  by  Idaho's 
Governor  Robert  E.  Smylie  was  the  signal 
for  78  wagons  to  converge  on  Boise  from 

all  sections  of  the  state  for  a  25-mile  trip 
to  the  rodeo.  KIDO-TV  and  NBC  Producer 
Howard  Christie  arranged  for  Wagon 

Train's  co-star  Robert  Horton  to  lead  the 
train  for  Caldwell. 

WBNC  D.J.  Sells  Circus  Tickets 

To  promote  the  appearance  of  Hunt 

Brothers  Circus  at  Conway,  N.  H.,  spon- 
sored by  WBNC  Conway,  Jim  Mac,  d.j. 

at  WBNC,  remained  locked  in  a  vacant 
store  for  a  full  week  in  order  to  sell  1,000 

tickets  to  the  circus.  The  promotion  cam- 

■BHL. 

FLOYD  PATTERSON,  world  heavy- 
weight champion,  did  a  pre-fight  d.j. 

stint  on  KUDE  Oceanside,  Calif.,  Aug. 

12.  The  champion,  pictured  with  sta- 
tion President  Wally  Nelskog,  was  on 

the  air  for  an  hour.  Listeners  were 

able  to  telephone  in  musical  requests 
and  talk  to  Mr.  Patterson  about  his 

background  and  future  plans.  KUDE 
reports  all  its  telephone  lines  were 
jammed  by  callers  wishing  to  speak 
with  the  guest. 

paign  featured  daily  remote  broadcasts 

from  the  store.  With  sponsor  tie-ins  on 
tickets  the  event  was  a  complete  sell-out, 
WBNC  reports. 

In  another  WBNC  development,  the  sta- 
tion announces  its  selection  as  an  official 

U.  S.  Weather  Bureau  station.  Weather 

checking  equipment  was  installed  July  7 
and  reports  now  are  sent  each  day  to  the 

Bureau's  weather  station  in  Portland,  Me. 

Two  Mary  Martin  Musicals 

Two  color  musicals  in  one  day  next  Easter 
weekend  will  be  performed  by  Mary  Martin 

on  NBC-TV,  according  to  network  Presi- 
dent Robert  E.  Kintner.  The  contract  calls 

for  matinee  musical  for  children  and  eve- 

ning performance  for  adults,  both  patterned 

on  "Music  With  Mary  Martin."  The  stage 
star  is  going  on  a  six-month  U.  S.  tour 
starting  next  month.  Her  husband,  Richard 

Halliday,  signed  as  executive  producer  for 
the  dual  shows. 

Troops  to  See  KRON-TV  Film 
A  special  half-hour  documentary  film 

produced  by  KRON-TV  San  Francisco's 
News  Dept.  entitled  "The  Lonely  War," 
has  been  selected  as  an  official  indoctrina- 

tion film  by  the  U.  S.  Army's  Combat  De- 
velopment Experimentation  Center  at  Fort 

Ord,  Calif.,  where  KRON-TV  filmed  the 

CDEC's  story  on  location.  CDEC  is 
charged  with  determining  the  requirements 
of  the  army  of  the  future  on  the  atomic 

battlefield,  the  station  reports.  KRON-TV's 
film  was  initially  telecast  as  a  public  serv- 

ice July  13. 

WNTA-TV  Invites  Other  Stations 

WNTA-TV  Newark  is  seeking  documen- 
taries or  programs,  film  or  kinescope, 

turned  out  by  the  staffs  of  other  stations 
throughout  the  country,  for  programming 

on  its  Television:  U.S.A.  series.  According 

to  Robert  B.  MacDougall,  WNTA-TV  di- 

Buy  WAKR.....Sell  the  Akron  Area 

At  LOWEST  COST  Per  Thousand 

IS 

HOOPER* 

5  3% " 7  a  m  to  10:30  p  m 

WITH  MORE  LISTENERS  THAN  ALL 

OTHER  STATIONS  COMBINED 

*  June  1958,  Mon.  thru  Fri. 

In  Listeners  and  Coverage 

PULSE 

4  5  %  - 6  a  m  to  12  mid FIRST  in  Adult  Audience 

IN  EVERY  Va  HOUR 

July  1958,  Mon.  thru  Fri. 

National  Rep:  McGavren-Quinn  Company 

New  York  •  Chicago  •  Detroit  •  Hollywood  •  San  Francisco 

WAKR  •  RADIO  -  WAKR  •  TV 

NIELSEN-ncs  #,  * 

1st.  in  coverage 

and  AUDIENCE 

Leads  all  Akron  Stations  in  Summit,  Portage, 

Medina,  Wayne  and  Stark  Counties 

853    COPLEY  ROAD AKRON    20,  OHIO 
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PROGRAMS  &  PROMOTIONS  continued 

rector  of  news  and  public  affairs,  the  ad- 
vantage to  stations  which  created  the  pro- 

grams, would  be  exposure  of  their  work 
to  audiences,  critics  and  agencies  in  the 
New  York  area.  So  far,  the  station  has 

telecast  projects  filmed  by  WBZ  (TV)  and 
WHDH  (TV),  both  Boston,  and  a  program 
submitted  by  WSB  (TV)  Atlanta.  Ga..  and 
plans  to  air  a  program  created  by  KOOL 
(TV)  Phoenix.  Ariz.,  in  the  near  future. 

WGAN-AM-TV  Opens  Up  in  Store 

Ceremonies  for  the  opening  of  the 
WGAN-AM-TV  Portland.  Me.,  sidewalk 

studios  were  aired  by  the  stations  last  Mon- 
day (Aug.  18).  WGAN-AM-TV  have  taken 

over  a  store  with  large  windows  at  the  corner 
of  High  and  Congress  Sts.  in  downtown 
Portland  and  have  fitted  it  with  complete 

studio  equipment.  The  stations'  regularly 
broadcast-telecast  programs  from  the  new 
studios  that  reportedly  afford  Portlanders 

their  first  opportunity  to  see  live  broad- 
casts as  they  pass  by  on  the  sidewalk. 

"Studio  13",  as  it  is  called,  augments 
WGAN-AM-TV's  previous  facilities. 

WPEN  Assists  'Key'  Promotion 
A  locked  chest  containing  $1,000  in  cash 

was  the  successful  attention-getter  in  the 

promotion  of  the  motion  picture  "The  Key" 
by  the  Goldman  Theatre  chain  on  WPEN 

Philadelphia.  WPEN  arranged  with  the  Sun 
Ray  Drug  chain,  also  in  Philadelphia,  to 
distribute  100,000  numbered  cards  which 
were  to  be  taken  to  Goldman  Theatre  for 
matching  with  one  of  the  1,000  numbered 

keys  displayed  over  the  chest.  If  it  opened 
the  chest,  the  lucky  person  received  the 

money.  The  campaign  was  promoted  on- 
the-air.  as  well  as  in  the  Goldman  theatres 
and   newspaper  ads.   WPEN  personalities 

also  made  personal  appearances  at  the 
theatre  to  give  away  autographed  pictures 

and  help  people  with  their  keys. 

WQAM  Trip  for  Single  Girl 

Single  girl  listeners  to  WQAM  Miami. 
Fla.,  had  a  chance  to  win  a  round  trip  to 

Nassau  Aug.  1-7  when  the  station  ran  its 
"Miss  Bachelor  Girl"  contest.  Contestants 
were  required  to  submit  a  useful  household 

or  office  hint  plus  a  photograph  of  them- 
selves. 

Big  Turn-Out  on  WAVE-TV  Farm 

A  record  1 ,000  farmers  and  farm  offi- 

cials attended  the  WAVE-TV  Worthington, 

Ky.,  350-acre  farm  for  this  year's  demon- 
strations by  the  International  Harvester 

Tractor  &  Implement  Co.,  Chicago.  The 
demonstration  includes  mowing,  raking, 

baling,  plowing  60-acres  and  other  farm 
work  handled  by  IH  tractors.  The  annual 

event  was  promoted  on  Farm,  (Sat.  noon- 

1  p.m.),  one  of  WAVE-TV's  weekly  agri- cultural shows.  Farm  has  been  telecast  each 

week  since  January,  1955. 

Welk  Greeted  by  KMBC-TV  Beauty 

A  "Miss  Champagne  Music"  was  se- 
lected by  KMBC-TV  Kansas  City,  Mo.,  to 

act  as  hostess  when  Lawrence  Welk  and 

his  ABC-TV  troupe  visited  the  city  this 
month.  As  well  as  Miss  Champagne,  an 

11 -year-old  girl  who  bears  a  resemblance 

to  one  of  the  Lennon  sisters  in  Mr.  Welk's 
show  was  crowned  "Miss  Half  Pint"  and 
served  as  assistant  hostess.  The  KMBC- 

AM-TV  promoted  concert  in  the  local  Mu- 
nicipal Auditorium  played  before  an  audi- 

ence of  10,^00.  The  capacity  house  grossed 
$39,000,  reportedly  a  record  for  a  musical 
show  in  Kansas  City. 

D.J.'s  in  WBAL,  WISN  Show  Swap 

Disc  jockeys  Perry  Andrews  of  WBAL 
Baltimore  and  Charlie  Hanson  of  WISN 

Milwaukee  swapped  shows  Aug.  16  as  a 

goodwill  gesture  between  the  two  cities. 

As  well  as  originating  the  morning  men's 
programs  from  each  others'  station,  the 
exchange  featured  the  presentation  of  gifts 

between  the  cities'  respective  mayors. 

WBTV  (TV)  Covers  Two  Courts 

For  the  second  time  in  a  month  WBTV 

(TV)  Charlotte,  N.  C,  has  been  given  per- 
mission to  film  local  court  proceedings. 

Charlotte  Civil  Service  Commission's  July 
14  hearing  on  alleged  misconduct  of  police 

Capt.  L.  W.  Henkel  was  covered  by  the  sta- 
tion with  film  and  tape.  This  month  WBTV 

sound-on-film  cameras  were  on  hand  to 

shoot  the  return  of  a  grand  jury  following 

an  investigation  of  the  affairs  of  Charlotte 
Recorders  Court.  Judge  P.  C.  Froneberger. 

who  gave  permission  for  the  coverage,  asked 
a  solicitor  to  re-read  a  statement  that  had 

been  missed  by  WBTV's  cameras. 

Hourly  Prizes  in  KLIF  Giveaway 

Cash  and  merchandise,  totaling  $500,000, 

is  being  given  away  in  a  KLIF  Dallas  pro- 
motion. The  300  retail  stores  that  are  dis- 

tributing numbered  "KLIF  Silver  Dollar 
Derby"  tickets  report  that  100,000  tickets 

Broadcasting 

MISS  WASHINGTON,  Lee  Berkow  and  (1  to  r)  two  of  the  judges  who  helped  select 
her,  Ed  Tashjian,  account  executive,  Emil  Mogul  Co.,  and  John  Canning,  account 
executive,  Sullivan,  Stauffer,  Colwell  &  Bayles,  both  New  York,  is  pictured  holding 
a  mike  of  WWDC  Washington,  the  station  that  organizes  the  annual  beauty  contest 
Also  admiring  this  year's  winner:  Robert  Dwyer  (c)  and  John  W.  Doscher  (r)  of John  Blair  &  Co. 
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KOFY  CUPS,  champagne  and  other 
gifts  awaited  58  San  Francisco  time- 
buyers  and  admen  when  they  boarded 

a  plane  during  a  KOFY  San  Fran- 
cisco "Kidnaping"  promotion.  Among 

those  invited  to  be  ready  to  be  picked 

up  and  spirited  away  to  an  unknown 
destination  (seated  1  to  r):  George 

Ettleson,  Macy's,  Doris  Williams, 
Harris,  Harlan  &  Wood  Agency; 

(standing  1  to  r):  Jack  Stahle  and  H. 

E.  Mike  Gurney,  salesman  and  gen- 
eral manager,  KOFY  respectively. 

The  kidnap  victims  were  flown  to 
Reno,  Nev.,  where  the  station  had 
reserved  hotel  accommodations  for 

them.  The  timebuyers  and  admen 
were  given  creditcards  and  chips  so 
that  they  could  try  their  luck. 



Come  and  get  it. . .  IVIOIMEY! 

165  billion  dollars  —  that's  the  staggering  sum  of  all 
checks,  yours  included,  cashed  in  the  U.  S.  during  one 
average  month.  And  banks  advance  most  of  this  money. 

Fact  is,  checks  are  only  scraps  of  paper  until  deliv- 
ered to  the  banks  on  which  they  are  drawn,  often 

hundreds  of  miles  distant.  Then  the  checks  are  paid  or 

returned  as  unpaid.  That's  why  banks,  including  Fed- 
eral Reserve  Banks,  depend  on  the  speed  of  Air  Express 

to  reduce  collection  time  and  help  keep  money  working. 

Air  Express  . . .  symbolized  by  the  big  "X" . . .  can  multi- 
ply the  speed  of  youi-  deliveries,  too,  from  bank  notes 

to  steel  bolts.  For  Air  Express  gives  you  the  only  com- 
plete door-to-door  air  shipping  service  between  thou- 

sands of  U.  S.  cities  and  towns.  Plus  10,212  scheduled 

flights  every  day.  Result?  Air  Express  combines  extra 
speed  on  land  and  in  the  air !  Yet  it  often  costs  dollars 
less  than  any  other  complete  air  shipping  method. 

GETS  THERE  FIRST  via  U.  S.  SCHEDULED  AIRLINES 

CALL  AIR  EXPRESS division  of  RAILWAY  EXPRESS  AGENCY 
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PROGRAMS  &  PROMOTIONS  continued 
PEOPLE 

A  WEEKLY  REPORT  OF  FATES  AND  FORTUNES 

NIPPONESE  TAG 

One  Madison  Ave.  agency  vice 

president  for  past  couple  of  weeks  has 

been  enjoying  service  of  cigarette 

lighter  promotion  sent  to  him  by  Chi- 

cago Federation  of  Labor's  WCFL 
Chicago.  But  Friday  he  had  shock  of 

surprise  which  jarred  even  his  manage- 
ment bones:  turning  lighter  upside 

down — it  looks  like  familiar  U.  S. 

brand — he  read,  "Japan." 

were  given  out  the  first  day  of  the  promo- 
tion. KLIF  announces  a  winning  number 

every  hour  and  the  listener  with  the  cor- 
responding ticket  must  hand  it  in  at  the 

station  within  two  hours  to  win  a  prize. 

12  Hours  of  Jazz  From  WHAT-FM 

Jazz  at  Ninety-Six  Point  Five,  a  new 

format  in  which  WHAT-FM  Philadelphia 

programs  1 2  consecutive  hours  of  modern 

jazz,  started  up  on  the  station  this  month. 

Sid  Mark  has  been  engaged  to  do  the  ma- 

jor portion  of  the  Monday-Friday  6  p.m. -6 
a.m.  stint.  The  new  programming  is  in  addi- 

tion to  WHAT-FM's  duplication  of 

WHAT'S  jazz  program  Sounds  in  the  Night 
(1-6  a.m.). 

Williams  Wins  Golf  Tourney 

The  annual  Dayton  (Ohio)  Retail  Mer- 
chants golf  tournament  has  been  won  this 

year  by  J.  P.  Williams,  executive  vice  presi- 
dent of  Air  Trails  Network  (WING  Day- 
ton; WEZE  Boston;  WKLO  Louisville; 

WCOL  Columbus,  and  WIZE  Springfield, 
both  Ohio).  A  feature  of  the  tourney  is 

"WING's  Hole-in  One"  contest  in  which  the 
station  offers  a  $3,000  automobile  to  the  first 

person  making  a  hole-in-one  on  the  par- 
3  holes.  No  winners  have  been  reported  in 

the  contest's  three  years. 

Pet  Prize  Goes  to  WDXI  Man 

Lawrence  Dunne,  promotion  manager, 
WDXI  Jackson,  Tenn.,  won  $500  and  a 
bronze  plaque  from  Pet  Milk  Co.,  for  his 

entry  in  the  company's  Grand  Ole  Opry  tal- ent hunt  contest. 

Advertisement 

ADVERTISERS  &  AGENCIES 

MR.  HIBBARD 

MR.  PIGGOTT 

C.  J.  HIBBARD,  with  Pet  Milk 
Co.,  St.  Louis,  Mo.,  as  director 
of  advertising  for  30  years, 
named  director  of  newly- 
created  Public  Relations  Dept. 
Mr.  Hibbard  is  succeeded  by 
ROBERT  J.  PIGGOTT,  previously 
general  advertising  manager. 
Mr.  Piggott  joined  Pet  adver- 

tising department  in  1957 
after  serving  as  advertising 
and  sales  promotion  manager 
of  grocery  products  depart- ment of  Ralston  Purina  Co  , 
St.  Louis. 

JOHN    A.    THOMAS,    v. p.  and 
account  supervisor  in  charge 
of  General  Foods  Corp.  Post 
Cereal  account  at  Benton  & 
Bowles,  N.Y.,  to  retire  at  end 
of  month.  He  will  continue 
to  work  as  consultant. 

ROBERT  W.  BURNHAM  named 
v. p.  -  advertising  director, 
Bevel  Assoc.,  Fort  Worth  and 
Dallas.  HOWARD  L,  KARP,  for- 

merly with  Young  &  Rubi- cam  and  Benton  &  Bowles,  both  N.Y.,  named 
Bevel  copy  chief.  ROY  SCUDDAY,  with  Bevel  since 
last  year,  promoted  to  v. p.  and  director  of  com- 

munications and  surveys. 

TONI  PEARSON,  previously  with  Alvin  Epstein 
Adv.,  Washington,  to  Alexander  Lloyd  Charles 
Adv.  Inc.,  Washington,  as  v.p.  in  charge  of 
national  media. 

D.  M.  MARSHMAN  JR.,  with  C.  J.  LaRoche  &  Co., 
N.Y.,  for  past  five  years  as  copywriter,  account 
executive,  and  member  of  plans  board,  has  been 
appointed  v.p.  to  newly-created  position  of  crea- tive director. 

JOHN  WAITE,  formerly  director  of  marketing  for 
C.  J.  Laroche  &  Co.,  N.Y.,  to  Lambert  &  Feasley 
Inc.,  N.Y.,  as  v.p.  and  supervisor  of  cosmetic 
accounts. 

EVERETT  SAHRBECK,  v.p.  and  art  director,  Reach, 
McClinton  &  Co.,  N.Y.,  named  executive  art 
director.  JOSEFH  ALLENTUCK,  comptroller,  adds 
corporate  title  of  secretary. 

THOMAS  H.  WYMAN,  with  Nestle  Co.,  White  Plains. 
N.Y.,  since  1955,  named  manager  of  new  prod- 

ucts department. 

AUSTIN  HAMEL,  formerly  with  Charles  Mathieu  & 
Co.,  New  York  public  relations  firm,  joins 
Ketchum,  MacLeod  &  Grove  Inc.,  N.Y.,  as  public 
relations  account  executive. 

FRAZIER  NOUNNAN,  formerly  public  relations  di- 
rector of  Campbell-Mithun  Inc.,  Chicago,  ap- 
pointed head  of  new  publicity  and  public  rela- 

tions department  of  Clinton  E.  Frank  Inc.,  N.Y. 

B.  RUSSELL  BUCK  JR.,  JAMES  CHARLESWORTH  and 
JAMES  ROOS  promoted  from  assistant  account  ex- 

ecutives to  account  executives  at  Needham,  Louis 

MR.  MAGWOOD 

&  Brorby,  Chicago.  DAVID  WINTON,  previously  in 
traffic  department,  named  assistant  account  ex- ecutive. 

HOWARD  LEE  LEONARD,  formerly  research  assistant 
of  Research  Workshop  of  Sales  Executives  Club 
of  New  York,  to  Erwin  Wasey,  Ruthrauff  & 
Ryan,  N.Y.,  as  research  assistant. 

RUTH  MARLATT,  formerly  with  WHIZ-AM-TV 
Zanesville,  Ohio,  as  continuity  director,  to  Cor- 
bett  Adv.  Inc.,  Columbus,  Ohio,  as  copywriter. 

WILLIAM  SCOTT  LEONARD,  44,  chief  account  execu- 
tive on  Quaker  Oats  Co.  account  at  J.  Walter 

Thompson  Co..  Chicago,  died  in  Passavant  Hos- 
pital Aug.  18.  Prior  to  joining  JWT,  he  was 

v.p. -account  executive  at  Young  &  Rubicam  Inc., 
N.Y. 

VIRGINIA  R.  MARSH,  30,  assistant  to  account  exec- 
utive, Benton  &  Bowles,  N.Y.,  died  Aug.  15  in 

Northeast  Airlines  crash  near  Nantucket,  Mass. 

FILM     

MICHAEL  GORDON,  film  director  of  such  pictures 
as  "Another  Part  of  the  Forest"  and  "Cyrano  de 
Bergerac",  named  v.p.  of  Comet  Distributing 
Corp.,  L.A.,  producer  and  distributor  of  tv  and 
theatrical  features. 

HOWARD  MAGWOOD,  president 
of  the  Screen  Directors  In- 

ternational Guild  and  former- 
ly a  vice  president  of  Sound 

Masters  Inc.,  N.Y.,  has  been 

appointed  a  producer-direc- tor by  Filmways  Inc.,  New 
York  producer  of  filmed  tele- vision commercials. 

JOSEPH  KOTLER,  divisional  sales 
manager  of  special  properties 
for  Ziv  Television  Programs 
in  Cincinnati,  named  New 
York  City  sales  manager,  replacing  LEN  FIRE- 

STONE, elevated  to  general  sales  manager  for 
syndication  of  company.  Mr.  Kotler  has  been 
with  Ziv  for  13  years  in  various  sales  capacities. 
RICHARD  HAMBURGER  promoted  to  assistant  New 
York  City  sales  manager  from  account  executive 
in  New  York  and  JAMES  PARKER  advanced  to 
spot  sales  manager  for  eastern  sales  division 
from  account  executive. 

MORT  BRISKIN  has  been  assigned  by  Desilu  Pro- 
ductions, Culver  City,  Calif.,  to  ready  Intelligence 

Squad    as    half-hour    pilot    for   projected  film 

FRANK  COMSTOCK,  associated  with  bandleader  Les 
Brown  since  1943,  signed  as  composer-conductor 
for  new  Mark  VII  tv  series,  The  D.A.'s  Man. 

GILBERT  WILLIAMS,  for  past  seven  years  director 
and  producer  at  Van  Praag  Productions,  N.Y., 
to  Robert  Lawrence  Production,  N.Y.,  as  staff 
director. 

BUDDY  HARRIS  named  chief  cameraman  on  26  Men 
tv  series,  succeeding  BUDDY  WEILER  who  died  fol- 

lowing a  heart  attack  while  on  vacation  at 
Monterey,  Calif. 

NETWORKS  mmmmmmmmmmtmmm 

J.  L.  VAN  VOLKENBURG,  formerly  president  of 
CBS-TV,  elected  president  of  Pacific  Ocean  Park. 
Santa  Monica,  Calif.,  amusement  park.  [CLOSED 
CIRCUIT,  Aug.  18].  Serving  on  board  of  directors 
of  Pacific  Ocean  Park  are  WILLIAM  S.  PALEY,  chair- 

man of  board  of  CBS  Inc.;  FRANK  STANTON,  presi- 
dent of  CBS  Inc.;  LEIGH  M.  BATTESON,  chairman 

of  board  of  Los  Angeles  Turf  Club  Inc.;  REESE 
M.  TAYLOR,  president  of  L.A.  Turf  Club,  and 
GWYNN  WILSON,  v.p.  and  general  manager  of 
L.A.  Turf  Club. 

BRUCE  BRYANT,  CBS-TV  Spot 
Sales  eastern  sales  manager, 
promoted  to  general  sales 
manager,  succeeding  JOHN 
SCHNEIDER,  resigned  to  join 
WCAU-TV  Philadelphia  as 
general  manager  [STATIONS. 
Aug.  18].  Mr.  Bryant  was 
formerly  with  Edward  Petry 
&  Co.,  Chicago. 

BERENICE  WEILER,  formerly  as- 
sociated with  Sid  Caesar's  tv 

productions,   appointed  cast- 
ing director  for  NBC -TV's  The  Hallmark  Hall  of Fame.  Miss  Weiler  joins  staff  upon  return  from 

BRYANT 
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THE  PHANTOM  OF  THE  OPEN  HEARTH 

i  a 

How  would  you  like  to  build  a  $45  million  open  hearth  furnace  with  only  $10  million?  You  think 

it  can't  be  done?  At  United  States  Steel,  we  know  it  can't  be  done.  But  under  the  existing  tax 

laws  on  depreciation  we're  supposed  to  do  it. 

Because  it  cost  only  $10  million  to  build  an  open  hearth  furnace  25  years  ago,  that's  all  that 
the  tax  laws  let  us  set  up  to  replace  it  when  it  wears  out— even  though  it  costs  $45  million  to 
build  one  today.  The  additional  $35  million  has  to  come  from  profits.  But  profits  we  spend  on 

replacement  are  only  phantom  profits.  They  can't  be  used  for  research,  expansion,  payments  to 
our  shareholders— the  things  profits  should  be  used  for.  We  have  to  use  them  just  to  stand  still. 

Last  year,  nearly  V4  of  all  the  profits  that  United  States  Steel  earned  were  phantom  profits. 

USS  is  a  registered  trademark 

United  States  Steel 
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PEOPLE  CONTINUED 

London  where  she  was  associate  producer  for 
Sid  Caesar's  tv  series  on  British  Broadcasting Corp. 

GINGER  ROGERS,  screen  star  and  occasional  guest 
on  NBC-TV's  Perry  Como  Show  and  other  pro- 

grams, has  reached  agreement  with  network  to 
star  in  her  first  television  series.  Miss  Rogers 
will  be  featured  in  live  variety  format.  Starting 
date  and  time  will  be  announced  later. 

SIDNEY  PIERMONT,  manager,  program  talent,  NBC, 
appointed  talent  coordinator,  CBS-TV  network 
program  dept.  Mr.  Piermont,  formerly  chief 
vaudeville  booker  of  Loew's  Theatres,  will  be 

aiding  in  booking  of  guest  talent  for  CBS-TV's Garnj  Moore  Show,  Your  Hit  Parade,  and  Jimmy Dean  Show. 

SID  WHITE,  formerly  head  of  radio-tv  publicity 

dept.  for  Warner  Bros.,  N.Y.,  to  ABC  press  in- formation dept.  as  press  contact. 

COL.  JAMES  D.  PARKER,  director  of  New  York 
Logistics  Unit  (Reserve),  awarded  Air  Force 
Commendation  Medal  for  "exceptionally  capable 
leadership  and  superior  professional  competence 
in  directing  the  training  and  activities  ...  of 

some  200  reservists  assigned  to  the  command." In  civilian  life.  Col.  Parker  is  director,  radio 

frequency  engineering,  CBS-TV,  N.Y. 

JULES  HERBUVEAUX,  newly-appointed  v.p.  in  charge 
of  NBC  Central  Div.,  and  seven  other  Chicago 

staff  members  have  been  inducted  into  network's 25-year  club.  Additionally,  31  employes  joined 
the  10-year  and  one,  the  20-year  clubs.  Aside 
from  Mr.  Herbuveaux,  other  new  quarter-century 
members  include  LEONARD  ANDERSON,  integrated 
services  manager;  WILLIAM  RAY,  news  director; 
MARY  KELLY,  production  facilities,  and  JOHN  KATU- 
LICK,  J.  CURTIS  MITCHELL,  FRANK  C.  SCHNEPPER  and 
LESTER  L.  WASHBURN,  all  engineering  department. 
JOHN  H.  ERP,  NBC  Chicago  sports  chief,  became 
eligible  for  the  20-year  club.  With  addition  of 
new  members,  NBC  Chicago  registered  total  of 
45%  of  all  employes  who  have  been  with  the 
company  for  10  or  more  years. 

NELLIE  REVELL,  85,  former  NBC  radio  personality, 
newspaper  columnist  and  publicist,  died  in  New 
York.  She  joined  NBC  in  1930,  where  she  inter- 

QUAD  -  CITIES ROCK  ISLAND  •  MOLINE  •  E.  MOL1NE  •  DAVENPORT 

now  the  nation's 

TV  MARKET 

according  fo  Television  Age  Magazine 

RETAIL  SALES  are  above  the 

national  average.  Rock  Is- 
land, Moline,  East  Moline  are 

rated  as  "preferred  cities"  by 
Sales  Management  magazine 
for  the  first  6  months  of  1958. 

You  too,  can  expect  above- 
average  sales  if  you  BUY 

WHBF-TV  NOW! 

WHBF-T
V CBS  FOR  THE  QUAD-CITIES 

Represented  by  Avery-Knodel,  Inc. 

AL'S  ALL  OVER  THE  WASHINGTON  LOT 

There  aren't  many  twins  in  broadcast- 
ing, but  the  nearest  thing  to  indentical 

siblings  are  two  attorneys  named  Al  Cor- 
don in  the  Washington  end  of  the  busi- 

ness. 
One  Al  Cordon  is  a  communications 

lawyer  with  the  Washington  law  firm  of 
Dow,  Lohnes  &  Albertson.  The  other  is 

the  attorney  handling  translator  appli- 
cations in  the  tv  branch  of  the  broadcast 

facilities  division  of  the  FCC's  Broadcast 
Bureau.  They  are  not  related,  even  re- motely. 

Both  come  from  the  West.  Both  have 

fathers  who  are  lawyers.  Both  received 

their  law  degrees  from  George  Washing- 
ton U.  in  Washington.  Both  belong  to 

the  same  fraternity  (Delta  Theta  Phi). 

Both  served  as  pilots  in  the  Air  Force 

during  World  War  II  (but  in  different 

theatres  of  operation).  Both  played  in 

jazz  combos  during  their  youth.  Both 
lived  in  the  same  apartment  house  in 

Washington  for  several  years  (Dorches- 
ter House).  Both  drive  maroon  Mer- 

curys.  And  both  are  fair-haired. 
One  is  Alfred  C.  Cordon  Jr.,  40,  who 

is  with  the  Dow,  Lohnes  &  Albertson 

firm.  He  was  born  and  raised  in  Poca- 

tello,  Idaho,  played  football  in  high 
school  and  college,  flew  in  the  Pacific 

during  the  war,  got  his  law  degree  in 
1951.  The  other  is  Allen  Cordon,  38,  who 

is  the  FCC  Cordon.  He  was  born  and 

reared  in  Roseberg,  Ore.,  was  in  radio 

for  a  number  of  years  (announcing,  sales 

with  KRNR  Roseburg  and  KYJC  Med- 
ford,  both  Ore.),  flew  in  the  European 
Theatre  during  the  war,  received  his 

law  degree  in  1955. 

viewed  well-known  personalities  on  air.  At  her 
retirement  in  1947  she  conducted  program  called 
Neighbor  Nell. 

BARBARA  GILLEN,  20,  Premium  Publicity  Corp., 
N.Y.,  died  Aug.  15  in  Northeast  Airlines  plane 
crash  near  Nantucket,  Mass. 

HELEN  B.  HEREFORD,  Roncom  Productions  (Perry 
Como  Show)  New  York,  died  Aug.  15  in  North- 

east Airlines  crash  near  Nantucket,  Mass. 

STATIONS 

GEORGE  W.   (BUD)  ARMSTRONG, 
WHB  Kansas  City,  Mo.,  gen- 

eral manager,  appointed  ex- 
ecutive v.p.  of  Storz  Broad- 
casting Co.  (stations  WDGY 

Minneapolis-St.  Paul,  WHB, 
WTIX  New  Orleans  and 
WQAM  Miami).  Mr.  Arm- 

strong joined  Storz  in  1949  as 
d.j.  at  KOWH  Omaha,  later 
moving  into  sales  at  KOWH 
and  then  becoming  general 
manager  of  WTIX  in  1953. MR.  ARMSTRONG 

MR.  RYDER 

J.  MAXIM  RYDER,  former  gen- 
eral manager  of  WBKY 

Waterbury,  Conn.,  moves  to 
WQUA  Moline,  111.,  as  v.p. 
and  administrative  assistant 
to  WQUA  president,  G.  La 
VERNE  FLAMBO.  Mr.  Ryder  will 
provide  executive  assistance 
in  operation  of  WQUA  re- 

quired by  Mr.  Flambo's  other interests  in  WQUB  Galesburg, 
111.,  WECL  Eau  Claire,  Wis., 
and  KBIZ  Ottumwa,  Iowa. 

W.  WALTER  TISON,  owner  of  WWTB  Tampa.  Fla., 
takes  over  duties  as  general  manager,  replacing 
CHARLES  G.  BASKERVILLE,  resigned.  RUBEN  FABELO 
named  assistant  manager  and  will  continue  duties 
as  director  of  WWTB's  Spanish  department. 

HERBERT  RESNICK  resigns  as  WINE  Kenmore,  N.Y., 
sales  manager  and  assistant  manager  to  become 
WWOL  Buffalo  manager.  Mr.  Resnick  started  in 
radio  in  1938  with  KANS  Wichita,  Kan. 

C.  R.  (DICK)  WATTS,  formerly 
with  KROD-TV  El  Paso,  Tex., 
as  general  sales  mansger, 
assistant  general  manager 
and  executive  director  of 
sales,  to  KVII  (TV)  Amarillo, 
Tex.,  as  general  manager, 
effective  Sept.  1.  Mr.  Watts 
succeeds  MURRY  WORNER,  who 
resigned  and  has  purchased 
WMMA  Miami. 

A RAY  OWEN,  formerly  manager 
of  KVOA  Tucson,  has  been 
appointed  general  manager 
of  KCEE  Tucson.  KCEE  is  scheduled 
broadcasting  in  mid-September,  operat 
1  kw  790  kc. 

MR.  WATTS 

to  start 
ing  with 

JOHN  F.  BAYLISS,  KAFP  Petaluma.  Calif.,  sales 
manager,  promoted  to  general  manager,  succeed- 

ing CHARLIE  POWERS,  resigned  to  become  KDAY 
Santa  Monica,  Calif.,  sales  manager. 

PAUL  NAKEL  resigns  as  WJMO 
Cleveland  station  manager  to 
assume  duties  as  general 
manager  of  WEOL  Elyria, Ohio. 

TED  OVERBEY,  formerly  KSYD 
Wichita  Falls,  Tex.,  commer- 

cial manager,  named  KBCS 
Grand  Prairie,  Tex.,  station 
manager. 

R.    L.    (BOB)    BOWLES   has  re- 
signed .  as  manager  of  WFTL 

Ft.  Lauderdale,  Fla.,  and  an- 
nounced intention  to  file  for  fm  facility  in  Ft. 

Lauderdale. 

ROBERT  S.  TYROL,  WTIC  Hartford,  Conn.,  assistant 

MR.  NAKEL 

JOSEPH  T.  CONNOLLY,  v.p.  in 
charge  of  WCAU  Philadel- 

phia, promoted  to  station 
general  manager,  effective 
Aug.  29,  when  CBS  Inc.  is 
scheduled  to  complete  pur- 

chase of  WCAU  from  Phila- 
delphia Bulletin.  Mr.  Connol- 

ly has  been  associated  with 
station  since  1940,  serving  as 
director  of  news,  advertis- 

ing, special  events,  promotion and  publicity. 
HOWARD  E.

  STARK 

BROKER  AN 

RADIO 
1D  FINANCIAL.  CON

SULTANT 

STATIONS AND  TELEVISION 

SO  EAST  58TH  STREE
T 

NEW  YORK  22. ELDORADO 

5-0405 
JOE  RODDY,  formerly  manager  of  KEPO  El  Paso, 
Tex.,  appointed  general  manager  of  KOKE  Aus- 

tin, Tex.  KOKE  (previously  KTXN)  started 
operations  Aug.  12  with  1  kw  on  1370  kc. 
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JAMES  E  FESPERMAN,  with  KFSA  Ft.  Smith.  Ark., 
local  sales,  promoted  to  commercial  manager. 

ALEX  KOLENSKY,  formerly  on  production  staff  of 
Fred  Waring  tv  show  in  New  York,  appointed 
KOCO-TV  Oklahoma  City  local  sales  manager, 
replacing  ROSS  BAKER,  resigned. 

MURRAY  SECHER,  formerly  with  Pyramid  Produc- 
tions, N.Y.,  to  World  Wide  Broadcasting  Sys- 

tem and  international  station  WRUL.  N.Y.,  as 
sales  and  advertising  manager. 

BOB  HICKS,  KTHS  Little  Rock,  Ark.,  chief  an- 
nouncer, promoted  to  program  manager  replac- 

ing GEORGE  MOORE.  Joining  announcing  staff  of 
KTHS  is  HERBERT  M.  CHAFIN,  formerly  with  WRIC 
Richlands,  Va. 

JOHN  Q  ADAMS  named  program  director  for 
Concert  Network  (stations  WBCN  [FM]  Boston, 
WXCN  [FM]  Providence,  R.I..  WHCN  [FM I  Hart- 

ford, Conn.,  and  WNCN  [FM]  New  York),  suc- 
ceeding WAITER  P.  SHEPPARD,  resigned  to  assume 

charge  of  radio  and  tv  production  for  Flint 
Junior  College,  Flint,  Mich.  Mr.  Adams  was 
formerly  with  WHDH  Boston. 

HARRY  (HAPPY)  FULLER,  WRAD  Radford,  Wis.,  d.j. 
for  eight  years,  adds  duties  as  station  promotion 
manager. 

ROBERT  I.  GUY  named  KTNT-TV  Seattle-Tacoma, 

Wash.,  manager  of  operations,  succeeding  LAW- 
RENCE M.  CARINO,  resigned  to  join  WWL-TV  New 

Orleans.  EDWARD  D.  PODOLINSKY  named  KTNT- 
TV  manager  of  sales. 

KEN  MANLEY,  WHYE  Roanoke,  Va.,  operations 
manager,  adds  duties  as  director  of  programming 
for  southern  division  of  Tarlow  Assoc.  stations 
(WHYE  and  WWOK  Charlotte,  N.C.).  ART  LAW- 

RENCE appointed  program  director  of  WHYE. 

MEL  OUINN,  WISN-AM-TV  Milwaukee  public 
service  director,  promoted  to  WISN  program 
director.  PATT  BARNES  succeeds  Mr.  Quinn,  who 
will  continue  present  duties  as  farm  director  of 
WISN-AM-TV. 

HOWARD  R.  RESER,  former  film  director  of  WCCO- 
TV  Minneapolis-St.  Paul,  to  WTAE-TV  Pittsburgh 
as  film  director.  JOSEPH  W.  BOCH,  previously  with 
Pittsburgh  Civic  Light  Opera  Assn.,  to  WTAE- 
TV  as  art  director. 

WAYNE  MACK,  WDOK  Cleveland  personality,  ap- 
pointed program  director  for  WTJOK-FM.  Mr. 

Mack  will  continue  his  am  duties. 

HILLMAN  TAYLOR,  KELP- TV  El  Paso  program  di- 
rector, promoted  to  commercial  manager.  Mr. 

Taylor  was  formerly  with  WFAA-TV  Dallas. 

CHET  TROUTEN,  previously  WHKK  Akron,  Ohio, 
news  director,  named  WCUE  Akron  continuity- 
publicity  director,  replacing  MICHAEL  RUPPE  JR., 
resigned  to  join  KWK  St.  Louis  as  circulation 
director.  Other  WCUE  appointments:  CHUCK 
BRINKMAN  as  d.j.  and  WAYNE  M.  SCHAKEL  as  after- 

noon news  editor. 

RICHARD  D.  HANNEMAN,  chief  engineer  of  WDLB 
Marshfield,  Wis.,  elevated  to  technical  director 
of  Clarkwood  Bcstg.  Corp.,  (WDLB  and  WWIS 
Black  River  Falls,  Wis.) 

MAX  RAUER,  formerly  with  KWDM  Des  Moines. 
Iowa,  as  sports  announcer,  to  KSO  Des  Moines 
as  sports  director. 

ROBERT  D.  GORDON,  previously  with  WTWV  (TV) 
Tupelo,  Miss.,  as  program  and  production  man- 

ager, to  KTUL-TV  Tulsa,  Okla.,  as  operations 
director,  replacing  HENRY  J.  DAVIS,  resigned  to 
join  WAGA-TV  Atlanta,  Ga.,  as  operations  direc- 
tor. 

WILLIAM  H.  BROWN  JR.,  formerly  director  for  CBS- 
TV  New  York  (Studio  One  and  Climax!)  joins 
KTLA  (TV)  Hollywood,  Calif.,  as  staff  director. 

EUGENE  M.  McGOVERN  to  sales  staff  of  WICC 
Bridgeport,  Conn. 

WILLIAM  J.  EARLY,  previously  with  Dun  and  Brad- 
street,  Philadelphia,  and  Reuben  H.  Donnelley 
of  Wilkes-Barre,  Pa.,  as  sales  representative,  to 
WDAU-TV  Scranton,  Pa.,  as  account  executive. 

THOM  ROBERTSON,  formerly  with  WEZE  Boston, 
joins  WORL  Boston  as  account  executive. 

BILL  FAULKNER,  formerly  with  WISH-TV  Indian- 
apolis, joins  WLWI  Indianapolis  as  account  exec- 
utive, replacing  JIM  JARVIS,  who  joins  Paul  H. 

Raymer  Co.,  Chicago. 

ARDEN  APLANALP,  formerly  sales  manager  for 
Rich  Plan  frozen  foods,  Dallas,  Tex.,  to  KTVT 
(TV)  Salt  Lake  City,  Utah,  as  account  executive. 

DAVID  A.  HARRIS,  account  executive  and  office 
manager,  H-R  Representatives  Inc.,  N.Y.,  to 
WABC-TV  New  York,  as  sales  account  executive. 

GEORGE  L.  CORNEAL,  former  KPRO  Riverside, 
Calif.,  general  manager,  joins  KACE  Riverside 
as  news  editor. 

NORMAN  MAUZEY  joins  KSDO  San  Diego  as  as- 
sistant to  merchandising  manager. 

GWINN  OWENS,  Baltimore  Evening  Sun  reporter, 
joins  WJZ-TV  Baltimore  as  program  staff  writer. 

JACK  O.  JUREY  and  WILLIAM  DAGG  have  joined 
WTOP  Washington  news  staff.  Mr.  Jurey  was 
news  editor  for  WKBN  Youngstown,  Ohio.  Mr. 
Dagg  has  been  newsman  and  announcer  for  radio 
stations  in  Michigan  and  Montana.  CHARLES 
LANIUS,  former  newsman  for  INS  and  Chicago 
Tribune,  assigned  to  report  WTOP  news  from 
Istanbul.  Turkey. 

DEL  GORE,  formerly  general  manager  of  KARM 
Fresno,  Calif.,  to  KGO-TV  San  Francisco  as  sales 
representative. 

FERNE  BUCKNER,  formerly  with  Fred  Waring  and 
Pennsylvanians,  returns  to  KFI  Los  Angeles  after 
13  years  to  assist  EDNA  LEE  COUCH,  KFI  music 
librarian. 

R.  D.  (RUSS)  BAILEY,  previously  with  KSOO  Sioux 
Falls,  S.D.,  as  farm  director,  to  WNAX  Yankton, 
S.D.,  regional  sales  staff. 

MAX  BAER,  former  heavyweight  champion,  for 
past  three  years  disc  jockey  in  San  Francisco, 
has  started  The  Max  Baer  Show  on  ICHJ-TV 
Los  Angeles,  Mon.-Fri.,  11  p.m. -midnight. 

JIM  MAC,  previously  program  director  and  d.j. 
at  WBNC  Conway,  N.H.,  joins  WHYE  Roanoke, Va..  as  d.j. 

GORDON  OWEN,  air  personality,  rejoins  KSL  Salt 
Lake  City. 

DENNY  SULLIVAN,  formerly  with  WFBL  Syracuse, 

N.Y.,  as  air  personality,  joins  WSYR-AM-FM-TV 
Syracuse  as  announcer. 

AL  RUSSELL,  previously  with  KRIC  Beaumont, 
Tex.,  as  announcer  and  d.j.,  to  WGL  Ft.  Wayne, 
Ind.,  in  similar  capacity. 

JERRY  SCHWEIZER  to  WJR  Detroit  as  announcer. 

DAVEY  TYSON,  Pittsburgh  radio  personality,  to 
WAMP  Pittsburgh  in  similar  capacity. 

BILL  CALDER  and  CHUCK  JOHNSON,  both  former 
d.j.'s  on  KSJO  San  Jose,  Calif.,  to  KGO  San 
Francisco  to  host  Calder-Johnson  Show. 

BOB  O'HARA,  previously  with  WHS  Lansing, 
Mich.,  to  WOOD  Grand  Rapids,  Mich.,  as  an- nouncer and  d.j. 

CLARK  RACE,  formerly  with  WOKO  Albany,  N.Y., 
to  KDKA  Pittsburgh  as  d.j. 

ROY  E.  MORGAN,  executive  v.p.  of  WILK  Wilkes- 
Barre,  Pa.,  has  been  selected  to  receive  1958 
Benjamin  Rush  Award  presented  annually  by 
Medical  Society  of  Pennsylvania  to  lay  individ- 

ual who  has  contributed  outstandingly  to  health 
of  citizens  of  that  state.  Award  will  be  made 

Broadcasting 

Kick-Off  Your  Fall  Campaign  with  the 
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NOTICE  TO  EDITORS — This  advertisement  currently  appears  in 
leading  national  magazines.  For  more  than  30  years,  Metropolitan 
Life  has  sponsored  similar  messages  on  national  health  and  safety. 
Because  of  public  interest  in  the  subject  matter  of  these  advertise- 

ments, Metropolitan  offers  all  news  editors  (including  radio  news 
editors),  free  use  of  the  text  of  each  advertisement  in  this  series. 

The  text  may  be  used  in  regular  health  features,  health  columns 
or  health  reports  with  or  without  credit  to  Metropolitan.  The 
Company  gladly  makes  this  material  available  to  editors  as  one 

phase  of  its  public-service  advertising  in  behalf  of  the  nation's health  and  safety. 

Storm  warnings  . . .  and  HIGH  BLOOD  PRESSURE 

When  a  sailor  encounters  rough  seas,  he  will,  if  pos- 
sible, seek  refuge  in  the  nearest  sheltered  cove  .  .  . 

and  stay  there  until  the  storm  has  spent  its  fury. 

Those  who  have  high  blood  pressure,  or  as  doctors  say, 

hypertension,  should  also  steer  away  from  "emotional 
storms"  or  upsetting  situations.  In  fact,  doctors  advise 
their  hypertensive  patients  to  spend  as  much  time  as 
possible  in  calm  and  peaceful  surroundings  that  help 
ease  daily  tensions  and  strains. 

This  is  important  because  sustained  tension  tightens 

up  or  constricts  the  body's  smallest  blood  vessels.  As  a 
result,  the  heart  must  exert  a  stronger  force  or  pressure 
to  pump  blood  throughout  the  body. 

High  blood  pressure  affects  about  five  million  people 
in  our  country  today  .  .  .  and  is  a  major  cause  of  heart 
trouble  in  middle  age  and  later  years. 

Fortunately,  treatment  for  it  has  steadily  improved. 
Several  new  drugs,  for  instance,  are  bringing  relief  to 
many  thousands  of  patients  today. 

These  drugs,  however,  do  not  cure  the  condition.  They 
must  be  used  under  close  medical  supervision,  as  the 

doctor  has  to  study  each  individual  case  .  .  .  and  decide 
which  drug  or  combination  of  drugs  can  be  used  safely 
and  effectively. 

Control  of  high  blood  pressure  depends,  to  a  consider- 
able extent,  upon  what  patients  do  about  their  health. 

Most  patients  who  are  careful  about  weight  control, 

diet,  relaxation,  rest — and  who  have  periodic  medical 

check-ups  to  guard  against  possible  complications — can 
live  long,  comfortable  and  useful  lives. 

The  best  way  to  help  avoid  heart  disease  due  to  high 
blood  pressure  is  to  detect  and  treat  hypertension  when 

it  first  appears,  often  in  the  late  30's  or  early  40's. 
So,  everyone  should  have  regular  health  examinations 

— especially  those  who  are  overweight  and  those  who 
have  a  family  history  of  hypertension. 

Remember  that  everyone's  blood  pressure  goes  up 

and  down  depending  on  whether  we're  "keyed  up"  or 
relaxed.  Don't  worry  if  yours  is  temporarily  high,  espe- 

cially during  times  of  stress.  Only  when  blood  pressure 
frequently  goes  above  normal,  or  stays  there,  is  there 
cause  for  concern. 

COPYRIGHT   1953  METROPOLITAN    LIFE   INSURANCE  COMPANY 
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Oct.  19  at  state  dinner  during  108th  annual  ses- 
sion of  medical  society. 

WALTER    TENBROOECK    GASSENHEIMER,    52,  WQXR 
New  York  engineer,  died  Aug.  17  in  Perth  Am- 
boy,  N.Y.,  following  long  illness. 

REPRESENTATIVES 

ARTHUR  C.  ELLIOT,  CBS-TV 
Spot  Sales  mid  western  sales 
manager,  named  eastern  sales 
manager  effective  today  (Aug. 
25).  JACK  WHITE,  San  Fran- 

cisco sales  manager,  trans- 
ferred to  Chicago  as  mid- 

western  sales  manager,  being 
replaced  in  San  Francisco  by 
RICHARD  LOFTUS.  Mr.  Loftus, 
previously  Detroit  sales  man- 

ager, is  succeeded  by  HOWARD 
R.  MARSH,  who  moves  to  De- 

troit from  Chicago  where  he 
had  been  account  executive. 

ELLIOT 

PROGRAM  SERVICES 

GEORGE  AVAKIAN,  until  recently  director  of  pop- 
ular album  repertoire  for  Columbia  Records,  has 

been  appointed  to  director  of  artists  and  reper- 
toire for  Warner  Bros.  Records  Inc. 

THOMAS  E.  AREND,  previously  with  NBC,  Chicago, 
as  associate  producer,  appointed  production  man- 

ager for  Crayne  Television  Productions,  Holly - U  I  "Hi 

WALTER  SCHWIMMER,  head  of  Chicago  packaging- 
distribution  firm  bearing  his  name,  has  married 
Mrs.  FAYE  D.  GREENBERG.  Mr.  Schwimmer,  author 
of  advertising  book,  What  Have  You  Done  For 
Me  Lately?,  married  Mrs.  Greenberg  in  Chicago 
Aug.  1. 

HARLOW  M.  CHURCH,  45,  picture  editor,  UPI,  died 
Aug.  13  in  New  York  Hospital,  N.Y.  He  joined 
UPI  in  1953  after  long  associations  with  Acme 
Newspictures  and  NEA  service. 

SYLVIA  BERGER,  44,  free-lance  script  writer  for 
documentary  and  dramatic  radio-tv  programs, 
died  of  cancer  in  Memorial  Hospital  in  New  York 
on  Aug.  17.  Funeral  services  for  Miss  Berger, 
who  wrote  scripts  for  such  programs  as  Frontiers 
of  Faith,  Eternal  Light,  Studio  One  and  Kraft 
Theatre,  were  held  last  Monday  (Aug.  18)  in 
New  York. 

PROFESSIONAL  SERVICES 

PATTERSEN  MARZONI  JR.,  OTTO  TINKLEPAUGH  and 
W.  M.  WEILBACHER  appointed  by  Advertising  Re- 

search Foundation,  N.Y.,  as  members  of  its  tech- 
nical committee.  Mr.  Marzoni  is  v.p.  and  director 

of  research,  D'Arcy  Adv.  Co.;  Mr.  Tinklepaugh is  v.p.  of  J.  M.  Mathes,  Inc.,  and  Mr.  Weilbacher 
is  v.p.  and  director  of  research  of  Dancer-Fitz- 

gerald-Sample Inc.  ARF  is  non-profit  organiza- 
tion dedicated  to  improvement  of  advertising 

and  marketing  through  research. 

MARVIN  J.  ROTHENBERG,  formerly  senior  associate 
of  NBC  research  department,  joins  Seymour 
Smith  Assoc.,  N.Y.,  as  associate  director. 

PANEL  GAME 

In  1929,  art  collector  Armand 
Hammer,  board  chairman  of  Mutual, 

bought  a  350-year-old  wall  paneling 
in  England  and  installed  it  in  his  New 
York  office  in  the  Empire  State  Bldg. 

In  1953,  Mr.  Hammer  offered  the 

paneling  to  Queen  Elizabeth  on  the 
occasion  of  her  coronation.  The 

Queen  accepted,  and  it  was  shipped 
to  England  and  was  exhibited  for 

some  time  in  London's  Victoria  and 
Albert  Museum.  Later  it  was  placed 

in  storage.  Last  week  Mr.  Hammer 
was  notified  that  the  paneling  has  been 

restored  to  its  original  site.  It  forms 
the  wall  of  an  inn  at  Uxbridge,  Eng- 

land, built  in  the  early  1600's,  which 
is  now  being  reconstructed  under  the 
direction  of  the  British  Ministry  of 
Works. 

promotion  manager,  named  manager  of  new 
Utah-Idaho  edition.  Edition,  to  debut  with  Sept. 
13  issue,  will  have  headquarters  in  Salt  Lake City. 

MANUFACTURING 

BRIG.  GENERAL  K.  E.  FIELDS  (U.S.A.— Ret.),  former 
general  manager  of  Atomic  Energy  Commis- 

sion, elected  executive  v.p.  and  member  of  the 
board  of  International  Standard  Electric  Corp., 
overseas  manufacturing,  research,  sales  and  li- 

censing subsidiary  of  ITT. 

ALFRED  S.  BACKUS  and  ROBERT  E.  PINCUS  appointed 
directors  of  Mycalex  Electronics  Corp.  and  Myca- 
lex  Tube  Socket  Corp.,  affiliated  companies  of 
Mycalex  Corp.  of  America,  Clifton  and  Caldwell, 
N.J.  Mr.  Backus  joined  Mycalex  in  1944  attain- 

ing position  of  acting  general  manager,  post  he 
will  continue  to  hold.  Mr.  Pincus  has  been  with 
Mycalex  since  1952  as  controller  and  assistant 
treasurer. 

B.  V.  DALE,  chief  engineer  of  former  RCA  Com- 
ponents division,  appointed  manager,  modules 

engineering,  of  RCA  Semiconductor  and  Mate- 
rials Division,  Somerville,  N.J.  DR.  F.  E.  VINAL, 

formerly  manager,  engineering  department, 
named  manager,  semiconductor  engineering,  and 
D.  H.  WAMSLEY,  formerly  manager  engineering 
department,  appointed  manager,  semiconductor 
engineering,  both  in  same  division. 

WILLIAM  BROWN,  formerly  with  Norden-Ketay  as 
western  regional  manager  of  sales,  joins  Magnetic 
Research  Corp.,  Hawthorne,  Calif.,  as  manager 
of  sales. 

KENNETH  W.  CONNOR,  with  Sylvania  Home  Elec- 
tronics since  1953,  appointed  resident  sales  man- 

ager, Syracuse,  for  division  of  Sylvania  Electric Products. 

BRUCE  M.  JOHNS,  Tv  Guide  mid-central  regional      WILLIAM  H.  HERRMAN,  with  Hoffman  Electronics 
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Corp.,  L.A.,  as  assistant  to  corporate  director  of 
public  relations,  promoted  to  director  of  adver- 

tising and  public  relations  for  Hoffman  Labs  Div. 

D.  DUDLEY  BLOOM,  formerly  with  Atlantic  Prod- 
ucts Sales  Corp.,  Trenton,  N.J.,  to  American 

Metal  Specialties  Corp.,  Hatboro,  Pa.,  toy  manu- 
facturer, as  director  of  marketing. 

ROBERT  H.  O'BOYLE,  formerly  with  Commercial 
Solvents  Corp.,  N.Y.,  to  Olin  Mathieson  Chemical 
Corp.,  N.Y.,  as  assistant  sales  manager  for  Pyro 
anti-freeze  and  Pyro  radiator  chemicals.  ALLAN 
J.  LEMBITZ,  previously  with  Bendix  Aviation 
Corp's  Friez  Instrument  Div.,  Detroit,  also  to 
Olin  Mathieson  as  automotive  products  advertis- 

ing and  sales  promotion  services  manager. 
Mathieson  promotions:  BERNARD  A.  BANNON  to 
west  coast  field  representative  for  Puritan  line 
of  automotive  products;  WILLIAM  B.  STILES  to 
western  division  field  supervisor  in  Pyro  sales, 
and  ARNOLD  E.  POMMERENING  to  assistant  sales 
manager  of  Puritan  products. 

PERSONNEL  RELATIONS  mmmmmmmmmmmmti 

NORA  B.  PADWAY,  former  tv  contracts  adminis- 
trator for  Writers  Guild  of  America,  West,  named 

executive  secretary  of  Radio  and  Television  Di- 
rectors Guild  (Hollywood  local)  succeeding  ELIZ- 

ABETH GOULD,  resigned. 

EDUCATION 
mm 

LEE  POLK  and  EDWARD  KING  appointed  producer- 
directors  for  Metropolitan  Education  Tv  project 
in  New  York  City.  Mr.  Polk  left  WCBS-TV  New 
York  to  accept  assignment.  Mr.  King  was  re- 

cently staff  producer-director  for  Metropolitan 
Educational  Television  Assn.  WPIX  (TV)  New 
York  will  be  used  during  day  for  educational 
tv  programs. 

PROF.  EDGAR  E.  WILLIS,  U.  of  Michigan,  and  JOHN 
YOUNG,  U.  of  North  Carolina,  appointed  to  pro- 

gram staff  of  Educational  Television  and  Radio 
Center  at  U.  of  Michigan,  Ann  Arbor,  Mich. 
ETRC  serves  as  network  headquarters  for  na- 

tion's etv  stations. 

BRIG.  GEN.  MONRO  MacCLOSKEY,  USAF  (Ret.)  ap- 
pointed special  consultant  to  public  relations 

division  of  Capitol  Radio  Engineering  Institute, 
Washington. 

GOVERNMENT 
FRANK  H.  ORAM  JR.,  assistant  director  in  charge 
of  Latin  American  activities  with  U.S.  Informa- 

tion Agency,  selected  as  agency's  first  represent- 
ative at  senior  officers'  course  newly  set  up  by 

Dept.  of  State.  ALBERT  HARKNESS  JR.,  former  dep- 
uty director  of  planning  for  agency,  named  to 

succeed  Mr.  Oram.  GEORGE  M.  HELLYER,  assistant 
director  of  USIA  far  east  operations,  named  as 
public  affairs  officer  in  Tokyo.  WILLIAM  W.  COPE- 
LAND,  formerly  public  affairs  in  Manila,  appoint- 

ed to  succeed  Mr.  Hellyer. 

S/SGT.  DONALD  (GUNNY)  VON  BEULWITZ,  drummer 
member  of  Marine  Corp  Four,  instrumental 
group  on  KNXT  (TV)  Los  Angeles  show,  Dress 
Blues,  has  been  reassigned  to  U.S.  Marine  Corps 

HQ.  in  Washington.  Sgt.  Von  Beulwitz  will  as- 
sume duties  of  non-commissioned  officer-in- 

charge  of  radio-tv  division. 

INTERNATIONAL 

WILFRED  SANDERS,  v.p.  of  J.  Walter  Thompson 
Co.  Ltd.,  Toronto,  Ontario,  to  manager  of 
Toronto  office,  succeeding  MARK  NAPIER  who  will 
devote  his  full  time  to  creative  work. 

GERARD  FECTEAU,  Canadian  journalist,  to  Televi- 
sion de  Quebec  (Canada)  Limitee  as  director  of 

news  services.  Mr.  Fecteau  is  president  of  Union 
Canadienne  des  Journalistes  de  Langue  Fran- 

chise. J.  GERALD  M.  GALES,  formerly  industrial  advertis- 
ing manager  of  Dominion  Rubber  Co.,  Toronto, 

to  senior  sales  representative  for  national  tele- 
vision network  sales  of  Canadian  Broadcasting 

Corp.,  Toronto. 

FRED  SGAMBATI,  freelance  sportscaster,  to  full- 
time  sportscaster  of  CBL  Toronto,  Ont.,  key 
station  of  CBC  Trans-Canada  network. 
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FOR  THE  RECORD 

Station  Authorizations,  Applications 

As  Compiled  by  BROADCASTING 

Aug.  14  through  Aug.  20 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 
DA — directional  antenna,  cp— construction  per- 

mit ERP — effective  radiated  power,  vnf — very 
high  frequency,  uhf — ultra  high  frequency,  ant. 
— antenna,  aur. — aural,  vis. — visual,  kw — kilo- 

watts,  w — watt,  mc — megacycles.   D — day.   N — 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorization. SSA — special  service  authorization. 
STA — special  temporary  authorization.  * — educ. 

Existing  Tv  Stations 
CALL  LETTERS  ASSIGNED 

KUAT  Tucson.  Ariz.— U.  and  State  Colleges  of 
Ariz.,  Board  of  Regents,  ch.  *6. 
KALF  Alliance,  Neb.— Western  Neb.  Tv  Inc., ch.  13. 
KERA-TV  Dallas,  Tex.— Area  Educational  Tv 

Foundation,  ch.  *13. 

New  Am  Stations 

Translators 

CALL  LETTERS  ASSIGNED 

K81AC  Grangeville,  Idaho— Central  Idaho  Tv Inc. 
W78AA  Frostburg,  Md. — Frostburg  Community Tv.  Inc. 
W73AB  Littleton,  N.  H. — Littleton  Community Tv  Assn. 
W81AB  Hillcrest  &  Chenango  Bridge,  N.  Y.— 

Binghamton  Press  Co. 
W78AB  Johnson  City  &  Vestal,  N.  Y.— Bing- 

hamton Press  Co. 
W80AA  Cambridge,  Ohio — Southeastern  Ohio 

Tv  System. 
W71AB  Coshocton,  Ohio — Southeastern  Ohio  Tv 

System. 
K71AK  Cow-Creek  Area,  Ore.— Calif  .-Ore.  Tv Inc. 
K73AK  Cow-Creek  Area,  Ore.— Calif  .-Ore.  Tv Inc. 
K77AK  The  Dalles,  Ore— Mid-Columbia  Tv 

Corp. 
K71AJ  Wasco,  Ore.— North  Sherman  Tv  Co-op. 
K75AK  Wasco,  Ore.— North  Sherman  Tv  Co-op. 
K81AD  Wasco,  Ore. — North  Sherman  Tv  Co-op. 

APPLICATIONS 

Lenmore,  Calif. — Radio  Lenmore,  1320  kc,  1  kw 
D.  P.  O.  address  605  N.  Sunnyslope  Ave.,  Pasa- 

dena, Calif.  Estimated  construction  cost  $33,130, 
first  year  operating  cost  $60,000,  revenue  $75,000. 
Principal  owner,  Joseph  E.  Gamble  (90%)  also 
owns  KJOY  Stockton,  KWIP  Merced,  and  50% 
of  cp  for  am  sation  in  Santa  Rosa,  all  California. Announced  Aug.  19. 

Laconia,  N.  H. — Lawrence  Bcstg.  Co.,  1490  kc, 
250  w  unl.  P.  O.  address  9  Valley  St.,  Lawrence, 
Mass.  Estimated  construction  cost  $22,966,  first 
year  operating  cost  $58,500,  revenue  $62,400.  Ap- 

plicant, owned  by  Mr.  and  Mrs.  George  E.  Jas- 
pert,  is  licensee  of  WCCM  Lawrence,  and  has 
cp  for  new  fm  outlet  there.  Announced  Aug.  19. 

Ellenville,  N.  Y. — f  at  skills  Bcstg.  Co.,  1370  kc, 
500  w  D.  P.  O.  address  %  Seymour  D.  Lubin, 
Highview  Ave.,  Liberty,  N.  Y.  Estimated  con- 

struction cost  $37,865,  first  year  operating  cost 
$43,750,  revenue  $50,000.  Principals  are  Harry  G. 
Borwick  and  Seymour  D.  Lubin  (3812%  each), 
who  own  WVOS  Liberty.  Announced  Aug.  18. 
Lakewood,  Ohio— WLCW  Bcstg.  Co.,  1040  kc, 

5  kw  D.  P.  O.  address  925  Bassett  Rd„  Westlake, 
Ohio.  Estimated  construction  cost  $28,100,  first 
year  operating  cost  $40,000,  revenue  $55,000.  Equal 
partners  are  WGAR  Cleveland,  Ohio,  chief  en- 

gineer Lloyd  C.  Wingard,  and  ballroom-owner 
Robert  W.  Wingard.  Announced  Aug.  20. 
Xenia,  Ohio— WXEN  at  Xenia,  Ohio,  1500  kc, 

250  w  D.  P.  O.  address  124  Countryside  Dr., 
Greene  County,  Dayton,  Ohio.  Estimated  con- 

struction cost  $10,466,  first  year  operating  cost 
$30,000,  revenue  $36,000.  James  E.  and  George  W. 
Vaughn,  equal  partners,  are  math  teacher  and 
equipment  repairman,  respectively.  Announced Aug.  19. 

Existing  Am  Stations 
APPLICATIONS 

WDBF  Delray  Beach,  Fla.— Cp  to  increase 
power  from  500  w  to  1  kw;  install  directional 
ant.  and  new  trans.:  make  changes  in  ground 
system;  delete  remote  control  operation.  An- nounced Aug.  14. 
Tampa,  Fla.  (1010  kc)— Mod.  of  cp  which 

authorized  new  standard  broadcast  station  to 
make  changes  in  directional  ant.  system  (one 
less  tower)  and  change  type  trans.  Announced 
Aug.  15. 
WBHF  Cartersville,  Ga. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new 
trans.  Announced  Aug.  18. 
WNEX  Macon,  Ga. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 
Announced  Aug.  15. 
WCMA  Corinth,  Miss. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 
Announced  Aug.  19. 
WVIP  Mount  Kisco,  N.  Y. — Cp  to  increase 

power  from  1  kw  to  5  kw;  install  new  trans,  and 
make  changes  in  directional  ant.  pattern.  An- nounced Aug.  14. 
KATO  Reno,  Nev. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 
Announced  Aug.  20. 
WHTG  Eatontown,  N.  J. — Cp  to  increase  power 

from  500  w  to  5  kw  and  install  new  trans.  An- nounced Aug.  20. 
WMBO  Auburn,  N.  Y. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 
Announced  Aug.  20. 
WMCK  McKeesport,  Pa. — Cp  to  change  power 

from  1  kw  unl.  to  1  kw,  5  kw  LS  and  install  new 
trans.  Announced  Aug.  18. 
WSSC  Sumter,  S.  C. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 
Announced  Aug.  20. 
WOPI  Bristol,  Tenn. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. Announced  Aug.  15. 
KTET  Livingston,  Tex. — Cp  to  change  frequen- 

cy from  1220  kc  to  1550  kc;  change  ant. -trans, and  studio  location  and  remote  control  point  and 
change  station  location  to  Navasota,  Tex.  An- nounced Aug.  20. 

ATION-WIDE  NEGOTIATIONS  •  FINANCING  •  APPRAISAL 

RADIO    •    TELEVISION    •  NEWSPAPER 

EAST  COAST 

FULLTIME 

INDEPENDENT 

$325,000 

FULLTIME 

NETWORK 

$125,000 

A  choice  property  in  semi-major 
market.  Good  real  estate.  Profits  show 

good  return  on  this  investment.  Some 
terms. 

Just  the  right  property  for  an  owner 

manager.  Real  estate  included  plus 

some  working  capital  with  deal. 
Either  all  cash  or  well  secured  notes. 

\ 

Washington,  D.  C. 

Wm.  T.  Stubblefield 

1737  DeSales  St.,  N.W. 
EX  3-3456 

Cleveland 

Jackson  B.  (Jack)  Maurer 
2414  Terminal  Tower 

TO  1-6727 

Chicago 

Ray  V.  Hamilton 
Tribune  Tower 

DE  7-2754 

Dallas 

Dewitt  (Judge)  Landis 
Fidelity  Union  Life  Bldg. 

Rl  8-1175 

San  Francisco 

W.  R.  (Ike)  Twining 
1 1 1  Sutter  St. 

EX  2-5671 
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Here's  another  aid  to  station 

planning— a  brand  new  bro- 

chure describing  transmitting 

equipment  and  building  re- 

quirements for  radio  stations. 

Itcombines  the  practical  know- 

how  of  experienced  station 

and  equipment  engineers  and 

provides  a  check-list  as  a  guide 

in  transmitter  selection. 

For  your  free  copy,  write  to 

RCA,  Dept.  JO-22,  Building  15-1, 

Camden  2,  N.J. 

RADIO  CORPORATION 

of  AMERICA 

Tmk(s)  ® 

FOR  THE  RECORD  continued 

KVOG  Ogden,  Utah — Cp  to  increase  daytime 
power  from  250  w  to  1  kw  and  install  new  trans. 
Announced  Aug.  15. 
WINC  Winchester,  Va. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 
Announced  Aug.  19. 

CALL  LETTERS  ASSIGNED 

KGEI  Belmont,  Calif— Radio  Station  KGEI 
Inc..  international  broadcast. 
KJAX  Santa  Rosa,  Calif. — Radio  Santa  Rosa. 
KHOK  Golden,  Colo.— Golden  Radio  Inc..  1250 

kc.  Changed  from  KGOL. 
WGRC  Green  Cove  Springs,  Fla.— Ben  Aker- 

raan,  1580  kc. 
WGRO  Lake  City,  Fla.— George  S.  Walker  Jr., 960  kc. 
KLER  Orofino.  Idaho— Clearwater  Bcstg.  Co., 

950  kc. 
WONA  Winona.  Miss. — Southern  Electronics 

Co.,  1570  kc. 
KAOL  Carrollton.  Mo. — Homeland  Enterprises 

Inc..  1430  kc. 
WAGY  Forest  City,  N.  C— Tri-City  Bcstg.  Co., 1320  kc. 
WYRN  Louisburg,  N.  C— Franklin  Bcstg.  Co., 1480  kc. 

WCVP  Murphv,  N.  C— Cherokee  Bcstg.  Co. 
WCRE  Cheraw,  S.  C— Pee  Dee  Bcstg.  Co.,  1420 

kc.  Changed  from  WATD. 
WBPD  Orangeburg,  S.  C. — Radio  Orangeburg, 1580  kc. 
WFLI  Lookout  Mountain,  Tenn. — Lookout 

Bcstrs.,  1070  kc. 
KOKE  Austin,  Tex.— Jage  Inc.,  1370  kc.  Changed from  KTXN. 
KTXO  Sherman,  Tex.— KTAN  Bcstg.  Co.,  1500 

kc.  Changed  from  KTAN. 
WLES  Lawrenceville,  Va. — Harry  Epperson  Sr. 

Changed  from  WLCH. 
WCST  Berkeley  Springs,  W.  Va. — Berkeley 

Springs  Radio  Station  Corp.,  1010  kc. 
WSAU  Wausau,  Wis.— Wis.  Valley  Tv  Corp., 

550  kc.  Changed  from  WOSA. 
WRIG  Wausau,  Wis.— WRIG  Inc.,  1400  kc. 

Changed  from  WSAU. 

New  Fm  Stations 

APPLICATION 

Eugene,  Ore. — Music  Inc.,  97.9  mc,  3.56  kw. 
P.  O.  address  Eugene  Medical  Center.  Estimated 
construction  cost  $10,619,  first  year  operating  cost 
$18,000,  revenue  $24,000.  Principal  owner.  Lytle 
N.  Young  (51%),  is  in  advertising.  Announced 
Aug.  18. 

Existing  FM  Stations 

CALL  LETTERS  ASSIGNED 

WKDN-FM  Camden,  N.  J.— South  Jersey  Bcstg. 
Co.,  106.9  mc. 
WECW   Elmira,   N.   Y.— Elmira    College,  *88.1 mc. 
WLIR  Hicksville,  N.  Y.— High  Fidelity  Music 

Co.,  92.7  mc. 
WINE-FM  Kenmore,  N.  Y. — Western  New  York 

Bcstg.  Co. 
WHOK-FM  Lancaster,  Ohio— Hocking  Valley 

Bcstg.  Corp.,  95.5  mc. 
WSOM  Salem,  Ohio— Russell  C.  Jones,  105.1 mc. 

WFID  Rio  Piedras,  P.  R. — Fidelity  Bcstg.  Corp., 
95.9  mc. 
KGAF-FM  Gainesville,  Tex. — Gainesville  Bcstg. 

Co.,  94.5  mc. 
KBFM  Lubbock,  Tex.— Jack  Blankenship,  96.3 mc. 

Ownership  Changes 

APPLICATIONS 

KCNO  Alturas,  Calif.— Seeks  assignment  of 
license  from  Interstate  Bcstg.  Co.  of  Ore.  to 
Stulor  Corp.  for  $37,500.  New  owner,  Stuart  Wil- 

son, is  with  KBIG  Hollywood,  Calif.  See  also 
Klamath  Falls,  Ore.,  below.  Announced  Aug.  15 WIVY  Jacksonville,  Fla. — Seeks  assignment  of 
license  from  Edward  J.  Oberle  to  WIVY  Inc. Corporate  change.  No  control  change.  Announced 
Aug.  19. 
WMUZ-FM  Detroit,  Mich.— Seeks  assignment 

of  license  from  Mich.  Music  Co.  to  Percy  B. Crawford,  tr/as  Alpha  Bcstg.  Co.  for  $25,000!  Mr. 
Crawford  is  head  of  Young  People's  Church  of the  Air.  Announced  Aug.  15. 
KLCB  Libby,  Mont.— Seeks  assignment  of  li- 

cense from  Frank  Reardon  to  Robert  R.  Rigler 
for  $25,000.  Mr.  Rigler  has  been  KLCB  manager. Announced  Aug.  18. 
WKXL  Concord,  N.  H.— Seeks  acquisition  of 

positive  control  (100%)  of  licensee  (Capitol 
Bcstg.  Corp.)  by  Frank  B.  Estes  through  pur- 

chase of  50%  from  WKNE  Corp.  for  $28,050.  An- 
nounced Aug.  14. 

WCLT-AM-FM  Newark,  Ohio— Seeks  assign- 
ment of  license  from  The  Advocate  Printing  Co. 

to  WCLT  Radio  Inc.  Corporate  change.  No  con- 
trol change.  Announced  Aug.  20. 

KRWC  Forest  Grove,  Ore. — Seeks  assignment 
of  license  from  Irving  V.  Schmidtke  to  equal 
partners  F.  Demcy  Mylar  and  Robert  M.  Kines, 
d/b  as  Christian  Bcstg.  Co.,  for  $50,000.  Mr. 
Mylar  has  been  KRWC  manager;  Dr.  Kines  is 
physician.  Announced  Aug.  20. 
KFLW  Klamath  Falls,  Ore— Seeks  assignment 

of  license  from  Southern  Ore.  Pub.  Co.  to  Stulor 
Corp.  for  $60,000.  New  owner,  Stuart  Wilson,  is 
with  KBIG  Hollywood,  Calif.  See  also  Alturas, 
Calif.,  above.  Announced  Aug.  15. 
KMCM  McMinnville,  Ore. — Seeks  involuntary 

acquisition  of  positive  control  of  licensee  (Yam- 
hill Bcstrs.  Inc.)  by  Philip  N.  Bladine  as  individ- 
ual and  as  executor  of  estate  of  Jack  B.  Bladine, 

deceased.  Philip  Bladine  increases  ownership 
from  25.2  to  50.4%.  Announced  Aug.  19. 

Hearing  Cases 

INITIAL  DECISIONS 

Hearing  Examiner  Jay  A.  Kyle  issued  initial 
decision  looking  toward  granting  application  of 
Dan  Richardson  for  new  am  station  to  operate 
on  550  kc,  1  kw  D,  in  Orange  Park,  Fla.,  and 
denying  application  of  Joseph  M.  Ripley  Inc., 
for  same  facilities  in  Jacksonville,  Fla.  An- nounced Aug.  19. 
Hearing  Examiner  Elizabeth  C.  Smith  issued 

modified  initial  decision  looking  toward  reinstat- ing and  affirming  Oct.  5,  1955  grant  of  application 
by  Wiltiamsport  Radio  Bcstg.  Associates  Inc., 
for  new  am  station  (WARC)  to  operate  on  1380 
kc,  1  kw  D,  in  Milton,  Pa.,  denying  protest  of 
Lycoming  Bcstg.  Co.  (WLYC),  Williamsport,  Pa., 
and  granting  W  ARC'S  application  for  mod.  of  cp to  authorize  change  in  trans,  site,  equipment  and 
studio  location.  Announced  Aug.  14. 

Routine  Roundup 

Commission  by  memorandum,  opinion  and 
order,  denied  protest  and  petition  for  reconsider- 

ation by  Montana  Microwave,  Kalispell.  Mont., 
licensee  of  common  carrier  relay  station  KOV45, 
directed  against  July  18,  1958,  grant  without  hear- 

ing of  application  of  Mosby's  Inc.  (KMSO-TV), 
Missoula,  Mont.,  for  mod.  of  its  existing  authori- 

zation for  tv  inter-city  relay  station  between 

mmmm 

Radio  Station  and  Newspaper 

Appraisals 
Tax,  estate  and  many  other  personal  problems  create  the  need  for 

an  independent  appraisal.  Extensive  experience  and  a  national  or- 

ganization enable  Blackburn  &  Company  to  make  accurate,  authori- 

tative appraisals  in  minimum  time. 

^3Lackburn  Gompamj 

NEGOTIATIONS  •  FINANCING  •  APPRAISALS 

mm 

If 

WASHINGTON,  D.  C. 
James  W.  Blackburn 

Jack  V.  Harvey 

Washington  Building 

STerling  3-4341 

ATLANTA 
Clifford  B.  Marshal 

Stanley  Whitaker 
Healey  Building 

JAckson  5-1576 

CHICAGO 

H.  W.  Cassill 
William  B.  Ryan 

333  N.  Michigan  Avenue 
Financial  6-6460 
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PROFESSIONAL  CARDS 

JANSKY  &  BAILEY  INC. 

Executive  Offices 
1735  DeSales  St.,  N.  W.  ME.  8-5411 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 

Washington,  D.  C.         FEderal  3-4800 
Member  AFCCE 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 
Washington  5,  D.  C. REpublic  7-3984 

Member AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 
1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 
CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
1  Riverside  Road — Riverside  7-2153 

Riverside,  III. 
(A  Chicago  suburb) 

Vandivere  &  Cohen 

Consulting  Electronic  Engineers 

610  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 
Member  AFCCE 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Columbia  5-4666 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 
Member  AFCCE 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio 
Engineering 

Pennsylvania  Bldg.       Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

L,  H.  CARR  &  ASSOCIATES 
Consulting 

Radio  &  Television 

Engineers 
Washington  6,  D.  C.  Fort  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 

SILLIMAN,  MOFFET  & 

ROHRER 

1405  G  St.,  N.  W. 

Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  STate  7-2601 
Member  AFCCE 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

8200  Snowville  Road 
Brecksville,  Ohio 

(a  Cleveland  Suburb) 
Tel.:  JAckson  6-4386  P.O.  Box  82 

Member  AFCCE 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

SERVICE  DIRECTORY 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.  Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.      National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.      Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

LYNNE  C.  SMEBY 

Consulting  Engineer  AM-FM-TV 
7615  LYNN  DRIVE 

WASHINGTON  15,  D.  C. 

OLiver  2-8520 

HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 

BOX  68,  INTERNATIONAL  AIRPORT 
SAN  FRANCISCO  28,  CALIFORNIA 

DIAMOND  2-5208 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3-3266 

Dallas  6,  Texas 

RALPH  J.  BITZER,  Consulting  Engineer 
Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 

Garfield  1-4954 
"For  Results  in  Broadcast  Engineering" 

AM-FM-TV 
Allocations    •  Applications 

Petitions    •     Licensing  Field  Service 

MERL  SAXON 

Consulting  Radio  Engineer 
622  Hoskins  Street 

Lufkin,  Texas 

NEptune  4-4242        NEptune  4-9558 

GEORGE  C.  DAVIS 

CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 

501-514  Munsey  Bldg,  STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  7-8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 
CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 

DALLAS  9,  TEXAS 

LAKESIDE  8-6108 
Member  AFCCE 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 Member  AFCCE 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 

Directional  Antennas 

1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Colorado 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.        Dickens  3-7503 

IRL  T.  NEWTON,  JR. 

Consulting  Engineer 
422  Washington  Bldg., 

15th  and  N.  Y.  Ave.,  N.  W., 
Washington,  D,  C. 

Telephone:   Executive  3-7165 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 
P.  O.  Box  7037  Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical   Broadcast,  TV  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For  Free  Catalog,  specify  course. 

CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 

MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave.,  Cambridge  38,  Mass. 

Phone  Trowbridge  6-2800 

NEW  ENGLAND  TOWER  SERVICE 
Box  6 

Brandon,  Vermont 

Telephone  80 
Painting  •  Erection  •  Repair  •  Maintenance 

AM— FM— MICROWAVE— TV 
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SUMMARY  OF  STATUS  OF  AM,  FM,  TV 

Compiled  by  BROADCASTING  through  Aug.  20 
ON  AIR  CP  TOTAL  APPLICATIONS 

Lie.  Cps  Not  on  air  For  new  stations 
AM  3,028  71  105  570 
FM                                524  31 

97 

64 

TV  (Commercial)            415'  933 
116 125 

OPERATING  TELEVISION  STATIONS 

Compiled  hy  BROADCASTING  th 
rough  Aug. 

20 
VHF 

UHF 
TOTAL 

Commercial  425 

83 

508* 

Non-Commercial  26 7 

33' 

COMMERCIAL  STATION  BOXSCORE 

As  Reported  by  FCC  through 
July  31 

AM 

FM 
TV 

Licensed  (all  on  air) 3,235 
530 

4221 

CPs  on  air  (new  stations) 
36 22 

922 

CPs  not  on  air  (new  stations) 

105 

93 

114 

Total  authorized  stations 

3,376 

645 

yjyj  i 

Applications  for  new  stations  (not  in  hearing) 

412 
36 47 

Applications  for  new  stations  (in  hearing) 109 

30 58 

Total  applications  for  new  stations 

521 
66 105 

Applications  for  major  changes  (not  in  hearing) 

311 
19 35 

Applications  for  major  changes  (in  hearing) 

41 

0 16 

Total  applications  for  major  changes 352 

19 51 

Licenses  deleted 0 2 1 

CPs  DELETED 2 0 3 

1  There  are,  in  addition,  nine  tv  stations  which  are  no  longer  on  the  air,  but  retain  their licenses. 
2  There  are,  in  addition,  37  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 

longer  in  operation  and  one  which  has  not  started  operation. 
•  There  have  been,  in  addition,  177  television  cps  granted,  but  now  deleted  (33  vhf  and 144  uhf). 
«  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 

FOR  THE  RECORD  continued 

Spokane,  Wash,  and  Missoula.  Announced  Aug. 
15. 

PETITIONS  FOR  RULE  MAKING  DENIED 
Fayette  ville  Bcstrs.  Inc.,  Station  WFLB-TV 

l'a>  etteville,  N.  C. — Request  allocation  of  ch.  8 to  Fayetteville,  N.  C,  as  commercial  assignment 
by  substituting  ch.  13  for  ch.  8  in  Florence, 
S.  C,  and  ch.  7  for  ch.  13  as  educational  reserva- 

tion for  Charleston,  S.  C.  Further  request  issu- 
ance to  WFLB-TV  of  order  to  show  cause  why 

its  existing  tv  permit  should  not  be  modified  to 
specify  ch.  8  rather  than  ch.  18  in  Fayetteville, 

United  Bcstg.  Co.,  Mount  Airy,  N.  C— Petition 
requesting  amendment  of  rules  so  as  to  make 
following  changes:  (1)  change  Chapel  Hill, 
N.  C.  to  ch.  8  as  educational  station;  (2)  change 
Florence,  S.  C.  to  ch.  13:  (3)  assign  ch.  8  to 
Charleston,  S.  C.  as  educational  station,  and  (4) 
assign  ch.  4  to  Rocky  Mount,  N.  C. 
Paul  E.  Johnson,  Mount  Airy,  N.  C. — Petition 

requesting  amendment  of  rules  so  as  to  assign 
ch.  2  to  Mount  Airy  and  make  following  changes: 
(1)  change  ch.  2  in  Greensboro,  N.  C.  to  ch.  8: 
(2)  change  ch.  8  in  Florence,  S.  C  to  ch.  13:  (3) 
assign  ch.  8  to  Charleston,  S.  C.  as  educational 
-t.ition.  and  (4)  delete  ch.  2  from  Sneedville, 
Tenn.  and  assign  ch.  55  to  same. 

ACTIONS  ON  MOTIONS 
Commission  on  Aug.  15  granted  reqviest  of 

General  Electronic  Laboratories  Inc.,  Cambridge. 
Mass.,  and  granted  in  part  request  of  Institute  of 
High  Fidelity  Manufacturers  Inc.,  New  York 
City;  and  time  for  filing  comments  on  notice 
of  inquiry  into  possible  wider  uses  for  fm  SCA 
is  extended  from  Sept.  2  to  Oct.  2. 

By  Commissioner  Robert  E.  Lee  on  August  12 
Granted  motion  by  Liberty  Television  Inc.,  for 

extension  of  time  to  Aug.  29  to  file  replies  to 
oppositions  to  motion  to  enlarge  issues  filed  by 
it  in  Eugene,  Ore.,  tv  ch.  9  proceeding. 
Granted  petition  by  Musical  Heights  Inc., 

Braddock  Heights,  Md.,  for  extension  of  time  to 
Sept.  8  to  file  replies  to  petition  to  enlarge  issues 
filed  by  Monocacy  Bcstg.  Co.,  in  proceeding  on 
am  application  of  Musical  Heights. 

By  Acting  Chief  Hearing  Examiner  Jay  A.  Kyle 
on  August  12 

On  own  motion,  ordered  that  oral  argument 
on  petition  to  dismiss  application  with  prejudice 
filed  by  Joseph  S.  Lodato,  Santa  Rosa,  N.  M., 
and  petition  requesting  dismissal  of  application 
of  Garrison-Huntley  Enterprises  filed  by  Concho 
Bcstg.  Co.,  will  be  held  at  9  a.m.,  Sept.  5,  in  am 
proceeding. 
Granted  motion  by  Bridgeport  Bcstg.  Co. 

(WICC),  Bridgeport,  Conn.,  for  extension  of 
time  for  exchange  of  its  exhibits  from  Aug.  15 
to  Aug.  29. 

By  Hearing  Examiner  Jay  A.  Kyle  on  August  15 
Denied  petition  for  withdrawal  by  Joseph  M. 

Ripley  Inc.,  Jacksonville,  Fla.,  requesting  hear- 
ing examiner  to  disqualify  himself  and  with- 

draw from  am  proceeding. 

By  Hearing  Examiner  H.   Gifford  Irion 
on  dates  shown 

Granted  July  29  petition  by  Radio  Orange 
County  Inc.,  Anaheim,  Calif.,  to  dismiss  its  May 
20  petition  for  leave  to  amend  its  am  application, 
and  granted  its  July  24  petition  for  leave  to 
amend  and  accepted  amendment  consisting  of 
exhibits  A  to  E.  Action  Aug.  13. 
Ordered  that  record  is  closed  in  proceeding  on 

am  application  of  Town  and  Country  Radio  Inc., 
Rockford,  HI.  Action  Aug.  14. 

By  Hearing  Examiner  Herbert  Sharfman 
on  August  18 

Ordered  that  prehearing  conference  scheduled 
for  Sept.  9  is  continued  to  Sept.  18  in  proceeding 
on  am  aoplications  of  B.  J.  Parrish,  Pine  Bluff, 
Ark.,  and  James  N.  Noe  (KNOE),  Monroe,  La. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  August  15 

WOIC  Columbia,  S.  C;  WPAL  Charleston,  S.  C. 
—Granted  acquisition  of  positive  control  by  Joe 
Speidel  III,  through  purchase  of  stock  from 
Albert  T.  Fisher  Jr. 
WBEN-FM  Buffalo,  N.  Y.— Granted  cp  to  in- 

stall new  type  ant.,  increase  ERP  to  110  kw  and 
increase  ant.  height  to  1,350  ft. 
WCSC-TV  Charleston,  S.  C. — Granted  cp  to 

change  trans,  location,  make  changes  in  ant. 
system  and  other  equipment;  ant.  height  1,000  ft. 
WONA  Winona,  Miss. — Granted  mod.  of  cp 

to  correct  geographic  coordinates;  conditions. 
WERE  Cleveland,  Ohio — Granted  mod.  of  cp 

to  change  from  aux.  operation  of  trans,  to  alter- 
nate main  operation. 

KDOV  Medford,  Ore.— Granted  mod.  of  cp  to 
make  changes  in  ant.  system. 
KDPS-TV  Des  Moines,  Iowa— Granted  mod.  of 

cp  to  change  ERP  to  vis.  28.8  kw,  aur.  14.4  kw, 
ant.  height  320  ft.;  change  type  trans.,  install  new 
ant.  system  and  other  equipment  changes. 
KOFY  San  Mateo,  Calif— Granted  change  of 

remote  control  authority. 
Following  stations  were  granted  extensions  of 

completion  dates  as  shown:  WGTE-TV  Toledo, 
Ohio,  to  11-27;  WKVT  Brattleboro,  Vt.,  to  3-1-59; 
WAPE  Jacksonville,  Fla.,  to  10-27. 

Actions  of  August  14 

KHAD-TV  Laredo,  Tex.— Granted  mod.  of  cp 
to  change  name  to  Southwestern  Operating  Co. 
KQDI  Bismarck,  N.  D.— Granted  mod.  of  cp  to 

change  type  trans. 

KCBM  Kansas  City,  Kan. — Granted  extension 
of  completion  date  to  1-1-59. KGMS-FM  Sacramento,  Calif. — Granted  ex- 

tension of  completion  date  to  Sept.  16. 
General  Bcstg.  Co.  Inc.,  Brownsville,  Tex. — 

Granted  authority  to  transmit  program  to  XEO 
Matamoros,  Mexico,  on  Aug.  16;  and  for  period 
beginning  Aug.  21  and  ending  Nov.  21. 

Actions  of  August  13 
KFRC  San  Francisco,  Calif. — Granted  cp  to 

change  ant. -trans,  location;  change  main  studio, 
install  new  trans.;  remote  control  permitted, 
conditions;  and  cp  to  install  new  aux.  trans, 
(proposed  location  of  main  trans.);  remote  con- trol permitted. 
KSFO  San  Francisco,  Calif. — Granted  cp  to 

make  changes  in  ground  system. 
WPFB  Middletown,  Ohio — Granted  mod.  of  cp 

to  change  type  trans.;  condition. 
KFOX-FM  Long  Beach,  Calif. — Granted  author- 

ity to  remain  silent  for  period  of  60  days  for extensive  repairs. 
Following  stations  were  granted  extensions  of 

completion  dates  as  shown:  WPNC  Plymouth, 
N.  C,  to  11-30;  WKTY  La  Cross,  Wis.,  to  12-5; 
KINT  El  Paso,  Tex.,  to  3-1-59,  and  WCDC  (TV) 
Adams,  Mass.,  to  2-15-59. 

Actions  of  August  12 

KMLW  Marlin,  Tex. — Granted  assignment  of 
license  to  M-L  Radio  Inc. 
WDAF-TV  Kansas  City,  Mo.— Granted  license 

covering  changes  in  facilities;  ant.  height  750  ft. 
Actions  of  August  11 

KASY.  Auburn,  Wash.— Granted  assignment  of 
cp  to  Auburn  Bcstrs.  Inc. 
Granted  licenses  for  following  am  stations: 

KHAT  Phoenix,  Ariz:  WNIK  Arecibo,  P.  R.; 
WSIZ  Douglas,  Ga.;  KAMP  El  Centro,  Calif.; WJDY  Salisbury,  Md. 
WDBO-FM  Orlando,  Fla.— Granted  license  to 

make  changes  in  transmitting  equipment  and 
installation  new  type  ant. 
WHAN  Charleston,  S.  C— Granted  license 

covering  change  of  ant. -trans,  location  and  make 
changes  in  ant.  and  ground  system. 
WFLLr  Philadelphia,  Pa.— Granted  mod.  of  li- 

cense to  operate  main  trans,  by  remote  control 
using  directional  ant.  day  and  night;  conditions. 
WKVT  Brattleboro,  Vt.— Granted  mod.  of  cp 

to  change  studio  and  ant. -trans,  location. 
WVUE  Wilmington,  Del. — Granted  extension 

of  completion  date  to  2-13-59  (main  trans,  and ant.). 

WFIL  Philadelphia,  Pa. — Granted  authority  to 
operate  trans,  by  remote  control  using  direc- 

tional ant.  day  and  night;  conditions. 
Actions  of  August  8 

KBIQ  (FM)  Los  Angeles,  Calif— Granted  mod. 
of  cp  to  change  ERP  to  53  kw,  ant.  height  to  2,890 
ft.,  and  change  type  ant.;  remote  control  per- mitted. 
WAVE  Louisville,  Ky. — Remote  control  per- 

mitted using  directional  ant.  day  and  night; 
conditions. 
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Payable  in  advance.    Checks  and  money  orders  only. 

•  DEADLINE:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday  preceding  publication  date. 
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Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos,  etc.,  sent  to 

box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Openings  for  manager,  salesmen,  announcers  and 
engineer  at  new  5  kw  radio  station  in  Johnson 
City,  Tenn.  Address  P.  O.  Box  53,  Jonesboro, 
Term. 

Management 

Owner  of  profitable  fulltime  indie  single  station 
southwest  agricultural  market  wants  to  relax. 
Needs  responsible  man  capable  all  phases  includ- 

ing sales.  Choose  your  own  title;  all  owner  wants 
is  results.  Substantial  guarantee  plus  percent 
gross  will  exceed  10,000.  Town  is  20,000;  30-mile 
radius  100,000.  Personal  interview  required.  Send 
complete  details  first  letter.  Box  538F,  BROAD- CASTING. 

Manager  to  build  outstanding  independent  local 
operation.  Want  experienced,  capable,  ambitious 
person  of  good  character.  Straight  salary  or 
salary  and  profit  percentage.  Best  medium-sized Ohio  market.  Box  637F,  BROADCASTING. 

Sales 

Opportunity  radio  salesman.  Salary  plus  com- mission. Good  market.  ABC  Texas  station.  Box 
403F,  BROADCASTING. 

Young,  aggressive  sales  manager  needed  at  kilo- 
watt daytimer  in  southeast  coastal  Louisiana, 

rated  first  in  area.  No  board  work-protected  ac- 
counts. Market  potential  great  for  serious  work- 

er. 15%  commission  with  liberal  drawing  account. 
Many  sales  aids,  station  heavily  promoted — but no  salesman  to  handle  hundreds  of  accounts. 
Male  or  female  considered.  Strictly  a  working 
job  at  a  progressive,  respected  and  accepted  sta- 

tion. Send  photo,  full  details  in  first  letter.  Box 
579F,  BROADCASTING. 

There's  a  wonderful  opportunity  in  cool  Colorado 
for  a  salesman  willing  to  work.  Guarantee  of 
$400  per  month  and  an  account  list  that  can 
make  real  money  for  you.  This  is  a  permanent 
connection  with  the  top  station  in  town.  Send 
full  information  and  references.  Box  590F, 
BROADCASTING. 

Kentucky  station  needs  aggressive  salesman. 
Salary,  commission.  Some  air  work  if  wanted. 
Full  details  first  letter.  Box  594F,  BROADCAST- ING. 

New  York  state  tv  station  wants  an  experienced 
radio  salesman,  interested  in  moving  into  televi- 

sion. NBC  affiliate.  On  air  accounts  to  start.  Base 
plus  commissions.  Write  giving  full  resume  to 
Box  609F,  BROADCASTING. 

Experienced  sales  manager  wanted  in  north- 
western college  town  of  40,000,  single  station 

market  of  150,000.  Must  be  high  grade  man  and  a 
good  worker.  Salary  and  percentage  of  profits. 
Box  621F,  BROADCASTING. 

California,  KCHJ,  Delano.  Serves  1,300,000.  In- 
creasing sales  staff. 

Growing  station  group  has  good  paying  job  open 
with  top  station  in  area  for  experienced,  hard 
working  salesman.  Guarantee  open  depending  on 
experience  and  ability,  plus  commission.  Ad- 

vancement opportunity  dependent  on  perform- 
ance. Only  sober,  permanent  salesman  need  ap- 

ply. Reply  to  Riley  Gibson,  Radio  Station  KXO, 
El  Centro,  Calif. 

Kentucky.  Good  sales  opportunity  with  aggres- 
sive, growing  organization.  Send  resume,  ref- 

erences, earnings  requirements.  Radio  WBLG, 
Box  1417,  Lexington. 

Announcers 

Florida.  Need  experienced  personality  pop  dj. 
Above  average  salary.  Promotion  minded  station. 
Send  tape,  background.  Box  750E,  BROADCAST- ING. 

Negro  dj — southerner  only — religious  or  R&B — 
America's  highest  audience  rated  negro  group. Picture,  tape,  letter  Box  903E,  BROADCASTING. 

Girl,  experienced  staff  announcer,  Pauline  Fred- 
erick voice  quality  and  diction.  Apply  NBC  In- 

termountain  station.  Box  331F,  BROADCASTING. 

Announcer-first  phone — a  wonderful  opportunity 
for  a  young  man  looking  for  a  good  starting 
salary,  plus  permanent  location — 5000  watt  South 
Georgia  station.  Box  345F,  BROADCASTING. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Desire  football  announcer  plus  staff  duties.  Tell 
all.  Texas  station.  Box  402F,  BROADCASTING. 

Newsman — First  phone  for  top-rated  midwest 
station  to  start  September  1,  1958.  Duties  are  de- 

voted exclusively  to  news.  Need  resume,  tape 
and  photo  at  once.  Box  470F,  BROADCASTING. 

Opening  September  15  for  stable  experienced 
staff  announcer,  morning  shift.  Dignified  news, 
friendly  commercials.  No  characters  or  funny 
men.  Small  market  northern  South  Carolina.  Box 
472F,  BROADCASTING. 

50,000  watt  CBS  station  needs  personality  now 
to  spin  country  records  and  do  staff  work.  Should 
have  experience  and  good  recommendations. 
Send  photo,  resume  and  tape  showing  versatility. 
Salary  commensurate  with  ability.  Box  480F, 
BROADCASTING. 

Leading  eastern  independent  contemplating  girl 
disc  jockey.  Must  be  experienced.  Now  accepting 
audition  tapes.  Include  resume  and  recent  photo. 
Box  509F,  BROADCASTING. 

Need  announcer  with  2  years  experience  for  staff 
of  metropolitan  area  station.  Good  salary  and 
conditions,  an  excellent  chance  of  advancement 
within  our  expanding  chain.  Send  tape,  photo, 
resume  and  references.  Box  547F,  BROADCAST- ING. 

Announcer,  first  ticket  for  Wisconsin  lakeshore 
daytimer.  Box  571F,  BROADCASTING. 

Announcer-salesman,  experienced,  for  daytimer 
in  almost  untapped  market,  Florida  lower  east 
coast.  Box  588F,  BROADCASTING. 

Kentucky  station  needs  good  announcer.  Begin- 
ner with  strong  possibilities  acceptable.  Prefer 

Kentuckian.  Full  details  first  letter.  Box  595F, 
BROADCASTING. 

Group  of  single  market  stations  in  Texas  need 
following:  newsman  with  announcing  experience, 
and  announcer-salesman  and  a  straight  an- 

nouncer. Stations  are  under  one  ownership  and 
offer  chance  to  advance  if  you  like  smaller  mar- 

kets with  one  station.  Box  613F,  BROADCAST- 
ING. 

Staff  averages  more  than  three  years  with  sta- 
tion. Seeking  competent  night  man,  preferably 

with  first  phone  license,  good  voice,  knowledge 
of  commercial  music.  Might  consider  exceptional 
announcer  plus  ticket  man.  Box  614F,  BROAD- 
CASTING. 

New  Florida  independent  seeks  announcer-sales- 
men. Send  tape,  background,  picture,  references. 

Immediate  employment.  Experienced  men  only. 
Box  615F,  BROADCASTING. 

Maryland  independent  wants  experienced  staff 
announcer  for  morning-afternoon  disc  shows. 
Box  638F,  BROADCASTING. 

Announcer-lst  phone.  No  maintenance,  two 
weeks  vacation,  health  insurance,  new  studio 
and  equipment.  Mobile  units,  air  and  auto.  Adult 
programming,  start  at  $433.00.  Need  immedately. 
Phone  Mr.  Jae,  KHMO,  Hannibal,  Missouri. 

Have  immediate  opening  for  combo  man  with 
first  ticket.  Good  hours,  good  pay  for  good  voice. 
Write  resume  with  salary  requirements.  Send 
tape  to  KLIN,  Lincoln,  Nebraska. 

Have  immediate  opening  for  announcer  with 
news  experience  also  for  an  announcer-salesman. 
If  interested  contact  Clint  Formby,  KPAN,  Here- 

ford, Texas. 

Wanted:  Announcer  for  a  1000  watt  independent 
in  city  of  12,000  in  southwest.  Prefer  an  experi- 

enced radio  man  with  knowledge  of  music,  news 
and  sports.  Car  necessary.  Salary  open.  Some 
talent  fees.  Send  full  information,  photo,  tape 
and  references  to  KSCB,  Liberal,  Kansas. 

Live  in  the  majestic  Ozarks.  We  need  good  all- 
around  announcer,  small  market,  excellent  rec- 

reational area.  Call  or  send  tape.  Mel  Lymbery, 
KTCN,  Berryville,  Arkansas.  (Daytimer). 

Immediate  opening  two  jocks  to  $100  weekly. 
WSSB,  Durham,  N.  C.  Send  tape. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Immediate  opening  for  experienced  staff  an- 
nouncer, opportunity  to  sell.  Send  photo,  tape 

and  complete  details  in  first  letter.  WAFC, 
Staunton,  Virginia. 

Mississippi.  Experienced,  preferably  southerner, 
for  fulltime  network  station.  Must  be  settled, 
mature,  community-minded,  and  available  by 
September  1st.  WAZF,  Yazoo  City,  Miss. 

Happiest  gang  in  radio  needs  pop  music  man  to 
join  immediately.  First  ticket  preferred  but  not 
necessary.  Rush  tape,  resume  to  Frank  Michaels, 
WBUZ,  Fredonia,  New  York. 

WFRL,  Freeport,  Ulinois  has  immediate  opening 
for  experienced  staff  announcer.  48-hour  week, 
overtime  over  40  hours.  Paid  vacations,  free 
insurance,  morning  shift,  daytime  operation. 
Write  or  call  Bud  Walters. 

Announcer  wanted  for  Virginia  ABC  affiliate. 
Run  own  board,  do  commercials  that  sell,  some 
news  and  special  events.  Opportunity  to  increase 
earnings  by  selling  accounts.  Send  picture,  re- sume and  tape  to:  Preston  Young,  WHLF,  Box 
490,  South  Boston,  Virginia. 

Immediate  opening  for  top  flight  personality  type 
announcer.  Rush  experience,  tape,  photo,  proof 
of  performance  to  Bill  Frosch.  WISH,  Indianap- 

olis, Indiana. 
Near  Cleveland,  need  versatile  announcer  for 
personal  appearances  adult  and  teen  dj  shows, 
news.  Must  have  two  years  commercial  experi- 

ence. Excellent  opportunity,  salary  open.  Per- 
sonal audition  necessary.  Send  tape  with  news 

spots  and  ad  lib,  or  phone  for  appointment. 
WPVL,  Painesville,  Ohio. 

Combo  man  with  first  class  ticket  for  medium 
sized  mid-west  market.  Good  announcer  neces- 

sary, very  little  engineering.  Must  know  produc- tion. Send  resume  of  experience,  family  status, 
salary  requirements  and  audition  to  John  Harvey, 
WRRR,  113  S.  Court  Street,  Rockford,  Illinois. 

Immediate  opening  two  jocks  to  $100  weekly. 
WSSB,  Duiham,  N.  C.  Send  tape. 

Announcer  for  morning  shift.  Minimum  experi- 
ence one  year.  Music,  news  format.  No  nifty 

fifty.  Agricultural  area.  Our  credit  good,  expect 
yours  same.  Send  educational  background,  tape, 
photo  and  resume.  Good  pay  for  right  adult. 
Mervin  V.  Ling,  Inland  Broadcast  Co.,  Rupert, 
Idaho. 

Technical 

Chief  engineer  for  brand  new  directional  day- 
timer  in  Pittsburgh  area  one  of  growing  chain. 
All  new  equipment  with  excellent  layout.  Excel- 

lent salary  and  working  conditions.  No  an- 
nouncing required.  Personal  interview  necessary. 

Box   180F,  BROADCASTING. 

Combo  man-lst  class  ticket  with  some  announc- 
ing. Immediate  opening.  Box  493F,  BROAD- CASTING. 

Leading  eastern  independent  seeking  first  class 
engineer  capable  of  assuming  complete  respon- 

sibility of  chief  and  minimum  of  air  work.  Send 
resume,  tape  and  recent  photo.  Box  510F, 
BROADCASTING. 

Chief  engineer  to  maintain  250  w  Virginia  am 
using  remote  control.  Announcing  ability  pre- 

ferred but  not  necessary.  Send  complete  back- 
ground information  with  references,  etc.  This  is 

an  immediate  and  permanent  opening  for  the 
right  man.  Box  525F,  BROADCASTING. 

Engineer,  1st  phone  ticket,  directional  qualifica- tions. Northern  Michigan.  Minimum  announcing 
duties.  Good  starting  pay.  Box  622F,  BROAD- CASTING. 

First — combo-experience,  audition,  resume.  Pa- 
cific northwest.  Box  624F,  BROADCASTING. 

Wonderful  opportunity  for  a  good  combo  man 
who  is  a  good  engineer  with  first  class  ticket, 
who  has  a  good  voice  who  would  like  to  move 
into  tv.  Make  a  good  living  with  a  permanent 
job,  then  send  resume,  pic  and  tape  to  Chief  En- 

gineer, KCKT-KGLD,  Great  Bend,  Kansas.  No 
drunks  or  drifters. 
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Technical Sales 

RADIO 

Situations  Wanted — (Cont'd) 

WIIN,  Biltmore  Hotel  Arcade,  Atlanta,  Georgia. 

Engineer  wanted,  5000  watt  am  station  and  large 
fm  station.  Must  be  familiar  with  all  types  of 
eauipment.  Prefer  man  with  knowledge  of 
multiplexing.  Write  WGH  Radio,  Norfolk  or 
Newport  News,  Virginia.  

Production-Programming,  Others 

Mr  News  Director,  this  ad  will  run  until  we  find 
the  right  man.  We  need  a  newsman  who  gets 
behind  the  surface  news;  who  knows  what  s  go- 

ing on.  News  in  depth  is  our  most  important 
service  Good  salary  and  facilities.  Write  Box 
179E.  BROADCASTING.  __ 

Metropolitan,  top  rated  independent  needs  sharp 
traffic  director.  Unlimited  opportunity.  Im- 

mediate opening.  Rush  complete  details.  Box 
802E,  BROADCASTING.  

ProducUon  director  modern  radio.  Top  indie,  top 
ten  market.  Storz,  Bartell,  Plough,  McLendon, 
nr  similar  experience  required.  Fantastic  oppor- 

tunity Rush  tipe.  Box  W.  BROADCASTING. 

$6000  per  year  for  news  director  with  know  how 
to  do  a  complete  job.  Established  news  minded 
station  will  provide  the  working  tools,  you  pro- 

vide the  knowledge  and  interest.  Full  details  to 
Box  318F,  BROADCASTING.  

News  director.  Must  be  able  to  take  full  charge 
of  department,  with  heavy  news  schedule;  be 
thoroughly  experienced  in  local  reporting,  have 
an  authoritative  style  and  able  to  direct  other 
news  personnel.  Leading,  north  central  regional, 
in  major  market.  Salary  and  working  conditions 
above  average.  Will  only  consider  applicants  with 
successful  background  in  similar  position.  Reply 
in  detail,  giving  past  experience,  salary  expected, 
and  attach  small  photo,  which  will  not  be  re- 

turned Confidential.  Box  515F,  BROADCAST- ING. 

One  news  director  and  one  announcer-copy- 
writer. 500  watt  daytimer.  Some  experience  nec- 
essary. Newsman  must  be  able  to  gather,  write 

and  air  local  news  and  sports— no  play-by-play 
necessary.  Good  community,  very  little  night 
work.  No  floaters.  KCHE,  Cherokee,  Iowa. 

Newsman  wanted.  Need  experienced  reporter  to 
gather,  write,  and  deliver  news  on  radio  and 
sometimes  on  television.  Must  be  college  gradu- 

ate, preferably  with  journalism  degree,  and  have 
at  least  two  years  of  actual  experience.  AFTRA 
scale  is  $126  weekly  plus  fees.  Attractive  retire- 

ment and  insurance  plans.  Good  working  condi- 
tions. Send  all  information,  tape,  and  snapshot  to 

Claude  Dorsey,  News  Director,  KMBC,  Kansas 
City  5,  Missouri. 

Sharp  gal  for  hot  indie  in  traffic  and  continuity. 
Details  and  photo.  KOBY,  San  Francisco,  Calif. 

Wanted — program  director-announcer,  top  voice 
required.  Apply  Byron  McElligott,  KSDN,  Aber- deen, South  Dakota. 

Newsman.  Radio  and  television,  capable  leg  and 
airman  with  small  market  station  experience, 
who  can  gather,  write,  and  air  news;  journalism 
education  background  preferred;  married;  vet- 

eran; stable  and  dependable  with  good  refer- 
ences; one  who  wants  a  permanent  berth  in  a 

news  department  which  has  twice  received  na- tional recognition.  Scale  starts  at  $85  for  40 
hours.  Salary  commensurate  with  experience 
and  ability.  Write  or  phone  W.  P.  Williamson, 
WKBN,  Youngstown,   Ohio,   STerling  2-1145. 

RADIO 

Situations  Wanted 

Management 

Manager,  assistant  manager  or  sales  manager. 
Small  to  medium  market.  Box  573F,  BROAD- 
CASTING. 

Manager-experienced  all  phases,  presently  sales 
management.  Family  man,  that  desires  perma- 

nent opportunity.  Full  details  immediately.  Box 
587F,  BROADCASTING. 

Highest  industry  records  in  radio  sales  expan- 
sion. Twenty  years  operations  and  management. 

Special  assignments  considered.  Box  611F, 
BROADCASTING. 

Sales  manager,  suitable  good  sized  market;  local 
and  national  assignment.  Box  627F,  BROAD- 
CASTING. 

What  value  versatility?  Marginal  operation  man- 
agement experience.  Major  market  quality  and 

experience  sales,  engineering,  announcing.  Want 
purchase  plan,  some  money.  Family,  38.  Prefer 
Rockies,  but  go  anywhere  for  station.  Box  631F, 
BROADCASTING. 

Go-getter,  experienced,  seeking  good  potential. 
Prefer  deal  including  air  work.  Can  run  own 

board.  All  around  man— what  you're  looking  for. Box  305F,  BROADCASTING.  

Have  guts,  will  travel— Experienced  radio-tv 
salesman  desires  position  with  Wisconsin  station 

in  sales,  managerial  capacity  or  will  travel  mid- 
west for  film  syndicate.  Box  499F,  BROADCAST- 
ING.  

Announcers 

Negro  deejay,  good  board  man,  fast  patter, 
smooth  production.  I'm  the  one  you're  looking 
for.  Tape  and  resume.  Box  303F,  BROADCAST- ING. 

Girl  dj  announcer.  Go  anywhere.  Ready  now. 
Run  own  board.  Can  sell  too.  Steady,  no  bad 

habits.  Love  to  build  audiences  and  grab  ac- 
counts. Tape  and  resume.  Box  304F,  BROAD- 

CASTING.  

Personality-dj,  strong  commercials,  gimmicks, 
etc.,  run  own  board.  Steady,  eager  to  please.  Go 
anywhere.  Box  313F,  BROADCASTING.  

Top  top-40  morning  man  for  a  top  ten  market. 
We  hired  a  high-rated  morning  man  with  a  most 
impressive  "top-40"  station  track  record  A 
change  in  our  programming  policy  put  this 
talented  man  in  a  creative  straight-jacket.  If  you 
are  looking  for  a  zany,  loyal,  hardworking  per- 

sonality, we  will  put  in  a  good  word  for  him  and 
he  in  turn  will  send  you  tapes,  resume  and 
other  supporting  documentation.  Station  Man- ager, Box  466F,  BROADCASTING. 

Versatile,  experienced  announcer  available  two 
week's  notice.  Ohio,  northern  Kentucky  area. 
Box  495F,  BROADCASTING. 

Midwestern  sports  announcer,  three  years  ex- 
perience, also  staff  and  dj  background.  Presently 

emploved.  Will  travel.  Box  505F,  BROADCAST- ING.  

Sportscaster-staffer.  Football,  basketball,  base- 
ball. Two  years  commercial  experience  with  1000 

watt  daytimer.  University  of  Alabama  graduate. 
Prefer  south.  Box  519F,  BROADCASTING. 

Minneapolis,  St.  Paul  area.  Two  years  experi- ence. Married,  two  children.  Currently  employed, 
best  references.  Box  521F,  BROADCASTING. 

1st  phone.  Announcer.  29.  Married,  2  children.  5 
years  experience.  Seeking  permanency  and  fu- ture. Prefer  west.  Box  522F,  BROADCASTING. 

Hot  2-man  team:  Inimitable.  Try  O'Shea  and 
Rose  for  laughs.  Box  524F,  BROADCASTING. 

Announcer-dj,  excellent  news,  offers  2^2  years 
experience  for  good  paying  job  medium  or  large 
market.  Now  employed.  References.  Prefer  sw 
Penna.,  but  will  go  anywhere  if  the  price  is 
right.  Box  531F,  BROADCASTING.. 

Experienced  announcer  with  professional  de- 
livery to  commercials,  disc  jockey  and  news. 

Box  546F,  BROADCASTING. 

2%  years  radio,  tv  experience.  DJ,  news,  com- 
mercials. Desire  radio  or  radio-tv  position.  Avail- 

able immediately.  Box  576F,  BROADCASTING. 

Announcer;  4  years  experience,  desire  position 
offering  advancement,  capable,  cooperative,  BA, 
22,  married.  Box  577F,  BROADCASTING. 

Travel  anywhere,  strong  commercial,  news, 
young  veteran,  married,  run  any  board.  Salary 
secondary.  Box  583F,  BROADCASTING. 

Ideas-disc  jockey-sales-promo  gal  dynamo.  That 
me!  Box  584F,  BROADCASTING. 

Recent  broadcasting  school  graduate.  Versatile 
all  phases,  strong  on  sports.  Family.  Available 
September  15.  Tape  available.  Box  586F, 
BROADCASTING. 

Sportscaster-staff.  7  years  experience.  Strong 
play-by-play.  Desire  relocate,  sports-staff  con- 

nection, heavy  sports  station.  Box  592F,  BROAD- CASTING.   

Announcer-dj  with  excellent  voice  and  ability. 
Negro.  No  accent.  Box  597F,  BROADCASTING. 

Ten  year  veteran  play-by-play  man  with  ex- 
perience all  phases  of  broadcasting  including 

production  spots  and  sales  seeking  good  future. 
Box  598F,  BROADCASTING. 

Announcer-dj,  10  years  experience.  All  phases 
broadcasting  including  program  director.  Desire 
permanency,  opportunity.  Will  travel.  Box  599F, 
BROADCASTING. 

Give  me  a  chance.  Looking  for  opportunity.  10 
years  in  radio,  programming,  announcing,  sales, 
copy,  promotion.  Want  management  of  small  sta- tion on  percentage  basis.  Can  do  the  job!  Just 
need  chance.  Box  600F,  BROADCASTING. 

Announcers 

$100  weekly,  announcer  newscaster,  one  year  ex- perience tv  potential,  prefer  midwest  major 
market.  Box  601F,  BROADCASTING. 

Fine  sports-newscaster,  disc  jockey.  Solid  ex- 
perience. Top  references.  Family.  Box  604F, BROADCASTING.  

Offer  knowledge  of  good  music  plus  5  years  ex- 
perience. Presently  Virginia.  Wife-seeking  per- 
manency. Box  605F,  BROADCASTING. 

Announcer-news;  presently  employed  in  large 
midwest  metropolitan  market  looking  for  ad- 

vancement. Strong  in  news,  sports,  announcing, 
good  delivery,  deep  authoritative  voice,  single, 
veteran,  26,  'college  grad.  B.A.  in  Journalism, minimum  $110.  Prefer  midwest  or  west  coast 
metropolitan  market.  Can  do  tv.  Good  appear- 

ance. Available  immediately.  Box  606F,  BROAD- 
CASTING. 
Announcer-first  phone.  Much  experience.  Good 
voice.  Presently  employed.  Desire  near  twin- cities.  Family.  $100.00  minimum.  Box  607F, 
BROADCASTING. 

First  phone  announcer.  Midwest.  Presently  em- 
ployed on  a  powder  keg.  Good  announcer.  Good 

engineer.  Good  for  your  station.  Considering  any 
situation  with  college  facilities.  Married,  mature, 
capable.  Let's  talk.  Box  610F,  BROADCASTING. 
I  am  a  young  disc  jockey,  who  is  ready  to  be- 

come a  personality.  If  you're  a  good  station  and 
can  offer  a  good  opportunity,  I'd  like  to  work  for 
you.  I  know  good  radio,  and  won't  work  for 
next  to  nothing.  I'll  give  you  good  work  and solid  experience  and  references.  Write  Box  617F, 
BROADCASTING. 

Young  graduate  experienced  sportscaster  desires 
career  position  with  sports  minded  station.  Avail- 

able for  up-coming  football  and  basketball  sea- 
son. Prefer  east  but  will  consider  any  locale.  All 

particulars  available  upon  request.  Box  618F, 
BROADCASTING. 

Radio-speech  degree.  Two-station  experience. 
Strict  Christian  principles.  Box  619F,  BROAD- 
CASTING. 
Sports  announcer  football,  basketball,  baseball. 
Seven  years  experience.  Finest  references.  Box 
620F,  BROADCASTING. 

Announcer-dj;  experienced;  ready  for  larger 
market.  Music,  news,  sales.  Box  625F,  BROAD- CASTING. 

Two-man  "dj"  show,  have  the  experience,  ma- 
ture, family  men.  We  can  get  audiences,  sell 

the  product.  Contact  us  now.  Box  628F,  BROAD- 
CASTING. 

Smooth,  relaxed  dj  style  good  news,  three  years 
experience  looking  for  medium  market.  Box 
629F,  BROADCASTING. 

Willing  to  work  hard  to  build  and  keep  audience. 
3  years  experience  in  all  phases.  Box  632F, 
BROADCASTING. 

Save  me  from  the  unemployment  lines.  An- 
nouncer, dj,  news,  sports,  operate  board,  sales. 

Box  634F,  BROADCASTING. 

Newsman-announcer,  six  years  experience,  fine 
voice,  references.  First  phone.  Tape.  Box  640F, 
BROADCASTING. 

Ace  sportscaster,  salesman,  announcer,  newsman. 
Call  Basil  DeSoto,  Crestview  5-8592,  1801  Cold- 
water  Canyon,  Beverly  Hill,  California. 

Working  pd  in  network  affiliate  wants  staff  or 
news  position  in  larger  station.  Presently  em- 

ployed -dj  news  feature  shows.  Can  gather  and write  local  news.  Nick  Alexander,  Fairfield, 
Iowa. 

Announcer,  1st  phone.  2  years  experience.  Prefer 
-west.  Rod  Mitchell,  575  Bailey  Ave.,  Mt.  View, 
California.  Phone  YO  7-3615. 

Technical 

Ambitious  chief  engineer,  11  years  broadcast  ex- 
perience. All  phases  am  and  fm.  Not  afraid  of 

hard  work.  Desires  chance  to  prove  ability  at 
progressive  station.  No  announcing.  Box  460F, 
BROADCASTING. 

Chief  engineer/assistant  manager  presently  em- 
ployed, 14  years  experience  all  phases  radio,  will 

build  your  station  or  rebuild  to  delivery  signal 
quality  and  punch  to  complete  in  the  toughest 
market.  All  reasonable  offers  considered.  Box 
578F,  BROADCASTING. 

Engineer  with  strong  technical  background  is 
looking.  First  phone.  2  years  commercial  am-fm 
and  tv  experience.  Have  excellent  voice,  willing 
to  announce.  What  do  vou  offer?  Box  580F, 
BROADCASTING. 

Experienced  first  phone  engineer.  Studio  or 
transmitter.  Good  announcer.  Single,  27,  ham. 
Prefer  northeast,  mid-Atlantic.  Box  582F, 
BROADCASTING. 
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Situations  Wanted — (Cont'd) 
Technical 

Young  veteran  with  first  phone  and  studio  train- ing desires  to  break  into  tv  or  radio.  Box  585F, 
BROADCASTING. 

First  phone,  experienced,  mature,  astemious, 
married.  Fair  announcer,  good  news  delivery. 
Tape  available.  Please  write  Box  593F,  BROAD- CASTING. 

Experienced  engineer-announcer-salesman  first 
class  license  plus  engineer  degree.  Box  596F, 
BROADCASTING. 

Dear  Employer:  This  will  serve  to  introduce  Mr. 
John  Gonzales,  who  has  been  in  our  employ  for 
the  past  two  years.  Because  of  a  re-alignment of  our  broadcast  day,  which  involved  deletion 
of  the  1:00  a.m.  to  6:00  a.m.  shift,  it  was  with 
great  reluctance  and  regret,  we  terminated  the 
services  of  Mr.  Gonzales.  We  would,  without 
hesitation,  re-engage  him  if  future  circumstances 
allow  us  to  re-initiate  all  night  programming 
and  he  were  then  disposed  to  return  to  this 
area.  As  an  employee  and  more  particularly,  as 
an  individual,  we  highly  recommend  Mr.  Gon- zales. His  services  with  this  station  have  been 
eminently  satisfactory;  his  moral  character  and 
professional  ability  is  of  the  highest  calibre. 
Contact  John  B.  Gonzales,  Radio  Station  WORC, 
Bancroft  Hotel,  Worcester  3,  Mass. 

Married,  have  first,  will  travel,  have  training. 
Need  experience,  radio  or  television  engineer. 
Jean  Pijanowski,  567  N.  Oakland,  Pasadena, 
California. 

First  phone — 10  years  radio,  two  tv  in  midwest. 
James  Swanson,  1221  Peck,  Muskegan,  Michigan. 

Production-Programming,  Others 

Production  director,  Bartell  experience.  If  you 
can  find  a  better  one — hire  him!  Box  497F, 
BROADCASTING. 

Woman  copy  director,  single,  moving  southern 
California,  September — thoroughly  experienced, 
vears  with  top  eastern  independent.  Box  589F, 
BROADCASTING. 

Copywriter-male,  two  years  college,  broadcast 
school,  4  years  experience.  Employed.  Relocate 
solid,  "going",  small  station  with  opportunities. Car,  single  travel.  Westerner,  prefers  west.  Good 
"first"  copy.  Samples,  final  "move"  if  right  spot. Box  603F,  BROADCASTING. 

Girl  secretary-dj.  5  years  experience  network 
and  advertising  agency,  New  York.  Interested 
in  Florida  station.  Box  630F,  BROADCASTING. 

Newsman  for  two  years.  Gather,  write  and  read. 
Good  voice  and  references,  tape.  Box  639F, 
BROADCASTING. 

Trade  11  years  radio-tv  experience  for  regular 
40  hours,  future,  no  Sundays  or  holidays.  Box 
641F,  BROADCASTING. 

Girl  copywriter,  25,  single,  car,  6  years  experi- ence. Box  642F,  BROADCASTING. 

TELEVISION 

Help  Wanted 

Sales 

Dominant  CBS  station  in  southeastern  market  of 
over  500,000  homes  has  rare  opening  for  ex- 

perienced local-area  salesman.  Our  retail-area 
sales  are  an  important  part  of  our  business. 
Good  base,  plus  attractive  commission  plan  per- 

mits you  to  build  your  income.  Present  account 
list  will  be  turned  over  by  current  salesman 
who  is  being  promoted  to  local  sales  manager. 
Want  family  man  with  desire  to  work  and  make 
money.  If  your  record  will  stand  thorough  in- 

vestigation please  write,  sending  complete  de- 
tails including  sales  record  and  picture  first 

letter.  Box  445F,  BROADCASTING. 

Announcers 

Experienced  tv  announcer  wanted.  Send  tape, 
picture,  and  complete  information  to  Don  Stone, 
KTIV,  Sioux  City,  Iowa. 

TV  news  opportunity.  VHF  network  affiliate 
needs  experienced  newsman  for  on-camera  work. 
Outstanding  opportunity.  Send  full  particulars  to 
KWWL-TV,  Waterloo,  Iowa. 

Technical 

Engineers  for  studio,  transmitter  or  remote  unit. 
Full  power,  well  equipped  educational  vhf  mid- 
south.  Box  358F,  BROADCASTING. 

Help  Wanted— (Cont'd) 
Technical 

Two  good  first  class  engineers  who  can  do  main- 
tenance have  a  year  or  two  experience  in  tv. 

Want  to  improve  themselves.  Should  be  familiar 
with  control  room  techniques.  Good  salary  for 
good  men.  If  you  are  good,  then  send  resume  to 
Chief  Engineer,  KCKT-KGLD,  Great  Bend, Kansas. 

Production-Programming,  Others 

Excellent  opportunity  for  news  director  radio 
and  tv,  seven-man  department,  equipped  with 
Western  Union  weather,  news  wires,  mobile  unit, 
portable  recorders  and  beeper.  Photo  department 
for  still  and  film  pics.  Send  tape,  photo,  examples 
of  work  and  salary  requirements  plus  complete 
background.  Box  401F,  BROADCASTING. 

An  announcer  and/or  director  for  full  power  vhf. 
Experienced.  References  required.  South.  Box 
572F,  BROADCASTING. 

Experienced  copywriter — Selling  copy  with  good 
mastery  of  tv  technique.  Two  in  department. 
Salary  open.  Send  samples,  resume.  Program 
Manager,  WFIE-TV,  Evansville,  Indiana. 

TELEVISION 

Situations  Wanted 

Announcers 

2  years  on  camera  commercial  experience.  Avail- 
able immediately.  Box  602F,  BROADCASTING. 

Need  a  tv  staff  announcer?  Present  employer,  my 
wife  and  maid  say  I'm  good.  Booth,  on-camera news  and  commercials.  6  years  radio,  IV2  years 
tv.  IY2  children.  Some  college,  $90,  tape,  photo, 
resume.  East,  southeast.  Box  612F,  BROADCAST- ING. 

Announcer,  producer.  TV,  film,  radio  experience. 
News,  sports,  commercials,  versatile.  Box  626F, 
BROADCASTING. 

Technical 

1st  phone,  6  years  am-fm-tv,  desires  position  in 
Florida,  in  radio  or  television.  Married  and  re- 

liable. Box  409F,  BROADCASTING. 

TV  engineer  three  years  experience.  All  phases 
studio  operation,  prefer  west.  Box  467F,  BROAD- 
CASTING. 

Studio  chief,  nine  years  experience,  thoroughly 
versed  in  all  phases  of  engineering,  desires 
change.  Best  references  on  character  and  abil- 

ity. Box  574F,  BROADCASTING. 

Chief  or  assistant  chief — ten  years  experience, 
am-fm-tv.  Including  two  years  am  chief  and  five 
years  of  maintenance  and  installation  of  tv 
studio  and  xmtr.  equipment,  with  facilities  for 
live,  film,  and  net  color.  Prefer  a  permanent 
location  east  of  the  Mississippi.  Box  575F, 
BROADCASTING. 

First  phone.  Television;  studio,  transmitter  op- 
eration and  maintenance.  Am-fm  radio.  Box 

581F,  BROADCASTING. 

TV  studio  engineer:  ten  years  all  phases  studio 
operation.  Strong  on  remotes,  maintenance  and 
economical  operation,  some  color.  Will  take  best 
offer,  anywhere.  Box  616F,  BROADCASTING. 

Situations  Wanted — (Cont'd) 
Technical 

TV  tech  with  first  phone,  having  limited  ex- perience. Available  immediately  and  willing  to 
travel.  Good  man.  Draft  exempt.  Resume  on 
request.  Box  633F,  BROADCASTING. 

Production-Programming,  Others 

News  director,  radio  station,  wants  to  return  to 
tv.  8  years  experience  radio-tv  reporter,  writer, 
film  editor,  newscaster.  B.S.,  M.S.  degrees  in 
journalism.  Box  507F,  BROADCASTING. 

Producer-director,  26,  single,  wants  to  relocate, 
large  market.  Wide  directing  experience.  Former 
photographer,  announcer,  news  director,  produc- tion manager,  coordinator.  First  phone.  More 
than  a  button  pusher.  Knows  film  too.  Prefer 
directing  and/or  producing  for  station  active  in 
live  programming;  or  agency  doing  film  or  live 
production.  Available  immediately  for  interview. 
Box  512F,  BROADCASTING. 

Newsman.  Experienced  tv  news  reporter,  cam- 
eraman, film  editor,  27,  vet,  degree.  Single.  Best 

network  operation  references.  Prefer  west  coast. 
Box  591F,  BROADCASTING. 

Production  manager-director  presently  employed 
but  wants  bigger  market.  8  years  experience  in 
all  phases  of  program  and  production.  34  years 
old,  family  man,  college  graduate.  References 
if  requested.  Box  636F,  BROADCASTING. 

FOR  SALE 

Stations 

Northwest  1  kw  daytimer,  isolated  market.  Pres- 
ently grossing  in  excess  of  $50,000  annually.  Ex- 

cellently equipped.  Priced  for  quick  sale  at 
$37,500  cash.  Price  includes  accounts  receivable 
of  $6,000.  Box  643F,  BROADCASTING. 

Nevada  top-market  kilowatt  $40,600  down.  Wilt 
Gunzendorfer  and  Associates,  8630  W.  Olympic, 
Los  Angeles. 

Carolinas  medium  market  stations  (2),  $75,000, 
terms  on  one  or  part  interest  in  other  for  $25,- 
500.  Chapman  Company,  1182  West  Peachtree, Atlanta. 

Have  many  buyers,  and  syndicates.  21/2%  com- 
mission if  you  list  exclusive  with  us.  Lee  Hol- 

lingsworth,  Lie.  Bkr.,  514  Hempstead  Ave.,  W. 
Hempstead,  N.  Y. 

California  fm  stations  (2),  $100,000,  terms,  or 
part  interest.  Chapman  Company,  33  West  Mich- 
eltorena,  Santa  Barbara,  California. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  6381  Hollywood  Blvd., 
Los  Angeles,  Calif. 

Southwest  small  market  stations  (2),  $25,000, 
$30,000,  terms.  Chapman  Company,  1182  West 
Peachtree,  Atlanta. 

Norman  &  Norman,  Inc.,  510  Security  Bldg., 
Davenport,  Iowa.  Sales,  purchases,  appraisals, 
handled  with  care  and  discretion.  Experienced. 
Former  radio  and  television  owners  and  opera- tors. 

FOR  SALE 

PENNSYLVANIA  RADIO  STATION 

Long  and  well-established  250  watt  property 

Full  Time  —  major  network  affiliation 

Profitable  and  sizable  market 

Write  Box  635F,  BROADCASTING 

No  Brokers  Involved 
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FOR  SALE— (Cont'd) 
WANTED  TO  BUY 

TELEVISION 

Stations 

Florida  profitable  fm  station,  $20,000  down  pay- 
ment. $85,000.  total;  medium  market  station. 

$67,000  down  payment,  $236,250,  total;  small  mar- 
ket, $7,500  down' payment,  $33,000,  total.  Chapman Company,  1182  West  Peachtree,  Atlanta. 

Northwest  quarter-kilowatt  $33,000  down.  Wilt 
Gunzendorfer  and  Associates,  8630  W.  Olympic, 
Los  Angeles. 

Equipment 

1  RCA-fm  transmitter  BTF  3B  3  kw  with  addi- 
tional equipment  to  change  to  5  kw.  Like  new. 

$5000.  Also  frequency  and  modulation  monitor. 
Write  Box  469F,  BROADCASTING. 

Stainless  G-36  N.I.  tower,  second  hand.  Box  526F, 
BROADCASTING.   

400  foot  and  781  foot  pieces  Ta"  air  dielectric  70 ohm  co-axial  cable  65(*  foot  with  glass  seals  and 
pressure  meter.  Andrews  pump  with  drying  unit 
$16.00.  Two  Andrews  heavy  duty  type  872  sam- 

pling loops  at  $18.50  each.  Clarke  3:108  two  tower 
phasing  monitor,  clean  $220.00.  Box  623F,  BROAD- CASTING. 

1  kw  Gates  BC-1J  transmitter,  like  new.  KOKY. 
Box  1956.  Little  Rock,  Arkansas. 

Two  Presto  10-B  turntables  complete  with  cus- 
ton  cabinets  and  Western  Electric  9-A  head  and 
equalizers,  $125.00  each.  One  Rekokut  RDK  16 
two-speed  recording  table  with  RCA  72C  stand- 

ard 33 '/a  rpm  inside  out  cutting  lathe  equipped 
with  a  Presto  1-D  cutter  with  good  cabinet 
$200.00.  KRHD,  Duncan,  Oklahoma. 

Brand  new  30-50  megacycle  MR-10  monitoradio. 
Will  trade  for  more  sensitive  40-50  megacycle 
receiver  or  sell  for  $50.00  F.O.B.  KROX,  Crooks- 
ton,  Minn. 

Western  Electric  23  C  console  in  good  operating 
condition.  Has  two  spare  GE  turntable  pre-amps 
for  GE  type  cartridges.  First  check  for  $500  de- 

livers unit  and  original  instruction  book  to  your 
control  room.  WACE,  Chicopee,  Mass. 

RCA  76-B4  console  with  tubes,  power  supply, 
and  a  large  inventory  of  spare  parts.  One  RCA 
70-D  turntable  with  universal  head  and  BA-2C 
booster  amplifier.  Both  recently  removed  from 
service,  clean  and  in  good  working  order. 
$250.00.  WLEC,  Sandusky,  Ohio. 

5  kw  Western  Electric  am  transmitter,  model 
5c  modernized.  Old  but  clean  and  dependable. 
Make  offer.  George  P.  Rankin,  WMAZ,  Macon, 
Georgia. 

1 — 3  kw  Federal  (fm)  transmitter  in  A-l  condi- 
tion, tubes-complete  set  with  new  finals  and  FCC 

spares,  two  Bay  Andrews  antenna,  50'  of  3VB" 
co-ax.  Real  buy  $3,800.00.  Write  William  Emert. 
WPHB,  Philipsburg,  Penna. 

Television  monitors.  The  most  widely  accepted 
in  broadcasting  and  industrial  applications.  De- 

livered under  several  trade  names.  Tilted  front 
plug-in  construction.  8"— $195.00,  14"— $215.00,  17" 
—$219.00.  21"— $259.00.  Miratel,  Inc.,  1080  Dionne St.,  St.  Paul,  Minn. 

1  kilowatt  uhf  transmitter  convertable  to  any 
channel.  Any  reasonable  offer  considered.  Con- 

tact R.  L.  Stocklos,  10245  Imperial  Drive,  St. 
Louis  21,  Missouri. 

WANTED  TO  BUY 

Stations 

Principal  will  pay  legitimate  price  for  radio  sta- 
tion. Confidence  assured.  Reply  to  Box  570F, 

BROADCASTING. 

Capable  principle  wants  radio  station  in  Great 
Lakes,  middle  Atlantic  or  southwest  over  50,000 
homes  metropolitan  area.  Full  details.  Box  608F, 
BROADCASTING. 

Equipment 
Masnacord  PT6-R  or  J  amplifier.  Broadcast  type, 
standard  cabinet  racks,  77-inch  panel  space. 
Chief  Engineer,  WAND,  Canton,  Ohio.  
Win  trade  kvi  modulation  transformer  fur  l 
kw.  or  want  to  buy  at  good  price.  WAXE,  Vero Beach,  Florida.   

[)e-irers  for  GE  BY-4B  antenna,  write  or  rail 
Bob  Brown,  WDWS,  Champaign,  Illinois. 

Used  WX-2D  field  intensity  meter  and  3  used 
165  foot  guyed  towers.  Contact  Chief  Engineer, 
WFCR,  Fairfax,  Virginia. 

Two  used  240  foot  radio  towers  complete  with 
lighting  equipment.  State  condition  and  price 
in  reply.  Contact  Radio  Station  WJAZ,  P.O. 
Box  611.  Albany,  Georgia. 

Wanted:  Used  RCA  77D  microphone.  Can  use 
two.  Send  full  details.  Wally  Heider,  Sheridan, 
Oregon. 

Wanted:  Broadcast/recording  limiter,  fm  specifi- 
cations. Give  make,  model  and  price.  Sierra  Rec- 

ords, Box  111,  Sierra  Madre,  California. 

INSTRUCTIONS 

F.C.C.  first  phone  preparation  by  correspondence 
or  in  residence  classes.  Our  schools  are  located 
in  Washington,  Hollywood,  and  Seattle.  For 
details,  write:  Grantham  School,  Desk  2.  821 — 
19th  Street,  N.  W.,  Washington,  D.  C. 

FCC  first  phone  license  in  six  weeks.  Guaranteed 
instruction  by  master  teacher.  G.I.  approved. 
Phone  FLeetwood  2-2733.  Elkins  Radio  License 
School,  3605  Regent  Drive,  Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st  phone 
license.  5  to  6  weeks.  Reservations  required.  En- 

rolling now  for  classes  starting  Septem- 
ber 3,  October  29,  January  7,  1959  and  March  4, 

1959.  For  information,  references  and  reserva- 
tions write  William  B.  Ogden  Radio  Operational 

Engineering  School,  1150  West  Olive  Avenue, 
Burbank,  California. 

MISCELLANEOUS 

Bingo  Time  U.S.A.  1029-30  Equitable  Building 
Hollywood  and  Vine.  Printers  of  personalized 
Bingo  game  sheets  for  radio  and  television  pro- 

grams. We  also  print  in  colors,  a  patented  and 
copyrighted  Bingo  game  called  Kardo  in  3000 
game  sheet  series,  which  has  playing  card  sym- bols instead  of  just  numbers,  permitting  not 
only  the  playing  of  Bingo,  but  any  Poker  card 
hands  etc.,  the  announcer  may  call  for.  Prices 
are  $3.00  per  1000  game  sheets  imprinted  with 
your  art  copy.  Terms  one-third  with  order  on 
your  letterhead,  balance  on  delivery  of  three 
weeks.  Shipped  F.O.B.  Hollywood.  (Game  sheets 
have  I.B.M.  control  systems).  Write  P.  O.  Box 
1871,  Hollywood  28,  Calif.  Tel.  Hollywood  4-0141. 

RADIO 

Situations  Wanted 

BIG  JON  &  SPARKIE 
Ideal  Family  Listening  for 

Saturday  or  Sunday 
Details  and  Audition 

JON  ARTHUR 
1179  Colgate  Drive,  Pitcairn,  Pa. 

OPPORTUNITY— OVERSEAS 

KOREA 

RADIO  TRANSMITTER  ENGINEERS,  RADIO  STUDIO  ENGINEERS 
RADIO  PRODUCTION  SPECIALISTS 

Transmitter  Engineer — 8-10  years  experience  design,  building,  maintenance  radio  transmitting 
stations  and  networks,  to  advise  the  ROK  Government  in  these  matters  and  make  concrete  recom- 

mendations for  future. 
Radio  Studio  Engineer  8  to  10  years  experience  acoustics,  recorders  and  speech  equipment. 
Radio  Production  Specialist  not  less  10  years  experience  planning,  development  and  production  of 
radio  programs — produce  one  or  more  prototype  series  of  radio  programs. 
Men  selected  will  live  in  Korea  about  two  years.  They  and  their  families  will  be  flown  to  Korea  by first  class  commercial  air  routes. 
If  you  meet  these  qualifications  send  resume  of  experience  to:  Engleman  &  Co.,  Inc.,  2480 — 
16th  Street,  N.  W.,  Washington  9,  D.  C. 

Help  Wanted 

Production-Programming,  Others 

WANTED 

CREATIVE— EXPERIENCED 
LOCAL  TV  PROGRAM  EXECUTIVE 

Golden  opportunity  in  major  Eastern  market 
awaits  man  who  knows  every  phase  of 
local  TV  station  operation,  and  has  assist- 

ant and/or  program  manager  experience — 
thoroughly  schooled  in  live  studio  production. 
Must  have  a  thorough  knowledge  of  the 
major  feature  and  syndicated  TV  film  libra- 

ries— work  well  with  people.  The  position: 
Assistant  Program  Manager — Salary:  open. 

Box  555F,  BROADCASTING. 

TELEVISION 

Situations  Wanted 

Announcers 

<§> 
<§> 

<§> 

<§> 

<§> <§> 
<§> 

<§> 

<§> <§><§><§><§><§>  <§><§><§>< 

WANT  TO  HELP  
Two   fine,   versatile   on-camera   announcers  who 
are  being  cut  in  a  reorganization. 
Can  you  use  one  or  both? me  collect. Cecil   M.  Sansbury 

WSEE-TV 1220  Peach  St. 

Phone    No.    Erie  57575 

Call 

FOR  SALE 

Equipment 

WANTED  TO  BUY 

Stations 

Emanuel  Lazarus  Stone 

Planning  &  Public  Relations 
3220   Hudson   Blvd.,   Jersey  City New  Jersey 

Telephone  Swarthmore  5-0201 

6, 

TAPE  RECORDERS 
All  Professional  Makes 
New — Used — Trades 

Supplies — Parts — Accessories 
STEFFEN  ELECTRO  ART  CO. 

4401  W.  North  Avenue 
Milwaukee  8,  Wise. 

Uptown  1-8150  TWX:  MI-193 
America's  Tape  Recorder  Specialists 

WANTED  TO  BUY 

LEASE  OR  MANAGE 

STATIONS 

PAY  OUT  BASIS 

STRONG  SALES  &  PUBLIC  RE- 

LATIONS    EXECUTIVE,  PRO- 
MOTIONAL BACKGROUND, 

with  STAFF,  former  Owner  Radio  Sta- 
tion in  the  East  and  Executive  Man- 
ager UFH  Station — is  now  available. 

You  will  find  our  arrangements  equi- 

table, mutually  profitable.  Confiden- 
tial. 
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EMPLOYMENT  SERVICES 

A  Specialized  Service  For 
Managers  Commercial  Managers 
Chief  Engineer         Program  Managers 
CONFIDENTIAL  CONTACT 
NATIONWIDE  SERVICE 

BROADCASTERS  EXECUTIVE  PLACEMENT  SERVICE 
1736  Wisconsin  Ave.,  N.  W. 

Washington  7,  D.  C. 

RADIO— TV— ADVERTISING 
PLACEMENT  SERVICE 

Many  job  availabilities  throughout  the  Southeast 
FREE    REGISTRATION— LARGE  DEMAND 

*  Engineers  for  Radio  &  TV 
*  Salesmen  for  Radio  &  TV 
*  Announcers  *  Combo  men 
*  TV   Production    •    Film  Editors 
PROFESSIONAL  PLACEMENT 
458  PEACHTREE  ARCADE 

ATLANTA,  GEORGIA 
JACKSON  5-4841 

INSTRUCTION 

Dollar 

for 

Dollar 

you  can't 

beat  a 

classified  ad 

in  getting 

top-flight 

personnel 

Want  a  TV  or  Radio  Job? 
as  announcer,  writer,  producer? 

The  National  Academy 

of  Broadcasting 
3338  16th  St.  N.W. 
Washington,  D.  C. 

Trains  and  places 
men  and  women  in 

TOP  JOBS 
New  term  starts  Sept.  29.  Send  for 
folder  and  list  of  positions  available. 

Call  DEcarur  2-5580 

UPCOMING 

Aug.  25-28:  American  Bar  Assn.,  annual  conven- 
tion, Statler  Hotel,  Los  Angeles. 

Aug.  28-29:  Montana  Radio  Stations  Inc.,  busi- 
ness meeting,  Canyon  Village,  Yellowstone  Na- tional Park,  Wyo. 

September 
Sept.  4-5:  RAB,  regional  management  confer- ence, Ponte  Vedra  Inn,  Ponte  Vedra,  Fla. 
Sept.  4-7:  West  Virginia  Broadcasters  Assn., 
Greenbrier  Hotel,  White  Sulphur  Springs. 

Sept.  5-6:  Texas  AP  Broadcasters  Assn.,  Roose- velt Hotel,  Waco. 
Sept.  5-6:  Indiana  Assn.  of  Broadcasters,  Hotel 
Marott,  Indianapolis. 

Sept.  8-9:  RAB,  regional  management  confer- 
ence, Rickey's  Studio  Inn,  Palo  Alto,  Calif. 

Sept.  9-11 :  Idaho  Broadcasters  Assn.,  Washing- 
ton Hotel,  Weiser. 

Sept.  11-12:  RAB,  regional  management  confer- ence, Western  Hills  Lodge,  Sequoyah  State 
Park  Okla 

Sept.  li-13:  Michigan  Assn.  of  Radio  &  Tv  Broad- 
casters, annual  fall  convention,  Hidden  Valley, 

Gay  lord. 
Sept.  12-14:  AWRT,  New  England  conference, Stowe,  Vt. 
Sept.  15-16:  RAB,  regional  management  confer- ence, The  Greenbrier,  White  Sulphur  Springs, 
W.  Va. 

Sept.  19-21:  International  Sight  and  Sound  Ex- 
position, seventh  annual  high  fidelity  show 

and  music  festival,  Palmer  House,  Chicago. 
Sept.  21-24:  L'Assn.  Canadienne  de  la  Radio  et de  la  Television  de  Langue  Francaise,  Alpine 

Inn,  Ste.  Marguerite,  Que. 
Sept.  22-23:  National  Business  Publications,  N.  Y. 
regional  conference,  Ambassador  Hotel,  New York  City. 

Sept.  22-23:  Louisiana  Assn.  of  Broadcasters, 
Townhouse  Motel,  Lafayette. 

Sept.  22-23:  RAB,  regional  management  con- 
ference, Hotel  Morain-on-the-Lake,  Highland 

Park,  111. 
Sept.  25-26:  RAB,  regional  management  confer- 

ence, St.  Clair  Inn  &  Country  Club,  St.  Clair, 
Mich. 

Sept.  26:  Oregon  Broadcasters  Assn.,  station 
managers'  meeting,  Timberline  Lodge,  Mt. Hood. 

Sept.  26:  UPI  Broadcasters  of  Iowa,  Hotel  Roose- 
velt, Cedar  Rapids. 

Sept.  26-27:  Mississippi  Broadcasters  Assn., 
management  conference,  U.  of  Mississippi, University. 

Sept.  26-27 :  IRE,  transmission  systems  profession- 
al group,  annual  symposium,  Hotel  Willard, 

Washington. 
Sept.  26-28:  AWRT,  southern  area  conference, 
Columbus,  Ga. 

Sept.  27:  UPI-U.  of  Iowa  School  of  Journalism, 
symposium  on  good  government,  U.  of  Iowa, Iowa  City. 

Sept.  27-28:  AWRT,  southwestern  area's  fall  con- ference, Western  Hills,  Fort  Worth,  Tex. 
Sept.  29-30:  RAB,  regional  management  con- ference, Princeton  Inn,  Princeton,  N.  J. 

October 
Oct.  1-2:  NAB  Tv  Code  Review  Board,  Clift 
Hotel,  San  Francisco. 

Oct.  2:  Advertising  Research  Foundation,  fourth 
annual  conference,  Waldorf-Astoria  Hotel, New  York  City. 

Oct.  3-5:  AWRT,  national  board  meeting,  Wal- 
dorf-Astoria Hotel,  New  York  City. 

Oct.  5-6:  Texas  Assn.  of  Broadcasters,  fall  con- 
ference, Texas  Hotel,  Fort  Worth. 

Oct.  5-7:  Central  Canada  Broadcasters  Assn., 
Alpine  Inn,  Ste.  Marguerite,  Que. 

Oct.  8-10:  IRE,  Canadian  convention,  Exhibition 
Park,  Toronto. 

Oct.  9-10:  AAA  A,  central  region's  annual  meet- ing, Drake  Hotel,  Chicago. 
Oct.  9-10:  North  Carolina  Assn.  of  Broadcasters, 

Sedgefield  Inn,  Greensboro. 
Oct.  10-11:  Alabama  Assn.  of  Broadcasters,  Staf- 

ford Hotel,  Tuscaloosa. 
Oct.  10-11:  Mutual  Advertising  Agency  Network, 
fourth-quarterly  business  meeting-workshop, 
Bismarck  Hotel,  Chicago. 

Oct.  10-12:  AWRT,  Heart  of  America  conference, 
Kansas  City,  Mo. 

Oct.  12-15:  AAAA,  western  region's  annual  meet- ing, El  Mirador,  Palm  Springs,  Calif. 
Oct.  13-15:  National  Electronics  Conference,  Ho- 

tel Sherman,  Chicago. 
Oct.  13-15:  Kentucky  Broadcasters  Assn.,  fall 
meeting,  Chesmotel  Lodge,  Hopkinsville. 

Oct.  14-17:  National  Assn.  of  Educational  Broad- 
casters, annual  convention,  Sheraton-Fonte- 

nelle  Hotel,  Omaha,  Neb. 
Oct.  15-19:  Radio  Television  News  Directors 

Assn.,  annual  convention,  Sheraton-Blackstone 
Hotel,  Chicago. 

Oct.  16-18:  Missouri  Broadcasters  Assn.,  St.  Louis. 
Oct.  19-21:  Inland  Daily  Press  Assn.,  annual 
meeting,  Drake  Hotel,  Chicago. 

Oct.  20-24:  Society  of  Motion  Picture  &  Tele- 
vision Engineers,  84th  semi-annual  conven- 

tion, Sheraton-Cadillac  Hotel,   Detroit,  Mich. 
Oct.  23-24:  Audit  Bureau  of  Circulation,  44th 
annual  meeting,  Drake  Hotel,  Chicago. 

NAB  FALL  CONFERENCES 
Sept.  18-19,  Buena  Vista  Hotel,  Biloxi,  Miss. 
Sept.  22-23,  Okla.  Biltmore,  Oklahoma  City,  Okla. 
Sept.  25-26,  Challenger  Inn,  Sun  Valley,  Idaho. 
Sept.  29-30,  Mark  Hopkins  Hotel,  San  Francisco. 
Oct.  13-14,  Schroeder  Hotel,  Milwaukee. 
Oct.  16-17,  Radisson  Hotel,  Minneapolis. 
Oct.  20-21,  Somerset  Hotel,  Boston. 
Oct.  27-28,  Statler  Hilton  Hotel,  Washington,  D.  C. 

MAX  M.  LEON,  President 

Like  Hundreds 

of  Broadcasters . . . 

President 

MAX  M.  LEON 

WDAS 

Philadelphia,  Pa. 

and 

Chief  Engineer 

FRANK  UNTERBERGER 

Selected 

STAINLESS  TOWERS 

Broadcasting 

FRANK  UNTERBERGER,  Chief  Engineer 

LEARN  WHY  MANY  BROADCASTERS  CHOOSE 
STAINLESS  TOWERS 

Call  or  Write 
for  Informative 
Literature. 

Stainless,  inc. 
NORTH  WALES  •  PENNSYLVANIA 
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Aren't  all  of  these  dollars 

equally  important  to  you? 

Where  else  will  you  find  satellite  markets  that  outspend 

their  entire  central  metropolitan  trading  zone  by  5-to-4 
in  sales  dollars  ?  Or  a  universe  that  has  such  a  big,  rich 
central  market!  What  an  opportunity  for  you  to  increase 

your  share  of  the  total  potential  in  this  greater  Indian- 
apolis television  area! 

where  else  . . . 

—  does  a  central  market  exert  such  an  economic  pull  on 
so  many  specific  areas  that  are  retail  trading  centers 
in  their  own  right  ? 

—  do  you  find  such  a  widespread  marketing  area  covered 
from  one  central  point  .  .  .  and  by  WFBM-TV! 

—  can  you  buy  just  one  station  with  no  overlapping 
penetration  by  basic  affiliates  of  the  same  network  ? 

Only  here-'m  Indianapolis  on  WFBM-TV- can 
you  buy  more  honest  market  penetration,  more  con- 

sumer influence,  for  fewer  dollars  expended  than  any- 
where else.  Now  it  will  pay  you  to  take  another,  longer, 

better  look!  We  are  proud  of  our  current  ARB. 

The  Nation's  13  th  Television  Market 
. . .  with  the  only  basic  NBC  coverage 

of  750,000  TV  set  owning  families. 
♦Sales  Management,  Survey  of  Buying  Power,  1958 

Indianapolis  itself  —  Major  retail 
area  for  18  richer-than-average  counties.  1,000,000  pop- 

ulation— 350,600  families  with  90%  television  ownership! 

12  Satellites  —  Each  a  recognized 

marketing  area  — and  well  within  WFBM-TV's  basic 
area  of  influence.  Includes  Marion  •  Anderson  • 

Muncie  •  Richmond  •  Bloomington  •  Vincennes  • 
Terre  Haute  •  Danville,  Illinois  •  Lafayette  •  Peru 
•  Logansport  •  Kokomo. 

Represented  Nationally  by  the  KATZ  Agency 

BASIC  NBC- TV  AFFILIATE 
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mim  MONDAY  MEMO 

from  DAVID  R.  HAYES,  director,  radio  &  tv,  W.  E.  Long  Co. -Independent  Bakers'  Cooperative 

Why  pitch  children  (a  fickle  lot) 

when  it's  mother  who  buys  the  bread4? 
Some  years  ago  I  read  an  article  in 

which  various  advertising  agency  ex- 
ecutives were  asked  to  describe  the 

ideal  conditions  under  which  an  adver- 
tising idea  could  be  gotten  across. 

Almost  without  exception  this  ideal 
situation  centered  around  a  lone  sub- 

ject seeing  or  reading  an  ad  in  the 
privacy  of  the  home  with  a  minimum 
of  distraction  for  the  length  of  time 
required  to  absorb  the  sales  message. 
Like  most  hypothetical  questions,  this 

one  seemed  to  have  no  practical  ap- 
plication, until  I  re-examined  it.  Sud- 

denly I  realized  that  this  could  very 
well  be  a  description  of  daytime  tv. 

Of  course  it  isn't  true  in  any  one 
home  seven  days  a  week,  but  over 
a  period  of  time  our  lone  subject,  the 
housewife,  has  an  opportunity  to  watch 
television  uninterrupted  for  a  given 
length  of  time.  Sure,  phones  ring  and 
neighbors  call  and  children  cry,  but, 
considering  the  amount  of  daytime 
viewing  that  Mrs.  Housewife  does  each 

week,  there  are  times  when  she  be- 
comes the  ideal  advertising  subject. 

When  I  tried  to  sell  this  idea  to  our 

clients,  the  Holsum  Unified  Bakers,  I 

ran  into  a  good  deal  of  apprehension. 
The  baking  business  has  been  plagued 
for  many  years  with  the  outmoded 
concept  that  children  buy  all  of  the 
bread.  Historically,  this  dates  to  the 
successful  purchase  of  the  Lone 
Ranger  by  a  midwestern  baker  in  the 

thirties,  followed  by  a  rash  of  chil- 

dren's shows  sponsored  by  bakeries  for 
many  years  afterwards.  This  continued 
in  television,  particularly  with  westerns. 

It  became  standard  procedure  with  dis- 
tributors of  syndicated  films  to  pitch 

bakery  accounts  first  with  a  kid  show. 
Our  company  followed  this  tradition. 

We  bought  more  than  one  kiddie  show 

and  we  followed  through  with  con- 
siderable merchandising.  In  several  in- 

stances, the  star  was  brought  to  town 
for  a  personal  appearance,  with  all  the 
resultant  publicity  and  excitement.  We 

gave  away  photos,  six-guns,  and  all  the 
standard  paraphernalia.  Most  of  the 
time,  after  the  excitement  died  down, 
a  look  at  the  sales  chart  showed  that 

there  was  no  lasting  value  to  this  kind 
of  promotion.  In  a  few  cases  there  was 
a  noticeable  increase  but  not  enough 
to  warrant  the  expense  of  the  show. 

Gradually  we  shifted  our  money  to 
spot  schedules.  Naturally,  our  clients, 

for  whom  we  buy  on  a  market-by- 
market  basis,   wanted   adjacencies  to 

top-rated  shows.  We  were  able  to  buy 

some  good  spots,  but  we  were  com- 
peting with  the  biggest  advertisers  in 

the  country  and  we  found  ourselves 
unable  to  get  the  exposure  we  needed 
with  our  limited  budgets. 

The  first  time  I  tried  to  sell  daytime 
television  I  got  absolutely  nowhere.  It 
was  pointed  out  that,  in  the  first  place, 
nobody  watches  it  because  the  kids  are 
in  school  at  that  time  and  the  house- 

wives were  much  too  busy  doing  house- 
work. We  finally  compromised  with 

some  early-morning  spots  together  with 
spots  in  and  around  the  late  afternoon 
children  shows.  We  began  to  get  some 
better  results  than  before,  but  I  was 
convinced  that  we  were  missing  our 
best  audience.  During  the  next  few 
months  our  staff  went  to  work  on  some 
research  about  this  elusive  housewife 

who  seems  to  watch  daytime  tv  but 

still  convinces  her  husband  she's  been 
slaving  over  a  hot  mop  all  day.  We 
also  came  up  with  some  interesting 

facts  about  the  relationship  of  bread- 
buying  to  children. 

The  Fleischmann  Div.  of  Standard 

Brands  gave  us  our  first  promising  sta- 
tistic. In  their  yearly  study  of  bread- 

buying  throughout  the  United  States, 
they  reported  that  75%  of  all  bread 
is  purchased  by  the  housewife  and  that 
less  than  10%  is  purchased  by  children. 
Of  course,  this  says  nothing  about  who 
influences  bread  purchases.  We  rea- 

soned, however,  that  this  must  be  a 

small  factor.  After  all,  children  are  in- 
undated day  after  day  with  requests 

to  "ask  mommy  to  buy  our  product." 
They  must  show  a  certain  selectivity  in 
deciding  what  they  are  going  to  ask 
mommy  to  buy  for  them,  because  they 

can't  ask  for  everything  advertised  on 
tv.  Therefore,  since  bread  is  not  a 

sweet,  since  it  gives  away  no  premiums 
in  the  package,  and  since  mommy  buys 

it  all  the  time  anyway,  there's  no  point 
in  asking  her  to  buy  one  brand  over 

another.  There  may  be  factors  from 
time  to  time  that  would  influence  a 

child,  but  we  feel  that  our  target  is  the 
housewife.  If  we  have  her  on  our  side, 

we're  selling  our  bread. 

After  some  study,  we  came  to  an- 
other conclusion.  Our  morning  house- 

wife is  not  the  same  woman  we  talk 

to  at  noon,  nor  is  either  one  of  them 

the  woman  who  watches  the  mid-day 
movie.  There  are  few  women  who  can 

spend  all  day  in  front  of  a  tv  set. 
They  must  necessarily  be  attracted 
only  at  certain  times.  And  they  are 
very  much  governed  by  habit,  as  the 
ratings  will  show.  Therefore,  we  had  to 

divide  our  adjacencies  into  three  gen- 
eral time  periods,  allowing  for  a  certain 

amount  of  overlap.  We  could  see,  for 
instance,  that  the  audience  for  the 

soap  opera  varies  only  by  fractions, 
we  had  one  steady  audience.  Other 
time  periods  vary  greatly  from  day  to 
day,  and  we  had  to  study  the  possible 
reasons  for  this.  Finally  we  had  to  con- 

sider daily  shopping  habits  by  regions. 
In  analyzing  this  selective  audience, 

we  had  to  re-design  our  commercial 
films.  Instead  of  the  cartoony  charac- 

ters we  had  used  in  the  past,  we 

switched  to  semi-abstraction,  because 
women  are  more  imaginative  than  men 
and  react  more  to  pattern  and  design. 
Our  live  action  was  accented  by  more 

elaborate  sets  and  every  scene  was  de- 
signed to  appeal  to  the  more  romantic 

nature  of  the  female.  Our  jingle  was 
written  in  the  style  of  a  love  ballad. 
The  cumulative  effect  was  to  enter  that 

very  special  world  in  which  women  live 
while  their  husbands  are  at  work  and 
the  children  are  at  school. 

Sound  fanciful?  Perhaps  it  is,  but 

it's  getting  results.  The  more  we  know 
about  daytime  television,  the  more 
we're  convinced  it's  almost  a  medium 
in  itself,  and  everything  we  learn  seems 

to  prove  once  again  that  this  is  the 
audience  we  want. 

David  R.  Hayes,  b.  Aug.  7,  1925,  Chicago.  Before  and 
after  three  years  service  U.S.  Navy,  attended  DePaul 
Academy,  Chicago,  receiving  B.A.  1949;  then  graduate 
study  DePaul  and  Northwestern  U.,  Evanston,  III. 

Started  professional  career  as  writer  for  actor-announcer 
Jim  Ameche;  writer-producer  and  later  program  di- 

rector of  WFJL  Chicago.  Joined  W.E.  Long  Co.  in 
1953  as  assistant  radio-tv  director;  appointed  director 
in  1955.  Chairman  of  Chicago  AAAA  observer  team, 

1956  AFTRA  negotiations;  member  of  Chicago  Unlim- 
ited board  of  directors,  Chicago  Federated  Advertising 

Club  and  of  Alpha  Delta  Gamma  social  fraternity. 

Broadcasting 
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EDITORIALS 

Tv  Topsy 

ANY  way  you  look  at  it.  television  is  growing.  Month  after 

month  the  evidence  rolls  in — growth  in  set  ownership,  growth 
in  time  spent  viewing,  growth  in  time  sales. 

Now  comes  fresh  proof.  The  A.  C.  Nielsen  Co.,  releasing  high- 

lights of  its  new  NCS  3,  issued  figures  showing  that  television's 
monthly  gross  circulation  in  the  U.  S.  has  grown  more  than  10.4 
million  homes  since  1956. 

The  fact  is  that  the  increase  in  much  bigger  than  that.  Nielsen 
authorities  made  no  similar  estimate  at  the  time  of  their  1956  study, 

so  to  get  a  base  figure  they  have  counted  the  number  of  homes 
reached  in  1958  by  just  those  stations  that  were  reported  in  1956. 
The  total  is  far  more  than  it  would  have  been  in  1956  because 
almost  seven  million  tv  homes  have  been  added  since  then.  Taking 
into  account  both  new  sets  and  new  stations,  Nielsen  estimates 

television's  1958  monthly  gross  circulation  at  152,840,000  homes. 
That's  a  lot  of  circulation — more  than  three  times  the  total 

number  of  homes  in  the  U.  S.  It's  the  lump  sum  of  all  homes 
reached  on  a  regular  basis  by  all  stations.  It  also  means  that  the 

average  television  home  tunes  from  three  to  four  stations — 3.61  to 
be  precise — with  reportable  regularity. 

The  3.61  figure  is  significant,  too.  It  means  that  the  day  of  the 

one — and  two — service  market  is  passing.  The  public  is  getting 
a  u  ider  choice  of  service — getting  and  using  it,  too,  as  those  box- 

car circulation  figures  attest. 

The  Nielsen  findings  contain  other  significant  information.  Over 
the  past  two  years,  for  example,  the  growth  in  television  homes 
was  almost  four  times  as  great  as  the  growth  in  total  homes.  No 

non-broadcast  medium  can  make  that  statement.  Except  for  radio, 
no  other  advertising  medium  is  even  keeping  up. 

We're  no  experts  in  that  international  game  of  abracadabra 
called  diplomacy.  But  it  should  be  evident  to  all  that  there  can 
be  no  entente  cordiale  between  the  United  States  and  the 

Soviet  until  the  Russians  stop  jamming  our  shortwave  broad- 

casts. We  do  not  jam  theirs.  Yet  even  the  "full  text"  pickups  of 
the  UN  General  Assembly,  including  the  words  of  their  own 
delegates,  have  been  and  are  being  interfered  with.  If  there  is 
no  good  faith  there  can  be  no  successful  deliberations  with 
the  Soviet. 

Prescription  for  Congress 

AS  these  lines  are  written,  Congress  is  hell-bent  for  adjournment. 
But  Congress  will  be  back  in  lanuary.  There  will  be  new 

faces,  but  preponderantly  there  will  be  the  same  old  ones  dis- 
posed to  pick  up  where  they  left  off  and  with  broadcasting  the 

prime  whipping  boy. 
This  session  has  been  a  nightmare.  Everything  from  allocations 

and  ASCAP  to  oversight  and  ratings  was  covered.  A  commissioner 
lost  his  job  and  others  were  spanked.  Advertisers  were  given  the 
Blatnick  treatment,  and  pay  tv,  despite  a  somewhat  defiant  FCC, 
was  shelved. 

We  have  a  simple  prescription  for  Congress  during  this  recess. 
Gentlemen,  relax  a  little.  And  think  about  the  blessings  of  radio 
and  television.  Ponder  what  the  country  would  be  like  without 
broadcasting,  or  what  it  was  like  before  radio  and  television.  Or 

what  it's  like  in  the  Soviet  Union  and  other  dictatorships  where the  people  see  and  hear  only  what  the  one-party  or  one-man  gov- ernments dictate. 

Mr.  Senator  and  Representative,  is  the  standard  of  living  better 
back  home  since  the  advent  of  radio  and  television?  Are  your  con- 

stituents better  informed?  Are  you  able  to  talk  to  your  state  or 
district  without  stumping  the  grass-roots?  Is  your  farmer  still  a 
"rube"  who  knows  nothing  about  city  life  or  national  and  inter- 

national affairs?  Is  the  city  cliff-dweller  oblivious  of  the  problems 
of  the  farmer?  Is  there  greater  zeal  for  education  and  enlighten- ment? 

When  you  come  back  in  January  (if  you  make  it)  with  your 
batteries  recharged,  think  of  these  things.  Instead  of  raising  ned 
about  advertising,  keep  in  mind  that  the  advertiser  makes  it  possible 
for  radio  and  television  to  provide  this  unsurpassed  service  to  the 
nation  (and  free  time  for  your  reports  to  the  folks  back  home). 
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"And  now  it's  Candlelight  and  Wine,  a  quarter-hour  of  sophisticated 

music  for  dining." 

Instead  of  beating  the  FCC  over  the  head,  think  of  those  people 

as  public-spirited  citizens  doing  the  best  they  can  to  keep  the 
business  of  broadcasting  perking  in  the  best  interests  of  your  bosses 

— the  people.  And  remember,  your  bosses  aren't  complaining. 
Certainly  there  are  problems — big  problems.  But  the  solutions 

should  be  geared  toward  how  to  make  radio  and  television  better; 
not  to  hamstring  them  through  tighter  controls  that  impinge  upon 

the  broadcasters'  freedom  to  do  better. 
There  are  tangible  things  that  need  to  be  done.  Improvement  of 

allocations  to  give  broadcasters  needed  elbow  room  is  one.  Longer 
tenures  and  higher  pay  for  the  FCC  would  help  too.  But  basically, 
if  you  would  think  affirmatively  of  the  blessings  that  broadcasting 
by  the  American  Plan  have  brought,  it  would  make  your  own  work 
easier  and  meet  the  mandate  of  your  constituent  bosses. 

Cloudy  Clear  Channel  Case 

NO  one  of  sound  mind  can  validly  contend  that  a  decision  in  the 
clear  channel  case  is  not  long  overdue.  The  case  was  initiated 

13  years  ago — in  1945 — when  there  were  about  900  am  stations 
on  the  air  as  compared  to  more  than  3,000  today. 

Now  the  question  is  whether  the  FCC  hasn't  waited  too  long. 
Are  the  circumstances  that  prevailed  in  1945  (or  1947  when  the 
hearings  ended)  of  probative  value  today?  Would  a  decision  reached 

on  that  record  and  on  the  comments  filed  in  response  to  the  FCC's 
current  rule-making  proceedings  stand  up  on  court  review? 
Among  other  things,  the  FCC  proposes  to  duplicate  half  of  the 

24  Class  1-A  channels.  It  would  presently  hold  the  line  on  power 

at  the  long-prevailing  50,000  w  limit  on  the  others.  From  the  shape 
of  the  obviously  outdated  record  it  would  be  difficult  if  not  impos- 

sible to  determine  whether  the  proposed  breakdowns  would  bring 
service  to  more  people  than  the  number  that  would  lose  service. 
There  have  been  tremendous  shifts  in  population  in  the  last  decade. 

But  there  are  more  than  these  physical  factors  to  be  considered. 
What  would  happen  to  our  priorities  on  clear  channels  under  the 
North  American  Regional  Broadcasting  Agreement  (NARBA) 

which  whacks  up  the  radio  spectrum  among  nations  on  this  conti- 
nent? What  bearing  would  FCC  action  have  on  national  defense 

and  the  dissemination  of  vital  information  in  an  emergency?  The 
Conelrad  picture  has  changed  since  1945  too. 
We  do  not  advocate  undue  delay  or  what  the  lawyers  call  a 

de  novo  (from  the  beginning)  hearing.  Rather,  the  FCC  might 
schedule  an  updating  proceeding  running  two  or  three  days,  and 

commit  itself  to  revision  of  the  rule-making  proceeding  within  a 

specified  period — possibly  a  month  or  two.  Certainly  more  time 
would  be  saved  in  that  manner  than  to  proceed  on  the  present 
antiquated  record  and  thus  run  the  risk  of  the  court  remanding  the 
entire  proceeding  for  updating  and  reconsideration. 

Broadcasting 
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HOOPER  RADIO  AUDIENCE  INDEX 

City  Zone  months-,  june-july,  1958 

SHA      OF  RADIO  AUDIENCE 

TIME 
RAtSlff 

SETS- 

IN-USE KALL 
IMBS] 

sta 

A 
sta 
B sta C 

sta 
D sta E 

sta 
F sta G 

sta 
H OTHER AM-FM 

SAMPLE 

SIZE 
MONDAY  THRU  FRIDAY 
7:00  A.M.- 1  2:00  NOON 

13.4 23.7 21.5 
14.0 

14.8 

6.2 6.6 5.2 

4.3 

3.0 0.8 

3,057 
MONDAY  THRU  FRIDAY 
12:00  NOON-6:p0  P.M. 

11.5 
24.2 21.4 

16.8 14.2 
6.8 

6.1 3.6 

•  4:1 

2.1 

0.6 
3,652 

SUNDAY  DAYTIME 
10:00  A.M.-6:00  P.M. 

12.8 
16.3 

23.7 10.5 15.3 
8.9 

6.8 2.6 4.2 
1 1.6 

0.0 

1,921 

SATURDAY  DAYTIME 
10:00  A.M. -6:00  P.M. 

11.2 25.3 29.2 8.4 1  2.9 12.9 

3.4 1.1 3.9 

1.7 

1.1 

2,050 
SUNDAY  THRU  SATURDAY 

6:00  P.M.-l  1  :00  P.M. 
9.2 31.3 15.6 19.9 

15.3 

5.0t 

7.4 

4.0 

1.4t 3.6t 

2.1 
4,523 

t  The  above  measurements  are  adjusted  to  compensate  for  the  fact  that  Radio  Stations  sign  off  at  8:00  P.M.  in  June  and  July 

KALL 

SALT  LAI 

ST 

met  , 

(jtittmtf 

KALL-Salt  Lake  City-910  OND^UR  146  So.  Main 
KEY  STATION  OF  THE  INTERMOUNTAIN  NETWORK 

PULSE  NOW 

AGREES  WITH 

HOOPER 

PULSE  JULY  1958  SAYS 

KALL  is 

No.  1 

(Salt  Lake  County  Survey  average 
station  share  for  all  time  periods) 

ASK  YOUR  AVERY-KNODEL 
MAN  FOR  YOUR 

HOOPER-PULSE  FIGURES 
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Big  Aggie,  queen  of  WNAX-570's  coverage  area — rules  over  the  two  cities 
leading  the  nation  in  per  capita  sales 

Sioux  City,  Iowa,  and  Sioux  Falls,  South  Da 

kota,  were  recently  listed  by  Sales  Management 

as  the  i£l  and  i£2  bright  spots  in  the  nation's 
economy.   Retail   sales  in   both   cities  are  well 

above  the  national  average. 

This  is  just  part  of  Big  Aggie  Land.  WNAX-570 

takes  your  product  story  to  5  states — 175 

counties  located  in  some  of  the  nation's  richest 

farming  country.  There  are  2,217,600  people 

in  Big  Aggie  Land  and  they  have  over  $3 

billion  dollars  in  spendable  income.  It's  a  rich 
market — a  buying  market — a  market  where 
WNAX-570  delivers  66.4%  share  of  audience. 

To  sell  your  product  in  Big  Aggie  Land — sell 

on  the  station  that  most  people  listen  to — WNAX- 
570.  Your  Katz  man  has  all  the  details. 

t  WNAX-570  CBS  RADIO
 V^P/  PEOPLES  BROADCASTING  CORPORATION 

YANKTON,  SOUTH  DAKOTA 

SIOUX  CITY,  IOWA 



WHAT  IS  A  TIM 

A  timebuyer  is  an 

indoor  sportsman  with 

a  keen  sense  of  humor, 

who  keeps  on  target 

by  pinpointing  his  markets 
with  well-directed, 

incisive  thrusts. 

WHAT  DOES  HE  DO? 
He  buys 

WGBI 

radio 

scranton— 
wilkes  barre 

because  the 

station  has  consistently  increased 

its  dominance  over  its 

combined  market  since  1925. 

In  the  latest  Scranton- 
Wilkes  Barre  Pulse, 

WGBI  has  45  per  cent  more 

listeners  than  "Station  B," 
and  325  weekly  quarter-hour 

wins  —  305  more  than 

its  closest  competitor. 

CBS  AffiUate 

Represented  by  H-ft 

Mrs.  M.  E.  Megargte,  President. 
Eiehard  E.  Nason,  General  Manager 

'i!   r7§Lf*rZ,  *v 
5nflB89lMHSMn9 



Representative:  The  MEEKER  Company,  Inc.  •  New 

aring 

SALES 

Results  tell  the  tale.  WGAL-TV  produces  more  busi- 

ness for  every  advertising  dollar  you  spend,  yet  actually 

costs  you  less.  This  pioneer  station  is  first  with  viewers 

in  Lancaster,  Harrisburg,  York,  as  well  as  in  numerous 

other  cities:  Gettysburg,  Hanover,  Lebanon,  Chambers- 

burg,  Carlisle,  Lewistown,  etc.  And,  WGAL-TV's 
multi-city  coverage  costs  you  less  by  far  than 

single-city  coverage.  Put  an  up-swing  in  your 

selling.  Put  your  advertising  on  CHANNEL  8! 

•  1,040,465  households  •  942,661  TV  households 

•  3,691,785  people  •  $3%  billion  annual  retail  sales 

•  $62/3  billion  annual  income 

LANCASTER,  PA. 

NBC  and  CBS 

STEINMAN  STATION  ■  Clair  McCollough ,  Pres. 

AMERICA'S   lOth  TV  MARKET 

York  •   Chicago  •   Los  Angeles  •   San  Francisco 
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closed  circuit 

BIGGEST  QUESTION  •  Hottest  attrac- 

tion network  and  agency-advertiser  circles 
have  had  in  months  will  be  ratings  to  show 
what  effect,  if  any,  Dotto  scandal  has  had 
on  quiz  show  audiences.  Both  Trendex 

and  ARB's  Arbitron  expect  to  have  post- 
Dotto  figures  this  week  that'll  furnish  some 
clue  to  '"after"  phase  of  "before-and-after" 
comparisons. 

Whatever  outcome  of  investigation  into 
charges  Dotto  and  other  quiz  shows  have 
been  rigged,  high  FCC  officials  feel  it  may 
he  disguised  blessing.  They  say  furore  over 
quizzes  points  up  need  for  rigid  control 

over  programming  by  networks  lest  broad- 
casting standards  degenerate  to  those  of 

carnival. 
• 

MUSIC  SCORE  •  Though  antitrust  ac- 
tions in  music  copyright  field  have  long 

been  topics  of  Washington  discussion, 

there's  not  likely  to  be  any  Dept.  of  Justice 
suit  until  two  Congressional  committees 
(Pastore  in  Senate,  Roosevelt  in  House) 
issue  formal  reports  on  hearings  held  last 

spring.  Department  lawyers  said  to  have 
completed  study  of  Roosevelt  testimony 

and  are  currently  examining  Pastore  evi- 
dence and  exhibits.  Among  angles  studied 

are  internal  operations  of  ASCAP  and 

network-station  ownership  of  BMI  stock. 
• 

How  effective  is  barter?  Evidence  is  out 
that  International  Latex  (which  entered 

what  is  considered  biggest  barter  agree- 

ment with  Matty  Fox's  C  &  C  Super — 
now  Television  Industries  Inc.- — for  RKO 
feature  product)  now  in  addition  is  buying 

spot  tv  time  on  stations  in  selected  mar- 
kets to  gain  fixed  positions  in  specific 

adjacencies.  Not  only  is  Latex  doing  it  for 
its  Playtex  products,  but  divisional  Isodine 
Pharmacol  Corp.,  which  was  using  barter 

time,  now  has  combined  this  with  "non- 
barter."  IL's  agency:  Reach,  McClinton. • 

STORER  GAMBIT  •  With  decision  of 
Storer  Broadcasting  Co.  to  close  down  ch. 

12  WVUE  (TV)  Wilmington-Philadelphia 
Sept.  13  (see  page  10),  unique  legal  ques- 

tion on  multiple  ownership  may  arise. 
Storer  this  week  will  file  application  with 

FCC  for  acquisition  of  ch.  6  WITI-TV 
Milwaukee  for  $4.5  million-plus  [At 
Deadline,  Aug.  11]  which  would  give  it 

its  sixth  v  but  only  its  fifth  operating  sta- 
tion since  WVUE  would  be  dark.  WVUE 

holds  no  license — simply  construction  per- 
mit. 

Meanwhile  Storer  is  still  seeking  re- 
sponsible purchaser  for  WVUE  and  would 

sell  at  $2  million,  possibly  even  taking 
$1.8  million  if  all  cash.  If  no  acceptable 
buyer  is  found,  then  it  is  presumed  that 

Storer  will  seek  ruling  whether  it  can  re- 
tain ch.  12  as  non-operating  entity  under 

multiple  ownership   rules  or  whether  it 

must  turn  in  station  to  comply  with  maxi- 

mum of  five  vhf's  to  an  entity  under  rules. 
• 

BAKER'S  SHOES  •  With  resignation  this 
week  of  Warren  E.  Baker  as  FCC  general 

counsel  to  enter  private  practice  in  Wash- 
ington (exclusive,  page  56),  FCC  this 

week  will  consider  appointment  of  his 
successor.  Promotion  from  within  is  likely, 
with  John  J.  FitzGerald,  49,  chief,  Office 

of  Opinions  &  Review,  and  Edgar  W. 
Holtz,  36,  associate  general  counsel,  front 
runners.  Mr.  FitzGerald,  native  of  Seattle, 

has  had  quarter  century  of  government 
experience  and  joined  FCC  in  1954.  Mr. 
Holtz  was  born  in  Clarksburg,  W.  Va., 

and  was  assistant  city  solicitor  of  Cin- 
cinnati when  he  joined  FCC  in  1955. 

• 

During  past  fortnight,  FCC  Chairman 
John  C.  Doerfer  has  been  undergoing 
briefing  on  international  communications 
preparatory  to  his  departure  Sept.  12  for 

telephone  and  telegraph  conference  of  In- 
ternational Telecommunications  Union  in 

Geneva.  Mr.  Doerfer  will  be  chairman  of 
U.  S.  delegation  and  plans  to  return,  with 

Mrs.  Doerfer,  about  Nov.  10.  Should  con- 
ference run  longer  than  planned,  he  will 

return  by  about  end  of  November. 
• 

SPECTRUM  STUDY  •  If  Congressman 
Oren  Harris  (chairman  of  House  Com- 

merce Committee)  has  his  way,  action  will 
be  taken  at  next  session  of  Congress  on 

spectrum  allocation  study.  Potter  Resolu- 
tion (SJ  Res.  106),  which  had  passed 

Senate  but  was  blocked  in  House  after 

drastic  amendment  at  last  session,  called 

for  high-level  five-man  commission  to 
undertake  allocation  study. 

• 

"The  idea  of  having  a  Joint  Congres- 
sional Committee  undertake  this  study 

should  be  explored  during  the  next  Con- 

gress," Chairman  Harris  stated.  "I  am 
convinced  that  a  study  of  this  kind  will 

have  to  be  made,  whether  by  a  Congres- 
sional committee,  a  Presidential  commis- 

sion or  by  some  other  body." • 

NOW  IT  CAN  BE  TOLD  •  In  midst  of 

Goldfine-Adams  investigation  by  House 
Oversight  Committee,  its  chairman  Oren 

Harris  (D-Ark.)  thought  he  had  FCC 
Comr.  Robert  E.  Lee  nailed  on  hotel  ex- 

penses paid  by  Boston  industrialist.  On 
double-check,  beneficiary  turned  out  to  be 

Mr.  Goldfine's  Negro  chauffeur,  Robert 
E.  Lee. 

« 

Apparently  nothing's  set  or  sure  yet, 
but  Mutual  Board  Chairman-President 
Armand  Hammer  is  described  by  reliable 
sources  as  negotiating  to  bring  new  money 

into  network's  ownership,  reportedly  for 
expansion  purposes. 

INSTANT  RATINGS  •  Signing  of  first 
client  for  Arbitron — American  Research 

Bureau's  instant-ratings  service  [Lead 

Story,  Aug.  25] — was  reported  Friday.  It's CBS-owned  WCBS-TV  New  York.  Sta- 

tion signed  for  Arbitron  New  York  local 

service,  which  is  scheduled  to  go  com- 

mercial today  (Sept.  1).  Negotiations  re- 
ported in  progress  with  other  New  York 

stations.  Agency  subscribers  to  ARB  serv- 
ice will  get  Arbitron  daily  reports  as  sub- 

stitute for  diary  reports  at  no  extra  charge 

at  present. 
• 

There  is  more  than  usual  new-program 
interest  being  shown  along  Madison  Ave. 

in  new  weekly  half-hour  "live"  detective 
drama,  87th  Precinct,  being  offered  by 

ABC-TV.  Program  and  film  executives  in 
all  quarters  are  eyeing  progress  of  unique 
series  which  will  be  pioneer  videotape 

venture.  Series  is  scheduled  Sunday  9-9:30 
p.m.  Regular  mobile  truck  tv  cameras  will 

pick  up  drama  action  at  on-location  scenes 
in  New  York's  87th  precinct,  beam  story 
sequences  back  to  ABC-TV  central  con- 

trol where  videotaping  will  be  done.  David 

Susskind's  Talent  Assoc.  is  packager. 
• 

REPORT  FROM  EUROPE  •  Mitchell 

Wolfson,  president  of  Miami's  WTVJ 
(TV)  and  of  chain  of  theatres  in  southeast, 

reports  from  Europe:  "So  far  am  con- 
vinced motion  picture  exhibitors  of  Eu- 

rope have  no  big  problems.  Tv  programs 

are  very  poor  in  my  opinion."  Mr.  Wolf- 
son  is  former  president  of  Theatre  Own- 

ers of  America  and  active  in  its  high 
councils. 

• 

Rep.  John  Bell  Williams  (D-Miss.),  sec- 
ond in  rank  only  to  chairman  on  Com- 

merce Committee  and  Legislative  Over- 
sight Subcommittee,  is  casting  longing 

eyes  toward  Mississippi  governorship. 
Friends  are  urging  him  to  enter  already 
overcrowded  (four  major  aspirants)  race, 
to  be  decided  in  fall  of  1959.  Indications 
are  that  it  will  not  take  much  persuasion 

for  Rep.  Williams  to  make  bid. 
• 

BLUE  BONNET  LOOKING  •  Standard 
Brands  (Blue  Bonnet  margarine),  N.  Y., 

understood  to  be  preparing  10-week  spot 
radio  campaign  to  break  later  this  month 
in  more  than  100  markets,  using  up  to  30 

spots  per  week  in  certain  markets.  Agency: 
Ted  Bates  &  Co.,  N.  Y. 

Thomas  Leaning  &  Co.  (Ben-Gay), 
N.  Y .,  scheduled  to  start  extensive  spot 

radio  effort  shortly,  using  more  than  100 
markets  throughout  country  for  26  weeks. 

Average  of  20-25  spots  weekly  planned  in 
each  market.  Wm.  Esty  Co.,  N.  Y.,  is 

agency. 
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hardly 

a  prospect 

for  a 

new  car. . . . 

Oh,  don't  get  us  wrong  . . .  Susie 

would  dearly  love  to  see  a  new  1959 

model  in  the  driveway  —  but  it's 
Mom  and  Dad  who  control  the 

purse-strings.  And  lets  face  it:  Mom's 

average  hectic  day  is  being  spent  more 

and  more  with  the  soothing  music  of 

the  standards  and  better  pops  . . . 

the  kind  of  music  she  can  always  find 

on  WFAA  RADIO!  And  Dad? 

Well,  he's  still  a  newshound  and 

sports  fan  —  preferring  network  radio 

to  keep  him  posted  accurately 

and  quickly.  Here,  too, 

more  men  turn  to  WFAA  RADIO 

than  any  other! 

Moral :  It  pays  to  pinpoint  your 

advertising! 

the  stations  with 

"variety  programming 

1 1 
WFAA 

50.000  WATTS 5000  WATTS 

DALLAS 

N  B  C  •  A  B  C 
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Radio  service  of  The  Dallas  Morning  News 

Edward  Petry  &  Co.,  National  Representatives 
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THE  WEEK  IN  BRIEF 

Who  Gets  What  Share  of  Market? — McCann-Erickson 

urges  national  advertisers  to  adopt  modern  marketing  con- 
cepts now;  appraises  advertising  volume  and  costs  and,  in 

process,  tracks  path  of  nighttime  television's  cost-per-thousand 
circulation.  Agency  finds  evening  tv  to  be  only  major  medium 

to  have  C-P-M  decline.  Page  27. 

New  Round — Miami  ch.  10  rehearing  starts  next  Monday  in 
Washington;  first  witness  is  A.  Frank  Katzentine.  Page  52. 

Baker  Bowing  Out — Warren  E.  Baker  to  resign  as  FCC 
general  counsel;  entering  law  practice  as  Washington  partner 
of  New  York  law  firm.  Page  56. 

Money  in  The  Bank — TvB  case  histories  point  up  success 
that  financial  institutions  have  enjoyed — and  continue  to 
enjoy — by  using  television  as  important  advertising  medium. 
Page  28. 

Hazel  Bishop's  Barter  Bonanza — Hazel  Bishop  is  set  to  ex- 
tend its  spot  tv  barter  effort  to  more  than  200  stations  by 

Sept.  15  and  transaction  is  expected  to  overshadow  five-year 
$20  million  barter  spree  of  International  Latex  Corp.  Page  30. 

Two-Sense  Candy — Good  &  Plenty's  tv  spot  campaign  for 
its  licorice  candy  is  holding  out  more  than  one  lure  in  its 
bid  to  little  consumer.  Film  spots  show  that  this  confection 
not  only  tastes  good  but  sounds  good  too.  Page  31. 

ANA  Approves  Network  Proof  Methods — Special  study 
finds  all  three  tv  networks  use  systems  giving  reasonable 

assurance  to  sponsors  that  their  network  programs  and  com- 
mercials are  carried  as  ordered.  Page  32. 

BAR  Extends  Coverage — Broadcast  Advertisers  Reports 
adds  tv  monitoring  service  to  100  cities  beyond  its  present 
25  and  offers  data  on  multiple  spotting,  product  conflicts  and 
other  commercial  information.  Page  32. 

Weigh  It  Up — How  to  evaluate  advertising  in  today's  economy 
will  be  preoccupation  of  Advertising  Research  Foundation  at 
its  fourth  annual  conference  Oct.  2  at  the  Waldorf  Astoria, 

New  York.  Top  drawer  speakers  from  advertisers,  agencies 
and  research  firms  have  been  lined  up.  Page  36. 

Threat  to  the  Tv  Quiz? — $100  million  gross  in  time  and  pro- 
gramming could  be  at  stake  if  fire  started  by  Dotto  incident 

continues  to  burn.  District  Attorney  sees  no  extension  of 

probe  at  present  but  continues  to  interrogate  disgruntled  con- 
testants. Colgate  and  CBS-TV  say  they  conducted  their  own 

probe;  NBC  and  producers  defend  Twenty-One.  Page  42. 

Daytime  Bright,  Says  NBC-TV — Network  reports  $64  mil- 
lion in  gross  advertising  revenues  represented  in  daytime 

sales  already  set  for  fall,  highest  NBC  has  ever  had.  Day 
periods  about  70%  sold  out  as  against  60%  last  year,  officials 

estimate.  Other  networks  also  bullish.  CBS-TV  says  its 

daytime  is  78%  sold;  ABC-TV  notes  new  "Operation  Day- 
break" is  95%  sold  and  set  for  expansion.  Page  46. 

New  Slant  On  Special  Events — NBC  board  chairman  Rob- 
ert Sarnoff  asks  three  tv  networks  to  consider  rotational  cov- 

erage of  political  conventions,  Presidential  speeches  and 
United  Nation  sessions  as  means  of  eliminating  duplication 
and  permitting  viewer  choice.  Page  46. 

Tv  Profit  Curve — Tv  reaches  new  high  in  total  revenues — 
$943.2  million  in  1957— which  is  5.2%  over  1956;  but 
profits  slump  for  first  time  due  to  rising  cost  of  operations. 
Page  50. 

Washington  Scoreboard — Pay  tv  condemned  in  28  Bills — 
of  a  total  155  broadcast  measures  introduced  in  late  85th 

Congress,  while  23  solons  show  interest  in  ethics  and  ex 

parte  contacts  legislation.  Complete  legislative  record  in  Gov- 
ernment. Page  58. 

'Third  Man'  39  Times — Days  of  pilot  film  are  numbered, 
says  Mort  Abrahams,  NTA  executive  producer  in  announcing 
39  segments  of  Third  Man  series  set  for  production.  BBC 
is  sharing  costs  of  series  being  shot  here  and  in  Europe. 
Page  62. 

Canon  35  Steamroller  Stopped — ABA  House  of  Delegates 
postpones  decision  on  continuing  microphone-camera  court- 

room ban.  Broadcasters  to  be  given  chance  to  demonstrate 

coverage  techniques.  Page  64.  CBS,  NBC  tapped  for  1958 
ABA  Gavel  Awards.  Page  66.  Desi  Arnaz  leads  panel  session 
of  film  tax  problem.  Page  66. 

Major  Musical  Accord — For  first  time  major  studios  agree 
to  use  live  musicians  for  any  tv  series  produced.  Concession 
is  gained  by  new  Musicians  Guild  of  America.  Page  76. 

Coffee  Bureau  Brews — Pan  American  Coffee  Bureau  wants 
to  boost  its  advertising  budget  to  get  people  to  drink  their 

coffee  stronger  and  put  a  halt  to  "stretching"  the  number  of 
cups  per  pound.  Page  38. 

Labor  Boycott  Cleared — Examiner  of  National  Labor  Re- 
lations Board  finds  that  IBEW  activities  involving  advertisers 

of  WKRG-AM-TV  Mobile,  Ala.,  did  not  violate  federal 
law.  Page  76. 

Wit  and  Wisdom — Pie-in-face  aural  gag 

spot  doesn't  necessarily  lead  to  pie  in  sky 
for  advertiser,  says  Jack  Roberts,  creative 
director  of  Carson  Roberts  Inc.  agency.  He 
tells  how  to  handle  commercial  radio 

humor  in  Monday  Memo.  Page  93. 
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PITTSBURGH 

TERRIFIC 

RATING 

BOOST 

IN 

PITTSBURGH 

KQV  is  climbing  steadily  toward  the  top  of  the 

rating  ladder.  Pulse  shows  KQV  a  solid  third  in 

the  morning  and  a  strong  second  in  the  afternoon 

—  just  one  percentage  point  away  from  second  and 
first. 

Latest  Hooper  agrees,  too. 

Radio  has  changed  in  Pittsburgh,  paced  by  the  ex- 

citing, dramatic  new  program  format  of  KQV,  now 

delivering  more  homes  per  dollar  than  any  other 

station  in  the  area. 

Check  general  manager  Ralph  Beaudin  or  your 

Adam  Young  representative  for  availabilities  .  .  . 

ratings  ...  the  full  story  of  the  new  sound  in 
Pittsburgh! 

ADAM  YOUNG  INC. 

NEW  YORK  •  CHICAGO  •  ST.  LOUIS  •  ATLANTA  •  LOS  ANGELES  •  SAN  FRANCISCO  •  DETROIT 
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at  deadline 

PRODUCERS  OFFER  DOCUMENTS  REFUTING 

CHARGES  THAT  TWENTY-ONE'  WAS  RIGGED 
While  afternoon  newspapers  flaunted 

headlined  "exclusive"  stories  quoting  ex-quiz 
champ  Herbert  Stempel  on  how  he  claimed 
to  have  been  furnished  answers  on  Twenty- 
One  on  NBC-TV,  producers  of  that  show 

Friday  released  copies  of  handwritten  state- 
ment, dated  March  7,  1957,  and  bearing 

Stempel  signature,  denying  any  such  charges 
(early  stories  page  42). 

March  1957  statement  said:  "I  do  hereby 
state  and  declare  to  whomsoever  may  be  now 
or  in  the  future  concerned  that  Dan  Enright, 

producer  of  Barry  &  Enright  Productions, 
has  never  in  any  way  shape  nor  form  give, 
imparted  or  suggested  to  me  any  questions, 

or  answers  connected  with  the  program  '21.' 
Any  questions  or  answers  which  I  gave  on 
the  program  were  entirely  my  own  and  no 
aid  nor  assistance  was  rendered  to  me  by 

Mr.  Enright  nor  any  of  his  staff.  As  a  token 

of  this  statement  and  affirming  it  to  be  en- 
tirely true,  I  place  my  signature  freely  and 

without  any  mental  or  physical  duress  on 

the  paper  below." 
Barry  &  Enright,  producer  of  Twenty- 

One,  said  this  statement  was  among  docu- 
mentary evidence  which  it  presented  to  dis- 

trict attorney  which  "refutes  the  charges 
leveled  against  the  Twenty-One  program  by 

Mr.  Stempel."  B&E  said  it  was  written  by 
Herbert  Stempel  "voluntarily  as  an  after- 

math of  reports  that  he  had  been  making 
charges  damaging  to  the  integrity  of  Dan 

Enright  and  the  Twenty-One  program." 
NBC  said  Thursday  night  that  charges 

against  Twenty-One  "were  made  by  Mr. 
Stempel,  over  a  year  ago,"  had  been  in- 

vestigated by  NBC  at  that  time  and  found  to 

be   "utterly  baseless  and  untrue." 
Mr.  Enright  meanwhile  issued  following 

statement  Friday  after  meeting  with  execu- 
tive assistant  district  attorney,  David  Wor- 

gan,  and  assistant  district  attorney,  Joseph 

Stone:  "At  our  request,  we  have  had  a  meet- 
ing with  Mr.  Worgan  and  Mr.  Stone  to 

whom  we  presented  certain  evidence  con- 
cerning the  statements  about  Twenty-One 

made  by  Herbert  Stempel,  a  former  con- 
testant on  the  program,  and  subsequently 

printed  in  several  newspapers.  The  other 

evidence  is  still  being  studied  by  the  dis- 

trict attorney's  office. 

"Mr.  Worgan  and  Mr.  Stone  have  been 
completely  cooperative  in  this  matter  and 
have  assured  us  that  they  will  make  every 
effort  to  organize  and  digest  the  material  we 

have  given  them,  at  which  time  they  will  is- 
sue a  statement.  At  that  time,  with  their 

permission,  we  will  release  to  the  press  fur- 
ther portions  of  this  material  which  we  con- 

sider to  be  of  public  interest.  I  am  confident 

that  when  the  full  story  is  released,  the  vic- 
tims of  this  unfortunate  situation  will  be 

completely  exonerated,  and  the  American 

public  will  know,  after  seeing  all  the  facts, 

where  to  place  the  blame  for  this  mess." 

Proof  has  been  given  D.  A.  "there  is  ab- 
solutely nothing  wrong"  with  Twenty-One, 

Lawrence  McKay,  NBC  counsel,  said  late 
Friday.  He  said  Mr.  Enright  was  meeting  at 

time  with  D.  A.,  submitting  evidence  re- 

butting charges.  He  called  documents  "cer- 
tain proof"  and  added,  "Undoubtedly  the 

district  attorney  will  have  something  to  say 

after  they  investigate  it."  He  is  member  of 
law  firm  of  Cahill,  Gordon,  Reindel  &  Ohl, 
NBC's  attorneys. 

WMGM  Named  in  Quiz  Suit 

Mr.  and  Mrs.  Donald  Reid,  Brooklyn, 
late  Friday  affirmed  they  have  pending  in 
New  York  Supreme  Court  suit  to  examine 
records  of  WMGM  New  York  contest 

Name  It  and  Claim  It  in  which  $1,300- 

prize  winner  is  "a  woman  in  Jersey."  Mr. Reid  said  he  and  wife  submitted  correct 
answer  on  15th  Vice  President  of  U.  S. 
but  that  WMGM  said  it  never  received 

answer  card.  In  1957,  Mr.  Reid  said,  he 

accepted  "$600  compromise"  in  similar 
contest  dispute  with  WMGM.  Station  of- 

ficials were  not  available  for  comment. 

Thomas  to  Address  NAB  Session 

William  H.  Thomas,  radio-tv  director  of 
Fitzgerald  Adv.  Agency,  New  Orleans,  will 
address  a  luncheon  meeting  at  opening  NAB 

Fall  Conference  to  be  held  Sept.  18-19  at 
Buena  Vista  Hotel,  Biloxi,  Miss.  Series  of 

conferences  will  wind  up  Oct.  27-28  in 
Washington,  D.  C. 

SPACE  CHANNELS 

Andrew  J.  Haley,  Washington  ra- 
dio attorney  and  space-law  expert,  has 

called  for  radio  command  channels 

so  larger  and  larger  space  vehicles 
may  be  guided  to  safe  landings  on 
earth  or  destroyed.  Mr.  Haley  made 

plea  at  space-law  conference  at  Inter- 
national Astronautical  Society  Con- 

vention in  Holland.  Mr.  Haley  is 

president  of  IAS.  "As  the  vehicles 

grow  larger  and  larger,  he  said,  "the 
metal  scattered  in  the  death  plunge 

[when  they  disintegrate  on  reentering 

the  earth's  atmosphere]  will  become 
more  and  more  dangerous."  Earlier  in 
week  Mr.  Haley  and  Charles  S.  Rhyne, 

Washington  attorney  and  president 
of  American  Bar  Assn.,  were  among 
five  recipients  of  Grotius  medal  for 
merit  in  international  law,  presented 
in  Munich,  Germany. 

BUSINESS  BRIEFLY 

Late-breaking  items  about  broadcast 

business;  for  earlier  news,  see  Adver- 
tisers &  Agencies,  page  27. 

BISCUIT  IN  SOUTHWEST  •  National 
Biscuit  Co.,  N.  Y.,  said  to  be  ready  with 

spot  radio  campaign  to  break  shortly 

throughout  Texas  and  in  other  south- 
western and  western  markets.  Agency:  Mc- 

Cann-Erickson,  N.  Y. 

GOLD  MEDAL  SEEKS  •  General  Mills 
(Gold  Medal  flour)  Minneapolis,  reported 
to  be  seeking  availabilities  for  spot  radio 
effort  to  begin  throughout  country  shortly. 

Agency:  Dancer-Fitzgerald-Sample,  N.  Y. 

MARLBORO  IN  ENGLAND  •  Philip 
Morris  Inc.,  for  Marlboro  cigarettes,  starts 

immediately  11 -week  saturation  tv  spot 

campaign  in  England  on  both  ITV  (week- 
days) and  ATV  (weekend)  through  Cole- 
man, Prentiss  &  Varley,  London.  Thirty- 

second  spots  in  prime  time  are  being  used. 

linger  Resigns  in  Policy  Dispute 

Alvin  E.  Unger,  vice  president  in  charge 

of  Ziv  Television  Programs'  Chicago  office 
for  past  three  years  and  19-year  veteran 
with  Ziv  organization,  announced  resigna- 

tion Friday,  effective  immediately.  He  at- 

tributed action  to  disagreement  over  Ziv's 
recently  announced  table  of  organization 

and  said  parting  was  "on  a  reasonable  basis." 
Mr.  Unger  joined  Frederick  W.  Ziv  Co. 

in  1939  from  A.  J.  Lehman,  sales  franchiser 
for  soft  drink  manufacturers.  He  was  named 

to  Chicago  vice  president  in  1955.  Ziv  Tv 
Programs  announced  major  sales  expansion 
last  July,  setting  up  three  new  sales  units, 
promoting  four  key  executives  and  adding 
nine  salesmen  [Film,  July  21]. 

WCBS  Airs  First  Editorial 

First  editorial  in  its  30-year  history  was  to 
be  broadcast  Friday  night  (Aug.  29)  by  CBS- 

owned  WCBS  New  York.  Half-hour  pro- 
gram centered  around  controversy  aroused 

by  decision  of  Corrections  Commissioner 

Anna  Kross  to  eliminate  facility  for  volun- 
tary committed  drug  addicts  at  city  prison 

on  Riker's  Island.  After  presenting  various 
shades  of  opinion  on  what  to  do  for  and 

about  drug  addicts — including  statements  by 
corrections  commissioner  and  one  of  her 

outspoken  critics,  plus  interview  with  anon- 

ymous drug  addict — editorial  sided  with  cor- 
rections commissioner,  called  her  action 

"courageous  public  service  ...  in  focusing 
attention  on  a  problem  that  has  too  long 

been  swept  under  the  political  rug." 
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PEOPLE 

at  deadline 

Storer  Asks  Permit  to  Close 

WVUE  (TV)  But  Still  Seeks  Buyer 

Storer  Broadcasting  Co.  Friday  an- 
nounced it  was  asking  FCC  for  permission 

to  close  down  ch.  12  WVUE  (TV)  Wil- 

mington. Del.,  on  Sept.  13,  but  retain  per- 
mit. Company  said  it  was  still  seeking  pur- 

chaser for  independent  Wilmington-Phila- 

delphia outlet,  and  that  "active"  negotia- 
tions are  underway  with  two  or  three  pro- 

spective buyers. 
In  order  to  consummate  $4.4  million  pur- 

chase of  ch.  6  Wrri-TV  Milwaukee  [At 
Deadline,  Aug.  1 1].  Storer  must  sell  one  of 
its  currently  owned  five  vhf  stations  in  order 
to  remain  within  FCC  limit  of  five  vhfs  to 

single  owner.  In  addition  to  Wilmington, 
Storer  owns  vhf  stations  in  Detroit,  Toledo, 
Cleveland  and  Atlanta. 

Milwaukee  purchase  application,  seeking 

FCC  approval,  is  due  to  be  filed  this  week, 
it  was  learned. 

Lee  B.  Wailes,  Storer  executive  vice  presi- 
dent, said  considerable  interest  has  been 

evidenced  in  purchase  of  WVUE  but  no  ac- 
ceptable offers  have  been  received  thus  far. 

Storer  bought  Wilmington  ch.  12  facility 
in  1957.  It  paid  $5.6  million  for  tv  station 
and  WiBG-AM-FM  Philadelphia.  Storer 

contemplates  retaining  Philadelphia  radio 
outlets. 

McGannon  Appoints  Mikitct 
To  New  WBC  Controller  Post 

Joseph  K.  Mikita  named  to  new  post  of 
controller  for  Westinghouse  Broadcasting 

Co.,  WBC  President  Donald  H.  McGannon 

is  announcing  today  (Sept.  1).  Mr.  Mikita 
will  supervise  company  accounting  and 
finance  activities.  He  was  with  Capital  Cities 

Television  Corp.  as  comptroller  in  1955- 
57  and  as  treasurer  in  1957-58.  He  also 
was  in  charge  of  constructing  its  WTEN 
(TV)  Vail  Mills  (Albany),  N.Y.  ch.  10 
operation  and  that  of  satellite  WCDB  on 
ch.  29  at  Hagaman,  N.Y. 

Explaining  creation  of  controller  post, 

President  McGannon  said:  "The  competi- 
tive nature  of  the  broadcasting  industry  and 

the  expansion  of  WBC  have  created  need 

for  a  wider  variety  of  services.  .  .  .  Condi- 
tions dictate  that  business  continually  ex- 
amine the  growth  of  the  cost  factor  to  effect 

the  optimum  in  broadcasting  service." 

Whitney  Buys  Newspaper  Control 

With  acquisition  of  working  control  of 
New  York  Herald-Tribune  and  its  Paris  edi- 

tion by  John  Kay  Whitney,  Corinthian  group 

of  radio-tv  stations  becomes  newspaper- 
owned.  Mr.  Whitney  is  senior  member  of 
J.  H.  Whitney  &  Co.,  investment  firm  which 

owns  WISH-AM-TV  Indianapolis,  WANE- 
AM-TV  Fort  Wayne,  both  Indiana;  KOTV 

(TV)  Tulsa,  Okla.,  and  90%  of  KGUL-TV 

Houston.  Mr.  Whitney,  U.S.  Ambassador 
to  Britain  and  brother-in-law  of  CBS  Inc. 

Chairman  William  Paley,  took  over  finan- 
cially-ailing Herald-Tribune  from  Ogden 

Reid  and  family.  Earlier  in  year  he  bought 

Parade  magazine,  Sunday  newspaper  sup- 

plement. Mr.  Reid  remains  as  chief  execu- 
tive officer  until  Mr.  Whitney  can  assume 

personal  command.  Chief  broadcast  execu- 
tive in  Whitney  firm  is  C.  Wrede  Peters- 

meyer. 

Las  Vegas,  Pittsfield  Stations 
Sold;  Southern  Outlets  Change 

Station  sales  announced  Friday,  all  sub- 
ject to  FCC  approval: 

KRAM  Las  Vegas,  Nev.  •  Sold  by 

David  H.  Margolies  to  Misch  Ellman,  Chi- 

cago accountant,  for  $275,000.  Mr.  Mar- 
golies remains  as  consultant.  Larry  Buskett, 

present  manager,  will  be  president-general 
manager  of  station.  KRAM  is  1  kw  day, 
500  w  night  on  920  kc.  Transaction  was 
handled  by  Blackburn  &  Co. 

WBRK  Pittsfield,  Mass.  •  Sold  by  Leon 
Podolsky  and  associates  to  Joseph  K.  Close 

and  associates  for  $115,000  plus  assump- 
tion of  $100,000  in  liabilities.  Mr.  Close 

and  group  also  own  WKNE-AM-TV  Keene 
and  50%  interest  in  WKXL  Concord, 

both  New  Hampshire;  WKVT  Brattleboro, 
Vt.  and  WKNY  Kingston,  N.  Y.  WBRK 
is  250  w  MBS  affiliate  on  1340  kc. 

KCMR  McCamey,  Tex.  •  Sold  by  Don 

Boston  and  Jim  Sample  to  Robert  E.  Stew- 
art, Dallas  manager,  Clarke  Brown  Co.,  sta- 

tion representative  firm,  for  $30,000. 
KCMR  is  250  w  MBS  affiliate  on  1450  kc. 

Broker  was  Hamilton,  Stubblefield,  Twining 
&  Assoc. 

WCRE  Cheraw,  S.  C.  •  Sold  by  E.  G. 
Robinson  Jr.  and  William  R.  Wagner  to 
Ben  Ackerman  for  $23,000.  Mr.  Ackerman 

is  station  manager,  WGST  Atlanta,  Ga. 
Mr.  Robinson  also  owns  WDKD  Kingstree, 
S.  C.  WCRE  is  1  kw  daytimer  on  1420  kc. 
Transaction  was  handled  by  Chapman  Co. 

SPOT  CELEBRATION 

As  part  of  its  40th  anniversary  cel- 
ebration, Peter  Paul  Inc.  (Mounds 

and  Almond  Joy  candy),  Naugatuck, 

Conn.,  reported  to  be  embarking  on 
extensive  network  radio  and  spot 

radio-tv  campaign.  Peter  Paul  set 
to  launch  network  effort  on  Mutual 

in  mid-October,  buying  40  participa- 
tions per  week  for  two  months.  Its 

spot  radio-tv  saturation  campaign  is 
scheduled  to  break  this  weekend  in 

100  top  markets  of  country  and  con- 
tinue until  late  December.  Agency: 

Dancer-Fitzgerald-Sample,  New  York. 

WALTER  CRAIG,  vice  president  in  charge 
of  radio  and  television  for  Norman,  Craig 
&  Kummel.  N.  Y.,  elected  to  board  of 

directors.  Mr.  Craig  purchased  and  de- 

veloped The  $64,000  Question,  on  CBS-TV, 
and  is  credited  with  development  of  The 

Pik  e  Is  Right,  on  NBC-TV. 

DR.  HAROLD  MENDELSOHN,  head  of 

tv-radio  research,  McCann-Erickson's  Mar- 
ket Planning  Corp.,  has  resigned  to  join 

marketing  and  social  research  division  of 
Psychological  Corp. 

JEROME  HARRISON,  formerly  national 
sales  executive  for  Ziv  Television  Programs, 

appointed  manager  of  sales  development, 
NBC-TV  network  sales,  N.  Y. 

WALTER  TIBBALS,  with  BBDO  in  Holly- 
wood for  14  years  and  vice  president  in 

charge  of  radio-tv,  to  Norman,  Craig  & 

Kummel,  N.  Y.,  as  vice  president-general 
manager  of  expanded  Radio-Tv  Dept. 

ARTHUR  M.  TOLCHIN,  director  of 
WMGM  New  York  since  1954,  elected  to 
board  of  directors  of  WMGM  Broadcasting 

Corp.,  owner  of  station. 

CARROLL  C.  GRINNELL,  recently  in 

charge  of  marketing  and  planning  activities 
for  Benton  &  Bowles  account,  Post  Cereals, 

elected  vice  president  of  agency  and  ap- 

pointed account  supervisor  of  Gaines  prod- 
ucts. 

MARK  WOODLINGER,  sales  manager  of 

WOC-AM-FM-TV  Davenport,  Iowa,  will  re- 
sign Oct.  1  to  join  Community  Telecasting 

Corp.,  ch.  8  applicant  in  Davenport  market. 

WILLIAM  A.  SITTIG,  formerly  with  Clin- 
ton E.  Frank  Inc.,  Chicago,  appointed  ac- 

count executive  in  charge  of  zone  opera- 
tions for  Allstate  Insurance  Companies  ac- 
count at  Leo  Burnett  Co.,  same  city.  Agency 

just  named  to  handle  Allstate  life  insurance 

and  accident-sickness-hospitalization  cover- 
age, in  addition  to  fire  and  casualty  lines, 

with  estimated  total  billing  of  $4  million. 

ANDREW  B.  POWELL,  formerly  south- 

ern and  southwestern  representative  of  Ster- 

ling Television  Co.,  N.  Y.,  tv  film  distribu- 
tor, named  tv  account  executive  in  New 

York  for  Peters,  Griffin  &  Woodward, 

N.  Y.,  station  representative. 

C.  H.  BILLIPP,  formerly  with  Kudner 

Agency,  to  Compton  Adv.,  N.  Y.,  creative 

department. 

JOHN  FENGLER,  for  ten  years  NBC-AM- 
-TV  producer,  to  Peck  Adv.,  N.  Y.,  Tv 

Dept.,  as  producer  of  live  and  film  com- 
mercials. 

DICK  LAWRENCE,  program  director  of 
WKBW  Buffalo  and  formerly  program 

director  of  WBNY  there,  to  Jack  Masla  & 

Co.,  N.  Y.,  as  program  consultant. 

S.  D.  WOOTEN,  53,  brother  of  Hoyt  B. 

Wooten,  owner  of  WREC-AM-TV  Mem- 
phis was  fatally  stricken  Aug.  25  with  cor- 

onary thrombosis.  Formerly  chief  engineer 
of  WREC,  Mr.  Wooten  for  past  few  years 
has  been  co-owner  of  W&W  Distributing 

Corp.,  Memphis,  handling  electronic  prod- ucts. 
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1st  in  Delaware  Valley,  USA, 

for  the  lOth  consecutive  month - 

and  by  the  largest  margin  in 

our  history. 

Sources:  ARB,  Nov.  1957-August  1958 

A    TRIANGLE  STATION 

WFIL-TY 

PHILADELPHIA,  PENNSYLVANIA 

ABC-TV    CHANNEL  6  BLAIR-TV 

Operated  by:  Radio  and  Television  Div.  /  Triangle  Publications,  Inc.  /  46th  &  Market  Sts.,  Philadelphia  39,  Pa. 

WFIL-AM  •  FM  •  TV,  Philadelphia,  Pa.  /  WNBF-AM  •  FM  •  TV,  Binghamton,  N.  Y,  /  WUBR-TV,  Lebanon-Lancaster,  Po. 

WFBG-AM  •  TV,  Altoona-Johnstown,  Pa.  /  W  N  H  C  -  A  M  •  FM  •  TV,  Hartford-New  Haven,  Conn. 

Triangle    National    Sales   Office,   485   Lexington   Avenue,,   New  York  17,   New  York 
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Just  like  that,  you're  right  next  to  your  customers!  No  other 

advertising  medium  moves  faster.  Call  us  today,  and  tomorrow 

New  York's  most  persuasive  radio  salesmen  deliver  your  mes- 

sage. Star  personalities  like  Jack  Sterling,  Lanny  Ross,  Jim  Lowe, 

Galen  Drake,  Stan  Freeman  and  Martha  Wright  give  a  product 

story  very  special  delivery.  Welcome  as  old  friends  all  over  New 

York,  they're  believed  in  the  way  only  old  friends  are  (as  a  major 

study  of  listener  attitudes  revealed).  And  they  do  your  selling  on 

the  station  with  the  widest  circle  of  friends  in  New  York  (over  1.6 

million  different  families  a  day*).  Want  to  move  your  products 

fast?  Just  pick  up  the  phone.  We  expedite!  WCBS  RADIO 
Represented  by  CBS  Radio  Spot  Sales 



6  to  60 

RADIO  RAHAL1 

Raholl  Stations  attract  every  age  group  6 
to  60  with  every  catagory  of  programming 
.  .  .  news,  music,  sports  and  public  service 
events.  Your  product  is  sold  by  top  per- 

sonalities ...  on  these  top-rated  Hooper  and 
Pulse  stations. 

TAUENTOWN.  pa.  / 

Again  #1  Hooper,  May  and  June,  morning 
and  afternoon.  Try  the  afternoon  show  4  to  6 
p.  m.  with  Dopey  Duncan  and  Bob  Newman. 

Top  Pulse,  Manchester,  Concord,  Nashau  mar- 
kets. Morning  shows  5  to  10  a.m.  with  Chuck 

O'Neill  and  Norm  Bailey. 

5000  wafts,  top  personality  station  in  the 
Tampa-St.  Petersburg  markets.  The  major 
league  game  of  the  day  station  for  the 
Florida  west  coast. 

BECKLEXWi/AJ 

it\  Hooper,  morning,  noon  and  night.  Morn- 
ing shows  5  to  9:45  a.m.  with  Russ  Cooke 

and  Gary  Dent. 

fww/srovm  pa~7 
Top  Pulse  in  rich  Montgomery  County  market. 
Morning  shows  6  to  9  a.m.  with  Tony  Bekas 
and  Don  Jones. 

sold  nationally  thru 

WEED  &  CO. 

Joe  Rahall,  President 

"Oggie"  Davies,  Gen.  Manager 

IN  REVIEW 

CONCENTRATION 

This  is  not  another  quiz — it's  a  "contest." 
The  difference  may  be  negligible,  but  then 
so  is  the  show. 

Two  contestants  (of  either  sex)  compete 

by  calling  pairs  of  numbers  from  1  to  30, 
which  then  appear  on  three-sided  wedges 
on  a  board.  Wedge  1  or  30  is  turned  as  it 
is  called  (much  like  the  secret  revolving 
walls  in  old  Bela  Lugosi  movies)  to  reveal 
the  picture  of  a  prize.  If  a  contestant  matches 
two  pictures,  he  is  credited  with  the  prize, 
and  the  third  side  of  the  wedge  is  spun  into 

place  to  reveal  part  of  a  master  puzzle-pic- 
ture, which  must  be  solved  by  the  contestant 

to  keep  his  prize. 
Concentration  might  be  called  an  errant 

ESP  (now  crossed  over  into  tv  limbo).  If, 

however,  a  contestant  does  not  "sense" 
which  pictures  match,  he  may  resort  to 

mere  memory.  He  may  keep  track  of  num- 
bers called  and  their  corresponding  pictures 

(much  like  remembering  tricks  in  bridge), 
and  when  his  competitor  misses  and  it  is 
his  turn  again,  he  quickly  calls  5  and  14 

which  he  knows  to  be  power-mowers. 
On  the  Aug.  26  show,  the  little  lady  from 

New  Jersey  (after  divining  the  master  puzzle 

to  be  "You  Got  To  Accentuate  the  Posi- 

tive") was  informed,  to  the  accompaniment 
of  Tiomkin-type  music,  that  she  had  won 
a  bottle  of  salad  dressing  and  one  herring. 
After  a  brief  but  outraged  pause,  she  elected 
to  take  the  alternate  prize  of  $100.  The 

loser  (a  young  man  from  New  York  who 

was  the  producer  of  a  three-member  opera 
troupe)  walked  away  with  an  all-expenses 
paid  trip  for  two  to  Bermuda.  It  should  be 

explained  that  he  had  won  earlier  by  de- 
feating a  nice  old  lady  from  Connecticut, 

who  did  not  receive  anything. 

Concentration  may  not  be  the  most  grip- 

ping show  on  pre-noon  television,  but  it  is 
certainly  the  most  economical. 

Production   costs:   Approximately  $25,000 

per  week. 
Participating  sponsorship  on  NBC-TV  Mon- 

day-Friday, 1 1 :30-noon  EDT,  by  Chese- 

hrough-Pond's  Inc.  through  J.  Walter 
Thompson  (starting  Oct.  17),  General 
Foods  through  Young  &  Rubicam,  Heinz 
Co.  through  Maxon  (starting  Sept.  18), 

Lever  Bros,  through  Needham,  Louis  & 

Brorby,  National  Biscuit  Co.  through  Mc- 
Cunn-Erickson  (starting  Oct.  8),  Pills- 

bury  Mills  through  Leo  Burnett  (start- 
ing Oct.  9)  and  Sterling  Drug  Inc.  through 

Dancer-Fitzgerald-Sample.  Started  Aug. 25. 

Barry  &  Enright  production;  executive  pro- 
ducer: Robert  Noah;  producer:  Jack 

Farren;  director:  Van  Fox;  m.  c:  Hugh 
Downs. 

KRAFT  MYSTERY  THEATRE 

From  the  opening  scene  of  the  new  gard- 
ener digging  a  hole  (for  his  employeress?)  to 

the  closing  revelation  (no,  it  wasn't  the 
butler),  the  Aug.  20  Kraft  production,  "We 
Haven't  Seen  Her  Lately,"  was  excellent. 
It  fulfilled  each  word  of  the  show  title  for 

it  had  mystery,  theatre  and  those  enticing 
Kraft  commercials  in  color. 

Fog  and  rain  were  used  effectively  to 

evoke  the  proper  atmosphere  for  this  Eng- 
lish mystery  about  an  eccentric  old  lady 

who  is  feared  murdered,  is  found  safe  and 

sound,  and  then,  by  gad,  is  found  murdered. 
The  direction  never  flagged  as  first  one  and 
then  another  suspect  was  brought  into  focus. 

Each  character  was  sharply  and  econom- 
ically drawn  by  the  cast  (which  sounded 

authentically  British)  from  Mary  Finney  as 

Aunt  Violet  to  Patrick  Horgan  as  Bertie. 

May  there  indeed  always  be  an  Eng- 
land and.  for  entertainment  seekers,  an 

English  mystery. 

Production  costs:  Approximately  $50,000. 

Sponsored  on  NBC-TV  Wednesday,  9-10 
p.m.  EDT,  by  Kraft  Foods  Co.  through 
J.  Walter  Thompson  Co. 

Producer:  Alex  March;  director:  Paul 

Bogart;  "We  Haven't  Seen  Her  Lately" 
written  by  Sumner  Locke  Elliot  and 
based  on  novel  by  E.  X.  Serrars. 

o LORCA 

^3 

IN 

The  Next  10  Days 

of  Network  Color  Shows 

(all  times  EDT) 

CBS-TV 

Colorcasting  schedule  suspended  for 
summer. 

NBC-TV 

Sept.  1-5,  8-10  (12:30-1  p.m.)  It  Could  Be 
You,  participating  sponsors. 

Sept.  1-5,  8-10  (2:30-3  p.m.)  Haggis  Bag- 

gis,  participating  sponsors. 

Sept.  1,  8  (7:30-8  p.m.)  Haggis  Baggis, 
sustaining. 

Sept.  2  (8-9  p.m.)  The  Investigator,  RCA 
Whirlpool  through  Kenyon  &  Eckhardt 

and  Liggett  &  Myers  through  McCann- 
Erickson. 

Sept.  3,  10  (9-10  p.m.)  Kraft  Mystery 

Theatre,  Kraft  Foods  Co.  through  J. 
Walter  Thompson. 

Sept.  4  (7:30-8  p.m.)  Tic  Tac  Dough, 
Warner-Lambert  through  Lennen  & 
Newell-  and  RCA  Victor  through  Kenyon 
&  Eckhardt. 

Sept.  4  (10-10:30  p.m.)  The  Price  Is 
Right,  Lever  Bros,  through  J.  Walter 
Thompson. 

Sept.  5  (7:30-8  p.m.)  The  Big  Game,  sus- 
taining. 

Sept.  6  (8-9  p.m.)  The  Bob  Crosby  Show, 
participating. 

Sept.  7  (7-7:30  p.m.)  Noah's  Ark,  sus- 

taining. ' 
Sept.  7  (8-9  p.m.)  The  Steve  Allen  Show, 
Greyhound  through  Grey  Adv.,  DuPont 
through  BBDO  and  Polaroid  through 

Doyle  Dane  Bernbach. 

Sept.  7  (9-10  p.m.)  The  Chevy  Show, 
Chevrolet  through  Campbell-Ewald. 
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with  Warner  Brothers  Features.  Over  50%  of  the  audience  in  three-station  markets  can  be  yours 

morning,  noon  and  night.  Look  at  the  record  below.  Write,  wire  or  phone  for  full  details. 

HERE'S  THE  PROOF! 

TIME 

8:30 -10  AM 
Noon- 1:30  PM 
1-2  PM 

2:30-3:30  PM 
3:30-5  PM 
5:00-6:45  PM 
7:30-8:30  PM 
9:30-11:45  PM 
11:00  PM-1  AM 

CITY 

Miami 

Portland 
St.  Louis 
San  Diego 
Cincinnati 
Boston 
Las  Vegas 
Houston 

Philadelphia 

STATION 

WTVJ 
WCHS 
KMOX 

KFMB 
WKRC 
WBZ 
KLRJ 
KGUL 
WFIL 

%  OF 
AUDIENCE 

57 
66 

62 65 

52 48 

50 
60 
63 

FILM 

DARK  PASSAGE 
SHE  HAD  TO  SAY  YES 
MAN  FROM  MONTEREY 
BELOVED  BRAT 
STALLION  ROAD 
FIGHTING  69TH 

TO  HAVE  AND  HAVE  NOT 
TASK  FORCE 
PRIDE  OF  THE  MARINES 

Distributors  for  Associated  Artists 

345  Madison  Ave.,  MUrray  Hill  6-2323 
75  E.  Wacker  Dr.,  DEarborn  2-2030 

1511  Bryan  St.,  Riverside  7-8553 
9110  Sunset  Blvd.,  CRestview  6-5886 

Productions  Corp. 

NEW  YORK 
CHICAGO 
DALLAS 
LOS  ANGELES 

Prices  for  individual  pictures  on  request 



RADIO  STATION 

OPEN  MIKE 

The  85th  Congress 

EDITOR : 

1  think  your  wrap-up  of  the  broadcast- 
minded  85th  Congress  (Aug.  18)  was  ex- 
cellent. 

Roger  W.  Clipp 
V .P. -General  Manager 

Radio  &    Television  Dir. 

Triangle  Pub.  Inc.,  Philadelphia 
Philadelphia 

[EDITOR'S  NOTE:  For  complete  list  of  bills  af- fecting broadcasting  in  the  85th  Congress,  see 
GOVERNMENT.] 

Praise  From  the  Professor 
EDITOR: 

Not   only   the   active   broadcasters,  but 
the  American   people  that  constitute  the 
radio  and  television  audiences  owe  a  debt 

of  gratitude  to  Broadcasting  for  its  Aug. 

25  editorial,  "Prescription  for  Congress." 
Elmer  G.  Sulzer,  Director 
Radio  &  Television  Communications 

Indiana  U.,  Bloomington 

Before  the  Fact 

editor: 

.  .  .  The  real  purpose  of  this  letter  is 
to  ask  that  you  have  one  of  your  staff 

interview  Bill  Hoffmann,  radio-tv  director 
of  BBDO.  Here  is  a  man  who  is  genuinely 
enthusiastic  about  network  radio  and  whose 
views  I  think  should  be  made  known  to 

everyone  in  our  industry. 

Ralph  Bergsten 
V .P. -General  Manager 

Don  McNeill  Enterprises Chicago 

[EDITOR'S  NOTE:  BROADCASTING  anticipated 
Mr.  Bergsten's  request.  Mr.  Hoffman's  MONDAY MEMO  on  network  radio  appeared  Dec.  2,  1957.] 

About  Price  Cutting 

editor: 

Having  read  the  July  14  Monday  Memo 
by  Rollo  Hunter,  with  whom  I  heartily 

agree,  it  is  not  unrelated  to  a  similar  situa- 
tion in  our  motion  picture  equipment  sales 

and  rental  business. 
Our  field  services  a  limited  number  of 

professional  motion  picture  producers.  We 
spend  our  time  and  money  to  develop  new 
equipment  for  this  relatively  small  industry 

and  some  discount-happy  dreamer  copies 
our  items  and  sells  them  below  our  estab- 

lished- fair  price,  to  attract  attention  to 
themselves  as  a  bargain  house.  The  shoppers 

who  are  buying  price  and  not  quality  in- 
variably get  caught. 

The  rental  field  is  also  limited  and  we 
feel  that  we  are  entitled  to  a  fair  return 
for  our  investment  in  the  cameras  and 

sound  and  lighting  equipment,  etc.,  which 

we  must  keep  readily  available  and  serv- 

iced at  all  times.  Occasionally  the  producer's 
needs  for  short  period  rentals  require  more 
from  us  in  the  way  of  service  than  we 

could  possibly  realize  from  the  rental  in- 
come. Here  again  the  bargain  boys  start  a 

price  war  which  if  allowed  to  continue, 

will  eliminate  the  ability  to  provide  a  de- 
pendable rental  service  to  the  producer 

on  a  short-term  basis.  Without  this  serv- 

ice the  producer  will  find  himself  in  dif- 
ficulty, and  while  faced  with  such  a  prob- 
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lem  in  his  industry,  his  support  of  the 

price-cutter  in  our  field  may  eventually 

effect  his  business.  Here's  one  for  action! 
Irving  Browning 
President 
Camera  Marl  Inc. 
New  York 

[EDITOR'S  NOTE:  Mr.  Hunter's  MONDAY MEMO  dealt  with  price  cutting  in  the  field  of 
film  production.] 

Rating  Services 

editor: 

I  believe  that  this  week  we  have  reached 

the  ultimate  in  pitches  from  rating  services. 
First  there  was  an  offer  from  [one  rating 

service]  to  "do"  a  Salem  survey  for  $100. 
Today  there  is  an  offer  from  [another] 

to  do  one  for  $80. 

They  promise  1,800  completed  calls  be- 
tween 6  a.m.  and  8  p.m.  This  would  be 

360  completed  calls  per  day.  Assume  25% 
sets  in  use.  This  would  be  90  calls  to  radio 

listeners.  Divide  90  calls  by  14  hours  and 
we  have  an  attempt  to  survey  a  mark  t 
with  6  calls  per  hour!  With  some  12  to  14 

good  signals  in  this  market  this  would 
leave  half  the  stations  with  no  audience  at 

all!  This,  we  all  agree,  is  impossible. 
We  have  determined  that  rating  services 

are  sinking  to  a  new  low  to  get  business, 
but  this  type  of  pitch  with  no  attention  to 

any  statistical  tolerance  is  a  bare-faced 
attempt  to  make  the  radio  business  as 

"hungry"  as  that  of  the  rating  services  them- 
selves. 

W.  Gordon  Allen,  Owner 
KG  A  Y  Salem,  Ore. 

Seconds  the  Motion 

editor: 

I  heartily  agree  that  the  clear  channel 

case  is  "cloudy"  and  cannot  rightly  be  de- 
cided today  on  the  record  of  the  case  as 

it  stood  in  1945. 

I  would  appreciate  your  permission  to 

include  your  editorial,  "Cloudy  Clear 
Channel  Case"  in  your  Aug.  25  issue,  in 
our  September  issue  of  our  DBA  Day- 
lighter,  with  due  credit  to  Broadcasting. 

J.  R.  Livesay 
President 

WLBH  Mattoon,  111. 

[EDITOR'S  NOTE:  Permission  granted.] 

The  Censorship  Code 

editor: 

Please  send  me  10  copies  of  the  censor- 
ship code.  Congrats  on  publishing  this  vital 

bit  of  government  action.  Keep  up  the 
good  journalism.  Everyone  here  reads 
Broadcasting  with  interest. 

J.  Peter  Fenney 
Extension  Service 

N.  D.  Agricultural  College 
Fargo,  N.  D. 

editor: 

...  10  copies.  .  .  . 

Harvey  Olson,  Program  Manager 
WDRC  Hartford,  Conn. 

[EDITOR'S  NOTE:  The  story  and  text  about  the 
government's  stand-by  censorship  code  were 
carried  exclusively  in  BROAD  CASTING  Aug.  4. 
Reprints  are  available  at  cost,  10  cents  per  copy, 
minimum  order  10  copies.] 
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This  week  in  New  York  with  ARBITRON 

ARB  introduces  a  new  era  in  television  research  ...  instantaneous 

electronic  audience  measurement  around  the  clock,  every  day  of  the 

year.  ARBITRON  daily  reports  are  now  being  issued  on  a  regular 

full-sample  basis  in  New  York  and  will  be  shortly  available  in  Los 

ngeles,  Chicago,  and  a  multi-city  network.  For  other  areas  requiring 

complete  research  coverage  of  all  programs  instantaneously  every 

minute  of  every  day,  it  represents  the  ultimate  measurement  tool. 

ARBITRON  is  a  complete  departure  from  other  techniques  ...  a 

tremendous  breakthrough  that  reflects  where  research— television  and 

otherwise— may  be  taking  industry  tomorrow.  ARB  introduces  it  today. 
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IN  PONTIAC  HOOPER 

7:00  A.M. — 12  00  Noon 
Monday  Thru  Friday 

12:00  Noon-6:00  P.M. Monday  Thru  Friday 

WPON 39 46.5 

Sta.  B 24.1 14.0 

Sta.  C 1 1.9 8.1 

Sta.  D 10.0 5.4 

C.  E.  Hooper,  May,  1958 

CONTACT 

VENARD  RINTOUL  &  McCONNELL,  INC. 

Associated  with  Lansing's 

WILS 

^  news  ̂  

OUR  RESPECTS 

to  Jack  Aver  ill  Burnett 
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A newspaper  job,  or  any  other  kind  of  job,  was  hard  to  get  in  the  depression  sum- 
mer of  1933  when  Jack  Burnett  received  his  journalism  degree  at  U.  of  Minne- 

sota. Through  a  mutual  friend,  however,  he  was  hired  by  Standard  Oil  of  Indiana  as 
an  advertising  representative  working  out  of  LaCrosse,  Wis. 

While  checking  up  on  the  way  service  stations  handled  point-of-sale  material  he 
developed  an  interest  in  radio  and  started  working  part  time  as  a  copywriter  and 

announcer.  He's  been  in  broadcasting  ever  since  and  now  is  owner  of  KULA  Honolulu. 

"The  copy  was  pretty  fair  but  the  announcing  was  awful,"  he  said  in  recalling  the 
Wisconsin  experience.  Even  worse  was  the  Wisconsin  weather,  he  decided  after  a 

month  of  below-zero  temperatures  in  the  winter  of  1935-36.  When  the  snows  melted, 

Jack  Burnett  said  goodbye  to  his  sweetheart,  Helen  McCormick,  and  drove  to  Cali- 
fornia. He  arrived  in  San  Francisco  with  the  car  and  $12.  KROW  Oakland  took  him 

on  before  the  $12  had  been  spent  and  he  sold  time  on  a  straight  commission  basis. 

After  a  successful  year  of  selling  he  sent  to  LaCrosse  for  Miss  McCormick  and 
they  were  married  at  Carson  City,  Nev.,  in  December  1938.  Jack  changed  jobs,  too, 
moving  to  KGVO  Missoula,  Mont.,  as  sales  manager  for  A.  J.  Mosby  whom  he  had 
met  when  both  were  in  San  Francisco  area  radio.  A  year  later  he  signed  on  as  sales 
manager  of  KUTA  Salt  Lake  City.  In  1947  the  Salt  Lake  City  group  operating 
Intermountain  Network  and  KULA  Honolulu  offered  him  a  job  as  general  manager 
of  the  Hawaiian  outlet.  This  offered  an  interesting  assignment  and  a  chance  to  move 
his  daughter,  Jacqueline,  out  of  the  high,  dry  climate  to  which  she  was  allergic.  The 
severe  skin  allergy  disappeared  within  weeks  after  the  move  to  another  climate. 

During  his  decade  at  KULA  the  property  had  changed  hands  twice,  and  Mr. 

Burnett  had  acquired  a  minority  holding.  At  the  recent  NAB  convention  he  inter- 
ested Henry  J.  Kaiser  in  buying  the  tv  property,  also  negotiating  an  agreement  to 

get  the  remaining  75%  of  KULA  Radio  himself.  KULA-TV,  now  a  Kaiser  property, 
has  been  changed  to  KHVH-TV. 

The  job  of  putting  KULA-TV  on  the  air  wasn't  easy  in  1954  since  only  one 
staff  member  had  any  tv  experience.  Jack  sent  his  chief  engineer  to  the  mainland 

on  a  six-month  inspection  trip  and  together  they  planned  the  entire  tv  operation.  Initial 
tv  losses,  he  recalled,  were  much  below  those  of  the  two  predecessor  tv  stations  in 

the  city  despite  the  oft-heard  prediction  the  market  would  not  support  three  video 
outlets.  Within  three  months  KULA-TV  was  in  the  black. 

Jack  Averill  Burnett  was  born  June  14,  1910,  in  Bethlehem,  Pa.  On  his  mother's  side were  Moravian  ancestors  who  had  founded  the  town.  He  attended  a  Moravian 

school  until  the  family  moved  to  St.  Paul  in  1920.  He  went  to  St.  Thomas  College  in 
St.  Paul  three  years,  playing  football  under  Joe  Boland,  one  of  the  famed  Seven 
Mules  of  Notre  Dame,  moving  to  U.  of  Minnesota  for  his  last  year  of  college. 

After  more  than  a  decade  in  Honolulu  he  is  a  confirmed  Hawaiian.  He  would 

like  to  broaden  his  business  interests,  however,  and  has  an  application  for  a  radio 
station  in  Salt  Lake  City.  He  learned  station  operation  the  hard  way.  When  he 
first  went  to  Honolulu  he  found  the  radio  station  overstaffed  and  located  in  large, 
costly  quarters.  Rumors  of  a  cutback  had  been  spread  and  the  entire  sales 
force  resigned.  He  moved  the  station  into  a  quonset  hut  attached  to  the  transmitter 

building  and  for  a  time  served  as  a  one-man  sales  staff  in  a  strange  market.  He 
quickly  learned  that  Honolulu  is  a  modern  market  and  running  a  radio  station 
there  was  no  different  from  the  mainland. 

Jack  Burnett  is  a  lover  of  the  outdoors  life  in  the  Hawaiians.  He  works  out 

every  day  at  the  Pacific  Club  in  Honolulu,  usually  paddle  tennis,  volley  ball  or 
some  similar  game.  He  enjoys  surfing  and  sailing,  and  is  a  member  of  the  famed 
Outrigger  Canoe  Club.  He  was  instrumental  in  forming  the  Hawaiian  Assn.  of 
Radio  &  Television  Broadcasters,  was  its  first  president  and  served  another  term 
at  a  later  date.  He  is  a  member  of  the  Executive  Club,  Honolulu  Media  Assn.  and 
Honolulu  Advertising  Club.  Community  activities  include  Red  Cross,  Boy  Scouts 
and  Community  Chest. 

As  a  station  operator  he  feels  public  service  programming  should  be  unique 

and  entertaining.  He  likes  to  match  tv  ratings  with  the  NBC  and  CBS  com- 
petition in  this  market  where  the  Caucasian  population  is  less  than  25%  of  the 

total.  Some  day,  he  hopes,  he  will  own  a  group  of  radio  stations  on  the  mainland 
and  maintain  KULA  as  headquarters. 

Jack  Burnett  likes  to  recall  that  four  mainland  station  managers  once  worked 

at  KULA— Jock  Fearnhead,  WINS  New  York;  Irving  Phillips,  KDAY  Los  Angeles; 

Hugh  La  Rue,  KTVR  (TV)  Denver  and  Charles  Christian,  KRUX  Phoenix. 

Broadcasting 



from  the  heart  of  Pittsburgh 

to  the  entire  tri-state  area! 

Telephone:  FAirfax  1-8700 
TWX:  PG  1 6 



WCAU-TV 

serving  the  nation's 

fourth  market,  is 

NOW  CBS  OWNED 

Represented,  as  before 
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Malone 

L,  M 

Sports  News,  with  Bill  Malone 

(7:05-7:10,  Monday-Friday) ,  makes 

Malone  one  of  the  loneliest  people 

on  the  rating  ladder  .  .  .  right  at 

the  top,  year  after  year. 

Miller's  High  Life  has  just  signed 
for  three  nights  a  week  for  the 

third  consecutive  year  .  .  .  and  two 

nights  a  week  are  available  on  this 

powerful  segment  of 

Seven  O'Clock  Final,  Washington's 
top-rated  early  evening  newscast. 

wmal-tv WASHINGTON,  D.  C. 

an  Evening  Star  station  represented  by  H-R  Television,  Inc. 

Broadcasting  Publications  Inc. 

Sol  TaishofT 
President 

H.  H.  Tash Secretary 

Maury  Long 
Vice  President 

Edwin  H.  Jamc. 
Vice  President 

B.  T.  TaishofT   Irving  C.  Miller 
Treasurer  Comptroller 

BROADCASTING' TELECASTING 

THE  BUSINESSWEEKLY  OF  TELEVISION  AND  RADIO 
Published  every  Monday  by  Broadcasting 

Publications  Inc. 

Executive  and  Publication  Headquarters 
Broadcasting  •  Telecasting  Bldg. 

1735  DeSales  St.,  N.  W.,  Washington  6,  D.  C. 
Telephone:  MEtropolitan  8-1022 

EDITOR  &  PUBLISHER:  Sol  TaishofT 
MANAGING  EDITOR:  Edwin  H.  James 
SENIOR  EDITORS:  Rufus  Crater   (New  York).  J. 
Frank  Beatty,  Bruce  Robertson  (Hollywood). 
Fred  Fitzgerald,  Earl  B.  Abrams 

NEWS  EDITOR:  Donald  V.  West 
SPECIAL  PROJECTS  EDITOR:  David  Glickman 
ASSOCIATE  EDITOR:  Harold  Hopkins 
ASSISTANT    EDITORS:     Dawson    Nail,  Jacqueline 

Eagle 
STAFF  WRITERS:  Lee  Edwards,  Richard  Erickson, 
Myron  Scholnick,  Benjamin  SefT,  Jim  Thomas 

EDITORIAL  ASSISTANTS:  Rita  Cournoyer,  George 
Darlington 

SECRETARY  TO  THE  PUBLISHER:  Gladys  L.  Hall 

BUSINESS 

VICE  PRESIDENT  &  GENERAL  MANAGER:  Maury  Long 
SALES  MANAGER:  Winfield  R.  Levi  (New  York) 
SOUTHERN  SALES  MANAGER:  Ed  Sellers 
PRODUCTION  MANAGER:  George  L.  Dant 
TRAFFIC  MANAGER:  Harry  Stevens 
CLASSIFIED  ADVERTISING:  Doris  Kelly 
ADVERTISING    ASSISTANTS:    Merilyn    Bean.  John 
Henner,  Ada  Michael 

COMPTROLLER:  Irving  C.  Miller 
ASSISTANT  AUDITOR:  Eunice  Weston 
SECRETARY  TO  GENERAL  MANAGER:  Eleanor  Schadi 

CIRCULATION  &  READER'S  SERVICE 
MANAGER:  John  P.  Cosgrove 
SUBSCRIPTION  MANAGER:  Frank  N.  Gentile 
CIRCULATION  ASSISTANTS:  Gerry  Cleary.  Christine 
Harageones,  Charles  Harpold,  Dwight  Nicholas. 
Marilyn  Peizer 

BUREAUS 

NEW  YORK 
444  Madison  Ave.,  Zone  22,  PLaza  5-8355 

Editorial 

SENIOR  EDITOR:  Rufus  Crater 
BUREAU  NEWS  MANAGER:  Lawrence  Christopher 
AGENCY  EDITOR:  Florence  Small 
ASST.  NEW  YORK  EDITOR:  David  W.  Berlyn 
NEW  YORK  FEATURES  EDITOR:  Rocco  Famighetti 
ASSISTANT  EDITOR:  Frank  P.  Model 
STAFF  WRITERS:  Diane  Schwartz,  Deanna  Zeitlin 

Business 

SALES  MANAGER:  Winfield  R.  Levi 
SALES  SERVICE  MANAGER:  Eleanor  R.  Manning 
EASTERN  SALES  MANAGER:  Kenneth  Cowan 
ADVERTISING  ASSISTANT:  Donna  Trolinger 

CHICAGO 
360  N.  Michigan  Ave.,  Zone  1,  CEntral  6-4115 

MIDWEST  NEWS  EDITOR:  John  Osbon 
MIDWEST  SALES  MANAGER:  Warren  W.  Middleton. 
Barbara  Kolar 

HOLLYWOOD 

6253  Hollywood  Blvd.,  Zone  28,  HOIIywood  3-3148 
SENIOR  EDITOR:  Bruce  Robertson 
WESTERN  SALES  MANAGER:  Bill  Merritt,  Virginia 

Strieker 
Toronto,  11   Burton  Road,  Zone  10,  HUdson  9-2694 

James  Montagnes 

SUBSCRIPTION  PRICES:  Annual  subscription  for  52 
weekly  issues  $7.00.  Annual  subscription  including  Year- book Number  $11.00.  Add  $1.00  per  year  for  Canadian 
and  foreign  postage.  Subscriber's  occupation  required. Regular  issues  35?  per  copy;  Yearbook  Number  $4.00 
per  copy. 
SUBSCRIPTION  ORDERS  AND  ADDRESS  CHANGES:  Send 
to  BROADCASTING  Circulation  Dept.,  1735  DeSales  St., 
N.W.,  Washington  6,  D.  C.  On  changes,  please  include 
both  old  and  new  addresses. 

BROADCASTING*   Magazine   was  founded   in    1931  by 
Broadcasting   Publications   Inc.,  using  the  title:  BROAD- 

CASTING*— The  News  Magazine  of  the  Fifth  Estate 
Broadcast  Advertising*  was  acquired  in  1932.  Broadcast 
Reporter  in  1933  and  Telecast*  in  1953 

•Reg.  U.  S.  Patent  Office 

Copyright   1958  by  Broadcasting   Publications  |.,c 

Page  24    •    September  1,  1958 
Broadcasting 



# 

j3>
 

•J5 

calories  in  the  cereal  and  milk  serving 

are  well  balanced  and  low  in  fat 

In  the  light  of  the  modern  trend  toward  less  fat  in 

the  diet  and  for  quick  and  lasting  energy  foods,  the 

calories  in  the  cereal  and  milk  serving  merit  con- 

sideration. Both  the  cereal  and  the  milk  contribute 

well-balanced  nourishment. 

This  serving  provides  quick  and  lasting  energy,  is 

low  in  fat,  and  is  a  good  source  of  many  nutrients  as 

shown  in  the  table  below.  It  furnishes  about  10  per 

cent  of  the  daily  needs  of  protein,  important  B 

vitamins,  and  essential  minerals.  Served  with  nonfat 

milk,  the  fat  content  is  very  low.  * 

nutritive 

composition 

of  average 

cereal  serving 

Cereal,  1  oz. 
Whole  Milk,  4  oz.  Cereal**  Whole  Milk  Sugar 
Sugar,  1  teaspoon  1  oz.  4  oz.  1  teaspoon 

CALORIES                                     203  104  83  16 
PROTEIN                                     7.3  gm.  3.1  gm.  4.2  gm. 

FAT                                            5.3  gm.  0.6  gm.  4.7  gm.* 
CARBOHYDRATE                      32.2  gm.  22  gm.  6.0  gm.  4.2  gm. 
CALCIUM  0.169  gm.  0.025  gm.  0.144  gm. 
IRON                                         1.5  mg.  1,4  mg.  0.1  mg. 
VITAMIN  A                                195  I.  U.  -  195  I.  U. 
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0.25  mg.  0.04  mg.  0.21  mg. 

NIACIN                                     1.4  mg.  1.3  mg.  0.1  mg. 
ASCORBIC  ACID                       1.5  mg.  —  1.5  mg. 
CHOLESTEROL                          16.4  mg.  0  16.4  mg.* 

*Nonfat  (skim)  milk,  4  oz.,  reduces  the  Fat  value  to  0.1  gm.  and  the  Cholesterol  value  to  0.35  mg. 
**Based  on  composite  average  of  breakfast  cereals  on  dry  weight  basis. 

Bowes,  A.  deP.,  and  Church,  C.F.:  Food  Values  of  Portions  Commonly  Used.  8th  ed.  Philadelphia:  A.  deP.  Bowes,  1956. 
Cereal  Institute,  Inc.:  The  Nutritional  Contribution  of  Breakfast  Cereals.  Chicago:  Cereal  Institute,  Inc.,  1956. 
Hayes,  O.  B.,  and  Rose,  G.  K.:  Supplementary  Food  Composition  Table.  J.  Am.  Dietet.  A.  33:26,  1957. 

CEREAL  INSTITUTE,  INC.  •  135  South  LaSalle  Street,  Chicago  3 

A  research  and  educational  endeavor  devoted  to  the  betterment  of  national  nutrition 
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NBC  newsman  Frank  McGee,  winner  of  the  1958  Head- 

liner  Award  for  excellence  in  news  broadcasting,  is  now 

available  on  WRC-TV  with  his  own  5-minute  daily  news 

program  (6:30-6:35  p.m.).  McGee  received  national  rec- 

ognition for  his  coverage  of  the  Little  Rock  segregation 

issue,  and  most  recently,  for 

his  reports  of  U.N.  activities 

centering  around  the  Mideast  crisis.  Now  his  talents  are 

brought  to  bear  on  the  local  Washington  scene.  Most 

important  of  all,  "Frank  McGee  and  the  News"  offers  a 
responsible  and  selective  advertiser  the  opportunity  of  an 

early  franchise  with  a  news'  star  in  the  ascendancy ...  in 
a  key  time  period.  Contact 

WRC-TV  or  NBC  Spot  Sales. 

WRC-TV-  4 NBC  TELEVISION  LEADERSHIP  STATION  IN  WASHINGTON,  D.C.  SOLD  BY  NBC  SPOT  SALES 
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TV  GETS  A  BOOST  FOR  A  BOOM  IN  '59 

McCann-Erickson  sees  record  business  year,  cites  tv  C-P-M  economies 

McCann-Erickson,  an  influential  agency 

that  is  watched  carefully  by  U.  S.  advertis- 

ing executives,  has  put  evening  tv's  cost-per- thousand  track  record  on  the  line.  Says 
M-E: 

o  Nighttime  tv  is  the  only  major  medium 
to  lower  its  C-P-M  circulation  in  the  past 

eight  years.  The  agency  reports  evening  net- 
work tv's  C-P-M  declined  18%  since  1950 

and  spot  tv  reduced  its  C-P-M  19%.  All 

other  media's  C-P-M  rose  during  the  years. 

The  finding,  while  it  may  not  be  "'news" 
to  tv  salesmen,  is  significant  on  these  ac- 
counts: 

•  McCann-Erickson  is  the  agency  that 

led  all  others  last  year  in  tv  billing.  In  tele- 
vision alone,  M-E  spent  $91  million  of  its 

clients'  money.  Another  $12  million  was 
placed  in  radio. 

•  The  McCann-Erickson  emphasis  on  this 
lowered  cost-per-thousand  in  effect  helps  to 
bolster  tv  advocates  who  earlier  this  year 
encountered  and  rebutted  a  sudden  blast  by 

agency  executives  that  tv's  values  were 
diminishing  [Lead  Story,  Jan.  13;  Adver- 

tisers &  Agencies,  Feb.  19]. 

•  There  is  added  weight  to  this  pro-tv 

"look"  of  M-E  since  the  finding  is  contained 
in  a  specially-prepared  report  to  advertisers 

advising  them  to  tune-up  now  with  "modern 
marketing  practices"  in  anticipation  of  busi- 

ness prospering  next  year. 
•  The  brief  discussion  of  media  does  not 

credit  any  broadcast  industry-supported  re- 
search for  the  tv  statistics.  The  media  data 

was  prepared  by  the  agency's  own  research division. 

The  newly-published  McCann-Erickson 

report  is  entitled  "The  Turning  of  the 
Tide,"  a  31-page  booklet  published  by  Mar- 

keting Planning  Corp.,  an  M-E  affiliate,  and 
being  given  wide  distribution  in  advertising 
channels. 

The  report  is  not  devoted  to  any  one  ad- 
vertising medium  per  se,  nor  does  it  deal 

only  with  advertising.  In  essence  it  is  a  doc- 

umented report  on  the  nation's  economy 
with  a  strong  recommendation  for  imme- 

diate marketing  appraisals  by  U.  S.  business 
and  industry.  The  theme:  There  will  be  a 
bigger  market  for  goods  next  year  than  ever 
before;  the  companies  which  plan  now  will 
be  in  a  better  position  to  gain  a  greater 
share. 

The  booklet  opens  with  this  flat  predic- 

tion: "The  most  prosperous  year  in  Amer- 
ican history  lies  just  ahead — 1959.  We're 

on  the  way  right  now  in  an  upswing  that  will 
carry  us  strongly  and  steadily  toward  new 

records  in  sales,  production  and  income." 
From  that  point  on,  statistics  document 

the  comeback  of  the  U.  S.  economy.  The  re- 
port points  to  the  major  barometers  of  gross 

national  product,  industrial  production,  non- 

agricultural  employment  and  personal  in- 
come, showing  statistically  how  these  areas 

are  on  the  rise  once  more.  It  also  presents 

information  on  inventory  liquidation,  hous- 
ing starts,  defense  spending,  retail  sales  of 

durable  goods  and  plant  and  equipment 

spending. 
The  report,  which  bases  its  analyses  and 

conclusions  on  studies  made  by  the  Market- 

ing Planning  Corp.,  is  enthusiastic  in  its  op- 
timism, predicting:  American  people  will 

have  more  money  to  spend,  and  will  spend 
more,  next  year  than  in  any  previous  year; 

1959  will  continue  to  be  a  buyer's  market 
but  it  will  be  the  first  buyer's  market  of  any 
non-recession  year  since  the  war.  The  gross 

national  product,  says  the  report,  will  ex- 
ceed all  records. 

The  report  notes:  "This  is  a  prospect  as 
certain  as  the  judgment  of  competent  anal- 
lysts  can  determine  it.  The  question  to  be  de- 

cided in  1959  is  what  producers  will  capture 

what  shares  of  the  market." 
The  upward  trend  of  advertising  expendi- 

tures in  recent  years  indicates  "the  greater 

role  of  marketing  in  the  success  of  any  com- 

pany," the  agency  report  emphasizes. 
As  an  aid  to  budget  planners  "through 

'59,"  the  agency  proceeds  to  "look  back  at 
advertising  volume  and  costs"  in  a  chapter 
entitled  "How  Much  Seed  Money  for  Your 
'59  Business?"  Since  1950,  the  agency  as- 

serts, "gross  national  product  has  increased 
by  50%  and  total  advertising  expenditures 
by  78%.  The  spending  of  the  100  leading 

advertisers  has  climbed  ...  by  25%." 
The  report  readily  admits  that  one  factor 

in  this  spectacular  climb  is  inflation.  "The 
communications  industry,  like  all  others, 

must  pay  higher  prices  for  the  components 

of  its  services."  Newsprint  is  up  about  34% 
since  1950;  labor  costs  are  up  (in  tv,  wages 

of  stagehands  rose  18%  in  the  period, 
technicians,  38%).  Attention  is  given  to  tv 

programming  which  M-E  figures  has  gone 

up  375%  for  half-hour  evening  shows  "rep- 
resented by  the  increasing  use  of  world- 

famous  talent,  but  an  important  factor  is 

the  higher  cost  of  all  entertainment  talent." 
From  high  costs  of  staging,  M-E  moves 

into  rates  and  circulation: 

"Nevertheless,  the  increase  in  cost-per- 

For  the  complete,  official  report 

on  1957  tv  volume,  profits  .  .  . 

See  page  50 

TV:  PRICES  UP,  COSTS  DOWN 

As  tabulated  in  McCann-Erickson's  "The  Turning  of  the  Tide," 
here  are  media  percentage  changes  in  cost  per  1,000  circulation 
and  in  basic  rates,  1950  to  1958 : 

COST-PER-1,000  BASIC  RATES 
(%).  (%) 

MAGAZINES 

plus 

30 

plus 

54 
NEWSPAPERS 

plus 

33 

plus 

42 

BUSINESS  PAPERS 

plus 

37 

plus 

65 

OUTDOOR 

plus 

7 

plus 

53 

NETWORK  TV  (EVENING) minus 

18 

plus 

367 

SPOT  TV  (EVENING) minus 19 

plus 

450 

NETWORK  RADIO 

plus 

8 minus  43 

SPOT  RADIO  (DAYTIME) 

plus 

34 

minus  13 
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ADVERTISERS  &  AGENCIES  continued 

thousand  circulation  of  the  major  media 
has  averaged  less  than  these  component 

increases:  in  fact,  television's  cost  per thousand  has  declined.  At  the  same  time, 

basic  rates  of  media  have  advanced  (with 
the  exception  of  radio). 

"They  retlect.  in  part,  higher  cost  per 
thousand,  but  also  considerable  improve- 

ment in  product:  Magazines  have  vastly 
expanded  their  use  of  color  illustration: 
newspapers  have  added  many  new  features; 
television  (as  just  noted)  has  given  its 
nationwide  free-admission  audiences  in- 

creasingly expensive  entertainment. 

"A  third  factor  is  substantial  growth 
of  coverage.  The  most  obvious  example: 
the  average  evening  television  program 
reached  slightly  more  than  I  million  homes 

in  1950:  today  it  goes  to  more  than  7  mil- 

lion. A  mass  weekly's  circulation  during 
the  same  period  climbed  from  about  4 

million  to  some  5Vi  million." 
I  he  report  moves  on  to  show  how  the 

advertiser's  "cost  of  living"  has  gone  up, 
retlecting  increased  basic  costs  for  time 
and  space,  but  at  the  same  time,  the  report 

notes  that  the  most  highly  competitive  in- 
dustries have  spent  greater  proportions  of 

their  budgets  "in  the  more  rapidly  growing 

media — notably,  in  television"  and  as  a 
result  show  the  "fastest-rising  expendi- 

tures." Nonetheless,  the  report  asserts,  the 
"more  basic  reason"  for  heavier  spending 

by  national  advertisers  is  that  "advertising 
has  more  to  do."  It  must  cover  larger  and 
fast-shifting  markets;  assume   more  work 

of  direct  consumer  selling;  supply  in  self- 

service  outlets  the  "product  communica- 
tions" formerly  provided  by  sales  clerks; 

promote  swelling  outflow  of  new  products 
and  additions;  help  the  advertiser  to  be 
heard  as  competition  pushes  advertising 

volume  to  a  "higher  decibel-level." The  report  explores  trends  in  sales,  profits 
and  advertising  expenditures  of  three  groups 

among  100  leading  advertisers  since  1950. 

Groups  are  identified  as  "rapid-growth," 
"medium-growth"  and  "less  rapid-growth." 
The  correlation  was  marked  enough,  avers 

McCann-Erickson,  "to  have  pursuaded  vir- 
tually all  of  the  100  leading  advertisers  to 

increase  their  budgets  in  relation  to  sales 

in  each  of  the  last  seven  years." END 

BANKS  NOTE:  PUT  YOUR  DOLLARS  IN  TV 

TvB  study  points  up  successes  of  27  such  firms  in  visual  medium 

A  series  of  case  histories  pointing  up 

television's  role  in  bank  and  other  financial 
advertising  was  released  last  week  by  the 
Television  Bureau  of  Advertising. 

A  total  of  27  success  stories  included 

in  the  TvB  packet  detail  not  only  why  and 
how  banks  and  other  financial  institutions 

use  tv,  but  with  what  results. 

"Commercial  banks,  mutual  savings  banks 
and  savings  and  loan  associations  are  using 

tv  as  a  personalized  selling  force,"  said 
TvB  President  Norman  E.  Cash,  "because 
it  fits  their  specific  and  individual  needs 
and  because  their  best  customers  are  tele- 

vision's best  customers." 
The  TvB  packet,  being  distributed  to 

bureau  members,  also  contains  a  breakdown 

showing  how  59  commercial  and  mutual 

savings  banks  used  television  in  a  "typical 
week"  in  19  markets.  Based  on  Broadcast 
Advertisers  Reports  data,  this  breakdown 
showed  247  spot  announcements  and  68 
programs  used  by  the  59  firms.  Of  the  spot 
announcements,  most  (153)  were  scheduled 
between  6  and  10:30  p.m.;  48  were  during 
the  afternoon;  33  were  after  10:30  p.m., 
and  1 3  were  in  the  morning.  The  program 

sponsorships  included  43  in  the  6-10:30 
p.m.  time,  23  after  10:30  p.m.,  two  in  the 
afternoon  and  none  in  morning  hours. 

The  TvB  roundup  was  compiled  and 
documented  by  Murray  Gross,  assistant 
director  of  sales  promotion.  Following  are 
condensations  of  the  success  stories: 

TWIN  CITY  FEDERAL  SAVINGS  &  LOAN 

ASSN.,  Minneapolis-St.  Paul.  —  Put  45% 
of  its  annual  budget  into  tv  ($225,000  out 
of  $500,000,  and  radio  gets  33%),  using 
news,  weather,  sports  and  special  events  on 

KSTP-TV,  WCCO-TV  and  WTCN-TV, 
day  and  night.  On  tv  entry  in  1949,  Twin 

City's  resources  were  $77  million.  Today 
they  are  $290  million.  Says  President  Roy 

W.  Larsen:  "Television  as  an  advertising 
medium  has  taken  on  added  importance 
year  after  year  since  our  entry  eight  years 

ago."  Agency  for  Twin  City:  Vance, 
Pidgeon  &  Assoc. 

BANK  OF  THE  SOUTHWEST,  Houston  — 
Putting  19%  or  $45,428  of  its  budget  into 

television  (up  30%  from  1957),  using  10- 

second  ID's  on  KGUL-TV,  KPRC-TV  and 
KTRK-TV,  two  five-minute  segments  of 

John  Daly  ABC-TV  newscast  and  various 
special  events  including  election  coverage. 

Deposits  up  $24  million  annually  in  last 

24  months.  Says  William  B.  Black  Jr.,  ad- 

vertising director  and  vice  president:  "We 
depend  heavily  upon  television  .  .  .  we  feel 
that  television  has  contributed  greatly  to 

the  rate  of  growth  of  Bank  of  the  South- 
west and  we  plan  to  use  it  even  more  in 

the  future."  Agency:  Aylin  Adv. 

MONTPELIER  NATIONAL  BANK,  Mont- 
pelier,  Vt. — Uses  one  announcement  before 
the  6:45  p.m.  Friday  news  on  WCAX-TV 
Burlington,  Vt.  (moves  to  11:20  p.m.  during 
summer).  This  represents  33%  of  the 

bank's  budget.  President  L.  B.  Howe  re- 
ports: "In  December  1956,  we  began  ad- 

vertising on  WCAX-TV  .  .  .  and  our  first 
promotion  was  for  new  Christmas  Club 
accounts.  .  .  .  The  department  gained  67% 

over  the  preceding  year."  For  most  of 
1957,  the  campaign  was  for  new  savings 
accounts  and  Mr.  Howe  says  that  in  1 1 

months  "we  opened  716  new  accounts, 
during  which  period  80%  of  these  people 

made  at  least  two  deposits."  He  concludes: 
".  .  .  No  other  advertising  has  produced 

such  tangible  results  as  television.  .  .  ." 

OLMSTEAD  SAVINGS  &  LOAN  ASSN., 

Rochester,  Minn. — Putting  30%  of  its 
budget  into  television,  more  than  twice  the 
amount  spent  in  television  in  its  initial  use 

in  1954;  now  uses  three  10-minute  noon- 
time newscasts  a  week  on  KROC-TV.  The 

noontime  usage  is  a  switch  from  evening 

sponsorships,  made  to  reach  "a  new 
audience."  In  four  tv  years  the  firm's  re- 

sources have  grown  from  $7  million  to 

$15.5  million.  E.  Gilk,  secretary-treasurer, 

says  "Television  has  opened  an  entirely 
new  area  of  operations  for  us.  Newspapers, 
radio  and  direct  mail  brought  business 
primarily  from  the  immediate  area.  From 
the  time  we  started  to  use  television,  the 

medium  began  to  bring  in  new  savings 

accounts  from  a  radius  of  150  miles." 

THORP  LOAN  &  THRIFT  CO.  AND  OLM- 
STED  COUNTY   BANK   &   TRUST  CO., 

Rochester,  Minn. — Both  got  into  tv  through 
one  man,  John  Chisholm.  As  vice  president 

of  Thorp  Loan,  he  bought  a  weekly  minute 

in  late-night  movies  in  1954,  then  on  basis 
of  results  increased  to  four  announcements 

a  week.  Two  years  later,  he  became  vice 
president  of  Olmsted  County  Bank  &  Trust 
and  one  of  his  first  acts  was  to  launch 

a  tv  campaign.  Since  then  the  bank's  re- sources have  virtually  tripled  and  it  is 
putting  75%  of  its  budget  into  Big  Story 

each  week  on  KROC-TV.  Thorp  Loan  has 
maintained  a  steady  schedule  with  70%  of 
its  budget  in  television,  now  has  six  offices 

as  against  one  pre-tv.  Moreover  its  parent 

company  has  become  interested  in  tele- 
vision, is  now  an  important  user  in  such 

markets  as  Minneapolis,  Milwaukee,  Madi- 
son, Green  Bay  and  Wausau,  Wis.  Says 

Thorp  vice  president  Robert  Conway: 
"Television  is  the  strongest  advertising 
medium  that  our  organization  has  ever 

used." 

HALF  DOLLAR  TRUST  &  SAVINGS  BANK, 

Wheeling,  W.  Va. — Uses  five-minute  news- 
cast on  WTRF-TV  at  8:25  a.m.  Fridays, 

within  NBC  Today  program,  plus  evening 

spot  schedule.  Newscast  features  Bank  Vice 

President  Hank  Dwinell,  known  as  "Hank 
from  the  Bank."  Executive  Vice  President 

John  J.  Nash  says,  "We  have  been  using  this 
expression  [Hank  at  the  Bank]  for  a  number 
of  years.  Now  that  we  are  on  tv  everybody 
knows  Hank  personally.  We  have  considered 
this  .  .  .  promotion  a  highly  successful  one 
and  since  we  started  to  use  it  on  tv,  it  is  a 

great  deal  more  effective  than  it  has  ever 

been  before."  Officials  describe  their  busi- 

ness increase  as  "healthy." 
OHIO  FEDERAL  SAVINGS  &  LOAN  ASSN., 

Columbus,  Ohio. — With  television  as  its 

major  selling  force,  firm  posted  494%  in- 
crease in  savings  accounts  and  491%  in- 
crease in  reserves  (earnings)  between  Jan- 

uary 1950  and  January  1958.  Has  opened 
four  branch  offices  and  plans  a  fifth.  Heavy 

user  of  newspapers  before  entering  tv,  firm 
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now  puts  75  to  80%  of  its  budget  into 

WBNS-TV.  Has  used  weekly  half-hour  out- 

door sports  program  since  1950.  Says  Pres- 

ident A.  R.  Allen:  "People  constantly  volun- 
teer that  they  view  our  program  and  see  our 

tv  commercials.  We  get  these  comments 
from  people  who  live  50  to  60  miles  away, 

where  we've  gotten  some  of  our  biggest  ac- 

counts." 

ALBANY  SAVINGS  BANK,  Albany,  N.  Y. 
— Started  on  WRGB  (TV)  Schenectady  in 

January  1952  with  two  10-second  announce- 
ments a  week,  now  puts  almost  one-third  of 

its  budget  into  tv  with  half-hour  local  live 
Teen  Age  Barn  Friday  nights  on  WRGB. 

President  James  Davie  says  "Television  has 

played  a  major  role  in  Albany  Savings' 
growth.  In  the  six  years  [the  firm]  has  used 
television,  deposits  have  increased  37%. 

.  .  ."  Agency  is  Woodward,  Voss  &  Havener. 

ONONDAGA  COUNTY  SAVINGS  BANK, 

Syracuse,  N.  Y. — Has  used  television  seven 

years,  now  gives  it  25%  of  its  budget  via 
30  to  40  10-  and  20-second  announcements 

a  week,  year  round,  on  WHEN -TV;  plus, 

periodically,  announcements  on  another  sta- 
tion. In  1956,  it  commissioned  a  survey, 

which  showed  tv  made  a  more  vivid  and 

lasting  impression  with  the  public  than  all 

other  media.  Dick  Devesty,  advertising  man- 

ager, calls  tv  "The  foundation  of  our  adver- 
tising program.  We  lean  on  it  very  heavily 

for  identification,  for  publicizing  our  inter- 
est rates  and  for  merchandising  our  various 

services.  We  do  this  because  we  get  greater 

impact — and  more  immediate  impact — 
from  television  than  from  any  other  me- 

dium." 

GREATER  LOUISVILLE  FIRST  FEDERAL 

SAVINGS  &  LOAN  ASSN.,  Louisville,  Ky. 
— Started  in  tv  in  November  1948  on 

WAVE-TV,  has  increased  tv  usage  steadily; 
now  puts  60%  of  its  budget  into  television, 

using  WHAS-TV  as  well  as  WAVE-TV.  Be- 
fore television,  its  total  budget  was  $50,000; 

now  it's  $250,000  (radio  and  newspapers 
get  20%  each).  Now  sponsors  weathercasts, 

weatherspots,  10-minute  newscasts  each 
night,  two  spots  in  Today,  and  participations 
in  local  shows.  Resources  have  grown  $65.4 
million  to  current  total  of  more  than  $100 

million  since  1950.  Executive  Vice  Presi- 

dent Gustav  Flexner  says  "There's  no  ques- 
tion but  that  we  attribute  a  great  portion  of 

our  growth  to  television  advertising.  .  .  . 
So  many  advertisers  make  the  mistake  of 
starting  a  campaign  and  not  sticking  with  it 

for  a  long  period  of  time.  Year-round  ad- 
vertising consistency  in  television  is  most 

important." 

EVERGLADES  FEDERAL  SAVINGS  &  LOAN 

ASSN.,  Belle  Glade,  Fla.— Boosted  its  re- 
sources more  than  a  quarter  of  a  million 

dollars  in  the  first  five  months  after  it  en- 

tered tv  in  February  1956  with  a  five-minute 
early-evening  telecast  on  WPTV  (TV)  West 
Palm  Beach  twice  a  week.  Now  the  firm 

sponsors  quarter-hour  newscasts  four  eve- 
nings a  week  and  half  of  its  budget  is  in 

television,  which  it  uses  year-round.  Says 
Richard  A.  Posten,  assistant  to  the  presi- 

dent: "Television  is  the  best  medium  for  this 

type  of  organization  to  use  because  you 
reach  about  everybody.  And  your  sales 

messages  reach  more  people  through  televi- 
sion than  any  other  medium  at  a  lower  cost 

per  sales  call." 
PEOPLES  SAVINGS  &  LOAN  ASSN.,  Char- 

lotte, N.  C. — New  bank,  it  started  in  tv 
with  a  one-week  saturation  campaign  on 
WSOC-TV  in  January  this  year,  after  using 
various  other  media  to  try  to  get  itself 
established.  Executive  Vice  President  W. 

S.  Clanton  wrote  WSOC-TV:  "According 
to  our  closest  estimate,  your  station  can 
be  credited  with  doubling  our  present  new 

accounts."  Since  then,  Peoples  has  used 
50%  of  its  budget  for  a  saturation  drive  one 
week  a  month.  Once  officials  got  doubtful 
and  cancelled  the  weekly  campaign,  report 
business  slackened  that  same  week  and  tv 

reinstated.  Now  usage  of  the  medium  has 
been  stepped  up.  Assets  have  grown  359% 
since  first  tv  usage. 

FIRST  NATIONAL  BANK,  Dallas,  Tex.— 
Got  into  tv  in  1951  with  a  weekly  job- 

hunting  program;  now  sponsors  five-minute 
weather  reports  in  early  evening  three  nights 

a  week  and  10-minute  reports  at  10  p.m. 
two  other  nights,  on  WFAA-TV.  These  are 
supplemented  by  special  events  coverage. 

John  Burnett  of  Rogers  &  Smith,  bank's 
agency,  says  tv  "gives  us  quick  measurable 
results.  .  .  .  We  use  television  continuously 

through  the  year,  whereas  we  go  into  news- 
papers and  radio  with  high  concentration  of 

space  and  time  over  short  periods." 

THIS  newspaper  delivery  girl  was  wel- 
comed at  Cunningham  &  Walsh,  New 

York,  where  Jim  Ducey,  assistant 
media  supervisor  at  the  agency,  is 
handed  the  Aug.  21  edition  of  the 
New  York  Times.  Reason:  WBNS-TV 
Columbus,  Ohio,  used  300  lines  in  the 

Times  to  tell  New  York's  ad  row 
about  the  station's  Sneak  Preview 
(9:30-11:30  a.m.)  feature  film  series 
for  the  housewife.  To  emphasize  its 
point  and  assure  itself  of  readership, 
the  station  sent  around  copies  of  the 

paper  and  an  attention-getter — Dor- 

othy Dollivar  who  is  "Miss  WBNS- 
TV"- — to  various  New  York  agencies. 

SAN  DIEGO  FEDERAL  SAVINGS  &  LOAN 

ASSN.,  San  Diego,  Calif. — President  John 

D.  Thompson  Jr.  reports:  "Since  we  started 
our  sponsorship  of  This  Day  1958  [half- 
hour  Sunday  evening  news  program  on 
KFMB-TV  since  1956],  our  assets  have 
risen  85%  and  our  savings  have  increased 

75%."  He  says  this  "indicates  we  are  more 

than  justified  in  our  television  allocation," which  represents  34%  of  budget.  Agency 

is  Armstrong,  Fenton  &  Vinson. 

FIRST  NATIONAL  BANK,  Atlanta,  Ga  — 
Now  sponsors  alternate  weeks  of  NBC 
Meet  the  Press  on  WSB-TV,  supplemented 

by  10  weekly  announcements  divided  be- 
tween WSB-TV  and  WAGA-TV.  In  past 

two  years,  savings  have  gone  from  under 
$30  million  to  over  $50  million.  Vice  Pres- 

ident George  Goodwin  says  that  in  annual 

consumer  studies,  "television  shows  up  con- 

sistently at  the  top  in  terms  of  recall." 
MORRIS  PLAN  SAVINGS  &  LOAN  CO., 

Wheeling,  W.  Va. — In  the  last  few  months 
of  1957,  this  firm  picked  up  as  many 

Christmas  Club  accounts  as  the  city's  seven 
other  financial  institutions  combined,  and 

President  Ray  Merritt  gives  major  credit 
to  tv.  Tv  budget  has  risen  from  $71  a  week 
to  more  than  $200,  currently  covering 

seven  ID's  and  one  20-second  announce- 
ment weekly  in  prime  evening  time  on 

WTRF-TV  throughout  the  year.  In  addi- 
tion, firm  sets  aside  $2,000  for  special 

Christmas  Club  campaign.  Current  budget 

breakdown:  tv  33%;  newspapers  30%;  ra- 
dio 13%;  billboards  10%;  miscellaneous 

14%. 

MANUFACTURERS  TRUST  CO.,  New  York. 
— Started  in  tv  in  September  1957  with 

five-minute  7  O'clock  Report  on  WCBS-TV 
five  nights  a  week.  Vice  President  Bradford 
Warner  says  experience  to  date  shows  tv 

"a  valuable  addition"  and  that  "this  cam- 

paign is  attaining  [its]  objectives."  Agency: 
Young  &  Rubicam. 

SAN  ANTONIO  SAVINGS  &  LOAN  ASSN., 

San  Antonio,  Tex. — entered  tv  in  1951,  has 
seen  assets  grow  from  $23.3  million  to 
$91.5  million.  Described  as  largest  local 

tv  advertiser  in  San  Antonio,  firm  co- 

sponsors  two  half-hour  film  shows,  one  on 
WOAI-TV  and  one  on  KONO-TV;  has 

quarter-hour  weekly  of  another  on  WOAI- 
TV  and  yet  another  on  KENS-TV;  bought 

nightly  one-minute  participation  in  NBC 
Huntley-Brinkley  news  report  starting  also 
in  June:  Picks  up  announcements  adjacent 
to  NBC  specials  and  buys  average  of  15 

announcements  weekly,  using  three  sta- 
tions. Tv  gets  over  50%  of  budget.  Says 

William  I.  Wyatt,  president  of  Wyatt  Adv., 

firm's  agency:  "San  Antonio  Savings  & 
Loan  .  .  .  has  outgrown  all  other  associations 

in  town  since  we  have  gone  into  television." 
Says  savings  firm's  President  Walter  Mc- 

Allister Jr.:  "We  consider  television  our 
most  effective  advertising  medium.  As  we 
expand  our  budget,  television  gets  the  major 

portion  of  that  increase." 

CONNECTICUT  BANK  &  TRUST  CO.,  Hart- 
ford, Conn. — Buys  two  five-minute  and 

three  10-minute  news  shows  weekly  on 
WHCT  (TV)  and  picks  up  sponsorship  of 
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ADVERTISERS  &  AGENCIES  continued 

annual  Insurance  City  Open  Golf  Tourna- 
ment. Has  been  in  tv  for  five  years.  Says 

Assistant  Public  Relations  Director  Alfred 

F.  Kacynski:  "To  saturate  our  25  offices 
throughout  Connecticut  with  radio  or  news- 

papers requires  the  costly  use  of  many  sta- 
tions or  papers.  But  with  television  we  cover 

most  of  our  offices  with  a  single  buy." 

CROCKER-ANGLO  NATIONAL  BANK,  San 
Francisco. — Uses  seven  20-second  an- 

nouncements a  week  between  6:15  and 

10:25  p.m.  on  KGO-TV,  KPIX  (TV)  and 
K  RON-TV.  plus  an  average  of  two  to  three 
20-second  announcements  in  Class  A  and 

AA  periods  in  nine  other  northern  Cali- 
fornia markets.  Started  in  tv  in  1956,  has 

since  become  year-round  user.  Bank  chose 
tv  as  the  most  dramatic  medium.  Robert 

Brisacher  of  Cunningham  &  Walsh,  bank's 
agency,  says  almost  50%  of  budget  is  in  tv. 

MINNEAPOLIS  SAVINGS  &  LOAN  ASSN., 

Minneapolis-St.  Paul. — First  tv  investment, 
quarter-hour  news  show  thrice  weekly  on 
KSTP-TV  in  1951,  brought  immediate  re- 

sults, led  to  addition  of  10-minute  sports 
show  three  times  a  week  starting  in  1952, 

with  second  expansion  in  1957  via  late- 
evening  sports  programs  on  WCCO-TV 
three  nights  a  week.  Says  Mike  Bolin  of 

Bolin-Smith  Agency:  "Television  has  fur- 
ther brought  [the  client]  closer  to  the  top. 

Television  has  lent  greater  prestige  to  the 
company  than  would  have  been  possible 

without  it.*' 

PHILADELPHIA  SAVINGS  FUND  SOCIETY, 

Philadelphia. — Has  used  tv  for  eight  years, 
increasing  usage  each  year.  Currently  has 

10-minute  Saturday  night  newscast  on 
WCAU-TV,  three  minute  participations  a 
week  on  late-night  movies  on  WFIL-TV 
and  10  20-second  station  breaks  in  day 
and  night  hours  on  WRCV-TV.  Edmund 
H.  Rogers  of  Gray  &  Rogers,  agency,  says: 

"On  all  continuing  research  which  we  make 
at  regular  intervals,  results  show  that  the 

remembrance  factor,  both  as  to  sponsor 
and  services,  is  far  greater  for  television  than 
for  any  other  medium  .  .  .  Our  client  is 

extremely  well  pleased." 

VALLEY  NATIONAL  BANK,  Phoenix,  Tuc- 
son and  Yuma,  all  Arizona. — Biggest  bank- 
ing institution  in  eight-state  Rocky  Moun- 
tain area,  firm  launched  first  tv  campaign 

eight  years  ago,  now  sets  aside  25%  of  its 
budget  for  television  and  uses  announce- 

ment campaigns  on  all  eight  Arizona  tv  sta- 
tions. It  spends  up  to  $150  per  station, 

usually  buying  two  nighttime  Class  A  spots 
on  each.  Says  M.  G.  Reade,  advertising 

director:  "Our  current  expenditure  is  the 
highest  ever  in  television.  Perhaps  that  best 
illustrates  our  appraisal  of  the  medium  .  .  . 

for  banks." 

FIRST  NATIONAL  CITY  BANK  OF  NEW 

York. — In  seventh  straight  year  in  tv,  bank 
currently  sponsors  10-minute  newscast  at 
1 1  p.m.  six  nights  a  week  on  WRCA-TV 

and  five-minute  weather  and  sports  show 
on  WCBS-TV  one  night  a  week,  with  option 
to  increase  when  time  opens  up.  Vice  Presi- 

dent Granville  S.  Carrel  says  that  First 

National,   "though  very  dollar  conscious, 
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has  increased  its  television  budget  every 

year  since  1952." CITY  NATIONAL  BANK  &  TRUST  CO., 

Columbus.  Ohio. — Sponsoring  90-minute 
feature  film  weekly  on  WTVN-TV  for  39 
weeks  since  August  1957,  has  renewed  for 
1958-59  season.  Bank  employes  pick  films 
from  list  of  availabilities  supplied  by  station. 
Vice  President  &  Advertising  Director  L.  F. 
Stroefer  says  program  boosts  employe 

morale  and  has  been  "unusually  successful 
in  building  new  business  and  good  will." 

TALMAN   FEDERAL   SAVINGS   &  LOAN 

ASSN.,  Chicago. — Started  in  tv  with  twice- 
weekly  program  in  1954,  currently  under- 

writes two  five-minute  newscasts  a  week  on 

WNBQ  (TV)  and  a  weekly  quarter-hour  of 
an  interview  show  on  WBKB  (TV).  About 

20%  of  its  budget  is  in  tv.  Firm's  resources 
have  doubled  since  tv  entry,  reaching  $236 
million.  Rudy  Orisek,  president  of  RMO  & 

Assoc.,  Talman  agency,  says:  "Tv  has  made 
a  definite  contribution  to  our  growth,  we  in- 

tend to  remain  in  the  medium  using  informa- 
tive programs  to  maintain  a  position  in  which 

an  intelligent  viewing  audience  will  continue 

to  know  about  us." 

FIRST  NATIONAL  BANK,  Portland,  Ore  - 
Has  used  tv  consistently  for  seven  years 

on  year-around  basis.  Base  of  its  campaign 
is  regular  series  of  20-second  station  break 
announcements  on  KGW-TV,  KOIN-TV 
and  KPTV  (TV),  plus  a  weekly  comedy- 
drama  film  in  each  of  three  single-station 
markets  in  other  parts  of  Oregon.  When  it 
buys  other  schedules,  it  diverts  some  spot 
money.  This  fall  it  will  co-sponsor  U.  of 
Oregon  and  Oregon  State  football  coverage 
and  in  January  expects  to  sponsor  a  half- 
hour  film.  Bill  Wilson  of  Cole  &  Weber, 

agency,  says:  "From  about  15%  four  years 
ago,  tv  has  grown  to  32%,  an  amount  ap- 

proximately equal  to  the  budget  for  news- 

papers. .  .  .  We're  convinced  that  con- 
sistent television  advertising  has  been  of 

great  value  in  the  rapid  growth  of  First 

National." Foreman  Moves  Up  at  BBDO 
To  Head  All  Creative  Services 

Appointment  of  Robert  L.  Foreman,  ex- 
ecutive vice  president  in  charge  of  the 

plans  board  of  BBDO,  New  York,  as  head 
of  all  creative  services  at  the  agency  was 
announced  last  week  by  Charles  H.  Brower, 
president.  He  will  direct  copy,  art,  televi- 

sion, radio  and  pub- 
lic relations  activities 

for  BBDO. 

Mr.  Foreman 

joined  BBDO  19 

years  ago  and  in 
1948,  at  the  age  of 

32,  became  the 

agency's  youngest 
vice  president.  He 
was  in  charge  of  the 

radio  writing  depart- 
ment at  that  time. 

MR.  FOREMAN  Subsequently,  he  was 

named  head  of  the  radio  and  television  de- 

partment, including  both  radio  and  tv  copy 
and  art. 

Mr.  Foreman  was  elected  to  the  agency's 

board  of  directors  in  February  1955  and 

was  promoted  to  executive  vice  president 

in  charge  of  the  agency  plans  board  in  Feb- 

ruary 1957. 
He  is  the  author  of  An  Ad  Man  Ad-Libs 

on  Tv,  published  in  1957  by  Hastings  House 
and  The  Hot  Half  Hour,  a  novel  with  a 

broadcast  industry  setting,  which  will  be 
published  late  this  month  by  Criterion 
Books  Inc. 

Bishop  Enters  Barter, 

To  Use  200  Tv  Stations 

In  what  is  expected  to  be  the  largest  tv 

spot  campaign  in  history,  Hazel  Bishop 
Inc.,  New  York,  plans  to  extend  its  barter 
effort  to  more  than  5,000  spots  per  week 

on  approximately  200  stations  by  Sept.  15. 

Though  spokesmen  declined  to  place  a 

money  figure  on  the  amount  of  the  cam- 
paign, one  source  said  that  eventually  it  is 

expected  to  overshadow  the  International 
Latex  Corp.  barter  transaction,  reported  to 

amount  to  $20  million  over  a  five-year 
period.  As  with  International  Latex,  Tele- 

vision Industries  Inc.,  New  York  (formerly 
C&C  Television)  will  give  stations  the 

rights  to  the  RKO  feature  film  library, 
other  features  and  serials  in  return  for 

spot  time.  This  time  is  assigned  to  Hazel 
Bishop. 

The  spot  tv  campaign  for  Bishop,  a 

spokesman  said,  began  Aug.  1  with  103 
stations  signed  for  an  average  of  28  spots 

per  week.  It  will  build  up  to  more  than  200 

stations  by  Sept.  15,  using  the  same  number 
of  spots.  Hazel  Bishop  officials  declined  to 
give  other  details  at  this  time  but  pointed 
out  that  although  the  campaign  is  for  a 
minimum  of  one  year,  it  is  expected  to 
extend  to  five  years  or  more. 

Since  Television  Industries  Inc.  ac- 

quired the  controlling  interest  in  Hazel 
Bishop  last  May,  it  has  been  known  that 
the  company  was  destined  for  a  spot  tv 
barter  spree.  This  will  be  the  first  year  that 
Hazel  Bishop  will  be  missing  from  network 
television  in  more  than  seven  years.  Since 

1950,  the  company  has  invested  more  than 
$25  million  in  network  tv,  it  reported. 

The  spot  tv  campaign  will  be  in  nighttime 

periods  only,  scattered  throughout  from 
6  p.m.  to  sign-off.  More  than  25,000  spots 
between  Oct.  1  and  Dec.  25  will  be  devoted 

to  Hazel  Bishop's  new  "Ultra-Matic"  com- 
pact, but  other  products  to  be  advertised 

will  be  the  company's  nail  polish,  lipstick 
and  hair  spray.  The  agency  is  Raymond 

Spector  Inc.,  New  York. 
Coinciding  with  the  upsurge  in  barter  tv 

for  Bishop,  the  company  last  week  an- 
nounced the  appointments  of  Alfred 

Thomas  Prange  as  director  of  HB  radio 
and  television  activities  and  of  Matthew 

Ruffle  as  a  vice  president,  functioning  in 

the  area  of  general  sales  management  and 
administration. 

For  the  past  two  years,  Mr.  Prange  filled  a 
similar  post  with  the  International  Latex 

Corp.  and  earlier  had  been  with  the  tele- 
vision departments  of  Cunningham  &  Walsh 

and  Dancer-Fitzgerald-Sample,  both  New 
York.  Mr.  Ruffle  formerly  was  director  of 
marketing  for  Richard  Hudnut,  New  York. 
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SOUND:  Sshis-sh!  Chug!  Chug! 
Chug!  Chug!  Chug!  Chug!  Chug! 

BOY:  10  more  minutes  to  Good  & 

Plentyville! 

GIRL:  Hey,  mister!  I  want  some!  BOY: 

Sorry,  madam,  they're  all  sold  out! 

Chugga-chugga-chugga!  Toot!  Toot! 
Chugga-chugga-chugga! 

GIRL  (as  boy  changes  back  to  engineer) : 

I'm  hungry.  Good  &  Plenty  (sighs). 

Good  &  Plenty  (frustrated).  I'm  hungry! 

GIRL  (frustrated):  Oh,  Mr.  Engineer. 
Can  you  .  .  .  (mumble,  mumble) 

GIRL  (frustrated) :  Mr.  Conductor, 
when  do  we  get  to  Good  &  Plentyville? 

BOY  (as  vendor):  Newspapers,  maga- 

zines, candy,  getcha  dee-licious  Good  & 
Plenty!  Plenty  good! 

BOY  (indignant) :  Well,  madam!  Do  you 
want  to  ruin  my  engine?  GIRL:  Oh, 

Charlie,  there'll  be  plenty  left  for  your 
old  engine! 

2|v|w    TH E  SOU  N  D  TH EY  LOVE  TO  TASTE 

Youngsters  like  Quaker  City  Chocolate 

&  Confectionery  Co.'s  Good  &  Plenty 
candy-covered  licorice  for  two  reasons: 
it  tastes  good  and  besides,  if  handled 

right,  it  makes  the  most  delicious-sound- 

ing locomotive  sounds  you've  ever  heard. 
Capitalizing  on  both,  Quaker  City,  which 

places  its  entire  budget  in  tv  intermit- 
tently the  year-round,  approved  this  60- 

second  spot  prepared  jointly  by  its  agency 

Adrian  Bauer  and  Alan  Tripp  Inc.,  Phila- 
delphia, and  UPA  Pictures  Inc.,  Burbank- 

New  York. 

This  month  it  begins  a  26-week  run 
on  the  following  stations  and  programs: 

WPIX  (TV)  New  York's  Three  Stooges 
and  Popeye,  WABD  (TV)  New  York's 
Looney  Tunes,  WABC-TV  New  York's 
American  Bandstand  (ABC-TV);  WFIL- 

TV  Philadelphia's  Sally  Starr  Theatre 
and  Bandstand;  WTTG  (TV)  Washing- 

ton's Popeye;  KTLA  (TV)  Los  Angeles' 
Popeye;  KDKA-TV  Pittsburgh's  The  Big 
Adventure;  WNHC-TV  New  Haven's 
Popeye;  WXYZ-TV  Detroit's  Curtain 
Time  and  Bandstand,  CKLW-TV  De- 

troit-Windsor's Looney  Tunes;  KYW-TV 

Cleveland's  Popeye;  WHDH-TV  Boston's 
Brave  Eagle  and  Bandstand,  and  WGN- 

TV  Chicago's  Bugs  Bunny. 
Quaker  City,  an  exclusive  tv  advertiser 

for  seven  years,  thus  enters  phase  four  in 
its  tv  strategy.  In  1951,  it  launched  phase 

one  with  sponsorship  of  CBS-TV's  Lucky 
Pup  Saturday  series;  then  it  switched  to 
syndicated  film  sponsorship  in  Boston, 

New  York  and  Philadelphia  with  Tele- 

vision Programs  of  America's  Ramar  of 

the  Jungle;  phase  three — film  participa- 
tions in  Bugs  Bunny,  etc. — followed  and 

now,  Quaker  City  uses  both  film  and  live 
shows. 

The  story  line:  Two  kids  are  playing. 

He  makes  believe  his  G&P  box  is  a  loco- 
motive, and  she  plays  along.  But  the  sight 

and  sound  of  the  candy  rattling  in  the  box 
prove  to  be  too  much  for  our  young  lady; 

she's  tired  of  make-believe.  She  wants  to 

eat.  The  boy  doesn't  want  to  quit  playing 
— yet — so  he  stalls  her.  Finally,  how- 

ever, with  devastating  feminine  logic,  the 

girl  demolishes  her  boyfriend's  train  of 
thought  with  the  simple  rejoinder,  "Oh, 

Charlie,  there'll  be  plenty  left  for  your  old 
engine."  Exeunt  with  a  flourish  of  G&P 
boxes. 
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ANA  OKAYS  NETWORK  RECORDS 

The  Assn.  of  National  Advertisers  last 

week  gave  its  approval  to  procedures  used 

by  the  three  national  tv  networks  to  assure 

accurate  reporting  of  proof-of-performancc 
information  to  sponsors  and  their  agencies. 

The  association  released  a  1  ()-pagc  study 
of  the  subject  prepared  by  two  members  of 
its  budget  control  committee. 

Officials  said,  however,  that  this  commit- 

tee's views  should  not  be  construed  to  im- 
ply that  ANA  is  or  is  not  satisfied  that 

the  information  advertisers  get  on  triple- 

spotting  (local  clipping  of  network  time)  is 
accurate  and  complete.  The  question  of 

triple-spotting  was  raised  by  the  ANA  radio- 
tv  committee  three  months  ago  in  a  study 

reporting  that  32  out  of  115  advertisers 

who  responded  to  a  survey  had  '"com- 

plained of  triple-spotting  in  recent  months'' [Lead  Story,  May  26]. 

Officials  said  last  week  that  the  proof- 
of-performance  study  related  only  to  the 
procedures  used  by  networks  in  reporting 
what  was  and  what  was  not  broadcast.  The 

report  concluded: 
The  network,  whether  it  is  ABC, 

NBC,  or  CBS,  acts  as  a  responsible  author- 
ity in  reporting  and  allowing  credits  for  any 

interruption  occurring  at  origination  or  in 
transmission.  The  network  also  has  set  up 

detailed  procedures  for  accounting  for  all 

local  interruptions  in  a  network  broad- 
cast and  there  are  a  variety  of  effective  con- 

trols which  insure  accuracy  and  honesty 

of  reports  of  such  local  interruption  by  your 

individual  stations." 

The  report  goes  into  detail  on  the  audit- 
ing and  control  procedures  used  by  each 

of  the  three  networks  in  relation  to  proof- 
of-performance  reports,  and  deals  with 
their  order  and  billing  procedures  and  their 

systems  of  computing  interruption  credits. 
ANA  said  the  study  stemmed  from  queries 
from  members  wanting  to  know  how  an 

advertiser  can  be  "reasonably  sure"  his  net- 
work programs  and  commercials  are  carried 

as  ordered  and  paid  for. 

The  study,  conducted  by  John  W.  Jack- 
son of  RCA  and  Douglas  H.  Miller  of  Gen- 

eral Foods,  found  only  "minor"  variations 
among  the  networks  as  to  details  in  process- 

ing performance  reports,  and  the  follow- 
ing principal  differences  in  procedure: 

"NBC  and  CBS  issue  proof  of  per- 
formance affidavits  and  ABC  does  not,  ex- 

cept when  specifically  requested.  ABC  feels 

the  affidavits  of  performance  are  merely  a 
matter  of  record. 

"ABC  and  NBC  require  stations  to  wire 
interruptions  or  local  cancellations  when 

they  occur,  whereby  CBS  gathers  this  in- 
formation from  the  weekly  station  report. 

"Credits  for  interruptions  or  local  can- 
cellations are  issued  separately  to  the  agency 

by  NBC  and  ABC,  but  CBS  includes  all 

credits  in  their  weekly  billing." 
The  report  finds  the  procedures  "metic- 

ulous" at  all  three  networks  and  points  out that  in  addition  there  are  other  controls: 

"Each  station  has  a  legal  obligation  to 
maintain  a  detailed  program  log  under  FCC 
rules,  and  an  obligation  to  the  network  to 

report  performance  in  accordance  with  that 
log. 

"Each  station  has  an  obligation  under  its 
contract  with  the  network  not  to  alter  any 
of  the  network  broadcast  material. 

"Failure  of  a  station  to  report  any  inter- 
ruptions would  jeopardize  its  affiliation  with 

the  network. 

"  Broadcasts  are  subject  to  observation 
by  the  public,  station  relations  representa- 

tives, agency  representatives,  dealers  and  dis- 
tributors, who  actually  report  lapses  in  sta- 

tion performance. 

"Station  performance,  in  many  cases,  is 
subject  to  test  checking  by  monitoring  serv- 

ices used  by  many  agencies  and  advertisers. 

"Interruptions  of  network  origin  are 
covered  by  central  broadcast  operations  re- 

ports. 
"Interruptions  in  transmission  through 

AT&T  circuits  are  covered  by  AT&T  re- 

ports and  also  by  network  reports." 

Pabst  Appoints  Two  Blatz  Men, 

Is  Expected  to  Stick  With  K&E 

Pabst  Brewing  Co.  activity  was  in  evi- 
dence at  top  level  last  week  as  the  brewery 

recruited  advertising  and  sales  executives 

from  its  newly-acquired  Blatz  subsidiary. 
James  C.  Windham,  former  Blatz  and 

new  Pabst  president,  announced  the  ap- 
pointments of  Theodore  Rosenak  as  vice 

president  in  charge  of  advertising  and  Rocco 
Bunino  as  vice  president  over  sales.  They 
also  will  retain  similar  posts  with  Blatz  and 

offices  at  both  breweries,  Pabst  in  Chi- 

cago's Merchandise  Mart  and  Blatz  in  Mil- 
waukee. Their  appointments  were  approved 

by  the  Pabst  board  in  Chicago  Thursday. 
Under  the  realignment,  both  Barney 

Brienza,  advertising  manager,  and  Richard 
Hehman,  marketing  director,  will  report  to 

Mr.  Rosenak.  The  Rosenak  and  Bunino  ap- 
pointments reflect  newly-created  positions. 

The  status  of  Blatz'  agency,  Kenyon  & 
Eckhardt,  reportedly  did  not  enter  board 
discussions  last  week  and  is  expected  to 
remain  unchanged.  Pabst  acquired  the 
Blatz.  div.  of  Schenley  Industries  for  an 
estimated  $15  million  about  a  month  ago 
[Advertisers  &  Agencies,  Aug.  4]. 

Burnett  Gets  Two  More  Lines 

In  Allstate  Insurance  Account 

Leo  Burnett  Co.,  Chicago,  was  named 

Thursday  (Aug.  28)  to  handle  Allstate  In- 

surance Companies'  life  insurance  and  ac- 
cident-sickness-hospitalization  accounts  [At 
Deadline,  Aug.  25].  The  agency  has  handled 
Allstate  fire  and  casualty  lines  for  18 
months. 

Announcing  the  appointment,  Robert  E. 

Gorman,  assistant  vice  president  and  ad- 
vertising director,  indicated  an  aggressive 

campaign  for  the  two  new  lines,  though  he 
declined  to  predict  the  estimated  advertising 

outlay.  Promotion  of  accident-sickness-hos- 
pitalization  will  be  limited  at  the  outset  to 
Oklahoma  and  Texas,  where  policies  are 
now  being  introduced,  but  Allstate  plans 
to  extend  this  coverage  nationwide  by  Oct. 
1.  1959. 

DeWitt  L.  Jones,  Burnett  account  super- 

....  | 

visor  on  Allstate,  said  the  new  lines  will 

enable  the  company  to  emphasize  "a  full 
circle  of  protection"  in  its  advertising  and 
promotion  campaigns. 

Allstate  has  renewed  its  sponsorship  of 

CBS-TV's  Playhouse  90  for  the  1958-59 
season  and  also  is  active  with  syndicated 

film  properties  in  some  cities  on  a  spot 
basis.  The  company  is  a  subsidiary  of 
Sears,  Roebuck  &  Co. 

BAR  Extends  Reports 

To  1 25  Largest  Cities 

Broadcast  Advertisers  Reports  Inc.,  New 
York,  announced  last  Friday  it  is  extending 
its  television  monitoring  activities  to  cover 
an  additional  230  tv  stations  in  100  addi- 

tional cities,  including  in  its  report  informa- 
tion which,  among  other  things,  will  re- 
flect multiple  spotting  and  product  con- flicts. 

The  service  marks  an  expansion  of  BAR's 
current  activity  of  monitoring  92  stations 
in  the  top  25  markets.  The  new  project 

will  encompass  city  areas  which  are  next 

in  size  to  the  top  25  cities  and  will  con- 
centrate on  monitoring  prime  evening  time 

at  first  but  later  may  be  expanded. 
Information  will  be  collected  into  the 

"BAR  100"  package  and  distributed  to  ad- 
vertiser and  agency  clients.  The  monitoring 

of  prime  television  spot  and  network  time 
is  set  to  begin  in  October.  The  service  is 

distinct  from  the  "Top  25"  report,  which 
monitors  stations  from  sign-on  to  sign-off. 
Monitoring  is  by  tape-recording. 

Each  of  the  100  new  markets,  BAR 
President  Robert  Morris  said,  will  be 
monitored  for  a  full  week  four  times  a  year 

— once  during  each  calendar  quarter — to 
provide  data  on  station  practices  in  the 
spot  tv  field  as  well  as  information  on 
how  network-originated  programs  are 
handled  at  the  local  level.  The  rates  to 

clients  will  vary,  ranging  from  $3,500 

yearly  for  agencies  with  radio-tv  annual 
billing  of  more  than  $70  million,  down  to 

$500  per  year  for  agencies  with  billings 
under  $1  million  annually. 

Some  of  the  specific  features  of  the  serv- 
ice, as  outlined  by  BAR: 

"All  commercial  announcements  will  be 
shown  in  order  of  air  occurence;  practices 

such  as  multiple  spotting  and  product  con- 
flicts will  be  apparent;  network  time  will  be 

logged,  indicating  clearly  instances  where 
local  station  breaks  occupy  network  time; 

the  report  will  specify  whether  the  preced- 
ing or  the  following  network  program  was 

affected  by  over-time  station  breaks;  spot 
programs  broadcast  during  prime  time  will 

be  logged." 
BAR  noted  that  "a  brand  index"  will  be 

a  useful  part  of  the  service.  Announcements 
monitored  for  each  national  brand  will  be 

accumulated  and  indexed  alphabetically. 

The  "brand  index"  will  show  the  frequency 

cities  are  used  by  each  brand.  For  com- 
petitive checking  purposes,  brands  will  be 

identified  in  fine  detail  to  show  product 
variations,  BAR  said. 

Tape  recordings  of  the  announcements 
will  be  kept  on  file  for  three  months  from 
the  day  of  the  recording  so  that  published 

data  may  be  authenticated. 
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RAYCO  CO. 

RAYCO,  America's  lea
ding 

seat  cover,  convertible  to
p 

and  muffler  specialists,  is  very
 

proud  of  its  consistent 
 and 

result-full   advertising  cam-
 

paign in  this  Maryland  area. 
Thru  most  of  the  entirety  or 

this  successful  sales  building
 

campaign,  RAYCO  has 
 ad- 

vertised with  spots  exclusively 

on  your  fine  station,  WMAR-
 

TV,  Channel  Two.  Time  and 

■gain    Channel    Two  hat 

proven  itself  RAYCO'S  lea
d- 

ing sales  builder  and  in  a 

competitive  field  such  as  ours 

it  is  gratifving  to  know  that 

Channel  Two  home  viewers 

recognize  the  true  value  of 
durable,  long  wearing  and 

custom    quality  automotive 

products. 
Thanks  again,  for  your  sta- tion's wonderful  cooperation 
and  its  interest  in  helping  us 

properly  present  our  RAYCO 
products  to  potential  buyer*, 
contributing  greatly  to  our 
record-breaking  sales  volume. 
HOWARD  W.  BARRON 

President 

WMAft 

Channel  2,  Bah 
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sponsored mat's  With  the  Weath 
three  ni<rhts  a  week 
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nights  . 

your  station,  WMAR-TV, 
Channel    Two.    We  are 
certainly  pleased  with  the 
reactions  we  have  received 
from  these  telecasts.  Al- 

most every  day  we  hear 
favorable  comments  about 
the    program    from  our members  and  clients. 
We  are  particularly  happv 
about    the    way  George 
Rogers  delivers  our  mes- 

sages to  the  public.  He  has 
made  himself  an  integral 
part  of  our  organization, 
and  I  am  sure  that  a  Urge 
part  of  the  effectiveness  of 
this  program  is  due  to  his 
close  cooperation.  Indeed, 
our  relations  with  every- 

one connected  with  vour 
station  have  always  been 
highly  satisfactory. 

SAM  W.  BORDEN' President 

WMAR-TV 
Channel  2,  Baltimore 

Sunpapers'  Television 
"MARYLAND'S  PIONKPTt 
TELEVISION  STATION" 
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VIEWED  MOST* 

The  WGAL-TV  audience  is  greater  than  the 

combined  audience  for  all  other  stations  in  the  Channel  8  coverage  area. 

See  Lancaster-Harrisburg-York  ARB  survey. 

Channel  S  •  Lancaster,  Fa.  •  2STBO  and  CBS 

Representative:  The  MEEKER  Company,  Inc. -New  York  •  Chicago  •  Los  Angeles  •  San  Francisco 
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TOP  10  NETWORK  PROGRAMS 

tv  Report  for  July 
No.  Viewers 

Rank (000) 

1. Gunsnioke 44,770 
2_ Twenty-One 33,930 
3. Have  Gun,  Will  Travel 33,330 
4. Wells  Fargo 30,290 5. Ed  Sullivan 30,080 
6. Price  Is  Right 26,580 
7. I  Love  Lucy 26,240 
8. Wyatt  Earp 25,610 
9. I've  Got  a  Secret 25,140 

10. Perry  Mason 24,970 

Rank 
Rating 

1. Gunsmoke 43.2 
2. Twenty-One 

36.8 
3. What's  My  Line 33.0 4. Wells  Fargo 32.5 
5. Have  Gun,  Will  Travel 31.5 
6. I've  Got  a  Secret 

29.7 

7. Price  Is  Right 28.4 
8. Wyatt  Earp 27.9 

9. Ed  Sullivan 27.6 
10. Father  Knows  Best 26.2 

NIELSEN 

TOP  10  NETWORK  PROGRAMS 

Tv  Report  for  July  13-26 
TOTAL  AUDIENCEf 

No.  Homes 
Rank (000) 

1. Gunsmoke 17,157 2. Have  Gun,  Will  Travel 13,072 
3. Ed  Sullivan 13,029 
4. I've  Got  a  Secret 11,911 
5. Wells  Fargo 11,567 
6. Top  Ten  Lucy  Shows 11,266 
7. GE  Theatre 11,008 
8. Wyatt  Earp 10,879 
9. Buckskin  (wk  2) 10,879 

10. Alfred  Hitchcock  Presents 10,793 

Rank 
%  Homes* 1. Gunsmoke 40.9 

2. Have  Gun,  Will  Travel 31.3 
3. Ed  Sullivan 30.9 
4. I've  Got  a  Secret 28.6 

5. Wells  Fargo 27.5 6. 
*  '"Buckskin  (wk  1 ) 27.3 

7. GE  Theatre 
26.9 

8. Top  Ten  Lucy  Shows 26.8 
9. Wyatt  Earp 

26.2 

10. Alfred  Hitchcock  Presents 26.1 

average  audience:}: 
No.  Homes 

Rank (000) 
1. Gunsmoke 15,953 
2. Have  Gun,  Will  Travel 

11,954 3. I've  Got  a  Secret 10,793 
4. Wells  Fargo 

10,492 
5. Top  Ten  Lucy  Shows 10,105 
6. Buckskin  (wk  2) 

9,804 
7. 

GE  Theatre 
7,/Dl 8. Wyatt  Earp 

9,761 9. Alfred  Hitchcock  Presents 
9,331 10. Ed  Sullivan 
9,288 

Rank %  Homes 
1. Gunsmoke 38.0 
2. 

Have  Gun,  Will  Travel 28.7 

3. I've  Got  a  Secret 
25.9 4. 

Wells  Fargo 
24.9 5. 

Top  Ten  Lucy  Shows 24.1 
6. GE  Theatre 23.8 
7. 

** Buckskin  (wk  1) 23.7 
8. Wyatt  Earp 23.5 
9. Buckskin  (wk  2) 

23.2 10. Alfred  Hitchcock  Presents 
22.5 

**    This    rating    based    on  less-than-normal 
station  facilities  or  duration,  because  of 
UN  telecast, 

(f)  Homes  reached  by  all  or  any  part  of  the 
program,  except  for  homes  viewing  only 
1  to  5  minutes. 

(%)  Homes  reached  during  the  average  minute 
of  the  program. 

*    Percented  ratings  are  based  on  tv  homes 
within  reach  of  station  facilities  used  by 
each  program. 

Copyright  1958  A.  C.  Nielsen  Co. 

TOP  20  NETWORK  PROGRAMS 

Tv  Report  for  June-July 

Once-a-Week 
Rank  Rating 

June  July 

1.  Gunsmoke                   38.9  35.4 
2.  Ed  Sullivan  28.7 
3.  Have  Gun,  Will  Travel  29.8  28.0 

Playhouse  90  29.8  27.9 
G.E.  Theatre  25.1 

4. 
5. 

6. 

Alfred  Hitchcock 25.7 25.0 
7. Restless  Gun 27.7 24.7 
8. Danny  Thomas 29.2 24.4 
9. What's  My  Line 

24.7 
24.3 

10. 
Boh  Crosby 

24.0 1  1. Climax 25.2 23.7 
12. Tales  of  Wells  Fargo 26.0 23.6 
13. Wagon  Train 25.6 23.6 
14. Father  Knows  Best 25.1 23.5 15. 

I've  Got  A  Secret 22.8 22.8 16. 
Wyatt  Earp 26.1 22.7 

17. Cheyenne 

24.7 
21.6 18. 

Groucho  Marx 25.4 
21.6 

19. 
Loretta  young 27.5 21.6 

20. Playhouse  of  Stars 

2L6 

Multi-weekly 
Rank 

Rating 

June 

July 

1. Mickey  Mouse  Club 13.7 12.0 
2. The  Price  Is  Right 11.5 

10.7 

3. CBS  News 11.4 10.6 

4. American  Bandstand 

9.4 

8.8 
5. Art  Linkletter 

9.8 

8.8 
6. Guiding  Light 9.2 8.7 

7. 

Search  For  Tomorrow 9.1 8.5 
8. Treasure  Hunt 9.0 8.4 
9. Captain  Kangaroo 8.8 

8.1 
10. Queen  For  A  Day 8.8 7.9 

Copyright  1958  Pulse  Inc. 

TOP  10  NETWORK  PROGRAMS 

Tv  Report  for  Aug.  1-7 
Rank %  Tv  Homes 

1. 

Wells  Fargo 

31.9 

2. 

Gunsmoke 28.7 
3! Wyatt  Earp 27.8 

4. 

Restless  Gun 27.0 
5. Have  Gun,  Will Travel  25.2 
6. Twenty-One 

25.0 

7. 

Lawrence  Welk 
23.6 

8. Chevy  Show 23.4 
9. 

Bob  Crosby 22.8 

10. Price  Is  Right 22.4 

No.  Tv  Homes Rank (000) 
1. 

Wells  Fargo 
10,938 

2. 

Gunsmoke 
10,119 3. Wyatt  Earp 

9,272 

4. 

Restless  Gun 

8,905 
5. Twenty-One 

8,712 

6. Have  Gun,  Will Travel  8,645 

7. 

Lawrence  Welk 

8,252 
8. Chevy  Show 

8,100 
9. 

Bob  Crosby 

7,861 
10. 

Price  Is  Right 

7,681 Copyright  1958 
Videodex  Inc. 

BACKGROUND:  The  following  programs, 
in  alphabetical  order,  appear  in  this 
week's  Broadcasting  tv  ratings  roundup. 
Information  is  in  following  order:  pro- 

gram name,  network,  number  of  stations, 
sponsor,  agency,  day  and  time. 

American  Bandstand  (ABC-81):  partici- 
pating, Mon.-Fri.  3-3:30,  4-5  p.m. 

Buckskin  (NBC-181)**  Ford  (JWT),Thurs. 
9:30-10  p.m. 

Captain  Kangaroo  (CBS-106):  participat- 
ing sponsors,  Mon.-Fri.  8-8:45  a.m. 

CBS  News  (CBS-62):  Whitehall  (Bates), 
Mon.-Fri.    7:15-7:30  p.m. 

Chevy  Show  (NBC-176) :  Chevrolet  (C-E), 
Sun.  9-10  p.m. 

Cheyenne  (ABC-119) :  General  Electric 
(Y&R),  alternate  weeks,  Tues.  7:30- 8:30  p.m. 

Climax  (CBS-145):  Chrysler  Corp.  (M-E). 
Thurs.  8:30-9:30  p.m. 

Bob  Crosby  (NBC -173):  participating  spon- 
sors, Sat.  8-9  p.m. 

Decision  (NBC- 144) :  P&G  (B&B),  Sun.  10- 
10:30  p.m. 

Father  Knows  Best  (NBC  105):  Scott  Pa- 
per (JWT),  alternating  with  Lever 

(NL&B),  Wed.  8:30-9  p.m. 
GE  Theatre  (CBS-132):  General  Electric 
(BBDO),  Sun.  9-9:30  p.m. 

Guiding  Light  (CBS-113) :  Procter  &  Gam- 
ble   (Compton),   Mon.-Fri.    12:45-1  p.m. 

Gunsmoke  (CBS-172) :  Liggett  &  Myers 
(D-F-S),  alternating  with  Remington 
Rand  (Y&R),  Sat.  10-10:30  p.m. 

Have  Gun,  Will  Travel  (CBS-148):  Lever 
(JWT),  alternating  with  American  Home 
Products  (Bates),  Sat.  9:30-10  p.m. 

Alfred  Hitchcock  (CBS-118):  Bristol- 
Myers  (Y&R),  Sun.  9:30-10  p.m. 

I  Love  Lucy  (CBS -146) :  General  Foods 
(B&B),  Mon.  9-9:30  p.m. 

I've  Got  a  Secret  (CBS-170):  R.  J.  Reyn- 
olds (Esty),  Wed.  9:30-10  p.m. 

Art  Linkletter  (CBS-93):  participating 
sponsors,  Mon.-Fri.  2:30-3  p.m. 

Groucho  Marx  (NBC -160):  De  Soto 
(BBDO),  alternating  with  Toni  (North), 
Thurs.  8-8:30  p.m. 

Perry  Mason  (CBS-132):  Armour  (FC&B), 
alternating  with  Libbey,  Owens,  Ford 
(FSR),  Sat.  7:30-8:30  p.m. 

Mickey  Mouse  Club  (ABC-Ill):  partici- 
pating sponsors,  Mon.-Fri.  5-6  p.m. 

Playhouse  90  (CBS-134):  participating 
sponsors,  Thurs.  9:30-11  p.m. 

Playhouse  of  Stars  (CBS-140):  Schlitz 
(JWT),  Fri.  9:30-10  p.m. 

Price  Is  Right  (NBC-150):  participating 
sponsors,  Mon.-Fri.  11-11:30  a.m. 

Queen  For  A  Day  (NBC-161):  participat- 
ing sponsors,  Mon.-Fri.  4-4:45  p.m. Restless  Gun  (NBC -109):  Warner  Lambert 

(SSC&B),  Mon.  8-8:30  p.m. 
Search  for  Tomorrow  (CBS-121):  Proc- 

ter &  Gamble  (Burnett),  Mon.-Fri. 12:30-12:45  p.m. 
Ed  Sullivan  (CBS-159) :  Mercury  (K&E), 
Eastman-Kodak  (JWT),  Sun.  8-9  p.m. 

Danny  Thomas  (CBS -158):  General  Foods 
(B&B),  Mon.  9-9:30  p.m. 

Treasure  Hunt  (NBC-168):  participating 
sponsors,  Mon.-Fri.  11-11:30  a.m. 

Twenty-One  (NBC-151):  Pharmaceuticals 
(Kletter),  Mon.  9-9:30  p.m. 

Wagon  Train  (NBC-165):  Lewis  Howe 
(M-E),  Dracjett  (Y&R),  Edsel  (FC&B), 
Wed.  7:30-8  p.m. 

Laurence  Welk  (ABC-198):  Dodge 
(Grant),  Sat.  9-10  p.m. Wells  Fargo  (NBC-161):  Buick  (M-E), 
American  Tobacco  (SSC&B),  Mon.  8:30- 
9  p.m. 

What's  My  Line  (CBS -101) :  Helene  Curtis 
(M-E),  alternating  with  Kellogg  (Bur- 

nett), Sun.  10:30-11  p.m. 
Wyatt  Earp  (ABC-137):  General  Mills 

(D-F-S),  Procter  &  Gamble  (Compton), 
Tues.  8:30-9  p.m. 

Loretta  Young  (NBC- 163):  Procter  & 
Gamble  (B&B),  Sun.  10-10:30  p.m. 

wmmmmm 
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There  can  be  only  ONE 

and  the 

Salt  Lake  Metropolitan  Group 

(KALL,  KLO,  KOVO) 

IS  IT! 

Salt  Lake  Four  County  Pulse,  July,  1958 

6  a.m.  to  12  noon 

1 2  noon  to 

6  p.m. 

6  p.m.  to 
12  midnight 

IMN  25.9 26.7 31.2 

Station  B  20.8 18.8 19.9 

Station  C  16.1 16.5 15.3 

Station  D  9.5 10.3 
9.5 

Station  E  13.0 12.1 13.1 
Station  F  5.2 

4.0 
X 

Misc.  9.3 
11.7 11.1 

N?1.T.N*1JS.  Market 

SALT  LAKE  CITY  HOOPER,  June-July  1958  ..KALL  No.  1 

WEBER  COUNTY  PULSE,  Feb.  1958   K  L  O  No.  1 

UTAH  COUNTY  PULSE,  Feb.  1958   KOVO  No.  1 

There's  No  Doubt  About  It . . .  lj£ 

I M  N  Salt  Lake  Metro  Group 

In  the  Greater  Salt  Lake  Marke 

THE     INTERMOUNTAIN  NETWORK 

See  Your  Avery  -Knodel  Man  Today 

ADVERTISERS  &  AGENCIES  continued 

ARF  Conference  Topic: 

Better  Ad  Evaluation 

The  fourth  annual  conference  of  the  Ad- 
vertising Research  Foundation  will  be  held 

Oct.  2  at  New  York's  Waldorf  Astoria  Ho- 
tel. "How  Can  Advertising  Be  Better  Eval- 

uated in  Today's  Economy?"  is  its  theme. 
Speakers  in  this  session  will  include  John 

F.  McGee,  senior  staff  consultant,  Arthur 

D.  Little  Inc.,  who  will  talk  on  "The  Prob- 
lem: Can  the  Results  of  the  Ad  Budget  Be 

Scientifically  Predicted?";  Russell  L.  Ack- 
off,  director,  operations  research  group. 
Case  Institute  of  Technology,  whose  topic 

will  be  "How  Techniques  of  Mathematical 
Analysis  Have  Been  Used  to  Determine  Ad- 

vertising Budgets  and  Strategy";  and  F.  A. 
C.  Wardenburg,  director  of  advertising,  E.  I. 
duPont  de  Nemours  &  Co.,  speaking  on 

"One  Company's  Approach  to  Measuring 

Advertising  Effectiveness." At  two  concurrent  10:45  a.m.  sessions 

William  R.  Farrell,  director  of  advertising, 

Monsanto  Chemical  Co.,  and  an  ARF  di- 

rector, will  preside  over  "Relating  Industrial 
Advertising  Programs  or  Plans  to  Product 

or  Market  Opportunities,"  and  A.  Edward 
Miller,  assistant  to  the  publisher,  Life  mag- 

azine, and  member  of  ARF  technical  and 

all  media  committees,  will  preside  over  "Re- 
lating Consumer  Advertising  Programs  or 

Plans  to  Product  or  Market  Opportunities." 
Wallace  H.  Wulfeck,  executive  vice  presi- 

dent, William  Esty  Co.,  and  ARF  chairman 
of  board  and  executive  committeeman,  will 

preside  over  the  luncheon  on  the  Starlight 

Roof.  Luncheon  address  topics  will  be  "Why 
Management  Must  Know  How  Much  to 

Spend  for  Advertising,"  and  "The  Relation- 
ship of  Advertising  to  Corporate  Manage- 

ment," presented  by  Jay  W.  Forrester,  pro- 
fessor of  industrial  management,  Massa- 

chusetts Institute  of  Technology. 

Presiding  over  the  afternoon  general  ses- 
sion will  be  Ben  R.  Donaldson,  advertising 

consultant,  Ford  Motor  Co.,  and  ARF  vice 

chairman  of  board  and  executive  commit- 
tee. Wroe  Alderson,  president,  Alderson 

Assoc.,  New  York,  will  speak  on  "Measur- 
ing the  Sales  Effectiveness  of  Advertising — 

A  Progress  Report."  The  closing  meeting, 
consisting  of  two  concurrent  special  interest 

group  sessions,  will  feature  "Evaluating  In- 
dustrial Advertising,"  with  R.  C.  Christian, 

executive  vice  president,  Marsteller,  Rick- 
ard,  Gebhardt  &  Reed  Inc.,  and  a  member 

of  the  conference  program  committee,  pre- 

siding, and  "Evaluating  Consumer  Adver- 
tising," with  R.  J.  Eggert,  marketing  re- 

search manager,  Ford  Motor  Co.,  presiding. 

Typical  Recession  Short-Lived, 
B&B  Economic  Presentation  Says 

Recessions  historically  are  short-lived  af- 
fairs which  produce  more  discussion  than 

damage.  This  is  the  stand  of  Benton  & 
Bowles,  major  advertising  agency,  which 
offers  the  recession  story  in  chart  form. 

The  B&B  graphs  originally  were  prepared 

for  the  reference  of  the  agency's  executives 
in  developing  advertising  and  marketing 

plans  for  the  agency's  24  clients.  The  three- 
part  review  of  U.S.  economic  history  shows 
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The  Case  of  the  Bank 

That  Refused  to  Take 

Money 

—not  out  of  charity,  but  out  of 

esteem.  Recently,  The  Merchants 

National  Bank  in  Boston  told 

WEEI  Radio  to  disregard  the 

credit  due  them  for  pre-empting 

two  programs  they  sponsor.  WEEI 

had  felt  the  U.N.  proceedings  on 

the  Mideast  warranted  uncondi- 

tional radio  coverage.  CBS  News 

was  at  the  Security  Council  meet- 

ings, its  microphones  relaying 

some  of  the  world's  most  historic 

moments.  Holding  the  conviction 

that  business  should  "take  a  larger 

part  in  larger  matters  than  its  own 

personal  ones,"  The  Merchants 
National  Bank  elected  not  to 

accept  their  credit. 

Now  this  may  appear  as  a  sim- 

ple gesture  of  appreciation,  but  to 

us  it  meant  a  great  deal  more.  It 

was  a  sponsor's  vote  of  confidence 
in  what  WEEI  stands  for.  WEEI 

has  always  had  an  earnest  belief 

in  its  role  of  public  service:  Each 

week  we  schedule  at  least  32  hours 

of  news,  representing  over  269 

different  programs.  1 65  of  these 

shows  originate  at  WEEI.  The 

station  maintains  the  largest  radio 

news  staff  in  Boston.  Each  of  its 

announcers  is,  in  addition,  a  well- 

known,  respected  personality. 

CBS  News,  of  course,  is  world 

renowned.  There  is  probably  no 

finer,  more  enterprising  news 

agency  in  the  world.  Working  to- 

gether, these  local  and  network 

journalists  have  brought  to  WEEI 

the  finest  reputation  a  station 

can  enjoy. 

28  Stati:  Street 

BOSTOJJ,>lAS.«lA.<rHlTSETTS» 

August  llj,  1958 

Mr.  Thomas  0.  Gorman 
Station  Manager WEEI 

182  Tremont  Street 
Boston,  Massachusetts 

Dear  Tom: 

The  Agency  has  just  notified  me  that,  because  of  your  United 
Nations  broadcasts,  we  are  in  line  for  a  credit  for  two  of  our  daily 
broadcasts  in  July  to  the  tune  of  $190.00. 

For  a  long  time  now  I  have  had  the  conviction  that  business 
must  take  a  larger  part  in  larger  matters  than  its  own  personal  ones, 
and  in  line  with  this,  I  have  instructed  our  Agency  not  to  accept  the 
credit  due  us. 

When  you  drop  commercial  broadcasts  to  devote  your  radio 
time  to  the  United  Nations,  you  are  really  doing  a  job  which  is  ours 
as  much  as  yours.    I  can  only  applaud  wholeheartedly  your  company's 
willingness  to  assume  a  responsibility  which  all  too  many  of  us  are 
quick  to  duck. 

While,  of  course,  I  would  always  like  the  option  of  accepting 
the  credit  for  radio  time  of  ours  which  you  have  used  for  other  pur- 

poses, I  am  most  happy,  in  this  instance,  to  contribute  our  "widow's 
mite"  to  the  cause  of  greater  public  awareness  of  the  deep  and  un- 

settling problems  which  lie  beyond  the  three  mile- limit  thinking  of 
too  many  of  us. 

Please  do  everything  you  can  to  keep  up  this  tremendously 
vital  work,  and  thanks  for  your  station's  many  contributions  along 
this  line  in  the  past. 

Cordially  yours, 

Edward  V.  Hickey 
Director  of  Advertising 
And  Public  Relations 

EVH:cmc 

From  letters,  personal  thanks, 

surveys  and  ratings,  we  know  what 

our  listeners  think  of  us.  Just 

recently,  for  example,  they  told  a 

leading  research  organization  that 

of  all  the  media  in  Boston,  they 

thought  radio  was  the  most  indis- 

pensable. In  particular,  they  felt 

that  WEEI  was  the  most  trust- 

worthy, authoritative  station.  In 

a  time  of  national  crisis,  they  said, 

this  is  the  station  they  would  turn 

to  for  information  and  instruction. 

It  takes  a  long  time  and  a  lot  of 

effort  for  a  station  to  achieve  this 

kind  of  distinction.  And  though 

WEEI  operates  chiefly  in  the 

"public  interest,  necessity  and 

convenience"— we  are  proud,  too, 

to  acknowledge  the  unqualified 

support  of  our  sponsors. 
To  The  Merchants  National 

Bank,  our  sincerest  thanks. 

WEEI  Radio 
REPRESENTED  BY  CBS  RADIO  SPOT  SALES 
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that  of  the  12  economic  downturns  since 

1897,  only  one  lasted  more  than  a  year  and 
only  three  showed  a  decline  of  more  than 
6%. 

The  agency  charted  the  gross  national 

product  by  years  and  quarter-years.  It  found 
that  of  the  four  downturns  since  1941,  three 

were  virtually  halted  by  the  third  quarter 

and  the  fourth  or  current  downturn  "ap- 

pears to  be  following  this  pattern.*'  The charts  show  that  consumer  expenditures 
either  declined  only  slightly  or  actually  went 
up  during  these  four  periods. 

Stronger  Cup  of  Coffee  Urged 

To  Solve  Problems  of  Exporters 

"Coffee — and  make  it  strong!" 
This  is  the  demand  Pan  American  Cof- 

fee Bureau  hopes  could  become  a  stock 

phrase  in  U.S.  households.  If  coffee-ex- 
porting countries  go  along,  there  will  be 

additional  advertising  and  promotion  in 
the  U.S.  in  an  effort  to  boost  the  U.S. 

market  for  green  coffee. 
The  bureau  has  a  $2  million  budget  for 

advertising-promotion  gained  by  a  10- 
cents  levy  on  every  imported  bag.  Its  ex- 

ecutive committee  has  recommended  that 

the  advertising  and  promotion  effort  be 
increased  by  lifting  the  rate  to  25  cents. 
The  bureau  places  about  $600,000  in 
radio-tv. 

The  bureau's  research  department  finds 
a  "rate  of  deteriorization"  in  home  use  of 
roasted  coffee.  In  1949  the  number  of  cups 
made  from  a  pound  of  roasted  coffee  in  the 
average  U.S.  home  was  45.9  but  in  1947 
it  rose  to  64.6. 

The  bureau's  counterpart,  Tea  Council 
of  the  U.S.A.,  through  its  agency,  Leo 
Burnett,  Chicago,  has  an  estimated  $2.2 
million  budget,  most  of  it  in  broadcast 

media.  The  coffee  bureau's  agency  is  Ful- 
ler &  Smith  &  Ross,  New  York. 

SEEDTIME  &  HARVEST  •  General 

Motors  Corp.  (Buick)  last  week  pinned 

down  details  of  its  plans  for  1 3-week  satura- 
tion campaign  of  Bob  Hope  comedy  skits 

on  NBC  Radio  [Advertisers  &  Agency, 

Aug.  18].  Buick  will  start  skits  on  Monitor 

Sept.  12  in  accord  with  "idea-planting  con- 
cept" of  NBC  Vice  President  Matthew  J. 

Culligan  with  two  objectives:  to  get  message 
of  new  Buick  line  to  motorists  via  auto 

radios  and  to  start  familiarizing  public  with 

Buick's  tv  and  print  media  themes.  Agency: 
McCann-Erickson,  Detroit. 

RAYCO  PUSH  •  Rayco  Mfg.  Co.  (auto 
seat  covers,  convertible  tops  and  mufflers), 

Paterson,  N.  J.,  launching  16-week  cam- 

paign Thursday  (Sept.  4),  using  2,100  one- 
minute  spot  radio  announcements  per  week 

on  77  stations  and  160  one-minute  filmed 

commercials  per  week  on  53  tv  stations. 

Agency:  Emil  Mogul  Co.,  N.  Y. 

MAY  GO  NETWORK  •  Although  Wild- 

root  Co.  is  set  to  move  with  eight-week 

nighttime  tv  spot  campaign  in  about  50 

markets  beginning  end  of  September  for 
Wildroot  Cream  Oil  through  BBDO,  N.  Y„ 

it  is  understood  Harold  F.  Richie  Inc., 

which  has  been  planning  similiar  28-week 
tv  spot  drive  for  Brylcreem  through  Kenyon 

&  Eckhardt,  is  considering  switch  to  net- 
work time  instead.  Brylcreem  has  been 

successful  late  night  tv  spot  user. 

AFTER  DARK  •  Philip  Morris  Inc.  (Parli- 

ament cirgarettes)  lining  up  availabilities  for 

early  fall  spot  tv  campaign,  concentrating 

on  obtaining  nighttime  minute  periods. 

Agency:  Benton  &  Bowles,  N.  Y. 

NEW  AND  AGAIN  •  New  and  renewal 

business  amounting  to  approximately  $3.2 

million  in  gross  billings  was  reported  by 

NBC-TV  last  week  for  participations  on 

network's  Today  (Mon.-Fri.  7-9  a.m.)  and 
Jack  Paar  Show  (Mon.-Fri.  11:15  p.m.-l 
a.m.)  by  eight  advertisers  who  have  signed 
since  Aug.  I.  Purchases  were  highlighted 

by  52-week  order  from  E.  I.  Du  Pont  de 
Nemours  &  Co.,  Wilmington,  Del.,  through 

BBDO,  N.  Y.,  for  160  participations  on 

Today  and  21  participations  on  Paar.  Ad- 
vertisers who  have  bought  into  both  shows 

are  National  Presto  Industries  Inc.  (electric 
housewares),  Eau  Claire,  Wis.,  through 
Donahue  &  Coe,  N.  Y.;  Bulova  Watch  Co., 

N.  Y.,  through  McCann-Erickson,  N.  Y., 
and  Sandura  Co.  (floor  coverings),  Philadel- 

phia, through  Hicks  &  Greist,  N.  Y.  Re- 
newal orders  for  Paar  have  been  placed  by 

North  American  Philips  Co.  (Norelco 

shavers),  N.  Y.,  through  C.  J.  LaRoche 
Co.,  N.  Y.;  General  Foods  Corp.  (Postum), 
White  Plains,  N.  Y.,  through  Young  & 

Rubicam,  and  Jackson  &  Perkins  (rose- 
bushes), Newark,  N.  J.,  through  Maxwell 

Sackheim  &  Co.,  N.  Y.  Stark  Bros.  Nurs- 
eries and  Orchards  Co.,  Louisiana,  Mo.,  has 

ordered  one  participation  on  Today  for 

Sept.  24. 
SIGNED  ON  CBS  •  CBS  Radio  last  week 
announced  several  new  buys:  R.  J.  Reynolds 
Tobacco  Co.,  through  William  Esty  Co., 

N.  Y.,  signed  for  multiple  five  minute  news 
and  music  segments  beginning  today  (Sept. 

1);  Pepsi-Cola  Co.,  through  Kenyon  & 

Eckhardt,  N.  Y.,  1 1  weekly  "Impact"  seg- ments for  14  weeks  starting  Sept.  19; 

Charles  Pfizer  &  Co.,  through  J.  M.  Mathes 

Inc.,  N.  Y.,  weekly  quarter-hour  of  Arthur 
Godfrey  Time  for  26  weeks  starting  Sept. 

15;  Chrylser  Corp.,  through  Leo  Burnett 

Co.,  Chicago,  30  weekly  "Impact"  segments 
for  three  weeks  in  fall;  Chrysler  Corp.  Ply- 

mouth Div.,  through  N.  W.  Ayer  &  Son, 

Phila.,  16  weekly  "Impact"  segments  in 
fall,  and  firm's  Dodge  Div.,  through  Grant 

Adv.,  N.  Y.,  total  of  16  "Impact"  segments. 

AGENCY  APPOINTMENTS 

Allied  Florists  Assn.  of  Illinois  appoints 

Clinton  E.  Frank  Inc.,  Chicago,  effective 

Oct.  1.  Perry  L.  Brand  will  supervise  ac- 
count, formerly  handled  by  Erwin  Wasey, 

Ruthrauff  &  Ryan  Inc. 

Swift  &  Co.  (meat  packer),  Chicago,  ap- 
points Shelton  R.  Houx  Adv.,  Des  Moines, 

as  agency  for  its  Iowa  Packing  Co.  (Swift 
division)  account  (Old  Homestead  meat 
products)  effective  Sept.  1.  Business  formerly 
handled  by  J.  M.  Hickerson  Inc.,  N.Y.  and 
Des  Moines,  of  which  Mr.  Houx  was  v.p. 

and  general  manager  in  latter  office. 

W.  F. .  Straub  &  Co.  (producers  of  Lake 
Shore  honey  and  churned  honey)  names 
Gorden  Best  Co.,  Chicago. 

Cherry-Burrell  Corp.  (dairy,  food,  other 
supplies),  Cedar  Rapids,  Iowa,  appoints  W. 
D.  Lyon  Co.,  Cedar  Rapids,  effective  Oct. 
31.  Account  formerly  was  handled  by  The 
Buchen  Co.,  Chicago. 

ACTIVITY 
HOW  PEOPLE  SPEND  THEIR  TIME 

There  were  125,435,000  people  in  the  U.  S.  over  12  years  of  age  during  the  week 

Aug.  17-23.  This  is  how  they  spent  their  time. 

64.2%    (80,480,000)  spent  1,394.7  million  hours  watching  television 

59.9%    (75,136,000)  spent  1,123.6  million  hours  .  listening  to  radio 

83.2%  (104,362,000)  spent  397.8  million  hours    reading  newspapers 

34.7%    (43,569,000)  spent  196.8  million  hours  .     reading  magazines 
23.9%    (29,979,000)  spent  331.4  million  hours  watching  movies  on  tv 

48.5%    (60,795,000)  spent  258.4  million  hours  .  .  .  .  attending  movies* 

These  totals,  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published 
exclusively  by  Broadcasting  each  week,  are  based  on  a  48-state,  random  dispersion 

sample  of  7,000  interviews  (1,000  each  day).  Sindlinger's  weekly  and  quarterly 
"Activity"  report,  from  which  these  weekly  figures  are  drawn,  furnishes  comprehen- 

sive breakdowns  of  these  and  numerous  other  categories,  and  shows  the  duplicated 
and  unduplicated  audiences  between  each  specific  medium.  Copyright  1958  Sindlinger 
&  Co. 

t  Hour  totals  are  weekly  cumulative  figures.  People,  numbers  and  percentages,  are  figured 
on  an  average  daily  basis. 

*  All  people  figures  are  average  daily  tabulations  for  the  week  with  exception  of  the 
"attending  movies"  category  which  is  a  cumulative  total  for  the  week.  Sindlinger  tabulations 
are  available  within  2-7  days  of  the  interviewing  week. 

SINDLINGER'S  SET  COUNT:  As  of  Aug.  1,  Sindlinger  data  shows:  (1)  110,071,000 
people  over  12  years  of  age  see  tv  (87.8%  of  the  people  in  that  age  group); 
(2)  42,656,000  U.  S.  households  with  tv;  (3)  46,965,000  tv  sets  in  use  in  U.  S. 
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You'll  have  to  do  a  lot  off  research 

to  beat  this  kind  off  development 

With  the  field  of  physical  science  front  and  center  in  all  minds  today,  consider 

the  prominent  part  played  by  Metropolitan  Washington.  Our  biggest  business 

firm,  the  Federal  Government,  has  become  a  virtual  partner  with  American 

industry  in  research  and  development.  In  1956  Federal  funds  financed  49%  of 

all  national  expenditures  in  this  direction.  Research  and  development  organiza- 

tions in  or  around  Washington,  D.  C.  employ  some  35,000  persons.  Ours  is  now 

the  nation's  sixth  largest  scientific  and  technical  labor  force.  Whether  America 

is  at  peace  or  in  a  cold  war,  these  people  seem  certain  to  stay — and  to  grow.* 

Staying  and  growing  right  along  with  them  ivill  be  WWDC,  Radio 

Washington.  According  to  PULSE,  month  after  month,  we're 
FIRST  in  the  hearts  of  our  local  countrymen — 6  A.M.  to  midnight, 

Monday  through  Sunday.  And  you  can't  do  any  better  than  that! 
We  have  a  simple  formula  —  to  be  a  listenable  station  to  our 

audience,  and  a  promotional  station  to  our  hundreds  of  national 

and  local  advertisers.  The  mutually  happy  result — ever-increasing 

listeners  for  us,  ever-increasing  sales  for  you. 

WWDC 
radio  Washington 

¥Economic  Development  Committee,  Washington  Board  of  Trade   represented  NATIONALLY  BY  JOHN  BLAIR  &  CO. 
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This  is  another  in  our  aeries  about  successful  people  in  advertising,  Peters.  Griffin.  Woodward.  Inc.  Spot  Television 



0 

. . .  counting  his  blessings,  which  are  considerable,  in  spite  of  the  very  small  j 

profit  he  makes  on  every  item  he  sells. 

Mr.  Pennyprofit  advertises  widely  —  but  does  not  apply  it  with  a  broad  brush.  "Sell  * 

big  where  the  selling  is  good,  and  save  wisely  when  you  can"  he  says — and  \ 
does.  Spot  television  is  so  obedient  to  his  bidding  in  both  respects  that  his  bless-  * 

ings  grow  and  grow  each  year — and  so  does  his  advertising  budget! * 

Your  PGW  Colonel  would  like  to  send  you  "Spot  Television  Cost  Yardsticks"  , 
which  will  show  you  how  spot  television  can  obey  your  budget  requirements,  J 

either  large  or  small,  everywhere! 

Just  write  to  Peters,  Griffin,  Woodward,  Spot  Television,  250  Park  Avenue,  N.  Y.  C.  * 

X" 

§ 

MIDWEST 
WHO-TV     Des  Moines 

WEST 
KBOI-TV Boise 2 CBS 
KBTV Denver 9 ABC 

KGMB-TV Honolulu 9 CBS 
KMAU  KHBC-TV  Hawaii 
KTLA Los  Angeles 5 IND 
KRON-TV San  Francisco 4 

NBC 

KIRO-TV Seattle-Tacoma 7 CBS 

WOC-TV 
WDSM-TV 
WDAY-TV 
KMBC-TV 
W ISC-TV 
WCCO-TV 
WMBD-TV 

Davenport 
Duluth-Superior Fargo 

Kansas  City 
Madison,  Wis. 
Minneapolis-St.  Paul 
Peoria 

SOUTHWEST 
KFDM-TV  Beaumont 
KRIS-TV     Corpus  Christi 
WBAP-TV    Fort  Worth-Dallas 
KENS-TV    San  Antonio 

EAST 

13     NBC  WBZ-TV 
6      NBC  WGR-TV 
6  NBC-ABC  KYW-TV 
6  NBC-ABC  WWJ-TV 
9      ABC  WJIM-TV 
3  CBS  WPIX 
4  CBS  KDKA-TV 
31     CBS  WROC-TV 

SOUTHEAST 

6     CBS         WCSC-TV  Charleston.  S.  C.  5  CBS 
6      NBC          WIS-TV  Columbia,  S.  C.  10  NBC 
5     NBC         WSVA-TV  Harrisonburg,  Va.  3  ALL 
5      CBS         WFGA-TV  Jacksonville  12  NBC 

WTVJ  Miami  4  CBS 
WDBJ-TV  Roanoke  7  CBS 

Boston 4 
NBC 

Buffalo 2 

ABC 

Cleveland 3 

NBC 

Detroit 4 

NBC 

Lansing 

6 

CBS New  York 

11 

IND 
Pittsburgh 2 

CBS 

Rochester 5 
NBC 

Peters,  Griffin,  Woodward,  ™t. 

Spot  Television 

Pioneer  Station  Representatives  Since  7  932 

NEW  YORK    •    CHICAGO    •    DETROIT    •    HOLLYWOOD    •    ATLANTA    •    DALLAS    •    FT.  WORTH    •    SAN  FRANCISCO 

St 
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NETWORKS 

QUIZ  SHOWS  STALKED  BY  MR.  D.A. 

•  Scandal  charges  hit  major  television  network  program  format 

•  Will  audiences  continue  to  watch  if  they  think  shows  rigged? 

The  future  of  $100  million-a-year  worth 
Of  television  network  quiz  programs  was 
jeopardized  last  week  by  threats  of  the  first 
major  scandal  in  television  history. 

As  the  New  York  district  attorney  began 

investigating  allegations  that  one  and  pos- 

sibly two  of  television's  biggest  quizzes  were 
rigged,  advertising  and  programming  execu- 

tives wondered  if  a  staple  television  format 
had  been  ruined. 

Two-dozen  quiz  shows  are  now  on  the 
television  networks,  almost  all  of  them  on 

CBS-TV  and  NBC-TV.  Together  they  rep- 
resent a  total  yearly  budget  of  $60  million 

for  time  and  $40  million  for  talent  and 

production. 

Two  of  the  shows  had  been  hit  by  direct 
publicity,  one  of  them  after  it  had  already 
been  killed  by  an  outraged  sponsor.  Dotto, 

cancelled  over  the  Aug.  16  weekend  [Net- 
works. Aug.  25],  was  under  intense  inves- 

tigation. Twenty-One,  1958's  biggest  quiz 
hit.  was  accused  of  fakery  by  a  contestant 
who  won  $50,000  by  assertedly  parroting 
answers  prepared  for  him  in  advance. 

After  days  of  gory  journalism  and  innu- 
endos.  the  quiz  confusion  appeared  to  be 

The  quiz  program  has  become  a  fix- 
ture on  network  tv  along  with  westerns, 

situation  comedies  and  mysteries.  More 

than  a  year  ago.  Broadcasting  spot- 
lighted the  fact  that  tv  quizzes  paid  off 

for  the  advertiser  as  well  as  for  the  con- 
testant [Lead  Story,  March  18,  1957]. 

At  that  time,  some  12  network  tv  quiz 

programs — of  the  substantial  money  class 
— flourished  on  the  airwaves.  A  quick 
check  of  network  schedules  shows  about 
twice  that  number  either  now  on  the  air 

or  scheduled  to  go  on. 

The  quiz  format  is  sprinkled  liberally 
in  CBS-TV  and  NBC-TV  schedules  in 

both  daytime  and  nighttime.  ABC-TV 

traditionally  has  been  "clean"  of  quiz 
programs.  Right  now,  it  has  a  semi- 
serious  quiz  game,  Anybody  Can  Play, 

an  R.  J.  Reynolds-sponsored  program, 
that  is  in  the  Sunday,  8:30-9  p.m.  period. 
One  ABC-TV  spokesman  said  last  week 

the  only  "rigged"  shows  on  ABC-TV  are 
its  numerous  westerns,  "We  always  know 
the  hero  is  going  to  win." 

Big  national  advertiser  names — among 
them  Procter  &  Gamble,  Colgate-Palm- 

olive, Lever  Bros.,  Speidel,  Brown  & 
Williamson,  Pharmaceuticals  Inc.,  P. 

Lorillard  and  Kellogg — are  sponsors  of 
various  quizzes. 

NBC-TV's  daytime  schedule  has  five 
quiz  shows  running  Mon.-Fri.  and  CBS- 

assuming  aspects  of  sanity  at  the  weekend. 

Frank  S.  Hogan,  New  York  district  at- 
torney, conceded  Thursday  (Aug.  28)  his 

probers  had  not  come  up  with  any  evidence 
that  would  warrant  grand  jury  action.  He 

summed  it  up  this  way,  "As  of  now  I  don't 
think  much  of  the  whole  thing." 

He  added,  "A  lot  more  digging  will  be 
necessary  before  I  can  say  there  is  any- 

thing serious  or  not."  A  dozen  witnesses 
were  scheduled  for  Friday  interviews  by 
his  office. 

NBC  and  CBS,  victims  of  the  charges 

and  counter-charges,  voiced  readiness  to 
cooperate  in  official  investigations  and  said 

they  had  made  their  own  inquiries  into  oft- 
heard  rumblings  about  the  honesty  of  quiz 

procedures. 
NBC  stoutly  defended  the  integrity  of 

its  Twenty-One.  Jack  Barry  and  Dan  En- 
right,  producers,  said  they  will  give  the  D.A. 
evidence  proving  the  Stempel  charges  (be- 

low) are  false.  NBC  said: 

"The  charges  made  by  Herbert  Stempel 
against  the  quiz  show  Twenty-One  first 
came  to  our  attention  over  a  year  ago.  At 
that  time  we  made  an  investigation  and 

TV  similarly  has  four.  On  NBC-TV,  the 
block  of  quiz  or  participation  shows  is 
solid  from  10  a.m.  through  12:30  p.m. 
with  Dough  Re  Mi,  Treasure  Hunt,  The 

Price  Is  Right  (daytime  version),  Con- 
centration and  Tic  Tac  Dough.  From 

2-3  p.m.  Truth  or  Consequences  and 
Haggis  Baggis  are  on.  The  nighttime 
schedule  on  NBC-TV  has  such  known 

quiz  programs  as  Haggis  Baggis  and 
Twenty  One  on  Monday  night;  Win  With 
A  Winner  on  Tuesday  night  (which  goes 

off  Sept.  16);  The  Price  is  Right  which 

starting  in  September  goes  from  Thurs- 
day to  Wednesday  night;  Tic  Tac  Dough 

(nighttime  version)  on  Thursday  night 

(which  reportedly  will  switch  slots  with 
Haggis  Baggis),  and  such  others  slated 
in  the  fall  for  Thursday  night,  as  You 

Bet  Your  Life  and  The  $64,000  Chal- 

lenge, the  latter  moving  to  NBC-TV  from 
CBS-TV.  Challenge  will  replace  Music 
Bingo,  a  summer  quiz.  A  summer  run  of 
Big  Game  (Friday  night)  ends  soon. 

The  CBS-TV  Mon.-Fri.  daytime  quiz 
shows  include  For  the  Love  of  Money, 

Play  Your  Hunch,  Top  Dollar  and  The 

Big  Payoff.  Nighttime  shows  are  Chal- 
lenge (which  goes  to  NBC-TV  when  The 

$64,000  Question  resumes  on  CBS-TV 
Sept.  21  Sundays  10-10:30  p.m.);  Name 

that  Tune  on  Tuesday  evening,  Bid  'n' 
Buy  also  on  Tuesday  evening. 

If  any  program  can  be  said  to  be  the 

found  them  to  be  utterly  baseless  and  un- 
true. We  are  completely  convinced  of  the 

integrity  of  Twenty-One  as  a  program  and 
of  the  integrity  of  its  producers,  Barry  & 
Enright. 

"At  the  time  these  charges  were  first 
brought  to  our  attention,  and  shortly  there- 

after, two  major  New  York  newspapers 
made  thorough  investigations  of  them  and 

apparently  concluded,  as  we  did,  that  they 
had  no  basis  in  fact.  As  a  result,  they 

printed  nothing." Similarly  Charles  Van  Doren.  Columbia 
U.  instructor  who  won  $129,000  on  Twen- 

ty-One, voiced  "complete  faith  in  the  hon- 
esty of  the  show."  He  competed  against 

the  complaining  Mr.  Stempel.  "If  Stempel, 
who  is  a  very  smart  man,  deliberately  lost 
to  me,  then  I  had  no  right  to  win  the 

money,"  Mr.  Van  Doren  said,  adding,  "I 
lost  honestly.  At  no  time  was  any  pressure 

put  upon  me.  At  no  time  was  I  coached 

or  tutored." 
Colgate-Palmolive,  sponsor  of  Dotto,  and 

CBS-TV  last  week  broke  the  silence  they  had 
maintained  as  to  why  the  popular  tv  quiz 

program  had  been  yanked  off  the  air. 

Prompting  their  comments  was  an  investiga- 

one  which  started  the  quiz  boom  on  net- 
work tv,  it  is  The  $64,000  Question.  The 

program  began  on  CBS-TV  in  1955,  be- 
came an  immediate  hit  and  one  of  the 

biggest  advertising  success  stories  in  tv. 

Annual  sales  of  Revlon,  the  Question's 
first  sponsor,  rose  from  $33.6  million  in 
1954  to  $51.6  million  in  1955  and  $85.7 
million  in  1956. 

Revlon's  "Living  Lipstick,"  the  first 
product  advertised  on  Question,  fell  30 

days  behind  orders  and  had  to  be  ra- 
tioned to  dealers. 

The  all-time  record  of  $252,000  in 

quiz  show  winnings  resided  up  to  yester- 

day (Aug.  31)  with  Teddy  Nadler,  a  49- 
year-old  former  U.S.  Civil  Service  clerk 
who  lives  in  St.  Louis.  Before  he  became 

a  quiz  answer  man  on  The  $64,000 

Challenge  (CBS-TV  Sunday  10-10:30 
p.m.),  Mr.  Nadler  never  made  more  than 
$70  a  week.  He  was  slated  to  match 
wits  again  yesterday. 

Other  quiz  kings:  Charles  Van  Doren, 
a  Columbia  U.  instructor,  who  won 

$129,000  on  Twenty-One  (NBC-TV);  El- 
frida  von  Nardroff,  an  ex-personnel  man- 

ager studying  for  a  doctorate,  who  piled 
up  $220,500  on  the  same  program; 
Leonard  Ross,  who  at  age  1 1  picked 

up  $164,000  in  winnings  on  two  pro- 
grams, and  Mr.  and  Mrs.  Erik  Gude, 

who  are  being  paid  in  $100-a-week  in- 
stallments a  total  sum  of  $120,400  won 

on  Do  You  Trust  Your  Wife?,  formerly 

on  CBS-TV. 

THE  QUIZ  PHENOMENON 
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tion  started  in  New  York  by  the  district  at- 

torney's office. 
The  Colgate  company  last  Wednesday  is- 

sued a  statement  saying  that  on  Aug.  7  a 

"standby  contestant  on  the  daytime  Dotto 
program  of  May  20  contacted  .  .  .  [Colgate] 
and  submitted  an  affidavit  regarding  an 
incident  which  he  stated  had  occured  in 

connection  with  that  show."  Colgate  said  it 
acted  immediately  on  the  information,  of 
which  it  had  known  nothing  earlier  and 

"within  hours  set  in  motion  an  investigation 
which  resulted  in  the  cancellation  of  both 

the  daytime  [CBS-TV]  and  nighttime 
[NBC-TV]  Dotto  shows,  effective  Aug.  16. 
The  matter  also  was  brought  to  the  attention 

of  both  networks." 
Colgate  said  it  welcomed  the  entry  of  the 

district  attorney's  office  into  the  case  and 
offered  "full  cooperation." 

CBS-TV's  Hubbell  Robinson  Jr.,  execu- 
tive vice  president  in  charge  of  network  pro- 

grams, also  pledged  cooperation  with  the 
district  attorney  and,  at  the  same  time, 
asked  the  investigators  to  turn  over  any 

information  they  might  uncover  "with  re- 
spect to  any  irregularity  in  any  quiz  show 

on  our  network  so  that  we  can  take  appro- 

priate action." 
Mr.  Robinson  said  CBS-TV  had  conduct- 
ed an  inquiry  of  its  own  during  the  week 

following  cancellation  of  Dotto  into  all  quiz 

shows  on  the  network,  but  "we  have  been 
unable  to  discover  any  improper  procedures 

on  any  such  quiz  shows."  He  noted,  how- 
ever, that  CBS-TV  did  not  have  the  sub- 
poena and  other  powers  that  the  district  at- 
torney possesses. 

The  CBS-TV  executive  said  the  network 
neither  owned  nor  produced  any  of  the  quiz 
shows.  All  are  contracted  for  by  sponsors 
from  independent  producers. 

Mr.  Robinson  said:  "While  we  are  anx- 
ious not  to  carry  any  programs  which 

might  defraud  or  mislead  our  audience,  we 

deem  it  equally  our  obligation  not  wan- 
tonly to  destroy  the  valuable  program  prop- 

erty of  a  third  person  simply  on  the  basis  of 
rumor  and  gossip  and  without  having  real 
evidence  that  the  owner  of  such  a  property 

is  guilty  of  a  fraud." 
The  D.  A.'s  office  Thursday,  on  its  own 

volition,  acknowledged  the  cooperation  it 

was  getting  from  CBS-TV  and  Frank  Coop- 
er Assoc.,  the  independent  package  firm  that 

owned  and  produced  Dotto. 

By  midweek,  identification  of  the  stand- 
by contestant  who  had  been  questioned  on 

Dotto  had  been  made.  He  is  Edward  Hil- 
gemeier  Jr.,  an  actor  and  parttime  butler.  It 
was  learned  that  it  was  also  his  affidavit  that 

had  been  filed  with  the  FCC.  This  affidavit, 

it  is  said,  charged  that  the  show  was  rigged 
to  favor  another  contestant  and  that  Mr.  Hil- 

gemeier  and  still  another  contestant  alleged- 
ly received  payment  as  a  result  of  his  knowl- 

edge of  the  incident. 

The  district  attorney's  office  gave  this 
official  version  of  its  role: 

The  office  was  called  into  the  Dotto  case 

on  Aug.  23  when  Mr.  Hilgemeier  volun- 
teered information.  He  has  been  interro- 

gated; so  have  a  dozen  others. 

Another  man,  Herbert  Stempel,  identi- 
fied as  having  been  $50,000  winner  on 

Twenty-One  on  NBC-TV,  also  was  inter- 

rogated, according  to  the  district  attorney's 
office.  An  authority  said  the  district  attor- 

Broadcasting 

SHIRLEY  STILL  GETS  SPONSOR  NODS 

A  group  of  five  national  advertisers 

have  signed  to  sponsor  the  Shirley  Tem- 
ple Festival  (six  feature  movies  starring 

the  young  Miss  Temple)  on  63  National 
Telefilm  Assoc.  Network  stations  Octo- 

ber through  December.  Representatives 
of  the  sponsors  (seated  1  to  r)  pictured 

at  the  contract  signing:  Lawrence  Phil- 

lips, merchandising  vice  president,  Phil- 

lips Van  Heusen  Corp.  (men's  wear), 
New  York;  Oliver  A.  Unger,  president, 

NTA;  Ed  Kantrowitz,  advertising  man- 
ager,   Necchi-Elna   Sales   Corp.,  New 

York;  Benjamin  F.  Michton,  board 
chairman.  Ideal  Toy  Corp.,  New  York. 

(Standing  1  to  r):  Hal  Davis,  radio-tv 
vice  president,  Grey  Adv.  Inc.,  New 

York  (agency  for  all  five  sponsors);  Wil- 
liam Brennan,  account  supervisor, 

Shwayder  Bros.  (Samsonite  luggage); 

William  Koblenzer,  network  sales  direc- 
tor, NTA;  William  Overend,  account 

supervisor,  Necchi-Elna,  and  Saul  War- 
ing, account  supervisor,  Ideal  Toy. 

Fifth  sponsor  is  the  Radio-Tv  Div.  of 
Westinghouse  Electric,  Metuchen,  N.  J. 

ney's  office  would  identify  Mr.  Stempel 
because  the  New  York  Journal-American 
had  written  about  him  and  that  the  Journal- 
American  was  correct  because  the  news- 

paper had  "brought  him  into  the  office" 
for  questioning.  Officials  gave  no  indication 

of  the  nature  of  his  statement,  but  the  Jour- 
nal-American reported  Mr.  Stempel  had 

said  he  was  given  his  winning  answers. 
Earlier  in  the  week.  Broadcasting  inter- 

viewed David  S.  Worgan,  executive  assistant 
district  attorney.  (Frank  S.  Hogan,  nominee 
on  the  Democratic  ticket  in  New  York  for 

U.  S.  Senator,  is  district  attorney  in  New 
York.)  Mr.  Worgan  said  his  office  was 

willing  to  talk  to  "anybody  who  knows  any- 
thing" about  the  Dotto  or  other  tv  quiz 

cases.  He  said  the  investigators  sought  the 

"whole  picture."  He  said  it  was  not  known 
if  a  crime  had  been  committed  or  under 

what  law  any  malpractice  would  come. 

The  attorneys  at  Mr.  Hogan's  office  were 
uncertain  as  to  whether  irregularities  on  a 
quiz  show  would  constitute  a  crime.  But 

crime  or  not  if  "unethical"  practices  were 
discovered,  they  said,  "we  will  bring  them 

to  the  attention  of  the  public." 
Network  officials  for  the  most  part  re- 

fused to  discuss  specifics  of  Dotto  or  re- 
lated problems.  One  executive,  however, 

pointed  out  contestant  complaints  were 
nothing  new,  that  the  network  has  been 
receiving  them  occasionally  for  some  years, 

"particularly  from  contestants  who  lost 
out."  Each  one  was  looked  into  by  the  net- 

work. "We  could  not  afford  to  do  other- 
wise," he  said. 

Others,  however,  took  a  gloomier  view. 

They  feared  the  Dotto  incident  might  re- 
flect on  all  quiz  shows,  whether  rightly  or 

not,  and  make  all  of  them  suspect. 

Reportedly  FCC's  request  of  CBS-TV 
for  an  explanation  of  the  affidavit  filed  with 
it  on  Dotto  [Networks,  Aug.  25]  had  not 

yet  been  complied  with,  but  CBS-TV  and 
NBC-TV  did  inform  the  Commission  of 
Dotto's  cancellation. 

Tv  Audience  Up  9%  at  Night, 

14%  in  Day,  TvB  Figures  Show 

An  increase  of  9%  in  average  evening 

program  audiences  and  a  14%  rise  in  av- 
erage daytime  audience  was  shown  in  the 

first  seven  months  of  1958,  according  to 

Television  Bureau  of  Advertising's  January- 
July  report  issued  last  week.  The  report 
again  indicates  a  constant  upward  trend 
with  the  seven-month  period  report  setting 
new  record  highs.  Average  weekday  day- 

time programs  reached  428,000  more  homes 

per  broadcast  than  in  1957;  the  average  in- 
crease for  evening  programs  was  716,000 

homes,  TvB  reported. 

NETWORK  TV  PROGRAM  AUDIENCES 

January-July  each  year 
Nielsen  Total  Audience  Basis 

Average 

evening  program*  Rating  Homes 
1955  (137)    21.2%    5,864,000 
1956  (134)    22.1%    6,954,000 
1957  (124)    22.6%    8,262,000 
1958  (127)    22.3%    8,978,000 

Average  weekday 
daytime  program 
1955  (47)    8.3%    2,288,000 
1956  (49)    8.7%    2,743,000 
1957  (53)    8.5%    3,037,000 
1958  (59)    8.8%    3,465,000 
*  Number  of  programs  shown  in  parentheses 
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WCAU  Radio  now 
WCAU,  Philadelphia:  affiliated  with  The  CBS  Radio  Network  since  1927  .  .  . 

represented  by  CBS  Radio  Spot  Sales.  50,000  watts,  1210  kilocycles. 
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NETWORKS  CONTINUED 

NBC-TV  HERALDS  DAYTIME  SALES 

•  $64  million  in  till;  70%  of  programming  sold 

•  CBS-TV  78%  sold;  ABC-TV  building  'Daybreak' 

NBC-TV  was  radiating  daytime  cheer 
last  week. 

Walter  D.  Scott,  network  sales  vice  presi- 
dent, announced  that  daytime  orders 

amounting  to  approximately  $64  million 

in  gross  advertising  revenues  had  already 

been  placed  with  NBC-TV  for  the  fall 
season. 

Don  Durgin,  vice  president  and  national 
sales  manager,  followed  this  by  pointing 

out,  in  releasing  the  network's  new  "report 

on  daytime"  presentation,  that  the  $64  mil- 
lion (representing  time  and  talent)  was  the 

biggest  volume  of  daytime  business  (Mon- 
day-Friday. 10  a.m.  to  5  p.m.)  ever  recorded 

by  NBC-TV.  He  said  daytime  sales  not 
only  were  running  well  ahead  of  last  year 
but  that  advertisers  were  buying  longer 

station  line-ups  this  year. 
He  estimated  that  for  the  fourth  quarter, 

approximately  70%  of  the  daytime  periods 
have  been  sold,  as  against  about  60%  a 

year  ago. 

Mr.  Durgin  stated  that  "every  bit"  of 
business  on  NBC-TV,  daytime  or  nighttime, 

was  sold  "at  rate  card,"  and  that  he  was 
confident  the  same  was  true  at  CBS-TV. 

"No  third  network  can  make  that  state- 

ment," he  added. 
A  CBS-TV  official  reported  that  his  net- 

work was  78%  sold  in  daytime — exactly 
the  same  percentage  as  a  year  ago  at  this 
time.  ABC-TV  has  no  real  basis  for  com- 

parison with  1957;  until  this  year  it  has 

done  little  daytime  programming.  But  of- 
ficials report  approximately  95%  of  the  60 

weekly  quarter-hours  scheduled  for  its  "Op- 
eration Daybreak"  project  this  fall  have 

been  sold,  and  10  additional  quarter  hours 
are  being  added. 

Mr.  Durgin  also  reported  that  NBC-TV 
has  revised  its  contiguous  rate  policy  to 
avoid  penalizing  advertisers  who  wish  to  buy 

multiple  periods  on  the  same  day  but  can- 
not do  so  because  the  time  is  not  available. 

For  example,  Mr.  Durgin  explained,  an  ad- 
vertiser wanting  but  not  able  to  get  four 

quarter  hours  on  the  same  day  will  be  al- 
lowed to  get  the  contiguous  rate  even  though 

some  of  the  four  must  be  scheduled  on 

different  days.  But  such  advertisers  will  be 

required  to  specify  a  "base"  day  and  then 
move  their  programs  to  that  day  as  time 
becomes  available. 

Mr.  Durgin  attributed  NBC-TV's  day- 
time upswing  to  four  factors: 

•  Major  investments  involving  multiple 
program  orders  from  a  number  of  major 

advertisers  new  to  NBC-TV — Frigidaire  Div. 
of  General  Motors,  H.  J.  Heinz  Co.,  Na- 

tional Biscuit  and  Sunshine  Biscuit. 

•  Important  advertisers  returning  to 

NBC-TV  after  several  years'  absence — 
General  Mills  and  Pillsbury  Mills,  for  ex- 
ample. 

•  Increased  orders  by  present  advertisers 
— such  as  Alberto-Culver  Co.,  Whitehall 
Labs,  Armour  &  Co.  and  Lever  Bros. 

•  Renewal  of  existing  business  by  adver- 

tisers— such  as  Procter  &  Gamble,  Miles 
Labs,  Mentholatum  Co.,  Sterling  Drug, 

Brillo,  Chcsebrough-Ponds  and  Standard Brands. 

Mr.  Durgin  said  four  daytime  programs 
are  100%  sold:  Treasure  Hunt,  The  Price 
Is  Right,  Tic  Tac  Dough  and  Queen  For  A 
Day;  that  It  Could  Be  You  is  95%  sold; 
that  Today  Is  Ours,  which  started  June  30, 
is  75%  sold,  and  that  County  Fair,  set  to 
start  Sept.  22,  is  60%  sold. 

NBC's  new  report  on  daytime  stresses 

daytime  television  as  "the  fastest  growing 
advertising  medium"  (daily  home  hours  of 

viewing  up  45%  over  1956)  and  as  "the 
young  housewife  medium"  (homes  with 
housewives  aged  16  to  34  average  12.5 
hours  of  viewing  a  week,  compared  to  the 

U.  S.  average  of  10.5  hours).  Daytime's 
cost  per  thousand  per  minute  ($1.43)  was 
rated  142%  more  efficient  in  reaching 
housewives  than  is  nighttime  ($3.43). 

Robert  McFadyen,  NBC-TV  director  of 
sales  development,  cited  the  following  case 

histories  showing  how  NBC-TV  advertisers 
use  daytime: 

Corn  Products  Refining  Co.  uses  three 

daytime  quarter-hours  a  week  at  a  cost  of 

H    NCF  EASli   -  EFFIC  ENCV OF 

1957 

173     363  • 958 

_____ mSBBBBSBsKBli 

+  142% 

DAILY  HOME  HOURS  Of  TV  VIEWING 

1956     45(C:.>0G0    6 5,400,.  CC 

■ : . .    -    :  ;  '  ;oo,coo 

1 9 5 8     65. 800. 00  0    80. 00Q  000 

SOME  1958  ALLOCATIONS 
BETWEEN  2 

■  Bi 

COLGATE I  3,O4S,0QO 211,000 
LEVER  BROTHERS S.700,000 

464,000 
PROCTER  4  GAMBLE 

8,lSS,0O0 
998,000 

GENERAL  FOODS t,3O4.000 
524,000 OENERAE  MILLS 667,000 t,06S,000 

KELLOGG  : 
1. 380.000 
641.000 ar.ooo 

STANDARD  BRANDS t,f  SO.ODO 
120,000  [ 

SWIFT 4  t  8,000 

ft?!;  24.000 
AMERICAN  HOME SS3.000 200,000 BRISTOL  MYERS 

823,000 
■  sis.ooo! 

CH£S£0HOUGW~FOH®$ ! 
;!!!!;  !4O0,OOO MtLftS 

34.  000 STERLING  ORUO 

TOis»:  :  : 

about  $180,000.  delivering  139  million 

women  impressions  as  compared  to  5  1  mil- 
lion reached  with  a  similar  expenditure  for 

an  average  evening  half-hour. 
Gossard,  on  Queen  For  A  Day,  is  using  35 

local  commercial  cut-ins  per  week  at  about 

$55  per  station. 
Dixie  Cup  used  13  NBC-TV  daytime 

programs  for  a  saturation  campaign  through- 
out April,  had  a  cumulative  rating  of  38, 

reached  13.9  million  homes  and  made  78 

million  personal  sales  calls  at  a  total  cam- 

paign cost  of  $178,000. 
Alberto-Culver  used  NBC-TV  daytime 

programs  in  1956-57  to  establish  its  VO-5 
hair  dressing  and  Rinse  Away  dandruff 
treatment,  has  doubled  its  purchase  each 

year  since — and  for  the  first  half  of  1958 
had  sales  87%  higher  than  in  the  same 

period  of  1957. 

Rotation  of  Coverage 

Suggested  by  Sarnoff 

A  proposal  that  the  three  television  net- 
works consider  a  rotational  system  for  live 

coverage  of  United  Nations  meetings,  presi- 
dential addresses  and  political  conventions 

was  made  last  week  by  Robert  W.  Sarnoff, 
NBC  board  chairman. 

Mr.  Sarnoff  outlined  his  suggestion  in 

his  monthly  newsletter  to  the  nation's  radio- tv  editors.  He  remarked  at  the  outset  that 

his  observations  were  prompted  by  a  letter 

from  a  lady  in  Brooklyn  who  complained 

about  the  network's  full  coverage  of  UN 

activities  by  writing,  "Whose  idea  is  it  to  cut 
in  on  Dragnet  with  a  UN  session?  Of  all 
the  ridiculous  things,  that  boob  wins  the 

extra-large  portion  of  fried  cockroaches." 
Mr.  Sarnoff  acknowledged  that  NBC's 

recent  coverage  of  the  United  Nations  meet- 
ings on  the  middle  east  crisis  had  resulted 

in  praise  from  many  viewers  but  said  that 
some  had  protested.  He  noted  that  viewers 
in  cities  with  three  or  fewer  stations  were 

deprived  of  freedom  of  program  choice 
when  the  networks  prevented  simultaneous 
coverage  of  special  events.  He  also  cited 

the  "financial  strain"  incurred  by  networks 

because  of  "prolonged  periods  of  commer- 

cial cancellations." Mr.  Sarnoff  called  on  the  tv  networks 

and  the  major  political  parties  to  begin  to 

consider  immediately  "a  more  effective" 
method  of  presenting  the  1960  conventions. 

Spokesmen  for  ABC  and  CBS  expressed 

a  willingness  to  explore  Mr.  Sarnoff's  sug- 
gestion but  raised  questions  about  the  prac- 

ticability of  his  proposal. 

Oliver  A.  Treyz,  president  of  ABC, 
stated: 

"I  think  it  is  a  matter  chat  should  be  ex- 
plored. However,  I  wonder  if  the  quality 

of  service  to  the  public  would  deteriorate 

when  the  competitive  factor  among  the  net- 

works is.  eliminated." Sig  Mickelson,  vice  president  in  charge 
of  CBS  News,  was  in  favor  of  discussing 

the  proposal  but  expressed  skepticism  that 
the  rotating  system  would  work.  He  pointed 
out  that  it  was  feasible  in  some  instances, 

as  in  a  public  speech,  but  doubted  it  could 
be  implemented  for  events  of  wide  national 
interest,  such  as  a  political  convention. 
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WHAT  Will  CHANNEL  13 

ADEOF? 
m  1M  mm   Imr  ■  ■ 

MAN  WITHOUT  A  GUN  A  Western  editor 
fights  for  freedom  of  the  press,  in  the 
great  tradition. 

SHIRLEYTEMPLE  FILM  FESTIVAL 
The  beloved  star,  at  the  peak  of 
her  talents,  in  memorable  masterpieces. 

HOWTO  MARRYA  MILLIONAIRE 

You'll  bank  a  million  dollars  worth  of 
laughs  with  these  three  beauties. 

DANGER  IS  MY  BUSINESS  The  TV 
screen  has  never  before  seen  such  adven- 

ture and  excitement. 

JAZZ  PARTY  Art  Ford  hosts  the  most 
discussed  and  praised  new  TV  show  of 
the  year. 

RATE  THE  RECORD  Famous  celebrities 
rate  records  with  hatchets  and  orchids. 

CROSSROADS  Inspiring  episodes  in  the 
lives  of  famous  clergymen,  upliftingly 
dramatized. 

...  * 

MOVIE  NIGHT  Typical  titles:  Captain 
from  Castile,  20,000  Years  in  Sing  Sing, 
Black  Fury,  Jane  Eyre,  Ramona. 

GREENE  MOVES  TO  THIRTEEN  You'll thrill  to  Richard  Greene  as  Robin  Hood 
five  times  a  week. 

NOTHING  BUT  THE  TRUTH 
David  Susskind  in  an  hour  of  incisive 
comment  and  interviews. 

NOTRE  DAME  FOOTBALL  GAMES 
Your  only  chance  to  see  telecasts  of  the 
whole  Fighting  Irish  football  schedule. 

PAROLE  See  actual  prisoners  photo- 

graphed as  they  come  up  for  parole.  It's 
gripping,  unusual  TV. 

You'll  change  your  viewing  habits  in  the  fall,  when  all  of  these 

programs  will  be  shown  on  WNTA-TV,  the  new  station  in  town. 

As  you  can  see,  Channel  13  will  be  made  of  great  television  enter- 

tainment. You  name  it-adventure,  comedy,  panel,  quiz,  western, 

news,  motion  pictures,  sports,  music.  You'll  find  them  all. ..tailored 

with  the  bright,  fresh,  imaginative  approach  for  which  WNTA-TV 

is  already  noted.  And  it's  all  just  the  start  of  the  big  change  to . . . 

WNTA-TV 

The  New  Station  in  Town 

Plagued  by  FLUCTURATINGS?  You  won't  be  with  A I P  (Audience  Insurance  Plan)  —  the  realistic  new  idea  in  TV  spot  buying  for  New  York. 
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THE  WORLD'S  MOST  FABULOUS 

156  CARTOONS 

BRAND-NEW-^ 



;lown 

N  MAGNIFICENT  ANIMATION 

ULL  COLOR-ESPECIALLY  MADE  FOR  TELEVISION 

Now  —  Jayark  brings  to  TV  the  most  successful  personality  ever  conceived. 

BOZO  is  pre-sold  to  countless  millions  of  children  and  grownups.  Bozo's 
universal  appeal  and  sales  impact  have  never  been  equalled. 

BOZO'S  CARTOON  STORYBOOK 

156  Cartoons  —  Each  6  Minutes  —  Full  Color  or  B/W 

Magnificent  Animation  —  Packed  with  Action  —  Loaded  with  Laughs 

BOZO  and  his  friends  will  keep  your  viewers  in  suspense  and  in  stitches. 

They  travel  to  the  moon  . . .  They  climb  Mt.  Everest . . .  They  even  "run" 
Macy's  and  Gimbels.  Each  thrilling  cartoon  is  jam-packed  with  action 
and  jaw-cracking  laughter  .  .  .  No  Cliff-Hangers! 

AVAILABLE  WITH  ANIMATED  COMMERCIAL  LEAD-INS  STARRING  BOZO  HIMSELF 

Backed  by  huge  merchandising  and  promotion.  BOZO  merchandise  items  now  carried 

in  stores,  coast  to  coast.  More  than  13  million  BOZO  Capitol  Albums  already  sold! 

BOZO  is  a  guarantee  of  absolute  top-rated  cartoon  leadership  in  your  market. 

Fresh,  new  and  pre-sold,  BOZO  is  sure  to  deliver  the  lowest  cost-per-thousand  audience 

..  .sure  to  deliver  unparalleled  impact  in  advertising  results! 

ACT  NOW  WHILE  BOZO  IS  STILL  AVAILABLE 

JAYARK  FILMS  CORPORATION 

Reub  Kaufman,  President 

15  East  48th  St.,  New  York  17,  N.  Y.       MUrray  Hill  8-2636 

PRODUCED  IN  HOLLYWOOD  BY  LARRY  HARMON-TED  TICKTIN  PRODUCTIONS  FOR  JAYARK  RELEASE 
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GOVERNMENT 

TV  PROFITS  FOR  1957  SLIDE  15.6% 

FCC  records  medium's  first  drop  as  grosses  continue  upward  spiral 

MARKSMANSHIP 

Broadcasting  shot  close  to  the 
mark  in  its  estimates  for  1957  tv  time 

sales.  In  its  "Perspective:  '58"  issue 
last  Feb.  24,  Broadcasting  figured 
total  time  sales  at  $849.2  million;  last 

week's  FCC  report  showed  a  2.2%  er- 
ror on  the  conservative  side;  total 

time  sales  reached  $868.7  million. 

Herewith  a  comparison  of  this  pub- 
lication's estimates  and  the  official 

FCC  figures: 

BROADCASTING  FCC 
(in  millions)       (in  millions) 

NAT  L  NETWORK  .  .  .  $382.3  $394.2 

NATIONAL  SPOT  ..   292.4  296.4 
LOCAL    174.6  178.1 

TOTAL   $849.2  $868.7 

Gross  up.  profits  down. 
That  was  the  tv  picture  in  1957,  as  shown 

by  FCC  economic  data  which  was  released 
last  week. 

Total  tv  broadcast  revenues  reached  an 

unprecedented  $943.2  million  for  the  cal- 
endar year  1957,  the  FCC  said.  This  is 

5.2%  over  1956's  $896.9  million. 
But  industry  profits  before  federal  taxes 

sank  15;6%  in  1957  compared  with  1956 
— $160  million  versus  $189.6  million. 

This  is  the  first  drop  in  tv  profits  since 

the  medium  began  its  phenomenal  commer- 
cial rise  10  years  ago. 

For  the  first  time,  tv  has  joined  company 

with  other  American  industries  in  today's 
bittersweet  economy — higher  grosses,  sink- 

ing profits. 

The  villain  is  the  same  as  in  other  seg- 
ments of  American  business  —  spiraling 

costs.  Total  tv  broadcast  expenses  increased 
10.7%  in  1956— from  $707.3  million  in 
1956  to  $783.2  million  in  1957. 

The  three  tv  networks  and  their  16 

owned  stations  upped  total  revenues  6% 

in  1957— to  $467.9  million,  almost  half  of 

the  total  industry  revenues.  But  their  ex- 

penses jumped  by  11% — to  $297.2  mil- 
lion—and their  profits  fell  17% — to  $70.7 

million. 

The  95  pre-freeze  tv  vhf  stations  had 
total  revenues  of  $261.3  million,  up  slightly 

over  1956's  $260.7  million.  Expenses  rose 

almost  5%  and  profits  were  down  9%,  to 
$82  million. 

Total  revenues  of  390  post-freeze  sta- 
tions were  $214  million.  Of  these,  3Q2 

were  vhf  stations,  which  reported  total 
revenues  of  $187.3  million,  16%  above 

1956  (when  only  269  vhf  outlets  were  op- 
crating).  Profits  for  this  group,  however, 

were  also  down — $10.8  million  compared 

to  the  previous  year's  $16.4  million.  The  88 uhf  stations  had  total  revenues  of  $26.7 
million,  down  from  $32.5  million  in  1956 

(with  95  uhf  outlets  in  operation).  The  uhf 

stations  lost  $3.5  million  in  1957,  com- 
pared to  $1.9  million  in  1956. 

Total  time  sales  reached  $868.7  million. 

This  was  before  payment  of  commissions 

to  advertising  agencies,  station  representa- 
tives, etc.  Time  sales  divided  into  45.4% 

($394.2  million)  from  sale  of  network 
time  to  national  advertisers,  34.1%  ($296.4 

million)  from  sale  of  non-network  time  to 
national  advertisers,  and  20.5%  ($178.! 

million)  from  sale  of  time  to  local  adver- 
tisers. 

Among  other  highlights  of  the  1957 
financial  report: 

•  More  than  75%  of  tv's  total  1957 
revenues  came  from  the  sale  of  time  (the 
remainder  came  from  the  sale  of  talent, 

programs  and  production  charges). 

•  The  501  tv  stations  had  an  investment 

in  tangible  broadcast  property  amounting 

to  $546.4  million  representing  original 

cost,  or  $316.3  million  in  depreciated  cost. 
•  The  tv  broadcast  industry  represent- 

ing networks  and  stations  in  1957  employed 

32,639  full-time  workers  and  5,519  part- 
time  employes. 

•  Eleven  of  the  108  pre-freeze  vhf  sta- 
tions reported  a  loss,  out  of  a  total  168 

stations  that  reported  losses  for  1957. 
Fifty-seven  uhf  stations  out  of  the  total  95 

operating  in  1957  reported  losses. 

BROADCAST  REVENUES,  EXPENSES  AND  INCOME 

OF  3  TV  NETWORKS  AND  501  TV  STATIONS 

BROADCAST  REVENUES  1957  19562 

3  Networks  (including  16  owned 
and  operated  stations*)   $467,900,000  $442,300,000 

95  Pre -Freeze    television    stations  261,300,000  260,700,000 

Subtotal    729,200,000  703,000,000 
Post-Freeze  television  stations: 

302  vhf  stations    187,300,000  161,400,000 
88  uhf  stations    26,700,000  32,500,000 

Industry  total    $943,200,000  $896,900,000 

BROADCAST  EXPENSES 

3  Networks  (including  16  owned 
and  operated  stations*)    $397,200,000  $356,900,000 

95  Pre-Freeze  television  stations  179,300,000  171,000,000 

Subtotal    576,500,000  527,900,000 
Post-Freeze  television  stations: 

302  vhf  stations    176,500,000  145.000,000 
88  uhf  stations    30,200,000  34,400,000 

Industry  total    $783,200,000  $707,300,000 

1955 1 

$374,000,000 230,000,000 

604,000,000 

112,200,000 
28,500,000 

$744,700,000 

$306,000,000 148,100,000 

454,100,000 

107,400.000 
33,000,000 

$594,500,000 

BROADCAST  INCOME 
(BEFORE  FEDERAL  INCOME  TAX) 

3  Networks  (including  16  owned 
and  operated  stations*)  $70,700,000        $85,400,000  $68,000,000 

95  Pre-Freeze    television   stations      82,000,000         89,700,000  81,900,000 

Subtotal  152,700,000  175,100,000  149,900,000 
Post-Freeze  television  stations: 

302  vhf  stations    10,800,000  16.400,000  4,800,000 
88  uhf  stations   .    (3,500,000)  (1,900,000)  (4,500,000) 

Industry  total    $160,000,000       $189,600,000  $150,200,000 

(    )  Denotes  loss. 
1 1955  data  cover  4  networks  and  16  owned  and  operated  stations;  93  pre- 
freeze  and  328  post-freeze  stations  (225  vhf  and  103  uhf).  Three  networks 
after  Sept.  15,  1955,  when  DuMont  ceased  network  operations. 
-1956  data  cover  3  networks  and  15  owned  and  operated  stations:  95  pre- 
freeze  and  364  post-freeze  stations  (269  vhf  and  95  uhf). 
•Includes  three  post-freeze  stations  (uhf). 

BROADCAST  FINANCIAL  DATA  OF  3  TV  NETWORKS 

AND  501  TELEVISION  STATIONS— 1957 

3  NETWORKS  AND  TOTAL  3 
THEIR  16  OWNED      485  NETWORKS 
AND  0PERARTED  OTHER  TV      AND  501 
TV  STATIONS     STATIONS  TV  STATIONS 

ITEM 

A.  Revenues  from  the  sale  of  time: 
1.  Network  time  sales: 

a.  Nation-wide  networks  .  .  $287,700,000 
b.  Miscellaneous  networks 

and  stations     
Total  network  time  sales  .  .  .  287,700,000 

2.  Non-network  times  sales: 
a.  National  and  regional 

advertisers    58,500,000 
b.  Local   advertisers    23,400,000 
Total  non-network  time  sales  81,900,000 
Total  Time  Sales    •  369,600,000 

3.  Deduct — Commissions  to 
agencies,  representatives, 
etc   75,900,000 1 

Net  Time  Sales   -.   293,700,000 
B.  Revenues  from  incidental  broad- 

cast activities : 
Talent    144,500,000 
Sundry   broadcast   revenues  29,700,000 Total  incidental  broadcast 
activities    174,200,000 

Total  broadcast  revenues  .  .  467,900,000 
C.  Total  broadcast  expenses  of 

networks  and  stations   397,200.000 
D.  Broadcast  income  (before  Fed- 

income  tax)    $70,700,000 

1Of  this  amount  $59.6  million  is  applicable  to  the 

$106,500,000  $394,200,000 

106,500,000  394,200,000 

237,900,000 
154,700,000 
392,600,000 499,100,000 

66.500,000 
432,600,000 

11,500.000 
31,200,000 

42,700,000 475,300,000 

386,000,000 

$89,300,000 

296,400,000 
178,100,000 
474,500,000 
868,700,000 

142,400,000 
726,300,000 

156,000,000 

60,900,000 
216,900,000 
943,200,000 

783,200,000 

$160,000,000 
total  sale  of  network  time. 

OTHER  1957  TABLES  APPEAR 

ON  FACING  PAGE  AND  PAGE  52 ► 
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TRACK  RECORD  ON  TELEVISION  STATIONS  IN  70  THREE-STATION  MARKETS— 1957 

STATIONS 
REPORTING 
$25,000-UP  TOTAL 
TIME  STATIONS        TOTAL  TOTAL  TOTAL 

TV  MARKETS  STATIONS       SALES         NETWORKS  SPOT  LOCAL      REPORTING    REVENUES2  EXPENSES  INCOME3 

Albany-Schenectady-Troy,  N.Y. 3 3 
$1,177,785 

$2,230,332 $1,007,144 

3 
$4,017,429 $3,053,151 $964,278 

Albuquerque,  N.M. 3 3 524,450 282,597 584,359 3 1,356,426 1,621,038 

264,612— 

Amarillo,  Tex. 

3t 

2 * * * 3 * * * 
Atlanta,  Ga. 3 3 1,613,433 2,816,263 

1,467,625 
3 5,482,791 3,404,313 2,078,478 

Baltimore,  Md. 3 3 2,135,790 3,594,854 2,021,395 
3 7,088,148 4,864,694 2,223,454 

Boston,  Mass. 

3t 

3 * * 3 * * 

Buffalo-Niagara   Falls,  N.Y. 3 3 1,526,344 3,201,404 2,606,149 
3 6,706,769 5,103,777 1,602,992 

Cedar  Rapids- Waterloo,  Iowa 3 3 578,765 1,267,555 298,416 3 
2,045,214 2,132,961 

87,747— 

Charleston-Oak  Hill-Huntington, 
W.  Va.-Ashland,  Ky. 4 4 967,626 1,393,217 1,035,398 

4 3,329,010 3,264,339 64,671 
Chicago,  HI. 4 4 5,657,938 16,789,153 7,038,037 

4 31,301,334 23,373,650 7,927,684 
Cincinnati,  Ohio 3 3 1,760,755 3,481,015 2,130,230 

3 
7,609,081 5,145,327 2,463,754 

Cleveland,  Ohio 3 3 3,533,126 6,132,802 3,404,200 3 12,972,834 7,812,090 5,160,744 
Colorado  Springs-Pueblo,  Colo. 3 3 139,505 328,276 584,456 3 

1,162,821 1,091,985 70,836 
Columbus,  Ohio 3 3 1,419,183 2,979,337 1,719,551 3 

5,849,008 4,628,909 1,220,099 
Corpus  Christi,  Tex. 

3t 

2 ** 

** 

** 2 

** 

** ** 

Dallas-Fort  Worth,  Tex. 4 4 2,025,153 3,375,570 2,793,899 4 
7,891,021 

6,289,954 1,601,067 
Denver,  Colo. 4 4 1,162,999 2,371,395 2,083,489 4 

5,358,236 4,660,982 697  254 
Des  Moines-Ames,  Iowa 3 3 1,399,787 1  776  035 599,502 3 

2,973,447 2,762,238 
211,209 

Detroit,  Mich. 3 3 4,046,176 7  956  892 4,856,165 3 15,767,107 
8,266,803 

7  500  304 
El  Paso,  Tex. 3 3 270,615 553,082 709,159 3 1,523,539 1,483,005 40,534 
Evansville,    Ind. -Henderson,  Ky. 3 3 395,537 470,880 543,658 3 

1,361,484 1,623,255 

261,771  

Fort  Wayne.  Ind. 

3t 

3 * * * 3 * * 

Fresno-Tulare,  Calif. 

4t 

3 863,866 1,534,438 677,051 3 2,509,362 2,373,124 136,238 

Galveston-Houston,  Tex. 3 3 1,541,120 3,543,899 2,443,496 3 
6,788,065 6,337,646 450,419 

Green    Bay-Marinette,  Wis. 3 3 570,987 868,906 644,373 3 
1,982,078 1,824,654 157,424 

Greensboro-High  Point-Winston 
Salem,  N.  C. 

3* 

2 * * * 3 * * * 

Harrisburg,  Pa. 

3t 

3 * * * 3 * * * 

Hartford -New  Haven-Bristol-New 
Britain,   Conn.  4± 4 992,265 3,173,587 960,979 4 

4,525,198 4,682,648 

157,450— 
Indianapolis-Bloomington,  Ind. 

41 

4 1,756,536 3,801,438 2,231,935 4 
7,182,849 7,548,029 

365,180— 
Jacksonville,  Fla. 

31 

3 717,557 1,576,289 635,694 3 
2,655,448 2,087,764 

567,684 

Kansas  City,  Mo. 3 3 1,922,270 3,978,615 1,317,773 
3 

6,555,300 4,616,943 1,938,357 
Knoxville,  Tenn. 3 3 578,908 820,121 

593,444 
3 

1,815,313 1,593,078 
222,235 

Las  Vegas-Henderson,  Nev. 3 3 56,383 158,229 684,160 3 939,993 
1,111,436 

171,443— 

Little  Rock-Pine  Bluff,  Ark. 3 3 526,182 755,707 592,273 3 
1,888,189 1,994,716 

106,527— 

Los  Angeles,  Calif. 7 7 4,764,590 19,378,735 15,796,235 7 35,587,678 29,594,409 5,993,269 
Madison,  Wis. 3 3 378,751 588,689 629,062 3 

1,542,551 1,490,188 52,363 
Memphis,  Tenn. 3 3 1,442,161 2,487,929 718,317 3 4,089,935 2,933,105 1,156,830 
Miami-Ft.  Lauderdale,  Fla. 

5t 

4 1,098,889 3,073,946 2,080,716 4 
6,460,262 5,060,289 

1,399,973 
Milwaukee,  Wis. 4 4 1,701,325 4,257,954 1,362,891 4 

6,699,085 5,355,290 
1,343,795 

Minneapolis-St.  Paul,  Minn. 4 4 2,195,580 3,700,075 3,238,808 4 
8,957,996 7,276,389 1,681,607 

Nashville,  Tenn. 3 3 1,004,059 1,198,748 1,499,576 
3 

3,386,742 2,996,465 390,277 
New  Orleans,  La. 

3t 

3 837,454 2,456,108 1,605,108 3 
4,554,624 3,493,002 1,061,622 New  York  City,  N.Y. 7 7 10,806,383 31,695,429 14,959,581 7 52,904,223 31,522,470 21,381,753 

Norfolk-Portsmouth-Newport 
News-Hampton,  Va. 

4t 

3 927,212 1,380,745 879,311 
4 

3,054,129 2,161,749 892,380 

Oklahoma  City-Enid,  Okla. 3 3 1,200,386 2,078,981 1,305,265 
3 4,542,447 3,440,766 1,101,681 

Omaha,  Neb. 

3t 

3 * * * 3 * * 

Philadelphia,  Pa. 3 3 4,761,739 10,512,590 4,016,203 3 17,812,183 10,264,796 
7,547,387 

Phoenix-Mesa,  Ariz. 4 4 569,790 1,161,533 1,220,654 4 2,878,898 3,148,352 

269,454— 

Pittsburgh,  Pa. 

3t 

3 1,840,503 6,087,503 2,793,453 3 
9,787,303 5,039,803 

4,747,500 

Portland,  Ore. 

4t 

4 1,162,424 2,863,231 1,109,535 
4 

4,466,440 4,020,837 
445,603 

Raleigh-Durham,  N.  C. 3 3 356,232 913,537 
327,684 3 1,437,049 1,633,342 

196,293— 
Richmond-Petersburg,  Va. 3 3 961,355 1.170,246 516,569 3 2,663,035 2,295,843 367,192 
Roanoke-Lynchburg,  Va. 3 3 742,302 967,740 526,081 3 2,085,528 2,090,902 

5,374— 

Rochester,  N.  Y. 3 3 1,081,573 1,776,210 978,628 
3 3,546,281 3,079,128 

467,153 
Sacramento,  Calif. 

3t 

3 719,711 2,178,732 604,130 3 
3,072,159 2,556,900 

515,259 
Salt  Lake  City,  Utah 3 3 934,965 1,197,517 1,156,750 

3 
3,178,470 2,808,892 369,578 

San  Antonio,  Tex. 

4t 

4 956,767 1,770,885 1,061,201 
4 

3,443,524 2,895,044 548,480 
San  Francisco-Oakland,  Calif. 

4t 

3 3,278,702 5,967,286 4,406,733 3 12,579,011 7,349,005 5,230,006 
Seattle-Tacoma,  Wash. 4 4 1,522,335 3.727,689 1,080,930 4 

5,802,093 
5,308,729 493,364 

South  Bend-Elkhart,  Ind. 3 3 420,706 634,966 474,942 3 1,551,504 1,761,555 

210.051— 

Spokane,  Wash. 3 3 516,546 1,472,102 771,512 
3 2,473,434 2,157,219 

316.215 

St.  Louis,  Mo. 3 3 2,226,034 4,081,290 2,932,311 3 8,223,163 4,717,321 3,505.842 
Tampa-St.  Petersburg,  Fla. 3 3 731,757 1,758,080 1,157,987 3 

3,473,198 3,856,890 

383,692— 

Tucson,  Ariz. 

3t 

3 543,073 167,309 661,256 3 
1,318,303 1.307,697 

10,606 

Tulsa,  Okla. 3 3 1,025,924 1,554,683 995,705 3 3,409,170 3,049,769 359,401 
Washington,  D.  C. 4 4 2,227,457 4,548,322 2,333,257 4 

8,701,088 6,919,067 1,782,021 
Wilkes  Barre-Hazelton- 

Scranton,  Pa. 4 4 725,487 829,268 
871,206 4 

2,382,365 2,481,624 

99,259— 

Wichita-Hutchinson,  Kan. 3 3 661,095 1,378.678 946,167 3 
2,761,024 2,760,580 

444 

Youngstown,  Ohio-New  Castle,  Pa 

3t 

3 * * * 3 * * # 

Honolulu,  Hawaii 

4t 

4 213,861 803,679 1,259,012 
4 

2,093,221 1,924,681 
168,540 

Total  70  Markets 238 
231 

$102,296,155 $225,859,422 $130,447,523 
234 

$429,911,451 $323,055,945 
$106,855,506 

Markets  Less  Than  3  Stations 
Total   207  Markets 268 248 

$34,613,753 $70,529,390 $47,484,820 
267 

$145,057,606 $122,598,747 
$22,458,859 Total  277  Markets 506 479 

$136,909,908 $296,388,812 $177,932,343 
501 $574,969,057 $445,654,692 $129,314,365 

1  Before  commissions  to  agencies,  representatives  and  others. 
-  Total  revenues  consist  of  total  time  sales  less  commissions 

plus  talent  and  program  sales. 
3  Before  Federal  income  tax. 
Note :  —  denotes  loss 

i  Not  all  stations  in  this  market  operated  a  full  year  during  1957. 
*  Data  withheld  because  third  station  in  this  market  in  operation 

for  short  period  during  1957. 
**  Data  not  published  for  groups  of  less  than  3  stations. 
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GOVERNMENT  continued  TV  STATIONS  CLASSIFIED  BY  VOLUME  OF  TOTAL  BROADCAST  REVENUES 

SHOWING  NUMBER  REPORTING  PROFIT  OR  LOSS 

1  957  TV  DATA    CONTINUED  [Stations  operating  full  year  1957  only] 

EXPENSES  OF  3  TV  NETWORKS 

AND  501  TV  STATIONS— 1957 

NETWORKS 
AND  THEIR 

PRE-FREEZE                        POST-FREEZE  POST-FREEZE 

TOTAL  BROADCAST                  VHF                                     VHF  UHF 
REVENUES             PROFIT            LOSS               PROFIT            LOSS                PROFIT  LOSS 

Over  $8,000,000            5                   —                                           —                      —  — OWNED  AND 
6,000.000-  8,000,000  8 Ur tKA 1 tU 

TYPE  OF  EXPENSE  STATIONS 
(1)  (2) 

U  1  n  t  K 
STATIONS  TOTAL 
(3)  (4) 

4.000,000-  6,000,000  11 
1 

2,000.000-  4,000,000  47 
2 7 2 

1,000.000-  2,000.000  23 
3 28 7  2 1 

NUMBER  OF  NETWORKS  3 
NUMBER    OF    STATIONS  16 

($ 

TECHNICAL   $  55.216 

—  3 

485  501 
Thousands) 
$  66.881  $122,097 
151,463  426,040 

800,000-  1,000,000  3 

27 

6  4 4 

600.000-  800,000 3 

30 

10  4 4 

400,000-  600,000 1 39 23  4 7 

PROGRAM    274.577 200,000-  400,000 1 24 29  7 12 
SELLING    23.169 43,362  66,531 100.000-  200,000 7 24  1 8 
GENERAL  AND 
ADMINISTRATIVE    .  .  .  44.256 
TOTAL  BROADCAST 
EXPENSES   $397,218 

124,316  168.572 

$386,022  $783,240 

Less  than  100,000 
Total  operating  full  year  1957      97  11 

— 
162 

1       1  QRft 

ILASSIFIEt 

8  1 
109  23 

12 
48a 

PRINCIPAL  EXPENSE  ITEMS  OF  TV  STATIONS1  WITH  $25,000  OR  MORE  TIME  SALES  C )  BY  REVENUES- 
1957 

AVERAGE  PER  STATION 

BROADCAST  REVENUES 
NO.  OF 

STATIONS 
TOTAL  SALARIES 

EXPENSES            AND  WAGES FILM 
TALENT 

DEPRECIATION 
A  1  1 

HLL OTHER 
LESS  THAN  $1,000,000 8 $  911,148                 $  325,462 

$167,613 
$15,573 

$105,907 $296,593 1,000,000-1,250,000 4 1,122,963  426,326 172,961 38.890 88,230 
396,556 

1,250,000-1,500,000 7 981,921  387,565 148,873 20,763 
92,590 332,130 

1 ,500,000-2,000,000 

15 

1,317,377  523,783 158,173 
56,407 

179,393 399.621 
2,000,000-2,500,000 20 1,420,340  503,823 168,282 49,164 188,013 511,058 
2,500,000-3,000,000 

12 
1,563,227  646,401 188,656 

57,214 131,386 539,570 
3,000,000-3,500,000 9 2,413,645  905,240 

477,750 150,463 152,808 727,384 
3,500,000-4,000,000 5 2,810,504  1,002,572 471,520 300,214 168,307 867,891 
4,000,000-6,000,000 8 3,162,776  999.911 791,883 145,390 216,364 1,009,228 OVER  6,000,000 7 4,658,129  1,482,210 1,246,024 262,711 

230,894 
1,436,290 TOTAL  PRE-FREEZE  STATIONS 95 $1,887,001  $676,282 

$345,174 
$92,619 

$162,527 $610,399 
POST-FREEZE  STATIONS: 

VHF 
UHF 

TOTAL  POST-FREEZE 
STATIONS 

298 76 

374 

$592,050  $213,014 
390,647  146,590 

$551,123  $199,516 
$71,732 
37,881 

$64,854 

$13,204 8,639 

$12,276 

$96,514 

64,432 

$89,994 

$197,586 
133,105 

$184,483 
1  Excludes  data  for  32  stations  as  follows:  16  stations  owned  and  operated  by  networks  and  16  stations  with  less  than  $25,000  in  time  sales  which  are 
not  required  to  report  detailed  expense  data. 

Katzentine  Up  First 

For  Ch.  10  Rehearing 

A.  Frank  Katzentine,  owner  of  WKAT 

Miami  and  leading  figure  in  the  fight  against 

the  FCC's  1957  grant  of  ch.  10  there  to 
National  Airlines  subsidiary  Public  Serv- 

ice Tv  Inc.,  will  be  the  lead-off  witness 
when  the  Miami  ch.  10  rehearing  begins 
Sept.  8. 

The  date — and  list  of  witnesses  to  be 

called  by  the  FCC's  General  Counsel — 
was  decided  last  week  at  a  pre-hearing  con- 

ference among  attorneys  for  the  seven 
parties.  The  date  was  set  by  Judge  Horace 

Stern,  retired  chief  justice  of  the  Pennsyl- 
vania Supreme  Court,  acting  as  special 

FCC  hearing  examiner. 

The  Miami  ch.  10  grant  was  the  subject 
of  extensive  hearings  before  a  Congressional 
committee  earlier  this  year.  It  was  remanded 
to  the  FCC  by  the  U.  S.  Court  of  Appeals 
to  determine  among  other  things  whether 
former  Comr.  Richard  A.  Mack  should 
have  voted  in  the  final  decision  and  also 

whether  there  were  any  improper  influences 
on  commissioners  before  the  final  decision. 

The  grant  was  made  to  the  National 
Airlines  subsidiary  in  February  1957.  Four 
commissioners  voted  in  favor  of  what  is 

now  WPST-TV:  Comrs.  George  C.  McCon- 
naughey,  John  A.  Doerfer,  Robert  E.  Lee 
and  Mr.  Mack.  Comr.  Robert  T.  Bartley 
favored  WKAT  and  Comr.  Rosel  H.  Hyde 
favored  L.  B.  Wilson  Inc.  Comr.  T.  A.  M. 

Craven  abstained.  Other  parties  to  the  re- 
hearing are  North  Dade  Video  Inc.,  the 

fourth  applicant;  the  FCC's  general  counsel 
and  Broadcast  Bureau,  and  the  Dept.  of 
Justice. 

Eastern  Airlines  was  a  party  to  the  re- 
hearing, but  withdrew  two  weeks  ago  when 

the  Commission  refused  its  plea  to  partici- 

pate in  the  entire  case.  Eastern's  interven- 
tion was  allowed  on  only  the  first  issue: 

whether  Mr.  Mack  should  have  voted. 

Eastern  attempted  to  intervene  during  the 

latter  stages  of  the  original  hearing.  It  op- 
posed the  grant  to  National  Airlines  as 

unfair  competition. 

Besides  Mr.  Katzentine,  the  witnesses  in 
the  first  week  are  scheduled  to  be  Perrine 

Palmer,  former  Miami  mayor;  Joseph  M. 

Fitzgerald,  Miami  attorney;  Jerry  W.  Carter, 
Florida  public  utilities  commissioner,  and 
Ben  H.  Fuqua,  Miami  attorney. 

Other  witnesses  scheduled  to  be  called 

by  the  FCC's  general  counsel  are  Judge 
Robert  H.  Anderson,  Miami  circuit  court; 
Paul  Scott,  National  Airlines  director;  Ted 

Baker,  National  Airlines  president;  Thur- 
mond A.  Whiteside,  Miami  attorney  and 

friend  of  Mr.  Mack,  and  Charles  Sheldon, 
Miami  insurance  executive. 

Mr.  Mack  resigned  from  the  FCC  when 
it  was  brought  out  by  the  House  Legislative 
Oversight  Committee  that  he  had  accepted 
a  long  string  of  loans  from  Mr.  Whiteside 
and  that  Mr.  Whiteside  had  purportedly  in- 

terested himself  in  the  Miami  ch.  10  case. 

Portions  of  Mr.  Mack's  testimony  on 
Capitol  Hill  have  been  accepted  as  stipula- 

tion by  other  parties  in  the  rehearing. 
Commission  attorneys  said  last  week  they 

had  no  intention  of  calling  Mr.  Mack. 

Other  parties  may,  however,  if  they  wish  to 
quiz  him  on  his  Congressional  testimony. 

Edgar  W.  Holtz,  FCC  associate  general 
counsel,  will  lead  the  FCC  legal  contingent 
in  the  hearing. 

Wayne  Tv  Corp.  Asks  Stay, 

Rehearing  of  Toledo  Ch.  1 1 

Anthony  Wayne  Television  Corp.  last 
week  petitioned  the  FCC  for  a  rehearing, 

with  enlarged  issues,  and  a  stay  of  the  ef- 
fective date  of  the  grant  of  ch.  1 1  Toledo. 

Ohio,  to  the  Community  Broadcasting  Co. 
[Government,  July  28]. 

Among  other  issues  raised,  Wayne  wants 
to  determine  if  Community  Broadcasting 

Co.  commenced  construction  prior  to  re- 
ceiving a  construction  permit,  in  violation 

of  FCC  rules.  Also,  Wayne  desires  to  de- 
termine the  program  service  rendered  by  ch. 

6  WJIM-TV  Lansing,  Mich.,  subsequent  to 

Sept.  12,  1953.  Wayne  states  that  the  Com- 

mission disqualified  it  largely  on  "erroneous 
findings  and  conclusions"  concerning  WJIM- 
TV  Lansing's  operation  from  two  to  five 
years  ago.  Harold  F.  Gross,  a  10.6% 
stockholder  of  Wayne,  is  president  and  prin- 

cipal stockholder  of  the  Lansing  station, 
according  to  the  Wayne  petition. 

All  told,  there  were  seven  applicants  for 

ch.  1 1  in  Toledo.  Two  of  the  other  unsuc- 
cessful ones.  Maumee  Valley  Broadcasting 

Co.  and  Great  Lakes  Broadcasting  Co.,  are 

currently  contesting  the  FCC's  grant  to 
Community  Broadcasting  in  court. 
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There  may  be  many  ways  to  use  adhesive 

bandages . . .  but  there's  only  one  way  to  use 

the  BAND- AID  trademark  correctly. . .  please  say 

BAND-AID  Adhesive  Bandages TRADE  MARK 

Remember — all  adhesive  bandages  are  not  BAND- 

AID  Adhesive  Bandages!  "BAND-AID"  is  actually  a 
trademark  .  .  .  one  of  the  most  widely  known  in  the 

world  . . .  recognized  in  more  than  50  countries. 

It  means  Johnson  &  Johnson,  not  the  name  of  a 

product . . .  and  it  refers  to  a  whole  family  of  products 

made  only  by  Johnson  &  Johnson. 

The  "BAND-AID"  trademark  is  always  followed 

by  the  product  name,  i.  e.  BAND-AID  Plastic  Strips, 

BAND-AID  Plastic  Tape,  BAND-AID  Butterfly  Clo- 

sures, BAND-AID  Patch,  Spot,  Strip. 

We  appreciate  your  mentioning  our  products  and 

we  hope  you  will  continue  to  do  so.  But  when  you 

do,  won't  you  please  use  the  full  name  correctly? 

The  most  trusted  name  in  surgical  dressings 
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Construction  -  $500  million  for  1958 

Payroll  -  $1  billion,  800  million  for  1958 
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on  WCKY 

WCKY 

the  B.I.G.  station 

in  a  B.I.G.  market 

50,000  WATTS 

OF  SELLING  POWER 

WCKY 
THE  HOME  OF  (3 

* 

> 

PROGRAMMING 

NEW  YORK  CINCINNATI CHICAGO SAN  FRANCISCO LOS  ANGELES 
AM  RADIO  SALES AM  RADIO  SALES AM  RADIO  SALES 

TOM  WELSTEAD       C.  H.  "TOP"  TOPMILLER JERRY  GLYNN KEN  CAREY  . BOB  BLOCK 
42  E.  52nd  St.         Sheraton  Gibson  Hotel 400  N.  Michigan  Ave. 950  California  St. 5939  Sunset  Blvd. 
ELdorado  5-1227            CHerry  1-6565 MOhawk  4-6555 GArfield  1-0716 

HOIIywood  5-0695 



new 

authoritative 

more  complete  than  ever 

the  600-page  1958 

BROADCASTING 

Yearbook  issue* 

"the  one-book  libra/iij  of 
television 

and  radio  information" 

AIL  separate  directories  in- 

■  vJ  dexing    the    world  of 
broadcasting 

•  tv  stations 

•  am  stations 

•  fm  stations 

•  educational  stations 

•  networks 

•  sales  representatives 

•  advertising  agencies 

•  associations 

•  services 

•  government 
•  schools 

plus
  market  data,  billings,  ratings,  pro- 

grams, awards,  talent,  historical 

facts — all  arranged  and  indexed 
for  instant  reference 

station  listings  by  state  and  city 

show  executive  personnel,  net- 

work, power,  frequency  or  chan- 

nel; separate  directories  by  call 

letters,  frequencies,  newspaper  and 

group  ownership 

subscription    copies     mailed  late 
September 

limited  number  available  at  $4.00 
per  copy 

ORDER  TODAY 

V/  BROADCASTING ^^^^T  THE  BUSINESSWEEKLY  OF  TELEVISION  AND  RADIO 

Circulation  Department 

1735  DeSales  Street,  N.W. 

Washington  6,  D.  C. 

*published  every  September  as  53rd  issue 
of  BROADCASTING — The  Businessweekly  of 
Television    and  Radio 

GOVERNMENT  continued 

Potter  Renews  Plea 

For  Spectrum  Study 

Sen.  Charles  E.  Potter  (R-Mich.),  on  the 
last  day  Congress  was  in  session  (Aug.  23), 
made  a  new  appeal  for  a  congressional  study 

of  frequency  space  allocated  to  the  military. 
In  doing  so,  he  accepted  a  suggestion  made  in 

an  Aug.  1 8  Broadcasting  editorial  advocat- 
ing a  joint  congressional  committee  for  such 

a  study. 

"SJ  Res  106  which  I  introduced,"  Sen. 

Potter  said,  "contemplated  establishment  of 
a  commission  to  investigate  the  utilization  of 

the  radio  and  television  frequencies  allo- 
cated to  the  agencies  and  instrumentalities 

of  the  federal  government  ...  I  hold  no  par- 
ticularly strong  feelings  as  to  what  vehicle 

might  be  used  to  accomplish  the  desired  re- 
sults. If  as  the  article  [editorial]  suggests, 

activation  of  a  Joint  Congressional  Com- 
mittee on  Spectrum  Utilization  &  Allocation 

would  be  a  better  approach,  I  would  most 

certainly  support  such  a  proposal.  ... 

"As  the  article  points  out,  the  allocations 
problem  cannot  be  swept  under  the  rug. 
It  is  more  than  regrettable  that  the  House 
did  not  act  favorably  on  my  resolution.  The 
investigation  .  .  .  cannot  be  delayed  much 
longer.  If  it  is,  the  job  that  ultimately  must 

be  done  will  become  increasingly  more  dif- 

ficult, the  problems  more  complex." 
In  making  his  statements,  Sen.  Potter 

entered  the  Broadcasting  editorial  into  the 

Congressional  Record. 
The  Potter  resolution  passed  the  Senate 

unanimously  [Goverment,  July  11].  While 
in  the  House  Commerce  Committee,  the 

White  House  "suggested"  amendments  to 
the  bill  which  would  expand  the  proposed 

study  to  an  all-encompassing  investigation  of 

the  spectrum,  plus  a  study  of  its  administra- 
tion by  the  FCC.  The  House  committee 

favorably  reported  the  bill  after  adopting 
the  amendments  [At  Deadline,  Aug.  4]. 

Industry  opposition  immediately  arose  and 
it  was  killed  without  ever  reaching  the 
House  floor  [Government,  Aug.  11]. 

Rep.  William  Springer  (R-Ill.),  in  com- 
menting on  the  Broadcasting  joint  com- 

mittee suggestion,  said  that  something 

should  be  done  "about  this  particular  [al- 
locations] situation."  He  said  the  House 

Commerce  Committee,  of  which  he  is  a 

member,  will  have  ample  time  to  "come  up 
with  a  good  bill  when  the  Congress  con- 

venes in  January." 
Rep.  William  Bray  (R-Ind.)  is  the  author 

of  a  House  measure  identical  to  the  original 
Potter  resolution. 

Am  Initial  Decisions  Issued 

Three  am  applications  won  initial  de- 
cisions from  FCC  hearing  examiners  last 

week. 
•  Examiner  Herbert  Sharfman  decided 

in  favor  of  West  Shore  Broadcasting  Co. 
and  The  Westport  Broadcasting  Co.  for  new 

am  outlets  on  1260  kc  with  1  kw,  day,  direc- 
tional antennas,  in  Beacon,  N.  Y.,  and  West- 

port,  Conn.,  respectively.  Interference  be- 
tween the  two  proposed  stations  would  be 

well  within  the  10%  limit  permitted  by 

FCC  rules,  according  to  the  decision. 
•  Examiner    Thomas    Donahue  would 
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grant  Liberty  Broadcasting  Co.  a  new  am 
outlet  on  1050  kc  with  250  w,  directional 

antenna,  day,  in  Liberty,  Tex.  Issues  as  to 
possihle  interference  and  the  coverage  area 

proposed  were  resolved  in  Liberty's  favor. 

Baker  Winds  Up  Five  Years 
In  FCC  General  Counsel  Post 

Warren  E.  Baker,  FCC  general  counsel 
since  September  1953,  will  resign  this  week 

to  enter  private  law  practice.  Mr.  Baker's resignation   takes   effect  Friday,   Sept.  6. 
Mr.  Baker  joins 

the  New  York  law 
firm  of  Chadbourne, 

Parke,  Whiteside  & 
Wolff  as  a  partner 
and  will  direct  the 

Washington  office  of 
the  firm.  The  new 
office  will  be  in  the 
Shoreham  Bldg.  in 

Washington. 

The  44 -year -old 

FCC  general  coun- sel, a  Fort  Wayne, 

Ind.,  native,  came  to  the  FCC  from  the 
post  of  special  assistant  to  Oswald  Ryan, 
chairman  of  the  Civil  Aeronautics  Board. 
Before  that  he  was  a  CAB  hearing  examiner. 

He  is  an  honor  graduate  of  Indiana  U.  Law 
School,  practiced  law  in  Fort  Wayne  for 
two  years  before  entering  the  Navy.  He 
served  part  of  his  Navy  career  in  the  office 
of  the  general  counsel  of  the  War  Shipping 
Administration. 

Mr.  Baker  replaced  Benedict  P.  Cottone 
as  FCC  general  counsel  after  Mr.  Cottone 
resigned  to  enter  private  practice.  During 

Mr.  Baker's  tenure,  he  served  as  chief  legal 
aide  to  the  Commission  in  its  appearances 

before  congressional  committees  and  in  a 

number  of  court  cases.  These  included  argu- 
ing in  the  Supreme  Court  in  behalf  of  the 

FCC's  multiple  ownership  rules  (they  were 
sustained),  and  the  Allentown-Easton  radio 
case  (the  FCC  was  upheld).  When  Mr. 

Baker  joined  the  FCC,  there  were  13  attor- 

neys in  the  general  counsel's  office;  today 
there  are  24.  In  1952,  the  FCC  general 

counsel's  office  handled  17  court  cases;  last 

year  there  were  75. 

Community  Tv  Firm  Scolds  FCC 
On  Microwave  Application  Delay 

The  first  move  to  chip  away  the  "deep 
frost"  in  which  private  microwave  com- 

mon carrier  system  applications  for  com- 
munity tv  systems  have  lain  since  May, 

was  made  last  week  by  Mesa  Microwave 

Inc. 
Mesa,  owned  by  Video  Independent 

Theatres  Inc.,  Oklahoma  City  theatre  chain 
which  also  operates  a  number  of  CATV 
systems,  has  eight  applications  pending  for 

FCC  approval  to  furnish  tv  signals  to  com- 
munity '  antenna  systems  in  Laredo,  Tex.; 

Tallahassee,  Fla.,  and  Memphis-Welling- 
ton-Childress,  Tex.  The  first  was  filed  last 
March,  the  most  recent  in  June.  Mesa 

already  operates  private  communications 
relays  feeding  Oklahoma  City  tv  signals 

to  community  systems  in  Altus  and  Ard- 
more,  Okla. 

In    a    formal    petition    for  immediate 
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grants.  Mesa  chided  the  Commission  for 
withholding  action  on  its  applications.  It 
claimed  that  the  FCC  has  no  right  to  defer 
action,  and  that  such  inaction  is  a  denial 

of  its  rights  as  an  applicant. 
The  Commission  has  deferred  action  on 

communications  microwave  relays  involv- 
ing community  antenna  systems  pending 

the  outcome  of  its  inquiry  into  CATV, 
satellites,  repeaters,  translators,  etc.  [Trade 
Assns.,  June  16].  This  inquiry  was  issued 

last  May  and  comments  were  filed  in  July 
[Government,  July  14,  May  26]. 

Influence  in  Spartanburg  Case 

Charged  by  WAIM-TV,  WGVL  (TV) 

Charges  that  Sen.  Strom  Thurmond  (D- 
S.  C.)  and  former  S.  C.  Governor  James  F. 

Byrnes  injected  themselves  into  the  Spar- 
tanburg, S.  C,  ch.  10  case  were  made  last 

week. 

The  allegations  were  made  by  WAIM-TV 
Anderson,  S.  C,  and  WGVL  (TV)  Green- 

ville, S.  C,  in  a  pleading  to  the  FCC. 

The  uhf  stations,  which  have  fought  the 

Spartanburg  transmitter  change  four  years, 

claimed  Walter  Brown,  president  of  Spar- 

tan Broadcasting  Co.,  and  others  "sought 
improperly,  by  ex  parte  consultation  and 
communications,  to  influence  favorable 

Commission  action  in  Spartan's  behalf." 
The  uhf  outlets  charged  that  Mr.  Brown 

consulted  with  "one  commissioner";  that 
Sen.  Thurmond  wrote  to  then  FCC  Chair- 

man George  C.  McConnaughey  in  1956 

"severely"  criticising  an  opinion  of  the 
U.  S.  Court  of  Appeals  and  "urged  favor- 

able action  on  behalf  of  Spartan  upon  the 

further  proceedings  required  by  the  Court's 
decision";  that  Mr.  Byrnes  had  written  to 
a  member  of  the  court  "with  respect  to  the 
matter  in  litigation."  Mr.  Byrnes'  wife,  they 
said,  is  a  stockholder  of  Spartan. 

The  charges  were  made  in  a  petition  ask- 
ing the  Commission  to  permit  the  uhf  out- 
lets to  rebut  favorable  testimony  on  its  am- 

fm  operations  in  new  hearings,  designated 

but  not  yet  scheduled.  The  WSPA-TV  case 
began  in  1954  when  the  Commission  ap- 

proved the  move  of  the  vhf  station's  trans- 
mitter from  Hogback  Mt.  to  Paris  Mt.  The 

two  uhf  stations  protested,  but  the  Com- 
mission refused  to  allow  the  protests.  Upon 

appeal,  the  Court  of  Appeals  remanded  the 

case  to  the  FCC  for  a  hearing.  The  Com- 
mission upheld  its  move  authorization  in  a 

decision  in  July  1957.  This  was  appealed, 
and  last  May  the  court  returned  the  case 
once  again  to  the  FCC. 

Prettyman  to  Head  Appeals  Court 

Federal  Judge  E.  Barrett  Prettyman  be- 
comes chief  judge  of  the  D.C.  Circuit  Court 

of  Appeals  on  Oct.  20.  Judge  Prettyman 
takes  over  the  reins  from  Chief  Judge  Henry 

W.  Edgerton,  who  advised  that  he  was  re- 
linquishing his  administrative  duties  to  the 

next  senior  judge.  Judge  Edgerton  was  70 
last  Tuesday.  Congress  passed  a  law  last 
month  requiring  chief  judges  to  relinquish 
their  administrative  duties  at  70.  Judge 
Edgerton  will  remain  as  an  active  circuit 

judge.  Judge  Prettyman  is  a  native  of  Lex- 
ington, Va.,  and  was  appointed  to  the  D.C. 

appeals  court  in  1945.  He  served  as  general 
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WORDS  AND  MUSIC 

Good  music  enthusiasts  in  the 

Philadelphia  area,  who  "have  invested 
considerable  money,  time  and  effort 

in  assembling  and  purchasing  anten- 
nas and  equipment  to  receive  .  .  . 

WQXR-FM  [New  York]",  attacked a  decision  of  the  FCC  which 

they  claimed  cut  into  their  WQXR- 
FM  listening  pleasure.  The  music 

fans,  18  strong  according  to  the  sig- 
natures at  the  bottom  of  the  letter, 

state  that  with  the  frequency  change 

of  WHAT-FM  Philadelphia,  "it  be- 
came impossible  to  receive  New  York 

WQXR  ..."  They  contend  that  the 

New  York  outlet  provides  "excellent 
high  fidelity  live  music"  unobtainable 
locally.  WHAT-FM  had  its  frequency 
changed  from  105.3  mc,  ch.  287,  to 
96.5  mc,  ch.  243,  some  weeks  ago. 

counsel  of  the  Bureau  of  Internal  Revenue, 

as  District  of  Columbia  corporation  counsel 

and  in  private  practice  before  his  appoint- 
ment. 

Court  Cites  'Statutory  Gap' 
In  FCC  Station  Sale  Procedure 

A  federal  court  in  Washington  expressed 
the  opinion  last  week  that  Congress  ought 

to  look  into  "a  statutory  gap"  relating  to 
the  1952  Congressional  amendment  which 
forbade  the  FCC  from  considering  any  but 

the  buyer  of  a  broadcast  station. 
The  opinion  was  expressed  by  the  court 

in  upholding  the  FCC's  refusal  to  accept  a 
protest  by  St.  Louis  Amusement  Co.  against 
the  transfer  of  St.  Louis  ch.  1 1  to  220 
Television  Inc.  St.  Louis  Amusement  Co. 

had  been  an  applicant  for  ch.  1 1  in  St.  Louis, 
but  dropped  out  before  the  completion  of 
the  comparative  hearing.  CBS  won  the 
contested  ch.  11,  but  then  bought  ch.  4  for 
$4  million,  and  turned  over  ch.  1 1  to  220 
Television,  one  of  the  losing  applicants. 

Part  of  the  agreement  involved  220  Televi- 
sion paying  $200,000  to  each  of  the  other 

two  losing  applicants,  St.  Louis  Telecast  and 
Broadcast  House. 

Although  it  upheld  the  FCC — an  order 
was  issued  last  July  [Goverment,  July  14] 

— the  unanimous  three-judge  court  last 
week  stated: 

"It  is  difficult  to  rationalize  a  sound 
justification  for  payment  of  $400,000 
by  the  assignee  of  the  original  permittee 

to  the  two  unsuccessful  applicants  for  aban- 
doning their  appeals  in  this  court.  The 

Commission  should  (if  it  does  not  under  the 

existing  statute)  have  power  to  inquire  into 
the  possible  impact  of  these  payments  on  the 

public  interest.  .  ." The  decision  was  written  by  Judge  War- 
ren E.  Burger,  for  himself  and  Judges 

Henry  W.  Edgerton  and  Wilbur  K.  Miller. 

In  a  footnote,  Judge  Burger  raised  the 

question  whether  in  such  circumstances  it 

might  not  be  in  the  obvious  self-interest  of 

the  original  permittee  to  choose  "not  the 
strongest  of  the  unsuccessful  applicants,  but 

the  weakest,  since  the  assignee  would  there- 

after be  a  competitor." 

Election  on  Their  Minds 

As  Congress  Winds  Up  Session 

Election  fever  was  evident  in  both  houses 

of  the  85th  Congress  as  it  rushed  toward 
sine  die  adjournment  Aug.  24.  The  House 

appointed  a  "watchdog"  election  committee 
and  the  Senate  heard  a  new  plea  for  federal 

subsidization  of  candidates'  campaign  ex- 

penses. 
Speaker  Sam  Rayburn  (D-Tex.)  ap- 

pointed Rep.  Clifford  Davis  (D-Tenn.) 
chairman  of  a  special  five-man  committee  to 
investigate  campaign  expenditures  of  House 

candidates  in  the  upcoming  November  elec- 
tions. Other  members  include  Reps.  Robert 

E.  Jones  (D-Ala.),  Thomas  P.  O'Neill  CD- 
Mass.),  Kenneth  B.  Keating  (R-N.  Y.),  and 

David  S.  Dennison  (R-Ohio).  The  commit- 
tee was  allocated  $30,000. 

In  the  Senate,  Sen.  Richard  L.  Neuberger 

(D-Ore.)  made  a  plea  for  early  congressional 
consideration  in  1959  of  his  proposal  for 

the  federal  government  to  underwrite  cam- 

paign expenditures.  Sen.  Neuberger  intro- 
duced such  a  measure  in  the  84th  Congress 

and  announced  plans  to  re-introduce  the 
bill  at  the  86th  Congress  in  January. 

"One  of  the  truly  crucial  public  issues 
facing  the  American  people  is  the  urgent 

need  to  free  candidates  for  high  elective  of- 
fice from  the  necessity  of  raising  large  sums 

of  money  from  private  sources  .  .  ."  he  said. 
He  entered  into  the  Congressional  Record 

portions  of  a  1957  Senate  Elections  Sub- 
committee report  listing  contributions  in  the 

1956  [Government,  Feb.  4,  1957]. 

Hill  Would  Spend  $8  Million 
To  Relate  Education  to  Media 

An  educational  bill,  which  includes  an 

$8  million  appropriation  to  study  the  use 
of  radio,  tv  and  other  media  in  education, 

was  awaiting  the  President's  signature  last 
Thursday.  The  money  would  be  spread  over 

a  four-year  period,  with  $2  million  ear- 
marked each  year. 

Both  houses  approved  conference  reports 
of  the  bill,  the  National  Defense  Education 

Act,  in  the  final  stages  of  the  85th  Con- 
gress. Another  measure  (S  2119),  which 

would  appropriate  up  to  $1  million  to 
each  state  for  educational  tv,  was  killed 

during  Congress'  rush  for  adjournment when  the  House  failed  to  act  on  the 

Senate-passed  measure. 
Sen.  Warren  Magnuson  (D-Wash.), 

author  of  the  bill,  promised  to  re-introduce 
it  next  January.  He  also  predicted  quick 
Senate  action  a  second  time  and  that  the 

House  would  have  "plenty  of  time"  to consider  it  in  the  86th  Congress. 

WMIX  Asks  Ch.  13  Allocation 

WMIX-AM-FM  Mt.  Vernon,  111.,  has 

petitioned  the  FCC  to  assign  ch.  13  to  Mt. 
Vernon;  ch.  38  is  the  only  assignment  in 

Mt.  Vernon  at  this  time.  The  WMIX  licen- 
see, Mt.  Vernon  Radio  &  Tv  Co.,  previously 

sought  assignment  of  ch.  8  to  Mt.  Vernon 

without  success.  Ch.  8  was  assigned,  in- 
stead, to  Carbondale,  111.,  for  educational 

use.  According  to  WMIX,  no  reassignment 

of  any  existing  channels  would  be  neces- 
sary for  ch.  13  to  go  to  Mt.  Vernon. 
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GOVERNMENT  continued 

HILL  CONSIDERED  155  MEDIA  BILLS 

•  Only  three  minor  measures 

•  Pay  tv  and  government  eth 

The  85th  Congress  that  adjourned  sine 

die  early  Sunday  morning  (Aug.  24)  re- 
ceived 155  bills  and  resolutions  affecting 

the  broadcasting  industry  and/ or  the  FCC. 

(For  a  complete  round-up  of  the  85th's activities,  see  Lead  Story,  Aug.  18.) 

Pay  television  was  the  subject  of  the  larg- 
est number  of  bills,  drawing  28.  Following 

closely,  as  a  result  of  the  Legislative  Over- 

sight investigations,  were  23  measures  in- 
troduced on  ex-parte  contacts,  influence  and 

ethics  of  government  officials.  Also  draw- 
ing considerable  attention  were  the  10% 

excise  tax  on  radio-tv  sets,  with  14  bills 

calling  for  its  removal,  reduction  or  sus- 
pension, and  sports  antitrust  legislation 

which  attracted  nine  measures  (one  later 
withdrawn) . 

Only  three  of  the  155  passed  both  houses, 
all  of  a  minor  nature.  Appropriation  bills 
and  various  committee  authorizations, 

which  must  be  acted  upon  each  year,  are 
not  included  in  either  the  totals  introduced 

or  passed. 

With  the  adjournment  of  the  85th,  all  the 
bills  now  are  dead  and  must  be  reintroduced 

at  the  start  of  the  86th  Congress,  which 
convenes  Jan.  7,  1959,  to  receive  further 
consideration. 

affecting  industry  enacted 

ics  dominate  list  of  bills 

The  155  bills,  in  numerical  order  by 

houses  and  sessions  and  showing  final  dispo- 
sition, follow. 

IN  THE  SENATE,  FIRST  SESSION 

S  J  RES  106,  Potter  (R-Mich.) — Establish  special 
commission  to  study  utilization  of  government- 
assigned  spectrum  space.  Approved  by  Senate, 
reported  by  House  Commerce  Committee  with 
amendment  expanding  study  to  include  all  of 
spectrum. S  176,  Long  (D-La.) — Authorize  $7  excise  tax 
credit  on  all-channel  tv  sets.  In  Finance  Commit- tee. 

S  RES  183,  Bush  (R-Conn.) — Prohibit  introduc- 
tion of  guests  (such  as  tv  personalities)  from 

Senate  gallery.  Passed  by  Senate  in  August  1957. 
S  376,  Bricker  (R-Ohio) — Provide  for  direct 

FCC  regulation  of  radio  and  tv  networks.  In 
Commerce  Committee. 

S  426  (clean  elections  bill),  Hennings  (D-Mo.) 
— Give  broadcasters  relief  from  libel  and  equal 
time  provisions  of  Communications  Act,  increase 
legal  amount  of  money  which  may  be  spent  by 
candidates.  Reported  July  1957  by  Rules  Com- mittee. 

S  582,  Longer  (R-N.  D.) — Prohibit  advertising 
of  alcoholic  beverages  in  interstate  commerce. 
In  Commerce  Committee. 

S  921,  Hennings  (D-Mo.) — Require  government 
agencies  to  make  information  available  to  Con- 

gress and  public.  In  Judiciary  Committee  (iden- 
tical House  bill  passed  both  houses  and  was 

signed  into  law  by  President,  see  HR  7173). 
S  1077,  Mundt  (R-S.  D.)—To  make  Inaugura- 

tion Day  a  national  holiday  "so  that  the  whole nation  could  turn  out  every  four  years  to  see 
[on  tv]  the  Presidential  inauguration  cere- 

monies." In  Rules  Committee. 
S  1163,  Monroney  and  Kerr  (both  D-Okla.) — 

To  authorize  and  help  maintain  auxiliary  net- 
work of  amateur  radio  operators  for  military 

communications.  In  Commerce  Committee. 
S  1367,  Magnuson  (D-Wash.) — Prohibit  broad- 

casting of  horse  and  dog  racing  information  in 
interstate  commerce.   In  Commerce  Committee. 

S  1369,  Magnuson  (D-Wash.) — Require  that  to 
receive  equal  time,  candidate's  political  party must  have  received  4%  of  popular  vote  cast  in 
preceding  Presidential  election,  or  obtain  signa- 

tures of  at  least  1%  of  total  vote.  In  Rules  Com- mittee. 
S  1437,  Gore  (D-Tenn.)—  Similar  to  S  1369 

above.  In  Rules  Committee. 
S  1577,  Potter  (R-Mich. )—  Repeal  Sec.  309  (c) 

(protest  provision)  of  Communications  Act.  In 
Commerce  Committee. 

S  1759,  Magnuson  (D-Wash.) — Increase  length of  broadcast  licenses  from  three  to  five  years. 
In    Commerce  Committee. 

S  1874,  Magnuson  (D-Wash.) — Require  that  un- 
used towers  be  painted  and  lighted  for  air  navi- 

gation   safety.    In    Commerce  Committee. 
S  2119,  Magnuson  (D-Wash.) — Appropriate  up 

to  $1  million  to  each  state  for  educational  tv. 
Passed  by  Senate,  reported  by  House  Commerce 
Committee. 

S  2150,  Green  (D-R.  I.) — Similar  to  S  426  above. 
Reported  favorably  by  Rules  Committee. 

S  2268,  Thurmond  (D-S.  C.) — Prohibit  pay  tv. 
In  Commerce  Committee. 

S  2461,  Jackson  (D-Wash.) — Make  unauthorized 
disclosure  of  federal  agencies'  decisions  a  crime. In  Judiciary  Committee. 

S  2462,  Jackson  (D-Wash.) — Make  attempts  to 
influence  agency  decisions  a  crime.  In  Judiciary 
Committee. 

S  2834,  Smathers  (D-Fla.) — Divorce  stations  and 
networks  from  ownership  in  BMI  and  music 
recording  companies.  In  Commerce  Committee. 

IN  THE  HOUSE,  FIRST  SESSION 

H  RES  26,  Dollinger  (D-N.  Y.) — Authorize  Com- merce Committee  to  conduct  investigation  of 
"false,  fraudulent,  misleading  and  deceptive  ad- 

vertising" on  radio  and  tv.  In  Commerce  Com- 
mittee. 

H  RES  31,  Griffiths  (D -Mich.)— Lift  House  ban 
on  radio-tv  coverage  of  chamber  proceedings. 
In  Rules  Committee. 

H  RES  32,  Griffiths  (D -Mich.)— Lift  House  ban 
on  radio-tv  coverage  of  committee  sessions.  In 
Rules  Committee. 

H  RES  45,  Lane  (D-Mass.) — Authorize  investiga- 
tion of  boxing  by  House  Judiciary  Committee.  In 

Judiciary  Committee. 
H  CON  RES  153,  Celler  (D-N.  Y.)— Express  con- 

gressional intent  that  passports  should  be  granted 
to  any  duly-accredited  newsman  assigned  abroad 
by  his  employer.  In  Foreign  Relations  Commit- tee. 

H  RES  191,  Harris  ( D-Ark.) — Appropriate  $250,- 
000  for  establishment  and  use  of  Legislative 
Oversight  Subcommittee  of  Commerce  Commit- 

LARGEST  SELLING  AUDIO  CONTROL  CONSOLE  MANUFACTURED  TOD  AT 

your  Gatesway  to  better  broadcasting 

Reflecting  years  of  research  and  development  in 

speech  input  systems,  the  Gatesway  console  features 

an  inbuilt  cue-intercom  and  front  panel  variable 

equalizer,  with  printed  wiring  adding  to  reliability 

and  easy  serviceability.  Eight  mixing  channels 

through  ingenious  key  control  may  handle  up  to 

six*  microphones,  4  turntables,  4  tape  inputs,  nu- 
merous remote  lines,  network  and  many  other  cir- 

cuits via  auxiliary  keys  included.  The  Gatesway  is 

priced  and  supplied  complete.  All  items  such  as 

tubes,  relays  and  panel  mountings  are  included  in 

the  purchase  price  and  are  not  extra  accessories. 

*Will  handle  up  to  16  microphones  by  use  of  the  5  utility 
keys  incorporated. 

Contact  the  Gates  Radio  Company  today  for  com- 

plete details. 

GATES  RADIO  COMPANY QUINCY,  ILLINOIS 

Subsidiary  of  Harris- Intertype  Corporation 
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tee.  Approved  by  House  vote  in  April  of  1957. 
HR  265,  Keating  (R-N.  Y.)—  Prohibit  broadcast- 

ing of  gambling  or  lottery  information.  In  Com- merce Committee. 
HR  277,  Keating  (R-N.  YJ— Establish  three- 

year  statute  of  limitations  on  copyright  infringe- 
ment. Passed  by  both  houses  and  signed  by 

President. 
H  RES  282,  Scott  (R-Pa.) — Identical  to  H  Res  32 above.  In  Rules  Committee. 
HR  284,  Keating  (R-N.  Y.)—  Prohibit  simulta- 

neous broadcasting  of  horse  racing  on  regular 
basis,  allowing  broadcast  of  such  races  only  as 
special  events.  In  Commerce  Committee. 

H  RES  285,  Meader  (R-Mich.)— Identical  to  HR 32  above.  In  Rules  Committee. 
H  RES  305,  Madden  (D-Ind.) — Express  the  sense 

of  the  House  with  respect  to  radio- tv  interviews 
of  official  representatives  of  communist  countries. 
In  Commerce  Committee. 

HR  365,  O'Hara  (R-Minn.) — Amend  Communica- tions Act  to  forbid  ownership  by  one  person  or 
firm  of  more  tv  stations  than  will  cover  25%  of 
U.  S.  population.  In  Commerce  Committee. 

HR  369  and  HR  370,  O'Hara  (R-Minn.) — Prohibit use  of  any  but  standard  time  throughout  U.  S. 
and  make  standard  time  measure  for  business 
in  interstate  commerce.  In  Commerce  Committee. 

H  J  RES  381,  Bray  (R-Ind.)—  Establish  special 
commission  to  investigate  utilization  of  military- 
assigned  frequency  space.  In  Commerce  Com- mittee. 

HR  586,  Celler  (D-N.  Y.)— Prohibit  pay  tv.  In Commerce  Committee. 
HR  673,  Hale  (R-Me.) — Exempt  motels  and  ho- 

tels from  having  to  pay  royalties  on  radio  and 
tv  programs  received  in  rooms.  In  Ways  & 
Means  Committee. 

HR  1068,  Boggs  (D-La.) — Increase  amount  of 
money  national  political  committees  may  legally 
spend  on  elections  from  $3  million  to  $10  million 
and  restrict  state  committee  to  $1  million.  In 
Rules  Committee. 

HR  1913,  Berry  (R-S.  D.)— Require  FCC  to  li- cense tv  boosters  and  vhf  boosters.  In  Commerce 
Committee. 

HR  2013,  Kearns  (R-Pa.)— Reduce  federal  ex- 
cise tax  from  10%  to  5%  on  tv  sets  capable 

of  receiving  50  or  more  uhf  channels.  In  Ways 
&  Means  Committee. 

HR  2142,  Celler  (D-N.  Y.)  —  Limit  regulatory 
agencies,  including  FCC,  from  unduly  expanding 
exemptions  from  antitrust  laws.  In  Judiciary 
Committee. 

HR  2225,  Magnuson  (D-Wash.) — Identical  to  HR 1913  above.  In  Commerce  Committee. 
HR  2242,  Steed  (D-Okla.) — Authorize  auxiliary 

network  of  amateur  radio  operators  for  military 
purposes.  In  Commerce  Committee. 

HR  2767,  Moss  (D-Calif.) — Require  federal  agen- 
cies to  make  information  available  to  Congress 

and  the  public.  Passed  by  both  houses  and 
signed  into  law  by  President. 

HR  3388,  Horan  (R-Wash.)  —  Identical  to  HR 1913  above.  In  Commerce  Committee. 
HR  3514,  Withrow  (R-Wis.)- — Increase  license 

period  of  radio  and  tv  stations  from  three  to 
five  years.  In  Commerce  Committee. 

HR  3629,  Hiestand  (R-Calif.)  —  Prohibit  labor 
unions  from  contributing  money  to  political  can- 

didates and  increase  from  $3  million  to  $12 
million  amount  national  political  committees 
could  spend  in  Presidential  election  years.  In 
Rules  Committee. 

HR  4146,  Udatl  (D-Ariz.)— Increase  from  $3  mil- 
lion to  over  $12  million  amount  national  commit- 
tees may  legally  spend  during  election  year.  In Rules  Committee. 

HR  4571,  Heselton  (R-Mass.) — Authorize  FCC  to 
limit  proportion  of  commercial  time  to  program 
time  on  radio  and  tv  stations.  In  Commerce  Com- mittee. 

HR  4627  and  HR  4835,  SUer  (R-Ky.)—  Prohibit  ad- 
vertising of  alcoholic  beverages  in  interstate 

commerce.  In  Commerce  Committee. 

HR  4816,  O'Hara  (R-Minn.)— Repeal  Sec.  309 (c)  (protest  provision)  of  Communications  Act. 
In  Commerce  Committee. 

HR  5045,  Dorn  (R-N.  YJ— Increase  penalty  for 
transmitting  false  distress  signals.  In  Commerce Committee. 

HR  5125,  Harris  (D.-Ark .)— Prohibit  transmis- 
sion of  certain  gambling  information  in  interstate 

and  foreign  commerce.  In  Commerce  Committee. 
HR  5771,  Staggers  (D-W.  Va.) — Identical  to  HR 369  above.  In  Commerce  Committee. 
HR  5935,  Harris  (D-Ark.)— Identical  to  HR  3514 

above.  In  Commerce  Committee. 
HR  6216,  Tewes  (R-Wis.) — Increase  period  of 

broadcast  licenses,  other  than  those  for  tv  sta- 
tions, from  three  to  five  years.  In  Commerce 

Committee. 
HR  6430,  Tewes  (R-Wis.) — Increase  from  three 

to  five  years  the  period  for  which  a  broadcast 
license  may  be  issued.  In  Commerce  Committee. 

HR  6746,,  Harris  (D-Ark.) — Require  broadcast stations  to  maintain  unused  towers.  In  Commerce 
Committee. 

HR  6788,  Celler  (D-N.  Y.) — Permit  FCC  to  re- duce volume  of  records  sent  to  court  in  case  of 
appeal.  Passed  by  both  houses.  Signed  into  law 
by  President  last  Thursday. 

HR  6914,  Curtis  (R-Mo.)— Relates  to  actions  for 
infringement  of  copyrights.  In  Judiciary  Com- mittee. 

HR  7174,  Fascetl  (D-Fla.)— Identical  to  HR  2767 
above.  In  Government  Operations  Committee. 

HR  7603,  Heselton  (R-Mass.)— Similar  to  HR 4571  above.  In  Commerce  Committee. 
HR  8277,  Celler  (D-N.  Y.) — Prohibit  all  fre- 

quency discounts  in  radio-tv  advertising.  In Judiciary  Committee. 
HR  8381,  Mills  (D-Ark.) — Tighten  FCC  policy  in 

granting  tax  relief  certificates  on  station  sales. 
Passed  by  both  houses  and  awaiting  Presi- 

dent's signature  last  Friday. 
HR  8419,  Nimtz  (R-Ind.) — Identical  to  HR  6914 

above.  In  Judiciary  Committee. 
HR  8675,  Ikard  (D-Tex.) — Eliminate  10%  excise 

tax  on  all-channel  tv  receivers.  In  Ways  &  Means Committee. 
HR  8860,  Boland  (D-Mass.)  —  Identical  to  HR 

8675  above.  In  Ways  &  Means  Committee. 
HR  8924,  Coad  (R-Iowa)—  Identical  to  HR  8675 

above.  In  Ways  &  Means  Committee. 
HR  8953,  Kearns  (R-Pa.)—  Identical  to  HR  8675 

above.  In  Ways  &  Means  Committee. 
HR  9115,  Chelf  (D-Ky.) — Prevent  unauthorized 

censorship  of  songs  by  stations  and  networks. 
In  Commerce  Committee. 

HR  9169,  Sikes  (D-Fla.)—  Identical  to  HR  9115 
above.  In  Commerce  Committee. 

HR  9325,  Herlong  (D-Fla.)— Identical  to  HR 9115  above.  In  Commerce  Committee. 
HR  9346,  Matthews  (D-Fla. )— Identical  to  HR 

9115  above.  In  Commerce  Committee. 
H  9408,  Dorn  (D-S.  C.)— Identical  to  HR  9115 above.  In  Commerce  Committee. 
H  9538,  Vanick  ( D-Oliio)— Direct  FCC  to  charge fees  to  licensees.  In  Commerce  Committee. 

IN  THE  SENATE,  SECOND  SESSION 

S  RES  251,  Thurmond  (D-S.  C),  Butler  (R- 
Md.),  Lausche  (D-Ohio),  Payne  (R-Me.),  Potter 
(R-Mich.)  and  Smathers  (D-Fla.) — Opposing  pay 
tv  (resolution  only,  without  force  of  law).  Re- 

ported out  by  Commerce  Committee. 
S  RES  261,  Morse  (D-Ore.) — Establish  a  select 

committee  to  investigate  the  FCC  and  other 
agencies.  In  Commerce  Committee. 

S  RES  271,  Mansfield  (D-Mont.) — Opposing  FCC 
stand  on  pay  tv.  In  Commerce  Committee. 

S  2934,  Langer  (R-N.  D.) — Prohibit  pay  tv.  In Commerce  Committee. 
S  3048,  Mundt  (R-S.  D.) — Deny  income  tax  ex- emptions to  labor  unions  which  participate  in 

political  campaigns.  In  Finance  Committee. 
S  3201,  Thye  (R-Minn.) — Prohibit  pay  tv.  In Commerce  Committee. 
S  3306,  Proxmire  (D-Wis.) — Prohibit  the  giving 

of  gifts  to  officials  of  government  agencies.  In 
Judiciary  Committee. 

S  3487,  O'Mahoney    (D-Wyo.)    and  Monroney 

FAMOUS  FOR  FA  ULTLESS  PERFORMANCE  AND  OUTSTANDING  RELIABILITY 
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Gates  TV- 10  console  for  television 

Quality  is  emphasized  throughout  the  Gates  TV- 10 

Ten  mixing  channels  select  into  two  program  buses, 

each  bus  with  its  own  program  amplifier  and  sub- 

master  gain  control.  By  key  selection,  any  combina- 

tion of  channels  may  be  faded  as  a  group,  or  by  the 

flip  of  a  key,  all  may  be  faded  together.  TV- 10 

console  has  a  10  preamplifier  capacity,  with  6  sup- 

plied as  standard  equipment.  Seven  unwired  utility 

keys  are  provided  for  use  at  station's  discretion. 
Gates  TV- 10  is  supplied  complete  with  tubes,  two 

regulated  power  supplies,  dual  program  amplifiers, 
relay  unit  and  monitoring  amplifier. 

Contact  the  Gates  Radio  Company  today  for  com- 

plete details. 

GATES  RADIO  COMPANY 
QUINCY,  ILLINOIS 

Subsidiary  of  Harris- Intertype  Corporation 
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GOVERNMENT  continued 

(D-Okla.) — Prohibit  an  airline  from  owning  a 
tv  station.  In  Commerce  Committee. 

S  3663,  Williams  (R-DelJ—  Strengthen  the  law 
with  respect  to  bribery  and  graft.  In  Judicial  y 
Committee. 
S  3862,  Magnuson  (D-Wash.) — Provide  that  a 

member  of  FCC  shall  remain  in  office  until  his 
successor  is  sworn  in  and  give  President  author- 

ity to  remove  commissioner.  Reported  by  Com- merce Committee,  no  action  by  Senate. 
S  3979,  Neuberger  (D-Ore.) — Promote  ethical 

standards  among  members  of  Congress  and  gov- 
ernment officials.  In  Judiciary  Committee. 

S  4070,  H minings  (D-Mo.)— Exempt  professional 
sports  from  antitrust  laws.  In  Judiciary  Com- mittee. 

S  4223,  Cose  (R-N.  J.)— Require  disclosure  of 
all  sources  of  income  of  government  officials  and 
to  promote  integrity  in  government.  In  Rules  & 
Administration  Committee. 

S  4288,  Ives  (R-N.  Y.)— Prohibit  ex-parte  con- 
tacts with  FCC  and  other  agencies.  In  Govern- 
ment Operations  Committee. 

Amendment  lo  HR  13254,  Dirksen  (R-Ill.)  —  Ex- 
empt professional  sports  from  antitrust  laws. 

Sen.  Dirkson,  who  proposed  his  amendment 
while  HR  13254,  a  food  additives  bill,  was  up  for 
Senate  consideration,  withdrew  it  two  days  later. 

IN  THE  HOUSE,  SECOND  SESSION 

Resolution  of  Commerce  Committee  (no  number) 
urging  FCC  not  to  authorize  pay  tv  without 
prior  congressional  action.  Forwarded  to  FCC. 

H  Con  Res  348,  May  (R-Conn.) — Establish  special 
committee  to  promote  and  insure  impartiality  in 
adjudicatory  and  rule-making  functions  of  FCC 
and  other  agencies.  In  Judiciary  Committee. 
H  Res  620,  Thompson  (D-N.  J.) — Provide  that 

Ways  &  Means  Committee  investigate  unem- 
ployment of  musicians.  In  Rules  Committee. 

H'J  Res  694,  Bennett  (D-Fla.) — Establish  a  com- mission on  ethics  in  the  federal  government.  In 
Committee  on  Post  Office  &  Civil  Service. 

HR  9629,  Beamer  (R-lnd.) — Prohibit  pay  tv.  In 
Commerce  Committee. 

HR  9634,  Buggs  (D-La.) — Provide  a  federal  grant 
of  up  to  $1  million  to  each  state  for  educational 
tv.  In  Education  &  Labor  Committee. 

HR  9663,  Johnson  (D-Wis.) — Prohibit  public  util- 
ities from  deducting  certain  advertising  from  in- come tax.  In  Commerce  Committee. 

HR  9664,  Johnson  ( D-Wis.) — Similar  to  HR  9C63 
above.  In  Ways  &  Means  Committee. 

HR  9690,  Madden  (D-Ind.) — Prohibit  pay  tv.  In 
Commerce  Committee. 

HR  9706,  Powell  (D-N.  YJ— Prohibit  pay  tv.  In Commerce  Committee. 

HR  982S,  Hays  (D-Ark .)— Revise  the  federal 
election  laws  relating  to  campaign  expenditures 
and  other  matters.  In  Administration  Committee. 

HR  9898,  Bailey  (D-W.  Va.)— Prohibit  pay  tv. In  Commerce  Committee. 
HR  9920,  Muchrowicz  (D-Mich.) — Repeal  ex- 

cise tax  on  communications.  In  Ways  &  Means 
Committee. 
hr  10061,  Mason  (Rrlll.) — Similar  to  HR  9920 

above.  In  Ways  &  Means  Committee. 
HR  10162,  Lane  (D-Mass.) — Prohibit  pay  tv. 

In  Commerce  Committee. 
HR  10164,  Moi'fl»u  ( rf-Conn.)— -Prohibit  pay  tv. 

In  Commerce  Committee. 
HR  10268,  Burdick  (R-N.  D.)— Prohibit  pay  tv. 

In  Commerce  Committee. 
HR  10288,  Spr.nger  (R-Ill.) — Prohibit  pay  tv.  In 

Commerce  Committee. 
HR  10355,  Rogers  (R-Mass.) — Prohibit  pay  tv.  In Commerce  Committee. 
HR  10378,  Celler  (D-N .  Y.) — Exempt  those 

phases  of  professional  sports  "reasonable  and 
necessary"  trom  antitrust  laws.  After  adoption 
of  amendments  giving  sports  authority  to  black- 

out radio-tv  coverage  (see  HR  12990  below),  bill 
was  approved  by  House.  Senate  Antitrust  Com- mittee held  hearings  but  tabled  bill. 

HR  10392,  Mack  (D-Ill.) — Defines  free  tv  and  pay 
tv  and  prohibits  pay  tv  in  any  area  being  served 
by  free  tv  if  present  system  would  be  harmed. 
In  Commerce  Committee. 

HR  10386,  Hemphill  (D-S.  C.)—  Prohibit  pay  tv. 
In  Commerce  Committee. 
HR  10399,  Radwan  (R-N.  Y.) — Prohibit  pay  tv. 

In  Commerce  Committee. 
HR  10536,  Dingell  (D-Mich.) — Prohibit  pay  tv. In  Commerce  Committee. 
HR  10537,  Dingell  (D-Mich.)— Require  that  any 

trial  of  pay  tv  be  concluded  by  March  1,  1961,  and 
that  pay  tv  cannot  be  authorized  by  the  FCC 
after  that  date  without  an  act  of  Congress.  In 
Commerce  Committee. 
HR  10544,  Morrison  (D-La.) — Prohibit  pay  tv. In  Commerce  Committee. 
HR  10562,  Bray  (R-lnd.)— Prohibit  pay  tv.  In Commerce  Committee. 
HR  10791,  Nimtz  (D-Ind.) — Prohibit  pay  tv.  In Commerce  Committee. 
HR  10802,  Wright  (D-Tex.) — Prohibit  advertis- 

ing by  subliminal  projection.  In  Commerce  Com- mittee. 
HR  10826,  Moore  (R-W.  Va  J— Prohibit  pay  tv.  In 

Commerce  Committee. 
HR  10846,  Moulder  (D-Mo.)— Prohibit  the  giving 

of  gifts  to  public  officials.  In  Judiciary  Com- mittee. 
HR  10978..  O'Konski  (R-Wis.) — Prohibit  pay  tv. In  Commerce  Committee. 
HR   11022,    Wolverton    (R-N.   J.) — Prohibit  ex- 

FOR  SALE  ...  TO  THE  DISCERNING  TIME  BUYER 

KJEO-TV  serving  the  billion  dollars  rich  Fresno  and  San 
Joaquin  Valley  now  offers  you  choice  program  time  seg- 

ments and  excellent  10,  20  and  60  second  spots  that  not 

only  give  you  low  cost  per  thousand  but  will  give  your 
clients  INCREASES  IN  SALES!  Call  your  BRANHAM 
man  NOW  for  the  HOTTEST  avails. 

parte  contacts  with  FCC  and  other  agencies  and 
require  that  all  communications  be  made  a  mat- 

ter of  public  record.  In  Commerce  Committee. 
HR  11193,  Lennon  (D-N.  C.) — Prohibit  pay  tv. 

In  Commerce  Committee. 
HR  11249,  Cramer  (R-Fla.) — Remove  stipulation 

that  members  of  FCC  may  accept  honorariums 
and  prohibit  ex-parte  contacts.  In  Commerce Committee. 

HR  11363,  Hosmer  (R-Calij.)— Prohibit  sublim- 
inal projection  by  tv  stations.  In  Commerce  Com- mittee. 

HR  11484,  Morrison  (D-La.) — Repeal  10%  excise 
tax  on  communications.  In  Ways  &  Means  Com- mittee. 
HR  11624,  Hyde  (R-Md.)—  Prohibit  representa- tions in  adjudicatory  cases  after  they  have  been 

set  for  hearing  unless  all  parties  are  given  an 
opportunity  to  participate.  In  Judiciary  Com- mittee. 
HR  11886,  Harris  (D-Ark.) — Require  FCC  to 

draft  code  of  ethics,  prevent  acceptance  of  hon- 
orariums and  ex-parte  contacts.  Reported  by 

Legislative  Oversight  Subcommittee.  In  Com- merce Committee. 
HR  11893,  Reuss  (D-Wis.)— Similar  to  HR  11836 

above;  except  Reuss  measure  drafts  a  code  of 
ethics  for  FCC  and  also  raises  salaries  of  com- 

missioners to  $22,000  and  chairman  to  $22,500.  In 
Commerce  Committee. 

HR  11915,  Teller  (D-N.  Y.)—  Remove  10%  excise 
tax  on  radio  and  tv  sets.  In  Ways  &  Means  Com- mittee. 

HR  12022,  Fino  (R-N.  Y.) — Suspend  for  one  year 
the  10%  excise  tax  on  radio  and  tv  sets.  In  Ways 
&  Means  Committee. 
HR  12095,  Abernethy  (D-Miss.) — Exempt  em- 

ployes of  small  radio  and  tv  stations  from  max- imum hour  provisions  of  Fair  Labor  Standards 
Act.  In  Education  &  Labor  Committee. 

HR  12099,  Moulder  (D-Mo.) — Require  that  ad- 
ministrative regulations  of  FCC  and  other  agen- 

cies be  approved  by  respective  committee  of 
Congress  having  jurisdiction  before  they  go  into 
effect.  In  Rules  Committee. 
HR  12177,  Udall  (D-Ariz.) — Appropriate  up  to 

$1  million  to  each  state  for  educational  tv.  In 
Commerce  Committee. 

HR  12241,  Tewes  (R-Wis.) — Prohibit  acceptance 
of  honorariums  by  members  of  FCC. 
HR  12299,  Santangelo  (D-N.  Y.)— Prohibit  pay tv.  In  Commerce  Committee. 
HR  12307,  Byrne  (R-Ill.)— Repeal  the  10%  ex- cise tax  on  radio  and  tv  sets  and  communications. 

In  Ways  &  Means  Committee. 
HR  12572,  Bray  (R-lnd.)—  Repeal  the  10%  excise 

tax  on  radio  and  tv  sets.  In  Ways  &  Means  Com- mittee. 
HR  12577,  Collier  (R-Ill.) — Repeal  the  10%  ex- cise tax  on  communications.  In  Ways  &  Means 

Committee. 
HR  12990,  Walter  (D-Pa.) — Exempt  professional 

sports  from  antitrust  laws,  including  the  regu- lation of  rights  to  broadcast  and  telecast  sporting 
events.  Language  of  this  bill  adopted  by  Judi- 

ciary Committee  as  amendment  to  HR  10378  (ap- 
proved by  House). 

HR  12991,  Keating  (R-N.  Y.) — Identical  to  HR 
12990  above.  In  Judiciary  Committee. 
HR  12992,  Miller  (R-N.  Y.) — Identical  to  HR 

12990  above.  In  Judiciary  Committee. 
HR  12993,  Harris  (D- Ark.)— Identical  to  HR 

12990  above.  In  Judiciary  Committee. 
HR  13035,  Derounian  (R-N.  Y.) — Prohibit  at- 

tempts to  influence,  or  ex-parte  contacts  with. 
FCC  and  acceptance  of  honorariums.  In  Com- merce Committee. 

HR  13036,  Derounian  (R-N.  Y.) — Similar  to  HR 
11624  above.  In  Judiciary  Committee. 

HR  13037,  Derounian  (R-N.  Y.) — Strengthen  the 
criminal  laws  relating  to  bribery,  graft  and  con- 

flict of  interest.  In  Judiciary  Committee. 
HR  13039,  Dooley  (R-N.  Y.) — Similar  to  HR 

12990  above.  In  Judiciary  Committee. 
HR  13071,  Cretella  (R-Conn.j— Similar  to  HR 

12990  above.  In  Judiciary  Committee. 
HR  13295,  Baldwin  (R-Calif.)—  Promote  ethical 

standards  among  federal  officials.  In  Post  Office 
&  Civil  Service  Committee. 
HR  13297,  Boggs  (D-La.)— Similar  to  HR  12177 above.  In  Commerce  Committee. 
HR  13323,  Patterson  (R-Conn.)— Similar  to  HR 

13295  above.  In  Post  Office  &  Civil  Service  Com- mittee. 

HR  13407,  MacDonald  (D-Mass.)— Similar  to  HR 12177  above.  In  Commerce  Committee. 
HR  13530,  Roosevelt  (D-Calij.)— Provide  for  en- forcement of  cease  and  desist  orders.  In  Judiciary 

Committee. 
HR  13602,  Blatnik  (D-Minn.) — Require  proof  of 

claims  made  in  certain  cigarette  advertising.  In 
Commerce  Committee. 

Jefferson  Seeks  3rd  Carolina  V 

Joseph  M.  Bryan,  president  of  the  Jeffer- 
son Standard  Broadcasting  Co.,  announced 

last  week  that  his  firm  has  applied  to  the 

FCC  for.  eh.  8  in  Greensboro,  N.  C.  Jeffer- 

son proposes  to  construct  a  $1.5  million  out- 
let with  maximum  316  kw,  a  transmitter 

tower  of  1,000  feet  and  primary  affiliation 

with  ABC.  Jefferson  is  a  wholly-owned  sub- 

sidiary of  Jefferson  Standard  Life  Insur- 
ance Co.,  and  presently  operates  WBT,  ch. 

3  WBTV  (TV)  Charlotte,  N.  C,  and  ch.  8 
WBTW  (TV)  Florence,  S.  C. 
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"Ad  Age  is  our  ticker  tape  of  advertising" 

GORDON  G.  HURT 

Director  of  Merchandising 
and  Advertising 

Norge  Division, 

Borg-Warner  Corporation 

Say: 

PAUL  E.  KELLY 

Vice-President  and  Account 
Executive,  Norge  Home 

Appliances Donahue  &  Coe,  Inc. 

"Advertising  Age  fulfills  a  vital  role  in  keeping 

us  up  to  the  minute,  sparking  ideas,  keeping  us 

abreast  of  news  breaking  a  mile  a  minute.  In  the 

doing,  Ad  Age  performs  a  tremendous  service  for 

the  home  appliance  industry  and  those  of  us  in 

its  marketing  phase— sometimes  called  the  'profes- 

sion of  immediacy/  For  agency  and  client  alike, 

Ad  Age  is  the  ticker  tape  of  the  advertising  world.' 

All  things  to  all  admen?  Not  quite.  But  Advertising  Age  does 

fulfill  a  "vital  role"  for  the  marketing-interested  executives 

who  influence  as  well  as  those  who  activate  today's  market 
and  media  decisions.  So,  it's  not  an  idle  claim — it's  a  fact: 
your  sales  message  in  Ad  Age  reaches  most  of  the  decision- 

makers of  importance  to  you  because  week  in,  week  out,  they 

depend  on  Ad  Age  for  its  unique  and  immediate  coverage 

of  the  advertising-marketing  scene. 

Take  the  Norge  Division  of  the  Borg-Warner  Corp.,  for 
example.  This  leading  manufacturer  of  laundry,  cooking  and 

refrigeration  appliances — with  annual  sales  in  the  $100,000,- 

000  category — is  about  to  kick  off  the  biggest  television  spot 

campaign  in  its  history.  Some  90  markets  will  get  a  substan- 
tial portion  of  a  $1,500,000  appropriation  ( allocated  primarily 

to  back  Norge's  Dispensomat  automatic  washer)  over  an 
eight-week  period  starting  September  15.  In  addition,  many 
of  the  87  Norge  distributors  use  radio  and  tv  spots  regularly 

throughout  the  year. 

Every  Monday,  6  paid-subscription  copies  of  Ad  Age  perform 

a  "tremendous  service"  for  Norge  executives  with  marketing 
responsibilities.  Further,  48  paid-subscription  copies  get  read 
— and  used — at  Donahue  &  Coe,  Inc.,  the  agency  handling  the 
Norge  account. 

Add  to  this  AA's  more  than  42,000  paid  circulation,  its  tre- 
mendous penetration  of  advertising  with  a  weekly  paid  circu- 

lation currently  reaching  over  12,500  agency  people  alone,  its 

intense  readership  by  top  executives  in  national  advertising 

companies — and  you'll  recognize  in  Ad  Age  a  most  influential 
medium  for  swinging  broadcast  decisions  your  way. 

iMrt^otfeurtt  to  u^tfrfZttft"  people 2  00    EAST    IlLINOIS     STREET     .     CHICAGO     1),  ILLINOIS 

410    LEXINGTON    AVENUE     •     NEW    YORK    17,    NEW  YORK 

7  Year  (52  issues)  $3 

MR.  KELLY 
MR.  HURT 

GORDON  G.  HURT  is  responsible  for 

a  total  Norge  home  appliance  ad- 
vertising and  merchandising  effort 

of  nearly  $10,000,000  a  year.  Be- 
fore joining  Norge  in  1957,  he  was 

an  account  executive  with  Maxon, 

Inc.,  for  three  years.  From  1947  to 
1954,  he  was  associated  with  the 

Hotpoint  Company,  where  he  held 
several  positions,  including  that  of 
advertising  manager  in  charge  of 

major  appliances. 

PAUL  E.  KELLY,  also  a  Maxon  alum- 

nus, served  that  agency  as  an  ac- 
count executive  from  1948  to  1955. 

His  earlier  agency  associations  in- 
clude Tatham-Laird  (account  execu- 

tive and  office  manager)  and  Young 

&  Rubicam  (traffic  and  production 

manager).  Prior  to  coming  to  Dona- 
hue &  Coe  in  1957,  he  was  adver- 

tising and  sales  manager  for  the 
Lake  Shore  Division,  Electrographic 

Corp.,  for  two  years. 
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ARE  HERE! 

. . .  A 

BRAND  NEW 

CARTOON 

PACKAGE 

FULL  OF  FUN 

150  animated  color  episodes, 

loaded  with  excitement  and 

thrilling  close-shaves,  carry  this 

small  boy  and  his  teddy  bear 

friend  to  distant  planets,  the 

wild  west,  pirate  ships  and 

caves.  Spunky  and  Tadpole 

will  add  new  life  to  your  pro- 

gramming for  young  and  old. 

GUILD  FILMS 
COMFANf.  IM< 

460  PARK  AVE.  N.  Y.  22,  N.  Y.  MU  8-5365 
IN  CANADA:  S.  W.  CALDWELL  LTD.,  TORONTO 

FILM 

39  THIRD  MAN'  SHOWS,  NO  PILOT 

I  he  day  of  the  pilot  film  is  just  about 
over.  Mort  Abrahams,  executive  producer 
of  National  Telefilm  Assoc.,  said  last  week 

in  announcing  plans  of  NTA  to  film  39 
installments  of  the  Third  Man  tv  series 

which  it  is  co-producing  with  the  BBC.  Of 
the  39  half-hour  episodes,  20  will  be  pro- 

duced in  Hollywood  starting  this  November, 

19  in  England  and  on  the  continent  start- 
ing next  spring.  Felix  Jackson  will  be  pro- 

ducer of  the  series,  both  here  and  abroad. 

The  time  has  come  for  producers  to  back 
their  judgment  with  their  own  money  and 
produce  a  full  series,  as  NTA  is  doing 
with  Third  Man,  Mr.  Abrahams  stated.  In 

today's  stiff  competition  for  good  tv  pro- 
gramming, the  advertiser  must  realize  that 

if  he's  buying  a  series  for  $35,000  per  pro- 
gram, the  quality  of  the  series  as  a  whole 

is  not  going  to  match  that  of  a  pilot  made 
for  twice  that  amount. 

"We  want  our  programming  to  be  so 
important  that  an  investment  of  $1  million 

or  $2  million  will  be  incidental,"  Mr. 
Abrahams  declared.  He  pointed  out  that 
a  prospective  sponsor  can  see  39  episodes 
of  any  NTA  tv  program,  not  just  a  pilot  or 
two,  and  commented  parenthetically  that 

by  producing  a  full  series  in  advance  the 
producer  is  freed  from  any  sponsor  inter- 

ference in  making  the  programs. 

Discussions  are  under  way  with  20th 

Century-Fox  to  film  the  Third  Man  at  the 

motion  picture  company's  Westwood  Lot, 
Mr.  Abrahams  said.  NTA  used  20th's  facili- 

ties to  produce  Man  Without  A  Gun  and 
How  to  Marry  a  Millionaire  and  the  two 

organizations  are  co-owners  of  the  NTA 
Film  Network.  The  English  part  of  the 
series  will  be  filmed  at  the  Shepperton 
Studios  of  British  Lion,  he  said. 

The  cost  of  making  the  Third  Man,  which 
will  star  James  Mason,  will  come  to  about 
$1.5  million.  BBC  is  financing  part  of  the 

series,  Mr.  Abrahams  said,  but  he  de- 
clined to  reveal  the  details,  saying  that  they 

would  have  to  come  from  BBC.  This  is  the 

first  time  that  the  non-commercial  state 

broadcasting  organization  has  entered  into 
a  commercial  enterprise  with  an  American 

company,  he  stated.  David  Swift  and  Dick 
Berg  are  writing  some  of  the  Third  Man 
episodes  here.  British  writers  will  also  work 
on  the  series. 

Videotape  will  be  important  in  NTA's 
future,  Mr.  Abrahams  stated  during  his 
news  conference  Aug.  26  at  the  Beverly 
Hills  Hotel,  Beverly  Hills,  Calif.  With  tape 

recording  equipment  already  installed  at 
WNTA-TV  Newark,  N.  J.,  and  a  similar 

installation  planned  for  KMSP-TV  Min- 
neapolis-St.  Paul,  Minn.,  he  said  that  NTA 
also  is  preparing  for  videotape  recording 
at  its  New  York  headquarters  in  addition 
to  its  owned  tv  stations. 

"We  have  large  scale  plans  in  blueprint 

form  for  this  very  flexible  medium,"  he 
said,  predicting  that  in  the  next  two  years 

videotape  will  become  a  big  part  of  broad- 
casting. NTA  will  begin  by  using  VTR  for 

commercials  for  its  own  programs  and  is 

already  exploring  other  uses  of  the  process. 

Pike  to  Produce  Pictures 

James  A.  Pike,  vice  president  of  the 
Yankee  Div.,  RKO  Teleradio  Pictures  Inc. 

(WNAC-TV  Boston),  has  resigned  to  form 
Pike  Productions,  Boston,  effective  today 

(Sept.  1).  The  firm  plans  to  produce  16  and 
35  mm  tv  spots  for  education,  public  affairs 

and  feature  films  for  industry  in  mono- 
chrome or  color. 

AT  trade  news  party  to  announce  appointments  of  key  sales  and  administrative  of- 
ficials of  new  Independent  Television  Corp.  [Film  Aug.  25]  were  (1  to  r):  Jack 

Wrather,  head  of  Jack  Wrather  organization  and  board  chairman  of  ITC;  Walter 

Walz,  partner  in  Carl  M.  Loeb,  Rhoades  &  Co.,  a  member  of  ITC  board;  Walter 

Kingsley,  ITC  president,  and  Edward  Tisch,  treasurer  of  Jack  Wrather  organization. 
ITC,  whose  officials  say  it  will  be  a  distribution  organization  equal  to  any  in  tv 

within  30  days,  is  owned  by  Wrather  and  Loeb,  Rhoades  and  Associated  Television 

Ltd.,  program  contractor  for  British  commercial  stations  in  London  and  the  Midlands. 
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FPA  Antitrust  Move  on  Networks 

Said  to  Be  Only  'Precautionary' 
The  Film  Producers  Assn.  of  New  York, 

which  recently  asked  the  Justice  Dept.  to 

explore  "possible  monopolistic  practices"  by television  networks  in  the  field  of  videotape 

programs  and  commercials  [At  Deadline, 

Aug.  25],  explained  last  week  that  its  move 

was  "purely  precautionary"  and  "prosecu- 
tion," was  not  contemplated. 

Nathan  Zucker,  FPA  president,  told  a 
news  conference  in  New  York  that  the  asso- 

ciation recognizes  the  networks  have  "a 
legal  right  to  produce  commercials  and 

programs  on  tape"  but  at  the  same  time, 
FPA  members  are  concerned  about  "the 

possible  illegal  use  of  that  right." 
Mr.  Zucker  reported  that  a  group  of 

FPA  representatives  told  Robert  A.  Bicks 
and  Maurice  Silverman  of  the  Justice  Dept. 

anti-trust  division  during  a  meeting  on  Aug. 

22  that  the  35  producers  of  film  commer- 
cials, programs  and  documentary  films  be- 

longing to  FPA  were  "apprehensive  that 
the  vertical  integration  of  network  control 
over  broadcast  time,  outlets,  programs, 
equipment  and  now  advertising  messages 

made  on  videotape  is  a  threat  to  inde- 

pendent competition."  The  FPA  spokes- 
men made  the  point,  Mr.  Zucker  said,  that 

the  "loss  leader"  principle  of  selling  is  "a 
possible  result  of  such  a  monopoly." 

Mr.  Zucker  told  newsmen  that  it  was 

possible  that  networks  would  "throw  in" 
videotape  facilities  for  commercials  as  an 
incentive  to  sell  programs  or  broadcast 
time,  but  under  questioning,  he  would  not 
acknowledge  that  networks  are  pursuing 
this  practice  at  this  time.  He  insisted  there 

could  be  "a  tendency"  to  implement  this 
practice  in  the  future. 

FILM  SALES 

Screen  Gems  Inc.  reports  its  "Shock!"  pack- 
age of  52  feature  films  and  its  "Son  of 

Shock"  package  of  20  features  have  been 
bought  by  KMTV  (TV)  Omaha,  KM  ID-TV 
Midland,  Tex.,  and  WESH-TV  Daytona 
Beach,  Fla. 

Translux  Television  Corp.,  N.Y.,  reports 
sale  of  Encyclopaedia  Britannica  library  of 
700  films  to  KQTV  (TV)  Fort  Dodge,  Iowa, 
for  five  years,  starting  Sept.  1. 

Frank  Cooper  Assoc.,  N.  Y.,  talent-tv  pack- 
aging company,  reports  two  of  its  pro- 
grams, now  carried  in  U.  S.,  have  been  sold 

for  showing  in  United  Kingdom.  They  are 
The  Verdict  Is  Yours  and  Keep  It  in  the 
Family,  which  will  start  this  fall. 

Screen  Gems  Inc.,  N.Y.,  reports  production 

will  begin  in  early  fall  on  new  series,  tenta- 
tively titled  Arizona  Posse,  based  on  actual 

experiences  of  Phoenix  (Ariz.)  sheriff's 
office. 

RANDOM  SHOT 

Bar-Dot  Productions  Inc.,  Hollywood, 
formed  by  movie-tv  star  Steve  Brodie  and 
producer  Hal  Davis.  Bar-Dot  will  produce 
both  motion  pictures  and  tv  films. 

■ 

In  Rochester,  N.  Y. 

CHANNEL  10  Measures  Up! 

MOST 
ROCHESTER 

FAVORITES* 

MOST  FIRSTS 

In  Daytime 

QUARTER 

HOURS* 

MOST  TOP 

QUARTER 

HOURS* 

MOST  FIRSTS 

In  Nighttime 

QUARTER 

HOURS* 

HELP  YOURSELF  TO  THE  BIGGEST  AUDIENCE 

IN  THE  RICH  ROCHESTER  AREA! 

Rochester  Metropolitan  Area  TELEPULSE  March  1958 

NATIONAL  REPRESENTATIVES 
The  Boiling  Co.  WVET-TV 
Everett  McKinney  WHEC-TV 

'>*' 

Broadcasting 
September  1,  1958    •    Page  63 



TRADE  ASSNS. 

full 

i  at 

DUB 

stations  V 

KDUB-TV LUBBOCK,  TEXAS 

K  PAR-TV 
ASIIENE  -  SWEETWATER 

K  E  0 Y-TV 
BIG  SPRING,  TEXAS 

rSESIMXT  *  f.EN.  MOto  W.  O.  "DUB"  S30EtS 
HlfL  All.  .  fcieal.'V .-jki  "ft 

- NATIONAL    REPRESENTATIVE      'rtf:  S E/.NMAM  COMPANY  | 

ABA  PUTS  CANON  35  ON  TRIAL 

•  House  of  Delegates  postpones  move  to  continue  ban 

•  NAB,  news  groups  will  have  chance  to  present  case 
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Canon  35  of  the  Canons  of  Judicial 
Ethics  of  the  American  Bar  Assn.  has  been 

put  on  trial,  and  by  ABA  itself. 
The  ABA  House  of  Delegates,  which 

determines  the  official  position  of  the  or- 
ganization on  all  questions  of  professional 

and  public  policy,  last  week  rejected  a 
proposal  for  a  slight  amendment  that  would 

retain  Canon  35's  prohibition  of  cameras 
and  microphones  from  the  courtrooms  of 
the  nation.  Instead  it  voted  to  defer  action 
until  a  new  ABA  committee  has  collected 

and  studied  evidence  on  what  actually 

happens  in  a  court  when  these  modern 
reporting  techniques  are  admitted. 

Robert  D.  Swezey,  executive  vice  presi- 
dent of  WDSU-AM-TV  New  Orleans,  chair- 
man of  the  NAB  Freedom  of  Information 

Committee,  hailed  the  action  as  affording 

a  chance  for  "lawyers,  broadcasters  and 
the  press,  working  together  in  the  spirit 
of  good  will  and  cooperation  to  find  answers 
to  the  questions  involved  in  coverage  of 
court  trials  by  radio  and  television  and  still 

photographers."  In  a  message  of  congratula- tion on  behalf  of  radio  and  tv  broadcasters 

to  the  ABA  board  of  governors,  which 
recommended  further  study  before  action 
on  Canon  35,  and  the  House  of  Delegates, 
which  approved  that  recommendation,  Mr. 

Swezey  said:  "Broadcasters  stand  ready  to 
help  the  special  committee  in  every  possible 

way." 

Mr.  Swezey,  a  lawyer  and  ABA  member, 
might  take  at  least  part  of  the  credit  for 
winning  for  the  broadcast  media  a  chance 

to  prove  their  right  to  join  pad-and-pencil 
reporters  in  covering  court  proceedings. 
Last  February  at  a  midwinter  meeting  of 
the  ABA  House  of  Delegates  in  Atlanta, 

he  appeared  before  that  body  as  representa- 
tive of  NAB  and  the  Radio  Television 

News  Directors  Assn.  Following  his  ap- 
pearance, the  House  deferred  action  on 

the  proposal  to  perpetuate  the  courtroom 
ban  on  cameras  and  microphones  until 
its  annual  meeting  last  week  in  Los 

Angeles  [Trade  Assns.,  March  3]. 

However,  Mr.  Swezey  said  that  credit  for 

last  week's  vote  to  defer  action  pending 

further  study  belongs  chiefly  to  the  individ- 
ual broadcasters  throughout  the  country 

who  have  discussed  the  problem  with 

lawyers  and  judges  in  their  own  com- 
munities, pointing  out  that  the  bright  lights 

traditionally  associated  with  motion  pic- 
tures are  unnecessary  for  modern  day  tv 

camera  operation  and  that  microphones 
adequate  for  courtroom  coverage  are  today 

so  small  and  inconspicuous  as  to  go  virtual- 

ly unnoticed. 
It  was  the  accumulation  of  many  such 

local  educational  discussions  by  many  in- 
dividual broadcasters  that  brought  about 

ABA's  willingness  to  continue  to  study  the 
problem  and  not  to  vote  hastily  to  maintain 
the  present  closed-door  policy  in  perpetuity, 
he  said. 

The  vote  to  defer  action  on  Canon  35 

until  further  studies  have  been  conducted 

was  in  line  with  a  proposal  made  by  NAB 
President  Hal  Fellows  the  week  before.  In 

an  address  to  the  Veterans  of  Foreign 
Wars,  Mr.  Fellows  charged  that  Canon  35 

has  "hobbled"  the  right  of  the  public  to 
know  what  goes  on  in  the  courts.  He  called 
on  ABA  to  delay  action  on  the  proposed 
amendment  to  the  canon  and  proposed  that 

top-level  representatives  of  the  legal  pro- 
fession, broadcasting,  the  press  and  other 

media  be  called  to  discuss  the  role  of 

cameras  and  microphones  in  court  report- 
ing [Trade  Assns.,  Aug.  25]. 

The  proposal  of  the  ABA  board  of  gov- 
ernors for  a  second  postponement  on  the 

proposed  amendment  to  Canon  35  indicates 
a  change  of  heart  by  that  group.  In 

February,  the  board  recommended  adoption 
of  the  amendment.  Last  Monday  (Aug.  25) 

at  the  opening  session  of  the  House  of 

Delegates  annual  meeting,  the  board  re- 
ported its  suggestion  for  delay. 

Jack  Krueger,  president  of  Radio  Tele- 
vision News  Directors  Assn.,  WTMJ-AM- 

TV  Milwaukee,  commended  the  House  of 
Delegates  for  its  decision.  He  offered 
RTNDA  aid  in  its  study  to  preserve  fair 
trial. 

Earlier,  Mr.  Krueger  had  urged  RTNDA 
members  to  contact  ABA  delegates  with 
respect  to  Canon  35  and  also  suggested  to 

RTNDA's  West  Coast  delegates  that  they 

take  the  issue  directly  to  listeners  and  view- 
ers on  Los  Angeles  stations  with  editorials, 

panel  sessions  and  talks  while  ABA's  House of  Delegates  was  meeting  there. 

Mr.  Krueger  pointed  out  that  Edward 
Ryan,  WTOP  Washington,  head  of 
RTNDA's  freedom  of  information  commit- 

tee and  Ted  Koop,  CBS  Washington  News 

and  public  affairs  chief  and  RTNDA  board 
chairman,  have  been  cooperating  with 

NAB's  Freedom  of  Information  Committee 
in  the  fight  to  amend  Canon  35.  Both 

groups  have  worked  out  a  code  of  ethics 
and  procedures  for  courtroom  broadcast coverage. 

Mr.  Swezey  was  commended  by  Mr. 

Krueger  for  his  "excellent  and  unprece- 
dented" work  in  the  fight  for  free  access  to 

court  coverage.  He  called  Mr.  Swezey's  floor 
argument  before  the  ABA  house  last  Febru- 

ary the  "greatest  single  contribution"  to  the 
industry's  campaign  for  the  right  of  broad- 

cast and  photographic  coverage  of  court- 
room proceedings. 

Before  the  vote  was  taken  on  the  board 

of  governors'  recommendation  to  defer 
action  on  Canon  35,  Albert  E.  Jenner  Jr., 

Chicago  attorney  and  a  delegate  represent- 
ing the  Illinois  State  Bar  Assn.,  reported 

on  a  poll  on  Canon  35  made  by  the  Amer- 
ican College  of  Trial  Lawyers,  of  which 

he  is  president-elect.  The  ACTL  member- 
ship of  some  900  had  been  asked  to  ex- 
press their  position  on  the  NAB  suggestion 

to  defer  action  on  Canon  35  until  next 

winter  to  permit  further  investigation  of 
the  subject.  Tabulation  of  the  returns,  he 
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Planning  a  Radio  Station  ? 

To  be  "in  the  know"  about 

equipment  installation  and 

maintenance . . .  enlist  the 

know-how  of 

professionals !  i 

for 

Equipment  for  a  radio  station  often  represents  a  sub- 

stantial and  long-term  investment.  Proper  installation 

and  regular  maintenance  can  lengthen  equipment  life, 

and  assure  a  greater  return  on  this  investment.  Hence, 

the  importance  of  this  new  brochure,  which  outlines 

procedures  suggested  by  experienced  engineers  for  in- 

stalling and  servicing  of  radio  broadcast  stations. 

Typical  installation  and  maintenance  practices  for 

transmitters,  towers,  transmission  lines,  ground  systems 

and  studio  equipment  are  covered  in  detail. 

It  shows  you  how  to  install 

directional  and 

non  -  directional 

antenna  systems; 

ground  systems;  how 
to  check  delivery 

and  install  the  trans- 
mitter and  the  control 

room  equipment.  Re- 
gardless of  the  type  or 

size  of  installation  you 

will  find  this  brochure 

very  helpful. 

Get  your  free  copy  of 

"Suggested  Installation 

and  Maintenance  Proce- 

dures for  a  Radio  Station." 
Write  to  RCA,  Depart- 

ment K-22,  Building  15-1, 

Camden,  N.  J.  In  Canada, 

RCA  VICTOR  Company 

Limited,  Montreal. 

. . .  your  first  source  of  help  in  station  planning 

Tmklsl  ® 

RADIO  CORPORATION  of  AMERICA 

BROADCAST  AND  TELEVISION  EQUIPMENT 

CAMDEN,  N.  J. 
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TRADE  ASSNS.  continued 

said,  found  55  members  favoring  such  a 

delay,  while  308  opposed  it. 
Yet  when  the  ABA  session  voted  on 

what  House  Chairman  James  L.  Shepherd 

Jr..  Houston,  called  "one  of  the  most  im- 
portant matters  ever  to  come  before  the 

House  of  Delegates."'  the  members  showed 
that  they  had  made  their  minds  up  in  ad- 

vance in  favor  of  postponement.  Probably 
they  had  read  the  material  provided  for 
them  by  ABA.  including  a  full  report  of 
the  proceedings  of  the  February  meeting 
that  covered  the  testimony  of  Mr.  Swezey 

and  Elisha  Hanson,  representing  news- 
paper interests,  in  opposition  to  Canon  35 

as  well  as  that  of  proponents  of  the  Canon, 
plus  supplementary  literature  supplied  by 
NAB,  NPPA  and  American  Society  of 

Newspaper  Editors. 

NEW  TV  FILM  LEVY 

IS  CALLED  UNFAIR 

•  Legal  group  discusses  impact 

•  Independents  would  be  hit 

Recent  rulings  of  the  U.  S.  Treasury  Dept. 
threaten  to  make  life  very  difficult  for  the 
independent  tv  producer  if  not  to  put  him 
out  of  business  altogether.  That  was  the 
consensus  of  a  panel  of  one  producer  and 

three  tax  attorneys  who  discussed  "Tax 
Problems  of  the  Independent  Motion  Pic- 

ture and  Tv  Producer"  Aug.  26,  at  a  session 
held  in  conjunction  with  the  annual  con- 

vention of  the  American  Bar  Assn.  in  Los 

Angeles. 

Panel  members  were:  Desi  Arnaz,  pres- 
ident, Desilu  Productions,  and  three  tax  at- 

torneys, Arthur  Manella  (Desilu's  tax  at- 
torney), Lawrence  Irell  and  Harold  D. 

Berkowitz.  Discussion  simulated  what  might 
have  occurred  seven  years  ago,  with  Mr. 
Arnaz  posing  as  an  actor  who  wants  to  be- 

come a  tv  producer  and  is  asking  the  attor- 
neys for  advice  on  tax  matters. 

When  they  told  him  that  Treasury  agents 
were  insisting  that  tv  film  producers  must 
pay  taxes  on  the  basis  of  the  estimated  over- 

all revenue  which  their  films  will  produce, 
including  possible  reruns  as  well  as  the 
original  telecasts,  and  that  in  a  case  now 
pending  the  government  asserts  that  no  more 
than  50%  of  the  cost  of  production  may  be 
amortized  in  the  first  year,  Mr.  Arnaz  pro- 

tested that  if  (his  is  upheld,  "we're  all  out  of 
business."  But  he  hastily  added  an  expres- 

sion of  disbelief  that  this  will  be  the  case 

[Government,  July  28 J. 
"It  seems  to  me  that  the  intent  of  the  tax 

act  is  to  collect  taxes  on  money  that's  been 
earned,  and  that's  all  right,"  he  stated.  "If 
these  new  rulings  hold,  all  the  little  guys  are 

going  to  suffer.  It  may  be  all  right  for  the 
big  studios,  but  the  independent  producers 
in  television  will  be  put  out  of  business.  I 

just  don't  believe  it.  I've  never  found  this 

country  to  be  that  unfair." The  general  practice  of  tv  producers  has 
been  to  compute  taxes  on  a  cost  recovery 
method,  the  tax  lawyers  said.  Taxes  figured 

this  way  are  paid  on  actual  receipts  in  the 
tax  year  over  the  actual  expenses  for  the 
year.  But  under  the  estimated  gross  receipts 

method,  both  expenses  and  estimated  reve- 
nue are  prorated,  for  tax  purposes,  over  the 

estimated  length  of  time  this  revenue  will 
come  in.  This  tax  method  was  first  employed 
for  theatrical  motion  pictures  and  has  been 
lately  transferred  to  tv  film  as  well.  It  is 
difficult  for  a  tv  producer  to  estimate  the 
gross  receipts  of  his  products,  the  panel 

agreed. 

ABA's  'Gavel'  Awards 

Presented  to  CBS,  NBC 

CBS  and  NBC  were  among  recipients  of 

the  first  "Gavel  Awards"  of  the  American 
Bar  Assn.,  given  for  outstanding  contri- 

butions to  public  understanding  of  the 
American  legal  and  judicial  systems.  The 
awards  were  presented  by  ABA  President 
Charles  S.  Rhyne  Thursday  (Aug.  28),  at 

the  banquet  of  the  ABA  meeting  held  last 
week  in  Los  Angeles. 

The  award  to  CBS  was  given  for  "con- 
tributing to  public  understanding  of  the 

roles  of  lawyers  and  courts  in  American 
society  as  illustrated  by  its  television 

productions  The  Greer  Case  and  The  Ver- 
dict Is  Yours."  That  to  NBC  was  made  for 

"its  contribution  to  public  understanding 
of  the  intrinsic  values  of  the  American 

system  of  law  and  justice,  as  depicted  in 
its  television  productions  An  Act  of  Law 

and  American  Trial  by  Jury." 
Awards  were  made  by  a  special  ABA 

committee  on  awards  to  media  of  public 
information  established  last  year  to  give 

recognition  to  the  media  of  mass  informa- 
tion and  entertainment  for  "outstanding 

published  articles,  live  dramatic  produc- 
tions or  motion  pictures  which  increase 

public  understanding  of  the  legal  profes- 

sion and  the  administration  of  justice."  The 
committee  recommended  (and  the  con- 

vention approved)  its  continuance,  with 
consideration  to  be  given  in  the  next  year 

or  two  to  making  it  a  standing  rather  than 

a  special  committee. 
"The  recession  has  affected  a  number  of 

television  and  motion  picture  projects 

which  your  committee  has  had  in  mind," 
the  ABA  standing  Committee  on  public  re- 

lations report  commented.  "Sponsors  of  the 
type  which  would  prove  acceptable  to 
the  association  have  drastically  curtailed 

budgets.  However,  our  agreement  with 

CBS  for  the  production  of  a  series  of  tele- 
vision shows  dealing  with  the  lawyer  is 

still  in  effect  and  the  committee  has  been 

informed  that  CBS  is  anxious  to  proceed 
with  the  series  as  soon  as  a  suitable  script 

is  found  for  a  pilot  film."  Plans  for  a  tv 
series  based  on  cases  involving  the  bill  of 
rights  and  other  constitutional  questions 
are  also  being  held  in  abeyance  pending 

the  location  of  a  suitable  sponsor,  the  com- 
mittee said. 

ABA's  standing  committee  on  communi- 
cations, headed  by  Fred  W.  Albertson  of 

Dow,  Lohnes  &  Albertson,  Washington, 

D.  C,  in  its  report  reviewed  FCC  activities 
in  am,  fm  and  tv  broadcasting,  including 

color  tv,  toll  tv  and  community  antenna  sys- 

tems; the  commission's  activities  in  the  fields 
of  common  carriers  and  overall  frequency 

allocations;  developments  in  international 
communications;  legislative  actions  of  the 
house  and  senate,  and  the  most  important 
court  decisions  affecting  communications  of 

the  past  year.  The  report  concluded:  "The 
advent  of  the  International  Telecommunica- 

tion Union  Conference  [to  be  held  next  year 
in  Geneva,  Switzerland]  has  caused  renewed 

interest  in  the  subject  of  frequency  alloca- 

tions and  the  results  of  the  FCC's  investi- 
gations in  this  field  will  have  a  profound 

effect  on  communications  in  this  country 

for  at  least  the  next  decade." 
Kiefer  Heads  Fm  Association 

J.  B.  Kiefer,  president  and  general  man- 
ager of  KMLA  (FM)  Los  Angeles,  was 

elected  president  of  Fm  Broadcasters  Assn. 
of  Southern  California  at  an  organizational 
meeting.  Other  officers:  Fred  Rabell,  KITT 

(FM)  San  Diego,  vice  president;  Buff  Gott- 
lib,  KFMU  (FM)  Glendale,  secretary; 
Maurice  Buchen,  KGLA  (FM)  Los  Angeles, 
treasurer.  Elected  directors  were:  Dr. 
Buchen;  A.  Arthur  Crawford,  KCBH  (FM) 

Beverly  Hills;  Benson  Curtis,  KRHM  (FM) 
Los  Angeles;  Mr.  Kiefer;  Dorothy  Rabell, 
KITT,  representing  the  San  Diego  district; 

Edward  Robertson,  KQXR  (FM)  Bakers- 
field,  representing  that  district,  and  Dameron 
Warren,  KRCW  (FM)  Santa  Barbara,  rep- 

resenting that  district. 
The  association  plans  to  coordinate  its 

activities  with  those  of  the  national  Fm  De- 
velopment Assn.,  of  which  Mr.  Kiefer  is 

also  president.  Mr.  Rabell,  a  member  of 
the  Fm  Committee  of  NAB,  will  serve  as 
liaison  with  that  organization. 

Broadcasting 

RADIO  MANAGEMENT  CONSULTANT 

-  Management     ■  Programming  •  •  Sales 

—  Copy  —  Personnel  Evaluation  — 

VERL  BRATTON 

Based  on  30  years'  successful  personal  experience.  Practical 
advice  from  a  reputable  radio  pioneer  executive.  A  comprehensive  study  of 
operation  and  staff  made  in  person  at  your  station.  Reasonable,  equitable  rates. 

VERL  BRATTON,  1205  LaPaloma  Way,  Colo.  Springs,  Colo. 
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iff 

You  can  get  reprints  of  this  advertisement,  at  no  cost,  by  writing  to  this  magazine. 

Will  you  leave  these  freedoms  to  your  children  ? 

Men  have  died  to  leave  you  these 
4  symbols  of  freedom: 

A  Holy  Bible  — symbol  of  your  right 
to  worship  as  you  wish. 

(First  Amendment,  U.  S.  Constitution) 

A  door  key  — your  right  to  lock  your 
door  against  illegal  government  force 

and  prying.  (Fourth  Amendment,  U.  S.  Constitution) 

A  pencil  — freedom  to  speak  or  write 
what  you  think,  whether  you  agree 
with  the  government  or  not. 

(First  Amendment,  U.  S.  Constitution) 

And  a  free  ballot  — your  right  to 
choose  the  people  who  represent  you 

in  government— your  protection  against 
government  tyranny. 

(Article  I,  U.  S.  Constitution) 

Half  the  world  is  trying  to 

destroy  these  4  symbols  and  what 

they  stand  for. 

Even  in  this  country,  there  are 

people  who  threaten  our  freedoms, 

by  trying  to  give  the  U.  S.  govern- 
ment more  and  more  control  over 

American  life. 

They  have  a  start— already  the 

government  runs  hundreds  of  dif- 

ferent kinds  of  business  in  compe- 
tition with  its  own  citizens.  And 

you  read  about  proposals  that 

government  take  over  even  more. 

The  electric  light  and  power 

business,  for  example.  The  fed- 
eral government  already  runs 

some  of  it.  And  Congress  is  being 

pressed  to  take  over  still  more. 

Even  though  every  such  step  leads 

down  the  road  to  socialism,  one 

thing  most  Americans  dori't  want. 
If  socialism  comes  to  America 

this  way— step  by  step— you'll 
never  have  a  chance  to  vote  for  or 

against  it.  For  by  that  time,  gov- 
ernment will  control  your  job, 

your  independence,  your  thinking. 

Then  what  freedoms  will  you  be 

able  to  pass  on  to  your  children? 

America's  Independent  Electric  Light  and  Power  Companies* *  Company  names  on  request  through  this  magazine 
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TRADE  ASSNS.  continued 

TvB  Sales  Clinics 

To  Start  Next  Week 

Television  Bureau  of  Advertising's  16-city 
tv  selling  clinics  will  begin  Sept.  10  at  the 

Barringer  Hotel  in  Charlotte.  N.  C  Nor- 
man E.  Cash,  bureau  president  announced 

last  week.  Workshop  sessions,  which  will 
run  through  Oct.  29,  will  operate  on  the 

theme,  "Television  Sells  Best,  But  It  Also 

Requires  Better  Selling." 
The  program,  to  be  handled  in  different 

cities  by  TvB  staff  members  and  sales  per- 
sonnel of  member  stations,  will  cover  the 

following  topics:  (  1  )  how  to  pick  prospects; 

(  2  )  answers  to  a  tv  salesman's  20  toughest 
questions;  (3)  making  a  presentation  work; 
(4)  TvB  selling  aids;  (5)  what  has  sold  the 

retailer;  (6)  getting  co-op  money  used  for 
tv;  (7)  tv  success  stories;  (8)  creative  selling 

with  local  commercials;  (9)  keeping  the  ad- 
vertiser sold  on  tv;  (10)  workshops  on  spe- 

cific sales  problems. 

The  sessions,  beginning  in  Charlotte,  will 

continue  in  Atlanta.  Sept.  12,  Dinkier- 
Plaza;  Memphis,  Sept.  15,  Hotel  Peabody; 

Baton  Rouge,  Sept.  17,  Capitol  House;  De- 
troit, Sept.  19,  Statler-Hilton;  Chicago, 

Sept.  22,  Sheraton  Hotel;  Oklahoma  City, 
Sept.  24,  Oklahoma  Biltmore;  Los  Angeles, 
Sept.  24,  Sheraton  Town  House;  Seattle, 

Sept.  26,  Olympic  Western;  Kansas  City, 
Mo.,  Sept.  25,  Hotel  Muehlebach;  San  Fran- 

cisco, Oct.  1,  Mark  Hopkins  Hotel;  Denver, 

Oct.  3,  Cosmopolitan  Hotel;  Milwaukee, 
Oct.  15,  Hotel  Schroeder;  New  York,  Oct. 

17,  Sheraton-East;  Boston,  Oct.  22,  Ken- 
more  Hotel;  Washington,  D.  C,  Oct.  29, 

Mayflower  Hotel. 
TvB  staff  members  also  will  conduct  film 

sessions  for  broadcasting  executives  at 

NAB's  '58  regional  meetings,  scheduled  in 
Biloxi,  Miss.,  Sept.  19,  Buena  Vista  Hotel; 

Oklahoma  City,  Sept.  23,  Oklahoma  Bilt- 
more; San  Francisco,  Sept.  30,  Mark  Hop- 

kins Hotel:  Milwaukee,  Oct.  14,  Plankinton 

House;  Minneapolis,  Oct.  17,  Radisson 
Hotel;  Boston,  Oct.  21,  Somerset  Hotel; 

Washington,  D.  C,  Oct.  28,  Statler  Hotel. 

N.  Y.  Meet  for  Audio  Engineers 

The  tenth  annual  convention  of  the  Audio 

Engineering  Society  will  be  held  Sept.  29- 
Oct.  3,  at  the  Hotel  New  Yorker,  New  York. 

Among  the  papers  to  be  read  will  be  a  dis- 
closure of  recent  revisions  and  improve- 

ments in  the  Westrex  stereo  disc  recording 
head  which  is  credited  with  making  stereo 
development  in  the  U.  S.  possible;  a  full 

engineering  description  of  the  RCA  stereo- 

phonic tape  cartridge;  a  method  for  de- 
termining the  absolute  recording  sensitivity 

of  magnetic  tape,  and  a  description  of  a 
new  device,  a  magnetic  groove  disc,  for 
broadcast  station  use.  A  new  feature  of  the 

convention  will  be  the  first  exhibition  of  pro- 
fessional audio  equipment  to  be  sponsored 

by  the  society. 

Gaither  Heads  Georgia  Group; 

WLWA  (TV),  WSB  Take  Awards 
Frank  Gaither,  WSB  Atlanta,  was  elected 

president  of  the  Georgia  Assn.  of  Broad- 
casters at  its  Aug.  24-26  meeting,  held  at 

St.  Simons  Island.  He  succeeds  John  W. 
Jacobs  Jr.,  WDUN  Gainesville. 

Ralph  Edwards,  WWGS  Tifton,  was 
elected  first  vice  president;  George  Patton, 
WBML  Macon,  second  vice  president,  and 

Paul  Reid,  WBHB  Fitzgerald,  secretary- 
treasurer.  Named  to  the  board  were  James 

Hicks,  WRDW  Augusta;  Charles  McClure, 
WGBA  Columbus;  Bill  Keller,  WGOV 
Valdosta;  Roscoe  Ledford,  WVOP  Vidalia, 
and  Mr.  Jacobs. 

GAB  awards  for  the  state  "Deathless 

Weekend"  campaign  were  presented  to  Har- 
ry LeBrun,  on  behalf  of  WLWA  (TV)  At- 

lanta and  Mr.  Gaither  on  behalf  of  WSB. 

Vincent  T.  Wasilewski,  NAB  government 

relations  manager,  told  the  Aug.  25  lunch- 
eon one  of  the  most  active  sessions  of  Con- 

gress had  adjourned  without  passage  of  any 
measure  affecting  broadcasting. 

"When  a  Congress  spends  two  years  in- 
vestigating everything  from  loud  commer- 

cials to  music  programming  without  adopt- 
ing legislation  contrary  to  the  best  interests 

of  broadcasting,  I  consider  it  a  successful 

session,"  he  said,  listing  pay  tv,  alcoholic 
beverage  advertising  ban,  sports  antitrust 
exemption  and  bills  to  amend  the  Communi- 

cations Act  as  items  affecting  radio-tv. 
Mr.  Wasilewski  urged  broadcasters  to 

maintain  contact  with  their  congressmen 
and  senators.  "You  are  an  important  man, 
both  as  a  citizen  and  as  a  broadcaster,  to 

your  elected  representative  in  Congress,"  he 
said.  "Nine  times  out  of  ten  he  appreciates 
frequent  contact  with  both  you  and  your 
personnel.  He  recognizes  the  importance  of 
the  broadcast  media.  Most  of  you  are  more 
important  than  you  think. 

"Just  as  your  congressman  has  obligations 
to  you,  whether  or  not  you  voted  for  him, 
so  likewise  do  you  have  a  most  serious  ob- 

ligation to  him  and  your  audience.  The 
fact  that  broadcasting  stations  are  used  so 
extensively  by  political  candidates  gives  to 
the  broadcaster  the  unique  opportunity  of 
demonstrating  his  innate  character  to  these 

.  .  .  [congressmen]." 
RTES  Schedules  Seminars 

Radio  &  Television  Executives  Society 
of  New  York  has  announced  that  its 
1958-59  time-buying  and  selling  seminars 
will  be  held  each  Tuesday  for  16  weeks 
at  the  Hotel  Shelton  .  in  New  York, 
starting  Sept.  9.  Registration  fee  is  $10. 
Committee  members  are:  Speakers  and 
subjects  —  Norman  E.  Cash,  Television 
Bureau  of  Advertising;  Raymond  E.  Jones, 
Young  &  Rubicam;  David  R.  Kimble, 
Grey  Adv.;  Frank  G.  Stisser,  C.  E.  Hooper 
Inc.;  Jayne  M.  Shannon,  J.  Walter  Thomp- 

son; Arrangements  —  Peggy  Stone,  Radio 
Tv  Representatives;  Philip  R.  Richtscheidt, 
George  P.  Hollingbery  Co.;  Registrations — 
Robert  W.  Morris,  Broadcast  Advertisers 
Reports  and  Albert  B.  Shepard,  Select 
Station  Representatives;  Publicity  —  Miles 
David,  Radio  Advertising  Bureau,  and 
Jack  L.  Gross,  American  Research  Bureau. 

Broadcasting 

WOW!  WHAT  A  FIRST  YEAR 

THANKS  A  MILLION  FOLKS 

"Jaxie"  and  WFGA-TV  have  en- 

joyed one  year  of  steadily  grow- 
ing popularity  down  in  Jackson- 
ville— focal  point  of  a  $1%  billion 

64-county  Florida-Georgia  area. 
During  the  year,  the  station  won 
national  honors  in  Two  Station 
Markets,  winning  2nd  place  for 
General  Audience  Promotion  and 
2nd  place  in  Sales  Promotion  in 
the  Television  Age-Billboard  pro- 

motion competition. 

We  want  to  express  our  apprecia- 
tion   to    our    good    friends  and 

patrons,  the  agency  people  and  time  buyers 
throughout  the  country. 

"Jaxie",  the  porpoise  with  a  purpose,  is 
beginning  his  second  year  with  the  same 
avowed  aim — to  provide  top-flight  program- 

ming! .  .  .  excellent  promotion!  .  .  .  hard- 
hitting merchandising! 

Basic  NBC  Affiliate,  plus  selected  ABC 
Programming. 

Represented  by 

Peters,  Griffin,  Woodward,  Inc. 

i 

fVFGA-TV
    Chann

el  12 
■  ■   W  Jacksonville,  Florida 

FLORIDA'S   COLORFUL  STATION 
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The  photo  above  is  an  actual  enlargement  of  a  single  16  mm  frame  from  a  newsreel  shot  on 
Du  Pont  Type  931  Film  early  in  the  morning  after  a  light  plane  crash  near  Portland,  Oregon. 

KGW-TV  counts  on  930  and  931 

to  get  the  news  on  the  air  fast! 

Richard  Ross,  News  Director  of  KGW-TV,  Portland, 

Oregon,  says  that  his  station  has  used  DuPont  film 

for  newsreels  since  it  started  operations  in  December, 

1956.  '"Despite  some  rough  assignments,  it  has  never 

let  us  down,"  says  Mr.  Ross  about  DuPont  Rapid 

Reversal  Film.  "It  was  certainly  a  powerful  factor 
in  our  news  programs  having  been  listed  by  the 

American  Research  Bureau  as  the  top  multi-weekly 
news  program  in  several  consecutive  rating  periods. 

"One  of  the  reasons  we  get  our  news  on  the  air 
so  fast  is  the  rapid  drying  time  of  DuPont  930  and 

931.  They  dry  at  least  five  minutes  sooner  and  those 

five  minutes  mean  smoother  editing,  more  profes- 

sional treatment  of  the  coverage." 

Portland  has  frequent  rains  during  the  winter 

and  spring,  with  dull  skies,  early  darkness  and  very 

poor  lighting  conditions.  "We  find  that  931  film  has 
the  necessary  speed,  resolution  and  contrast  to  make 

good,  usable  pictures  under  extreme  conditions. 
With  the  added  bonus  of  fast  processing,  you  can 

see  why  Du  Pont  is  one  of  the  vital  tools  in  our 

operation,"  concludes  Mr.  Ross. 

For  more  information  on  DuPont  films  for  every 

TV  need,  contact  the  nearest  DuPont  Sales  Office 

or  write  DuPont  Photo  Products  Department,  2432-A 
Nemours  Building,  Wilmington  98,  Delaware.  In 
Canada:  DuPont  Company  of  Canada  (1956) 

Limited,  Toronto. 

<mt> "EG.  u.  S.  PAT.  OFF. 

Better  Things  for  Better  Living  .  .  .  through  Chemistry 
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TRADE  ASSNS.  continued 

NAB  Modifies  Rules 

For  Voice  of  Democracy 

Rules  governing  the  I  2th  annual  Voice  of 
Democracy  scriptu riting  contest  have  hcen 
revised  to  provide  one  national  winner  out 
of  four  semi-finalists,  instead  of  four  na- 

tional co-winners  as  in  past  contests.  The 
contest  is  sponsored  hy  NAB  and  Electronic 
Industries  Assn. 

The  top  winner  will  receive  a  $1,500 

scholarship  to  be  administered  by  the  Na- 
tional Assn.  of  Secondary-School  Principals. 

It  may  be  used  at  any  college.  The  semi- 
finalists  will  receive  gold  recordings  of  their 
winning  entries.  In  addition,  U.  of  Missouri 

will  present  $500  scholarships  to  its  journal- 

ism school  as  part  of  the  school's  50th  an- 
niversary celebration. 

State  broadcaster  associations  are  co- 
sponsoring  the  contest  this  year,  the  U.  S. 

Junior  Chamber  of  Commerce  having  with- 
drawn from  management  of  local  competi- 

tions. Over  30  state  groups  have  announced 
they  will  participate. 

Each  state  winner  will  be  given  an  all- 
expense  trip  to  Washington  next  February 
for  the  national  award  ceremonies.  The  con- 

test is  open  to  10th  through  12th  grade 
students  in  all  public,  private  and  parochial 
schools.  Contest  material  has  been  sent  to 
28,000  schools.  Each  contestant  writes  a 

three-to-five  minute  broadcast  script  on  the 

theme,  "I  Speak  for  Democracy,"  delivering 
the  script  orally  in  school  competition. 
Community,  county  and  state  eliminations 

follow.  The  contest  is  endorsed  by  the  U.  S. 
OMice  of  Education. 

These  state  broadcaster  associations  are 

participating:  Alabama,  Arizona,  Arkansas, 
Colorado,  Connecticut,  Florida,  Illinois,  In- 

diana, Iowa,  Kansas,  Kentucky,  Louisiana, 

Maine,  Maryland-D.  C,  Massachusetts, 
Missouri,  Nebraska,  New  Mexico,  North 
Carolina,  North  Dakota,  Ohio,  Oklahoma, 

Oregon,  Rhode  Island,  South  Carolina, 

South  Dakota,  Tennessee,  Texas,  Utah,  Ver- 
mont, Virginia,  Washington,  West  Virginia, 

Wisconsin  and  Wyoming. 

C.  R.  Home  Elected  President 

Of  Arkansas  Broadcasters  Assn. 

C.  R.  Home,  KXRJ  Russellville,  was 

elected  president  of  the  Arkansas  Broad- 
casters Assn.  at  its  Aug.  22  meeting.  Other 

officers:  Lee  Reaves,  KWRF  Warren,  vice 
president;  Kermit  L.  Richardson,  KBOK 
Malvern,  secretary.  Named  to  the  board 
were  L.  B.  Tooley,  KXAR  Hope;  Adrian 
L.  White,  KPOC  Pocahontas;  Julian  Haas, 
KAGH  Croffett;  Melvin  P.  Spann,  KWAK 
Stuttgart,  and  C.  J.  Dickson,  KBLO  Hot 

Springs.  Mary  Pritchett,  Litt'e  Rock,  con- 
tinues as  executive  secretary  of  ABA. 

Three  officers  of  neighboring  state  as- 
sociations took  part  in  a  business  session 

panel  that  include  a  discussion,  "Selling 
Radio  by  Radio,"  with  Don  Thompson, 
KAMO  Rogers,  as  moderator.  Panelists 

were  John  E.  Bell,  WCMA  Corinth,  presi- 
dent of  Mississippi  Broadcasters  Assn.; 

Allan  Page,  KGWA  Enid,  past  president  of 

Oklahoma  Broadcasters  Assn.,  and  Joe  M. 

Leonard,  KGAF  Gainesville,  secretary- 
treasurer  of  Texas  Assn.  of  Broadcasters. 
FCC  Comr.  John  S.  Cross  made  his 

maiden  address  as  a  commissioner,  describ- 
ing work  of  the  commission  and  some  of 

its  problems. 

Committees  on  Personnel,  Film 

Appointed  by  Fellows  for  NAB 
Two  committees  were  appointed  last 

week  by  NAB  President  Harold  E.  Fel- 
lows— an  advisory  group  to  study  person- 
nel patterns  in  the  broadcasting  industry 

and  the  1958-59  Television  Film  Com- 
mittee. 

The  advisory  committee  is  headed  by 

Charles  H.  Tower,  NAB  manager  of  broad- 

cast personnel  and  economics.  Other  mem- 
bers are  Dr.  Glenn  Starlin,  U.  of  Oregon; 

Dr.  Kenneth  Harwood,  U.  of  Southern 

California;  Robert  J.  McAndrews,  KBIG 

Los  Angeles;  Richard  M.  Brown,  KPOJ 
Portland,  Ore.,  and  Frederick  H.  Garrigus, 
NAB  organizational  services  manager  who 
will  be  committee  secretary. 

NAB,  working  with  the  Assn.  for  Pro- 
fessional Broadcast  Education,  will  seek  in- 

formation about  people  who  work  in  broad- 
casting and  their  attitude  towards  their 

jobs.  Experience,  education  and  other  fac- 
tors contributing  to  job  success  will  be 

surveyed. 

Joseph  L.  Floyd,  KELO-TV  Sioux  Falls, 
S.  D.,  was  named  chairman  of  the  tv 

film  group.  Other  members  are  A.  J. 
Fletcher.  WRAL-TV  Raleigh,  N.  C;  Fred- 

erick S.  Houwink,  WMAL-TV  Washing- 

ton; Paul  W.  Morency,  WTIC-TV  Hart- 
ford, Conn.;  Lee  Ruwitch,  WTVJ  (TV) 

Miami;  Eugene  S.  Thomas,  KETV  (TV) 

Omaha,  Neb.;  Lynn  Trammell,  WBAP-TV 
Fort  Worth,  and  Kenneth  I.  Tredwell  Jr., 

WBTV  (TV)  Charlotte,  N.  C. 

Hardesty  Traces  Radio  Success 

Big  growth  in  radio  in  recent  years  has 
taken  place  because  of  better  management 
and  disappearance  of  absentee  owners,  John 

F.  Hardesty,  vice  president-general  manager 
of  RAB.  told  the  Columbus  (Ga.)  Advertis- 

ing Club  Aug.  21.  Mr.  Hardesty  described 

absentee  owner  as  "self-styled  chief  radio 
station  executive  who  shouldn't  be  in  the 
radio  business  at  all  .  .  .  like  the  American 

buffalo;  these  pseudo-media  men  have  grad- 
ually faded  away.  In  their  place,  fortunately, 

have  come  aggressive,  radio-only  men  who 
are  willing  to  devote  their  full  energies  to 

the  furtherance  of  the  medium." 

Ad  Men  &  Women  to  Hear  Briggs 

The  Assn.  of  Advertising  Men  &  Women 
will  open  its  43rd  season  of  activity  on 

Wednesday  (Sept.  3)  when  it  holds  its  first 
luncheon  of  1958-59.  James  B.  Briggs,  ex- 

ecutive vice  president  of  Erwin  Wasey, 
Ruthrauff  &  Ryan,  New  York,  will  be  guest 

of  honor  and  will  answer  questions  on  adver- 

tising by  a  panel  consisting  of  Joseph  Kase- 
low,  New  York  Herald  Tribune;  James 

O'Gara,  Advertising  Age;  Carl  Spielvogel, 
New  York  Times,  and  Doris  Willens,  New 
York  Journal  American. 

UTILITY  TOWER  CO. 
BOX  7022 

OKLAHOMA  CITY,  OKLAHOMA 

Page  70    •     September  1,  1958 
Broadcasting 



Grand  Forks  Mother  can't 

risk  being  a  "pioneer" 
when  she  shops. . . 

BEATRICE  PINS  LE  V 

She's  always  satisfied  most  with  a 

brand  that's  made  a  name  for  itself! 

"I  MADE  IT. . .  arid  I  make  sure  that  the  best 
materials  and  workmanship  go  into  any  product 
with  my  name  on  it.  Naturally,  people  blame 
me  if  my  product  is  unsatisfactory,  and  they 

stop  buying  it.  I  can't  risk  turning  out  any- 
thing that  may  be  only  'second-best.'  " 

"I  SOLD  IT ...  recommended  it  because  the 
name  it  has  made  for  itself  tells  me  it's  one  of 
the  best,  most  up-to-date  products  in  its  field. 
In  fact,  a  good  brand  name  is  the  best  guaianlee 
my  customers  can  have  when  they  buy.  And 
for  me,  too  ...  I  know  they'll  buv  it  ayain." 

MANUFACTURER 

"I  BOUGHT  IT...  because  it's  an  advertised 

brand  1  can  trust  completely.  I  just  won't  risk 
my  family's  welfare  on  some  product  I  don 't 
know  anything  about — even  when  they  say  it's 
'just  as  good.'  I  feel  safer,  somehow,  when  I 
stick  to  a  brand  1  know  I  can  depend  on." 

THE  BRANDS  YOU  SEE  ADVERTISED  IN  THIS  MAGAZINE  ARE  NAMES  YOU  CAN  TRUST! 
They  stand  firmly  behind  every  product  and  claim  they  make. 

BRAND  NAMES  FOUNDATION,  INC.    •    437  FIFTH  AVENUE,  NEW  YORK  10,  N.  Y. 
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STATIONS 

LAKE  WASHINGTON — This  is  a  sequence  from  KING-TV 
Seattle  videotape  coverage  of  a  mishap  during  the  Gold  Cup 

hydroplane  race  on  Lake  Washington.  Wash.  KING  Seattle 

d.j.  Bill  Muncey  was  driving  the  hydroplane  Miss  Thriftway 

at  145  mph  when  its  rudder  came  off.  The  hydroplane  rammed 

a  45-ft.  Coast  Guard  boat  (1),  imbedding  itself  in  the  steel 

hull.  A  coast  guardsman  (c),  below  deck  when  the  crash 

occurred,  struggles  to  free  himself  as  the  two  vessels  sink.  The 

guardsman,  who  suffered  a  broken  leg,  is  pictured  by  KING- 

TV's  VTR  as  he  gets  free  and  is  picked  up  by  another  boat. 
Flag  still  flying  (r),  the  Coast  Guard  boat  submerges.  Miss 

Thriftway  was  still  imbedded  in  the  boat  when  they  were 
raised  two  days  later. 

Within  minutes  of  telecasting  the  accident  KING-TV  aired  it 
again  on  tape.  Gold  Cup  officials  were  able  to  judge  the  race 

through  a  KING-TV  monitor  in  the  official  barge.  (In  last 

year's  Gold  Cup  Mr.  Muncey  was  disqualified  for  hitting  a 
buoy;  he  later  was  declared  winner  when  judges  saw  KING-TV 
film  that  showed  the  d.j.  had  not  hit  anything.) 

A  staff  of  50,  eight  tv  cameras,  the  VTR  and  a  miniature 

Dage  tv  camera  were  used  by  KING-TV  in  its  eight-hour  cov- 
erage of  the  race. 

DATELINES 
Newsworthy  News  Coverage  by  Radio  and  Tv 
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NANTUCKET — WJAR-TV  Providence,  R. 
I.,  WEEI  Boston  and  WBZ  Boston  were 

among  the  stations  that  sent  staffers  to  the 
scene  of  the  Nantucket,  Mass.,  plane  crash 
Aug.  15  in  which  23  people  died  and  11 
were  injured. 

George  Clark,  cameraman  with  WJAR- 
TV  made  an  instrument  landing  at  Nan- 

tucket Airport  soon  after  the  crash,  after 

flying  through  bad  weather.  He  filmed  the 

scene  and,  after  being  forced  back  to  Nan- 
tucket once  due  to  bad  flying  conditions,  got 

his  footage  back  to  WJAR-TV  for  broad- 
cast at  7:08  a.m. 

WEEI  newsman  Ed  Myers  reached  the 
accident  scene  about  4  a.m.  He  recorded  on- 

the-spot  interviews  that  were  used  by  CBS 
as  well  as  WEEI. 
WBZ  had  newsmen  on  the  scene  and 

in  addition  broadcast  a  beeper  appeal  from 
Nantucket  Police  Chief  Wendell  Howe  Aug. 
18  asking  listeners  to  help  locate  the  nose 
wheel  of  the  crashed  plane.  The  wheel  was 
needed  by  authorities  investigating  the  cause 
of  the  accident.  The  part  was  turned  in  at 
9  p.m.  that  day  and  the  police  chief  made  a 
public  statement  attributing  the  missing 

part's  return  to  WBZ. 

HARTFORD — Newsman  Jim  Burnes  of 

WDRC  Hartford,  Conn.,  took  a  tape  re- 
corder along  when  he  accompanied  a  man 

who  was  testing  the  legality  of  the  toll  on 
the  local  Bulkeley  Bridge.  The  driver  of  the 
car  challenged  the  toll  by  driving  over  the 
bridge  without  paying  the  25  cent  toll  and 
was  promptly  arrested  by  East  Hartford 

police.  Mr.  Burnes'  recording  of  the  ex- 
change between  the  driver  and  the  police 

was  aired  on  several  subsequent  newscasts. 

MYRTLE  BEACH— Vacationing  WBT- 
WBTV  (TV)  Charlotte,  N.  C,  staffer 
Clyde  McClean  arrived  at  Myrtle  Beach, 
S.C.,  just  before  an  Air  Force  jet  trainer 
crashed  nearby.  Four  people  were  killed 

and  three  were  injured.  Mr.  McClean  im- 
mediately telephoned  a  report  to  the  sta- 

tions and  to  the  other  Jefferson  Standard 

Broadcasting  Co.  station,  WBTW  (TV) 
Florence.  S.  C.  Cameramen  from  the  tv  out- 

lets joined  Mr.  McClean  at  the  scene  and 
sound-on-film  interviews  with  witnesses  of 

the  crash,  were  rushed  backed  to  the  sta- 
tions. The  Charlotte  Observer  and  UPI  also 

used  the  Jefferson  stations'  pictures  and  re- 

ports. GENEVA — A  second  unit  of  five  Peoples 
Broadcasting  Corp.  newsmen  left  New  York 
last  week  to  cover  the  United  Nations  meet- 

ing on  the  Peaceful  Uses  of  Atomic  Energy 

in  Geneva,  Sept.  1-13.  The  Peoples  staffers 
are  visiting  Amsterdam,  the  Brussels  World 
Fair,  Zurich,  London  and  other  cities. 

Reports  from  the  newsmen  are  going 

nightly  to  the  corporation's  stations  (WGAR 
Cleveland;  WRFD  Worthington,  Ohio; 
WNAX  Yankton,  S.  D.;  KVTV  (TV)  Sioux 

City,  Iowa;  WTTM  Trenton,  N.  J.,  and 
WMMN  Fairmont,  W.  Va.) 

A  previous  team  of  newsmen,  sponsored 

by  a  group  of  advertisers  on  individual 
Peoples  stations,  toured  Europe  a  few 
months  ago.  Unit  number  two  is  sponsored 

by  Nationwide  Insurance  Co's.,  Columbus, 
Ohio.  Next  February  a  third  party  of  the 

company's  newsmen  will  tour  South  Amer- 
ica. 

PITTSBURGH — A  local  newspaper  and  a 
wire  service  used  stills  taken  from  the 

WIIC  (TV)  Pittsburgh  news  film  of  a 
woman  being  rescued  from  a  nearby  river. 
WIIC  aired  the  rescue  40  minutes  after  the 

alarm  came  over  the  station's  police  radio monitor. 

Garden  Teams  on  WINS  for  Bud 

WINS  New  York  and  Madison  Square 
Garden  announced  an  agreement  Thursday 

(Aug.  28)  for  play-by-play  broadcasts  this 
season  of  all  home  and  away  games  of  the 
Garden-owned  New  York  Rangers  (hockey) 
and  New  York  Knicks  (basketball).  The 

unusual  $200,000-plus  radio  package  has 

been  purchased  entirely  by  Anheuser-Busch 
Inc.  (Budweiser  beer),  St.  Louis,  through 

D'Arcy  Adv.,  St.  Louis.  The  games  no 
longer  are  being  carried  by  WPIX  (TV) 
New  York.  A  few  of  the  Ranger  games  will 

be  seen  Saturday  afternoons  on  CBS-TV 

and  a  few  of  the  Knicks'  on  NBC-TV  Sun- 
day afternoons,  but  there  will  be  no  tv  ex- 

posure in  New  York.  Garden  officials  said 

this  is  the  most  comprehensive  broadcast 

transaction  in  the  Garden's  33-year  history, 
while  WINS  claimed  the  Budweiser  buy  is 

the  largest  sports  purchase  in  volume  of 
hours  and  dollars  in  the  history  of  New 
York  radio. 

WRCA-TV  Revises  Rate  Card 

WRCA-TV  New  York  has  announced 
details  of  its  new  rate  card  (No.  18), 

describing  it  as  "a  new  simplified  rate  card, 
which  makes  it  easier  for  agency  timebuyers 

to  purchase  broadcast  time."  It  is  effective 

Sept.  15. There  are  no  appreciable  differences  in 
rates  in  the  new  card  as  compared  to  rate 

card  No.  17A,  issued  in  April  1957.  Ex- 
amples of  the  simplified  format  include  the 

elimination  of  special  rates  for  weekends; 
reduction  in  the  number  of  sales  plans 

through  dropping  of  "The  Five  Plan";  estab- 
lishment of  a  single  rate  for  daytime  pro- 

grams between  10  a.m.  and  5  p.m.;  setting 
up  of  an  identical  rate  protection  period  of 
three  months  for  all  station  breaks  and  all 

participations. 

RADAR  JOINS  THE  STAFF 

Broadcast  stations,  always  weather- 
minded,  are  becoming  increasingly 

professional  in  their  techniques.  Latest 
evidence:  a  rash  of  stations  setting 

up  their  own  radar  systems  to  pre- 
dict weather  changes. 

WMT-AM-TV  Cedar  Rapids,  Iowa, 
and  WFAA-AM-TV  Dallas,  Tex.,  are 

on  the  air  with  Collins  Radio  Co.'s 
converted  aircraft  weather  radar,  and 

WCCO-AM-TV  Minneapolis-St.  Paul 
has  purchased  Bendix  gear.  WBKB 

(TV)  Chicago,  WBRZ  (TV)  Baton 

Rouge,  La.,  and  WWIL  Ft.  Lauder- 
dale are  soon  to  follow,  also  using 

Collins  equipment.  Collins  has  been 

negotiating  with  KSTP-AM-TV  Min- 
neapolis-St. Paul,  although  that  or- 

ganization reports  a  planned  trial-run 
of  a  "composite  unit  of  our  own  as- 

sembly." 

RCA  also  has  begun  offering  its 
radar  facilities  to  broadcasters. 
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QUAD  -  CITIES 

CBS  Inc.  Officially  Assumes 

Ownership  of  WCAU  Stations 

Ownership  of  WCAT  J-AM-FM-TV  Phila- 

delphia was  transferred  officially  to  CBS  Inc. 

last  Friday  (Aug  30).  CBS  acquired  the  sta- 
tions last  winter  for  $20  million  from 

WCAU  Inc.,  a  subsidiary  of  the  Bulletin 

Co.  [At  Deadline,  Dec.  23,  1957],  after 

FCC  approval  last  month. 
President  Arthur  Hull  Hayes  of  CBS 

Radio  and  President  Merle  S.  Jones  of  the 

CBS-TV  stations  division,  heading  the  CBS 

delegation  at  the  transfer,  noted  that  WCAU 

was  the  first  radio  station  to  become  affili- 

ated with  the  CBS  Radio  network  (Septem- 

ber 1927)  and  that  WCAU-TV  was  first 
CBS-TV  affiliate  (March  1948).  Donald 

W.  Thornburgh  will  continue  to  be  in 

charge  of  both  radio  and  tv  operations. 
The  WCAU  package  station  sale  was  the 

biggest  in  history.  The  $20  million  broke 
down  to  $15.6  million  for  the  stations  and 
$4.4  million  for  land  and  buildings.  WCAU 

is  on  1210  kc  with  50  kw.  WCAU-FM  is 
on  98.1  mc  with  10  kc,  WCAU-TV  is  on 
ch.  10.  The  transfer  brings  CBS  up  to  its 

maximum  ownership  in  both  radio  and  tele- 
vision. It  already  had  radio  and  vhf  tv  op- 

erations in  New  York,  Los  Angeles,  Chi- 

cago and  St.  Louis;  am-fm  operations  in 
Boston  and  San  Francisco,  and  uhf  tv  sta- 

tions in  Milwaukee  and  Hartford,  Conn. 

Parent  of  WLAC-AM-TV  Sold 

Clint  Murchison,  Texas  oilman  and  fin- 

ancier, last  week  signed  final  papers  acquir- 
ing working  control  of  the  Life  &  Casualty 

Insurance  Co.  of  Nashville,  Tenn.,  owner 

of  WLAC  and  50%  owner  of  WLAC-TV 
Nashville,  Tenn.  Price  for  1.2  million  shares 
(5  million  outstanding)  was  reported  to  be 
$40  million.  Paul  Mountcastle,  chairman  of 

the  insurance  company,  also  owns  37.4% 
of  WATE-AM-TV  Knoxville,  Tenn.  Mr. 
Mountcastle  remains  with  Life  &  Casualty. 

KOOL-TV  and  KOLD-TV  Connected 

KOOL-TV  Phoenix  and  KOLD-TV 
Tucson  have  been  linked  into  a  joint  sales 

package,  according  to  Tom  Chauncey, 
president  of  both  stations.  Known  as  The 
Arizona  Television  Network,  they  now  can 
be  bought  as  a  single  package  at  no  extra 
cost  for  the  interconnecting  facilities.  The 
two  CBS-affiliated  stations  estimate  their 
combined  coverage  at  1,268,455  people. 

Los  Angeles,  and  the  U.  of  Southern  Cal- 

ifornia this  fall,  but  a  day  late.  Each  Satur- 

day afternoon,  the  station's  remote  camera 
crew  and  special  events  director  Bill  Welsh 
will  send  their  sight-and-sound  report  of  the 
gridiron  contest  back  to  master  control  by 
closed-circuit  for  videotaping.  KTTV  will 
broadcast  the  games  in  full  each  Sunday, 
starting  at  1 :30  p.m. 

WRC-WAVE  Hook-Up  Saves  Day 

For  Humphrey  and  Indiana  Rally 

WRC  Washington  and  WAVE  Louisville 
combined  forces  to  write  a  happy  ending 
to  what  had  been  a  pressing  problem  at  a 
Democratic  rally  in  Indiana.  Sen.  Hubert 

Humphrey  (D-Minn.)  was  scheduled  to  be 
the  featured  speaker  at  an  Aug.  23  meeting 
of  the  Indiana  Democratic  Editorial  Assn., 

meeting  in  French  Lick,  but  was  unable  to 
attend  because  the  85th  Congress  still  was 
in  session. 

Using  the  facilities  and  personnel  of  WRC 
and  WAVE,  Sen.  Humphrey  was  able  to 
deliver  his  address  and  answer  questions 
over  a  microphone  just  off  the  Senate 
Chambers.  And,  as  a  bonus  made  possible 

by  the  two-way  radio  hook-up,  seven  other 
Democratic  members  of  Congress  were  on 

hand  to  answer  questions  of  the  1,000  as- 
sembled in  French  Lick. 

Democratic  National  Chairman  Paul 
Butler  served  as  moderator  at  the  Indiana 

end,  where  the  "broadcast"  was  heard  over 
a  public  address  system.  In  Washington, 

Sen.  Humphrey  served  as  m.c.  as  the  Indi- 
ana newsmen  also  questioned  Democratic 

Sens.  Mike  Mansfield  (Mont.),  John  Spark- 
man  (Ala.),  Frank  Church  (Idaho),  Stuart 

Symington  (Mo.)  and  George  Smathers 
(Fla.),  in  addition  to  Indiana  Democratic 
Congressmen  Winfield  Denton  and  Ray 
Madden.  The  Washington  participants  used 
earphones  to  hear  questions  by  Democrats 
at  the  Indiana  rally. 

The  special  hook-up,  "on-the-air"  for  65 
minutes,  cost  the  Democrats  approximately 

$500. 

REPRESENTATIVE  APPOINTMENTS 

KLYN  Amarillo,  Tex.,  WHYE  Roanoke, 
Va.,  WWOK  Charlotte,  N.C.,  and  KLFY- 
TV  Lafayette,  La.,  appoint  William  J. 
Reilly  as  station  representative  in  midwest. 

Richard  O'Connell  Inc.  will  represent  sta- 
tions in  New  York  area. 

WBC  Backs  WGBH-TV  Power  Boost 

Westinghouse  Broadcasting  Co.  has  given 
WGBH-TV  Boston  a  25  w  amplifier  which 
will  enable  that  ch.  2  facility  to  operate  on 
100  kw,  the  maximum  power  allowed  an 
educational  station  under  FCC  rules.  W.  C. 

Swartley,  Westinghouse  vice  president,  and 
Franklin  A.  Tooke,  WBZ-TV  Boston  gen- 

eral manager  presented  the  equipment  to 

WGBH-TV  General  Manager  Hartford 
Gunn  at  a  brief  ceremony. 

KTTV  (TV)  to  Tape  Grid  Games 

KTTV  (TV)  Los  Angeles  will  give  viewers 

complete  play-by-play  coverage  of  all  home 
football  games  of  the  U.  of  California  at 

WETZ  New  Martinsville,  W.  Va.,  appoints 
Elaine  Johnson  Associates  of  Charleston, 
W.  Va. 

KPAL  Palm  Springs,  Calif.,  appoints  For- 
joe  &  Co.,  N.Y. 

WJMR-TV  New  Orleans  names  H-R  Tele- 

vision Inc.  WJMR-TV,  ABC-TV  affiliate, 
operates  on  both  vhf  ch.  12  and  uhf  ch.  20. 
H-R  Television  also  has  been  named  national 

representative  for  WTOL-TV  Toledo,  Ohio, 

to  go  on  air  in  November  as  CBS-TV  outlet. 
[Broadcasting,  Aug.  25,  18]. 

KCBS  Grand  Prairie,  Tex.,  names  Weed 

Co.,  N.  Y. 

ROCK  ISLAND  •  MOLINE  •  E.  MOLINE  •  DAVENPORT 

now  the  nation's 

4
7
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TV  MARKET 

according  to  Television  Age  Magazine 

RETAIL  SALES  are  above  the 

national  average.  Rock  Is- 
land, Moline,  East  Moline  are 

rated  as  "preferred  cities"  by 
Sales  Management  magazine 

for  the  first  6  months  of  1958. 

You  too,  can  expect  above- 
average  sales  if  you  BUY 
WHBF-TV  NOW! 

WHBF-TV
 

CBS  FOR  THE  QUAD-CITIES 
Scott    County,    Iowa,    Rock    Island    County,  Illinois 

Represented  by  Avery-Knodel,  Inc. 
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MANUFACTURING 

Chicago  Tv-Electronic  Fund 

Has  $178.5  Million  Net  Assets 

Television-Electronics  Fund  Inc.,  Chi- 
cago investment  firm,  has  reported  total 

net  assets  of  $178,531,343  as  of  July  31. 
1958,  the  end  of  the  third  fiscal  quarter, 
with  over  95%  of  the  assets  invested  in 
common  stocks  and  convertible  securities. 
The  fund  concentrates  on  electronic  and 
nucleonic  investments. 

Chester  D.  Tripp,  president  of  TEF,  de- 

scribed the  economic  atmosphere  as  "de- 

cidely  more  optimistic,"  while  predicting 
slow  improvement  in  business  and  employ- 

ment from  last  spring.  The  fund,  he  added, 

has  substantially  increased  its  equity  posi- 
tion and  reduced  holdings  of  short-term 

paper  and  cash. 
The  95%  investment  in  stocks  and  securi- 

ties compares  with  an  equity  position  of 
86.9%  at  the  close  of  the  1957  fiscal  year 
last  Oct.  31.  Total  assets,  in  hitting  a  new 

peak,  rose  32.1%  over  the  $135,100,234 
recorded  on  that  date.  Net  asset  value  per 

share  increased  from  $10.36  to  $11.56  dur- 

ing the  same  nine-month  period. 

Acme  Telectronix  Div.'s  Assets 

Added  to  Fairchild  Corporation 

Fairchild  Camera  and  Instrument  Corp., 

Long  Island,  N.  Y.,  has  acquired  the  assets 
of  Acme  Telectronix  Div.  of  NEA  Service 

Inc.,  Cleveland,  Ohio,  Fairchild  President 
John  Carter  and  NEA  Service  President 

Herbert  W.  Walker  have  jointly  announced. 

Acme  Telectronix'  telephoto  and  facsimile 
transmitting  equipment — used  by  UPI,  NEA 
Service  and  the  military — and  its  color 
scanning  device  will  be  handled  by  three 
separate  Fairchild  divisions. 

Mr.  Carter  referred  to  the  transaction  as 

''another  step  in  our  program  of  diversifica- 

tion and  the  broadening  of  the  company's 

product  base." 

EIA  to  Consider  Tv  Promotion 

A  year-round  program  designed  to  stim- 
ulate sales  of  tv  sets  will  be  considered  at 

the  fall  conference  of  Electronic  Industries 

Assn.,  according  to  James  D.  Secrest,  ex- 
ecutive vice  president.  A  report  on  the 

project  will  be  heard  from  a  special  com- 

mittee that  will  report  to  EIA's  Consumer 
Products  Div.  The  fall  meeting  will  be  held 

Sept.  16-18  at  the  St.  Francis  Hotel,  San 
Francisco. 

Dr.  Ernest  O.  Lawrence  Dies; 

Invented  Cyclotron,  Color  Tube 

Dr.  Ernest  O.  Lawrence,  57,  inventor  of 

the  cyclotron  and  of  the  Lawrence  color 
tv  tube,  died  last  Wednesday  in  Palo  Alto. 
At  the  time  of  his  death,  he  was  director 

of  the  U.  of  California's  Radiation  Lab  in 
Berkeley.  Death  was  due  to  ulcerative 
colitis. 

Dr.  Lawrence  invented  the  single  gun 

color  tube  in  1951.  Paramount  Pictures' 
Chromatic  Television  Labs  holds  the  li- 

cense to  produce  the  tube  for  commercial 
use.  Several  years  ago,  Chromatic  and  Allen 
B.  DuMont  Labs  announced  jointly  that 

they  were  working  to  make  the  tube  for 

receiver  use.  DuMont  no  longer  makes  re- 
ceivers, Emerson  Radio  &  Phonograph  Co. 

having  acquired  the  line. 

MANUFACTURING  SHORTS 

RCA  Victor  Radio,  "Victrola"  Div.,  Cam- 
den, N.J.,  announced  last  week  it  has  pre- 

pared five  conversion  kits  for  use  in  con- 
verting RCA  high  fidelity  instruments  to 

play  stereophonic  records.  Kits,  which  will 

be  available  through  RCA  Victor  distribu- 
tors in  few  weeks,  will  range  in  price  from 

$19.95  to  $79.95. 

International  Radio 
&  Electronics  Corp., 

Elkhart,  Ind.,  an- 
nounces new  port- 

able stereo  tape  re- 

corder, "Stereo-X." Tape  speeds:  15, 
IVi,  3¥a  ips.  Other 

speeds  may  be  had 
on  request,  split  or  full  track  erase,  as 
desired.  Micro-sync-timing  with  frequency 

response  example  of  20-30,000  cps  ±2 
db  at  15  ips.  Signal-to-noise  ratio:  54  db. 
Five  inch  to  IOV2  inch  NAB  reel  and  14 

inch  reels  on  long  play  model.  Forward 
or  rewind  time:  55  seconds  for  2400  feet. 

Aluminum  construction  throughout  with 
satin  anodized  engraved  panels. 

Reeves  Soundcraft  Corp.,  announces  its  ex- 
ecutive offices  of  Danbury,  Conn.,  plant 

are  now  open.  Executives  operating  in  the 

Danbury  facility  include  Frank  B.  Rogers 

Jr.,  executive  vice  president;  William  H. 

Deacy,  vice  president;  George  P.  Bassett, 
distributor  sales  management;  Thomas  J. 

Dempsey,  advertising  and  sales  promotion 
manager;  Arthur  E.  McGowan,  assistant 
advertising  and  sales  promotion  manager, 

and  William  A.  Morrison,  instrumentation 
sales  manager. 

RCA  reports  shipment  of  custom  made 
travelling  wave  antenna  to  WLWA  (TV) 
Atlanta. 

Lambda-Pacific  En- 
gineering,  Van 

Nuys,  Calif.,  an- 
nounces mobile  mi- 
crowave transmitter 

unit  completely 

equipped  to  handle television  remote 

pickups.  Housed  in 
Volkswagen  delivery 
van  or  similar  type 

vehicle,  unit  sells  for 

approximately  $18,- 
500  and  is  operated 

by  as  few  as  two  men.  Unit  takes  pictures 

at  distant  points  and  transmits  both  audio 
and  video  information  through  microwave 

link  to  tv  studio  or  to  transmitter  for  re- 

broadcast.  Designated  Tele-Remoter,  ve- 
hicle contains  auxiliary  power  plant  and 

200-foot  cable  reel,  1-watt  microwave  trans- 
mitter and  parabolic  retractable  antenna, 

sync  generator,  two-way  communications 
for  setup  and  timing  of  signals  plus  moni- 

toring equipment. 

Jerrold  Electronics  Corp.,  Philadelphia, 

has  introduced  "home  version"  of  large 
master  antenna  systems  which  link  rooms 
and  apartment  units  in  hotels  and  buildings 

to  one  roof-top  antenna.  Plug-in  antenna 

system  provides  high-fidelity  reception  from 
one  antenna  to  any  number  of  tv  or  fm 

receivers  as  well  as  "true"  portability  within 
home  for  portable  tv  sets.  Jerrold  Tv-Fm 
Home  System  comes  in  kit  complete  for 
installation  and  includes  amplifier,  antenna 

lead  and  plug-in  outlets.  Kit  sells  for  $67.75. 

Institute  of  High  Fidelity  Mfrs.  will  hold 
T958  New  York  High  Fidelity  Show  at 

New  York  Trade  Show  Bldg.  Sept.  29-Oct. 
4.  WBAI-FM  New  York  will  demonstrate 

its  multiplexing  operation,  with  all  programs 
broadcast  from  show. 

General  Electric  Co.,  Receiving  Tube  Dept., 

Owensboro,  Ky.,  is  again  sponsoring  All- 
American  Awards  for  public  service,  under 
which  trophies  and  checks  for  $500  will  be 

presented  to  ten  tv  service  technicians  who 

have  performed  "outstanding  community 
services"  during  1958.  Candidates  may  be 
nominated  by  individual  or  organization 

through  letters  addressed  to  All-American 
Awards  Committee,  General  Electric  Co., 

Owensboro,  Ky.  Deadline  is  Oct.  12. 

United  Press  International 

Facsimile  Newspictures  and 

United  Press  Movietone  News 

Build  Ratings  L 

ilm 
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PROGRAM  SERVICES 

WGN  Cancels  VTR  Syndication 

Planned  for  'Ding  Dong  School' 

WGN-TV  Chicago  last  week  temporarily 
abandoned  plans  for  syndicating  Ding  Dong 
School  and  other  properties  on  Ampex 
videotape  recording  facilities  because  of 

"technical  difficulties." 
Ward  L.  Quaal,  vice  president  and  gen- 

eral manager  of  WGN-AM-TV,  attributed 

the  decision  to  the  "delay  in  the  develop- 
ment and  distribution  centers.  After  care- 

ful study  we  consider  the  responsibility  of 
duplicating  tapes  in  quantities  required  for 
such  an  undertaking,  on  a  Monday  through 
Friday  basis  for  a  period  of  52  weeks,  too 

great."  He  added  that  while  WGN-TV  has 
two  Ampex  VR-1000  units,  "we  have  de- 

cided that  this  or  any  similar  project  at 

this  time  would  severely  overtax  the  facili- 

ties and  manpower  of  our  station." 
Mr.  Quaal  reported  mounting  agency 

interest  in  the  Ampex  videotape  recording 
method,  requiring  an  expenditure  of  time 

and  effort  and  "exploratory"  use  of  WGN- 
TV  units,  and  increasing  utilization  of  the 

machines  "in  day  to  day  operations."  He 
said  syndication  plans  would  be  undertaken 

again  when  a  videotape  duplication-distri- 
bution center  is  set  up  in  Chicago. 

Seymour  Heads  Olympic  Tv  Group 

Dan  Seymour,  radio-tv  vice  president  of 
J.  Walter  Thompson  Co.,  New  York,  is 
chairman  of  a  five-man  National  Television 
Public  Service  Committee  to  oversee  tv 

programming  for  the  1960  Olympic  Win- 
ter Games  at  Squaw  Valley,  Calif.  Other 

members  of  the  committee,  all  donating 
their  services  as  a  contribution  to  the  Olym- 

pic games,  are:  Lowell  Thomas,  CBS  news 
commentator;  Dave  Werblin,  president, 
MCA-TV  Ltd.,  New  York;  Wally  Jordan, 
director  of  radio  and  tv,  William  Morris 

Agency,  New  York,  and  Bill  Henry,  radio- 
tv  commentator.  The  group  will  serve  in  an 
advisory  capacity  during  negotiations  to 
telecast  the  games. 

L  A.  Group  Opposes  Homevision 

Antelope  Valley  Citizens  Committee 
Against  Pay  Television  has  notified  the  Los 

Angeles  County  Board  of  Supervisors  that 
it  is  opposing  the  award  of  a  closed-circuit 
tv  franchise  to  Homevision  Inc.  Julius 
Tuchler,  who  headed  the  citizens  commit- 

tee that  upset  the  grants  of  similar  franchises 
to  Skiatron  Tv  and  International  Telemeter 

Corp.  in  Los  Angeles  [Program  Services, 

Nov.  6,  1957  to  March  10],  will  represent 
the  Antelope  Valley  Committee  at  the 

County  Board  public  hearing  on  the  Home- 
vision  petition  Sept.  4. 

Capitol  Reports  Record  Gross 

Capitol  Records  grossed  $43,694,818 
during  its  fiscal  year  ended  June  30,  1958, 

the  highest  sales  figure  in  the  company's 
16-year  history,  President  Glenn  E.  Wal- 
lichs  revealed  in  his  annual  report  to  stock- 

holders. The  figure  represented  a  24%  in- 
crease over  the  1957  gross.  Net  income, 

however,  was  down  14%  to  $2,777,755. 

The  decline  was  attributed  chiefly  to  Capi- 

Broadcasting 

tol's  launching  three  new  enterprises:  a  line 
of  phonographs;  purchase  of  Electrical  & 
Musical  Industries  (U.S.)  Ltd.,  importers 
and  distributors  of  Angel  records,  and  the 
Capitol  Record  Club. 

Wire  Publicity  Release  Service 

Planned  by  Chicago  News  Bureau 

On  the  drawing  boards  of  the  Chicago 
City  Press  Assn.  (City  News  Bureau)  is  a 

projected  plan  for  creating  a  "public  rela- 
tions wire"  by  which  hundreds  of  area  cor- 

porations (advertisers)  would  service  major 

media,  including  radio-tv  stations  and  select 
trade  journals,  on  a  preferred  basis. 

Companies  would  specify  media  recipi- 
ents of  given  news  releases,  to  be  fed  by  the 

bureau  under  a  code  system  (TWX  ma- 
chines for  primary  service,  messengers  for 

secondary).  Stations  and  other  media  would 

be  divided  into  preferential  groups  (gen- 
erally network  and  non-network)  and  the 

bureau  would  underwrite  costs  for  estab- 
lishing the  service. 

The  idea  reportedly  stemmed  from  the 
four  Chicago  newspapers,  which  own  CNB, 

and  is  described  as  a  kind  of  "filtering 
process"  to  direct  publicity  releases  to  the 
proper  recipients  and  eliminate  volumes  of 

material  which  ordinarily  wind  up  in  "File 

13." 

Program  Producers  File  Suit 

Charging  that  similarity  of  titles  has 

caused  "enormous  confusion"  which  has 

"substantially  impaired"  existing  contracts 
and  residual  rights  in  You  Asked  for  It,  tele- 

cast for  seven  years  on  ABC-TV,  Wayne 
Steffner  Inc.  and  Cran  Chamberlin,  pro- 

ducers of  the  program,  have  filed  suit  in 

Los  Angeles  Superior  Court  for  $1.5  mil- 
lion damages  and  an  injunction  against 

KTTV  (TV)  Los  Angeles,  N.  A.  Kitay  and 
Jackie  Lee  Corp.  over  the  program  Yours 
for  the  Asking. 

Jules  Power  Exits  from  Chicago 

With  the  sale  of  its  last  remaining  prop- 
erty, Lunchtime  Little  Theatre,  to  WGN- 

TV  Chicago,  Jules  Power  Productions  last 
week  confirmed  it  is  closing  its  Chicago 
quarters,  but  will  retain  its  New  York 
office. 

The  production  firm  at  one  time  packaged 
such  network  and  syndicated  series  as  Mr. 
Wizard,  All  About  Baby,  Time  for  Fun, 
the  Gloria  DeHaven  and  Jane  Pickens  shows 
and  others. 

PROGRAM  SERVICES  SHORTS 

U.  S.  Steel  Corp.,  Pittsburgh,  has  made 
available  to  tv  stations  27-minute  docu- 

mentary, Jonah  and  the  Highway,  which 

dramatizes  lives  of  men  who  build  high- 

ways— contractors,  engineers,  machine  op- 
erators, inspectors  and  steelwokers.  Non- 

commercial film  is  dedicated  to  highway 

engineers. 

Jac  Hein  &  Co.,  production  and  packaging 
firm,  has  been  formed  and  temporarily 
located  at  55  W.  54th  St.,  N.  Y.,  announced 

Jac  Hein,  resigned  from  NBC-TV  where  he 
was  producer-director.  Telephone:  Circle 5-1130. 

In  Fort  Wayne 

the  nation's  No.  1 
test  market 

use 

WANE 

Fort  Wayne 

CBS  Represented  by  Petty 

A  CORINTHIAN  STATION 
K.OTV  Tulsa  •  K.GUL-TV  Houston 
WANE  &  WANE-TV  Fort  Wayne 
WISH  &  WISH-TV  Indianapolis 

HERE'S  RELIEF 
RELIEF  FOR  THOSE  WHO 

SUFFER  FROM  THE 

SYMPTOMS  OF 

ULCERS 

W.  B.  R.,  Chicago,  says,  "Now, 
at  last,  since  taking  U-90 
cabbage  juice  extract  tablets,  I 
have  no  more  pain  or  symptoms 
of  an  ulcer.  I  eat  anything  I 

want  and  sleep  all  night  with- 
out the  misery  I  so  long  endured. 

I  cannot  thank  you  enough  for 

the  relief  I  now  enjoy." 

U-90  IS  A  FORMULA  GUARANTEED  TO  RE- 
LIEVE THE  SYMPTOMS  OF  ULCERS.  TWO  TAB- 
LETS AFTER  EACH  MEAL  GIVE  YOU  THE 

EQUIVALENT  OF  TWO  QUARTS  OF  CABBAGE 
JUICE  DAILY.  SEND  $9.95  FOR  A  BOTTLE  OF 
100  TABLETS  (or  send  name  and  address  for 
C.  O.  D.  delivery).  DO  IT  TODAY!  YOU  MUST 
BE  SATISFIED  ...  OR  YOUR  MONEY  BACK! 

HEALTH-RITE  Distributors 

P.  O.  Box  803-B 
SIOUX  CITY,  IOWA 
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PERSONNEL  RELATIONS 

STUDIOS  SIGN  LIVE  MUSIC  PACT
 

•  New  guild  to  employ  musicians  for  portion  of  tv  series 

•  AFM  officials  charge  sellout  to  major  film  producers 

Major  motion  picture  studios  have 

agreed,  for  the  first  time,  to  use  live  musi- 
cians to  provide  sound  tracks  for  at  least 

a  portion  of  their  tv  film  series,  under  an 

agreement  completed  last  week  with  the 

newly  formed  Musicians  Guild  of  America. 

The  collective  bargaining  contract,  an- 

nounced jointly  Aug.  28  by  MGA  Chair- 

man Cecil  F.  Read  and  Charles  Boren.  in- 

dustrial relations  vice  president  of  Assn.  of 

Motion  Picture  Producers,  will  go  into  effect 

Sept.  3,  provided  it  is  ratified  tonight  (Sept. 

1)  by  the  MGA  membership.  MGA  head- 

quarters was  confident  it  would  be  ratified. 

The  contract  will  permit  employment  of 

musicians  by  Hollywood's  major  motion 

picture  makers  for  the  first  time  since  mid- 

February,  when  the  American  Federation 

of  Musicians  ordered  its  members  not  to 

work  for  these  producers  following  a  break- 

down in  negotiations  to  replace  the  agree- 

ment that  expired  Feb.  19  [Personnel  Re- 
lations, Feb.  24]. 

In  the  intervening  months,  a  group  of 

Hollywood  musicians  who  had  protested 

against  AFM  policies,  notably  that  of  de- 
manding payments  by  picture  producers 

and  other  employers  into  the  Musicians'  Per- formance Trust  Funds,  broke  away  from 

AFM  and  formed  a  new  union.  MGA,  un- 

der leadership  of  Mr.  Read,  former  vice 

president  of  AFM's  Hollywood  Local  47. 
Disagreement  with  AFM  philosophy  had 

cost  him  membership  two  years  before 

[Personnel  Relations,  March  31]. 

MGA  had  petitioned  the  National  Labor 
Relations  Board  for  an  election  by  some 

1,200  musicians  who  had  been  employed  by 

major  studios  to  choose  either  MGA  or 
AFM  as  their  bargaining  agent.  MGA  won 
the  election  [At  Deadline,  July  14].  MGA 

then  began  negotiating  with  the  picture  pro- 
ducers and  after  five  weeks  has  secured  a 

contract  covering  employment  of  musicians 
by  Allied  Artists,  Columbia,  Walt  Disney 
Productions,  MGM,  Paramount,  20th  Cen- 

tury-Fox, Universal  and  Warner  Brothers. 
Wage  increases  ranging  from  14%  to 

31%  are  specified,  setting  scales  of  $55  per 

man  per  three-hour  session  if  35  musicians 
or  more  are  employed,  $57.75  for  30-34 
musicians.  $60.50  for  24-29,  and  $63.25 
for  23  or  fewer.  The  old  rate  was  $48.21, 

regardless  of  the  number  of  musicians  used 
in  scoring  a  picture.  For  sideline  musicians, 
the  new  rate  is  $30.93  per  day,  up  from 
$27.13.  Comparable  increases  were  given 

arrangers,  orchestrators,  copyists  and  li- 
brarians. The  new  contract  also  contains  a 

vacation  clause,  giving  each  man  the  equiv- 
alent of  4%  increase  in  pay. 

For  tv  films,  the  major  studios  agreeed  to 
record  a  portion  of  each  series  with  live 
musicians,  the  minimum  being  set  at  three 

hours  work  for  each  13  half-hour  pro- 
grams at  the  rate  of  $55  per  man  for  the 

three-hour  session.  For  a  series  of  39  half- 
hour  shows,  nine  hours  is  the  minimum  em- 

ployment time  for  live  musicians;  for  39  full- 

hour  programs,  18  hours  is  the  minimum. 
For  the  balance  of  music  required  for 

these  tv  series,  the  motion  picture  com- 

panies are  permitted  to  use  previously  re- 
corded sound  tracks.  For  single  programs 

such  as  90-minute  shows,  pilot  films  and 

spectaculars,  there  can  be  no  mixing  of 
live  music  and  that  dubbed  from  other 
recordings. 

The  pact  frees  employers  from  payments 
into  the  trust  fund  if  theatrical  films  are 

sold  to  television  and  requires  no  residual 

payments  to  the  musicians  themselves.  It 
does  away  with  the  contract  orchestras 

maintained  by  six  of  the  major  studios — two 
of  36  musicians,  one  of  45  and  three  of  50, 

with  each  man  guaranteed  pay  for  10  hours 

work  a  week  ($160)  on  a  one-year  contract. 
The  employers  were  reportedly  adamant 

about  the  elimination  of  any  such  require- 
ment, which  was  said  to  have  cost  the  studios 

$800,000-$  1  million  a  year  for  music  paid 
for  but  not  used  in  these  times  of  reduced 

schedules  of  motion  picture  production. 

A  union  shop  is  specified  in  lieu  of  the 
closed  shop  maintained  by  AFM.  That  is, 
a  motion  picture  producer  may  hire  any 
musician  he  wishes,  but  the  musician  must 

within  30  days  become  a  member  of  MGA. 

Eliot  Daniel,  president  of  AFM  Local 

47,  blasted  the  MGA  agreement  as  a  "tre- 
mendous sellout  of  the  principles  for  which 

musicians  have  been  striving  for  years." 
He  said  the  pact  "sacrifices  the  right  to  job 
security  and  guaranteed  employment.  .  .  . 
It  surrenders  the  musicians  right  in  the 

product  he  produces,  so  he  can  now  record 
himself  right  out  of  his  livelihood.  ...  It 
breaches  the  protective  wall  in  tv  films  and 

provides  that,  in  a  few  hours  work,  a  musi- 
cian completes  a  whole  series  of  39  films 

and  then  has  no  further  income.  Cecil 

Read  has  handed  millions  of  dollars  a  year 

in  musicians'  pay  to  the  producers  who 

played  him  for  a  sucker." 
MGA  promptly  labeled  the  Daniel 

charges  as  "nonsense."  "What  good  is  job 

security,"  one  member  asked,  "if  it  covers 
only  273  musicians?  And  what  rights  are 
being  surrendered  by  the  musician  who  will 
himself  receive  more  pay  for  his  work? 

And  what  kind  of  'protective  wall'  was  the 
AFM  agreement  under  which  95%  of  all 

tv  filmed  programs  were  made  without  us- 

ing any  live  music  at  all?" 
"Sure,  we'd  like  to  have  obtained  resid- 

uals and  other  advantages,"  he  said.  "But 
we're  not  unhappy  over  having  gotten  a 
raise  in  scale  and  our  foot  in  the  door  in 

tv  for  the  first  time  and  a  chance  for  musi- 

cians to  go  back  to  work  in  motion  pic- 
tures for  the  first  time  in  more  than  six 

months." 
Negotiating  committees  headed  by  Mr. 

Boren  and  Mr.  Read  included  additionally, 

the  producers:  Y.  Frank  Freeman,  Para- 
mount; Steve  Broidy,  Allied  Artists;  B.  B. 

Kahane,  Columbia;  Bonar  Dyer,  Walt  Dis- 

Page  76 September  1,  1958 

ney;  Saul  Rittenberg,  MGM;  Lew  Schreiber, 

20th  Century-Fox;  Morris  Weiner,  Univer- 
sal-International; E.  L.  DePatie,  Warner 

Bros.,  with  Mendel  Silberberg,  Maurice 

Benjamin,  Alfred  P.  Chamie  and  Ben  Batch- 
elder  representing  AFM  PP.  MGA  repre- 

sentatives, in  addition  to  Mr.  Read,  were 
Justin  Gordon,  Ned  Nash,  Larry  Sullivan, 

Harry  Swerdlow  and  Richard  Perkins. 
MGA  is  currently  petitioning  for  an 

NLRB  election  among  musicians  employed 

by  independent  movie  producers,  with  AFM 

opposing  the  election.  [Personnel  Rela- 
tions, Aug.  11].  The  new  union  has  an- 

nounced intention  to  apply  for  similar  elec- 
tions in  network  radio  and  tv,  tv  film  pro- 

duction and  sound  recordings. 

Herman  D.  Kenin,  president  of  AFM, 

criticized  a  clause  which  "tosses  out  the  win- 

dow the  guaranteed  annual  wage"  for  musi- 
cians. "Moreover,"  Mr.  Kenin  said,  "it  ap- 

pears the  guild  is  also  authorized  unbridled 
use  on  television  of  music  scored  for  theat- 

rical films  without  any  payments  to  either 

individual  musicians  or  the  trust  fund." 

IBEW  Actions  in  Mobile 

Ruled  Fair  by  NLRB  Examiner 

Activities  of  International  Brotherhood 

of  Electrical  Workers  members  involving 

contacts  with  advertisers  using  WKRG- 
AM-TV  Mobile,  Ala.,  were  not  unfair  labor 
practices  under  federal  law,  an  examiner 
of  the  National  Labor  Relations  Board  held 

Aug.  25  in  a  recommendation  to  the  board. 
The  trial  examiner,  William  F.  Scharni- 

kow,  held  extensive  hearings  into  charges 

by  the  stations  that  the  union  "attempted  to 
force  WKRG-TV  Inc.  to  recognize,  bar- 

gain with  and  enter  a  contract  with  the 

union."  He  held  the  union's  "sole  object 
and  motive  for  its  action  was  to  protect  its 

bargaining  position  with  competing  union 
stations  by  increasing  their  advertising 

revenues  through  a  transfer  of  WKRG's 
advertising  and,  by  this  showing  of  ad- 

vantage in  operating  under  union  condi- 
tions, to  enable  the  respondent  union  to 

preserve  for  the  union  stations'  employes 
their  existing  wages  and  working  condi- 

tions." 

Examiner  Scharnikow  contended  the 
evidence  showed  the  union  at  no  time  since 

its  loss  of  representation  had  approached 
WKRG  in  an  attempt  to  secure  either 

recognition  or  a  contract.  Testimony  in- 
dicated the  union  lost  WKRG  representation 

when  station  technicians  rejected  IBEW  as 

bargaining  agent  in  1957  in  an  NLRB 
election.  IBEW  opposed  adoption  by  the 

stations  of  a  "combo  operation"  with  an- 
nouncers operating  the  control  board. 

The  union,  according  to  testimony  be- 
fore the  examiner,  sent  letters  to  advertisers 

asking  them  to  place  their  business  with 
other  stations.  All  Mobile  outlets  except 
WKRG-AM-TV  have  union  technicians. 

Union  spokesmen  made  personal  calls  on 
advertisers,  posted  bulletins  at  other  union 

halls,  distributed  auto  stickers  ("WKRG — 
Radio — Television — Non-Union"),  and  cir- 

culated post  cards  to  be  mailed  advertisers. 
Filing  of  exceptions  with  the  board  by 

its  general  counsel  is  anticipated.  A  board 
ruling  is  expected  later  in  the  year. 
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World  Musicians  Federation 

Adopts  Recording  Policies 

American  Federation  of  Musicians  has 

reported  that  a  six-point  proposal  "of 
mutual  aid  against  the  international  in- 

roads of  mechanical  music  and  its  wide- 
spread substitution  for  live  music  and 

musicians"  was  adopted  at  the  Aug.  15-16 
meeting  of  the  International  Federation  of 
Musicians  in  Zurich,  Switzerland. 

Details  of  the  proposal  were  reported 

by  Stanley  Ballard,  special  representa- 
tive, who  attended  the  conference,  to  Her- 

man D.  Kenin,  AFM  president.  The  pro- 
posal was  adopted  by  the  United  States  and 

Canada  and  10  other  countries,  including 

Spain,  Italy,  France,  Austria,  Germany, 
Switzerland,  Great  Britain.  Sweden,  Den- 

mark and  Norway. 
Some  of  the  proposal  highlights:  In  event 

of  a  strike  or  lockout  involving  any  of  the 

signatories,  all  parties  agreed  not  to  ac- 
cept employment  for  members  in  the  making 

of  recordings  or  an  employer  involved  in  the 
strike  or  lockout;  signatories  agree  not  to 

make  recorded  music  for  "general  purposes"' 
(that  is,  the  making  of  a  tape  recording  not 

to  be  heard  by  the  general  public  but  in- 
tended for  dubbing  into  more  than  one 

motion  picture  film,  or  into  a  film  and  other 
devices  such  as  records  or  transcriptions); 

parties  agreed  to  try  to  secure  in  their  bar- 
gaining agreements  clauses  forbidding  em- 

ployment in  the  making  of  recorded  music 

except  for  specific  purposes  (that  is,  a  re- 
cording that  constitutes  a  final  product);  sig- 
natories agreed  to  attempt  to  secure  in  col- 

lective bargaining  agreements  a  provision 
that  no  sound  track  for  a  motion  picture  will 
be  made  outside  the  country  in  which  the 
major  portion  of  the  film  was  produced. 

SAG  Asserts  Tv  Series  Producer 

Has  Benefit  of  Unpaid  Gl  Labor 

Have  they  been  paid  or  haven't  they? 
That's  the  controversy  resulting  from  par- 

ticipation by  American  soldiers  stationed 

abroad  in  a  series  of  filmed  television  pro- 
grams, The  Citizen  Soldier,  to  be  sponsored 

commercially  here. 
Screen  Actors  Guild  President  Leon  Ames 

has  written  to  Congressman  Joe  Holt  (R- 

Calif.)  complaining  that  the  show's  pro- 
ducer, R.  W.  Alcorn,  ".  .  .  apparently  is 
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getting  the  free  use  of  American  soldiers" 
who  "are  receiving  no  salary  as  actors  but 

are  getting  $9  a  day  for  expenses."  Mr. 
Ames  goes  on  to  quote  a  letter  received 

from  an  actor  which  states,  ".  .  .  when  a 
series  such  as  The  Citizen  Soldier  occupies 
sponsored  time  on  television  stations,  it 
takes  the  place  of  another  series  that  might 
have  employed  hundreds  of  American  actors 

and  craftsmen." The  word  from  an  Army  spokesman, 
however,  is  that  the  troops  participating 

are  doing  so  on  their  own  time  and  have 
worked  out  their  own  remuneration  ar- 

rangements with  the  producer. 

SAG  Pulls  Out  of  Deals 

To  Share  Costs  With  AFTRA 

Screen  Actors  Guild  notified  American 
Federation  of  Television  &  Radio  Artists 

that  after  Nov.  30,  SAG  no  longer  will  share 
expenses  in  three  branch  offices  operated  by 

AFTRA.  SAG  and  AFTRA  have  had  agree- 
ments in  six  cities  under  which  AFTRA 

services  SAG  contracts  with  SAG  sharing  a 

part  of  the  cost. 
Bitterness  between  the  two  unions  has 

been  accentuated  in  recent  months  over  the 

issue  of  videotape  jurisdiction.  An  SAG 

spokesman  told  Broadcasting:  "We  de- 
cided on  this  move  solely  because  of  lack  of 

activity  in  these  cities — Pittsburgh,  Cleve- 
land and  Cincinnati.  We  felt  it  was  uneco- 

nomic and  useless  to  continue  this  arrange- 

ment." He  said  the  action  is  "unrelated"  to 
the  union's  differences  with  AFTRA  over 
videotape  jurisdiction.  SAG  still  has  a  sim- 

ilar arrangement  with  AFTRA  in  Boston, 
Chicago  and  San  Francisco  and  maintains 
its  own  offices  in  Detroit,  Hollywood  and 
New  York.  SAG,  the  spokesman  said,  will 
attempt  to  serve  members  in  Cleveland, 
Pittsburgh  and  Cincinnati  after  Nov.  30 
from  the  New  York  office  of  the  guild.  SAG 
members  in  the  three  cities  affected  will  not 

be  required  to  pay  dues  after  Nov.  30. 
Donald  Conaway,  executive  director  of 

AFTRA,  declined  to  comment  on  SAG's 
move.  AFTRA's  petition  before  the  Na- 

tional Labor  Relations  Board  for  an  elec- 

tion among  members  on  videotape  will  be 
heard  by  the  NLRB  in  New  York  on  Sept. 30. 

SAG  to  Have  National  Meeting 
Screen  Actors  Guild  will  hold  a  national 

conference  of  member  delegates  and  ex- 
ecutives of  its  branches  Sept.  8-9  in  Holly- 

wood. Representatives  from  New  York, 

Chicago,  Detroit,  Boston  and  San  Fran- 
cisco, in  addition  to  Hollywood,  will  meet 

with  SAG  officers  and  board  members  to 

consider  the  present  organizational  structure 
of  the  union,  the  inter-relation  of  its 
branches  and  other  problems,  particularly 
the  videotape  jurisdictional  dispute  with 
AFTRA  which  will  be  heard  by  NLRB  in 
New  York  on  Sept.  25  (see  story  above). 

PERSONNEL  RELATIONS  SHORT 

Writers  Guild  of  America,  East,  has  been 

designated  as  bargaining  agent  by  contin- 
uity writers  at  WCAU-AM-FM-TV  Phila- 

delphia. Guild  said  it  has  asked  station  man- 

agement for  early  meeting  to  begin  con- 
tract negotiation. 
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PROGRAMS  &  PROMOTIONS 

Many-Faceted  Campaign 

For  KYW-TV's  'Early  Show' 
A  campaign  encompassing  nearly  every 

advertising  channel  is  underway  on  KYW- 

TV  Cleveland.  Ohio,  to  promote  today's 
(Sept.  1)  Early  Show  premiere  (Mon.-Fri. 
5:45-7:20  p.m.).  The  program,  that  includes 
MGM  and  RKO  feature  films,  moves  into 

the  slot  vacated  by  Six  O'Clock  Adventure 
As  well  as  an  on-air  saturation  campaign 

featuring  live  programs,  animation,  slides, 

film  clips,  ID's  and  cross-plugging  with 
K.YW.  KYW-TV  is  organizing  a  military 
parade  in  which  fraternal  organizations. 

Boy  Scouts  and  a  KYW  float  fitted  with 
transmission  equipment  will  take  part. 

Following  are  some  of  the  results  of 

KYW-TV  promotion  chief  Robert  Nashick's 
and  assistant  Steve  Halpern's  activities  over 
the  past  three  months:  The  giving  of  pres- 

ents to  babies  born  in  KYW-TV's  coverage 
area  between  5:45-6  p.m.  today;  distribu- 

tion of  30,000  bookmarks  to  local  libraries 

containing  Early  Show  ads;  a  contest  with 
a  color  tv  set  as  first  prize;  250,000  Early 

Show  matchbooks;  3,500  colored  magazine- 
rack  cards;  posters  inside  and  outside  buses; 
movie  trailers  and  life-size  cut-outs  of 

movie  stars  in  Cleveland's  Terminal  Tower 
lobby.  Twelve  models  on  motor-scooters 
will  tour  the  city  with  advertising  matter; 

another  model,  accompanied  by  a  chim- 
panzee, will  give  out  Early  Show  circulars. 

A  girl  with  a  hand  cart  load  of  bricks 
stops  at  downtown  intersections  and  lays 
the  bricks  out  in  a  pattern.  When  a  crowd 
gathers  she  drops  an  Early  Show  banner.  A 
telephone  service  asks  people  to  call  to 

hear  a  recorded  message;  a  20-ft.  banner  is 
displayed  over  a  large  shopping  center. 

Money  for  KTBC  Flying  Saucers 

A  tie-in  with  a  local  airplane  dealer, 
plus  paper  pie-plates,  are  the  ingredients  in 

the  KTBC  Austin,  Tex.,  "Flying  Saucer" 
promotion.  A  load  of  plates,  each  inscribed 
with  the  amount  of  dollars  it  is  worth,  is 
dropped  from  an  airplane  over  a  section  of 
the  city.  KTBC  reports  that  such  was  the 
success  of  its  on-air  announcement  of  the 

stunt  that,  on  the  first  day  the  money-re- 
deemable discs  were  dropped,  all  except  one 

were  returned  to  the  station  within  the  two- 
hour  time  limit.  Times  and  areas  that  the 

"flying  saucers"  are  to  be  dropped  in  are  not 
announced  until  the  plane  is  over  the  area. 

Two  to  Take  WDGY  Las  Vegas  Trip 
More  than  200.000  entries  were  received 

at  WDGY  Minneapolis  in  its  "Trip  to  Las 
Vegas"  sweepstake  for  Western  Oil  &  Fuel 
Co.  (Mileage  and  Direct  Service  gasoline). 
Prior  to  the  drawing  WDGY  announced 

6-8  times  a  day  that  entry  blanks  could  be 
picked  up  at  Mileage  or  Direct  Service  sta- 

tions. As  well  as  a  round  trip  flight  for  two 
to  Las  Vegas  the  winner  received  $200  and 

10  days  at  a  Las  Vegas  luxury  hotel.  In 
another  drawing,  a  $50  gift  book  to  be  used 

at  the  service  stations  was  given  away. 

Fiesta  Time  for  KLOK  Listeners 

For  the  third  consecutive  year  KLOK 
San  Jose,  Calif.,  has  held  its  day-long  Mex- 

ican-American picnic-fiesta.  This  year  15.000 

people  competed  in  sports  and  were  enter- 

tained by  professional  and  amateur  person- 
alities at  a  local  amusement  park. 

Month-End  Sale  Sell-Out  at  WGL 

An  end-of-the-month  sale  has  been  con- 

ducted by  WGL  Fort  Wayne,  Ind.  The  sta- 
tion sold  packages  of  10  one-minute  spots 

to  run  one  a  day  over  a  ten-day  period. 
WGL  concomitantly  urged  listeners  to  take 

advantage  of  stores'  summer  clearance  sales. 
The  promotion  reportedly  resulted  in  a 
sell-out  for  WGL. 

Gas  Stations  Get  News  From  WJNC 

Atlantic  Refining  Co.  newscasts  over 
WJNC,  N.  C,  are  aired  from  one  of  the 

oil  company's  service  stations  each  morn- 
ing. Bob  Mendelson  and  Bob  Morris.  WJNC 

general  manager  and  announcer,  respec- 

tively, take  the  station's  news  wagon  to  a 
different  gas  station  each  morning  for  the 
7:30  newscast. 

WJBK  Airs  From  Stereophonic  Inn 

A  stereophonic  studio  has  been  opened 
by  WJBK  Detroit  at  the  Kingsley  Inn, 

Bloomfield  Hills,  Mich.  Opening  cere- 

monies included  the  arrival  of  the  inn's 
host  and  hostess  in  an  18th  century  car- 

riage followed  by  WJBK's  helicopter  con- 

Mil 

taining  the  stereophonic  show's  hosts,  disc 
jockeys  Don  McLeod  and  Clark  Reid.  Din- 

ing rooms  and  lounge  areas  of  the  Kings- 
ley  Inn  are  all  wired  for  stereophonic  re- 

ception. As  well  as  music  and  interviews 
with  celebrities  visiting  the  inn,  stereo- 

phonic commercials  also  will  be  aired. 

Big  Day  for  WKY-TV  in  Fun  Park 

The  owner-operator  of  Springlake  Amuse- 
ment Park.  Oklahoma  City,  Okla.,  reported- 

ly credits  WKY-TV  there  for  "one  of  the 

biggest  days  in  the  park's  30-year  history," 
following  the  station's  third  annual  "Giant 
Kid's  Day."  The  event,  preceded  by  on- 
air  spots  and  display  advertising,  included 

personal  appearances  by  WKY-TV  per- 
sonnel, remote  telecasts,  talent  shows  and 

a  firework  display. 

Clues  in  WIIC  (TV)  News 

Passwords,  announced  each  night  on 

WIIC  (TV)  Pittsburgh's  late  news,  are  the 
clues  to  the  outlet's  "Big  1 1 "  contest  in 
which  it  is  giving  away  $11,000  in  prizes. 

In  the  contest's  first  week  WIIC  reported- 
ly received  more  than  50,000  entries. 

Drawings  for  prizes  are  made  on-camera 
from  the  postcard  entries.  Viewers  then  are 
telephoned  and  asked  if  they  know  the 

password  that  was  revealed  the  night  be- 
fore. Prizes  of  merchandising  worth  $50- 

This  is  the  approach  taken  by  WSJS-TV  Winston-Salem  in  its  campaign  to  get  set- 
owners  to  upgrade  their  receiving  antennas.  Both  on-air  and  newspaper  ads  used  the 

technique,  climaxing  with  the  punch  line  on  the  "good  picture." 

LOOK  TO  THE  ROOF  FOR  THE  TROUBLE 

A  disturbed  television  viewer  about  to 

do  violence  to  his  set  via  a  variety  of 
fiendish  methods  sets  the  stage  for  a 

pitch  by  WSJS-TV  Winston-Salem,  N.  C. 
The  pitch:  its  August  Antenna  Cleanup 
campaign. 

The  station  explains,  with  35  chain 
break  announcements  per  week  plus 

daily  newspaper  ads,  that  the  set-owner 
could  more  constructively  devote  his 
energy  to  having  his  antenna  repaired 
or  replaced,  thus  eliminating  ghosts, 
smears,  snow,  etc.  It  all  started  after  the 
station  inspected  local  antennas  and 

found  many  of  them  in  bad  repair.  Most 
of  them  were  four  to  five  years  old,  and 

had  been  installed  when  only  two 
channels  were  available.  With  a  proper 

installation  (WSJS-TV  recommends  an 
all-channel,  rotor  model)  six  can  now  be 
received. 

The  station  preceded  its  public  serv- 
ice campaign  with  a  briefing  of  selected 

area  tv  servicemen  at  a  clinic  held  in 

conjunction  with  the  Dalton-Hege  Co., 
local  radio  and  tv  equipment  supplier. 

The  illustrations  and  copy  in  the  tv- 

newspaper  campaign  (two  of  them  re- 
produced here)  were  created  by  station 

personnel  and  feature  an  announcer 
from  WSJS-TV  as  the  unhappy  set 
owner. 
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$200  are  awarded  for  correct  answers. 

WI1C  reports  that  34  of  the  people  called 
have  given  the  password. 

Alaska  to  Get  Gift  From  KHAT 

A  station  in  the  youngest  state,  KHAT 
Phoenix,  Arizona,  is  running  a  campaign 
to  raise  funds  for  a  present  with  which 
to  welcome  Alaska  to  the  union.  The  gift: 

a  solid  gold  diaper  pin.  KHAT,  joined  in 

the  campaign  by  the  local  Chamber  of 

Commerce,  expects  to  receive  enough  con- 
tributions to  get  an  18-inch  diaper  pin 

for  Alaska.  A  list  of  contributors  will  ac- 

company the  gift. 

Housewives  Host  Admen  at  CBS 

A  group  of  advertiser  and  agency  rep- 

resentatives took  a  "coffee  break"  Thursday 
morning  at  CBS  Radio  studios  in  New  York 

as  guests  of  a  live  presentation  delivered  by 

four  Housewives'  Productive  League  direc- 

tors and  HPL's  General  Manager  Ed  Wood. 
The  four  directors:  Galen  Drake  of  WCBS 

New  York;  Phil  Norman  of  KNX  Los  An- 

geles, Morgan  Baker  of  WEEI  Boston,  and 
John  Trent  of  WCAU  Philadelphia.  Each 

of  the  directors  explained  a  phase  of  the 

HPL  program  including  its  methods  of  mer- 
chandising, sales  and  community  service.  A 

similar  presentation  had  been  delivered  a 

week  before  to  General  Foods'  executives 
at  its  White  Plains,  New  York,  headquarters. 

Staffers  Present  WBBM  Story 

A  group  of  nine  WBBM  Chicago  person- 
alities traveled  to  Minneapolis  last  Tuesday 

(Aug.  26)  to  present  the  station's  belief  in 
"all  live"  broadcasting  to  representatives  of 
Campbell-Mithun  Inc.;  Knox  Reeves  Adv.; 
BBDO;  Bruce  B.  Brewer  Co.;  Olmsted  & 

Foley  Adv.;  Kent  Dixon  Adv.;  Vance 

Pidgeon  &  Assoc.,  and  Zeuthern-Thomas  & 
Holbert  Adv.  The  presentation  took  place 
at  the  Leamington  Hotel. 

Whiskers  on  CKNW  Promotion 

The  best  goatee,  van  dyke,  bushiest  and 
longest  were  some  of  the  categories  that 

were  judged  in  the  CKNW  New  West- 
minster, B.  C,  Vancouver  Centennial  beard 

contest.  In  the  Aug.  9  semifinals  in  nearby 

Stanley  Park,  24  hairy-faced  men  were  se- 
lected from  nearly  500  contestants  and 

awarded  electric  shavers.  Finals  of  CKNW's 
beard  contest,  run  in  cooperation  with  the 
Vancouver  Centennial  Committee,  take 

place  today  (Sept.  1)  at  Vancouver's  Pacific National  Exhibition. 

VTR  'Miracle7  Shown  on  WFIL-TV 

Delaware  Valley  viewers  were  introduced 

to  videotape  recording  Aug.  11  in  WFIL- 

TV  Philadelphia's  Miracle  of  Videotape 
(10-10:30  p.m.).  The  station's  tv  cameras 
moved  into  the  master  control  room  to  give 

a  close-up  of  WFIL-TV's  VTR  in  action. 
Admen  in  the  studio  participated  in  a 

"Real  or  Reel"  contest  in  which  they  had  to 
guess  which  sections  of  a  program  were  live 

or  taped  to  win  a  7-day  expense-paid  trip 
to  Paris.  Home  viewers  also  took  part  in 
the  contest  via  a  format  sheet  that  they 
checked  off  and  submitted  to  the  station. 

Popular  Barber  Wins  WSOC  Prize 

A  two-week  "Favorite  Barber  Shop"  con- 
test run  by  WSOC  Charlotte,  N.  C,  drew 

7,444  votes  from  listeners.  WSOC  person- 
alities Bob  Jones  and  Dewey  Drum  invited 

listeners  to  send  in  the  name  of  their  favorite 

barber  shop.  The  proprietor  of  the  winning 
shop  (2,500  votes)  received  a  radio  set  as 
first  prize. 

400  Taken  to  Fair  by  WJAG 

Nebraska  State  Fair,  Lincoln,  was  visited 
by  407  Northeast  Nebraskans  yesterday 

(Aug.  31)  through  the  WJAG  Norfolk 

(Neb.)  State  Fair  Caravan.  For  eight  con- 
secutive years  WJAG  has  hired  11  buses  to 

take  listeners  to  the  fair.  A  total  of  3,000 

people  have  participated  during  this  time. 

KCMJ  Conducting  Alphabet  Contest 

An  "ABC"  contest  is  running  on  KCMJ 
Palm  Springs,  Calif.,  that  only  requires 
listeners  to  answer  their  telephones  to 
win.  Entry  blanks  are  obtainable  from  the 
1 1  firms  sponsoring  the  contest.  An 
alphabetized  wheel  is  spun  and  a  listener 
whose  name  begins  with  the  letter  on  which 
the  wheel  stops  is  called.  If  the  person 
called  does  not  answer  the  phone  the  prizes 
accumulate  until  a  winner  is  located. 

Water  Shows  for  KMOX,  WGY 

Water  Thrill  shows  proved  successful 

promotions  for  KMOX  St.  Louis  and  WGY- 
WRGB  (TV)  Schenectady. 

Tommy  Bartlett's  Water  Ski  &  Jumping- 
Boat  troupe,  appearing  in  Forest  Park 
through  KMOX  and  St.  Louis  Parks  & 

Recreation  Dept.,  attracted  180,000  peo- 
ple in  two  performances — reportedly  the 

park's  largest  crowd  since  1914. 
WGY-WRGB  presented  water  shows  at 

Albany  (New  York),  Schenectady's  Central 
Park  and  on  Lake  George  for  the  benefit 

of  their  radio-tv  audience.  Nearly  80,000 
spectators  were  reported  at  the  three  meets. 

The  station's  personalities  appeared  in  a 
parade  that  kicked  off  each  performance. 

Ernie  Tetrault,  host  of  WRGB's  Home 
Fare  (Mon.-Fri.  9-9:30  a.m.),  performed 
on  the  water  skis  dressed  in  an  1890-style 
bathing  suit. 

KWTV  (TV)  Finds  Champion  Shouter 
The  winner  of  the  nationwide  Lone 

Ranger  contest  to  find  the  boy  who  could 

shout  "Hi  Yo  Silver"  the  loudest  was  dis- 
covered by  KWTV  (TV)  Oklahoma  City, 

Okla.  The  30,000  children  who  took  part 
entered  the  contest  through  19  stations 
that  carry  The  Lone  Ranger.  The  winning 

boy  wins  an  expense-paid  trip  to  Holly- 
wood. 

WWRL  Celebrates  32  Years 

Approximately  100  guests  from  the  agen- 
cy, broadcast  and  trade  press  field  attended 

a  party  last  Tuesday  (Aug.  26)  celebrating 
the  32  years  of  broadcasting  by  WWRL 
Woodside,  L.  I.  The  station  was  founded  by 
William  H.  Reuman,  president,  on  Aug.  26, 
1926,  and  was  housed  in  the  living  room  of 
his  home.  The  station  still  occupies  the 
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PROGRAMS  &  PROMOTIONS  continued 

household  but  the  building  has  been  re- 
modeled and  now  contains  air-conditioned 

offices  and  studies.  Congratulatory  messages 
were  sent  to  Mr.  Reuman  by  such  WWRL 
alumni  as  Ethel  Merman,  Jennifer  Jones 
and  Norman  Brokenshire, 

NBC  To  Launch  Campaign 

For  Food  Makers,  Suppliers 

NBC  Radio  will  launch  an  "Old-Fash- 

ioned Feast"  promotion  this  fall,  to  provide 
food  manufacturers  and  retailers  with  the 

opportunity  to  profit  by  the  coordinated 
national-local  sales  approach,  Matthew  J. 

Culligan,  NBC  vice  president,  reports.  The 

campaign  was  sparked  by  success  of  the 

network's  ••Summer  is  Outdoor  Eating 

Time,"  promotion,  in  which  the  first  20 
affiliates  reporting  sold  an  aggregate  of 
5,195  spot  announcements  to  local  food 
chains,  meat  packers  and  bakeries,  it  was 

reported. 
The  campaign,  to  run  from  Oct.  20  to 

Nov.  30,  will  be  tied-in  with  an  extensive 
schedule  of  editorial  features  and  announce- 

ments on  NBC.  More  than  300  network 

events  during  the  six  weeks  will  provide 

nearly  a  half-billion  listener  impressions 
during  the  promotion,  Mr.  Culligan  said. 
He  added  that  the  editorial  material  will  in- 

clude interviews  with  food  editors  and  fea- 
tures on  regular  network  programs. 

Stations  will  cooperate  with  food  stores 
in  their  vicinities  by  supplying  them  with 

in-store  displays  and  mailings.  A  pre-promo- 
tion  campaign  to  inform  food  distributors 

of  the  plan's  details  will  include  two-color 
ads  placed  in  key  food-store  publications, 
mailings  to  food  chains,  jobbers  and 

brokers,  and  a  continuing  publicity  cam- 
paign, NBC  said.  Advertisers  who  sign  as 

participating  sponsors  also  will  be  included 
in  the  publicity  material. 

KVOS  Winner  Takes  Off 

The  winner  of  the  KVOS-TV  Bellingham, 
Wash.,  Around  the  World  Press  Conference 

series  contest  departs  next  Friday  (Sept.  5) 

on  her  expense-paid  world-wide  trip.  Sha- 
ron Drysdale  of  Vancouver,  B.  C,  was  se- 

lected to  take  the  trip  from  among  200 
other  U.  S.  and  Canadian  students  who  took 

part  in  the  contest.  All  the  participating  stu- 
dents appeared  on  KVOS-TV  as  interview- 

ers of  foreign  Pacific  Northwest  college  and 
university  students. 

Community  Club  Promotes  Carpet 

When  Community  Club  Services  Inc. 
(sales  promotion),  Norfolk,  Va.,  learned 
that  the  red  carpet  that  New  Orleans  used 
to  roll  out  for  visiting  dignitaries  was  worn 
and  the  city  was  not  buying  another,  it 
asked  A.  &  M.  Karagheusian  Inc.  (Gulistan 
rugs).  New  York,  if  it  would  donate  New 

Orleans  a  carpet.  Upon  the  rug  company 
agreeing  to  give  New  Orleans  a  30-ft.  red 
carpet,  Community  Club  asked  Eastern  Air- 

lines to  transport  it  to  the  city.  John  C. 
Gilmore,  vice  president,  Community  Club, 

has  been  invited  to  attend  next  Monday's 
(Sept.  8)  official  presentation  of  the  carpet 
to  the  mayor  of  New  Orleans.  WDSU-TV 
there  will  cover  the  presentation. 

PEOPLE 
A  WEEKLY  REPORT  OF  FATES  AND  FORTUNES 
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ADVERTISERS  &  AGENCIES 

HARRY  W.  BETTERIDGE,  former  president  of  Bette- 
ridge  &  Co,  and  previously  to  that  general  sales 
director  of  WWJ-AM-TV  Detroit,  joins  Clark  & 
Bobertz  Inc..  Detroit  advertising  and  public  rela- 

tions agency,  as  stockholder  and  officer.  Mr. 
Betteridge  will  serve  as  account  executive  and v.p. 

JOHN  E.  MOSMAN,  radio-tv  director,  J.  Walter 
Thompson  Co.,  Chicago,  elected  executive  v.p. 
of  Chicago  Broadcast  Adv.  Club.  Other  officers 
were  previously  announced  I  TRADE  ASSNS.. 
Aug.  18]. 

WILLIAM  F.  JAMES,  account  executive  on  A&P 
account  and  executive  at  Paris  &  Peart  Inc.. 
N.Y.,  for  20  years,  elected  to  newly-created  post 
of  executive  v.p. 

PATRICK  B.  COMER  JR.,  member 
of  Guilford  College  faculty, 
Guilford  College,  N.C.,  and 
former  industrial  psycholo- 

gist for  Olin  Mathieson  Chem- ical Co.,  N.Y.,  joins  Hege, 
Middleton  &  Neal  Adv., 
Greensboro,  N.C.,  as  director 
of  marketing  and  research. 
Mr.  Comer  plans  to  continue 
his  practice  of  industrial  psy- 

chology in  South. 
MR.  COMER 

PAUL  R.  McCORMICK,  with  Lever 
Bros,  for  23  years,  where  his  last  position  was 
that  of  field  office  administrator,  to  Schick  Safety 
Razor  Co.,  Lancaster,  Pa.,  as  sales  administra- 

tion manager. 

ROBERT  A.  HUSS  promoted  from  sales  analyst  to 
supervisor  of  media  research  department  at  Erwin 
Wasey,  Ruthrauff  &  Ryan  Inc.,  L.A.  Appointment 
was  described  by  EMMETT  C.  McGAUGHEY,  executive 
v.p.  in  charge  of  agency's  west  coast  operations, 
as  "further  expansion  of  its  growing  research 

facilities." 
DAVID  E.  NOPPER,  formerly  public  relations  ac- 

count executive,  Bozell  &  Jacobs  Inc.,  in  Wash- 
ington, joins  Ketchum,  MacLeod  &  Grove  Inc. 

as  public  relations  manager  in  agency's  Wash- ington office. 

JOEL  HARVEY,  previously  associated  with  Doyle, 
Dane,  Bernbach,  L.A.,  has  joined  Los  Angeles 
office  of  Kenyon  &  Eckhardt  as  production  man- 

ager. 
GEORGE  D.  LOREY,  formerly  special  projects  pro- 

ducer, WQED  (TV)  Pittsburgh,  to  Jackson,  Haerr, 
Peterson  &  Hall  Inc.,  Peoria,  111.,  as  account 
executive  in  Jefferson  City,  Mo.,  office. 

FRANCIS  LANIGAN,  former  manager  of  new  prod- 
uct marketing.  Nestle  Co.,  to  Benton  &  Bowles, 

N.Y.,  as  marketing  executive. 

CLYDE  RAPP,  formerly  with  Foote,  Cone  &  Beld- 
ing  in  Detroit  and  Chicago,  joins  Dancer-Fitz- 

gerald-Sample as  account  executive  and  man- 
ager of  agency's  new  office  in  Dayton. 

JOHN  ROTH,  previously  with  Roy  S.  Durstine  Inc., 
and  Kenyon  &  Eckhardt,  to  Hicks  &  Greist  Inc., 
N.Y.,  as  account  executive. 

MARCUS  E.  SMITH,  copy  supervisor  for  VanSant 
Dugdale,  Baltimore,  elevated  to  account  execu- 
tive. 

MARY  AGNES  SCHROEDER,  group  copy  supervisor 
at  Tatham-Laird  Inc.,  Chicago,  appointed  cre- 

ative director. 

WILL  GOLDEN,  formerly  with  The  Caples  Co.,  L.A., 
as  art  director,  to  Compton  Adv.  Inc.,  L.A., 
office  on  creative  staff. 

JAMES  CORNELL,  formerly  with  NBC-TV  in  charge 
of  program  planning,  to  N.  W.  Ayer  &  Son. 
N.Y.,  radio-tv  department,  as  program  analyst. 

JERRY  HOWARD,  previously  with  Doyle,  Dane, 
Bernbach,  N.Y.,  to  Charles  Bowes  Adv.  Inc.,  N.Y., 
as  assistant  media  director. 

BARTON  G.  WEST,  previously  with  Keyes,  Madden 
&  Jones,  Chicago,  to  McCann-Erickson  Inc., 
Chicago,  as  senior  art  director. 

JOSEPH  R.  NEALL  promoted  to  copy  chief  on  all 

advertising  accounts  at  Ross  Roy  Inc.,  Detroit. 

CHARLES  A.  WIGGINS,  64,  spe- 
cial assistant,  policy  and 

special  projects  at  General 
Foods  Corp.,  White  Plains, 
N  Y.,  died  Aug.  26  after  being 
run  down  by  another  driver 
between  White  Plains  and 
his  Bedford  Village,  N.Y., 
heme.  According  to  police. 
Mr.  Wiggins  stepped  out  of 
his  car  after  it  was  hit  from 
behind  by  automobile  driven 
by  aircraft  worker  James 
Armour,  33,  of  Gerardsville, 

Pa.  Mr.  Armour  then  ran  him  down,  finally 
crashing  into  stone  wall  near  road.  Mr.  Wiggins 
died  at  11:30  p.m.  in  White  Plains  hospital. 

Associated  with  advertising  all  his  career,  Mr. 
Wiggins  had  worked  for  General  Foods  and  sub- 

sidiaries for  41  years,  beginning  in  1917  in  Battle 
Creek,  Mich.,  with  Postum  Cereal  Co.  (which 
became  GF  in  1929).  He  held  various  advertising 
managerial  posts  until  1953  when  he  was  named 
associate  advertising  director  of  General  Foods 
Corp.  He  would  have  retired  in  November  1959, 
upon  reaching  his  66th  birthday.  Survivors  in- 

clude his  wife,  Thelma  Riede  Wiggins,  and 
daughter,  Mrs.  John  T.  Graff,  Greenwich,  Conn. 

JOSEPH  P.  HARDIE,  57,  v.p.  and  member  of  execu- 
tive committee  of  Sullivan,  Stauffer,  Colwell  & 

Bayles,  N.Y.,  died  Aug.  23  of  cancer  at  his  home 
in  Scarsdale,  N.Y.  Mr.  Hardie  had  been  with 
agency  since  1951  and  earlier  had  been  v.p.  in 
charge  of  sales  for  Bristol-Myers  Co. 

VINCENT  J.  (BUD)  CURRY,  35,  assistant  to  executive 
v.p.  of  BBDO,  New  York,  died  on  Aug.  24  at 
White  Plains  (N.Y.)  Hospital  after  brief  illness. 

GEORGE  C.  HOFFNER,  53,  production  manager  of 
Atherton  &  Currier,  N.Y.,  died  at  his  home  in 
Rockeville  Centre,  L.I.,  last  Monday  (Aug.  25). 
He  had  been  with  agency  23  years. 

FILM  •  • 

HERBERT  R.  PEARSON,  formerly  eastern  division 
manager  of  Guild  Films  Co.,  N.Y.,  appointed 
v.p.  in  charge  of  sales  for  Jayark  Films  Co., 

N.Y.,  distributor  of  "Cartoon  Storybook"  pack- 
age of  156  cartoons. 

WILLIAM  M.  KOBLENZER  ap- 
pointed to  newly-created  post 

of  director  of  sales  programs 
in  New  York  for  National 
Telefilm  Assoc.  Mr.  Kob- 
lenzer,  who  has  been  director 
of  sales  for  NTA  Film  Net- 

work for  past  18  months,  will 
be  in  charge  of  program  and 
syndicated  sales  in  New  York. 
His  successor  at  NTA  Film 
Network  has  not  been  se- lected. 

MR.  KOBLENZER 

SYLVIA  SEYMOUR,  production  staff  of  National 
Telefilm  Assoc.,  N.Y.,  since  1955  working  out  of 

West  Coast,  appointed  director  of  company's West  Coast  film  productions. 

ANDREW  JAEGER,  account  executive  with  national 
sales  staff  of  Ziv  Television  Programs,  N.Y.,  pro- 

moted to  eastern  regional  sales  manager  of 
company's  national  sales  department. 
ANDREW.  L.  GOLD,  formerly  chief  of  production 
and  staff  director  for  Vidicam  Pictures  Corp., 
N.Y.,  to  Transfilm  Inc.,  N.Y.,  as  producer- director. 

MICHAEL  J.  GOULD,  formerly  with  Official  Films,  to 
Guild  Films,  both  New  York,  as  sales  represent- ative. 

NETWORKS 

WILLIAM  L.  BALLARD,  former 
•  v.p.  in  charge  of  marketing 
services  for  John  W.  Shaw 
Adv.,  Chicago,  appointed  to 
newly-created  post  of  direc- tor of  market  planning  for 
MBS,  headquartering  in  New 
York.  Mr.  Ballard  joined 
Shaw  in  1954  after  earlier 
service  with  Leo  Burnett  Co., 
Chicago,  as  account  research 
supervisor. 

MR.  BALLARD JOHN  C.  GREENE,  supervisor  of 
daytime  program  services  for  NBC-TV,  promoted 
to  manager,  daytime  program  operations.  ROGER 
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GIMBEL,  manager  of  daytime  tv  program  develop- 
ment, elevated  to  executive  producer,  daytime 

programs.  Mr.  Greene  joined  network's  man- 
agement training'  program  in  1956.  Mr.  Gimbel 

joined  NBC  in  1955  as  unit  manager  and  follow- 
ing year  became  staff  producer. 

DOMINICK  DUNNE,  former  executive  assistant  to 
MARTIN  MANULIS,  producer  of  Playhouse  90  has 
been  appointed  program  executive  for  CBS-TV. 
He  will  work  with  WILLIAM  DOZIER,  v.p..  pro- 

grams. Hollywood,  and  GUY  DELLA  CIOPPA,  v.p. 
and  program  director,  on  all  administrative  mat- 

ters at  CBS  Television  City  in  Hollywood. 

JOHN  McGIFFERT,  formerly  associate  producer  of 
CBS-TV's  Seven  Lively  Arts,  signed  as  producer 
of  network's  educational  series  Camera  Three, 
(Sun.  11:30-11:55  a.m.). 

STATIONS 

MR.  PETZOLDT 

ROBERT  E.  MITCHELL  and  BERN- 
ARD PETZOLDT  appointed  v.p.'s 

of  Rand  Broadcasting  Co., 
owners  of  WINZ  Hollywood 
and  WEAT-AM-TV  West 
Palm  Beach,  both  Florida. 
Mr.  Mitchell  has  been  gen- 

eral manager  of  WINZ,  and 
Mr.  Petzoldt  has  been  with 
Rand  for  past  five  years. 

ALVIN  J.  SLEP  to  newly-created 
post  of  manager  of  publicity 
and  exploitation  for  WRCA- 
AM-TV  New  York  today 
(Sept.  1).  Mr.  Slep  has  been 
promotion-exploitation  coor- 

dinator for  station  since  1955 
and  in  new  post,  he  will  re- 

port to  MAX  E.  BUCK,  director 
of  sales  and  marketing.  JOHN 
O'KEEFE  remains  as  publicity 
manager  reporting  to  Mr.  Slep. 
Mr.  O'Keefe  has  served  in 
that  capacity  for  three  years. 

MR.  READ 

ROGER  B.  READ,  assistant  gen- 
eral manager,  WKRC-TV  Cin- 

cinnati, promoted  to  general 
manager  of  WKRC-TV.  Mr. 
Read,  with  station  since  1949, 
has  served  as  local  sales 
manager  and  general  sales 
manager. 

IRVIN  C.  RUBY,  with  Westing- 
house  Broadcasting  Co.'s  ac- 

counting department  since 
1946,  appointed  business  man- 

ager and  auditor  of  KYW- 
AM-FM-TV  Cleveland,  WBC 
stations  there. 

WILLIAM  B.  COLVIN,  formerly 
with  TvB  as  director  of  sta- 

tion relations,  appointed 
WBZ-TV  Boston  advertising 
and  sales  promotoin  manager. 
Prior  to  TvB,  Mr.  Colvin  was 
assistant  advertising  man- 

ager, Crosley  -  Bendix  Div., 
AVCO  Corp.,  Cincinnati. 

JACK  ROCKWELL  to  KVFM 
(FM)  San  Fernando.  Calif., 
(target  date  in  September) 
as  sales  manager.  Mr.  Rock- 

well will  also  assist  in  development  of  station's 
programming. 

FRANK  J.  DOHERTY  JR.,  traffic  department  head, 
WWLP  (TV)  Springfield,  Mass..  promoted  to 
promotion  manager  of  WWLP. 

MR.  COLVIN 

MR.  WHITE 

ALL   INQUIRIES.  CONFIDENTIAL 

SCOTT  BURTON,  program  director,  KWEB  Roch- 
ester, Minn.,  to  WISK  Minneapolis-St.  Paul, 

Minn.,   in  similar  capacity. 

JAMES  P.  WHITE  appointed  sales 
manager  of  WJRT  (TV)  Flint, 
Mich.  Mr.  White  is  graduate 
cf  U.  of  Michigan  and  World 
War  II  veteran. 

RAY  COLONARI  appointed  local 
sales  manager  and  director  of 
community  relations  of  WICC 
Bridgeport,  Conn.,  replacing 
RICHARD  L.  CHALMERS,  resigned. 

HARRY  W.  MOORE  JR.,  sales  de- 
velopment director.  WTAR 

Norfolk.  Va..  promoted  to  radio  sales  manager 
for  WTAR. 

GREGORY  G.  HARNEY  JR.,  formerly  CBS-TV  light- 
ing director  in  N.Y.,  appointed  production  man- 

ager, WGBH-TV  Boston  educational  station. 

EDWARD  R.  KEMP,  formerly  with  WJR  Detroit, 
WSPD  Toledo,  Ohio,  and  Ross  &  Roberts  Adv., 
in  Toledo  office,  to  KDYL  Salt  Lake  City,  Utah, 
as    program-production  manager. 

RAY  ANDREW  HUBBARD,  formerly  assistant  pro- 
gram manager,  WBZ-TV  Boston,  to  KPIX  (TV) 

San  Francisco  as  program  manager,  succeeding 
WILLIAM  DEMPSEY,  resigned. 

LARRY  LANE,  account  executive,  WBUD  Trenton. 
N.J.,  resigns  to  join  WTTM  Trenton. in  similar 
capacity.  Mr.  Lane  succeeds  HOWARD  TEDDER,  re- 

signed to  join  writing  staff  of  Jackie  Gleason 
Show  in  New  York. 

GLENN  B.  LAU,  formerly  local  sales  manager. 
WVUE  (TV)  Wilmington,  Del.,  appointed  account 
executive,  WRCV-TV  Philadelphia. 

MARTIN  ROHDE,  formerly  general  sales  manager. 
KONA  (TV)  Honolulu.  T.H.,  appointed  account 
executive  of  KTIX  Seattle.  Other  new  KTIX 
account  executives:  BEN  EMERSON,  formerly  of 
KJR  Seattle;  BILL  RICKARD,  previously  with 
KAYO  Seattle,  and  RALPH  HANSEN,  former  ac- 

count executive  at  KING  Seattle. 

NICHOLAS  J.  PITASI,  formerly  account  executive 
with  ABC  Radio,  appointed  to  similar  sales  post 
with  WABC-TV  New  York. 

GEORGE  FACCHIN,  formerly  with  KWK  St.  Louis 
on  sales  staff,  to  KMOX-TV  St.  Louis  as  account 
executive. 

GEORGE  BERKELEY,  previously  with  WAAB  Wor- 
cester, Mass.,  to  WILD  Boston  as  news  director. 

BILL  BRADLEY,  formerly  with  Canadian  Broadcast- 
ing System,  joins  WILD  as  announcer. 

DALE  OWENS,  formerly  with  KCNO  Alturas,  Calif., 
as  d.j.,  joins  KYES,  Roseburg.  Ore.,  sales  staff. 

DON  HARTLINE,  formerly  with  WKBN  Youngs- 
town,  Ohio,  joins  WETZ  New  Martinsville,  W. 
Va.,  as  d.j.  and  sales  representative. 

ROBERT  L.  HODGES,  previously  with  WKMH  Dear- 
born, Mich.,  to  WJBK  Detroit  radio  sales  staff. 

TIM  MAREK,  formerly  with  KKTV  (TV)  Colorado 
Springs,  Colo.,  to  KHEY  El  Paso,  Tex.,  as  news 
director. 

LARRY  FINLEY,  air  personality  on  KTLA  (TV)  and 
KABC-TV,  both  Los  Angeles,  adds  radio  show 
over  KRHM-FM  Hollywood  to  his  schedule. 

JIM  BURKE,  formerly  director  of  special  events  for 
KMBC-AM-TV  Kansas  City,  joins  KTLA  (TV) 
Los  Angeles  as  staff  announcer. 

BILL  PIERSON,  with  KTLN  Denver  since  1957  as 
news  and  special  events  reporter,  promoted  to 
station  news  director.  BILL  WYLDER  named  special 
events  reporter. 

PROF.  DAN  Q.  POSIN,  DePaul  U„  Chicago,  appoint- 
ed scientific  consultant  on  staff  of  WBBM-TV 

Chicago.  Mr.  Posin  will  work  with  RICHARD 
ETTER,  science  editor  at  CBS  Chicago,  on  all 
WBBM-TV  news  and  public  affairs  shows. 

GEORGE  LEMONT,  air  personality,  joins  KNBC  San 
Francisco  as  d.j. 

BOB  DELANEY,  from  1954-57  play-by-play  sports- 

NOW- 

AVAILABLE 
 
for 

SYNDICATI
ON 

in  your  market 

KMU 

TED  HUSING 

REMINISCES" 
jX  ALL-NEW  1958-1959  RADIO  SERIES 

|X  INTERVIEWS  WITH  THE  GREATS OF  SPORTS  AND  SHOW  BUSINESS 

f/0  52  SPARKLING  15  MINUTE  PROGRAMS 

Ted  has  recovered  from  his  serious 
illness  and  is  back  to  his  first  love- 
RADIO.  Here  are  52  brand  new  15  min- 

ute shows  that  will  mean  top  ratings  in 
your  market  plus  enthusiastic  sponsor 
reception. 

|#  ',  For  full  information ■*  !  and  Rate  Schedule 

IVl  1  write  or  call 

|_  ;  J.  B.  (Jack)  KEIFER  or  ALEX  VICTOR _     |    2917  Temple  St.,  Los  Angeles  26 
A  !   DUnkirk  2-8426 

NEED  1  KW  FM  TRANSMITTER? 

Approach  No.  1 
FM-1000A 

Transmitter 
Meets  all  FCC  & 

RETMA  specs.  Can  be 
multiplexed 

PRICE  $3995.00 

Approach  No.  2 FM-1000A 

Amplifier Can  be  used  with  any 

250  watt  transmitter 

to  produce  1  000  watts 
PRICE  $2495.00 

NEED  250  WATT  TRANSMITTER? 

Approach  No.  1 FM-250A 

Transmitter 

Meets  all  FCC  & 
RETMA  specs. 

PRICE  $2495.00 

Approach  No.  2 FM-250 

Amplifier Can  be  used  with  any 

1  0  watt  driver  to  pro- 
duce 250  watts 

PRICE  $1795.00 

ndustrial  transmitters 

and  antennas 
ITA 235  fairfield  ave.  upper  darby,  pa. 

write  for  additional  information 
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PEOPLE  CONTINUED 

OLD  TALE  TO  DER  BINGLE 

Bing  Crosby  listens  as  Al  Browdy, 
KCOP  (TV)  Los  Angeles  chief  engineer, 
discusses  the  Ampex  videotape  recorder, 
recently  installed  in  the  station  of  which 
Mr.  Crosby  is  25%  owner.  It  was 
familiar  ground  for  the  singer  who 
throughout  his  broadcasting  career  has 
constantly  utilized  tape.  In  radio,  shortly 

after  World  War  II,  Bing  Crosby  Enter- 

prises began  to  distribute  tape  record- 
ing equipment  made  by  Ampex  Corp. 

In  1951,  BCE  demonstrated  its  sys- 
tem of  videotape  recordings.  More  re- 

search brought  further  improvements, 
but  in  1956  BCE  sold  its  device  to 

Minnesota  Mining  &  Manufacturing  Co., 

maker  of  the  magnetic  tape  used  for 
VTR  as  well  as  for  sound  recordings. 

Under  his  new  five-year  contract  with 
ABC  [Networks,  June  9],  Mr.  Crosby 

will  produce  pilots  for  a  number  of  tv 
series  with  the  probability  that  some 
will  be  done  on  tape.  Pictured  (1  to  r)  are 
George  L.  Coleman  (25%  station 

owner);  Alvin  G.  Flanagan,  KCOP  gen- 
eral manager;  Mr.  Crosby;  Kenyon 

Brown,  president  KCOP  Television  Inc., 
and  Mr.  Browdy. 

caster  of  New  York  Giants  baseball  games,  to 
WCBS-TV  New  York,  as  commentator  on  its 
Late  Weather  and  Sports,  effective  today  (Sept. 
1). 

TOM  HATTEN  resigns  as  staff  announcer  at  KTLA 
(TV)  Los  Angeles  to  devote  full  time  to  his 
Adventures  of  Popeye  program  and  free  lance 
acting  and  announcing. 

DENNIS  CROSBY,  third  of  Bing  Crosby's  sons  to 
choose  a  show-business  career,  makes  his  pro- 

fessional debut  over  KABC  Los  Angeles  today 
(Sept.  1)  as  disc  jockey. 

FRED  VANT  HULL,  air  personality,  KMSP-TV  Min- 
neapolis-St.  Paul,  joins  staff  of  Minnesota  So- 

ciety for  Crippled  Children  and  Adults  (Easter 
Seal  Society)  as  director  of  development. 

HOWARD  KEEFE,  53,  station  manager,  WWLP  (TV) 
Springfield,  Mass.,  died  Aug.  15  in  Springfield. 
Mr.  Keefe  began  his  broadcasting  career  as  spe- 

cial features  commentator  over  WSPR  Spring- 
field in  1936. 

REPRESENTATIVES 

KENNETH  R.  ATWOOD,  formerly  with  Branham  Co., 

St.  Louis,  to  CBS  Radio  Spot  Sales,  Chicago,  as 
account  executive. 

PROGRAM  SERVICES 

JAMES  W.  McRAE  and  EDWARD  R.  CROSLAND  elected 
vice  presidents  of  AT&T.  Mr.  McRae  is  vice 
president  of  Western  Electric  Co.  and  president 
of  Sandia  Corp.,  Western  Electric  subsidiary. 
Mr.  Crosland  is  assistant  to  president  of  AT&T. 

ROBERT  W.  WIEL AND,  with  ASCAP  since  1955,  ap- 
pointed manager  of  society's  Detroit  office,  suc- ceeding CHARLES  D.  ENGLE,  resigned. 

PROFESSIONAL  SERVICES  :■  ......v:=i 

RICHARD  M.  DOUB  promoted  from  senior  research 
statistician  in  broadcast  division  of  statistical 
control,  A.  C.  Nielsen  Co.,  Chicago,  to  associate 
director. 

ROBERT  ELLIS,  formerly  assistant  to  director  of 
publicity  of  Carson-Roberts  Inc.,  L.A.,  appointed 
manager  of  Chamber  of  Commerce  and  public 
relations  director  for  Avalon,  Calif.,  on  Catalina 
Island. 

MANUFACTURING     ;  .  m 

NORMAN  L.  HARVEY,  formerly  manager  of  special 
tube  operations,  Sylvania  Electric  Products  Inc., 
Williamsport,  Pa.,  appointed  v.p.  for  engineering 
of  CBS-Hytron,  Danvers,  Mass.  manufacturing 
division  of  CBS  Inc. 

BRIG.  GEN.  TERENCE  J.  TULLY  USA  (Ret.),  appointed 
manager  of  communications  engineering,  RCA 
service  company  missile  test  project,  Patrick 
Air  Force  Base,  Fla. 

KENNETH  E.  HUGHES,  president,  Kenneth  E.  Hughes 
Co.,  appointed  New  York  representative  for 
ITT's  closed-circuit  television  equipment.  ITT 
also  announces  new  marketing  affiliation  with 
two  other  factory  representatvies :  FRANK  JOR- 

DAN, president,  F.  R.  Jordan  Inc.,  Washington, 
and  PETER  CREGUT,  president,  Western  Engineering 
Co.,  Denver,  Colo. 

BERNARD  C.  KEACH,  previously  with  Electronic 
Div.  of  Thompson  Products  on  West  Coast,  to 
Dage  Television  Div.,  Thompson  Products  Inc., 
Michigan  City,  Ind.,  as  western  regional  manager. 
Thompson  makes  closed-circuit  tv  equipment. 

EDUCATION  • smtom! 

CARTER  DAVIDSON,  executive  director  oi  Chicago 
Council  on  Foreign  Relations  and  former  AP 
correspondent  in  Middle  East,  will  interview 
President  Nasser  of  Egypt  for  tv  series  for  Na- 

tional Educational  Television,  Ann  Arbor,  Mich. 

JACK  BURKE,  agricultural  information  assistant  at 
North  Dakota  State  College,  to  Kansas  State 
College  as  radio -tv  specialist  in  department  of 
extension  radio  and  television.  Mr.  Burke 
succeeds  G.  E.  LANDEN,  resigned  to  enter  com- 

mercial enterprise. 

INTERNATIONAL  m 

W.  A.  MacDONALD,  chief  of  information  service 
of  Department  of  Public  Works,  Ottawa,  Ont.,  to 
public  relations  representative  of  Canadian 
Broadcasting  Crop  at  Winnipeg,  Man. 

JOHN  E.  TWOMEY,  formerly  of  J.  Walter  Thomp- 
son Co.,  N.Y.  and  Chicago,  to  newly-created 

post  of  research  officer  in  audience  research  divi- sion of  Canandian  Broadcasting  Corp.,  Toronto, Ont. 
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FOR  THE  RECORD 

Station  Authorizations,  Applications 

As  Compiled  by  BROADCASTING 

Aug.  21  through  Aug.  27 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

DA — directional  antenna,  cp — construction  per-      night.  LS 
mit.  ERP— effective  radiated  power,  vhf— very 
high  frequency,  uhf— ultra  high  frequency,  ant. 
— antenna,  aur. — aural,  vis. — visual,  kw — kilo- 

watts,  w — watt,  mo — megacycles.  D— day.   N — 

local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorization. SSA — special  service  authorization. 
STA — special  temporary  authorization.  * — educ. 

New  Am  Stations 

APPLICATIONS 

Anaheim,  Calif. — Orange  County  Bcstrs.,  1250 
kc,  1  kw  D.  P.O.  address  637  E.  Chapman,  Orange, 
Calif.  Estimated  construction  cost  $44,293,  first 
year  operating  cost  $41,085,  revenue  $60,000. 
Owners:  David  Evans  of  Diners'  Club  and  Donald 
Wilson  of  U.  S.  Rubber,  one-third  each;  Richard 
J.  Footner  and  Earl  L.  Showers,  rest-home  own- 

ers, each  16.68%.  Announced  Aug.  8. 
Tampa,  Fla. — Dixieland  Bcstrs.,  1550  kc,  10  kw 

D.  P.O.  address  409  W.  Davis  Blvd.,  Tampa.  Esti- 
mated construction  cost  $35,759,  first  year  oper- 

ating cost  $44,460,  revenue  $73,000.  Sole  owner 
Alpha  B.  Martin,  is  manager-25%  owner  of 
WPRY  Perry,  Fla.  Announced  Aug.  21. 
Zephyrhills,  Fla. — Zephyr  Bcstg.  Corp.,  1400 

kc,  250  w  unl.  P.O.  address  517  First  Nat'l  Bank Bldg.,  Tampa,  Fla.  Estimated  construction  cost 
$7,800,  first  year  operating  cost  $24,000,  revenue 
$31,000.  Owners:  John  C.  Dent  (40%),  retired  gov- 

ernment employe;  Ralph  C.  Wasdon  (30%);  Ed- 
ward I.  Cutler  (20%),  attorney,  and  Donald  R. 

Herndon  (10%).  Announced  Aug.  26. 
New  Castle,  Ind. — Courier-Times  Inc.,  1550  kc, 

250  w  unl.  P.O.  address  218  S.  14th  St.,  New 
Castle.  Estimated  construction  cost  $23,588,  first 
year  operating  cost  $50,000,  revenue  $60,000.  Ap- 

plicant, publisher  of  daily  newspaper,  is  licensee 
of  WCTW  (FM)  New  Castle.  Announced  Aug.  27. 
Indianola,  Iowa — James  R.  and  Barbara  J. 

Roberts,  1490  kc,  100  w  unl.  P.O.  address  908 
Moorland  Dr.,  Farmington,  Mo.  Estimated  con- 

struction cost  $9,964,  first  year  operating  cost 
$26,000,  revenue  $30,000.  Mr.  Roberts  is  news  di- 

rector, KREI  Farmington.  Announced  Aug.  21. 

Existing  Am  Stations 
APPLICATIONS 

WAYX  Waycross,  Ga. — Cp  to  increase  daytime 
power  from  250  w  to  1  kw  and  install  new  trans. 
Announced  Aug.  27. 
WNDU  South  Bend,  Ind. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new 
trans.  Announced  Aug.  21. 
WJEJ  Hagerstown,  Md. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new 
trans.  Announced  Aug.  26. 
WJEF  Grand  Rapids,  Mich. — Cp  to  increase 

daytime  power  from  250  w  to  500  w  and  install 
new  trans.  Announced  Aug.  25. 
KXRA  Alexandria,  Minn. — Cp  to  change  fre- 

quency from  1490  kc  to  1230  kc;  increase  day- 
time power  to  1  kw  and  install  new  trans.  An- 

nounced Aug.  22. 
WELY  Ely,  Minn. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  second 
main  trans  for  daytime  use  only.  Announced 
Aug.  22. 
KATO  Reno,  Nev. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 
Announced  Aug.  27. 
KDEF  Albuquerque,  N.  M. — Cp  to  change  hours 

of  operation  from  daytime  to  unl.,  using  power  of 
500  w  night  and  1  kw  daytime,  install  new  trans, 
and  directional  ant.  for  night  use  and  change 
ant. -trans,  location.  Announced  Aug.  27. 
WMSA  Massena,  N.  Y. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 
Announced  Aug.  26. 
WOOW  Greenville,  N.  C. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new 

trans.  (Contingent  on  grant  of  WOOW  changing 
station  location.)   Announced  Aug.  22. 
KRNS  Burns,  Ore. — Mod.  of  license  to  change 

hours  of  operation  from  unl.  to  specified  hours. 
Sept.  thru  Feb.  Mon.-Thurs.  6:30  a.m.  to  6:30 
p.m.;  Fri.-Sat.  6:30  a.m.  to  10  p.m.;  Sunday  9  a.m. 
to  6  p.m.  Mar.  thru  Aug.  Mon.-Sat.  6:30  a.m.  to 
6:30  p.m.;  Sundays  9  a.m.  to  6  p.m.  Announced 
Aug.  27. 
WCRS  Greenwood,  S.  C. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw;  install  new 
trans,  and  decrease  height  of  ant.  Announced 

Aug.  27. KTW  Seattle,  Wash. — Cp  to  increase  daytime 
power  from  1  kw  to  5  kw  and  install  new  trans. 
Announced  Aug.  21. 

New  Fm  Stations 

APPLICATIONS 
El  Cajon,  Calif. — Kenneth  C.  Forror,  99.3  mc, 

3.44  kw.  P.O.address  1207  Merritt  Dr.,  El  Cajon. 
Estimated  construction  cost  $15,890,  first  year 
operating  cost  $37,200,  revenue  $54,000.  Applicant 
is  osteopath.  Announced  Aug.  26. 

Roswell,  N.  M.— Taylor  Bcstg.  Co.,  97.1  mc,  2.88 
kw.  P.O.  address  Box  525,  Roswell.  Estimated 
construction  cost  $8,696,  first  year  operating  cost 
$14,568,  revenue  $18,876.  Applicant  is  licensee  of 
KIBM  Roswell.  Announced  Aug.  26. 
Amarillo,  Tex. — Plains  Radio  Bcstg.  Co.,  93.1 

mc,  14.8  kw.  P.O.  address  KGNC  Amarillo.  Esti- 
mated construction  cost  $14,360,  first  year  oper- 

ating cost  $8,000.  Applicant  is  licensee  of  KGNC 
Amarillo  and  KFYO  Lubbock,  both  Texas.  Globe- 
News  Pub.  Co.,  licensee  of  KGNC-TV  Amarillo, 
owns  81%  of  applicant.  Announced  Aug.  25. 

Ownership  Changes 

APPLICATIONS 

KBCL  Bossier  City,  La. — Seeks  assignment  of 
license  from  Bossier  Bcstg.  Service  Inc.  to  Good 
Music  Inc.  for  $40,000.  New  owners  Crawford 
Godfrey  and  William  A.  Childs  (each  48%)  are  in 
retail  grocery  business.  Announced  Aug.  26. 
WIOD  Sanford,  Fla. — Seeks  assignment  of  li- 

cense from  Kenneth  J.  Crosthwait  to  Ira  L.  and 
Viola  E.  Eshleman  for  $45,000.  Mr.  Eshleman  is 
head  of  Boca  Raton  Bible  Conference  Grounds 
Inc.  Announced  Aug.  26. 
KRSL  Russell,  Kan. — Seeks  assignment  of  li- 

cense from  Prairie  States  Bcstg.  Co.  to  Fred  L. 
Thompson,  Anthony  Floyd  and  Ralph  B.  Evans 

NATION-WIDE  NEGOTIATIONS  •  FINANCING  •  APPRAISAL 

RADIO    •    TELEVISION    •  NEWSPAPER 

EAST 

REGIONAL 
DAYTIME 

$80,000 

Exclusive  market 

near  water  doing 

growing  gross.  Re- 

mote installation. 

Terms. 

CENTRAL 

MICHIGAN 
DAYTIMER 

$175,000 

500  watts  in  one  of 

Michigan's  top  mar- 
kets. 1957  showed 

25%  profit  on  vol- 
ume. Terms  to  quali- 

fied buyer. 

MIDWEST 

FULLTIME 
INDEPENDENT 

$85,000 

Local  station  in 

heart  of  dairy,  farm- 

ing, ranching,  whole- 
sale and  rail  center. 

Profitable.  Upper 
Midwest. 

SOUTHWEST 

MAJOR 

MARKET 

$165,000 

Daytimer  located  in 
one  of  the  major 

cities  of  the  South- 
west. Profitable  op- 

eration. Financing 

available  to  right 
buyer. 

WEST 

FULLTIME 
LOCAL 

$200,000 

Ideally  located  Cali- 
fornia market  close 

to  everything.  Grow- 
ing into  a  major 

market  fast.  Terms. 

Washington,  D.  C.               Cleveland                       Chicago                         Dallas  San  Francisco 

Wm.  T.  Stubblefield  Jackson  B.  (Jack)  Maurer  Ray  V.  Hamilton  Dewitt  (Judge)  Landis  W.  R.  (Ike)  Twining 
1737  DeSales  St.,  N.W.  2414  Terminal  Tower                         Tribune  Tower  Fidelity  Union  Life  Bldg.  1 1 1  Sutter  St. 
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Planning 

a  Radio 

Station? 

I 

This  valuable  planning  guide 

will  help  you  realize  a  greater 

return  on  your  equipment  in- 

vestment. Installation  and 

maintenance  procedures,  out- 

lined in  this  new  brochure,  will 

show  you  how  to  get  long 

equipment  life  and  top  per- 

formance for  your  station. 

For  your  free  copy  of  this  brochure, 

write  to  RCA,  Dept.  K-22,  Building 

15-1,  Camden,  N.  J.  In  Canada:  RCA 
VICTOR  Company  Limited,  Montreal. 

RADIO  CORPORATION 

of  AMERICA 

Tmk(s)® 

FOR  THE  RECORD  continued 

Jr.  d/b  as  Kilo  BcsIk.  Co  for  $62,500.  Mr.  Thomp- 
son is  manager,  KADA  Ada,  Okla.;  Mr.  Floyd  is 

in  real  estate,  and  Mr.  Evans  is  in  wholesale 
candy,  tobacco,  etc.  Announced  Aug.  26. 
WAIN  Columbia,  Ky.— Seeks  acquisition  of 

positive  control  (67%)  of  licensee  (Tricounty 
Radio  BcsIk.  Corp.)  bv  Lindsey  Wilson  College 
through  purchase  of  50.7%  from  S.  C.  Bybee  for 
$22,000.  Buyer  is  two-year  Methodist  institution. Announced  Aug.  25. 

WKLX  Paris,  Kv.— Seeks  assignment  of  license 
from  Stephens  Industries  Inc.  to  Charles  W. 
Krause  d/b  as  Paris  Bcstg.  Co.  for  $85,000.  Mr. 
Krause  is  office  and  studio  manager  with  WCMI 
Huntington,  W.   Va.  Announced  Aug.  25. 
KPLC-AM-TV  Lake  Charles,  La.— Seeks  as- 

signment of  license  from  T.  B.  Lanford  and 
Louis  M.  Sepaugh  Sr.  d/b  as  Calcasieu  Bcstg. 
Co.  to  Messrs.  Lanford  and  Sepaugh  Sr.  and 
Louis  M.  Sepaugh  Jr.  d/b  as  Calcasieu  Bcstg. 
Co.  Louis  Jr.  is  paying  his  father  $100,000  for 
half  of  hitter's  one-third  interest.  Announced Aug.  26. 
WUST-AM-FM  Bethesda,  Md.— Seeks  transfer 

o!  control  1 50.88%)  of  licensee  (Broadcast  Man- 
agement Inc.)  from  Carl  J.  Batter,  representing 

himself,  Harold  S.  Russell  and  estate  of  W. 
Parker  Jones,  to  WUST  Inc.  for  $190,000.  Pur- 

chasers: real  estate  men  William  H.  Simons 
(one-third);  Milton  and  Walter  Diener  (each 
20%),  and  Daniel  Diener  (13V3%),  and  Jack 
Diener,  dentist  (13>/3%).  Announced  Aug.  21. 
WBSE  Hillsdale,  Mich. — Seeks  transfer  of  con- 

trol (100',)  of  licensee  (Baw  Beese  Bcstrs.  Inc.) from  Harmon  L.  Stevens  and  John  F.  Wismer  to 
Ruth  Keister  (95%)  and  others  for  $37,000.  Mrs. 
Ki  ister  has  been  in  journalism.  Announced 
Aug.  25. 
WIP-AM-FM  Philadelphia,  Pa. — Seeks  assign- 

ment of  license  and  cp  from  Pa.  Bcstg.  Co.  to 
WIP  Bcstg.  Inc.  for  $2.5  million.  Ben  Gimbel  Jr., 
who  has  been  president  of  stations  since  1948. 
will  own  62.5%  of  Class  B  stock.  For  complete 
list  of  new  stockholders  see  Changing  Hands, 
Aug.  25.  Announced  Aug.  25. 
WSBR  Warwick-East  Greenwich,  R.  I. — Seeks 

acquisition  of  positive  control  of  permittee 
(West  Shore  Bcstg.  Co.)  by  David  L.  and  A. 
Frances  Stackhouse  through  purchase  of  stock 
from  James  C.  and  Ajine  D.  Coffey.  Upon  in- 

creasing their  ownership  to  100%,  Stackhouses 
will  sell  station  to  Milton  E.  Mitler  for  $6,547. 
Mr.  Mitler  owns  WADK  Newport,  R.  I.  An- nounced Aug.  21. 

WD  EH  Sweetwater,  Tenn. — Seeks  assignment 
of  license  from  WDEH  Inc.  to  William  M.  Bryan 
for  $75,000.  Mr.  Bryan  formerly  had  interest  in 
KGMO  Cape  Girardeau,  Mo.,  and  KCOB  Newton, 
Iowa.  Announced  Aug.  26. 
WCHV  Charlottesville,  Va. — Seeks  assignment 

of  license  from  Charles  Barham  Jr.  and  Emma- lou  W.  Barham  to  Nash  L.  Tatum  Jr.  for  $200,000. 
Mr.  Tatum  has  been  WCHV  announcer.  An- 

nounced Aug.  21. 
WMCD  Welch,  W.  Va. — Seeks  assignment  of 

license  from  Williamson  Bcstg.  Corp.  to  Welch 
Bcstrs.  Inc.  for  $10,000.  New  owners:  Clarence 
E.  Feltner  Jr.  (40%),  operations  manager,  WHIS- 
TV  Bluefield,  W.  Va.;  Kyle  Gene  Lilly  (35%), 
salesman,  WHIS  Bluefield,  and  John  B.  Roller  Jr. 
(25%),  florist.  Announced  Aug.  21. 

Hearing  Cases 

INITIAL  DECISIONS 

Hearing  Examiner  Herbert  Sharfman  issued 
initial  decision  looking  toward  granting  applica- 

tions of  West  Shore  Bcstg.  Co.  and  The  Westport 
Bcstg.  Co.  for  new  am  stations  to  operate  on 
1260  kc.  1  kw  D,  DA,  in  Beacon,  N.  Y.,  and 
Westport,  Conn.,  respectively.  Announced  Aug. 
27. 

FADING  RANGE  REPORT 

"An  Analysis  of  Long  Term  Fading 

Ranges  for  Tv  and  Fm  Service  Fields" 
bj  engineers  Harry  Fine  and  John  M. Taff  is  available  free  from  the  FCC 

Office  of  Chief  Engineer,  Technical 
Research  Division.  The  report  (No. 

2.1.7)  analyzes  the  available  long  term 

amplitude  fading  data  within  the  serv- 
ice range  and  develops  curves  for  pre- 

dicting this  fading  range  both  for  use 
with  the  average  field  strength  curves 

and  the  more  refined  prediction  tech- 
niques for  propagation  over  specific 

terrain.  There  are  charts  and  a  table 

to  illustrate  the  report. 

Hearing  Examiner  Thomas  H.  Donahue  issued 
initial  decision  looking  toward  granting  applica- 

tion of  Liberty  Bcstg.  Co.  for  new  am  station  to 
operate  on  1050  kc,  250  w  DA,  D,  in  Liberty, 
Tex.  Announced  Aug.  27. 
Hearing  Examiner  Jay  A.  Kyle  issued  initial 

decision  looking  toward  granting  application  of 
The  Hardin  County  Bcstg.  Co.  for  new  am  sta- 

tion to  operate  on  1300  kc,  500  w  D,  in  Silsbee, 
Tex.  Announced  Aug.  22. 
Hearing  Examiner  Elizabeth  C.  Smith  issued 

initial  decision  looking  toward  granting  applica- 
tion of  James  A.  McKechnie  for  new  am  station 

to  operate  on  1220  kc,  1  kw  D,  in  North  Syracuse, 
N.  Y.;  condition.  Announced  Aug.  21. 
Hearing  Examiner  Elizabeth  C.  Smith  issued 

initial  decision  looking  toward  denying  applica- 
tion of  Granite  State  Bcstg.,  to  change  facilities 

of  WKBR  Manchester,  N.  H.,  from  Class  IV  sta- 
tion on  1240  kc,  250  w  unl.,  to  Class  III-A  station 

on  1250  kc,  5  kw  DA-2  unl.  Announced  Aug.  21. 
Hearing  Examiner  Thomas  H.  Donahue  issued 

initial  decision  looking  toward  granting  applica- 
tion of  Jefferson  Radio  Co.  for  new  am  station 

to  operate  on  1480  kc,  5  kw  D,  in  Irondale,  Ala., 
on  condition  that  building  designed  for  housing 
station  constructed  by  W.  D.  Frink  during  Aug. 
and  Sept.  1956  will  not  be  utilized:  and  denying 
application  of  The  Bessemer  Bcstg.  Co.  to  change 
facilities  of  WBCO  Bessemer,  Ala.,  from  1450 
kc,  250  w  unl.,  to  1480  kc,  5  kw  D.  Announced 
Aug.  21. 

OTHER  ACTIONS 

By  memorandum  opinion  and  order.  Commis- sion granted  protest  by  KISD  Inc.  (KISD),  Sioux 
Falls,  S.  D.,  to  extent  of  postponing  effective 
date  of  June  26  grant  of  application  of  Sioux 
Empire  Bcstg.  Co.  (KIHO),  Sioux  Falls,  S.  D., 
for  transfer  of  control  from  James  A.  Saunders 
to  William  F.  Johns  Jr.;  designated  application 
for  evidentiary  hearing  and  made  protestant 
party  to  proceeding;  further  ordered  Mr.  Johns 
to  return  control  of  KIHO  to  Mr.  Saunders  with- 

in 30  days.  Announced  Aug.  21. 

Routine  Roundup 

PETITIONS  FOR  RULE  MAKING  FILED 
Mt.  Vernon  Radio  &  Television  Company,  Sta- 

tions WMIX-AM-FM  Mt.  Vernon,  111.— Request 
assignment  of  ch.  13  to  Mt.  Vernon,  111.,  and  to 
take  such  steps  with  respect  to  utilization  of 
ch.  13  at  Bowling  Green,  Ky.,  as  indicated  by 
petitioner.  Announced  Aug.  22. 

mmmmm 

Southeast 

S70.000.00 

An  independent  daytimer  in 

one  of  the  larger  Carolina  mar- 

kets. Needs  owner-operator.  As- 

sets equal  the  purchase  price. 

$20,000  down  with  easy  terms. 

Exclusive  with 

s:too.ooo.oo 

Powerful  fulltime  network  af- 
filiate in  a  sound  medium  mar- 

ket. Excellent  assets  and  unusual 

potential.  Half  cash  required, 
balance  on  terms  to  qualified 
buyer. 

^5tackb urn  <S"  Gompanij 
NEGOTIATIONS  •  FINANCING  •  APPRAISALS 

WASHINGTON,  D.  C. 

James  W.  Blackburn 
Jack  V.  Harvey 

Washington  Building 

Sterling  3-4341 

ATLANTA 

Clifford  B.  Marshall 

Stanley  Whitaker 
Healey  Building 

JAckson  5-1576 

CHICAGO 

H.  W.  Cassill 
William  B.  Ryan 

333  N.  Michigan  Avenue 
Financial  6-6460 

m 

i 
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PROFESSIONAL  CARDS 

JANSKY  &  BAILEY  INC. 
Executive  Offices 

11735  DeSolei  St.,  N.  W.      ME.  8-5411 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 

[  Washington,  D.  C.         FEderal  3-4800 Member  AFCCE 

1  Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D. 

Telephone  District  7-1205 
Member  AFCCE 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.       Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.  Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.      National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

GEORGE  C.  DAVIS 
CONSULTING  ENGINEERS 

RADIO  &  TELEVISION 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  7-8215 

WASHINGTON  4,  D.  C. 

Member  AFCCE 

RUSSELL  P.  MAY 

711  14th  St.,  N.  W.  Sheraton  Bldg. 

Washington  5,  D.  C.  REpublic  7-3984 

Member  AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 

1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 
CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
1  Riverside  Road — Riverside  7-2153 

Riverside,  III. 
(A  Chicago  suburb) 

Vandivere  &  Cohen 

Consulting  Electronic  Engineers 

610  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 
Member  AFCCE 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Columbia  5-4666 

L.  H.  CARR  &  ASSOCIATES 
Consulting 

Radio  &  Television 

Engineers 
Washington  6,  D.  C.  Fort  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 

SILLIMAN,  MOFFET  & 

ROHRER 
1405  G  St.,  N.  W. 

Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  STate  7-2601 
Member  AFCCE 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

8200  Snowville  Road 
Brecksville,  Ohio 

(a  Cleveland  Suburb) 
Tel.:  JAckson  6-4386  P.O.  Box  82 

Member  AFCCE 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.      Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

LYNNE  C.  SMEBY 

Consulting  Engineer  AM-FM-TV 
7615  LYNN  DRIVE 

WASHINGTON  15,  D.  C. 

OLiver  2-8520 

HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 

BOX  68,  INTERNATIONAL  AIRPOR1 
SAN  FRANCISCO  28,  CALIFORNIA 

DIAMOND  2-5208 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 
EMerson  3-3266 
Dallas  6,  Texas 

LOWELL  R.  WRIGHT 
Aeronautical  Consultant 

serving  the  radio  &  tv  industry 
on  aeronautical  problems  created 

by  antenna  towers 
Munsey  Bldg.,  Wash.  4,  0.  C. 

District  7-1740 
(nights-holidays  telephone ELmwood  6-4212) 

A.  EARL  CULLUM,  JR. 
CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 

DALLAS  9,  TEXAS 

LAKESIDE  8-6108 
Member  AFCCE 

GEO.  P.  ADAIR  ENG.  CO. 
Consulting  Engineers 

Radio-Television 
Communications-Electronics 

1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 Member  AFCCE 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 

Directional  Antennas 

1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Colorado 

PETE  JOHNSON 

Consulting  am-fm-w  Engineers 

Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.        Dickens  3-7503 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 
P.  O.  Box  7037  Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For   Free  Catalog,  specify  course. 

MERL  SAXON 

Consulting  Radio  Engineer 
622  Hoskins  Street 

Lufkin,  Texas 

NEptune  4-4242        NEptune  4-9558 

CAMBRIDGE  CRYSTALS 

PRECISION  FREQUENCY 

MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave.,  Cambridge  38,  Mass. 

Phone  Trowbridge  6-2800 

IRL  T.  NEWTON,  JR. 

Consulting  Engineer 
422  Washington  Bldg., 

15th  and  N.  Y.  Ave.,  N.  W., 
Washington,  D.  C. 

Telephone:  Executive  3-7165 

COLLECTIONS 
For  the  Industry 

ALL  OVER  THE  WORLD 
TV — Radio — Film  and  Media 

Accounts  Receivable 
No   Collection — No  Commissions 
STANDARD  ACTUARIAL  WARRANTY  CO. 

220  West  42nd  St.,  N.  Y.  36,  N.  Y. 

  lO  5-5990 
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SUMMARY  OF  STATUS  OF  AM,  FM,  TV 

Compiled  by  BROADCASTING  through  Aug.  27 
ON  AIR CP TOTAL  APPLICATIONS 

Lie.  Cos Not  on  air For  new  stations 

AM                             3,028  72 
104 FM                                524  34 

94 TV  (Commercial)            41 51  93s 
116 125 

DPFRATING  TELEVISION UrCKnllliw     1  CLE  V  1  Jlwll STATIONS 

(  ompiled  by  BROADCASTING 
through  A ug. 77 

VHF 
UHF TOT  Al 

Commercial  425 
83 

508' 

Non-Commercial  26 7 

334 

COMMERCIAL  STATION 
BOXSCORE 

As  reported  by  FCC  through  July  31 

AM 

FM TV 

Licensi-.d  (all  on  air) 
3,235 

530 

422' 

CPs  on  air  (new  stations) 
36 22 

922
 

CPs  not  on  air  (new  stations) 105 

93 

114 

Total  authorized  stations 

3,376 

645 667 

Applications  for  new  stations  (not  in  hearing) 412 36 

47 

Applications  for  new  stations  (in  hearing) 109 

30 

58 

Total  applications  for  new  stations 521 66 105 

Applications  for  major  changes  (not  in  hearing)  311 

19 

35 

Applications  for  major  changes  (in  hearing) 

41 

0 16 

Total  applications  for  major  changes 352 

19 51 

Licenses  deleted 0 2 1 

CPS  DELETED 2 0 3 

1  There  are,  in  addition,  nine  tv  stations  which  are  no  longer  on  the  air,  but  retain  their licenses. 
2  There  are,  in  addition,  37  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 

longer  in  operation  and  one  which  has  not  started  operation. 
•There  have  been,  in  addition,  177  television  cps  granted,  but  now  deleted  (33  vht  and 144  uhf). 
«  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 

FOR  THE  RECORD  continued 

actions  on  motions 
Commission  on  Aug.  21  granted  request  by 

English  and  Spain  for  extension  of  time  to  Sept. 
3  to  file  replies  to  opposition  to  petition  for  rule 
making  to  assign  ch.  9  to  Williamsport,  Pa. 
By  Chairman  John  C.  Doerfer  on  August  18 
Granted  motion  by  Red  River  Valley  Bcstg. 

Corp.,  to  correct  transcript  of  oral  argument  in 
proceeding    on    application    of    Pillar    of  Fire 
(KPOF),  Denver,  Colo. 
By  Acting  Chief  Hearing  Examiner  Jay  A.  Kyle 

on  August  21 
Granted  petition  of  Harvey  S.  Hester,  Smyrna, 

Ga.,  for  dismissal  without  prejudice  of  his  am 
application,  and  retained  in  hearing  status  ap- 

plication of  Robert  A.  Corlcy,  College  Park,  Ga. 
Denied  petition  by  the  Federal  Bcstg.  System 

Inc.,  for  leave  to  intervene  in  Albany- 
Schenectady-Troy-Vail  Mills  proceeding  on  show 
cause  order  as  to  why  Copper  City  Bcstg.  Co. 
(ch.  13).  Utica,  N.  Y.,  should  not  operate  on  ch.  2. 
Scheduled  oral  argument  for  Sept.  2  at  1:30 

p.m.,  on  certain  pleadings  filed  in  Hampton- 
Norfolk  tv  ch.  13  proceeding. 

By  Hearing  Examiner  Herbert  Sharfman 
on  August  20 

On  request  of  Star  Bcstg.  Corp.,  Fredericks- 
burg. Va.,  extended  time  for  filing  initial  pro- 
posed findings  of  fact  and  conclusions  from  Sept. 

2  to  Sept.  8,  and  for  filing  replies  from  Sept.  12 
to  Sept.  18  in  am  proceeding. 
By  Hearing  Examiner  Thomas  H.  Donahue 

on  August  20 
Issued  memorandum  concerning  motion  for 

leave  to  amend  and  reopen  record  by  The  Besse- 
mer Bcstg.  Co.  (WBCO).  Bessemer,  Ala.,  on  his 

am  application  and  that  of  Jefferson  Radio  Co., 
lrondale,  Ala.;  petition  is  passed  on  to  Commis- 

sion for  ruling. 
By  Hearing  Examiner  J.  D.  Bond  on  August  19 
Continued  further  hearing  to  Sept.  3  in  Hamp- 

ton-Norfolk, Va.,  ch.  13  proceeding. 
BROADCAST  ACTIONS 

By  Broadcast  Bureau 
Actions  of  August  22 

KMCM  McMinnville,  Ore. — Granted  involun- 
tary acquisition  of  positive  control  by  Philip  N. 

Bladine  as  individual  and  as  executor  of  estate 
of  Jack  B.  Bladine,  deceased. 
WHFM  (FM)  Rochester,  N.  V.— Granted  mod. 

of  license  to  operate  trans,  by  remote  control. 
WCKR-FM  Miami,  Fla.— Granted  cp  to  in- 

crease ERP  to  100  kvv,  decrease  ant.  height  to 
250  ft.,  install  new  type  ant.  and  change  ant.- trans.  and  studio  location;  conditions. 
KUDU  Ventura-Oxnard,  Calif.— Granted  cp  to 

install  new  type  trans. 
WKNY  Kingston,  N.  Y. — Granted  cp  to  make 

changes  in  ant.  system. 
WHEW  Riviera  Beach,  Fla.— Granted  mod.  of 

cp  to  change  type  trans. 
KYA-FM  San  Francisco,  Calif. — Granted  mod. 

of  cp  to  increase  ERP  to  16.5  kw,  change  type 
ant.  and  type  trans.;  remote  control  permitted; 
condition. 
WTLO  Somerset,  Ky.— Granted  mod.  of  cp  to 

change  type  trans.;  condition. 
KQIK  Lakeview,  Ore. — Granted  extension  of 

authority  to  allow  station  to  sign-off  at  7  p.m. 
through  Oct.  15. 
KSDA  Redding,  Calif. — Granted  extension  of 

authority  to  remain  silent  for  additional  90  days, 
for  period  from  Aug.  8,  for  bankruptcy  pro- 
ceedings. 
WGAY-FM  Silver  Spring,  Md.— Granted  ex- 

tension of  completion  date  to  2-1-59. 
Actions  of  August  21 

KERO-TV,  KFMB-TV  (main  trans,  and  aux. 
trans.),  KYAT,  KFMB  Bakersfield  and  San  Diego, 
Calif.,  and  Yuma,  Ariz. — Granted  assignment  of 
licenses  to  Marietta  Investment  Corp. 
WKXL  Concord,  N.  H. — Granted  acquisition 

of  positive  control  by  Frank  B.  Estes  through 
purchase  of  stock  from  WKNE  Corp. 

KPLO-TV  Reliance,  S.  D.— Granted  license 
covering  changes  in  tv  station. 
WTGN-TV  Minneapolis,  Minn.— Granted  mod. 

of  license  to  change  aur.  ERP  to  158  kw. 
KPLT  Paris,  Tex. — Granted  authority  to  op- 

erate station  on  reduced  hours  specifically  from 
6  a.m.  CST  to  6:30  p.m.  CST,  except  for  special 
events;   reason:  economic. 
Following  stations  were  granted  extensions  of 

completion  dates  as  shown:  WHOH  (FM)  Hamil- 
ton, Ohio,  to  10-1;  WBRC-FM  Birmingham,  Ala., 

to  1-30-59;  KYA-FM  San  Francisco,  Calif.,  to 2-1-59. 

KRHM  Los  Angeles,  Calif. — Remote  control 
permitted. WJJL  Niagara  Falls,  N.  Y. — Granted  change  of 
remote  control  authority. 
WNVY  Pensacola,  Fla. — Granted  change  of  re- 

mote control  authority. 
Actions  of  August  20 

KVBC  Farmington,  N.  M.— Granted  mod.  of 
license  to  change  name  to  Radio  Station  KENN. 
WGLI  Babylon,  N.  Y.— Granted  cp  to  install 

new  type  trans,  as  alternate  main  trans,  at 
present  main  trans,  site. 
Following  stations  were  granted  extensions  of 

completion  dates  as  shown:  WIFI  (FM)  Glenside, 
Pa.,  to  1-31-59,  and  WHFI  (FM)  Detroit,  Mich., 
to  9-18. 

Actions  of  August  19 
KSTF  Scottsbluff,  Neb.— Granted  license  for 

tv  station  (main  trans,  and  ant.). 
WHYN-TV  Springfield,  Mass.— Granted  license 

for  tv  station:  ERP  vis.  141  kw,  aur.  70.8  kw. 
KBLT  Big  Lake,  Tex.— Granted  license  for  am 

station,  change  of  main  studio  location  (trans, 
location)  and  type  trans. 

KSD-TV  St.  Louis,  Mo.— Granted  license  cov- 
ering changes  in  tv  station  and  redescribe  trans, 

location  (main  trans,  and  ant.);  and  license  to 
maintain  old  main  trans,  as  aux.  trans,  and  ant. 
system  as  aux.  ant.  at  old  trans,  site. 
KMAQ  Maquoketa,  Iowa — Granted  mod.  of  cp 

to  change  type  trans,  and  studio  location;  remote 
control  permitted. 

Actions  of  August  18 
WRAL-TV  Raleigh,  N.  C— Granted  license  for 

tv  station  and  redescribe  studio  location. 
WQED  Pittsburgh,  Pa.— Granted  cp  to  change 

ERP  to  vis.  203  kw,  aur.  101  kw,  ant.  height  to 
660  ft.;  install  new  ant.  system  and  make  equip- ment changes. 

Following  stations  were  granted  extensions  of 
completion  dates  as  shown:  WFPK-TV  Louis- 

ville, Ky.,  to  12-3  and  WBUF  (TV)  Buffalo,  N.  Y., 
to  12-1. 

NARBA  Notifications 

DOMINICAN 

Notification  of  new  Dominican  Republic  broad- 
casting stations,  and  of  changes  in  or  deletions  of 

existing  stations,  made  in  conformity  with  Part 
III,  Section  II  of  The  North  American  Regional 
Broadcasting  Agreement,  Washington,  D.  C. 

910  kc 
HIN  C.  Trujlllo— 1.  kw  ND  unl.  Class  III.  9-1- 58.  New. 

980  kc 
HISA  Santiago— 0.75  kw  ND  unl.  Class  III. 9-1-58.  .New. 

1220  kc 

HIN  C.  Trujillo— 0.5  kw  ND  unl.  Class  II. Delete. 

HI1N  Santiago— 0.75  kw  ND  unl.  Class  n.  De- lete. 
1230  kc 

HI3A  C.  Trujillo— 0.25  kw  ND  unl.  Class  IV. 
9-1-58.  Change  in  location  from  Barahona. 

1240  kc 

HIQ  S.  P.  Macoris— 0.25  kw  ND  unl.  Class  IV. 8-1-58.  New. 
1260  kc 

HIT  C.  Trujillo— 0.25  kw  ND  unl.  Class  IV. 8-1-58.  Previously  1400  kc. 
1600  kc 

HID  Santiago— 0.05  kw  ND  unl.  Class  IV.  8-1- 58.  New. 1310  kc 

HIF  Puerto  Plata— 1  kw  ND  unl.  Class  III.  3-1- 
58.  New. 1440  kc 

HI9T  Monsenor  Nouel — 0.25  kw  ND  unl.  Class III.  3-1-58.  New. 
1450  kc 

HI2K  Santiago— 0.25  kw  ND  unl.  Class  IV.  in use.  Previously  1310  kc. 

ALLEN  KANDER 

AND  COMPANY 

NEGOTIATORS  FOR  THE  PURCHASE  AND  SALE 

OF  RADIO  AND  TELEVISION  STATIONS 
EVALUATIONS 

FINANCIAL  ADVISERS 
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1625  Eye  Street,  N.W. 

NAtional  8-1990 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.    Checks  and  money  orders  only. 

•  DEADLINE:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday  preceding  publication  date. 
•  SITUATIONS  WANTED  204  per  word — $2.00  minimum  •  HELP  WANTED  25<£  per  word — $2.00  minimum. 
•  All  other  classifications  30(*  per  word — $4.00  minimum.  •  DISPLAY  ads  #20.00  per  inch. 
•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 
APPLICANTS:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos,  etc.,  sent  to 

box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Management 

Manager  to  build  outstanding  independent  local 
operation.  Want  experienced,  capable,  ambitious 
person  of  good  character.  Straight  salary  or 
salary  and  profit  percentage.  Best  medium-sized 
Ohio  market.  Box  637F,  BROADCASTING. 

General  manager  wanted  by  top  group  operator 
for  major  market  New  York  state  station.  Send 
full  details  to  Box  650F,  BROADCASTING. 

Metropolitan  market.  To  operate  on  percentage 
of  profits.  Great  challenge.  Excellent  opportunity 
for  right  party.  Box  675F,  BROADCASTING. 

Sales  manager  and  owners  understudy — now 
successful  in  small  or  medium  market.  Send 
credentials,  accounts  listing  first  letter.  Guaran- 

tee salary  open,  plus  commission.  Upper  mid- west. Box  702F.  BROADCASTING. 

Sales 

Kentucky  station  needs  aggressive  salesman. 
Salary,  commission.  Some  air  work  if  wanted. 
Full  details  first  letter.  Box  594F,  BROADCAST- ING. 

New  York  state  tv  station  wants  an  experienced 
radio  salesman,  interested  in  moving  into  televi- 

sion. NBC  affiliate.  On  air  accounts  to  start.  Base 
plus  commissions.  Write  giving  full  resume  to 
Box  609F,  BROADCASTING. 

Experienced  sales  manager  wanted  in  north- 
western college  town  of  40,000,  single  station 

market  of  150,000.  Must  be  high  grade  man  and  a 
good  worker.  Salary  and  percentage  of  profits. 
Box  621F,  BROADCASTING. 

Experienced  salesman  with  production  ideas  for 
number  one  metropolitan  Florida  station.  Base 
salary  plus  commission  and  car  allowance.  Fine 
opportunity  for  real  salesman.  Box  651F,  BROAD- CASTING. 

Wanted,  immediately,  experienced  radio-time 
salesman  for  rural  station,  upper  N.Y.  state,  sal- 

ary and  commission  dependent  on  experience; 
prefer  man  used  to  handling  rural  or  small-town 
accounts;  the  last  man  to  leave  this  job  was 
making  around  $125.00  a  week  and  not  operating 
at  full-time  potential;  send  resume  including 
references  and  experience  to  Box  671F,  BROAD- CASTING. 

KBUD,  Athens,  Texas  seeking  sales  manager 
with  announcing  background.  Five  years  ex- 

perience required,  minimum  age  30.  Interview 
required,  references  will  be  checked.  Start 
$4,800.00  plus  bonus.  Box  701F,  BROADCAST- ING. 

Top  sales  manager  wanted  for  established  Vir- 
ginia station.  City  of  30,000.  Must  be  energetic. 

Ready  to  talk  turkey  on  salary  arrangements 
for  right  man.  Send  photo,  working  record,  all 
details  first  letter.  Box  707F,  BROADCASTING. 

Salesman:  15%  commission.  Liberal  draw.  Good 
music.  Daytime.  Kilowatt.  Midwest.  Box  716F, 
BROADCASTING. 

Texas  station  needs  good,  experienced  sales 
manager  who  can  announce.  First  phone  ticket 
desirable.  If  you're  not  capable  of  earning  be- 
twen  $400  and  $500  per  month,  don't  apply.  Box 722F,  BROADCASTING. 

California,  KCHJ,  Delano.  Serves  1,300,000.  In- 
creasing sales  staff. 

Growing  station  group  has  good  paying  job  open 
with  top  station  in  area  for  experienced,  hard 
working  salesman.  Guarantee  open  depending  on 
experience  and  ability,  plus  commission.  Ad- 

vancement opportunity  dependent  on  perform- 
ance. Only  sober,  permanent  salesman  need  ap- 

ply. Reply  to  Riley  Gibson,  Radio  Station  KXO, 
El  Centro,  Calif. 

Salesman  for  solid  NBC  station  in  Michigan's second  market.  Send  complete  resume  to  Marvin 
Levey,  WFDF,  Flint,  Michigan. 

New  York-Newark  excellent  opportunity  for 
man  with  outstanding  radio  sales  record  to 
earn  well  into  five  figure  income.  Good  pros- 

pects for  promotion  to  even  bigger  job.  In 
chain  of  8  radio  and  tv  stations.  Send  photo  and 
history  of  billings  and  earnings  to:  Hal  Walton, 
WNJR,  Newark,  New  Jersey. 

RADIO 

Help  Wanted— (Cont'd) 
A  nnouncers 

Florida.  Need  experienced  personality  pop  dj. 
Above  average  salary.  Promotion  minded  station. 
Send  tape,  background.  Box  750E,  BROADCAST- ING. 

Negro  dj — southerner  only — religious  or  R&B — 
America's  highest  audience  rated  negro  group. Picture,  tape,  letter  Box  903E,  BROADCASTING. 

Opening  September  15  for  stable  experienced 
staff  announcer,  morning  shift.  Dignified  news, 
friendly  commercials.  No  characters  or  funny 
men.  Small  market  northern  South  Carolina.  Box 
472F.  BROADCASTING. 

Need  announcer  with  2  years  experience  for  staff 
of  metropolitan  area  station.  Good  salary  and 
conditions,  an  excellent  chance  of  advancement 
within  our  expanding  chain.  Send  tape,  photo, 
resume  and  references.  Box  547F,  BROADCAST- ING. 

Wanted — experienced  on  air  salesman  to  do  good 
adult  record  show  number  Top  40.  Rush  tape  and 
letter.  Box  693F,  BROADCASTING. 

Kentucky  station  needs  good  announcer.  Begin- 
ner with  strong  possibilities  acceptable.  Prefer 

Kentuckian.  Full  details  first  letter.  Box  595F, 
BROADCASTING 

Group  of  single  market  stations  in  Texas  need 
following:  newsman  with  announcing  experience, 
and  announcer-salesman  and  a  straight  an- 

nouncer. Stations  are  under  one  ownership  and 
offer  chance  to  advance  if  you  like  smaller  mar- 

kets with  one  station.  Box  613F,  BROADCAST- ING. 

Maryland  independent  wants  experienced  staff 
announcer  for  morning-afternoon  disc  shows. 
Box  638F,  BROADCASTING. 

Combination  man — 1st  class  license — emphasis  on 
announcing.  East  Tennessee  market  of  30,000. 
Good  pay  for  fast  moving  man.  Send  tape  and 
experience  to  Box  658F,  BROADCASTING. 

$4,200  to  $6,000  for  dj  with  personality  who  can 
also  do  good  news  cast.  No  prima  donnas,  no 
beginners.  5000  watts  in  midwest.  Excellent  bene- 

fits including  attractive  retirement  plan.  Send 
full  information  and  tape.  Box  659F,  BROAD- CASTING. 

Announcer-lst  phone.  No  maintenance,  two 
weeks  vacation,  health  insurance,  new  studio 
and  equipment.  Mobile  units,  air  and  auto.  Adult 
programming,  start  at  $433.00.  Need  immedately. 
Phone  Mr.  Jae,  KHMO,   Hannibal,  Missouri. 

Experienced  announcer.  Can  also  sell.  Dr.  F.  P. 
Cerniglia,  KLIC,  Monroe,  Louisiana. 

Opening  soon  for  mature,  top  forty  type  an- 
nouncer with  first  class  license  to  spin  uptown 

type  top  forty  format  country  and  western  rec- 
ords for  booming  KOOO,  Omaha.  The  number 

47  market  in  U.S.  Class  only,  no  engineering 
required.  Air  mail  tape,  photo  background  to 
Deane  Johnson,  Program  Director,  KOOO, 
Omaha. 

Have  immediate  opening  for  announcer  with 
news  experience  also  for  an  announcer-salesman. 
If  interested  contact  Clint  Formby,  KPAN,  Here- 

ford, Texas. 

Wanted:  Announcer  for  a  1000  watt  independent 
in  city  of  12,000  in  southwest.  Prefer  an  experi- 

enced radio  man  with  knowledge  of  music,  news 
and  sports.  Car  necessary.  Salary  open.  Some 
talent  fees.  Send  full  information,  photo,  tape 
and  references  to  KSCB,  Liberal,  Kansas. 

Immediate  opening  for  experienced  staff  an- 
nouncer, opportunity  to  sell.  Send  photo,  tape 

and  complete  details  in  first  letter.  WAFC, 
Staunton,  Virginia. 

WFRL,  Freeport,  Illinois  has  immediate  opening 
for  experienced  staff  announcer.  48-hour  week, 
overtime  over  40  hours.  Paid  vacations,  free 
insurance,  morning  shift,  daytime  operation. 
Write  or  call  Bud  Walters. 

Central  Florida  kilowatt  has  immediate  opening 
for  experienced  announcer  with  first  phone. 
Send  tape  and  letter  to  WLBE,  Leesburg-Eustis, Florida. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Experienced  morning  man.  Send  tape  and  re- 
sume and  salary  expected.  WLOH,  Princeton, 

West  Virginia. 

Combo  man  with  first  class  ticket  for  medium 
sized  mid-west  market.  Good  announcer  neces- 

sary, very  little  engineering.  Must  know  produc- tion. Send  resume  of  experience,  family  status, 
salary  requirements  and  audition  to  John  Harvey, 
WRRR,  113  S.  Court  Street,  Rockford,  Illinois. 

Technical 

Chief  engineer  for  brand  new  directional  day- 
timer  in  Pittsburgh  area  one  of  growing  chain. 
All  new  equipment  with  excellent  layout.  Excel- 

lent salary  and  working  conditions.  No  an- 
nouncing required.  Personal  interview  necessary. 

Box   180F,  BROADCASTING. 

Chief  engineer  to  maintain  250  w  Virginia  am 
using  remote  control.  Announcing  ability  pre- 

ferred but  not  necessary.  Send  complete  back- 
ground information  with  references,  etc.  This  is 

an  immediate  and  permanent  opening  for  the 
right  man.  Box  525F,  BROADCASTING. 

Leading  Florida  station  seeking  engineer  able 
to  assume  supervisory  engineering  duty.  Must 
be  qualified  for  maintenance  of  5  kilowatt  am 
directional  and  for  installation  of  studio  equip- 

ment. Send  resume  and  snapshot  to  Box  712F, 
BROADCASTING. 

Chief  engineer  wanted  immediately  for  am-fm 
remote  control  station  in  New  York  southern 
tier.  Some  air  work  available,  if  desired.  Contact 
Station  Manager,  WCLI,  Corning,  New  York. 

Engineer  wanted,  5000  watt  am  station  and  large 
fm  station.  Must  be  familiar  with  all  types  of 
equipment.  Prefer  man  with  knowledge  of 
multiplexing.  Write  WGH  Radio,  Norfolk  or 
Newport  News,  Virginia. 

Engineer.  Experienced,  1st  ticket.  Union  con- 
tract. Contact  Mort  Bardfield,  WMEX,  Boston  15, 

Mass. 

Production-Programming,  Others 

Mr.  News  Director,  this  ad  will  run  until  we  find 
the  right  man.  We  need  a  newsman  who  gets 
behind  the  surface  news;  who  knows  what's  go- ing on.  News  in  depth  is  our  most  important 
service.  Good  salary  and  facilities.  Write  Box 
179E.  BROADCASTING. 

$6000  per  year  for  news  director  with  know  how 
to  do  a  complete  job.  Established  news  minded 
station  will  provide  the  working  tools,  you  pro- 

vide the  knowledge  and  interest.  Full  details  to 
Box  318F,  BROADCASTING. 

News  director.  Must  be  able  to  take  full  charge 
of  department,  with  heavy  news  schedule;  be 
thoroughly  experienced  in  local  reporting,  have 
an  authoritative  style  and  able  to  direct  other 
news  personnel.  Leading,  north  central  regional, 
in  major  market.  Salary  and  working  conditions 
above  average.  Will  only  consider  applicants  with 
successful  background  in  similar  position.  Reply 
in  detail,  giving  past  experience,  salary  expected, 
and  attach  small  photo,  which  will  not  be  re- 

turned. Confidential.  Box  515F,  BROADCAST- ING. 

Program  director  for  metropolitan  Florida  sta- tion. Must  be  experienced,  aggressive,  full  of 
ideas.  Fine  opportunity.  Box  652F,  BROAD- 
CASTING. 

Experienced  continuity  writer  for  major  mid- west market.  Must  have  creative  ability  plus 
practical  good  sell  commercial  copy  writing  style. 
Send  photo  and  complete  background.  Box  679F, 
BROADCASTING. 

Newsman:  1000  watts.  Daytime.  Gather,  write 
and  air  news.  Box  715F,  BROADCASTING. 

One  news  director  and  one  announcer-copy- 
writer. 500  watt  daytimer.  Some  experience  nec- 
essary. Newsman  must  be  able  to  gather,  write 

and  air  local  news  and  sports — no  play-by-play 
necessary.  Good  community,  very  little  night 
work.  No  floaters.  KCHE,  Cherokee,  Iowa. 
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GET  YOUR 

First  Class 

Commercial 

F.C.C. 

LICENSE 

IN  12 

WEEKS! 

Grantham  School  of  Electronics  specializes  in 

F.C.C.  license  preparation,  teaching  you  either 

by  correspondence  or  in  resident  classes.  Cor- 
respondence training  is  conducted  from  Wash- 

ington, Hollywood,  and  Seattle;  also,  resident 
DAY  and  EVENING  classes  are  held  in  all 

three  cities.  Regardless  of  whether  you  enroll 
by  correspondence  or  in  a  resident  class,  we 

train  you  quickly  and  well  — NO  previous 
training  required.  A  beginner  may  qualify 
for  his  first  class  F.C.C.  license  in  as  little  as 
twelve  weeks. 

Our  FREE  booklet,  Careers  in  Electronics, 

gives  complete  details  of  our  training  — either 
home  study  or  resident  classes.  This  booklet 

tells  how  we  prepare  you,  quickly,  to  pass 
F.C.C.  examinations.  For  your  free  copy  of 
this  booklet,  clip  the  coupon  below  and  mail  it 
to  the  Grantham  School  nearest  you. 

WASHINGTON     Grantham  School  of  Electronics wHanmuiUN  821.19th  street  N  w 
Washington  6,  D.C. D.C. 

HOLLYWOOD     Grantham  School  of  Electronics 
p.i  if-  1505  N.  Western  Avenue 
UALIr.  Hollywood  27,  California 
CALIF. 

SEATTLE        Grantham  School  of  Electronics 

U/ACU  408  Marion  street WA5N.         Seattle  4,  Washington 

MAIL  TO  SCHOOL  NEAREST  YOU 

RADIO  RADIO 

Help  Wanted— (Cont'd) 
Production-Programming,  Others 

Newsman  gathers  and  writes  local  news  for  radio 
and  television.  Good  radio  news  delivery  on  air 
essential,  photography  experience  would  be 
helpful.  Excellent  opportunity,  permanent  posi- tion, KGHF-KKTV,  Pueblo.  Colorado. 

Wanted — program  director-announcer,  top  voice 
required.  Apply  Byron  McElligott,  KSDN,  Aber- deen, South  Dakota. 

Newsman.  Radio  and  television,  capable  leg  and 
airman  with  small  market  station  experience, 
who  can  gather,  write,  and  air  news;  journalism 
education  background  preferred;  married;  vet- 

eran; stable  and  dependable  with  good  refer- 
ences; one  who  wants  a  permanent  berth  in  a 

news  department  which  has  twice  received  na- tional recognition.  Scale  starts  at  $85  for  40 
hours.  Salary  commensurate  with  experience 
and  ability.  Write  or  phone  W.  P.  Williamson, 
WKBN.  Youngstown,  Ohio,  STerling  2-1145. 
Experienced  program  director.  Tape  and  resume 
and  salary  expected.  WLOH,  Princeton,  West 
Virginia. 

RADIO 

Situations  Wanted 

Management 

Highest  Industry  records  in  radio  sales  expan- 
sion. Twenty  years  operations  and  management. 

Special  assignments  considered.  Box  611F, 
BROADCASTING. 

Wanted:  Desk  to  collect  dust  while  I  work  street 
as  commercial  manager.  Box  672F,  BROAD- CASTING. 

Texas  station  owners:  Texan  now  general  man- 
ager of  operation  in  north  would  like  to  return 

to  Texas.  Have  a  good  record  of  sales  and  station 
management.  Also  have  first  phone.  Interested 
only  in  general  manager  position.  Box  685F, 
BROADCASTING. 

Small  station  absentee  owners!  15  years  small 
and  medium  sized  radio  stations  from  copy  to 
manager.  Can  quadruple  in  brass  including  pro- 

gramming, announcing,  sales.  Efficiently  operate 
lowest  nub,  smallest  staff.  If  accept  your  offer 
guarantee  profitable  operation  in  six  months. 
Available  September  15.  Interested  only  in  Geor- 

gia, Florida,  gulf  coast.  Box  689F,  BROADCAST- ING. 

Situations  Wanted — (Cont'd) 

Announcers 

Sports-staff  announcer.  5  years  desires  small  or 
medium  market.  Strong  on  play-by-play,  news, 
commercials,  music  "married".  Mature  voice. 
Box   661F,  BROADCASTING. 

Personality-dj  strong  commercials,  gimmicks, 
etc.,  run  own  board.  Steady,  eager  to  please. 
Go  anywhere.  Box  665F,  BROADCASTING. 

Girl  dj-announcer.  Go  anywhere.  Ready  now. 
Run  own  board.  Can  sell  too.  Steady,  no  bad 
habits.  Love  to  build  audiences  and  grab  ac- 

counts. Tape  and  resume.  Box  666F,  BROAD- CASTING. 

Negro  dee  jay,  good  board  man,  fast  patter, 
smooth  production.  I'm  the  one  you're  looking 
for.  Tape  and  resume.  Box  667F,  BROADCAST- ING. 

Somewhere  someone  has  my  job — for  informa- 
tion write  to  Bob  .  .  .  Box  669F,  BROADCAST- ING. 

Announcer,  1st  phone,  available  now.  Single, 
conscientious,  $80,  no  car.  Box  676F,  BROAD- CASTING. 

Competent  young  announcer — thoroughly  trained 
in  all  phases  of  broadcasting.  Seeking  a  steady 
position.  Box  678F,  BROADCASTING. 

Experienced  announcer,  5  years  all  phases,  cur- 
rently in  market  of  800,000.  Want  permanent  po- 
sition with  progressive  station  with  chance  for 

advancement.  Box  684F,  BROADCASTING. 

Friendly  voice  of  two  50,000  upper  midwest  sta- 
tions. 12  years  staff  and  farm  news  experience. 

Excellent  morning  man.  Box  686F,  BROAD- 
CASTING. 

Versatile  announcer  seeks  position  in  or  near 
New  York  state.  Strong  commercial  delivery. 
Box  687F,  BROADCASTING. 

Announcer-salesman  for  Cleveland,  Akron,  or 
northeastern  Ohio.  Currently  employed  in  the 
area.  Can  easily  sell  own  salary  and  more.  20 
years  experience.  Inventive  mind.  Adult  music 
please.  Can  come  for  personal  interview  im- mediately. Box  691F,  BROADCASTING. 

Staff  announcer-dj.  Excellent  voice  and  ability. 
Negro,  no  accent.  Box  692F,  BROADCASTING. 

(Moil  in  envelope  or  paste  on  postal  cord) 

To;  GRANTHAM  SCHOOL  OF  ELECTRONICS 

DESK  89-P  •  Washington  •  Hollywood  •  Seattle 
Gent  lemen: 

Pleose  send  me  your  tree  booklet  telling  how  I  can  get  my 
commercial  F.C.C.  license  quickly.  I  understand  there  is  no 
obligation  and  no  salesman  will  call. 

Nome. -Age_ 

Address- 

City- -Stale. 
I  om  interested  in:  □  Home  Study,  □  Resident  Classes 

Manager.  10  years  experience  with  ideas  that 
sell.  Top  sales  record.  Married.  College  grad. 
Best  references.  Box  697F,  BROADCASTING. 

Sales 

Go-getter,  experienced,  seeking  good  potential. 
Prefer  deal  including  air  work.  Can  run  own 
board.  All  around  man — what  you're  looking  for. Box  664F,  BROADCASTING. 

Salesman — no  cost  to  you,  50/50  deal,  paid  as 
money  comes  in.  Tom  Thumb,  Box  97,  Boston 
14,  Mass. 

Announcers 

Excellent  staff  announcer,  sports  news — excep- 
tional adult  dj -television  experience — potential 

program  director — age  25,  single,  midwest  area, 
immediately  available.  Box  554F,  BROADCAST- ING. 

Travel  anywhere,  strong  commercial,  news, 
young  veteran,  married,  run  any  board.  Salary 
secondary.  Box  583F,  BROADCASTING. 

Announcer-dj,  10  years  experience.  All  phases 
broadcasting  including  program  director.  Desire 
permanency,  opportunity.  Will  travel.  Box  599F, 
BROADCASTING. 

Young  graduate  experienced  sportscaster  desires 
career  position  with  sports  minded  station.  Avail- 

able for  up-coming  football  and  basketball  sea- 
son. Prefer  east  but  will  consider  any  locale.  All 

particulars  available  upon  request.  Box  618F, 
BROADCASTING. 

_  Sports  announcer  football,  basketball,  baseball. 
Seven  vears  experience.  Finest  references.  Box 
620F,  BROADCASTING. 

Willing  to  work  hard  to  build  and  keep  audience. 
3  years  experience  in  all  phases.  Box  632F, BROADCASTING.  

Seeking  permanent  position  as  staff  announcer 
with  power  station,  radio  and/or  tv.  Previous  ex- 

perience includes  250-50,000  watters.  Presently 
doing  morning  dj  show.  No  room  for  advance- 

ment. Pleasing  voice,  personality,  25,  married. 
Will  travel.  Box  656F,  BROADCASTING.  
Experienced,  announcer-newsman-sports.  Cur- 

rently employed  in  east.  Will  travel.  Minimum 
3100.00.  College  grad.  Married.  Looking  for  op- 

portunity and  security.  Box  660F,  BROADCAST- ING. 

New  Jersey.  Part-time.  Ivy  league  college  grad. 
Radio  school  grad.  State  employee  at  Trenton. 
Desire  work  as  announcer  evenings,  or  Sundays, 
or  Saturdays.  Glad  to  send  tape  and  resume,  or 
appear  for  personal  interview.  No  obligation.  Box 
694F,  BROADCASTING. 

Greedy  for  talent?  Enter  this  contest!  First  prize, 
married  veteran,  realizes  importance  of  hard 
sell,  exceptionally  clean  news.  Complete  this 
sentence,  "I  want  your  tape  because  .  .  .".  Mail to  Box  695F,  BROADCASTING. 

2^4  years,  radio,  tv  background.  DJ,  news,  com- 
mercial experience.  Desire  radio  or  radio-tv. 

Available  immediately.  Box  696F,  BROADCAST- 
ING. 

Announcer-dj.  Negro.  Recent  school  grad.  N.  Y. 
trained.  Ambitious,  married,  will  travel.  Box 
699F,  BROADCASTING. 

Experienced  announcer  available  for  Sunday 
relief.  Will  travel  near  N.Y.C.  Box  703F,  BROAD- CASTING. 

Negro  dj  desires  staff  announcing  position.  An- nouncing school  graduate.  Run  own  board. 
Versatile,  locate  anywhere.  Box  705F,  BROAD- CASTING. 

Colored  female.  Experienced  in  announcing- 
sales.  Tape,  resume  on  request.  Box  706F, BROADCASTING. 

First  phone — experienced  studio  operator  tele- 
vision and  radio.  Announcing  school  graduate. 

Married.  2  years  college,  desire  position  as  staff 
announcer.  Box  708F,  BROADCASTING. 

Singing  dj,  versatile,  strong  on  news,  script 
writing,  sales,  experienced.  Box  710F,  BROAD- CASTING. 

Two  years  fm  classical  music  pd  and  three  years 
fm  announcer.  3  years  top  40  and  news.  Desires 
fm  operation  preferably.  Box  711F,  BROAD- CASTING. 

Announcer,  6  months  pro.  2>/2  years  journalism 
school.  21.  In  south,  want  east.  Box  719F, BROADCASTING.  

Announcer-night  man,  good  voice,  spot,  music 
delivery.  Year  experience,  married.  Box  720F, BROADCASTING.   

Need  a  top-flight  negro  dj?  One  that's  creative, steady  and  ready.  Box  721F.  BROADCASTING. 
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RADIO RADIO TELEVISION 

Situations  Wanted — (Cont'd) 
A  nnouncers 

News-staff:  Currently  employed  large  metro- 
politan market,  seeking  expanded  opportunity. 

Experienced  all  air  phases,  now  news,  sports 
director.  B.  A.  Journalism,  SDX.  Box  723F, 
BROADCASTING. 

Do  you  need  an  "honest-to-goodness"  country  dj and  mc?  Engineer  or  chief  if  needed.  Not  an 
announcer.  Prefer  California  coast,  but  will  con- 

sider all  offers.  Non-drinker,  non-smoker.  Never 
been  late  in  eight  years  in  the  business.  Phone 
TE  5-4239,  Wilmington,  California. 

Working  pd  in  network  affiliate  wants  staff  or 
news  position  in  larger  station.  Presently  em- 

ployed dj  news  feature  shows.  Can  gather  and 
write  local  news.  Nick  Alexander,  Fairfield,  Iowa. 

All-around  staff  including  strong  music,  play-by- 
play. Currently  employed.  Robert  Bauman,  109 

North  Pier,  St.  Joseph,  Michigan. 

Ace  sportscaster,  salesman,  announcer,  newsman. 
Call  Basil  DeSoto,  Crestview  5-8592,  1801  Cold- 
water  Canyon,  Beverly  Hills,  California. 

Dear  Employer:  This  will  serve  to  introduce  Mr. 
John  Gonzales,  who  has  been  in  our  employ  for 
the  past  two  years.  Because  of  a  re-alignment 
of  our  broadcast  day,  which  involved  deletion 
of  the  1:00  a.m.  to  6:00  a.m.  shift,  it  was  with 
great  reluctance  and  regret,  we  terminated  the 
services  of  Mr.  Gonzales.  We  would,  without 
hesitation,  re-engage  him  if  future  circumstances 
allow  us  to  re-initiate  all  night  programming 
and  he  were  then  disposed  to  return  to  this 
area.  As  an  employee  and  more  particularly,  as 
an  individual,  we  highly  recommend  Mr.  Gon- zales. His  services  with  this  station  have  been 
eminently  satisfactory;  his  moral  character  and 
professional  ability  is  of  the  highest  calibre. 
Contact  John  B.  Gonzales,  Radio  Station  WORC, 
Bancroft  Hotel,  Worcester  3,  Mass. 

Announcer  dj  news  vet.  Emerson  college  grad. 
Broadcasting  major.  Experienced.  George 
Grippo,  2528  Legion  Street,  Bellmore,  L.  I.,  N.  Y. 

Announcer-control  board,  staff  personality, 
news,  commercials,  smooth  platter  specialties — 
two  years  experience,  hard  worker,  single,  travel 
anywhere,  tape,  resume,  references.  Reno  Martin, 
111  Orchard  Street,  Mount  Vernon,  N.  Y.  MO 
7-8442. 

Technical 

Ambitious  chief  engineer,  11  years  broadcast  ex- 
perience. All  phases  am  and  fm.  Not  afraid  of 

hard  work.  Desires  chance  to  prove  ability  at 
progressive  station.  No  announcing.  Box  460F, 
BROADCASTING. 

Chief  engineer/assistant  manager  presently  em- 
ployed, 14  years  experience  all  phases  radio,  will 

build  your  station  or  rebuild  to  delivery  signal 
quality  and  punch  to  complete  in  the  toughest 
market.  All  reasonable  offers  considered.  Box 
578F,  BROADCASTING. 

First  phone,  experienced,  mature,  astemious, 
married.  Fair  announcer,  good  news  delivery. 
Tape  available.  Please  write  Box  593F,  BROAD- CASTING. 

Engineer  with  strong  technical  background  is 
looking.  First  phone,  two  years  commercial  am, 
fm,  tv  experience.  Have  excellent  voice,  willing 
to  announce.  Box  654F,  BROADCASTING. 

1st  phone-radar  endorsement,  desires  tv  or  radio 
studio  employment.  2  years  college,  5  years  as 
field  engineer-electronic  tech.  Will  travel.  Box 
663F,  BROADCASTING. 

First  phone,  2  years  technical  school,  2  years  ex- 
perience studio  and  transmitter.  Interested  in  tv. 

Box  683F,  BROADCASTING. 

Chief  engineer-reliable,  conscientious,  experi- 
enced construction,  maintenance,  directionals. 

Will  build  your  station  or  rebuild  it  for  reason- 
able compensation.  No  announcing.  Box  718F, 

BROADCASTING. 

First  phone  announcer.  Six  years  radio.  Family 
man,  dependable.  Three  years  maintenance. 
Studio  engineer  in  background.  Radio  school 
graduate.  Write:  Box  502,  Alva,  Oklahoma. 

Production-Programming,  Others 

Production  director,  Bartell  experience.  If  you 
can  find  a  better  one— hire  him!  Box  497F, BROADCASTING. 

Promotion  man  widely  experienced  radio  and 
print.  Unusual  qualifications.  Emphasis  on  sales 
promotion.  Hard-hitting  sales  presentations,  bro- 

chures, mailings.  Twelve  years  radio,  six  years 
personal  contact.  Luncheon  presentations,  agency 
calls,  local  sales  and  promotions.  35,  college, 
family,  own  home.  Box  653F,  BROADCASTING. 

Situations  Wanted — (Cont'd) 
Production-Programming,  Others 

Program  director!  "Experienced".  Plenty  of 
ideas  for  larger  revenue.  Congenial,  alert,  mar- ried. Box  662F,  BROADCASTING. 

Program  managers  assistant — know  good  music 
and  production.  Mature  voice  for  air  work.  De- 

sire personal  interview,  $7,800  minimum.  Details. 
Box  677F,  BROADCASTING. 

Ambitious  female,  experienced:  copy,  traffic, 
typing,  shorthand,  3rd  class  license,  commercial 
voice,  women's  shows,  college  grad.  Box  682F, BROACASTING. 

News  director-newscaster.  15  years  large  and 
small  stations;  know  how  to  gather,  write,  edit, 
present  local  news.  Authoritative,  believable  de- 

livery. Act  as  department  director  or  one-man 
department.  Locate  in  deep  south,  gulf  states,  or 
Florida.  Currently  tv.  Available  September  15th. 
Box  688F,  BROADCASTING. 

Publicity  and  promotion  manager,  now  handling 
publicity,  promotion,  advertising,  merchandising, 
research  and  pr  for  large  radio-tv  operation. 
College  graduate,  26,  family  man.  Seek  perma- 

nent relocation  in  northeast.  Box  690F,  BROAD- 
CASTING. 

Available:  Newsman  with  3'/2  years  experience 
in  newsroom  of  metropolitan  midwest  independ- 

ent. Six  months  air  experience.  Capable  of  di- 
recting news  operation.  Journalism  grad,  age 

28.  References.  Write  or  phone  Bob  Witas,  3144 
S.  9th  St.,  Milwaukee,  Wis.  HU  3-5972. 

TELEVISION 

Help  Wanted 

Sales 

Regional  and  local  account  executives.  Refer- 
ences required.  Must  have  production  record. 

South.   Box   668F,  BROADCASTING. 

News  director  KELO-TV,  Sioux  Falls,  South  Da- 
kota offers  excellent  opportunity  for  experi- 

enced news  director.  Man  hired  will  operate 
department  with  staff  of  4  and  do  one  on-the- 
air  newscast.  Must  be  from  upper  midwest  area. 
Send  complete  details  and  photo  first  letter. 

Account  executive — Experienced  in  radio  or  tv 
local/regional  sales,  to  take  over  top  billing 
account  list  on  one  of  the  best  CBS  stations  in 
the  Carolinas.  Opening  created  by  promotion  of 
present  account  executive  to  local  sales  man- 

ager. This  position  offers  good  base,  fringe  bene- 
fits, and  attractive  commission  arrangement  that 

enables  you  to  build  your  own  future.  No  limit 
on  earnings.  We  want  a  family  man  with  sincere 
desire  to  work  and  make  money.  Your  record 
must  stand  rigid  investigation.  Send  complete 
details  including  sales  record  on  local/regional 
level  with  photograph  to:  Don  Pierce,  Local 
Sales  Manager,  WFMY-TV,  Greensboro,  N.  C. 

Help  Wanted— (Cont'd) 
Announcers 

Have  immediate  opening  for  announcer-director 
with  on-camera  experience.  Will  consider  man 
with  solid  radio  background.  Montana  network 
affiliate.  Send  resume,  tape,  and  photo  to  Box 
681F,  BROADCASTING. 

TV  news  opportunity.  VHF  network  affiliate 
needs  experienced  newsman  for  on-camera  work. 
Outstanding  opportunity.  Send  full  particulars  to 
KWWL-TV,  Waterloo,  Iowa. 

Technical 

Immediate  opening  for  experienced  studio  en- 
gineer. Send  resume  to  Chief  Engineer,  WYES- 

TV,  Box  12026,  New  Orleans,  La. 

Production-Programming,  Others 

Excellent  opportunity  for  news  director  radio 
and  tv,  seven-man  department,  equipped  with 
Western  Union  weather,  news  wires,  mobile  unit, 
portable  recorders  and  beeper.  Photo  department 
for  still  and  film  pics.  Send  tape,  photo,  examples 
of  work  and  salary  requirements  plus  complete 
background.  Box  401F,  BROADCASTING. 

TELEVISION 

Situations  Wanted 

Management 

Sales  manager/manager:  Experienced.  Docu- 
mented personal  sales  record.  Established  repu- tation train,  build  and  direct  productive  sales 

staff.  Now  employed.  Owner-management  blocks advancement.  Box  700F,  BROADCASTING. 

Sales 

$100,000  billing!  Aggressive  account  executive- 
sales  manager.  Outstanding  resume,  6  years  ex- 

perience any  large  market.  Box  714F,  BROAD- CASTING. 

Announcers 

Announcer-newsman-on  camera  personality.  Ex- 
perienced. Dependable  family  man.  Now  em- 

ployed major  market  vhf,  seeking  opportunity 
in  larger  market.  Box  674F,  BROADCASTING. 

Major  market  radio  and  tv  performer  available. 
Presently  active  in  sponsored  tv  mc,  sports, 
news,  and  deejay.  Major  markets  only  reply. 
Box  698F,  BROADCASTING. 

Technical 

TV  tech  with  first  phone,  having  limited  ex- 
perience. Available  immediately  and  willing  to 

travel.  Good  man.  Draft  exempt.  Resume  on 
request.  Box  633F,  BROADCASTING. 

Engineer  with  commercial  tv  experience  is  seek- 
ing employment.  Have  first  phone,  will  travel. 

Capable  and  willing  of  doing  maintenance.  Box 
655F,  BROADCASTING. 

1st  phone,  2l/2  years  experience  all  phases  studio 
operation,  including  construction  and  transmit- ter operation.  Box  673F,  BROADCASTING. 

FOR  SALE 

PENNSYLVANIA  RADIO  STATION 

Long  and  well-established  250  watt  property 

Full  Time  —  major  network  affiliation 

Profitable  and  sizable  market 

Write  Box  635F,  BROADCASTING 

No  Brokers  Involved 
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TELIA  ISION 

Situations  Wanted — (Cont'd) 

Production-Programming,  Otlicrs 

lToducer-dlri'irtor— creative,  capable,  stable.  M.S. 
ck'giee  tv  production,  5  years  commercial  pro- 

duction, experience  in  numerous  program  types- 
musicalfii  news,  variety,  quiz,  public  affairs. 
Employed  in  large  three  station  market.  Desire 
relocation.  Directing  bulk  live  programming  for 
present  employer.  Married.  Box  503F,  BROAD- CASTING. 

News  director,  radio  station,  wants  to  return  to 
tv.  8  years  experience  radio-tv  reporter,  writer, 
film  editor,  newscaster.  B.S.,  M.S.  degrees  in 
journalism.  Box  507F,  BROADCASTING. 

Production  manaKcr-director  presently  employed 
but  wants  bigger  market.  8  years  experience  in 
all  phases  of  program  and  production.  34  years 
old.  family  man,  college  graduate.  References 
if  requested.  Box  636F,  BROADCASTING. 

Presently  employed  producer-director  and  assist- 
ant production  manager  in  educational  tv  de- 
sires position  in  commercial  tv  in  southeast.  Ex- 

perienced in  all  phases  of  tv  production.  Mar- ried vet.  References  include  present  employer. 
Box  680F,  BROADCASTING. 

FOR  SALE 

Stations 

Northwest  1  kw  daytimer,  isolated  market.  Pres- 
ently grossing  in  excess  of  $50,000  annually.  Ex- 

cellently equipped.  Priced  for  quick  sale  at 
$37,500  cash.  Price  includes  accounts  receivable 
of  $6,000.  Box  643F,  BROADCASTING. 

Gulf  south,  metropolitan  market  station,  $140,000, 
terms;  medium  markets  (4),  prices  ranging  from 
$55,000  to  $80,000,  terms.  Chapman  Company, 
1182  West  Peachtree,  Atlanta. 

Arizona  quarter-kilowatt  $9,280.00  down.  Wilt 
Gunzendorfer  and  Associates,  8630  W.  Olympic, 
Los  Angeles. 

Have  many  buyers,  and  syndicates.  2',2%  com- 
mission if  you  list  exclusive  with  us.  Lee  Hol- 

lingsworth.  Lie.  Bkr.,  514  Hempstead  Ave.,  W. 
Hempstead,  N.  Y. 

TV  stations:  Gulf  states;  $750,000,  $450,000,  and 
$2,000,000;  upper  south:  $895,000;  southwest: 
$277,000:  all  with  financing.  Chapman  Company, 
1182  West  Peachtree,  Atlanta;  1270  Avenue  of 
Americas,  New  York;  33  West  Micheltorena, 
Santa  Barbara,  California. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  6381  Hollywood  Blvd., 
Los  Angeles,  Calif. 

Florida  large  market,  profitable,  $500,000,  terms; 
medium  markets  (4),  prices  range  $141,750  to 
$225,000,  terms;  monopoly  markets  (2),  $55,000 
and  $175,000,  terms.  Chapman  Company,  1182 
West  Peachtree,  Atlanta. 

Norman  &  Norman,  Inc.,  510  Security  Bldg., 
Davenport,  Iowa.  Sales,  purchases,  appraisals, 
handled  with  care  and  discretion.  Experienced. 
Former  radio  and  television  owners  and  opera- tors. 

Central  state,  large  market  stations  (2),  $100,- 
000,000.  terms,  or  $275,000,  terms.  Chapman  Com- 

pany, 1182  West  Peachtree,  Atlanta;  1270  Avenue 
of  Americas,  New  York. 

Oregon  network  quarter-kilowatt  $107,500.00. 
Wilt  Gunzendorfer  and  Associates,  8630  W. 
Olympic,  Los  Angeles. 

Equipment 

1  RCA-fm  transmitter  BTF  3B  3  kw  with  addi- 
tional equipment  to  change  to  5  kw.  Like  new. 

$5000.  Also  frequency  and  modulation  monitor. 
Write  Box  469F,  BROADCASTING. 

Stainless  G-36  N.I.  tower,  second  hand.  Box  526F BROADCASTING. 

GE  250  watt  fm  broadcast  transmitter  and  spare 
tubes.  4  bay  GE  antenna,  120  feet  of  1%  coax 
line  and  elbows  and  WE  1126  limiting  amplifier Box  704F,  BROADCASTING. 

Tower.  Free  standing  115  foot  new  Dresser- 
Ideco.  Never  erected.  Complete  drawing  Rea- 

sonably priced.  Box  717F,  BROADCASTING 

PT6J  Magnecorder,  complete.  Gates  250A  trans- 
mitter, complete.  2  CB11  turntables.  General modulation  monitor.  Radio  KFGT,  Fremont Nebraska. 

Western  Electric  1  kw,  443-A1  transmitter-  ex- cellent, spare  tubes.  25B  dual  channel  console complete.  Both  on  air.  Best  offer.  KGLC  in Miami,  Oklahoma. 

1  kw  Gates  BC-1J  transmitter,  like  new  KOKY Box  1956,  Little  Rock,  Arkansas. 

FOR  SALE— (Cont'd) 

Equipment 
RCA  76-B4  console  with  tubes,  power  supply, 
and  a  large  inventory  of  spare  parts.  One  RCA 
70-D  turntable  with  universal  head  and  BA-2C 
booster  amplifier.  Both  recently  removed  from 
service,  clean  and  in  good  working  order. 
$250.00.  WLEC,  Sandusky,  Ohio. 

Help  Wanted 

Commercial  crystals  and  new  or  replacement 
crystals  for  RCA,  Gates.  W.E.  and  Bliley  holders; 
regrinding,  repair,  etc.  Also  am  monitor  service. Nationwide  unsolicited  testimonials  praise  our 
products  and  one  dav  service.  Eidson  Electronic 
Co.,  PR  3-3901,  Temple,  Texas. 

FM  transmitters.  New,  FCC  approved.  Immediate 
availability.  Contact  Industrial  Transmitters  and 
Antennas,  235  Fairfield  Avenue,  Upper  Darby, 
Pa.,  Flanders  2-0355. 

Weather  warning  receivers  for  Conelrad  and 
Disaster  Weather  warnings.  Air  Alert  II— $46.50, 
Air  Alert  I— $89.50.  Miratel,  Inc.,  1080  Dionne 
St.,  St.  Paul.  Minn. 

Western  Electric  1C  frequency  monitor,  $100. 
Hill,  Tulsa  Recording  Studio,  712  Wright  Build- 

ing, Tulsa,  Oklahoma. 

WANTED  TO  BUY 

Stations 

Wanted  radio  station  by  principal,  speed  assured 
to  good  proposition.  Confidential.  Box  670F, 
BROADCASTING. 

Equipment 
Wanted;  used  250  watt  transmitter,  state  make, 
condition  and  price.  Box  657F,  BROADCASTING. 

Magnecord  PT6-R  or  J  amplifier.  Broadcast  type, 
standard  cabinet  racks,  77-inch  panel  space. 
Chief  Engineer,  WAND,  Canton,  Ohio. 

Used  WX-2D  field  intensity  meter  and  3  used 
165  foot  guyed  towers.  Contact  Chief  Engineer, 
WFCR,  Fairfax,  Virginia. 

Two  used  240  foot  radio  towers  complete  with 
lighting  equipment.  State  condition  and  price 
in  reply.  Contact  Radio  Station  WJAZ,  P.O. 
Box  611,  Albany,  Georgia. 

Wanted — One  Collins  6m  program  line  amplifier. 
State  price  and  condition.  K.  K.  Ketcham,  WOI- 
TV,  Ames,  Iowa.. 

Wanted:  Broadcast/recording  limiter,  fm  specifi- 
cations. Give  make,  model  and  price.  Sierra  Rec- 

ords, Box  111,  Sierra  Madre,  California. 

INSTRUCTIONS 

F.C.C.  first  phone  preparation  by  correspondence 
or  in  residence  classes.  Our  schools  are  located 
in  Washington,  Hollywood,  and  Seattle.  For 
details,  write:  Grantham  School,  Desk  2,  821 — 
19th  Street,  N.  W.,  Washington.  D.  C. 

FCC  first  phone  license  in  six  weeks.  Guaranteed 
instruction  by  master  teacher.  G.I.  approved. 
Phone  FLeetwood  2-2733.  Elkins  Radio  License 
School,  3605  Regent  Drive,  Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st  phone 
license.  5  to  6  weeks.  Reservations  required.  En- 

rolling now  for  classes  starting  Septem- 
ber 3,  October  29,  January  7,  1959  and  March  4, 

1959.  For  information,  references  and  reserva- 
tions write  William  B.  Ogden  Radio  Operational 

Engineering  School,  1150  West  Olive  Avenue, 
Burbank,  California. 

MISCELLANEOUS 

Bingo  Time  U.S.A.  printers  of  personalized  bingo 
game  sheets  for  radio  and  television  programs. 
P.O.  Box  1871,  Hollywood  28,  California. 

INSTRUCTIONS 

Want  a  TV  or  Radio  Job? 
as  announcer,   writer,  producer? 

The  National  Academy 

of  Broadcasting 
3338  1  6th  St.  N.W. 
Washington,  D.  C. 

Trains  and  places 
men  and  women  in 

TOP  JOBS 
New  term  starts  Sept.  29.  Send  for 
folder  and  list  of  positions  available. 

Call  DEcarur  2-5580 

RADIO 

*  CAREER  OPPORTUNITY 
FOR  TELEVISION  RESEARCH  AC- 

COUNT EXECUTIVE  WITH  A 
FAST-GROWING,  AGGRESSIVE 
RESEARCH  COMPANY. 

We  are  looking  for  a  man  who  has  had 
some  experience  in  the  broadcasting 
field  ...  in  either  a  station,  network, 

agency,  or  sales  representative  firm 
.  .  .  and  who  has  a  working  knowledge 
of  the  agency  uses  of  TV  audience 
measurement. 
After  training,  his  objective  will  be 
to  help  station  and  agency  clients 
make  more  effective  use  of  our  tele- 

vision research  services.  He  should 
be  able  to  work  effectively  with  all 
levels  of  people,  be  noted  for  his  good 

judgment,  and  be  eager  to  accept  re- 
sponsibility; his  age  between  28  and 

50,  and  he  must  be  able  to  start  at  a modest  salary. 

This  position  will  locate  in  head- 
quarters or  branch  office  and  involves 

a  reasonable  amount  of  travel  in 
Eastern  states.  A  real  opportunity 
for  the  right  man.  If  interested, 
please  write  and  sell  yourself.  Include 
minimum  salary  requirements. 

Roger  Cooper 
American  Research 

Bureau,  Inc. 
Beltsville,  Maryland 

Address: 

►♦♦♦♦♦♦♦♦♦♦♦♦♦< 

Announcers 

>:5C 

^     Announcer  Opportunity 

JL. 

Opportunity  for  morning  disc  jockey 

on  one  of  South's  oldest  stations. 
Prestige  and  advancement  for  man 
with  ability.  Must  operate  board, 

have  FCC  permit.  Pay  above  aver- 
age, forty  hour  week,  good  working 

conditions.  Top  staff  and  station  fired- 

up  to  go  places.  Send  tape,  photo- 
graph, and  references  immediately. 

Program  Director WGST 
P.  O.  Box  7254,  Atlanta  9,  Georgia 

Sales 

SALESMAN 

Unusual  opening  for  top  grade 

sales  producer  with  red-hot  in- 
dependent station  within  top  20 

markets.  Must  be  presently  em- 

ployed in  north-central  or  north- eastern section.  No  fancy  titles, 

no  private  secretary,  just  a  good, 

solid  opportunity  to  make  a  buck 
and  advance  in  radio.  If  you  can 

sell  at  both  the  agency  and  ac- 
count levels,  answer  this  ad  im- 

mediately. All  replies  confiden- 
tial and  staff  knows  of  this  ad. 

Box  71 3F,  BROADCASTING 
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RADIO FOR  SALE 

Help  Wanted— (Cont'd) 
Sales 

SALESMAN 

KBKC.  KANSAS  CITY  IS  EXPANDING 

Need  ambitious,  creative  Account  Execu- 
tive. Must  have  desire  to  work  for  $10,000 

first  year.  High  guarantee,  commissions 
and  expenses  paid.  Rush  photo  and  resume 
to  Don  O'Malley,  5618  Holmes,  Kansas 
City,  Missouri. 

RADIO 

Situations  Wanted 

BIG  JON  &  SPARKIE 

A  Prestige  Kid-Show  with 
Plenty  of  Sales  Punch! 

Details  and  Audition 

JON  ARTHUR 
1179  Colgate  Drive,  Pitcairn,  Pa. 

Announcers 

uuuuuuuuuuuuuuuuuuuuuuuuuuuuuu 

TOP  TOP-40  MORNING  MAN 
FOR  A  TOP  TEN  MARKET 

We  hired  a  high-rated  morning  man  with 

a  most  impressive  "top-40"  station  track record.  A  change  in,  our  programming 
policy  put  this  talented  man  in  a  creative 
straight-jacket.  If  you  are  looking  for  a 
zany,  loyal,  hardworking  personality,  we 
will  put  in  a  good  word  for  him  and  he 
in  turn  will  send  you  tapes,  resume  and 
other  supporting  documentation,-  Station 
Manager, 

Box  466F,  BROADCASTING. 
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TELEVISION 

Situations  Wanted 

Announcers 

<$> 
WANT  TO  HELP  
Two  fine,  versatile  on-camera  announcers  who  # 
are  being  cut  in  a  reorganization. 
Can  you  use  one  or  both? 
Call   me  collect. 

Cecil  M.  Sansbury 
WSEE-TV 1220  Peach  St. 
Erie,  Pa. 
Phone    No.    Erie  57575 

FOR  SALE 

Stations 

THE  PIONEER  FIRM  OF  TELEVISION 
AND    RADIO  MANAGEMENT 

CONSULTANTS— ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 
APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 
1736  Wisconsin  Ave.,  N.W. 

Washington  7,  D.  C. 

Equipment 

TAPE  RECORDERS 
All  Professional  Makes 
New — Used — Trades 

Supplies — Parts — Accessories 
STEFFEN  ELECTRO  ART  CO. 

4401  W.  North  Avenue 
Milwaukee  8,  Wise. 

Uptown  1-8150  TWX:  MI-193 

America's  Tape  Recorder  Specialists 

Equipment 

ITEMS  FOR  SALE 
EA  Gray  model  10G-SP  pickup  aims — will 

take   triple   play   GE   cartridges   .    .   .  less 

New"  Cost  $49.50  EA— For  Sale  2   for  $50 1  EA  Presto  6N  disc  cutter. 
New  Cost   $750 — For  Sale  $250 
1  EA  Presto  L-8   disc  recorder. 
New  Cost   $366— For  Sale  $150 
2  EA  Gates  CB-11  turntables  new  motors — ■ 
spindles — idler  wheels,  W/Gray  106-SP  arms 
&  triple  play  GE  pickups  and  Gray  602C 
equalizers.  Appearance  not  so  hot,  but  prac- 

tically new  mechanically.  Without  cabinets. 
New  Cost  $300  EA  Both  for  $250 
3  EA  remote  amplifiers,  in  current  use  .  .  . 
1 —  Gates    dynamote — perfect. 
New  Cost   $369 — For  Sale  $200 
2 —  Gates  single  channel  remotes  W/SA-78 
amplifiers  .  .  .  These  have  been  modified 
with  Daven  attenuators  for  three  mixing 
channels. 
For  Sale   $75  EA 
1  EA  Mag-necord  PT6-VAHX  (Voyager) OK — in  use. 
New  Cost   $474 — For  Sale  $250 
1  EA  Magnecord  PT6-AH  &  PT6J — Mr. 
Tape  Recorder — rough,  but  only  needs  ad- 

justing and  new  volume  control  "W/Port- able  cases,  ready  to  go  as  is  .  .  .  in  daily 
use  at  present. 
New  Cost   $539 — For  Sale  $200 1  EA  Wooden  file  cabinet. 
New   Cost   $50 — For  Sale  $25 
1  EA  Large  speaker — perfect  for  lobby  or 
auditorium  15"  Jensen  Woofer-Horn 
Tweeter-Crossover — cabinet  can  be  finished 
to  suit  your  decor. 
New  Cost   $350 — For  Sale  $150 
1  EA  2.5  KW  Gas  generator,  fine  for  remote 
pickup  broadcast. 
New  Cost   $500 — For  Sale  $250 SI  EA  110/220  volt  Westinghouse  stepup 
transformer  .  .  .  when  used  with  above 
generator  will  furnish  emergency  power  for 
small  250  watt  station. 
For   Sale   $60 
For  Complete  Details  Write  or  Phone 

Chief  Engineer,  Jack  Garrison 
WBOF 

Virginia  Beach,  Va. 
GA  8-3434 

WANTED  TO  BUY 

Stations 

WANTED  TO  BUY 

LEASE  OR  MANAGE 

STATIONS 

PAY  OUT  BASIS 

STRONG  SALES  &  PUBLIC  RE- 

LATIONS   EXECUTIVE,  PRO- 
MOTIONAL  BACKGROUND, 

with  STAFF,  former  Owner  Radio  Sta- 
tion in  the  East  and  Executive  Man- 
ager UFH  Station — is  now  available. 

You  will  find  our  arrangements  equi- 
table, mutually  profitable.  Confiden- 

tial. 

Emanuel  Lazarus  Stone 

Planning  &  Public  Relations 
3220    Hudson    Blvd.,   Jersey   City  6, 

New  Jersey 

Telephone  Swarthmore  5-0201 

Dollar  for  Dollar 

you  can't  beat  a  classified  ad  in 

getting  top-flight  personnel. 

UPCOMING 

September 
Sept.  4-5:  RAB,  regional  management  confer- 

ence, Ponte  Vedra  Inn,  Ponte  Vedra,  Fla. 
Sept.  4-7:  West  Virginia  Broadcasters  Assn., Greenbrier  Hotel,   White  Sulphur  Springs. 
Sept.  5-6:  Texas  AP  Broadcasters  Assn.,  Roose- velt Hotel,  Waco. 
Sept.  5-6:  Indiana  Assn.  of  Broadcasters,  Hotel Marott,  Indianapolis. 
Sept.  8-9:  RAB,  regional  management  confer- 

ence, Rickey's  Studio  Inn,  Palo  Alto,  Calif. 
Sept.  9-11:  Idaho  Broadcasters  Assn.,  Washing- 

ton Hotel,  Weiser. 
Sept.  11-12:  RAB,  regional  management  confer- ence, Western  Hills  Lodge,  Sequoyah  State 
Park,  Okla. 

Sept.  11-13:  Michigan  Assn.  of  Radio  &  Tv  Broad- 
casters, annual  fall  convention,  Hidden  Valley, 

Gaylord. Sept.  12-14:  AWRT,  New  England  conference, 
Stowe,  Vt. 

Sept.  15-16:  RAB,  regional  management  confer- ence, The  Greenbrier,  White  Sulphur  Springs, 
W.  Va. Sept.  16-18:  Electronic  Industries  Assn.,  fall  con- 

ference, St.  Francis  Hotel,  San  Francisco. 
Sept.  19-21:  International  Sight  and  Sound  Ex- 

position, seventh  annual  high  fidelity  show 
and  music  festival,  Palmer  House,  Chicago. 

Sept.  21-24:  L'Assn.  Canadienne  de  la  Radio  et 
de  la  Television  de  Langue  Francaise,  Alpine 
Inn,  Ste.  Marguerite,  Que. 

Sept.  22-23:  National  Business  Publications,  N.  Y. 
regional  conference,  Ambassador  Hotel,  New York  City. 

Sept.  22-23:  Louisiana  Assn.  of  Broadcasters, 
Townhouse  Motel,  Lafayette. 

Sept.  22-23:  RAB,  regional  management  con- 
ference, Hotel  Morain-on-the-Lake,  Highland 

Park,  111. 
Sept.  25-26:  RAB,  regional  management  confer- 

ence, St.  Clair  Inn  &  Country  Club,  St.  Clair, 
Mich. 

Sept.  26:  Oregon  Broadcasters  Assn.,  station 
managers'  meeting,  Timberline  Lodge,  Mt. Hood. 

Sept.  26:  UPI  Broadcasters  of  Iowa,  Hotel  Roose- 
velt, Cedar  Rapids. 

Sept.  26-27:  Mississippi  Broadcasters  Assn., 
management  conference,  U.  of  Mississippi. 

Sept.  26-27 :  IRE,  transmission  systems  profession- 
al group,  annual  symposium,  Hotel  Willard, Washington. 

Sept.  26-28:  AWRT,  southern  area  conference, Columbus,  Ga. 
Sept.  27:  UPI-U.  of  Iowa  School  of  Journalism, 
symposium  on  good  government,  U.  of  Iowa, Iowa  City. 

Sept.  27-28:  AWRT,  southwestern  area's  fall  con- ference. Western  Hills,  Fort  Worth,  Tex. 
Sept.  29-30:  RAB,  regional  management  con- ference, Princeton  Inn,  Princeton,  N.  J. 

October 

Oct.  1-2:  NAB  Tv  Code  Review  Board,  Clift 
Hotel,  San  Francisco. 

Oct.  2:  Advertising  Research  Foundation,  fourth 
annual  conference,  Waldorf-Astoria  Hotel, New  York  City. 

Oct.  3-5:  AWRT,  national  board  meeting,  Wal- 
dorf-Astoria Hotel,  New  York  City. 

Oct.  5-6:  Texas  Assn.  of  Broadcasters,  fall  con- 
ference, Texas  Hotel,  Fort  Worth. 

Oct.  5-7:  Central  Canada  Broadcasters  Assn., 
Alpine  Inn,  Ste.  Marguerite,  Que. 

Oct.  8-10:  IRE,  Canadian  convention,  Exhibition 
Park,  Toronto. 

Oct.  9-10:  AAAA,  central  region's  annual  meet- ing, Drake  Hotel,  Chicago. 
Oct.  9-10:  North  Carolina  Assn.  of  Broadcasters, 

Sedgefield  Inn,  Greensboro. 
Oct.  10-11:  Alabama  Assn.  of  Broadcasters,  Staf- 

ford Hotel,  Tuscaloosa. 
Oct.  10-11 :  Mutual  Advertising  Agency  Network, 
fourth-quarterly  business  meeting-workshop, Bismarck  Hotel,  Chicago. 

Oct.  10-12:  AWRT,  Heart  of  America  conference, 
Kansas  City,  Mo. 

Oct.  12-15:  AAAA,  western  region's  annual  meet- ing, El  Mirador,  Palm  Springs,  Calif. 
Oct.  13-15:  National  Electronics  Conference,  Ho- 

tel Sherman,  Chicago. 
Oct.  13-15:  Kentucky  Broadcasters  Assn.,  fall 

meeting,   Chesmotel  Lodge,  Hopkinsville. 
Oct.  14-17:  National  Assn.  of  Educational  Broad- 

casters, annual  convention,  Sheraton-Fonte- 
nelle  Hotel,  Omaha,  Neb. 

Oct.  15-19:  Radio  Television  News  Directors 
Assn.,  annual  convention,  Sheraton-Blackstone 
Hotel,  Chicago. 

Oct.  16-18:  Missouri  Broadcasters  Assn.,  St.  Louis. 
Oct.  19-21:  Inland  Daily  Press  Assn.,  annual 
meeting,  Drake  Hotel,  Chicago. 

Oct.  20-24:  Society  of  Motion  Picture  &  Tele- 
vision Engineers,  84th  semi-annual  conven- 

tion,  Sheraton-Cadillac  Hotel,  Detroit,  Mich. 
Oct.  23-24:  Audit  Bureau  of  Circulation,  44th 
annual  meeting,  Drake  Hotel,  Chicago. 

Oct.  24-26:  AWRT,  Pennsylvania  conference, 
Erie. 

NAB  FALL  CONFERENCES 

Sept.  18-19,  Buena  Vista  Hotel,  Biloxi,  Miss. 
Sept.  22-23,  Okla.  Biltmore,  Oklahoma  City,  Okla. 
Sept.  25-26,  Challenger  Inn,  Sun  Valley,  Idaho. 
Sept.  29-30,  Mark  Hopkins  Hotel,  San  Francisco. 
Oct.  13-14,  Schroeder  Hotel,  Milwaukee. 
Oct.  16-17,  Radisson  Hotel,  Minneapolis. 
Oct.  20-21,  Somerset  Hotel,  Boston. 
Oct.  27-28,  Statler  Hilton  Hotel.  Washington,  D.  C. 
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NOW !  JUST  RELEASED  NCS  #3  FIGURES 

REVEAL  WHAT  ADVERTISERS  HAVE  LONG  KNOWN  . . . 

WFAA"TV  is.  MUST  BUY" 

in  one  of  the  nations  "MUST  MARKETS!" 

in  the  vast  market  coverage  area  of  WFAA-TV! 
(based  on  NCS  #3) 

DALLAS  &  FT.  WORTH  -  the  nation's  12th 

ranking  metropolitan  market  in  terms  of  retail 

sales  -  as  well  as  its  rich  surrounding  trade 

area  -  now  substantiated  to  be  under  the 

powerful  signal  of  WFAA  -  TV ! 

FOR  AN  AMAZING  LOOK  AT  WHAT  YOUR  TV  DOLLAR 

WILL    BUY    IN    DALLAS   TODAY   CALL  OUR 

PETRYAAAN  f°r  °  closer  look  at  some  very  revealing 

facts  on  NCS  #3. 

WFAA-TV  DALLAS  O A  television  service  of 
The  Dallas  Morning  News 
Edward  Petry  &  Co,  National  Representatives 
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from,  JACK  ROBERTS,  creative  director,  Carson/ Roberts  Inc.,  Los  Angeles 

Pie  in  the  face  is  funny  once; 

after  that  try  a  new  gag  commercial 

Dear  old,  good  old  radio  is  proving 
all  over  again  that  it  can  sell  and  well. 
Seems  that  the  auto  radio  is  as  common 

as  the  auto  transmission,  and  while 

hubby  is  wired-in  en  route  to  the  grist 
mill,  wifey  is  plugged-in  by  the  dish- 

washer, each  embarked  on  their  daily 

tasks  more  or  less  musically.  For,  de- 
spite the  horrendous  programming  of 

iooney  top-tuning,  radio  is  there,  and 
you  can  hear  it  now. 

An  attempt  to  evaluate  programming 
is  liable  to  lead  us  into  the  realm  of 

reason,  and  we'd  be  immediately  out 
of  touch  with  the  whole  thing.  Instead, 

let's  assume  I'm  as  nutty  as  you  are, 
and  as  dedicated  to  a  particular  wax- 

wielder.  He's  our  traffic  tranquilizer  (be- 
tween the  inbound  freeway  and  the 

interchange).  We  listen.  We're  loyal. 
And  besides,  he's  what  we  get  on  the 

pushbutton  set  and  we're  just  the  least 
bit  insecure  as  to  how  to  change  it.  So 
we  begin  our  day  with  Daytime  Dick 

and  his  Dizzy  Discs  (he's  on  K-some- 
thing-or-other,  that  first  button  on  the 
left.)  In  addition  to  the  absence  of 

choice,  we  endure  him  because  he's 
breezy,  he  plays  some  music  now  and 
then,  and  achieves  a  totally  admirable 
degree  of  sprightly  good  humor  at  this 

miserable  morning  hour.  He's  a  regular 
passenger  in  our  car  with  his  steady  bits 

of  Bufferin  brightness,  and  we've  be- 
come accustomed  to  his  pace. 

You  might  say  that  we  like  him,  but 

I  wouldn't  want  to  be  quoted  on  that. 
Perhaps  his  greatest  hold  on  us  is 

that  he's  followed  by  the  news,  but  in 
all  fairness,  I'll  admit  a  certain  pat- 

terned patronage  that  includes  abiding 

his  sponsors,  and  that's  the  whole  point 
of  this  piece.  We  recognize  that  to  stay 
in  business  requires  commercials  (but 
so  many?).  I  should  add  that  Daytime 
Dick  handles  these  commercial  pitches 

consummately — he's  had  so  much  ex- 
perience. He  weaves  commercial  non- 

sense into  his  program  with  considerable 
skill,  blending  his  own  inanity  with 
that  of  the  sponsor.  But  suddenly  the 

whole  zany  business  comes  to  a  grind- 
ing halt  and  abruptly  comes  a  cropper 

— the  recorded  audio-gag  spot. 

Judging  by  their  numbers,  the  audio- 
gag  spot  must  have  a  reasonable  record 

of  effectiveness.  Its  premise  is  the  short- 
span  creation  of  a  comedy  situation 

—  Everyone-Likes-a-Chuckle-Now-and- 

Then  sort  of  thing.  It's  kind  of  aural 
custard-in-the-kisser,  and  like  any  pie- 
in-the-face,  the  first  pastry  pasting  is 
most  impressive. 

Unfortunately,  this  new  school  of 

audio-gaggle  must  perforce  repeat  it- 
self. The  things  cost  a  bit  to  produce, 

and  like  all  recorded  spots  take  consid- 
erable use  to  amortize.  Unlike  most 

spots  these  gags  grow  very  old  very  fast. 

Let's  recognize  that  the  fault  here  is  not 
with  the  comedy  drama  spot  itself,  but 

rather  its  application  in  the  radio  re- 
quirement of  repetition. 

As  an  example,  imagine,  if  you  will, 

your  reaction  after  listening  to  the  fol- 
lowing for  the  48th  time: 

(Spot  begins  with  completely  cuckoo 
sound  effect.)  Banshee  wail  rises  above 
rhythmic  sounds  of  garbage  disposal 
unit  perforating  palm  fronds.  In  the 
distance  we  hear  the  staccato  of  an 

automatic  starter  de-energizing  a  dying 

battery.  Wail  subsides,  disposal  swal- 
lows, battery  dies,  and  voice  (remotely 

Brooklyn)  scratchily  asks:  "Didja  hear 
somethin,  Moitle?"  Ratchet  sound  (5 
sec.)  as  Moitle  turns  up  her  hearing 

aid,  replies,  "Nuttin."  Boston  Sym- 
phony Orchestra  takes  three  bars  fol- 

lowed by  the  overture  to  Gangbusters. 

"That's  funny,"  says  Brooklyn,  "I'da 

swore  I  hoid  a  woibling  thrush!"  (10 

sec.  of  meaningful  silence).  "Don't 
woible,"  says  Moitle,  "avoid  the  thrush 

.  .  .  only  84  shopping  days  already  'til 
Christmas!"  (Sound  effect  of  buffalo- 
stampede  and  crunching  human  bones, 
up  .  .  .  and  out). 

Now  most  audio  gags  are  consider- 
ably more  inventive  and  fortunately 

more  amusing  than  this  non-existent 
example.  I  sketch  it  only  to  establish, 
roughly,  the  area  of  concern.  At  first 

blush  it's  possibly  an  amusing  bit  of 
business  but  for  how  long  does  the 

blush  remain  on  the  thrush?  A  funny 

story  is  as  hilarious  the  first  time  as  it 

is  turgid  the  tenth  time. 
Our  fellow-sufferer,  Daytime  Dick, 

has  become  so  fed-to-the-teeth  with  cer- 
tain audio  gags  that  he  plays  them  at 

a  speed  faster  than  as  recorded  and 
uses  the  time  thus  saved  to  direct  an 

appeal  to  the  advertiser  and  agency  for 
a  new  spot.  He  notes  in  his  plea  that 
the  listener  might  write  in  beseeching 

a  cease-and-desist  on  the  overdone  spots. 

An  agency  embarked  on  a  humorous 
series  does  well  to  budget  for  less  time, 

if  necessary,  to  allow  for  sufficient  spot- 

subject  change.  I  imagine  the  effective- 
ness curve,  if  charted,  of  a  clever  audio 

gag  would  be  rather  alpine,  peaking 
quickly  and  as  suddenly  sliding  down 
the  other  side.  I  suggest  also,  that  this 

highly  sophisticated  area  of  repetitive 

humor  requires,  from  concept  to  sched- 
uling, much  more  than  itinerant  talent. 

Aside  from  the  advertiser's  negative 
image,  when  the  gag  becomes  a  nag, 
consider  the  talent. 

One  known  and  capable  comic  has 

expressed  his  concern  over  a  radio  satu- 
ration campaign  in  Chicago  featuring 

him  in  a  recorded  spot.  "I'm  deader'n 
Mrs.  O'Leary's  cow  in  Chicago,"  he 
moans.  "Too  much  of  a  good  thing." 

Situation  comedy  spots  are  the  "new 
sound"  in  radio  commercials,  and  some- 

times brighter  than  the  patter  they  inter- 
rupt. The  first  few  times  around  they 

have  a  fresh  appeal,  but  they're  fragile 
figments  and  not  subject  to  too  much 

handling.  The  clever  audio-gag  sounds 
just  great  in  a  sales  meeting,  and  sounds 

pretty  awful  in  the  day-in-day-out  re- 
peat business  that  is  radio. 

Jack  Roberts,  b.  April  26,  1920,  Portland,  Ore. 
Came  to  Southern  California  after  serving  four 
years  as  Air  Force  pilot.  Trained  in  Art  Center 
School  of  Los  Angeles  (where  he  met  his  wife, 

Dian).  Has  been  directing  Carson/ Roberts'  cre- 
ative output  since  1947.  Awards  include  repre- 

sentation in  American  Institute  of  Graphic  Arts' 
"50  Best  Ads  of  the  Year"  in  1954,  again  in  '57, 
and  Advertising  Assn.  of  the  West  awards  on  two 
occasions.  Has  received  several  awards  from  Art 

Directors  Club  of  Los  Angeles,  served  as  presi- 
dent of  that  organization  in  1954.  Whether  adver- 
tising problem  is  visual  or  aural,  Roberts  is  inno- 

vator— he  believes  that  "white  space"  in  radio 
might  be  enough  of  departure  to  build  sales. 
Agency  v. p.  and  his  wife  have  four  children. 

1 
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EDITORIALS 

A  Private  Affair 

IF  Robert  Sarnoff  is  serious  about  his  proposal  for  an  inter-net- 
work rotational  system  of  covering  political  conventions,  he 

chose  an  impractical  way  of  advancing  it  last  week. 

By  making  a  public  announcement  of  the  proposal,  he  has  auto- 
matically stamped  it  as  the  Bob  Sarnoff  plan.  We  cannot  imagine 

C  US  or  ABC  eagerly  embracing  an  arrangement  with  that  title. 
Yet.  we  suggest,  the  plan  should  be  embraced  or  at  the  very 

least  given  serious  consideration  by  all  networks.  There  is  a  terrible 

waste  of  air  time  in  prolonged,  all-network  coverage  of  any  special 
event,  whatever  its  national  importance.  This  fact  was  unmistakably 
demonstrated  during  both  party  conventions  of  1956. 

The  public  would  be  served  as  well — indeed  better — if  networks 
took  turns  in  broadcasting  live  the  proceedings  of  conventions 
and  other  big  events. 

But  to  reach  such  an  arrangement  would  require  a  higher  degree 
of  cooperation  among  networks  than  can  be  attained  by  the  simple 
wishing  for  it.  It  is  the  kind  of  arrangement  which  is  more  apt  to 
be  achieved  by  quiet  and  private  negotiation  than  by  a  unilateral 
statement  issued  to  the  press. 

It  is  our  suggestion  that  Mr.  Sarnoffs  proposal  is  good  enough 
to  deserve  survival  despite  its  inauspicious  start.  Publicly,  the  less 
said  about  it  for  the  time  being,  the  better.  Privately,  high  network 
executives  ought  to  begin  cooperative  discussions  to  determine  if 
it  can  be  brought  about. 

Voice  That's  Heeded 
BROADCAST  journalism  won  an  important  victory  last  week 

when  the  American  Bar  Assn.  decided  to  look  into  the  experi- 
ences of  courts  that  have  admitted  cameras  and  microphones. 

The  whole  legal  approach  to  the  broadcast  media  has  been 
changing  in  recent  months.  Prejudices  of  older  members  of  the  bar 

are  being  dispelled  as  broadcasters  acquaint  lawyers  and  judges 

in  their  own  communities  with  the  truth  about  electronic  journal- 
ism. Intensive  grass-roots  activity  is  given  much  of  the  credit  for 

the  ABA's  decision  to  review  the  record  of  radio-tv  coverage. 

NAB's  Freedom  of  Information  Committee,  led  by  Chairman 
Robert  D.  Swezey,  WDSU-AM-TV  New  Orleans,  sparked  the 
movement.  Last  winter  Mr.  Swezey,  an  ABA  member,  stated 

the  industry  case  in  an  appearance  on  the  floor  of  ABA's  House  of 
Delegates,  which  then  deferred  action  on  a  proposal  to  ignore  media 
progress  and  to  reaffirm  Canon  35  bans. 

The  fight  for  access  to  court  trials  is  still  to  be  waged.  A  nine- 
man  ABA  committee  will  be  named  by  Ross  L.  Malone,  new 
association  president,  to  build  up  a  record  of  electronic  experience 
in  courtrooms.  This  committee  should  include  ABA  members  with 

an  understanding  of  media — such  men  as  Mr.  Swezey;  Judge  Justin 
Miller,  ex-NAB  president;  Elisha  Hanson,  counsel  for  newspaper 
interests,  and  Judge  Walter  M.  Bastian,  of  the  U.  S.  Court  of 
Appeals,  District  of  Columbia. 

In  making  their  position  known  to  the  ABA  membership,  broad- 
casters again  demonstrated  their  power  to  influence  those  who 

control  public  affairs.  A  few  weeks  ago  their  back-home  contacts 
with  Senators  and  Congressmen  played  a  powerful  role  in  the 
senatorial  burial  of  legislation  that  would  have  given  sports  pro- 

moters blackout  powers  over  broadcasting. 
The  next  obvious  step  is  plain.  Broadcasters  must  acquaint  Mr. 

Swezey's  Freedom  of  Information  Committee  with  local  experiences in  covering  trials  via  microphone  and  camera.  Then  ABA  will 
be  given,  for  the  first  time,  a  record  of  electronic  progress  that  will 
demonstrate  the  ability  of  radio-tv  to  promote  justice  by  acquainting 
the  public  with  judicial  processes. 

Canada's  Stride  Forward 
CANADA,  our  good  neighbor  to  the  north,  is  veering  closer, 

step  by  step,  to  the  American  Plan  to  free  competitive  broad- 
casting. Any  day  now,  Parliament  is  expected  to  enact  legislation 

separating  the  Canadian  Broadcasting  Corp.,  the  state-monopoly, 
from  its  regulatory  control  over  the  dominion's  private  broadcasting operations.  Created  will  be  a  new  Board  of  Broadcast  Governors  
the  equivalent  of  our  FCC. 

CBC  will  continue  to  operate  its  stations  and  networks,  under 

government  franchise,  but  it  won't  regulate  its  private  competition. Indeed,  CBC  itself  will  face  new  competition  because  its  television 
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monopolies  in  such  key  markets  as  Montreal,  Toronto,  Ottawa,  Hali- 
fax, Vancouver  and  Winnipeg  will  be  broken.  The  new  BBG  will 

not  only  pass  on  new  applications  for  television  and  radio,  but 

will  also  consider  applications  for  networks  and  network  affilia- 
tions, heretofore  reserved  by  CBC  unto  itself.  This  has  meant  that 

all  of  the  U.  S.  network  programs  channeled  into  Canada  are 
exclusively  on  CBC. 

It  is  not  for  us  to  tell  our  good  neighbors  what  to  do,  but  there 
does  exist  a  community  of  interest  that  transcends  usual  limits,  since 
so  much  of  the  Canadian  programming  product  originates  in  the 
United  States.  The  CBC  divorce  is  a  most  encouraging  initial  move, 

just  as  was  the  creation  of  the  commercial  ITA  in  Britain. 

But  there  can  be  no  full-scale,  free,  competitive  enterprise  in 
broadcasting  in  Canada — or  anywhere  else — until  the  state  itself 
gets  out  of  the  business  of  broadcasting. 

Little  Drops  of  Water 

BROADCASTERS  and  set  manufacturers  can  look  to  the  harried 
movie  industry  for  a  neat  lesson  on  legislative  liaison.  Congress 

has  approved  elimination  of  the  10%  tax  on  movie  admissions  to 
and  including  the  first  $1  of  the  admission  price.  This  in  the  face 
of  stalwart  administration  opposition  to  any  reduction  in  excise 
taxes.  The  tax  originally  was  20%. 

Meanwhile,  the  efforts  of  broadcasters  and  manufacturers  alike 

proved  futile  in  convincing  Congress  that  removing  the  10%  excise 

tax  on  all-channel  tv  receivers  would  help  the  suffering  uhf  operators 
and  stem  the  mortality  tide.  Removal  of  this  tax  on  all-band  sets 
would  about  equalize  the  price  of  taxed  vhf-only  sets  and  would 
encourage  manufacturers  to  make  all-band  sets. 

Why  did  the  broadcaster-manufacturer  effort  fail  and  the  movie 
campaign  succeed?  The  movie  people  never  stopped  in  their  cam- 

paigning, whereas  the  broadcaster-manufacturer  pitches  were  spo- 
radic. The  movie  people  worked  incessantly  with  both  Senate  and 

House  tax  committeemen  on  the  theme  that  elimination  of  the  tax 

was  essential  to  the  survival  of  many  movie  houses.  The  job  was 
coordinated  through  the  Council  of  Motion  Picture  Organizations 

(COMPO).  The  campaign  began  in  1952.  In  1954,  after  a  presi- 
dential veto  the  preceding  year,  they  succeeded  in  cutting  the  then 

20%  tax  in  half,  with  tariffs  up  to  50  cents  exempted.  The  savings 
of  these  cumulative  tax  cuts  are  estimated  at  $200  million  yearly. 

Is  the  plight  of  the  uhf  broadcaster  less  severe  than  that  of  the 
theatre  owner?  Some  150  uhf  construction  permits  have  been  turned 
in  and  only  about  90  uhfs  are  on  the  air. 

Irrespective  of  the  outcome  of  current  deliberations  over  tv 

allocations — all  necessarily  long  range — something  must  be  done 
to  alleviate  the  uhf  problem.  The  tax  equalizer  is  the  soundest  plan 

offered.  It  has  been  pursued  for  some  three  years.  The  all-out  effort 
must  be  made  at  the  next  session.  The  movie  theatre  success  cer- 

tainly shows  it  can  be  done  if  resourcefulness  and  tact — and  mostly 

constant  pressure — are  used. 
Broadcasting 
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Source:  ARB  Coincidental,  Richmond  Metropolitan  Area,  July  14-18,  1958 

SHARE  OF  AUDIENCE 

WXEX-TV-42.7% 

STATION  B 

STATION  C 

31.0% 

26.3% 

COMPOSITION* 
ADULTS       UNDER  16 

WXEX-TV  73%  27% 

Station  B         59%  41% 

Station  C        25%  75% 

*based  on  data  available  for  partial  week 

Beginning  June  30,  when  NBC  option  hours  changed,  we  experimented  with  scheduling  our  already 

owned  RKO  and  20th  Century- Fox  pictures  at  5  P.M.  We  thought  our  Richmond  audience — especially 

our  adult  audience — would  go  for  the  best  in  movies  during  the  late  afternoon.  Now  the  ARB  figures 

prove  we  were  right.  So  we  have  added  the  fabulous  MGM  library!  The  figures  should  keep  going 

up  and  up  and  UP.  You're  invited  to  go  right  along  with  them — on  WXEX-TV,  the  Richmond  area's 
basic  NBC-TV  station. 

Call  our  "reps."  for  availabilities,  presently  at  current  card  rate 
Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington;  Simmons  Associates  in  Pittsburgh,  New  England,  Midwest; 

Clarke  Brown  Co.  in  Dallas,  Houston,  Denver,  Atlanta,  Miami,  New  Orleans;  McGavren-Quinn  in  Seattle,  San  Francisco,  Los  Angeles 
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One  Station  Reaching  The  Booming  Upper  Ohio  Valley 

NO.  8  IN  A  SERIES: 

NATURAL  GAS 

An  outstanding  contributor  to  the  prosper- 

ous progress  and  the  far-reaching  future  of 
the  WTRF-TV  area  is  the  Manufacturers 

Light  &  Heat  Company  of  the  Columbia 

Gas  System.  Since  1945  Manufacturers  has 

expended  more  than  $165  million  to  improve 
its  distribution  of  vital  natural  gas  to  the 

industrial  giants  which  make  the  WTRF-TV 
area  the  Ruhr  of  America  .  .  .  gas,  too,  for 

heating,  cooking  and  cooling  to  the  425,196 

TV  homes  which  comprise  the  WTRF-TV 
market,  where  2  million  people  spend  $234 

billion  annually.  Manufacturers  $6  million 

annual  payroll  (estimated  for  the  WTRF-TV 
area)  helps  make  this  a  super  market  for 
alert  advertisers. 

Typical  of  Manufacturers  prog- 
ress is  this  new  $4  million  com- 

pressor station  at  the  Majorsville, 
W.Va.,  storage  field,  a  vital 

link  in  Manufacturers'  natural 
gas  distribution  system.  More 
than  30  billion  cubic  feet  of  gas 
are  in  underground  storage  at 
Majorsville. 

For  availabilities,  call  Bob 
Ferguson,  VP  and  Gen.  Mgr., 
or  NeedhamtSmith,  Sales-Manager, 
at  CEdar  2-7777: 

Nationai  Rep.,  George  P-. 
Hollingbery.  Company. 

316,000  watts m 
network  color 

WHEELING  7,  WEST  VIRGINIA 

reaching  a  market  that's  reaching  new  importance! 

wtrf  tv 



Serving 

more 

Advertisers 

mm 

than 

any  other 

Indiana 

TV  STAT  I O 

WTHI-TV 

Ch. 

(251,970  TV  HOMES) 

TERRE  HAUTE,  INDIANA 

ABC 

*Except,  of  course,  Indianapolis 
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IS  THE   SPICE   OF  LISTENING 

KRLD  radio  1080 

HAS  MORE 

ADULT  LISTENERS 

IN 

METROPOLITAN  DALLAS 

than  any  other  Dallas  station 

Based  on  April-May  1958  Audience  Com- 
position Radiopulse  of  listeners  per  100 

listening  homes — Monday  through  Friday. 

Radio  advertising  that  pays  off  in  the 
Southwest  must  start  with  KRLD,  basic  CBS 

outlet  for  Dallas  and  Fort  Worth.  KRLD,  Texas' 
oldest  CBS  affiliate,  with  a  wide  variety  of  the 

best  in  programming,  hold  a  unique  place  in  the 
hearts  of  listeners  of  all  ages  .  .  .  and  especially 
those  who  hold  the  purse  strings. 

Over  70  varied  programs  of  the  best  in 

radio  reach  more  people,  24  hours  a  day,  over 

KRLD  than  by  any  other  Texas  radio  station 
(N.C.S.  No.  2).  Remember,  too,  that  KRLD 

is  the  only  full-time  50,000  watt  station  oper- 

ating in  the  Dallas-Fort  Worth  area.  More 
coverage  .  .  .  higher  ratings  ...  a  wide  variety 

of  programming  will  get  you  more  for  your 
advertising  dollar  on  KRLD  Radio  1080  Dallas. 

KRLD  is  the  radio  station  of  The  Dallas  Times  Herald, 
owners  and  operators  of  KRLD-TV,  telecasting  with  max- 

imum power  from  the  top  of  Texas'  tallest  tower.  The Branham  Company,  exclusive  representaiives.  Herald 
Square,  Dallas  2. 

John  W.  Runyon  Clyde  W.  Rembert 
Chairman  of  the  Board  President 

KRLD  radio  1080 

CBS   RADIO  NETWORK 

FOR   DALLAS  and   FORT  WORTH 

SO, 000  WATTS  COMPLETELY  SATURATE    THE   GREAT   SOUTHWEST  MARKET 
i 
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closed  circuit' 

ANOTHER  GO  AT  IT  •  FCC  is  going 
for  broke  on  deintermixture.  Instead  of 

patchwork  job,  it  is  shooting  for  national 
policy  on  tv  allocations,  either  all  uhf,  all 

vhf,  or  something  in  between.  Deinter- 

mixture was  considered  at  last  week's 
meeting — first  since  its  month-of-August 
recess — with  decision  that  blueprint  would 

be  given  staff  this  week  on  various  alterna- 
tives as  first  priority  project.  Thus  passed 

over  at  last  week's  Wednesday-Thursday 
sessions  were  long-postponed  deintermix- 

ture proposals  involving  Columbus,  Ga., 
Fresno-Bakersfield  and  Hattiesburg,  Miss. 
— whether  to  make  them  all  uhf  islands 
or  follow  mixed  uhf-vhf  line. 

• 

Deintermixture  alternatives,  to  be 

studied  in  light  of  current  information  and 
what  may  be  gleaned  from  TASO  field 
work  on  vhf  vs.  uhf  coverage,  are:  (I) 

moving  all  tv  to  uhf  band  over  predeter- 
mined transition  period  (considered  remote 

because  it  has  been  rejected  several  times 

in  past  decade);  (2)  regional  deintermix- 
ture making  entire  geographical  subdivi- 
sions all  uhf  or  all  vhf;  (3)  abandonment 

of  uhf  as  lost  cause  but  with  "breakdown" 
of  existing  vhf  channels  through  use  of 
directional  antennas  and  reduced  mileage 

separations,  thus  providing  for  indetermi- 
nate number  of  new  stations  on  existing 

12  channels;  (4)  watchful  eye  on  spectrum 
study,  however  it  may  come,  in  hope  of 

getting  additional  v  channels  from  govern- 
ment. 

• 

ALL  NOT  LOST  •  As  sequel  to  closing 
down  of  ch.  12  WVUE  Wilmington-Phil- 

adelphia on  Sept.  13,  Storer  Broadcasting 

Co.  has  disposed  of  most  of  its  film  prod- 
uct for  a  figure  estimated  at  $1,750,000. 

Sold  to  CBS  for  ch.  10  WCAU-TV  for 

approximately  $1,250,000  was  RKO  fea- 
ture film  package,  plus  certain  other  fea- 

tures, including  selected  NTA  group. 

Other  syndicated  features  are  being  dis- 
posed of  in  Philadelphia  market.  Storer 

originally  purchased  RKO  package  under 
sub-contract  from  WFIL-TV  Philadelphia. 

• 

Now  that  videotape  editing  is  nearing 

practicality  with  new  semi-automatic 
splicer  [story  page  58].  Ampex  Corp.  is 
training  its  development  guns  next  on 
mobility.  During  past  week  factory  at 
Redwood  City,  Calif.,  has  gained  bus  van 
in  which  Ampex  engineers  are  designing 

mobile  videotape  machine  with  full  com- 
plement of  power  and  sync  generators. 

Rough  price  estimate:  Two  camera  video- 
system,  complete  except  for  van,  $125,- 
000-150,000.  Timetable:  spring  1959. 

• 

BRIGHTENING  DAY  •  ABC-TV's  Op 
eration  Daybreak"  is  opening  wider.  In  ex- 

tending weekly  quarter-hours  available  to 
advertisers  from  60  to  70  per  week,  ABC- 
TV  already  is  approaching  SRO  status  and 

network  authorities  now  are  considering 

even  further  expansion.  Among  new  char- 
ter advertisers:  Minnesota  Mining  &  Mfg. 

Co.,  St.  Paul,  through  BBDO,  and  Nestle 
Co.,  White  Plains,  N.  Y.,  through  Bryan 

Houston.  Beat  The  Clock  reportedly  is  ad- 

ditional program  coming  into  "OD"  leav- 
ing its  daytime  berth  at  CBS-TV. 

• 

Skiatron  Tv,  pay  tv  operator,  expects  to 

announce  its  future  plans  at  news  confer- 
ence today  (Sept.  8).  Though  Skiatron  is 

soft-pedaling  advance  word,  speculation 
arises  that  company  may  have  effected  ar- 

rangements with  certain  telephone  com- 
panies for  special  lines  and  facilities  for 

its  system.  It's  known  that  New  York 
Telephone  Co.  has  been  making  engineer- 

ing studies  on  such  possibility. 
o 

FM  INTEREST  •  Sinclair  Refining  Co., 
which  previously  had  staked  claims  to 
heaviest  campaigns  in  spot  radio  history 
[Advertisers  &  Agencies,  Oct.  14, 

1957],  is  taking  new  tangent  in  aural 
medium  by  invading  Chicago  fm  field. 
Through  its  agency,  Morey,  Humm  & 
Warwick,  N.  Y.,  company  has  bought 

sizable  spot  schedules  on  three  stations — 
CBS  o&o  WBBM-FM,  WFMT  (fine  arts 
outlet)  and  WFMF  (Functional  Music 

Inc.).  Schedules  vary  but  contract  with 

WBBM-FM,  which  recently  launched  au- 
tonomous operation,  calls  for  25  an- 

nouncements weekly  through  Dec.  31. 

Cities  Service  Co.  also  has  been  experi- 
menting with  fm  in  Chicago. 

o 

Some  of  mystery  surrounding  Dotto 

rigging  complaint  filed  with  FCC  [Net- 
works, Aug.  25]  in  name  of  Edward 

Hilgemeier  Jr.  can  now  be  revealed.  Com- 
plaint was  delivered  to  FCC  in  person,  not 

by  Mr.  Hilgemeier  or  by  Uncle  Sam's 
mail,  but  by  reporter  for  New  York  Post. 
FCC  in  due  course  will  release  text  of 

complaint  plus  its  conclusions  after  it 
receives  staff  report. 

• 

BOYCOTT  PROBE  •  Surprise  package 

of  Senate  labor  investigating  committee's 
late  autumn  schedule  may  be  "searching 
look  into  secondary  boycott  activities  of 

unions,  including  methods  used  in  broad- 
cast cases  to  induce  advertisers  and  agen- 
cies not  to  buy  time  on  stations  involved 

in  collective  bargaining  disputes.  Grow- 
ing sentiment  in  business  world  for  plug- 

ging of  unintended  loopholes  in  secondary 

boycott  language  of  Taft-Hartley  Act  is 
said  to  have  impressed  Senate  probers. 

• 

To  expedite  clearance  of  policy  de- 
cisions, FCC  Chairman  John  C.  Doerfer 

has  instituted  new  procedure  whereby  top 

staff  executives  will  confer  with  Commis- 
sion once  monthly  on  establishment  of 

priorities.    First  such   meeting  scheduled 

today  (Monday)  will  deal  with  pending 
deintermixture-allocations  issue. 

• 

WESTERN  POLL  •  To  give  All-Industry 
Radio  Music  License  Committee  clue  as 

to  position  of  California's  radio  broad- 
casters on  ASCAP  contract  renewals  up- 

coming at  year's  end,  Calvin  J.  Smith, 
KFAC  Los  Angeles,  and  member  of  ne- 

gotiating group,  is  dispatching  question- 
naire to  state's  250  stations.  Questionnaire 

will  cover  suggestions  looking  toward 
equitable  contract  with  ASCAP  and  bear 
on  subsequent  negotiations  with  BMI  on 
contract  renewals. 

o 

Federal  Trade  Commission  is  investi- 
gating practice  of  purported  performing 

rights  society  seeking  blanket  fees  from 
stations.  Allegation  is  that  repertoire  is 

primarily  from  public  domain,  including 

many  Negro  spirituals.  Organization  re- 
portedly closed  shop  after  initial  FTC  in- 

vestigation and  then  re-entered  business 
under  new  name. 

o 

OVERSIGHT  DATE  •  While  Legislative 
Oversight  Subcommittee  resumes  public 

hearings  Sept.  16,  spotlight  isn't  likely  to 
fall  on  FCC  and  broadcasting  again  until 
November.  SEC  matters  are  expected  to 

require  all  of  committee's  time  during 
scheduled  two-week  hearings,  to  be  fol- 

lowed by  an  October  hiatus  for  election 

campaigning.  Investigators  still  have  office 
reserved  at  FCC  headquarters,  but  it  has 
not  been  used  since  soon  after  Miami  ch. 

10  hearings  were  completed. 
0 

British  commercial  tv  interests  reported- 
ly set  to  give  Pulse  Inc.  assignment  to 

make  intensive  qualitative  study  of  tele- 
vision there.  Study  would  deal  with  viewer 

impressions  of  programming,  likes  and 
dislikes,  station  image,  etc.  Aside  from 

confidential  special  reports,  it's  under- 
stood, one  of  few  comparable  American 

studies  would  be  that  which  Pulse  does 

each  year  for  WHDH  Boston. 
• 

CIRCUIT  REOPENED  •  First  FCC 

speech  of  post-vacation  season  will  be 
made  this  Wednesday  by  Comr.  Rosel 
H.  Hyde  before  Idaho  Broadcasters  Assn. 
at  Weiser.  Comr.  Hyde  will  return  to 

Washington  promptly  after  address  and 
on  Friday  assumes  acting  chairmanship 
with  departure  of  Chairman  John  C. 
Doerfer  for  International  Telecommunica- 

tions Conference  in  Geneva,  expected  to 

run  until  mid-November. 
• 

Quarterly  dividend  of  25  cents  per  share 
common  stock  declared  by  RCA  board 

Friday  payable  Oct.  27  to  holders  of  rec- 
ord Sept.  19.  Dividend  of  8W2  cents  de- 

clared on  first  preferred  stock  for  period 

Oct.  1-Dec.  31  payable  Jan.  2  to  holders  of 
record  Dec.  8. 
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CHANNEL.  8 

ARE  ON 

THE  GREATEST  NUMBER  OF  THE  HOTTEST 

TITLES  WITH  THE  MOST  FAMOUS  STARS  IN 

THE  BEST  PACKAGES  ARE  THE  BIG  MOVIES! 

WARNER  BROS,  20th  CENTURY  FOX,  UNITED  ARTISTS 

CBS  •  CLEVELAND,  OHIO 

Represented  Nationally  by  The  Katx  Agency,  Inc. 

A'
 

WJW-TV        WJBK-TV  WAGA-TV 
Cleveland  Detroit  Atlanta 

WVUE-TV  WSPD-TV 
Wilmington- Philadelphia  Toledo 
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THE  WEEK  IN  BRIEF 

Legal  Progress  in  Oklahoma — High  state  court  holds  radio 
and  tv  have  equal  rights  with  the  press  to  cover  trials:  Canon 
35  of  the  American  Bar  Assn.  is  outdated  relic  of  the  past, 

unanimous  three-judge  decision  points  out.  Significant  vic- 
tory won  by  broadcast  journalism.  Page  29. 

Triple-Play  Tv  Campaign — Furniture  retailers,  tv  stations 
and  furniture  manufacturers  get  together  on  $200,000  spot 
tv  drive  on  24  stations  across  U.  S.  Page  31. 

Radio  Buyers  Also  Listen — RAB  survey  shows  timebuyers 
listen  for  average  of  2  hours,  19  minutes  a  day — more  than 
working  housewives  or  even  young  homemakers.  When  they 
listen  and  their  program  preferences  also  studied,  with  results 
also  showing  how  listening  habits  of  New  York  buyers  differ 
from  those  in  other  cities.  Page  33. 

Economic  Missile  for  a  Space  Age — Advertising  is  the 
fuel  that  will  propel  U.S.  business  to  its  orbit  in  the  new  dis- 

tribution economy,  says  TvB's  Halsey  Barrett.  In  a  Broad- 
casting interview  he  tells  how  mass  advertising — with  em- 

phasis on  the  massive  visual  medium — must  play  a  key  role 
in  the  distribution  revolution.  Page  34. 

Network  Radio's  Top  30  Clients — Bristol-Myers,  Ford  and 
General  Motors  head  RAB  ranking  of  top  users  in  second 
quarter.  Wide  variety  of  products  relying  on  network  radio 
is  pointed  up  by  RAB  officials.  Page  38. 

Chow  Hounds  in  Strictest  Sense  of  Word — That's  who  Ral- 
ston Purina  reached  when  it  marketed  New  Purina  Dog  Chow 

and  decided  to  reach  Fido's  master,  mainly  through  television. 
Page  40. 

Tv  Quiz  Probe  May  Grow — New  York  D.  A.  continues 
wrapped  up  in  Dotto  and  Twenty  One  allegations  but  admits 
that  if  other  complaints  already  received  hold  promise,  new 
investigation  into  other  quiz  shows  will  come.  Page  50. 

The  Billing  Picture — Tv  networks'  combined  gross  billing 
advances  in  July  as  CBS-TV  is  off  1.4%  while  ABC-TV  and 

NBC-TV  increase.  CBS-TV  points  out  that  it  had  high  gross 
year  in  1957.  Combined  gross  is  up  for  January-July  period. 
Page  52. 

Politicians  Missing  Tv  Boat? — CBS'  Mickelson  says  they 
overlook  television's  "greatest  value"  to  them  by  failing  to 
recognize  tv's  advantages  as  a  news  medium.  Page  52. 

NBC  Promotes  Two — Sugg,  head  of  owned  stations  and 
NBC  Spot  Sales,  and  Culligan,  in  charge  of  radio  network, 
named  executive  vice  presidents.  Page  55. 

The  (Commercial)  Show  Goes  On — Film  Producers  Assn. 
of  N.  Y.  and  Screen  Directors  International  Guild  settle  their 

differences,  arrive  at  agreement  that  recognizes  guild  as  bar- 
gaining unit  for  freelance  tv  commercial  directors  in  New 

York.  Page  57. 

Videotape  Blasting  Off — Ampex  Corp.'s  semi-automatic 
splicer  is  hailed  as  breakthrough  to  "practical"  day-to-day 
editing  tool;  network  tape  use  heavy  this  fall;  film-live  pack- 

agers moving  into  tape.  Page  58. 

KOB  'Final  Order'  Issued — FCC  issued  "final  order''  on 
17-year-old  case;  directs  KOB  and  WABC  to  directionalize 
at  50  kw  at  night  but  maintains  770  kc  as  Class  1  frequency. 
Page  66. 

Are  Cable  Systems  Pirates? — Montana  broadcaster  Ed 
Craney  files  suit  in  federal  court  charging  community  antenna 

system  rebroadcasts  Z-Bar  Network  station's  signals  without 
permission.  Suit  promises  first  test  of  broadcasters'  property 
rights  in  their  programs.  Page  64. 

Bids  for  Rate  Break — Infant  News  Assoc.  tackles  giant 

AT&T  in  move  for  "press"  broadcast  rates  on  long  distance 
telephone.  Formal  petition  to  be  filed  with  Commission 
within  two  weeks.  Page  70. 

More  'Grist'  for  Tv  Film  Mill — AAP  clears  payments  and 
title  to  additional  50  Warner  Bros,  motion  pictures,  places 
them  on  sale  to  tv  immediately.  Page  74. 

Iron  Curtain  Peephole — U.  S.  viewers  may  be  viewing 

Soviet  "entertainment"  tv  programs  before  long,  should  Tele- 
vision Programs  of  America  strike  a  deal  with  Russian  broad- casters. Page  74. 

Communications:  Growing  Science — NBC  Radio's  Culli- 
gan says  broadcasters  must  learn  to  use  "wonderful  new  tools 

of  communication  being  handed  us  constantly,"  calls  for 
more  study  of  new  techniques  of  "communication  with 
people."  Page  80. 

Press  Propagandizing — WCUE  Akron  asks  FCC  to  take  a 

look  at  newspaper-radio  combines'  relationships  with  other 
stations  in  same  communities;  takes  particular  dig  at  Akron 

Beacon-Journal  article  extolling  ratings  of  its  45% -owned 
WAKR.  Page  82. 

New  Order  Near  in  Canada — Legislation  to  separate  gov- 
ernment regulatory  and  broadcast  functions  of  CBC  moves 

nearer  to  passage  as  it  clears  House  of  Commons  in  Canadian 
Parliament.  CARTB  boosts  proposal  to  give  private  interests 
equal  competitive  chance  in  broadcasting.  Page  90. 

That  Sometime  Sell — What  makes  a  mem- 
orable commercial  on  the  now-and-then  tv 

"special"?  Only  a  rare  blend  of  genius, 
money  and  luck,  says  Ernest  A.  Jones,  pres- 

ident of  MacManus,  John  &  Adams,  the 

agency  that  turns  out  tv-special  commer- 
cials regularly  for  its  automotive  clients.  He 

tells  what  goes  into  a  special  commercial  in 
Monday  Memo,  Page  109. MR.  JONES 
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Kansas  City has  the  pitch 

Or  should  we  say  pitches!  For  Kansas  City's  a 
big-league  town  in  lots  of  ways.  The  A's  fill  up 
the  ball  park  week  after  week.  The  Downtown 
Committee  has  given  the  retail  district  a  shot 
in  its  wallet.  Redevelopment  of  the  North  End  is 
making  national  news. 

And  it  won't  be  long  before  there's  an  area 
authority  to  preside  over  the  booming,  bustling 

4-county,  2-state  community  that  is  Greater 
Kansas  City.  More  than  a  million  persons  live 
here.  They  pack  a  walloping  buying  power  of 

nearly  $2  billion. 

So  stakes  (and  steaks,  as  you  well  know)  are 

big  in  big-league  Kansas  City.  And  KCMO-Radio 
— 50,000  watts  and  basic  CBS — has  the  leader- 

ship that  can  make  your  claim  stick. 

/ 

KANSAS  CITY     KCMO  KCMO-TV  The  Katz  Agency 
SYRACUSE        WHEN  WHEN-TV  The  Katz  Agency 

KPHO  KPHO-TV  The  Katz  Agency 
OMAHA            WOW  WOW-TV  John  Blair  &  Co.— Blair-TV 
TULSA              KRMG  John  Blair  &  Co. 

810  kilocycles -50,000  watts 

Kansas  City,  Missouri 
Joe  Hartenbower,  General  Manager 
R.  W.  Evans,  Commercial  Manager 

Represented  nationally  by  The  Katz  Agency 

Meredith  stations  are  affiliated  with 

BETTER  HOMES  AND  GARDENS  and  SUC- 
CESSFUL FARMING  Magazines. 



at  deadline 

PEPSI  PLANS  ALL-NETWORK  RADIO  DRIVE 

Four-network  (in  radio)  user,  Pepsi-Cola 
Co.,  N.  Y.,  is  embarking  on  extensive  pre- 
broadcast  buildup  Sept.  10,  seven  days  be- 

fore it  begins  participations  in  all  four  radio 

networks— ABC  Radio,  CBS  Radio,  NBC 

Radio  and  Mutual.  Starting  Sept.  17,  net- 

work "saturation"  will  run  14  weeks, 

through  Christmas,  with  498  million  "com- 
mercial minutes"  of  radio  time  in  order  to 

"reach  and  influence"  more  than  100  mil- 
lion people  in  U.  S.  To  be  delivered  via 

radio:  Pepsi's  new  "Refreshment  song." 
According  to  John  J.  Soughan,  soft  drink 

company's  advertising  vice  president,  all 
four  networks  being  used  because  "that's 
all  the  networks  there  are."  Sept.  10  event 
to  be  New  York-originated  closed-circuit 
broadcast  at  4:30  p.m.  to  some  1,100  sta- 

tions affiliated  with  all  networks  and  will 

feature  Bob  and  Ray  comedy  team,  and 

top  Pepsi-Cola  officials. 

Cone  Lauds  Cost-Per-1000  of  Tv, 

Notes  Changes  as  Medium  Grows 

Though  television  certainly  is  desirable 
advertising  medium  and  not  prohibitively 

"expensive,"  its  pattern  has  changed  for 
advertisers  because  of  rising  costs,  Fairfax 

M.  Cone,  chairman  of  Foote,  Cone  &  Beld- 

ing's  Executive  Committee,  said  Friday 
(Sept.  5). 

In  amplifying  his  remarks  in  New  York 

Times  Friday  on  tv's  "high  cost,"  FC&B 
veteran  stressed  he  did  not  intend  to  sound 

"derogatory"  to  tv  as  advertising  medium 
and  in  fact  would  recommend  tv  to  clients 

(noting  his  agency  handles  more  than  $35 

million  of  its  clients'  money  in  television). 
But,  Mr.  Cone,  said,  some  advertisers  can- 

not afford  tv  on  "old  basis"  of  sole  adver- 
tiser of  half-hour  show  for  52  weeks.  In 

tv's  beginning,  he  noted,  tv  was  bought  that 
way  but  as  costs  went  up,  advertisers 
divided  time  and  more  recently  trend  has 
been  for  advertiser  to  place  more  products 
rather  than  single  products  in  any  given 
program. 

Mr.  Cone  stressed  that  television  as  me- 
dium has  changed  for  advertiser,  cannot  be 

bought  or  used  in  same  way  as  before.  But, 

he  continued,  tv  is  "magnificent  medium" 
and  has  impressive  cost-per-thousand. 

President  Norman  E.  (Pete)  Cash  of  Tele- 
vision Bureau  of  Advertising  noted  that 

"every  man  is  entitled  to  his  opinion"  but 
pointed  to  McCann-Erickson's  newly-pub- 

lished "Turning  of  the  Tide"  report  [Lead 
Story,  Sept.  1]  showing  only  evening  tele- 

vision, among  major  media,  is  decreasing 

in  cost  to  advertiser  "by  the  criteria  of 
reaching  his  customers."  M-E's  study  found 
evening  network  tv  cost-per-thousand  de- 

clined 18%  and  nighttime  spot  tv's  C-P-M 
fell  19%  in  eight-year  period. 

All  four  networks  are  contacting  Pepsi 
bottlers  throughout  country  informing  them 

of  network  plans  to  promote  product.  Af- 

filiates have  invited  Pepsi-Cola's  divisional 
heads,  regional  managers,  district  managers 

and  540  bottlers  along  with  sales  manage- 
ment and  other  key  personnel  to  hear 

closed-circuit  broadcast.  Company  also  en- 
couraging bottlers  to  buy  radio  locally. 

Kenyon  &  Eckhardt,  New  York,  is  agency 

for  Pepsi,  which  will  run  its  participations 
in  ABC  Radio  news  broadcasts  Wed., 

Thurs.,  Fri.  and  Sat.;  selection  of  CBS  Ra- 

dio shows  Fri.,  Sat.  and  Sun.;  NBC  Radio's 
Monitor  on  weekends,  and  Mutual  news- 

casts Wed.,  Thurs.,  Fri.  and  Sun.  Pepsi  as 

spot  radio  user,  bought  two  specials  on  net- 
work tv  last  season  and  is  active  in  co-op  tv 

spot,  but  has  not  been  in  network  radio 
advertising  for  years. 

Davidson  and  Welpott  Promoted 

To  Vice  Presidencies  by  NBC 

William  N.  Davidson,  general  manager 
of  WRCA-AM-FM-TV  New  York,  and 
Raymond  W.  Welpott,  general  manager  of 
WRCV-AM-TV  Philadelphia,  elected  to 
NBC  vice  presidencies  at  board  meeting 
Friday.  Matthew  J.  Culligan,  in  charge  of 
radio  network,  and  P.  A.  (Buddy)  Sugg, 

head  of  owned  stations  and  NBC  Spot 
Sales  Div.,  elevated  from  vice  presidents  to 
executive  vice  presidents  (see  page  55). 

Mr.  Davidson  first  joined  NBC  in  1938. 

left  in  1941  for  J.  Walter  Thompson  Co.  and 
after  Army  service  during  war  served  with 
JWT,  ABC,  Benton  &  Bowles  and  Free  & 

Peters  (now  Peters,  Griffin,  Woodward),  re- 
turning to  NBC  in  1952  as  eastern  sales 

manager  for  Radio  Spot  Sales.  He  rose 
through  spot  sales  and  stations  executive 

posts  to  become  general  manager  of  WRCA- 
AM-FM-TV  in  1956. 

Mr.  Welpott  joined  NBC  last  June  as 
general  executive  in  Owned  Stations  and 

Spot  Sales  Div.  He  was  named  general 

manager  of  WRCV-AM-TV  last  month.  Be- 
fore moving  to  NBC  he  was  vice  president 

of  WKY  Television  System  Inc.  and  man- 

ager of  its  WKY-AM-TV  Oklahoma  City. 

CBS-TV  Will  Spend  $1  Million 

To  Cover  Summer  Delay  Cost 

CBS-TV  network  will  spend  over  $1 
million  for  extra  circuits  and  videotape 
operation  for  delayed  delivery  of  network 
broadcasts  to  stations  in  standard-time 

areas  in  1959  DST  months  without  asking 

affiliates  to  defray  any  part  of  costs.  Net- 
work picking  up  tab  this  year  but  1959 

facilities  will  be  more  efficient. 

Plans  were  announced  Friday  by  William 

BUSINESS  BRIEFLY 

Late-breaking  items  about  broadcast 

business;  for  earlier  news,  see  Adver- 
tisers &  Agencies,  page  31. 

DUPONT  SPOTS,  SPORTS  •  E.  I.  DuPont 
de  Nemours,  Wilmington,  Del.,  for  Zerex 

anti-freeze  signed  for  participations  in 

NBC-TV's  Steve  Allen  Show,  (Sun.  8-9 
p.m.),  beginning  Sept.  21,  through  Nov.  9. 
DuPont,  in  pre-winter  push,  will  also  spon- 

sor See  the  Pros,  half-hour  filmed  football 
program,  produced  for  company  by  Unipix 
Productions,  in  over  30  markets.  Agency 
is  BBDO,  N.  Y. 

RITCHIE  BUYS  STRIPS  •  Harold  F. 

Ritchie  Inc.,  Clifton,  N.  J.,  to  share  spon- 
sorship in  Cheyenne  (alternate  Tues.,  7:30- 

8:30  p.m.)  and  new  mystery-adventure 
series,  77  Sunset  Strip  (Fri.,  9:30-10:30  p.m.), 
both  on  ABC-TV  and  both  produced  by 
Warner  Bros.  Buy  is  on  behalf  of  Brylcreem, 
other  hair  tonics  and  hair  nutrient  products, 
through  Kenyon  &  Eckhardt,  N.  Y.  Move 
into  network  is  in  addition  to  extensive 

spot  tv  activity,  continuing  at  same  level. 

B.  Lodge,  vice  president  in  charge  of  affil- 
iate relations  and  engineering.  He  said 

"It  is  a  basic  responsibility  of  a  nationwide 
television  network  to  devise  not  only  the 
strongest  possible  programs,  but  also  to 
arrange  them  for  viewing  at  the  most  ap- 

propriate times  and  in  the  best  possible 
sequence  for  public  and  advertiser  attrac- 

tiveness. It  is  equally  the  responsibility 
of  a  nationwide  television  network,  having 
devised  such  a  program  structure,  to  trans- 

mit it  to  its  affiliates. 

This  position  on  financing  DST  delays — 
shared  by  ABC-TV,  which  indicated  it  too 
will  stick  to  no-charge  DST  policy — is  in 
contrast  to  NBC-TV  position  [At  Deadline, 

Aug.  18].  NBC  said  cost  of  delivering  high- 
quality  pictures  is  such  that,  while  network 
is  willing  to  pay  for  equipment  etc.,  stand- 

ard-time affiliates — for  whose  benefits  DST 

delays  are  run — ought  to  pay  line  charges 
(estimate:  5Vz  %  of  network  revenues  of 

the  116  NBC  standard-time  affiliates). 

Mr.  Lodge  said  CBS-TV's  1959  DST 
plan,  subject  to  availability  of  additional 
AT&T  circuits,  will  amount  to  four  simul- 

taneous network  operations:  (1)  initial  live 
release  in  eastern  and  central  DST  markets; 

(2)  one-hour  delay  to  most  standard-time 
markets;  (3)  two-hour  delay  to  Pacific  DST 
markets  and  (4)  three-hour  delay  to  Oregon 
and  Washington,  which  remain  on  Pacific 

standard  time.  He  said  CBS-TV  is  planning 
$500,000  expansion  of  its  Los  Angeles 

videotape  facilities. 
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at  deadline 

FitzGerald    Succeeds  Baker 

As  FCC  General  Counsel 

FCC  announced  Friday  appointment  ot 
James  L.  FitzGerald  to  be  general  counsel, 

succeeding  Warren  E.  Baker  whose  resig- 
nation became  effective  Friday  [Govern- 

ment, Sept.  1J.  Seattle-born  Mr.  FitzGerald, 

50,  has  been  chief  of  FCC's  opinion  writing 
group.  Office  of  Opinions  &  Review,  since 
1954  when  he  joined  Commission.  He 

served  in  legal  position  with  Home  Own- 

ers' Loan  Corp..  Federal  Savings  &  Loan 
Insurance  Corp..  U.  S.  Housing  Authority. 

Public  Housing  Administration  and  Hous- 

ing &  Home  Finance  Agency.  He  is  grad- 
uate of  U.  of  Washington  law  school  and 

received  master's  degree  in  law  from  Har- 
vard U.  in  1934,  and  an  S.J.D.  from 

Georgetown  U.  in  1940. 

Replacing  Mr.  FitzGerald  as  chief  of 

Office  of  Opinions  &  Review  is  Donald 

J.  Berkemeyer.  now  supervising  attorney- 
adviser  in  that  office.  Native  of  Kansas 

City,  41 -year-old  Mr.  Berkemeyer  was 

graduated  from  Oberlin  College  in  1939 
and  from  Duke  U.  law  school  in  1942. 

Served  in  Army  during  World  War  II, 

and  upon  release  from  military  service  in 
1946  he  joined  FCC. 

Berk  Defends  Claims  by  WAKR, 

Calls  WCUE  Charges  Unfounded 

S.  Bernard  Berk,  president  of  WAKR 
Akron.  Ohio,  on  Friday  termed  complaint 
of  WCUE  Akron  filed  with  FCC  (see  page 

82)  '"unfounded."  WCUE  claimed  article  in 
Akron  Beacon  Journal,  45%  owner  of 

WAKR,  was  false  and  misleading,  par- 
ticularly in  claim  that  WAKR  had  more  lis- 

teners than  all  other  Akron  stations  com- 
bined and  that  WAKR  had  more  adult, 

teen-age  and  children  listeners  in  every 
time  segment  than  any  other  Akron  station. 

"The  facts  are,"  Mr.  Berk  stated,  '"that 
WAKR  has  the  largest  audience  of  any 
local  Akron  station  during  every  survey 
period,  according  to  both  the  July  Pulse 

and  the  June  Hooper  surveys."  He  also  said 
that  WAKR  has  larger  average  share  of  au- 

dience than  three  other  stations  combined 

from  6  a.m.  to  midnight  according  to  Pulse, 
and  from  7  a.m.  to  10:30  p.m.  according 
to  Hooper.  Time  periods  surveyed,  Mr. 

Berk  added,  covered  Monday-Friday. 
Beacon  Journal  report  of  these  surveys, 

Mr.  Berk  said  "was  in  the  main  entirely  cor- 
rect and  accurately  reported  the  facts,  con- 

taining only  a  slight  error  inadvertently 

made  and  later  corrected  .  .  ."  Newspaper 
on  Sept.  4  carried  corrections  in  story  re- 

porting filing  of  WCUE  protest  with  FCC. 
Mr.  Berk  also  said  that  statement  that 

Pulse  reported  WAKR  has  more  adult  lis- 

teners, as  well  as  teen-age  and  children,  dur- 

ing every  time  period  "is  true  and  not  a 

distortion  of  any  kind."  He  said  that  news- 
paper correctly  reported  July  1958  Pulse survey. 

Mr.  Berk  emphasized  that  WAKR  pays 
Beacon  Journal  same  rate  for  advertising 

as  paid  by  other  Akron  stations.  He  con- 
tinued: ".  .  .  it  is  absurd  to  charge  that 

WAKR  enjoys  any  unfair  competitive  ad- 
vantage because  of  the  minority  interest 

owned  by  the  Beacon  Journal." 

Grand   Jury   Probe   Now  Seen 

As  Next  Step  in  Quiz  Furor 

Entire  tv  quiz  squabble  (see  story,  page 

50)  may  be  brought  to  grand  jury  in  New 

York  in  week  or  10  days,  "perhaps  sooner," 
spokesman  for  District  Attorney  in  New 
York,  conducting  probe  into  allegations 

of  program  rigging,  told  Broadcasting Friday. 

According  to  spokesman,  grand  jury  may 

be  asked  to  "determine  whether  a  'con- 

spiracy' or  any  other  crime  has  been  com- 
mitted." Prompting  this  "contemplation" 

by  D.A.'s  office:  Rash  of  charges  and 
counter  charges,  and  desire  of  investigators 

to  put  principals  involved  under  oath  be- fore grand  jury. 

D.A.'s  office  denied  it  has  extended  its 

current  probe  from  two  "cases"  now  under- 
way— Dotto  and  Twenty-One.  But  should 

"anything  substantial"  come  up  as  result 

of  other  informal  "complaints"  which  have 
come  to  district  attorney's  attention,  probers 
may  well  expand  inquiry. 

Further  notoriety  seems  headed  tv  quiz 

games'  way  with  report  from  Hollywood 
that  Mirisch  Co.,  independent  production 

unit,  is  negotiating  with  Robert  L.  Fore- 
man, head  of  creative  services  at  BBDO, 

N.  Y.,  for  screen  rights  to  his  new  novel 

The  Hot  Half-Hour,  story  of  rise  and  fall  of 
fictitious  quiz  program,  being  published 
by  Criterion  Books,  N.  Y. 

FCC  HOOKUP 

FCC  is  getting  itself  wired  for  sight 

and  sound.  At  last  week's  meeting, 
lipstick  microphone  was  introduced 
as  standard  equipment  in  lieu  of  desk 
mikes.  Some  commissioners  had  trou- 

ble, particularly  when  they  sought  to 
whisper  to  neighboring  colleague,  with 
result  that  their  whispers  boomed 
throughout  meeting  room,  attended 
by  some  25  or  30  staff  executives. 
One  commissioner  (Cross)  nearly  blew 
out  system  with  prodigious  sneeze  and 
cough.  FCC  this  week  also  auditioned 

slide  projector  for  use  of  staff  in  dis- 
playing maps,  charts  and  other  visual 

data  heretofore  handled  on  antiquated 

easel  or  pass-around  basis.  Prospect 
was  that  visual  aid  also  would  be 

adopted  as  standard  meeting  prop. 

CHARLES  L.  GLETT,  president  of  invest- 
ment subsidiaries  of  National  Theatres  Inc., 

including  WDAF-AM-FM-TV  Kansas  City, 
Friday  elected  to  board  of  directors  of 

parent  company.  He  headquarters  in  Los 
Angeles,  but  directs  policy  of  Kansas  City 

properties.  He  was  formerly  CBS-TV  net- 
work vice  president  in  Hollywood. 

COL.  E.  M.  KIRBY,  former  Army  radio 

and  television  chief  and  prior  to  that  NAB 
public  relations  director,  on  Sept.  15  joins 
United  Service  Organizations  in  New  York 
as  public  relations  director.  Appointment 
was  made  by  Donald  D.  Hoover,  president 
of  Bozell  &  Jacobs,  New  York  advertising 

agency,  who  headed  selection  committee. 

DON  ANDERSON,  formerly  with  sales 
staff  of  KXOA  Sacramento.  Calif.,  and 

ALICE  REGAL,  director  of  library  for  Ful- 
ler &  Smith  &  Ross,  N.Y.,  have  joined  Radio 

Advertising  Bureau  as  account  executive 

in  national  sales  and  chief  librarian,  re- 

spectively. Mr.  Anderson  will  promote  radio 
to  drug  and  cosmetic  advertisers. 

RAYMOND  H.  DIETRICH,  radio  tv  pro 

ducer  and  production  supervisor  for  Young 
&  Rubicam,  San  Francisco,  has  joined  Los 
Angeles  office  of  Erwin  Wasey.  Ruthrauff 

&  Ryan  as  radio-tv  producer. 

JOHN  SPENCER  PALMER,  23-year-old 
announcer-reporter  at  WKPT  Kingsport, 
Tenn..  NBC  affiliate,  awarded  first  Earl 

Godwin  Memorial  Fellowship  at  Columbia 
U.  School  of  Journalism.  Award  of  one- 
year  fellowship  is  sponsored  jointly  by  NBC 

and  parent  RCA  in  honor  of  network's 
late  commentator  Earl  Godwin. 

KBAB  in  San  Diego  Area  Sold; 

KOPY  Alice,  Tex.,  Transferred 

Station  sales  announced  Friday,  subject 
to  usual  FCC  approval: 

•  KBAB  El  Cajon  (San  Diego),  Calif., 
sold  by  Louis  Kornick  and  associates  to 

Dandy  Broadcasting  Co.  for  $350,000. 
Dandy  Broadcasting,  which  owns  WPEO 
Peoria,  111.,  and  KQUE  Albuquerque,  N.  M., 
comprises  Kenneth  Greenwood,  Robert 
Sharon,  Merritt  Owens  and  Lee  Vaughan. 
It  was  also  announced  that  Leonard  Lind- 

mark.  present  general  manager  and  20% 
owner,  would  remain  in  same  capacity  with 
same  interest.  KBAB  is  1  kw  on  910  kc 
with  ABC  affiliation.  Transaction  handled 

by  Blackburn  &  Co. 

•  KOPY  Alice,  Tex.,  sold  by  Jules  J. 
Paglin  and  Stanley  W.  Ray  Jr.,  to  Leon  S. 

Walton  (owner  of  National  Radio  Repre- 
sentatives Inc.  advertising  agency  in  At- 

lanta) for  $150,000.  Terms  are  $37,500  in 
cash,  remainder  payable  over  seven  years. 
KOPY  is  1  kw  independent  on  1070  kc. 
Robert  Grimes,  present  KOPY  manager, 

is  being  transferred  to  Mobile  as  manager 
of  WGOK  there,  announcement  said.  Other 

Paglin-Ray  "OK"  stations  are  WBOK  New 
Orleans.  WXOK  Baton  Rouge,  WLOK 

Memphis.  KAOK  Lake  Charles  and  KYOK 
Houston. 
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Announcement 

WMBR-TV,  Channel  4, 

Jacksonville,  Florida, 

will  change  its 

call  letters  to 

WJXT 

Crhc&nnel  4», 

Sept.  14,  1958 

An  Affiliate  of  the  CBS  Television  Network  Represented  by  CBS  Television  Spot  Sales 

Operated  by  The  Washington  Post  Broadcast  Division 

■  .  .  :  .  .  .      '  .  .  .  ■  . 
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IN  REVIEW 

THE  PAPER  SAINTS 

Mafia  is  a  word  which  conjures  up  visions 

of  vendetta,  Murder  Inc.,  swarthy  Sicilians 

and  implacable  Americans.  On  Aug.  29, 

NBC  News  devoted  30  un-sponsored  min- 

utes to  the  question  of  whether  Mafia  de- 
serves its  fearsome  reputation. 

Is  organized  U.  S.  crime  traceable  to  a 

Sicilian  organization  born  in  the  13th  cen- 
tury? Moderator  Frank  McGee  swiftly  took 

the  viewer  from  the  rugged  mountains  of 

Sicily  to  the  equally  rugged  streets  of  Cicero, 
111.,  in  search  of  the  answer. 

Interviews  with  police  officials  of  various 
cities  added  up  to  a  disavowal  of  the  Black 
Hand  Society  as  an  important  influence  in 
American  crime.  Perhaps  the  most  startling 

statement  was  by  William  J.  Keating,  for- 

merly in  the  New  York  District  Attorney's 
office,  who  accused  the  Federal  Bureau  of 

Narcotics  (a  poor  brother  to  the  FBI)  of 

encouraging  the  "specter  of  a  Mafia"  to dramatize  demands  for  funds  and  attention. 

It  was  not  so  much  the  production  of  the 
show,  which  leaned  heavily  upon  film  clips 
(several  of  them  quite  familiar),  but  the 
forthright  declaration  by  NBC  News  about 

the  Mafia  that  won  the  viewer's  approval. 
The  conclusion:  the  Mafia  is  a  "foolish  and 

distracting  myth"  propagated  by  Americans 
unwilling  to  admit  that  the  fault  of  crime  in 
this  country  lies  with  fellow  Americans. 
Production  costs:  Approximately  $12,000. 
Sustaining  on  NBC-TV  Friday  (Aug.  29) 

8:30-9  p.m.  EDT. 

Producer:  Chet  Hagen;  director:  Bob  Pri- 
aulx;    writer:   Frank   McGee;  assistant 
writer:  Paul  Good. 

VIRGINIA- PATTERN  OF  RESISTANCE 

The  case  for  network  radio  and  the  im- 

portance of  maintaining  good  affiliate  rela- 
tions was  considerably  strengthened  Sun- 

day night,  Aug.  31,  when  CBS  Radio's Unit  One  attempted  to  blueprint  in  cold 

facts  the  gathering  civil  war  over  segrega- 
tion. Regrettably,  passions  of  the  moment 

obscured  the  facts  and  raised  the  boiling 
point  to  a  degree  where  calm  analysis  was 

hard  to  come  by.  The  fault  was  hardly  CBS', 
nor  could  it  be  construed  as  an  act  of  delib- 

erate sabotage  by  the  partisans  interviewed; 
this  was  no  report  on  Galindez  or  juvenile 
crime — this  was  an  excursion  into  the  mind 
and  into  grooves  of  thinking  that  were  cut 
years  and  years  ago.  Thus,  what  may  have 
struck  some  viewers  as  deliberate  cynicism 

("The  whites  and  the  Negroes  here  have 

had  a  splendid  relationship")  were  really  re- 
marks uttered  in  sincerity. 

What  did  CBS  Radio  find  the  situation  to 

be  in  Virginia?  They  found  Virginians  to  be 
divided  on  the  school  issue  but  at  the  same 

time  unanimously  agreed  that  there  shall 
be  no  Little  Rock  fracas  in  the  Common- 

wealth. This  much  was  sure — the  rest  wasn't. 
For  example,  not  once  in  the  55-minute  pro- 

gram did  anyone  really  get  to  the  root  of 

Sen.  Harry  Byrd's  theory  of  "massive  re- 

sistance." While  CBS  carefully  avoided  taking  an 
editorial  position,  skillful  editing  brought 

the  picture  clearly  into  focus.  The  segrega- 

tionists feel  that  integration  would  lead  to 

what  they  term  "inefficiency"  and  fear  that 

such  a  plan  would  only  rock  the  "splendid" 
status  quo.  The  integrationists,  to  quote  one 

of  them,  feel  that  "integration  in  the  south 

is  like  Christianity — it's  never  been  tried," 
and  scoff  at  the  use  of  the  word  "splendid." 
They  point  out  that  the  Negroes  (represent- 

ing 25%  of  the  state's  population)  have  no 
representative  either  in  the  state  assembly 
nor  on  any  of  the  city  councils. 

Still,  when  all  was  said,  the  listener  some- 
how could  not  help  but  feel  that  something 

in  this  Virginia  crisis  has  been  overlooked — 

the  proverbial  "man  in  the  street."  The battle  seems  to  be  between  the  leaders  of 

both  factions  at  this  time.  Regrettably,  blue- 

prints are  not  drawn  up  by  "the  masses." 
Production  Costs:  Approximately  $5,000. 
Sustaining  on  CBS  Radio,  Sunday  Aug.  31, 

8-8:55  p.m.  EDT. 

Written  &  produced  by  Don  Kellerman  and 
Richard  Siemanowski;  associate  producer: 
Robert  Young;  cooperating  stations, 
WRVA  Richmond,  WTAR  Norfolk  and 
WTOP  Washington. 

SEEN  &  HEARD 

CBS-TV's  presentation  of  "Bellingham" 
Aug.  25  on  Studio  One  in  Hollywood  proved 
a  rewarding  experience,  comparatively 

speaking — that  is,  compared  to  many  of  the 
feeble  offerings  on  Studio  One  this  summer. 

"Bellingham"  projected  an  interesting — 
if  far-fetched — story  line.  The  title  character 
of  the  tv  play  was  a  sedate  English  school 
teacher,  who  doubles  as  a  top  operator  in  a 

group  dedicated  to  the  assassination  of  key 

international  figures  "for  the  good  of  hu- 
manity." A  dilemma  is  posed  when  a  thief 

discerns  Bellingham's  secret  while  pilfering 
the  schoolmaster's  luggage.  The  resolution 
of  this  predicament  was  reasonable  and  logi- 

cal, if  not  dramatic. 
Although  the  pace  of  the  drama  was  slow, 

dialgoue  was  distinguished  on  occasions.  But 
the  brightest  spot  of  the  offering  was  the 
superb  acting  performance  by  Kenneth 
Haigh  in  the  role  of  Devry,  the  thief.  Leo 
Carroll  as  Bellingham  and  John  Abbott  as 

Bellingham's  superior  in  the  oragnization 
also  turned  in  highly  commendable  charac- 
terizations. 

BOOKS 

SINGLE  SIDEBAND  for  the  Radio  Ama- 
teur (Second  Edition).  Published  by  the 

American  Radio  Relay  League,  West 
Hartford  7,  Conn.  212  pages.  $1.50  in 
U.  S.,  $1.75  elsewhere. 

The  Radio  Relay  League  has  revised  and 
expanded  its  1954  anthology  of  articles  from 

its  QST,  the  amateur  league's  monthly  maga- 
zine. An  introduction  explains  SSB  and  its 

history. 

A  wealth  of  articles  follows,  giving  the 
A-to-Z  of  the  subject,  grouped  under  the 
headings  of  modulation,  detection,  filter 
system,  receivers,  phasing  system,  linear 
amplifiers  and  accessories.  The  indexed  ref- 

erence work  was  planned  for  the  ham 

builder,  designer  and  operator  and  carries 

generous  illustrations,  diagrams  and  a  cata- 

log section. 
Broadcasting 
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Jldvertisimg 

NEW  YORK  ■  CHICAGO  ■  DETROIT  ■  SAN  FRANCISCO  ■  IjOS  ANGELES  ■  HOLLYWOOD  ■  MONTREAL  ■  TORONTO 

LONDON  ■  MEXICO  CITY  ■  FRANKFURT  ■  SAN  JUAN  •  CARACAS 

Some  products  call  for  TV  commercials  that  sell 

fortissimo — with  force  and  directness. 

Others  are  better  suited  to  the  pianissimo  ap- 

proach— using  commercials  that  sell  softly,  with 

ingratiating  indirectness,  charm  and  mood.  And 

being  able  to  create  both  types  is  important. 

It's  even  more  important  to  know  when  to  use 
which,  if  you  want  your  sales  to  end  up  bravissimo! 
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3  great  years  on  network 

Huge,  growing  weekly  audiences 

1st  year  —  over  7  million  homes 

2nd  year  —  over  7xh  million  homes 

3rd  year  —  over9million  homes 
NTI  Total  Audience  basis 

Sponsored  for  three  years  by 

The  Borden  Company  .  .  . 

co-sponsored  second  year  by 

Procter  &>  Gamble  .  .  . 

co-sponsored  third  year  by  ; 

•si 

American  Home  Foods.  * 
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Get  on  the  bandwagon  tor 

104  hilarious  halt-hours 

of  The  People's  Choice 
—  now  finally  available 

tor  local  and  regional 

sponsorship. 

It's  exactly  what  the'^etgzg 

viewers  want,  as  national  and 

local  ratings  proudly  proclaim. 

It's  exactly  what  advertisers 

are  looking  for:  a  show  that 

reaches  and  sells  the  whole  family. 

ARB  Nationals  from 

October  '55  through  May  '58 

tally  253  viewers  per  100  sets 

for  The  People's  Choice 
—  30°7o  Men,  41°7o  Women, 

29°7o  Children. 

This  is  the  winning  candidate 

you've  been  waiting  for  a 

long,  long  time.  Be  sure  to  . 

vote  early  —  and  often.  / 

» 

» 

» 

* 
* 
« 
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ABC  FILM  SYNDICATION 
Inc. 

1501  Broadway 

New  York  36 

LAckawanna  4-5050 
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OW! 

KI VA SERVES 

THE    RICH  IMPERIAL 

AND    YUMA  VALLEYS 

WITH    316, OOO  WATTS 

MAXIMUM  POWER* 

AGRIBUSINESS  IS 

BIG  BUSINESS 

IN  THE  KIVA  AREA 

WHERE  1957  GROSS 

FARM  INCOME  WAS 

228  MILLION  DOLLARS 

AND  RETAIL  SALES 

TOTALED  155  MILLION 

KIVA'S  83% 

ARB  AUDIENCE  SHARE 

MAKES    IT    THE    ON  LY 

MEDIUM  DOMINATING 

THE     ENTIRE  MARKET 

*  Effective  September  28,  1958 

KIVA 
e  i_  e  v  i  s  i  o  n 

channel eleven 

NBC,  CBS,  ABC  NETWORKS 

VALLEY  TELECASTING  CO.,  INC. 
HARRY  C.  BUTCHER,  PRESIDENT 

YUMA,  ARIZONA  •  EL  C  E  IN  T  R  0,  C  A  L  I  FO  R  N  I A 

 Represented  by  Hollingbery 

OPEN  MIKE 

Mr.  Murphy's  Memo 
editor: 

My  sincere  thanks  for  the  opportunity 
of  writing  Monday  Memo  [Aug.  18]  for 
Broadcasting.  I  have  received  many  letters 

and  phone  calls  from  people  all  over  the 

country.  One  ad  agency  is  thinking  of  adopt- 
ing the  system  as  outlined  in  the  Memo. 

John  W.  Murphy 

Head  of  Commercial  Production 

Kenyon  &  Eckhardt  Inc. 
New  York 

Still  in  St.  Louis 

editor: 

Regarding  the  opening  of  the  new  Petry 
Dallas  office  [Stations,  Aug.  25],  you  state 

that  "Fred  W.  Johnson,  Petry  Tv  salesman 
in  St.  Louis  since  1957,  will  be  in  charge 

of  Petry  Tv  in  Dallas."  Unfortunately  this 
is  incorrect.  As  you  accurately  reported  ear- 

lier in  the  story,  Hugh  O.  Kerwin,  head  of 
Petry  Tv  in  St.  Louis  since  1955,  will  be  in 
charge  of  the  new  Dallas  office. 

Fred  W.  Johnson  remains  in  St.  Louis 

and  has  been  promoted  to  manager  there. 
Bob  Hutton 
Promotion  Director 

Petry  Television 
New  York 

Spreading  the  Word 
editor: 

I  thought  you  might  be  interested  in  the 
addition  of  the  UN  logo  (see  cut)  to  our 

stationery.  The  stationery 

UN  id"ea  was  instituted  by  a 
jewelry  firm  in  Providence, 

S|    namely  Anson  Inc.  We 
'y   were  so  impressed  with  the idea  that  we  added  it  to 

our  stationery. 

Soon  you  will  see  the 
same  logo  on  the  tail  of  all 

airlines  as  the  original  idea  was  the  brain- 
child of  Charles  Dent,   an  airline  pilot. 

We  are  probably  the  first  broadcaster  to 
have  the  logo  and  I  sincerely  hope  the 

idea  will  spread.  The  United  States  Com- 
mittee for  United  Nations  is  promoting  this 

plan  and  we  are  trying  to  help  all  we  can. 

I  hope  you  like  the  idea. 
J.  S.  (Dody)  Sinclair 
Station  Manager 
WJAR-AM-TV  Providence 

Matter  of  Deduction 

editor: 

...  I  must  challenge  the  statement  made 
by  WFIL  [Philadelphia]  in  the  Aug.  11 
edition  of  Broadcasting  [Datelines]  that 

"The  theory  that  drug  company  executive 
Forrest  Teel  was  killed  by  one  of  the  sides 

of  a  'love  triangle'  was  aired  first  by  WFIL 
.  .  .  about  18  hours  before  the  attempted 
suicide  of  Minnie  Nicholas  who  police  say 

is  connected  with  the  case." 
The  story  is  a  physical  impossibility: 

1.  18  hours  prior  to  the  attempted  sui- 
cide would  place  the  time  some  16  hours 

before  Teel's  death.  .  .  . 

2.  ...  It  was  not  until  mid-morning,  after 

mm WE  BELIEVE 

She  has  such 
engaging 

ways  . . . 

You'll  be  captivated 

by  her  charming 

response  to  your 
sales  persuasions 

on  KOIN-TV 
in  Portland 
and  30  surrounding 

Oregon  and 
Washington  counties. 

The  pockets 

of  the  gentlemen 

at  CBS-TV 

Spot  Sales are  fairly  bulging 

with  rave  notices 
of  her  spending 

habits  .  .  . 

and  of  the 

stratospheric ratings 

of  her  station, 

KOIN-TV. 
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lively  Channel 

WABD  .  .  . 

pioneer  television  station 

in  New  York 

has  now  become 

METROPOLITAN BROADCASTING  CORPORATION 

WNEW  AM  FM/TV  New  York 

WTTG  CH  5  Washington,  D.C. 

WHK  AM/FM  Cleveland 



Smart  advertisers  take  the 

KOA-Radio  route  to  the  Rocky 

Mountain  West.  No  other  me- 

dium in  this  rich  Western  market 

can  compare  with  KOA  for: 

COVERAGE:  KOA  travels  into  302 
counties  of  12  states ...  covering 

over  1,100,000  square  miles  and 
populated  by  approximately  AVi 
million  people. 

POWER:  KOA's  powerful  50,000 
watt  voice  is  heard  throughout  the 
West ...  reaching  listeners  on  both 
sides  of  the  Continental  Divide. 

ACCEPTABILITY:  KOA  program 

ming  is  carefully  planned  for  lis- 
tener enjoyment.  Since  1924,  KOA- 

Radio  has  been  a  respected  friend 
to  Westerners.  They  have  learned 
to  depend  on  popular  KOA  and 
NBC  personalities  and  programs  for 
truly  informative  and  entertaining 
radio  listening. 

SALES:  The  KOA-Radio  route  is  the 

West's  best  way  to  sell  your  product 
to  over  4  million  potential  customers. 

Remember,  it's  results  that  count! 

GET  ON- 
STAY  ON*- KOA-RADIO! 

It's  the  only  station  you  need  to 
route  your  product  directly  to  the 
entire  Western  market. 

f'mosf  advertisers  dot) 

50,000  Watts  •  850  Kc 

KO 

DENY 

One  of  America's  great  radio  stations 

!  Represented  nationally  by 

Henry  I.  Christal  Co.,  Inc. 

OPEN  MIKE  CONTINUED 

an  anonymous  telephone  call  to  the  police, 
that  a  woman  was  involved.  .  .  . 

3.  The  only  police  sergeant  who  had  any 

information  on  the  case  .  .  .  gave  no  infor- 
mation to  anyone.  .  .  . 

4.  With  the  assumption  that  they  aired  a 

story  18  hours  before  Mrs.  Nicholas  was 
found,  that  would  place  the  air  time  at  3 
a.m.  Philadelphia  time.  WFIL  signs  on  at 
5:30  a.m. 

I  would  not  have  taken  time  to  point  out 
the  obvious  errors  in  the  story  had  it  not 

reflected  a  poor  job  of  reporting  on  our  own 
news  staff,  especially  when  the  story  broke 
in  our  own  back  yard.  Our  mobile  news 

chief,  Bob  Hoover,  was  on  the  scene  six  min- 
utes after  police  first  arrived  and  with  his 

staff  covered  the  story  from  beginning  to 
end.  There  may  have  been  other  media  that 

kept  up  with  us  on  the  coverage,  but  no  one 

— and  I  repeat — no  one  "scooped"  us. 
Fred  Heckman 
News  Director 
WIBC  Indianapolis 

Reader's  Service 
editor: 

Thank  you  very  much  for  your  articles 
on  Lestoil  and  Texize  from  recent  copies  of 
Broadcasting. 

These  articles  again  attest  to  the  thorough 

editorial  coverage  of  this  field  by  "the 

businessweekly  of  radio  and  television." 
Robert  C.  Hall  Jr. 
Media  Director 

Cargill  &  Wilson  Inc.  Adv. 
Richmond,  Va. 

editor: 

We  are  trying  to  get  some  information  on 
the  status  of  barter  buying  in  radio  and 
television.  I  am  under  the  impression  that 
there  have  been  articles  written  on  this  sub- 

ject. Would  you  send  any  reprints  or  other 

information  you  may  have  that  has  any  re- 
lation to  bartering  for  time  in  radio  or  tele- vision? 

Henry  C.  Hart  Jr. 

Director,  Radio-Tv 
Noyes  &  Co. 
Providence,  R.  I. 

editor: 

I  am  presently  engaged  in  research  con- 
cerning the  past  history  and  current  trends 

of  fm  radio.  I  recall  reading  several  articles 

on  this  subject  in  past  issues  of  Broadcast- 
ing, but  I  am  unable  to  remember  which. 
Edward  B.  Farber 
Advertising  Dept. 

Edison  Brothers  Stores 
St.  Louis 

editor: 

We  are  very  much  interested  in  receiving 
from  you  any  recent  stories  on  fm  radio 
that  may  have  appeared  within  the  last  12 
months. 

Kenneth  G.  Ration 

Advertising  Associates 
Phoenix,  Ariz. 

[EDITOR'S  NOTE:  Affirmative  replies,  with  tear 
sheets,  have  been,  sent  to  the  above  correspond- 

ents,   and   are   available   to   other  interested readers.] 

DOMINATES 

THE  SHREVEPORT 

MARKET 

Here  are  the  NCS  #3  ratings: 

Total  Homes  in  Area 

KTBS-TV  ....  369,300 
Sta.  B   321,400 

Total  TV  Homes  in  Area 

KTBS-TV  ....  249,780 
Sta.  B   221,420 

Monthly  Coverage 

KTBS-TV  ....  199,470 

Sta.  B   179,680 

Weekly  Coverage 

KTBS-TV  ....  193,970 

Sta.  B  175,150 

Weekly  Daytime  Circulation 
KTBS-TV  ....  169,320 
Sta.  B  154,500 

Daily  Daytime  Circulation 
KTBS-TV  ....  121,010 
Sta.  B  113,900 

Weekly  Nighttime  Circulation 
KTBS-TV  ....  192,080 
Sta.  B   173,240 

Daily  Nighttime  Circulation 
KTBS-TV  .  .  .  .  150,130 

Sta.  B   140,850 

Specify  KTBS-TV  with  dominant 
Nielsen  and  dominant  ARB  .  .  .  the 

best  buy  in  Shreveport!  See  your 
Petty  man. 

KTBS-TV 
SHREVEPORT,  LOUISIANA 

E.  Newton  Wray 

NBC       Pres.  &  Gen.  Mgr. 

ABC         *N.C.S.  No.  3,  Spring,  1958 A.  C.  Nielsen  Company 
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Sylvester  sees  Red 

and  "Hippity  Hops"  to  new  sales  peak! 

Sylvester  Scott,  Jr.,  juvenile  market  timebuyer,  credits  soaring  client's  sales 

to  WJAR-TV's  unique  children's  program,  "Hippity  Hop,  the  Cartoon  Cop" 

—  a  typical  example  of  WJAR-TV's  highly  effective  creative  approach  to  spe- 
cial programming. 

In  the  PROVIDENCE  MARKET 

WJAR-TV 

is  cock-of-the-walk 

in  creative  programming! 

CHANNEL  10  •  PROVIDENCE,  R.I.  •  NBC'ABC  •  REPRESENTED  BY  EDWARD  PETRY  &  CO.,  INC. 
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No.  27  in  the  Nation 

in  Size... 

and  Growing  at  L%  Times 

the  National  Rate 

TIDEimVa. 

Tidewater,  Va.,  a  city  de  facto,  is  rapidly  headed  for  the  top  20!  It  is  the  continuous  urban 

area  comprising  Norfolk  and  Newport  News,  which  are  inseparable  for  radio  and  tele- 

vision purposes. 

Follow  instructions  in  Sales  Management's  Survey  of  Buying  Power  by  adding  Norfolk 

to  Newport  News,  and  you'll  get  a  big  surprise.  You'll  get  a  metropolitan  county  area  of 

776,000  people  .  .  .  larger  than  Louisville  .  .  .  and  richer  than  Richmond,  plus  Roanoke, 

plus  Lynchburg,  in  retail  sales! 

TIDEWTAR  is  the  best  way  to  spell  it  .  .  .  and  sell  it.  For  WTAR-TV  is  the  greatest 

marketing  force  in  this  great  and  growing  market! 

CHANNEL  3 

NORFOLK 

Greatest  Marketing  Force  in  Virginia's  Greatest  Market 
President  and  General  Manager— Campbell  Arnoux  •  Vice  President  for  Sales— Robert  M.  Lambe  •  Vice  President  for  Operations— John  Peffer.  Represented  by  Edward  Petry  &  Company,  Inc. 



Broadcasting  Publication*  Inc. 

Get  more  for  your  Money i *i  I 

and 

LICK  the  BIG 

N.E.  Pennsylvania^ 

Market 
\ 

GREATEST  COVERAGE 

#  1st  in  Average  Share  of  Audience — ALL  DAY* 
#  1  st  in  Average  Quarter  Hour  Rating — ALL  DAY* 

\ 
•  HA.Zl-E.TON 

HIGHEST  POWER/ 

Highest  power  and  dominant  penetration  among 
all  competing  stations. 

LOWEST  COST 

WILK  has  the  greatest  listening  audience — You 
get  a  greater  return  on  every  dollar  spent. 

BIGGEST  GROWTH 

Effective  programming  directed  to  the  young  and 

old  alike  is  responsible  for  WILK's  rapid  growth. 

*  Pulse  Wilkes-Borre  -  Hazleton  Metropolitan  Area  — 
November  1957. 

Wilkes-Barre,  Pennsylvania.  Call  Avery-Knodel  for  details 

The  only  A.B.N.  Affiliate  in  Northeastern  Pennsylvania. 
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OUR  RESPECTS 

to  Theodore  Benjamin  Cott 

Twenty-five  years  ago,  16-year-old  Ted  Cott  began  his  broadcasting  career  as  a 
ticket  taker  on  the  Staten  Island  Ferry.  But  he  never  collected  a  single  ticket. 

There  is  logic  behind  the  non  sequitur,  but  it  is  characteristic  of  Mr.  Cott  that  his 
entry  to  broadcasting  was  in  circumstances  that  stretch  the  imagination.  A  phase  that 

captures  a  large  measure  of  Mr.  Cott's  personality  is  "creative  imagination." 
Throughout  his  25-year  business  life,  Mr.  Cott  has  applied  this  ability  with  well- 

above-average  success  in  the  fields  of  programming,  merchandising,  sales  and  pro- 
motion while  occupying  top-rung  positions  at  WNEW  New  York,  the  DuMont 

Broadcasting  Corp.,  and  NBC.  He  faces  his  most  arduous  challenge  today:  as  vice 
president  in  charge  of  owned  and  operated  stations  for  National  Telefilm  Assoc. 

(WNTA-AM-FM  New  York-WNTA-TV  Newark  and  KSMP-TV  Minneapolis-St. 
Paul),  Mr.  Cott  is  charged  with  directing  the  future  of  independent  stations  in 
fiercely  competitive  metropolitan  markets. 

The  formidable  task  leaves  Mr.  Cott  undaunted.  One  other  dominant  facet  of 

Mr.  Cott's  personality  is  confidence  in  his  ability.  Some  of  his  former  colleagues 
picture  him  as  "brash,"  but  all  attest  to  his  unquestioned  competence  as  a  creative 
thinker  and  energetic  (and  sound)  administrator. 

Although  it  is  still  too  early  to  chart  WNTA-TV's  progress  in  the  few  months 
it  has  been  under  NTA  ownership,  no  one  can  challenge  Mr.  Cott's  assertion  that 
the  station  will  be  "provocative,  personalized  and  off-beat."  WNTA-TV  gained  some 
adherents  when  it  got  rights  to  42  Los  Angeles  Dodgers-San  Francisco  Giants  base- 

ball games  this  year  and  earned  rave  notices  (and  strong  sponsor  support)  for  Art 

Ford's  Jazz  Party.  He  has  brought  together  on  the  station  a  variegated  group  of 
personalities.  Mr.  Cott  plans  to  telecast  such  attractions  as  a  putting  championship, 
chess  tournaments  and  other  events  of  community  interest  not  usually  exposed  on  tv. 

Theodore  Benjamin  Cott  was  born  in  Poughkeepsie,  N.Y.,  on  Jan.  1,  1917,  and 
was  brought  to  Brooklyn  when  he  was  five  months  old.  He  attended  public  schools 
in  that  borough  and  the  College  of  the  City  of  New  York  for  six  months,  but  the 
depression  in  1933  forced  him  to  seek  employment.  When  some  volunteer  radio 

programs  he  produced  for  New  York-owned  WNYC  while  a  student  at  City  College 
attracted  the  attention  of  Mayor  Fiorello  H.  La  Guardia,  young  Mr.  Cott  was  recom- 

mended for  a  post  with  the  station. 

New  York  City  regulations  provided  that  full-time  employes  of  the  station  must 
be  at  least  21  years  old.  There  was  no  age  requirement  for  the  Staten  Island 

Ferry,  so  Mr.  Cott  was  hired  as  a  ticket  taker  and  assigned  for  duty  with  WNYC. 
He  remained  with  the  station  for  six  years  as  announcer,  producer  and  director  and 
while  there,  he  created  the  Symphonic  Varieties  musical  program. 

In  1939  he  changed  the  program  to  a  musical  quiz  titled,  So  You  Think  You 

Know  Music,  moved  it  to  CBS  Radio  and  became  a  free-lance  producer.  During 
the  next  four  years,  he  served  as  producer-director  for  various  programs. 

In  1943,  Mr.  Cott  joined  WNEW  New  York  as  director  of  programming,  and 
later  was  named  vice  president  in  charge  of  programming  and  operations.  He  was 

one  of  the  main  spark  plugs  in  developing  the  station's  basic  patterns  for  music- 
and-news,  out-of-home  listening  and  public  service  programming  utilizing  commer- 

cial techniques.  In  his  seven  years  with  WNEW,  the  station  got  45  major  awards. 
Mr.  Cott  joined  NBC  in  1950  and  remained  there  for  five  years  as  vice  president 

and  general  manager  of  the  company's  owned  WRCA-AM-TV  New  York  and 
later  as  operating  vice  president  of  NBC  Radio.  It  was  during  his  NBC  tenure  that 

Mr.  Cott's  merchandising  skill  was  utilized  most  prominently  in  the  "Chain  Light- 
ning," station-store  promotion  plan  in  the  New  York  area. 

He  served  IVi  years  with  DuMont  Broadcasting  Corp.  as  vice  president  and  gen- 
eral manager,  supervising  the  owned  stations — WABD  (TV)  New  York,  WTTG 

(TV)  Washington  and  the  DuMont  Sports  Network — before  he  joined  NTA  in  June 

1957.  His  initial  assignment  at  NTA  was  to  set  up  the  company's  program  for 
acquiring  television  and  radio  stations. 

He  has  found  time  to  write  four  books  on  broadcasting  and  show  business;  produce 

33  children's  record  albums  and  teach  radio  at  City  College  and  Fordham  U. 
Mr.  Cott  was  made  a  Chevalier  in  the  French  Legion  of  Honor  in  1950  for  his 

efforts  in  promoting  good  will  between  the  U.S.  and  France  through  the  medium 
of  broadcasting.  He  is  a  vice  president  of  the  League  for  Emotionally  Disturbed 
Children,  and  a  member  of  the  Lotos  Club,  the  Broadcast  Pioneers  and  the  Radio 

and  Television  Executives  Society  of  New  York. 
Mr.  Cott  married  the  former  Sue  Oakland  of  New  York  in  1956.  By  a  former 

marriage,  Mr.  Cott  has  two  children — Jonathan  Henry,  15,  and  Jeremy  David,  13. 

W  PON 
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VAN  PATRICK,  WKMH  SPORTS  DIRECTOR 

and  nationally  known  sportscaster,  says  - 

"Everywhere  I  travel  across 

this  great  nation  of  ours,  I  hear- 

DETROIT'S  THE 

GREATEST 

SPORTS  TOWN! 

J! 

AND  DETROIT'S  DOMINANT  SPORT  STATION  IS 

■ 

"GAME  OF 

CUP  RACES K  N  O  R  R  BR  OA  DC  A  ST  I N  G  CO  R  P.  fred  a.knorr.  pres. 
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Three  Time  Winner. . . 

. . . .  KET V  Triumphs  With 

Largest  Audience  in  Most 

Quarter  Hours  in  Omaha! 

KETv-1121/3 

STATION  B  -  925/6 

STATION  C-905/ 

KETV- 1141/2 

STATION  B  -  86 

STATION  C- IIII/2 

KETV— 156 

STATION  B  -  90 

STATION  C-68 

KETV  has  consistently  won  the  largest  audiences  in 

the  most  quarter  hours  when  all  3  Omaha  stations  compete. 

See  your         man  for  availabilities. 

K 

basic 

Ben  H.  Cowdery,  President 

OMAHA  WORLD-HERALD  STATION 

OMAHA,  NEBRASKA 

61 

Eugene  S.  Thomas,  V.  P.  &  Gen.  Mgr. 
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HIGH  COURT  INTEGRATES  NEWS  MEDIA 

Oklahoma  court  of  appeals  says  radio,  tv  are  as  free  as  press 

Bar  association's  ban  against  radio-tv  in  courts  held  not  binding 

Decision  will  be  tough  for  anti-broadcasting  lawyers  to  ignore 

Broadcasting  won  a  historic  victory  last 
week  in  its  uphill  fight  to  obtain  access  to 
courtrooms.  The  Oklahoma  Criminal  Court 

of  Appeals  held  that: 
•  Canon  35  of  the  American  Bar  Assn. 

is  obsolete  and  unrealistic,  and 
•  Radio  and  television  are  entitled  to 

the  same  courtroom  rights  as  the  press. 
Oklahoma  became  the  second  state  to 

give  high-court  sanction  to  electronic  re- 
porting of  court  proceedings  when  a  three- 

judge  appellate  tribunal  handed  down  its 

opinion  Sept.  3.  Two  years  ago  the  Colorado 

Supreme  Court  broke  down  longtime  prej- 
udices against  broadcast  coverage  of  trials 

by  discrediting  Canon  35  and  its  visual- 
aural  bans. 

The  Oklahoma  decision  provided  the 

second  break  for  broadcasting  in  a  fort- 
night. A  week  earlier  the  American  Bar 

Assn.,  through  its  House  of  Delegates,  had 

ordered  a  special  nine-man  committee  study 
of  Canon  35  and  the  effect  of  visual-aural 
reporting  [Trade  Associations,  Sept.  1]. 

In  its  decision  the  Oklahoma  appellate 
court  ruled  on  an  appeal  involving  the 
rights  of  an  individual  who  had  been  found 
guilty  of  burglary.  The  Colorado  decision 
had  been  based  on  demonstrations  and  in- 

vestigations by  that  court  of  radio  and  tv 
courtroom  techniques. 

Leaders  in  the  long-range  effort  to  re- 
port court  proceedings  with  electronic  tools 

joined  Oklahoma  broadcasters  in  hailing 
the  decision  as  one  of  the  most  significant 
forward  steps  in  broadcast  journalism  (see 
story  next  page). 

Oklahoma  has  been  the  pace-setter  in 
electronic  reporting  of  trials.  For  several 
years  it  has  been  routine  for  broadcasters 
to  cover  trials  and  most  district  judges 
grant  coverage  permission  unless  defendants 
or  jurors  object.  Broadcast  personnel  have 
an  informal  code  of  conduct  and  the  ar- 

rangement has  been  generally  satisfactory, 

with  radio-tv  coverage  of  newsworthy  trials 
permitted  in  most  of  the  courts. 

Last  week's  precedent-making  decision 
was  written  by  presiding  Justice  John  A. 
Brett  and  concurred  in  by  Justices  John  C. 

Powell  and  Kirksey  Nix.  The  three-judge 
court  unanimously  affirmed  the  15-year 
burglary  conviction  of  Edward  Lee  Lyles, 
27,  of  Oklahoma  City.  The  defendant  had 

Broadcasting 

appealed  his  conviction  on  the  ground  that 

film  shots  taken  of  him  by  WKY-TV 
Oklahoma  City  had  violated  his  constitu- 

tional rights  of  privacy  and  Canon  35. 
The  WKY-TV  film  had  been  shot  in  the 

Oklahoma  City  District  Court  during  a 

recess  before  the  jury  was  selected.  The  de- 
fendant claimed  a  mistrial  and  appealed. 

His  counsel  had  claimed  prospective  jurors 
in  the  courtroom  at  the  time  of  the  shoot- 

ing might  have  been  influenced  by  the  in- 
cident. Scott  Berner,  WKY-TV  cameraman, 

had  taken  the  film  in  the  court  of  Judge 
W.  R.  Wallace  Jr. 

Judge  Brett's  opinion  quickly  disposed 

of  the  Canon  35  argument  in  this  language: 

"The  adoption  of  the  canons  of  ethics  by 
the  courts  did  not  give  the  canons  force 

of  law.  They  are  nothing  more  than  a  sys- 
tem of  principles  of  exemplary  conduct  and 

good  character.  .  .  .  They  are  subject  to 

modification  in  keeping  with  the  constitu- 

tional rights  of  the  people." 
In  holding  the  defendant  had  no  right  of 

privacy  in  the  case,  the  court  said:  "When one  becomes  identified  with  an  occurence 

of  public  or  general  interest,  he  emerges 
from  his  seclusion  and  it  is  not  an  invasion 

of  his  right  of  privacy  to  publish  his 
photograph  or  to  otherwise  give  publicity 

IN  THE  WORDS  OF  THREE  HIGH  JUDGES 

JUSTICE  BRETT JUSTICE  POWELL JUSTICE  NIX 

<m  ̂ Freedom  of  the  press  as  guaranteed  by  the  state  and  federal 

constitutions  is  not  confined  to  newspapers  and  periodicals,  pam- 

phlets and  leaflets  .  .  .  but  these  provisions  of  free  press  extend  to 

broadcasting  and  television. .  .  .  The  courts  do  not  belong  to  the  law- 

yers but  are  institutions  by,  of  and  for  the  people.  .  .  .  [The  courts] 

must  be  open  to  the  press  and  its  prying  eyes  and  purifying  pen  to 

report  courtroom  abuses,  evil  and  corrupt  influences  which  de- 

spoil and  stagnate  the  flow  of  equal  and  exact  justice.  .  .  .  Basi- 

cally, there  is  no  sound  reason  why  photographers  and  television 

representatives  should  not  be  entitled  to  the  same  privileges  of  the 

courtroom  as  other  members  of  the  press.  99 
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CANON  35:  ITS  ORIGINS;  FIGHT  AGAINST  IT 

The  American  Bar  Assn.'s  ban  against 
radio-tv  coverage  and  press  and  movie 
photography  of  court  trials  developed 
out  of  one  of  the  wildest  circuses  in 

courtroom  history — the  Hauptman  kid- 

naping trial  of  the  '3()s. 
The  trial  of  the  kidnaper  of  the  Lind- 

bergh baby  was  turned  into  chaos  by  a 

zealous  mob  of  eager  newspaper  re- 
porters and  photographers  and  radio 

newsmen.  The  bar  association,  embar- 

rassed by  the  trial  judge's  inability  to 
control  news  media,  adopted  Canon  35 

prohibiting  all  photo  and  radio  equip- 
ment from  operating  in  courtrooms. 

Sporadic  broadcasting  protests  against 

the  ABA  policy  of  denying  radio-tv  news- 
men the  right  to  use  their  tools  on  a 

basis  of  equality  with  newspaper  re- 
porters failed  to  produce  important  re- 

sults, except  in  isolated  local  cases,  until 

mid- 1 955.  At  that  time  Judge  Justin 
Miller,  former  NAB  president,  demon- 

strated to  the  ABA's  House  of  Delegates 
that  radio  and  tv  could  operate  unob- 

trusively without  affecting  the  decorum 

of  legal  proceedings  ["The  Silent  Wit- 
ness," Broadcasting,  Aug.  29,  1955]. 

NAB  President  Harold  E.  Fellows  or- 

ganized a  Freedom  of  Information  Com- 
mittee to  lead  the  fight  for  equal  access 

to  court  and  legislative  proceedings.  The 

first  major  break  came  in  Colorado  when 

the  state's  Supreme  Court,  after  a  thor- 
ough study  and  a  series  of  equipment 

tests,  held  that  Canon  35  was  behind 

the  times.  The  high  court  set  down  a  set 
of  rules  specifying  that  no  witness  or 
juror  was  to  be  photographed  over  his 
expressed  objection  and  that  media  must 
have  coverage  permission  from  the  trial 
judge,  who  can  lay  down  any  rules 
deemed  appropriate. 

In  1956,  ABA  assigned  two  commit- 
tees to  study  Canon  35.  A  special  canon 

revision  committee  of  ABA's  American 
Bar  Foundation,  headed  by  Philbrick 
McCoy,  of  Los  Angeles,  filed  a  report 

proposing  minor  changes  in  the  canon 
without  removing  the  prejudicial  bans 
against  broadcast  coverage  of  trials.  This 

committee's  report  was  considered  last 

February  by  ABA's  House  of  Delegates. 
Robert  D.  Swezey,  of  WDSU-AM-TV 

New  Orleans,  and  Elisha  Hanson,  attor- 
ney for  organized  newspaper  interests, 

argued  against  the  McCoy  committee's recommendations  in  an  unprecedented 
House  of  Delegates  hearing.  Traditionally 
the  house  is  addressed  only  by  its  own 

members.  Messrs.  Swezey  and  Hanson, 

although  ABA  members,  are  not  mem- 
bers of  the  house.  The  house  deferred 

action  on  the  McCoy  report  until  the 

recent  meeting  in  Los  Angeles  [Trade 
Associations,  Mar.  3], 

At  Los  Angeles  the  house  decided  to 

name  a  special  nine-man  committee  to 

conduct  a  thorough  study  of  visual-aural 
reporting,  laying  aside  the  McCoy  report 
[Trade  Associations,  Sept.  1], 

A  second  ABA  group,  the  Bar-Media 
Conference  Committee,  had  been  as- 

signed in  1954  to  review  the  whole  jour- 
nalistic problem.  It  was  headed  by  Judge 

Walter  M.  Bastian,  of  the  U.  S.  Court 

of  Appeals  (D.  C).  Judge  Bastian  held 

frequent  meetings  with  media  representa- 
tives, but  his  committee  encountered 

ABA  procedural  snarls  and  its  work  was 

all  but  buried  in  the  association's  min- 
utes. 

WHAT  OKLAHOMA  HIGH  COURT  DECISION  MEANS 

The  decision  of  the  Oklahoma  Crimi- 
nal Court  of  Appeals  to  permit  controlled 

broadcast  coverage  of  court  proceedings 
is  an  outstanding  step  forward  in  the 

equal-access  movement,  broadcast  lead- 
ers in  the  campaign  agreed  last  week. 

Robert  D.  Swezey,  WDSU-AM-TV 

New  Orleans,  chairman  of  NAB's  Free- 
dom of  Information  Committee,  de- 

scribed the  decision  as  "a  significant  step 
forward  in  the  growing  awareness  of 
courts  of  the  role  of  modern  electronic 

journalism  in  informing  the  public." 
Harold  E.  Fellows,  NAB  president,  ob- 

served that  the  court  made  it  plain  that 
trial  coverage  by  broadcasters  and  news- 

paper photographers  remains  a  matter 
for  each  presiding  judge  to  decide.  He 

called  this  "gratifying  recognition  of  the 
position  of  the  broadcasting  industry  that 
the  ultimate  arbiter  of  the  question  of 
coverage  by  radio  and  television  should 

be  the  presiding  judge." 
Edgar  T.  Bell.  KWTV  (TV),  executive 

vice  president-general  manager  and  sec- 
retary-treasurer of  Oklahoma  Television 

Assn.,  said:  "The  decision  offers  a  new 
pattern  of  judicial  thinking  toward  tele- 

vision as  a  free  medium  of  inforation.  It 

is  especially  significant  because  it  deals 
with  a  specific  criminal  case  and  the  re- 

lation of  television  newsfilm  reporting  to 
it.  No  other  court  actions  have  been  so 

far-reaching  or  all-encompassing  in  deal- 
ing with  television  as  a  disseminator  of 

news  from  the  courtrooms." 
Norman  Bagwell,  manager.  WKY- 

AM-TV  Oklahoma  City,  said:  "This  is 

the  most  important  legal  decision  on  free- 
dom of  the  press  ever  handed  down  in 

Oklahoma.  For  the  first  time  the  rights 
of  radio  and  tv  are  clearly  defined  in  a 
reasonable  and  intelligent  manner.  We 

will  justify  the  court's  confidence  by  con- 
tinuing our  cooperation  with  court  of- 

ficials and  our  decorum  in  the  courts.  We 

feel  our  pioneering  efforts  in  courtroom 

coverage  have  been  rewarded." 
Bob  Gamble,  WKY-AM-TV  news  di- 

rector, recalled  that  WKY-TV  covered 

the  first  state  felony  trial  in  1953.  Re- 

ferring to  the  "gentleman's  agreement" 
between  district,  common  pleas  and 
county  courts  with  Oklahoma  County 
broadcasters,  he  said  the  courts  knew 
media  would  meet  conditions  necessary 
to  maintain  decorum. 

"We  have  our  own  policies  that  pre- 
clude coverage  involving  minors  and 

psychotics  under  certain  circumstances," 

he  added.  "It  can  be  expected  now  that 
such  an  agreement  will  have  little  cause 
for  being.  The  agreement  was  adopted, 

as  one  judge  put  it,  'to  guide  us  in  the 
dark.'  With  the  appellate  tribunal's  de- 

cision the  judge  is  more  on  his  own." 
Bruce  Palmer,  KWTV  news  director, 

described  the  decision  as  "more  signifi- 
cant than  Judge  Moore's  ruling  in  Colo- 

rado." The  Oklahoma  Supreme  Court  has 
not  adopted  ABA  canons,  he  explained, 

though  the  Oklahoma  Bar  Assn.  has 
recommended  their  adoption,  except  for 

Canon  35  during  the  pendency  of  its 
ABA  review. 

A  survey  undertaken  a  year  ago  by  Dr. 
Sherman  Lawton,  U.  of  Oklahoma,  at  the 

request  of  WKY-AM-TV,  showed  an 

overwhelming  majority  of  Oklahoma  at- 
torneys and  judges  in  favor  of  film,  photo 

and  tv  coverage  of  trials  under  proper 
conditions. 

MR.  SWEZEY MR.  FELLOWS MR.  BELL MR.  BAGWELL 

I 
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to  his  connection  with  that  event.  The  law 

does  not  recognize  a  right  of  privacy  in 
connection  with  that  which  is  inherently 

a  public  matter." 
The  rights  of  radio  and  tv  were  clearly 

stated  in  this  language: 

"Freedom  of  the  press  as  guaranteed  by 
the  state  and  federal  constitutions  is  not 

confined  to  newspapers  and  periodicals, 

pamphlets  and  leaflets  .  .  .  but  these  pro- 
visions of  free  press  extend  to  broadcasting 

and  television.  The  courts  make  no  distinc- 
tion between  various  methods  of  communi- 

cation in  sustaining  freedom  of  the  press. 
Freedom  of  the  press  is  not  a  discriminate 

right,  but  the  equal  right  of  news-gathering 
and  disseminating  agencies,  subject  only  to 
the  restrictions  against  abuse  and  injurious 

use  to  individual  or  public  rights  and  wel- 
fare. 

"The  courts,  in  certain  unusual  circum- 
stances, may  restrict  the  attendance  of  the 

public  for  various  sound  reasons  which 
under  proper  circumstances,  might  include 
some  press  and  television  representatives, 

but  they  cannot  under  the  constitution  ex- 
clude the  public  generally  or  entirely.  A 

trial  is  a  public  event  and  what  transpires 
in  the  courtroom  is  public  property.  Those 

who  see  and  hear  what  transpired  can  re- 
port it  with  impunity.  There  is  no  special 

perquisite  of  the  judiciary  which  enables  it, 
as  distinguished  from  other  institutions  of 
democratic  government,  to  suppress,  edit, 

or  censor  events  which  transpire  in  proceed- 

ings before  it." 
Tv  and  radio  coverage  was  left  by  the 

decision  to  the  discretion  of  the  trial  judge, 

as  in  the  Colorado  ruling.  "The  matter  of 
televising  or  not  televising,  photographing 
or  not  photographing  criminal  trials  and 
proceedings,  subject  to  the  hereinbefore 
suggested  judicial  standards,  is  within  the 

sound  discretion  of  the  trial  judge,"  the 
opinion  stated.  "Where  court  proceedings 
may  be  taken  for  reproduction,  on  sound 
track  and  television,  without  disruption  or 
in  a  manner  not  degrading  to  the  court 

and  without  infringement  upon  any  funda- 
mental right  of  the  accused,  such  agencies 

should  be  permitted  so  to  do  within  rea- 
sonable rules  prescribed  by  the  courts.  .  .  . 

Courts  should  not  tolerate  conditions  of 
either  distraction  or  disturbance  to  the 

proceedings  and  should  at  all  times  be 

master  of  the  forum." 
Freedom  of  the  press  was  strongly  af- 

firmed as  a  great  but  sometimes  dormant 

strength  and  potential  for  good.  "This  right 
makes  the  press  the  most  potent  servant 
of  the  people  in  protecting  all  rights  against 
acts  of  tyranny,  fraud  and  corruption,  as 

well  as  a  most  prolific  medium  of  informa- 

tion and  education,"  the  court  held.  "Free- 
dom of  the  press  is  the  fulcrum  by  which 

the  standards  of  the  world  have  been  lifted 

to  a  higher  level.  Hence,  we  can  understand 
why  it  has  been  many  times  held  that  these 

provisions  of  free  press  extend  to  broad- 

casting and  television." 
Judge  Brett  added  this  significant  state- 

ment: 

"To  deny  television  the  same  privileges 
as  are  granted  to  the  press  would  con- 

stitute unwarranted  discrimination." 
Media  coverage  of  trials  offers  much  to 

the  courts  and  public  alike,  he  observed.  "It 
has  been  said  without  education  the  people 
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perish.  There  is  no  field  of  government 
about  which  the  people  know  so  little  as 
they  do  about  the  courts.  There  is  no  field 
of  government  about  which  they  should 
know  as  much,  as  about  their  courts.  .  .  . 

Many  members  of  the  legal  profession  who 
advocate  the  dissemination  of  knowledge 

for  every  purpose  in  all  other  fields  rebel 
at  the  thought  of  the  people  being  informed 

concerning  the  operations  of  the  lawyers' 
legal  preserve. 

"The  courts  do  not  belong  to  the  lawyers 
but  are  institutions  by,  of  and  for  the  peo- 

ple. In  this  modern  age,  it  is  well  that  the 
veil  of  mysticism  surrounding  our  courts 
be  removed  and  the  people  be  confronted 
with  reality.  We  are  not  afraid  or  ashamed 

and  we  must  be  consistent." 
Judge  Brett  quoted  this  language  from 

Chief  Justice  Otto  Moore's  Colorado  de- 
cision, "What  harm  could  result  from 

portraying  by  photo,  film,  radio  and  screen 

to  the  business,  professional  and  rural  lead- 
ership of  a  community,  as  well  as  to  the 

average  citizen  regularly  employed,  the 

true  picture  of  the  administration  of  jus- 
tice? That  which  is  carried  out  with  dignity 

will  not  become  undignified  because  more 

people  may  be  permitted  to  see  and  hear." 
In  his  opinion  Judge  Brett  was  not  con- 

cerned lest  trial  judges  be  submitted  to  an 

intolerable  burden  in  arranging  coverage  de- 

tails with  media  .He  said:  "Press  and  broad- 
casting interests  of  Oklahoma  are  alert  to 

this  situation  and  have  proposed  the  organi- 
zation of  a  permanent  association  for  pool- 

ing their  facilities  for  effectively  meeting 

this  objection. 

"This  court  is  not  without  experience  on 
this  issue.  On  numerous  occasions,  super- 

vised televising  in  this  court  has  been  con- 

A  $200,000  spot  television  campaign 
which  its  originator  expects  to  lead  into 

"a  new  era  of  furniture  selling  on  televi- 
sion" will  be  launched  Sept.  22  by  24 

leading  furniture  retailers  in  24  important 
markets  across  the  nation,  backed  by  name 
furniture  manufacturers. 

By  the  time  the  campaign  goes  into  its 

second  13-week  cycle  the  number  of  par- 
ticipating stores  is  expected  to  be  more 

than  doubled,  according  to  Robert  S.  Kohn, 
president  of  Bold  Action  Furniture  Sales 

Inc.,  Denver.  Mr.  Kohn  founded  Bold  Ac- 
tion to  conduct  such  promotions  after  his 

American  Furniture  Co.,  also  of  Denver, 

met  "outstanding"  success  by  adding  a  sat- 
uration tv  spot  campaign  to  its  regular 

newspaper  advertising  last  spring. 

Plans  for  the  24-company  drive  are  be- 
ing announced  today  (Sept.  8)  by  Mr.  Kohn 

and  President  Norman  E.  Cash  of  Televi- 

sion Bureau  of  Advertising,  which  gave  "im- 
measurable help"  in  organizing  the  plans, 

according  to  Mr.  Kohn. 

The  pattern  and  frequency  of  the  com- 
mercials will  vary,  he  said.  Details  of  the 

ducted.  Our  experience  is  that  when  prop- 
erly supervised  by  the  court,  there  is  neither 

disturbance,  distraction  nor  lack  of  dignity 
or  decorum.  We  are  of  the  opinion  that  the 

presumption  upon  which  Canon  35  has  been 
constructed  is  fabricated  out  of  sheer  im- 

plication and  not  hammered  out  on  the 

anvil  of  experience." Noting  that  exclusion  of  the  press 
abridges  the  right  of  a  public  trial,  Judge 

Brett  observed  the  courts  "must  be  open 
to  the  press  and  its  prying  eyes  and  purify- 

ing pen  to  report  courtroom  abuses,  evil 
and  corrupt  influences  which  despoil  and 

stagnate  the  flow  of  equal  and  exact  justice." 
He  cited  the  proverb,  "One  picture  is  worth 
a  thousand  words,"  and  added,  "Basically, 
there  is  no  sound  reason  why  photographers 

and  television  representatives  should  not  be 

entitled  to  the  same  privileges  of  the  court- 

room as  other  members  of  the  press." Oklahoma  Television  Assn.,  comprising 
all  tv  stations  in  the  state,  filed  a  brief  as 

friend  of  the  court  when  the  Lyles  case  was 

appealed  to  the  upper  tribunal.  The  brief, 
written  by  John  Harrington  of  the  law  firm 
of  Johnson,  Lytle  &  Soule,  contended  the 
WKY-TV  film  shots  of  the  defendant  did 
not  violate  his  constitutional  rights;  did  not 
unfairly  invade  his  right  of  privacy;  did  not 
involve  abuse  of  its  discretion  by  the  court. 
The  brief  contended  Canon  35  language 

does  not  justify  the  presumption  the  defend- 
ant was  prejudiced. 

Chief  Justice  Earl  Welch  of  the  Okla- 
homa Supreme  Court,  said  after  the  decision 

was  handed  down  that  his  court  obviously 
would  take  no  action  in  regard  to  Canon 
35  while  it  was  being  reviewed  by  American 
Bar  Assn.  The  Criminal  Court  of  Appeals 

has  parallel  jurisdiction  in  criminal  matters. 

promotion  were  not  disclosed,  but  officials 
said  the  $200,000  figure  represented  the 

approximate  cost  of  the  first  13-week  cycle. 
The  campaign  has  the  cooperation  of  such 

furniture  manufacturers  as  Simmons,  Kroeh- 
ler,  Berkline,  Associated  Factories,  Artistic, 

Sam  Moore  and  Western  Table.  Authori- 

ties said  these  companies  would  not  con- 
tribute financially  to  the  campaign  but 

would  produce  special  merchandise,  at  spe- 
cial prices,  to  be  featured  only  during  this 

campaign. 
The  basic  tv  formula  is  to  feature  one 

furniture  item  each  week,  supplied  by  a 

manufacturer  and  shown  via  sound-on 
film.  The  films  will  be  individually  tailored 

for  participating  stores  so  that  both  audio 

and  video  will  carry  the  store's  name,  loca- 
tion and  other  pertinent  information.  Mail 

and  phone  orders  and  credit  buying  also 
will  be  featured. 

The  commercial  theme  is  "Breaking  the 
Price  Barrier."  Commercials  will  open  with 

a  "price  smashing"  scene,  followed  by  in- 

troduction of  the  particular  week's  item. 
Officials   said   that  cooperating  manufac- 

September  8,  1958    •    Page  31 

ADVERTISERS  &  AGENCIES 

FURNITURE  TV  BREAKTHROUGH  SET 

•  Bold  Action  co-op  campaign  to  break  in  24  markets 

•  Plan  jointly  announced  by  Denver  dealer  Kohn,  TvB 



ADVERTISERS  &  AGENCIES  continued 

turcrs  "have  combined  their  efforts  with 

the  participating  group  of  stores  to  bring  ex- 

ceptionally outstanding  values  to  the  con- 

suming public." 
Newspapers  will  be  used  in  the  drive, 

it's  understood,  to  this  extent:  After  an 
item  has  been  featured  in  television  spots 
for  a  full  week,  it  will  then  be  played  up 
in  an  ad  in  Sunday  newspapers. 

The  announcement  said  Thomas  J.  Bar- 

bre  Productions,  Denver  company  special- 

izing in  film  commercials,  has  devoted  its 

entire  facilities  to  this  project  for  more  than 

a  month.  More  than  60,000  feet  of  film  were 

needed  to  complete  the  entire  package,  the 
firm  estimated. 

"We  anticipate  that  this  Bold  Action 
Plan  will  inaugurate  a  new  era  of  furniture 

selling  on  television,"  Mr.  Kohn  said,  "and 
we  expect  that  by  the  time  we  go  into  our 
second  1 3-week  cycle  we  will  more  than 

double  the  number  of  participating  stores." 
Bold  Action  expects  to  hold  a  series  of 

meetings  at  Mr.  Kohn's  American  Furni- 
ture Co.  in  Denver  during  October  to  ex- 

plain the  project  to  "many  additional  fur- 
niture dealers  situated  throughout  the 

country,  who  have  already  expressed  their 
keen  interest,  in  order  to  enable  them  to 

participate  in  the  second  13-week  cycle 

which  commences  on  Dec.  22,"  the  an- 
nouncement said.  It  also  noted  that  the 

24  companies  participating  in  the  first 
cycle  represent  almost  100  outlets  when 
branch  stores  are  counted  and  that  their 

combined  sales  volume  approaches  $100 
million. 

Two  meetings  were  held  in  Denver — 
July  21  and  Aug.  23 — to  indoctrinate  man- 

agement of  the  television  stations  being 
used  in  the  opening  drive.  Officials  said  that 
although  great  distances  were  involved  in 
many  cases,  all  of  the  24  stations  were 
represented  at  one  meeting  or  the  other. 

"Whereas  all  concerned  with  the  program 
have  extended  themselves  to  their  utmost 

to  insure  its  success,"  Mr.  Kohn  said,  "no 
single  element  in  our  program  has  been 

more  willing  to  do  its  share  than  our  tele- 
vision stations,  whom  we  regard  as  our 

partners." Mr.  Kohn  continued: 

"We  have  had  wonderful  cooperation 
and  assistance  in  launching  our  program 
from  sources  and  persons  too  numerous  to 
mention  but  in  particular  we  want  to  thank 

KOA-TV  and  KLZ-TV  in  Denver,  and  Bob 
Hart,  sales  manager  for  KLZ-TV,  for  the 

many  sacrifices  made  and  great  help  of- 
fered in  helping  us  to  perfect  and  introduce 

this  plan.  We  also  owe  a  great  debt  of 

gratitude  to  TvB  for  their  outstanding  as- 
sistance in  helping  to  bring  our  ideas  to 

store  groups  and  for  enlisting  the  support 
and  cooperation  of  participating  television 

stations.  TvB's  expert  market  knowledge 
and  valuable  contacts  throughout  the  coun- 

try were  of  immeasurable  help  in  launch- 

ing this  nationwide  television  campaign." 
TvB  President  Cash  said,  "The  constant 

movement  of  more  and  more  retailers  into 

television  to  boost  their  sales  promotion  ef- 
forts establishes  the  pattern  of  the  future  as 

television  brings  cash-register  results  for  re- 

tailers in  today's  hard-sell  business  climate. 
In  addition,  retailers  find  they  can  sell  more 

goods  to  more  people,  faster  and  at  less  cost, 
with  television  than  through  any  other  mass 

salesman." 

Airline  Denies  CAB  Charges 

It  Swapped  Rides  for  Ads 

KLM  Royal  Dutch  Airlines  last  week 

denied  allegations  by  the  Civil  Aeronautics 
Board  that  it  has  violated  CAB  rules  by 

swapping  air  transportation  for  advertising 
and  publicity. 

In  a  complaint  filed  last  July  [Adver- 
tisers &  Agencies,  Aug.  4],  the  CAB  com- 

pliance staff  cited  five  alleged  instances 

where  KLM  furnished  transportation  in  ex- 

change for  advertising.  Included  were  tie- 
ins  with  WWDC  Washintgon  and  The  Big 

Payoff  tv  program.  KLM's  reply  contained 
a  general  denial  of  the  CAB  complaint  but 
admitted  negotiating  contracts  with  WWDC 
and  The  Big  Payoff. 

A  CAB  spokesman  said  last  week  the  next 

step  in  the  case  will  be  a  public  hearing  be- 
fore an  examiner,  probably  in  October. 

BUSINESS  BRIEFLY 
WHO'S  BUYING  WHAT,  WHERE, 

TAFFY  ON  TV  •  Gold  Medal  Candy 

Corp.,  Brooklyn,  N.  Y.,  for  Bonomo's  Turk- ish Taffy,  has  increased  its  fall  advertising 
expenditures  100%  and  will  this  week  enter 

20  new  markets — principally  in  Midwest  and 
on  Pacific  Coast.  Tv  spot  campaign — utiliz- 

ing local  children's  programming — is  being 
placed  through  Emil  Mogul  Co.,  N.  Y. 

CAMPBELL  CAMPAIGN  •  Campbell 

Soup  Co.,  Camden,  N.  J.,  in  line  with  cur- 
rent store-wide  promotions  celebrating 

Campbell  Kid's  birthday  and  anniversary 
of  Campbell's  three  new  soups,  has  pur- 

chased spot  radio  campaigns  in  200  markets 
effective  immediately,  through  Dec.  1.  After 

six-week  lull,  campaign  will  resume  Jan.  1 1 

until  April  18.  BBDO,  N.  Y.,  is  Campbell's 
agency. 

MORE  SWEETS  •  Sweets  Co.  of  America 

(through  Henry  Eisen  Adv.),  both  N.  Y., 

has  increased  its  ABC-TV  billing  by  signing 

for  two  segments  of  network's  Mickey 
Mouse  Club  (Mon.,  Wed.,  Fri.,  5:30-6  p.m.) 
effective  Oct.  2.  Sweets  Co.  has  already 

signed  for  Tales  of  the  Texas  Rangers 

(Thurs.,  5-5:30  p.m.)  on  ABC-TV. 

STILL  IN  SPOT  •  Despite  reports  that 

Brylcreem  was  reconsidering  its  major  in- 
vestment in  spot  tv  on  52-week  basis,  spokes- 

man for  manufacturer  Harold  F.  Ritchie 

Inc.,  affirmed  that  advertiser  is  very  happy 

with  spot  success  but  would  not  say  no  to 
any  unusual  network  opportunity.  Agency 

is  Kenyon  &  Eckhardt.  Meanwhile  Wildroot 

Co.  is  set  for  eight  week  spot  tv  push  in  be- 
half of  its  Creme  Oil  buying  50  markets 

starting  end  of  September  through  BBDO. 

STEREO  SIMULCAST  •  In  unique  ar- 
rangement, Plymouth  Division  of  Chrysler 

Corp.,  through  Grant  Adv.,  has  purchased 
radio  time  for  stereophonic  simulcast  of  its 

Plymouth  Show  Starring  Lawrence  Welk  in 

New  York,  Chicago,  Detroit,  Los  Angeles 
and  San  Francisco.  Simulcasts  will  begin 

Sept.  10  via  ABC  Radio  in  those  cities  on 

Plymouth's  regular  Wednesday,  7:30-8:30 
p.m.,  show  on  ABC-TV.  Company  hopes  at 

later  date  to  expand  stereophonic  broad- 
casts via  additional  radio  affiliates. 

LEVER  BUYING  •  Two  of  Lever  Bros.' 

agencies  last  week  supplemented  sponsor's NBC-TV  activities  with  another  $2  million 

in  gross  billing.  BBDO,  for  Lever's  Wisk, 
Lucky  Whip  and  Air-Wick,  has  ordered  52- 
week  schedule  (two  segments  per  week)  in 

network's  new  County  Fair  daytimer  (Mon.- 
Fri.,  4:30-5  p.m.,  effective  Sept.  22);  J. 
Walter  Thompson  Co.,  for  Rinso,  Stripe 

toothpaste,  Lux  Liquid  and  Pepsodent  tooth- 
paste, has  pacted  for  alternate  Tuesday  seg- 

ment of  Treasure  Hunt  (Mon. -Fri.,  10:30- 
11  a.m.)  and  alternate  Friday  segment  of 

THESE  24  MARKETS  WILL  GET  BOLD  ACTION  OFF  THE  GROUND 

These  are  the  24  markets,  the  stores and  the  stations  set  to  go MARKET FURNITURE  STORE STATION 

on  the  initial  promotion  of  the  Bold  Action  Plan. MILWAUKEE C.  NISS  &  SONS  CO. WTMJ-TV  MILWAUKEE 
NEW  ORLEANS BARNETT  FURNITURE  CO. WDSU-TV  NEW  ORLEANS 

MARKET FURNITURE  STORE STATION 
PHILADELPHIA STERN  &  CO. WCAU-TV  PHILADELPHIA 
PITTSBURGH MAY,  STERN  &  CO. KDKA-TV  PITTSBURGH 

AMARILL0 HEATH  FURNITURE  CO. KFDA-TV  AMARILL0,  TEX. PORTLAND DIRECTOR  FURNITURE  CO. KPTV  (TV)  PORTLAND 
AUSTIN KAR0TKIN  FURNITURE  CO. KTBC-TV  AUSTIN,  TEX. ST.  PAUL R.  N.  CARD0ZA  &  BROS.  INC. WTCN-TV  MINNEAPOLIS 
CINCINNATI MAY,  STERN  &  CO. WLWT  (TV)  CINCINNATI SAN  ANTONIO KAR0TKIN  FURNITURE  CO. K0N0-TV  SAN  ANTONIO 
COLUMBUS GLICK  FURNITURE  CO. WLWC  (TV)  COLUMBUS SAN  DIEGO H.  L.  BENB0UGH  CO. KFSD-TV  SAN  DIEGO 
DENVER AMERICAN  FURNITURE  CO. KOA-TV  DENVER SEATTLE STANDARD  GRUNBAUM  INC. K0M0-TV  SEATTLE 
DES  MOINES DAVIDSONS KRNT-TV  DES  MOINES SPOKANE LIBERTY  FURNITURE  CO. KXLY-TV  SPOKANE 
EUGENE 

RUBENSTEIN'S 
KVAL-TV  EUGENE SYRACUSE ROY  FURNITURE  CO. WSYR-TV  SYRACUSE,  N.  Y. 

EVANSVILLE FINKE  FURNITURE  CO. WEHT  (TV)  EVANSVILLE 
TROY 

UNION   FERN  INC. WRGB  (TV)  SCHENECTADY HOUSTON FINGER  FURNITURE  CO. KGUL-TV  HOUSTON WASHINGTON CURTIS  BROS. WMAL-TV  WASHINGTON 
INDIANAPOLIS BANNER-WHITEHILL  CORP. WFBM-TV  INDIANAPOLIS Y0UNGST0WN REICHART  FURNITURE  CO. WKBN-TV  Y0UNGST0WN 
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Timebuyer  radio  listening  measured 

Timebuyers  buy  radio — but  do  they 
listen  to  it? 

The  answer — a  hearty  yes — was  issued 
last  week  as  Radio  Advertising  Bureau 
released  the  results  of  what  it  called  the 

first  survey  of  its  kind  ever  made.  Based 
on  personal  interviews  with  some  200 
selected  timebuyers  in  more  than  185 
agencies  in  20  cities,  the  study  showed: 

•  Timebuyers  listen  to  radio  an  aver- 
age of  2  hours  19  minutes  a  day. 

•  Half  of  them  (50.4%)  listen  before 
9  a.m.  and  almost  half  (48.8%)  listen 
after  5  p.m. 

•  About  one-third  prefer  news  and 
popular  music  to  other  types  of  pro- 
gramming. 

Results  of  the  study  were  released  by 
John  F.  Hardesty,  RAB  vice  president 

and  general  manager,  as  the  bureau's  third 
annual  regional  management  conference 
series  got  under  way  Thursday  morning 
at  Ponte  Verda  Beach,  Fla. 

I "Thes
e  figures," 

 Mr.  Hardes
ty  said, 

"show  timebuyers  on  the  average  listen 
to  radio  far  more  than  the  advertising 

fraternity  gives  them  credit  for.  For  ex- 

ample, compare  the  timebuyer's  2  hours 
19  minutes  daily  with  working  house- 

wives, who  listen  less  than  two  hours  a 

day;  and  working  men,  who  listen  slightly 

more  than  two  hours  a  day.  Timebuyers 

even  beat  young  homemakers — by  two 
minutes  a  day. 

"The  point  is  that  while  other  occu- 
pational groups  have  always  been  recog- 

nized as  strong  radio  listeners,  timebuyers 
have  been  slighted.  Our  survey  proves 

they  don't  make  media  decisions  from 
cold  statistics  and  coverage  maps.  They 

Haggis  Baggis  (Mon.-Fri.,  2:30-3  p.m.). 
Placement  by  two  agencies  is  for  products 

serviced  by  other  Lever  agencies,  and  pre- 
sumably these  will  share  in  commissions. 

Lucky  Whip  agency  is  Ogilvy,  Benson  & 

Mather;  Air-Wick  and  Pepsodent  agency  is 
Foote,  Cone  &  Belding. 

ON  THE  TOWN  •  Carling  Brewing  Co., 

Cleveland,  has  purchased  half-hour  of  CBS- 

TV's  two-hour  version  of  Wonderful  Town 
to  be  seen  starring  Rosalind  Russell  Nov. 

30  (9-10  p.m.)  Carling  agency  is  Lang, 
Fisher  &  Stashower,  Cleveland. 

HABIT-FORMING  •  Coffee  and  cigarettes 

will  be  the  "trademark"  of  Ed  Murrow's 
Person-to-Person  when  it  returns  to  CBS-TV 

Sept.  26 — with  two  national  advertisers. 
With  P.  Lorillard  Co.  (Lennen  &  Newell) 

already  signed  as  far  back  as  last  spring, 
General  Foods  Corp.  has  joined  cigarette 

maker  as  alternate- week  sponsor.  Via  Ben- 
ton &  Bowles,  GF  will  plug  Maxwell  House 

regular-grind  coffee,  plus  S.O.S.  scouring 
pads.  While  the  order  for  S.O.S.  came 
through  B&B,  agency  commissions  go  to 
Foote,  Cone  &  Belding,  which  services  that 

GF  product.  For  the  past  three  years,  P-to-P 

are  thoroughly  conversant  with  the 

medium." 
Mr.  Hardesty  also  noted  that  the  sur- 

vey did  not  measure  the  "tremendous 
amount"  of  radio  listening  done  by  time- 
buyers  on  the  job — listening  to  tapes  and 
discs  provided  by  the  station  salesmen. 
This  professional  listening  was  ignored  in 
the  survey. 

Here  are  the  program  preferences 
expressed  by  the  buyers  in  all  cities: 
news,  35%  of  mentions;  popular  music 
31%;  classical  music,  16%;  weather  6% ; 

sports,  6%;  personalities,  5%. 
The  results  also  were  broken  down  to 

show  the  differences  in  listening  habits 
as  between  New  York  timebuyers  and 
those  in  other  cities. 

Buyers  in  New  York  agencies,  for  ex- 
ample, were  found  to  listen  to  average  of 

2  hours  4  minutes  a  day  as  compared  to 
2  hours  40  minutes  for  buyers  outside 
New  York.  And  New  York  buyers  are 

has  had  one  national  advertiser — Time  Inc. 

(Life) — and  several  regional  ones,  among 
them,  American  Oil  Co.  (East  of  the  Mis- 

sissippi) and  Theo.  Hamm  Brewing  Co., 
Minneapolis  (Midwest). 

RALEIGH  RESTLESS  •  Brown  &  William- 

son Corp.  (Raleigh  cigarettes)  has  been  re- 
ported negotiating  with  CBS-TV  for  new 

network  tv  property  to  replace  its  sponsor- 

LUTHERAN  LODE 

The  silver  in  Lutheran  Hour's  silver 
anniversary  next  Sunday  (Sept.  14)  is 

more  than  salutary;  the  Lutheran  Lay- 

men's League,  celebrating  25  years  on 
Mutual  (Sun.,  1:30-2  p.m.)  is  spending 

at  the  rate  of  $1.3  million  a  year  "sell- 
ing" its  No.  1  commodity — religion — 

to  listeners  here  and  abroad.  Premier- 
ing  on  MBS  in  1934,  Lutheran  Hour. 
now  is  heard  on  approximately  600 

Mutual  stations  (plus  60-odd  NBC  Ra- 
dio outlets)  and  uses  paid  time  abroad 

as  in  Luxembourg  and  Tangier  [Ad- 
vertisers &  Agencies,  Oct.  29,  1956]. 

inclined  to  listen  more  in  morning  than 
at  night  while  the  reverse  is  true  of  other 
buyers.  The  report  showed  that  in  New 
York  52.9%  listen  before  9  a.m.,  1.4% 

between  9  and  5  p.m.  and  45.7%  after 
5  p.m.  Outside  New  York  47.1%  listen 
before  9,  none  between  9  and  5,  and 
52.9%  after  5  p.m. 

The  Ponte  Vedra  radio  management 
conference  is  one  of  seven  such  two- 

day  sessions  to  be  held  by  RAB  this 
month.  Some  60  member-station  execu- 

tives were  present  at  the  Ponte  Vedra 
session,  which  also  was  attended  by  Mr. 

Hardesty  and  RAB's  promotion  director, 
Miles  David,  member  service  director, 

Warren  Boorom,  and  member  service  re- 

gional manager.  Bob  Nietman.  The  sec- 
ond conference  in  the  series  is  slated 

today  and  tomorrow  (Sept.  8-9)  at  Palo 
Alto,  Calif.,  and  the  third  is  set  for 

Thursday  and  Friday  (Sept.  11-12)  at 
Sequoyah  State  Park,  Okla. 

ship  of  NBC-TVs  It  Could  Be  You  and 
Queen  for  a  Day  when  its  contract  runs  out 

in  October.  Announcing  autumn  advertis- 
ing plans  for  Raleigh  filter  tip  cigarettes, 

Keyes,  Madden  &  Jones,  B&W's  agency,  re- 
ported company  plans  to  continue  its  pres- 

ent spot  tv  campaign  in  24  markets  (three- 
five  announcements  per  week).  Brown  & 
Williamson  also  will  start  Ziv  Television 

Programs'  new  Mackenzie's  Raiders  series 
in  19  markets  starting  week  of  Oct.  13 
[Film,  Aug.  18]. 

SPORT  SUPPORT  •  Union  Oil  Co.  of 

California  will  start  76  Sports  Club  with 

Elroy  (Crazylegs)  Hirsch  on  CTPN  Sunday 
5-5:30  p.m.  Oct.  5.  Series  formerly  seen  on 
ABC-TV  features  interviews  with  outstand- 

ing sports  figures  and  other  sports  features. 
Young  and  Rubicam,  Los  Angeles  is  agency. 
As  curtain  raiser  for  76  Sports  Club  telecast 

on  CTPN,  Union  Oil  will  sponsor  play-by- 
play coverage  of  finals  of  Pacific  Southwest 

International  Tennis  Championship  on  same 

network  Sunday  Sept.  20,  2-5  p.m.  Union 
Oil  will  also  sponsor  semi-finals  preceding 
afternoon  on  KNXT  (TV)  Los  Angeles only. 

PROGRAMS  TIMEBUYERS  LIKE 

Figures  in  this  table  are  percentages  of  mentions  by  the  200 
timebuyers  in  185  agencies  in  20  cities  surveyed  by  RAB. 

NEW  YORK OTHER 
AGENCIES AGENCIES 

NEWS 

37.6% 31.9% 

POPULAR  MUSIC 
35.2 

26.1 
CLASSICAL  MUSIC 

10.6 
23.2 

WEATHER 7.1 5.8 
SPORTS 

4.7 

8.7 
PERSONALITIES 

4.7 
4.3 
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ADVERTISERS  &  AGENCIES  continued 

Advertising's  challenge:  Moving 

what  mass  production  can  make 

Q:  We  have  heard  you  say  that  American 

business  needs  to  he  put  "in  orbit."  Could 
you  tell  us  a  little  more  definitely  what  you 
mean  by  that? 

A:  As  I  see  it.  the  20th  Century  delineates 

between  the  first  half  and  the  second  half, 

almost  at  the  midcentury  mark.  In  the  first 

half  America  was  learning  how  to  mass 

produce,  how  to  produce  goods  in  tre- 
mendous quantities.  The  young  man  in  the 

I920's  who  came  along  and  helped  Henry 
Ford  with  the  production  line,  the  assembly 

line,  and  the  speeding  up  of  the  assembly 

line  was  a  very  important  contributor  to  our 

economic  progress.  Now  with  "automation*' 
coming  in — and  I  realize  the  exact  meaning 

is  controversial,  but  it  does  mean  an  inten- 

sified production  of  goods  and  services — I 
think  that  at  the  midcentury  mark  we  now 

enter  the  era  of  major  importance  on  sales 

and  distribution  and  marketing.  The  chal- 
lenge of  our  economy  today  is  to  the  selling 

of  the  mountains  of  goods  we  now  make. 
In  other  words,  if  we  are  going  to  keep 

our  economy  sound,  we  must  sell  these 
tremendous  mountains  of  goods  and  services 

which  we  are  able  to  produce  in  this  coun- 
try almost  with  the  flip  of  a  switch. 

Q:  You  mean  we  are  out  of  our  "industrial 

revolution"? 

A:  Yes,  out  of  the  first  phase  into  the 
second  phase. 

Q:  What  is  this  second  phase? 

A:  The  second  phase  of  the  industrial  revo- 
lution is  a  revolution  of  movement  of  goods, 

selling  of  goods  and  consumption  of  the  tre- 
mendous product  we  now  produce.  If  with 

automation  coming  in,  these  pipelines  of 
American  products  start  filling  up  and 
backing  up,  we  could  be  in  real  trouble. 

Q:  Automation  does  in  itself  pose  some 

problems? 

A:  I  am  told  by  some  of  my  engineering 
friends  that  automation  is  a  highly  efficient 
method  of  producing  great  quantities  of  a 
product.  However,  you  have  to  produce  at 
a  tremendous  unit  rate  for  automation  to  be 

economically  practicable.  If  with  a  cutback 
of  demand  for  a  product,  i.  e.,  cutback  in 

sales  or  improper  distribution  and  market- 
ing, if  you  have  to  cut  back  on  your  automa- 

tion, the  efficiency  drops  very  fast,  faster 

than  under  normal  mass  production  proced- 
ures. Any  slow-down  and  the  red  ink  in 

your  automation  picture  starts  flowing 
quickly  and  freely! 

Q:  Even  though  automation  in  itself  is  not 
yet  dominant  throughout  the  industry,  would 
you  say  the  effects  of  this  idea  are  being 
seen  in  the  current  softness  in  the  economy? 

A:  I  am  told  that  it  costs  in  the  vicinity  of 
$2  million  to  tool  up  for  automation  for 
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A  BROADCASTING  INTERVIEW 

WITH   HALSEY  BARRETT,  TvB 

In  one  way  or  another  Halsey  V .  Barrett 
has  been  selling  television  since  shortly  after 
World  War  11.  A  fler  graduation  from 

Hamilton  College  and  Harvard  Business 

School,  he  was  with  Wall  Street's  E.  A. Pierce  &  Co.  In  1939  he  moved  to  WOR 

New  York  and  from  there  in  1941  to 
WNEW  New  York.  After  the  war  he  joined 
CBS.  In  1948  he  moved  to  DuMont  as 

manager  of  spot  sales  for  its  owned  stations, 
then  into  network  sales.  There  he  was  cred- 

ited with  making  daytime  tv's  first  sale  (to  a 
mopwringer  company).  Since  1955  he  has 
been  director  of  national  sales  for  TvB. 

an  electric  refrigerator.  Now  with  the  ap- 

pliance business  off  in  '57  and  the  first  part 
of  '58,  once  we  get  totally  automated,  that 
initial  cost  to  tool  up  can  be  pretty  ex- 

pensive unless  this  automated  factory  keeps 

turning  out  the  quantity  of  products  to  jus- 
tify break  even  costs  or  better. 

Q:  What  is  the  solution? 

A:  I  am  told  again  by  economists  that  to- 
day about  50%  of  the  cost  of  a  product  in 

our  economy  is  the  cost  of  the  distribution 
of  that  product,  i.  e.,  transportation,  middle 
men  and  selling. 

Q:  Would  this  be  all  products? 

A:  This  is  a  generalization  of  typical  Amer- 
ican consumer  products  but  it  is  a  widely  ac- 

cepted generalization. 

Q:  /  meant  would  this  be  more  applicable 

to  the  hard  goods  or  durable  goods  or  pack- 

aged goods  .  .  .? 

A:  I  gather  it  is  fairly  typical  of  packaged 

goods.  It  may  not  apply  exactly  to  appli- 
ances; it  is  a  generalization  with  some  vari- 

ances one  side  or  the  other.  This  means  to- 

day's distribution  cost  is  100%  of  the  cost 
of  the  manufacture — which  is  what  you  get 

when  50%  of  the  final  price  is  cost  of  dis- 
tribution. This  cost  for  the  movement  of 

goods  is  disproportionately  high.  With  to- 

day's modern  communication  and  transpor- 
tation methods  and  quick  handling  of  equip- 
ment there  are  gross  inefficiencies  in  old 

methods  of  distributing  and  selling  products. 
These  inefficiencies  increase  the  end  price 
of  goods  and  are  probably  the  inflationary 

culprit  in  our  economy  rather  than  pro- 
duction costs.  • 

Middlemen  often  no  longer  perform  the 

function  which  they  very  logically  and  nec- 
essarily did  in  the  first  half  of  the  century 

when  we  didn't  have  fast  systems  of  com- 

munication and  transportation  and  effective 

methods  of  mass  selling  which  we  have  to- 
day. How  much  does  the  costly  middleman 

contribute  to  the  actual  movement  of  goods 

in  this  day  and  age  of  centralized  inven- 
tories and  speed  of  turnover  of  products? 

Today  we  don't  need  the  intermediate  ware- 
houses of  storage  that  we  once  did.  By  the 

same  token,  one  of  the  large  costs  in  the 
distribution  of  goods  in  this  country  is  the 
retail  sales  cost.  I  think  this  sales  cost  very 

rightfully  should  be  challenged.  When  you 
ask  people  how  long  it  has  been  since  they 

have  been  "sold"  something  at  the  counter 
in  this  country,  it  becomes  obvious  that  re- 

tail salesmanship  has  gone. 

The  discount  house  and  the  supermarket 

are  honest  about  it.  They  don't  presume  and 
don't  pretend  to  have  any  salesmanship,  in- 
person  salesmanship.  But  take  a  department 
store  or  a  gasoline  station  or  in  many  cases 

an  automobile  showroom  and  ask  the  cus- 
tomer what  clerk  exerted  any  sales  influence, 

and  they  will  say,  "very  little,"  if  any.  Cus- 
tomers often  just  shake  their  heads  and  are 

glad  to  get  out  of  a  retail  store  today  with- 

out, as.  we  say,  being  "snarled  at"  by  some 
unpleasant  clerk  who  is  disinterested,  unin- 

formed and  doesn't  exert  any  selling  influ- 
ence in  the  sales  process.  This  is  the  selling 

"gaposis"  we  find  in  our  economy  today. 
Yet,  it  is  the  movement  of  goods  and  sales 

that  are  so  important.  What  then  are  Ameri- 
can corporations  going  to  do  to  exert  a 

selling  influence  on  the  customer  and  po- 
tential customer  to  make  him  want  to  buy 

his  products,  as  against  another  person's 
products,  or  buy  when  it  is  a  deferable 

purchase?  More  and  more  the  role  of  ad- 
vertising must  take  the  responsibility  that 

was  formerly  handled  by  the  at-the-counter 
salesmanship.  Yesterday,  the  country  grocer 
did  the  selling  and  persuaded  people  to  buy 

a  certain  product  or  certain  brand. 

Q:  May  I  interrupt?  What  would  you  say 
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This  is  America's 

14th  LARGEST  radio  market 

MINNESOTA 

This  is  "Iowa  Plus"  — WHO's  NCS  No.  2  Daytime 
Radio  Area  (10%  or  more 
weekly  circulation — 449,760 
HOMES   REACHED  WEEKLY) 

WHO  alone  gives  you  "Iowa  Plus"! 

Only  thirteen  areas  in  the  U.  S.  give  you  a 

bigger  one-station  market  than  WHO's 
"Iowa  Plus" ! 

And  it's  a  GOOD  market.  Its  farmers 
own  more  than  25%  of  all  the  Grade  A 

agricultural  land  in  America  —  average 

$11,500  of  income  per  year.  Yet  wow-farm 

income  is  TWO  times  larger  than  agri- 
cultural income  in  Iowa! 

WHO's  coverage  area  contains  61  other 
Iowa  radio  stations  (and  many  outside  the 

State).  Yet  Iowa's  radio  listeners  give  WHO 
a  22.6%  share  of  all  listening  quarter-hours, 

daytime  (and  28.4%,  nighttime)  —  more 
than  given  the  next  FOUR  stations  com- 

bined, either  day  or  night! 

The  cost  of  covering  this  great  audience 

with  WHO  Radio  (one  1 -minute  spot,  Class 
A  time)  is  $65.  The  same  time  on  the  next 

four  stations  costs  $84,  or  30%  more,  for 
less  audience. 

Let  PGW  tell  you  the  whole  story  of  WHO. 

Affiliate 

WHO  Radio  is  part  of  Central  Broadcasting  Company, 
which  also  owns  and  operates 

WHO-TV,  Des  Moines;  WOC-TV,  Davenport 

Peters,  Griffin,  Woodward,  Inc., 
National  Representatives 

WHO 

for  Iowa  PLUS! 

Des  Moines  .  .  .  50,000  Watts 

Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 

Robert  H.  Harter,  Sales  Manager 
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NCS  No.  3  PROVES 

A  SOLID  GROWTH  FOR 

OKLAHOMA  CITY 

|50%  thru  100% 

25%  thru  49% 

Under  25% 

NIGHTTIME-DAILY 
CIRCULATION 

UP  7.42% 

Viewer  homes:  208,400 . 

■r.  (Spring,  1958) 

.  County  figures  indicate  percent  of  -  ■•*  ■ 
•  television  homes  which  view  KWTV  once 
.or  .more  DAILY  during  nighttime  hours. 

COMPARE 

NCS  No.  3  with 

NCS  No.  2 

Counties  Covered 

CBSTelevision  Oklahoma  City 

NCS  No.  3 
Spring,  1958 

NCS  NO.  3 NCS  NO.  2 
Percentage 

Spring,  1958 Spring,  1956 
Increase 

54 46 17.39% 

272,770 241,780 12.82% 

263,880 234,710 12.43% 

227,050 215,970 5.13% 

259,690 232,420 11.73% 

160,880 .162,640 

-1.08% 

208,400 194,010 7.42% 

For  a  graphic  map  presentation  of  all 

KWTV's  NCS  No.  3  categories,  call  or  write  - 

T7
* 

WTV  OKLAHOMA  CITY 

EDGAR  T.  BELL,  General  Manager  JACK  DeLIER,  Sales  Manager 
EDWARD  PETRY  &  CO.,  Inc. 
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ADVERTISERS  &  AGENCIES  continued 

are  the  principal  reasons  why  in-person 
salesmanship  has  died  out? 

A:  Well,  one  is  the  manpower  situation  and 
the  labor  situation  in  this  country.  People 
are  getting  jobs  in  aircraft  factories  and  in 
service  businesses  where  they  are  able  to 
enjoy  better  salaries  than  competent  people 

at  the  retail  counter.  Retail  clerks'  wages  do 
not  attract  the  very  best  sales  people,  nor 
can  retailers  any  longer  justify  paying  them 
a  salary  which  would  be  attractive  because 
the  whole  system  of  buying  is  changing  in 
this  country.  People  are  being  presold  by 

advertising  and  don't  want  some  individual 
to  try  to  influence  them  at  the  point  of 
purchase.  This  is  a  trend  in  our  retail  way 
of  life. 

Q:  Do  you  think  another  influence  might 
be  the  increase  in  the  number  of  brands 
available  to  the  consumer,  particularly  in 
supermarkets  in  the  food  line? 

A:  Yes,  there  is  such  a  multiple  choice  and 

again  because  of  the  communication  of  ad- 
vertising, people  know  the  characteristics 

of  what  they  are  going  to  buy;  they  require 
less  explanation  as  to  what  this  product 
will  do  or  why  this  product  is  what  they 
want.  They  usually  know  the  product  before 
they  come  into  the  store  and  are  motivated 
to  come  into  the  store  by  the  impact  and 
education  of  advertising. 

Q:  What  can  the  manufacturer  of,  say,  a 

refrigerator  do  today  to  increase  its  in- 
person  sales? 

A:  This  is  the  challenge  of  the  appliance 
manufacturer  just  as  it  is  the  challenge  of 
the  Detroit  automobile  manufacturer.  The 
executives  in  the  automobile  field  in  Detroit 

will  admit  that  they  don't  think  they  can 
train  competent  salesmen  at  the  dealer  level 
to  do  the  selling  job  that  should  be  done 

by  in-person  selling. 

Q:  What  is  their  alternative? 

A:  The  alternative  is  to  face  up  to  this  dis- 
tribution revolution.  They  must  depend 

more  and  more  on  advertising  and  in  par- 

ticular the  most  persuasive  "in-person" 
selling  medium,  television.  Television,  when 
used  properly  and  reduced  to  its  simplest 
terms  is  no  more  than  a  Fuller  Brush  man, 

your  best  Fuller  Brush  man,  with  as  many 

demonstration  items  as  you  want  that  sales- 

man to  have.  The  tv  salesman  doesn't  knock 
on  the  door  of  20  or  30  homes  in  one  day 
or  one  evening  and  display  his  wares. 
Through  the  miracle  of  television  your  best 
salesman  can  go  into  the  living  rooms  of 
500,000,  5  million,  25  million  homes  all  in 

one  evening.  This,  reduced  to  its  simplest 
essence,  is  the  great  power  of  television; 
it  is  the  mass  selling  power  of  television. 
Just  as  we  had  the  development  of  mass 
production  in  the  first  half  of  the  century, 
the  answer  to  our  mass  production  is  mass 
salesmanship,  and  television  when  used 

properly — and  I  emphasize  "when  used 
properly" — is  truly  mass  salesmanship  of 
mass  production.  It  is  the  mass  salesman- 

ship answer  to  mass  production  in  this  coun- 
try. 

Q:  Then  the  use  of  television,  the  use  of 

national  advertising,  is 

manufacturer? 
the  answer  for  the 000  less  automobiles.  Now,  if  they  allocate 

$37.50  per  unit  for  advertising,  which  is 

a  fairly  typical  figure,  this  means  that  in  an 
off  year  they  are  spending  $3,750,000  less 
to  move  products.  Detroit,  by  this  system  of 

gearing  its  advertising  budget  to  units  of 
sales,  builds  sales  valleys  for  itself,  because 
just  at  the  time  when  they  need  more  push 
to  pursuade  people  to  buy  their  cars  they 
cut  back  and  exert  less  influence  on  the 

buyer.  We  are  going  to  see  some  real  revo- 
lutionary changes  in  the  marketing  and  dis- 

tribution of  an  automobile  and  the  methods 

of  persuading  a  person  to  buy  a  specific 

automobile.  Again  according  to  the  above- 
mentioned  survey,  automobile  manufactur- 

ers spend  only  1.09%  of  the  sales  value 

of  the  automobiles  in  advertising.  This  in- 
cludes television  and  all  major  media,  radio, 

magazines,  and  newspapers  combined.  Yet 

it  is  only  a  little  over  1  %  of  sales  for  today's 
most  effective  mass  selling  influence. 

Q:  How  about  soaps? 

A:  The  soaps  have  realized  the  power  of 
television  advertising  as  a  selling  process  and 

their  proportion  is  much 
healthier  than  most  other 

categories.  They  spend — on 
an  overall  national  basis — 
about  5%  of  the  total  volume 
of  sale  in  advertising.  Again 

soaps  and  cleansers  are  pretty 
much  an  advertising  business, 

and  what  they  do  or  don't  do 
in  advertising  pretty  well  dic- 

tates what  happens  to  their 
sales.  I  question  whether  they 

are  spending  the  optimum 
amount  in  advertising  to  move 

product,  considering  that  on 
the  supermarket  shelves  they 
are  not  getting  anybody  to 

persuade  the  customer  to  buy 

Tv's  your  best  Fuller  Brush  man  their  Product  as  against  their competitor's  product  right 
but  only  4.4%  in  a  business  where  people  next  to  it  on  the  shelf, 
generally  admit  today  that  the  cigarette 
business  is  really  an  advertising  business. 
The  challenge  of  persuading  people  to  buy 

your  brand  is  the  crux  of  the  cigarette  busi- 
ness. So,  I  say  that  even  the  cigarette  busi- 

ness is  woefully  underspent  in  advertising, 
its  chief  mover  of  goods. 

Then  take  a  category  like  gasoline  and  oil. 
According  to  this  survey  of  521  major 
American  companies  the  gasoline  and  oil 
category  spends  only  0.27%  of  total  sales 
for  advertising.  Again  if  you  are  going  to 

try  to  persuade  people  to  use  your  brand  of 
gasoline  this  seems  not  enough  advertising 
and  selling  persuasion  to  do  the  job  that  we 
have  to  do  to  keep  sales  and  movement  of 
products  vigorous  today. 

A:  Yes,  by  the  breakdown  of  the  selling 
process  at  the  counter,  and  by  the  increased 
efficiency  of  telling  about  a  product  through 

television.  Tv  is  the  selling  method,  the  sell- 
ing technique,  and  the  midcentury  answer 

to  preselling  requirements. 

Q:  To  what  extent  is  the  manufacturer  do- 
ing this  or  not  doing  it  now?  That  is,  using 

national  advertising? 

A:  This  is  why  I  question  whether  Ameri- 

can business  is  truly  "in  orbit,"  and  per- 
haps it  is  living  dangerously.  If  we  agree 

that  we  are  in  a  selling  economy,  that  we've 
got  to  move  the  goods  and  services  we  can 
produce,  then  I  say  with  the  breakdown  of 

at-the-counter  selling,  advertising — and,  for- 
tunately for  us,  tv — has  to  do  the  selling. 

According  to  a  survey,  such  as  one  done 

by  Printers'  Ink,  a  study  of  521  major 
American  businesses  showed  the  percentage 
of  their  advertising  is  0.67%  of  sales.  I 
feel  that  American  business  is  woefully 

underspent  in  advertising  to- 

day compared  to  the  tremen- 
dous job  that  advertising  has 

to  do  for  the  advertisers. 

When  you  get  into  the 
category  of  smoking  material, 
cigarettes,  according  to  the 

1956  survey — there  is  a  little 
lag  in  these  figures  because 

they  have  to  be  compiled  na- 
tionally and  then  reported 

back — the  tobacco  and  cig- 
arette people  are  averaging 

4.4%  of  their  total  sales  go- 
ing into  advertising,  into  for- 
mal media.  This  is  one  of  the 

highest  percentage  categories, 

Q:  How  about  automobiles? 

A:  This  is  one  of  the  real  provocative  areas. 
We  all  know  what  happens  all  too  often  in 
the  automobile  showroom.  Yet  Detroit  badly 
needs  salesmanship  and  persuasion  to  get 

people  to  buy  its  products  this  year  and 
next  year.  But  Detroit  gears  its  advertising 

expenditures  to  a  per-unit  basis.  Some  auto- 
mobile makers  this  year  manufactured  100,- 

Q:  To  what  level  do  you  think  this  per- 
centage of  advertising  to  sales  should  be 

lifted?  If  it  is  under  1%  now,  what  level 
should  it  reach  to  do  an  effective  job? 

A:  Two-thirds  of  one  per  cent  of  sales  is  a 
sizeable  amount  of  advertising  dollars.  Yet 
compared  to  our  gross  national  product, 
which  was  $400  billion,  $10  billion  as 

against  $400  billion  worth  of  goods  and 
services  is  too  small.  If  we  raised  advertising 
to  sales  a  third  of  one  per  cent  a  year,  I 

think  it  would  be  amazing  to  see  what  would 
happen  to  our  economy  and  the  gradual 
increase  of  our  standard  of  living.  If  we 
incremented  our  overall  advertising  budget 

to  persuade  people  to  buy  more  products 
and  more  services  and  keep  our  standard  of 

living  spiraling  upward,  we  would  at  the 
same  time  keep  our  pipelines  of  distribution 
and  manufacture  healthy.  We  are  far  from 
saturating  this  country  with  products  that 

people  need  or  would  like  to  have.  In  the 
automobile  category  alone,  over  50%  of  the 
automobiles  on  the  road  today  are  5  years 

old  or  older!  There  alone,  if  through  ad- 

vertising and  the  proper  persuasion  of  ad- 
BROADC ASTING September  8,  1958    •    Page  37 



business  today  fail  to  use  modern  marketing 

concepts — too  many  budgets  are  geared  to 
unit  of  sales  or  sales  volume,  historically, 
rather  than  how  much  advertising  do  we 

need,  how  many  dollars  do  we  need  to 
move  the  goods. 

Q:  Somebody  has  to  convince  the  manu- 
facturer, and  I  assume  here  we  are  saying 

the  television  people  will  have  to  convince 
the  manufacturer.  I  wonder  just  how  should 
or  perhaps  how  are  the  tv  people  doing  this 

today.  Number  1,  are  they  doing  it?  Num- 
ber 2,  if  they  are,  how  are  they  doing  it? 

A:  Well,  most  businessmen  are  impressed 

by  good  examples  of  businessmen  they  re- 
spect. When  Procter  &  Gamble  was  voted 

the  best  managed  company  in  America,  it 

was  putting  $73,000,000,  or  77%  of  its 
budget,  into  television.  The  president  of 

Procter  &  Gamble,  who  is  a  pretty  sophisti- 

cated marketing  operator,  said  "We  use  tele- 
vision because  it  sells  goods  economically." 

I  think  this  type  of  testimonial  to  television 
serves  to  impress  other  American  business 
leaders  as  to  what  television  is  doing  for 
sales.  The  fact  that  over  50%  of  the  billings 

of  the  top  10  advertising  agencies  in  the 
country  today  stems  from  television  alone  is 
encouraging  evidence  of  the  awareness  on 

the  part  of  American  corporations  that  tele- 
vision is  a  kingpin  in  the  selling  process  in 

America  today. 

Q:  Do  you  see  any  signs  that  manufac- 
turers are  following  this  line  of  reasoning 

and  beginning  to  increase  their  budgets 
now? 

A:  Do  you  mean  the  overall  budget? 

Q:  Well,  overall  budget  and  then  television. 

A:  Despite  the  so-called  recession  in  the 

early  part  of  '58,  budgets  have  held  up  well. 
I  know  that  it  is  estimated  that  the  billing 

for  all  advertising  this  year  will  drop  slight- 

ly, but  very  slightly.  I  would  think  that  prob- 
ably gross  national  sales  will  probably  slip 

in  '58  a  greater  percentage  than  advertising 
billing.  Another  tribute  to  television  is  that 

in  a  period  of  certain  cutbacks  in  advertis- 
ing, television  has  proved  its  strength  by  go- 
ing forward,  with  both  network  and  spot 

television  enjoying  increases  in  1958  when 
other  media  were  suffering  cutbacks. 

Q:  That's  what  you  mean  then  when  you 
say  that  American  business  is  not  in  orbit? 

A:  We  are  in  the  throes,  whether  we  like 

it  or  not,  of  a  marketing  revolution.  Look 
at  your  discount  houses;  look  at  your 
supermarkets;  look  at  the  dry  goods  and 

drugs  that  are  being  sold  in  supermarkets 
today.  There  is  a  tremendous  ferment  in  the 
distribution  processes  in  our  country.  It  is 
the  challenge  of  business  to  gear  its  method 
of  distribution  and  marketing  to  the  modern 

day  and  to  be  sure  that  with  the  lack  of 
at-the-counter  salesmanship  they  make  sure 

they  persuade  people  to  buy  their  product 
by  the  new  modern  methods — namely,  ad- 

vertising and  in  particular  mass  salesman- 
ship through  television  .  .  .  pre-selling 

through  television. 

In  our  economy  it's  not  the  purchasing 
power  that  is  the  determinant  of  our  pur- 

chasing. Our  savings  in  this  country  are  at 
an  all  time  high.  The  American  people  have 
$262  billion  in  savings,  which  if  they  want 
to  spend  or  are  persuaded  to  spend,  they 
would  spend.  So  again  it  is  not  purchasing 

power,  but  actual  purchases;  it  is  not  pro- 
duction but  consumption  that  is  the  health- 

giving  key  to  our  economy.  People  must 
consume  the  goods  that  we  can  make,  and 

to  do  this  we've  got  to  make  them  want  to 
buy  what  we  are  producing.  There  is  where 
advertising,  particularly  television,  plays  its 

role  and  can  put  American  business  "in 

ADVERTISERS  &  AGENCIES  continued 

vertising  we  could  get  people  to  take  more 
old  cars  off  the  road  and  buy  new  cars,  this 
would  be  to  the  good  of  all  concerned  and 
be  a  real  boost  to  our  economy  and  an 
answer  to  the  plight  of  Detroit  today. 

Q:  What  could  help  the  manufacturer 

would  be  the  increased  use  of  television — 
television  used  properly.  Is  that  correct? 

A:  That  is  my  point.  There  is  often  a  mis- 
use of  television  today.  There  arc  many  com- 

mercials where  the  salesmanship  is  buried 

by  overproduction.  When  the  commercial 

does  an  effective  selling  job — it  may  be  a 

light  touch  selling  job — when  the  appetite 
is  whetted  for  the  product  or  the  urge  to 

buy  is  put  forth  with  the  commercial — then 
1  think  television  makes  a  unique  sales  con- 

tribution to  the  movement  of  goods. 

Q:  Back  to  the  automobiles  again.  Do  you 
think  their  use  of  television  has  been  a 

proper  use  or  the  most  effective  use? 

A:  No,  I  think  in  many  cases  there  have 
been  millions  of  dollars  misused  on  the  part 
of  the  automobile  industry  in  television.  I 

think  they  realize  it  and  are  looking  at  tele- 
vision with  a  much  harder  look  to  make 

sure,  to  use  their  vernacular,  that  they  get 
more  miles  per  gallon  out  of  their  television 
dollars  than  they  have  in  the  past. 

Q:  Isn't  it  going  to  be  a  big  selling  job  to 
convince  advertisers  that  they  ought  to  in- 

crease the  advertising  ratio  to  sales? 

A:  Cutting  back  on  advertising  is  a  habit  of 
American  business  which  is  going  to  be 

hard  to  reform.  But  as  somebody  said,  "You 
don't  save  time  by  stopping  your  watch."  By 
the  same  token  you  don't  build  sales  and  im- 

prove your  sales  picture  by  stopping  your 
promotional  effort,  your  advertising.  I  am 
afraid  that  too  many  budgets  in  American 

Bristol-Myers  Heads 

Radio  Network  Top  30 

A  profile  of  the  business  side  of  network 
radio,  ranking  its  top  30  users,  is  offered 
in  a  report  being  released  today  (Sept.  8) 
by  Radio  Advertising  Bureau. 

It  shows  Bristol-Myers  as  the  user  of 
more  network  radio  time  than  any  other 
advertiser  in  the  second  quarter  of  1958, 
followed  by  Ford  and  General  Motors. 

This  type  of  information  has  not  been 
generally  released,  in  this  form,  since  the 
old  Publishers  Information  Bureau  discon- 

tinued dollar  measurement  of  network  ra- 

dio advertising  some  years  ago.  RAB's 
report  is  in  terms  of  network  time  used, 
not  dollar  investments,  because  of  differ- 

ences in  rate  structures. 

The  study,  based  on  data  compiled  for 

RAB's  massive  "Spot  and  Network  Radio 
Clients  Report,"  issued  last  month  as  the 
first  of  an  expected  series  of  quarterly  re- 

ports [Lead  Story,  Aug.  11],  reflects  net- 
work radio  usage  for  the  sale  of  a  great 

variety  of  products  and  services.  Said  RAB 
President  Kevin  B.  Sweeney: 

"There's  one  big  message  that  comes 
across  from  this  list  of  network's  biggest advertisers:  Network  knows  no  favorites 
among  products  to  be  sold.  Network  radio 
today  is  being  used  by  marketers  and  man- 

ufacturers of  virtually  every  type  of  product 
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and  service  imaginable — from  mufflers  to 

eyeglasses." 
In  the  rankings,  the  top  three  are  fol- 

lowed by  International  Parts  Corp.,  R.  J. 

Reynolds  Tobacco  Co.,  Brown  &  William- 
son Tobacco,  General  Mills,  William  Wrig- 

ley  Jr.,  Pabst  Brewing  and  Plough  Inc. 

The  RAB  "Radio  Clients  Report,"  from 
which  the  network  rankings  were  computed, 

showed  that,  counting  both  spot  and  net- 
work, national  and  regional  advertisers 

bought  approximately  two  million  radio  an- 
nouncements and  90,000  radio  programs  in 

behalf  of  1,304  different  brands  during  the 
second  quarter. 

Following  is  RAB's  April-June  ranking: 

NETWORK  RADIO'S  TOP  30 
1.  BRISTOL-MYERS 
2.  FORD  MOTOR 
3.  GENERAL  MOTORS 
4.  INTERNATIONAL  PARTS 
5.  R.  J.  REYNOLDS  TOBACCO 
6.  BROWN   &   WILLIAMSON  TOBACCO 
7.  GENERAL  MILLS 
8.  WILLIAM  WRIGLEY  JR.  CO. 
9.  PABST  BREWING 

10.  PLOUGH  INC. 

11.  EX-LAX 
12.  CALIFORNIA  PACKING 
13.  COLGATE-PALMOLIVE 
14.  HUDSON  VITAMIN  PRODUCTS 
15.  AFL-CIO 
16.  AMERICAN  MOTORS 
17.  LEWIS  HOWE 
18.  HERTZ 

19.  AMERICAN  OPTICAL 
20.  LIGGETT  &  MYERS  TOBACCO 

*  21.  LEVER  BROS. 

*  21.  CARTER  PRODUCTS 

22.  READER'S  DIGEST  ASSN. 
23.  MILES  LABS 
24.  GENERAL  FOODS 
25.  A.  E.  STALEY  MFG. 
26.  QUAKER  STATE  OIL 
27.  DUMAS  MILNER  CORP. 

*  28.  BEECH-NUT  LIFE  SAVERS 
*  28.  SWIFT  &  CO. 

*  Listing,  compiled  by  Radio  Advertising  Bu- reau, Inc.  is  based  on  the  amount  of  com- 
mercial time  bought  by  network  Radio  adver- 

tisers during  the  second  quarter  of  1958.  (Ex- 
cludes religious  broadcast  time.) 

*  Ties. 

M-E  Div.  Loses  Mermen  Products 

The  Mennen  Co.,  Morristown,  N.  J.,  last 
week  severed  all  connection  with  McCann- 
Erickson  and  affiliated  companies.  The 
toiletries  firm  earlier  this  summer  reas- 

signed the  bulk  of  its  M-E  billing  to  War- 
wick &  Legler  and  Grey  Adv.,  but  kept  the 

Mennen  Spray  Deodorant,  Speed  Stick  and 

other  "unidentified  products"  with  Mc- 
Cann's  Marchalk  &  Pratt  Div.  The  latter 
portion,  estimated  to  bill  $1.75  million,  now 

goes  to  W&L,  bringing  that  agency's  Men- 
nen billing  to  approximately  $3  million. 

The  switch  becomes  effective  Dec.  1.  Other 

W&L  Mennen  products:  Skin  Bracer, 

Cologne  and  Gold  Crest  toiletries  gift  line. 

Grey's  major  Mennen  activities  are  in  the 
women's  and  baby  products  field. 

Broadcasting 



wherever  they  be 

it'
s 

IN  N.  Y.  C.  and  VICINITY 

over 

two  million  Italians 

agree 

The  largest  "Italian  City"  in  the  world  is  right  here 

—  in  the  17  county  WOV  greater  New  York  area. 

2,100,000  persons  live  in  it.  It's  larger  than  Philadel- 

phia—bigger than  the  entire  state  of  Connecticut. 

Unparalleled,  too,  is  the  steady  growth  of  this  mar- 

ket. By  immigration  alone  its  increase  since  1948 

(118,330)  is  larger  than  Utica  or  South  Bend. 

Broadcasting  to  this  prosperous  "city"  from  New 
York  and  Rome,  WOV  has  a  greater  audience  of 

Italian-speaking  people  than  any  other  Italian-lan- 

guage station  on  earth. 

WOV NEW  YORK -ROME 
Representatives: John  E.  Pearson  Co. 

Broadcasting 
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ADVERTISERS  8  AGENCIES  continued 

Ralston  Purina  broadcast  commercials 

line  up  dogs  and  masters  behind  new  chow 

Chow  lines  of  "eager  eaters"  seem  to  be 
growing  by  leaps  and  bounds  in  many  major 
cities  across  country. 

Over  network  television,  a  wire-haired 

terrier  is  seen  "choosing"  and  gulping  his 
favorite  dog  food  in  a  railroad  dining 
car,  in  a  Thunderbird  at  a  drive-in,  or  in 

an  Oriental  restaurant.  "//  your  dog  could 

choose  his  own  dog  food,"  the  announcer 
begins,  "he'd  pick  New  Purina  Dog  Chow." 

Judging  by  sales  results,  the  national 
marketing  success  Ralston  Purina  has 
achieved  with  its  newest  product  out  of 

"Checkerboard  Square"  could  scarcely  have 
been  better  if  your  favorite  dog  had  chosen 
his  own  chow.  It  might  have  been  less  than 

satisfactory,  however,  without  the  effective 

use  of  broadcast  media,  particularly  net- 
work television. 

Ralston  Purina  tested  its  newest  pet  prod- 
uct in  Little  Rock,  Ark.,  in  February  1955 

and  had  claimed  national  distribution  by 
April  1957.  In  succeeding  months  Purina 
Dog  Chow  started  nipping  and  yipping 
at  the  heels  of  its  half  dozen  or  so  more 

established  competitors  in  the  dry  dog  food 
field  with  all  the  fervor  of  a  canine  hound- 

ing the  neighborhood  postman. 
While  touching  all  media  bases,  Ralston 

Purina  has  been  particularly  active  in  tele- 
vision (network  and  spot)  and,  to  a  lesser 

degree,  in  radio.  Until  early  this  year  it 

spent  a  whopping  80%  of  its  $3  million- 
plus  Dog  Chow  budget  on  broadcast  adver- 

tising, with  network  tv  getting  a  meaty  75% 
of  all  media  expenditures.  It  has  increased 
its  network  commitments  for  fall. 

Concurrently  with  expiration  of  its  52- 
week  run  with  Broken  Arrow  on  about  140 

ABC-TV  stations,  Ralston  Purina  has  set  its 
sights  on  the  1958-59  season  with  one-third 
sponsorship  of  two  properties — Rifleman 
(Tues.,  9-9:30  p.m.  EST)  with  Miles  Labs 
and  Procter  &  Gamble  on  150  ABC-TV 
stations  starting  Sept.  30  and  Leave  It  to 

Beaver  (Thurs.,  7:30-8  p.m.  EST)  with  Miles 
and  a  third  sponsor  to  be  announced  on  85 

ABC-TV  outlets,  starting  Oct.  2.  It  also 
plans  to  continue  half-hour  syndicated  films 
(Gray  Ghost,  26  Men,  etc.)  in  non-network 
local  markets.  This  past  summer  it  has 
used  radio  announcements  in  selected 
markets.  Gardner  Adv.  Co.,  St.  Louis,  is 

the  agency  for  Ralston  Purina's  dog  and 
other  animal-poultry  chows. 

Oscar  Norling,  account  supervisor  for 
Purina  Dog  Chow  at  Gardner,  explains: 

"Our  network  television  campaign  for 
Dog  Chow  provides  national  coverage  plus 
the  opportunity  for  longer  selling  messages 
and  effective  demonstration  techniques.  We 
also  are  using  some  spots  to  give  us  fre- 

quency and  flexibility  as  demanded  by  in- 
dividual marketing  requirements." 

With  Purina  Dog  Chow  now  nearing  first 
place  after  a  mere  three  and  a  half  years, 
C.  E.  Glaggett,  Gardner  president,  broadly 
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commends  the  "advertising  heart"  of  his 
client  for  consenting  at  the  outset  to  a  com- 

pletely integrated  advertising-marketing 
team.  "You  have  to  have  all  four  bases  cov- 

ered to  create  a  marketing  success  like 

Purina  Dog  Chow,"  he  observes,  alluding 
to  such  factors  as  a  "superior  product," 
good  and  sound  marketing  and  merchandis- 

ing strategy,  and  solid  creative  work. 
In  a  country  which  numbers  one  dog  for 

every  seven  or  eight  persons  and  an  esti- 
mated 41%  ownership  among  all  American 

families  (23  million  for  172  million  people), 

dog  food  sales  (dry  and  canned)  represent 
a  $345  million  annual  business.  Nor  is  there 

evidence  of  any  saturation  in  a  field  that 
has  registered  outstanding  sales  gains  the 
past  20  years.  In  fact,  total  dog  food  volume 
has  mounted  at  a  clearly  faster  rate  than 
the  average  for  other  grocery  products. 

Ralston  Purina's  brand  has  been  getting 
a  steadily  larger  share  of  the  $100  million 

dry  dog  food  market.  While  „. 
actual  sales  figures  are  not 
disclosed,  Purina  Dog  Chow 

is  acknowledged  in  most 
quarters  to  be  the  closest 

competitor  to  Gaines  (Gen- 
eral Foods)  in  the  dry  mar- 
ket, which  includes  19  dif- 

ferent brands. 

Other  statistics  about  dog 
food  in  the  battle  for  shelf 

space: •  Supermarkets  and  other 
food  stores  alone  sell  over 

$300  million  worth  of  dog 
food  annually;  sales  have 
risen  500%  dollarwise  and 

250%  by  weight  since  1940. 
•  Dry  food  sales  account 

for  about  $100  million  each 

year  in  those  stores,  booming 
14%  from  September  1956 

to  September  1957  and  are  still  going  up. 

•  The  dry  share  of  total  dog  food  sales 

in  grocery,  delicatessen  and  general  country 
stores  as  of  September  1957:  33.9%  in 

pounds;  63.1%  in  "equivalent  pounds" 
(canned  type  equals  30%  of  dry  weight), 
and  34.9%  in  consumer  dollar  expenditures. 

RP's  new  packaged  dog  food  is  funneled 
through  the  Ralston  Div.  of  Ralston  Purina 
Co.  (which  also  handles  its  cereals  and  is 

separate  from  the  Purina  Feeds  Div.).  Work- 
ing closely  with  W.  P.  Hays,  advertising 

manager  of  the  Ralston  Div.,  is  a  Gardner 

"commercials"  team  comprising  Ralph 
Pasek,  radio-tv  department;  E.  A.  Langan, 
account  executive;  Dean  Pennington,  copy 

director,  and  Mr.  Norling  as  account  su- 

pervisor. 
In  1956,  during  the  painstaking  market- 

by-market  expansion  of  Purina  Dog  Chow, 
Ralston    Purina    Co.    was    spending  an 

estimated  $4.4  million  in  national  ad- 
vertising for  all  its  products.  It  poured 

$3.1  million  in  television — $2  million  in 

network  and  the  remainder  in  spot,  accord- 
ing to  figures  compiled  by  N.  C.  Rorabaugh 

Co.  for  Television  Bureau  of  Advertising. 
Last  year,  the  corporation  spent  $3,782,699 
in  tv— $2,723,689  in  network,  $1,059,010 

in  spot.  During  the  1956  drive,  RP  allo- 
cated $714,570  to  spot  tv  for  its  Dog  Chow 

— by  far  the  largest  allocation  for  any 
one  of  its  several  products  advertising  in  that 
medium. 

The  parent  company  boosted  its  over- 
all 1957-58  budget  in  the  summer  of  last 

year  to  about  $7  million,  largely  because  of 
the  need  to  promote  Dog  Chow  nationally 
after  gaining  national  distribution  in  April. 
It  alloted  some  $3  million  for  national 

media,  plus  another  $2  million  for  other  ad- 
vertising-marketing-merchandising activities. 

In  the  transition  to  truly  national  cover- 

THE  DOG'S  the  star  in  this  Ralston  Purina  commercial 

age,  the  company  altered  its  initial  ratio 
of  60%  tv-40%  other  media  to  80%  and 

20%,  respectively,  for  the  1957-58  broad- 
cast season  (39  weeks).  The  revision  was 

based  on  results  accrued  from  the  time  of 

the  Little  Rock  test  drive  to  the  start  of 

national  coverage  in  March  1957 — five  ex- 

perimental and  50  major  markets  later — ac- 
cording to  Mr.  Hays. 

Spot  tv  was  used  in  91  markets  during 

the  early  phases  of  product  introduction, 
and  in  37  in  the  last  phase.  The  company 

bought  The  Big  Story  over  93  NBC-TV 
outlets  to  herald  national  distribution  March 

29,  1957.  In  looking  for  a  fall  property, 

Gardner's  research  department  team  came 
up  with  two  important  conclusions:  (1) 

any  Dog  Chow  network  tv  series  ought  to 
appeal  to  a  whole  family  audience  and  (2) 
families  with  children  have  higher  dog 

ownership  potentials.  Thus,  Gardner  bought 
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First  (and  still  the  best)  Havy-in-action  series,  HAVY  LOG 

is  now  sweeping  into  regional  and  local  markets  with 

the  most  distinguished  service  record  in  all  syndications 

Three-year  uninterrupted  hitch  on  network  television; 

Exceptional  sales  action  for  such  gold-braid  sponsors  as 

U.S.  Rubber,  SheafFer  Pen,  Maytag  and  American  Tobacco; 

Press  citations  from  The  Billboard  ("Superior  dramatic 

series")..* Hew  York  Herald  Tribune  ("Absorbing,  loaded 

with  suspense,  full  of  realism")...  and  a  hold-full  more; 

A  21 -gun  salute  from  the  Havy  Recruiting  Service  which 

votes  HAVY  LOG  its  top  television  source  of  enlistments; 

"Superior" rating  from  viewers:  a  25.1  total  Hielsen  on 

CBS  Television  Hetwork*  (HAVY LOG  has  a  ready-mad 

audience  of  22  million  ex-servicemen  and  their 

104-  headline-fresh,  authentic  half-hour  films  stowed  on 

board— 'provisions  for  two  years' continuous  sai&m  duty 

HAVY  LOG  commands  the  high  sees!  Signal  orders  to 

nearest  office  of  CBS  TELEVISIOH  FILM  SALES,  1HG. 

October  1955- April  IB66 
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ABC-TV's  Broken  Arrow,  a  series  that  has 
remained  on  tv  through  this  summer. 

The  commercials  not  only  appeal  to  chil- 
dren but  feature  them  prominently  in  a 

general  family-type  pitch.  The  program 
claims  a  substantial  audience  and  popularity 

among  families  with  children.  It's  evident 
thai  the  Ralston  Div.  and  its  agency  antici- 

pate the  same  kind  of  results  from  The 

Rifleman,  a  Four-Star  Productions  series, 
and  Leave  It  to  Beaver,  produced  by  George 

Gobel's  Gomalco  Productions. 
The  purchase  of  Broken  Arrow  repre- 

sented a  kind  of  departure  from  the  pet 
show  format  preferred  by  some  pet  food 
manufacturers.  In  this  group  have  been 

Quaker  Oats'  Zoo  Parade.  Hartz  Mountain 

Products'  Capt.  Hartz  &  His  Friends,  and 
others.  Some  exceptions:  Albers  Milling 
Co.  with  Burns  &  Allen  for  Friskies  (a 

subsidiary  of  Carnation  Co.)  and  Wilson 

&  Co.  with  the  MCA-TV  syndicated  film 

series.  Dr.  Hudson's  Secret  Journal. 
Armed  with  what  it  believes  to  be  the 

proper  program  formats,  and  the  right  bal- 
ance of  spot  buys,  the  Ralston  Div.  will 

continue  to  rely,  as  it  has  in  past  months, 
on  the  theme  that  Purina  Dog  Chow 

"makes  dogs  eager  eaters."  Created  by  the 
Gardner  team,  it  depicts  canines  in  situa- 

tions designed  to  be  lifelike  and  believable. 

Additionally,  a  new  series  of  fantasy  tv 
commercials,  to  give  variety  to  the  sales 
pitch,  are  being  used  in  combination  with 
the  straight  commercials. 

The  opening  copy  gambit — "If  your  dog 
could  choose  his  own  food,  he'd  pick  New 
Purina  Dog  Chow" — works  for  visual  im- 

pact by  showing  a  dog  actually  making 
a  selection  in  an  unusual  situation.  There 

is  precedent  in  research  here. 
These  fantasy  commercials  (like  those 

featuring  American  and  Oriental  breeds 

seated  in  a  railroad  dining  car,  at  a  drive- 
in.  etc.)  always  cut  back  to  the  regular 

"eager  eaters"  theme. 
John  H.  Tinker  Jr.,  senior  vice-president 

in  charge  of  McCann-Erickson's  creative 
division,  at  a  recent  AAAA  meeting  called 
this  type  commercial  one  of  the  most  be- 

lievable he's  ever  seen.  The  idea  of  dogs 
shopping?  "The  kids  like  it,"  he  points  out, 
"and  they  wield  a  powerful  influence  on 
what  Rover  eats."  Copy  goes  on  to  explain 
that  five  out  of  six  dogs  prefer  Purina. 

Gardner  research  showed  that  "payabil- 
ity was  the  strongest,  most  basic  appeal  to 

dog  owners,"  and  that  two  such  commercials 
tested  by  Schwerin  Inc.  achieved  some  of 

the  highest  ratings  ever  racked  up  for 
dry  dog  food  announcements. 

In  actual  practice,  according  to  Gardner, 
it  was  found  the  dogs  were  best  left  to  their 

own  devices — "tearing  after"  the  Dog 
Chow.  As  a  consequence,  the  basic  tv  films 
were  actually  constructed  in  reverse — some 

12,000  feet  of  film  was  shot  (enough  for  a 
full-length  motion  picture)  and  copy  was 
written  and  added  later.  The  practice  of 
going  to  the  dogs  has  brought  believability. 

Family  appeal  has  been  evident  in 
Purina  Dog  Chow  continuity  from  the  out- 

set, in  both  broadcast  and  print  media.  Copy 
was  directed  at  those  housed  largely  in 
single-family  dwellings.  The  early  campaign 
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also  utilized  a  heavy  merchandising  tie-in 

program,  supplemented  by  a  radio-tv  satura- 

tion campaign  "couponing"  free  samples  to 
consumers.  This  device  helped  crack  the 

tough  marketing  program  of  invading  al- 
ready-crowded grocery  shelves. 

Although  Ralston  Purina  had  been  pro- 
ducing a  dog  ration  for  sale  in  its  franchise 

stores  for  several  years,  it  is  the  latest  man- 
ufacturer to  enter  the  dry  dog  food  field 

with  a  new  product.  It  followed  such  com- 
petitors as  National  Biscuit  Co.  (Milk  Bone), 

Gaines  Div.  of  General  Foods  Co.,  Albers 

Milling  Co.  (Friskies),  Kendall  Foods  Div. 
of  Standard  Brands  (Hunt  Club  and  Fives 

Food),  Kasco  Mills  Div.  of  Corn  Product 

Sales  Co.,  Quaker  Oats  (Ken-L  products), 
and  Swift  &  Co.  (Pard  Meal).  Among 
canned  dog  food  manufacturers:  Armour  & 
Co.  (Dash),  Rival  Packing  Co.  (Rival),  John 
Morrell  &  Co.  (Red  Heart)  and  Wilson  & 
Co.  (Ideal). 

RP's  original  product,  in  the  words  of 
one  executive  familiar  with  the  situation, 

was  "a  ration  made  to  nourish  working  dogs 
properly  but  was  not  especially  palatable 

to  pet  dogs."  Company  chemists  looked  into 
the  matter  of  dry  dog  food  for  something 
more  palatable  in  the  early  fifties  and  came 

up  with  a  kind  of  air-blown  feed.  It  was 
tested  on  dogs  in  Purina  kennels  in  St. 
Louis  and  other  cities. 

The  company's  Ralston  division  selected 
Little  Rock,  Ark.,  as  the  first  major  test 

area  for  "X-24"  dog  chow  because  it  al- 
ready had  a  distributor  there  in  February 

1955.  The  response  was  gratifying,  accord- 
ing to  Mr.  Norling,  partly  on  the  strength 

of  an  aggressive  introductory  campaign.  It 
bought  tv  announcements  and  newspaper 

space,  offering  consumers  a  five-pound  bag 
of  its  new  Purina  Chow  free  for  a  coupon 
accompanying  each  one  of  nearly  250,000 

mailing  pieces.  So  successful  were  sales  re- 
sults that  the  Ralston  Div.  constructed  a 

new  dog  food  plant  in  Davenport,  Iowa.  It 

moved  into  other  cities — notably  Rochester, 
N.  Y.;  Columbus,  Ohio;  Memphis,  Tenn., 

and  Salt  Lake  City,  Utah.  Ralston-Purina 
decided  to  put  up  its  packages  in  four  sizes, 

assigning  its  grocery  division  the  job  of 
marketing  the  product  through  groceries. 

The  weekly  pattern  became  a  familiar 
one  in  each  city:  the  first  devoted  to  jobber 

and  chain  store  contacts,  the  second  to  ac- 
tual retail  selling,  the  third  to  launching 

radio-tv-print  campaigns,  on  a  heavy  concen- 
tration basis  the  first  13  weeks,  then  tapering 

off  the  remaining  39  weeks. 

It  was  evident  early  in  the  city-by-city 
test  expansion  that  food  brokers  could  do 
a  better  job  of  distribution  than  Ralston 

Div.  by  building  its  own  sales  force.  It  ap- 
pointed a  nationwide  network  of  74  brokers 

to  represent  its  grocery  products,  supple- 
menting them  with  25  of  its  own  sales 

representatives.  One  of  the  sales  points  it 

carefully  put  across  was  the  size  of  the 

Purina  Dog  Chow  package — virtually  double 
the  bulk  of  competing  dry  dog  food 

products. Over  and  above  marketing  strategy,  the 

biggest  single  factor  Ralston  Div.  capitalized 
on  was  its  famed  checkerboard  packaging 

design.  Gardner  describes  it  as  "one  of  the 
most  effective  recognition  devices  developed 

in  American  marketing  history"  (a  recogni- 
tion that  is  demonstrable  in  the  case  of  the 

parent  company's  cereal  products).  (The 
National  Flexible  Packaging  Assn.  thought 

so,  too,  and  awarded  the  Purina  Dog 
Chow  bag  the  First  Blue  Ribbon  Award  for 
1956  in  the  paper  bag  division.)  The  design 
is  the  result  of  coordinated  teamwork  be- 

tween C.  C.  Fawcett,  Ralston  Purina  art  di- 
rector and  nationally  known  dog  authority- 

HOW  PEOPLE  SPEND  THEIR  TIME 

There  were  125,435,000  people  in  the  U.  S.  over  12  years  of  age  during  the  week 

Aug.  24-30.  This  is  how  they  spent  their  time: 

66.0%    (82,787,000)  spent  1,497.0  million  hoursf    watching  television 
57.8%    (72,501,000)  spent  1,116.5  million  hours    listening  to  radio 
83.3%  (104.487,000)  spent    414.5  million  hours   reading  newspapers 
35.5%    (44,529,000)  spent    308.8  million  hours    reading  magazines 
24.7%    (31,045,000)  spent     358.6  million  hours.        watching  movies  ON  TV 

46.3%    (58.090.000)  spent    246.9  million  hours    attending  movies* 

These  totals,  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published 

exclusively  by  Broadcasting  each  week,  are  based  on  a  48-state,  random  dispersion 

sample  of  7,000  interviews  (1,000  each  day).  Sindlinger's  weekly  and  quarterly 
"Activity"  report,  from  which  these  weekly  figures  are  drawn,  furnishes  comprehen- 

sive breakdowns  of  these  and  numerous  other  categories,  and  shows  the  duplicated 
and  unduplicated  audiences  between  each  specific  medium.  Copyright  1958  Sindlinger 

&  Co. 

t  Hour  totals  are  weekly  cumulative  figures.  People — numbers  and  percentages — are  figured 
on  an  average  daily  basis. 

*  All  people  figures  are  average  daily  tabulations  for  the  week  with  exception  of  the 
"attending  movies"  category  which  is  a  cumulative  total  for  the  week.  Sindlinger  tabulations 
are  available  within  2-7  days  of  the  interviewing  week. 

SINDLINGER'S  SET  COUNT:  As  of  Aug.  1,  Sindlinger  data  shows:  (1)  110,071,000 
people  over  12  years  of  age  see  tv  (87.8%  of  the  people  in  that  age  group); 
(2)  42,656,000  U.  S.  households  with  tv;  (3)  46,965,000  tv  sets  in  use  in  U.  S. 
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35.4 

SHOW STATION  C 31.2 

"July 
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WSIX-TV 

NOW  NASHVILLE'
S 

No.  1  RATED  STATION 

by  latest  (July)  ARB  Ratings 

.*  "*  /  '* » 

From  WSIX-TV  sign-on  to  sign-off — latest  (July) 

ARB  ratings  show  WSIX-TV  has  the  largest  audi- 

ence of  any  Nashville  station! 

With  a  36.4  share  of  audience  and  first  place 

in  188*  quarter  hours,  WSIX-TV  dominates  with 

1st  or  2nd  place  in  286*  quarter  hours  out  of 

a  weekly  total  of  388*. 
Lowest  cost  per  thousand,  top  local  program- 

ming, together  with  the  great  new  shows 

planned  by  Ollie  Treyz  and  ABC,  now  more 

than  ever  make  WSIX-TV  your  most  efficient  buy 

in  the  rich  Middle  Tennessee-Southern  Kentuc- 

ky-Northern Alabama  market. 

Call  your  H-R  or  Clarke  Brown  man  for  avail- 
abilities. 

*  including  ties. 

Represented  by: 

H.  R.  TELEVISION,  INC. 

CLARKE  BROWN  COMPANY 

CHANNEL 

NASHVILLE 
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judge,  and  Gardner's  art  and  merchandising 
specialists. 

The  dog  field  has  been  one  of  the  most 
heavih -researched  of  any  product  group 

over  the  past  15  years.  A.  C.  Nielsen  Co. 

has  been  auditing  the  market  and  its  po- 
tential since  1942  against  such  factors  as 

population  trends  for  children,  possessions, 
pets  by  age  range,  purchasing  power  per 

capita,  the  accelerating  shift  toward  sub- 
urban living  and  single-family  units,  the 

continuing  trend  toward  products  con- 
noting health  and  convenience,  and  ever- 

increasing  amounts  of  advertising  in  sup- 
port of  pet  products  of  which  the  $345 

million  dog  food  market  is  a  large  part. 
Said  J.  P.  Napier,  Nielsen  executive  vice 

president,  in  a  talk  last  year  before  the 
American  Pet  Food  Manufacturers: 

".  .  .  The  growth  of  the  dog  food  mar- 
ket was  as  far  from  saturation  (under  1955 

conditions)  as  it  had  been  in  1941  .  .  . 
because  for  every  added  pound  of  pet  food 
sold,  another  pound  was  added  to  the 
industry  potential  by  favorable  factors.  .  .  . 
Total  dog  food  (canned  plus  dry)  has  kept 

right  on   gaining.   .   .  ." 
Other  points  he  made: 
•  The  number  of  children  in  the  5  to  14 

age  brackets  will  continue  to  climb  for 
another  five  years. 

•  Purchasing  power  per  capita  is  at  the 
highest  point  in  history. 

•  Despite  new  types  and  brands  of  dry 
dog  food,  retail  stocks  have  not  gained  as 
fast  as  consumer  sales  (about  9%  annually 

compared  to  1 1  %   in  sales). 
•  Retail  stocks  of  19  dry  dog  food 

brands  totaled  904  pounds  in  the  average 
chain  store  as  of  June  1957;  weighted 

average  price  per  pound  was  14.2  cents 

from  September  1956-September  1957 
against  15.4  cents  for  that  period  in  1950 
— down  8% — while  the  overall  consumer 

price  index  rose  16%  (due  partly  to  in- 
creased weighting  of  some  large  package 

sizes  and  price  reductions). 

•  The  leading  17  dry  dog  food  brands 

showed  a  total  of  49  consumer  "deals"  in 
grocery  stores  during  May-June  1957,  the 
bulk  in  money-saving  offers  and  others  in 
combinations,  coupon  inserts  and  toys. 

Nielsen  concludes  from  product  research 
that  while  consumer  promotions  fail  to 

change  long-term  trends  and  usually  result 
in  only  temporary  sales  gains,  they  may  be 

successful  on  "new  products — if  they  are 
good — or  on  products  of  limited  distribu- 

tion and  use,"  according  to  Mr.  Napier. 

They  may  even  be  "advisable — or  necessary 
— for  an  established  product  as  a  defen- 

sive measure  against  an  aggressive  com- 

petitor." 

Mr.  Napier  made  plain  these  conclu- 
sions relate  only  to  share-of-market  trends 

and  are  not  meant  to  appraise  deals  ac- 
cording to  whether  or  not  a  particular 

promotion  was  profitable.  (Nielsen  data 
does   include   promotion  costs.) 

The  Nielsen  executive  went  on  to  sug- 

gest a  low-cost  census  of  the  U.  S.  dog 
population — perhaps  a  sample  of  dogs  and 
other  pets  in  2,000-3,000  homes.  "In  our 
estimation  this  would  serve  to  sharpen 
both  the  sales  and  the  advertising  efficiency 

TALKING  over  the  new  Marlboro 
campaign  in  England,  including  a 

saturation  tv  spot  drive  [At  Dead- 

line, Sept.  1],  are  these  tobacco  in- 
dustry associates  (1  to  r):  Dave  Morris, 

managing  director  of  A.  Lewis,  a  ma- 
jor English  wholesaler-retailer;  George 

Harris,  managing  director  of  Marl- 
boro's Philip  Morris  &  Co.  Ltd.,  Eng- 

land, and  Marcus  Glaser,  president  of 
Glaser  Bros.,  California  wholesaler. 

The  British  campaign  is  being  handled 

by  Coleman.  Prentiss  &  Varley,  Lon- 
don. 

of-  all  elements  of  the  industry.  At  least, 
the  important  pet  food  industry  would  at 
last  know  who  its  customers  and  prospects 

are!" 

By  now,  Ralston  Purina  seems  to  have  a 
pretty  good  idea  who  its  customers  and 
prospects  are  and  how  to  whet  their  interest 

in  Dog  Chow.  Last  January  it  con- 
ducted a  children's  contest  on  Broken  Arrow 

and  in  farm  and  general  publications.  It 
asked  viewers  and  readers  to  identify  eight 

famous  dogs  (among  them,  Orphan  Annie's 
"Sandy,"  Steve  Allen's  "Steverino,"  RCA 
Victor's  "His  Master's  Voice")  and  com- 

plete a  jingle.  It  offered  over  1,100  prizes 

totaling  $50,000  to  winners  of  its  "What's 
My  Name?"  contest  last  March — such  loot 
as  a  $20,000  first  prize,  station  wagons,  hi-fi 
sets,  transistor  radios  and  even  dog  mat- 
tresses. 

But  such  gimmicks  generally  have  been 

secondary  to  a  sound,  aggressive  merchan- 
dising-advertising  program  geared  to  the 
television  audience.  The  sales  theme  is 

summed  up  by  a  dog  owner  in  one  basic 
tv  commercial  with  an  outdoor  motif: 

"I've  been  feeding  Purina  Dog  Chow 
for  more  than  a  year  now  .  .  .  and  my  dog 

still  comes  running  for  it.  Purina  sure 

knows  what  dogs  like.  They  tell  me  there's 
no  dog  food  like  this  one.  These  aren't 
the  usual  hard,  tough  pellets.  They're  light, 
crunchy  chunks.  You'd  think  they  were 
chunks  of  meat  to  see  my  dog  eat  them.  .  .  . 

Yep!  ...  I'd  say  we're  sold,  aren't  we,  boy? 

Ever  see  such  an  eager  eater?" 
And,  what's  more,  Rusty  or  Rover  al- 

ways manages  to  dash  over  to  the  right 

dog  food. 
Broadcasting 



No  Hotpoint  Ad  Changes  Seen 

In  Sales,  Distribution  Split 

No  change  in  basic  advertising  functions 

is  contemplated  as  a  result  of  the  creation 

of  separate  sales  and  distribution  depart- 
ments at  Hotpoint  Co.  last  week. 

Effective  Monday  (Sept.  1),  the  consol- 
idated sales-distribution  department  was 

dissolved  and  John  F.  McDaniel,  its  gen- 
eral manager,  was  named  to  a  similar  post 

with  the  sales  department.  It  will  be  re- 

sponsible for  all  Hotpoint  operations  con- 
nected with  Graybar  Electric  Co.  and  in- 

dependent distributors.  Robert  C.  Hawley, 

formerly  regional  manager  of  sales-distribu- 

tion for  General  Electric's  tv  receiver-ap- 
pliance division.  Appliance  Park,  Louisville, 

becomes  general  manager  of  distribution, 

including  responsibility  for  main  office  and 
branches  of  Hotpoint. 

As  before,  Lee  DiAngelo,  overall  section 

manager  of  advertising  and  merchandising, 
and  Al  Utt,  advertising  chief,  will  continue 

to  report  to  Mr.  McDaniel.  Hotpoint  ap- 
pointed Compton  Adv.  Inc.  to  handle  its 

combined  $3.5  million  (tv  receiver-ap- 

pliance-trade advertising)  account  last  June 

and  reportedly  is  studying  possible  fall 
broadcast  media  plans  [At  Deadline, 

June  16].  The  company,  meanwhile,  has 
introduced  five  new  electric  ranges  for 
1959  and  announced  plans  for  consumer, 
dealer  and  distributor  sales  programs  in 
other  media. 

Merchant  Wants  Broadcasters 

To  Share  in  Alaska  Boom 

There's  gold  in  Alaska,  plus  oil  and  furs, 
and  a  pioneer  per-inquiry  advertising  agency 
wants  broadcasters  to  start  the  parade  of 

hardy  Americans  into  the  area. 

"Friends,  since  Congress  made  Alaska 
the  49th  state,  tens  of  thousands  of  people 
have  decided  to  share  in  the  boom  which 

is  already  an  established  fact  in  Alaska," 
says  a  90-second  continuity  written  by  Ed- 

win A.  Kraft  Adv.  Agency,  Los  Angeles. 
And  Mr.  Kraft  wants  broadcasters  to 

share  in  this  new  wealth  by  collecting  60 

cents  for  every  $1  copy  of  a  book  called 
Alaska  Life  bought  by  listeners.  The  book 
is  published  by  Alaska  Life  Publishing  Co. 

Mr.  Kraft  has  more  than  two  decades  of 

per-inquiry  and  mail-order  experience  in 

selling  plants  and  flowers  by  radio.  "This 
pays  the  highest  of  any  dollar  deal  we 

have  ever  released,"  Mr.  Kraft's  pitch  to  sta- 
tions explains. 

WCTU  Leaders  Indict  Television 

Charges  that  tv  commercials  are  training 
children  to  accept  drinking  of  alcoholic 

beverages  as  "a  way  of  life"  were  made  by 
Jean  Hansen,  general  secretary  of  the 
Loyal  Temperance  Legion,  in  an  address 
to  the  84th  convention  of  the  National 

Woman's  Christian  Temperance  Union  in 
Washington  last  week.  Mrs.  Virginia  Reum, 

director  of  the  WCTU's  radio-tv  depart- 
ment, criticized  some  tv  western,  cartoon 

and  quiz  shows  as  unwholesome  fare  for 
children.  The  WCTU  supports  measures  in 
each  Congress  to  prohibit  advertising  of 
beer  and  liquor  in  all  media. 

COMMON  LAW 

Coincidence  and  a  flip  of  a  coin 
last  week  accounted  for  the  formation 

of  a  new  advertising  agency.  Back  in 

1954,  the  Loewy-Stempel  agency 
moved  into  95  Madison  Ave.,  New 

York,  home  of  the  Posner-Zabin 
agency.  With  both  agencies  servicing 
a  number  of  local  accounts,  execu- 

tives from  the  two  shops  got  to  know 
one  another  rather  well.  Last  week, 

the  two  agency  heads  decided  to 

merge — without  benefit  of  "marriage 
broker" — and  based  the  decision  for 

a  new  agency  name — Posner-Zabin/ 
Loewy-Stempel  Inc. — on  the  flip  of 
a  coin.  The  agency  will  use  the  Pos- 

ner-Zabin phone  number  of  Murray- 
hill  9-2676  and  will  stay  for  the  time 
being  at  95  Madison  Ave. 

Kroger  Account,  Now  Divided, 

Expected  to  be  United  at  C-M 

Campbell-Mithun  had  the  "inside  track" Thursday  for  an  estimated  $1.25  million  in 
new  Kroger  Co.  business  to  be  relinquished 

by  Campbell-Ewald  Co.  Nov.  1. 
W.  J.  Sanning,  Kroger  advertising  man- 

ager, told  Broadcasting  that  Campbell- 
Mithun's  Chicago  office  as  a  good  bet  to 
handle  the  remainder  of  the  Kroger  ac- 

count, with  an  announcement  to  be  forth- 
coming shortly.  No  other  agency  reportedly 

is  being  considered.  C-M  already  services 
1 1  of  the  22  Kroger  divisions,  plus  the  man- 

ufacturing unit. 

Both  Campbell-Mithun  and  Campbell- 
Ewald  inherited  the  split  Kroger  account  last 

Oct.  7  from  Ralph  H.  Jones  Co.,  Cincin- 
nati. C-E  has  resigned  its  portion  on  grounds 

that  serving  only  1 1  of  the  22  divisions  in 

21  states  was  "unprofitable." 

Foote  to  Give  Opening  Speech 

In  Chicago  Ad  Seminars  Oct.  2 

Emerson  Foote,  senior  vice  president  and 
director  of  McCann-Erickson  Inc.,  will  kick 
off  the  Chicago  Federated  Advertising 
Club's  22nd  annual  fall  series  of  workshop 
seminars  with  an  address  in  the  Sheraton 
Hotel  Oct.  2. 

Under  the  general  title,  "Sales  Are  Our 
Business,"  top  advertising  specialists  will 
speak  at  eight  sessions  on  copywriting,  art 

and  layout,  production,  industrial  advertis- 
ing, marketing  and  merchandising,  public 

relations  and  publicity,  direct  mail  and  radio- 
tv.  The  production  and  radio-tv  seminars 
will  be  conducted  each  Wednesday  starting 

Oct.  15,  two  days  after  the  workshop  offi- 
cially opens. 

Co-chairmen  of  the  workshop  are  Ferd 
Isserman,  brand  manager  of  the  Toni  Co., 

and  Ruth  Wood,  account  executive  at  .Need- 
ham,  Louis  &  Brorby  Inc.  A.  B.  Stone,  vice 
president  of  Henri,  Hurst  &  McDonald,  is 

chairman  of  CFAC's  educational  committee. 

ARF  Audience  Concepts  Group 

Adds  Canter,  Steele  as  Members 

Stanley  Canter,  vice  president  and  direc- 
tor of  research,  Ogilvy,  Benson  &  Mather, 

New  York,  has  been  named  to  the  Audience 

Concepts  Committee  of  Advertising  Re- 
search Foundation.  Along  with  appoint- 

ment of  Herbert  M.  Steele,  sales  promotion 

manager  of  the  New  York  News,  the  com- 
mittee's membership  is  increased  to  14. 

Dr.  Wallace  H.  Wulfeck,  ARF  board 
chairman  and  executive  vice  president  of 

William  Esty  Co.,  reported  the  committee 

"has  been  progressing  in  its  efforts  on  one 
of  the  toughest  and  most  controversial 

problems  in  advertising  today."  Seymour 
Banks,  manager  of  media  planning  and  re- 

search, Leo  Burnett  Co.,  is  chairman. 

COLO R  C 

The  Next  10  Days 

of  Network  Color  Shows 

(all  times  EDT) 

CBS-TV 
Colorcasting  schedule  suspended  for 

summer. 

NBC-TV 

Sept.  8-12,  15-17  (12:30-1  p.m.)  It  Could 
Be  You,  participating. 

Sept.  8-12,  15-17  (2:30-3  p.m.)  Haggis 

Baggis,  participating. 

Sept.  8,  15  (7:30-8  p.m.)  Haggis  Baggis, 
sustaining. 

Sept.  9  (8-9  p.m.)  Mr.  Crane  (repeat  of  a 
Matinee  Theatre  presentation),  RCA- 
Whirlpool  through  Kenyon  &  Eckhardt. 

Sept.  10,  17  (9-10  p.m.)  Kraft  Mystery 
Theatre,  Kraft  Foods  Co.  through  J.  Wal- 

ter Thompson  Co. 

Sept.  11  (7:30-8  p.m.)  Tic  Tac  Dough, 
Warner-Lambert  through  Lennen  &  New- 

ell and  RCA  Victor  through  Kenyon  & 
Eckhardt. 

1  N 

Sept.  12  (7:30-8  p.m.)  Big  Game,  sustain- 

ing. 

Sept.  13  (8-9  p.m.)  Perry  Como  Show, 
Sunbeam  through  Perrin-Paus,  American 

Dairy  through  Campbell-Mithun,  Kim- 
berly-Clark through  Foote,  Cone  &  Beld- 

ing,  RCA-Whirlpool  through  Kenyon  & 
Eckhardt,  Noxzema  through  Sullivan, 

Stauffer,  Colwell  &  Bayles  and  Chem- 
strand  through  Doyle  Dane  Bernbach. 

Sept.  14  (7-7:30  p.m.)  Noah's  Ark,  sus- 
taining. 

Sept.  14  (7:30-8  p.m.)  Northwest  Passage, sustaining. 

Sept.  14  (8-9  p.m.)  Steve  Allen  Show, 
Greyhound  through  Grey,  DuPont 
through  BBDO,  Polaroid  through  Doyle 
Dane  Bernbach. 

Sept.  14  (9-10  p.m.)  Chevy  Show,  Chev- 
rolet through  Campbell-Ewald. 

Sept.  16  (7:30-9  p.m.)  The  Pied  Piper  of 
Hamelin,  Liggett  &  Myers  through  Mc- 
Cann-Erickson. 

Broadcasting September  8,  1958    •    Page  47 





Pardon  me,  boy. . . 

is  this  the  road 

to  Pittsburgh?" 

PIRATE  OWNER  CROSBY:  "Can't  miss  it,  friend!  Forbes  Field  just  a  line 

drive  straight  ahead!" 

ABC-TV  IMPRESARIO  CROSBY:  "Do  tell!  I'm  here  for  the  opener!" 

OWNER  CROSBY:  "You're  a  trifle  tardy,  pal.  We  opened  last  April.  And 

beat  Milwaukee,  4  to  3." 

IMPRESARIO  CROSBY:  "Come  off  it,  chum!  I'm  here  for  the  station  opener. 

That's  September  14!  It's  ABC  Television's  newest  live  affil- 

iate, y'know.  WTAE,  Channel  4.  Top  drawer!" 

OWNER  CROSBY:  "ABC-TV,  you  say?  Splendid  outfit!  Solid  line-up.  How 

many  major  affiliates  does  this  make?" 

IMPRESARIO  CROSBY:  "83,  counting  Pittsburgh.  We  cover  this  country  like 
a  blanket!  84.5%  all  live  coverage!  94.7%,  counting  delayed 

broadcasts." 

OWNER  CROSBY:  "You  don't  say!  Well,  you'll  have  a  ball  doin'  the  Pitt 
bit.  We  rank  8th  in  national  retail  sales— and  8fh  in  national 

buying  income!" 

IMPRESARIO  CROSBY:  "And  8th  in  the  National  League,  old  man?" 

OWNER  CROSBY:  "That's  ancient  history,  dad!  Have  you  glanced  at  the 

standings  lately?" 

You  get  them  at  the  fifEY MGE on  dfoC-tV 



NETWORKS 

QUIZ  PROBE  VIRUS  MAY  SPREAD 

The  hassle  over  allegations  that  two  major 

tv  network  quiz  programs  were  "rigged" 
continued  last  week  amid  indications  the 

probe  might  spread  to  other  quiz  shows. 

Conceded  by  the  New  York  district  at- 
torney: The  investigators  have  received  a 

number  of  complaints  about  other  shows. 

As  of  now,  the  district  attorney  is  con- 
centrating on  Dotto,  which  was  killed  over 

the  Aug.  16  weekend  by  sponsor  Colgate- 

Palmolive,  and  Twenty-One,  accused  of  fix- 

ing by  a  contestant  who  won  $49,500  by — 
he  claimed — giving  answers  prepared  for 
him  in  advance. 

The  district  attorney  in  time  will  take  up 

the  other  complaints,  it  was  acknowledged, 

and  should  any  one  of  them  appear  to  con- 
tribute to  the  probe  of  quiz  practices,  the 

shows  involved  will  be  studied. 

The  quiz  rumpus  took  a  sensational  and 
florid  turn  in  New  York  during  the  week. 
Cancelled  checks,  charges  and  counter 

charges  and  a  tape  recording  purporting  to 

contain  a  "confession"  by  a  quiz  winner 
were  made  public  and  presented  to  the  dis- 

trict attorney. 

Nearly  all  of  the  "action"  last  week  cen- 
tered on  Twenty-One,  the  hit  quiz  show  of 

the  past  season  and  a  program  whose  in- 
tegrity was  defended  stoutly  by  sponsor 

Pharmeceuticals  Inc.,  producers  Jack  Barry 

and  Dan  Enright  and  NBC-TV. 
The  march  of  events  was  stirred  with  a 

statement  by  Barry  &  Enright  Productions 
to  the  effect  that  former  contestant  Herbert 

Stempel  (the  $49,000  winner  who  was  de- 
feated on  the  program  in  December  1956 

by  Charles  Van  Doren)  had  attempted  to 
blackmail  the  program  producers. 

Mr.  Stempel  promptly  denied  this  charge. 
Mr.  Stempel  said  he  had  signed  the  March 

7.  1957,  statement  released  on  Aug.  29  by 
Messrs.  Barry  and  Enright  [At  Deadline, 
Sept.  1]  because  Mr.  Enright  had  offered 
him  a  job  on  the  production  staff  in  Tic  Tac 

Dough  (another  B&E  quiz  show  on  NBC- 
TV). 

Mr.  Stempel  said  the  B&E  statement  men- 

tioning blackmail  was  "entirely  false  and 
malicious."  He  said  he  never  had  attempted 
blackmail,  but  repeated  his  charge  that 

Twenty-One  was  "fixed." 
The  next  round  was  played  in  the  form 

of  a  tape-recorded  conversation  which  pro- 
ducers Barry  and  Enright  asserted  took  place 

on  March  7,  1957,  between  Mr.  Enright 
and  Mr.  Stempel,  who,  it  was  said,  did  not 
know  his  voice  was  being  recorded.  A  du- 

plicate of  the  recording  was  submitted  to 
the  district  attorney. 

In  the  recording,  a  voice  said  to  be  Mr. 

Enright's  was  heard  to  say:  "You  came  in 
[pause]  with  a  blackmail  scheme,  Friday, 
and  I  think  to  describe  it  any  other  way 
would  be  avoiding  the  issue.  It  was  a  black- 

mail scheme.  Do  you  agree?"  The  other 
voice  (purported  to  be  that  of  Mr.  Stem- 

pel) :  "Uh,  [pause]  yes."  The  recording — which  fills  nearly  40  legal-sized  pages  of 
transcript — largely  covered  circumstances  of 
debt  and  how  prize-money  was  "piddled 
away"  by  the  voice  said  to  be  that  of  Mr. 
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Stempel.  There  are  references  also  to  psy- 
chiatric problems  and  treatment. 

Next  development  was  disclosure  that 

$18,500  in  two  checks  of  $8,500  and  $10,- 
000  were  advanced  to  Mr.  Stempel  while  the 
contestant  was  still  on  the  show  and  at  the 

time  winning  more  than  $50,000.  According 
to  Mr.  Enright,  the  money  was  advanced 
because  the  contestant  had  threatened  to 

leave  the  show,  his  winnings  were  running 
high  and  interest  was  building  up. 
Of  the  tape  recording,  Mr.  Stempel 

charged  it  was  "doctored,"  that  he  had  not 
replied  "yes"  to  the  question  about  black- 

mail and  that  he  had  in  fact  answered  "no." 
Meanwhile,  the  district  attorney  asked 

for  financial  and  program  records  of  both 

quiz  programs  and  began  studying  these 
along  with  the  cancelled  checks  and  the  tape 
recording. 

During  the  week,  the  probers  continued 

interrogation  of  principals  and  witnesses  in- 
volved in  the  Dotto  and  Twenty-One  inci- 
dents. Thursday  (Sept.  4),  the  attorneys 

questioned  Jack  Narz,  former  m.c.  of  Dotto, 

and  a  producer  associated  with  Frank  Coop- 
er Assoc.  which  packaged  and  owned  the 

Dotto  quiz  program. 

Admen  Hold  Breath 

As  Quiz  Ratings  Dip 

Advertisers,  agencies,  networks — and  of 

course  the  producers — were  watching  close- 
ly the  latest  quiz  show  ratings  last  week  to 

see  what  effect,  if  any,  the  past  two  weeks' 
investigation  and  charges  of  "fixing"  had 
had  on  these  programs'  audiences. 

On  the  basis  of  the  first  few  ratings  they 

looked  at,  they  seemed  to  be  having  trouble 
deciding  what  was  meant  by  what  they  saw. 

But  there  were  indications  that  some 

quizzes  had  taken  sizeable  dips — at  least 
last  week. 

NBC-TV's  Tic  Tac  Dough,  which  like 
Twenty-One  is  a  Barry  &  Enright  production 

IT'S  OFFICIAL 

The  FCC  got  the  word  officially 

last  week  on  the  alleged  "rigging" 
of  television  quiz  shows — but  it  was 
only  a  status  report.  At  its  first  meet- 

ing since  the  August  recess,  the  com- 
missioners were  advised  by  the  staff 

that  the  complaint  had  been  made 

and  that  the  staff  forwarded  the  pro- 
test to  CBS  under  routine  procedure. 

They  were  also  told  that  CBS  had 

not  yet  replied,  although  it  is  under- 
stood, network  officials  have  been  in 

informal  contact  with  FCC  aides. 

The  Commission  discussed  the  sit- 
uation only  in  a  procedural  sense. 

There  was  some  sentiment  expressed, 
it  is  understood,  that  the  Commis- 

sion should  not  publicly  acknowledge 
that  complaints  have  been  filed  until 
answers  are  received  from  subject 
stations  and  the  Commission  passes 
on  the  merits  of  the  allegations. 

fell  far  short  of  Sergeant  Preston  of  the 
Yukon  in  New  York  City  ARB  ratings  last 

Thursday  night  (Sept.  4) — whereas  in  Au- 

gust its  rating  was  virtually  double  Preston's. 
Later  Thursday  night,  The  Price  Is  Right 

fell  behind  Playhouse  90,  which  it  had 

beaten  substantially  in  ARB's  August  New York  ratings. 

These  ARB  ratings  represent,  for  last 

week's  shows,  New  York  measurements  via 
the  new  Arbitron  instant  ratings  system, 

while  the  August  figures  were  compiled  via 
the  ARB  diary  method.  ARB  had  hoped 
also  to  secure  Thursday  night  measurements 

on  its  seven-city  network  Arbitron,  which  is 

now  being  tested  and  slated  to  go  commer- 
cial within  a  week  or  10  days,  but  a  short 

circuit  knocked  the  multi-city  set-up  out  of 
commission  for  three  hours  Thursday  eve- 

ning. 

In  New  York  Arbitron  gave  Tic  Tac 

Dough  a  4.5  rating  in  the  7 : 30-8  p.m.  Thurs- 
day period  against  11.1  for  Sergeant  Preston. 

In  the  ARB  diary  measurement  in  New 

York  in  August  Tic  Tac  Dough  led  Ser- 

geant Preston  by  12.4  to  6.4.  The  sets-in- 
use  level  was  about  the  same  in  both  mea- 
surements. 

The  New  York  Arbitron  for  Price  Is 

Right  at  10-10:30  Thursday  night  was  11.2 
against  14.5  for  Playhouse  90.  In  the  August 
diaries  Price  led  by  25.7  to  16.8.  Officials 

noted,  however,  that  the  sets-in-use  level 
was  about  10  points  lower  Thursday  than  in 

August  and  said  this  would  hurt  Price's 
ratings. 

The  daytime  Price  Is  Right  last  Wednes- 
day had  an  Arbitron  of  8.7  against  3.7  for 

the  Godfrey  show  opposite.  The  August 

diaries  gave  Price  9.0  against  2.3  for  God- 

frey. 

Top  Dollar,  which  replaced  Dotto  when 
Colgate-Palmolive  dropped  the  latter  show 
in  the  abrupt  move  that  preceded  the  cur- 

rent investigations,  had  a  5.0  Arbitron  in 
New  York  last  Wednesday  morning.  In 

the  August  diaries  Dotto  registered  5.8. 

Trendex  by  Thursday  had  20-city  ratings 
of  September  performances  of  two  quiz 

shows— NBC-TV's  Twenty-One  and  CBS- TV's  Bid  and  Buy. 

For  Twenty-One,  one  of  the  programs 
being  studied  by  the  district  attorney,  these 
showed  a  substantial  fall  in  both  rating  and 
share  of  audience  since  July  but  only  a 
slight  decrease  since  August.  Bid  and  Buy 
showed  a  gain  since  July  in  rating  but  a 
slight  fall  in  share,  with  slight  declines  in 

"both  rating  and  share  since  August. 
The  Twenty-One  show,  for  example, 

showed  a  21.0  rating  in  July,  15.6  in  Au- 
gust and  14.9  in  September.  Its  share 

dropped  from  43.5  to  34.2  to  32.0  in  the 
same  period.  Thus  the  biggest  drop  was 

between  July  and  August — and  the  show 
measured  in  September  was  on  the  evening 
of  Labor  Day,  when  viewing  patterns  might 

easily  depart  from  the  normal. 

For  Bid  and  Buy  the  20-city  Trendex 
rating  went  from  12.6  in  July  up  to  14.3  in 
August  and  down  a  bit  to  14.1  in  September. 
Its  share  moved  from  30.7  to  33.4  to  30.2 
in  the  same  period. 

Meanwhile,  ARB's  new  Arbitron  instant  - 
ratings   system   measured   the  minute-by- 
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Yessir— our  Pulse  is 

stronger  than  ever! 

YUP,  at  the  ripe  old  age  of  37,  WDAY- 

Radio  is  as  frisky  as  ever  —  with  a  1958 

"Area  Pulse"  that  pumps  us  all  over  our  55 
counties,  215,900  radio  homes! 

As  for  many  years  past,  1958  Pulse  figures 

again  show  that  WDAY-Radio  gets  — 

More  than  TWICE  as  many  listeners  as 

the  No.  2  station! 

More  listeners  than  the  No.  2  and 

No.  3  stations  COMBINED! 

More  than  THREE  times  as  many 

listeners  as  the  No.  4  station! 

Truth  is — WDAY-Radio  just  doesn't  have 
any  real  competition  in  the  fabulous  Red  River 

Valley.  Ask  Peters,  Griffin,  Woodward! 

WDAY 

FARGO,  N.  D. 

NBC  •  5000  WATTS  •  970  KILOCYCLES 

PETERS,  GRIFFIN,  WOODWARD,  INC.,  Exclusive  National  Representatives 
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NETWORKS  CONTINUED 

minute  audience  of  last  week's  Twenty-One both  on  a  New  York  local  basis  and  on  the 

basis  of  seven-city  network  reports.  Both 
of  these  showed  high  tune-in  for  the  first 
lew  minutes  and  then  a  heavy  switch  away, 
leading  observers  to  speculate  that  many 
viewers  tuned  the  opening  to  see  whether 
any  reference  would  be  made  to  the  probe. 
( None  was. ) 

The  seven-city  Arbitron  gave  Twenty-One 
an  11.8  for  the  entire  half-hour,  as  against 
17.3  for  re-runs  of  /  Love  Lucy  running 
opposite  on  CBS-TV.  At  the  end  of  the 
tirst  three  minutes  the  two  programs  were 

neck  and  neck.  Twenty-One  at  12.6  to 

Lucy's  1  1.9.  At  the  28th  minute  of  the  period 
Lucy  was  15.6  and  Twenty-One  was  9.7. 
ARB  officials  said  the  trend  was  similar  in 

both  the  New  York  city  local  and  seven-city 
network  measurements. 

CBS-TV  Dips  in  July, 
ABC,  NBC  Billing  Up 

CBS-TV's  gross  time  charges  were  off 
1.4%  in  July  compared  to  the  same  period 
last  year,  but  all  three  tv  networks  com- 

bined were  up  5.9%  in  July  and  12%  ahead 
for  the  first  seven  months  of  the  year.  The 
July  figures,  compiled  by  Leading  National 

Advertisers-Broadcast  Advertisers  Reports, 
were  released  last  week  by  TvB. 

ABC-TV  and  NBC-TV  gross  billings  were 
up  a  respective  11.6%  and  13.2%  in  July, 
while  total  gross  billing  for  all  three  net- 

works was  $41,059,274.  The  tv  network 
total  lor  the  first  seven  months  of  1959 
was  more  than  $324  million. 

When  asked  about  the  apparent  slight 
decline  in  billing  for  July,  CBS-TV  authori- 

ties responded  Thursday  (Sept.  4)  that  the 

network's  billing  last  year  was  at  a  "higher 
level"  and  that  1957  was  a  "peak  year." 
Though  the  figure  was  off  in  July  of  this 

year,  "dollar  volume  at  CBS-TV  is  still 

way  above,"  it  was  emphasized. 
A  year  ago,  similar  compilations  showed 

all  three  tv  networks  off  in  gross  time  reve- 

nue for  August,  CBS-TV  then  suffering 
the  least  of  the  th  ree.  At  that  time,  it  was 
pointed  out  unanimously  by  the  networks 
that  the  August  1957  dip  in  gross  billing 
was  caused  by  network  coverage  of  the  po- 

litical conventions,  which  unusually  swelled 
the  August  1956  billing  [At  Deadline 
Oct.  7,  1957]. 

Political  'New  Look' 
Forecast  by  Mickelson 

The  day  of  the  demonstrative  and  vote- 
seeking  political  conventioneer  is  numbered 

,ii  least  on  network  television.  That's  the 
word  from  Sig  Mickelson.  CBS  News  vice 

president-general  manager,  who  last  week 
told  the  Overseas  Press  Club  of  America  in 

New  York  that  come  1960,  there'll  be  a 
radical  "new  look"  to  convention  coverage. 

Gone  will  be  the  45-minute  "spontane- 
ous" demonstration,   the  long-winded  and 

time-consuming  nominating  speech  and  with 
it — the  sometimes-boring  but 

always-costly  matter  of  keep- 

ing a  "hot  line"  open  in  the 

event  that  something  "excit- 
ing" might  take  place,  Mr. Mickelson  said. 

Videotape  recording,  he 
asserted,  will  enable  network 

news  editors  to  pare  pre-bal- 
loting  coverage  to  the  bone 
and  thus  keep  commercial 

pre-emptions  to  a  minimum. 
He  admitted  that  at  the  pres- 

ent time,  VTR  editing  tech- 

niques are  limited  to  tele- 

scoping short  "takes"  by 
bridging  them  with  "inter- 

pretive interpolations,"  but  said  that  by 
1960,  "the  people  out  at  Redwood  City" 
(Ampex  Corp.  headquarters)  will  have  suc- 

cessfully mastered  the  problem  of  cutting 
and  splicing  videotape. 

"It  is  of  utmost  necessity  for  the  net- 

works to  unshackle  themselves  of  'gavel- 
to-gavel'  coverage,"  Mr.  Mickelson  told 

OPC,  pointing  to  the  "unfortunate  pattern" 
of  convention  coverage  six  years  ago.  In 
1952,  he  recalled,  the  networks  were  forced 
to  share  a  number  of  single  cable  lines  in 

order  to  reach  single-station  markets  and 

compromised  by  agreeing  to  carry  the  en- 
tire conventions  from  beginning  to  end. 

Thus  CBS,  which  had  agreed  to  provide 

sponsoring  Westinghouse  Electric  Corp. 
with  an  estimated  17  hours  per  convention, 
ended  up  scheduling  a  total  of  130  hours 
between  the  Democrats  and  Republicans; 
again,  in  1956,  the  dramatics  and  exhibition- 

ism dragged  out  CBS'  coverage  to  60  hours. 
"The  cost  to  us  in  pre-emptions  was  stag- 

gering," he  noted. 

SIG  MICKELSON 

FIRST  SEVEN  MONTHS  OF  1958  AT  TV  NETWORKS 
JULY JANUARY-JULY 

 A  

ABC-TV 
CBS-TV 
NBC-TV 
TOTAL 

1958 
JANUARY 
FEBRUARY 
MARCH 
APRIL 
MAY 
JUNE 
JULY 

1957 

$  6,348.496 
18,537,069 
13,874,872 

$38,760,437 

1958 

$  7,083,555 
18,273,690 
15,702,029 

$41,059,274 

ABC 

$9,168,609 
8,441,988 
9,402,407 
8,739,456 
8,477,755 
7,387,586 
7,083,555 

% Change 

+  11.6 
—  1.4 

+  13.2 
+  5.9 

1957 

$  46,443,714 
135,299,556 
107,674,376 

$289,417,646 

1958 

$  58,701,356 
142,321,106 
123,108,261 

$324,130,723 

% 
Change 

+26.4 
+  5.2 
+  14.3 
+  12.0 

CBS 

$22,094,015 
19,410,741 
21,211,070 
20,628,511 
20,970,022 
19,733,057 
18,273,690 

NBC 

$18,344,111 
16,785,315 
18,874,597 
18,283,379 
18,470,368 
16,648,462 
15,702,029 

TOTAL 

$49,606,735 
44.638,044 
49,488,074 
47,651,346 
47,918,145 
43,769,105 
41.059,274 
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The  "Mickelson  Plan,"  as  outlined,  would 
condense  a  45-minute  speech  or  demonstra- 

tion into  no  more  than  90  seconds  ("The 

viewer  will  soon  get  the  idea  .  .  .")  and 

would  wrap  up  a  day's  activities  into  an 
hour-long  program.  However,  the  network 
would  continue  its  activities  on  the  con- 

vention site  as  if  it  were  actually  broadcast- 

ing it,  so  that  "instantaneously" — should  an 
unforeseen  bit  of  excitement  creep  into  the 

session — "we'd  be  able  to  throw  our  cover- 

age on  the  air,  live."  The  balloting  session 
would,  "of  course,"  be  covered  in  its  en- 

tirety. What  would  such  a  plan  mean  to  an 
advertiser,  say  Westinghouse? 
Mr.  Mickelson  opined  that 

the  sponsor  probably  would 

be  guaranteed  minimum  cov- 
erage in  advance  and  that  it 

could  count  on  "a  certain 

additional  amount  of  time" 
for  which  compensation 
would  be  arrived  at  after  the 

fact. 

Asked  whether  such  a  sys- 

tem would  not  be  "against 

the  public  interest,"  the  CBS News  head  felt  not.  He  said 

"most  of  the  pre-balloting 

heat  is  spent  in  smoke-filled 
rooms,  unaccessible  to  the  tv 

camera"  and  that  a  network  might  well  risk 
antagonizing  the  mass  viewer  by  depriving 
him  of  the  staple  programming  on  which 

he  has  come  to  depend.  He  cited  the  reac- 
tion in  Champaign,  111.,  when  WCIA-TV 

there  canceled  its  regular  commercial  sched- 
ule to  carry  the  UN  general  assembly  de- 
bate on  the  Lebanese  crisis.  Station  manage- 

ment, he  recalled,  "reported  receiving  calls 
in  the  ratio  of  12-to-l  protesting  the  can- 

cellations." He  added,  however,  that  after 
the  station  executives  went  on  the  air  to  tell 

their  viewers,  in  effect,  "You  may  not  like  it 
but  it's  good  for  you  and  we're  going  ahead 
with  it,"  reaction  reversed  itself  to  20-to-l 
in  favor  of  the  special  CBS  News  coverage 

— on  VTR  "by  the  way." 
"Television,"  he  said,  "is  uniquely  a  live 

medium  ...  we  believe  in  live  coverage 

where  warranted.  But  we'll  not  waste  the 
viewer's  time  with  hour-after-hour  of  delib- 

erations in  which  the  significant  develop- 

ments are  only  a  small  part  of  the  proceed- 

ings." 

Tape  may  also  improve  foreign  news 

coverage  on  tv  as  it's  now  known,  he  ex- 
plained, but  added  that  this  is  still  "virgin 

territory  to  be  explored.  We  still  don't  quite 
know  which  course  to  take."  He  said 
there  were  two  and  cited  as  a  possible  ex- 

ample a  summit  meeting  at  Geneva's  Palace 
of  Nations.  "We  could  take  upon  ourselves 
the  staggering  burden  imposed  by  the  logis- 

tics involved  in  transporting  and  installing 

our  own  electronic  gear,"  or  "we  could 
install  a  videotape  machine."  The  latter 
course — while  affording  CBS  the  luxury  of 
speed  and  economy  in  eliminating  costly 

film  processing — would  present  "consider- 
able difficulties"  but  in  the  long  run  might 

be  "better."  Explaining,  he  said  that  the 
problem  is  essentially  that  of  "translating 
the  European  tv  system  to  compatible 

(U.S.)  terms.  "Were  CBS  to  focus  its  VTR 
eye  on  the  picture  provided  by  Swiss  Tele- 
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A  60,000,000  TON  INDUSTRY  IN  DULUTH-SUPERIOR 

TODAY-World's  2nd  largest  port! 

TOMORROW-Terminus  of  the  great  St.  Lawrence  Seaway! 
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Two  students,  who  hold  scholarships  awarded  by  American  business,  stop  Roger  Soderberg  of  Elgin,  Illinois.  Says  Dr.  Bowen:  "With  its  help  to 
to  talk  to  Dr.  Howard  R.  Bowen,  president  of  Grinnell  College,  Grinnell,  colleges  and  students,  business  is  assuring  a  future  source  of  leaders- 
Iowa.  (L.  to  R.)  Dr.  Bowen;  Janet  Kispert  of  Stillwater,  Minnesota;  and       not  for  itself  alone,  but  for  every  phase  of  American  life." 

WHY  SHOULD  BUSINESS  HELP 

COLLEGES  AND  STUDENTS? 

College  educations  cost  more  today,  too! 
In  fact,  for  many  young  men  and  women 

— and  for  their  parents — the  increasing 
cost  of  a  college  education  has  become  a 

major  problem.  And  small,  privately- 
financed  colleges  also  have  found  them- 

selves threatened  by  rising  costs.  Yet  it 

is  vitally  important  to  America's  future 
that  our  young  people  be  well  educated. 

To  help  promising  students  and  small 

colleges,  we  and  other  American  com- 
panies have  taken  steps  to  give  financial 

aid.  Standard  Oil,  for  example,  has  made 
funds  available  which  provide  for  34 
graduate  fellowships  and  undergraduate 
scholarships  in  science  and  engineering. 

Four-year  scholarships  awarded  through 
the  National  Merit  Scholarship  Corpora- 

tion also  are  included  in  this  program. 
Thirteen  students  now  are  attending 

school  on  these  scholarships.  Supplemen- 
tary grants  are  made  to  schools  chosen 

by  the  Merit  Scholarship  winners. 
In  addition,  Standard  Oil  has  made 

funds  available  from  which  $175,000  is 

paid  yearly  to  aid  privately-financed  lib- 
eral arts  colleges  in  the  Midwest  and 

Rocky  Mountain  states. 
At  Standard  Oil,  where  so  much  of  our 

planning  concerns  the  future,  we  believe 

there  are  few  things  more  vital  to  the  sur- 
vival of  our  democratic,  free-enterprise 

system  than  a  well-educated  public. 

That's  why  we  provide  for  substantial 
financial  aid  to  both  colleges  and  students. 

What  makes 
a  company 

a  good  citizen? 

One  way  of  judging  a  company's  citizenship  is  by  its 
concern  for  the  future — not  for  itself  alone,  but  for 
the  country  as  a  whole.  With  business  and  colleges 
working  together  to  build  a  stronger,  more  secure 
America  through  education,  a  brighter  future  is 
assured  for  us  all. 

Dr.  Laurence  M.  Gould,  president,  Carleton 
College,  Northfield,  Minnesota:  "If  it  were  not for  financial  help  from  business  organizations, 
many  capable  students  would  be  denied  a  col- 

lege education.  The  far-sighted  companies  giv- 
ing this  aid  are  helping  to  conserve  one  of  our 

most  valuable  natural  resources." 

Charles  Rieck  of  Chicago,  National  Merit  Schol- 
arship winner,  and  physics  major  at  Notre 

Dame:  "Business  is  helping  to  make  it  possible 
for  many  people  to  continue  their  education.  Its 
concern  for  students  and  colleges  shows  a  real 
long-range  interest  in  national  welfare." 

STANDARD  OIL  COMPANY 
(INDIANA) 

THE  SIGN  OF  PROGRESS. 
THROUGH  RESEARCH 



NETWORKS CONTINUED 

vision  (625-line  picture),  "we'd  somehow 
have  to  convert  this  to  suit  our  525  lines." 

Then  too.  he  asked,  "  what  about  the  legal 
angle — do  we  have  a  right  to  be  there  in 

the  first  place?  What  about  the  Swiss?" Mr.  IVlickelson  commented  again  on  the 

proposal  by  NBC  chairman  Robert  W. 
Sarnoff  that  the  networks  pool  their  special 

events  coverage  on  a  rotation  basis  [Net- 
works. Sept.  I].  Mr.  Mickelson  was  not 

"wholly"  in  favor  of  the  Sarnoff  proposal. 

Culligan,  Sugg  Named 

NBC  Executive  V.P.'s 

MR.  CULLIGAN MR.  SUGG 

Matthew  J.  Culligan  and  P.  A.  (Buddy) 

Sugg  were  promoted  to  executive  vice  pres- 
idents of  NBC  at  the  monthly  board  meeting 

last  Friday  (Sept.  5). 

Mr.  Culligan  is  in  charge  of  the  NBC 
Radio  Network  and  Mr.  Sugg  is  head  of 

NBC  Owned  Stations  and  Spot  Sales  Div. 

Both  have  been  vice  presidents.  Their  elec- 
tions to  executive  v. p.  were  announced  by 

Board  Chairman  Robert  W.  Sarnoff. 

Mr.  Sugg,  head  of  the  Oklahoma  City 

Publishing  Co.  radio  and  television  prop- 
erties for  many  years,  left  that  post  last 

spring  to  join  NBC  in  the  owned  stations 

and  spot  sales  vice  presidency.  He  entered 
radio  at  KPO  San  Francisco  in  1929  as  a 

control  room  engineer,  later  was  supervisor 

of  engineers  for  NBC  in  San  Francisco  until 
he  was  called  to  active  duty  with  the  Navy 
in  1940. 

He  rose  to  the  rank  of  captain  during 
World  War  H.  Afterward,  in  December 

1945,  he  joined  the  Oklahoma  Publishing 
Co.  as  manager  of  WKY  Oklahoma  City 
and  later  assumed  direction  of  the  other 

stations  built  or  acquired  by  the  company 

(WKY-TV,  WSFA-TV  Montgomery,  Ala., 
and  WTVT  [TV]  Tampa,  Fla.). 

Mr.  Culligan,  formerly  in  film  production 
and  with  Hearst  and  other  magazines,  joined 

NBC  in  1952  on  special  assignment  to  the 
NBC-TV  Today  show,  then  young  and 

doing  poorly  in  advertising  revenues.  When 
Today  became  successful  Mr.  Culligan  was 
promoted  to  sales  supervisor  of  Today  and 
Home,  and  then  served  successively  as  sales 

manager  of  participating  programs,  national 
sales  manager  of  the  television  network  and 
head  of  the  NBC  merchandising  department, 
and  subsequently  vice  president  and  director 
of  sales  for  NBC-TV  before  being  named 
to  head  the  radio  network  in  August  1956. 

News  on  the  hour,  the  NBC  "hot  line" 
news  service  to  affiliates,  the  imagery  trans- 

fer and  memory  vision  concepts  of  adver- 
tising are  among  the  innovations  he  has 

introduced  as  radio  network  chief. 

PERSONNEL  RELATIONS 

AFTRA  WCKY  Tactics 

Cleared  by  Examiner 

Actions  by  American  Federation  of  Tele- 
vision &  Radio  Artists  and  its  Cincinnati  lo- 

cal, designed  to  keep  members  and  adver- 
tising agencies  from  making  recordings  for 

use  on  WCKY  Cincinnati,  did  not  consti- 
tute violations  of  the  National  Labor  Rela- 

tions Act,  according  to  an  examiner's  recom- 
mended order  to  the  National  Labor  Rela- 

tions Board. 

Examiner  Charles  L.  Ferguson,  of  NLRB, 

held  Sept.  2  that  notices  to  AFTRA  mem- 
bers, a  survey  of  recording  performances 

and  other  steps  designed  to  keep  advertis- 
ing off  WCKY  were  within  the  law  except 

for  an  error  by  a  local  union  officer. 

Last  Jan.  10  a  temporary  injunction  re- 
straining AFTRA  from  certain  alleged  sec- 

ondary boycott  activities  was  handed  down 
by  Judge  John  H.  Druffel,  of  U.  S.  District 
Court,  Cincinnati  [At  Deadline,  Jan.  13]. 
The  injunction  was  effective  pending  NLRB 
action. 

NLRB's  regional  office  in  Cincinnati  had 
asked  the  court  for  the  injunction  [Per- 

sonnel Relations,  Jan.  6],  contending 
the  union  had  ordered  member  employes 
working  on  advertising  recordings  not  to 
make  any  recordings  for  broadcast  on 
WCKY.  The  station  and  AFTRA  had  been 

negotiating  several  months  prior  to  the 
strike,  which  began  Aug.  28,  1957. 

Examiner  Ferguson  reviewed  specific 

AFTRA  actions,  finding  no  violation  in  ef- 
forts to  influence  Gil  Shepard,  talent  for 

WCKY  programs  broadcast  by  Sixty-Sec- 
ond Shops  and  placed  by  Ad  Frontiers,  to 

cease  WCKY  performances.  Mr.  Shepard 
was  described  as  a  salaried  employe  of  Ad 
Frontiers  though  he  later  was  paid  a  talent 

fee  by  Sixty-Second  Shops  for  broadcasts 
and  personal  appearances. 

The  examiner's  decision  held  activities 
aimed  at  advertising  agencies  to  keep  busi- 

ness off  WCKY  do  not  violate  the  labor  act. 

"None  of  the  unfair  labor  practices  alleged 
in  the  complaint  (by  WCKY)  has  been  estab- 

lished by  a  preponderence  of  the  credited 

evidence,"  he  held  in  recommending  dismis- 
sal of  the  complaint  in  its  entirety. 

At  the  time  of  the  federal  court  action  last 

January,  C.  H.  Topmiller,  WCKY  presi- 
dent, had  charged  the  union  with  threaten- 

ing to  bankrupt  the  station. 

U.S.,  British  Writers  to  Meet 

On  Extension  of  WGA  Standards 

Minimum  standards  and  working  condi- 
tions for  American  and  British  writers  for 

tv  and  motion  pictures  will  be  a  major  mat- 
ter of  discussion  the  end  of  this  month 

when  Evelyn  Burkey  and  Michael  Frank- 
lin, eastern  and  western  executive  directors 

of  Writers  Guild  of  America,  meet  in  Lon- 
don with  the  heads  of  the  British  Screen 

&  Television  Writers  Assn. 

In  announcing  the  meeting  WGA  pointed 
out  that  no  residuals  are  at  present  made 
to  British  tv  writers  nor  to  American  writ- 

ers contracted  in  England. 

The  guild  executives  will  also  discuss 

It's  Simply 

a  Matter  of  Dollars ! 

If  you  added  together  all  the  money 

spent  last  year  by  all  the  people  in 
Cincinnati,  New  Orleans,  and  Charlotte, 

N.  C,  you  would  just  about  reach  the 
whopping  total  of  $2.5  billion  spent  by 

people  covered  by  WOWO,  the  37th 
Radio  Market. 

If  you're  buying  top  radio  markets, 
you  must  include  . . . 

50,000  WATTS 

37th  U.S.  Radio  Market* WOWO 
FORT  WAYNE,  IND.  Represented  by  PGW 

WESTINGHOUSE  BROADCASTING  COMPANY,  INC. 

*Broadcasting,  December  16,  1957 
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RON  LAYTNER 

•eporting  to  WSRS  News  from  Little  Rock. 

September  1957,  Little  Rock,  Arkansas.  The  eyes  of  the  nation 

were  focused  on  a  handful  of  Negro  children  attending  Central 
High  School  behind  the  unsheathed  bayonets  of  Federal  troops. 
Newsmen  by  the  hundreds  poured  in  to  feed  the  story  to  an  eager 
public.  And  on  the  scene,  keeping  abreast  of  developments  and 

often  setting  the  pace  was  a  radiotelephone-equipped  NNN  Corvette 
News  Cruiser. 

Your  informative,  action-packed  coverage  .  .  .  was  excellent," 
wrote  S.  R.  Sague.  president  and  general  manager  of  Cleveland's 
independent  WSRS.  "Send  more,5'  wired  News  Director  Alan  Jarl- 

son  of  Las  Vegas'  KRAM.  "The  feeds  were  of  a  generally  excellent 
nature  .  .  .  Please  inform  us  first  on  future  events,"  said  Marty  Ross, 

News  Editor  of  Albany's  50kw  WPTR. 
During  the  past  eventful  year,  NNN  men  have  trekked  through 

rebel  mountain  hideouts  in  Cuba,  reported  missle  tests  from  Cape 
Canaveral,  followed  teenage  killer  Charles  Starkweather  on  a  reign 
of  horror  in  Nebraska  and  Wyoming.  By  speedy  Corvette  or  Twin 
Bonanza  airplane,  NNN  crews  rush  to  the  scene  of  major  news. 
From  Omaha,  the  geographical  heart  of  the  nation.  NNN  staff  men 

keep  attuned  to  minute-by-minute  indications  of  headline-making 
events.  Within  hours,  often  less,  a  reporting  team  is  at  the  locale 
and  on  the  air  with  graphic,  factual  news  and  interviews. 

More  than  forty  stations  in  the  United  States  and  Canada  are 

familiar  with  NNN  service.  Through  experience  that  comes  only 

with  growth  and  engineering  technology  NNN  now  has  the  most 

unique  and  inexpensive  method  yet  devised  for  the  speedy  transmis- 
sion of  news.  Because  of  these  advances  more  stations  can  be  added, 

giving  listeners  in  your  area  a  vivid,  on-the-spot  account  of  news 
happenings,  building,  in  the  process,  loyalty  and  higher  ratings. 

Listeners  hear  the  newsman  open  and  close  each  report  with  your 
call  letters,  adding  to  audience  and  prestige. 

Here's  the  most  gratifying  news  of  all.  Why  chance  a  pig  in  a 
poke?  No  need  to  since  all  service  is  unconditionally  guaranteed  to 
be  fast,  accurate  and  colorful.  And  you  are  the  judge.  To  quote  an 

old  restaurant  motto,  "You  must  be  pleased  or  you  must  not  pay." 
No  enterprising  station  can  afford  to  be  without  this  unique 

new  service.  Remember,  only  NNN  offers  the  experience  of  top- 
flight newsmen  and  a  product  that  is  unconditionally  guaranteed. 

Drop  us  a  line.  The  rates  are  tailored  to  your  situation  and  will  sur- 
prise you.  For  more  information  write,  wire  or  phone  Promotion 

Department.  National  News  Network.  1908  California.  Omaha  2. 
Nebraska. 

FOR  FAST,  RELIABLE  NEWS  -  UNCONDITIONALLY 

GUARANTEED  TO  PLEASE  -YOU  CAN  RELY  ON 

national  news  network 

©Buddy  Dundee  Enterprises,  Inc. 
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PERSONNEL  RELATIONS  continued 

elimination  of  price  cutting  to  stymie  "run- 
away" producers,  an  exchange  of  policing 

information  on  residuals  and  the  solidifying 
of  other  rights  such  as  copyright  revision. 
To  further  these  objectives,  top  executives 

of  the  British  and  French  writers'  organiza- 
tions, plan  to  attend  the  WGA  national 

council  meeting  scheduled  for  November 
in  New  York. 

Film  Strike  Averted 

By  SDIG-FPA  Agreement 

A  strike  by  the  recently-organized  Screen 
Directors  International  Guild,  New  York, 
was  averted  when  the  Film  Producers  Assn. 

of  New  York  and  the  guild  agreed  on  a 
proposed  contract  last  week.  The  strike  had 
been  threatened  to  start  Friday  (Sept.  5). 

The  contract  for  some  300  freelance  di- 
rectors employed  by  FPA  members  covers 

minimum  wages,  status  of  apprentice  di- 
rectors, relations  of  owner-producer-di- 

rectors with  the  guild  and  "general  work- 
ing conditions."  Avoidance  of  the  strike 

means  that  tv  commercial  productions  by 
25  of  35  FPA  members  engaged  in  such 
work  will  continue  unimpeded.  Among  tv 
commercial  firms  represented  by  FPA  are 

Sarra  Inc.,  Filmways,  Elliot-Unger  &  El- 
liot, Transfilm,  Shamus  Culhane  and  Rob- 

ert Lawrence  Productions  Inc.  The  three- 
year  agreement  now  goes  before  each  FPA 
member  for  ratification. 

The  settlement  caps  a  year-long  struggle 
on  behalf  of  the  directors  to  seek  recogni- 

tion in  the  East.  SDIG  was  formed  last 

year  by  a  number  of  New  York  directors 
after  it  was  decided  not  to  affiliate  with  the 

Hollywood-based  Screen  Directors  Guild. 
SDIG  says  it  has  clamored  for  recognition 
by  FPA  for  some  seven  months,  but  the 
latter  organization,  involved  in  arranging 

contracts  with  other  unions,  deferred  nego- 
tiations until  early  this  summer.  On  Aug. 

21,  the  guild  notified  FPA  by  telegram 
that  unless  an  agreement  were  signed  by 

Sept.  5,  it  would  stage  a  walk-out  [At 
Deadline,  Aug.  25].  Upon  receipt  of  the 
telegram,  FPA  President  Nathan  Zucker  re- 

jected the  strike  threat;  later,  FPA,  having 
been  advised  that  SDIG  had  approved 
changes  and  modifications  proposed  by  the 

association  on  Aug.  28  indicated  a  willing- 
ness to  come  to  terms.  Among  them: 

•  A  minimum  pay  scale  for  freelance  di- 

rectors of  $275-$450  a  week  "depending 
on  the  category  of  direction,"  e.g.,  from  un- 

complicated to  what  one  FPA  official  calls 

"very,  very  complicated"  direction. 
•  An  owner-director  need  not  join  the 

guild  as  a  matter  of  necessity. 

•  A  producer  may  develop  any  number 
of  directorial  apprentices  but  cannot  use 
such  development  as  a  means  of  locking  out 

SDIG  members;  FPA  apprentices  are  lim- 

ited to  a  total  of  10  minutes'  worth  of 
direction  or  five  full  working  days  a  year. 

•  Freelance  directors  must  be  SDIG 

members  and  if  not,  must  join  SDIG  "with- 
in 30  days"  of  assignment. 
•  Owner-directors  need  not  use  SDIG 

talent  if  they  themselves  seek  to  do  such 
work. 

It  was  explained  by  an  FDA  official  that 
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these  modifications  concerning  owner-di- 

rectors were  inserted  to  protect  "those  mem- 
bers of  ours  who  both  produce  and  direct 

film." 

Meanwhile,  FPA  executives,  asked 
whether  the  lustice  Dept.  had  acted  on  its 
talks  with  the  Antitrust  Div.  concerning 

videotape  [At  Deadline,  Aug.  25],  indi- 
cated that  nothing  had  yet  been  heard,  that 

any  reply  would  probably  not  be  forthcom- 

ing "before  two  or  three  weeks." 

More  Live  Music  in  Film  Series 

Predicted  in  Wake  of  MGA  Pact 

Increased  use  of  live  music  on  tv  filmed 

programs  is  anticipated  as  a  result  of  the 
new  agreement  between  Musicians  Guild  of 

America  and  the  major  motion  picture  pro- 
ducers [Personnel  Relations,  Sept.  1]. 

MGA  membership  ratified  the  pact  at  a 
special  meeting  last  Monday  evening  (Sept. 
1)  by  a  vote  of  98  to  5.  On  Wednesday, 
when  the  agreement  became  effective,  20th 

Century-Fox  called  in  a  group  of  musicians 

for  a  scoring  session,  the  first  time  a  mu- 
sician has  been  called  to  work  at  a  major 

motion  picture  studio  since  the  inception 
of  the  AFM  strike  last  February. 

The  eight  companies  signing  the  new 
agreement  have  as  subsidiaries  a  number  of 
tv  film  production  organizations  who  are 
also  covered  by  the  terms  of  the  MGA  pact. 
These  include  the  tv  divisions  of  Warner 

Bros,  and  Walt  Disney,  with  MGM-TV, 
TCF-TV  and  Interstate  Tv  (Allied  Artists 
subsidiary).  Under  the  agreement,  these 
companies  can  employ  musicians  for  work 
on  tv  filmed  programs  at  the  rate  of  $55  per 

musician  per  three-hour  session,  an  increase 
of  $5  per  man  per  session  over  the  AFM 

rate.  The  MGA  deal  also  requires  a  mini- 
mum of  three  hours  work  for  each  13  half- 

hour  programs  on  which  live  music  is  used 

at  all.  AFM  has  no  such  minimum  require- 
ment. But  AFM  does  require  that  any  com- 

pany using  any  live  music  on  any  tv  film 
series  must  pay  into  the  Music  Performance 
Trust  Funds  a  sum  equal  to  50%  of  the 
gross  cost  of  the  program,  a  requirement 
not  demanded  by  MGA. 

So,  if  20  musicians  were  to  be  employed 

for  a  single  session  to  score  a  single  pro- 
gram of  a  tv  series  whose  episodes  averaged 

$35,000  in  production  costs,  the  producer 
using  live  musicians  would  spend  $100 
more  in  paying  the  men,  but  would  save 
$1,750  in  trust  fund  fees.  MGA  is  confident 
that  the  elimination  of  trust  fund  payments 
will  encourage  much  greater  use  of  live 
musicians  on  tv  films,  90%  of  which  are 

currently  scored  from  foreign  soundtracks 

or  from  music  previously  recorded. 

Tv  film  producers  not  associated  with 

the  major  motion  picture  companies  who 
currently  have  contracts  with  AFM  are 

not  in  a  position  to  sign  MGA  contracts 
until  the  expiration  of  the  AFM  tv  film 

agreement  early  in  1959.  Companies  who 
have  not  previously  used  live  musicians  for 
their  tv  films  and  do  not  have  AFM  con- 

tracts are  eligible  to  sign  pacts  with  MGA 

at  any  time  they  desire  the  services  of  live 
musicians. 

It's  Simply 

a  Matter  of  People ! 

If  all  the  people  in  Buffalo  (1,340,000), 

Providence  (705,000),  and  Nashville, 

Tenn.  (363,000)  got  together,  they 
would  almost  total  the  big,  bustling 

market  reached  by  W0W0,  the  37th 
Radio  Market. 

If  you're  buying  top  radio  markets,  you 
must  include  . . . 

50,000  watts 

37th  U.S.  Radio  Market* 
wowo 

FORT  WAYNE,  IND.  Represented  by  PGW 

@^@WESTINGHOIISE  BROADCASTING  COMPANY,  INC 'Broadcasting,  December  16,  1957 
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SPECIAL  REPORT 

VIDEOTAPE  GETS  NEW  TRICK,  NEW 
 FANS 

Ampex  markets  a  splicer;  the  clients  keep  climbing  aboard 

The  threshold  of  film  flexibility  in  video- 

tape program  production  and  editing — at 
least  at  the  loeal  station  level  at  the  outset 

drew  a  big  step  closer  last  week  as  Ampex 

Corp.  quietly  began  shipment  of  the  first 

commercial  production  models  of  its  semi- 
automatic tape  splicer  from  its  Redwood 

City.  Calif.,  factory.  The  initial  units  went 
South  to  Texas  to  help  produce  a  weekend 

football  package  Humble  Oil  &  Refining 
will  sponsor  there. 

W  hile  network  officials  in  some  quarters 

were  skeptical  that  the  splicer  could  pro- 

duce the  virtual  I00f'<  reliability  of  splice 
mechanically  and  electronically  which  they 

demand  for  network  production  require- 
ments. Ampex  officials  felt  the  development 

is  significant  in  that  videotape  editing  will 

become  practical  on  a  day-to-day  operation- 
al basis  for  the  proficient  station  technician 

— a  fact  which  certainly  could  not  be 

claimed  for  the  earlier  wet-patch,  hand- 
and-jig  method  still  in  general  use. 

Although  the  splicer  does  not  pretend  to 

be  an.  "editor"  in  the  sense  of  the  familiar 
film  industry  editor-splicer,  Ampex  feels  it 
is  at  least  a  reach  in  that  direction  and 

should  further  fire  the  creative  imagination 

quieth  but  aggressively  screening  tape  ma- 
terial for  agencies  and  stations  on  its  Ampex 

videotape  machine,  said  to  be  the  "only"  one now  owned  by  a  film  firm. 
Meanwhile,  the  videotape  recorder  is 

assuming  a  bigger  workhorse  role  at  the 
major  networks  in  their  fall  programming 
schedule — this  time  chiefly  in  the  role  of 

providing  production  flexibility  to  live  pro- 

gram originations,  as  distinct  from  video- 

tape's major  initial  role  as  an  economical 
and  better-quality  substitute  for  the  film 
kinescope  in  program  repeats  for  the 
western  time  zones  and  daylight  saving 
time  schedules. 

Although  NBC-TV  is  noncommital  on  the 

exact  proportion  of  its  fall  schedule  video- 
tape will  shoulder,  aside  from  Truth  or  Con- 

sequences and  the  //  Could  Be  You  series, 
both  ABC-TV  and  CBS-TV  reported  tape 

will  get  a  big  bite  of  live  programs  this  sea- 
son for  the  first  time,  permitting  better 

scheduling  of  studios,  more  economies  in 
such  items  as  props  and  more  convenience 
to  talent  and  production  staff.  The  heavy 

use  of  tape  for  such  pre-recording  of  live 
shows  this  summer  was  the  trial  that  paid 

off,  network  representatives  admit. 

Susskind  and  Al  Levy's  Talent  Assoc.  Ltd. 
— which  is  already  very  much  in  the  tape 
business.  Talent  Assoc.  is  packaging  87th 

Precinct  for  ABC-TV  Sunday  9-9:30  p.m. 
from  on-scene  locations  in  New  York  with 

mobile  truck  live  cameras  microwaving  con- 

tinuous action  sequences  back  to  the  net- 
work's central  control  for  videotaping 

[Closed  Circuit,  Sept.  1 1.  The  producer 
is  Alex  March  who  also  is  doing  the  live 

production  of  Swiss  Family  Robinson  for 
Rexall  on  NBC-TV  Oct.  12.  He  plans  to 

tape  in  uninterrupted  segments  certain  hur- 
ricane and  animal  sequences  for  Robinson 

and  is  enthusiastic  over  Ampex  splicer  as  a 

practical  step  nearer  to  the  vital  tape  edit- 
ing tool  which  would  give  the  packager  the 

complete  production  flexibility  now  possible 
in  film. 

News  of  commercial  production  of  the 

Ampex  splicer  was  learned  in  New  York 

Thursday  at  the  opening  of  the  firm's  prod- uct exhibit  in  Grand  Central  Terminal  at 

the  information  center  of  Merrill  Lynch, 
Pierce,  Fenner  &  Smith.  The  first  prototype 

splicer  had  been  exhibited  during  the  NAB 
convention  in  Los  Angeles  last  April  and 

it  and  a  second  prototype  since  then  have 

THIS  IS  HOW  the  new  Ampex  videotape  splicer  works  (I  to  r):  (1) 
the  intermediate  prototype  before  tape  is  inserted;  (2)  the  tape  is 
inserted  from  both  sides  and  overlapped  for  cutting;  (3)  the  cutting 

guide  is  locked  and  cut  is  made;  (4)  ends  of  the  tape  are  held  aside 
as  splicing  tape  is  positioned;  (5)  pressure  plate  is  applied  to  secure 
splice  completing  the  operation. 

of  both  the  live  program  packager  and  the 
film  syndicator.  Both  have  been  held  back  by 
the  videotape  requirement  for  continuous, 
uninterrupted  recording,  but  they  are  being 
stirred  by  the  several  videotape  program 
pilots  now  making  the  rounds  of  Madison 
Ave.  Nor  have  the  packager  and  syndicator 
been  asleep  to  the  fact  that  tv  film  facility 
studios  in  both  New  York  and  Hollywood 

— especially  New  York — are  fast  tooling 
ap  with  videotape  equipment  and  for  some 
months  have  been  turning  out  considerable 
commercial  spot  and  program  product  for 
advertisers  and  agencies. 

One  such  pioneer  studio  is  Telestudios 
Inc.,  New  York,  which  is  reported  on  the 

verge  of  an  agreement  with  National  Tele- 
film Assoc.,  signifying  NTA  is  preparing 

for  the  day  when  videotape  will  be  con- 
sidered a  serious  competitor  for  the  syn- 
dicated program  dollar. 

Probably  the  first  film  producer-distribu- 
tor known  to  be  actively  making  the  big 

switch  to  tape  is  Guild  Films  Co.,  New 
York,  which  for  several  months  has  been 
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Videotape  will  help  ABC-TV  "maximize 
the  use  of  its  facilities"  this  fall  when  "Op- 

eration Daybreak"  gets  its  major  daytime 
live  program  schedule  underway  Oct.  I.  For 
instance,  Liberace  probably  will  tape  two  or 

three  shows  at  one  session,  cutting  produc- 
tion and  other  costs  as  well  as  time.  One  of 

the  summer  live  shows  which  originated  via 
tape,  Stars  of  Jazz,  will  continue  on  the  fall 
schedule. 

CBS-TV,  which  has  had  several  major 
live  series  originating  via  tape  during  the 
summer,  continues  most  of  these  on  a  tape 
basis  during  the  fall  and  will  add  two  more. 

For  Love  or  Money  and  Pursuit.  Those  con- 
tinuing via  tape  include  Lamp  Unto  My 

Feet,  Look  Up  and  Live,  The  Verdict  Is 
Yours,  The  Last  Word  and  Captain  Kanga- 

roo. CBS-TV  has  seen  numerous  tape  in- 
serts in  live  drama  shows  this  past  season 

on  such  series  as  Playhouse  90,  Climax  and 
Studio  One,  but  all  such  inserts  have  been 

intact  segments  devoid  of  breaks  or  editing. 

There  is  one  live  show  packager — David 

been  "field  testing"  in  the  hands  of  engi- 
neering and  operations  officials  at  KTTV 

(TV)  Los  Angeles,  CBS-TV  Hollywood  and 
New  York  and  NBC-TV  Hollywood,  among 

others.  KTTV  has  been  very  active  in  local 

tape  operation,  is  syndicating  its  Divorce 
Court  show  through  Guild  Films  and  has 

its  own  pilot  tape  series  on  Madison  Ave. 
[Stations,  July  21]. 

The  complete  splicer  kit  will  market  for 
$780,  including  shelf  attachment  to  secure 

it  on  the  front  of  the  ampex  videotape  re- 

corder console.  The  splicer  makes  auto- 
matic many  of  the  delicate  hand  operations 

presently  required  to  match  together  the 

tape  segments  at  the  precise  editing-pulse 

positions  which  can  be  "seen"  on  the  tape 
with  use  of  Ampex  Corp.'s  special  Edivue 

liquid. Contacted  later  Thursday,  Ampex  na- 
tional sales  manager  Bob  Paulson  said  be- 
tween 15  and  20  splicers  will  come  off  the 

line  at  Redwood  City  this  month  and  at  the 
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The  refreshing  sound  of  KBIG  isn't  intended  to  "send"  Junior. 

But  it  does  provide  freedom  from  frenzy  for  "squares"... the  mature  people 

who  can  buy  your  product.  Melodic  popular  music  of  today  and 

yesterday,  plus  award-winning  news,  captures  a  91%  adult  audience 

(Pulse,  Inc.)  in  234  Southern  California  market  areas.  And  a  campaign 

on  KBIG  averages  71%  less  cost  than  on  stations  with  comparable  reach. 

It's  the  most  profitable  radio  coverage  you  can  buy! 

The  Refreshing  Sound  of  Radio... 740kc/10,000  watts 

JOHN  POOLE  BROADCASTING  CO.,  INC. 

6540  Sunset  Boulevard,  Los  Angeles  28,  California 

Santa  Barbara 

Use 
Radio 

Catalina 
for  all 

Southern 
California 

Hollywood  3-3205 

San  Diego 

National  Representatives:  WEED  &  COMPANY ©  1958  John  Poole  Broadcasting  Co.,  Ine- 



150  animated  color  episodes, 

loaded  with  excitement  and 

thrilling  close-shaves,  carry  this 

small  boy  and  his  teddy  bear 

friend  to  distant  planets,  the 

wild  west,  pirate  ships  and 

caves.  Spunky  and  Tadpole 

will  add  new  life  to  your  pro- 

gramming for  young  and  old. 
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SPECIAL  REPORT CONTINUED 

rate  of  about  50  a  month  thereafter.  He 

said  the  unsolicited  order  backlog  is  about 

30  even  though  the  firm  has  not  yet  an- 
nounced the  splicers  are  in  commercial 

production.  He  felt  the  splicer  will  prove 

the  break-through  for  the  program  syndica- 
tor  and  predicted  all  major  programs  and 
commercials  would  be  100%  tape  in  three 
to  five  years. 

All  Ampex  videotape  recorders  sold  up  to 
now  have  included  as  an  accessory  a  simple 

jig  form  in  which  the  engineer  could  place 

the  tape  when  hand  splicing.  Although  Am- 
pex itself  and  some  station  technicians  have 

mastered  the  technique  Lising  the  jig,  Am- 

pex has  admitted  it  required  "dexterity"  and 
could  not  be  considered  practical  on  a  day- 

to-day  operation  basis  in  all  situations.  An 
imperfect  splice  causes  the  tape  picture  to 
roil  or  break  up. 

A  labor  relations  angle  was  injected  by 

Theodore  Grenier,  chief  engineer  of  ABC's 
Western  Div.,  who  said  that  he  is  familiar 

with  the  Ampex  splicing  process  but  that 

videotape  is  never  spliced  at  ABC-TV.  The 
Ampex  VTR  machines  are  operated  by 
members  of  the  National  Assn.  of  Broadcast 

Employes  &  Technicians,  while  the  person- 
nel who  handle  film  or  any  substitute  for 

film  are  members  of  the  International  Al- 

liance of  Theatrical  Stage  Employes.  Ac- 

cordingly, Mr.  Grenier  said,  "We  combine 
commercial  and  program  material  which 

were  taped  separately  by  re-recording  them 
onto  a  new  tape.  We  never  cut  tape.  We 

can  dub  but  not  edit." 
TEXAS  FIRST  WITH  SPLICER 

The  new  Ampex  splicers  will  be  put  to 

work  immediately  in  connection  with  de- 
layed coverage  of  the  Southwest  Conference 

college  football  games  for  a  20-station  net- 
work, starting  later  this  month.  The  games 

will  be  orginated  by  KPRC-TV  Houston, 
KRLD-TV  Dallas  and  WOAI-TV  San  An- 

tonio, depending  on  which  is  closest  to  the 
game  site  [Advertisers  &  Agencies,  July 
71]  and  will  be  sponsored  by  Humble  Oil  & 

Refining,  through  McCann-Erickson,  Hous- 
ton. 

Jack  Harris,  vice  president  and  general 

manager  of  KPRC-TV,  which  last  week  was 
awaiting  delivery  of  one  of  the  new  splicers 
momentarily,  said  it  definitely  would  be 
used  in  condensing  taped  coverage  originated 

by  KPRC-TV.  The  plan  is  to  cover  the 
games  with  four  cameras,  relay  coverage  to 
the  studios  and  tape  it,  then  edit  the  tape  to 
45  minutes  for  broadcast  the  following  day 

(Sunday).  Since  Ampex  officials  said  KRLD- 
TV  and  WOAI-TV  were  due  for  delivery 
of  splicers  shortly,  it  seemed  certain  that 
they  would  put  them  to  similar  use  on  the 

games  they  cover. 

Mr.  Harris  expected  to  use  the  splicer 

extensively,  pointing  out  that  KPRC-TV 
already  is  heavy  in  tape  work.  For  one 
thing,  it  already  has  taped  22  commercials 
for  Humble  Oil  for  use  in  the  football  cov- 

erage, and  has  been  using  videotape  for 
a  number  of  other  commercials. 

On  the  program  side,  the  station's  morn- 
ing farm  program  is  taped  "about  half  the 

time"  because  the  farm  director  needs  to  be 
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out  in  the  field  early.  Tape  also  solves  an- 
other problem,  Mr.  Harris  pointed  out.  The 

girl  who  is  m.c.  of  KPRC-TV's  late  movie 
currently  is  appearing  in  the  lead  role  in 

the  Houston  production  of  "Damn  Yankees" and  hence  must  be  at  the  theatre  at  the 
time  the  program  starts.  This  problem  is 
solved  by  taping  her  program  lead-ins  in 
advance,  enabling  the  station  to  benefit  from 
the  publicity  of  her  stage  work  and  yet  let- 

ting her  program  appear  on  schedule  until 
she  reaches  the  studio  to  take  over  live. 

KPRC-TV  also  is  slated  for  early  delivery 
of  a  color  adapter  for  its  videotape  machine 
but  Mr.  Harris  said  plans  for  taping  in  color 
had  not  yet  been  definitely  set. 

VTR  ON  OTHER  FRONTS 

Last  week,  too,  there  was  a  flurry  of  ac- 
tivity in  VTR  planning  on  the  periphery 

of  network  operations.  Items: 

•  Metropolitan  Broadcasting  Co.,  owner- 
operator  of  WNEW-TV  [until  yesterday 
WABD  (TV)]  New  York  and  WTTG  (TV) 
Washington  (as  well  as  WHK  Cleveland),  in- 

dicated that  it  would — "within  a  fortnight's time" — videotape  in  advance  all  weekend 
(non-film)  programming  on  its  New  York 
outlet,  thus  begin  running  the  station  on  a 
"semi-automation  basis."  The  ch.  5  station 

already  had  put  on  tape  all  ID's  and  pro- 
motional spots  proclaiming  its  new  call-let- 

ters, and  will  syndicate — on  tape — its  seven- 
part  documentary,  Portrait  of  the  USSR, 
which  it  presented  live  this  past  summer. 
WNEW-TV  further  will  make  available  to 
advertising  agencies  and  film  producers  its 
two  Ampex  recorders  "just  as  soon  as  we 
have  established  a  rate  card  for  such  ac- 

tivities." 

•  National  Telefilm  Assoc.,  New  York, 
film  producer-distributor  and  operator  of  the 
NTA  Film  Network,  seems  likely  within  the 
next  week  to  announce  completion  of  ne- 

gotiations with  Telestudios  Inc.,  Bellwether 
independent  VTR  production  center.  The 
stock  merger,  now  in  the  works,  would  call 
for  NTA  principals  (Board  Chairman  Ely 
A.  Landau  with  80,450  shares,  President 
Oliver  A.  Unger  and  Executive  Vice  Presi- 

dent Harold  Goldman  with  40,125  shares 
each)  to  swap  stock  with  George  K.  Gould, 
Telestudios  president,  and  Alfred  D. 
Markim,  executive  vice  president.  The  ar- 

rangement would  give  Telestudios  "added 
strength,  prestige  and  resources"  of  NTA, 
according  to  Mr.  Markim,  and  according  to 
NTA  spokesmen,  would  provide  NTA  with 
a  tailor-made  tv  commercial-closed  circuit 
tv-videotape  production  house.  NTA-owned 
and  operated  tv  stations — WNTA-TV  New- 

ark and  KMSP-TV  Minneapolis-St.  Paul — 
each  have  ordered  VTR  equipment  from 

Ampex  and  expect  delivery  "very  shortly." 
As  in  the  case  of  the  expected  NTA-National 
Theatres  Inc.  merger  [Film,  Aug.  25]  the 
Telestudios-NTA  arrangement  would  be 
subject  to  Securities  &  Exchange  Commis- 

sion ruling  inasmuch  as  both  are  publicly- 
owned  corporations. 

Telestudios,  with  a  sprawling  plant  on 

New  York's  Times  Square  (1481  Broad- 
way), has  been  working  with  videotape 

since  last  April,  having  originally  gone  into 
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COPPER 

(and  modernized  plumbing  codes) 

keeps  a  lot  of  money  from  going  down  the  drain 

Why  do  more  and  more  plumbing  codes  sanction  the  use  of  copper  for  sanitary 

drainage  lines?  Why  the  fast-growing  preference  for  copper  soil,  waste  and 
vent  lines  among  architects,  plumbers,  and  homeowners  coast  to  coast? 

You'd  suppose  it's  because  copper  is  lighter,  smoother,  longer  lasting.  And 

right  you'd  be!  But  copper  drainage  systems  cost  less  to  install,  too— as 
many  builders  will  testify. 

For  one  thing,  copper  tubes  are  furnished  in  twenty-foot  lengths.  That 
means  fewer  joints.  And  these  connections  are  quickly,  neatly  and  permanently 

made  with  solder-joint  fittings.  There's  no, threading  or  caulking,  so  labor  is  less. 
Copper  tubes  eliminate  rust  build-up . . .  smooth  inside  walls  resist  clogging . . . 

hence  they  can  be  smaller  in  diameter  than  conventional  ferrous  piping.  This 

avoids  expensive  extra-wide  partitions,  cuts  carpentry  costs,  effects  substantial 
savings  in  floor  space  and  headroom  on  many  jobs. 

For  your  protection,  changes  in  plumbing  codes  are  made  slowly,  carefully. 
Yet  hundreds  of  communities  throughout  the  country  have  investigated, 

checked  and  rechecked,  and  subsequently  approved  this  relatively  new  applica- 
tion for  copper  in  building  construction.  Is  your  community  among  them? 

Look  into  it.  And  remember,  this  trend  to  copper  drainage  systems  illustrates 
what  Anaconda  research  is  always  striving  for,  throughout  the  entire  Anaconda 
line  .  .  .  new  ways  to  do  things  better  .  .  .  more  value  for  less  money. 

Technical  information  on  copper  drainage  tubes  is  availableon  request.  Simply  address  Anaconda  at  25  Broadway,  NewYork  i,N.Y. 

The 

AnacondA
" 

Company 

The  American  Brass  Company 

Anaconda  Wire  &  Cable  Company 
Andes  Copper  Mining  Company 

Chile  Copper  Company 

Greene  Cananea  Copper  Company 

Anaconda  Aluminum  Company 
Anaconda  Sales  Company 

International  Smelting  and Refining  Company 

Cochran  Foil  Corporation 

58255  A 
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business  two  years  ago  as  a  tv  production 

center  equipped  for  closed-circuit  program- 
ming and  testing.  Its  executives  claim  a 

"first"  in  that  it  was  Telestudios  which 
produced  the  first  network-shown  video- 

taped commercial — a  one  shot  announce- 
ment tor  Florists  Telegraph  Delivery  Assn., 

Detroit  (Grant  Adv.).  shown  last  spring  on 

CBS-TV's  Person-to-Person.  Since  then  it 
has  recorded  on  tape  on  week-to-week  basis 

the  Kellogg  cereal  commercials  for  Winn's 
My  Line?— also  CBS-TV— for  Leo  Burnett 
Co.;  an  80-minute  sales  presentation  for 
the  NTA  Film  Network;  a  film  for  Pills- 

bury  Mills'  annual  "bake-off"  starring 
Eleanor  Roosevelt  (Campbell-Mithun);  a 
tv  pilot  for  Carl  Eastman  and  Ernest 

Chappell's  Video  Varieties  Inc.,  packagers 
of  Times  Square  Varieties,  a  pilot  film  for  a 
Telestudios-conceived  tv  series.  Spacemen 

USAF.  which  it  intends  to  produce  on  video- 
tape, plus  a  number  of  industrial  films  shot 

simultaneously  on  16  mm  film  and  video- 
tape. (It  had  prepared  a  series  of  video- 
taped commercials  for  the  Mennen  Co.,  via 

McCann-Erickson,  for  use  in  the  sponsor's 
tv  fights  programs,  but  these  commercials 
were  never  used  since  the  agency  found 
not  enough  tv  stations  were  equipped  to 
service  VTR  commercials.)  Telestudios, 
which  has  on  order  the  Ampex  splicing 

apparatus — delivery  expected  "late  this 
month" — also  will  beef  up  its  VTR  arsenal 
with  a  specially-ordered,  custom  built  RCA 
wipe-effect  amplifier. 

So  far,  Telestudios  is  the  only  independ- 
ent production  center  actively  using  video- 

tape. But  others  are  "raring  to  go."  Among 
them: 

•  Termini  Videotape  Services  Inc.,  1440 

Broadway,  New  York,  a  companion  com- 
pany of  Termini  Film  Editorial  Services 

Inc.  (tv  and  theatrical  film  processors). 
TVS  uses  the  studio  and  plant  facilities  of 
WOR-TV  New  York,  owns  one  of  two 
operating  Ampex  machines  (the  other  being 
owned  by  the  station).  President  Anthony 

Termini  indicates  his  firm,  "merely  a 
service  organization,"  won't  try  to  compete 
with  Telestudios  as  a  "packager."  Since 
receiving  its  Ampex  console  June  14, 

Termini  has  stuck  to  "experimentation," 
but  says  it's  about  to  sign  its  first  video- 

taped tv  film  order  with  a  Dallas  film 
producer.  It,  too,  has  on  order  the  Ampex 
splicer.  Delivery  is  expected  on  or  about 
Oct.  15. 

•  Elliot,  Unger  &  Elliot,  414  W.  54th 
St.,  New  York,  one  of  the  first  independent 
tv  commercial  and  film  production  houses 
to  install  the  Ampex  equipment  so  far  has 

limited  its  activities  to  making  "pilot  com- 
mercials" and  a  test  film  starring  Hildy 

Parks  (see  box  at  right). 

•  Filmways  Inc.,  241  W.  54th  St.,  New 

York,  likewise  so  far  has  kept  to  "making 
test  images."  Its  officials  indicate,  however, 
that  they  are  about  to  leave  the  testing  stage 
for  actual  production.  Like  EU&E,  Film- 

ways  has  been  principally  engaged  in  regu- 
lar 16  mm  tv  film  commercial  work. 

•  Guild  Films  Co.,  New  York,  long-time 
film  producer-distributor,  is  jumping  into 
tape  with  both  feet.  It  has  several  show 

properties  in  production  planning  stage  for 
videotape  series  and  has  started  distribution 

ol  KTTV  (TV)  Los  Angeles'  full-hour 
taped  Divorce  Court.  In  the  Initial  two 
weeks.  Divorce  has  been  sold  to  WPIX  (TV) 

New  York.  WHDH-TV  Boston  and  KING- 
TV  Seattle. 

Two  other  New  York  independent  sta- 
tions also  arc  banking  more  and  more  on 

\  ideotape.  WPIX,  for  example,  has  ordered 
its  first  Ampex  machine  and  expects  to  have 
it  installed  by  Oct  1  in  order  to  carry  the 

premiere  (first-run  in  New  York)  of  Di- 
vorce Court. 

(A  sidelight  was  made  known  last  week 

by  the  station:  Its  officials  said  that  the  Am- 
pex Corp.  had  promised  to  feed  Divorce 

Court  out  of  its  demonstration  area  at 
Grand  Central  Terminal  Oct.  3  should  the 
WPIX  machine  fail  to  arrive  from  Redwood 

City  in  time  for  that  night's  premiere.) 
WOR-TV  New  York  is  using  VTR  in 

yet  another  way:  It  is  making  available  to 
its  clients  use  of  the  Ampex  recorder  at 
no  cost.  Additionally,  it  is  using  the  Ampex 
console  owned  by  the  Yonkers  (N.  Y.) 
Raceway  to  record  the  trotting  races  there, 
then  plays  them  back  on  its  own  machine. 
(The  track  officials  use  videotape  to  monitor 

race  finishes,  thus  apparently  have  obso- 
leted  the  usual  flash  camera  device.)  Among 

the  advertisers  which  WOR-TV  says  are  now 
showing  or  about  to  show  their  commer- 

cials via  videotape  on  that  station's  morning 
cartoon  program  are  Miles  Labs  (Bactine) 

via  Wade  Adv.  Assoc.;  Taylor-Reed  Corp. 
(Cocoa-Marsh)  via  Hicks  &  Greist;  U.  S. 
Rubber  (Keds)  via  Fletcher  D.  Richards; 

MUCH  TO  SAY 

At  least  one  tv  network  official  had 

videotape  on  his  mind  last  week,  and 
said  so.  Sig  Mickelson,  CBS  Inc.  vice 
president  and  general  manager  of  CBS 
News,  advocated  the  new  technique  in 
addresses  before  the  Overseas  Press 

Club  in  New  York  (page  52)  and  the 

Indiana  Broadcasters  Assn.  in  Indian- 

apolis (page  78). __  

Arnold  Bakers  via  Charles  W.  Hoyt  Co.; 

Good  Humor  Corp.  via  MacManus,  John 
&  Adams;  Adell  Chemical  Co.  (Lestoil) 
via  Jackson  Assoc.,  and  the  M&M  Candy 
Div.  of  Food  Mfrs.  Inc.  via  Ted  Bates  & 
Co. 

Ampex  now  has  between  150-160  mono- 
chrome commercial  production  model 

videotape  units  in  the  hands  of  customers 
and  its  factory  backlog  currently  calls  for 

January  delivery  of  new  orders.  It  hopes 
this  month  to  begin  delivery  of  its  initial 

prototype  color  units  which  will  convert 
the  monochrome  recorders  to  color.  ABC- 

TV  now  has  18  machines,  CBS-TV  has  23 
with  6  on  order,  and  NBC-TV  16  with  4 
more  to  be  added  in  November.  Guild 

Films,  New  York,  is  understood  to  be  the 

only  film  firm  with  a  machine.  No  advertis- 
ing agency  has  yet  acquired  one  or  placed 

an  order,  although  many  agencies  through- 
out the  country  are  actively  using  local  sta- 

tion machines  and  those  of  commercial 
rental  studios. 

AN  interview  show  is  essayed  by  Elliot,  linger  &  Elliot  in  a  projected  videotape 
series,  offering  Lawrence  Langner,  president  of  the  Theatre  Guild,  on  the  pilot  of 
The  Hildy  Parks  Show.  At  right  Bill  Unger  (at  console)  reruns  the  tape  for  Miss 
Parks,  Mr.  Langner  and  Mike  Elliot. 

HOW  TO  SIDESTEP  THE  DARKROOM 

New  uses  for  videotape  seem  to  be 

found  regularly.  This  is  not  the  first  time 

it's  been  so  used,  but  in  the  accompany- 
ing pictures  it  is  being  employed  to  make 

a  pilot  of  a  projected  television  series — 
The  Hildy  Parks  Show,  an  interview  pro- 

gram on  which  Miss  Parks  interviews 
notables.  Shooting  on  the  pilot  tape  was 
done  in  one  evening,  and  the  program 
was  ready  for  showing  to  advertisers  and 
agencies    immediately.    The    pilot  was 

made  at  the  New  York  studio  of  Elliot, 

Unger  &.  Elliot,  the  film  commercial 
maker  which  claims  to  be  first  in 

its  field  to  install  Ampex  videotape 

equipment  (last  April).  Thus  far  the 
firm  has  taped  one  commercial  for  Lux 
which  has  not  yet  been  broadcast,  has 

done  a  number  of  "pilot  commercials" for  other  clients  who,  like  EU&E,  want 

to  get  the  feel  of  videotape  and  explore 
its  possibilities  through  actual  usage. 
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from  the  heart  of  Pittsburgh 

to  the  entire  tri-state  area! 
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more  complete  than  ever 
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Yearbook  issue' 

"tlie  one-book  iibraxu  of 
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and  radio  information" 

separate  directories  in- 
dexing the  world  of 

broadcasting 

•  tv  stations 

•  am  stations 

•  fm  stations 

•  educational  stations 

•  networks 

•  sales  representatives 

•  advertising  agencies 
•  associations 

•  services 
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plus
  

market  data,  billings,  ratings,  pro- 
grams, awards,  talent,  historical 

facts — all  arranged  and  indexed 
for  instant  reference 

station  listings  by  state  and  city 
show  executive  personnel,  net- 

work, power,  frequency  or  chan- 

nel; separate  directories  by  call 
letters,  frequencies,  newspaper  and 
group  ownership 
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limited  number  available  at  $4.00 
per  copy 

ORDER  TODAY 

Wt  BROADCASTING ™e  ausiNessweenuv  of  television  *no  raoio 

Circulation  Department 

1735  DeSales  Street,  N.W. 

Washington  6,  D.  C. 

*published  every  September  as  53rd  issue 
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GOVERNMENT 

COURT  TO  TEST 

Community  antenna  services,  living  off 
borrowed  tv  programs,  will  be  called  into 
court  next  week  (Sept.  17).  The  first  major 
test  of  the  property  rights  of  broadcasters, 
whose  signals  are  picked  up  free  and  then 
sold  by  CATV  systems,  will  come  in  the 
U.  S.  District  Court  at  Helena,  Mont. 

Ed  Crancy.  veteran  broadcaster  and  prin- 

cipal in  Z-Bar  Network  and  associated  ra- 

dio-tv  stations,  has  challenged  the  "pirat- 
ing" of  his  signals  by  Helena  Television 

Inc.,  operator  of  a  community  cable  sys- 
tem in  Helena.  He  has  asked  the  court  for 

a  temporary  injunction  pending  legal  con- 
sideration of  his  petition. 

Mr.  Craney  charges  that  Helena  Tele- 

vision picks  up  the  programs  of  Z-Bar's 
KXLF-TV  Butte,  50  miles  away,  by  means 

of  a  mountaintop  antenna  and  then  serv- 
ices some  1 ,800  subscribers  hooked  into 

its  cable  system  in  Helena.  This  is  done,  he 

charged,  without  KXLF-TV's  permission 
and  despite  its  repeated  demands  that  the 

"pirating"  cease. 

The  cable  service  feeds  KXLF-TV's 
programs  in  Helena  in  direct  competition 

with  KXLJ-TV,  Z-Bar's  tv  broadcast  sta- 
tion in  Helena,  according  to  the  Craney 

petition.  KXLJ-TV  rebroadcasts  KXLF-TV 
Butte  programs  with  permission,  receiving 
the  signals  by  means  of  a  microwave  relay 

station  licensed  by  the  FCC.  High  moun- 
tains prevent  Helena  viewers  from  picking 

up  the  KXLF-TV  broadcasts  directly. 
Helena  Television,  the  petition  states, 

converts  the  ch.  4  KXLF-TV  signals  to  ch. 
2  and  charges  subscribers  $3.94  per  month 
plus  a  cable  connection  charge  of  about 
$48.  As  a  result,  the  petition  continues, 

KXLJ-TV  has  difficulty  attracting  adver- 
tisers to  broadcasts  of  programs  originating 

at  KXLF-TV,  its  sister  station;  cannot  build 

up  goodwill  in  the  community  and  is  dam- 

aged by  "the  piracy  and  rebroadcasts"  by Helena  Television. 

Unless  the  cable  system  is  enjoined  from 

the  "piracy,"  Z-Bar  claims,  KXLJ-TV 
Helena  will  be  forced  to  stop  operating  be- 

cause of  lack  of  revenue.  The  KXLJ-TV 
plant  represents  an  investment  of  $100,000 
and  it  has  been  losing  money  since  the  start 
of  operations  last  January,  it  is  explained, 

interfering  with  the  station's  public  service. 
Three  formal  demands  were  made  on  the 

Helena  cable  system  to  stop  "pirating" 
KXLF-TV  programs,  according  to  the  peti- 

tion. The  last  was  made  June  23,  1958. 

The  cable  system  is  violating  the  Fed- 
eral Communications  Act,  it  is  charged.  First 

citation  is  Sec.  325(a):  "No  person  within 
the  jurisdiction  of  the  United  States  shall 
knowingly  utter  or  transmit,  or  cause  to 
be  uttered  or  transmitted,  any  false  or 

fraudulent  signal  of  distress,  or  communica- 
tion relating  thereto,  nor  shall  any  broad- 

casting station  rebroadcast  the  program  or 

any  part  thereof  of  another  broadcasting 
station  without  the  express  authority  of  the 

originating  station." 
Cable  service  is  provided  without  author- 

ity of  KXLF-TV  and  despite  demands  that 
it  be  stopped,  the  petition  states,  adding  that 
the  cable  pickups  even  include  broadcast 

warnings  that  programs  cannot  be  retrans- 

CATV  'PIRACY' mitted  for  profit  and  that  performance  and 

copyright  fees  have  been  paid  by  the  orig- 
inating station. 

Second  Communications  Act  citation  is 

Sec.   3(k),  which  contains  this  definition: 

"  'Radio  station'  or  'stations'  means  a  sta- 

tion equipped  to  engage  in  radio  communi- 

cation or  radio  transmission  of  energy." Helena  Television  is  equipped  to  engage 
in  radio  communication,  the  petition  claims, 

and  rebroadcasts  KXLF-TV  signals  over  its 
cables  after  converting  from  ch.  4  to  ch.  2. 

The  term  "broadcasting"  is  defined  in 
Sec.  3(c)  this  way,  according  to  the  petition: 
'  'Broadcasting'  means  dissemination  of  ra- 

dio communication  intended  to  be  received 

by  the  public  directly  or  by  the  intermedi- 

ary of  relay  stations."  The  cable  system's 
equipment,  changing  the  frequency  of  sig- 

nals' from  ch.  4  to  ch.  2  and  then  delivering 
them  by  cable  are  cited  in  connection  with 
Sec.  3(c). 

Z-Bar  asks  the  court  to  issue  a  permanent 
injunction  preventing  the  cable  system  from 
delivering  its  signals  to  subscribers,  with  a 

temporary  restraining  order  during  court 
consideration  of  the  petition. 

Former  Sen.  Clarence  O.  Dill,  Spokane 

attorney  who  was  one  of  the  authors  of 

the  original  radio  act,  presented  the  peti- 
tion for  Z-Bar  and  KXLF-TV  in  the  court 

of  federal  Judge  W.  D.  Murray.  The  peti- 
tion notes  that  Helena  cable  subscribers  will 

continue  to  get  KXLF-TV  programs  on  their 

sets  by  free  reception  of  KXLJ-TV's  re- broadcasts during  the  period  of  a  temporary 

injunction. 

CATV  Firm  Fails  to  Halt  Relay 

The  FCC  last  week  turned  down  Mon- 
tana Microwave,  Missoula,  Mont.,  which 

feeds  a  CATV  system  in  Helena,  Mont.,  in 

its  bid  for  dismissal  or  designation  for  hear- 
ing, and  granted  the  application  of  ch.  12 

KXLJ-TV  Helena  for  a  private  tv  intercity 

relay  system  between  that  city  and  Butte. 
At  the  same  time  the  Commission  granted 

ch.  35  WIMA-TV  Lima,  Ohio,  a  private 

tv  intercity  relay  system  between  Lima  and 

Fort  Wayne,  Ind.  In  making  the  KXLJ-TV 
grant  the  FCC  advised  Montana  Micro- 

wave of  its  July  major  policy  decision  al- 
lowing tv  outlets  to  operate  their  own  pri- 

vate intercity  tv  relay  systems  regardless  of 

whether  any  commercial  common  carrier  fa- 
cilities are  available  [Government,  Aug.  4J. 

Montana  Microwave  Order 

FCC  has  denied  a  petition  for  reconsid- 

eration and  protest  by  Montana  Micro- 

wave, Kalispell,  Mont.,  microwave  com- 
mon carrier  serving  the  Missoula,  Mont., 

cable  tv  company,  against  a  June  18  grant 
for  KSMO-TV  Missoula  to  modify  its  own 
radio  relay  bringing  in  Spokane,  Wash.,  tv 
signals.  The  FCC  said  allegations  of  injury 

were  speculative  and  that  its  July  31  order 

permits  stations  to  have  their  own  micro- 
waves [Government,  Aug.  4].  Montana 

Microwave,  which  also  serves  a  cable  com- 
pany in  Kalispell,  claimed  that  improved 

KSMO-TV  microwave  relay  would  permit 
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HRON  is  TV  in  SF 

SAN  FRANCISCO  CHRONICLE  .  NBC  AFFILIATE  •  CHANNEL  4  •  PETE
RS,  GRIFFIN,  WOODWARD 
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is  Complex 

And  hard  to  appease. 

He  searches  his  dial 

For  something  to  please! 

Every  market  is  just  as  complex 

as  the  individuals  within  it.  To 

penetrate  complex  markets,  you 

must  first  penetrate  the  complex 

minds  within  them.  It  takes  a  flex- 

ible medium  like  radio,  pro- 

grammed with  the  individual  in 

mind  to  do  the  job  effectively  and 

economically. 

In  Greater  Los  Angeles,  it  takes 

KHJ  Radio.  For  36  years,  KHJ 

has  featured  FOREGROUND 

SOUND . . .  news,  sports,  discus- 

sion, commentary,  quiz,  dramatic 

and  variety  programs ...  designed 

to  appeal  to  the  complex  minds 

in  America's  Second  Market. 

Never  underestimate  the  variety 

of  tastes  that  make  up  the  Los 

Angeles  market.  Here  is  a  medium 

programmed  to  satisfy  them  all. 

KHJlA. 

RADIO  MK 

LOS  ANGELES  l\ 
1313  North  Vine  Street  I  4* 
Hollywood  28,  California 
Represented  nationally  by  8  I 

H-R  Representatives,  Inc.  * ^^^k 

GOVERNMENT  continued 

station  to  bring  in  all  three  Spokane  sta- 
tions (as  against  a  single  Spokane  outlet 

now)  thus  jeopardizing  business  of  the  Mis- 
soula cable  company. 

Rollins  Says  He'll  Seek 
Ch.  12  if  Storer  Quits 

The  first  bid  for  Wilmington's  ch.  12 
(and  the  body  isn't  even  cold  yet)  was  made 
Friday  by  multiple  broadcaster  O.  Wayne 

Rollins,  president  of  Rollins  Broadcasting- 
Telecasting  Inc.,  who  announced  that  he 

would  apply  for  the  Wilmington  channel 
"  when  the  license  is  vacated  by  Storer 

Broadcasting  Co." Rollins  stations  include  two  in  Delaware 

— WAMS  Wilmington  and  WJWL  George- 
town— as  well  as  a  tv  in  Pittsburgh,  N.  Y., 

and  radio  stations  in  Newark,  N.  J.;  Chi- 
cago, St.  Louis,  Indianapolis  and  Norfolk, 

Va.  The  company  is  headquartered  in  Wil- 
mington. 

"It  has  always  been  my  hope  that  Dela- 
ware could  have  its  own  television  service 

with  particular  emphasis  on  local  and  re- 

gional events,"  Mr.  Rollins  said. At  the  moment,  Storer  has  asked  the  FCC 

to  permit  WVUE  (TV)  Wilmington  to  go 
dark  on  Sept.  13  pending  its  sale  [At 

Deadline,  Sept.  1].  This  request  was  re- 
ceived by  the  Commission  last  week.  Storer 

also  stated  that  if  no  buyer  is  found,  it  is 

proposed  to  surrender  the  ch.  12  permit. 
In  his  letter  to  the  FCC,  George  B. 

Storer,  president  and  majority  stockholder 
of  the  company  bearing  his  name,  said  that 
his  company  had  spent  $4  million  in  buying 

the  Wilmington  facility  and  $749,000  in  im- 
proving its  facilities.  This  included  moving 

the  transmitter  from  Wilmington  to  Pitt- 
man,  N.  J.,  to  more  adequately  serve  Phil- 

adelphia. Mr.  Storer  said  that  as  of  July 
31  the  station  has  had  an  operating  loss  of 

more  than  $2  million — average  over  $147,- 
000  a  month. 

Mr.  Storer  bought  WVUE  and  Philadel- 
phia radio  stations  WIBG-AM-FM  in  1957 

for  $5.6  million  from  Paul  F.  Harron.  Mr. 
Harron  bought  the  tv  station  from  the 
Steinman  interests  in  1955  for  $3.7  million. 

The  application  for  FCC  approval  of  the 

$4.5  million  purchase  of  ch.  6  WITI-TV 
Milwaukee  by  Storer  was  also  filed  at  the 
FCC  last  week. 

It  showed  that  the  Storer  company  was 

paying  $4,462,500  for  all  10,500  outstand- 
ing shares  of  Independent  Television  Inc., 

licensee  of  the  non-network  affiliated  ch.  6. 
This  figures  out  to  $425  per  share.  Major 
stockholders  of  WITI-TV  are  Jack  Kahn. 
30% ;  Arthur  Fleischman  and  Lawrence 
Fleischman.  each  14.75%;  Sol  Kahn.  8.8%; 
Robert  K.  Strauss,  5.78%;  Max  Osnos, 
13.3%;  William  A.  Roberts.  7%  and 
Emanual  Dannett,  5.15%. 
WITI-TV  balance  sheet  as  of  June  30 

showed  total  assets  of  $1,102,825,  with  cur- 
rent assets  of  $113,015.  Total  current 

liabilities  totaled  $215,107,  and  long  term 
indebtedness  $479,662.  Deficit  to  the  end 
of  1957  was  $678,103,  and  losses  in  first 
six  months  of  1958  were  $79,782. 

WITI-TV  won  its  grant  in  1955,  in  a 
comparative  hearing  contest  over  WMIL 
Milwaukee.  The  ch.  6  station  is  officially  al- 

located to  Whitcfish  Bay.  a  suburb  of  Mil- waukee. 

In  his  letter  to  the  FCC,  Mr.  Storer  said 

his  company  would  be  willing  to  accept  the 
transfer  of  control  of  the  ch.  6  station  sub- 

ject to  prior  disposition  of  WVUE. 

Storer's  requirement  to  dispose  of  WVUE 
is  necessary  in  order  to  meet  FCC  regula- 

tions which  forbid  any  one  owner  from 

owning  or  controlling  more  than  five  vhf 
television  stations.  Storer  also  owns  vhf  out- 

lets in  Detroit,  Toledo,  Atlanta  and  Cleve- 

land. 

Final  Order  on  770  Kc, 

But  Record  Stays  Open 

The  FCC  last  week  issued  what  appears 

to  be  final  orders  in  the  nearly-two-decades- 
old  770  kc  case — but  ordered  the  proceed- 

ing to  be  kept  open  "for  the  purpose  of 
considering  further  adjudicatory  mat- 

ters. .  .  ." 
The  Commission  ordered  both  WABC 

New  York  and  KOB  Albuquerque,  N.  M., 

to  operate  on  770  kc,  both  with  directional 
antennas.  It  maintained  the  channel  as  a 

Class  1  frequency.  It  also  approved  use 
of  50  kw  at  night,  directionally,  for  KOB. 

It  said  it  would  specify  the  parameters 
(limits)  of  the  directional  patterns. 

The  case  actually  started  in  1941  when 
KOB,  which  began  operating  in  1922  and 
had  used  several  frequencies  and  powers, 

was  assigned  1030  kc  with  10  kw  in  March. 
Later  in  the  year,  the  Commission  on  its 
own  motion  granted  KOB  a  special  service 
authorization  to  operate  on  770  kc  with 
50  kw  day  and  25  kw  night.  ABC  at  that 
time  began  proceedings  to  force  KOB  off 
its  Class  1-A  channel — an  opposition  that 
has  run  for  17  years. 

During  that  time  ABC  won  two  appeals 

court  decisions — the  first,  in  1951,  held 
that  the  FCC  was  required  to  give  ABC 

a  hearing  on  why  KOB's  SSA  should  be 
continued;  and  the  second,  in  1955,  when 
the  same  court  held  that  ABC  must  be 

protected  at  night.  This  last  resulted  in 
KOB  directionalizing  at  night. 

During  this  time  the  station  was  sold 
twice:  in  1952  to  Time  Inc.  and  the  late 

Wayne  Coy,  and  in  1957  to  KSTP  Inc. 
(Stanley  Hubbard). 

Last  February,  FCC  Hearing  Examiner 

.;. 

P  O  W  E  R 

PLUS 

is  coming 

GOVERNOR 

TELEVISION  ATTRACTIONS,  INC. 

151  West  46th  Street,  N.  Y.  C. 

JUdson  6-3675 
See  page  76 
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Mountains  of  wheat  -  worth  about  $1.65  per  bushel  -  mid-summer  spectacular  in 
Texas,  Oklahoma,  Kansas  and  Eastern  New  Mexico 

How  to  share  in  the  big  money 

The  wheat's  in.  Even  the  fabled  Big- 
Oil  Man  from  Texas  is  envious.  The  crop 

was  that  good. 

Let  us  tell  you  what  happened  in  the 

top  24  wheat-producing  counties  in 

Texas  alone.  (KGNC-TV  covers  all  24, 

plus  20  other  counties  in  four  states.) 

We  planted  2,126,000  acres  and  har- 

vested 59,528,000  bushels.  Now,  we've 
sold  the  wheat  for  $98,221,200.00,  give  or 

take  a  few  cents.  That's  folding  money ! 

And  it  looks  like  a  big  year  for  grain 

sorghums,  cotton  and  vegetables,  too. 

Nature's  bounty  has  laid  down  a  bo- 

nanza for  you  in  an  already-active 

market  of  535,000  people.  To  stake  your 

claim  in  this  new  Southwestern  El 

Dorado,  simply  add  to  your  list 

K  G  N  C  -  TV 

NBC  Television  in  Amarillo,  Texas 

Channel  4 

Full  power  coverage  in  4  states 

Represented  by  the  Katz  Agency 

Broadcasting September  8,  1958    •    Page  67 



It's  this  easy 
to  get  programs  and  sponsors  together,  anytime 

When  television  programs  and  commercials  are  recorded  on  Videotape*,  they  can  be  scheduled  to  run  in 
almost  any  combination  and  at  any  time.  Stations  can  dovetail  schedules  for  local,  network  and  special 

events  quickly  and  easily.  "Live"  spots  can  be  run  at  any  availability.  And  both  can  be  timed  to  reach 
pre-selected  audiences. 

And  with  Videotape,  stations  can  plan  more  "local  live"  programs ...  increase  the  number  of  "local  live" 
commercials  . . .  build  up  station  income. 

But  this  is  just  part  of  the  story.  Let  us  tell  you  how  completely  the  Ampex  VR-1000  Videotape  Recorder  is 
changing  the  face  of  television.  Write  today. 

CONVERTS  TO  COLOR  ANYTIME  •  LIVE  QUALITY  •  IMMEDIATE  PLAYBACK  •  PRACTICAL  EDITING  •  TAPES  INTERCHANGEABLE  •  TAPES  ERASABLE,  REUSABLE  •  LOWEST  OVERALL  COST 

850    CHARTER    STREET,    REDWOOD    CITY,  CALIFORNIA AMPEX 

Offices  in  Principal  Cities CORPORATION 

professional  .4 
products  division 

*TM    AM  PEX  CORP. 
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GOVERNMENT  continued 

Hugh  B.  Hutchison  issued  an  initial  de- 
cision which  recommended  that  770  kc 

be  changed  to  a  Class  1-B  channel 
[Government,  Feb.  10].  That  would  have 
permitted  both  stations  to  operate  on  the 
frequency  at  night. 

But,  by  maintaining  the  classification  of 
the  frequency  as  Class  1,  the  Commission 

is  protecting  the  channel's  status  in  inter- 
national agreements,  it  is  understood. 

Under  the  present  Class  1  status,  no  foreign 
country  may  use  the  frequency  at  night. 

If  it  were  changed  to  Class  1-B,  other 
North  American  countries  could  use  770 

kc  at  night,  although  they  would  have  to 
protect  U.  S.  stations  on  the  same  frequency 
at  the  border. 

The  FCC  in  its  proposed  clear  channel 

rule-making  notice  suggested  that  770  kc 
be  duplicated  in  the  same  manner  as  last 

week's  decision  [Lead  Story,  April  21]. 
This  proceeding  is  still  pending. 

Early  Comments  Filed 

On  Multiplexing  Uses 

With  the  deadline  for  filing  comments 
still  nearly  a  month  off  (Oct.  2),  almost 
a  dozen  replies  had  been  received  by  the 

FCC  through  last  Thursday  on  the  Com- 

mission's request  for  opinions  on  whether 
it  should  take  action  broadening  its  rules 

to  permit  more  types  of  fm  multiplexing 
service  [At  Deadline,  July  7].  Among  the 
extended  uses  of  multiplexing  which  have 
been  mentioned  are  price  quotations  for 

supermarkets,  doctor-paging  service  and 
traffic  light  control. 

In  its  comments  to  the  FCC,  KDFC  (FM) 
San  Francisco  declared  itself  against  any 

limitations  on  the  types  of  subsidiary  com- 
munications an  fm  outlet  may  provide.  The 

California  station  also  wants  fm  stations 

to  be  able  to  use  subsidiary  communica- 

tions for  relay  purposes  with  only  "tech- 
nical considerations"  limiting  the  number  of 

sub-channels  in  use.  KDFC  (FM)  further 

feels  there  should  be  no  specific  sub-channel 
authorizations  and  the  use  of  these  channels 

should  be  permitted  when  the  main  channel 
is  not  in  use.  KDFC  (FM)  is  against  any 
FCC  grant  for  subsidiary  communications 

"which  can  be  intercepted  by  the  general 
public,"  such  as  stereophonic  broadcasting. 
KCMS-AM-FM  Manitou  Springs,  Colo., 

notes  that  economics  will  limit  the  types 
of  subsidiary  communications  and  the  FCC 

won't  have  to.  KCMS-AM-FM  agrees  with 
opinions  expressed  by  KDFC  (FM)  in  re- 

gard to  the  use  of  relays,  no  limitation  on 

channels  to  be  used,  and  no  specific  sub- 
channel frequencies  being  allocated.  KCMS- 

AM-FM  feels,  however,  that  these  sub- 
channels should  not  be  used  when  the 

"main  channel  is  not  being  modulated." 
George  Marti,  president  of  KCLE-AM- 

FM  Cleburne,  Tex.,  commented  that  sub- 
sidiary communications  should  be  limited, 

relay  uses  should  be  allowed,  there  should 

be  only  technical  limits  placed  on  the  num- 
ber of  sub-channels  to  be  used,  and  these 

channels  should  have  no  time  limit  as  to 
their  use. 

KGAF  Gainesville,  Tex.,  was  against 

any  limits  on  the  types  of  subsidiary  com- 
munications, in  favor  of  relay  utilization, 

Broadcasting 

against  specific  sub-channel  allocations,  and 
in  favor  of  allowing  the  use  of  the  sub- 

channels even  when  the  main  channel  is 
silent. 

Dwight  Harkins,  multiplex  manufacturer 

in  Phoenix,  Ariz.,  supports  some  of  the  sta- 

tions' comments  as  to  urging  that  no  limit  be 
placed  on  subsidiary  operations,  permis- 

sion be  granted  for  the  use  of  relaying,  no 

limit  be  placed  on  sub-carrier  channels,  and 
stating  that  fm  stations  should  be  allowed 
to  engage  in  multiplexing  even  when  the 
main  broadcast  channel  is  not  being  used. 
Mr.  Harkins  reports  that  he  has  tested 
over  45  stations  and  in  no  case  has  he 

found  that  multiplex  has  shown  any  effect 
on  quality  of  the  main  broadcast  channel. 

In  contrast  to  these  views,  Radiocall 

Paging  Service  of  Oklahoma  City,  Okla., 

lashed  out  at  the  possible  use  by  fm  sta- 
tions of  their  multiplexing  operations  for 

paging  service.  "The  FCC  should  not  under 
any  circumstances  let  the  fm  industry  sup- 

ply paging  service  on  their  facilities  .  .  . 

Let's  not  let  paging  be  done  by  every  Dick, 
Tom  and  Harry,  as  a  sideline  .  .  .  Let's 
place  each  industry  on  its  own  feet  .  .  . 

Let's  help  the  paging  pioneers  .  .  ." 
International  Municipal  Signal  Assn. 

asked  the  FCC  for  permission  to  use  multi- 
plexing to  control  traffic  lights.  Electronics 

equipment  manufacturers  Heath  Co.  re- 

quested "further  evaluation  of  the  multi- 

plexed system"  before  any  decisions  are made. 

Originally,  in  its  amendment  to  the  rules 

three  years  ago,  the  FCC  authorized  only 
specific  functional  fm  operations,  involving 
specialized  programming  consisting  of  news, 
music,  time,  weather  and  the  like  [Govern- 

ment, March  28,  1955]. 

Ike  Signs  Appropriations  Bills, 
FCC  Receives  $600,000  Increase 

President  Eisenhower  has  signed  a  sec- 
ond version  of  the  independent  offices  ap- 

propriation bill,  which  gives  the  FCC  $8.9 
million  for  fiscal  1959  operation.  This  is  an 
increase  of  $600,000  over  the  $8.3  million 
appropriated  for  fiscal  1958,  ended  last 
June  30. 

During  July  and  August,  the  Commis- 
sion spent  money,  under  a  special  con- 

gressional authorization,  at  the  rate  called 

for  in  the  1959  appropriation.  The  Presi- 
dent vetoed  the  first  independent  offices 

bill  because  he  objected  to  an  appropria- 
tion for  civil  service  retirement.  Congress 

then  repassed  the  measure  without  the  civil 
service  provision. 

The  FTC  received  $5.9  million  for  its 
fiscal  1959  operation,  approximately  the 
same  as  in  1958. 

A  supplemental  appropriations  bill,  which 
earmarks  $10  million  for  a  USIA  trans- 

mitter to  be  constructed  in  North  Caro- 
lina and  an  additional  $142,000  for  FCC 

salaries  and  expenses,  also  has  been  signed 
by  the  President.  The  National  Defense 
Education  bill,  signed  last  Tuesday  (Aug. 
2),  appropriates  $8  million  to  be  used  over 
a  period  of  four  years  to  study  the  use  of 
radio,  tv  and  other  media  in  education.  All 
three  measures  were  passed  by  Congress 
just  prior  to  adjournment  two  weeks  ago. 

Videotaped* 
Vehicles 

Doug  Elleson,  Program  Manager 
KRON-TV,  San  Francisco 

"We  taped  a  whole  series  of 
Rambler  spots  at  one  time  for 
local  Nash  dealers.  Accurately 

timed,  error-free,  easily  scheduled 

commercials,  with  a  'live'  look  at 
less  than  live  cost,  impressed 

both  client  and  agency." 

AM rex 

CORPORATION 

850  CHARTER  STREET,  REDWOOD  CITY,  CALIFORNIA 
professional  ;  , 

products  divisidn 

*TM  Ampex  Corporation 
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admitted 

Alaska 

3  years  ago! 

And  Pulse  outside  the  U.S.A. 

employs  standard  Pulse  tech- 

niques originated  17  years 

ago  —  used  in  Alaska  and  222 

U.S.  markets  last  year 

Naturally  Pulse's  trained  interview  specialists 
"speak  the  language"— have  a  special  grasp  of local  conditions. 

For  Pulse  interviewing  in  the  home  is  done  by 
women  who  live  nearby.  No  phone  calls,  no  mail- 

ings, no  "traveling  crews."  Solid— mature,  respon- 
sible probing. 

Therefore,  if  you  are  interested  in  our  newest, 
proudest  49th  state,  with  its  high  standard  of  liv- 

ing, amazing  income,  startling  growth,  possibly 
Pulse  can  serve  you. 

With  standard  data  for  television  and  radio  — or 
for  special  research  assignments  —  the  complete 
facilities  of  the  Pulse  International  Division  are 
at  your  disposal. 

For  instance,  interviewing  in  Puerto  Rico  and 
Mexico  is  conducted  by  a  Spanish-speaking  staff; 
in  Hawaii  Pulse  interviewers  are  adept  in  dealing 
with  the  85%  of  the  population  that  is  non-Cau- 

casian—Japanese, Filipino,  Chinese,  Hawaiian,  etc. 

We  invite  your  inquiry,  can  serve  you  abroad 
with  the  same  high  standards  that  prevail  in  our 
U.S.  operations. 

TELEVISION  AND  RADIO 

WfT3i^TT(acg> 

Standard  Pulse  Data 

and  Special  Studies 

Just  phone  for  facts: 
INTERNATIONAL  DIVISION 

_  JUdson  6-3316 
Nothing  I  — 

/      lake?  the        HEM  . 'fc. I  place  of  j  730  FIFTH  AVEXLE {interviews  ■ 
in  Hie  XEW  YORK  19.  SEW  YORK 

JULSE,  Inc.  *JEm*m   LOS  ASCELES  ■  CHICAGO  •  LOSDOS 

GOVERNMENT  continued 

AT&T  CALLED  UNFAIR 

BY  NEWS  ASSOCIATES 

•  New  firm  cites  'press'  rates 
•  Seeks  same  deal  for  radio-tv 

An  infant  news-gathering  organization. 
News  Assoc..  on  behalf  of  its  radio  station 

clients  has  tackled  a  giant  among  corpora- 
tions, AT&T,  in  an  effort  to  secure  reduced 

"press"  broadcast  rates  on  long  distance 
telephone  calls. 

In  a  Wednesday  (Sept.  3)  letter  to  the 
FCC.  News  Assoc.  President  I.  Herbert 

Gordon  claimed  it  is  unfair  for  the  printed 
word  to  receive  telegram  press  rates  while 
while  no  allowance  is  made  for  spoken 

radio-tv  news  reports  via  telephone.  "In  the 
whole  complex  of  news  flow,  the  broadcast- 

ing-telecasting industry  has  been  generally 
ignored  as  though  it  were  a  mere  stepchild 
in  the  field  of  news,  without  either  the 

stature  or  significance  of  printed  publica- 
tions." Mr.  Gordon  charged. 

He  cited  an  example  of  two  reporters,  one 

for  radio,  the  other  for  a  newspaper,  cover- 
ing the  same  story  at  the  same  time.  The 

newspaper  reporter  files  his  story  via  tele- 
graph at  reduced  press  rates,  while  the  radio 

man  telephones  a  broadcast  directly  to  his 

station  and  is  charged  the  regular  commer- 
cial rate,  he  said. 

"The  inequity  is  obvious.  It  needs  cor- 
recting," Mr.  Gordon  said. 

News  Assoc.  informed  the  Commission 

that  it  has  hired  Stanley  B.  Frosh,  Wash- 
ington attorney,  to  file  a  formal  petition 

seeking  to  require  AT&T  to  establish  a 

reduced  "broadcast  news"  long  distance 
telephone  rate. 

Mr.  Gordon  said  Thursday  the  pleading 
would  be  filed  within  the  next  two  weeks. 

He  said  that  at  times  News  Assoc. 's  sta- 
tion clients  are  charged  more  by  the  tele- 

phone company  than  by  the  news-gather- 
ing organization  for  individual  telephone 

broadcasts. 
News  Assoc.  was  formed  in  late  June 

by  former  employes  of  INS  following  the 

UP-INS  merger.  It  got  into  the  broadcast 
business  when  five  stations  asked  for  on- 

the-spot  coverage  of  the  Supreme  Court's 
special  session  on  Little  Rock  school  in- 

tegration. Special  and  regular  Washington 
coverage  has  been  provided  to  several  other 
stations  by  News  Assoc.,  headquartered  in 

Washington's  National  Press  Building. 
Mr.  Gordon  said  he  would  welcome  sug- 

gestions from  stations  regarding  the  move 
to  secure  reduced  broadcast  rates  from 
AT&T. 

FCC  Withholds  Action  on  3  U's 
At  Request  of  Malco  Theatres 

The  FCC  last  week  granted  a  request  by 

Malco  Theatres  Inc.,  Memphis,  to  withhold 

action  until  Nov.  23  on  the  firm's  pending 
applications  to  construct  three  new  uhf 
outlets.  Malco  had  written  the  Commission 

asking  for  a  delay  due  to  the  "uncertainties 
as  to  the  overall  future  of  uhf  .  .  .". 

The  three  channels  in  question  are  ch. 
40  in  Columbus,  Ohio,  ch.  65  in  Kansas 

City,  Mo.,  and  ch.  68  in  Davenport,  Iowa. 

FCC  action  is  being  withheld  on  these  facili- 

ties provided  that  competing  applications 
for  some  or  all  of  them  are  not  filed  in  the 
meantime.  The  Commission  noted  that  its 

grant  in  this  case  is  without  prejudice 
to  such  action  as  it  may  take  with  regard  to 

any  application  Malco  might  file  for  ex- 
tension of  time  to  construct  those  tv  stations 

for  which  it  now  holds  construction  permits. 
Malco  now  holds  ch.  19  Oklahoma  City, 

Okla.,  ch.  48  Memphis,  Tenn.,  and  ch.  54 

Utica,  N.  Y. 

School,  Commercial  Tvs 

To  Share  Michigan  Vhf 

The  first  commercial-educational  tv 
share-time  operation  was  authorized  by  the 
FCC  last  week  with  the  grant  of  ch.  10 

Onondaga,  Mich.,  to  Television  Corp.  of 

Michigan  Inc.  and  State  Board  of  Agricul- 
ture. Comrs.  T.  A.  M.  Craven  and  Frederick 

Ford  dissented  and  Comr.  John  Cross  did 

not  participate. 

The  precedent-making  grant,  which  would 
see  State  Board  of  Agriculture  handling 

the  outlet's  programming  every  weekday 
morning  and  early  afternoon,  4V2  hours 

each  evening  and  four  hours  Sunday  after- 
noon, with  the  commercial  operators  using 

the  channel  at  all  other  times,  denied  three 

competing  applications  for  ch.  10  in  Parma, 
Mich.  The  unsuccessful  applicants  are  Triad 
Television  Corp.,  Booth  Broadcasting  Co., 
and  Jackson  Broadcasting  &  Television 
Corp. 

State  Board  and  Tv  Corp.  of  Michigan 
were  favored  for  ch.  10  in  Onondaga  in  an 
initial  decision  early  last  year  [Government 
March  11,  1957].  At  that  time,  FCC 
Hearing  Examiner  Annie  Neal  Huntting 
found  that  the  two  winning  applicants  were 

superior  over  their  competitors  on  integra- 
tion of  ownership  and  management,  broad- 
cast experience,  local  residence,  past  oper- 

ation of  broadcast  stations  and  awareness 

of  community  needs  and  most  likely  to  ef- 
fectuate their  programming  proposals. 

State  Board  of  Agriculture  is  the  govern- 
ing body  for  Michigan  State  U.  On  July  7, 

State  Board  surrendered  its  permit  for  edu- 
cational ch.  60  WKAR-TV  East  Lansing. 

Mich.  Tv  Corp.  of  Michigan  is  owned  by 

Edward  E.  Wilson,  60%,  and  WILS  Lan- 
sing, 40%,  the  latter  principally  owned  by 

John  C.  Pomeroy  and  family. 

P  O  W  E  R 

PLUS 

.       -  . 
is  coming 

GOVERNOR 

TELEVISION  ATTRACTIONS,  INC. 

151  West  46th  Street,  N.  Y.  C. 

JUdson  6-3675 
See  page  76 
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complete  one  hand  operation 

GATES  PROFESSIONAL  TRANSCRIPTION  TURNTABLES 

You  shift  speeds  to  78,  45  or  33]/$  by  simply  mov- 

ing the  shift  lever  to  the  desired  index  point— then 
touch  the  button  to  either  start  or  stop.  Complete 

one-hand  operation  leaves  the  other  hand  free  for 

cueing  or  control  board. 

Gates  positive  operating  3-speed  transcription  turn- 
tables are  designed  entirely  for  the  professional 

demands  of  radio  and  television  stations,  advertis- 

ing agencies  and  recording  studios.  These  turntables 

are  capable  of  unusual  speed  accuracy,  low  vertical 

and  lateral  rumble  and  utilize  the  direct  "speed 

shift"  approach  to  eliminate  springs,  multiple  drive 
wheels  or  gravity  methods  of  speed  change. 

The  transcription  chassis  only  (CB-100),  and  the 

CB-210  complete  turntable  are  both  in  stock  for 

immediate  delivery.  The  turntables  are  available 
with  or  without  the  CABS  cabinet  illustrated 

above.  Place  your  order  today. 

GATES 

GATES  RADIO  COMPANY 

Subsidiary  of  Harrislnterfype  Corporation 

QUINCY,  ILLINOIS 

OFFICES NEW  YORK WASHINGTON,  D.  C. HOUSTON         -  ATLANTA 
In  Conodo,  CANADIAN  MARCONI  COMPANY 



GOVERNMENT  continued 

SEC  STOCKHOLDER  SCORECARD 

The  following  stock  transactions  by 
officers  and  directors  of  companies  in  the 

radio-tv  and  allied  fields  were  reported 
last  week  by  the  Securities  &  Exchange 

Commission  (common  stock  unless  in- 
dicated otherwise): 

Allied  Artists  Pictures — Roger  W. 
Hurlock  in  June  bought  2,500  shares, 

giving  him  a  total  of  17,400. 
Borg-Warner  Corp. — Robert  S.  Inger- 

soll  in  July  increased  his  holdings  by 
200  shares,  giving  him  2,000  total; 
George  P.  F.  Smith,  also  in  July,  sold  500 
shares  which  left  him  with  400. 

Allen  B.  DuMont  Labs— Allen  B. 
DuMont  last  June  decreased  his  holdings 

to  28,301  shares  by  disposing  of  4,600. 
General  Electric  Co. — William  S.  Ginn 

bought  450  shares  for  3,617  total;  James 
H.  Goss  purchased  480  shares,  giving 

him  3,024;  Robert  Paxton  purchased  1,- 
000  shares  for  21,502  total,  and  Willard 

Sahloff  bought  1,545  shares  for  6,174 
total.  Ralph  J.  Cordiner  decreased  his 

holdings  to  11,630  shares  by  selling  6,- 
000  and  Philip  Reed  sold  700  shares, 
leaving  him  with  9,000.  All  of  the  GE 
transactions  were  in  July. 

Guild  Films  Co. — Harry  A.  McDon- 
ald increased  his  holdings  to  1,000 

shares  by  purchasing  500  in  July. 

Loew's  Inc. — Charles  Braunstein  in 
July  purchased  500  shares,  giving  him 

2,500  total. 

Magnavox  Co. — Richard  A.  O'Connor 
sold  1 ,000  shares  of  capital  stock,  leav- 

ing him  50,917  total. 
National  Theatres  Inc. — Peter  Colefax 

and  T.  H.  Sword  sold  the  1,000  and  200 

shares,  respectively,  they  held  in  firm. 
Jack  M.  Ostrow  Corp.  purchased  1,000 
shares  for  total  ownership  of  81,000.  All 
transactions  were  in  July. 

Philco  Corp. — Charles  S.  Cheston  in 
July  increased  his  holdings  to  2,500 

shares  by  purchasing  624.  Philco's  profit 
sharing  plan  the  same  month  disposed  of 
1,800  shares,  acquired  11,802  for  total 
ownership  of  476,071. 

Television  Industries  Inc. — E.  H. 
Ezzes  purchased  100  shares,  his  only 
ownership  in  firm;  Arnold  C.  Stream 

purchased  300  shares,  giving  him  400  to- 
tal. Both  transactions  were  in  July. 

United  Artists  Corp. — Robert  W. 

Dowling  holding  company  in  June  pur- 
chased 200  shares,  his  only  ownership 

in  firm. 

Westinghouse  Electric — John  M. 
Schiff  purchased  500  shares  and  Tom 
Turner  200,  giving  them  total  of  12,500 
and  2,125,  respectively,  in  July. 

WAVY-TV  Protest  Snarls 

Norfolk  Ch.  13  Merger 

An  FCC  hearing  set  to  take  virtually 

pro-forma  action  on  approval  of  a  merger 
agreement  among  three  applicants  for  ch. 
13  Norfolk  burst  into  flame  last  week  when 

an  existing  Norfolk  station  entered  the  case 
as  an  intervenor  and  charged  that  the  merger 
agreement  was  a  payoff. 

WAVY-TV  Norfolk,  on  ch.  10,  also  (1) 

charged  that  the  grant  could  not  be  made  be- 
cause of  potential  duopoly  and  (2)  raised  a 

legal  question  under  Virginia  state  law. 
The  ch.  10  ABC-affiliated  station  received 

permission  to  enter  the  hearing  last  week 
from  Chief  Hearing  Examiner  James  D. 

Cunningham.  It  acquired  standing  to  inter- 
vene on  the  ground  of  economic  injury 

which  it  might  suffer  if  a  third  vhf  sta- 
tion is  authorized  in  Norfolk.  Norfolk  is 

also  served  by  CBS-affiliated  ch.  3  WTAR- 
TV. 

Last  July,  the  three  competing  applicants 

for  Norfolk's  dropped-in  ch.  13  reached  a 
merger  agreement,  permitting  WVEC-TV 
Hampton-Norfolk  (now  operating  on  ch.  15 
there)  to  receive  the  grant.  The  other  two 

applicants  agreed  to  withdraw  their  applica- 
tions. They  are  ch.  27  WTOV-TV  Norfolk 

and  Virginian  Television  Corp. 

WVEC-TV  is  owned  by  Thomas  P.  Chis- 
man  and  associates.  WTOV-TV  is  owned  by 
Temus  R.  Bright  and  Louis  H.  Peterson 
(Mr.  Peterson  owns  WNOR  Norfolk). 
Virginian  stockholders  include  some  who 
own  WBOF  Virginia  Beach. 

The  merger  agreement  provided  that 
Virginian  Television  and  Mr.  Peterson  will 
each  receive  a  10%  interest  in  WVEC-TV. 

Mr.  Bright  will  receive  a  five  year  manage- 
ment contract,  totaling  $150,000.  Mr.  Peter- 

son also  will  receive  $26,067  for  out-of- 
pocket  expenses  in  connection  with  the 

WTOV-TV  ch.  13  application.  Virginian 
will  be  partially  reimbursed  with  $45,430 

for  its  out-of-pocket  expenses.  WVEC-TV 
also  agreed  to  take  over  a  $50,000  note  by 

Mr.  Bright  to  Mr.  Peterson's  WNOR. 
It  is  also  contemplated  that  Peninsular 

Broadcasting  Corp.,  licensee  of  WVEC-TV, 
will  spin  off  its  WVEC  radio  station. 

The  merger  agreement  was  submitted  to 

Hearing  Examiner  J.  D.  Bond  late  in  July, 
but  approval  was  postponed  to  Sept.  3 

when  Broadcast  Bureau  counsel  stated  he 

was  unable  to  agree  without  further  study 
(Government,  Aug.  4). 

The  FCC  assigned  ch.  13  to  Norfolk  last 
year  in  its  deintermixture  proceedings. 

In  allied  actions  the  Commission  au- 

thorized WVEC-TV  to  change  its  assign- 
ment from  ch.  15  to  ch.  21  on  a  temporary 

basis  to  avoid  electrical  interference  and 

denied  various  petitions  and  applications  by 

other  Norfolk  parties  for  temporary  opera- 
tion on  the  vhf  channel. 

Rep.  Keating  to  Go  for  Senate 

Rep.  Kenneth  Keating  (R-N.  Y.),  at  the 
urging  of  President  Eisenhower  and  Vice 
President  Nixon,  has  decided  to  accept  the 
Republican  nomination  to  run  for  the  U.  S. 

Senate.  Rep.  Keating  is  the  ranking  minor- 

ity member  of  the  House  Judiciary  Com- 
mittee. He  will  be  opposed  by  New  York 

City  District  Attorney  Frank  Hogan,  the 
Democratic  nominee. 

FCC  Reports  65  Class  IV  Bids 

To  Go  Above  250-w  Power  Limit 

Sixty-five  Class  IV  (local)  am  stations 
thus  far  have  applied  for  power  increases  up 
to  1  kw.  The  FCC  said  it  would  accept  bids 
to  lift  the  250-w  limit  on  some  900  Class 

IV's  in  a  rule-making  [At  Deadline,  June  2] 
which  took  effect  in  July.  Of  the  applications 
on  file  with  the  Commission,  five  are  for 
500,  the  rest  for  1  kw. 

Final  FCC  action,  however,  must  await 
coordination  with  other  countries  because 

the  North  American  Regional  Broadcast 
Agreement  would  maintain  the  250  w  limit. 

The  current  applicants: 

1230  kc:  WAYX  Waycross,  Ga.;  WJEF  Grand 
Rapids,  Mich.;  WIKB  Iron  River,  Mich.;  WSOO 
Sault  Ste.  Marie,  Mich.;  KXRA  Alexandria, 
Minn.;  WCMA  Corinth,  Miss.;  WHSY  Hatties- 
burg.  Miss.;  WNIA  Cheektowaga,  N.Y.;  WKBO 
Harrisburg,  Pa.;  KNUZ  Houston,  Tex.;  KQTY Everett,  Wash. 

1240  kc:  WOWL  Florence,  Ala.;  WINK  Fort 
Myers,  Fla.;  WINN  Louisville,  Ky.;  WFEF 
Hagerstown,  Md.;  WMIS  Natchez,  Miss.;  WJNC 
Jacksonville,  N.C.;  WENK  Union  City,  Tenn.; 
KGY  Olympia,  Wash.;  WDNE  Elkins,  W.  Va. 

1340  kc:  WNHC  New  Haven,  Conn.;  WDSR 
Lake  City,  Fla.;  WTYS  Marianna,  Fla.;  WGAU 
Athens.  Ga.;  KROC  Rochester,  Minn.;  KATO 
Reno,  Nev.;  WMBO  Auburn,  N.Y.;  WMSA  Mas- 
sena,  N.Y.;  WKRZ  Oil  City,  Pa.;  WHAT  Phila- 

delphia; WRAW  Reading,  Pa.;  WRHI  Rock  Hill, 
SC.;  WSSC  Sumter,  S.C.;  WKEY  Covington, 
Va.;  WJMA  Orange,  Va. 

1400  kc:  WNEX  Macon,  Ga.;  WALE  Fall  River, 
Mass.;  KTTS  Springfield,  Mo.;  WEST  Easton, 
Pa.;  WJET  Erie,  Pa.;  WRAK  Williamsport,  Pa.; 
WCOS  Columbia,  S.C.;  WINA  Charlottesville, 
Va.;  WINC  Winchester,  Va. 

1450  kc:  WILM  Wilmington,  Del.;  WOL  Wash- 
ington; WSPB  Sarasota,  Fla.;  WBHF  Carters- 

ville,  Ga.;  WHTC  Holland,  Mich.;  WELY  Ely, 
Minn.;  KUDI  Great  Falls,  Mont.;  KORE  Eugene, 

THE  NATION'S  MOST  SUCCESSFUL  REGIONAL  NETWORK! 

WHERE 

PEOPLE 

LIVE,  LISTEN 

AND  BUY. 

KYSN 

Infermountain  Network  Affiliate Colorado  Springs,  Colorado 

fhls  'mportant  Market 
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TH£  N£WS  MAHiS  HBWS! 

especially  at  KTLA 
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IN 

CHARGE 

lorn 

mtcopm  News 

SUNDAY  THRU  SATURDAY  •  9  A.M.  TO  6  P.M. 

5  minutes  on  the  hour 

Yes,  KTLA's  miraculous  flying  TV  Station,  TELECOPTER,  is  ready 

to  patrol  the  Los  Angeles  Area  and  televise  the  news  — 

when  it  happens  —  7  days  a  week.  Additional  support  from  the  swift 

KTLA  "Prowl  Car",  speeding  its  cameras  to  vital  ground  positions, 
makes  TELECOPTER  NEWS  the  most  important  NEW 

local  program  in  Television. 

Represented  nationally  by  Peters,  Griffin,  Woodward,  Inc. 

KTLA 
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FILM 

TPA  Plans  U.S.- Russia  Film  Swap 

GOVERNMENT  continued 

Ore.;  WCRS  Greenwood,  S.C.;  WHSC  Harts- 
ville.  S.C.;  WMVA  Martinsville,  Va. 

1490  kc:  WAMV  East  St.  Louis,  111.;  WOPA 
Oak  Park,  111.:  WNDU  South  Bend,  Ind.;  WBTA 
Batavia,  N.  Y.;  WOLF  Syracuse,  N.Y.;  WARD 
Johnstown,  Pa.;  WMRF  Lewistown,  Pa.;  WOPI 
Bristol.  Tenn.;  KSAM  Huntsville,  Tex.;  KVOG 
Ogden,  Utah. 

Seven  Am  Applicants  Approved 

For  Permits  by  FCC  Last  Week 

The  FCC  granted  seven  am  construc- 
tion permits  last  week  to: 

•  Broadcasters  Inc.,  Van  Burcn,  Ark., 

to  operate  on  1580  kc  with  1  kw,  day,  re- 
mote control  permitted. 

•  Pueblo  County  Broadcasting  Co., 
Pueblo,  Colo.,  690  kc,  250  w,  day. 

•  The  Benay  Corp.,  Idaho  Falls,  Idaho, 
900  kc,  1  kw,  day,  remote  control. 

•  Western  Maryland  Broadcasting  Co., 
Frostburg,  Md.,  to  operate  on  740  kc  with 
250  w.  day,  engineering  condition. 

•  King's  Garden  Inc.,  Belgrade,  Mont., 
630  kc,  1  kw,  day,  remote  control.  Comr. 
Robert  Lee  dissented. 

•  Broadcasters  Inc.,  Barre,  Vt.,  to  operate 
on  1450  kc  with  250  w.,  remote  control. 

•  Ladon  Broadcasting  Corp.,  Merrill, 
Wis.,  to  operate  on  730  kc  with  1  kw,  day. 

For  other  broadcast  actions  of  last  week, 

see  For  The  Record,  page  99. 

FCC  Drops  Action  as  WKTV  (TV) 
Readies  Shift  From  Ch.  13  to  2 

A  solution  to  the  Utica,  N.  Y.,  ch.  2 
situation  came  last  week  when  the  FCC 

dismissed  a  show  cause  order  hearing, 
scheduled  for  Sept.  3,  and  WKTV  (TV) 

Utica  prepared  to  begin  building  its  trans- 
mitter at  a  new  location.  When  that  is  com- 

pleted, ch.  35  WTRI  (TV)  Albany,  N.  Y., 
will  be  able  to  begin  operating  on  ch.  13. 
WKTV  now  operates  on  ch.  13.  It  was 

ordered  to  change  its  assignment  to  ch.  2 
last  year  when  the  Commission  assigned 
ch.  13  to  Albany,  N.  Y.  The  Utica  station 
chose  a  hill  about  12  miles  east  of  the 

city,  but  the  Washington  Airspace  Panel 

refused  to  approve  the  1 ,000-foot  antenna. 
WKTV  found  a  second  site,  but  this  con- 

flicted with  the  60-mile  separation  require- 
ment between  stations  on  adjacent  chan- 

nels. WSYR-TV  Syracuse,  N.  Y.,  is  on  ch. 

3,  and  WKTV's  second  choice  would  not 
meet  the  required  60-mile  separation  be- 

tween the  two  transmitters.  In  April  the 
Commission  ordered  the  case  to  a  hearing, 
with  a  show  cause  order  requiring  WKTV 
to  use  a  lower  antenna  height. 

Two  weeks  ago  Airspace  Panel  recon- 

sidered and  approved  WKTV's  first  choice 
with  its  1,081 -ft.  antenna.  The  Commission 
dismissed  the  scheduled  hearing  and  is  ex- 

pected to  issue  an  authorization  soon. 

FCC  Questions  Translator  Bid 

The  FCC  last  week  sent  a  McFarland 

letter  to  Tucumcari  Television  Co.,  San  Jon, 

N.  M.,  applicant  for  a  new  tv  translator  on 
ch.  70.  The  Commission  stated  that  it  had 

received  reports  that  Tucumcari  Television 
has  allegedly  constructed  and  operated  the 
proposed  translator  station.  The  FCC  also 
wants  to  know  whether  the  applicant  intends 
for  its  ch.  70  translator  to  serve  San  Jon 

or  act  as  a  link  in  conjunction  with  the  com- 
munity antenna  at  Tucumcari. 

A  deal  is  being  worked  out  whereby  a 
U.  S.  syndicated  film  distributor  will  swap 

its  product  with  that  produced  by  the  state- 
owned  Soviet  tv  film  industry,  it  was  dis- 

closed last  week  in  New  York. 

"Within  the  next  60  days,"  Television 
Programs  of  America  Inc.,  New  York, 
should  know  whether  the  talks  in  Moscow 

between  Russian  film  officials  and  Manny 

Reiner,  vice  president  of  TPA's  foreign 
operations,  will  have  been  worthwhile,  the 

company  announced  Thursday.  Mr.  Reiner 
returned  from  the  U.S.S.R.  last  Tuesday 

(Sept.  2). 
While  Mr.  Reiner  hedged  considerably 

as  to  actual  terms  and  properties  involved, 
he  made  it  clear  the  negotiations  do  not 

involve  an  exchange  of  cash  "since  the 
Soviets  seem  more  interested  in  exchanging 

— bartering,  if  you  will — their  films  for 
ours."  Should  Mr.  Reiner's  talks  see 
fruition,  TPA  would  be  free  to  distribute 

— either  on  network  or  syndicated  basis — 

"a  maximum  of  six  entertainment  pro- 

grams" for  which  TPA  would  receive  nor- 
mal network  or  station  payment  and  keep 

these  monies.  TPA  would,  in  return,  make 
available  to  the  Soviet  Committee  for 

Radiodiffusion  &  Television  (U.S.S.R. 

Council  of  Ministers)  such  TPA  products 
as  Lassie  and  Fury,  which  the  Soviets 
would  dub  into  Russian.  (TPA  in  New  York 
would  dub  the  Soviet  film  properties  for 
U.  S.  consumption). 

He  indicated  that  none  of  the  properties 

— American  or  Russian — would  have  "po- 
litical value,"  and  that  therefore  so  far  as 

TPA  is  concerned,  it  would  not  anticipate 
advertiser  or  general  audience  resistance  to 
the  Soviet-made  programs. 

"I  made  it  clear  to  the  Russians  that  cul- 
tural exchanges  are  fine,  but  that  TPA  is 

in  business  to  make  money.  Apparently 

they  understood,"  Mr.  Reiner  noted.  He 
refused  to  divulge  actual  details  of  the  film 

exchange  program,  but  said  "I  think  we 
have  the  basis  for  a  deal." 

At  the  same  time,  Mr.  Reiner  said  he 

also  hoped  to  come  to  "some  sort  of  agree- 
ment" with  the  broadcast  heads  of  various 

Soviet  satellites  about  similar  arrangements. 
While  in  Warsaw,  Mr.  Reiner  talked  with 
members  of  the  television  division  of  the 

Polish  Committee  for  Radio  Affairs,  and 
in  Prague,  with  the  Czech  Committee  for 
Radio  &  Television.  Spokesmen  for  TPA 

said  "a  specific  agreement  between  Czech 
tv  authorities  and  TPA  has  been  worked 

out  'in  principle'  "and  now  must  be  further 

implemented  by  a  formal  agreement." 
Mr.  Reiner  also  gave  a  general  rundown 

of  Soviet  tv  activities  and  his  impressions 

of  them.  He  found  it  "simply  amazing"  that 
theatrical  films  in  Russia  are  released  to 

video  within  weeks  after  opening  play 

dates,  but  was  told  that  there  is  nothing 

unusual  in  this  practice.  "After  all,"  he 
reported  one  Soviet  official  as  telling  him, 

"it's  the  same  management."  Among  some 

of  Mr.  Reiner's  findings: 
•  Moscow's  two  channels  commence 

daily  operations  at  7  p.m.,  sign  off  before 
midnight;  Polish  tv  operates  on  a  summer 

cycle  of  five  days  weekly  and  a  regular 

(fall)  schedule  of  six  days  weekly — also 
on  an  evening  schedule;  Czech  tv  signs  off 

earlier  but  will  go  on  a  seven-day  basis 
starting  next  January;  the  Moscow  set  count 
for  5.2  million  population  is  about  1.2 
million  and  a  rapid  growth  in  community 
antenna  usage  compared  to  Leningrad, 
where  the  visitor  sees  the  familiar  individual 

rooftop  antennas;  Russian  made  tv  sets — 
ranging  from  8-21  inches  in  size — retail 
for  800-2,400  rubles  (or  in  dollar  terms 
based  on  the  exchange  rate  of  4-to-l, 
$200-$600  [B&W]). 

•  Network  tv  as  it  is  known  here  is  non- 
existent in  the  U.S.S.R.  and  none  is 

planned  for  another  two  to  three  years. 

Some  60%  of  Russian  tv  fare  is  "canned," 
stresses  public  affairs  and  education  and  is 

government-produced,  thus  reflecting  the 

party  line. •  In  the  two  satellites  television  is  less 
somber  in  output  and  even  embodies  the 

quiz  show,  giveaway  and  melodrama.  In 
Czechoslovakia,  70%  of  programming  is 
live,  but  the  total  set  count  for  that 

country  is  no  higher  than  250,000;  Poland, 

with  a  present  set  count  of  40,000  is  build- 
ing 1 1  new  stations  and  this  month  will 

set  up  its  first  tv  network. 

50  Warner  Features 

Set  for  AAP  Tv  Sale 

Associated  Artist  Productions  suddenly 

has  inserted  a  new  reel  for  tv's  continuing 
play  of  pre- 1948  feature  motion  pictures. 

The  company  is  announcing  today  (Sept. 

4)  that  additional  pre- 1948  feature  products 
— more  than  50  Warner  Bros,  feature  films 

originally  among  those  films  to  which  rights 

were  purchased  by  AAP  in  1956 — have  been 
cleared  for  tv. 

A  good  many  features  were  held  back 
up  to  this  time  because  of  negotiations  on 
talent  and  union  payments. 

AAP  says  it  took  "intensive  activity  on 
the  part  of  lawyers,  agents  and  company 
executives  and  .  .  .  expenditures  running 

well  up  in  six  figures"  to  clear  the  features 
for  television.  Included  were  payments  to 

guilds  and  to  estates  or  stars  which  had 
rights  in  perpetuity  to  motion  pictures. 

W.  Robert  Rich,  general  sales  manager  of 

THE  "Maltese  Falcon"  is  one  of  the  titles  in 
AAP's  new  package.  This  scene  shows 
(I  to  r)  Humphrey  Bogart,  Peter  Lorre, 
Mary  Astor  and  Sidney  Greenstreet. 
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ATTENTIVE 

— that's  what  you  get  on  WFAA  RADIO!  Here's  a  real  oasis  for  the  advertiser  tired  of  the  "ex- 

posure" type  audience  requiring  3  or  5  times  the  spots  to  do  the  selling  job  one  spot  should  do! 

People  dial  WFAA  to  hear  farm  news  ...  to  hear  drama  and  comedy ...  to  hear  authentic  news 

happenings  ...  to  hear  something  musically  different.  These  are  the  "attentive"  ears — and  there 

are  more  tuned  to  WFAA-820*  than  to  any  other  station  in  Texas,  according  to  A.  C.  Nielsen! 

the  stations  witli  "Variety  programming 
,99 

WFAA 

50.000  WATTS 5000  WATTS 

D     A     L     L     A  S 

NBC  •  ABC 

•shares  time  with  WBAP 
Radio  Services  of 
The  Dallas  Morning  News 

Edward  Petry  &  Co.,  Nat'l.  Reps. 
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FILM  CONTINUED 

AAP,  announced  the  new  film  clearance. 
Though  AAP  acquired  all  rights  to  the 

Warner  library,  AAP  said  "in  the  cases  of 
a  number  of  the  pictures  there  were  cer- 

tain bars  to  immediate  television  release. 

Obviously,  Warner  Bros,  could  not  sell 
more  than  it  owned,  and  arrangements  had 

to  be  made  by  AAP  individually  with  stars, 

copyright  owners,  the  Screen  Actors 

Guild  and  others  who  held  rights  with  re- 

spect to  those  pictures." 
Among  the  new  titles  released  by  AAP: 

"The  Maltese  Falcon"  with  Humphrey  Bo- 
gart.  Mary  Astor  and  Sidney  Greenstreet; 

"The  Prince  and  the  Pauper"  with  Errol 
Flynn,  Claude  Rains  and  the  Mauch  Twins; 

"The  Life  of  Emile  Zola"  with  Paul  Muni; 

"Hollywood  Canteen"  with  a  number  of 
Hollywood  box  office  attractions;  "Cry 
Wolf  with  Errol  Flynn  and  Barbara  Stan- 

wyck; "Desperate  Journey"  starring  Mr. 
Flynn;  "Five  Star  Final"  featuring  Edward 
G.  Robinson  and  "The  Old  Maid"  with 
Bette  Davis.  Still  other  top  stars  such  as 

Cary  Grant,  Joseph  Cotten,  James  Cagney, 
Dick  Powell,  Danny  Kaye,  Walter  Huston, 
John  Wayne,  Shirley  Temple  and  Al  Jolson 
are  in  the  feature  films  newly  released. 

When  AAP  first  sold  its  packages  to  tv, 

some  of  the  motion  pictures  that  had  clear- 
ance problems  had  been  included.  Later, 

the  distributor  offered  substitutions  for  these 

titles,  some  stations  accepting  but  others 
preferring  to  wait  for  final  clearance.  In  the 

meantime,  several  pictures  played  in  a  num- 

ber of  markets:  For  example,  the  "Falcon" 

was  in  37  markets  for  a  brief  run,  "Zola"  in 

26  markets  and  "That  Hagen  Girl,"  a  Shir- 
ley Temple  vehicle,  hit  33  markets.  AAP 

noted,  however,  that  every  one  of  the  newly- 
released  films  at  one  time  or  another  was 

taken  out  of  circulation  because  of  clear- 

ance problems  and  stressed  that  a  substan- 
tial number  never  played  even  one  market. 

Along  with  announcement  of  the  offering, 
AAP  moved  for  immediate  sale.  Already 

signed  for  some  of  the  newly-released  films 
were  the  Triangle  Stations,  WFIL-TV  Phil- 

adelphia, WNHC-TV  New  Haven,  WNBF- 
TV  Binghamton,  N.  Y.,  WFGB-TV  Al- 
toona  and  WLBR-TV  Lebanon,  both  in 
Pennsylvania.  The  five  stations  previously 

had  purchased  all  of  the  Warner  Bros, 
library  made  available. 

At  present,  AAP  has  sold  Warner  fea- 
tures in  121  markets  with  the  gross  at  the 

$45  million  or  more  level.  AAP  has  been 

selling  nearly  700  Warner  pictures  in 

groups.  About  a  year  ago,  the  company  re- 
tired a  small  number  of  these  films,  with- 

drawing them  for  a  time  from  the  market. 
With  the  additional  50,  AAP  once  again 

boosts  total  Warner  pictures  available. 

Philley  Quits  Ziv's  Economee 
Ben  Philley,  spot  sales  manager  for  Ziv 

Television  Programs'  Economee  Div.,  has 
announced  his  resignation,  effective  today 

(Sept.  8),  after  ten  years  with  the  Ziv 
organization.  He  gave  no  reason  for  the 
resignation  and  said  he  had  no  immediate 

plans  for  the  future. 

Mr.  Philley  joined  Ziv's  Cincinnati  office 
from  Roy  S.  Durstine,  New  York,  in  1948 
and  became  sales  promotion  manager,  sales 

manager  and  general  manager  of  the  radio 

division.  He  had  headquartered  in  Cincin- 
nati. Economee  is  a  Ziv  division  devoted 

to  rerun  properties. 

Mr.  Philley's  resignation  follows  that  of 
Alvin  E.  Unger,  vice  president  in  charge  of 

Ziv  Television  Programs'  Chicago  office, 

who  left  the  organization  after  19  years' 
service  because  of  a  policy  disagreement 
[At  Deadline,  Sept.  1]. 

FILM  SALES 

CBS-TV  Film  Sales  will  begin  making  avail- 
able to  all  U.S.  stations  off-network  avail- 

abilities of  top-rated  CBS  public  affairs  pro- 
grams. Network  film  sales  will  distribute 

free  of  charge — as  public  service  and  on 
sustaining  basis — such  items  as  Face  the 
Nation,  Conquest  and  See  It  Now. 

Associated  Artists  Productions  reports  re- 
newal contracts  for  Warner  Bros,  cartoons 

and  Popeyes  with  WCSH-TV  Portland, 
Me.,  and  KCRA-TV  Sacramento,  latter 
station  also  renewing  400  Warner  features. 
New  sales  included  Warner  cartoons  and 

Popeyes  to  WLBZ-TV  Bangor,  Me.;  Warner 
cartoons  to  KRTV  (TV)  Great  Falls,  Mont., 

KXJB-TV  Valley  City-Fargo,  N.D.,  and 

KLZ-TV  Denver;  Popeyes  to  WABT-TV 
Birmingham,  Ala.,  and  packages  of  Gold 
Mine  library  to  WIS-TV  Columbia,  S.C., 

WCKT  (TV)  Miami,  WOI-TV  Ames, 
Iowa,  KGHL-TV  Billings,  Mont.,  WJTV 
(TV)  Jackson,  Miss.,  WNEW  (TV)  Bay 

City,  Mich.,  and  WABD  (TV)  New  York. 

Miles  Co.  of  California  will  sponsor 

Rescue  8,  half-hour  tv  film  series  produced 
by  Wilbert  Productions  and  syndicated  by 
Screen  Gems,  on  six  west  coast  tv  stations 

starting  Oct.  1,  advertising  Alka-Seltzer, 
through  Wade  Adv.  Agency,  Los  Angeles. 
Series,  based  on  history  of  Los  Angeles 

County  Fire  Dept.  rescue  squad,  will  be 
telecast  for  Alka-Seltzer  on  KRON-TV  San 

Francisco,  KBET-TV  Sacramento,  KRCA 

(TV)  Los  Angeles,  all  Calif.;  KGW-TV 
Portland,  Ore.;  KING-TV  Seattle  and 
KHQ-TV  Spokane,  both  Washintgon. 

ABC  Film  Syndication  added  13  markets 

last  week  to  second-year  renewal  roster  of 
26  Men,  half-hour  series,  bringing  renewal 
total  to  44,  Phil  Williams,  vice  president  in 
charge  of  syndicate  sales,  reported.  New 

contracts  are  with:  WXYZ-TV  Detroit; 
WGR-TV  Buffalo;  KTBS-TV  Shreveport; 

WMAL-TV  Washington,  D.  C;  KROD-TV 

El  Paso;  KOB-TV  Albuquerque;  WJAC-TV 
Johnstown,  Pa.;  WTPA  (TV)  Harrisburg; 

WFBC-TV  Cheyenne;  KSBW-TV  Salinas, 
Kan.;  KOAM-TV  Pittsburg,  Kan.;  WCSC- 
TV  Charleston,  S.  C;  and  WDSU-TV  New Orleans. 

KBET-TV  Sacramento  has  purchased  MCA- 

Tv  film  syndication's  package  of  Paramount 
features. 

WFIE-TV  Evansville,  Ind.,  has  purchased 

Trans-Lux  Encyclopaedia  Britannica  Film 
Library,  for  five  year  period. 

POWER 

PLUS 

Be  sure  to  write,  wire  or  call  for  details  on  this  Power  6 

Plus  package  of  post  '48  films.  These  six  power  packed 
titles  can  be  rounded  into  packages  of  any  size  with  Gov- 

ernor Television  Attractions'  300  additional  titles. 

GOVERNOR  TELEVISION  ATTRACTIONS,  INC. 

151  West  46th  Street,  N.  Y.  C. 

JUdson  6-3675 
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THE .G  E  O  F 

Believable  as  the  familiar  school- 

house  and  the  bell  that  beckons  young- 

sters back  to  books  and  lessons— that 

is  WWJ-TV  in  Detroit.  Eleven  years  of 

superior  television  service  to  southeastern 

Michigan  have  given  WWJ-TV  such 

dominant  stature  that  every  advertiser 

enjoys  a  priceless  advantage. 

Be  sure  this  fall.  Be  sure  to  use  WWJ-TV, 

Detroit's  Believability  Station. 
ASSOCIATE  AM-FM  STATION  WWJ 

ftrit  in  Michigan      owned  &  operated  by  The  Detroit  Newt 

Notional  Representatives;  Peters,  Griffin,  Woodward,  Inc. 
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TRADE  ASSNS. 

NAB  Initial  Fall  Meet 

Upcoming  Sept.  18-19 

Southeastern  broadcasters  will  join  NAB 

officers  and  guest  speakers  on  the  program 
of  the  first  NAB  fall  conference,  to  be  held 

Sept.  18-19  at  Biloxi,  Miss.  Members  of 

panels  and  guest  speakers  were  announced 

Thursday  (Sept.  4)  by  NAB  President  Har- old E.  Fellows. 

Programming  opens  the  morning  of  Sept. 

18  and  winds  up  at  the  next  day's  lunch- eon. President  Fellows  will  be  luncheon 

speaker  the  opening  day  with  William  H. 

Thomas,  radio-tv  director  of  Fitzgerald  Ad- 
vertising Agency,  New  Orleans,  addressing 

the  second  day's  luncheon. 
Taking  part  in  a  sales  administration 

panel  for  radio  delegates  will  be  J.  W. 

Hicks,  WRDW  Augusta,  Ga.;  L.  M.  Sep- 
augh,  WSLI  Jackson,  Miss.;  Joseph  Sierer, 
Edward  Petry  &  Co.,  Atlanta,  and  Hugh  M. 
Smith,  WCOV  Montgomery,  Ala. 

Daniel  W.  Kops,  WAVZ  New  Haven, 
Conn.,  will  speak  on  news  broadcasting  at 
the  radio  panel.  John  F.  Box  Jr.,  WIL  St. 
Louis,  will  discuss  music  programming  and 
Robert  T.  Mason,  WMRN  Marion,  Ohio, 
vice-chairman  of  the  NAB  Radio  Board,  will 

report  as  chairman  of  the  All-Industry  Ra- 
dio Music  License  committee.  The  license 

group  is  conducting  negotiations  with 
ASCAP  and  BMI  on  renewal  of  music  con- 
tracts. 

Problems  of  radio  staff  operation  will  be 

discussed  by  Howard  L.  Brooks,  WJBO 

Baton  Rouge,  La.;  Ray  Butterfield,  WLOX 
Biloxi,  Miss.,  and  Wilton  E.  Cobb,  WMAZ 

Macon,  Ga.  Charles  Okell,  of  Charles  Brun- 

ing  Co.,  will  open  a  panel  on  internal  effi- 
ciency. 

Dwight  W.  Martin,  WAFB  (TV)  Baton 

Rouge,  and  George  B.  Storer  Jr.,  Storer 

Broadcasting  Co.,  will  address  tv  delegates 

on  cost  problems.  William  MacRae,  station 
relations  director  of  Television  Bureau  of 

Advertising,  will  lead  a  panel,  "Getting  the 

Most  for  Your  Sales  Dollar."  A  panel  on 
tv  station  programming  will  include  Ken- 

neth I.  Tredwell  Jr.,  WBTV  (TV)  Charlotte, 

N.C.;  George  Harvey,  WFLA-TV  Tampa, 

Fla.,  and  James  Woodruff  Jr.,  WRBL-TV 
Columbus,  Ga. 

Second  meeting  in  the  fall  conference 

series  will  be  held  Sept.  22-23  in  Oklahoma City. 

NAB  staff  executives  who  will  speak  and 

direct  discussions  at  the  eight  conferences  in- 
clude John  F.  Meagher,  radio  vice  president; 

Thad  H.  Brown  Jr.,  tv  vice  president; 
Charles  H.  Tower,  manager  of  broadcast 

personnel  and  economics;  Donald  N.  Mar- 
tin, public  relations  assistant  to  the  presi- 

dent, and  Vincent  T.  Wasilewski,  govern- 
ment relations  manager. 

Rockefeller  First  RTES  Speaker 

Nelson  A.  Rockefeller,  GOP  nominee  for 

governor  of  New  York,  will  be  the  first 

speaker  of  the  1958-59  season  for  the  Radio- 
Tv  Executives  Society,  Wednesday  (Sept. 

10)  at  New  York's  Roosevelt  Hotel.  Mr. 
Rockefeller  will  inaugurate  a  series  of 

monthly  "Newsmaker"  luncheons  planned 
by  RTES.  Also  slated:  the  RTES  Production 
Workshop  which  on  Sept.  18  will  hold  a 
demonstration  of  videotape  at  Telestudios 
in  New  York,  and  roundtable  luncheons,  the 
first  set  for  Sept.  24. 

RTES  to  Begin  Seminars  Nov.  18 

The  1958-59  series  of  timebuying  and 

selling  seminars  conducted  by  the  Radio 
and  Television  Executives  Society  of  New 

York  will  start  Nov.  18,  not  Sept.  9  as  er- 
roneously reported  in  Broadcasting  last 

week.  The  luncheon  sessions  will  be  held 

at  New  York's  Hotel  Shelton  and  probably 
will  number  16,  conducted  on  consecutive 

Tuesdays  except  during  the  Christmas-New 
Year  holiday  period.  Bob  Teter  of  Peters, 
Griffin,  Woodward,  station  representative,  is 

chairman  of  the  seminar  planning  com- 
mittee. 

Chicago  SRA  Sets  First  Meeting 

The  first  luncheon  meeting  of  the  new 

Chicago  chapter  of  Station  Representatives 
Assn.  is  slated  for  tomorrow  (Sept.  9)  with 
FCC  Comr.  Robert  E.  Lee  as  principal 

speaker.  The  luncheon  will  be  at  the  Shera- 
ton Hotel  at  12:30.  Jack  Davis  of  Blair-Tv 

heads  the  Chicago  SRA  chapter. 

Indiana  Politicians 

Advised  to  Use  Tv  News 

Too  many  political  candidates  overlook 
the  advantages  that  television  news  coverage 
could  give  them  in  their  efforts  to  win  and 
hold  public  office,  Sig  Mickelson,  CBS  Inc. 
vice  president  and  general  manager  of  CBS 
News  said  in  a  speech  prepared  for  delivery 
Saturday  night  (Sept.  6). 

They  concentrate  on  tv  for  personal  ap- 
pearances during  campaigns,  he  said,  but 

they  miss  "the  way  in  which  television  can 

be  of  greatest  value"  by  failing  to  use  tv's 
full  advantages  as  a  news  medium. 

Mr.  Mickelson  was  slated  to  deliver  the 

speech  at  the  Indiana  Broadcasters  Assn.'s 
"Conference  on  Hoosier  Politics"  Saturday 
night  at  Indianapolis. 

"Many  candidates,"  he  said,  "get  in  touch 
with  a  television  station  only  when  they 
want  time  on  the  air.  When  they  have  news 

to  relate,  do  they  call  that  station's  news 
department?  Some  do,  but  I'm  afraid  too 
many  do  not.  Too  many  think  they  have 
exhausted  all  news  possibilities  when  they 

call  the  city  editor  of  the  local  news- 

paper. .  .  . 
"A  candidate  can  profit  a  good  deal  more 

by  being  covered  frequently  on  news  broad- 
casts than  he  can  by  a  few  broadcast  ap- 

pearances. It  is  infinitely  better  to  be  talked 
about  on  news  programs  than  to  do  your 

own  talking  about  yourself." 
By  helping  radio  and  tv  do  a  better  news 

job,  he  said,  "public  servants  are  helping 

themselves  as  well." 
Mr.  Mickelson  coupled  his  advice  to  of- 

fice holders  and  candidates  with  a  plea  for 

them — and  stations — to  take  steps  to  im- 
prove broadcast  news  coverage  and  to  give 

radio  and  tv  access  to  news  events  equal 

to  that  enjoyed  by  print  media. 

He  called  it  "short-sighted"  that  "too 
many  broadcasting  stations  who  can  afford 
a  well-staffed  and  competent  news  operation 

are  just  not  bothering  to  do  so."  News,  he 

noted,  can  draw  big  audiences  and  is  "a 
highly  saleable  property"  if  well  handled, 
in  addition  to  building  prestige  for  the  sta- 

tion and  contributing  to  "a  democratic 
process  that  depends  entirely  on  a  well-in- 

formed public  in  order  to  function  effec- 

tively." 

Mr.  Mickelson  suggested  that  one  area 
where  stations  might  improve  their  service 
is  in  special  coverage  of  their  Washington 

delegations.  This,  he  said,  "takes  a  little 
money"  but  need  not  be  "a  costly  opera- 

tion." 

He  cautioned  politicians  that  television  is 

"not  a  do-it-yourself  medium,"  advising 

that  "a  good  advertising  agency"  is  essential 
for  a  successful  tv  campaign  and  that  pro- 

fessional advice  should  be  sought  in  other 
areas  as  well. 

Sumbler,  Swift,  Biederman 

On  Michigan  Convention  Panels 

Panel  leaders  for  the  Michigan  Assn.  of 
Radio  &  Television  Broadcasters  annual 

convention  Sept.  11-12  were  announced 
last  week. 

Three  sessions  have  been  set  for  Thurs- 
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TRADE  ASSNS.  continued 

day  (opening  day)  activities  at  Hidden 

Valley  in  Gaylord,  Mich.,  with  Martin 
Giaimon.  manager  of  VVJEF  Grand  Rapids, 
Mich.,  presiding  as  MARTB  president. 
Moderators  are  James  R.  Sumbler,  WMTE 

Manistee,  for  "Radio  Today,"  a  critical 

appraisal  of  the  medium's  immediate  future 
prospects:  Art  Swift.  WOOD-TV  Grand 

Rapids,  for  "Television  Buying:  1958-59"; 
and  Lcs  Biederman,  president  of  the  Paul 

Bunyon  Network,  Traverse  City,  for  a  dis- 
cussion of  the  Michigan  business  climate. 

Main  speakers  are  Gerald  A.  Bartell,  head 
of  the  Bartell  Family  Radio  Group,  and 

Sol  Taishoffj  editor-publisher  of  Broad- 
casting. 

Business  meetings  and  election  of  officers 
for  1959  will  occupy  the  Friday  agenda. 
The  convention  closes  Saturday  morning 

with  the  annual  championship  golf  tourna- 
ment. John  C.  Pomeroy,  WILS  Lansing,  is 

program  chairman. 

New  England  Meet  Leads  Off 

AWRT's  1958-1959  Calendar 

Leading  off  American  Women  in  Radio 

&  Television's  calendar  of  regional  events 
for  1958-59  will  be  a  New  England  Chap- 

ter conference  next  weekend  (Sept.  12-14) 
in  Stowe,  Vt.,  according  to  Nena  Badenoch, 

radio-tv  director  of  the  National  Society 
for  Crippled  Children  &  Adults,  Chicago, 
and  AWRT  national  president. 
On  the  following  weekend,  National 

Western  Area,   headed  by  Josey  Barns, 

The  SELLibrated  (and  only  full 
powered)  station  in  the 

GOLDEN  VALLEY 
(Central  Ohio) 

WHTN 

TV 
CHANNEL  13 

Huntington-Charleston,  W.  Va. 
serving  4  states  and  5  prime  cities 

A  COWLES  OPERATION 
Get  the  dollars  and  cents  story 
from  Edward  Petry  Co.,  Inc. 

KDYL,  KTVT  (TV)  Salt  Lake  City,  will 
hold  its  first  conclave  in  Salt  Lake  City 

since  last  spring's  national  convention  in 
San  Francisco. 

The  Sight  V  Sound  seminar  of  the 
Southern  Area,  comprising  1 1  southeastern 
states  and  the  Virgin  Islands,  will  take 

place  in  Columbus,  Ga.,  Sept.  26-28.  At 
the  same  time  the  Southwestern  Area  chap- 

ters will  meet  in  Fort  Worth,  Texas. 

The  following  is  the  remainder  of  the  re- 

gional conference  calendar:  Heart-of-Amer- 
ica  six-state  group  will  meet  in  Kansas 

City,  Mo.,  Oct.  10-12;  Pennsylvania  con- 
ference will  meet  at  Erie,  Oct.  24-26;  Indi- 

ana AWRT  assembles  in  Indianapolis  Nov. 

15-16,  and  Michigan  conference  will  be 
in  Detroit  Jan.  23-25. 

Culligan  Looks  Ahead 

In  West  Virginia  Talk 

Communications  will  be  one  of  the 

"most  dynamic"  fields  of  the  future,  and 
radio  and  television  stations  and  networks 

— even  advertising — will  be  only  parts  of 

this  overall  industry  or  science.  This  fore- 
cast was  made  by  Matthew  J.  Culligan,  ex- 

ecutive vice  president  in  charge  of  NBC 
Radio,  in  a  speech  prepared  for  delivery 
at  the  West  Virginia  Broadcasters  Assn. 

meeting  (Sept.  5).  The  meeting  was  held  at 
White  Sulphur  Springs. 

"I  am  confident,"  he  said,  "that  eventually 
such  titles  as  marketing,  merchandising,  pro- 

motion, even  advertising,  will  disappear, 

and  that  specialists  in  these  fields  will  be- 
come known  as  communications  experts. 

We  have  barely  scratched  the  surface  in  de- 

veloping and  refining  communications  tech- 

niques." 

Mr.  Culligan  told  the  broadcasters  that 

"wonderful  new  tools  of  communications  are 
being  handed  us  constantly.  We  must  learn 

to  use  these  tools.  We  must  study  new  tech- 
niques, new  approaches,  new  methods  of 

communicating  with  people.  This  constant 
search  will  be  productive  if  we  all  join  in 
concerted  effort.  More  than  anything,  new 
ideas  must  be  consistently  channeled  into 

our  industry.  The  result  will  be,  commercial- 

ly, greater  effectiveness  for  all  of  us  as  ad- 
vertising media. 

"But  beyond  this  it  will  mean  greater 
effectiveness  in  vital  communications  be- 

tween groups  and  organizations  which  serve 
mankind  ...  in  education  ...  in  medicine 

...  in  science  ...  in  national  defense  .  .  ." 

He  called  attention  to  RCA's  work  in 

closed  circuit  television,  to  NBC  Radio's 
"hot  line"  facilities  and  their  use  by  "some 

of  the  largest  advertisers  in  the  country" 
for  instantanous  coast-to-coast  meetings, 

and  to  NBC  Radio's  development  of  the 
"memory  vision"  concept. 

Mr.  Culligan,  who  is  credited  with  coin- 

ing the  term  "memory  vision" — which  he 
defines  as  "sound  thinking" — played  a 
number  of  recordings  to  illustrate  the  prin- 

ciple: sounds  that  create  specific  emotional 
and  intellectual  responses. 

"Research  has  shown,"  he  said,  "that 
sounds  and  music  can  make  people  work 
more  efficiently.  Even  the  production  of 
eggs  or  milk  can  be  increased.  People  can 

be  made  to  eat  more.  Standard  Oil  Co.  of 

New  Jersey  discovered  that  the  peppier  the 

music  the  more  gasoline  the  motorist  will 

use — he'll  press  more  erratically  on  the  gas." 
He  said  "it  is  our  aim,  of  course,  to  trans- 

late these  into  commercial  terms.  Sound  is 

our  commodity  .  .  .  the  more  effectively  it  is 
employed  the  better  results  will  be  and  the 
more  business  radio  generally  is  likely  to 

get.  Thus  we  feel  that  this  campaign  will 

benefit  NBC  by  benefiting  the  industry." 
He  expressed  appreciation  to  "the  many 

highly  creative  advertising  agencies  who, 

like  us,  are  expanding  their  use  of  research 

arid  psychology  in  their  attempts  to  maxi- 
mize the  sales  effectiveness  of  new  ap- 

proaches to  sound." The  State  Dept.,  he  continued,  was  "suf- 
ficiently impressed"  by  the  memory  vision 

concept  "to  invite  us  recently  to  a  panel 
discussion  of  methods  of  improving  com- 

munications .  .  .  sounds  and  music  know  no 

language  barriers.  They  are  universally  un- 
derstood, regardless  of  geography,  regard- 

less of  culture  or  educational  background." 

Louisiana  Broadcasters  Meet 

September  21-23  in  Lafayette 
Louisiana  Assn.  of  Broadcasters  will  hold 

its  annual  meeting  Sept.  21-23  at  Town 
House  Motel,  Lafayette.  Jerry  Hamm, 

KLFY-TV  Lafayette,  LAB  president,  will 
preside.  A  Sunday  (Sept.  21)  recreational 
program  will  be  followed  by  two  days  of 

panels  and  talks. 
Dwight  W.  Martin,  WAFB-TV  Baton 

Rouge,  NAB  Tv  Board  member,  will  speak 

Monday  morning  on  "The  Broadcaster  and 
His  Responsibilities  in  Our  Economic  Life." 
William  H.  Thomas,  radio-tv  director  of 
Fitzgerald  Advertising  Agency,  and  Sen. 
Allen  Ellender  (D-La.)  are  next  on  the 

agenda.  Leonard  Marks,  Washington  attor- 

ney, will  discuss  "Broadcasters  and  Wash- 
ington Today."  Banquet  speaker  will  be 

Louis  E.  Throgmorton,  vice  president  of  Re- 
public National  Life  Insurance  Co.,  Dallas. 

After  business  meetings  Sept.  23  the  asso- 
ciation will  be  addressed  by  Howard  H. 

Bell,  NAB  assistant  to  the  president  in 

charge  of  special  affairs.  A  farm  program- 
ming session  will  be  addressed  by  George 

Shannon  of  WWL-AM-TV  New  Orleans. 

Murrow,  Gitlin  Set  Addresses 

To  RTNDA  Chicago  Convention 

Commentator  Edward  R.  Murrow  and 

Irving  Gitlin,  public  affairs  director,  both 
CBS,  have  been  added  to  the  agenda  of 

Radio  Television  News  Directors  Assn.'s 
annual  convention  in  Chicago  Oct.  15-19. 

Mr.  Murrow  will  address  the  opening  ses- 
sion Wednesday  evening  (Oct.  15),  while 

Mr.  Gitlin,  executive  producer  of  Out  of 
Darkness  and  producer  of  The  Search, 

both  award  winners,  will  discuss  tv  docu- 
mentaries at  the  Thursday  morning  work- 

shop, according  to  William  Small,  RTNDA 
vice  president  for  program. 

Mr.  Gitlin  is  expected  to  include  ex- 
cerpts from  such  productions  as  The 

Twentieth  Century,  Kuwait,  and  Conquest 
as  well  as  Out  of  Darkness. 

Over  200  radio-tv  newsmen  are  expected 

to  attend  the  1958  convention  at  Chicago's 
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Nothing  else  like  it 

in  Greater  New  York 

NOTHING  APPROACHES  THE  SOUND: 

WVNJ  originated  the  programming  concept  of 
Great  Albums  of  Music.  It  is  the  only  radio  station 
in  the  metropolitan  area  that  plays  just 
Great  Albums  of  Music  from  sign  on  to  sign  off 
every  single  day  of  the  year. 

NOTHING  APPROACHES  THE  AUDIENCE: 

The  very  nature  of  the  music  makes  the  audience 

preponderantly  adult.  It's  a  rich  audience,  too. In  one  of  the  wealthiest  counties  of  America 

(Essex — with  its  million  plus  population)  WVNJ  is 
first  in  27  out  of  34  rated  periods  from 
7  AM  till  midnight.  It  is  tied  for  first  in  three  more. 
According  to  Pulse  it  has  more  listeners  here  than 
any  station  in  New  Jersey  and  New  York  as  well. 
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TRADE  ASSNS.  continued 

Sheraton-Blackstone  Hotel,  culminating 
with  a  banquet  and  presentation  of  RTNDA 
awards  Saturday  evening,  Oct.  18.  Other 
speakers  already  set  include  Meade  Alcorn 

and  Paul  Butler,  chairman  of  the  Republi- 
can and  Democratic  National  Committees, 

respectively;  Robert  D.  Swezey,  WDSU- 

AM-TV  New  Orleans,  chairman  of  NAB's 
Freedom  of  Information  Committee; 

Charles  S.  Rhyne,  president  of  American 
Bar  Assn..  in  a  debate  on  Canon  35  re- 

stricting radio-tv  courtroom  coverage,  and 

Jim  Bormann,  news  and  public  affairs  di- 
rector, WCCO  Minneapolis,  in  a  keynote 

talk  [Trade  Assns.,  Aug.  25.  11]. 

Association  President  Jack  Krueger. 

WTMJ-AM-TV  Milwaukee,  who  will  pre- 

side over  the  opening  meeting  of  the  con- 
vention at  the  Sheraton-Blackstone  Hotel 

(Oct.  15-19),  said  Mr.  Murrow  was  invited 
because  of  his  pioneering  and  leadership  in 
radio-tv  news.  He  added  that  all  addresses 
and  workshop  sessions  are  being  arranged 

to  help  news  directors  improve  their  serv- 
ice to  listeners  and  management  [Trade 

Assns.,  Aug.  25,  1 1]. 

UPCOMING 

September 
Sept.  8-9:  RAB,  regional  management  confer- 

ence. Rickey's  Studio  Inn,  Palo  Alto,  Calif. 
Sept.  9-11:  Idaho  Broadcasters  Assn.,  Washing- 

ton Hotel,  Weiser. 
Sept.  10:  New  York  Assn.  of  Broadcasters,  New 

York  City. 
Sept.  11-12:  RAB,  regional  management  confer- 

ence, Western  Hills  Lodge,  Sequoyah  State 
Park  Okla 

Sept.  li-13:  Michigan  Assn.  of  Radio  &  Tv  Broad- 
casters, annual  fall  convention,  Hidden  Valley, 

Gaylord. 
Sept.  12-14:  AWRT,  New  England  conference, 

Stowe.  Vt. 
Sept.  12-14.  UPI  Broadcasters  of  Minnesota,  Saw- 

bill  Lodge,  Minn. 
Sept.  15-16:  RAB,  regional  management  confer- 

ence, The  Greenbrier,  White  Sulphur  Springs, 
W.  Va. 

Sept.  16-18:  Electronic  Industries  Assn.,  fall  con- 
ference, St.  Francis  Hotel,  San  Erancisco. 

Sept.  19-21:  International  Sight  and  Sound  Ex- 
position, seventh  annual  high  fidelity  show 

and  music  festival,  Palmer  House,  Chicago. 
Sept.  21-24:  L'Assn.  Canadienne  de  la  Radio  et de  la  Television  de  Langue  Francaise,  Alpine 

Inn,  Ste.  Marguerite,  Que. 

NAB  FALL  CONFERENCES 

Sept.  18-19,  Buena  Vista  Hotel,  Biloxi,  Miss. 
Sept.  22-23,  Okla.  Biltmore,  Oklahoma  City,  Okla. 
Sept.  25-26,  Challenger  Inn,  Sun  Valley,  Idaho. 
Sept.  29-30,  Mark  Hopkins  Hotel,  San  Francisco. 
Oct.  13-14,  Schroeder  Hotel,  Milwaukee. 
Oct.  16-17,  Radisson  Hotel,  Minneapolis. 
Oct.  20-21,  Somerset  Hotel,  Boston. 
Oct.  27-28,  Statler  Hilton  Hotel.  Washington,  D.C. 

STATIONS 

WAKR-'BEACON  JOURNAL'  TIE  HIT 

•  Rival  WCUE  asks  probe  of  newspaper-broadcast  activities 

•  Elliot  says  Akron  paper  lied  in  promoting  its  affiliated  WAKR 

The  FCC  was  asked  last  week  to  make  a 

searching  re-appraisal  of  the  relationship 
among  newspapers  and  their  owned  radio 
stations  and  other  stations  in  the  same  com- 

munities. And,  a  particular  blast  was  leveled 

against  the  Akron  (Ohio)  Beacon  Journal, 
which  owns  45%  of  WAKR  Akron. 

In  a  letter  to  the  Commission,  Tim  El- 
liot, president  of  WCUE  Akron,  cited  an 

article  in  the  Sept.  2  (Tuesday)  Beacon  Jour- 

nal headlined  "WAKR  Leads  Nation."  Mr. 
Elliot  said  the  article  climaxed  a  long  series 

of  WAKR  promotions  and  contains  "false 

and  misleading  statements." 

The  article,  written  by  the  paper's  radio- 
tv  writer,  stated:  "During  any  period  of  the 
day  or  night — according  to  Hooper,  Pulse 
and  Nielsen — WAKR  has  more  listeners 
than  the  other  local  stations  [WCUE, 

WADC  and  WHKK]  combined."  Mr.  Elliot 
claimed  this  statement  is  "categorically  un- 

true." Thus,  he  said,  "the  Beacon  Journal 
is  promulgating  false  and  misleading  infor- 

mation tending  to  promote  the  radio  station 
with  which  it  is  associated  and,  in  effect,  to 

derogate  the  three  other  stations  serving 

Akron." 
Mr.  Elliot  branded  as  a  "distortion  of 

fact"  a  second  statement  in  the  article  which 
claimed  a  Pulse  report  found  that  WAKR 

has  more  adult,  teen-age  and  children  lis- 
teners during  every  time  period  than  any 

other  local  station.  He  said  the  July  Pulse 

lists  WCUE's  audience  composition  from 
6  a.m.-noon  as  88.8%  adult,  WAKR's 
81.8%;  from  noon-6  p.m..  WCUE  81.4% 
adult,  WAKR  69.1%. 

"We  believe  this  forcefully  demonstrates 
the  manner  in  which  some  newspapers  fre- 

quently use  their  facilities  to  promote  radio 
stations  with  which  they  are  associated 

.  .  .,"  Mr.  Elliot  told  the  Commission.  "We 
realize  there  are  more  appropriate  channels 
into  which  to  direct  a  complaint  about  false 
and  misleading  advertising.  Nevertheless, 

the  public-policy  implications  of  newspaper 
ownership  are  so  important  that  we  feel 

THIS  IS  We  J  I  HO  LB  MILL  RECORD 

A  

Price  applies  to  the 
United  States  Only 

PER  JINGLE  ON  CONTRACT 

^    COMPLETELY  CUSTOM  MADE 

OVER  400  STATIONS  SOLD 

98%  OF  STATIONS  HAVE  REORDERED 

OVER  7,000  JINGLES  ORDERED  AND  WRITTEN 

PUT  THIS  RECORD  TO  WORK  FOR  Y00 

this  instance  should  be  brought  to  the 

Commission's  attention.'' He  said  the  amount  of  space  the  Beacon 
Journal,  a  John  Knight  newspaper,  devotes 

to  WAKR,  compared  with  the  space  ac- 

corded other  Akron  stations,  "causes  one 
to  wonder  whether  the  Beacon  and  its  as- 

sociated station  are  joining  forces  to  secure 
a  communications  monopoly  in  and  about 

our  community  by  attempting  to  impair  the 
other  radio  stations  serving  greater  Akron. 
We  believe  this  is  the  point  at  which  the 

FCC  might  find  justification  for  a  review  of 

the  entire  relationship  between  newspaper- 
radio  combines  and  the  other  broadcast  in- 

terests in  communities  where  such  com- 

bines exist,"  Mr.  Elliot  said. 

Mr.  Elliot  felt  such  newspaper-radio 
combinations  tend  to  result  in  unfair 

competition.  "Perhaps  the  Commission 
would  wish  to  explore  the  advisability  of 

attempting  to  eliminate  such  competitive 

advantages  as  are  enjoyed  by  newspaper-as- 
sociated stations  through  the  very  fact  of 

such  association,"  he  surmised. 

Even  in  the  matter  of  newspaper  adver- 

tising, Mr.  Elliot  charged,  there  is  an  ele- 

ment of  unfair  competition.  "Some  newspa- 
pers make  a  practice  of  charging  an  extra 

assessment  for  radio  station  advertising,"  he 
said.  "In  the  case  of  WCUE,  our  extra 
assessment  is  50  cents  per  column  inch.  Even 

though  a  newspaper-associated  station  might 
'pay'  for  its  newspaper  advertising,  it  is 
simply  a  matter  of  changing  money  from 
one  pocket  to  the  other  in  the  same  pair  of 

pants." 

Following  the  Beacon  Journal  article, 
WCUE  on  Sept.  3  and  4  broadcast  what  it 

labeled  "important  facts  for  radio  listeners." 
The  station  stated:  "In  the  past  few  days 
there  has  been  much  nonsense  written  and 
broadcast  about  the  size  of  a  certain  Akron 
station. 

"As  WCUE  listeners  are  aware,  false  and 
misleading  information  was  printed  in  the 
Akron  Beacon  Journal  earlier  this  week  at- 

tempting to  bulldoze  people  into  believing 
that  the  radio  station  closely  associated  with 
the  newspaper  has  a  virtual  monopoly  on  the 

audience.  These  claims  are,  of  course,  un- 

true. .  .  ." WCUE  then  gave  a  rundown  of  Akron's 
"four  excellent  radio  stations  .  .  .  each  one 
presenting  a  slightly  different  variety  of 

radio  fare,"  listing  the  kilocycles  of  each. 
"So  we  suggest  you  pay  no  attention  to  false 
listening  claims  published  in  the  Beacon  on 

behalf  of  its  associated  station,"  WCUE 
concluded.  "Just  shop  around  the  dial  .  .  . 

you'll  always  find  something  that  pleases 

you." 

New  York  Tvs  Buy  Arbitron 

WNEW-TV  (until  yesterday  WABD 

[TV])  and  WOR-TV  New  York  signed  last 
week  as  the  second  and  third  local  station 

subscribers  to  American  Research  Bureau's 

Completely  custom  made  jingles  for  JINCLC  MILL commercial  accounts  and  station  breaks  — 

no  open  ends  and  no  inserts.  201  west  49th  st..  New  York  city 
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television  dollars  reap 

a  rich,  full  harvest  in  WB EN-TV  land 

If  you're  looking  for  a  place  to  plant 
a  major  promotional  effort .  .  .  look  to  the  pioneer 

station  of  Western  New  York  —  WBEN-TV.  Here  in 

WBEN-TV  land,  national,  regional,  and  local 
advertisers  have  found  a  fertile  field  for  intensive 

coverage,  penetrating  results  and  sales  impact. 

They  have  found  that  since  1948 — your  TV  dollars  count 

for  more  on  Channel  4  !  It's  an  important  market, 
and  HARRINGTON,  RIGHTER  and  PARSONS,  our 

national  representatives  have  the  details  of  the 

important  story  on  how  to  cultivate  it  soundly  and 

solidly.  Contact  them  or  our  Sales  Department. 

WBEN-TV 
CBS  in  Buffalo 

THE   BUFFALO   EVENING-  NEWS  STATION 
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STATIONS  CONTINUED 

New  York  Arbitror)  instant-ratings  service 
according  to  ARB  officials.  WCBS-TV  was 
the  first  subscriber  [Closed  Circuit,  Sept. 

1].  Negotiations  were  in  progress  to  sign 
other  New  York  stations  for  the  service, 

which  began  their  commercial  operations 
Sept.  I. 

WCCO  to  Buy  Minneapolis  Theatre 

Radio  City  Theatre  is  to  be  bought  from 
Minneapolis  Amusement  Co.  by  Midwest 

Radio-Television  Inc.  (WCCO-AM-TV  Min- 

neapolis), F.  Van  Konynenburg,  the  stations' 
executive  vice  president,  has  announced. 
Midwest  is  exercising  an  option  to  buy  the 

entire  quarter-block  at  La  Salle  and  S. 
Ninth  St.  that  contains  the  4,000-seat  thea- 

tre and  WCCO-TV  studios,  Mr.  Konynen- 
burg said.  Radio  City  Theatre  will  continue 

as  a  movie  house  until  Oct.  15.  After  that 

date  the  property  will  probably  be  used  in 

the  stations'  radio-tv  operations. 

Court  Awards  $3,800  to  Croghan 

Arthur  H.  Croghan,  former  owner  of 
KOWL,  now  KDAY  Santa  Monica,  Calif., 
has  been  awarded  $3,800  as  full  settlement 

in  his  suit  against  Jack  L.  Stoll  and  associ- 

ates for  his  share  of  the  brokerage  firm's 
commission  of  $12,500  for  the  sale  of 

KCBQ  San  Diego,  Calif.  Los  Angeles  Su- 
perior Court  made  the  award  Wednesday, 

concluding  proceedings  begun  in  August 
1955. 

TAKE  A 

AT  THE 

STATION 

WGAN-TV 
CHANNEL  13 

The  Press  Herald  -  Evening  Express  Station 

NOW  —  your  exclusive 

H  CBS  Television  Network  affiliate  in 

I  the  BIG  Portland,  Maine,  Market. 

Represented  by  Avery-Knodel,  Inc 

NAME  CHANGE 

An  old  (as  tv  goes)  set  of  call 

letters  is  out  of  the  line-up.  Metro- 
politan Broadcasting  Co.  yesterday 

(Sept.  7)  changed  the  call  letters  of 
ch.  5  WABD  (TV)  New  York  to 
WNEW-TV  New  York.  WABD 
stood  for  Allen  B.  DuMont,  cathode 

ray  tube  inventor  and  president,  Allen 
B.  DuMont  Labs.  Metropolitan  also 
owns  WHK  Cleveland  and  WTTG 

(TV)  Washington  (for  Thomas  T. 
Goldsmith,  DuMont  engineering  vice 

president). 

Plane  Crashes  Into  KDOV  Tower 

The  405-ft.  tower  of  KDOV  Medford, 
Ore.,  collapsed  after  a  guy  wire  was  struck 
by  a  plane  spraying  nearby  orchards.  The 
pilot  flew  back  to  the  airfield  unharmed,  but 
the  station  sustained  an  estimated  $10,000 

to  $12,000  damage.  KDOV,  back  on  the  air 
with  a  temporary  tower,  expects  to  have  a 
permanent  structure  in  operation  within 
four  weeks. 

KMAQ  Starts  in  Maquoketa 

KMAQ  Maquoketa,  Iowa,  commenced 
commercial  operation  Aug.  26.  The  new 

daytimer,  owned  by  Jackson  County  Broad- 
casting Co.  (Merlin  Meythaler,  Nathan  and 

Robert  Goetz),  operates  on  1320  kc  with 
500  w.  Bob  Brown,  formerly  with  WBEL 
Beloit,  Wis.,  has  been  named  station  man- 

ager. 

DARLINGTON — A  mobile  home  was  con- 
verted into  a  film  processing  laboratory  by 

WSOC-TV  Charlotte,  N.  C,  to  cover  the 
Southern  500  stock  car  race  held  Labor 

Day  at  Darlington,  S.  C.  A  38-ft.  trailer, 
lent  by  a  Charlotte  mobile  home  dealer, 

was  equipped  by  the  station  with  a  portable 
processor,  editing  and  projection  facilities. 
Parked  near  the  race  track,  the  trailer  also 

housed  several  of  WSOC-TV's  crew  the 
night  preceeding  the  meeting. 

Film  of  the  race  was  processed  in  the 
mobile  laboratory  within  a  half-hour  of 
being  shot.  A  plane  took  part  of  the  edited 
and  scripted  film  the  100  miles  from  the 

track  to  WSOC-TV's  studios;  but  due  to 
a  misunderstanding,  did  not  return  for  the 
remainder  of  the  coverage.  Deadline  for  the 
film  was  the  6:30  p.m.  newscast,  so  the  crew 
took  it  into  a  stationwagon  and,  splicing 
the  film  on  the  way,  delivered  the  footage 
for  the  scheduled  newscast.  The  show  was 

sponsored  by  Wynn's  Friction  Proofing Products. 

EUROPE-RUSSIA— Mrs.  Franklin  D.  Roose- 
velt is  being  accompanied  by  William 

Dwyer,  free  lance  reporter  retained  by 
WTTM  Trenton,  N.  J.,  on  her  10-week 

WWIT,  'Enterprise'  Merge 
WWIT  Canton,  N.  C,  has  merged  with 

the  weekly  Canton  Enterprise,  according 
to  an  announcement  last  week  by  Beverly 

M.  (Bevo)  Middleton,  president  of  the  sta- 
tion. Total  cost  of  the  merger  and  planned 

expansion  program  of  the  station  and  paper 
is  reportedly  in  excess  of  $100,000,  and 

includes  the  erection  of  a  "modern"  news- 
paper and  printing  plant  adjacent  to  the 

station.  The  Canton  Enterprise  has  been 
owned  and  published  since  1922  by  Harley 
E.  Wright. 

Rep.  Opens  Detroit  Office 
Harrington,  Righter  &  Parson,  N.Y.,  tv 

station  representative,  has  opened  a  Detroit 
office  at  837  Penobscot  Bldg.,  Detroit  26. 

Telephone  is  Woodward  3-0910.  William 

Snyder,  formerly  of  HR&P's  Chicago  office, is  Detroit  manager. 

REPRESENTATIVE  APPOINTMENT 

WMBR  Jacksonville,  Fla.,  names  John 

Blair  &  Co.,  Chicago,  effective  Jan.  1,  1959. 

Station  (before  purchase  by  WWDC  Wash- 
ington, D.  C.  interests)  was  serviced  by  CBS 

Spot  Sales  and  will  continue  to  be  until  1959. 

REPRESENTATIVE  SHORT 

Joseph  J.  Weed,  president,  Weed  &  Co., 
N.  Y.,  has  presented  his  seventh  annual 

$500  grant  to  "an  outstanding  student"  in 
radio  and  tv  field  at  Iowa  State  College. 

Grant  is  made  available  to  senior  or  gradu- 

ate student  at  Iowa  State  who  has  "best 
demonstrated  a  professional  interest  in  radio 
or  tv  broadcasting  as  a  career  and  has 
shown  outstanding  promise  of  success  in 

the  field." 

European-U.  S.  S.  R.  tour.  Mr.  Dwyer  is 

sending  back  taped  material  for  the  sta- 
tion's Delaware  Valley  Looks  at  Moscow, 

series.  WTTM's  sister  stations  in  the  Peoples 
Broadcasting  Corp.  (WNAX  Yankton,  S.  D.; 
WGAR  Cleveland;  WRFD  Worthington, 
both  Ohio;  WMMN  Fairmont,  W.  Va.,  and 

KVTV  (TV)  Sioux  City,  Iowa),  will  have 
access  to  the  tapes. 

P  O  W  E  R 

PL  US 

is  coming 

GOVERNOR 

TELEVISION  ATTRACTIONS,  INC. 

151  West  46th  Street,  N.  Y.  C. 

JUdson  6-3675 
See  page  76 

HATCI   INF^s        Newsworthy  News  Coverage  by  Radio  and  Tv 
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STATION  SHORTS 

WCAX-AM-TV  Burlington,  Vt.,  has  opened 
new  building  housing  studios  for  its  stations. 

WPOM  Pompano  Beach,  Fla.,  has  an- 
nounced target  date  of  Nov.  1  for  broad- 

casting debut. 

KGFJ  Los  Angeles  started  100%  Negro 
programming  Sept.  1  announced  general 
manager  Thelma  Kirchner. 

WPFM  (FM)  Providence,  R.I.,  started  24- 
hour  programming  Sept.  1.  President  Harold 
C.  Arcaro  reports  that  WPFM  is  first  New 

England  fm  radio  station  to  operate  on  full- 
time  basis. 

KOWH  Omaha,  Neb.,  has  been  elected  to 

membership  in  Nebraska  Home  Town  Ra- 
dio Group.  Group  includes  KFOR  Lincoln; 

WJAG  Norfolk;  KRGI  Grand  Island; 
KODY  North  Platte,  and  KOLT  Scottsbluff. 

WNMP  Evanston,  III.,  announces  it  will  air 
complete  Northwestern  U.  1958  football 
schedule,  with  Braun  Bros.  Oil  Co.,  Chicago, 

as  sponsor.  Commitment  marks  company's 
first  use  of  radio  advertising. 

WHBQ-AM-TV  Memphis  presented  check 
for  $10,000  through  RKO  Teleradio 
Foundation  to  Harding  College,  Searcy, 
Ark.,  as  contribution  to  construction  of 

Harding  Academy  in  Memphis. 

KCBS  San  Francisco  will  broadcast  Stan- 
ford U.,  Palo  Alto,  Calif.,  football  games 

for  third  consecutive  season.  KCBS  sports 

director  Don  Klein  will  handle  play-by-play 
description  assisted  by  Bill  Garrity  on  color 
commentary. 

WKYT  (TV)  Lexington,  Ky.,  has  announced 
plans  to  increase  its  visual  power  to  193 

kw.  Purpose:  agreement  for  RCA  amplify- 
ing equipment  has  been  completed,  subject 

to  FCC  approval.  Plans  for  building  ex- 
pansion are  also  being  formulated. 

Phil  Dean  Assoc.,  New  York  public  rela- 
tions firm,  appointed  by  World  Wide  Broad- 

casting Co.  and  international  station  WRUL 
New  York,  to  handle  publicity  and  public 
relations. 

KFAB  Omaha  has  bought  Muzak  franchise 
for  Lincoln  and  Omaha  from  Royal  S. 
Brewster  who  operated  business  there  since 
1945.  Charles  C.  Cowley,  Muzak  president, 
said  sale  to  KFAB  brings  to  39  number  of 

Muzak  franchises  now  owned  by  broad- 
casters who  operate  total  of  65  stations. 

KAKI  San  Antonio  (formerly  KTSA)  went 
on  air  with  its  new  call  letters  Aug.  28. 
KAKI  will  continue  under  ownership  of 

The  McLendon  Corp.,  which  operates  The 
Texas  Triangle  stations:  KAKI,  KLIF 
Dallas,  KILT  Houston,  as  well  as  KEEL 
Shreveport  and  WAKY  Louisville. 

WMCA  New  York  signs  5-year  contract 
with  United  Press  International. 

Tomorro
w's 

newscast
  
today 

What  a  scoop  if  you  could  only  find  that  crystal  ball ! 

But  scoops  in  station  ownership  are  possible  when 

you  can  get  tips  from  people  who  make  it  their 

business  to  know  what's  cooking. 

We  travel  constantly — we  talk  to  hundreds  of  broad- 

casters every  year — and  we  learn  where  properties 

can  be  acquired.  Such  information  is  not  "listed". 

It  is  not  even  in  the  rumor  stage. 

If  you  want  to  expand  your  holdings  or  enter  the  TV- 

radio  business,  it  might  be  a  good  idea  to  get  in  touch 

with  us. 

What  you  are  looking  for  could  well  be  something 

we  know  about. 

ALLEN  RANDER  AND  COMPANY 

Negotiators  for  the  Purchase  and  Sale 

of  Radio  and  Television  Stations 

WASHINGTON  1625  Eye  Street  N.W.  NAtional  8-1990 

NEW  YORK  60  East  42nd  Street  MUrray  Hill  7-4242 

CHICAGO  35  East  Wacker  Drive  RAndolph  6-6760 

DENVER  1700  Broadway  AComa  2-3623 
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STATIONS  CONTINUED AWARDS 

MAXIMUM  ownership  of  radio-tv  stations  was  reached  by  CBS  Inc.  Aug.  30  with 
the  official  transfer  of  WCAU-AM-FM-TV  Philadelphia  [Stations,  Sept.  1;  At 
Deadline,  Dec.  23,  1957].  The  stations  were  acquired  from  WCAU  Inc.  for  $20 

million.  Pictured  (1  to  r)  at  the  signing:  Robert  L.  Taylor,  vice  president,  Bulletin 

Co.  (parent  of  WCAU  Inc.);  Merle  S.  Jones,  president,  CBS-TV;  Arthur  Hull  Hayes, 
president,  CBS  Radio,  and  Donald  W.  Thornburgh,  president,  WCAU  Inc. 

CHANGING  HANDS 

The  following  sales  of 
ANNOUNCED  .  . mininv_/uinv_cl>         station    interests  were 
announced  last  week.  All  are  subject  to 

FCC  approval. 

KNAC-TV  FORT  SMITH,  ARK.  •  51% 
of  stock  sold  to  Donald  W.  Reynolds  by 

Harry  Pollock  for  $350,000  for  total  100% 
of  station  (49%  purchased  previously 

[Changing  Hands,  August  25].  Mr.  Rey- 
nolds has  surrendered  his  permit  for  ch. 

22  KFSA-TV  Fort  Smith,  retaining  KFSA- 
AM-FM  there.  KNAC-TV  is  on  ch.  5 
and  is  affiliated  with  CBS.  Private  breach 

of  contract  litigation  is  pending  in  Fort 

Smith  against  KNAC-TV  and  Mr.  Pollock 
brought  by  George  T.  Heinrich,  former 
50%  owner  of  ch.  5  station.  Mr.  Heinrich 

contends  he  had  right  of  first  refusal  on 
station  sale.  Mr.  Reynolds  also  owns 

KOLO-AM-TV  Reno,  KLRJ-TV  Hender- 
son and  KORK  Las  Vegas,  all  Nevada; 

KHAD-TV  Laredo,  Tex.;  KHBG  Okmul- 
gee, Okla.;  KBRS  Springdale,  Ark.,  and  is 

publisher  of  newspapers  in  the  Southwest. 
Mr.  Reynolds  surrendered  the  permit  for 

ch.  10  KN DA-TV  Elko,  Nev.,  last  month. 

WRBS  TUSCALOOSA,  ALA.  •  Sold  by 
Better  Radio  Stations  Co.  (partners  Dr. 
Fred  M.  Rosemore,  Fayette,  Ala.;  Dr. 
Samuel  J.  Simon,  Nashville,  Tenn.,  and 

Stanley  Besner,  Miami  Beach,  Fla.)  to  Tri- 
Cities  Broadcasting  Corp.  (KREL  Baytown, 
Tex.,  and  WBOP  Pensacola,  Fla.),  owned 

by  E.  O.  Roden,  Booneville,  Miss.,  and  as- 
sociates, who  also  own  WBIP  Booneville, 

WGCM  Gulfport,  and  WTUP  Tupelo,  all 
Mississippi,  for  $82,000.  Broker;  Paul  H. 
Chapman  &  Co.  WRBS  is  500  w  daytimer 
on  790  kc,  features  Negro  programming. 

WSHE  SHEBOYGAN,  WIS.  •  Sold  to  the 
Central  State  Broadcasting  Co.  by  Mr.  and 
Mrs.  David  A.  Bensman  for  $80,000.  Cen- 

tral State  Broadcasting  is  owned  by  William 
E.  Walker  and  Charles  Dickoff,  each  one- 
third,  and  William  R.  Walker  and  John 

D.  Harvey,  each  one-sixth.  The  interests 
held  by  the  new  owners  include  WBEV 
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Beaver  Dam,  Wis.,  WRRR  Rockford.  111., 

and  KCLN  Clinton,  Iowa.  WSHE  operates 
on  950  kc  with  500  w,  day. 

WGWC  SELMA,  ALA.  •  Sold  to  Judge 
W.  E.  Farrar  by  O.  P.  Covington,  Hugh 
M.  Smith  and  others  for  $65,000.  Paul 

H.  Chapman  Co.  handled  the  sale.  WGWC 
operates  on  1340  kc  with  250  w  and  is 
affiliated  with  CBS. 

APPROVED  THe  followinS 
 transfers  of station  interests  were  ap- 

proved by  the  FCC  last  week.  For  other 
broadcast  actions,  see  For  the  Record, 

page  99. 
WCVS  SPRINGFIELD,  ILL.  •  Sold  to 
WPFA  Radio  Inc.  from  Harold  L.  Dewing 
and  others  for  $285,000.  WPFA  Radio  Inc.: 

Jerome  William  O'Connor,  president;  in- 
terest in  KANS  Wichita,  Kan.,  and  WBOW 

Terre  Haute,  Ind.  WCVS  operates  on  1450 
kc  with  250  w  and  is  affiliated  with  ABC 
and  MBS. 

KMON  GREAT  FALLS,  MONT.  •  Sold 

to  KMON  Inc.  by  Montana  Farmer  Broad- 
casting Co.  for  $160,000.  KMON  Inc. 

stock  is  owned  by  Salt  Lake  City  Broad- 
casting Co.,  licensee  of  KALL  Salt  Lake 

City,  Utah,  and  interests  in  KOPR-AM-TV 
Butte,  Mont.,  and  KUTV  (TV)  Salt  Lake 

City.  KMON  operates  on  560  kc  with  5 

kw,  directional  antenna  night,  and  is  affili- 
ated with  ABC  and  MBS. 

WROD  DAYTONA  BEACH,  FLA.  •  Sold 
80%  of  stock  of  parent  corporation  (Radio 
of  Daytona  Inc.)  by  Morton  G.  Bassett  Jr. 
to  Eugene  D.  Hill  (interest  in  WKIS  and 

WORZ  [FM]  Orlando),  Mining  Journal 

Co.  (WDMJ-AM-TV  Marquette,  WJMS- 
TV  Ironwood,  Mich.)  and  Iron  Mountain 

Publishing  Co.  (majority  stockholder  of 
WMIQ  Iron  Mountain,  Mich.)  for  $50,000 

plus  agreement  to  cancel  or  forgive  $51,- 
139  indebtedness  between  Mr.  Bassett, 

Radio  of  Daytona  Inc.,  WROD  and  Daytona 
Beach  Broadcasting  Corp.  WROD  operates 
on  1340  kc  with  250  w  and  is  affiliated 
with  NBC. 

Golden  Mike  Awards  Announced 

By  American  Legion  Auxiliary 

The  American  Legion  Auxiliary  an- 
nounced winners  of  its  1958  Golden  Mike 

awards  last  Wednesday  (Sept.  3)  at  the 

organization's  38th  national  convention  in Chicago. 

The  following  six  trophies  and  categories 

were  presented  on  the  basis  of  the  auxiliary's 
ninth  annual  membership  poll:  Catholic 

How  (NBC),  radio  program  of  highest  in- 
spirational value;  Life  Is  Worth  Living 

(Bishop  Fulton  Sheen's  independently  dis- 
tributed film  series),  tv  program  of  highest 

inspirational  value;  Meet  the  Press  (NBC), 

radio-tv  program  of  highest  educational 
value  (two  awards);  Lawrence  Welk  Show 

(ABC),  radio-tv  program  of  highest  enter- 
tainment value  (two  awards). 

WBZ-TV  Boston  received  a  special 
Golden  Mike  for  its  1957  series  Let  Freedom 

Ring  as  the  best  local  program  in  the  in- 
terest of  youth.  WBZ-TV  was  selected  by 

the  auxiliary's  national  radio-tv  committee 
from  entries  submitted  by  stations  in  each 
state. 

RCA's  Rose  Gets  SMPTE  Medal 

Dr.  Albert  Rose,  senior  member  of  the 
technical  staff,  RCA  Labs.,  Princeton,  N.  J., 

has  been  named 

recipient  of  this 

year's  David  Sarnoff 
Gold  Medal  Award 

by  the  Society  of 
Motion  Picture  & 

Television  Engineers. 

The  award,  which 
is  presented  annually 

for  outstanding  tech- 
nical work  in  the 

field  of  television, 

was  bestowed  upon 

Dr.  Rose  for  "basic 
contribution  to  the  development  of  the 

orthicon,  image  orthicon  and  vidicon  tele- 

vision pick-up  tubes." 

Art  Directors  Set  Contest 

Art  Directors  Club  of  Chicago  is  now  ac- 
cepting entries  for  its  26th  annual  awards 

competition  for  the  best  midwestern  adver- 
tising art  produced  in  print  or  telecast  from 

Sept.  1,  1957,  to  Sept.  1,  1958. 

.  A  deadline  of  Sept.  15  has  been  set  for  tv 

entries  competing  in  two  general  classifica- 

tions— "design  of  complete  unit"  by  the  art 

director  involved,  and  for  "art  and  photog- 

raphy" by  artist  or  photographer  as  well  as 
art  director.  (Entries  may  be  submitted  to 

Kling  Studios,  ADCC  Exhibition  Commit- 
tee, 601  N.  Fairbanks  Court,  Chicago  11. 

111.) 

AWARD  SHORTS 

Drew  Pearson,  radio-tv  commentator,  named 

1958  "Man  of  Our  Time,"  in  recognition  of 
his  "contribution  to  people-to-people  un- 

derstanding via  his  NBC-TV  production  on 

Israel's  program  for  peace  in  the  Middle 
East,"  by  craftsmen  of  Gruen  (Watch  Co.) 
Guild  of  Cincinnati. 

DR.  ROSE 
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HOW'S  BUSINESS? 

Our  Business  Continues  To  Be  Fine,  Thank  You.  We've  Just  Com- 

pleted A  Pretty  Good  August,  Handling  A  Considerable  Amount  of 

Financing  And  Appraisals.  Negotiations  In  The  Month  Of  August 

Were  Nation-wide,  And  Included  These  Station  Sales,  Subject  to  FCC 

Approval: 

WSRS,  Cleveland,  Ohio— $500,000 

WOIC,  Columbia  and 

WPAL,  Charleston,  S.  C.  (50%)  $105,000 

WCHV,  Charlottesville,  Va.— $200,000 

KOMA,  Oklahoma  City,  Okla.— $600,000 

WDEH,  Sweetwater,  Tenn.— $75,000 

KRAM,  Las  Vegas,  Nev.— $275,000 

WHBG,  Harrisonburg,  Va.— $80,000 

KCMJ,  Palm  Springs,  Calif.— $250,000 

KBAB,  San  Diego,  Calif.— $350,000 

//  Your  Business  Calls  For  Broadcast  Financing, 

An  Appraisal,  Or  Negotiations,  We  Hope  You 

Will  Contact  Us. 

^3tackburn  Gompamj 

NEGOTIATIONS  •  FINANCING  •  APPRAISALS 

WASHINGTON,  D.  C.  ATLANTA  CHICAGO 

James  W.  Blackburn  Clifford   B.   Marshall  H.  W.  Cassill 

Jack  V.  Haryey  Stanley  Whitaker  William  B.  Ryan 

Washington  Building  Healey  Building  333  N.  Michigan  Avenue 

STerling  3-4341  JAckson  5-1576  Financial  6-6460 
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One 

too  many 

villains! 

Poor  fellow.  Poor  fellow,  indeed! 

He's  only  embarrassed . . .  the  show's 
climax  may  have  been  ruined!  But, 

stop  a  moment.  The  scene  can  be 

saved.  All  it  takes  Is  a  snip  ...  if  it's 
on  film. 

This  is  only  one  of  the  ways  film 

helps.  Because  you  see  the  show 

before  you  show  it,  you're  always 

in  control  of  what's  said,  what's 
done!  In  control,  too,  of  time  and 

station  throughout  the  country. 

Use  black-and-white— or  color . . . 

there's  an  Eastman  Film  for  every 

purpose. 
For  complete  information  write  to: 

Motion  Picture  Film  Department 

EASTMAN  KODAK  COMPANY 

Rochester  4,  N.  Y. 

East  Coast  Division 

342  Madison  Ave.,  New  York  1 7,  N.  Y. 

M/dwesf  Division 

130  East  Randolph  Drive,  Chicago  1,  III. 

West  Coast  Division 

6706  Santa  Monica  Blvd., 

Hollywood  38,  Calif. 

W.  J.  German,  Inc. 

Agents  for  the  sale  and  distribution  of 
Eastman  Professional  Motion  Picture  Films, 

Fort  Lee,  N.  J.;  Chicago,  III.; 

Hollywood,  Calif. 

Be  sure  to  shoot 

in  COLOR  . . . 

You'll  be  glad  you  did. 

IN  PUBLIC  INTEREST 

CARE  SUBSISTENCE  •  KING  Seattle, 

attempted  to  provide  a  graphic  demonstra- 
tion of  the  importance  and  practicality  of 

the  CARE  program.  D.j.  Frosty  Fowler 
and  his  family  lived  for  one  week  off  a 
CARE  food  package  and  the  produce  of  a 
CARE  garden.  The  garden,  grown  with 

implements  from  a  CARE  farm  tool  pack- 
age, was  planted,  cultivated  and  harvested 

by  the  KING  d.j.  corps,  who  kept  listeners 
posted  on  the  project. 

AERIAL  STOP  LIGHT  •  WTRY  Troy, 
N.  Y..  has  found  a  new  use  for  its  flying 
mobile  unit.  When  an  auto  went  through 

a  railroad  track  gate,  the  WTRY  plane 
began  flying  over  the  tracks  and  radioed  a 
WTRY  ground  unit  at  the  scene  everytime 
a  train  was  approaching.  Police  then  halted 

all  traffic  until  the  train  passed.  The  opera- 
tion continued  until  the  gate  was  repaired. 

MORE  EDUCATION  •  WIND  Chicago 

used  the  theme  "Go  back  to  school  .  .  . 
when  school  starts"  in  its  editorial  cam- 

paign to  impress  upon  students  the  im- 
portance of  completing  high  school.  Spot 

announcements  were  recorded  by  celebrities, 
and  a  contest  with  cash  prizes,  which  asked 

youngsters  to  complete  the  sentence,  "I 
am  going  back  to  school  because  .  .  ."  Cli- 

maxing the  effort  was  a  giant  rally  featuring 
show  business  personalities,  including  Mitch 
Miller,  Eddy  Arnold,  Lou  Monte  and  Jennie 
Smith.  Also  on  hand  were  Chicago  Mayor 
R.  J.  Daley  and  Donald  H.  McGannon, 
president  of  Westinghouse  Broadcasting  Co. 

RARE  BLOOD  FLOOD  •  KTBS-TV 

Shreveport,  La.,  went  to  the  aid  of  a  hos- 
pital patient  in  urgent  need  of  a  rare  blood 

type.  Fifteen  minutes  after  an  appeal  was 

aired,  hospital  authorities  notified  the  sta- 
tion they  had  been  flooded  with  volunteers. 

A  local  doctor  stated,  "I've  never  seen  such 
effective  response  to  an  appeal  of  this  type. 
Television  has  earned  the  appreciation  of 

every  medical  person  in  this  area." 

'WALKING  MIRROR'  •  KYW-TV  Cleve- 

land purchased  a  "walking  mirror"  for  the 

local  crippled  children's  society  with  money 
realized  from  10-cent  viewer  contributions 
to  its  Kutest  Kiddie  Contest.  The  mirror  is 

an  aid  to  crippled  children  in  their  efforts 
at  learning  to  walk. 

SAFETY  MARATHON  •  WHOP  Hopkins- 
ville,  Ky.,  conducted  a  100-hour  safety 
marathon  during  the  Labor  Day  weekend. 
Broadcasting  around  the  clock  for  a  100- 

hour  period,  WHOP's  two  mobile  news 
wagons  constantly  patrolled  highways  to 

select  the  "WHOP  Safe  Driver  of  the  Hour." 
Safety  citations  were  awarded  to  100  safe 
drivers  as  determined  by  local  law  enforce- 

ment agents  accompanying  station  news- 
men in  the  news  wagons.  The  entire  WHOP 

staff  was  deputized  by  the  local  sheriff  for 
the  duration  of  the  marathon. 

SAFETY  SHOCK  •  WBZ-TV  Boston  used 
a  realistic  approach  in  traffic  safety  remind- 

ers over  the  Labor  Day  weekend  in  an  effort 
to  shock  viewers  into  realizing  that  death 
hovers  over  the  highways  on  a  holiday. 
Spots  included  scenes  of  a  hearse  being  pre- 

pared for  a  funeral,  hands  tying  a  funeral 
wreath,  manufacture  of  artificial  limbs, 

tombstones,  and  an  open  grave,  with  an  eerie 

voice  asking,  "Is  he  getting  ready  for  you?" 
Spots  closed  with  a  shot  of  a  tragic  auto  ac- 

cident and  the  question:  "Will  you  be  one  of 
them?"  (the  12,406  dead  or  injured  Ameri- 

cans on  Tuesday  morning). 

PHILATELIC  COLLECTION  •  WGSM 
Huntington.  N.Y.,  waged  a  month  long 

"Stamp  Out  T.B."  campaign  in  which  it  col- 
lected millions  of  used  postage  stamps.  The 

stamps  are  being  shipped  to  Norway,  where 
the  Red  Cross  will  extract  the  dye  from 
them,  sell  it,  and  use  the  money  to  fight 
T.B. 

DUPLICATE  RECORDS  •  WDRC  Hart- 
ford, Conn.,  has  contributed  200  popular 

records,  mostly  duplicates  from  its  music 

library,  to  the  Greater  Hartford  Tubercu- 
losis and  Public  Health  Society,  for  distribu- 
tion to  area  tuberculosis  sanitariums. 

EDUCATION  EDITORIAL  •  WKAB  Mo- 

bile, Ala.,  is  conducting  an  editorial  cam- 

paign to  persuade  high  school  and  college- 
age  listeners  to  continue  their  education.  The 
editorial  cautions  the  youthful  listeners  to 
not  let  the  money  earned  on  summer  jobs 
confuse  their  thinking,  and  points  out  the 

extra-monetary  rewards  that  come  with  a 
high  school  or  college  diploma. 

MISSING  PERSON  •  WLSI  Pikesville, 

Ky.,  after  one  announcement  located  in  30 
minutes  a  woman  who  had  been  the  sub- 

ject of  an  11 -year  search  by  a  Presto nburg, 
Ky.,  law  firm.  The  lawyers  held  an  Armed 
Forces  leave  bond  purchased  in  1945  by  the 

missing  lady's  now  deceased  husband.  The 
bond,  worth  several  hundred  dollars,  could 
be  cashed  only  by  the  missing  widow. 

FLOOD  RELIEF  •  WCAW  Charleston, 

W.  Va.,  collected  over  10,000  clothing  ar- 
ticles in  a  five-hour  period,  while  broad- 

casting direct  from  a  Municipal  Auditorium 

emergency  center  during  a  flash  flood. 

DENNIS  THE  MENACE  •  KIOA  Des 

Moines,  Iowa,  held  a  Dennis  the  Menace 
contest  as  part  of  a  statewide  traffic  safety 

campaign.  Spots  describing  missing  and  de- 
fective parts  on  the  auto  of  an  alleged 

highway  Dennis  the  Menace  were  aired  for 
five  days.  The  listener  compiling  the  most 

complete  list  of  deficiencies  won  an  auto- 
mobile. Top  man  of  over  3,800  entries  cor- 

rectly identified  100  of  the  102  clues  broad- cast. 

MORALE  BOOSTER  •  KDUB-TV  Lub- 

bock, Tex.,  provided  a  lift  to  the  spirits  of 

a  nine-year-old  girl,  confined  in  a  hospital 

with  a  broken  hip.  To  young  D'Anna  Alex- 
ander, the  thought  of  10  weeks  in  the  hos- 

pital was  unbearable  when  she  found  her 

nine-month-old  baby  sister  couldn't  visit 
her.  Convinced  that  "the  people  at  KDUB- 
TV  will  let  me  see  her  on  Channel  13"  the 
youngster  persuaded  her  grandmother  to 
call  the  station.  The  next  evening,  mother 

and  youngest  offspring  appeared  as  guests  on 

Dick  Chaney's  6:10  Feature  Section,  to  the 
delight  of  the  bright-eyed,  pig-tailed  third 

grader. 
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MANUFACTURING INTERNATIONAL 

MR.  LESLIE 

Leslie  Leaving  Ampex  Corp. 

To  Take  ORRadio  Manager  Post 

John  M.  Leslie  Jr..  engineering  manager. 
Professional  Products  Div.,  Ampex  Corp.. 

R  e  d  w  o  o  d  City, 

Calif.,  has  been 
named  general 

manager  of  ORRa- 
dio Industries  Inc.. 

Opelika,  Ala.,  J.  Her- 
bert Orr,  president, 

ORRadio,  an- 
nounced last  week. 

At  Ampex  (an 
ORRadio  minority 
stockholder),  Mr. 

Leslie  helped  de- 

sign audio-video  re- 
corders, engaged  in  product  planning  and 

general  direction  of  engineering  activities. 

He  also  had  a  large  part  in  Ampex'  magnetic 
tape  evaluation  program.  (ORRadio  manu- 

factures and  supplies  videotape  for  Ampex 
instruments.) 

Mr.  Leslie  is  a  member  of  Institute  of 

Radio  Engineers,  Society  of  Motion  Picture 
&  Television  Engineers,  Audio  Engineering 
Society  and  American  Management  Assn. 

MANUFACTURING  SHORTS 

Kahn  Research  Labs,  Freeport,  L.  I.,  N.  Y.. 
announces  availability  of  new  Symmetrapeak 

Model  SP  58-1 A  to  help  broadcasters  solve 
difficulty  of  maintaining  optimum  transmit- 

ter modulation  with  certain  types  of  unsym- 
metrical  audio  waves,  especially  those  of 

speech.  Unit  also  serves  to  eliminate  un- 
balanced peaks  resulting  from  improperly 

phased  microphones  and  switching  between 

long-line  telephone  circuits  and  local  pro- 
gram sources.  Symmetrapeak  is  available  on 

four  weeks  delivery  at  $265. 

P.  R.  Mallory  &  Co.,  Indianapolis,  has 

formed  new  semi-conductor  department  to 
make  silicon  rectifiers  designed  for  use  in 
tv  and  radio  receivers.  Components  will  use 
Malloseal  plastic  containers  instead  of  usual 
more  expensive  metal  covers. 

RCA  Corp.,  N.  Y.,  has  sold  RCA  50  kw 
transmitter,  model  BTA  50G,  to  WAPI 
Birmingham,  Ala.,  for  cost  in  excess  in 

$100,000.  Transmitter  has  guaranteed  de- 

livery of  60  days,  and  it  is  hoped  that  it  will 

be  installed,  checked-out  and  on  air  by 
Nov.  I. 

Eigin  Metalformers  Corp.,  Elgin,  III.,  has 
introduced  three-dimensional,  plastic  minia- 

tures of  basic  components  of  Emcor 

Modular  Enclosure  System  to  assist  engi- 
neers in  planning  assembly  and  arrangement 

of  complex  electronics,  automation  and  in- 
strument equipment.  Modeled  on  1-inch  to 

1-foot  scale,  miniatures  are  exact  duplicates 
of  components. 

Age  of  Stereo  will  be  theme  of  1958  New 

York  High  Fidelity  Show  sponsored  by  In- 
stitute of  High  Fidelity  Manufacturers  Inc. 

Sept.  30-Oct.  4  at  Trade  Show  Bldg.,  500 
Eighth  Ave.,  New  York.  Other  high  fidelity 

shows  are  scheduled  Oct.  10-12  at  Benjamin 

Franklin  Hotel,  Philadelphia,  and  Oct.  23- 
26  at  Wisconsin  Hotel,  Milwaukee. 

RCA  Victor,  N.  Y.,  has  made  available  five 

"engineering  developments  in  stereophonic 
sound,"  including  diamond  and  sapphire 
pickup  heads,  tone  arms  and  two  types  of 

tape  heads,  to  other  manufacturers  for  use 
as  components  in  equipment  other  than 

RCA  products. 

Telit  Industries,  Chicago,  is  offering  port- 
able automatic  electronic  prompting  device 

called  "TelExecutive."  Speech  is  prepared 
on  continuous  fold  manuscript  paper  with 

large  typewriter.  Device  is  controlled  by 
speaker  by  means  of  switch  held  in  palm. 
Cost  (including  TelExecutive,  hand  control 
and  cowhide  carrying  case):  $150. 

General  Electric  announces  it  has  opened 

expanded  electronic  tube  and  components 
sales  office  at  442  Peninsular  Ave.,  San 

Mateo,  Calif.,  to  serve  equipment  manu- 
facturers in  Northern  California,  Oregon, 

Washington,  Montana,  Idaho,  Utah  and 
Nevada,  as  well  as  wholesale  distributors  in 

San  Francisco,  Sacramento  and  Fresno  mar- 
keting areas. 

Dresser-Ideco  Co.,  Columbus,  Ohio,  has 

published  guide  to  antenna  tower  inspection 

and  maintenance,  called  "Hip-Pocket  Tower 
Check  List."  Pocket-size  pamphlet  can  be 
secured  by  writing  to  Dresser-Ideco  Co., 
Tower  Division,  875  Michigan  Ave., 
Columbus  8,  Ohio. 
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New  Broadcasting  Bill 

Passes  Canada  House 

After  two  days  of  debate  and  defeat  of  a 
number  of  amendments  by  the  Liberal  and 

Co-Operative  Commonwealth  Federation 

(socialist)  parties,  Canada's  new  broadcast- ing legislation  [International,  Aug.  25] 

was  passed  in  the  Canadian  House  of  Com- 
mons at  Ottawa  on  Aug.  26  by  a  vote  of 

124  to  31.  The  CCF  party  supported  the 
Conservative  government  party. 

The  bill  now  has  to  pass  the  Canadian 
Senate  and  be  signed  to  become  law  by 

Governor-General  Vincent  Massey. 

The  new  legislation  will  set  up  an  inde- 

pendent regulatory  board  of  broadcast  gov- 
ernors to  police  broadcasting  and  recon- 
stitutes the  Canadian  Broadcasting  Corp.  as 

a  national  broadcasting  system.  CBC  will  no 

longer  have  regulatory  control  over  inde- 
pendent radio  or  television  stations.  This  is 

what  independent  Canadian  stations,  through 
the  Canadian  Assn.  of  Radio  and  Television 
Broadcasters  have  fought  for  during  the  past 
decade. 

During  debate  on  the  government  bill 
Liberal  leader  Lester  Pearson  endeavored  to 

have  the  legislation  changed  so  that  Cana- 
dian stations  could  be  members  only  of  a 

Canadian  network,  except  for  special  public 

service  programs.  Revenue  Minister  George 
Nowlan,  in  opposing  this,  stated  that  he 
could  not  foresee  the  new  board  of  broad- 

cast governors  licensing  any  stations  to  be 
part  of  an  American  network.  (At  present 
CKAC  Montreal  and  CFRB  Toronto  are 

members  of  the  CBS  network,  and  CKLW 
Windsor,  Ont.,  is  a  member  of  MBS.)  Only 

Canadian  citizens  can  apply  for  station  li- 
censes under  the  new  legislation. 

After  the  broadcasting  bill  was  an- 
nounced, this  statement  was  made  by  the 

broadcasters'  association: 
"CARTB's  board  feels  that  the  frame- 

work of  principle  outlined  in  the  bill, 

especially  the  clear-cut  distinction  between 
regulatory  and  operating  functions,  offers 

opportunity  for  strengthening  the  service 
provided  to  Canadians  by  both  the  CBC 
and  the  private  broadcasting  industry  of 
Canada. 

"We  believe  that  in  this  framework  there 

is  opportunity  for  responsible  and  mature 

service  that  CARTB's  membership  is 
anxious  and  eager  to  meet,  dedicated  to 
the  premise  of  providing  the  best  possible 

broadcasting  service  to  all  Canadians." 
The  bill  is  expected  to  be  approved  before 

this  session  of  Parliament  ends.  No  ap- 

pointments have  been  made  yet  for  full- 
time  or  part-time  members  of  the  new 
Board  of  Broadcast  Governors  or  the  CBC 

board  of  directors.  Likely  the  members 
now  on  the  CBC  board  of  governors  will 

continue  or  be  re-appointed. 
It  is  unlikely  BBG  meetings  will  be  held 

until  late  this  fall.  Meanwhile  no  appli- 
cations for  new  radio  or  television  sta- 

tions will  be  heard  by  the  present  CBC 
board  of  governors,  whose  regulatory 

powers  will  be  rescinded  as  soon  as  the 
new  legislation  becomes  law. 

The  possibility  of  second  tv  stations  in 
any  Canadian  cities  is  improved  under  the 
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Gunning  -For  a  killer! 

Nuclear  power  can  change  the  peacetime  world. 
But  nuclear  radiation  is  a  silent  killer.  Atom 

workers  must  be  safeguarded  by  special  devices  . . . 

inspected  frequently  by  ion-chambered  "guns",  as 
delicate  as  they  are  accurate.  These  detection  de- 

vices, like  so  many  other  sensitive  instruments,  are 

shipped  by  Air  Express  where  speed  is  matched  by 

velvet-glove  handling. 

Air  Express  . . .  symbolized  by  the  big  "X"  . . .  can 
multiply  the  speed  and  handling  ease  of  your  ship- 

ments, too,  no  matter  what  you  make.  For  Air 

Express  gives  you  the  only  complete  door-to-door 
air  shipping  service  between  thousands  of  U.S. 

CALL  AIR  EXPRESS  ^jgb  . . .  divisio 

cities  and  towns.  Yet  Air  Express  often  costs  less. 

For  instance,  to  Air  Express  a  20  lb.  package  from 

Los  Angeles  to  Detroit  (1,960  miles)  costs  from 

$1.48  to  $5.85  less  than  any  other  complete  air 

shipping  method.  Investigate. 

GETS  THERE  FIRST  via  U.  S.  SCHEDULED  AIRLINES 

of  RAILWAY  EXPRESS  AGENCY 
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new  legislation,  but  at  the  earliest  no  such 
stations  can  be  expected  until  the  fall 
of  1959,  even  if  applicants  are  heard  by 
the  new  board  this  winter. 

Canadian  Advertisers 

Backing  Radio  Lineup 

Advertisers  are  taking  renewed  interest  in 
Canadian  network  radio  programming  it  is 
evident  from  fall  sales  by  the  Canadian 
Broadcasting  Corp.  Program  revision  earlier 
this  year  has  resulted  in  increased  daytime 
audience  for  network  shows,  according  to 

Eugene  Hallman,  CBC  supervisor  of  radio 

networks  at  Toronto  national  program  head- 
quarters. 

With  use  of  MBS'  Baseball  Game  of  the 
Day  as  a  regular  Saturday  afternoon  fea- 

ture this  summer  on  the  CBC  Trans-Canada 

network,  a  regular  audience  with  sports  in- 
terest has  been  built  up.  Heretofore  Cana- 

dian sporting  events  went  network  only  a 
few  times  a  year  for  special  championship 
games  or  events.  Now  the  Baseball  Game  of 
the  Day  program  is  used  to  bring  Canadian 
sporting  news  to  listeners  in  addition  to  the 
specific  game  being  broadcast.  Spots  have 
been  sold  to  Bulova  Watch  Co.  Ltd.,  Toron- 

to; Colgate-Palmolive  Ltd.,  Toronto;  White- 
hall Pharmacal  Canada  Ltd.,  Toronto;  and 

Sterling  Drugs  Ltd.,  Windsor,  Ont.  In  ad- 
dition, both  CBC  and  independently-owned 

affiliates,  have  sold  local  spots  to  local  as 
well  as  national  advertisers  on  this  program. 
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In  past  years  CBC  has  carried  Texaco 
Metropolitan  Opera  programs  Saturday  af- 

ternoons. With  the  switch  of  this  program 
from  NBC  to  CBS,  the  likelihood  is  that  it 
will  not  be  carried  this  season,  since  key 
CBS  outlets  at  CFRB  Toronto  and  CKAC 
Montreal  are  not  CBC  network  stations. 

CBC  currently  is  negotiating  to  carry  NBC's 
Monitor  Saturday  afternoons  this  coming 
season,  and  will  likely  have  some  of  same 

national  network  sponsors  as  for  the  Base- 
ball Game  of  the  Day  program. 

English-language  noon-hour  radio  serials 
were  dropped  on  CBC  last  year,  but  are 
due  for  a  revival  this  season.  Happy  Gang, 

a  noon-hour  variety  show  which  has  been 
running  for  more  than  20  years,  will  be 
back  with  two  national  network  sponsors, 
Carnation  Co.  Ltd.,  Toronto,  and  T.  H. 
Estabrooks  Co.  Ltd.  (Red  Rose  tea  and 

coffee),  Toronto.  In  addition  CBC  plans  to 

import  the  quarter-hour  NBC  show,  Wom- 
an In  My  House,  and  the  British  Broadcast- 

ing Corp.  program,  The  Archers,  both 
serials.  No  sponsors  have  been  approached, 
since  the  final  decision  has  not  yet  been 
made. 

CBC  Farm  Broadcasts,  done  on  a  region- 
al network  basis  because  of  varying  agri- 

cultural and  fishing  interests,  are  being 

sponsored  on  a  regional  basis  across  Can- 
ada, with  the  main  sponsor  to  date  the 

Goodyear  Tire  and  Rubber  Co.  of  Can- 
ada, New  Toronto. 

The  early  morning  Preview  (7-9:15  a.m.), 
on  the  national  network  with  news  direct 

from  Europe  and  pick-ups  from  NBC,  has 
been  sold  regionally  to  national  advertisers. 
The  evening  program,  Assignment,  on 

CBC's  Dominion  network,  is  having  its  first 
sponsors  this  fall,  with  the  Bank  of  Canada, 

Ottawa,  using  the  show  for  spot  announce- 
ments on  a  Canadian  government  bond 

conversion  campaign. 

CBC  plans  to  strengthen  its  radio  networks 

with  increasing  amount  of  live  music,  in- 
cluding classical  and  semi-classical  concerts, 

both  mornings  and  afternoons.  It  plans  to 

use  the  trans-Atlantic  telephone  cable  to 
bring  direct  broadcasts  of  British  and  Eu- 

ropean operas  and  music  festivals,  and  is 

negotiating  to  bring  the  San  Francisco  Sym- 
phony to  its  Trans-Canada  network.  CBC 

will  continue  this  fall  to  repeat  in  the  day- 
time some  of  its  evening  talks,  panel  shows 

and  musical  programs,  since  mail  for  this 

type  of  program  shows  its  daytime  popular- 
ity. 

Mr.  Hallman  pointed  out  that  "if  the 
network  is  going  to  be  successful  it  must  be 

strengthened."  To  this  end  CBC  has  several 
new  projects  in  mind,  some  of  which  will 
have  to  be  sustaining  for  some  time. 

It  is  also  hoped  to  export  Canadian  radio 
shows  to  the  BBC,  and  CBC  would  like  to 

pipe  an  hour  of  its  best  radio  programs 
weekly  to  the  NBC  radio  network. 

ROK  Recruiting  Radio  People 

The  Republic  of  Korea  needs  radio  trans- 

mitter engineers,  studio  engineers  and  pro- 
duction specialists  with  approximately  10 

years  experience  in  their  respective  fields,  it 
has  been  announced.  Those  selected,  and 
their  families,  will  be  flown  to  Korea  for  a 

two-year  tour  of  duty  in  the  government- 
owned  stations. 

Living  quarters  and  utilities  are  furnished 
in  the  Seoul  American  colony  with  post 

exchange,  commissary,  medical  and  enter- 
tainment privileges  available. 

Details  are  available  from  Engleman  & 

Co.,  consulting  engineer  firm,  2480  16th 
St.,  N.W.,  Washington,  D.C. 

Argentina  to  Drop  Control 

Over  34  Radio-Tv  Stations 

Argentina's  Government  has  promised  to 
return  the  country's  33  radio  stations  and 
single  television  station  to  private  hands 
after  protests  arose  over  a  government  order 

prohibiting  news  commentators  from  dis- 
cussing political,  economic  and  labor  sub- 

jects. 

The  government  commission  which  su- 

pervises the  nation's  radio  stations  and  tv channels  issued  the  restraint  order  after 

several  commentators  had  reported  military 

conspiracies  against  the  government  headed 
by  Provisional  President  Aramburo  and 
circulated  accusations  of  malfeasance  against 
leaders  of  the  preceding  government. 

Statements  on  the  situation  from  com- 
mentators affected  were  made  public  in  the 

press.  The  newspaper  La  Razon  commented 
that  there  had  been  abuse  of  freedom  of 

expression  by  some  of  the  commentators. 
It  also  noted  that  stations  have  been  used 

frequently  by  government  spokesmen  for 

propaganda  purposes. 

3  in  Ecuador  to  Inter-American 

Three  stations  in  Equador  have  been 
added  to  the  Inter-American  Network,  the 
Latin  American  portion  of  World  Wide 
Broadcasting  System,  New  York,  Walter  S. 

Lemmon,  president,  has  announced.  The 

stations,  bringing  the  Inter-American  Net- 
work total  to  82,  include  Centro  Radio- 

fonico  de  Imabura,  Ibarra;  Radio  Roxy, 
Riobamba,  and  Radio  Ondas,  Azuayas, 
Cuenca. 

INTERNATIONAL  SHORT 

Baker  Adv.  Agency  Ltd.,  Toronto,  has 

moved  from  212  King  St.  W.,  to  670  Bay- 
view  Ave.,  in  northeastern  suburban  Toronto 

area,  where  agency  has  top  three  floors  of new  building. 

P  OW  E  R 

P  L  U  S 

is  coming 

GOVERNOR 

TELEVISION  ATTRACTIONS,  INC. 

151  West  46th  Street,  N.  Y.  C. 

JUdson  6-3675 
See  page  76 
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Action  Delayed  by  L.  A.  County 

On  C-C  Toll  Tv  Application 

The  Los  Angeles  County  Board  of  Super- 
visors Thursday  (Sept.  4)  postponed  action 

until  Sept.  18  on  an  application  by  Home- 
vision,  Inc.  for  a  franchise  to  install  a  closed 

circuit  home  television  system  in  Antelope 
Valley,  an  unincorporated  area  within  the 
county.  The  delay  is  designed  to  give  the 

county  officials  time  to  study  the  dual  ques- 
tions of  whether  they  want  to  grant  such  a 

franchise  at  all  and,  if  they  do,  whether  it 
should  be  granted  to  Homevision. 

The  postponment  came  after  vehement 

protests  against  toll-tv  had  been  offered  by 
Mrs.  Fred  S.  Teasley,  state  radio-tv  chair- 

man of  the  California  Federation  of  Worn- 
ens  Clubs;  Mrs.  Fred  Wilson,  president  of 

CFWC's  Sierra-Cahuenga  district,  and 
Junius  Tuchler,  chairman,  Citizens  Commit- 

tee Against  Pay  Tv.  Mr.  Tuchler  questioned 
the  authority  of  the  board  to  issue  the  re- 

quested franchise,  argued  that  the  proposed 
deal  would  give  the  county  a  2%  payment 
only  on  facilities  receipts  while,  permitting 
all  program  revenue  to  escape  this  fee,  and 
urged  that  no  action  be  taken  until  the  whole 

subject  of  pay-tv  has  been  acted  on  by  Con- 
gress. 

The  women's  group  reported  that  the 
members  of  CFWC  are  overwhelmingly  op- 

posed to  the  idea  of  toll  television.  Neil  D. 
McCarthy,  representing  Homevision,  said 
that  the  company  proposes  initially  to  install 
a  community  antenna  system  to  aid  residents 

of  Antelope  Valley  area  to  get  better  recep- 
tion of  the  seven  Los  Angeles  tv  stations, 

with  the  toll-tv  operation  to  come  later,  if 
at  all. 

Pay  Tv  Scorned  in  Phila.  Poll 

"Philadelphians  do  not  seem  to  be  in 
favor  of  pay  television,"  is  the  conclusion 
drawn  by  Dr.  Myron  S.  Heidingsfield,  mar- 

keting department  chairman  of  Temple  U. 
there,  following  a  survey  by  his  marketing 
analysis  and  research  class.  About  58%  of 

people  questioned  were  against  pay  tv;  24% 
were  in  favor  and  18%  took  no  position. 
The  main  reasons  for  not  favoring  a  pay 
system  were  that  it  would  be  too  expensive 

and  they  were  satisfied  with  present  pro- 
gramming. Those  sampled  who  liked  the 

idea  of  subscription  tv  said  that  they  thought 

it  would  lead  to  better  programs,  first-run 
movies  being  the  shows  they  wanted  most. 

Although  two-thirds  of  the  sample  had 
heard  of  subscription  tv,  Dr.  Heidingsfield 
believes  that  the  issue  is  still  confused  in  the 
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public  mind.  He  suggests  that  the  FCC  make 
no  ruling  on  the  matter  until  it  has  reviewed 
arguments  of  independent  stations  and  the 

networks.  Copies  of  the  report  may  be  ob- 
tained from  Dr.  Heidingsfield  at  Temple 

U.,  Philadelphia. 

$763,437  Realized  by  C-C  Fight 

The  Floyd  Patterson-Roy  Harris  heavy- 

weight title  fight  on  Aug.  18  almost  didn't 
make  the  grade  on  closed-circuit  tv,  Irving 
B.  Kahn,  president  of  TelePrompTer  Corp., 
New  York  admitted  last  week.  However, 

he  expressed  encouragement  over  the  fact 

that  if  an  event  of  only  moderate  attrac- 

tion could  break  even,  it  means  "when  you 
do  hit,  you  really  hit."  Mr.  Kahn  said  that 
if  he  had  sold  live  coverage  rights  to  radio, 

it  might  have  depressed  the  closed-circuit 
theatre  attendance  even  more.  The 

TelePrompTer  president  said  196,762  the- 
atre admissions  were  sold,  37%  of  capacity, 

for  receipts  of  $763,437,  including  taxes. 
He  said  that  when  all  newsreel  runs  are 

completed,  there  is  expected  to  be  a  net 

profit  of  "between  $25,000-50,000." 
The  closed-circuit  audience  was  counted 

at  196,762.  Earlier  TelePrompTer  had  fore- 
cast a  box  office  of  200,000  seats  and 

"nearly  a  million  dollars."  Of  actual  re- 

ceipts, the  champion's  share  is  around  a 
quarter  of  a  million  dollars,  Mr.  Kahn  said. 
He  said  that  results  point  to  a  growing 

importance  of  theatre  tv  in  sports  events. 

Show  Corp.  Offers  'Birthday  Bingo' 
Show  Corp.  of  America,  New  York,  re- 

cently-formed tv  and  theatrical  packaging 
firm  headed  by  C.  Robert  Manby,  last  week 
announced  availability  of  a  new  local  live 

tv  program  package  Birthday  Bingo,  cre- 
ated by  Satellite  Productions,  New  York. 

The  program  features  audience  participa- 
tion with  winners  selected  at  random  during 

telecast.  Viewers'  birth  dates  make  them 
eligible  to  participate.  Satellite  partners  are 
William  Mogle,  Arthur  Daly  and  Allan 
Ross.  Show  Corp.  earlier  was  named  to 

distribute  the  tv  properties  of  RKO  Tele- 
vision. 

PROGRAM  SERVICE  SHORTS 

Ampex  Corp.,  Redwood  City,  Calif.,  has 
shipped  videotape  recorder  to  KCOP  (TV) 
Los  Angeles. 

Edward  Gottlieb  &  Assoc.  Ltd.,  internation- 
al public  relations  counsel,  has  moved  Paris 

office  to  61  Avenue  Hoche.  Office  services 

four  major  French  industries. 

Hal  Roach  Studios,  Culver  City,  Calif., 
names  Bill  Watters  &  Assoc.,  L.  A.,  to 

handle  public  relations  on  West  Coast.  Ed- 
die Jaffe  Co.,  N.  Y.,  will  direct  publicity  in 

East. 

Gilmark  Features,  N.  Y.,  announces  its  "Tv 
Star  of  the  Week"  feature  for  tv  sections  of 
newspapers  is  available  in  mats  for  color 
reproduction.  Dallas  Morning  News 
(WFAA-AM-TV)  was  first  to  sign  for  new 
mat  service,  according  to  Lou  Shainmark, 

who  formed  Gilmark  last  spring.  "Tv  Star" 
is  strictly  a  news  feature,  said  Mr.  Shain- 

mark, based  on  leading  stars  selected  from 
all  networks  and  national  programs. 

[  NOW!!  m 
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PEOPLE 
A  WEEKLY  REPORT  OF  FATES  AND  FORTUNES 

ADVERTISERS  &  AGENCIES  mwbsotw 

HOVE Y  HAGERMAN,  senior  v. p.. 
MacManus.  John  &  Adams 
Inc..  N.Y..  named  Cadillac  ac- 

count supervisor.  ROBERT  E. 
FIELD,  formerly  assistant  ac- 

count executive  for  Cadillac, 
appointed  account  executive. 
Announcements  in  Pontiac 
motor  division  account  of  MJ 
&  A:  JAMES  H.  GRAHAM,  ac- 

count executive,  to  super- 
visor, succeeded  by  COLIN 

JOHN,  associate  account  exec- 
utive. JAMES  E.  McGU IRE,  as- 
sistant art  director,  to  art  di- 

rector, and  ROBERT  L.  SAF- 
FELL  named  account  manager. 

BENJAMIN  A.  KISSAM  promoted 
from  assistant  general  sales 
manager  in  charge  of  staff 
operations  to  advertising 
manager  of  Pontiac  Motor 
Div.,  General  Motors  Corp. 
He  succeeds  WARREN  SCHOON, 
named  New  York  zone  man- 

ager. 

MR  COLLINS 

MR  HAGERMAN 

MR.  FIELD 

THEODORE  ROSENAK  and  ROCCO  B.  BUNINO  named 

v.p.'s  in  charge  of  advertising  and  sales  at  Pabst Brewing  Co.,  Chicago,  respectively.  Mr.  Rosenak 
was  v. p.  in  charge  of  advertising  for  Blatz  since 
1951  while  Mr.  Bunino  was  Blatz  v. p.  and  sales 
director. 

KENNETH  F.  MUIDOON,  promotion  manager  of 
American  Gas  Assn.,  N.Y..  named  advertising 
manager  of  AGA  succeeding  CHARLES  R.  BOWEN, 
resigned  to  join  International  Business  Machine 
Corp.  LEONARD  M.  HAMMER,  v.p.  of  Nelson  B. 
Moore  &  Assoc.,  Cleveland  public  relations  firm, 
succeeds  Mr.  Muldoon  as  AGA  promotion  man- 
ager. 
GORDON  P.  CLARKE,  former  associate  editor  of 
Food  Field  Reporter.  N.Y.,  joins  public  relations 
staff  of  Arndt.  Preston.  Chapin.  Lamb  &  Keen 
Inc.,  New  York  and  Philadelphia  advertising  and 
public  relations  agency. 

E  J.  COLLINS,  formerly  vice 

president  and  account  super- visor for  Donahue  &  Coe, 
Chicago,  to  Compton  Adv.. 
Chicago,  as  creative  group 
head. 

NANCY  LARSEN  promoted  from 
copywriter  to  copy  group 
supervisor  at  Tatham-Laird 
Inc..  Chicago. 

HAROLD   J.   McCORMICK,  direc- 
tor of  advertising  and  sales 

promotion.  Motorola  Inc..   Chicago,  to  account 
manager,  Dancer-Fitzgerald-Sample,  N.Y. 
ROBERT  D.  HAWKINS,  formerly  with  Kenyon  & 
Eckhardt.  Chicago,  as  account  executive  for  Lin- 

coln-Mercury, to  Western  Adv  Agency.  Chicago 
and  Racine,  Wis.,  as  v.p.  and  account  supervisor. 
JESSE  0.  BICKMORE,  LAYNG  MARTINE,  FRANK  A.  YAH- 
NER  and  CHARLES  T.  YOUNG  III,  account  executives 

at  Young  &  Rubicam.  N.Y..  elected  v.p.'s. 
WILLIAM  J.  LEVI,  with  Robert 
Acomb  Inc..  Cincinnati,  for 
eight  years,  named  agency 
v.p.  Mr.  Levi  served  as  ac- 

count executive  on  number 

of  Acomb's  important  ac- counts. 

SANFORD  E.  REISENBACH,  for- 
merly with  Dancer-Fitz- 

gerald-Sample Inc..  N.Y.,  to 
S.  R.  Leon  Adv..  N.Y..  as 
media  director.  replacing 
JEAN  ANDERSON,  retired. 

DONALD  L.  DAIGH,  formerly  with  William  Esty 
Co..  N.Y..  to  Henderson  Adv.  Agency.  Greenville. 
S.C..  as  director  of  television  and  radio  depart- ment. 
JOHN  ANDERSON,  product  manager  for  Lux  toilet 
soap  at  Lever  Bros.,  N.Y.,  to  Benton  &:  Bowles. 
N.Y..  as  account  supervisor  for  undisclosed  new 
General  Foods  product. 

GEORGE  BAKER,  1951  junior  delegate  to  Interna- tional Adv.  Conference  in  London  for  Denver  Ad 
Club,  joins  Compton  Adv.  Inc.  as  copywriter  in 
Los  Angeles  office. 

MR.  LEVI 

"You're  still  my  friend,  aren't  you,  Brutus?" 

If  Julius  had  really  known  the  facts,  those  Ides  of  March 

might  have  been  less  unfortunate  for  him.  It  is  a  hap- 

pier thought  that  in  today's  keenly  competitive  business 
of  broadcast  advertising  you  can  keep  your  eye  on  every- 

thing new  by  reading  Broadcasting.  It's  THE  most 
complete  round-up  of  TV-and-radio  developments.  At  a 
get-acquainted  S3.50.  you  can  receive  the  next  26 
decision-easing  issues  —  and  be  wiser  than  a  senatef ul 
of  soothsayers  because  of  them. 

BROADCASTING 

1735  DeSales  Street.  N.  W..  Washington  6,  D.  C. 

GEORGE  N.  LUCAS,  formerly  v.p.  and  copy  chief 
Ft  S.  A.  Levyne  Co..  Baltimore,  joins  VanSant 
Dugdale  &  Co.,  Baltimore,  as  copy  supervisor. 

JACQUELIN  MOLINARO,  previously  with  Mottl  & 
Citeman.  Beverly  Hills.  Calif.,  to  Donahue  & 
Coe.  L.A..  as  media  buyer. 

PHIL  H  MacMURRAY  joins  Daniel  F.  Sullivan  Co., 
Boston,  as  member  of  creative  staff. 

LLOYD  N.  (LARRY)  NEWMAN,  formerly  with  Phila- 
delphia Daily  IVeuis  and  WFIL  Philadelphia,  joins 

public  relations  staff  of  Adrian  Bauer  &  Alan 
Tripp  Inc..  Philadelphia  advertising  and  market- 

ing agency. 

FILM 

RICHARD  C  POLISTER,  production  supervisor  for 
Continental  Films.  Minneapolis,  until  its  recent 
sale  to  Thomas  Countryman  Film  Productions, 
promoted  to  general  manager  of  Continental. 

VICTOR  PECK,  film  syndication  sales  representative 
in  Midwest,  appointed  midwestern  sales  manager 
for  Regis  Films.  LA. 

RAYMOND  JUNKIN,  v.p.  in  charge  of  sales,  Official 
Films,  N.Y.,  resigned. 

RICHARD  P.  MORAN,  JR.,  salesman  with  John  E. 
Pearson  Co.,  Chicago,  to  account  executive,  CBS- 
TV  Film  Sales  for  Indiana. 

PHILIP  LARSCHAN  and  MICHAEL  CALAMARI,  senior 
editors.  Transfilm  Inc.,  N.Y..  made  staff  producer 
and  supervising  editor  respectively.  Other  Trans- 
film  appointments:  ROBERT  MELAHN,  production 
supervisor.  Caravel  Films,  to  staff  producer: 
JOHN  TRENEAR,  CBS-TV  unit  manager,  to  staff 
producer,  and  addition  of  nine  animation  artists. 

DICK  LEWIS  named  Chicago  and  midwest  sales 

representative  for  DesUu  Productions'  commer- cial, industrial  and  documentary   film  division. 

NETWORKS 

A.  W.  (SEN)  KANEY.  pioneer  broadcaster  and  net- 
work executive,  announced  his  retirement  Aug. 

31  after  37  years  of  service,  30  of  them  with  NBC 
Chicago.  Mr.  Kaney  started  his  career  as  an- 

nouncer at  KYW  Chicago  in  1921  and  was  cred- 
ited with  describing  first  baseball  game  ever 

broadcast  on  radio.  He  joined  NBC  Chicago  as 
chief  announcer  in  1928  and  subsequently 
handled  "voice"  for  such  series  as  "National 
Farm  &  Home  Hour."  "Studebaker  Champions" 
and  "Amos  'N'  Andy." 
LEO  LEFCOURT,  assistant  to  PHILIP  FELDMAN,  CBS- 
TV  v.p.  and  business  manager  of  talent  and  con- 

tract properties.  Hollywood,  appointed  director 
of  program  contracts  for  CBS-TV.  Hollywood. 

JULIAN  BERCOVICI,  formerly  manager  of  NBC 
nighttime  television  programs,  named  executive 
producer  at  ABC-TV.  effective  immediately.  Mr. 
Bercovici's  first  assignment  with  ABC-TV  will 
be  with  network's  new  daytime  programming 
schedule. 

MALCOLM  MacGREGOR,  with  NBC-TV  since  1956 
in  business  affairs  of  programming  and  sales, 

named  executive  producer  of  network's  educa- tional tv  project  succeeding  BRICE  HOWARD,  who 

resigns  to  join  faculty  of  Michigan  State  U.'s College  of  Communication  Arts. 
DAVID  LEWIS  named  producer  of  new  dramatic 
filmed  series.  Woman  in  the  Case,  being  co-pro- 

duced   by    CBS-TV    and    Tarafilm  Productions. 

STATIONS 

ROBERT  A.  BARBER,  formerly  wtih  WMAR-TV  Bal- 
timore, named  station  manager  of  KTOP,  To- 

peka.  Kan. WILLIAM  J.  FLYNN  and  KENNETH  C.  WILLSON  named 
WAGA-TV  Atlanta  national  and  local  sales  man- 

gers respectively.  Mr.  Flynn  served  most  re- 
cently as  sales  manager  of  WWTL-TV  New  Or- 

leans. Mr.  Willson  was  formerly  sales  manager 
of  WAIR  Winston-Salem.  N.C.  HENRY  J.  DAVIS, 
previously  with  KTUL-TV  Tulsa.  Okla..  as  oper- 

ations manager,  joins  WAGA-TV  as  program 
manager. 

GUY  CORLEY,  formerly  general  sales  manager  of 
WBRZ  iTVl  Baton  Rouge.  La.,  joins  KLFY-TV 
Lafayette,  La.,  in  similar  capacity. 

ROY  E.  ANGST  JR.,  sales  manager.  WMBA.  Am- 
bridge.  Pa.,  promoted  to  station  manager.  ALAN 
GREGSON  COMERY,  former  production  manager  at 
WPAM  Pottsville.  Pa.,  named  assistant  manager 
of  WMBA. 
HOARD  R.  ELLIOTT,  formerly  chief  engineer  at 
KVOR  Colorado  Springs,  Col.,  to  WQUA  Moline 
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MR.  SHAFFER 

and  WQUB  Galesburg.  both  111.,  in  similar 
capacity. 
PAX  SHAFFER,  formerly  with 
Peters,  Griffin,  Woodward, 
Chicago,  joins  WOC-AM-FM- 
TV  Davenport,  Iowa,  as  sales 
manager.  Before  joining 
PGW,  Mr.  Shaffer  was  v. p. 
and  partner  in  L.  W.  Ramsey 
Adv.  Agency  located  in  Dav- 

enport. He  will  be  in  charge 
of  local  and  national  tv  and 
radio  sales  for  WOC-AM-FM- 
TV.  Mr.  Shaffer  succeeds 
MARK  WODLINGER,  resigning 
to  join  Community  Telecast- 

ing Corp.,  applicant  for  tv 
station  in  Moline,  111.,  as  ex- 

'-utive  v.p.  and  general  man- 
ager. [AT  DEADLINE,  Sept. 1] 

PAUL  KASANDER,  with  Walt 
Framer  Productions,  N.Y.,  as 
associate  producer,  to  WABC 
New  York  as  promotion  man- 

ager, new  post,  effective  to- 
dav  (Sept.  8). 

MR.  WODLINGER 
RAY    SHIELDS,   formerly  with 
KFMA  Davenport,  named  KMAG  Maquoketa, 
Iowa,  chief  engineer  and  farm  director.  Other 
KMAG  appointments:  STAN  BARTON,  formerly 
of  KDTH  Dubuque,  Iowa,  news  editor  and 
d.j.;  DENNIS  VOY,  d.j.  and  DUANE  WILLEY,  former 
newspaper  space  salesman,  sales  representative. 

PETE  HIVELY,  former  editor  of  weekly  Fort  Bliss 
News,  Fort  Bliss,  Texas,  appointed  director  of 
news  and  special  events,  KBOL  Boulder,  Colo. 

ROBERT  S.  BOAK,  previously  with  CKLW  Detroit, 
to  WEZE  Boston  as  account  executive. 

JOSEPH  F.  FRAZER  JR.,  formerly  with  WVUE  (TV) 
Wilmington,  Del.,  to  WRCV  Philadelphia  as  ac- 

count executive. 

HOWARD  E.  LENZER,  previously  president  of  James 
Electric  Corp.,  Buffalo,  joins  WINE  Buffalo  as 
account  executive. 

ROY  BENJAMIN,  previously  with  WXEX-TV 
Petersburg,  Va.,  promoted  at  WTIC-TV  Hart- 

ford, Conn.,  to  producer-director. 

ELLIOTT  LITT,  news  director  and  d.j.  at  KRHM- 
FM  Hollywood,  to  KPAL  Palm  Springs,  Calif.,  as 
program  director. 

DON  METZGER,  formerly  with  KMPC  and  KTLA 
(TV),  both  Los  Angeles,  to  KAKC  Riverside, 
Calif.,  as  special  events  director  and  account  ex- 
ecutive. 

JOHN  ZACHERLE,  WCAU-TV  Philadelphia  m.c.  on 
station's  Shock  Theatre,  to  WABC-TV  New  York 
in  similar  capacity. 

FRED  ZEHNDER,  formerly  radio-tv  director,  Public 
Information  Office,  Fort  Bliss,  Texas,  joins 
KVIQ-TV  Eureka,  Calif.,  as  announcer. 

JOHNNY  GINGER,  night  club  and  vaudeville  enter- 
tainer, joins  WXYZ-TV  Detroit  as  air  personality. 

JERE  SMITH,  formerly  d.j.  for  WMIN  St.  Paul, 
Minn.,  to  KMSP-TV  St.  Paul-Minneapolis  in 
similar  capacity. 

MAX  FRIEDMAN  appointed  special  sales  representa- 
tive to  department  stores  for  WCOL  Columbus, 

Ohio. 

P  O  W  E 

P  L  U  S 

is  coming 
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JIM  AMECHE,  air  personality,  joins  KABC  Los  An- 
geles as  d.j. 

ARTHUR  DOTY,  graduate  of  Fresno  State  College, 
joins  sales  staff  of  KBIF  Fresno,  Calif.,  replacing 
ALAN  PURVES,  resigned. 

RALPH  HODGES,  KTLA  (TV)  Los  Angeles  staff  di- 
rector and  formerly  Stinky  Davis  of  original 

Our  Gang  comedies,  named  director  of  KTLA 
film  operations. 

RAY  WHEAT  appointed  chief  announcer  at  WAAF Chicago. 

KEITH  ROYER  named  assistant  promotion  manager 
of  KETV  (TV)  Omaha,  Neb.,  succeeding  JERRY 
L.  CLARK,  resigned  to  accept  post  of  promotion 
manager  of  Gary  (Ind.)  Post-Tribune. 

MORT  CROWLEY,  previously  with  WRIT  Milwaukee 
as  air  personality,  joins  KWK  St.  Louis  in  similar 
capacity. 

BOB  FOUTS,  veteran  sportscaster  m  San  Francisco 
area,  joins  KCBS  San  Francisco  in  sports  depart- 
ment. 

JAMES  E.  BURNES,  previously  with  WNAB  Bridge- 
port, Conn.,  as  newscaster,  joins  WDRC  Hartford, 

Conn.,  in  similar  capacity. 

GEORGE  CASE,  former  major  league  baseball  star 
with  Washington  Senators,  joins  WTTM  Trenton, 
N.J.,  as  sports  director. 

JOHN  W.  MURRAY  JR.  resigns  from  WINE  Buffalo, 
N.  Y.,  to  join  WWOL  there  as  senior  account 
executive. 

JIM  REEVES,  WPEN  Philadelphia  newscaster,  will 
report  from  Little  Rock,  Ark.,  covering  integra- 

tion situation  through  opening  of  school. 

MARTY  McNEELEY,  air  personality  formerly  with 
WJR  Detroit,  joins  WKMH  Detroit  in  similar 
capacity. 

CHARLES  C.  CARLSON,  58,  former  owner-operator  of 
WJBW  New  Orleans,  died  Aug.  23  in  Los  An- 

geles. Funeral  services  were  held  in  New  Orleans. 

REPRESENTATIVES 

TOM  BROWN,  formerly  McCann-Erickson  account 
executive  on  Chrysler  Motors  account,  to  For  joe 
&  Co.,  N.Y.,  as  sales  account  executive. 

JEANNE  PYLE,  account  executive  with  Forjoe  Inc., 
N.Y.,  and  prior  to  that  with  William  G.  Rambeau 
Inc.,  to  Bob  Dore  Assoc.,  NY.,  in  similar  ca- 
pacity. 
BOB  WEISS,  previously  operations  manager,  KNTV 
(TV)  San  Jose,  Calif.,  joins  McGavren-Quinn 
Corp.  in  San  Francisco  office. 

PROGRAM  SERVICES  mmm 

LORENCE  I.  PRESS,  previously  president  of  Webster 
International  and  v.p.  of  Record  Guild  of  Amer- 

ica, appointed  general  manager  of  Allied  Record 
Div.,  American  Sound  Corp.,  Belleville,  N.J. 

W.  F.  (BILL)  SHOEMAKER,  formerly  with  Wells  Or- 
ganization, Chicago,  in  public  relations,  joins  Na- 

tional Retail  Radio  Spots  Inc.,  Hollywood,  (mu- 
sical commercials)  as  regional  sales  representa- tive. 

PROFESSIONAL  SERVICES        mm  mm  m 

ROBERT  L.  MONTGOMERY,  v.p.  of  Endorsements  Inc., 
N.Y.,  promoted  to  senior  v.p. 

CARL  HELM,  formerly  in  public  relations  division 
of  National  Assn.  of  Manufacturers,  appointed 
v.p.  in  charge  of  South  Bend  office  of  Jim  Moran 
Assoc..  national  publicity  firm. 

BURT  SCHULTZ,  previously  with  General  Public  Re- 
lations Inc.,  Benton  &  Bowles  publicity  subsid- 

iary, to  director  of  television  at  Arthur  P.  Jacobs 
Co.,  New  York  and  Hollywood  public  relations 
firm.  Mr.  Schultz  will  service  CBS-TV's  Ed  Sul- 

livan Show  for  Eastman  Kodak  Co.  Jacob's 
firm  recently  disassociated  itself  from  Rogers  & 
Cowan  &  Jacobs. 

HERBERT  NETTLETON,  for  eight  years  with  General 
Electric  Co.,  to  TelePrompTer  Corp.,  N.Y.,  in  gov- 

ernment sales  department  of  firm's  group  com- munications division. 

ALLEN  GIBBS,  for  past  year  with  McCann-Erick- 
son's  marketing  communications  workshop,  N.Y., 
to  agency  public  relations  subsidiary,  Communi- 

cations Counselors  Inc.,  as  assistant  account  rep- 
resentative. 

MANUFACTURING 

ALAN  H.  BODGE,  director  and  v.p.  of  Audio  De- 
vices  Inc.   in   charge   of   west   coast  activities, 

named  manager  of  Audio's  silicon  division  in 
Santa  Ana,  Calif.,  replacing  GEORGE  EANNARINO, 
resigned. 

JOHN  A.  RHOADS,  Collins  Radio  Corp.,  Burbank, 
Calif.,  to  director  of  engineering.  Technical  Prod- 

ucts Div.,  Packard-Bell  Electronics  Corp.,  L.A. 
He  succeeds  DR.  GEORGE  J.  MUELLER,  who  will  re- 

main at  P-B  temporarily  as  consultant. 

W.  T.  BRONSON,  Queens  district  sales  manager, 
N.Y.,  for  Graybar  Electric  Co.,  to  manager  of 
Graybar's  Syracuse,  N.Y.,  operations.  His  suc- 

cessor at  Queens  Plaza  is  G.  J.  KENNEDY,  formerly 
Graybar  general  commercial  sales  manager. 

RALPH  E.  GRIMM,  former  chief  of  development  lab- 
oratory of  Nems-Clarke  Co.  (electronic  manu- 

facturers). Silver  Spring,  Md.,  promoted  to  di- 
rector of  engineering.  GEORGE  S.  VERMILYEA,  for- 
merly with  IBM  Corp.  in  San  Jose,  Calif.,  ap- 

pointed  executive   v.p.   of  Nems-Clarke. 

JOHN  E.  CUNNINGHAM,  formerly  supervisor  of 
field  engineering,  CBS-Hytron,  electron  tube  and 
semi-conductor  division  of  CBS  Inc.,  advanced 
to  regional  manager  of  equipment  tube  sales  in 
New  England. 

WALTER  F.  GREENWOOD,  marketing  manager  of 
General  Electric  Rectifier  Dept.,  since  1954,  ap- 

pointed manager  of  marketing  for  GE  Receiv- 
ing Tube  Dept. 

SYD  KRONISH,  public  relations  director,  Burke 
Dowling  Adams  Inc.,  New  York -Atlanta,  to  sim- 

ilar post  with  Toy  Mfgrs.  of  USA  Inc.,  N.Y. 

EUGENE  FIORAMONTI,  formerly  with  Bendix  Avia- 
tion Corp.  and  Curtiss-Wright  Corp.,  to  Narda 

Ultrasonics  Corp.,  Westbury,  N.Y.,  as  western 
regional  sales  manager. 

GEORGE  KELLER,  formerly  sales  manager  of  Pacific 
Airmotive  Corp.,  Burbank,  Calif.,  joins  V  &  H 
Radio  and  Electronics,  L.A.,  as  overseas  sales 
representative. 

TRADE  ASSNS.  m  ; 

JOSEPH  W.  LEONARD,  promotion  manager  for 
American  Management  Assn.,  appointed  director 
of  publicity  and  press  relations,  Assn.  of  Adver- 

tising Men  and  Women,  N.Y. 
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PROGRAMS  &  PROMOTIONS 

WDSU  Increases  Stereocasts 

With  Six-Day  Promotion  Event 

WDSU  New  Orleans,  which  first  began 
programming  stereophonic  broadcasts  last 
May,  and  has  currently  programmed  stereo 
selections  three  hours  daily,  has  announced 

its  week-long  promotion  to  acquaint  the 
public  with  the  merits  of  this  new  sound 
transmission. 

In  cooperation  with  a  local  music  store 

and  London  records,  WDSU  originated  day- 
time and  late  evening  programs  from  the 

store  and  broadcast  approximately  27  hours 

of  stereo  programming  in  a  six-day  period. 
For  in-person,  on-air  demonstrations  the 
station  duplicated  its  studio  stereo  facilities 
in  the  music  shop  and  invited  the  public  to 
attend  via  radio  announcements  to  call  or 

write  for  tickets.  WDSU  reports  that  eve- 
ning attendance  exceeded  all  expectations 

and  that  the  daytime  broadcasts  which  did 

not  require  tickets  attracted  capacity  audi- 

ences. According  to  London's  New  Orleans 
distributor.  7,200  stereo  packages  were  sold 
during  the  first  five  days  of  the  event.  Both 
the  store  and  the  record  distributor  report 
increased  sales  as  a  result  of  the  promotion, 
although  both  entered  the  sound  promotion 
with  WDSU  on  a  demonstration-education 
basis,  looking  for  future  rather  than  immedi- 

ate sales  success,  the  station  explained. 

Talk  Record  Set  at  WKBW 

A  new  record  of  98  hours  of  continuous 

talking  is  reported  to  have  been  reached  by 
a  Buffalo,  N.  Y.,  housewife  in  a  talkathon 

contest  conducted  by  WKBW  Buffalo  at 

a  Buffalo  shopping  center.  The  25-year-old 
marathon  talker  was  awarded  more  than 
$700  in  cash  and  merchandise  prizes  for 
her  feat. 

Listeners  Hunt  KDAY  Treasure 

More  than  $10,000  in  cash  and  gift  certif- 
icates are  being  offered  on  September  week- 

ends in  a  listener  contest  entitled  "KDAY 
Beachcomber  Bonanza"  conducted  by 
KDAY  Los  Angeles.  Starting  with  the 
Labor  Day  weekend,  KDAY  d.j.'s,  dressed 
as  pirates,  are  dropping  1,580  (station  fre- 

quency) plastic  "booty  bottles"  off  shore  at 
beaches  from  Zuma  Beach  to  Newport  Har- 

Advertisement 

bor.  The  floating  bottles  will  wash  up  where 

more  than  a  million  beach-goers  can  search 
for  the  pirate  treasure.  No  entry  blanks  or 
purchases  are  necessary  to  become  eligible 
for  the  hunt.  The  bottles  will  be  found  only 
at  beaches  where  lifeguards  are  on  duty. 

KERG  Aids  Employment  Service 

As  a  public  service  and  in  cooperation 
with  the  Oregon  State  Employment  Service, 

KERG  Eugene  is  airing  employer  and  em- 
ploye job  needs  on  a  six  times  daily  basis. 

The  two-fold  objectives  of  the  service — 
listener  interest  and  job  placement — are 
being  accomplished,  according  to  KERG. 

WFBM-TV  Offers  Campaign  Support 

To  tie  in  with  NBC-TV's  "Vote  for  NBC" 
audience  promotion  campaign  and  the  gen- 

eral political  atmosphere  of  an  election  year, 

WFBM-TV  Indianapolis,  Ind.,  has  launched 
its  1958-59  audience  promotion  campaign 

with  the  theme  "Mr.  Six,  Favorite  Son  in 

Indiana." During  a  two-week  teaser  campaign 
WFBM-TV  personifies  its  channel  number 

as  the  "successful  incumbent"  on  a  series 

of  spots  which  show  "Mr.  Six"  carrying  a 
community  placard  and  with  recorded  con- 

vention background  audio  naming  the  par- 

ticular community  and  the  number  of  "votes 
cast  for  Mr.  Six."  The  next  slide  shows  a 

marked  ballot  with  "Mr.  Six"  at  the  top 
of  the  slate.  The  third  slide  shows  "Mr.  Six" 

carrying  the  banner  with  WFBM-TV's 
standard  ID.  Following  the  teaser  campaign, 

a  community  endorsement  theme  will  pro- 

mote specific  programs — "Kokomo  votes  for 
Como,"  "Greenwood  votes  for  Groucho," — as  examples. 

KIRO  Debuts  'Reaction7  Series 

Stricter  traffic  penalties  issued  by  a  Seattle, 

Wash.,  judge  for  teenage  violators  sparked 

the  first  program  of  KIRO  Seattle's  Reaction 
series  presented  by  the  KIRO  Radio  Public 
Affairs  Dept.  The  show  featured  teenagers 
to  get  their  reaction  to  the  new  regulations 
enforced  on  traffic  violations.  KIRO  report- 

ers interviewed  youths  in  places  where  there 
was  no  parental  or  school  supervision  to  ob- 

tain their  frank  opinions.  Their  reactions 
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TOURING  the  streets  of  Huntington- 
Charleston,  W.  Va.,  this  summer  is 

the  WSAZ-TV  Huntington  steamboat, 

"Television  Queen,"  a  replica  of  an 
Huntington  old  river  steamer  the  /.  T. 

Hatfield.  This  land-going  version  was 
designed  and  built  by  Lawrence  H. 

Rogers  II,  president  of  WSAZ  Inc., 

and  the  station's  art  and  scenery  de- 
partment. The  steamboat  promotion 

theme  is  copied  in  WSAZ-TV  station 
breaks  with  an  animated  replica  of 

the  craft,  belching  black  smoke  call 

letters  from  the  chimney.  The  "Tele- 
vision Queen's"  paddlewheel  is  oper- 

ated by  a  hand  crank;  the  smoke- 
stacks have  damper  doors  in  the  bot- 

tom for  insertion  of  smoke  bombs, 
and  the  whistle  and  steampipes  are 

fabricated  from  a  common  raw  mate- 
rial— beer  cans. 

centered  on  why  adults  are  exempt  from  new 

regulations  which  includes  the  loss  of  drivers 

licenses  for  varying  lengths  of  time.  Re- 
action will  be  scheduled  as  the  need  arises 

to  air  views  on  problems  in  the  area,  the 
station  announced. 

Letter  Seeks  'Lost  Heirs' 
"The  death  in  1942  of  Britian's  shipping 

magnate,  Angus  Busch,  during  an  air  attack 
on  London,  revealed  no  claimants  for  an 
estimated  $50  million  estate  .  .  .  certain 

findings  indicate  strongly  that  you  may  have 
remote,  nevertheless  lawful,  kinship  to  the 

deceased."  This  was  the  way  a  letter  began 
from  two  Los  Angeles  jingle  creators  and 

addressed  to  executives  in  the  radio-tv  in- 
dustry. The  letter  goes  on  to  explain  that 

after  all  taxes,  court  costs  and  attorneys  fees 

are  paid  there  will  be  only  ten  cents  left  for 
the  heir,  so  you  should  invest  that  dime  in  a 

telephone  call  now  to  Circle  7-2700  (Hotel 
Warwick),  and  ask  for  Bob  Sande  or  Larry 

Greene,  who  will  help  you  "inherit"  real 
money. 

WPTR  D.  J.  Awards  Knob  Senders 

More  than  1,100  radio  dial  knobs  were 
sent  to  Jack  Spector,  d.j.  on  WPTR  Albany, 

N.  Y.,  after  he  suggested  to  his  listeners 
that  they  prove  their  loyalty  to  WPTR  by 

setting  their  radio  dials  precisely  on  the  sta- 

tion's frequency  and  then  pull  off  the  knob 
and  send  it  to  him.  In  return,  Mr.  Spector 
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'MONITOR'  IN  LORIS 

Pride  in  their  home  town  prompted 
businessmen  in  Loris,  S.  C,  and 
WSLC  Loris  to  join  in  a  community 

project  aimed  at  enabling  the  station 

to  carry  NBC  Radio's  Monitor  pro- 
gram Aug.  23.  Monitor  crews  had  re- 

corded a  series  of  features  there  deal- 

ing with  growing,  storing  and  auction- 
ing tobacco.  Independent  WSLC 

agreed  to  cancel  regular  shows  and 

commercials  that  day  and  local  busi- 
nessmen raised  money  to  pay  for  the 

175-mile  line  to  bring  NBC  to  WSLC. 

promised  to  send  a  new  record,  with  his 
autograph  on  the  label,  for  each  knob 
received. 

WOW  Girls  Aid  Business  Drive 

In  a  "Business  is  Good  in  Omaha"  pro- 
motion, WOW-AM-TV  Omaha,  Neb.,  dis- 
tributed blue  and  white  metal  lapel  pins  giv- 

ing the  slogan  and  the  stations'  call  letters. 
Fred  Ebener,  sales  manager  of  the  Meredith 
owned  broadcasting  properties  in  Omaha, 

designated  sixteen  girls  appearing  at  Oma- 

ha's Gaslight  Club  as  official  WOW  girls  to 
handle  the  pin  distribution. 

WINS  Hires  'Youngest  D.J.' 

WINS  New  York  has  hired  "the  youngest 
disc  jockey  in  New  York."  He's  16-year-old 
Mitch  Lebe,  a  senior  at  Lynbrook  High,  Far 
Rockaway,  L.  I.  who  will  conduct  a  regular 
Saturday  morning  show.  Young  Mr.  Lebe, 

a  discophile  with  a  penchant  for  tape  re- 
cording, arranged  for  his  own  audition  with 

station  management  last  month. 

KFOX,  KIMO  Plug  Rival  Medium 

As  a  result  of  a  Major  Market  Group 
(KFOX  Long  Beach,  Calif.;  KIMO  In- 

dependence, Mo.)  study  on  what  news  and 
features  people  want  to  hear,  the  stations 

WIFE  WANTED 

Are  you  a  professional  actress,  fair- 
ly attractive  and  moderately  young? 

If  you  meet  these  qualifications,  and 

move  fast,  you  can  be  George  Gobel's tv  wife  when  his  new  tv  season  starts 

Sept.  23.  "Actually,"  George  says  in 
regard  to  qualifications,  "she  can  be 
young  and  beautiful."  George's  dis- 

tressing predicament  was  occasioned 

by  the  Sept.  2  marriage  of  Jeff  Don- 

nell  (formerly  his  "spooky"  tv  wife 
Alice)  to  John  Bricker,  formerly  a 
Kenyon  &  Eckhardt  vice  president  in 

Los  Angeles  and  presently  an  execu- 
tive director  of  Outdoor  Advertising 

Inc.  in  New  York.  Alice,  or  Jeff  (Mrs. 
Bricker,  that  is)  will  move  to  New 
York.  Prospective  Alices,  or  their 
agents,  are  invited  to  mail  pictures 
and  background  material  to  Gomalco 
Productions,  Beverly  Hills,  Calif. 

KHQA-TV 

6ENDIX  "WEATHERMAN" 

lets  TV  viewers  see  weather  record  itself! 

The  Bendix  "Weatherman*"  will  give  your 
audience  greater  accuracy  in  weather  reporting 
and  a  clearer  picture  of  weather  happenings, 
to  make  an  important  public  service  even 
better.  Weather  conditions  can  be  read 

instantly  from  large  and  easy-to-read  dials, 
showing  outdoor  temperatures,  relative  humid- 

ity, rainfall,  atmospheric  pressure,  wind  speed, 
and  wind  direction. 

Such  stations  as  WFIL-TV,  Philadelphia; 
KHQA-TV,  Hannibal,  Mo.  and  Quincy,  111. 
and  KWTV-TV  in  Oklahoma  City,  have 
found  that  this  new  presentation  of  the 

weather  by  the  "Weatherman"  is  more  inter- 
esting than  relayed  information.  And  with  the 

Bendix  "Weatherman"  every  installation  is 
unique  because  the  dials  can  be  arranged  in  so 
many  different  positions. 

With  the  exception  of  the  barometric  pres- 
sure unit,  each  indicator  is  actuated  by  a 

remote  (roof  top)  transmitter  and  is  connected 

to  the  transmitter  by  electrical  cable.  "Weather- 
man" indicators  and  transmitters  can  be 

obtained  as  individual  units. 

The  "Weatherman"  is  made  by  Bendix 
Friez,  makers  of  weather-data  instruments  for 

eighty-two  years.  For  further  information, 
write  direct  to  this  division,  1324  Taylor 
Avenue,  Baltimore  4,  Maryland,  or  telephone 

VAlley  3-4040.  *REG.  TRADE  MARK 

KWTV-TV 

WFIL-TV 

Friez  Instrument  Division 

AVIATION  CORPORATION 
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PROGRAMS  &  PROMOTIONS  continued 

1ST— THE  HARD  WAY 

I  ho  claim  "firsl  with  the  news  in 

East  Alabama"  proveJ  to  be  an  ex- 
pensive proposition  tor  WJHO  Ope- 

lika.  Ala.  Seconds  alter  a  two-car  col- 

lision, reporter  Jack  Smollon  was  on- 
the-ail  with  the  details  from  the  sta- 

tion's ground  mobile  unit  number  one. 1  he  vehicles  involved:  one  Alabama 

State  Highway  Patrol  car.  and  WJHO 
uround  mobile  unit  number  one. 

are  airing  news  of  tv  programs  being  tele- 

cast on  their  areas'  tv  outlets.  The  two- 
minute  announcements  that  highlight  im- 

portant tv  programs  being  shown  on  local 

tv  stations  are  part  of  a  half-dozen  other 
daily  features  aired  by  KFOX  and  KIMO. 

Viewers  Pick  WMAR-TV  Reporter 

Viewers  of  WMAR-TV  Baltimore  at 

8:30  p.m.  Sept.  2  were  asked  to  vote  a  win- 

ner from  ten  finalists  in  the  station's  contest 
to  pick  a  woman  reporter  to  represent  the 
women  viewers  of  its  daytime  programs.  All 
cards  and  letters  postmarked  before  midnight 
last  Thursday  (Sept.  4)  were  counted  in  the 
balloting.  The  winner  will  be  announced 

today  (Monday)  and  Maryland's  "Televisit 
Reporter"  will  leave  the  following  weekend 
for  a  week  of  visits  with  CBS-TV  programs 
and  stars  in  New  York.  Finalists  were  select- 

ed by  a  board  of  judges  on  the  basis  of  entry 
letters.  Interviews  with  the  stars  and  daily 

reports  will  be  telegraphed  to  the  Baltimore 

Evening  Sun  and  WMAR-TV. 

Gobel  Prize  in  WNBQ  (TV)  Contest 

An  RCA  Victor  portable  tv  set  and  a 

round  of  golf  with  NBC-TV  star  George 
Ciobel  are  in  store  for  the  winner  of  a  con- 

test conducted  by  WNBQ  (TV)  Chicago  in 
connection  with  his  visit  to  that  city.  Details 

were  announced  on  Norman  Barry's  sports 
show  and  Tom  Mercein's  Movie  5  last 
month.  Viewers  were  asked  to  complete 

in  25  words  the  sentence,  "I  would  like  to 

play  golf  with  George  Gobel  because  .  .  ." Aside  from  the  winner,  who  gets  a  tv  re- 
ceiver and  the  opportunity  to  golf  with 

Mr.  Gobel  at  Highland  Park's  Exmoor 
Country  Club,  two  runners-up  will  be 
awarded  RCA  Victor  transistor  radios.  Mr. 

Gobel  launches  his  new  1958-59  NBC-TV 
series  Sept.  23  with  a  colorcast. 

Police  to  Use  WPEN  'Copter 
A  three-place  47-H  helicopter  has  been 

bought  by  WPEN  Philadelphia  and  fitted 
with  broadcast  transmission  equipment.  The 

'copter  will  be  used  for  twice-daily  traffic 
reports,  promotion  of  new  traffic  safety 

ordinances  for  the  city's  Dept.  of  Recrea- 
tion and  will  be  available  for  use  by  the 

Philadelphia  Police  Dept.  or  any  official 

body  requesting  it.  A  WPEN  newsman  ac- 
companies the  helicopter  when  it  is  being 

AMCI... 

•  Omnidirectional  TV 

Transmitting  Antennas 

•  Directional  TV 

Transmitting  Antennas 

•  Tower-mounted  TV 

Transmitting  Antennas 

•  Standby  TV 

Transmitting  Antennas 

•  Diplexers 

•  Coaxial  Switches 

. . .  have  been  proven 

in  service. 

Write  for  information 
and  catalog. 

A L FORD 

Manufacturing  Company 
299  ATLANTIC  AVE.,  BOSTON,  MASS. 

THE  AIM  of  WSOC-TV  Charlotte, 
N.  C,  in  sending  toy  pistols  to  admen 

and  sponsors  in  the  area  was  to  re- 
mind them  about  the  premiere  of  its 

new  Target  (Fri.  10  p.m.)  series. 

used  during  emergencies  or  special  events. 
A  contest  in  which  the  helicopter  will  be 

named  is  being  conducted  by  the  station. 

Admen  Get  WEEI  Storm  Warning 

"To  Whip  Up  a  Sales  Storm  in  New 

England  for  WEEI  Boston,"  is  the  message 
appended  to  the  1,200  hurricane  maps 

sent  to  ad  agencies  and  clients  by  the  sta- 
tion. The  map,  3,800  of  which  also  were 

sent  to  schools,  yacht  clubs,  police  and  fire 

chiefs  in  WEEI's  area,  advises  of  the 

Weather  Bureau's  new  storm  warning 
signals.  WEEI  has  sent  out  hurricane  maps 

for  the  past  three  years. 

Ziv  Series  Offers  Word  Game 

Local  sponsors  of  Ziv  television  pro- 

grams' MacKenzie's  Raiders  seeking  to  build 
store  traffic  will  be  aided  via  a  new  promo- 

tional angle  devised  by  Ziv.  They  will  work 

with  the  stations  in  airing  an  at-home  view- 

er participation  "word  game"  called  "Raid- 
ers"-— distributed  by  Ziv — in  which  con- 

testants will  be  vying  for  a  jackpot  prize. 

The  wrinkle:  to  become  eligible  and  receive 
contest  forms,  viewers  will  have  to  visit  the 

sponsoring  stores. 

P  O  W  E 

P  L  U  S 
m 

is  coining 

GOVERNOR 

TELEVISION  ATTRACTIONS,  INC. 

151  West  46th  Street,  N.  Y.  C. 

JUdson  6-3675 

See  page  76 

Page  98    •    September  8.  1958 Broadcasting 



FOR  THE  RECORD 

Station  Authorizations,  Applications 

As  Compiled  by  BROADCASTING 

Aug.  28  through  Sept.  4 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 

DA — directional  antenna,  cp — construction  per- 
mit ERI' — effective  radiated  power,  vhl — very 

high  frequency,  uhf — ultra  high  frequency,  ant. 
— antenna  aur. — aural,  vis. — visual,  kw — kilo- 

watts,   vv — watt,    nic — megacycles.    D — day.    N — 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorization. SSA — special  service  authorization. 
STA — special   temporary   authorization.  * — educ. 

New  Am  Stations 

APPLICATIONS 

Jacksonville,  N.  C— W.  E.  Baysden,  1290  kc,  1 
kw  D.  P.O.  address  Route  2,  Richlands,  N.  C. 
Estimated  construction  cost  $19,700,  first  year 
operating  cost  $32,370,  revenue  $34,370.  Mr.  Bays- 

den, sole  owner,  is  retailer.  Announced  Aug.  29. 
Madison,  S.  D. — Madison  Bcstg.  Co.,  1390  kc. 

5C0  w  D.  P.O.  address  Box  615,  Madison.  Esti- 
mated construction  cost  $14,843,  first  year  oper- 

ating cost  $45,000,  revenue  $52,000.  Owners  are 
Donald  R.  Vanderhoof,  U.  S.  Air  Force,  75%  and 
Catherine  Muggly,  registered  nurse,  25%.  An- 

nounced Sept.  2. 
Wisconsin  Rapids,  Wis. — Bill  S.  Lahm,  1220  kc, 

500  w  D.  P.O.  address  318  South  L  St.,  Sparta, 
Wis.  Estimated  construction  cost  $20,407,  first 
year  operating  cost  $40,000,  revenue  $45,000.  Mr. 
Lahm  is  mail  carrier.  Announced  Sept.  3. 

New  Tv  Stations 

ACTIONS  BY  FCC 

Onondaga,  Mich. — State  Board  of  Agriculture — 
Granted  ch.  *10  (192-198  mc);  ERP  316  kw  vis., 
166.8  kw  aur.;  ant.  height  above  average  terrain 
1,070  ft.,  above  ground  1,104  ft.  Estimated  con- 

struction cost  $453,115,  first  year  operating  cost 
$350,000.  P.O.  address  East  Lansing,  Mich.  Studio 
location  to  be  determined.  Trans,  location  Ross- 
men  Rd.,  Onondaga.  Geographic  coordinates  42" 
26'  33"  N.  Lat.,  84°  34'  21"  W.  Long.  Trans,  and 
ant.  RCA.  Legal  counsel  Maurice  Barnes,  Wash- 

ington. Consulting  engineer  W.  L.  Foss  Inc., 
Washington.  Michigan  State  Board  of  Agricul- 

ture is  governing  board  of  Michigan  State  Col- 
lege of  Agriculture  and  Applied  Scien  e.  Prin- 

cipals include  President  John  A.  Hannah;  Secre- 
tary Karl  H.  McDonel  and  Treasurer  Philip  J. 

May.  Announced  Sept.  3. 
Onondaga,  Mich. — Television  Corp.  of  Michigan 

Die— Granted  ch.  10  (192-198  mc);  ERP  221  kw 
vis.,  123.7  kw  aur.;  ant.  height  above  average 
terrain  664  ft.,  above  ground  675  ft.  Estimated 
construction  cost  $717,580,  first  year  operating 
cost  $590,000,  revenue  $600,000.  P.O.  address  407-11 
N.  Washington  Ave.,  Lansing,  Mich.  Studio  loca- 

tion to  be  determined.  Trans,  location  on  Ross- 
man  Rd.,  Onondaga.  Geographic  coordinates  42° 
26'  33"  N.  Lat.,  80°  34'  20.8"  W.  Long.  Trans,  and 
ant.  RCA.  Legal  counsel  Leo  Resnick,  Washing- 

ton. Consulting  engineer  John  Mullaney,  Wash- 
ington. Principals  include  President  John  C. 

Pomeroy,  president-26.9%  stockholder  WILS- 
AM-TV  Lansing,  Mich.;  Vice  President-Treasurer 
Edward  E.  Wilson  (60%),  auto  dealer,  and  WILS- 
AM-TV  (40%).  Announced  Sept.  3. 

APPLICATION 

Greensboro,  N.  C. — Jefferson  Standard  Bcstg. 
Co.,  Vhf  ch.  8  (180-186  mc);  ERP  316  kw  vis., 
189.6  kw  aur.;  ant.  height  above  average  terrain 
1,000  ft.,  above  ground  1,013  ft.  Estimated  con- 

struction cost  $1,699,386,  first  year  operating  cost 
$1,222,442,  revenue  $677,769.  P.O.  address  1  Jeffer- 

son PL,  Charlotte,  N.  C.  Studio  location  Greens- 
boro. Trans,  location  five  miles  southeast  of 

Randleman.  Geographic  coordinates  35°  47'  49" 
N.  Lat.,  79°  43'  23"  W.  Long.  Trans.,  ant.  RCA. 
Legal  counsel  Kirkland,  Ellis,  Hodson,  Chaffetz 
&  Masters,  Washington.  Consulting  engineer  A. 
D.  Ring  &  Assoc.,  Washington.  Applicant  is 
owned  by  Jefferson  Standard  Life  Insurance  Co. 
which  owns  WBT  and  WBTV  (TV)  both  Char- 

lotte, WBTW  (TV)  Florence,  S.  C,  WBIG  and 
17%  of  WFMY-TV,  both  Greensboro.  Announced 
Sept.  2. 

Existing  Tv  Stations 

CALL  LETTERS  ASSIGNED 

KVIE  Sacramento,  Calif  .—Central  Calif.  Edu- 
cational Tv,  ch.  *6. 

WJXT  Jacksonville,  Fla. — The  Washington  Post 
Co.,  ch.  4.  Changed  from  WMBR-TV. 
WMTW-TV  Poland  Spring,  Me.— Mt.  Washing- 

ton Tv  Inc.,  ch.  8.  Changed  from  WMTW. 
KXMC-TV  Minot,  N.D.— North  Dakota  Bcstg. 

Co.,  ch.  13.  Changed  from  KCJB-TV. 
WKBW-TV  Buffalo,  N.  Y. — WKBW-TV  Inc., ch.  7. 

Existing  Am  Stations 

APPLICATIONS 

KVON  Napa,  Calif. — Cp  to  increase  daytime 
power  from  500  w  to  1  kw;  make  changes  in 
directional  ant.  system  (additional  tower)  and 
change  from  DA-1  to  DA-2.  Announced  Aug.  29. 
WSi*B  Sarasota,  Fla. — Cp  to  increase  daytime 

power  from  250  w  to  500  w;  install  new  trans, 
and  make  changes  in  ant.  (increase  height).  An- nounced Aug.  29. 
WGTA  Summerville,  Ga. — Cp  to  increase  power 

from  1  kw  to  5  kw  and  install  new  trans.  An- nounced Aug.  28. 
WOPA  Oak  Park,  111. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans, 
and  operate  trans,  by  remote  control.  Announced 
Aug.  29. WIKB  Iron  River,  Mich. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new 
trans.  Announced  Aug.  29. 
WROC  Rochester,  Minn. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new 
trans.  Announced  Aug.  28. 
WJNC  Jacksonville,  N.  C. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new 
trans.  Announced  Sept.  2. 
WTYN  Tryon,  N.  C. — Cp  to  change  frequency 

from  1580  kc  to  1550  kc;  increase  power  from 
250  w  to  1  kw;  and  install  new  trans.  Announced 
Aug.  29. 
WONW  Defiance,  Ohio — Cp  to  increase  day- 

time power  from  500  w  to  1  kw  and  install  new 
trans.  Announced  Aug.  29. 

CALL  LETTERS  ASSIGNED 

KCUB  Tucson,  Ariz. — Gordon  Bcstg..  of  Tuc- 

1AT1QN -WIDE  NEGOTIATIONS  •  FINANCING  •  APPRAISAL 

RADIO    •    TELEVISION    •  NEWSPAPER 

EAST 

REGIONAL 
DAYTIME 

$80,000 

Exclusive  market 

near  water  doing 

growing  gross.  Re- 

mote installation. 

Terms. 

CENTRAL 

MICHIGAN 
DAYTIMER 

$175,000 

500  watts  in  one  of 

Michigan's  top  mar- 
kets. 1957  showed 

25%  profit  on  vol- 
ume. Terms  to  quali- 

fied buyer. 

MIDWEST 

FULLTIME 
INDEPENDENT 

$85,000 

Local  station  in 

heart  of  dairy,  farm- 

ing, ranching,  whole- 
sale and  rail  center. 

Profitable.  Upper 

Midwest. 

SOUTHWEST 

MAJOR 

MARKET 

$165,000 

Daytimer  located  in 
one  of  the  major 

cities  of  the  South- 
west. Profitable  op- 

eration. Financing 
available  to  right 

buyer. 

WEST 
FULLTIME 

LOCAL 

$200,000 

Ideally  located  Cali- 
fornia market  close 

to  everything.  Grow- 
ing  into  a  major 

market  fast.  Terms. 

D 

1 — 1 — ^  J 

V-/ 

Washington,  D.  C. 

Wm.  T.  Stubblefield 
1737  DeSalesSt.,  N.W. 

EX  3-3456 

Cleveland 

Jackson  B.  (Jack)  Maurer 
2414  Terminal  Tower 

TO  1-6727 

Chicago 

Ray  V.  Hamilton 
Tribune  Tower 

DE  7-2754 

Dallas 

Dewitt  (Judge)  Landis 
Fidelity  Union  Life  Bldg. 

Rl  8-1175 

San  Francisco 

W.  R.  (ike)  Twining 
1 1 1  Sutter  St. 

EX  2-5671 
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This  valuable  planning  guide 

will  help  you  realize  a  greater 

return  on  your  equipment  in- 

vestment. Installation  and 

maintenance  procedures,  out- 

lined in  this  new  brochure,  will 

show  you  how  to  get  long 

equipment  life  and  top  per- 

formance for  your  station. 

For  your  free  copy  of  this  brochure, 

write  to  RCA,  Dept.  KB-22,  Building 
15-1,  Camden,  N.  J.  In  Canada:  RCA 
VICTOR  Company  Limited,  Montreal. 

RADIO  CORPORATION 

of  AMERICA 

Tmk(s)  ® 

FOR  THE  RECORD  continued 

son,  1290  ke.  Changed  from  KVOA. 
KCKC  San  Bernardino,  Calif.— MVW  Radio 

Corp.,  1350  kc.  Changed  from  KCSB. 
KASK  Ontario,  Calif.— The  Daily  Report  Co., 

1510  kc.  Changed  from  KOCS. 
KNBA  Vallejo,  Calif.— Mary  Elizabeth  Gun- 

berg,  1190  kc.  Changed  from  KGYW. 
KZIX  Fort  Collins,  Colo.— Horsetooth  Bcstg. 

Co.,  600  kc. 
WWJB  Brooksville,  Fla. — Brooksville  Bcstg. 

Service,  1450  kc.  Changed  from  WKTS. 

New  Fm  Stations 

APPLICATIONS 

Red  Bank,  N.  J. — Frank  H.  Accorsi,  106.3  mc, 
1  kw.  P.O.  address  157  Broad  St.,  Red  Bank.  Esti- 

mated construction  cost  $325,  first  year  operating 
cost  $26,000,  revenue  $29,900.  Mr.  Accorsi  had 
previously  been  granted  an  fm  cp  for  Redbank 
which  expired.  Announced  Sept.  3. 

Seattle,  Wash.— Chem-Air  Inc.,  101.5  mc,  10  kw. 
P.O.  address  1411  4th  Ave.,  Suite  1112,  Seattle. 
Estimated  construction  cost  $15,701,  first  year 
operating  cost  $25,000,  revenue  $22,000.  William 
E.  Boeing  Jr.,  sole  owner,  also  owns  one-third  of 
KWLD  Longview,  Wash.  Announced  Sept.  2. 

Existing  Fm  Stations 
CALL  LETTERS  ASSIGNED 

WTAF  Birmingham,  Ala.— WBRC  Inc.,  106.9 
mc.  Changed  from  WBRC-FM, 
KEAX  National  City,  Calif— James  Michael 

Harmon,  99.3  mc. 
KASK-FM  Ontario,  Calif.— The  Daily  Report 

Co.,  93.5  mc.  Changed  from  KEDO. 
KUT-FM  Austin,  Tex.— U.  of  Texas,  *90.7  mc. 
KEEZ  San  Antonio,  Tex.— Musical  KITE  Inc., 

97.3  mc.  Changed  from  KITE-FM. 

Ownership  Changes 

APPLICATIONS 

WRBS  Tuscaloosa,  Ala. — Seeks  assignment  of 
license  from  Frederic  M.  Rosemore,  Stanley  Bes- ner  and  Samuel  J.  Simon,  d/b  as  Better  Radio 
Stations  Co.,  to  Tri-Cities  Bcstg.  Co.  for  $82,000. 
New  owners  are  E.  O.  Roden  (40%),  W.  I.  Dove 

(23%)  and  others.  Mr.  Roden's  broadcast  in- terests: WBIP  BooneviUe  (100%),  WTUP  Tupelo 
(30%),  and  WGCM  Gulfport  (40%),  all  Mississip- 

pi; KREL  Baytown,  Tex.  (40%),  and  WBOP  Pen- sacola,  Fla.  (40%).  Mr.  Dove  owns  40%  of  WTUP, 
and  23%  of  KREL,  WGCM  and  WBOP.  An- nounced Sept.  3. 
KAPR  Douglas,  Ariz. — Seeks  assignment  of 

license  from  Frank  S.  Bare  Jr.,  Genevieve  B. 
Bare,  David  V.,  and  Isabelle  B.  Harman  d/b  as 
Copper  State  Enterprises,  to  Mr.  and  Mrs.  Har- man d/b  as  Copper  State  Enterprises.  Purchase 
price:  $9,300.  Announced  Aug.  28. 
KDZA  Pueblo,  Colo. — Seeks  transfer  of  control 

of  licensee  (Pueblo  Radio  Co.)  from  Dee  B. 
Crouch,  administrator  of  estate  of  Zula  Seaton, 
deceased,  to  Dee  B.  Crouch.  Announced  Sept.  2. 
KOLR  Sterling,  Colo. — Seeks  assignment  of 

license  from  High  Plains  Bcstg.  Corp.  to  Sterling 
Bcstg.  Corp.  for  $45,000.  New  owners  are  retailer 
Eugene  Dodds  (27%),  farm  operator  D.  L.  Dodds 
(26%)  and  others.  Announced  Sept.  3. 
WBRY  Waterbury,  Conn. — Seeks  assignment 

of  license  from  American-Republican  Inc.  to 
WBRY  Bcstg.  Corp.  for  $157,000.  New  owners  are 
P.  James  Roosevelt  (26%),  James  B.  Lee  and 
Sol  Robinson  (each  24%)  and  others.  Mr.  Roose- 

velt is  stock  broker;  Mr.  Lee  hat  manufacturer; 
Mr.  Robinson  is  v.p.  and  director,  WLAD-AM- 
FM  Danbury,  Conn.  Announced  Sept.  2. 
WMDF  Mount  Dora,  Fla. — Seeks  assignment  of 

license  from  Charlotte  Radio  and  Tv  Corp.  to 
Triange  Bcstg.  Corp.  for  $30,250.  New  owners  are 
retailer  Luther  C.  Moore  (31.25%),  E.  O.  Roden 
(28.13%)  and  others.  For  Mr.  Roden's  holdings, see  Tuscaloosa,  Ala.  above.  Announced  Sept.  3. 

WSEB  Sebring,  Fla. — Seeks  assignment  of  cp 
from  George  W.  Fee  and  Claude  C.  Tillman  Jr., 
d/b  as  Radio  Sebring,  to  Mr.  Tillman  and  Dor- 

othy T.  Wasdon  d/b  as  Radio  Sebring.  Mrs.  Was- 
don  paid  $500  for  half  interest.  Announced 

Sept.  2. KLEC  Jonesville,  La.,  and  WNAT  Natchez, 
Miss. — Seeks  transfer  of  control  of  licensee 
(Old  South  Bcstg.  Co.)  from  Laurie  G.  and 
Charles  E.  Ratcliffe  and  Edna  R.  Lambert  to 
W.  S.  Perkins  for  $39,100.  Announced  Aug.  29. 
WICO  Salisbury,  Md. — Seeks  assignment  of  li- 

cense from  Elizabeth  and  W.  Courtney  Evans 
d/b  as  Wicomico  Bcstg.  Co.,  to  Beacon  Bcstg. 
Corp.  for  $48,000.  Shelben  Inc.,  investment  com- 

pany, is  100%  owner  of  purchaser.  Sheldon  Smer- 
ling,  majority  stockholder  in  Shelben,  also  owns 
majority  of  Donwal  Management  Corp.,  motion 
picture  producer.  Announced  Sept.  2. 
WRON  Ronceverte,  W.  Va. — Seeks  transfer  of 

control  (52%)  of  license  corporation  (Blake 
Bcstg.  Co.)  from  William  E.  Blake  to  Charles  E. 
Springer  for  $11,000.  Mr.  Springer  recently  sold 
his  51%  interest  in  WDDY  Gloucester,  Va.  An- 

nounced Aug.  29. 

Hearing  Cases 

FINAL  DECISIONS 

By  decision,  Commission  granted  application  of 
Pillar  of  Fire  to  modify  license  of  KPOF  Denver, 
Colo.,  insofar  as  increasing  number  of  specified 
hours  of  daytime  operation  on  910  kc,  1  kw-N, 5  kw-LS.  Initial  decision  of  Dec.  11,  1957  looked 
toward  grant  of  application.  Announced  Sept.  3. 
By  decision,  Commission  granted  application 

of  Gillespie  Bcstg.  Co.  to  change  facilities  of  sta- tion KNAF  Fredericksburg,  Tex.,  from  1340  kc, 
250  w  unl.  to  910  kc,  1  kw,  D.  Initial  decision  of 
Aug.  2,  1957  looked  toward  denial  of  application. 
Comr.  Lee  not  participating.  Announced  Sept.  3. 
By  decision,  Commission  granted  applications 

of  Television  Corporation  of  Michigan  Inc.,  and 
State  Board  of  Agriculture  for  new  tv  stations — 
commercial  and  educational,  respectively  —  to 
operate  on  ch.  10  on  share-time  basis  in  Onon- daga, Mich.,  conditioned  that  State  Board  of 
Agriculture  surrender  its  permit  for  educational 
station  WKAR-TV  (on  commercial  ch.  60),  East 
Lansing,  Mich.;  denied  competing  applications  of 
Triad  Television  Corp.,  Booth  Bcstg.  Co.,  and 
Jackson  Bcstg.  &  Television  Corp.  seeking  the 
same  channel  in  Parma,  Mich.  Initial  decision  of 
March  7,  1957  looked  toward  this  action.  This  is 
first  commercial-educational  tv  share-time  op- 

eration authorized  by  Commission.  Comrs.  Cra- 
ven and  Ford  dissented;  Comr.  Cross  not  par- 

ticipating. On  July  7  WKAR-TV  surrendered its  permit  for  ch.  60.  Announced  Sept.  3. 
By  decision,  Commission  denied  application 

of  Deep  South  Bcstg.  Co.  for  mod  of  cp  of  tv 
station  WSLA  (ch.  8),  Selma,  Ala.,  to  move  its 
trans,  site  to  location  50  miles  from  Selma  and 
25  miles  from  Montgomery,  specify  main  studio 
site  one-half  mile  from  city  boundary  of  Selma, 
increase  height  of  ant.  from  387  to  1993  ft.,  and 
increase  power  from  2.51  to  3.16  kw.  Initial 
decision  of  Dec.  12,  1956  looked  toward  this 
action.  Comr.  Cross  not  participating.  An- nounced Sept.  3. 
By  decision  in  proceeding  on  applications  of 

Albuquerque  Bcstg.  Co.  (KOB),  Albuquerque, 
N.  M.,  Commission  took  following  steps  to  per- mit KOB  and  WABC  New  York  City,  to  operate 
simultaneously  during  nighttime  hours  and  pro- tect each  other  as  Class  1  stations  on  770  kc: 
granted  KOB  leave  to  amend  its  application  for 
mod  of  cp  to  specify  operation  on  770  kc  with 
50  kw  using  a  directional  ant.  nighttime  with 
specified  parameters;  (2)  granted  American 
Bcstg. -Paramount  Theatres  Inc.,  leave  to  file 
application  for  authority  to  make  changes  in 
operation  of  WABC  on  770  to  specify  operation 
employing  a  DA  nighttime  with  specified  param- 

eters; (3)  directed  WABC  to  file  application 
for  renewal  of  license  not  later  than  July  1, 
1959;  (4)  dismissed  KOB  applications  for  license 
to  cover  modified  cp  and  for  authority  to  deter- 

mine operating  power  by  direct  measurement; 
(5)  ordered  proceeding  to  remain  open  for 
purpose  of  considering  further  adjudicatory  mat- ters as  may  be  based  upon  orders  directed  to 
KOB  and  WABC;  and  (6)  granted  motion  of 
KOB  to  correct  transcript  of  record.  Commis- 
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PROFESSIONAL CARDS 

JANSKY  &  BAILEY  INC. 
Executive  Offices 
1735  DeSales  St.,  N.  W.  ME.  8-5411 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 

Washington,  D.  C.         FEderal  3-4800 
Member  AFCCE 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 
Washington  5,  D.  C. REpublic  7-3984 

Member AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 

1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 
CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
1  Riverside  Road — Riverside  7-2153 

Riverside,  III. 
(A  Chicago  suburb) 

Vandivere  &  Cohen 

Consulting  Electronic  Engineers 

610  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 
Member  AFCCE 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Columbia  5-4666 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 
Member  AFCCE 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.       Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

L.  H.  CARR  &  ASSOCIATES 
Consulting 

Radio  &  Television 

Engineers 
Washington  6,  D.  C.  Fort  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 

SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 

Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  STate  7-2601 
Member  AFCCE 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

8200  Snowville  Road 
Brecksville,  Ohio 

(a  Cleveland  Suburb) 
Tel.:  JAckson  6-4386  P.O.  Box  82 

Member  AFCCE 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 
P.  O.  Bo;;  7037  Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For  Free  Catalog,  specify  course. 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.  Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.      National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.     Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

LYNNE  C.  SMEBY 

Consulting  Engineer  AM-FM-TV 
7615  LYNN  DRIVE 

WASHINGTON  15,  D.  C. 

OLiver  2-8520 

HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 

BOX  68,  INTERNATIONAL  AIRPORT 
SAN  FRANCISCO  28,  CALIFORNIA 

DIAMOND  2-5208 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 

EMerson  3-3266 
Dallas  6,  Texas 

RALPH  J.  BITZER,  Consulting  Engineer 
Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 

Garfield  1-4954 
"For  (fotuffs  in  Broadcast  Engineering" 

AM-FM-TV 
Allocations    •  Applications 

Petitions    •     Licensing  Field  Service 

MERL  SAXON 

Consulting  Radio  Engineer 
622  Hoskins  Street 

Lufkin,  Texas 

NEptune  4-4242       NEptune  4-9558 

CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 

MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave.,  Cambridge  38,  Mass. 

Phone  Trowbridge  6-2800 

GEORGE  C.  DAVIS 
CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  7-8215 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 

DALLAS  9,  TEXAS 

LAKESIDE  8-6108 
Member  AFCCE 

GEO.  P.  ADAIR  ENG.  CO. 
Consulting  Engineers 

Radio-Television 
Communications-Electronics 

1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 

Member  AFCCE 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 
Directional  Antennas 

1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Colorado 

PETE  JOHNSON 

Consulti  ng  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 
Charleston,  W.  Va. Dickens  3-7503 

IRL  T.  NEWTON,  JR. 

Consulting  Engineer 
422  Washington  Bldg., 

15th  and  N.  Y.  Ave.,  N.  W., 

Washington,  D.  C. 

Telephone:  Executive  3-7165 

NEW  ENGLAND  TOWER  SERVICE 
Box  6 

Brandon,  Vermont 

Telephone  80 
Painting  .  Erection  .  Repair  •  Maintenance 

AM— FM— MICROWAVE— TV 
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HOWARD  BARRETT,  General  Manager 

Like  Hundreds 

of  Broadcasters . . . 

General  Manager 

HOWARD  BARRETT 

KNIT 

Abilene,  Texas 

and  Chief  Engineer 

JOHN  E.  TURNER 

Selected 

STAINLESS  TOWERS 

JOHN  E.  TURNER,  Chief  Engineer 

LEARN  WHY  MANY  BROADCASTERS  CHOOSE 

y\    STAINLESS  TOWERS 

M  ̂ Jjf  \  f°r  Informative 
iS —  Literature. 

<r  i 

o+ainless,  me. 

NORTH  WALES  •  PENNSYLVANIA 

FOR  THE  RECORD  continued 

SUMMARY 
Compiled  by 

Lie. 

3,028 524 

4151 

OF  STATUS  OF 
BROADCASTING 

ON  AIR Cps 
73 
36 

94" 

AM,  FM, 

through  Sept 

CP 
Not  on  air 

103 

92 
116 

AM FM 

Tv  (Commercial) 

OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  Sept. 
VHF  UHF 

Commercial  425  83 
Non-Commercial  27  8 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  July  31 

TV 

.  4 
TOTAL  APPLICATIONS 

For  new  stations 577 

69 
125 

TOTAL 

508' 

334 

am 

FM 

TV 

Licensed  (all  on  air) 
3,235 

530 422 

CPs  on  air  (new  stations) 36 22 92 

CPs  not  on  air  (new  stations) 105 

93 

114 

Total  authorized  stations 

3,376 

645 

667 

Applications  for  new  stations  (not  in  hearing) 412 36 

47 

Applications  for  new  stations  (in  hearing) 109 30 58 

Total  applications  for  new  stations 521 66 105 

Applications  for  major  changes  (not  in  hearing) 311 

19 

35 

Applications  for  major  changes  (in  hearing) 41 0 16 

Total  applications  for  major  changes 352 19 51 

Licenses  deleted 0 2 1 

CPs  DELETED 2 0 3 

1  There  are,  in  addition,  nine  tv  stations  which  are  no  longer  on  the  air,  but  retain  their licenses. 
3  There  are,  in  addition,  37  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 

longer  in  operation  and  one  which  has  not  started  operation. 
*  There  have  been,  in  addition,  177  television  cps  granted,  but  now  deleted  (33  vhf  and 144  uhf). 
«  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 

sioner  Craven  not  participating.  Initial  decision 
of  Feb.  3  looked  toward  simultaneous  operation 
of  KOB  and  WABC  on  770  kc  but  as  Class  1-B 
stations.  (KOB  is  licensed  on  1030  kc,  10  kw,  unl„ 
and  is  operating  under  SSA  on  770  kc,  50  kw-LS, 
25  kw-N;  WABC  is  licensed  on  770  kc,  50  kw, 
unl.)  Announced  Sept.  3. 

OTHER  ACTIONS 

Commission  on  September  3  directed  prepara- tion of  documents  looking  toward: 
Reopening  record  in  proceeding  involving  ap- 

plications of  Northwest  Bcstrs.  Inc.,  for  new  am 
station  to  operate  on  1540  kc.  1  kw,  DA,  unl.,  in 
Bellevue,  Wash.,  and  Rev.  Haldane  James  Duff 
for  new  station  on  1540  kc,  10  kw,  DA,  unl.  in 
Seattle,  Wash.  Initial  decision  of  Sept.  23,  1957, 
looked  toward  granting  Northwest  and  denying 
Duff  application; 
Denying  petition  of  Crawfordsville  Bcstrs.  Inc., 

to  reopen  record  and  amend  application  in 
proceeding  involving  its  application  and  that 
of  J.  E.  Willis  for  new  am  stations  to  operate 
on  1410  kc,  1  kw,  D,  DA,  in  Crawfordsville  and 
Lafayette,  Ind.,  respectively.  Initial  decision  of 
March  19  proposed  grant  to  Willis  and  denial  of 
Crawfordsville; 
Granting  application  of  Allegan  County  Bcstrs. 

for  new  am  station  to  operate  on  1580  kc,  250  w, 
D,  in  Allegan,  Mich.,  and  Booth  Bcstg.  Co.  to 
increase  power  of  WJVA  South  Bend,  Ind.,  from 
250  w  to  1  kw,  continuing  operation  on  1580  kc, 
D.  Initial  decision  of  May  1  looked  toward  grant- 

ing both  applications; 

Denying  petition  of  WOV  Bcstg.  Corp.  (WOV), 
New  YorK,  N.  Y.,  for  reconsideration  of  May  7 
decision  which  granted  application  of  WGLI 
Inc.,  for  new  am  station  (WGLI)  to  operate  on 
1290  kc,  1  kw,  DA-1,  unl.,  in  Babylon  (village), 
N.  Y.,  but  affording  WOV  to  file  amended  plead- 

ing to  state  with  specificity  facts  officially  noticed 
by  Commission  which  petitioner  controverts;  and 
Denying  petition  by  South  Miami  Bcstg.  Inc. 

(former  applicant  for  new  am  station  in  South 
Miami,  Fla.)  and  motion  by  Louis  G.  Jacobs  to 
enlarge  issues  in  proceeding  on  Jacobs  applica- tion for  a  new  am  station  (990  kc,  5  kw,  DA, 
unl.)  in  Miami-South  Miami,  Fla.,  and  applica- 

tion of  Pompano  Beach  Bcstg.  Corp.  for  new 
station  (980  kc,  1  kw,  DA,  D)  in  Pompano  Beach, 
Fla.  Initial  decision  of  Aug.  13  looked  toward 
grant  of  both  applications. 
By  memorandum  opinion  and  order.  Commis- 

sion denied  motion  by  WDAY  Inc.  (WD AY -TV, 
ch.  6),  Fargo,  N.  D.,  intervenor,  for  enlargement 
of  issues  in  hearing  on  application  of  North 
Dakota  Bcstg.  Co.,  for  new  tv  station  to  operate 
on  ch.  11  in  Fargo,  N.  D.  Initial  decision  of  May 
27  looked  toward  grant  of  North  Dakota  appli- cation. Announced  Sept.  3. 
By  memorandum  opinion  and  order,  Commis- 

sion denied  as  moot  petition  by  South  Norfolk 
Bcstg.  Co.,  to  enlarge  issues  in  Denbigh-South 
Norfolk-Virginia  Beach,  Va.,  am  proceeding;  on 
own  motion,  enlarged  issues  to  determine 
whether  Denbigh  Bcstg.  Co.  proposes  to  serve 
primarily  .particular  city,  town,  or  other  political 
subdivision  as  contemplated  by  Sect.  3.30(a)  of 

Continues  on  page  107 

YOUR  COPY 

If  you  haven  t  received  your  copy  of  Collins  new 
Broadcast  Equipment  Catalog,  simply  mail  a 

request  on  your  station's  letterhead  to  the  address below.  The  catalog  lists  and  describes  Collins 
complete  Broadcast  line  .  .  .  everything  needed 
to  put  a  station  on  the  air,  modernize  or  expand 

it.  You'll  find  more  than  equipment,  too.  There 
are  reactance,  ground  conductivity  and  db 
charts,  suggested  station  layouts,  color  codes, 
and  other  helpful  technical  information. 

Mail  your  request  today  to  Broadcast  Sales, 
Collins  Radio  Co.,  315  Second  Ave.  SE, 
Cedar  Rapids,  Iowa.  Your  free  copy  of 
Collins  new  Broadcast  Equipment  Catalog 
will  be  sent  to  you  in  the  return  mail. 

CREATIVE  LEADER  IN  COMMUNICATION 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.    Checks  and  money  orders  only. 

•  DEADLINE:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday  preceding  publication  date. 
•  SITUATIONS  WANTED  20tf  per  word — $2.00  minimum  •  HELP  WANTED  25«f  per  word— $2.00  minimum. 

•  All  other  classifications  30(f  per  word — $4.00  minimum.  •  DISPLAY  ads  #20.00  per  inch. 
•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 
Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos,  etc.,  sent  to 

box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Our  rating  is  last  in  3-sta"tion  city.  Live  wires need  to  make  us  first.  Short  circuit  with  ticket 
needed.  Write  on  station  letterhead  to  Box  770F, 
BROADCASTING. 

Co-managers  (sales-announcing-engineer-sales) . 
Salesmen  opportunities,  progressive  new  sta- 

tion. Jay  Sadow,  270  N.  Crest,  Chatanooga,  Term. 

Management 

General  manager  wanted  by  top  group  operator 
for  major  market  New  York  state  station.  Send 
full  details  to  Box  650F,  BROADCASTING. 

Metropolitan  market.  To  operate  on  percentage 
of  profits.  Great  challenge.  Excellent  opportunity 
for  right  party.  Box  675F,  BROADCASTING. 

Sales  manager  and  owners  understudy — now 
successful  in  small  or  medium  market.  Send 
credentials,  accounts  listing  first  letter.  Guaran- 

tee salary  open,  plus  commission.  Upper  mid- 
west. Box  702F,  BROADCASTING. 

Proven  successful  sales  producer  to  join  multi- 
station group  operating  gulf  states  area  in 

medium  markets.  Box  785F,  BROADCASTING. 

Commercial  manager.  Good  salary  plus  com- 
mission for  go-getter.  Must  be  able  to  produce. 

Prefer  middle-aged  man.  Enterprising  station 
in  Tide-water  area.  WDDY,  Gloucester,  Virginia. 

Seles 

Experienced  salesman  with  production  ideas  for 
number  one  metropolitan  Florida  station.  Base 
salary  plus  commission  and  car  allowance.  Fine 
opportunity  for  real  salesman.  Box  651F,  BROAD- CASTING. 

Top  sales  manager  wanted  for  established  Vir- 
ginia station.  City  of  30,000.  Must  be  energetic. 

Ready  to  talk  turkey  on  salary  arrangements 
for  right  man.  Send  photo,  working  record,  all 
details  first  letter.  Box  707F,  BROADCASTING. 

Ad  salesman,  man  or  woman.  Must  be  experi- 
enced, either  newspaper  or  radio,  for  successful 

Carolina  radio  station.  Earning  potential  $600.00 
a  month  or  more  on  salary  or  salary  and  com- 

mission. Send  complete  information  with  photo. 
Box  736F,  BROADCASTING. 

KBUD  Athens,  Texas  seeking  sales  manager  with 
announcing  background.  Five  years  experience 
required,  minimum  age  30.  Interview  required, 
references  will  be  checked.  Start  $4,800.00  plus 
bonus. 

California,  KCHJ,  Delano.  Serves  1,300.000.  In- 
creasing sales  staff. 

Salesman  for  solid  NBC  station  in  Michigan's second  market.  Send  complete  resume  to  Marvin 
Levey,  WFDF,  Flint,  Michigan. 

Excellent  opportunity  Suffolk  county's  only  full timer.  Rush  resume.  Reply  held  strictest  con- 
fidence. Write  Jerry  Warren,  Manager,  WGLI, 

Babylon,  New  York. 

WJLD  radio  is  expanding  operations  and  needs 
additional  sales  personnel.  Substantial  guarantee 
against  commission.  Good  opportunity  for  right 
man.  Reply  by  mail  C.  Otis  Dodge,  P.  O.  Box 
5767,  Birmingham,  Ala.  Replies  strictly  confi- dential. 

Announcers 

Florida.  Need  experienced  personality  pop  dj. 
Above  average  salary.  Promotion  minded  station. 
Send  tape,  background.  Box  750E,  BROADCAST- ING. 

Negro  dj — southerner  only — religious  or  R&B — 
America's  highest  audience  rated  negro  group. Picture,  tape,  letter  Box  903E,  BROADCASTING. 

Need  announcer  with  2  years  experience  for  staff 
of  metropolitan  area  station.  Good  salary  and 
conditions,  an  excellent  chance  of  advancement 
within  our  expanding  chain.  Send  tape,  photo, 
resume  and  references.  Box  547F,  BROADCAST- 
ING. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Group  of  single  market  stations  in  Texas  need 
following:  newsman  with  announcing  experience, 
and  announcer-salesman  and  a  straight  an- 

nouncer. Stations  are  under  one  ownership  and 
offer  chance  to  advance  if  you  like  smaller  mar- 

kets with  one  station.  Box  613F,  BROADCAST- ING. 

Central  Pennsylvania  1000  watt  needs  all-around 
announcer.  Send  tape,  resume  now.  Box  735F, 
BROADCASTING. 

Leading  Long  Island  independent  seeks  poten- 
tially top  dj's  with  taste  and  showmanship  for growing,  quality  operation.  Moderate  salary. 

Send  tape,  pic,  resume  to  Box  741F,  BROAD- CASTING. 

DJ  wanted  who  can  hold  adult  female  audience 
mid-morning,  afternoon.  Music  policy  based  on 
variety:  new,  old,  hi  fi  albums,  some  rock  and 
roll.  Full  details  Box  775F,  BROADCASTING. 

Tucson,  Arizona  need  immediately  mature  an- 
nouncer with  first  phone.  Airmail  tape  to  Box 

5803,  Tucson. 

KBUB,  Athens,  Texas  seeking  experienced  staff 
announcer.  $75.00  week. 

Immediate  opening  for  morning  man.  Straight 
announcing.  Must  be  alive  and  have  good  voice. 
College  town,  2  station  market,  excellent  salary, 
plus  security  for  the  right  man.  Send  tape, 
resume,  photo  and  references  to  Gene  Larson, 
KGFW,  Kearney,  Nebraska. 

28  year  old  east  Texas,  24  hours  a  day,  opera- 
tion needs  announcer-salesman.  Salary  plus  com- 

mission. Call,  wire,  write  KGKB,  Tyler,  Texas. 

Announcer-lst  phone.  No  maintenance,  two 
weeks  vacation,  health  insurance,  new  studio 
and  equipment.  Mobile  units,  air  and  auto.  Adult 
programming,  start  at  $433.00.  Need  immediately. 
Phone  Mr.  Jae,  KHMO,  Hannibal,  Missouri. 

Top  Hooper  music  operation  adding  announcer 
and  copywriter  or  combo.  Good  salaTy,  per- manence, send  tape  or  copy  sample  to  KPBA, 
Box  33,  Pine  Bluff,  Arkansas. 

5  kw  daytimer  WLET,  Toccoa,  Ga.  has  immedi- 
ate opening  for  stable,  experienced  staff  an- 

nouncer morning  shift.  48  hour  week,  paid  vaca- 
tion, other  benefits. 

Combo  man  with  first  class  ticket  for  medium 
sized  mid-west  market.  Good  announcer  neces- 

sary, very  little  engineering.  Must  know  produc- tion. Send  resume  of  experience,  family  status, 
salary  requirements  and  audition  to  John  Harvey, 
WRRR,  113  S.  Court  Street,  Rockford,  Illinois. 

Immediate  opening  for  announcer-salesman  with 
emphasis  on  sales.  Excellent  opportunity  for 
right  man.  Send  tape  and  background  to  Jim 
Melvin,  WSIC,  Statesville,  North  Carolina. 

Wanted:  Staff  announcer  with  minimum  one 
year  experience.  Split  shift-afternoon  and  eve- ning. Position  available  September  10th.  Send 
tape  and  resume  and  references  to  Walton 
Broadcasting  Co.,  Monroe,  Ga. 

Technical 

Engineer — Leading  eastern  independent  needs 
man  throughly  experienced  in  maintenance 
of  broadcast  equipment.  Must  also  do  a  mini- mum of  air  work.  This  is  excellent  opportunity 
for  young,  ambitious  man  to  become  chief. 
Station  is  expanding  and  expects  to  build  new 
studios  within  two  years.  Salary  commensurate 
with  ability.  Must  have  audition  tape,  resume 
and  recent  photo.  Box  742F,  BROADCASTING. 

Engineer-announcer  first  phone,  1000  watts  indie. 
Reply  to  Box  749F,  BROADCASTING. 

Radio  engineers.  EE  Degree.  $6,564-$8,004.  Two 
way  communication  or  VOR-TVOR  experience. 
Write:  Minnesota  Civil  Service,  122  State  Office 
Bldg.,  St.  Paul,  Minnesota. 

RADIO 

Help  Wanted— (Cont'd) 
Production-Programming,  Others 

Mr.  News  Director,  this  ad  will  run  until  we  find 
the  right  man.  We  need  a  newsman  who  gets 
behind  the  surface  news;  who  knows  what'a  go- ing on.  News  in  depth  Is  our  most  important 
service.  Good  salary  and  facilities.  Write  Box 
179E,  BROADCASTING. 

$6000  per  year  for  news  director  with  know  how 
to  do  a  complete  job.  Established  news  minded 
station  will  provide  the  working  tools,  you  pro- 

vide the  knowledge  and  interest.  Full  details  to 
Box  318F,  BROADCASTING. 

News  director.  Must  be  able  to  take  full  charge 
of  department,  with  heavy  news  schedule;  be 
thoroughly  experienced  in  local  reporting,  have 
an  authoritative  style  and  able  to  direct  other 
news  personnel.  Leading,  north  central  regional, 
in  major  market.  Salary  and  working  conditions 
above  average.  Will  only  consider  applicants  with 
successful  background  in  similar  position.  Reply 
in  detail,  giving  past  experience,  salary  expected, 
and  attach  small  photo,  which  will  not  be  re- 

turned. Confidential.  Box  515F,  BROADCAST- ING. 

Program  director  for  metropolitan  Florida  sta- 
tion. Must  be  experienced,  aggressive,  full  of 

ideas.  Fine  opportunity.  Box  652F,  BROAD- CASTING. 

Experienced  continuity  writer  for  major  mid- 
west market.  Must  have  creative  ability  plus 

practical  good  sell  commercial  copy  writing  style. 
Send  photo  and  complete  background.  Box  679F, 
BROADCASTING. 

Newsman-gather,  write  and  edit  news  for  near 
Chicago  indie.  Send  tape,  resume,  and  photo  at 
once.  Box  751F,  BROADCASTING. 

Newsman  gathers  and  writes  local  news  for  radio 
and  television.  Good  radio  news  delivery  on  air 
essential,  photography  experience  would  be 
helpful.  Excellent  opportunity,  permanent  posi- 

tion, KGHF-KKTV,  Pueblo,  Colorado. 

Newsman.  Radio  and  television,  capable  lee  and 
airman  with  small  market  station  experience, 
who  can  gather,  write,  and  air  news;  journalism 
education  'background  preferred;  married;  vet- 

eran; stable  and  dependable  with  good  refer- ences; one  who  wants  a  permanent  berth  In  a 
news  department  which  has  twice  received  na- 

tional recognition.  Scale  starts  at  $S5  for  40 
hours.  Salary  commensurate  with  experience 
and  ability.  Write  or  phone  W.  P.  Williamson, 
WKBN,  Youngstown,  Ohio,  STerling  2-1149. 

RADIO 

Situations  Wanted 

Management 

Manager-experienced  all  phases,  presently  sales 
management.  Family  man,  that  desires  perma- 

nent opportunity.  Full  details  immediately.  Box 
587F,  BROADCASTING. 

Highest  industry  records  in  radio  sales  expan- 
sion. Twenty  years  operations  and  management. 

Special  assignments  considered.  Box  611F, 
BROADCASTING. 

Manager/sales  manager:  Successful  twelve  year 
record  three  major  markets;  owner  about  to  sell. 
I  sell  profitably  too.  Now  employed  sales  man- 

ager radio/vhf  television.  Box  761F,  BROAD- 
CASTING. 

Manager.  Opportunity  invest,  become  part  owner. 
8  years  all  phases.  Box  768F,  BROADCASTING 

Mr.  Radio  for  12  years  wants  to  be  Mr.  Manager. 
Have  ideas,  ability  and  great  desire  to  succeed. 
Mature  young  family  man  with  good  personal 
record.  Can  build  audiences  and  sales.  Small  or 
medium  south  or  southwest  area.  Prefer  salary 
plus  profit  sharing,  write  Box  777F,  BROAD- 
CASTING. 

Want  money?  I'm  your  next  manager.  Know  the radio  story,  station  operation.  31,  family,  6  years 
successful  sales.  Enormous  working  capacity. 
Promotional  minded.  Hot  ideas.  P.  O.  Box  544, 
Dudley,  Mass. 
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 RADIO  

Situations  Wanted — (Cont'd) 
Management 

Salesman,  experienced  all  phases,  have  reached 
top  here,  want  to  move  on  as  commercial  or  sta- 

tion manager.  Civic  minded,  stable  family  man, 
aggressive  but  not  high  pressure.  Best  refer- 

ences, sponsors  and  employers.  Chuck  Warren, 
Jr.,  1117  Cottage  Road.  Webster  City,  Iowa. 

Sales 

 RADIO  

Situations  Wanted — (Cont'd) 
Announcers 

Co-getter,  experienced,  seeking  good  potential. 
Prefer  deal  including  air  work.  Can  run  own 
board.  All  around  man— what  you're  looking  for. Box  664F,  BROADCASTING. 

Top  sales  record.  Competitive  metropolitan  mar- ket. Ambitious.  Looking  for  opportunity.  Box 
732F,  BROADCASTING.  
Salesman— no  cost  to  you,  50/50  deal,  paid  as 
money  comes  in.  Tom  Thumb,  Box  97,  Boston 
14,  Mass. 

Announcers 

SomebodN  else  is  taking  mj  place  No  mainte- 
nance. Situated  Seattle.  Box  530F,  BROADCAST- ING. 

Sports  announcer  football,  basketball,  baseball. 
Seven  vears  experience.  Finest  references.  Box 
620F.  BROADCASTING. 

Personality-dj  strong  commercials,  gimmicks, 
etc.,  run  own  board.  Steady,  eager  to  please. 
Go  anywhere.  Box  665F.  BROADCASTING. 

Girl  dj-announcer.  Go  anywhere.  Ready  now. 
Run  own  board.  Can  sell  too.  Steady,  no  bad 
habits.  Love  to  build  audiences  and  grab  ac- 

counts. Tape  and  resume.  Box  666F,  BROAD- 
CASTING^  

Negro  dee  jay,  good  board  man,  fast  patter, 
smooth  production.  I'm  the  one  you're  looking 
for.  Tape  and  resume.  Box  667F.  BROADCAST- 
ING.  

Greedy  for  talent?  Enter  this  contest!  First  prize, 
married  veteran,  realizes  importance  of  hard 
sell,  exceptionally  clean  news.  Complete  this 
sentence,  "I  want  your  tape  because  .  .  .".  Mail to  Box  695F,  BROADCASTING. 

Announcer-dj.  Negro.  Recent  school  grad.  N.  Y. 
trained.  Ambitious,  married,  will  travel.  Box 
699F,  BROADCASTING. 

Experienced  announcer  available  for  Sunday 
relief.  Will  travel  near  N.Y.C.  Box  703F.  BROAD- 
CASTING. 

First  phone — experienced  studio  operator  tele- 
vision and  radio.  Announcing  school  graduate. 

Married.  2  vears  college,  desire  position  as  staff 
announcer.  'Box  708F,  BROADCASTING. 
Two  years  fm  classical  music  pd  and  three  years 
fm  announcer.  3  years  top  40  and  news.  Desires 
fm  operation  preferably.  Box  711F,  BROAD- CASTING. 

Announcer,  6  months  pro.  2V2  years  journalism 
school.  21.  In  south,  want  east.  Box  719F, 
BROADCASTING. 

Graduate  broadcasting  school.  News,  dj,  run 
board.  Go  anywhere.  Tape,  resume.  Box  730F, 
BROADCASTING. 

Versatile  announcer  am/tv-musician.  Excellent 
knowledge  good  music,  strong  news,  com- 

mercials. Presently  working  tenth  largest  mar- 
ket. Available  September  15.  Box  731F,  BROAD- 

CASTING. 

Man  of  a  thousand  voices!  A  million  ideas!  Per- 
sonality plus  dj!  Try  me!  Box  737F,  BROAD- 

CASTING. 

Four  years  experience,  announcer-dj,  college 
graduate.  Presently  employed.  Wish  to  relocate. 
Box  740F.  BROADCASTING. 

Good  voice,  needs  more  experience,  8  months 
past  experience  in  all  phases  including  sales. 
Some  college.  Go  anywhere.  Box  746F,  BROAD- 
CASTING. 

Announcer-dj.  Third  phone,  8  months  combo 
experience,  24,  veteran.  Will  travel.  Available 
immediately.  Box  747F,  BROADCASTING. 

Available  immediately.  Adult  dj,  knows  good 
music.  Intelligent  newscaster,  strong  on  commer- 

cials, some  sports.  2V2  years  radio-year  tv.  Re- 
liable, conscientious  worker  desires  permanency 

with  progressive  outlet.  Excellent  references, 
family,  veteran.  Be  specific  please.  Box  753F, 
BROADCASTING. 

Experienced  sportscaster-staff .  Top  play-by-play. 
Desire  relocate  sports-staff  connection,  strong sports  station.  Box  757F,  BROADCASTING. 

Experienced  announcer,  mature,  single.  Locale 
unimportant  if  working  conditions  and  remuner- 

ation satisfactory.  Box  755F,  BROADCASTING. 

Polished  announcer-experienced  engineer,  de- 
sires news  or  dj  position  within  50  miles  of  Phil- 

adelphia or  New  York.  College  grad.  Tape,  re- 
sume, references.  Box  758F.  BROADCASTING. 

Staff  announcer;  versatile,  all  phases.  Ready  now. 
Box  759F,  BROADCASTING. 

Zy4  years  radio,  tv  background.  DJ,  news,  com- 
mercial experience.  Desire  radio  or  radio-tv. 

Available  immediately.  Box  763F,  BROADCAST- ING. 

Versatile  young  announcer.  Experienced.  College 
graduate.  Excellent  voice.  Knows  music.  Box 
764F,  BROADCASTING. 

Sportscaster-staff  desires  position  with  good 
sports  station  in  good  market.  Prefer  300  miles 
of  New  York  but  will  consider  other  area.  Box 
765F.  BROADCASTING. 

Sportscaster— Wants  football.  Available  now. 
Seven  vears  experience.  Prefer  south.  Box  767F, 
BROADCASTING. 

DJ-chief  announcer,  finding  planned  program- 
ming changes  at  present  station  unsatisfactory, 

seeks  to  relocate  as  dj  with  pop  station  in  Mass., 
Conn.,  R.  I.,  N.  Y.,  or  N.  J.  Reply  Box  769F, 
BROADCASTING. 

Announcer-negro-network  affiliate  experience. 
Can  conduct  any  type  show — rock  'n  roll  to Bach.  Now  working  New  York  metropolitan 
area  as  news  director  and  dj.  Immediate  reloca- tion. Box  778F,  BROADCASTING. 

Announcer  seeks  position  100  miles  New  York. 
Personal  audition  preferably.  Box  779F,  BROAD- 
CASTING. 

Network  caliber  news  analyst-commentator  de- 
serves larger  market.  Worth  many  times  present 

salary— $8500.  Box  782F,  BROADCASTING. 

Ex  local  news  and  sports  editor.  Young,  imagi- 
native, single.  Recent  radio  school  grad — Pat 

Kelly  trained.  Can  write  commercial  copy.  Box 
784F*.  BROADCASTING. 

Sports,  staff  announcer  play-by-play,  pd,  college 
graduate,  6  years  experience,  married,  employed. 
References.  Box  786F,  BROADCASTING. 

Looking  for  job  as  announcer  in  radio  station, 
operate  board,  experienced,  news,  deejay. 
Write:  Leroy  Armstrong,  Route  1,  West  Point, 
Miss. 

All-around  staff  including  strong  music,  play-by- 
play. Currently  employed.  Robert  Bauman,  109 

North  Pier,  St.  Joseph,  Michigan. 

Married  staff  announcer  looking  for  permanent 
position.  Inexperienced  tout  well  trained  by  top 
Chicago  freelance  announcer.  Strong  on  cold 
copy-hardsell.  All  music,  sports.  Run  own  board. 
Phillip  Bernath,  5909  W.  93rd  St.,  Oak  Lawn,  111. 
Garden  2-4058. 

Ace  sportscaster,  salesman,  announcer,  newsman. 
Call  Basil  DeSoto,  Crestview  5-8592,  1801  Cold- 
water  Canyon,  Beverly  Hill,  California. 

Staff-dj  copywriter.  4  years  experience.  Desire 
position  outside  U.S.  Bob  Feriss,  630  Dumont 
Avenue,  Brooklyn  7,  N.  Y.,  HY  8-1075. 

Married  family  man  with  two  years  experience 
desires  position  as  country  and  western  dj. 
Good  ad-libbing  commercial  and  production, 
also  salesman.  References  and  tape  available. 
Larry  Greer,  Route  #2,  Charleston,  Illinois. 
Phone  Diamond  5-5491. 

24  year  old  mature  voiced,  commercial  an- 
nouncer. Affiliated  with  suburban  St.  Louis  sta- 

tion. Not  a  hotshot  dj  nor  drifter,  but  a  sincere 
personality  looking  for  a  future  with  a  depend- 

able station.  Respectable  pay  expected.  Prefer 
midwest  location.  Contact  Dave  Reaban,  4320 
DeTonty,  St.  Louis  10,  Mo.  Mo  4-3663. 

Truthful,  sincere,  young  man!  Looking  for  per- 
manent position  with  progressive  station.  Short 

on  experience,  long  on  talent  and  ambition. 
Best  suited  for  teen-age  rock  type  program. 
Non-drinker,  hard  willing  worker,  with  finest 
references.  Call  or  wire  brings  you  tape,  photo, 
and  letter  of  application.  Reply,  Mr.  Leon 
Stoecker,  303  Washington  Street,  Apartment 
Number  One,  Klamath  Falls,  Oregon.  Tele- 

phone TUxedo  2-5439. 
Technical 

First  phone,  experienced,  mature,  abstemious, 
married.  Fair  announcer,  good  news  delivery. 
Tape  available.  Please  write  Box  593F,  BROAD- 

CASTING. Thank  you  very  much. 

 RADIO  

Situations  Wanted — (Cont'd) 
Technical 

First  phone,  2  years  technical  school,  2  years  ex- 
perience studio  and  transmitter.  Interested  in  tv. 

Box  683F.  BROADCASTING. 

First  class  phone,  two  years  experience  in  com- 
mercial radio  broadcasting,  worked  mainly  as 

a  combo  man.  Three  years  experience  in  Air 
Force  as  radio  repairman  prior  to  entering 
commercial  radio.  Open  to  all  offers  as  do  not 
have  preference  as  to  location.  Box  738F, 
BROADCASTING. 

Dependable  and  reliable  1st  phone  engineer,  29, 
married.  Three  years  studio  and  directional  am 
transmitter  experience.  Desires  to  break  into  tv. 
Have  some  knowledge  of  camera  operation.  East 
coast.  Box  760F,  BROADCASTING. 

Must  move  to  southwest.  Engineer  that  sells  and 
announces.  Experienced  every  phase  of  radio. 
Box  762F,  BROADCASTING. 

First  class  engineer  employed  two-way  radio 
communications.  Interested  broadcast  or  tele- 

vision. Single.  Will  travel.  Box  773F,  BROAD- 
CASTING. 

Engineer  network-experience  wants  relocation 
within  175  mile  radius  of  Washington,  D.  C.  Box 
781F,  BROADCASTING. 

First  class-production  minded  engineer  desires 
more  opportunity  for  advancement  than  pres- ently offered.  Now  earning  $95.  Box  783F, 
BROADCASTING. 

First-phone,  car,  single,  25.  2  years  experience: 
AM,  fm,  combo.  Bill  Richerson,  534  Pine  Terrace, 
South  San  Francisco,  California. 

Production-Programming,  Others 

Program  assistant-sports-network,  local-studios, 
remote,  all  kinds.  Personable.  Box  733F, 
BROADCASTING. 

Program  and/or  sports  director  employed,  mar- 
ried, 26,  personable,  versatile.  Box  780F,  BROAD- CASTING. 

TELEVISION 

Help  Wanted 

Sales 
Television  time  salesman  for  eastern  North  Caro- 

lina station.  Man  with  tv  or  radio  time  sales 
experience  preferred.  State  qualifications  and 
requirements  first  letter.  Box  745F,  BROAD- CASTING. 

News  director  KELO-TV,  Sioux  Falls,  South  Da- 
kota offers  excellent  opportunity  for  experi- 

enced news  director.  Man  hired  will  operate 
department  with  staff  of  4  and  do  one  on-the- 
air  newscast.  Must  be  from  upper  midwest  area. 
Send  complete  details  and  photo  first  letter. 

Account  executive — Experienced  in  radio  or  tv 
local/regional  sales,  to  take  over  top  billing 
account  list  on  one  of  the  best  CBS  stations  in 
the  Carolinas.  Opening  created  by  promotion  of 
present  account  executive  to  local  sales  man- 

ager. This  position  offers  good  base,  fringe  bene- fits, and  attractive  commission  arrangement  that 
enables  you  to  build  your  own  future.  No  limit 
on  earnings.  We  want  a  family  man  with  sincere 
desire  to  work  and  make  money.  Your  record 
must  stand  rigid  investigation.  Send  complete 
details  including  sales  record  on  local/regional 
level  with  photograph  to:  Don  Pierce,  Local 
Sales  Manager,  WFMY-TV,  Greensboro,  N.  C. 

Technical 

TV  transmitter  engineer  for  full  power  vhf, 
south.  Inexperienced  men  considered.  Box  563F, 
BROADCASTING. 

TELEVISION 

Situations  Wanted 

Sales 

$100,000  billing!  Aggressive  account  executive- 
sales  manager.  Outstanding  resume,  6  years  ex- 

perience any  large  market.  Box  714F,  BROAD- CASTING. 

Industrious,  personable,  dependable  man  with 
record  of  selling  intangibles  seeks  opportunity  to 
sell  time.  Also  capable  announcer.  Free  to  relo- cate. For  complete  resume  write  Box  752F, 
BROADCASTING. 
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TELEVISION 
FOR  SALE — (Cont'd) WANTED  TO  BUY — (Cont'd) 

Situations  Wanted —  (  Cont'd) 
Announcers 

Two  years  radio  staff  announcer,  two  years  an- 
nouncer pd,  one  year  tv  announcer  pd,  six 

months  Army,  now  out  ready  for  work.  23,  no 
drifter.  Wise,  Minn.,  Iowa  tv  stations.  Personal 
interview  requested.  Tape,  resume,  etc.,  on  re- 

quest. Box  739F,  BROADCASTING. 

Good,  sound  staff  announcer  with  daily  tv  news- 
cast, better  than  good  adult  dj -music  university 

major,  perfect  pitch,  2  years  same  CBS  station. 
Single,  25,  dependable,  personable,  prefer  mid- west. Box  750F,  BROADCASTING. 

TV  disc  jockey  who  subbed  for  Dick  Clark  on 
American  Bandstand  has  successful  show  but 
desires  change  in  location.  Interested.  Box  756F, 
BROADCASTING. 

Technical 

TV  engineer,  seven  years  experience,  familiar 
with  all  phases  of  engineering.  Available  imme- 

diately. Resume  on  request.  Box  734F,  BROAD- CASTING. 

1st  phone,  6  years  am-fm-tv  including  color  with 
top  network  desires  to  relocate  in  Florida,  mar- 

ried and  reliable.  Box  743F,  BROADCASTING. 

Production-Programming,  Others 

News  director,  radio  station,  wants  to  return  to 
tv.  8  years  experience  radio-tv  reporter,  writer, 
film  editor,  newscaster.  B.S.,  M.S.  degrees  in 
journalism.  Box  507F,  BROADCASTING. 

Production/operations  executive  desires  to  relo- 
cate. East  coast  network  o&o  background.  Avail- 
able September  15th.  Box  744F,  BROADCAST- ING. 

News  camera  man,  16mm,  silent,  sound,  still 
pictures.  Develop,  edits,  prints.  Experienced  and 
knows  photography.  29,  vet.,  married,  college. 
Box  748F,  BROADCASTING. 

FOR  SALE 

Stations 

WAXE,  Vero  Beach,  Florida.  1  kw  day — covers 
Florida  east  coast  from  Cape  Canaveral  to  West 
Palm.  High  potential  fast  growing  market. 
Absentee  ownership  reason  for  sale.  80,000  firm 
price — 30,000  down.  Good  terms.  No  brokers — 
qualified  buyers  only.  Write  WAXE,  47  Woodcrest 
Avenue,  N.E.,  Atlanta,  Georgia. 

Rocky  mountain  station.  In  black.  Invites  cor- 
respondence responsible  parties.  Atlas  Engineer- 

ing, 1870  Atkin,  Salt  Lake  City. 

South  small  market  station,  $39,750,  $10,000  down 
payment.  Virginia  medium  market,  $90,000  with 
$35,000  down  payment.  Upper  south  medium  mar- 

ket stations  (2),  $150,000,  terms;  or  50%  interest, 
$30,000  with  $10,000  down  payment.  Chapman 
Company,  1182  West  Peachtree,  Atlanta. 

Have  many  buyers,  and  syndicates.  2»/2%  com- 
mission if  you  list  exclusive  with  us.  Lee  Hol- 

lingsworth,  Lie.  Bkr.,  514  Hempstead  Ave.,  W. 
Hempstead,  N.  Y. 

West  major  market  stations  (2),  $500,000  and 
$1,350,000,  terms.  Also  small  market  station,  51% 
for  $50,000  or  75%  for  $75,000,  terms.  Chapman 
Company,  1182  West  Peachtree,  Atlanta. 

Write  now  for  our  free  bulletin  of  outstanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  6381  Hollywood  Blvd., 
Los  Angeles,  Calif. 

Upper  south,  monopoly  market  stations  (2),  pro- 
gressive area,  $140,000,  $145,000.  Chapman  Com- 

pany, 1182  West  Peachtree,  Atlanta. 

Norman  &  Norman,  Inc.,  510  Security  Bldg., 
Davenport,  Iowa.  Sales,  purchases,  appraisals, 
handled  with  care  and  discretion.  Experienced. 
Former  radio  and  television  owners  and  opera- tors. 

Equipment 

Tower.  Free  standing  115  foot  new  Dresser- 
Ideco.  Never  erected.  Complete  drawing.  Rea- 

sonably priced.  Box  717F,  BROADCASTING. 

204'  Ideco  self-supporting  tower.  Repainted.  We'll load.  Base  insulators,  complete  lighting  included. 
$2750.00.  Box  748,  Rapid  City,  South  Dakota. 

Western  Electric  1  kw,  443-A1  transmitter;  ex- 
cellent, spare  tubes.  25B  dual  channel  console, 

complete.  Both  on  air.  Best  offer.  KGLC,  in 
Miami,  Oklahoma. 

1  kw  Gates  BC-1J  transmitter,  like  new.  KOKY, 
Box  1956,  Little  Rock,  Arkansas. 

A  Gates  RCM-17  remote  control  system,  3  years 
old  and  in  excellent  condition.  Rack  and  relays 
included  in  $850  price.  WDBQ,  Dubuque,  Iowa. 

Equipment 
Three  mobile  vhf  units.  Used  but  in  excellent 
condition.  KLEE.  Box  391,  Ottumwa,  Iowa. 

One  Collins  model  12x  three  channel  remote 
amplifier.  One  Tapak  newscaster  model  tape 
recorder.  Both  are  in  excellent  condition.  Harry 
G.  Bright,  Radio  WETZ,  New  Martinsville,  West Virginia. 

For  sale  to  the  highest  bidder,  196'  Truscon  Steel 
self  supporting  tower.  A-l  condition.  Bid  to  in- 

clude dismantling  and  removal  from  site.  Avail- able about  October  18.  Write  WHUN,  Huntingdon, 
Pa. 

2  4G-053  VRII  GE  cartridges,  $20.00  each;  2  GE 
Al-903  rumble  filters,  $5.00  each;  1  6AA  Presto  2- 
speed  turntable  (no  cabinet)  $50.00;  2  5-A  WE 
arms  $25.00  each;  3  WE  9-A  heads,  $25.00  each, 
as  is;  1  6N  Presto  2-speed  recorder,  good  con- 

dition, $125.00.  1  WE  BC  604D  transmitter,  $75.00; 
1  WE  BC  181F  transmitter,  $75.00;  1  WE  BC  603 
receiver,  $50.00.  1  type  43  dynamotor,  complete 
$15.00  ...  or  take  $400.00  for  everything  listed. 
WLAG,  LaGrange,  Georgia. 

FM  transmitters.  New,  FCC  approved.  Immediate 
availability.  Contact  Industrial  Transmitters  and 
Antennas,  235  Fairfield  Avenue,  Upper  Darby, 
Pa.,  Flanders  2-0355. 

Transmitter  tower  for  sale.  One  465  foot  Ideco 
guyed,  uniform  cross  section  steel  tower,  base 
insulated,  complete  with  lighting  equipment. 
Buyer  to  dismantle  and  remove.  Located  Bald- 

win Hills  area,  Los  Angeles.  Make  offer  to: 
Harry  Maizlish,  Room  803,  3440  Wilshire  Boule- 

vard, Los  Angeles  5,  California.  Phone  Dunkirk 5-7421. 

Television  monitors.  The  most  widely  accepted 
in  broadcasting  and  industrial  applications.  De- livered under  several  trade  names.  Tilted  front 
plug-in  construction.  8"— $195.00.  14"— $215.00,  17" 
—$219.00,  21"— $259.00.  Miratel,  Inc.,  1080  Dionne 
St.,  St.  Paul,  Minn. 

WANTED  TO  BUY 

Stations 

Radio  station  wanted  by  principal.  Fast  action. 
Confidence  assured.  Box  766F,  BROADCASTING. 

Equipment 
Exciter  unit  minus  power  supply  from  Federal 
fm  transmitter.  Box  774F,  BROADCASTING. 

One  195'  guyed,  insulated  15"  triangular  Stainless tower  G-15.  Patrick  W.  Larkin,  WDBF,  Delray 
Beach,  Florida. 

Used  WX-2D  field  intensity  meter  and  3  used 
165  foot  guyed  towers.  Contact  Chief  Engineer, 
WFCR,  Fairfax,  Virginia. 

Used  pantagraph  hangers,  Kliegl  or  Century 
16mm  film  projector  for  Ike  or  Vidicon  film 
chain.  Chief  Engineer,  WMVS-TV,  1015  North 
Sixth  Street,  Milwaukee  3,  Wisconsin. 

Transmission  line  dehydrator.  State  make,  model, 
and  price.  WSBA-TV,  York,  Pennsylvania. 

Equipment 
Magnecorder  PT  6  tape  transport,  single  track 
head,  in  good  condition.  Broadcast  Services,  Inc., 
Mart  Bldg.,  El  Paso,  Texas. 

BUSINESS  OPPORTUNITY 

Million  dollar  opportunity,  Half  try:  Gross  mil- 
lion yearly.  Sensational,  new,  copyrighted  ra- 

dio-tv feature.  Terrific  promotion  for  locals. 
Fabulous  money  maker.  Too  big  for  me  alone. 
Offer  on  royalty  to  organization  capable  handling 
entire  United  States.  Box  754F,  BROADCASTING. 

MISCELLANEOUS 

Bingo  Time  U.S.A.  printers  of  personalized  bingo 
game  sheets  for  radio  and  television  programs. 
P.O.  Box  1871,  Hollywood  28,  California. 

INSTRUCTIONS 

F.C.C.  first  phone  preparation  by  correspondence 
or  in  residence  classes.  Our  schools  are  located 
in  Washington,  Hollywood,  and  Seattle.  For 
details,  write:  Grantham  School,  Desk  2,  821 — 
19th  Street.  N.  W..  Washington,  D.  C. 

FCC  first  phone  license  in  six  weeks.  Guaranteed 
instruction  by  master  teacher.  G.I.  approved. 
Phone  FLeetwood  2-2733.  Elkins  Radio  License 
School,  3605  Regent  Drive,  Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st  phone 
license.  5  to  6  weeks.  Reservations  required.  En- 

rolling now  for  classes  starting  October  29, 
January  7,  1959  and  March  4,  1959.  For  informa- 

tion, references  and  reservations  write  Wil- 
liam B.  Ogden  Radio  Operational  Engineering 

School,  1150  West  Olive  Avenue,  Burbank, 
California. 

RADIO 

Help  Wanted 

OPPORTUNITIES 

FOR  4  GOOD  MEN 

(1)  Announcer-Producer  .  .  .  announcing 
ability  important,  production  ability 
paramount.  (2)  Strong  commercial  an- 

nouncer with  ad-lib  ability.  (3)  "Per- 
sonality" specialist  for  general-appeal 

afternoon  show.  (4)  "Gimmick"  writer 
(male)  who  can  produce  clever  commer- 

cial copy  .  .  .  and  also  do  a  good  one- 
hour  broadcast  daily. 
Salaries  commensurate  with  experience 
and  ability,  plus  many  fringe  benefits  not 
found  in  other  stations.  Send  tape  or 
disc,  plus  photo  and  resume,  to:  Ray 
Turner,  Station  Manager, 

WTAR-Radio,  Norfolk,  Virginia 

FOR  SALE 

PENNSYLVANIA  RADIO  STATION 

Long  and  well-established  250  watt  property 

Full  Time  —  major  network  affiliation 

Profitable  and  sizable  market 

Write  Box  635F,  BROADCASTING 

No  Brokers  Involved 
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RADIO FOR  SALE WANTED  TO  BUY 

Situations  Wanted 

BIG  JON  &  SPABKIE 

Stories    songs  drama 
hum  or    nonsense — class 

iiml  Audition 

JON  ARTHUB 
1 1  79  Colgate  Drive,  Pitcairn,  Pa. 

Sales 

0 
i 
i 
i 
i 

i 

6 
6 

NEED  an 
EXCLUSIVE  CHICAGO  REP? 

Do    you    feel    your    NtJtion    is    not    being   sold  <§> 
annressivcly    lo    Chicago    agencies    due    to    the  <§, 
(net    that   yours   is    just   one   of    many   on   your  ^ 
rep's    list?    If    so,    write    me    in    confidence.  ^> 
Thoroughly    experienced    on    the    agency    beat.  <^ 
I    want   to   be  the  exclusive   Chicago   salesman,  <§> 
on    a    fee    basis,    for    5    (no    more)    business-  ̂  
hungry  stations.  Write  Box  771F,  BROAD-  ^ CASTING. 

<§>         <§>  <§><§>  <§>  <§>  <^  <§>  < 

Announcers 

OOOOOOOOOGOQOOUOOOOOQOOQOOOQOO 

o  TOP  TOP-40  MORNING  MAN  q 
FOR  A  TOP  TEN  MARKET 

We  hired  a  high-rated  morning  man  with 

a  most  impressive  "top-40"  station  track record.  A  change  in  our  programming 
policy  put  this  talented  man  in  a  creative 
straight-jacket.  If  you  are  looking  for  a 
zany,  loyal,  hardworking  personality,  we 
will  put  in  a  good  word  for  him  and  he 
in  turn  will  send  you  tapes,  resume  and 
other  supporting  documentation.  Station 
Manager, 

Box  466F,  BROADCASTING 
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TELEVISION 

Help  Wanted 

CAREER  OPPORTUNITY  I 

♦ 
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♦ 
♦ 
♦  FOR  TELEVISION  RESEARCH  AC-  ± 
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COUNT  EXECUTIVE  WITH  A 
FAST-GROWING,  AGGRESSIVE 
RESEARCH  COMPANY. 

We  are  looking  for  a  man  who  has  had 
some  experience  in  the  broadcasting 
field  ...  in  either  a  station,  network, 
agency,  or  sales  representative  firm 
.  .  .  and  who  has  a  working  knowledge 
of  the  agency  uses  of  TV  audience 
measurement. 
After  training,  his  objective  will  be 
to  help  station  and  agency  clients 
make  more  effective  use  of  our  tele- 

vision research  services.  He  should 
be  able  to  work  effectively  with  all 
levels  of  people,  be  noted  for  his  good 
judgment,  and  be  eager  to  accept  re- 

sponsibility; his  age  between  28  and 
50,  and  he  must  be  able  to  start  at  a 
modest  salary. 
This  position  will  locate  in  head- 

quarters or  branch  office  and  involves 
a  reasonable  amount  of  travel  in 
Eastern  states.  A  real  opportunity 
for  the  right  man.  If  interested, 
please  write  and  sell  yourself.  Include 
minimum  salary  requirements. 

Roger  Cooper 
„.     American  Research 

Address:        Bureau,  Inc. 
Beltsville,  Maryland 

! 

t 

Equipment 

ITEMS  FOR  SALE 
2  EA  Gray  model  106-SP  pickup  arms — will take  triple  play  GE  cartridges  .  .  .  less 
pickups. 
New    Cost  S4D.50   EA — For  Sale   2   for  $50 1  EA  Presto  6N  disc  cutter. 
New  Cost   $750— For  Sule  $250 
1  EA   Presto   L-8   disc  recorder. 
N.u    Cost   $306 — For  Sale  $150 
2  EA  Gates  CB-11  turntables  new  motors — 
spindles — Idler  wheels,  W/Gray  106-SP  arms 
&  triple  play  GE  pickups  and  Gray  C02C 
equalizers.  Appearance  not  so  hot.  but  prac- 

tically new  mechanically.  Without  cabinets. 
Niu    Cost  $300   EA  Both   for  $250 
3  EA  remote  amplifiers,  in  current  use  .  .  . 
1 —  Gates   dynamote — perfect. 
\<  »   Cost   $309 — For  Sale  $200 
2 —  Gates  single  channel  remotes  W/SA-78 
amplifiers  .  .  .  These  have  been  modified 
with  Daven  attenuators  for  three  mixing channels. 
For  Sale   $75  EA 
1  EA  Magnecord  PT6-VAHX  (Voyager) OK — in  use. 
New  Cost   $474 — For  Sale  $250 
1  EA  Magnecord  PT6-AH  &  PT6J — -Mr. 
Tape  Recorder — rough,  but  only  needs  ad- 

justing and  new  volume  control  W/Port- able  cases,  ready  to  go  as  is  .  .  .  in  daily 
use  at  present. 
\.-«   Cost   $539— For  Sale  $200 
1  EA  Wooden  file  cabinet. 
New  Cost   $50 — For  Sale  $25 
1  EA  Large  speaker — perfect  for  lobby  or 
auditorium  15"  Jensen  Woofer-Horn 
Tweeter-Crossover — cabinet  can  be  finished 
to  suit  your  decor. 
New  Cost   $350 — For  Sale  $150 
1  EA  2.5  KW  Gas  generator,  fine  for  remote 
pickup  broadcast. 
New  Cost   $500 — For  Sale  $250 
1  EA  110/220  volt  Westinghouse  stepup 
transformer  .  .  .  when  used  with  above 
generator  will  furnish  emergency  power  for 
small  250  watt  station. 
For  Sale   $60 
For  Complete  Details  Write  or  Phone 

Chief  Engineer,  Jack  Garrison WBOF 

Virginia  Beach,  Va. 
GA  8-3434 

Western  Electric  5C  D-94992  AM  5  KW 
Broadcast  transmitter  (has  been  modified  and 
kept  up  to  date)  complete  with  water  cooling, 
power  supplies  and  etc.  Was  operated  until 
June,  complied  with  FCC  regulations  at  end. 
Very  cheap.  Also  lots  of  other  am,  f m,  and  tv 
used  equipment. 

Empire  Steel  &  Wire  Corporation 
15  06  Wesley  Avenue 
Erie,  Pennsylvania 

Phone  86542 — Collect 

TAPE  RECORDERS 
All  Professional  Makes 
New — Used — Trades 

Supplies — Parts — Accessories 
STEFFEN  ELECTRO  ART  CO. 

4401  W.  North  Avenue 
Milwaukee  8,  Wise. 

Uptown  1-8150  TWX:  MI-193 
America's  Tape  Recorder  Specialists 

EMPLOYMENT  SERVICES 

A  Specialized  Service  For 
Managers  Commercial  Managers 
Chief  Engineer         Program  Managers 
CONFIDENTIAL  CONTACT 
NATIONWIDE  SERVICE 

BROADCASTERS  EXECUTIVE  PLACEMENT  SERVICE 
1736  Wisconsin  Ave.,  N.  W. 

Washington  7,  D.  C. 

RADIO— TV— ADVERTISING 
PLACEMENT  SERVICE 

Many  job  availabilities  throughout  the  Southeast 
FREE    REGISTRATION— LARGE  DEMAND 

*  Engineers  for  Radio  &  TV 
*  Salesmen  for  Radio  &  TV 
*  Announcers  *  Combo  men 
*  TV   Production    •    Film  Editors 
PROFESSIONAL  PLACEMENT 
458  PEACHTREE  ARCADE 

ATLANTA,  GEORGIA 
JACKSON  5-4841 

Stations 

WANTED  TO  BUY 

LEASE  OR  MANAGE 

STATIONS 

PAY  OUT  BASIS 

STRONG  SALES  &  PUBLIC  RE- 

LATIONS    EXECUTIVE,  PRO- 
MOTIONAL BACKGROUND, 

with  STAFF,  former  Owner  Radio  Sta- 
tion in  the  East  and  Executive  Man- 

ager I  Til  Station — is  now  available. 
You  will  find  our  arrangements  equi- 

table, mutually  profitable.  Confiden- tial. 

Emanuel  Lazarus  Stone 

Planning  &  Public  Relations 
3220   Hudson   Blvd.,  Jersey  City  6, 

New  Jersey 

Telephone  Swarthmore  5-0201 

INSTRUCTIONS 

Wont  a  TV  or  Radio  Job? 
as  announcer,  writer,  producer? 

The  National  Academy 

of  Broadcasting 

3338  16th  St.  N.W. Washington,  D.  C. 
Trains  and  places 
men  and  women  in 

TOP  JOBS 
New  term  starts  Sept.  29.  Send  for 
folder  and  list  of  positions  available. 

Call  DEcarur  2-5580 

Dollar 

for 

Dollar 

you  can't 
beat  a 

classified  ad 

in  getting 

top-flight 

personnel 
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FOR  THE  RECORD  Continued  from  page  102 

rules  and,  ii  not,  whether  the  provisions  of  rule 
should  be  waived.  Announced  Sept.  3. 

Routine  Roundup 
ACTIONS  ON  MOTIONS 

By  Chairman  John  C.  Doerfer 
on  August  26 

Granted     motions     by  Huntington-Montauk 
Bcstg.  Co.  (WGSM),  Deer  Park,  L.  I.,  N.  Y.,  and 
Broadcast   Bureau   for   corrections    in  various 
respects  of  transcript  of  oral  argument  in  pro- 

ceeding on  am  application  of  Huntington-Mon- tauk. 
By  Commissioner  Robert  E.  Lee  on  August  28 
Granted  petition  by  Broadcast  Bureau  for  ex- tension of  time  to  Sept.  16  to  file  responsive 

pleadings  to  petition  by  WDMG  Inc.,  for  recon- 
sideration and  to  designate  application  of  Fern- 

andina  Beach  Bcstrs.  (WSIZ),  Douglas,  Ga.,  for 
further  hearing. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  dates  shown 

Granted  joint  motion  of  Interlake  Bcstg  Corp. 
and  Mesabi  Western  Corp.,  for  dismissal  of  their 
application  without  prejudice  for  consent  to  as- 

signment of  license  of  KLAN  Kenton,  Wash. 
Action  August  26. 

Granted  petition  by  McLean  County  Bcstg.  Co., 
Bloomington,  111.,  for  dismissal  without  prejudice 
of  its  am  application,  and  remaining  applications 
involved  in  consolidation  are  retained  in  hearing 
status  (Binder-Carter-Durham  Inc.  [WAAM], 
Flint,  Mich.,  et  al.)  Action  August  26. 
Scheduled  oral  argument  for  Sept.  3  at  9:15 

a.m.,  on  petition  by  Bowie-Nocona  Bcstg.  Co., 
to  accept  appearance  filed  late  in  proceeding  on 
am  applications  of  Leavenworth  Bcstg.  Co. 
(KCLO),  Leavenworth,  Kan.,  et  al.  Action 
August  28. 
Granted  petition  by  James  T.  Pyle,  admin- 

istrator of  Civil  Aeronautics,  for  leave  to  inter- 
vene in  the  matter  of  show  cause  order  in 

Albany-Schenectady-Troy-Vail  Mills  proceeding 
as  to  why  Copper  City  Bcstg.  Co.  (ch.  13),  Utica, 
N.  Y.,  should  not  operate  on  ch.  2,  conditioned 
that  his  participation  therein  shall  be  limited  to 
air  hazard  question  which  has  been  raised  with 
reference  to  erection  of  tv  tower  by  Copper 
City  at  location  and  height  specified  in  its  license 
for  station  WKTV.  Action  August  27. 
Granted  petition  by  Joseph  S.  Lodato,  Santa 

Rosa,  N.  M.,  for  changes  in  specified  dates  for 
certain  procedures  in  proceeding  on  his  am  ap- 

plication, et  al.;  following  schedule  will  be  ob- 
served: preliminary  exchange  of  exhibits — Sept. 

22;  final  exchange  of  exhibits — Oct.  6;  notification 
of  witnesses  re  cross-examination — Oct.  15;  com- 

mencement of  formal  hearing — Oct.  20.  Action 
August  27. 

By  Hearing  Examiner  J.  D.  Bond 
on  August  27 

Upon  request  in  motion  by  WGN  Inc.,  and 
upon  examiner's  own  initiative,  ordered  various corrections  to  transcript  in  proceeding  on  am 
applications  of  Capitol  Bcstg.  Co.,  East  Lansing 
Mich.,  and  W.  A.  Pomeroy,  Tawas  City-East 
Tawas,  Mich. 

By  Commissioner  Robert  E.  Lee 
on  August  26 

Granted  petition  by  Jefferson  Radio  Co.,  Iron- 
dale,  Ala.,  for  extension  of  time  to  Sept.  2  to 
oppose  the  motion  by  The  Bessemer  Bcstg.  Co. 
(WBCO),  Bessemer,  Ala.,  for  leave  to  amend 
and  reopen  record  in  proceeding  on  their  am 
applications. 
Granted  petition  by  University  of  Judaism, 

Los  Angeles,  for  extension  of  time  to  Sept.  10  to 
respond  to  pleadings  filed  by  Pacifica  Foundation, 
Pasadena,  both  California,  in  proceeding  on  their 
applications  for  new  educational  fm  stations. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  August  26 

Scheduled  for  hearing  on  dates  shown  follow- 
ing  proceedings:    Application    for    transfer  of 

control   of   Sioux   Empire   Bcstg.    Co.  (KIHO), 
Sioux  Falls,  S.  Dak.  on  Sept.  29. 

By  Hearing  Examiner  Millard  F.  French 
on  August  26 

Continued  further  prehearing  conference  from 
Sept.  15  to  Sept.  24,  and  hearing  from  Sept.  24 
to  Oct.  6  in  proceeding  on  am  application  of 
WLBE  Inc.  (WLBE),  Leesburg-Eustis,  Fla. 

By  Hearing  Examiner  Herbert  Sharfman 
on  August  25 

Granted   motion   by    Star   Bcstg.    Corp.,  for 
various  corrections  to  transcript  in  proceeding 
on  Star's  am  application  and  that  of  Historyland Radio,  both  Fredericksburg,  Va. 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 
Actions  of  August  29 

Granted  licenses  for  following  fm  stations: 
WQMS  Hamilton,  Ohio;  KDWD  San  Diego,  Calif.; 
WONO  Syracuse,  N.  Y. 
KUOW  Seattle,  Wash. — Granted  license  cover- 

ing change  from  non-commercial  educational fm  station  to  fm  station. 
WMBD  Peoria,  111. — Granted  cp  to  install  new 

type  trans.;  remote  control  permitted. 
WJOI  Florence,  Ala. — Granted  cp  to  change 

studio  and  ant.-trans.  location  ad  make  changes 
in  ground  system. 
Ala  Moana  Bcstg.  Co.,  Honolulu,  Hawaii — 

Granted  mod.  of  cp  to  move  ant.-trans.  location 
(no  change  in  address)  and  make  change  in 
ground  system;  condition. 

Broadcasting 

WLNA-FM  Peekskill,  N.  Y.— Granted  mod.  of 
cp  to  make  changes  in  ant.  system;  conditions. 
WCPO-FM  Cincinnati,  Ohio— Granted  mod.  of 

SCA  to  change  type  equipment. 
KATZ   St.   Louis.   Mo. — Granted   extension  of 

completion  date  to  Dec.  1. 
Actions  of  August  28 

KWIL  Albany,  Ore. — Granted  authority  to 
sign-off  at  6  p.m.  for  period  of  6  months  com- 

mencing Sept.  15,  except  for  special  events;  rea- son— economic. 
WAXX  Chippewa  Falls,  Wis.— Granted  author- 

ity to  remain  silent  for  period  ending  Sept.  10; 
reason — building  and  technical  difficulties. 

Actions  of  August  27 
Granted  licenses  for  following  am  stations: 

WCLA  Claxton,  Ga.;  WADA  Shelby,  N.  C; 
WBMK  West  Point,  Ga.;  KGPC  Grafton,  N.  D., 
and  specify  studio  location  and  remote  control 
point;  condition. 
WATH  Athens,  Ohio — Granted  license  to  use 

old  main  trans,  as  aux.  trans,  at  present  location of  main  trans. 
WATH  Athens,  Ohio — Granted  license  covering installation  of  new  trans. 
WBUX  Doylestown,  Pa. — Granted  license  cov- 

ering increase  in  power,  installation  directional 
ant.  (DA-D)  and  new  trans,  and  make  changes 
in  ground  system. 
KCRA  Sacramento,  Calif. — Granted  license  to 

make  changes  in  daytime  directional  ant.  pat- 
tern. WYLD  New  Orleans,  La. — Granted  license  to 
change  ant.-trans.  location,  make  changes  in 
ant.  system  (increase  height)  and  ground  system, 
and  install  new  type  trans. 
WMZK  (FM)  Detroit,  Mich.— Granted  license 

covering  change  of  ERP  and  type  trans. 
KFBK-FM  Sacramento,  Calif.— Granted  license 

covering  change  in  frequency,  ERP,  ant.  height, 
change  in  trans,  and  studio  location  and  ant. 
changes. 
KIRO-FM  Seattle,  Wash.— Granted  license  cov- 

ering change  in  ERP,  ant.  height,  change  trans. - ant.  site  and  ant. 
WSLS-FM  Roanoke,  Va. — Granted  license  cov- 

ering increase  in  ERP,  ant.  height  and  ant. 
WCOL-FM  Columbus,  Ohio— Granted  license 

covering  change  in  ERP,  ant.  height  and  type trans. 
WINZ-FM  Miami,  Fla. — Granted  extension  of 

completion  date  to  Dec.  1. 

Actions  of  August  26 
WSTN  St.  Augustine,  Fla.— Granted  cp  to  make 

changes  in  transmitting  equipment. 
Following  stations  were  granted  remote  con- 

trol authority:  KDOT  (John  L.  Breece)  Reno, 
Nev.;  KGB,  KGB  Inc.,  San  Diego,  Calif.;  WWOL- 
FM  Greater  Erie  Bcstg.  Co.,  Buffalo,  N.  Y.; 
WWOL  Greater  Erie  Bcstg.  Co.,  Buffalo,  N.  Y. 
(main  and  aux.). 
Following  stations  were  granted  extensions  of 

completion  dates  as  shown:  WIRN  Lake  Superior 
Bcstg.  Co.,  Ironwood,  Mich.,  to  3-8-59;  WFBC-TV, 
WMRC  Inc.,  Greenville,  S.  C,  to  11-15;  WSEE 
Great  Lakes  Television  Co.,  Erie,  Pa.,  to  3-15-59. 

Actions  of  August  25 
WPGC  Morningside,  Md. — Granted  license  cov- 

ering increase  in  power,  change  type  trans.,  in- 
stallation DA-D,  make  changes  in  ant.  system, 

change  ant.-trans.  location  and  make  changes  in 
ground  system. 
WGN  Chicago,  111. — Granted  mod.  of  license  to 

operate  aux.  trans,  by  remote  control;  and  mod. 
of  license  to  operate  main  trans,  by  remote 
control. 
WMBD  Peoria,  111. — Granted  mod.  of  license  to 

operate  trans,  by  remote  control,  using  direc- 
tional ant.  day  and  night  (DA-2);  conditions. 

WQIK  Jacksonville,  Fla. — Granted  cp  to  change 
ant.-trans.  location  and  make  changes  in  ant. 
system;  conditions. 
WBAR  Bartow,  Fla. — Granted  cp  to  install  new 

type  trans. WIBG  Philadelphia,  Pa. — Granted  cp  to  install 
new  type  trans,  as  aux.  trans,  daytime  and  as 
alternate  main  trans,  nighttime  at  present  loca- 

tion of  main  trans.;  conditions. 
WMTW-FM  Mt.  Washington,  N.  H.— Granted 

cp  to  increase  ERP  to  49  kw,  ant.  height  to 
3,850  ft.,  and  installation  of  new  type  ant.;  remote 
control  permitted. 
WIBC  Philadelphia,  Pa. — Granted  mod.  of  cp 

to  change  type  trans. 
Following  stations  were  granted  remote  con- 

trol authority:  WGN,  WGN  Inc.,  Chicago,  111.; 
WMAZ-FM  Southeastern  Bcstg.  Co.,  Macon,  Ga. 
WICO  Salisbury,  Md. — Granted  change  of  re- 

mote control  authority. 
Following  stations  were  granted  extensions  of 

completion  dates  as  shown:  WLST  Frank  J.  Rus- 
sell Jr.,  Escanaba,  Mich.,  to  12-1:  WMUB  Presi- 
dent &  Trustees  of  the  Miami  University,  Oxford, 

Ohio,  to  3-24-59;  WJMJ,  WJMJ  Bcstg.  Corp., 
Philadelphia,  Pa.,  to  10-15;  WPGC-FM,  WPGC 
Inc.,  Oakland,  Md.,  to  11-18;  WRWH,  Newsic  Inc., 
Cleveland,  Ga.,  to  9-30;  WABG-TV  Greenwood 
Bcstg.  Co.  Inc.,  Greenwood,  Miss.,  to  3-3-59; 
WRIP,  Jay  Sadow,  Rossville,  Ga.,  to  12-22. 
KRNS  Burns,  Ore. — Granted  extension  of  au- 

thority to  sign-off  at  6:30  p.m.  until  action  is 
taken  on  application  for  specified  hours. 
KCOG  Centerville,  Iowa — Granted  authority  to 

reduce  hours  of  operation  to  13  hours  on  week- 
days (6  a.m.  to  7  p.m.)  including  Saturdays  and 

to  reduce  Sunday  operation  to  9  hours.  90  day 
trial  starting  Sept.  1;  reason — economic. 

Action  of  July  21 
WUFT  Gainesville,  Fla. — Granted  mod.  of  cp 

to  change  ERP  to  vis.  13.8  kw,  aur.  7.41  kw,  ant. 
height  480  ft.,  install  new  trans,  and  make  other 
equipment  changes. 

QUAD  -  CITIES ROCK  ISLAND  •  MOUNE  •  E.  MOLINE  •  DAVENPORT 

now  the  nation's 

4
7
t
h
 

TV  MARKET 

according  to  Television  Age  Magazine 

I     RETAIL  SALES  are  above  the 

national   average.   Rock  Is- 

y     land,  Moline,  East  Moline  are 
I     rated  as  "preferred  cities"  by 
7     Sales  Management  magazine 

y    for  the  first  6  months  of  T958. 

JL    You  too,  can  expect  above- 
average   sales  if   you  BUY 

▼     WHBF-TV  NOW! 

WHBF-TV 
CBS  FOR  THE  QUAD-CITIES 

Scott   County,    Iowa,    Rock    Island   County,  Illinois 

Represented  by  Avery-Knodel,  Inc. 

New  York  and  the 
HOTEL 

New  York's  largest  skyscraper  hotel.  2500 
rooms,  all  with  bath  and  free  radio — tele- 

vision in  many.  Meditation  Chapel  open 
to  all  faiths.  Direct  entrance  to  Pennsyl- 

vania Station.  Facilities  from  100  to  1200 

for  Banquets,  meetings,  etc.  Three  air- 
conditioned  restaurants. 
LAMP  POST  CORNER  .  .  .  COFFEE  HOUSE 

GOLDEN  THREAD  CAFE 
from         Doubleslfrom  $1 1  Suites  from 

JOSEPH  MASSAGLIA  JR.,  President 
CHARLES  W.  COLE,  Gen.  Mgr. 

—   Other  MASSAGLIA  HOTELS  ■' 
SANTA  MONICA.  CALIF.  Hotel  Miramar 
SAN  JOSE,  CALIF.  Hotel  Sainte  Claire 
LONG  BEACH,  CALIF.  Hotel  Wilton 
GALLUP.  N.M.  Hotel  El  Rancho 
ALBUQUERQUE,  Hotel  Franciscan 
DENVER,  COLO.  Hotel  Park  Lane 
WASHINGTON,  D.C.  Hotel  Raleigh 
HARTFORD,  CONN.  Hotel  Bond 
PITTSBURGH,  PA.  Hotel  Sherwyn 
CINCINNATI,  O.  Hotel  Sinton 
NEW  YORK  CITY  Hotel  New  Yorker 
HONOLULU  Hotel  Waikiki  Biltmore 
CHICAGO  MIDWEST  HEADQUARTERS 

BOOKING  OFFICE  200  E.  Walton   DE  7-4344 
BOSTON  OFFICE  60  BOYLSTON  ST.  HU  2-00*0 
— —  World-famed  hotels  

Teletype  service — Family  Plan 
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MONDAY  MEMO 

from    ERNEST  A.  JONES,  president,  MacManus,  John  &  Adams  Inc. 

Commercials  for  television  'specials' 

don't  take  much — just  genius,  guts,  luck 

The  approaching  television  season 
with  its  extreme  concentration  on 

"special"  shows  has  an  entertainment 

potential  unequalled  in  the  medium's brief  history.  And  I  have  great  faith 
that  the  potential  will  be  realized. 

At  this  writing,  the  networks  have 

scheduled  approximately  150  big- 

budget,  high  impact  "specials"  bring- 
ing to  American  viewers  a  glittering 

array  of  talent.  At  the  height  of  the 
season  three  or  four  of  these  entertain- 

ment block-busters  will  be  competing 
for  public  attention  each  week. 

This  competitive  situation,  I  feel,  is 
excellent  for  the  public  and  healthy 

for  the  networks.  However,  for  the  ad- 
vertising agencies,  who  will  invest 

nearly  a  quarter  billion  dollars  for  their 
clients,  the  specials  present  an  intrinsic 

challenge  or,  rather,  a  complex  of  inter- 
related demands. 

With  the  air  filled  with  high-powered 

entertainment  and  with  each  sponsor's 
special  of  necessity  widely  spaced,  how 

can  the  sales  message  obtain  the  mem- 
ory-duration and  depth  it  must  have 

to  achieve  its  purpose? 
Let  us  examine  the  nature  of  the 

special  for  further  definition  of  the 

problem. 
Ideally,  the  special  is  a  sparkling 

blend  of  personality  and  vehicle,  bril- 
liantly executed,  in  sum,  capable  of 

completely  bemusing  the  viewer. 
Surrounded  by  this  brilliance,  the 

ordinary  commercial  may  become  a 

viewing  "blind-spot"  or  a  pallid,  almost 
unnoticed  interruption. 

Another  inherent  quality  of  the  spe- 
cial is  its  infrequency.  There  is — and 

economically  must  be — considerable 
time  lag  between  such  shows.  Here  is 
further  challenge  to  the  agency. 

Thus  we  see  that  commercials  for 

a  special  show  not  only  compete  for 

the  public's  attention  as  must  all  ad- 
vertisements, but  should  also  stand  out 

against  the  brilliance  of  the  show  itself. 
And  they  must  achieve  a  memorability 
bridging  the  lengthy  interval  until  the 

sponsor's  next  presentation. 
Most  weekly  shows  obtain  a  certain 

measure  of  memorability  for  their  prod- 
ucts by  commercial  repetition.  Special- 

show  commercials  cannot  substitute 

repetition  for  brilliance.  They  must 

score  on  their  first — and  only — viewing, 
or  they  have  failed  in  their  purpose 

of  selling  or  of  creating  a  buying  dis- 
position. 

Is  there  an  answer?  How  can  the 

agency  entrusted  with  the  commercial 
creation   reach   a  certainty  that  the 

sponsor's  message  will  not  be  dimmed 
by  the  glitter  of  the  vehicle  itself,  but 
will  be  remembered  with  warmth  and 

appreciation? 
At  MacManus,  John  &  Adams  Inc., 

we  believe  the  answer  is  the  special 

commercial — custom  tailored  in  tempo 
and  tone  to  the  show  itself. 

Certainly,  I  do  not  mean  the  creaky 

old  "integrated"  bit.  In  a  Western 
special  put  a  cowboy  suit  on  your  an- 

nouncer, sit  him  on  a  prop  corral  fence 
and  have  him  drawl  the  pitch. 

To  us  the  special  commercial  is  much, 

much  more  than  "integration."  For instance: 

Remember  Victor  Borge  and  his 
snow-covered  Pontiac?  With  his  wife 

and  brother-in-law  inside?  Or,  Phil  Sil- 
vers discovering  that  the  banner  his 

cousin  painted  spells  P-O-T-N-A-C?  Or, 
the  marvelous  marriage  of  Irving  Berlin 

music  and  commercial  lyrics  in  "Annie 

Get  Your  Gun"? Remember  them?  Many  people  ap- 
parently do,  although  those  commercials 

and  others  like  them  have  been  in  our 

film  files  for  nearly  a  year  now.  Last 
season  when  they  made  their  first  and 

only  television  appearances,  the  recep- 
tion in  the  form  of  letters,  both  to  the 

networks  and  to  Pontiac  was  remark- 
able and,  we  are  told,  unprecedented. 

Syndicated  critics,  both  newspaper 
and  magazine,  broke  with  tradition  to 
favorably  mention  commercials  and 

the  sponsor.  And  we  still  receive  re- 
quests for  the  film  from  interested 

groups. I  believe  it  is  safe  to  say  they  have 
demonstrated  memorability.  Right  now 
the  MJ&A  television  department  is  at 

work  on  special  commercials  for  the 
new  series  of  Pontiac  shows  opening 

October  15 — commercials  we  hope  will 

equal  or  surpass  last  year's. 
It  has  been  our  experience  at  MJ&A 

that  special  commercials  must  have 
special  handling  from  the  moment  the 
basic  idea  emerges.  They  call  for 

specialized  thinking  by  rather  special 

people  (hacks  constitutionally  are  un- 
able to  think  in  unorthodox  fashion). 

And  unorthodox  the  idea  and  the  treat- 
ment must  be  if  it  is  to  be  remembered 

beyond  the  closing  credits. 
Special  commercials  sometimes  call 

for  a  special  budget — although  those  I 
have  mentioned  were  brought  in  at 

average  cost.  But,  whatever  the  cost 
— within  reason,  that  is — they  are  worth 

every  dollar  when  successful,  validat- 
ing the  entire  investment. 

And  the  special  commercial  calls  for 

a  particular  empathy,  sympatico,  good- 
feeling — call  it  what  you  will — between 
the  star,  the  agency  and  the  client.  This 
state  is  difficult  to  define,  but  you  are 
well  aware  when  you  do  not  have  it. 

Most  important  area  of  all,  of  course, 

is  the  client.  Does  he  have  the  inclina- 
tion to  participate  with  very  blue  chips? 

Does  he  have  a  venturesome  confidence 

in  his  agency?  And  does  the  agency 

itself  have  the  courage  of  its  convic- 
tions and  the  creative  strength  to  make 

them  come  true? 

When  the  answer  to  these  questions 

is  affirmative,  and  if,  as  Ernest  Heming- 

way once  put  it,  "The  luck  she  is  going 

very  good,"  then  very  little  remains 
except  hard  work. 

And  of  hard  work  there  is  rarely  a 
scarcity,  as  you  will  perhaps  agree. 

Ernest  Albin  Jones,  b.  Jamestown,  N.  Y.,  June  18, 

1915.  B.A.,  U.  of  Michigan,  '38.  First  "advertising  job": 
as  college  band  manager,  converted  a  musical  salute  to 

Ohio  State  from  BUCK-I  to  BUICK  for  visiting  Gen- 
eral Motors  brass,  a  fact  recalled  to  this  day  by  Harlow 

Curtice,  then  Buick  general  manager.  Upon  graduation 
became  ad  manager,  Polish  Daily  News,  Detroit;  in 
February  1939  joined  MJ&A  as  production  assistant, 
promoted  in  1941  to  Dow  Chemical  Co.  account  executive;  in  1945  to  Pontiac 
account  executive;  in  1950  to  vice  president  and  manager  of  New  York  office; 
returned  in  1953  to  Bloomfield  Hills  as  executive  vice  president,  named  president 

in  1955.  Married  in  1939  to  former  Marian  Wellman,  Mr.  Jones'  family  includes 
five  children — Biff,  16;  Christine,  11;  Stephen,  8;  Janet,  6,  and  Mark,  4 — and 
resides  in  Bloomfield  Hills. 

Broadcasting September  8,  1958    •    Page  109 



EDITORIALS 

Quizzical 

IT  is  not  surprising  that  the  newspapers  are  having  a  field  day  with 

all  the  charges  and  insinuations  that  are  being  batted  back  and 

forth  in  the  current  quiz  show  "scandal." 

Perhaps  television  is  lucky  that  some  such  episode  didn't  come 
sooner.  It's  also  conceivable  that  television  is  lucky  to  have  the 

episode  come  now  instead  of  later.  For  whether  any  given  quiz 

show  is  rigged  or  not.  this  bright  glare  of  publicity  should  also 

illuminate  two  points  that  are  so  obvious  that  broadcasters  may 
have  tended  to  take  them  for  granted. 

First  is  the  need  to  be  circumspect — not  just  cursorily  attentive, 

but  actively,  aggressively  proper.  Any  bobble  is  going  to  be  magni- 
fied out  of  proportion,  just  as  the  newspapers  are  blowing  up  the 

to-do  over  quiz  shows.  Beyond  that,  the  incident  emphasizes  the 
fundamental  need  for  broadcasters  to  take  responsibility  for  the 

programs  they  broadcast. 

The  fact  that  a  show  is  owned  and/or  produced  by  an  inde- 
pendent packager  does  not  absolve  the  network  or  station  of  its 

responsibility  in  carrying  the  program. 

Getting  to  the  key  question  in  the  investigation,  it  would  be 

naive  to  think  that  producers  of  quiz  programs  do  not  take  pains 

to  pick,  and  would  like  to  keep,  contestants  who  are  audience- 
builders.  Moreover  it  is  possible  to  favor  one  contestant  over 

another  in  little  ways  far  short  of  furnishing  questions  or  answers 
in  advance,  and  no  doubt  this  has  been  done  on  occasion. 

But  the  producers  themselves  would  be  unbelievably  naive  to 
think  that  the  audiences — at  least  till  now — have  not  watched  in  the 
belief  that  the  contests  are  on  the  level.  They  must  know,  too,  that 
viewers  would  not  be  apt  to  watch  with  such  ardor  if  they  knew 

a  quiz  was  rigged.  Hence  to  rig  one  would  be  to  risk  disillusioning 

and  alienating  the  audience  and,  whether  it's  illegal  or  not,  would 
show  incredibly  poor  business  judgment. 

The  Hardest  Sell:  Self-Help 

VACATION  season  is  over.  The  sound  of  the  gavel  supplants  the 

splash  of  the  surf. 

NAB  fall  conferences  get  under  way  next  week.  State  meetings 

are  upcoming  everywhere.  The  Radio  Advertising  Bureau  and  Tele- 
vision Bureau  of  Advertising  have  scheduled  clinics  and  meetings. 

And  the  various  city  radio-tv  clubs  and  societies  return  to  normal 
luncheon  procedures  after  the  normal  summer  hiatus. 

There's  plenty  to  talk  about.  Almost  everybody  learns  something 
at  these  meetings.  They're  far  better  than  they  used  to  be,  although 
even  more  streamlining  and  consolidating  is  desirable.  Broadcasters 

benefit  from  the  interchanges,  and  so  do  broadcasting's  immediate 
customers  among  advertisers  and  agencies. 

But  what  about  the  customers  of  the  advertisers — the  listening 
and  viewing  public?  Patently,  anything  that  helps  the  broadcaster 
logically  inures  to  the  benefit  of  the  consumer.  Yet  he  seems  to  be 
the  forgotten  man  on  most  of  the  meeting  agendas. 

The  complaint  often  made — and  with  validity — is  that  broad- 
casters, who  do  a  magnificent  job  of  selling  the  potency  of  their 

media  to  others,  have  never  really  sold  themselves. 

Obviously,  there's  a  nuts  and  bolts  job  to  be  done.  Both  radio 
and  tv  need  it;  tv  perhaps  more  than  radio.  Fundamentally,  the 

fight  is  over  the  advertising  dollar.  If  broadcasters  can  effectively 
sell  for  others,  why  not  for  themselves?  Two  tv  stations  recently 

reported  [Editorials,  Aug.  4]  that  they  found  on-the-air  promotion 
more  effective  for  audience  development  than  use  of  display  space 
in  their  local  newspapers.  One  tv  station  buys  spots  on  two  radio 
stations  in  its  market  for  the  same  purpose. 

C.  Wrede  Petersmeyer,  the  energetic  head  of  the  Corinthian  sta- 
tions, has  proposed  to  the  NAB  tv  board  of  which  he  is  a  member 

that  NAB  and  TvB  get  together  on  a  promotion  campaign  for  tv,  on 
tv.  He  believes  $100,000  judiciously  spent  for  a  professional  cam- 

paign of  filmed  "commercials"  would  sell  the  medium  as  no  other 
promotion  could.  He  regards  such  a  campaign  articulating  the 
values  of  tv  as  a  pressing  and  immediate  need.  And  he  is  joined 
in  this  view  by  other  tv  leaders.  To  date  an  ad  hoc  committee  is 

studying  the  idea.  Mr.  Petersmeyer  wanted  it  to  get  under  way  last 

April — in  time  for  the  buying  season  now  upon  us. 
Tv  broadcasters  are  the  TvB  and  something  akin  to  an  undivided 

half  of  the  NAB.  Radio  broadcasters  are  the  RAB  and  have  a  simi- 
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Drawn  for  BROADCASTING  by   Sid  Hlx 

"Look,  Al.  First  time  on  tv — a  liquor  commercial." 

lar  proprietary  relationship  with  NAB.  It  is  their  money  and  their 
right  to  call  the  shots. 

At  all  these  meetings  upcoming  certainly  the  pros  (we  can't  con- 
ceive of  any  cons)  of  self-promotion  and  perhaps  cross-pollination 

between  radio  and  tv,  deserve  highlighted  billing — and  action.  Ex- 
pertly contrived  on-the-air  spot  campaigns  are  bound  to  sell  the 

virtues  of  broadcasting  just  as  they  sell  goods  for  advertisers. 
The  organizations  are  there.  The  time  is  there.  The  money  is 

there,  or  easily  raised.  All  that's  needed  is  organized  action. 

Double  Play 

TT  is  now  clear  that  professional  baseball  is  determined  to  obtain 
A  the  legal  means  of  conspiring  to  install  itself  as  the  first  main 
attraction,  indeed  the  motivating  force,  of  subscription  television. 

As  reported  in  this  publication  over  the  past  two  months,  the 
moguls  of  baseball  almost  succeeded  in  beguiling  the  85th  Congress 

into  passing  a  law  exempting  them  from  antitrust  prosecution.  If 
their  lobbying — as  skillful  and  intense  as  any  in  recent  legislative 
history — had  prevailed,  the  club  owners  would  have  been  free  to 
withhold  all  games  from  tv  until  a  pay  system  came  along. 

Subscription  television,  in  the  belief  of  the  baseball  trust,  offers 

the  biggest  money-making  opportunity  for  baseball  since  the  dis- 
covery of  Babe  Ruth.  As  authority  for  the  eagerness  with  which 

the  club  owners  anticipate  the  arrival  of  pay  tv,  we  quote  Paul 
McNamara,  vice  president  of  International  Telemeter,  a  leading 

pay  tv  promoter.  In  a  letter  to  Rep.  Emanuel  Celler  (D-N.Y.),  a  foe 
of  subscription  tv  and  of  the  proposal  to  liberate  baseball  from  the 
antitrust  laws,  Mr.  McNamara  acknowledged  that  officials  of  both 
big  leagues  had  assured  him  they  wanted  subscription  television. 

Mr.  McNamara's  letter  to  Mr.  Celler  [Government,  Aug.  25] 
confirmed  what  until  then  was  only  a  logical  suspicion  of  a  con- 

spiracy between  baseball  and  subscription  tv.  The  suspicion  had 
been  based  on  such  perhaps  circumstantial  evidence  as  the  fact 
that  Paul  Porter,  attorney  for  baseball,  is  also  the  attorney  for 
International  Telemeter. 

But  the  connection  of  baseball  and  pay  tv  is  now  a  matter  of 

record.  Together,  they  constitute  a  powerful  lobby  with  great  in- 
fluence at  its  command. 

Not  the  least  of  that  influence  comes  from  the  emotionalism 

which  the  U.  S.  public  and  its  elected  representatives  attach  to  the 

"national  sport."  Not  giving  baseball  what  it  wants  is,  to  a  good 
many  fans,  like  not  giving  milk  to  a  baby.  The  baseball-pay  tv 
interests  will  trade  on  that  emotional  appeal.  At  the  next  Congress 
they  will  go  to  bat  again.  Meanwhile,  free  television  cannot  afford 

to  sit  idle.  The  true  purposes  of  baseball's  legislative  gambit  must 
be  made  clear  to  those  who  will  sit  in  the  86th  Congress. 

The  more  the  leagues  and  club  owners  maneuver  around  Wash- 
ington, the  less  claim  they  have  to  be  engaged  in  a  clean-cut,  ail- 

American  game.  To  judge  by  its  present  aspirations  and  activities, 
if  baseball  is  a  sport,  so  is  the  Mafia. 
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For  fuller  market  baskets 

at  the  check-out 

Join  NBC  Radio's  giant  autumn  pro- 

motion. OLD  FASHION  FEASTS-with 

modern  trimmings. 

Now  ...  A  broad-scale  network  radio  editorial 

drive  to  build  more  sales  for  retailers  and  manu- 
facturers. On  Monday,  October  20th,  NBC  Radio 

Network  and  its  200  affiliated  stations  launch  a 
6-week  EDITORIAL  campaign  to  start  more 

American  families  eating  three  complete  bal- 

anced meals  a  day.  It's  another  step  in  the  de- 
veloping association  of  NBC  Radio  and  the  food 

industry,  following  up  the  successful  "Summer- 
time Is  Outdoor  Eating  Time"  campaign,  and 

NBC's  broadcasts  of  the  food  industry  story. 
7  Days  a  Week,  'round  the  clock,  a  saturation 

campaign  of  special  features  and  announcements 
will  be  reminding  listeners  that  Old  Fashioned 

Feasts  are  easy  to  prepare.  With  modern  "built- 
in  maid  service"  and  appliances  that  baby-sit, 
housewives  today  can  win  handily  the  same 
praise  mother  used  to  gain  the  hard  way. 

Morning,  Noon,  and  Night,  NBC  Radio  pro- 
grams like  BANDSTAND,  and  MONITOR  and 

NIGHTLINE  will  provide  entertaining  features 

on  serving  full  meals  integrated  into  the  pro- 

grams themselves.  NBC  Radio's  top  entertainers, 
all  its  promotional  facilities  and  those  of  the  200 
NBC  Radio  affiliates  will  be  behind  this  tremen- 

dous 'Old  Fashioned  Feasts'  sales  push.  And  it's 
timed  to  the  season,  when  listeners  are  in  the 
mood  for  family  dining. 

Heartier  meals  . . .  fuller  shopping  baskets  . . . 

bigger  profits  for  you! 
FOOD  STORE  RETAILERS:  How  many  baskets  in 

your  markets  reach  the  check-out  counter  half 

empty?  Take  advantage  of  the  response  this  full- 
scale  NBC  Radio  campaign  will  generate  . . .  tie- 
in  and  march  those  shoppers  to  YOUR  stores. 
Contact  your  local  NBC  Radio  affiliate. 

MANUFACTURERS:  No  other  food  promotion  in 

media  history  offers  these  advantages  . . .  power- 
ful editorial  backdrop,  tested  national-local  strat- 

egy, complete  merchandising  campaigns.  Call 
your  NBC  Radio  Network  representative  for  the 

eye-opening  details. 

If  you  want  to  go  LOCAL,  go  NATIONAL. ■go 

BC  RADIO 



This  is  the  Piedmoiif 

m^»tr^5  Crescent 

Vast  IMew  UrbaM/Con^plex 

(defined  by  the  Ford  Foundation) 

dominated  by  wfmy-tv 

Just  what  is  this  area  .  ...  this  Piedmont  Industrial  Crescent?  Defined  by 

the  Ford  Foundation,  it  is  a  vast  "area  Laboratory,"  stretching  across 

North  Carolina's  fertiJe  Industrial  Piedmont.  It  is  more,  too.  Ipis  a 
llllino,,  urban  complex  engaged  in  unsurpassed  growth  patterns  of  manufacturing, 

distribution  and  marketing.  Strategically  centered  at  the  hub  of  this  massive 

urban  market  is  WFMY-TV,  the  most  powerful  selling  influence,  by  far. 

North  Carolina's  INTJERURBIA 

At  the  very  axis  of  the  CRESCENT  lies  INTERURBIA  .  .  . 

the  largest  metropolitan  market  in  the  two  C&WKitas, 

INTERURBIA  plus  the  Piedmont  CRESCENT  where  more  than 

two  million  people  are  sold  by  WFMY-TV.  * 

GREENSBORO,    N.  C 

Represented  by:  Harrington,  Righter&  Parsons,  Inc.  •  New  York  •  Chicago  •  San  Francisco  •  Atlanta  •  Boston 
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THE      BUSINESSWEEKLY      OF      TELEVISION      AND  RADIO 

New  bank  roll  in  radio-tv:  Jacobs  Co.  buys  Mutual 

Tales  of  two  buyers:  Pepsi's  radio,  Manhattan's  tv 

Latest  fever  readings  on  broadcast  editorials 

Ch.  10's  back — and  this  time  the  judge  is  challenged 

anytime  is  listening  time,. . and  radio  goes  everywhere ! 

However  they  go,  Americans  on  the  go  depend  on  Radio  for 

news,  sports,  weather  and  entertainment.  Only  Radio  can 

keep  up  with  them  and  only  Radio  can  do  a  consistent  job  of 

selling  them.  That's  one  reason  so  many  major  advertisers 
are  putting  major  portions  of  their  budgets  in  Spot  Radio. 

Radio  Division 

EDWARD  RETRY  &  CO.,  INC. 

the  original  station  representative 

New  York  •  Chicago  •  Atlanta  •  Boston  •  Dallas  •  Detroit  •  Los  Angeles  •  San  Francisco  •  St.  Louis 



Ladies  and  gentlemen, 

we  are 

inordinately  proud . . . 

)resent  one  of  the  brightest  names  in  all  the  incandescent  This  month  on  KCOP,  Mr.  Jessel  brings  to  Southern  California 

shovvbusiness :  a  man  whose  nimble  tongue  and  wit  television  a  program  that  permits  his  doing  the  thing  he  does 

have  entertained  three  generations;  a  man  proclaimed  by  one  best:  talk.  Talk  of  his  50  years  as  an  international  entertainer, 

of  our  nation's  Presidents  as  "Toastmaster  General  of  the  Talk  with  his  famous  guests . . .  Burns,  Benny,  Cantor,  et  al. 

United  States". .  .probably  the  most  sought-after  Master  of  And  talk,  in  retrospect,  of  the  people  and  events-political  and 
Ceremonies  in  the  world  today. . .  Mister  George  Jessel!  theatrical-that  few  men  know  so  well  as  George  Jessel. 

George  Jessel's  Show  •  Tuesdays  &  Thursdays  •  8: 30  to  10  pm 

1000  N.  Cahuenga.  Hollywood  38  •  Represented  nationally  by  Edward  Petry  &  Co..  Inc. 



ltat  Counts! 

WJIMTV 

Strategically   located    to   exclusively  serve 

LANSING....  FLINT....  JACKSON 

Basic 

NBC.  . ABC 

\ 

Represented   by   the   P.G.W.  Colonel 
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OUTSTAN  Dl  l\l 

The  America's  Cup  race  is  outstanding  as  a 

sailing  classic.  Equally  outstanding  in  its  field  is 

WGAL-TV's  unique  multi-city  coverage  which  costs 

you  less  by  far  than  single-city  coverage.  Pioneer 

Channel  8  station  WGAL-TV  is  first  with  viewers 

in  Lancaster,  Harrisburg,  York,  as  well  as  in 

numerous  other  cities  including:  Gettysburg,  Hanover, 

Lebanon,  Chambersburg,  Carlisle,  Lewistown. 

CHANNEL  8-Lancaster,  P 
NBC  and  CBS 

STEINMAN  STATION  •  Clair  McCollough,  Pres 

Representative:  The  MEEKER  Company,  Inc.  •   New  York  .   Chicago  •   Los  Angeles  •   San  Francisci 



closed  circuit 

IKE'S  SPECTRUM  STUDY  •  President 
Eisenhower  will  name  his  own  five-man 
commission  to  take  inventory  of  spectrum 

to  determine  whether  more  equitable  dis- 
tribution of  frequencies  as  between  gov- 

ernment and  private  users  can  be  evolved 

without  causing  economic  upheaval.  Com- 
mission, which  would  be  instructed  to  re- 

port to  White  House  within  six  months, 
according  to  high  authority,  may  be  named 
within  fortnight.  It  would  be  substitute 
for  high  level  commission  proposed  in 
Potter  Resolution,  which  was  killed  at  end 

of  last  session  when  White  House-OCDM 

amendments  were  proposed  that,  in  judg- 
ment of  many  broadcasters,  turned  around 

intent  and  emasculated  original  version. 
• 

Conclusion  by  President  to  name  his 

own  commission  stems  from  series  of  con- 
ferences at  White  House,  including  Presi- 

dential-Cabinet session.  Names  already  are 
under  consideration  and  presumably  await 

clearance.  Of  five,  it's  likely  that  two  will 
represent  military  (in  persons  of  retired 
communications  officers);  other  three 

would  include  at  least  two  outstanding  en- 
gineer-scientists. Chairman  would  be  in- 

dividual of  commanding  stature — someone 
like  Dr.  Vannevar  Bush.  Two  former  FCC 

commissioners — George  E.  Sterling  and 
E.  M.  Webster,  both  engineers — reported- 

ly are  among  those  under  consideration. 
• 

WHEELER-DEALER  •  What  did  Ar- 
mand  Hammer  sell  when  he  sold  Mutual 

last  week  to  Detroit-based  industrial  com- 

bine (story,  page  27)?  Here's  inside  story. 
Dr.  Hammer  owned  10%  of  Mutual  stock, 

which  he  got  for  putting  up  some  10% 

of  $550,000  with  which  he  and  two  Cali- 
fornia business  associates  bought  Mutual 

from  RKO  Teleradio  year  ago.  His  two 
associates,  who  put  up  rest  of  money, 
owned  40%.  Other  50%  had  been  held 

in  escrow  under  option  to  five  others — 
Paul  Roberts,  who  engineered  RKO  deal 
and  managed  network  after  Hammer 
group  bought  it,  A.  A.  Schechter,  onetime 
Mutual  news  vice  president;  Frieda  B. 

Hennock,  ex-FCC  commissioner;  Bert 
Hauser,  longtime  Mutual  sales  executive, 
and  Harold  Seligson,  New  York  attorney. 
Escrow  stock  was  voted  by  Dr.  Hammer. 
For  next  chapter  see  below. 

• 

Early  this  year  Dr.  Hammer,  voting  his 
own  10%  plus  50%  in  escrow,  voted 
Roberts  group  out  of  Mutual  management 
and  took  personal  command.  He  then 
bought  options  on  their  options,  at  token 
price,  and  got  his  two  California  associates 
to  agree  to  sell  their  40%  to  appropriate 

buyer.  At  week's  end,  five-member  Roberts 
group  had  not  been  informed  of  terms  of 

sale  to  new  owners  and  didn't  know  what, 
if  anything,  they  stood  to  gain  from  it  be- 

yond modest  price  Dr.  Hammer  had  paid 
for  options  on  their  options.  Reportedly 

Dr.  Hammer  and  his  two  California  as- 
sociates got  their  money  back  and  perhaps 

more. 
• 

UPS  AND  DOWNS  •  Post-quiz-probe 
multi-city  network  Trendexes,  to  be  pub- 

lished this  week,  will  show  zig-zag  pat- 
tern for  some  of  top  quiz  shows  in  relation 

to  their  standings  immediately  pre-probe. 
Example:  Among  nighttime  programs,  de- 

parting $64,000  Challenge  had  risen  in 
share  of  audience  from  33.5  in  August  to 

34.1  in  September,  and  Tic-Tac-Dough' s 
share  rose  from  32.9  to  37.1.  But  night- 

time Twenty-One  dropped  from  34.2  to 
32,  Haggis  Baggis  from  41.9  to  34.5,  Bid 
and  Buy  from  33.4  to  30.2,  and  Price  is 
Right  from  41.7  to  33.1  (though  daytime 

Price's  share  rose  from  61.6  to  66.4).  Day- 
time gainers  aside  from  Price  included 

Treasure  Hunt  (37.2  to  43)  and  Haggis 
(18.9  to  27.5),  while  among  losers  were 

Big  Payoff  (32.4  to  29.1),  Do-Re-Mi  (40.2 
to  38.7)  and  Tic-Tac-Dough  (44.2  to  30.3). 

• 

Slippage  indicated  for  nighttime  Price  Is 

Right  and  boost  for  nighttime  Tic-Tac- 
Dough  in  multi-city  network  Trendex  (see 

above)  was  reflected,  too,  in  ARB's  Arbi- tron  New  York  local  ratings  Thursday 

night.  Records  showed  Friday  that  Tic- 
Tac's  New  York  Arbitron  was  6.9  as  com- 

pared to  4.5  preceding  .week  while  Price's 
was  10.4  against  11.2  week  before. 

• 

STOP  LIGHT  •  Extent  to  which  FCC  is 
conscious  of  activities  of  House  Oversight 

Committee  is  indicated  in  Commission's 
post-recess  actions.  Even  on  routine  li- 

cense renewals,  FCC  is  withholding  action 

if  station  had  been  mentioned  in  any  man- 

ner in  Oversight  proceedings  of  last  ses- 
sion. Presumably  action  will  be  taken  only 

after  Harris  Committee  hearing  record 
has  been  checked  out  to  ascertain  that 

there  are  no  loose  ends  which  might  make 
renewal  untimely  or  embarrassing. 

• 

United  Artists  Television  Inc.,  out  to 

become  one  of  kingpins  in  tv  film  produc- 
tion, is  understood  to  be  planning  three 

more  tv  film  series  before  end  of  year — 
raising  its  committed  outlays  to  approxi- 

mately $9  million  of  capitalization  of  in- 
dependent tv  film  producers.  Already 

among  them:  Fletcher  Markle,  Kirk 

Douglas,  Dennis  O'Keefe,  Keenan  Wynn 
(see  story,  page  44).  Though  it  has  yet  to 

sign  its  first  sponsor,  UA-TV  is  foregoing 
pilots  and  going  all-out  for  39  programs 
at  time. 

• 

EARLY  WARNING  •  With  international 

crises  warming  up,  some  civil  defense  of- 
ficials at  state  level  are  beginning  to  chafe 

at  what  they  consider  FCC  bottleneck  in 

achieving  full  implementation  of  Conel- 
rad  installation  and  widescale  national 

test  to  determine  areas  in  which  govern- 

ment may  have  to  install  its  own  satellites 
to  reach  people  in  emergency.  Radio  is 
principal  key  in  entire  CD  operation  and 
defense  officials  are  letting  it  be  known 
they  will  even  seek  government  money  to 
help  broadcasters  get  vital  job  done.  FCC 
Defense  Comr.  Robert  E.  Lee  is  slated 

for  ear-burning  session  this  week  during 
defense  meetings  with  state  officials. 

• 

"Executive  reserve"  for  FCC,  compris- 
ing communications  experts  who  would 

sit  in  for  FCC  in  event  of  national  emer- 
gency and  deployment  of  Commission  and 

staff  to  unspecified  area  where  seat  of 
government  would  be  maintained,  has  been 
virtually  completed.  FCC  Comr.  Robert  E. 

Lee,  Defense  Commissioner,  has  been  I 
recruiting  group  for  several  months  and  I 
number  of  them  participated  in  recent 

"Operation  Alert." • 

ACQUIRER  •  National  Telefilm  Assoc., 
New  York,  is  understood  to  have  com- 

pleted transactions  for  acquisition  of  Tele- 
studios  Inc.,  also  New  York  [Special  Re- 

port, Sept.  8]  and  take-over  probably  will 
be  announced  Wednesday  (Sept.  17).  Tim- 

ing coincides  with  radio  &  television  ex- 
ecutives society  session  on  videotape,  I 

which  will  be  held  at  Telestudios'  head- 
quarters. Company  active  in  production 

of  tape  commercials  and  programs. 
• 

New  York  Local  1212  of  International  I 
Brotherhood  of  Electrical  Workers,  which 
is  in  throes  of  internecine  battle,  involving 

administrative  staff  and  many  rank-and-file 
members  (see  story,  page  76),  may  be 

headed  for  more  difficulty  this  week.  Local 
negotiating  new  contract  with  WINS  New 

York  and  negotiators  said  to  be  "far  apart" 
on  issue  of  assignment  of  personnel.  Pres- 

ent pact  expires  tonight  (Sept.  15). 
• 

RADIO  IN  DEPTH  •  What  are  major 
factors  in  establishing  strong  loyalty  1o 

and  "believability"  for  radio  stations?  In 
what  ways  and  to  what  extent  do  stations 
become  integral  parts  of  daily  living  pat- 

terns in  their  communities?  These  are 

principal  points  understood  to  be  covered 
in  special  depth  studies,  described  as 

"radically  different"  approach  to  station 
research  and  designed  to  help  agencies 

and  advertisers  evaluate  radio  more  basi- 
cally, that  have  been  carried  on  for  several 

months  by  John  Blair  &  Co.  under  super- 
vision of  vice  president  and  research  direc- 

tor Ward  Dorrell.  Report  and  preliminary 
tabulations  are  due  for  unveiling  this 
week. 

• 

Tv  deintermixture  and  day  timer-clear 
channel  case  were  given  top  priorities  by 

FCC  in  instructions  to  staff  at  special  meet- 
ing last  Monday  [Closed  Circuit,  Sept. 

8].  FCC  outlined  various  alternatives  to 
be  considered  in  tv  allocations  problem. 
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From  this  point  the  giant 
missile  manufactured  by 

Chrysler  Corporation  is 

shipped  by  air  to  a  test  site 
on  the  Florida  Coast. 

"SAGEBRUSH  SHORTY" 

"Detroit's  favorite  Kiddie  Star" 

Sagebrush  Shorty  completely  dominates  his  competition 

seven  days  a  week,  (Monday  through  Friday  8:45  AM  to 

9:25  AM)  (Saturday  10:30  AM  to  11:00  AM)  (Sunday 

11:00  AM  to  12  Noon)  Chatting  with  his  small  fry  guests, 

spinning  yarns  and  presenting  Top  Cartoons  in  the  1,900,000 

TV  homes  served  by  WJBK-TV. 

Represented  by  THE  KATZ  AGENCY,  Inc. 

One  in  a  series  of  local  personalities  and  features 
complementing  the  fine  CBS  Program  lineup,  that 
make  WJBK-TV  a  vital  force  in  Detroit. 

100,000  Watts  •  Full  color  facilities 
Video  Tape  facilities 

■■■I 

mm 

Famous  on  the  local  scene 

Television. 

WJBK-TV  WAGA-TV  WSPD-TV  WJW-TV 
Detroit  Atlanta  Toledo  Cleveland 

National  Sales  Offices :  625  Madison  Ave.,  New  York  22  •  230  N.  Michigan  Ave.,  Chicago  1 



THE  WEEK  IN  BRIEF 

Mutual  Network  Sold — Detroit  industrial  complex  that 
bought  Hal  Roach  Studios  three  months  ago  buys  MBS  for 

$2  million,  announces  plans  to  acquire  limit-of-radio-tv  sta- 
tions.  Page  27. 

Pepsi's  Very  'Sociable'  With  Radio — Love-match  with  all 
four  networks  finds  Pepsi  spending  10  million  nickels  in 

unique  14-week  saturation  drive.  Page  28. 

Who's  Got  Bon  Ami? — Two  agencies  both  claim  they  service 
the  same  client,  but  the  client  only  recognizes  one.  Page  30. 

The  Whole  Cloth — Manhattan  Shirt  Co.  bets  bundle  on  $3 
million  tv  allocations  (time,  talent,  publicity),  its  first  major 

broadcast  buy  of  101-year-old  firm — and  hopes  to  hit  the 
sales  jackpot.  Page  30. 

Marriage  &  Divorce — All's  not  quiet  on  the  agency  front 
as  new  mergers  continue  to  unfold  while  other  shops  split 
up.  Page  32. 

Piper  Plays  an  L&M  Tune — Liggett  &  Myers  products  to 
showcase  their  varied  fall  program  offers  in  special  NBC-TV 
program,  The  Pied  Piper.  Page  32. 

Spot  Radio  Program  Buyers — Some  20%  of  spot  radio 
users  buy  programs  as  well  as  spot  announcements,  RAB 

study  finds.  Top  20  program  buyers  and  their  favored  pro- 
gram lengths  are  listed.  Page  36. 

NBC-TV  Previews  Fall. — Special  color  closed-circuit  gives 
sampling  of  lineup  including  dozen  new  nighttime  series,  100 
specials,  600  hours  of  color  plus  increase  in  news  and  public 
affairs  coverage.  Page  40. 

TV  Quiz  Griddle — Pan  is  still  hot  as  N.  Y.  district  attorney 
indicates  grand  jury  action,  P.  Lorillard  gets  nervous  over 

Challenge  and  probers  continue  to  study  Dotto  and  Twenty- 
One  for  irregularies.  Page  40. 

Spotlight  on  Editorializing — NAB  Fall  Conferences  to  fea- 
ture discussion  of  subject.  Survey  conducted  for  Broadcast- 
ing Yearbook  shows  extent  of  radio  and  tv  editorializing. 

Radio  Advertising  Bureau  reviews  trends.  Page  56. 

Tips  on  Selling — New  York  State  broadcasters  hear  Pardoll, 
Silvernail,  Roslow  offer  suggestions  for  better  approaches, 

more  qualitative  data  in  convincing  timebuyers  on  their  sta- 

tions' merits.  Page  58. 

Around  the  NAB  Circuit — Annual  series  of  fall  meetings 
gets  underway  next  Thursday  at  Biloxi,  Miss.  Eight  sessions 

to  be  climaxed  Oct.  27-28  in  Washington,  D.  C.  Page  60. 

Hoosiers  Spotlight  Politics — Lively  Indiana  Broadcasters 
Assn.  meeting  includes  frank  discussions  by  station  operators 
and  public  servants.  Page  64. 

The  Effect  of  Current  Business  Trends — Michigan  Assn.  of 
Radio  &  Tv  Broadcasters  Assn.  devotes  opening  session  to 
probe  of  economic  and  marketing  problems  that  have  arisen. 
Page  66. 

Stern  Associations  Questioned — Controversial  Miami  ch. 
10  tv  case  had  its  second  run  in  hearing  chamber  last  week. 

Judge  Stern's  status  as  presiding  officer  not  certain.  Problem: conflict  of  interest.  Page  68. 

Labor  Pains  at  Local  1212,  IBEW — New  York  local  adopts 

report,  blistering  the  administrative  staff  for  its  "deteriorating 
relationship"  with  CBS  and  cites  "high-handed  tactics"  dur- 

ing costly  strike  against  CBS.  Page  76. 

Pay  Tv  Girds  for  April — That's  the  date  Skiatron  Tv's  Fox 
says  closed-circuit  toll  tv  system — without  decoder — will 
be  programming  in  populated  suburbs  of  such  metropolitan 
centers  as  New  York,  San  Francisco  and  Los  Angeles.  Page 
78. 

Muzak's  New  Automation  Gear — Full  eight-hour  or  longer 
segments  of  programming  will  be  possible  for  radio  sta- 

tions with  new  service  and  package  being  readied  for  early 
1959.  Page  81. 

New  'Due  Bill'  Plan  for  Stations-Advertisers — Paul  Roberts, 

former  MBS  president,  forms  World  Travelers'  Club  to  serve 
advertisers  and  media.  Reports  company  has  completed 
more  than  $3.7  million  worth  of  business  in  the  past  month 

and  has  signed  almost  600  radio-tv  stations  and  200  adver- tisers. Page  82. 

But  Do  They  Believe  It? — The  basic  ques- 
tion is  put  once  again  to  copywriters  and 

broadcasters  by  Joseph  Katz,  head  of  the 
Baltimore-New  York  agency  bearing  his 
name.  He  devotes  his  Monday  Memo  to  a 

searching  appraisal  of  broadcast  commer- 
cials circa  1958.  Page  105. 
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BBRTELL 

nmnv 

RBDIO 

Bartell  Family  Radio  is 

an  exciting  package,  en- 

thusiastically accepted  by 

the  American  consumer 

market.  The  product  has 

wide  appeal,  containing  a 

tempting  basic  ingredient: 

Family  Fun.  This  consists 

in  part  of  copyright  featur- 

ettes,  companionable  music, 

imaginative  news  reporting 

—  all  presented  with  warm, 

friendly  professionalism. 

No  "formula  radio"  here!— 

but  programing  continu- 

ously researched  toward 

maximum  response,  best 

results. 

Each  advertising  message 

carries  the  prestige  of  more 

than  a  decade  of  radio 

leadership;  reaches  more 

buyers  at  lower  cost. 

BARTELL  IT  . .  .  and  SELL  IT! 

OAST  TO  COAST 

f 
AMERICA'S  FIRST  RADIO  FAMILY  SERVING  15  MILLION  BUYERS 

Sold  Nationally  by  ADAM  YOUNG  INC. 
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at  deadline 

P.  LORILLARD  DROPS  $64,000  CHALLENGE 

Cracks  widened  Friday  in  advertiser 

support  of  quiz  programs  as:  (1)  P.  Loril- 
lard  Co.  dropped  sponsorship  of  The  $64,- 
000  Challenge  on  NBC-TV,  at  least  par- 

tially because  of  unfavorable  publicity  in 
tv  quiz  probe  (early  story,  page  40),  and 

(2)  report  that  Lorillard,  set  as  fall  co-spon- 
sor (with  Revlon)  of  $64,000  Question,  also 

had  been  seeking  to  pull  out  of  that  show 

(CBS-TV). 

Revlon  is  keeping  ear  on  public  reaction 

to  Challenge  demise  and  may  re-evaluate 
its  support  of  Question  (since  1955)  if  sit- 

uation worsens. 

District  attorney's  office  in  New  York  an- 
nounced Friday  he  will  bring  tv  quiz  in- 

vestigation before  special  grand  jury  this 

month  to  bring  matters  "to  a  head."  D.A. 
has  confirmed  probing  of  charges  involving 

Dotto  (cancelled  by  Colgate-Palmolive)  and 
Twenty-One.  But  other  tv  quiz  shows  may 
be  involved. 

Neither  Lorillard  nor  agency,  Lennen  & 
Newell,  N.Y.,  would  connect  drop  of 
Challenge  to  claim  by  Rev.  Charles  E. 
Jackson,  of  Tullahoma,  Tenn.,  that  he  had 

received  answer  to  question  in  pre-program 
briefing  when  he  was  contestant  on  program 
last  December.  Entertainment  Productions 

Inc.,  producer  of  Challenge  and  Question, 

NAB  Asks  FCC  to  Reconsider 

Political  Equal-Time  Ruling 

FCC  asked  Friday  by  NAB  to  recon- 
sider ruling  that  extends  equal-time  pro- 

visions for  political  candidates  to  their 
spokesmen  and  supporters.  NAB  President 
Harold  E.  Fellows  told  Commission  that 

ruling  "is  so  fraught  with  endless  problems, 
not  susceptible  of  equitable  solutions,  that 
sheer  chaos  in  the  field  of  broadcasting 

must  inevitably  ensue." 
FCC  in  July  3  letter  to  D.  L.  Grace, 

of  Fort  Smith,  Ark.,  had  said  candidate 

offered  equal  time  to  reply  to  an  opponent 

"may  use  the  facilities  in  any  manner  he 
sees  fit,"  including  having  a  spokesman 
appear  for  him.  Mr.  Fellows  said  ruling  is 

"diametrically  opposed"  to  previous  FCC 
policy  and  law.  He  asked  for  reconsidera- 

tion and  hearing. 

BMI  Board  Change  Made 

Julius  Brauner,  CBS  representative  on 
Broadcast  Music  Inc.  board,  resigned  some 
six  months  ago,  it  was  learned  Friday  when 

E.  R.  Vadeboncoeur,  WSYR-AM-TV  Syra- 
cuse, was  elected  to  BMI  board  vacancy. 

There  was  no  official  reason  given  for  Mr. 

Brauner's  resignation,  and  CBS  still  retains 
its  ownership  of  8.9%  of  outstanding  BMI 

had  denied  charge  made  by  Rev.  Jackson. 

Lorillard  said  its  revision  of  fall  program- 

ming was  based  on  decision  to  reach  "as 
varied  an  audience  as  possible"  and  that 
Question — which  it  will  stick  to  for  present 

at  least — and  Challenge  had  "similar  audi- 
ence appeal."  Question  returns  to  Sunday 

on  CBS-TV  effective  Sept.  21;  Challenge 
was  to  move  from  CBS-TV  to  NBC-TV 

Sept.  18.  NBC-TV  said  news  special  would 
be  put  on  air  sustaining  Sept.  18  and  in- 

dicated if  Lorillard  did  not  have  new  show 

by  Sept.  25,  probably  would  schedule  an- 
other news  program.  CBS-TV  spokesman 

said  Challenge  would  not  be  seen  in  its  last 
scheduled  appearance  yesterday  (Sept.  14), 

noting  it  had  been  "pre-empted"  by  sus- 
taining news  special,  China:  War  or  Beast? 

D.A.  reported  court  of  general  sessions 
will  begin  impaneling  additional  grand  jury 

for  September  term.  Jury  will  hear  evidence 

on  whether  "conspiracy  or  other  crime 
committed."  Reasons,  according  to  D.A.  are 

"charges  and  counter-charges"  affecting  "in- 
tegrity of  individuals  and  commercial  enter- 

prises" and  desire  testimony  to  be  received 
under  oath. 

Pharmaceuticals'  spokesman  reiterated 

faith  in  Twenty-One  as  "good  vehicle"  for 
its  products  as  well  as  honesty  in  format. 

stock.  Two  years  ago  Frank  Stanton,  CBS 
president,  promised  Rep.  Emanuel  Celler, 

pro-ASCAP,  anti-BMI  chairman  of  House 
Antitrust  Subcommittee,  that  CBS  would 

give  serious  study  to  proposal  it  (and  other 
networks)  get  out  of  BMI  ownership. 

Winchell  Returning  to  Mutual 

Elaborating  upon  Walter  Winchell's  re- 
turn to  Mutual  (see  story,  page  27),  Alex- 

ander L.  Guterma,  new  MBS  president,  re- 
ported Friday  that  commentator  will  begin 

Sunday  news  series  next  month  under  spon- 
sorship of  cosmetic  company.  Mr.  Guterma 

said  sponsor  cannot  be  identified  at  present 

and  time  slot  and  starting  date  will  be  an- 
nounced shortly. 

Winter  Accounts  Looking 

Cold  wave  is  overtaking  tv  again,  with 
at  least  three  major  firms  preparing  heavy 

fall  schedules.  Warner-Lambert  Pharma- 
ceutical Co.  will  introduce  new  cold  remedy, 

Virison,  via  Ted  Bates  &  Co.,  while  Lambert 

&  Feasley  is  lining  up  Listerine  markets. 
Pharmacraft,  new  at  Cunningham  &  Walsh, 
is  asking  availabilities  for  Pertussin.  Vick 
Chemical — via  BBDO  and  Morse  Interna- 

tional— is  working  on  its  autumnal  Vicks 
blast.  Markets  are  in  excess  of  100  in  each 
case. 

BUSINESS  BRIEFLY 

Late-breaking  items  about  broadcast 

business;  for  earlier  news,  see  Adver- 
tisers &  Agencies,  page  28. 

CARLING  RENEWS  •  Carling  Brewing 
Co.,  Cleveland,  renews  Championship 

Bowling  film  series  in  22  markets  for  1958- 

59  season.  Agency,  Lang,  Fisher  &  Sta- 
shower,  Cleveland.  Brewery  now  in  sixth 
year  of  sponsorship  of  property  syndicated 

by  Walter  Schwimmer  Inc.,  Chicago,  start- 
ing with  eight  markets  and  expanding  to  14 

this  past  season.  Series  produced  by  Peter 
Demet  and  sold  in  101  markets  for  fall, 

according  to  Bernard  Crost,  Schwimmer 

vice  president-sales. 

COSMETIC  SERIES  •  Lanolin  Plus  (cos- 

metics, beauty  aids),  Chicago,  plans  satura- 
tion spot  tv  campaign  in  approximately  80 

markets,  plus  local  radio  announcements 

supporting  newspaper  advertisements,  as 
part  of  heavy  fall  advertising  program. 

Agency  is  Erwin,  Wasey,  RuthraufT  & 
Ryan,  Chicago.  Tv  drive  described  as 

"heaviest  in  history  of  Lanolin  Plus  broad- 

cast advertising."  National  magazines  also 
to  be  utilized.  Campaign  to  coincide  with 
new  limited-offer  retail  sales  program. 

WBBM-FM  NAMES  REP.  •  Now  inde- 

pendently programmed  commercially,  will 
be  represented  nationally  by  CBS  Radio 
Spot  Sales.  Pact  was  negotiated  last  week 
by  H.  Leslie  Atlass,  CBS  Radio  Central 
Div.  vice  president  and  general  manager 

of  WBBM-AM-FM-TV  stations,  and  Gor- 

don F.  Hayes,  general  manager  of  net- 
work-owned representative  firm.  CBS  Radio 

spot  sales  also  represents  14  other  stations, 

seven  of  them  CBS-owned,  and  two  re- 

gional networks. 

BAKERY  IN  WEST  •  Mother's  Cake  & 
Cookies  Co.,  Oakland,  Calif.,  begins  13- 
week  radio  spot  saturation  campaign  yes- 

terday (Sept.  14)  in  Los  Angeles  (478  one- 
minute  spots)  and  San  Francisco  (465  one- 
minute  spots),  and  moving  to  Phoenix  on 
Sept.  29  for  13-week  effort  (430  spots). 

Agency,  Guild,  Bascom  &  Bonfigli,  San 
Francisco. 

Dentyne  to  Use  100  Markets 
American  Chicle  Co.  (Dentyne  gum), 

Long  Island  City,  N.  Y.,  reported  to  be 
launching  13 -week  spot  tv  campaign  in  late 
October  in  approximately  100  markets 

throughout  country.  Agency,  Dancer-Fitz- 

gerald-Sample, N.  Y. 
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PEOPLE 

at  deadline 

Ex-Comr.  Mack  'Over  Barrel' 

In  Miami  Case,  Palmer  Says 

Former  Comr.  Richard  A.  Mack  said  he 

was  "over  a  barrel"  in  Miami  ch.  10  case 
because  he  had  friends  on  all  sides.  This 

was  testimony  Friday  of  Perrine  Palmer, 
Miami  businessman,  in  rehearing  on  Miami 
ch.  10  irregularities  (see  earlier  story,  page 
68).  Hearing  resumes  tomorrow  (Tuesday). 

Mr.  Palmer  said  A.  Frank  Katzentine 

(WKAT  Miami),  who  lost  bid  for  ch.  10 
there  to  National  Airlines,  came  to  him 

early  in  1956  for  help  in  finding  out  how 
FCC  stood  on  final  decision.  Mr.  Palmer 
testified  he  called  Mr.  Mack  about  case; 
that  he  saw  FCC  commissioner  twice  in 

Washington — both  times  with  Mr.  Katzen- 
tine— and  that  he  continued  to  call  Mr. 

Mack  frequently  to  determine  status  of 
decision.  He  also  admitted  he  urged  grant 
to  WKAT  or  that  Mr.  Mack  disqualify 
himself.  Mr.  Perrine  is  boyhood  friend  of 
former  FCC  commissioner.  Mr.  Palmer 
also  stated  Thurman  A.  Whiteside,  Miami 

attorney,  told  him  he  had  been  asked  to 

help  by  Judge  Robert  W.  Anderson,  then 

Miami  attorney  in  firm  representing  Na- 
tional Airlines.  Final  witness  for  first  week 

stated  that  Comr.  Mack  listened  to  im- 

portunities but  remained  "evasive,"  that Mr.  Mack  never  did  tell  what  was  on  his 

mind.  Mr.  Palmer  admitted  he  suggested 

name  of  Ben  H.  Fuqua  to  Sen.  Estes  Ke- 
fauver  (D-Tenn.)  when  Senator  called  Mc- 

Gregor Smith,  chairman  of  Florida  Power 
&  Light  Co.,  in  behalf  of  Mr.  Katzentine. 

In  his  last  call  to  Mr.  Mack  on  Miami  ch. 

10  subject  in  January  1957,  Mr.  Palmer 
said  Mr.  Mack  told  him  decision  would  be 

out  "shortly,"  and  that  "it  didn't  look  good 
for  your  friend."  When  Palmer  asked  why, 
Mr.  Palmer  said  Mr.  Mack  responded,  "Too 
much  Kefauver." 

Judge  Anderson  is  witness  Tuesday,  fol- 
lowed by  Charles  Shelden,  Miami  insurance 

executive  on  Wednesday;  George  T.  Baker, 
National  Airlines  president,  Thursday,  and 
Paul  R.  Scott,  associate  of  Judge  Anderson, 
Friday. 

JCET  Asks  Philadelphia  VHF 

Joint  Council  for  Educational  Tv  Friday 

asked  FCC  to  institute  rulemaking  to  re- 
serve ch.  12  Wilmington,  Del. — scheduled 

to  go  dark  last  Saturday  (Sept.  13)  (see 

pages  74.  75) — for  educational  use.  JCET 
said  there  is  no  vhf  educational  tv  station 

between  Boston,  Pittsburgh  and  Chapel 
Hill,  N.C.  (encompassing  New  York-north- 

ern New  Jersey  metropolitan  area,  Phila- 
delphia, Trenton,  Camden,  Wilmington, 

Baltimore  and  Washington).  JCET  noted 

that  educational  WHYY-TV  Philadelphia 
(ch.  35)  is  having  same  troubles  as  other 
uhfs. 

Editorializing  Will  Expand 

Radio's  Growth,  Says  Bartell 

Radio  will  develop  creative  editorializing 

leadership,  acquiring  increased  audience 
response  and  respect,  Gerald  A.  Bartell, 

president  of  Bartell  Family  Radio,  said  Fri- 
day night  in  dinner  address  to  Michigan 

Assn.  of  Broadcasters,  meeting  at  Gaylord 

(early  story,  page  66). 
Noting  that  newspapers  were  abdicating 

editorializing  function,  Mr.  Bartell  said 

exercise  of  editorial  responsibility  by  broad- 

casters "is  democracy  in  action"  and  re- 
quires courage  as  well  as  initiative.  He  said 

"inevitable  retirement"  of  American  Bar 
Assn.  Canon  35,  with  its  radio-tv  courtroom 

ban,  will  eliminate  "radio's  last  restraint  in 

news  inquiry." 
Don't  belittle  teenage  market,  he  warned, 

explaining  young  married  women  retain 
listening  habits.  About  3  million  teenagers 
are  married  each  year,  he  reminded,  and 

the  average  American  reaches  lifetime  dis- 
cernment level  at  age  of  20. 

New  officers  elected  Friday:  James 

Quello,  WJR  Detroit,  president;  Willard 

Schroeder,  WOOD-AM-TV  Grand  Rapids, 
vice  president;  Wilmer  Knopf,  WFDF  Flint, 

sec.-treas.  Name  changed  to  Michigan 
Assn.  of  Broadcasters. 

KMBC,  WTVN  Join  Mutual 

Mutual  announced  Friday  (Sept.  12) 

that  KMBC  Kansas  City  and  WTVN  Co- 
lumbus, Ohio,  have  joined  network  as  affili- 

ates, raising  number  of  clients  to  440. 

KMBC  was  to  begin  receiving  Mutual  serv- 
ice Sept.  14  and  WTVN  on  Oct.  13  (see 

Mutual  story,  page  27). 

WDSU  EDITORIALS 

Daily  editorials  will  be  carried  start- 

ing today  (Sept.  15)  by  WDSU-AM- 
TV  New  Orleans,  according  to  Robert 

D.  Swezey,  executive  vice  president- 
general  manager  of  stations  and  chair- 

man of  NAB  Freedom  of  Information 
Committee.  Tv  editorials  will  be 

scheduled  at  11:10  p.m.  Monday-Fri- 

day, radio  11-11:30  p.m.  and  8-8:30 
a.m. 

Copies  of  all  editorials  will  be  made 
available  to  public,  Mr.  Swezey  said. 

He  called  step  "expression  of  our  con- viction that  if  radio  and  tv  are  to 

achieve  full  significance  as  news 

media,  they  must  assume  editorial  re- 

sponsibilities." He  added  demise  of 
New  Orleans  Item,  leaving  city  with 

only  one  newspaper  organization,  was 
factor  in  decision.  WDSU  news  staff 

is  headed  by  Bill  Monroe. 

LINDSEY  SPIGHT,  vice  president  and 

manager  of  Blair-Tv  offices  in  San  Francisco 
and  prominent  in  advertising  field  on  Pacific 
Coast,  has  resigned  posts  but  continues  to 
serve  both  Blair-Tv  and  Blair  Television 
Assoc.  in  advisory  capacity,  while  devoting 

additional  time  to  personal  interests.  ED- 
WARD (Ned)  SMITH,  general  manager 

of  KOVR-TV  Stockton,  Calif.,  appointed 

to  head  Blair's  tv  operations  in  S.  F.  area. 

Mr.  Spight's  retirement  comes  after  25 
years  with  Blair.  Mr.  Smith  at  one  time  was 

in  charge  of  tv  sales  in  S.  F.  office  of  Ed- 
ward Petry  &  Co. 

MAXWELL  SAPAN,  formerly  vice  presi- 
dent and  creative  director,  Seklemian  & 

North  (recently  absorbed  by  Calkins  & 

Holden),  appointed  vice  president  and  crea- 
tive director  of  Bryan  Houston,  N.  Y., 

where  he  will  supervise  agency's  creative 
services  including  copy,  radio-tv  and  art 

departments.  Past  agency  associations  in- 
clude J.  Walter  Thompson,  Emil  Mogul, 

Grey  Adv.  and  Dowd,  Redfield  &  John- 
stone. 

ALAN  SIMMS,  formerly  of  Chilton  Pub- 
lications and  WIP  Philadelphia,  named 

promotion-information  services  director  of 
WCAU-TV  Philadelphia.  BUR  SIENKIE- 
WICZ,  formerly  of  Mel  Adams  &  Assoc., 
New  York  public  relations  firm,  named  press 

information  supervisor  of  WCAU-TV. 

CHARLES  M.  KINSOLVING  JR.,  associ- 

ate media  research  manager,  McCann-Erick- 
son,  N.  Y.,  to  NBC  plans  development  man- 

ager; BARRY  T.  RUMPLE,  plans  manager, 

promoted  to  NBC  rates  and  affiliations  man- 

ager. 
ALAN  FREED,  disc  jockey  at  WABC  New 

York,  signed  by  Hal  Roach  Studios,  new 
Mutual  owner,  for  two  motion  pictures. 

Multiplex  Extension  Denied 

FCC  has  refused  to  extend  time  for  filing 

comments — on  its  inquiry  to  consider 
broadening  its  rules  to  permit  more  types  of 

fm  multiplexing  service  —  beyond  present 
Oct.  2  deadline.  FCC  denied  extension  re- 

quests by  Crosby  Labs,  Syosset,  N.  Y.,  and 
Multiplex  Development  Corp.,  New  York 
City,  noting  time  has  been  extended  30  days 
already  and  that  Commission  desires  to 
minimize  delay  in  proceeding.  FCC  pointed 
out  it  will  still  consider  petitions  for  late filings. 

New  Music  Society  Formed 

Formation  of  Society  of  Music  Authors 

&  Composers  by  group  of  BMI  and  some 
ASCAP  songwriters  —  who  are  retaining 
memberships  in  these  organizations — was  to 
be  announced  yesterday  (Sept.  14).  Spokes- 

men said  SOMAC  would  not  compete  with 
BMI  or  ASCAP,  would  have  nothing  to 

do  with  performing  rights  but  rather  would 
work  to  advance  interests  of  composers  and 

lyricists  and  abolish  unfair  practices  in 

use  and  reproduction  of  songs.  Larry  Cole- 

man, whose  credits  include  "Ricochet," heads  SOMAC. 
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is  the  basic  medium  for  your  advertising 

Every  advertising  plan  needs  a  solid  foundation-medium.  On  any  product 
for  Home  or  Family,  that  medium  is  PURSE -SUASION.  With  20  sales- 

messages  every  week — rotated  week-after-week  to  reach  a  station's  entire 
daytime  audience — PURSE-SUASION  combines  the  persistence  of  sat- 

uration with  the  triple  impact  of  sight  plus  sound  plus  motion,  the  impact 

only  television  can  deliver.  And  you  can  buy  it  at  an  economy-figure  com- 

parable to  the  time-and-talent  cost  of  a  single  daytime  network  quarter- 

hour.  Get  the  complete,  market-by-market  details  from  Blair-TV. 

BLAIR-
TV TELEVISION'S  FIRST  EXCLUSIVE  NATIONAL  REPRESENTATIVE 

Blair-TV  represents 

W-TEN  - 
Albany-Schenectady-Troy 

WFBG-TV  —  Altoona 
WJZ-TV-  Baltimore 

WNBF-TV-Binghamton 
WHDH-TV-  Boston 
WBKB- Chicago 

WCPO-TV-Cincinnati 
WEWS- Cleveland 
WBNS-TV- Columbus 

KFJZ-TV-  Dallas-Ft.  Worth 
WXYZ-TV- Detroit 

KFRE-TV- Fresno 

WNHC-TV- Hartford-New  Haven 

KTTV  —  Los  Angeles 
WMCT-Memphis 

WDSU-TV-New  Orleans 

WABC-TV-New  York 
WOW-TV  —  Omaha 
WFIL-TV  -Phildelphia 
WIIC- Pittsburgh 
KGW-TV- Portland 

WPRO-TV  -  Providence 
KGO-TV-San  Francisco 

KING-TV  — Seattle-Tacoma KTVI-St.  Louis 

WFLA-TV  — Tampa-St.  Petersburg 



w 

SPECIAL  ELECTRONIC  PRE-TEST,  SUPPLEMENTEC 

RESCUE  8  TOPS 

SYNDIC 

Tests  almost  2'A  times  better 
As  certified  by  George  Fry  &  Associates, 

to 

I 

Wi 

"RESCUE  8"  was  Preferred  by 

SOfe-GOOfo  Over  Nine  Currently 

Top-Rated  Syndicated  Shows! 

50°fo  OVER  SHOW  A 

67%  OVER  SHOW  B 

787©  OVER  SHOW  C 

JIM  DAVIS  as  Wes  Cameron  and  LANG  JEFFRIES 

as  Skip  Johnson  star  as  the  intrepid  "Rescue  8" 
squad  in  the  action-packed  human-drama  series. 

"RESCUE  8"  PACKS  A  PUNCH  UNLIKE  ANY  OTHER 
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BY  DETAILED  WRITTEN  QUESTIONNAIRE  FINDS: 

PROGR 

f 
than  average  TV  programming! 

es, 
well-known  market  research  firm 

79°/o  OVER  SHOW  D 

116°/o  OVER  SHOW  E 

1757o  OVER  SHOW  F 

272%  OVER  SHOW  G 

3497©  OVER  SHOW  H 

6007o  OVER  SHOW  I 

■  Average  TV  B 

I   Programming  g 

ri     Average  TV 
Programming 

I  I  I  I  I  I  I  I   I  I 
Audience  Reaction  Profile Audience  Reaction  Profile 

NOTE!  The  full  "RESCUE  8"  study  is  available  upon  request  from: 

SCREEN  L  GEMS, 
NEW  YORK DETROIT 

.^.^  TELEVISION  SUBSIDIARY  OF 
INC.  COLUMBIA  PICTURES  CORP. 

CHICAGO HOUSTON HOLLYWOOD MIAMI TORONTO 

;ITV  SERIES  FILMED  BEFORE! 

39  high-excitement  half-hours  unprecedented 
in  realism  and  tenseness  and  human  interest! 
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6  to  60 

RADIO  R&HALL 

Rahall  Stations  attract  every  age  group  6 
to  60  with  every  catagory  of  programming 
.  .  .  news,  music,  sports  and  public  service 
events.  Your  product  is  sold  by  top  per- 

sonalities ...  on  these  top-rated  Hooper  and 
Pulse  stations. 

UUEWOWA/.  PA.  / 

Again  #1  Hooper,  May  and  June,  morning 
and  afternoon.  Try  the  afternoon  show  4  to  6 
p.  m  with  Dopey  Duncan  and  Bob  Newman. 

Top  Pulse,  Manchester,  Concord,  Nashau  mar- 
kets. Morning  shows  5  to  10  a.m.  with  Chuck 

O'Neill  and  Norm  Bailey. 

5000  watts,  top  personality  station  in  the 
Tampa-St.  Petersburg  markets.  The  major 
league  game  of  the  day  station  for  the 
Florida  west  coast. 

BKKLEXW.VA7 

1  Hooper,  morning,  noon  and  night.  Morn- 
ing shows  5  to  9:45  a.m.  with  Russ  Cooke 

and  Gary  Dent. 

Top  Pulse  in  rich  Montgomery  County  market. 
Morning  shows  6  to  9  a.m.  with  Tony  Bekas 
and  Don  Jones. 

sold  nationally  thru 

WEED  &  CO. 

Joe  Rahall,  President 

"Oggie"  Davies,  Gen.  Manager 

IN  REVIEW 

NORTHWEST  PASSAGE 

America's  first  commandos,  the  forest 
rangers  led  hy  Major  Rohert  Rogers  in  the 

French  and  Indian  War  of  the  1750's,  are 
the  heroes  of  Northwest  Passage,  which 

started  last  night  (Sept.  14)  on  NBC-TV. 

In  "Fight  at  the  River,"  opening  install- 
ment of  the  new  series,  a  badly-wounded 

ranger  stumbled  into  Rogers'  headquarters 
at  Fort  Crown  Point  to  report  that  the 

French  are  using  the  Snake  River  to  trans- 
port men  and  munitions  to  a  new  camp 

which  a  group  of  captured  rangers  are  be- 

ing forced  to  help  build.  "So  our  scouts 
were  wrong.  The  Snake  River  is  navigable. 

Well,  it  won't  be  when  we  get  through," 
says  Rogers.  How  he  and  a  half-dozen 
rangers  carry  a  600-pound  cannon  across 
country,  rescue  the  captured  rangers  and 
blow  up  an  overhanging  cliff,  destroying  the 
French  camp  and  blocking  the  river,  is 
related  in  the  half-hour  drama. 

Packed  with  action,  Northwest  Passage 

is  sure-fire  stuff  for  every  red-blooded  Amer- 
ican boy  and  probably  for  most  older  male 

members  of  the  family.  Romance  is  lack- 
ing, at  least  in  the  first  installment,  but  if 

the  household  boasts  a  color  set,  Mother  and 
Sister  will  be  entranced  with  the  green  and 

gold  beauty  of  the  forest  scenes  and  the 
gorgeous  red  coats  of  the  British  troops  and 
blue  coats  of  their  French  opposites. 

A  note  of  realism  has  been  injected  into 
Northwest  Passage  to  distinguish  it  from 

most  other  tv  action  series:  bullets  are  im- 

partial; men  on  "our"  side  as  well  as 
"their's"  get  wounded  and  killed.  "Fight  on 
the  River"  ends  unexpectedly  with  the  death 
of  the  young  ranger  who  had  been  hero 

of  the  episode's  subplot. 
Production  costs:  About  $47,000. 

Sponsored  by  RCA  Whirlpool  through  Ken- 
yon  &  Eckhardt,  Chicago,  Sunday,  7:30- 
8  p.m.  EDT  on  NBC-TV  in  color  and 
black-and-white.  Started  Sept.  14. 

Produced  at  MGM-TV .  Executive  producer: 
Samuel  Marx;  Producer:  Adrian  Samish; 
director:  George  Waggner;  writers:  Sloan 
Nibley  and  George  Waggner;  based  on  the 
novel  by  Kenneth  Roberts. 

Cast:  Keith  Larsen  as  Major  Rogers;  Buddy 

Ebsen  as  Hunk  Marriner,  the  two  con- 
tinuing characters  of  the  series;  Ray  ford 

Barnes,  Stuart  Wade,  Harry  Lauter,  Den- 
ny Miller,  Hal  Riddle. 

MUSIC  USA 

The  "vision"  of  Westinghouse's  musical 
spectacular  Sept.  8  was  brilliant.  Every  num- 

ber was  heightened  by  the  sweeping,  darting 

cameras  propelled  by  the  unflagging  imagi- 
nation of  Director  Norman  Abbott.  The 

artistry  reached  its  apex  in  the  closing  bars 
of  the  George  Gershwin  piano  concerto 
when  the  camera  panned  the  orchestra  in 
perfect  synchronization  with  the  music, 
ending  on  the  bowed  head  of  soloist  Andre 
Previn. 

There  were,  however,  undeniable  disap- 
pointments in  the  selection  of  artists  and  of 

music.  Singer  Diahann  Carroll  displayed 

a  fitting  cleavage  for  "Body  and  Soul,"  but 
her  obvious  appeal  could  not  conceal  a 
rather   ordinary   voice.    Plagued    by  the 

"USA"  in  the  title,  the  producer  felt  called 
upon  to  present  some  rock  and  roll.  What 

better  (and  more  satirical)  choice  than  "The 

Purple  People  Eater,"  rendered  by  its  com- 
poser, Sheb  Wooley. 

Most  even  in  performance  was  the  old 

maestro,  Benny  Goodman.  Composer-con- 
ductor Johnny  Green  was  an  affable,  amus- 

ing host,  who  talked  a  little  too  much  as 
hosts  having  a  good  time  are  wont  to  do. 

Obviously,  the  title  promised  more  than 
the  program  could  possibly  give.  The  music 
of  this  country  is  too  rich,  too  diverse  to  be 

encompassed  in  an  evening's  listening,  let 
alone  an  hour's.  Yet,  Music  USA  would  be 
an  inviting  title  for  a  continuing  series  that 
might  concentrate  each  week  on  a  different 
area,  presenting  perhaps  W.  C.  Handy  as 
well  as  Aaron  Copland. 

The  Westinghouse  special  showed  that 
there  is  a  rich  lode  in  the  music  vein  yet 
to  be  mined.  It  remains  for  the  gentlemen 
of  Madison  Avenue  to  take  full  advantage 
of  the  fact  that  there  are  infinitely  more 
variations  in  the  notes  of  the  scale  than 
in  all  the  westerns  that  have  been  or  ever 
will  be  written. 

Production  costs:  Approximately  $80,000. 

Sponsored  by  Westinghouse  Electric  Corp. 
through  Grey  Adv.  on  CBS-TV,  Monday, 
Sept.  8,  10-11  p.m.  EDT,  pre-empting 
regular  Westinghouse  Studio  One  in 

Hollywood. 
Executive  producer:  Robert  Sparks;  pro- 

ducer: Eva  Wolas;  writer:  Cy  Howard. 

VOICE  OF  FIRESTONE 

ABC-TV's  The  Voice  of  Firestone,  a 
stronghold  of  culture  and  classicism  in  a 

medium  otherwise  bounded  by  "shoot-em- 
ups",  isolation  booths  and  variety  show 
cold-wars,  was  swallowed  up  into  tv  mun- 
danity  last  Monday  (Sept.  8,  9-9:30  p.m.), 
when  its  "new"  format  took  effect.  Narrator 
John  Daly  did  his  best  to  smoothly  tie  in  the 
wide  variety  of  musical  offerings  consisting 

of  an  aria  from  Bizet's  "Carmen,"  sung  by 
Rise  Stevens,  a  flamenco  guitar  selection  by 

Carlos  Montoya,  a  duet  by  Broadway's 
Doretta  Morrow  and  Ray  Middleton,  and  a 

lavish,  noisy  and  upbeat  version  of  "St. 
Louis  Blues,"  sung  by  Jo  Stafford  and  friends. 

The  premiere  half-hour  seemed  to  serve 
more  as  a  preview  of  what  the  viewer  is  to 
expect  in  future  weeks,  then  as  a  relaxed 
presentation  of  musical  numbers.  Following 
each  number  narrator  Daly  expounded  on 

the  other  great  names  that  would  grace  the 
screen  this  season,  turning  the  show  into  a 

glorified  "coming  attractions"  montage. 
However,  from  indications  of  coming 

talent,  and  if  The  Voice  of  Firestone  settles 
down  to  the  half-hour  at  hand  in  a  more 
relaxed  fashion,  the  series  should  offer  some 

rewarding  and  enjoyable  live  music. 

Production  costs:  Approximately  $37,500. 

Sponsored  by  Firestone  Tire  &  Rubber  Co., 
Akron,  through  Sweeney  &  James  Co., 

Cleveland,  on  ABC-TV  Monday,  9-9:30 
p.m.  EDT.  Resumed  Sept.  8. 

Producer:  Frederick  Heider;  writers:  David 

Greggory,  Harold  Flender;  director:  Rich- 
ard Donovan  Dunlap. 
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REMENDOUS  TEST! 

REMENDOUS  SALES! 

RESCUE  8  SOLD 

IN  75  MARKETS 

To  start  on  the  air  prior  to  October  15th! 

SOLD  TO  THESE  REGIONAL 

ADVERTISERS: 

ALKA  SELTZER  (West  Coast) 

PRINCE  MACARONI  (New  England) 

PURITY  BISCUIT  CO.  (Southwest) 

UTICA  CLUB  BEER  (New  York  State) 

MILLER  HIGH  LIFE  BEER  (Florida) 

WEINGARTEN  STORES  (Southeast  Texas) 

AND  TO... 

HOUSEHOLD  FINANCE  CORP.  (Buffalo) 

DIXIE  FOOD  STORES  (Louisville) 

I.G.A.  FOOD  DISTRIBUTORS  (St.  Louis) 

"BIG  8"  STORES  (El  Paso) 

MILLERS  MARKETS  (Denver) 

PRODUCERS  DAIRY  (Fresno) 

SUPER  DUPER  MARKETS  (Columbus,  O.) 

SALT  LAKE  MATTRESS  CO.  (Salt  Lake  City) 

SAN  ANTONIO  SAVINGS  &  LOAN  ASS'N. 

PAN  AMERICAN  BANK  (Miami)  
<San  Antonio) 

BOYNTON  BROS.  TIRES  (Bakersfield) 

P-R  MACARONI  PRODUCTS  (Albany) 

CARTER  PETROLEUM  PRODUCTS  (Denver) 

CRESCENT  CREAMERY  (Reno) 

SOLD  TO  THESE  STATIONS: 

PITTSBURGH  WTAE 

NEW  ORLEANS  WWL 

TULSA   KVOO 

CHARLOTTE   WBTV 

NASHVILLE   WSM 

SHREVEPORT  KSLA 

BATON  ROUGE  WBRZ 

COLORADO  SPRINGS  KRDO 

LAS  VEGAS  KLAS 

ALBUQUERQUE   KOAT 

EUREKA   KIEM 

MEDFORD  KBES 

BILLINGS  KGHL 

SANTA  BARBARA  KEY-T 

PUEBLO   a  KCSJ 

CHICO   KHSL 

IDAHO  FALLS  KID 

LITTLE  ROCK  KATV 

GREAT  FALLS  KRTV 

TWIN  FALLS  KLIX 

Don't  delay!  Some  choice  markets 

still  available!  Contact: 

INC. 

TELEVISION  SUBSIDIARY  OF  7^  #  COLUMBIA  PICTURES  CORP. 
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Meet .  .  . 

"Big  Johnny  Rob" 

540  on  the  DIAL 

CLEAR  CHANNEL 

POWER  .  .  .  5000  Watts 

AREA  .  .  .  22,700  Sq.  miles 

1,440,600  Confederates* 

WDAK  covers  MORE  than  the  OTHER  FOUR! 

Airdate:  October,  1958 
Circles  denote  0.5  MVM  coverage 

Columbus,  Ga. 

VN
O 
 TRI ANGULATION  PROBLE
MS  TO  BUY  TIME  ON KJEO-TV!  KJEO-TV  serving  the  billion  dollar  rich 

Fresno  and  San  Joaquin  Valley  now  offers  you  choice 
program  time  segments  and  excellent  10,  20  and  60  second 
spots  that  not  only  give  you  low  cost  per  thousand  but 
will  give  your  clients  INCREASES  IN  SALES!  Call  your 
BRANHAM  man  NOW  for  the  HOTTEST  avails. 

OPEN  MIKE 

Diminishing  Returns 
editor: 

I  was  quite  interested  in  your  lead  edito- 
rial of  the  Sept.  1  issue. 

It  does  seem  stupid  to  me  for  three 

television  networks  to  carry  the  same  long- 

winded  coverage  of  the  United  Nations  ses- 
sion as  happened  recently  in  the  Lebanon 

case.  By  duplicating  coverage  they  are  re- 
ducing the  effectiveness  of  their  medium. 

Reminds  me  of  the  time  when  all  the 

network  stations  were  carrying  FDR's  Fire- 
side Chats.  Perhaps  it  is  because  we  are  in 

a  strong  Republican  area,  but  we've  found 
that  some  people  still  would  rather  listen 
to  good  music  than  a  politician  orate. 

I  think  continued  duplication  of  program 

content  by  the  three  networks  will  do  much 
to  strengthen  the  audience  building  efforts  of 

independent  stations.  Whether  this  will  re- 
bound to  the  benefit  of  the  television  indus- 

try is  questionable. 
Robert  T.  Mason 
General  Manager 
WMRN  Marion,  Ohio 

Drops  in  the  Bucket editor: 

Your  editorial  "Little  Drops  of  Water" 
[Sept.  1]  makes  a  lot  of  sense. 

Your  conclusions  are  most  accurate.  I 

am  circulating  copies  of  that  editorial  to 

the  uhf  stations.  An  all-out  effort  by  the 
majority  of  uhf  stations  is  the  key  to  the 

very  thing  you  discuss. 
Wallace  M.  Bradley 

Executive  Director 

Committee  for  Competitive  Tv 

[EDITOR'S  NOTE:  The  editorial  commended 
the  movie  industry's  success  in  getting  rid  of the  admission  tax  on  $1  and  cheaper  tickets  as 
a  lesson  in  legislative  liaison  for  the  effort  to 
have  the  10%  excise  removed  from  aU-channel tv  receivers.] 

Independent  Media 
editor: 

In  Broadcasting  for  Sept.  1  [At  Dead- 

line], the  item  regarding  Mr.  Whitney's 
purchase  of  control  of  the  New  York 
Herald-Tribune  states  that,  as  a  result  of  this 

acquisition:  "Corinthian  group  of  radio-tv 

stations  becomes  newspaper-owned." This  statement  is  not  correct.  Although 

Mr.  Whitney  is  senior  partner  of  J.  H. 
Whitney  &  Co.  (which  is  the  owner  of  the 

Corinthian  stations  referred  to),  his  inter- 
ests in  both  the  Herald-Tribune  and  Parade 

magazine  are  completely  outside  the  firm, 

being  held  by  Plymouth  Rock  Publications 
Inc.,  of  which  he  personally  is  the  sole 
stockholder. 

C.  Wrede  Petersmeyer 
Corinthian  Broadcasting  Corp. 
New  York,  N.  Y. 

Mary  to  the  Contrary 
editor: 

The  article  about  the  Arkansas  Broad- 
casters Assn.  on  page  70  of  the  Sept  1 

issue  stated,  "Mary  Pritchett,  Little  Rock, 

continues  as  executive  secretary  of  ABA." She  has  not  been  with  us  since  December 
1956. 

June  S.  Spann 

KWAK  Stuttgart,  Ark. 
Executive  Secretary,  ABA. 
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CONTACT 

VENARD  RINTOUL  &  McCONNELL,  INC. 

Associated  with  Lansing's 

OUR  RESPECTS 

to  John  Frank  Burke 

Last  Tuesday,  Frank  Burke  began  the  day  by  working  on  his  editorial  comment 
on  the  news  for  broadcast  at  noon  on  KPOP  Los  Angeles,  just  as  he  has  each 

morning  for  the  past  20  years.  The  only  thing  that  made  last  Tuesday  different  is 
that  it  was  his  85th  birthday,  a  date  that  finds  most  men  more  concerned  with  their 
own  ailments  than  with  the  troubles  of  the  world. 

But  Mr.  Burke  is  not  like  most  men.  A  lifelong  worker  for  social  and  political 
reforms,  a  crusading  lawyer,  publisher  and  broadcaster,  he  is  more  interested  in  the 
future  than  the  past  and  much  more  interested  in  the  state  of  the  nation  than  in 
his  own  health. 

Born  Sept.  9.  1873,  in  Bay  City,  Mich.,  John  Frank  Burke  (the  John  was  shortened 
to  J.,  then  discarded  entirely)  lost  his  father  when  he  was  four  and  at  16  was  working 
at  the  Brush  Electrical  Works  in  Cleveland,  earning  10  cents  an  hour,  10  hours  a  day. 

six  days  a  week.  This  didn't  seem  to  offer  much  future,  so  Frank  enrolled  at  Oberlin 
College,  earning  his  way  by  reporting  news  and  selling  space  for  out-of-town  papers. 

The  publisher  of  one  of  those  papers  also  owned  a  magazine  he  wanted  to  sell. 
Frank  looked  at  the  books,  found  uncollected  debts  of  more  than  the  sum  asked  as 

down  payment,  collected  them  and  was  himself  a  publisher.  To  get  out  the  magazine 
he  bought  a  print  shop  in  Elyria,  Ohio,  and  to  keep  the  print  shop  busy  when  the 
magazine  failed,  he  started  a  daily  newspaper,  the  Elyria  Chronicle.  Meanwhile,  he 
had  begun  studying  for  the  ministry,  but  his  youthful  liberalism  soon  conflicted  with 
the  fundamentalism  of  the  Methodist  Church  at  that  time  and  he  switched  his  studies 
to  the  law.  His  views  also  conflicted  with  those  of  the  businessmen  backers  of  the 

Chronicle,  so  he  left  the  paper  and  completed  his  law  studies  at  the  U.  of  North- 
ern Ohio. 

Mr.  Burke  entered  private  law  practice  in  Elyria  but  soon  became  an  attorney  for 

the  Anti-Saloon  League  and  took  up  the  fight  against  the  "liquor  traffic."  He  helped 
draft  the  act  which  became  the  prohibition  amendment.  He  entered  politics  and 
was  elected  to  the  Ohio  State  Senate.  He  repurchased  his  old  newspaper,  and  bought 

the  town's  other  daily,  merging  them  as  the  Chronicle-Telegram,  then  acquired  a 
third  daily,  in  Bucyrus,  Ohio.  In  1927  he  sold  the  lot  and  moved  to  California  as 
publisher  of  the  Santa  Ana  Record. 

In  Santa  Ana  he  soon  became  part  of  a  group  that  was  working  for  world  peace. 
They  secured  a  permit  to  erect  a  500  kw  station,  the  first  ever  issued,  figuring  that 

with  that  much  power  they  could  push  their  words  around  the  world.  But  the  money 
to  build  the  station  was  harder  to  come  by  and  while  they  were  trying  to  raise  it,  the 

group  purchased  KVOE  (now  KWIZ)  Santa  Ana  so  they'd  know  something  about 
broadcasting  when  their  international  station  came  into  being. 

That  time  never  arrived.  The  organization  dissolved  and  KVOE  was  sold.  But 
Mr.  Burke  had  learned  something  about  the  power  of  radio  to  sell  goods  and  services 
locally,  regardless  of  its  efficiency  as  a  messenger  of  world  peace.  The  deepening 
depression  and  the  competition  of  a  new  Scripps  daily  in  Santa  Ana  were  making 
things  tough  for  the  Record,  so  he  sold  the  paper  and  purchased  a  250  w  Los  Angeles 

radio  station,  KFVD  (now  KPOP),  a  daytimer  sharing  1020  kc  with  KDKA  Pitts- 
burgh. 

Mr.  Burke  soon  got  his  power  boosted  to  1  kw  and  later  to  10  kw,  with  an  applica- 
tion for  50  kw  now  before  the  Commission.  But  a  long  hard  fight  failed  to  upset 

KDKA's  dominance  of  the  1020  kc  channel,  so  he  got  a  grant  for  a  fulltime  operation 
on  1110  kc  where  he  started  KPAS  (now  KXLA)  Pasadena.  This  was  in  1942,  he 

recalls,  "just  in  time  for  me  to  be  ordered  to  sell  one  of  my  stations  under  the  new 
duopoly  rule."  He  sold  KPAS  to  his  son-in-law,  Loyal  L.  King,  who  had  previously 
managed  his  newspaper  in  Bucyrus. 

About  the  time  Mr.  Burke  bought  KFVD,  Frank  Jr.  was  graduated  from  Pomona 
College  and  he  soon  took  over  the  operation  of  the  station,  giving  his  father  more 
time  for  his  social,  civic  and  political  activities.  But  through  the  years,  Frank  Burke 
Sr.  has  continued  as  editor  of  the  air  on  KPOP,  although  this  past  summer  he  has 
left  the  actual  broadcasting  to  his  editorial  assistant,  Clay  Osborne,  with  whom  he 
confers  each  morning  by  telephone  from  his  summer  home  at  Newport  Beach,  Calif. 

He  plans  to  be  back  at  the  microphone  this  fall,  when  he  and  Mrs.  Burke,  who 
was  Mabel  Shanafelt  before  their  marriage  in  1897,  return  to  their  winter  residence, 

an  apartment  in  Pasadena.  "We  took  it  to  be  near  Frank  and  Mary  (Mrs.  King) 

and  our  five  grandchildren,"  Mr.  Burke  said. 

WIL5 

^  news  ̂  
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starring  Robert  Shaw 

The  bold  panorama  and  sweep  of  the  Spanish 

Main  and  the  days  of  Blackbeard  .  .  .  actual 

galleons,  real  sea  battles  and  slice-of-history 

stories.  All  this  gives  the  full-scale  production  of 

"The  Buccaneers"  its  salty  authenticity. 
Robert  Shaw  stars  as  the  daring  captain  of  the 

Buccaneers,  searching  the  pirate-infested  seas  of 
the  Carribean  for  adventure  and  lost  treasure. 

Now  after  two  years  on  networks  —  where  it 
established  top  ratings  and  new  sales  records  for 

sponsors  .  .  .  "The  Buccaneers"  is  available 
for  syndication.  Its  proven  appeal  for  every 

member  of  the  family  makes  it  a  prestige  show- 

case for  any  product.  39  half-hour  adventures. 

Look  at  the  markets... large  and  small... and 

see  that  The  Buccaneers  gets  the  major  share  of 
the  audience. 

CITY SHARE 

Baltimore   68.7% 
Baton  Rouge  .  .  .  75.6% 
Buffalo  59.8% 
Charleston  60.4% 
Chicago  46.7% 
Detroit  44.3% 
El  Paso  45.9% 
Honolulu  46.6% 
Los  Angeles  ....  34.1  % 
Louisville   77.5% 
Milwaukee   62.1% 
Minneapolis   ....  39.8% 

CITY New  York  City. 
Norfolk  

Philadelphia  . .  . 
Portland,  Ore.  . 
Pueblo-Colorado 
Springs  

Salt  Lake  City  . 
Seattle-Tacoma  . 

Spokane   
Washington  .... 
Winston-Salem  . 

iMirn  

SHARE 
24.9% 72.8% 
57.0% 
55.7% 

83.4% 
70.4% 
42.0% 

59.8% 41.9% 

64.0% 

F 
w 

OFFICIAL  FILMS,  INC. 

25  West  45th  Street 
New  York  36,  N.  Y. 

PLaza  7-0100 REPRESENTATIVES : 

Atlanta/ Jackson  2-4878 
Beverly  VLiLLs/Crestview  6-3528 
Chicago/ Dearborn  2-5246 
Dallas/ Emerson  8-7467 
Ft.  LAUDERDALE/Logan  6-1981 
Minneapolis/ W^i/am/  2-2743 
San  Francisco/ Juniper  5-3313 
St.  Lovis/Yorktown  5-9231 



It  takes  just 

one  BIG  one.. 

HIT  A  "GRAND-SLAM" 
HOMER  with  your 

every  television 
schedule  in 

the  BILLION- 

DOLLAR- 

PLUS  Mid-Gulf 
Area.  Shows  or 

spots,  WKRG-TV  is 
your  best  Mid-Gulf  buy.  Three 
recent  surveys  show 

WKRG-TV  is  'way  out  in 
front  in  all  departments.  Now 

the  new  Nielsen  (#3) 

increases  WKRG-TV's  lead . . . 
by  the  day  and  by  the 

week  .  . .  day  or  night.  Here 

are  the  circulation  figures: 

STATION Weekly  Daytime Weekly  Nighttime TOTAL  BONUS 

WKRG-TV 

Station  "A" 
Station  "B" 

157,730 
130,390 
84,610 

176,950 
146,500 
104,050 57,790 

146,020 

Daily  Daytime Daily  Nighttime TOTAL  BONUS 

WKRG-TV 

Station  "A" 

Station  "B" 

109,600 

93,060 
48,670 

139,860 
113,230 

61,220 
43,170 139,570 

For  availabilities,  call  your  Avery-Knodel  man, 

or  C.  P.  Persons,  Jr.,  V-P  &  Gen'l  Mgr.  of  WKRG-TV 

WKRG-TV's  old  40  DBU  area 
Extra  40  DBU  area  added 
by  WKRG-TVs  new  lower 
Pait  and  present  40  DBU  area 

of  Station  "X'* 

WKRG-TV 

MOBILE,  ALABAMA 

Reps.  Avery-Knodel 

IN  PUBLIC  INTEREST 

HIGHWAY  PATROL  •  WGAN  Portland, 

Me.,  used  a  special  telephone  hookup  10 
allow  state  highway  patrolmen  to  broadcast 
traffic  reports  direct  from  their  radio  patrol 
cars  during  the  Labor  Day  weekend.  On  the 
air  around  the  clock  during  the  weekend, 
KGAN  turned  over  all  its  facilities  to  the 

State  Police  and  received  468  direct  phone 
call  bulletins  from  state  troopers  during  the 
78-hour  period. 

INFORMATION  PLEASE  •  WMAR-TV 

Baltimore  brought  the  public's  attention  to 
the  campaign  of  the  Arthritis  and  Rheuma- 

tism Foundation,  with  a  full  hour  "tv  clinic." 
Leading  medical  and  surgical  authorities 
answered  questions  from  the  public  about 

specific  aspects  of  the  diseases.  A  bank  of 
studio  telephones  was  manned  by  members 
of  a  Baltimore  nurses  association. 

THE  BELLS  TOLLED  •  WWRI  West 

Warick,  R.  L,  had  church  bells  tolling  over 

its  airwaves,  during  the  Labor  Day  week- 
end, to  place  emphasis  on  the  mounting 

highway  traffic  fatality  list.  Each  traffic 
bulletin  was  accompanied  by  tolling  bells 

and  the  announcement  "Don't  let  the  church 
bells  toll  for  you  .  .  .  drive  carefully  during 

this  Labor  Day  weekend." 
WHITEFACE  ROUNDUP  •  KREM  Spo- 

kane came  to  the  aid  of  a  local  rancher 

who  had  become  separated  from  three  of 
his  whiteface  steers.  After  three  days  of 

unrewarding  searching,  on  foot  and  in  pick- 
up truck,  and  unsuccessful  newspaper  ads, 

rancher  John  Roberts  turned  to  radio,  and 

KREM  brought  home  the  beef.  After  one 
7  a.m.  announcement,  Mr.  Roberts  re- 

ceived a  phone  call  from  neighbors  15  miles 
to  the  south.  And  the  meat  on  the  hoof 

was  back  in  the  barn  that  afternoon.  Today, 
the  three  wanderers  are  gone  again;  but 
this  time  rancher  Roberts  knows  their 
whereabouts:  his  freezer  contains  500 

pounds  of  frozen  beef.  And  though  gone, 
the  steers  are  not  forgotten.  People  are  still 
asking  Mr.  Roberts  if  he  ever  found  them. 

mZ  BROADCASTING ^^^^^  THE  BUSINESSWEEKL.V  OF  TELEVISION  AND  RADIO 
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PLEASE  START  MY  SUBSCRIPTION 

■  WITH  THE  NEXT  ISSUE  — 

□  52  weekly  issues  of  BROADCASTING  $7.00 

□  52  weekly  issues  and  Yearbook  Number  11.00 

□  Enclosed  □  Bill 

j  title/position  (occupation  required) 
I 

|  company  name I 
I   -----   

I  address 
I 

city  zone 

Please  send  to  home  address —  — 

state 

Page  20    •    September  15,  1958 Broadcasting 



UNITED  AIR  LINES  ADDS 

TWO  MORE  CARGOLINERS 

Here's  how  you  can  use  them! 

They'll  help  you  speed  shipments  of  urgently  needed  parts, 

keep  promises  on  sales  commitments,  receive  on-time  delivery 

of  critical  material,  and  improve  customer  relations. 

Of  course,  exclusive  United  Reserved  Air  Freight  service  will 

be  available  on  these  new  30,000  lb.  capacity  DC-6A  Cargo- 

liners,  just  as  it  is  on  every  United  flight— passenger  or  cargo  — 

serving  80  U.S.  cities  coast-to-coast  and  to  Hawaii. 

Radar  on  every  United  plane  assures  a  smoother  ride  for  frag- 

ile shipments  and  insures  on-time  dependability. 

New  schedules  effective  August  11  and  September  8. 

IT  COSTS  NO  MORE  FOR  EXTRA  DEPENDABILITY— ON  UNITED,  THE  RADAR  AIRLINE 

lUNITEDl 

AIR  LINES 

For  more  information  on  these  new  flights 
or  on  United's  "All  Radar"  fleet  and 
door-to-door  service,  call  the  nearest 
United  Air  Lines  representative  or  write 
Cargo  Sales  Division,  United  Air  Lines, 
36  South  Wabash,  Chicago  3,  Illinois. 
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The  station  that  reaches  Eastern 

Maine's  500,000  people. 

EARN  AN  EXTRA 5% 

A  5%  Discount  Is  Allowed  When 

WLBZ-TV  Is  Bought  In  Matched 

Schedules  With  WCSH-TV  Port- 
land. 

National  Representatives 

Venard,  Rintoul  &  McConnell,  Inc. 

for  Mass.,  R.  I.  &  Conn. 

Weed  Television  Corp.  —  Boston 

WLBZ-TV 

Bangor,  Maine 
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Affiliate 

A  RINES 

STATION 
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Inside  the  envelope  of  this  famous  power  triode  are  incorporated  many  modern 

techniques  of  power  tube  manufacture.  Some  were  basic  to  the  "original"  design. 

Many  others  have  been  adopted  over  the  years— in  line  with  RCA's  never-ending  effort 

to  increase  tube  reliability  and  operating  life. 

But  whether  these  techniques  are  old  or  new,  this  fact  is  sure: 

every  one  pays  off  for  you  in  lower  tube  cost  per  hour  of  transmitter  operation. 

A  typical  example,  this,  where  constant  attention  to  tube  engineering 

details  makes  the  better  tube! 

Your  RCA  Industrial  Tube  Distributor  handles  RCA  Power  Tubes  for  every  broadcast 

and  TV  station  application.  He's  standing  by  to  serve  you. 

RADIO  CORPORATION  OF  AMERICA 

Tube  Division  Harrison,  N.  J. 



In  Washington %  -  radio,  it's  WRC.  From  7  to  9  a.m.,  weekdays,  WRC  is  first  in  total  homes, 

first  in  total  listeners,  first  in  adult  listeners,  and  first  in  average  quarter-hour  rating?  To  reach 

the  cream  of  Washington's  huge  new  spending  power,  in  the  morning  and  throughout  the 

day,  call  WRC  .  .  .  first!     nbc  radio  leadership  station  in  Washington,  d.  c.  sold  by  nbc  spot  sales 

*NSI  Report— Washington  D.  C  .  Area— April-May  1958 

WRC  980 
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NEW  GIANT  GROWING  IN  RADIO-TV? 

Detroit  auto  parts  manufacturer  buys  Mutual  Broadcasting  System 

It's  same  company  that  bought  Hal  Roach  Studios  three  months  ago 

It  states  plans  to  acquire  limit  of  radio  and  television  stations 

A  Detroit-based  industrial  complex 
bought  the  Mutual  Broadcasting  System 
last  week  and  announced  its  intention  to 

build  an  empire  in  radio  and  television. 
The  F.  L.  Jacobs  Co.  bought  Mutual  for 

an  announced  $2  million-plus  from  the 
California  syndicate  which  bought  the  net- 

work a  year  ago  from  RKO  Teleradio  Pic- 
tures for  $550,000.  ♦ 

The  Jacobs  company,  an  automobile 
parts  manufacturer  which  has  been  buying 

up  companies  in  other  fields,  made  the 

Mutual  deal  through  a  complicated  struc- 
ture of  subsidiaries.  Jacobs  is  the  majority 

stockholder  in  the  Scranton  Corp.,  Scranton, 
Pa.,  a  lace  manufacturer.  Scranton  Corp. 

last  May  bought  Hal  Roach  Studios,  Culver 

City,  Calif.  It  was  Hal  Roach  Studios  that 
became  the  owner  of  Mutual. 

At  a  news  conference  in  Los  Angeles 

last  Thursday  Alexander  L.  Guterma,  board 
chairman  of  the  Jacobs  company,  said 
Mutual  intended  to  acquire  a  full  quota  of 
seven  radio  and  seven  television  stations. 
The  network  now  owns  none.  It  was  spun 

out  of  the  RKO  Teleradio  operation,  with- 
out stations,  when  bought  last  year  by  the 

syndicate  which  resold  it  last  week. 

Mr.  Guterma  said  that  Mutual  was  al- 

ready negotiating  for  both  radio  and  tele- 

vision stations  in  five  of  the  nation's  top 
markets  and  holds  options  on  some.  He 

would  not  identify  the  stations. 

Mutual  also  intends  to  beef  up  its  net- 
work operation,  according  to  Mr.  Guterma. 

Its  long-range  objective  is  to  acquire  1,000 
affiliates.  Financial  support  is  assured  by 
the  diversion  of  advertising  budgets  from 
the  Jacobs  complex  into  Mutual  billings. 

Jacobs  and  its  subsidiaries  make  con- 
sumer products  ranging  from  lace  to  plastic 

shower  curtains  to  hi-fi  phonographs  (the 
last  manufactured  by  Symphonic  Electronics 

Corp.,  New  Brunswick,  N.  J.,  which  Jacobs 

bought  early  this  year).  "Naturally  our  ra- 

dio advertising  will  be  placed  on  Mutual," said  Mr.  Guterma. 

He  figured  that  Mutual  would  receive 

advertising  billings  of  about  2Vi%  of  the 

Jacobs  companies'  gross  sales,  which  will 
amount  to  some  $75  million  for  the  fiscal 

year  ending  July  31,  1959.  If  his  estimates 

prove  correct,  Mutual  stands  to  take  in 

Broadcasting 

roughly  $1.8  million  a  year  from  associated 
companies. 

Mutual's  expansion  program  fits  in  with 
sweeping  plans  announced  last  month  by 
Hal  Roach  Jr.,  president  of  Hal  Roach 
Studios,  after  their  acquisition  by  Scranton Corp. 

At  that  time  Mr.  Roach  said  the  studios 

had  set  a  $15  million  production  schedule 
of  six  television  series  and  20  feature  films 

and  were  planning  the  formation  of  a  na- 
tional releasing  organization  for  both  tv 

and  theatrical  films,  the  financing  of  out- 

side productions  and  entry  "into  any  phase 
of  the  entertainment  business  in  which  we 

feel  we  can  be  successful"  [Film,  Aug.  25]. 
Mr.  Roach,  whose  studios  were  bought 

for  a  reported  $15.5  million  by  the  Scranton 
Corp.,    was    named    board    chairman  of 

Mutual  upon  its  acquisition  by  Hal  Roach 
Studios  last  week.  Mr.  Guterma  became 

Mutual's  president. 
Dr.  Armand  Hammer,  principal  of  the 

syndicate  which  sold  the  network  last  week, 
will  serve  on  the  Mutual  board  under  the 

new  ownership  and,  in  addition,  has  a  five- 
year  contract  to  act  as  a  consultant. 

His  associates  in  the  syndicate,  H.  M. 

Halper,  president  of  Halper  Construction 

Co.,  Los  Angeles,  and  Roy  Roberts,  inde- 
pendent oil  operator  of  Ojai,  Calif.,  divested 

themselves  of  all  their  Mutual  interests 

upon  the  sale. 
Several  members  of  the  management 

team  which  has  operated  Mutual  under  Dr. 
Hammer  (who  was  president  and  board 
chairman)  will  stay  on,  according  to  Dr. 
Hammer.  He  listed  them  as  Blair  Walliser, 

MUTUAL'S  NEW  BOSSES 

A.  L.  GUTERMA HAL   ROACH  JR. 

Mr.  Guterma  became  president  of  MBS  last  week  and  Mr.  Roach  chairman. 

Here's  how:  Mr.  Guterma  is  chairman  of  F.  L.  Jacobs  Co.,  Detroit  auto 

parts  manufacturer,  which  is  principal  stockholder  of  Scranton  Corp.,  lace 

manufacturer  of  Scranton,  Pa.,  which  three  months  ago  bought  Hal  Roach 

Studios,  which  last  week  bought  MBS. 
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MUTUAL  SALE  CONTINUED 

CHANGING  HANDS 
I  necutive  vice  president  and  general  man- 

ager: Robert  Hurleigh.  head  of  the  net- 

work's news  operation  and  its  Washington 
office;  Lawrence  Field,  director  of  sales; 
William  Ballard,  in  charge  of  marketing 
and  research,  and  James  Gladstone,  as- 

sistant treasurer  and  comptroller. 

Mr.  Guterma  confirmed  the  new  owners' 
intentions  to  keep  some  key  Mutual  per- 

sonnel. He  added  that  the  network's  present 
news  operations,  its  main  strength,  will 
be  expanded.  Walter  Winchell  will  appear 

on  the  network's  news  schedule,  and  other 
name  newsmen  will  be  brought  in. 

Other  plans  include  the  development  of 
programs  aimed  at  the  motoring  audience 

and  at  teen-agers,  Mr.  Guterma  said.  Mutual 
is  now  negotiating  with  a  star  popular 

among  teen-agers  for  a  radio  series  and  two 
motion  pictures.  Mr.  Guterma  denied  that 
Mutual  had  any  plans  to  go  heavily  into  rock 
and  roll  musical  programming. 

The  new  owners  are  putting  one  of  their 
own  men  into  Mutual  as  a  specialist  in 
business  management.  He  is  Garland  L. 
C  ulpepper,  vice  president  of  the  Scranton 
Corp.  and  business  associate  of  Mr. 
Guterma.  He  was  elected  a  vice  president 
of  the  network. 

Elected  to  the  Mutual  board  were  three 

other  Guterma  associates:  Murray  D.  Van- 
Wagonner.  of  Detroit,  who  is  also  on  the 
boards  of  the  F.  L.  Jacobs  Co.,  several 

Detroit  banks,  Avis-Ford  Inc.  and  Avis 
Rent-A-Car;  Joseph  Gordon,  of  Detroit, 
who  is  on  the  boards  of  the  Jacobs  com- 

pany and  Scranton  Corp.,  and  Robert  J. 
Eveleigh,  of  New  York,  who  is  on  the 
boards  of  Jacobs  and  Scranton. 

Mr.  Guterma  declined  last  week  to  dis- 

cuss the  terms  of  the  Mutual  purchase  be- 
yond saying  the  price  was  over  $2  million. 

Reportedly  part  of  it  was  cash  and  part 
stock.  Conceivably  some  of  it  was  in  the 

form  of  Dr.  Hammer's  five-year  consultant's 
contract.  The  buyers  acquired  "100%  of 
the  stock  of  Mutual  and  all  outstanding 

bonds,"  Mr.  Guterma  said. 
He    added    that    his   organization  had 

ADVERTISERS  &  AGENCIES 

Pepsi-Cola  Co.,  New  York,  wherever  it 
may  go  from  here,  will  have  radio  along, 
as    many    as    498    million  commercial 

"minutes"  through  Christmas. 

It  is  the  soft  drink  company's  expecta- tion that  its  use  of  all  four  radio  networks 

in  a  "saturation"  buy  that  begins  Wednes- 
day (Sept.  17)  should  "reach  and  influence" 

more  than  100  million  people  [At  Dead- 
line, Sept.  8]. 

Pepsi,  it  was  learned,  is  earmarking  ap- 
proximately $500,000  for  the  short-term 

network  purchase,  has  ordered  full  station 

lineups  on  all  networks  and  expects  "regular 
network  guarantees."  Just  what  this  will 

mean  in  clearances:  "We  hope  to  receive 

Last  week's  sale  of  the  24-year-old 
Mutual  Broadcasting  System  marks  the 
third  change  of  control  since  October 
1 95 1 . 

Established  in  October  1934  on  a  new 

principle — mutual  program  exchanges 

among  independent  stations — Mutual 

grew  from  four  stations  into  the  "world's 
largest  network"  with  574  affiliates  at  its 
peak  in  1954. 

The  original  MBS  was  owned  by  its 
member  stations:  WOR  New  York, 
WLW  Cincinnati,  WGN  Chicago,  and 
WXYZ  Detroit.  The  list  of  stockholders 

grew  steadily  until  1941,  when  nine 
stockholding  stations  and  networks,  in- 

cluding WOR,  WGN,  CKLW  Detroit- 
Windsor,  WFBR  Baltimore,  WIP  Phila- 

delphia, WCAE  Pittsburgh,  the  Don  Lee 
Network,  and  the  Yankee  and  Colonial 

Networks,  participated  equally  in  under- 
writing and  management  of  MBS. 

In  1943,  a  tire  manufacturer  began  a 

nine-year  march  toward  gaining  control. 
It  was  then  that  General  Tire  &  Rubber 

Co.  purchased  the  Yankee  and  Colonial 
networks  and  thereby  became  owner  of 

bought  the  network  because  it  was  a 

"money  making  investment." 
Dr.  Hammer,  at  the  same  news  confer- 

ence last  week,  reported  that  when  he  and 
his  associates  bought  Mutual  last  year 

[Networks.  July  29,  1957],  the  books 
showed  a  loss  of  $700,000  for  the  first 
seven  months  of  that  year. 

"But  for  the  previous  10  years,  Mutual's 
earnings  had  averaged  better  than  $1  mil- 

lion a  year,"  Dr.  Hammer  said,  "and  we 
felt  we  could  put  it  back  on  the  road  to 

recovery." The  network  broke  even  in  the  last 

five  months  of  1957,  Dr.  Hammer  reported, 

was  hit  by  the  business  recession  in  the 

early  part  of  1958,  but  "four  months  ago, 
when   I    took   over    active  management. 

at  least  80  to  85%  on  all  the  networks" 
say  the  Pepsi  people. 

For  Pepsi-Cola  this  is  another  and  ex- 
tensive media  phase  in  its  continuing  cam- 

paign to  establish  the  soft  drink  as  a  family 
beverage.  Pepsi  people,  hep  to  the  new  era, 

speak  in  terms  of  "prestige,"  of  being  "so- 
ciable" of  "refreshing  Pepsi." 

This  new  era  of  "upgrading"  the  image 
of  Pepsi-Cola  in  the  public  eye  was  ushered 
in  by  Alfred  N.  Steele,  who  left  competitor 
Coca-Cola  as  vice  president  in  charge  of 
marketing  seven  years  ago  to  head  Pepsi. 
In  July  of  1955,  Mr.  Steele  was  elected 
chairman  of  the  board  and  remained  as  the 

company's  chief  executive  officer  while  Her- 
bert L.  Barnet  was  moved  up  to  president. 

13'/2  shares  of  Mutual  stock.  In  1950. 
the  Don  Lee  Network  and  38%  of 
Mutual  became  General  Tire  property 
when  General  acquired  control  of  the 
W  est  Coast  network  for  more  than  $12 
million.  MBS  itself  became  a  General 

Tire  property  in  1951  when  WOR  New 
York  was  purchased  and  combined  with 
Don  Lee  and  Yankee  networks  into  Gen- 

eral Teleradio,  giving  the  company  58% 
of  Mutual  stock.  General  Teleradio 

gradually  acquired  all  Mutual  stock. 
With  the  purchase  of  RKO  Radio  Pic- 

tures in  1955,  General  Teleradio  became 
RKO  Teleradio. 

Two  years  later,  in  July  1957,  for 
$550,000,  the  name,  goodwill,  assets, 
affiliations,  sponsors  and  program  con- 

tracts of  Mutual  became  the  property  of 
Armand  Hammer  and  Roy  Roberts, 
California  oil  men,  and  H.  M.  Halper, 
a  Los  Angeles  construction  executive. 
At  that  time  Paul  Roberts,  manager  of 
a  Los  Angeles  radio  station,  became 
operating  head  of  Mutual.  He  later  left 
the  company  and  had  no  ownership  at 
the  time  of  its  sale  last  week. 

Mutual  went  back  into  the  black  and  to- 

day it  is  in  as  good  financial  shape  as  any 

time  in  its  history." 
Dr.  Hammer  said  he  decided  to  with- 

draw as  president,  board  chairman  and 
stockholder  of  Mutual  because  of  his  desire 
to  live  in  Southern  California  and  attend  to 
the  business  of  the  Occidental  Petroleum 

Co.,  of  California,  of  which  he  is  president. 

Market  Note:  F.  L.  Jacobs  Co..  parent  of 
the  string  of  subsidiaries  which  wound  up 
with  Mutual  on  the  end  last  week,  is  listed 

on  the  New  York  Stock  Exchange.  Last 

Thursday,  the  day  the  acquisition  of  Mutual 
was  announced,  Jacobs  stock  opened  at  8V4 
and  closed  at  8% — the  high  for  the  year. 
The  lowest  price  at  which  Jacobs  shares 

have  been  listed  in  1958  was  43A. 

The  two  executives  run  the  company  in  a 
team  operation. 

Mr.  Steele's  marketing  concept  was  to 

kick  Pepsi  "upstairs"  into  the  prestige-class, 
make  it  a  family  drink  and  have  it  poured 
in  the  living  room  not  just  in  the  kitchen. 

Struck  from  Pepsi-Cola's  "image"  were  the 
cost  and  economy  of  the  beverage  (a  hold- 

over from  leaner  days),  particularly  as  ex- 

pressed in  the  "twice  as  much  for  a  nickle, too"  jingle. 

Visual  symbols  were  recreated.  The  new 
look  was  extended  to  its  vending  machines, 

its  logo  and  to  its  cartons.  After  a  vain  at- 
tempt to  erase  the  economy  binge — lyrics 

were  changed  but  the  "heritage"  of  the 
Pepsi  hits  the  spot  and  twice  for  a  nickel 

lingered — the  company  developed  a  full- 
fledged  prestige  approach. 

Premiered  on  radio  and  tv  early  this 

spring:  The  Pepsi  "Refreshment  Song."  A 

Pepsi  peels  half-million  off  bank  roll 

for  network  radio  saturation  campaign 
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lyric  ballad,  the  commercial  has  25  words, 
runs  like  this: 

"Be  sociable,  look  smart 
Keep  up  to  date  with  Pepsi 
Drink  light,  refreshing  Pepsi 
Stay  young  and  fair  and  debonair 

Be  sociable,  have  a  Pepsi!" 
It  is  with  this  song  that  Pepsi  will  drench 

the  network  radio  airwaves.  The  network 

schedule  includes  substantial  participation 
on  Monitor  on  NBC  Radio  on  weekends; 

a  20  per  week  newscast  participation  on 

Mutual    (Wednesday-Saturday);  participa- 
tions in  a  selection  of  CBS  Radio  programs 

Friday-Sunday,   including   such   shows  as 
Galen  Drake,  Robert  Q.  Lewis,  Gunsmoke, 
City  Hospital  and  still  others;  participations 
on    ABC    Radio    newscasts  Wednesday 
through  Saturday. 

A  minimum  of  1,000  stations  will  carry 
the  Pepsi  messages  and  some  estimates  place 
the  number  much  higher,  closer  to  1,100. 
Why  network  radio?  Why  this  type  of 

buy,  which  Pepsi  itself  characterized  as  "the 
greatest  high-frequency  'spot'  coverage  ever 
undertaken  by  a  single  product  in  the  history 

of  radio?" 
From  Pepsi's  advertising  vice  president 

John  L.  Soughan:  "Radio,  as  a  medium  of 
entertainment  and  information,  is  undergo- 

ing an  exciting,  vital  renaissance.  People 
everywhere  are  rediscovering  the  pleasure  of 
just  relaxing  and  listening  .  .  .  [where]  Pepsi 

belongs." 
Pepsi-Cola's  purpose,  he  says,  is  to  ex- 

pose the  American  people  to  the  Pepsi  "re- 
freshment song."  All  four  networks  are  be- 

ing used,  Mr.  Soughan  declares,  because: 

"We  want  this  campaign  to  benefit  all  of 
our  bottlers  in  the  country  and  that's  all  the 
networks  there  are." 

Pepsi  owns  17  metropolitan  bottling  com- 
panies and  another  540  bottlers  are  fran- 

chised  throughout  the  country.  The  com- 
pany, with  the  assistance  of  stations  and  the 

networks,  is  urging  the  bottlers  to  keep  up 
the  radio  campaign  by  placing  schedules  on 
their  local  stations.  Pepsi  is  prepared, 

through  field  representatives,  to  "provide 
every  assistance  to  local  Pepsi  bottlers  in 
order  to  help  them  reinforce  the  national 

campaign." 
To  generate  excitement  in  this  Pepsi  four- 

network  venture,  Messrs.  Steele,  Barnet  and 

Soughan  and  Vice  President  Richard  H. 
Burgess  appeared  with  network  executives, 
comedians  Bob  and  Ray  and  composer 
Hank  Sylvern  (who  wrote  the  new  song) 

in  a  special  closed-circuit  broadcast  which 

originated  in  New  York  last  Wednesday 

(Sept.  10).  The  program  was  aired  to  net- 
work affiliates  with  special  meetings  attend- 

ed by  bottlers. 

The  generating  impulse  for  the  special 
broadcast  came  from  Kenyon  &  Eckardt, 

New  York,  Pepsi's  agency  that  has  worked 
very  closely  with  its  client  on  the  radio  net- 

work campaign. 

K&E  and  client  also  are  responsible  for 

at  least  two  outstanding  "promotions"  and 
media  usage  in  recent  years.  These  were  (1) 

highly-touted  "Pepsi  Please"  campaign  in 
local  radio  and  local  tv,  and  (2)  the  spon- 

sorship and  promotional  support  of  two  spe- 

cials in  1957,  "Cinderella"  (with  Shulton) 
on  CBS-TV  in  the  spring  and  on  Thanks- 

giving Eve,  "Annie  Get  Your  Gun"  (with 
Pontiac)  on  NBC-TV.  Pepsi-Cola  claims  it 

captured  73  million  viewers  with  "Cinder- 
ella" and  66  million  with  "Annie." 

Pepsi  apparently  hasn't  forgotten  its  "suc- 
cesses" with  spectaculars  and  in  fact,  cur- 

rently is  considering  at  least  one  "family- 
type"  spectacular  that  it  will  invest  in  this  tv 
season.  Of  its  CBS-TV  and  NBC-TV  buys, 

Pepsi  states:  "In  size,  these  two  audiences 
equalled  the  combined  audiences  for  nine 

weeks  of  a  good  half-hour  network  show. 

In  prestige,  they  had  no  rivals." 
The  "Pepsi  Please"  promotion  was  ex- 

tensively aired  in  radio  and  tv  contests 

pioneered  in  San  Diego,  Calif.,  and  Mun- 
cie,  Ind.,  two  years  ago  and  since  turned 

over  to  local  bottlers  for  promotion  in  in- 
dividual areas.  It  still  is  gaining  popularity 

and  friends,  according  to  the  soft  drink 

firm. 
Coca-Cola  Co.  some  seven  years  ago 

when  Mr.  Steele  strode  to  P-C's  helm  was 
entrenched  leader  of  the  soft  drink  field, 

leading  Pepsi  in  sales  by  an  estimated  5  to 
1.  That  edge  has  been  filed  down  so  that 
today,  the  ratio  has  been  reduced  to  about 
2  to  1  (it  was  a  little  more  than  2  to  1  a 

year  ago).  Still  in  sight — believe  the  Pepsi 
people — the  day  when  the  two  colas  will 
compete  as  equals. 

Pepsi,  which  only  has  limited  funds  for 
advertising  (though  K&E  will  recommend 

a  boosted  budget  for  1959)  places  great  reli- 
ance on  co-op  funds.  It  feels  that  with  a  rela- 
tively moderate  expenditure  of  a  half  million 

dollars  it  can  make  a  big  splash  in  network 
radio,  stimulate  and  point  the  way  ahead  for 

bottlers — "We  hope  to  get  2  for  our  1,"  notes 
one  official. 

Others  in  the  Pepsi  organization  are  more 
specific  about  the  choice  of  network  radio 

THE  LIGHT  LOOK,  here  exemplified  in  the 
design  of  a  Pepsi-Cola  vending  machine. 

— and  so  much  of  it  bought  in  one  batch. 
Pepsi-Cola  corporately  is  vigorous.  Its 

gross  profit  on  sales  last  year  went  up  to 
more  than  $85.5  million,  more  than  $15 

million  above  the  year  before.  It  spent  an 

estimated  $13  million-plus  in  advertising, 
newspapers  and  spot  tv  each  getting  the 
greatest  share — about  $3  million  apiece. 
Network  tv  got  less  than  $500,000. 

Coca-Cola  Co.,  which  had  some  $300 
million  in  sales  last  year,  had  a  net  profit 
in  1957  of  close  to  $30  million,  and  spends 
more  in  advertising  than  Pepsi-Cola. 

Billings  Outlook  Stays  Strong, 

Agencies  Say  in  AAAA  Survey 

An  optimistic  picture  was  painted  last 
week  by  the  American  Assn.  of  Advertising 
Agencies  on  the  billing  health  of  U.  S. 

agencies  handling  three-fourths  of  all  na- tional advertising. 

A  final  report  on  a  questionnaire  sent 
out  by  the  association  to  335  members  and 
returned  by  225  agencies  corroborates  the 
findings  of  an  AAAA  preliminary  report 

released  last  month  [Advertisers  &  Agen- 

cies, Aug.  11].  The  final  report  shows  that 
in  comparison  with  the  corresponding 

period  of  1957,  118  agencies  were  ahead 
for  the  first  six  months  of  1958  (ranging 
from  0.5%  to  131%)  81  agencies  were 
down  (from  1%  to  60%;  30  agencies  were 
"the  same"  and  one  did  not  answer. 

Asked  for  a  projection  of  business  for 
the  second  half  of  1958  as  compared  with 
the  corresponding  period  of  1957,  100 
agencies  replied  that  volume  would  increase 
from  1%  to  125%;  61  estimated  it  would 
decrease  from  1%  to  50%;  61  indicated 

it  would  remain  "the  same"  and  three  did 
not  answer. 

AAAA  reported  that  by  size  groups  there 

were  "no  significant  differences"  from  the 

general  pattern. 
Geographically,  all  regions  showed  more 

THREE  TOP  VOICES  in  Pepsi's  advertising  strategy  (I  to  r):  Board  Chairman  Alfred  Steele, 
President  Herbert  Barnet,  advertising  vice  president  John  Soughan. 
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ADVERTISERS  &  AGENCIES  continued 

Manhattan  counting  on  Kaye  downbeat 

for  fast  crescendo  in  new  shirt  sales 

"ups"  than  downs"  for  both  six  months' 
periods,  except  the  east  central  region, 

which  includes  Detroit.  Cleveland.  Cincin- 

nati. Dayton.  Pittsburgh  and  other  Mich- 

igan and  Ohio  cities.  There  the  "downs" 
exceeded  the  "ups"  in  both  periods,  where- 

as in  the  preliminary  report  a  "standoff" was  indicated  for  the  second  half. 

The  western  region.  AAAA  said,  con- 

tinues to  be  "the  most  optimistic  about  the 

future,  predicting  by  more  than  three  to 

one  that  billing  will  be  up  during  the  sec- 
ond half  year. 

Peripatetic  Bon  Ami 

Flees  Weiss  &  Geller 

Bon  Ami  Co..  New  York,  last  week  found 

itself  "represented"  by  two  advertising  agen- 
cies, but  claimed  only  one.  The  household 

cleanser  firm— which  claims  99%  of  its  ex- 

penditures are  in  broadcast  media — has  had 

a  multi-agency  track  record  over  the  past 

decade,  starting  with  McCann-Erickson. 

switching  to  BBDO,  thence  to  Norman. 

Craig  &  Kummel  and  from  there  to  Erwin 

Wasey,  Ruthrauff  &  Ryan.  In  January  this 

year,  it  picked  Kastor.  Farrell,  Chesley  & 

Clifford  as  agency  for  seven  new  products, 

none  of  which  have  reached  the  market;  in 

February,  it  left  both  EWR&R  and  KFC&C 

for  Weiss  &  Geller.  On  Wednesday,  it  con- 

firmed that  it  had  yanked  its  business  from 

W&G  the  day  before,  handing  the  account 

to  Cole,  Fischer  &  Rogow,  New  York  and 

Beverly  Hills. 
But  Weiss  &  Geller  would  not  give  up 

easily.  Its  executives  insisted  that  the  15- 

month  long  service  contract  signed  in  Feb- 

ruary did  not  contain  any  cancellation 

clauses  and  that  so  far  as  it  was  concerned, 

it  would  continue  to  service  Bon  Ami  until 

next  May.  Bon  Ami  advertising  manager 

John  J.  Shaw  had  "no  comment." 
Compounding  the  confusion  was  the  fact 

that  Bon  Ami's  principal  advertising  lies  the 
way  of  barter  and  that  certain  commitments 
made  in  that  line  are  not  due  to  expire 

for  some  time  to  come.  The  new  agency  in- 

dicated they  would  honor  these  commit- 
ments but  would  not  specify.  Nor  would  the 

agency  discuss  the  matter  of  commissions. 
Arthur  A.  Fischer,  president  of  the  new 

agency,  said  Thursday  that  Cole,  Fischer  & 

Rogow  would  be  doing  "authorized  cash 

buying"  Sept.  29,  but  admitted  he  had  al- 
ready purchased  $4,000  worth  of  time  on 

WRCA-TV  New  York.  He  indicated  that 

cash  purchasing  would  take  a  more  promi- 

nent role  in  Bon  Ami's  timebuying  than  be- 
fore, but  declined  to  spell  out  the  amount 

that  would  be  involved  for  the  next  year. 
Weiss  &  Geller.  it  was  reported,  has  been 

spending  only  $20,000  in  cash  purchases, 
the  rest  in  barter. 

Bon  Ami's  entry  into  barter  dates  back  to 
June  20,  1957,  when  Chathan  Corp. — an 
organization  said  to  have  been  set  up  by  the 

cleanser  firm — -paid  Guild  Films  Co.,  New 

York,  "about"  $1  million  in  exchange  for  tv 
time  spots  aggregating  $1.25  million;  on 

Aug.  21  that  year,  Bon  Ami  paid  $1.15  mil- 
lion cash  to  Ichthayan  Assoc.  Inc.,  S.  A., 

Panama  City,  promising  an  additional  $173,- 
000,  for  distribution-exhibition  rights  to  170 
re-issued  theatrical  films.  The  films  would 

Can  a  downbeat  bring  an  upbeat? 
Manhattan  Shirt  Co.,  New  York,  hopes 

it  will.  So  does  the  broadcasting  business 

which  may  see  in  Manhattan's  strategy  a 
means  to  break  down  traditional  soft-goods 
industry  resistance  to  big  scale  broadcast 
sponsorship. 

The  downbeat — of  Sammy  Kaye's  theme 
"Sunday  Serenade" — will  introduce  Music 
From  Manhattan  on  95  ABC-TV  affiliates 
this  Saturday  (Sept.  20)  at  10  p.m.  EDT. 

The  upbeat,  hopes  the  sponsor,  will  be  in 
shirt  sales. 

Manhattan  has  been  in  business  for  101 

years.  Traditionally  a  magazine  advertiser, 

it's  used  broadcasting  only  once  before,  and 
that  was  for  three  weeks  last  December  on 
WFAA-TV  Dallas  to  test  a  total  of  60  spots. 

So  convinced  of  tv's  impact  that  it's  willing 
to  jump  into  network  tv  untried,  Manhat- 

tan is  curtailing  magazine  expenditures  "by 
a  considerable  amount"  and  more  than 
doubling  its  established  fiscal  year  ad  bud- 

get of  $1.5  million.  About  $2.5  million  will 
be  spent  on  the  ABC-TV  show  and  another 
$500,000  for  point-of-sale  exploitation. 

Manhattan  wants  to  sell  a  brand-new 

concept  in  men's  furnishings — a  guaranteed 
wrinkle-resistant  shirt  that  can  be  machine 
washed-and-dried  and  still  outlast  regular 
shirts.  Manhattan  also  seeks  to  shatter  a 

long-cherished  soft-goods  industry  feeling 

that  tv's  okay,  but  only  in  small,  low-budget 
doses.  "This  may  be  true  if  all  you're  selling 

is  style  and  quality,"  says  Manhattan  ad- 
vertising director  John  M.  Weiler,  "but  when 

you're  selling  style  plus  quality  plus  a  de- 
monstrable feature,  tv  is  the  only  medium." 

Manhattan  has  wanted  to  get  on  tv  now 

"for  several  years."  But  up  to  this  time, 

it's  never  had  a  product  with  that  "demon- 
strable quality."  Nor  did  it  have  a  product 

"priced  right"  for  mass  audience  appeal. 
Now  it  has  the  "Mansmooth"  line  of  shirts — 
100%  cotton,  laboratory-tested  and  granted 
a  seal  of  approval  by  Good  Housekeeping, 
U.  S.  Testing  Co.  and  American  Institute 

of  Laundering.  It  sells  for  $5-5.95.  It's  been 
proved  "machine  resistant"  by  the  Maytag 
Co.  and  Maytag  is  telling  its  customers  just 
that  in  a  series  of  print  media  ads  prepared 

jointly  by  Leo  Burnett  Co.  (Maytag)  and 
Peck  Adv.  (Manhattan). 

Why  did  Manhattan  bet  the  shirt  on  its 
back  by  committing  itself  for  52  weeks  in 

not  be  shown  in  the  U.  S.  or  Canada.  A 

week  later,  Bon  Ami  agreed  to  buy  from 
Guild  spots  aggregating  $6  million  in  value 

at  end  card  rates  over  a  five-year  term  for 
$3.6  million,  and  concurrently  signed  over 

to  the  Guild  its  "rights,  title  and  interest"  in 
Ichthayan  Assoc.  Bon  Ami's  annual  report 
points  out  that  the  consideration  was  to 
credit  the  $1.15  million  against  the  Guild 
contract.  The  remainder  of  $2.45  million 

was  to  be  paid  in  monthly  installments  of 
$40,000,  effective  that  Oct.  1 . 

Last  Feb.  28,  Guild  and  Bon  Ami  con- 

network  tv  [Advertisers  &  Agencies,  July 

28]?  What  does  it  hope  to  get  out  of  it?  How? 

Back  in  1895  Manhattan  "revolutionized" 
men's  furnishings  by  introducing  madras 
sports  shirt.  For  the  past  five  years  it  has 

been  working  on  wrinkle-free  products.  Its 
big  seller  in  wash-and-wear  has  been  the 
$6.95  "Docoma"  shirt  (65%  dacron, 
35%  cotton)  which  was  too  high  priced 
for  tv  mass  consumption,  so  Manhattan 
stuck  to  selected  consumer  publications  such 

as  Time. 
Finally,  it  perfected  Mansmooth  which 

has  more  than  its  share  of  features  for  tv 

to  demonstrate:  (a)  A  secret  "molecular 
memory"  process  eliminates  the  need  for 
ironing,  makes  shirt  wrinkle-resistant  (see 
story  board);  (b)  It  has  convertible  cuffs,  one 
may  wear  them  either  French  or  barrel  style; 

(c)  Its  permanent  "Manstay"  collar  stay  does 
not  have  to  be  removed,  will  survive  the 

roughest  tumble  washes;  (d)  It  comes  indi- 
vidually sealed,  laundry-fresh,  in  a  poly- 

ethylene bag.  insuring  clean  merchandise;  (e) 
Each  shirt  comes  with  a  plastic  hanger  to 

discourage  use  of  rust-prone  metal  hangers. 
The  stress  will  be  on  point  (a). 

While  Mansmooth  through  Peck  Adv. 

will  be  pushed  hardest,  a  second  agency — 
Daniel  &  Charles  Adv.,  New  York — will 

participate  on  behalf  of  the  "Lady  Man- 
hattan" line  but  is  not  expected  to  share 

with  Peck  in  talent  commissions.  Still  un- 
certain as  of  last  week:  whether  Manhattan 

will  also  use  the  series  to  promote  its  full 

complement  of  shirts,  shorts,  T-shirts,  neck- 
ties, swim  trunks,  bathrobes,  etc. 

The  idea  for  selling  shirts  with  what  some 

call  "schmaltz"  originated — strangely  enough 
— with  the  agency  that  perfected  the  tv  jazz 
show  as  a  sales  medium  for  Timex  watches. 
Peck  board  chairman  Sidney  Garfield,  who 

conceived  the  series  with  radio-tv  vice  pres- 
ident Sylvan  Taplinger,  further  believed  that 

the  ABC-TV  9-10  p.m.  "lead-in"  by  Law- 
rence Welk  would  be  of  enormous  help  to 

Manhattan  in  securing  a  large  audience. 

On  paper,  Manhattan  will  be  spending 
about  $55,000  per  show  ($40,000  time  and 

talent,  the  balance  in  "marginal  costs"  such 
as  advertising  and  exploitation).  These  fig- 

ures, supplied  by  unofficial  ABC  sources,  do 

not  account  for  network  frequency  dis- 

counts. While  Manhattan  won't  allocate  co- 
op department  store  funds,  it  hopes  the  deal- 

tracted  again,  this  time  canceling  the  Aug. 
21  and  28  and  substituting  new  terms.  Some 

$197,000  spot  time  already  delivered  by 
Guild  were  not  to  be  considered  part  of  the 

June  21  pact;  (2)  $1.25  million  in  spot  time 
(end  card  rates)  would  become  effective 

for  a  52-week  period  commencing  March 
17.  Other  new  contract  clauses  covered 

method  of  payment  to  Guild. 
Officials  at  the  new  agency  indicated  that 

they  would  allow  the  barter  deals  made  by 
W&G  to  run  to  expiration,  indicating  some 

might  be  renewed.  Some  40-50  barter  mar- 
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ers  will  take  advantage  of  the  free  minute 

and  20-second  spot  films  and  8-second  IDs 
and  slides  its  agency  has  prepared  and  slot 
them  locally  adjacent  to  the  Kaye  programs. 

Says  Mr.  Weiler:  "If  they  do,  it  might  very 
well  set  a  trend  for  others  to  follow." 

But  Manhattan  knows  that  actual  spon- 

sorship is  only  half  the  battle.  "You  can 
buy  a  Coke  or  a  pack  of  Camels  anywhere 

without  having  to  walk  a  mile,"  says  Mr. 
Weiler,  "but  finding  Manhattan  shirts  isn't 
that  easy  a  proposition.  We  have  to  tell  our 

viewers  where  to  find  them."  Helping  the 
sponsor:  Western  Union  Operator  25,  who 
will  be  invoked  at  the  end  of  each  show. 

"This  still  isn't  enough,"  points  out  Man- 
hattan's Mr.  Weiler.  He  acknowledges  "the 

tremendous  prestige  factor  of  network  tv" 
to  a  field  salesman,  "but  we  can't  rest  secure 
on  the  assurance  that  he  knows  we're  giving 
him  'moral  support.'  We've  got  to  make 
them  sell  harder  than  ever  before." 

To  do  so,  the  sponsor,  the  agency,  the 

network  and  the  sponsor's  public  relations 
counsel — Milton  Maybruck  Assoc. — got  to- 

gether early  in  the  summer  and  assembled 
a  promotion  arsenal.  This  is  how  it  worked: 

•  Manhattan  Shirt  Co.:  Provided  its  sales 

people  with  a  complete  list  of  station  execu- 
tives with  whom  they  are  to  work  out 

local  advertising  tie-ins,  preferably  paid- 
for  tv  spots;  sold  to  dealers  and  merchants 

at  cost  a  big  self-contained  wash-and-wear 
display  unit  manufactured  by  Stensgaard 

Assoc.  (designer)  which  it  suggested  be  in- 

stalled in  stores  as  W&W  "departments." 
President  Sylvan  Geismar  telegraphed  a 

pep  talk  to  every  salesman  and  closed  with 

this  twist,  "DON'T  STOP" 
•  Peck  Adv.  Agency:  Prepared  all  the  tv 

commercials  and  other  promotional  material 

including  the  suggestion  to  "get  further 
mileage  out  of  this  promotion  by  turning 

your  [store]  window  into  a  gigantic  tv  set 

.  .  .  to  show  off  your  Manhattan  wash-and- 
wear  merchandise";  took  out  trade  ads 
in  apparel  and  soft  goods  journals  alerting 

the  trade  to  "the  biggest  tv  project  ever 

attempted  by  a  branded  men's  wear  manu- 

facturer." 
•  ABC-TV:  Advertising-Promotion  Man- 

ager Dean  D.  Linger,  coordinating  with 
Sales  Vice  President  William  P.  Mullen, 
contacted  affiliate  station  managers,  cross- 
filing  the  Manhattan  list  of  station  people 

with  a  similar  list — this  one  containing 
Manhattan  sales  people  on  the  dealer  level. 

It  prepared  a  special  kit  containing  a  letter 

from  Mr.  Weiler  asking  for  "any  and  all 
promotional  ideas,"  live  tv  promotion  copy, 
d.  j.  "fact  sheets,"  newspaper  mats,  biog- 

raphies and  the  routine  publicity  handouts 

— which  after  having  been  mailed  to  affili- 
ates also  was  sent  to  Manhattan  dealers  by 

the  sponsor;  likewise,  the  Manhattan  kit 
went  to  ABC-TV  station  executives.  This 

contained  sample  rough  commercial  story- 

boards  and  other  "booster"  material.  ABC- 
TV  also  set  up  a  number  of  regional  meet- 

ings with  station  executives  to  elicit  their 

cooperation. 

•  Maybruck  Assoc.:  Worked  over  the 

"prestige  angle"  for  Sammy  Kaye,  sent  out 
personally  autographed  pictures  plus  "per- 

sonally signed"  letters  by  Mr.  Kaye  to 
men's  wear  buyers  in  which  the  bandleader 
said  he  hoped  he  could  meet  the  buyer  in 
person  at  such  time  he  and  the  band  were 
touring  that  city. 

Other  promotions  are  in  the  works  to 

perpetuate  the  impact  beyond  initial  bally- 
hoo. One  of  them,  now  under  discussion, 

would  team  Manhattan  (on  a  cash  basis) 

with  CBS  Inc.'s  Columbia  Records  Div., 
for  whom  Mr.  Kaye  records. 

Manhattan  today  is  one  of  the  Big  Three 

in  shirt  manufacturing.  With  average  an- 
nual sales  of  $35  million,  Manhattan  is 

nipping  at  the  heels  of  Cluett,  Peabody  & 

Co.  (Arrow  brand)  and  is  leading  Phillips- 
Jones  Corp.  (Van  Heusen  brand).  Both 
Arrow  and  Van  Heusen  have  tried  network 

tv,  but  only  for  short  periods.  Arrow  at 

one  time  participated  on  NBC-TV's  Today, 
Van  Heusen  in  NBC-TV's  Suspicion,  but 
neither  has  made  half  as  impressive  a  buy 
as  Manhattan.  Manhattan  knows  this  and 

is  banking  on  just  this  vacuum  in  which  to 

edge  up — "and  fast" — to  Cluett,  Peabody. 
In  fact,  Manhattan  thinks  networking  will 

put  some  teeth  into  its  slogan — "For  the 
man  of  the  world — the  world  over." 

MANHATTAN'S  'MOLECULAR  MEMORY'  COMMERCIAL  FOR  TV 

-  j  j-^     ;\  ...  ;*  : 

Now,  ladies  and  gentlemen, 
we  asked  Joe  to  wear  this 

ordinary  cotton  shirt  all 
during  rehearsal  and  for 
this  performance.  In  the 
same  length  of  time  I  have 
been  wearing  a  Manhattan 

Mansmopth,  the  famous 
100%  cotton  shirt  that 

needs  no  ironing. 

■ 

Just  look  at  how  wrinkled 

Joe's  shirt  is  and  note  how 
smooth  and  neat  my  Man- 

hattan Mansmooth  is.  Well, 

the  difference  is  due  to 
MOLECULAR  MEMORY. 

Yes,  only  Manhattan  Man- 
smooth  has  Molecular  Mem- 

ory and  here's  how  it  works. 

Here  are  the  molecules  in 

a  yarn  from  an  ordinary 
cotton  shirt.  When  twisted, 

these  uncontrolled  mole- 
cules from  wrinkles  that 

can  only  be  pressed  out  with 
a  hot  iron. 

This  yarn  from  a  Manhat- 
tan Mansmooth  No  -  Iron 

cotton  shirt  has  exclusive 

Molecular  Memory  .  .  . 

building  "come-back"  or 
memory  into  the  molecules. 

MOLE 

MEN 

.CUIA 
10RY; 

ScLo  „ 

When  twisted,  these  mole- 
cules are  displaced  only 

temporarily.  With  Molecular- 
Memory  they  smooth  back 

quickly.  The  shirt  itself  re- 
sists wrinkles. 

As  a  result,  Manhattan 
Mansmooth  not  only  needs 
no  ironing  after  washing, 

but  stays  fresh  and  un- 
wr inkle d  all  day  .  .  .  thanks 
to  Molecular  Memory. 

kets  are  presently  running  Bon  Ami  spots. 
Cash  markets  to  be  lined  up  will  probably 
exceed  30  and  some  will  overlap  with  barter 

markets.  Mr.  Fischer  declared  that  "we 
don't  frown  on  barter  .  .  .  but  we  have  a 
great  deal  of  faith  in  the  future  of  radio  and 

television." 
Cole,  Fischer  &  Rogow's  principal  radio 

account  up  to  a  year  or  two  ago  was  North 
American  Airlines,  non-scheduled  airline 
put  out  of  business  by  CAB  regulation.  Mr. 

Fischer  recalls  the  airline's  business  "was 
built  on  radio  announcements."  Other  radio 

accounts  at  CF&R  are  Santa  Fe  Wine  Div., 
DiGiorgio  Wine  Co.,  Los  Angeles,  and  the 

J.  J.  Newberry  five-and-dime  chain. 
In  the  summer  of  1957,  United  Dye  & 

Chemical  Co.  sold  its  interest  in  Bon  Ami 

to  then-President  Virgil  D.  Dardi  and  Ex- 
ecutive Vice  President-Treasurer  Harry  S. 

Adams.  About  two  months  ago,  control  of 
Bon  Ami  was  acquired  by  R.  Paul  Weesner 
and  Emil  Morosini,  two  directors  of  the 

old  company,  under  the  new  parent  com- 
pany name  of  Commercial  International 

Corp.  Mr.  Dardi  thereupon  retired  along 

with  Mr.  Adams,  who  died  a  fortnight  ago. 
Several  months  before  Messrs.  Weesner 

and  Morosini  took  over,  a  group  of  stock- 
holders filed  suit  in  federal  court  at  New 

York  against  both  Bon  Ami  and  United 

Dye,  charging  that  the  films  bought  from 

Ichthayan  were  worth  "less  than  $100,000," and  that  Guild  Films  was  overpaid  for  the 

tv  spots.  The  suit  seeks  to  have  the  con- 
tracts rescinded  and  to  recover  the  difference 

between  the  real  market  value  of  the  films 

and  the  amount  paid  and  the  same  for  tv 

spots. 
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ADVERTISERS  i  AGENCIES  continued 

TWO  DRAFT  MERGER,  ONE  SPLITS 

•  Calkins  &  Holden,  Burke  Dowling  Adams  due  to  combine 

•  Sackheim  executives  leave  with  broadcast  accounts 

Agency  mergers  are  on  the  rise — and  so 
are  estrangements. 

Latest  box-score  on  grey  flannel  mar- 
riages and  divorces: 

•  "Engagement"  to  merge  between  the 
$16  million  Calkins  &  Holden  agency  of 

New  York-Chicago-Seattle-Los  Angeles,  and 
the  $8.5  million  Burke  Dowling  Adams 

Inc.  of  New  York-Atlanta-Los  Angeles. 

•  Separation  of  key  officials  at  Max- 
well B.  Sackheim  Co.,  New  York,  and  sub- 

sequent formation  of  two  new  advertising 
agencies. 

The  Calkins  &  Holden-Burke  Dowling 
Adams  banns  were  posted  last  week  with 

the  confirmation  by  officials  that  the  mar- 
riage, creating  an  agency  billing  in  excess 

of  $24  million,  would  take  place  just  "as 
soon  as  several  details  are  worked  out." 
Understood  to  be  one  detail:  how  to  solve 

an  apparent  conflict  of  client  interests  be- 
tween Savage  Arms  Corp.,  Chicopee  Falls, 

Mass.  (a  Calkins  &  Holden  account)  and 

Colt's  Patent  Fire  Arms  Mfg.  Co.  (a  Burke 
Dowling  Adams  client). 

Another  possible  area  of  client  conflict 
was  to  be  resolved  last  week.  Two  top 
Calkins  &  Holden  executives — President 
Paul  R.  Smith  and  Vice  Chairman  Mike 

Carlock- — were  in  Seattle  for  discussions 
with  Boeing  Airplane  Co.,  a  major  C&H 

account.  Burke  Dowling  Adams'  principal 
client  is  Curtiss-Wright  Corp.,  Wood-Ridge, 
N.  J.,  manufacturer  of  airplane  components. 

At  the  Sackheim  agency,  the  exit  of  five 
key  officials  has  left  that  shop  practically 

without  any  radio-tv  billing.  Joe  Gans,  vice 
president  of  radio-tv  at  Sackheim,  has  re- 

signed to  set  up  his  own  radio-tv  agency, 
Joe  Gans  &  Co.,  with  offices  at  551  Fifth 

Ave.  (Murray  Hill  7-8240).  He  is  joined  by 
timebuyer  Dolores  Rosenblatt,  also  a  Sack- 

heim veteran. 

At  the  same  time,  formation  of  a  new 

agency  was  announced  by  Lester  Wunder- 
man,  former  executive  vice  president  of  the 
Sackheim  company.  Mr.  Wunderman  and 
three  associates  have  set  up  Wunderman, 
Ricotta  &  Kline  Inc..  with  offices  at  345 

Madison  Ave.  (Oregon  9-5522).  Mr.  Wun- 
derman is  joined  by  his  brother  Irving,  for- 

mer Sackheim  vice  president  and  copy  chief, 
named  vice  president,  copy  chief  and  secre- 

tary of  WR&K;  Edwin  Ricotta,  former  vice 

president-art  director  at  Sackheim,  who 
keeps  these  titles  and  adds  the  duties  of 
treasurer,  and  Harry  Kline,  former  Sack- 

heim vice  president-account  supervisor,  who 
continues  in  similar  post  at  WR&K. 

It's  reported  (but  unconfirmed)  that  Mr. 
Gans  has  taken  with  him  the  Time  Inc. 

circulation-building  account  for  Time  mag- 
azine. Broadcast  media-using  clients  follow- 

ing the  Messrs.  Wunderman,  Ricotta  and 

Kline:  CBS  Inc.'s  Columbia  Records  Club. 
Jackson  &  Perkins  (rose  grower),  Alexander 
Hamilton  Institute  and  Facts  On  File  Inc. 

While  WR&K  has  not  yet  set  up  a  radio- 
tv  department,  it  was  understood  that  it  will 

retain  Mr.  Gans'  organization  on  an  "out- 
side basis."  Mr.  Gans  is  a  specialist  in  "mail 

order  broadcasting"  [Advertisers  &  Agen- 
cies, June  30].  Initial  billings  at  WR&K  are 

estimated  at  about  $1.5  million,  although 
the  agency  would  not  discuss  its  present 
billing  structure. 
Max  Sackheim,  president  of  the  agency 

bearing  his  name,  would  not  comment  on 
the  walk-out.  It  was  learned  that  for  the 

time  being,  Philip  Lane,  a  recent  addition  to 
Sackheim  and  formerly  with  the  New  York 
office  of  North  Adv.,  would  take  over  the 

Sackheim  firm's  activity  in  radio  and  tele- vision. 

The  pending  C&H-BDA  tie-up  involves 
agencies  that  have  experienced  set-backs 
over  the  past  18  months,  the  principal  loss 
being  felt  at  C&H  early  in  1957  with  the 
walk-out  of  then-president  Harold  L.  (Hay) 
McClinton  and  with  him,  business  amount- 

ing to  $10  million.  Mr.  McClinton,  joined 
by  a  phalanx  of  C&H  executives  and  the  $9 
million  Prudential  Insurance  Co.  of  Amer- 

ica and  $1  million  Berlitz  Schools  of  Lan- 
guages accounts,  teamed  up  with  Charles 

Dallas  Reach  to  form  Reach,  McClinton  & 

Co.  (the  outgrowth  of  Reach,  Yates  &  Mat- 
toon,  whose  principal  account  was,  and  still 
is,  International  Latex  Corp.).  But  C&H 
bolstered  its  billing  this  past  summer  when 
it  absorbed  the  $4  million  Seklemian  & 

North  agency.  The  BDA  merger  would 
put  it  ahead  of  the  billing  point  reached 
during  its  Prudential  heyday. 

Burke  Dowling  Adams  Inc.,  which  ex- 
perienced a  bull  market  last  year  by  in- 

heriting the  $5  million  Studebaker-Packard 
Corp.  from  Benton  &  Bowles  (as  well  as  a 
brace  of  clients  from  the  now-defunct 

Robert  W.  Orr  &  Assoc.),  this  summer  sur- 

rendered the  auto  account  to  D'Arcy  Adv. 
after  the  car  maker  terminated  its  manage- 

ment contract  with  Curtiss-Wright  Corp. 
|  Advertisers  &  Agencies,  Aug.  4). 

In  other  precincts,  there  still  was  no  word 
on  the  status  of  the  expected  Lennen  & 
Newell  and  Buchanan  &  Co.  merger  [At 

Deadline,  Aug.  25].  L&N,  which  will  be 
billing  $40  million  in  tv-radio  next  year  as 
a  result  of  its  recent  marriage  with  C.  L. 

Miller  Co.  and  the  broadcast-heavy  Corn 
Products  Refining  Co.  account,  would  not 
comment,  nor  would  Buchanan  executives 

amplify  their  "we  still  have  nothing  to  say." 

L&M  Using  'Piper' To  Plug  All  Products 

All  the  Liggett  &  Myers  products  and 
all  the  tv  shows  which  the  tobacco  com- 

pany will  use  this  fall-winter  season  to  ad- 
vertise them  will  be  promoted  in  a  special 

tv  program,  The  Pied  Piper,  to  be  televised 

in  color  (and  black-and-white)  on  NBC-TV 
tomorrow  evening  (Sept.  16)  at  7:30-9  p.m. EDT. 

Eddie  Fisher,  whose  own  program  for 

Chesterfield  (and  RCA  and  RCA-Whirl- 

pool)  alternates  with  George  Gobel's  show 
for  L&M  on  NBC-TV,  Tuesday,  8-9  p.m. 
(starting  Sept.  23  for  Gobel  and  Sept.  30 

for  Fisher),  will  open  the  Pied  Piper  tele- 
cast. He  will  get  in  plugs  for  these  pro- 

grams, as  well  as  for  Brains  &  Brawn,  for 

L&M  and  Oasis,  which  started  on  NBC-TV 

Saturday  (Sept.  13)  10:30-11  p.m. 
Ed  Wynn,  whose  Ed  Wynn  Show  for 

Chesterfield  (and  Bulova)  starts  on  NBC- 

TV  Thursday,  Sept.  25,  8-8:30  p.m.;  Dean 
Fredericks,  who  plays  Steve  Canyon  on 
that  NBC-TV  series  (also  for  Chesterfield, 

which  began  Saturday  9-9:30  p.m.),  and 
James  Arness,  Matt  Dillon  of  Gunsmoke 

(which  began  a  new  season  Saturday  on 
CBS-TV  for  L&M  [and  Remington  Rand], 

10-10:30  p.m.),  will  appear  for  their  pro- 

grams and  products  via  commercials  espe- 
cially filmed  for  the  special  kick-off  telecast. 

Behind  Closed  Doors,  on  NBC-TV,  Thurs., 
9-9:30  p.m.  starting  Oct.  2  for  L&M  (and 
Whitehall  Pharmaceutical),  was  not  in  pro- 

EXECUTIVES  of  Reynolds  Metals  Co.  throughout  the  country  were  oriented  on 

1958-59  advertising  plans  via  ABC-TV  closed  circuit  Sept.  9.  They  witnessed  a 
demonstration  by  golf  pro  Tom  Bolt  (shown  with  company  sales  vice  president 
David  P.  Reynolds)  who  will  appear  on  the  Reynolds-sponsored  ABC-TV  series, 

All  Star  Golf  (Sat.,  5-6  p.m.).  They  also  were  addressed  by  (1  to  r)  J.  Louis  Reynolds, 
executive  vice  president,  David  P.  Reynolds  and  President  Richard  S.  Reynolds  Jr. 

The  show  originated  principally  from  Reynolds'  Richmond,  Va.,  headquarters,  with 
inserts  from  New  York  and  Hollywood. 
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Announcing 

RADIO'S  FIRST  COMPLETE 

FULLY  AUTOMATIC  BROADCASTING  SERVICE 

Programming    •    Equipment  •   Commercial  Injection 

Just  a  push  of  the   GOLDEN  button 

operates  your  station  automatically  up  to  24  hours 

for  round-the-clock  savings  and  profits 

AUTOMATION  COMES  TO  RADIO!  Now,  for  the 
first  time  you  can  broadcast  up  to  24  hours  a 

day  of  unique  musical  programming  automatic- 
ally —  including  automatic  interjection  of  your 

own  pre-recorded  commercials,  public  service 
announcements,  and  local  programs.  This  elec- 

tronic miracle  is  PROGRAMATIG,  the  first 

complete  fully  automatic  radio  broadcasting 
service.  It  makes  available  —  to  one  broadcaster 

only  in  each  radio  market  —  music  programming 
of  the  widest  possible  adult  appeal,  plus  revolu- 

tionary opportunities  for  savings  in  manpower 
and  operating  costs. 
AN  IMPORTANT  NEW  SOURCE  OF  REVENUE  FOR 

BROADCASTERS.  For  top-rated  AM  stations  with 
established  disc-jockey  shows,  PROGRAMATIG 
furnishes  adult  music  at  low  cost  during  hours 
when  teen-age  tune-ins  are  slight.  Other  AM  sta- 

tions who  can't  compete  with  the  big  disc-jockey 
or  network  shows  can  capture  the  big  adult  po- 

tential the  competition  isn't  "reaching."  AM/FM 
stations  can  reach  two  markets,  by  broadcasting 
entirely  separate  FM  programming  at  little  extra 

cost.  Any  station  can  increase  profits  by  switch- 
ing to  self-operating  PROGRAMATIC  during 

marginal  or  unused  all-night  hours. 
MUSIC  BASED  ON  27  YEARS  OF  PROGRAMMING. 
PROGRAMATIC  has  obtained  the  exclusive 

services  of  one  of  the  pioneers  in  music  program- 
ming and  automatic  equipment,  with  a  reservoir 

of  10,000  recorded  musical  favorites.  PRO- 
GRAMATIG music  is  based  on  extensive  surveys 

of  the  likes  and  dislikes  of  radio's  "biggest  un- 
tapped audience."  No  rock  and  roll.  No  "scream- 

ing" vocals.  No  spoken  words.  Just  smooth  or- 
chestral arrangements,  with  occasional  tasteful 

vocals. 

COMPLETELY  AUTOMATIC.  Each  8-hour  program 
unit  is  divided  into  quarter-hours  containing  ex- 

actly 13  minutes  of  music  and  2  minutes  for 
commercial  time.  Accurate  to  within  2  seconds 

per  8-hour  run.  PROGRAMATIC  switches  back 
and  forth  between  commercial  playback  and  pro- 

gram playback  mechanisms  automatically.  Com- 
pletely flexible  —  change  at  any  time  to  manual 

override. 

AUDITION  —  DEMONSTRATION.  See  Programatic  at  NAB  regional  meetings.  Programatic  Broad- 
casting Service  (Muzak  Corporation  Hospitality  Suites)  Oklahoma  City.  Sept.  22-23;  San  Fran- 

cisco. Sept.  29-30;  Milwaukee,  Oct.  13-14;  Boston,  Oct.  20-21;  Washington.  D.  C,  Oct.  27-28. 

TytO^tOmatcC^    BROADCASTING    SERVICE,  INC. 

229  Fourth  Avenue,  New  York  3,  N.Y.     •     ORegon  4-7400 
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in  order  to  give  more  and 
better  service  to  the  stations 

we  represent 
and  the  agencies  we  service  .  .  . 

The  unprecedented  growth 
and  success  of  is  based 

onfy  on  the  increases 
in  national  spot  income 

of  these  stations. 

1  his  record  has  been  so  outstanding 
that,  for  the  th  ird  time  in  the 

eight  years  of  its  existence, 
must  move 

to  larger  quarters- 
more  than  twice  as  much  room 

as  our  present  space- 
to  the  21st  floor 

of  the  Seagram  Building, 

375  Park  Avenue.  (PL  aza  9-6800) . 

We  are  looking  forward  to 
welcoming  you  there 

beginning  October  1.  1958. 

We  pledge  that  from  these  spacious 
new  quarters,  with  room 

for  more  people  and  more  services, 

we  "Working  Partners" will  continue  to 

"Send  a  Man  to  Do  a  Man's  Job." 

Representatives,  Inc. 
Television,  Inc. 

Frank  M.  Headley,  President 

Dwight  S.  Reed,  Vice  President 
Frank  E.  Pellegrin,  Vice  President 
Paul  R.  Weeks.  Vice  Presuknt 



ADVERTISERS  &  AGENCIES  CONTINUED 

PAYOFF 
A  CHRONICLE  OF  COMMERCIAL  PERFORMANCE 

WINNER:  KHVH 

A  swap  in  d.j.'s  between  a  Hawai- ian and  a  mainland  station  had  a 

happy  result  for  KHVH  Honolulu 
last  week,  which  ended  up  getting  an 

unexpected  piece  of  Lever  Bros,  busi- ness. 

When  Lever  wanted  to  introduce 

Stripe  toothpaste  to  the  islands  this 
month,  its  international  agency,  Na- 

tional Export  Adv.  Service  Inc.,  New 

York,  sought  availabilities  on  tv, 
billboards  and  in  print — planning  no 
radio.  But  last  month,  J.  Akuhead 

Pupule,  KHVH  d.j.,  spent  two  weeks 
guesting  on  WINS  New  York  as 

WINS'  Jack  Lacey  basked  in  the 
Hawaiian  sunshine  and  KHVH  lime- 

light. Lever  and  NEAS  executives 
heard  the  Hawaiian  on  WINS,  liked 
his  approach,  and  promptly  changed 
their  minds. 

Result:  When  Mr.  Pupule  returned 
to  Honolulu  last  Monday,  he  had  a 
three  week  Stripe  radio  campaign 
contract  tucked  in  his  luggage. 

duction  when  the  special  commercials  were 
made  and  so  will  get  no  film  promotion  on 

tomorrow's  show.  Finally,  there  will  be  a 
plug  for  Velvet  pipe  tobacco,  although  this 

product  is  not  regularly  advertised  on  tele- 
vision. 

Tomorrow's  telecast  marks  the  second 
time  The  Pied  Piper  has  been  shown  on 
tv,  its  second  time  in  color  on  NBC-TV 
and  its  second  appearance  for  Liggett  & 
Myers.  The  first  time  was  Nov.  24,  1957, 
the  Tuesday  of  Thanksgiving  week,  when 
the  musical  version  of  the  classic  folk  legend 
first  presented  the  Christmas  gift  packages 

of  the  sponsor's  various  cigarettes.  At  that 
time,  in  addition  to  the  $300,000  which  was 

paid  to  Hal  Stanley,  who  produced  the  90- 
minute  color  film  program  at  California 
National  Studios,  for  that  telecast,  Liggett 
&  Myers  added  another  $50,000  for  an 
option  for  a  second  telecast  at  a  cost  of 
$100,000. 

McCann-Erickson,  agency  for  Chester- 
field and  Oasis,  in  charge  of  both  showings 

of  The  Pied  Piper,  estimates  that  the  second 

90-minute  telecast  will  cost  the  sponsor 
about  $125,000  more  than  one  of  its  regular 
Tuesday  night  Gobel  or  Fisher  programs, 

including  the  cost  of  the  extra  half-hour  on 
the  network,  the  $100,000  for  rerun  rights 
and  the  making  and  editing  of  the  special 
commercials  by  the  various  stars  of  the  other 

Li?gett  &  Myers  tv  shows.  Dancer-Fitz- 

gerald-Sample, agency  for  L&M,  handled 
production  of  the  special  commercials  for 
the  programs  advertising  this  brand  of 
cigarettes. 

Following  tomorrow's  telecast,  all  rights 
to  the  film  revert  to  Mr.  Stanley.  He  puts 
the  cost  of  its  production  at  $650,000.  The 

$250,000  he  still  has  tied  up  in  the  produc- 
tion after  receiving  $400,000  from  Liggett 

&  Myers  for  the  two  NBC-TV  telecasts,  he 
hopes  to  recoup  through  exhibition  in 
Europe,  either  in  motion  picture  theatres 
or  on  tv. 

BANK  MOVE  PROMOTED  •  Mark 

Schreiber  Adv.  Inc.,  Denver,  Colo.,  spent 

approximately  $17,500  within  three  weeks 
for  The  First  National  Bank  of  Denver 

to  promote  the  opening  of  its  First  National 
Bank  BIdg.  there.  More  than  1,200  radio 

and  nearly  300  tv  spots  were  bought  on 
16  local  radio  and  the  four  commercial  tv 

stations  to  announce  the  Aug.  3  open  house 

at  the  new  28-story  building.  On  that  day 
about  12,000  people  toured  the  bank. 

A  dedication  show,  that  gave  a  visual 

history  of  the  bank  back  to  1860,  was  tele- 
cast over  the  Denver  tv  outlets,  Colorado 

Springs,  Pueblo,  Cheyenne  (Wyo.)  and 
Scottsbluff  (Neb.).  It  also  was  heard  on  two 
Denver  radio  stations. 

MONOPOLY  PAYS  OFF  •  Muskoka 

Monopoly,  an  audience  participation  game 
on  CKAR  Huntsville,  Ontario,  has  elicited 

many  letters  of  gratitude  from  satisfied 

sponsors  of  the  game.  The  Huntsville 

Trading  Co.,  for  instance  wrote  in  to  say  it 

sold  $750  worth  of  women's  sweaters  after 
two  CKAR  broadcasts;  27  boys  sport  shirts 

after  only  one  mention. 

GRACIAS  RADIO  •  A  special  two-hour  sale 
at  the  J.  J.  Newberry  store  in  downtown 
Los  Angeles  attracted  more  than  1,500 

Spanish  speaking  shoppers  as  a  result  of 

three  60-second  spot  announcements  on 

the  Angel  Lerma  Show,  a  fifteen-minute 
drama  heard  daily  on  KWKW  Pasadena, 

Calif.  Newberry's  store  manager  told 
KWKW  "the  promotion  was  an  outstanding 

success."  KWKW  programs  21  hours  daily 
in  Spanish. 

HUGH  MOVES  SHOES  •  A  50-year  record 

for  shoes  sold  was  set  at  Carton's  shoe  store 
Coshocton,  Ohio,  through  the  marathon 

effort  of  d.j.  Hugh  Williams  of  WTNS 
there.  Mr.  Williams  set  up  a  mike  in  the 
window  of  the  downtown  store  and 

threatened  to  stay  on-air  until  every  pair  of 
shoes  was  purchased.  The  d.j.  broadcast 
for  37Vi  consecutive  hours. 

Mary  Ellen's  Puts  All  Into  Tv, 
Orders  5-City,  52  Weeks  Series 

Mary  Ellen's  Distributors  (jams  and  jel- 
lies), Berkeley,  Calif.,  is  placing  its  entire 

1958-59  advertising  budget  in  television, 

sponsoring  the  Treasure  half-hour  program 
series  for  52  weeks  in  five  major  western 

markets,  starting  Sept.  30.  The  budget  is 
estimated  at  $300,000.  The  agency  is  Guild, 

Bascom  &  Bonfigli,  San  Francisco. 
In  announcing  the  sponsorship  today 

(Sept.  15),  Robert  Whitehead,  GB&B  ac- 
count supervisor,  commented  that  the  ad- 

vertiser's investment  marks  "the  first  year- 
round  advertising  and  promotion  campaign 
devoted  exclusively  to  the  sales  of  jams  and 

jellies  on  tv."  He  pointed  out  that  the  com- 
pany previously  has  used  various  media, 

such  as  newspapers,  radio  and  direct  mail. 

Late  in  1957,  he  continued,  Mary  Ellen's 
tested  tv  with  sponsorship  of  a  half-hour 
prosram,  Wonders  of  the  World,  over 
KCOP-TV  Los  Angeles.  The  company  at- 

tributed a  27.9%  increase  in  sales  in  the 

Los  Angeles  area  over  the  next  several 

months  to  tv,  Mr.  Whitehead  said,  and  de- 
cided to  use  the  medium  exclusively. 

Mary  Ellen's  will  sponsor  Treasure,  an 
adventure-documentary  series,  over  KRON- 
TV  Los  Angeles,  KCOP-TV  Los  Angeles, 
KSL-TV  Salt  Lake  City,  KLZ-TV  Denver 

COLORCAST  I  NG 

The  Next  10  Days 
of  Network  Color  Shows 

(all  times  EDT) 

CBS-TV 

Colorcasting  schedule  suspended  for 
summer. 

NBC-TV 

Sept.   15-19,   22-24   (12:30-1   p.m.)  It 
Could  Be  You,  participating  sponsors. 

Sept.  15-19,  22-24  (2:30-3  p.m.)  Haggis 
Baggis,  participating  sponsors. 

Sept.  15,  22  (7:30-8  p.m.)  Haggis  Baggis, 
sustaining. 

Sept.  16  (7:30-9  p.m.)  The  Pied  Piper  of 
Hamelin,  Liggett  &  Myers  through  Mc- 
Cann-Erickson. 

Sept.  17,  24  (9-10  p.m.)  Kraft  Mystery 
Theatre,  Kraft  Foods  Co.  through  J. 
Walter  Thompson. 

Sept.  18  (7:30-8  p.m.)  Tic  Tac  Dough, 
Warner-Lambert  through  Lennen  &  New- 

ell and  RCA-Victor  through  Kenyon  & 
Eckhardt. 

Sept.  18  (10-10:30  p.m.)  The  Price  Is 
Right,  Lever  Bros,  through  J.  Walter 
Thompson. 

Sept.  20  (8-9  p.m.)  The  Perry  Como 
Show,  participating  sponsors. 

Sept.  21  (7:30-8  p.m.)  Northwest  Pas- 
sage, sustaining. 

Sept.  21  (8-9  p.m.)  The  Steve  Allen  Show, 
Greyhound     through     Grey,  DuPont 
through   BBDO   and  Polaroid  through 

Doyle  Dane  Bernbach. 

Sept.  21  (9-10  p.m.)  The  Chevy  Show, 

through  Campbell-Ewald. 

Sept.  23  (8-9  p.m.)  The  George  Gobel 
Show,  RCA-Whirlpool  through  Kenyon 
&  Eckhardt  and  Liggett  &  Myers  through 
McCann-Erickson. 

Sept.  24  (8:30-9  p.m.)  The  Price  Is  Right, 
Lever  through  J.  Walter  Thompson  and 

Speidel  through  Norman,  Craig  &  Kum- 
mel. 
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and  KOOL-TV  Phoenix.  Copy  for  the  Mary 

Ellen's  commercials,  created  by  GB&B  pro- 

jects an  "English  Image"  of  these  products, 
based  on  the  American  public's  high  regard 

of  English  jams  and  jellies  ("Mary  Ellen's 
beat  the  bushes  for  the  best  bloomin'  berries 

they  can  find  .  .  .  Mary  Ellen's  black  rasp- 
berry jam  is  made  with  the  juciest,  jazziest, 

razziest  black  raspberries  ever  bloomed  on 

a  bloomin'  berry  bush  .  .  ."). 

Snyder  Stresses  Simplicity 

For  Tv  Film  Commercials 

Simplicity  is  the  key  to  "more  economical 
production  as  well  as  more  efficient  com- 

munication" in  tv  film  commercials,  Ken- 
neth C.  T.  Snyder,  vice  president  and  direc- 

tor of  tv-radio  commercial  production  for 
Needham,  Louis  &  Brorby  Inc.,  told  the 

Chicago  Copywriters  Club  earlier  this 
month. 

Mr.  Snyder  pointed  out  that  live-action 
film  commercials  with  people  are  generally 

higher-priced  than  those  without,  particular- 

ly in  dramatic  situation  spots.  "If  you  de- 
sign live-action  commercials  in  which  on- 

camera  acting  is  kept  to  a  minimum,  you 

will  be  helping,  generally,  to  lower  aver- 

age, per-film-foot  production  costs,"  he 
reasoned.  Mr.  Snyder  spoke  Tuesday  eve- 

ning on  "how  to  produce  an  exciting  film 
commercial  for  peanuts." 

Among  other  ways  of  achieving  economy, 
Mr.  Snyder  noted,  are  process  shots  and 

matting  techniques,  model  shots  and  minia- 
tures and  photographic  still  backgrounds. 

He  mentioned  several  sources  where  music 
tracks  could  be  obtained  at  low  cost. 

Writers  and  producers  were  urged  by  Mr. 

Snyder  to  look  to  "film  experimentalists" 
for  fresh  techniques  for  effective  and  eco- 

nomical expression  of  ideas  in  film." 

THEY  BUY  SPOT  PROGRAMS,  TOO 

One  out  of  every  five  of  spot  radio's brand  clients  includes  program  sponsorships 

in  its  spot  purchases.  Radio  Advertising 

Bureau  reported  last  week  in  releasing  a  de- 
tailed study  of  spot  program  usage. 

Described  by  RAB  as  the  first  such  com- 
pilation ever  available  for  advertisers  and 

agencies  generally,  the  study  is  based  on 

buying  in  the  second  quarter  of  1958  and 

deals  with  spot  radio  programs  as  distin- 
guished from  spot  announcements. 

The  report  lists  the  top  20  spot  radio  pro- 

gram sponsors,  shows  the  lengths  of  pro- 
grams preferred  by  the  top  20  and  by  all 

spot  program  sponsors,  and  shows  the  num- 
ber of  top  overall  spot  buyers  who  include 

programs  in  their  budgets. 

Lucky  Lager  Brewing  Co.,  a  San  Fran- 
cisco firm  with  distribution  in  western  states, 

used  more  spot  program  time  than  any  other 

advertiser  in  the  second  quarter  of  1958,  ac- 
cording to  the  RAB  compilation. 

Shell  Oil  was  ranked  No.  2,  followed  by 
Fruit  Industries  Inc.  (Tropicana  Juices), 
Scandinavian  Airlines  and  the  International 
Union  of  Electrical  Workers  (also  see  list). 

The  top  20  program  users  depended 

heavily  on  five-minute  shows.  Six  out  of  ten 
(59.3%)  of  the  programs  bought  by  these 

advertisers  were  in  that  category.  Quarter- 
hour  programs  were  second  in  popularity, 
accounting  for  18.5%  of  the  time,  and 

lengths  of  more  than  15  minutes — mostly 
half-hours,  RAB  said — took  third  position 
with  16%.  Ten-minute  programs  repre- 

sented 6.2%. 

The  lengths  favored  by  the  top  20  fol- 
lowed generally  the  pattern  for  all  spot  pro- 
gram sponsors,  which  RAB  broke  down  as 

follows: 

Five-minute   shows.,    62.9%;  10-minute 

ACTIVITY 
HOW  PEOPLE  SPEND  THEIR  TIME 

There  were  125,601,000  people  in  the  U.  S.  over  12  years  of  age  during  the  week 

Aug.  31 -Sept.  6.  This  is  how  they  spent  their  time: 

64.8%    (81,389,000)  spent  1,433.4  million  hoursf    watching  television 
58.7%    (73,728,000)  spent  1,176.4  million  hours    listening  to  radio 
82.3%  (103,370,000)  spent    411.7  million  hours    reading  newspapers 
37.3%    (46.849,000)  spent    220.3  million  hours  ...  reading  magazines 
23.9%    (30,019,000)  spent    319.8  million  hours  .      watching  movies  on  tv 

45.8%    (57,522,000)  spent    242.6  million  hours  ....  attending  movies* 

These  totals,  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published 
exclusively  by  Broadcasting  each  week,  are  based  on  a  48-state,  random  dispersion 
sample  of  7,000  interviews  (1,000  each  day).  Sindlinger's  weekly  and  quarterly 
"Activity"  report,  from  which  these  weekly  figures  are  drawn,  furnishes  comprehen- sive breakdowns  of  these  and  numerous  other  categories,  and  shows  the  duplicated 
and  unduplicated  audiences  between  each  specific  medium.  Copyright  1958  Sindlinger 
&  Co. 

t  Hour  totals  are  weekly  cumulative  figures.  People— numbers  and  percentages— are  figured on  an  average  daily  basis. 
*  All  people  figures  are  average  daily  tabulations  for  the  week  with  exception  of  the 

"attending  movies"  category  which  is  a  cumulative  total  for  the  week.  Sindlinger  tabulations are  avaUable  within  2-7  days  of  the  interviewing  week. 

SINDLINGER'S  SET  COUNT:  As  of  Sept.  1,  Sindlinger  data  shows:  (1)  110,650,000 
people  over  12  years  of  age  see  tv  (88.1%  of  the  people  in  that  age  group); 
(2)  42,717,000  households  with  tv;  (3)  47,179,000  tv  sets  in  use  in  U.  S. 

SPOT  RADIO  PROGRAM  BUYS 

over  fifteen  - 

fifteen  -min 
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shows,  5.9%;  quarter-hour  shows,  14.4% 
and  shows  longer  than  15  minutes,  16.8%. 

Comparing  its  program  sponsor  list  with  its 
top  30  overall  spot  users  announced  a  few 
weeks  ago  [Lead  Story,  Aug.  11],  RAB 
found  that  five  of  the  top  20  program 
users  are  also  among  the  leading  buyers  of 

spot  radio  as  a  whole.  The  five  are  Shell 
Oil,  Ford  Motor,  Sterling  Drug,  Ralston 

Purina  and  Anheuser-Busch. 

In  all,  17  of  the  top  30  spot  users  in- 
cluded programs  in  their  spot  radio  buying. 

The  basis  of  RAB's  program  measure- 
ment was  the  amount  of  program  time  each 

radio  advertiser  sponsored  on  a  spot  basis 

during  the  second  quarter  of  this  year  (reli- 
gious broadcast  time  was  not  counted).  The 

information  was  compiled  from  a  sample 

embracing  one-third  of  radio's  billings. 
RAB's  list  of  the  top  20  program  sponsors 
in  spot  radio  follows: 

1 .  Lucky  Lager  Brewing  Co. 
2.  Shell  Oil  Co. 
3.  Fruit  Industries  Inc. 
4.  Scandinavian  Airlines  System  Inc. 

5.  International  Union  of  Electrical  Work- 
ers 

6.  United  Auto  Workers 
7.  Ford  Motor  Co. 
8.  Esso  Standard  Oil  Co. 

9.  Kiplinger  Washington  Editors  Inc. 

10.  Massey-Ferguson  Industrial  Div. 
1 1 .  Tidy  House  Products  Co. 
12.  Sterling  Drug  Inc. 

13.  Metropolitan  Life  Insurance  Co. 
14.  Ralston  Purina  Co. 

15.  Stewart-Warner  Co. 
16.  Standard  Oil  Co.  of  Indiana 
17.  International  Nickle  Co. 

18.  Anheuser-Busch  Inc. 
19.  White  Tower  Management  Corp. 

20.  Pearl  Brewing  Co. 

Heintz  &  Co.,  Durstine  Pool 
Facilities  in  San  Francisco 

Heintz  .  &  Co.  and  Roy  S.  Durstine  Inc. 
of  California  have  consolidated  their  agency 
facilities  in  San  Francisco  while  retaining 
individual  identities,  according  to  a  joint 
announcement  by  Carl  M.  Heintz  Sr.,  board 
chairman  of  Heintz  &  Co.,  and  Roy  S. 
Durstine,  president  of  his  agency.  Mr. 

Durstine  becomes  a  consultant  to  the  com- 
bined San  Francisco  operation;  Mr.  Heintz 

has  been  named  chairman  of  the  board  of 

Roy  S.  Durstine  Inc.  of  Calif.,  and  Niel 
Heard,  vice  president  of  western  operations 
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of  the  Durstine  agency,  also  becomes  vice 
president  and  general  manager  of  Heintz 
in  San  Francisco.  All  key  personnel  of 
both  agencies  are  being  retained.  Address 
of  the  combined  operation  is  240  Stockton 

St.  Each  agency  is  keeping  its  own  tele- 
phone number:  Exbrook  7-2850  for  Heintz, 

Exbrook  7-0456  for  Durstine.  The  con- 
solidation does  not  affect  Roy  S.  Durstine 

Inc.  of  New  York. 

Filbert's  From  SSC&B  to  Y&R 

A  substantial  user  of  spot  radio  and  tv, 

Mrs.  Filbert's  margarine  (J.  R.  Filbert  Inc., 
Baltimore),  will  move  from  Sullivan,  Stauf- 
fer,  Colwell  &  Bayles,  New  York,  to  Young 
&  Rubicam,  New  York,  effective  Jan.  1. 

The  switch,  effected  after  more  than  11 

years'  association  of  Filbert  with  SSC&B, 
will  represent  a  $1.5  million  gain  in  billing 
for  Y&R  in  1959. 

The  change  was  prompted  by  disagree- 

ment over  "advertising  philosophy"  and 
Filbert's  "new  marketing  management," 
said  SSC&B. 

BUSINESS  BRIEFLY 
WHO'S  BUYING  WHAT,  WHERE, 
mmmmmmmmmmmmmmmmm 

NEW  SUN  SPOT  •  White  King  Soap  Co. 
will  use  saturation  schedule  of  radio  and  tv 
announcements  to  introduce  its  newest  home 

cleaning  agent,  liquid  concentrate  called 
Sun,  throughout  West.  Boylhart,  Lovett  & 
Deane,  L.  A.,  is  agency. 

JET  PROPELLANT  •  American  Airlines, 
which  kicks  off  its  jet  service  with  Boeing 

707  on  or  about  Jan.  1,  will  be  seeking  ad- 
ditional radio  spot  time  in  San  Francisco  and 

Washington  later  this  year  to  supplement 

its  Music  'Til  Dawn  broadcasts  on  CBS  Ra- 
dio owned-and-operated  stations.  American 

also  used  spot  in  Chicago,  New  York  and 
Los  Angeles.  Lennen  &  Newell,  N.  Y.,  is 

American's  agency. 

ONE-MEDIUM  MIX  •  General  Foods 

Corp.,  White  Plains,  N.  Y.,  will  allocate 

"nearly  100%"  of  its  budget  for  new  low- 
calory  dessert  topping  powder  mix  Dream- 
Whip,  in  broadcast  media.  Product  has  been 

WALDO  (in  the  checkered  vest)  tells  Ralph  (checkered  hat)  how  goo-od  Instant  Ralston 
is  for  children  and  grownups.  The  power  behind  the  screen  is  Stan  Freberg  (picture  at 

right),  shown  manipulating  the  puppets  during  a  warm-up  session. 

PREVIEW 

Puppets  &  checkered  career 

The  Ralston  Purina  Co.,  St.  Louis,  has 

hired  two  unusual  salesmen — Ralph  and 
Waldo — to  sell  tv  viewers  on  the  merits 

of  the  company's  cold  and  hot  cereal 
products.  Ralph  and  Waldo  are  puppet 

characters  and  star  in  the  company's 
commercials  to  be  spotlighted  each  week 

on  Bold  Journey  (ABC-TV,  Monday, 
8:30-9  p.m.),  starting  Sept.  29. 
The  characters  are  the  creation  of 

comic  Stan  Freberg,  who  manipulates  the 

puppets  for  the  commercials.  The  com- 
mercial copy  is  in  the  zany  vein  so  often 

utilized  by  Ralston  Purina's  agency, 
Guild,  Bascom  &  Bonfigli,  San  Francisco. 
During  one  sequence  in  the  commercial, 
announcer  Lee  Goodman  interrupts  and 
Waldo  asks  him: 

"Who  are  you?" 
Mr.  Goodman:  "Admiral  George 

Dewey,  sir." 
Waldo  (whispers) :  "Is  that  really  Ad- 

miral Dewey?" 

Ralph:  "It's  Lee  Goodman.  He's  a 

great  kidder." Mr.  Goodman:  "Yeah,  but  I  never  kid 
about  Instant  Ralston,  men.  Because  this 

is  the  cereal  that's  serious  when  it  comes 
to  giving  you  and  your  family  plenty  of 
stuff  and  steam  to  start  off  a  cold  morn- 

ing the  right  way  .  .  .  Right?" 
Waldo  (salutes):  "Aye-aye  Admiral." 
The  campaign  on  television  is  part  of 

an  overall  fall  advertising  effort  by  Rals- 
ton Purina,  including  a  spot  radio  satura- 
tion schedule  in  10  major  markets  and 

advertisements  in  newspapers  and  con- 
sumer and  grocery  trade  publications. 

The  commercial  copy  was  written  by 

various  GB&B  copywriters,  based  on  con- 
cepts created  by  Courtenay  Moon,  vice 

president  and  director  of  the  tv  and  copy 
departments,  and  Bud  Arnold,  copy  chief. 

GB&B  producer  was  Karl  Gruener.  The 

film  producer  was  Wayne  Steffner  Pro- 
ductions, Hollywood. 

tested  in  tv  spot  and  newspapers  since  late 
1956  in  Cincinnati,  Philadelphia,  Pittsburgh, 
Detroit  and  Boston,  will  be  introduced  na- 

tionally Oct.  1  via  nine  minutes  weekly  on 
ABC-TV's  "Operation  Daybreak"  plus  "sup- 

plementary tv  spot."  Agency  is  Young  & 
Rubicam,  N.  Y.  Initial  six-month  allocation 
is  in  excess  of  $1  million. 

NIP  IN  AIR  •  Cocilana  Div.,  Gold  Medal 

Candy  Corp.,  Brooklyn,  N.  Y.,  is  introduc- 
ing its  new  flavor  (wild  cherry)  Cough  Nips 

with  saturation  radio  in  six  New  York-Penn- 

sylvania-New England  markets  starting  Oct. 
13.  Drive  will  run  about  six  months.  Emil 

Mogul  Co.,  N.  Y.,  is  Cocilana  agency. 

THREE-TIMING  TEAM  •  U.  S.  Time 

Corp.  (Timex  watches),  N.  Y.,  through  Peck 
Adv.,  same  city,  will  sponsor  half  of  three 
special  comedy  colorcasts  featuring  Martin 
&  Lewis,  but  not  united.  The  Jerry  Lewis 

programs  sponsored  50%  by  Timex  will 
be  seen  on  NBC-TV  on  Oct.  18  (9-10  p.m.) 
and  Dec.  10  {9-10  p.m.);  single  Dean 
Martin  show  will  be  on  NBC-TV  Nov.  22 
(9-10  p.m.). 

BACK  IN  STANCHION  •  American  Dairy 

Assn.  through  Campbell-Mithun  Inc.  is  co- 

sponsoring  NBC-TV's  Perry  Como  Show 
for  second  consecutive  season  starting  last 

Saturday  (Sept.  13).  Association's  current 
overall  advertising  -  merchandising  budget 
runs  about  $5.6  million,  with  about  60%  in 
broadcast  media  (mostly  tv).  Aside  from 

Como  series,  it  also  carried  schedule  of  day- 
time spots  and  station  breaks  on  NBC  Radio 

and  Casey  Jones  film  series  in  select  market 
[Advertisers  &  Agencies,  Jan.  6,  1958]. 

BRITISH  TESTS  •  Two  British  advertisers 

this  month  testing  U.  S.  air  media.  Edward 

Sharp  Sales  Co.  (Sharp's  English  Toffee) 
and  Castrol  Oils  Ltd.  (British-made  Castrol 

motor  oil)  are  being  steered  into  radio-tv 
by  Wesley  Assoc.,  N.  Y.  Sharp  is  testing 

radio-tv  spot  (Cleveland)  against  participa- 
tions (Detroit);  Castrol  is  using  selected 

California  radio  markets. 

Q-TIP  KICKOFF  •  Q-Tips  Inc.,  N.  Y.,  last 
week  kicked  off  second  phase  of  its  1958 
broadcast  campaign  by  placing  10  weekly 

participations  in  various  NBC  Radio  pro- 

grams including  Bert  Parks  Show  and  Mor- 
gan Beatty  and  the  News  [Advertisers  & 

Agencies,  Aug.  4].  Network  campaign  will 

be  supplemented  by  radio  spot  in  18  mar- 
kets through  end  of  year.  All  told,  Q-Tips, 

through  Lawrence  C.  Gumbinner  Adv., 
New  York,  is  spending  $250,000  gross  in 

network;  its  first  network  phase  was  heard 

this  past  winter-spring. 

IN  CBS  CUP  •  Jaguar  Cars  Inc.,  importer 

of  Jaguar  automobiles,  has  signed  to  sponsor 

CBS  Radio  coverage  of  America's  Cup 
Races,  beginning  Sept.  20.  Account  is  part 

of  $650,000  worth  of  new  business  and  re- 
newals which  were  announced  by  net- 

work last  week.  Other  advertisers  involved 
were  Hartz  Mountain  Products,  American 
Motors  Corp.,  Kelvinator,  Campbell  Soup 

Co.,  and  Plough  Inc.  Agencies  are  Cunning- 

Broadcasting September  15,  1958    •    Page  37 
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ham  &  Walsh  for  Jaguar;  George  H.  Hart- 
man  Co.  for  Hartz;  Geyer  Adv.  for  Amer- 

ican Motors-Kelvinator;  BBDO  for  Camp- 
bell, and  l.akc-Spiro-Shui  man  Inc.  for 

Plough. 

SILENCE  BROKEN  •  Philco  Corp..  Phila- 
delphia, has  signed  for  half  sponsorship  of 

Mutual's  Saturday  football  schedule  of  I  I 
college  games,  starting  Sept.  27.  marking 

Philco's  return  to  network  radio  after  ab- 
sence of  five  years.  Philco  dealers  and  dis- 

tributors have  first  refusal  rights  on  remain- 
ing half  of  sponsorship,  which  is  being  made 

available  for  local  sale.  Philco  commercial 

copy  will  be  institutional,  dealing  with  "elec- 
tronic responsibilities  the  company  has  as- 

Mimed  in  national  military  defense  effort." 
Agency:  BBDO,  N.  Y. 

CRUSADE  SERIES  •  Billy  Graham  Evan- 
gelistic Assn.,  through  Walter  F.  Bennett  & 

Co.,  will  sponsor  series  of  telecasts  on  ABC- 

TV  during  "Billy  Graham  Charlotte  (N.  C.) 
Crusade,"  starting  Sept.  27  (8-9  p.m.). 

PLAYSKOOL  ON  TV  •  Playskool  Mfg. 
Co.,  Chicago,  manufacturer  of  educational 

toys,  last  week  launched  its  first  tv  spot  cam- 
paign in  10  cities,  using  one  station  in  each 

market.  New  13-week  drive  will  cover  major 
U.  S.  markets,  including  New  York,  Chi- 

cago, Los  Angeles,  Philadelphia,  Milwaukee 
and  Boston. 

FOUR  PARTICIPANTS  •  Three  advertis- 

ers, General  Electric  Lamp  Div.,  Keystone 
Camera  Co.  and  Burlington  Ribbon  Mills, 

have  placed  new  orders  on  NBC-TV's  Today 
and  Jack  Paar  Show.  Evinrude  Motors  Div. 

of  Outboard  Marine  Corp.,  has  renewed  its 
participation  schedule  on  Today.  Agencies 

are  BBDO  for  GE;  Bresnick  Co.,  for  Key- 
stone; S.  R.  Leon  &  Co.,  for  Burlington  and 

Cramer-Krasselt  Co.,  for  Evinrude. 

JUBILEE  GARB  •  Williamson-Dickie  Mfg. 
Co.  (work  clothes),  Fort  Worth,  Tex.,  has 

signed  for  sponsorship  of  ABC-TV's  Jubilee, 
U.S.A.  (Sat.,  8-9  p.m.)  for  1958-59  season, 
through  its  agency  Evans  &  Assoc.,  same 
city. 

VOLKSWAGEN  VARSITY  CARD  •Volks- 

wagen Dealers  of  Southern  California  are 
using  extensive  schedule  of  sports  broadcasts 

on  radio  and  tv  this  fall,  sponsoring  broad- 
casts of  10  U.  of  Arizona  games  over  five- 

station  special  hookup  of  KOLD  Tucson, 
KOOL  Phoenix,  KVNA  Flagstaff,  KWJB 
Globe  and  KVNC  Winslow,  all  Arizona, 

and  co-sponsoring  with  Marlboro  nine  pro- 
fessional football  games,  including  all  road 

games  of  Los  Angeles  Rams,  on  KNXT 
(TV)  Los  Angeles.  Compton  Adv.,  L.  A., 
is  agency. 

B4CK  ON  BALL  •  American  Machine  & 

Foundry  Co.,  through  Cunningham  & 

Walsh,  has  renewed  ABC-TV's  Bowling 
Stars,  effective  Sunday,  Oct.  5,  4:30-5  p.m.; 
Paul  Winchell  Show  which  was  previously 
scheduled  for  that  time  period,  will  be  tele- 

cast Sundays,  5-5:30  p.m.,  effective  Oct.  12. 
Under  co-sponsorship  of  General  Mills, 
through  Dancer  -  Fitzgerald  -  Sample,  and 
Hartz  Mountain  Products,  through  George 
H.  Hartman  Co. 
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NBC-TV  Details  Ban 

On  Network  'Clipping' 
NBC-TV  moved  formally  against  triple- 

spotting  last  week,  sending  to  its  affiliates 

contract  amendments  spelling  out  the  pro- 

hibition against  "clipping"  network  program material. 

The  action  was  anticipated  last  month 
when  network  officials  explained  the  plan 

to  members  of  the  NBC-TV  board  of  dele- 
gates [At  Deadline,  Aug.  18].  NBC  said 

the  affiliates  board  "unanimously"  sup- 
ported the  move. 

Officials  said  current  affiliation  contract 

provisions  prohibiting  deletion  of  network 

material  have  been  revised,  "covering  the 
matter  more  clearly  and  precisely."  A  cer- tificate also  has  been  added  to  the  traffic 

report,  so  that  stations  will  certify  that  they 
have  not  cut  off  any  network  material  or 
will  identify  the  exact  timing  of  anything 
deleted. 

The  amendment  says,  in  part,  that  the 

station  "will  not  delete  any  NBC  television 
network  identification,  program  promotional 
or  production  credit  announcement  at  the 
conclusion  of  an  NBC  .  .  .  program,  except 
for  announcements  promoting  a  network 

program  which  is  not  to  be  broadcast  by 

the  station."  In  the  latter  case,  "only  other 
NBC  television  network  or  station  program 

promotional  or  public  service  announce- 

ments" may  be  substituted. 
NBC  noted  that  in  August  1957  it  had 

called  affiliates'  attention  to  "the  serious 

problem"  created  when  a  station  clips  net- 
work program  material  in  order  to  triple- 

spot  in  station  breaks.  Again,  last  May,  NBC 

re-emphasized  its  opposition  and  that  of 
the  affiliates  board,  reporting  then  that  the 
practice  had  been  reduced  to  relatively  few 

cases  and  that  "all  efforts  are  being  made 
to  have  it  terminated  in  these  cases." 

CBS -TV  instituted  similar  contract 
amendments  a  few  months  ago  [Lead  Story, 
June  23;  At  Deadline,  Aug.  18].  The  Assn. 
of  National  Advertisers  and  a  number  of 

advertisers  and  agencies  individually  have 

strongly  criticized  triple-spotting  on  a  num- 
ber of  occasions. 

Two  Virginia  Outlets  Join  NBC 
WINA  Charlottsville,  Va.,  and  WJMA 

Orange,  Va.,  will  become  affiliates  of  NBC 

Radio  Oct.  1,  Harry  Bannister,  vice  presi- 
dent in  charge  of  NBC  station  relations, 

said.  The  total  number  of  NBC  Radio  affili- 
ates will  be  raised  to  197.  Both  stations  are 

owned  by  Charlottesville  Bcstg.  Co.  Donald 
G.  Heyne  is  president  and  general  manager 
of  WINA  ( 1400  kc  250  w).  Bob  C.  Wagner 
is  general  manager  of  WJMA  (1340  kc 250  w). 

WKBM-TV  On  Dec.  1  With  ABC 

WKBW-TV  Buffalo,  which  is  slated  to  go 
on  the  air  December  1  on  ch.  7,  has  been 

signed  as  a  primary  affiliate  of  ABC-TV, 
it  was  announced  last  week  by  Dr.  Clinton 

H.  Churchill,  president  of  WKBW-TV  Inc., 
and  Alfred  R.  Beckman,  ABC  vice  president 
in  charge  of  tv  station  relations. 
ABC-TV  switches  from  WGR-TV  Buf- 

falo, which  becomes  an  NBC-TV  primary 
affiliate  when  NBC  drops  its  uhf  ch.  17 

WBUF-TV  there  next  month.  ABC-TV  now 
includes  a  minimum  of  88  primary  stations 

covering  nearly  87  percent  of  all  U.  S.  tv 

homes  on  a  "live"  basis  with  the  full  net- 
work covering  nearly  99  percent,  Mr.  Beck- 

man  said.  Between  the  time  WBUF-TV 

ceases  operation  and  WKBW-TV  com- 
mences, WGR-TV  will  carry  both  NBC-TV 

and  ABC-TV  programs,  ABC-TV  said. 

NBC  Affiliate  Sessions  Slated 

For  Oct.  22-24  in  New  York  City 

Annual  meeting  of  NBC  affiliates,  radio 

and  television,  will  be  held  Oct.  22-24  at 

New  York's  Plaza  Hotel,  officials  said  last 
week. 

On  the  morning  of  Oct.  22  the  affiliates 

will  see  and  hear  NBC's  television  presenta- 
tion, then  will  visit  the  David  Sarnoff  Re- 

search Center  at  Princeton  in  the  afternoon. 

The  second  day  will  start  with  the  NBC 
Radio  presentation,  followed  by  a  television 
discussion  in  the  afternoon.  Annual  banquet 
is  set  for  that  night,  Oct.  23,  also  at  the 
Plaza. 

Three-day  meeting  will  wind  up  after 
closed  sessions  of  the  tv  and  radio  affiliates 

the  morning  of  Oct.  24.  Walter  Damm,  re- 
tiring head  of  WTMJ-TV  Milwaukee,  heads 

the  television  affiliates  and  George  Harvey, 

WFLA  Tampa,  heads  the  radio  group. 

CBS  Announces  Cancellation 

Of  All  Christmas  Bonuses 

CBS  Inc.  is  discontinuing  Christmas 

bonuses  for  staff  employes  in  all  its  divi- 

sions, it  has  been  reported.  Notices  distrib- 
uted by  division  heads  explained  that  cash 

bonuses  were  started  years  ago  as  "special 
recognition"  of  employe  contributions.  Now, 

the  memo  continued,  after  study  "in  connec- 
tion with  a  comprehensive  review  over  the 

last  year  of  our  wage  and  personnel  policies" 
— management  has  concluded  that  "more 
substantial  and  less  spasmodic  incentives 

work  out  best  for  all  concerned"  and  "we 
will  permanently  discontinue  the  one-week 

Christmas  bonus." The  memo  said  that  in  the  last  several 

years  management  has  established  many  new 

employe  programs  including  "substantially 
increased"  wage  and  salary  scales,  liberalized 
vacation  and  sick  leave  policies  and  im- 

proved pension  and  insurance  programs — 
all  of  which  cost  "many  millions  of  dollars 

each  year" — and  CBS  Inc.  feels  "continu- 
ance and  evolution"  of  this  benefit  program 

"will,  in  the  long  run,  accrue  to  the  greater 
benefit"  of  both  employes  and  CBS.  The 

memo  also  said,  "we  are  proud  of  the  fact 
that  CBS  has  one  of  the  most  liberal  and 

well-balanced  personnel  programs  in  the  in- 
dustry— ahead  of  other  progressive  com- 

panies in  many  respects  and  way  ahead  of 

the  average  for  American  industry." 

WSIL-TV  Joins  ABC-TV  Network 

WSIL-TV  Harrisburg,  111.,  ch.  3,  has 

signed  as  a  primary  affiliate  of  ABC-TV 

effective  with  the  station's  Nov.  15  open- 
ing, according  to  Alfred  R.  Beckman,  ABC 

vice  president  in  charge  of  tv  station  rela- 
tions, and  O.  L.  Turner,  general  manager  of 

WSIL-TV.  The  station  becomes  ABC-TV's 
87th  primary  affiliate. 

Broadcasting 



This  microphone  creates  the  nation's  24th 
largest  radio  market  —  312,830  families  who 

listen  weekly  during  daytime.  WBT's  total 

audience  exceeds  by  711%  that  of  Charlotte's second  station.  WBT  wins  every  Pulse  time 

segment  but  one  in  the  25  counties  surrounding 
Charlotte. 

Jefferson  Standard  Broadcasting  Company  .  Charlotte,  N.  C.  .  "Colossus  of  the  Carolinas"  
.  Represented  by  CBS  Radio  Spot  Soles 
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NETWORKS  CONTINUED 

Quiz  Furor  Heading 

For  N.Y.  Grand  Jury 

The  tv  quiz  programs'  troubles  were  far from  over  last  week. 

As  of  last  Thursday  (Sept.  11).  the  district 
attorney  in  New  York,  who  for  the  past  few 
weeks  has  been  continuing  an  investigation 
into  at  least  two  network  tv  quiz  programs, 

expected  that  by  this  week  grand  jury  action 
would  be  instituted  in  the  Dotto  and  Twenty- 
One  cases. 

But  just  how  sure  the  D.  A.  was  could  be 
seen  in  this  statement  from  his  office: 

"Things  are  very  hectic  around  here  .  .  . 

they  may  change  quickly." 
The  long-expected  advertiser  uncertainty 

over  quiz  programs  suddenly  loomed  late  in 
the  week. 

P.  Lorillard  Co..  sole  sponsor  of  The 

$64,000  Challenge  (now  on  CBS-TV  and 
slated  to  go  on  NBC-TV  this  fall),  was  get- 

ting nervous. 
Reason:  Unfavorable  publicity  for  the 

program  caused  by  the  Rev.  Charles  E.  Jack- 
son of  Tullahoma,  Tenn.,  who  claimed  he 

had  received  an  answer  to  a  question  in  a 

pre-program  briefing.  (He  was  a  contestant 
on  the  show  last  December.)  Entertainment 

Productions,  producer  of  the  show,  denied 
the  charge. 

The  show  now  is  on  CBS-TV  in  the  Sun- 

day 10-10:30  p.m.  slot,  and  Lorillard, 
through  its  agency,  Lennen  &  Newell,  New 

York,  plans  to  switch  it  to  NBC-TV  in  the 
Thursday  10:30-11  p.m.  period  to  make 
room  for  the  return  Sunday  nights  on  CBS- 
TV  of  The  $64,000  Question  which  Lorillard 

and  Revlon  will  co-sponsor. 
Agency  officials  said  they  did  not  know 

what  action,  if  any,  the  advertiser  might 
take,  but  there  was  evidence  of  discussion 
last  week. 

Jack  Barry  (Barry  &  Enright  Produc- 
tions), m.c.  of  Twenty-One,  opened  last 

Monday  night's  program  on  NBC-TV  with 
a  statement  on  the  probe,  saying  in  part: 

"The  stories  [attacking  partners  Dan  En- 
right  and  Mr.  Barry]  are  wholly  untrue.  I 
repeat,  wholly  untrue.  At  no  time  has  any 

contestant  ever  been  given  advance  informa- 
tion about  any  question  ever  used  on  this 

program. 
"It's  been  a  terrible  experience  to  have  to 

combat  the  unfounded  charges  that  have 

been  flying  at  us.  But  we  consider  our- 
selves lucky  in  one  respect:  so  many  of  you 

have  expressed  your  faith  in  us  and  in  our 

program. 
"A  wise  man  once  said  the  truth  will  out. 

I  know  it  will,  for  we  have  not  betrayed 

your  trust  in  us.  We  never  would." 

ABC  Using  New  Vidicon  Tubes 

Further  refinement  of  recorded  program 

reproduction  on  ABC-TV,  attained  by  the 
use  of  new  vidicon  film  camera  tubes  de- 

veloped by  Machlett  Labs,  has  been 
announced  by  Frank  Marx,  network  vice 
president  in  charge  of  engineering.  He 

said  the  new  tube  "offers  a  more  uniformly 
shaded  picture,  better  contrast  and  less 
electrical  picture  noise  than  vidicon  tubes 

in  current  use." 
Mr.  Marx  explained  that  as  the  result 

STILL  SLIDING 

Ratings  of  a  sampling  of  network 
quiz  shows  appeared  to  slide  again  last 

week  as  the  probe  of  "fix"  charges continues  (see  adjacent  story). 

American  Research  Bureau's  new 
Arbitron  instant-ratings  system  showed 
that  in  New  York,  Twenty  One,  one 
of  the  shows  under  fire,  had  a  9.9 

Monday  night  against  19.8  for  /  Love 
Lucy  re-runs  on  CBS-TV  and  7.0  for 

the  premiere  of  the  new  Voice  of  Fire- 
Stone  on  ABC-TV.  This  pattern  is 
similar  to  that  shown  the  preceding 

week  in  the  seven-city  arbitron,  which 

gave  Twenty  One  11.8  to  17.3  for 
Lucy  [Networks,  Sept.  8]. 

Among  daytime  quizzes,  the  New 
York  Arbitron  last  Wednesday  gave 

Price  Is  Right  5.6  to  5.3  for  the  God- 
frey show  opposite.  The  preceding 

Wednesday  it  was  8.7  for  Price  and 
3.7  for  Godfrey. 

Top  Dollar  on  Wednesday  got  a 
3.3  while  Concentration,  opposing  it 

on  NBC-TV,  and  Romper  Room  on 
WNEW-TV  (formerly  WABD)  both 

scored  a  4.2.  A  week  earlier  Top  Dol- 
lar registered  5.0  and  Concentration 

7.3. 

Tic  Tac  Dough  had  a  3.5  last 

Wednesday  compared  to  4.4  for  Love 

of  Life  on  CBS-TV  and  3.5  for  that 
section  of  Romper  Room  on  independ- 

ent WNEW-TV,  according  to  the  New 
York  Arbitron.  The  preceding  week 

the  daytime  Tic  Tac  was  reported  at 

5.5. i  I 

of  improved  manufacturing  techniques,  the 

new  tubes  "make  ABC-TV  network  film 
programs  the  technical  equal  of  live  pick- 

ups." ABC-TV  eliminated  the  use  of  icono- 
scope film  cameras  in  1957.  It  now  has  30 

vidicon  cameras  at  its  owned-stations. 

NBC-TV  Closed-Circuit 

Showcases  Fall  Season 

A  preview  of  NBC-TV's  1958-59  pro- 
gram lineup — which  includes  a  dozen  new 

nighttime  series,  100  specials,  600  hours 
of  color  and  a  20%  increase  in  news 

specials  and  public  affairs  programming — 
was  presented  in  a  90-minute  color  closed 
circuit  last  Thursday. 

NBC  officials  reported  that  more  than 
10,000  newsmen  and  agency,  advertiser, 
affiliated  station  and  civic  organization 

representatives  gathered  at  the  stations  in 
140  cities  across  the  country  to  watch  the 

preview. Board  Chairman  Robert  W.  Sarnoff,  in- 

troducing the  special  show,  said  "it  will be  a  season  of  greater  variety,  higher 

quality  and  more  color  than  ever  before." 
He  felt  NBC  had  "made  our  program 

combination  even  stronger"  this  fall  than 
last. 

President  Robert  E.  Kintner  said  the 

schedule  was  designed  to  achieve  a  balance 

of  "all  types  of  programs  ...  to  fit  all 
the  entertainment  needs  of  our  growing 

audience."  He  broke  down  the  schedule 
thus:   variety  shows,  20%;  dramatic,  ad- 
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Say  what  you  will 
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DIRECT  HIT  •  Smack  on  target  from  the 

mark  again  and  again  with  astute  advertising  agencies.  Among  those  who  have 

are  J.  Walter  Thompson,  BBDO,  Young  &  Rubicam  and  Campbell -Mithun. 
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instant  of  release,  FLIGHT  is  hitting  the 

already  ordered  FLIGHT  for  their  clients 

They  know  an  aerodynamic  when  they  see  it. 

NBC  TELEVISION   FILMS  A  DIVISION  OF 

CNP 

CALIFORNIA  NATIONAL  PRODUCTIONS,  INC. 



NETWORKS  continued 
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Please  note  that  WMBR-TV 

in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name— but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 

Post  Broadcast  Division,  rep- 
resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 

venture  or  mystery  series,  30%;  westerns, 

15%;  comedies  15%;  sports,  quizzes,  news 

or  special  events,  20%. 
Some  50  NBC  personalities,  said  to  be 

the  largest  number  of  stars  ever  to  perform 
before  NBC  cameras  on  a  single  program, 

participated  in  the  preview  to  discuss  or 

give  samplings  of  their  fall  shows. 
The  600  hours  of  colorcasting  planned 

for  the  new  season  were  said  by  NBC  au- 
thorities to  represent  an  average  of  about 

one  hour  of  color  per  night  more  this  year 
than  last. 

Announcing  the  color  plans  earlier  in  the 
week,  Mr.  Sarnoff  said: 

"We  have  devised  our  schedule  so  that 

color  programming  will  reach  the  greatest 

possible  number  of  viewers  at  the  most  con- 
venient hours.  There  will  be  color  every 

night  and  during  weekday  afternoons  and  a 
solid  two-and-a-half  hours  of  it  on  Sunday 

evening  alone." In  addition  to  the  14  regularly  scheduled 

color  programs  slated  for  fall  showing,  the 
network  plans  to  colorcast  a  number  of 

"specials,"  all  World  Series  baseball  games 
played  in  the  park  of  the  American  League 

pennant  winner,  and  four  Saturday  after- 
noon college  football  telecasts — Big  Ten 

games  on  Oct.  11  and  Nov.  1,  Notre  Dame- 
Iowa  game  Nov.  22  and  the  Oregon-Miami 

game  Dec.  6. 
Among  the  new  nighttime  shows  to  be 

shown  in  color  are  Northwest  Passage  (Sun. 

7:30-8  p.m.);  The  Arthur  Murray  Party 

(Mon.,  10-10:30  p.m.);  Milton  Berle  Star- 
ring the  Kraft  Music  Hall  (Wed.  9-9:30 

p.m.);  The  $64,000  Challenge  (Thurs. 

10:30-11  p.m.)  and  The  Further  Adven- 
tures of  Ellery  Queen  (Fri.  8-9  p.m.). 

Eight  specials  set  for  colorcasting  from 
now  until  Dec.  31  also  were  announced. 

These  include  The  Pied  Piper  tomorrow 

(Sept.  16,  7:30-9  p.m.);  three  Hallmark 
Hall  of  Fame  presentations,  one  Fred  As- 
taire  show  (Oct.  17,  9-10  p.m.);  two  of  the 
Bell  Telephone  series  and  one  Shirley  Tem- 

ple Storybook  program,  "Mother  Goose" 
(Dec.  21,  8-9  p.m.). 

Remainder  of  regular  color  lineup  as  fol- 
lows: Sunday — Northwest  Passage,  Steve 

Allen  Show,  Dinah  Shore  Chevy  Show; 

Monday — Tic  Tac  Dough  and  Arthur  Mur- 

ray Party;  Tuesday — George  Gobel  Show 
alt.  with  Eddie  Fisher  Show;  Wednesday— 
The  Price  Is  Right  and  Milton  Berle;  Thurs- 

day— The  Ford  Show  and  $64,000  Chal- 
lenge; Friday — Ellery  Queen;  Saturday — 

Perry  Como  Show;  Monday-Friday  daytime 
shows — Truth  or  Consequences  and  Haggis 

Baggis. 

NETWORK  SHORTS 

ABC -TV  has  moved  its  Pacific  coast  sales 

office  from  San  Francisco  to  Los  Angeles. 
Move  arises  from  increasing  importance  of 

Hollywood  as  tv  production  and  program- 
ming center,  according  to  ABC-TV  spokes- 

man. 

CBS-TV  has  announced  secondary  affiliation 
of  KXLF-TV  Butte,  Mont.,  with  network. 
KXLF-TV  is  owned  and  operated  by  Tele- 

vision Montana. 

Independent  Television  Corp. 

Sales  Reins  Taken  by  Hal  James 

Hal  James  radio-tv  vice  president  of 

Doherty  Clifford,  Steers  &  Shenfield  is  join- 

ing Independent  Television  Corp.,  new  tele- 
vision film  distributing  company,  as  director 

of  national  sales. 

The  appointment  is  being  announced  to- 
day (Sept.  1 5)  by  Walt  Kingsley,  ITC  presi- 

dent. 
Before  moving  to  DCS&S  about  a  year 

ago,  Mr.  James  was  radio-tv  vice  president 
of  Ellington  &  Co.  He  also  has  been  asso- 

ciated with  Compton  Adv.,  J.  Walter 
Thompson  Co.  and  Needham,  Louis  & 

Brorby,  and  was  a  co-founder  of  Veterans 

Broadcasting  Co.,  owner  of  WVET-AM-TV 
Rochester,  N.  Y. 

"We  feel,"  Mr.  Kingsley  said,  "that  Hal 

James'  experience  at  the  agency  and  sponsor 
level  will  enable  ITC  to  do  a  better  job  of 
translating  its  program  plans  to  agencies 

and  advertisers  who  use  network  television." 

UA  Announces  Fourth  Tv  Series 

A  fourth  tv  film  series  was  announced 

last  week  by  United  Artists  Television  Inc. 
UA-TV  has  signed  with  Northstar  Pictures 
Ltd.  for  production  of  The  Troubleshooters, 
starring  Keenan  Wynn.  Filming  on  the 
series — involving  the  construction  industry 

— will  begin  in  November.  UA-TV  execu- 
tives again  will  produce  39  films  in  advance 

of  selling  the  property  to  advertisers,  instead 
of  shooting  one  pilot  film.  It  has  done  so 

on  previous  properties  including  Bryna  Pro- 

ductions' The  Vikings  and  Cypress  Produc- 
tions' Dennis  O'Keefe  Show.  UA-TV  Execu- 

tive Vice  President  Bruce  G.  Eells  explains 

that  this  system  gives  the  film  distributor 
wide  flexibility.  Should  it  fail  to  effect  an 
immediate  network  sale,  it  can  toss  the 

series  directly  into  syndication.  UA-TV's 
fourth  video  entry  is  Aries  Productions'  The 
Young  in  Heart  with  Mercedes  McCam- 
bridge.  None  has  yet  been  sold. 

Paramount  '58  Earnings  Improve 

Paramount  Pictures  Corp.  reports  its  con- 
solidated net  earnings  for  both  the  second 

quarter  and  the  first  half  of  the  year  were 
above  comparable  periods  in  1957.  The 
earnings  for  the  second  quarter  were 
$1,160,000  or  63  cents  per  share  compared 
to  $1,060,000  or  53  cents  per  share  reported 
for  the  period  last  year.  For  the  six  months: 
consolidated  net  earnings  at  $2,565,000 

compared  to  $2,359,000  in  1957's  half. 
Paramount's  board  voted  a  quarterly  divi- 

dend of  50  cents  per  share  on  common 
stock  payable  Sept.  12. 

Florida  Film  Firm  Reorganizes 

Nationwide  Pictures,  Coral  Gables,  Fla., 

has  announced  its  reorganization  and  name 
change  to  Nationwide  Pictures  Corp.  with 

principal  offices  at  146  Almeria  Ave.  in 
Coral  Gables.  Robert  J.  Crocher,  former 

radio-tv  executive,  was  elected  president 
of  the  new  company. 

H.  K.  (Hal)  Carrington,  who  has  headed 
the  film  firm  for  20  years,  was  elected  to 

the  post  of  vice  president  and  general  man- 

Page  44    •    September  15,  1958 Broadcasting 



Everybody  watches 

NIGHT  COURT » 
.S.A 

because  everything  happens 

on  Night  Court  U.S.A. 

NIGHT  COURT  «.*.*. 

has  Humor,  Pathos,  Drama. 

.S.A. NIGHT  COURT « 

presents  actual  cases. 

No  two  alike. 

NIGHT  COURT  U.,A. 

has  all  the  human  interest 

that  captures  the  viewing 

NIGHT  COURT  „ .S.A. 

is  the  hottest  property  in 

syndication  today.  78 

half  hours  available. 

Wire  or  call  Charles  McGregor,  BANNER  FILMS  INC. 

333  West  56th  Street,  New  York,  N.Y.  Telephone  Circle  5-0065 
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SIS  MR.  HAMMERHARDER 

"Hit  the  line  hard!"  says  Mr.  Hammerharder  —  and  he  does!  Day  after  day 
and  night  after  night  his  Spot  TV  announcements  drive  through  the  middle  of 

the  big  markets  and  bowl  over  his  opposition  in  the  smaller  ones. 

Then,  his  whole  budget  takes  a  rest  between  halves. 

Mr.  Hammerharder's  advertising  scores  heavily,  because  Spot  Television  enables 
him  to  apply  it  with  great  power  —  and  no  waste. 

Your  PGW  Colonel  would  like  to  send  you  "A  Local  Affair",  a  booklet  that  will 
show  you  how  powerful  Spot  Television  is  on  the  local  scene  where  your  sales 

are  made  —  or  lost.  Just  write  to  PGW  Spot  Television,  250  Park  Avenue,  N.  Y.  C. 

MIDWEST 
WHO-TV     Oes  Moines 
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KBOI-TV Boise 2  CBS 
KBTV Denver 9 ABC 

KGMB-TV Honolulu 9 CBS 
KMAU  KHBC-TV  Hawaii 
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CBS NBC 
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WIS-TV 
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Jacksonville 
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Peters,  Griffin, Woodward,  inc. 

Spot  Television 

Pioneer  Station  Representatives  Since  1 932 

NEW  YORK  •   CHICAGO   •   DETROIT   •   HOLLYWOOD  •    ATLANTA    •    DALLAS    •    FT.  WORTH    •    SAN  FRANCISCO 
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FILM  CONTINUED 

T.P.T.L.S.N. 

brings 

them 

back 

alive! 

Ed 

Fieri 

Batten,  Barton,  Dwstine  &  Osborn 
New  York 

Please  note  that  WMBR-TV 

in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name— but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 

Post  Broadcast  Division,  rep- 
resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 

ager  in  charge  of  production.  Mrs.  Marian 
Kiev,  formerly  executive  director  of  foreign 

J  production,  Metro-Goldwyn-Mayer,  was 
named  to  head  the  new  commercial-indus- 

trial division. 

Nationwide  has  started  production  of  a 

series  of  one-hour  sports  shows  for  net- 
work release  in  1959-60,  and  a  series  of  26 

hall-hour  shows  entitled  The  Big  Break. 

The  company  offers  facilities  for  commer- 
cial and  television  film  production  to  agen- 
cies and  producers  wanting  a  Florida  locale. 

NTA  Forms  License  Division 

National  Telefilm  Assoc.,  New  York, 

has  organized  a  new  division  to  handle  the 

licensing  of  manufacturers  and  the  mer- 
chandising of  products  in  conjunction  with 

all  its  properties  to  be  presented  nationally 
this  fall,  it  has  been  announced  by 
Oliver  A.  Unger,  NTA  president.  Irving 
Lichtenstein,  who  joined  NTA  several 
months  ago,  will  be  in  charge  of  this 

division  at  NTA's  New  York  headquarters. 
Al  Stern  will  be  the  representative  in  Los 

Angeles.  Screenings  for  manufacturers  now 

are  being  held  in  NTA's  New  York  and 
Los  Angeles  offices. 

Marx  to  Produce  'Jan  Clayton' 
Samuel  Marx,  formerly  executive  pro- 

ducer of  The  Thin  Man  and  Northwest 

Passage  programs  at  MGM-TV,  will  pro- 
duce The  Jan  Clayton  Show  in  conjunction 

with  Woodmere  Productions,  it  has  been  an- 
nounced. Mr.  Marx  plans  to  film  a  pilot 

this  fall,  with  25  more  episodes  to  be  made 

early  next  year  for  network  sale  or  syndi- 
cation in  the  fall  of  1959. 

Sumner  Long  and  Kitty  Buhler  have  al- 
ready completed  several  scripts  for  the 

series,  which  is  based  on  the  Bess  Streeter 
Alridge  novel,  Miss  Bishop.  Woodmere,  with 
headquarters  at  MGM  studios,  10202  West 
Washington  Blvd.,  Culver  City,  Calif.,  will 

be  active  in  both  television  and  motion  pic- 
tures, Mr.  Marx  said.  The  Jan  Clayton  Show 

is  the  firm's  initial  production.  Miss  Clayton 
has  freelanced  for  the  past  year  after  giving 

up  the  role  of  Jeff's  mother  in  Lassie. 

FILM  SALES 

Associated  Artists  Productions,  New  York, 

has  sold  Gold  Mine  Library  of  Warner 

Bros,  features  and  shorts  to  Triangle  Sta- 

tions (WFIL-TV  Philadelphia,  WNHC-TV 
New  Haven,  WNBF-TV  Binghamton,  N.  Y., 
WFBG-TV  Altoona,  Pa.,  and  WLBR-TV 
Lebanon,  Pa.).  Also  KMTV  (TV)  Omaha, 

WESH-TV  Daytona  Beach  and  WGEM-TV 
Quincy,  111.,  bought  segments  of  Gold  Mine 
feature  library;  WSOC-TV  and  Kincaid  & 
Chandlee  agency,  both  Charlotte,  North 
Carolina,  purchased  parts  of  Johnny  Jupiter 
syndicated  series,  while  WJRT  (TV)  Flint 

and  WZKO-TV  Kalamazoo,  both  Michigan, 
bought  half  of  Warner  Bros,  feature  library. 

California  National  Productions,  N.  Y.,  re- 
ports its  filmed  documentary  series,  Danger 

Is  My  Business,  has  been  sold  in  85  cities, 

with  multiple-market  sales  completed  with 
Crosley  stations,  Kroger  Co.  and  Boise 
Cascade  Lumber  Co. 

Fremantle  International  Inc.,  N.  Y.,  reports 

HIS  BUSINESS  TOO 

California  National  Productions' 
new  syndicated  film  series,  Danger  Is 

My  Business,  proved  to  be  just  the 
vehicle  to  interest  a  Cedar  Rapids, 
Iowa  funeral  director  in  tv.  The  series 

depicts  flirtations  with  death  in  39 

of  man's  most  perilous  occupations. 
After  seeing  the  pilot  film  and  meet- 

ing the  program  narrator,  Lt.  Col. 
John  D.  Craig  (USAF-Ret.),  the  head 
of  Turner  Mortuary  signed  for  the 
show  on  KCRG-TV  Cedar  Rapids. 

sale  of  five  CBS-TV  programs  to  XHGC- 
TV  Mexico  City  for  presentation  in  English, 

starting  shortly.  Package,  totaling  210  half 
hours  consists  of  The  Honeymooners,  Life 

With  Father,  Gene  Autry,  Sergeant  Bilko 
and  Our  Miss  Brooks. 

KHQ-TV  Spokane,  Wash.,  has  purchased 

MCA-TV  film  syndication's  Paramount  fea- tures package. 

MGM-TV  division  of  Loew's  Inc.  has 
sold  package  of  550  features  in  MGM  film 

library  to  WTAE-TV  Pittsburgh  in  negotia- 

tion representing  approximately  $1.5  mil- 
lion. WTAE-TV,  scheduled  to  go  on  air 

yesterday  (Sept.  14),  was  to  begin  program- 
ming MGM  product  today.  Sale  is  most  im- 

pressive made  by  MGM-TV  in  past  months. 
In  Pittsburgh  market,  KDKA-TV  invested 
about  $500,000  in  purchasing  167  pictures 

from  MGM  library.  Together,  WTAE-TV 

buy  and  KDKA-TV's  make  up  total  MGM 
feature  product  available. 

California  National  Production's  syndicated, 
Flight,  film  series  has  been  sold  regionally 
to  Schlitz  Brewing  Co.,  through  J.  Walter 
Thompson  Co.,  for  over  20  markets  in 
South  and  Southwest;  F&M  Schaefer  Brew- 

ing, through  BBDO,  for  Philadelphia,  New 
Haven  and  Albany;  Kroger  Co.,  in  South- 

east, and  Northern  Power  in  Minneapolis, 

both  through  Campbell-Mithun;  and  Gen- 
eral Electric,  through  Young  &  Rubicam, 

in  Louisville.  Series  was  also  purchased  for 
Triangle  Publication  stations,  consisting  of 

WFIL-TV  Philadelphia;  WFBG-TV  Al- 
toona, Pa.;  WLBR-TV  Lebanon,  Pa.; 

WHGB  (TV)  Harrisburg;  WNBF-TV 
Binghamton,  N.  Y.,  and  WNHC-TV  New 
Haven,  Conn. 

Ziv  Television  Programs  Inc.,  N.  Y.,  re- 

ports that  total  sales  on  MacKenzie's  Raid- ers half-hour  adventure  series  have  reached 

91,  with  latest  sales  to  Bunker  Hill  Meat 
Packing  Co.  for  showing  in  Bluefield,  W. 
Va.;  Washington,  N.  C;  Columbia,  S.  C. 
and  Bristol,  Va.  Recent  station  sales  were 

made  to  WHDH-TV  Boston,  WSB-TV  At- 
lanta, KFSD-TV  San  Diego,  WBRZ-TV 

Baton  Rouge,  WMCT  (TV)  Memphis  and 
KTVH  (TV)  Wichita,  Kan. 

Screen  Gems  Inc.,  N.  Y.,  announces  that 

Rescue  8,  its  new  half-hour  series  about 
exploits  of  Los  Angeles  Rescue  Squad,  has 
been  sold  in  75  markets,  with  regional  sales 
completed  to  West  End  Brewing  Co. 
(Utica  Club  beer)  for  eight  upstate  New 
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Always  Remember: 

the  BIG  GAME 

In  Radio 

Is  the 

ADULT 

AUDIENCE . . 
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If  you  want  to  bag  the 

folks  who  can  buy  in 

the  rich  Rochester  ter- 

ritory, keep  your  sales 

message  on  the  track  of 

the  ADULT  audience, 

the  folks  who  tune  to 

station  WHEC! 

N 

:::PULSE  REPORT-Rochester  Metropolitan  Area 
Audience  Composition  Data   —    March,  1958 
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ROCHESTER 

REPRESENTATIVES:  EVERETT  McKINNEY,  INC. 
NEW  YORK    •    CHICAGO    •    LOS  ANGELES    •    SAN  FRANCISCO 
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FILM  CONTINUED AWARDS 

BACK  FOR  MORE 

Sterling  Television  Co.,  New  York, 
has  racked  up  a  sterling  sales  record 

for  its  "Cliffhanger"  cartoon  package. 
The  24  major-market  stations — among 
them,  WMAL-TV  Washintgon.  K.TTV 

(TV)  Los  Angeles,  WGN-TV  Chicago 

— that  orginally  bought  Sterling's 
grouping  of  65  kiddie  show  cartoons 

now  have  signed  up  for  the  supple- 
mentary packet  of  39.  Sterling  officials 

say  all  104  "ClilThangers"  now  in  dis- 
tribution will  shortly  account  for  sales 

in  excess  of  $500,000.  Adds  a  Sterling 

official:  "This  is  a  real  figure — cash, 

not  barter." 

York  markets;  Prince  Macaroni  Co.  for 

eight  New  England  cities  and  Weingarten 
Markets  of  Texas  (supermarkets)  for  eight 
Texas  markets. 

Walter  Schwimmer  Inc.,  Chicago,  reports 

sale  of  its  fifth  Championship  Bowling  26- 
week  series  in  85  markets,  with  target  date 

of  Sept.  15,  including  following  renewals 
for  1958-59  season;  WOR-TV  New  York, 

KHJ-TV  Los  Angeles,  WXYZ-TV  Detroit, 
WCCO-TV  Minneapolis,  WKRC-TV  Cin- 

cinnati, KTUV-TV  San  Francisco,  KONO- 
TV  San  Antonio,  KREM-TV  Spokane, 
WSOC-TV  Charlotte,  KCMO-TV  Kansas 

City  and  KSL-TV  Salt  Lake  City.  Bowling 
series  is  syndicated  by  Schwimmer,  produced 

Les 

Farnath 

N.  W.  Ayer  &  Son,  Inc. 
Philadelphia 

Please  note  that  WMBR-TV 

in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name— but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 

Post  Broadcast  Division,  rep- 
resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 

by  Peter  Demet  and  directed  by  Sidney  C. 
Goltz. 

Cinema- Vue  Corp.,  N.  Y..  reports  sale  of 

"Musical  Parade  of  Stars"  library  to  WGN- 
TV  Chicago,  WFLY-TV  Lafayette,  La.,  and 
WHBF-TV  Rock  Island.  III.  Library  in- 

cludes such  stars  as  Lawrence  Welk,  Nat 

King  Cole  and  Peggy  Lee. 

Allied  Artists  Pictures  Corp.  reports  sale 
of  Divorce  Hearing,  new  tv  documentary 

series,  to  WNEW-TV  (formerly  WABD 
[TV])  New  York.  Programs,  distributed  by 
subsidiary  Interstate  Television  Corp.,  pre- 

sents actual  hearings  filmed  at  American  In- 
stitute of  Family  Relations.  WNEW-TV 

sale  is  distributor's  first. 

ON  CAMERA 

Screen  Gems  has  acquired  tv  rights  to 

"Ensign  O'Toole  and  Me,"  humorous  ac- 
count of  adventures  of  Navy  ensign  at- 
tached to  Pacific  fleet,  and  is  planning  to 

produce  story  as  half-hour  tv  series  for 
1959-60  season.  Capt.  William  Lederer, 
author  of  book  recently  published  by  W.  W. 
Norton  &  Co.,  will  write  script  for  pilot 
film. 

California  National  Productions  announces 

it  has  begun  filming  new  39-episode  tv 
series,  Flight,  in  cooperation  with  the  U.S. 
Air  Force  at  Norton  Air  Base,  San  Ber- 

nardino, Calif.,  [Film,  Aug.  4].  Retired  Air 
Force  Gen.  George  C.  Kenney  who  headed 
Allied  Air  Command  in  southwest  Pacific 

during  World  War  II,  and  later  chief  of 
Strategic  Air  Command,  will  host  the  series. 
Producer  of  series  is  Al  Simon  Productions 

with  Frank  Cleaver,  CNP  programs  v.p  in 

Hollywood,  overseeing.  Director  is  Robert 
Stillman. 

CBS-TV  and  Tarahlm  Productions  will  co- 
produce  filmed  dramatic  series  for  1959 
season  called  Woman  in  the  Case,  starring 

film  star  Maureen  O'Hara.  Series  will  star 

Miss  O'Hara  in  approximately  one-third 
of  programs,  and  she  will  present  top 
women  guests  in  remaining  episodes. 

RANDOM  SHOTS 

United  Artists  Corp.,  N.  Y.,  has  reported 
net  earnings  for  first  half  of  1958  rose  to 

$1,319,000,  equal  to  $1.23  per  share,  from 
$1,196,000,  equal  to  $1.11  per  share  in 
first  half  of  1957.  Company  will  hold  its 
annual  field  promotion  convention  in  Los 

Angeles  from  Sept.  7-10,  which  will  include 
discussion  of  tv  and  radio  advertising  and 
exploitation  of  UA  film  product.  United 
Artists  television  will  be  represented  by 
Bruce  Eell,  executive  v.p.  and  Ben  Halpern, 
tv  promotion  department. 

Larry  Harmon-Ted  Ticktin  Productions 
Inc.,  Hollywood,  and  Jayark  Films  Corp., 

N.  Y.,  have  entered  into  agreement  where- 
by Harmon-Ticktin  will  produce  312  ani- 

mated cartoons  for  tv  distribution  by 

Jayark.  Production  and  executive  head- 
quarters of  H-T  are  California  Studios, 

649  N.  Bronson  Ave.,  Hollywood  28. 

KNX-KNXT  (TV),  KSCO 

Get  California  Medals 

The  two  CBS-owned  stations  in  Los  An- 
geles, KNX  and  KNXT  (TV),  received  the 

gold  medals  for  metropolitan  stations  in 

this  year's  competition  conducted  by  the 
California  State  Fair  &  Exposition.  The 

award  to  a  non-metropolitan  radio  station 
went  to  KSCO  Santa  Cruz. 

All  three  awards  were  given  for  public 

service  programs:  KNX's  Judgment,  a  taped 
interview  with  a  convicted  murderer  broad- 

cast the  night  of  the  day  he  was  executed; 

KSCO's  on-the-scene  coverage  of  an  April 

flood,  and  KNXT's  Focus  on  Sanity,  dra- 
matic production  on  mental  health. 

In  addition  to  the  gold  medal  awards, 

KCBS  (CBS-owned  radio  station)  San  Fran- 
cisco received  a  silver  medal  for  its  broad- 

cast of  a  police  chase  via  shortwave  radio. 
A  second  silver  medal  went  to  KPIX  (TV) 
San  Francisco  for  The  Road  Back,  series 

of  three  programs  surveying  the  area's 
position  in  education,  civil  defense  and  eco- 

nomics. KPIX  also  won  a  special  merit 
recognition  award  for  its  telecast  of  a  heart 

operation. KMPC  Los  Angeles  was  awarded  an 
honorable  mention  certificate  for  its  series 

of  editorials  which  resulted  in  a  change  in 

the  California  law  to  require  regular  in- 
spection of  all  school  buses,  private  as  well 

as  public.  Vic  Reed  &  Co.,  production 

agency,  won  an  honorable  mention  for 
Farm  Tours,  for  outstanding  coverage  of 

agricultural  news.  A  third  honorable  men- 
tion was  given  for  an  interview  with  Ed- 

mund G.  (Pat)  Brown,  state  attorney  gen- 
eral, in  which  he  revealed  his  intention  to 

run  for  governor,  telecast  on  Shell  News  by 
KRON-TV  San  Francisco. 

In  a  second  California  State  Fair  com- 

petition, Hugh  Douglas,  announcer  for 
KNX  and  CRPN,  was  chosen  the  1958 
Voice  of  California,  as  best  announcer  in 

the  state.  Lee  Jason,  KJEO-TV  Fresno, 
was  named  the  best  tv  announcer;  William 
A.  Zimlich,  KHSL  Chico,  was  picked  as 

best  at  a  non-metropolitan  radio  station 
within  the  state.  Each  winning  announcer 

won  a  cash  award  and  a  plaque.  In  ad- 
dition, Mr.  Douglas  was  official  announcer 

for  the  fair  during  its  run,  Aug.  27-Sept.  7. 
The  awards  were  presented  Aug.  30  by 

California  Gov.  Goodwin  J.  Knight  at  the 

annual  press-radio-television  dinner  at  the 
fairgrounds  in  Sacramento,  Calif. 

Chaffee  Awarded  IRE  Medal 

For  Research,  Leader  Training 

The  Institute  of  Radio  Engineers'  1959 
Medal  of  Honor,  considered  the  highest 
technical  award  in  the  radio-electronics 
field,  is  to  be  presented  to  E.  Leon  Chaffee, 
formerly  director  of  the  Cruft  Laboratory, 

Harvard  U.,  "for  his  outstanding  research 
contributions  and  his  dedication  to  training 

for  leadership  in  radio  engineering." 
Other  IRE  awards,  to  be  presented  at  the 

1959  IRE  national  convention  banquet  in 
New  York  next  March,  include  the  Morris 
Liebmann  Memorial  Prize,  to  go  jointly 

to  Charles  H.  Townes,  professor  of  physics, 
Columbia  U.,  and  Nicolass  Bloembergen, 
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WIP/610  PHILADELPHIA  offers  to 

thinking  broadcasters  everywhere  its 

distinguished  public  service  series 

SEARCH  FOR  PEACE 

Radio  programs  of  unusual  appeal  on 

the  world's  most  crucial  problem 

TO  FU1TIHE1 

INTEREST  IN 

WOULD  PEAC 



in  the  words  of 
Benedict  Gimbel,  Jr. 
President,  WIP 

"In  the  belief  that  finding  peace  is 
the  noblest  of  all  purposes,  Radio 
Station  WIP  has  opened  its  micro- 

phones not  only  to  the  world's  dis- tinguished citizens  but  to  those 
people  who  have  earnest  thoughts 
on  peace  and  who  have  not,  until 
now,  had  a  medium  of  expression. 
If  only  one  idea  in  our  Search  for 
Peace  is  heard  by  one  thinking  per- 

son who  acts  upon  it,  our  purpose 

will  be  accomplished." 

PEARL  BUCK 

"Our  real  problem  is  the  different 
levels  of  the  achievements  of  peo- 

ple. I  believe  that  there  has  to  be  a 
large  organized  effort,  which  not 
only  includes  nuclear  weapons,  but 
includes  world  trade,  and  world 
food,  and  world  health,  on  a  scale 
such  as  we  have  not  imagined  yet, 
before  we  can  talk  about  peace  as 

a  possibility." 

ARNOLD  J.  TOYNBEE 
".  .  .  After  all,  our  western  world 
has  been  in  a  privileged  position.  We 
are  a  small  minority  in  the  world 
and  we  have  been  much  richer 

and  more  powerful  than  the  major- 
ity of  the  human  race.  I  think  if 

we  really  mean  to  be  the  free  world, 
we  have  got  to  come  off  that  and 
get  back  to  a  position  of  equality 

with  other  people." 

MARTIN  NIEMOELLER 

"Man  is  different  from  other  crea- 
tures because  he  is  responsible  for 

his  doings.  He  is  free  to  choose  and 
free  to  decide.  If  his  choices  and 
decisions  are  no  longer  his,  he  be- 

comes less  than  human.  Freedom 
is  part  of  the  human  essence.  In  the 
perfect  society  of  Communism, 
there  would  be  no  space  left  for 

this  kind  of  freedom." 

SEND  NOW  for  this  series 

of  30  programs  for  your  station. 

Full  kit  of  working  materials 
available  without  cost. 

Write  on  your  station  letterhead 
to: 

SEARCH  FOR  PEACE 

Radio  Station  WIP,  Philadelphia  7,  Pa. 

Some  of  the  informed  people  who  have  been  heard  on  "SEARCH  FOR  PEACE" 
HARRY  SCHWARTZ 
Russian  Authority,  New  York  Times 

SIR  LESLIE  PLUMMER 
Member  English  Parliament 

ARNOLD  J.  TOYNBEE 

Leading  Contemporary  Historian 

BERTRAND  RUSSELL 
Philosopher 

PEARL  BUCK 

Nobel  Prize  Winning  Authoress 

EUGENE  LYONS 

Senior  Editor,  Reader's  Digest 
MARTIN  NIEMOELLER 
Anti-Nazi  Religious  Leader 

THOMAS  FINLETTER 
Former  Secretary  of  Air  Force 

WALTER  LIPPMANN 
Political  Analyst 

REX  STOUT 

Author 

NORMAN  COUSINS 

Editor,  Saturday  Review 

CLIFFORD  CASE 
Senator  from  New  Jersey 



AWARDS  CONTINUED 

Talk  about  BUYING  POWER... 

— that's  the  forecast  for 

just  one  part  of  the  family  groups 

you  reach  when  your  products  are  advertised 

on  this  most-seen  screen 

WRAL-TV 
The  regional  station  with  the 

regional  personality 

radiating  effectively  from  the 
RALEIGH-DURHAM  area 

These  are  great  days  for 
the  tobacco  farmers  of  eastern 

North  Carolina  .  .  .  and  for  the  varied 

industries,  tourist  businesses,  educational  institutions  and 

other  segments  of  the  WRAL-TV  coverage  zone. 
They  will  be  great  days  for  you,  too,  if  you  make  good  use 

of  your  selling  opportunities  on  this  TOP  station,  with  a  con- 

sistently superior  rating  record  in  the  Raleigh-Durham  area 

.  .  .  first  in  every  ARB  survey.  Get  all  the  facts — fast! 

4-CAMERA  MOBILE  UNIT  •  VIDEOTAPE  RECORDER  •  LARGE  NEW  STUDIOS 

WRAL-TV 
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RALEIGH 

NORTH  CAROLINA 

FULL  POWER  CHANNEL  5  •  NBC  AND  LOCAL  COLOR 

Carolina  S  ̂^erv/ng  the  area  from  Greensboro  to  the  coast, 

Colorful   ̂ \  from  Virginia  to  the  South  Carolina  line — 

Capital  Station   \\  a  total  of  more  than  2  million  population. 

REPRESENTED  BY  H-R,  INC. 

September  15,  1958 

Gordon  McKay  professor  of  applied 

physics.  Harvard  U.,  for  "fundamental  and 
original  contributions  to  the  maser"  (micro- wave molecular  oscillator  and  amplifier),  the 
Harry  Diamond  Memorial  Award,  to  Jack 
W.  Herbstreit,  chief  of  the  tropospheric 

propagation  research  section,  National 

Bureau  of  Standards,  "for  original  research 
and  leadership  in  radio-wave  propagation," 
and  the  Vladimir  K.  Zworykin  Television 

Prize  to  Paul  Weimer,  group  leader  of  pick- 

up tube  research,  RCA  Labs,  for  "contribu- 
tions to  photoconductive-type  pickup  tubes." 

Mich.  Broadcasters  Assemble, 

AP  News  Awards  Distributed 

The  Michigan  Broadcasters'  Assn.  and 
the  Michigan  Assn.  of  Radio  and  Television 
Broadcasters  held  a  joint  meeting  last 

Wednesday  (Sept.  10)  at  Hidden  Valley 
(also  see  page  66).  Oliver  S.  Gramling,  AP 
assistant  general  manager,  addressed  the 

group. Awards  were  made  in  the  state  AP 

Broadcasters'  first  annual  news  competition. 
WMTE  Manistee  was  named  broadcasting 

"member  of  the  year."  The  other  winners 

(in  each  category  the  first-named  station  is 
the  metropolitan  division  winner,  the  second 
non-metropolitan): 

RADIO 

Best  local  regularly  scheduled  news  show: 

WWJ  Detroit  and  WHLS  Port  Huron.  Spe- 
cial mention:  WPON  Pontiac. 

Best  local  regularly  scheduled  farm  show: 
WJR  Detroit  and  WHFB  Benton  Harbor. 

Best  local  regularly  scheduled  sports 
show:  WJR  Detroit. 

Best  local  special  events  coverage:  WCBY 

Cheboygan.  Special  mention:  WMTE  Man- istee. 

Best  documentary  program:  WSOO  Sault 
Ste.  Marie.  Special  Mention:  WHFB  Benton 
Harbor. 

Best  editorial  or  commentary  program: 
WJBK  Detroit  and  WHLS  Port  Huron. 

General  excellence  of  news  presentation: 
WWJ  Detroit  and  WCBY  Cheboygan. 

TELEVISION 

Best  regularly  scheduled  news  show: 
WJBK-TV  Detroit. 

Best  local  special  events  coverage:  WWJ- 
TV  Detroit. 

Best  documentary:  WWJ-TV  Detroit,  and 
WKZO-TV  Kalamazoo. 

Best  editorial  or  commentary:  WWJ-TV 
Detroit,  and  WKZO-TV  Kalamazoo. 

General  excellence  of  news  presentation: 

WWJ-TV  Detroit.  Second  place:  WJBK-TV 
Detroit. 

AWARD  SHORTS 

Paul  Coates,  KTTV  (TV)  Los  Angeles  per- 
sonality, lauded  in  Los  Angeles  City  Coun- 

cil resolution  for  his  investigation  and  ex- 
pose of  deplorable  conditions  in  some  L.A. 

homes  for  the  aged.  Expose  was  reported 

on  Mr.  Coates'  KTTV  evening  show  and 
in  his  L.  A.  Mirror-News  column. 

Lee  Rothman,  program  director  of  WRIT 
Milwaukee,  honored  with  Milwaukee  Music 

Industry  Award's  "Millie"  citation  for  out- 
standing public  service  work  by  air  per- 

sonality past  year. 

Broadcasting 



An  outstanding  collection  of  traditional 

religious  music  and  popular  gospel  favorites . 

SESAC's  Devotional  Series 

A  low-cost  answer  to  your  religious  programming  needs. 

RISE  UP,  OH  MEN  OF  GOD 

A  superb  series  of  52  five-minute  religious  featurettes, 

integrated  into  a  simple  easy-to-program  format.  A  short 

inter-faith  devotional  coupled  with  a  three-  or  four-minute 

traditional  non-denominational  selection.  Ideal  for  sign-on 

and  sign-off,  noon  offering,  or  for  any  part  of  the  day  all 

year  long.  Complete  series  including  scripts  and  over  75 

selections  on  high-fidelity  16-inch  ET's  containing  anthems, 
chorales,  carols,  etc. 

Only  $29.50 

Special  Combination  Offer 

$75.00  for  both  series 

To  receive  sample  show(s) 

or  to  order  now  .  .  . 

USE  THIS  HANDY  COUPON 

SESAC  INC 

The  Coliseum  Tower 

10  Columbus  Circle 

*  New  York  19,  N.  Y. 

SING  BROTHER  SING 

A  soul-lifting  gospel  series  with  26  quarter-hour  shows. 

Sung  by  a  wide  variety  of  gospel  performers  featuring 

quartets,  solos  with  vocal  accompaniment  and  choral 

renditions  on  high-fidelity  16-inch  ET's  from  the  SESAC 
Transcribed  Library.  Outstanding  program  material  for 

use  throughout  the  year.  Complete  series  including  scripts 

and  well  over  100  popular  gospel  favorites. 

Only  $49.50 

SESAC  INC. 
10  Columbus  Circle 
New  York  19,  N.  Y. 

Gentlemen: 

Kindly  enter  my  order  (check  enclosed)  for  SESAC's 
□  Devotional  Series  Combination  including  both  shows  at 

$75.00  complete. 

□  "Sing  Brother  Sing"  at  $49.50. 
□  "Rise  Up,  Oh  Men  of  God"  at  $29.50. 

Kindly  send  free  script(s)  and  disc(s)  from  SESAC's: 
Q     Devotional  Series. 

|~|    "Sing  Brother  Sing" 

□  "Rise  Up,  Oh  Men  of  God" Name  &  Title  

Call  Letters  

Address 

City 

State 
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IRADf  ASSNS. 

THREE-WAY  SPOTLIGHT  FOCUSES 

ON  TREND  TO  AIR  EDITORIALS 

•  Growing  practice  to  be  mulled  at  NAB  meetings 

•  Survey  findings:  more  stations  broadcasting  opinion 

Radio  and  tv  editorializing,  practiced  by 
.1  growing  minority  of  stations,  will  become 
a  topic  of  intense  industry  study  this  week 
.is  the  NAB  Fall  Conferences  opening  Sept. 
18  in  Biloxi,  Miss,  (see  page  60). 
New  information  on  the  extent  of  editor- 

ializing became  available  on  the  eve  of  the 
NAB  meetings: 

•  An  all-station  survey  conducted  for  the 
1958  Broadcasting  Yearbook,  to  be  in  the 

mails  late  in  September,  revealed  that  36% 
of  radio  stations  and  25.8%  of  tv  stations 

editorialize  daily,  weekly  or  occasionally 
(see  box). 

•  Using  a  different  formula.  Radio  Ad- 
vertising Bureau  found  that  26.2%  of  ra- 

dio stations  surveyed  reported  they  now 
editorialize  on  a  regular  basis. 

The  first  of  a  series  of  eight  broadcast 
discussions  of  editorializing  will  be  held 

Thursday  morning  at  the  NAB's  Biloxi 
meeting,  with  Dan  Kops,  WAVZ  New 
Haven,  Conn.,  and  Vincent  T.  Wasilewski, 

NAB  government  relations  manager,  lead- 
ing the  session.  Mr.  Kops  has  been  active  in 

development  of  news  programming  and  edi- 
torializing. He  is  a  member  of  the  NAB 

Radio  Board. 

NAB's  Committee  on  Editorializing  de- 
cided to  make  a  fact-finding  study  of  edito- 

rializing at  a  meeting  held  Sept.  10  in  Chi- 
cago. Going  into  the  field,  the  committee 

will  try  to  determine  how  and  why  stations 
editorialize,  or  why  they  do  not.  The  ma- 

terial, along  with  an  analysis  of  FCC  policy, 
will  be  submitted  to  the  NAB  Board  of  Di- 

rectors at  its  winter  meeting. 

NAB's  study  was  originally  conceived  by the  board  at  its  June  meeting  [Trade  Assns., 
June  23].  A  member  of  the  special  editorial- 

izing committee  will  take  part  in  each  fall 
conference.  Members  who  attended  the  Chi- 

cago meeting  were  Alex  Keese,  WFAA 
Dallas  and  Joseph  E.  Baudino,  Westing- 
house  Broadcasting  Co.,  co-chairmen;  Mr. 
Kops:  C.  Wrede  Petersmeyer,  Corinthian 
Broadcasting  Corp.;  Robert  L.  Pratt,  KGGF 
Coffey ville,  Kan.;  G.  Richard  Shafto,  WIS- 
TV  Columbia,  S.  C,  and  Willard  E.  Wal- 
bridge,  KTRK-TV  Houston.  All  are  NAB 
directors. 

More  than  one-fourth  of  radio  stations 
now  editorialize  on  a  regular  basis,  the  Ra- 

dio Advertising  Bureau  survey  indicated. 
Highlights  of  the  study,  which  was  re- 

leased by  RAB  Vice  President  and  General 
Manager  John  F.  Hardesty  at  the  RAB  Re- 

gional Management  Conference  held  Thurs- 
day and  Friday  at  Sequoyah  State  Park, 

Okla.,  were  summarized  by  RAB  as  these: 
•  A  total  of  26.2%  of  radio  stations 

surveyed  now  editorialize. 
•  Most  editorials  fall  in  the  one-minute 

length,  carried  at  an  average  rate  of  10  a 
day. 

•  The  topics  90%  of  the  time  are  local. 

•  Topics  are  selected  by  management  and 

the  editorials  usually  are  delivered  by  man- 
agement, but  most  often  they  are  prepared 

by  the  news  department. 
•  Editorializing  is  more  prevalent  among 

independents  (32.5%)  than  network  affili- 
ates (23.1%).  It  is  most  apt  to  occur  in 

small  markets  (29%  of  these  stations  edito- 
rialize), but  is  done  more  often  in  large 

markets  (25%  of  stations)  than  in  medium- 
size  markets  (23.5%). 

•  Of  the  editorializing  stations  37% 
started  the  practice  in  1956  or  before;  42% 
started  in  1957  and  21%  started  this  year 
(the  survey  was  made  in  July  and  August 
1958). 

RAB's  presentation  on  the  editorializing 
study  listed  a  number  of  examples,  by  size 
of  market  and  station,  to  indicate  the  range 
of  subjects  covered  in  broadcasting  the 
editorials. 

In  a  market  of  6,000  population,  for  ex- 

ample, a  250-w  independent  tackled  a  school 
bond  issue  while  in  a  town  of  15,000  an- 

other 250-w  independent  took  to  the  air 
about  lack  of  police  cooperation  with  radio. 

In  a  town  of  41,000  a  5-kw  independent  ed- 
itorialized on  a  telephone  rate  increase.  A  1- 

kw  independent  in  a  market  of  123,000  en- 
dorsed a  specific  political  candidate.  A  50- 

kw  network  affiliate  editorialized  on  juvenile 

delinquency,  a  5-kw  affiliate  attacked  a  news- 

paper feature  it  didn't  like,  and  a  1-kw  in- dependent in  a  market  of  685,000  solicited 

support  for  the  local  baseball  team. 

The  presentation  offered  profiles  of  the 

editorializing  policies  of  several  specific  sta- 
tions: 

WMCA  New  York,  5-kw  independent, 

has  a  quarter-hour  editorial  program,  broad- 
cast Friday  and  Sunday  nights,  which  has 

been  on  the  air  since  1954.  Topics,  selected 

by  an  editorial  board  headed  by  the  owner 

Nathan  Straus,  have  included  such  ques- 
tions as  housing,  education,  patronage, 

Adam-Goldfine  and  park  use  and  abuse. 
The  public  service  department  prepares  the 
editorials  in  cooperation  with  owner  Straus, 
who  delivers  them.  Ground  rules,  in  addition 
to  an  offer  of  equal  time  to  reply,  include 

sending  copies  of  the  script  to  everyone 
mentioned.  WMCA  estimates  that  it  gets 

requests  for  equal  time  in  one  case  out  of 
three. 

In  addition  to  the  weekly  program, 

WMCA  runs  announcement  editorials  peri- 
odically. An  example  is  a  campaign  for 

fluoridation,  when  the  station  ran  10  one- 
to-two-minute  editorials  a  day  over  a  period 

of  10  months.  The  copy  included  beep- 
phone  interviews  and  jingles  submitted  by 
listeners  in  a  contest.  Overall,  WMCA  has 

had  scripts  of  six  editorials  entered  in  the 

Congressional  Record,  and  reports  "tremen- 

dous listener  response." 
KVFD  Fort  Dodge,  Iowa,  a  250-w  in- 

dependent, has  been  editorializing  since 
1955.  It  carries  four  editorials  a  day,  each 
from  three  to  five  minutes  in  length  and 
each  broadcast  twice.  The  manager  writes 

How  They  Reported  on  Editorializing 

Radio  stations  do  more  editorializing 
on  the  air  than  television  stations  accord- 

ing to  an  industrywide  survey  conducted 
for  the  new  Broadcasting  Yearbook. 

Based  on  answered  questionnaires  sup- 
plied by  over  three-fifths  of  all  the  am 

and  tv  stations  on  the  air,  the  survey 
showed: 

•  1,181  am  stations,  36%  of  those  on 
the  air,  are  editorializing  daily,  weekly  or 
occasionally. 

•  131  tv  stations  reported  they  are  edi- 
torializing, 25.8%  of  those  on  the  air. 

The  editorializing  survey  will  be  one  of 
hundreds  of  features  appearing  in  the 

first  combined  radio-tv  Yearbook  pub- 
lished by  Broadcasting  and  scheduled 

for  distribution  soon. 

An  earlier  survey  conducted  last  winter 
by  Broadcasting  showed  that  roughly  a 
third  of  all  radio  stations  and  slightly 
lower  proportion  of  tv  stations  editorial- 

ize daily  or  occasionally  [Perspective 

'58,  Feb.  24].  That  survey,  broken  down 
by  types  of  markets  and  network-inde- 

pendent status,  showed  that  about  one 
out  of  six  editorializing  radio  stations  do 
so  on  a  daily  basis.  The  tv  daily  figure 
was  a  little  below  this  proportion. 

While  the  winter  survey  is  not  directly 

comparable  to  the  Yearbook  compila- 
tion, station  comments  and  a  scanning  of 

the  questionnaires  indicate  the  practice  of 
taking  editorial  positions  on  issues  of  the 
day  is  growing. 

A  summary  of  the  Yearbook  tabula- 
tion, based  on  an  editorializing  query  ap- 

pearing on  questionnaires  used  in  com- 
piling station  directory  listings,  is  broken 

down  by  type  of  station  (am  radio  and 

tv)  and  by  frequency  (daily,  weekly,  oc- 

casionally). The  question  read:  "Does 
station  editorialize?  Yes  ;  No  . 
If  Yes,  how  often?  Daily  ;  Weekly 

 ;  Occasionally  ." The  am  radio  results  follow: 

Stations  reporting  they  editorialize  1,181 
Total  am  stations  on  the  air  .  .  .  .  3,281 

Percent  editorializing    36.0% 
Of  stations  editorializing  17.9%  do  so 

daily,  9.4%  weekly,  72.7%  occasion- 

ally. 

Tv  results: 

Stations  reporting  they  editorialize  131 
Total  tv  stations  on  the  air  508 

Percent  editorializing    25.8% 

Of  stations  editorializing  8.4%  do  so 

daily,  9.2%  weekly,  82.4%  occa- sionally. 
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THREE  MEN  IN  A  TUB..  .  is  a  pretty 

outmoded  way  of  getting  anywhere  in  our 

estimation.  And  the  same  holds  true 

for  three  spots  on  a  break. 

While  some  TV  stations  are  still  at  sea 

about  the  situation,  we  have  a  firm  policy  that  we 

will  not  sell  more  than 

two  spots  on  any  station  break. 

KSLA-TV  is  also  a  strict  subscriber  to  the  NAB 

Television  Code  of  Good  Practice.  No 

pitches  ...  no  Pi's  . . .  and  equally  as  important  to 
the  TV  industry  as  a  whole,  no  rate  cutting. 

So  please  don't  ask  us  to  triple 

spot.  Our  Captain's  a  stickler  for  keeping 

his  log  up-to-date. 

basic cnanne 
shreveport,  la. 

Represented  by  PAUL  H.  RAYMER  CO.,  INC. 

Broadcasting 
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TRADE  ASSNS.  continued 

and  delivers  one,  members  of  the  news 
staff  three.  Each  writer  selects  his  own 

topic,  but  all  "write  as  taxpayers  and 
citizens,  not  as  political  partisans."  One 
strip  of  editorials  has  been  sold  to  a  bank 
and  a  savings  and  lean  association. 
WWDC  Washington,  5  kw  and  also  an 

independent,  carries  10  one-minute  edi- 
torials a  day,  plus  four  on  WWDC-FM.  The 

14  consist  of  seven  a  day,  each  used  twice. 
W  WDC  has  been  editorializing  regularly 
since  last  March,  has  tackled  such  subjects 
as  sex  degenerates,  housing  code,  sewage 
disposal.  Pentagon  reorganization,  school 

segregation  and  flag  day.  Ben  Strouse,  pres- 
ident and  general  manager,  picks  the  topics 

and  delivers  the  editorials,  written  by  the 
news  editor. 

KMOX  St.  Louis,  50-kw  CBS  station, 
started  in  June  to  take  an  editorial  stand 

"when  subject  matter  dictates."  It  does  so 
in  half-hour  panel  discussions,  scheduled 
Monday  at  6  p.m.,  with  two  panelists  on 
each  side  and  the  station  manager  stating 

the  station's  position.  Station  manager  and 
news  department  select  the  topics  and  the 
editorial  is  written  by  the  news  department. 

Topics  have  included  fluoridation  ("for  it") 
and  fireworks  ("against  'em").  Station  re- 

ports "much  listener  reaction"  and  "excel- 

lent" newspaper  and  trade  press  coverage. 
KFAB  Omaha,  50-kw  NBC  affiliate,  car- 

ries one-minute  editorials  eight  to  ten  times 
daily,  every  day.  It  started  the  practice  this 
year.  A  newsman  delivers  the  editorials, 

which  are  selected  and  written  by  a  com- 
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mittee  including  the  manager,  news  editor, 
two  newsmen  and  the  program  director. 
They  cover  such  subjects  as  local  taxes, 

state  highway  traffic,  and  national  and  inter- 
national issues.  Though  equal  time  is  offered 

when  an  opposition  group  exists,  "only  one 
accepted  and  |it|  chickened  by  airtime." 
Results:  "Generally  good,  including  bouquet 

from  president  of  city  council." 

N.  Y.  Assn.  Gets  Tips 

On  Securing  Clients 

Two  agency  experts  and  a  ratings  service 
executive  told  members  of  the  New  York 

State  Assn.  of  Radio  &  Tv  Broadcasters, 

meeting  in  New  York  last  Wednesday,  how 
best  to  sell  their  stations  to  potential  clients. 

Arthur  Pardoll,  group  media  director  of 

Foote,  Cone  &  Belding,  and  Frank  Silver- 
nail,  retired  station  relations  manager  of 
BBDO  and  now  a  consultant  to  Broadcast- 

ing, were  in  general  agreement  on  a  wide 

range  of  "how-to"  suggestions.  Dr.  Sydney 
Roslow,  director  of  the  Pulse  Inc.,  told  the 

group  that  the  importance  of  being  No.  1 
in  ratings  has  diminished  with  the  increasing 
amount  of  other  data,  qualitative  as  well  as 
quantitatve,  that  has  become  available  on 

the  type  of  audience  delivered. 

The  association's  retiring  president,  Wil- 
liam Doerr,  WEBR  Buffalo,  presided  at  the 

sessions  (for  new  officers,  see  box). 

Mr.  Pardoll  sounded  a  warning  that  agen- 

cies will  become  progressively  more  "sensi- 
tive" to  overcrowding  of  commercials.  He 

noted  a  trend  among  radio  stations  to  place 
more  than  20  commercials  within  an  hour, 

declaring  that  this  obviously  dilutes  an  ad- 
vertiser's message. 

In  discussing  so-called  "formula"  stations, 
Mr.  Pardol  said  he  doubted  if  there  is  such 

a  thing  as  a  "set  formula"  and  indicated  the 
knowledgeable  buyer  would  look  for  "bal- 

anced programming."  He  warned  also  of 
too  frequent  emphasis  on  station's  call  letters 
— setting  them  to  music  and  in  jingles,  etc. 
■ — as  competing  with  the  advertiser  for  the 
listener's  attention. 

His  "tips"  for  stations  to  present  to  a 
buyer  included:  program  compatibility  with 
a  message,  customers  reached  by  a  program, 

personality  influence,  retailers'  local  accept- 
ance, amount  and  type  of  public  service 

programming,  integrity  of  station,  extent  of 

interest  in  advertiser's  problems,  voluntary 
improvements  in  previous  schedules  and 
merchandising  cooperation. 

Mr.  Silvernail  stressed  the  importance  of 
station  owners  and  managers  making  time- 
buyers  aware,  personally  whenever  possible, 

of  the  "intangibles"  and  other  factors  of 
station  audience  and  station  standing,  apart 
from  rates. 

"I  mean,"  he  said,  "such  factors  as  the 
character  and  experience  of  your  station 
personnel,  your  local  position  in  the  com- 

munity, the  details  of  your  special  programs 
broadcast  for  local  interest  and  convenience 
as  well  as  local  necessity,  and  the  type  of 
local  merchandising  and  publicity  you  are 

equipped  to  give  to  make  the  client's  cam- 

paign sell  outstandingly." 
He  noted  that  ratings,  although  they  "do 

NEW  YORKERS  ELECT 

Election  of  new  officers  was  held 

Wednesday  (Sept.  10)  at  the  New 
York  State  Assn.  of  Radio  and  Tele- 

vision Broadcasters  with  Robert  .1. 

Leder,  vice  president-general  manager 
of  WOR-AM-TV  division  of  General 

Teleradio  Corp.,  New  York,  picked  as 

president  of  the  group  for  the  new 
year.  Other  new  officers  elected  last 

week  were  Paul  Adanti,  WHEN-TV 

Syracuse  (first  vice  president);  H.  Stil- 
well  Brown,  Rural  Radio  Network, 
Ithaca  (second  vice  president);  George 

Dunham,  WNBF  Binghamton  (trea- 
surer); Elliott  Stewart,  WIBX  Utica 

(secretary).  Association  directors  are: 
Sam  Slate,  WCBS  New  York;  Bill 

Davidson,  WRCA-AM-TV  New  York; 
Charles  Henderson,  WLEA  Hornell; 
Tom  Murphy,  WTEN  Albany,  and 

E.  R.  Vadeboncoeur,  WSYR-AM-TV 

Syracuse.  Retiring  officers  are  Presi- 
dent William  Doerr  Jr.,  WEBR  Buf- 
falo, and  First  Vice  President  Gordon 

Gray,  WOR-TV  New  York. 

have  an  important  place,  of  course,"  orig- 
inally were  intended  exclusively  for  use  of 

station  and  program  managers.  Now,  he 

said,  they  have  become  in  too  many  cases 

"a  substitute  for  real  knowledge  of  the  kind 
of  audience  each  station  really  has,  or  the 

unique  programs  you  have  designed,  that 
could  be  used  with  accuracy  to  reach  just 

the  right  age,  occupation,  income,  sex,  per- 
sonal interests  or  hobbies  ...  in  order  to 

sell  our  clients"  particular  products  most 

efficiently." He  wondered  "whether  all  of  you  have 
made  [buyers]  conscious  that  a  list  of  your 

local  accounts  can  be  very  illuminating  in- 
deed to  buyers  for  national  accounts.  Do 

they  realize  that  local  advertisers  know  you 
a  lot  better  than  we  do,  or  perhaps  ever 

can?" 

Mr.  Silvernail  said  "it  is  a  relief  to  note 
that  the  sounder  stations,  under  more  ex- 

perienced managerment,  are  announcing 

firm  policies  against  taking  orders  that  would 

involve  .  .  ."  triple  spotting  which  "could 
perhaps"  be  blamed  on  advertisers  who 
would  accept  any  availability  when  one  sta- 

tion markets  were  prevalent. 

Dr.  Roslow  stressed  the  amount  of  audi- 
ence information  that  is  available  aside  from 

ratings — effectiveness  studies,  out-of-home 
audiences,  cumulative  audiences,  audience 

composition  data,  studies  showing  differ- 
ences between  newspaper  and  television 

audiences,  "station  image"  studies  going  into 
the  factors  important  in  determining  the 

audience,  and  similar  qualitative  material. 

He  said  a  study  in  one  city  with  two  lead- 

ing independent  radio  stations  and  one  net- 
work affiliate  showed  that,  measured  in 

terms  of  "exciting  vs.  dull,"  "interesting  vs. 

boring,"  etc.,  the  affiliate  was  at  least  slight- 
ly and  sometimes  substantially  ahead  of  the 

independents.  Yet,  when  investigated  sep- 
arately by  sex  of  listeners,  one  independent 

was  "far  ahead  in  terms  of  male  respond- 
Broadcastino 
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TRADE  ASSNS.  continued 

NAB  FALL  SLATE  OPENS  THURSDAY ents  and  considerably  behind  in  terms  of 

the  women,"  he  stated. 
Studies  of  people  who  tune  in  only  for 

entertainment,  he  reported,  "show  a  signif- 
icant plus  for  the  network  stations  over  the 

independent  stations." 
Dr.  Roslow  concluded:  "We  feel  that 

these  station  image  studies  will  enable  the 
station  operator  to  define  his  audience  in 
terms  of  program  preferences,  audience 

composition,  in-home  vs.  out-of-homes  audi- 
ence, listener  concepts  of  the  station,  etc. 

These  can  then  be  compared  with  the  over- 
all market  characteristics  and  competitive 

station  characteristics.  A  determination  can 
then  be  made  of  the  direction  the  station 

management  w  ishes  to  go  and  programming 

and  promotion  can  be  planned  to  accom- 

plish this." 

Career  Talk  for  N.  Y.  Ad  Women 

Advertising  Women  of  New  York  Foun- 
dation Inc.  will  hold  its  second  annual  ca- 

reer conference  for  women  college  students 
on  Nov.  15  at  Fordham  U.  in  New  York. 

College  women  from  the  New  York  metro- 
politan area  will  be  invited  to  participate  in 

round-table  discussions  on  opportunities  in 
the  advertising  field  and  listen  to  a  panel  of 

speakers,  including  author  Martin  Mayer 

(Madison  Avenue.  U.  S.  A.),  free-lance 
writer  Charlotte  Montgomery  and  Margot 

Sherman,  vice  president  on  the  creative 

plans  board  of  McCann-Erickson  and  1958 
Advertising  Woman  of  the  year. 

Blair 
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NAB  will  open  its  annual  autumn  round 
of  regional  conferences  Thursday  (Sept.  18) 
at  the  Buena  Vista  Hotel,  Biloxi,  Miss.  Eight 
meetings  will  be  held  around  the  nation, 

concluding  Oct.  27-28  in  Washington. 
A  new  type  of  convention  format  has 

been  devised  for  the  Fall  Conferences,  as 
they  are  now  termed  by  NAB.  Programming 

will  be  concentrated  in  a  IVi-day  period, 

winding  up  with  an  advertiser-agency  guest 

speaker  at  the  second  day's  luncheon. 
The  name  "Regional"  is  no  longer  used 

for  the  fall  meetings  because  NAB  mem- 
bers had  felt  obligated  to  attend  the  meet- 

ing held  in  the  geographic  boundaries  of 
their  particular  region.  While  some  of  the 
1958  conferences  are  being  held  at  remote 
resort  sites,  future  conferences  will  be  held 

in  major  cities  enjoying  convenient  trans- 
portation facilities. 

NAB  President  Harold  E.  Fellows  will 

head  the  NAB  flying  squadron  of  staff  ex- 
ecutives who  will  take  part  in  conference 

programming.  The  meetings  are  being  held 
in  two  groups,  the  second  group  of  four 
sessions  opening  Oct.  13  in  Milwaukee. 
Only  station  personnel  of  NAB  members 
are  allowed  to  attend. 

A  new  feature  of  the  1958  conferences 

will  be  a  panel  on  editorializing,  to  be  mod- 
erated by  Vincent  T.  Wasilewski,  NAB  gov- 

ernment relations  manager.  This  discussion 
will  be  held  on  the  opening  morning.  Others 
speaking  at  the  first  session  are  Charles  H. 

Tower,  manager  of  NAB's  broadcast  per- 
sonnel-economics department,  discussing 

"Profit  or  Loss";  Donald  N.  Martin,  as- 
sistant to  the  president  for  public  relations, 

"Public  Relations  Pays";  and  Mr.  Wasi- 

FORBIDDEN  FILM 

NAB  has  turned  television  producer 
for  the  Fall  Conference  series  starting 
Sept.  18  at  Biloxi,  Miss. 

A  16-minute  film  to  be  shown  by 
the  NAB  Tv  Code  Review  Board  will 

dramatize  program  and  advertising  ma- 
terial not  permitted  by  the  Tv  Code. 

Cheesecake  scenes,  violence,  blue  com- 
ments about  romance,  boudoir  intima- 

cies, cruelty  to  animals  and  profanity 
are  included  in  the  demonstration  of 
what  not  to  do. 

The  film  will  portray  a  gruesome 

array  of  commercial  violations.  White- 
coat  scenes,  jammed  station  breaks, 
unacceptable  items  and  personal  prod- 

ucts will  be  shown. 

Edward  H.  Bronson,  NAB  director 
of  tv  code  affairs,  will  conduct  a  tv 

code  session  on  the  second  morning  of 
each  conference.  The  session  will  open 
with  a  filmed  message  from  Roger  W. 

Clipp,  WFIL-TV  Philadelphia,  chair- 
man of  the  tv  code  board.  The  code 

film  was  written  by  Charles  Cady, 
assistant  tv  code  director,  and  pro- 

duced under  direction  of  Gene  Mc- 

Pherson,  production  director  of 
WBNS-TV  Columbus,  Ohio. 

lewski  in  a  discussion  of  Washington  de- 
velopments. 

President  Fellows  will  be  the  speaker  at 

the  opening  luncheon.  The  first  afternoon 
will  be  divided  into  radio  and  tv  groups. 

John  F.  Meagher,  NAB  radio  vice  presi- 
dent, and  Thad  H.  Brown  Jr.,  tv  vice  presi- 

dent, will  direct  the  respective  sessions 
[Trade  Associations,  Sept.  8].  A  broadcast 

promotion  film,  "Hear  and  Now"  will  be 
shown  at  the  radio  meeting. 

Second-day  luncheon  speakers  for  six  of 
the  fall  conferences  have  been  announced 

by  President  Fellows.  William  H.  Thomas, 
radio-tv  director  of  Fitzgerald  Adv.  Agency, 
New  Orleans,  will  speak  Friday  at  Biloxi. 
Other  luncheon  speakers  are:  Oklahoma 

City,  Sept.  23,  Dr.  Melvin  S.  Hattwick,  ad- 
vertising director,  Continental  Oil  Co., 

Houston;  Sun  Valley,  Idaho,  Sept.  26,  Wil- 
liam Niscannon,  general  manager,  Pacific 

Trailways  Co.,  Bend,  Ore.;  San  Francisco, 
Sept.  30,  Charles  Stuart  Jr.,  advertising 
manager.  Bank  of  America,  San  Francisco; 

Minneapolis,  Oct.  17,  J.  Cameron  Thomp- 
son, board  chairman,  Northwest  Bancorpo- 

ration,  Minneapolis;  Washington,  Oct.  28, 

Felix  W.  Coste,  vice  president  and  market- 
ing director,  Coca  Cola  Co.,  New  York. 

Only  one  equipment  exhibitor  will  show 
at  the  conferences.  Ed  Hochhauser,  of 

Muzak  Corp.,  will  display  the  company's 
new  Programatic  broadcast  service  at  Okla- 

homa City,  San  Francisco,  Milwaukee, 
Boston  and  Washington.  As  customary, 

many  NAB  associate  members  will  have 
entertainment  suites  at  the  conference  hotels. 

NAB  Will  Employ  Animated  Spots 
To  Publicize  Television  Role 

Promotion  of  television's  role  in  Ameri- 
can life  by  use  of  a  series  of  10-second  ani- 

mated spots  was  approved  Sept.  10  by  the 
NAB  Tv  Public  Relations  Committee  at  a 
Chicago  meeting. 

C.  Howard  Lane,  KOIN-TV  Portland, 
Ore.,  chairman  of  the  committee  and  of  the 

NAB  Tv  Board,  said  the  campaign  calls  for 

a  $25,000  appropriation.  Production  will 
start  in  a  few  days,  with  a  test  series  of  12 

10-second  spots  to  be  produced  by  Pintoff 
Productions,  New  York. 

The  spots  will  be  released  in  National 
Television  Week,  Nov.  16-22,  and  will  con- 

tinue during  December  and  January.  Re- 
sults will  be  reviewed  by  the  Tv  Board  at 

its  winter  meeting.  The  spots  will  be  cor- 
related with  promotional  efforts  of  Televi- 

sion Bureau  of  Advertising.  NAB's  public 
relations  service,  headed  by  Donald  N.  Mar- 

tin, public  relations  assistant  to  President 
Harold  E.  Fellows,  drew  up  plans  for  the 

campaign.  The  project  was  explained  by 

Thad  H.  Brown  Jr.,  NAB  tv  vice  presi- 
dent. Committee  members  attending  besides 

Chairman  Lane  and  NAB  executives  were 

G.  Richard  Shafto,  WTS-TV  Columbia,  S. 
C;  C.  Wrede  Petersmeyer,  Corinthian 

Broadcasting  Corp.,  and  Ward  L.  Quaal, 
WGN-TV  Chicago. 
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to  sell  the  most  Hoosiers 

be  sure  your  product 

is  cooking  in  the) hottest  pot! 

INDIANAPOLIS 

sf:  First  all  day 

every  minute  is  a  selling  minute  on  WFBM 

•  First  all  day  .  .  .  "most  listened  to"  and 
hottest  of  any  as  indicated  by  recent  audience 

studies!* 
Why  ?  Because  WFBM  sounds  good  to  Hoosiers 

—fresh,  exciting  and  neighborly.  It's  the  "go- 
ingest  and  growingest"  station  in  the  market! 

City's  biggest  news  staff  of  12  men  and  3 

mobile  units  keep  WFBM's  audience  best  in- 
formed. Hot  local  news  gets  on-the-spot  priority 

handling  .  .  .  fast-moving  world-wide  coverage 

by  exclusive  WFBM-TIME  Washington  News 
Bureau. 

Top  personalities  are  warmly  human,  strongly 

appealing.  Their  audiences  grow  week  after  week 

.  .  .  and  remain  attracted  to  WFBM's  popular, 
more  diversified  programming. 

You  have  every  reason  to  place  saturation  spot 

campaigns  here,  where  you  reach  an  even  larger 
cumulative  audience.  Check  WFBM  first— where 
every  minute  is  a  selling  minute! 

*C.  E.  Hooper,  Inc.  (7  a.m.  -  6 p.m.)  June,  19  58 

Represented  Nationally  by  the  KATZ  Agency 
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TRADE  ASSNS.  continued 

Poll  of  Members  to  Decide 

1959  NAB  Convention  Topics 

NAB  members  will  decide  what  topics 

they  want  to  discuss  at  the  1951-)  industry 
convention,  to  be  held  March  15-19  in  the 
Conrad  Hilton  Hotel.  C  hicago. 

The  association's  Convention  Committee, 
meeting  Sept.  1  1  in  Chicago,  drew  up  a 
list  of  suggested  topics  to  be  covered  at 
the  convention.  The  list  will  be  circulated 

among  members  to  find  their  preferences. 
Convention  exhibits  will  be  limited  to 

associate  members  who  manufacture  tech- 
nical equipment  used  in  operating  stations 

and  networks. 

Ideas  for  the  annual  Broadcast  Engineer- 
ing Conference,  to  be  held  concurrently  with 

the  convention,  are  being  submitted  to  A. 
Prose  Walker,  NAB  engineering  manager. 
The  conference  program  committee  will 
meet  Oct.  8  in  Washington. 

Attending  the  convention  committee 
meeting  were  Robert  T.  Mason,  WMRN 
Marion,  Ohio,  and  G.  Richard  Shafto, 

WIS-AM-TV  Columbia,  S.  C,  co-chairmen; 
John  H.  DeWitt,  WSM  Nashville,  Tenn.; 
William  Holm.  WLPO  LaSalle,  111.;  J.  Frank 
Jarman.  WDNC  Durham,  N.  C,  Radio 

Board  chairman;  C.  Howard  Lane,  KOIN- 
TV  Portland,  Ore.,  Tv  Board  chairman; 

C.  Wrede  Petersmeyer,  Corinthian  Broad- 
casting Corp.,  and  James  D.  Russell,  KKTV 

(TV)  ̂ Colorado  Springs,  Colo.,  all  NAB directors. 

Representing  NAB  were  President  Harold 
E.  Fellows;  Everett  E.  Revercomb,  secre- 
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tary-treasurer  and  convention  manager; 
John  F.  Meagher,  radio  vice  president; 
Thad  H.  Brown  Jr..  tv  vice  president; 
Howard  H.  Bell,  assistant  to  the  president 

for  joint  affairs,  and  Donald  N.  Martin, 
public  relations  assistant  to  the  president. 

ANPA  Statistics  Slug  Tv, 

Plug  'Advantages'  of  Print 
A  "study"  released  last  week  by  the  Re- 

search Department  of  The  Bureau  of  Ad- 
vertising, American  Newspaper  Publishers 

Assn.,  claims  that  newspaper  advertising,  on 

the  basis  of  cost-per-thousand  on  its  own 

uniquely-devised  comparison,  has  a  "clear- 
cut  advantage  over  television — daytime  or 

nighttime." Different  sets  of  "calculations"  in  the  Bu- 

reau's study,  "Valuable  Data  About  News- 

papers," give  newspapers  "a  superiority 
ranging  from  38%  to  79%  over  network 

tv,"  according  to  Bureau  officials.  The  study 

presents  the  following  "comparisons": 
•  A  600-line  newspaper  ad  (quarter-page) 

produces  1,000  "noters"  for  $5.52  against 
$7.63  per  1,000  commercial  viewers  for  a 

"typical"  30-minute  evening  network  show 
(a  difference  of  38%). 

•  The  comparison  of  a  200-line  ad  with 
a  single  commercial  on  a  half-hour  evening 
program  produces  a  cost  differential  of  79% 

in  favor  of  newspapers,  with  cost  per  thou- 
sand for  newspapers  of  $2.74  and  for  tv 

for  $4.91. 

•  A  600-line  grocery  ad  in  newspapers  de- 

livers 141  "confirmed  women  noters"  for 
every  100  women  noters  of  commercial 

messages  on  a  quarter-hour  daytime  show 
/  (a  difference  of  41%). 

•  A  200-line  grocery  ad  produces  an  ad- 
vantage for  newspapers  of  60%,  as  com- 

pared with  a  single  commercial  on  a  quar- 
ter-hour daytime  tv  program. 

The  comparisons  drew  initial  "Why  dig- 
nify this  jerry-built  research  with  com- 

ment?" responses  from  network  quarters 
Thursday,  while  Television  Bureau  of  Ad- 

vertising noted  that  the  ANPA  "study"  ne- 
glects 61.5  million  people  who  comprise 

audiences  under  19  years  of  age  and  totally 
fails  to  substantiate  the  basis  of  its  tv  basic 

statistics,  aside  from  stating  a  few  were  taken 
from  a  trade  magazine.  How  ANPA  can  so 

blandly  assume  a  600-line  ad  measures  com- 
parably to  a  half-hour  tv  show  seemed  to 

be  the  question  asked  by  tv  spokesmen. 

VFW  Supplants  Junior  C  of  C 

In  Voice  of  Democracy  Contest 

Veterans  of  Foreign  Wars  will  replace 
the  U.S.  Junior  Chamber  of  Commerce  in 

handling  local  competition  for  the  annual 

Voice  of  Democracy  broadcast  essay  con- 
test. NAB  and  Electronic  Industries  Assn., 

co-sponsors,  announced  the  VFW  coopera- 
tion Sept.  13.  The  junior  chamber  dropped 

out  of  the  contest  last  February  after  a  dis- 
pute over  operating  details. 

In  joining  NAB  and  EIA,  John  W. 

Mahan,  VFW  commander-in-chief,  said  the 
contest  over  the  past  11  years  has  done 

much  "to  encourage  young  people  to  dis- 
cover for  themselves  the  personal  meaning 

of  democracy  in  their  own  lives." 

Look  to  Print  Media 

For  What  to  Play— RAB 

RAB  President  Kevin  Sweeney,  who  or- 

dinarily encourages  stations  to  fight  news- 

papers and  magazines  for  the  advertiser's 
dollar,  last  week  advised  them  to  take  a  les- 

son from  the  print  media. 

Speaking  at  the  RAB  regional  manage- 
ment conference  at  Palo  Alto,  Calif.,  on 

Monday  and  Tuesday,  he  released  analyses 
of  newspaper  and  magazine  editorial  formats 

and  noted  that  they  show  "an  amazing 
agreement  by  print  media  as  to  what  inter- 

ests people."  He  said  the  analyses  thus  offer 
"a  huge  opportunity  for  radio  to  extend  its 
audience  by  covering  these  fields  of  editorial 

interests." 
The  report,  described  as  one  of  more  than 

90  presented  to  the  60  station  owners  and 
general  managers  at  the  Palo  Alto  session, 

said  that  "people  want  more  news,  informa- 
tion and  features  on  (1)  health  and  medicine, 

(2)  personalities,  (3)  local  happenings,  (4) 

science — in  approximately  that  order.  This 
should  be  a  guide  to  program  and  news  di- 

rectors of  both  affiliates  and  independents  in 

developing  additional  non-musical  program- 

ming." 

The  report  cited  findings  of  the  1958 
Survey  Research  Center  study  of  newspaper 
reader  preferences  and,  for  the  magazine 
data,  officials  said  RAB  checked  those  with 
strongest  newsstand  sales  and  extracted  on 

a  page-order  basis  the  amount  of  attention 
devoted  to  subject  categories. 

"The  most  important  trend  in  the  strong- 

est magazines,"  the  report  said,  "is  clearly 
a  continuance  of  the  five-year-old  practice  of 

telling  the  story  of  people — most  often  peo- 
ple involved  in  sensational  news.  Some- 

where between  one-third  and  one-quarter 

of  the  largest-selling,  non-specialized  period- 
icals are  devoted  to  biographical  stories  of 

the  prominent.  They  range  this  week  from 
Hyman  Rickover  to  Brigitte  Bardot. 

"Marriage  and  children,  and  the  problems 
thereof;  science;  the  stories  of  people — hum- 

ble and  prominent — and  how  they  live,  and 
crime  constitute  about  80%  of  the  total 

non-fiction  coverage  of  the  most  success- 
full  magazines.  ...  All  of  these  areas  of 
interest,  plus  those  spotlighted  by  the  1957 
Gallup  report  on  what  people  are  interested 

in,  should  be  guides  to  expanding  radio's  'in- 
terest base.'  The  Gallup  report  found  high 

interest  in  heart-rending  personalities  and 
all  local  events.  And  in  each  of  these  areas 

stations  will  find  much  to  exploit." 
Other  reports  at  the  meeting  covered  a 

range  of  subjects  including  policies  on  disc- 

jockey talk,  salesmen's  compensation,  pro- 
gram gimmicks,  automatic  logging  and  bill- 

ing, and  collection  policies.  The  Palo  Alto 
meeting  was  one  of  two  RAB  management 
conferences  held  last  week  out  of  seven 
scheduled  this  month. 

Tv  Code  Board  to  Meet  in  S.F. 

NAB's  Television  Code  Review  Board 
will  hold  its  quarterly  meeting  in  San  Fran- 

cisco Oct.  1-2.  Representatives  of  Alliance 
of  Tv  Film  Producers  will  join  the  code 
board  members  in  a  review  of  film  industry 
participation  in  the  code  structure. 

Broadcasting 



KFMB-TV 

SENDS 

MORE 

PEOPLE 

AWAY  FROM 

HOME 

(TO  BUY) 

THAN 

ANYTHING 

SAN  DIEGO, 

America's  newest 

boomtown,  ranked 

fifth  nationally 

in  building 

construction  for  the 

first  four  months 

of  1958,  according  to 

figures  released 

by  Dun  &  Bradstreet. 

(And,  for  a  brief 

period  of  glory, 

San  Diego  actually 

ranked  fourth 

nationally  for  the  first 

two  months  of  the 

year.)  Only  New  York, 
Los  Angeles, 

Chicago  and  Houston 

topped  the  bustling 

San  Diego  market. 

San  Diego  is 

building  more  and 

more  homes  for  more 

and  more  people 

with  more  and  more 

money  to  spend. 

Furthermore, 

all  these  people  own 

more  and  more 

television  sets  and 

see  more  and  more  of 

your  messages 

on  kfmb-tv.  (29  of 

the  top  30  television 

shows  seen  in 

San  Diego  are  seen 

on  KFMB-TV.) KFMB REPRESENTED  BY 

Edward  Petry  &  Co.,  Inc.;; 

■   "  — 



TRADE  ASSNS.  continued 

POLITICS  SPICE  HOOSIER  MEET 

The  Indiana  Broadcasters  Assn's.  "Con- 

ference on  Hoosier  Politics" — billed  as  the 
tirsi  of  its  kind  organized  among  state  radio- 

tv  groups — lived  up  to  advance  billing  in 

Indianapolis  Sept.  5-6. 
Broadcasters  and  politicians  got  better 

acquainted  with  each  others'  problems  and 
mutual  objectives  during  the  two-day  meet- 

ing at  the  Marott  Hotel.  So  successful  was 

the  political  project  that  1BA  plans  to  con- 

tinue it  every  two  years  during  each  off- 

year  election. 

Meeting  under  Joseph  Higgins.  WTHI- 
AM-TV  Terre  Haute,  IBA  exchanged  views 

of  industry  and  state  problems  and  im- 

ported three  network  executives  to  talk 

political  turkey. 

Key  talks  were  delivered  by  Sig  Mickel- 

son.  vice  president  of  CBS  Inc.  and  general 

manager  of  CBS  News;  Sam  Sharkey  Jr., 

news  director  of  NBC  Radio-Tv,  and  John 

Secondari,  ABC  Washington  bureau  chief. 

Other  speakers  included  Vincent  T.  Wasi- 

lewski,  NAB  government  relations  depart- 
ment, discussing  advertising,  and  Harold  A. 

Smith,  program  promotion  and  merchandis- 

ing, manager,  Needham,  Louis  &  Brorby. 

All  spoke  at  political  sessions. 

Political  appetite  of  the  delegates  was 

whetted  by  the  upcoming  fight  for  a  U.  S. 

Senate  seat  between  Indiana  Gov.  Harold 

Hundley  (R)  and  Mayor  R.  Vance  Hartke 

(D)  of  Evansville,  Ind.  They're  fighting  for 
the  seat  to  be  vacated  by  Sen.  William  E. 

Jenner  (R-Ind.). 

Political  spotlight  was  turned  on  Saturday 

afternoon  (Sept.  6).  Mr.  Sharkey  noted  that 

with  an  off-year  election  and  the  prospect 

of  less  extensive  network  coverage,  "this  is 

an  opportunity  for  local  radio-tv  stations" 
to  do  a  job  on  political  news  developments. 

Mr.  Secondari  cited  "the  alarming  lack 

of  political  imagination  in  recent  years"  and 
urged  "more  creative  thinking  and  action 

which  capture  the  imagination  of  the  pub- 

lic." He  posed  "diminishing  numbers  at  the 

voting  booth"  as  a  problem  to  be  faced  by 
broadcasters  and  politicians  alike.  Broad- 

casters must  consider  material  supplied  by 

politicos  "in  terms  of  timely  events  and 
competition,"  he  told  the  political  gathering. 

Mr.  Mickelson  said  that  covering  politics 

is  a  "two-way  street"  for  broadcasters  and 

politicians — viz.,  radio-tv  news  can  do 

•■much  more  for  officeholders"  and,  in 

turn,  they  "can  do  much  to  help  to  lift 

restrictions"  now  on  broadcasters  [Trade 
Assns.,  Sept.  8]. 

Highlight  of  the  Saturday  conference, 

following  the  three  network  talks,  was  the 

filming  and  recording  of  two  actual  news 

conferences  for  later  use  by  tv  and  radio 

stations  in  the  state.  Appearing  with  Mr. 

Higgins  as  moderator  in  7 -minute  se- 
quences were  Indiana  Gov.  Harold  Handley 

(R)  and  Robert  Matthews,  Republican  state 

committee  chairman  in  one,  and  Evansville 

Mayor  R.  Vance  Hartke  (D)  and  Charles  E. 

Skillen,  Indiana  Democratic  committee 

chairman.  The  Handley-Hartke  15-minute 

sequence  was  played  back  by  WLWI  (TV) 

Indianapolis  at  10:15  that  evening  and  was 
scheduled  for  use  last  week  by  15  other 

Indiana  tv  outlets. 
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Banquet  talks  were  given  by  Mayor 

Hartke  (Gov.  Handley  was  unable  to  at- 

tend), the  respective  state  committee  chair- 
men and  Mr.  Wasilewski,  who  spoke  on  ad- 

vertising's contributions  to  the  nation's  econ- 
omy. 

Mayor  Hartke  lauded  the  IBA  Hoosier 

political  project  as  "something  new  in  po- 
litical life"  and  acknowledged  that  "it's  high 

time  we  wake  up  politically.  I  sincerely  be- 
lieve you  people  [IBA]  are  leading  the  way 

to  a  better  understanding  on  the  part  of 

politicians  and  broadcasters." 

Earlier,  at  lunch,  NL&B's  Mr.  Smith  sug- 
gested station  owners  and  managers  might 

have  "newer  and  greater  opportunities  ahead 
through  the  development  of  more  state 

hookups — putting  your  facilities  together 
more  often  into  an  Indiana-only  network 

for  various  specific  advertising  campaigns." 
He  cited  the  case  involving  NL&B's  new- 

est client — Oklahoma  Oil  Co. — which  in- 

vaded Indiana  Aug.  1-2  with  a  one-hour 

Herb  Shriner  variety  show  on  29  radio-tv 
stations.  During  the  36-hour  campaign, 
Oklahoma  dealers  sold  three  times  more 

gasoline  in  the  area  than  they  had  the  pre- 
vious weekend,  and  the  weekly  average  hit 

new  highs. 

Committee  and  sectional  meeting  reports 
dominated  the  general  business  meeting 
Saturday  morning.  Members  also  heard  a 
progress  report  on  their  support  of  National 

station  personnel.  IBA  also  proposes  to  issue 

periodic  summaries  on  the  track  record  of 
bills  submitted  and/or  approved  by  the 

Indiana  State  legislature. 

One  of  the  thornier  problems  before  the 
IBA  is  that  of  telephone  service  provided 

by  the  General  Telephone  Co.  One  station 
manager  complained  of  as  many  as  137 
line  interruptions  since  this  past  June,  and 

others  suggested  "inferior  service."  It's  con- ceivable that  IBA  might  start  compiling  a 
dossier  on  service  inadequacies  and  perhaps 

carry  the  issue  to  the  public  service  com- 
mission. 

Among  other  subjects  taken  up  at  the 
business  meeting  were  an  exchange  of 

information  program  for  general  and 

commercial  managers  and  program  direc- 
tors; an  employment  placement  bureau  for 

announcers,  engineers,  etc.  and  IBA's  "Liv- 
ing History"  project.  The  last-named  pro- 

posed contributions  by  stations  of  tape  re- 
cordings and  other  memorabilia  to  an 

archives  center  to  be  set  up  at  Purdue  U. — 
material  dealing  with  memorable  state 
events  covered  by  broadcast  stations. 

IBA  members  were  given  copies  of  the 

association-authorized  preliminary  study  on 
Indiana  fm  and  apprised  of  the  athletics 
fees  picture  in  that  state  and  throughout 
the  Big  Ten.  They  were  told  Indiana  U. 
would  continue  to  do  everything  it  can  to 
reduce  radio  football  fees  in  the  Big  Ten 
for  next  year  and  that  half  of  the  athletic 
directors  of  its  schools  favored  a  reciprocity 

PARTICIPANTS  at  the  Indiana  political  conference  included  (left  picture)  Gov.  Harold 
Handley  (I),  Republican  governor  of  Indiana,  and  Mayor  R.  Vance  Hartke,  Democratic 
mayor  of  Evansville,  opponents  for  the  Senate  seat  being  vacated  by  Sen.  William  Jenner. 
At  the  right,  Gov.  Handley  participates  in  a  panel  with  Joseph  Higgins,  manager  of 

WTHI-AM-TV  Terre  Haute  and  president  of  the  Indiana  Broadcasters  Assn.,  and 
Robert  Matthews,   chairman  of  the  Indiana  Republican   Central  Committee. 

Radio  Month,  using  various  techniques,  by 
Richard  E.  Jackson,  general  manager, 

WSAL  Logansport.  He  noted  some  mem- 

bers feel  a  "month  is  too  long." 
Eldon  Campbell,  general  manager  of 

WFBM-TV  Indianapolis,  suggested  IBA 
might  circularize  its  membership  with  a 
questionnaire,  asking  stations  to  recount  any 
experiences  they  may  have  encountered  with 
denial  of  free  access  to  news.  He  pointed 
out  Canon  35  and  related  restrictions 

haven't  posed  a  problem  in  Indiana  to  the 
degree  in  other  states  and  felt  IBA  would 

need  "a  specific  test  case"  before  taking 
action  on  such  restrictions. 

IBA  hopes  to  offer  a  $500  scholarship  to 
some  Indiana  college  as  a  prize  for  the  state 
winner  of  the  annual  Voice  of  Democracy 

contest.  An  Indiana  radio-tv  newscaster-of- 
the-year  award  also  was  suggested  and  will 

be  explored  further,  along  with  a  scholar- 
ship plan  for  funds  to  be  granted  to  actual 

program  approach  for  state  network  setups 
embracing  road  game  fees.  This  past  year 

such  a  plan  was  rejected,  chiefly  by  Michi- 
gan State  U.  and  Michigan  U.  (the  former 

was  claimed  to  have  made  $40,000  out  of 

its  football  network  last  year).  Indiana  U., 

working  cooperatively  with  the  IBA,  has 

dropped  its  fees  from  $100  to  $10  and  an- 
nounced plans  for  a  new  sports  radio  net- work. 

Glenn  Van  Horn,  general  manager  of 

WTTS  Bloomington,  described  his  station's 
policy  of  charging  political  candidates  the 
local  rate,  non-commissionable,  but  with 

same  frequency  discounts  as  for  other  time 
purchases.  He  pointed  out  that,  in  some 
instances,  the  difference  between  national 
and  local  rates  is  substantial. 

Mr.  Wasilewski  told  the  am  session  that 

there's  not  enough  distinction  between  na- 
tional and  local  rates  to  warrant  ill  will 

over  higher  charges,  and  that  nine  out  of 
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7-COUNTY  PULSE  REPORT 

KALAMAZOO -BATTLE  CREEK  AREA  —  MARCH  1958 

SHARE  OF  AUDIENCE  —  MONDAY-FRIDAY 

WKZO 

Station  "B" Station  "C" [    6  A.M.  -  12  NOON 32 
22 10 

12  NOON  -  6  P.M. 29 22 10 

i   6  P.M.  -  12  MIDNIGHT 30 
20 1  1 

BUT... WKZO  Radio  Touches  All  the 

Bases  for  You  in  Kalamazoo- 

Battle  Creek  and  Greater 

Western  Michigan! 

It  takes  just  one  big  swing,  the  swing  to  WKZO  Radio, 

to  make  many  thousands  of  hits,  every  day,  in  Kalamazoo- 
Battle  Creek  and  Greater  Western  Michigan. 

In  fact,  WKZO  averages  over  32%  of  the  total  audi- 

ence "hits"  each  day  (Mon.-Fri.)  from  6:00  a.m.  to 
12  noon  or  a  tremendous  48%  more  than  the  second- 

place  station ! 

Let  Avery-Knodel  tell  you  more  about  WKZO  Radio. 

*Only  eight  major  leaguers  have  ever  accomplished  3000  hits  in  a  career. 
The  most  recent  to  reach  the  goal  was  Stan  Musial  (on  May  13,  1958). 

WKZO 

CBS  RADIO  FOR  KALAMAZOO-BATTLE  CREEK 

AND  GREATER  WESTERN  MICHIGAN 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 

WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  — GRAND  RAPIDS 
WJEF-FM  —  GRAND  RAPIDS-KALAMAZOO 
WWTV  —  CADILLAC,  MICHIGAN 
KOLN-TV  —  LINCOLN,  NEBRASKA 

Associated  with 
WMBD  RADIO  —  PEORIA,  ILLINOIS 
WMBD-TV  — PEORIA,  ILLINOIS 

1 

1 
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TRADE  ASSNS.  continued 

U'ii  will  charge  the  local  rate  unless  it's 
clear-cut  where  the  candidate  is  attempting 

to  get  votes.  What's  more,  most  political 
budgets  are  inflexible,  it  was  claimed. 

Mr.  Wasilewski  also  pointed  out  that 

advertising  has  helped  cut  the  cost  of  dis- 
tribution, has  created  markets  and  has  been 

a  great  public  servant.  He  told  how  broad- 
casters cooperate  with  the  Advertising 

Council  and  other  worthy  causes  in  pro- 
moting public  welfare. 

I  he  t\  session,  under  Mr.  Campbell,  was 
devoted  to  discussions  of  tower  heights, 

possibility  of  the  exchange  of  newsfilm 
among  Indiana  tv  stations,  editorializing, 
uniform  time  standards  and  restrictions  on 
access  to  news.  Last  session  of  the  Indiana 

State  legislature  passed  a  law  restricting 
tower  heights  to  1,000  feet  (500  in  some 
cases).  One  broadcaster  suggested  the  law  is 
not  quite  clear  on  this  issue.  Another  station 
manager  wanted  to  challenge  Canon  35, 

claiming  the  courts  hold  a  "loaded  gun"  on 
broadcasters.  It  was  recommended  that  sta- 

tions furnish  IBA  with  any  instances  where 

they  were  denied  equal  access  to  judicial, 
legislative  or  other  kinds  of  proceedings. 

The  two-day  meeting  opened  Friday 
(Sept.  5)  with  a  membership  luncheon.  Mr. 
Higgins  reported  that  both  parties  were 

"extremely  enthused"  about  the  "conference 
on  Hoosier  politics"  and  asserted  "this  typi- 

fies the  fair  play  of  broadcasting — it's  way 
of  doing  reporting."  He  noted  that  a  CBS 
Television  Affiliates  Assn.  meeting  with 

legislators  in  Washington  last  January  did 

Joseph 

Braun 

Kenyon  &  Eckhardt,  Inc, 
New  York 

Please  note  that  WMBR-TV 

in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name— but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 

Post  Broadcast  Division,  rep- 
resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 
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much  to  "clear  the  political  climate." 
Mr.  Campbell  reminded  that  "broadcast- 

ing is  a  business — not  just  a  license"  and 
pointed  out  Congressmen  don't  understand 
it.  He  felt  such  a  "positive"  conference  was 
in  order  and  that  more  stations  ought  to 

think  more  seriously  about  this  "grassroots 

approach." Mich.  Assn.  Features 

Economics  Discussion 

Economic  and  marketing  problems  cre- 

ated by  current  business  trends  were  re- 
viewed Thursday  (Sept.  11)  at  the  opening 

sessions  of  Michigan  Assn.  of  Radio  &  Tv 
Broadcasters,  meeting  at  Hidden  Valley, 

Gaylord.  Agency,  research  and  advertiser 

executives  joined  broadcasters  in  the  dis- 
cussions. 

Tom  Wright  Jr.,  media  supervisor  of 
Leo  Burnett  Co.,  Chicago  agency,  analyzed 
market  factors  at  a  tv  research  panel 

moderated  by  Art  Swift,  WOOD-TV  Grand 

Rapids.  "When  we  compare  the  purchasing 
rate  of  young  households  with  children — 
the  youngest  under  six — with  older  house- 

holds also  having  children,  and  in  the 
$4,300  income  bracket,  we  find  younger 
households  buy  twice  as  many  homes  and 
ranges,  50%  more  furniture  and  65% 

more  used  automobiles,"  he  said.  "Thus 
the  critical  difference  is  not  income  or  pres- 

ence of  children.  Instead  it  is  presence  of 

children  under  six." 
Daniel  Denenholz,  vice  president  of  The 

Katz  Agency,  cited  the  variables  in  mar- 
ket ranking  formulas  and  called  for  com- 

mon sense  in  the  use  of  ratings,  audience 
and  cost  material.  William  R.  Wyatt,  vice 
president  of  A.  C.  Nielsen  Co.,  Chicago, 
said  that  data  must  be  accumlated  over  a 

representative  period  of  time  to  get  a 
true  reflection  of  program  preference. 

Roger  Cooper,  American  Research  Bureau, 
described  audience  measurement  techniques, 

including  the  new  Arbitron  instant  audience 

reports. 
Sol  Taishoff,  editor  and  publisher  of 

Broadcasting,  addressed  the  Thursday 
luncheon  session.  A  panel  on  current  radio 
problems  was  moderated  by  James  Sumbler, 
WMPE  Manistee.  Les  Biederman,  Paul 

Bunyan  Network,  led  a  discussion  of  Michi- 
gan business  conditions. 

Clyde  Vortman,  media  director  of 
Zimmer-Calvert,  Detroit,  called  on  stations 

to  develop  "their  corporate  image"  in  the 
same  way  advertisers  strive  to  improve  con- 

sumer acceptance.  Arch  Madson,  executive 
assistant  to  Glenn  Snyder,  general  manager 
of  WLS  Chicago,  urged  stations  to  meet 
their  responsibility  in  dispelling  the  current 

economic  crisis,  with  automotive  unemploy- 
ment a  special  challenge  in  Michigan. 

At  a  meeting  of  Michigan  Associated 
Press  Broadcasters  Assn.,  Mr.  Sumbler  was 

elected  chairman  and  Monroe  MacPher- 

son  Jr.,  WION  Ionia,  Mich.,  vice  chair- 
man. 

Cash  Commends  Tv  to  Utilitymen 

Gas  and  electric  utility  advertisers,  who 

supply  the  cooking  power  to  millions  of 
Americans,  should  put  more  of  their 

budgets  in  tv — so  says  Television  Bureau  of 

PLEA  TO  COURT 

Full  broadcast  rights  to  cover  a  Su- 
perior Court  trial  involving  four 

deaths  have  been  asked  by  a  radio- 
tv-newspaper  press  committee  in 
Macon,  Ga.  The  request  submitted  to 

Judges  Oscar  Long  and  A.  M.  And- 
erson includes  newspaper  photo- 

graphic coverage  of  the  case,  which 
has  aroused  widespread  interest. 

The  media  committee  proposed  to 
work  from  balcony  room,  with  no 

equipment  in  courtroom  aside  from 
a  p.  a.  system.  Macon  stations  (WBML 
and  WMAZ-AM-TV)  could  pick  up 
sound  from  the  p.  a.  system.  Two 

judges  indicated  they  would  rule  on 
the  request  by  Sept.  15. 

The  trial  starts  Oct.  6. 

Advertising  President  Norman  E.  Cash. 
Speaking  in  Atlanta  Thursday  before  the 

Region  5  meeting  of  the  Public  Utilities 
Assn.,  Mr.  Cash  pointed  out  that  the  local 
utilities  are  losing  out  by  not  using  more  tv. 
He  said  that  some  $80  million  was  spent  in 

advertising  last  year  by  RCA,  General  Elec- 
tric, AT&T,  American  Gas  Assn.,  Westing- 

house,  Sylvania  etc. — "Almost  $26  million 
in  tv."  Said  Mr.  Cash;  "You  people,  whose 
companies  literally  pay  more  in  taxes  than 
for  anything  else,  who  have  to  pay  this 

heavy  overhead  just  for  the  right  to  do  busi- 
ness, have  not  only  got  to  use  advertising 

effectively  but  use  advertising  that  will  re- 

flect credit  back  to  you." 

FCBA  Outing  Set  for  Oct.  13 

The  annual  outing  of  the  Federal  Com- 
munications Bar  Assn.  will  be  held  Oct. 

13  at  the  Manor  Country  Club,  Norbeck, 

Md.,  Robert  G.  Seaks,  outing  committee 
chairman,  announced  last  week.  Activities, 

including  golf,  tennis,  horseshoes,  badmin- 
ton, and  the  annual  Softball  game  between 

FCC  employes  and  practitioners,  begins  in 
the  early  afternoon. 

UPCOMING 

September Sept.  15-16:  RAB,  regional  management  confer- ence. The  Greenbrier,  White  Sulphur  Springs, 
W.  Va. Sept.  16-18:  Electronic  Industries  Assn.,  fall  con- ference, St.  Francis  Hotel,  San  Francisco. 

Sept.  19-21:  International  Sight  and  Sound  Ex- position, seventh  annual  high  fidelity  show 
and  music  festival,  Palmer  House,  Chicago. 

Sept.  21-24:  L'Assn.  Canadienne  de  la  Radio  et de  la  Television  de  Langue  Franchise,  Alpine 
Inn.  Ste.  Marguerite,  Que. 

Sept.  22-23:  National  Business  Publications,  N.  Y. 
regional  conference,  Ambassador  Hotel,  New York  City. 

Sept.  22-23:  Louisiana  Assn.  of  Broadcasters, 
Townhouse  Motel,  Lafayette. 

Sept.  22-23:  RAB,  regional  management  con- 
ference. Hotel  Morain-on-the-Lake,  Highland 

Park,  111. 
October 

Oct.  22-24:  NBC  Radio  and  Television  affiliates 
annual  meeting.  Plaza  Hotel,  New  York. 

Oct.  29-30:  CBS  Radio  Affiliates  Assn.,  annual 
convention,  Waldorf-Astoria  Hotel,  New  York 

City. 

NAB  FALL  CONFERENCES 

Sept.  18-19.  Buena  Vista  Hotel.  Biloxi,  Miss. 
Sept.  22-23,  Okla.  Biltmore,  Oklahoma  City,  Okla. 
Sept.  25-26,  Challenger  Inn,  Sun  Valley.  Idaho. 
Sept.  29-30,  Mark  Hopkins  Hotel,  San  Francisco. 
Oct.  13-14,  Schroeder  Hotel,  Milwaukee. 
Oct.  16-17,  Radisson  Hotel,  Minneapolis. 
Oct.  20-21,  Somerset  Hotel.  Boston. 
Oct.  27-28.  Statler  Hilton  Hotel.  Washington.  D.  C. 

Broadcasting 
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1 .     '      Local  News,  World  News, 

i"  1 

I  Business  News,  Farm  News, 
Special  Events, Sports, 

Weather 

FILED  UND
ER  "N" NEWS,  all  of  it.  Crop  prices  and  hurricane  re- 

ports. A  downtown  holdup  and  an  eighty-yard 

runback.  From  the  blaze  of  a  local  fire  to  sud- 

den revolt  in  the  Mideast,  listeners  hear  more 

news— and  better  news— on  the  14  stations  rep- 

resented by  CBS  Radio  Spot  Sales.  More,  be- 

cause we  carry  more  programs.  Better,  because 

in  addition  to  our  roster  of  distinguished  local 

news  personalities,  we  offer  the  unparalleled 

coverage  of  the  CBS  Radio  Network.  A  recent 

study  shows  that  as  a  result  of  our  authoritative 

News  programs,  listeners  believe  more  in  our 

sponsors.  If  you  have  a  product  to  sell,  sell  it 

with  the  authority  of  stations  represented  by... 

CBS  RADIO  SPOT  SALES 
Representing:  WCBS  New  York  WBBM  Chicago  KNX  Los  Angeles 
WCAU  Philadelphia  WCCO  Minneapolis-St.  Paul  WTOP  Washington 
KMOXSt.  Louis  KCBSSan  Francisco  WBT  Charlotte  WRVA  Richmond 
WEEI  Boston  KSL  Salt  Lake  City  WMBS  Jacksonville  KOIN  Portland 
CBS  Radio  Pacific  Network  and  CBS  Radio  New  England  Network 
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West  Texas  Television  Network 

KDUB-TV.  LUBBOCK,  TEXAS 

KPARTV,  ABILENE,  SWEETWATER 

KEDY-TV,     BIG    SPRING,  TEXAS 

NATIONAL  REPRESENTATIVES:   THE  BRAN  HAM  COMPANY 

President  ond  Gen.  Mgr.,  W.  D.  "DUB"  ROGERS 
National  Sales  Mgr.  E.  A.  "Buzz"  Hassett 

STERN  ASSOCIATIONS  QUESTIONED 

•  Jurist's  tie-ins  create  doubt  on  future  in  ch.  10  hearing 

•  Katzentine,  others  testify  in  first  week  of  Miami  tv  case 

The  curtain  went  up  last  week  on  the 
second  run  of  the  controversial  Miami  ch. 

10  case — and  at  the  end  of  the  week  there 

was  a  question  whether  one  of  the  leading 
figures  would  retain  his  role. 

Even  before  the  hearing  was  one  week 
old,  the  continuance  of  Judge  Horace  Stern, 

retired  chief  justice  of  the  Pennsylvania 
Supreme  Court,  as  special  hearing  examiner 

presiding  at  the  rehearing  came  into  ques- 
tion. A  potential  conflict  of  interest  loomed 

for  the  eminent  jurist. 

It  was  brought  out  Thursday  that  Henry 
J.  Friendly,  vice  president  and  general 
counsel  of  Pan  American  World  Airways, 

is  Judge  Stern's  son-in-law.  On  the  same 
day  announcement  was  made  of  a  stock 

transaction  negotiated  between  Pan  Amer- 
ican and  National  Airlines. 

National  Airlines  was  awarded  the  chal- 
lenged ch.  10  in  Miami  in  February  1957. 

Judge  Stern  stated  that  he  had  discussed 

the  potential  conflict  with  some  FCC  mem- 
bers that  day,  that  he  intended  to  discuss 

it  with  the  full  Commission  at  the  earliest 

opportunity,  and  that  he  would  ask  counsel 

if  there  was  any  objection  when  the  hear- 
ings resumed  tomorrow  (Tuesday). 

Earlier,  during  pre-hearing  conferences. 

Judge  Stern's  association  with  a  Philadelphia 
law  firm  which  represented  a  radio  station 
there  which  was  represented  in  Washington 
by  counsel  for  National  Airlines  was  raised. 

The  parade  of  witnesses  which  began  last 
Monday  included  most  of  those  whose 
testimony  stirred  the  Congressional  hearings 
earlier  this  year. 

They  included: 
•  A.  Frank  Katzentine,  owner  of  WKAT 

Miami,  whose  affadavit  charging  political 

pressures  on  the  FCC  in  behalf  of  National 
Airlines  sparked  the  Congressional  probe. 

•  Ben  H.  Fuqua,  vice  president  of  Florida 

Power  &  Light  Co.,  who  served  as  an  emis- 
sary to  Comr.  Mack  with  a  message  from 

Sen.  Estes  Kefauver  (D-Tenn.). 
•  Joseph  M.  Fitzgerald,  Miami  attorney, 

who  served  with  Mr.  Katzentine  as  counsel 

in  the  Foster  Trust  private  litigation. 

•  Jerry  W.  Carter,  official  of  the  Florida 
Railroad  and  Public  Utilities  Commission, 

self-styled  "small-town  politician" — whose 
irreverent  observations  at  the  Congressional 

hearings  made  him  a  national  two-day, 
front-page  personality. 

Scheduled  for  Friday  was  Perrine  Palmer, 
Miami  businessman,  friend  of  Comr.  Mack 

and  ally  of  Mr.  Katzentine. 
The  testimony  of  the  witnesses  in  the 

first  four  days  was  a  repeat  of  their  state- 
ments before  the  Congressional  committee 

earlier  this  year. 

The  hearing  was  ordered  to  determine 

whether  Comr.  Mack  should  have  disqual- 
ified himself  in  the  final  decision.  Other 

issues  are  whether  the  grant  to  National 
Airlines  should  be  voided,  and  whether  any 
of  the  other  applicants  engaged  in  improper 
activities  in  behalf  of  their  applications. 

The  case  was  remanded  back  to  the  FCC 

by  the  U.  S.  Court  of  Appeals  in  Wash- 
ington. The  action  was  taken  after  Con- 

gressional disclosures  that  Mr.  Mack  had 
received  financial  assistance  from  Thurman 

A.  Whiteside,  Miami  attorney  and  long- 
time friend  of  Mr.  Mack.  It  was  alleged  that 

Mr.  Whiteside  was  interested  in  helping 
National  Airlines  win  the  ch.  10  grant. 

As  a  result  of  the  hearings  on  Capitol 

Hill,  Comr.  Mack  resigned  from  the  FCC. 

There  is  no  present  plan  to  call  Mr.  Mack 
as  a  witness  in  the  reopened  hearings.  His 
testimony  before  the  House  Legislative 
Oversight  Committee  was  stipulated  last 
week  as  part  of  the  record  in  the  hearing 
on  the  challenged  grant. 

The  Miami  ch.  10  hearing  had  four  ap- 

plicants. Besides  WKAT  and  National  Air- 
lines, other  applicants  were  North  Dade 

Video  Inc.  and  L.  B.  Wilson  Inc.  FCC  Hear- 

ing Examiner  Herbert  Sharfman  recom- 
mended that  the  grant  be  made  to  WKAT, 

but  on  Feb.  7,  1957,  the  Commission  re- 
versed the  examiner  and  issued  a  final  de- 

cision in  favor  of  National  Airlines.. 

Four  commissioners  voted  in  favor  of 

National  Airlines:  Comr.  George  McCon- 
naughey,  then  chairman;  and  Comrs.  John 
C.  Doerfer,  Robert  E.  Lee  and  Mr.  Mack. 

Comr.  Rosel  H.  Hyde  voted  for  L.  B.  Wil- 
son; Robert  T.  Bartley,  for  WKAT.  Comr. 

T.  A.  M.  Craven  abstained. 

The  hearings  were  opened  Monday  by 

Edgar  W.  Holtz,  associate  FCC  general 
counsel,  who  heads  a  five-man  FCC  team. 

He  stated  that  Commission  counsel  saw 

its  role  as  that  of  bringing  out  the  facts  in 
the  case,  but  not  that  of  prosecuting  any 

individual  or  applicant.  He  said  that  Com- 
mission attorneys  do  not  conceive  it  their 

function  of  "exposure  for  exposure's  sake." 
The  first  witness  was  Mr.  Katzentine  who 

told  of  his  efforts  to  get  Comr.  Mack  "un- 

pledged." 

He  said  he  was  "and  still  is"  convinced 
that  Mr.  Mack  was  pledged  to  National 
Airlines..  He  said  that  he  became  concerned 

about  his  winning  the  final  decision  follow- 

ing the  favorable  examiner's  report  and  that 
he  enlisted  the  support  of  Sens.  George  A. 

Smathers  (D-Fla.),  Spessard  Holland  (D- 
Fla.)  and  Estes  Kefauver  (D-Tenn.)  to  help 
overcome  what  he  termed  unfavorable  in- 

fluences favoring  National  Airlines. 
Mr.  Katzentine  said  that  he  received  a 

call  from  Sen.  Smathers  suggesting  that  Mr. 

Mack's  position  be  ascertained.  The  Miami 
broadcaster  said  Sen.  Smathers  suggested 
several  names  to  serve  as  intermediaries. 

Mr.  Katzentine  said  that  he  contacted  Per- 
rine Palmer,  then  a  Miami  public  relations 

executive,  and  that  Mr.  Palmer  agreed  to 

try  to  help  him. 
Mr.  Katzentine  said  that  Mr.  Whiteside 

told  him  that  he  (Whiteside)  had  been  ap- 
proached by  Robert  W.  Anderson,  now  a 

Florida  judge,  to  help  National  Airlines, 

which  Judge  Anderson's  firm  was  represent- ing. Mr.  Katzentine  said  that  Mr.  Whiteside 
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GOVERNMENT  continued 

said  he  would  give  his  shirt  off  his  hack  for 
Judge  Anderson. 

Mr.  Katzentine  said  he  came  to  Washing- 
ton twice  and  saw  Comr.  Mack  on  hoth 

instances.  He  said  he  urged  Mr.  Mack  to 
vote  on  the  merits. 

He  also  said  he  asked  Sen.  Kefauver  to 

express  his  esteem  for  Mr.  Katzentine  in 
order  to  counter  allegations  he  was  a 

rascal"  and  "gambling  czar  of  Miami." 
Questioned  why  he  did  not  hring  informa- 

tion on  alleged  pressures  hefore  the  FCC. 
Mr.  Katzentine  said  he  was  advised  by 
counsel  that  he  did  not  have  sufficient  proof. 

Mr.  Katzentine  said  that  the  first  word 

he  had  that  the  FCC  was  considering  an 
award  to  National  Airlines  was  when  Harry 
Plotkin  called  him  with  the  information  that 
the  Commission  had  instructed  the  staff 
to  write  a  decision  for  National  Airlines: 
that  Mr.  Plotkin  said  his  information  came 
from  an  FCC  staff  man  who  said  he  was 

so  nauseated  by  the  decision  that  he  was 
ready  to  resign. 

Mr.  Plotkin,  a  former  FCC  assistant  gen- 
eral counsel,  was  associated  with  Paul  A. 

Porter,  attorney  for  Mr.  Katzentine.  Mr. 
Porter  is  a  former  FCC  chairman. 

Mr.  Plotkin  denied  before  the  Congres- 
sional committee  that  this  information  came 

from  anyone  on  the  Commission. 
Mr.  Katzentine  was  also  taxed  with  other 

denials  by  those  he  quoted  in  his  affidavit 
as  having  told  him  that  National  Airlines 
was  promised  the  channel. 

Mr.  Fuqua  described  his  role  as  that  of 

Lew 

Fischer 

Dancer-Fitzgerald-Sample,  Inc. 
New  York 

Please  note  that  WMBR-TV 

in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name — but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 

Post  Broadcast  Division,  rep- 
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Spot  Sales. 
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a  "  messenger  boy"  in  relaying  to  Mr.  Mack 
the  regard  of  Sen.  Kefauver  for  Mr.  Katzen- 

tine (Mr.  Katzentine  is  a  political  ally  of  the 
Senator),  and  his  hope  that  Mr.  Mack 

would  give  Mr.  Katzentine  "every  fair 
consideration  on  the  merits  of  the  case." 

Mr.  Fuqua  said  he  had  been  called  in  by 

McGregor  Smith,  chairman.  Florida  Power 

and  Light  Co.,  and  a  friend  of  Sen.  Ke- 
lauver.  who  asked  him  to  undertake  the  mis- 

sion. Mr.  Fuqua  said  he  was  a  close  per- 
sonal friend  of  Mr.  Mack. 

He  termed  his  intercession  as  "all  very 

low  pressure." Mr.  Fuqua  said  he  once  had  talked  to 
Mr.  Mack  about  the  Miami  ch.  7  case 

also.  This  was  in  response  to  a  question  on 
cross-examination. 

Mr.  Fitzgerald  appeared  to  tell  what  he 
knew  of  allegations  that  Mr.  Katzentine 
entered  the  private  Foster  litigation  in  order 
to  pressure  Mr.  Whiteside  into  releasing 
Mr.  Mack  from  his  alleged  commitment. 

The  Miami  attorney  testified  that  Mr. 
Whiteside  told  him  that  he  was  a  close 

friend  of  Mr.  Mack,  that  Mr.  Anderson  had 

asked  him  to  "intercede"  with  the  then  com- 
missioner in  behalf  of  National  Airlines.  He 

added  that  Mr.  Whiteside  told  him  he  was 

getting  no  fee  from  National  Airlines. 
Mr.  Fitzgerald  stated  that  as  far  as  he 

could  see  Mr.  Katzentine  did  not  permit  the 
ch.  10  matter  to  influence  his  dealings  with 
Mr.  Whiteside  in  the  Foster  Trust  case. 

However,  he  explained,  at  the  meeting  for 
the  final  settlement  in  that  litigation,  Mr. 
Whiteside  said  he  would  release  Mr.  Mack 

from  whatever  pledge  Mr.  Mack  thought  he 
was  under  to  Mr.  Whiteside. 

It  was  a  subdued  Jerry  Carter  at  last 

week's  hearing.  Facing  a  run-off  election  in 
his  campaign  for  re-election  to  the  Florida 
utilities  commission,  Mr.  Carter  testified 
that  he  talked  to  Mr.  Mack  twice  on  the 

ch.  10  matter.  The  first  time,  Mr.  Carter 
said,  he  told  Mr.  Mack  that  he  would  be 

justified  in  disqualifying  himself  since  he  had 
as  chairman  of  the  Florida  commission 

written  to  the  FCC  in  behalf  of  Mr.  Katzen- 
tine. The  second  time,  Mr.  Carter  said,  he 

urged  Mr.  Mack  to  go  along  with  the  ex- 

aminer's report  favoring  Mr.  Katzentine. 

Five  File  Comments  with  FCC 

Backing  100  w  Translator  Power 

Five  comments  have  been  submitted,  all 

favoring  the  FCC's  rule-making  to  permit  an 
increase  in  the  maximum  output  of  tv  trans- 

lator stations  from  the  present  10  w  to 
100  w  [Government,  Aug.  4].  Deadline 
for  comments  was  Sept.  5. 

WWLP  (TV)  Springfield  and  WRLP 
(TV)  Greenfield,  both  Massachusetts,  which 

operate  translators  in  Claremont  and  Leba- 
non, both  New  Hampshire,  said  there  is  no 

record  of  any  interference  by  any  of  the 
10  w  translators  authorized  by  the  FCC 

two  years  ago  and  apparently  there  will  be 
none  if  their  powers  are  increased  to  100  w. 

The  higher  power  will  help  "shadow"'  prob- lems and  offers  latitude  in  antenna  design 

so  "pie-shaped"  service  areas  may  be 
avoided. 

Both  NBC  and  the  Joint  Council  on  Edu- 

cation Television  supported  the  FCC  pro- 

posal as  a  help  to  tv  broadcasting.  Richard 

Reed  Hayes,  who  operates  the  Texan  Trans- 
lator &  Tv  Network,  favored  the  increase, 

but  asked  that  the  FCC  define  standards  of 

measurement  more  clearly. 
Adler  Electronics  Inc.,  which  claims  it 

has  supplied  equipment  for  about  150  trans- 

lator stations  now  in  "successful  operation," 
noted  that  it  not  only  favors  the  increase, 

but  has  developed  a  100-w  tv  translator 
amplifier  which  can  be  put  into  production 

for  $5,200  a  few  weeks  after  FCC  ap- 
proval. Adler  asked,  however,  that  the  FCC 

lower  its  interference  standards  for  equip- 

ment slightly  so  "costly  filters"  will  not  have 
to  be  added. 

Hale,  Payne  Defeated 

By  Democrats  in  Maine 

Two  Maine  Republicans,  members  of  the 
House  and  Senate  Commerce  Committees, 
were  defeated  last  Monday  (Sept.  8)  by  their 

Democratic  opponents  in  Maine's  final  Sep- 
tember general  election. 

Gov.  Edmund  S.  Muskie  defeated  incum- 
bent Sen.  Frederick  G.  Payne,  seeking  his 

second  term,  170,626  votes  to  109,954. 

James  C.  Oliver,  a  former  Republican  con- 
gressman running  on  the  Democratic  ticket, 

defeated  Rep.  Robert  Hale  by  approxi- 

mately 4,500  votes  in  Maine's  1st  Congres- 
sional District.  Rep.  Hale,  also  a  member 

of  the  House  Legislative  Oversight  Subcom- 
mittee, won  the  1956  election  over  Mr. 

Oliver  by  less  than  100  votes.  This  disputed 

race  was  finally  decided  by  the  House  it- 
self shortly  before  adjournment  last  month. 

Also  in  Maine,  Democrat  Clinton  A. 

Clauson  defeated  former  two-time  Repub- 
lican Governor  Horace  A.  Hildreth  in  a 

close  race  for  the  governor's  seat  vacated 
by  Gov.  Muskie.  Mr.  Hildreth,  favored  in 

pre-election  reports,  has  interests  in  WABI- 
AM-TV  Bangor,  WAGM-AM-TV  Presque 
Isle,  WABM  Houlton,  WPOR  Portland  and 

WMTW  (TV)  Poland  Spring,  all  Maine. 

In  a  Tuesday  primary,  Arizona  Demo- 
crats selected  Gov.  Ernest  McFarland,  a 

U.  S.  senator  from  1941-53,  to  oppose  in- 
cumbent Sen.  Barry  Goldwater  (R)  in  the 

November   election.   Sen.   Goldwater  de- 
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feated  then  Sen.  McFarland  in  1952  for  the 
seat  he  now  holds.  Gov.  McFarland  is  a 

former  Senate  Majority  Leader  and  chair- 
man of  the  Communications  Subcommittee 

of  the  Senate  Commerce  Committee.  He 

conducted  hearings  on  proposed  changes 
to  the  Communications  Act  and  the  1952 

amendments  generally  bear  his  name. 

Several  other  states  held  Tuesday  or 

Wednesday  primaries  but  no  members  of 
either  the  Senate  or  House  Commerce  Com- 

mittees faced  opposition  for  renomination. 
All  members  of  the  House  are  elected  every 

two  years,  while  members  of  the  Senate 

Commerce  Committee  up  for  re-election  in 
November  are  Sens.  John  W.  Bricker  (R- 
Ohio),  John  O.  Pastore  (D-R.  I.),  Charles  E. 
Potter  (R-Mich.),  William  A.  Purtell  (R- 
Conn.)  and  Ralph  W.  Yarborough  (D-Tex.). 

Th  defeat  of  Rep.  Hale,  a  member  of 
the  House  since  January  1943,  means  that 
that  four  ranking  minority  members  of  both 

the  Commerce  Committee  and  its  Legis- 
lative Oversight  Subcommittee  will  not  be 

back  for  the  86th  Congress.  Republican 
Reps.  Charles  Wolverton  (N.J.),  former 

chairman,  Joseph  P.  O'Hara  (Minn.)  and 
John  Heselton  (Mass.)  already  have  an- 

nounced their  retirement.  Rep.  John  Ben- 

nett (R-Mich.)  will  become  the  ranking  mi- 
nority member  when  Congress  reconvenes 

in  January. 

RASO  Calls  for  Opposition 
To  Power  Boosts  Above  50  Kw 

A  call  for  Class  1-B  and  regional  broad- 
casters to  file  oppositions  to  any  considera- 

tion by  the  FCC  to  boost  present  clear 
channel  50  kw  power  limitations  was  made 

last  week  by  F.  C.  Sowell,  WLAC  Nash- 
ville, temporary  chairman  of  the  Radio 

Allocations  Study  Organization. 

RASO  was  formed  last  June  by  a  group 

of  Class  1-Bs  and  regionals  to  oppose  any 
increase  beyond  50  kw  in  maximum  power 

by  clear  channel  radio  station  [Govern- 
ment, June  23]. 

In  a  Sept.  5  letter  to  broadcasters,  Mr. 
Sowell  stated  that  RASO  had  determined 

not  to  participate  in  the  current  clear 

channel  proceeding,  but  that  in  view  of 

comments  filed  urging  that  the  Commis- 
sion permit  superpower,  it  was  his  view 

that  reply  comments  should  be  filed  at  the 

Sept.  29  deadline. 

He  enclosed  a  copy  of  WLAC's  com- 
ments which  oppose  higher  power  for 

Class  1-As  on  the  ground  that  it  would 
degrade  standard  broadcast  service  and  be 

contrary  to  the  public  interest. 

The  Commission  last  April  issued  a  notice 

of  further  proposed  rulemaking  proposing 

to  duplicate  12  Class  1-A  clear  channels 
and  expressing  the  thought  that  higher 

power  for  the  remaining  12  Class  1-A 
channels  might  be  considered  later  [Gov- 

ernment, April  21].  When  the  comments 

on  this  proposal  were  filed,  many  Class 

1-A  stations  urged  that  higher  power  be 
considered  at  the  same  time  as  the  duplica- 

tion proposal. 
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WSBT-TV 30  PROGRAMS TOP  RATED  50  TV  PROGRAMS  IN 

SOUTH  BEND  — ELKHART  MARKET 

WSBT-TV  CARRIES  .... 

•  The  Top  7  programs 

•  8  of  the  top  10  programs 

•  17  of  the  top  25  programs 

•  30  of  the  top  50  programs 

ARB  Ratings— June  17-23 

No  other  station  or  combination  of  stations  comes 

close  to  WSBT-TV  in  the  number  of  top-rated  shows 

carried.  Further  proof  of  this  overwhelming  viewer 

preference  is  the  fact  that  WSBT-TV  s  10  P.M.  news 

broadcast  is  one  of  the  highest-rated  local  or  national 

newscasts  in  the  Nation!  .  .  .  You're  paying  for  audi- 
ence—get it  with  WSBT-TV.  Ask  your  Raymer  man  for 

details  or  write  to  this  station. 

•15  counties  in  Northern  Indiana  and 

Southern  Michigan.  UHF  Mt  count,  209,050 
—3.6  person*  per  family. 
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GOVERNMENT  continued 

KELO  Charges  Tv  Trafficking 

By  KSOO  Tv  Inc.,  Asks  Hearing 

KELO-AM-TV  Sioux  Falls,  S.D..  last 
week  asked  the  FCC  to  set  a  hearing  on 

an  application  filed  Aug.  18  by  KSOO  Tv 
Inc.  for  modification  of  its  construction 

permit.  KSOO  Tv  Inc.  holds  a  permit  for 
ch.  13  at  Sioux  Falls  which  is  due  to  expire 

this  Thursday  (Sept.  18). 

KELO  charged  that  Morton  H.  Hcnkin. 

president  of  KSOO  Sioux  Falls  and  major- 
ity stockholder  in  KSOO  Tv  Inc.,  is  guilty 

of  trafficking:  that  he  made  an  agreement 
last  June  17  with  a  group  of  four  men  (Tom 
Barnes,  Julius  Hetland,  Harold  Bangert  and 
Earl  Reineke,  described  by  KELO  as  the 

"Fargo  group")  which  amounts  to  sur- 
render of  control  to  that  group  of  the  job 

of  construction,  financing  and  operation  of 

the  proposed  ch.  13  station. 

The  June  18  agreement  "must  shock  the 
conscience"  of  the  FCC,  KELO  said,  and 
the  Commission  cannot  do  otherwise  than 

conclude  that  Mr.  Henkin  is  trafficking. 

FCC  Allocations  Changes 

Allocations  changes  and  proposals  an- 
nounced by  the  FCC: 

•  Lcnkurl  Electric  Co.,  San  Carlos, 

Calif.,  requests  reallocation  of  840-890  mc 
from  television  service  to  common  carrier 

fixed  service.  This  portion  of  uhf  band  is 
used  mainly  for  translator  stations. 

•  TOT  Industries  Inc.,  proposal  to  amend 
tv  table  of  assignments  to  add  ch.  10  to 
Medford,  Ore.,  issued  as  proposed  notice 

of  rule-making  by  FCC.  with  comment  in- 
vited by  Oct.  10. 

•  FCC  finalized  rule-making  to  change 
uhf  non-commercial  educational  tv  reserva- 

tion in  Pittsburgh,  Pa.,  from  ch.  22  to  ch. 
16,  effective  Oct.  10.  Pittsburgh  educational 

authority,  now  operating  ch.  13  WOED 
there,  also  holds  educational  grant  for  uhf 

ch.  22  (now  ch.  16).  In  July  FCC  moved 
ch.  22  into  Pittsburgh  from  Youngstown  in 

response  to  request  for  second  educational 
channel  by  WQED  [Government,  July  21]. 

Commission  also  changed  off-air  WENS 
(TV)  Pittsburgh  from  ch.  16  to  ch.  22. 

Sarkes  Tarzian  Favored  for  V; 

Arkansas  Am  Tactics  Questioned 

Initial  decisions  were  issued  last  week 

favoring  Sarkes  Tarzian  Inc.,  licensee  of 

WTTV  (TV)  Bloomington,  Ind.,  over 

George  A.  Brown  Jr.  for  grant  of  ch.  13 

in  Bowling  Green,  Ky.,  and  recommend- 
ing a  grant  of  the  uncontested  application 

of  Jefferson  County  Broadcasting  Co.  for 
1 270  kc,  5  kw  day,  in  Pine  Bluff,  Ark. 

Hearing  Examiner  Millard  French  rec- 
ommended Tarzian  for  ch.  13  at  Bowling 

Green,  although  Mr.  Brown  was  given  pref- 
erences on  the  factors  of  local  residence,  in- 

tegration of  ownership  and  operation,  civic 
participation  and  diversification  of  media  of 
mass  communications.  Preferences  given 

Tarzian  in  programming,  broadcast  experi- 

ence and  effectuation  of  proposal  "clearly 
outweigh"  the  comparative  advantage  of  Mr. 
Brown  because  of  the  latter's  lack  of  other 
radio  and  tv  interests,  Examiner  French 

concluded. 
Hearing  Examiner  Thomas  H.  Donahue 

recommended  a  grant  of  the  Pine  Bluff  am 
facility,  but  only  after  expressing  strong 

reservations.  He  questioned  the  circum- 
stances under  which  Kermit  F.  Tracy  with- 

drew his  mutually  exclusive  application  for 
a  1-kw  facility  on  the  same  frequency  at 

Fordyce,  Ark. 
It  was  explained  in  a  hearing  that  Mr. 

Tracy  withdrew  after  being  given  a  con- 
struction permit  which  Jefferson  County  had 

obtained  on  another  frequency  at  Fordyce 

subsequent  to  its  application  at  Pine  Bluff. 
Jefferson  County  made  no  effort  to  build 
at  the  small  city  of  Fordyce  and  Mr.  Tracy 
has  obtained  an  extension  of  time  for  con- 

struction, the  examiner  said.  A  hearing  was 
held  last  July  on  this  agreement  between 
Jefferson  County  and  Mr.  Tracy. 

Examiner  French  opined  that  the  activi- 
ties of  Jefferson  County  and  Mr.  Tracy  skirt 

perilously  close  to  the  pitfalls  of  "strike  ap- 
plications" and  "abuse  of  Commission  proc- 

esses," but  said  his  own  feelings  in  the 
matter  are  based  largely  on  inferences.  Since 

each  step  calling  for  FCC  approval  has  re- 
ceived such  approval  and  because  what  the 

applicants  have  done  in  this  case  differs  in 

"slight  degree  only"  from  what  has  been 
done  in  other  proceedings  that  did  not  cre- 

ate "a  bar  to  grant,"  the  consideration  of 
a  new  service  to  Pine  Bluff  appears  to  out- 

weigh his  reservations,  Examiner  French said. 

The  Pine  Bluff  am  case  received  publicity 

last  summer  when  Congressman  Oren  Harris 

(D-Ark.)  queried  the  FCC  by  letter  on 

whether  grants  should  be  limited  on  eco- 
nomic grounds  in  cities  the  size  of  Pine 

Bluff.  Rep.  Harris  wrote  at  the  request  of 
KOTN  Pine  Bluff,  which  opposed  the  new facility. 

Flint  Ch.  12  Grant  Stands, 

FCC  Says  in  Three  Actions 

In  three  actions  last  week,  the  FCC  re- 
fused to  reconsider  or  stay  its  July  9  decision 

[Government,  July  14f  affirming  a  May 
1954  grant  to  WJR  Detroit  for  a  new  tv 
station  on  ch.  12  Flint,  Mich. 

The  Commission  (1)  denied  petitions  for 

rehearing  by  losing  applicants  Trebit  Corp. 
and  W.  S.  Butterfield  Inc.  and  for  a  stay  by 

Butterfield;  (2)  dismissed  a  WKNX-TV 
(ch.  57)  Saginaw,  Mich.,  petition  directed 
against  the  July  9  decision,  and  (3)  denied 
a  WKNX-TV  request  for  a  rehearing. 

Soon  after  receiving  its  grant,  the  pro- 

posed Flint  station — WJRT  (TV) — asked 
for  and  was  granted  a  shift  in  transmitter 

site.  The  court  returned  the  approved  modi- 
fication to  the  Commission  and  the  grant 

was  stayed.  In  turning  down  Trebit  and 

Butterfield,  the  FCC  stated:  "The  passage 
of  time  incident  to  the  adjudication  of  a 

proceeding  of  this  type  creates  a  likelihood 
that  changes  will  be  required  .  .  .  and  for 

the  Commission  to  reopen  a  record  to  con- 
sider all  such  changes  .  .  .  would  completely 

defeat  the  Commission's  basic  function. 
There  must  be  a  point  at  which  administra- 

tive decisions  may  be  regarded  as  final. 

.  .  ."  Trebit  and  Butterfield  had  protested 
on  the  ground  WJRT  would  not  be  able  to 

In  the  Syracuse  Market 

WSYR  COVERS 

80%  MORE  RADIO  HOMES 

Than  the  No.  2  Station 

This  amazing  margin  of  superiority  makes 

WSYR  unquestionably  the  most  effective  and 

economical  buy  for  radio  advertisers  in  a  market 

where  buying  power  exceeds  $2^  billion  annu- ally. 

WSYR  attracts  the  adult,  able-to-buy  audience 

by  maintaining  a  high  standard  of  quality  per- 
formance, by  professional  performers.  In  every 

category  of  programming — news,  music,  sports, 

drama,  variety,  farm  programs  and  public  ser- 
vice events — WSYR  is  the  leader  in  the  Syra- 
cuse area. 

NBC  in  Central  New  York 

*UicUtH 
Coverage 
Service  No.  2 

Represented Nationally  by 

HENRY  I.  CHRISTAL  CO. 
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RCA  Type  BTA-50G  transmitter  at  the  WINS  transmitter  building  in  Lyndhurst,  New  Jersey,  showing  Al  Jorgenson  at  Consolette. 

Our  BTA-50G  is  a  money- 

Says  Paul  Von  Kunits,  WINS,  New  York 

"We  save  $1,000  per  month 

on  power  alone  with  the  RCA 

50  KW  Ampliphase  Transmitter!" 

The  RCA  BTA-50G  replaced  an  old  composite  50  KW 
transmitter  at  WINS  which  was  spread  out  all  over  the 

transmitter  building.  Major  benefits  reported  are:  operat- 

Pou.  Von  Kunits,  Chief  En-  "  "  "  SP&Ce  SaVingS  '  '  '  lab°r  SaVingS" 

gmeer,  wins,  New  York,  rp^g  p0wer  savings  amount  to  approximately  $1,000  a 
month  to  which  can  be  added  a  substantial  savings  on  tube  costs  estimated 

at  $200  per  month. 

The  space  savings  total  approximately  600  square  feet.  By  replacing  the  bulky 

equipment  they  have  gained  space  in  the  room  behind  the  transmitter,  and 
have  provided  a  convenient  workshop,  a  tube  storage  room  (formerly  occupied 

by  blowers  alone),  and  a  utility  shed  (formerly  the  power  vault  for  the 
old  transmitter). 

The  labor  savings  are  considerable,  too.  According  to  Al  Jorgenson,  trans- 
mitter engineer,  the  equipment  needs  very  little  attention. 

For  operating  savings,  added  room  .  .  .  more  program  coverage  .  .  .  and  high 

quality  sound  .  .  .  the  RCA  BTA-50G  is  the  answer.  Now  in  daily  operation 
at  five  stations,  it  has  proved  itself  to  be  highly  reliable.  And  KDAY,  Los 

Angeles,  affiliated  with  WINS,  has  ordered  a  BTA-50G  .  .  .  soon  to  go  on-air. 

Your  RCA  Broadcast  representative  has  the  whole  story.  In 
Canada:  Write  to  RCA  VICTOR  Company  Limited,  Montreal. 

I 
f  9 

Paul  Von  Kunits  making  the  only  daily  adjustment 
necessary — the  carrier  level  control. 

Gray  areas  on  floor  plan  show  space  formerly 
occupied  by  composite  equipment, 
now  reclaimed  for  other  use. 

RADIO  CORPORATION  of  AMERICA 

BROADCAST  AND   TELEVISION  EQUIPMENT 



GOVERNMENT  CONTINUED 

offer  CBS  programming  as  proposed  in  its 

application. 

WK. NX-TV's  petitions  were  dismissed  as 
raising  "no  relevant  arguments  which  have 
not  been  previously  presented  to  the  Com- 

mission." Just  as  in  the  July  decision.  Comr. 
Robert  E.  Lee  dissented  and  Comrs.  T.  A. 
M.  Craven,  Frederick  Ford  and  John  Cross 

did  not  participate. 

U.S.  Court  of  Appeals 

Hears  Charlotte  Case 

The  U.  S.  Court  of  Appeals  in  Washing- 
ton last  Thursday  (Sept.  1  1 )  heard  oral 

argument  on  an  FCC  comparative  tv  case 
in  which  ex  parte  contacts  on  behalf  of  a 

losing  applicant  for  ch.  9  in  Charlotte. 
N.  C.  appellant  Piedmont  Electronics  & 
Fixtures  Inc.,  have  been  admitted. 

The  ch.  9  case,  which  ultimately  resulted 
in  a  grant  to  WSOC  Charlotte,  was  aired 

brieflj  in  Congress  last  winter  when  a  wit- 
ness before  the  House  Legislative  Oversight 

Subcommittee  stated  that  he  contacted  then 
FCC  Comr.  Richard  A.  Mack  on  behalf  of 

the  Piedmont  application  [Lead  Story, 
March  3). 

In  a  brief  filed  with  the  court  Sept.  5,  the 

FCC  pointed  out  that  the  congressional  wit- 
ness, Miami  attorney  Thurman  Whiteside, 

"may  have  made  ex  parte  representations  on 
behalf  of  Piedmont."  However,  the  Com- 

mission said,  it  did  not  believe  a  remand  of 

the  case  was  necessary  on  this  ground. 

In  comments  last  Tuesday  (Sept.  9),  Pied- 

George 

Bolas 

Tatham-Laird,  Inc. 
Chicago 

Please  note  that  WMBR-TV 

in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name — but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 

in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 

Post  Broadcast  Division,  rep- 
resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 
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mont  pointed  out  the  FCC  had  considered 

the  ex  parte  question  in  approving  the  pur- 
chase of  majority  control  of  WLOS-AM-TV 

Ashcville.  N.  C.  by  WTVJ  (TV)  Miami, 
Fla.  [Stations,  July  21]. 

Mitchell  Wolfson,  principal  in  the  owner- 
ship of  WTVJ.  also  is  a  vice  president- 15% 

owner  of  Piedmont.  Mr.  Whiteside  testified 

that  it  was  on  Mr.  Wolfson's  behalf  that  he 
contacted  Comr.  Mack  regarding  the  Char- 

lotte contest. 

Only  mention  of  the  Whiteside-Mack  con- 

tact in  last  week's  argument  came  when 
Circuit  Judge  Charles  Fahy  asked  the  FCC 
counsel,  Charles  McCarter,  about  the  ex 

parte  contacts.  Mr.  McCarter  said  the  Com- 
mission had  information  that  Mr.  Wolfson 

"sanctioned"  the  Whiteside  contacts  and 
that  all  ex  parte  representations  made  were 
on  behalf  of  the  losing  applicant  rather 

than  WSOC-TV.  Judge  Fahy  commented 
that  if  any  other  contacts  were  made,  the 
court  had  no  way  of  knowing. 

A  second  FCC  decision  in  which  ex  parte 
contacts  with  commissioners  was  disclosed 

by  the  House  investigators  now  is  before 
the  Supreme  Court.  This  case  has  to  do 
with  the  exchange  of  ch.  2  Springfield,  111., 

for  ch.  36  St.  Louis  and  subsequent  assign- 
ment of  ch.  2  to  KTVI  (TV)  St.  Louis.  The 

Court  of  Appeals  refused  to  upset  the  Com- 
mission action  and  Sangamon  Valley  Tv 

Corp.,  losing  applicant  for  ch.  2  in  Spring- 
field, appealed  to  the  Supreme  Court. 

The  FCC  has  filed  a  brief  with  the  higher 
court  pointing  out  the  disclosure  of  ex  parte 
representations  which,  the  Commission  said, 
were  not  presented  to  the  appeals  court. 

Piedmont,  winner  of  a  hearing  examiner's 
initial  decision  based  its  appeal  of  the  grant 

to  WSOC-TV  on  the  grounds  Piedmont 
proposed  a  higher  integration  of  control  and 
operation  of  the  proposed  station.  The  grant 
was  made  in  December  1956  and  WSOC- 

TV  went  on  the  air  the  following  March. 

Two  of  Eight  Applicants  Quit 
Contest  for  Ch.  12  at  Moline 

Two  applicants  withdrew  from  the  con- 
test for  ch.  12  at  Moline,  111.,  at  a  pre-hear- 

ing  conference  Thursday  (Sept.  11).  This 
leaves  six  remaining  applicants. 

Applications  dismissed  were  those  of 
KSTT  Telecasting  Co.  (Frederick  Epstein, 
president  of  KSTT  Davenport.  Iowa;  Mar- 

vin Borman,  and  Burt  H.,  Milton  H.  and 

Roy  B.  Cohen)  and  Public  Service  Broad- 

casting Co.  (WMT-TV  Cedar  Rapids,  40% 
and  others).  Both  submitted  statements  that 
no  consideration  is  involved  in  their  with- 
drawal. 

It  was  understood  one  reason  prompting 

Public  Service's  withdrawal  is  the  question 
of  possible  overlap  between  the  proposed 
station  and  WMT-TV. 

Remaining  applicants:  Community  Tele- 
casting Corp.,  Tele-Views  News  Co.,  Mid- 

land Broadcasting  Co.,  Illiway  Tv  Inc.,  Mo- 
line Tv  Corp.  and  Iowa-Illinois  Tv  Co. 

WMAN  Asks  FCC  to  Call  Hearing 
On  Sale  of  WCLW  to  Local  Paper 
WMAN  Mansfield,  Ohio,  last  week  asked 

the  FCC  to  designate  for  hearing  the  pro- 
posed sale  of  WCLW  Mansfield  for  $45,000 

by  Frederick  Eckardt  to  the  Mansfield  News- 
Journal.  Application  for  the  sale  was  filed 

Aug.  8. 
WMAN  charged  the  proposed  buyer 

(Mansfield  Journal  Co.)  has  engaged  in 

monopoly  and  illegal  competitive  practices 

"contrary  to"  the  Sherman  and  Clayton 

antitrust  acts.  WMAN's  charge  had  refer- 
ence to  the  FCC's  refusal  in  1948  to  issue 

broadcast  permits  to  the  newspaper  com- 

pany at  Mansfield  on  grounds  the  news- 
paper violated  antitrust  laws  in  its  competi- 

tive practices  both  with  WMAN  and  with 
WEOL  Elyria,  Ohio,  the  latter  through 

the  newspaper  company's  affiliated  Lorain 
(Ohio)  Journal. 

The  FCC  position  was  supported  later 

by  the  U.S.  Supreme  Court,  which  found 

illegal  the  Lorain  Journal's  refusal  to  sell  ad- 
vertising to  those  who  also  advertised  on 

WEOL.  WMAN  charged  similar  practices 

by  the  Mansfield  News-Journal,  in  relation- 
ship to  WMAN,  and  the  station  has  a  treble 

damage  suit  in  the  courts  for  $1,282,749. 
WEOL  has  a  similar  suit  in  the  courts. 

WMAN  said  last  week  its  competition 

with  the  Mansfield  newspaper  has  been  "in- 
tense and  bitter"  and  that  FCC  approval 

of  the  WCLW  sale  would  aggravate  and 
increase  its  troubles. 
WCLW  has  been  on  the  air  since  Dec. 

30,  1957. 

CBS,  KIRO-AM-TV  Motions  Denied, 
Renewal  Will  Be  Allowed  Later 

Federal  District  Judge  George  Boldt  of 

Tacoma,  Wash.,  last  week  denied  prelimi- 

nary motions  by  CBS  and  KIRO-AM-TV 
Seattle  to  dismiss  the  $15  million  treble 

damage  antitrust  suit  filed  last  summer  by 
KTNT-TV  Tacoma  after  it  lost  CBS-TV 
affiliation  to  KIRO-TV  [At  Deadline, 
June  2].  But  the  court  indicated  the  defend- 

ants may  renew  their  dismissal  pleading  after 

pre-trial  conferences  have  narrowed  the  is- 
sues in  the  suit.  No  date  was  set  for  pre- 
trial proceedings. 

KTNT-TV  charges  that  the  1948  KIRO 
radio  affiliation  with  CBS  provided  the  sta- 

tion with  first  chance  for  CBS-TV  affiliation 
if  and  when  a  KIRO-TV  went  on  the  air 
(which  it  did  Feb.  8,  1958,  as  a  network 

outlet).  KTNT-TV  claimed  this  a  tie-in 
deal  in  violation  of  the  Clayton  Act.  But 
CBS  contends  the  act  prohibits  the  network 

from  negotiating  the  tie-in  requirement,  not 
the  station,  and  notes  KIRO  insisted  on  the 
tie-in„  not  CBS. 

FCC  Accedes  to  Storer  Request, 

WVUE  (TV)  Wilmington  Goes  Dark 

The  FCC  last  week  granted  the  request 
of  ch.  12  WVUE  (TV)  Wilmington,  Del., 
to  go  dark  last  Saturday  (Sept.  13). 

The  independent,  Storer-owned  station — 
which  has  been  operating  on  program  test 

authority  since  it  moved  its  transmitter  lo- 
cation to  Pittman,  N.  J. — asked  the  FCC  for 

permission  to  go  dark  last  month  [At 
Deadline,  Sept.  1].  The  Commission  has 

acceded  by  withdrawing  program  test  au- 
thority. This  leaves  the  station  in  a  cp 

status. 

Storer  plans  to  sell  the  ch.  12  outlet — if 
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it  can  find  a  buyer —  in  order  to  comply 
with  FCC  rules  forbidding  one  owner  from 
owning  more  than  five  vhf  tv  stations. 

Storer  has  bought  ch.  6  WITI-TV  Mil- 
waukee for  $4.4  million  and  this  purchase 

is  awaiting  FCC  approval  [Government, 
Sept.  8].  Storer  also  owns,  in  addition  to 

WVUE,  vhf  outlets  in  Detroit.  Toledo,  At- 
lanta and  Cleveland. 

Rollins  Files  Its  Application 
For  Channel  Storer  Will  Vacate 

Rollins  Broadcasting  Inc.  last  week  fol- 
lowed through  on  its  expressed  intentions 

and  filed  for  ch.  12  in  Wilmington,  Del. 
[Government,  Sept.  8], 
WVUE  (TV)  Wilmington,  licensed  to 

Storer  Broadcasting  Co.,  occupies  ch.  12 

at  present,  but  has  received  FCC  permis- 
sion to  go  off  the  air  pending  sale  of  the 

station.  No  proposed  buyer  has  been  men- 
tioned publicly  to  date.  Storer  said  it  in- 

tends to  surrender  ch.  12  if  no  buyer  is 
found.  The  Rollins  application  cannot  be 
accepted  at  the  FCC  until  WVUE  is  deleted. 

Rollins,  of  which  O.  Wayne  Rollins  is 
president  and  which  is  licensee  of  WAMS 
Wilmington,  specified  construction  and 

other  initial  costs  of  $629,825,  plus  $660,- 

000  for  first  year's  operation  and  antici- 
pated first  year's  revenue  of  $600,000. Power  of  the  Rollins  tv  station  would  be 

the  maximum  316  kw  visual  and  158  kw 

aural,  with  antenna  884.8  feet  above  av- 
erage terrain  and  located  at  the  site  of  the 

WAMS  antenna-transmitter  6.5  miles  north- 
west of  Wilmington  at  Mt.  Cuba  and  Owls 

Nest  Roads. 

FCC  Says  No  to  Dissenters 

In  Onondaga  Sharetime  Grant 

The  FCC  last  week  refused  to  set  aside 

an  initial  decision  and  reopen  the  record 
to  enlarge  issues  in  its  Sept.  3  decision 
awarding  ch.  10  at  Onondaga,  Mich.,  to  Tv 
Corp.  of  Michigan  and  the  Michigan  State 

Board  of  Agriculture  on  a  share-time  basis 
[Government,  Sept.  8]. 

The  FCC  denied  a  petition  to  this  effect 
by  Jackson  Broadcasting  &  Tv  Corp.,  an 
unsuccessful  contestant  for  ch.  10  along 
with  Triad  Tv  Corp.  and  Booth  Radio  & 
Tv  Corp.  Comr.  Robert  E.  Lee  was  absent 

and  Comr.  Robert  S.  Cross  did  not  partici- 

pate. 
In  making  its  request  that  the  FCC  set 

aside  the  examiner's  decision,  reopen  the 
record  and  enlarge  the  issues,  Jackson  noted 

that  the  State  Board  of  Agriculture  has  sus- 
pended its  operation  of  educational  WKAR- 

TV  East  Lansing  (ch.  60),  that  state  laws 
disqualify  the  State  Board  of  Agriculture 
financially  and  legally  and  that  change 
in  membership  of  the  board  affects  that 

body's  legal  and  other  qualifications. 
The  FCC  said  the  board  is  under  no 

legal  requirement  to  disclose  its  reasons 

for  discontinuing  WKAR-TV.  Jackson 
fails  to  support  the  applicability  of  the  laws 

it  cites,  the  FCC  said,  and  has  made  only  "as- 
sertions and  unreasoned  conclusions."  The 

FCC  noted  that  the  record  had  been  re- 

opened earlier  to  reflect  the  board's  new 
membership. 

KANSAS 
.  .  .  KWFT 

delivers  these  77 

NCS  #2  counties 

in  Texas  and 

Oklahoma 

(Based  on  one-time 
one-minute  rate) 

DAILY  PROGRAM  FEATURES: 

DAVE  DARY 

.  .  .  the  Southwest's  top  newsman 

EARL  SARGENT 

.  .  .  this  area's  only  full-time  farm  service  director 

MILLER  BROS.  BAND 

.  .  .  nationally  famous  country-western  band 

DALE  WITH  DISCS 

.  .  .  varied  music  for  adult  listeners 

CALL  YOUR  H-R  MAN 

Radio  Station 

BEN  LUDY 
Pres.  and 
Gen.  Mgr. 

WICHITA  FALLS,  TEXAS 

5  KW at  620 

Day  and 
Night 

United  Press  International 

Facsimile  Newspictures  and 

United  Press  Movietone  Newsfilm 

Riiilrl  Patinas  \ 

.        V'V'  Y'.'tV 
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Call  Bob  Brown 

KBTV 

Channel  9 

Denver  -  Colorado 

AMherst  6-3601 

or  your  nearest 

P.G.W.  Colonel 

for  the  most  exciting 

66  second  availabilities 

in  "A"  time  in  Denver! 

John  C.  Mullins.  Prei.        Joe  Herald.  Sta.  Mgr. 
Represented  Nationally  by 

Peters.  Griffin,  Woodward,  Inc. 

PERSONNEL  RELATIONS 

N.Y.  IBEW  ACTS  TO  CURB  STAFF 

During  a  closed-door  session  marked  by 
acrimonious  debate  members  of  the  New 

i  ork  Local  1212  of  the  International  Broth- 
erhood of  Electrical  Workers  last  Tues- 

day (Sept.  9)  approved  a  rank-and-file  com- 

mittee report  sharply  criticizing  the  local's 
administrative  staff  for  its  "deteriorating  re- 

lationship" with  CBS  and  condemning  in 
particular  the  costly  1  1-day  strike  against 
that  network  last  spring  [Lead  Story, 
April  14]. 

Neither  officials  of  the  local's  administra- 
tive staff  nor  members  of  the  evaluation 

committee  of  the  union,  which  issued  the 

report,  would  make  a  copy  of  the  findings 
available.  Nor  would  nework  officials  di- 

vulge it.  But  from  other  sources  Broadcast- 
ing elicited  these  other  highlights  of  the  re- 

port: 

•  The  administrative  staff  was  charged 

with  having  caused  a  "deteriorating  relation- 
ship" with  other  New  York  local  unions  in 

the  broadcast  field. 

•  The  administrative  staff  was  accused  of 

having  created  and  perpetuated  a  "deteri- 
orating relationship"  with  the  international 

headquarters  of  fBEW  in  Washington. 

•  CBS  was  termed  "a  most  reasonable 

employer"  which  was  harassed  by  the  "high- 
handed tactics"  of  Local  12I2's  staff. 

It  could  not  be  ascertained  if  any  names 
were  mentioned  in  the  report,  but  it  was 
believed  that  the  main  target  of  critics  of 
the  evaluation  committee  is  Charles  A. 

Calame,  business  manager  of  Local  1212 
and,  in  effect,  the  administrative  head  of 
the  office.  Mr.  Calame  could  not  be  reached 
but  an  aide  said  that  a  statement  would  be 

forthcoming  at  a  later  date.  Though  an  of- 
ficial statement  could  not  be  obtained  from 

the  administrative  staff,  its  position  is  said 

to  be  that  the  report  is  "biased,  inaccurate 
and  inspired  by  persons  unfriendly  to  the 

administration." 
The  evaluation  committee  included  seven 

technicians  and  the  president  of  the  local 

as  an  ex-offico  member,  who  was  not  re- 
quired to  sign  the  report.  It  is  understood 

that  six  of  the  seven  members  approved  the 
findings  before  they  were  submitted  to  the 
memberships.  The  report  was  adopted  by  a 

"strong  majority"  of  175  members  present 
at  the  meeting,  it  was  reported. 

The  committee  was  set  up  to  look  into 
the  relationship  between  the  local  on  the 
one  hand  and  CBS  (its  largest  contractor), 
other  broadcast  unions  and  international 

headquarters  on  the  other.  Committee  mem- 
bers conducted  interviews  over  a  three- 

month  period  with  its  rank-and-file  mem- 
bers, officials  of  the  administrative  staff,  and 

executives  and  members  of  other  broadcast 
unions  in  the  New  York  area. 

Paul  Hale,  chairman  of  the  evaluation 

committee,  declined  to  discuss  the  report. 

He  claimed  that  "it  is  a  matter  of  ethics 
that  a  member  of  the  committee  remain 

quiet  at  this  time,  since  this  is  a  report 

solely  for  our  membership."  Under  ques- 
tioning, he  said  the  report  is  "detailed  and 

well  documented,"  and  deals  with  subjects other  than  CBS. 

No  one  queried  would  comment  on  the 

consequences  of  the  report.  Before  any  of 
the  administrative  staff  could  be  removed 

from  office,  the  local  union  must  file  charges 
with  international  headquarters  of  IBEW. 
There  were  indications  last  week  that  such 

a  move  was  being  considered.  Mr.  Calame's 
four-year  post  will  not  expire  until  1961. 

It  was  reported  that  the  major  source  of 
considerable  irritation  to  IBEW  members 
was  the  CBS  strike,  which  cost  them  about 

$300,000  in  wages.  It  was  learned  that  many 
of  the  members  believed  the  strike  was  un- 

necessary and  their  attitude  was  not  mod- 
ified by  the  final  settlement,  which  they  felt 

did  not  justify  the  walkout. 

Copies  of  the  evaluation  committee's  re- port, it  was  learned,  have  been  sent  to  other 

IBEW  broadcast  locals  throughout  the  coun- 
try for  their  information  and  guidance. 

Officials  of  CBS  said  they  knew  of  the  ex- 

istence of  the  report  but  declined  to  com- 
ment on  an  intra-union  matter. 

AFM  Threatens  to  Expel 

Members  Holding  MGA  Card 

Actors  have  long  been  accustomed  to  be- 
longing to  two  or  more  unions:  Equity  for 

stage  work,  SAG  for  movies  or  tv  film, 
AFTRA  for  radio,  recordings  and  live  tv, 

for  example.  Not  so  musicians.  They  be- 
longed to  AFM  and  that  was  it  for  all  pro- 

fessional employment,  whether  for  a  club 
dance  or  a  network  broadcast  or  a  record- 

ing date  or  to  score  a  motion  picture.  But 
since  Sept.  3,  when  the  agreement  between 
Musicians  Guild  of  America  and  the  major 

motion  producers  went  into  effect  [Person- 
nel Relations,  Sept.  8,  1],  musicians  who 

want  employment  in  motion  pictures  must 
get  it  under  the  MGA  aegis.  Last  week, 
AFM  said  in  effect  that  any  musician  who 
affiliates  himself  with  MGA  to  get  this  work 

will  lose  his  opportunity  to  work  in  any  other 
field. 

AFM  made  its  statement  in  the  strongest 

possible  way.  The  union  charged  more  than 
100  members  of  its  Hollywood  Local  47 

with  violating  AFM's  constitution  and  by- 
laws by  becoming  members  of  MGA  and  so 

guilty  .of  dual  unionism.  The  penalty  for 
dual  unionism  is  expulsion  from  AFM. 

MGA,  which  has  no  such  prohibition 
-against  membership  in  more  than  one  union, 
is  planning  to  combat  the  AFM  move,  but 
last  week  had  not  decided  the  best  method 

of  opposition.  One  possibility  is  to  seek  an 
injunction  in  the  California  courts  that 
would  restrain  AFM  from  expelling  the 
members  of  Local  47  that  have  also  joined 
MGA.  Another  would  be  to  file  unfair  labor 

charges  against  AFM  with  the  National 
Labor  Relations  Board. 

"We're  going  to  move,  all  right,"  Cecil 

F.  Read,  MGA  chairman,  said.  "We  just 
want  to  be  sure  that  when  we  do  it's  the 

right  move." 'Sunrise'  Dispute  Settled 

Radio-Television  Directors  Guild  (AFL- 
CIO)  has  announced  arbitration  of  a  dis- 

pute with  CBS  Inc.  over  commercial  syn- 
dication of  the  public  service  educational 
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"I  can't  imagine 

doing  without 

Ad  Age  . . ." 

says  NELSON  GROSS 

Director  of  Advertising 

Max  Factor  &  Co. 

"It's  a  tribute  to  Advertising  Age  that  it  richly  rewards 

every  minute  I  can  spend  with  it— and  that's 
usually  enough  for  100%  readership.  But  even 

when  my  schedule  permits  only  a  quick  perusal,  the 

Ad  Age  format,  editing  and  philosophy  quickly 

give  me  the  essentials  that  keep  me  abreast  of  this 

break-neck  business  we're  all  in.  I  can't  imagine 

doing  without  it— this  week  and  every  week." 

Admen  may  not  agree  on  the  advantages  of  film  over  live 

television,  or  the  cash-register  results  of  hard  sell  versus 
soft  sell — but,  when  it  comes  to  naming  their  number  one 

publication  covering  the  advertising-marketing  scene,  you 
can  count  on  most  of  the  executives  of  importance  to  you 

being  solidly  in  favor  of  Advertising  Age.  For  Ad  Age's 
unique  combination  of  news,  trends  and  sharp  analyses 

"richly  rewards"  not  only  those  who  activate  but  those 
who  influence  today's  broadcasting  decisions. 

Max  Factor  &  Co.,  for  example — whose  sales  and  royalties 

hit  a  record  $44,327,480  in  1957— devotes  the  lion's  share 
of  its  ad  budget  to  television.  Among  the  pace-setters  in 
cosmetics  and  hair  preparations,  the  Factor  concern  spent 
more  than  $5,100,000  in  network  and  spot  tv  time  last  year, 
and  chalked  up  a  $1,392,000  tab  for  network  time  alone 

during  the  first  half  of  1958.* 

Every  week,  4  paid- subscription  copies  of  Ad  Age  help 
Factor  executives  with  marketing  responsibilities  keep 
abreast  of  developments  in  their  field.  Further,  every 

Monday,  141  paid-subscription  copies  reach  decision- 
makers at  Anderson-McConnell,  Carson/Roberts  and 

Kenyon  &  Eckhardt,  the  agencies  placing  most  of  Factor's 
advertising. 

Add  to  this  AA's  more  than  42,000  paid  circulation,  its 
tremendous  penetration  of  advertising  with  a  weekly  paid 
circulation  currently  reaching  over  12,500  agency  people 
alone,  its  intense  readership  by  top  executives  in  national 

advertising  companies — and  you'll  recognize  in  Ad  Age  a 
most  influential  medium  for  swinging  broadcast  decisions 

your  way. 

*  Sources:  Leading  National  Advertisers,  Inc.  and  Television  Bureau  of  Advertising,  Inc. 

iMAptyit^  to  tiitjDo^feurf"  peo{)& 2  00    EAST    ILLINOIS     STREET     .     CHICAGO     11,  ILLINOIS 

4  8  0    LEXINGTON    AVENUE    •     NEW    YORK    17,    NEW  YORK 

"""Pln/JTof 

.A  JhBh 

NELSON  GROSS 

A  native  of  Los  Angeles,  Mr.  Gross  ran  the 
gamut  of  motion  picture  experience  from 
child  actor  to  assistant  cameraman,  writer, 

assistant  director  and  associate  producer 
long  before  his  World  War  II  army  service 
as  a  producer  of  combat  and  training  films. 
Some  of  his  prewar  studio  experience  was 

gained  during  summer  vacations  while  work- 
ing for  his  B.S.  degree  at  the  University  of 

California  at  Berkeley. 

Between  1945  and  1953,  when  he  entered 

the  agency  field,  Mr.  Gross  tried  his  hand 
at  theatrical  production,  entered  the  busi- 

ness world  briefly  as  an  executive  assistant 
to  the  president  of  the  Sun  Chemical  Co. 
and  served  the  Columbia  Broadcasting 

System's  television  department  first  as  an 
associate  director  on  a  number  of  live  pro- 

grams, and  later  as  network  film  coordina- 

tor. His  agency  "credits"  include  executive 
positions  at  H.  B.  Humphrey,  Alley  &  Rich- 

ards; Batten,  Barton,  Durstine  &  Osborn, 
and  McCann-Erickson.  Mr.  Gross  assumed 

his  present  post  as  director  of  advertising 
for  Max  Factor  &  Co.  late  in  1957. 

Advertising  AQe  1^ 

i.     ̂ ^^^^^^^BW^Btt^iwiiii'  - 1  ,  ̂ 

1  Year  (52  issues)  $3 
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PERSONNEL  RELATIONS  continued PROGRAM  SERVICES 

scncs  Sunrise  Semester,  carried  on  CBS- 
owned  WCBS-TV  New  York.  Permanent 
arbitrator  Abram  H.  Stockman  has  ruled 
that  the  director  of  the  series  is  entitled  to 

re-play  fees  since  the  program  is  no  longer 

in  the  public  service  category.  Series  fea- 

tured New  York  U.'s  Prof.  Floyd  Zulli 
in  comparative  literature  lectures.  The  Guild 
considers  the  ruling  a  precedent  in  this 
field. 

SAG  Board  Expansion  Sought 

To  Embrace  Cities  Besides  L.  A. 

Plan  to  enlarge  the  National  Board  of 
Directors  of  Screen  Actors  Guild  to  permit 

direct  representation  on  the  board  by  SAG 
branches  in  other  cities  was  unanimously 

adopted  by  the  union's  present  board,  meet- 
ing last  week  in  Hollywood.  SAG  member- 

ship will  now  vote  on  the  matter  in  a  mail 
referendum.  Guild  branches  in  such  cities 

as  New  York,  Chicago  and  San  Francisco, 
elect  their  own  councils  and  also  vote  in  the 

election  of  national  officers  and  board  mem- 

bers, but  have  not  previously  elected  direct 
branch  representatives  on  the  national  board. 

Details  of  the  plan  were  worked  out  by  rep- 
resentatives of  branches  in  other  cities  at- 

tending last  week's  national  conference  in 
Hollywood.  Approximately  70%  of  SAG's 
12,500  active  members  live  in  the  Los  An- 

geles area;  another  23%  are  in  New  York, 
with  the  remainder  in  other  cities. 

William 

Dekker 

McCann-Erickson,  Inc. 

New  York 

Please  note  that  WMBR-TV 

in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name — but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 

Post  Broadcast  Division,  rep- 

resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 
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NEW  METER  DEVICE  EXPEDITES 

SKIATRON'S  TOLL  TV  PLANNING 

•  Fox  expects  April  start 

•  Baseball,  football  clubs 

Skiatron  Tv,  says  its  promoters,  has  hur- 
dled the  operational  barrier  and  is  ready  to 

roll  with  closed-circuit  pay  television.  Tenta- 

tive starting  date  is  "early  April"  coincident 
with  the  start  of  the  1959  baseball  season. 

While  Matthew  Fox,  president  of  Skia- 
tron Tv,  parried  most  direct  questions  on 

program  tie-ups  at  a  Monday  (Sept.  8) 
news  conference,  other  associates  were  not 
so  reticent. 

Mr.  Fox.  revealed: 

•  Development  of  a  new  metering  system 

using  telephone  company  coaxial  cables  di- 
rect to  homes  and  making  obsolete  its  former 

decoder  system  (Skiatron  operates  "Sub- 
scriber-Vision" subscription  tv). 

•  Agreement  with  New  York  Telephone 

Co.  for  the  phone  company  to  conduct  pre- 

liminary engineering  studies  "to  determine 
the  appropriate 
terms  and  condi- 

tions for  furnishing 

coaxial  tv  distribu- 

tion networks"  for 
pay  tv  programs  in 
New  York  state. 

There  are  indica- 
tions of  Skiatron 

agreements  with  Jer- 
sey Bell  Telephone 

and  Pacific  Tele- 
phone &  Telegraph 

Co.  in  California 

[Closed  Circuit, 
Sept.  8]. 

Mr.  Fox  said  op- 

erations would  begin  "some  time  in  April 

in  New  York,  California  and  New  Jersey" 
with  specific  communities  to  be  announced 
as  the  telephone  companies  in  the  areas 
complete  surveys  now  being  conducted. 

It  was  reported,  however,  that  Skiatron 

plans  to  enter  "suburban  areas" — within  a 
30-40  mile  radius  of  the  metropolis  center — 
in  San  Francisco,  Los  Angeles  and  New 

York  City  (metropolitan  areas).  Cables  are 
said  to  exist  underneath  New  York  City  and 
need  only  to  be  hooked  up. 

The  new  metering  system  would  be  in- 
stalled alongside  the  tv  set  in  the  home.  It 

would  automatically  record  at  a  central  loca- 
tion the  identity  of  all  subscribers  viewing  a 

program.  The  central  billing  unit  was  devel- 
oped by  Skiatron  Electronics  &  Television 

Corp.  with  collaboration  of  Industrial  Busi- 
ness Machines  and  several  other  unidentified 

electronic  firms. 

Skiatron  will  pay  all  costs  of  telephone 
studies  made  and,  according  to  both  the 
New  York  Telephone  Co.  and  Mr.  Fox, 

Skiatron  Tv  has  made  a  "substantial  advance 
payment  pending  determination  of  the  exact 

amount  due." In  the  new  Skiatron  system,  subscribers 
would  not  need  to  use  cards,  coins  or  tokens 

to  activate  the  pay  tv  program.  The  in-home 
unit  would  be  installed  next  to  the  tv  re- 

ceiver and  would  not  require  any  modifica- 

in  three  major  areas 

reported  lined  up 

tion  of  the  set,  in  fact  simply  be  attached 
to  the  antenna  lead-in.  The  dial  is  turned 

on  the  set  to  an  unused  channel.  The  meter- 

ing unit's  dial  is  turned  to  one  of  three  chan- 
nels and  the  program  appears  at  once  with 

the  use  of  the  subscriber's  set  recorded  elec- 
tronically at  a  central  billing  station. 

The  cable,  it  is  contemplated,  will  carry 
three  video  and  five  audio  channels.  One 

video  channel  will  be  left  clear  to  provide 
educational  tv  programming  (also  at  a 

price),  and  one  audio  channel  will  be  used 
to  program  (possibly  also  stereophonic) 

music  continuously  18  hours  a  day.  Sub- 
scribers would  sign  a  three-year  contract 

calling  for  payment  of  $1  per  week — or  a 
total  commitment  of  $156  over  the  three 

year  period. Skiatron  authorities  appeared  certain  that 
Mr.  Fox  has  the  baseball  Los  Angeles 

Dodgers  and  the  San  Francisco  Giants 

"lined  up" — under  contract  for  15  years — 

for  pay  tv,  and  also  has  negotiated  success- 
fully with  the  football  Los  Angeles  Rams 

and  the  San  Francisco  49ers.  Known  to  be 
under  the  Skiatron  wing  as  a  program 

source:  Sol  Hurok,  prominent  musical  im- 
presario and  show  business  promoter. 

An  unconfirmed  report  indicated  that  Mr. 

Fox  believes  he  has  two  motion  picture  stu- 
dios committed  to  supply  product.  Identity 

of  the  studios  was  not  known,  but,  it  has 

been  pointed  out,  Loew's  Inc.  (which  owns 
MGM  studios)  President  Joseph  Vogel  is 
close  to  Mr.  Fox. 

Mr.  Fox  told  newsmen  that  "there  will  be 

no  advertising  of  any  kind"  in  his  pay  tv 
system,  and  that  direct  wire  (closed-circuit) 

operation  will  "greatly  enhance"  reception 

quality. In  San  Francisco,  Pacific  Telephone  & 

Telegraph  acknowledged  it  had  been  con- 
tacted by  Skiatron  to  conduct  studies  of 

coaxial  in  various  communities  in  California, 
that  it  was  looking  into  the  matter  of  study 

(to  be  financed  by  Skiatron)  but  would  not 
take  action  without  prior  consent  of  public 
utilities  authorities  in  that  state. 

According  to  Mr.  Fox,  programs  offered 

"will  be  only  those  for  which  an  admission  is 

charged  to  view  the  attraction  at  the  scene." 
He  said  that  Skiatron  had  hoped  to  get 

started  in  April  of  this  year  [Special  Re- 
port, Aug.  26,  19571  but  that  problems  in 

the  decoder  (picture  unscramble  via  IBM 
card)  system  had  delayed  its  beginning. 

Coaxial  cable  grids  will  be  wired  in  se- 
lected communities  in  early  November  of 

this  year  and  subscribers  will  be  installed 

with  metering  units  soon  afterward.  In- 
voices will  be  sent  at  the  end  of  each  month 

to  each  subscriber.  As  explained  by  Mr. 

Fox,  the  "physical  operation"  of  the  system 
will  be  divided  by  the  "outside  plant"  or 
phone  company  which  will  wire  grids  and 
conduits  with  drop  offs  from  telephone  pole 

to  a  junction  box  on  the  outside  of  the  home. 
From  there,  Reuben  H.  Donnelley  Co.  will 
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RADIO'S  MOST  SENSATIONAL  SPORTS  PACKAGE 

And  NOW!  Here  is  the  most  powerpacked  FOOT- 

BALL package  ever  offered— ANYWHERE! 

AUDIO  SPORTCAP  INC.  each  and  every  Satur- 

day through  the  1958  football  season,  will  broadcast 

recap  play  of  the  TOP  TEN  games  of  the  week — 
direct  from  the  scene-of-action. 

SPORTCAP'S  anchor-man  will  be  stationed  in 

Tulsa  switching  you  direct  to  each  and  every  thrill- 

ing play  for  a  period  of  5  minutes  each  hour. 

These  reports  will  be  broadcast  to  you  by  long- 

distance collect  telephone  either  on-the-hour,  15  min- 

utes past-the-hour  30  minutes  after-the-hour  or  45 

minutes  past-the-hour.  (This  is  your  choice.) 

Starting  time  is  12:00  noon  CST  and  will  continue 

till  6:00  P.M.  CST.  For  a  total  of  SIX  POWER- 

PACKED  BROADCAST  each  Saturday,  during  the 

season  BEGINNING:  SEPTEMBER  27  and  con- 

tinuing through  NOVEMBER  29. 

The  games  to  be  carried  each  week  will  be  de- 
termined by  the  UPI  and  AP  editor  poll  of  the  Top 

Ten  teams. 

You'll  agree  that  this  is  the  GREATEST  SPORTS 
PACKAGE  ever  offered  to  RADIO!  And  the  cost: 

You  can  have  this  DYNAMIC  package  EXCLU- 

SIVELY in  your  market  for  the  low  low  weekly 

cost  of  your  1  time  1  hour  national  rate  as  published 

in  S  R  D  S.  (In  some  markets  this  is  subject  to  nego- 

tiation.)— plus  your  collect  station-to-station  tele- 
phone line  charges  from  Tulsa. 

We  must  urge  you  to  immediately  wire  -  phone  - 
write  and  send  in  your  contract  signed  for  only  one 

station  in  your  market  will  be  served.  At  the  bottom 

of  this  page  you  will  find  SPORTCAP'S  affiliation 
agreement. 

WRITE  •  CALL  •  WIRE  TODAY! 

AUDIO  SPORTCAP  -  TEL.  LU  3-2990  TULSA  OKLA. 

A  SERVICE  OF  AUDIO  NEWSBEAT,  INC. 

KENNY  A.  GREEN,  PRES. 

Station  Call  Letters 

Beeper  Telephone  Number 

Time  of  Broadcast  Desired 

AUDIO  SPORTCAP,  INC  . 
P.  O.  BOX  14 
TULSA,  OKLAHOMA 

GENTLEMEN: 

We  are  hereby  requesting  "special  service"  for  the   1958  college  football  season — September  27  through  November  29. 
Enclosed  is  our  check  for  S   lour  1  time  1  hour  national  rate  I  for  the  first  weeks  broadcast  and  agree  to  pay  at  the  same  rate  for  the  follow- 

ing 9  weeks,  weekly  in  advance.  We  understand  that  we  will  receive  6  broadcasts,  5  minutes  in  length  from  12:00  Noon  CST  till  6:00  P.M.  CST  during  each  of 
these  ten  (101  weeks.  We  also  agree  to  accept  collect  telephone  calls  from  Tulsa,  for  each  of  these  broadcasts. 

I  understand  if  you  have  already  received — one  of  these  contracts — from  a  station  in  this  city  you  will  return  my  check  in  full  without  any  discount  what- 
soever, and  I  agree  to  hold  you  harmless. 

STATION  OWNER 

AUTHORIZED  SIGNATURE 



PROGRAM  SERVICES  continued 

install  the  metering  units,  service  with  in- 

voicing, collecting,  and  will  handle  adver- 

tising and  "'exploitation."  A  sales  campaign 
replete  with  brochure  and  house-to-house 

canvass — will  get  started  in  about  60  days, 
Mr.  Fox  predicted. 

In  Mr.  Fox'  view,  Skiatron  now  has  licked 
the  problem  of  installation  costs  because  the 
new  system  entails  less  to  set  up  than  the 
previous  decoding  devices,  repair  costs  will 
be  less,  and  the  meter  unit  itself  is  about  one 

third  the  cost  of  the  previous  "box."  Size  of 
this  unit  is  about  that  of  a  telephone,  though 
of  course  not  the  same  shape. 

Mr.  Fox  said  Skiatron  would  not  handle 

its  individual  program  systems  through  fran- 
chised  local  operators,  the  company  pre- 

sumably taking  responsibility  for  all  of  the 

programming,  lntra-state  programming  will 
be  handled  through  the  local  Bell  companies 

and  inter-state  through  ordering  of  lines 

from  the  Long  Lines  Div.  of  American  Tele- 
phone &  Telegraph. 

In  programming  motion  pictures,  Mr.  Fox 

said.  Skiatron  would  not  show  pictures  "in 
advance"  of  theatre  exhibition  but  would 
iry  to  put  them  on  the  air  at  the  same  time 

as  they  are  being  shown  by  exhibitors. 

Asked  about  the  recurrent  reports  of 

agreement  with  the  San  Francisco  Giants, 

Mr.  Fox  replied  that  he  paid  a  lot  of  money 

for  "nothing  to  happen  ...  we  lost  a  year 

in  getting  started." 
Horace  C.  Stoneham,  president  of  the 

Giants  baseball  club,  however,  told  stock- 

George 

Bailey 

Adams,  Burke,  Dowling,  Inc. 
Atlanta 

Please  note  that  WMBR-TV 

in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name— but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 

Post  Broadcast  Division,  rep- 
resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 

WHO  MISSED  THAT  BLOCK?  VTR  TATTLES 

A  new  use  for  videotape  recordings, 

which  could  open  a  vast  market  of  non- 

broadcast  prospects  for  a  station's  vtr facilities,  was  experimentally  explored 

Friday  evening  (Sept.  12)  by  Ampex 

(  i u  p.,  manufacturer  of  the  sight-and- 
sound  recording  apparatus,  The  Los  An- 

geles Rams,  pro  football  team,  and 
KNXT  (TV)  Los  Angeles.  The  project 

on  which  these  three  organizations  com- 
bined their  resources  and  energies  was  to 

test  the  value  of  the  instant-playback  re- 
cordings for  analysis  of  the  course  of  a 

football  game  while  it  is  still  in  progress. 

The  Rams  management  arranged  with 

Ampex  and  KNXT  to  have  cameras  and 

tape  recording  equipment  installed  at  the 
Los  Angeles  Coliseum,  with  monitor 

screens  in  the  coaches'  box  and  dressing 
room.  KNXT  technical  personnel  installed 

and  operated  the  equipment.  Cameras 
were  focused  so  as  to  keep  all  20  players 
on  screen  at  all  times.  The  Rams  coaches 

watched  each  play  on  the  monitor  and 

were  able  to  call  for  a  rerun  of  any  play 

immediately  following  its  completion. 

During  the  between-halves  all  plays  of 
the  first  two  quarters  were  shown  to  the 

players,  enabling  the  coaches  to  point  out 
specific  incidents  of  the  play  for  the 
guidance  of  the  team  in  the  second  half. 

Only  the  plays  were  recorded,  the  video- 
tape recorders  being  started  as  the  quar- 

terback snapped  the  ball  and  stopped  at 

the  whistle,  so  the  time  required  to  play- 
back the  action  of  the  half  was  expected 

to  be  under  10  minutes. 

Don  Hine,  program  manager  of 

KNXT,  who  coordinated  the  evening's 
technical  operations,  pointed  out  that  the 
use  of  videotape  as  a  coaching  adjunct 
need  not  be  limited  to  football,  but  would 

be  just  as  feasible  for  other  sports,  such 
as  baseball,  basketball,  hockey,  soccer 
and  track.  He  also  noted  that  camera 

techniques  for  this  purpose  are  different 
than  those  used  in  televising  a  game  for 
home  consumption. 

holders  in  New  Jersey  last  week  that  the 
club  would  be  on  pay  tv  next  spring. 

Both  Messrs.  Fox  and  Stoneham  appar- 
ently are  sticking  close  to  the  dearth  of 

specifics  which  characterized  their  appear- 
ances more  than  a  year  ago  before  the 

House  Antitrust  Subcommittee  [Lead  Story, 

July  22,  1957].  Neither  figure  then  would 
reveal  exact  details  as  to  the  Giants-Skiatron 

agreement. 
A  year  ago,  Mr.  Fox  had  set  costs  at  $20 

per  home  for  wiring.  He  apparently  has 
scaled  this  average  cost  down.  At  that  time, 
he  spoke  of  subscribers  paying  $3  per  month 
which  would  entitle  them  to  24  hours  per 

day  high  fidelity  music  and  two  video  chan- 
nels optional.  This  has  changed  under  the 

new  system  to  $1  per  month  (but  on  three- 
year  contract)  entitling  the  subscriber  to  18 
hours  of  music  daily  and  two  video  channels 

optional  along  with  a  third  educational  chan- 
nel. 

Audio  Sportcap  to  Air  Football 

Kenny  A.  Green,  president  of  Audio 
Newsbeat  Inc.,  announced  last  week  that  the 

news  organization  has  entered  the  radio 
sportscasting  field  with  Audio  Sportcap, 

which  will  broadcast  recaps  of  the  "Top 
Ten"  football  games  of  the  week  direct  from 
the  contests'  sites. 

The  five  minute  package  will  be  broadcast 

all  Saturday  afternoon  and  will  sell  to  sta- 
tions at  their  one-time,  one-hour  national 

rate,  Mr.  Green  said.  The  broadcasts  will 

run  from  Sept.  27  through  Nov.  29  and  the 

games  to  be  carried  each  week  will  be  de- 
termined by  the  AP  and  UPI  editor  poll 

of  the  "Top  Ten"  teams.  Audio  Sportcap's 
address  is  Box  14,  Tulsa,  Okla. 

Fetzer  Buys  Music  Franchise 

Fetzer  Music  Corp.,  headed  by  station 
operator  John  E.  Fetzer,  has  purchased 
Muzak  Franchise  from  Roy  Kelley  for 
Kalamazoo,  Grand  Rapids,  Battle  Creek, 
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Muskegon,  Lansing,  Cadillac  and  surround- 
ing outstate  Michigan  areas,  to  be  serviced 

by  fm  multiplex  and  wire  line  networks. 
Muzak  President  Charles  C.  Cowley  said 
Fetzer  Music  becomes  40th  franchise  holder 

among  broadcasters.  Fetzer  stations  include 
WKZO-AM-TV  Kalamazoo,  WJEF-AM-FM 
Grand  Rapids,  WWTV  (TV)  Cadillac  and 
KOLN-TV  Lincoln,  Neb. 

Guild  Steps  Up  VTR  Activity 

With  Offering  of  13  Tape  Shows 

Guild  Films  Co.,  New  York,  is  accelera- 
ting its  activity  in  the  videotape  field  with 

plans  to  distribute  13  taped  tv  programs 

and  to  participate  in  a  group  of  long-term 
production  transactions. 

This  flurry  in  tape  is  a  switch  from  the 

company's  emphasis  on  tv  film  production 
and  distribution  over  the  past  five  years, 

starting  with  the  syndicated  film  series,  The 
Liberace  Show  [Special  Report,  Sept.  8]. 

In  announcing  plans  last  week,  John  J.  Cole, 

Guild  president,  pointed  out  that  the  com- 
pany contemplates  offering  taped  shows 

priced  60%  less  than  comparable  filmed 

programs. Mr.  Cole  noted  that  Guild  already  has 

sold  Time  and  Place,  an  on-the-scene  crime 
series,  to  ABC-TV  (produced  by  Henry 
Berman  in  conjunction  with  Family  Films 
Inc.)  and  Divorce  Court  to  four  stations 

(produced  by  KTTV  [TV]  Los  Angeles). 
He  added  that  KTTV  is  producing  for  Guild 

Films  distribution  Town  Hall  Party,  Juve- 
nile Court,  as  well  as  Divorce  Court.  Guild, 

according  to  Mr.  Cole,  also  has  made  a 

long-term  production  agreement  with 
KCOP-TV  Los  Angeles,  under  which  that 
station  will  produce  on  tape  three  pro- 

grams— The  George  Jessel  Show,  The  Mae 

West  Show  and  People's  Court.  He  said 
other  taped  properties  will  be  announced shortly. 

Mr.  Cole  predicted  that  videotape  will 

precipitate  "a  complete  revolution  in  the 

operation  of  stations  in  small  markets." 
Broadcasting 



Muzak  Automation  Gear 

Set  for  Radio  in  1959 

A  new  radio  program  service  and  auto- 
mation equipment  package — which  will  per- 

mit radio  stations  to  program  fully  un- 
attended for  eight-hour  or  longer  segments 

starting  in  early  1959 — was  announced  last 
week  by  Jack  Wrather,  chairman  of  the 
board  of  Muzak  Corp. 

The  automation  equipment  was  unveiled 
at  Muzak  headquarters  in  New  York.  It 
consists  essentially  of  two  integrated  tape 

transports,  one  to  play  the  newly-prepared 
music  programming  culled  from  the  current 

popular  and  show  tune  library  of  the  As- 
sociated Program  Service  Div.  of  Muzak, 

the  other  to  contain  the  locally-recorded 
commercial  announcements  and  local  pro- 

grams of  the  station. 

Subsonic  25-cycle  tones  on  the  tapes 
automatically  cue  the  segues  from  one  tape 
to  the  other  in  precise  timing. 

Mr.  Wrather  concurrently  announced  the 
formation  of  a  new  firm,  Programatic 
Broadcasting  Service  Inc.,  of  which  he  also 

is  chairman,  to  market  the  equipment-and- 
music-service  package.  Programatic  is  a  sub- 

sidiary of  Jack  Wrather  Organization  Inc., 
as  is  Muzak  and  other  broadcast  interests 

such  as  KFMB-AM-TV  San  Diego  and  the 
Lone  Ranger  and  Lassie  program  properties. 
Mr.  Wrather  personally  also  has  an  interest 
in  Independent  Television  Corp.,  new  tv 

film  producer-distributor. 
With  a  bank  of  three  Programatic  ma- 

chines, a  station  could  deliver  to  its  trans- 

mitter complete  program  and  announce- 
ment material  for  a  full  24-hour  period, 

the  studio  being  unattended.  With  one 
machine,  a  small  market  station  operator 

could  spend  that  period  "on  the  street" 
selling  or  a  large  station  could  gain  greater 
staff  and  program  flexibility,  Muzak  officials 
said. 

The  complete  package  is  being  offered 

THE  new  fully  automatic  program  machine 

to  be  marketed  by  Programatic  Broadcast- 

ing Services  Inc.,  a  Muzak  affiliate,  is  dem- 
onstrated to  Muzak  President  Charles  C. 

Cowley  (I)  by  William  Quintan,  vice  presi- 
dent of  the  Jack  Wrather  Organization  Inc. 

Mr.  Cowley  stands  behind  stacks  of  2,900 

discs  representative  of  the  18-tape,  36-day 

stock  of  music  to  be  supplied  regularly.  ' 

on  an  exclusive  basis  in  each  market  with 

broadcasters  currently  holding  Muzak  back- 
ground service  (non-broadcast)  service  fran- 

chises having  a  first  preference  option.  The 

Programatic  machine  will  sell  for  "just  un- 
der $2,800"  with  the  music  program  service 

scaled  from  about  $200  to  $400  monthly 
depending  on  market  and  station  size.  The 

new  development  goes  on  the  road  for  in- 
troduction to  broadcasters  starting  with  the 

Oklahoma  City  regional  meeting  of  NAB 

Sept.  22. 

A  preview  of  the  "push-button  broad- 
casting service"  was  given  the  industry  last 

spring  at  the  NAB  convention  in  Los 
Angeles.  The  playback  device  is  precise  to 

plus-or-minus  two  seconds  per  eight-hour 

segment. 

The  supply  of  eight-hour  tapes  consists 
of  18  reels  every  36  days,  completely  up- 

dated each  period.  It  is  distinctly  different 
from  Muzak  background  music  which  is 

"unobstrusive"  and  designed  not  to  neces- 
sarily attract  attention. 

The  Programatic  music  instead,  while 

definitely  not  rock  and  roll  or  in  the  "Top 
Forty"  category,  will  be  instrumental  and 
some  smooth  vocal  arrangements  designed 
to  attract  attention. 

Each  eight-hour  segment  in  turn  is  divided 
into  hours  and  quarter-hours,  with  each 
quarter-hour  containing  13  minutes  of  music 
plus  space  for  two  minutes  of  commercials 
or  announcements  which  can  be  injected  at 

any  point  or  in  any  proportion.  Stations  can 
override  the  music  at  any  point  to  insert 
additional  announcements,  news  or  bulletins. 

A  completely  detailed  program  log  is  sup- 
plied, including  music  selection  timing,  so 

a  station  operator  can  smoothly  substitute 
a  spot  at  any  point  and  increase  his  ratio 

of  commercials  per  quarter-hour  or  during 
such  times  as  peak  traffic  hours. 

The  Programatic  device  is  synchronized 

to  clock  time,  also  starts  or  stops  at  pre- 
determined times  completely  unattended. 

The  unit,  which  was  field  tested  for  four 

years,  was  designed  under  the  supervision 
of  E.  F.  Hembrooke,  chief  of  research  and 

development  for  Muzak.  Construction  of 
the  machine  has  been  contracted  by  Muzak 
to  other  electronic  firms,  which  have  not 
been  disclosed. 

PROGRAM  SERVICE  SHORTS 

Ampex  Corp.,  Redwood  City,  Calif.,  has 

shipped  videotape  recorder  to  WAGA-TV 
Atlanta,  first  Georgia  station  to  receive 
one.  Ampex  also  announces  shipment  of 
VTR  to  WJW-TV  Cleveland. 

JerDen  Promotions,  Portland,  Ore.,  formed 

by  Jerry  Dennon,  former  assistant  promo- 
tion manager  for  KOIN-AM-TV  Portland. 

Company  will  specialize  in  representing 
record  labels  and  personalities. 

Community  Club  Services  Inc.,  N.  Y.,  re- 
ports increases  of  11  franchised  radio  sta- 
tions during  August.  Addition  brings  total 

of  stations  active  in  Community  Club 

Awards  Campaigns  to  163.  In  company's 
four  years,  215  radio  and  tv  stations  have 
been  franchised  to  carry  Community  Club 
Awards  Campaign,  of  which  87%  have 
renewed  their  franchises. 

QUAD  -  CITIES ROCK  ISLAND  •  MOLINE  •  E.  MOLINE  •  DAVENPORT 

now  the  nation's 

4
7
t
h
 

TV  MARKET 

according  to  Television  Age  Magazine 

I  RETAIL  SALES  are  above  the 

national    average.    Rock  Is- 

y     land,  Moline,  East  Moline  are 

1  rated  as  "preferred  cities"  by 
Sales  Management  magazine 

y     for  the  first  6  months  of  1958. 

JL  You  too,  can  expect  above- 
average   sales   if   you  BUY 

V     WHBF-TV  NOW! 

WHBF-TV
 

CBS  FOR  THE  QUAD-CITIES 
Scott   County,    Iowa,    Rock    Island   County,  Illinois 

Represented  by  Avery-Knodel,  Inc. 

Newman 

McEvoy 

Cunningham  &  Walsh,  Inc. 

New  York 

Please  note  that  WMBR-TV 
in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name— but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 
Post  Broadcast  Division,  rep- 

resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 
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PROFESSIONAL  SERVICES 

Roberts  Due  Bill  Club 

On  $3.7  Million  Basis 

The  formation  of  World  Travelers'  Club 
Ine..  New  York,  to  serve  advertisers  on  the 

one  hand,  and  time  and  space  media  on 

the  other,  under  a  "due  bill"  plan  was  an- 
nounced last  week  by  its  president.  Paul 

Roberts,  formerly  head  of  MBS.  In  the 

lirsi  lour  weeks  ot  operations,  the  company 
has  completed  more  than  $3.7  million  worth 
of  business,  according  to  Mr.  Roberts. 

The  company  has  concentrated  on  radio 
and  television  stations  as  media  clients  thus 

far,  Mr.  Roberts  said,  and  has  signed  more 
than  500  radio  and  75  tv  stations  as  mem- 

bers ot  the  club.  In  addition,  it  has  en- 
rolled more  than  200  hotels,  restaurants, 

night  clubs  and  other  suppliers  of  goods 
and  services.  He  indicated  the  plan  already 
is  in  operation  in  some  markets. 

Mr.  Roberts  explained  that  the  company 
has  organized  two  pools,  one  consisting  of 
time  and  space  outlets,  and  the  other  of 

suppliers  of  goods  and  services.  After  join- 
ing as  members,  advertisers  and  media  may 

ask  the  club  for  due  bills  in  the  amounts 

they  desire.  Advertisers  can  select  the  sta- 
tions and  publications  they  desire  from  the 

pool,  regardless  of  whether  the  media  out- 

lets are  using  the  advertisers'  goods  and 
services.  In  turn,  stations  and  publications 
are  not  limited  to  the  members  whose 

advertising  they  carry.  They  may  select 
services  and  merchandise  when  and  as  they 
need  them  for  a  variety  of  reasons,  such 

C.  Watts 

Wacker 

D.  P.  Brother  &  Co. 
Detroit 

Please  note  that  WMBR-TV 

in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name— but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 

Post  Broadcast  Division,  rep- 
resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 
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as  contest  prizes,  gifts  for  sales  meetings, 

employe  incentive  plans,  sales  staff  use  and other. 

To  facilitate  its  operation.  WTC  will  is- 

sue a  monthly  bulletin  to  its  media  mem- 

bers, listing  merchandise  and  services  avail- 
able to  them.  These  will  include,  Mr. 

Roberts  says,  hotels,  restaurants,  transporta- 
tion, luxury  items  and  appliances,  among 

others.  "Our  directory  will  include  every- 

thing from  automobiles  to  zircons,"  Mr. Roberts  said. 

The  cost  of  operating  World  Travelers' Club,  according  to  Mr.  Roberts,  will  be 
borne  by  the  various  media,  which  will  pay 

the  company  a  15%  commission. 

Mr.  Roberts  reported  that  he  has  as- 
sembled a  staff  of  15  radio-tv-advertising 

specialists,  who  will  assist  advertisers  in  pre- 
paring campaigns,  including  copywriting. 

Gene  Fitts,  formerly  with  the  MBS  station 
relations  staff,  will  head  station  relations 

activity  for  the  club  and  Maria  Carayas, 
formerly  in  agency  media  work,  has  been 
named  director  of  media. 

The  club  headquarters  is  at  655  Madison 

Ave.,  New  York,  N.  Y.  Its  telephone  num- 
ber is  Templeton  8-4600. 

Law  Office  of  Quayle  Smith 

Opens  in  Washington  Today 

Quayle  B.  Smith,  a  member  of  the  Wash- 
ington communications  law  firm  of  Smith 

&  Hennessy,  opens  his  own  office  today 

(Sept.  15)  in  the  Colorado  Bldg.,  Washing- 
ton (Telephone:  Metropolitan  8-3838). 

Mr.  Smith  was  with  the  FCC  for  six 

months  in  1947,  and  joined  the  former  com- 
munications firm  of  Segal,  Smith  &  Hen- 

nessy when  he  received  his  law  degree  from 
George  Washington  U.,  Washington,  in 
1947.  He  is  a  radio  amateur  (W3KDR). 

During  World  War  II  he  was  a  paratroop 
officer  in  the  OSS,  serving  behind  enemy 
lines  in  Italy.  A  native  of  Iowa,  Mr.  Smith 
was  graduated  from  Drake  U.  and  attended 

U.  of  Iowa  law  school  before  entering  mil- 
itary service.  While  at  U.  of  Iowa,  Mr. 

Smith  was  chief  transmitter  operator  of 
WSUI  Iowa  City. 

Blackburn  Opens  Coast  Branch 

Blackburn  and  Co.,  national  media 
broker,  has  announced  the  opening  of  a 
west  coast  office  to  be  supervised  by  Colin 

M.  Selph,  a  new 
member  of  the  firm. 

Located  in  the  Cali- 
fornia Bank  Build- 

ing, Beverly  Hills 
(Phone  Crestview  4- 
2770),  it  is  Black- 

burn's fourth  re- 
gional office. 

Mr.  Selph  was 

president  of  KEYT 
(TV)  Santa  Barbara, 
Calif.,  from  1952 

until  the  station's 
sale  in  1957.  Previously  he  had  been  with 
the  San  Francisco  Chronicle,  owned  a 

Muzak  franchise  and  served  as  vice  presi- 
dent with  KPIX  (TV)  San  Francisco.  He  has 

devoted  the  past  year  to  a  world-wide  study 
of  television. 

MR.  SELPH 

PROFESSIONAL  SERVICE  SHORTS 

Knipschild-Robinson  Inc.,  specializing  in 

sales  promotion,  advertising  and  merchan- 
dising, has  been  organized  in  Chicago.  New 

firm,  located  at  520  N.  Michigan  Ave., 

formed  from  18-year-old  Roy  Knipschild 
&  Co.,  with  William  A.  Robinson,  formerly 

general  manager  of  sales  promotion  and 
sales  training  at  Kling  Studios,  as  partner. 

Company  also  will  handle  slide  films, 
motion  pictures,  public  and  trade  relations 
and  point-of-purchase  displays. 

Arthur  P.  Jacobs  Co.,  public  relations  firm, 
has  opened  office  at  449  S.  Beverly  Drive, 

Beverly  Hills,  Calif.  Telephone:  Crestview 
4-8471  and  Bradshaw  2-0211.  New  York 

office  is  at  40  E.  49  St.;  telephone:  Plaza 
9-6272.  Organization  was  formerly  part 
of  Rogers  &  Cowan  &  Jacobs,  whose  offices 
at  177  S.  Beverly  Drive,  Beverly  Hills,  are 

retained  by  Rogers  &  Cowan. 

Thomas  P.  Swift  Assoc.,  New  York  adver- 

tising-public relations  firm,  named  exclusive 
North  American  representative  for  newly- 
formed  Servicio  Internacional  de  Relaciones 

Publicas  (SIRP),  Buenos  Aires,  Argentina. 
Public  relations  network — affiliate  of  Inter- 

national Advertising  Service,  Buenos  Aires 

ad  agency — embraces  eight  Latin  American 

countries,  U.  S.  and  Canada.  Mr.  Swift's 
firm  will  provide  PR  services  for  SIRP 
clients  in  U.  S.,  Canada  and  Puerto  Rico. 
Latin  American  nations  serviced  are 

Argentina,  Brazil,  Chile,  Cuba,  Mexico, 
Peru,  Venezuela  and  Uruguay. 

Institute   for   Motivational   Research  has 

opened  west  coast  branch  office  at  6399 
Wilshire  Blvd.,  L.A.  28,  Calif.  Telephone: 
Olive  3-6029.  Lottie  Rockier,  formerly 
director  of  Motivational  Research  projects 
at  Facts  Consolidated  in  L.A.,  appointed 
west  coast  research  coordinator  of  IMR, 

rejoining  organization  which  she  served  for 
six  years  before  going  to  Facts  Consolidated. 

Robert  S.  Taplinger  Assoc.  Inc.,  N.  Y.,  has 

opened  public  relations  offices  in  London 
and  Paris.  Branches  will  represent  clients 
in  U.  S.  which  have  overseas  interests  and 

will  service  its  new  European  accounts. 
Other  offices  in  this  country  are  in  Chicago 
and  L.  A. 

South  Newsreel,  Birmingham,  Ala.,  has  been 

established  to  produce  films  and  live  shows 
for  political  campaigns.  Roy  Macarto  heads 
South  Newsreel,  which  will  film  news  clips 

for  tv  news  shows,  15  and  30-minute  films 
for  tv  and  other  showings  and  will  produce 
radio  and  tv  spots.  Company  will  make  live 
shows  for  candidates. 

Sumner  &  Friedkin  Assoc.,  motion  picture 

and  tv  publicity  firm,  has  moved  from  200 
W.  57th  St.,  New  York,  to  234  W.  44th  St. 

Telephone:  Bryant  9-5419. 

Cessna  Coun-Selling  Service,  radio  consult- 
ant, announces  additional  service  of  station 

brokerage  through  Adrian  Sales  Co. 
Realtor,  Adrian,  Mich.  Mr.  Cessna  and 
Adrian  Sales  Co.  will  concentrate  on  serving 
stations  east  of  Mississippi. 

Broadcasting 



STATIONS 

WADC  Akron  Also  Voices 

Complaint  Against  WAKR 
A  second  Akron,  Ohio,  radio  station 

joined  in  complaining  to  the  FCC  about 

a  news  story  in  the  Akron  Beacon-Journal 
lauding  WAKR  of  that  city  [Stations,  Sept. 
8]. 

Allen  T.  Simmons,  president  of  WADC 
Akron,  has  written  the  FCC  that  the 

sentiments  and  observations  made  by  [Mr. 

Tim  Elliott  of  WCUE]  "very  forcibly  ex- 

press our  views  ..." Mr.  Simmons  said  that  WADC  has  felt 

for  some  time  that  survey  ratings  are 

very  "deceptive."  He  pointed  out  that  the 
ratings  do  not  take  into  account  coverage 
patterns  of  the  four  local  stations;  that 

WADC's  coverage  "extends  beyond  the 
boundaries  of  Summit  County  or  Akron"; 
and  that  "this  is  not  done  by  any  of  the 

surveys  advertised  by  WAKR."  He  said  he 
joined  with  Mr.  Elliott  in  asking  that  com- 

petition among  the  four  Akron  stations 

"be  conducted  fairly." 
WCUE's  complaint  was  that  the  Akron 

Beacon-Journal,  which  is  a  45%  owner 

of  WAKR,  unfairly  boosted  WAKR's  listen- 
ing audience  by  erroneously  quoting  from 

rating  surveys.  The  newspaper  published 
a  correction  the  next  day  of  what  was 
termed  inadvertent  errors,  and  also  reported 

WCUE's  complaint  to  the  FCC.  S.  Bernard 
Berk,  president  of  WAKR,  termed  the 

charges  "unfounded"  [At  Deadline,  Sept. 
8]. 

Carolina  Court  Coverage  Lauded 

Radio  and  television's  battle  to  gain 
full  rights  to  courtroom  coverage  [Lead 
Story,  Sept.  8]  received  a  boost  earlier  this 
month  when  the  Charlotte,  N.  C,  Civil 

Service  Commission  praised  the  work  of 

newsmen  from  WBT-WBTV  (TV)  Char- 

lotte in  reporting  a  hearing  on  alleged  mis- 
conduct of  a  city  police  captain. 

The  three-man  commission  "highly 
praised  the  manner"  in  which  John  Jamison 
and  Earl  Wells  filmed  and  recorded  the 

courtroom  proceedings,  the  Charlotte  sta- 
tions report.  Over  2,700  feet  of  film  were 

shot  by  WBTV  during  the  four  days  of 
hearings  for  daily  newscasts,  and  special 
15-minute  and  hour-long  reports  were  aired 
over  WBT. 

We've  read  thousands  of  U.S.  and 
Canadian  newspapers  in  the  past  9 
years,  looking  for  unusual  local  retail 
promotions:  traffic-building  stunts, 
give-aways,  anniversary  gimmicks, 
slogans,  etc.  used  by  local  retailers. 
Result?    We've    assembled    over  300 

ideas 

and  we  challenge  anyone  selling  local 
retail  advertising  to  read  them  with- 

out finding  at  least  10  good  usable 
ideas !  108  pages,  well-illustrated, 
these  300  ideas  are  yours  for  only  $25. 
I.F.I.  Adv.  Agency,  Christie  Bldg., 
Duluth,  Minnesota. 

WBTV    (TV)    CHARLOTTE,    N.  C, 
turned  in  a  recording  record  with  its 

Sept.  5  telecast  of  the  "world's  first 
television  program  to  be  tape  recorded 

and  played  back  on  the  air  in  full 

color  by  a  tv  station."  Joseph  M. 
Bryan  (1),  president  of  the  Jefferson 
Standard  Broadcasting  Co.,  listens  as 

Thomas  E.  Howard,  WBTV  vice  pres- 
ident engineering,  explains  operational 

aspects  of  the  7  by  13  ft.  RCA  record- 
er. For  its  debut  WBTV  aired  The 

Betty  Feezor  Show,  taped  between  1 1 
and  11:30  a.m.  and  broadcast  from  1 

to  1:30  p.m.  with  sound  and  picture 
quality  described  as  perfect.  Costing 

in  excess  of  $100,000,  the  RCA  video- 
tape machine  records  either  color  or 

black-and-white  programs  on  two-inch 
wide  tape.  A  reel  holds  64  minutes  of 

programming.  WBTV's  recorder  is  the 
seventh  built  by  RCA  and  the  first 
delivered  to  a  station. 

WJXT  (TV)  Becomes  WMBR-TV  Call 

WMBR-TV  Jacksonville,  Fla.,  became 
WJXT  (TV)  yesterday  (Sept.  14)  according 
to  an  announcement  by  Glenn  Marshall 
Jr.,  vice  president  of  The  Washington  Post 
Broadcast  Division  and  president  of  WJXT. 

The  Washington  Post  Co.  sold  WMBR- 
AM-FM  Jacksonville  to  a  group  composed 
of  WWDC-AM-FM  Washington,  D.  C, 
owners  Joseph  Katz  and  Ben  Strouse  in 

July  [Changing  Hands,  Aug.  4]. 

Two  Join  Petry  Company 

Martin  Percival  and  Bob  Lewis  last  week 
were  named  account  executives  in  the  New 
York  office  of  the  radio  division  of  Edward 

Petry  &  Co.,  station  representative. 
For  the  past  year  Mr.  Percival  has  been 

a  salesman  for  McGavren-Quinn  Corp.,  sta- 
tion representative.  Before  that  he  served 

with  NBC  Radio  Spot  Sales  and  with  Mc- 
Cann-Erickson  and  Sullivan,  Stauffer,  Col- 
well  &  Bayles. 

Mr.  Lewis  has  been  vice  president  in 
charge  of  sales  of  Television  magazine  for 
the  past  three  years.  Before  that  he  was  a 
radio-tv  account  executive  with  Interna- 

tional News  Service. 

Mark 

Byrne William  Esty  Co.,  Inc. 
New  York 

Please  note  that  WMBR-TV 
in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name— but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 
Post  Broadcast  Division,  rep- 

resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 

A  HAZARD  THAT 

NEVER  SLEEPS 

A  daily  occurrence  — 
Radio  and  TV  Stations 

are  accused  of 

LIBEL  — SLANDER 

PIRACY  —  PLAGIARISM 

INVASION  OF  PRIVACY 

COPYRIGHT  VIOLATION 

through  act  of  station, 
staff,  announcer,  speaker, 

talent,  commentator,  sponsor. 

THE  SPOKEN  WORD  IS  MASTER! 

BUT  you  can 
INSURE 

against  embarrassing  loss 

by  having  our  unique 
Excess  Policy 

at  amazingly  low  cost. 
Write  for  details  and  rates 

EMPLOYERS 

REINSURANCE 

CORPORATION 

2  1   WEST  TENTH  STREET 

KANSAS   CITY,  MO. 

New  York  Chicago        San  Francisco,  - 
.107  William  I75W.  100  Bosh 

St.  Jackson  ■  S* 
Broadcasting 

September  15.  1958    •    Page  83 



STATIONS  CONTINUED 

CHANGING  HANDS 
TRACK    RECORD    ON    STATION    SALES,  APPROVAL 

ANNOUNCED        The  following  ides  of 
station    interests  were 

announced  last  week.  All  are  subject  to 
FCC  approval. 

WRRR  ROCKFORD,  ILL.  •  Sold  to  Radio 
Rockford  Inc.  by  William  E.  Walker  and 
associates  for  $227,900  plus  the  assumption 
of  certain  obligations.  New  owners  own 
WKAN  Kankakee.  III.,  and  the  Kankakee 

Journal.  They  include  Burrell  L.  Small, 
president:  Len  H.  Small,  chairman;  Arthur 

L.  Beckman.  secretary-treasurer  and  Bruce 
Brown,  assistant  secretary.  WRRR  is  1  k\\ 
on  1330  kc.  Transaction  was  handled  by 
Hamilton.  Stubblefield.  Twining  &  Assoc. 

APPROVED  The  following  transfers  of 
station  interests  were  ap- 

proved by  the  FCC  last  week.  For  other 
broadcast  actions,  see  For  the  Record, 

page  92. 

WUST-AM-FM     BETHESDA,     MD.  . 
50.885%  interest  sold  to  WUST  Inc.  (Milton 
Deiner,  president)  by  Carl  J.  Batter  and 
others,  voting  trustees,  for  $190,000. 
WUST  is  on  1120  kc  with  250  w  day. 

WUST-FM  operates  on  106.3  mc  with 
250  w. 

KQUE  ALBUQUERQUE,  N.  M.  •  Sold 
to  WPEO  Peoria,  111.,  by  Edgar  F. 
Pechacek  and  others  for  $210,000.  KQUE 
operates  on  920  kc  with   1   kw  day  and 

500  w  night,  with  directional  antenna  at 

night.  W.  N.  Schepp,  one  of  sellers,  holds 
interest  in  KUSN  St.  Joseph,  Mo.  WPEO 
stockholders  are  Kenneth  R.  Greenwood, 

Robert  Chapin,  Lee  Vaughn  and  Merritt 
Owens. 

REPRESENTATIVE  APPOINTMENTS 

KJEO-TV  Fresno,  Calif.,  names  H-R 
Television  Inc.  as  national  repesentative 
effective  Oct.  1.  ABC-TV  affiliate,  KJEO- 
TV  is  on  ch.  47. 

KFAL  Fulton,  Mo.,  names  John  E.  Pear- 
son Co..  N.  Y. 

KITE  San  Antonio,  Tex.,  names  The  Boiling 

Co.,  N.  Y. 

WKFM  (FM)  Chicago  appoints  Bob  Howe 
public  relations  agency,  Chicago,  to  handle 
its  publicity. 

WITH  Baltimore,  WLEE  Richmond, 
WXEX-TV  Richmond  and  WUSN-TV 

Charleston,  S.  C,  name  McGavren-Quinn 
Corp.,  N.  Y.,  in  all  areas  except  New  York. 

WITH,  WUSN-TV,  WLEE  and  WXEX-TV 
are  represented  in  New  York  by  Select  Rep- 

resentatives, N.  Y. 

STATION  SHORTS 

KUTE  (FM)  Glendale,  Calif.,  has  issued 

Rate  Card  #3,  doubling  Class  A  rate  (6  a.m.- 
12  midnight)  from  $3  to  $6  for  one  minute, 

WHOOPS 

A  promotional  gimmick  by  WBOY- 
TV  Clarksburg,  W.  Va.,  got  more 

publicity  than  the  station  bargained 
for — not  the  most  favorable  kind. i 

The  gimmick:  An  air  drop  of  some 

300  war  surplus  paper  parachutes  dec- 
orated with  30-ft.  aluminum  foil 

streamers  ot  promote  a  new  series  of 
feature  films  (see  story,  page  87). 

The  result:  Power  lines  burned  out; 

radio  and  tv  sets  short-circuited;  a 
woman  knocked  unconscious  after 

touching  a  streamer  draped  over  a 

power  line;  a  powerless  bakery  missed 
a  bread-run,  and  one  newspaper  lost 

several  minutes  of  its  news  wire  serv- ice. 

Added  result:  banner  headlines  in 

area  papers. 

from  $2  to  $4  for  30  seconds,  with  fixed 

positions.  Class  B  (midnight-6  a.m.)  remains 
at  $3  per  minute,  $2  for  30  seconds,  run  of 
schedule.  New  card  also  offers  10-second 

time  signals  and  package  rates  for  concen- 
trated 30-day  or  13-week  campaigns  of  from 

two  to  eight  announcements  per  day,  with 

discounts  ranging  from  5%  to  20%  from 
base  rate. 

Meredith  Publishing  Co.  (owners  of  KCMO- 
AM-FM-TV  Kansas  City;  KPHO-AM-TV 

Phoenix,  Ariz.;  WOW-AM-TV  Omaha, 
Neb.;  WHEN-AM-TV  Syracuse,  N.Y.,  and 
KRMG  Tulsa,  Okla.)  has  presented  deed 

for  50  acres  of  land  to  Des  Moines  Inde- 

pendent Community  School  District  in 
northwest  Des  Moines.  Plans  call  for  cluster 

of  multi-story  buildings  to  serve  between 

800  and  1,000  junior  high  students  and  1,- 
500  to  2,000  senior  high  students. 

KLOK  San  Francisco  has  dedicated  its  new 
international  studio  at  846  Clay  St.  (in 

city's  famed  Chinatown  district)  with  Cal- 
ifornia Gov.  Goodwin  Knight,  San  Fran- 

cisco consuls  general  from  China,  Japan, 

Mexico,  Greece,  Portugal,  Italy  and  Yugo- 
slavia and  other  civic  dignitaries  participat- 

ing in  ceremonies. 

WJR  Detroit  will  broadcast  selected  pre- 
season and  all  league  games  of  Detroit 

Lions,  professional  football  team,  for 
seventh  consecutive  season.  Bob  Reynolds 

will  describe  pre-season  games  while  Van 
Patrick  will  handle  regular  season  contests. 

KSAY  San  Francisco  and  KEEN  San  Jose 

have  joined  A-Buy  of  California  radio 

group,  bringing  A-Buy's  total  to  14.  Addi- tion of  new  stations  was  announced  by 

George  P.  Hollingbery,  S.  F.,  which  repre- 
sents A-Buy  stations  collectively  and  in- 

dividually. Additional  group  discounts  up 
to  15%  off  base  rates  have  been  approved 

by  member  stations.  Added  discounts  will 
be  12%  for  10-station  or  more  purchase 
and  15%  for  12-station  or  more  buy. 

WDVL  Vineland,  N.  J.,  announces  target 

date  of  Sept.  30  for  start  of  on-air  opera- 
tions. WDVL  is  500  watt  daytimer  at  1270 

kc. 

IT  SOUNDS  GOOD  but 

Chances  are  that  a  moose  will  respond  when 

he  hears  another  moose  call.  And  if  that 

moose  call  is  from  a  hunter,  the  world  be- 

comes poorer  by  one  moose.  On  the  other 

hand,  had  the  moose  stopped  to  investigate, 

he  would  still  be  around.  In  broadcast  nego- 

tiations, it  pays  to  investigate  any  proposed 

media  buy,  through  Blackburn  &  Company. 

Experience  has  proved  that  Blackburn  & 

Company  is  consistent  in  producing  quality 

transactions. 

J^lackburn  <S"  Company 
NEGOTIATIONS  •  FINANCING  •  APPRAISALS 

WASHINGTON,  D.  C.  ATLANTA  CHICAGO 
James  W.  Blackburn        Clifford   B.  Marshall  H.  W.  Casill 

Jack  V.  Harvey  Stanley  Whitaker  William  B.  Ryan 
Washington  Building  Healey  Building       333  N.  Michigan  Avenue 

STerling  3-4341  JAckson    5-1576  Financial  6-6460 
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PROGRAMS  &  PROMOTIONS 

CBS-TV  Daytime  Show  Promotion 

To  Attract  49  Woman  Reporters 

An  investment  by  CBS-TV  of  $50,000  in 

a  promotion  titled  "The  CBS-TV  Daytime 
Televisit  Week,"  has  already  netted  the  net- 

work about  $500,000  in  newspaper  and  tele- 
vision advertisement  and  editorial  support, 

according  to  network  officials.  The  pro- 
motional event  reaches  its  climax  this  week 

in  an  eight-day  visit  to  New  York  by 
49  women,  representing  the  typical  viewer 
in  each  state,  including  Alaska. 

The  promotion  enlisted  the  cooperation  of 
49  tv  stations  (one  from  each  state)  and 
a  local  newspaper.  Starting  on  Aug.  6,  the 
stations  annd  newspapers  jointly  conducted 
a  contest  to  select  a  woman  viewer  who 

would  act  as  the  hometown  newspaper  cor- 
respondent in  New  York  during  this  week. 

The  winning  contestants  completed  the 

sentence,  "I  would  like  to  be  the  reporter 
at  the  'CBS-TV  Daytime  Televisit  Week' 
because  .  .  ." 

CBS-TV  is  paying  all  expenses  for  each 
woman,  starting  last  Saturday  (Sept.  13) 
through  this  Saturday  (Sept.  20)  and  will 

escort  visitors  to  CBS-TV  daytime  pro- 
grams, introduce  them  to  the  personalities, 

and  have  them  sit  in  on  rehearsals  and  pro- 
duction meetings.  A  special  communications 

center  has  been  set  up  at  the  Hotel  Warwick 
in  New  York  from  which  the  woman  will 

report  daily  to  their  newspapers. 
The  project  was  conceived  under  the 

direction  of  Oscar  Katz,  CBS-TV  vice 
president  in  charge  of  daytime  programs 

Peter 

Levathes 

Young  &  Rubicam,  Inc. 

New  York 

Please  note  that  WMBR-TV 

in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name— but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 

Post  Broadcast  Division,  rep- 
resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 

Broadcasting 

THAT'S  "Pops"  on  the  left.  He's  a 
weasel,  and  the  mascot  for  WEZL 
Richmond,  Va.  On  the  right  is 

"Peeps,"  a  white  rat  originally  des- 
tined for  a  less  happy  fate.  Pops  and 

Peeps  both  came  from  Maine,  shipped 

in  a  crate  marked  "Weasel  and  Food." 
They  both  arrived  safely  and  are  now 

inseparable,  two-mascot  WEZL  re- 

ports. 
and  developed  by  Ed  Friendly,  daytime  pro- 

gram director  and  Alan  Brandt  and  David 
Gordon  of  Brandt  Public  Relations,  New 

York,  which  handles  exploitation  and  pro- 

motion for  the  network's  daytime  schedule. 
Charles  Steinberg,  CBS-TV  director  of  press 
information,  supervised  publicity  on  the 

project. 
KLAC  Reinstates  D.J.  Team 

After  Summer  Top  40  Fling 

KLAC  Los  Angeles,  which  last  spring 

dropped  the  "Big  Five"  disc  jockey  team 
that  had  been  the  core  of  the  station's  pro- 

gramming and  adopted  a  full-scale  "New 
Sound"  program  format  of  top  40  music  and 
staccato  news  features  [Stations,  April  14], 

yesterday  (Sept.  14)  reversed  itself  and  re- 
instated disc  jockeys  as  a  basic  part  of  its 

schedule. 

New  "Big  Six"  of  KLAC  are:  Bob  Hop- 
kins, actor-comedian  who  has  not  previously 

been  a  disc  jockey,  who  will  handle  the  6- 
10  a.m.  programming;  Nick  Paul,  from 

KRLD  Dallas,  10  a.m.-l  p.m.;  Jack  Slat- 
tery,  announcer  on  the  Art  Linkletter  Show, 
who  will  continue  in  that  capacity  in  addition 

to  serving  as  a  KLAC  d.j.,  1-4:30  p.m.; 
Claude  Stroud,  comedian  who  with  his 
brother  formed  a  successful  team  on  network 

radio  a  few  seasons  back,  4:30-8  p.m.;  Ron 
McCoy,  from  KLUB  Salt  Lake  City,  8  p.m.- 
12  midnight;  Biff  Collie,  who  has  been  trav- 

eling with  the  Phillip  Morris  country  music 
show  and  was  formerly  at  KPRC  Houston, 
12-6  a.m. 

Arnold  Marquis,  veteran  radio  writer- 
director-producer,  newly  appointed  program 

HOP  TO  IT 

H.  Preston  Peters,  Lloyd  Griffin, 

Russel  Woodward  and  other  top  exec- 
utives of  Peters,  Griffin,  Woodward 

Inc.,  station  representative,  received  a 
package  from  Edwin  K.  Wheeler, 

general  manager,  WWJ-AM-TV  De- 
troit. In  an  accompanying  note  Mr. 

Wheeler  told  the  stations  representa- 

tive, "Hop  to  it.  Let's  keep  the  WWJ 
stations  on  top."  In  the  package: 

pogo  sticks. 

new 

authoritative 

more  complete  than  ever 

the  600-page  1958 
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show  executive  personnel,  net- 

work, power,  frequency  or  chan- 
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group  ownership 

subscription  copies  mailed  late 

September 
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PROGRAMS  &  PROMOTIONS  continued 

Ou$t  like  Pa vi I 

and  "his  kntovn 

people REACT 

to  the 

voice  and  vision 

of  NBC  in 

South  Bend  -  Elkhart 

call  Petry  today! 

WNDU-TV 
 — BERNIE  BARTH  &  TOM  HAMILTON 

Len 

Matthews 

Leo  Burnett  Co.,  Inc. 

Chicago 

Please  note  that  WMBR-TV 

in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name— but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 

Post  Broadcast  Division,  rep- 
resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 

HOOP  twirling,  rising  fast  as  a  national  fad,  and  bathing  beauties,  always  in  style, 

were  combined  by  KDKA-TV  Pittsburgh  as  a  reminder  to  downtown  shoppers  that 
the  station  would  carry  the  Miss  America  Contest  telecast  from  Atlantic  City  Sept.  6. 

director  of  KLAC,  points  to  the  inclusion  of 
two  comedians  in  the  new  d.j.  lineup  as  an 
innovation  in  station  programming.  The 
comics  have  been  scheduled  for  the  morn- 

ing and  afternoon  traffic  hours  in  hopes  of 

gaining  a  part  of  the  city's  sizeable  highway 
audience.  Mr.  Marquis,  who  has  been  as- 

sociated with  Don  Fedderson,  program  pack- 
ager and  long  time  program  consultant  to 

KLAC,  succeeds  George  Norman,  resigned. 
Mr.  Norman,  who  joined  KLAC  as  vice 
president  of  operations  last  April,  created 
the  disc  jockeyless  program  format  for  the 
station. 

KCUB  Celebrates  New  Ownership 

For  its  first  promotion  campaign  to  cele- 
brate the  acquisition  of  KCUB  Tucson, 

Ariz.,  by  the  Gordon  Group  of  stations, 
KCUB  opened  with  a  listener  contest  in 

which  one  record  ("Firefly")  was  played  for 
an  entire  day.  The  listener  who  guessed  cor- 

rectly the  number  of  times  it  was  played  was 

awarded  a  three-day,  expense-paid  vacation 
in  Las  Vegas,  plus  an  additional  $50  to 
spend,  and  dinners  for  two  at  a  Tucson 
restaurant. 

During  its  three  opening  days  promotion, 

KCUB  also  featured  a  "Lucky  Bear  Hunt" 
for  Tucson  residents.  More  than  100  toy 

cub  bears  were  placed  with  merchants.  Lo- 
cations were  announced  four  times  an  hour 

for  the  three  days.  The  bears  were  redeem- 
able at  the  station  for  prizes.  Additional 

contest  promotion  came  from  girls  who 
carried  the  cub  bears  while  being  driven 
through  the  city  in  Thunderbirds.  The 
girls  distributed  jars  of  honey  with  labels 

inviting  the  public  to  "Be  Our  Honey." 

WRGP-TV  Puppet  Flies  to  Europe 
Children  viewers  of  Circle  3  Ranch  on 

WRGP-TV  Chattanooga,  Tenn.,  were  asked 

for  two  weeks,  "Where  is  Homer  Duck?" 
"Homer"  is  the  puppet  sidekick  of  Tom 

Willette,  emcee  of  the  weekday  children's 
program.  Several  thousand  postcards  were 
received,  the  station  reports,  giving  guesses 

to  the  duck's  whereabouts.  With  the  cooper- 
ation of  Eastern  Airlines  and  the  Scandina- 

vian Airlines  System,  Homer  was  flown  to 

Copenhagen,  Denmark,  where  he  was  given 
a  tour  of  the  city  by  airline  hostesses.  Prizes 
for  correct  guesses  included  bicycles,  a 
camera,  cowboy  boots  and  several  puppies 
and  kittens. 
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WEAU-TV  Shows  'Appreciation' 

Approximately  35,000  persons  attended 

the  Aug.  24  celebration  of  "Appreciation 
Day"  sponsored  by  WEAU-TV  Eau  Claire, Wis. 

Thirty  participating  sponsors  joined  the 

event  in  the  station's  "back-yard"  with 
booths,  fashion  shows  and  product  demon- 

strations. A  midway  featured  pony  rides, 
ferris  wheels  and  boat  rides,  all  free  for 

children.  A  five-hour  presentation  of  the 

day's  activities  was  telecast  with  the  remote 
facilities  of  WEAU-TV.  Announcers  de- 

livered live  commercials  from  th©  sponsors' 
booths.  Entertainers  who  helped  extend  the 

station's  appreciation  to  its  viewers  included 
George  Morgan,  Nashville  singing  star,  and 
Sonny  James,  Capitol  recording  star. 

KXOK  'Hooplas'  for  Listeners 

KXOK  St.  Louis,  Mo.,  is  giving  away  16 

"hula-hoops"  a  day  in  promotion  campaign 
for  listeners  based  on  the  nationwide  hoop 

craze  and  the  new  record  "Hoopa  Hoola." 
A  hoop  recipient  is  named  each  time  KXOK 

airs  the  record  and  a  hoop  is  delivered  di- 

rectly to  the  listener's  home.  KXOK's 
"Hoopla"  began  Sept.  6  and  continued 
through  Saturday  (Sept.  13). 

Numbers  in  Popcorn  Win  Prizes 

WBZ-TV  Boston  viewers  entered  a  con- 

test promoting  the  showing  of  the  "Going 
My  Way"  movie  by  getting  a  free  bag  of 
popcorn  from  one  of  five  Boston  area  loca- 

tions. Contained  in  each  bag  was  a  num- 
bered certificate.  Winning  numbers  for  a 

grand  prize  of  a  beaver  coat  and  a  21 -inch 
RCA  color  tv  set  and  40  additional  prizes 
were  announced  during  the  debut  of  the 
stations  new  Sunday  afternoon  feature  film 
show.  Command  Performance. 

ABC-TV  Offers  Show  for  Teachers 

ABC-TV's  Bold  Journey  (Mon.  8:30-9 

p.m.)  second  teacher's  guide  program  will 
get  underway  today  (Sept.  15)  with  guides 
distributed  to  over  100,000  teachers  through- 

out the  U.  S.  by  the  program's  sponsor, 
Ralston  Purina  Co.,  St.  Louis. 

The  guides,  which  are  distributed  to  teach- 
ers at  their  request  only,  were  distributed 

last  year  to  only  18,000  teachers.  The  guides 
provide  a  synopsis  of  each  program  and 
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questions  and  answers  to  help  plan  class- 
room discussions  before  and  after  the  stu- 
dents see  the  telecast,  in  addition  to  a  bibli- 

ography for  further  reading  on  each  subject 
and  a  glossary  of  words  used  in  the  program. 
Ralston  Purina  agency  is  Guild,  Bascom  & 
Bonfigli,  San  Francisco. 

Queen  Reigns  Over  WAVE  Parade 

A  total  of  2,873  postcard  votes  were  cast 

by  WAVE  Louisville,  Ky.,  listeners  in  a  con- 

test to  select  a  "Miss  Roaring  Twenties" 

queen  to  promote  the  station's  second  an- 
nual antique  auto  parade.  Six  queen  candi- 

dates competed  in  a  "Charleston  dance  con- 
test" televised  by  WAVE-TV.  Second  and 

third  place  winners,  "Miss  Flapper"  and 
"Miss  Charleston,"  also  rode  in  the  parade. 

Advance  publicity  in  two  Louisville  news- 
papers and  in  Tv  Guide  helped  to  attract 

crowds  along  the  25-mile  parade  route. 
Parade  cars  included  16  vehicles  from  the 

Louisville  Antique  Auto  Club.  WAVE  pre- 

sented a  plaque  to  '06  Maxwell  as  the  best 
restored  car  in  the  parade. 

WBOY-TV  Drops  Passes  for  Show 

To  climax  a  week-long  promotion  an- 
nouncing the  premiere  of  first  run  movies  on 

its  program  Stage  12,  WBOY-TV  Clarks- 
burg, W.  Va.,  dropped  300  parachutes  over 

central  West  Virginia  with  season  passes 
attached  for  viewing  the  films  each  Saturday 
and  Sunday  evening. 

WFGA-TV  Helps  Out  School  Board 

The  Duval  County,  Fla.,  School  Board's 
pre-term  teachers  meeting  was  held  this 
year  with  the  aid  of  WFGA-TV  Jackson- 

ville. The  station  canceled  45-minutes  of 
network  programming  to  telecast  the  school 

board's  meeting  that  was  seen  by  3,500 
teachers  on  tv  sets  placed  in  schools  by 

local  dealers.  Airing  the  meeting  accom- 
plished in  45-minutes  what  previously  had 

required  several  separate  sessions. 

WDSU  Day  Draws  Record  Crowd 

WDSU-AM-TV  New  Orleans  drew  a 

crowd  estimated  at  110,000  to  Pontchar- 
train  Beach  Amusement  Park  for  the  sta- 

tion's ninth  annuel  WDSU  Day.  The  at- 
tendance figure  topped  all  records,  park  of- 

ficials told  WDSU. 

A  joint  radio  and  television  venture,  the 

event  this  year  was  expanded  from  its  pre- 
vious evening  program  to  an  all-day  sched- 

ule, which  included  a  "Meet  Your  Favorite 
Personalities"  feature,  special  prices  on 
rides,  a  "see  yourself  on  tv"  feature  and  a fireworks  display. 

CJON-TV  Plans  Drama  Festival 

CJON-TV  St.  Johns,  Nfld.,  is  underwriting 

as  a  public  service  this  fall  a  special  one- 
act  drama  festival  on  live  television  in  order 

to  develop  dramatic  actors  and  actresses  in 
the  province.  Invitations  have  been  sent  to 

drama  groups  in  Newfoundland.  CJON- 
TV  will  pay  transportation  costs,  create 
scenery  and  stage  effects  and  will  provide 
each  group  with  rehearsal  facilities  before 

the  station  begins  its  planned  week-long 
festival. 

WHDH  Radio  Ad  Features  Dulles 

As  a  means  of  dramatizing  the  public  af- 
fairs and  news  impact  of  radio,  WHDH 

Boston  placed  a  660-line  advertisement  in 
the  Sept.  5  issue  of  the  Boston  Herald,  re- 

printing a  Sept.  4  AP  story  on  Secretary  of 

State  John  Foster  Dulles.  The  story  re- 
ported that  while  Mr.  Dulles  was  riding  to 

the  Washington  airport,  he  had  his  driver 
slow  down  so  that  he  could  hear  a  newscast 

before  boarding  a  plane.  WHDH's  conclu- 
sion: "Those  who  make  the  news  depend  on 

radio  for  the  news." 

D.  J.  Measures  'Weiner  Distance' 

Chuck  Breece,  d.j.  at  WFBM  Indianapo- 
lis, asked  listeners  to  his  Indianapolis  at 

Night  show,  to  guess  the  number  of  hot 
dogs  it  would  take  to  stretch  from  the 

HI  NEIGHBOR  WEEK  interviews  were  conducted  by  WOOW  Washington,  N.  C, 

using  its  5  w  "Little  Red  Wagon"  remote  transmitter.  Bill  Moore  (second  r) 
wheeled  the  completely  self-contained  unit  (powered  with  a  12  volt  battery)  up 

and  down  the  city's  Main  St.  some  four  miles  from  WOOW's  transmitter  and 
engaged  passers-by  in  on-air  conversations. 
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NEED  5  KW  TRANSMITTERS? 

Approach  No.  1 FM-5000A 

Transmitter 
Meets  all  FCC  & 

RETMA  specs.  Can 
be  multiplexed. 
Utilizes  single 

4CX5000A  tetrode 

PRICE  $9995.00 

Approach  No.  2 FM-5000A  Amplifier 

Can  be  driven  by  any  250  watt  or 

higher  power  transmitter. 

PRICE  $7995.00 

1  KW  FM  TRANSMITTER? 

Approach  No.  1 
FM-1000A 

Transmitter 
Meets  all  FCC  & 

RETMA  specs.  Can  be 
multiplexed 

PRICE  $3995.00 

Approach  No.  2 
FM-1000A 

Amplifier Can  be  used  with  any 

250  watt  transmitter 

to  produce  1000  watts 
PRICE  $2495.00 

industrial  transmitters 

and  antennas 
235   fairfleld   ave.   upper  darby,  pa. 

write  for  additional  information 

ITA 
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PROGRAMS  &  PROMOTIONS  continued 

WFBM  studios  to  a  hi-fi  distributor,  tour 

blocks  away.  To  get  the  answer  for  his  con- 
ical Mr.  Breece  measured  the  distance  with 

a  ten-toot  string  of  hot  dogs  contributed  by 
a  meat  packing  company  sponsor. 

With  the  help  of  the  hi-fi  equipment  dcal- 

ei  and  a  pretty  model,  Mr.  Breece  dis- 

covered the  winning  guess  of  5,228'/2  wei- 
ners  was  just  one-half  a  wciner  short  of  the 
actual  distance.  The  winner  was  awarded  a 

year's  supply  of  hot  dogs  and  a  hi-fi  set. 

WTIX  Hosts  70,000  at  Beach 

WT1X  New  Orleans  estimates  attendance 

reached  70.000  at  the  station's  fourth  annual 

WTIX  Appreciation  Day  Aug.  21  at  Ponch- 
,ii train  Beach. 

Events  for  WTIX  guests  included  "pool- 
side"  broadcasts  by  Ken  Karlton  and  Rod 

Roddy,  station  personalities;  the  distribu- 
tion of  more  than  5,000  records;  and  free 

rides  at  the  beach  amusement  park  for 

people  of  all  ages  during  a  three-hour  period. 
An  hour-long  stage  show  featuring  all  WTIX 

personalities  and  guest  recording  stars  cli- 

maxed the  day's  activities. 

Slides  Sell  Tv  for  W1CU-TV 

Promotion  Manager  Jim  Spence  of 

W1CU-TV  Erie,  Pa.,  has  launched  a  cam- 
paign to  promote  local  television  sales  by 

utilizing  sales  messages  over  promotion 
slides  of  network  shows  during  programs 
which  attract  male  audiences.  For  example, 

a  Twenty-One  slide  points  out,  "There's  big 
money  in  television  .  .  ." 

Arthur 

Pardoll 

Foote,  Cone  &  Belding 
New  York 

Please  note  that  WMBR-TV 

in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name— but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 

Post  Broadcast  Division,  rep- 
resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 

PEOPLE 

ADVERTISERS  &  AGENCIES 

JAMES  J.  NANCE,  former  head  of  Studebaker- 
Packard  Co.  and  vice  president  and  general  man- 

ager of  Ford  Motor's  Mercury-Edsel-Lincoln  Div., 
resigned.  BEN  D.  MILLS,  vice  president  and  assist- 

ant general  manager  of  division,  succeeds  him. 
In  other  change,  WALKER  A.  WILLIAMS,  vice  chair- 

man of  Ford  dealer  policy  board  since  April 
1956,  elected  vice  president  and  moved  into 
Mr.  Mills'  former  post.  Though  Mr.  Nance's 
resignation  not  explained,  it  is  pointed  out  di- 

vision's sales  have  not  lived  up  to  expectation. 
WILLIAM  H.  FINE,  who  resigned 
last  month  as  executive  edi- 

tor of  Good  Housekeeping 
magazine,  joins  Reach,  Mc- 
Clinton  &  Co.,  N.Y.,  as  v.p. 
and  director  of  market  de- 

velopment. Mr.  Fine's  other associations  in  publication 
field  included  publisher  of 
Bride  &  Home;  fashion  ad- 

vertising manager  and  west 
coast  general  manager,  Mc- 
Call  Corp.,  and  publisher  of 
various  Westchester,  N.Y., 

papers. 

A  WEEKLY  REPORT  OF  FATES  AND  FORTUNES 

MR.  FINE 

H.  TAYLOR  PROTHEROE,  creative  director  of  Cobak- 
Jessop  Adv.  Co.,  Akron,  Ohio,  elevated  to  gen- 

eral manager  succeeding  late  GEORGE  J.  COBAK. 

LOUIS  E.  DEAN,  previously 
with  Kudner  Agency  in 

charge  of  General  Motors' institutional  account,  re- 
joins D.  P.  Brother  &  Co., 

Detroit,  Mich.,  as  v.p.  Mr. 
Dean  started  his  career  as 
radio  announcer  and  was 
first  connected  with  D.  P. 
Brother  as  member  of  radio 

department   in  1930's. 
GEORGE  R.  GIBSON,  with  Paris 
&  Peart  Inc.,  N.Y.,  as  ac- 

count supervisor,  promoted  to  agency  v.p. 

JEROME  D.  GREENBERG,  formerly  with  WAAT 
Newark,  N.J.,  as  account  executive,  appointed 
v.p.  of  Scheck  Adv.,  Newark. 

HARRY  L.  CASE,  formerly  sales 
manager  of  WHIM  Provi- 

dence, R.I.,  elected  v.p.  of 
Creamer-Trowbridge  Co.  (ad- 

vertising), Providence.  Mr. 
Case  was  previously  with 
WORC  Worcester,  Mass.,  as 
program  director. 

ROBERT  GUGGENHEIM,  v.p.  and 
general  manager  of  Mac- 
Manus,  John  &  Adams'  west coast  operations  for  four 
years,  resigns  to  become 

more  active  in  tv,  radio  and  motion  pictures  for 
tv.  He  is  succeeded  by  RALPH  YAMBERT,  v.p.,  as 
manager  of  MJ&A's  west  coast  operations. 

HADLEY  P.  ATLASS,  14  years  with  Young  &  Rubi- 
cam's  merchandising  department,  elected  v.p. 
and  named  associate  director  of  merchandising 
department. 

MORTON  L.  SALAN  appointed 
v.p.  in  Baltimore  office  of 
W.  B.  Doner  &  Co.,  advertis- 

ing. Mr.  Salan  will  act  as 
supervisor  on  several  of 
agency's  national,  regional and  local  accounts. 

KAY  OSTRANDER,  formerly  ex- 
ecutive time  buyer  for  Ho- 

nig-Cooper,     Harrington  & 
Miner.   S.F.,   appointed  head 
of  media  department  at  An- 
derson-McConnell,    Los  An- 

geles advertising  agency.    FAYTHE  VENT,  still  on 
A-M   staff,   resigns   later   this  month   to  seek 
master's  degree  at  TJ.  of  Southern  California. 

NEWT  MITZMAN,  senior  commercial  producer, 
Ogilvy,  Benson  &  Mather,  N.Y.,  to  manager  of 
commercial   production,   radio -tv  department. 

MR.  CASE 

MR.  SALAN 

Using  manager  for  KTSM-AM-TV  El  Paso,  Tex., 
joins  Vic  Maitland  &  Assoc.,  Pittsburgh,  in  radio 
and  tv  department. 

ROBERT  F.  LIMA,  technical  editor,  The  American 
Automobile  and  Et  Automobil  Americano,  to  in- 

ternational department,  MacManus,  John  & 
Adams,  N.Y.,  as  international  copy  supervisor. 

MANSON  M.  STEFFEE,  formerly  with  Campbell  - 
Ewald  Co.,  Detroit  and  VanSant,  Dugdale  and 
Company,  Baltimore,  joins  Henderson  Adv. 
Agency,  Greenville,  S.C.,  as  copy  writer.  MIR- 

IAM SANDERS,  formerly  with  WSB-TV  in  Atlanta. 
Ga.,  to  television  and  radio  department  of 
Henderson. 

DICK  FANSLER,  formerly  advertising  and  public  re- 
lations director  for  Rosarita  Mexican  Foods. 

Mesa,  Ariz.,  joins  creative  staff  of  Stiller-Hunt, 
advertising,  Beverly  Hills,  Calif. 

HELEN  GURLEY,  with  LA.  office  of  Foote,  Cone  & 
Belding  10  years,  joins  Kenyon  &  Eckhardt  in 
L.A.  as  copywriter  for  Max  Factor  Products. 
ALBERT  D.  CLARKE  joins  K&E  as  media  manager 
of  Montreal  office  after  having  served  Cockfield 
Brown,  Montreal. 

MARIE  C.  FINNEY,  copywriter,  L.  C.  Miller  Co. 
(newly-merged  with  Lennen  &  Newell),  to  sim- 

ilar post  at  Hicks  &  Greist,  both  N.Y. 

GEORGE  J.  COBAK,  49,  president  of  Cobak-Jessop 
Adv.  Co.,  Akron,  Ohio,  died  Aug.  23  following 
heart  attack.  Mr.  Cobak  had  been  account  execu- 

tive with  Jessop  agency  since  1947.  In  June  1957 
he  purchased  24-year-old  company. 

FILM 

ARTHUR  GREENFIELD,  previously  Seattle  branch 
manager  for  Universal  International,  joins 
Screen  Gems  Inc.  as  northwest  sales  manager. 

ANTHONY  J.  TORREGROSSA,  assistant  sales  service 
manager,  Ziv  Television  Programs,  to  Independ- 

ent Television  Corp.,  N.Y..  as  sales  service manager. 

STANLEY  LEVINE,  formerly  public  relations  man- 
ager, Popular  Publications  Inc.,  appointed  press 

editor  at  California  National  Productions,  NBC's 
film  subsidiary.  Mr.  Levine  was  once  news 
editor  and  script  writer  at  Warner  Pathe  News. 

NETWORKS  wmmmmmmmmmmmmmm 

LAMONT  JOHNSON,  LIVIA  GRANITO,  WALTER  GRAU- 
MAN  and  ALAN  COOKE  engaged  as  executive  pro- 

ducers for  new  NBC -TV  series  The  Further  Ad- 
ventures of  Ellery  Queen,  debuting  Sept.  26. 

CHARLES  VAN  DOREN,  winner  on  NBC-TV's 
Twenty-One  quiz  show  last  year,  joins  "per- 

manent" staff  of  Today  show  on  NBC-TV  effec- 
tive Oct.  6.  Mr.  Van  Doren  will  have  regular  part 

of  early  morning  show  for  reviews,  discussions and  comments. 

STATIONS 

WALLY  VOIGT,  sales  manager 
of  WRAP  Norfolk,  Va.,  ap- 

pointed general  manager  of 
Tobacco  Radio  Network.  Mr. 
Voigt  was  general  manager 
of  WAIR  Winston -Salem, 
N.C.,  for  several  years  and 
was  also  associated  with 

WWOD  Lynchburg,  Va.  To- 
bacco Radio  Network  is  com- 

posed of  12  eastern  North 
Carolina  stations  and  one 
South  Carolina  station. 

MR.  VOIGT 

NED  RICHARDSON,  KPAY  Chico  owner,  and  AL- 
BERT MADDEN,  KIDD  Monterey  general  manager, 

elected  to  board  of  directors  of  A-Buy  of  Cali- 
fornia radio  stations  at  recent  meeting.  KNOX 

LaRUE,  KSTN  Stockton  owner  and  group  treas- 
urer, made  permanent  director. 
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JACK  R.  ELLIOTT,  formerly  promotion  and  adver- WILLIAM  J.  GARRY,  commercial  manager  of  WBUD 
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Trenton,  N.J..  elevated  to  v. p.  in  charge  of 
sales. 

FRED  VON  HOFEN,  formerly 
part-owner  and  manager  of 
KENO  Las  Vegas,  Nev., 
named  station  manager  of 
KGW  Portland.  Ore.  Mr.  Von 
Hofen  was  previously  station 
manager  of  KING  Seattle, 
Wash. 

TOM  FLYNN,  formerly  produc- 
tion manager  of  KMJ-TV, 

Fresno,  Calif.,  appointed 
manager  of  radio  station 
KERN  in  Bakersfield,  Calif., 

MR.  VON  HOFEN 

McClatchy  Newspapers'  station. 

HOWARD  FINCH  resigns  as  executive  v.p.  of 
WJIM-AM-TV  Lansing,  Mich.,  and  as  member 
of  Board  of  Directors  of  Gross  Telecasting  Inc.. 
effective  Oct.  1.  Future  plans  have  not  been  an- 
nounced. 

TOM  BENNETT,  formerly  with 
NBC  as  producer,  director 
and  talent  scout,  appointed 
managing  director  of  pro- 

posed second  uhf  educational 
channel  to  be  operated  by 
WQED  (TV)  Pittsburgh. 
WQED  applied  for  second 
channel  to  better  service 
schools  and  to  make  channel 
available  to  special  groups 
such  as  industry  and  labor. 

What  a  wonderful  souvenir  for  them  to  leave  us!" 

MR.  BENNETT 

JAMES  E.  CONLEY,  previously 
account  executive,  CBS-TV  Spot  Sales,  Chicago, 
to  WCAU-TV  Philadelphia  as  general  sales  man- 

ager. Other  WCAU-TV  appointments:  ROBERT 
N.  PRYOR,  v.p.  in  charge  of  public  relations  for 
WCAU  stations,  to  director  of  promotion  and 
information  services;  JOHN  M.  DOIPH  JR.,  as- 

sistant program  director  of  WCAU-TV,  to  pro- 
gram director,  and  MEL  LEVINE,  assistant  man- 
ager, WCAU-TV,  to  administrative  assistant  to 

general  manager. 

MORT  HENDRICKSON,  formerly  part  owner  of 
WKDN  Camden,  N.J.,  and  WHAP  Hopewell,  Va., 
assumes  duties  as  manager  of  WDVL  Vineland, 
N.J.,  new  station  scheduled  to  begin  operations 
Sept.  30.  Other  WDVL  appointments:  RICHARD 
FERRY,  sales  representative;  BOB  MacFARLAND,  sales 
and  special  events  man;  HENRI  MOREY,  librarian, 
account  department,  and  VIVIAN  HENDRICKSON 
and  JACK  JONES,  general  staff  members. 

JOHN  D.  (JACK)  HARVEY,  commercial  manager, 
WRRR  Rockford,  111.,  named  general  manager 

'  of  WSHE  Sheboygan,  Wis.  DON  HOOVER,  sales manager  of  WKAN  Kankakee,  111.,  succeeds  Mr. 
Harvey  as  WRRR  commercial  manager. 

JAMES  CANYON,  formerly  program  manager, 
WEZL  Richmond,  Va.,  elevated  to  general  man- 

ager. NEWT  THOMAS,  former  manager,  continues 
at  WEZL  on  sales  staff. 

RAY  STARR  named  general  manager  of  WGRO 
Lake  City,  Fla.  Other  appointments  for  new  sta- 

tion, scheduled  to  go  on  air  in  October,  are 
TOBEY  DOWDY,  DON  DOCKERY  and  ROBERT  DOBEL- 
STEIN,  administrative  staff  members. 

i 

WARREN  STOUT,  formerly  with  KOAM  Pittsburg, 
Kan.,  to  KFAL  Fulton,  Mo.,  as  national  sales 
manager. 

JOHN  G.  LEITCH,  veteran  of  29  years  service  with 
WCAU-AM-FM  Philadelphia  and  v.p.  in  charge 
of  engineering  since  1949,  appointed  director  of 
engineering  for  WCAU-AM-FM-TV.  CHARLES  V. 
LYNCH,  comptroller  for  WCAU-AM-FM,  named 
comptroller  for  WCAU-AM-FM-TV. 

BARNEY  OGLE,  formerly  with  NAB  in  stations  re- 
lations department,  to  KENS  San  Antonio  as 

assistant  general  manager. 

WAYNE  VAUGHN  moves  from  WEWS  (TV)  Cleve- 
land sales  department  to  WGBS  Miami  as  na- 

tional sales  executive. 

FLOYD  A.  TIMBERLAKE,  formerly  with  RCA  as 
broadcast  tv  field  sales  representative,  joins 
WKBW-TV  Buffalo,  N.Y.,  permittee,  as  chief 
engineer. 

HAL  BIARD,  KCOP  (TV)  Los  Angeles  director  of 

The  naive  Trojans  would  have  been  wise  to  take  a 

sharper  look  at  their  Grecian  gift-horse.  Today,  in  tele- 
vision and  radio,  successful  decisions  can  be  made  only 

by  studying  the  facts.  There  is  no  more  complete,  accu- 
rate reporter  of  broadcast  advertising  facts  than  Broad- 

casting. More  businessmen  PAY  to  get  Broadcasting 
than  for  the  next  three  publications  combined.  Knowing 

the  latest  answers  in  TV-radio  is  worth  money  to  them. 
It  can  be  worth  many,  many  times  more  to  you  than 
the  introductory  price  of  $3.50  for  the  next  26  issues. 

Send  name  and  address;  we'll  bill  later. 

BROADCASTING 

1735  DeSales  Street,  N.  W.,  Washington  6,  D.  C. 

TYPE 

120-D 
NEMS- 

CLARKE 

portable  instrument  for  measuring 
the  wide  range  of  radio  signal  intensi- 

ties from  540  to  1 600  kc.  Its  range  is 
from  1  0  microvolts  to  1  0  volts  per  meter, 
making  it  equally  effective  for  interfer- 

ence studies  at  low  signal  strengths  and 
close-in  measurements  on  high-power 
directional  arrays. 

Accuracy  is  assured  by  a  calibration 
method  that  compensates  for  variations 
in  tube  characteristics  and  for  voltage 
variations  in  the  self-contained  battery 
power  supply.  Operation  is  simple  — 
measurements  made  rapidly — direct 
reading  on  all  ranges  —  requires  no 
charts  or  multiplication  factors — no  warm- 
up  period  necessary. 

isr  e  nvr: COMPANY 
>N    OF   VITRO    CORPORATION    OF  AMERICA 

SILVER    SPRING,  MARYLAND JUNIPER     5-1  OOO 
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PEOPLE  CONTINUED 

promotion,  named  executive  assistant  lor  pro- 
gramming and  production.  Mr.  Biard  will  con- 

tinue to  head  promotion. 

MARIO  V.  IAGE,  formerly  Chief  announcer  at 
KFAR-AM-TV  Fairbanks.  Alaska,  appointed 
program  director  of  KIST  Santa  Barbara.  Calif., 
replacing  Richard  johnston 

CONSTANCE  BLACKSTEAD,  formerly  in  charge  of 
public  service  and  educational  programs  for 
North  Dakota  Broadcasting  Co.  Tv  Network,  ap- 

pointed program  manager  for  KXJB-TV  Valley 
City,  N.D.,  and  KXAB-TV  Aberdeen,  S.D.,  both 
North  Dakota  Broadcasting  Co.  stations. 

ARCHIE  S.  GR  in  aids  formerly  with  ABC  in  New 
York,  named  sales  manager  of  WDIA  Memphis, 
IV.m  .  succeeding  HAROLD  F.  WALKER. 

GEORGE  BROWN,  formerly  news  manager  of  WOR 
New  York,  named  director  of  news  and  special 
events  for  WOR-AM-TV,  encompassing  radio  and 
tv  news  and  special  events  for  both  stations: 
MARVIN  CAMP,  acting  supervisor  of  WOR-AM-TV 
press  department  since  January,  promoted  to 
manager  of  press  and  public  relations  for  WOR- 
AM-TV.  STAN  LOMAX,  WOR  sportscaster  for  28 
years,  named  to  newly-created  position  of  direc- 

tor of  sports,  and  HERB  SALTZMAN,  former  WOR 
merchandising  manager,  appointed  to  newly 
created  post  of  merchandising  director  of  WOR- 
AM-TV. 

MELVIN  M.  BAILEY,  formerly  program  man- 
ager, KEX  Portland,  Ore.,  appointed  program 

manager  of  WBZ  Boston  and  WBZA  Springfield, 
Mass.,  Westinghouse  Broadcasting  Co.  stations. 
Mr.  Bailey  succeeds  GERALD  A.  SPINN,  re- 
signed. 

JERRY  PARKS,  former  program  director  of 
KZEE  Weatherford,  Tex.,  named  group  pro- 

gram director  for  both  KZEE  and  KMUS 
Muskogee,  Okla.,  recently  bought  by  HORACE 
BOREN,  Dallas  airlines  executive.  JAMES  KEI- 
TEL  named  station  manager,  KMUS;  ION  WIL- 

LIAMS, leaves  KSYD,  Wichita  Falls,  Tex.,  to  be- 
come program  director.  KMUS;  JOHNNY 

DARRELL,  former  d.j.  at  KBIX  Muskogee,  joins 
KMUS  in  similar  capacity,  and  BEN  TONEY  re- 

turns to  KZEE  as  d.j. 

GIL  NEWSOME,  with  KWK  St.  Louis  13  years,  ap- 
pointed program  director.  MICHAEL  RUPPE,  for- 

merly with  WISH-TV  Indianapolis,  named  KWK 
circulation  director. 

BILL  WOOD,  formerly  program  director,  KODY 
North  Platte,  Neb.,  to  KNOP  (TV)  North  Platte 
as  prcgr~m  manager.  Other  KNOP  appointments: 
BUD  MANLEY  and  BOB  VAN  NESTE,  announcer-sales- 

men, KODY,  to  similar  capacities;  HOWARD  MOR- 
GAN, formerly  with  KOAT-TV  Albuquerque, 

N.  M.,  to  sales  and  operations  director,  and  JOHN 
SEIDE,  formerly  with  KHOL-TV  Kearney,  Neb., 
named  chief  engineer.  KNOP  scheduled  to  go  on 
air  about  Nov.  1. 

JIM  MANION  appointed  account  executive  on  local 
sales  for  WEHT  (TV)  Evansville,  Ind. 

GERARD  R.  ROCHE,  formerly  with  WABC-TV  New 

GREETINGS 

Ted  Husing.  veteran  sportscaster 
whose  new  weekly  series,  Ted  Husing 
Reminisces,  is  broadcast  each  Saturday 

on  KMLA  (FM)  Los  Angeles,  was  of- 
ficially welcomed  to  the  city  Wednes- 

day (Sept.  10),  when  the  Los  Angeles 
City  Council  presented  him  with  a 

scroll  expressing  the  Council's  pleas- ure that  he  is  now  a  resident  of  the city. 

Council  action  followed  receipt  of  a 

telegram  from  Newport,  R.  I.,  read- 

ing: "Through  Congressman  Glenard 
P.  Lipscomb  [R-Calif.]  I  have  learned 
of  your  recovery  to  health  and  your 

return  to  radio.  Your  fine  sports  re- 
porting has  been  missed  by  many 

friends  and  admirers.  It  is  good  to 

have  you  back.  Best  Wishes."  Mes- 
sage was  signed  Dwight  D.  Eisen- 

hower. The  Husing  programs  have 
been  recorded  by  KMLA  and  are 
available  for  use  in  other  markets. 

York  as  account  executive,  joins  WNEP-TV 
Scranton,  Pa.,  in  similar  capacity. 

JAMES  MURRAY,  formerly  national  sales  director 
of  WEIR,  Weirton,  W.  Va..  to  WAMP  Pittsburgh 
as  account  executive. 

LEE  GAYNOR,  formerly  media  supervisor  at  Dan- 
cer-Fitzgerald-Sample, N.  Y.,  to  sales  staff  of 

WSTV-TV  Steubenville,  Ohio,  and  Friendly 
Group  of  Stations,  headquartering  New  York  na- 

tional sales  office. 

PAT  MICHAELS,  JOHN  BABCOCK  and  ALAN  MOLL  join 
KLAC  Los  Angeles  news  staff.  Mr.  Michaels  was 
formerly  with  WFOX  Long  Beach,  Calif.,  Mr. 
Babcock,  with  KFWB  Los  Angeles. 

TED  JACKSON,  formerly  with  WHAM  Rochester, 
N.  Y.,  as  d.j.,  moves  to  WRCV  Philadelphia  in 
similar  capacity. 

MILLARD  HANSEN,  summer  vacation  announcer  at 
WAAF  Chicago,  appointed  to  permanent  staff 
and  made  weekend  supervisor-d.j. 

LEW  IRVIN,  KPOL  Los  Angeles  news  director, 
currently  touring  Europe  taping  interviews  with 
top  political  and  religious  leaders,  signed  by 
KABC-TV  Los  Angeles  for  15-minute  nightly 
telecast. 

PETE  SMITH,  formerly  with  KDAY  Santa  Monica, 
Calif.,  as  d.j.,  news  editor  and  program  director, 
joins  KBIG  Santa  Catalina,  Calif.,  as  weekend d.j. 

NAN  REDNOR,  women's  director  of  WBUD  Trenton, 

N.  J.,  for  past  10  years,  resumes  duties  after 
year's  absence  due  to  illness. 

AL  BARCLAY,  previously  with  WVUE-TV  Wilming- 
ton, Del.,  to  WIBG  Philadelphia  as  traffic  man- 

ager. BETTY  POSATKO  appointed  continuity  di- 
rector and  assistant  to  traffic  manager  at  WIBG. 

HY  LIT,  d.j.  at  WCAU-TV  Philadelphia,  to  similar 
capacity  at  WIBG.  LIONEL  F.  BAXTER,  v.p.  and 
managing  director,  WIBG,  appointed  to  board  of 
directors  for  tv,  Radio  Adv.  Club  of  Phila- 
delphia. 

RICHARD  J.  MULLER,  WHCT  Hartford,  Conn.,  ed- 
itorial writer,  promoted  to  director  of  news  and 

special  events. 
DAN  PRICE,  previously  with  National  Security 
Agency  as  intelligence  analyst,  to  WJR  Detroit 
as  announcer. 

CHUCK  RENWICK,  formerly  production  manager 
and  d.j.,  WSRS  Cleveland  Heights,  joins  WJW 
Cleveland,  both  Ohio. 

EDITH  WILSON,  with  KYW-TV  Cleveland  last 
three  years  in  tv  commercial  activities,  has  inau- 

gurated daily  5-minute  program  for  housewives. 

BING  CROSBY  will  make  his  first  appearance  on 
"local"  television  Sept.  25  as  guest  on  George  Jes- 
sel  Show  on  KCOP  (TV)  Los  Angeles.  He  will 
be  on  camera  for  full  90  minutes  and  will  re- 

ceive minimum  AFTRA  scale  ($82.50)  for  stint. 
(Mr.  Crosby  owns  25  per  cent  of  KCOP.) 

H.  W.  (HANK)  SHEPARD,  general  manager,  WAMP 
Pittsburgh,  appointed  radio  coordinator  for  up- 

coming United  Fund  Campaign.  Drive  will  begin 
Oct.  5  and  continue  through  Nov.  6.  Pittsburgh 
goal  is  nearly  $10  million. 

GRAVES  TAYLOR,  50,  co-owner  of  WFSC  Franklin 
and  WTYN  Tryon,  both  North  Carolina,  died 
last  week  at  Tryon  following  heart  attack.  He 
had  moved  to  Tryon  from  Detroit  and  Cleve- 

land more  than  decade  ago  because  of  illness. 
He  was  once  publicity-promotion  director  of 
WGAR  Cleveland  and  later  operated  public 
relations  firm. 

JAYNE  WHITMAN,  68,  veteran  radio  actor-writer- 
producer  who  for  many  years  portrayed  the  role 
of  Chandu  the  Magician  in  the  radio  series  of  that 
name,  died  Aug.  31  in  Los  Angeles  after  brief illness. 

REPRESENTATIVE  . 

CHARLES  W.  COLDWELL,  tv  account  executive, 
Branham  Co.,  station  representative,  to  Edward 
Petry  Co.,  N.  Y.,  in  similar  post.  Also  new  to 
Petry:  ROBERT  C.  MILLER,  KYW-TV  Cleveland  sales- 

man to  Chicago  office;  MYRNA  PRICE,  former  as- 
sistant promotion  publicity  director,  WNHC-AM- 

TV  New  Haven,  to  promotion-research  writer  in 
Petry's  New  York  office. 

J.  E.  (JACK)  HENDERSON,  formerly  account  execu- 
tive with  KTVI  (TV)  St.  Louis,  to  The  Branham 

Co.  in  St.  Louis  office  to  service  radio  and  tv 

properties. 

PROGRAM  SERVICES  mmmmm 
JAY  MICHAELS,  v.p.  and  head  of  creative  planning 
for  GAC-TV,  General  Artists  Corp.  subsidiary, 
transfers  his  headquarters  from  New  York  to 
Hollywood  effective  Sept.  15.  He  will  be  in 
charge  of  western  office  for  tv  and  movies. 

GEORGE  G.  ROSS,  formerly  manager  of  press  rela- 
tions at  Broadcast  Music  Inc.,  to  Federation  of 

Jewish  Philanthropies  of  New  York  as  director 
of  radio  and  television  promotion. 

ROY  LAMPE,  previously  account  supervisor  for 
Harold  Schor  Assoc.,  New  York  industrial  public 
relations  company,  to  QED  Productions  Inc., 
N.  Y,.  as  sales  manager  of  Industrial  Sales  Dept. 
Mr.  Lampe  will  also  direct  all  QED's  sales  pro- motions. 

MIKE  ELLIOT  joins  Allied  Record  Manufacturing 
Co.,  Hollywood,  sales  staff  and  will  handle  west- 

ern custom  sales.  MILDRED  HEMPHILL  put  in  charge 
of  complete  sales  service  including  new  Allied 
Label  Service. 

JAMES  VON  BRUNN,  former  Benton  &  Bowles  art 
director  and  McCann-Erickson  tv  film  producer, 
to  Klaeger  Film  Productions.  N.  Y.,  in  tv  sales 
dept. 

PROFESSIONAL  SERVICES 

EDWARD  R.  McKENNA,  Washington  attorney,  joins 
Allen  Kander  &  Co.,  Washington  negotiators 
for  purchase  and  sale  of  radio  and  tv  stations. 

WILLIAM  P.  CORLEY,  advertising  and  institutional 
public  relations  manager,  to  Miami  and  Atlanta 
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offices.  Communications  Counselors  Inc.,  Mc- 
Cann-Erickson  public  relations  subsidiary. 

MARGEE  PHILLIPS,  staff  writer  at  KBIG  Avalon 
(Catalina  Island),  Calif.,  before  leaving  last  year 
for  trip  around  world,  has  joined  Hollywood  pub- 

lic relations  firm  of  Marge  Crawford. 

ANDREW  G.  HALEY,  Washington  radio  attorney  and 
expert  on  space  law  problems,  re-elected  presi- 

dent of  International  Astronautical  Federation 
last  week.  IAF  completed  its  convention  at  Am- 

sterdam, Holland,  and  voted  to  meet  in  1959  in 
London. 

MANUFACTURING 

MR.  MANHART 

CHARLES  D.  MANHART  resigns 
as  director  of  military  and 
government  sales  at  Bendix 
Aviation  Corp.  to  join  Ray- 

theon Manufacturers  Co., 
Waltham,  Mass.,  as  v.p.  in 
charge  of  government  rela- 

tions. Mr.  Manhart  worked 
25  years  for  Bendix  where 
he  was  connected  with  en- 

gineering, production  and 
marketing  of  government 
equipment. 

RAYMOND  L.  KELLEY,  formerly  controller  of  Shure 
Bros.,  Chicago,  manufacturer  of  electro-acous- 

tical devices,  to  CBS  Labs,  Stamford,  Conn.,  in 
newly-created  post  of  director  of  administration 
and  finance. 

PAUL  SCHREIBER  appointed  v.p. 
of  Technical  Wire  Products 
Inc.,  Springfield,  N.  J.  Mr. 
Schreiber  has  been  associ- 

ated with  Institute  of  Radio 
Engineers  and  was  one  of 
founders  of  Professional 
Group  on  Radio  Frequency 
Interference.  He  will  concen- 

trate on  electrical  shielding 
processes,  as  well  as  other 
wire  mesh  applications  for 
electronic  industry. MR.  SCHREIBER 

JOSEPH  A.  HAIMES,  administrator,  equipment  pro- 
motion, RCA  receiving  tube  marketing,  to  man- 

ager, merchandising-entertainment  tubes,  Dis- 
tributor Products  Dept.,  RCA  Electron  Tube 

Division. 

HENRY  B.  NELSON  JR.,  Cincinnati  district  sales 
manager,  General  Electric  Co.  tubes  and  other 
components,  to  manager,  trade  relations  and 
component  distributor  development,  Owens- 
boro,  Ky.  He  succeeds  GEORGE  O.  CROSSLAND, 
assigned  to  Chicago  regional  sales  manager,  G.E. 
receiving  tubes. 

GEORGE  J.  GAFFNEY,  formerly  with  Sylvania  Elec- 
tric Products  in  Huntington,  W.  Va.,  branch,  to 

Blonder -Tongue  Labs  (manufactures  antenna, 
closed-circuit  systems),  Newark,  N.  J.,  in  newly- 
created  post  of  employment  manager. 

KENNETH  Y.  CRAIG,  secretary  of  Cory  Corp.  (appli- 
ances), Chicago,  feted  on  his  20th  anniversary 

with  Cory.  Mr.  Craig  is  territory  manager  for 
greater  Chicago,  northern  Illinois  and  Lake 
County,  Ind. 

TRADE  ASSNS. 

GEORGE  GOBEL,  NBC-TV  comedy  star,  has  again 
accepted  campaign  chairmanship  of  9th  annual 
fund  raising  of  Radio,  Television,  Recording  Ad- 

vertising Charities.  Industry-wide  charity  con- 
sists of  one  campaign  in  behalf  of  eight  different 

charities.  Drive  is  expected  to  collect  more  than 
$300,000. 

ALU   INQUIRIES  CONFIDENTIAL 

THE  LADY'S  BUYING 

There  is  $100,000  waiting  to  be 

spent  this  season  at  NBC-TV  to  buy 
scripts  for  the  new  live  series,  The 
Further  Adventures  of  Ellery  Queen, 

and  there's  no  mystery  about  the  lady 
who's  buying.  The  big  spender:  Ethel 
Frank,  associate  producer  of  the  se- 

ries, which  is  scheduled  in  the  Friday 

8-9  p.m.  period.  Miss  Frank  has  been 

buying  scripts  for  eight  years  for  ex- 
ecutive producer  Albert  McCleery, 

whose  cameo  technique  will  be  used 
on  the  new  show.  Miss  Frank  says, 
however,  that  she  can  consider  only 
material  submitted  through  regular 

agents. 

EDUCATION  ..   

JOHN  F.  WHITE,  formerly  general  manager  of. 
WQED  Pittsburgh  educational  station,  elected 
president  of  Educational  Television  &  Radio 
Center,  national  program  headquarters  for  na- 

tion's etv  stations.  Mr.  White  succeeds  H.  K.  NEW- 
BURN,  resigned  earlier  this  year.  KENNETH  L. 
YOURD,  ETRC  secretary-treasurer,  elevated  to 
newly  created  post  of  v.p.  and  treasurer.  RALPH 
LOWELL  reelected  chairman  of  board  of  directors. 

DR.  F.  L.  WHAN,  for  five  years  in  charge  of  radio 
and  tv  training  at  Kansas  State  College,  ap- 

pointed head  of  Kansas  State's  department  of 
speech.  Dr.  Whan  replaces  JOHN  KELTNER,  re- 
signed. 

BILL  DEMPSEY,  with  KPIX  (TV)  San  Francisco, 
named  coordinator  of  schools  information  and 
technical  services  for  Alameda  County  schools. 
In  1954  he  was  selected  by  State  Dept.  to  repre- 

sent U.  S.  commercial  tv  stations  at  first 
UNESCO  conference  on  educational  and  cultural 
tv  in  London. 

WALLACE  M.  BRADLEY,  executive  director  of  Com- 
mittee for  Competitive  Television,  Washington, 

adds  duties  as  staff  member  of  Syracuse  U.'s radio  and  tv  center.  Mr.  Bradley  will  teach 
undergraduate  and  graduate  courses  at  Syracuse 
as  well  as  serve  as  faculty  advisor  to  university's WAER  (FM). 

O.  P.  KIDDER  JR.,  for  past  year  supervisor  of 
tv  for  Duval  County,  Fla.,  public  schools,  returns 
to  U.  of  Miami  as  associate  professor  of  tv. 
Mr.  Kidder  will  resume  teaching  as  well  as 
supervising  production  of  university  programs 
on  WTVJ  (TV)  Miami.  MORT  BERENSTEIN  appointed 
tv  producer  and  will  supervise  programs  pro- 

duced by  school  on  WCKT  (TV)  and  WTHS-TV, 
both  Miami.  DAVID  NELLIS  appointed  instructor  of 
radio  and  tv. 

GOVERNMENT 

CHARLES  A.  WEBB,  executive  assistant  to  Sen. 
John  W.  Bricker  (R-Ohio),  has  been  appointed 
by  President  Eisenhower  to  be  member  of  Inter- 

state Commerce  Commission. 

DR.  GUY  S.  COOK  of  Sound  Section  of  National 
Bureau  of  Standards  retired  July  31,  after  23 
years  of  service,  according  to  the  Bureau.  Dr. 
Cook's  primary  interest  was  accurate  acoustical 
measurements;  he  was  particularly  interested  in 
freefield  calibration  of  microphones. 

INTERNATIONAL  {™  v.."  •• JOHN  MUST,  recently  in  Canada  from  Australia, 
to  CKWS-TV  Kingston,  Ont.,  as  newscaster. 
JACK  FINNEGAN  to  CKGB  Timmins,  Ont..  as  an- 

nouncer. FRED  PALMER  to  assistant  engineer  of 
CJKL  Kirkland  Lake,  Ont.,  succeeding  ANDY 
ANDREWS,  moved  to  same  post  at  CKGB  Timmins, 
Ont. 

CARL  ERLEWYN,  formerly  sales  promotion  manager 
of  CKSO  Sudbury,  Ont.,  to  sales  staff  of  Inter- 
provincial  Broadcast  Sales  Ltd.,  Toronto,  Ont., 
station  representative. 

JIM  CRAWFORD,  formerly  with  commercial  divi- 
sion of  Canadian  Broadcasting  Corp.,  and  S.  W. 

Caldwell  Ltd.,  Toronto,  Ont.,  to  sales  representa- 
tive of  Jos.  A.  Hardy  &  Co.  Ltd.,  Toronto,  sta- 
tion representative. 
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FOR  THE  RECORD 

Station  Authorizations,  Applications 

As  Compiled  by  BROADCASTING 

Sept.  4  through  Sept.  10 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,   rules   &   standards   changes   and  routine  roundup. 

Abbreviations: 
D..\ — directional  antenna,  cp — construction  per- 

iiiii  KKP — effective  radiated  power,  vhf — very 
high  frequency,  uhf — ultra  liif;li  frequency,  ant. 
— antenna,  aur. — aural,  vis. — visual,  kw — kilo- 

watts,   w — watt,    mc — megacycles.    D — day.    N — 

New  Tv  Stations 

APPLICATION 

Anchorage,  Alaska — Radio  Anchorage  Inc.  ch. 
13  (210-216  mc):  ERP  1.25.  kw  vis.,  .63,  kw  aur.; 
ant.  height  above  average  terrain  -2  ft.,  above 
ground  174  ft.  Estimated  construction  cost  $117.- 
957.  first  year  operating  cost  $104,000,  revenue 
$120,000.  P.  O.  address  Box  1960,  Anchorage. 
Studio  location  Spenard  Rd.,  Anchorage.  Geo- 

graphic coordinates  61"  11'  20"  N.  Lat.,  149°  54'  35" W.  Transmitter  Gates,  antenna  GE.  Legal  counsel 
John  Dunn,  Anchorage.  Consulting  engineer 
Grant  R.  Wrathall,  Oakland,  Calif.  Applicant  is 
licensee  of  KBYR  Anchorage  and  owns  51%  of 
KFRB  Fairbanks,  both  Alaska.  Announced  Sept.  9. 

Existing  Tv  Stations 

ACTIONS  BY  FCC 

KMVI-TV  Wailuku,  Maui,  Hawaii— Waived 
Sect.  3.614(b)(4)  of  rules  and  granted  applica- 

tion to  specify  mechanical  ant.  tilt  2.5  de- 
grees in  direction  (NW)  of  Wailuku,  with  ERP 

changed  to  14.4  dbk  (27.5  kw)  DA,  vis.,  and 
11.4  dbk  (14.1  kw)  DA,  aur.;  ant.  5,910  ft.  An- 

nounced Sept.  10. 
WSJV-TV  Elkhart,  Ind.— Granted  waiver  of 

Sect.  3.652(a)  of  rules  to  permit  WSJV-8V  to 
identify  itself  as  South  Bend  as  well  as  Elkhart. 
Announced  Sept.  10. 
KMSP-TV  Minneapolis,  Minn. — Granted  wai- 

ver of  Sect.  3.652(a)  to  permit  KMSP-TV  to  iden- 

Richard 

Jones 
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New  York 
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night.  LS — local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorization. SSA — special  service  authorization 
STA — special   temporary   authorization.  * — edue. 

tify  itself  as  St.  Paul  as  well  as  Minneapolis. 
Announced  Sept.  4. 
KCPP  (TV)  St.  Louis,  Mo.— Granted  applica- 

tion for  6-month  extension  of  time  to  construct; 
by  letter,  denied  St.  Louis  Amusement  Co.  "pe- 

tition to  intervene."  Comr.  Bartley  not  partici- pating. Announced  Sept.  4. 
KXLJ-TV  Helena,  Mont. — Granted  application 

for  private  tv  intercity  relay  system  between 
Butte  and  Helena.  By  letter,  denied  request  by 
Montana  Microwave,  Missoula,  Mont.,  that  KXLJ- 
TV  application  be  dismissed  or  designated  for 
hearing;  advised  Montana  Microwave  of  July  31 
report  and  order  giving  licensees  option  of  op- 

erating their  own  private  tv  intercity  relay 
facilities  or  obtaining  transmission  service  from 
communcations  common  carriers.  Announced 
Sept.  4. 
KHOL-TV  Kearney,  Neb.— Granted  waiver  of 

Sect.  3.652(a)  to  permit  KHOL-TV  to  identify 
itself  as  Holdrege  as  well  as  Kearnev.  Announced 
Sept.  4. WIMA-TV  Lima,  Ohio — Granted  application 
for  private  tv  intercity  relay  system  between 
Fort  Wayne,  Ind.  and  Lima,  Ohio.  Announced 
Sept.  4. 

APPLICATION 

WKST-TV  New  Castle,  Pa.— Cp  to  change 
frequency  from  ch.  45,  656-662  mcs.  to  ch.  33, 
584-590  mcs.;  ERP  from  vis.  200  kw,  aur.  107  kw 
to  vis.  209  kw,  aur.  105  kw;  change  station  loca- 

tion from  New  Castle,  Pa.  to  Youngstown,  Ohio; 
change  studio  location  from  Old  Pittsburg  & 
Savannah  Center  Church  Road,  New  Castle,  Pa. 
to  Midlothian  Boulevard  &  Shady  Run  Road. 
Youngstown,  Ohio;  make  changes  in  ant.  system 
and  equipment. 

Translators 

ACTION  BY  FCC 

California  Oregon  Television  Inc.,  Butte  Falls, 
Ore. — Granted  application  for  new  tv  translator 
station  on  ch.  70  to  translate  programs  of  its 
station  KOTI-TV  (ch.  2),  Klamath  Falls.  An- nounced Sept.  10. 

New  Am  Stations 

ACTIONS  BY  FCC 

Prescott,  Ark. — Southern  Bcstg.  Co. — Granted 
1370  kc,  500  w  D.  P.  O.  address  %  D.  R.  James  Jr., 
Randolph  Hotel,  El  Dorado,  Ark.  Announced 
Sent.  10. 
Van  Buren,  Ark. — Bcstrs.  Inc. — Granted  1580 

kc,  1  kw  D.  P.  O.  address  Box  550,  Van  Buren. 
Estimated  construction  cost  $16,148,  first  year 
operating  cost  $29,750,  revenue  $37,800.  Owners 
are  Harry  R.  Fischer  (35%),  furniture,  Jack  H. 
Denniston  (35%),  civilian  Army  employe,  and 
John  P.  Freeman  (30%),  engineer  KNAC-TV  Fort 
Smith,  Ark.  Announced  Sept.  4. 
Pueblo,  Colo. — Pueblo  County  Bcstg.  Co. — 

Granted  690  kc,  250  w  D.  P.  O.  address  3009 
Seventh  Ave.,  Pueblo,  Colo.  Estimated  construc- 

tion cost  $14,781,  first  year  operating  cost  $28,700, 
revenue  $51,000.-  Owner  is  Ray  J.  Williams.  Mr. 
Williams  is  60%  partner  in  KRFC  Rocky  Ford., 
Colo.,  and  president  and  one-third  owner  of 
Goldenrod  Tele-Radio  Co.,  North  Platte,  Neb. 
Announced  Sept.  4. 
Idaho  Falls,  Idaho — The  Benay  Corp. — Granted 

900  kc,  1  kw  D.  P.  O.  address  John  P.  Gallagher, 
Rm.  213-214  Rogers  Bldg.,  Idaho  Falls,  Idaho. 
Estimated  construction  cost  $28,925,  first  year 
operating  cost  $48,000  revenue  $60,000.  Owners 
are  John  P.  Gallagher  (99.96%)  and  others.  Mr. 
Gallagher  is  in  electronics.  Announced  Sent.  4. 
Frostburg,  Md. — Western  Maryland  Bcstg.  Co. 

— Granted  740  kc,  250  w  D.  P.  O.  address  126 
Columbia  Ave.,  Vandergrift,  Pa.  Estimated  con- 

struction cost  $25,985,  first  year  operating  cost 
$40,306,  revenue  $65,193.  D.  C.  Loughry,  radio  & 
electric  service  company  owner,  is  sole  owner. 
Announced  Sept.  4. 
Belgrade,  Mont. — King's  Garden  Inc. — Granted 630  kc,  1  kw  D.  P.  O.  address  Mike  Martin, 

Seattle,  Wash.  Estimated  construction  cost  $20,- 
500,  first  year  operating  cost  $20,000,  revenue  $24,- 
000.  Equal  partners  are  A.  B.  Martin,  Edgar  At- 

kinson, C.  Dorr  Demaray,  Axel  P.  Fredeen,  Ed- 
win Greene  and  Hegge  Iverson.  King's  Garden  is licensee  of  KGDN  Edmonds,  Wash.  Announced Sept.  4. 

Rome,  N.  Y. — Rome  Community  Bcstg.  Co. — 
Granted  1350  kc,  500  w  D.  P.  O.  address  314  W. 
Dominick  St.,  Rome.  Announced  Sept.  10. 
Van  Wert,  Ohio — Van  Wert  Bcstg.  Co. — Granted 

1220  kc,  250  w  D.  P.  O.  address  Kenneth  K. 
Kunze,  822  Union  St.,  Port  Huron,  Mich.  Esti- 

mated construction  cost  $11,923,  first  year  op- 
erating cost  $48,000,  revenue  $60,000.  Owners  are 

Kenneth  E.  Kunze,  Raymond  M.  Waldron  (each 
25',  I,  Stephen  S.  Beard,  George  W.  Wilson,  G. Dale  Wilson  and  Merl  Knittle  (each  12.5%).  Mr. 
Kunze  is  chief  engineer  WTTH  Port  Huron.  Mr. 
Waldron  is  in  sales;  Mr.  George  Wilson  is  in 
dairy  products;  Mr.  Dale  Wilson  is  retail  mer- chant; Mr.  Beard  is  attorney;  Mr.  Knittle  is  in 
real  estate.  Announced  Sept.  10. 

Barre,  Vt.— Bcstrs.  Ind.— Granted  1450  kc,  250  w 
unl.  P.  O.  address  155  Front  St.,  Manchester,  N.  H. 
Estimated  construction  cost  $9,400,  first  year  op- 

erating cost  $40,000,  revenue  $50,000.  William  F. 
Rust  Jr.  (60%)  and  Ralph  Gottlieb  (40%)  are 
owners  of  WKBR-AM-FM  Manchester,  WTSV- 
AM-FM  Claremont,  WTSL  Hanover,  WTSN 
Dover,  all  New  Hampshire.  Announced  Sept.  4. 

Merrill,  Wis.— Ladon  Bcstg.  Corp.— Granted  730 
kc,  1  kw  D.  P.  O.  address  Leonard  A.  Konoghue, 
102  Cottage  St..  Merrill,  Wis.  Estimated  construc- tion cost  $31,145,  first  year  operating  cost  $40,000. 
revenue  $40,000.  Owners  are  Julia  Donoghue 
(86%)  and  Leonard  A.  Donoghue  (14%).  Julia 
Donoghue  is  housewife;  Leonard  Donoghue  has 
manufacturing   interests.   Announced   Sept.  4. 

APPLICATIONS 

Tucson,  Ariz. — Southwest  Bcstg  Co.  1550  kc, 
50  kw  D.  P.  O.  address  275  N.  Stone  St.,  Tucson. 
Estimated  construction  cost  $105,896,  first  year 
operating  cost  $75,000.  revenue  $85,000.  Equal 
partners  are  insurance  men  R.  E.  Pruitt,  Jr.  and 
D.  H.  Higginbotham,  Sr.,  KTUC  Tucson  sales 
manager  George  S.  Bradley,  real  estate  man 
John  F.  Badger  and  Stanley  N.  Schultz  who  has 
been  connected  with  various  radio  stations.  An- 

nounced Sept.  8. 
Highland  Park,  111 — North  Suburban  Radio Inc.  1430  kc,  1  kw  D.  P.  O.  address  231  S.  LaSaUe 

St.  Chicago  4,  111.  Estimated  construction  cost 
$45,795,  first  year  operating  cost  $140,000,  revenue 
$150,000.  Attorneys  Eli  E.  Fink  and  Charles 
Liebman  are  equal  partners.  Announced  Sept.  4. 

Crawfordsville,  Ind. — Radio  Crawfordsville  Inc. 
1550  kc,  250  w  D.  P.  O.  address  311  Ben  Hur 
Bldg.,  Crawfordsville.  Estimated  construction 
cost  $9,937,  first  year  operating  cost  $42,000,  rev- 

enue $48,000.  Richard  E.  Lindsay  (16.7%  of 
WMRI-AM-FM  Marion,  Ind.)  owns  two-thirds; 
Ralph  J.  Bitzer  (331/3%  of  KGRN  Grinnell,  Iowa) 
owns  one-third.  Announced  Sept.  4. 
Sheldon,  Iowa — Eider  C.  Stangland  1550  kc, 

500  w  D.  P.  O.  address  1219  Fourth  St.,  Brook- 
ings, S.  D.  Estimated  construction  cost  $15,762, 

first  year  operating  cost  $42,000,  revenue  $58,000. 
Sole  owner  Mr.  Stangland  is  one-third  partner  in KRBK  Brookings.  Announced  Sept.  4. 
Livonia-Garden  City,  Mich. — Livonia  Bcstg.  Co. 

1090  kc,  250  w  unl.  P.  O.  address  15650  South- 
hampton Rd.,  Livonia.  Estimated  construction 

cost  $84,000,  first  year  operating  cost  $90,000, 
revenue  $120,000.  Owners  are  Douglas  J.  Camp- bell of  WXYZ  Detroit  and  Austin  T.  Grant  of 
CKLW  Windsor,  Ont.,  both  13.9%,  and  over  20 
other  stockholders.  Announced  Sept.  4. 
Weldon,  N.  C. — Twin  City  Bcstg.  Co.  1400  kc, 

250  w  unl.  P.  O.  address  Box  1041,  Henderson, 
N.  C.  Estimated  construction  cost  $14,000,  first 
year  operating  cost  $23,000,  revenue  $35,000.  Sole 
owner  Nathan  Frank  also  owns  WHNC-AM-FM 
Henderson  and  WNBE-TV  New  Bern,  both  North 
Carolina.  Announced  Sept.  4. 
Lima,  Ohio — Citizens  Bcstg.  Co.  940  kc,  250  w 

D.  P.  O.  address  %  Sam  Kamin,  Neon  Ave.,  Lima. 
Estimated  construction  cost  $21,600,  first  year 
operating  cost  $48,000,  revenue  $60,000.  Equal 
partners  Sam  Kamin  and  James  A.  Howenstine 
are  in  sign  manufacturing,  etc.  Announced  Sept. 4. 
Norwalk,  Ohio— Malrite  Bcstg.  Co.  1240  kc.  1 

kw  unl.  P.  O.  address  6732  S.  Chappel,  Apt.  2B, 
Chicago,  111.  Estimated  construction  cost  $16,904, 
first  year  operating  cost  $40,000,  revenue  $60,000. 
Equal  partners  Robert  G.  Wright  and  Milton 
Maltz  were  salesmen  with  WPLY  Plymouth,  Wis. 
Announced  Sept.  4. 
Ashland,  Ore. — Faith  Tabernacle  Inc.  1350  kc, 

1  kw  D.  P.  O.  address  Box  1,  Ashland.  Estimated 
construction  cost  $20,810,  first  year  operating  cost 
$13,000,  revenue  $15,500.  Applicant  is  non-stock 
organization.  Announced  Sept.  9. 
Canyon,  Tex. — W.  J.  Harpole  1550  kc,  1  kw  D. 

P.  O.  address  Box  1071,  Plainview,  Tex.  Esti- 
mated construction  cost  $17,850,  first  year  op- 
erating cost  $3,000,  revenue  $3,600.  Mr.  Harpole, 

sole  owner,  has  following  broadcast  interests: 
KVOP  Plainview  (two-thirds);  KVOU  Uvalde 
and  KEPS  Eagle  Pass  (one-half),  and  KVOZ 
Laredo  (22%),  all  Texas.  Announced  Sept.  4. 

Odessa,  Tex. — Western  Bcstg.  Co.  1550  kc,  50  kw 
D.  P.  O.  address  Box  270,  Lubbock,  Tex.  Esti- 

mated construction  cost  $89,200,  first  year  op- 
erating cost  $60,000,  revenue  $65,000.  Equal  part- 

ners are  David  P.  Pinkston  (half  interest  in 
KDAV  Lubbock  and  KZIP  Amarillo,  both  Texas, 
and  KPIK  '  Colorado  Springs,  Colo.,  plus  75% interest  in  KPEP  San  Angelo,  Tex.),  and  Leroy 
Elmore  (half  interest  in  KDAV  and  KPIK). 
Announced  Sept.  4. 

San  Antonio,  Tex. — Top  Bcstrs.  Die.  1480  kc, 
500  w  D.  P.  O.  address  1712  Natl  Bk.  of  Com- 

merce Bldg.,  San  Antonio.  Estimated  construc- 
tion cost  $24,056,  first  year  operating  cost  $87,- 

600,  revenue  $96,000.  Charles  J.  Katz  (50%)  is  in 
oil  and  shoes;  Samuel  J.  Riklin  (25%)  is  in  ad- 

vertising, and  Arthur  L.  Riklin  (25%)  is  in  shoes. 
Announced  Sept.  4. 

Existing  Am  Stations 

ACTIONS  BY  FCC 

WEZB  Birmingham,  Ala. — Granted  change  of 
operation  on  1320  kc,  from  1  kw  D  to  5  kw  DA-D; 
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engineering  conditions.  Announced  Sept.  4. 
WCRT  Birmingham,  Ala. — Granted  increase  of 

power  from  1  kw  to  5  kw,  continuing  operation 
on  1260  kc  D;  remote  control  permitted.  An- 

nounced Sept.  4. 
WMBM  South  Miami,  Fla. — Granted  change  of 

am  facilities  from  800  kc.  1  kw  D  to  790  kc, 
5  kw  DA-2  unl.;  engineering  conditions.  An- 

nounced Sept.  10. 
WKAM  Goshen,  Ind. — Granted  increase  of 

power  from  500  w  to  1  kw,  continuing  operation 
on  1460  kc  D;  engineering  conditions;  remote 
control  permitted.  Announced  Sept.  4. 
WAGM  Presque  Isle,  Me. — Granted  change  of 

facilities  from  1450  kc,  250  w  unl.  to  950  kc,  5  kw, 
DA-2  unl.;  engineering  conditions.  Announced 
Sept.  4. 
KVCK  Wolf  Point,  Mont.— Granted  change  of 

frequency  from  1490  kc  to  1450  kc,  continuing 
operation  with  250  w  unl.  Announced  Sept.  4. 
KVHC  O'Neill,  Neb— Granted  change  of  facil- ities from  1400  kc,  250  w  unl.  to  1350  kc,  1  kw  D. 

Announced  Sept.  10. 
KMCM  McMinnville,  Ore. — Granted  change 

from  unlimited  time  to  specified  hours,  continu- 
ing operation  on  1260  kc,  1  kw  DA-N.  Announced 

Sept.  4. 
KPRB  Redmond,  Ore. — Granted  change  of 

specified  hours  of  operation  on  1240  kc,  250  w.  An- nounced Sept.  4. 
KABR  Aberdeen,  S.  D. — Granted  change  of 

facilities  from  1220  kc,  250  w  D  to  1420  kc,  1  kw 
D.  Announced  Sept.  4. 
KFHA  Tacoma,  Wash. — Granted  change  in  sta- 

tion location  to  Lakewood,  Wash.;  engineering 
conditions  .Announced  Sept.  4. 
KFDR — Grand  Coulee,  Wash. — Granted  change 

of  facilities  from  1400  kc,  250  w  unl.  to  1360  kc, 
1  kw  D.  Announced  Sept.  4. 

APPLICATIONS 

KWYN  Wynne,  Ark. — Cp  to  increase  daytime 
power  from  250  w  to  1  kw  and  install  new  trans. 
KSRO  Santa  Rosa,  Calif. — Cp  to  increase  power 

from  1  kw  to  5  kw;  install  new  trans.,  change 
from  employing  directional  ant.  night  and  day 
(DA-1)  to  directional  ant.  nighttime  only;  change 
ant.-trans.  location,  change  studio  location  and 
make  changes  in  ground  system. 
KCMS  Manitou  Springs,  Colo. — Cp  to  increase 

power  from  100  w  to  250  w  (unlimited  time). 
WFOY  St.  Augustine,  Fla.— Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new 
trans. 
WMVG  Milledgeville,  Ga. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new 
trans.  , 
WWIN  Baltimore,  Md. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new 
trans.  i..J 

KMRS  Morris,  Minn. — Cp  to  change  frequency 
from  1570  kc  to  1230  kc,  change  hours  of  opera- 

tion from  daytime  to  unl.,  decrease  power  from 
1  kw  to  250  w  and  install  new  trans. 
KBOW  Butte,  Mont. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 
WOND  Pleasantville,  N.  J. — Cp  to  increase 

daytime  power  from  250  w  to  1  kw  and  install 
new  trans. 
WHDL  Olean,  N.  Y. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 
WJLB  Detroit,  Mich. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 
WIBM  Jackson,  Mich. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 
WTTH  Port  Huron,  Mich. — Cp  to  increase  pow- 

er from  1  kw  to  5  kw;  install  new  trans,  and 
make  changes  in  ant.  system  (additional  tower 
and  change  from  DA-1  to  DA-2). 
WOKK  Meridian,  Miss. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new trans. 
KRXL  Roseburg,  Ore. — Cp  to  change  frequency 

from  1240  kc  to  1250  kc,  change  hours  of  opera- 
tion from  unl.  to  daytime;  increase  power  from 

250  w  to  5  kw;  install  new  trans. 
WGAL  Lancaster,  Pa. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new trans. 

WRAK  Williamsport,  Pa. — Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install  new 

trans. 
WBRE  Wilkes-Barre,  Pa. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new trans. 
WCLE  Cleveland,  Tenn. — Cp  to  change  fre- 

quency from  1570  kc  to  1550  kc;  increase  power 
from  1  kw  to  10  kw;  install  new  trans,  and  install 
directional  ant.  daytime. 
KVLF  Alpine,  Tex. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 
WSPT  Stevens  Point,  Wis. — Cp  to  change  fre- 

quency from  1010  kc  to  1320  kc,  change  hours 
of  operation  from  daytime  to  unl.;  using  power 
of  500  w  night  and  1  kw  daytime;  install  new 
trans,  and  directional  ant.  for  night  and  day 
(DA-2)  and  change  ant.-trans.  and  studio  loca- tions. 
WYSR  Franklin,  Va. — Cp  to  increase  power 

from  1  kw  to  5  kw  and  install  new  trans. 
WNRG  Grundy,  Va. — Cp  to  change  frequency 

from  1250  kc  to  940  kc;  increase  power  from  1 
kw  to  5  kw  and  install  new  trans. 
WHLF  South  Boston,  Va. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new 
trans. 

CALL  LETTERS  ASSIGNED 

KASO  Minden,  La.— Dixie  Bcstrs.,  1240  kc. 
Changed  from  KAPK. 

WSRO  Marlboro,  Mass. — County  Bcstg.  Corp., 
1470  kc.  Changed  from  WAAN. 
KDOM  Windom,  Minn.— North  Star  Bcstg.  Co., 

550  kc. 
KYSS  Missoula,  Mont.  —  Missoula  Bcstrs. Changed  from  KDOO. 
KENN  Farmington,  N.  M.— Radio  Station 

KVBC,  1240  kc.  Changed  from  KVBC. 
WLSB  Copperhill,  Tenn. — Copper  Basin  Bcstg. 

Co.,  1400  kc. 
WMNM  Lafayette,  Tenn. — Lafayette  Bcstg.  Co., 1460  kc. 
KBYG  Big  Spring,  Tex.  —  Maples  -  McAlister 

Bcstg.  Co.,  1400  kc.  Changed  from  KTXC. 
KCRN  Crane,  Tex. — Joseph  E.  Young. 
KPOS  Post,  Tex. — Maples-McAlister  Bcstg.  Co., 

1370  kc.  Changed  from  KRWS. 
KAKI  San  Antonio,  Tex. — Sunshine  Bcstg.  Co., 

550  kc.  Changed  from  KTSA. 
WAXX  Chippewa  Falls,  Wis. — Radio  Chippewa, 

1150  kc.  Changed  from  WCHF. 
WQMN  Superior,  Wis. — Quality  Radio  Inc., 

1320  kc. 

New  Fm  Stations 

ACTIONS  BY  FCC 

San  Fernando,  Calif. — San  Fernando  Bcstg.  Co. 
—Granted  106.3  mc  1  kw  unl.  P.  O.  address  4433 
Berganio  Drive,  Encino,  Calif.  Estimated  con- struction cost  $23,140,  first  year  operating  cost 
$38,000,  revenue  $42,000.  Owners  are  Maurice Gresham  and  Joseph  Arnoff  (each  50%).  Mr. 
Gresham  is  western  division  sales  manager. 
MGM-TV;  Mr.  Arnoff  is  in  real  estate,  finance, 
etc.  Announced  Sept.  4. 

Colorado  Springs,  Colo. — Fm  Colo.  Co. — Grant- ed 96.5  mc,  24.5  kw  P.  O.  address  512  S.  Tejon 
St.,  Colorado  Springs.  Estimated  construction 
cost  $18,040,  first  year  operating  cost  $26,000,  rev- 

enue $24,000.  James  Russell  and  Robert  Ellis  are 
equal  partners.  Mr.  and  Mrs.  Russell  own  50% 
of  KKTV  (TV)  Colorado  Springs.  Mr.  Ellis  is 
director  of  operations,  KGHF  Pueblo,  Colo.,  and 
of  KKTV  (TV)  Colorado  Springs. 

Coral  Gables,  Fla. — Peninsular  Bcstg.  Corp. — Granted  105.1  mc,  18.5  kw.  P.  O.  address  Box  1315, 
Coral  Gables.  Estimated  construction  cost  $19,- 
470,  first  year  operating  cost  $10,000,  revenue 
$12,000.  Applicant  is  licensee  of  WVCG  Coral Gables.  Announced  Sept.  10. 

Fort  Lauderdale,  Fla. — Fla.  Air-Power  Inc. — Granted  103.5  mc,  15.5  kw.  P.  O.  address  Box 
8067,  Fort  Lauderdale.  Estimated  construction 
cost  $13,650,  first  year  operating  cost  $5,000,  reve- 

nue $5,000.  Applicant  is  licensee  of  WWIL  Ft. 
Lauderdale.  Announced  Sept.  4. 
Hazard,  Ky. — Mountain  Bcstg.  Service  Inc. — 

Granted  96.5  mc.  15  kw.  P.  O.  address  Radio  Sta- 
tion WKIC  Hazard.  Estimated  construction  cost 
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FOR  THE  RECORD  continued 

$16,852,  first  year  operating  cost  $6,000,  revenue 
S10.000.  Applicant  is  licensee  of  WKIC.  An- 

nounced Sept.  4. 
Hirkorv,  N.  C— Catawba  Valley  Bcstg.  Co.— 

Granted  102.9  mc.  14.8  kw.  P.  O.  address  415  First 
Ave.,  N.  W.,  Hickory.  Estimated  construction 
cost  $4,350,  first  year  operating  cost  $2,000.  reve- 

nue $2,000.  Applicant  is  licensee  of  H  HKY  Hick- 
ory. Announced  Sept.  4. 

Buffalo,  N.  Y. — Transcontinent  Tv  Corp. — 
Granted  96.9  mc.  17.52  kw.  P.  O.  address  70 
Niagara  St..  Buffalo.  Estimated  construction  cost 
$31,575.  first  year  operating  cost  $20,500.  revenue 
•CM. mm.  Applicant,  which  has  over  20  stockhold- 

ls  licensee  of  WGR-AM-TV  Buffalo.  It  also 
owns  HO  ol  WNKP-TV  Scranton  and  WILK-TV 
Wilkes-Barre,  both  Pennsylvania,  and  50%  of 
vv  s  V  A -  AM -TV  Harrisonburg.  Va.  Announced 
Sept.  9. 
Rochester,  N.  Y. — Transcontinent  Tv  Corp. — 

Granted  97.9  mc.  18  kw.  P.  O.  address  70  Niagara 
St.,  Buffalo.  Estimated  construction  cost  $31,575. 
first  year  operating  cost  $20,500,  revenue  $21,000. 
Applicant,  which  has  over  20  stockholders,  is  li- 

censee of  WGR-AM-TV  Buffalo.  It  also  owns 
of  WNEP-TV  Scranton  and  WILK-TV 

\\  ilkes-Barre,  both  Pennsylvania,  and  50%  of 
\VS  VA-AM-FM-TV  Harrisonburg,  Va.  Announced 
Sept.  9. 
Youngstown,  Ohio — Mahoning  Valley  Bcstg. 

Corp. — Granted  93.3  mc.  19.44  kw.  P.  O.  address 
260  West  Federal  St.,  Youngstown  3,  Ohio.  Esti- 

mated construction  cost  $19,420,  first  year  op- 
erating cost  and  revenue:  no  material  change 

from  present  operation  of  WBBW  Youngstown. 
Applicant  owns  WBBW  Youngstown.  Stock- 

holders: John  Chespack  Jr.,  Gene  Trace  and 
Anthony  N.  Ross,  each  31.9%,  and  Theodore  T. 
Macejko,  4.3%.  Announced  Sept.  10. 
Waynesboro,  Pa. — Richard  F.  Lewis  Jr.  Inc. — 

Granted  95.1  mc  3.33  kw.  P.  O.  address  %  Radio 
Station  WAYZ  Waynesboro.  Estimated  construc- 

tion cost  $12,500,  first  year  operating  cost  $5,000. 
Applicant  is  licensee  of  WAYZ.  Announced 
Sept.  4. 
Tacoma,  Wash — Clay  Frank  Huntington — Grant- 

ed 106.3  mc.  850  w.  P.  O.  address  201  S.  Fifth  St., 
Tacoma.  Announced  Sept.  10. 
Milwaukee,  Wis. — The  Journal  Co. — Granted 

94.1  mc.  2.8  kw.  P.  O.  address  333  W.  State  St., 
Milwaukee.  Announced  Sept.  10. 

APPLICATIONS 

San  Diego,  Calif. — Marietta  Investment  Corp. 
100.7  mc.  18.4  kw.  P.  O.  address  1405  Fifth  Ave., 
San  Diego.  Estimated  construction  cost  $36,500, 
first  year  operating  cost  $3,330.  Applicant  which 
in  July  1958  acquired  complete  control  of  Wrath- 
er-Alvarez  Bcstg.  Inc.,  is  owned  63-7/11%  by 

Jack 

Davis 

Honig-Cooper  &  Miner 
San  Francisco 

Please  note  that  WMBR-TV 

in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name — but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 

Post  Broadcast  Division,  rep- 
resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 
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SUMMARY  OF  STATUS  OF  AM,  FM, 

t  ompiled  by  BROADCASTING  through  Sept. 
ON  AIR  CP 

Not  on  air 110 
104 

116 

Lie 3.251 
534 

415' 

Cps 

76 

36 

94L' 

AM 
FM 

Tv  (Commercial) 
OPERATING  TELEVISION  STATIONS 

Compiled  by  BROADCASTING  through  Sept. 
VHF  UHF 

Commercial  425  83 
Non-Commercial  27  8 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  Aug.  31 

Licensed  (all  on  air) 
CPs  on  air  (new  stations) 
CPs  not  on  air  (new  stations) 
Total  authorized  stations 
Applications  for  new  stations  (not  in  hearing) 
Applications  for  new  stations  (in  hearing) 
Total  applications  for  new  stations 
Applications  for  major  changes  (not  in  hearing) 
Applications  for  major  changes  (in  hearing) 
Total  applications  for  major  changes 
Licenses  deleted 
CPs  deleted 

TV 

10 
TOTAL  APPLICATIONS 

For  new  stations 579 

61 126 

10 

TOTAL 

508* 

334 

AM 

FM 

TV 
3,251 534 

4291 

30 24 

IT 

95 

86 

113 

3,376 

644 667 

424 

43 

48 
107 30 58 531 

73 106 359 

26 39 

41 0 16 400 
26 

55 

0 1 0 
0 0 0 

1  There  are,  in  addition,  nine  tv  stations  which  are  no  longer  on  the  air,  but  retain  their 
licenses. 

-  There  are,  in  addition,  38  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 
longer  in  operation  and  one  which  has  not  started  operation. 

•  There  have  been,  in  addition.  177  television  cps  granted,  but  now  deleted  (33  vhl  and 144  uhf). 
4  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 

J.  D.  Wrather  Jr.  and  16-4/11%  by  Edward  Petry 
&  Co.  Announced  Sept.  4. 

Indianapolis,  Ind.— WIBC  Inc.  93.1  mc,  2.81  kw. 
P.  O.  address  2835  N.  Illinois  St.,  Indianapolis. 
Estimated  construction  cost  $24,728,  first  year 
operating  cost  $15,000,  revenue  $20,000.  Applicant, 
licensee  of  WIBC  Indianapolis,  is  owned  51%  by 
Richard  M.  Fairbanks  who  owns  WRMF  Titus- 
ville,  Fla.  Announced  Sept.  8,  9. 
Waco,  Tex. — Austin  Radio  Co.  94.1  mc,  2.33  kw. 

P.  O.  address  Box  1191,  Austin,  Tex.  Estimated 
construction  cost  $2,350,  first  year  operating  cost 
$6,000,  revenue  $8,000.  Applicant  also  has  am 
application  for  Waco  pending.  Announced  Sept.  9. 

Seattle,  Wash. — Courtlandt  T.  and  Muriel  T. 
Clark.  101.5  mc,  14.5  kw.  P.  O.  address  1555  Park- 
side  Dr.,  Seattle.  Estimated  construction  cost 
$25,792,  first  year  operating  cost  $12,000,  revenue 
$12,000.  Mr.  Clark  has  been  in  station  representa- tion. Announced  Sept.  4. 

Existing  Fm  Stations 

ACTIONS  BY  FCC 

WMMW-FM  Meriden,  Conn.— Granted  author- 
ity to  change  SCA  functional  music  operation 

from  simplex  to  multiplex  basis.  Announced Sept.  4. 
WYZZ  (FM)  Wilkes-Barre,  Pa.— Is  being  ad- 

vised that  unless  within  20  days  request  for  hear- 
ing is  received,  7th  application  for  extension  of 

time  to  construct  station  will  be  dismissed  and 
cp  and  call  letters  deleted.  Announced  Sept.  4. 

Ownership  Changes 

ACTIONS  BY  FCC 

KNLR  North  Little  Rock,  Ark.— Granted  trans- 
fer of  control  from  L.  R.  Luker,  et  al.,  to  Chester 

H.  Pierce  (now  station  manager);  consideration 
$70,000.  Announced  Sept.  4. 
KPOK  Scottsdale,  Ariz.— Granted  transfer  of 

control  from  Richard  B.  and  Alma  C.  Gilbert  to 
Morris  Mindel;  consideration  $65,500  for  66% 
interest.  Announced  Sept.  4. 
KPAP  Redding,  Calif.— Granted  assignment  of 

license  to  High  Fidelity  Stations  Inc.  (C.  E. 
Chamberlin,  president);  consideration  $41,000. Announced  Sept.  4. 
WROD  Daytona  Beach,  Fla.— Granted  transfer 

of  control  through  sale  of  80%  stock  of  parent 
corporation  (Radio  of  Daytona  Inc.)  by  Morton 
G.  Bassett  Jr.,  to  Eugene  D.  Hill  (interest  in 
WKIS  and  WORZ  (FM)  Orlando),  Mining  Jour- 

nal Co.  (WDMJ-AM-TV  Marquette,  WJMS-TV 
Ironwood,  Mich.),  and  Iron  Mountain  Publ.  Co. 
(majority  stockholder  of  WMIQ  Iron  Mountain, 
Mich.);  Frank  J.  Russell,  vice  president  and 
director  of  both  companies,  is  permittee  of  WLST 
Escanaba,  Mich.;  consideration  $50,000,  plus 
agreement  to  cancel  or  forgive  $51,139  indebted- 

ness between  Mr.  Bassett,  Radio  of  Daytona  Inc., 
WROD  and  Daytona  Beach  Bcstg.  Corp.  An- nounced Sept.  4. 

WDMF  Buford,  Ga. — Granted  assignment  of 
license  from  David  E.  and  Madeleine  O.  Fleagle 
to  Lanier  Bcstg.  Co.  (R.  L.  Schuessler,  president) ; 
consideration  $62,000.  Announced  Sept.  4. 
WBLJ  Dalton,  Ga.— Granted  transfer  of  con- 

trol from  H.  C.  Kenemer  to  L.  C.  McCall  (interest 
in  WJEM  Valdosta);  consideration  $19,000.  An- nounced Sept.  4. 
WCRY  Macon,  Ga. — Granted  assignment  of 

license  to  W.  H.  Keller  Jr.  (majority  stockholder 
of  WGOV  Valdosta);  consideration  $27,500.  An- 

nounced Sept.  4. 
KART  Jerome,  Idaho — Granted  assignment  of 

license  to  Franklin  K.  Clark,  tr/as  K.  Clark; 
consideration  $19,070.  Announced  Sept.  4. 
KRPL  Moscow,  Idaho — Granted  transfer  of 

control  from  Roy  Anderson  to  Gale  L.  Mix  II 
and  Doris  Mix;  consideration  $42,096.  Announced 
Sept.  4. 
WCVS  Springfield,  111.— Granted  transfer  of 

control  from  Harold  L.  Dewing,  et  al.,  to  WPFA 
Radio  Inc.  (Jerome  Wm.  O'Connor,  president; 
interest  in  KANS  Wichita,  Kan.,  and  WBOW 
Terre  Haute,  Ind.);  consideration  $285,000.  An- nounced Sept.  4. 
WUST,  WUST-FM  Bethesda,  Md.— Granted 

transfer  of  control  from  Carl  J.  Batter,  et  al., 
voting  trustees,  to  WUST  Inc.  (Milton  Diener, 
president);  consideration  $190,000  for  50.885%  in- terest. Announced  Sept.  10. 
WMUZ-FM  Detroit,  Mich.— Granted  assignment 

of  license  to  Percy  B.  Crawford,  tr/as  Alpha 
Bcstg.  Co.;  consideration  $25,000.  Announced 
Sept.  10. WNLA  Indianola,  Miss. — Granted  transfer  of 
control  from  W.  L.  Kent  and  John  M.  McLendon 
to  W.  R.  and  Gertrude  Landman;  consideration 
$42,500.  Announced  Sept.  4. 
KMON  Great  Falls,  Mont. — Granted  transfer  of 

control  to  KMON  Inc.;  consideration  $160,000. 
Transferee's  stock  is  owned  by  Salt  Lake  City 
Bcstg.  Co.,  licensee  of  KALL  Salt  Lake  City, 
Utah;  stock  owner  of  KOPR-AM-TV  Butte, 
Mont.,  and  interest  in  KUTV  (TV)  Salt  Lake 
City.  Announced  Sept.  4. 
KQUE  Albuquerque,  N.  M. — Granted  transfer 

of  control  from  Edgar  F.  Pechacek,  et  al.  (all 
stockholders),  to  Dandy  Bcstg.  Corp.  (WPEO 
Peoria,  111.);  consideration  $210,000.  Announced 
Sept.  10. WMSN  Raleigh,  N.  C. — Granted  transfer  of 
control  from  B.  H.  Ingle  Sr.,  Maude  J.  Ingle  and 
Ruth  Ingle  Johnson  to  John  C.  Greene  Jr.;  con- 

sideration $74,964  plus  agreement  to  purchase 
real  estate  for  $40,491.  Announced  Sept.  10. 
WSMN  Nashua,  N.  H. — Granted  assignment  of 

license  to  Merrimack  Valley  Bcstg.  Corp.  (Ro- 
land P.  Genest,  president);  consideration  $80,000. 

Announced  Sept.  4. 
KRWC  Forest  Grove,  Ore. — Granted  assign- 

ment of  license  to  F.  Demcy  Mylar  and  Robert 
M.  Kines,  d/b  as  Christian  Bcstg.  Co.;  considera- 

tion $50,000.  Announced  Sept.  10. 
KFLW  Klamath  Falls,  Ore. — Granted  transfer 

of  control  from  estates  of  B.  K.  Jenkins  and 
Ernest  R.  Gilstrap  to  Frank  and  Paul  Jenkins 
and  Anna  J.  Gilstrap;  no  monetary  consideration. Announced  Sept.  4. 
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WBSC  Bennettsville,  S.  C— Granted  (1)  re- 
newal of  license  and  (2)  transfer  of  control  from 

Y.  W.  Scarborough  Jr.,  executor  of  estate  of 
Y.  W.  Scarborough,  deceased,  to  Y.  W.  Scar- 

borough Jr.,  R.  B.  and  S.  T.  Scarborough  and 
F.  S.  Webb;  stock  transaction.  Announced  Sept. 
10. 
VVZYX  Cowan,  Tenn. — Granted  assignment  of 

license  from  Arthur  D.  Smith  Jr.,  James  F. 
Spencer,  and  Frank  Pearson  Jr.,  to  Guidon  Bcstg. 
Co.  (Michael  R.  Freeland,  president,  owner  of 
WFWL  Camden,  Tenn.,  and  interest  in  WMCP 
Columbia,  Tenn.);  consideration  $35,000.  An- 

nounced Sept.  4. 
WHBT  Harriman,  Tenn. — Granted  (1)  renewal 

of  license  and  (2)  acquisition  of  negative  con- 
trol by  Clarence  (Hank)  Snow,  as  individual,  and 

Ernest  Tubb  and  Charles  E.  Mosley,  through 
purchase  of  40%  of  stock  of  WHBT  and  like 
amount  of  WTCW  Whitesburg,  Ky.  (already 
transferred)  from  William  R.  McDaniel;  con- 

sideration $24,000  which  will  be  used  to  cancel 
note  owned  by  transferor  to  Mr.  Tubb.  An- 

nounced Sept.  10. 
WMCD  Welch,  W.  Va.,  WBTH  Williamson,  W. 

Va.,  Williamson  Bcstg.  Corp. — Granted  relinquish- 
ment of  positive  control  by  Alice  Shein  through 

sale  of  13.06%  stock  to  Phil  Beinhorn,  present 
34.05%  owner;  consideration  $4,000.  Announced 
Sept.  4. 
WMCD  Welch,  W.  Va.— Granted  assignment 

of  license  to  Welch  Bcstrs.  Inc.  (Clarence  E. 
Feltner  Jr.,  president);  consideration  $10,000.  An- nounced Sept.  10. 

APPLICATIONS 

WMGY  Montgomery,  Ala.— Seeks  assignment 
of  license  from  Dixie  Bcstg.  Co.  to  Radio  Mont- 

gomery In«.  for  $100,000.  New  owners  are  equal 
partners  L.  D.  Hargreaves,  Hollis  D.  Carlton  and F.  J.  Petranka,  all  WMGY  employes,  and  Joe 
Scott,  motor  company  owner.  Announced  Sept.  4. 
KCRE  Crescent  City,  Calif.— Seeks  assignment 

of  license  from  John  K.  Perry  and  Robert  E. 
Grey,  d/b  as  Del  Norte  Bcstg.  Co.  to  Del  Norte 
Bcstg.  Co.  for  $45,000.  New  owners,  Mr.  and  Mrs. 
Melvin  D.  Marshall,  own  all  of  KENL  Areata, 
Calif.  Announced  Sept.  4. 
WRRR  Rockford,  111. — Seeks  assignment  of  li- 

cense from  Rock  River  Bcstg.  Co.  to  Radio  Rock- 
ford  Die.  for  $227,900  cash.  Radio  Rockford  is 
owned  by  Kankakee  Daily  Journal  Co.,  licensee 
of  WKAN  Kankakee,  Dl.  Announced  Sept.  10. 
KVCL  Winnfield,  La.— Seeks  assignment  of  li- 

cense f*-om  James  A.  West  Jr.,  Elgie  M.  Risinger 
and  Delvin  R.  White,  d/b  as  Southern  Bcstg. 
Co.,  to  Edward  R.  Hall,  tr/as  WINN  Bcstg.  Co., 
for  $35,000.  Mr.  Hall  is  technical  director  for 
KVCL  and  KDMS  El  Dorado,  Ark.  Announced 
Sept.  9. 
WWOR-TV  Worcester,  Mass. — Seeks  assignment 

of  license  from  Salisbury  Bcstg.  Corp.  to  Spring- 
field Tv  Bcstg.  Corp.  (WWLP  [TV]  Springfield, 

Mass.),  based  on  merger.  Return  to  the  air  by 
WWOR-TV  as  result  of  merger  is  expected.  An- 

nounced Sept.  10. 
WABY  Albany,  N.  Y. — Seeks  relinquishment 

of  positive  control  of  licensee  (Eastern  N.  Y. 
Bcstg.  Corp.)  by  David  A.  Kyle  through  sale  of 
25.8%  to  Edward  L.  Trudeau  and  Toni  Brady 
for  $34,000.  New  ownership  arrangement:  Mr. 
Kyle,  25%;  Messers.  Trudeau  and  Brady,  each 
37.5%.  Announced  Sept.  4. 
KBYE  Oklahoma  City,  Okla. — Seeks  transfer 

of  54%  from  Glenn  G.  Griswold  (18%)  and  Kevin 
B.  Sweeney  (36%)  to  Mrs.  Bernice  L.  Lynch, 
housewife,  for  $2,700.  Announced  Sept.  10. 
WCRE  Cheraw,  S.  C— Seeks  assignment  of  li- 

cense from  E.  G.  Robinson  Jr.  and  William  R. 
Wagner,  d/b  as  Pee  Dee  Bcstg.  Co.  to  Ben  Aker- 
man,  tr/as  Radio  Cheraw  for  $23,000.  Mr.  Aker- 
man  owns  50%  of  WSTN  St.  Augustine  and 
100%  of  WGCR  Green  Cove  Springs,  both  Florida. 
Announced  Sept.  8. 
KOPY  Alice,  Tex. — Seeks  transfer  of  100% 

of  outstanding  stock  from  Jules  J.  Paglin  and 
Stanley  W.  Ray  Jr.  to  Leon  S.  Walton  for  $150,- 
000.  Mr.  Walton  owns  National  Radio  Representa- 

tives Inc.  Announced  Sept.  9. 
KCMR  McCamey,  Tex. — Seeks  assignment  of 

license  from  Jim  Sample  and  Donald  Boston, 
d/b  as  McCamey  Bcstg.  Co.  to  Robert  E.  Stuart 
tr/as  The  Stuart  Co.  for  $30,000.  Mr.  Stuart  is 
with  Clarke  Brown  Co.,  radio  and  tv  rep.  An- nounced Sept.  4. 
KLAN  Renton,  Wash. — Seeks  assignment  of 

license  from  Interlake  Bcstg.  Co.  to  Walter  N. 
Nelskog,  Darrell  R.  Anderson  and  Wi'Us  R. 
Harpel,  d/b  as  Seattle  Musicasters,  for  $192,000. 
Mr.  Nelskog  owns  58%  of  KQTY  Everett,  Wash., 
25%  of  KUDI  Great  Falls,  Mont.,  and  KQDY 
Minot,  N.  D.,  and  80%  of  KUDE  Oceanside, 
Calif.  Mr.  Anderson  has  20%  interest  in  KUDE. 
Mr.  Harpel  owns  51.3%  of  KXLE  Ellensburg, 
Wash.  Announced  Sept.  8. 

Hearing  Cases 

FINAL  DECISIONS 

By  order,  Commission  adopted  and  made  effec- 
tive immediately  July  25  initial  decision  granting 

application  of  Seaway  Bcstg.  Co.,  for  new  am 
station  to  operate  on  1050  kc,  1  kw,  D,  in 
Massena,  N.  Y.,  and  granting  motion  by  Robert 
S.  Plimpton  to  dismiss  without  prejudice  his 
application  for  the  same  facilities  in  Norfolk, 
N.  Y.  Commissioner  Fred  Ford  dissented.  An- 

nounced Sept.  10. 
By  order,  Commission  made  effective  immedi- 

ately July  28  initial  decision  and  granted  annnica- tion  of  Van  Wert  Bcstg.  Co.  for  new  am  station 
to  operate  on  1220  kc,  250  w,  D,  in  Van  Wert, 
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Ohio.  Commissoner  Fred  Ford  dissented.  An- nounced Sept.  10. 

By  order,  Commission  adopted  and  made  effec- 
tive immediately  July  28  initial  decision,  as 

amended  Aug.  4,  granting  applications  of  Oregon 
Radio,  Inc.,  to  increase  daytime  power  of  station 
KSLM  Salem,  Ore.,  from  1  kw  to  5  kw,  continu- 

ing operation  on  1390  kc  with  1  kw-N  and  Lincoln 
Electronics,  Inc.,  to  change  facilities  of  station 
KBCH  Oceanlake,  Ore.,  from  1400  kc,  250  w,  U, 
to  1380  kc,  1  kw,  D.  Announced  Sept.  10. 
By  order,  Commisson  granted  petiton  by 

Virginia  Beach  Bcstg.  Corp.  (WBOF)  Virginia 
Beach,  Va.  to  extent  of  striking  clause  from 
order  of  designation  stating  that  in  event  of 
favorable  action  on  Virginia  Beach,  application 
will  be  held  without  further  action  pursuant  to 
Section  1.351  pending  conclusion  of  proceeding 
in  concerning  daytime  skywave  transmissions; 
denied  remaining  relief  sought  by  Virginia  Beach 
petition  in  proceeding  on  its  am  applicaton  and 
that  of  South  Norfolk  Bcstg.  Co.,  South  Norfolk, 
Va.,  and  Denbigh,  Bcstg.  Co.,  Denbigh,  Va. 
Announced  Sept.  10. 

INITIAL  DECISION 

Hearing  Examiner  James  D.  Cunningham 
issued  Initial  Decision  looking  toward  ordering 
Emar  Separator  Co.,  New  York,  N.  Y.,  to  cease 
and  desist  from  violating  provisions  of  Part  18 
of  rules  by  operating  industrial  heating  equip- 

ment which  is  neither  licensed  nor  certified  by 
duly  qualified  engineer  or  manufacturer  thereof, 
and  causing  interference  to  existing  TV  broad- 

casting in  the  New  York  City  area.  Announced 
Sept.  4. 

OTHER  ACTIONS 

By  separate  memorandum  opinions  and  orders, 
Commission  (1)  denied  joint  petition  for  re- 

hearing filed  by  Trebit  Corp.  and  W.  S.  Butter- 
field  Theatres,  Inc.,  and  petition  by  latter  for 
reconsideration  of  stay  denial,  and  (2)  dismissed 
petition  by  Lake  Huron  Bcstg.  Corp.  (WKNX- 
TV,  ch.  57),  Saginaw,  Mich.,  directed  against  July 
9  decision  affirming  May  12,  1954  decision  which 
granted  application  of  WJR,  The  Goodwill  Sta- 

tion Inc.,  for  new  tv  station  (WJRT)  to  operate 
on  ch.  12  in  Flint,  Mich.,  as  modified  by  applica- 

tion BMPCT-2689  filed  Dec.  16,  1954,  changing 
trans,  site,  programming,  etc.,  and  which  denied 
competing  appneations  of  Trebit  and  Butterfield; 
and  (3)  dismissed  Lake  Huron  petition  for  re- 

hearing directed  against  July  15  decision  which 
affirmed  and  made  effective  immediately  an 
April  14,  1955  grant  to  WJR  for  Mod.  of  CP  to 
move  trans,  site  of  WJRT  from  a  point  southeast 
of  Flint  (Clarkston)  to  a  point  northwest  of  Flint 
(Chesaning),  make  ant.  changes  and  change  stu- 

dio location  in  Flint.  Comr.  Robert  Lee  dissented; 
Comrs.  T.  A.  M.  Craven,  Fred  Ford  and  John 
Cross  not  participating.  Announced  Sept.  10. 
By  memorandum  opinion  and  order,  Commis- 

sion denied  petition  by  Jackson  Bcstg.  and  Tele- vision Corp.  to  set  aside  initial  decision,  reopen 
record  and  enlarge  issues  in  proceeding  on  appli- 

cations of  Jackson,  Triad  Television  Corp.,  Booth 
Bcstg.  Co.,  all  Parma,  Mich.,  and  Television  Cor- 

poration of  Michigan  Inc.,  and  State  Board  of 
Agriculture,  both  Onondaga,  Mich.,  for  new  tv 
stations  to  operate  on  ch.  10.  Comr.  John  Cross 
not  participating.  (By  Decision  of  Sept.  3,  Com- 

mission granted  applications  of  Television  Cor- 
poration of  Michigan  Inc.,  and  State  Board  of 

Agriculture  for  share-time  operation  on  ch.  10 
and  denied  competing  applications.)  Announced 
Sept.  8. 
By  memorandum  opinion  and  order,  Commis- 

sion (1)  dismissed  application  by  Virginian  Tele- vision Corp.  for  temporary  authority  to  operate 
on  ch.  13  in  Norfolk,  Va.;  (2)  denied  similar  ap- 

plication by  Tim  Brite  Inc.;  (3)  denied  motions 
by  Brite,  Virginian  and  Tidewater  Teleradio 
Inc.  (WAVY- TV,  ch.  10),  Portsmouth,  Va.,  to  dis- 

miss petition  by  Peninsula  Bcstg.  Corp.  (WVEC- 
TV,  ch.  15),  Hampton,  Va.,  for  relief  from  de- structive electrical  interference;  (4)  granted 
Peninsula  petition  to  extent  of  authorizing  tem- 

porary operation  of  WVEC-TV  on  ch.  21  (which 
is  reserved  for  educational  use  in  Norfolk-Ports- 

mouth-Newport News)  subject  to  issuance  of 
new  authorization;  with  said  temporary  author- 

ization to  expire  automatically  upon  commence- 
ment of  operation  on  ch.  21  or  on  ch.  13,  which- ever occurs  first,  by  a  permittee  so  authorized  by 

final  action  of  the  Commission  on  any  applica- 
tion for  regular  operation  on  either  of  these 

channels;  and  (5)  denied  Peninsula  request  to 
withhold  action  on  application  for  license  of 
WAVY-TV.  Announced  Sept.  4. 
By  order.  Commission  granted  petition  by 

Broadcast  Bureau  and  dismissed  proceeding  in- 
stituted April  23  by  order  to  Copper  City  Bcstg. 

Corn,  to  show  cause  why  its  license  for  station 
WKTV  (ch.  13),  Utica,  N.  Y.,  should  not  be  modi- 

fied to  specify  operation  on  ch.  2  from  same 
site  with  specified  ant.  height;  cancelled  hearing 
in  docket  case  since  Airspace  Division,  Air  Co- 

ordinating Committee,  has  withdrawn  objections 
to  2381  ft.  ant.;  dismissed  as  moot  petition  by 
Copper  City  for  alternative  relief.  Comr.  Bartley 
not  participating.  Announced  Sept.  4. 
By  letter,  granted  request  by  Malco  Theatres 

Inc.,  Memphis,  Tenn.,  to  withhold  action  until 
Nov.  23  on  its  pending  applications  to  construct 
new  TV  stations  in  Columbus,  Ohio,  on  ch.  40, 
Kansas  City,  Mo.,  on  ch.  65,  and  Davenport, 
Iowa,  on  ch.  68,  provided  competing  applications 
for  some  or  all  of  the  same  facilities  are  not  filed 
in  meantime;  grant  is  without  prejudice  to  such 
action  as  Commission  may  take  with  regard  to 
any  applications  Malco  might  file  for  extension 
of  time  to  construct  those  tv  stations  for  which 
it  now  holds  cps.  Announced  Sept.  4. 
By   order,   Commission   granted   petitions  by 

Try  the  new 

 220A  Lavalier. 

31 
 days

  fre
e 

WE  SAY  IT'S  THE  WORLD'S  FINEST 
LAVALIER  MICROPHONE.  .  . 

ON-THE-JOB  PERFORMANCE  WILL  PROVE  IT! 

Superior  performance  —  This  new  omni-direc- 
tional  microphone  has  great  sensitivity  and 
range.  Frequency  response  is  60  to  20,000  cps. 
And  Turner's  exclusive  Dynaflex  Diaphragm 
picks  up  the  slightest  shadings  of  sound  and 
transmits  them  faithfully. 

Classic,  inconspicuous  design  —  Features  the 
performer,  not  the  mike.  Its  slim,  aluminum 
case  is  neutral  grey,  non-reflecting  enamel. 

An  excellent  value  —  When  you  decide  to  keep 

the  Turner  220A  you'll  be  convinced  the  Radio/ 
TV  station  net  cost  of  $75.00  represents  real 
value.  The  microphone  can  be  adapted  to  stand 
use  to  do  double  duty  ■ —  price  includes  25  feet 
of  cable  plus  lavalier  accessory.  But  the  out- 

standing performance  characteristics  you  get 
are  the  important  benefits. 

Prove  it  to  yourself.  Try  it  in  your  studio,  sub- 
ject to  your  own  work  conditions,  your  own 

habits,  your  own  performance  standards.  You'll see  why  no  other  microphone  can  match  it. 
Mail  this  coupon  for  the  no-obligation,  30-day 
free  use  of  the  Turner  220A  lavalier! 

THE 
COMPANY 936  17th  St.  N.  £. 
Cedar  Rapids,  Iowa 

Gentlemen:  Please  send  me  your  220A  lavalier 
mike  for  a  free  30-day  trial  at  no  obligation  to 
me.  Please  include  spec  sheets. 
Name 

1 
1 Radio  or  TV  Station 1 

Address 1 

City 

Zone s 
1 State 

IN  CANADA:  Canadian  Marconi  Co., 
Toronto,  Ontario  and  Branches 

EXPORT  .  .  .  :  Ad  Auriema,  Inc., 
85  Broad  St.,  New  York  4,  N.Y. 
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This  valuable  planning  guide 

will  help  you  realize  a  greater 

return  on  your  equipment  in- 

vestment. Installation  and 

maintenance  procedures,  out- 

lined in  this  new  brochure,  will 

show  you  how  to  get  long 

equipment  life  and  top  per- 

formance for  your  station. 

For  your  free  copy  of  this  brochure, 

write  to  RCA,  Dept.  KC-22,  Building 
15-1,  Camden,  N.  J.  In  Canada:  RCA 
VICTOR  Company  Limited,  Montreal. 

RADIO  CORPORATION 

of  AMERICA 

Tmk(s)® 

FOR  THE  RECORD  continued 

Vallev  Telecasting  Co.  (WFRV-TV.  ch.  5)  and 
Norbertine  Fathers  (WBAY-TV,  ch.  2),  both 
Green  Bav,  Wis.,  to  extent  of  designating  for 
hearing  application  of  M  &  M  Bcstg.  Co.  (WMBV- TV  ch,.  11),  Marinette,  Wis.,  to  move  trans,  site 
from  point  about  14  miles  SE  of  Marinette  and 
about  38  miles  NE  of  Green  Bay  to  about  38  miles 
SE  of  Marinette  and  about  14  miles  NE  of  Green 
Bav,  increase  ant.  from  780  to  960  ft.,  increase 
visual  ERP  to  316  kw.  etc.;  made  WFRV-TV  and 
WBAY-TV  parties  to  proceeding.  Chairman 
Doerfer   dissented.  Announced   Sept.  10. 
Granted  SCA's  to  engage  in  functional  music 

operation  on  multiplex  basis  to  following:  Her- man C.  Hall  (WMDE  1FM1),  Greensboro,  N.  C; 
Rome  Sentinel  Co.  (WRUN-FM),  Utica,  N.  Y.; 
Radio  Services  Corp.  of  Utah  (KSL-FM),  Salt 
Lake  Citv.  Utah,  for  period  ending  Oct.  1,  1959; 
Jack  W.  Blankenship  (KBFM),  Lubbock,  Tex.; 
James  R.  Corey  (KFMK),  Houston,  Tex. 
By  memorandum  and  order,  Commission  de- 

nied petition  by  Middlesex  Bcstg.  Corp.,  for  im- 
mediate consideration  of  its  application  to  change 

facilities  of  station  WTAO  Cambridge,  Mass., 
from  740  kc,  250  w  D,  to  limited  time  operation 
on  720  kc,  5  kw  from  local  sunrise,  Cambridge, 
to  local  sunset,  Chicago,  111.,  or  for  waiver  of 
Sec.  1.351  of  rules  (daytime  skywave).  An- 

nounced Sept.  10. 
By  memorandum  and  order,  denied  petition  by 

Ottawa  Bcstg.  Corp.,  for  retention  of  File  BP- 
11381  for  its  application  to  increase  power  of 
WJBL  Holland,  Mich.,  from  500  w  to  1  kw;  pur- 

suant to  Sec.  1.354  (h),  application  was  assigned 
new  file  number  (BP-11892)  after  Mar.  7  amend- 

ment to  reflect  new  ownership.  Comr.  Bartley 
dissented. 
Columbia  Rivers  Bcstrs.,  L.  Berenice  Brown- 

low,  St.  Heles,  Ore. — Designated  for  consolidated 
hearing  applications  for  new  am  stations  to  op- 

erate on  1600  kc,  1  kw  D.  Announced  Sept.  4. 
M.V.W.  Radio  Corp.,  San  Fernando,  Calif.; 

KGB  Inc.,  San  Diego,  Calif.;  Robert  S.  Marshall, 
Newhall,  Calif.;  Wilson  Bcstg.  Co.,  Oxnard,  Calif. 
— Designated  for  consolidated  hearing  applica- 

tions for  new  am  stations  of  M.V.W.  to  operate 
on  1360  kc,  5  kw  DA,  D;  Marshall  on  1360  kc, 
500  w  D;  Wilson  on  1370  kc,  1  kw  DA-2  unl.,  and 
KGB  on  1360  kc,  to  increase  daytime  power 
from  1  kw  to  5  kw:  made  KUDU  Ventura-Ox- 
nard,  KBUC  Corona,  and  KGER  Long  Beach, 
Calif.,  parties  to  proceeding.  Announced  Sept  4. 
Twin  City  Bcstg.  Co.,  Toombs  County  Bcstg. 

Co.,  Lyons,  Ga. — Designated  for  consolidated 
hearing  applications  for  new  am  stations;  Twin 
City  to  operate  on  1340  kc,  250  w  unl.;  and 
Toombs  on  1360  kc,  1  kw  D;  denied  request  for 
extension  of  time  to  amend  Toombs'  application. Announced  Sept.  4. 
WCME  Brunswick,  Me. — Designated  for  hear- 

ing application  to  increase  power  from  500  w  to 
1  kw,  continuing  operation  on  900  kc  D;  made 
WOTW  Nashua,  N.  H.,  party  to  proceeding.  An- nounced Sept.  4. 
Tucumcari  Television  Co.,  San  Jon,  N.  M. — Is 

being  advised  that  application  for  new  tv  trans- 
lator station  on  ch.  70  dictates  a  hearing. 

South  County  Bcstg.  Co.,  Wickford,  R.  I.— 
Designated  for  hearing  application  for  new  am 
station  to  operate  on  1370  kc,  500  w  D.  Announced 
Sept.  10. 

Standard  Bcstg.  Corp.,  Clifford  C.  Harris,  Os- 
wego, N.  Y. — Designated  for  consolidated  hear- 

ing applications  for  new  am  stations  to  operate 
on  1440  kw  D — Standard  with  500  w  and  Harris 
with  1  kw;  made  WJJL  Niagara  Falls,  party  to 
proceeding.  Announced  Sept.  10. 
KWEW  Hobbs,  N.  M.— Designated  for  hearing 

application  to  increase  daytime  power  from  1  kw 
to  5  kw,  continuing  operation  on  1480  kc,  1  kw 
DA-N,  unl.  Announced  Sept.  10. 
KCFI  Cedar  Falls,  Iowa — Designated  for  hear- 

ing application  for  license  to  cover  cp  for  new 
am  station  to  operate  on  1250  kc,  500  w  DA-D. 
Comr.  Cross  abstained.  Announced  Sept.  10. 

South 

$65*000.00 

Profitable  daytimer  in  single 

station  market.  Presently  ab- 
sentee owned,  this  station  needs 

an  owner-operator.  29%  down 

required. 

By  orders,  terminated  following  proposals  for 
amendments  of  revised  tentative  allocation  plan 
for  Class  B  fm  broadcast  stations,  such  plan 
having  been  abandoned,  effective  Aug.  30,  there- 

by making  unnecessary  any  further  proceedings: 
To  add  ch.  289  to  Framingham,  Mass. 
To  substitute  ch.  299  for  293  in  Sacramento, 

Calif.,  and  substitute  ch.  293  for  229  in  Santa 
Rosa.  Calif.  To  add  ch.  233  to  Sacramento,  Calif. 
To  add  ch.  273  to  Sacramento,  Calif.,  and  sub- 

stitute ch.  245  for  ch.  273  in  Santa  Rosa,  Calif. 
To  add  ch.  300  to  Redlands  and  Lancaster, 

Calif.,  ch.  293  to  San  Diego,  Calif.,  ch.  294  to 
Baltimore,  Md. 
By  report  and  order,  Commission  finalized 

rule  making  in  and  changed  uhf  noncommercial 
tv  reservation  in  Pittsburgh,  Pa.,  from  ch.  22  to 
ch.  16,  effective  Oct.  10.  At  same  time,  it  modified 
cp  of  Telecasting  Inc.,  for  WENS  (not  operating) 
to  specify  ch.  22  instead  of  ch.  16  in  Pittsburgh. 
By  notice  of  proposed  rule  making.  Commis- sion invites  comments  by  Oct.  10  to  proposal  by 

TOT  Industries  Inc.,  to  amend  tv  tables  of  as- 
signments by  adding  ch.  10  to  Medford,  Ore. 

By  order,  Commission  amended  Part  O  of  its 
statement  of  organization  to  transfer  licensing 
and  regulatory  functions  pertaining  to  interna- tional broadcast  stations  under  FCC  jurisdiction 
from  Offices  of  Chief  Engineer  and  General 
Counsel  to  Broadcast  Bureau. 

Routine  Roundup 

PETITION   FOR  RULE   MAKING  FILED 
Lenkurt  Electric  Co.,  San  Carlos,  California — 

Request  (1)  Reallocation  of  the  band  840-890  mc to  common  carrier  fixed  service;  (2)  Establish- 
ment of  definite  cut-off  date  beyond  which 

existing  tv  and  translator  stations  will  not  be 
re-licensed  in  the  840-890  mc  band;  and  (3) 
Establishment  of  maximum  power  output  of 
10  w  for  all  translator  stations  operating  in  or 
authorized  to  operate  in  the  840-890  mc  band. Announced  Sept.  5. 

ACTIONS  ON  MOTIONS 
By  Commissioner  John  S.  Cross  on  September  8 
Granted  petition  by  Community  Telecasting 

Corp.,  for  extension  of  time  to  Sept.  12  to  reply 
to  oppositions  to  its  motion  to  enlarge  issues  in 
Moline,  111. -Davenport,  Iowa  tv  ch.  8  proceeding. 
Granted  petition  by  Broadcast  Bureau  for  ex- 

tension of  time  to  Sept.  18  to  file  responsive 
pleadings  to  petition  to  clarify  issue  (5)  or  in 
the  alternative  to  amend  issue  (5)  and  to  delete 
issues  1  through  4  filed  by  protestants  in  pro- 

ceeding on  application  of  The  Spartan  Radio- 
casting Co.  (WSPA-TV),  Spartanburg,  S.  C. 

By   Chief   Hearing   Examiner  James  D. 
Cunningham  on  dates  shown 

Granted  petition  by  Bowie-Nocona  Bcstg.  Co., 
Bowie,  Tex.,  for  acceptance  of  its  appearance 
filed  late  in  proceeding  on  its  am  application,  et 
al.  Action  Sept.  4. 
Prehearing  conference  on  applications  of  Balti- 

more Bcstg.  Corp.,  and  Commercial  Radio  In- 
stitute Inc.  for  new  fm  stations  in  Baltimore, 

Md.,  which  was  scheduled  for  Sept.  18,  will  be 
held  on  Sept.  16.  Action  Sept.  8. 

By  Hearing  Examiner  Forest  L.  McClenning  on 
September  8 

Ordered  Darwin  Bcstg.  Co.  to  file  additional 
information  within  30  days  in  connection  with 
proceeding  on  revocation  of  license  of  KHCD 
Clifton,  Ariz.;  continued  without  date  hearing. 

On  own  motion,  continued  hearing  from  Sept.  23 
to  Oct.  21,  and  prehearing  conference  from  Sept. 
10  to  Sept.  29  at  1  p.m.,  on  application  of  South 
Bay  Bcstg.  Co.  (KAPP),  Redondo  Beach,  Calif. 
By  Hearing  Examiner  Thomas  H.  Donahue  on 

September  5 
On  own  motion,  continued  prehearing  con- 

ference from  Sept.  11  to  Sept.  15  at  2  p.m. 
re  am  applications  of  Pan  American  Radio  Corp., 

Florida 

$125*000.00 

Good  daytime  facility  in  a 

major  market.  Low  cost  opera- 
tion with  excellent  potential  for 

profits  and  capital  appreciation. 
Reasonable  terms. 

Exclusive  with 

tack  b  urn  &  Gompamj 

NEGOTIATIONS 

WASHINGTON,  D.  C. 

James  W.  Blackburn 
Jack  V.  Harvey 

Washington  Building 

STerling  3-4341 

FINANCING  •  APPRAISALS 

ATLANTA 

Clifford  B.  Marshall 

Stanley  Whitaker 
Healey  Building 

JAckson  5-1576 

CHICAGO 

H.  W.  Cassiil 
William  B.  Ryan 

333  N.  Michigan  Avenue 
Financial  6-6460 
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PROFESSIONAL  CARD 

JANSKY  &  BAILEY  INC. 
Executive  Offices 
1735  DeSales  St.,  N.  W.  ME.  8-5411 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 

Washington,  D.  C.         FEderal  3-4800 
Member  AFCCE 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 
Member  AFCCE 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.  Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GEORGE  C.  DAVIS 

CONSULTING  ENGINEERS 
RADIO  8.  TELEVISION 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio 
Engineering 

Pennsylvania  Bldg.       Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

RUSSELL P.MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 
Washington  5,  D.  C. REpublic  7-3984 

Member AFCCE 

L.  H.  CARR  &  ASSOCIATES 
Consulting 

Radio  &  Television 

Engineers 
Washington  6,  D.  C.  Fort  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 

1100  W.  Abram 

ARLINGTON,  TEXAS 

SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 

Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 

WALTER  F.  KEAN 
CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
1  Riverside  Road — Riverside  7-2153 

Riverside,  III. 
(A  Chicago  suburb) 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  STate  7-2601 
Member  AFCCE 

Vandivere  &  Cohen 

Consulting  Electronic  Engineers 

610  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 
Member  AFCCE 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

8200  Snowville  Road 
Brecksville,  Ohio 

(a  Cleveland  Suburb) 
Tel.:  JAckson  6-4386  P.O.  Box  82 

Member  AFCCE 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Columbia  5-4666 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 
P.  O.  Box  7037  Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For   Free  Catalog,  specify  course. 

Broadcasting 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.      National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.      Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

LYNNE  C.  SMEBY 

Consulting  Engineer  AM-FM-TV 
7615  LYNN  DRIVE 

WASHINGTON  15,  D.  C. 

OLiver  2-8520 

HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 

BOX  68,  INTERNATIONAL  AIRPORT 
SAN  FRANCISCO  28,  CALIFORNIA 

DIAMOND  2-5208 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 

EMerson  3-3266 
Dallas  6,  Texas 

RALPH  J.  BITZER,  Consulting  Engineer 
Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 

Garfield  1-4954 
"For  Results  in  Broadcast  Engineering" 

AM-FM-TV 
Allocations    •  Applications 

Petitions    •     Licensing  Field  Service 

MERL  SAXON 

Consulting  Radio  Engineer 
622  Hoskins  Street 

Lufkin,  Texas 

NEptune  4-4242        NEptune  4-9558 

CAMBRIDGE  CRYSTALS 
PRECISION  FREQUENCY 

MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave.,  Cambridge  38,  Mass. 

Phone  Trowbridge  6-2800 

Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  7-8215 

WASHINGTON  4,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 
CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 

DALLAS  9,  TEXAS 

LAKESIDE  8-6108 
Member  AFCCE 

GEO.  P.  ADAIR  ENG.  CO. 
Consulting  Engineers 

Radio-Television 
Communications-Electronics 

1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-5851 Member  AFCCE 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

VIR  N.  JAMES 

SPECIALTY 
Directional  Antennas 

1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Colorado 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 
Charleston,  W.  Va. Dickens  3-7503 

IRL  T.  NEWTON,  JR. 

Consulting  Engineer 
422  Washington  Bldg., 

15th  and  N.  Y.  Ave.,  N.  W., 
Washington,  D.  C. 

Telephone:  EXecutive  3-7165 

SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  79,497*  Readers 

— among  them,  the  decision-making 
station  owners  and  managers,  chief 
engineers  and  technicians — applicants 
for  am,  fm,  1v  and  facsimile  facilities. 
*ARB    Continuing    Readership  Study 
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FOR  THE  RECORD  continued 

Tucson  and  Vernon  G.  LudwiK,  Benson,  Ariz. 

By  Hearing  Examiner  Herbert  Sharfman on  dates  shown 

Scheduled  hearing  for  Sept.  10  on  fm  applica- 
tion of  Valley  Bcstrs.  Inc.,  Stockton,  Calif.  Ac- tion Sept.  5.  _ 

Scheduled  oral  argument  for  Sept.  12  on 
petition  bv  James  II.  Duncan  (KSIL).  Silver  City. 
N.  M.,  for  leave  to  amend  his  am  application, 
and  on  Broadcast  Bureaus  reply.  Action  Sept. 
8. 

By    Chief   Hearing    Examiner   James  I). 
(  ii  n  ii  i  ii  l:  h. i  in   on   dates  shown 

Continued  oral  argument  from  Sept.  5  to  Sept. 
8  at  9  a.m..  on  petitions  to  dismiss  the  application 
of  Garrison-Huntley  Enterprises,  Lubbock,  Texas, 
in  Pm  proceeding.  Action  Seot.  3. 
Granted  joint  motion  by  Wabash  Valley  Bcstg. 

Corp.,  and  Oil  ana  Telecasting  Corp.,  for  con- tinuance of  procedural  dates  in  proceeding  on 
their  applications  for  new  tv  stations  to  operate on  ch.  2  in  Terre  Haute,  Ind.  Following  schedule 
will  be  observed  by  parties:  Exchange  of  ex- 

hibits—Nov.  10:  further  hearing  conference  Nov. 
19;  formal  hearing  Dec.  1.  Action  Sept.  4. 

By  Hearing  Examiner  Jay  A.  Kyle 
on  September  3 

On  own  motion,  rescheduled  hearing  presently 
scheduled  for  Sept.  10  for  Oct.  7  in  proceeding 
on  am  applications  of  Walter  G.  Allen,  Hunts- vllle,  Ala.,  and  Marshall  County  Bcstg.  Co.. Aral).  Ala. 
On  own  motion,  rescheduled  prehearing  con- 

ference presently  scheduled  for  Sept.  9  for  Oct. 
6.  at  9  a.m.,  in  proceeding  on  am  applications  of 
Sheffield  Bcstg.  Co.,  and  J.  B.  Fait  Jr.,  Sheffield, Via 
Scheduled  prehearing  conference  for  Sept.  17 

in  proceeding  on  applications  of  Electronic  Music 
Co.,  and  WSBC  Bcstg.  Co.,  for  new  fm  stations 
in  Chicago,  111. 
Scheduled  prehearing  conference  for  Sept. 

18  in  proceeding  on  applications  of  Baltimore 
Bcstg.  Corp..  and  Commercial  Radio  Institute 
Inc.,  for  new  fm  stations  in  Baltimore,  Md. 
Scheduled  prehearing  conference  for  Sept.  19 

in  proceeding  on  application  of  South  Kentucky 
Bcstrs.  (WRUS),  Russellville,  Ky. 

By  Hearing  Examiner  Basil  P.  Cooper 
on  dates  shown 

Granted  petition  by  St.  Anthony  Television 
Corp.,  for  continuance  of  date  for  evidentiary 
hearing  from  Sept.  4  to  Sept.  18  in  proceeding  on 
its  application  for  new  tv  station  to  operate  on 
ch.  11  in  Houma,  La.  Action  Sept.  3. 
Granted  petition  by  Frederick  County  Bcstg. 

Co.,  Middletown,  Md.,  for  leave  to  amend  its 

Anne 

Benton 

Tucker  Wayne  &  Company 
Atlanta 

Please  note  that  WMBR-TV 

in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name— but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 

Southern  Georgia.  WJXT, 

operated  by  the  Washington 

Post  Broadcast  Division,  rep- 
resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 

am  application  to  request  operation  on  1550  kc. 
5  kw.  D.  in  lieu  of  1320  kc.  1  kw,  D  and  applica- tion as  amended  is  removed  from  hearing  docket. 
Action  Sept.  4. 
By  Hearing  Examiner  Forest  L.  McClenning on  September  3 
Scheduled  prehearing  conference  for  Sept.  10 

in  re  fm  application  of  South  Bay  Bcstg.  Co. 
iKAPP),  Redondo  Beach,  Calif. 
By  Hearing  Examiner  J.  D.  Bond  on  September  4 
Granted  petition  by  Peninsula  Bcstg.  Corp. 

(WVEC-TV)  for  leave  to  amend  its  application 
to  revise  showing  of  corporate  stock  ownership 
and  subscription  interests  to  conform  with  agree- 

ments underlying  the  recently  accepted  amend- 
ment of  Peninsula  application  in  Hampton- 

Norfolk,  Va.,  tv  ch.  13  proceeding. 
By  Hearing  Examiner  Annie  Neal  Huntting 

on  September  3 
On  own  motion,  continued  prehearing  con- ference scheduled  for  Sept.  15  until  Oct.  1  on 

applications  of  Arnold  J.  Stone  and  Patrick  Henry 
and  David  D.  Larsen,  partnership,  for  new  fm 
stations  in  Alameda,  Calif. 
Granted  petition  by  Florence  Bcstg.,  Browns- 

ville, Tenn.,  for  leave  to  amend  its  am  applica- 
tion to  change  frequency  requested  from  1350 

kc  to  1420  kc  and  related  engineering  data  and 
application,  as  amended,  is  removed  from  hear- 

ing; cancelled  prehearing  conference  scheduled 
for  September  15. 

By    Hearing    Examiner    Herbert  Sharfman 
on  September  3 

Granted  motion  by  Historyland  Radio  for 
various  corrections  to  transcript  in  proceeding 
on  its  am  application  and  that  of  Star  Bcstg. 
Corp.  both  Fredericksburg,  Va. 
Granted  petition  by  KWG  Bcstg.  Co.,  Stockton, 

Calif.,  for  leave  to  amend  its  fm  application  to 
specify  ch.  289  instead  of  297  and  application, 
as  amended,  is  removed  from  hearing. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  dates  shown: 

Denied  petition  by  Delmarva  Bcstg.  Co.,  for 
leave  to  intervene  in  proceeding  on  am  applica- 

tions of  Nick  J.  Chaconas,  Gaithersburg,  Md., 
et  al.  Action  Sept.  2. 
Granted  petition  by  Tidewater  Teleradio  Inc., 

for  leave  to  intervene  in  Hampton-Norfolk  tv  ch. 
13  proceeding.  Action  Sept.  3. 

By  Hearing  Examiner  Millard  F.  French 
on  the  dates  shown: 

Denied  petition  by  Huntington-Montauk  Bcstg. 
Co.,  Huntington,  N.  Y.,  for  continuance  of  hear- 

ing to  Sept.  24  in  proceeding  on  its  application 
and  that  of  The  Riverside  Church  in  the  City  of 
New  York,  N.  Y.,  for  new  fm  stations;  on  own 
motion  continued  hearing  from  Sept.  9  to  Oct.  14. 
Action  Aug.  28. 
Continued  without  date  hearing  scheduled  for 

Sept.  3  in  matter  of  show  cause  order  in  Albany- 
Schenectady-Troy-Vail  Mills,  N.  Y.,  proceeding 
as  to  why  Copper  City  Bcstg.  Co.  (ch.  13),  Utica, 
N.  Y.,  should  not  operate  on  ch.  2.  Action  Sept.  3 

BROADCAST  ACTIONS 
By  Broadcast  Bureau 

Actions  of  September  8 
KTSM  El  Paso,  Tex.— Remote  control  permitted. 
WTJS-FM  Jackson,  Tenn. — Granted  change  of 

remote  control  authority. 
Actions  of  September  5 

KAV-95  North  Dakota  Bcstg.  Co.,  Inc.  Minot, 
N.  Dak. — Granted  license  for  tv  inter-city  relay station. 
Granted  licenses  for  following  tv  translator 

stations:  K78AJ  Broadbent  Television  Translator 
Inc.,  Broadbent,  Ore.;  K83AG  Uhf -Television  For 
Gallup  Association,  Gallup,  N.  M.;  K71AD,  K74AI, 
Coconino  Television  Inc.,  Flagstaff,  Ariz.;  K76AJ, 
K70BC,  Morongo  Basin  T.  V.  Inc.,  Twentynine 
Palms,  Calif.;  K73AH,  K78AE,  K83AD,  White 
Pine  Television  District  #1,  McGill,  Nev. 
WIAN  Indianapolis,  Ind. — Granted  license  cov- 

ering increase  of  ERP  to  890  w,  decrease  ant. 
height  to  45  ft.  and  installation  new  type  ant. 
K73AC  Havre,  Mont. — Granted  license  covering 

change  in  location  of  remote  control  point. 

K70AW  La  Grande,  Ore. — Granted  license  cov- 
ering change  in  remote  control  point. 

WHB,  WTIX,  WQAM,  WDGY  Mid-Continent Bcstg.  Co.  Kansas  City,  Mo.,  New  Orleans,  La., 
Miami,  Fla.,  and  Minneapolis,  Minn. — Granted mod.  of  licenses  to  change  name  to  Storz  Bcstg. 
Co.;  and  mod.  of  cps  to  change  namp  to  Storz 
Bcstg.  Co.  for  WTIX,  WQAM  and  WDGY. 
WGNY  Newburgh,  N.  Y.— Granted  cp  to  change 

ant.,  trans,  location. 
WAGY  Forest  City,  N.  C— Granted  mod.  of  cp 

to  change  type  trans. 
WIBG  Philadelphia,  Pa.— Granted  mod.  of  cp 

to  make  minor  changes  in  operating  parameters. 
KPOL-FM  Los  Angeles,  Calif. — Granted  mod. 

of  cd  to  install  new  tvDe  ant.  and  change  ant. 
height  to  550  ft.;  conditions. 
KITT  (FM)  San  Diego,  Calif. — Granted  mod. of  cp  to  increase  ERP  to  56  kw,  change  type 

ant.  and  decrease  ant.  height  to  180  ft.;  remote 
control    permitted;  condition. 
Following  stations  were  granted  extensions  of 

completion  dates  as  shown:  KIKK  Bakersfield, 
Calif.,  to  9-30;  WSRO  Marlborough.  Mass.,  to  3- 
22-59;  KTYM-FM  Inglewood,  Calif.,  to  2-28-59; 
KLFY-TV  Lafayette,  La.,  to  3-24-59;  WOAI-TV 
San  Antonio,  Tex.,  to  1-15-59  (main  trans.  & 
ant.);  WICS  (TV)  Springfield.  111.,  to  11-1;  WHP- TV  Harrisburg,  Pa.,  to  1-3-59  (main  trans.  &  ant. 
&  aux.  ant.);  KOED-TV  Tulsa,  Okla.,  to  3-21-59. 

Actions  of  September  4 
WBSC  Bennettsville,  S.  C. — Granted  involuntary 

transfer  of  control  from  Y.  W.  Scarborough  to 
Y.  W.  Scarborough  Jr.,  executor  of  estate  of  Y. 
W.  Scarborough. 
WSIZ  Douglas,  Ga. — Rescinded  action  of  Au- 

gust 11  granting  license  for  am  station. 
Actions  of  September  3 

WTCW  Whitesburg,  Ky. —  Granted  acquisition 
of  negative  control  by  Clarence  (Hank)  Snow  as 
an  individual,  and  Ernest  Tubb  and  Charles  E. 
Mosley,  in  privity  through  purchase  of  stock 
from  William  R.  McDaniel. 
KE2XXP  Port  Dickinson,  N.  Y. — Granted  li- 

cense for  experimental  tv  station;  conditions. 
KDAY  Santa  Monica,  Calif. — Granted  mod.  of 

cp  to  make  changes  in  directional  ant.  pattern. 
Following  stations  were  granted  extensions  of 

completion  dates  as  shown:  KASK  Ontario,  Calif., 
to  10-31;  K75AH  Coachella  Valley  Television 
Club  Inc.,  Indio,  Calif.,  to  2-18-59. 
WD3G-FM   Philadelphia,  Pa. — Granted  exten- 

tion  of  authority  to  remain  silent  from  Sept.  3 
to  Dec.  24  pending  completion  of  construction. 

Actions  of  September  2 
K70AT  Ely,  Nev. — Granted  license  for  tv  trans- lator station. 
WFIL-TV  Philadelphia,  Pa. — Granted  license 

for  installation  of  aux.  trans,  at  main  trans,  site. 
WQXT-FM  Palm  Beach,  Fla. — Granted  license 

covering  changes  in  trans,  and  increase  ERP  to 
22  kw. 
WBOW  Terre  Haute,  Ind. — Granted  cp  to  in- 

stall old  main  trans,  (composite)  as  aux.  trans,  at 
present  main  trans,  site;  remote  control  per- mitted. 
KCVN  Stockton,  Calif.— Granted  cp  to  install 

new  type  trans.;  condition. 
WTAF  (FM)  Birmingham,  Ala. — Granted  mod. of  cp  to  increase  ERP  to  15.5  kw,  change  type 

trans.,  increase  ant.  height  to  900  ft.,  and  change 

type  ant. 
WYNN  Florence,  S.  C. — Granted  mod.  of  cp  to 

change  type  trans.;  conditions. 
KASK-FM  Ontario,  Calif. — Granted  mod.  of 

cp  to  install  now  type  trans. 
KEAR  San  Francisco,  Calif. — Granted  mod.  of 

cp  to  operate  trans,  by  remote  control  and  de- crease ERP  to  82  kw;  conditions. 
WFBC-FM  Greenville,  S.  C— Granted  mod.  of 

cp  to  increase  ERP  to  11  kw,  and  install  new 

type  ant. KHCD  Clifton,  Ariz. — Granted  extension  of 
authority  to  remain  silent  for  period  ending 
12-1;  conditions. 
Columbia  Bcstg.  System  Inc.  New  York,  N.  Y. 

— Granted  extension  of  authority  to  transmit 
programs  to  stations  CFRB,  CKAC,  CJAD  and 
other  stations  under  the  control  of  the  Canadian 
Bcstg.  Corp.,  for  period  beginning  Sept.  15  and 
ending  Sept.   15,  1959. 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.    Checks  and  money  orders  only. 

•  DEADLINE:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday  preceding  publication  date. 
•  SITUATIONS  WANTED  204  per  word — $2.00  minimum  •  HELP  WANTED  25<f  per  word — $2.00  minimum. 
•  All  other  classifications  30tf  per  word — $4.00  minimum.  •  DISPLAY  ads  $20.00  per  inch. 
•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 
Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos,  etc.,  sent  to 

box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Announcer  for  new  Key  West  independent.  Mar- 
ried man,  first  phone  preferred,  not  essential. 

Also  manager-engineer-announcer-salesman  and 
announcer-salesman  for  new  Belzoni,  Mississippi 
station.  Send  tape,  photo,  resume — R.  E.  Hook, 
Aliceville,  Alabama. 

Management 

Sales  manager  and  owners  understudy — now 
successful  in  small  or  medium  market.  Send 
credentials,  accounts  listing  first  letter.  Guaran- 

tee salary  open,  plus  commission.  Upper  mid- west. Box  702F,  BROADCASTING. 

Proven  successful  sales  producer  to  join  multi- 
station group  operating  Gulf  States  area  in 

medium  markets.  Box  785F,  BROADCASTING. 

Commercial  manager.  Good  salary  plus  com- 
mission for  go-getter.  Must  be  able  to  produce. 

Prefer  middle-aged  man.  Enterprising  station 
in  Tide-water  area.  WDDY,  Gloucester,  Virginia. 

Sales 

Ad  salesman,  man  or  woman.  Must  be  experi- 
enced, either  newspaper  or  radio,  for  successful 

Carolina  radio  station.  Earning  potential  $600.00 
a  month  or  more  on  salary  or  salary  and  com- 

mission. Send  complete  information  with  photo. 
Box  736F,  BROADCASTING. 

Salesman  for  small  town  market  in  South  Caro- 
lina. Income  depends  on  output.  Box  798F, 

BROADCASTING.  

St.  Louis — Top  independent  top  money  and  fu- ture for  sales  manager  who  loves  to  sell.  Box 
803F,  BROADCASTING. 

New  Iowa  station  needs  additional  experienced 
salesman-announcer  soon.  Excellent  opportunity. 
Interview  required.  Box  832F,  BROADCASTING. 

Michigan  station,  1  kw.  network,  seeking  sales- 
man-announcer. Salary  plus  commission  to  right 

individual.  Full  details  first  letter.  Box  833F, 
BROADCASTING. 

Opportunity  radio  salesman.  Salary  plus  commis- sion. Good  market.  ABC  Texas  station.  Box 
846F,  BROADCASTING. 

Second  salesmen  in  good  western  New  York 
market.  Excellent  opportunity  for  solid  man. 
Benefits  security.  Box  852F,  BROADCASTING. 

Sales  manager.  Successful  salesman  interested 
in  increasing  his  income.  New  station  in  rich 
suburban  area  near  New  York.  State  current 
billing  and  earnings.  Box  853F,  BROADCAST- ING. 

Aggressive  Florida  east  coast  station  under  new 
management  loves  to  spoil  its  salesman.  At  pres- ent undercovered  in  market  of  75,000.  Needs  two 
aggressive  men.  Name  your  draw  if  you  have 
record  to  back  it.  Applies  against  twenty  per- cent commission.  Also  offers  reasonable  expense 
account  and  additional  incentive  cm  tests.  Right 
man  should  bill  3-4000  monthly.  Complete  resume 
first  letter.  All  replies  confidential.  Address  Box 
861F,  BROADCASTING. 

Radio  salesman.  Springfield,  Illinois,  radio  station 
$100  weekly,  if  you  are  a  producer.  Fine  oppor- 

tunity for  real  salesman.  Box  864F,  BROAD- CASTING. 

California,  KCHJ,  Delano.  Serves  1,300,000.  In- 
creasing sales  staff. 

Wonderful  future  for  live-wire  salesman.  Pro- 
gressive 1,000  watt  music,  news  and  sports.  Draw 

against  20%  commission.  Southern  California 
applicants  only.  Contact  Allan  Berg,  KWOW, 
Pomona,  Calif. 

Richmond,  Virginia,  station  needs  A-l  experi- 
enced local  salesman.  Send  complete  resume  to: 

Jim  Canyon,  WEZL,  305  West  Grace  St.,  Rich- mond, Virginia. 

Commercial  managers.  An  excellent  opportunity 
for  outstanding  salesmen  to  sit  into  a  bigger 
job  in  an  eight  station  radio-tv  chain.  Oppor- 

tunities now  with  .  .  .  WAMS,  Wilmington, 
Delaware  and  WRAP,  Norfolk.  Rush  photo,  his- 

tory of  billing  and  earnings  to  Tim  Crow,  Rollins 
Broadcasting,  414  French  St.,  Wilmington,  Dela- 
ware. 

 RADIO  

Help  Wanted— (Cont'd) 
Sales 

Salesman  for  solid  NBC  station  in  Michigan's second  market.  Send  complete  resume  to  Marvin 
Levey,  WFDF,  Flint,  Michigan. 

Announcers 

Florida.  Need  experienced  personality  pop  dj. 
Above  average  salary.  Promotion  minded  station. 
Send  tape,  background.  Box  750E,  BROADCAST- ING. 

Need  announcer  with  2  years  experience  for  staff 
of  metropolitan  area  station.  Good  salary  and 
conditions,  an  excellent  chance  of  advancement 
within  our  expanding  chain.  Send  tape,  photo, 
resume  and  references.  Box  547F,  BROADCAST- ING. 

Central  Pennsylvania  1000  watt  needs  all-around 
announcer.  Send  tape,  resume  now.  Box  735F, 
BROADCASTING. 

DJ  wanted  who  can  hold  adult  female  audience 
mid-morning,  afternoon.  Music  policy  based  on 
variety:  new,  old,  hi  fi  albums,  some  rock  and 
roll.  Full  details  Box  775F.  BROADCASTING. 

Personality  dj,  good  hours,  good  pay,  for  big 
pop  show  on  deep  south  radio.  If  dull  or  dry 
don't  apply.  Box  806F,  BROADCASTING. 
Combo  man — first  phone — to  do  all  night  show 
in  major  southern  market.  Six  hours  per  night 
six  nights  a  week.  Send  tape  and  resume  to 
Box  808F,  BROADCASTING. 

Immediate  opening  for  announcer.  Progressive 
station  in  northwest  North  Carolina.  Excellent 
climate.  Good  pay  for  right  man.  Rush  tape  and 
resume  to  Box  826F,  BROADCASTING. 

Opportunity  for  married  staff  announcer. 
Send  resume.  ABN  Network.  Texas.  Box  845F, 
BROADCASTING. 

Reliable  station  in  western  New  York  needs  ex- 
perienced and  flexible  disc  man.  Supervisory 

traffic  background  could  prove  valuable.  Box 
851F,  BROADCASTING. 

Wanted,  an  experienced  radio  announcer.  Some 
tv  work.  Send  tape,  picture  and  resume  to  R.  H. 
Verdon,  KFBC  Radio,  Cheyenne,  Wyoming. 

Have  opening  for  announcers  with  Stuart  Sta- 
tions. Need  top  announcer.  Have  opening  for 

announcers  with  and  without  first  class  ticket. 
Air  mail  tape,  photo  and  background  to  KFOR, 
Box  391,  Lincoln,  Nebraska. 

Immediate  opening  for  morning  man.  Straight 
announcing.  Must  be  alive  and  have  good  voice. 
College  town,  2  station  market,  excellent  salary, 
plus  security  for  the  right  man.  Send  tape, 
resume,  photo  and  references  to  Gene  Larson, 
KGFW,  Kearney,  Nebraska. 

Announcer-lst  phone.  No  maintenance,  two 
weeks  vacation,  health  insurance,  new  studio 
and  equipment.  Mobile  units,  air  and  auto.  Adult 
programming,  start  at  $433.00.  Need  immediately. 
Phone  Mr.  Jae,  KHMo,  Hannibal,  Missouri. 

Top  Hooper  music  operation  adding  announcer 
and  copywriter  or  combo.  Good  salary,  per- 

manence, send  tape  or  copy  sample  to  KPBA, 
Box  33,  Pine  Bluff,  Arkansas. 

Top  California  indie  wants  happy  enthusiastic 
announcer.  Short  bright  talk  on  modern  format. 
Run  board.  Wonderful  city,  start  $125  weekly. 
Tape,  picture,  background  to  Radio  Station 
KRAK.  Stockton,  California. 

Board  announcer  wanted  by  Radio  KRSN,  Los 
Alamos,  N.M.  Personal  interview  a  must.  If  you 
now  work  in  west  Texas,  Colorado,  Arizona  or 
New  Mexico  write  today. 

Need  experienced  pop  dj  for  central  Kansas  out- 
standing 1000  watt  independent.  Modern,  friendly 

town  of  40,000.  Air  mail  "complete"  background: photo,  taped  commercials,  music,  ad  libs  and 
news.  Vern  Minor.  KWHK,  Hutchinson,  Kansas. 
Announcer,  experienced,  no  floaters.  Apply  in 
person  only.  Full  coverage  insurance  furnished. 
WAIM-WCAC-WAIM-TV,  Anderson,  S.  C.  
Two  experienced  announcers  with  or  without 
first  phone  license.  Immediate  opening.  Call 
Nathan  Frank,  WHNC,  Henderson,  North  Caro- 

lina, Geneva  8-7136.  No  collect  calls  please. 

 RADIO  

Help  Wanted— (Cont'd) 
Announcers 

Top  flight  staff  announcer  now  working  in  north- 
east, ready  to  step-up  to  position  at  WCSH  Ra- 

dio, Portland,  Maine.  Evening  work.  Music-news- 
service-NBC, 5000  watt.  Check  our  reputation. 

We  will  check  yours,  don't  bother  if  your 
record  won't  stand  it.  Air  mail  tape,  photo, resume,  expected  salary.  No  phone  calls  nor  per- sonal visits  until  requested,  please. 

Radio  staff  announcer,  some  tv.  Good  position 
available  immediately.  Contact  C.  B.  Heller, 
WIMA,  Lima,  Ohio. 

5  kw  daytimer  WLET,  Toccoa.  Ga.  has  immedi- 
ate opening  for  stable,  experienced  staff  an- 

nouncer morning  shift.  48  hour  week,  paid  vaca- 
tion, other  benefits. 

Announcer-dj,  young,  single.  Some  experience. No  tapes  returned.  WPAC,  Box  651,  Patchogue, New  York. 

Immediate  opening  for  announcer-salesman  with 
emphasis  on  sales.  Excellent  opportunity  for 
right  man.  Send  tape  and  background  to  Jim 
Melvin,  WSIC,  Statesville,  North  Carolina. 

Wanted:  Staff  announcer  with  minimum  one 
year  experience.  Split  shift-afternoon  and  eve- ning. Position  available  September  10th.  Send 
tape  and  resume  and  references  to  Walton 
Broadcasting  Co.,  Monroe,  Ga. 

Technical 

Engineer— Leading  eastern  independent  needs 
man  thoroughly  experienced  in  maintenance 
of  broadcast  equipment.  Must  also  do  a  mini- 

mum of  air  work.  This  is  excellent  opportunity 
for  young,  ambitious  man  to  become  chief 
Station  is  expanding  and  expects  to  build  new 
studios  within  two  years.  Salary  commensurate 
with  ability.  Must  have  audition  tape,  resume 
and  recent  photo.  Box  742F,  BROADCASTING. 

Engineer-announcer  first  phone,  1000  watts  indie. 
Reply  to  Box  749F,  BROADCASTING. 

Wanted— Chief  engineer  for  250  watt  daytime 
station.  Some  announcing.  Permanent  position. 
Good  working  conditions.  Box  809F,  BROAD- CASTING. 

Soi'.thwestern  station  needs  first  phone  engineer. 
Send  references,  qualifications,  and  salary  re- 

quirements to  Box  7157,  El  Paso,  Texas. 

Chief  engineer  wanted  immediately.  Must  be 
qualified  for  maintenance  of  new  5  kw  trans- 

mitter. Some  announcing.  Send  resume  and  tape 
to  Gene  Riesen,  Manager,  KLAD,  Klamath  Falls, 
Oregon. 

If  you've  been  thinking  about  that  final  move, 
perhaps  this  is  what  you're  looking  for.  For chief  engineer  we  want  family  man  who  will 
enjoy  living  in  14  thousand  population  college 
town,  who  wants  his  children  to  go  to  fine 
schools,  who  wants  to  work  for  an  active,  adult 
programmed  250  watt  station  that  has  prestige 
and  respect  of  area  it  serves.  Not  a  top  tune  or 
power  station  but  a  lot  of  nice  people  to  work 
with.  Small  amount  of  announcing  necessary. 
Can  offer  very  good  living  to  right  man.  Jim 
Lipsey,  KNCM,  Moberly,  Mo. 

Engineer-announcer  first  phone,  1000  watt  inde- 
pendent Norfolk,  Virginia.  WCMS.  Call  or  write 

Ray  Lamere,  Madison  5-0525. 

Engineer  for  1000  watter  immediately.  Experi- 
enced or  beginner  with  good  voice.  Contact  Art 

Grunewald,  WMNF,  Richwood,  West  Virginia. 

Production-Programming,  Others 

Mr.  News  Director,  this  ad  will  run  until  we  find 
the  right  man.  We  need  a  newsman  who  gets 
behind  the  surface  news;  who  knows  what's  go- ing on.  News  in  depth  is  our  most  important 
service.  Good  salary  and  facilities.  Write  Box 
179E,  BROADCASTING. 

$6000  per  year  for  news  director  with  know  how 
to  do  a  complete  job.  Established  news  minded 
station  v/ill  provide  the  working  tools,  you  pro- 

vide the  knowledge  and  interest.  Full  details  to 
Box  313F,  BROADCASTING. 
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Help  Wanted— (Cont'd) 
Production-Programming,  Oth  ers 

News  director.  Must  be  able  to  take  full  charge 
of  department,  with  heavy  news  schedule;  be 
thoroughly  experienced  in  local  reporting,  have 
an  authoritative  style  and  able  to  direct  other 
news  personnel.  Leading,  north  central  regional, 
in  major  market.  Salary  and  working  conditions 
above  average.  Will  only  consider  applicants  with 
successful  background  in  similar  position.  Reply 
in  detail,  giving  past  experience,  salary  expected, 
and  attach  small  photo,  which  will  not  be  re- 

turned. ConBdential.  Box  515F,  BROADCAST- ING. 

Newsman-gather,  write  and  edit  news  for  near 
Chicago  indie.  Send  tape,  resume,  and  photo  at once.  Box  751F.  BROADCASTING. 

Radio  farm  director— educational  and  practical 
background  in  agriculture,  married  and  willing 
to  work,  including  sales.  Opportunity  available 
immediately  for  man  who  desires  unlimited  fu- 

ture in  an"  established  farm  and  radio  market. Box  844F.  BROADCASTING. 

Desire  to  settle  in  small  market  with  long  hours, 
good  pay?  Challenge  for  man  with  small  station 
experience  in  programming,  announcing,  crea- tive work,  public  relations.  Only  interested  in 
qualified  applicants  from  south  and  southwest. 
Manager,  KXAR,  Hope.  Ark. 

Newsman.  Radio  and  television,  capable  leg  and 
airman  with  small  market  station  experience, 
who  can  gather,  write,  and  air  news;  journalism 
education  background  preferred;  married;  vet- 

eran; stable  and  dependable  with  good  refer- ences; one  who  wants  a  permanent  berth  in  a 
news  department  which  has  twice  received  na- tional recognition.  Scale  starts  at  $85  for  40 
hours.  Salary  commensurate  with  experience 
and  ability.  Write  or  phone  W.  P.  Williamson, 
WKBN,  Youngstown,  Ohio,  STerline  2-1145. 

Immediate  opening  for  radio-tv  newsman.  Cam- 
era familiarity,  news  writing  and  development 

required.  Air  presentation  ability  preferred.  Ad- 
dress News  Director,  WOC-am-fm-tv,  Daven- 

port, Iowa,  including  snapshot,  resume,  tape  and 
requirements. 

RADIO 

Situations  Wanted 

Management 

Manager.  Opportunity  invest,  become  part  owner. 
8  years  all  phases.  Box  768F,  BROADCASTING 

12  years  announcing,  programming,  sales,  now 
ready  to  manage.  Reliable  family  man  with  ex- 

cellent sales  background.  Young  executive  type 
employed  major  eastern  market  tv  sales.  Box 
797F,  BROADCASTING. 

Presently  managing,  want  relocation  to  south- 
west. Experienced  every  phase  specialize  in 

business  management  and  sales.  Hold  first  phone. 
Box  813F,  BROADCASTING. 

General  manager  radio,  tv  or  both,  possessing 
nation's  top  records  sales,  station  buildup,  proof available  Creative  sales,  programming  expert, 
now  managing  metropolitan  station.  Prefer 
southeast,  Virginia  to  Florida,  near  coast  if  pos- sible. If  desire  results  contact.  Will  furnish  best 
references.  Box  819F,  BROADCASTING. 

Highest  industry  sales  records.  Twenty  years 
general  operation  management.  Seeking  oppor- 

tunity for  revenue  expansion.  Box  839F,  BROAD- 
CASTING. 

Mr.  F.  M.  Owner — Do  you  want  to  be  relieved  of 
your  programming  and  sales  problems?  I  am 
currently  doing  both  in  a  medium  market.  Are 
you  willing  to  spend  money  to  make  money? 
We  might  be  looking  for  each  other.  Box  847F, 
BROADCASTING. 

Sales  manager,  suitable  good  sized  market;  local 
and  national  assignment.  Box  858F,  BROAD- 
CASTING. 

Manager-commercial  manager  small  market  mid- 
west or  southwest.  Presently  employed.  37.  Mar- 
ried. Experience  all  phases.  Not  a  hot  shot. 

Cannot  guarantee  increase.  Will  try.  Box  859F. 
BROADCASTING. 

Mature  agency  exec,  20  years  experience  sell- 
ing radio,  seeks  position  as  sales  or  station  man- 

ager. East  coast  preferred.  State  proposition 
fully.  Box  871F,  BROADCASTING. 

Program  director,  3  years  experience  would  like 
management  opportunity  in  rural  station;  1st 
phone,  dj,  news,  copywriter,  play-by-play  with 
sports  a  specialty.  Married,  vet,  2  children,  Don 
Martin  grad,  will  go  anywhere  for  right  oppor- 

tunity. Will  not  work  more  than  29  hours  a  day, 
11  days  a  week.  Box  875F,  BROADCASTING. 

Situations  Wanted — (Cont'd) 
Sales 

Go-getter,  experienced,  seeking  good  potential. 
Prefer  deal  including  air  work.  Can  run  own 
board.  All  around  man — what  you're  looking  for. Box  664F,  BROADCASTING. 

Announcers 

Sports  announcer  football,  basketball,  baseball. 
Seven  years  experience.  Finest  references.  Box 
620F,  BROADCASTING. 

Personality-dj  strong  commercials,  gimmicks, 
etc.,  run  own  board.  Steady,  eager  to  please. 
Go  anywhere.  Box  665F,  BROADCASTING. 

Girl  dj-announcer.  Go  anywhere.  Ready  now. 
Run  own  board.  Can  sell  too.  Steady,  no  bad 
habits.  Love  to  build  audiences  and  grab  ac- 

counts. Tape  and  resume.  Box  666F,  BROAD- CASTING. 

Negro  dee  jay,  good  board  man,  fast  patter, 
smooth  production.  I'm  the  one  you're  looking for.  Tape  and  resume.  Box  667F,  BROADCAST- ING. 

Sports,  staff  announcer  play-by-play,  pd,  college 
graduate,  6  years  experience,  married,  employed. 
References.  Box  786F,  BROADCASTING. 

Competent  first  phone  newsman/deejay.  Wife 
writes  sparkling  copy.  Either  or  both.  Box  814F, 
BROADCASTING. 

Announcer,  dj,  vet,  25,  strong  personality,  news, 
gimmicks.  Former  production  supervisor  top 
N.  Y.  station.  Box  792F,  BROADCASTING. 

Topflight  midwestern  newscaster/announcer, 
solid  experience,  single,  available  now,  has  net- 

work capabilities,  will  travel  anywhere,  sports 
minded  and  can  do.  Box  795F,  BROADCAST- ING. 

I've  served  my  apprenticeship  in  smaller  mar- 
kets— if  you're  big,  progressive,  successful,  and 

pay  accordingly,  let's  talk.  Box  800F,  BROAD- CASTING. 

Good  dj  with  radio-tv  B.A.  Am  veteran — have 
ambition,  imagination,  can  produce.  Will  build 
and  hold  audience.  Know  music.  Strong  on  com- 

mercials, production  and  gimmicks.  Want  fu- 
ture! Tape  and  resume.  Box  807F,  BROAD- 

CASTING. 

Experienced  newscaster,  sportscaster,  college 
grad,  married,  available  immediately,  refer- 

ences. Tape  and  resume  upon  request.  Box 
810F,  BROADCASTING. 

Announcer — Vacation  relief,  desires  permanent 
position  with  future,  young,  single,  willing  to 
learn,  run  own  board,  have  ambition,  will 
travel.  Box  812F,  BROADCASTING. 

First  phone  announcer.  Fair  voice,  authoritative 
news.  Six  years  experience.  $100.  Forty  hours. 
Box  815F,  BROADCASTING. 

Pennsylvania-Illinois-and-Texas  moving  like  that 
almost  rexus.  Florida's  great  for  sun  and  honey, 
we'll  settle  anywhere  for  the  right  kind  of  money. Signed:  An  old  pro  in  radio.  Box  817F,  BROAD- CASTING. 

Going  west  or  southwest.  Good  announcer — four 
years  experience.  $100  minimum.  Box  818F, BROADCASTING. 

Available-morning-dj  personality.  Best  back- 
ground, proven  record,  tight  production.  13 

years  radio-tv,  currently  morning  dj  11  station market.  Desire  less  frantic  format  and  more 
normal  schedule.  Looking  for  opportunity  com- 

petitive east-midwest  market.  Box  820F,  BROAD- 
CASTING. 

Experienced,  smiling,  air  salesman.  Basketball, 
special  events,  interviews,  etc.  Family  man,  no 
jukes.  Minimum  $115.  Box  825F,  BROADCAST- ING. 

Polished  announcer-newsman,  desires  position 
with  future,  in  east.  College  grad.  Experienced 
all  phases,  heavy  on  news  and  dj.  Thorough 
knowledge  of  music.  Have  car;  can  handle  own 
board.  Tape,  resume,  references.  Box  828F, 
BROADCASTING. 

Successful,  experienced,  employed  deejay  seek- 
ing advancement.  College  graduate.  $125  week. 

Box  837F,  BROADCASTING. 

Need  a  pop  music  dj?  Experienced,  veteran,  sin- 
gle, university  graduate.  $100.  Box  838F,  BROAD- CASTING. 

Announcer,  presently  employed,  one  year  experi- 
ence, wishes  to  relocate.  Box  840F,  BROADCAST- 

ING. 

Excellent  sportscaster:  Major  conferences  10 
years.  Relocate  for  better  opportunity.  Permanen- 

cy. Reliable  family  man.  Box  848F,  BROAD- CASTING. 

Announcer-dj;  experienced,  ready  for  larger 
market.  Music,  news,  commercials.  Box  856F, 
BROADCASTING. 

Situations  Wanted —  (  Cont'd) 
Announcers 

Announcer-dj;  also  sales,  copy  writing.  News, 
commercials,  music.  Operate  board.  Box  857F, 
BROADCASTING. 

Experienced  negro  dj  combo  man  salesmanship. 
Good  voice.  Moving  style.  Box  863F,  BROAD- 
CASTING. 

Good  news,  bright  dj,  friendly  commercials, 
first  phone,  no  maintenance.  Box  865F,  BROAD- CASTING. 

DJ — experienced,  operate  board,  married.  Pre- 
fer to  stay  in  New  England  or  eastern  seaboard. 

Box  867F,  BROADCASTING. 

Disc  jockey-fm  and  college  radio  experience. 
Desires  first  job  with  commercial  am  station. 
College  graduate.  21  years  old.  Will  appeal  to 
teenage  audience.  Phone  LOrrain  8-7599  in  New York  City  or  write  Box  868F,  BROADCASTING. 

Deep,  resonant  voiced  announcer  with  working 
knowledge  of  the  business.  Prefer  news,  dj, 
commercial.  Available  immediately.  Box  869F, 
BROADCASTING. 

Dynamic  dj-announcer,  beginner  with  talent 
trained  by  Pat  Kelly,  college  graduate,  family, 
tapes  available.  Box  870F,  BROADCASTING. 

Stop  and  read  this.  If  you  want  a  personable 
morning  or  afternoon  record  show  that  sells 
your  product  and  your  station  to  your  audience, 
don't  let  this  get  away  from  you.  11  years  ex- perience in  two  of  top  six  markets.  Presently 
employed.  Former  program  director.  7  years 
same  station.  Married,  35,  college  background. 
Musician.  Top  station  and  agency  references. 
Prefer  middle  Atlantic  states.  Consider  else- 

where. Available  October  1.  Box  873F,  BROAD- 
CASTING. 

Play-by-Play  (radio  and  television)  baseball- 
basketball-football-hockey-staff-board  5  years. 
References.  Available  now.  Box  874F,  BROAD- 
CASTING. 

Conscientious,  young,  dependable,  married.  Four 
years  same  organization.  $400.  Announcing,  sales, 
programming,  promotions.  Know  top  40.  Good 
references.  Box  881F,  BROADCASTING. 

Attention  Carolina!  Native  son  getting  out  of 
Army  soon.  Want  to  permanently  locate.  Ex- 

perienced, versatile  young  radioman.  Announcer, 
pd,  music,  news,  copy,  sales,  office.  Married, 
car,  age  22,  2  years  college,  6  years  experience. 
Satisfaction  guaranteed.  Try  me.  Box  883F, 
BROADCASTING. 

Good  music  station  announcer.  Extensive  classical 
music,  fine  arts,  language  background.  Tape. 
Box  55,  Temple  City,  California. 

Experienced  sportscaster,  newsman,  salesman, 
announcer.  Call  DeSoto,  Cresview  5-8592,  1801 
Coldwater  Canyon,  Beverly  Hills,  California.  Re- 
locate. 

I  am  long  on  staff,  brought  one  with  me  when  I 
came,  a  good  staff  was  here.  One  of  them  too 
good  to  just  turn  out,  so  I  am  offering  to  send 
someone,  a  darn  good  man.  Not  frantic,  but  a 
mature .  man  31  with  deep  voice  and  nice  de- 

livery. Strong  news  and  commercials.  Would 
like  to  locate  close  to  Illinois  but  consider  any- 

where. Contact  Johnson,  KWEL,  Midland,  Texas. 

Technical 

Engineer  network-experience  wants  relocation 
within  175  mile  radius  of  Washington,  D.  C.  Box 
781F.  BROADCASTING. 

Engineer-announcer.  Experienced.  Engineer  de- 
gree 1st  class  license.  Box  823F,  BROADCAST- ING. 

1st  phone  IV2  years  tv  operation  experience. 
Desires  change  to  radio.  Fair  voice,  hard  work- 

er, sober,  family  man.  Prefer  west  of  Mississippi 
River.  Box  879F,  BROADCASTING. 

One  first  phone  man  and  wife  team.  Want  Ken- 
tucky area.  Good  dj  and  news.  Available  im- mediately. Write  Joseph  Peters,  Route  3,  Box 

360,  Albany,  Kentucky. 

Have  first  phone  license,  good  at  maintenance 
radio  and  television.  Age  29,  married.  No  an- 

nouncer, no  previous  station  experience.  Want 
job  within  750  miles  Memphis.  Ed  Travis,  61 
West  Main,  Marianna,  Arkansas. 
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Situations  Wanted — (Cont'd) 

Production-Programming,  Others 

Experienced  newsman:  Experienced  all  phases 
gathering,  editing,  writing  news.  Now  doing 
top-rated  news  show  in  midwest  market  of 
100,000.  Interested  in  relocating  in  urban  area, 
preferably  in  Great  Lakes  region.  Also  experi- enced staff  work.  Married,  one  child.  Available 
immediately.  Reply  Box  793F,  BROADCASTING. 

Newsman,  excellent  authoritative  delivery.  Two 
years  experience  all  phases  of  news  gathering, 
reporting.  Want  to  work  for  station  with  strong 
interest  in  news  reporting,  offering  good  start- ing salary,  opportunity  for  advancement.  College 
graduate,  29,  married,  veteran.  Now  employed 
5000  watt  New  England  station.  Will  gladly  re- 

locate for  right  job.  Box  841F,  BROADCASTING. 

Experienced  newscaster  desires  major  market. 
Present  salary  $136.00.  Reply  Box  842F,  BROAD- CASTING. 

New  programming  policy  forces  out  our  after- 
noon newsman.  He's  a  solid,  experienced  news- caster with  an  authoritative  style,  imagination, 

ability  and  initiative.  We  would  like  to  see  a 
major  market  station  use  his  talents.  We  will 
strongly  vouch  for  him.  For  our  letter  of  rec- 

ommendation and  his  tape,  photo  and  resume, 
write  Box  843F,  BROADCASTING. 

Experienced  woman  copywriter.  Old  enough  to 
give  sensible  consideration  to  accounts!  Young 
enough  to  weave  new  ideas  into  copy.  Perma- 

nent, midwest.  Box  862F,  BROADCASTING. 

Newsman,  collect,  edit,  and  broadcast  with  au- 
thority. 5  years  experience  includes  diversified 

interviews  and  special  events.  Political,  civic, 
and  military  coverage.  Box  877F,  BROADCAST- ING. 

Newspaperman,  32,  vet,  married,  baby,  j-grad, 
tired  stale  rehashing,  wants  fast  news  job,  radio 
or  tv.  Still  fotog,  could  learn  movies.  Some  air 
experience.  All  beats  metro;  city  editor  medium. 
Jack  Magee,  Apt.  M,  2900  N.  Concord,  Colorado 
Springs,  Colo.,  MElrose,  5-2630. 

TELEVISION 

Help  Wanted 

Four  vacancies:  Producer-performer-announcer; 
news  editor-cameraman;  announcer-director; 
supervisory  transmitter  engineer.  Fine  oppor- 

tunity in  midwest  location.  Box  802F,  BROAD- CASTING. 

Sales 

Television  time  salesman  for  eastern  North  Caro- 
lina station.  Man  with  tv  or  radio  time  sales 

experience  preferred.  State  qualifications  and 
requirements  first  letter.  Box  745F,  BROAD- CASTING. 

Experienced  salesman,  ample  base  pay  plus 
commission,  with  expanding  organization.  Send 
background,  sales  record  and  photo  to  Ray 
Carow,  W ALB-TV,  Albany,  Ga. 

Account  executive — Experienced  in  radio  or  tv 
local/regional  sales,  to  take  over  top  billing 
account  list  on  one  of  the  best  CBS  stations  in 
the  Carolinas.  Opening  created  by  promotion  of 
present  account  executive  to  local  sales  man- 

ager. This  position  offers  good  base,  fringe  bene- 
fits, and  attractive  commission  arrangement  that 

enables  you  to  build  your  own  future.  No  limit 
on  earnings.  We  want  a  family  man  with  sincere 
desire  to  work  and  make  money.  Your  record 
must  stand  rigid  investigation.  Send  complete 
details  including  sales  record  on  local/regional 
level  with  photograph  to:  Don  Pierce,  Local 
Sales  Manager,  WFMY-TV,  Greensboro,  N.  C. 

Wanted:  Experienced  tv  or  radio  account  execu- 
tive for  No.  1  NBC  affiliated  station  in  Florida's 

most  beautiful  city.  Guarantee  plus  commis- 
sion. Expanding  market  with  excellent  chance 

for  advancement  in  our  station  chain.  Only 
top,  hard-sell  salesmen  need  apply.  Past  record 
and  references  must  stand  thorough  examina- 

tion. Send  full  details  in  first  letter  with  photo 
to:  Chet  Pike,  WPTV,  Palm  Beach,  Florida. 

Announcers 

TV  announcer-director  needed  at  central  Penn- 
sylvania station.  Announcing  experience  neces- 

sary, but  will  train  for  director.  Good  salary 
for  right  man.  Apply  Box  835F,  BROAD- CASTING. 

Technical 

Position  open  for  engineer  with  first  class  ticket 
for  operation  and  maintenance.  TV  experience 
desirable,  but  will  consider  man  with  good  tech- 

nical training.  Contact  W.  M.  Nelson,  Chief  En- 
gineer, WUSN-TV,  Charleston,  S.  C. 

Production-Programming,  Others 

An  announcer  and/or  director  for  full  power  vhf . 
Experienced.  References  required.  South.  Box 
572F,  BROADCASTING. 

TELEVISION 

Help  Wanted— (Cont'd) 
Production-Programming,  Others 

Need  director-switcher  immediately  Nebraska 
agricultural  market.  Prefer  director  with  ex- 

perience. Pay  good,  fine  chance  for  advance- ment. Send  information  and  references  to 
KHOL-TV,  Kearney,  Nebraska. 

TELEVISION 

Situations  Wanted 

Sales 
Industrious,  personable,  dependable  man  with 
record  of  selling  intangibles  seeks  opportunity  to 
sell  time.  Also  capable  announcer.  Free  to  relo- 

cate. For  complete  resume  write  Box  752F, 
BROADCASTING. 

Announcers 

Available  immediately,  top  announcer/director. 
Prefer  south  or  west.  References.  Degree. 
Sports,  news,  commercial!  Dramatic!  Box  796F, 
BROADCASTING. 

A  good  resume  backed  up  solid!  Alert  college 
man  with  6  years  desires  stable  position  news 
or  staff.  Box  816F,  BROADCASTING. 

Newsman  with  rapid-fire  tv-radio  delivery. 
Writes  exciting  but  always  factual  newscopy.  A 
Professional  who  believes  a  news  operation 
should  make  money.  Large  markets  only.  Box 
824F,  BROADCASTING. 

Ten  years  radio  and  television.  Announcer-news- 
man-on  camera  personality.  Sports.  Program  di- 

rector. MC.  Box  829F,  BROADCASTING. 

Top  dj  or  tv  news — 150  guarantee.  Prefer  Ohio 
and  bordering  states.  Box  830F,  BROADCAST- ING. 

Announcer,  producer.  TV,  film  radio  experience. 
News,  sports,  commercials,  versatile.  Box  854F, 
BROADCASTING. 

Versatile  personality-announcer,  extensive  ex- 
perience commercial  radio  and  tv,  seeking  major, 

medium  market  opportunities,  staff  and  talent. 
Box  882F,  BROADCASTING. 

Technical 

First  phone,  television,  am-fm,  studio,  transmit- 
ter. Operation,  maintenance.  Eastern  U.S.A.  Box 

849F,  BROADCASTING. 

1st  phone,  iy2  years  experience.  Well  rounded 
in  all  phases  of  operation.  Wants  in  small  opera- tion, prefer  west  or  central  states.  Box  880F, 
BROADCASTING. 

Production -Progra mming,  Others 

Production/operations  executive  desires  to  relo- 
cate. East  coast  network  o&o  background.  Avail- 
able September  15th.  Box  744F,  BROADCAST- 

ING. 

Spark  your  programming  from  news  to  net  with 
top-notch  television  operations  manager  and 
program  director.  Experience  all  phases,  on- 
camera  everything,  young,  energetic.  B.S.  radio 
and  television.  Director.  Currently  employed  in 
top  rated  vhf.  Wants  progressive  station.  Box 
794F,  BROADCASTING. 

Copywriter:  Commercial  and  program  copy.  7 
years  station  and  agency  experience.  Presently 
employed,  excellent  references.  Box  804F, 
BROADCASTING. 

TV  camraman,  presently  employed,  with  one 
year  experience.  Professional  experience  in 
film  and  theatre.  B.S.  degree  Northwestern 
University.  Veteran.  26  years  old.  Hard  worker 
with  references  to  prove  it.  Want  opportunities 
of  larger  station  and  creative  live  programming. 
Goal:  Producing-directing-performing.  Box  805F, 
BROADCASTING. 

Highly  qualified  program  director-film  buyer  for major  market  station,  or  station  manager  if 
your  city  is  200,000  or  less.  Past  8  years  as  pro- 

gram director-film  buyer  for  million-market  CBS 
affiliate,  in  complete  charge  of  program,  produc- 

tion, art,  traffic  and  film  departments.  Also  qual- 
ified to  handle  tv  national  sales,  and  know 

promotion  and  merchandising.  14  years  preced- 
ing tv  devoted  to  every  phase  of  creative  radio, 

in  major  market,  as  program  director-writer- 
performer.  Blue  chio  tv  and  radio  refeences  sup- 
plied.  Box  821F,  BROADCASTING.  
Producer/coordinator/writer.  New  York  tv  ex- 

perience. Dependable.  Cooperative.  Ambitious. 
Box  855F,  BROADCASTING. 

FOR  SALE 

Stations 

Good  midwest  daytimer,  medium  market,  has 
shown  steady  progress  to  break-even  point.  Now 
fine  owner-operator  opportunity.  $20,000  cash 
down  on  $90,000  price.  Write  owner,  Box  791F, 
BROADCASTING. 

— RADIO  STATIONS  FOR  SALE_ 

MIDWEST 

Gross  between  $80,000  and  $85,000.  Retail 
<]     sales     $100,000,000.     Competitive  market. 

Asking  $90,000  for  both  AM  and  FM.  Terms. 
\     Exclusive.     Full     time.     County     population  ij 
!;     16,000.  Gross  $32,000.  Asking  $34,000  wtih  ! 

$20,000  down. 
I;  Daytimer.  Exclusive.  Trade  area  20,000.  ] 
![  Owner  is  not  a  radio  man.  All  new  equip-  / 
|!    ment.  Asking  $47,500  with  $15,000  down. 

'|   •   !;  I 

SOUTH 

|     New   station   in   competitive   market.  Owner 
\>    does  want  to  sell.  Good  staff.  Asking  $65,000 

with  29%  down. 

Working    partnership    in    a    good    market.  / 
j!    $20,000  for  461  shares  out  of  1002.  $8,000  \ 
down.  '[ 

 •  

NORTHWEST 

I1    1  kw  in  excellent,  growing  competitive  mar-  \ 
]     ket.  Station  now  run  down  but  had  done  \ 
'     very  well.  Absentee  owned.  Good  dial  posi-  [ 

tion.  Sales  includes  land  and  building.  $130,-  ]|  i  J 
000  with  29%  down. 

Small    coast    market.    Full    timer.    Exclusive.  ![ 
Gross  close  to  $34,000.  Only  $10,000  down.  > 

Daytimer  near  one  of  the  largest  markets  in 
/    the    Northwest.    Absentee    owned.    Excellent  I1 

potential.  Asking  $65,000  with  $20,000  down,  j! 
 •  

ROCKY  MOUNTAIN 

Exclusive    covering    trade    area    of    12,000.  i] 
Land  and   building   owned   by  station.  Full 
time.  Gross  $34,000.  Asking  that  with  29%  > 

|i  down. 
!'    Number  one  station  in  competitive  market.  > 
|!    Gross  will  be  around  $130,000  a  year.  Full-  \ 

time.  Excellent  profits.  With  land  and  build- 
ing  $225,000  with   29%   down.    Land  and 

ij    building  can  be  spun  off  and  price  reduced. 

'   •  

SOUTHWEST  1 
\  Top  facility  in  tremendous  market.  Full  time.  ij 
![    Well  staffed  and  wonderful  equipment.  Val-  !j 

uable  land  included  in  sale.  Asking  $100,000 

down. 
!'    Daytimer.   Competitive  market.  Management  / 

problems.  Asking  $80,000  with  terms. 
Exclusive   in   town   of   8,000.    Fast  growing 

/    market.   Bad  management  history  has  kept  ji 
\    gross  down.  $29,000  down.  ! 

 •  

CALIFORNIA 

\  Powerful    daytimer    in    competitive    market.  <| 
1 1  Profit  has  been  close  to  $60,000  last  year.  / 
!  Asking  $200,000  with  29%  down. 
i|  We  have  several  FM  stations  in  the  greater 
|  Los  Angeles  market  which  are  priced  right  / 
'  for  this  area.  ji 

 •  
EAST 

1 1    Daytimer.    Excellent   frequency.   Top   market  ij 
>    of  the  country.  Priced  at  $325,000  with  29% 

\i  down. 
; !   •  

|!  JACK  L.  STOLL  ) 

ij  &  ASSOCIATES  i| 
!  A  NATIONAL  ORGANIZATION  for  || 

;   the  sale  of  Radio  &  TV  Stations  ! 
6381  HOLLYWOOD  BLVD. 

LOS  ANGELES  28,  CALIF. 

Hollywood  4-7279 
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FOR  SALE 
FOR  SALE— (Cont'd) 

RADIO 

Stations 

Do  vou  want  to  live  and  prosper  with  your  own 
station?  I  have  a  fine  money-making  daytimer 
near  the  best  hunting  and  fishing  in  the  country 
for  $65,000.00.  Box  872F.  BROADCASTING. 

Southeast  monopoly  market  newspapers  and 
55  interest  in  radio  station  for  $150,000.  29', 
down  payment.  Chapman  Company,  1182  West 
Peachtree,  Atlanta. 

Florida  television  properties  (21.  $450,000.  $2,000.- 
000;  terms.  Chapman  Company.  1182  West  Peach- 
tree,  Atlanta. 

Minnesota  $75,000:  Maine  $125,000;  Missouri  $90,- 
000:  Michigan  $65,000;  Tennessee  $75,000;  North 
Carolina  $37,500;  Maryland  $75,000;  Florida  $42,- 
500;  West  Virginia  $60,000:  Pennsylvania  $100,- 000;  Connecticut  $125,000;  Tennessee  $121,000; 
North  Carolina  $150,000:  Florida  $65,000;  Penn- 

sylvania $160,000;  Arizona  $200,000;  Kentucky 
$190,000;  Florida  $300,000;  Alabama  $250,000:  Iowa 
$350,000:  North  Dakota  $400,000;  Michigan  $450.- 
000:  Iowa  $500,000;  Indiana  $800,000.  Please  write 
Haskell  Bloomberg.  Station  Broker,  208  Fair- 
mount  Street,  Lowell,  Massachusetts. 

New  England  small  market  stations  (3),  $50,000 
to  $100,000;  monopoly  market  station,  $100,000; 
large  market  station",  $200,000;  all  with  terms. Chapman  Company,  1270  Avenue  of  Americas, 
New  York. 

Southwest  markets,  desirable  climate,  small  mar- 
ket, 50'-r  interest,  $50,000,  75'r  interest,  $75,000, 

terms;  large  market,  $500,000.  29%  down  pay- 
ment. Chapman  Company.  1182  West  Peachtree, 

Atlanta. 

California  kilowatt  daytimer  $48,000.00  down, 
balance  6  years.  Big  market.  Wilt  Gunzendorfer 
and  Associates,  8630  W.  Olympic,  Los  Angeles. 

Norman  Si  Norman,  Inc.,  510  Security  Bldg., 
Davenport,  Iowa.  Sales,  purchases,  appraisals, 
handled  with  care  and  discretion.  Experienced. 
Former  radio  and  television  owners  and  opera- tors. 

Equipment 

Tower.  Free  standing  115  foot  new  Dresser- 
Ideco.  Never  erected.  Complete  drawing.  Rea- 

sonably priced.  Box  717F,  BROADCASTING. 

Complete  standard  library  of  750  tunes — 
four  steel  cabinets,  drawer  type,  index  file,  new 
folders  etc.  This  is  music  at  its  best.  First  call 
gets  this  for  $500  no  less.  Box  822F,  BROAD- 
CASTING. 

One  Ware  Electronics  remote  control  system, 
now  in  operation,  available  October  1st.  Asking 
$1,000.   Box   878F,  BROADCASTING. 

Ampex  350  rackmount  tape  recorder,  excellent 
condition,  low  hours,  $950.  Department  "B",  Box 1060,  Des  Moines,  Iowa. 

Transmitter — Western  Electric  451A-1  250  watt 
complete  with  spare  tubes  and  blue  prints.  First 
check  for  S750.00  takes  it.  Presently  operating, 
going  to  a  1000  watts.  KOHTJ,  Hermiston,  Oregon. 

1  kw  Gates  BC-1J  transmitter,  like  new.  KOKY, 
Box  1956,  Little  Rock,  Arkansas. 

RCA  BTF-3B  fm  transmitter;  Hewlett-Packard 
model  335-B  fm  monitor  and  modulation  meter; 
RCA  type  BA-13A  program  amplifier;  Andrew 
type  1304  antenna  for  side  mount;  extra  tubes, 
condensers,  coils,  other  hardware;  two  model 
2200  auto-dryair  units  with  spare  parts.  Every- 

thing to  get  on  the  air  except  transmission  line. 
Complete  $4,500.  Station  WHTB,  Talladega,  Ala. 

For  sale  to  the  highest  bidder,  196'  Truscon  Steel 
self  supporting  tower.  A-l  condition.  Bid  to  in- 

clude dismantling  and  removal  from  site.  Avail- 
able about  October  18.  Write  WHUN,  Huntingdon, Pa. 

FM  transmitters.  New,  FCC  approved.  Immediate availability.  Contact  Industrial  Transmitters  and 
Antennas,  235  Fairfield  Avenue,  Upper  Darby, Pa.,  Flanders  2-0355. 

Equipment 
Television  monitors.  The  most  widely  accepted 
in  broadcasting  and  industrial  applications.  De- livered under  several  trade  names.  Tilted  front 
plug-in  construction.  8"— $195.00,  14"— $215.00.  17" 
—$219.00.  21" — $259.00.  Miratel,  Inc.,  1080  Dionne St..  St.  Paul,  Minn. 

WANTED  TO  BUY 

Stations 

Reliable  principal  wants  radio  station.  Confiden- 
tial. Ready  to  act  promptly.  Box  790F,  BROAD- CASTING^  

Experienced  group  seeks  station  in  secondary 
market.  Pacific  northwest  preferred.  Can  handle 
$20,000  down.  Box  831F,  BROADCASTING. 

Seasoned  manager,  moneymaker,  desires  invest 
with  services;  existing  or  proposed  station.  Pre- 

fer west;  consider  any  market  with  good  poten- tial. Box  836F,  BROADCASTING. 

Responsible  party  wants  to  lease,  with  option  to 
buy  a  radio  station  in  Ark.,  La.,  Ala.,  Miss.. 
Term.,  or  Missouri.  Small  market  station  with 
pop  5.000  to  10,000.  Party  presently  general  man- ager of  1,000  watt  station  in  southwest.  All 
response  to  this  ad  held  in  strict  confidence. 
Box  860F,  BROADCASTING. 

Now  ready  to  add  a  2nd  station.  Up  to  $45,000 
down.  Prefer  midwest;  no  eastern  or  southern. 
Absolute  confidence  guaranteed.  I  know  its  im- 

portance. J.  D.  Hill,  KWHK,  Hutchinson,  Kansas. 

Equipment 
Exciter  unit  minus  power  supply  from  Federal 
fm  transmitter.  Box  774F,  BROADCASTING. 

Used  WX-2D  field  intensity  meter  and  3  used 
165  foot  guyed  towers.  Contact  Chief  Engineer, 
WFCR,  Fairfax,  Virginia. 

FM  antenna  meeting  the  following  requirements 
— Capable  of  operation  on  104.3  megacycles  and 
suitable  for  side  mounting  on  tower.  We  desire 
high  gain  or  medium  high  gain.  Should  include 
de-icing  equipment.  Write  George  Sprague,  Chief 
Engineer,  WLOS,  Box  2150,  Asheville,  North 
Carolina. 

Transmission  line  dehydrator.  State  make,  model, 
and  price.  WSBA-TV,  York,  Pennsylvania. 

Magnecorder  PT  6  tape  transport,  single  track 
head,  in  good  condition.  Broadcast  Services,  Inc., 
Mart  Bldg.,  El  Paso,  Texas. 

MISCELLANEOUS 

Bingo  Time  U.S.A.  printers  of  personalized  bingo 
game  sheets  for  radio  and  television  programs. 
P.O.  Box  1871,  Hollywood  28,  California. 

INSTRUCTIONS 

F.C.C.  first  phone  preparation  by  correspondence 
or  in  residence  classes.  Our  schools  are  located 
in  Washington,  Hollywood,  and  Seattle.  For 
details,  write:  Grantham  School,  Desk  2,  821 — 
19th  Street,  N.  W.,  Washington,  D.  C. 

FCC  first  phone  license  in  six  weeks.  Guaranteed 
instruction  by  master  teacher.  G.I.  approved. 
Phone  FLeetwood  2-2733.  Elkins  Radio  License 
School,  3605  Regent  Drive,  Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st  phone 
license.  5  to  6  weeks.  Reservations  required.  En- 

rolling now  for  classes  starting  October  29, 
January  7,  1959  and  March  4,  1959.  For  informa- 

tion, references  and  reservations  write  Wil- 
liam B.  Ogden  Radio  Operational  Engineering 

School,  1150  West  Olive  Avenue,  Burbank, 
California. 

PHILADELPHIA'S  LOSS--"YOUR  GAIN 

Over  50  experienced  TV  men  available  who  are  now  employed  but  are 

being  laid  off  in  the  nation's  fourth  market.  All  have  3  to  5  years  experi- ence with  net  affiliates.  Excellent  references. 

Lie.  engineers  &  technicians  *  cameramen  *  film 
editors  *  newsmen  *  master  control  operators  ~k  pro- 

jectionists *  production  &  program  *  scenic  &  art. 
Box  827F,  BROADCASTING 

Help  Wanted 
Announcers 

gfjf.****  ¥¥¥¥¥¥¥¥¥¥*¥  ¥¥¥¥¥¥¥¥¥¥¥ 
PERSONALITY 

Top  network  station  in  major  California 
coastal  city  has  opening  for  first  rate  per- 

sonality. Time  period  undecided.  Want 
man  with  ambition  who  is  capable  of 
future  management  berth  in  growing 
multi-station  company.  Pay  not  spectac-  £ 
ular  to  start,  future  great.  Man  must  be 
smooth,  polished  and  mature  and  know 
music  beyond  the  charts.  We  play  best 
music,  feature  much  news.  Must  operate 
board.  Send  tape,  photo,  resume,  refer- 

ences, salary  requirements  immediately. 

Box  850F,  BROADCASTING 

D.J.— SALESMAN 

Chicago  suburban  outlet  heard  well 
throughout  city  area,  offers  nothing  but 
money  for  an  air-showman  who  will 
also  find  and  sell  all  of  his  own  sponsors. 
Start  with  daily  afternoon  Vz  hour  and 
increase  to  2  hours.  Split  50-50  on  bill- 

ings! Prefer  Chicago  area  man.  Reply 
giving  full  details. 

Box  866F,  BROADCASTING. 

Situations  Wanted 

ONCE  IN  A  DECADE 

...  OR  LONGER 

An  unusual  man  decides  to  change  jobs 
.  .  .  and  is  available  to  a  business  world 
that  needs  unusual  skills,  executive  ability, 
and  ideas. 

This  man  has  a  unique  background  and  is 
leaving  his  present  employer  after  15  years 
to  seek  a  broader  field,  more  challenge, 
greater  freedom.  He  is  a  two-degree  uni- 

versity graduate  in  journalism  and 
economics. 

He  has  had  a  major  role  in  the  making 
of  a  huge  metropolitan  newspaper  for  10 
years — as  a  nationally  known  reporter, 
writer,  investigator,  special  assignment  man. 

He  has  had  five  more  years  experience 

in  that  paper's  radio  and  television  prop- erties— as  newscaster,  commentator,  writer, 
investigator,  film  producer,  production  and 
liaison  man. 
No  error  ever  has  been  found  in  his 

facts,  and  his  reporting  has  dealt  with 
every  phase  of  human  activity  .  .  .  with 
people  ranging  from  Presidents  down  to 
major  hoodlums.  He  has  handled  problems 
of  every  kind  with  and  for  top  level  ex- 

ecutives. And  he  has  written  in  other  media, too. 

Can  you  put  his  unusual  talents  to  work 
— in  news  direction,  in  public  relations  and 
promotion,  as  assistant  to  a  major  execu- 

tive, or  as  an  account  executive?  Or  in 
any  other  field  that  requires  mature 
judgment,  sure  knowledge  of  people,  sales 
ability,   fluency   in   speech   and  writing? 

If  you  can,  write  .  .  . 
Box  81  IF,  BROADCASTING 

STATION  OWNERS 

Any  station  .  .  .  New  .  .  .  Old  .  .  . 
or  Sickl  We  can  put  you  over  the  top 

in  a  very  short  time.  We'll  help  with 
Sales  .  .  .  Programming  .  .  .  Public  Re- 

lations &  Promotions!  No  headaches  left 

for  youi  We'll  act  immediately!  We'll leave  you  with  a  COMMERCIAL  station 
and  a  happy  permanent  crew!  Write 
NOW!   Box  876F,  BROADCASTING. 
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RADIO WANTED  TO  BUY 

Situations  Wanted — (Cont'd) 

Production-Programming,  Others 

PROGRAM  DIRECTOR 

In  radio-television  6  years. 
Conscientious  and  experienced, 

college  education.  Details: 
Box  404 

Lake  Mahopac,  N.  Y. 

FOR  SALE 

Stations 

:xsc 

1 

FOR  SALE 

IOWA  RADIO  STATION 

•  1000-watt  non-directional  re- 

mote controlled  10-year  old 
daytimer 

•  Profitable  single  station  market 

•  New  transmitting  equipment 

•  Gross  over  $80,000  in  recession  j! 

year 
•  PRICE:  $85,000  CASH. 

Newspaper  chain  owners  want  to  expand 
in  newspaper  field.  No  Brokers. 

?j  WRITE  Box  834F,  BROADCASTING  J, 

\'^y  -vv 

THE  PIONEER  FIRM  OF  TELEVISION 
AND    RADIO  MANAGEMENT 

CONSULTANTS— ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 
APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 
1736  Wisconsin  Ave.,  N.W. 

Washington  7,  D.  C. 

Equipment 

CLEAN,  PAINT  AND  INSPECT 
YOUR  TOWER  BEFORE  BAD 

WEATHER 

Special  Maintenance  Prices  for  Next  30 
Days  to  Enable  You  to  Put  Your  Tower 
in  First  Class  Condition: 

•  •  •  tubular  towers  up  to  20-inch  width 
— 104  a  foot 

•  •  •  angular  towers  up  to  20-inch  width 
—$1.00  a  foot 

Special    Prices    on   Other    Sizes  Upon 
Request. 
All  Paint,  Labor  and  Insurance  Included 
in  Above  Prices,  Call,  Wire  or  Write  for 
Specific  Quotations  on  Maintenance. 

USED   EQUIPMENT  AVAILABLE 
Collins  300(3 — 250  Watt  Transmitter 
Collins  212B— 7-Channel  Console 
Collins  250  Watt  Tuning  Unit 
Gates  250C-1— 250  Watt  Transmitter 
Several   Used   Towers   Now  Available, 
Various  Sizes  and  Heights. 
Write  for  Quotation  on  Both  Used  and 
New  Towers. 
Place  All  Your  Tower  Details  in  Our 
Hands  for  a  Custom-Engineered  Package 
Price. 

NATIONAL  TOWERS 
1579  MORRISTOWN 
ORLANDO,  FLORIDA 

PHONE:  GARDEN  4-9715 

Stations 

WANTED  TO  BUY 

LEASE  OR  MANAGE 

STATIONS 

PAY  OUT  BASIS 

STRONG  SALES  &  PUBLIC  RE- 

LATIONS   EXECUTIVE,  PRO- 
MOTIONAL BACKGROUND, 

with  STAFF,  former  Owner  Radio  Sta- 
tion in  the  East  and  Executive  Man- 
ager UFH  Station — is  now  available. 

You  will  find  our  arrangements  equi- 
table, mutually  profitable.  Confiden- tial. 

Emanuel  Lazarus  Stone 

Planning  &  Public  Relations 
3220  Hudson  Blvd.,  Jersey  City  6, 

New  Jersey 

Telephone  Swarthmore  5-0201 

INSTRUCTIONS 

Dollar 

you  can't beat  a 

classified  ad 

in  getting 

top-flight 

personnel 

Want  a  TV  or  Radio  Job? 
as  announcer,  writer,  producer? 

The  National  Academy 

of  Broadcasting 
3338  16th  St.  N.W. 
Washington,  D.  C. 

Trains  and  places 
men  and  women  in 

TOP  JOBS 
New  term  starts  Sept.  29.  Send  for 
folder  and  list  of  positions  available. 

Call  DEcahir  2-5580 

Dave 

Williams 

Wade,  Geoffrey,  Advertising 
Chicago 

Please  note  that  WMBR-TV 
in  Jacksonville,  Florida  has 

changed  its  call  letters  to 

WJXT.  A  new  name— but  still 

the  same  old  habit  of  leader- 

ship, with  the  largest  audience 
in  all  of  Northern  Florida  and 
Southern  Georgia.  WJXT, 

operated  by  the  Washington 

Post  Broadcast  Division,  rep- 

resented by  CBS  Television 

Spot  Sales. 

WJXT 

channel  4,  Jacksonville 

ESS 

ALLIED'S 1959  ELECTRONIC 

SUPPLY  CATALOG 

452 
PAGES 

Everything  in 
Electronic 

Supplies  for Broadcast 
Stations 

SEND  FOR  IT 

WORLD'S  LARGEST  STOCKS: 

Image  Orthicons     •  Tape  Recorders 
Receiving  Tube; 
Power  Tubes 

Microphones 
Test  Instruments 
Meters 

•  Tape  &  Accessories 
•  Recording  Blanks 
•  BC  Audio  Cable 
•  TV  Camera  Cable 
•  Volt.  Regulators 

You  save  time  and  money  when  you  order 
your  station  electronic  supplies  and  equipment 
from  allied.  We  make  fast,  expert  shipment 
from  the  world's  largest  stocks  of  everything  in 
Electronics.  Simplify  and  speed  your  buying 
at  allied.  Write  today  for  our  FREE  452- 
page  1959  Electronic  Supply  Catalog. 

We  specialize  in 
TUBE  SUPPLY 

for  Broadcast  use 
• 

IMMEDIATE 
DELIVERY on  all  types 

from  stock 

ALLIED  RADIO 
100  N.  Western  Ave. 

Chicago  80,  III. 
Phone:  HAymarket  1-6800 

one  complete  source  for 
Everything  in  cVecfron/cf 
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This  is  the  kind  of  hold  our  station  has  on  people 

How  do  we  know  that  such  a  bond  exists? 

How  does  an  advertiser  assay  it? 

Well,  the  basis  lies  in  the  growth  of  mu- 
tual respect  throughout  the  years.  We  see 

it  in  our  mail  counts — in  our  virtually  level, 

far-superior  ratings — in  mail  and  word-of- 

mouth  commenting  gratefully  on  our  com- 
mercial and  public  service  programming, 

free  of  triple  spots — in  the  stature  of  our 
veteran  personnel  in  the  community. 

It  warms  the  cold  statistics  which  our 

advertisers  must  evaluate — our  747,640  TV 
homes  in  41  counties  of  3  states,  with  their 

$3,361,973,000  of  annual  retail  purchases. 

Because  a  great  portion  of  these  figures  ap- 
ply especially  to  those  who  communicate 

with  our  advertisers  through  us. 

George  P.  Hollingbery  has  other  figures 

you  can  evaluate  at  a  glance,  too  —  our 
very  realistic  rate  card. 

whio-tv CBS 

channel 

7 

day  ton, 

ohio 

ONE  AMERICA'S      GREAT     AREA  STATIONS 

Reaching  and  Holding  2,881,420  People 

i 



MONDAY  MEMO mmmmmmmmmmmmmmmmmmmm 

i 

1 

from  JOSEPH  KATZ,     The  Joseph  Katz  Co.,  Baltimore-New  York 

Sure,  the  product  may  be  amazing, 

but  do  people  believe  that  commercial? 

I 

I  see  in  Look  magazine  that  Ray- 
mond Burr,  who  stars  as  Perry  Mason 

on  tv,  says  he  must  memorize  as  many 
as  14  pages  of  dialogue  a  day.  To  keep 
up  with  the  schedule  he  has  to  do  that 
six  days  a  week.  That  leaves  him  one 

day  for  leisure.  But  the  average  an- 
nouncer stands  like  a  robot,  looking  up 

in  the  sky  as  if  he  expects  a  bomb- 
ing, and  has  to  look  at  a  teleprompter 

to  deliver  a  100- word  announcement. 
How  do  you  expect  people  to  believe 
it? 

Compare  the  writing  in  the  magazines 
with  the  writing  for  television.  If  these 
radio  and  tv  writers  tried  to  write  fic- 

tion, they  couldn't  get  $100  for  a  story! 
And  it's  time  to  rest  up  the  little 

man  with  the  big  head  and  the  spindly 
legs,  and  the  girls  who  dance  their 
way  around  the  cigarettes  and  the 
shampoos  and  refrigerators.  Did  you 
ever  count  how  many  of  them  you  see 
in  a  single  day? 

Leo  Burnett  came  up  with  the  he- 
man — and  others  followed.  Now  the 

he-man  is  all  over  the  place. 

And  please,  no  echo  chambers — and 
no  keyed  applause  after  the  commer- 

cial and  no  canned  applause  in  the 
film  shows.  Every  other  commercial 

starts  with  YES.  Doesn't  it  get  on 
your  nerves? 

I  saw  an  advertisement  in  which  40 

people  have  testimonials  for  a  particu- 
lar brand  of  cigarette — and  I  can  only 

say  that  all  40  of  them  must  have  had 
a  rehearsal,  because  about  90%  of 
them  said  the  same  thing  about  this 

cigarette:  "I  like  them  because  they're 
milder,  too."  The  very  words  of  the 
same  theme — used  in  the  cigarette's 
magazine  advertising.  All  right.  Pay 

'em  if  you  like.  If  it's  your  notion  that 
an  acter  who  smoked  somebody  else's 
brand  yesterday  can't  live  without  your 
brand  today — that's  your  business.  It 
sells  goods.  But  how  do  you  know  you 

wouldn't  sell  even  more  goods  if  your 
actor  talked  like  a  human  being — and 
delivered  his  own  opinion  in  his  own 
natural  style  instead  of  the  one  the 

agency  writes  for  him? 

Some  years  back  we  ran  a  street- 
car and  subway  testimonial  campaign 

for  our  client,  Rem.  We  didn't  pay  a 
nickel  for  a  single  testimonial.  They 

came  from  plain  folks — the  sort  of 

people  you'll  find  in  any  average  neigh- 
borhood. And  we  quoted  these  people 

verbatim,  even  down  to  bad  grammar 
when  they  used  it.  If  the  testimonial 

came  from  a  consumer  who  said,  "That 

there  cough  medicine  is  great  stuff," 
we  reported  it  just  that  way — and  it 
sold  plenty  of  goods. 

Another  thing.  Every  day  on  tv  you 
see  girls  who  are  models,  outfitted  by 
Hattie  Carnegie,  daintily  demonstrating 
a  washing  powder,  a  floor  wax,  or  a 
kitchen  or  laundry  appliance.  Now 

wouldn't  it  be  more  convincing  to  use 
women  who  really  look  as  if  they  are 
at  home  in  a  kitchen  or  a  laundry 

room — pleasant,  cheerful  women — even 
with  two  or  three  chins?  How  can  an 

average  housewife  get  excited  about 

a  down-to-earth  household  product 

that's  being  demonstrated  by  a  doll 
whose  very  appearance  sereams  to  the 

world  that  she  wouldn't  be  caught  dead 
with  a  mop  in  her  hand  in  real  life. 

And  what  about  radio? 

There  isn't  a  better  radio  course  in 
the  world  than  a  good  10-day  cold. 
Comfortably  propped  up  in  bed,  with 
a  running  nose  and  a  running  radio, 
you  are  in  an  excellent  position  to  find 
out  what  the  Dear  Public  has  to  listen 

to  during  the  long  stretch  from  "Wake 

up,  you  sleepy  heads"  to  the  Late,  Late Show.  And  if  you  want  to  play  a  little 

game,  I  dare  you  to  put  the  com- 
mercials on  one  long  running  tape — 

just  as  they  might  come  off  a  news 
ticker — and  imagine  one  set  of  ears 
listening  to  it  all  as  if  it  were  one 
running  story. 

I  don't  think  people  mind  listening 
to  advertising  on  the  radio.  What  gets 
on  their  nerves  more  than  anything 

else  is  the  never-ending,  monotonous 
droning  of  the  same  little  set  of 

words,  the  ear-grating,  uninspired 

repetition  of  worn-out  phrases:  "This 
new,  amazing  way  .  .  .  wise  mothers 
will  tell  you  .  .  .  now  listen  .  .  .  you, 

too,  may  have  .  .  .  now  do  this  .  .  ." 
Radio  has  forgotten  that  it  is  enter- 

ing a  living  room  with  one  to  half  a 

dozen  persons.  Radio  has  forgotten 

the  "gentle  persuasion"  of  the  intimate, 
soft-spoken  voice.  Radio  has  forgotten 
that  the  voice  of  the  barker  is  the 

voice  of  the  side  show — the  echo  of 
the  old  medicine  show — the  voice  that 
is  discounted  before  it  gets  fairly 
started. 

Listen  to  an  average  radio  show  and 
note  what  a  jar  there  is  when  the 

star  says,  "And  now  a  message  of  im- 
portance .  .  ."  and  the  announcer 

comes  in  like  a  side-show  barker  in 
the  middle  of  a  church  sermon. 

There  is  very  little  integration  be- 
tween the  program  and  the  commercial. 

The  "carry-over"  value  of  the  program 
is  lost  because  the  man  who  wrote  the 

show  and  the  chap  who  wrote  the 

commercial  don't  seem  to  have  met. 
There  are  exceptions,  of  course — and 
how  welaome  they  are! 

The  art  of  the  story  teller,  the  skill 
of  the  fiction  writer,  have  a  rich  field 

in  radio  commercials.  They  haven't been  employed  enough. 

The  hard-boiled  school  of  radio  com- 
mercial writing  has  been  belittling  style 

and  human  interest  in  advertising  for 
a  long  time.  It  sees  nothing  in  good 

writing,  in  color,  in  persuasion.  Peo- 
ple tune  in  on  radio  for  something  that 

entertains,  that  instructs,  that  holds 

the  attention.  The  answer  of  the  Hard- 
Boiled  School  of  Advertising  to  its 

monotony  is:  The  purpose  of  advertis- 

ing is  to  sell  goods.  Who  says  it  isn't? But  who  has  the  proof  that  the  art  of 

the  good  writer  can't  get  more  people 

to  listen,  can't  hold  more  people's  in- 
terest, can't  convince  more  people — ■ 

and  so  sell  more  people — than  monot- 
ony and  shrieking. 

The  missing  ingredient  in  most  ra- 

dio and  tv  commercials  is  "Do  they 
believe  it?"  That's  the  real  test!  How 
many  commercials  pass  the  test  now? 

Joseph  Katz,  b.  Zagera,  Lithuania,  June  24,  1888.  Came 
to  U.S.,  1891,  educated  in  Baltimore  public  schools.  As 

boy  discovered  "that  people  are  more  important  than 
things"  and  ever  since  then  has  been  in  selling  business — 
selling  things  to  people.  Was  advertising  manager  of  The 

Hub,  Baltimore,  1910-19.  Has  headed  his  own  Baltimore- 
New  York  agency  since  1920.  Recipient  of  countless 
advertising  awards  and  is  in  100  Top  Copy  Writers  and 

Their  Favorite  Ads.  Owns  controlling  interest  in  sta- 
tions WWDC-AM-FM  Washington  and  WMBR-AM- 

FM  Jacksonville,  Fla.  Active  in  civic  and  professional 

groups.  Married  Kate  Kropman  in  1912;  three  children. 
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EDITORIALS 

The  Next  Step 

AS  reported  in  detail  in  last  week's  Broadcasting,  radio  and 
.  television  have  been  given  an  emancipation  proclamation  by 

the  Oklahoma  Criminal  Court  of  Appeals. 

The  court  has  said  that  the  constitutional  guarantees  of  freedom 

of  the  press  apply  as  well  to  radio  and  television  as  to  the  older 
communications  media. 

This  was  an  historic  decision.  It  was  needed  as  a  fundamental 

statement  of  principle  in  the  future  struggle  of  broadcasting  to 
establish  its  deserved  position  in  our  free  society. 

There  are  two  ways  in  which  broadcasters  can  exploit  the  Okla- 
homa decision. 

The  first  is  to  quote  it  proudly  in  a  continuation  of  the  vigorous 

campaign  for  radio-television  admission  to  court  trials  and  other 
public  events. 

The  second  is  to  make  a  conscious  effort  to  deserve  the  recogni- 
tion that  the  Oklahoma  court  has  given  radio-tv. 

As  an  instrument  of  argument  for  access  to  public  events,  the 
Oklahoma  decision  should  be  persuasive.  It  was  made  by  one  of 
the  two  highest  courts  in  the  state.  It  was  made  after  careful  study 
and  intelligent  presentation  of  rival  views.  It  is  the  kind  of  decision 
which  no  lawyer  can  dismiss  as  being  either  amateur  or  addled.  It 

should  be  quoted  so  frequently  by  broadcasters  that  no  public  offi- 
cial is  unaware  of  its  existence. 

But  however  clear  its  language  or  compelling  its  conclusions, 
the  decision  will  do  no  more  for  broadcasters  than  broadcasters 
do  for  themselves. 

The  television  cameraman  who  is  admitted  to  a  trial  on  the 

strength  of  the  decision  and  who  fails  to  conduct  himself  with 
propriety  will  have  undone  for  himself  and  for  all  broadcasters  a 
good  deal  of  what  has  now  been  done  for  them  by  the  Oklahoma 
court. 

The  radio  broadcaster  who  does  not  see  the  decision  as  a  chal- 
lenge to  provide  competent  news  coverage  of  significant  events  will 

have  done  his  share  to  let  the  decision  languish  as  just  another 
entry  in  the  Oklahoma  case  books. 

As  we  said,  the  decision  is  a  sort  of  emancipation  proclamation. 
Whether  broadcasters  acquire  the  freedoms  which  it  says  they  are 
guaranteed  will  be  a  matter  for  their  own  determination. 

New  Music  Lesson 

THIS  week  television  broadcasters  will  receive  from  Broadcast 

Music  Inc.  letters  advising  them  that  their  contracts  for  per- 
formance of  BMI  music  expire  next  March.  Their  renewals  are 

invited  on  the  same  terms. 

The  nation's  tv  broadcasters  previously  had  renewed  their  con- 
tracts with  ASCAP.  The  negotiations  had  been  handled  through 

an  All-Industry  Television  Music  License  Committee,  which  since 
has  been  dissolved.  So  it  would  appear  that  the  renewals  with  BMI 
would  be  pro  forma,  because  we  know  of  no  complaints  that  BMI 

television  rates — substantially  less  than  half  of  those  of  ASCAP — 
are  inordinately  high. 

BMI  contracts  with  nearly  4,000  radio  stations  also  expire  in 
March.  Those  with  ASCAP  are  scheduled  to  terminate  on  Dec.  31 

of  this  year.  An  All-Industry  Radio  Music  License  Committee  is 
functioning,  and  its  first  negotiations  logically  will  be  with  ASCAP. 
BMI  has  not  sent  notices  to  radio  broadcasters  regarding  renewal 
because  it  presumably  feels  that  protocol  dictates  that  it  should 

await  an  approach  from  the  All-Industry  Committee. 
The  last  time  BMI  sent  a  renewal  notice  to  the  then  2,000  radio 

station  licensees  was  10  years  ago — in  1948.  That  was  18  months 
before  the  then  current  contracts  were  to  expire.  Some  90%  of 
the  stations  promptly  reaffirmed  their  faith  in  BMI  with  renewals. 

Presumably  the  response  will  be  the  same  when  renewal  time  again 
is  at  hand. 

BMI  introduced  competition  in  music.  Publishers,  writers  and 
authors  who  theretofore  could  do  business  only  with  ASCAP,  if 
they  were  lucky  enough  to  break  into  its  charmed  circle,  were  given 
new  opportunities.  Since  then,  ASCAP,  or  its  kindred  groups,  have 
unrelentingly  sought  to  destroy  BMI,  the  last  effort  having  been 

Drawn  for  BROADCASTING  by  Sid  Hix 

at  the  session  of  Congress  just  concluded.  It,  like  the  others,  proved 
abortive. 

Broadcasters  today  deal  in  a  competitive  music  market  because 
their  foresighted  elders  acted  courageously  nearly  20  years  ago. 

Broadcasters  today  are  getting  music — ASCAP  and  BMI  together 
— at  rates  far  below  that  which  would  have  prevailed  if  the  ASCAP 
monopoly  had  continued. 

These  are  facts,  on  the  record,  to  be  pondered  when  the  nation's 
radio  and  television  broadcasters  consider  the  music  copyright  con- 

tracts about  to  expire.  Whatever  the  other  considerations,  BMI  has 

proved  the  greatest  insurance  policy  ever  underwritten  by  broad- 
casters. 

The  Pepsi  Push 

RADIO,  which  almost  20  years  ago  established  one  Pepsi-Cola 
jingle  so  thoroughly  that  it  persists  to  this  day  (even  though 

Pepsi  left  it  for  dead  seven  years  ago),  now  is  called  upon  for  a 

repeat  performance,  or  a  reasonable  facsimile. 

To  spearhead  its  fall  advertising  push,  Pepsi-Cola  this  time  has 
called  upon  network  radio.  Not  just  one  network,  or  even  two  or 
three,  but  all  four  national  networks.  The  company  decided  on 
four,  according  to  Advertising  Vice  President  John  J.  Soughan, 

because  "that's  all  the  networks  there  are."  In  addition,  Pepsi  is 
using  spot  radio  and  spot  tv,  and  is  calling  upon  its  540  bottlers 
to  buy  local  radio. 

We  doubt  that  Pepsi  expects  its  new  ditty — a  catchy  little  tune 
associating  Pepsi  with  the  sociable  life  which  is  in  key  with  the 

company's  advertising  theme  of  recent  years — to  catch  on  as  wildly 
and  as  enduringly  as  "Pepsi-Cola  Hits  the  Spot,"  which  first  rocked 
the  broadcast  air  in  1939.  We  suspect,  in  fact,  that  Pepsi  people 

would  recoil  a  bit  at  the  thought  that  the  current  "Refreshment 
Song"  might  turn  into  such  a  nonstop  hit.  Pepsi  is  in  the  business 
of  selling  soft  drinks,  not  jingles.  And  it  is  an  acknowledged  fact 
that  the  old  jingle  outlived  its  advertising  usefulness. 

In  choosing  radio  and  tv  the  Pepsi  people  are  not  getting  into 

anything  new  to  them.  They're  old  hands  in  both  media.  Last  year 
they  went  heavy  on  tv  specials — and  the  transfer  of  emphasis  now 
implies  no  lack  of  confidence  in  television.  Indeed,  network  tele- 

vision is  not  ruled  out.  Over  the  past  two  years  they  and  Kenyon 
&  Eckhardt,  the  Pepsi  agency,  also  have  had  stunning  sales  successes 

with  their  "Pepsi,  Please"  contests  on  local  radio  in  a  number  of 
markets.  They  know  that  the  broadcast  media — if  we  may  be 

pardoned  the  expression — "hit  the  spot."  Or  to  use  a  more  favored 
phrase,  from  the  new  jingle,  in  this  buy  they  again  "look  smart." 
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It  happens  every  Pall  on
  KSTP-TV Again  this  year,  KSTP-TV  has  added  powerful  new 

programming  to  its  outstanding  schedule  .  .  .  a 
schedule  which  already  ranks  first  in  the  ratings, 

6:00  p.m.  to  sign-off,  seven  nights  a  week.* 
New  shows  such  as  "Mackenzie's  Raiders" 

and  "U.  S.  Marshal"  plus"  Robin  Hood"  (five 
days  a  week  at  5:00  p.m.)  join  the  exciting  KSTP-TV 

lineup  along  with  "NCAA  Football"  and  "Big 
Ten  Football"  on  Saturday  afternoons  as  well  as 
"Big  Ten  Football  Highlights"  on  Monday 

"ARB  Metropolitan 

evenings  (a  natural  here  in  the  heart  of  the  Big 
Ten  Conference). 

NOW  is  the  time  to  check  out  the  few  choice 

availabilities  in  and  around  these  shows — and  other 
KSTP-TV  shows  that  have  proved 
to  be  winners  in  770,600  TV  homes 
in  the  Northwest! 

Contact  your  nearest  Petrv 

office  or  a  KSTP-TV  represent- 

ative today.  That's  TODAY. Area  Report,  July,  195S 

Basic  NBC  Affiliate  Ml 

MINNEAPOLIS  •  ST.  PAUL 

Represented  by  Edward  Petry  &  Co.,  Inc. 

CHANNEL 
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A  SURE  THING! 

WHO-TV  delivers  solid  coverage  of 

46  counties  in  strategic  Central  Iowa 

—  a  $2  billion  market! 

This  is  the  heart  of  America's  lead- 

ing agricultural  market — where  the 

average  farm  income  is  over  $11,300 

or  78%  above  the  national  average! 

Yet,  it  is  also  a  rapidly  expanding 

industrial  market.  For  example,  Des 

Moines,  the  shopping  center  for  all 

of  Central  Iowa,  has  more  than  400 

diversified  industries  with  a  payroll 

of  $100  million,  an  average  family 

income  of  $6000,  and  retail  sales  of 

$343  million! 

There  are  392,700  TV  families  in 

this  rich  46-county  area  —  and  you 

need  only  WHO-TV  to  cover  them  all ! 

The  newest  Metropolitan  Des  Moines 

ARB  Survey  (Feb.  8-March  7,  1958) : 

FIRST  PLACE  QUARTER  HOURS 

NUMBER  REPORTED 
1  Week         4  Week 

PERCENTAGE  OF  TOTAL 
1  Week         4  Week 

WHO-TV 
STATION  K 

STATION  W 
TIES 

256  232 
162  186 
47  51 
8  4 

54%  49% 
34%  39% 
10%  11% 
2%  1% 

Talk  to  PGW  for  more  about  a  sure  thing 

in  Iowa— WHO-TV! 

■TV 

Channel  13  •  Des  Moines 
Col.  B.  J.  Palmer,  President 

P.  A.  Loyet,  Resident  Manager 
Robert  H.  Harter,  Sales  Manager 

WHO-TV  is  part  of 
Cemral  Broadcasting  Company, 
which  also  owns  and  operates 

WHO  Radio,  Des  Moines 
WOC-TV,  Davenport 

Peters,  Griffin,  Woodward,  Inc., 
National  Representatives 

WHO-TV IS  FIRST 

WHO-TV IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

Who-tv 

jis  first 

WHO-TV 
IS  FIRST 

WHO-TV IS  FIRST 

^WHO-TV 

blS  F 

WHO-TV 
IS  FIRST 

WHO-TV 
S  FIRST 

WHO-TV 
S  FIRST 

Affiliate 

WHO-TV 
IS  FIRST 

WHO-TV IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV 
IS  FIRST 

WHO-TV* 
IS  FIRSTS 



MORE  NATIONAL  SPOTS 

WERE  SCHEDULED  ON 

...IN  THE  PAST  30-DAYS  THAN  ANY  OTHER 

LOUISVILLE  RADIO  STATION! 

WINN  HAS  FIVE-STAR  REASONS: 

iERSUA
SIVE 

OJ'
s 

re  don't  Rock 

Roll em 

em  .  .  . 

We  Sell  em! 

GLEN  A.  HARMON, 

SALES 

RESULTS 

U  MANAGER 

Represented  by 

AVERY-KNODEL 



DES  MOINES  IN  I  DEPTH 

Highlights  of  Media  Study  by  Central  Surveys,  Inc. 

* 

KRNT-T
V 

►  The  Station  Most  People  Watch  Most! 

►  The  Station  Most  People,  By  Far,  Depend  on  for 

Accurate  News! 

►  The  Station  With  Far  and  Away  the  Most  BELIEVABLE 
Personalities! 

This  Central  Surveys  study  reveals  many  interesting  facts  that 

show  without  question  KRNT-TV  delivers  the  kind  of  results  a 

present-day  advertiser  wants  and  needs! 

KATZ  Has  the  Facts  for  YOU! 

V  J 

\    ■ !  ■ 
The  COWLES 

Operation  in  Iowa 

Published  every  Monday,  53rd  issue  (Yearbook  Number)  published  in  September  by  Broadcasting  Publications  Inc., 
1735  DeSales  St.,  N.  W„  Washington  6,  D.  C.  Second-class  postage  paid  at  Washington,  D.  C. 



IS   THE   SPICE   OF  LISTENING 

KRLD  radio  1080 

HAS  MORE 

ADULT  LISTENERS 

IN 

METROPOLITAN  DALLAS 

than  any  other  Dallas  station 

Based  on  April-May  1958  Audience  Com- 
position Radiopulse  of  listeners  per  100 

listening  homes  —  Monday  through  Friday. 

Radio  advertising  that  pays  off  in  the 

Southwest  must  start  with  KRLD,  basic  CBS 

outlet  for  Dallas  and  Fort  Worth.  KRLD,  Texas' 
oldest  CBS  affiliate,  with  a  wide  variety  of  the 

best  in  programming,  hold  a  unique  place  in  the 

hearts  of  listeners  of  all  ages  .  .  .  and  especially 
those  who  hold  the  purse  strings. 

Over  70  varied  programs  of  the  best  in 

radio  reach  more  people,  24  hours  a  day,  over 

KRLD  than  by  any  other  Texas  radio  station 
(N.C.S.  No.  2).  Remember,  too,  that  KRLD 

is  the  only  full-time  50,000  watt  station  oper- 

ating in  the  Dallas-Fort  Worth  area.  More 
coverage  .  .  .  higher  ratings  ...  a  wide  variety 

of  programming  will  get  you  more  for  your 
advertising  dollar  on  KRLD  Radio  1080  Dallas. 

KRLD  is  the  radio  station  of  The  Dallas  Times  Herald, 
owners  and  operators  of  KRLD-TV,  telecasting  with  max- 

imum power  from  the  top  of  Texas'  tallest  tower.  The 
Branham  Company,  exclusive  representatives.  Herald 
Square,  Dallas  2. 

John  W.  Runyon 
Chairman  of  the  Board 

Clyde  W.  Rembert 
President 

KRLD  radio  1080 

CBS  RADIO  NETWORK 

FOR   DALLAS  and   FORT  WORTH 

50,000  WATTS  COMPLETELY  SATURATE    THE  GREAT  SOUTHWEST  MARKET 

Page  4    •   September  22,  1958  Broadcasting 



closed  circuit 

RATE  RISE  STAYED  •  Look  for  FCC 
this  week  to  suspend  interim  increase  in 
teleprinter  rates  proposed  by  AT&T  and 
Western  Union  effective  Oct.  1.  FCC,  at 

special  meeting  last  Friday,  considered 
volume  of  vigorous  protests  filed  by  press 

associations,  American  Newspaper  Pub- 
lishers Assn.,  NAB  (in  behalf  of  station 

subscribers  to  news  services),  stock  brokers 
and  other  users.  FCC  will  take  up  matter 

again  this  week,  with  suspension  likely  as 
prelude  to  hearing  on  proposed  permanent 
rate  increases. 

• 

Private  line  (teleprinter)  rates  would  have 
been  increased  average  of  about  25%  but 
up  to  70%  in  some  services  under  interim 
tariffs  originally  proposed.  AT&T,  it  is 
learned,  offered  compromise  schedule 
which  would  have  increased  its  rate  by 

approximately  $11  million  a  year  (around 

6%)  rather  than  $16  million  (7% -plus) 
originally  sought.  Western  Union  has  not 

filed  new  proposal.  At  weekend  strong  pro- 
tests still  were  reaching  FCC. 

• 

SEAT  WARMERS?  •  Insiders  are  terming 

last  week's  election  of  officers  and  direc- 
tors of  National  Theatres,  which  put  John 

Bertero  into  president's  chair  and  moved 
president  Elmer  Rhoden  into  post  of  board 

chairman  (see  story,  page  78)  as  tem- 
porary measure.  When  NTI  has  com- 

pleted its  deal  to  acquire  NTA,  assuming 
its  approval  by  NTA  stockholders,  NTA 
board  chairman  Ely  A.  Laudau  and  NTA 
president  Oliver  A.  Unger  are  expected  to 
assume  important  positions  in  NTI  top 
management,  story  goes. 

• 

Expected  in  current  upgrading  of  top 
executives  at  Kenyon  &  Eckhardt  (see 
story,  page  35)  is  promotion  of  John  W. 

Murphy,  in  charge  of  radio-tv  production 
in  New  York,  who  appears  slated  for  vice 

presidency.  Alfred  Tennyson,  who  head- 
quarters on  West  Coast,  is  vice  president 

and  commercial  production  director  for 
K&E. 

• 

SPECTRUM  STUDY  •  While  White 
House  has  maintained  strict  silence  on 

plan  for  five-man  Presidential  commission 
to  undertake  overall  spectrum  analysis, 

speculation  has  centered  around  appoint- 
ment of  Dr.  Irvin  (Ike)  Stewart,  one-time 

member  of  FCC  (1934-1937)  and  re- 
cently retired  president  of  U.  of  West 

Virginia  (1957),  as  its  head.  Dr.  Stewart 

(Democrat)  headed  somewhat  similar  com- 

mission (President's  Communications  Pol- 
icy Board)  appointed  by  President  Tru- 

man in  1950,  which  submitted  drastic 
report  that  was  never  implemented  into 
law. 

• 

There's  speculation,  too,  about  other 
members  of  five-man  agency,  which,  if  ap- 

pointed, would  be  given  six-month  tenure 

to  complete  spectrum  study.  This  would  be 
undertaken  in  lieu  of  commission  which 

would  have  been  set  up  under  Potter  Reso- 
lution but  died  at  last  session  after  it  had 

been  drastically  amended  to  shift  burden 
to  private  rather  than  military  users.  Other 

names  talked  up:  Lt.  Gen.  James  D.  O'Con- 
nell,  Chief  Signal  Officer  of  Army;  Rear 
A  dm.  Frank  Virden,  Director  of  Naval 
Communications,  and  either  former  FCC 

Comr.  George  E.  Sterling  or  E.  M.  Web- 
ster, both  engineers  and  allocation  experts. 

• 

UNWELCOME  BILL  •  One  of  the  hotter 

topics  at  opening  NAB  Fall  Conference 

in  Biloxi,  Miss.,  wasn't  on  agenda.  Topic 
— NBC-TV's  proposal  to  charge  affiliates 
part  of  cost  of  VTR  delayed  networking 
during  daylight  time  months.  Stations 

complained  there  shouldn't  be  any  fee 
because  southeastern  quadrant  of  U.  S.  is 

solidly  standard  time.  They  charged  net- 
work is  making  them  underwrite  costs  in- 

volved in  scheduling  programs  to  suit  net- 

work's owned  and  operated  stations.  NBC- 
TV  stations  also  claimed  network  is  over- 
greedy  in  its  own  use  of  station  break 
time,  leaving  less  time  for  station  use  than 
CBS-TV  affiliates  are  allowed. 

• 

It's  meeting  season  for  ABC-TV  affili- 
ates too.  In  addition  to  CBS  Radio  and 

NBC  Radio  and  Tv  affiliates  sessions  in 

New  York  next  month,  ABC-TV's  pri- 
mary affiliates  are  now  scheduled  to  con- 

vene in  New  York  Nov.  19  for  meetings 
with  network  brass.  Agenda  understood 
to  be  primarily  study  of  fall  programming 
and  results  to  that  date.  CBS  stations  meet 

Oct.  29-30,  NBC  Oct.  22-24. 
• 

NEWS  PRIZE  •  It's  better  than  good 
guess  that  top  candidate  for  Radio  Tele- 

vision News  Directors  Assn.'s  1958  Paul 
White  award  for  distinguished  contribu- 

tions to  electronic  journalism  will  be 

Robert  D.  Swezey,  WDSU-AM-TV  New 
Orleans  and  chairman  of  NAB  Freedom 
of  Information  Committee.  While  White 

award  committee  members  aren't  talking 
officially,  its  consensus  that  Mr.  Swezey 

will  be  honored  for  fight  to  remove  bar- 
riers of  Canon  35  restricting  radio-tv  ac- 

cess to  courtroom.  Hugh  B.  Terry,  KLZ- 
AM-TV  Denver,  won  award  for  similar 
service  before  Colorado  Supreme  Court  in 

1956.  Dr.  Frank  Stanton,  CBS  Inc.  presi- 
dent, was  recipient  last  year.  Winner  this 

year  will  be  announced  at  closing  banquet 
of  RTNDA  convention  in  Chicago  Oct. 
15-18. 

• 

There's  strong  sentiment  in  RTNDA  cir- 

cles for  creation  of  radio-tv  newsmen's  hall 
of  fame.  Structure  and  mechanics  would 

follow  baseball's  Hall  of  Fame  at  Coopers- 
town,  N.Y.,  with  annual  balloting  for  nom- 

inations. It's  suggested  that  sportscasters 

also  be  included  (like  Graham  McNamee, Ted  H using). 

• 

VINTAGE  YEAR  •  Tv  film  people  are 
getting  more  conscious  of  passing  years 

and  continual  run  of  "old"  movies  on 
stations.  Associated  Artists  Productions 
can  be  expected  soon  to  play  up  its 
Warner  Bros,  feature  library  (more  than 

700  features)  as  "pre- 1950"  rather  than 
"pre- 1948."  AAP  points  out  it  now  offers 
more  than  40  Warner  Bros,  pictures  re- 

leased in  years  1948,  1949  and  1950  and 

since  AAP's  1956  purchase  appropriate 
payments  have  been  made  to  settle  clear- ances outstanding. 

• 

Communications  lawyers  wrangled 

through  three  long,  separate  meetings  be- 
fore wording  of  Federal  Communications 

Bar  Assn.  comment  in  "strike"  applications 
rules  proposal  was  finally  cemented  (see 

story  page  72).  Many  lawyers  felt,  it's  un- 
derstood, that  private  settlement — urged  in 

canons — is  perfectly  legal  and  ethical  way 
to  compromise  differences,  and  that  FCC 

proposal  tars  good  with  bad. 
• 

REUNION  IN  GENEVA  •  Commodore 
E.  M.  Webster,  U.  S.  Coast  Guard  (Ret.) 

and  former  member  of  FCC  (1947-1956), 

is  attending  International  Telecommunica- 
tions Conference,  American  delegation 

for  which  is  headed  by  FCC  Chairman 
John  C.  Doerfer.  Commodore  Webster, 

expert  in  international  telecommunications, 
was  assigned  to  conference  by  Western 
Union,  for  whom  he  acts  as  consultant, 

and  acted  in  advisory  capacity  in  prelim- 
inary sessions  of  American  delegation, 

which  sailed  Sept.  12  on  USS  America. 
• 

Senate  Commerce  Committee  communi- 
cations expert  Nick  Zapple  currently  is  on 

a  trip  to  West  Coast  where  he  will  confer 

with  Chairman  Warren  Magnuson  (D- 
Wash.)  and  special  counsel  Kenneth  Cox, 

both  of  whom  live  in  Seattle.  Subject:  up- 
coming committee  report  on  tv  allocations 

and  community  antenna  problem.  Report, 

originally  planned  for  summer  release,  now 
is  targeted  for  late  fall.  Mr.  Zapple  also 
plans  to  attend  NAB  regional  conference 
Thursday  and  Friday  in  Sun  Valley,  Idaho. 

• 

SECOND  CHAPTER  •  Robert  McMa- 

hon,  House  Legislative  Oversight's  "com- 
munications expert,"  this  week  will  de- 

liver second  report  on  matters  he  says 
need  correcting  at  FCC.  Latest  will  deal 

with  FCC's  authority  to  crack  down  on 
broadcasters  who  violate  its  regulations 

(i.  e.,  forcing  station  off  air  at  expense  of 
public).  Last  spring,  Mr.  McMahon  hit 

Commission  "pro  forma"  sale  approvals, 
"dissipating"  grounds  for  original  grant 

and  stimulating  "trafficking"  in  licenses 
[Lead  Story,  May  19]. 
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10  Years  Toledo's  Only  Station 

SPeeDy  is  celebrating  its  tenth  year  as  Toledo's  only 
television  station,  reaching  477,800  homes  in  24  counties 

of  Ohio,  Indiana  and  Michigan— a  billion  dollar  market! 

WSPD-TV  sells  to  almost  two  million  people  .  .  .  News, 

entertainment  and  public  interest  programming  have  been 

consistently  backed  up  by  hard-selling  merchandising  and 

local  promotion  for  SPeeDy's  advertisers.  This  policy  will 
continue  in  even  greater  measure  during  the  next  ten  years. 

With  Toledo's  accelerated  importance  as  a  key  port  to 
the  sea  upon  the  completion  of  the  St.  Lawrence  seaway, 

SPeeDy's  unchallenged  dominance  is  a  "blue  chip"  buy! 

Represented  nationally  by  the  Katz  Agency 

***** 
WSPD-TV 

Toledo WJW-TV 
Cleveland WJBK-TV 

Detroit 
WAGA-TV 

Atlanta 



THE  WEEK  IN  BRIEF 

Money  Moving  in  Tv  Film — Independent  Television  Corp. 
buys  TPA  for  $11.35  million,  springs  into  full-blown  tv  film 

distribution  competitor.  It's  the  latest  of  several  portents  of 
major  film  control  shifts.  Page  31. 

Presidential  Commission  to  Study  Spectrum  Expected — 
Action  seen  within  fortnight  following  cabinet  study  of  prob- 

lems. EIA  board  again  urges  full-scale  investigation,  but  sug- 
gests no  course.  Page  66. 

Small  Wheels  in  Radio-Tv — They  suddenly  begin  to  roll 
as  small-budgeted  foreign  car  manufacturers  taste  once- 
forbidden  fruits  of  air  media.  Renault  is  in  a  CBS-TV  series; 
Jaguar  is  taking  a  short  ride  on  CBS  Radio;  Simca,  bolstered 
by  Chrysler  coin,  will  up  its  budget;  Volkswagen  funds  headed 
for  spot.  Page  32. 

Most  Preferred  in  Spot  Radio — It's  the  one-minute  radio 
commercial.  Study  released  by  Radio  Advertising  Bureau 
shows  that  more  than  82%  of  spot  radio  commercials  on  air 

are  one-minute  in  length.  Page  33. 

Wholesale  Changes  at  K&E — Miller  resigns,  six  other  ex- 
ecutive promotions  announced.  Page  35. 

Big  Buy  From  the  West — Contadina  foods,  through  Cun- 
ningham &  Walsh,  will  launch  extensive  spot  radio  campaign 

in  areas  covering  27  major  cities.  Page  36. 

ABC-TV's  Preview — President  Treyz  says  network  invests 
more  than  $40  million  in  brand  new  programming  to  add  to 

the  new  season's  schedule,  reveals  publicly  "Operation  Day- 
break" to  start  Oct.  13.  Page  43. 

Miami  Ch.  TO  Case  Gets  Hot — Baker-Porter  in  exchange. 
Baker  calls  Sen.  Smather  "liar".  Whiteside  scheduled  this week.  Page  68. 

Not  True,  Says  WAKR — Akron  station  denies  it  is  using 
affiliated  Akron  Beacon  Journal  to  promote  WAKR,  hurls 

counter-charges  at  rivals.  WHKK  becomes  third  Akron  out- 
let to  charge  WAKR  with  falsifying  listener  data.  Page  69. 

Remand  Rattles  FCC  Policy — Appeals  Court  remands  Biloxi 
ch.  13  grant,  finds  FCC  erred  in  deciding  on  financial  quali- 

fications of  applicants  before  hearing.  Page  70. 

Atomic  Physics  on  TV — NBC-TV,  in  cooperation  with  vari- 
ous foundations,  educational  groups  and  industry,  will  begin 

daily  program  on  basic  and  nuclear  physics  to  improve  sci- 
ence education  in  high  schools.  Page  76. 

Blamed  for  Strike — Local  1212,  IBEW  labor  troubles  con- 
tinue as  rank-and-file  committee  report,  approved  by  mem- 

bership, blames  administrative  staff  for  CBS  strike  and  "de- 
teriorating relationship"  with  IBEW  headquarters  and  other 

broadcast  unions.  Page  82. 

'Depression-Proof  Plan — Acquiring  MBS  is  part  of  A.  L. 
Guterma's  blueprint  for  expansion  in  entertainment,  a  product 
people  will  always  want.  Other  goods  in  the  optimistic  indus- 

trialist's portfolio:  automotive  parts,  phonographs,  lace,  car- 
pets, electronic  components,  film.  Page  46. 

Cowan  on  Tv  Programs,  Costs,  Critics. — CBS-TV  network 

president  says  tv's  future  growth  will  be  in  better  programs, 

not  more  homes;  that  advertisers  must  get  their  money's  worth; 
that  criticism  should  be  responsible  not  loose.  Page  43.  On 

quiz  "scandal":  There's  no  room  for  dishonest  or  unfair  pro- 
grams. Page  48. 

Probe's  Effect  on  Quizzes. — Trendex  says  special  study  finds 

few  people  are  "disappointed  and  now  suspicious,"  biggest 

number  "like  quiz  shows  and  will  continue  to  watch  them." 
NBC-TV  examines  reaction  to  its  own  programs,  find  no  ad- 

verse effect.  Page  48. 

Laggards  in  the  West — NBC-TV's  Durgin  says  western  firms 
are  not  using  national  tv  as  much  as  they  should,  but  blames 

"poor  communications"  by  agencies  and  networks.  Page  50. 

NAB  Kicks  Off  in  Biloxi — Fall  conference  series  gets  under- 

way with  delegates  being  reminded  that  legislative  troubles 

still  loom  ahead.  Report  made  on  margins  of  profit  at  radio 

independents,  network  affiliates.  Fitzgerald  executive  tells  how 

agency  is  overhauling  its  timebuying  methods.  NAB  readies 

promotional  and  instruction  films.  Page  54. 

Next  for  NAB'ers — Fall  conference  series  moves  to  Okla- 
homa City  today,  Sun  Valley  Thursday.  Page  60. 

Oversight  to  Re-open  FCC  Study — Hearings  on  grant  of 

ch.  4  Pittsburgh  begin  tomorrow  (Tuesday)  to  be  followed 

by  a  look  at  Commission  decisions  remanded  by  courts. 
Page  64. 

Station  Images — Blair  radio  representation  firm  releases  new 
qualitative  research.  Says  to  get  and  hold  large  shares  of  audi- 

ence stations  must  appeal  to  all  ages,  all  classes.  Page  84. 

Another  Political  Libel  Rhubarb — North  Dakota  Farmers 
Union  files  $2.4  million  libel  suit  against  KFGO  Fargo  for 

alleged  libelous  statements  made  on  station  by  political  candi- 
date. Justice  and  FCC  ask  Supreme  Court  to  review  similar 

suit  against  WDAY-TV  Fargo.  Page  84. 

Calculating  the  Tv  Risk — Picking  a  net- 
work tv  show  no  longer  has  to  be  a  crystal- 

ball  affair,  says  Richard  Lockman,  vice 
president  and  general  manager  of  Emil 
Mogul  Co.,  New  York.  Videotape  tryouts 
could  make  the  choice  of  a  live  show  as  sure 
for  an  advertiser  as  his  decision  on  a  new 

product  after  limited-market  trials,  Mr. 
Lockman  suggests  in  Monday  Memo.  Page 
109. 
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POSTCARDS . . 

wq  got 

postcards 

from  listeners 

fo  Rggional 

XRMG  Tulsa 

all  wq  said  was  "drop  us  a  card" 

and  we  got  87,312  postcards  ! 

AC&MG-  SO,000  WATTS 
TC/LSA.  OKLAHOMA 
OS  CO  A/TOUR  740/C.C. 

KANS. 

TULSA^V 

OKLAHOMA 

TVtO 

ARK- 

During  our  one  week  "Big  Surprise" 

promotion  July  1  through  July  7, 

these  KRMG  personalities  offered  table 

model  radios  to  lucky  listeners.  Despite 

the  modest  prizes,  they  received  87,- 

312  postcards  .  .  .  proof  of  Regional 

KRMG's  big  coverage,  audience  re- 

sponsiveness and  superior  salesman- 

ship. These  personalities  can  generate 

sales  for  you,  too.  Frank  Lane,  General 

Manager,  or  your  nearest  John  Blair 

Representative  can  tell  you  how. 

KANSAS  CITY 

SYRACUSE 

PHOENIX 

OMAHA 

TULSA 

KCMO 

WHEN 

KPHO 

WOW 

KRAAG 

KCAAO-TV 

WHEN-TV 

KPHO-TV 

WOW-TV 

The   Katz  Agency 

The    Katz  Agency 

The    Katz  Agency 

John  Blair  &  Co.  -  Blair-TV 
John    Blair  &  Co. 

Meredith  Stations  Are  Affiliated  With  BETTER  HOMES  and  GARDENS  and  SUCCESSFUL  FARMING  Magazines 
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at  deadline 

Commission-Fee  System 
Here  to  Stay,  Says  Harper 

Defense  of  commission-plus-fees  system 
of  agency  compensation  was  entered  by 

Marion  Harper  Jr.,  president  of  McCann- 
Erickson,  in  speech  Friday  (Sept.  19)  at 
marketing  conference  of  National  Industrial 
Conference  Board  in  New  York. 

He  appeared  with  Paul  B.  West,  president 
of  Assn.  of  National  Advertisers,  who  urged 

case-by-case  re-evaluation  of  commission- 
fees  system. 

"For  the  present,  and  overall,"  Mr. 
Harper  said,  "I  am  confident  that  individual 
negotiations  [between  agency  and  client] 
can  provide  both  incentive  and  adequate 
compensation  to  the  agency  and  value  to 
the  client — within  the  commission  and  fee 

system." 
Mr.  Harper  said  present  system  '"appears 

to  have  a  number  of  advantages  that  are  ap- 

propriate to  the  advertiser-agency-medium 
relationship  and  to  the  services  rendered  by 

the  agency."  Among  factors  he  cited:  Agen- 
cies share  responsibility  with  advertisers  in 

end-result  of  marketing  program;  most 

agency  services  are  on  continuing  rather 

than  per-job  basis;  ideas,  "the  primary  prod- 
uct of  agencies,  are  virtually  impossible  to 

price;"  agencies  are  providing  increasing 
number  of  services  for  which  no  single 

price  yardstick  applies. 

While  not  expecting  "revolution"  in  com- 

mission system  "for  some  years,"  he  thought 
that  "in  the  foreseeable  future — if  and  when 

agencies  make  contributions  that  demon- 

stratably  and  importantly  help  build  a  com- 

pany's growth — they  may  be  compensated 
in  the  same  way  that  major  contributions 
of  executives  are  compensated.  In  given 

situations,  smaller  advertisers  may  conceiv- 
ably provide  the  incentive  of  stock  options 

or  some  similar  device."  When  that  day 
comes,  he  thought,  agencies  may  not  be 

competing  for  clients  so  much  as  clients 
will  be  striving  to  retain  their  productive 

agencies. 

FCC  Refuses  to  Extend 

Daytimers'  On-Air  Hours 
FCC  Friday  issued  order  denying  Day- 

time Broadcasters  Assn.  petition  for  ex- 
tended hours  of  operation  for  daytime  am 

stations  (from  5  a.m.  or  local  sunrise,  which- 
ever is  earlier,  to  7  p.m.  or  local  sunset, 

whichever  is  later). 

FCC  said  population  which  would  gain 
service  by  extended  daytimer  hours  is 

"vastly  exceeded"  by  that  which  would  lose 
service  of  existing  stations  through  added 

interference  to  all  but  few  of  107  frequen- 
cies if  proposal  were  approved.  Operation 

by  daytimers  during  non-daytime  hours 
would  serve  only  fraction  of  their  daytime 

areas  and  populations,  "sharply  limiting" 
gains  in  service,  FCC  said. 

Additional  interference  created  would 
limit  service  of  clear  channel,  unlimited 

time  Class  II  and  III  stations  so  they  in 

many  instances  would  not  serve  all  com- 
munities to  which  they  are  assigned,  order 

said,  adding:  "While  a  first  nighttime  pri- 
mary service  would  be  afforded  to  some 

population  during  these  hours,  and  a  first 
local  service  would  be  afforded  to  more 

than  900  communities  in  the  nation,  ex- 

tensive 'white  areas,'  in  which  the  popu- 
lation would  lose  all  nighttime  primary 

service,  would  be  created."  All  secondary 
service  on  virtually  all  clear  channels  would 

be  destroyed,  FCC  said,  and  service  to  rural 
areas  would  be  lost  because  of  destruction 

of  secondary  service  (only  service  received 
by  some  20  million  persons  in  about  half 

area  of  U.S.)  and  "vast  impairment"  of 
primary  service  during  hours  involved. 

Severe  interference  to  foreign  stations 

would  occur,  inconsistent  with  "interna- 
tional understanding,"  FCC  added.  Over- 

all degradation  of  service  would  necessarily 
create  greater  needs  in  emergencies  than 

those  proposals  would  fulfill,  FCC  con- 
tinued. 

Answering  argument  local  service  gained 
would  be  of  value  to  local  population  while 
lost  service  from  distant  stations  would  be 

of  little  consequence  to  those  who  would 

lose  it,  FCC  said  "record  shows"  that 
service  lost  would  not  be  "solely  or  prin- 

cipally" that  of  distant  stations  but  also 
would  occur  close  to  communities  where 
such  stations  are  located.  Besides,  record 

shows  many  full-time  stations,  both  clear 

and  regional,  program  for  outlying  com- 
munities which  would  lose  service,  FCC 

said. 

Order  was  issued  by  six-member  Com- 
mission (Comr.  Rosel  Hyde  acting  as  chair- 

man in  absence  of  John  C.  Doerfer).  Comr. 
John  S.  Cross  issued  concurring  statements 

sympathizing  with  daytimers  and  adding, 

"I  reach  this  conclusion  with  regret." 

BUSINESS  BRIEFLY 

Late-breaking  items  about  broadcast 

business;  for  earlier  news,  see  Adver- 
tisers &  Agencies,  page  32. 

FORD  FOR  FALL  •  Ford  Div.  of  Ford 

Motor  Corp.,  Dearborn,  Mich.,  has  com- 
pleted its  plan  for  broadcast  support  to  in- 

troduction of  1959  models  during  second 
week  of  October.  Ford,  through  J.  Walter 

Thompson,  New  York,  currently  is  pur- 
chasing substantial  spot  radio  campaign  for 

its  passenger  car  that  will  break  in  major 
markets  during  that  week.  Surprise  part  of 

Ford  buying:  one-shots  signed  in  programs 
on  all  three  tv  networks  on  behalf  of  com- 

plete line  of  trucks,  for  which  Ford  also 
is  buying  some  spot  radio.  Network  shows 
(for  introduction  period):  participation  in 

ABC-TV's  Sugarfoot  and  Cheyenne  on  Oct. 

14  and  Oct.  21  respectively;  NBC-TV's 
Dragnet  Oct.  28,  and  on  CBS-TV  the  fol- 

lowing, one-third  of  Perry  Mason  Oct.  25 
and  one-half  of  Playhouse  90  Oct.  16  and 

three  Douglas  Edwards  With  the  News  pro- 

grams, Oct.  15,  17,  and  21.  Ford's  regular network  schedule  includes  full  sponsorship 
on  alternate  weeks  of  Wagon  Train  and  all 

of  weekly  half-hour  Ford  Show  (Tennessee 
Ernie  Ford),  both  NBC-TV,  and  weekend 
segments  of  Ford  Roadshow  on  CBS  Radio. 

SILVER  LINING  •  Sterling  Silversmiths 

Guild  of  America,  N.  Y.,  which  last  quar- 
ter used  only  one  network  (NBC  Radio), 

reportedly  is  seeking  maximum  audience 

impact  by  buying  both  NBC  Radio  and 
CBS  Radio — segments  in  three  programs 
on  each  network  slotted  opposite  each 

other.  Campaign  on  both  networks  kicks 

off  end  of  October  for  eight  weeks.  Sup- 
plementing this  strategy,  Fuller  &  Smith 

&  Ross,  guild's  agency,  is  adding  10-week 
radio  spot  campaign  in  22  markets  starting 
Oct.  6.  Purpose:  To  promote  gift-giving  of 

sterling  silver  at  Christmas  and  other  oc- 
casions. 

PENETRATION  •  Lever  Bros.'  new  Handy 
Andy  liquid  all-purpose  household  detergent 
is  close  to  achieving  penetration  south  and 
west  of  Rockies.  Buying  out  of  Kenyon  & 
Eckhardt,  N.  Y.,  continues  without  letup 

(see  story,  page  35)  for  markets  in  Arizona, 
Oregon,  Washington.  Tv  spot  is  basic 
medium. 

BACK  AGAIN  •  Monarch  Wine  Co.  (Man- 
ischewitz),  Brooklyn,  N.  Y.,  coming  back 

to  spot  tv  after  summer  hiatus  with  special 
drive  for  Manischewitz  fruit  wines.  Re- 

using theme  "everybody's  wine  .  .  .  because 
it  tastes  so  good,"  Monarch  agency,  Law- 

rence C.  Gumbinner  Adv.,  N.  Y.,  now  seeks 

to  lock  up  about  60  markets  scattered  in 
Far  West,  Midwest,  East  and  South  for 

pre-Christmas  drive,  beginning  middle  of 

HOT  TIP 

To  other  uses  of  videotape  add  an- 
other: Sort  of  electronic  tout.  Yonk- 

ers  (N.Y.)  Raceway  is  using  it  in- 
stead of  film  this  year  to  record  run- 

ing  of  races  and  officials  say  it's  so 
speedy  that  judges  can  review  tape 

(for  fouls,  etc.)  by  time  photo-finish 
still  picture  is  delivered.  They  say  also 
that  VTR  is  adding  whoppingly  to 
track  take  (some  estimates  have  ranged 

as  high  as  $30,000  extra  per  night, 
but  track  officials  would  confirm  no 

exact  figure).  Tape's  role  in  increasing 
betting  apparently  stems  from  fact 
race  results  can  be  posted  faster,  thus 
giving  more  time  for  betting  on  next 
race — which  horseplayers  are  reluctant 

to  do  till  they've  seen  results  of  last one. 
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PEOPLE 

at  deadline 

Harris  Wants  One  Agency 

To  Control  Full  Spectrum 

Kcp.  Oren  Harris  (D-Ark.)  said  last  week 
that  he  planned  to  re-introduce  legislation 
in  next  session  of  Congress  calling  lor  study 
of  utilization  of  radio  spectrum  (see  story, 

page  66).  Speaking  last  week  before  Arkan- 
sas Telephone  Assn.,  House  Commerce 

Committee  chairman  also  called  for  estab- 
lishment of  single  agency  to  control  both 

military  and  civilian  use  of  spectrum. 

"'I  regret  the  action  of  the  [broadcast]  in- 
dustry in  suddenly  opposing  the  study  and 

investigation  .  .  ."  of  spectrum,  Rep.  Harris 
said.  Such  a  proposal  passed  Senate  in  85th 

Congress  but  was  killed  in  House  after  Com- 
merce Committee  had  accepted  White 

House  amendments  [Government,  Aug. 
11]. 

Rep.  Harris  said  he  had  "complete  sym- 
pathy" for  broadcasters'  fears  that  military 

is  after  additional  spectrum  space.  How- 
ever, he  expressed  hope  that  establishment 

of  single  agency  to  control  all  of  spectrum 
would  make  more  frequencies  available  for 

civilian  use.  Rep.  Harris  stated:  "As  de- 
mand for  spectrum  space  grows,  the  need 

for  unified  control  over  this  valuable  re- 
source for  civilian  and  military  purposes  has 

become  more  and  more  apparent." 

Guild,  Roach  Sign  VTR  Pact 

One-million  dollar  exclusive  long-term 
pact  between  Guild  Films  and  Hal  Roach 
Studios  was  announced  over  weekend.  Un- 

der agreement.  Roach  lot  will  be  equipped 
with  orthicon  camera  chains  and  video- 

tape equipment  to  make  it  in  effect  "com- 
plete tv  station  without  a  transmitter,"  an- 

nouncement by  Hal  Roach  Jr.,  president, 
Hal  Roach  Studios,  and  John  J.  Cole,  Guild 

president,  said. 
Guild  has  already  obtained  two  Ampex 

machines,  one  installed  at  KCOP  (TV) 
Los  Angeles,  other  in  New  York,  and  is 
negotiating  with  Ampex  for  undisclosed 

number  of  videotaping  units.  "Four  ma- 
chines are  in  standby  position,  available  to 

us  Nov.  1,"  Mr.  Cole  said.  He  estimated 
that  remodeling  to  equip  Roach  for  video- 

taping as  well  as  motion  picture  production 
would  take  about  three  months. 

'PravdV  Accuses  NBC 

NBC  Friday  declined  comment  on  Prav- 

da  blast  at  network  for  "maliciously"  vi- 
olating agreement  with  Soviet  that  called 

for  recorded  tv  interviews  with  several 
USSR  leaders  to  be  seen  in  Youth  Wants 

to  Know.  Soviets  claimed  delay  in  show- 
ing interview  with  First  Deputy  Premier 

Anastas  Mikoyan  and  of  coupling  film 

show  with  live  "anti-Soviet  fabrications." 
NBC-TV  explained  fortnight  ago  it  delayed 
showing  films  because  it  wanted  to  reach 
greater  audience  by  moving  Youth  Wants 
to  Know  to  later  time  period. 
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Why  National  Airlines  Counsel 

Tried  to  Hire  Mack's  Friend 
Purpose  for  which  Paul  R.  Scott,  general 

counsel  of  National  Airlines,  attempted  to 
hire  Miami  attorney  Thurman  A.  Whiteside 

was  probed  at  Friday's  session  of  Miami  ch. 
10  rehearing  (see  earlier  story,  page  68). 

Mr.  Scott  maintained  all  he  wanted  was 

to  have  Mr.  Whiteside's  name  entered  as 
counsel  so  Comr.  Richard  A.  Mack  would 

be  impressed  with  respectability  of  National 
Airlines  principals.  This,  Mr.  Scott  averred, 
was  like  having  noted  constitutional  lawyers 
John  W.  Davis  or  George  Wharton  Pepper 
appear  as  of  counsel  in  U.  S.  Supreme 
Court  brief.  Mr.  Whiteside  and  Mr.  Mack 

were  close  friends.  Mr.  Whiteside  is  sched- 
uled to  testify  today  and  tomorrow. 

Mr.  Scott  stated  he  did  not  attempt  to 
hire  Mr.  Whiteside  to  have  him  talk  to  Mr. 

Mack  about  case.  There  has  been  testimony 
that  Mr.  Whiteside  did  talk  to  Mr.  Mack 
about  Miami  ch.  10  case  while  final  decision 
was  pending. 

National  Airlines  general  counsel  related 

steps  taken  to  hire  Mr.  Whiteside  as  "de- 
fensive" move  to  counter  purported  "she- 

nanigans" by  other  parties.  He  said  he  had 
no  recollection  of  any  proposed  fee  when 
James  Brennan,  FCC  counsel,  asked  if 
$10,000  was  mentioned. 

Mr.  Whiteside  said  he  would  not  accept 
fee  or  become  counsel  of  record,  Mr.  Scott 
testified,  but  offered  to  help.  Mr.  Scott 
said  he  treated  offer  as  nothing  more  than 

"graceful  gesture." 
Mr.  Scott  testified  before  House  Legis- 

lative Oversight  Committee  that  at  another 
time.  Mr.  Whiteside  called  him  and  said 

there  was  so  much  pressure  on  Mr.  Mack  in 
ch.  10  case  that  he  (Whiteside)  would  have 
to  withdraw  his  offer  to  help. 

Affiliates  Like  ABC-TV  Plans 

"Pleased  and  shocked. — p  1  e  a  s  a  n  1 1  y 

shocked"  were  words  used  by  head  of  ABC- 
TV  Affiliates  Assn.  to  describe  reaction 

after  network  officials  presented  fall  and 

future  program  and  other  plans  to  associ- 

ation's board  in  semi-annual  meeting  Fri- 
day in  San  Francisco. 

Chairman  Joe  C.  Drilling,  KJEO-TV 

Fresno,  said  board  members  were  "enthu- 
siastic" about  ABC-TV's  plans  and,  with 

network  getting  into  daytime  on  substantial 

basis,  no  longer  considered  themselves  affil- 

iated with  "half  a  network." 
He  said  that  plans  to  become  competitive 

in  sports  coverage  also  were  well  received. 
Friday  afternoon  session  of  board  was  to 

be  devoted  to  affiliates'  "problems"  with 
ABC-TV  but  Mr.  Drilling  said  no  "basic" 
ones  were  left  after  morning  presentation, 

when  handling  of  what  had  been  consid- 
ered problems — such  as  product  protection 

— was  explained  by  network  officials. 

JAMES  T.  BUTLER  and  WILLIAM  C. 

GOODNOW  appointed  respective  managers 
of  WISN  and  W1SN-TV  Milwaukee  effec- 

tive today  (Sept.  22).  They  replace  JOHN 

B.  SOELL,  who  resigned  as  general  man- 
ager of  both  stations.  Mr.  Butler  has  been 

assistant  manager  of  WISN-AM-TV  since 
March,  was  station  manager  of  WIRL  Pe- 

oria before  then.  Mr.  Goodnow  has  been 

sales  manager  of  WXIX  (TV)  Milwaukee. 

TRISTRAM  DUNN,  account  executive- 

vice  president,  N.  W.  Ayer  &  Son,  to  Comp- 
ton  Adv.,  as  vice  president-account  man- 

ager on  Sterling  Drug's  Glenbrook  Labs 
Div.  (Fizrin  and  Instantine). 

CHARLES  GODWIN,  newly  elected  sta- 
tion vice  president  of  Mutual,  will  represent 

that  network  on  NAB  board  of  directors. 

EDMUND  ANDERSON,  formerly  with 
Ketchum,  MacLeod  &  Grove,  and  JOHN 
J.  MACDONALD,  formerly  with  Sullivan, 

Stauffer,  Colwell  &  Bayles,  join  Dancer- 
Fitzgerald-Sample,  N.  Y.,  as  commercial 
producer  and  tv  art  director  respectively. 

C.  HERBERT  MASSE,  formerly  sales  man- 
ager of  WBZ-TV  Boston,  named  account 

executive  for  ABC  Films  Inc.  in  upper  New 
York  state  and  New  England. 

JACK  PRICE,  formerly  account  executive 
with  NBC  Spot  Sales,  named  to  sales  staff 
of  WNEW-TV  New  York. 

LEO  PILLOT,  previously  exploitation  di- 
rector of  Rank  Film  Distributors  of  Amer- 

ica, to  ABC-TV  to  handle  field  exploitation 

on  "Operation  Daybreak,"  network's  new 
daytime  programming  concept. 

BUSINESS  BRIEFLY  CONTINUED 

October.  Tv  push  will  be  supplemented  with 

campaign  on  Negro  radio  stations. 

COLD  WAVE  •  Chesebrough-Pond's  (Per- 
tussin), through  McCann-Erickson,  N.Y., 

has  bought  8-10  week  spot-tv  schedules  in 
50  markets,  beginning  Oct.  13.  Approxi- 

mately six  spots  per  week  will  be  used  in 
each  market. 

DOUBLE  SPOT  •  Warwick  &  Legler  Inc., 

whose  spot  activity  this  past  summer  quieted 

down  to  give  clients  hot-weather  respite,  is 

back  again  with  two  major  fourth-quarter 

campaigns:  Warner-Lambert  Pharmaceu- 
tical's Bromo-Seltzer  (Emerson  Labs.  Div., 

Baltimore)  this  week  kicks  off  75-market  tv 
spot  drive  to  last  through  end  of  year.  This 

is  to  be  followed  by  15-market  Ex-Lax 
(laxative)  tv  push  to  supplement  Brooklyn 

firm's  four  radio  network  spread. 

GOING  WEST  •  Olympia  Brewing  Co. 
through  Botsford,  Constantine  &  Gardner, 

Seattle,  will  sponsor  Glencannon,  half-hour 
film  series  starring  Thomas  Mitchell,  in 

over  40  western  markets  in  1959.  Gross- 
Krasne  is  distributing  series  now  being  pro- 

duced in  Europe,  with  20  programs  com- 
pleted of  39  to  be  included  in  first  package. 

Broadcasting 
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Programing  on  Bartell  Family  Radio  is  pointed  toward 

audience  participation  and  response.  That's  why  our 
continuous  succession  of  copyright  games  for  family 

fun  .  .  .  that's  why  our  never-ending  stream  of  response- 
producing  featurettes  .  .  .  and  the  thorough  local  news 

coverage  with  names  and  addresses. 

bartell  family  radio  puts  the  audience  into  a  "mental  focus" which  music  and  news  alone  cannot  do. 

And  with  mental  focus  comes  RECEPTIVITY  ...  "a  dis- 

position to  receive  suggestions"  says  Webster  ...  a 
state  of  mind  upon  which  an  advertising  message  is 
most  effective. 
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AMERICA'S  FIRST  RADIO  FAMILY  SERVING  15  MILLION  BUYERS 

Sold  Nationally  by  ADAM  YOUNG  INC. 
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America's  leading  advertisers 

are  going  to  share  in  the  tre- 

mendous impact  of  "Macken- 

zie's Raiders". 

Stories  of  hard -fighting,  hard 

riding  heroes  from  the  archives 

of  the  U.  S.  Cavalry  —  a  fiery 

chapter  in  American  History. 

All  the  dramatic  impact  of 

action,  adventure,  and  daring 

that  means  profitable  program- 

ming for  you. 
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How  to  fish  for  men 

with  the  help  of  Air  EXpress  and  Extra-Fast  Delivery. 

This  is  the  story  of  a  big  profit  that  didn't  get  away. 
Seems  that  when  a  run  of  fish  develops  anywhere  in  the 
country,  men  from  miles  around  rush  to  buy  rods,  reels, 

hooks,  everything.  The  fish  won't  wait,  and  fishermen 
can't.  So  an  alert  manufacturer  casts  his  net  in  these 
moneyed  waters,  and  lands  the  business  —  with  the  help 
of  Air  Express.  He  speeds  deliveries  to  stores,  even 
thousands  of  miles  away,  no  later  than  overnight. 

If  you,  too,  would  like  to  land  extra  sales  —  no  matter 
ivhat  you  sell  —  call  Air  EXpress,  the  name  with  the 

"X"  in  it.  For  Air  Express  is  the  only  complete  door- 
to-door  air  shipping  service  to  thousands  of  U.S.  cities 
and  towns.  It  multiplies  your  selling  opportunities  with 

10,212  daily  flights  on  America's  scheduled  airlines  — 
plus  fast  pick-up  with  13,500  trucks  (many  radio  con- 

trolled) —  plus  a  nationwide  private  wire  system.  Yet 
Air  EXpress  is  inexpensive;  a  15  lb.  shipment  from 
South  Bend,  Indiana  to  Grand  Junction,  Colorado  costs 

only  $8.03  with  Air  EXpress  —  $1.68  less  than  any  other 
complete  air  shipping  method.  Explore  all  the  facts. 
Call  Air  EXpress. 

GETS  THERE  FIRST  via  U.  S.  SCHEDULED  AIRLINES 

CALL  AIR  EXPRESS  <fPb  ...  division  of  RAILWAY  EXPRESS  AGENCY 
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IN  REVIEW 

BRAINS  AND  BRAWN 

A  new  quiz  show  is  quite  a  novelty  these 

scandalous  days.  And,  in  the  case  of  NBC- 

TV's  European  import  Brains  and  Brawn, 
it's  the  novelty  of  its  approach  to  the  busi- 

ness at  hand  that  lifts  it  above  the  run-of-the- 
mill  quizzer. 

Two  two-man  teams,  with  a  "brain"  and 

a  "brawn"  on  each,  compete  for  the  dangled 
loot,  which  has  a  top  limit  of  $30,000  (the 
losers  receiving  autos  for  their  time  and 

trouble).  The  opening  stanza  had  space-age 
expert  Willy  Ley  and  Vanguard  rocket 
chieftain  Kurt  Stehling  attempting  to  answer 
studio  questions  about  rockets,  trips  to 
planets,  and  astronomical  names  of  satellites, 
while  out  on  the  links,  golfers  Sam  Snead 
and  Tommy  Bolt  were  competing  with  their 
irons. 

The  "brains"  didn't  live  up  to  advance 
billing  on  opening  night  as  they  answered 
only  one  of  three  questions  asked.  The 

"brawns"  fared  better,  failing  in  only  one 
feat:  an  attempt  to  duplicate  a  difficult 

shot  made  three  decades  ago  by  golf  im- 
mortal Bobby  Jones.  To  golfers,  National 

Open  champion  Bolt's  three  iron  shots 
straight  down  a  215-yd.  fairway  to  within 
inches  of  the  hole  was  a  remarkable  feat. 

Even  non-golfers  straightened  up  and  took 
notice,  especially  since  Sammy  Snead  man- 

aged to  get  only  one  of  his  three  shots  on 
the  green. 

If  the  studio  portion  can  receive  an  in- 
jection of  visual  interest  to  match  that  of  the 

remote  segments,  Brains  and  Brawn  should 
prove  a  winner. 

Chain-smoking  mc's  Jack  Lescoulie  and 
Fred  Davis  handle  their  chores  in  a  com- 

petent manner,  though  the  viewing  audi- 
ence is  usually  a  step  ahead  of  Lescoulie  in 

determining  the  winning  "brawn." 

Production  costs:  Approximately  $32,000. 

Sponsored  by  Liggett  &  Myers  (L&M,  Oasis 

cigarettes),  through  McCann-Erickson  on 
NBC-TV  Saturday,  10:30-11  p.m.  EDT. 
Started  Sept.  13. 

Production:  He  de  France  International  Pro- 
ductions Inc.;  executive  producer:  Herb 

Moss;  consultant  to  producer:  Pierre 
Bellemare;  associate  producers:  Boris 

Frank,  Jerry  Landay,  Herb  Strauss;  di- 
rectors: Paul  Bogart,  Craig  Allen;  musical 

directors:  William  Kelley,  William  Patter- 
son; announcer:  Bill  Wendell. 

THE  PLYMOUTH  SHOW 

STARRING  LAWRENCE  WELK 

With  a  bit  of  cooperation  from  the  tele- 
vision viewer  (who  was  asked  to  tune  the 

radio  with  his  tv),  the  new  Lawrence  Welk 
program  on  Sept.  10  produced  a  musical 
treat:  a  definite  stereophonic  effect.  The 

program  was  said  to  be  the  first  tv-radio 
stereophonic  broadcast  on  a  coast-to-coast 
basis  (it  covered  five  cities).  The  result  was 
one  of  richness,  fullness  and  depth  of  sound. 
Even  with  the  radio  turned  off,  the  music 
seemed  richer  and  fuller. 

The  first  program  highlighted  Mr.  Welk's 
new  "Little  Band,"  composed  of  gifted  teen- 

age musicians.  They  were  uniformly  ex- 

Broadcasting 

cellent.  Outstanding  perhaps  were  Chris 
Piazza  on  the  chord  organ;  Sheryl  Swint  on 

the  piano  and  Cubby  O'Brien  on  the  drums. 
The  program  was  a  musical  delight,  cover- 

ing the  range  of  classical  selections,  standard 
melodies  and  Dixieland  jazz.  Mr.  Welk 
knows  how  to  strike  the  popular  chord. 

Production  Costs:  Approximately  $20,000. 

Sponsored  by  the  Plymouth  Div.,  Chrys- 
ler Corp.,  through  Grant  Adv.,  on  ABC- 

TV  and  on  ABC  Radio  (in  New  York, 

Chicago,  Detroit,  Los  Angeles  and  San 

Francisco),  Wednesday,  7:30-8:30  p.m. 
EDT.  Started  Sept.  10. 

Executive  producer:  Sam  Lutz;  producer: 
Edward  Sobol;  director:  James  Hobson. 

WANTED:  DEAD  OR  ALIVE 

If  a  new  western  series  starring  an  un- 
known named  John  Wayne  and  called 

Stagecoach  appeared,  there  would  be  more 

than  a  few  viewers  to  groan,  "Oh,  no, 

not  another  one!" 
Keeping  this  in  mind,  it  can  be  said  that 

CBS-TV's  newest  entry,  Wanted:  Dead  or 
Alive,  neither  fails  nor  exceeds  the  present 
western  norm.  It  has  a  lean  hero:  Steve 

McQueen,  who  is  of  the  John  Wayne  rather 
than  the  Maverick  school.  It  has  plenty  of 

action:  In  the  Sept.  13  episode,  there  were 
fights  between  men,  between  women  and 
a  gun  duel  ending  with  one  dead  villain.  It 
adheres  to  the  old-fashioned  rules:  The 

colonel's  daughter  kissed  the  hero  for  clear- 

ing her  father's  name,  but  he  didn't  kiss 
her  back. 

There  is  a  simplicity  and  tautness  about 
the  entire  production  which  may  draw 
conservative  fans  alarmed  by  the  subtle 
effeteness  of  the  adult  western.  At  the  end 

of  the  Sept.  13  show,  the  hero  mounted  his 
horse  and  rode-  off  down  the  dusty  trail  to 
round  up  them  fake  posters  (around  which 
the  plot  revolved).  As  Mr.  McQueen  put 

it:  "A  man's  gotta  make  a  livin'." 
It  may  be  presumed  that  he  will  be  mak- 

ing a  fair  living  as  a  tv  bounty  hunter  for 
the  next  39  weeks  anyway. 

Production  costs:  Approximately  $39,000 
weekly. 

Sponsored  by  Brown  &  Williamson  (Vice- 

roy) through  Ted  Bates  on  CBS-TV  Sat- 
urday, 8:30-9  p.m.  EDT.  Started  Sept.  6. 

Producer:  John  Robinson;  Directors:  Thom- 
as Carr  and  Donald  McDougall. 

STEVE  CANYON 

The  drumbeaters  for  Milton  Caniff's  Peg- 
asus Productions,  have  left  no  cliche  un- 

turned in  driving  home  "the  fact"  that  no 

newspaper  comic  strip  has  ever  "success- 
fully" been  translated  to  television. 

The  premiere  of  Steve  Canyon  ought  to 

reassure  aficionados  of  the  Sunday  supple- 

ment that  there's  a  mile-wide  difference 
between  the  two  Canyons.  So  much  to  the 
credit  of  newspapers.  Taken  for  what  it  is 

— the  makings  of  another  tv  trend,  this  time 
to  the  sky — Steve  Canyon  is  interesting  just 
so  long  as  it  remains  in  the  air.  With  its 
landing  flaps  down,  the  series  screeches  into 
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became  Dopey 

From  too  much  confusion 

Of  gimmicked-up  sound 

In  redundant  profusion! 

In  these  days  of  high  prices  and  low 

boiling  points,  a  lot  of  broadcasters 

are  relying  on  all  sorts  of  attention- 

getting  devices.  Unfortunately  most 

of  them  serve  only  to  distract  and 

confuse. 

KHJ  Radio,  Los  Angeles,  believes 

that  the  best  attention- getter  (and 

attention-holder )  is  solid,  mature  pro- 

gramming, designed  to  specifically 

meet  the  variety  of  tastes  that  make 

up  America's  2nd  Market. 

Nobody  ever  built  up  a  loyalty  to  a 

kazoo  or  a  glockenspiel,  but  for  36 

years  Los  Angeles  listeners  have  been 

loyal  to  KHJ's  foreground  sound 
and  to  the  personalities  on  our  air. 

Never  underestimate  the  variety  of 

tastes  in  the  Greater  Los  Angeles  area. 

Here  is  a  medium  programmed  to 

satisfy  them  all. 

KHJ 

RADIO 

LOS  ANGELES 
1313  North  Vine  Street 
Hollywood  28,  California 
Represented  nationally  by 
H-R  Representatives,  Inc. 
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famous  on  the  local  scene . . . 

yet  known  throughout  the  nation 

More  than  any  other  institution,  the  local  school 

establishes  the  integrity  of  its  community.  Because  of 

this  important  contribution,  it  is  recognized  ' 
throughout  the  land  as  a  symbol  of  the  principles 

of  an  enlightened  society  .  .  .  Storer  Broadcasting, 

too,  has  become  known  nationally  for  integrity. 

Individual  Storer  stations'  close  community 
alliance  and  loyalty  to  the  principles  of 

responsible  broadcasting  have  created  this 

s  corporate  image.  And sales  results  show 

that  a  Storer  Station 

is  a  Local  Station. 

WSPD 
Toledo 

Toledo 
WJW  w 
Cleveland 

V  WAGA-TV 
Atlanta  :■       .  . 

WWVA         WAGA  WGBS 
-'Wheeling       -     Atlanta  Miami 

National  Sales  Office,:  625  Madron  Ave.,  New  York  22,  PLaza  1-3940  •  230  N.  Michig
an  Ave..  Chicago  1,  FRanktin  2-6498 

nit  rtt  Hurt 
.rrit„,nt.-r- 
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IN   REVIEW  CONTINUED 

a  muddy  field  of  implausible  situations  and 
jarring  officer  dialogue  that  would  send 
straight-backed  Pentagonians  scurrying  for 
the  Uniform  Code  of  Military  Conduct. 

While  Lt.  Col.  Stevenson  B.  Canyon 

USAF  AO  041-044  is  made  of  more  believ- 

able stuff  than  some  of  his  comic-strip  prede- 
cessors, his  tv  counterpart  suffers  dreadfully 

from  what  apparently  is  a  lack  of  oxygen.  As 

portrayed  by  tight-lipped  Dean  Fredericks, 
this  hero  ought  to  feel  more  at  home  stand- 

ing next  to  Sgt.  Joe  Friday  at  Madame 

Tussaud's  Wax  Works  than  at  the  wheel  of 
a  KB-50  fueling  ship.  The  Pegasus  promo- 

ters point  out  no  little  time  nor  effort  has 
gone  into  securing  a  chap  who  looks  the 
part  of  Col.  Canyon.  No  doubt.  Now  all 
that  remains  is  to  find  a  chap  who  can  also 
act. 

The  series  opens  with  a  pompous,  Drag- 

net-like preamble  that  implies  you've  got 
to  like  this  show  or  face  the  Un-American 

Activities  Board.  This  is  followed  by  a  stir- 

ring "up  -  we  -  go  -  into  -  the  -  wild  -  blue  -  etc." 
theme  by  the  late  Walter  Schumann.  One 

senses  danger.  Somebody's  going  to  get 
killed.  Somebody  does. 

After  all  is  said  and  done  and  the  heroes 

fly  off  happily  ever  after,  flight  shock  sets  in. 

The  initial  reaction  is  one  of  keen  disappoint- 
ment. 

Production  costs:  Approximately  $48,000. 

Sponsored  by  Liggett  &  Myers  (Chesterfield) 

through  McCann-Erickson  on  NBC-TV, 
Saturday,  9-9:30  p.m.  EDT.  Started  Sept. 

13. 

Produced  by  Pegasus  Productions  Inc.  (Mil- 
ton Caniff);  executive  producer:  Michael 

Meshekoff;  producer:  David  Haft;  direc- 
tor (initial  program):  Ted  Post;  story  edi- 
tor: Sidney  Carroll;  technical  advisor:  Lt. 

Col.  Frank  Ball;  production  manager: 

Ralph  Nelson;  teleplay  (initial  program): 
Joseph  Landon,  Shelly  Colbert;  assistant 
director:  Bruce  Fowler  Jr.;  photography: 
Paul  Ivano,  ASC. 

Cast:  Dean  Fredericks,  Harry  Towne,  Susan 

Alexander,  Paul  Frees,  Morgan  Wood- 
ward, Sidney  Clute,  Dan  Barton,  Ray 

Montgomery,  Fred  Ford,  and  others. 
1  BOOKS 

THE  ADMEN— a  novel  by  Shepherd  Mead. 
Published  by  Simon  &  Schuster,  630  Fifth 
Ave.,  New  York.  309  pages.  $4. 

Madison  Avenue  habitues  are  finding  out 

that  there's  a  distinctly  serious  side  to  the 
many-faceted  Shep  Mead — until  his  retire- 

ment two  years  ago  at  age  41,  radio-tv  vice 
president  at  Benton  &  Bowles  Inc. 

Shep  Mead  used  to  liken  himself  to  Fran- 

cis Scott  Key:  he  wrote  by  dawn's  early 
light — and  how  he  wrote!  Eight  plays — 
satirical  novels  and  a  number  of  do-it-your- 

|  self  manuals  that  made  mince-meat  out  of old-fashioned  ethics. 

This  time  Mr.  Mead  has  come  up  with 

something  refreshing:  a  serious  novel  about 
admen  and  adwomen  in  which  there  are 

only  demi-villains,  and  even  then,  they're 
not  terribly  good  at  their  knavery. 

The  entire  action  of  this  novel  is  confined 

to  an  18-day  period  of  trial-error-and-tri- 

l  umph  at  Branch  Torrey  Assoc.,  a  middle- 

sized  agency  presided  over  by  tempera- 
mental, hard-and-fast-driving  Branch  Torrey 

whose  rough-shod  tactics  are  nicely  balanced 
by  the  bland  diplomatics  of  Sherwood  Ernst, 

a  boy-hood  friend  of  dubious  talents  who 

plays  Faust  to  Torrey's  Mephistopheles.  Or- 
biting around  this  twosome  are  copywriters 

given  to  sporadic  bouts  with  alcoholism  and 
sex;  account  executives  who  proclaim  their 

rugged  independence  by  standardizing  their 
wardrobe  to  the  nth  degree;  clients  who  de- 

light in  ridiculing  the  professionals  and  a 

chap  named  Chip — whose  competition  with 
Torrey  goes  as  far  as  the  conjugal  couch. 

This  might  read  quite  like  the  personnae 

dramatis  of  any  past-published  advertising 
"expose."  But  Mr.  Mead  has  stripped  the 
characters  of  all  artifice — here  you  will 
find  no  talk  about  sincere  ties  or  running  it 

up  the  flagpole.  Instead,  you  will  spend  those 

18  days  with  Torrey's  associates — as  your 
shop  loses  a  big  rotisserie  account,  makes  a 

frantic  pitch  for — and  gets — a  much  bigger 
electric  shaver  account;  you  sit  through  a 

session  of  "groupthink"  or  "brainstorming"; 
you  will  watch  an  overly-departmentalized 
client  trample  a  perfectly  decent  ad  to  pieces 

by  the  "committee  system." Mr.  Mead  has  spared  us  little;  in  many 

instances,  not  enough.  Read  The  Admen 

and  check  your  private  "Glamour  Counter." 
There'll  be  few  clicks  on  the  register. 

THE  BIG  COMPANY  LOOK— a  novel  by 

J.  Harvey  Howells.  Published  by  Double- 
day  &  Co.,  Garden  City,  New  York.  384 

pages.  $3.95. 
The  author  is  emerging  as  leader  of 

a  back-to-the-grass-roots  movement.  Last 
spring  in  this  magazine  he  advanced  the 

theory  that  all  advertising  is  not  concen- 
trated on  Madison  Avenue  [Monday  Memo, 

May  26].  Now  from  his  New  Orleans  (Fitz- 
gerald Adv.)  vantage,  the  avenue  fugitive 

takes  a  retrospective  look  at  city-oriented 
big  business  and  the  professional  managers. 

It  is  obvious  that  the  writer  has  covered 

the  same  ground  as  his  hero,  Jack  Pollock, 
boy  wonder  of  the  food  promotion  world. 

In  pursuit  of  the  big-company  "look"  Jack- 
son Pollock  steps  out  of  college  into  the 

promotion  department  of  a  midwest-based 

food  combine.  From  there  on,  it's  a  dizzy- 
ing trip  for  the  young  man  out  of  the  ranks 

of  one  company  and  into  the  executive  suite 
of  another  firm  in  New  York.  It  reads  much 

of  the  time  like  a  case  history  from  The 
Organization  Man. 

Many  will  feel  they  have  read  it  before. 

It  seems  to  be  the  story  of  the  age — man 

caught  up  in  the  machine.  Mr.  Howells'  ver- sion has  an  authentic  sound,  a  frightening 

impact  and  some  well  drawn  characters. 
Particularly  amusing,  in  an  ironic  way,  is 
the  crusty  head  of  one  of  the  two  food 

empires  in  Jackson  Pollock's  career.  Mr. 
Pollock's  boss  is  an  ex-country  boy,  prod- 

uct of  the  American  tradition — grown  old 
and  rich  but  preferring  to  retain  the  farm 
vernacular  and  give  the  executives  their 
heads.  But  at  a  board  meeting  the  old  genius 
can  still  outwit  them  all,  topping  the  most 
ruthless  tactics  any  of  his  young  men  in  a 
hurry  can  offer.  The  Big  Company  Look 

ought  to  be  of  interest  to  workers  in  any 
size  company. 

Broadcasting 
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(and  another 

testimonial  for 

BROADCASTING  j 

This  is  an  unusual  kind  of  advertisement. 

It  appeared  in  Broadcasting's  issue  of  July 
28,  1958.  It  offers  $500  in  cash  prizes  to  bona 

fide  timebuyers  who  (a)  could  name  the  top 

Louisville  station  in  the  forthcoming  July- 

August  Hooperating ;  and  who  (b)  could  come 

nearest  to  the  daytime  share-of-audience 

figure  It  was  "blind"- i.e.,  didn't  identify 
the  advertiser. 

Here  was  the  follow-up,  announcing  the 

names  of  timebuyers  in  New  York,  Chicago 

and  Detroit  who  came  closest  to  the  official 

Hooperating  score.  (Top  winner  was  only  .5% 

low.)  As  you  see,  the  advertiser  is  WAKY. 

As  contests  go,  this  was  quite  a  rousing  one. 

A  total  of  286  qualified  timebuyers  mailed 

their  predictions  to  Box  290  at  Broadcasting  . 

That's  quite  a  passel  of  timebuyers.  As  a  mat- 

ter of  fact,  computed  against  broadcasting's 
total  PAID  circulation  of  almost  6,000  agency- 

advertiser  executives  (biggest  by  far  in  the 

TV-radio  field,  incidentally),  this  is  roughly 

one  response  for  every  21  paid  subscribers.  Or, 

among  advertising  agency  readers  alone,  it's 
about  one  in  111 

Small  wonder  that  WAKY  owner  Gordon 

McLendon  wrote  the  letter  you  see  here. 

"Evidently,"  he  concludes,  "you  can't  bury 
anything  in  Broadcasting. Rest  assured  that 

we  are  delighted." 

This  sort  of  thing  happens  all  the  time.  If 

you'd  like  to  be  delighted,  too,  we're  happy 

to  oblige.  The  only  requirement  in  our  con- 

test is  that  you  place  your  message  in  BROAD- 
CASTING. No  guesswork  involved.  After  all, 

why  shouldn't  the  far-&-away  No.  1  business- 
weekly  of  television  and  radio  be  able  to  do 

the  far-&-away  No.  1  advertising  job? 

!■ 

AT  THE  FINISH  LINE 

IN  LOUISVILLE: 

WAKY-49.1°/.@ 
SECOND  STATION— 10.8% 
(July-Awoutl  I9IB  Hi»p«(ali.>o) 

The  race  is  over!  And  WAKY  has  run  away  with  Louisville's  vadia  day. In  the  July  28  issue  of  BROADCASTING,  WAKVs  Wind  ail  off*™)  JSOO In  cs>h  (o  the  three  timebuyen*  who  most  accurately  hamftcapped  the 
landing  station  in  the  July-August  Louisville  Hooper. 

Tht  Win, D.  T.  Efliman,  Jr.  j„  „«j,,^j  iota. B6D  &  O    $250—  ̂      .  ̂ 

New  York  ftoil  o*  oi™n?rwe Man-in  Bern.,                           _  _  -  who  47  j», 
J.  Walter  Thompion    5150    ,  , 

.  ■; 

Jo.don  Phee.  «h*  p*4«1t4  «  5S 

Moion,  Ins  'MQO 

Detroit  ,ha-  °'  " 1 
The  Hooper  July-Aujuai  ill  day  report  nbowinr  WAKY  «lth  11 
19.19c'  h  hi  re  of  audience  in  confirmed  by  the  July- Ai)|u-il  Trendei which  *ives  WAKY  a  5t?f  *»  Jay  coverage. 

Many  titonks  to  all  who  entered! 

WAKY *  MtLfNCWN  OWNHSHf IKLIF  I  KILT  {  KTCA  1  KEEL  ,  jQ^fj  BLAIR  &  ̂ 
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ENTERS  SOUTHEASTERN  TV... 

If  " 

i 

WTVJ-Miami,  for  10  years  decisively  first  in 

South  Florida,  proudly  announces  the  purchase 

ofWLOS-TV,Asheville-Greenville-Spartanburg. 

The  same  skilled,  aggressive,  and  experienced 

management  developed  at  WTVJ  will  now  add 

new  dimensions  of  greatness  to  a  station  already 

offering  formidable  advantages: 

•  A  giant  market  of  62  counties  in  6  states  with 

425,360  TV  homes. 

•  TREMENDOUS  COVERAGE  PROVIDED  BY 

THE  SOUTH'S  HIGHEST  TOWER,  6089  FEET 
ABOVE  SEA  LEVEL. 

•  The  only  unduplicated  network  coverage  of 

Asheville-Greenville-Spartanburg  .  .  .  making 

WLOS-TV  the  market's  only  single -station  buy. 

(Data  from  NCS  #3) 

Ask  our  station  representatives  for  the  exciting  story 

of  the  new  WLOS-TV  and  its  vast  market  today! 

WLOS  -TV 

UNDUPLICATED  ABC  FOR 

ASHEVILLE  •  GREENVILLE  •  SPARTANBURG 

Represented  by  Venard,  Rintoul  &  McConnell,  Inc. 

Southeastern  Representative:  James  S.  Ayers  Co. 



most 

HAPPY 

select  these  fine  Radio  Stations 

Supermarkets  and  appliances,  transit 
service  and  banking  .  .  from  the  East 

Coast  to  Honoulu  most  Happy  Spon- 

sors and  stations  cheer  for  Lang- 
Worth  jingles! 

KBUR,  BURLINGTON,  IA: 

DAVID  STEINLE  REPORTING— 

Lang-Worth  Radio  Huckster  jingles 

complete  a  hard-hitting  Radio  pack- 

age for  Benner  Tea  Company's  34 
supermarkets,  introducing  the  spon- 

sor .  .  reaching  frequently  into  L-W's 
bag  of  jingle  tricks  to  push  special 
store  promotions. 

KCBC,  DES  MOINES,  IA.: 

DON  PURDY  REPORTING— 
Radio  Hucksters  provided  the  right 
selling  jingle  for  a  famous  national 
brand,  Amana  Air  Conditioners. 
KCBC  wrote  and  sang  its  own  lyrics 

over  a  Lang-Worth  instrumental 
theme,  followed  by  hard  sell  copy. 
Sponsor:  Amana  Distributor  and 

Brack's  Radio  &  Appliances. 

KGU,  HONOLULU,  H.  I.: 
BUD  ZIMMERMAN  REPORTING— 
Honolulu  Rapid  Transit  through 
Hoist  &  Male,  Inc.  uses  a  smartly 
produced  spot  series  on  KGU  based 

on  L-W's  "You  Don't  Need  a  Park- 

ing Space"  Huckster  plus  persuasive 
live  copy,  tags  and  sound  effects. 
KGU  reports  ad  agencies  using  its 
production  facilities  more  frequently 
since  subscribing  to  the  jingle 
service. 

KAWL,  YORK,  NEB.: 
JERRY  BRYAN  REPORTING— 
KAWL  sold  an  additional  100  spots 
monthly  to  York  State  Bank  for  its 
new  Charge  Account  Service.  The 

secret:  Radio  Huckster  jingle  pro- 
duction plus  a  cut-in  plan  for  par- 

ticipating merchants.  By  coincidence, 

the  jingle  title  —  "Everybody's 

Happy!" 

These  and  many  other  progressive  sta- 
tions combine  their  top  production  and 

sales  know-how  with  Radio  Hucksters 
&  Airlifts  to  win  most  happy  sponsors. 
Let  Radio  Hucksters  &  Airlifts  make 
the  -ifference  to  your  station.  Contact- 

6 -WORTH 

FEATURE  PROGRAMS,  INC, 
1755  Broadway,  New  York  19,  N.Y. 

OPEN  MIKE 

On  Access  Issue 

EDITOR : 

congratulations  on  your  excellent 
story  on  decision  of  oklahoma  criminal 
court  of  appeals  in  current  issue  of 
Broadcasting  [Lead  Story,  sept.  8]. 

you've  done  an  excellent  job  in  keep- 
ing THE  INDUSTRY  POSTED  ON  DEVELOP- 

MENTS IN   CANON    35  CONTROVERSY. 
Robert  D.  Swezey 

Chairman 
NAB  Freedom  of  Information 
Committee 

The  Liquor  Picture 
editor: 

Got  a  big  kick  out  of  Sid  Hix's  drawing 
in  the  Sept.  8  Broadcasting  [Editorials]. 
Think  Sid  and  your  readers  will  get  a  bang 
out  of  this  picture  I  took  of  my  tv  set  about 

five  years  ago  while  watching  CMQ-TV 
Havana  from  West  Palm  Beach.  This  snowy 

snapshot  always  causes  me  to  ponder  the 
millions  in  liquor  advertising  we  force  out 
of  our  cash  registers  every  year. 

Joseph  S.  Field  Jr. 
President 

WIRK  West  Palm  Beach,  Fla. 

Sideband  Sideline 

editor: 

We  were  pleased  to  note  the  write-up  con- 
cerning the  full-time  single-sideband  tests 

now  being  conducted  over  WGBB's  250  w 
station  in  Freeport,  Long  Island  [Govern- 

ment, Aug.  11]. 

Interference  reduction  is,  as  indicated,  one 

of  the  principal  advantages  of  CCSB;  how- 
ever, we  cannot  agree  that  the  system  should 

be  generally  regarded  as  a  means  for  open- 
ing up  new  channels.  Without  intelligent 

planning  and  moderation,  such  a  trend 

would  inevitably  revert  the  broadcast  spec- 
trum to  its  presently  overcrowded  condition. 

Preliminary  results  already  obtained  with 

the  adapter  purchased  by  WGBB  are  ex- 
tremely encouraging.  Audio  fidelity  is  notice- 

ably improved  and  reliable  transmitter  cov- 
erage has  been  extended  to  numerous  areas 

not  previously  serviced.  In  the  final  analysis 

we  believe  these  advantages,  plus  CSSB's 
ability  to  reduce  tv  heterodyne  interference, 
will  prove  to  be  of  greater  importance  than 
even  the  spectrum  economy  factor. 

Kenneth  B.  Boothe 

Vice  President,  Sales 
Kahn  Research  Labs 

Freeport,  N.  Y. 

wbns 
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COLUMBUS 
OHIO 

QUAD  -  CITIES ROCK  IStAND  •  MOtlNE  •  E.  MOtlNE  •  DAVENPORT 

now  the  nation's 

4
7
t
h
 

TV  MARKET 

according  to  Television  Age  Magazine 

■  RETAIL  SALES  are  above  the 

national    average.    Rock  Is- 

y     land,  Moline,  East  Moline  are 
1  rated  as  "preferred  cities"  by 

Sales  Management  magazine 

y     for  the  first  6  months  of  1958. 

^     You  too,  can  expect  above- 
7     average   sales   if   you  BUY 

▼     WHBF-TV  NOW! 

WHBF-TV 
CBS  FOR  THE  QUAD-CITIES 

Scott  County,    Iowa,    Rock    Island   County,  Illinois 

Represented  by  Avery-Knodel,  Inc. 
Page  22 September  22,  I95S Broadcasting 



Thaddeus  sees  Red 

and  covers  the  11th  largest  TV  market  with  one  station! 

Rhode  Island  Red  impresses  on  time  buyer  Thaddeus  0.  Thistlethwaite  the 

fact  that  WJAR-TV's  primary  coverage  area  includes,  not  just  Providence 
but  all  southeastern  New  England,  including  Boston,  Fall  River,  New  Bedford, 

Worcester!  Call  your  Petry  man  and  let  him  show  you  just  how  much  extra 

coverage  you  get  with  WJAR-TV  in  the  Providence  market! 

In  the  Providence  market . . . 

WJAR-TV
 

is  cock-of-the-walk 

in  station  coverage! 

CHANNEL  10  •  PROVIDENCE,  R.I.  •  NBC- ABC  •  REPRESENTED  BY  EDWARD  PETRY  &  CO.,  INC. 

Broadcasting  September  22,  1958    •    Page  23 





First  flash 

from  Arbitron! 

(A  CLEAN  SWEEP  FOR  WCBS-TV) 

It's  electronic!  It's  instantaneous!  But  the 

results  are  the  same :  wcbs-TV  is  New  York's 
number  one  television  station. 

Minute  by  minute  throughout  the  broadcast 

day,  Arbitron,  the  exciting  new  electronic 

rating  service,  measures  New  York  viewing 

instantaneously  —  and  Channel  2  piles  up 

impressive  margins  of  leadership. 

During  the  first  week  of  continuous  operation, 

Arbitron  flashed  this  report: 

wcbs-tv  has  the  largest  share  by  far  of  total 

audience  viewing,  with  a  59  %  lead  over  the 

second-place  station; 

Every  single  one  of  wcbs-TV's  continuing 

local  commercial  programs  leads  all  of  the 

competition  in  its  time  period; 

The  Early  Show  leads  its  nearest  station 

competition  by  113%  .. .  The  Late  Show 

leads  by  89%  . . .  even  The  Late  Late  Show 

has  a  larger  audience  at  1 :30  in  the  morning 

than  the  average  audience  of  any  other 

New  York  station  throughout  the  daytime; 

The  highest-rated  news  programs  —  morning, 

afternoon,  early  evening  and  late  evening 

—  are  all  on  wcbs-tv  ; 

9  of  the  top  10  shows  are  on  wcbs-tv. 

The  marvel  of  Arbitron  is  brand-new,  but 

its  findings  are  the  same  as  from  the  other 

audience  measurement  services:  clear-cut 

leadership  for . . . 

Channel  2,  New  York  f  V   \J -LJ  kJ     -L  f 

CBS  Owned  •  Represented  by  CBS  Television  Spot  Sales 



DAVENPORT,  IOWA  -  ROCK  ISLAND,  ILLINOIS 

47th  TV  MARKET  IN  THE  U.S. 

Broadcasting  Publications  Inc. 

As  Reported  in  TELEVISION  AGE,  May  19,  1958 

41 
Albany-Schenectady-Troy 46  Omaha 

42 Nashville 
■  47  Davenport-Rock  Island 

43 Champaign 
48  Binghamton 

44 Miami 
49  Raleigh-Durham 

45 
Sacramento-Stockton 50  Asheville 

WOC-TV  is  No.  1  in  coverage 

in    all    of    Iowa    and  Illinois 

(Chicago  excepted) 

1,727,100 

556,500 
469,890 

97,101 
54,912 

48  COUNTIES 

Population* 
Homes 
TV  Homes 

Farm  Homes** 
TV  Farm  Homes** 

Effective  Buying  Income*  $2,852,363,000 
Retail  Sales*  $2,076,120,000 

*Sales  Management's  "Survey  of  Buying  Power, 

1958" 
**U.  S.  Census  of  Agriculture,  1954 

Col.  II.  J.  Palmer 
President 

Krnest  C.  Sunder* 
Resident  Manager 

Mark  Wodlinger 
Sales  Manager 

Peters,  Griffin,  Woodward, 
Inc.,  Exclusive  National 
Representatives 

NCS  2 

WISCONSIN 

r-l 

KEOKUKl 

THE  QUINT  CITIES 

BETTENDORF  * 
IOWA 

WASHING- TON * 

Oo«<* VAN 
BUflEN  » 

channel 
ROCK  ISLAND  j 
MOL1NE  >  ILL. 

EAST  MOLINE  ' 

LA  SALLE 

ILLINOIS 

WOC-TV  Davenport,  Iowa  it  part  of  Central  Broadcasting  Company  which 
also  owns  and  operates  WHO-TV  and  WHO-Radio  —  Det  Moines 
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Integrity — track  record — confidence — these  are  the  cornerstones 

upon  which  the  founders*  of  Independent  Television  Corporation 

have  built  a  vital  new  force  in  television  programming  in  the  United  States 

and  abroad.   ITC  is  dedicated  to  provide  the  television  industry  with 

dynamic  properties,  sales  and  service  facilities  without  equal. 

Watch  ITC — Independent  Television  Corporation. 

*The  Jack  Wrather  Organization  ("Lassie,"  "The  Lone  Ranger,"  "Sergeant  Preston  of  the  Yukon,"  Muzak,  Disneyland  Hotel  and 

in  association  with  Edward  Petry  and  Co.  KFMB-TV,  San  Diego  and  KERO-TV,  Bakersfield.)  Associated  Television,  Ltd.  of  Eng- 

land (television  station  operators,  program  producers,  theatre  owners.)  Carl  M.  Loeb,  Rhoades  and  Co.  (investment  bankers.) 

INDEPENDENT     TELEVISION  CORPORATION 

WALTER   KINGSLEY,  PRESIDENT 

1-2  Temporary  Headquarters:  Hotel  Roosevelt,  New  York 
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MORE  THAN 

100% 

Greater  Listening  Audience 

r 

7  00  A.M.—  I2  00  Noon Monday   Thru  Friday 12:66  Noon-6:66  klW. 
Monday  Thru  Friday 

WILS 58.3 60.5 
Sta.  B 25.6 21.2 
Sta.  C 7.7 9.8 

Sta.  D 3.7 3.2 

C.    E.    Hooper,    March-April,  '58 

5000 

LIVELY  WATTS 

w 

MORE  LISTENERS 

THAN  ALL  OTHER  STATIONS 

HEARD  IN  LANSING  COMBINED 

CONTACT 

VENARD 

RINTOUL  & 

McCONNELL,  INC. 

WILS 

^  neiVs 

81 
ASSOCIATED  WITH  PONTIAC'S 

OUR  RESPECTS 

to  Michael  Joseph  Higgins  Jr. 

SOME  three  decades  ago  a  12-year-old  caddy,  Joe  Higgins,  had  an  important 
hunch.  Listening  to  the  conversation  of  businessmen-golfers  at  the  Dayton. 

Ohio,  golf  course  operated  by  the  MacGregor  golf  equipment  firm,  he  decided  to 
parlay  his  own  aptitude  for  the  game  into  a  commercial  career. 

The  result — Joe  Higgins  is  general  manager  of  WTHI-AM-TV  Terre  Haute,  Ind., 
and  president  of  the  Indiana  Broadcasters  Assn.,  and  represents  his  district  on  the 

NAB  Radio  Board.  Though  golf  is  a  spare-time  pursuit,  he  has  won  countless  tourna- 
ments and  holds  six  low  gross  trophies  won  at  the  annual  Broadcasting  golf  tourna- 
ments held  at  NAB  conventions.  One  year  he  won  both  low  gross  and  net. 

Golfing  contacts  led  to  Mr.  Higgins'  Terre  Haute  connection.  A  time  salesman  at 
WIBC  Indianapolis  in  1947,  he  played  an  exhibition  match  with  Sammy  Snead, 
Bobby  Locke  and  Fred  Wampler  at  the  Indianapolis  Speedway  golf  course  for  the 
benefit  of  the  Police  Athletic  League.  An  interested  spectactor  was  Anton  Hulman  Jr., 
principal  in  the  Speedway  ownership  and  associated  with  Frank  McKinney  in  radio 
and  other  properties. 

A  few  days  later  Mr.  McKinney  offered  him  the  managership  of  the  new  WTHI, 

soon  to  take  the  air.  He's  still  running  WTHI  as  well  as  the  tv  station  added  in  1954. 
Joe  Higgins'  introduction  to  golf  was  on  the  rugged  side.  When  he  showed  up  at 

the  MacGregor  course  to  earn  caddying  money,  the  older  caddies  set  up  a  rugged 

hazing  for  the  12-year-old.  He  was  directed  to  fight  five  selected  caddies.  What  the 

hazers  didn't  know  was  that  the  Catholic  fathers  at  St.  Josephs  Orphanage  in  Cin- 
cinnati had  trained  him  to  use  his  dukes.  The  hazing  ceremony  ended  quickly,  and 

caddy  Higgins  went  right  to  work.  Golf  came  easily  to  him  and  by  16  he  was  often 
shooting  in  the  sixties. 

Joe  went  to  the  orphanage  at  age  6  when  his  mother  died.  Some  years  later  his 
father  remarried  and  took  him  to  Dayton.  When  financial  tragedy  struck  the  family 

in  1929,  he  entered  Parker  co-op  high  school  where  he  worked  two  weeks  and  went 
to  school  two  weeks,  graduating  in  1933.  During  his  school  years  he  worked  in  the 

advertising  department  of  the  Dayton  Daily  News,  a  Cox  newspaper.  After  grad- 
uation he  went  to  work  fulltime. 

GETTING  restless  in  1934,  and  perhaps  contemplating  the  12-month  golfing  in 
Florida,  he  signed  on  as  an  apprentice  engraver  at  the  Cox-owned  Miami  Daily 

News.  Six  months  later  the  union  voted  to  have  no  more  apprentices.  Jobless,  he 
returned  to  Dayton  and  went  to  work  at  the  Reynolds  &  Reynolds  printing  plant 
making  offset  plates. 

His  caddying  career  had  included  bag-carrying  for  E.  B.  Newill,  now  vice  presi- 
dent of  General  Motors  and  then  chief  engineer  of  Frigidaire  at  Dayton.  The 

Frigidaire  advertising  department  normally  hired  only  college  graduates  but  Mr. 
Newill  helped  find  him  a  spot  in  the  mailroom  and  he  soon  shifted  to  advertising. 
At  Frigidaire  he  met  Kathleen  Helmig  and  they  were  married  in  1938.  They  went 
to  night  sessions  at  U.  of  Dayton  two  years. 

At  age  24  he  joined  MacGregor  Golf  as  advertising  manager.  The  job  gave  him 

the  chance  to  play  the  nation's  best  golfers.  He  had  won  the  Dayton  city  champion- 
ship in  1937  and  took  it  again  in  1942.  At  Dayton  he  moved  to  Chrysler  Airtemp 

division  where  he  headed  the  price  and  order  department  and  aided  in  postwar  plan- 
ning. When  he  took  the  Chrysler  job  he  discovered  from  a  birth  certificate  required 

by  wartime  rules  that  his  name  included  a  "Michael"  and  a  "Jr." 
When  the  Indianapolis  News  bought  WIBC  in  1944  Joe  was  hired  to  help  arrange 

a  move  from  hillbilly  to  urban  programming.  He  learned  management  and  time- 
selling  at  WIBC,  leading  to  the  Terre  Haute  opportunity  in  1947. 

Joe  Higgins  runs  WTHI-AM-TV  by  the  committee  system,  discussing,  planning, 

making  changes  and  improvements.  "It's  no  problem  when  people  make  mistakes, 
but  there  must  be  action  and  lots  of  it,"  he  said,  and  added,  "My  owners  have  never 

second-guessed  me." The  whole  Higgins  family  goes  in  for  golf,  including  Mrs.  Higgins  and  Sue,  19. 
Mike  (III)  18,  and  Sharon,  11.  Mrs.  Higgins  had  emergency  surgery  at  Los 
Angeles  at  the  close  of  the  last  NAB  convention  but  was  soon  ready  to  resume 
traveling  after  leaving  the  hospital. 

Joe's  industry  activities  include  secretary-treasurer  of  the  CBS  Radio  Affiliates.  He 
set  precedent  Sept.  6  by  staging  an  all-day  rally  with  most  of  the  state  and  national 
legislative  candidates  and  their  wives,  with  Indiana  Broadcasters  Assn.  as  host.  His 
list  of  civic  activities  is  a  yard  long,  including  Rotary,  Elks  and  Knights  of  Columbus 
as  well  as  chairman  of  the  Catholic  Information  Committee  in  Terre  Haute. 
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Marty  McNeeley steers  you  to 

BIGGER  SALES  in  the 

rich  Detroit  market  on 

Save  up  to  15%  by  using  2  or  more  of  these  powerful  stations 

WKMH         WKMF         WELL  WSAM  WKHM 
Dearborn-Detroit  Flint,  Mich.  Battle  Creek,  Mich. 

USE  4  OR  5  STATIONS...  SAVE  15%  •  USE  ANY  3  STATIONS ...  SAVE  10% 
Saginaw,  Mich. •  USE  ANY  2  STATIONS. Jackson,  Mich. 

.SAVE  5% 

KNORR  BROADCASTING  COI      Represented  by  Headley-Reed 
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THE  WASH  THAT  STOPPED  THE  DRAIN 

More  than  fifty  years  ago,  U.  S.  Steel  scientists  found  a  way  to  reclaim  the  iron  particles  in  low 

grade  ores  by  washing  away  the  useless  sandy  particles.  Thus  they  obtained  a  high  grade  ore 

from  a  low  grade  one— which  early  miners  had  pushed  aside  as  worthless.  In  1910,  they  built 

their  first  plant  to  handle  this  job  of  ore  beneficiation,  because  they  knew  that  even  vast  ore 

deposits  like  those  of  the  Mesabi  Range  in  Minnesota  would  soon  be  drained  if  only  the  richest 

ores  were  scooped  out  to  feed  our  steel-hungry  economy. 

Today,  more  than  Vb  of  all  the  iron  ore  shipped  out  of  Minnesota  is  beneficiated  ore.  And 

U.  S.  Steel's  research  work  on  ore  beneficiation  is  still  going  on  to  find  even  better  ways  to 
utilize  and  Stretch  our  ore  deposits.  USS  is  a  registered  trademark 

United  States  Steel 
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MONEY  ON  THE  MOVE  IN  TV  FILM 

Wrather's  $1 1 .35  million  TPA  buy  latest  symptom  in  shifting  business 

THE  distribution  of  millions  of  dollars  in  annual  television  film 

sales  appeared  last  week  to  be  headed  for  major  changes. 

Behind  the  speculation:  the  restless  realignment  of  ownership  in- 
terests evident  over  the  past  several  weeks. 

The  changes  being  fashioned  were  pointed  up  most  recently — 

and  most  dramatically — by  last  week's  announcement  that  Jack 
Wrather's  new  and  heavily  endowed  Independent  Television  Corp. 
had  bought  out  Television  Programs  of  America  for  $11.35  million. 

While  the  ITC-TPA  deal  was  the  most  spectacular,  it  actually  was 
only  one  of  many  recent  expansions,  mergers  and  acquisitions  that 

may  in  time  rearrange  big  portions  of  the  lineup  of  leading  dis- 
tributors. 

Days  after  the  ITC-TPA  announcement,  CBS  Inc.  let  it  be 
known — at  least  by  implication — that  it  is  out  to  get  a  bigger  chunk 
of  the  foreign  market.  It  announced  the  creation  of  two  subsidiaries, 

CBS  Europe  Ltd.  and  CBS  Ltd. — to  handle  licensing  and  distribu- 
tion of  tv  films  and  properties  in  Britain  and  on  the  continent.  This 

not  only  will  permit  greater  concentration  on  the  foreign  market 
but  will  free  CBS-TV  Film  Sales  Inc.,  already  one  of  the  topmost 
distributors  (and  incidentally  to  be  renamed  CBS  Films),  for  even 
more  intense  selling  on  the  domestic  front. 

Even  the  sale  of  the  Mutual  radio  network  [Lead  Story,  Sept. 

15]  may  in  time  have  a  measurable  effect  on  tv  film  sales.  A.  L. 

Guterma,  Mutual's  new  president,  reportedly  assured  staff  mem- 
bers in  a  get-acquainted  session  last  week  that  the  company  not 

only  would  acquire  tv  and  radio  stations  up  to  the  FCC-set  limit, 

but  also  planned  to  get  into  film  network  operation.  Mutual's  new 

owner:  Hal  Roach  Studios,  which  a  short  time  ago  announced  a 
$15  million  production  schedule  of  six  tv  series  and  20  feature 

films,  plus  plans  for  formation  of  a  releasing  organization  for  both 
tv  and  theatrical  films  and  the  financing  of  outside  productions 
[Film,  Aug.  25]. 

The  country's  only  existing  national  film  network,  National  Tele- 
film Assoc.,  meanwhile  is  continuing  an  expansion  program  of  its 

own.  This  many-armed  organization  announced  last  week  that  it 
had  acquired  control  of  Telestudios  Inc.,  New  York,  producer  of 
videotaped  commercials  and  programs.  The  move  was  attributed 

to  NTA's  growing  interest  in  tv  tape.  What  effect  tape  will  have 
on  the  film  business  is,  of  course,  the  question  everybody  in  the 
business  wants  answered. 

NTA  also  stands  to  gain  from  its  planned  merger  with  National 

Theatres  Inc.,  the  nation's  second  largest  theatre  chain  and,  like 
NTA,  also  a  station  owner.  The  merger  was  approved  by  the  NTA 
board  a  month  ago  and  now  awaits  clearance  by  stockholders  and 
certain  government  agencies  [Film,  Aug.  25].  National  Theatres, 
incidentally,  realigned  its  top  echelon  last  week  (see  page  78). 

Another  move  which  could  have  strong  bearing  on  the  film 

picture  came  last  week  in  United  Artists  Corp.'s  bid  to  acquire  full 
control  of  Associated  Artists  Productions,  a  major  distributor  which 
handles  Warner  Bros,  feature  product  and  other  films.  This  move 
had  been  anticipated  for  months  but  was  delayed  by  litigation 
finally  settled  out  of  court.  It  is  still  subject  to  stockholder  and 
other  approvals. 

The  rundown  on  last  week's  principal  developments  follows  below. 

ITC  OFF  TO  FAST  START 
WITH  ACQUISITION  OF  TPA 

Jack  Wrather,  who  last  month  told  the 

world  that  his  new  Independent  Television 

Corp.  would  be  the  equal  of  any  in  tv  within 

30  days  [Film,  Aug.  25],  started  making 

good  on  his  promise  last  week.  He  did  it 
the  fast  way,  shelling  out  $11.35  million  to 

take  over  all  assets  and  subsidiaries  of  Tele- 
vision Programs  of  America. 

The  result:  a  new  power  mover  in  the 

film  industry,  representing  a  total  financial 
investment  of  approximately  $25  million. 

Mr.  Wrather  termed  the  TPA  deal  "the 
first  of  several  expansion  moves  planned  for 

ITC  both  here  and  abroad."  He  was  not 
specific  about  others  he  might  have  in  mind. 
The  purchase  was  announced  jointly  by  Mr. 
Wrather  and  Milton  Gordon,  president  of 
TPA. 

These  are  the  tv  properties  ITC  picked  up 
with  TPA:  Fury,  Ramar  of  the  Jungle, 
Private  Secretary,  Last  of  the  Mohicans, 
Charlie  Chan,  Tugboat  Annie,  Count  of 
Monte  Cristo,  Ellery  Queen,  Halls  of  Ivy, 

Stage  7,  Cannonball  and  New  York  Confi- 
dential. The  latter  two  are  new  series  now  in 

production.  Also  included:  distribution 

rights  to  Jeff's  Collie  (reruns  of  the  Lassie 
series,  owned  by  the  Jack  Wrather  Organ- 

ization) and  foreign  distribution  rights  to 

Lassie,  The  Lone  Ranger  and  Sergeant  Pres- 
ton of  the  Yukon  (also  owned  by  the 

Wrather  firm). 

TPA  subsidiaries  now  under  ITC  include 

TPA  Ltd.  (British),  TPA  Films  Ltd.  (Ca- 
nadian), TPA  Music  Co.  (California),  Nor- 

mandy Productions  Ltd.   (Canadian)  and 
Donall    &  Harmon 

-*|HjHB    Inc.,  a  New  York 
f'  ;  advertising  agency. Walter  Kingsley, 

president  of  ITC, 

will  continue  as  pres- 
ident of  the  enlarged 

company. 

ITC  itself  was 
formed  in  July  by 

the  Jack  Wrather 

Organization  and 
Carl  M.  Loeb, 

jack  wrather  Rhoads  &  Co.  along 

with  two  British  tv  firms,  Associated  Tele- 

vision Ltd.  and  Incorporated  Television  Pro- 
gramme Co.  Ltd.  ATV  is  program  con- 

tractor for  British  commercial  tv  stations  in 
London  and  the  Midlands.  Incorporated 
Programme  numbers  among  its  assets  the 
television  series  Robin  Hood,  William  Tell 
and  Invisible  Man. 

UNITED  ARTISTS  MAKES  BID 

TO  ACQUIRE  ASSOCIATED  ARTISTS 

United  Artists  Corp.,  through  its  sub- 
sidiary United  Artists  Associated  Inc.,  has 

made  its  first  move  to  acquire  all  the  assets 
of  Associated  Artists  Productions  Corp.,  a 

major  distributor  of  feature  films  for  tele- 
vision. 

With  litigation  cleared  away,  UAA  offers 
$  1 1  in  cash  for  each  share  of  AAP  stock 

plus  6%  interest  from  July  1,  1958,  until 
the  closing  date.  The  offer  also  includes  $7 
for  each  warrant  that  represents  the  right 
to  buy  four  shares  of  stock.  UAA  proposes 
$1,186  and  interest  from  July  1,  for  each 
$1,000  6%  subordinated  convertible  sink- 

ing fund  debenture.  Offer  expires  at  the  close 
of  business  Oct.  16,  although  it  can  be  ex- 

tended beyond  that  date  if  circumstances 
warrant. 

Holders  of  AAP  debentures  will  meet  Oct. 

6  at  Toronto  (AAP  traces  its  creation  to 
Canadian  interests)  and  stockholders  will 
meet  Oct.  16  in  Wilmington,  Del.,  to  give 
consideration  to  the  offer. 

The  full  acquisition  of  AAP  has  been 

pending  for  some  time — ever  since  UA  first 
announced  in  late  1957  its  purchase  of 

700,000  shares  of  AAP's  capital  at  $12  a CONTINUED 
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FILM  MONEY  ON  MOVE  continued 

share,  hall  in  cash.  Litigation  clouding  this 

purchase  was  cleared  in  an  out  of  court 
settlement  this  summer  with  a  payment  of 

$2  million  by  UA  to  National  Telefilm 
\ssoc,  which  also  had  sought  control  of 
AAP. 

Eliot  Hyman.  president  of  AAP.  also 
is  president  of  UAA. 

UA  last  week  took  note  of  the  litigation 

settlement  and  pointed  out  that  an  arrange- 
ment has  been  consummated  for  bank  loans 

to  finance  its  acquisition  of  AAP.  AAP 
distributes  Warner  Bros,  feature  films. 

Warner  cartoons  and  Popeye  cartoons  as 
well  as  numerous  other  feature  films  and 
some  tv  films.  United  Artists  Associated  will 
continue  to  distribute  these  films.  UA  has  a 

management  contract  with  UAA  and  an 

option  to  acquire  all  of  its  stock  at  a  later 
date — UAA  was  formed  expressly  for  the 

purpose  of  acquiring  the  corporate  assets 
of  AAP. 

UA  is  a  multi-faceted  entertainment  en- 

terprise, principally  a  financing-distribution 

organization,  its  major  revenue  stemming 
from  theatrical  motion  pictures.  In  the  past 

two  years,  UA  has  entered  tv  film  produc- 
tion and  financing,  sale  of  feature  film  to 

tv,  phonograph  recording,  music  publishing 

and  motion  picture  theatre  management- 
ownership. 

CBS  SETS  UP  TWO  FOREIGN  ARMS, 
CHANGES  NAME  OF  FILM  COMPANY 

Creation  of  two  new  foreign  subsidiaries 
to  license  and  distribute  television  films  and 

properties  was  announced  last  week  by  CBS 
Inc.  President  Frank  Stanton. 

The  new  companies  are  CBS  Europe  Ltd., 
with  offices  in  Switzerland,  and  CBS  Ltd., 
based  in  London.  Merle  S.  Jones,  president 
of  the  CBS-TV  stations  division,  has  been 
named  director-president  of  CBS  Europe 
and  chairman  of  the  board  of  CBS  Ltd.  A 

single  managing  director  will  be  named  to 
supervise  both  operations  and  will  be  based 
overseas,  authorities  reported. 

Dr.  Stanton  also  announced  that  CBS-TV 
Film  Sales  will  become  CBS  Films  Inc.  next 

month.  He  said  that,  like  CBS-TV  Film 
Sales,  the  new  domestic  film  company  will 

"be  engaged  in  the  financing,  production  and 

syndication  of  television  films." 
Other  authorities  explained  that  there  will 

be  no  change  in  the  functions  of  CBS  Films 

FOREIGN  CAR  AIR  BUDGETS  GROW 

•  Importers  still  exploring  in  radio  and  television 

•  But  they  seem  to  like  what  they've  seen  so  far 

ADVERTISERS  &  AGENCIES 

Foreign  auto  makers  and  distributors  are 

beginning  to  rev  up  their  interest  in  broad- 
cast advertising. 

Comments  from  various  ad  managers  for 

the  European  auto  makers  indicate  that 

what's  kept  them  out  of  broadcasting  up  to 
now  was  the  knowledge  they  could  not 
match  Detroit  dollar-for-dollar.  But  with 

greater  and  more  enthusiastic  U.  S.  public 
acceptance  for  their  product,  this  need  to 
match  ad  dollars  has  become  less  important. 
Now.  radio  and  tv  are  looked  to  by  many 

not  only  for  hard  selling  but  as  "security" — 
building  consumer  interest  and  spot  sched- 

ules— against  the  day  the  current  foreign-car 
buying  fever  may  subside. 

The  foreign  car  makers  most  active  in 
broadcast  usage  are  Simca,  Renault,  Jaguar 
and  Volkswagen.  The  success  or  failure  of 

their  campaigns  may  have  considerable  bear- 
ing on  the  ad  plans  of  a  number  of  other 

foreign  makers  and  importers.  While  some 

of  them — such  as  Rootes  Ltd.  (Hillman 
Minx)  and  the  Swedish-owned  Volvo  Dis- 

tributing Co.  (Volvo) — have  been  using  ra- 
dio on  both  network  and  spot  basis,  a  num- 
ber rely  on  print  almost  exclusively.  Among 

them:  S.  A.  Citroen,  Fadex  Commercial 

Corp.  (BWM  Isetta),  Fiat  Motor  Co.,  Ham- 
bro  Automotive  Corp.  (Morris,  MG,  Riley, 

Austin-Healey)  and  Hoffman  Motor  Car  Co. 
(Alfa-Romeo,  Porsche). 

This  holds  especially  true  of  higher-tick- 
eted cars  such  as  the  Rolls-Royce  and  Mer- 

cedes-Benz. Neither  intends — right  now — to 

go  into  "common  denominator"  media,  their 
advertising  strategists  claiming  the  price  of 
the  cars  as  too  high  to  suit  a  mass  medium. 

Jaguar — no  cheap  car — thinks  otherwise. 
An  interesting  sidelight  is  the  fact  that  the 

U.  S.  "Big  Three"  now  will  use  radio-tv  in 
many  instances  to  sell  what  in  effect  may  be 
their  competition:  Chrysler  for  Simca,  Gen- 

eral Motors  for  Vauxhall,  Ford  for  Taunus. 
American  Motors  Corp.  (Rambler)  has  been 

placing   its   British-made   Metropolitan  in 
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broadcasting  for  the  past  year — principally 

NBC  Radio's  Monitor.  But,  in  a  sense,  the 

Metropolitan  isn't  regarded  as  a  foreign 
make,  as  it  bears  an  FOB  Detroit  tag. 

Volkswagen  of  America  Inc.,  Engle- 
wood  Cliffs,  N.  J.,  wholly-owned  subsidiary 
of  Volkswagen  G.  m.  b.  H.,  Wolfsburg, 

West  Germany,  believes  in  "fixing  the  roof 
while  the  sun  shines."  Advertising  manager 

Scott  Stewart  admits  that  "right  now"  the 
demand  for  the  "beetle"  car  exceeds  the 

supply.  "'But  it's  not  always  going  to  be  this 
way,"  he  says,  casting  an  anxious  eye  at 
the  French,  Italian  and  British  competition. 

So,  Volkswagen  seeks  sales  security  with  ra- 
dio-tv spot.  The  word  is  it  will  speed  ahead 

later  this  year  and  early  next  with  $1  million 

in  spot  allocations. 
Most  Volkswagen  buying  will  be  done 

locally.  "After  all,"  says  Mr.  Stewart,  "the 
dealers  are  in  a  better  position  to  know  their 

market  potential."  So,  he  feels,  are  local  ad- 
vertising agencies.  Thus  the  14  major  Volks- 

wagen distributors  have  been  told  to  get 

themselves  local  ad  agencies — "and  fast." 
Their  jurisdiction  over  spot  campaigns  would 

cover  wide  areas.  For  example,  the  San  An- 
tonio-based distributor  would  place  the  buy- 

ing order  for  the  Denver  market.  Conversely, 
the  Los  Angeles  distributor,  Van  Newman, 
does  not  have  jurisdiction  over  the  San 
Francisco  area;  Newman  retains  Compton 

Adv.  there,  whereas  the  San  Francisco  dis- 

VOLKSWAGEN  is  seeking  sales  security, 

despite  present  heavy  demand,  with  radio- 
tv  spot  throughout  the  United  States. 

tributor  uses  J.  M.  Mathes  Inc.,  New  York, 

also  the  agency  for  Volkswagen  of  America. 

Volkswagen  seems  more  anxious  to  sell 
its  line  of  baby  trucks  and  buses  than  the 
famous  passenger  car.  Thus  it  would  like  to 

bracket  radio-tv  sports  programming — "to 
get  the  man  to  look  at  our  product,"  points 
out  Mathes  radio-tv  vice  president  Read  H. 

Wight. 
How  much  of  that  $1  million  will  be  ad- 

ministered by  the  Mathes  agency?  Neither 
Messrs.  Wight  nor  Stewart  will  say,  although 

it's  understood  only  a  fraction  will  go  to 
national  spot.  The  bulk  will  be  funneled  into 

co-op  distributor-dealer  funds. 

Renault  Inc.,  U.  S.  subsidiary  of  the 
state-owned  Regie  Nationale  des  Usines 
Renault,  Paris,  last  week  became  the  first 

foreign  car  manufacturer  to  sign  for  a  reg- 
ularly-scheduled tv  network  series  [see  Busi- 

ness Briefly,  page  34].  It  agreed  to  pick 

up  alternate  weeks  of  the  Edward  R.  Mur- 
row-Fred  W.  Friendly  Small  World  (CBS- 

TV,  Sun.,  6-6:30  p.m.,  effective  Oct.  12). 
Actually,  it  will  be  sponsoring  six  shows  in 

all  for  $168,000  gross — which,  Renault's U.  S.  advertising  manager,  Ethel  Norling, 

points  out,  "is  additional  money.  We  have- 
n't taken  a  franc  from  other  media." 
She  declines  to  talk  about  the  national 

ad  budget,  but  indicates  it  to  be  "substantial" for  a  foreign  car  maker.  Nationally,  Renault 
uses  no  spot,  but  this  coming  Friday  (Sept. 

26)  may  see  a  change  of  plans.  At  that 

time,  Renault's  U.  S.  stewards  will  meet 
with  their  French  "bosses"  in  New  York  to 
go  over  all  future  advertising  strategy.  It  may 

decide  what  to  do  after  the  initial  13-weeks 

on  CBS-TV  are  up.  Apparently  broadcast- 

RENAULT  becomes  first  foreign  maker  to 

sign  for  a  regularly-scheduled  tv  network 
series,  Murrow-Friendly  Small  World. 
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Inc.  except  that  its  European  and  British 
operations  would  he  handled  by  the  new 
foreign  subsidiaries.  They  said  Leslie  Harris 
would  continue  as  vice  president  and  general 
manager  of  CBS  Films. 

NTA  BUYS  TELESTUDIOS  CONTROL 
TO  FURTHER  VIDEOTAPE  AMBITIONS 

In  line  with  National  Telefilm  Assoc. 's 
growing  interest  in  the  videotape  field,  Ely 
A.  Landau,  NTA  board  chairman,  an- 

nounced last  Wednesday  (Sept.  16)  that  the 
company  has  acquired  all  of  the  preferred 
stock  and  two-thirds  of  the  common  stock 
of  Telestudios  Inc.,  New  York,  producer  of 
taped  programming  and  commercials.  The 
transaction  involved  an  exchange  of  Tele- 

studios'  stock  for  NTA  stock  but  no  other 
details  were  revealed. 

NTA  recently  ordered  several  Ampex 

tape  recorders  for  use  at  its  owned  and 

operated  WNTA-TV  Newark  and  KMSP- 
TV  Minneapolis-St.  Paul.  The  acquisition 
of  Telestudios,  Mr.  Landau  said,  will  enable 

NTA  to  produce  taped  programs  for  distri- 
bution to  tv  stations  throughout  the  country. 

The  Telestudios  stock  acquired  by  NTA 
includes  the  shares  held  by  George  K. 

Gould,  president  and  treasurer,  and  stock 

held  by  other  members  of  the  company's 
management.  Mr.  Gould  will  continue  as 

president  and  operating  head  of  Telestudios. 
Mr.  Landau  said  an  offer  to  purchase  all  of 
the  other  outstanding  common  stock  of 
Telestudios,  at  $1.75  per  share,  payable  at 

the  option  of  NTA  in  NTA  common  stock 

or  debentures,  will  be  made  to  other  stock- 
holders. 

Mr.  Landau  said  that  Telestudios  plans 
to  develop  mobile  units  to  utilize  videotape 
on  location  work. 

Telestudios  was  organized  by  Mr.  Gould 

two  years  ago.  In  recent  months  it  has  com- 
pleted tape  commercials  for  Grant  Adv. 

(Florists'  Telegraph  Delivery  Assn.),  Pills- 
bury  (Campbell-Mithun)  and  the  Demo- 

cratic Party  (Kastor,  Hilton,  Chesley  & 
Clifford),  among  others. 

Coincident  with  the  announcement  of 

Telestudios'  purchase  by  NTA,  the  Radio 

&  Television  Executives'  Society  of  New 
York  held  its  production  workshop  at  the 
studios  last  Tuesday.  Mr.  Gould  was  the 

principal  speaker  to  an  audience  of  more 
than  200  members  of  the  society.  He  re- 

viewed the  history  of  videotape  and  pre- 
sented a  demonstration  of  VTR. 

ing's  future  at  Renault  hinges  on  the  success 
and/ or  failure  of  Small  World. 

Spot-wise,  Renault  defers  to  its  15  dis- 
tributors and  their  600  dealers  coast-to-coast. 

The  U.  S.  company  does  not  provide  co-op 
funds,  but  the  distributors  do.  Tv  spot  is 
used  in  New  England  surrounding  local 
newscasts  (since  May  5);  since  March  in  the 

Southwest;  "on  and  off"  in  the  Far  West  and 

"very  little"  in  the  Midwest,  Renault  just 
having  undergone  a  change  in  distributor- 

ship there.  Spot  radio  presently  figures  in 
New  York,  Providence,  Boston  and  Los 

Angeles. 
Why  did  Renault  gamble  on  network  tv? 

Says  Miss  Norling:  "The  idea  of  sponsoring Ed  Murrow  and  the  international  flavor  of 

the  series  is  wonderful  for  us."  Renault's 
staple  item  for  U.  S.  consumption  is  the 
Dauphine  passenger  car.  Back  in  June,  its 

agency,  Needham,  Louis  &  Brorby,  Chi- 
cago-New York,  began  scouting  up  network 

availabilities.  NL&B  took  over  the  Renault 

account  from  Mann-Ellis  this  past  April. 

Jaguar  has  caught  a  slight  broadcast 
fever.  It  is  using  radio  for  the  first  time  in  its 
history.  Jaguar  Cars  Inc.,  New  York  (U.  S. 
subsidiary  of  Jaguar  Cars  Ltd.,  Coventry, 
England),  through  Cunningham  &  Walsh, 
New  York,  has  allocated  about  $50,000  to 

sponsor  CBS  Radio's  coverage  of  America's 
Cup  Races  off  Newport,  R.  I. 

Although  it's  a  small  expenditure,  the  ra- 
dio ad  campaign  may  signal  a  departure  in 

Jaguar's  advertising  policy.  The  company's 
luxury-priced  automobiles  appeal  to  a  lim- 

ited market  and  in  the  past  Jaguar  has  used 
such  magazines  as  New  Yorker  and  Time. 

Now  it  is  trying  out  the  flexibility  of  radio 
and  the  ability  of  an  advertiser  to  become 

associated  with  such  specialty  sports  broad- 
casts as  the  yacht  races. 

Simca,  whose  total  national  ad  budget 
(separate  from  the  dealer  and  distributor 
allocations)  has  been  held  down  to  $20,000 

this  past  year,  will  have  the  budget  increased 

"quite  considerably,"  according  to  Richard 
N.  Meltzer,  president  of  the  San  Francisco 
agency  bearing  his  name.  The  reason  is 

simple:  Simca  Inc.,  wholly-owned  U.  S. 
subsidiary  of  Societe  Industrielle  de  Me- 
canique  et  Carrosserie,  will  have  its  national 
advertising  policies  shaped  by  Chrysler 
Corp.,  no  stranger  to  broadcast  advertising. 

Chrysler  several  months  ago  purchased 

"a  substantial  interest"  in  the  French  firm 
and  will  take  over  U.  S.  distribution.  The 

announcement  last  June  kicked  off  a  flurry 

of  major  agency  "pitches"  but  Chrysler,  sat- 
isfied with  Meltzer's  work,  retained  that 

shop.  Additionally,  it  handed  Meltzer  the 

Simca  portion  of  the  budget  that  will  be  ad- 
ministered through  Chrysler  of  Canada. 

Meltzer  Adv.,  with  offices  also  in  Los  An- 
geles and  Denver,  last  week  opened  a  De- 

troit office  to  handle  Canadian  time  place- 

ment. U.  S.  time-buying  probably  won't 
start  until  next  year,  and  will  be  done  out  of 
the  San  Francisco  office.  In  addition  to  the 

national  account,  Meltzer  also  serviced  8 
out  of  10  regional  distributorships  which 

now  will  be  "completely  revamped."  Local 
distributors  and  dealers  "in  some  instances" 
used  spot,  Mr.  Meltzer  indicated.  With  Sim- 

ca distribution  to  be  handled  through  local 

Chrysler  -  Plymouth  -  DeSoto  -  Dodge  dealers, 

Mr.  Meltzer  said,  "it's  too  early  to  predict 
just  what  percentage  of  the  new  budget  will 

go  into  radio  and  tv  spot."  He  said,  however, 
that  "we  will  go  into  tv  for  certain." 

SIMCA  looks  to  Chrysler  Corp.  (part  owner) 
to  shape  national  advertising  policies  to  be 

increased  "considerably." 
Broadcasting 

JAGUAR  will  use  radio  for  first  time  in 

sponsoring  America's  Cup  Races  as  indi- 
cation of  possible  switch  in  advertising. 

One  Minute  Preferred 

As  Radio  Spot  Length 

More  than  82%  of  spot  radio  announce- 
ments on  the  air  are  one  minute  in  length, 

according  to  a  study  released  last  week  by 
the  Radio  Advertising  Bureau. 

The  bureau  acknowledged  that  the  popu- 
larity of  the  60-second  announcement 

among  advertisers  was  known  but  the 

study  sought  to  ascertain  the  extent  to  which 
the  one-minute  commercial  was  being 

bought  in  preference  to  commercials  of 
other  lengths.  A  breakdown  of  the  study 
reveals  that  during  the  second  quarter  of 

1958,  82.3%  of  spot  radio  announcements 
were  60-second;  6.2%  were  10-second; 
5.6%  were  less  than  10  seconds;  3.3%  were 

20-second  and  2.6%  were  30-second. 

The  breakdown  is  based  on  the  total  num- 
ber of  announcements  of  each  length  bought, 

as  reported  to  RAB  by  a  one-third  sample  of 

the  radio  industry's  timebuyers.  It  covers 
purchases  made  by  more  than  1,100  brand 
advertisers. 

RAB  also  released  the  names  of  the  five 

largest  advertisers  for  each  category  of  radio 
commercials,  covering  17  companies.  The 

bureau  noted  that  the  "less  than  10  seconds 

in  length"  category  represented  primarily 

Sinclair  Refining's  extensive  campaign  of  six- 
second  "quickies"  for  its  Sinclair  gasoline. 
The  RAB  list: 

60-Second  Announcements:  (1)  R.  J. 
Reynolds  Tobacco,  (2)  Ford  Motor,  (3) 
American  Tobacco,  (4)  Lever  Bros.,  (5) 
Best  Foods. 

30-Second  Announcements:  (1)  Carling 

Brewing,  (2)  Liggett  &  Myers  Tobacco,  (3) 
Morton  Foods,  (4)  Pearl  Brewing,  (5)  Fels 

&  Co. 
20-Second  Announcements:  (1)  Beech- 

Nut  Life  Savers,  (2)  Anheuser-Busch,  (3) 
Carling  Brewing,  (4)  J.  A.  Folger  &  Co., 

(5)  Hollo  way  House. 
10-Second  Announcements:  (1)  Eskimo 

Pie,  (2)  American  Tobacco,  (3)  Anheuser- 
Busch,  (4)  American  Home  Products,  (5) 
Lever  Bros. 

Less  than  10-second:  (1)  Sinclair  Refin- 
ing Co. 

Material  for  its  new  study  of  commer- 
cial preferences  among  advertisers  was  com- 

piled by  RAB  from  information  used  in  its 

September  22,  1958 Page  33 

I — .'  — ;  ■         ■  ■ 



ADVERTISERS  &  AGENCIES  continued 

BUSINESS  BRIEFLY 
WHO'S  BUYING  WHAT,  WHERE 

second  quarter  1958  report,  which  the  bu- 
reau is  making  available  to  advertisers  and 

agencies  on  request.  The  report  may  be 
obtained  by  writing  to  Miles  David,  RAB 
director  of  promotion,  460  Park  Ave..  New 
York  22. 

Kevin  Sweeney.  RAB  president,  pointed 

out  that  the  current  sample  of  one-third  of 

radio's  time  sellers  will  be  enlarged  for 
future  issues  of  the  quarterly  report.  He 
added: 

"We're  working  right  now  on  compiling 
data  for  other  third  quarter  study.  And  from 
all  indications,  it  will  he  even  more  com- 

prehensive in  scope  than  our  present  issue, 
which,  in  itself,  represents  more  data  than 
has  ever  before  been  assembled  in  one  source 

for  the  radio  medium." 

Recessionwise  It  Pays 

To  Advertise — Buchen 

It  pays  to  advertise — during  and  im- 
mediately after  a  recession. 

That's  the  conclusion  reached  by  The 
Buchen  Co.,  Chicago  advertising  agency,  in 
a  study  of  the  relationship  between  sales 

and  advertising  in  over  130  industrial  manu- 
facturers of  durable  goods  during  the  two 

periods — 1947-51  and  1952-56.  The  agency 

described  the  survey  as  a  "new  yardstick" 
for  measuring  sales  and  advertising  ratios. 

Buchen  concluded  generally  that  "any 
firm  which  makes  advertising  aggressive- 

ness a  part  of  its  marketing  philosophy  dur- 
ing and  following  a  recession  will  feel  the 

recession  less,  and  recover  from  it  more 

quickly,  than  its  backward-looking  competi- 

tors." Buchen  selected  basic  industries,  avoid- 

ing "impulse  commodities."  Taking  a  list 
supplied  by  Associated  Business  Publica- 

tions, it  sent  questionnaires  to  1,200  in- 
dustrial firms.  Slightly  more  than  10% 

(133)  responded  and  figures  were  con- 

verted to  basic  index  numbers.  "Pivotal" 
years  were  1949  and  1954  in  each  of  the 
two  economic  periods.  Respondents  were 

grouped  into  those  ( 1 )  which  did  not  cut 

advertising  budgets  during  the  recession 

year  or  the  year  following,  (2)  which  did 

cut  budgets  during  the  recession  year  and 
(3)  which  reduced  expenditures  during  the 

year  after  the  recession.  The  study  was  con- 
ducted under  the  direction  of  J.  Wesley 

Rosberg,  Buchen  vice  president  and  direc- 
tor of  research. 

The  finding  showed  that  in  1949,  the  first 

recession  year,  "continuous  advertisers  en- 
joyed a  big  gain  in  sales,  while  the  budget 

cutters  dropped  below  their  1948  sales  fig- 
ures. In  1950  firms  which  maintained  their 

advertising  programs  were  still  far  ahead 

of  those  who  had  cut  their  budgets  in  1949 

and  1950." 
The  1952-56  study  showed  non-cutting 

companies  "consistently  ahead  in  sales." 
Manufacturers  which  pared  advertising  in 
1954  fell  markedly  below  others.  In  1955 

sales  of  the  non-cutters  were  almost  20% 
ahead  of  1952,  while  those  which  reduced 

their  outlays  in  1954  or  1955  were  not  yet 
back  to  their  1952  levels. 

CLEAN  FIGHT  •  Battle  lines  among  all- 
purpose  detergent  makers  [Closed  Circuit, 
Aug.  18],  are  being  more  clearly  drawn 
with  reported  shift  by  Adcll  Chemical  Co. 
(Lestoil),  Holyoke,  Mass.,  into  Canadian  tv 

spot.  As  Lestoil  heads  north,  little-known 
Texize  Chemicals  Inc.,  Greenville,  S.  C, 

is  consolidating  its  grip  on  southland,  and 
is  understood  to  be  using  strategy  similar 

to  that  of  Lestoil — run-of-schedule  pack- 
ages, advance  cash  payment  for  campaigns 

at  2%  discount  (when  requested),  slotting 
in  late  night  film  programs.  Texize,  via 

Henderson  Adv.,  Greenville,  now  is  in  45- 
50  markets  on  saturation  basis. 

So  far,  Lestoil  hasn't  gone  south  of 
Washington  nor  west  of  Evansville,  Ind., 
thus  leaving  Southeast,  Midwest  and  West 

to  three  giants — Colgate-Palmolive,  Procter 

&  Gamble  and  Lever  Bros.  Latter's  Handy 
Andy  (Kenyon  &  Eckhardt)  is  now  in  about 
35  markets — Virginia,  Missouri,  Wisconsin, 

etc.;  P&G's  Mr.  Clean  (Tatham-Laird)  is 
breaking  in  Pittsburgh,  Syracuse  and  Spring- 

field, Mo.,  and  Colgate's  Genie  (McCann- 
Erickson)  is  testing  on  West  Coast.  Interest- 

ing aspect  of  Big  Three  intentions:  test 
runs  are  kept  at  minimum  so  as  not  to 

"waste  time." 

GOOD  AND  BAD  •  Purchase  by  Harold 
F.  Ritchie  Inc.  (Brylcreem,  other  hair 

preparations)  of  two  ABC-TV  properties 
[Business  Briefly,  Sept.  8]  comes  as  un- 

happy news  to  number  of  ABC-TV  affili- 
ates. Reason:  Ritchie's  said  to  be  canceling 

extensive  spot  schedules  in  markets  where 
ABC-TV  has  received  clearance.  Agency, 
Kenyon  &  Eckhardt,  still  is  holding  spot 
cancellations  in  abeyance,  pending  ABC 
clearances  on  stations  where  network  shares 

time  with  either  NBC-TV  or  CBS-TV. 
should  it  fail  to  get  either  Cheyenne  or  77 

Sunset  Strip  in  these  markets — some  125  are 
on  basic  order — spot  will  stick.  No  change 
is  contemplated  in  markets  carrying  neither 
show. 

P&G  PUSH  •  Procter  &  Gamble  Co.,  Cin- 
cinnati, for  Ivory  and  Cheer,  stepping  up 

spot  tv  activity  this  month.  Through  Comp- 
ton  Adv.,  Ivory  is  going  into  over  100  mar- 

kets on  52-week  basis  using  60-  and  20- 
second  announcements.  Through  Young  & 

Rubicam,  Cheer  is  lining  up  undetermined 
number  of  stations. 

CLEANING  SEASON  •  Glamorene  Inc., 

(carpet  cleaner)  Clifton,  N.  J.,  has  set  four- 
week  spot  tv  schedules  in  25  markets  to 
start  Oct.  1.  Six  to  12  spots  per  week  will 
be  used  in  each  market,  concentrated  on 

one  or  two  specific  days  of  week.  Jules 
Power,  N.  Y.,  is  agency. 

'SMALL  WORLD'  TEAM  •  In  their  first 
use  of  network  television,  Olin  Mathieson 

Chemical  Corp.,  N.  Y.,  and  Renault  Inc. 

(see  page  32),  N.  Y.,  have  signed  to  spon- 
sor Edward  R.  Murrow's  new  Small  World 

series  of  news  and  entertainment  over 

CBS-TV  (Sun.,  6-6:30  p.m.),  starting  Oct. 

12.  Olin  Mathieson,  through  D'Arcy  Adv., 
St.  Louis,  and  Renault,  through  Needham, 
Louis  &  Brorby,  Chicago  and  New  York, 

will  alternate  in  sponsorship  for  first  12 
weeks,  after  which  Olin  Mathieson  will 
continue  on  exclusive  basis  for  next  14 

weeks. 

RIVAL  BUYS  SERIAL  •  Rival  Packing  Co. 
Div.,  Associated  Products  Inc.,  Chicago, 

for  Rival  dog  foods,  has  bought  MCA-TV's 
//  Yon  Had  a  Million  (rerun  of  The  Mil- 

lionaire) for  10  markets  in  Massachusetts, 

New  York,  Pennsylvania,  Rhode  Island, 
Michigan,  Missouri  and  Ohio,  for  full  year 

beginning  early  October.  Agency  is  Guild, 
Bascom  &  Bonfigli,  San  Francisco. 

TWO  HALVES  •  RCA  has  signed  for  al- 
ternate sponsorship  of  two  new  NBC-TV 

color  programs,  Northwest  Passage  (Sun. 

7:30-8  p.m.),  effective  Sept.  21,  and  The 
Further  Adventures  of  Ellery  Queen  (Fri. 

8-9  p.m.).  Alternate  weeks  of  both  pro- 
grams have  not  yet  been  sold.  Kenyon  & 

Eckhardt,  N.  Y.,  is  RCA's  agency. 

BACK  WITH  JACK  •  Polaroid  Corp.  and 

Bristol-Myers  Co.  (Bufferin)  have  renewed 

on  NBC-TV's  Jack  Paar  Show,  representing 
total  of  about  $1.8  million  in  gross  revenues. 

B-M  renewal  of  almost  200  participations 
begins  in  October  and  runs  through  end 
of  1959.  Young  &  Rubicam,  N.  Y.,  is 
agency.  Polaroid  order,  placed  by  Doyle 

Dane  Bernbach,  N.  Y.,  calls  for  40  partici- 
pations starting  in  January. 

ROS  RECIPE  •  Church  &  Dwight  Co. 
(Arm  &  Hammer  baking  powder),  N  Y., 

is  launching  seven-week  spot  tv  campaign 
on  63  stations  in  54  markets  today  (Sept. 

22),  using  run-of-schedule  ID  announce- 
ments. Agency:  J.  Walter  Thompson  Co., 

N.  Y. 

IN  THE  NEWS  •  Six  advertisers  last  week 

signed  for  NBC-TV's  15-minute  weeknight 
newscast  with  Chet  Huntley  and  Dave 

Brinkley  (Mon.-Fri.  6:45-7  p.m.),  effective 

immediately:  Nestle  Co.  (Dancer-Fitzgerald- 
Sample  Inc.)  on  alternate  Wednesdays  and 
Thursdays;  effective  today  (Sept.  22): 

Kemper  Insurance  Co.  (John  W.  Shaw 

Adv.)  on  various  Mondays  and  Wednes- 
days; effective  Wednesday  (Sept.  24):  Union 

Carbide's  National  Carbon  Co.  (William 
Esty  Co.)  on  alternate  Wednesdays  and 

every  Friday;  starting  Oct.  28,  Bristol- 
Myers  Co.  for  Bufferin  (Young  &  Rubicam) 

on  alternate  Tuesdays  and  alternate  Thurs- 
days for  52  weeks;  effective  Nov.  3:  Bulova 

Watch  Co.  (McCann-Erickson)  on  alternate 
Mondays,  and  effective  Nov.  7:  Bell  & 
Howell  Co.  (McCann-Erickson)  on  various Fridays. 

TUESDAY  TIME  •  Ford  Div.,  Ford  Motor 

Co.,  is  buying  participations  in  ABC-TV's Sugar  foot  on  Oct.  14  and  in  Cheyenne, 

with  which  it  alternates  (Tues.,  7:30-8:30 
p.m.)  on  Oct.  21.  Agency:  J.  Walter 
Thompson  Co.,  N.  Y. 

COOL  $2  MILLION  •  Frigidaire  Div.  of 
General  Motors  Corp.  has  placed  52-week 
order  of  alternate-week  quarter-hour  seg- 

ments in  five  daytime  programs  on  NBC- 
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ONE  OUT,  SIX  UP  AT  K&E 

A  series  of  executive  changes — one  a  surprise  announcement 
— was  announced  last  week  by  Kenyon  &  Eckhardt,  a  major 
agency  with  a  substantial  radio-tv  billing. 

The  unexpected:  the  resignation  effective  Oct.  1  of  Donald 
C.  Miller,  senior  vice  president  and  a  director  of  the  agency, 

who  said  he  was  leaving  because  of  "basic  disagreement  on 
agency  operating  policies."  Reportedly  his  resignation  was  made 
known  in  the  agency  after  an  executive  committee  meeting  Sept. 
1 1  that  also  considered  changes  already  in  the  making. 

Executive  promotions  announced:  David  C.  Stewart,  treasurer 
and  senior  vice  president  in  charge  of  corporate  services,  elected 
executive  vice  president,  a  post  reestablished  at  K&E  after  nine 
years;  G.  T.  C.  Fry,  vice  president  and  account  supervisor  in 
New  York,  to  vice  president  in  charge  of  K&E  in  Detroit  and 
also  account  supervisor  (David  J.  Gillespie  Jr.,  vice  president, 
continues  as  senior  account  executive  and  will  assist  in  admin- 

istration of  the  Detroit  office);  Barrett  Brady,  senior  vice  pres- 
ident in  charge  of  creative  services,  elected  to  the  executive 

committee;  W.  Stephens  Dietz,  vice  president  and  promotion 

director,  elected  to  the  board;  Robert  C.  Barker,  vice  president 

and  senior  account  executive,  appointed  acting  account  super- 
visor, and  Kevin  Kennedy,  vice  president  and  account  executive, 

made  acting  senior  account  executive. 
It  was  understood  that  still  further  appointments  are  in  the 

works  at  K&E. 

K&E  President  William  B.  Lewis  issued  a  staff  memorandum 

on  Mr.  Miller's  resignation,  noting  his 
contributions  to  the  progress  and  growth 

of  the  agency  and  wishing  him  well  "in 
whatever  he  undertakes."  Mr.  Miller 
joined  K&E  in  Detroit  10  years  ago,  was 
elected  vice  president  a  year  later  and  a 
director  in  1952.  He  was  one  of  five  vice 

presidents  advanced  to  senior  vice  presi- 
dent in  April  1957,  was  made  a  co- 

ordinator of  account  management  and 

was  elected  last  September  to  the  execu- 
tive committee.  He  was  in  charge  of 

K&E's  Detroit  office  until  his  move 
New  York  two  years  ago. 

of 

TV — contract  said  to  represent  $2  million 

in  gross  billing.  Agreement  made  with  other 

sponsors  of  programs  concerned  to  give 
Frigidaire  at  least  one  commercial  message 

every  day  of  week.  Programs  include  Treas- 
ure Hunt,  Concentration,  The  Price  Is  Right, 

From  These  Roots,  and  Comedy  Time, 

Dancer-Fitzgerald-Sample,  N.  Y.,  is  Frigid- 

aire's  agency. 

OIL  FIRM  REGIONALS  •  Oklahoma  Oil 

Co.,  Chicago,  has  increased  broadcast  ad- 
vertising, with  $1  million-plus  schedule  of 

new  radio-tv  buys  in  three  states  through 

Needham,  Louis  &  Brorby,  Chicago.  Sched- 
ule includes  alternate-sponsorship  of  Citizen 

Soldier  and  Silent  Service  on  WNBQ  (TV) 

Chicago  and  Highway  Patrol  on  WGN-TV, 
(with  fourth  under  consideration) ;  56  news- 

casts weekly  on  WBBM-FM,  others  on 
WBBM-AM,  and  25  per  week  on  WIND, 

all  Chicago;  70  insertions  per  week  on 
WXLW  Newsmobile  and  200  time  signals 

weekly  on  WIRE,  both  Indianapolis,  (with 
tv  newscast  also  in  negotiation);  20  spots 

weekly  on  stations  in  South  Bend,  Fort 

Wayne,  Terre  Haute  and  Logansport,  Ind.; 
three  daily  newscasts  on  KSO  and  sports 

on  KRNT,  both  Des  Moines,  Iowa.  Okla- 
homa also  co-sponsors  White  Sox  baseball 

on  WCFL  Chicago.  Firm  now  has  retail 
outlets  in  three  states  (Illinois,  Indiana, 
Iowa) . 

LIPTON  CUP  •  Thomas  J.  Lipton  Inc. 

(tea,  soups,  dessert  mix)  is  sponsoring 

coverage  of  America's  Cup  Races  on  both 
NBC   Radio  and  Mutual,  beginning  last 

Saturday  (Sept.  20).  Agency  is  Young  & 
Rubicam.  Sir  Thomas  Lipton,  founder  of 

Lipton  company,  was  associated  histori- 
cally with  races,  making  five  attempts  in 

vain  to  win  cup. 

DOZEN  IN  CLUB  •  Procter  &  Gamble 

Co.,  Cincinnati,  through  Compton  Adv., 
N.Y.,  joins  11  other  national  participating 

advertisers — including  Bristol-Myers,  Gen- 
eral Foods,  General  Mills,  Nabisco,  Miles 

Labs,  among  others — on  ABC-TV's  Mickey 
Mouse  Club  (Tues.  and  Thurs.  5:30-6  p.m.) 
effective  next  Monday  (Sept.  29).  Product 
to  be  advertised:  Big  Top  peanut  butter. 

14  FOR  FOOTBALL  •  CBS-TV  has  signed 
total  of  14  clients  for  its  coverage  of  64 
National  Football  League  games  on  ten 
regional  networks,  starting  Sunday  (Sept. 
28)  and  ending  Dec.  14.  Sponsors  of  games 
are  Philip  Morris  Inc.  (Marlboro,  Philip 

Morris  brands),  P.  Ballantine  Sons,  Na- 
tional Brewing  Co.,  American  Oil  Co.,  Pan- 

American  Oil  Co.  (Amoco  subsidiary),  Fal- 
staff  Brewing  Co.,  Duquesne  Beer,  Gobel 
Brewing  Co.,  Speedway  Petroleum,  Carling 
Brewing  Co.,  Standard  Oil  Co.  of  Indiana, 
Standard  Oil  Co.  of  Ohio,  American  Petro- 
fina  and  Hamm  Brewing  Co. 

CHRYSLER  SETS  PACE  •  New  business 

reported  late  Thursday  (Sept.  18)  by  CBS 
Radio  was  paced  by  purchase  of  Chrysler 
Div.,  Chrysler  Corp.,  Detroit,  through 
Young  &  Rubicam,  N.  Y.  of  Eric  Severeid 
With  the  News  (Mon.-Fri.,  9:25-9:30  p.m.) 
for  two  weeks,  starting  Oct.  27.  Other  sales 

covering  CBS  radio  "Impact"  segments 
were  made  to  Dodge  Div.,  Chrysler  Corp., 
Detroit,  through  Grant  Adv.,  N.  Y.,  and 

Chicago,  starting  Oct.  9;  Hudson  Vitamin 
Products  Corp.,  N.  Y.,  through  Pace  Adv., 

N.  Y.,  starting  Sept.  27;  Mennen  Co.  (Skin 
Bracer),  Morristown,  N.  J.,  through  War- 

wick &  Legler,  N.  Y.,  for  Dec.  12-14 
period,  and  Clairol  Inc.,  N.  Y.,  through 
Foote,  Cone  &  Belding,  N.  Y.,  starting 
Oct.  18. 

'Omnibus7  Loses  Union  Carbide 

As  Sponsor  for  Coming  Season 

Robert  Saudek  Assoc. 's  Omnibus  has  lost 
one  of  its  major  wheels.  The  Union  Car- 

bide Corp.,  New  York,  "after  considerable 
studying"  has  decided  against  renewing. 
It  is  dropping  the  institutional  campaign 

waged  on  the  show  for  two  seasons — at  a 

cost  of  $3  million — because  "we  have  noth- 

ing to  sell  but  a  corporate  symbol." While  its  subsidiaries  such  as  National 

Carbon  Co.  (Eveready  batteries)  through 
William  Esty  and  Dynel  through  Anderson 

&  Cairns  Inc.  continue  to  use  spot,  UC's 
institutional  tv  campaign  has  been  shelved 

"for  the  time  being."  The  decision  was 

made,  it's  understood,  by  the  UC  financial 
executive  committee.  J.  M.  Mathes  Inc.  is 
the  "corporate"  agency. , 

UC's  pullout  leaves  the  Saudek  office 
with  but  one  sponsor  to  carry  the  cost  of 
15  Omnibus  shows;  actually,  Aluminium 
Ltd.  (through  J.  Walter  Thompson  Co.) 

will  sponsor  only  six  of  the  15.  The  series 
returns  on  NBC-TV  Oct.  26. 
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ADVERTISERS  &  AGENCIES  continued 

Hecht,  Foreman  Debate 

Ad  Antics,  Semantics 

Two  authors  met  last  week  to  do  battle 

on  the  field  of  tv  commercials.  In  one  cor- 
ner: Ben  Hecht.  controversial  playwright 

("Scepter  of  The  Rose."  "The  Front  Page." 
•Child  of  the  Century"),  starring  on  his 
own  WABC-TV  New  York  interview  pro- 

gram In  the  other.  BBDO  Executive  Vice 
President  Robert  L.  Foreman,  author  of 

the  just-published  "inside  tv"  novel  The 
Hot  Half-Hour.  The  match  was  somewhat 

of  a  draw.  Mr.  Hecht's  irreverence  and 

skepticism  being  neutralized  by  his  guest's 
calm  and  objective  grey-flanneled  logic. 
Referee  was  Mike  Wallace,  whose  News- 

maker Productions  Inc.  packages  the  new 

weekly-night  programs  for  the  ABC-TV 
stations. 

Mr.  Hecht  felt  admen  ran  a  close  sec- 
ond to  politicians  as  the  noisiest  bunch  of 

opinion  molders  in  America  today,  that 

they  have  made  people  "turn  off  their 
senses  .  .  .  instead  of  their  sets"  and  that 

they  had  put  the  mass  viewer  in  an  "au- 
tomatic coma."  His  question:  if  people  dis- 

like commercials,  claim  they  never  watch 
them,  why  does  American  business  spend 

millions  of  dollars  in  tv  to  bring  "millions 
more"  back?  And  why,  Mr.  Hecht  said — 
seizing  on  specific  commercials  he  disliked 

— did  commercials  have  to  be  ungrammat- 

ical?  First  case  in  point:  BBDO's  spot  for 
Wildroot  Cream  Oil  (".  .  .  The  hair  tonic 
for  men  that  women  like  to  be  near").  Mr. 
Foreman,  tongue  in  cheek,  admitted  he 

wasn't  "bright  enough  to  get  the  lack  of 

good  grammar"  involved.  He  felt  "that" 
instead  of  "who"  just  "seemed  a  better  way 
of  expressing  it  to  me  ...  it  would  be  a 

little  more  clearly  understood." 
Mr.  Hecht  on  the  Viceroy  spots  ("A 

thinking  man's  filter  ...  a  smoking  man's 
taste")  out  of  Ted  Bates  &  Co.:  "Is  it  the 
theory  that  the  person  who  buys  that  cig- 

arette will  feel  himself  a  thoughtful  man?" 
or  that  "he  seems  to  be  an  ignoramous  if 
he  doesn't  buy."  Mr.  Foreman  for  the  de- 

fense (although  his  agency  services  the  com- 

petitive Hit  Parade  brand):  "I  can  conceive 
very  readily  what  the  Viceroy  people  are 
driving  at;  that  people  who  are  thoughtful 
will  turn  to  that  brand  .  .  .  because  of  the 

effectiveness  of  the  filter"  and  that  the 

Viceroy  prospect  will  be  "thinking  about 
the  subject  of  smoking,  which  is  on  people's 
minds  these  days" — an  allusion  to  tar  and 
nicotine  contest  vi'j  a  vis  the  "cancer  scare." 

Mr.  Hecht  on  Procter  &  Gamble's  Zest 

spot  ("For  the  first  time  in  your  life  feel 
really  clean")  out  of  Benton  &  Bowles: 
"This  is  a  very  shocking  statement  ...  I 
can't  understand  how  (they)  can  attack  99% 
of  the  people,  saying  they're  naturally  un- 

clean if  they  hadn't  used  Zest,  and  expect  to 
get  their  good  will  .  .  .  their  money.  If  you 

tell  a  person  that  because  he  hasn't  done 

something  before,  he's  an  idiot,  he  feels  he's 
been  an  idiot  most  of  his  life."  Mr.  Foreman 

for  the  defense  (again):  "You  have  to  under- 
stand and  have  some  sympathy  for  the  fact 

that  advertising  does  tend  to  exaggerate 
to  a  degree  only.  I  am  always  reminded  of 

the  fact  that  when  you  wanted  people  to 

IN  the  60-second  Contadina  tomato  paste 
tv  commercial,  Stan  Freberg,  in  turn  of 

century  garb,  listens  to  Contadina  jingles 

played  over  a  gramophone.  Another  com- 
mercial features  Mr.  Freberg  playing  a 

piano  while  "girl"  (actually  Freberg  him- 
self) stands  by.  Middle  of  the  commercials 

has  home  economist  hard  sell.  Total  of  44 

spots  per  week  will  be  on  two  New  York 

stations,  WNEW-TV  and  WRCA-TV,  for 

a  period  of  eight  weeks. 

 ► 

join  the  Navy  before  it  was  compulsory 

you'd  say  'Join  the  Navy  and  see  the  world' 
not  'Swab  the  deck.'  " 

Mr.  Hecht  thereupon  asked,  "You  mean, 
fool  the  people?"  Mr.  Foreman  replied: 
"No,  just  picking  more  pleasant  aspects 
that  people  are  interested  in.  The  business  of 

stating  or  implying  that  advertising  is  mis- 

leading is  only  done  by  people  who  don't 
know  what  we  go  through  to  be  accurate  in 

the  advertisements."  Mr.  Foreman  also 
pointed  out  that  Mr.  Hecht,  in  criticising 
ads  on  a  purely  semantic  basis,  was  seizing 
on  the  audio  portion  and  ignoring  the  video 
part  which  often  told  most  of  the  story. 

Mr.  Hecht  on  Libby,  McNeill  &  Libby's 
Frozen  Orange  Juice  ("Mmm,  mmm,  that 
was  Libby's  Frozen  Orange  Juice.  Just 
about  the  yummiest  you  can  put  in  your 

tummy")  out  of  Mr.  Foreman's  BBDO: 
expressed  disbelief  when  Mr.  Foreman 
noted  the  commercial  to  be  angled  to  an 

audience  age  group  up  to  15,  said  "I  have 
written  many  bad  things  but  I  have  never 

used  the  word  'yum.'  "  Mr.  Foreman  for 
the  defense:  "I  don't  think  it's  misleading, 

because  it  is  yum  yum.  I  have  tasted  it." 
The  WABC-TV  debate  went  on  to  other 

matters  besides  specific  commercial  ex- 

amples such  as  "audience  loyalty."  Mr. 
Foreman  felt  "I  think  it  is  the  smallest  debt 
they  (viewers)  owe  the  advertiser  who  has 
spent  so  much  to  entertain  (them)  to  give 

them  the  three  minutes  that's  allotted  out 
of  a  half-hour — six  minutes  out  of  an  hour." 

He  explained  to  author  Hecht  ("it  seems 
like  much  longer  than  that")  that  close 
industry  policing  kept  violations  of  this 
rule  to  the  barest  of  minimums.  Mr.  Hecht 

then  asked  "How  do  you  account — if  I'm 
vaguely  correct — the  fact  that  people  don't 
pay  any  attention  and  buy  everything  it 

advertises?"  Mr.  Foreman  said  he  didn't 
"account."  He  said  "They  must  pay  atten- 

tion. For  instance,  we  do  a  great  deal  of 
research  that  shows  that  people  react  about 

products  that  should  be  of  some  interest 

by  purchasing  that  product." 
Mr.  Hecht  had  the  last  word.  In  fact  he 

had  many  last  words.  One  of  them:  The 

admen  arc  "making  schizophrenics  out  of 

people  .  .  .  They  don't  like  the  commercials, 

but  buy  the  products." 
Contadina  Aims  Across  Country 

With  Eight-Week  Spot  Barrage 

Contadina  Foods  (tomato  paste),  San 

Jose,  Calif.,  has  purchased  an  extensive  spot 
radio  campaign  in  12  basic  marketing  areas 
including  27  major  cities. 

The  campaign,  placed  through  Cunning- 
ham &  Walsh,  San  Francisco,  and  described 

by  the  agency  as  one  of  the  largest  spot 

radio  drives  emanating  from  a  western  com- 
pany, will  run  for  eight  weeks  beginning 

Sept.  29.  More  than  11,000  commercials 
will  be  used.  Frequencies  will  run  as  high 

as  180  per  week  in  key  cities  such  as  New 

York,  Chicago,  Philadelphia,  Detroit,  Cleve- 
land, Pittsburgh,  St.  Louis,  Los  Angeles  and 

San  Francisco. 
At  the  same  time,  Contadina  Foods  will 

use  spot  tv  in  the  New  York  market  entail- 
ing 360  one-minute  announcements  during 

the  identical  eight  weeks.  Used  in  the  drive 
will  be  radio  and  tv  commercials  produced 

by  Freberg  Ltd.  and  starring  personality 
Stan  Freberg.  The  spots  will  combine  the 
serious  with  the  bizarre. 

C&W's  senior  vice  president  and  account 
supervisor  Bob  Brisacher  noted  that  this 
will  be  the  fourth  straight  year  that  the  bulk 

of  Contadina's  advertising  budget  has  been 
concentrated  in  radio. 

Also  revealed  by  the  agency: 

•  A  merchandising  drive  has  been  set  up 
for  Contadina  to  alert  buyers  and  retail  store 

personnel  on  the  spot  radio  campaign.  Point- 
of-purchase  material  is  part  of  the  mer- 

chandising. More  than  2,500  buyers  across 
the  nation  will  receive  a  recording  of  the 
commercials  and  a  sales  message. 

•  C&W  currently  is  testing  "several  new" 
Contadina  products  in  various  cities.  The 
products  will  be  introduced  nationally 
"market  by  market"  next  year. 

Boeing  Frowns  on  Agency  Merger 

The  expected  "marriage"  between  Cal- 
kins &'  Holden  and  Burke  Dowling  Adams 

Inc.  [Advertisers  &  Agencies,  Sept.  15] 

has  run  into  some  last-minute  snags,  it  was 
learned — but  unconfirmed — last  week.  One 
of  the  witnesses  to  the  proposed  wedding, 

Boeing  Airplane  Co.,  Seattle,  apparently 
voiced  its  objection  to  the  match  for  what 

it  feels  are  two  "good  reasons."  Both  in- 
volve BDA  accounts.  Boeing — which  is  a 

C  &  H  client — is  not  too  happy  about  the 
prospect  of  being  under  the  same  agency 
roof  as  two  BDA  clients  who  do  business 

with  Boeing's  competitors.  They  are  Scan- 
dinavian Airlines  System,  which  has  on 

order  Douglas  Aircraft  Co.'s  DC-8's  and 
General  Dynamics  Corp.'s  Convair  880's. 
Another  BDA  airline  account,  Delta  Air- 

lines, likewise  has  on  order  the  Douglas 

planes.  Additionally,  BDA's  major  client, 
Curtiss-Wright  Inc.,  makes  certain  aircraft 

parts  not  bought  by  Boeing.  BDA  execu- 
tives admitted  "some  doubt"  was  in  order 
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. . .  and  that's  not  hot  air! 

If  you  want  your  product  sales  to  ascend  in  the  Baltimore  market,  consider  also: 

it  W-I-T-H  gives  lowest  cost  per  thousand  listeners— by  far— of  any  local  station. 

it  W-I-T-H  gives  complete,  no-waste  coverage  of  the  purchasing  area  that  counts, 

it  W-I-T-H  has  imaginative  programming  for  the  whole  family — 24  hours  a  day. 

it  W-I-T-H  gives  powerful  merchandising  to  your  product  no  other  station  can  match. 

Send  up  your  "trial  balloon"! 

Contact  Tom  Tinsley,  Pres.;  R.  C.  Embry,  Vice  Pres.;  or  your  nearest  W-I-T-H  national  representative: 

Select  Station  Representatives  in  New  York,  Philadelphia,  Baltimore,  Washington 
Clarke  Browne  Co.  in  Dallas,  Houston,  Denver,  Atlanta,  Miami,  New  Orleans 

McGavren-Quinn  in  Chicago,  Detroit  and  West  Coast 
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One-man  bands  are  dandy  .  .  .  BUT 

If  you  want  to  make  music  that'll  move  millions,  you 
need  more  men.  Not  only  musicians,  but  behind-the- 

scenes  people,  too.  WJR  has  got  'em — well  over 
a  hundred — including  musicians,  singers,  arrangers, 
directors,  producers,  writers  and  such.  Now  all  these 

folks  cost  more  to  maintain  than  a  couple  of  "disc 

jockeys,"  but  when  you  cater  to  the  musical  whims  of 

an  audience  as  large  as  WJR's  you  find  they're  very 
necessary. 

For  instance — WJR's  music  motto  is  "Music  for  every 

taste" — and  planning  a  musical  menu  for  its  many 
listeners  requires  experts  in  the  classics,  choral  arrange- 

ments, folk  songs,  religious  music,  band  music  and  other 

kinds,  as  well  as  the  current  favorites.  And  WJR's  got 

the  experts.  Furthermore,  WJR's  audience  appreciates 
the  variety  and  quality  of  music  that  they  get. 

We  know  this  by  their  letters — advertisers  know  it  by 

the  results  they  get.  You  can  find  it  out  by  checking  an 

Alfred  Politz  survey,  which  shows  WJR  as  the  No.  1 

radio  station  in  the  Detroit-Great  Lakes  area.  If  you've 
got  a  product  or  service  to  sell,  call  your  Henry  I. 

Christal  man,  he'll  show  you  how  WJR  can  help  you 

make  music  that  will  have  your  sales  department  danc- 

ing circles  around  competition. 
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ADVERTISERS  &  AGENCIES  CONTINU 

concerning  the  merger,  but  C  &  H  Board 
Chairman  J.  Sherwood  Smith  said  the  mat- 

ter was  not  dead.  He  indicated  there  would 

be  "one  more  meeting"  at  which  a  "final 
decision"  would  be  arrived  at. 

SSC&B  Volume  at  $45  Million 

As  Agency  Leases  Larger  Space 

Sullivan,  Stauffer,  Colwell  &  Bayles,  New 
York,  is  now  billing  in  television  at  the  rate 
of  $24.3  million  per  year,  it  was  revealed 
last  week  by  the  agency.  Total  billing  was 
estimated  at  the  yearly  rate  of  $45  million. 

The  billing  figures  were  contained  in  a 
special  release  from  SSC&B  noting  it  has 
completed  its  move  to  quarters  at  the 
new  Gold  Skyscraper  Building  at  575  Lex- 

ington Ave.  SSC&B  now  has  more  than 
doubled  its  previous  space  at  477  Madison 

Ave.,  occupying  four  floors  in  the  Lexing- 
ton Ave.  building.  The  new  quarters  have 

increased  tv  and  radio  facilities. 

SSC&B  started  July  1,  1946,  with  a  small 

staff  in  a  15-room  apartment  in  the  old 
Marguery  apartment-hotel.  It  then  billed 
$3.5  million  a  year.  Today,  20%  of  its 
employes  own  stock  in  the  agency,  and  its 

client  list  includes  blue-chip  advertisers. 

All  22  Divisions  of  Kroger  Co. 

Now  Handled  by  Campbell-Mithun 

As  anticipated,  Campbell-Mithun  Inc.  has 
inherited  the  remaining  half  of  Kroger  Co. 
business  (11  divisions)  to  be  released  by 

Campbell-Ewald  Co.  in  Detroit  Nov.  1 
[Advertisers  &  Agencies,  Sept.  8]. 

Campbell-Mithun  in  Chicago  will  serve 
22  divisions,  plus  the  manufacturing  unit  of 
Kroger,  giving  it  an  estimated  total  of  $3 
million  in  national  billings,  it  is  estimated 
by  W.  J.  Sanning,  advertising  manager.  He 

estimates  that  radio-tv  billings  are  running 
about  $2.5  million. 

Kroger  first  assigned  one  division  to  C-M 
in  1956  and  later  moved  10  others  to  that 

agency.  Campbell-Ewald  got  its  share  of  the 
22  divisions  from  Ralph  H.  Jones  Co.,  Cin- 

cinnati, in  a  July  1957  realignment. 

Airlines  Favor  Radio  News, 

New  Study  by  RAB  Concludes 

An  analysis  of  airline  advertising  strategy 
by  the  Radio  Advertising  Bureau  indicates 
that  radio  news  programs  and  adjacencies 
to  such  broadcasts  are  prime  favorites  of 

the  nation's  airlines. 
The  practices  of  the  various  airlines  are 

contained  in  the  second  of  RAB's  new  series 

of  "Radio-Activity  Reports,"  distributed  to 
bureau  members  last  week.  The  report  is 

part  of  a  continuing  study  of  the  radio  ad- 
vertising strategy  of  leading  companies  in 

specific  categories  of  business  (the  first  re- 
port was  on  brewers). 

The  latest  report  shows  that  airline  ad- 
vertisers lean  to  heavy  announcement  sched- 

ules in  on-line  cities;  saturation  coverage  in 

early-morning  and  early-evening  time  pe- 
riods and  wide  use  of  jingles  and  sound 

effects.  Information  on  the  practices  of  such 
companies  as  Delta  Airlines,  Trans  World 

Airlines,  Trans-Texas  Airways  and  North 
Central  Airlines  is  provided,  detailing  the 
various  approaches  in  their  radio  advertising 

programs. 

LATEST  RATINGS 

7.  Wells  Far'go 8.  GE  Theatre 8.  GE  Theatre 
9.  Top  Ten  Lucy  Shows 

10.  Price  Is  Right— 10:00 

p.m. 

26.3 26.3 
26.0 

25.9 

TOP  10  NETWORK  PROGRAMS 

Tv  Report  for  August 

No.  Viewers 
Rank  (000) 
1.  Gunsmoke  44,900 
2.  Have  Gun,  Will  Travel  34,630 
3.  I've  Got  a  Secret  30,900 
4.  Ed  Sullivan  30,160 
5.  /  Love  Lucy  27,930 
6.  Real  McCoys  27,630 
7.  Wells  Fargo  26,840 
8.  Price  Is  Right  26,460 
9.  GE  Theatre  26,010 

10.  Alfred  Hitchcock  Presents  25,390 

Rank  Rating 
1.  Gunsmoke  42.6 
2.  Have  Gun,  Will  Travel  31.8 

3.  What's  My  Line  31.3 
4.  I've  Got  a  Secret  30.8 
5.  Price  Is  Right  27.9 
6.  Wells  Fargo  27.7 
7.  /  Love  Lucy  27.0 
8.  Ed  Sullivan  25.8 

Twenty -One  25.8 
10.  Alfred  Hitchcock  Presents  25.6 

GE  Theatre  25.6 
Wyatt  Earp  25.6 

Copyright  1958  American  Research  Bureau  Inc. 

AVERAGE  AUDIENCE:!: 

No.  Homes 
Rank  (ooo) 
1.  Gunsmoke  1  4,577 
2.  I've  Got  a  Secret  11,094 
3.  Buckskin  11,008 
4.  Have  Gun,  Will  Travel  10,750 
5.  Alfred  Hitchcock  Presents  9,976 
6.  GE  Theatre  9,847 
7.  Top  Ten  Lucy  Shows  9,804 
8.  Wells  Fargo  9,804 
9.  Price  Is  Right— 10:00  p.m.  9,761 

10.  Wyatt  Earp  9,374 

Rank                                           %  Homes* 
1.  Gunsmoke  34.7 
2.  I've  Got  a  Secret  26.3 
3.  Buckskin  26.3 
4.  Have  Gun,  Will  Travel  25.8 
5.  Alfred  Hitchcock  Presents  24 .1 
6.  GE  Theatre  24.0 
7.  Top  Ten  Lucy  Shows  23.6 
8.  Price  Is  Right— 10:00  p.m.  23.5 
9.  Wells  Fargo  23.3 

10.  Wyatt  Earp  22.6 

(f)  Homes  reached  by  all  or  any  part  of  the 
program,  except  for  homes  viewing  only 
1  to  5  minutes. 

{%)  Homes  reached  during  the  average  minute 
of  the  program. 

*  Percented  ratings  are  based  on  tv  homes 
within  reach  of  station  facilities  used  by 
each  program. 

Copyright  1958  A.  C.  Nielsen  Co. 

TOP  10  NETWORK  PROGRAMS 

Tv  Report  for  July  27-Aug.  9 
TOTAL  AUDIENCEf 

No.  Homes Rank (000) 

1. Gunsmoke 15,652 2. I've  Got  a  Secret 12,470 
3. Buckskin 12,255 
4. 

Ed  Sullivan  Show 
11,825 

5. 

Have  Gun,  Will  Travel 
11,653 6. Alfred  Hitchcock  Presents 11,438 

7. Wells  Fargo 
11,051 

8. GE  Theatre 10,793 
9. Top  Ten  Lucy  Shows 10,793 

10. Price  Is  Right— 10:00  p.m. 10,750 

Rank 

%  Homes* 
1. Gunsmoke 37.3 
2. I've  Got  a  Secret 29.5 
3. Buckskin 29.3 
4. Ed  Sullivan  Show 

28.1 

5. 

Have  Gun,  Will  Travel 
27.9 

6. Alfred  Hitchcock  Presents 27.6 

TOP  10  NETWORK  PROGRAMS 

Tv  Report  for  August  1-7 
Rank 

Rating 

1. Gunsmoke 
27.0 

2. I've  Got  a  Secret 
21.5 

3. Alfred  Hitchcock 

21.3 
4. 

I  Love  Lucy 
20.7 

5. What's  My  Line 

19.6 
6. Decision 18.4 
7. Price  Is  Right 18.4 
8. GE  Theatre 17.5 

9. Wells  Fargo 16.4 10. 

Have  Gun,  Will  Travel 
16.3 

Copyright  1958  Trendex  Inc. 

BACKGROUND:  The  following  programs, 
in  alphabetical  order,  appear  in  this 
week's  Broadcasting  tv  ratings  roundup. 
Information  is  in  following  order:  pro- 

gram name,  network,  number  of  stations, 
sponsor,  agency,  day  and  time. 

Buckskin  (NBC-181):  Ford  (JWT),  Thurs. 
9:30-10  p.m. 

Decision  (NBC-144)  :  P&G  (B&B),  Sun.  10- 
10:30  p.m. 

GE  Theatre   (CBS -132):  General  Electric 
(BBDO),  Sun.  9-9:30  p.m. 

Gunsmoke    (CBS -172):   Liggett   &  Myers 
(D-F-S),    alternating    with  Remington 
Rand  (Y&R),  Sat.  10-10:30  p.m. 

Have  Gun,  Will  Travel  (CBS-148) :  Lever 
(JWT),  alternating  with  American  Home 
Products  (Bates).  Sat.  9:30-10  p.m. 

Alfred  Hitchcock  (CBS-118):  Bristol-Myers 
(Y&R),  Sun.  9:30-10  p.m. 

I   Love   Lucy    (CBS-146):   General  Foods 
(B&B),  Mon.  9-9:30  p.m. 

I've  Got  a  Secret  (CBS-170) :  R.  J.  Reyn- 
olds (Esty),  Wed.  9:30-10  p.m. 

Price  Is  Right  (NBC -150) :  participating 
sponsors,  Mon.-Fri.  11-11:30  a.m. 

Price  Is  Right  (NBC-161):  Lever  Bros. 
(JWT),  Thurs.  10-10:30  p.m. 

Real  McCoys  (ABC-121) :  Sylvania  (JWT), 
Thurs.  8:30-9  p.m. 

Ed  Sullivan  (CBS-159):  Mercury  (K&E), 
Eastman-Kodak  (JWT),  Sun.  8-9  p.m. 

Top  10  Lucy  Shows  (CBS-146):  General 
Foods  (B&B),  Mon.  9-9:30  p.m. 

Twenty-One  (NBC -151) :  Pharmaceuticals 
(Kletter),  Mon.  9-9:30  p.m. 

Weils  Fargo  (NBC-161):  Buick  (M-E). 
American  Tobacco  (SSC&B),  Mon.  8:30- 

9  p.m. What's  My  Line  (CBS-101) :  Helene  Curtis 
(M-E),  alternating  with  Kellogg  (Bur- 

nett), Sun.  10:30-11  p.m. 
Wyatt  Earp  (ABC-137):  General  Mills (D-F-S),  Procter  &  Gamble  (Compton), 

Tues.  8:30-9  p.m. 
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ADVERTISERS  &  AGENCIES  continued 

POWERFUL 

WATTS 

reaching  5,500,000  people  .  . . 

at  an  AMAZINGLY  LOW,  LOW 

COST-PER-THOUSAND! 

DELIVERS  THE 

2nd  LARGEST  MARKET 

IN  NEW  YORK  STATE... 

GREATER  LONG  ISLAND 

(NASSAU-SUFFOLK) 

RETAIL  STORE  SALES 

$2,358,018 

"PULSE"  proves  WHLI  HAS  THE 
LARGEST  DAYTIME  AUDIENCE  IN 

THE  MAJOR  LONG  ISLAND  MARKET. 

►10,000  WATTS 

WHLI 

AM  1100 

HEMPSTEAD 
th  WW  ̂  

IONC  ISLAND.  N  Y. 

B&B's  Lind  Explains 

Uncertainties  of  Cost 

What  goes  into  the  production  of  a  tele- 
vision commercial? 

Raymond  A.  Lind,  vice  president  and 
head  of  tv  commercial  production,  Benton 
&  Bowles,  New  York,  last  week  spent  a 

lunch-hour  facing  a  roomful  of  stern  critics, 
the  agency  controllers  with  whom  he  and 
his  colleagues  must  do  battle  just  about 

every  working  day.  He  wanted  to  get  on 

the  record  "The  Human  Factor  [In  Tv  Com- 

mercial Production]  Versus  Cost." 
Mr.  Lind  spoke  before  the  10th  anniver- 

sary luncheon  of  the  advertising  agency 
financial  management  group  of  the  New 
York  Credit  &  Fi-   

nancial  Manage- 
ment Assn.  The 

group,  representing 
about  60  advertising 

agencies,  is  com- 
prised almost  wholly 

of  secretary-treas- 
urers and  control- 

lers. Its  newly-in- 
stalled chairman  is 

Irving  J.Paulus,  sec- 
retary-treasurer of 

Warwick  &  Legler 

Inc.  He  succeeded  Clayton  Huff,  assistant 
treasurer,  BBDO. 

By  means  of  illustrations,  Mr.  Lind  ex- 
plained how  and  why  tv  production  affects 

costs,  how  costs  are  controlled  and  why  the 
men  with  the  ledgers  ought  to  consider  the 

"human  element." 
Mr.  Lind  said  the  producer  must  wear  two 

hats.  He  must  be  both  a  creator  and  an  ad- 

ministrator. Regarding  the  latter,  he  must 

pre-determine  costs,  obtain  competitive  bids, 
recommend  (to  the  client)  the  best  buy  for 

the  money.  He  must  adhere  closely  to  the 

MR.  LIND 

budget;  he  must  coordinate  every  last  detail, 
involve  himself  in  set  design,  styling,  casting, 

recording,  screenings,  printing  and  even 
jurisdictional  union  problems.  Whatever  he 

does,  he  must  keep  a  fixed  eye  on  "the  3 
R's" — "rejection,  revision  and  refinement." 

Mr.  Lind,  in  detailing  the  complexities  of 

the  producer's  craft,  noted  that  a  three 
second  tropical  sunset,  for  example,  in- 

volves "location  hunting,  right  trees  and 
foliage,  good  weather  conditions,  right  sea- 

son of  the  year,  travel  problems  of  crew 

and  gear,  subsistence  of  personnel,  etc." 
The  company  that  shot  the  three-second 
sunset  took  a  week  and  a  half  to  do  it  prop- 

erly. This,  he  said,  was  for  an  industrial 

film.  But  what  of  the  tv  commercial?  "We 
have  20  seconds  to  a  minute  and  a  half,  with 
up  to  10  or  12  different  scene  changes,  all 
to  be  shot  in  approximately  two  days.  This 
is  the  reason  decisions  have  to  be  made  at 

the  storyboard  stage  whether  or  not  to  in- 
clude a  particularly  difficult  or  costly  scene 

in  a  commercial." He  concluded,  "maybe,  after  a  study,  you 
decide  that  the  expensive  effect  is  worth  it. 
But  this  must  be  decided  before  the  shoot- 

ing. Thus,  the  classic  question,  'how  much 
does  it  cost  to  produce  a  one-minute  com- 

mercial?' has  no  answer  .  .  .  except  in  terms 

of  a  specific  storyboard." 

Nearly  Half  of  Citrus  Budget 

Earmarked  for  CBS-TV  Shows 

A  package  deal  involving  three  shows, 

and  worked  out  in  just  a  week  with  CBS- 
TV,  was  approved  Tuesday  (Sept.  16)  by  the 
Florida  Citrus  Commission  as  the  back- 

bone of  its  1958-59  advertising  program 
in  behalf  of  the  new  orange  and  grapefruit crops. 

The  citrus  commission,  a  12-member 
state  agency  composed  of  industry  leaders 
and  headquartered  in  Lakeland,  Fla.,  acted 

Represented  by  Gill-Perna 

The  Next  1 0  Days 

of  Network  Color  Shows 

(all  times  EDT) 

CBS-TV 

Colorcasting  schedule  suspended  until 
Oct.  8. 

NBC-TV 

Sept.  22-26,  29,  30  (12:30-1  p.m.)  It 
Could  Be  You,  participating  sponsors. 

Sept.  22-26,  29,  30,  Oct.  1  (2:30-3  p.m.) 
Haggis  Baggis,  participating  sponsors. 

Sept.  22,  29  (7:30-8  p.m.)  Haggis  Bag- 
gis, sustaining. 

Sept.  23  (8-9  p.m.)  George  Gobel  Show, 
RCA  through  Kenyon  &  Eckhardt  and 

Liggett  &  Myers  through  McCann-Erick- 
son. 

Sept.  24,  Oct.  1  (8:30-9  p.m.)  The  Price 
Is  Right,  Lever  Bros,  through  J.  Walter 
Thompson  and  Speidel  through  Norman, 

Craig  &  Kummel. 

Sept.  24,  Oct.  1  (9-10  p.m.)  Kraft  Mys- 
tery Theatre,  Kraft  Foods  Co.  through 

J.  Walter  Thompson. 

Sept.  25  (7:30-8  p.m.)  Tic  Tac  Dough, 
Warner-Lambert  through  Lennen  &  New- 

ell and  RCA-Victor  through  Kenyon  & 
Eckhardt. 

Sept.  26  (8-9  p.m.)  Further  Adventures 
of  Ellery  Queen,  RCA  through  Kenyon  & 
Eckhardt. 

Sept.  27  (8-9  p.m.)  Perry  Como  Show, 
participating  sponsors. 

Sept.  28  (7:30-8  p.m.)  Northwest  Pas- 
sage, sustaining. 

Sept.  28  (8-9  p.m.)  Steve  Allen  Show, 
Greyhound  through  Grey,  DuPont 
through  BBDO,  and  Polaroid  through 

Doyle  Dane  Bernbach. 

Sept.  28  (9-10  p.m.)  Chevy  Show,  Chev- 
rolet through  Campbell-Ewald. 

Sept.  30  (8-9  p.m.)  Eddie  Fisher  Show, 
RCA  through  K&E  and  Liggett  &  Myers 

through  M-E. 
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HERE'S  HOW  KTHS  NEWS  DEPARTMENT 

CAN  CONTINUE  TO  FEED  NEWS  TO  YOU 

ON  "THE  LITTLE  ROCK  STORIES" 

During  the  past  3  weeks  Bill  Neel,  News  Director  of  KTHS,  has  received 

several  hundred  calls  from  stations  all  over  the  nation,  asking  for  a 

news  feed  on  the  latest  lead  in  "The  Little  Rock  Story". 

He  and  his  staff  have  been  working  around  the  clock  to  oblige  in  every 

instance.  As  this  ad  is  being  written,  it  appears  that  "The  Little  Rock 

Story"  will  continue  making  news  during  the  weeks  and  months  ahead. 

Since  coverage  of  such  an  extended  nature  will  literally  swamp  our 

news  department,  it  is  necessary  that  we  make  a  nominal  charge  of 

$5.00  per  minute  to  feed  latest  news  breaks  to  stations  desiring  this 

service. 

If  you  are  interested  in  presenting  this  up-to-the-minute  news  coverage 

to  your  audience,  please  contact  Bill  Neel,  direct.  He  will  then  provide 

you  with  the  most  complete  local  news  coverage  of  "The  Little  Rock 

Story". 

KTHS 
50,000  Im  mm  1090 

watts  KC 

Great  Voice  of  Arkansas 

LITTLE  ROCK 

Broadcasting 
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ADVERTISERS  &  AGENCIES  continued 

on  recommendation  of  its  agency.  Benton 

&  Bowles,  in  approving  expenditure  of  ap- 
proximately $1,456,000  for  partial  sponsor- 

ship of  the  What's  My  Line?  the  Douglas 
Edwards  news  show,  and  Perry  Mason. 

The  television  buy  represents  nearly  half 

the  $3  million  budget  set  up  by  the  com- 
mission for  the  fiscal  year  which  began 

July  1.  Already  committed  from  this  amount 

is  $350,000  for  the  July-October  period, 

all  in  magazines  and  newspapers.  The  ma- 
jor phase  of  the  program,  budgeted  at  $2,- 

650,000,  will  begin  Nov.  1.  It  was  this  part 
of  the  program  which  was  outlined  here 
Tuesday  by  Benton  &  Bow  les  and  approved 
by  the  commission. 

A.  W.  Hoblcr,  chairman  of  the  agency's 
executive  committee,  told  the  commission 

members  that  a  heavy  magazine  schedule 
would  have  been  presented  this  week  for 
approval  had  the  tv  package  not  become 

available.  As  it  is,  magazines  will  get  $580,- 
000,  or  less  than  20 %  of  the  $3  million 

budget. 

Newspapers  are  slated  for  $590,000,  plus 
another  $76,000  for  Sunday  supplements, 

i  The  remainder  of  the  1 2-month  budget, 
nearly  $300,000,  will  go  for  a  Canadian 
campaign  (approximately  $100,000),  trade 
paper  advertising,  a  special  drive  in  Florida 
for  gift  fruit  shippers,  and  for  production 
costs. 

During  the  1957-58  season,  tv  time  ac- 
counted for  $1,950,000,  about  two-thirds 

of  the  $2,890,000  consumer  advertising 

program. 
The  television  sponsorship  will  begin 

in  December.  From  mid-December  to  late 

June,  the  commission  will  sponsor  part  of 

the  Doug  Edwards  news  show  Friday  eve- 
nings; in  December  and  January  the  citrus 

board  will  be  an  alternate  sponsor  Sunday 

nights  on  What's  My  Line?,  and  from  Feb- 
ruary through  most  of  June  Perry  Mason 

will  carry  citrus  commercials  on  Saturday 

nights. 

Trendex  Expands  Into  Local  Tv 

,  Trendex  Inc.,  New  York,  will  produce 
focal  tv  rating  reports  on  a  regular  basis 
i|or  the  first  time.  The  firm  said  last  week  its 

reports,  using  the  telephone  coincidental 
method,  will  cover  50  cities  by  the  end  of 
this  year.  The  first  group  of  15  cities  will 
be  reported  in  October,  17  additional  cities 

ACTIVITY 
HOW  PEOPLE  SPEND  THEIR  TIME 

There  were  125,601,000  people  in  the  U.  S.  over  12  years  of  age  during  the  week 

Sept.  7-13.  This  is  how  they  spent  their  time: 

68.1%    (85,534,000)  spent    1,652.5  million  hoursf    watching  television 

58.1%    (72,974,000)  spent    1,077.8  million  hours    listening  to  radio 

83.4%  (104,751,000)  spent     409.7  million  hours    reading  newspapers 

37.5%    (47,100,000)  spent     213.0  million  hours    reading  magazines 

24.2%    (30,395,000)  spent  325.5  million  hours         watching  movies  on  tv 

35.1%    (44,054,000)  spent      184.3  million  hours    attending  movies* 

These  totals,  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published 

exclusively  by  Broadcasting  each  week,  are  based  on  a  48-state,  random  dispersion 

sample  of  7,000  interviews  (1,000  each  day).  Sindlinger's  weekly  and  quarterly 
"Activity"  report,  from  which  these  weekly  figures  are  drawn,  furnishes  comprehen- 

sive breakdowns  of  these  and  numerous  other  categories,  and  shows  the  duplicated 

and  unduplicated  audiences  between  each  specific  medium.  Copyright  1958  Sindlinger 

&  Co. 

t  Hour  totals  are  weekly  cumulative  figures.  People — numbers  and  percentages — are  figured 
on  an  average  daily  basis. 

*  All  people  figures  are  average  daily  tabulations  for  the  week  with  exception  of  the 
"attending  movies"  category  which  is  a  cumulative  total  for  the  week.  Sindlinger  tabulations 
are  available  within  2-7  days  of  the  interviewing  week. 

SINDLINGER'S  SET  COUNT:  As  of  Sept.  1,  Sindlinger  data  shows:  (1)  110,650,000 
people  over  12  years  of  age  see  tv  (88.1%  of  the  people  in  that  age  group); 
(2)  42,847,000  households  with  tv;  (3)  47,179,000  tv  sets  in  use  in  U.  S. 

in  November  and  another  group  of  19  in 
December.  The  reports  will  be  divided  into 

sections,  one  on  the  amount  and  distribu- 
tion of  the  tv  audience,  station  by  station 

and  program  by  program,  and  the  other 

dealing  with  "brand  share  of  the  market" 
indexes  covering  20  brand  categories.  Tren- 

dex up  to  this  time  has  confined  its  regular 
reports  to  program  popularity  ratings  based 
on  telephone  interviews  in  20  cities. 

'Complete'  Tv  Ratings 
To  Be  Offered  by  ARB 

The  American  Research  Bureau's  "Com- 

plete Tv  Rating  Service  for  1959"  will  be 
available  beginning  next  month. 

Included  in  this  package  will  be  the  "One- 
week/ Four-week"  report,  begun  experi- 

mentally in  May  1957.  These  studies,  which 
will  cover  over  100  markets  on  a  regular 

basis,  give  both  specific  ratings  for  each 
program  and  monthly  average  ratings  for 

WHERE 

PEOPLE 

LIVE,  LISTEN 

AND  BUY. 

'ntermountain  Network  Affiliate 
KMON 

GrCat  Fa"S'  ̂ na-5,000  watts  at  560 

s  FIRST* 
15  C°UntieS  *-  *  "oSperoos  Mo„,ana 

*PULSE-Feb. 

HEADQUARTERS:  SALT  LAKE  CITY  -  DENVER 
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each  time  period.  Daytime  as  well  as  night- 
time audience  composition  figures  will  be 

furnished.  Said  one  ARB  official,  "Not 
much  can  be  hidden — not  many  best  feet 
can  be  pushed  forward  under  the  double 

scrutiny  of  the  One-week/ Four-week  tech- 

nique." 

ARB's  other  services  are  the  instantane- 
ous Arbitron  single-city  (New  York,  Chi- 

cago and  Los  Angeles)  and  multi-city  (New 

York,  Chicago,  Cleveland,  Detroit,  Phila- 
delphia, Baltimore  and  Washington)  studies 

and  twice-monthly  Tv-National  reports, 
based  on  sampling  of  every  county  in  the country. 

ARB  Director  Jim  Seiler  stated  in  refer- 

ence to  the  new  package,  "We  expect  to 
provide  our  agency  and  advertiser  clients 
with  the  most  comprehensive  and  reliable 

television  timebuying  and  audience  evalua- 

tion tools  ever  made  available." 

AGENCY  APPOINTMENTS 

Fun  Bilt  Toys  Inc.,  L.  A.,  appoints  Killings- 
worth-Moreland,  L.  A. 

Whitehall  Labs  appoints  Street  &  Finney, 

N.  Y.,  for  its  Sperti  Ointment. 

American  Optical  Co.,  Southbridge,  Mass., 

for  ophthalmic  division  and  all  national 
consumer  advertising  of  company,  appoints 
Fuller  &  Smith  &  Ross,  N.  Y. 

Cool-Ray  Inc.,  Chelsea,  Mass.,  manufactur- 
er of  optically  ground  and  polished  sun 

glasses,  appoints  Fuller  &  Smith  &  Ross 
Inc.,  N.  Y.,  with  Gordon  Zern,  FSR  v.  p. 
as  account  executive,  and  Carroll  Pfeifer, 

agency  v.  p.,  account  supervisor. 

Alpha  Beta  Food  Markets  Inc.,  51 -store 
Southern  California  chain,  appoints  Dona- 

hue &  Coe,  L.A.,  as  its  agency.  Account, 
billing  in  excess  of  $750,000,  leaves  Hixson 
&  Jorgensen,  L.A.,  effective  Oct.  1. 

Broadcasting 
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ABC-TV  PREVIEWS  EXPANDED  BILL 

NOT  ABC-TV'S  AX 
ABC-TV  President  Oliver  Treyz 

held  out  the  olive  branch  to  news- 

paper tv  critics  during  a  closed-circuit 
preview  of  the  new  fall  season  (see 

adjacent  story),  even  though  his  net- work has  not  been  in  direct  conflict 
with  the  press. 

Mr.  Treyz  in  his  opening  remarks 
referred  to  another  network  head 

(Robert  Sarnoff,  NBC  board  chairman) 

using  "hard  words"  on  newspaper 

coverage  and  treatment  of  tv  enter- 
tainment and  of  the  medium  itself. 

"Those  hard  words  did  not  speak  for 
ABC,"  Mr.  Treyz  said. 

He  said  ABC-TV's  "emergence  .  .  . 
to  competitive  equality  with  the  other 
networks  has  not  been  the  result  of 

lashing  back  at  criticism,"  that  the  op- 

posite was  true,  and  that  the  network's 
"respect  for  the  opinions  of  the  press, 

and  our  willingness  to  heed  its  coun- 

sel, has  been  a  substantial  factor"  in 
its  "maturing."  ABC-TV,  he  said,  will 

continue  the  policy,  "not  in  the  spirit 
of  'buttering  you  up,'  but  because  we 
are  convinced  that  your  opinions  are 

honestly  motivated,  constructively 

meant  and  directly  rendered." 

ABC-TV  Wednesday  (Sept.  17)  previewed 

its  1958-59  season,  revealing  publicly  for 

the  first  time  its  new  "Operation  Daybreak" 
and  a  strengthened  nighttime  lineup  of 
scheduled  shows. 

Accent  of  the  network's  season  beginning 
this  fall  will  be  on  more  live  programs,  ad- 

ditional hours  of  programming,  more  time 

sold  and  10  different  types  of  programming. 

Participating  in  the  preview  program — a 
one-hour  closed-circuit  telecast  to  newsmen 
and  affiliates  in  more  than  80  cities — were 
ABC-TV  President  Oliver  Treyz  and  Vice 
President  Thomas  W.  Moore,  who  is  in 

charge  of  programming. 

Mr.  Treyz  said  the  network  was  backing 

its  effort  this  season  with  "over  $40  million 
invested  in  brand  new  programming  to  add 
to  our  continuing  investment  of  the  past 

season." 
"Operation  Daybreak"  will  add  nearly  80 

new  quarter-hours  of  programming  to  the 
daytime  schedule  of  ABC-TV.  The  projected 
program  block  gets  underway  Oct.  13.  Since 
its  inception  this  summer,  the  time  made 
available  has  been  increased  from  60  to  80 

quarter-hours  [Closed  Circuit,  Sept.  8] 
Seventeen  advertisers,  including  several  han- 

dled by  Young  &  Rubicam,  have  been 

signed  for  nearly  70  quarter-hours  [Adver- 
tisers &  Agencies,  July  14,  et  seq.]. 

The  new  daytime  schedule  will  open  net- 
work programming  Monday-Friday  at  11 

a.m.  with  the  half-hour  Day  in  Court  (dra- 
matic recreations  of  court  trials),  and  will 

follow  with  The  Peter  Lind  Hayes  Show, 

11:30-12:30  p.m.;  Mother's  Day  (panel 
show)  12:30-1  p.m.;  The  Liberace  Show 

1-1:30  p.m.)  Chance  for  Romance  2-2:30 
p.m.,  and  picking  up  at  3  p.m.  with  the 
half-hour  Beat  the  Clock  audience  participa- 

tion program.  A  show  to  be  slotted  at  1:30- 
2  p.m.  has  not  yet  been  announced. 

Mr.  Treyz  said  that  ABC-TV's  evening 
schedule  now  will  be  "more  than  50%  live 
.  .  .  compared  to  one-third  last  year  and  the 

daytime  schedule  will  be  over  90%  live." 
He  said  10  of  the  21  evening  programming 
hours  are  new  shows,  with  another  20  hours 

of  new  shows  being  supplied  in  the  daytime. 

Mr.  Moore  outlined  ABC-TV's  program- 
ming precept  as  including  five  approaches: 

re-programming  of  time  periods  where  audi- 
ences were  not  up  to  expectations  and  of 

periods  in  which  ABC-TV  wanted  the  most 
desirable  product,  changing  the  format  of 

several  key  nighttime  shows  to  gain  addition- 
al audience  interest  and  impact,  rescheduling 

certain  programs  to  take  advantage  of  com- 
petitive situations  and  a  desire  to  become 

"for  the  first  time  a  full-time  network  oper- 

ation in  the  daytime." 
AB-PT  President  Leonard  Goldenson, 

speaking  in  Hollywood  where  he  is  scout- 

ing program  material  for  the  1959-60  sea- 

son, pledged  that  ABC-TV  will  continue  to 

pioneer  in  the  development  of  new  trends 

and  new  personalities  in  live  tv  as  it  has  in 
the  past  few  years  with  filmed  programs. 
Now  that  the  network  has  enough  affiliates 
to  reach  90%  of  U.  S.  tv  homes  live,  he 
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said,  ABC-TV  programming  is  swinging 
toward  live  rather  than  filmed  shows. 

Citing  Encounter,  a  live  dramatic  series 
which  ABC-TV  is  getting  from  CBC,  Mr. 

Goldenson  said,  "we'll  go  to  Canada,  Europe 
or  Japan — anywhere  that  good  programs  are 

available." Stating  that  many  program  negotiations 

are  underway  for  1959-60,  Mr.  Goldenson 
declined  to  reveal  any  details  at  this  time. 
He  did  say,  however,  that  in  place  of  the 
two  or  possible  three  special  programs  which 

Bing  Crosby  will  do  on  ABC-TV  in  1958-59, 
the  following  year  should  find  many  more 

special  programs,  perhaps  one  every  three 
weeks. 

Asked  about  color,  he  repated  what  he  has 

said  many  times  before,  that  ABC-TV  will 
get  into  color  when  the  public  has  bought 

enough  color  receivers  to  provide  a  reason- 
able audience.  Of  the  $1.5  million  spent  to 

modernize  the  WBKB  (TV)  studios  in  Chi- 
cago and  the  $4.5  million  to  rebuild  WXYZ- 

TV  Detroit,  both  network-owned,  about  half 
of  the  money  has  gone  into  preparations  for 
colorcasting,  he  said.  Two  color  studios 
will  be  completed  in  Los  Angeles  in  the 
next  six  to  nine  months  and  two  of  the 

biggest  color  studios  in  New  York  will  be 

constructed  at  St.  Nick's  Arena,  which  the 
network  has  acquired. 

The  250,000  color  sets  out  now  are  "for 
the  birds"  so  far  as  tv  circulation  figures 
go,  Mr.  Goldenson  stated,  adding  that  ABC- 
TV  will  not  go  into  color  programming  this 

year.  "But  we  want  to  be  prepared  to  move 
into  color  as  soon  as  color  starts  to  move." 

ABC-TV  has  no  present  plans  for  edi- 
torializing, he  said,  but  the  network  does 

plan  to  continue  to  present  programs  of  spe- 

Television's  future  growth  "will  not  be 
in  reaching  more  homes"  but  in  "providing 
the  people  in  those  homes  with  more  ex- 

citing and  better  programming,"  Louis  G. 
Cowan,  president  of  the  CBS-TV  network, 
asserted  last  week. 

Mr.  Cowan  ranged  across  programming, 
critics,  tv  costs  and  quiz  shows  (see  page  48) 
in  his  first  major  speech  since  he  became 
head  of  the  network.  He  spoke  before  the 
Pittsburgh  Ad  Club  last  Tuesday. 

He  told  the  group  that  in  his  view  "the 
next  big  step  in  television  will  be  in  its 
continued  betterment  of  programs.  It  must 
continue  to  improve  in  quality  and  in 
stature  if  it  is  to  be  the  vital  force  that 

all  of  us  expect  it  to  be." 
Up  to  now,  he  said,  television  for  the 

most  part  has  borrowed  from  radio,  the 
theatre,  motion  pictures  and  the  lecture 
platform  and  its  people  have  come  mainly 
from  these  backgrounds.  But  for  the  future, 

he  counseled,  it  "must  more  than  ever 
develop  its  own  new  forms,  new  people, 

new  creative  talents,  new  techniques."  He 
continued: 

"By  this  I  do  not  mean  .  .  .  that  there 

cial  public  interest,  such  as  last  season's Report  Card,  U.  S.  A.  One  such,  now  being 

prepared  by  Walt  Disney,  is  Romance  of 
Numbers  with  Donald  Duck.  The  idea  of 

the  program,  Mr.  Goldenson  said,  is  to  en- 

courage youngsters  to  gain  the  mathemat- 

ical background  they'll  need  to  pursue  ca- 
reers in  science  to  provide  the  number  of 

scientists  the  nation  needs. 

no  longer  will  be  dramatic  shows,  variety 

programs,  comedy  and  the  like.  These  have 
always  been  with  us.  Story-telling  is  one  of 
our  oldest  arts.  What  I  mean  to  point  out 
is  that  there  will  be  fresh  new  forces,  new 

ideas  and  new  ways  of  informing  and entertaining. 

"This  now  gets  to  what  I  consider  an 

absolute  responsibility  of  the  network  broad- 
casters. I  believe  that  the  network  must  be 

a  vital  force  in  creating  programs  for  the 

future.  A  network  must  be  willing  to  ex- 

periment, to  invest,  to  develop  the  pro- 
grams that  the  viewers  of  this  nation  have 

every  right  to  expect." 
Mr.  Cowan  said  CBS  is  spending  "mil- 

lions" in  program  development  "this  very 
year,"  that  "only  a  tiny  fraction  of  [CBS 
creative  talent's]  product  ever  reaches  the 
screen."  But,  he  explained,  "ideas  generate 

other  ideas  and  skills  pile  on  top  of  skills," 
with  the  result  that  "out  of  this  whole 
building  process  great  new  products  and 

personalities  emerge." He  said  tv  prices  could  be  the  sub- 

ject of  a  complete  speech,  but  "let  it  suf- 
fice for  me  to  point  out  that  I  am  con- 
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^ERRYTOONS,  long  famous  for  its  television  and  movie  cartoons,  is  now  making 

its  biggest  hit.  Producing  animated  film  commercials  which  combine  creativity 

with  salesmanship.  Creating  entertaining  sales  messages  for  some  of  the  most 

successful  agencies  serving  major  national  and  regional  advertisers. 

Like  Young  &  Rubicam  for  Piel  Bros.;  Benton  &  Bowles  for  General  Foods; 

Marschalk  &  Pratt  Division  of  McCann-Erickson  for  Mennen  and  Genesee;  Ted 

Bates  for  Colgate-Palmolive;  Campbell-Ewald  for  General  Motors;  Compton  for 

Socony  Mobil;  Dancer- Fitzgerald- Sample  for  General  Mills;  William  Esty  for 

R.  J.  Reynolds  and  P.  Ballantine;  Wherry,  Baker  &  Tilden  for  Quaker  Oats. 

It  figures.  For  terrytoons  is  the  oldest  (and  second  largest)  animated  fi 

company  in  the  nation.  Its  newly-modernized  plant  houses  the  very  latest  cai 

ound  and  animation  equipment,  and  a  staff  of  nearly  a  hund  red  craftsme!  nd 

artists . . .  the  same  experts  who  create  cartoon  favorites  foi     lC  i^jdo  leicvxsion 

Network  and  theatrical  cartoons,  in  Cinema  Scope  and  Technicolor,  distributed 

throughout  the  world  by  Twentieth  Century- Fox  Film  Corporation. 

Animate  your  sales  picture  with  cartoon  commercials  from  TEBBYTOONS  -® 

5  Madison  Ave. ,  New  York  22,  or  38  Centre  Ave. ,  New  Rochelle,  N.  Y. 
Televw 
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New  MBS  owner  Guterma:  Optimist 

moving  into  a  'depression-proof  trade 

scious  of  this  concern."  He  felt  "it  is  clearly 
our  joint  responsibility  ...  to  see  to  it 
that  the  dollars  spent  by  the  advertisers 

bring  the  quality,  the  performance  and  the 

results  that  make  these  wise  expenditures." 
"As  we  know  price  alone  cannot  be  the 

determining  factor.  The  focus  of  our  atten- 
tion has  to  be  on  results." 

Mr.  Cowan  said  broadcasters  have  ''a 
great  responsibility  ...  not  only  to  bring 

entertainment — the  best  possible  entertain- 
ment— but  also  the  responsibility  for  bring- 

ing news  and  information  broadcasts  to  the 

screen.  Further.  1  believe  that  such  pro- 
grams should  be  included  in  the  schedule 

not  only  on  Sunday  afternoon,  but  in  the 
daytime  schedule  and  in  the  nighttime 
schedule  when  events  and  material  so  dic- 

tate." He  reminded  that  CBS-TV  spent  $21 

million  on  news  and  public  affairs  broad- 
casts last  year,  with  $11  million  of  this  not 

recovered. 

On  tv  criticism  and  critics  Mr.  Cowan 

said  that  "while  there  frequently  seems  to 
be  a  conspiracy  at  work  to  destroy  tele- 

vision, I  for  one  do  not  believe  this  is  true. 
Nevertheless,  there  is  loose  criticism  at 

times.  1  do  point  out,  for  example,  that 
many  who  say  that  television  is  all  quizzes 

and  westerns  don't  know  what  they  are 
reporting. 

"On  the  CBS-TV  network  for  the  entire 

week  during  the  forthcoming  nighttime  pro- 
gramming there  are  but  two  half-hour  quiz 

shows  and  seven  half-hour  westerns  out  of 

54  half-hours  of  network  programming.  I 
choose  to  believe  that  the  misreporting  of 
this  fact  by  some  is  a  lack  of  research  and 

lack  of  complete  knowledege  of  the  field — 

not  deliberate  deception." 

NBC  News  Dismisses  Several 

In  Network  Economy  Measure 

Several  NBC  News  veterans  have  been 

caught  in  the  network's  "economy  move," 
in  effect  now  for  several  months.  Off  the  air 

as  of  last  week,  or  going  off,  were  such  fa- 
miliar names  as  W.  W.  Chaplin.  Henry 

Cassidy  and  Dick  Applegate. 
NBC  News  Vice  President  William  R. 

McAndrew  confirmed  these  terminations. 

He  indicated  "seven  or  eight"  people  would 
be  lopped  off  the  payroll  in  his  department, 

leaving  "some  250"  still  employed  at  NBC 
News.  Henry  Cassidy,  with  NBC  since  1945, 
was  terminated  as  of  last  Monday  (Sept. 
15);  W.  W.  Chaplin,  with  NBC  News  since 

1942,  has  been  told  his  contract  won't  be 
renewed  as  of  Jan.  4,  but  that  he  will  be 
free  to  work  for  the  network  as  a  free  lance, 

being  paid  at  standard  fees.  Mr.  Chaplin 
has  not  yet  indicated  whether  he  will  accept 
the  offer. 

Others  lopped  off  are  Dick  Applegate, 
who  joined  NBC  News  in  Chicago  at  the 
time  of  the  1 956  elections,  having  served  as 
an  NBC  stringer  in  the  Far  East  (he  had 
been  imprisoned  by  the  Chinese  Communists 
and  released  in  1955);  Jack  Begon,  an  NBC 
programming  writer  assigned  to  Life  and 
the  World,  and  newscaster  Jim  Hurlburt, 
NBC  News,  Chicago. 

A.  L.  Guterma,  captain  of  diverse  enter- 
prises, has  been  for  little  more  than  a  week 

a  radio  network  president.  A fter  disclosure 

on  the  West  Coast  that  Mr.  Guterma's  F.  L. 
Jacobs  Co.  had  bought  Mutual  Broadcasting 

System  [Lead  Story,  Sept.  15],  he  was  in- 
terviewed at  his  Los  Angeles  hotel  by  Bruce 

Robertson,  Broadcasting  senior  editor  and 
west  coast  chief. 

"I'm  an  unbounded  optimist,"  Alexander 
L.  (for  Leonard)  Guterma  declared  last 

week,  in  an  exclusive  interview  with  Broad- 
casting following  his  election  as  president 

of  the  Mutual  Broadcasting  System  [Lead 
Story,  Sept.  15]. 

And  well  might  Mr.  Guterma  be  optimis- 
tic. At  43,  he  commutes  daily  from  a  home 

in  Greenwich,  Conn.,  to  an  office  on  Madi- 
son Ave.  from  which  he  controls  the  des- 

tinies of  the  F.  L.  Jacobs  Co.  of  Detroit,  of 

which  he  is  chairman  of  the  board  and  presi- 
dent; the  Scranton  Corp.  of  Scranton,  Pa., 

of  which  the  Jacobs  Co.  is  controlling  stock- 
holder, and  a  number  of  subsidiary  com- 
panies including,  since  June,  the  motion 

picture  and  tv  producing  company,  Hal 
Roach  Studios,  and,  since  Sept.  11,  MBS. 

F.  L.  Jacobs  Co.  manufactures  automo- 
tive component  parts  for  General  Motors, 

Chrysler,  Ford  and  American  Motors.  A 

wholly  owned  subsidiary,  Symphonic  Elec- 
tronic Corp.,  Mr.  Guterma  described  as  the 

world's  largest  manufacturer  of  phono- 
graphs, for  Columbia,  Capitol,  Decca,  West- 

inghouse  and  Western  Auto  as  well  as  under 

its  own  label.  Scranton  Corp.,  a  lace  pro- 
ducing organization  before  Mr.  Guterma 

and  his  associates  took  it  over,  now  manu- 
factures yarn,  carpets,  plastic  products  and 

electronic  components  as  well  as  lace.  A 
Scranton  subsidiary,  Storm  Vulcan  Corp. 

of  Dallas,  manufactures  machinery  for  re- 
building automotive  engines. 

Scranton  also  owns  100%  of  Hal  Roach 

Studios,  which  last  month  announced  plans 
for  expanding  beyond  the  production  of 
films  for  tv  and  theatrical  exhibition  into 

live  theatrical  productions  for  the  Broad- 

way stage,  radio,  recording  and  "any  phase of  the  entertainment  business  in  which 

we  feel  we  can  be  successful"  [Film,  Aug. 
25].  Acquisition  by  Roach  of  MBS  is  the 
first  major  move  in  this  expansion  program. 

The  head  of  this  far-flung  industrial  em- 
pire was  born  April  29,  1915,  in  Irkutsk, 

Siberia.  His  only  formal  education  was  ob- 
tained at  a  missionary  school  in  China.  His 

business  career  began  in  the  Philippines, 

where  he  dealt  chiefly  in  sugar  and  cocoa- 
nut  oil,  but  also  was  interested  in  such  di- 

verse enterprises  as  shipping,  soap,  and 
cosmetics  manufacturing  and  gold  mining. 
He  established  the  first  jute  manufacturing 
plants  in  the  Philippines  and  also  operated 
jute  mills  in  Italy. 

When  Mr.  Guterma  came  to  the  U.  S.  in 

1950,  he  became  a  Florida  farmer.  "I  was 

the  first  to  plant  kenaf  in  Florida,"  he  said, 
explaining  that  kenaf  is  a  substitute  for 
jute  and  that  this  was  a  good  thing  to  plant 

in  1950,  "when  India  and  Pakistan  were  not 

ALEXANDER  L.  GUTERMA 

on  speaking  terms  and  so  jute  was  hard  to 

get."  He  also  had  a  few  "diversified  business 

interests  in  New  York." 
Today,  with  more  than  a  few  diversified 

interests  to  keep  him  occupied,  he  said  that 

when  considering  the  addition  of  a  new 

company  into  the  Jacobs-Scranton  empire 

it's  not  the  type  of  business  that  concerns 
him,  but  the  challenge  it  offers. 

"I  look  at  any  business  as  a  challenge," 
he  stated.  "I  don't  profess  to  know  much 

about  anything,  but  I've  learned  to  buy 
when  others  are  selling.  The  secret  of  suc- 

cess is  management.  In  acquiring  a  new 

business  property,  we  take  over  the  man- 
agement that's  there,  if  it  is  there,  and  if 

it  isn't,  we  bring  it  in.  The  Jacobs  company 
had  been  losing  money  for  several  years 

before  we  took  it  over,  so  we  turned  it  com- 

pletely around." 
The  acquisition  of  Hal  Roach  and  Mutual 

are  based  on  Mr.  Guterma's  conviction  that 
the  field  of  entertainment  is  depression- 

proof.  "As  long  as  humans  are  here  on 
earth  they'll  either  buy  entertainment  or 

they  will  get  it  free  at  someone  else's  ex- 
pense as  they  do  now  by  radio  and  tele- 

vision," he  declared. 
Mr.  Guterma  believes  that  radio,  as  a 

vital  part  of  the  nation's  entertainment,  has 
a  bright  future,  and  that  Mutual,  as  the 

world's  largest  radio  network,  is  going  to 
enjoy  a  bountiful  share  of  that  brightness. 

"Mutual  has  a  newscasting  staff  that  can't 

be  improved  on,"  he  stated.  "It  has  good 
management.  What  it  needs  is  strong  guid- 

ance, the  kind  of  guidance  that  NBC  and 

CBS  have.  That's  what  we  intend  to  pro- 

vide." 

Negotiations  for  Mutual  were  underway 
for  five  months  before  the  deal  was  con- 
sumated,  he  reported,  noting  that  these 
were  well  along  before  the  acquisition  of  the 
Hal  Roach  Studios  in  June  [Film,  June  2]. 

"We  came  with  certified  checks  three  times." 
A  tall,  balding  man  whose  speech  and 
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Visitors  enjoy  every  hour  in  Wisconsin's  Nicolet  National  Forest 

Nature— man's  first  and  finest  playground 

Man  has  always  loved  the  glories  of  Nature,  for  here  is  home-base;  touching  it, 
he  feels  safe.  Standing  in  forested  mountains,  near  tumbling  waters, 

close  to  the  wonder  of  living  things,  his  heart  is  lifted  and  his  hopes  nurtured. 

Thoreau,  who  found  all  life's  meanings  beside  Walden  Pond,  would 

have  loved  Wisconsin's  wonderful  parks  and  forests.  And  you  will,  too,  for 
wise  conservation  has  kept  the  sylvan  beauty  that  entranced  Joliet  and 

Marquette  in  1673.  You  can  study  ancient  Indian  rock-carvings,  or  watch 
exciting  Indian  ceremonials,  or  perhaps  find  arrowheads  to  bring  back  home 

There  are  eight  thousand  lakes  for  you  to  swim  in,  bass,  pike  and  muskie 

to  catch,  and  wild  life  to  watch.  There's  camping,  and  hiking,  and  a  million 
trees  to  sit  under  and  watch  the  grass  grow. 

All  men  hunger  for  peace.  It  is  still  to  be  found  in  Nature.  In  the 

inspiration  of  cloud  and  forest,  blossom  and  star,  you  will  find  testimony 

to  the  essential  goodness  of  life  —  and  the  dignity  of  man. 

SINCLAIR  SALUTES  THE  NATIONAL 
RECREATION  ASSOCIATION 

for  leading  drives  throughout  the  na- 
tion to  provide  parks  and  playgrounds 

to  help  citizens  of  all  ages  make  wise 
use  of  leisure  time.  As  the  foremost 
source  of  recreation  information  and 

guidance,  the  Association  has  enriched 
the  nation  by  showing  the  community 
how  to  conserve  mental  and  physical 

health,  win  the  rewards  of  worth-while 
recreation  indoors  and  out,  and  gain  the 
values  of  creative  living  that  uplift  the 
spiritual  well-being  of  all  Americans. 

FREE  TOUR  INFORMATION  If  you  would  like  to  visit  Wisconsin's  parks  and  forests,  or  drive 
anywhere  in  the  U.S.A.,  let  us  help  plan  your  trip.  Write:  Tour  Bureau,  Sinclair  Oil 
Corporation.  600  Fifth  Avenue,  New  York  20,  N.  Y. 

ANOTHER  IN  SINCLAIR'S  AMERICAN  CONSERVATION  SERIES 

SINCLAIR 

A  Great  Name  in  Oil 
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NBC,  TRENDEX  STILL  LIKE  QUIZZES 
appearance  are  as  typically  American  as  any 

other  businessman's  on  his  commuting  train, 
Mr.  Guterma  exudes  the  unbounded  opti- 

mism he  professes.  "I  have  unbounded  faith 
in  the  United  States  and  its  future,"  he  said 
earnestly.  "I  believe  that  no  matter  what 
products  you  manufacture  or  what  services 

you  offer,  if  you  manufacture  or  serve  bet- 
ter than  the  next  fellow  your  business  is 

bound  to  prosper." 
Asked  for  the  success  formula  which  has 

obviously  worked  so  well  in  his  case,  Mr. 
Guterma  said  that  once  in  a  business  pa- 

per interview  he'd  been  asked  to  explain 
the  success  of  the  Jacobs  company  and  had 

replied,  "It's  because  it's  run  by  a  god- 
dam genius."  "When  the  story  appeared 

it  started  out  with  that  quote,"  he  recalled, 
"so  I  won't  make  that  mistake  again.  Just 
say  that  I  get  up  early  and  stay  up  late  and 
that  in  between  I  put  in  a  lot  of  hard 

work.  Also,  I've  been  very  lucky.  I  guess 
whatever  success  I've  achieved  can  be  put 
down  to  that  combination  of  hard  work 

and  luck." 
This  reporter,  who  felt  he  had  risen  early 

to  drive  to  the  Beverly  Hilton  Hotel  in 

Beverly  Hills,  Calif.,  for  the  9  o'clock  inter- 
view on  Saturday  morning,  found  that  Mr. 

Guterma  was  not  exaggerating  about  being 

an  early  riser.  A  sleepy-eyed  associate  who 
entered  the  suite  about  9:30  picked  up  the 

phone  to  order  breakfast  and,  asking  what 

Mr.  Guterma  wanted,  was  told  he'd  had 
breakfast  hours  before.  Another  query  about 

contacting  someone  in  New  York  brought 

the  reply,  "I  had  him  on  the  phone  at  7." 
Mr.  Guterma,  who  was  to  fly  back  to 

New  York  the  following  day,  said  he  had 
just  returned  from  Europe  and  reported  that 

these  days  he's  as  apt  to  commute  to  Los 
Angeles  as  to  New  York,  which  is  all  right 
except  that  it  forces  him  to  spend  too  much 
time  away  from  his  home  and  family,  Mrs. 
Guterma,  the  former  Anita  McGrath,  and 
their  three  children:  Carol,  14,  Robert,  13, 
and  Karen,  6. 

A  mention  of  the  Los  Angeles  Dodgers 

evoked  the  comment  that  in  Mr.  Guterma's 
opinion  the  team  had  made  a  big  mistake 
in  not  permitting  its  games  to  be  telecast 
this  year  and  in  holding  out  for  pay  tv,  one 
branch  of  the  entertainment  business  he  be- 

lieves is  destined  to  fail  if  it  ever  gets 
started. 

"The  American  people  are  astute  enough 

to  know  that  they're  getting  the  best  enter- 
tainment in  the  world  for  nothing.  There's 

no  power  on  earth  that  can  induce  them 

to  pay  for  something  that's  now  theirs  for 

free." 

NBC  Expanding  Foreign  Tv 

NBC  International  Ltd.,  organized  as  a 
Canadian  subsidiary  of  NBC,  is  understood 

to  be  stepping  up  its  program  for  invest- 
ment in  overseas  tv  stations.  The  company 

already  is  set  for  a  15%  investment  in  a 
new  station  in  Hobart,  Tasmania,  which  is 

awaiting  approval  of  the  Australian  govern- 
ment. NBC  International  also  is  investigat- 

ing investment  in  tv  stations  in  Lima,  Peru, 
in  Monterey  and  Guadalajara,  both  in  Mex- 

ico, and  plans  to  place  these  latter  two  proj- 
ects before  the  NBC  board  for  approval. 

NBC-TV  has  come  to  the  conclusion  that 
the  current  investigation  of  quiz  programs 

and  the  attendant  publicity  have  not  ad- 

versely affected  the  network's  quiz  shows. 
And  Trendex  polled  the  public  last  week 

and  found  few  viewers  who  said  they  were 

"disappointed  and  now  suspicious"  of  quiz 
shows  as  a  result  of  the  charges  and  coun- 
ter-charges. 

The  two  signs  of  optimism  were  note- 
worthy in  a  week  when  the  New  York  dis- 

trict attorney's  office,  as  predicted  [At  Dead- 
line, Sept.  15],  impaneled  a  special  grand 

jury  to  take  testimony  on  the  quiz  furor 
under  oath. 

A  report  issued  by  the  network  last  Thurs- 
day (Sept.  18)  said  that  an  analysis  by 

NBC-TV  shows  that  "on  the  contrary,  all 
the  evidence  to  date  points  to  the  fact  that 
the  quiz  shows  are  running  at  about  the 
same  audience  level  since  the  Dotto  trouble 

as  they  were  prior  to  it."  The  initial  an- nouncement on  cancellation  of  Dotto  was 

made  Aug.  16  [Networks,  Aug.  25]  and, 
the  network  said,  its  computations  were 

based  on  the  September  Trendex  and  Niel- 
sen. The  network  report  added: 

"A  mention  should  be  made  of  Twenty- 
One's  audience  share.  In  the  months  before 

Elfrida  Von  Nardroff  started,  Twenty-One's 
share  had  been  running  in  the  high  30's. 
Elfrida  climbed  to  a  44.  In  August,  after 

she  had  gone  off,  Twenty-One's  share 
dropped  to  a  34;  in  September,  after  the 
quiz  ruckus,  the  share  was  32  and  a  week 
later,  it  was  back  to  the  same  34  level  as 

August  despite  the  fact  it  faced  increasing 
competition  from  the  premiere  performance 

of  Voice  of  Firestone  [ABC-TV],  which 
had  doubled  its  share  from  about  8  to  18. 

Twenty-One  also  followed  a  similar  pattern 

after  Charles  Van  Doren  lost." 
The  network  pointed  out  that  all  of  NBC- 

TV's  quiz  shows  maintained  or  increased 
their  share  of  audience  levels  according  to 
the  latest  nighttime  Nielsen  report  for  the 

two-week  period  ending  Aug.  23  as  com- 
pared with  the  previous  period,  with  only 

one  exception:  Dotto. 
Jack  Boyle,  director  of  Trendex  News 

Poll,  which  produces  a  weekly  television 
column  sold  through  McClure  Newspaper 

Syndicate,  reported  in  a  column  for  re- 
lease Saturday  (Sept.  20)  that  a  special 

survey  showed  these  reactions  to  the  quiz 
investigation: 

Like  quiz  shows  and  will  continue 
to  watch  them   43.4% 

Never  liked  or  watched  them   24.9% 

Always  thought  they  were  fixed  .  .  .  .14.3% 
Disappointed  and  now  suspicious  .  .  7.4% 

Haven't  paid  much  attention  to 
shows  or  accusations    6.3% 

Other  reactions    3.7% 

The  Trendex  study  coincided  with  the 

special  analysis  by  NBC  of  before-and- 
after  audiences  of  its  own  quiz  programs. 
Both  studies  came  out  in  a  week  when 

quiz-probe  developments  got  probably  the 
fewest  and  smallest  newspaper  headlines 

since  the  "scandal"  broke  with  the  summary 
dropping  of  Dotto  in  mid-August. 

Trendex  said  it  asked  all  its  interviewees 

to  give  reasons  for  their  answers  and  that 

"perhaps  the  most  startling  explanations 
came  from  the  scattered  few  who  said  that 
now  there  was  evidence  that  the  shows 

were  fixed — they  wanted  to  become  con- 

testants and  make  some  fixed  money." 
The  report  offered  this  "sampling  of  the 

reasons  given  by  the  43.4%  who  said  they 
like  quiz  shows  and  will  continue  to  watch 

them." 

"A  Utah  woman:  'I  prefer  to  think  the 
stories  I've  heard  are  not  true  and  that 

people  are  basically  honest.'  A  New  Mexico 
male:  'Someone  is  simply  jealous.'  A  Seattle 
man:  'As  soon  as  we  read  about  the  fixes 
we  became  more  interested.  Now  we  are 

watching  them  closer  than  ever.'  An 
Indiana  woman:  'It  hasn't  been  proved  that 
the  shows  are  fixed.'  A  California  woman: 

'I  enjoy  watching  quiz  shows.  If  they  are 

fixed,  it  is  no  money  out  of  my  pocket'." 
Among  those  who  were  disappointed  and 

now  suspicious  of  all  quizzes  Trendex  said 

the  replies  included:  "I  always  thought  they 
were  on  the  up  and  up  and  when  you  find 

out  they  aren't,  it  kinda  hurts";  "it  had the  same  effect  on  me  as  hearing  that 

wrestling  is  fixed;  it  spoiled  all  the  fun;" 
"I  feel  cheated;  I  don't  think  I'll  watch 

them  any  more." 
Trendex  found  "little  interest"  in  the 

answers  given  by  those  who  never  watched 
quizzes,  but  said  those  who  reported  that 
they  had  always  suspected  rigging  were 

often  amusing:  "I  knew  they  were  all 

crooked,  but  I  still  enjoyed  them;"  "it  was 
very  foolish  to  let  the  public  know  they 

were  fixed;"  "all  shows  are  rehearsed;  if 

they  weren't  they  would  be  dull  entertain- 

ment." 

Among  people  whose  answers  didn't  fall clearly  into  the  other  categories  Trendex 

cited  these  answers:  "Somebody  always  has 

to  spoil  everybody  else's  fun;"  "I'm  glad  the 
shows  were  exposed;  now  I  don't  feel  so 

ignorant  myself." 

Shows  Must  Be  Honest, 

Cowan  Tells  Ad  Club 

Programs  that  are  not  fair  and  honest 
have  no  place  in  television,  Louis  G.  Cowan, 

president  of  the  CBS-TV  network  and  some- 
times called  the  father  of  the  big-money 

quiz  show,  declared  last  week. 
Breaking  the  official  silence  that  network 

top  officials  have  kept  during  the  current 

quiz  probe,  Mr.  Cowan  Tuesday  told  the 
Pittsburgh  Advertising  Club  (see  page  43) : 
"I  think  it  should  be  made  abundantly 

clear  that  no  program  should  be  on  the 

air — quiz  or  otherwise — that  does  not  meet 
the  standards  of  honesty  and  fairness. 

"There  have  been  many  accusations  made 

about  quiz  programs,  and  it  is  an  index  of 

the  important  role  of  television  in  our  so- 
ciety that  these  accusations  and  stories  have 

found  their  place  on  the  front  pages  of  our 
newspapers. 

"No  responsible  person  or  organization 
can  or  does  act  on  accusation  alone.  In  the 
instance  of  the  quiz  shows,  these  properties 
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usually  are  not  owned  by  a  network.  Since 

these  programs  represent  property  values 

that  may  well  be  worth  hundreds  of  thou- 
sands or  millions  of  dollars  to  other  people, 

we  are  obliged  to  act  in  utter  fairness  to 
their  rights. 

"When,  however,  in  our  opinion,  there 
is  sullicient  evidence  supporting  such  accusa- 

tions, we  have  taken,  and  will  continue  to 

lake,  action  to  remove  such  programs  from 

the  air  promptly.  There  can  be  no  com- 
promise. .  .  . 

"Certainly,  as  broadcasters,  we  know  and 
will  continue  to  exercise  our  responsibility 
to  the  American  people.  In  this  I  know  1 

express  the  sentiment  not  only  of  our  com- 
pany, but  of  the  other  networks  and  the 

individual  station  owners  throughout  the 

country  as  well." 
At  the  time  Mr.  Cowan  spoke,  two  quiz 

shows  had  been  dropped.  Dotto,  on  CBS-TV 
daytime  and  NBC-TV  in  a  nighttime  ver- 

sion, was  abandoned  abruptly  by  Colgate- 
Palmolive  and  the  networks  on  the  heels  of 

"fix"  charges  that  touched  off  the  current 
investigation  [Networks,  Aug.  25].  The 
$64,000  Challenge,  which  was  to  move 

from  CBS-TV  to  NBC-TV  last  week,  was 

dropped  by  P.  Lorillard  and  its  last  per- 

formance on  CBS  was  "pre-empted"  for  a 
special  news  show  presented  by  the  net- 

work without  a  sponsor  [At  Deadline, 
Sept.  15]. 

Lorillard  was  known  to  have  been  con- 

cerned about  charges  made  against  Chal- 
lenge, which  were  quickly  denied  by  the 

producer.  The  tobacco  company  attributed 

its  move  to  a  desire  for  wider  audience  ap- 
peal, pointing  out  that  Challenge  attracts 

the  same  type  audience  as  $64,000  Question, 

which  it  co-sponsors. 
Mr.  Cowan  has  been  credited  with  start- 

ing the  big-money  quiz  trend  with  Question. 
He  launched  this  program  in  1955  when  he 

headed  his  own  production  firm,  now  Enter- 
tainment Productions  Inc.,  which  packages 

both  Question  and  Challenge. 

Western  National  Firms 

Lag  in  Tv  Use — Durgin 

National  advertisers  located  in  the  West- 
ern states  are  behind  their  fellows  in  other 

sections  of  the  land  in  the  use  of  tv  advertis- 

ing, Don  Durgin,  NBC-TV  vice  president 
and  national  sales  manager,  said  Tuesday 
(Sept.  16). 

Addressing  the  Los  Angeles  Advertising 
Club,  Mr.  Durgin  reported  that  of  the  798 
national  advertisers  who  spent  $250,000  or 

more  last  year  in  network  and  spot  tv,  news- 
papers, newspaper  supplements  and  maga- 

zines. Pacific  Coast  advertisers  contributed 

only  5%  of  the  five-media  total.  In  the  first 
six  months  of  1958,  these  Pacific  Coast  ad- 

vertisers put  up  only  4%  of  the  time  billings 

of  the  tv  networks  and  only  2%  of  the  bill- 
ings of  NBC-TV. 

Citing  the  recent  Fortune  list  of  the  na- 

tion's top  500  companies,  Mr.  Durgin  said 
that  there  are  22  companies  with  head- 

quarters on  the  West  Coast  spending  at  least 
$250,000  for  national  advertising  last  year. 
These  firms,  he  stated,  divided  their  adver- 

tising expenditures  this  way:  Network  tv: 

15%;  spot  tv:  9%;  magazines:  44%;  sup- 

ROBINSON   BECOMES  'D.P.' 
An  NBC  newsman,  pointing  out  in 

a  tv  network  program  that  Generalis- 
simo Chiang  Kai-shek  had  declined 

to  answer  8  out  of  15  questions  sub- 
mitted in  advance,  has  been  accused  by 

the  Taiwan  government  of  being  "un- 
friendly" to  the  nationalists.  Result: 

visa  cancellation  and  automatic  expul- 
sion. Cancellation  came  as  the  news- 
man. Jim  Robinson,  was  en  route  to 

New  York  from  Taipei  to  appear  on  a 

special  NBC-TV  report  on  the  Que- 
moy  crisis  Thursday  night.  Thus,  NBC 
News  Vice  President  William  R.  Mc- 
Andrew  Thursday  said  his  office  would 

"protest  in  the  strongest  possible 

terms"  to  this  action  by  the  national- 
ists, defended  Mr.  Robinson  his  con- 

duct and  work  as  "fair  and  objective 

.  .  .  highly  responsible"  and  noted  his 
explusion  was  "an  affront  to  all  honest 

reporters." 

plements:  18%;  newspapers:  14%.  The 
combined  network-spot  tv  allotment  of 
24%  of  these  advertising  budgets  compares 

unfavorably  with  the  more  than  50%  de- 

voted to  tv  by  the  nation's  top  50  adver- 
tisers, he  declared. 

He  attributed  this  underrepresentation  of 

West  Coast  advertisers  in  tv  to  "poor  com- 
munications— or  maybe  I  should  say  poor 

selling — on  the  part  of  the  networks  and 
the  agencies,  who,  after  all,  are  the  real 

salesmen  of  any  medium." Focussing  on  foods  and  institutional  or 

industrial  accounts,  which  he  termed  "the 
two  principal  product  categories  located  in 

the  West,"  Mr.  Durgin  said: 
"There  are  so  many  examples  of  food 

advertisers  using  network  tv  to  tremendous 
advantage  that  I  believe  the  failure  of  west 
coast  national  food  accounts  to  use  network 

television  as  importantly  cannot  help  but 
restrict  their  growth  or  the  speed  with  which 

they  realize  their  potential.  In  this  connec- 
tion, the  remarkable  advance  of  daytime  tv 

is  especially  significant  for  food  companies 
who  are  using  this  medium  more  than  ever. 

"We  have  just  received  substantial  orders 
from  Pillsbury,  General  Mills,  Heinz, 
Armour,  National  Biscuit,  Sunshine  Biscuit 
— all  new  business  to  NBC-TV — which 
underscores  the  sales  success  of  daytime  tv. 
We  are  70%  sold  out  this  year  vs.  60% 
a  year  ago.  Our  daytime  business  alone  will 
run  to  $64  million  in  time  and  talent  this 

season.  The  other  networks  have  also  re- 

corded significant  sales  gains  in  daytime  vs. 

a  year  ago." 
Paar  Wants  Time  Shortened 

Jack  Paar,  who  has  lifted  NBC-TV's  late- 
evening  Jack  Paar  Show  to  success,  is  at 
odds  with  the  network  over  whether  the 

show  should  be  cut  and  he  reportedly  has 

warned  he'll  quit  unless  it's  shortened  by  a 
half-hour  effective  next  July.  An  NBC 

spokesman  said,  "We're  sympathetic  with 
Jack's  problem  but  it  is  not  feasible  at  this 
time  to  reduce  his  schedule." 

Post-Labor  Day  Rash  of  Orders 

Nets  $5  Million  for  NBC-Radio 
NBC  Radio  since  Labor  Day  has  racked 

up  over  $5  million  net  in  orders  to  be 
executed  during  the  last  four  months  of 

this  year,  the  network  reported  last  week. 
NBC  Radio  Executive  Vice  President 

Matthew  J.  Culligan  said:  "This  volume  of 
post-Labor  Day  business  is  the  greatest  in 

well  over  five  years."  The  allocations  are 
spread  over  campaigns  running  between 
Sept.  1  and  Dec.  31  and  do  not  cover 

drives  slated  for  1959.  Forty-one  adver- 
tisers and  26  agencies  are  involved  in  this 

placement.  Among  them:  the  previously- 
reported  $1  million  order  from  Mogen 

David  Wine  Corp.  (2,184  Monitor  an- 
nouncements) through  Edward  H.  Weiss 

&  Co. 
Among  other  NBC  Radio  advertisers 

showing  up  in  this  last  quarter  of  1958: 
Morton  Salt  Co.,  California  Packing  Corp., 

General  Foods  Corp.,  Lewis-Howe  Co., 
Warner-Lambert  Pharmaceutical  Co.,  Grove 

Labs.,  Bristol-Myers  Co.,  General  Motors 

Corp.,  Chrysler  Corp.,  Pepsi-Cola  Co.. 

Readers'  Digest  Assn.,  and  Brown  &  Wil- liamson Tobacco  Corp. 

Radio  Networks  Cooperate 

In  Storm  Warning  Service 

Cooperation  by  the  four  radio  networks 
has  been  enlisted  in  a  project  that  en- 

ables about  140  stations  in  Florida  to  re- 
ceive for  the  first  time  detailed  instantane- 

ous advisories  of  hurricane  warning  infor- 
mation three  times  a  day  on  a  regular  basis. 

Agreement  on  the  plan  was  reached  by 
officials  of  Mutual,  ABC,  NBC,  CBS,  AT&T 

and  a  representative  of  the  Florida  Assn. 
of  Broadcasters,  James  L.  Howe,  president 
of  WIRA  Fort  Pierce.  FAB  is  absorbing  the 

cost  of  a  short  loop  from  the  Miami  Weather 

Bureau  to  WKAT  Miami  Beach,  MBS  affili- 
ate. MBS,  which  maintains  a  reversible 

telephone  line  between  Miami  Beach  and 

Jacksonville,  Fla.,  is  making  the  line  avail- 
able for  detailed  hurricane  advisories.  They 

are  fed  each  day  at  8  a.m.,  12  noon  and 

4  p.m.  (EST),  when  warranted,  to  Jackson- 
ville, which  is  an  AT&T  distribution  center 

for  all  networks.  In  turn,  the  advisories  are 
distributed  to  all  network  stations  and  to 

independents. 

Network  Tv  House  Still  Growing 

Network  viewership  continues  to  grow, 
Television  Bureau  of  Advertising  reported 

Thursday  (Sept.  18).  In  TvB's  January- 
August  (1958)  study,  the  first  eight  months 
showed  a  9%  increase  in  average  night- 

time audiences  and  13%  in  average  daytime 
audiences.  This  year  so  far  has  seen  an 

additional  689,000  homes  added  to  night- 
time audiences  and  389,00  homes  added  to 

daytime  audiences. 
In  nighttime  audience  terms,  5.7  million 

homes  were  watching  in  1955;  6.8  million 
in  1956;  8.1  million  in  1957  and  8.8  million 

this  year.  In  daytime  audience  terms,  2.2 
million  homes  were  tuned  in  in  1955;  2.7 
million  in  1956;  3.0  million  in  1957  and  3.4 

million  this  year.  TvB's  figures  are  based 
on  A.  C.  Nielsen  &  Co.  audience  statistics. 
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AMERICA'S 

MOST  FRUITFUL* 
MARKET  .  . . 

Fresno  is  in  the  heart 

of  the  lushly  fertile 
San  Joaquin  Valley, 

abounding  in  prolific 
vineyards,  cotton  fields 
livestock,  fruits  and 

vegetables. 
Fresno  is  top  U.  S. 

county  in  gross  cash 
farm  income! 

There's  industry,  too. 

V 

I  J.  E.  O'NEILL, president 

JOE  C.  DRILLING 
vice-pres.  &  gen.  mgr. 

W.  O.  EDHOLM, 
commercial  manager. 



Peters  9  Gmfmn 

POT        R  A 

NEW  YORK 
250  Park  Avenue 
Yukon  6-7900 

ATLANTA 
Glenn  Bldg. 

Murray  8-5667 

CHICAGO 
Prudential  Plaza 
Franklin  2-6373 

DALLAS 
335  Merchandise  Mart 

Riverside  7-2398 

DETROIT 
Penobscot  Bldg. 

Woodward  1-4255 

FT.  WORTH 
406  W.  Seventh  St. 

Edison  6-3349 

HOLLYWOOD 
1750  N.  Vine  St. 

Hollywood  9-1688 

SAN  FRANCISCO 
Russ  Building 

Yukon  2-9188 

Pioneer  Station  Representatives  Since  1932 



E  PLURIBUS  UNUM 

II 

Tlot's  "tie  Q  □  □ 

SPOT  RADIO  GUIDE 

Accurate  answers  to  questions  about  cost  and  coverage  potentials  with 

national  SPOT  RADIO  are  at  your  fingertips  with  the  PGW  Spot  Radio 

Guide.  Leading  advertisers  and  agencies  agree  that  it  is  an  infallible 

yardstick  for  "on-the-spot"  planning  of  national  advertising  campaigns. 

Here  in  ONE  compact  volume  are  answers  about  costs  and  coverage 

of  50  to  168  markets.  And  increased  sales  keep  rolling  in  from 

national  Spot  Radio  Campaigns. 

Call  PGW  for  a  copy  of  the  Spot  Radio  Guide 

and  for  helpful  market  information. 

THE  CALL  LETTERS 

OF  THE 

SALES  GETTERS 

West 

KBOI-  Boise   5,000 
KGMB-KHBC  — Honolulu-Hilo  5,000 
KEX-Portland   50,000 
KIRO-Seattle   50,000 

Midwest 

WHO-Des  Moines   50,000 
WOC-Davenport    5,000 
WDZ-Decatur   1,000 
WDSM-Duluth-Superior  .  .  5,000 
WDAY— Fargo   5,000 
WOWO-Fort  Wayne  ....  50,000 
WIRE-lndianapolis    ....  5,000 
KMBC-KFRM— Kansas  City  5,000 
WISC-Madison,  Wis.    .  .  .  1,000 
WMBD-Peoria   5,000 



TRADE  ASSNS. 

KICKOFF  NAB  CONFERENCE  MULLS 

LEGISLATIVE  THREATS,  ECONOMICS 

•  Biloxi  sessions  open  fall  series  of  eight  meetings 

•  Fellows  outlines  new  areas  of  NAB  concentration 

NAB's  series  of  eight  tall  conferences 
opened  last  week  at  Biloxi.  Miss.,  with  two 

days  of  meetings  devoted  to  station  man- 
agement problems  and  ways  of  increasing 

operating  efficiency.  The  series  resumes 

today  (Sept.  22)  at  Oklahoma  City  and  con- 
tinues Sept.  25-26  at  Sun  Valley.  Idaho 

(story,  page  60). 
The  first  conference  drew  an  attendance 

of  150.  comprising  delegates  from  Arkansas- 
Tennessee  on  the  north  and  Eastern  Texas 
on  the  west.  NAB  President  Harold  E. 

Fellows  was  accompanied  by  nine  head- 
quarters executives,  a  smaller  staff  group 

than  usual. 

NAB  has  been  directing  its  heaviest  at- 
tention to  three  fundamental  activities,  Mr. 

Fellows  said,  listing  them  as  government 
relations,  public  relations  and  economic  re- 
lations. 

Highlighting  the  trends  brought  out  dur- 

ing the  Sept.  18-19  Biloxi  meeting  were: 
•  Broadcasting  escaped 

the  wildest  congressional  year 
in  memory  without  passage 
of  any  crippling  legislation, 
but  the  1959  session  promises 
to  be  even  worse. 

•  The  profit  position  of 
broadcast  stations  is  becom- 

ing more  dependent,  year  by 

year,  on  efficient  manage- 
ment rather  than  outside 

competitive  factors  (story 
page  56). 

•  Agency  timebuying 
methods  are  due  for  an  over- 

hauling (story  page  60). 
•  Station  editorializing  is 

slowly  but  steadily  increasing. 

•  Tv  broadcasters  private- 
ly voiced  concern  over  threats  to  tv  alloca- 

tions through  spectrum  juggling  as  a  result 
of  government  and  manufacturing  industry 
studies  of  military  and  civilian  services. 

In  shifting  NAB's  emphasis  to  govern- 
ment, public  and  economic  relations,  Mr. 

Fellows  described  the  three  as  inseparable 
and  overlapping  in  modern  Washington 
and  the  nation  as  a  whole. 

He  observed  that  legislators  can't  be  ex- 
pected to  understand  "the  intricate  chal- 

lenges of  broadcasting"  unless  their  con- 
stituents also  understand  them,  a  point 

where  the  objectives  of  NAB  government 
and  public  relations  run  parallel.  But  if 
economic  considerations  should  bankrupt 
the  broadcasting  business,  he  went  on, 

"there  would  be  no  funds  for  carrying  on in  the  vital  arenas  of  government  and  pub- 
lic relations." 
NAB  started  building  its  economic  re- 

lations a  decade  ago,  Mr.  Fellows  said, 
tracing  the  growth  of  this  activity.  Next 
came  stepped-up  government  relations  in 
the  last  five  or  six  years  and  the  recent 
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public  relations  expansion.  He  voiced  con- 
cern that  NAB  is  not  geared  even  now  to 

handle  the  job,  particularly  in  government 
relations. 

He  backed  the  legislative  gloominess  with 
the  prediction  there  will  be  more  bills  and 

hearings  involving  pay  tv,  community  an- 
tennas, network  regulation,  restricted 

ownership  (by  multiples  and  by  categories), 
allocations,  international  treaties,  freedom 

of  access  to  cover  public  events,  advertising 
controls,  music  licensing,  copyright  and 

many  other  subjects  of  interest  to  radio-tv. 
Arrival  of  the  space  age,  Mr.  Fellows 

said,  will  pose  new  and  pressing  challenges 

for  broadcasters  and  require  "freedom  in 
which  to  perform"  broadcast  functions. 
Here,  he  said,  is  another  reason  for  unified 
broadcaster  action. 

"We  cannot  say  that  the  whole  system 
of  retransmitting  signals  may  not  be  changed 

by  the  existence  of  stationary  or  moving 

space  objects  in  the  foresee- 
able tomorrow,"  he  said,  add- 
ing: "Surely,  as  pioneers  in 

the  field  of  electronic  com- 

municating, we  must  be  pre- 

pared to  do  our  part  in  uti- 
lizing the  equipment  of  com- 

municating for  the  good  of 
international  and  intrapeople 

relations." In  a  greeting  to  broadcast- 
ers at  the  opening  Fall  Con- 

ference session  Mr.  Fellows 

explained  the  new  P/i-day 
agenda  with  its  emphasis  on 

management  problems,  as- 
sociation activities  and  sta- 

tion administration.  This 

change  was  made  by  NAB 

board  directive,  the  current  series  being  pro- 
grammed as  a  transition  from  past  autumn 

meetings  to  operational  phases  of  station 
management. 

The  1959  meetings  will  be  strictly  opera- 
tional and  will  be  located  at  eight  central 

metropolitan  points. 

Vincent  T.  Wasilewski,  NAB  manager  of 
government  relations,  said  1958  had  been 

"a  successful  year  for  broadcasters"  despite the  flood  of  hearings  and  the  swarms  of 

legislation.  "No  legislation  was  adopted contrary  to  the  best  interests  of  broadcast- 

ers during  the  85th  congress,"  he  said,  de- 
scribing some  of  the  excitement  on  Capitol 

Hill. 

Copyright  will  be  in  the  spotlight  next 
year,  he  predicted.  Any  revision  of  copy- 

right law,  he  added,  should  remove  the 
$250  minimum  damages  for  infringement 
even  if  innocent.  He  reminded  that  the 
present  law  has  no  requirement  to  reveal 
on  labels  where  ownership  of  performing 
rights  lies.  Often  it  is  impossible  for  a 
broadcaster   to   determine   ownership,  he 

said.  In  a  discussion  of  political  broadcast- 
ers, he  said  stations  with  local  and  national 

rates  can't  charge  the  national  rate  in  the 
case  of  candidates  for  local  office. 

In  line  with  the  association's  stepped  up 
public  relations  activity,  Donald  N.  Martin, 

public  relations  assistant  to  President  Fel- 
lows, described  a  guide  to  be  distributed  to 

members.  It  is  designed  to  help  stations 

win  goodwill  in  their  own  areas  and  to  en- 
courage participation  in  industrywide  pub- 

lic relations  efforts.  He  said  NAB  will 

circulate  a  questionnaire  to  obtain  a  library 
of  individual  practices  and  experiences  that 

will  help  other  broadcasters. 
In  heading  the  discussion  of  editorializing, 

Daniel  W.  Kops,  WAVZ  New  Haven,  Conn., 
cited  a  survey  by  Broadcasting  [Trade 
Associations,  Sept.  15]  showing  that  36% 

of  a.m.  and  25.8%  of  tv  stations  carry  edi- 
torials on  the  air  daily,  weekly  or  occasion- 

ally. He  said  WAVZ  has  been  running  two- 
minute  editorials,  each  repeated  six  times, 
on  an  average  of  two  or  three  times  a  week. 

"We've  never  lost  an  advertiser  because 

of  our  editorials,"  he  said,  adding,  "and 
we've  actually  gained  many  advertisers  be- 

cause of  our  identification  with  community 

growth."  On  a  showing  of  hands  approxi- 
mately one  out  of  eight  stations  represented 

at  the  meeting  indicated  they  editorialize. 

Mr.  Kops  argued  that  the  problem  of  equal 

time  for  reply  isn't  serious.  Mr.  Wasilewski 
said  the  FCC  is  mainly  interested  in  seeing 

if  a  station  is  trying  to  be  fair  in  its  equal- 
time  policies. 

At  a  radio  panel  Mr.  Kops  introduced 

NAB's  new  handbook,  Broadcasting  The 
News,  and  called  on  stations  to  measure  up 
to  the  journalistic  standards  required  of 

"the  primary  medium  of  spot  news." 
Robert  T.  Mason,  WMRN  Marion,  Ohio, 

chairman  of  the  all-industry  radio  music 
license  committee,  said  the  committee  will 

soon  be  ready  to  start  negotiations  with 
ASCAP,  BMI  and  possibly  other  copyright 

groups.  ASCAP  contracts  expire  at  the  end 
of  1958  and  BMI  contracts  in  the  spring  of 
1959.  Mr.  Mason  called  on  all  stations  to 

support  the  committee.  A  similar  tv  group 
led  negotiations  with  ASCAP  a  year  ago. 

William  MacRae,  station  relations  di- 
rector for  the  Television  Bureau  of  Adver- 

tising, presented  "The  House  That  Televi- 
sion Built" — Lestoil's  success  story — and 

TvB's  updated  "E-Motion"  film,  showing 
"profiles"  of  four  major  media  "in  terms  of 
the  personal  values  people  take  from  media, 
the  ability  of  the  media  to  communicate, 
and  the  manner  in  which  people  use  the 

media." 

The  media  studied,  through  90-minute 
personal  interviews  with  some  300  adults 
selected  to  be  broadly  representative  of  the 
U.S.,  are  television,  radio,  newspapers  and 

magazines.  The  study  is  described  as  "ex- 
ploratory." Results  dealing  with  use  of  the 

four  media  for  advertising  are  pointed  up  in 
the  film. 

E-Motion  is  introduced,  via  recording, 
by  Dr.  Lyndon  Brown,  vice  president  and 
director  of  media,  merchandising  and  re- 

search for  Dancer-Fitzgerald-Sample,  and 
TvB  President  Norman  E.  Cash. 

"This  study  is  different  from  many  media 
Broadcasting 



Mieiden  SUcuul .... 

WSYR-TV  Weekly  Circulation 

Tops  Competition  by 

39,170  Homes 

No  matter  how  you  look  at  it,  the  1958  Nielsen  study  gives 

WSYR-TV  a  dramatic  margin  of  superiority  in  the  Central  New 

York  market.  WSYR-TV  delivers  a  vastly  greater  coverage  area 

. .  .  more  counties  where  circulation  exceeds  50%  .  .  .  more  circu- 

lation nighttime  and  daytime.  Examples: — 

WSYR-TV  Station  B 

TV  Homes  Reached  Weekly                                 342,490  303,320 

Weekly  Circulation,  Nighttime                                   340,440  299,870 

Weekly  Circulation,  Daytime.  .  .  ,                             274,140  247,190 

Daily  Circulation,  Nighttime                                      274,960  247,950 

Daily  Circulation,  Daytime                                        199,860  176,420 

•  ••67,350  More  Homes 

(28,180  Homes)  of  W
SYE-TV 

When  you  buy  WSYR-TV,  you  also  get  the  audience  of  its  satel- 

lite station,  WSYE-TV,  Elmira,  with  a  weekly  circulation  of 

28,180  homes. 

And  finally,  if  ratings  fascinate  you:  the  June  ARB  report  for  Syracuse  gives 

WSYR-TV  52.9%  of  total  weekly  audience;  63.9%  from  noon  to  6  P.M.  Mon.- 

FrL;  54.6%  from  6  P.M.  to  10  P.M.  Mon.-Fri.;  71.8%  from  sign-on  to  6  P.M. 
Sundays. 

Get  the  Full  Story  from  HARRINGTON,  RIGHTER  &  PARSONS 

NBC 

Affiliate 

WSYR«T
V 

HSScmrioicoopip 

Channel  3    •    SYRACUSE,  N.  Y.    •    100  K  W 

Plus  WSYE-TV  channel  18  ELMIRA,  N.Y. 
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TRADE  ASSNS.  continued 

studies,"  according  to  Dr.  Brown.  "It  under- 
takes to  map  out  the  world  of  mass  media 

.  .  .  with  the  consumer  left  in.  It  completely 

ignores  costs  per  thousand,  ratings,  circu- 
lation, readership — the  media  bookkeeping. 

Instead,  it  concerns  itself  with  how  the  con- 
sumer looks  at  the  media  world  .  .  .  the 

personal  values  he  gets  from  media  .  .  . 
how  he  uses  the  media  .  .  .  what  each  means 

to  him." 
Mr.  Cash  explained  the  techniques  used 

in  the  study,  conducted  by  Motivation 
Analysis  Inc.,  independent  research  firm 
headed  by  Dr.  Philip  Eisenberg.  The  project 

was  directed  by  Dr.  Leon  Arons,  TvB  re- 
search director. 

Two  networks  held  meetings  of  affiliates 
at  Biloxi. 

David  B.  Williams  CBS-TV  eastern  man- 

ager of  affiliates  relations;  F.  E.  Busby, 

WTVY  (TV)  Dothan,  Ala.,  and  T.  B.  Lan- 

ford,  WJTV  Jackson,  Miss.,  CBS-TV  ad- 

visory board  director,  were  hosts  at  an  af- 

filiates' breakfast.  They  previewed  the  up- 
coming CBS-TV  program  lineup. 

Charles  Godwin,  MBS  station  relations 

vice  president  and  Victor  C.  Diehm,  WAZL 

Hazleton,  Pa.,  representing  the  affiliates  ad- 
visory board,  said  the  network  plans  more 

and  better  news  programming  under  the 
new  network  ownership. 

NBC  had  a  reception  suite  at  the  meeting 
along  with  several  station  representatives 
and  programming  firms. 

Which  Radio  Stations 

Make  Better  Profits? 

Independent  radio  stations  show  a  better 
profit  margin  (revenues  vs.  expenses)  than 
network  affiliates  but  the  latter  show  a  high- 

er dollar  profit,  according  to  an  NAB 
analysis  given  delegates  at  the  opening  Fall 
Conference  at  Biloxi,  Miss. 

In  outlining  the  results  of  a  sample 

survey,  representing  a  cross-section  of  the 

radio  industry,  Charles  H.  Tower,  NAB's 
economist  and  labor  relations  manager, 
found  that  efficient  management  is  the 

most  important  factor  in  a  station's  profit 

position. 
Mr.  Tower  found  that  such  "external 

factors"  as  power,  affiliation,  market  size 
and  years  on  the  air  make  some  difference 

but  he  added,  "Management  push  can  over- 
come competition  and  other  external  ele- 

ments." 

Total  station  revenue  runs  about  the 
same  whether  there  are  two  stations  in  a 

market,  or  seven  or  more,  he  said.  On  the 
other  hand,  the  dollar  profit  goes  down 

sharply  as  the  number  of  stations  in  a 
market  increases. 

The  study  included  128  stations  (both 

profit  and  loss  outlets)  in  various  sizes  of 
markets. 

In  comparing  network  affiliates  (NBC, 

CBS  only),  Mr.  Tower  found. 
•  Affiliates — 5.3%  profit  margin;  $12,- 

100  profit. 

•  All  others  (independent) — 9.2%  profit 

margin;  $10,500  profit. 
These  are  median  figures. 
Stations  30  or  more  years  old  showed 

the  highest  profit  margin,  the  radio  analysis 
revealed.  The  breakdown  by  age  of  station 

follows: 
•  30  years  or  older — 11.4%  profit  mar- 

gin; $22,430  profit  yearly. 
•  20-30  years — 9.9%  profit  margin. 

$12,890  profit  yearly. 
•  10-20  years— 6.2%  profit  margin,  $8,- 

930  profit  yearly. 
•  1-10  years — 6.1%  profit  margin,  $6,- 

640  profit  yearly. 

Profit  margin  as  shown  by  station  power 

varied  sharply,  with  10  kw  and  50  kw 
outlets  easily  leading  the  field.  The  average 

power  breakdown  follows: 
•  250-500  w— 9.9%  profit  margin,  $11,- 

300  profit  yearly. 
•  1  kw— 1.9%  profit  margin,  $1,100 

profit. 

•  5  kw— 6.3%  profit  margin,  $13,400 

profit. 

•  10-50  kw— 11.1%  profit  margin,  $40,- 

700  profit. 

During  separate  radio  and  tv  sessions  at 
the  Biloxi  meeting  Mr.  Tower  led  discus- 

sions of  administrative  and  management 

problems.  He  suggested  procedure  for  pur- 
chase of  new  equipment  and  explained 

technological  advances.  To  some  extent 

"the  rate  of  technological  change  is  the 
measure  of  the  rate  of  progress  of  the 

firm,"  he  said. 

NAB  Plans  Heavy  Film  Use 

For  Promotion,  Orientation 

NAB  is  going  into  the  film-producing 
business  on  an  extensive  basis  to  promote 

public  understanding  of  broadcasting. 

An  18-minute  radio  film  titled  "Hear  and 
Now"  was  previewed  Thursday  at  the 
opening  NAB  Fall  Conference  in  Biloxi, 
Miss.  The  documentary  traces  growth  of 
radio  from  the  crystal  set  days,  recounting 
memorable  moments  in  radio  history  such 

as  King  Edward  VII's  abdication  speech, 
the  Hindenburg  crash  and  President  Roose- 

velt's "Day  of  Infamy"  address. 
The  film  shows  how  radio  participates 

in  community  life  and  describes  warning 
services.  Donald  N.  Martin,  NAB  public 

relations'  assistant  to  the  president,  was  in 
overall  charge  of  the  project.  United  Press 
Movietone  News  produced  and  Stan  Raiff, 

of  the  NAB  public  relations  service,  was 
supervisor.  NAB  members  can  buy  the 
film  for  $35  plus  shipping  charges,  or  rent 
it  10  days  for  $10  plus  shipping  charges. 

John  F.  Meagher,  NAB  radio  vice  presi- 
dent, will  show  the  film  at  all  eight  NAB 

fall  conferences. 

A  film  presentation  including  "The  House 
That  Television  Built"  and  "E-Motion"  was 
offered  at  Biloxi  by  Television  Bureau  of 
Advertising  (see  page  54). 

NAB's  Tv  Code  staff  produced  a  16- 
minute  'what-not-to-do"  film,  a  fictional 

dramatic  program  including  such  depar- 
tures from  code  standards  as  illicit  sex, 

undue  violence,  suicide,  eye-opening 
costuming,  cruelty  to  animals,  profanity 

and  many  types  of  advertising  abuses. 

Charles  S.  Cady,  NAB  assistant  code  di- 

ss 
Waterloo?  Never  heard  of  it.  Where  s  Waterloo? 

Sometimes  what  you  don't  know  can  hurt  you.  Napo- 
leon never  expected  his  Waterloo;  businessmen  today 

also  meet  their  private  Waterloos  when  ill-supplied  with 
information  —  particularly  in  the  cavalry-swift  field  of 
broadcast  advertising.  But  the  real  strategists  among 
them  depend  on  Broadcasting  for  a  weekly  briefing  on 
everything  new  in  TV  and  radio.  You  can  find  out  how 
helpful  this  is  by  taking  advantage  of  an  introductory 

subscription  to  Broadcasting  —  26  weeks  for  $3.50.  It'll 
bring  you  battalions  of  useful  information!  1 

BROADCASTING 

1V35  DeSales  Street,  N.  W.,  Washington  6,  D.  C. 
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THE  GIANT" MOVES  UP  TO 

CAESARS  HEAD 

TENNESSEE 

KNOXVIUE 
NORTH 

CAROLINA 

ASHEVILIE ,  CHARLOTTE 

100  uv 
Contour 
CAESARS  HEAD".  •Spartan

burg GREENVILLE 

ANDERSON 
GREENWOOD/^ 

GEORGIA  \s\_^COLUMBIA 

augusta*\  SOUTH CAROLINA 

Ask  the  Station  or  WEED 

About  WFBC-TV's 

"Giant  Move  Upward" 

Let  us  tell  you  the  advantages  of  our  new 

Caesars  Head  location,  .  .  .  more  view- 

ers, better  reception,  greater  dominance 

in  this  great  4-state  market  in  the  South- 
east. 

Represented  By 

WEED  TELEVISION  CORP. 

•  with  Maximum  Height-2000  Ft.  above 

Average  Terrain 

•  with  Maximum  Power— 100  Kilowatts 

•  with  Increased  Coverage  in  the 

GREENVILLE-SPARTANBURG- 

ASHEVILLE  MARKET 

WFBC-TV  has  moved  its  transmitter  atop  Caesars  Head 

Mountain,  where  a  huge  888-ft.  tower  gives  "The  Giant 

of  Southern  Skies"  a  far  greater  coverage  area  ...  a 
greatly  expanded  market  for  its  advertisers  .  .  .  and 

better  reception  to  additional  thousands  of  viewers  in 

the  Station's  4-state  coverage  area.  WFBC-TV's  service 
area  is  increased  by  48%  in  this  move.  The  tower  at 

Caesars  Head  is  3,000  ft.  above  Greenville  and  Spartan- 

burg, and  1,000  ft.  above  Asheville.  Height  above  aver- 

age terrain  is  now  2,000  ft.  (formerly  1,140  ft.).  WFBC-TV 

now  has  Grade-A  coverage  in  Greenville,  Spartanburg 
and  Asheville. 

WFBC-TV  MARKET  DATA 

From  New  Caesars  Head  Location 

(within  100  UV/M  Contour) 

Population 
Incomes 

Retail  Sales 

Television  Homes 

2,783,100 

$3,163,844,000 

$2,337,504,000 

523,830 

Channel  4 

WFB 

TV 

Greenville,  South  Carolina 

NBC  NETWORK 
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WBZ-TV  BOSTON  I 

SEPT. 7  THROUGH  II I 
*ARB  COINCIDENTAL,  SEPTEMBER  7,  1:00  PM 

TRENDEX  RECALL,  SEPTEMBER  7, 10—10:30  PM,  SEPTEMBER  11,  11:15  PM 
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TRADE  ASSNS.  continued 

rector,  wrote  the  script.  Gene  McPherson, 
WBNS-TV  Columbus,  Ohio,  production 
director,  produced  the  drama  through 
WBNS-TV  facilities. 

Another  him  presented  Roger  W.  Clipp. 
WFIL-TV  Philadelphia,  chairman  of  the 
NAB  Tv  Code  Board,  to  the  Biloxi  tv  meet- 

ing. Mr.  Clipp  reminded  tv  broadcasters 
they  must  be  vigilant  to  control  commercial 
practices  and  avoid  excessive  crime  and 

violence  in  programs.  "Adherence  to  the 
code  is  good  business  dollarwise  in  enhanc- 

ing the  prestige,  dignity  and  respect  of  the 

industry,"  he  said. 
Edward  H.  Bronson.  Tv  Code  director, 

reported  that  nearly  three-fourths  of  all  tv 
code  violations  are  confined  to  15%  of 

the  stations.  He  explained  the  modified 

rule  on  multiple-spotting. 
Another  NAB  film  production  will  come 

out  later  in  the  autumn.  It  will  be  a  series 

of  10-second  animated  spots.  A  $25,000 
appropriation  has  been  made  available  and 
production  will  start  soon  on  a  test  series 
of  12  spots.  The  spots  will  be  released 

during  National  Television  Week  Nov.  16- 

Finally,  NAB  is  producing  a  13Vi- 
minute  public  relations  film  depicting  tele- 

vision's role  in  community  and  national 
life.  It  is  to  do  the  same  job  for  television 

that  "Hear  and  Now"  is  doing  for  radio. 

Next  on  NAB  Circuit: 

Okla.  City,  Sun  Valley 

NAB's  series  of  Fall  Conferences  con- 
tinue this  week  with  meetings  Monday- 

Tuesday  (Sept.  22-23)  at  the  Biltmore 
Hotel.  Oklahoma  City,  and  Thursday-Fri- 

day at  Challenger  Inn,  Sun  Valley,  Idaho. 
Programs  will  follow  the  pattern  set  at 

the  Biloxi,  Miss.,  opening  meeting  last  week 

(see  coverage,  starting  page  54).  NAB's 
10-man  headquarters  crew  will  head  dis- 

cussions of  management  problems  and 

separate  radio-tv  panels. 
NAB  President  Harold  E.  Fellows  will 

head  the  association's  group  of  specialists 
who  take  up  employment,  public  relations, 

government  and  other  management  topics. 
Dr.  Melvin  S.  Hattwick,  advertising  director 

of  Continental  Oil  Co.,  will  deliver  the  clos- 

ing luncheon  talk  at  Oklahoma  City.  Wil- 
liam Niskanen,  general  manager  of  Pacific 

Trailways  Co.,  Bend.  Ore.,  will  be  final 

speaker  at  Sun  Valley. 

A  radio  sales  panel  at  Oklahoma  City 

will  include  George  W.  Boiling,  of  Boiling 

Co.,  station  representatives;  Grover  C. 
Cobb,  KVGB  Great  Bend,  Kan.;  Frank  S. 

Lane.  KRMG  Tulsa.  Okla..  and  Pat  Mur- 
phy. KCRC  Enid,  Okla.  Robert  L.  Pratt, 

KGGF  Coffeyville.  Kan.,  will  speak  on 

news  programming.  David  M.  Siegal,  KOSI 

Denver,  will  speak  on  music  programming 

trends  and  William  S.  Morgan  Jr.,  KLIF 

Dallas,  will  report  on  the  all-industry  radio 
music  licensing  committee  which  is  ne- 

gotiating new  ASCAP  and  BMI  contracts. 

Staff  and  management  problems  will  in- 
clude a  talk  on  internal  efficiency  by 

Charles  Okell,  of  Charles  Bruning  Co.  Sta- 

AN  AGENCY  JUNKS  'AUTOMATIC  BUYING' 

The  methods  of  buying  broadcast  time 
are  due  for  an  overhaul,  according  to 

William  H.  Thomas,  radio-tv  director 
of  Fitzgerald  Adv.  Agency,  New  Orleans. 
One  of  the 

largest  agencies 
in  the  South,  Fitz- 

gerald is  develop- 

ing ways  of  re- 

placing "automat- 
ic time  buying." 

he  told  the  open- 
ing NAB  Fall 

Conference  at  its 

Sept.  19  luncheon 
in  Biloxi  Miss. 

The  answer  to 
weakness   in  the MR.  THOMAS 

use  of  rating  reports  can  be  found  in 

reliance  on  long-range  depth  studies  of 
audience  composition  and  habits,  with 

emphasis  placed  on  trends,  Mr.  Thomas 
said,  outlining  the  steps  taken  this  year 
to  improve  time  buying  methods. 

Fitzgerald  first  decided  to  do  a  depth 
study  on  the  impact  of  a  weekly  strip 

placed  on  a  southern  station.  American 
Research  Bureau  was  asked  to  re-process 
its  survey  figures  to  show  how  often 
people  listened  to  the  strip,  when  they 
listened  and  to  break  down  the  audience 

by  age  groups  and  sex. 
"We  wanted  to  know  if  the  competi- 

tion was  clobbering  us  at  any  point," 
Mr.  Thomas  said  in  explaining  the  tech- 

nique. As  a  result  of  the  trend-depth 
study  the  agency  dropped  the  weekly  strip 

and  replaced  it  with  two  half-hours.  "The 
client  was  impressed,"  he  said.  "We  had 
the  answer  to  the  circulation  figures  that 
print  media  always  throw  at  an  agency 

in  competition  to  broadcast  sales  data." 
The  agency  discussed  the  technique 

with  other  stations  carrying  the  account, 
asking  if  they  would  be  willing  to  pay 
the  cost  of  ARB  breakdowns.  All  stations 

agreed  to  absorb  the  expense  and  Fitz- 
gerald now  has  a  fund  of  helpful  informa- 

tion to  guide  it  in  efficient  purchases  of 
time  for  the  account. 

Mr.  Thomas  proposed  an  overhauling 

of  station  merchandising  methods,  ex- 
plaining that  a  lot  of  station  reports  on 

their  promotion  merely  go  into  the  waste- 
basket.  "Why  not  do  actual  research  on 

what  your  advertisers  are  doing?"  he 
said,  "If  such  activity  is  handled  correct- 

ly it  will  be  of  such  overall  value  that  in 
certain  instances  you  will  get  help  from 

us  in  an  advisory  and  on  occasions  in  a 

financial  capacity." 
He  contended  many  stations  "are  spin- 

ning their  wheels"  by  unplanned,  sporad- 

ic merchandising  and  promotion.  "Agen- 
cies and  stations  should  work  out  mer- 

chandising together,"  he  said. 
In  discussing  schedules,  he  said,  "one 

of  our  timebuyers  who  has  been  in  the 
midst  of  several  campaigns  mentioned 

that  it's  very  common  for  schedules  to 
be  confirmed  with  agencies  having  no 

resemblance  to  the  order  placed." 
Mr.  Thomas  traced  1958  radio-tv  ad- 

vertising trends — spot  tv  is  often  on  a 
sold-out  basis,  including  daytime  and 

ID's,  spot  radio  should  exceed  last  year; 
unsold  tv  network  time  is  diminishing 

with  unprecedented  interest  in  daytime 

where  rates  are  attractive;  network  radio's 
comeback  may  be  slightly  over  1957.  He 

described  television  as  "the  No.  1  adver- 

tising medium." 

tion  panelists  will  be  Tom  Johnson,  KTOK 
Oklahoma  City;  Joseph  B.  Kirby,  KFBI 
Wichita,  Kan.,  and  Allan  Page.  KGWA 
Enid,  Okla. 

John  F.  Meagher  and  Thad  H.  Brown 
Jr.,  respective  radio  and  tv  vice  presidents 

of  NAB,  will  preside  at  the  separate  ses- 
sions. Keith  Culverhouse,  assistant  sales 

promotion  director  of  Television  Bureau  of 
Advertising,  will  speak  on  sales.  Edward 
H.  Bronson,  NAB  tv  code  director,  will 
lead  a  code  discussion  and  show  a  film 
based  on  code  violations. 

A  tv  program  and  tv  tape  discussion  will 
include  Eugene  Thomas,  KETV  (TV) 
Omaha,  Neb.;  J.  C.  Richdale  Jr.,  KOTV 

(TV)  Tulsa,  Okla.,  and  Willard  E.  Wal- 
bridge,  KTRK  (TV)  Houston.  Taking  part 
in  a  tv  cost  program  will  be  Dale  Larsen, 

KTVH  (TV)  Hutchinson,  Kan.,  and  Wil- 
liam Smellage.  WFAA-TV  Dallas. 

At  the  Sun  Valley  meeting  a  radio  music 
programming  session  will  be  addressed  by 
Gordon  B.  McLendon,  KLIF  Dallas.  Mem- 

bers of  a  radio  sales  panel  will  be  Lewis 

H.  Avery,  of  Avery-Knodel;  James  M. 
Brady.  KIFI  Idaho  Falls,  Idaho;  R.  W. 
Burden,  KWIK  Pocatello,  Idaho,  and  W. 
Kimball  Ward.  KLO  Ogden,  Utah.  Henry 
H.  Fletcher.  KSEI  Pocatello.  Idaho,  will 
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discuss  news  and  J.  Allen  Jensen,  KSL 

Salt  Lake  City,  will  review  music  copy- 

right negotiations. 
Panel  members  at  a  discussion  of  staff 

problems  will  be  Ken  Kilmer,  KFXD 

Nampa,  Idaho;  Del  Leeson,  KDYL  Salt 
Lake  City,  and  Ken  Nybo,  KBMY  Billings, 
Mont.  Don  L.  Heller,  of  Charles  Bruning 
Co.,  will  speak  on  internal  efficiency. 

Discussion  leaders  at  a  tv  sales-program 

session  will  be  Joseph  L.  Floyd,  KELO-TV 
Sioux  Falls,  S.  D.;  James  D.  Russell, 

KKTV  (TV)  Colorado  Springs,  Colo.,  and 

A.  J.  Mosby,  KMSO-TV  Missoula,  Mont. 
Norman  E.  Cash,  president,  will  present  the 
TvB  sales  feature. 

Tv  station  administration  will  be  re- 

viewed. Participants  in  the  program  in- 
clude J.  W.  Wright,  KSL-TV  Salt  Lake 

City,  and  Ralph  Radetsky,  KOA-TV  Den- 
ver. Douglas  A.  Anello,  NAB  chief  attor- 
ney, will  make  his  first  appearance  at  the 

fall  series,  discussing  community  antenna 
developments. 

Guest  speakers  at  the  balance  of  the  re- 
gional conferences:  William  Niscannon, 

general  manager.  Pacific  Trailways  Co., 

Bend,  Ore.;  Sept.  30,  San  Francisco,  Charles 
Stuart  Jr..  advertising  manager,  Bank  of 

America,  San  Francisco;  Oct.  17,  Minneap- 
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To  sell  Indiana, 

you  need  both 
the  2nd  and  3rd 

ranking  markets. 

NOW 

ONE  BUY 

delivers  both  — 

AT  A  10% 

YOU  NEED  TWO  GUNS 

in  Indiana! 

Here,  where  hunting's  the  hobby,  sharpshooting  adver- 
tisers bag  two  traditional  test  markets — Fort  Wayne  and 

South  Bend  -  Elkhart  —  with  one  combination  buy  which 

saves  10%.  They  thus  draw  a  bead  on  340,000  TV  homes  — 

a  bigger  target  than  T.  A.'s  43rd  market!*  Over  1,688,000 
total  population — more  people  than  Arizona,  Colorado  or 

Nebraska!  Effective  Buying  Income,  nearly  $3  Billion — 

and  it's  yours  with  just  one  buy! 

*Sources:  Television  Age,  May  19,  1958;  Sales  Management 
Survey  of  Buying  Power,  May,  1958. 

call  your man  now 

SOUTH  BEN 

o 

D  CJ  e lkhar Hli  ■  I      v^y  Da  n  (gi  PC  tC  1 

^^^^^^^^^qq  FORT     WAYNE    L-J       C^-^  ̂ ^^^^^^^^^^V 

NBC 
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TRADE  ASSNS.  CONTINUtD 

olis,  J.  Cameron  Thompson,  chairman  of 

board.  Northwest  reincorporation,  Minne- 
apolis; Oct.  28,  Washington,  Felix  W.  Coste, 

vp-marketing  director,  Coca-Cola  Co.,  New 
York.  Speakers  for  Milwaukee  (Oct.  14) 
and  Boston  (Oct.  20)  conferences  have  not 
been  announced. 

BPA  Announces  10  New  Members 

Broadcasters  Promotion  Assn.  added  10 

new  stations  during  August,  giving  it  a 
total  of  nearly  250  members  in  35  states, 
the  District  of  Columbia  and  in  Canada. 

Elliott  W.  Henry  Jr..  press  and  promo- 
tion director  of  ABC  Chicago  and  BPA 

president,  expressed  hope  that  BPA  would 
be  represented  in  all  48  states  by  the  time 

oJ  the  third  annual  convention-seminar  at 
the  Chase  Hotel  Nov.  16-19.  Howard  W. 

Meagle.  WWVA  Wheeling,  W.  Va.,  is  work- 
ing with  regional  membership  chairmen  in 

the  current  membership  drive. 

New  BPA  members  are  Stan  Noyes 

WOPA  Oak  Park,  111.;  Bud  Wallick,  KOLN- 
TV  Lincoln,  Neb.;  D.  J.  Maitlen,  WESH- 

TV  Daytona  Beach,  Fla.;  George  C.  Big- 
gar.  WLBK  De  Kalb,  III.;  Richard  Stahl- 
berger,  WCBS  New  York;  James  T.  Briggs, 
KWKH  Shreveport,  La.;  Robert  Harris, 
WSTV  Steubenville,  Ohio;  Melvin  L. 
Stone,  WLOB  Portland,  Ore.;  Bob  Meister, 

WBAY  Green  Bay,  Wis.;  Charles  W.  Fen- 
ton,  Canadian  Assn.  of  Radio  &  Television 
Broadcasters,  Toronto. 

UPCOMING 

September Sept.  22-23:  National  Business  Publications,  N.  Y. 
regional  conference,  Ambassador  Hotel,  New 
York  City. 

Sept.  22-23:  Louisiana  Assn.  of  Broadcasters, 
Townhouse  Motel,  Lafayette. 

Sept.  22-23:  RAB,  regional  management  con- 
ference, Hotel  Morain-on-the-Lake,  Highland 

Park,  111. 
Sept.  25-26:  RAB,  regional  management  confer- ence, St.  Clair  Inn  &  Country  Club,  St.  Clair, 

Mich. Sept.  25-26:  Washington  Assn.  of  Broadcasters, 
Winthrop  Hotel,  Tacoma. 

Sept.  25-26:  American  Management  Assn.,  mar- 
keting conference,  Hotel  Statler,  New  York. 

Sept.  26:  Oregon  Broadcasters  Assn.,  station 
managers'  meeting,  Timberline  Lodge,  Mt. 
Hood. Sept.  26:  UPI  Broadcasters  of  Iowa,  Hotel  Roose- 

velt, Cedar  Rapids. 
Sept.  26-27:  Mississippi  Broadcasters  Assn., 
management  conference,  U.  of  Mississippi. 

Sept.  26-27:  IRE,  transmission  systems  profession- 
al group,  annual  symposium,  Hotel  Willard, 

Washington. 
Sept.  26-28:  AWRT,  southern  area  conference, 
Columbus,  Ga. 

Sept.  27:  UPI  Broadcasters  of  Illinois,  fall  meet- 
ing, La  Salle  Hotel,  Chicago. 

Sept.  27-28:  AWRT,  southwestern  area's  fall  con- ference, Western  Hills,  Fort  Worth,  Tex. 
Sept.  29-30:  RAB,  regional  management  con- ference, Princeton  Inn,  Princeton,  N.  J. 

October 
Oct.   1-2:  NAB  Tv  Code  Review  Board,  Cllft 

Hotel,  San  Francisco. 
Oct.  2:  Advertising  Research  Foundation,  fourth 
annual    conference,    Waldorf-Astoria  Hotel, New  York  City. 

Oct.  3-4:  North  Dakota  Assn.  of  Broadcasters, Bismarck. 
Oct.  3-4:  North  Dakota  AP  Broadcasters  Assn., 
annual  meeting,  Bismarck. 

Oct.  3-5:  AWRT,  national  board  meeting,  Wal- 
dorf-Astoria Hotel,  New  York  City. 

Oct.  5-6:  Texas  Assn.  of  Broadcasters,  fall  con- 
ference, Texas  Hotel,  Fort  Worth. 

Oct.  5-7:  Central  Canada  Broadcasters  Assn., 
Alpine  Inn,  Ste.  Marguerite,  Que. 

Oct.  5-7:  Advertising  Federation  of  America, 
seventh  district  convention,  Whitley  Hotel, 
Montgomery,  Ala. 

Oct.  8-10:  IRE,  Canadian  convention,  Exhibition 
Park,  Toronto. 

Oct.  8:  Connecticut  AP  Broadcasters  Assn., 
annual  meeting,  Waverly  Inn,  Cheshire. 

Oct.  9-10:  AAAA,  central  region's  annual  meet- ing, Drake  Hotel.  Chicago. 
Oct.  9-10:  North  Carolina  Assn.  of  Broadcasters, 

Sedgefield  Inn,  Greensboro. 
Oct.  10-11:  Alabama  Assn.  of  Broadcasters,  Staf- 

ford Hotel,  Tuscaloosa. 
Oct.  10-11:  Mutual  Advertising  Agency  Network, 
fourth-quarterly  business  meeting-workshop, Bismarck  Hotel,  Chicago. 

Oct.  10-11:  Nebraska  AP  Radio-TV  Assn.,  annual 
meeting,  Lincoln. 

Oct.  11:  UPI  Broadcasters  of  Michigan,  Hotel 
Olds,  Lansing. 

Oct.  11-12:  Missouri  AP  Broadcasters  Assn., annual  meeting,  Jefferson  City. 
Oct.  12-15:  AAAA,  western  region's  annual  meet- ing. El  Mirador,  Palm  Springs,  Calif. 
Oct.  13:  New  York  AP  Broadcasters  Assn,  an- 

nual meeting,  Sheraton-Ten  Eyck  Hotel, Albany. 

Oct.  13:  Virginia  AP  Broadcasters  Assn.,  annual 
meeting,  Hotel  Roanoke,  Roanoke. 

Oct.  13-15:  Kentucky  Broadcasters  Assn.,  fall 
meeting,   Chesmotel  Lodge,  Hopkinsville. 

Oct.  14-17:  National  Assn.  of  Educational  Broad- 
casters, annual  convention,  Sheraton-Fonte- nelle  Hotel,  Omaha,  Neb. 

Oct.  15:  Massachusetts  Assn.  of  Broadcasters, 
University  Club,  Boston. 

Oct.  15-19:  Radio  Television  News  Directors 
Assn.,  annual  convention,  Sheraton-Blackstone Hotel,  Chicago. 

Oct.  16-18:  Missouri  Broadcasters  Assn.,  St. Louis. 
Oct.  19-21:  Inland  Daily  Press  Assn.,  annual 
meeting,  Drake  Hotel,  Chicago. 

Oct.  20-24:  Society  of  Motion  Picture  &  Tele- 
vision Engineers,  84th  semi-annual  conven- 

tion, Sheraton-Cadillac  Hotel,  Detroit,  Mich. 
Oct.  21-22:  Illinois  Broadcasters  Assn.,  fall  meet- ing. Inman  Hotel,  Champaign. 
Oct.  22-24:  NBC  Radio  and  Television  affiliates 
annual  meeting.  Plaza  Hotel,  New  York. 

Oct.  25-26:  AWRT,  Pennsylvania  conference, 
Erie. 

Oct.  27-28:  AAAA,  eastern  region's  annual  meet- ing, Biltmore  Hotel,  New  York  City. 
Oct.  28-29:  Central  Canada  Broadcasters  Assn., 
Westbury  Hotel,  Toronto,  Ont. 

Oct.  29-30:  CBS  Radio  Affiliates  Assn.,  annual 
convention,  Waldorf-Astoria  Hotel,  New  York 
City. 

NAB  FALL  CONFERENCES 

Sept.  22-23,  Okla.  Biltmore,  Oklahoma  City,  Okla. 
Sept.  25-26,  Challenger  Inn,  Sun  Valley,  Idaho. 
Sept.  29-30,  Mark  Hopkins  Hotel,  San  Francisco. 
Oct.  13-14,  Schroeder  Hotel,  Milwaukee. 
Oct.  16-17,  Radisson  Hotel,  Minneapolis. 
Oct.  20-21,  Somerset  Hotel,  Boston. 
Oct.  27-28.  Statler  Hilton  Hotel,  Washington,  D.  C. 

Broadcasting 

In  the  home  of  the  Automobile 

where  advertising  people 

.  .  .  .  know  their  Market,  and 

.  .  .  .  know  their  Media 

....  as  well  as  their  Motor  Cars  .  .  . 

A  top  national  agency's 

1958  radio  station 

Survey  has  shown  .  .  . 

W-CAR  with  more  automobile 

advertising  than  any  other 

Detroit  Area  Station. 

W-CAR-DETROIT 

50,000  watts  on  1130  kc. 

Ask  us  or  AM  Radio  Sales  for  Details 
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CARE 

Meticulous  attention  to  detail . . .  essential 

in  our  field,  too. 

That's  why  when  we  submit  availabilities, 

ratings,  market  data  we  strive  for 

thoroughness  as  well  as  accuracy. 

Reputations  are  built  on  care.  We  value  ours. 

AVERY-KNODEL 

INCORPORATED 

NEW   YORK        ATLANTA        DALLAS        DETROIT        SAN    FRANCISCO         LOS    ANGELES        CHICAGO  SEATTLE 



GOVERNMENT 

OVERSIGHT  COMMITTEE  GETS  BACK 

TO  FCC'S  BROADCAST  DECISIONS 

•  Pittsburgh  ch.  4  grant  first  on  tap  at  hearing  Tuesday 

•  Harris  wants  more  information  on  eight  remanded  cases 

The  House  Legislative  Oversight  Sub- 
committee will  be  back  in  the  broadcast 

business  again  this  week  with  public  hear- 
ings beginning  tomorrow  (Tuesday)  on  the 

Pittsburgh  ch.  4  comparative  tv  case. 

Originally,  five  applicants  were  vying 

for  the  coveted  facility  (Pittsburgh's  third 
commercial  vhf).  However,  by  the  time  the 

FCC  made  a  final  grant,  only  one  ap- 
plicant remained  after  a  merger  between 

Television  City  Inc.,  and  the  Hearst  Corp. 
[Government,  July  29,  1957].  The  other 
three  applicants  withdrew  from  the  race 
and  were  paid  $50,000  each  by  the  merged 

firm  for  "expenses." 
WTAE-TV,  which  was  awarded  the 

channel,  went  on  the  air  Sept.  14.  Affiliated 
with  ABC-TV,  the  station  operates  with 
100  kw  visual  and  50  kw  aural. 

A  subcommittee  source  said  the  con- 
gressional investigators  are  interested  in  the 

role  played  in  the  case  by  former  FCC 
Chairman  George  C.  McConnaughey,  both 
before  and  after  he  left  the  Commission. 

Mr.  McConnaughey  left  the  FCC  July  1, 
1957,  and  immediately  joined  into  a  law 

partnership  with  George  Sutton,  of  counsel 

for  Tv  City  Inc.  Mr.  McConnaughey  sub- 
sequently discontinued  his  Washington  prac- 

tice to  devote  full  time  to  his  law  partner- 
ship in  Columbus,  Ohio. 

Rep.  Oren  Harris  (D-Ark.),  chairman, 
said  this  week  he  also  would  look  into  the 

problem  of  several  contested  cases  re- 
manded to  the  Commission.  At  the  request 

of  the  subcommittee  the  FCC  furnished  a 

list  of  eight  such  cases  remanded  since  Jan. 

1 — some  of  them  in  effect  telling  the  Com- 
mission to  investigate  itself,  a  committee 

spokesman  said.  He  related  that  a  thorough 
study  had  failed  to  reveal  a  single  statute 
covering  such  a  situation. 

The  subcommittee  will  ask  the  FCC  for 

recommendations  on  legislation  required  to 
cover  such  remanded  cases.  The  investi- 

gators also  are  interested  in  determining 
what  the  FCC  has  done  and  is  doing  with 
the  returned  grants.  However,  Rep.  Harris 
stressed,  no  attempt  will  be  made  to  go  into 
the  merits  of  any  of  the  cases. 

The  eight  cases  —  all  remanded  since 

Jan.  23  of  this  year — discussed  "'briefly" 
by  the  Commission  in  its  summary  to  the 
committee  include  (1)  an  am  grant  in 
Bradenton,  Fla.;  (2)  the  grant  of  Miami  ch. 
10  to  National  Airlines  (remand  prompted 
by  disclosures  made  in  earlier  subcommit- 

tee hearings);  (3)  authority  to  ch.  20 

WJMR-TV  New  Orleans  for  experimental 
operation  on  New  Orleans  ch.  12;  (4)  au- 

thorization of  a  shift  in  transmitter  site  by 

ch.  7  WSPA-TV  Spartanburg,  S.  C.  (on 
the  protest  of  two  uhf  stations),  also 

(5)  Renewal  of  license  of  NBC's  WRCV- 
AM-TV  Philadelphia  (on  a  protest  raised 
by  Philco  Corp.),  acquired  in  a  swap  of  the 

network's  stations  in  Cleveland  for  West- 
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inghouse  Broadcasting  Co.'s  Philadelphia 
outlets;  (6)  grant  of  ch.  13  Indianapolis  to 
Crosley  Broadcasting  Co.  (on  a  protest 

lodged  by  losing  applicant  WIBC  Indian- 
apolis); (7)  an  am  grant  in  Bremen,  Ga. 

(Carroll  Case)  (in  its  remand,  the  court  told 

the  FCC  it  must  consider  the  effect  of  com- 
petition in  making  a  grant),  and  (8)  the  grant 

of  ch.  5  Boston  to  WHDH-Herald  Traveler 
(the  subject  of  brief  committee  hearings 
last  spring). 

Other  applicants  for  Pittsburgh  ch.  4  were 
Matta  Enterprises  (WLOA  Braddock,  Pa.), 

Wespen  Television  Inc.  and  Irwin  Com- 

munity Television  Co.  Subcommittee  inves- 

tigators Oliver  Eastland  and  Baron  Shack- 
lette  spent  several  weeks  looking  into  the 
case  last  spring. 

Mr.  Eastland  will  lead  off  Tuesday's  hear- 
ing with  a  report  on  his  investigation  (Mr. 

Shacklette  has  resigned  as  the  committee's 
chief  investigator).  Rep.  Harris  said  it  has 
not  been  determined  what  other  witnesses 

would  be  asked  to  testify  following  Mr. 
Eastland. 

He  did  not  rule  out  the  possibility  that 
some  of  the  principals  in  the  Pittsburgh 

proceedings  would  testify.  The  chairman 

said  there  are  no  plans  for  additional  testi- 
mony from  Mr.  McConnaughey,  who  left 

the  FCC  three  weeks  prior  to  the  ch.  4  grant. 
In  testimony  before  the  subcommittee  last 

spring,  Mr.  McConnaughey  told  of  having 
lunch  with  Earl  F.  Reed,  president  and 
15%  owner  of  Tv  City  Inc.,  while  the  ch.  4 

case  was  before  the  Commission  [Govern- 
ment, April  7],  He  said  he  changed  the 

subject  of  conversation  from  the  contest 

"as  soon  as  I  could." 
When  the  subcommittee  announced  its 

schedule  of  interim  hearings  last  month,  it 
was  not  expected  to  reach  FCC  matters  until 

November  [Closed  Circuit,  Sept.  8].  How- 
ever, matters  concerning  the  Securities  & 

Exchange  Commission  were  disposed  of  in 
hearings  last  week,  leaving  this  week  open 
for  the  FCC.  The  sessions  will  be  held  in 

the  Public  Works  Committee  hearing  room 
in  Room  1304  of  the  New  House  Office Bldg. 

New  Orleans  Ch.  12  Applicants 

Still  Stymied  on  Antenna  Rules 

Applicants  for  ch.  12  New  Orleans  found 
themselves  stymied  last  week  when  the 
FCC  denied  a  joint  petition  by  Oklahoma 
Television  Corp.  and  Coastal  Television  Co. 
for  permission  to  site  their  proposed  an- 

tennas at  less  than  the  required  maximum 
distances  from  co-channel  and  adjacent 
channel  stations. 

The  denial  leaves  the  two  applicants  at 
the  mercy  of  a  ruling  by  the  Washington 
Airspace  Panel  objecting  to  an  antenna 
taller  than  308  ft.  above  mean  sea  level  in 
a  narrow  segment  southeast  of  New  Or- 

leans, which  the  applicants  say  would  not 

deliver  a  city-grade  signal  to  all  of  New 
Orleans,  as  required  by  FCC  regulations. 

The  applicants  originally  had  asked  Air- 
space for  approval  of  antennas  ranging  from 

1,300-1,500  ft.  above  sea  level  using  full 
powers  in  the  area  to  which  the  applicants 
were  confined  because  of  the  television  sep- 

aration maximums.  Airspace  turned  down 

these  requests  in  December  1957,  suggest- 
ing a  308-ft.  height  in  that  sector,  or  a 

taller  tower  in  the  New  Orleans  "antenna 
farm"  (east-southeast  of  New  Orleans). 
The  applicants  asked  the  FCC  to  approve 
this  site  with  500-ft.  antennas,  even  though 
it  would  be  almost  30  miles  short  of  the 

required  190-mile  co-channel  separation, 
and  about  4.5  miles  short  of  the  required 

60-mile  adjacent  channel  separation.  It  was 
this  request  that  the  Commission  denied  last 
week. 

Objecting  to  any  waiver  of  mileage  re- 
quirements were  ch.  12  WTVJ  (TV)  Jack- 

son, Miss.,  the  FCC's  Broadcast  Bureau 
and  the  Assn.  of  Maximum  Service  Tele- 

casters. 
In  other  actions  in  the  New  Orleans  ch. 

12  case,  the  Commission  denied  a  petition 

by  WJMR-TV  New  Orleans  for  permission 
to  change  from  ch.  20  to  ch.  12  and  a 

joint  petition  by  WJMR-TV  and  Oklahoma 
Television  Corp.  to  defer  action  on  the 
application  of  St.  Anthony  Television  Corp. 

for  ch.  1 1  in  Houma,  La.  The  60-mile  adja- 

cent channel  separation  factor  for  New  Or- 
leans' ch.  12  grantee  must  be  figured  from 

the  proposed  ch.  11  Houma  site. 

Amortization  of  Tv  Film  Costs 

Discussed  in  Talks  With  IRS 

A  group  representing  the  Alliance  of  In- 
dependent Tv  Film  Producers  has  met 

with  Internal  Revenue  Service  officials  to 

discuss  tax  problems  connected  with  film 
making  for  television.  The  meeting  took 

place  Sept.  9  with  Harold  T.  Swartz, 

director  of  the  IRS'  tax  ruling  division. 
The  IRS  has  already  conferred  with  CBS 

tax  experts,  it  was  understood,  and  has 
scheduled  a  meeting  with  Screen  Gems  Inc. 
officials. 

The  major  question  is  whether  tv  film 
costs  should  be  amortized  over  a  period  of 
years  or  whether  the  present  practice  of 

cost-recovery  should  be  continued.  Under 
the  cost-recovery  practice,  a  film  producer 
reports  no  income  until  after  the  costs  of 
the  film  are  met  through  rentals.  Theatrical 

film  producers  use  a  two-year  amortization 

period. 

The  meetings  have  been  for  the  purpose 

of  exploring  various  facets  of  the  problem 
and  the  gathering  of  information  for  IRS 
consideration. 

Last  July,  IRS  issued  a  public  notice  ask- 
ing for  comments  on  this  question  [Govern- 

ment, July  28]. 

Representing  the  Alliance  at  last  week's 
meeting  were  Maurice  Morton,  McCadden 

Productions  (who  is  president  of  the  tv-film 
organization);  Dean  F.  Johnson,  Los  An- 

geles attorney  (general  counsel  to  the  Al- 
liance); Robert  A.  Schulman,  Washington 

tax  counsel;  William  Miller,  Los  Angeles 
accountant;  Julius  Lefkowitz,  New  York 
accountant,  and  Adrian  W.  Dewind,  New 
York  attorney. 

Broadcasting 



way 

does 

the 

wind 

blow? 

Weather  is  news  in  Eastern  Iowa,  where  frost  bites 

bank  accounts  as  well  as  fingers,  and  snow  clogs  feed- 

ing troughs  as  well  as  roads.  "Rain  by  afternoon" 
means  send  the  kids  to  the  morning  school  bus  com- 

plete with  rain  gear  .  .  .  and  make  hay  in  the  north 

forty  while  the  WMT  stations  shine. 

Our  recently  completed  Collins  weather  radar 

installation  permits  WMT-TV  camera  viewing  of 

storms  in  the  making;  in  addition,  it  permits  con- 

tinual monitoring  of  the  weather  situation  by 

weather-trained  staffers.  A  direct  wire  to  the  Des 

Moines  Weather  Bureau  serves  us  and  our  audiences 

with  complete  information  on  all  conditions  impor- 

tant to  Eastern  Iowans.  We  subscribe  to  a  private 

weather  reporting  service  whose  details  are  WMTeed 

six  times  a  day,  seven  days  a  week.  Special  news  cor- 

respondents throughout  Iowa  (more  than  a  hun- 

dred) frequently  call  in  important  or  unusual  weath- 

er news.  Three  wire  services  and  two  picture  serv- 

ices provide  our  News  Center  with  complete  national 

and  international  coverage  which  of  course  includes 

weather. 

Weather  reporting  is  one  of  the  reasons  for  WMT- 

TV's  dominance  of  three  of  Iowa's  six  largest  cities, 

plus  coverage  of  well  over  half  the  tv  families  in 

Iowa — and  one  of  the  reasons  that  WMT  Radio  aver- 

ages more  audience  than  the  combined  total  of  all 

other  radio  stations  located  in  our  Pulse  area. 

The  WMT  Stations 
CBS  Radio  and  Television  for  Eastern  Iowa 

Mail  Address:  Cedar  Rapids 

National  Representatives :  The  Katz  Agency 



GOVERNMENT  continued 

IKE  CONSIDERS  SPECTRUM  STUDY 

The  thorny  problem  of  frequency  spec- 
trum allocations — involving  civilian-military 

use  and  what  to  do  about  divided  control 

-is  being  given  the  highest  level  consider- 
ation by  the  President  and  his  cabinet. 

1 1  was  ascertained  authoritatively  last 
week  that  President  Eisenhower  had  the 

allocations  issue  presented  to  the  cabinet 
prior  to  his  Newport  vacation.  It  was  at  this 
meeting  that  the  decision  presumably  was 

reached  to  appoint  a  five-man  presidential 
commission  to  undertake  a  spectrum  analy- 

sis, along  with  recommendations  as  to  a 
solution  of  the  divided  control  problem. 

Under  existing  law,  the  President  allo- 
cates spectrum  space  to  government  serv- 
ices, with  the  military  the  preponderant 

user,  while  the  FCC  handles  all  other  allo- 
cs! ions.  The  only  coordination  between  the 

two  is  through  the  Interdepartmental  Radio 
Advisory  Committee,  made  up  entirely  of 
government  personnel  and  dominated  by 
the  military. 

Simultaneously,  the  board  of  the  Elec- 
tronic Industries  Assn.,  meeting  in  San 

Francisco  last  week,  adopted  a  resolution 
affirming  its  previous  position  advocating  a 

study  of  the  radio  spectrum  and  the  ap- 

You  Keep  Saturday  For  Sunday? 

.  .  .  That's  a  question  often  asked  of  Seventh-day  Adventists  because  they 
observe  the  seventh  day  of  the  week,  Saturday,  as  the  Christian  Sabbath,  or  the 
Lord's  Day. 

To  help  you  in  interpreting  this  practice  to  your  listeners  on  occasion,  here  are 
some  useful  facts: 

1 .  Adventists  do  not  observe  the  Sabbath  "in  place  of  Sunday"  but  rather  as 
"the  original,"  following  what  they  believe  to  be  the  example  and  precept  of 
Christ  and  the  apostles.  It  is  also  the  specific  admonition  of  the  fourth  com- 

mandment, was  instituted  in  the  beginning  as  a  memorial  of  God's  creator- 
ship  of  this  world. 

2.  Adventists  point  out  that  Sunday  observance  became  a  church  practice  only 
after  apostolic  times,  and  thus  has  the  sanction  of  tradition  but  not  of 
Scripture. 

3.  Adventists  sincerely  respect  the  right  of  others  to  choose  to  observe  Sunday, 
asking  only  that  this  religious  practice  not  be  imposed  on  the  general  com- 

munity by  law  or  economic  pressures. 

4.  Observed  from  sunset  Friday  to  sunset  Saturday,  the  Sabbath  involves  more 
than  church  attendance.  All  its  hours  are  reserved  for  Christian  devotion 
and  service,  laying  routine  employment  aside. 

5.  Emphasizing  obedience  to  divine  law  as  the  result  of  divine  grace  in  the 
heart,  observance  of  the  Sabbath  is  a  weekly  reminder  of  essential  attributes 
of  good  citizenship — respect  for  law  and  order,  dedication  to  the  service  of fellow  men. 

For  a  free  booklet  entitled  "You  Keep  Saturday  for  Sunday,"  or  for  other  infor- 
mation about  Seventh-day  Adventists,  write: 

Seventh-day  Adventist 
Information  Services 

WORLD  HEADQUARTERS: 

Washington  12,  D.  C. 

RAndolph  3-0800    •    H.  B.  Weeks 

NEW  YORK  OFFICE: 
227  W.  46th  Street 

JUdson  6-2336    •    Helen  F.  Smith 
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pointment  of  a  commission  to  do  so.  The 
board  instructed  its  Special  Spectrum  Study 
Committee  to  notify  all  federal  agencies  of 
its  resolution.  This  committee  is  chair- 
manned  by  H.  Leslie  Hoffman,  Hoffman 
Electronics  Inc.,  Los  Angeles,  and  a  former 

EIA  president. 

It  was  learned  that  the  spectrum  com- 
mittee had  met  with  representatives  of  the 

broadcast  industry  earlier  in  the  week  to 
exchange  views.  Representing  broadcasters 
were  Thad  H.  Brown  and  A.  Prose  Walker, 
NAB;  William  Lodge,  CBS;  Philip  Siling, 

NBC-RCA,  and  Harry  Jacobs,  ABC. 

Although  EIA  made  no  reference  to  just 
how  the  study  should  be  made,  or  who 
should  appoint  a  commission,  it  feels  that 

a  study  should  be  initiated  under  any  aus- 
pices, David  R.  Hull,  EIA  president  said 

last  week.  He  said  the  meeting  with  broad- 
cast representatives  had  been  fruitful,  and 

that  both  broadcasters  and  manufacturers 

now  understood  their  respective  positions. 
Mr.  Hull  is  a  vice  president  of  Raytheon 
Manufacturing  Corp. 

EIA  originally  urged  a  high  level  spec- 
trum study,  but  this  was  sidetracked  when 

the  Senate  adopted  the  Potter  Resolution 

(SJ  Res  106)  prior  to  adjournment  last 
month.  With  the  adjournment  of  Congress 

without  taking  final  action  on  this  resolu- 
tion, interest  in  the  presidential  commission 

was  revived. 

While  confidence  was  expressed  in  cer- 
tain industry  quarters  that  the  presidential 

commission  would  be  appointed,  probably 

within  the  next  fortnight,  there  developed 

last  weekend  the  report  that  no  formal  an- 
nouncement of  action  would  be  made.  In- 

stead there  was  the  view  from  usually 

well-informed  quarters  that  the  President 

would  designate  a  committee  of  both  civil- 
ian and  military  experts  to  conduct  a  study 

and  submit  recommendations  to  the  Presi- 
dent within  six  months. 

Presumably  the  latter  approach  would 

placate  Congress,  which  had  manifested  in- 
terest in  an  overall  spectrum  study  and 

which  feels  that  allocations  constitute  a 

legislative  rather  than  an  executive  problem. 
The  Potter  Resolution  was  killed  in  the 

House  largely  because  of  protests  from 
television  broadcasters  after  the  measure 

had  been  radically  revised  to  shift  the  study 
from  a  pure  analysis  of  usage  to  one  going 
into  the  administration  of  the  spectrum  and 

with  emphasis  on  use  being  made  by  pri- 
vate rather  than  government  agencies.  The 

military  had  strenuously  opposed  the  Potter 
Resolution  in  its  original  form  but  offered 

no  objection  to  the  revised  measure,  amend- 
ments to  which  were  suggested  by  the  Office 

of  Civil  Defense  and  Mobilization  with 

the  endorsement  of  President  Eisenhower 
[Government,  Aug.  4]. 

It  is  expected  that  the  Potter  Resolution 

will  be  revived  at  the  new  session  of  Con- 

gress convening  in  January.  This  may  be 
in  amended  form.  Suggestions  that  the  study 

be  undertaken  by  a  joint  congressional  com- 
mittee, because  of  its  importance,  have  been 

well  received  by  members  of  both  Senate 
and  House  identified  with  communications 

legislation. 
Broadcasting 



YOU'RE  ONLY 

HALF-COVERED 

IN  NEBRASKA 

IF  YOU  DON'T  USE  KOLN-TV! 

LINCOLN  A-Z  ARB  SURVEY 

JANUARY,  1958 

Viewed  Most 
Before  6:00  P.M. 

Viewed  Most 
After  6:00  P.M. 

KOLN-TV 

29% 
48% 

Station  B 21 
19 Station  C 16 13 

Station  D 4 9 

Have  you  noticed  how  much 
the  Nielsen  NCS  No.  2  has 

expanded    Lincoln  -  land? 

No  matter  how  you  slice  it  in  Nebraska,  you'll  still 
come  up  with  only  two  big  TV  markets.  One  is 

Omaha,  the  other  is  Lincoln-Land. 

To  cover  Omaha,  obviously,  you  need  an  Omaha 

TV  station.  To  cover  Lincoln-Land  —  232,397  TV 

families  and  69  counties  —  you  need  KOLN-TV. 
No  other  station  fully  covers  the  area. 

Ask  Avery-Knodel  for  all  the  facts  on  KOLN-TV— 
the  Official  Basic  CBS  Outlet  for  South  Central 

Nebraska  and  Northern  Kansas. 

KOLN-
TV 

CHANNEL  10  •  316,000  WATTS  •   1000-FT.  TOWER 

COVERS  LINCOLN-LAND  —  NEBRASKA'S  OTHER  BIG  MARKET 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 

WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  —  GRAND  RAPIDS 
WJEF-FM  —  GRAND  RAPIDS-KALAMAZOO 
WWTV  — CADILLAC,  MICHIGAN 
KOLN-TV  —  LINCOLN,  NEBRASKA 

Associated  with 
WMBD  RADIO  —  PEORIA,  ILLINOIS 
WMBD-TV  —  PEORIA,  ILLINOIS 
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GOVERNMENT  continued 

BAKER,  PORTER  TILT  AT  HEARING 

•  Stern  bans  exchange  from  ch.  10  rehearing  record 

•  Whiteside  set  to  appear  in  proceeding's  third  week 

A  truculent  G.  T.  Baker,  president  of 
National  Airlines,  traded  verbal  blows  last 
I  hursda\  with  Paul  A.  Porter,  attornej  for 
A.  Frank  Katzentine  (WKAT  Miami),  one 
of  the  losers  in  the  Miami  ch.  10  hearing 
and  whose  affidavit  is  acknowledged  to 

have  triggered  the  Miami  scandal. 
The  encounter  took  place  when  Mr. 

Porter  was  cross-examining  Mr.  Baker  in 
the  second  week  of  the  remanded  ch.  10 

hearing.  Mr.  Porter  was  attempting  to  elicit 

from  Mr.  Baker  why  he  went  to  see  Thur- 
man  A.  Whiteside,  Miami  attorney,  in  an 

attempt  to  retain  him  in  the  tv  case  al- 
though the  FCC  record  was  closed. 

Bristling  at  Mr.  Porter's  questions,  Mr. 
Baker  lashed  out  by  stating  he  went  to  see 

Mr.  Whiteside  because  he  couldn't  get  Mr. 
Porter.  He  asserted  he  thought  of  Mr.  Porter 
because  the  Washington  lawyer  and  former 
FCC  chairman  had  solicited  National  Air- 

lines' business.  When  Mr.  Porter  began  to 
demur,  Mr.  Baker  rushed  on  saying  Mr. 
Porter  had  taken  him  to  lunch — at  the 
Colony  (Washington)  and  the  Little  Palm 
Club  (presumably  in  Miami). 

The  by  now  furious  Mr.  Porter  demanded 

that  Mr.  Baker's  remarks  be  "expunged" 
from  the  record  as  "gratuitous  and  false." 

Judge  Horace  Stern,  retired  Pennsylvania 
Supreme  Court  chief  justice  and  presiding 
at  the  remanded  trial  as  a  special  FCC 
hearing  examiner,  ordered  the  remarks 
stricken  from  the  record. 

The  flareup  occurred  within  a  few  minutes 
after  another  encounter  between  the  wit- 

ness and  the  attorney  for  WKAT  Inc.  This 
was  when  Mr.  Porter  read  from  a  state- 

ment by  Sen.  George  A.  Smathers  (D-Fla.) 
to  the  House  Legislative  Oversight  Commit- 

tee. This  recounted  that  Mr.  Baker  had  been 

so  "overbearing"  in  his  office  that  the  sen- 
ator had  ordered  him  to  leave. 

"That's  a  lie,"  Mr.  Baker  shouted.  The 

National  Airlines'  president  said  Sen. 
Smathers  "put  out"  the  statement  after 
he,  Mr.  Baker,  had  said  that  the  senator 
was  afraid  to  appear  before  the  House 
committee  and  should  resign  because  of  his 

"conniving"  in  the  Miami  ch.  10  case. 
Mr.  Porter  denounced  the  statement  as 

"shotgun,  blunderbuss  dissemination  of 
general  rumors."  Judge  Stern  ordered  this 
angry  colloquy  also  stricken  from  the  record. 

Mr.  Baker  was  the  third  of  four  witnesses 
for  the  second  week  of  the  Miami  ch.  10 

rehearing.  Earlier  in  the  week  Judge  Robert 
H.  Anderson  and  Charles  F.  Shelden  testi- 
fied. 

On  Friday,  Paul  R.  Scott,  general  coun- 
sel for  National  Airlines,  was  scheduled  to 

testify. 

The  key  witness — Thurman  A.  Whiteside 
—was  scheduled  to  appear  today  (Sept.  22) 
and  tomorrow. 

The  hearings  are  being  held  after  the 
Miami  ch.  10  case  was  remanded  by  the 
U.S.  Court  of  Appeals  to  determine  whether 
former  Comr.  Richard  A.  Mack  should  have 
voted  in  the  final  decision  and  whether 

there  were  improprieties  by  any  applicants 

in  making  private  representations  to  FCC 
commissioners. 

Mr.  Mack  resigned  after  the  House  com- 
mittee disclosed  that  Mr.  Whiteside  had 

made  loans  to  Mr.  Mack  over  the  years.  It 
was  also  developed  that  Mr.  Whiteside  had 
been  approached  by  National  Airlines,  but 
had  refused  to  become  an  attorney  of  record. 

He  had,  it  was  alleged,  offered  to  help  Na- 
tional by  seeing  his  long-time  friend,  Mr. 

Mack.  It  was  shown  also  that  Mr.  Mack 

was  approached  in  behalf  of  Mr.  Katzentine. 
As  the  hearings  resumed  last  Tuesday, 

Judge  Stern  asked  counsel  what  their  feel- 
ings were  about  his  relationship  to  Henry 

J.  Friendly,  vice  president  and  general 
counsel  of  Pan  American  World  Airways. 
Pan  American  and  National  Airlines  an- 

nounced a  stock  exchange  transaction  two 
weeks  ago  and  the  fact  that  Mr.  Friendly 

was  Judge  Stern's  son-in-law  had  been 
formally  made  part  of  the  record  [Govern- 

ment, Sept.  15]. 

Edgar  W.  Holtz,  associate  FCC  general 
counsel,  read  a  statement  in  behalf  of  all 
counsel  and  parties  entreating  Judge  Stern 

to  continue  and  expressing  the  "most  com- 
plete confidence"  in  the  judge's  integrity. 

Visibly  moved,  Judge  Stern  acquiesced. 
Judge  Anderson  testified  that  he  had  been 

asked  by  his  law  partner,  Mr.  Scott,  to 
recommend  a  Miami  lawyer  who  knew  Mr. 
Mack.  Judge  Anderson  (he  is  now  judge 
of  the  Dade  County  circuit  court),  said  he 
suggested  Mr.  Whiteside.  Mr.  Anderson 

said  Mr.  Scott  told  him  that  other  appli- 
cants, notably  Mr.  Katzentine,  were  trying 

to  bring  political  pressures  to  bear.  The 
Miami  judge  said  he  understood  that  Mr. 

Whiteside's  retainer  was  to  be  in  the  form 
of  a  "defensive"  move.  He  said  he  was  in- 

formed that  Mr.  Whiteside  declared  he 

could  not  serve  as  counsel  of  record,  but 
that  he  would  be  glad  to  do  anything  he 
could  out  of  friendship  for  Judge  Anderson. 

Judge  Anderson  also  said  he  had  the 
impression  that  it  was  not  improper  for  a 
third  party  to  see  an  administrative  agency 
commissioner. 

Mr.  Shelden,  a  Miami  insurance  execu- 
tive, told  the  story  as  he  knew  it  of  Mr. 

Mack's  one-sixth  interest  in  the  Stembler- 
Shelden  Insurance  Agency.  This  came  about 
in  1954,  Mr.  Shelden  testified,  when  the  G. 
C.  Stembler  agency  was  merged  with  Mr. 

Shelden's  firm.  The  Stembler  firm  was  con- 
trolled by  Mr.  Whiteside,  he  said — who 

owned  one-third  of  it  outright  and  was 
trustee  for  the  other  two-thirds.  After  the 

merger,  the  Stembler-Shelden  firm  was 
owned  by  Mr.  Shelden,  Mr.  Whiteside  and 
W.  Y.  Stembler,  son  of  the  deceased  G. 

C.  Stembler.  However,  one-half  of  W.  Y. 

Stembler's  stock  was  owned  by  Mr.  Mack, 
Mr.  Shelden  said. 
He  also  recounted  that  disbursements 

amounting  to  over  $10,000  had  been  paid 
to  Mr.  Mack  on  orders  of  Mr.  Whiteside. 
Mr.  Whiteside  controlled  certain  accounts, 

Mr.  Shelden  said,  and  instructed  that  50% 
of  the  commission  on  these  accounts  be 

paid  to  Mr.  Mack. 
Later  on  Andar  Inc.  was  established, 

with  Mr.  Mack  as  sole  stockholder.  The 

monies  heretofore  sent  directly  to  Mr.  Mack 
were  transmitted  to  Andar  Inc.,  Mr. 

Shelden  said. 

At  one  point,  when  asked  what  benefit 
Mr.  Mack  brought  to  the  firm,  Mr.  Shelden 
said  he  helped  bring  some  accounts  in.  He 
also  stated  that  there  was  talk  then  of  some 

day  running  Mr.  Mack  for  governor  of 
Florida. 

Mr.  Shelden  also  testified  that  when 
Mr.  Whiteside  entered  his  firm,  Mr. 
Katzentine  threatened  to  cancel  his  business 

insurance  with  Mr.  Shelden  on  the  ground 

that  Mr.  Whiteside  was  intervening  on  Na- 
tional Airlines'  behalf  in  the  Miami  ch.  10 

case.  Mr.  Shelden  said  he  told  Mr.  White- 
side this  and  Mr.  Whiteside  told  him  to 

"mind  your  own  business."  Mr.  Katzentine 
subsequently  canceled  his  insurance  with 
the  Shelden  firm. 

Mr.  Shelden  said  he  had  a  hazy  recollec- 
tion that  he  had  arranged  a  luncheon  for 

himself,  Mr.  Whiteside  and  Mr.  Baker  at 
the  Miami  Club  in  Miami.  He  said  he  had 

searched  the  guest  list  of  the  club  and  had 
failed  to  find  any  signatures  indicating  that 
the  luncheon  had  taken  place. 

During  cross-examination,  Mr.  Shelden 

professed  that  his  company's  books  were 
in  the  hands  of  the  grand  jury  and  im- 

pounded by  the  court.  Robert  A.  Bicks, 

Dept.  of  Justice  representative  at  the  hear- 
ing, informed  the  presiding  officer  that  Mr. 

Shelden  had  made  copies  of  this  material. 
Mr.  Shelden  acknowledged  that  this  was  so. 

At  the  present  time  the  Stembler-Shelden 

agency  carries  the  National  Airlines'  tv 
station  insurance,  amounting  to  about  $15,- 

000  yearly  in  premiums.  Mr.  Shelden  ex- 
plained that  he  was  a  close  friend  of  Mr. 

Baker  and  that  he  had  bid  against  and 

"beaten"  other  insurance  agents  for  the 
business. 

Mr.  Baker,  an  impatient  and  brusque 
witness,  testified  that  Mr.  Scott  suggested 

that  National  Airlines  employ  a  local  at- 

torney to  lend  "local  flavor"  to  its  applica- 
tion and  so  Mr.  Mack  would  know  that 

"we're  all  right  people."  Mr.  Scott  reported 
that  Judge  Anderson  recommended  Mr. 
Whiteside,  Mr.  Baker  stated,  and  when  Mr. 

Scott  reported  that  Mr.  Whiteside  declined 
to  become  associated,  that  he  himself  went 

to  see  the  Miami  attorney.  Mr.  Whiteside 
said  he  was  too  busy  to  take  on  the  case, 
Mr.  Baker  said,  and  that  was  the  end  of 

that  as  far  as  he  (Mr.  Baker)  was  con- 

cerned. He  added  that  he  didn't  know 
"Mack  from  Adam." 

Faced  with  the  purported  offer  of  Mr. 
Whiteside  to  help,  Mr.  Baker  said  he 

brushed  off  this  offer.  "I've  been  told  by 

thousands  of  Florida  politicans  that  they'll 
help,  but  they  never  do.  They  hide  behind 

stumps  .  .  .",  Mr.  Baker  interjected.  Any- 
thing Mr.  Whiteside  did,  Mr.  Baker  said,  he 

did  on  his  own,  not  at  National's  direction. 
Mr.  Baker  emphatically  refused  to  agree 

that  he  had  had  lunch  with  Mr.  Whiteside 
and  Mr.  Shelden  at  the  Miami  Club. 

Mr.  Baker  expressed  surprise  when  shown 
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a  handwritten  note  from  a  Paul  Goldsbor- 
ough,  then  with  Aeronautical  Radio 
Inc.,  to  former  Comr.  Edward  M.  Webster, 

praising  Mr.  Baker  and  National  and 

urging  consideration  for  National's  applica- tion. He  said  he  had  not  known  about  this. 

The  letter  bore  a  penciled  notation  that  it 
had  been  associated  with  the  public  docket 
in  the  case. 

Another  wrangle  developed  among  at- 
torneys when  Mr.  Porter,  A.  Harry  Becker, 

representing  North  Dade  Video  Inc.,  and 
Paul  M.  Segal,  representing  L.  B.  Wilson 

Inc.,  urged  that  a  "Fact  Sheet"  issued  by 
Communications  Counselors  Inc.,  a  Mc- 
Cann-Erickson  public  relations  subsidiary, 

be  placed  in  the  record  and  that  its  distri- 
bution be  also  placed  on  record.  Norman 

A.  Jorgensen,  attorney  for  National  Air- 

lines, objected.  Mr.  Baker  said  McCann- 

Erickson  handled  National  Airlines'  pub- 
licity, but  said  he  knew  nothing  about  the 

so-called  "Fact  Sheet."  Judge  Stern  ruled 
that  the  matter  was  not  relevant  to  the 
issues  in  the  case. 

Two  Terre  Haute  Applications 

Put  in  Consolidated  Hearing 

The  existing  license  of  an  Indiana  tele- 
vision station  was  designated  by  the  FCC 

last  week  for  consolidated  hearing  along 

with  a  new  application  for  the  station's  ch. 10  facility. 
Both  WTHI-TV  Terre  Haute,  Ind.,  and 

Livesay  Broadcasting  Co.,  the  new  appli- 
cant, waived  their  rights  to  object  to  each 

other's  applications  so  the  hearing  may  be 
expedited. 
WTHI-TV,  although  now  on  ch.  10,  is 

an  applicant  for  Terre  Haute  ch.  2  in 
contest  with  Illiana  Telecasting  Corp.  The 

FCC  several  times  has  continued  proceed- 
ings in  the  ch.  2  contest  at  the  joint  requests 

of  WTHI-TV  and  Illiana  while  the  two  dis- 
cussed such  things  as  the  possibility  of  a 

merger  for  operation  of  ch.  2,  the  effect 
of  the  Livesay  application  for  ch.  10  on 
both  ch.  2  contestants  and  the  fact  that 

Illiana,  according  to  the  latest  request  made 
Sept.  2,  is  considering  amending  to  specify 
another  channel  instead  of  ch.  2 

J.  R.  Livesay,  president  of  WLBH-AM- 
FM  Mattoon  and  WHOW  Clinton,  both 

Illinois,  and  other  principals  in  the  stations, 
are  principals  in  Livesay  Broadcasting. 

1550  kc  Applicant  Asks  Hearing 

Mitchell  Melof  last  Monday  asked  the 
FCC  to  set  a  comparative  hearing  for  the 
am  frequency  for  which  he  is  applying  at 
Smyrna,  Ga.  (1550  kc,  10  kw  day),  with 
the  pending,  uncontested  application  of 
Robert  A.  Corley  for  1570  kc,  1  kw,  at 
College  Park,  Ga. 

Mr.  Melof  said  the  FCC  effective  last 

week  (Sept.  15)  lifted  the  ban  on  Class  II 
stations  on  1550  kc  after  nearly  eight  years 
during  which  it  has  been  considering  the 

Daytime  Skywave  proceedings.  Since  in- 
terference will  result  from  grants  both  to 

him  and  to  Mr.  Corley,  Mr.  Melof  said, 

he  feels  the  FCC's  regular  cutoff  date 
should  not  be  applied  to  the  Corley  appli- 

cation because  of  the  lifting  of  the  FCC 
ban  on  Class  II  stations. 

Broadcasting 

WAKR  Akron  Denies 

Rival  Outlets'  Charge 
WAKR  Akron  last  week  formerly  replied 

to  charges  by  competitors  WCUE  and 
WADC  Akron  that  WAKR  used  the  col- 

umns of  the  Akron  Beacon  Journal,  with 

which  it  is  affiliated,  to  circulate  "false  and 

misleading  information"  about  its  listener- 
ship  in  comparison  with  other  Akron  sta- 

tions [Stations,  Sept.  15,  8].  Charges  made 

to  the  FCC  by  WCUE  and  WADC  "are  en- 
tirely unfounded  and  are  in  no  way  sub- 

stantiated by  the  true  facts,"  WAKR  told the  Commission. 

The  WAKR  reply  followed  a  third  and 
similar  complaint  to  the  FCC  by  WHKK 
Akron. 

WAKR  said  the  controversial  report  on 
WAKR  audience  in  the  Beacon  Journal  was 

"basically  correct"  and  charges  that  the  sta- 
tion received  favorable  treatment  from  the 

newspaper  are  "untrue."  The  story  merely 
reported  WAKR's  "recently  announced  lead 
in  share  of  audience  in  the  nation,  also  on 

its  popularity  in  Akron,  as  shown  by  the 

latest  Pulse  and  Hooper  surveys,"  WAKR said. 

WAKR  said  if  the  complaining  stations 

feel  "disparagement,"  it  results  from  the 
"leading  position  of  WAKR"  as  shown  by 
rating  service  surveys.  The  station  acknowl- 

edged that  the  newspaper  writer  inadvertent- 

ly misinterpreted  a  "small  portion"  of  the 
survey  data  and  that  a  Nielsen  survey  was 
erroneously  included  as  a  statistical  source 
when  it  should  not  have  been.  The  Beacon 

Journal  ran  a  correction  two  days  later, 
WAKR  said. 

Charges  that  the  Beacon  Journal  uses  its 

facilities  to  promote  WAKR  are  "untrue 
and  unfounded,"  WAKR  said,  and  though 
the  Beacon  Journal  owns  stock  in  WAKR, 

it  is  a  minority  holding,  and  the  newspaper 
in  no  way  controls  WAKR,  the  station  said. 

WAKR  questioned  the  "good  faith"  of 
the  WCUE  and  WADC  complaints,  saying 

they  were  publicized  before  they  were  re- 
ceived by  the  FCC,  and  said  there  also  is  a 

question  of  whether  the  two  stations  are  try- 
ing to  create  doubt  about  the  Hooper  and 

Pulse  surveys. 
WAKR  submitted  what  it  claimed  to  be 

transcripts  from  announcements  on  WCUE 

which  were  "damaging"  to  WAKR  and  the 
survey  companies.  The  station  charged 

WCUE  with  circulating  "falsified"  facts  to advertisers  and  listeners  on  its  audience. 

WAKR  also  enclosed  reproductions  of 
letters  from  Pulse  stating  that  the  station 

had  the  highest  share-of-audience  for  Mon- 
day-Friday in  the  top  50  markets;  a  higher 

share  of  audience  from  6  a.m.  to  midnight 
than  all  other  Akron  stations  combined, 

and  the  largest  adult  audience  of  Akron  ra- 
dio stations.  A  similar  Hooper  letter  claimed 

a  special  June  survey  showed  WAKR  with 
53%  of  the  audience  from  7  a.m.-10:30  p.m. 
and  80%  of  the  audience  during  one  early 

morning  newscast  in  the  6:30-7  a.m.  Mon- 
day-Friday period.  The  Hooper  letter  also 

claimed  WAKR  had  a  higher  share  of  au- 
dience Monday-Friday  from  7  a.m.-noon, 

noon-6  p.m.  and  6-10:30  p.m.  than  the  other 
three  Akron  stations  combined. 
WAKR  President  S.  Bernard  Berk  also 

took  notice  of  WHKK's  complaint,  charg- 
ing the  WHKK  letter  was  written  after  the 

newspaper  had  corrected  its  story  and  that 
WHKK  must  have  known  of  the  corrected 
article. 

WHKK  in  its  complaint  said  WAKR  and 
the  Beacon  Journal  share  equally  in  pro- 

mulgating "false  and  misleading  informa- 
tion" and  questioned  whether  WAKR,  by 

thus  "derogating"  the  three  other  Akron 
stations,  "is  operating  in  the  public  interest 
by  doing  so."  WHKK,  in  a  letter  to  Hooper, 

pointed  out  what  it  felt  were  "deliberate" 
falsities  of  Hooper  data  and  demanded  that 

Hooper  "indicate  the  falsity  of  the  WAKR 

claims,  and  their  misuse  of  your  service." 

FCC  Employes  Given  Awards 

For  Sleuthing  Sputnik  Hoax 

Six  FCC  employes  in  the  Los  Angeles 
area  have  received  citations  and  cash  from 

the  government  for  their  work  in  locating  a 
hidden  transmitter  which  three  men  used  to 

perpetrate  a  hoax  last  December. 
The  transmitter  was  on  the  same  fre- 

quency as  that  occupied  by  a  Russian  sput- 
nik and  messages  were  transmitted  which 

were  claimed  to  be  from  the  satellite.  The 

men  spent  "every  waking  hour"  during  the 
Christmas  holidays  monitoring  the  trans- 

mitter and  finally  located  it  in  nearby  An- 
geles National  Forest.  Three  electronics  en- 

gineers operating  it  were  arrested  and  fined. 
The  FCC  men  honored:  Bernard  H. 

Linden,  engineer  in  charge  of  the  11th  FCC 

District;  Robert  J.  Stratton,  assistant  engi- 
neer in  charge;  Walter  W.  Wallace,  John  P. 

Kemper  and  Harry  F.  Barnard,  electronics 

engineers,  and  George  E.  Dillon,  engineer- 

ing aide  at  the  FCC's  Santa  Ana  monitoring 
station. 

Tv  Cancellation  Made  Final 

The  FCC  last  week  gave  notice  that  a 

June  26  initial  decision — denying  Wrather- 
Alvarez  Broadcasting  Inc.  (now  Marietta 
Investment  Corp.)  extension  of  time  to 
construct  KYAT  (TV)  Yuma,  Ariz.  (ch. 

13) — became  effective  Aug.  15  under  FCC 
rules.  The  joint  initial  decision  was  issued 

by  FCC  Hearing  Examiners  James  D. 

Cunningham  and  Herbert  Sharfman  [Gov- ernment, July  7]. 

No  exceptions  were  filed  to  the  initial 
decision  and  its  effect  was  not  delayed,  but 
the  FCC  did  not  issue  its  notice  until  last 

week  because  of  the  volume  of  other  busi- 
ness to  be  handled  upon  its  return  from 

August  vacation.  The  hearing  examiners  had 
opined  that  the  permittee  (which  received 
its  construction  permit  Jan.  25,  1956)  ap- 

peared to  have  been  engaged  in  "holding 
operations"  awaiting  the  outcome  of  rule- 

making to  move  ch.  13  to  El  Centro,  Calif. 

WCIA  (TV)  Cautioned  on  Opinion 
The  FCC  wrote  WCIA  (TV)  Champaign, 

111.,  last  week  that  the  station  violated  the 

Commission's  standards  for  editorializing  in 
reporting  on  the  subscription  tv  question  last 
January  and  February.  As  the  FCC  has 
written  other  tv  stations,  however,  the  sta- 

tion was  told  that  it  has  not  been  otherwise 
remiss  and  that  no  action  against  WCIA 

is  warranted. 
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GOVERNMENT  continued 

Pre-Hearing  Findings 

Questioned  by  Court 

The  FCC's  post-war  policy  of  determining 
the  financial  qualifications  of  applicants  in 
a  comparative  case  before  the  hearing  is 
held  was  shaken  last  week  in  a  decision  by 
the  U.  S.  Appeals  Court  for  the  District  of 
Columbia  which  remanded  the  grant  of  ch. 
13  at  Biloxi,  Miss.,  to  Radio  Associates  Inc. 

The  court  agreed  with  an  appeal  by  the 

losing  applicant  for  ch.  13,  WLOX  Biloxi, 

that  a  minority  stockholder  (1V£%)  in  Ra- 

dio Associates  actually  is  a  "principal''  in 
the  firm  because  it  is  dependent  on  a  loan 
from  him  for  financing  construction  and 

first  year's  operation.  Edward  Bail,  the  stock- 
holder, is  a  principal,  the  court  said,  because 

he  agreed  to  make  the  necessary  loan  for 
maturity  in  two  years  and  with  55%  of 

the  firm's  stock  as  collateral.  Mr.  Ball,  the 
court  said,  not  only  would  be  able  to  dictate 

the  manner  of  operating  the  proposed  sta- 

tion, but  also  "can  and  probably  will"  gain 
control  of  Radio  Associates  because  of  the 

large  amount  of  the  loan  and  the  shortness 
of  maturity  (two  years). 

In  an  unsolicited  opinion,  the  court  said 
the  FCC  erred  in  finding  Radio  Associates 
financially  qualified,  even  though  WLOX 
neither  pointed  out  nor  relied  on  the  error. 

The  court  criticized  the  FCC's  finding,  be- 
fore hearing,  that  both  applicants  were 

financially  qualified,  and  said:  "We  think 
the  issue  should  have  been  added,  heard, 

mission's  prehearing  finding  that  each  ap- 

plicant was  financially  qualified." The  order  added  that  the  FCC  made  no 

findings  of  basic  fact  from  which  it  con- 
cluded Radio  Associates  was  financially 

qualified.  The  appeals  court  decided  in  a 
case  in  1938  that  the  FCC  should  make  such 

findings  to  enable  the  reviewing  court  to 
determine  whether  its  conclusion  is  sup- 

ported sufficiently,  the  court  said,  adding: 
"We  should  not  have  to  comb  the  record,  as 
we  have  done  here,  to  attempt  to  learn  the 

basic  facts."  Besides  setting  aside  the  FCC's 
August  1957  grant  of  ch.  13,  the  court  also 

set  aside  the  FCC's  order  of  January  1954 
finding  the  applicants  financially  qualified. 

The  court  decision's  immediate  effect  last 
week  was  to  raise  the  question  of  whether 
the  FCC  will  have  to  overhaul  its  policy  of 

deciding  beforehand  on  legal,  financial  or 

technical  qualifications  to  expedite  the  hear- 

ing procedure. 

Appeals  Backs  FCC  at  Norfolk 

The  U.  S.  Court  of  appeals  last  week  up- 

held the  FCC's  grant  of  ch.  10  in  Norfolk, 
Va.,  to  WAVY-TV,  denying  an  appeal  by 
losing  applicant  Beachview  Broadcasting Corp. 

Educators  Want  Savannah  Ch.  9 

The  Georgia  Board  of  Education  last 
week  informed  the  FCC  it  is  applying  for 
reserved  educational  ch.  9  at  Savannah, 

specifying  a  transmitter  site  30  miles  west 
and  slightly  north  of  the  city.  The  board 

CRUCIAL  DATES 

The  FCC  last  week  announced  the 

dates  which  will  make  up  the  com- 
posite week  for  its  program  log  an- 
alyses for  renewal  applications  of  all 

am,  fm  and  tv  stations  whose  licenses 

expire  in  1959.  All  dates  are  in  1958 

except  Sunday,  which  is  in  1957. 
Licensees  also  were  reminded  that 

they  may  submit  additional  program 

data  if  they  wish  or  if  they  feel  sta- 
tistics for  the  FCC  composite  week 

do  not  fairly  reflect  program  service 
rendered.  The  dates:  Monday,  Jan. 

20,  1958;  Tuesday,  March  18,  1958; 
Wednesday,  April  9,  1958;  Thursday. 

May  15,  1958;  Friday,  July  25,  1958; 
Saturday,  Sept.  13.  1958;  Sunday, 
Nov.  17,  1957. 

the  minimum  190-mile  separation  require- 

ment vis-a-vis  proposals  by  WRBL-TV  (ch. 
4)  and  WTVM  (TV)  (ch.  28)  Columbus, 

Ga.,  under  an  FCC  rulemaking  now  being 
considered,  to  operate  on  chs.  3  and  9, 

respectively,  from  a  common  antenna  site. 

The  board  said  it  is  willing  to  "sit  down 
and  discuss"  some  plan  to  keep  Columbus 
from  being  made  an  all-uhf  city. 

FCC  Denies  WSLA  (TV)  Changes 

The  FCC  has  denied  the  application 
of  ch.  8  WSLA  (TV)  Selma,  Ala.,  to  modify 

its  construction  permit  to  move  its  trans- 
mitter site,  newly  specify  its  main  studio 

site,  increase  power  and  height  of  antenna. 
An  initial  decision  in  late  1956  had  looked 

toward  this  action;  Comr.  John  Cross  did 

not  participate.  WSLA  had  requested  to 
move  its  transmitter  site  to  a  location  50 

miles  from  Selma  and  25  miles  from  Mont- 

gomery, and  specify  the  main  studio  site 
one-half  mile  from  the  city  boundary  of 

Selma.  The  request  in  antenna  height  was 

from  387  feet  to  1,993  feet,  and  the  in- 
crease in  power  from  2.51  kw  to  316  kw. 

U.S. -Mexican  Uhf  Limits  Set 

A  formal  agreement  between  the  U.S. 
and  Mexico  on  the  allocation  of  uhf  chan- 

nels within  200  miles  of  the  U.S.-Mexican 

border  has  been  signed  and  became  ef- 
fective July  16,  the  FCC  said  this  month. 

Negotiations  were  held  last  November  in 
Washington.  The  plan  was  inaugurated  to 
eliminate  possibility  of  interference  in  the 

use  of  uhfs  and  contains  tv  channel  assign- 
ments (chs.  14-83)  for  60  Mexican  and  83 

U.S.  communities,  but  will  not  affect  any 

existing  uhf  operation  in  the  U.S.  Mexico 
heretofore  has  had  no  specific  plan  for  uhf. 

The  twO  countries  agreed  on  a  vhf  alloca- 
tion plan  for  the  border  in  1952. 

Keep  U  Radiation  Limit — EIA 
Electronics  Industries  Assn.  has  asked 

the  FCC  to  continue  indefinitely  its 
present  authorized  field  strength  limits  for 
oscillator  radiation  from  uhf  tv  receivers. 

Reduction  of  intensity  in  uhf  sets  from  1000 
uv/ meter  at  100  feet  to  500  uv/ meter  is 

scheduled  to  go  into  effect  next  Jan.  1.  EIA 

considered  and  determined,  despite  the  Com-     said  the  proposed  site  would  conflict  with 

"JAX/E"  WELCOMES  PABST  BREWING 

COMPANY  TO  WFGA-TV 

The  Pabst  Brewing  Company  has  joined  the  Honor  Roll  of  Prestige 

Advertisers  who  chose  WFGA-TV  to  carry  its  sales  messages  to  more 

than  a  quarter  million  Florida-Georgia  TV  homes.  "Highway  Patrol", 
with  Broderick  Crawford,  is  being  sponsored  by  Pabst  from  9:00  to 

9:30  PM  on  Wednesdays.  This  top  rated  show  in  prime  time — com- 
bined with  WFGA-TV  coverage  of  64  counties — provides  Pabst  Brew- 

ing Company  with  unbeatable  selling  power. 

Better  take  another  look  at  the  highly 
competitive  Jacksonville  television 
market.  Jacksonville  is  no  longer  a 
One  Station  market,  and  the  April, 
1958,  Pulse  named  WFGA-TV  Jack- 

sonville's Number  One  Station.  For 
more  information,  call  Ralph  Nim- 
mons  in  Jacksonville  at  ELgin  6-3381, 
or  contact  your  nearest  P.G.W.  repre- 

sentative.  NBC — ABC. 

Represented  nationally  by 

Peters,   Griffin,   Woodward,  Inc. 

WFGA-TV 
   Channel 

 12 
■  W  ■  I  W  Jacksonville,  Florida 

FLORIDA'S   COLORFUL  STATION 
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I  have  but  one  lamp  by  which  my  feet  are  guided, 

and  that  is  the  lamp  of  experience." 
There  can  never  be  another  station  in  Tidewater,  Va.,  with 
the  length  of  priceless  experience  that  WTAR  can  give  you. 
For  WTAR  is  the  oldest  radio  station  in  the  nation's  oldest 
state.  This  is  one  of  the  reasons  why  the  voice  of  WTAR  is 
the  most  influential  voice  in  Tidewater*. 

RADIO 

790  KILOCYCLES  •  CBS  NETWORK 

Business  Offices  and  Studios  in  Norfolk  Sfcwt,dfl^WlioL          *TIDEWTAR  is  a  better  way  to  spell  it  .  .  .  and  sell  it- 
President  and  General  Manager-Campbell  Arnoux  tne  great  Norfolk-Newport  News  market,  largest  metro Vice  President  for  Sales— Robert  M.  Lambe  .                                          '  ° 
Vice  President  for  Operations— John  Peffer  area  population  in  state,  6th  in  South,  27th  in  U.  S. 
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RADIO-TV  REFORM  ON  BONN  AGENDA 

GOVERNMENT  continued 

said  the  present  standard  cannot  be  im- 
proved on  a  realistic  basis  until  economics 

allow  the  use  of  a  tuned  RF  stage  in  uhf 
tuners.  To  raise  the  standard  may  result  in 
increased  cost  of  uhf  sets  or  discontinuance 

of  their  manufacture  by  some  set  makers, 
EIA  said. 

FCBA  Says  FCC  Should  Seek 

Laws  Against  'Strike'  Filings 
The  Federal  Communications  Bar  Assn. 

told  the  FCC  last  week  that  if  it  really 
wanted  to  correct  the  abuses  that  have  be- 

come apparent  because  of  "strike"  applica- 
tions resulting  in  pay  ofFs  it  ought  to  ask 

Congress  to  legislate  the  practice  as  a  felony. 

Congress  should  provide  that  any  appli- 
cant who  files  without  a  "bona  fide  inten- 

tion of  building  and  operating  the  facility" 
lor  which  application  is  made  would  be 
liable  to  prosecution. 

The  FCC  last  July  issued  a  notice  of 

proposed  rule-making  proposing  to  change 
its  rules  to  provide  that  where  a  case  is 
designated  for  hearing  and  one  or  more 

applicants  drop  out  after  being  recom- 
pensed for  expenses  or  after  a  merger  agree- 

ment is  reached  all  such  applications  will 
be  dismissed  with  prejudice. 

The  FCBA  said  it  was  in  "complete"  ac- 
cord with  objectives  of  the  FCC,  but  felt 

that  the  proposals  do  not  strike  at  the  root 
of  the  abuses.  They  are  not  sufficiently 

drastic.  FCBA  said,  and  they  are  not  appli- 
cable to  situations  other  than  adversary  pro- 

ceedings or  where  private  agreements  are 
made  before  designation  of  hearing.  FCBA 

also  said  that  they  would  prevent  settle- 
ment of  litigation  involving  no  abuses. 

Comments  on  the  FCC's  proposal  are  due 
Sept.  26. 

Examiner  Proposes  Dismissal 

Of  Insurance  Ad  Charges 

A  Federal  Trade  Commission  examiner 
has  issued  an  initial  decision  which  would 

dismiss  false  advertising  charges  against 
six  health  and  accident  insurance  companies. 
He  said  that  the  FTC  had  no  jurisdiction 
since  the  U.  S.  Supreme  Court  on  June  30 
ruled  that  FTC  is  prohibited  from  regulating 
insurance  companies  within  states  having 
statutes  for  insurance  regulation. 
Companies  involved:  United  Insurance 

Co.,  Evanston,  III.;  Washington  National 
Insurance  Co.,  Evanston,  111.;  Massachu- 

setts Bonding  &  Insurance  Co.,  Boston, 

Mass.;  Lumberman's  Mutual  Casualty  Co., 
Chicago,  111.;  American  Casualty  Co.,  Read- 

ing. Pa.,  and  Mutual  Life  Insurance  Co. 
of  N.  Y.,  New  York. 

Three  More  Oppose  WU  Rate  Hike 

The  FCC  was  asked  last  week  by  NAB, 
American  Newspaper  Publishers  Assn.  and 

United  Press  International  to  suspend  in- 
creases in  rates  for  leased  teleprinter  serv- 

ice, scheduled  by  Western  Union  and  Amer- 

ican Telephone  &  Telegraph  Co.  to  go  into 
effect  Oct.  1.  Both  NAB  and  ANPA  asked 

for  hearings,  holding  that  the  rate  boosts 

averaging  25%  might  cause  many  small 
radio  stations  and  small  dailies,  respectively, 
to  eliminate  or  curtail  their  news  services. 

The  multi-corporate  structure  of  German 

radio-tv  apparently  has  given  way  to  intra- 
state battling  for  federal  support,  causing 

many  an  anxious  moment  among  Bonn 

parliamentarians,  it  has  been  reported  in  the 
West  German  capital. 

The  trouble.  Bonn  says,  can  be  traced 

to  the  reorganization  under  Allied  Powers 
of  the  former  Third  Reich  broadcasting 

properties.  French  officials  set  up  in  their 
zone  S.W.  German  Radio  in  Baden-Baden; 
the  British  in  Hamburg  established  N.W. 
German  Radio  which  later  was  split  up 
into  N.  German  Radio  (Hamburg)  and  W. 
German  Radio  (Cologne);  in  Bavaria,  the 

American  forces  set  up  Radio  Bavaria  (Mu- 
nich) and  later  the  Hessian  Network  (Frank- 
furt) and  S.  German  Radio  (Stuttgart).  Still 

later,  the  American  occupation  enclave  in 
Bremen-Bremerhaven  turned  over  Radio 
Bremen  to  Bonn;  in  Berlin,  Radio  in  the 
American  Sector  (RIAS)  likewise  was 
turned  over  to  German  authorities  and  with 
the  return  of  the  Saar  to  the  W.  German 

government,  Radio  Saarland  went  on  the  air 
at  Saarbrucken. 

After  the  post-war  Wave  Length  Confer- 
ence in  Copenhagen,  these  groups  were 

more  or  less  forced  to  engage  in  costly  uhf 

development,  complicated  further  still  by 
the  introduction  of  television.  The  15  million 

Frenchmen  Hungry  for  Tv  News, 

Dempsey  of  KPIX  (TV)  Reports 

Television  programming  in  France  is 
more  sophisticated  than  in  America,  but 

Frenchmen  are  being  short-changed  on 
news,  William  Dempsey,  program  manager 
of  KPIX  (TV)  San  Francisco,  reports  on 
his  return  from  Europe.  Mr.  Dempsey  led 

a  three-man  team  from  KPIX  participating 

in  a  grass-roots  cultural  exchange  with 
Radiodiffusion  Television  Francaise. 

Mr.  Dempsey  observed  that  French  tele- 

vision, "equivalent  in  scope  to  one  of  our 
major  networks,"  is  noncommercial,  being 
supported  solely  by  an  $11  annual  set  tax. 
The  tax  is  based  on  800,000  licensed  tv  sets 

in  France — "fewer  than  in  a  city  the  size 
of  St.  Louis."  With  the  tax  revenue,  RTF 
telecasts  major  dramatic  shows,  panel  pro- 

grams, quizzes,  news  and  sportscasts.  Mr. 

Dempsey  found  that  many  French  broad- 
casters believe  subscription  tv  to  be  the  an- 

swer to  their  financial  problems.  Reporters 
interviewing  him  in  France  were  surprised 
to  learn  the  failure  of  the  Bartlesville  wire 

tv  experiment  [Program  Services,  May  26]. 
French  tv  programming  tends  toward 

classical  drama,  Mr.  Dempsey  reports,  re- 
sulting in  more  sophisticated  offerings  than 

found  on  American  channels.  But  a  system 
whereby  Frenchmen  can  dial  a  telephone 
number  to  hear  a  sponsored  news  capsule, 

plus  the  fact  that  crowds  gather  around  tv 
sets  in  appliance  stores  showing  newscasts, 

leads  Mr.  Dempsey  to  the  conclusion  that 
French  radio-tv  is  not  adequately  supplying 

the  public  with  news. 
A  French-dubbed  episode  of  Adventures 

radio  sets  in  West  Germany  are  distributed 

among  coverage  areas  this  way:  W.  German, 
4.2  million;  N.  German,  2.9  million;  Ba- 

varia, 2.4  million;  S.W.  German,  1.5  mil- 
lion; Hessian,  1.3  million;  S.  German,  1.2 

million;  Berlin,  825,000;  Saarland,  250,000, 

and  Bremen,  200,000. 

Comments  a  Bonn  official:  "In  view  of 
the  different  sizes  [of  broadcasting  corpora- 

tions] it  is  not  to  be  wondered  that  the 
smaller  among  them  have  for  some  time 
now  endeavored  to  obtain  subsidies  from 

the  larger  ones.  Such  subsidies  were,  in  fact, 

granted,  but  proved  inadequate,  and  this  is 
one  of  the  reasons  for  a  growing  criticism 
of  the  present  kind  of  collaboration  among 

the  nine  groups."  Not  only,  says  this  gov- 
ernment spokesman,  have  the  nine  organ- 
izations failed  to  integrate  radio  and  tv 

programming  through  "adequate  coordina- 
tion and  exchange,"  but  they  have  failed  to 

upgrade  programming  for  "listeners  with 

high  quality  demands." The  dilemma  is  that  the  separate  German 

states  claim  jurisdiction  over  both  "organ- 
izational and  cultural  aspects  of  broadcast- 

ing." However,  the  Bonn  source  notes, 
there's  a  growing  feeling  that  reorganiza- 

tion of  broadcasting  within  the  Republic 
will  probably  have  to  be  achieved  by  the 

present  federal  parliament,  in  any  case  be- 
fore the  summer  of  1961. 

in  Numbers  and  Space  from  Westinghouse's 
public  service  series  featuring  Bil  Baird's 
marionettes  was  presented  to  the  French 

and  Belgian  government-owned  tv  systems 
by  the  KPIX  staffers. 

Mr.  Dempsey  was  accompanied  on  his 

tour  by  Al  Baccari  Jr.,  publicity-public  re- 
lations director;  and  Pete  Abenheim,  chil- 

dren's talent  director. 

Total  Radio  Homes  Almost  Doubled 

In  12  Years — Canadian  BAB  Study 

A  study  of  Canadian  radio  rate  and  cir- 
culation trends  on  independent  radio  stations 

from  1946  to  1958  shows  that  the  number 

of  radio  homes  has  increased  in  this  period 
from  2,214,300  to  3,955,000.  The  number 
of  radio  stations  has  increased  from  99  to 

174.  The  average  cost  of  one  minute  spot 
announcements  on  all  stations  has  increased 
from  $7.04  to  $10.94. 

The  study,  made  by  the  Broadcast  Ad- 
vertising Bureau  of  the  Canadian  Assn.  of 

Radio  and  Television  Broadcasters,  has 

dropped  the  comparison  in  rates  for  one 
hour  (which  increased  from  $60.88  in  1946 

to  $83.81  in  1957)  as  an  average  for  all 
Canadian  independent  stations.  The  BAB 

study  now  starts  with  a  quarter-hour  aver- 
age for  all  stations,  which  this  year  is 

$30.14. 
Microwave  Network  Boosts  Tv  Sets 

Extension  of  the  microwave  network 

across  Canada  on  July  1  has  boosted  sales 
of  television  receivers  in  the  Atlantic  coast 

and  prairie  provinces  in  recent  months. 

Figures  of  the  Electronic  Industries  Associa- 
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INTERNATIONAL  continued MANUFACTURING 

lion  of  Canada  show  that  in  the  first  half 

of  the  year  sales  in  the  four  Atlantic  coast 

provinces  totalled  12,986  sets  compared 
with  12,389  sets  in  the  same  period  last 

year.  In  the  prairie  provinces  of  Manitoba, 
Saskatchewan  and  Alberta,  first-half  sales 
totalled  32.744  sets  as  against  27,206  sets 

a  year  earlier. 

Total  t\  sets  sold  in  Canada  in  the  Jan- 

u.ii  \ -June  period  numbered  159.693  as  com- 

pared  with  164.305  in  the  1957  period.  In 
Ontario,  sales  dropped  from  63,869  in  the 

1957  period  to  60,331  this  year,  and  in 

Quebec  from  46,616  in  1957  period  to  39,- 
772  sets  in  the  first  half  of  this  year. 

Radio  set  sales  dropped  from  323,365 

units  the  first  half  of  last  year  to  289,391 

this  year. 

Canadian  Tv  Sets  Gain  on  '57 

Television  receiver  sales  in  Canada  are 

increasing,  being  almost  equal  in  the  first 

seven  months  of  this  year  compared  to  last 

year.  In  the  January-July  1958  period,  the 

Electronic  Industries  Assn.  of  Canada,  re- 

ports sales  of  191,884  sets,  compared  with 
194,155  in  the  same  period  last  year.  July 

sales  were  up  this  year,  27,477  sets  as 

against  23,483  a  year  earlier. 
Of  total  sales,  Ontario  accounted  for 

73,228  sets  in  the  first  seven  months  of  the 

year,  Quebec  province  48,075  sets,  Alberta 
15,577,  British  Columbia  15,567,  Manitoba 

12,593,  Saskatchewan  9,885,  Nova  Scotia 

8.781,  New  Brunswick-Prince  Edward  Is- 
land 6,361  and  Newfoundland  1,817  sets. 

In  the  first  seven  months  of  1958  a  total 

of  269,956  radio  receivers  were  sold,  com- 
pared with  293.261  in  the  same  period  last 

year. 

CBC,  Union  Make  Interim  Pact 

Canadian  Broadcasting  Corp.  and  the 
Canadian  Council  of  Authors  and  Artists 

(CCAA)  averted  a  strike  Sept.  14  with  an 
agreement  to  study  for  six  months  a  union 
request  for  Canadian  understudies  when 
CBC  hires  non-Canadian  star  performers. 
Neil  LeRoy,  Toronto,  president  of  CCAA, 

stated  the  union  had  no  plans  of  "feather- 
bedding"  but  was  trying  to  establish  in  tv 

"a  recognized  theatrical  practice." 
A  joint  committee  is  being  set  up  to 

"explore  all  aspects  of  greater  encourage- 
ment and  development  of  Canadian  per- 

formers and  writers."  CBC  and  the  union 
have  agreed  to  extend  the  present  agreement 

to  Oct.  14  to  allow  for  membership  ratifi- 
cation of  new  agreement. 

New  Winnipeg  Tv  Station  Sought 

Clifford  Sifton,  Toronto  lawyer  and 
owner  of  CKRC  Winnipeg,  Man.,  and 
CKCK  Regina,  Sask.,  and  the  daily  Regina 

Leader-Post,  along  with  15  other  western 
Canadian  businessmen  has  formed  Red 

River  Television  Assn.  to  apply  for  a  tele- 
vision station  license  at  Winnipeg.  There 

is  only  one  tv  station  at  present  at  Winni- 
peg, CBWT  (TV)  owned  by  the  govern- 

ment's Canadian  Broadcasting  Corp.  The 
group  is  understood  to  be  ready  to  raise 
$1.5  million  to  finance  a  station  and  has 

acquired   170-acre  site  close  to  the  city 

limits  for  a  transmitter.  Among  the  group 

are  William  A.  Speers,  manager  of  CKRC 

Winnipeg,  Victor  Sifton,  publisher  of  the 

daily  Winnipeg  Free  Press,  and  Philip  A. 

Chester,  managing  director  of  the  Hudson's 
Bay  Co.,  oldest  concern  in  Canada  founded 
in  1672. 

U.S.  Representation  Increasing 

In  CARTB-Franchised  Agencies 

A  total  of  90  advertising  agencies  have 
been  enfranchised  to  do  national  business 
with  Canadian  radio  and  television  stations 

for  the  fiscal  year  ending  May  31,  1959,  by 
the  Canadian  Assn.  of  Radio  and  Television 

Broadcasters,  Ottawa.  Of  the  enfranchised 

agencies,  15  are  Canadian  offices  of  United 
States  advertising  agencies.  The  number  of 
such  agencies  with  offices  in  Canada  has 
been  growing.  Those  enfranchised  to  date 
do  not  account  for  all  U.S.  agencies  with 
offices  in  Canada. 

U.S.  agencies,  with  offices  in  Canada,  en- 
franchised by  the  CARTB  are:  Atherton 

&  Currier  Inc.,  Toronto;  BBDO  Inc.,  To- 
ronto; Leo  Burnett  Co.  of  Canada  Ltd., 

Toronto;  Dancer-Fitzgerald-Sample  Adv. 
(Canada)  Ltd.,  Toronto;  Ellis  Adv.  Co., 
Toronto;  Foote,  Cone  &  Belding  Canada 

Ltd.,  Toronto;  Hutchins  Adv.  Co.  of  Can- 
ada Ltd.,  Toronto;  Kenyon  &  Eckhardt  Ltd., 

Toronto  and  Montreal;  McCann-Erickson 
(Canada)  Ltd.,  Montreal  and  Toronto; 
Robert  Otto  &  Co.  (Canada)  Ltd.,  Toronto; 

Ross  Roy  of  Canada  Ltd.,  Windsor,  Ont.; 
J.  Walter  Thompson  Co.  Ltd.,  Toronto  and 
Montreal;  Young  &  Rubicam  Ltd.,  Toronto 
and  Montreal;  Needham,  Louis  &  Brorby  of 
Canada  Ltd.,  Toronto;  and  Erwin  Wasey, 
Ruthrauff  &  Ryan  Ltd.,  Toronto. 

INTERNATIONAL  SHORTS 

Northern  Broadcasting  Ltd.,  Toronto,  has 
shifted  from  44  King  St.  W.  to  160  Bay 

St. 

VOCM  St.  John's,  Nfld.,  has  increased 
power  from  1  kw  to  10  kw. 

CKDH  Amherst,  N.  S.,  has  appointed  Jos. 
A.  Hardy  &  Co.  Ltd.,  Toronto  and  Montreal. 

CFCL-TV2  Elk  Lake,  Ont.,  went  into  serv- 

ice in  mid-August  as  satellite  of  CFCL-TV 
Timmins,  Ont.  Station  is  licensed  for  3.52 

kw  video  and  1.76  kw  audio  power  on 

channel  2.  Antenna  is  eight  element  An- 
drews antenna  mounted  on  400  foot  tower. 

Satellite  covers  mining  towns  of  Elk  Lake, 

Haileybury,  New  Liskeard  and  Cobalt  in 
northern  Ontario. 

Canadian  Westinghouse  Ltd.,  Hamilton, 

Ont.,  has  appointed  McCann-Erickson 
(Canada)  Ltd.,  Toronto,  Ont.,  to  handle  its 

television  advertising  replacing  S.  W.  Cald- 
well Ltd.,  Toronto. 

ELWA  Monrovia,  Liberia,  is  recipient  of 

an  HF-50  50  kw  high  frequency  transmitter 
purchased  from  Gates  Radio  Co.,  Quincy, 

111.  Completing  negotiations  with  Stan  Whit- 
man, Gates  sales  representative,  was  Rev. 

A.  G.  Thiessen,  deputation  secretary  for 

ELWA  as  non-denominational  missionary 
Sudan  Interior  Mission,  which  operates 
station. 

Television-Radio  Set  Output 

Continues  Below  1957 — EIA 

Production  of  tv  and  radio  sets  at  fac- 
tories continues  to  run  below  1957  figures, 

according   to   Electronic   Industries  Assn. 
Total  tv  production  for  seven  months  of 

1958  amounted  to  2,442,929  receivers  com- 

pared to  3,082,799  a  year  ago.  July  tv  out- 
put totaled  274,999  sets  compared  to  360,- 

660  in  the  same  1957  month. 

Of  the  tv  sets  produced  this  year,  232,- 
931  contained  uhf  tuning  circuits  compared 
to  410,250  with  uhf  in  the  same  seven 

months  a  year  ago.  July's  tv  output  in- cluded 23,205  sets  with  uhf  tuners. 

Radio  production  totaled  5,582,834  in 
the  first  seven  months  of  1958  compared 

to  7,799,882  in  the  same  period  last  year. 
Of  the  1958  radios,  1,650,898  were  auto 
models.  July  radio  output  totaled  621,541 
sets  of  which  186,379  were  auto  models. 

Radio  production  in  July  1957  totaled 
612,588  sets  of  which  256,279  were  auto 
models. 

July  radio  output  included  11,816  radios 
with  fm  tuning,  EIA  said  in  announcing 
a  new  statistical  service  by  its  marketing 
data  department.  Fm  radio  figures,  begun 

after  World  War  II,  were  discontinued  sev- 
eral years  ago.  They  have  been  resumed 

to  meet  many  requests  for  information  on 
fm  production.  EIA  plans  to  release  fm 

production  data  back  to  Jan.  1,  1958,  with- 
in a  month. 

Shipments  of  tv  receivers  by  manufac- 
turers in  July  exceeded  those  of  the  previous 

month,  but  fell  below  those  of  July  last 

year.  Total  shipment  for  the  first  seven 
months  of  this  year  was  less  than  that  for 

the  same  1957  period.  EIA's  shipment 
totals:  334,200  sets  this  July;  220,512  this 

June;  2,335,188  sets  the  first  seven  months 
this  year;  2,969,251  the  same  period  last 

year. 

Retail  sales  of  tv  sets  totaled  279,010 

units  in  July  compared  to  426,334  in  July 
1957.  Seven-month  tv  sales  totaled  2,456,- 

662  sets  compared  to  3,236,737  in  the  same 

period  a  year  ago.  Retail  radio  sales  (not 
including  auto  models)  totaled  488,495  in 

July  compared  to  597,484  a  year  ago;  3,- 

452,833  in  seven  months  of  1958  com- 
pared to  4,236,453  in  the  same  1957  period. 

Sarnoff  Recovered  From  Illness 

Brig.  Gen.  David  Sarnoff,  chairman  of 
the  board  of  RCA,  last  week  was  reported 

recovered  from  a  slight  illness,  which  orig- 
inated with  a  cold.  It  had  kept  him  from 

his  office  since  his  return  from  a  European 

trip  early  in  September. 

RCA  Marketing  New  Transmitters 

RCA  has  announced  a  pair  of  new 

radio  broadcast  transmitters  which  "offer 

high  fidelity  performance  with  built-in  pro- 
vision for  remote  control,"  according  to 

E.  C.  Tracy,  manager  of  the  RCA  broadcast 
and  television  equipment  department.  The 

1  kw  BTA-1R  and  the  500  w  BTA-500R 
also  feature  a  variety  of  color  schemes, 

simplified  one-knob  tuning  and  provision 

for  remote  Conelrad  switching  in  conjunc- 
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here's  added  insurance  for  those  remote  broadcasts  .  .  . 

your  choice  of  eight  modern  and  dependable 

REMOTE  AMPLIFIERS  from  GATES 

complete  descriptive  information  found  in  new  1958  Gates  catalog — page  numbers  shown  below. 

1  AUTOMOTE  SINGLE  CHANNEL  REMOTE 

AMPLIFIER,  page  158.  PRICE  

2  M-5530  ALL  PURPOSE  UTILITY 

AMPLIFIER,  lPage  156.  PRICE  
3  TWINSISTOR  2-CHANNEL  REMOTE 

AMPLIFIER,  page  161.  PRICE  

4  MONOMOTE  2-MICROPHONE  REMOTE 

AMPLIFIER,  page  154.  PRICE  

$195.00 

$82.35 

$199.95 

5  TRANSMOTE  SINGLE  CHANNEL  REMOTE 

AMPLIFIER,  page  160.  PRICE  
6  UNIMOTE  SINGLE  CHANNEL  REMOTE 

AMPLIFIER,  page  155.  PRICE  
7  BIAMOTE  2-CHANNEL  REMOTE 

AMPLIFIER,  page  153.  PRICE  
8  DYNAMOTE  4-CHANNEL  REMOTE 

AMPLIFIER,  page  151.  PRICE  
$165.00 

ALL  ITEMS  IN  STOCK  FOR  IMME  )IATE    ELI  VERY 

$145.00 

$105.00 

$215.00 

$359.00 

GATES 

GATES  RADIO  COMPANY 
QUINCY,  ILLINOIS  - 

Subsidiary  of  Harris-lntertype  Corporation 

OFFICES  —  NEW  YORK 
INTERNATIONAL  DIV.,  13  East  40th  St.,  New  York  City 

WASHINGTON,  D.  C. HOUSTON  ATLANTA 
In  Canada,  CANADIAN  MARCONI  COMPANY 



MANUFACTURING  continued EDUCATION 

tion  with  the  nation's  air  alert  system,  Mr. 
Tracy  reported. 

Both  transmitters  have  three  temperature- 

controlled  crystals  in  the  oscillator  unit,  in- 
tended lor  main,  standby  and  Conelrad  use. 

Mr.  Tracy  said  that  both  have  fewer  tubes 
than  forerunners,  while  maintaining  the 

same  power  output  capability,  thus  reduc- 
ing operating  and  maintenance  costs. 

DuMont  Cuts  Picture  Tube  Line 

Allen  B.  DuMont  Labs..  Clifton.  N.  J., 

has  '"temporarily"  stopped  production  of  tv 
picture  tubes  for  the  original  equipment 
market,  it  has  been  announced  by  Board 

Chairman  Allen  B.  DuMont.  The  produc- 
tion line,  which  can  turn  out  4.000  tubes 

daily,  could  be  restored  to  operation 

within  30  days,  he  said.  DuMont  continues 

to  supply  about  600  picture  tubes  daily  for 

the  replacement  market.  DuMont's  con- 
sumer products  division,  which  had  used 

about  25%  of  the  tube  output,  was  sold 

last  Julv  to  Emerson  Radio  &  Phonograph 
Co. 

Webcor  Sales  Down  $3  Million 

A  decrease  in  both  sales  and  net  income 
for  the  first  six  months  of  1958  has  been 

reported  by  Webcor  Inc..  Chicago-based 
electronics  firm.  Sales  fell  off  from  $15,638,- 
000  to  $12,630,000  and  net  income  from 

$504,043  (78  cents  a  share)  to  $7,917  (or 
one  cent  a  share  on  common  stock)  for  the 

period  ended  June  30,  according  to  Webcor 

( tape  recorders,  phonographs,  record-chang- 

ers). Webcor  blames  the  dips  on  "economic 
conditions  of  the  country  and  intensive  com- 

petition." 
MANUFACTURING  SHORTS 

CBS  Labs  has  made  arrangements  to  pur- 
chase tract  of  over  12  acres  adjoining  11- 

acre  site  of  new  research  center  on  High 

Ridge  Road,  Stamford,  Conn.,  according  to 
Dr.  Peter  G.  Goldmark.  president. 

Sylvania  Electric  Products  Inc.  has  declared 
dividend  of  50  cents  per  share  on  common 
stock,  payable  Oct.  1  to  stockholders  of 
record  at  close  of  business  Sept.  10. 

Ling  Systems  Inc.  (formerly  American  Mi- 
crowave Corp.  and  Electronic  Wire  & 

Cable  Co.)  has  opened  new  plant  at  11949 
Vose  St..  North  Hollywood,  Calif. 

Emerson  Radio  &  Phonograph  Corp.,  and 
subsidiaries,  Jersey  City,  N.  J.,  has 

reported  consolidated  net  profit  for  39- 
week  period  ended  August  2,  1958,  of 

$954,214  before  provision  for  federal  in- 
come tax,  equal  to  20  cents  per  share  on 

1.950,887  shares  outstanding.  During  same 

period  last  year  firm's  consolidated  net 
profit,  after  provision  for  federal  income 
taxes,  amounted  to  $54,753  equal  to  three 
cents  per  share. 

Magnasync  Mfg.  Co.,  North  Hollywood, 

Calif.,  introduces  new  Type  G-801  Program 
Equalizer  at  cost  of  $159.  Instrument  re- 

quires only  3'/2  inches  of  rack  space,  weighs 
6V2  lbs. 

Daily  Physics  Class 

Announced  by  NBC-TV 
As  part  of  an  effort  to  improve  science 

education  in  the  country's  high  schools. 
NBC-TV  will  telecast  a  college  course  in 

basic  and  nuclear  physics  coast  to  coast,  be- 

ginning Oct.  6  (Mon.-Fri.,  6:30-7  a.m.),  and 
continuing  through  June  5. 

The  course  will  be  offered  for  credit  by 

more  than  300  colleges  and  universities  and 

is  designed  primarily  to  upgrade  the  knowl- 
edge of  current  teachers  of  science  in  the 

high  schools.  The  project  is  being  jointly 

sponsored  by  NBC-TV,  the  American  Assn. 
of  Colleges  for  Teacher  Education,  the  Ford 

Foundation  and  the  Fund  for  the  Advance- 
ment of  Education. 

Details  of  the  project  were  made  known 

at  a  news  conference  in  New  York  last  Tues- 

day (Sept.  16).  No  figures  on  the  overall 

cost  of  the  project  were  disclosed.  It  was  re- 
vealed that  NBC-TV  will  donate  the  time; 

the  Ford  Foundation  and  the  Fund  for  the 
Advancement  of  Education  will  underwrite 

the  production  costs.  Line  costs  will  be  de- 
frayed from  donations  from  corporations, 

including  AT&T,  International  Business  Ma- 
chines Corp.,  Pittsburgh  Plate  Glass  Co., 

and  United  States  Steel  Corp. 

More  than  50  NBC-TV  stations  already 
have  cleared  for  the  program,  which  is  titled 

Continental  Classroom,  according  to  Ed- 

ward Stanley,  NBC  director  of  public  serv- 
ice. He  estimated  that  approximately  100 

stations  will  present  the  program.  The  tele- 

casts will  be  taped  in  NBC's  New  York 
studios. 

It  was  estimated  that  the  program  will 
provide  college  credits  in  physics  to  about 

1  5,000  high  school  teachers.  It  is  anticioated 
that,  in  addition  to  teachers  in  service,  the 

course  will  be  viewed  by  college  students, 

high  school  pupils,  engineers  and  others  in- 
terested in  increasing  their  knowledge  of 

physics. Dr.  Harvey  E.  White,  professor  of  t>hvs- 
ics  at  the  U.  of  California,  in  Berkeley,  will 

be  the  principal  teacher.  Other  internation- 
ally-known scientists  will  participate. 

Robert  W.  Sarnoff,  board  chairman  of 

NBC,  commented  that  the  company  "is  en- 
listing the  NBC  Television  Network  to  meet 

an  emergency  in  American  education,  the 
kind  of  emergency  on  which  our  national 

security  may  ultimately  hinae."  He  added: 
"To  tackle  this  job  through  network  tele- 

vision on  a  continental  basis  is  not  just  a 

good  way  to  do  it,  or  even  an  especially  in- 

genious way.  It  is  the  only  way." 
Mr.  Stanley  is  supervising  the  project. 

Dorothy  Culbertson  will  be  the  producer; 
Robert  Rippen,  the  associate  producer  and 
Martin  D.  Einhorn,  the  director. 

Survival  Series  by  NBC,  ETRC 

A  10-week  tv  series,  Ten  for  Survival, 
which  will  examine  the  problem  of  sur- 

vival in  the  nuclear  age,  will  be  produced 

by  NBC-TV  in  association  with  the  Educa- 
tional Television  &  Radio  Center,  Ann 

Arbor,  Mich.,  and  carried  on  interconnected 

educational  stations  (Tuesday,  10:30-11 
p.m.),  starting  Oct.  28. 

The  program  will   be  telecast  live  to 

educational  outlets  over  NBC-TV's  regular network  facilities,  and  carried  on  many  of 

the  network's  affiliated  stations  on  a  de- 
layed basis.  The  series  is  a  continuation  of 

the  NBC-ETRC  project  first  undertaken  in 
1957. 

Jones  Scheduled  to  Be  Speaker 

At  NAEB  Convention  in  Omaha 

Merle  Jones,  president  of  CBS  Television 
Stations  Div.,  will  address  the  National 

Assn.  of  Educational  Broadcasters'  35th  an- 
nual convention  in  Omaha,  it  was  an- 

nounced by  NAEB. 

Agenda  planning  moved  forward  last 
week  for  the  convention,  to  be  held  at  the 

Hotel  Sheraton-Fontenelle,  Oct.  14-17. 
Among  additional  speakers  who  have  been 
invited  to  attend  are  Donald  McGannon, 

president  of  Westinghouse  Broadcasting  Co.; 
Robert  Saudek,  Robert  Saudek  Assoc.  and 

executive  producer  of  Omnibus;  Sen.  War- 
ren S.  Magnuson  (D-Wash.),  chairman  of 

the  Senate  Interstate  &  Foreign  Commerce 
Committee,  and  C.  Scott  Fletcher,  president. 
The  Fund  for  Adult  Education.  Mr.  Jones 
will  address  a  Wednesday  (Oct.  15)  evening 
session. 

The  convention  agenda  includes  radio-tv 
clinics  for  broadcasting  problems,  briefing 

sessions  on  major  radio-tv  projects  country- 
wide, discussions  of  videotape  recording, 

regional  and  committee  meetings,  NAEB 
network  tape  and  kinescope  auditions,  a  tour 
of  Strategic  Air  Command  Headquarters 

and  underground  rooms  with  color  tv  com- 
munications system  at  Offutt  Air  Force  Base, 

broadcast  equipment  displays  and  a  "What's 
Your  Problem"  question-and-answer  clinic. 
NAEB  board  and  various  committees  will 
meet  in  advance  of  the  convention  as  will 
affiliates  of  Educational  Television  &  Radio 

Center,  Ann  Arbor,  and  members  of  the 

Assn.  for  Professional  Broadcasting  Educa- 
tion and  American  Women  in  Radio  and 

Television.  Jack  McBride,  etv  director, 

KUON-TV  Lincoln,  Neb.,  and  NAEB  vice 
president,  is  convention  chairman.  Members 
of  the  steering  committee  are  Dr.  Aldrich 
Paul,  U.  of  Omaha,  and  Rev.  R.  C.  Williams, 

S.J.,  communications  arts  director,  Creigh- 
ton  U.,  Omaha. 

Two  New  Educational  Outlets 

Aided  by  Commercial  Brethren 

Commercial  television  is  lending  a  help- 

ing hand  to  two  of  its  educational  counter- 
parts—WFPK-TV  Louisville,  Ky.,  and 

WJCT  (TV)  Jacksonville,  Fla. — which  be- 
gan operations  this  month. 

WFPK-TV  broadcasts  originate  from  the 
studios  of  WAVE-TV  Louisville  with  the 

help  of  WAVE-TV  production  personnel. 
WJCT,  with  a  staff  of  three  and  only 

a  transmitter  and  antenna  to  call  its  own, 

utilizes  the  equipment  of  WMBR-TV  and 
WFGA-TV,  both  Jacksonville,  even  while 
those  commercial  stations  are  on  the  air. 

When  WMBR-TV  is  on  network  or  running 
a  film,  its  studio  is  available  for  WJCT. 

WFGA-TV  arranges  to  operate  with  only 
one  film  chain  during  the  approximatelv 
two  hours  per  day  WJCT  needs  its  other 
film  equipment. 
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FILM 

Bertero  Elected  NTI  President; 

Glett  Promoted  to  V.P.  for  Tv 

John  B.  Bertero.  vice  president  and  gen- 
eral counsel  of  National  Theatres  Inc.,  was 

elected  president  and  chief  executive  officer 
of  the  company,  effective  Oct.  1  at  a  hoard 
meeting  held  Wednesday  in  Los  Angeles. 
He  succeeds  Elmer  C.  Rhoden,  who  has 

reached  retirement  age.  Mr.  Rhoden  be- 
comes chairman  of  the  board.  Mr.  Bertero, 

54,  is  also  president  of  Fox  West  Coast 

Theatres  Corp.,  principal  subsidiary  of  Na- 
tional Theatres. 

Charles  L.  Glett,  president  of  National 
lelevision  Investments,  an  NTI  subsidiary, 
was  elected  vice  president  of  National 
Theatres  in  charge  of  tv  operations.  The 
company  last  spring  became  owner  of 

WDAF-AM-TV  Kansas  City  and  is  in  the 
process  of  acquiring  National  Telefilm 

Assoc.  [FILM,  Aug.  25].  Primarily  a  hold- 

ing company,  NTI  operates  the  country's 
second  largest  theatre  chain  of  300  theatres, 
about  half  of  them  on  the  Pacific  Coast 

and  the  rest  in  the  Rocky  Mountain  and 
Midwest  areas.  It  has  recently  developed 

a  three-panel  large  screen  motion  picture 

process,  "Cinemiracle"  and  is  also  an  in- 
vestor in  Pacific  Ocean  Park  in  Santa  Mon- 

ica, Calif. 

B.  Gerald  Cantor,  president  of  the  in- 
vestment banking  firm  of  Cantor,  Fitzgerald 

&  Co.,  was  elected  chairman  of  the  ex- 
ecutive committee.  Spencer  Leve,  Southern 

California  Div.  manager,  was  elected  vice 

president  in  charge  of  theatre  operations  for 
National  Theatres  Amusement  Co.,  Na- 

tional Theatres  operating  subsidiary. 
NT  board  members,  in  addition  to  Mssrs. 

Bertero,  Cantor,  Glett  and  Rhoden.  are: 

Samuel  Firks,  president.  Consolidated  Build- 
ers; Willard  W.  Keith,  president.  Marsh  & 

McLennan-Cosgrove  &  Co.,  insurance  firm; 

Ulan  May,  vice  president  and  treasurer; 

Richard  W.  Millar,  managing  partner,  Wil- 
liam R.  Staats  &  Co.,  investment  firm;  Jack 

M.  Ostrow,  certified  public  accountant  and 

attorney;  Graham  L.  Sterling  Jr.,  partner 

in  the  legal  firm  of  O'Melveny  &  Myers. 

ABC  Film  Arm  Changes  Name 

A  change  in  the  name  of  ABC  Film  Syn- 
dication Inc.  to  ABC  Film  Inc.,  effective 

Sept.  12,  was  announced  by  George  T. 

Shupert,  president.  ABC  Films  Inc.  is  a 

wholly-owned  subsidiary  of  American 
Broadcasting-Paramount  Theatres  Inc.  The 

new  name  is  said  to  reflect  the  company's 
expansion  into  areas  other  than  syndication. 

Continental  Keeping  'Oakley' 
The  Continental  Baking  Co.  (Wonder 

bread,  Hostess  cake),  Rye,  N.  Y.,  has  re- 

newed the  CBS  Television  Film  Sales'  Annie 
Oakley,  in  76  markets  for  two  years.  Con- 

tract represents  about  $3  million  in  time 
and  talent.  Syndication  of  the  program, 
which  now  comprises  81  episodes,  began  in 

January  1954,  was  purchased  first  national- 
ly by  Continental  in  January  1956. 

Ziv  Reassigns  Division  Heads, 

Makes  Additions  to  Sales  Staff 

An  expansion  in  the  sales  staff  and  reas- 
signment of  key  executives  of  Ziv  Tele- 

vision Programs,  New  York,  were  an- 
nounced last  week  by  Len  Firestone,  syndi- 

cation sales  manager. 

Jerry  Kirby,  a  member  of  the  national 
sales  staff  in  Chicago,  has  been  promoted 
to  sales  manager  of  the  Chicago  division  of 

sales  syndication;  Jack  Gregory,  sales  man- 
ager of  the  eastern  division,  has  been  shifted 

to  Los  Angeles  as  head  of  the  western  di- 
vision. 

Alan  Martini,  manager  of  the  western 
division,  has  been  moved  to  New  York  as 
head  of  the  eastern  division  and  Jack 

Gainey,  a  spot  sales  manager  in  the  eastern 
division,  has  been  assigned  to  the  western 
division,  Los  Angeles,  in  a  similar  post. 

New  staffers  include  Othur  V.  Oliver,  for- 
merly with  the  Crosley  Broadcasting  Co. 

and  Joseph  L.  Moscato,  previously  with 

KYW-TV  Cleveland,  who  have  been  ap- 

pointed account  executives  in  the  north  cen- 
tral division,  and  Ed  Uhler,  formerly  with 

Robinson,  Adleman  &  Montgomery  Adv., 

Philadelphia,  who  has  been  named  account 
executive  in  the  eastern  division. 

Harmon-Ticktin  to  Make  'Bozo' 

Larry  Harmon-Ted  Ticktin  Productions 
Inc.,  headquartered  at  California  Studios, 
Hollywood,  has  scheduled  312  animated 

cartoons  for  tv  distribution  by  Reub  Kauf- 

man's Jayark  Films  Corp.,  New  York.  High- 

lighting the  series  will  be  "Bozo,  the  Clown" 
who  was  originally  portrayed  on  Capitol 
Records,  which  organization  has  transferred 

worldwide  rights  to  the  character  to  Har- 
mon-Ticktin. January  1959  is  the  target 

date  for  beginning  to  show  the  first  26 

of  the  six-minute,  35mm,  full  color  Bozo 
chapters  in  50  markets. 

FILM  SALES 

ABC  Films  has  announced  sale  of 

The  Adventures  of  Jim  Bowie,  in  12  new 

markets,  and  its  package  of  six  J.  Arthur 
Rank  features,  under  the  heading  of 

"Special  Six,"  in  13  new  markets.  Bowie 
has  been  purchased  by  WRCV-TV  Philadel- 

phia; KMSP-TV  Minneapolis;  KBTV  (TV) 
Denver;  WBRE-TV  Wilkes-Barre,  Pa.; 
KARD-TV  Wichita;  KOLD-TV  Tucson; 
KLAS-TV  Las  Vegas;  KIVA  (TV)  Yuma, 

Ariz.;  WEWS  (TV)  Cleveland;  WJZ-TV 
Baltimore;  KCIX  (TV)  Boise,  Idaho;  and 

WDSU-TV  New  Orleans.  "Special  Six,"  has 
been  sold  to  WAGA-TV  Atlanta;  WWJ- 

TV  Detroit;  WBRE-TV;  WDEF-TV  Chat- 
tanooga; KFRE-TV  Fresno,  Calif.;  KCRA- 

TV  Sacramento;  KTTS-TV  Springfield,  Mo.; 
KOMO-TV  Seattle;  WFMY-TV  Greensboro; 

WHYN-TV  Springfield,  Mass.;  WGAL-TV 
Lancaster,  Pa.;  WBEW-TV  Buffalo,  and 
WJW-TV  Cleveland. 

Flamingo  Telefilm  Sales  Inc.,  N.  Y.,  reports 

sale  of  its  Sailor  of  Fortune  and  Aggie,  half- 
hour  tv  film  series,  to  Whitehouse  Co., 
Newark,  distributor  of  music  records,  each 

for  presentation  in  75  markets.  Agency  for 

it's 

WAVE-TV 

for 

•  BALANCED  PROGRAMMING 

•  AUDIENCE  RATINGS 

•  COVERAGE 

•  COSTS  PER  THOUSAND 

•  TRUSTWORTHY  OPERATION 

NBC  AFFILIATE 

NBC  SPOT  SALES,  EXCLUSIVE  NATIONAL  REPRESENTATIVES 

WFIE-TV,  Channel  14,  the  NBC  affiliate  in  Evansville,  is  now  owned  and  operated  by  WAVE,  Inc. 
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in 

SCR  ANTON- WILKES 

expect 

something 

from 

WDAU-TV! 

9 

It's  a  fact. .  .when  you  buy  WDAU-TV,  you  buy  consistent  ARB  leadership  and  extraordinary 
coverage  that  includes  not  only  Scranton-Wilkes  Barre,  but  in  addition,  52  communities,  each 
with  a  population  of  5000  or  more! 

But  there's  more  to  a  WDAU-TV  buy...  not  facts  which  you  can  measure  specifically,  but  a 
feeling  of  community  acceptance ...  for  WDAU-TV  represents  the  pulse  of  Scranton-Wilkes 
Barre  community  life. 

It's  a  station  image  firmly  entrenched  in  the  minds  of  the  market's  television  audience,  who 
look  to  WDAU-TV  for  every  facet  of  local  activity. 

It's  the  something  more  that  means  larger  and  more  attentive  audiences. . .  audiences  which 
not  only  watch,  but  respond! 

WDAU-TV towering  over  Northeastern  Pennsylvania 

CBS-TVin  Scranton-Wilkes  Barre  •  Call  H-R  Television 

Broadcasting September  22,  1958    •    Page  79 



Look  who's  advertising  on  TV  now! 

Local  businessmen  —  most  of  whom  never  could  afford  spot  commercials  until  the  advent  of  Ampex 

Videotape*  Recording.  For  Videotape  cuts  production  costs  to  ribbons  — brings  "live  local"  spots  within 
the  reach  of  almost  everyone. 

Scheduling  to  reach  selected  audiences  is  much  easier  too.  Commercials  can  be  pre-recorded  at  the 
convenience  of  both  station  and  advertiser,  then  run  in  any  availability,  anytime. 

Opening  new  retail  markets  and  expanding  income  potentials  for  stations  are  just  two  of  many  benefits  of 

Videotape  Recording.  Write  today  for  the  complete  story.  Learn  too  how  easy  it  is  to  acquire  a  VR-1000 
through  Ampex  purchase  or  leasing  plans. 

CONVERTS  TO  COLOR  ANYTIME  •  LIVE  QUALITY  •  IMMEDIATE  PLAYBACK  •  PRACTICAL  EDITING  •  TAPES  INTERCHANGEABLE  •  TAPES  ERASABLE,  REUSABLE  •  LOWEST  OVERALL  COST 

850    CHARTER    STREET,    REDWOOD    CITY,  CALIFORNIA 

Offices  in  Principal  Cities 

Ampex 

CORPORATION 

professional products  division 

*TM  AM PEX  CORP. 
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FILM  CONTINUED PROGRAM  SERVICES 

Whitehead  is  Victor  &  Richards  Adv.,  N.  Y. 

National  Telefilm  Assoc.  has  sold  "Dream 

Package"  of  85  feature  films  to  18  tv  sta- 
tions. Stations  signed  include  WNAC-TV 

Boston,  WFIL-TV  Philadelphia,  WISH-TV 
Indianapolis,  WCKT  (TV)  Miami,  WDAF- 
TV  Kansas  City,  WNHC-TV  New  Haven, 
KHQ-TV  Spokane,  WBNS-TV  Columbus, 
KTNT-TV  Tacoma,  WDAU-TV  Scranton, 
KPHO-TV  Phoenix,  KVII  (TV)  Amarillo, 
WFBG-TV  Altoona,  Pa.;  WLBR-TV  Le- 

banon, Pa.;  WNBF-TV  Binghamton,  N.  Y.; 
KVOS-TV  Bellingham,  Wash.;  KGHL-TV 
Billings,  Mont.,  and  KRTV  (TV)  Great 
Falls,  Mont. 

RANDOM  SHOTS 

CBS-TV  and  Globe  Tv  Inc.,  Hollywood, 
have  entered  into  co-production  agree- 

ment for  half-hour  film  series,  Combat,  for 
1959  season.  Series,  which  will  deal  with 

exploits  of  infantry  sergeant,  will  be  pro- 
duced, directed  and  written  by  Samuel 

Fuller,  president  of  Globe  Tv  Inc. 

Allied  Artists  Productions  Inc.,  Hollywood, 
has  loaned  use  of  its  studios  to  two  tv  com- 

panies. Advenco  will  do  Bold  Venture  series 
and  Filmmasters  will  shoot  Have  Gun,  Will 
Travel. 

Dee-Jay  Film  Service  Corp.  has  moved  into 
new  offices  at  408  W.  57th  St.,  New  York 

19,  N.Y.  Telephone  Circle  5-3684.  Com- 
pany, headed  by  President  Leonard  Weiner, 

specializes  in  production  of  motion  pictures 

and  film  commercials  and  in  editing  com- 
mercials, industrial  films  and  tv  film  pro- 

grams. Dee-Jay  and  Television  Programs  of 
America  have  dissolved  agreements  whereby 
former  had  handled  all  staff  editorial  affairs 

of  TPA,  both  domestic  and  foreign,  by  mu- 
tual consent. 

Technicolor  Inc.,  N.  Y.,  has  announced 

purchase  Burbank  (Calif.)  and  Brooklyn 
(N.  Y.)  film  laboratories  of  Warner  Bros. 

Pictures  Corp.,  and  will  embark  for  first 

time  on  black-and-white  processing. 

Sandy  Howard  Productions  Inc.  (newly 
formed  independent  motion  picture  and 
telefilm  producing  firm)  has  established 
offices  at  Paramount  Sunset  lot,  1456  N. 

Bronson  Ave.,  Hollywood  28.  Telephone: 

Hollywood  2-6282. 

Ziv  Television  Programs,  N.  Y.,  reports 
that  Highway  Patrol  has  been  renewed  in 
132  of  197  markets  which  carried  program 
last  season.  Regional  renewals  have  been 
received  from  Kroger  Stores,  Weidemann 
Brewing  and  Household  Finance  Corp. 

The  Mirisch  Co.,  independent  film  produc- 
tion company  formed  year  ago  by  brothers 

Harold,  Marvin  and  Walter  Mirisch,  plans 

to  produce  two  tv  series,  Wichita  Town, 

starring  Joel  McCrea,  and  The  Iron  Horse- 
man, created  by  Leslie  Stevens  and  to  be 

produced  in  association  with  Louis  Edelman 
and  NBC.  Company  put  six  theatrical  films 
into  work  last  year  and  plans  at  least  five 

more  to  begin  after  first  of  1959.  Produc- 
tion schedule  for  year  ahead,  totaling  more 

than  $20  million  with  two  tv  series,  will  go 

into  production  in  spring  for  fall  telecast- 
ing. 

Broadcasting 

90  Stations  Set  to  Broadcast 

Public  Service  Network  Program 

National  Public  Service  Network,  New 

York,  last  week  previewed  for  newsmen 
two  programs  in  the  World  Science  Report 

weekly  series.  The  program  has  been  dis- 
tributed to  90  radio  stations  throughout 

the  country  for  broadcast,  starting  this 
week. 

NPSW,  which  was  formed  by  Hardy 

Burt,  president,  to  provide  independent  and 

network  radio  stations  with  "quality"  pub- 
lic service  programming  [Program  Serv- 

ices, July  14],  is  aiming  to  place  its  pro- 
ductions in  the  top  113  cities  in  the  country. 

Mr.  Burt  told  newsmen  that  he  hopes  to 

have  the  remaining  23  markets  signed  with- 
in the  next  few  weeks. 

Interviews  with  Prof.  Willy  Ley,  pioneer 
rocket  scientist  and  historian,  and  Dr.  Paul 

Siple,  authority  on  the  Antarctic,  were  high- 
lights of  the  initial  25-minute  World  Sci- 

ence Report  programs.  The  format  consists 

of  a  summary  of  up-to-the-minute  science 
news,  plus  the  interviews. 

A  cross-section  of  the  stations  associated 
with  the  National  Public  Service  Network, 

Mr.  Burt  said,  includes  WCAR  Detroit, 

WONE  Dayton,  WIBC  Indianapolis,  KYW 
Cleveland,  WDGY  Minneapolis;  WMFS 

Chattanooga,  Tenn.;  KFBK  Sacramento, 
Calif.;  WALA  Mobile,  Ala.;  WMRP  Flint, 
Mich.;  WBKH  Hattiesburg,  Miss.;  WJIV 
Savannah,  Ga.;  WBUD  Trenton,  N.J.,  and 
WGBA  Columbus,  Ga. 

Other  public  service  programs  Mr.  Burt 
plans  to  release  in  the  next  few  months  are 
Mr.  Ambassador,  Cold  War  Challenge, 

State  of  the  Nation  and  a  series  still  un- 
titled. Like  World  Science  Report,  these 

will  be  made  available  free  to  stations  and 

will  be  underwritten  by  various  foundations 
and  societies.  The  science  series  is  being 

underwritten  by  the  American  Rocket  So- 
ciety on  a  grant  provided  by  America  Bosch 

Arma  Corp.,  Hempstead,  N.  Y.,  though  no 
commercial  messages  will  be  included  in  the 

programs. 

L.  A.  Rejects  Pay  Tv  Plan 

The  Los  Angeles  County  Board  of  Super- 
visors Thursday  (Sept.  18)  rejected  the  ap- 

plication of  Homevision  Inc.  for  a  franchise 

to  install  a  combination  closed-circuit  pay 
tv  and  community  antenna  system  in  the 

Antelope  Valley  district.  The  petition  was 

vigorously  opposed  by  representatives  of  the 
California  Federation  of  Womens  Clubs  and 

the  Citizens  Committee  Against  Pay  Tv. 

[Program  Services,  Sept.  8].  The  super- 
visors, voting  down  the  petition  four  to  one, 

indicated  that  they  would  be  receptive  to  an 

application  for  a  community  antenna  service 
alone,  without  the  toll  tv  adjunct. 

Ruben  Agency  Enters  Packaging 

The  Ruben  Advertising  Agency,  Indian- 
apolis, last  week  announced  formation  of 

G.  A.  Ruben  Productions  which  will  pack- 
age radio  and  tv  shows.  The  new  organ- 

ization's president,  Gary  Ruben,  reported 
that  two  shows,  a  tv  news  program  for  chil- 

dren and  a  radio  adventure  series  with  an 

historical  slant,  were  already  sold,  with 
several  others  in  preparation. 

We  taped  the 

weekend  shows 

Mr.  Ken  James,  Program  Director 

KENS-TV,  San  Antonio 

"We  Videotaped*  the  weekend 
shows  on  our  'Summer  Food 
Festival,'  featuring  Connie  Cook. 
Cut  down  operating  costs- 
featured  'live'  guests  who  would 
not  have  been  available  without 

Videotape! " 

Am p EX 

corporation 
850  CHARTER  STREET,  REDWOOD  CITY,  CALIFORNIA 

professional products  division 

"TM  Ampex  Corporation 
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PROGRAM  SERVICES  continued PERSONNEL  RELATIONS 

N.  Y.  IBEW  REPORT  BURNS  STAFF 

VIDEOTAPE  may  prove  a  boon  to  the 

busy  politician  running  for  office.  Gov. 
Averell  Harriman  (D.-N.Y.)  (1)  who 

is  campaigning  for  re-election,  spent 
a  few  hours  last  Tuesday  (Sept.  16) 
at  Telestudios  Inc..  New  York  (see 

page  31).  where  he  starred  in  six 
five-minute  VTR  commercials.  (With 
Gov.  Harriman  is  Robert  C.  Weaver, 
N.Y.  State  rent  administrator.)  In 

time  purchased  by  Kastor,  Hilton, 
Chesley  &  Clifford,  New  York,  for 
the  New  York  State  Democratic  Com- 

mittee, commercials  will  be  placed  on 
New  York  stations  equipped  for 
VTR,  starting  this  week. 

PROGRAM  SERVICE  SHORTS 

Capitol  Records,  Hollywood,  Calif.,  has  in- 
troduced its  first  stereophonic  disc  record- 

ings with  10  popular  and  five  classical  selec- 
tions. Capitol,  owner  of  Angel  Records,  has 

also  released  seven  classical  discs  with  Angel 

label.  Capitol  albums  range  from  Fred  War- 
ing to  George  Shearing  to  LeoDold  Stokow- 

ski.  Angel  Stereo  Records  features  Gilbert 

and  Sullivan's  "The  Mikado,"  as  well  as 

Tchaikovsky's  Symphony  No.  4. 
Warner  Bros.  Records  has  issued  its  first 

releases,  12  albums  and  three  popular  single 
records,  from  its  headquarters  at  4000 
Warner  Blvd.,  Burbank,  Calif.  Fourth 

branch  of  Warner  Bros.,  joining  motion 

picture,  tv  film  and  music  publishing  divi- 
sions, new  recording  company  plans  to  con- 

centrate largely  on  popular  record  field, 
with  little  jazz  and  no  classical  music  in 
its  repertoire,  James  B.  Conkling,  president, 
said  last  week.  Warner  Bros.  Records  will 
use  facilities  of  Radio  Recorders  in  New 

York  and  Los  Angeles  for  recording,  will 

also  contract  for  pressing.  Firm  has  35  re- 
cording artists  for  LP  records  and  10  single 

disc  performers  under  exclusive  contract. 

Television  Commercials  Inc.,  Hollywood, 

first  company  to  take  advantage  of  Para- 

mount Sunset's  VTR  facilities,  has  received 
full  authorization  to  offer  service  to  adver- 

tising agency  clients.  Paramount  Sunset 

is  first  major  lot  to  acquire  Ampex  video- 
tape recorders  and  expects  delivery  of  first 

machine  about  Oct.  15,  when  TCI's  tape 
operation  will  begin. 

Lang-Worth  Feature  Programs  Inc.,  N.  Y. 
reports  during  second  quarter  of  year  it 

sold  commercial  jingle  service,  "Radio 
Hucksters  and  Airlifts,"  to  total  of  55 
radio  stations. 

The  report  of  an  evaluation  committee  of 

Local  1212  of  the  International  Brother- 

hood of  Electric  Workers  paints  a  damn- 

ing picture  of  the  local's  administrative 
stall",  blaming  it  largely  for  the  costly  11- 

day  strike  against  CBS,  and  the  local's 
"deteriorating  relationship"  with  CBS, 
IBEW's  international  headquarters  and  with 
other  unions  in  the  broadcast  field  [Person- 

nel Relations,  Sept.  15]. 

The  report,  which  was  approved  by  the 

local's  membership,  places  responsibility  for 
the  deteriorating  relationship  with  CBS  on 

the  local's  administrative  staff.  At  one  point 
the  report  asserted: 

"Unremitting  conflict  with  the  local  union 
administration  has  made  all  efforts  toward 

understanding  appear  hopeless.  Sincere  ef- 
forts in  this  direction  (by  CBS)  have  been 

persistently  frustrated  or  misconstrued  by 
the  local.  Your  committee  feels  that  con- 

siderable further  study  is  needed  in  this 

area." 

The  report  claimed  that  so-called  "strike 
issues"  raised  by  the  administration  were 
largely  non-existent.  It  insisted  there  was 

little  substance  to  the  administration's  claim 
that  videotape  jurisdiction,  overtime  refusal, 

dual  operations  and  the  status  of  the  labora- 
tory technicians  were  valid  issues.  The  re- 

port stated  that  "the  sole  valid  issue  was  a 
demand  for  money  .  .  .  and  this  was  never 

clearly  expressed." On  the  question  of  the  strike  vote,  the 
administration  also  was  assailed  in  the  re- 

port. It  claimed  that  the  decision  was  made 

"on  a  questionable  strike  vote  and  before 
the  membership  was  aware  negotiations  had 

broken  down."  On  the  course  of  the  strike 
itself  the  report,  point  by  point,  accused  the 

administration  of  "falling  down"  with  re- 
spect to  preparation,  planning  and  strategy, 

public  relations  and  morale,  and  execution 
of  activities. 

The  report  supported  its  contention  that 

Local  1212's  relationship  with  the  interna- 
tional IBEW  is  "deteriorating,"  offering  as evidence: 

An  atmosphere  of  distrust  fostered  by 

the  local  union.  A  whole  series  of  I.O.  [in- 
ternational] reps  used  as  whipping  boys 

through  constant  distortions,  to  suit  mo- 

mentary conveniences."  The  report  lists 
four  international  representatives,  assigned 
to  work  with  Local  1212,  but  who,  it  was 

charged,  could  not  work  harmoniously  with 
the  administrative  staff. 

Regarding  Local  121 2's  relationship  with 
other  unions,  authors  of  the  report  could 

find  "no  other  local  union  favorably  dis- 

posed to  Local  1212"  and  counted  "Seven 
other  local  unions  individually  critical  of 

Local  1212  in  the  conduct  of  its  affairs." 
The  report  noted  that  the  evaluation  com- 

mittee sought  the  cooperation  of  the  ad- 
ministration for  the  project  but  claimed  that 

its  requests  for  interviews  and  other  infor- 
mation was  ignored. 

A  spot  check  from  a  list  of  50  unions 

holding  contracts  with  CBS  shows  "their business  relations  with  CBS  to  be  either 

'good'  or  the  very  best  of  their  experience," 
the  report  declares. 

The  report  singles  out  Charles  Calame, 
business  manager  of  Local  1212,  for  the 
bulk  of  its  criticism.  It  was  reported  last 
week  that  various  members  of  the  local  are 

considering  filing  charges  with  the  interna- 
tional against  the  local  administration  but 

no  such  action  was  taken  at  the  week's end. 

AFM  International  Board  Starts 

Hearing  on  Dual  Union  Charge 

A  five-man  committee  of  the  international 
executive  board  of  the  American  Federation 

of  Musicians  is  to  start  hearings  tomorrow 

morning  (Sept.  23)  concerning  approxi- 
mately 100  members  of  AFM  Local  47, 

Hollywood,  charged  with  becoming  mem- 
bers of  Musicians  Guild  of  America.  Dual 

unionism,  which  is  prohibited  in  the  AFM 
constitution  and  bylaws,  carries  a  penalty 

of  expulsion  from  the  union. 
MGA  is  filing  a  complaint  asking  for  an 

injunction  to  stop  AFM  from  expelling 
these  musicians  and  from,  in  any  way,  in- 

terfering with  their  employment,  Cecil  F. 

Read,  MGA  board  chairman,  said  Thurs- 

day. "The  basic  issue,"  he  said,  "is  whether 
AFM  can  enforce  its  dual  union  ban  against 
a  member  who  was  forced  to  join  the  guild 
in  order  to  work  in  motion  pictures  under 
a  union  contract  which  is  valid  according 

to  the  Taft-Hartley  act.  In  other  words, 
can  one  union  deny  employment  opportu- 

nities in  a  field  where  it  has  exclusive  con- 
tracts, as  the  AFM  has  in  all  fields  of  musi- 

cal employment  except  motion  pictures,  to 
men  who  accept  employment  in  another 
field,  in  this  case  motion  pictures,  under  the 

aegis  of  another  union  which  has  jurisdic- 

tion there?" 
Thursday  (Sept.  18)  saw  the  completion 

of  the  NLRB  hearing  in  Los  Angeles  on  the 
MGA  petition  for  an  election  to  determine 

bargaining  agent  for  musicians  in  their  em- 
ployment by  independent  motion  pictures 

producers.  AFM,  which  consented  to  the 
election  at  the  major  studios  won  by  MGA 
[At  Deadline,  July  14],  is  opposing  an 
election  in  the  independent  picture  field.  Two 
associations,  Society  of  Independent  Motion 
Picture  Producers  and  Independent  Motion 

Picture  Producers  Assn.,  and  two  individ- 
ual companies,  Goldwyn  and  RKO,  are  the 

employers  involved,  although  SIMPP,  which 
is  inactive,  has  attempted  to  withdraw. 

Record  of  the  hearing  now  goes  to  NLRB 
national  headquarters  in  Washington,  D.  C. 
If  the  board  rules  that  an  election  is  in  order, 

then  answers  must  also  be  provided  to  such 

questions  as:  Should  the  election  be  nation- 
wide or  should  it  be  restricted  to  Los 

Angeles  County  as  was  the  election  for  the 
major  studios?  What  criteria  should  be  set 
up  to  determine  which  musicians  shall  be 

eligible  to  vote?  What  employers  or  em- 

ployer-groups should  be  included? 

SAG  Spurned  Merger — AFTRA 
American  Federation  of  Television  & 

Radio  Artists  is  releasing  today  (Sept.  22) 

the  contents  of  a  letter  sent  to  its  member- 

ship, apprising  them  the  Screen  Actors  Guild 

Page  82    •    September  22,  1958 Broadcasting 



"has  gone  on  record  as  being  firmly  opposed 
to  merger  with  AFTRA  in  any  form." 
Signed  by  Clayton  (Bud)  Collyer,  AFTRA 
president,  the  letter  said  a  letter  from  SAG 
rejected  earlier  AFTRA  proposals  but,  in 
turn,  suggested  joint  negotiation  on  tape 

only.  SAG  and  AFTRA  have  been  at  log- 
gerheads over  videotape  commercials.  SAG 

has  obtained  jurisdiction  over  VTR  at  film 
studios,  but  AFTRA  called  on  the  NLRB 
several  months  ago  to  hold  an  election 
among  performers  so  that  they  could  select 
a  single  union  to  represent  them  in  tape 
(AFTRA  holds  jurisdiction  at  networks  and 

stations).  A  hearing  on  AFTRA's  petition is  scheduled  before  the  NLRB  in  New 

York  Sept.  30. 

AFM  Allocates  $6.2  Million 

For  Free  Trust  Fund  Concerts 

An  allocation  of  $6,225,000  for  employ- 
ment of  musicians  in  non-profit  perform- 
ances during  the  fiscal  year  ending  July  1, 

1959,  has  been  made  by  the  American 

Federation  of  Musicians'  music  perform- 
ance funds.  Sources  and  disbursement  of 

the  monies  are  contained  in  a  report  just 
issued  by  Samuel  R.  Rosenbaum,  trustee  of 
the  fund. 

Funds  were  established  in  the  mid-forties, 
with  makers  of  recordings  contributing  to 

the  AFM's  Recording  and  Transcription 
Fund  to  compensate  for  loss  of  live  mu- 

sician employment  that  resulted  from  com- 
mercial use  of  phonograph  records.  In 

1950  and  subsequent  years,  similar  agree- 
ments were  reached  covering  use  of  tele- 
vision film,  including  tv  jingles  and  com- 

mercials. 

All  funds  received  are  re-used  to  pro- 
vide live  musical  services  throughout  the 

U.  S.,  its  possessions  and  Canada.  This  is 
not  restricted  to  AFM  musicians. 

As  of  last  June  30,  there  were  588  tele- 

vision signatories  to  the  tv  trust  fund  agree- 
ments. Record  and  electrical  transcription 

makers  totalled  3,214. 

For  the  six  month  period  prior  to  June 
30,  recording  signatories  paid  $1,987,085.93 

to  the  funds.  Tv  signatories  paid  $507,- 
733.26,  bringing  the  combined  total  to 
$2,494,819.19. 
The  allocation  of  $6,225,000  for  the 

current  fiscal  year  compares  with  $4,850,- 
000  set  aside  for  the  fiscal  year  ended  June 
30,  1958,  and  $3,900,000  for  the  year 
ended  June  30,  1957. 

Keel  Put  Up  for  SAG  Presidency 

Howard  Keel,  first  vice  president  of 
Screen  Actors  Guild,  has  been  nominated 

for  the  SAG  presidency  by  the  official  nomi- 
nating committee,  to  succeed  Leon  Ames 

who  has  declined  to  run  for  another  term 

as  president.  Other  official  candidates  are: 
for  first  vice  president,  Macdonald  Carey; 
second  vice  president,  James  Lydon;  third 

vice  president,  Rosemary  DeCamp;  record- 
ing secretary,  Robert  Keith;  treasurer, 

George  Chandler.  Miss  DeCamp,  Mr.  Keith 
and  Mr.  Chandler  now  hold  the  posts  for 
which  they  are  nominated  for  another  term. 
Election  must  be  held  before  the  SAG  an- 

nual meeting,  some  time  in  November,  ac- 

cording to  the  Guild's  bylaws. 
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STATIONS 

KFGO  PREPARES  SEC.  315  DEFENSE 

KFGO  Fargo,  N.  D.,  is  preparing  its 
answer  to  a  political  libel  suit  asking  $2.4 

million  damages  on  four  counts,  expected 
to  be  filed  within  two  weeks.  The  station 

is  the  second  Fargo  outlet  to  be  sued  by 
the  North  Dakota  Educational  &  Farmers 
Union  as  a  result  of  statements  broadcast 

in  two  different  campaigns  by  candidate 
A.  C.  Townley. 

The  Farmers  Union  suit  against  KFGO 
was  filed  Aug.  29  in  the  federal  court  at 

Bismarck,  N.  D.  It  alleges  candidate  Town- 
ley,  in  political  broadcasts  over  KFGO  in 
April  and  June,  made  libelous  statements 
and  asks  $600,000  in  each  instance.  KFGO 
asked  for  and  has  been  given  an  extension 
of  time  in  which  to  file  a  reply. 

Charles  Burke,  KFGO  general  manager, 
said  last  week  that  the  station  did  not  give 
Mr.  Townley  time  until  he  had  demanded 
it  under  Sec.  315  of  the  Communications 

Act.  This  section  requires  broadcasters  to 
give  all  candidates  for  the  same  office  equal 

opportunity  to  use  their  stations  and  pro- 
hibits broadcasters  from  censoring  a  candi- 
date's speech. 

WDAY-TV  Fargo  was  sued  by  the  Farm- 
ers Union  following  alleged  libelous  state- 

ments made  over  the  station  in  the  1956 

campaign  by  Mr.  Townley.  The  North 
Dakota  Supreme  Court  last  April  ruled  that 
the  station  is  not  liable  for  statements  made 

over  its  facilities  by  the  candidate  [Govern- 
ment, April  7].  Last  month,  the  union 

asked  the  U.S.  Supreme  Court  to  review 
this  decision  [Government,  Aug.  11]. 

FCC,  Justice  Want  to  Know 

The  FCC  and  Justice  Dept.  also  have 

asked  the  high  court  to  grant  a  review  be- 

cause "a  definitive  determination  by  this 
court  of  the  meaning  and  significance  of 
Sec.  315  of  the  Communications  Act  .  .  . 
insofar  as  it  relates  to  the  broadcast  of 

|  possibly  defamatory  material  by  legally 
qualified  candidates  for  public  office  will  be 

of  great  value.  .  .  ." 
The  Justice  request  for  a  review  con- 

tinued: "This  case  squarely  presents  the 
questions  of  whether  the  statutory  pro- 

hibition against  censorship  of  uses  of  radio 
and  television  broadcast  facilities  by  legally 
qualified  candidates  extends  to  libelous  and 
slanderous  language  or  language  which 

might  reasonably  be  thought  to  be  defam- 
atory and,  if  so,  whether  the  licensee  is 

thereby  rendered  immune  from  liability 
under  applicable  state  law.  Resolution  by 
this  court  of  these  questions  would  dispel 
the  uncertainties  which  have  existed  as  the 

result  of  different  interpretations  by  various 

state  and  lower  federal  courts." 
If  licensee  control  over  a  candidate's 

statements  is  not  permitted,  the  pleading 

stated,  "there  undoubtedly  will  be  cases 
such  as  the  instant  one  in  which  third  par- 

ties as  well  as  opposing  candidates  will 
suffer  from  the  effects  of  libelous  or  slander- 

ous remarks  by  candidates.  .  .  ." 
The  union's  suit  against  WDAY-TV 

went  through  state  courts,  while  the  suit 
against  KFGO  was  filed  in  federal  court. 
In  both  the  union  claimed  that  it  had  been 

libeled  as  a  third  party.  The  NAB  took 
part  in  the  proceedings  before  the  North 

Dakota  Supreme  Court  as  a  friend  of  the 
court  [Trade  Assns.,  Oct.  7,  1957]. 

North  Dakota  has  a  state  law  giving  sta- 
tions immunity  from  libelous  or  defamatory 

statements  by  other  than  station  personnel. 

Station  Image,  Vitality 

Measured  in  New  Study 

John  Blair  &  Co.  last  week  described  what 

it  referred  to  as  a  new  approach  to  radio 

station  research — exploring  people's  at- titudes toward  stations. 

A  practical  application  of  the  approach 
has  been  made  in  Dallas,  where  Blair  has  a 

client  station,  Gordon  McLendon's  KLIF. 

To  obtain  a  knowledge  of  the  "station 
image"  in  people's  minds,  researchers  asked 
this  question:  "Here  is  a  list  of  radio  sta- 

tions and  here  is  another  list  of  people  from 
all  walks  of  life.  Would  you  please  match 

the  type  of  person  you  think  is  most  likely 

to  listen  to  each  of  these  stations?"  The 
station  list  contained  the  calls  of  all  major 

Dallas  radio  stations.  The  list  of  "people 
from  all  walks  of  life"  contained  these  de- 

scriptions: high  school  and  college  students, 
young  housewives,  older  women,  business 
executives,  male  workers,  female  workers. 

To  obtain  a  measurement  of  "station  vi- 
tality" researchers  asked  this  question: 

"Here  is  a  list  of  descriptive  terms.  Which 

best  fits  the  following  stations?"  The  terms 
were:  "modern,"  "lively,"  "interesting"  and 
"old-fashioned." 

To  obtain  a  measurement  of  the  "believa- 
bility"  of  stations,  the  researchers  asked: 
"If  you  heard  conflicting  accounts  of  the 
same  news  story  on  different  stations,  which 

of  the  stations  would  you  believe?" 
The  Dallas  survey  was  conducted  by  the 

Eugene  Gilbert  research  organization  which 

employed  college  professors  and  postgrad- 
uate college  students  to  do  the  field  work. 

A  total  of  498  personal  interviews  was 
completed.  Results  were  tabulated  by  sex 

and  age  groups.  The  results,  as  released  last 
week,  showed  KLIF  outscoring  other  sta- 

tions in  appeal  to  virtually  all  age  groups. 
Blair  officials  saw  the  results  as  a  refuta- 

tion of  charges  that  "modern  radio"  stations 
appeal  primarily  to  the  teen-age  audience. 

John  Blair,  president  of  the  station  rep- 

We've  read  thousands  of  U.S.  and 
Canadian  newspapers  in  the  past  9 
years,  looking  for  unusual  local  retail 
promotions:  traffic-building  stunts, 
give-aways,  anniversary  gimmicks, 
slogans,  etc.  used  by  local  retailers. 
Result?    We've   assembled    over  300 

-o 

ideas 

and  we  challenge  anyone  selling  local 
retail  advertising  to  read  them  with- 

out finding  at  least  10  good  usable 
ideas!  108  pages,  well-illustrated, 
these  300  ideas  are  yours  for  only  $25. 
I.F.I.  Adv.  Agency,  Christie  Bldg., 
Duluth,  Minnesota. 
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SAYS  JOHN  D.  SILVA,  Chief  Engineer,  KTLA  (Paramount  Television  Productions,  Inc.),  Hollywood,  Cal. 

"G-E  camera  tubes  help  us  make  TV  headlines 

with  20  'remotes'  a  week!" 

"^News  can  break  fast,  and  KTLA  is  geared  to 

speed.  We've  started  telecasting  from  the  scene 
of  an  event  in  as  little  as  five  minutes  from  the 

time  our  mobile  unit  reached  the  spot. 

"The  microwave  antenna  of  our  mobile  units 

takes  only  15  seconds  to  elevate.  KTLA's  picture 
goes  on  the  air  in  minutes  after  we  brake  to  a 

stop.  We  couldn't  do  a  fast,  sure  TV  news  job 

like  that — many  times  a  day,  every  day — without 
reliable  camera  tubes. 

"Besides  the  fact  we  can  count  on  them,  G-E 
camera  tubes  are  designed  to  handle  changeable 

and  difficult  light  conditions.  We  like  the  as- 

surance they  give  us  that  our  viewers  are  seeing 

clear  pictures  with  good  detail  and  contrast. 

"News  coverage  is  a  team  job — efficient  men, 
methods,  and  equipment.  G-E  camera  tubes  play 

a  key  part  in  KTLA's  mobile  work  that's  broken 

records  for  high  audience  interest." 
*  *  * 

Put  G-E  Broadcast-Designed  camera  tubes  on 

your  own  "team"!  Your  G-E tube  distributor  stocks  them. 

Phone  him!  Distributor  Sales, 

Electronic  Components  Div.,  Gen- 
eral Electric  Co.,  Owensboro,  Ky. 

Progress  fs  Our  Most  important  Product 

GENERAL  HI  ELECTRIC 



STATIONS  CONTINUED 

VOICE  FOR  THE  SILENT 

Historic  Liberty  Bell  received  a 
voice  for  the  first  time  in  123  years 
as  CBS-TV  did  a  special  program 

from  Independence  Hall  marking  the 

turnover  of  WCAU-TV  Philadelphia 
ownership  to  CBS. 

A  three  minute  narration  by  Ed- 
ward R.  Murrow,  telling  the  mean- 

ing and  the  role  of  the  bell,  was  pre- 
sented to  the  National  Park  Service 

and  the  City  of  Philadelphia  for 

permanent  installation  near  the  his- 
toric site. 

The  bell  has  not  been  rung  since 
it  cracked  in  1835.  Now  all  who 

visit  the  symbol  of  freedom  may  hear 
the  Murrow  narration  by  merely 

pushing  a  button  which  activates  the recording. 

resentation  firm,  explained  that  the  study 

was  undertaken  to  document  the  company's 

previously-reached  deductions  that  "extreme- 
ly successful  radio  stations  must  have  cre- 

ated for  themselves  a  well-defined  per- 

sonality, or  an  image  that  had  some  mean- 
ing for  the  audience. 

"It  also  seemed  reasonable  to  us,"  said 
Mr.  Blair,  "that  a  radio  station  which  did 
create  an  image  would  have  virtually  uni- 

versal appeal." 
Arthur  McCoy,  head  of  the  Blair  radio 

company,  said  research  of  the  Dallas  type 
should  prove  valuable  to  media  buyers.  He 
recommended  that  stations  make  such 

studies  every  year. 

Ward  Dorrell,  Blair  vice  president  and  re- 
search director,  reported  that  the  Blair  com- 

pany would  encourage  all  its  stations  to  go 
into  qualitative  studies. 

WMGM  Quiz  Complaint  Dropped 

New  York  State  Supreme  Court  Judge 
James  C.  Crane  granted  a  WMGM  New 
York  motion  to  strike  the  complaint  of 
Brooklyn  quiz  contestants  seeking  $1,000 

special  damages  for  "alleged  physical  and 
emotional  despair  and  frustration"  in  a  dis- 

pute with  WMGM  over  the  winner,  WMGM 
has  confirmed.  Judge  Crane,  however, 
granted  plaintiffs  Mr.  &  Mrs.  Donald  Reid 
permission  to  inspect  postcard  returns  to 
WMGM  Name  It  &  Claim  It  contest.  The 

Reids  contend  they  are  the  winner  of  the 

$1,300  prize  instead  of  announced  "woman 
in  Jersey"  [At  Deadline,  Sept.  1].  WMGM 
explained  it  did  not  tell  the  Reids  it  had 

NEWARK — Special  news  coverage  of  the 
Jersey  Central  commuter  train  accident  last 
Monday  (Sept.  15),  which  took  estimated 
40  lives,  was  provided  by  WNTA  Newark 
to  more  than  40  radio  stations  throughout 
the  country.  Raymond  E.  Nelson,  president 

and  general  manager  of  the  station,  re- 
ported that  minutes  after  the  disaster  be- 

came known,  telephone  requests  for  on-the- 
scene  coverage  came  from  independent  sta- 

tions, ranging  from  Massachusetts  to  Cali- 
fornia and  from  Canada  to  Texas.  WNTA 

provided  reports  up  to  two  minutes  by 
beep  phones  several  times  a  day  to  many 

not  received  their  entry,  rather  "to  the  best 
of  our  knowledge"  it  did  not  receive  the 
entry.  WMGM  also  corrected  earlier  reports 
it  had  made  $600  compromise  with  the 

Reids  last  year  in  another  contest  dispute. 
WMGM  said  the  Reids  and  the  announced 

winner  at  that  time  made  compromise  be- 
tween themselves  to  split  prize  money  of 

$1,300. 

Tv  Classes  Scheduled  to  Start 

On  Three  Little  Rock  Stations 

Classes  for  Little  Rock,  Ark.,  high  school 
students,  whose  schools  were  closed  by  Gov. 
Orval  E.  Faubus,  are  expected  to  begin 

today  (Monday)  on  the  three  Little  Rock 
commercial  television  stations — KARK-TV, 
KATV  (TV)  and  KTHV  (TV). 

As  was  planned  last  week  in  meetings  be- 
tween the  stations  and  the  Little  Rock 

School  Board,  each  station  is  assigned  to 
handle  the  instruction  of  one  of  the  three 

senior  high  school  grades.  Regular  class- 
room teachers  or  department  heads  will 

conduct  daily  a  total  of  two  hours  of 
classes  from  their  assigned  station  studios. 
The  time  is  divided  into  four  30-minute 
class  periods.  Only  the  basic  subjects,  such 
as  English,  history,  mathematics  and 
science  (minus  laboratory  instruction),  will 
be  offered. 

The  plan  was  outlined  by  Douglas 
Romine,  vice  president  and  general  manager 
of  KARK-TV,  who  told  Broadcasting, 

"The  students  are  getting  very  restless  and 
are  afraid  of  getting  too  far  behind  in  their 

of  the  stations,  Mr.  Nelson  said. 

PHILADELPHIA — Two  widely  separated 
news  stories  last  Monday  (Sept.  15)  re- 

ceived film  coverage  by  WFIL-TV  Philadel- 
phia. Newsreel  cameraman  Harry  Krause 

was  flown  90  miles  to  film  the  crash  of 

the  New  Jersey  Central  train  into  Newark 
Bay  after  the  first  report  came  on  the  news 
wire  about  10  a.m.  His  films  of  the  rescue 

work  were  flown  back  to  WFIL-TV  where 
Gunnar  Back  interrupted  the  local  portion 

of  Dick  Clark's  American  Bandstand  at 
3:40  p.m.  to  show  the  films.  At  approxi- 

work.  Especially  concerned  are  those  who 
planned  to  graduate  this  school  year.  The 
televised  classes  will  help  the  students  to 

catch  up  when  the  schools  reopen."  The 
tv  classes  are  expected  to  continue  at  least 

until  Sept.  27  when  a  city  election  will  de- 
termine the  basis  for  opening  the  schools. 

Station  directors  of  the  emergency  pro- 

gram, working  directly  with  the  school 
board  and  School  Superintendent  Virgil 

Blossom,  are  Fred  Schmutz  for  KARK-TV, 
Joe  Myers  of  KATV  and  Jack  Bomar  at 
KHTV. 

mately  the  same  time,  films  made  that  morn- 
ing by  cameraman  Harold  Hodgeman,  1,600 

miles  away  in  Little  Rock,  Ark.,  arrived  for 
use  on  the  RCA  Television  Newsreel  at  7 

and  10:30  p.m.  These  films  included  inter- 
views by  WFIL-TV  newscaster  Allen  Stone 

with  officials  involved  in  school  integra- 
tion proceedings. 

MIAMI — Planning  to  get  the  fastest  pos- 
sible county  results  of  the  Sept.  9  primary 

elections  in  Florida,  WTVJ  (TV)  Miami 

arranged  with  the  Miami  Junior  Chamber 
of  Commerce  to  station  one  Jaycee  at  each 

of  the  county's  145  precincts  to  telephone 
precinct  totals  to  the  WTVJ  studios.  The 

figures  were  put  into  the  station's  IBM  ma- 
chines, and  totals  were  announced  im- 

mediately on  the  air.  Because  of  the  fast  re- 
porting, a  half-hour  run-down  planned  for 

10  p.m.  instead  was  started  at  9:30  p.m. 

PITTSBURGH — Detectives  working  on  the 
case  of  accused  wife  killer  Chester  Mauch- 
line  received  unexpected  assistance  from 

news  director  Bill  Burns,  KDKA-TV  Pitts- 
burgh. Mr.  Burns  obtained  permission  to 

interview  the  accused  man  in  his  county 

jail  cell  where  the  previously  reticent  man 
divulged  and  explained  murder  details  from 

beginning  to  end,  and  further,  asked  Mr. 
Burns  to  accompany  him  to  the  murder 

scene  to  take  pictures.  Following  the  inter- 
view telecast.  Mauchline,  who  watched  the 

newscast,  cooperated  with  police  and  ap- 
proved the  use  of  the  newsfilm  as  evidence 

for  the  prosecution. 
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^    COMPLETELY  CUSTOM  MADE 

OVER  400  STATIONS  SOLD 

98%  OF  STATIONS  HAVE  REORDERED 

OVER  7,000  JINGLES  ORDERED  AND  WRITTEN 

PUT  THIS  RBCORD  TO  WORK  FOR  YOU 

r\  ATFI  Newsworthy  News  Coverage  by  Radio  and  Tv 
.■.v.v.v.-.v.v.v.v.v.'.v/.v.v.v.v.-^  v.- .v.'.v.-. 

Completely  custom  made  jingles  for  JINGLE  MILL 
commercial  accounts  and  station  breaks  — 

no  open  ends  and  no  inserts.  201  west  49th  sf..  New  York  aty 
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CHANGING  HANDS mmmmmmmmmmmmmmmmmmmmmm 

ANNOUNCED  Th°.  f
ollowi"Z  sales  °f rainwwnyEw         station    interests  were 

announced  last  week.  All  are  subject  to 
FCC  approval. 

WINN  LOUISVILLE,  KY.  •  Sold  by  Emil 
J.  Arnold,  Robert  E.  Wasdon  and  Jack 
Siegel  to  Glenn  A.  Harmon,  Oldham 
Clarke,  French  Eason,  Charles  M.  Wheeler 

and  Jesse  L.  Chambers  for  $266,500  plus 
relief  of  indebtedness  of  $74,000.  Mr. 
Harmon  already  owned  16%%,  now  owns 
45%.  Mr.  Eason  is  Chicago  radio  sales 

manager  for  H-R  Reps.  WINN  is  250  w 
on  1240  kc. 

of  Class  B  stock;  Edward  Petry  &  Co., 
9.7%  of  Class  A  stock;  Bob  Hope,  2.4% 
of  Class  A  stock,  and  others  including 
former  MBS  President  Armand  Hammer 

and  Philadelphia  businessmen  Robert  M. 
Brown,  William  L.  Butler,  John  P.  Crisconi, 
Ralph  Huberman,  L.  Parker  Naudain  and 
John  G.  Pew  Jr.  Mr.  Gimbel  has  been 

president  of  WIP  stations  since  1948  and 
Mr.  Bilderback  vice  president  since  1953 
[Changing  Hands,  Aug.  25].  WIP  is  5  kw, 
directional  antenna  day  and  night,  on  610 
kc  and  is  MBS  affiliate.  WIP-FM  is  20  kw 
on  93.3  mc. 

KCMJ  PALM  SPRINGS,  CALIF.  •  Sold 
by  David  Margolis  to  KCMJ  Inc.  (Robert 
Blashek,  president;  Louis  Wasmer  and 
Cole  Wylie,  principals)  for  $250,000.  Mr. 
Margolis  sold  KRAM  Las  Vegas,  Nev., 
last  month  to  Misch  Ellman  for  $275,000 

[At  Deadline,  Sept.  1].  KCMJ  is  1  kw  day, 
500  w  night,  directional  day  and  night,  on 
1010  kc,  and  is  CBS  affiliate.  Transaction 
was  handled  by  Blackburn  &  Co. 

KBON  OMAHA,  NEB.  •  Sold  by  Paul  R. 
Frey  and  associates  to  Morton  Fleischl  and 
Joseph  H.  Gratz  for  $170,000  cash.  Mr. 

Fleischl  is  former  WMCA  New  York  gen- 
eral manager,  and  Mr.  Gratz  is  a  New 

York  advertising  executive.  KBON  is  250 
w  on  1490  kc.  Sale  was  handled  through 
Blackburn  &  Co. 

WCHV  CHARLOTTESVILLE,  VA.  •  Sold 
by  Charles  Barham  and  wife  Emmalou  to 
Nash  L.  Tatum  Jr.  for  $200,000.  Mr. 
Tatum  is  an  announcer  at  the  station. 

WCHV  is  5  kw  day,  1  kw  night,  on  1260 
kc,  and  is  ABC  affiliate.  Blackburn  &  Co. 
handled  the  sale. 

WHLB  VIRGINIA,  WMFG  HIBBING, 
BOTH  MINNESOTA  •  Sold  by  Morgan 

Murphy-Walter  C.  Bridges  interests  to 
Harold  J.  Parise,  general  manager  of  sta- 

tions, and  Frank  P.  Befera  (vending  ma- 
chines, realty,  wholesale  merchandising)  for 

$169,000.  WHLB  is  250  w  on  1400  kc  and 
is  NBC  affiliate;  WMFG  is  250  w  on  1240 
kc  and  is  NBC  affiliate. 

KNXT  (TV)  Opposes  Death  Penalty 
In  Its  First,  Lauded  Editorial 

The  response  to  the  first  editorial  broad- 
cast of  KNXT  (TV)  Los  Angeles  gives  at 

least  a  partial  answer  to  the  controversial 
question  of  whether  editorializing  is  a  proper 
function  of  a  tv  station.  Only  25%  of  the 
more  than  500  U.S.  tv  stations  now  broad- 

cast editorials,  a  Broadcasting  survey  re- 
vealed [Trade  Assns,  Sept.  15]. 

An  editorial  in  the  Los  Angeles  Times, 

normally  a  severe  critic  of  electronic  jour- 

nalism, found  the  program  to  be  "an  achieve- 
ment of  which  any  journalist  could  be 

proud."  In  a  letter  to  Bill  Stout,  the  pro- 
gram's narrator,  Los  Angeles  Times  Chief 

Editorial  Writer  Irving  Kamsdell  called  it 

"the  most  impressive  performance  in  elec- 

tronic journalism  I  have  ever  seen." 
Entitled  "Thou  Shalt  Not  Kill"  the  broad- 

cast took  place  on  Sept.  10  (10:30-11  p.m.). 
Written  by  Irwin  Rosten  and  narrated  by 
KNXT  newsman  Bill  Stout,  the  special 
documentary  examined  capital  punishment 
and  concluded  that  capital  punishment 
should  be  abolished  in  California. 

By  phone  and  by  mail  the  KNXT  audi- 
ence has  responded  in  the  hundreds,  and 

the  verdict  was  overwhelmingly  in  favor  of 
the  broadcast.  Among  those  who  expressed 

approval:  Norman  Corwin,  writer  of  radio 
documentaries  1 5-20  years  ago;  Robert 
Guthrie,  director  of  delinquency  control  at 
the  U.  of  Southern  Calif.,  and  Byron  M. 

Light,  associate  minister  of  the  First  Con- 
gregational Church  of  Riverside,  Calif. 

KUSN  ST.  JOSEPH,  MO.  •  Sold  by  W  N. 
Schnepp,  Fred  P.  Reynolds  and  associates 
to  Charles  H.  Norman  (St.  Louis  radio  disc 

jockey)  for  $90,000  including  assumption 
of  liabilities.  KUSN  is  1  kw  day  on  1270 
kc.  Transaction  was  handled  by  Blackburn 
&  Co. 

WHBG  HARRISONBURG,  VA.  •  Sold  by 

Robert  C.  Currick  of  WXEX-TV  Peters- 

burg, Va.,  and  George  O.  Griffith,  WJAR 

Providence,  R.  I.,  co-owners,  to  Charles 

Dillon,  vice  president  of  WOL  Washing- 
ton, D.  C,  for  $80,000.  WHBG  is  5  kw 

day  on  1360  kc.  Sale  was  handled  by  Black- 
burn &  Co. 

KPKW  PASCO,  WASH.  •  Sold  by  V.  B. 

Kenworthy  (owner  of  KODL  The  Dalles, 
Ore.)  to  Robin  Hill  and  John  Wages  for 

$38,500.  Mr.  Wages  former  stockholder  in 

KWG  Stockton,  Calif.  KPKW  is  250  w  on 

1340  kc.  Sale  was  handled  by  Allen  Kander 
&  Co. 

The  following  transfers  of 
APPROVED  station  interests  were  ap- 

proved by  the  FCC  last  week.  For  other 
broadcast  actions,  see  For  the  Record, 

page  97. 

WIP-AM-FM  PHILADELPHIA,  PA.  •  Sold 

by  Philadelphia  Broadcasting  Co.  (Gimbel 

Bros,  department  store)  to  WIP  Broadcast- 

ing Inc.  for  $2.5  million.  WIP  Broadcast- 
ing includes  Ben  Gimbel  Jr.,  62.5%  of 

Class  B  stock;  Ralph  S.  Bilderback,  25% 

^      announcing  tiii: 

dp   opening  or  out  new 

A 

WEST  COAST  OFFICE 

The  same  quality,  experience  and  integrity  that 
is  identified  with  Blackburn  and  Company  is  now 
available  to  the  West  Coast  through  new  offices 
at  404  California  Bank  Building,  9441  Wilshire 

Blvd.,  Beverly  Hills,  California. 

COLIN  M.  SELPH 

is  ready  to  assist  you  with  negotiations,  financing 

and  appraisals. 

NEGOTIATIONS  •  FINANCING  •  APPRAISALS 
WASHINGTON  D.  C 
James  W.  Blackburn 

Jack  V.  Harvey 
Washington  Building 

Sterling  3-4341 

ATLANTA 
Ctfford  B.  Marshall 
Stanley  Whitaker Healey  Building 
JAckson  5-1576 

CHICAGO 
H.  W.  Casill William   B.  Ryan 

333  N.  Michigan  Avenue 
Financial  6-6460 

WEST  COAST Colin    M.  Selph 
California    Bank  Bldg. 
Beverly  Hills,  Calif. 
CRestview  4-2770 
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PROGRAMS  &  PROMOTIONS 

WIP  Releases  'Search  for  Peace' 
As  Public  Service  to  Stations 

WIP  Philadelphia,  which  has  been  pro- 

gramming since  January  a  public  service 

series  entitled  Search  for  Peace,  has  an- 

nounced the  availability  of  30  programs  in 

the  series  tor  use  by  other  radio  stations. 

The  objective  of  the  programming  serv- 

ice, according  to  Benedict  Gimbel  Jr.,  presi- 

dent and  general  manager  of  WIP,  is  to 

start  a  freer  interchange  of  programs  be- 

tween stations.  "There  are  many  great  pro- 

grams being  created  on  a  local  level  by  out- 
standing radio  stations.  These  programs 

must  not  be  confined  to  the  coverage  limits 

of  the  stations  producing  them,"  Mr.  Gim- bel said. 

Search  for  Peace  is  a  WIP  project  to  fur- 
ther interest  in  world  peace,  with  a  view 

toward  seeking  possible  solutions.  The  series 

has  included  magazine  articles,  such  as 

Look  magazine's  series,  "Three  Roads  to 
Peace".  WIP  invited  leading  thinkers  to 
contribute  to  its  series,  as  well  as  accepting 

articles  and  suggestions  from  listeners. 

Speakers  have  included  Arnold  Toynbee, 
Rev.  Martin  Niemoeller,  George  Fielding 

Eliot.  Pearl  Buck  and  Eugene  Lyons.  The 

series  has  aired  the  audio  portion  of  Marian 

Anderson's  Asian  tour  which  was  shown  on 
Edward  R.  Murrow's  See  It  Now. 

To  aid  distribution  of  the  programs  to 
other  stations  WIP  received  the  support  of 

the  Junior  League  of  Philadelphia,  which 
has  written  other  Junior  Leagues  in  the 

U.  S.  to  suggest  to  their  local  radio  stations 

that  they  carry  the  WIP  series.  Promotion 

and  publicity  kits,  and  program  run-down 
sheets  are  sent  to  each  league  chapter  and 
to  stations  requesting  information.  A  new 
series  will  be  available  in  the  spring,  WIP 
reports. 
WIP  has  received  inquiries  from  Voice 

of  America,  WHEL  Chicago,  WVOS  Lib- 
erty, N.  Y.,  WRTI  Philadelphia  and  a  Mel- 

bourne, Australia,  independent  station  in- 
quiring in  behalf  of  110  stations  in  that 

country. 

WNEP-TV  Picks  'Sweet  Sixteens' 

WNEP-TV  Scranton,  Pa.,  is  conducting 
a  contest  to  select  the  teenager  in  its  cov- 
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Publications 

CHECKING  plans  for  the  distribution  of 

WIP  Philadelphia's  original  public  service 
series,  Search  for  Peace,  are  Mrs.  George 
Hauptfuhrer  Jr.,  president  of  the  Junior 
League  of  Philadelphia,  and  Benedict 
Gimbel  Jr.,  president  and  general  manager 

of  WIP. 

4  _  

erage  area  who  most  closely  resembles  the 

station's  "Sweet  Sixteen"  symbol,  a  teen- 
ager attired  in  hat  and  shirtwaist  dress  hold- 

ing a  hatbox  emblazoned  with  "Channel 
16".  The  first  representative  contestant  was 
chosen  at  a  teenage  dancing  party  on  the 

roof  of  the  Boston  Store  in  Wilkes-Barre, 
Pa.  Representatives  will  be  chosen  also  from 

Bloomsburg,  Scranton,  Carbondale,  Ber- 
wick, Sunbury,  Hazleton  and  Williamsport, 

all  Pennsylvania.  At  a  later  date  one  girl 
will  be  chosen  to  represent  WNEP-TV 
throughout  the  year  in  Pennsylvania. 

WHOO  Spots  Ownership  Change 

To  celebrate  its  change  in  ownership 

WHOO  Orlando,  Fla.,  attracted  listeners'  at- 

tention by  playing  Sheb  Wooley's  "Monkey 
Jive"  record  for  24  hours.  The  marathon 
build-up  led  to  announcements  the  follow- 

ing day  of  six  different  promotions,  three 

new  disc  jockeys  and  the  station's  "New 
WHOO"  programming  concept.  Listeners 
were  lured  by  girls  who  distributed  free 

orchids  in  downtown  Orlando.  The  station's 
changes  were  heralded  through  newspaper 
ads,  billboards,  taxi  placards  and  airplane 
balloon  drops.  More  than  $4,000  in  cash 

prizes  was  awarded  during  WHOO's  cele- bration week. 

WNBQ  (TV)  Gives  News  to  Deaf 

WNBQ  (TV)  Chicago  was  scheduled  to 
unveil  a  new  type  of  newscast  this  past 
Saturday  (Sept.  20) — World  News  for  the 

Hard  of  Hearing.  Described  as  perhaps  "the 
first  program  of  its  kind  in  television  his- 

tory," the  weekly  five-minute  program  fea- tures the  simultaneous  presentation  of  news 

by  a  regular  announcer  and  in  sign  lan- 
guage by  John  M.  Tubergen  Jr.,  president 

of  the  Alumni  Assn.  of  Illinois  School  for 
the  Deaf.  Viewers  have  a  choice  of  reading 
the  announcer's  lips  or  the  sign  language. 

WNBO  points  out  there  are  an  estimated 
100,000  deaf  televiewers  in  northern  Illinois 

and  has  programmed  the  newscast  at  3:40 

p.m.  next  to  NBC-NCAA  football,  regarded 

as  popular  fare  for  the  hard-of-hearing. 
Newscast  will  be  sponsored  by  Zenith  Ra- 

dio Corp.'s  hearing  aid  division,  through 
MacFarland,  Aveyard  &  Co.,  Chicago. 

WLS  Series  Sells  Houses  on  Site 

A  new  approach  to  merchandising  and 
sale  of  new  homes  is  claimed  in  a  new  daily 

series.  Coffee  Klatsch,  on  WLS  Chicago. 
The  program  features  Cliff  Johnson,  who 

originates  the  broadcasts  from  various  home- 
building  areas  of  1 1  members  of  the  Home 
Builders  Assn.,  which,  along  with  Culligan 
Soft  Water  Service  and  Joyce  Bros.  Storage 
&  Van  Co.  serve  as  basic  sponsors.  Mr. 

Johnson  talks  with  different  families,  inte- 
grating commercials  in  personal  interviews 

and  conversations  and  donating  food  prizes 

and  gifts.  The  program  sometimes  emanates 
from  his  home  in  River  Forest,  111.  Marvin 

E.  Tench  Adv.  Agency,  Oak  Park,  111.,  which 

originally  pre-tested  series  on  a  group  of 
suburban  radio  stations,  is  producer  and 
coordinator  of  program. 

WSPA-TV  Films  Ga.  Murder  Case 

WSPA-TV  Spartanburg,  S.  C,  has  pre- 
sented to  its  viewers  a  30-minute  documen- 

tary of  the  James  Fulton  Foster  story,  the 
case  of  a  Greer,  S.  C,  man  who  was  twice 
sentenced  to  the  electric  chair  but  who  won 

his  freedom  by  the  confession  of  the  real 
slayer  of  Charles  Drake  in  Georgia. 

Entitled  "The  Valley  of  the  Shadow,"  the 
documentary  was  filmed  on  location  in  Jef- 

ferson County.  Georgia,  by  the  WSPA-TV 
news  staff.  Scenes  included  views  of  the 
bush  under  which  the  murderer  left  his 
torn  levis,  the  roads  he  traveled  with  his 

companion  before  and  after  the  crime  and 
the  river  where  the  weapon  was  thrown. 
The  film  featured  an  interview  with  the 

confessed  slayer,  Charles  (Rocky)  Roth- 
schild. During  the  film  showing  Aug.  22, 

the  man  who  was  held  "in  the  valley  of 
the  shadow"  for  two  years,  James  Foster, 
was  interviewed  by  WSPA-TV  newsmen. 
Mrs.  Foster  and  their  seven  children  also 
were  introduced. 

WLW  Mails  'Key  to  Barn  Door' 
WLW  Cincinnati  is  advertising  its  farm 

audience  coverage  with  a  mailing  piece 

shaped  like  a  doorlock  with  a  gold  metal 
key  attached.  Above  the  keyhole  is  written, 
"Lock  the  barn  door  before  the  horse  is 

gone!"  On  the  inside  of  the  "barn  door"  the 
station  reports  that  "67%  of  the  farmers  in 
the  Midwest  listen  to  WLW — four  times  as 

much  as  the  next  radio  station — according  to 
a  complete  new  radio  farm  survey,  which 

you'll  soon  receive." 

WJW-TV  Viewers  'Watch  to  Win' 
In  a  cash  giveaway  promotion  for  home 

viewers  called  "Watch  and  Win"  WJW-TV 
Cleveland,  Ohio,  is  cooperating  with  the 
Ice  Capades  of  1958.  The  joint  stunt,  which 
requires  no  postcard  entries  or  answers  to 
questions,  calls  for  the  viewer  to  look  for 
his  own  identification  on  the  screen  during 
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What  do  the  people  think 

ABOUT 

THE  RAILROADS? 

Editorial  comment  in  the  nation's  press  serves  a  dual  purpose. 
It  reflects  public  interest  and  it  stimulates  public  thinking.  On 

this  basis,  it  can  be  said  Americans  are  taking  a  healthy  in- 

terest in  the  welfare  of  the  railroads  —  still  the  most  efficient, 

economical  and  dependable  form  of  transportation.  From 

March  to  June,  1958,  4,537  newspaper  editorials  discussed 

various  phases  of  the  railroad  situation.  Here  is  what  they  said: 

Are  railroads  overregulated?  Are  today's  regulations  outmoded? 

Of  1,448  editorials  on  this  subject,  1,434,  or  99%  -  said,  "Yes!" 

14  editorials,  or  1%,  said,  "No." 
• 

Does  subsidized  competition  place  an  unfair  burden  on  the  railroads? 

Of  522  editorials  on  this  subject,  509,  or  98%  -  said,  "Yes ! " 

13  editorials,  or  2%,  said,  "No." 
• 

Are  the  railroads  unfairly  taxed? 

Of  608  editorials  on  this  subject,  603,  or  99%  -  said,  "Yes !" 

3  editorials  said,  "No."  2  editorials  said,  "Don't  know." 
• 

Should  the  railroads  be  free  to  dispense  with  deficit  operations? 

Of  1,301  editorials  on  this  subject,  1,151,  or  89%  -  said,  "Yes!" 

Ill  editorials,  or  8.5%,  said,  "No."  39  editorials,  or  3%,  said,  "Don't  know." 
• 

Should  wartime  Federal  excise  taxes  on  transportation  he  removed? 

Of  987  editorials  on  this  subject,  984,  or  99%  -  said,  "Yes !" 

2  editorials  said,  "No."  1  editorial  said,  "Don't  know." 

ASSOCIATION  OF  AMERICAN  RAILROADS 

WASHINGTON,  D.  C. 
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PROGRAMS  &  PROMOTIONS  continued 

HOOTY  SAPPERTICKER— FUN  SYMBOL 

Hooty  Sapperticker  was  born  at  KFWB 
Los  Angeles  in  the  imagination  of  d.j.  Al 

Jarvis.  Hooty's  fame  skyrocketed  under 
the  care  and  guidance  of  the  KFWB  disc 

jockeys.  The  legend  of  Hooty  Sapper- 
ticker    grew    through    various  station 

promotions,  and 
currently,  he  is 
encouraging  a 

get  -  out  -  the- vote  campaign  by 

saying  "It's  Fun 

to  Vote." 

The  name  of 

Hooty  Sappertick- er became  a  real 

person  to  millions 
of  Southern  Cali- 
fornians  when 

Mr.  Jarvis  sug- 

gested during  his 
Make-Believe  Ballroom  show  that  every- 

one write  Hooty's  name  in  the  lower 
right  hand  corner  of  any  writing  surface 
in  California  to  honor  Hooty  as  founder 

of  "No  Special  Day."  Mr.  Jarvis  then 

designated  the  following  Monday  as  "No- 
Special  Day."  Many  businesses  and 
schools  since  then  have  been  celebrating 

such  a  day  each  month.  Hooty  became 
immortalized  in  song  and  in  the  phrase 

"Howdy,  Hooty,  Cutie." 
Hooty  became  interested  in  politics 

through  the  urging  of  Bob  Purcell,  presi- 
dent and  general  manager  of  KFWB. 

Hooty  became  disturbed  that  when  it 
came  time  to  vote  many  people  would 

stay  away  from  the  polls.  KFWB  decided 
to  render  an  all  out  effort  to  get  out  the 
vote  in  the  most  literal  sense  through 
the  element  of  fun.  Hooty  became  the 

symbal  for  that  element. 
To  fulfill  his  new  position  on  the  politi- 
cal horizon,  Hooty  filed  as  a  candidate  for 

the  office  of  governor  and  senator.  He 

selected  Barbara  Wilson,  21 -year-old 

starlet  to  represent  KFWB  as  "Miss  It's 
Fun  to  Vote."  Hooty  has  18-year-old 
twins,  Barbara  and  Beatrice  Blatchford, 

to  assist  his  campaign.  Hooty,  Miss  Wil- 
son and  the  twins  will  make  personal  ap- 

pearances in  Southern  California  to  stim- 
ulate voting.  KFWB  plans  special  con- 
tests, parades  and  recently  featured  the 

promotion  in  the  station's  booth  at  the 
Los  Angeles  County  Fair. 

Hooty's  campaign  has  picked  up  speed 

through  the  distribution  of  "Howdy- 
Hooty-Vote"  lapel  pins  and  Howdy 
Hooty  bumper  strips,  which  will  be  used 
in  a  KFWB  cash  bonus  contest.  A  num- 

ber of  executives  in  the  radio-tv  industry 

have  been  appointed  to  Hooty's  cabinet. 
Sol  Taishoff,  editor  and  publisher  of 

Broadcasting,  received  a  certificate  ap- 

pointing him  as  "Lieutenant  Governor 
of  Occupied  Los  Angeles  and  is  hereby 
designated  a  member  of  Cabinet  of  Hooty 

Sapperticker  dedicated  to  the  promulga- 

tion of  the  platform  'It's  Fun  to  Vote.' " 

the  movies  shown  on  the  station's  Big  Show. 
The  identification  clues  include  a  first  name, 

a  house  number  and  part  of  a  phone  num- 
ber. If  for  example,  a  viewer  can  identify 

himself  as  John  at  9100  and  phone  TO  1-2 
be  can  win  at  least  $100.  The  money  ac- 

cumulates each  night  there  is  no  claimant. 

KDKA-AM-TV  Race  at  County  Fair 

As  a  wrap-up  stunt  for  their  summer  pro- 
motion campaigns,  KDKA-AM-TV  Pitts- 

burgh featured  their  personalities  in  a  "race 
between  Texas  and  Alaska"  before  the 
grandstand  crowds  at  the  Allegheny  County 
Fair  on  Labor  Day. 

Dressed  in  the  legendary  costumes  of  the 

Old  West.  Ed  Schaughency  and  Jim  Wil- 
liams. KDKA  newscaster  and  disc  jockey, 

respectively,  represented  Texas  in  a  pony- 
drawn  cart.  The  Alaskan  team  included 

Hank  Stohl  and  Carl  Ide  of  KDKA-TV  in 

a  sled-with-wheels,  pulled  by  six  Alaskan 
huskies.  Before  reaching  the  starting  line 

the  n\alry  was  marked  with  a  "ripe  tomato 
and  pie-throwing  fight.  The  Alaskans  then 
pulled  the  KDKA-TV  team  off  to  victory. 

KOLN-TV  Hosts  N.  Y.  Timebuyers 

Some  400  Madison  Ave.  timebuyers 
lunched  in  New  York  Sept.  12  as  guests  of 

KOLN-TV  Lincoln,  Neb.  They  were  greeted 

at  the  door  by  appropriately-garbed  models 

who  handed  them  cards  reading  "Don't  be 
half-covered,  call  Judson  6-5536."  Those 

who  did  call  were  greeted  by  KOLN-TV's 
representative,  Avery-Knodel,  with  the  latest 

basic  information  on  the  "best  buy  of  Lin- 
colnland."  At  the  lunch  presentation,  sta- 

tion vice  president-general  manager  A.  James 
Ebel  and  sales  manager  Les  Rau  showed 

kinescope  clips  of  KOLN-TV  personalities 
in  selling  episodes. 

WGTM  Holds  Tobacco  Sale  Contest 

WGTM  Wilson,  N.  C,  and  the  Wilson 

Tobacco  Market  awarded  $100  to  the  win- 

ner of  WGTM's  annual  Brightleaf  Sweep- 
stakes contest.  Contestants  were  asked  to 

guess  the  number  of  pounds  of  tobacco  that 
would  be  sold  on  opening  day  of  the  tobacco 
market.  A  Snow  Hill,  N.  C,  man  came 
closest  to  the  actual  total  of  1,554,722 
pounds  sold. 

WORD  Launches  Promotion  Drive 

WORD  Spartanburg,  S.  C,  launched  a 
station  promotion  campaign  before  Labor 

Day  with  a  mystery  "Walking  Man"  con- 
test. The  person  who  correctly  addressed 

the  mystery  man  with  the  phrase — "Have 
you  heard  the  910  WORD?" — was  awarded 

$100. 
During  the  Labor  Day  weekend,  WORD 

aired  remote  broadcasts  from  a  Sears,  Roe- 

buck &  Co.  parking  lot,  with  various  spon- 
sors. An  automobile  dealer  credited  the 

broadcasts  for  the  sale  of  five  new  cars  and 

seven  used  cars.  In  cooperation  with  the 
Royal  Crown  Bottling  Co.,  WORD  served 

more  than  10,000  soft  drinks  from  the  sta- 
tion's booth  on  the  parking  lot. 

Another  segment  of  WORD'S  campaign 
included  three  models,  wearing  swimsuits 

and  sandwich  signs  which  read — "I  have 
nothing  on  but  the  910  WORD."  In  a  beauty 
contest  in  which  more  than  7,000  persons 
cast  votes  with  numbered  tickets,  lucky 

numbers  holders  were  awarded  record  al- 
bums or  transistor  radios.  As  a  continuing 

promotion  WORD  has  distributed  in  the  city 

more  than  $5,000  in  new  one-dollar  bills, 

with  consecutive  serial  numbers.  "Lucky 
numbers"  are  aired  twice  each  hour.  Hold- 

ers have  15  minutes  to  get  to  the  studio  to 
collect  $9.10  for  the  bill. 

Hoopsters  Surprise  WMOH  DJ. 

Norm  Keller,  d.j.  at  WMOH  Hamilton, 

Ohio,  invited  young  listeners  to  a  drive-in 

restaurant  parking  lot  for  a  "hula-hoop  con- 
test" and  expected  to  have  a  winner  in  20 

minutes.  Mr.  Keller  had  to  divide  the  large 

number  of  entrants  into  two  groups  and  pro- 

ceeded to  judge  the  hoop  swingers'  skill — 
from  7:30  p.m.  until  1:10  a.m. 

WBZ  Prize  Features  Lanin  Band 

An  appearance  by  Lester  Lanin  and  his 
Orchestra  is  the  prize  offered  the  winner  of 

the  WBZ  Boston  "Good  Neighbor  Block 
Party"  contest.  Five  WBZ  personalities  are 

Cincinnati's  Most  Powerful 

Independent  Radio  Station 
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WC  KY 
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TELLING  THE  MISSILE  WHERE  TO  GO 

.  .  .  and  how  to  get  there! 
The  button  is  pushed.  The  missile 

rises  from  the  launching  pad  —  slowly 
—  then  roars  into  space. 

But  the  problem  has  just  begun! 

Now  the  "brain"  inside  the  missile 
takes  over.  This  is  the  crucial  part  of 
missile  warfare. 

The  target  must  be  found  —  or  met 
head-on  —  or  overtaken.  The  missile 
must  be  steered.  It  must  change  course, 
double  back  if  necessary.  It  must 

"think"  its  way  to  the  enemy. 
What  ITT  is  doing  about  it 

Since  1949,  top  scientists  in  ITT  labo- 
ratories have  been  deeply  engaged  in 

missile  guidance  and  control.  They  are 
deeply  engaged  now  —  playing  a  big 
role  in  national  defense— working  with 
the  Navy,  the  Air  Force,  the  Army, 
universities  and  associated  laborato- 

ries, and  other  manufacturers. 

INTERNATIONAL  TELEPHONE  AND  TELEGRAPH  CORPORATION  67  Broad  Street,  New  York  4,  N.  Y. 

FARNSWORTH  ELECTRONICS  COMPANY  •  FEDERAL  ELECTRIC  CORPORATION  •  FEDERAL  TELEPHONE  AND  RADIO  COMPANY  •  ITT  COMPONENTS  DIVISION 
ITT  INDUSTRIAL  PRODUCTS  DIVISION  •  ITT  LABORATORIES  •  INTELEX  SYSTEMS,  INC.  •  INTERNATIONAL  STANDARD  ELECTRIC  CORPORATION 
KELLOGG    SWITCHBOARD   AND    SUPPLY    COMPANY     •     ROYAL    ELECTRIC    CORPORATION     •     AMERICAN    CABLE   &    RADIO   CORPORATION     •  LABORATORIES 

AND  MANUFACTURING  PLANTS   IN  20  FREE-WORLD  COUNTRIES 

They  developed  the  complete  air- 

borne guidance  for  TALOS,  the  Navy's 
deadly  "flying  fish"  launched  from 
guided-missile  cruisers.  They  devel- 

oped the  complete  guidance  for  the 

Army's  LACROSSE,  including  ground, 
air,  tracking,  and  computing  equip- 

ment. They  helped  with  RASCAL,  an 
Air  Force  air-to-surface  missile.  They 
developed  the  launching  and  firing 
controls  and  test  equipment  for  the 

Air  Force's  BOMARC  missile.  They  are 
designing  and  building  communica- 

tion networks  for  the  ATLAS  intercon- 
tinental ballistic  missile. 

Experience— where  it  counts 
ITT  is  especially  qualified  for  missile 

guidance  development— because  of 
long  experience  and  special  skills  in 
air  navigation  and  radar. 

Other  skills  count  heavily  too  — in 
infrared  detection  and  homing,  direc- 

tion finders,  inertial  systems,  comput- 
ers, semi-conductors.  ITT  is  also  rich 

in  these  skills,  and  has  the  research 

laboratories  and  expanding  manufac- 
turing plants  to  carry  the  work  for- ward. 

Depend  upon  it  —  when  the  missile 
is  launched,  it  will  know  where  to  go 
.  .  .  and  how  to  get  there. 

.  .  .  the  largest  American-owned  world-wide 
electronic  and  telecommunication  enterprise, 
with  80  research  and  manufacturing  units,  14 
operating  companies  and  128,000  employees. 
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PROGRAMS  &  PROMOTIONS  cont.nued 

KG  I 

Radio  For  adul 

"IS  THAT  BEAM  STRAIGHT?"  "Here  comes  more  cement!"  Such  remarks  likely 
are  heard  from  the  trio  peering  through  outsized  knot  holes  (top  picture)  as  they 

watch  construction  progress  of  new  facilities  for  KGB-AM-FM  San  Diego,  Calif. 

The  "inspectors"  include  (I  to  r)  Bob  Regan,  station  manager,  President  Marion 
Harris,  and  Herb  Wixon,  sales  manager.  These  founders  of  the  "KGB  Sidewalk 
Superintendents  Club"  enrolled  more  than  100  San  Diego  advertising  agency  ex- 

ecutives and  business  leaders  into  the  club  as  lifetime  charter  members.  Invitations 

to  a  luncheon  meeting  followed.  The  new  members  donned  appropriate  headgear 

(lower  left)  as  they  lined  up  for  their  regulation  workmen's  lunch  pails,  containing 
fried  chicken  and  thermos  bottles  of  martinis.  In  the  lower  right  picture  President 

Harris  welcomes  the  members  to  "headquarters"  and  the  building  preview.  Located 

on  San  Diego's  Pacific  Highway,  the  4,400  sq.  ft.  Broadcast  Center  is  scheduled 
to  have  its  formal  opening  in  November. 

asking  their  listeners  to  write  a  letter  telling 
what  the  writer  would  do  with  the  proceeds 
from  a  block  party  in  his  community.  Each 

d.j.  will  salute  a  "Good  Neighbor"  daily  on 
his  program.  Daily  winners  will  receive 
Lester  Lanin  record  albums  and  also  will  be 

eligible  for  the  top  prize.  On  Sept.  26  WBZ 
will  stage  a  dance  in  the  winners  community, 
featuring  the  Lanin  orchestra,  local  talent, 

recording  artists  and  the  WBZ  disc  jockeys. 

Timebuyers  Fly  to  Island  Party 

New  York  and  Chicago  agency  time- 
buyers  were  flown  to  Michigan  Sept.  10  for 

a  two-day  Mackinac  Island  party.  James 
Gerity  Jr.,  WNEM-TV  president,  was  host. 
Members  of  the  Edward  Petry  &  Co.  staff 
participated  in  the  party,  which  included  a 

visit  at  the  station's  Flint  office.  Gov.  G. 
Mennen  Williams,  of  Michigan,  described 
economic  advantages  of  the  state  at  a  lunch- 

eon held  at  the  Wenonah  Hotel,  Bay  City. 
Sixty  timebuyers  were  guests. 

KNUZ  D.  J.  Sets  Underwater  Mark 

Arch  Yancey,  d.j.  at  KNUZ  Houston, 
Tex.,  laid  claim  to  an  underwater  endurance 
record  of  42  hours  and  two  minutes  after 

spending  the  better  part  of  the  Labor  Day 
weekend  in  a  plastic  bubble  on  the  bottom 
of  a  Houston  swimming  pool.  Mr.  Yancey 
conducted  broadcasts  from  the  pool  bottom, 

and  KNUZ  newscasters  kept  listeners  ad- 
vised of  his  endurance  progress.  A  compres- 

sor hose  attached  to  the  bubble  replenished 

Mr.  Yancey's  air  supply.  He  emerged  at 
12:02  a.m.  Sept.  2,  and  checked  into  a 

hospital  for  rest  and  a  physical  check-up. 

Birth  Telecast  on  KBTV  (TV) 

Viewers  of  KBTV  (TV)  Denver  Sept.  8 
witnessed  the  birth  of  a  child  by  Caesarean 

section  telecast  from  Denver's  Presbyterian 
Hospital  in  a  program  produced  by  KBTV 
and  the  Colorado  State  Medical  Society. 

Sponsored  by  Ling  Closed-Circuit  Television 
Cameras,  the  program  showed  the  prepara- 

tion of  the  operating  room,  explanation  of 
why  a  Caesarean  section  is  performed,  the 

delivery  and  care  of  the  baby  and  the  clean- 
up procedure  in  the  operating  room  after 

the  operation.  Talks  with  the  doctor  and 
the  pediatrician  concluded  the  telecast. 

WCCO  Winners  Must  Lose  Prize 

Only  women  are  eligible  to  enter  the  con- 
test on  the  Randy  Merriinan  Matinee  at 

WCCO  Minneapolis,  Minn.,  but  only  men 

get  the  prizes,  according  to  WCCO.  Each 
afternoon  Mr.  Merriman  broadcasts  a  new 
clue  to  the  name  of  the  wild  animal  of  the 

week.  Sportcaster  Halsey  Hall  follows  up 
with  additional  clue  comment  on  his  eve- 

ning sports  show.  Women  listeners  write 
their  answers  on  postcards  and  one  winner 

is  selected  each  week.  The  prizes  are  hunt- 

ing trips  to  Wyoming  this  fall — for  men 

only. 

CBS  Delinquency  Report  Studied 

The  verbatim  transcript  of  the  CBS  Ra- 
dio broadcast  on  juvenile  delinquency, 

"Who  Killed  Michael  Farmer?",  has  been 
sent  to  more  than  6,000  science  writers, 

editors  and  public  health  officials  by  the 

medical  department  of  Ross  Labs.,  Colum- 
bus, Ohio.  The  transcript  was  published  in 

full  in  the  July-August  issue  of  "Develop- 
ments in  Infant  and  Child  Care,"  a  news- 

letter regularly  distributed  by  Ross  Labs., 
and  sent  to  its  mailing  list.  The  documentary 
broadcast  was  carried  on  CBS  Radio  on 

April  21,  1958  and  rebroadcast  on  April 30. 

Star  Stations  Host  Luncheon 

A  color  slide  presentation  depicting  the 
role  of  KOIL  Omaha  and  KMYR  Denver  in 

their  respective  communities  was  made  dur- 
ing a  luncheon  in  New  York  Sept.  9  for  128 

agency  account  executives,  timebuyers  and 
media  supervisors.  The  hosts  were  officials 
of  the  Star  Stations,  owner  of  the  outlets. 
Charles  S.  Crabtree,  general  manager  of 
KMYR,  narrated  the  presentation.  Don 
Burden  is  president  of  the  Star  Stations. 

Motorcades  Parade  NBC-TV  Shows 

As  part  of  the  network's  plan  to  pub- 
licize the  1958-59  tv  program  schedule,  a 

series  of  motorcades  has  been  set  by  the 

NBC  Exploitation  Dept.  in  more  than  22 

major  NBC-TV  affiliates'  cities.  The  first 
motorcade  was  held  in  New  York  last  Tues- 

day (Sept.  16)  with  a  24-vehicle  "Carvalcade 
of  Shows,"  with  each  of  the  vehicles  carry- 

ing banners  naming  the  programs  and  spon- 
sors. 

'Fluff'  Loser  to  Get  Homework 

WKNY  Kingston,  N.  Y.,  is  offering  as  the 

prize  in  its  contest  for  listeners  the  sta- 
tion announcer  who  commits  the  most 

"fluffs"  as  detected  by  listeners.  The  winner 
will  get  the  losing  announcer  for  three  hours 
during  which  he  will  do  the  shopping,  mow 

the  lawn,  baby  sit,  or  any  other  household 
task  asked  of  him. 
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PEOPLE 
A  WEEKLY  REPORT  OF  FATES  AND  FORTUNES 

ADVERTISERS  &  AGENCIES  wMmmmmmmim 

MR.  SCHAFFER 

MR.  PASSMAN 

ROBERT  H.  SCHAFFER,  former 
Postmaster  of  New  York, 
elected  chairman  of  board  of 
Lawrence  Kane  &  Artley 
Inc.,  New  York,  advertis- 

ing agency.  Mr.  Schaffer, 
postmaster  from  1954  to  1957, 
had  been  chairman  of  plans 
board  of  Lawrence  Kane  & 
Artley  Inc..  and  its  director 
of  public  relations. 

HARRY  D.  BARGER,  v.p.,  elected 
director  and  HARRY  A.  JOHN- 

SON, account  executive,  v.p.  at  Wherry,  Baker 
&  Tilden  Inc.,  Chicago  agency. 

ROY  PASSMAN,  appointed 
manager  of  radio-tv  depart- 

ment at  Bryan  Houston  Inc., 
N.Y.  He  reports  to  WILLIAM 
B.  TEMPLETON,  who  is  v.p. 
and  radio-tv  director  of 
agency.  Mr.  Passman  most 
recently  was  manager  of 
NBC-TV  network  program 
administration  and  previ- 

ously assistant  tv  network 
program  manager.  Other  po- 

sitions held  by  Mr.  Passman 
include  operations  manager  for  former  DuMont 
Television  Network;  program  manager  of  WOL 
Washington  and  production  manager  of  WTOP 
Washington. 

CARIGHTON  KNAU  resigns  as  account  executive 
for  Purina  broadcast  advertising  at  Gardner  Adv. 
Co.,  St  .Louis,  to  open  Knau  Feed  and  Farm 
Service  at  Iowa  City.  He  is  succeeded  by  KEN- 

NETH HIERONYMUS,  assistant  account  executive  in 
farm  group.  TERRY  REES,  formerly  with  D'Arcy 
Adv.  Co.  and  Monsanto  Chemical  Co.,  St.  Louis, 
to  Gardner  as  copywriter  on  farm  accounts. 

CHARLES  C.  DAVIS  JR.,  general  sales  manager. 
Miller  Brewing  Co.,  Milwaukee,  takes  on  new 
duties  as  marketing  director  with  overall  re- 

sponsibility for  advertising,  merchandising  and 
sales  functions.  EDWARD  G.  BALL,  previously  ad- 

vertising manager,  to  advertising  and  sales  pro- 
motion chief.  FRANCES  M.  BEAUDERT,  sales  train- 

ing and  personnel  manager,  appointed  manager 
of  market  research  and  sales  planning. 

HOWARD  W.  ANDERSEN,  v.p.  and  senior  art  direc- 
tor at  Leo  Burnett  Co.,  Chicago,  appointed  v.p. 

in  charge  of  agency's  art  department.  He  suc- ceeds JAMES  YATES,  resigned  to  rejoin  J.  Walter 
Thompson  Co.,  N.Y. 

FRANK  CLARKE,  v.p.  and  production  manager  of 
Erwin  Wasey,  Ruthrauff  &  Ryan  Inc.,  LA.,  takes 
on  additional  duties  as  systems  manager,  co- 

ordinating internal  and  inter-departmental  op- 
erations of  office. 

LEONARD  V.  COLSON  resigns  as  Mennen  Co.  ad- 
vertising director  to  join  Warwick  &  Legler 

Inc.,  N.Y.,  as  v.p.  and  member  of  plans  board. 
He  will  concentrate  on  agency's  marketing  ac- tivities. 

JAMES  LUCE,  associate  media  director  of  J.  Walter 
Thompson  Co.,  N.Y.,  who  has  been  recuperating 
at  Veterans  Hospital,  Madison,  Wis.,  is  expected 
to  remain  there  for  extended  stay.  Mr.  Luce's 
primary  media  responsibility  is  Ford  account  at 
JWT  including  Ford  Div.,  Ford  dealers  and 
English-built  Ford  car. 

GENE  MARTELL  named  head  of  radio  and  tv  com- 
mercial production  for  Young  &  Rubicam,  San 

Francisco.  He  was  recently  transferred  to  West 
Coast  from  the  agency's  New  York  headquarters 
where  he  was  producer  of  film  commercials. 

CHARLES  E.  DILL,  formerly  Southern  div.  sales 
manager,  Tile-Tex  div.  of  Flinkote  Co.,  named 
sales  manager  for  Tile-Tex  and  industrial  prod- 

ucts div.  of  company,  headquartering  in  New 
York. 

WILLIAM  R.  MINER,  formerly  public  relations  di- 
rector at  Needham,  Louis  &  Brorby  Inc.,  Chi- 

cago, appointed  to  similar  capacity  at  Peoples 
Gas  Light  &  Coke  Co.,  Chicago,  effective  Oct. 
1.  He  succeeds  CLAYTON  G.  CASSIDY,  named  as- 

sistant to  v.p.  in  charge  of  sales. 

JEROME  KEMPLER,  former  account  executive  with 

Broadcasting 

Kudner  Agency,  N.Y.,  to  Shaller-Rubin  Co., 
N.Y.,  as  media  director. 

NATHAN  SCHILLER,  previously  manager,  technical 
services,  Market  Planning  Corp.,  affiliate  of  Mc- 
Cann-Erickson  Inc.,  appointed  director  of  tech- 

nical services  for  marketing  and  social  research 
division  of  The  Psychological  Corp.,  N.Y. 

RAY  CORMIER  from  sales  director  of  Continuing 
Consumer  Panel  of  Research,  LA.,  to  creative 
director  of  Edward  S.  Kellogg  Co.,  Los  Angeles 
advertising  agency. 

F.  MICHAEL  CARROLL,  v.p.  and  account  executive  of 
J.  R.  Pershall  Co.,  Chicago,  and  formerly  with 
Fulton,  Morrissey  Co.  agency,  to  Chicago  office 
of  Compton  Adv.  as  account  executive. 

HARRIET  E.  BENTON,  formerly  with  MBS  New 
York,  appointed  copy  chief  for  Ray  Barron  Adv., 
Boston. 

ARMELLA  SELSOR,  previously  with  Henri,  Hurst  & 
McDonald,  Chicago,  promoted  to  assistant  media 
director  of  North  Adv.,  Chicago.  Promoted  to 
media  supervisor  was  ELAINE  PAPPAS.  BARBARA 
SWEDEEN  named  assistant  media  buyer. 

WILLIAM  W.  ROSE,  previously  with  Campbell- 
Ewald  Co.,  Detroit  and  New  York,  to  Grant  Adv., 
Detroit,  in  radio-tv  department. 

DONALD  COLEMAN,  formerly  advertising  repre- 
sentative at  Chicago  Sun-Times,  to  Edward  H. 

Weiss  &  Co.,  Chicago,  as  media  supervisor. 

WENDELL  HOLMES,  with  D.  P.  Brother  &  Co.,  De- 
troit, for  12  years,  appointed  member  of  copy 

and  technical  group  servicing  AC  Spark  Plug  ac- 
count, division  of  General  Motors. 

ELSTON  HUNT  BERGEN  III,  previously  with  Wilson, 
Haight,  Welch  &  Grover  Inc.,  Hartford,  Conn., 

as  account,  executive,  to  K.  C.  Shenton  Co.,  Hart- ford, in  similar  capacity. 

FREDERICK  J.  NABKEY,  formerly  product  manager 
in  Foods  Div.  of  Lever  Brothers,  N.Y.,  to  Dona- 

hue &  Co.,  N.Y.,  as  account  executive  in  agency's grocery  products  division. 

RICHARD  H.  JACOBS,  formerly  with  Ross  Roy  Inc., 
in  Chicago  office,  joins  Noble-Dury  &  Assoc., 
Nashville,  Tenn.,  as  part  of  continued  expansion 
of  facilities  and  services  at  Noble-Dury  opera- 

tion in  Memphis.  Mr.  Jacobs  is  first  of  series  of 
additions  to  Memphis  staff. 

MORT  REINER,  media  supervisor,  Product  Services 
Inc.,  to  timebuyer,  Hicks  &  Greist  Inc.,  N.Y. 

EARL  COLE,  formerly  copy  writer  at  Bozell  & 
Jacobs  Inc.,  Chicago,  to  Tatham-Laird  Inc.,  Chi- 

cago, in  similar  capacity. 

WILL  I  LAM  G.  HANLON,  44,  formerly  publicity  su- 
pervisor at  Young  &  Rubicam,  Chicago,  and  on 

public  relations  staff  of  Hudson  Motor  Car  Co., 
died  Sept.  4  in  New  Haven,  Conn.  He  also  worked 
for  United  Press  Assns.  and  Rockford  (111.)  Morn- 

ing Star. 

FILM 

STAN  SMITH,  v.p.  of  Official  Films  Inc.,  N.Y.,  ap- 
pointed to  head  company's  sales  department. 

His  first  assignment  will  be  to  expand  depart- ment. 

FREDERICK  W.  WILE,  former  NBC  v.p.  recently  as- 
sociated with  S.  L.  (PAT)  WEAVER,  former  NBC 

president,  in  his  tv  program  service,  has  joined 
MGM-TV  as  director  of  business  affairs.  ROBERT 
NORVETTE  will  continue  as  business  manager 
under  Mr.  Wile. 

GERALD  E.  LIDDIARD,  formerly  eastern  manager  of 
Guild  Films  Co.,  N.Y.,  to  Jayark  Films  Corp., 
N.Y.,  as  v.p.  of  sales. 

BARBARA  HOFF  and  DOROTHEA  HARDELL  signed  as 
account  executives  to  tour  nation  on  behalf  of 
Comet  Distributing  Corp.'s  tv  series,  Satellite 
Police.  Miss  Hoff  was  formerly  with  Baker  Air- 
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PEOPLE  CONTINUED 

craft,  Miss  Hardell  With  Eclipse  Productions. 

PAULINE  MARSHALL,  formerly  with  Buchanan  & 
Co..  N.Y..  as  account  executive,  named  New  York 
representative  for  Le  Ora  Thompson  Assoc., 
animation  firm.  Address:  225  E.  54th  St.;  tele- 

phone: PI.  9-2424. 

NICHOLAS  D  NEWTON,  formerly  salesman,  Acad- 
emy Pictures  Inc..  to  account  executive,  Bill 

Sturm  Studios  Inc.,  N.Y. 

GULIO  ANFUSO,  formerly  story  editor  for  TCF- 
TV.  Twentieth-Century  subsidiary,  appointed  as- 

sistant to  JACK  EMANUEL,  story  editor  of  Warner 
Bros,  television  division. 

JERRY  LEE,  formerly  western  sales  manager  of 
Official  Films  Inc.,  has  joined  western  sales  staff 
of  MCA-TV  Film  Syndication  Div. 

JAMES  LAWRENCE  FLY  JR.,  formerly  with  The  Katz 
Agency  Inc..  N.Y.,  in  sales  capacity,  named  ac- 

count executive  for  National  Telefilm  Assoc. 's 
broadcast  properties  (WNTA-AM-FM-TV  New- 

ark and  KMSP-TV  Minneapolis-St.  Paul).  Mr. 
Fly  is  son  of  JAMES  LAWRENCE  FLY  SR.,  former 
FCC  chairman  who  is  now  with  communications 
law  firm  of  Fly.  Shuebruk.  Blume  &  Gaguine, 
New  York  and  Washington. 

LEE  COOLEY,  CBS-TV  contract  producer,  after 
securing  release  from  network,  has  joined  Para- 

mount Tv  Corp.,  Hollywood,  as  executive  pro- 
gramming director.  Mr.  Cooley  will  work  both 

with  tv  film  production  at  studio  and  at  KTLA 
(TV)  Los  Angeles. 

FERNANDO  C.  ALVAREZ,  formerly  head  of  public 
relations  for  Peliculas  Candiani  de  Mexico, 
Mexican  film  producer,  appointed  Mexican  rep- 

resentative for  ABC  Films,  replacing  ALEX  DUN- 
CAN, resigned.  ABC  Film's  Spanish  dubbed  pro- 

grams currently  available  in  some  Mexican 
markets  include  26  Men,  Sheena,  Queen  of  the 
Jungle,  Racket  Squad,  Code  3,  Passport  to 
Danger,  and  The  Three  Musketeers. 

JOSEPH  DACKOW,  previously  associate  producer 
on  tv  series,  The  Investigator,  appointed  assist- 

ant to  producer  of  National  Telefilm  Assoc. 's The  Third  Man. 

GEORGE  GILBERT,  formerly  with  Official  Flms  Inc., 
N.Y.,  has  joined  Flamingo  Telefilm  Sales  Inc.. 
N.Y.,  to  cover  Ohio  Valley  and  Michigan  areas. 
JEFF  DAVIS  has  rejoined  Flamingo  after  leave  of 
absence  and  will  head  Atlanta  office. 

NETWORKS 

MR.  GODWIN 

CHARLES  GODWIN,  assistant  to 
president  of  Mutual  since  last 
March,  promoted  to  v.p.  for 
stations.  Mr.  Godwin  is 
credited  with  having  played 
key  role  in  adding  98  affiliates 
to  network's  roster  in  past 
six  months,  boosting  total  of 
MBS  outlets  to  448.  Mr.  God- 

win earlier  served  Mutual 
from  1945  until  1954  as  direc- 

tor of  station  relations.  Sub- 
sequently he  was  director  of 

station     relations    for  ABC 
radio  before  returning  to  Mutual. 

LOUIS    F.    SANMAN    JR.,   ABC-TV   production  co- 

NEWSMAN'S  HOLIDAY 

Newsman  Jim  Watt  of  K.STT  Dav- 
enport. Iowa,  Left  the  studio  recently 

after  a  full  day  covering  a  man-hunt 
in  Preamption,  III.,  and  the  question- 

ing of  a  bank-robbery  suspect  at 
Aledo.  III. 

Upon  arriving  home,  Mr.  Watt  was 
sent  to  the  supermarket  by  his  spouse. 

When  he  got  there  the  market  was  be- 
ing held  up  by  four  desperados.  He 

waited  prudently  and  following  their 
departure,  hustled  to  a  telephone  with 
all  pertinent  information.  K.STT 

broadcast  a  live  beeper  report  13  min- 
utes after  the  robbery  took  place. 

ordinator  in  Hollywood,  named  to  succeed 
JAMES  MANDULEY,  resigned  as  manager  of  pro- 

duction services  in  Hollywood.  JAMES  WASH- 
BURN, with  ABC-TV  five  years,  appointed  to  as- 
sume Mr.  Sanman's  former  duties. 

MARCIA  DIXON,  former  production  assistant. 
Kenyon  &  Eckhardt,  N.Y.,  to  ABC-TVs  Dick 
Clark  Show  (Sat.  7:30-8  p.m.),  as  assistant  to 
producer  DEKE  HEYWARD. 

WARNER  LAW,  veteran  writer  for  motion  pic- 
tures, radio  and  tv,  signed  as  west  coast  story 

editor  of  NBC-TV  series,  The  Further  Adven- 
tures of  Ellery  Queen,  debuting  Sept.  26.  Mr. 

Law  has  written  teleplays  for  late  NBC  Matinee 
Theatre  and  authored  both  radio  and  tv  ver- 

sions of  Caluacade  of  America. 

STATIONS 

JOHN  W.  REMINGTON,  president  of  Lincoln 
Rochester  Trust  Co.,  Rochester,  N.Y.,  elected  di- 

rector of  Gannett  Foundation.  Foundation, 
through  ownership  of  most  Class  A  common 
stock  of  Gannett  Co.,  controls  Gannett  Group  of 
22  newspapers,  four  tv  stations  and  four  radio 
stations  in  New  York,  New.  Jersey,  Connecticut, 
Illinois  and  California. 

ALAN  SIMMS,  formerly  of  Chilton  Publications 
and  WIP  Philadelphia,  named  audience  promo- 

tion supervisor  of  WCAU-TV  Philadelphia.  BUR 
SIENKIEWICZ,  formerly  of  Mel  Adams  &  Assoc., 
New  York  public  relations  firm,  named  WCAU- 
TV  press  information  supervisor.  Mr.  Simms  was 
mistakenly  described  as  press  information  super- 

visor in  Sept.  15  issue  of  Broadcasting  (At  Dead- line] . 

ROBERT  LEMON,  program  manager  of  WRCV-TV 
Philadelphia,  transferred  to  Chicago  as  general 
executive  of  NBC's  Chicago  stations,  WNBQ 
and  WMAQ.  WILLIAM  DECKER  named  director  of 
tv  sales  for  WNBQ,  replacing  RUSSELL  STEBBINS, 
appointed  manager  of  WNBQ  local  sales.  STAN- 

LEY BRIGHTWELL,  WRCV-TV,  appointed  film  co- 
ordinator of  WNBQ.  HARRY  WARD,  NBC  Chicago 

continuity  acceptance  manager,  resigns  to  join NAB. 

MR.  BACUS 

ROY  BACUS,  WBAP-AM-FM- 
TV  Fort  Worth,  Tex.,  com- 

mercial manager,  promoted 
to  station  manager,  succeed- 

ing GEORGE  CRANSTON  re- 
maining as  station  consul- 

tant. Other  WBAP-AM-FM- 
TV  changes:  JACK  ROGERS  to 
commercial  manager;  L.  F. 
(CURLY)  BROYLES  to  regional 
sales  manager,  and  HERMAN 
CLARK  to  head  of  radio  pro- 

gramming and  sales.  RUPERT 
BOGAN  promoted  to  chief 

engineer  replacing  R.  C.  STINSON  remaining  as 
engineering  consultant.  A.  M.  WOODFORD,  for- 

merly radio  program  director,  to  operations 
manager. 

JOHN  HARKRADER,  assistant 

v.p.  of  Roanoke  (Va.)  Times- World  Corp.,  named  manager 
of  WDBJ-TV  Roanoke.  Mr. 
Harkrader  joined  WDBJ  as 
salesman.  FRANK  E.  KOEHLER, 
WDBJ- AM- FM  sales  man- 

ager, elevated  to  station 
manager.  Mr.  Koehler  will 
also  handle  duties  of  com- 

mercial manager.  RAY  P.  JOR- 
DAN, v.p.  of  broadcasting  of 

Times-World  Corp.,  an- 
nounces division  of  broad- 

cast activities  effective  Oct. 

1. 
MR.  HARKRADER 

KENNETH      I.     TREADWELL  JR., 
v.p.  and  m?naging  director  of 
WBTV  (TV)  Charlotte,  N.C., 
named  member  of  newly- 
created  Presbyterian  Com- 

mittee on  Television,  Radio 
and  Audio-Visuals. 

MR.  KOEHLER 

MR.  BLASHEK 
ent  positions. 

ROBERT  D.  BLASHEK  will  be- 
come president  and  general 

manager  of  KCMJ  Inc. 
(KCMJ  Palm  Springs,  Calif.) 

upon  FCC  approval  of  sta- 
tion's sale  to  that  corpora- 

tion. KCMJ  had  belonged  to 
Palm  Springs  Broadcasting 
Corp.  Mr.  Blashek  has  served 
as  station  executive  v.p.  for 
past  four  years.  NORMAN  W. 
LOFTHUS,  station  manager,  and 
HOWARD  KAUFMAN,  sales  man- 

ager, will  continue  in  pres- 

MR.  SIMPSON 

STAN  H.  EDWARDS,  account  executive,  WICC 
Bridgeport  and  formerly  at  WLIZ  Bridgeport, 
to  WTRY  Troy  as  sales  manager. 

DENE  SIMPSON,  KCOK  Tulare, 
Calif.,  sales  manager  for  past 
three  years,  promoted  to  ex- ecutive post  of  v.p.  in  charge 
of  sales  for  KCOK  Inc.  Mr. 
Simpson  will  have  complete 
charge  of  sales  planning  and 
promotion.  JACK  STUBBS,  for- 

merly with  KFSD-TV  San 
Diego  sales  department,  to 
KCOK  sales  staff. 

WILLIAM  B.  MURPHY,  owner  of 
KPVA  Camas,  Wash.,  named 
general  manager  of  KLYK  Spokane,  Wash.  Mr. 
Murphy  entered  radio  as  announcer  at  KIT 
Yakima.  Wash.,  in  1940. 

KEN  CARTER  appointed  man- 
ager of  WMAL-AM-FM Washington  effective  Sept. 

29.  Mr.  Carter  will  fill  va- 
cancy created  by  resignation 

of  ROBERT  JONSCHER  in  1957. 

His  appointment  follows  re- 
cent selection  of  RUPE  WER- 

LING,  former  v.p.  of  WBIG 
Philadelphia,  as  station  and 
promotion  manager.  Mr. 
Carter  has  been  with  WITH 
Baltimore  as  account  execu- 

tive, with  WBAL  Baltimore 
as  commercial  manager  and  in  1950  became  v.p. 
and  general  manager  of  WAAM  Baltimore.  He 
resigned  in  1957  to  form  Carter.  Lee  &  Assoc., 
Baltimore,  station  relations  firm. 

DEL  W.  HOSTETLER,  with  WRCV-TV  Philadelphia 
since  1949,  named  production  manager,  succeed- 

ing GEORGE  W.  CYR,  promoted  to  director  of  tv 

programs. 
GEORGE  R.  RATLIFF,  previously  radio-tv  salesman 
for  WJDX  and  WLBT  (TV)  both  Jackson,  Miss., 
joins  WJQS  Jackson  sales  staff. 

MR.  CARTER 

THOMAS    E.    MOORE    JR.,    account    executive  for 

United  Press  International  news  produces! 
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WBAL  Baltimore,  Md..  for  eight  years,  elevated 
to  assistant  to  sales  manager. 

HAROLD  F.  WALKER,  formerly 
v.p.  in  charge  of  sales  for 
WDIA  Memphis,  Tenn.,  pro- 

moted to  v.p.  and  national 
sales  manager  of  Rounsaville 
Radio's  six  Negro  properties. JOHN  FULTON,  formerly 
Rounsaville  general  sales 
manager,  elevated  to  v.p.  of 
all  seven  Rounsaville  stations 
to  supervise  local  sales  as 
well  as  handle  national  sales 
of  WQXI  Atlanta,  Ga.  Mr. 
Walker      joins  Rounsaville 

MR.  WALKER 

effective  Nov. 
1. 

RUSSELL  A.  GOHRING,  assist- 
ant general  manager  and 

v.p.  of  WNEM-TV  Bay  City 
(Midland,  Saginaw,  Flint), 
Mich.,  promoted  to  general 
manager  and  v.p.  Mr.  Goh- 
ring  was  previously  v.p.  and 
general  manager  of  WOHO 
Toledo,  Ohio. 

CHARLES  S.  CADY,  assistant  tv 
code  director  at  NAB,  has  re- 

MR.  FULTON 

signed  effective  Oct.  15  to  be- 
come national  sales  manager 

of  WCSC-TV  Charleston, 
S.C.,  according  to  ROLAND 
WEEKS,  station  manager.  Mr. 
Cady  joined  NAB  four  years 
ago  after  serving  with 
WBNS-AM-TV  Columbus, 
Ohio.  He  is  graduate  of  Ohio 
State  U.  and  was  captain  in 
Signal  Corps  in  World  War 
II. 

MR.  CADY  KARL       NELSON,  WTAR-TV Norfolk,  Va.,  sales  development  director,  pro- 
moted to  national  sales  manager.  Mr.  Nelson 

was  previously  sales  manager  of  WICU-TV 
Erie,  Pa. 

JOHN  RUMSEY,  research  analyst.  N.  W.  Ayer  & 
Son,  Philadelphia,  to  account  executive,  Key- 

stone Broadcasting  Co.,  N.Y. 

ANTHONY  B.  (BILL)  HARTMAN  to  WJZ-TV  Balti- 
more as  account  executive. 

JEROME  M.  LANDAY,  former  KDKA  Pittsburgh 
news  director,  and  more  recently,  with  WRCA 
New  York  and  Mike  Wallace's  Newsmaker  Pro- 

ductions Inc.,  to  WBZ-WBZA  Boston-Spring- 
field as  news  and  special  events  director.  He 

succeeds  CHARLES  W.  GRAY,  resigned  to  join 
KMBC  Kansas  City  as  member  of  news  staff. 

JUDY  LOMONEY,  named  assistant  public  affairs 
director,  WHLI  Hempstead,  N.Y.  She  succeeds 
MARY  BRACKEN,  resigned. 

EDLOIE  VAN  CAMP,  KBIG  Avalon  (Catalina  Is- 
land), Calif.,  music  department,  promoted  to 

sales  service  manager  in  Hollywood  office,  re- 
placing  MARY   SEILBACH,  resigned. 

RUT  KAPUSTI,  continuity  department,  WKBN 
Youngstown,  Ohio,  to  continuity  director  of 
WING  Dayton,  Ohio.  Other  WING  appointments: 
WILMA  CLAYPOOL,  from  traffic  department,  WONE 
Dayton,  to  traffic  director  and  GEORGE  DUNLEVY, 
news  department  WKBN,  to  program  director. 

PAT  HIGGINS,  previously  news  manager  of  WBUF 
(TV)  Buffalo,  N.Y.,  joins  KFSD-TV  San  Diego, 
Calif.,  as  news  director. 

DOROTHY  DUNBAR  BROMLEY,  associated  with 
WMCA  New  York  since  1952,  appointed  director 
of  community  relations. 

JOYCE  TROMBLEE,  formerly  with  KWDM  Des 
Moines,  Iowa,  to  KSO  Des  Moines  as  traffic 
manager. 

PAUL  EVERMAN,  formerly  with  WPVA  Peters- 
burg, Va.,  named  assistant  director  of  informa- 

tion and  radio  editor  for  Kentucky  Farm  Bureau 
Federation  with  offices  in  Louisville. 

BYRON  OPENSHAW,  previously  with  KSL-TV  Salt 
Lake  City,  Utah,  as  producer,  director  and  an- 

nouncer, to  KTJED  (TV)  Salt  Lake  City  (U.  of 
Utah  station)   as  production  manager. 

FRIEDA  R.  SWEARER,  formerly  member  of  Retail 
Advisory  Committee  of  Baltimore  Junior  Col- 

NOT  JUST  ROCK  V  ROLL  .  .  .  the  fact  is 
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lege,  joins  W MAR-TV  Baltimore  as  promotion 
co-ordinator  and  assistant  to  promotion  man- 
ager. 

GEORGE  STEPHENSON,  formerly  chief  engineer 
With  WEEK  Peoria.  111.,  and  NBC  Chicago,  to 
KSTT  Davenport,  Iowa,  in  similar  capacity. 
Other  kstt  appointments:  TOM  ELKINS  and 
MARK  STEVENS,  air  personalities,  formerly  with 
WOC  Davenport  and  WEEK;  LISA  JEUINEK,  ac- 

count executive,  formerly  with  WOC,  and  SUE 
ZIKA,  continuity  director,  former  school  teacher. 

HARTWELL  CONKUN,  formerly  with  WFMY-TV 
Greensboro.  N.C.,  named  production  manager  of 
WLOF-TV  Orlando,  Fla. 

JOSEPH  CAVALIER,  formerly  director  with  Uni- 
versal-International, to  KTLA  (TV)  Los  An- 

geles as  staff  director. 

JIM  KITHCART,  formerly  with  KMYR  Denver, 
Colo.,  as  program  director,  to  KRIZ  Phoenix. 
Ariz.,    in    similar    capacity.    JOHN  THOMPSON, 
previously  with  KHEY  El  Paso.  Tex.,  as  news 
director,  to  KRIZ  in  same  post. 

TAYLOR  JAMES,  air  personality  at  WGAR  Cleve- 
land, has  joined  KFRC  San  Francisco  to  con- 
duct the  Taylor  James  Show,  Monday-Friday, 

1-4  p.m..  and  Saturday,  10:45  a.m. -3:30  p.m. 

BILL  KENNEALLY,  previously  with  CBS  Radio  news 
as  analyst  and  reporter,  joins  KTLA  (TV)  Los 
Angeles  news  bureau. 

PAUL  MONTAGUE  and  DERRICK  TAYLOR  join  KTRK 
(TV)  Houston,  Tex.,  art  department.  Mr.  Mon- 

tague was  formerly  with  WTVN-TV  Columbus, 
Ohio,  Mr.  Taylor,  born  in  London,  with  KPRC- 
TV  Houston. 

IRA  COOK,  KMPC  Los  Angeles  d.j.,  signed  by 
KHVH  Honolulu.  T.H.,  to  do  weekly  30-minute 
taped  show  on  latest  information  of  what  is 
happening  on  Hollywood  musical  scene. 

BOB  MARTIN,  previously  with  KMYR  as  program 
director,  to  KDEN  both  Denver,  Colo.,  as  air 
personality.  BEN  BEZOFF  returns  to  KDEN  as  d.j. 

BILL  RICE,  previously  with  WSAI  Cincinnati  as 
announcer-d.j.,  to  WKRC-TV  Cincinnati  as  an- 
nouncer. 

REX  MILLER,  formerly  air  personality  on  KIOA 
Des  Moines,  Iowa,  to  KOOO  Omaha,  Neb.,  in 
similar  capacity. 

PATRIC  MYERS  JR.,  recent  Northwest  Schools, 
Portland,  Ore.,  graduate  to  WEAT  West  Palm 
Beach,  Fla.,  as  projectionist.  Other  Northwest 
graduates  and  their  placements:  JAMES  ODOM, 
to  XEM-TV  Mexicali,  Mexico,  as  announcing- 
sales-camera  man;  ELMER  HERBRANSON,  to  KTIV 
(TV)  Sioux  City,  Iowa,  as  film  editor;  LEON- 
DELE  LaMIAUX,  to  KXLF-TV  Butte,  Mont.,  as 
cameraman;  FRED  BEHR,  to  KWTL  Albany,  Ore., 
as  announcer;  RODNEY  C.  ANDERSON,  to  KFLW 
Klamath  Falls,  Ore.,  in  announcing-sales  posi- 

tion; LEWIS  B.  FARAH,  to  KGAL  Lebanon,  Ore., 
as  announcer-engineer;  JERRY  HARRIS,  to  KRNR 
Roseburg,  Ore.,  as  announcer;  EDWARD  GRAY,  to 
KSYC  Yreka.  Calif.,  TOM  COLVIN,  to  KFAR  Fair- 

banks, Alaska,  as  staff  announcer,  and  IRVING 
ROVANG,  to  KLO  Ogden,  Utah,  as  d.j. 

Advertisement 

PATTI  SEARIGHT  (second  from  left), 

program  director  of  WTOP-AM-FM 
Washington,  displays  her  beribboned 
gavel  on  the  night  of  her  inauguration 

as  president  of  the  Washington  chap- 
ter of  American  Women  in  Radio  and 

Television.  Mary  Lois  Dramm  (sec- 
ond from  right),  supervisor  of  sales 

traffic  for  WRC-AM-FM-TV,  was  in- 

augurated as  AWRT  vice-president. 
Retiring  President  Beryl  D.  Hines  of 
Tv  Digest  presented  the  gavel  which 
was  given  to  the  club  in  1955  by 

Speaker  of  the  House  Sam  Rayburn 
(D-Tex.).  Also  in  picture  (taken  at 
the  Sheraton-Carlton  Hotel  Sept.  11) 

are  (1  to  r)  FCC  Comr.  Robert  Bart- 
ley  and  John  S.  Hayes,  president, 
Washington  Post  Broadcast  Div. 

ISABEL  WILDER  died  Sept.  15  in  Santa  Barbara. 
Calif.  Services  were  held  at  Fairchild-Meech 
Mortuary,  Syracuse,  N.  Y.,  past  Friday,  Sept.  19. 
Mrs.  Wilder  was  wife  of  COL.  HARRY  C.  WILDER, 
formerly  majority  owner  of  WTRY  Troy  and 
WTRI  (TV)  Albany,  both  New  York.  Col.  Wilder 
was  principal  owner  before  that  of  WSYR  Syra- 

cuse, which  he  sold  to  Newhouse  newspaper 
group  in  1950. 
EDWARD  T.  CARSTENS,  61,  engineer  at  WGN  Chi- 

cago for  past  32  years,  died  in  Mercy  Hospital 
Sept.  13. 

REPRESENTATIVES 

ALLAN  S.  KLAMER,  broadcast  media  director  of 
Management  Assoc.,  in  charge  of  radio  and  tv 
activities  of  Slenderella  account,  to  Jack  Masla 
&  Co.,  N.Y. 
BILL  BAUER,  formerly  account  executive  at  Forjoe 
&  Co.,  Chicago,  to  The  Boiling  Co.,  Chicago, 
in  similar  capacity. 

FRANK  CARLSON,  formerly  with  Forjoe  &  Co.. 
N.  Y.  station  representative,  as  account  execu- 

tive, to  radio  sales  staff  of  Avery-Knodel,  N.Y. 

TRADE  ASSNS. 

ROBERT  E.  SVOBODA,  distributor  sales  manager  of 
Amphenol  Electronics  Corp.,  Chicago,  elected 
first  v.p.  of  Assn.  of  Electronic  Parts  &  Equip- 

ment Mfrs.  Inc.  He  succeeds  GAIL  S.  CARTER,  re- 

signed to  become  executive  officer  of  National 
Electronic  Distributors  Assn. 

PROGRAM  SERVICES 

HAL  JAMES,  previously  v.p.  in 
charge  of  radio  and  tv  for 
Ellington  &  Co.,  N.Y.,  ap- 

pointed director  of  national 
sales  for  Independent  Tele- 

vision Corp..  N.Y.,  recently 
formed  tv  film  distributors. 
Mr.  James  has  also  been 
affiliated  with  Compton,  J. 
Walter  Thompson  and  Need- 
ham,  Louis  &  Brorby. 
GEORGE  GABRIEL,  director, 
non-radio  licensing,  Broad- 

cast Music  Inc.,  to  full  head 
succeeds  HARRY  P.  SOMERVILLE month. 

MR.  JAMES 

of  department.  He 
,  v.p.,  retiring  this 

PROFESSIONAL  SERVICES 

CHARLES  C.  McCARTER,  trial  attorney  in  FCC's  Gen- 
eral Counsel's  office,  has  resigned  to  join 

Wichita,  Kan.,  law  firm  of  Depew,  Stanley,  Weig- 
and  Hock  &  Curfman.  Mr.  McCarter  joined 
FCC  18  months  ago,  having  been  State  assistant 
attorney  general  before  then.  He  was  graduated 
from  Yale  U.  Law  School  in  1954. 

OSCAR  GODBOUT,  Hollywood  radio-tv  reporter 
for  New  York  Times,  has  been  moved  back  to 
New  York.  TOM  PRYOR,  motion  picture  reporter 
and  head  of  Times  Hollywood  bureau,  will  cover 
also  broadcast  beat. 

HAROLD  A.  TENERANI,  formerly  with  press  in- 
formation section  of  CBS-TV  in  Hollywood,  has 

joined  television  department  in  southern  Cali- 
fornia office  of  Communications  Counselors  Inc., 

N.Y.,  public  relations  firm. 

MANUFACTURING 

JOHN  T.  HICKEY,  formerly 
general  manager  of  Motorola 
Inc.'s  semiconductor  prod- 

ucts div.  at  Phoenix,  Ariz., 

appointed  assistant  to  presi- 
dent of  Motorola,  ROBERT  W. 

GALVIN,  in  Chicago.  Mr. 
Hickey  will  be  responsible 
for  acquisition  and  merger 
activities  involving  com- 

panies allied  with  electronics. 

HERBERT    M.    REEVES    JR.,  pre- MR.  HICKEY  viously    director    of  mobile 
home  sales  office  of  Florence  Stove  Co.,  Elkhart, 
Ind.,  appointed  manager  of  mobile  home  ap- 

pliance sales  of  Norge  home  appliance  division, 
Borg-Warner  Corp.,  Chicago. 

GEORGE  E.  TIRONE,  with  DuMont  since  1948,  ap- 
pointed manager  for  technical  product  sales  of 

international  division,  Allen  B.  DuMont  Labs. 

W.  E.  LAS  well  promoted  from  western  regional 
sales  manager  to  national  radio  and  phonograph 
sales  manager,  consumer  products  division  of 
Motorola  Inc.,  Chicago. 

CHARLES  L.  McCABE,  staff  assistant  to  v.p.  in 
charge  of  sales  at  Shure  Bros.  Inc.,  Evanston, 
111.,  promoted  to  manufacturers  sales  manager. 
He  will  handle  sales  to  original  equipment  mak- 

ers in  electronics  field. 

EDUCATION 

CHARLES  CHRISTENSON,  previously  producer-direc- 
tor for  NBC-TV,  to  New  York  State  Board  of 

Regents'  "Education  Television  Project,"  sched- 
uled to  begin  today  (Sept.  22),  in  similar  ca- 

pacity. Mr.  Christenson  joins  LEN  POLK  and 
EDWARD  KING,  also  producer-directors.  JAMES  F. 
MacANDREW,  formerly  in  charge  of  radio-tv  ac- 

tivities of  New  York  City  Board  of  Education,  is 

project  director. 

INTERNATIONAL 

J.  LYMAN  POTTS,  manager  of  CKSL  London,  Ont., 
has  resigned.  He  organized  the  station  in  1956 
after  resigning  as  assistant  manager  of  CKOC 
Hamilton,  Ont.  He  started  in  broadcasting  at 
former  CHWC  Regina,  Sask.,  in  1932,  moved 
to  CKCK  Regina  in  1936  and  CKOC  in  1940. 
CKSL  London  has  recently  completed  man- 

agement contract  with  Northern  Broadcasting 
Co.  Ltd.,  Toronto,  which  operates  five  Ontario 
radio  stations.  Successor  to  Mr.  Potts  has  not 
yet  been  announced. 
WILLARD  KING,  sales  representative  of  CKFH 
Toronto.  Ont.,  to  radio  sales  representative  of 
Canadian  Broadcasting  Corp.,  Toronto. 
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FOR  THE  RECORD 

Station  Authorizations,  Applications 

As  Compiled  by  BROADCASTING 

Sept.  11  through  Sept.  17 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,  rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 
DA — directional  antenna,  cp — construction  per- 

mit. EKP — effective  radiated  power,  vhf — very 
high  frequency,  uhf — ultra  high  frequency,  ant. 
— antenna,  aur. — aural,  vis. — visual,  kw — kilo- 

watts,  w — watt,   mc — megacycles.    D — day.  N — 

New  Tv  Stations 

APPLICATIONS 

Wilmington,  Del. — Rollins  Bcstg.  Inc.,  ch.  12 
(204-210  mc);  ERP  316  kw  vis.,  158  kw  aur.;  ant. 
height  above  average  terrain  884.8  ft.,  above 
ground  828  ft.  Estimated  construction  cost  $629,- 
825,  first  year  operating  cost  $660,000,  revenue 
$600,000.  P.O.  address  414  French  St.,  Wilmington. 
Studio-trans,  location  intersection  of  Mt.  Cuba 
and  Owls  Nest  Rd.  Geographic  coordinates  39° 
48'  12"  N.  Lat.,  75°  37'  42"  W.  Long.  Trans.-ant. RCA.  Legal  counsel  Leonard  Marks,  Washington. 
Consulting  engineer  G.  R.  Chambers,  Wilming- 

ton. Applicant  is  licensee  of  WAMS  Wilmington. 
Announced  Sept.  11. 
Aguadilla,  P.  R. — Jose  A.  Bechara  Jr.,  A. 

Gimenez-Aguayo  and  Reynaldo  Barletta,  ch.  12 
(204-210  mc);  ERP  105.4  kw  vis.,  63.24  kw  aur.; 
ant.  height  above  average  terrain  576  ft.,  above 
ground  374  ft.  Estimated  construction  cost  $299,- 
465,  first  year  operating  cost  $150,000,  revenue 
$175,000.  P.O.  address  Box  1293,  Mayaguez.  Studio- 
trans,  location  Carretas  Rd.,  Puntas.  Geographic 
coordinates  18°  21'  38"  N.  Lat.,  67°  14'  52"  W.  Long. 
Trans.-ant.  RCA.  Legal  counsel  Miller  and 
Schroeder,  Washington.  Consulting  engineer 
George  C.  Davis,  Washington.  Mr.  Bechera 
(50%)  owns  WCJB  Mayaguez.  Mr.  Gimenez- 
Aguayo  (25%)  owns  41.4%  of  WPAB  Ponce,  P.  R. 
Mr.  Barletta  is  liquor  importer  and  exporter. 
Announced  Sept.  11. 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorization. SSA — special  service  authorization 
ST  A — special  temporary  authorization.  * — educ. 

Existing  Tv  Stations 

ACTIONS  BY  FCC 

WCIA  (TV)  Champaign,  111. — By  letter,  is  being 
reminded  of  requirements  under  Commission's 
editorializing  report  as  result  of  complaint  al- 

leging unfair  treatment  of  subscription  tv  issue. 
Announced  Sept.  17. 
WBTW  (TV)  Florence,  S.  C;  WBTV  (TV) 

Charlotte,  N.  C;  Jefferson  Standard  Bcstg.  Co. — 
Granted  applications  for  new  tv  intercity  relay 
system  between  Charlotte  and  Florence.  An- 

nounced Sept.  17. 

CALL  LETTERS  ASSIGNED 

WAPI-TV  Birmingham,  Ala. — Ala.  Bcstg.  Sys- 
tem Inc.,  ch.  13.  Changed  from  WABT,  effective 

Sept.  28. 
WNEW-TV  New  York,  N.  Y.— Metropolitan 

Bcstg.  Corp.,  ch.  5.  Changed  from  WABD. 

Translators 

ACTION  BY  FCC 

City  of  Douglas  Translator  Committee  ( %  Paul 
Huber  Jr.,  845  F  Avenue),  Douglas,  Ariz. — Grant- 

ed application  for  new  tv  translator  station  on 

ch.  70  to  translate  programs  of  KVOA-TV  Tuc- son. Announced  Sept.  17. 

APPLICATIONS 

Boonville  and  Philo,  Calif. — Anderson  Valley 
Tv  Inc.,  ch.  70,  ERP  142  w.  P.O.  address  Box  525, 
Boonville.  Estimated  construction  cost  $7,155, 
first  year  operating  cost  $1,100.  Non-profit  ap- 

plicant seeks  to  translate  programs  of  KPIX 
(TV)  San  Francisco.  Announced  Sept.  17. 
Ukiah,  Calif. — Tv  Improvement  Assn.,  ch.  70, 

ERP  288  w.  P.O.  address  %  Al  Barbero,  707  W. 
Standley  St.,  Ukiah.  Estimated  construction  cost 
$5,400,  first  year  operating  cost  $500.  Applicant, 
non-profit  organization,  wishes  to  translate  pro- 

grams of  KGO-TV  San  Francisco.  Announced 

Sept.  15. Spencer,  Iowa — Spencer  Area  Tv  Inc.,  ch.  83, 
ERP  204  w.  P.O.  address  Box  528,  Spencer.  Esti- 

mated construction  cost  $7,025,  first  year  oper- 
ating cost  $500.  To  translate  programs  of  KELO- 

TV  Sioux  Falls,  S.  D.  Applicant  is  non-profit 
organization.  Announced  Sept.  15. 

New  Am  Stations 

ACTIONS  BY  FCC 

Crescent  City,  Calif. — Norman  C.  Bayley — 
Granted  1310  kc,  1  kw  D.  P.O.  address  1409  Cortez 
Ave.,  Burlingame,  Calif.  Estimated  construction 
cost  $27,219,  first  year  operating  cost  $24,000, 
revenue  $35,000.  Mr.  Bayley,  sole  owner,  is  in 
tools  and  supplies.  Announced  Sept.  17. 
Allegan,  Mich. — Allegan  County  Bcstrs. — Granted  1580  kc,  250  w  D.  P.O.  address  7o  Albert 

VandenBosch,  Box  312,  Rome  City,  Ind.  Esti- 
mated construction  cost  $16,019,  first  year  oper- 

ating cost  $35,400,  revenue  $40,000.  Principals  are 
equal  owners  Lewis  E.  Groh,  Kendallville,  Ind.; 
Walter  C.  Swogger,  Corunna,  Ind.;  Dr.  Maurice 
L.  Weldy,  Wakarusa,  Ind.;  Keith  E.  Weldy, 
Wakarusa,  and  Mr.  VandenBosch,  Rome  City, 
Ind.  Mr.  VandenBosch  is  salesman,  WCMR  Elk- 
hardt,  Did.,  and  Keith  Weldy  is  WCMR  an- 

nouncer-salesman. Announced  Sept.  17. 

APPLICATIONS 

Redwood  City,  Calif. — Hometown  Bcstrs.,  850 
kc,  500  w  unl.  P.O.  address  1515  Industrial  Way, 
Belmont,  Calif.  Estimated  construction  cost  $34,- 

NATION-WIDE  NEGOTIATIONS  •  FINANCING  •  APPRAISALS 

RADIO    •    TELEVISION    •  NEWSPAPER 

Ray  V.  Hamilton  DeWitt  (Judge)  Landis  W.  R.  "Ike"  Twining 

Today  and  tomorrow  (22-23)  Ray  V.  Hamilton  and 

DeWitt  "Judge"  Landis  will  be  attending  the  NAB 

Management  Meeting  at  the  Biltmore  Hotel,  Okla- 
homa City. 

On  Thursday  and  Friday  (25-26)  be  sure  to  meet  W.  R. 

"Ike"  Twining  at  the  Challenger  Inn,  in  Sun  Valley, 

and  in  San  Francisco  at  the  Mark  Hopkins  Hotel  next 

Monday  and  Tuesday. 

.0  UDD 

\ 

Washington,  D.  C. 

Wm.  T.  Stubblefield 
1737  DeSales  St.,  N.W. 

EX  3-3456 

Cleveland 

Jackson  B.  (Jack)  Maurer 
2414  Terminal  Tower 

TO  1-6727 

Chicago 

Ray  V.  Hamilton 
Tribune  Tower 

DE  7-2754 

Dallas 

DeWitt  (Judge)  Landis 
Fidelity  Union  Life  Bldg. 

Rl  8-1175 

San  Francisco 

W.  R.  (Ike)  Twining 
1 1 1  Sutter  St. 

EX  2-5671 
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624,  first  vear  operating  cost  $125,000.  revenue 
$150,000.  Owners  are  T.  I.  Moseley  (75%),  and 
Glenn  A.  Walters  (25%),  both  Textron  execu- 

tives. An-nounced  Sept.  11. 
Kcdwiiixl  City,  Calif; — Redwood  Citv  Radio  Inc., 

850  kc.  1  kw  unl.  P.O.  address  2610  Russ  Bldg.. 
San  Francisco.  Estimated  construction  cost  $83,- 
238.  first  year  operating  cost  $132,000,  revenue 
$135,000.  Alfred  W.  Crapsey  (50%)  is  in  equip- 

ment leasing.  Joseph  S.  Thompson  (16%)  is  elec- 
tric products  executive.  Announced  Sept.  11. 

SniMiia.  <;a.— Mitchell  Melof,  1550  kc.  250  w 
D.  P.O.  address  230  Lakeview  Ave.,  N.E..  Atlanta. 
Ga.  Estimated  construction  cost  $43,678.  first  year 
operating  cost  $60,000.  revenue  $85,000.  Mr.  Melof, 
sole  owner,  also  owns  WLAQ  Rome,  Ga.  An- 

nounced Sept.  15. 
Sullivan,  Ind. — Sullivan  County  Bcstrs.  Inc., 

1550  kc,  250  w  D.  P.O.  address  555  S.  Seminary 
St..  Madisonville,  Ky.  Estimated  construction 
cost  $11,300,  first  year  operating  cost  $36,000, 
revenue  $48,000.  Edgar  F.  Arnold  Sr.,  Elmer  L. 
Kellev  Jr.,  H.  W.  Wells  and  Edgar  F.  Arnold  Jr. 
(each  25%),  all  have  interest  in  WFMW-AM-FM 
Madisonville,  Ky.  Announced  Sept.  15. 
Glen  Burnie,  Md.— Southfield  Bcstg.  Co.,  1550 

kc,  250  w  unl.  P.O.  address  1  Central  Ave..  S.W.. 
Glen  Burnie.  Estimated  construction  cost  $23,845. 
first  year  operating  cost  $48,000.  revenue  $60,000. 
Luther  Weston  Gregory,  sole  owner,  is  attorney, 
consulting  engineer,  etc.  Announced  Sept.  16. 

South  Haven,  Mich.— Radio  940,  940  kc.  1  kw  D. 
P.O.  address  820  E.  Greenlawn  Ave.,  Lansing. 
Estimated  construction  cost  $17,045,  first  year 
operating  cost  $41,600,  revenue  $50,000.  Equal 
partners  are  Richard  M.  Pomeroy,  advertising  & 
promotion  mgr.,  WILS  Lansing,  Mich.,  and  Bessie 
M.  Pomeroy,  owner  of  14.95%  Lansing  Bcstg.  Co. 
which  owns  WILS  and  55C£  of  WPON  Pontiac, 
Mich.  Announced  Sept.  15. 
Ypsilanti,  Mich. — Ypsilanti-Ann  Arbor  Bcstg. 

Co.,  1480  kc.  500  w  D.  P.O.  address  1834  Philadel- 
phia. S.E..  Grand  Rapids,  Mich.  Estimated  con- 

struction cost  $33,100,  first  year  operating  cost 
$58,000.  revenue  $65,000.  One  third  owners  are 
Craig  E.  Davids  and  Roy  W.  McLean,  owners 
of  WCER  Charlotte,  Mich.,  and  C.  P.  Brudd, 
salesman,  WJIM  Lansing,  Mich.  Announced  Sept. 
12. 
Black  Mountain,  N.  C. — Mountain  View  Bcstg. 

Co.,  940  kc,  500  w  D.  P.O.  address  505  W.  Dixon 
Blvd..  Shelby,  N.  C.  Estimated  construction  cost 
$12,695.  first  year  operating  cost  $21,000,  revenue 
$30,000.  Eugene  Slatkin,  former  one-third  owner 
of  WADA  Shelby  and  David  P.  Slatkin,  electric 
company  supervisor,  each  own  50%.  Announced 
Sept.  16. 

Lakewood,  N.  J. — Harlan  Murrelle  and  Assoc., 
1350  kc.  1  kw  D.  P.O.  address  Box  352,  Pleasant- 
ville,  N.  J.  Estimated  construction  cost  $30,773, 
first  year  operating  cost  $45,000,  revenue  $60,000. 
Equal  partners  are:  Harlan  G.  Murrelle  (interest 
in  WOND  Pleasantville  and  WMMB  Melbourne, 
Fla.);  Myron  W.  La  Barr  (interest  in  WOND  and 
WMMB  l;  Donald  M.  Simmons  (interest  in 
WOND,  WMMB  and  WTKO  Ithaca,  N.  Y.) ;  Albert 
E.  Theetge  (interest  in  WMMB);  John  T.  Stethers 
(interest  in  WOND  and  WMMB),  and  Howard 
<;reen  (interest  in  WMMB).  Announced  Sept.  16. 

Ft.  Atkinson,  Wis. — North  Shore  Bcstg.  Co., 
940  kc,  500  w  D.  P.O.  address  2425  Main  St., 
Evanston,  111.  Estimated  construction  cost  $27,616, 
first  year  operating  cost  $71,000,  revenue  $82,000. 
Applicant  is  licensee  of  WEAW  Evanston.  An- nounced Sept.  12. 

Existing  Am  Stations 

ACTIONS  BY  FCC 

WATM  Atmore,  Ala. — Granted  increase  in 
power  from  1  kw  to  5  kw,  continuing  operation 
on  1590  kc  D.  Announced  Sept.  17. 
WCBC  Anderson,  Ind. — Granted  renewal  of 

license;  by  letter,  denied  petition  by  WBOW 
Terre  Haute,  to  designate  WCBC  application  for 
hearing.  Announced  Sept.  17. 
KBAM  Longview,  Wash. — Granted  (1)  cp  to 

operate  on  1270  kc,  1  kw  D  pending  completion 
of  construction  of  authorized  change  in  facilities 
from  1220  kc,  1  kw  D  to  1270  kc,  5  kw  D;  and  (2) 
extension  of  6  months  time  to  construct.  An- 

nounced Sept.  17. 
KUTI  Yakima,  Wash. — Granted  increase  in 

power  from  1  kw  to  5  kw,  continuing  operation 
on  980  kc  D.  Announced  Sept.  17. 
WKAZ  Charleston,  W.  Va. — Granted  change 

from  DA-2  to  DA-N,  continuing  operation  on 
950  kc,  1  kw-N,  5  kw-LS;  remote  control  per- 

mitted during  daytime  non-directional  hours. Announced  Sept  17. 

APPLICATIONS 

KBTM  Jonesboro,  Ark. — Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install  new 

trans. 
KTUR  Turlock,  Calif. — Cp  to  change  power 

from  1  kw  to  5  kw;  install  new  trans.,  change 
from  employing  directional  ant.  night  to  direc- 

tional ant.  night  and  day  (DA-2),  change  ant.- trans.  and  studio  location. 
KSYC  Yreka,  Calif. — Cp  to  change  frequency 

from  1490  kc  to  940  kc,  change  hours  of  operation 
from  unl.  to  daytime  only,  increase  power  from 
250  w  to  1  kw,  install  new  trans,  and  make 
changes  in  ant.  and  ground  systems. 
WDOP  Pensacola,  Fla. — Cp  to  increase  power 

from  500  w  to  1  kw  and  make  changes  in  trans- 
mitting equipment. 

WSAC  RadclifT,  Ky.— Mod.  of  license  to  change 
station  location  from  Radcliff,  Ky  to  Fort  Knox, Ky. 

WALE  Fall  River,  Mass. — Cp  to  increase  day- 
time power  to  500  w  and  install  new  trans. 

WHLS  Port  Huron,  Mich. — Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install  new trans. 

WGTC  Greenville,  N.  C— Mod.  of  license  to 
change  hours  of  operation  from  unl.  to  daytime hours. 
WGTJS  North  Augusta,  S.  C— Cp  to  change 

frequency  from  1600  kc  to  1380  kc  and  increase 
power  from  500  w  to  1  kw. 
WCVA  Culpeper,  Va. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new trans. 

WEPM  Martinsburg,  W.  Va. — Cp  to  increase 
daytime  power  from  250  w  to  1  kw  and  install 
new  trans,  for  daytime  use  (two  main  trans.). 

CALL  LETTERS  ASSIGNED 

KASK  Ontario,  Calif.— The  Daily  Report  Co., 
1510  kc.  Changed  from  KOCS,  effective  Oct.  1. 
KKIS  Pittsburg,  Calif.— Contra  Costa  Bcstg.  Co., 

990  kc.  Changed  from  KATT. 
KDEO  San  Diego,  Calif  .—Balboa  Bcstg.  Corp., 

910  kc.  Changed  from  KBAB. 
WRFB  Tallahassee,  Fla. — Emerson  W.  Browne. 
WLAW  Lawrenceville,  Ga. — Radio  Gwinnett, 1360  kc. 
KOOD  Honolulu.  Hawaii — Ala  Moana  Bcstg.  Co. 
WSNB  Islip,  N.  Y.— Great  South  Bay  Bcstg. 

Co.,  540  kc. 
KIAL  Astoria,  Ore. — Lower  Columbia  Bcstg. 

Co.,  1230  kc.  Changed  from  KVAS. 
WNAK  Nanticoke,  Pa. — Wyoming  Radio  Inc.. 

730  kc.  Changed  from  WHWL. 
KQDE  Renton,  Wash.— Interlake  Bcstg.  Corp.. 

910  kc.  Changed  from  KLAN. 

New  Fm  Stations 

ACTION  BY  FCC 

Sacramento,  Calif. — Audiolab  Co. — Granted  96.9 
mc,  3.5  kw.  P.  O.  address  5100  Virginia  Way,  Sac- 

ramento. Estimated  construction  cost  $6,430  first 
year  operating  cost  $10,130,  revenue  $14,000.  Fred- 

erick White  and  Robert  Stofan  (50%  each)  are 
in  radio  and  tv  production  and  recording.  An- nounced Sept.  17. 

APPLICATIONS 

Framingham,  Mass. — WKOX  Inc.,  105.9  mc, 
15.71  kw.  P.O.  address  100  Mount  Wayte,  Fram- 

ingham. Estimated  construction  cost  $18,442,  first 
year  operating  cost  $24,000,  revenue  $27,000.  Ap- 

plicant is  licensee  of  WKOX  Framingham.  An- nounced Sept.  12. 
Memphis,  Tenn.— WMPS  Inc.,  97.1  mc,  21.7  kw. 

P.O.  address  112  Union  Ave.,  Memphis.  Estimated 
construction  cost  $26,850.  Applicant  plans  100% 
program  duplication  of  its  am  station,  WMPS 
Memphis.  Announced  Sept.  12. 

Existing  Fm  Stations 

CALL  LETTERS  ASSIGNED 

WAPI-FM  Birmingham,  Ala.— Ala.  Bcstg.  Sys- 
tem Inc.,  99.5  mc.  Changed  from  WAFM,  effec- tive Sept.  28. 

KASK-FM  Ontario,  Calif.— The  Daily  Report 
Co.,  93.5  mc.  Changed  from  KEDO,  effective 
Oct.  1. 
WZFM  Jacksonville,  Fla.— Radio  Jax  Inc.,  96.9 

mc.  Changed  from  WZOK-FM. 
WILY-FM  Silver  Spring,  Md.— Tri-Suburban 

Bcstg.  Corp.,  99.5  mc.  Changed  from  WGAY-FM. 
KGFM  Edmonds,  Wash. — King's  Garden  Inc., 105.3  mc. 

Ownership  Changes 

ACTIONS  BY  FCC 

KZIN  Coeur  d'Alene,  Idaho — Granted  assign- 
ment of  license  from  Robert  L.  Swartz  and  Ar- 

thur R.  Mackelvie  to  William  C.  Rhodes,  Vernon 
M.  James  and  Fremont  L.  South,  d/b  as  Lake- 

side Bcstrs.;  consideration  $75,000.  Announced 
Sept.  17. 
KRSL  Russell,  Kan. — Granted  assignment  of 

license  to  Fred  L.  Thompson,  Anthony  Floyd  and 
Ralph  B.  Evans  Jr.,  d/b  as  KILO  Bcstg.  Co.;  con- 

sideration $62,500.  Announced  Sept.  17. 
KBCL  Bossier  City,  La. — Granted  assignment 

of  license  to  Good  Music  toe.  (Crawford  God- 
frey, president);  consideration  $40,000.  Announced 

Sept.  17. WHLB  Virginia,  Minn.;  WMFG  Hibbing,  Minn. 
— Granted  assignment  of  licenses  of  WHLB  to 
Virginia  Bcstg.  Co.  and  WMFG  to  Hibbing  Bcstg. 
Co.  (Harold  John  Parise,  president  of  both  com- 

panies); consideration  $169,000.  Announced  Sept. 
17. 
KLCB  Libby,  Mont. — Granted  assignment  of  li- cense to  Robert  R.  Rigler;  consideration  $25,000. 

Announced  Sept.  17. 
WIP-AM-FM  Philadelphia,  Pa. — Granted  as- 

signment of  licenses  and  cp  to  WIP  Bcstg.  Inc. 
(Ben  Gimble  Jr.,  president;  some  stockholders, 
including  Leslie  Towns  Hope  (Bob  Hope),  have 
various  radio  interests);  consideration  $2,500,000. 
Announced  Sept.  17. 
WCHV  Charlottesville,  Va.— Granted  assign- ment of  license  from  Emmalou  W.  and  Charles 

Barham  Jr.,  to  Nash  L.  Tatum  Jr.;  consideration 
$200,000.  Announced  Sept.  17. 
WSTA  St.  Thomas,  Virgin  Islands — Granted  (1) 

renewal  of  license  and  (2)  assignment  of  license 
to  Island  Bcstg.  Co.  (Harry  M.  Engel  Jr.,  chair- 

man; part  owner  of  KUAM,  Agana,  Guam);  con- 
sideration $50,000  plus  agreement  that  Greer  not 

compete  in  Virgin  Islands.  Announced  Sept.  17. 

APPLICATIONS 

WBCA  Bay  Minette  and  WMFC  Monroeville, 
both  Alabama — William  M.  Stewart  will  transfer 
his  15%  of  WBCA  to  James  H.  Faulkner;  Mr. 
Faulkner  will  transfer  his  50%  of  WMFC  to  Mr. 
Stewart.  Ownership  upon  approval:  Mr.  Faulkner 
will  own  60%  of  WBCA;  Mr.  Stewart  will  own 
100%  of  WMFC.  No  monetary  consideration.  An- nounced  Sept.  16. 
WGWC  Selma,  Ala.— Seeks  transfer  of  100% 

of  licensee  (Dallas  Bcstrs.  Inc.)  from  Oscar  P. 
Covington  et  al  to  W.  E.  Farrar  for  $65,000.  Mr. 
Farrar  owns  45%  of  WMAG  Forest,  Miss.  An- nounced Sept.  12. 
KRTV  (TV)  Great  Falls,  Mont. — Seeks  assign- 

ment of  cp  from  Robert  R.  and  Francis  N.  Laird 
d/b  as  Rocky  Mountain  Bcstrs.  to  Snyder  &  As- 

0N  THE  SPOT  RECORDING 
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soc.  for  cancellation  of  $19,000  debt  and  assump- 
tion of  liabilities.  Dan  Snyder,  KRTV  general 

manager,  will  own  53.4%.  Announced  Sept.  11. 
KLOQ  Yakima,  Wash. — Seeks  transfer  of  two- 

thirds  of  licensee  (Yakima  Bcstg.  Corp.)  from 
Robert  S.  JYIcCaw  and  Tom  Olsen  to  William  E. 
Shela  (105  shares)  and  Warren  J.  Durham  (35 
shares)  for  $24,202.  Upon  approval,  Messrs.  Shela 
and  Durham  will  each  own  50%.  Announced 
Sept.  11. 
WSHE  Sheboygan,  Wis. — Seeks  assignment  of 

license  from  Lake  Shore  Bcstg.  Co.  to  Central 
States  Bcstg.  Co.  for  $80,000.  New  owners  are 
William  E.  Walker  and  Charles  R.  Dickoff,  each 
one-third,  and  others.  Mr.  Walker  owns  5%  of 
WMAM-AM-TV  Marinette,  and  36%  of  WBEV 
Bever  Dam,  both  Wisconsin,  34.66%  of  WRRR 
Rockford,  III.,  and  votes  75%  of  stock  of  KCLN 
Clinton,  Iowa.  Mr.  Dickoff  owns  16.4%  of  WBEV 
and  17.33%  of  WRRR.  Announced  Sept.  11. 

Hearing  Cases 

FINAL  DECISIONS 

Commission  made  effective  immediately  May  1 
initial  decision,  as  modified  by  Commission,  and 
granted  applications  of  Allegan  County  Bcstrs. 
for  new  am  station  to  operate  on  1580  kc,  250  w, 
D,  in  Allegan,  Mich.,  and  Booth  Bcstg.  Co.  to 
increase  power  of  station  WJVA  South  Bend, 
Ind.,  from  250  w  to  1  kw,  continuing  operation 
on  1580  kc,  D.  Announced  Sept.  17. 
By  order,  Commission  made  effective  immedi- 

ately Aug.  5  initial  decision  and  granted  appli- 
cation of  Mecklenburg  Bcstg.  Co.  for  new  am 

station  to  operate  on  980  kc,  500  w,  D,  in  Chase 
City,  Va.;  engineering  condition.  Announced 
Sept.  17. 

INITIAL  DECISION 

Hearing  Examiner  Herbert  Sharfman  issued 
initial  decision  looking  toward  granting  appli- 

cation of  Valley  Bcstrs.  Inc.,  Stockton,  Calif,  for 
new  Class  B  fm  station  to  operate  on  107.3  mc. 
Announced  Sept.  15. 

OTHER  ACTIONS 

Commission  gave  notice  that  June  26  initial 
decision  which  looked  toward  denying  applica- 

tion of  Wrather-Alvarez  Bcstg.  Inc.,  for  exten- 
sion of  time  to  construct  tv  station  KYAT  (ch. 

13),  Yuma,  Ariz.,  became  effective  Aug.  15  pur- 
suant to  Sect.  1.153  of  rules.  Announced  Sept.  17. 

By  order,  Commission  remanded  applications 
for  new  am  stations  of  Northwest  Bcstrs.  Inc., 
Bellevue,  Wash.,  and  Rev.  Haldane  James  Duff, 
Seattle,  Wash.,  to  Hearing  Examiner  for  further 
hearing  under  amended  issues  and  for  prepara- 

tion of  supplemental  inital  decision.  Announced 
Sept.  17. 
By  memorandum  opinion  and  order,  Commis- 

sion denied  joint  petition  by  Oklahoma  Tele- 
vision Corp.  and  Coastal  Television  Co.  to  amend 

their  applications  for  new  tv  stations  to  operate 
on  ch.  12  in  New  Orleans,  La.,  to  specify  alter- 

nate ant.  site,  waive  certain  rules,  and  enlarge 
issues  in  proceeding  on  their  applications  and 
that  of  Supreme  Bcstg.  Co.,  for  mod.  of  cp  of 
station  WJMR-TV  New  Orleans,  to  change  from 
ch.  20  to  ch.  12.  Announced  Sept.  17. 
By  order.  Commission  denied  as  premature 

joint  petition  by  Supreme  Bcstg.  Co.,  and  Okla- 
homa Television  Corp.,  both  New  Orleans,  to 

defer  action  on  application  of  St.  Anthony  Tele- 
vision Corp.  for  new  tv  station  to  operate  on  ch. 

11  in  Houma,  La.,  or,  in  alternative,  to  designate 
St.  Anthony  application  for  hearing  in  con- 

solidation with  above-mentioned  applications  for 
ch.  12  in  New  Orleans.  Announced  Sept.  17. 
By  memorandum  opinion  and  order,  Commis- 

sion granted  petition  by  Eastern  States  Bcstg. 
Co.,  Hamden,  Conn.,  to  enlarge  issues  in  pro- 

ceeding on  am  applications  of  Eastern,  James  W. 
Miller,  Milford,  Conn.,  Orange  County  Bcstg. 
Corp.  (WGNY),  Newburgh,  N.  Y.,  and  Vincent 
De  Laurentis,  Hamden,  Conn.,  to  determine 
whether  James  W.  Miller  has  engaged  in  traf- 

ficking in  broadcast  authorizations  and,  if  so, 
whether  he  is  thereby  disqualified  from  receiv- 

ing grant.  Commissioner  Craven  dissented.  By 
separate  memorandum  opinion  and  order,  Com- 

mission denied  petition  by  Connecticut  Radio 
Foundation  Inc.  (WELD,  New  Haven,  Conn.,  for 
review  of  June  11  order  by  Chief  Hearing  Ex- 

aminer denying  WELI  petition  to  intervene  in 
above  proceeding;  amended  condition  imposed 
upon  grant  of  De  Laurentis  application  in  Com- 

mission May  11  order  of  designation.  Commis- 
sioners Hyde  and  Lee  dissented.  Announced 

Sept.  17. 
By  order,  Commission  denied  petitions  of  South 

Miami  Bcstg.  Inc.  (former  applicant  for  new  am 
station  in  South  Miami,  Fla.)  and  Louis  G. 
Jacobs  to  enlarge  issues  in  proceeding  on  Jacobs 
application  for  new  am  station  (990  kc,  5  kw, 
DA-U)  in  Miami-South  Miami,  Fla.,  and  applica- 

tion of  Pompano  Beach  Bcstg.  Corp.  for  new 
station  (980  kc,  lkw,  DA,  D)  in  Pompano  Beach, 
Fla.  Commissioner  Lee  dissented.  Initial  deci- 

sion of  Aug.  13  looked  toward  granting  both 
applications.  Announced  Sept.  17. 
Commission  scheduled  following  am  proceed- 

ings for  oral  argument  on  Oct.  10: 
Walter  T.  Gaines  (WGAV),  Amsterdam,  N.  Y.; 

and  Greenwich  Bcstg.  Corp.,  Greenwich,  Conn. 
WICO  Salisbury,  Md. — Designated  for  hearing 

application  to  increase  power  from  500  w  to  1  kw, 
continuing  operation  on  1320  kc,  D;  made  WGH 
Newport  News,  Va.,  and  WLLY  Richmond,  Va., 
parties  to  proceeding.  Announced  Sept.  17. 
Shelby  County  Bcstg.  Co.,  Shelby ville,  Ind.; 

WCIN  Rounsaville  of  Cincinnati  Inc.,  Cincinnati, 
Ohio — Designated  for  consolidated  hearing  appli- 

cations of  Shelby  for  new  am  station  to  operate 
on  1480  kc,  500  w,  DA-2,  U,  and  WCIN  to  change 
operation  on  1480  kc  from  1  kw,  DA,  D,  to  500 
w-N,  5  kw-LS,  DA-2;  made  WCBC  Anderson, 
Ind.,  party  to  proceeding.  Announced  Sept.  17. 
WKAN  Kankakee,  111.;  WFHR  Wisconsin 

Rapids,  Wis. — Designated  for  consolidated  hear- 
ing applications  of  WKAN  to  change  operation  on 

1320  kc  from  1  kw,  D,  to  500  w-N,  1  kw-LS,  DA- 
N,  and  WFHR  to  change  from  1340  kc,  250  w,  U, 
to  1320  kc,  500  w-N,  5  kw-LS,  DA-N;  made 
KMAQ  Maquoketa,  Iowa,  party  to  proceeding. 
Announced  Sept.  17. 
WTHI-TV  and  Livesay  Bcstg.  Co.,  Terre  Haute, 

Ind. — Designated  for  consolidated  hearing  appli- 
cations of  WTHI-TV  for  renewal  of  license  and 

Livesay  for  new  tv  station  to  operate  on  ch.  10; 
applicants  waived  rights  to  309(b)  letter.  Com- 

missioners Hyde  and  Craven  dissented.  An- nounced  Sept.  17. 
Blue  Island  Community  Bcstg.  Co.,  Blue  Island, 

111. — Designated  for  hearing  application  for  new 
Class  A  fm  station  to  operate  on  96.7  mc;  made 
WNIB(FM)  and  WBBM-FM,  both  Chicago,  par- 

ties to  proceeding.  Announced  Sept.  17. 

Routine  Roundup 

ACTIONS  ON  MOTIONS 

By  Hearing  Examiner  H.  Gifford  Irion 
on  September  15 

Upon  request  by  Clarence  E.  Wilson,  Hobbs, 
N.  M.,  ordered  that  following  schedule  for  pro- 

cedures will  be  observed:  preliminary  exchange 
of  exhibits — Oct.  2;  final  exchange  of  exhibits — 
Oct.  13;  notification  of  witnesses  re  cross-ex- amination— Oct.  15;  commencement  of  formal 
hearing — Oct.  20  on  Mr.  Wilson's  am  application, et  al. 

By  Hearing  Examiner  Thomas  H.  Donahue 
on  September  15 

On  own  motion,  continued  to  date  to  be  de- 
termined later  hearing  scheduled  for  Sept.  24; 

and  scheduled  prehearing  conference  for  Sept.  23 
in  proceeding  on  am  applications  of  The  KBR 
Stations  Inc.,  Keene,  N.  H.,  and  Kenneth  E. 
Shaw,  Newport,  N.  H. 

By  Hearing  Examiner  Basil  P.  Cooper 
on  September  15 

Issued  order  following  prehearing  conference 
in  proceeding  on  am  applications  of  Leavenworth 
Bcstg.  Co.  (KCLO),  Leavenworth,  Kan.,  et  al.; 
time  schedule  previously  outlined  for  exchange 
of  engineering  exhibits  will  be  adhered  to  and 
evidentiary  hearing  will  begin  as  presently 
scheduled  for  Oct.  10. 

By  Hearing  Examiner  Herbert  Sharfman 
on  September  15 

Granted  motion  by  Pacific  Bcstrs.  (KUDE), 
Oceanside,  Calif.,  for  extension  of  time  from 
Sept.  12  and  22,  to  Sept.  22  and  Oct.  2  for  ex- changing exhibits  and  for  further  prehearing 
conference,  and  for  continuance  from  Sept.  29  to 
Oct.  9  the  date  for  hearing  in  proceeding  on 
Pacific's  am  application  and  that  of  L  &  B  Bcstg. 
Co.,  Hemet,  Calif. 
By  Hearing  Examiner  James  D.  Cunningham 

on  September  12 
Granted  joint  motion  by  Nick  J.  Chaconas, 

Gaithersburg,  Md.,  and  Tri-County  Bcstg.  Co., 
Laurel,  Md.,  to  amend  certain  procedural  dates 
heretofore  specified  in  proceeding  on  their  am 
applications,  et  al.,  and  to  continue  without  date 
formal  hearing  now  scheduled  for  Sept.  18. 
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FOR  THE  RECORD  continued 

liy  Hearing  Examiner  Charles  J.  Frederick 
on  September  12 

Granted  petition  by  Illiway  Television  Inc.,  for 
leave  to  amend  its  application  for  new  tv  station 
to  operate  on  ch.  8  in  Moline,  111.,  to  reflect  ad- ditional financial  data. 
Rescheduled  for  Sept.  25  prehearing  conference 

now  scheduled  for  Sept.  16  in  proceeding  on  ap- 
plications of  Newark  Bcstg.  Corp.,  Newark,  N.  J., 

and  WMGM  Bcstg.  Corp.,  New  York,  N.  Y.,  for 
new  fm  stations. 
Rescheduled  for  Dec.  1  hearing  now  scheduled 

for  Oct.  1.  and  scheduled  further  prehearing 
conference  for  Nov.  21  in  Moline,  111.  Ch.  8  pro- ceeding. 

By  Hearing  Examiner  Forest  L.  McClenning 
on  September  12 

Scheduled  prehearing  conference  for  Sept.  25 
in  proceeding  on  applications  of  Falcon  Bcstg. 
Co.,  Vernon,  and  Sierra  Madre  Bcstg.  Co.,  Sierra 
Madre,  Calif.,  for  new  fm  stations. 

By  Hearing  Examiner  Millard  F.  French 
on  September  12 

Granted  petition  by  Grady  M.  Sinyard,  New 
Boston,  Ohio,  for  leave  to  amend  his  am  appli- 

cation to  reflect  option  agreement. 

By  FCC Commission  on  Sept.  11  granted  petition  by 
Sacramento  Telecasters  Inc.  (KBET-TV),  Sacra- 

mento, Golden  Empire  Bcstg.  Co.  (KHSL-TV), 
Chico,  and  Television  Diablo  Inc.  (KOVR-TV). 
Stockton,  all  California,  for  further  extension  of 
time  from  Sept.  10  to  Sept.  19  for  filing  opposi- 

tions and  responses  to  pleading  further  modifi- 
cation of  petition  for  rule  making  involving 

Sacramento,  filed  by  Capitol  Radio  Enterprises. 
By  Chief  Hearing  Examiner  James  D. 

Cunningham  on  September  11 
Granted  petitions  by  KSTT  Telecasting  Co., 

Davenport,  Iowa,  and  Public  Service  Bcstg.  Co., 
Moline,  111.,  for  dismissal  without  prejudice  of 
their  applications  for  new  tv  stations  to  operate 
on  ch.  8,  and  remaining  applications  in  this  pro- 

ceeding are  retained  in  hearing  status. 
Granted  petition  by  Eastern  States  Bcstg.  Co., 

Hamden,  Conn.,  for  extension  of  time  seven  days 
prior  to  date  to  be  later  specified  by  presiding 
examiner  for  commencement  of  formal  hearing 
to  file  objections  to  direct  cases,  requests  for 
additional  information,  and  notices  of  witnesses 
desired  in  am  proceeding. 
By  Hearing  Examiner  James  D.  Cunningham 

on  September  12 
Scheduled  hearing  conference  for  Sept.  18  re 

application  of  The  Spartan  Radiocasting  Co. 
(WSPA-TV),  Spartanburg,  S.  C. 

By  Hearing  Examiner  Millard  F.  French 
on  September  11 

On  own  motion,  scheduled  prehearing  confer- 
ence for  Sept.  12  at  9  a.m..  on  am  application  of 

Grady  M.  Sinyard,  New  Boston,  Ohio. 
By   Chief  Hearing   Examiner  James  D. 

Cunningham  on  September  11 
Granted  petition  by  Palm  Springs  Community 

Television  Corp.,  for  extension  of  time  from 
Sept.  26  to  Oct.  17  for  filing  proposed  findings  of 
fact  and  conclusions  of  law  in  matter  of  appli- 

cations of  Palm  Springs  Translator  Station  Inc., 
for  new  tv  broadcast  translator  station  in  Palm 
Springs,  Calif.,  et  al. 

By  FCC 
Commission  on  Sept.  11  denied  requests  of 

Crosby  Laboratories  Inc.,  and  Multiplex  Devel- 
opment Corp.,  insofar  as  they  seek  general  ex- 

tension of  time  for  filing  comments  on  notice  of 
inquiry  into  possible  wider  uses  for  fm  SCA 
(present  extension  is  to  Oct.  2). 
By  Commissioner  John  S.  Cross  on  September  10 
Granted  petition  by  Broadcast  Bureau  for  ex- 

Virgiiiia 

SI7.1JIOO.OO 

A  well-rated,  profitable  day- 

timer  in  one  of  Virginia's  sub- stantial markets.  $50,000  cash 

required,  with  reasonable  terms 
on  the  balance. 

tension  of  time  to  Sept.  16  to  file  replies  to  mo- 
tion to  change  issues  by  WMGM  Bcstg.  Corp., 

New  York,  N.  Y.,  in  proceeding  on  its  application 
for  new  fm  station  and  that  of  Newark  Bcstg. 
Corp.,  Newark,  N.  J. 
Granted  petition  by  Southeastern  Indiana 

Bcstrs.,  Jeffersonville,  Ind.,  for  extension  of 
time  to  Sept.  19  to  file  exceptions  to  initial  de- 

cision in  proceeding  on  its  am  application  and 
that  of  Northside  Bcstg.  Co.,  Jeffersonville. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  September  10 

Scheduled  for  Nov.  6,  further  hearing  in  pro- 
ceeding on  am  applications  of  Binder-Carter- Durham  Inc.  (WAMM),  Flint,  Mich.,  et  al. 

By  Hearing  Examiner  Elizabeth  C.  Smith 
on  September  11 

Scheduled  prehearing  conference  for  Oct.  1  in 
proceeding  on    application   of   Harold  Lampel, 
Garden  Grove,  Calif.,  for  new  fm  station. 

By  Hearing  Examiner  Millard  F.  French 
on  September  10 

Scheduled  further  prehearing  conferences  for 
Sept.  17  at  10  a.m.  and  Oct.  13  at  9  a.m.,  and  con- 

tinued date  for  exchange  of  exhibits  from  Sept. 
24  to  Oct.  1;  hearing  will  be  held  as  presently 
scheduled  on  Oct.  28,  in  Tampa-St.  Petersburg, 
Fla.,  tv  ch.  10  proceeding.  Granted  petition  by 
Tampa  Telecasters  Inc.  for  leave  to  amend  to 
submit  supplemental  engineering  statement. 

By  Hearing  Examiner  Basil  P.  Cooper 
on  September  10 

Granted  petition  by  Pasadena  Presbyterian 
Church,  Pasadena,  Calif.,  for  continuance  of  date 
for  exchange  of  exhibits  from  Sept.  11  to  Oct.  14 
and  for  evidentiary  hearing  from  Sept.  23  to  date 
to  be  announced  in  proceeding  on  its  application 
and  that  of  Armin  H.  Wittenberg  Jr.,  Los  An- 

geles, Calif.,  for  new  fm  stations. 
By  Commissioner  John  S.  Cross  on  September  9 
Granted  petition  by  Broadcast  Bureau  for  ex- 

tension of  time  to  Sept.  24  to  file  exceptions  to 
initial  decision  in  Beaumont,  Tex.,  tv  ch.  12  pro- ceeding. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  dates  shown 

Scheduled  for  hearing  following  on  dates  in- 
dicated: am  applications  of  Westminster  Bcstg. 

Co.  (WCME),  Brunswick,  Me.,  on  Oct.  30;  Twin 
City  Bcstg.  Co.  and  Toombs  County  Bcstg.  Co., 
Lyons,  Ga.,  on  Oct.  31;  Columbia  River  Bcstrs. 
and  L.  Berenice  Brownlow,  St.  Helens,  Ore., 
M.V.W.  Radio  Corp.,  San  Fernando,  Calif.,  on 
Nov.  4. 
Granted  request  by  Garrison-Huntley  Enter- prises, Lubbock,  Tex.,  to  extent  that  it  involves 

dismissal  of  its  am  application  and  application 
is  dismissed  with  prejudice;  remaining  applica- 

tions (Alfred  Ray  Fuchs  [KTJS],  Hobart,  Okla., 
et  al.)  are  retained  in  hearing  status.  Action 
Sept.  8. Dismissed  as  moot  petitions  by  Joseph  S. 
Lodato,  Santa  Rosa,  N.  M.,  and  Concho  Bcstg. 
Co.,  for  dismissal  with  prejudice  application  of 
Garrison-Huntley  Enterprises  and  cancelled  oral 
argument  scheduled  for  Sept.  8  on  said  petitions. 
Action  Sept.  8. 
Granted  request  by  States  Bcstg.  System  Inc., 

St.  Marys,  Ohio,  to  extent  that  it  involves  dis- 
missal of  its  am  application  and  application  is 

dismissed  with  prejudice;  retained  in  hearing 
status  Grady  M.  Sinyard,  New  Boston,  Ohio.  Ac- tion Sept.  8. 
Continued  hearing  conference  scheduled  for 

Oct.  1  to  date  which  will  be  specified  by  hearing 
examiner  assigned  to  proceeding  on  applications 
of  Arnold  J.  Stone  and  Patrick  Henry  and  David 
D.  Larsen,  partnership,  Alameda,  Calif.,  for  new 
fm  stations.  Action  Sept.  9. 
Continued  hearing  scheduled  for  Sept.  17  to 

date  which  will  be  specified  by  hearing  examiner 
assigned  to  proceeding  on  am  applications  of 

Midwest 

$150,000.00 

Profitable  independent  in 
solid  2-station  market  of  over 

30,000.  $60,000  cash  required 
witb  balance  on  terms  which 

can  easily  be  met  from  present earnings. 

Exclusive  with 

J5ta ckburn  f&  Gompanij 

NEGOTIATIONS  •  FINANCING  •  APPRAISALS 
WASHINGTON,  D.  C. 
James  W.  Blackburn 

Jack  V.  Harvey 
Washington  Building 

Sterling  3-4341 

ATLANTA 
Clifford  B.  Marshall 

Stanley  Whitaker 
Healey  Building 
JAclcson  5-1576 

CHICAGO 

H.  W.  Cassill William  B.  Ryan 

333  N.  Michigan  Ave. 
Financial  6-6460 

WEST  COAST Colin  M.  Selph 
404  Calif.  Bank  Bldg. 

Beverly  Hills,  Calif. 
CRestview  4-2770 
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|      PROFESSIONAL  CARDS 

JANSKY  &  BAILEY  INC 
Executive  Offices 
1735  DeSales  St.,  N.  W.  ME.  8-541 1 
Office!  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 
Washington,  D.  C.         FEderal  3-4800 

Member  AFCCE 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 
Member  AFCCE 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.  Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GEORGE  C.  DAVIS 

CONSULTING  ENGINEERS 
RADIO  8.  TELEVISION 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

vUEM  1  n cl  11 U 1   Kumu   CCjUip*  ^O. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

f.  O.  BOX  7037          JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.       Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.      National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  7-8215 

WASHINGTON  4,  D.  C. 
Member  AFCCE 

RUSSELL  P.  MAY 

711  14th  St.,  N.  W.            Sheraton  Bldg. 

Washington  5,  D.  C.          REpublic  7-3984 

Member  AFCCE 

L.  H.  CARR  &  ASSOCIATES 
Consulting 

Radio  &  Television 

Engineers 
Washington  6,  D.  C.            Fort  Evans 
1000  Conn.  Ave.             Leesburg,  Va. 

Member  AFCCE 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.     Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 

CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 

DALLAS  9,  TEXAS 

LAKESIDE  8-6108 
Member  AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32            CRestview  4-8721 

1100  W.  Abram 

ARLINGTON,  TEXAS 

SILLIMAN,  MOFFET  & 
ROHRER 

1405  G  St.,  N.  W. 

Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 

LYNNE  C.  SMEBY 

Consulting  Engineer  AM-FM-TV 
7615  LYNN  DRIVE 

WASHINGTON  15,  D.  C. 

OLiver  2-8520 

GEO.  P.  ADAIR  ENG.  CO. 

Consulting  Engineers 
Radio-Television 

Communications-Electronics 
1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230             Executive  3-5851 Member  AFCCE 

U/AITtD   C    l/C  A  kl 

CONSULTING  RADIO  ENGINEERS 
Associates 

George  M.  Sklom,  Robert  A.  Jones 
1  Riverside  Road — Riverside  7-2153 

Riverside,  III. 
(A  Chicago  suburb) 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  STate  7-2601 
Member  AFCCE 

HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 

BOX  68,  INTERNATIONAL  AIRPORT 
SAN  FRANCISCO  28,  CALIFORNIA 

DIAMOND  2-5208 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.              Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

Vandivere  &  Cohen 
Consulting  Electronic  Engineers 

610  Evans  Bldg.                NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 
Member  AFCCE 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

8200  Snowville  Road 
Brecksville,  Ohio 

(a  Cleveland  Suburb) 
Tel.:  JAckson  6-4386          P.O.  Box  82 

Member  AFCCE 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 

EMerson  3-3266 
Dallas  6,  Texas 

V!R  N.  JAMES 

SPECIALTY 
Directional  Antennas 

1316  S.  Kearney           Skyline  6-1603 
Denver  22,  Colorado 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Columbia  5-4666 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

RALPH  J.  BITZER,  Consulting  Engineer 
Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 

Garfield  1-4954 
"For  Results  In  Broadcast  Engineering" AM-FM-TV 

Allocations    •  Applications 
Petitions     •     Licensing  Field  Service 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601             Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.        Dickens  3-7503 

MERL  SAXON 

Consulting  Radio  Engineer 
622  Hoskins  Street 

Lufkin,  Texas 

NEptune  4-4242       NEptune  4-9558 

IRL  T.  NEWTON,  JR. 

Consulting  Engineer 
422  Washington  Bldg., 

15th  and  N.  Y.  Ave.,  N.  W., 
Washington,  D.  C. 

Telephone:  EXecutive  3-7165 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 
P.  O.  Box  7037          Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For  Free  Catalog,  specify  course. 

CAMBRIDGE  CRYSTALS 

PRECISION  FREQUENCY 

MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave.,  Cambridge  38,  Mass. 

Phone  Trowbridge  6-2800 

SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  79,497*  Readers 

— among   them,   the  decision-making 
station  owners  and  managers,  chief 
engineers  and  technicians — applicants 
for  am,  fm,  tv  and  facsimile  facilities. 
*ARB    Continuing    Readership  Study 
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JOE  M.  BAISCH 

General  Manager 

Like  Hundreds 

of  Broadcasters . . . 

General  Manager 

JOE  M.  BAISCH 

WREX-TV 

Rockford,  Illinois 

and 

Chief  Engineer 

RICHARD  PECK 

Selected 

STAINLESS  TOWERS 

RICHARD  PECK 

Chief  Engineer 

LEARN  WHY  MANY  BROADCASTERS  CHOOSE 
STAINLESS  TOWERS 

Call  or  Write 
tor  Informative 

Sk  A  Literature. 

FOR  THE  RECORD CONTINUED 

ess,  inc. 

James  W.  Miller,  Milford,  Conn.,  et  al.  Action 
Sept.  9. Continued  hearing  from  Sept.  24  to  date  which 
will  be  specified  by  hearing  examiner  assigned 
to  proceeding  on  am  application  of  James  S. 
Rivers  Inc.  (WJAZ),  Albany,  Ga.  Action  Sept.  9. 

By  Hearing  Examiner  Millard  F.  French 
on  September  9 

Scheduled  further  prehearing  conference  for 
Sept.  10  in  Tampa-St.  Petersburg,  Fla.,  ch.  10 
proceeding  (Florida  Gulfcoast  Bcstrs.  Inc.,  et  al.). 

By  Hearing  Examiner  Elizabeth  C.  Smith 
on  dates  shown 

Scheduled  prehearing  conference  for  Oct.  3  on 
am  application  of  Musical  Heights  Inc.,  Braddock 
Heights,  Md.  Action  Sept.  9. 
Granted  motion  by  Four  Corners  Bcstg.  Co., 

for  continuance  of  prehearing  conference  from 
Sept.  15  to  Sept.  23  in  Farmington,  N.  M.,  tv  ch. 
12  proceeding.  Action  Sept.  9. 
Scheduled  prehearing  conference  for  Sept.  25 

at  9  a.m..  on  am  applications  of  Bay  Area  Elec- 
tronic Associates  and  Sonoma  County  Bcstrs., 

Santa  Rosa,  Calif.  Action  Sept.  9. 
Scheduled  prehearing  conference  for  Sept.  17 

at  9  a.m.,  in  re  application  for  transfer  of  control 
of  Sioux  Empire  Bcstg.  Co.  (KIHO),  Sioux  Falls, 
S.  D.  Action  Sept.  10. 

By  Hearing  Examiner  Herbert  Sharfman 
on  September  9 

Granted  petition  by  James  H.  Duncan  (KSIL), 
Silver  City,  N.  M.,  for  leave  to  amend  applica- 

tion insofar  as  it  would  specify  1340  kc  with  in- 
creased power  instead  of  1430  kc  and  petition  is 

otherwise  denied;  application  as  amended  is 
removed  from  hearing. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  September  10 

Granted  petitions  by  Community  Telecasting 
Corp.,  for  leave  to  amend  its  application  to  re- 

flect correct  address  of  applicant,  and  by  Mid- 
land Bcstg.  Co.,  to  amend  its  application  to  re- 
flect new  financial  data  in  Davenport,  Iowa- 

Moline,  111.,  tv  ch.  8  proceeding. 
By  Hearing  Examiner  J.  D.  Bond 

on  September  8 
Scheduled  prehearing  conference  for  Sept.  16 

on  applications  of  Veterans  Bcstg.  Co.,  and  Cap- 
ital Cities  Television  Corp.,  for  new  tv  stations 

to  operate  on  ch.  10  in  Vail  Mills.  N.  Y. 
BROADCAST  ACTIONS 

The  Commission,  by  the   Broadcast  Bureau, 
took  the  following  actions  on  the  dates  shown: 

Actions  of  September  12 
KCRV  Caruthersville,  Mo. — Granted  involun- 

tary assignment  of  license  to  J.  E.  Taylor,  indi- 
vidually, and  J.  E.  Taylor,  administrator  of  estate 

of  Walter  Y.  Cleveland,  deceased,  d/b  under 
same  name. 
WRMF  Titusville,  Fla. — Granted  assignment  of 

license  to  WRMF  Inc. 
KPLC,  KPLC-TV  Lake  Charles,  La.— Granted 

assignment  of  licenses  to  T.  B.  Lanford,  et  al., 
d/b  under  same  name. 
WMMB  Melbourne,  Fla. — Granted  assignment 

of  license  to  Indian  River  Radio  Inc. 
KOKE  Austin,  Tex. — Granted  mod.  of  license 

to  change  name  to  Radio  KOKE  Inc. 
WLAV,  WLAV-FM  Grand  Rapids,  Mich.  — 

Granted  mod.  of  licenses  to  change  name  to 
Stevens-Wismer  Bcstg  Inc. 
WAEL  Mayaguez,  P.  R. — Granted  cp  to  install 

old  main  trans,  (composite)  as  an  aux.  trans, 
(main  trans,  location  redescribed)  using  non- 
directional  ant.;  remote  control  permitted. 
KSLA-TV  Shreveport,  La. — Granted  cp  to  use 

aux.  trans,  at  the  main  trans,  site. 
WNBQ  Chicago,  Bl. — Granted  cp  to  change 

type  of  trans,  and  make  other  equipment  changes 
(main  trans.  &  ant.);  and  cp  to  maintain  licensed 
main  vis.  and  aur.  driver  of  trans,  as  aux.  trans, 
at  main  trans,  site. 
KWFC  Hot  Springs,  Ark.— Granted  cp  to  in- 

stall a  new  type  trans,  and  new  ant.  and  ground 
system  for  aux.  purposes  at  present  location  of 
main  studio. 

KCBQ  San  Diego,  Calif.— Granted  cp  to  re- 
place expired  cp  which  authorized  increase 

power,  change  DA-N  to  DA-2,  ant. -trans,  loca- 
tion, and  install  new  trans,  for  day-time  use. 

KNXT  (TV),  WBBM-TV  Los  Angeles,  Calif.,  & 
Chicago,  111. — Granted  cps  to  modify  the  vis. 
trans,  (main  trans.  &  ant.). 
WLAW  Lawrenceville,  Ga. — Granted  mod.  of 

cp  to  change  type  trans,  and  ant. -trans,  location. 
KDBX  (FM)  Los  Angeles,  Calif.— Granted  mod. 

of  cp  to  decrease  ERP  to  6  kw,  change  trans, 
and  studio  location  (same  as  trans,  location), 
type  trans,  and  increase  ant.  height  to  2,900  ft. 
WNSM  Valparaiso-Niceville,  Fla. — Granted  ex- 

tension of  completion  date  to  10-30. 
KCBQ-FM  San  Diego,  Calif.— Granted  exten- 

sion of  completion  date  to  4-12-59. 
KVLF  Alpine,  Tex. — Granted  authority  to  sign- 

off  at  8  p.m.  except  for  special  events;  economic reasons. 
WHTB-FM  Talladega,  Ala.— Granted  request 

to  cancel  license;  call  letters  deleted. 
Actions  of  September  11 

KREY-TV  Montrose,  Colo. — Granted  assign- 
ment of  license  to  Black  Canon  Bcstg.  Co. 

WSBR  Warwick-East  Greenwich,  R.  I.— Granted 
acquisition  of  positive  control  by  David  L.  Stack- 
house  and  A.  Frances  Stackhouse  through  pur- 

chase of  stock  from  James  C.  Coffey  and  Anne D.  Coffey. 
WSYR-TV  Syracuse,  N.  Y.— Granted  mod.  of 

cp  to  make  minor  equipment  changes  (aux.  ant.). 
WAXX  Chippewa  Falls,  Wis. — Granted  author- 

ity to  sign-off  at  6  p.m.  except  for  special  events until  Sept.  30. 
WACT  Tuscaloosa,  Ala. — Remote  control  per- mitted. 

Actions  of  September  9 
WLOV  (FM)  Cranston,  R.  I.— Granted  assign- ment of  cp  to  Neighborly  Bcstg.  Co. 
WGUS  North  Augusta,  S.  C— Granted  license 

for  am  station. 
KFMQ  (FM)  Lincoln,  Neb.— Granted  license for  fm  station. 
WLDS  Jacksonville,  111. — Granted  license  cov- 

ering installation  new  trans. 
WLFA  LaFayette,  Ga. — Granted  license  cover- 

ing changes  in  ant.  and  ground  system. 
WNGO  Mayfleld,  Ky. — Granted  license  covering 

installation  of  new  trans. 
KTKN  Ketchikan,  Alaska  —  Granted  license 

covering  installation  new  trans.;  conditions. 
WPEG  Arlington,  Fla. — Granted  license  cover- 

ing installation  of  new  trans. 
WSSC  Sumter,  S.  C. — Granted  license  covering 

changes  in  ant.  and  ground  systems. 
WWOL  Buffalo,  N.  Y. — Granted  license  cover- 

ing installation  of  new  main  trans.;  and  license 
to  use  old  main  trans,  as  aux.  trans,  at  present 
main  trans,  site. 
KPQ  Wenatchee,  Wash. — Granted  cp  to  install trans,  as  aux.  trans.;  remote  control  permitted. 
KLIR-FM  Denver,  Colo. — Granted  mod.  of  cp 

to  increase  ERP  to  8.8  kw  and  change  type  trans.; 
conditions. 
WLOV  (FM)  Cranston,  R.  I. — Granted  mod.  of 

cp  to  decrease  ERP  to  3.4  kw,  change  type  trans, 
and  studio  and  ant. -trans,  location. 
WOMC  (FM)  Royal  Oak,  Mich. — Granted  mod. of  cp  to  make  changes  in  ant.  system;  conditions. 
KQXM  (FM)  Riverside,  Calif. — Granted  exten- 

sion of  completion  date  to  3-1-59. 
Actions  of  September  8 

WAVO  Avondale  Estates,  Ga.— Granted  li- cense for  am  station. 
WKWK  Wheeling,  W.  Va— Granted  license 

covering  change  of  ant. -trans,  location,  utilizing combined  am  and  fm  tower  (increase  in  height) 
and  changes  in  ground  system. 
WALT  Tampa,  Fla. — Granted  license  covering 

installation  of  a  new  transmitter  as  aux.  trans, 
at  present  location  of  main  trans. 
WPNX  Phenix  City,  Ala. — Granted  license  to 

use  old  main  trans,  as  aux.  trans.,  at  present 
main  trans,  site. 
WJAR  Providence,  R.  I. — Granted  license  cov- 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.    Checks  and  money  orders  only. 

•  DEADLINE:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday  preceding  publication  date. 
•  SITUATIONS  WANTED  20</(  per  word— $2.00  minimum  •  HELP  WANTED  25tf  per  word— $2.00  minimum. 
•  All  other  classifications  30^  per  word — $4.00  minimum.  •  DISPLAY  ads  #20.00  per  inch. 
•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 
Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos,  etc.,  sent  to 

box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Announcer  for  new  Key  West  independent.  Mar- 
ried man,  first  phone  preferred,  not  essential. 

Also  manager-engineer-announcer-salesman  and 
announcer-salesman  for  new  Belzoni,  Mississippi 
station.  Top  engineer-announcer  Canton.  Mis- 

sissippi. Send  tape,  photo,  resume — R.  E.  Hook. Ahcevilie.  Alabama. 

Management 

Proven  successful  sales  producer  to  join  multi- 
station group  operating  Gulf  States  area  in 

medium  markets.  Box  785F.  BROADCASTING. 

Seles 

St.  Louis — Top  independent  top  money  and  fu- 
ture for  sales  manager  who  loves  to  sell.  Box 

803F,  BROADCASTING. 

Opportunity  radio  salesman.  Salary  plus  commis- sion. Good  market.  ABC  Texas  station.  Box 
846F,  BROADCASTING. 

Commercial  manager — For  independent  metro- 
politan market.  Also  aggressive  salesman.  Box 

903F,  BROADCASTING. 

Salesman  and  saleslady  wanted.  Top  station. 
$400  draw  against  commission.  Opportunity  un- 

limited. All  details  first  letter.  Box  905F,  BROAD- 
CASTING. 

Sales-southwest  daytimer  needs  experienced  man 
who  can  make  a  permanent  place  for  himself 
on  our  staff.  Experience  required  but  will  con- 

sider capable  beginner.  $100  a  week  guarantee 
to  the  right  man.  Box  919F,  BROADCASTING. 

Position  open  for  salesman  with  part-time  air 
work.  Salary  plus  commission.  Permanent  po- 

sition in  south  Georgia  for  family  man.  Rush 
photo,  tape,  resume  and  references.  Replies  held 
strictly  confidential.  Box  966F,  BROADCAST- ING. 

Salesman-announcer.  One  station  market — two 
towns — large  rural  area.  Salary — liberal  draw 
against  commission.  Interested  in  hard  work 
with  opportunity  for  good  pay  in  coastal  South 
Carolina  city.  Write  Box  971F,  BROADCASTING. 

Small  market  Arkansas  station  needs  salesman- 
ager,  good  area.  Some  experience  in  sales  de- 

sired. Apply  KTML,  Marked  Tree,  Arkansas. 

Salesman:  Handle  local  and  regional  accounts. 
New  station:  announcer  needed.  Call  Max  Blake- 
more,  VE  72151— Murphy,  N.C. 

Commercial  managers.  An  excellent  opportunity 
for  outstanding  salesmen  to  sit  into  a  bigger 
job  in  an  eight  station  radio-tv  chain.  Oppor- 

tunities now  with  .  .  .  WAMS,  Wilmington, 
Delaware  and  WRAP,  Norfolk.  Rush  photo,  his- 

tory of  billing  and  earnings  to  Tim  Crow,  Rollins 
Broadcasting,  414  French  St.,  Wilmington,  Dela- ware. 

Announcers 

Florida.  Need  experienced  personality  pop  dj. 
Above  average  salary.  Promotion  minded  station. 
Send  tape,  background.  Box  750E.  BROAD  CAST- ING. 

Need  announcer  with  2  years  experience  for  staff 
of  metropolitan  area  station.  Good  salary  and 
conditions,  an  excellent  chance  of  advancement 
within  our  expanding  chain.  Send  tape,  photo, 
resume  and  references.  Box  547F,  BROADCAST- 
ING. 

DJ  wanted  who  can  hold  adult  female  audience 
mid-morning,  afternoon.  Music  policy  based  on 
variety:  new,  old,  hi  fi  albums,  some  rock  and 
roll.  Full  details  Box  775F,  BROADCASTING. 

Personality  dj,  good  hours,  good  pay,  for  big 
pop  show  on  deep  south  radio.  If  dull  or  dry 
don't  apply.  Box  806F,  BROADCASTING. 

Combo  man — first  phone — to  do  all  night  show 
in  major  southern  market.  Six  hours  per  night 
six  nights  a  week.  Send  tape  and  resume  to 
Box  808F,  BROADCASTING. 

Immediate  opening  for  announcer.  Progressive 
station  in  northwest  North  Carolina.  Excellent 
climate.  Good  pay  for  right  man.  Rush  tape  and 
resume  to  Box  826F,  BROADCASTING. 

RADIO 

Help  Wanted— (Cont'd) 
A  nnouncers 

Opportunity  for  married  staff  announcer. 
Send  resume.  ABN  Network.  Texas.  Box  845F, 
BROADCASTING. 

Announcer,  morning,  staff,  combo,  net  affiliate, 
Wisconsin.  Ability  determines  starting  salary. 
Send  resume,  tape  immediately.  Box  906F, 
BROADCASTING. 

Negro  programmed  radio  station-metropolitan 
northern  market,  one  of  the  nation's  outstand- ing negro  operations  desires  negro  announcer, 
not  just  a  disc  jockey,  we  want  an  outstanding 
air  salesman  with  experience  only,  strong  air 
salesman  apply  with  background,  experience 
and  tape  at  once.  Box  911F,  BROADCASTING. 

Wanted!  Three  announcers  looking  for  a  top 
caliber  operation.  New  kilowatt  North  Carolina 
coastal  station.  Boating  and  resort  area!  New, 
modern,  air  conditioned  building!  Send  tape 
and  resume.  Box  965F,  BROADCASTING. 

Announcer-first  phone  by  leading  station  eastern 
seaboard.  Excellent  working  conditions.  Top  sal- 

ary for  right  man.  Permanent  job,  good  future. 
Box  974F,  BROADCASTING. 

Free  lance  man  to  sell  and  announce  nightly 
pop  deejay  show  over  5,000  watt  am.  Very  pro- ductive market.  For  permanence  and  excellent 
commission,  write  Harold  Gann,  Radio  KARM, 
7535  No.  Van  Ness,  Fresno,  California. 

Wanted,  an  experienced  radio  announcer.  Some 
tv  work.  Send  tape,  picture  and  resume  to  R.  H. 
Verdon,  KFBC  Radio,  Cheyenne,  Wyoming. 

Top  California  indie  wants  happy  enthusiastic 
announcer.  Short  bright  talk  on  modern  format. 
Run  board.  Wonderful  city,  start  $125  weekly. 
Tape,  picture,  background  to  Radio  Station 
KRAK,  Stockton,  California. 

Announcer-engineer  needed  by  southwest  day- 
timer  in  very  fine,  progressive  town.  Pay  scale 
$100  per  week  and  up,  depending  on  ability  and 
experience.  No  beginners,  please.  Bill  Bigley, 
KVMA,  Magnolia,  Arkansas. 

Need  experienced  pop  dj  for  central  Kansas  out- 
standing 1000  watt  independent.  Modern,  friendly 

town  of  40,000.  Air  mail  "complete"  background: photo,  taped  commercials,  music,  ad  libs  and 
news.  Vern  Minor.  KWHK,  Hutchinson,  Kansas. 

Top  flight  staff  announcer  now  working  in  north- 
east, ready  to  step-up  to  position  at  WCSH  Ra- 

dio, Portland,  Maine.  Evening  work.  Music-news- 
service-NBC, 5000  watt.  Check  our  reputation. 

We  will  check  yours,  don't  bother  if  your 
record  won't  stand  it.  Air  mail  tape,  photo, 
resume,  expected  salary.  No  phone  calls  nor  per- 

sonal visits  until  requested,  please. 

Promotion  from  within  organization  leaves  open- 
ing on  announcing  staff.  Some  experience  com- 

mercial station  essential.  Good  disc  show,  make 
news  calls,  write  and  compile  news.  Letter  and 
tape  or  phone  Mai  Morse,  WlCH,  Norwich,  Conn. 

Central  Florida  kilowatt  has  immediate  open- 
ing for  experienced  announcer  with  first  phone. 

Send  tape  and  letter  to  WLBE,  Leesburg-Eustis, 
Florida. 

Technical 

Engineer — Leading  eastern  independent  needs 
man  thoroughly  experienced  in  maintenance 
of  broadcast  equipment.  Must  also  do  a  mini- mum of  air  work.  This  is  excellent  opportunity 
for  young,  ambitious  man  to  become  chief. 
Station  is  expanding  and  expects  to  build  new 
studios  within  two  years.  Salary  commensurate 
with  ability.  Must  have  audition  tape,  resume 
and  recent  photo.  Box  742F,  BROADCASTING. 

Wanted — Chief  engineer  for  250  watt  daytime 
station.  Some  announcing.  Permanent  position. 
Good  working  conditions.  Box  809F,  BROAD- 
CASTING. 

Chief  engineer  wanted.  Good,  old  fashioned  kind 
that's  lousy  announcer  but  excellent  technician. 
Devote  full  time  to  technical.  First  job  supervise 
installation  5  kw  transmitter.  Long  established 
station  midwest.  Rush  details  Box  899F,  BROAD- 
CASTING. 

RADIO 

Help  Wanted— (Cont'd) 
Technical 

Wanted:  Man  with  pride.  Gives  equipment  finest 
care.  Wants  and  gets  cleanest  signal  in  town. 
Assists  with  air  work  when  needed.  If  you're 
the  man — name  your  price!  All  pertinent  infor- 

mation first  letter.  We're  within  driving  distance of  Washington,  D.C.  Box  926F,  BROADCASTING. 

Chief  engineer  wanted  immediately.  Must  be 
qualified  for  maintenance  of  new  5  kw  trans- 

mitter. Some  announcing.  Send  resume  and  tape 
to  Gene  Riesen,  Manager,  KLAD,  Klamath  Falls, 
Oregon. 

First  phone-announcer  immediately,  250  watt 
indie,  $80.00-$110.00  start,  WILO.  Frankfurt,  In- 
diana. 
Have  opening  for  chief  engineer  or  announcer 
with  first  class  ticket.  Good  salary,  good  work- 

ing conditions.  Radio  Station  WKBC,  North 
Wilkesboro,  N.  C. 

Assistant  to  chief  engineer  wanted.  Young  man 
with  first  phone  desiring  concentrated  training. 
Prior  experience  not  absolutely  necessary.  Con- 

tact Bob  McConnell,  Technical  Supervisor, 
WMIX,  Mt.  Vernon,  Illinois. 

First  class  engineer,  experienced  in  operating 
and  repairing  10  kw.  Starting  salary  $75  weekly. 
Communicate  station  WPRA,  Mayaguez,  Puerto 

Rico. 

Production-Programming,  Others 

News  director.  Must  be  able  to  take  full  charge 
of  department,  with  heavy  news  schedule;  be 
thoroughly  experienced  in  local  reporting,  have 
an  authoritative  style  and  able  to  direct  other 
news  personnel.  Leading,  north  central  regional, 
in  major  maTket.  Salary  and  working  conditions 
above  average.  Will  only  consider  applicants  with 
successful  background  in  similar  position.  Reply 
in  detail,  giving  past  experience,  salary  expected, 
and  attach  small  photo,  which  will  not  be  re- 

turned. Confidential.  Box  515F,  BROADCAST- ING. 

Newsman.  Southern  California  50,000  watt  inde- 
pendent wants  provocative,  dynamic,  mature, 

authoritative  newsman.  State  qualifications  and 
minimum  salary  requirements.  Box  907F, 
BROADCASTING. 

Newsman.  Radio  and  television,  capable  leg  and 
airman  with  small  market  station  experience, 
who  can  gather,  write,  and  air  news;  journalism 
education  background  preferred;  married;  vet- 

eran; stable  and  dependable  with  good  refer- 
ences; one  who  wants  a  permanent  berth  in  a 

news  department  which  has  twice  received  na- 
tional recognition.  Scale  starts  at  $15  for  40 

hours.  Salary  commensurate  with  experience 
and  ability.  Write  or  phone  W.  P.  Williamson, 
WKBN,  Youngstown,  Ohio,  Sterling  2-1145. 

Immediate  opening  for  radio-tv  newsman.  Cam- 
era familiarity,  news  writing  and  development 

required.  Air  presentation  ability  preferred.  Ad- 
dress News  Director,  WOC-am-fm-tv,  Daven- 

port, Iowa,  including  snapshot,  resume,  tape  and 
requirements. 

RADIO 

Situations  Wanted 

Management 

Highest  industry  sales  records.  Twenty  years 
general  operation  management.  Seeking  oppor- 

tunity for  revenue  expansion.  Box  839F,  BROAD- 
CASTING. 

Mature  agency  exec,  20  years  experience  sell- 
ing radio,  seeks  position  as  sales  or  station  man- ager. East  coast  preferred.  State  proposition 

fully.  Box  871F,  BROADCASTING. 

Well  over  $200,000  in  local  billing!  Desire  ad- 
vancement to  commercial  manager  after  top  ex- 

perience and  billing!  Young,  settled,  and  know now  to  work.  Prefer  southern  location.  Available 
to  suit  your  needs.  Best  references.  Box  921F, 
BROADCASTING. 
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RADIO RADIO RADIO 

Situations  Wanted — (Cont'd) 
Management 

Experienced  manager  seeks  opportunity  to  show 
top  references  plus  comprehensive  presentation 
of  programming,  promotion,  sales,  and  oper- ational ideas.  Splendid  opportunity  to  gain  new 
ideas  without  necessarily  taking  the  man.  Would 
consider  special  assignment  revitalizing  an  op- 

eration. Reply  922F.  BROADCASTING. 

General  manager,  sales,  specialist,  12  years  of 
sales  management  including  8  in  radio.  Experi- 

enced in  every  phase  of  radio,  have  first  phone. 
Want  management  position  in  south  or  south- 

west. Presently  managing  in  northern  market. 
Box  935F,  BROADCASTING. 

Frankly,  I  have  a  good  Job,  but  I'm  not  happy. Interested  in  job  managing  station  In  relatively 
small  market;  or  top  sports  job  in  larger  market. 
Box  946F,  BROADCASTING. 

Have  sold  interest  in  station  and  desire  position 
as  general  manager  in  medium  to  small  market. 
Prefer  southeast.  Ten  years  experience  in  man- 

aging, sales,  programming.  Know  how  to  operate 
economically.  No  whiz  boy  with  all  the  answers. 
Just  good  solid  radio.  Married,  33.  Top  refer- 

ences. Box  968F,  BROADCASTING. 

Manager — Major  market  experience,  young,  ag- 
gressive executive.  Sales,  business,  program- 

ming background.  New  York  contacts.  Box  973F, 
BROADCASTING. 

Sales 

Go-getter,  experienced,  seeking  good  potential. 
Prefer  deal  including  air  work.  Can  run  own 
board.  All  around  man — what  you're  looking  for. Box  664F,  BROADCASTING. 

Available:  Conscientious,  married,  veteran.  R-tv 
grad.  UNC.  Announcing-sales  combo.  R-tv  ex- 

perience; references.  Desire  permanency  North 
Carolina;  consider  any  location.  Box  954F, 
EROADCASTING. 

Announcers 

Personality-dj  strong  commercials,  gimmicks, 
etc.,  run  own  board.  Steady,  eager  to  please. 
Go  anywhere.  Box  665F,  BROADCASTING. 

Girl  dj-announcer.  Go  anywhere.  Ready  now. 
Run  own  board.  Can  sell  too.  Steady,  no  bad 
habits.  Love  to  build  audiences  and  grab  ac- 

counts. Tape  and  resume.  Box  666F,  BROAD- CASTING. 

Negro  dee  jay,  good  board  man,  fast  patter, 
smooth  production.  I'm  the  one  you're  looking for.  Tape  and  resume.  Box  667F,  BROADCAST- ING. 

Sports  announcer  football,  basketball,  baseball. 
Seven  years  experience.  Finest  references.  Box 
620F,  BROADCASTING. 

Good,  sound  staff  announcer  with  daily  tv  news- 
cast, better  than  good  adult  dj -music  university 

major,  perfect  pitch,  2  years  same  CBS  station. 
Single,  25,  dependable,  personable,  prefer  mid- 

west. Box  750F,  BROADCASTING. 

Good  dj  with  radio-tv  B.A.  Am  veteran — have 
ambition,  imagination,  can  produce.  Will  build 
and  hold  audience.  Know  music.  Strong  on  com- 

mercials, production  and  gimmicks.  Want  fu- 
ture! Tape  and  resume.  Box  807F,  BROAD- 

CASTING. 

Conscientious,  young,  dependable,  married.  Four 
years  same  organization.  $400.  Announcing,  sales, 
programming,  promotions.  Know  top  40.  Good 
references.  Box  881F,  BROADCASTING. 

Experienced  pop  music  deejay  available.  Vet- 
eran, university  graduate.  $125  week.  Box  891F, BROADCASTING. 

First  phone  announcer.  Seven  years  experience, 
all  phases.  Good  newsman.  $100  start.  Box  892F 
BROADCASTING. 

Responsible  announcer,  7  years  all  around  ex- 
perience, seeking  permanent  position.  Box  895F, BROADCASTING. 

New  England  only.  DJ-announcer,  6  years  ex- 
perience, some  news;  married;  family;  college 

grad;  age  28;  excellent  references.  Highest 
ratings.  Minimum  $95.  Box  901F,  BROADCAST- ING. 

All  night  deejay.  $100  week.  Box  904F,  BROAD- CASTING. 

Personality  dj,  fast  pace,  lively,  5  years  experi- 
ence, ex-Boston,  young,  married,  draft  exempt Box  910F,  BROADCASTING. 

Good  sell,  promotion  minded,  dj  experienced 
seeks  midwest  location.  28,  married,  steady 
Prefer  adult  music  station.  Box  912F,  BROAD- 
CASTING. 

Situations  Wanted —  ( Cont'd ) 
Announcers 

Sports  station:  Top  sports  man.  News  and  staff. 
Married,  college,  references.  Box  915F,  BROAD- CASTING. 

Versatile  newscaster,  sports  and  staff.  Eight 
years,  college  graduate,  married.  Box  916F, BROADCASTING. 

Announcer — Strong  news,  commercial,  sports 
record  shows.  Write  well  all  copy.  Operate  board. 
Will  sell.  College  grad.  Married,  family.  Cre- 

ative, capable,  reliable.  Box  923F,  BROADCAST- ING. 

Announcer,  1st  phone,  no  maintenance.  Available 
now.  $80,  no  car.  Box  924F,  BROADCASTING. 

Idea  gal.  Station's  best  pal.  Dee-jay,  copy,  great. Hire  me!  Why  wait?  Box  925F,  BROADCASTING. 

Announcer-dj.  Two  years  experience  radio  and 
tv,  commercial  film  acting,  live  modeling,  De- 

troit, Michigan,  seeks  immediate  position  as  top 
ten  personality  dj  with  potential  personal  ap- pearances. Above  average  salary  expected. 
Resume,  tape,  pictures  upon  request.  Box  932F, 
BROADCASTING. 

Attention  midwest.  Seven  years  experience,  with 
solid  references.  Veteran  with  college.  Have 
headed  news  department.  Single.  Prefer  night 
shift.  Box  934F,  BROADCASTING. 

Announcer,  strong  on  news,  college  radio  ma- 
jor, good  voice,  personality.  Working.  Box  941F, 

BROADCASTING. 

College  graduate  communications.  Mature.  Com- mercials, news,  record  shows,  run  board.  Box 
942F,  BROADCASTING. 

Chicago  personality  wants  play-by-play.  If  your 
planning  basketball  contact.  Box  955F,  BROAD- 
CASTING. 

Dependable  young  announcer  with  SRT  training 
desires  permanent  position.  Veteran — married — 
good  potential.  Box  943F,  BROADCASTING. 

Gal  dj.  Young  New  Yorker,  experience,  college, 
excellent  education,  bronze  complexion,  very 
attractive.  Box  945F,  BROADCASTING. 

Announcer,  first  phone,  two  years  experience. 
Married,  veteran,  28.  Will  travel  for  job  with 
future.  Box  949F,  BROADCASTING. 

Announcer-dj;  experienced,  ready  for  larger 
market.  Music,  news,  commercials.  Box  950F, 
BROADCASTING. 

Announcer-dj;  also  sales,  copywriting.  News, 
commercials,  music.  Operate  board.  Box  951F, 
BROADCASTING. 

Chicago  dj — mc  wants  tv  or  radio-tv.  Box  956F, 
BROADCASTING. 

Announcer,  third  class  ticket.  10  years  exDeri- 
ence.  A-I  voice.  Married.  Box  959F,  BROAD- 
CASTING. 

Staff  announcer-first  phone.  Experienced  studio 
operator.  Radio  and  tv.  Announcing  school  grad- 

uate. Married.  2  years  college.  Desires  perma- 
nent   position.    Box    961F,  BROADCASTING. 

First  phone  announcer  experienced.  No  mainte- 
nance. Writes  fine  copy:  Journalism,  college. 

Classical,  pop.  Washington,  D.C.  only.  Available 
immediately.  Box  963F,  BROADCASTING. 

Ready,  willing,  able  to  travel.  Can  handle  board. 
Experienced  in  announcing  and  disc  jockey 
work.  Excel  in  sports  and  music.  Twenty-seven 
and  willing  to  settle  profitably.  Box  964F, 
BROADCASTING. 

Staff  announcer-first  phone.  Experienced  studio 
operator  radio  and  tv.  Announcing  school  grad- 

uate. Married,  2  years  college.  Desires  perma- 
nent position.  Box  967F,  BROADCASTING. 

Announcer,  dj,  5  years  experience,  presently  em- 
ployed, excellent  news-commercials,  married, 

stable,  job  with  responsibility  and  good  future, 
no  top  forty.  Write  Box  969F,  BROADCASTING. 

Top  southern  rock  n'  roll  dee-jay  desires  per- manent location  in  southern  California.  5  years 
experience.  Presently  hold  top  nite-time  rating 
in  market.  Good  sales  pitch.  Excellent  news- 

caster. Write  or  wire  Gene  Edmond,  4842  Con- 
vention St.,  Baton  Rouge,  La. 

M.S.U.  graduate.  2  years  commercial  experience. 
Strong  on  music  and  news.  Wants  to  relocate 
in  or  near  Michigan.  Available  now.  Call  or 
write  Charles  Frey,  532  Oak,  Niles,  Michigan. 
MUtual  3-5432. 

Situations  Wanted —  (  Cont'd) 
Announcers 

DJ,  worked  with  top  pros,  sincerely  wants  to 
work  hard  and  please — stable,  sober,  reliable, 
radio  school  experience,  call  or  wire  brings  tape, 
picture.  Bill  Montgomery,  4  Sage  Ave.,  Leb- 

anon, Ohio— Phone  3-2956. 
Have  mike  will  travel.  Combo  man,  previously 
with  WFUV-FM.  Good  references,  tape  and 
resume  on  request.  Bill  Supernaw,  15  So.  Divi- 

sion Street,  New  Rochelle,  New  York, 
Technical 

1st  phone  IV2  years  tv  operation  experience. 
Desires  change  to  radio.  Fair  voice,  hard  work- 

er, sober,  family  man.  Prefer  west  of  Mississippi 
River.  Box  879F,  BROADCASTING. 

First  phone,  4  months  experience.  19  years  old. 
Dependable.  Available  immediately.  Prefer  Wis- consin. Box  908F,  BROADCASTING. 

Transmitter  operator,  well  experienced,  some 
tv,  desires  good  job  in  southwest  or  far  west. 
Box  933F,  BROADCASTING. 

Experienced  tv  engineer  with  first  phone  and 
good  announcing  voice,  but  no  announcing  ex- perience, desires  employment.  What  do  you 
offer?  Box  936F,  BROADCASTING. 

Nine  years,  commercial  am  and  fm  radio  with 
solid  references.  Also  four  years  electric  experi- 

ence. Single,  will  travel.  Veteran  with  college. 
Box  939F,  BROADCASTING. 

Production -Programm ing,  Others 

Program-production  director  with  announcing, 
sales  and  technical  background!  Network  train- 

ing, independent  experience — over  ten  years  in radio.  Going  to  one  of  first  fifty  markets  in 
west,  southwest  or  northwest — one  that  offers 
opportunity  for  advancement.  Early  thirties, 
family.  Box  897F,  BROADCASTING. 

Four  years  experience  gathering,  writing,  pre- 
senting local  news  same  station.  Presently  em- 
ployed, like  change  October  10th.  References 

furnished  on  request.  Box  898F,  BROADCAST- ING. 

Employed  play-by-play  sports  director  desires 
change.  Excellent  references.  Box  920F,  BROAD- 
CASTING. 

15  years  experience  seeking  transfer  from  San 
Francisco  into  Los  Angeles  or  its  vicinity.  Pro- 

gram director,  but  will  start  as  announcer  and/or 
writer,  news.  Also  agency,  television,  film  experi- 

ence; college  degree,  languages,  music.  Box 
930F,  BROADCASTING. 

FBI-Man:  (Far  better  ideas).  Showmanship,  gim- 
micks. West  coast  preferred.  Box  931F,  EROAD- CASTING. 

News  man.  Currently  employed.  Good  rewrite. 
Good  air  presentation  and  voice.  Joe  Coggins, 
612  Elm  St.,  Arlington,  N.  J. 

Unusual  radio  and  tv  commercials  by  top-flight 
agency  writer  Com  Service.  Box  1146,  Grand 
Central  Station,  New  York  17,  N.  Y. 

Newspaperman,  32,  vet,  married,  baby,  j-grad, 
tired  stale  rehashing,  wants  fast  news  job,  radio 
or  tv.  Still  fotog,  could  learn  movies.  Some  air 
experience.  All  beats  metro;  city  editor  medium. 
Jack  Magee,  Apt.  M,  2900  N.  Concord,  Colorado 
Springs,  Colo.,  MElrose,  5-2630. 

TELEVISION 

Help  Wanted 
Sales 

Summer's  over!  One  year  top  radio-tv  experi- ence. Midwest  preferred.  Parker  Gronwold,  1338 
Marengo    Ave.,    Forest    Park,    Illinois.  Forest 6-0635. 

Regional  and  local  account  executives.  Refer- 
ences required.  Must  have  production  record. 

South.  Box  668F,  BROADCASTING. 

California  small  market  3  network  vhf  station 
(KSBY-TV)  needs  local  sales  manager  with 
proven  record.  Salary-draw,  against  commission; 
also  override,  car  expenses,  major  medical  plan, 
and  profit  participation.  Must  be  permanent  and 
fit  into  town  of  20,000.  Also  need  capable,  experi- 

enced tv  salesman  for  KSBW-TV  Salinas.  Send 
complete  details,  references,  sales  record,  and 
photograph  to  John  Cohan,  KSBW-TV,  P.O.  Box 
1651,  Salinas,  California. 

Experienced  salesman,  ample  base  pay  plus 
commission,  with  expanding  organization.  Send 
background,  sales  record  and  photo  to  Ray 
Carow,  WALB-TV,  Albany,  Ga. 

Wanted:  Experienced  tv  or  radio  account  execu- 
tive for  No.  1  NBC  affiliated  station  in  Florida's most  beautiful  city.  Guarantee  plus  commis- sion. Expanding  market  with  excellent  chance 

for  advancement  in  our  station  chain.  Only 
top,  hard-sell  salesmen  need  apply.  Past  record 
and  references  must  stand  thorough  examina- tion. Send  full  details  in  first  letter  with  photo 
to:  Chet  Pike,  WPTV,  Palm  Beach,  Florida. 

Page  104    •    September  22,  1958 Broadcasting 



TELEVISION TELEVISION WANTED  TO  BUY 

Help  Wanted— (Cont'd) 
Announcers 

TV  announcer-director  needed  at  central  Penn- 
sylvania station.  Announcing  experience  neces- 

sary, but  will  train  for  director.  Good  salary 
for  right  man.  Apply  Box  835F,  BROAD- CASTING. 

Technical 

New  south  vhf  needs  transmitter  and/or  studio 
men.  Openings  for  experience  and  inexperience. 
Box  893F,  BROADCASTING. 

Need  two  extra  experienced  tv  engineers  first 
phone  license  union  shop.  Many  fringe  benefits. 
Good  opportunity  for  aggressive  young  man 
large  midwest  vhf.  Contact  970F,  BROADCAST- ING. 

Wanted:  Man  with  first  class  license  to  work  in 
television.  No  phone  calls.  Please  send  snap 
shot  and  references.  WINK-TV,  Fort  Myers, Florida. 

Production-Programming,  Others 

Wanted  immediately,  attractive  tv  weather  girl. 
Must  be  experienced  on  camera  personality  ca- 

pable of  handling  other  commercial  stints  and 
possible  women's  show.  Prefer  personal  inter- view, but  would  consider  kine  or  SOF  clip.  NBC 
affiliate  in  the  Palm  Beaches.  Contact  Robert 
Murphy,  Operations  Director,  WPTV,  Palm 
Beach,  Florida. 

TELEVISION 

Situations  Wanted 

Attention — dry  climate-southwest:  12  years  ex- 
perience with  5  in  tv.  31,  single,  college  graduate. 

Must  match  $500.00.  Repeat-southwest.  Box 
928F,  BROADCASTING. 

Management 

Commercial  manager:  Quality.  Experienced.  Per- 
sonal high  volume  sales  record.  Eight  years 

radio.  Past  14  months  radio  vhf-tv.  Established 
reputation,  ability.  Top  references.  Box  947F, 
BROADCASTING. 

Sales 

Industrious,  personable,  dependable  man  with 
record  of  selling  intangibles  seeks  opportunity  to 
sell  time.  Also  capable  announcer.  Free  to  relo- 

cate. For  complete  resume  write  Box  752F, 
BROADCASTING. 

Salesman-announcer,  at  present  small  market 
commercial  manager,  national  regional,  local 
accounts.  Same  sponsor  personal  newscast  for 
two  years.  Family  man.  Details  by  return  air 
mail.  Box  900F,  BROADCASTING. 

Announcers 

Available  immediately,  top  announcer/director. 
Prefer  south  or  west.  References.  Degree. 
Sports,  news,  commercial!  Dramatic!  Box  796F, 
BROADCASTING. 

Bingo  at  home  producer-emcee.  Six  months  ex- 
perience. Versatile.  Box  914F,  BROADCASTING. 

Versatile  newscaster,  sports  and  staff.  Eight 
years,  college  graduate,  married.  Box  918F, 
BROADCASTING. 

Announcer,  producer,  tv,  film,  radio  experience. 
News,  sports,  commercials,  versatile.  Box  952F, 
BROADCASTING. 

Technical 

1st  phone,  iy2  years  experience.  Well  rounded 
in  all  phases  of  operation.  Wants  in  small  opera- 

tion, prefer  west  or  central  states.  Box  880F, 
BROADCASTING. 

First  class  license  one  and  one  half  years  ex- 
perience all  phases  studio  and  remote  opera- 

tions, including  maintenance.  Presently  em- 
ployed. Box  902F,  BROADCASTING. 

Ten  years  experience,  all  phases  am-fm-tv  in- 
cluding installation  and  maintenance.  Desire 

permanent  position  with  Florida  station  that 
will  offer  opportunities  and  advancement. 
$7,000.00  minimum.  Married,  family,  presently 
employed,  resume  on  request.  Box  913F,  BROAD- 
CASTING^  
Employed  chief  engineer  with  ten  years  vhf-uhf 
experience  interested  in  position  as  chief,  assist- 

ant, or  supervisor  with  reliable  organization. 
Box  929F,  BROADCASTING.  
First  phone.  One  year  experience.  Presently  em- 

ployed by  large  mid-western  station  having  net- work feed.  Desires  studio  work.  Send  offer  to 
Box  937F,  BROADCASTING.  
Electrical  engineer  first  class  license.  6  years 
experience  radio  and  television  desires  work 
North  or  South  Carolina.  Box  940F,  BROAD- 
CASTING. 

Situations  Wanted — (Cont'd) 
Technical 

Have  1st  phone,  light  protect  on  and  floor  ex- 
perience. Will  travel.  Box  944F,  BROADCAST- ING. 

TV  broadcast  technician.  First  phone.  TV  work- 
shop courses  in  studio  operations  and  main- 

tenance. 3  months  experience.  25,  vet,  single. 
Box  962F,  BROADCASTING. 

Production-Programming,  Others 

Producer-director  presently  employed.  Creative, 
responsible.  Family.  All  phases  production. 
Desires  relocation.  References.  Box  890F, 
BROADCASTING. 

Director-photographer:  three  years  in  tv  pro- 
duction, H  in  photography.  Also  do  on-camera 

announcing.  Radio-tv  college  major,  southerner, 
married.  Presently  employed,  but  want  bigger 
station,  one  that  is  doing  something.  Box  909F, BROADCASTING. 

News  director:  Now  heading  metropolitan  tv- 
radio  newsroom.  Consistently  ahead  on  major 
regional,  national  news.  Top  references;  authori- 

tative airwork.  Box  948F,  BROADCASTING. 

Producer/coordinator/writer.  New  York  tv  ex- 
perience. Dependable,  cooperative,  ambitious. 

Box  953F,  BROADCASTING. 

FOR  SALE 

Stations 

Good  midwest  daytimer,  medium  market,  has 
shown  steady  progress  to  break-even  point.  Now 
fine  owner-operator  opportunity.  $20,000  cash 
down  on  $90,000  price.  Write  owner,  Box  791F, 
BROADCASTING. 

Owners  have  other  interests,  250  watt  fulltime. 
Own  land  and  modern  building.  One  of  the 
nation's  best  mid-south  markets.  Quick  sale $120,000.  No  brokers.  Box  938F,  BROADCASTING. 

Gulf  south  small  market  stations,  prices  rang- 
ing from  $35,000  to  $90,000.  Chapman  Company, 

1182  West  Peachtree,  Atlanta. 

Norman  &  Norman,  Inc.,  510  Security  Bldg., 
Davenport,  Iowa.  Sales,  purchases,  appraisals, 
handled  with  care  and  discretion.  Experienced. 
Former  radio  and  television  owners  and  opera- tors. 

Georgia  small  market  stations  (2),  $42,000, 
$75,000,  terms.  Chapman  Company,  1182  West 
Peachtree,  Atlanta. 

Write  now  for  our  free  bulletin  of  oustanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  6381  Hollywood  Blvd., 
Los  Angeles,  Calif. 

Southwest  resort  area  television  station,  $277,000; 
$65,000  down  payment.  Chapman  Company,  33 
West  Micheltorena,   Santa  Barbara,  California. 

Northeast  small  market  stations,  $70,000  to 
$200,000;  medium  market  station,  $250,000;  large 
market  station,  $450,000;  terms.  Chapman  Com- 

pany, 1270  Avenue  of  Americas,  New  York. 

Equipment 
Tower.  Free  standing  115  foot  new  Dresser- 
Ideco.  Never  erected.  Complete  drawing.  Rea- 

sonably priced.  Box  717F,  BROADCASTING. 

Complete  Federal  193-A  10  kw  fm  air  cooled 
transmitter  with  transmitter  console.  Good  con- 

dition. Low  price.  Send  for  complete  descrip- 
tion.  Box  927F,  BROADCASTING. 

Practically  new  1958  Volkswagen  mobile  studio, 
complete  with  30  watt  fm  transmitter  and  re- 

ceiver, TT,  console,  air  cooler,  now  in  use. 
1800  actual  miles  on  unit.  Priced  to  sell  at 
$3,500.    Contact   Box    960F,  BROADCASTING. 

Complete  studio  equipment  worth  $4,000  includ- 
ing Gates  console,  turntable,  bimote,  Presto 

disc  recorder  etc.  to  the  highest  bidder.  Box 
972F,  BROADCASTING. 

For  sale  to  the  highest  bidder,  196'  Truscon  Steel 
self  supporting  tower.  A-l  condition.  Bid  to  in- 

clude dismantling  and  removal  from  site.  Avail- 
able about  October  18.  Write  WHUN,  Huntingdon, 

Pa. 

Limiter-amplifier,  unused;  Collins  356-E;  Daven 
output  "Tee"  control;  instructions.  $135.00  fob. Continental  Research,  Box  7800,  Washington, 
D.  C. 

FM  transmitters.  New,  FCC  approved.  Immediate 
availability.  Contact  Industrial  Transmitters  and 
Antennas,  235  Fairfield  Avenue,  Upper  Darby, 
Pa.,  Flanders  2-0355. 
Weather  warning  receivers  for  Conelrad  and 
Disaster  Weather  warnings.  Air  Alert  II — $46.50, 
Air  Alert  I— $89.50.  Miratel,  Inc.,  1080  Dionne 
St.,  St.  Paul,  Minn. 

Stations 

Seasoned  manager,  moneymaker,  desires  invest 
with  services;  existing  or  proposed  station.  Pre- 

fer west;  consider  any  market  with  good  poten- tial. Box  836F,  BROADCASTING. 

Responsible  party  wants  to  lease,  with  option  to 
buy  a  radio  station  in  Ark.,  La.,  Ala.,  Miss., 
Tenn.,  or  Missouri.  Small  market  station  with 
pop  5,000  to  10,000.  Party  presently  general  man- ager of  1,000  watt  station  in  southwest.  All 
response  to  this  ad  held  in  strict  confidence. 
Box  860F,  BROADCASTING. 

Responsible  party  desires  to  purchase  radio  sta- tion, financially  sound.  Confidential.  Write  Box 
894F,  BROADCASTING. 

Now  ready  to  add  a  2nd  station.  Up  to  $45,000 
down.  Prefer  midwest;  no  eastern  or  southern. 
Absolute  confidence  guaranteed.  I  know  its  im- 

portance. J.  D.  Hill,  KWHK,  Hutchinson,  Kansas. 

Equipment 
Exciter  unit  minus  power  supply  from  Federal 
fm  transmitter.  Box  774F,  BROADCASTING. 

Transmission  line  dehydrator.  State  make,  model, 
and  price.  WSBA-TV,  York,  Pennsylvania. 

Used  transmitter,  one  and  ten  kilowatt,  must  be 
in  good  condition  and  complete.  Contact  John  W. 
Saylor,  234  North  Lake  Avenue,  Pasadena,  Cal- ifornia. 

MISCELLANEOUS 

Bingo  Time  U.S.A.  printers  of  personalized  bingo 
game  sheets  for  radio  and  television  programs. 
P.O.  Box  1871,  Hollywood  28,  California. 

INSTRUCTIONS 

F.C.C.  first  phone  preparation  by  correspondence 
or  in  residence  classes.  Our  schools  are  located 
in  Washington,  Hollywood,  and  Seattle.  For 
details,  write:  Grantham  School,  Desk  2,  821 — 
19th  Street,  N.  W.,  Washington,  D.  C. 

FCC  first  phone  license  in  six  weeks.  Guaranteed 
instruction  by  master  teacher.  G.I.  approved. 
Phone  FLeetwood  2-2733.  Elkins  Radio  License 
School,  3605  Regent  Drive,  Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  st  phone 
license,  5  to  6  weeks.  Reservations  required.  En- rolling now  for  classes  starting  October  29, 
January  7,  1959  and  March  4,  1959.  For  informa- 

tion, references  and  reservations  write  Wil- 
liam B.  Ogden  Radio  Operational  Engineering 

School,  1150  West  Olive  Avenue,  Burbank, 
California. 

RADIO 

Help  Wanted 

Sales 

jjj  SALES  MANAGER 
!■•  wanted  by  leading  24  hour  independent  jjj 
III  in  excellent  local  business  market.  Sta-  111 
11!  tion  Number  One  by  latest  Hooper  &  jjj 

jj:  Pulse.  Top  pay  and  bright  future  with  3  jjj 
ill  station  group  that's  growing  fast.  Call  or  jjj jjj  write:  jjj 
:::  Robert  S.  Kieve  jjj WBBF  | 

jjj  339  East  Avenue 
jjj  Rochester,  N.  Y.  jjj 

jjj  HAmilton  6-8920  jjj 

Announcers 

DJ  FOR  CALIFORNIA 
No  staff  announcers,  please.  If  you  pro- 

duce a  fast-paced  show,  have  showman- 
ship, air-salesmanship,  create  talk  about 

yourself,  increase  ratings;  rush  details, 
tape  to  Lee  Ellis,  KFSD  Radio,  P.O.  Box 
628,  San  Diego,  California. 
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RADIO TELEVISION EMPLOYMENT  SERVICES 

Help  Wanted— (Cont'd) 

A  new  250  watt  fulltime  station 

located  in  a  town  of  12,000  is 

looking  for  a  complete  top-flight 

staff  due  to  complete  change  in 

programming. 

Promotion  Manager 

Program  Director 

News  Director 

Girl  DJ  and  Copywriter 

Morning  Man 

All  personnel  must  double  in  one 

or  more  jobs.  Must  be  civic 

minded.  Send  picture,  resume, 

tape  and  salary  expected.  All 

personnel  will  be  selected  within 

the  next  30  days.  Send  replies  to 

Box  958F,  BROADCASTING 

Help  Wanted— (Cont'd) 
Sales 

California  Small  Market 
3  Network  VHF  Station 

KSBY-TV 
Needs  local  sales  manager  with  proven 
record.  Salary-draw,  against  commis- 

sion; also  override,  car  expenses,  major 
medical  plan,  and  profit  participation. 
Must  be  permanent  and  fit  into  town  of 
20,000.  Also  need  capable,  experienced 
tv  salesman  for  KSBW-TV  Salinas.  Send 
complete  details,  references,  sales  rec- 

ord, and  photograph  to  John  Cohan, 
KSBW-TV,  P.O.  Box  1651,  Salinas,  Cal- 
ifornia. 

FOR  SALE 

Equipment 

Western  Electric  5C  D-94992  AM  5  KW 
Broadcast  transmitter  (has  been  modified  and 
kept  up  to  date)  complete  with  water  cooling, 
power  supplies  and  etc.  Was  operated  until 
June,  complied  with  FCC  regulations  at  end. 
Very  cheap.  Also  lots  of  other  am,  fm,  and  tv 
used  equipment. 

Empire  Steel  &  Wire  Corporation 
15  06  Wesley  Avenue 
Erie,  Pennsylvania 

Phone  86542 — Collect 

WANTED  TO  BUY 

A  Specialized  Service  For 
Managers  Commercial  Managers 
Chief  Engineer         Program  Managers 
CONFIDENTIAL  CONTACT 
NATIONWIDE  SERVICE 

BROADCASTERS  EXECUTIVE  PLACEMENT  SERVICE 
1736  Wisconsin  Ave.,  N.  W. 

Washington  7,  D.  C. 

RADIO— TV— ADVERTISING 
PLACEMENT  SERVICE 

Many  job  availabilities  throughout  the  Southeast 
FREE    REGISTRATION— LARGE  DEMAND 

*  Engineers  for  Radio  &  TV 
*  Salesmen  for  Radio  &  TV 
*  Announcers  *  Combo  men 
*  TV   Production    •    Film  Editors 
PROFESSIONAL  PLACEMENT 
458  PEACHTREE  ARCADE 

ATLANTA,  GEORGIA 
JACKSON  5-4841 

MISCELLANEOUS 

^★★★★★★★★★★★★★★★★★★★★★★★★★★★★i 

*  JAMES  SINYARD    (Jimmy  Darnel)  J 

*  Tel.  me  collect  at  Clewiston,  Florida  ̂  

*  Yu  2-5911  or  Miami  Tu  7-3639.  Jim  * 
£  McCorvey.  % 

RADIO 
Stations 

Situations  Wanted 

Sales 

I  WANT  OUT! 

The  agency  rat-race  has  got  me!  Over  5  years 
in  agency  as  AE  on  accounts  heavy  in  radio 
and  TV.  4  years  in  radio,  over  2  as  Sales  Man- 

ager. Would  like  good  opportunity  in  radio  or 
TV  sales  with  station  or  Rep.  Age  35,  married, 
will  relocate  anywhere.  All  replies  acknowledged. 

Box  975F,  BROADCASTING. 

NEWSMAN 

Make  lasting  friends  for  your  operation 
with  top  community  news  coverage.  With 
this  service  come  sales.  Well  experienced 
tv,  radio.  Now  with  award  winning  news 
department.  Want  opportunity  to  help  build 
your  station. 

Box  957F,  BROADCASTING 

TELEVISION 

Help  Wanted 

Announcers 

Production-Programming,  Others 

LARGE,  metropolitan  Radio-TV  News 
Department  looking  for  experienced  TV 
news  personality.  Must  have  good  appear- 

ance, seasoned  delivery,  and  documented 
news  background.  The  right  salary  for 
the  right  man. 

Box  917F,  BROADCASTING 

WANTED  TO  BUY 

LEASE  OR  MANAGE 

STATIONS 

PAY  OUT  BASIS 

STRONG  SALES  &  PUBLIC  RE- 

LATIONS    EXECUTIVE,  PRO- 
MOTIONAL  BACKGROUND, 

with  STAFF,  former  Owner  Radio  Sta- 
tion in  the  East  and  Executive  Man- 
ager UFH  Station — is  now  available. 

You  will  find  our  arrangements  equi- 
table, mutually  profitable.  Confiden- tial. 

Emanuel  Lazarus  Stone 

Planning  &  Public  Relations 
3220  Hudson  Blvd.,  Jersey  City  6, 

New  Jersey 

Telephone  Swarthmore  5-0201 

INSTRUCTIONS 

Want  a  TV  or  Radio  Job? 
as  announcer,  writer,  producer? 

The  National  Academy 

of  Broadcasting 
3338  1  6th  St.  N.W. 
Washington,  D.  C. 

Trains  and  places 
men  and  women  in 

TOP  JOBS 
New  term  starts  Sept.  29.  Send  for 
folder  and  list  of  position!  available. 

Call  DEcatur  2-5580 

/or 

Dollar 

you  can't 
beat  a 

classified  ad 

in  getting 

top-flight 

personnel 
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FOR  THE  RECORD  continued  from  page  102 

SUMMARY  OF  STATUS  OF  AM,  FM,  TV 
Compiled  by  BROADCASTING  through  Sept.  17 

ON  AIR  CP  TOTAL  APPLICATIONS 
Lie.  Cps  Not  on  air  For  new  stations 

AM  3,251  36  105  544 
FM                                679  28 

109 
68 

Tv  (Commercial)            43 11  79" 
115 

1 08 

OPERATING  TELEVISION STATIONS 

Compiled  by  BROADCASTING  th rough  Sept.  17 
VHF 

UHF 

TOTAL 
Commercial  426 84 

5103 

Non-Commercial  27 8 

331 

COMMERCIAL  STATION  BOXSCORE 

As  reported  by  FCC  through  Aug.  31 

AM 

FM 

TV 
Licensed  (all  on  air) 

3,251 CPs  on  air  (new  stations) 30 

HI2 

1  1 

CPs  not  on  air  (new  stations) 

95 

SO 111 1 1J 
Total  authorized  stations 

3,376 

644 667 

Applications  for  new  stations  (not  in  hearing) 424 

43 48 

Applications  for  new  stations  (in  hearing) 107 

30 

58 
Total  applications  for  new  stations 531 

73 

106 

Applications  for  major  changes  (not  in  hearing) 

359 

26 39 

Applications  for  major  changes  (in  hearing) 41 0 16 
Total  applications  for  major  changes 

400 
26 55 

Licenses  deleted 0 1 0 
CPS  DELETED 0 0 0 

1  There  are,  in  addition,  nine  tv  stations  which  are  no  longer  on  the  air,  but  retain  their licenses. 
2  There  are,  in  addition,  38  tv  co-holders  which  were  on  the  air  at  one  time  but  are  no 

longer  in  operation  and  one  which  has  not  started  operation. 
8  There  have  been,  in  addition,  177  television  cps  granted,  but  now  deleted  (33  vhf  and 144  uhf). 
*  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 

ering  change  of  aux.  trans,  from  DA-2  to  DA-N; 
remote  control  permitted  while  using  nondi- rectional  ant. 
WIBX  Utica,  N.  Y. — Granted  license  covering installation  of  new  aux.  trans,  and  increase 

power. 
WFPK  Louisville,  Ky. — Granted  license  cover- 

ing increase  of  ERP  to  20  kw.  and  make  changes 
in  ant.  system. 
KEEZ  (FM)  San  Antonio,  Tex.— Granted  li- 

cense covering  change  of  ant. -trans,  location, 
installation  new  type  ant.,  increase  ERP  to  17.5 
kw,  and  specify  studio  location  (same  as  trans, 
location). 
WSMI  Litchfield,  III.— Granted  mod.  of  cp  to install  new  main  trans.;  condition. 
WBGC  Chipley  Fla.— Granted  extension  of  au- 

thority to  sign-off  at  6:30  p.m.  local  time,  except 
for  special  events  for  period  ending  12-1;  eco- nomic reasons. 
WTYN  Try  on,  N.  C— Granted  authority  to 

sign-off  at  6  p.m.  for  month  of  Sept.,  except  for special  events. 
WDVL  Vineland,  N.  J.— Granted  extension  of 

completion  date  to  10-31. 
WMUB-TV*  Oxford,  Ohio — Granted  extension 

of  completion  date  to  3-24-59. 
Actions  of  September  10 

WKY-TV  Oklahoma  City,  Okla.— Granted  cp  to install  aux.  ant.  at  main  trans,  site. 
WCDC  (TV)  Adams,  Mass.— Granted  mod.  of 

cp  to  change  ERP  to  vis.  122  kw,  aur.  61.7  kw, 
ant.  height  2,000  ft.,  and  make  changes  in  ant. 
system  and  equipment. 
The  following  stations  were  granted  exten- 

sions of  completion  dates  as  shown:  WIRT  (TV) 
Hibbing,  Minn,  to  3-1-59;  WVMI-TV  Biloxi,  Miss, 
to  4-1-59;  KORN-TV  Mitchell,  S.  D.  to  1-13-59. 
KHVH  Honolulu,  Hawaii — Granted  change  of 

remote  control  authority. 

NARBA  Notifications 

MEXICO 

Notification  under  the  Provisions  of  North 
American  Regional  Broadcasting  Agreement 
List  of  changes,  proposed  changes,  and  correc- 

tions in  assignments  of  Mexican  broadcast  sta- 
tions modifying  the  appendix  containing  assign- 

ments of  Mexican  broadcast  stations  attached  to 
the  recommendations  of  the  North  American 
Regional  Broadcasting  Agreement  Engineering 
Meeting,  Jan.  30,  1941. 
Mexican  List  No.  211  Aug.  20,  1958 

710  Kc 
XEBL  Culiacan,  Sinaloa — 5  kw  DA-N,  unl. 

Class  II.  2-20-59.  (Change  in  frequency  from 1260  kc.) 
840  Kc 

Tampico,  Tamaulipas— 500  w  ND,  D.  Class  II. 
2-20-59.  New. 

1120  Kc 
XETR  Ciudad  Valles,  San  Luis  Potosi — 1000  w 

ND,  D.  Class  II.  Upon  commencement  of  opera- 
tion on  1320  kc.  (Delete  assignment — vide  1320 kc.) 

1170  Kc 

XEZS  Coatzacoalcos,  Veracruz — 500  w  D,  250 
w  N,  ND,  unl.  Class  II.  2-20-59.  New. 

1260  KC 
XEBL  Culiacan,  Sinaloa — 5  kw  D,  0.5  kw  N, 

unl.  Class  III-B.  Upon  commencement  of  opera- 
tion on  710  kc.  (Delete  assignment — vide  710  kc.) 

1320  Kc 

XETR  Ciudad  Valles,  San  Luis  Potosi— 1  kw  D, 
0.1  kw  N,  ND,  unl.  Class  IV.  9-20-58.  (Change  in 
frequency  from  1120  kc.) 

1330  Kc 

XEYG  Iguala,  Guanajuato— 250  w  ND,  D.  Class 
IV.  2-20-59.  New. 

1340  Kc 
XEBK  Nuevo  Laredo,  Tamaulipas — 250  w  ND, 

unl.  Class  IV.  11-20-59.  (Increase  power.) 
1370  Kc 

XEXO  Neuvo  Laredo,  Tamaulipas — 250  w  ND, 
D.  Class  IV.  8-20-58.  (Change  in  call  letters  from XENU.) 

1400  Kc 

XESB  Santa  Barbara,  Chihuahua— 1  kw  D,  250 
w  N,  ND,  unl.  Class  IV.  11-20-58.  (Increase  in 
daytime  power.) 

1490  Kc 

XECH  Toluca,  Mexico— 500  w  D,  250  w  N,  ND, 
unl.  Class  IV.  11-20-58.  (Increase  in  daytime 
power.) 

1520  Kc 
XEST  San  Luis  Rio  Colorado,  Sonora— 250  w 

ND,  D.  Class  II.  2-20-58.  New. 
1550  Kc 

XENU  Neuvo  Laredo,  Tamaulipas — 50  kw  D,  1 
kw  N,  DA-N,  unl.  Class  II.  2-20-58.  (Change  in 
call  letters  from  XEXO  and  in  characteristics  of 
operation.) 

1600  Kc 

Los  Mochis,  Sinaloa— 1  kw  D,  200  w  N,  ND, 
unl.  Class  IV.  2-20-58.  New. 

License  Renewals 

Granted  renewal  of  following  station  licenses: 
WDOG  Marine  City,  Mich.;  WELL  Battle  Creek, 
Mich.;  WEXL  &  alt.  main,  Royal  Oak,  Mich.; 
WFAH  Alliance,  Ohio;  WFDF  &  alt.  main,  Flint, 

I. 

Mich.;  WFIN  Findlay,  Ohio;  WFMJ  &  aux., 
Youngstown,  Ohio;  WFOB  Fostoria,  Ohio;  WFRO 
Fremont,  Ohio;  WGHN  Grand  Haven,  Mich.; 
WGRD  &  aux.,  Grand  Rapids,  Mich.;  WHBC  & 
aux.,  Canton,  Ohio;  WHGR  &  aux.,  Houghton 
Lake,  Mich.;  WHHH  Warren,  Ohio;  WIBM  & 
aux.,  Jackson,  Mich.;  WJER  Dover,  Ohio;  WJLB 
&  aux.,  Detroit,  Mich.;  WLW  &  alt.  main,  Cin- 

cinnati, Ohio;  WMBN  Petoskey,  Mich.;  WTCM 
Traverse  City,  Mich.;  WTOD  Toledo,  Ohio; 
KLSE  (TV-ED)  Monroe,  La.;  WAGR  Lumberton, 
N.  C;  WAMW  Washington,  Ind,;;  WARU  Peru, 
Ind.;  WAUG-FM  Augusta,  Ga.;  WAVU,  WAVU- 
FM  Albertville,  Ala.;  WCRK  Morristown,  Tenn.; 
WDOB  Canton,  Miss.;  WEAG  Alcoa,  Tenn.; 
WEOA  &  aux.,  WEHT-TV,  main  trans.  &  ant., 
Evansville,  Ind.;  WTUC  Union  City,  Tenn.; 
WWXL  Manchester,  Ky.;  WTLB  Utica,  N.  Y.; 
KBRS  Springdale,  Ark.;  WFAM-TV  Lafayette, 
Ind.;  WFUL,  WFUL-FM  Fulton,  Ky.;  WGRE 
(ED-FM)  Greencastle,  Ind.;  WISH  Indianapolis, 
Ind.;  WKAM  Goshen,  Ind.;  WLSI  Pikesville,  Ky.; 
WMCH  Church  Hill,  Tenn.;  WMRI,  WMRI-FM 
Marion,  Ind.;  WNGO  Mayfield,  Ky.;  WPKY 
Princeton.  Ky.;  WTRO  Dyersburg,  Tenn.;  WABJ 
Adrian,  Mich.;  WADC  &  aux.,  Akron,  Ohio; 
WAKR  &  aux.,  Akron,  Ohio;  WALM  Albion, 
Mich.;  WAND  Canton.  Ohio;  WATC  Gaylord, 
Mich.;  WATH  Athens,  Ohio;  WATT  Cadillac, 
Mich.;  WATZ  Alpena,  Mich.;  WAVI  Dayton, 
Ohio;  WBBC  Flint,  Mich.;  WBBW  Youngstown, 
Ohio;  WBEX  Chillicothe,  Ohio;  WBFC  Fremont, 
Mich.;  WBNS  &  aux.,  Columbus,  Ohio;  WCEN 
Mt.  Pleasant,  Mich.;  WCER  Charlotte,  Mich.; 
WCHB  Inkster,  Mich.;  WCHI  Chillicothe,  Ohio; 
WCIN  Cincinnati,  Ohio;  WCMW  Canton,  Ohio; 
WCUE  Akron,  Ohio;  WATM  Atmore,  Ala.;  WSYL 
Sylvania,  Ga.;  WCPO  &  alt.  main,  Cincinnati, 
Ohio;  WHAK  Rogers  City,  Mich.;  WHFB  Benton 
Harbor-St.  Joseph,  Mich.;  WHIZ  &  aux.,  Zanes- 
ville,  Ohio;  WHK  alt.  main  &  aux.,  Cleveland, 
Ohio;  WHKK  &  aux.,  Akron,  Ohio;  WHLS  & 
aux.,  Port  Huron,  Mich.;  WHMI  Howell,  Mich.; 
WHRV  Ann  Arbor,  Mich.;  WHTC  Holland,  Mich.; 
WIKB  Iron  River,  Mich.;  WILE  Cambridge, 
Ohio;  KEVL  White  Castle,  La.;  WING  &  alt. 
main,  Dayton,  Ohio;  WION  Ionia,  Mich;  WIRO 
Ironton,  Ohio;  WIZE  Springfield.  Ohio;  WJBL 
Holland,  Mich.;  WJEF  Grand  Rapids,  Mich.: 
WJEH  Gallipolis,  Ohio;  WJMS  Ironwood,  Mich.; 
WJPD  Ishpeming,  Mich.;  WKBN  Youngstown, 
Ohio;  WKHM  Jackson,  Mich.;  WKLZ  Kalamazoo, 
Mich.;  WKMF  Flint,  Mich.;  WKZO  Kalamazoo, 
Mich.;  WOSU  Columbus,  Ohio;  WSAI  Cincinnati, 
Ohio;  WSAM  Saginaw,  Mich.;  WSTR  Sturgis, 
Mich.;  WSTV  Steubenville,  Ohio;  WTNS  Coshoc- 

ton, Ohio;  WTTH  Port  Huron,  Mich.;  WTVB 
Coldwater,  Mich.;  WVKO  &  aux.,  Columbus, 
Ohio;  WWBC  Bay  City,  Mich.;  WWJ  &  aux., 
Detroit,  Mich.;  WWST  &  aux.,  Wooster,  Ohio; 
WAKR-FM  Akron,  Ohio;  WBNS-FM  Columbus, 
Ohio;  WDET-FM  Detroit,  Mich.;  WFAH-FM  Al- 

liance, Ohio;  WFIN-FM  Findlay,  Ohio;  WFOB- 
FM  Fostoria,  Ohio;  WFRO-FM  Fremont,  Ohio; 
WHBC-FM  Canton,  Ohio;  WHFB-FM  Benton 
Harbor-St.    Joseph,   Mich.;    WHIO-FM  Dayton, 

Ohio;  WHK-FM  &  SCA,  Cleveland,  Ohio;  WJEF- 
FM  &  SCA,  Grand  Rapids,  Mich.;  WKBN-FM 
Youngstown,  Ohio;  WKMH-FM  Dearborn,  Mich.; 
WLDM  &  SCA,  Detroit,  Mich.;  WMHE  &  SCA, 
Toledo,  Ohio;  WOMC  Detroit,  Mich.;  WSAI-FM 
&  SCA,  Cincinnati,  Ohio;  WSAM-FM  Saginaw, 
Mich.;  WSTR-FM  Sturgis,  Mich.;  WSTV-FM 
Steubenville,  Ohio;  WTOD-FM  Toledo,  Ohio; 
WTOL-FM  Toledo,  Ohio;  WTVB-FM  Coldwater, 
Mich.;  WVKO-FM  Columbus,  Ohio;  WWJ-FM 
Detroit,  Mich.;  WWST-FM  Wooster,  Ohio;  WAPS 
Akron,  Ohio;  WBGU  Bowling  Green,  Ohio; 
WBOE  Cleveland,  Ohio;  WBWC  Berea,  Ohio; 
WCBE  Columbus,  Ohio;  WDTR  Detroit,  Mich.; 
WHPR  Highland  Park,  Mich.;  WKAR-FM  East 
Lansing,  Mich.;  WOAK  Royal  Oak,  Mich.;  WOSU- 
FM  Columbus,  Ohio;  WOUI  Athens,  Ohio;  WSLN 
Delaware,  Ohio;  WTDS  Toledo,  Ohio;  WUOM 
Ann  Arbor,  Mich.;  WYSO  Yellow  Springs,  Ohio; 
WHCI  Hartford  City,  Ind.;  WAKR-TV,  main 
trans.,  main  &  aux.  ant.,  Akron,  Ohio;  WBNS- 
TV,  main  trans.  &  ant..  Columbus,  Ohio;  WCPO- 
TV  Cincinnati,  Ohio;  WEWS  (TV),  main  &  aux. 
trans.  &  ant.,  Cleveland,  Ohio;  WFMJ-TV,  main 
trans.  &  ant.,  Youngstown,  Ohio;  WHIO-TV, 
main  trans.  &  ant.,  Dayton,  Ohio;  WHIZ-TV 
Zanesville,  Ohio;  WKBN-TV,  main  trans.,  main 
&  aux.  ant.,  Youngstown,  Ohio;  WKNX-TV  Sagi- 

naw, Mich.;  WKRC-TV  Cincinnati,  Ohio;  WKZO- 
TV,  main  trans.,  main  &  aux.  ant.,  Kalamazoo, 
Mich.;  WLWC  (TV)  Columbus,  Ohio:  WLWD 
(TV)  and  aux.'s  same  as  WLWC  (TV)  Dayton, 
Ohio;  WLWT  (TV)  Cincinnati,  Ohio;  WNEM-TV, main  trans.,  main  &  aux.  ant.,  Bay  City,  Mich.; 
WOOD-TV,  main  &  aux.  trans.  &  ant.,  Grand 
Rapids,  Mich.;  WPBN-TV  Traverse  City,  Mich.; 
WSTV-TV  Steubenville,  Ohio;  WTVN-TV  Colum- 

bus, Ohio;  WWJ-TV,  main  ant.,  main  &  aux. 
trans.,  Detroit,  Mich.;  WOSU-TV  (Ed.)  Colum- 

bus, Ohio;  WBCK  Battle  Creek,  Mich.;  WBCM 
Bay  City,  Mich.;  WCBY  Cheboygan,  Mich.; 
WGAR  &  aux.,  Cleveland,  Ohio;  WKBZ  Muske- 

gon, Mich.;  WKLA  Ludington,  Mich.;  WKMI  & 
aux.,  Kalamazoo,  Mich.;  WKRC  Cincinnati,  Ohio; 
WLEC  &  aux.,  Sandusky,  Ohio;  WLEW  &  aux., 
Bad  Axe,  Mich.;  WLMJ  Jackson,  Ohio;  WMAN 
&  alt.  main,  Mansfield,  Ohio;  WMDN  Midland, 
Mich.;  WMIQ  Iron  Mountain,  Mich.;  WMOA 
Marietta,  Ohio;  WMOH  Hamilton,  Ohio;  WMPC 
Lapeer,  Mich.;  WMRN  Marion,  Ohio;  WMRP 
Flint,  Mich.;  WMUS  Muskegon,  Mich.;  WMVO 
Mount  Vernon,  Ohio;  WNIL  Niles,  Mich.;  WNXT 
Portsmouth,  Ohio;  WOAP  Owosso,  Mich.;  WOHI 
East  Liverpool,  Ohio;  WOHO  &  aux.,  Toledo, 
Ohio;  WOHP  Bellefontaine,  Ohio;  WONW  De- 

fiance, Ohio;  WOOD  &  aux..  Grand  Rapids, 
Mich.;  WOUB  Athens,  Ohio;  WPAG  Ann  Arbor, 
Mich.;  WPFB  Middletown,  Ohio;  WPVL  Paines- 
ville,  Ohio;  WSOO  Sault  Ste.  Marie,  Mich.; 
WCPO-FM  and  SCA,  Cincinnati,  Ohio;  WGAR- 
FM  Cleveland,  Ohio;  WICA-FM  and  SCA.  Ashta- 

bula, Ohio;  WKRC-FM  Cincinnati,  Ohio;  WMCR 
(FM)  Kalamazoo,  Mich.;  WMRN-FM  Marion, 
Ohio;  WMVO-FM  Mount  Vernon,  Ohio;  WPAY- 
FM  Portsmouth,  Ohio;  WNOX  Knoxville,  Tenn.; 
WGLC  Centreville,  Miss.;  WGNS  Murfreesboro, 
Tenn.;  WHER  Memphis,  Tenn.;  WTJS  Jackson, 
Tenn. 
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In  all  satellite  counties  covered  ... 

WFBM-TV  sells  to  widest  audience  potential! 

First  by  a  good  margin,  WFBM-TV  dominates  all 
other  stations  in  Mid- Indiana  both  in  total  coverage 
and  market  penetration  —  map  shows  county  percentages 
measured  by  Nielsen  Coverage  Study  No.  3,  Spring  1958. 

where  else  . .  . 

—  will  you  find  satellite  markets  that  are  33%  richer 
and  50%  bigger  than  the  metropolitan  trading  zone 
itself  ? 

—  does  a  central  market  exert  such  an  economic  pull  on 
so  many  specific  areas  that  are  retail  trading  centers 
in  their  own  right  ? 

—  do  you  find  such  a  widespread  marketing  area  covered 
from  one  central  point  .  .  .  and  by  WFBM-TV! 

—  can  you  buy  just  one  station  with  no  overlapping 
penetration  by  basic  affiliates  of  the  same  network  ? 

Only  here -where  WFBM-TV  is  first  in  Mid- 
Indiana— can  you  buy  more  honest  market  penetration, 
more  consumer  influence,  for  fewer  dollars  expended 
than  anywhere  else.  Now  it  will  pay  you  to  take  another 
longer,  better  look!  We  are  proud  of  our  current  ARB. 

The  Nation's  13  th  Television  Market 
. .  .with  the  only  basic  NBC  coverage 

of  760,000  TV  set  owning  families. 

soW"°°  Indianapolis  itself  —  Major  retail 
area  for  18  richer-than-average  counties.  1,000,000  pop- 

ulation—350,600  families  with  90%  television  ownership! 

11  Satellites -Each  a  recognized 

marketing  area  — and  well  within  WFBM-TV's  basic 
area  of  influence.  Includes  Marion  •  Anderson  • 

Muncie  •  Bloomington  •  Vincennes  •  Terre  Haute 
•  Danville,  Illinois  •  Lafayette  •  Peru  •  Logansport •  Kokomo. 

Represented  Nationally  by  the  KATZ  Agency 
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MONDAY  MEMO 

I 

i 

from  RICHARD  LOCKMAN,  vice  president-general  manager,  Emil  Mogul  Co.,  New  York 

Why  go  for  broke  on  television  shows 

when  tape  trial  runs  can  cut  the  risk? 

Will  the  yawn  of  today  spawn  the 
deep  sleep  of  tomorrow  for  the  tv 
viewer? 

Put  another  way,  will  today's  play- 
it-safe  tv  programming  drive  tomor- 

row's viewers  away  from  their  sets  in 
ever-increasing  numbers? 

If  these  queries  reflect  alarm,  they're 
so  intended.  I  am  alarmed.  As  a  prin- 

cipal in  an  agency  whose  clients  spend 

millions  yearly  in  what  has  been  a  su- 
perbly powerful  selling  medium,  I  am 

deeply  concerned  lest  run-away  audi- 
ences convert  tv  into  a  second-stringer 

for  advertisers. 

There's  undoubtedly  more  than  one 
reason  why  freshness  and  originality 
are  so  rare  in  tv  programming  these 
days,  but  I  think  the  most  decisive  one 
is  the  unwillingness  of  broadcasters  to 

take  chances.  They're  playing  it  safe, 
sticking  to  what  they  think  are  sure- 

fire formulas.  But  in  the  process  of  bet- 

ting on  sure  things,  aren't  they  taking 
the  biggest  gamble  of  all — the  risk  that, 

in  insuring  today's  program  sponsor- 
ship, they'll  lose  tomorrow's? 

In  raising  this  question,  I  am  not 
unmindful  of  the  conservatism  forced 

upon  the  broadcasting  industry  by  op- 

erational economics.  It  doesn't  take 
much  unsold  choice  time  to  put  a  net- 

work in  a  financial  hole.  And  the  tv 

networks  can  point  to  a  whole  series  of 

ventures  into  new  and  original  pro- 
gramming which  became  costly  flops. 

But  what  puzzles  me  is  why  tv  broad- 
casters, year  after  year,  keep  going 

all  out  with  untested  shows — that  is, 
untested  as  far  as  actual  viewing  con- 

ditions are  concerned.  Why  don't  they 
emulate  other  industries  in  the  kind 

of  pre-testing  that  drastically  cuts  down 
on  the  financial  gamble? 

What  I  have  in  mind  is  the  type  of 

full-scale  testing  of  new  products  in 
selected  markets  which  many  industries, 
such  as  toilet  goods,  conduct  all  the 
time. 

Just  as  tv  has  to  maintain  a  continu- 
ous flow  of  interesting  programs,  the 

drug,  cosmetics  and  toilet  goods  field 

has  to  keep  coming  up  with  new  prod- 
ucts, new  styles,  new  colors  and  new 

merchandising  ideas.  You  get  some  idea 
of  the  importance  of  this  facet  of  the 

business  when  you  realize  that,  accord- 

ing to  a  recent  analysis,  40%  of  today's 
toiletry  sales  in  drug  stores  are  made 

up  of  products  that  weren't  on  the  mar- 
ket five  years  ago. 

You  can  be  sure  that  toilet  goods 

makers  are  going  to  go  after  the  new 
markets  with  their  historic  zeal.  But 

you  can  also  be  sure,  on  the  basis  of 

past  performance,  that  they  won't  en- 
gage in  a  spree  of  reckless  plunging. 

What  does  the  successful  toiletry 
manufacturer  do,  in  planning  a  new 
product,  to  cut  down  the  risks?  First, 

of  course,  there's  research  to  determine 
if  there's  a  potential  market  for  it  and, 
if  there  is,  its  possible  size.  Second, 

there's  laboratory  research — and  plenty 
of  it — to  make  sure  the  product  is  right. 
If  a  similar  product  is  already  on  the 
market,  the  aim  is  to  avoid  making  an 
outright  copy  and  to  find  a  new  use, 

a  new  method  of  application,  a  signifi- 
cant differential.  Then  come  packaging 

and  endless  consumer  tests  to  develop 

the  final  product  and  the  supporting  ad- 
vertising program. 

Does  the  manufacturer  then  "shoot 

the  works"  and  launch  his  product 
across  the  country — as  the  networks  do 
with  a  new  program?  Far  from  it! 

Before  a  manufacturer  starts  market- 

ing a  new  product  nationally  it  is  sent 
into  selected  markets  for  thorough-go- 

ing tests  under  actual  marketing  condi- 
tions. Every  factor  that  could  contrib- 

ute to  the  product's  success  or  failure 
is  studied  carefully — the  advertising 
copy,  media,  displays,  etc. 

Two  good  examples  are  new  Revlon 

products  we've  been  working  on  for  al- 
most three  years — Top  Brass  hair  dress- 

ing for  men  and  Hi  and  Dri  roll-on  de- 
odorant. Both  were  launched  nationally 

this  summer  with  multi-million  dollar 
advertising  campaigns. 

But  national  marketing,  in  each  case, 

was  preceded  by  carefully  controlled 
tests  in  selected  cities  under  actual 

selling  conditions.  These  tests  enabled 
Revlon  to  gauge  the  national  market 
potential,  to  guide  them  in  finalizing 

product  features  and  packaging,  distri- 
bution, promotions  and  advertising. 

Nothing  was  left  to  hunches,  to  "ivory 
tower"  planning.  Every  element  had  to 
stand  up  in  the  field.  As  a  result,  both 
products  are  well  on  their  way  to 

being  top  Revlon  successes. 

There  may  be  obstacles  that  I  don't know  about,  but  from  where  I  sit  I 
can  see  no  valid  reason  why  program 

tryouts  can't  be  made  regularly. 
Good  reasons  for  not  subjecting  new 

programs  to  advance,  full-scale  tests 
may  have  existed  in  the  past.  As  live 
shows  they  were  expensive.  On  film 
they  were  unsatisfactory. 

But  the  advent  of  videotape,  I  be- 
lieve, has  removed  these  major  hurdles. 

With  videotape,  networks  can  put  on 

live-quality  programs  in  a  representa- 
tive group  of  test  cities — telecast  on 

pre-empted  choice  time.  The  viewing 

public  wouldn't  even  be  aware  that  a 
test  was  going  on.  Just  as  toiletry 

makers  do  with  new  products,  the  pro- 
grams could  be  examined  from  every 

angle  under  real  broadcasting  condi- 
tions. "Bugs"  could  be  removed,  im- 

provements made,  formats  changed— 
or  the  whole  program  scrapped.  Im- 

agine how  valuable  such  testing  would 
have  been  for  ESP! 

With  videotape,  trial  runs  have  be- 
come economically  feasible,  too.  No 

need  to  send  costly  casts  and  producing 

teams  on  the  road.  Tape  new  shows  in 

New  York  or  Hollywood — possibly 
during  auditions — and  do  three  or  four 
at  a  time  for  further  economy  so  that 

the  test  can  "run"  a  few  successive 
weeks. 

Tryouts  in  test  cities  may  be  no 

programming  panacea  for  tv.  But 

aren't  they  worth  considering?  If  trial 
runs  can  work  for  toiletry  makers,  why 
not  for  tv  broadcasters? 

Richard  Lockman,  b.  Jan.  21,  1921,  Brooklyn.  B.A., 

New  York  U.,  1945.  First  job  with  Ferry-Hanly  Adv. 

Agency  in  1940  as  office  boy-production  assistant.  From 
1945-50  was  multiple  brand  advertising  manager  of 

Mermen  Co.,  where  he  developed  baby-in-rose  adver- 
tising theme  for  Baby  Magic  product  and  pioneered 

men's  deodorant  field.  Served  next  five  years  with  Bour- 
jois  and  Barbara  Gould  affiliates  of  Chanel  Inc.,  be- 

coming v. p.  Joined  Emil  Mogul  Co.  as  v. p.  in  April 
1955,  becoming  a  principal  stockholder  in  December 
that  year.  Named  agency  general  manager  last  January 
hut  also  retains  supervision  of  Revlon  account. 
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EDITORIALS 

Not  for  Dollars  Alone 

HPHE  multi-million-dollar  sales  and  mergers  in  basic  branches  of 
I  the  radio-tv  business  during  the  last  few  weeks  call  attention 

to  the  vitality  and  also  the  room  for  growth  that  the  broadcast 

media  possess.  The  same  deals  also  raise  a  point  that  should  not  be 
overlooked. 

Jack  Wrather's  new  Independent  Television  Corp.  buys  the 
properties  of  Television  Programs  of  America  for  $11.35  million 

(see  story  this  issue).  An  elaborate  industrial  complex  pays  more 
than  S2  million  for  the  Mutual  network,  which  a  year  ago  brought 

one-fourth  that  amount  |Lead  Stoky,  Sept.  15].  Merger  of  National 

I'clelilm  Assoc..  itself  a  wide-ranging  operation,  with  National 
Theatres  Inc.  awaits  approval  by  the  stockholders  (and  also,  appar- 

ently, by  certain  government  agencies). 

Clearly,  now  laces  are  appearing  on  the  broadcast  scene  and  old 
hands  arc  taking  firmer  grips  on  bigger  chunks.  This  can  be  all  to 
the  good. 

Mutual's  new  management  says  it  will  upgrade  programming 
and  also  get  into  radio  and  tv  station  ownership — plus  film  net- 

work operation — on  a  full-scale  basis.  The  new  ITC  acquires 

valuable  properties  to  sell  while  it  proceeds  with  its  ambitious  pro- 
gram of  creating  new  series  for  television.  Both  NTA  and  NT1 

should  be  strengthened  by  their  merger.  So  far,  great. 
It  is  obvious  that  broadcasting  is  getting  to  be  a  big  business 

which  more  and  more  is  attracting  speculative  investors.  There  is 
nothing  wrong  in  this;  to  the  contrary,  broadcasting  would  be 
weak  indeed  if  investors  considered  it  unworthy  of  their  interest. 

But  broadcasting  is  more  than  a  way  of  making  money.  It  is  an 
art,  not  a  factory.  It  is  an  instrument  to  inform  as  well  as  entertain 
the  people,  to  broaden  their  knowledge  and  their  interests  as  well 

as  to  amuse  them.  It  must  be  operated  creatively  as  well  as  realis- 
tically, and  it  should  take  a  position  of  leadership  among  those 

whom  it  serves. 

Over  the  years  the  investors  who  have  come  into  broadcasting 
have,  for  the  most  part,  recognized  this  responsibility  and  respected 
it.  They  have  made  important  contributions  to  the  art.  Investors 
coming  now  and  in  the  future  must  act  with  equal  sincerity  if 

broadcasting  is  to  continue  to  prosper.  It  is  in  their  own  self-interest 

to  do  so,  for  it's  a  proven  fact  that  broadcasting  will  not  for  long 
make  money — if  its  operators  make  money  their  sole  goal. 

Non-Partisan  Politics 

POLITICS  isn't  our  dish  of  tea,  particularly  the  partisan  kind. 
But  politics  is  in  the  air,  what  with  the  Maine  upsets  and  the 

upcoming  bi-elections  that  will  see  all  of  the  House  and  one-third 
of  the  Senate  up  for  grabs,  as  the  pundits  say. 

Politically,  we're  independent.  It  doesn't  matter  to  us  whether 
a  candidate  rides  the  GOP  elephant  or  the  Democratic  donkey. 

We're  interested  in  where  he  stands  on  this  business  of  broadcasting, 
and  whether  his  approach  to  things  radio  and  television  is  healthy 
or  simply  headline-hunting. 

So  here  goes : 

We'd  like  to  see  Sen.  Charles  Potter  of  Michigan  returned  to  the 
world's  greatest  deliberative  body.  We  know  where  he  stands,  and 
that's  for  good  broadcasting.  We  would  like  to  see  Arizona's  gover- 

nor and  former  Senator  Ernest  McFarland  (he  for  whom  the 
McFarland  letters  are  named)  returned  to  the  Senate  after  a  six- 
year  lapse. 

On  the  House  side,  we'll  miss  Reps.  Wolverton  of  New  Jersey 
and  O'Hara  of  Minnesota,  who  have  decided  not  to  run.  They're both  members  of  the  Legislative  Oversight  Committee.  The  defeat 

of  Rep.  Hale  in  the  Maine  elections  last  week  (he's  also  an  Over- 

sight Committee  member)  isn't  a  loss  we  particularly  mourn. 
There  are  one  or  two  other  members  of  the  Oversight  Committee 

who,  in  our  book,  might  just  as  well  not  return.  As  a  matter  of  fact, 
we  would  relish  seeing  the  Oversight  Committee  drop  out  of  sight 

next  Congress.  It  hasn't  yet  even  hit  close  to  the  target  we  under- 
stood it  was  supposed  to  be  shooting  at. 

We  could  go  on,  but,  as  we  started  to  say,  we  don't  like  partisan 
politics  anyway.  And  maybe  that's  the  reason  we  neglected  to 
identify  the  party  affiliations  of  any  of  those  legislators  previously 
mentioned. 

Drawn  for  BROADCASTING  by  Sid  Hix 

"They  had  a  sore  loser  last  night. 

Crash  Program  for  Color? 

THE  newspaper  boys  are  whooping  it  up  for  ROP  (run-of-paper) 
color.  The  slick  paper  magazines  are  running  handsome  color 

schedules.  Both  are  selling  color,  despite  the  vastly  increased  costs 
to  the  advertiser  over  black-and-white. 

This  is  the  answer  of  the  print  media  to  the  inroads  of  black-and- 
white  television.  Magazines  have  had  color  for  years,  but  newspaper 
color  is  a  comparatively  recent  innovation.  Only  in  the  past  few 

years  have  newspapers  stepped  up  their  color  activity — generated 
largely  by  the  competition  of  television. 

Tv  has  had  color,  too,  for  a  number  of  years.  The  quality  is 
infinitely  superior  to  that  of  newspaper  color.  But  tv  color  is  hardly 
off  the  ground.  Only  a  few  hundred  thousand  sets  are  in  use,  and 

only  one  network — NBC — today  is  aggressively  promoting  color. 
Advertisers  are  interested  in  tv  color.  It  is  not  only  better,  but 

cheaper  than  print  media  color.  But  advertisers  also  must  have 
circulation.  Tv  circulation  is  reflected  in  the  number  of  sets  in  use. 

Except  for  RCA,  NBC's  parent,  there  has  been  no  concerted  drive for  color  set  sales. 

It's  a  pity  to  see  the  color  parade  passing  tv.  More  than  half  of 
the  tv  stations  on  the  air  (some  330)  are  equipped  to  carry  network 
color.  Some  100  are  equipped  for  local  color  film  or  slides.  And 
about  half  that  number  are  equipped  for  local  live  color. 

Color  tv  is  not  solely  a  station  problem.  It  is  perhaps  primarily  a 
question  of  what  the  manufacturers  will  do.  Set  manufacturers, 

after  a  rough  business  siege,  are  doing  better.  We  think  they  could 
do  lots  better  if  they  got  behind  color.  This  would  stimulate  more 
network  color  programming.  And  that,  in  turn,  would  develop  more 

set  sales.  The  circulation  thus  engendered  would  attract  more  ad- 
vertisers. Both  tv  manufacturers  and  broadcasters  should  prosper. 

Mass  production  of  color  sets  in  a  competitive  market  most 
certainly  would  bring  improvements  in  design  and  performance  and 
reductions  in  prices.  Servicing  bugs  would  be  reduced.  That  was  the 
pattern  in  black  and  white  only  a  decade  ago.  Inevitably  it  will  be 
the  pattern  in  color. 

Given  the  circulation,  color  tv  should  move  swiftly.  If  newspaper 
color  can  increase  readership  seven  or  eight  times,  as  is  claimed, 

what  will  faithfully-reproduced  full  color  do  for  the  tv  advertiser? 
Think  of  the  potential,  not  only  through  network  color,  but  in 
national  spot  and  in  local.  Retail  and  department  stores  would  have 

working  for  them  an  unsurpassed  merchandising  and  sales  tool — the 
full  color  action  commercial. 

What  is  needed  is  a  crash  program  for  color  tv.  Newspaper  color, 

lackluster  and  lifeless  as  it  is,  couldn't  get  going  until  the  manu- 
facturers produced  color  presses.  Color  tv  can't  get  off  the  ground 

until  the  manufacturers  produce  and  merchandise  sets  to  pick  up  the 
miraculous  color  programs  that  will  be  available  in  increasing 

abundance — in  tempo  with  increased  "circulation". 

Page  110    •    September  22,  1958 Broadcasting 



WSAZ-TV 

. . .  the  winner  in  every  race! 

HUNTINGTON-CHARLESTON.  W.  VA. 

AHihated  with  Radio  Stations 

WSA2  Huntington  4  WKAZ  Charleston 
LAWRENCE  H.  ROGERS,  PRESIDENT 
C.  TOM  GARTEN,  V.P.  &  Commercial  Manager 

The  details  are  more  exciting  than  the  America's  Cup  Race  .  .  .  Call  your  "KATZ"  Man! 



. . .  number  one  in  America's  37th  TV  market,  reports  Nielsen  *3 

Now  confirmed  and  certified  by  the  Nielsen  Coverage  Survey  #3,  is  the  clear-cut  domination  by 

WSTV-TV  Channel  9  of  the  prime  Steubenville-Wheeling  television  market : 

•  over  200,000  more  TV  homes  covered  than  its  nearest  competitor    •  lowest  cost-per-thousand,  by  far 

•  highest  TV  set  coverage  in  all  total  Nielsen  survey  categories:  monthly,  weekly,  daily,  daytime  and  evening 

For  advertisers,  WSTV-TV  delivers  deepest  penetration  into  the  39  densely  populated  counties  comprising 

the  rich  Upper  Ohio  Valley  where  retail  sales  hit  $3,159,860,000.  And  only  WSTV-TV  offers  FREE 

"Shopper-Topper"  merchandising  service — "promotion  in  motion"  designed  to  move  food  store  products  in 

America's  Steel  and  Coal  Center.  For  more  details,  ask  for  our  new  "Shopper-Topper"  brochure. 

A  Member  of  the  Friendly  Group 

52  Vanderbllt  Ave.,  N.Y.  •    211  Smithfield  St.,  Pittsburgh 

Represented  by  Avery-Knodel,  Inc. 

®  Q  ® 
WSTV-T

V CHANNEL  9  •  STEUBENVILLE-WHEELING 

"Best  Buy  by  Any  Known  Source." 
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Aftermath:  Federal  grand  jury  indicts  Mack,  Whiteside 

Spearhead  in  VTR  revolution:  BBDO  converts  live  to  tape 

Craven  warns  broadcasters  to  keep  guard  up  on  spectrum 

Bullish  about  radio:  Sales  upswing  seen  for  last  half 

Batting  average  (share  of  audience)  up  five  months  in  a  row. 

On  any  basis  of  measurable  results  -  sales, 

cost-per-proof-of -purchase,  or  ratings  - 

WMGM  scores  for  advertisers  at  the  lowest  cost  of  any 

radio  station  in  the  New  York  metropolitan  area. 

wmgm 
RADIO         NEW  YORK  CITY 

eV,es*  station  in  toWfl 
tfie  uv  *  5o,ooo  watts 

Page  27 

Page  31 

Page  52 

Page  80 

WMGM-station  of  the  champions-broadcasts  the  World  Series 

The  Metro-Goldwyn-Mayer  Radio  Station  in  New  York— 1050  kc 

400  Park  Avenue  Phone  MUrray  Hill  8-1000 
Represented  Nationally  by  George  P.  Hollingbery  Co. 

AVAILABLE:  NEW  v'FRCHANDISING  PLAN.  DETAILS  ON  REQUEST. 



Territorial  Governor  of  Alaska,  Mike  Stepovich,  on  the  left,  Compton,  KVTV  newsman,  who  was  on  hand,  to  record 

shown  here  accepting  a  film  of  Iowa's  Governor  Loveless  personally,  this  history-making  event  of  Alaska's  becoming 
welcoming  Alaska  to  the  Union.  Presenting  the  film  is  Dick         the  49th  state  for  KVTV  viewers. 

WHEN  THE  BIG  NEWS  WAS  ALASKA 

A  KVTV  NEWSMAN  WAS  THERE 

Dick  Compton's  trip  to  Alaska  is  typical 
of  the  traveling  KVTV  newsmen  do  to 

record  and  film  news  as  it  happens.  A  team 

covered  the  "Peaceful  Uses  of  Atomic 

Energy"  conference  in  Geneva,  Switzer- 
land. Daily  films  were  rushed  back  for  use 

on  KVTV.  Channel  9  viewers  saw  last 

minute  films  of  the  Lebanon  crisis.  KVTV 

was  in  Beirut  when  the  news  was  made. 
Another  team  will  cover  South  American 

news  next  February. 

Why  this  on-the-spot  coverage  of  news? 

KVTV  believes  it  has  a  responsibility  to 

the  people  it  serves.  A  duty  to  keep  them 
intelligently  informed  on  domestic  and 

world  affairs.  This  is  best  done  by  sending 

men  to  report  and  interpret  the  news  as  it 

happens,  when  it  happens. 
What  does  all  this  mean  to  you  ?  People 

in  the  Sioux  City  area  have  come  to  de- 

pend on  KVTV  as  the  station  with  the  im- 

portant things  first.  That's  why  KVTV  is 
the  most  watched  station  in  Sioux  City — 
why  KVTV  is  your  best  buy  in  Sioux  City. 

Bob  Billmon,  left,  and  Charles  Powell,  right,  along  with 
Dick  Compton,  pictured  above,  comprise  the  KVTV  news 
team.  These  are  the  men  who  bring  to  KVTV  viewers 
the  latest  reports  and  films  of  the  local,  national  and 
world  news  wherever  it  is  happening. 

fQ liflfT
lf  ^pVT  \   ~~

     1  BROADCASTING  C0RP0RATI0 
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Strategically   located    to   exclusively  serve 
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OUTSTANDING 

Baseball's  World  Series,  perennially  capturing 

the  enthusiasm  and  loyalty  of  millions  of  fans, 

is  outstanding  in  the  American  calendar  of  sports. 

Equally  outstanding  in  its  field  is  WGAL-TV's 

unique  multi-city  coverage  which  costs  you  less  by  far 

than  single-city  coverage.  Pioneer  Channel  8 

station  WGAL-TV  is  first  with  viewers  in  Lancaster, 

Harrisburg,  York,  as  well  as  in  numerous  other 

cities  including:  Gettysburg,  Hanover, 

Lebanon,  Chambersburg,  Carlisle,  Lewistown. 

$6  2/3  billion  income 

$3  3/4  billion  retail  sales 

942,661  TV  sets 

WGAL
-TV 

CHANNEL  8-Lancaster,  Pa 

316,000  WATTS 

Representative:  The  MEEKER  Company,  Inc.  •  New  York  •  Chicago  •  Los  Angeles  •  San  Francisco 
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closed  circuit. 

END  OF  OVERSIGHT?  •  Rep.  Oren 
Harris  (D-Ark.),  chairman  of  explosive 
Legislative  Oversight  Subcommittee,  has 
notified  staff  that  subcommittee  expires 
Jan.  3,  1959.  Rep.  Harris,  who  would 
prefer  that  subcommittee  activities  be 
absorbed  by  parent  Commerce  Committee, 
said  staffers  were  warned  of  expiration 
so  they  could  look  for  new  jobs.  Several 
other  members  of  subcommittee  are  known 

to  favor  subcommittee's  continuance  in 
86th  Congress. 

• 

New  owners  of  Mutual  network  are  still 
in  diversifying  mood.  Scranton  Corp., 
whose  Hal  Roach  Studios  bought  MBS 
two  weeks  ago  for  $2  million  plus  [Lead 

Story,  Sept.  15],  was  reliably  reported  Fri- 
day to  be  negotiating  for  acquisition  of 

Waterman  Pen  Co.  Scranton  is  owned  by 
F.  L.  Jacobs  Co.  of  Detroit,  whose  various 

subsidiaries  make  several  consumer  prod- 
ucts including  lace,  plastic  shower  curtains 

and  hi-fi  phonographs.  Acquisition  of 

Waterman  could  add  to  Mutual' s  business 
opportunities:  A.  L.  Guterma,  head  of 
Jacobs  company  and  president  of  MBS, 

has  said  companies'  various  products  "na- 
turally" would  give  their  radio  business  to 

Mutual. 
• 

LOSS  OF  AN  ARM  •  Joseph  M.  Sitrick, 

FCC  Chairman  Doerfer's  right  arm  since 
he  assumed  FCC  helm  last  year,  shortly 

will  resign  as  chief  administrative-legisla- 
tive assistant  to  return  to  private  business. 

He  is  expected  to  remain  at  FCC  until 
Nov.  1  to  break  in  his  successor  and  will 

join  Blackburn  &  Co.,  station  brokers,  in 

executive  capacity  at  Washington  head- 

quarters. It's  understood  his  successor, 
an  FCC  attorney  for  past  18  months,  al- 

ready has  been  selected. 
• 

Resignation  of  Mr.  Sitrick  should  not 

be  interpreted  as  indicating  imminent  de- 
parture of  Chairman  Doerfer,  now  in  Eu- 

rope as  chairman  of  American  delegation 

to  international  telephone-telegraph  con- 
ference in  Geneva.  Chairman  has  con- 

fided he  intends  to  complete  his  seven-year 
tenure  which  runs  until  June  30,  1961, 

barring  unexpected.  Mr.  Sitrick  joined 
FCC  Aug.  26,  1957,  after  having  served 

as  special  projects  director  of  NAB.  Pre- 
viously his  government  experience  included 

State  Dept.  and  USIA  informational  and 
legislative  activities.  He  has  background 
in  station  news  operations  in  Midwest  and 
Washington. 

• 

MAYBE  LATER  •  White  House  has  al- 

ready delayed  beyond  indicated  date  ap- 
pointment of  high  level  spectrum  analysis 

commission,  and  nothing  formally  may  be 
done  until  next  session  of  Congress.  Highly 
placed  officials  had  predicted  fortnight 
ago  that  Commission  would  be  appointed 

"promptly"   with   instructions   to  report 

within  six  months.  Assurances  that  legis- 

lation, along  lines  of  blocked  Potter  Reso- 
lution at  last  session,  providing  for  jointly 

appointed  Commission  believed  respon- 
sible for  delay,  even  though  membership 

of  commission  had  been  tentatively  se- 
lected. 

• 

//  satisfactory  commitments  are  not  re- 
ceived on  joint  executive-congressional 

study  group,  it's  reported  that  President 
will  name  his  own  commission  promptly. 

Additionally,  there  was  thought  that  com- 

promise "advisory  committee" ,  operating 
on  confidential  level  for  President,  would 
be  named  anyway  so  that  time  between 
now  and  convening  of  new  Congress  would 
not  be  lost. 

• 

MERGER?  •  Amalgamation  of  Broadcast 
Pioneers,  originally  organized  in  1942, 
and  Television  Pioneers,  formally  created 
last  year,  will  be  explored  by  committee 
of  former  organization  with  officers  of 
latter  group.  Older  organization  was  Radio 
Pioneers  but  changed  its  name  last  year 

to  make  it  all-encompassing.  President 
Frank  E.  Pellegrin  of  Broadcast  Pioneers 

has  designated  committee  to  initiate  ne- 
gotiations with  W.  D.  (Dub)  Rogers,  prime 

mover  and  president  of  Television 
Pioneers. 

• 

Another  Broadcast  Pioneers  project — 
creation  of  Hall  of  Fame  and  history  proj- 

ect— may  become  all-industry  enterprise. 

John  F.  Patt,  last  year's  president  who 
spawned  idea,  has  discussed  project  with 
NAB  President  Harold  E.  Fellows,  and 

NAB  Board  has  authorized  latter  to  under- 

take overall  study.  Broadcast  Pioneers  al- 

ready has  authorized  $1,000  "seed"  money 
to  explore  project. 

• 

FM  EXPANSION  •  If  advertiser  interest 

warrants,  WQXR  Fm  Network  [Net- 
works, Aug.  11]  may  jump  boundaries  of 

New  York  state.  Discussions  are  under- 
stood to  have  been  held  with  fm  operators 

as  far  south  as  Virginia,  with  consensus 

being,  "let's  do  it."  But  New  York  Times, 
parent  of  WQXR  New  York  and  its  net- 

work, isn't  yet  set  to  invest  in  building 
large  enough  sales  and  programming  staff 

to  consolidate  such  loosely  federated  hook- 

up. Meanwhile,  it's  learned  that  network 
is  thinking  of  adding  WHFM  (WHAM 

Rochester's  fm  operation)  to  its  11 -station 
network. 

• 

It's  still  in  planning  stage,  but  Leo 
Burnett  Co.,  Chicago,  may  set  up  station 
relations  posts  with  view  to  keeping  better 

apprised  of  what  stations  are  doing.  Plan  is 
to  name  perhaps  two  field  representatives 
who  would  travel  about  country  and  serve 
as  kind  of  liaison  with  broadcasters  in 

field.  Prospects  currently  are  being  sounded 
out. 

ROBOT  D.J.  •  Officials  of  Muzak's  Pro- 
grammatic Broadcasting  Service  Inc.  are 

elated  at  reaction  to  first  public  showing 
of  new  automatic  radio  programming 

equipment  and  program  package  [Pro- 
gram Services,  Sept.  15],  unveiled  last 

week  at  Oklahoma  City  NAB  meet.  They 
say  26  stations  already  have  asked  to  see 
contracts.  Single  unit  ($2,745.75)  can  pro- 

gram for  eight  consecutive  hours  or,  with 
clock  unit,  be  set  to  cut  off  and  on  around 

local  programming.  Local  commercials 
are  taped  and  inserted  automatically  into 

programming  at  points  desired,  while  new 
searching  device  reportedly  can  find  any 

given  commercial  in  60  seconds  if  for  sub- 
stitution or  other  purposes  it  is  needed. 

Taped  programming  is  supplied  for  fee. 
• 

Indictment  of  former  FCC  Comr.  Mack 
and  friend  Thurman  Whiteside  has  no 
serious  significance  in  Miami  ch.  10  FCC 
proceedings,  observers  hold.  Aside  from 
question  whether  Mr.  Mack  should  have 
voted  or  not  in  final  decision  (which  may 

be  answered  by  criminal  trial)  other  issues 
relate  to  possible  improprieties  of  appli- 

cants and  other  commissioners  and  wheth- 
er grant  to  National  Airlines  should  be 

voided.  None  of  these  are  involved. 
• 

ONE  OR  TWO  •  Transfer  of  WCKR 
Miami  by  Biscayne  Tv  Corp.  (jointly 

owned  by  principals  in  Miami  Herald, 
Miami  Daily  News  and  Niles  Trammell,  its 
president  and  general  manager)  to  Sun 

Ray  Drug  Co.  (WPEN  Philadelphia)  for 
$800,000  has  been  considered  several 
times  in  recent  weeks  by  FCC  but  without 
action.  Reason  is  FCC  has  been  unable 

to  make  up  its  mind  whether  radio  prop- 
erty is  separable  from  ch.  7  WCKT  (TV) 

since  tv  case  is  still  in  litigation.  Sale, 

subject  to  usual  FCC  approval,  was  an- 
nounced in  late  May.  Ordinarily,  routine 

transfer  case  takes  month  or  six  weeks. 

• 

Richard  E.  (Dick)  Jones,  vice  president- 

general  manager  of  KXLY-AM-TV  Spo- 
kane, has  resigned  and  is  disposing  of 

his  10%  interest  in  Spokane  operations 

along  with  20%  interest  in  KELP-AM- 
TV  El  Paso  to  principal  stockholders  Jo- 

seph Harris  and  Norman  Alexander.  Mr. 

Jones  was  formerly  director  of  three  Du- 
Mont  owned  and  operated  stations  and 

has  headed  Storer  Broadcasting  Co.  opera- 
tions in  Detroit. 

m 

SWEDES  ON  MOVE  •  Swedish  television, 
presently  two  years  old,  is  contemplating 
$10  million  investment  in  new  plant  and 

equipment  in  Stockholm.  Preparatory  to 

undertaking  project.  Per  Eckerberg,  chair- 
man of  the  board,  and  Henrik  Hahr,  vice 

president  tv-programs  of  Swedish  Broad- 
casting Corp.,  visited  installations  in  New 

York,  Washington  and  Hollywood  during 

past  three  weeks. 
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As  the  long-time  leader  in  the  South's  #1  market, 
WAGA-TV  is  keeping  pace  with  the  amazing 
growth  of  Greater  Atlanta,  which  has  increased  pop- 

ulation 34%  since  1950  (gaining  69,000  a  year) 
and  is  booming  with  new  industry  and  commerce. 

«5f  More  Top  Movies— New  multi-million  dol- 
lar purchases  of  732  Warner  Brothers  first-run 

films  and  hundreds  of  Screen  Gems,  RKO,  UA  and 

20th  Century  films  for  the  new  Early  Show  at  5 :30  PM 

weekdays,  and  late  evening  Starlight  Movies. 

More  News  Coverage— News  shows 

at  7  and  11  nightly,  plus  mobile  Newshound  flashes 
on  live  Channel  5! 

More  Modern  Equipment— Atlanta's 
first  videotape  recorder! 

More  Merchandising  —  A  tremendous 

bonus  that  pays  off  in  greater  sales  for  your  client. 

More  Coverage— Our  0.1  milivolt  contour 

reaches  two  million  Georgians  in  59  counties,  17.7% 
more  than  the  second  station! 

KATZ  man  today 

WAGA-TV Atlanta 

WSPD-TV 
Toledo 

WJW-TV 
,  Cleveland 

WJBK-TV Detroit 

Storer  Televisioix 

Offices:  625  Madison  Ave.,  New  York  22  •  230  N.  Michigan,  Chicago  1,  lit. 



THE  WEEK  IN  BRIEF 

Mack,  Whiteside  Indicted — Federal  Grand  Jury  takes  action 
on  charge  FCC  commissioner  sold  his  vote  in  Miami  ch.  10 
case.  Justice  Dept.,  congressional  committee  at  work  on  other 
disputed  cases.  Page  27. 

BBDO  Goes  Videotape — All  major  "live"  nighttime  net- work commercials  have  been  on  tape  for  past  three  months. 

Agency  moves  now  to  expand  tape  concept  to  live  daytime 
network  spots.  Page  31. 

Best  Foods  Best — That's  what  RAB  says  in  releasing  reports 
on  food  and  grocery  advertisers  using  spot  radio  in  second 
niiortAr  tKic    went-      Pl<l/i  OC quarter  of  this  year.  Page  35. 

Jones'  Efforts  on  the  Hill 
of  his  work  for  Miami  ch. 

— Former  FCC  commissioner  tells 
10  contestant.  Page  60. 

Court  Denies  Crosley  Petition — Appeals  Court  refuses  action 
on  request  that  it  rehear  Indianapolis  ch.  13  case.  June  16 
order  vacating  FCC  grant  stands.  Page  62. 

Advice  From  Advertisers — NAB  Fall  Conferences  at  Okla- 
homa City  and  Sun  Valley  told  they  must  talk  about  profits 

when  they  are  selling  time;  that  search  for  profit  is  making 
companies  stronger  and  America  greater;  that  consumer 
benefits  should  be  headlined  in  advertising  copy.  Conference 
series  resumes  at  San  Francisco.  Page  68. 

Rugs  Don't  Slip  on  TV — "Play's  not  the  thing"  for  Chem- 
strand  Corp.,  which  finds  silver  lining  in  the  acrilan  it  sells 
on  network  tv;  Chemstrand  official  explains  why  company 

was  happy  with  first  network  series — despite  fact  that  it 

flopped  after  six-month  run,  being  "done  in"  by  low  ratings. 
Page  36. 

Bulova  Ad  Time — Pre-Christmas  drive  by  watch  company 
encompasses  additional  underwriting  in  NBC-TV  shows,  mak- 

ing it  six  shows  on  the  network  in  which  Bulova  will  partici- 
pate at  least  until  after  Christmas  shopping  period.  Page  37. 

Winston  Sweeps  in  July — Winston  is  top  brand  spender 
that  month  in  network  tv,  followed  by  Anacin,  Chevrolet  and 
Tide.  Procter  &  Gamble  heads  the  tv  network  advertiser  list. 

Page  38. 

The  Wrather  Story — A  close  look  at  the  organization  that 
is  expanding  so  rapidly  in  world  television.  Page  44. 

No  Short  Terms  for  Syndicated  Film — CNP's  Rettig  tells 
why  longer  contracts  are  necessary  to  amortize  investment, 
but  cites  placement  flexibility  for  sponsors.  He  also  comments 
on  programming  trends  and  videotape  potential.  Page  44. 

Gray  Flannel  Isolation  Booth — In  face  of  current  giveaway 
probe,  veteran  producer  contends  quizzes  are  honest  but 
done  for;  details  some  safeguards  that  help  to  keep  shows 
running  straight.  Page  48. 

Tv  News:  Growing  in  Stature — Sig  Mickelson,  vice  presi- 
dent-general manager  of  CBS  News,  asserts  that  tv  news  is 

maturing  as  an  information  service  and  attracting  increasing 
advertiser  interest.  Page  48. 

Craven  Warns  Against  Apathy — Says  broadcasters  must 
fight  for  what  they  have  or  else  other  services  could  succeed 
in  spectrum  grab.  Page  52. 

Bowles  Report  Released — Senate  Commerce  Committee  re- 
lays special  study  of  tv  spectrum  to  FCC  without  comment. 

There  are  several  slaps  taken  at  Commission.  Page  54. 

FCC  Chastises  Storer,  Westinghouse — Commission  renews 
broadcast  licenses  of  two  companies  after  warning  them  they 
violated  rules  in  failing  to  identify  National  Assn.  of  Manu- 

facturers as  source  of  films  telecast  on  controversial  public 
issues.  Page  55. 

News  Directors'  Agenda  Gathers  More  Glitter — NAB's 
Fellows  and  ARB's  Seiler  are  latest  additions  to  RTNDA  con- 

tention in  Chicago  Oct.  15-19,  as  industry  speakers  continue 
to  gain  access  to  agenda.  Page  72. 

AFTRA  Proposes  New  Network  Contract — Though  seeking 
10%  basic  hike,  increase  would  be  more  with  other  conces- 

sions sought.  Page  78. 

Radio  Stations  Expect  New  Record — RAB  study  shows  that 
am  outlets  expect  business  in  second  half  of  this  year  to  top 

1957's  alltime  record  second  half.  Page  80. 

The  Triple  Spot — H-R  Representatives'  Paul  Weeks  takes 
issue  with  critics  of  broadcast  schedules  loaded  with  commer- 

cials. He  says  it  is  the  sound  of  the  station  not  the  number  of 
commercials  that  counts.  Doubts  if  three  commercials  placed 
back-to-back  lulls  listeners,  anyway.  Page  82. 

The  Giant  in  the  Cornfield — The  farmer 
offers  a  target  that  television  has  not  fully 

utilized,  says  Alan  Roberts  of  Western  Ad- 
vertising, Chicago.  There  are  several  prob- 

lems to  be  overcome,  he  points  out  in  this 

week's  Monday  Memo,  and  offers  the  sug- 
gestion that  tv  be  used  as  a  rifle,  not  a  shot- 

gun, in  doing  business  with  this  farm  mar- ket. Page  109. MR. ROBERTS 
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Effective  radio  advertising 

sells  goods,  services,  ideas.  Bar- 

tell  Family  Radio  has  always 

believed  that  the  big  audience 

isn't  enough  — that  maximum 

buyership  requires  all  age 

groups  in  its  composition. 

I 

BHRTELL 

nmii 

COAST  TO  COAST 

Eleven  years  of  family  pro- 

graming has  produced  the  ideal 

buying  audience. . .men,  women, 

youngsters.  All  are  important, 

all  included  in  the  intriguing 

featurettes,  copyright  games  for 

family  fun,  and  complete  local 

news  with  names  and  addresses. 

This  is  the  good-taste  pro- 

graming which  builds  station 

loyalty,  lasting  friendships. 

That's  why  products  which 

depend  upon  volume  sales  de- 

pend upon  Bartell  Family  Radio. 

Bartell  it  — and  sell  it. 

! 
AMERICA'S  FIRST  RADIO  FAMILY  SERVING  15  MILLION  BUYERS 

Sold  Nationally  by  ADAM  YOUNG  INC. 
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at  deadline 

ANOTHER  CHARGE  OF  QUIZ  FIXING  ERUPTS 

New  eruption  in  tv  quiz  controversy  Fri- 

day —  once  again  involving  NBC-TV's 
Twenty-One — brought  reaction  of  "sur- 

prise" and  "unexpected"  from  network 
(which  owns  show),  producer  Barry-En- 
right  and  sponsor  Pharmaceuticals  Inc.  New 
York  Post  story  Friday  said  former  program 
contestant  James  Snodgrass  under  oath  told 

grand  jury  of  being  "rehearsed"  and  receiv- 
ing answers  to  questions  in  advance. 

New  York  district  attorney  told  Broad- 
casting he  could  confirm  fact  that  Mr. 

Snodgrass  testified  before  special  grand  jury 
investigating  tv  quiz  shows  Dotto  and 

Twenty-One  but  would  not  discuss  Post 
story.  NBC-TV  (Twenty-One  is  on  network 

Thursdays,  8:30-9  p.m.)  said  "this  comes  as 
a  complete  surprise  to  us.  We  had  absolutely 
no  knowledge  of  it.  As  a  result  of  the  Post 

story,  we  intend  to  launch  a  prompt  and 

thorough  investigation  of  the  charges." 
Pharmaceuticals  said  story  was  "unex- 

pected development"  and  advertiser  also 

ABC  Opposes,  Meredith  Backs 

FCC  Proposal  for  Strike  Bids 

Final  comments  filed  at  Friday  deadline 

on  FCC  proposal  to  change  rules  to  dis- 

courage mergers,  "pay-offs"  and  "strike 
applications"  were  divergent  in  nature  and 
type  of  pleadings. 

Among  those  filed,  ABC  said  Commis- 

sion approach  is  "unwarranted  and  un- 
sound," although  FCC  policies  in  past 

may  have  been  too  lenient.  Network  said 
prior  mergers  in  many  instances  have  been 

in  public  interest,  helping  to  speed  ad- 
ditional tv  service.  Other  means  are  avail- 

able to  curb  misuse  of  FCC  processes  which 
will  not  destroy  good  with  bad,  ABC  said. 

Filing  joint  comments,  very  similar  to 

those  of  ABC,  were  KTAG  Assoc.  (appli- 
cant for  ch.  3  Lake  Charles,  La.),  ch.  20 

WJMR-TV  New  Orleans  (applicant  for  ch. 
12  there),  Tampa  Telecasters  Inc.  (seeking 
ch.  10  Largo,  Fla.),  Telecasting  Inc.  and 

WJBP-TV  Inc.  (both  applicants  for  ch.  5 
Weston,  W.  Va.),  Tv  Broadcasters  Inc. 

(seeking  ch.  12  Beaumont,  Tex.)  and  Tele- 
News  Co.,  applicant  for  ch.  8  Moline,  111. 

Meredith  stations  and  Washington  attor- 
neys Harry  J.  Daley  and  Lenore  G.  Ehrig 

filed  comments  in  "complete  agreement" with  stand  of  Federal  Communications  Bar 

Assn.  [Government,  Sept.  22]. 

Uhf  WVEC-TV  Hampton,  Va.,  took  no 
position  on  proposed  change  but  said  if 

rule's  amended,  it  should  not  be  made  retro- 
active. WCEC-TV,  applicant  for  ch.  13 

Norfolk,  already  has  merged  with  others 
seeking  same  facility.  An  am  grantee  in 
Anaheim,  Calif.,  Radio  Orange  County 
Inc.,  took  a  similar  position  to  that  of 

WVEC-TV.  Radio  Orange  sold  stock  to  one 

was  "looking  into"  situation.  Barry  &  En- 
right  (Jack  Barry,  m.c.  of  program  and  Dan 

Enright)  issued  following:  "We  have  been 
advised  by  the  district  attorney  that  his 
office  has  not  released  to  the  press  any 

information  pertaining  to  the  Twenty-One 
program.  In  view  of  this,  our  attorneys  have 
advised  us  to  release  no  statements  at  this 

time." 

Post  story  was  based  on  interview  with 
Mr.  Snodgrass,  who  appeared  on  program 
year  ago.  Mr.  Snodgrass  was  portrayed  as 
having  delivered  to  grand  jury  three  sealed 

letters  containing  answers  and  stage  direc- 
tions for  his  appearances  on  Twenty-One 

and  which  he  was  said  to  have  sent  via 

registered  mail  to  himself  but  never  opened. 
Former  contestant  (who  lost  to  Hank 
Bloomgarden  but  received  $4,000)  was  said 

to  have  held  back  letters  and  his  "story" 
until  he  received  routine  subpoena  from 

grand  jury  and  decided  to  reveal  details 
upon  advice  of  attorney. 

competing  applicant  and  paid  "partial  ex- 
penses" to  two  other  applicants  who  with- drew. 

Swezey  Cites  Lawyer  Reluctance 

To  Accept  Radio-Tv  in  Courts 

Broadcast  coverage  of  court  trials  has 
demonstrated  that  proceedings  can  be 

brought  to  public  without  interfering  with 

justice  but  legal  profession  is  slow  to  rec- 
ognize this  progress,  Robert  D.  Swezey, 

WDSU-AM-TV  New  Orleans,  told  Mis- 
souri Bar  Assn.  in  address  prepared  for 

delivery  Saturday  (Sept.  27).  Mr.  Swezey  is 
chairman  of  NAB  Freedom  of  Information 
Committee  and  member  of  American  Bar 

Assn. 

"Many  lawyers  regard  broadcasters  as 
purveyors  of  second-rate  entertainment, 
with  an  eye  out  for  a  quick  buck,  rather 

than  respectable  members  of  the  commun- 
ity and  an  important  factor  in  intellectual 

life,"  he  said.  NAB  has  called  on  state 
broadcaster  associations  to  conduct  con- 

trolled tests  of  radio-tv  coverage  of  court 
proceedings. 

Bartell  Stresses  Research 

Future  growth  of  radio  will  require  ex- 
panded research  activity  at  individual  sta- 

tions, Gerald  A.  Bartell,  president  of  Bartell 

Family  Radio  group  said  in  address  pre- 
pared for  Broadcasters  Sales  Management 

Conference,  held  Sept.  26-27  by  Mississippi 
Broadcasters  Assn.  at  Oxford.  Rating  serv- 

ices should  be  used  "to  corroborate  creative 
research  rather  than  to  supply  the  only 

method  of  programming  judgment,"  he  said 
in  laying  down  formula  for  successful  radio 

management. 

BUSINESS  BRIEFLY 

Late-breaking  items  about  broadcast 

business;  for  earlier  news,  see  Adver- 
tisers &  Agencies,  page  31. 

IRISH  INVASION  •  Goodbody  Ltd.,  Dub- 

lin, Ireland,  making  U.  S.  debut  in  late 

October-early  November  with  radio-tv  spot 

drive  on  behalf  of  Goodbody's  Irish  Soda 
Bread  Mix  part  of  its  advertising  program. 
Fred  Gardner  &  Co.,  N.  Y.,  advertising 

agency,  indicates  initial  broadcast  push 
(budget  as  yet  undetermined)  will  take  place 

in  New  England  and  Mid-Atlantic  states 
and  then  go  national  next  year. 

OVER  HALF  FOR  TV  •  Northam-Warren 
Co.  (Cutex,  O-Do-Ro-No),  Stamford,  Conn., 
reportedly  considering  tossing  excess  of 

50%  of  yearly  advertising  budget  into  tele- 
vision. Just  arrived  at  Doyle  Dane  Bern- 

bach  from  J.  M.  Mathes,  N-W  is  expected 

to  approve  agency  recommendations.  It's already  stamped  okay  on  radio  test  run  for 
newly-refurbished  deodorant  package  head- 

ed for  markets. 

GETS  SET  FOR  '59  •  American  Dairy 
Assn.  has  allocated  $4.8  million  to  con- 

sumer media,  including  radio-tv,  for  1959 
out  of  $5.38  million  advertising-promotion 
budget.  Bulk  of  ad  budget  goes  to  network 

tv  (Perry  Como  on  NBC-TV)  with  some  to 
NBC  Radio  participating  programs  in  spe- 

cial drives  during  next  July,  August  and 
November.  Consumer  advertising  budget  in 

1958  totals  $5.1  million.  Agency:  Camp- 
bell-Mithun,  Minneapolis. 

TIME  FOR  DESSERT  •  Penick  &  Ford 

Ltd.  (My-T-Fine  desserts),  N.  Y.,  under- 
stood to  be  launching  six-week  spot  tv  cam- 

paign in  about  25  markets  in  early  Oc- 
tober, using  daytime  minutes.  Advertiser 

currently  engaged  in  spot  radio  campaign 
in  New  England  and  New  York  state  for 
its  new  Chiffon  dessert,  with  coverage  to  be 
expanded  as  distribution  increases.  Agency: 
BBDO,  N.  Y. 

BACKING  NETWORK  DRIVE  •  Ameri- 
can Home  Products  (Chef  Boyardee  Italian 

foods),  turning  to  spot  radio-tv  to  supple- 
ment network  campaign  in  markets  where 

it  cannot  get  clearances.  Starting  Oct.  1, 

Young  &  Rubicam  places  13 -week  cam- 
paign in  12  tv,  four  radio  markets,  using 

daytime  minutes.  Boyardee  is  in  ABC-TV's 
Operation  Daybreak,  CBS  Radio's  Young 
Dr.  Malone  and  Ma  Perkins  daytime  serials. 

HITTING  HARDER  •  E.  F.  Drew  &  Co., 

N.  Y.,  hypoing  its  Ohio  and  New  England 
tv  spot  saturation  campaign  for  Tri-Nut 

margarine  with  ID's.  Now  blanketing  mar- 

kets with  minutes  and  20's,  ID's  will  step 
up  barrage  starting  shortly.  Donahue  & 
Co.,  N.  Y.,  is  agency. 
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PEOPLE 

at  deadline 

Congressional   Inquiries  Blasted 

By  FTC's  Gwynne  at  Bar  Meeting 

FTC  Chairman  John  W.  Gwynne,  in 

presence  of  Legislative  Oversight  Chairman 

Oren  Harris  (D-Ark.).  Friday  fired  a  scath- 

ing attack  on  congressional  investigations. 

Addressing  Federal  Bar  Assn.  convention 

in  Washington.  Comr.  Gwynne  charged 
such  inquiries  often: 

•  Fail  to  give  cases  objective  and  impar- 
tial hearings. 

o  Permit  "slander  by  irresponsible  wit- 
nesses, through  hearsay  or  other  inadmissible 

testimony." 
•  Do  not  make  use  of  "the  greatest  en- 

gine ever  invented  for  the  discovery  of 

truth" — the  right  of  cross-examination. 

•  Characterize  opinions  by  "lurid  and 
unfounded  statements  more  useful  for  head- 

lines than  for  establishing  truth." 

Comr.  Gwynne  said  failure  of  congres- 
sional investigating  committees  to  recognize 

the  above  principles  "makes  it  difficult  for 
an  agency  on  trial  to  get  its  side  of  the  story 

to  the  Congress  and  the  public.  .  .  .  Def- 
erence to  Congress  and  its  purpose  preclude 

competition  in  press  releases  and  statements 

designed  to  make  headlines.  As  a  conse- 

quence, the  press  does  not  always  receive  a 

fairly  balanced  presentation  of  the  facts." 
He  charged  that  instead  of  general,  over- 
all investigation,  the  question  now  seems  to 

be:  "Is  the  agency  enforcing  the  law  as 
some  committee  member  or  staff  personnel 

think  it  should  be  enforced?" 

"There  seems  to  be,"  he  said,  "a  grow- 

ing tendency  to  look  upon  the  commis- 
sion as  simply  a  creature  of  Congress  to 

support  the  views  of  certain  committees. 
This  will  eventually  destroy  the  confidence 
of  the  people  in  the  agency.  .  .  .  This  is 

having  some  bad  results.  These  commit- 
tees tend  to  become  rallying  points  for  dis- 

gruntled litigants.  .  .  ." 
Comr.  Gwynne's  FTC  was  blistered  in 

summer  investigation  by  both  Rep.  Harris' 
committee  and  House  Government  Opera- 

tions subcommittee.  Asked,  following  his 
address,  if  he  was  referring  to  Legislative 
Oversight  Subcommittee.  Comr.  Gwynne 

replied:  "If  the  shoe  fits." 
Rep.  Harris  immediately  preceded  Comr. 

Gwynne  in  speaker's  rostrum.  Speaking  of 
ex  parte  contacts,  he  said  "it  is  difficult  if  not 
impossible  to  distinguish  at  certain  stages 

between  permissible  status  inquiries  and  im- 

proper ex  parte  contacts."  Citing  recom- 
mendations in  subcommittee  interim  report, 

he  reiterated  stand  that  all  contacts  should 

be  made  part  of  public  record. 

"Remove  the  veil  of  secrecy,  and  ex 

parte  contacts  may  never  be  attempted,"  he 
said,  "and  if  attempted  could  probably  do 
more  harm  than  good  to  the  party  in  whose 

interest  the  contact  is  made." 

Answering  questions  from  panel  mem- 

bers after  Comr.  Gwynne  had  spoken,  con- 
gressmen defended  his  subcommittee  and 

right  of  Congress  to  investigate.  He  said 

this  was  only  corrective  course  open  to 

public.  "Who  is  it  that  can  better  find  out 
in  the  interests  of  the  people  than  Congress 

itself?"  he  asked. 
Oversight  subcommittee  has  conducted 

fair  investigation,  and  has  not  sought  to  take 
unfair  advantage  of  anyone,  he  said. 

Robert  W.  Lishman,  chief  counsel  of 
Harris  subcommittee,  was  part  of  Friday 

panel  on  proposed  codes  of  ethics  at  same 
convention.  Before  any  code  is  adopted,  Mr. 
Lishman  recommended,  study  should  be 

made  by  specially  authorized  commission. 

Kendrick  Buys  Rest  of  WHGB 

Agreement  by  Herbert  Kendrick,  presi- 
dent-general manager  and  50%  owner  of 

WHGB  Harrisburg,  Pa.,  to  buy  remaining 
50%  of  station  from  Triangle  Publications 
for  $75,000  has  been  reached  between  two 

parties  and  will  be  filed  at  FCC  in  about 
two  weeks.  Triangle  (Walter  H.  Annenberg 

and  family)  also  owns  WFIL-AM-FM-TV 
Philadelphia,  WFBG-AM-TV  Altoona  and 
WLBR-TV  Lebanon,  Pa.;  WNBF-AM-FM- 

TV  Binghamton,  N.  Y.,  and  WNHC-AM- 
FM-TV  New  Haven,  Conn.  WHBG  is  ABC 
affiliate,  250  w  on  1400  kc. 

Toledo  Ch.  1 1   Grant  Stands 

FCC  Friday  announced  it  had  denied 
petition  for  stay  of  July  23  grant  of  Toledo 
ch.  1 1  to  Community  Broadcasting  Co. 

(WTOL),  asked  by  losing  applicant  Anthony 
Wayne  Television  Corp.  One  of  reasons 
stay  was  asked  was  Toledo  newspaper  story 

implying  WTOL  has  begun  construction  be- 
fore final  grant  was  issued  [Government, 

Sept.  1].  Commission  said  this  is  inadequate 

for  issuance  of  stay  as  "such  stories  .  .  . 
are  of  undetermined  accuracy  [and]  consid- 

erable ambiguity.  .  .  ."  In  opposition  to  stay 
request,  WTOL  furnished  affadavit  of  Fra- 
zier  Reams  denying  news  reports  of  prior 
construction. 

'CHANGED'  HIS  BRAND 

Though  his  office  said  Edward  R. 

Murrow  "didn't  say  anything  about 
it,"  CBS-TV  star  of  Person  to  Person 

couldn't  be  too  happy  about  news- 
paper tune-in  advertisements  taken  Fri- 

day by  P.  Lorillard  Co.,  alternate-week 
sponsor  of  weekly  interview  programs. 
Reason:  ad  shows  Mr.  Murrow  smok- 

ing a  cigarette — not  any  old  cigarette 
but  doctored-in  Kent  filter.  Inveterate 

Camel-smoker  Murrow  recently  said 

he  would  not  switch  brands  since  it's 
his  firm  policy  not  to  personally  pro- 

mote sponsors'  products. 

CHARLES  F.  ADAMS,  vice  president, 

Cadillac  account  supervisor  and  executive 
assistant  to  president,  MacManus,  John  & 

Adams,  Friday  made  executive  vice  presi- 
dent. He  succeeds  JOHN  R.  MacMANUS, 

who  who  becomes  senior  vice  president. 

SAM  SEROTA  resigned  Friday  as  director 
of  public  relations  and  special  events  at 
WIP  Philadelphia.  His  future  plans  were  not 
announced. 

KATHERINE  (KIT)  FOX  SHOUSE,  45, 

died  Friday  at  Christ  Hospital,  Cincinnati, 

following  surgery  for  cerebral  hemorrage 
suffered  earlier  in  week.  She  married  James 

D.  Shouse,  chairman  of  Crosley  Broadcast- 
ing Corp.  two  years  ago,  and  for  nearly  two 

decades  had  been  identified  with  Crosley, 

latterly  with  public  service  programming. 

DALE  N.  HARRIS,  Morey,  Humm  &  War- 
wick, N.  Y.,  account  executive,  elected  to 

vice  president. 

EDWARD  J.  CARNEY,  with  RCA  electron 

tube  division  since  October  1957,  to  man- 

ager, advertising  and  sales  promotion — 
semiconductors   and  components. 

GEORGE  G.  GALLANTZ,  Paramount 
Pictures  executive  and  attorney,  resigns  to 

enter  private  practice  of  theatrical  law.  Mr. 
Gallantz  was  resident  New  York  counsel  for 
three  Paramount  subsidiaries  on  West  Coast: 

Paramount  Sunset  Studios;  KTLA  (TV)  Los 

Angeles  and  International  Telemeter  Corp., 
as  well  as  director  &  officers  of  both  KTLA 
and  Sunset  Studios. 

HENRY  ABT,  president  of  Brand  Names 
Foundation,  N.  Y.,  named  to  board  of 
directors  of  Advertising  Federation  of 
America. 

ALBERT  FELDMAN,  formerly  with  NBC- 

TV  public  affairs  department,  to  Ile-De- 
France  International  Inc.,  N.  Y.,  as  asso- 

ciate producer  of  NBC-TV's  Brains  & Brawn. 

PAUL  MURRAY,  formerly  with  Gill- 
Perna  and  The  Meeker  Co.,  station  repre- 

sentative firms,  to  McGavren-Quinn  Corp., 
N.  Y.,  as  account  executive. 

DONALD  H.  HANGEN,  with  GE  since 

1957,  to  district  sales  manager  in  Cincinnati 
for  General  Electric  tubes  and  components. 

Crosley  Asks  Mandate  Delay 

Request  that  federal  appeals  court  in 

Washington  stay  issuance  of  mandate  deny- 
ing request  for  rehearing  was  filed  Friday 

by  Crosley  Broadcasting  Corp.  in  ch.  13 
Indianapolis  case  (see  early  story  page  62). 

Crosley  told  court  it  planned  to  ask  U.  S. 
Supreme  Court  to  review  case.  Mandate 
will  be  held  in  abeyance  for  30  days  if 

Crosley  request  is  granted.  Meanwhile, 
WIBC  Indianapolis,  which  had  appealed 

Indianapolis  grant  to  Crosley,  filed  second 
petition  with  FCC  requesting  establishment 

of  joint  trusteeship  to  run  WLWI  (TV)  In- 
dianapolis. WIBC  filed  first  such  request  last 

June  when  court  initially  remanded  case  to 

FCC  on  question  of  Comr.  T.  A.  M.  Cra- 

ven's participation  in  final  decision. 
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St.  by  FAR! 

PROOF  POSITIVE  ON  AKRON  LISTENING 

The  Leaded 

AGERS 
 AND 

HIGHER  SHARE  OF  AUDIENCE  THAN  ALL  OTHER  LOCAL  STATIONS  COMBINED*! 

t  PULSE  —  July,  1958 
6  a.m.- Midnight,  Mon.  thru  Fri. 

C.  E.  HOOPER,  INC.  —  June,  1958 
7  a.m.-  10:30  p.m.,  Mon.  thru  Fri. 

NATIONAL  REP: 

WAKR 

Leads  in 

Period,  Day  and  Night! 
•June,  1958,  Monday  thru  Friday 

WAKR  First  in  Adult  and 

Total  Audience  in  Every  Time 

Period  —  Day  and  Night! 

SHARE 
6  A.M.  TO  

I*  *.0 

t  July,  1958,  Monday  thru  Friday 

WAKR  Leads  in  Audience 

And  Coverage  of  The  5  County  Surrounding  Area! 

**  NCS  #2  — Latest  Available  Area  Survey 

New  York 
Chicago 
Detroit 
Hollywood 

San  Francisco' 

WAKR  -  TV  •  WAKR  -  RADIO 

RADIO-TELEVISION  CENTER  -  853  Copley  Road  -  Akron  20,  Ohio 
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ON  LOCATION 

Round-the-clock, 
millions  are  caught 

up  in  the  current 

of  the  world 's 
crossroads! 

Lee  Tracy  and 

"New  York's  finest" 
find  high  adventure 
on  the  piers! 

A  few  narrow 

streets  —  financial 
fates  decided! 

Wire  or  phone 
Michael  M.  Sillerman 

Exec.  V.P.,  collect 
today  for  your 
market! 
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IN  REVIEW 

BOB  HOPE  BUICK  SHOW 

For  Bob  Hope  fans  the  1958-59  tv 
season  got  underway  at  7:30  p.m.  Sept.  19 
when  the  first  Bob  Hope  Buick  Show  was 

telecast  on  NBC-TV.  That  the  show  was 
a  musical  comedy  in  place  of  the  usual 

variety  program  didn't  matter;  what  was 
important  was  that  Bob  Hope  was  back 

on  the  air  in  top  wise-cracking  form.  He 
was  and  all  was  right  with  the  world. 

The  Bob  Hope  Buick  opener  was  "Ro- 
berta." Jerome  Kern-Otto  Harbach  musical 

whose  original  Broadway  cast  of  1933  in- 

cluded Bob  Hope  as  "Huck  Haines,"  leader 
of  an  American  jazz  band  stranded  in 
Paris.  In  the  tv  version  Mr.  Hope  again 

portrayed  the  same  role,  updated  to  include 

such  topical  gags  as  "Is  this  Trujillo's  rum- 
pus room?"  and  expanded  to  let  him  emcee 

a  fashion  show  of  gorgeous  gowns  on  gor- 

geous girls  (terrific  in  color  and  easy  view- 

ing even  in  black-and-white)  and  to  sing — 

and  translate — "Volare." 
Anna  Maria  Alberghetti  was  "Lovely  to 

Look  At"  and  delightful  to  hear  as  the  de- 
signer-princess heroine,  although  her  high, 

pure  soprano  voice  seemed  ill-fitted  to 

"Smoke  Gets  in  Your  Eyes,"  traditionally 
sung  in  a  throaty  contralto.  Howard  Keel 

was  big,  handsome  and  baritone  as  the  foot- 
ball player  hero.  Janis  Paige,  as  the  impishly 

sexy  "Sharwenka,"  added  an  exuberantly- 
bouncy  and  graceful  note  to  proceedings, 

particularly  in  "I  Won't  Dance." But,  from  start  to  finish,  it  was  Mr. 

Hope's  show  and  only  a  carping  critic 
would  complain  with  the  fact  that  on  cam- 

era, as  in  title,  Robert  made  up  most  of 
Roberta. 

Production  costs:  Estimated  $400,000. 

Sponsored  by  Buick  Div.,  General  Motors 

Corp.,  through  McCann-Erickson,  on 
NBC-TV  in  color  and  black-and-white, 

Sept.  19,  7:30-9  p.m. 
Star:  Bob  Hope;  guest  stars:  Howard  Keel, 

Anna  Maria  Alberghetti,  Janis  Paige. 

Executive  producer:  Bob  Hope;  produ- 
cer: Jack  Hope;  stage  director:  Ed  Green- 

berg;  assoc.  producer:  Kent  McCray;  tv 
director:  Dick  McDonough;  tv  adapta- 

tion of  Otto  Harbach' s  theatrical  adapta- 
tion of  Alice  Duer  Miller's  novel:  Mort 

Lachman,  Bill  Larkin,  Lester  White,  John 

Rapp,  Charles  Lee,  Norman  Sullivan. 

HARVEY 

Television  can  be  beautiful.  Art  Carney 

reacquainted  us  with  that  summer-fur- 
loughed  phenomenon  last  Monday  (Sept.  22) 

via  his  delicious  performance  in  "Harvey," 
DuPont's  initial  1958-59  Show  of  the 
Month. 

Adapted  by  Jacqueline  Babbin  and  Aud- 
rey Gellen  and  produced  by  David  Suss- 

kind's  Talent  Assoc.,  Mary  Chase's  1945 
Pulitzer  Prize  play  made  the  transition  to 

tv  with  impunity  to  say  the  least.  Art  Car- 
ney was  Elwood  P.  Dowd  and  Elwood  P. 

Dowd  was  Art  Carney  and  all  six-feet-one- 
and-one-half  inches  of  that  well  known 

giant  of  imaginary  rabbithood,  Harvey, 

filled  the  nation's  21 -inch  screens. 

Never  was  Elwood  a  more  gentle,  ami- 
able imbiber.  Never  was  his  relationship 

with  that  unpredictable  creature  of  his 

fancy  a  greater  source  of  riotous  chaos  to 
those  associates  of  Elwood  (who  remains 

calm  and  contented  through  it  all)  so  de- 
termined to  rid  him  of  his  beloved  com- 

panion. Headed  by  the  indefatigable  Mar- 

ion Lome  as  Elwood's  charmingly  scatter- 
brained, elderly  sister,  the  supporting  cast 

turned  in  a  first-rate  job. 
Furthermore,  the  extraordinary  challenge 

of  keeping  a  camera-eye  on  an  invisible 
character  was  most  effectively  met.  If  any 

viewer  actually  had  doubts  as  to  Harvey's 
existence,  the  camera-work  must  have  dis- 

pelled them. When  the  play  drew  to  a  close  with 
Elwood  and  Harvey  jauntily  striding  off, 

arms  about  each  other's  shoulders,  who 
among  the  audience  was  not  only  thor- 

oughly entertained  but  provided  with  some- 
thing to  think  about  in  terms  of  his  own 

values? 

The  summer  is  dead.  Long  live  television. 

Production  costs:  Approximately  $175,000. 

Series  of  live  90-minute  specials  sponsored 

by  DuPont  on  CBS-TV  through  BBDO. 

Season's  opener:  Monday  Sept.  22,  9:30- 
11  p.m.  EDT. 

Author:  Mary  Chase;  adaptation:  Jacque- 
line Babbin  and  Audrey  Gellen;  producer: 

Talent  Assoc.;  director:  George  Schafer. 

PETER  GUNN 

That  favorite  character  of  detective  fic- 
tion, the  young,  handsome,  debonair  private 

eye,  ready  to  risk  his  license  and  his  neck 
for  a  fee  or  a  friend,  always  with  a  suave 

cynicism,  has  another  colleague  on  tv.  He's 
Peter  Gunn,  hero  of  the  new  NBC-TV  series 
of  that  name,  portrayed  with  full  measure  of 

devil-may-care  debonairness  by  Craig  Stev- 
ens, who  looks  the  part  as  well  as  he  plays 

it. 

The  first  of  the  Peter  Gunn  series,  telecast 

Sept.  22,  opens  with  an  attention-riveting  se- 
quence in  which  a  limousine  is  pursued 

and  sirened  to  the  curb  by  a  police  car  whose 
uniformed  occupants  cold-bloodedly  empty 

their  revolvers  into  the  limousine's  passen- 
gers. In  tracking  down  the  killers  and  their 

employer,  Peter  Gunn  tenderly  eludes  the 
sentimental  advances  of  a  young  singer  at 

his  favorite  night  club,  "Mother's";  rashly 
attempts  to  intercede  for  Mother  with  the 
head  of  the  gang  that  is  shaking  her  down; 

brusquely  tosses  a  pair  of  hoodlums  down  a 

flight  of  stairs;  masterfully  forces  the  boss' 
henchman  to  force  the  boss  into  self-incrimi- 

nating action  and  blithely  wards  off  all  at- 

tempts by  the  law  to  find  out  what  he's  up  to. 
As  the  love-struck  night  club  thrush,  Lola 

Albright  is  sweet,  young  and  beautiful  as 

well  as  tuneful.  The  club's  owner,  played  by 
Hope  Emerson,  is  appropriately  hard  and 
worldly-wise.  Herschel  Bernardi,  as  Lt. 
Jacobi  of  the  police  force,  gives  the  role 

the  feeling  of  dogged  determination  that  is 
traditional  for  such  parts.  This  trio  will 
continue  through  the  series  as  foils  for  the 
insouciant  Mr.  Gunn.  Outstanding  among 

the  assorted  characters  of  the  initial  pro- 
gram was  Jack  Weston  as  the  terrified 

hoodlum  whom  Peter  Gunn  forces  to  defy 
the  boss  to  save  his  life. 

Simple  plots,  lots  of  action  and  a  large 
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First  With  The  Memphis  TV  Audience 

WREC-TV's  superior  local  programming 
and  news  coverage  is  combined  with  a 

basic  CBS  Television  affiliation  to  make 

certain  that:  "In  Memphis  there's  more  to 

see  on  Channel  3."  Full  power  and  high- 
est antenna  deliver  complete  coverage  of 

the  great  Mid-South  market.  It's  the  right 
combination  for  your  advertising  message. 

See  your  Katz  man  for  availabilities. 

First  by  All  Surveys 

Here  are  the  latest  Memphis  surveys  showing  leads  in 
competitively  rated  quarter  hours,  sign-on  to 
sign-off,  Sunday  thru  Saturday: 

WREC-TV Sta.  B 
Sta.  C 

A.  R.  B. 

May  '58 

(Metro  Area) 
201 
122 
53 

Pulse 

May  '58 

Metro  Area) 

240 

93 

47 

Nielsen 

Feb.-Apr.  '58 (Station  Area) 
195 

74 

107 

WREC-TV 

Channel    3  Memphis 

Represented  Nationally  by  the  Katz  Agency 
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KDUB-TV 
lUtBOCK.  TEXAS 

K  PAR- TV ABILENE  ■  SWEETWATER 

KEDY-TV 
BIG  SPUING,  TEXAS 

President  &  Gen.  Mgr.:  W.  D.  "Dob"  Rogers 
Nat'l.  Sales  Mgr.:  John  Henry 
NATIONAL  BE  PKfSENTAjlvE     THE    BP  AN  HAM  COMPANY 

pinch  of  sophisticated  humor  seems  to  be 
the  formula  adopted  tor  Peter  Gunn  by 

its  creator.  Blake  Edwards,  who  wrote,  pro- 
duced and  directed  the  series  opener.  A 

major  asset  of  the  program  is  its  background 

music,  composed  and  conducted  in  the  best 

jazz  tradition  by  Henry  Mancini,  who  uses 
his  music  to  build  the  mood,  emphasize  the 

action  or.  on  occasion,  add  a  critical  com- 

ment on  what's  going  on  in  the  drama. 

Production  costs:  Approximately  $40,000. 

Sponsored  by  Bristol-Myers  Co.  through 
Doherty,  Clifford,  Steers  &  Shenfield  on 
NBC-TV,  Mon.,  9-9:30  p.m.  Started  Sept. 

22. 

Produced  by  Sparton  Productions  at  Univer- 
sal-International Studios  in  Hollywood: 

executive  producer:  Gordon  Oliver;  pro- 
ducer, director,  writer:  Blake  Edwards. 

SAMMY  KAYE 

It's  a  nostalgic  half-hour  these  10  p.m. 
Saturdays  on  ABC-TV.  In  the  Manhattan 

shirt  department  there's  molecular  memory, 
and  in  the  music  department  there's  the  old 
swing-and-sway,  sounding  the  same  way  it 

did  all  those  years  ago.  It's  reassuring  in  a 
world  where  atoms  grow  hotter  and  music 
grows  cooler  that  Sammy  Kaye  should  go 

on  unchanged.  He's  even  hung  onto  his 
"old  and  dusty,  faded  manuscripts."  The 
show  even  looks  as  it  used  to  sound  on 
the  radio. 

They've  given  the  Kaye  ensemble  a  decent 
production  and  the  musicians  all  turn  in  re- 

liable performances — whether  it's  a  hot  and 
authentic-sounding  Hawaiian  War  Chant,  or 

something  to  soothe  the  week's  jangled 
nerves.  It's  a  nice  Saturday-night-type  sound 
but  too  short-lived. 

Production  costs:  Approximately  $55,000. 

Sponsored  by  Manhattan  Shirt  Co.  through 

Peck  Adv.  on  ABC-TV  Saturday,  10- 
10:30  EDT  p.m.  Started  Sept.  20. 

Starring  Sammy  Kaye  and  his  orchestra  and 

featuring  Johnny  Amoroso,  Lynn  Roberts, 

Ray  Michaels,  Susan  Silo,  Hank  Kanui 
and  the  Kaydets. 

Produced  by:  A  Lawrence  White  Production 
Executive  Producer:  Lawrence  White 

Associate     Producer-Writer:     George  T. 
Simon 

Director:  Cort  Steen 

COUNTY  FAIR 

County  Fair,  which  NBC-TV  premiered 
Sept.  22,  as  a  title  is  too  broad  for  this 
weekday  afternoon  frolic  for  housewives 
who  are  biding  their  time  until  hubby  gets 
home  from  work.  Bert  Parks  stars  in  this 

half-hour  county  fair  sideshow.  He  appar- 
ently has  his  orders  to  attract  the  attention 

of  midway  strollers  who  are  intent  on  getting 
to  more  exciting  fair  adventures,  or  even  to 
household  tasks.  The  Sept.  23  performance 

hardly  delayed  any  dinner  preparations. 

Mr.  Parks  works  nobly  to  hold  his  audi- 
ence around  him  in  the  center  ring  with 

"fun,  music  and  games."  Primarily,  the 
show  emphasizes  studio  audience-participa- 

tion. Barker-announcer  Ken  Williams  intro- 

"BIG  JOHNNY  REB" 

540  on  the  DIAL 

CLEAR  CHANNEL 

POWER  .  .  .  5000  Watts 

AREA  .  .  .  22,700  Sq.  miles 

1,440,600  Confederates WDAK  covers  MORE  than 
the  OTHER  FOUR! 

First  on  the  Dial  in  Dixie Headley-Reed  —  James  Ayers 
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On  xnovin' pelves  -  and  pizza 

Nobody  around  WOOD-TV  is  stupid  enough  to  recommend 

that  old  jazz  of  trying  to  sell  refrigerators  to  Eskimos. 

So  —  when  our  esteemed  client,  the  Pizza  Palace,  declared 

a  willingness  to  pop  for  a  schedule,  local  salesman  Dave  Mc- 

Connaughey  pitched  the  one  Wood-TV  show  that  is  frankly 

Rock  'N'  Roll  —  O'Hara's  Bop  Hop  on  Saturday  afternoon. 

The  result  was  a  sellout  of  all  pizzas  before  the  dinner  hour 

had  passed  —  not  once,  but  twice!  Other  advertisers  like 

Seven-Up,  original  and  major  sponsor;  Seyfert's  (Potato 
Chips)  ;  Eckrich  (Hot  Dogs)  ;  Leonard  Distributing  (Record 

Players)  ;  are  also  happy  as  gold  bugs  on  the  mother  lode. 

To  these  clients  who  have  bought  Bop  Hop,  cash  register 

results  are  a  lot  more  impressive  than  the  show's  top 
ARB  rating. 

For  some  products,  teenagers  are  all-important  —  and 

Wood-TV  has  the  show  and  the  personality  to  reach  them. 

If  you  want  to  emulate  the  Pizza  Palace,  consider  O'Hara's 
selling  ability  on  Bop  Hop  the  next  time  Katz  advises  there 
is  an  availability. 

WOOD-TV  is  first — morning,  noon,  night,  Monday 

through  Sunday — May  '58  ARB  Grand  Rapids 

WOOD-AM  is  first — morning,  noon,  night,  Monday 

through  Sunday — April  '58  Pulse  Grand  Rapids 

Everybody  in  Western  Michigan  is  a  WOOD  watcher. 

WOOD 

AM 

WOODIand  Center,  Grand  Rapids,  Michigan 

WOOD-TV  -  NBC  Basic  for  Western  and  Central  Michigan:  Grand  Rapids, 

Battle  Creek,  Kalamazoo,  Muskegon  and  Lansing.  WOOD  -  Radio  -  NBC. 
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'Be  sociable,  have  a  Pepsi."  That  theme  earmarks 
one  of  the  important  advertising  campaigns  of 

broadcast  history:  Pepsi-Cola's  current  14- week 
drive  on  all  four  radio  networks  at  once.  Pepsi 

tapped  network  radio  for  this  promotion  to  reach 

and  register  with  a  total  population.  ( Campaign 

magnitude:  an  estimated  halt-billion  impressions.) 

As  the  company  said,  "...no  other  medium 
offers  the  speed,  penetration,  saturation  and 

continuity;  nor  can  any  other  medium  reach 

so  many  people  at  a  comparable  cost  per  thousand 

impressions."  So  whether  you  need  all  four 

networks  or  one  (we  know  one)— have  network 

radio,  and  be  sociable.  Mix  with  people.... 

Circulate  more! 

CBS  Radio 

Network 



WSYR-TV  Weekly  Circulation 

Tops  Competition  by 

39,170  Homes 

The  1(>58  Nielsen  study  shows  WSYR-TV  delivering  a  vastly 
greater  coverage  area  .  .  .  more  counties  where  circulation 
exceeds  50'.  .  .  .  more  circulation  nighttime  and  daytime. 

... 67,350  More  Homes  When 

You  Add  the  Bonus  Circulation 

(28,180  Homes)  of  WSYE-TV 

When  you  buy  WSYR-TV,  you  also  get  the  audience  of  its 
satellite  station,  WSYE-TV,  Elmira. 

And  finally,  if  r/itini/s  fascinate  you:  the  June  ARB  report  for  Syra- 
cuse gives  WSYR-TV  52.9%  of  total  -weekly  audience;  63.9%  from 

noon  to  6  P.M.  Mon.-Fri.;  54. 67"  from  6  P.M.  to  10  P.M.  Mon.-Fri.) 
71.8%  from  sign-on  to  6  P.M.  Sundays. 
Get  the  Full  Story  pen  HARRINGTON,  RIGHTER  k  PARSONS 

WSYR • T  V NBC 
Affiliate 

Channel  3    •    SYRACUSE,  N.  Y.    •    100  K  W 
Plus  WSYE-TV  channel  18  ELMIRA,  N.  Y. 

"Notre  Dame?  Must  be  a  breather.  Never  heard  of  the  place  myself 

IN  REVIEW CONTINUED 

Saturday's  gridiron  heroes  have  long  since  learned  that 
upsets  are  in  store  when  information  is  not.  The  same 

is  true  (often  with  more  permanent  damage)  in  tele- 

vision and  radio.  That's  why  Broadcasting  has  the  big- 
gest cheering  section  of  PAID  subscribers  (by  far)  .  . . 

the  most  informative  scouting  reports  of  all .  .  .  the  most 

timely  interception  of  news,  trends,  authoritative  anal- 
yses in  the  whole  business  of  broadcast  advertising. 

With  Broadcasting  coaching  latest  facts,  you  have  the 

background  to  call  the  plays.  Right  now  you  can  make 
a  first  down  by  sending  $3.50  for  26  introductory  weeks 
of  THE  TV-radio  businessweekly ! 

BROADCASTING 

1V35  DeSales  Street,  N.  W.,  Washington  6,  D.  C. 

duced  the  star  of  the  show,  who  immediately 
led  off  with  the  first  of  an  array  of  stunts, 
all  of  which  suffered  from  lack  of  time  for 

adequate  completion.  Either  shorter  stunts 
should  be  arranged  or  a  few  commercials 
omitted. 

When  ringmaster  Mr.  Parks  detects  signs 
of  restlessness  in  his  audience  he  comes  up 

with  another  crowd-pleaser — the  "celebrity 
corner."  The  guest  Sept.  23  was  Jonathan 
Winters  who  was  introduced,  naturally, 

through  a  stunt.  The  audience  had  been 
given  numbers  upon  entering  the  studio.  Mr. 
Parks  called  number  134  for  a  prize.  Turned 
out  everyone  had  that  number  except  Mr. 
Winters  who  was  seated  in  the  audience 

without  a  number.  Thus  setting  the  stage  for 

conversation,  Jack  Paar's  popular  Tonight 
substitute  entered  the  circle  to  tell  fair-type 
anecdotes. 

The  only  prize  NBC-TV's  County  Fair 
can  shoot  for  in  this  season  of  all-sized 

fairs  is  a  possible  ribbon  for  a  "game  try." 
Production   costs:   Approximately  $27,000 

a  week. 

Sponsored  by  Frigidaire  Div.,  General 

Motors  Corp.;  Lever  Brothers  Co.;  Na- 
tional Biscuit  Co.;  Sandura  Co.;  Sterling 

Drug  Inc.;  and  General  Foods  on  NBC- 
TV,  Mon.-Fri.,  4:30-5  p.m.  EDT.  Started 

Sept.  22. Producer:  Gale-Gernannt  Productions  with 
NBC-TV.  Director:  Joe  Durand. 

JIMMY  DEAN  SHOW 

In  spite  of  a  Brooks  Brothers  suit,  in  spite 

of  a  New  York  City  locale,  in  spite  of  city- 
folk  guest  stars,  Jimmy  Dean  remains  a 

country  boy.  An  attempt  has  been  made  to 
sophisticate  the  Texas-born  singer  on  his 

daily  CBS-TV  show,  but  the  Madison  Ave- 
nue make-up  is  only  skin  deep. 

On  the  Sept.  23  show  of  the  afternoon 

series,  Jimmy  was  as  affable  and  easy-going 
as  if  he  were  back  in  Washington,  D.  C 
emceeing  Town  &  Country  Jamboree.  He 

didn't  have  his  guitar,  but  when  he  stretched 

out  on  an  hammock  to  sing  (sort  of)  "It's 

My  Lazy  Day,"  Percy  Kilbride  couldn't have  been  more  folksy. 

His  "Girl  of  the  Week"  this  last  week 
was  Gretchen  Wyler,  a  talented  dancer  and 
personality,  who  presented  a  vivid  contrast 
to  Jimmy.  But  he  worked  well  with  her. 

not  all  non-plussed  by  the  more  mercurial 

Gretchen.  Judging  from  this  past  Tuesday's 
easy  performance,  Jimmy  can  go  on  talking 
about  his  mother,  his  wife  and  Texas,  and 

singing  popular  songs  and  hymns  for  the 

next  30  or  40  years.  And  he's  got  a  message 
too:  "Love  Thy  Neighbor."  It's  an  old  line 
from  the  Bible,  but  when  he  says  it,  he 

sounds  as  though  he  means  it. 
Production   costs:   Approximately  $35,000 weekly. 

Sponsored  by  Lever  Bros.  (Sullivan,  Stauf- 

fer,  Colwell  &  Bayles);  Gerber  Baby- 
Foods  (D'Arcy  Adv),  Libby,  McNeill  & 
Libby  (J.  Walter  Thompson);  Eastman 

Kodak  (JWT),  Johnson  &  Johnson  (Y&R) 
and  Miles  Labs  (Geoffrey  Wade  Adv 

Chicago)  on  CBS-TV  (Mon.-Fri.,  2-2:30 
p.m.).  Started  Sept.  15. 

Producer:  Barry  Wood;  directors:  Jerry- 
Shaw  and  Lee  Tredanari;  writers:  Joe 
Bigelow  and  David  Greggory. 
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Daytime  is  always  playtime  in  Florida 

The  fact  was  well  publicized  last 

winter  that  Florida  didn't  play  her 
usual  stellar  role  of  the  warm,  trop- 

ical temptress.  We  join  with  the 

critics  in  declaring  it  her  worst  per- 

formance in  that  role  during  the  last 

47  seasons. 

Yet,  even  so,  there  were  many 

qualities  Florida  afforded  the  vaca- 

tionist which,  in  fairness,  should  not 

go  unmentioned. 

It  is  true  that  Florida's  typically 

balmy  tropical  evenings  were  miss- 

ing. But,  her  sun-time  temperatures 

in  the  most  popular  resort  centers 

provided  ample  comfort  for  out-of- 

door  fun  and  vacation  enjoyment. 

A  LOOK  AT  THE  RECORD 

For  example,  at  five  south  Florida 

cities,  Weather  Bureau  records  show 

the  daily  range  of  December,  Janu- 

ary, February  temperatures  averaged 

a  54.1°  low  and  a  69.6°  high.  This 

average  range  did  not  come  up  to 

usual  June-like  weather  prevailing 

here  in  normal  winter  seasons.  Par- 

ticularly under  par  were  the  mini- 

mum readings  which,  on  too  many 

occasions,  got  uncomfortably  close 

to  freezing.  But  these  lows  occurred 

at  nighttime  when  most  tourists  are 

warmly  tucked  into  bed. 

Practically  every  afternoon  was 

ideal  for  golf,  for  tennis,  for  fishing, 

for  seeing  the  sights,  or  visiting  the 
race  tracks. 

As  a  matter  of  fact,  there  were 

swim-suited  people  out  on  the  beach- 

es sun-tanning,  four  days  out  of  five 

throughout  the  winter.  Surf  temper- 

atures, higher  than  air  tempera- 
tures, were  comfortable  for  bathing. 

This  may  seem  curious,  even  in- 

credible, to  those  who  have  not  ex- 

perienced the  power  of  subtropical 

sunshine.  That's  why  we  say  again 

— regardless  of  nighttime  lows,  day- 

time is  always  playtime  in  Florida. 

Florida  Development  Commission 

515-M  Caldwell  Building 

Tallahassee,  Florida 

mm    ng&.    illl^iP  In » i  Jfflrllll 
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YEAR    'ROUND    LAND    OF    GOOD  LIVING 



6  to  60 

RADIO  RAHALL 

Rahall  Stations  attract  every  age  group  6 
to  60  with  every  catagory  of  programming 
.  .  .  news,  music,  sports  and  public  service 
events.  Your  product  is  sold  by  top  per- 
tonalities  ...  on  these  top-rated  Hooper  and 
Pulse  stations. 

Again  #1  Hooper,  May  and  June,  morning 
and  afternoon.  Try  the  afternoon  show  4  to  6 
p.  m.  with  Dopey  Duncan  and  Bob  Newman. 

Top  Pulse,  Manchester,  Concord,  Nashau  mar- 
kets. Morning  shows  5  to  10  a.m.  with  Chuck 

O'Neill  and  Norm  Bailey. 

5000  watts,  top  personality  station  in  the 
Tampa-St.  Petersburg  market*.  The  major 
league  game  of  the  day  station  for  the 
Florida  west  coast. 

BECKLEXW.VA7 

#  1  Hooper,  morning,  noon  and  night.  Morn- 
ing shows  5  to  9:45  a.m.  with  Russ  Cooke 

and  Gary  Dent. 

wM&eroM.  pa  / 

Top  Pulse  in  rich  Montgomery  County  market. 
Morning  shows  6  to  9  a.m.  with  Tony  Bekas 
and  Don  Jones. 

sold  nationally  thru 

WEED  &  CO. 

Joe  Rahall,  President 

"Oggie"  Davies,  Gen.  Manager 
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OPEN  MIKE 

Katz  Fan  Club 

editor: 

I  have  always  admired  Joseph  Katz  as  a 

business  acquaintance  and  now  my  admira- 
tion tor  him  soars  even  higher  as  I  read 

his  Monday  Memo  in  your  Sept.  15  issue. 

I  have  always  felt  the  same  as  Mr.  Katz 
regarding  the  phrasing  and  delivery  of 
commercials.  It  flatters  my  ego  no  end  to 
know  that  a  man  of  his  calibre  has 

thoughts  running  in  the  same  channel  as 
mine  regarding  this  particular  phase  of 
the  business. 

Henry  Hickman 
WFBR  Baltimore 

editor: 

Joseph  Katz  hit  the  nail  squarely  on  the 
head.  I  have  been  wondering  how  long  the 
agencies  would  permit  their  copy  writers 
to  continually  misuse  the  poor,  tired  and 

now  trite  word  "amazing." 
Hugh  Barclay 
Manager 

WJDM-TV  Panama  City,  Fla. 

Wanted:  Used  Transmitter 

editor: 

The  Christian  Radio  Mission  is  attempt- 
ing to  establish  a  radio  station  in  Pusan, 

Korea.  We  are  interested  in  producing  edu- 
cational, cultural  and  religious  programs 

designed  for  the  people  of  South  Korea. 
But  we  have  a  problem.  We  do  not  have 

funds  to  purchase  a  transmitter  as  quickly 

as  we  need  to  take  advantage  of  the  oppor- 
tunity of  broadcasting.  Perhaps  some  sta- 

tion that  has  a  used  one  could  see  its  way 
clear  to  contribute  it  to  this  program.  The 
U.  S.  government  authorizes  contributions 
made  to  this  work  to  be  deductible  from 
income  tax. 

V.  Alex  Bills,  Field  Director 
Christian  Radio  Mission 
804  Mississippi  St. 
Amarillo,  Tex. 

Want  That  Code 

editor: 

Please  send  me  160  copies  of  "A  Code 
for  Censorship  in  Time  of  War"  [Lead Story,  Aug.  4]. 

C.  Bruce  Wright 

Deputy  Director,  Public  Relations 
Maine  Civil  Defense 

Augusta,  Me. 

editor: 

Please  send  me  10  copies  .  .  . 
Donald  Lasser 
President 

WICH  Norwich,  Conn. 

editor: 

...  10  copies  .  .  . 
Donald  G.  Coe 

Director,  Special  Events 
ABC,  New  York 

[EDITOR'S  NOTE:  The  story  and  text  about  the 
government's  stand-by  censorship  code  were carried  exclusively  in  BROADCASTING  Aug.  4. 
Reprints  are  available  at  cost,  10  cents  per  copy, 

rnjTiiTrmTTi  order  10  copies.] 

No  Proxies 

editor: 

I  know  that  most  papas  are  proud  of 
pictures  of  their  newly  arrived  offspring, 
and  sometimes  to  the  boredom  of  their 

friends.  However,  I  thought  the  readers  of 

Broadcasting  might  be  amused  by  the  en- 

closed for  a  particular  reason.  Each  mem- 
ber of  the  group  is  a  stockholder  in  John 

Poole  Broadcasting  Co.  and  shares  an  inter- 
est in  KBIG  Avalon  and  KBIF  Fresno 

[both  California]. 

Standing  at  the  rear  is  John  Poole,  presi- 
dent of  the  company,  and  seated  is  Olivia 

A.  Poole,  vice  president  and  director.  The 
newest  stockholder  is  Mark  Edward  Poole 

(age  10  days)  .  .  . 
John  H.  Poole,  president 

John  Poole  Broadcasting  Co. 
Corona  Del  Mar,  Calif. 

One  Left  Out 

editor  : 

Conspicuously  absent  from  your  listing 
of  the  markets  and  stations  that  will  get 

"Bold  Action"  off  the  ground  [Broadcast- 

ing, Sept.  8]  was  KLZ-TV.  How  come? 
In  your  own  story  Mr.  Kohn  paid  special 
tribute  to  Bob  Hart  of  KLZ-TV  who  did 
a  great  deal  in  setting  up  the  whole  thing. 

Hugh  B.  Terry 
President  &  General  Manager 
KLZ-TV  Denver 

[EDITOR'S  NOTE:  Through  an  error  in  trans- mission, KLZ-TV  was  madvertently  omitted 
from  the  Denver  listing.  Bold  Action  is  a  plan 
for  extensive  use  of  television  by  furniture stores.] 

Rebuttal 
editor: 

With  reference  to  the  letter  "Matter  of 
Deduction"  from  Mr.  Heckman,  news  di- 

rector of  WIBC  Indianapolis  [Open  Mike, 

Sept.  8],  and  WFIL's  coverage  of  the  Teal 
slaying:  These  are  the  facts  we  reported. 

Shortly  after  Teal's  murder  was  flashed 
on  the  wire,  I  spoke  with  a  detective  ser- 

geant of  the  Indianapolis  police  force.  We 
were  on  the  air  via  beep  phone,  and  he  said 

on  the  air  (and  on  tape)  that  "a  love  angle" 
was  involved  in  the  slaying.  Our  listeners 
heard  this  some  16  to  18  hours  before  wire 

service  reports  confirmed  it.  A  transcript  of 

the  tape  is  available. 
These  are  the  facts.  We  stand  by  them. 

In  sending  the  story  to  Broadcasting  we 
attempted  to  show,  once  again,  the  many 
ways  a  news  story  can  be  gathered  together 

by  radio.  No  reflection  on  WIBC  intended. 
John  Raleigh 

Director  of  news  cruiser  operations 
WFIL  Philadelphia 

Broadcasting 



in  order  to  give  more  and 
better  service  to  the  stations 

we  represent 
and  the  agencies  we  service  .  .  . 

The  unprecedented  growth 
and  success  of  is  based 

only  on  the  increases 
n  national  spot  income 

of  these  stations. 

This  record  has  been  so  outstanding 

that,  for  the  third  time  in  the 

eight  years  of  its  existence, 
must  move 

to  larger  quarters- more  than  twice  as  much  room 

as  our  present  space— 
the  21st  floor 

of  the  Seagram  Building. 

375  Park  Avenue,  (PLaza  9-6800). 

We  are  looking  forward  toj 

welcoming  you  there 

beginning  October  6,  1958. 

We  pledge  that  from  these  spacious 

new  quarters,  with  room 
for  more  people  and  more  services, 

we  "Working  Partners" will  continue  to 

"Send  a  Man  to  Do  a  Man's  Job." 

Representatives Television,  Inc. 

Frank  M.  Headley,  President 

Dwight  S.  Reed,  vice  President 

Frank  E.  Pellegrin,  Vice  President 
Paul  R.  Weeks,  vice  President 



Fort  Wayne's Number  1 

Network  Radio  Station* 

WANE 

Fort  Wayne 

CBS Represented  by  Peti) 
*  Pulse,  April,  19SS 

A  CORINTHIAN  STATION 
KOTV  Tulsa  •  KGUL-TV  Houston 
WANE  &  WANE-TV  Fort  Wayne 
WISH  &  WISH-TV  Indianapolis 

QUAD  -  CITIES ROCK  ISLAND  •  MOLINE  •  E.  MOLINE  •  DAVENPORT 

now  the  nation's 
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TV  MARKET 

according  to  Television  Age  Magazine 

I  RETAIL  SALES  are  above  the 

national  average.  Rock  Is- 
land,  Moline,  East  Moline  are 

1  rated  as  "preferred  cities"  by 
Sales  Management  magazine 

V     for  the  first  6  months  of  1958. 

JL  You  too,  can  expect  above- 
average   sales   if   you  BUY 

^     WHBF-TV  NOW! 

WHBF-TV CBS  FOR  THE  QUAD-CITIES 
Scott   County,    Iowa,    Rock    Island    County,  Illinois 

Represented  by  Avery-Knodel,  Inc. 

IN  PUBLIC  INTEREST 

ARTIFICIAL  LEG  •  WSPB  Sarasota,  Fla., 

listeners  donated  over  $1,300  for  the  pur- 

chase of  an  artificial  leg  for  an  eight-year- 

old  Miami  boy.  The  youngster's  leg  had  to 
be  amputated  after  he  was  attacked  by  a 

tiger  shark  while  swimming.  WSPB's  Con- nie Rice  called  for  donations  on  his  daily 
Sarasota  Speaks  program. 

TB-TV  QUIZ  •  WTTG  (TV)  Washington 

conducted  a  public  service  quiz  game,  dur- 

ing the  summer,  to  aid  the  local  Tubercu- 
losis Assn.  The  TB-TV  Quiz  drew  over  6,- 

700  entries  during  a  six-week  period.  Essays 

were  written  by  25  finalists  on  "What  I 
Learned  About  Tuberculosis  During  the 

TB-TV  Quiz"  with  a  1958  auto  as  first  prize. 
The  Tuberculosis  Assn.  tabulated  all  daily 
entries,  which  contained  answers  to  various 

questions  about  TB,  to  determine  the  weak 
areas  in  its  educational  program.  Future 
educational  efforts  will  be  guided  by  results 
of  the  WTTG  quiz. 

CONELRAD  PROMOTION  •  WFAA 
Dallas  made  area  residents  conscious  of 

Conelrad  through  a  half-page  newspaper  ad. 
Telling  the  Conelrad  story  in  simple,  direct 
and  easy  to  understand  words,  the  WFFA 

ad  not  only  explained  the  wartime-alert 

procedure,  but  also  covered  the  system's 
operation  in  case  of  severe  weather  warn- 

ings. To  aid  listeners  in  remembering 
Conelrad  frequencies,  the  ad  offered  a  free 
sticker  for  placement  on  home  radio  sets. 

BLIND  SERIES  •  ABC  Radio  launched  a 

new  weekly  dramatic  series  dealing  with 

the  experiences  of  sightless  persons  yester- 

day (Sept.  28)  8:05-8:30  p.m.  The  series, 
titled  This  Is  the  Challenge  is  being  pro- 

duced by  ABC  Radio  in  cooperation  with 
the  American  Foundation  for  the  Blind.  The 

premiere  program  features  Mrs.  Hellen 
Tullis,  a  Baltimore  broadcaster  who  won  Mc- 

C all's  1953  "Golden  Mike"  award  as  the 

"outstanding  radio  woman  of  the  year." 
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ARB  and  Nielsen  agree 
St 

the  Twin  Cities 

PARAMOUNT 

WARNER  BROS. 

MGM 

UNITED  ARTISTS 

now  m-m 7  NIGHTS  WEEKLY 

WTCN-TV 

"MOVIE  SPECTACULAR"  IS  THE  HIGHEST  RATED 
ENTERTAINMENT  SHOW  IN  ITS  TIME  PERIOD. 

"MOVIE  SPECTACULAR"  IS  THE  HIGHEST 
RATED  MULTI-WEEKLY  ENTERTAINMENT 
SHOW  IN  TWIN  CITY  NIGHTTIME  TV. 

"MOVIE  SPECTACULAR"  IS  THE  FIRST  CHOICE 
OF  NATIONAL  AND  LOCAL  TIME  BUYERS  FOR 

MINUTE    PARTICIPATION  ANNOUNCEMENTS. 

ASK  BOB  FRANSEN  WTCN-TV  NATIONAL  SALES  MANAGER  OR  YOUR  KATZ  MAN  FOR 

SALES  INFORMATION,  RATING  DETAILS,  AND  THE  FEW  REMAINING  AVAILABILITIES. 

Represented  nationally  by  the Katz  Agency 

Affiliate  ABC-Television 
Network 

MINNEAPOLIS     •     ST.  PAUL 

ARB  AND  NIELSEN  AUGUST  1958 

AVERAGE  OF  ALL  COMPETITIVE  TIME  PERIODS. 
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MICHIGAN 
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MICHIGAN  AUDIENCE 

serving 
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Billion  Dollar 

Market 
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t 

IN  PONTIAC  HOOPER 

7.00  A.M. -12:00  Noon 
Monday  Thru  Friday 

12:00  Noon— 6:00  P.M. Monday  Thru  Friday 

WPON 39 46.5 

Sta.  B 24.1 14.0 

Sta.  C 1  1.9 8.1 

Sta.  D 10.0 
5.4 

C.  E.  Hooper,  May,  1958 

CONTACT 

VENARD  RINTOUL  &  McCONNELL,  INC. 

Associated  with  Lansing's 

OUR  RESPECTS 

to  Richard  A I  den  Ray  Pickham 

SEVEN  YEARS  AGO,  when  Dick  Pinkham  was  manager  of  network  planning 

at  NBC-TV,  Sylvester  L.  (Pat)  Weaver  had  occasion — one  bad  day — to  refer  to 

his  protege  as  "Frank  Failure."  An  ardent  disciple  of  playwright  Richard  Brinsley 
Sheridan,  Mr.  Weaver  not  long  after  had  cause  to  change  his  mind.  Under  the  man- 

agement of  Mr.  Pinkham — by  then  elevated  to  executive  producer  of  Today,  Home, 
and  Tonight — NBC  had  tapped  a  new  lode  of  advertiser  revenue.  Mr.  Weaver 

waxed  ecstatic,  renamed  him  "Tom  Triumph." The  two  had  first  met  in  1940  when  Mr.  Pinkham  was  the  Half  &  Half  smoking 
tobacco  account  man  at  Lord  &  Thomas  (now  Foote,  Cone  &  Belding)  and  Mr. 
Weaver  the  advertising  manager  of  American  Tobacco  Co.  After  a  long  working 
relationship  with  Mr.  Weaver  (interrupted  by  a  military  interlude  that  saw  naval 

officer  Pinkham  end  the  war  as  c.  o.  of  a  four-stacked  World  War  I-vintage  de- 

stroyer), Mr.  Pinkham  has  grounds  to  "plead  special  prejudice"  for  networking. 
As  vice  president  of  tv-radio  at  Ted  Bates  &  Co.  since  spring  1957,  Mr.  Pinkham 

has  been  subtly  reshaping  the  image  of  Bates  as  "a  spot  agency."  Case  in  point: 
Brown  &  Williamson  Tobacco  Co.,  which  last  year  spent  most  of  its  broadcast  alloca- 

tions ($9  million)  in  spot,  now  has  $10  million  tied  up  in  network  commitments 
(The  Texan,  Naked  City,  Wanted:  Dead  or  Alive  and  The  Wednesday  Night  Fights) 
in  addition  to  a  $5  million  spot  budget. 

This  kind  of  fervor  is  all  the  more  significant  when  one  considers  that  Dick  Pink- 
ham is  relatively  new  to  broadcasting,  having  begun  in  opposition  media. 

BORN  April  11,  1914,  in  New  York  City,  he  is  a  product  of  Choate  ('32)  and 
Yale  U.  ('36).  After  Yale,  Dick  Pinkham  did  the  "proper  thing":  He  joined  fellow 

Yaleman  Henry  R.  Luce's  Time.  Beginning  as  a  cub  copywriter,  he  quit  in  1938  to 
join  a  friend  in  an  ill-fated  two-man  agency  venture,  afterwards  set  out  to  correct  his 

credentials  by  "putting  in  exactly  366  days  behind  the  other  side  of  the  counter"  at 
James  McCreery  &  Co.  as  the  youngest  (25)  advertising  manager  in  New  York  de- 

partment store  history.  From  there  it  was  just  a  few  city  blocks  to  L&T — and  Pat 
Weaver.  In  June  1941 — a  month  or  two  after  his  marriage  to  the  former  Mary 
Struthers — naval  reservist  Pinkham  was  called  to  active  duty. 

After  discharge,  he  considered  three  career  possibilities.  "I  didn't  want  to  dedicate 
my  life  to  selling  tobacco,"  he  says,  and  this  left  him  a  choice  of  politics,  teaching 
or  journalism.  The  latter  paid  best  of  the  three.  After  receiving  "three  equally  appeal- 

ing" offers  from  The  New  York  Times,  New  York  Herald  Tribune,  and  Time  Inc., 
Mr.  Pinkham  joined  the  Trib  as  a  general  business  executive,  two  years  later  moved 
up  to  circulation  manager  and  in  1948  became  a  member  of  the  board  of  directors. 

As  the  Trib's  advertising  revenue  dropped  and  television's  shot  up,  Mr.  Pinkham 
didn't  need  to  interpret  the  handwriting  on  the  wall.  He  talked  to  his  mentor,  then 
vice  president  of  NBC-TV,  and  asked  him  for  some  introductions  at  various  agencies. 

Mr.  Weaver  refused  point-blank,  instead  offered  him  an  executive  assistantship.  Mr. 

Pinkham  quit  the  Trib  to  become,  it  was  later  put,  "a  dangling  executive."  Manage- 
ment consultants,  sniffing  about  for  deadwood,  paused  ominously  before  his  office; 

Mr.  Weaver  promptly  assigned  Pinkham  to  executive  producer  of  Today. 

There  Mr.  Pinkham,  joined  by  Mort  Werner  (another  "Weaver  boy,"  now  tele- 
vision head  of  Kaiser  Industries  Inc.)  and  Matthew  J.  Culligan  (now  NBC  Radio  exec- 

utive vice  president)  manfully  tried  to  make  NBC's  cash  registers  jingle.  But  it 
wasn't  until — as  Mr.  Pinkham  puts  it — "I  saw  $20  million  worth  of  revenue  sitting 
in  the  NBC  casting  office  waiting  room"  that  Today  became  tomorrow. 

What  he  actually  saw  that  day  across  the  hall  from  his  office  was  a  monkey  named 

J.  Fred  Muggs.  "That  ape,"  he  recalls,  "shot  our  ratings  through  the  roof,"  and 
changed  Frank  Failure  to  Tom  Triumph.  Mr.  Weaver  thereupon  made  Pinkham  chief 

architect  on  Home;  in  the  autumn  of  1954,  he  became  the  darling  of  the  somnambu- 
lists and  of  Steve  Allen,  whom  Tonight  catapulted  out  of  near-obscurity. 

For  his  efforts,  Mr.  Pinkham  was  rewarded  with  the  participating  programs  vice 

presidency.  In  February  1956  he  was  named  programming  vice  president — a  job 
Mr.  Pinkham  now  describes  as  an  "absolute  rock  crusher."  There  were  no  hours,  he 

says,  "just  crises  .  .  .  you  couldn't  get  away  from  it." 
But  he  did,  circuitously.  Returning  from  Europe  that  Sept.  10,  he  was  told  his  boss 

was  "out" — permanently.  Two  months  later  Mr.  Pinkham  was  named  vice  president 
of  advertising.  The  next  spring  he  quit  to  join  Bates  as  radio-tv  director. 

Whenever  anyone  asks  why  he  threw  up  his  career  at  NBC,  he'll  point  to  a  gallery 
of  photos  lining  his  office  wall.  They're  of  his  youngsters — Penny,  15;  Dickie,  13: 
David,  11,  and  Elizabeth,  8.  Then,  too,  there's  "the  little  matter  of  leisure."  An 
avid  yachtsman  and  golf  and  tennis  player,  he  holds  a  "flush  deck  of  membership 
cards"  at  Rye's  Apavvamis.  Manursinj  and  American  Yacht  clubs. 

WILS 

news  sv0^ 
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The  Goose  and  the  Golden  Eggs 

(Aesop  updated) 

A  certain  man  had  a  Goose  which  laid  him  a  golden  egg  every  day.  But 

being  a  greedy  man  he  was  dissatisfied  with  just  one  golden  egg  a  day, 

and  thinking  to  seize  the  whole  treasure  at  once,  he  killed  the  Goose,  and 

cutting  her  open  found  her — just  what  any  other  Goose  would  be! 

Much  wants  more  and  loses  all.  J 

So  it  is  with  many  people — not  content  with  concentrating  on  the 

one  radio  station  in  a  market  that  delivers  the  golden  egg  on  a 

silver  platter,  they  kill  their  own  goose! 

Moral:  pick  a 
Station 

Radio  Baltimore   Radio  Boston 

Radio  Chicago   Radio  Memphis 

REPRESENTED  NATIONALLY  BY  RADIO-TV  REPRESENTATIVES,  INC. 
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HRON  is  TV  in  Sf 

JUNE-JULY  NIELSEN 
Quarter- Hour  Firsts 

Class  AA.   Mon.  -  Fri. 
Homes  Ratings 

KRON   30  24 
Sta.  B 

 16  19 
Sta.  C  14  17 

  0  0 
SAN  FRANCISCO  CHRONICLE  .  NBC  AFFILIATE  •  CHANNEL  4  •  PETERS,  GRIFFIN,  WOODWARD  • 
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NEW  TWIST  TO  FCC  CASES:  INDICTMENT 

•  Mack  accused  of  selling  his  vote  in  Miami  ch.  10  television  grant 

•  Justice  Dept.,  Congress  committee  at  work  on  other  disputed  cases 

One  disputed  FCC  television  case  led  to 
a  criminal  indictment  last  week  and  at  least 

one  other  was  under  grand  jury  investiga- 
tion. 

A  federal  grand  jury  in  Washington  in- 
dicted former  FCC  Comr.  Richard  A.  Mack 

and  his  longtime  friend,  Thurman  White- 
side, on  charges  that  Mr.  Mack  sold  his 

vote  in  the  Miami  ch.  10  case. 

The  same  jury  has  been  hearing  evidence 
in  other  television  cases,  including  the  grant 
of  ch.  4  Pittsburgh.  That  case  came  under 
Congressional  investigation  as  well  last  week 
(see  below) . 

The  jury  was  sworn  in  last  Jan.  7.  Its 
term  is  18  months. 

It  returned  its  indictment  last  Thursday, 
two  days  after  Mr.  Whiteside  had  appeared 

as  a  witness  in  an  FCC  re-hearing  of  the 
Miami  ch.  10  case  (see  page  60). 

If  convicted  of  the  charges,  Messrs.  Mack 

and  Whiteside  face  maximum  fines  of  $15,- 

000  and  up  to  10-year  jail  terms. 
Washington  Justice  Dept.  officials  said 

last  week  that  arraignment  of  both  men 
would  probably  take  place  Friday,  Oct.  3, 

before  a  federal  district  judge  in  Wash- 
ington. Neither  of  the  men  would  be  ar- 

rested, it  was  explained;  they  both  would 
make  arrangements  to  appear  through  their 
lawyers. 

Bail  was  expected  to  be  nominal,  it  was 
understood.  This  might  run  between  $1,000 
and  $1,500. 

In  Florida,  Mr.  Mack  was  reported  term- 

ing the  grand  jury's  action  as  '"ridiculous." 
He  was  said  to  have  added:  "I  haven't  seen 

the  papers  yet  and  feel  I  shouldn't  provide 
any  more  comment.  I  haven't  been  worried 
about  it  all  along.  The  whole  thing  just 

makes  me  feel  a  little  sad." 
Mr.  Whiteside  was  reported  as  comment- 

ing: "I  am  not  responsible  for  results  of 
Washington  politics.  At  any  trial  my  com- 

plete innocence  will  be  proven." 
Informed  of  the  grand  jury's  indictment. 

Rep.  Oren  Harris  (D-Ark.),  chairman  of 
the    House    Oversight    committee — before 

whom  the  ch.  10  scandal  was  first  made 

public — commented:  "It  was  not  unex- 
pected." Mr.  Harris  also  stated  that  the 

committee  would  hold  in  abeyance  "for  a 
reasonable  time"  further  investigation  of 
the  Pittsburgh  ch.  4  case  to  allow  the  grand 
jury  time  to  act  (see  separate  story,  page 
29). 

It  was  the  opinion  of  some  observers  that 
a  trial  is  probably  a  year  or  more  away. 

It  was  understood  that  under  normal  pro- 
cedures, motions  for  dismissals  are  first 

argued,  after  which  other  motions  regard- 
ing elements  of  the  indictment  are  heard 

— all  before  the  actual  trial  gets  underway. 
The  Dept.  of  Justice  entered  the  Miami 

ch.  10  case  in  February  of  this  year  when 

Attorney  General  William  P.  Rogers  or- 
dered the  FBI  to  investigate  the  allegations 

made  during  the  House  committee's  probe. 
The  Attorney  General  then  ordered  the 

Justice  Dept.'s  criminal  division  to  present 
the  case  to  the  1958  grand  jury. 

Mr.  Mack,  a  48-year-old  Florida  Demo- 
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MACK.  WHITESIDE  continued 

crat,  was  appointed  to  the  FCC  by  Presi- 
dent Eisenhower  July  8.  1955.  He  succeeded 

former  Comr.  Frieda  B.  Hennock.  Mr. 

Mack  resigned  March  3  under  lire  of  the 
House  committee  investigation.  He  is  now 

living  in  Fort  Lauderdale,  Fla.  Mr.  Mack 

was  appointed  to  the  Florida  Railroad  & 
Public  Utilities  Commission  in  19-17.  He 
was  later  elected  to  the  same  post. 

I  he  Miami  ch.  10  hearings — with  four 

applicants  vying  for  the  vhf  outlet — took 

place  in  1954.  A  hearing  examiner's  initial 
decision  favoring  WKAT  Inc.  (WKAT 
Miami-A.  Frank  Katzentine)  was  issued 
March  30,  1955.  Oral  argument  was  heard 
by  the  FCC  en  banc  on  July  18.  1955.  and 
a  final  decision  favoring  National  Airlines 
was  issued  Feb.  7,  1958.  Other  applicants 
are  North  Dade  Video  Inc.  and  L.  B.  Wil- 

son Inc. 

Because  of  the  allegations  of  impropri- 
eties, the  FCC  asked  the  U.  S.  Court  of 

Appeals  to  return  the  case  for  further  hear- 
ing. I  his  was  done,  and  the  new  hearings 

— on  issues  of  disqualification  and  impropri- 
eties— began  Sept.  8  before  Judge  Horace 

Stern,  retired  chief  justice  of  the  Pennsyl- 
vania Supreme  Court. 

For  the  latest  developments  in  the  ch.  JO 
hearing  before  Judge  Stern,   see  page  60. 

THE  GRAND  JURY'S  CHARGES 

The  grand  jury  indictment  charges  that 
Mr.  Mack  and  Mr.  Whiteside  conspired  by 

engaging  "corruptly  to  influence,  obstruct 
and  impede  .  .  .  the  due  and  proper  adminis- 

tration of  the  law"  and  "to  defraud  the 

U.  S."  by  interfering  with  the  business  and 
affairs  of  the  FCC,  which  should  be  "free 
from  self-interest,  bias  and  improper  influ- 

ence." Both  the  conspiracy  and  the  fraud  were 
related  to  the  proceedings  involving  the 

grant  of  ch.  10  in  Miami,  the  indictment 
read. 

The  indictment  stated  that  Mr.  Whiteside 

promised  George  T.  Baker,  president  of  Na- 
tional Airlines  and  of  its  subsidiary,  Public 

Service  Television  Inc.,  that  he  would  do 

what  he  could  to  help  obtain  the  ch.  10  per- 

mit for  the  airlines'  company. 
[Mr.  Whiteside  has  maintained,  both  be- 

fore the  House  Legislative  Oversight  Com- 
mittee and  just  last  week  in  the  FCC  rehear- 

ing before  Judge  Horace  Stern,  that  he  acted 
only  to  help  his  friend,  Judge  Robert  H. 
Anderson,  then  a  member  of  the  Miami  law 
firm  which  represented  National  Airlines.] 

The  grand  jury  charged  that  Mr.  Mack 

listened  to  the  "private  arguments  and  per- 
sonal pleas  and  financial  inducements"  of Mr.  Whiteside  in  behalf  of  Public  Service 

Television  without  notice  to  other  members 

of  the  FCC  or  other  parties  in  the  compara- 
tive hearing.  The  indictment  also  charged 

that  Mr.  Mack  privately  pledged  his  vote  in 

favor  of  Public  Service  Television  "without 
regard  to  the  merits  of  the  [other]  applica- 

tions because  of  personal  friendship  with 

the  said  Thurman  A.  Whiteside  and  his  per- 
sonal and  pecuniary  interest  in  the  success 

of  the  application  of  Public  Service  Televi- 
sion Inc.  .  .  ." 

Mr.  Mack  was  rewarded  in  this  manner, 

according  to  the  grand  jury: 
That  when  the  permit  for  ch.   10  was 

awarded  to  Public  Service  Television,  that 

company  would  place  its  insurance  with 
Stembler-Shelden  Insurance  Agency  Inc.; 
that  Mr.  Whiteside  would  direct  that  part 

of  his  ownership  in  that  agency  be  trans- 

ferred to  William  Y.  Stembler,  "purported- 
ly as  trustee  for  the  defendant  Richard  A. 

Mack  .  .  .";  that  Mr.  Whiteside  would 
direct  the  insurance  company  to  give  cer- 

tain sums  of  money  to  Mr.  Mack  "as 
though  actually  earned  by  the  defendant 
Richard  A.  Mack  for  services  rendered  the 

Stembler-Shelden  Insurance  Agency  Inc. 
when  in  truth  and  in  fact  said  sums  of 

money  would  not  be  so  earned  .  .  .";  that 
Mr.  Whiteside  would  transfer  without  con- 

sideration the  capital  stock  of  Andar  Inc. 
to  Mr.  Mack;  that  Mr.  Whiteside  would 

direct  the  Stembler-Shelden  agency  to  issue 
checks  payable  to  Andar  Inc.  and  that  Mr. 
Whiteside  would  then  direct  Andar  Inc.  to 
issue  checks  to  Mr.  Mack. 

The  indictment  charged  that  Mr.  Mack 

would  conceal  the  source  of  the  Stembler- 

Shelden  checks  by  converting  all  or  por- 
tion of  them  into  cashiers  or  treasurers 

checks  and  depositing  these  sums  in  his 
own  bank  accounts. 

One  charge  was  that  Mr.  Whiteside 
obtained  a  loan  for  Mr.  Mack  from  a  bank 
in  which  Mr.  Whiteside  was  a  director  and 

stockholder  and  that  Mr.  Whiteside  repaid 
the  loan  himself. 

The  indictment  listed  32  "overt"  acts  by 
both  Mr.  Mack  and  Mr.  Whiteside  in  the 

"furtherance  of  said  conspiracy  .  .  ."  These 
took  place  between  Sept.  6,  1955,  and  Nov. 

THE  PROSECUTORS 

The  grand  jury  indictment  last 
week  of  former  Comr.  Richard  A. 

Mack  and  his  long-time  friend,  Miami 
lawyer  Thurman  A.  Whiteside,  is  the 

work  of  a  three-man  Dept.  of  Justice 
team  which  has  had  the  case  since 

early  this  year  when  Attorney  General 
William  P.  Rogers  ordered  the  FBI 

to  conduct  an  investigation  of  the  al- 
legations concerning  the  award  of  ch. 

10  Miami  to  National  Airlines. 
The  leader  of  the  trio  is  Robert  J. 

Rosthal,  a  dark-haired,  slender  42- 
year-old  New  Yorker  who  is  head  of 
the  government  operations  unit  of 
the  Criminal  Div.  of  the  Justice  Dept. 
Mr.  Rosthal  served  for  5Vi  years  as 
chief  of  the  compliance  division  of 
the  Office  of  Price  Administration  be- 

fore joining  the  Justice  Dept.  He 
worked  on  the  grand  jury  inquiry  into 

the  Federal  Housing  scandals  in  1954- 
56.  Assisting  Mr.  Rosthal  was  James 
J.  Sullivan,  62,  a  Boston  native,  who 

served  in  the  U.  S.  Attorney's  office 
in  Boston  and  in  the  Alien  Property 

Office  in  New  York  before  coming  to 

Washington  in  1950.  He  was  active 
in  the  Humble  Oil  Co.  case  in  1951 

and  in  the  Boston  Elevated  Railroad 

case  earlier.  The  third  Justice  Dept. 

lawyer  was  Californian  William  J. 

Clancy,  32,  a  World  War  II  and 
Korean  War  veteran,  who  has  been 

with  the  Dept.  of  Justice  for  a  year. 

4.  1957.  The  amounts  listed  add  up  to 
$  I  1 .360,  and  were: 

•  $3,000  issued  by  Stembler-Shelden 
company  to  Mr.  Mack  on  or  about  Sept. 

6,  1955. 
•  $1,000  issued  by  Stembler-Shelden 

company  to  Mr.  Mack  on  or  about  Oct. 
12.  1955. 

•  $200  issued  by  Mr.  Whiteside  on  the 

account  of  Yonge  &  Whiteside  (Mr.  White- 

side's law  firm)  to  Mr.  Mack  on  or  about 
Jan.  27,  1956. 

•  $750  issued  by  Stembler-Shelden  com- 
pany to  Mr.  Mack  on  or  about  March  6, 

1956. 

•  $750  issued  by  Mr.  Whiteside  on  the 
account  of  Kays  Realty  Corp.  to  Mr.  Mack 
on  or  about  April  11,  1956. 

•  $700  issued  by  Mr.  Whiteside  to  Mr. 
Mack  on  or  about  June  13,  1956. 

•  $350  issued  by  Mr.  Whiteside  to  Mr. 
Mack  on  or  about  Sept.  5,  1956. 

•  $400  issued  by  Stembler-Shelden  agen- 
cy to  Mr.  Whiteside  which  Mr.  Whiteside 

endorsed  to  Mr.  Mack  on  or  about  Nov. 

14,  1956. 
•  $300  issued  by  Mr.  Whiteside  on  his 

trust  account  to  Mr.  Mack  on  or  about 

Jan.  7,  1957. 

•  $200  issued  by  Mr.  Whiteside  on  his 
trust  account  to  Mr.  Mack  on  or  about 
March  1,  1957. 

•  $1,000  issued  by  Mr.  Whiteside  to 
Mr.  Mack  on  or  about  April  1,  1957. 

•  $600  issued  by  Mr.  Whiteside  to  Mr. 
Mack  on  or  about  June  17,  1957. 

•  $1,600  issued  by  Andar  Inc.  at  the  di- 
rection of  Mr.  Whiteside  to  Mr.  Mack  on 

or  about  Sept.  10,  1957. 

•  $510  issued  by  Andar  Inc.  at  the  di- 
rection of  Mr.  Whiteside  to  Mr.  Mack  on 

or  about  Sept.  28,  1957. 
The  second  count  of  the  indictment 

charged  that  Mr.  Whiteside  "did  corrupt- 
ly influence  and  corruptly  endeavor  to  in- 

fluence the  said  Richard  A.  Mack  to  vote 

in  favor  of  awarding  to  Public  Service  Tele- 
vision a  permit  to  construct  a  new  com- 

mercial television  station  in  Miami,  Fla., 

and,  upon  completion  of  such  construc- 
tion a  license  to  operate  such  station  on 

ch.  10  in  the  Miami,  Fla.,  area,  by  private- 

ly approaching  said  Richard  A.  Mack  and 
exerting  personal  influence  upon  said 
Richard  A.  Mack  and  making  private  argu- 

ments, personal  pleas  and  offers  of  financial 
inducements  to  said  Richard  A.  Mack,  and 

by  giving,  directly  and  indirectly,  sums  of 
money  and  other  things  of  value  to  the 

said  Richard  A.  Mack.  .  .  ." 
The  third  count  charged  that  Mr.  Mack 

"in  consideration  of  sums  of  money  and 
other  things  of  value  given  to  him  directly 
and  indirectly  by  Thurman  A.  Whiteside, 
did  corruptly  take  official  action  and  vote 
in  favor  of  Public  Service  Television  Inc., 

in  matters  pertaining  to  the  award  of  a 

permit  for  the  construction  of  a  new  com- 
mercial television  station  to  operate  on  ch. 

10  in  the  Miami,  Fla.,  area  .  .  ." 
The  indictment  charged  violations  of 

Sees.  317  and  1505  of  Title  18,  U.  S. 
Code.  Sec.  317  deals  with  conspiracy  to 
defraud  the  U.  S.,  while  Sec.  1505  refers 

to  attempts  to  corruptly  influence  the  ad- 
ministration of  U.  S.  laws. 
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THE  EVENTS  THAT  TURNED  THINGS  BLACK  FOR  MACK 

The  Richard  Mack-Thurnmn  Whiteside 
saga  was  first  publicized  officially  last  Feb. 

13  —  three  days  after  accuser  Bernard 
Schwartz  had  been  fired  as  chief  counsel  of 

the  Legislative  Oversight  Subcommittee. 
Dr.  Schwartz,  placed  under  subpoena  by 

his  former  employers,  was  put  on  the  wit- 
ness stand  to  tell  what  his  investigators  had 

learned  in  their  investigation  of  the  Miami 

ch.  10  grant  to  National  Airlines.  While  un- 
der oath,  he  charged  that  then  Comr.  Mack 

sold  his  ch.  10  vote  to  attorney  Whiteside 
for  $2,650. 

Counsel  Schwartz  produced  seven  can- 
celed checks — six  written  since  July  1955 

when  Comr.  Mack  joined  the  FCC — which 
he  said  proved  his  point.  Not  so,  claimed 
Messrs.  Mack  and  Whiteside.  The  checks 

constituted  loans  made  by  one  friend  to 

another,  they  both  maintained. 
After  Dr.  Schwartz  aired  his  charges, 

there  followed  six  weeks  of  subcommittee 

hearings  during  which  a  tale  of  ex  parte 

contacts  and  pressures  against  commission- 
ers unfolded.  Many  top  names  of  Washing- 
ton officialdom,  including  several  senators, 

former  commissioners  and  influence  ped- 
dlers played  a  prominent  role  in  testimony 

of  witnesses. 

The  same  week  the  subcommittee  hear- 

ings began,  Attorney  General  William  Rog- 
ers ordered  an  FBI-grand  jury  investigation 

on  the  strength  of  the  Schwartz  charges. 

Last  Thursday's  indictments  culminated  this 
second  investigation. 

Still  to  be  heard  from:  Results  of  the 

same  grand  jury's  investigation  of  the  Pitts- 
burgh ch.  4  grant  (see  below). 

Mr.  Whiteside  first  testified  before  the 

subcommittee  Feb.  25.  He  denied  ever  at- 

tempting to  extract  a  "pledge"  from  Comr. 
Mack  and  said  the  checks  in  question  were 
loans  to  a  personal  friend,  which  had  been 

repaid.  Under  extensive  questioning,  he  ad- 
mitted giving  Comr.  Mack  one-sixth  owner- 

ship of  Stembler-Shelden  Inc.,  a  Miami  in- 

surance agency,  and  sole  ownership  of  An- 
dar  Inc.  He  also  admitted  that  many  of  the 

loans  had  been  repaid  through  monies  chan- 
neled to  Comr.  Mack  from  these  two  firms. 

Stembler-Shelden  holds  the  insurance  for 

National  Airlines  Miami  tv  station,  WPST- 
TV. 

Comr.  Mack  followed  his  close  friend  as 

a  witness  before  the  House  committee,  ap- 

pearing Feb.  25  and  26.  He  stoutly  main- 
tained his  innocence  of  any  wrongdoing  and 

steadfastly  denied  any  intention  to  resign. 

At  the  close  of  the  commissioner's  testi- 
mony, Subcommittee  Chairman  Oren  Harris 

(D-Ark.)  joined  several  others  in  calling  for 

his  resignation  and  threatened  impeach- 
ment proceedings  if  Comr.  Mack  did  not 

do  so. 

"I  feel  sorry  for  you,"  Rep.  Harris  told 
the  visibly-shaken  commissioner.  "You  are 

to  be  pitied,  in  my  opinion,  because  .  .  . 

you  have  been  used  as  a  tool  in  this  unfor- 
tunate mess.  It  seems  to  me  that  the  best 

possible  service  that  you  could  render  now 
as  a  member  of  the  Federal  Communica- 

tions Commission  would  be  to  submit  your 

resignation." 
The  following  Tuesday,  March  4,  the  com- 

missioner did  submit  his  resignation,  after, 

according  to  reports  from  several  sources, 

a  healthy  push  by  Presidential  Assistant 

Sherman  Adams.  (It's  ironic  that  this  same 
Mr.  Adams  resigned  last  week  [see  page  66] 

as  a  result  of  disclosures  by  the  same  House 

subcommittee).  President  Eisenhower  ac- 

cepted Comr.  Mack's  resignation  at  once. Comr.  Mack,  a  Democrat  appointed  by 

President  Eisenhower  to  replace  Frieda  Hen- 
nock,  served  on  the  FCC  just  over  2Vi 

years.  Investigation  by  the  subcommittee 
disclosed  that  his  income  while  a  commis- 

sioner exceeded  his  $20,000  a  year  salary 

by  approximately  $41,000.  Rep.  Harris  said 
the  source  of  all  of  this  additional  income 
has  never  been  determined. 

The  FCC  awarded  ch.  10  to  National 

Airlines  in  February  1957,  reversing  an  ini- 
tial decision  which  favored  A.  Frank  Kat- 

zentine's  WKAT  Miami.  The  vote  was  4-1-1, 
with  one  commissioner  favoring  WKAT 
and  one  a  third  applicant,  L.  B.  Wilson  Inc. 
The  fourth  applicant,  North  Dade  Video, 
received  no  votes. 

McCONNAUGHEY  'PLOTS'  ALLEGED 

The  House  Legislative  Oversight  Subcom- 
mittee last  Tuesday  and  Wednesday  (Sept. 

23-24)  heard  charges  aired  that  former  FCC 

Chairman  George  C.  McConnaughey  so- 

licited "bribes"  from  two  applicants  for 
ch.  4  Pittsburgh,  and  in  turn  was  offered 

a  "bribe"  in  the  form  of  future  law  clients. 

Oliver  Eastland,  subcommittee  investiga- 

tor, gave  the  testimony  based  on  investiga- 
tions made  by  himself  and  former  Chief 

Investigator  Baron  Shacklette.  The  charges 
were  aired  as  the  House  committee  held  its 

first  public  inquiry  into  ch.  4,  granted  July 

25,  1957,  following  a  merger  of  two  of  the 

five  applicants. 

A  blanket  denial  of  all  the  allegations  in 

Mr.  Eastland's  testimony  was  issued  almost 
immediately  by  practically  all  the  principals 
involved,  including  Sen.  George  Smathers 

(D-Fla.)  and  Pittsburgh  Mayor  David 

Lawrence,  Democratic  candidate  for  gov- 
ernor of  Pennsylvania. 

Rep.  Oren  Harris  (D.-Ark.),  subcommit- 
tee chairman,  said  at  the  close  of  Wednes- 

day's hearing  that  the  House  group  planned 

no  further  action  in  the  Pittsburgh  case.  "I 
doubt  that  we  will  pursue  the  matter  any 

further,"  he  said,  noting  the  same  grand 
jury  which  Thursday  indicted  Richard  Mack 
and  Thurman  Whiteside  for  their  alleged 

actions  in  the  Miami  ch.  10  case  also  is  in- 

vestigating the  Pittsburgh  grant. 

Because  of  this  second  investigation,  he 

said,  the  subcommittee  is  limited  in  how  far 

it  can  go.  On  Thursday,  Rep.  Harris  quali- 
fied his  previous  statement.  He  said  the  sub- 

committee would  give  the  grand  jury  a 

"reasonable  time"  to  act  before  resuming 
its  own  inquiry.  He  declined  to  explain  what 

he  would  term  "reasonable  time". 

However,  he  gave  some  indication  that  he 
had  more  than  cursory  awareness  of  the 

grand  jury  proceedings  when  he  said  it  was 

"his  understanding"  it  would  complete  its 
action  in  a  few  days.  After  a  recess  of  sev- 

eral weeks,  the  jury  was  recalled  early  last 

week.  A  Justice  Dept.  spokesman  said  Thurs- 

day the  jury  is  "actively  considering"  the 

bribery  charges  in  the  ch.  4  case  but  didn't 
say  whether  any  action  would  be  taken. 

Mr.  Eastland  originally  gave  his  testi- 

mony without  mentioning  any  names.  In  re- 
lating specific  charges,  he  simply  referred 

to  a  former  FCC  chairman,  or  a  principal  in 

one  of  the  applicants,  an  attorney  for  one  of 

the  applicants,  a  high  FCC  official,  a  mem- 
ber of  Congress,  the  mayor  of  a  large  city, 

etc.  "An  effort  will  be  made  to  avoid  dis- 
closures which  would  unfairly  reflect  upon 

the  reputation  of  any  indivdual  or  firm  in- 

volved," he  said. 

Asked  why  names  were  omitted  when 
the  individuals  Mr.  Eastland  referred  to 

were  common  knowledge,  Rep.  Harris  said 

that  because  of  "past  experiences  of  the 
subcommittee,  there  might  be  some  justifi- 

cation for  it." 
In  questioning  Mr,  Eastland  Wednesday, 

however,  Rep.  John  Moss  (D-Calif.)  and 

Rep.  Joseph  O'Hara  (R-Minn.)  brought  out 
all  the  names  of  the  principals  involved. 
Rep.  Moss  said  the  committee  now  had  a 

"skeleton"  and  he  wanted  to  "put  meat  on 

the  bones  so  there  is  no  misunderstanding." 
Applicants  for  ch.  4  Pittsburgh  included 

Tv  City  Inc.,  WCAE  Inc.  (owned  by  Hearst 
newspapers),  Matta  Enterprises,  Wespen 
Tv  Inc.  and  Irwin  Community  Tv  Co.  The 

grant  went  to  merged-applicants  Tv  City 
and  WCAE,  with  the  other  three  con- 

testants paid  $50,000  each  for  "out-of- 
pocket"  expenses. 

Mr.  Eastland's  specific  allegations: 

•  Earl  F.  Reed  and  Lee  W.  Eckels,  prin- 

cipals in  Tv  City  Inc.,  heard  "rumors"  from 
a  source  they  could  not  remember  that  Mr. 
McConnaughey  solicited  $50,000  from  one 

applicant  for  his  vote  and  $20,000  a  year 
for  10  years  from  another. 

•  Mr.  McConnaughey  told  Mr.  Shack- 
lette that  Mr.  Reed  promised  to  channel 

some  business  into  the  then  FCC  chair- 

man's son's  law  firm  in  Columbus,  Ohio. 

•  Pittsburgh  Mayor  David  Lawrence 
wrote  Comrs.  Bartley  and  Mack  on  behalf 

of  Tv  City  Inc.,  with  the  correspondence 
not  a  part  of  the  official  record. 

•  Multiple-station  owner  George  B. 
Storer  arranged  a  luncheon  between  Mr. 
Reed  and  Comr.  McConnaughey  in  April 
1957,  six  weeks  prior  to  the  ch.  4  oral 

argument. 
•  Sen.  George  Smathers  (D-Fla.)  arranged 

a  meeting  between  Comr.  Mack  and  Hearst 
executive  Richard  Berlin. 

•  Information  concerning  proposed  merg- 
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ers  between  Tv  City  Inc.  and  WCAE  were 

sent  to  Corar.  McConnaughey  in  a  "per- 
sonal" form  without  being  made  a  part 

of  the  record. 

•  Several  ex  parte  contacts  were  made 
between  then  FCC  General  Counsel  War- 

ren Baker  and  Washington  attorney  Raoul 

E.  Dcsvernine.  representing  a  steel  com- 
pany in  which  Messrs  Reed  and  Eckels 

have  substantial  interests.  From  these  con- 

tacts, "valuable  information  was  obtained 

to  the  exclusion  of  other  applicants."  Mr. 
Fast  land  charged. 

•  Examination  of  the  expenses  of  Irwin 

"indicates  that  their  disbursement  accounts 

were  padded"  to  reach  $50,000  and  the 
FCC  made  no  effort  to  determine  if  these 

and  the  expenses  of  the  other  applicants 
were  genuine. 

•  FCC  Hearing  Examiner  Elizabeth 

Smith  should  be  called  to  explain  "certain 
inconsistencies"  in  two  separate  initial  de- 

cisions she  handed  down  in  the  Pittsburgh 

case,  one  favoring  Tv  City  and  the  second 
WCAE.  He  said  a  review  of  the  decisions 

reveals  "that  the  examiner  made  contradic- 
tory findings  in  several  instances  on  the 

same  set  of  facts." 
•  Members  of  the  law  firm  of  Pearson, 

Ball  &  Dowd,  and  attorney  George  Sutton, 
both  of  whom  represented  Tv  City  Inc., 
made  frequent  visits  to  the  office  of  Comr. 
Mack  while  the  ch.  4  case  was  pending. 

•  Mr.  McConnaughey  "appeared"  to 
perjure  himself  in  prior  testimony  before 
the  subcommittee. 

Mr.  Reed  was  quoted  as  saying  he  would 
tell  the  investigators  exactly  what  he  told 
the  grand  jury  in  its  investigation  of  the 
ch.  4  matter.  He  said  his  luncheon  meet- 

ing with  Mr.  McConnaughey  had  been 
arranged  by  Mr.  Storer.  He  said  he  did  not 
discuss  with  the  commissioner  the  merits  of 

the  ch.  4  case  but  did  urge  that  oral  argu- 
ment be  held  as  soon  as  possible.  He  said 

Mr.  McConnaughey  agreed  to  do  this. 
Mr.  Reed  denied  that  he  promised  to 

channel  any  business  into  the  McCon- 
naughey Columbus  law  firm. 

When  oral  argument  was  held  June  3, 

1957,  Mr.  Reed  said,  he  was  annoyed  be- 
cause attorney  Sutton  was  not  present  and 

could  not  understand  why  since  it  was  a  key 
proceeding  and  the  culmination  of  their 
efforts.  That  same  day,  he  said,  he  heard 
a  rumor  that  a  tie  vote  had  been  taken  by 
the  FCC  with  Comr.  McConnaughey  voting 
against  Tv  City. 

Mr.  Reed  said  he  returned  to  Pittsburgh 

"mad"  and  the  evening  of  June  3  first 
learned  that  Mr.  McConnaughey  and  Mr. 

Sutton  planned  to  establish  a  law  firm  to- 
gether in  Washington  as  soon  as  the  former 

left  the  Commission.  He  said  this  disturbed 
him  so  much  that  he  called  Mr.  Eckels  and 

told  him  to  return  to  Washington  as  soon 
as  possible  and  take  whatever  steps  were 
necessary  to  protect  the  interests  of  Tv  City. 

Mr.  Reed  also  said  he  told  the  grand 

jury  that  he  had  heard  rumors  Comr.  Mc- 
Connaughey wanted  a  $50,000  fee  in  re- 

turn for  his  vote  in  the  ch.  4  case. 

Looking  back  upon  his  May  1957 
luncheon  with  Mr.  McConnaughey,  Mr. 
Reed  said,  it  now  appears  to  him  that  the 
commissioner  was  attempting  to  make  an 
arrangement  with  Tv  City  in  the  event  he 

was  not  successful  in  delivering  the  majority 
vote  to  Hearst. 

Mr.  Eckels  told  FBI  agents  Thomas  J. 

Doody  and  Russell  M.  Gwynne  that  he  re- 
turned to  Washington  June  4,  1957,  the 

day  following  the  ch.  4  oral  argument  on 

the  instruction  of  Mr.  Reed  to  "put  out  the 
fire."  He  said  he  told  Mr.  Sutton  that  Tv 
City  was  not  interested  in  buying  the  vote 
of  any  member  of  the  FCC  and  positively 
would  not  do  so. 

He  said  he  first  learned  of  the  proposed 

Sutton-McConnaughey  partnership  at  this 
time.  "I  then  informed  Sutton  that  because 
of  these  circumstances  and  in  order  to  fore- 

stall any  later  accusation  of  collusion,"  Mr. 
Eckels  stated,  Tv  City  did  not  want  Comr. 

McConnaughey's  vote.  In  addition,  he  said, 
he  informed  Mr.  Sutton  that  he  would  no 

longer  represent  Tv  City  in  efforts  to  secure 
ch.  4. 

Mr.  Eckels  also  told  of  hearing  rumors 
that  Comr.  McConnaughey  was  attempting 
to  solicit  $50,000  from  Tv  City  for  his  ch. 
4  vote,  as  well  as  $20,000  a  year  for  10 

years  from  Hearst.  He  said  he  did  not  re- 
member the  source  of  the  rumors. 

Mr.  McConnaughey  was  interviewed  in 
his  Columbus  office  last  May  8  by  Mr. 

Shacklette,  since  resigned  as  the  subcom- 

mittee's chief  investigator.  The  ex-commis- 
sioner was  quoted  as  saying  he  voted  con- 

sistently for  Hearst  because  he  thought  the 
Hearst  group  were  superior  on  the  merits. 
He  said  he  has  not  received  a  retainer  from 
Hearst  nor  did  he  ever  solicit  or  receive  an 
offer  of  same. 

Mr.  McConnaughey  said  he  did  have 

lunch  with  Mr.  Reed  at  the  latter's  invita- 
tion. He  said  Mr.  Reed  insisted  on  discuss- 

ing the  ch.  4  case  and  told  of  representing 
clients  with  substantial  business  in  Ohio. 

Mr.  McConnaughey  related  the  ch.  4  appli- 
cant then  said  he  could  steer  their  legal 

business  into  the  McConnaughey  Columbus 

law  firm  and  the  commissioner  said  he  re- 

jected this  offer. 

Mr.  Shacklette  then  asked  Mr.  McCon- 
naughey if  this  offer  was  made  with  the 

intention  of  inducing  a  favorable  attitude 
towards  Tv  City  in  the  pending  ch.  4  case. 
"I  don't  know  what  else  he  could  have  had 

in  mind,"  Mr.  McConnaughey  was  quoted 
as  responding.  He  said  he  did  not  ask  Mr. 
Reed  for  any  law  business  or  any  other 
favor  but  that  he  did  tell  his  luncheon  com- 

panion that  he  planned  to  enter  private 
practice  the  following  July. 

From  his  Columbus  home  last  Thursday 

evening,  Mr.  McConnaughey  labeled  Mr. 

Eastland's  testimony  "just  not  true,"  except 
for  his  (McConnaughey)  statement  to  Mr. 
Shacklette  read  into  the  record. 

Mr.  Eastland  testified  that  Mr.  Sutton 

refused  subcommittee  investigators  access  to 
his  books,  records  and  clients  nor  would 
he  allow  his  secretary  to  be  interviewed. 
Mr.  Sutton  cited  as  grounds  for  the  refusal, 
Mr.  Eastland  said,  the  fact  that  he  had 

appeared  before  the  grand  jury  and  was 
still  under  its  subpoena. 

John  L.  FitzGerald,  new  FCC  general 
counsel,  was  present  at  the  hearings  as  the 

Commission's  representative.  He  said  all  the 
details  in  the  Eastland  testimony  were  new 
to  the  FCC  and  that  he  had  no  comment. 

Mr.  FitzGerald  did  explain  one  point  which 

MR.  EASTLAND 

the  subcommittee's  witness  had  questioned. 
This  contained  a  penciled  notation,  on 

an  FCC  memorandum,  in  Mr.  FitzGerald's 
handwriting  that  the  Commission  was  split 

3-3  on  the  Pittsburgh  grant.  He  said  this 

was  not  a  forma!  vote  but  his  "impression" 
of  how  he  thought  the  commissioners  stood 

after  listening  to  their  deliberations.  He  did 
not  remember  when  he  had  made  the  nota- 

tion. 
Mr.  Eastland  had  testified  that  immedi- 

ately after  the  oral  argument,  principals  in 

Tv  City  and  their  attorneys  went  to  a  Wash- 
ington hotel  where  they  immediately  re- 

ceived word  the  Commission  had  split  3-3 
on  a  vote.  It  was  not  determined  where 
the  information  came  from.  Mr.  FitzGerald 

denied  that  he  relayed  such  information, 
as  did  Mr.  McConnaughey. 

Hearing  Examiner  Smith  declined  com- 

ment Thursday  on  Mr.  Eastland's  attack on  her  two  initial  decisions,  but  others  were 

quick  to  rally  to  her 
defense.  The  first 

decision,  released 

April  23,  1956,  fa- vored Tv  City  Inc. 
Immediately  after 
this  decision,  a  Tv 

City  principal  died and  the  record  was 

reopened.  The  mod- 
ified decision,  re- leased April  1, 

1957,  favored 
WCAE. 

Mr.  Baker  said  last  Thursday  that  the 
information  he  gave  Mr.  Desvernine  was  no 
different  than  the  information  he  has  given 

many  others — including  senators,  congress- 
men, newsmen,  etc. 

On  Thursday,  Rep.  Harris  corrected  the 

record  to  show  that  Mayor  Lawrence  actu- 
ally had  not  written  Comr.  Mack  regarding 

the  ch.  4  case.  "I  feel  that  no  implication 
of  improper  action  can  be  made  from  the 
action  either  of  Mayor  Lawrence  or  Sen. 

Smathers,"  he  said.  Both  of  the  public  offi- 
cials defended  their  actions  in  statements 

to  news  media  and  the  managers  of  Pitts- 

burgh's four  tv  stations  issued  a  joint  state- 
ment lauding  Mr.  Lawrence  for  his  efforts 

on  behalf  of  television  in  Pittsburgh. 

Rep.  Harris  opened  Tuesday's  hearing 
with  a  short  statement  regarding  several  tv 
decisions  the  Washington  Court  of  Appeals 
has  remanded  to  the  FCC.  He  entered  into 

the  record  an  FCC  letter  listing  the  cases 

[Government,  Sept.  22]  and  said  the  sub- 
committee's staff  is  studying  the  Commis- 

sion's authority  in  the  matter. 

After  this  is  done,  he  said,  the  subcom- 
mittee will  ask  the  FCC  for  its  comments 

with  the  view  in  mind  corrective  legislation 

may  be  needed.  The  chairman  said  the  sub- 
committee is  stymied  in  any  plans  for  fur- 

ther investigations  into  tv  grants  in  Boston 
and  Indianapolis  because  they  are  included 
in  the  court-returned  cases. 

The  subcommittee  will  meet  tomorrow 

(Sept.  30)  to  take  statements  from  the  Fed- eral Bar  Assn.  and  American  Bar  Assn.  on 

proposed  codes  of  ethics  for  the  FCC  and 
other  regulatory  agencies. 

Present  for  last  week's  interim  hearings, 

in  addition  to  Reps.  Harris,  O'Hara  and 
Moss,  were  Reps.  John  Bell  Williams  (D- 
Miss.)  and  Morgan  Moulder  (D-Mo.). 
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ADVERTISERS  &  AGENCIES 

AT  BBDO:  1 00%  CONVERSION  TO  TAPE 

Agency  switches  live  commercials  to  VTR,  but  not  without  problems 

The  age  of  television  tape  has  arrived 
at  BBDO. 

With  a  couple  of  exceptions,  every  major 

"live"  commercial  the  agency  has  produced 
for  nighttime  network  showing  in  the  last 
three  months  has  been  done  on  tape.  Now 

the  agency  is  in  the  process  of  converting 
its  live  daytime  network  commercials  to 
tape. 

A  hint  of  the  magnitude  of  the  live-to- 
tape  move  may  be  drawn  from  estimates 

that  in  1957  BBDO,  fourth-ranking  tv 

spender  among  all  agencies,  puts  $71  mil- 
lion into  television— $46  million  of  this  in 

network  purchases.  About  40%  of  its  pro- 
gram commercials  are  live  and  60%  are  on 

film. 

BBDO  is  by  no  means  alone  among 

agencies  using  tape.  Many  others  are  work- 
ing actively  in  the  new  process  (see  separate 

story).  But  BBDO  is  the  only  one  of  the 
major  agencies  known  to  be  converting  so 
heavily  from  live  to  tape  at  this  point. 

Aside  from  the  obvious  advantages  of 

immediate  playback  and  economy  of  opera- 
tion, BBDO  authorities  feel  videotape  al- 
lows more  ambitious  live  type  commercials. 

The  producers,  knowing  a  second  take  is 
always  possible  if  the  first  goes  wrong,  are 
inclined  to  undertake  extra  effects  that 

would  be  too  risky  if  done  live. 
Al  Cantwell,  head  of  radio  and  live  tv 

production  for  BBDO  and  therefore  leader 
of  the  parade  from  live  to  tape,  summarizes 

his  views  on  what  tape  is  and  isn't,  and  how 
it  should  and  should  not  be  used,  in  this 
way: 

"What  it  is  today — and  new  develop- 
ments are  still  coming  fast — is  a  tremend- 

ously useful  new  method  of  extending  the 
uses  of  live  tv.  It  is  not  a  substitute  for  film. 

Tape's  real  advantages  can  be  realized  only 
by  using  it  as  a  means  of  recording  in  the 
live  technique. 

"If  advertisers  and  agencies  begin  to  think 
of  it  in  terms  of  film  and  strive  for  the 

technical  perfection  of  film  by  shooting 
scene  by  scene  and  take  by  take,  many  of 
the  advantages  of  tape  in  terms  of  economy 
will  be  eliminated.  At  some  future  date 

this  may  not  be  true.  But  the  only  handicaps 
to  tape  are  the  psychological  implications  of 
being  able  to  strive  for  technical  perfection 

and  thus  losing  the  spontaneity  and  'live- 
ness'  of  live  commercials.  The  enthusiasms 

of  its  friends  may  be  tape's  undoing  unless 

they  are  aware  of  this  problem." 
One  rule-of-thumb  BBDO  uses  in  de- 

ciding whether  a  live  studio-type  commer- 
cial should  be  on  tape  or  on  film  is  whether 

or  not  the  commercial  is  to  be  re-used.  If 
re-use  is  planned,  then  it  is  put  on  film.  In 
the  present  unsettled  status  of  videotape 
in  relation  to  unions,  re-use  of  tapes  is  not 
permitted.  Animated  commercials  and  those 
made  on  location  are  as  yet  impractical. 

BBDO's  nighttime  network  clients  who 
are  now  using  videotape  for  their  commer- 
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cials  or  who  will  swing  to  tape  when  their 
fall  productions  appear  are: 

Armstrong  Cork  and  U.  S.  Steel  (Arm- 
strong Circle  Theatre,  alternating  with  U.  S. 

Steel  Hour,  CBS-TV,  Wednesdays,  10-11 
p.m.  EDT);  Philco  (Miss  America  Pageant 
on  CBS-TV  earlier  this  month  and  any  ad- 

ditional network  purchases);  Rexall  (Swiss 

Family  Robinson  hour-long  special  to  be 

presented  by  NBC-TV  Oct.  12);  Sheaffer 
Pen  (Little  Women  on  CBS-TV  Oct.  16 
and  Gift  of  the  Magi  in  December);  West- 
clox  (Wonderful  Town  on  CBS-TV  Nov.  30). 

In  addition  to  these,  DuPont  used  video- 
taped inserts  in  specials  on  CBS-TV  last 

year  and  plans  to  do  the  same  this  season. 
Its  commercials,  however,  are  on  film. 

Among  daytime  clients,  General  Mills 
already   is  using  some  tape  commercials 

(the  rest  are  on  film)  on  CBS-TV's  Verdict 
Is  Yours — a  program  that  is  wholly  on 
tape — and  Secret  Storm.  Other  daytime 
clients  moving  into  tape  include  Minnesota 
Mining  &  Manufacturing  (which  produces 
videotape)  and  Campbell  Soup  and  Lever 

Bros.'  Wisk  detergent,  all  of  which  plan 
to  introduce  tape  commercials  on  ABC- 

TV's  new  "Operation  Daybreak"  project 
starting  in  October. 

Lever  Bros.,  incidentally,  was  the  first 

BBDO  client  to  use  videotape — on  Truth 
or  Consequences  on  NBC-TV  last  year.  In 
that  case  it  was  not  commercials  but  the 

broadcast  hour  that  was  the  motivating 
factor.  The  program,  live  from  Hollywood, 
was  carried  at  11:30  a.m.  in  the  East,  which 

meant  it  had  to  originate  at  8:30  a.m.  on 
the  West  Coast,  a  distressing  hour  to  round 

up  studio  audiences.  So  they  placed  the 
program  as  if  for  broadcast  at  5  p.m.,  got 
good  studio  audiences,  videotaped  it  and 
played  it  back  the  next  day  at  11:30  eastern 

time.  The  commercials  were  taped  right 

along  with  the  program. 

Both  the  New  York  and  Hollywood  of- 
fices of  BBDO  have  been  active  in  VTR 

[Advertisers  &  Agencies,  luly  14],  but 

the  biggest  job  either  has  done  on  commer- 
cials was  the  Philco  spots  for  the  Miss 

America  Pageant  early  this  month — 12  min- 
utes of  commercials  recorded  in  17  con- 

secutive hours. 

In  this  case  tape  solved  two  problems: 
cost  and  time.  Filming  would  have  been 

unfeasible  because  no  re-use  was  planned, 

according  to  BBDO,  and  "live  would  have 
been  impossible  because  there  simply 

weren't  enough  hours  in  the  day  to  ac- 
commodate rehearsals  and  then  live  pro- 

duction," Mr.  Cantwell  noted.  So  a  week 
before  the  pageant,  the  cast  was  assembled 

and  all  eight  commercials  for  the  two-hour 
program  were  put  on  tape. 
The  economy  of  videotape  stems  in 

large  part  from  the  ability  to  tape  a  num- 
ber of  commercials  in  one  session.  This 

way  six  or  eight  can  be  completed  in  one 

session,  and  many  of  the  below-the-line 
costs — trucking,  scenery,  props,  etc. — can 
be  amortized  over  the  entire  group.  Mr. 
Cantwell  estimates  that  producing  a  tape 

or  live  commercial  costs  about  one-third  as 
much  as  a  film  commercial  and  that,  when 
several  are  made  at  one  session,  each  tape 
commercial  costs  even  less  than  it  would 
live. 

BBDO's  experience  has  amassed  evidence 

to  support  Mr.  Cantwell's  fear  that  "it's  best 
friends  may  be  tape's  undoing"  if  they  try 
to  use  it  like  film  and  re-do  sequences 
constantly  in  search  of  perfection.  In  seven 
inserts  taped  for  an  otherwise  live  DuPont 

Show  of  the  Month,  it  was  recalled,  the  di- 
rector repeatedly  re-shot  scenes  to  correct 
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MAN  AND  METHOD 

Al  Cantwell  (left),  head  of  radio  and  live  tv  production  at  BBDO,  has  been  in 

charge  of  converting  the  agency's  live  commercials  to  videotape.  At  right  is  picture 
of  taped  shooting  of  a  commercial  for  Philco  used  on  the  special  "Miss  America 
Pageant"  show.  Note  that  it  is  live  technique  with  live  image  orthicon  camera  in  use. 



ADVERTISERS  &  AGENCIES  continued 

WHERE  OTHER  AGENCIES  ARE  TAPING 

The  taped  "live"  commercial — getting 
a  nig  impetus  from  BBDO  clients — this 

fall  is  beginning  to  '  invade"  most  major 
advertising  agency  precincts. 

The  three  tv  networks,  checked  last 

week  as  to  the  extent  of  taped  live  com- 
mercials in  New  York,  reported: 

CBS-TV  has  been  doing  so  for  at 
least  the  following  agencies,  aside  from 

BBDO:  Norman."  Craig  &  Kummcl; Lcnnen  &  Newell:  McCann-Erickson; 
Grey;  Warwick  &  Legler;  Emil  Mogul, 

Young  &  Rubicam;  Danccr-Fitzgerald- 
Sample;  Grant;  Ogilvy,  Benson  & 
Mather;  Parkson:  Knox  Reeves;  Ken- 
yon  &  Eckhardt. 

NBC-TV's  tape  activity  in  commer- 
cials this  fall  includes  the  following 

agencies:  McCann-Erickson.  MacManus, 
John  &  Adams;  Lcnnen  &  Newell;  J. 

Walter  Thompson;  Danccr-Fitzgcrald- 
Sample.  On  Wednesday  (Sept.  24)  the 

network  taped  no  fewer  than  15  com- 
mercials for  Bayer  Aspirin  (Sterling 

Drug,  through  D-F-S).  On  behalf  of 
Sealtesl  (JWT),  six  commercials  were 

taped  Wednesday  and  four  Thursday 
(Sept.  25).  Another  heavy  tape  user  is 

Nabisco,  via  M-E,  which  taped  six  com- 
mercials on  Sept.  17  and  another  12  on 

Sept.  22.  Within  the  next  two  weeks, 

eight  advertisers  are  slated  to  tape  com- 
mercials at  NBC-TV — aside  from  agen- 

cies already  mentioned  are  Doyle  Dane 
Bernbach,  Foote,  Cone  &  Belding,  and 

N.  W.  Ayer  &  Son. 

At  ABC-TV,  only  commercials  "cur- 
rently" being  taped:  P.  Lorillard,  via 

Lennen  &  Newell,  and  Oldsmobile, 

through  D.  P.  Brother. 

THE  IMPACT  ON  AMPEX  STOCK 

Ampex  Corp.  of  Redwood  City,  Calif., 
principal  manufacturer  of  the  magnetic 
tape  recording  system  that  is  booming  in 
tv.  has  caused  some  electronic  shocks 
in  sensitive  Wall  Street. 

The  company  was  formed  in  1946  to 
exploit  pioneering  magnetic  recording 
work  conducted  by  Germans.  It  was  not 
until  1  1  years  later  that  Ampex  attracted 
Wall  Street  attention.  In  the  fiscal  year 

ended  April  1957,  the  company's  sales 
had  expanded  84%  from  fiscal  1956. 

Reflecting  this  growth,  Ampex's  stock 
— traded  over  the  counter  but  expected 
to  be  listed  in  the  near  future  on  the 

American  Stock  Exchange — has  had  a 
phenomenal  rise. 

In   1953,  when  the  stock  first  was 

traded,  price  ranged  from  $6  to  $8.  By 

the  following  year  it  was  in  the  $7%- 
$14'/2  range.  In  1955,  the  stock  was 
traded  between  a  fraction  above  $14  to 

a  high  of  $20.  The  next  year  the  stock 
jumped  from  a  low  of  $17  to  a  high  of 
$43.  In  1957,  the  year  VTR  premiered, 

the  stock  "range"  had  shot  up  to  $30- 
$60.  This  year,  the  stock  has  jockeyed  in 
the  44  to  57  range,  reportedly  was  near 
100  when  a  stock  split  (IVz  shares  for 
each  share  of  stock)  was  effected  this 
summer,  increasing  the  number  of  shares 
outstanding  to  1,695,663.  On  Thursday 

(Sept.  25),  the  range  of  the  stock — al- 
ready split— was  $40.25-$41. 

No  dividends  have  been  paid  Ampex 
stockholders. 

imperfections  that  "he  wouldn't  have  given 
a  second  thought  to  if  he  were  doing  them 

live."  One  20-second  insert,  for  example, 
was  shot  eight  times. 

The  average  commercial  for  the  Miss 
America  Pageant  was  shot  five  times. 

What  stretches  the  tape  sessions  out  is 

that  for  union  reasons  CBS-TV,  where 
BBDO  has  done  virtually  all  of  its  New 
York  tape  work  to  date,  requires  that  all 
taping  be  done  in  the  live  technique,  not  in 

bits  and  pieces.  Thus  if  one  scene  in  a  com- 
mercial needs  re-doing,  the  entire  commer- 

cial must  be  re-done. 

Mr.  Cantwell's  first  personal  brush  with 
tape  was  enough  to  frighten  him  away  for 

life.  It  was  The  Red  Mill,  a  special  on  CBS- 
TV.  Then  came  the  CBS-TV  technicians' 
strike. 

The  Red  Mill  was  much  too  compli- 
cated a  production  to  be  handled  live  by 

executives  who  suddenly  found  themselves 
manning  cameras,  booms  and  lights.  So  it 

was  taped  in  pieces — this  time  the  live- 
technique  requirement  did  not  apply — and 

then  edited  together,  a  thing  "never  done 
before  or  since,"  according  to  Mr.  Cantwell. 
Among  other  complications,  the  program 

wound  up  71/2  minutes  too  long  ("Harpo 
Marx  became  the  face  on  the  cutting  room 

floor")  and  at  each  point  where  sequences 
were  edited  together  there  were  seven  sec- 

onds of  black.  The  alternate  to  the  black 

was  "roll-over"  on  the  home  screen,  and 
although  ways  were  found  to  shorten  the 
black  period  somewhat,  it  was  decided  to 
eliminate  the  black  altogether  and  take  the 

roll-over.  [This  was  before  Ampex  perfected 
its  tape  splicer.  (Special  Report,  Sept.  8).] 

BBDO  also  claims  to  have  been  the  first 

to  tape  an  entire  half-hour  show.  An  exper- 

imental run,  this  was  "Young  and  Scared" in  the  General  Electric  Theatre  series  and 

was  done  last  May.  In  that  case  it  was 
decided  to  make  two  and  if  necessary  three 

takes — the  dress  rehearsal,  the  "air  show" 
and,  if  neither  of  those  was  satisfactory,  a 
third  run-through. 

The  dress  rehearsal  was  unsatisfactory 

and  before  doing  the  next  take  "we  made 
the  mistake  of  telling  the  cast  we  would 

do  it  still  another  time  if  necessary."  Con- 
sequently the  actors  weren't  on  their  toes 

and  the  third  shooting  had  to  be  made. 
This  produced  satisfactory  results,  and  in 
the  sequence  BBDO  had  added  to  its  edu- 

cation in  the  usage  of  tape:  "II  we  hadn't 
told  the  cast  we  would  do  it  again  if  we 

had  to — if  the  performers  had  been  psycho- 

logically ready  as  for  an  air  performance — 
the  third  take  would  not  have  been  neces- 

sary." 

BBDO  in  New  York  has  worked  pri- 
marily with  CBS  on  tape  because,  until 

recently,  CBS  had  the  most  tape  facilities 
in  New  York  (14  Ampex  units).  NBC  has 
been  concentrating  its  facilities  primarily 

in  Hollywood  (12  units),  now  reportedly 
has  two  RCA  color  recorders  and  two  Am- 

pex black-and-white  units  in  New  York 
and  is  adding  one  more  of  each  shortly. 
ABC  has  six  in  New  York,  six  in  Chicago 
and  six  in  Hollywood. 

Chesebrough-Pond's  Agencies 

Likely  to  Absorb  New  Lines 

Another  account  was  up  for  grabs  last 
week — but  chances  were  it  would  land  at 
one  of  three  agencies  now  retained  by 

Chesebrough-Pond's  Inc. 
The  account:  the  cosmetics  line  bearing 

various  trade  names  such  as  Prince  Matcha- 
belli,  Simonetta,  Seaforth,  Black  Watch  and 

Sofskin.  It  has  just  been  sold  by  Vick 

Chemical  Co.,  New  York,  to  Chesebrough- 
Pond's  for  "an  undisclosed  amount  of 

cash,"  thus  taking  Vick  out  of  the  toilet- 
ries business  and  leaving  it  clear  to  con- 

centrate on  expanding  its  drug  activity.  In 

fact,  Vick's  president,  H.  S.  Richardson  Jr., 
stated  that  Vick  will  reinvest  the  proceeds 

of  this  sale  in  its  acquisition  program  which 

in  the  past  four  months  has  resulted  in 

Vick's  entering  the  vitamin  and  mouth 
wash  fields. 

On  July  1,  Vick  acquired  Walker  Labs, 
Mt.  Vernon,  N.  Y.,  makers  of  vitamins  and 
other  pharmaceuticals.  Its  agency,  Sudler 

&  Hennessey  Inc.,  New  York,  was  retained 
by  Vick.  Several  weeks  ago,  Vick  acquired 
the  Lavoris  Co.,  Minneapolis,  mouthwash 

manufacturers — an  acquisition  that  will  be- 
come a  legal  fact  this  week  (Oct.  1).  Its 

agency,  Savage-Lewis  Inc.,  Minneapolis, 
will  be  retained  for  the  present. 

As  of  last  week,  Chesebrough-Pond's  had 
not  decided  whether  to  offer  the  newly-ac- 

quired perfume  and  deodorant  line  to  its 
agencies-of-record  or  to  award  it  to  a  fourth. 
J.  Walter  Thompson  Co.  is  the  agency  for 

the  Pond  line;  McCann-Erickson  services 
Vaseline,  and  Compton  Adv.  represents  the 

Valcreem  and  other  C-P  billing.  Agencies 

surrendering  the  accounts  are  Morse  Inter- 
national (Matchabelli,  Simonetta,  Seaforth, 

Black  Watch)  and  Ellington  &  Co.  (Sofskin). 

While  no  definite  agency  appointments 

were  talked  of,  C-P  president  J.  A.  Straka 
offered  a  straw  in  the  wind.  He  said  that 

Seaforth  men's  products  would  be  classified 
internally  as  another  C-P  man's  line  (along 
with  Vaseline)  and  that  Sofskin  handcreams 

would  join  the  Pond's  products;  conceiva- 
bly Seaforth  might  be  handled  by  McCann- 

Erickson  or  its  subsidiary,  Marschalk  & 

Pratt  (which  recently  lost  the  Mennen  Co. 

men's  line  account)  and  Sofskin  might  go 
to  JWT. 
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•    •  • CONSISTENT  LEADERSHIP 

in  Baltimore's  3  STATION  Market! 

According  to  NIELSEN*,  WMAR-TV  IS  the  Established  Leader  in  Baltimore's  3  Station  Market! 

...  And  Baltimore,  the  6th  largest  city  in  The  U.S.  Is  the  Heart  of  the  Baltimore  Metro  Area, 

(white  area  only  on  map)  Ranking  12th  *  *  in  (A)  Population! 

(B)  Consumer  Spendable  Incomes 

(C)  Total  Retail  Sales 

In  addition  to  Metropolitan  Baltimore,  representing  only  Baltimore  City,  Baltimore  County  and  Anne 

Arundel  County,  WMAR-TV's  coverage  embraces  40  "outside"  counties.  (See  above  map.) 

In  the  past  six  months  fan  mail  has  been  received  from  337  different  Post  Offices  outside  of  Baltimore. 

*Aggregate  of  Quarter-Hour  "Total  Homes" 
(Total  Area),  7:00  A.M.  to  Midnight,  Sun- 

day thru  Saturday 

**S.R.D.S. 

mtvisiON In  Maryland,  most  people  watch 
SUNPAPERS  TELEVISION WMAR-TV B  A  I  T  I  M  O  RE  ,  MARYLAND 

Telephone  Mulberry  5  5670 TELEVISION  AFFILIATE  OF  THE  COLUMBIA  BROADCASTING  SYSTEM 
channel  i 

Represented    by   THE    KATZ    AGENCY,    Int.    New    York,    Detroit,    St.    Louis,     Son     Francisco,     Chicago,    Atlanta,     Dallas,     Us  Angeles 
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Channel  S  •  Lancaster,  Pa.  •  NBC  and  CBS 

Representative:  The  MEEKER  Company,  Inc.  •  New  York  •  Chicago  •  Los  Angeles  •  San  Francisco 



ADVERTISERS  &  AGENCIES  CONTINUED 

RAB  Finds  Best  Foods 

Best  in  Its  Category 

Best  Foods  Inc.,  New  York,  is  the  top 

spender  among  200  food  and  grocery  ad- 
vertisers which  used  spot  radio  during  the 

second  quarter  of  1958,  the  Radio  Adver- 
tising Bureau  reported  last  week. 

Best  Foods  headed  a  list  of  top  20  spot 
radio  advertisers  in  the  food  and  grocery 
category,  (see  below),  compiled  by  RAB 

from  a  one-third  sample  of  radio's  time 
sellers.  RAB  noted  that  a  full  25%  of 

spot  radio  time  bought  during  the  second 
quarter  was  used  to  sell  food  and  grocery 

products,  followed  by  gasoline  and  lubri- 
cants, 11.5%. 

Among  food  and  grocery  advertisers, 
RAB  ascertained,  almost  91%  of  the  an- 

nouncements bought  were  the  one-minute 

commercial.  Two  companies  in  the  "top  20'' 
— Thomas  J.  Lipton  Inc.  and  Eskimo  Pie 
Corp. — used  10-second  spot  heavily  but 
their  mainstay  was  the  minute  announce- 
ment. 

The  report  of  food  and  grocery  spot  ad- 
vertisers is  contained  in  a  75-page  booklet 

compiled  by  RAB  for  the  second  quarter, 
covering  radio  clients  in  various  categories. 
It  is  available  to  advertisers  and  agencies 
on  request. 

The  leaders  among  food  and  grocery 
advertisers: 

(1)  Best  Foods;  (2)  Thomas  J.  Lipton; 
(3)  Penick  &  Ford  Ltd.;  (4)  Continental 

Baking  Co.;  (5)  General  Foods;  (6)  Stand- 
ard Brands;  (7)  Eskimo  Pie  Corp.;  (8)  Tet- 

ley  Tea  Co.;  (9)  American  Home  Foods; 
(10)  National  Biscuit;  (11)  Welch  Grape 

Juice  Co.;  (12)  Fruit  Industries;  (13)  Gen- 
eral Mills;  (14)  Campbell  Soup  Co.;  (15)  J. 

A.  Folger  &  Co.;  (16)  Duffy-Mott  Co.; 
(17)  United  Fruit  Co.;  (18)  Ralston  Purina; 
(19)  J.  H.  Filbert  Inc.;  (20)  McCormick 
&  Co. 

1 1  BBDO  Regional  Heads  Confer 

With  Agency  Executive  Committee 

BBDO,  New  York,  held  the  first  of  a 

planned  semi-annual  series  of  regional  office 
manager  meetings  of  the  company  Sept.  20- 
2 1  when  vice  presidents  in  charge  of  11 

offices  of  the  agency  in  the  U.  S.  and  Can- 
ada met  at  Shawnee-on-Delaware,  Pa.,  with 

members  of  BBDO's  executive  committee. 
Charles  H.  Brower,  president,  presided. 

Following  the  sessions,  Mr.  Brower  ob- 

served that  "an  exchange  of  views  between 
our  regional  management  and  those  in  the 
New  York  office  has  contributed  a  great 
deal  toward  forming  the  policy  which  will 

guide  our  moves  during  1959."  He  pointed 
out  that  since  advertising  trends  vary  with 

the  sections  of  the  country,  it  is  "necessary 
both  for  our  national  and  regional  clients 
that  we  take  advantage  of  the  experience 

of  our  branch  offices." 
Regional  BBDO  officers  at  the  discussions 

included:  Richard  O.  Howe,  Boston;  Dale 

G.  Casto,  Buffalo;  Jack  M.  Bristow,  Cleve- 
land; William  R.  Gillen,  Chicago;  Robert  E. 

Anderson,  Detroit;  Wayne  Tiss,  Hollywood; 
Thomas  Dillon,  Los  Angeles;  Bobb  Chaney, 

Minneapolis;  Burton  E.  Vaughan,  Pitts- 
burgh; J.  G.  Motheral,  San  Francisco;  Leslie 

F.  Chitty,  Toronto.  Not  in  attendance  were 
these  regional  managers:  T.  F.  Hasbrouck, 
Dallas;  William  C.  Montgomery,  Atlanta, 
and  Walter  G.  Fitzsimmons,  Seattle. 

New  Benton  &  Bowles  Techniques 

Explained  at  New  York  Seminar 

A  seminar  for  250  Benton  &  Bowles  key 

executives  was  held  Sept.  25-26  at  the 
Savoy-Hilton  in  New  York  to  acquaint  ac- 

count and  key  staff  people  of  every  depart- 

ment with  "new  techniques  being  introduced 
in  all  phases  of  operation  within  the  agen- 

cy." B&B  now  has  billings  "approximat- 
ing $100  million,"  according  to  President Robert  E.  Lusk. 

Mr.  Lusk  told  the  meeting  late  Thursday 

that  changes  in  the  agency's  methods  of 
operation  have  been  introduced  to  meet 

the  "growing  client  marketing  require- 

ments." He  cited  as  an  example  B&B's 
reorganization  of  its  media  and  copy  staffs, 

both  shifting  from  specialists  trained  in 
either  print  or  broadcasting  to  ones  that 
functioned  and  created  advertising  materials 
for  all  media. 

He  pointed  to  B&B's  activity  in  introduc- 
ing new  products  as  a  compelling  factor 

in  the  growth  of  the  agency,  reporting  that 

60%  of  the  agency's  billing  today  comes 
from  products  that  B&B  helped  introduce 
in  the  past  decade.  These,  he  said,  include 
Tide,  Maxwell  House  coffee,  Liquid  Prell, 

Crest,  Pepperell  striped  sheets,  Glade,  Zest and  Pledge. 

LATEST 

TOP  10  NETWORK  PROGRAMS 

Tv  Report  for  Aug.  10-23 
TOTAL  AUDIENCE  t 

No.  Homes 
Rank (000) 
1. Gunsmoke 16,383 2. Have  Gun,  Will  Travel 13,416 3. I've  Got  A  Secret 

13,115 

4. 

Ed  Sullivan 
13,072 5. All  Star  Football 
12,642 6. Top  Ten  Lucy  Shows 
11,954 7. Alfred  Hitchcock  Presents 11,653 

8. Buckskin 11,567 
9. Wells  Fargo 

11,137 10 Wagon  Train 11,094 

%  Homes* 
Rank (000) 
1. 

Gunsmoke 39.0 
2. 

Have  Gun,  Will  Travel 32.2 
3. 

I've  Got  A  Secret 31.4 
4. Ed  Sullivan 31.0 
5. All  Star  Football  Game 31.0 
6. Top  Ten  Lucy  Shows 28.5 
7. 

Alfred  Hitchcock  Presents 
28.2 

8. Buckskin 27.4 
9. Wells  Fargo 26.5 

10. GE  Theatre 26.4 

AVERAGE  AUDIENCE  $ 

No.  Homes 
Rank 

(000) 

1. Gunsmoke 15,566 
2. Have  Gun,  Will  Travel 12,513 3. I've  Got  A  Secret 

11,567 4. Top  Ten  Lucy  Shows 10,836 
5. Buckskin 10,578 
6. Alfred  Hitchcock  Presents 10,062 

7. 

Wells  Fargo 

9,976 BACKGROUND:  The  following  programs, 
in    alphabetical    order,    appear    in  this 
week's  Broadcasting  tv  ratings  roundup. 
Information  is   in  following   order:  pro- 

gram name,  network,  number  of  stations, 
sponsor,  agency,  day  and  time. 
All  Star  Football  (ABC-143):  Standard  Oil 

of   Indiana    (D'Arcy),    Carling  Brewing (Long-Fischer-Stashower),  Mennen  (M- 
E),  Liggett  &  Myers  (D-F-S). 

Buckskin  (NBC-181):  Ford  (JWT),  Thurs. 9:30-10  p.m. 
Decision    (NBC-144):    Procter    &  Gamble 

(B&B),  Sun.  10-10:30  p.m. 
Frontier  Justice  (CBS- 151):  General  Foods 
(B&B),  Mon.  9:30-10  p.m. 

GE   Theatre    (CBS -132):   General  Electric 
(BBDO),  Sun.  9-9:30  p.m. 

Gunsmoke    (CBS-172):   Liggett    &  Myers 
(D-F-S),    alternating    with  Remington 
Rand  (Y&R),  Sat.  10-10:30  p.m. 

Have  Gun,  Will  Travel  (CBS- 148):  Lever 
(JWT),  alternating  with  American  Home 
Products  (Bates),  Sat.  9:30-10  p.m. 

Alfred  Hitchcock  Presents  (CBS-118):  Bris- 
tol-Myers  (Y&R),  Sun.  9:30-10  p.m. 

RATINGS 

8.  Gale  Storm  Show  9,589 
9.  Price  Is  Right— 10  p.m.  9,804 

10.  GE  Theatre  9,804 

Rank  %  Homes* 
1.  Gunsmoke  37 A 
2.  Have  Gun,  Will  Travel  30.0 
3.  I've  Got  A  Secret  27.7 
4.  Top  Ten  Lucy  Shows  25.8 
5.  Buckskin  25.1 
6.  Alfred  Hitchcock  Presents  24.3 
7.  GE  Theatre  23.9 
8.  Wells  Fargo  23.7 
9.  Price  Is  Right — 10  p.m.  23.4 

10.  Gale  Storm  Show  23 A 

("j")  Homes  reached  by  all  or  any  part  of  the 
program,  except  for  homes  viewing  only 
1  to  5  minutes. 

(J)  Homes  reached  during  the  average  minute 
of  the  program. 

*    Percented  ratings  are  based  on  tv  homes 
within  reach  of  station  facilities  used  by 
each  program. 

Copyright  1958  A.  C.  Nielsen  Co. 

TOP  10  NETWORK  PROGRAMS 

Tv  Report  for  Sept.  1-7 
Rank 

Rating 

1. Miss  America  Pageant 40.6 

2. 

Have  Gun,  Will  Travel 
27.5 

3. Alfred  Hitchcock  Presents 27.2 

4. 

I've  Got  A  Secret 22.4 

5. Ed  Sullivan 22.0 

6. 

I  Love  Lucy 
21.9 

7. 

Pliil  Silvers 
20.7 

8. 

Frontier  Justice 

20.5 

9. Decision 20.4 
10. What's  My  Line 

20.2 

Copyright  1958  Trendex  Inc. 

I  Love   Lucy    (CBS-146):   General  Foods 
(B&B),  Mon.  9-9:30  p.m. 

I've  Got  a  Secret  (CBS-170):  R.  J.  Rey- 
nolds (Esty),  Wed.  9:30-10  p.m. 

Miss  America  Pageant  (CBS -187)  :  Philco 
(BBDO),  Sat.  Sept.  6.  10  p.m. -midnight. 

Price  Is  Right  (NBC-167):  Toni  (T-L),  De- 
soto (BBDO),  Thurs.  8-8:30  p.m. 

Phil  Silvers  Show   (CBS -147):  Procter  & 
Gamble  (Burnett),  R.  J.  Reynolds  (Esty), 
Fri.   9-9:30  p.m. 

Gale    Storm     (CBS- 123):    Nestle  (Bryan 
Houston),  Sat.  9-9:30  p.m. 

Ed  Sullivan   (CBS-159):  Mercury  (K&E). 
Eastman-Kodak  (JWT),  Sun.  8-9  p.m. 

Top  Ten  Lucy  Shows  (CBS-146):  General 
Foods    (B&B),   Mon.   9-9:30  p.m.  . 

Wagon    Train    (NBC -165):    Lewis  Howe 
(M-E),  Drackett  (Y&R),  Edsel  (FC&B), 
Wed.    7:30-8  p.m. 

Wells    Fargo    (NBC-161):    Buick  (M-E), 
American  Tobacco  (SSC&B),  Mon.  8:30- 
9  p.m. 

What's  My  Line  (CBS-101):  Helene  Curtis 
(M-E),  alternating  with  Kellogg  (Bur- 

nett), Sun.  10:30-11  p.m. 

Broadcasting September  29,  1958    «    Page  35 



ADVERTISERS  &  AGENCIES  continued 

SQUEEZING  DOLLARS  FROM  A  LEMON 

How  Chemstrand  rang  up  sales  with  a  'flop'  tv  show 

The  play's  not  the  thing  tor  Chemstrand 
Corp.,  relatively  new  to  network  television. 

It's  found  "outstanding  results"  in  tv  despite 
the  fact  that  its  dramatic  vehicle  was  not  a 

hit  and  its  ratings  were  unimpressive.  The 

show:  Frank  Ross  and  Joan  Caulfield's 
Sally — a  situation  comedy  that  lasted  for  a 
relatively  short  run  on  NBC-TV  Sunday 
nights  at  7:30-8  p.m.  last  winter. 

Chemstrand.  explains  marketing  vice 
president  William  G.  Luttge,  wanted  to  get 
into  the  soft  floor  covering,  or  rug,  business, 
with  a  new  synthetic  acrylic  fiber.  The  rug 
industry  was  ripe  for  such  a  move.  Having 

to  contend  with  "wildly  fluctuating"  wool 
prices  (34  cents/lb.  in  1947,  $2.25/lb.  in 
1951,  70  cents/lb.  in  1952,  90  cents/lb.  in 
1956),  its  members  were  seeking  a  material 
that  would  remain  at  a  more  or  less  con- 

stant price.  So  Chemstrand  in  1956  went 

after  the  rug-makers  with  its  acrilan  and 
beat  the  wool  out  of  the  competition.  By 

fall  1957  it  was  ready  to  talk  to  the  con- 
sumer. 

Mr.  Luttge,  addressing  the  sixth  market- 
ing conference  of  the  National  Industrial 

Conference  Board  in  New  York  10  days 
ago,  confessed  that  the  soft  goods  industry 

"has  traditionally  been  considered  some- 
what less  advanced  than  other  industries 

in  the  application  of  advertising  tech- 

niques." Chemstrand  set  out  to  change  all 
that.  It  ordered  its  agency,  Doyle  Dane 
Bernbach,  New  York,  to  buy  a  network 

show.  It  was  an  unprecedented  move.  DDB 

produced  three  commercials  for  Chem- 

st rand's  portion  of  the  series  (the  other 
h  ill  was  picked  up  by  Royal  McBee  type- 

writers) which  were  shuffled  in  between 
other  Chemstrand  announcements. 

While  the  ratings  were  low,  Mr.  Luttge 

points  out,  audience  reaction  was  high.  Its 

early  Sunday  evening  time  period  guaran- 
teed a  family  audience;  family  audiences 

meant  discussions;  discussions  often  led  to 

decisions  to  buy.  In  this  case,  acrilan-made 
rugs.  Audience  count  averaged  5.5  million 
homes  or  16  million  viewers,  reached  19 

times  between  September  1957  and  March 

1958.  DDB's  cost-per-thousand  estimate 
was  $5.31. 

"From  an  immediate  cost  standpoint," 

Mr.  Luttge  said,  "this  is  not  normally  sat- 
isfactory. However,  the  fact  remains  that 

these  commercials  and  the  merchandising 

behind  them  produced  sales.  This,  in  the 

final  analysis,  is  the  true  goal  of  all  adver- 
tising and  merchandising.  For  when  you 

determine  who  decides  or  most  strongly  in- 
fluences the  purchase  of  your  goods  ...  it 

is  obvious  that  the  sheer  magnitude  of  an 
audience  can  make  nice  statistics  without 

ever  reflecting  itself  proportionately  in  sales. 
This  was  not  the  case  with  Sally. 

"Despite  the  show's  deficiencies  rating- 
wise,  some  rather  impressive  progress  was 

made.  When  the  program  started  .  .  .  two 

manufacturers  were  using  acrilan.  Six 
months  later,  it  was  well  on  its  way  to  being 

used  by  every  important  carpet  mill  in  the 
business.  Sales  to  this  field  have  increased 

at  a  very  gratifying  rate.  They  actually  ran 

ahead  of  the  most  optimistic  estimates.  To- 
day they  are  continuing  their  climb.  Retail 

buyers  say  that  acrilan  carpet  is  a  must. 
They  attribute  its  success,  in  great  degree, 
to  the  television  advertising.  .  .  .  Sally  as 
a  show  was  not  a  hit.  However,  the  results 

it  produced  for  Chemstrand  in  terms  of  sales 
and  sales  promotion  were  outstanding.  This 
was  no  mere  stroke  of  luck.  On  the  con- 

trary, it  was  the  inevitable  result  of  all  the 
other  things  that  were  done  to  get  the  most 

out  of  Chemstrand's  advertising." 
In  1956,  acrilan  was  not  a  factor  in  the 

carpet  field.  Today  it  accounts  for  more  than 
5%  of  total  fibers  used  in  carpets.  Says  Mr. 

Luttge:  "This  is  not  an  altogether  fair  pic- 
ture because  acrilan  cannot  compete  cost- 

wise  or  price-wise  with  the  rayon  and  cot- 
ton section  of  the  industry.  Nevertheless, 

it  is  the  equivalent  of  introducing  a  new 
automobile  and  achieving  a  sales  rate  of 

250,000  units  per  year  in  two  years'  time. This  is  well  above  the  sales  rate  of  Cadillac, 
which  has  been  in  the  market  a  good  many 

years.  We  think  the  comparison  is  pertinent 
inasmuch  as  acrilan  is  aimed  at  the  Cadillac 

end  of  the  carpet  industry."  (Other  com- 
parisons offered  by  Chemstrand's  Luttge: 

acrilan's  5%  share  can  be  compared  to 

Mercury's  4.5%  share  of  the  auto  market, 

Cadillac's  2.5%,  Pontiac's  5.6%;  Rinso's 

5%  share  of  the  detergent  market,  Lever's All  and  its  6%.) 

So  pleased  was  Chemstrand  with  Sally 

that  it's  stuck  to  networking  ever  since.  In 

early  May  it  returned  to  NBC-TV  as  alter- 

nate week  sponsor  of  Goodson-Todman's Jefferson  Drum  Friday  nights  at  8  p.m. 
It  has  since  shifted  to  Saturday  night  and 

the  Perry  Como  Show,  picking  up  "occa- 
sional" half  hour  strips.  Its  Como  contract 

runs  through  next  June. 

Mary  Martin  Wants  to  Bypass 

December  Pontiac  Spectacular 

Pontiac  Motors  Div.,  General  Motors 

Corp.,  committed  to  sponsor  a  Dec.  12 

spectacular  on  CBS-TV,  now  finds  itself 
minus  its  star.  Mary  Martin,  through  her 

husband-manager  Richard  Halliday  let  it 

be  known  that  she'd  like  "out"  of  the  deal, 
at  least  for  a  little  while.  Miss  Martin, 

touring  80  U.  S.  and  Canadian  cities  with 

a  "one-woman  show,"  would  prefer  a 
break  from  her  present  arduous  schedule 
in  December. 

MacManus,  John  &  Adams,  Pontiac's 
agency,  plans  to  go  ahead  with  the  show, 
as  does  CBS-TV.  Both  agency  and  net- 

work are  trying  to  keep  out  of  what  "ob- 
viously is  a  problem  between  Producer 

Leland  Hayward  and  Miss  Martin,"  says 
one  CBS  spokesman.  The  agency  has  no 

HOW  PEOPLE  SPEND  THEIR  TIME 

NOTE:  The  Sindlinger  interviewing  week  has  been  changed  to  Saturday  through  Fri- 

day, with  questions  on  the  basis  of  "yesterday."  Thus,  the  Activity  week  now  runs 
Friday  through  Thursday. 

There  were  125,601,000  people  in  the  U.  S.  over  12  years  of  age  during  the  week 

Sept.  12-18.  This  is  how  they  spent  their  time: 

70.2%  (  88,172,000)  spent  1,741.2  million  hourst    watching  television 
58.3%  (  73,225,000)  spent  1,092.9  million  hours    listening  to  radio 
83.3%  (104,626,000)  spent    406.5  million  hours    reading  newspapers 
34.1%  (  42,830,000)  spent     197.4  million  hours    reading  magazines 
25.2%  (  31,651,000)  spent    367.1  million  hours         watching  movies  ON  tv 

31.7%  (  39,826,000)  spent     166.6  million  hours  attending  movies* 

These  totals,  compiled  by  Sindlinger  &  Co.,  Ridley  Park,  Pa.,  and  published 

exclusively  by  Broadcasting  each  week,  are  based  on  a  48-state,  random  dispersion 

sample  of  7,000  interviews  (1,000  each  day).  Sindlinger's  weekly  and  quarterly 
"Activity"  report,  from  which  these  weekly  figures  are  drawn,  furnishes  comprehen- 

sive breakdowns  of  these  and  numerous  other  categories,  and  shows  the  duplicated 
and  unduplicated  audiences  between  each  specific  medium.  Copyright  1958  Sindlinger 
&  Co. 

t  Hour  totals  are  weekly  cumulative  figures.  People — numbers  and  percentages — are  figured on  an  average  daily  basis. 
*  All  people  figures  are  average  daily  tabulations  for  the  week  with  exception  of  the 

"attending  movies"  category  which  is  a  cumulative  total  for  the  week.  Sindlinger  tabulations are  available  within  2-7  days  of  the  interviewing  week. 

SINDLINGER'S  SET  COUNT:  As  of  Sept.  1,  Sindlinger  data  shows:  (1)  110,650,000 
people  over  12  years  of  age  see  tv  (88.1%  of  the  people  in  that  age  group); 
(2)  42,847,000  households  with  tv;  (3)  47,179,000  tv  sets  in  use  in  U.  S. 
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O  LOR  C A  S  T  I  N 

The  Next  10  Days 

of  Network  Color  Shows 

(all  times  EDT) 

CBS-TV 

Oct.  8  (8-9  p.m.)  High  Adventure  with 
Lowell  Thomas,  General  Motors  through 

Campbell  Ewald. 

NBC-TV 

Sept.  29,  30  (12:30-1  p.m)  It  Could  Be 
You,  participating. 

Sept.  29,  30,  Oct.  1-3,  6-8  (2:30-3  p.m.) 
Haggis  Baggis,  participating. 

Sept.  29  (7:30-8  p.m.)  Haggis  Baggis,  sus- taining. 

Sept.  30  (8-9  p.m.)  Eddie  Fisher  Show, 

Liggett  &  Myers  through  McCann-Erick- son. 

Oct.  1,  8  (8:30-9  p.m.)  The  Price  Is 
Right,  Lever  through  J.  Walter  Thomp- 

son and  Speidel  through  Norman,  Craig 
&  Kummel. 

Oct.  1  (9-10  p.m.)  Kraft  Mystery  Theatre, 
Kraft  Foods  Co.,  through  J.  Walter 
Thompson  Co. 

Oct.  3  (8-9  p.m.)  The  Further  Adventures 
of  Ellery  Queen,  RCA  through  Kenyon 
&  Eckhardt. 

Oct.  4  (8-9  p.m.)  Perry  Como  Show, 
participating  sponsors. 

Oct.  5  (7-7:30  p.m.)  Noah's  Ark,  sustain- 

ing. 

Oct.  5  (7:30-8  p.m.)  Northwest  Passage, 
RCA  through  Kenyon  &  Eckhardt. 

Oct.  5  (9-10  p.m.)  Dinah  Shore  Chevy 
Show,    Chevrolet    through  Campbell- 
Ewald. 

Oct.  6  (10-10:30  p.m.)  The  Arthur  Mur- 
ray Party,  P.  Lorillard  through  Lennen 

&  Newell. 

Oct.  7  (8-9  p.m.)  George  Gobel  Show, 
RCA  through  Kenyon  &  Eckhardt. 

Oct.  8  (9-9:30  p.m.)  Milton .  Berle  star- 
ring in  the  Kraft  Music  Hall,  Kraft  Foods 

Co.  through  J.  Walter  Thompson  Co. 

BUSINESS  BRIEFLY 
WHO'S  BUYING  WHAT,  WHERE 

intention  to  disrupt  its  cycle  of  monthly 

specials  (planned  at  the  sacrifice  of  its  multi- 
million  dollar  tv  spot  drive).  Another  fac- 

tor enters  into  this  "sticky  situation,"  to 
quote  one  MJ&A  official.  Miss  Martin  is 

set  to  appear  on  NBC-TV  shortly  after 

ending  her  transcontinental  tour.  "If  she's 
to  do  the  show  at  some  later  date,  we  just 

don't  know  when — and  how." 

Bulova  Watch  Ready 

For  Holiday  Season 

What  does  the  approach  of  the  pre- 
Christmas  period  mean  to  advertisers? 

To  Bulova  Watch  Co.,  the  shopping-for- 
gifts  season  means  additional  advertising 
money  to  spend.  In  its  plans,  the  watch 

company  will  spend  more  on  media,  includ- 
ing network  tv. 

Bulova,  via  its  president  and  chief  execu- 
tive officer,  John  H.  Ballard,  announced 

last  week  it  will  participate  in  three  addi- 
tional programs  in  its  fall  network  sched- 

ule. The  programs  are  all  on  NBC-TV, 
the  same  network  to  which  the  company 
already  had  allocated  a  $7.5  million  budget 

for  three  shows,  Ed  Wynn  Show,  M-Squad 
and  Dragnet  [Advertisers  &  Agencies, 
Aug.  4]. 

The  new  shows  are  Today,  the  Jack  Paar 

Show  and  the  Chet  Huntley-Dave  Brinkley 
weekday  evening  newscasts. 

Bulova,  through  McCann-Erickson,  will 
be  investing  in  network  tv  at  the  rate  of 
approximately  $2.5  million  for  the  fourth 

quarter.  Not  settled  as  yet  in  Bulova's 
budget:  exact  use  in  network  tv  of  $5  mil- 

lion or  more  to  be  spent  in  the  medium  the 
nine  months  after  Christmas. 

Bulova's  strategy,  at  least  in  network  tv, 
appears  to  be  strong  lineups  and  heavy 
expenditures  along  with  merchandising  push 

in  the  fall  (for  Christmas),  an  ease-off  after 
the  Yuletide,  renewal  of  strength  in  the 
spring  and  then  a  weaker  effort  during  the 
summer. 

The  original  three-show  purchase  by 
Bulova  was  consummated  earlier  in  the 

year  by  Mr.  Ballard,  Robert  E.  Kintner, 

NBC-TV  president,  and  C.  Terence  Clyne, 
vice  president  of  McCann-Erickson,  agency 
for  Bulova. 

At  one  time,  Bulova  had  been  directing 
its  monies  to  spot  television,  then  suddenly 
switched  horses  and  starting  this  fall  has 

entered  an  advertising  pattern  oriented  to- 
ward network  tv. 

Three  Name  New  Agencies 

The  shifting  of  three  advertiser  accounts 
to  new  agencies  was  reported  last  week  with 

Emerson  Radio  &  Phonograph  Corp.  mov- 
ing to  Friend-Reiss  Adv.,  New  York;  Du 

Barry  cosmetics  and  Sportsman  toiletries  to 
Lambert  &  Feasley,  New  York,  and  Magic 

Chef  Inc.  (gas  ranges)  St.  Louis,  to  D'Arcy 
Adv.,  St.  Louis. 

Media  plans  of  the  three  accounts  are 
now  being  determined.  It  is  anticipated  that 

Du  Barry  and  Sportsman  will  use  spot  ra- 
dio and  tv.  Magic  Chef  in  the  past  has  not 

been  active  in  consumer  advertising  but 

D'Arcy  is  expected  to  reshape  its  approach 
toward  the  consumer  market.  Emerson 

Radio  will  disclose  its  media  plans  within 
two  weeks. 

Broadcasting 

MENNEN  CHANGE  •  No  announcement 

has  been  made,  but  the  Mennen  Co.,  Morris- 
town,  N.  J. — which  recently  quit  McCann- 
Erickson  and  Marschalk  &  Pratt  subsidiary 
and  switched  to  Warwick  &  Legler  and 

Grey  Adv. — might  be  revising  its  broadcast 
strategy  on  the  programming  level.  It  has 

let  its  option  on  ABC-TV's  Wednesday 
Night  Fights  drop — into  the  hands  of  an- 

other (willing)  advertiser.  Brown  &  William- 
son Tobacco  Co.,  Louisville,  already  with 

three  major  network  properties  under  its 
belt  [see  Respects,  p.  24],  will  sponsor  the 

fights  through  next  June.  Ted  Bates  &  Co. 

is  B&W's  agency. 

SHIRT  SPOTS  •  Manhattan  Shirt  Co., 

N.  Y.,  failing  to  clear  ABC-TV  affiliates  in 
Syracuse,  Louisville  and  Buffalo  for  the  new 
Sammy  Kaye  Music  From  Manhattan  series 
[Advertisers  &  Agencies,  Sept.  15],  has 

bought  spot  availabilities  in  these  three 

markets  to  carry  the  ABC-TV  show  on  de- 
layed basis  Sundays.  Added  as  of  yesterday 

(Sept.  28):  WHEN-TV  Syracuse;  effective 
Oct.  5,  WHAS-TV  Louisville;  effective  Oct. 
11:  WGR-TV  Buffalo.  Manhattan  also  is 

understood  to  be  considering  KULA-TV 
Honolulu.  Peck  Adv.,  N.  Y.,  is  agency. 

IN  STARTING  GATE  •  Greyhound  Corp., 

Chicago,  newcomer  in  car  rental  business, 

intends  to  advertise  on  radio-tv.  Having 

participated  on  few  occasions  in  parent  com- 

pany's portion  of  NBC-TV's  Steve  Allen 
Show,  Greyhound's  Rent-A-Car  Services 
Inc.  is  understood  to  be  calling  representa- 

tives of  its  agency,  Grey  Adv.,  to  Windy 

City  to  work  out  spot  broadcast  program. 

SIX  MARKET  KICKOFF  •  Ralston  Purina 

Co.,  St.  Louis,  is  launching  an  intensive 

spot-radio  tv  campaign  this  week  in  six 
scattered  markets  to  introduce  its  new  Corn 

Chex  breakfast  cereal.  The  initial  spot  ra- 
dio-tv effort  will  spread  to  all  major 

markets.  The  campaign,  through  Guild, 

Bascom  &  Bonfigli,  S.  F.,  will  utilize  from 

240  to  897  radio  spots  during  a  13-week 
campaign  and  between  30  and  40  tv  spots 
in  each  market  during  the  13  weeks.  Corn 
Chex  also  will  be  advertised  on  Ralston 

Purina's  Bold  Journey  on  ABC-TV  (Mon., 
8:30-9  p.m.).  Introductory  markets  are 
Spokane,  San  Diego,  Denver,  Wichita,  Al- 

bany, N.  Y.,  and  Columbus,  Ohio. 

TIME  FOR  SNACK  •  King  Kone  Corp. 

(Old  London  food  products,  melba  toast 

etc.),  N.  Y.,  is  introducing  in  New  York 

City  a  new  snack  product,  a  corn  chip  called 

Dipsy  Doodles  for  which  King  Kone  is  al- 
locating a  spot  tv  schedule  on  three  stations. 

Company  is  expected  to  expand  the  in- 
troduction to  other  markets  in  a  few 

months.  Richard  K.  Manoff  Inc.,  N.  Y.,  is 

agency. 

INSTANT  SPOTS  •  Standard  Brands  Inc. 

(instant  Chase  &  Sanborn  coffee),  N.  Y., 

buying  list  of  unspecified  number  of  mar- 
kets for  52-week  tv  spot  campaign  begin- 
ning late  this  month.  Agency,  Compton 

Adv.,  N.  Y.,  declines  details. 

INSURANCE  POLICY  •  Nationwide  In- 
surance Co.,  Columbus,  Ohio,  understood 

to  be  resuming  sponsorship  of  half-hour 
Mama  filmed  series  for  13  weeks,  starting 

end  of  September,  in  25  markets  and  also 

launching  four-week  spot  radio  campaign 
this  week  in  13  Ohio  and  Vermont  markets. 

Agency:  Ben  Sackheim  Inc.,  NY. 
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ADVERTISERS  S  AGENCIES  continued 

TV  N  ETWORKS'  TOP  BR  AN  D:  WINSTON 

•  Displaces  Tide  as  leading  product  customer  in  July 

•  But  P&G  remains  biggest  company  client  with  $4.1  million 

R.  J.  Reynolds'  Winston  cigarettes  placed 
top  money  among  the  network  tv  brand  ad- 
vertisers  in  July.  To  do  it.  Winston  spent 
about  $2()().()()6  more  for  time  on  the  tv 

networks  that  month  compared  to  June 
when  it  ranked  No.  3. 

Tide,  a  Procter  &  Gamble  product, 
moved  from  the  top  spot  to  fourth  place; 
the  second  and  third  places  were  held  down 

respectivel)  b\  Whitehall's  Anacin  and  Gen- 
eral Motors'  C  hevrolet  passenger  car. 

These  Television  Bureau  of  Advertising 
figures  are  based  on  a  report  by  Leading 
National  Advertisers  and  Broadcast  Adver- 

tising Reports. 
Procter  &  Gamble  again  led  the  list  of 

top  15  network  advertisers  for  July  as  it 

had  in  June.  Second  place  went  to  Colgate- 
Palmolive  which  moved  up  from  third,  and 
displaced  General  Foods  which  dropped 
to  the  fourth  slot  in  July. 

In  the  breakdown  into  day  parts  of  net- 
work tv   billings:   nighttime  gross  charges 

rose  9.09J  to  almost  $30  million  in  July, 

as  compared  with  nearly  $27.5  million  in 

July  1957.  while  the  January-July  1958 
nighttime  gross  charges  increased  to  almost 
$231  million,  as  against  nearly  $202.5  mil- 

lion in  the  comparable  period  last  year.  Day- 
time grosses  in  July  dipped  by  1.7%  over 

July  1957  but  the  January-July  total  this 
year  was  7.4%  over  the  figure  for  the  com- 

parable period  in  1957.  Total  gross  billings 
(both  nighttime  and  daytime)  were  up  5.9% 

for  the  July  period  and  14%  for  the  Janu- 
ary-July period,  as  compared  with  last  year. 

In  product  classifications,  toiletries  and 
toilet  goods  once  again  this  year  is  giving 
the  foods  category  (the  perennial  No.  I 
spender  among  all  classifications)  a  run  for 
its  money  in  network  tv  investment. 

Toiletries  in  July  racked  up  $8.6  million 

in  gross  time  charges  in  network  tv  com- 

pared to  foods'  $8.3  million,  though  foods 
advertisers  were  still  outspending  toiletries 

for  the  January-July  period  by  some  $3.7 

NETWORK  SPENDING  By  Product  Categories 

JULY 19S8 JAN. -JULY 1958 
AGRICULTURE  &  FARMING 

51,347 
ArrAKtL.   rUUIWtAK   &  ACCESSORIES J  1  Z,o  /  0 

z,  /y3, J  I  Z 
AUTOMOTIVE,  AUTO.  ACCESSORIES  &  EQUIP. 2,979,374 32,675,664 

BEER,  WINE  &  LIQUOR 474,450 
3,648,076 

BUILDING  MATERIALS,  EQUIPMENT  &  FIXTURES 138,322 
1,104,482 

CONFECTIONERY  &  SOFT  DRINKS 681,227 
5,257,445 

CONSUMER  SERVICES 136,536 
1,844,697 

ENTERTAINMENT  &  AMUSEMENT 
10,656 249,989 

FOOD  &   FOOD  PRODUCTS 
8,363,653 61,567,897 

GASOLINE,   LUBRICANTS  &  OTHER  FUELS 132,240 
1,453,624 

HORTICULTURE 114,000 830,295 

HOUSEHOLD  EQUIPMENT  &  SUPPLIES 2,028,333 13,759,364 
HOUSEHOLD  FURNISHINGS 257,398 1,832,874 
INDUSTRIAL  MATERIALS 1.040.191 10,695,455 

INSURANCE 476.458 
4,103,632 

JEWELRY.  OPTICAL  GOODS  &  CAMERAS 605.504 6,229,319 
MEDICINES  &  PROPRIETARY  REMEDIES 3,845,749 31,529,057 

OFFICE  EQUIP.,  STATIONERY  &  WRITING  SUPPLIES 491.413 
4,031,759 

POLITICAL 
66,174 

PUBLISHING  &  MEDIA 827,833 

RADIOS,  TV  SETS,  PHONOGRAPHS, 
MUSICAL  INSTRUMENTS  &  ACCESS. 476.420 4,201,928 

SMOKING  MATERIALS 4,550,451 33,690.995 

SOAPS,  CLEANERS  &  POLISHES 4,378.210 36,630,496 

SPORTING  GOODS   &  TOYS 51,255 809,722 

TOILETRIES   &  TOILET  GOODS 8,680,110 57,857,682 

TRAVEL.  HOTELS  &  RESORTS 135,948 
1,569,351 

MISCELLANEOUS 698.498 
4,818,054 

TOTAL 
$41,059,274 $324,130,723 

million. 

There  were  1 1  advertisers  in  the  top  1 5 
list  which  spent  at  least  $1  million  in  July, 
seven  which  spent  at  least  $1.4  million,  five 
which  invested  at  least  $1.5  million  and 
three  with  $1.8  million  or  more. 

Top  advertisers  in  terms  of  the  number  of 
brands  listed  in  the  top  15:  Procter  & 
Gamble  for  Tide  and  Lilt  Home  Permanent; 

R.  J.  Reynolds  for  brand  leaders  Winston 

and  Salem  cigarettes,  and  Colgate-Palmolive 
for  its  regular  and  Aerosol  dental  cream  and 

for  Fab  detergent.  Of  the  1 5  brand  lead- 
ers, six  are  cigarettes — Winston,  American 

Tobacco's  Lucky  Strike,  Salem,  Brown  & 

Williamson's  Viceroy,  P.  Lorillard's  Kent 
and  Liggett  &  Myers'  L&M  Filter  Tips. 

Of  interest  is  the  jockeying  from  month 

to  month  by  network  tv's  brand  leaders. 
Whitehall's  Anacin,  for  example,  which  had 
been  fourth  in  June  rose  to  second  in  July, 
while  Tide,  No.  1  in  June,  was  No.  4  in 

July.  Eastman  Kodak,  No.  1  1  in  June,  had 
slipped  to  No.  15  in  July,  and  Salem, 
which  had  not  appeared  in  June,  was  10th in  July. 

In  the  compilation,  network  gross  time 

billings  for  July  were  $41,059,274,  an  in- 
crease of  5.9%  over  the  same  month  1957. 

FOP  15*5?/  Company 
JULY  19S8 

1.  PROCTER  &  GAMBLE  CO. 

2.  COLGATE-PALMOLIVE  CO. 
3.  LEVER    BROTHERS  CO. 

4.  GENERAL  FOODS  CORP. 

5.  R.  J.  REYNOLDS  TOBACCO  CO. 
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$4,163,487 
2,172,654 

1,803,845 
1,579,650 
1,552,158 

6.  AMERICAN  HOME  PRODUCTS  CORP.  1,495,819 

7.  GILLETTE  CO.  1,409.690 

8.  BRISTOL-MYERS    CO.  1.188,220 
9.  GENERAL   MOTORS   CORP.  1,111,976 

10.  FORD    MOTOR    CO.  1,067,308 

11.  GENERAL  MILLS,  INC.  1,022,134 

12.  AMERICAN    TOBACCO    CO.  841,338 

13.  KELLOGG    CO.  817,187 

14.  PHARMACEUTICALS,    INC.  754,221 

15.  P.    LORILLARD   CO.  693.033 

LNA-BAR:  Gross  Time  Costs  Only 

TOP  15  By  Brand JULY  19S8 

1.  WINSTON    CIGARETTES  $834,485 

2.  ANACIN   TABLETS  687,715 

3.  CHEVROLET   PASSENGER  CARS  641,914 

4.  tide  522,427 

5.  FORD   PASSENGER   CARS  473,418 

6.  BUFFERIN  432,603 

7.  COLGATE    REGULAR    &  AEROSOL 
DENTAL  CREAM  422,822 

8.  LILT  HOME  PERMANENT  421,067 

9.  LUCKY   STRIKE   CIGARETTES  413,686 

10.  SALEM  CIGARETTES  398,214 

11.  VICEROY   CIGARETTES  380,899 

12.  KENT   CIGARETTES  365,412 

13.  FAB   DETERGENT  355,425 

14.  L  &  M  FILTER  TIP  CIGARETTES  354,222 

15.  EASTMAN  KODAK  CAMERAS  349,422 

LNA-BAR:  Gross  Time  Costs  Only 

Broadcasting 



They're  All  Listening  to  News 
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Six  months  ago,  Channel  4  in  St.  Louis  became  a  CBS  Owned  station.  Natural  reaction:  today, 

it's  first!  In  fact,  KMOX-TV  has  the  largest  share  of  the  St.  Louis  television  audience  according  to 

all  three  audience  measurement  services... Nielsen,  Pulse,  and  ARB. 

Nielsen,  for  example,  shows  that  KMOX-TV  is  ahead  of  competing  stations  for  all  three  periods 

of  the  broadcast  day— morning,  afternoon  and  night! 

For  KMOX-TV,  leadership  was  inevitable.  Because  CBS  ownership,  in  St.  Louis  as  elsewhere, 

means  a  full  schedule  of  top-rated  programs  from  the  CBS  Television  Network,  the  very  best 

local  live  programming  and  the  finest  feature  films  from  Hollywood's  major  studios. 

It  follows  that  month-in,  month-out  more  and  more  advertisers  are  finding  Mid-America's 

most  sales-productive  medium  is  KMOX-TV.  You  will  too... naturally. 

CBS  Owned  •  Channel  4  in  St.  Louis  •  Represented  by  CBS  Television  Spot  Sales 

KMOX-TV 
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ADVERTISERS  &  AGENCIES  continued 

Calkins  &  Holden  Merger 

With  BDA  Officially  Off 

"The  deal  is  definitely  off."  That's  the 
official  word  from  J.  Sherwood  Smith, 
board  chairman  of  C  alkins  &  Holden  Inc.. 

regarding  the  proposed  merger  of  his  agency 

with  Burke  Dowling  Adams  Inc.  [Adver- 
tisers &  Agencies,  Sept.  15.  et.  seq.]. 

Mr.  Smith,  representing  the  "groom"  in 
the  ill-destined  marriage,  confirmed  earlier 

reports  that  his  major  account.  Boeing  Air- 
plane Co.,  had  voiced  objections  to  the 

match  due  to  reasons  of  "client  conflict  of 

interests'"  [Advertisers  &  Agencies,  Sept. 
22]  and  indicated  there  were  "other  rea- 

sons*' as  well.  He  would  not  enlarge  upon 
them. 

James  H.  Cobb,  vice  president  and  gen- 

eral manager  of  the  "bride"  agency.  Burke 
Dowling  Adams,  declined  to  comment.  He 
indicated,  however,  that  the  agency  was  not 

"so  burned"  that  it  would  not  consider  over- 
tures to  merge  with  another  agency. 

False  Concepts  of  Advertising's 
Influence  on  Voters  Assailed 

Democratic  politicians  are  to  blame  for 

encouraging  the  belief  "that  advertising 
agencies  can  somehow  mesmerize  voters  into 

electing  candidates  who  wouldn't  otherwise 
stand  a  chance,"  Draper  Daniels,  vice  presi- 

dent and  creative  director  of  Leo  Burnett 

Co..  told  the  Chicago  Art  Directors  Club. 

"Advertising  agencies  have  always  been 
loath  to  dispel  this  impression,"  he  felt. 
"After  all,  don't  they  want  their  clients  to 
believe  in  the  power  of  advertising?" 

Mr.  Daniels  asserted  that  advertising  is 

in  trouble  with  the  public  because  "we 
have  been  guilty  of  bad  taste,  shoddy  prac- 

tices and  sneaky  half-truths  too  often."  He 
also  accused  critics  of  advertising  of  "using 
emotion  and  half-truths  to  build  a  case 
against  advertising  that  has  strong  appeal 

to  the  masses."  While  advertising  always 
has  had  its  "critics,"  he  pointed  out,  they 
never  had  so  large  an  audience  as  now. 

Mr.  Daniels  attributed  a  growing  "strong 
bias  against  advertising"  to  the  "heavy  and 
continual  publicity  given  to  motivational 
research,  subliminal  advertising  and  the 

new  influence  of  advertising  upon  the  na- 

tional political  scene." 
A  Burnett  study  earlier  this  year,  ac- 

cording to  Mr.  Daniels,  brought  the  con- 

clusion that  a  "considerable  portion  of  the 

K&E  AT  PAR  AGAIN 

The  recession's  over — at  least  for 
Kenyon  &  Eckhardt  executives.  Last 

May  I.  all  making  more  than  $10,- 
000  a  year  took,  in  a  recession  move, 
salary  cuts  ranging  from  10  to  20%. 
News  was  better  last  week.  They  were 
notified  that  the  pay  cuts  would  be 

lifted  Sept.  30 — and  on  Friday  (Sept. 
26)  they  would  receive  in  full  the 
money  that  had  been  deducted  as  a 
result  of  the  cut. 

public  whom  we  hope  to  get  to  buy  the 
goods  we  advertise  is  becoming  emotionally 

hostile  to  advertising." Among  correctives  Mr.  Daniels  suggested 

was  that  advertising  executives  should  cre- 
ate advertising  that  is  honest  and  believe- 

able.  He  continued: 

"Every  time  we  okay  a  commercial 
where  an  announcer  shakes  his  fist  at  the 

tv  audience  and  bellows  with  fake  excite- 

ment, 'Friends,  the  only  way  to  prevent 
tooth  decay  is  with  the  real  toothpaste 

made  to  guard  against  teeth  decay,'  we  con- 
tribute to  a  public  impression  of  advertis- 

ing as  a  world  peopled  by  boors  and  dull- 

witted  frauds." Mr.  Daniels  is  a  former  chairman  of  the 

Lake  County  Democratic  Committee  in 
Illinois. 

Lorillard  Picks  'Masquerade' 
P.  Lorillard  Co.,  through  Lennen  & 

Newell,  came  up  with  its  replacement  show 
for  its  The  $64,000  Challenge  dropped  as 

the  tv  quiz  probe  in  New  York  threw  an 

unfavorable  light  on  the  program  [At  Dead- 
line, Sept.  15].  The  new  program,  which 

will  go  on  NBC-TV,  Thursday  (Oct.  2)  in 
the  10:30-11  p.m.  period:  Masquerade 
Party,  a  veteran  tv  panel  show.  Bert  Parks 
probably  will  be  master  of  ceremonies.  The 
Challenge  had  been  slated  to  move  into 
the  Thursday  nighttime  slot  on  Sept.  18 
after  its  run  on  CBS-TV,  but  was  dropped 
suddenly  by  the  cigarette  advertiser.  With 

no  new  program  ready  to  fill,  NBC-TV  put 

on  a  sustaining  news  special,  "China:  War 
or  Peace?,"  and  last  Thursday  (Sept.  25) 

aired  another  news  program — "Man  Against 
the  Senate"  (about  Jimmy  Hoffa  of  Team- 

sters fame) — also  sustaining. 

GB&B  Strengthens  Marketing, 

Buys  Crisp  Consultancy  Firm 

As  part  of  an  expansion  at  Guild,  Bas- 
com  &  Bonfigli,  San  Francisco,  the  agency 

has  bought  the  marketing  consultant  firm 
of  Richard  D.  Crisp  &  Assoc..  Chicago, 

and  has  appointed  Richard  Crisp  as  director 
of  marketing. 

In  announcing  the  move  last  week,  Walter 
Guild,  president,  said  the  growth  of  GB&B 

necessitates  "additional  marketing  strength." 
He  noted  that  the  agency  began  business 

nine  years  ago  with  $200,000  in  annual 
billing  and  the  total  now  has  grown  to 
more  than  $12  million. 

The  agency,  he  said,  will  open  a  Chicago 
office  at  105  West  Adams  St.  in  the  quarters 
formerly  used  by  the  marketing  firm.  No 
accounts  will  be  serviced  there  for  the 

present  but  other  branch  offices  of  GB&B 

— in  New  York,  Hollywood  and  Seattle — 
may  utilize  the  marketing  facilities  of  the 

Chicago  office. 
Before  he  started  his  own  company  in 

1955,  Mr.  Crisp  was  director  of  marketing 

research,  a  member  of  the  executive  com- 
mittee and  one  of  the  owners  of  Tatham- 

Laird  Inc.,  Chicago.  Earlier  he  had  been 
manager  of  the  marketing  department  of 
Foote,  Cone  &  Belding,  Chicago. 

AGENCY  APPOINTMENTS 

Revlon  Inc.,  N.  Y.,  expected  to  name 
Heineman.  Kleinfeld,  Shaw  &  Joseph, 

N.  Y.,  for  That  Man  men's  cologne,  newest 
product  of  Revlon's  line  of  male  toiletries. 

Burlington  Industries  Inc.,  largest  U.  S. 
textile  organization,  has  shrunk  its  agency 
list  from  9  to  8  with  appointment  of  J.  M. 

Mathes  Inc.,  N.  Y. — one  of  9 — to  handle 
all  divisions  serviced  by  Daniel  &  Charles 
Inc.,  N.  Y.  Mathes  was  named  Burlington 

parent  agency  on  Jan.  8  this  year. 

Manhattan  Coffee  Co.,  St.  Louis,  names 

Rutledge  &  Lilienfeld  Inc.  for  Manhattan 
coffee.  Agency  will  continue  to  handle 

company's  other  product.  Dining  Car  coffee. 

Swanson  Cookie  Co.  (Archway  cookies). 

Battle  Creek,  Mich.,  appoints  Grant  Adv. 
to  handle  its  advertising.  Firm  has  been using  ty. 

Allen  Duncan  Assoc.,  Panama  City,  Fla.. 
will  handle  advertising  for  Panama  City 

Chamber  of  Commerce.  Advertising  Com- 
mittee, which  administers  funds  appropri- 

ated through  annual  tax  of  $1  million,  is 
considering  use  of  tv  in  certain  markets. 

Quickee  Products  Inc.,  Yonkers,  N.  Y.,  ap- 
points Schneider-Stogel  Co.,  N.  Y. 

Clicquot  Club  Co.,  Millis,  Mass.,  names 
Daniel  F.  Sullivan  Co.,  Boston. 

Channel  Master  Corp.  (manufacturers  of  tv 
antennas),  Ellenville,  N.  Y.,  names  S.  R. 
Leon  Co.,  N.  Y. 

Neuhoff  Bros,  (meat  packer),  Dallas,  Tex., 

appoints  H.  W.  Kastor  &  Sons  Adv.  Co., 

Chicago.  Radio-tv  to  be  used  in  Texas, 
Arkansas,  Oklahoma  and  Louisiana.  W.  O. 
Yocum  named  account  executive. 

THE  NATION'S  MOST  SUCCESSFUL  REGIONAL  NETWORK! 

WHERE 
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This  microphone  is  a  unifying  force 

for  312,830  Carolina  families  who 

listen  weekly  during  daytime  to  one 

of  America's  all-time  great  stations. 

WBT  families  constitute  the  nation's 
24th  largest  radio  market  —  make  a 

WBT  buy  your  24th  step  to  national 
radio  coverage. 

Jefferson  Standard  Broadcasting  Company  •  Charlotte,  N.  C.  •  "Colossus  of  the  Carolinas"  •  Represented  by  CBS  Radio  Spot  Sales 
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The  Jack  Wrather  story:  oil,  stations, 

programs — and  now  world  television 

Television  abroad,  in  the  opinion  of  Jack 

D.  Wrather,  is  today  just  about  where  tele- 
vision in  the  U.  S.  was  in  1950.  At  any 

moment  it  can  explode  with  the  kind  of 
force  that  made  U.  S.  tv  a  major  business 
in  a  couple  of  years. 
When  H  does,  Mr.  Wrather  expects  to 

take  a  long  joyride  on  a  soaring  world 
market  in  television,  with  no  interruptions 

except  frequent  stops  at  the  deposit  windows 
of  his  several  banks.  He  has  already  tuned 

up  for  the  trip. 
In  July,  his  Jack  Wrather  Organization 

and  the  Wall  Street  investment  house  of 

Carl  M.  Loeb.  Rhoades  &  Co.  joined  forces 
with  Associated  Television  Ltd.,  British 

program  contractor  for  commercial  tv  sta- 
tions in  London  and  the  Midlands,  and 

Incorporated  Television  Programme  Co. 

Ltd.  of  London  to  form  Independent  Tele- 
vision Corp.  as  a  worldwide  purveyor  of 

tv  entertainment.  A  $12.5  million  concern, 

ITC  started  out  with  six  tv  programs  series: 

JWO's  Lassie,  Lone  Ranger  and  Sgt.  Pres- 

ton of  the  Yukon  and  ITP's  Robin  Hood, 
William  Tell  and  Invisible  Man,  and  with 

promises  that  this  was  only  the  beginning. 
Less  than  two  weeks  ago,  ITC  made 

what  Mr.  Wrather  termed  "the  first  of  sev- 
eral expansion  moves  planned  for  ITC 

both  here  and  abroad"  by  acquiring  Tele- 
vision Programs  of  America  and  its  sub- 

sidiaries at  home  and  abroad  for  another 

$11.3  million.  This  transaction  beefed  up 

ITC's  program  stock  immediately  with 
TPA's  Fury,  Ramar  of  the  Jungle,  Private 
Secretary,  Last  of  the  Mohicans,  Charlie 
Chan,  Tugboat  Annie,  Count  of  Monte 
Cristo,  Ellery  Queen,  Halls  of  Ivy,  Stage 
7,  Cannonball  and  New  York  Confidential 
[Lead  Story,  Sept.  22]. 

ITC  also  is  developing  several  new  pro- 
grams, Mr.  Wrather  revealed  last  week, 

including  The  Adventures  of  Tom  Swift 

in  this  country  and  two  co-producing  deals 
in  England:  Interpol  Calling  with  J.  Arthur 
Rank  and  Four  Just  Men,  based  on  the 

Edgar  Wallace  stories,  with  ATV.  Hannah 
Wcinstein.  adapter-producer  of  the  Robin 
Hood  series,  is  acting  in  the  same  capacity 
for  Four  Just  Men. 

Last  week,  ATV  on  its  own  bought 

Broadcasting  Assoc.  Pty.  of  Sydney,  Aus- 
tralia, obtaining  a  part  interest  in  a  Sydney 

tv  station,  ownership  of  six  radio  stations 

and  a  newly  equipped  studio  for  producing 

programs  and  commercials  for  tv  and  ra- 

dio [see  story,  page  84].  ITC  is  not  finan- 
cially involved  in  this  transaction,  but  there 

seems  no  doubt  that  ITC  now  has  a  wait- 
ing Australian  outlet  for  its  programs. 

"ITC  brings  together  a  group  of  com- 
panies with  allied  interests  in  a  sort  of 

hands  together  relationship  that  gives  each 

of  us  the  right  to  participate  in  another's 
deals,"  Mr.  Wrather  explained,  pointing  out 
that  ATV  had  an  operating  profit  of  $11.5 
million  last  year  and  that  its  stockholders 

include  Pye  Ltd.,  "The  GE  of  England," 
and  Moss  Empire  Ltd.,  largest  theatre  owner 
in  England.  He  said  that  the  alliance  of 
the  Wrather  organization  with  ATV  is  the 
first  merger  of  this  magnitude  and  a  very 

important  thing  for  worldwide  television. 

"Television  is  already  underway  in  such 
countries  as  Italy,  West  Germany  and 

Japan,  as  well  as  Great  Britain  and  Aus- 

tralia," Mr.  Wrather  stated.  "Its  spread  is 

inevitable.  Eventually,"  he  said,  "we  ex- 
pect to  get  about  40%  of  our  gross  program 

revenue  from  the  foreign  market." 
A  native  Texan,  born  40  years  ago  in 

Dallas,  Mr.  Wrather  followed  in  his  fath- 

er's footsteps  and  entered  the  oil  business 
after  his  graduation  from  the  U.  of  Texas 
in  1940.  After  the  war,  in  which  he  spent 

five  years  in  the  Marine  Corps,  being  dis- 
charged with  the  rank  of  major,  he  visited 

Southern  California  for  a  couple  months 
of  rest  and  change  of  scene,  but  friends  in 

the  motion  picture  business  got  him  inter- 
ested and  he  formed  a  company  to  produce 

industrial  films  which  led  him  into  the 

theatrical  picture  field.  (Later,  in  1952,  he 

also  produced  a  tv  series,  Boss  Lady,  for 
Procter  &  Gamble.) 

"Now  I  had  to  make  a  decision,"  he  re- 
calls, "whether  to  get  out  of  the  oil  business 

or  back  into  it.  so  it  was  back  to  Texas 

and  oil.  But  by  that  time  entertainment  had 
gotten  to  be  a  major  interest  and  tv  was  also 

rearing  its  ugly — or  should  1  say  lovely — 
head,  so  I  began  looking  for  stations.  In  a 

year  I  got  options  on  three  stations — in  Dal- 
las, Los  Angeles  and  San  Francisco — at 

prices  that  make  me  want  to  kick  myself 

when  I  see  how  well  they're  doing  now,  be- 
cause 1  didn't  take  up  even  one  of  the  op- tions. 

"The  way  I  got  my  first  tv  station  was  by 
running  into  George  Cameron,  an  oil  man 

too,  at  the  Racquet-  Club  in  Palm  Springs. 
He  invited  me  home  for  a  drink  and  when 

I  saw  his  desk  littered  with  papers  and  com- 
mented that  Palm  Springs  was  for  play,  not 

work,  he  said  that  the  paper  work  was  in 
connection  with  his  tv  station,  KOTV  in 

Tulsa,  and  he'd  sell  it  if  it  wasn't  making 
so  much  money.  I  asked  him  how  much  it 
was  making;  he  answered  $20,000  a  month, 
but  added  that  I  was  right  and  he  ought 
to  sell  it.  Again  I  asked  him  how  much;  he 

said  $2  million  and  I  said,  'if  it's  built  right 
and  if  it's  really  making  $20,000  a  month 

you've  got  yourself  a  deal.'  " It  was;  he  had,  and  Jack  Wrather  was 
started  on  a  broadcasting  career  that  has 
to  date  also  included  the  acquisition  of 

KFMB-AM-TV  San  Diego  (for  $3.15  mil- 
lion in  1953),  The  Lone  Ranger  (for  $3 

million  in  1954),  Lassie  (for  $3.5  million  in 

1956),  Sgt.  Preston  of  the  Yukon  (for  $1.5 

million  in  1957)  and  KERO-TV  Bakers- 
field,  Calif,  (also  in  1957,  for  $2.15  mil- 
lion). 

In  1956,  Mr.  Wrather  headed  a  syndi- 
cate which  bought  WNEW  New  York  for 

$4  million.  "We  can  point  with  pride  to  this 
deal  as  having  brought  to  the  people  in 

radio  a  true  appreciation  of  their  medium," 
he  stated.  "Radio  was  still  in  the  depths 
then,  but  we  had  faith  in  the  future  and  we 

planned  to  get  five  major  market  radio  sta- 
tions. But  when  we  bought  WNEW  for  the 

top  price  ever  paid  for  a  radio  station  to 
that  time  we  gave  the  industry  a  shot  in 

Syndicated  Film  Value 

Underscored  by  Rettig 

Short-term  contracts  of  13  weeks  or  26 
weeks  may  be  okay  for  live  network  tv 

programs,  but  they  won't  work  in  syndica- 
tion, Earl  Rettig,  president  of  California 

National  Productions,  NBC's  tv  film  sub- 
sidiary, said  last  week  in  Hollywood,  where 

he  is  looking  for  profitable  new  properties. 

"In  live  programming  you  can  call  up 
the  people  and  say  'you're  through  tomor- 

row,' but  with  a  film  show  for  syndication 
there  is  too  much  original  investment  to  be 
amortized  and  too  many  options  to  make 

13-week  contracts  feasible,"  Mr.  Rettig 
stated.  CNP  is  selling  on  the  traditional 

pattern  of  52-week  schedule  of  39  orig- 
inals and  13  re-runs,  he  said. 

He  commented  that  the  local  or  regional 
advertiser  buying  a  syndicated  film  program 
can  pick  his  own  markets  and  stations  with 

which  he  is  completely  familiar  and  does 
not  have  to  take  unwanted  coverage  to 

comply  with  a  network's  must-buy  list. 
"Therefore,  a  long-term  contract  is  less 
risky  for  him  than  it  might  be  for  a  na- 

tional advertiser  at  this  time." 
Aviation  may  be  the  next  popular  sub- 

ject for  tv  programming,  Mr.  Rettig  said, 

reporting  that  Flight,  which  Airborne  Pro- 
ductions is  now  producing  for  CNP  with 

Al  Simon  as  executive  producer,  has  already 
been  sold  in  more  than  85  markets,  in- 

cluding a  20-market  purchase  by  Schlitz. 
WPIX  (TV)  New  York  will  start  telecasting 
Flight  tonight  (Sept.  29),  with  other  stations 
to  start  it  through  the  fall. 

"Because  programs  like  this  are  made 
in  cooperation  with  the  Air  Force  and  use 
Air  Force  films  for  much  of  their  action 

footage,"  he  commented,"  the  action  is  real 
and  therefore  the  stories  are  real  too  and 
that  realism  comes  over  the  audience  in  a 

way  that  was  not  always  true  of  westerns 

or  other  tv  programs." Science  fiction  might  also  be  a  fruitful 
field  for  tv  programming,  Mr.  Rettig  said. 
CNP  would  be  interested  in  looking  at 

science  fiction  programs,  either  for  produc- 
tion and  syndication  or  for  syndication 

only,  he  stated,  adding  that  this  is  an  in- 
triguing but  tricky  subject. 

Asked  about  videotape,  Mr.  Rettig  said 

that  it  has  provided  the  networks  with  an 
ideal  solution  to  their  time  zone  problems 
but  at  the  present  it  does  not  seem  very 
practical  for  syndication  purposes,  as  too 
few  stations  are  equipped  with  reproducers 
to  make  syndication  via  tape  alone  practical 
on  a  national  scale.  The  day  may  come,  he 
added,  when  most  stations  do  have  tape 

equipment  and  then,  with  its  production 
economies,  tape  may  virtually  supplant  film 

as  a  means  of  program  distribution.  "We're 
watching  tape"  he  said,   "and  when  the 
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JACK  D.  WRATHER  AND  THREE  OF  HIS  PROFITABLE  PROPERTIES 

the  arm  that  caused  station  owners  to  boost 

their  prices  to  a  point  where  we  were  no 
longer  interested.  It  was  a  case  of  being  done 

in  by  good  publicity.  If  we'd  reported  the 
price  of  WNEW  as  $2  million,  we'd  prob- 

ably be  operating  a  string  of  radio  stations 

today." 
As  it  was,  the  Wrather  group  wasn't  in- 

terested in  owning  just  one  radio  station, 
so  in  1957  it  sold  WNEW  for  another  rec- 

ord amount,  $7.5  million,  giving  another 
boost  to  radio  morale,  as  well  as  to  radio 
station  prices. 

When  Jack  Wrather  bought  KOTV  (TV) , 
the  station  was  managed  by  Helen  Alvarez, 

who  owned  15%  of  the  stock.  "I  needed 
someone  to  handle  the  day-to-day  opera- 

tions so  I  asked  her  to  continue  as  manager 
and  gave  her  the  chance  to  build  her  interest 
up  to  50%  as  an  incentive.  When  we 
bought  KFMB,  we  went  into  that  on  the 

time  comes  we'll  be  in  it  with  both  feet." 
Mr.  Rettig  said  he  sees  no  threat  to  CNP 

or  other  tv  film  syndicators  in  the  plans  of 
many  stations  to  utilize  their  tape  machines 
to  put  their  most  popular  local  programs 

into  syndication.  "If  these  local  programs 
are  good  enough  to  go  national,  why  haven't 
they  come  to  the  fore  before  this?,"  he 
asked.  "Why  haven't  they  gone  network  al- 

ready? Many  local  programs  were  put  on 
the  networks  in  the  early  days  of  television, 

programs  like  Ding  Dong  School  and 
Kukla,  Fran  and  OUie.  They  did  well  for  a 

while,  but  when  tv  became  more  profes- 
sional and  more  competitive  they  fell  by  the 

wayside." 
FILM  SALES 

MCA  TV  Film  Syndication  Div.  announces 

Paramount  Pictures'  library  of  700  feature 
films  has  been  sold  to  four  tv  stations,  in- 

cluding WFBM-TV  and  WTTV  (TV)  in 

Broadcasting 

same  basis,  only  Edward  Petry  was  also  in 
on  this  purchase  with  22%,  leaving  Mrs. 
Alvarez  and  me  39%  each.  When  we  sold 

KOTV  [to  J.  H.  Whitney  in  1954  for  $4 
million]  we  made  a  large  sum  of  money  and 
needed  a  place  to  put  it,  so  we  acquired 

the  Disneyland  Hotel." 
Later  the  Wrather- Alvarez  relationship 

became  stormy;  there  were  suits  and  coun- 
ter-suits and  last  spring  Mr.  Wrather  bought 

out  Mrs.  Alvarez  for  an  undisclosed  price 
estimated  at  more  than  $2  million  [At 
Deadline,  May  12].  A  new  corporation 

named  Marietta  (for  the  secretary  of  the 

attorney  preparing  the  papers)  now  is  licen- 
see of  the  KFMB  and  KERO  properties, 

owned  64%  by  Mr.  Wrather,  36%  by  Mr. 

Petry.  In  all  other  ventures  Mr.  Wrather 

is  associated  with  John  Loeb,  senior  partner 
in  Carl  Loeb,  Rhoades  &  Co. 

Indianapolis  on  shared  basis  by  two  out- 
lets. Other  station  sales  were  made  to 

WTCN-TV  Minneapolis  and  KUTV  (TV) 
Salt  Lake  City. 

MGM-TV  reports  additional  $100,000  in 
sales  of  its  short  subjects  in  past  30  days, 
figure  representing  films  being  placed  in 
another  12  markets.  Total  number  of  sta- 

tions programming  shorts  now  is  34.  In- 
cluded are  Our  Gang  Comedies,  Passing 

Parade  and  Crime  Does  Not  Pay.  Latest 

sales  were  to  WNBQ  (TV)  Chicago;  KVAR- 
TV  Phoenix;  WHIO-TV  Dayton,  Ohio; 
WPTA  (TV)  Fort  Wayne,  Ind.;  WEHT 

(TV)  Evansville,  Ind.;  KVIL-TV  Amarillo, 
Tex.,  and  WHTN  (TV)  Huntington,  W. 

Va.,  all  buying  Our  Gang,  and  KING-TV 
Seattle,  KGNC  (TV)  Amarillo  and  KATV 
(TV)  Little  Rock,  Ark.,  purchasing  Passing 
Parade. 

Associated  Artists  Productions,  N.  Y.,  has 

A  year  ago  Messrs.  Wrather  and  Loeb 
bought  Muzak,  pioneer  background  music 
service,  from  William  Benton,  former  U.  S. 

Senator  from  Connecticut,  for  $4.35  mil- 
lion, acquiring  WBFM  (FM)  New  York  in 

the  transaction  [Program  Services,  Sept. 

23,  1957].  "We  will  undoubtedly  acquire 
other  fm  stations,"  Mr.  Wrather  says,  "as 
part  of  our  overall  plan  to  build  up  a  group 

of  complementary  companies — tape,  elec- 

tronics and  the  like." 
Muzak's  now  programmatic  device  to  pro- 

vide automatic  program  operation  for  radio 
stations  [Program  Services,  Sept.  15]  is 

going  so  well  "we've  run  out  of  contracts," 
he  reports.  On  the  international  scene,  Mu- 

zak has  just  completed  an  agreement  with 
ATV  to  handle  the  distribution  of  Muzak 

services  in  the  United  Kingdom  and  Aus- 
tralia, which  Mr.  Wrather  expects  in  a  few 

years  to  produce  revenue  amounting  to 

"about  40%  of  what  Muzak  now  gets  in 
the  United  States,  although  of  course  this 

domestic  income  will  continue  to  grow." 

Tall  (just  under  6  feet),  heavy-set  ("I'm 
about  five  pounds  overweight  right  now,  de- 

spite trying  to  diet"),  Mr.  Wrather  is  a 
far  cry  from  the  boastful  Texan  of  contem- 

porary gagdom.  Courteous  and  affable,  an- 
swering questions  directly  (or  declining  to 

answer  with  a  smile  that  robs  the  refusal  of 

any  sting) ,  he  looks  like  the  successful  busi- nessman he  is. 

On  the  wall  of  his  office  on  the  top  floor 

of  the  Beverly  Hills,  Calif.,  building  that 
houses  all  of  the  Wrather  enterprises  hangs 

an  oil  painting  of  an  oil  field.  This  is  not 

a  symbol  of  Mr.  Wrather's  past.  He  is  still 
active  in  the  oil  business,  which  is  a  dis- 

tinct operation,  with  headquarters  in  Dallas. 
"We've  drilled  some  200  wells  in  the  past 

six  years,"  he  says,  "and  brought  in  about 
100  producing  wells,  including  perhaps  8 
or  10  discoveries.  The  rest  are  development 

wells  from  fields  brought  in  previously." 
Mr.  Wrather  also  emphasized  that,  un- 

like some  other  oil  operators,  he  and  his 

associates  were  not  merely  investors  in 
other  fields  but  an  operating  group,  taking 

an  active  part  in  the  management  of  what- 
ever they  go  into. 

sold  more  than  300  films  of  Warner  Bros, 

feature  library  (about  half)  to  Television 
Interamericana,  S.  A.,  for  tv  release  in 
Cuba.  Pictures  will  be  aired  over  CMQ 

and  CMBF  tv  net  networks. 

Television  Programs  of  America,  N.  Y., 

reports  that  Drewrys  Ltd.  USA  Inc. 
(brewery),  South  Bend,  has  bought  New 
York  Confidential,  half-hour  tv  film  series, 
in  1 5  midwest  markets,  starting  shortly. 

Agency  is  MacFarland,  Aveyard  &  Co., Chicago. 

Victor  &  Richards,  New  York,  announces 
sales  of  its  syndicated  live  package  Top  Ten 

Dance  Party,  to  KSL-TV  Salt  Lake  City, 
for  use  as  once-a-week  program;  WSLS-TV 
Roanoke,  Va.,  for  expansion  of  program- 

ming to  six-days-a-week;  and  renewals  by 
WHEN-TV  Syracuse;  WTEN  (TV)  Albany; 

WDXI-TV  Jackson,  Tenn.;  and  WXEX- 
TV  Richmond,  Va. 
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MR.  WEATHERWATCHER... 

.  .  .  who  plays  the  law  of  averages  —  average  temperatures  that  is  —  because 
his  sales  peaks  are  set  by  the  weather.  He  holds  his  fire  until  the  weather  is 

right,  then  he  lets  go  with  both  barrels  —  sight  and  sound! 

Market-by-market  his  Spot  Television  advertising  moves  in  when  the  selling  is 
good  .  .  .  moves  in  with  great  power  —  and  no  waste. 

To  help  you  plan  your  strategy  we've  prepared  a  booklet  we  call  "SPOT  TELE- 

VISION COST  YARDSTICKS"  which  shows  average  temperatures  month-by-month, 

and  Spot  Television  costs  regionally,  seasonally  and  market-by-market.  We'd 
like  to  send  it  to  you. 

Just  write  to  Peters,  Griffin,  Woodward,  Spot  Television,  250  Park  Avenue,  N.  Y.  C. 
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NETWORKS 

Cates:  quiz  shows  were  already  waning, 

current  hubbub  only  greased  the  skids 

The  current  "scandal"  has  put  the 
whammy  on  quiz  shows,  but  it  merely 
sped  rather  than  initiated  their  exodus  from 

high  popularity — and  they'll  be  back,  sooner or  later,  in  new   forms  and  new  favor. 

This  not  altogether  unique  view  is  held 
b\  Joe  Cates,  original  producer  and  director 

of  $64,000  Question,  generally  acknowl- 
edged as  the  quiz  show  that  started  the 

trend  in  big-money  giveaways.  Mr.  Cates 
also  has  produced  $64,000  Challenge,  Stop 
the  Music  and  other  quizzes,  and  currently 
has  the  Haggis  Baggis  quiz  on  NBC,  where 
in  the  past  two  years  he  has  produced  a 
number  of  major  specials  (Ethel  Merman 
Chevy  Show,  The  Bachelor,  High  Button 
Shoes,  Salute  to  Baseball,  among  others). 

Mr.  Cates  says  he's  convinced  that  quiz 
shows  are  and  have  been  fundamentally 
honest. 

"Look  at  it  this  way,"  he  said.  "People 
in  our  business  are  like  everybody  else — 

we're  basically  honest.  There  are  a  few 
quacks  in  every  business,  and  no  doubt  we 

have  our  share.  But  I  don't  think  we  have 
more  than  our  share;  most  of  us  are 
honest. 

"If  this  investigation  has  been  able  to 
turn  up  only  a  handful  of  contestants 

crying  'fix.'  out  of  all  the  thousands  of  con- 
testants who've  been  on  these  shows,  then 

you  can  be  sure  the  shows  have  been  fun- 

damentally honest." 
But  the  handful  of  charges  that  have 

been  made — and  displayed  garishly  in  the 
newspapers — have  cast  suspicion  on  all  quiz 
programs  and,  despite  a  number  of  studies 
to  the  contrary  [Networks,  Sept.  22,  15], 

in  Mr.  Cates'  opinion,  are  bound  to  hurt all. 

"If  the  district  attorney  announced  to- 
day that  all  quiz  shows  had  been  cleared, 

if  he  announced  that  all  of  them  had  been 

investigated  by  the  grand  jury  and  all  found 

to  be  honest  without  exception — it  wouldn't 
change  a  thing.  Public  confidence  has  been 

undermined  and  they're  done  for." 
He  added  quickly  that  they  had  begun 

to  slump  in  popularity — because  the  vast 
number  of  the  breed  and  the  element  of 

imitativeness  involved — before  the  scandal 
broke.  In  his  view  the  scandal  merely 
stepped  up  their  decline  by  three  to  six 
months. 

"But  they  won't  be  gone  for  good,"  he 
said.  "Quizzes  fit  the  three  requirements 
for  television  programming." 

To  him  the  three  requisites  are:  (1)  It 
must  be  live,  (2)  It  must  be  unrehearsed 

and  (3)  It  must  involve  real  people.  Con- 
gressional hearings,  baseball  and  football 

games  are  among  the  programs  which,  along 
with  quizzes,  meet  these  requirements,  Mr. 
Cates  asserted, 

"Quizzes  are  popular  features,"  he  said. 
"Newspapers  and  magazines  have  them 
in  various  forms.  A  year  from  now,  or  two 
years  from  now,  somebody  will  come  up 

with  a  new  quiz  show  idea  and  they'll 
bounce  back  into  the  top-rated  programs 
again. 

"It  goes  in  cycles.  It  happened  before 
with  Quiz  Kids,  again  with  Stop  the  Music, 
and  the  last  cycle  started  with  $64,000 
Question.  No  doubt  the  next  cycle  will  have 

additional  built-in  safeguards — we  can't  af- 
ford not  to  take  lessons  from  experience." Mr.  Cates  and  his  associates  at  Louis  G. 

Cowan  Inc.  (now  Entertainment  Produc- 
tions Inc.)  initiated  some  safeguards  of 

their  own  when  they  pioneered  the  big- 
money  giveaway  with  $64,000  Question  in 
1955. 

From  the  first,  the  producers  kept  "open 
house"  for  the  press.  Newsmen  were  free 
to  come  and  go  virtually  at  will — and  did 
so.  Being  constantly  under  scrutiny  in  this 
way,  Mr.  Cates  reported,  was  practically  a 
guarantee  that  everything  would  be  on  the 

up  and  up — or  that  if  anything  was  awry  it 
would  be  exposed. 

For  another  thing,  in  interviewing  pros- 
pective contestants  the  producers  were  not 

as  much  interested  in  asking  direct  factual 
questions  about  a  subject  as  they  were  in 
establishing  generally  that  the  prospects 

were  truly  experts.  If  an  applicant's  subject 
was  history,  for  example,  they  didn't  ask 
him  what  Napoleon  did  to  whom  in  what 
year  and  on  which  battleground.  Instead 

they  asked  the  candidate  about  his  school- 
ing; they  checked  his  college  and  his  friends; 

they  wanted  to  know  the  makeup  of  his 
personal  library  and  what  books  he  had 

read  in  the  past  year — all  clues  indicating 
just  how  scholarly  he  might  be  in  affairs  of 

history.  ' Mr.  Cates  conceded  that  in  many  cases 

it  is  possible  that  contestants  can  be  par- 

tially "controlled,"  despite  safeguards. 
"You  don't  have  to  feed  a  contestant 

questions  or  answers  in  advance,"  he  pointed 
out.  "If  he  is  truly  expert  in  his  field,  all 
you  need  do  is  give  him  questions  which — 
even  though  they  sound  difficult  to  the  lay- 

man— are  more  or  less  fundamental  in  that 

AUTO  LINEUP 

With  October  set  for  the  introduc- 

tion of  most  1959  car  models,  ABC- 
TV  reported  last  Thursday  (Sept.  23) 
that  automotive  sponsorships  on  the 
network  will  hit  a  new  peak  during 
the  month  with  seven  manufacturers 

represented  on  the  schedule.  Sponsors 
include  Plymouth  Div.,  Chrysler 

Corp.  (Plymouth  Show,  Starring  Law- 
rence Welk);  Oldsmobile  Div.,  Gen- 
eral Motors  Corp.  (Bing  Crosby 

Show);  Chevrolet  Motors  Div.,  Gen- 
eral Motors  Corp.  (Pat  Boone  Chevy 

Showroom);  Dodge  Bros.  Corp.,  Div. 
of  Chrysler  Corp.  (Dodge  Dancing 
Party)  and  Willys  Motors  Inc.,  sub- 

sidiary of  Kaiser  Co.  (Maverick).  Dur- 
ing the  introductory  period  in  Octo- 

ber, participating  sponsors  on  ABC- 
TV  will  be  Buick  and  Ford  Motor 

Co.  [At  Deadline,  Sept.  22]. 

field  and  therefore  would  be  known  by  any 

expert. "But  there's  nothing  dishonest  about  this. 

The  producer's  job  finally  is  to  ascertain 
that  ( 1 )  the  contestants  are  experts  and 

(2)  the  questions  constitute  a  'fair'  test." But  Mr.  Cates  denied  that  this  technique 

was  used  on  $64,000  Question — or  could 
have  been.  The  questions,  he  asserted,  were 
made  up  independently  by  Bergen  Evans, 

professor,  lexicographer  and  tv  panel  mod- 
erator (The  Last  Word).  More  than  that, 

he  added,  they  are  made  up  by  Mr.  Evans 
well  in  advance  of  the  appearance  of  any 

panelist  who  would  be  asked  to  answer 

them. 

Is  it  common  practice  to  "regulate"  the 
number  of  appearances  a  contestant  makes 

by  putting  easier  questions  to  those  who 
demonstrate  audience  appeal  and  more  dif- 

ficult ones  to  those  who  don't? 
Mr.  Cates  didn't  consider  control  by  this 

method  to  be  possible  with  any  degree  of accuracy. 

"If  the  questions  are  too  simple,"  he  said, 
"the  audience  becomes  suspicious.  Beyond 

that,  you  get  into  the  area  what's  hard  for 
one  person  may  be  easy  for  another.  We've 
had  some  long  arguments — one  person  say- 

ing 'this  question  is  easy  but  that  one  is 
hard'  and  somebody  else  claiming  the  re- 

verse. It  gets  to  be  a  matter  of  opinion — or 
of  how  much  any  given  person  knows. 

"On  64  we  developed  the  'multi-part' 
question,  which  eliminated  the  need  to 

grade  questions  according  to  difficulty.  We 
used  the  same  basic  question  for  all  money 
levels,  but  as  the  money  increased  we  added 

more  parts." Summing  up  in  Mr.  Cates'  book  (and 
words) :  to  rig  a  program  "would  be  dis- 

honest— and  even  worse,  it  would  be  down- 

right stupid." 
Mickelson  Cites  Value 

Of  Tv  News  to  Sponsors 

Television  news  is  maturing  as  an  infor- 
mation service  and  its  growing  stature  is 

leading  to  increasing  advertiser  support,  Sig 

Mickelson,  vice  president  of  CBS  Inc.  and 

general  manager  of  CBS  News,  told  a  meet- 
ing of  the  Poor  Richard  Club  in  Philadel- 

phia last  Tuesday  (Sept.  23). 

Mr.  Mickelson  told  advertising  execu- 
tives that  the  evolution  of  television  news 

over  the  past  ten  years  has  been  from  a  lim- 
ited service  provided  largely  by  newsreel 

organizations  to  a  world-wide  news  opera- 
tion started  by  CBS-TV  itself.  With  this 

growth  has  come  the  development  of  new 

techniques  by  the  network,  he  said,  cover- 

ing the  "specials"  on  specific  issues  in  the 
news,  and  full-length  documentaries  which 

provide  background  to  today's  problems. 
He  pointed  out  to  the  advertising  execu- 

tives that  news  and  public  affairs  offer  "a 
most  favorable  framework"  for  advertising messages. 

He  singled  out  the  Prudential  Insurance 

Co.  of  America  as  one  of  CBS-TV's  "most 
valued  sponsors."  He  explained  that  Pru- 

dential sponsors  one  of  CBS-TV's  news documentaries,  Twentieth  Century,  which  in 
the  last  year  has  covered  such  subjects  as 
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IN  INLAND  CALIFORNIA  (and  western  Nevada) 

RADIO 

® 

Outstanding  farm  programming  is 

one  reason  the  Beeline  delivers  the 

largest  audience  in  the  nation's  rich- 
est and  most  diversified  farm  area. 

Each  of  the  five  Beeline  stations  has 

its  own  farm  editor  working  closely 

with  McClatchy  newspaper  editors 

to  give  listeners  the  most  complete 

coverage  in  the  inland  valley.  Re- 

sult: top-rated  farm  programs  in 
each  area. 

Taken  as  a  group,  these  moun- 

tain-ringed radio  stations  deliver 

more  radio  homes  than  any  com- 

bination of  competitive  stations  . . . 

at  by  far  the  lowest  cost-per-thou- 
sand.    (Nielsen  &  SR&D) 

/UcCtcctcfuf 

SACRAMENTO,  CALIFORNIA 

Paul  H.  Raymer  Co., 

National  Representative 

'O  RENO 

KFBK  °  SACRAMENTO 
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NETWORKS  CONTINUED 

Winston  Churchill,  guided  missiles,  brain- 
washing, the  atomic  age.  and  this  season 

will  explore  Soviet  propaganda  methods, 

drug  addiction,  space  tlight.  Wood  row  Wil- 
son and  Knute  Rockne. 

Mr.  Mickelson  noted  that  Prudential  al- 
read>  has  invested  about  $4  million  in  the 

program  because  of  '"its  dignity,  prestige 
and  dedication."  But  the  company,  he  said, 
also  is  merchandising  the  show  in  "a  most 

energetic  and  imaginative  way."  using  some 
22.000  agents  throughout  the  country. 
Agents  distribute  brochures  on  the  program 
to  polic\  holders  and  prospects.  In  addition, 
a  detailed  teaching  aid  on  each  program 
is  distributed  to  60.000  teachers  in  12.000 
schools. 

Mr.  MickeKon  also  paid  tribute  to  other 

sponsors  of  CBS-TV  specials,  saying.  "It  is 
advertisers  such  as  these  who  are  helping  to 

provide  the  sound  economic  base  for  tele- 

vision news  and  public  affairs." Mr.  Mickelson  conceded  there  are  two 
areas  in  which  television  news  executives 

must  be  particularly  vigilant:  they  must  not 
succumb  to  the  lure  of  the  picture  when 
the  picture,  in  fact,  may  be  a  distraction 
from  the  main  theme  of  a  story;  secondly, 
they  must  master  the  use  of  graphics. 

Mr.  Mickelson  noted  that  television  news 

and  public  affairs  are  costly  undertakings. 

In  1957.  he  reported,  CBS  News'  losses 
ran  to  about  $10  million  for  radio  and  tele- 

vision. He  expressed  the  hope  that  these 
losses  will  be  cut  in  the  future  with  the 
assistance  of  national  advertisers. 

MR.  MULLEN MR.  COYLE MR.  CHAPIN MR.  MINAHAN 

ABC-TV  SHIFTS  EXECUTIVE  LINEUP 

New  executive  assignments  at  ABC-TV 
were  announced  last  week  by  President 
Oliver  Treyz.  The  reorganization,  according 

to  ABC-TV,  has  been  effected  in  part  to 
free  Mr.  Treyz  for  top  management  work 
by  reducing  the  number  of  key  executives 
who  report  directly  to  him. 

In  the  changes: 

Donald  W.  Coyle,  a  vice  president  and 

director  of  sales  and  development  and  re- 
search, becomes  vice  president  and  general 

sales  manager,  reporting  to  William  P. 

Mullen,  vice  president  in  charge  of  tv  net- 
work sales.  Mr.  Coyle  continues  direction  of 

sales  development  and  research. 
Slocum  Chapin,  vice  president  in  charge 

of  ABC-TV  client  relations,  is  assigned  as 
vice  president  for  the  western  division. 

Harold  Day,  manager,  western  division,  re- 
ports to  Mr.  Chapin  as  will  the  Chicago, 

Detroit  and  West  Coast  network  sales 
offices. 

Michael  Minahan,  budget  officer,  becomes 

administrative  officer,  acting  also  as  as- 
sistant to  Mr.  Treyz  on  general  administra- 

tive matters.  Other  managerial  personnel 
in  tv  sales  now  reporting  to  Mr.  Mullen 

will  report  to  Mr.  Coyle.  Tv  station  clear- 
ance will  become  part  of  the  sales  depart- 
ment with  Donald  Shaw,  director  of  tv 

station  clearance,  reporting  to  Mr.  Coyle. 
In  effect,  noted  Mr.  Treyz,  the  change 

combines  the  function  of  sales,  sales  de- 
velopment, research  and  station  clearance 

"to  allow  for  greater  concentration  on  all 

facets  of  marketing  services." 

Mr.  Mullen  joined  ABC-TV's  sales  de- 
partment as  an  account  executive  two 

years  ago,  last  year  was  promoted  to  sales 
manager  for  the  Detroit  division  and  this 
year  was  elected  vice  president  and  general 
sales  manager.  His  associations  before 
ABC-TV  included  John  W.  Loveton  Produc- 

tions. Trans-Film  Inc.,  Cappel  MacDonald 
&  Co.,  William  Morris  Agency  and  CBS- 
TV. 

Mr.  Coyle  was  a  research  writer  with 

ABC-TV  in  1950,  was  promoted  successive- 
ly to  director  of  research,  took  over  sales 

development  two  years  ago  and  was  elected 
a  vice  president  a  year  ago. 

Mr.  Chapin  in  1942  joined  WJZ  New 
York  (now  WABC),  two  years  later  was 
with  radio  network  sales  and  in  1948 

became  eastern  sales  manager  for  ABC- 
TV  when  the  department  was  created.  In 
1951  he  became  vice  president  in  charge 
of  o&o  stations  for  ABC,  three  years  later 

vice  president  in  charge  of  ABC-TV's  sales 

and  a  year  ago  vice  president  in  charge  of 
ABC-TV  client  relations. 

Mr.  Minahan  has  been  with  the  network 

nearly  two  years,  joining  as  systems  special- 
ists in  the  internal  audit  and  systems  de- 

partment, moved  up  to  business  manager  of 
ABC  Radio  nearly  a  year  ago  and  to  budget 
officer  of  ABC-TV  in  June  1958.  His 

previous  experience  was  with  industrial 

companies  in  Canada. 
As  a  result  of  the  consolidation  these 

key  executives  continue  to  report  to  Mr. 
Treyz:  Thomas  W.  Moore,  vice  president 
in  charge  of  tv  programming;  Mr.  Mullen; 

Dean  Liner,  director  of  advertising  and  pro- 
motion, and  Alfred  R.  Beckman,  vice  presi- 

dent in  charge  of  tv  station  relations. 

Hayes,  Perkins,  Close  Elected 
To  CBS  Radio  Affiliates  Board 

John  S.  Hayes,  WTOP  Washington; 
George  M.  Perkins,  WROW  Albany  and 
Joseph  K.  Close,  WKNE  Keene,  N.H.,  have 
been  elected  to  the  board  of  directors  of 

CBS  Radio  Affiliates  Assn.,  for  three-year 
terms,  according  to  Charles  C.  Caley, 
WMBD  Peoria,  111.,  chairman  of  the  board. 
New  members  will  take  office  at  the  asso- 

ciation's fifth  annual  convention  in  New 
York  Oct.  29-30. 

Mr.  Hayes,  who  will  serve  as  vice  chair- 
man, was  elected  to  the  board  from  District 

3.  He  had  been  filling  the  unexpired  term 

of  Donald  W.  Thornburgh,  WCAU  Phila- 
delphia; Mr.  Perkins,  to  represent  District 

2,  replaces  C.  Glover  Delaney,  WHEC 

Rochester,  N.Y.,  and  Mr.  Close,  represent- 
ing District  1,  replaces  J.  Maxim  Ryder, 

WBRY  Waterbury,  Conn.,  former  secretary- 
treasurer  of  the  association. 

A  chairman,  vice  chairman,  secretary- 

treasurer  and  three  new  directors-at-large 
to  serve  for  1958-59  will  be  named  at  the 
start  of  the  annual  convention. 

Remainder  of  membership  of  the  board 
follows: 

Harold  Danforth,  WDBO  Orlando,  Fla., 

District  4;  Hoyt  B.  Wooten,  WREC  Mem- 
phis, Tenn.,  District  5;  Joseph  M.  Higgins, 

WTHI  Terre  Haute,  Ind.,  District  6;  Frank 

Fogarty,  WOW  Omaha,  Neb.,  District  7; 
J.  C.  Kellam,  KTBC  Austin,  Tex.,  District 
8;  Westerman  Whillock,  KBOI  Boise,  Idaho, 
District  9;  Worth  Kramer,  WJR  Detroit, 

director-at-large;  Lee  B.  Wailes,  Storer 

Broadcasting  Co.,  Miami  Beach,  director- 
at-large;  and  John  M.  Rivers,  WCSC 
Charleston,  S.C.,  ex  officio  member. 
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background  for  sales  .  .  . 

The  Working  Partners  who  started  H-R  were  all  well  rehearsed 

for  the  part  we  play  in  the  continuing  performance 

of  the  service  we  render  our  stations  and  buyers  of  time. 

While  the  scene  has  shifted  in  radio  and  TV,  the  basic  script  remains  the  same. 

The  original  cast  of  Working  Partners  still  make  personal  appearances 

at  time  buyers'  desks,  still  continue  to  direct  the  operations  of  this 
firm.  The  supporting  cast  are  all  seasoned  professionals. 

Over  the  years  we  have  continued  to  proceed  on  the  thesis  that  the  only 

performance  for  which  we  can  expect  applause  is  the  one 

which  is  climaxed  by  sales. 

"We  always  send  a  man  to  do  a  man's  job" 

FRANK  HEADLEY,  President 
DWIGHT  REED,  Vice  President 
FRANK  PELLEGRIN,  Vice  President 
PAUL  WEEKS,  Vice  President 

RADIO TEUVISION 
NEW  YORK 

CHICAGO 

HOLLYWOOD 

SAN  FRANCISCO 

DALLAS 

DETROIT 

ATLANTA 

HOUSTON 

NEW  ORLEANS 

Broadcasting September  29,  1958 Page  51 

J 



GOVERNMENT 

FCC'S  CRAVEN  HOISTS  WARNINGS 

ON  INDIFFERENCE  TO  ALLOCATIONS 

•  Tells  IRE  that  other  services  could  succeed  in  spectrum  grab 

•  Urges  own  plan  to  ensure  adequate  outlets  in  major  markets 

FCC  Comr.  T.  A.  M.  Craven,  the  Com- 

mission's only  engineering  member,  raised 
hurricane  warnings  for  broadcasters  last 
Friday  (Sept.  26)  in  a  speech  before  IRE 
engineers  in  Washington. 

Mr.  Craven  said  television  broadcasters 

must  give  more  serious  thought  to  the  allo- 
cations problem  or  they  will  find  other  serv- 

ices making  good  better  claims  to  unused 
portions  of  the  tv  bands. 

He  took  occasion  to  plump  for  his  inte- 
grated plan  of  tv  allocations — a  contiguous 

band  of  25  to  30  channels  running  from  the 

present  ch.  7  (174  mc)  to  324  mc  [Lead 
Story,  June  2].  He  also  urged  consideration 

to  "short  range"  plans  to  ensure  three  or 
four  outlets  in  all  major  markets. 

"While  my  suggestion  has  some  of  the 

disadvantages  of  going  to  all  uhf,"  Comr. 
Craven  stated,  "it  appears  to  me  to  possess 

advantages  of  significant  importance  .  .  ." He  termed  these  as 

better  propagation 

than  uhf,  easier  re- 
ceiver design,  con- 

tinuance of  the  use- 
fulness of  present 

vhf  receivers  (since 

seven  existing  chan- 
nels would  be  con- 

tinued), and  the 

opening  up  of  desir- 
able portions  of  the 

radio  spectrum  to 
comr.  craven         other  services. 

"While  25  or  30  television  channels 
would  not  provide  for  idealistic  competi- 

tion," Mr.  Craven  said,  "there  would  be  at 
least  a  sufficient  number  of  channels  to 

offset  the  present  monopolistic  trends  in 

television  broadcasting." 
He  called  on  the  technical  staffs  of  sta- 

tions to  impress  on  management  that  in- 

action "could  be  damaging  to  your  indus- 
try's business,  and  that  blind  resistance  in 

the  face  of  technological  progress  could  be 

contrary  to  his  best  interest."  Failure  to 
furnish  the  FCC  with  constructive  sugges- 

tions, he  said,  "could  result  in  settlements 
which  may  be  far  from  satisfactory  to  the 

broadcast  industry." 
Mr.  Craven  called  attention  to  the  fact 

that  59.5%  of  the  radio  spectrum  between 
25  mc  and  890  mc  is  allocated  to  broad- 

casting (education  and  entertainment),  while 

the  federal  government  uses  25.7%,  and 

the  remainder  by  such  services  as  public 
safety,  travel  safety,  commercial  research 

and  development,  public  correspondence 
and  personal  convenience.  New  services 

which  will  be  seeking  spectrum  space  in 

this  area,  Mr.  Craven  said,  include  for- 
ward scatter,  astronautical  organizations,  air 

navigation  and  traffic  control,  land  mobile, 

marine,  safety,  common  carrier,  public  tele- 
phone to  and  from  airplanes  and  industrial, 

scientific  and  medical  services. 

These  demands  for  more  space  has  been 

met  by  broadcasters  with  "resistance  to 
change",  Mr.  Craven  stated. 

Television  in  the  uhf  band  has  not  been 

utilized  efficiently,  Mr.  Craven  said,  because 
of  its  inferior  performance  compared  to 
vhf.  This  in  turn  results  in  the  reluctance 

of  advertisers  to  use  uhf  stations,  he  stated. 

Also,  he  added,  the  wide  range  of  fre- 
quencies between  ch.  2  and  ch.  83  places 

"such  a  burden  upon  the  receiver  designer 
that  efficient,  all-channel  receivers  have  not 

been  produced  at  market  prices  compar- 
able with  the  cost  of  vhf  receiver  installa- 

tions." 

Referring  to  a  12-channel  only  tv  sys- 

tem, Mr.  Craven  warned  that  "Some  per- 
sons already  envisage  radical  regulatory 

measures,  possibly  more  stringent  than  those 

now  imposed  on  common  carriers  .  .  ." 

The  suggestion  that  tv  be  moved  entire- 
ly to  the  uhf  band  must  await  the  results 

of  the  investigation  by  the  Television  Al- 
locations Study  Organization,  Mr.  Craven 

stated.  But,  he  continued,  unless  more  selec- 
tive and  better  uhf  receiver  performance 

is  achieved,  uhf  will  never  provide  the 
service  rendered  by  vhf  today.  And,  he 

added,  if  such  an  improved  uhf  receiver 
can  be  achieved,  would  it  not  be  far  more 

expensive  than  present  vhf  models  prices? 

Proposals  to  increase  the  utilization  of 
the  12  vhf  channels — through  directional 
antennas,  precise  offset  carriers,  vertical 
and  horizontal  polarization,  increasing 

video-audio  ratios  and  other  techniques — 

would  not  alleviate  the  "monopolistic"  as- 

pects, Comr.  Craven  said,  and  "might  well 
lead  inevitably  to  such  a  deterioration  in  the 

quality  of  reception  in  rural  areas  as  to 
result  in  significant  costs  to  the  public,  and 

consequently,  public  resentment." 
Deintermixture  has  not  been  success- 

ful, he  pointed  out,  because  it  has  not  been 

tried  on  a  large  enough  scale.  But,  he  con- 
tinued, such  a  move  would  create  much 

the  same  problems  as  going  all  out  to  uhf. 

The  FCC  commissioner  spoke  at  the 
annual  broadcast  symposium  banquet  of 

the  Professional  Group  on  Broadcast  Trans- 
mission Systems. 

The  seminars  included  a  forum  and  a 

MORE  TIME  FOR  REPLIES 

The  date  for  reply  comments  in  the 

FCC's  clear  channel  proceeding  last 
week  was  extended  from  Sept.  29  to 
Oct.  29.  The  Commission  made  the 
extension  following  requests  for  such 
action. 

panel  discussion  of  black  and  white  and 
color  tv  videotape  systems,  as  well  as 

papers  on  very  precise  carrier  offset,  vidi- 
con  performance,  stereophonic  broadcast- 

ing, weather  radar  and  tv  broadcasting, 
fm  and  multiplex  operations  and  broadcast 
switching  facilities. 

Rep.  Bray  Wants  to  Reintroduce 
Measure  for  Study  of  Spectrum 

Legislation  to  limit  a  study  of  spectrum 
allocations  to  military  use  of  frequency 

space  will  be  re-introduced  early  in  the 
86th  Congress  by  Rep.  William  G.  Bray 
(R-Ind.) — if  he  is  re-elected  to  the  House. 

Rep.  Bray  promised  as  much  when  he 
appeared  before  the  Indiana  Broadcasters 
Assn.  meeting  in  Indianapolis  [Trade 

Assns.,  Sept.  15].  He  also  said  tv — probably 
five-  or  ten-minute  programs — would  play 
a  vital  part  in  his  campaigning. 

The  Indiana  congressman  noted  his  pre- 
vious measure  (H  J  Res  381)  died  in  the 

last  session  of  the  85th  Congress  (in  the 
House  Commerce  Committee)  and  told 

Broadcasting  if  re-elected,  he  plans  to  in- 
troduce a  similar  resolution  next  January 

calling  for  a  study  of  frequency  space  al- 
located to  the  government,  looking  toward 

the  assurance  of  efficient  utilization  of  allo- 
cations to  the  government,  specifically  the military. 

Identical  resolutions  by  Rep.  Bray  and 

Sen.  Charles  Potter  (R-Mich.) — (S  J  Res 
106)  this  past  summer  became  stalled  in 
the  last  session  [Government,  Sept.  1,  Aug. 
4;  Lead  Story,  Aug.  18]. 

Congressman  Bray  reiterated  his  previous 
views  about  expanding  the  investigation  to 
include  all  allocations  and  again  questioned 

the  military's  motive.  He  emphasized  his 
belief  such  a  study  should  be  limited  to  the 
military  alone,  with  industry  leaders  being 
permitted  to  testify  in  any  investigatory hearings. 

A  member  of  the  House  Armed  Services 

Committee,  Rep.  Bray  also  introduced  bills 
in  the  85th  Congress  to  prohibit  pay  tv 

(HR  10562)  and  repeal  the  10%  excise  tax 
on  radio  and  tv  sets  (HR  12572). 

New  Deadline  of  Oct.  31  Set 

For  25-890  Mc  Statements 

The  FCC  last  week  suspended  until  Oct. 
31  its  deadline  for  filing  of  statements  of 

proposed  evidence  to  be  presented  in  the 

Commission's  inquiry  into  the  allocation 
of  frequencies  to  non-government  services 
in  the  25-890  mc  band  of  the  spectrum. 
NAB  filed  a  statement  saying  it  plans  to 

(1)  ask  the  continuance  of  fm  broadcasting 
in  the  88-108  mc  band  and  will  show  the 

importance  of  fm  in  the  U.  S.  and  its  re- 
surgence by  figures  on  sets  in  use  and  fm 

stations  on  the  air;  (2)  ask  delay  on  that 

part  of  the  proceeding  affecting  tv  until 
Television  Allocations  Service  Organization 

(TASO)  makes  its  report  next  Jan.  1  and 
the  FCC  and  the  broadcast  industry  has 
had  a  chance  to  study  findings;  (3)  show 

evidence  illustrating  the  need  for  frequen- 
cies for  remote  pickup  facilities  in  the  25 

mc,  150  mc  and  450  mc  bands  and  em- 
phasize the  need  for  at  least  5  mc  separa- 

tion for  use  of  frequencies  at  450  mc. 
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HOW  TO  COP  A  HIT 

CLUE  #1  Compare  ratings  and  costs.  In  the  latest  U.  S.  Tele- 
pulse,  BADGE  714  outrates  all  syndicated  drama  shows  ...  17 
out  of  18  comedies ...  12  out  of  13  mysteries.  Average  cost/ 
1000  viewers/commercial  minute  in  the  top  60  markets:  $1.19! 

CLUE  #2  Scout  the  Northeast.  In  Boston,  for  example,  BADGE 

714  comes  up  with  an  18.2  rating,  a  44%  share-of-audience,  and 
a  cost-per-thousand  of  only  76<t! 

CLUE  #3  Scour  the  South.  BADGE  714  rings  up  a  resounding 

17.7  rating  in  Atlanta,  with  a  36%  share-of-audience,  and  a 
cost-per-thousand  of  just  884! 

CLUE  #4  Travel  the  Midwest.  Indianapolis,  for  instance, 

where  BADGE  714  shows  a  22.9  rating,  a  43%  share-of-audi- 
ence, and  a  cost-per-thousand  of  76<t! 

CLUE  #5  Go  West.  Denver  gives  BADGE  714  a  25.2  rating, 
a  49%  share-of-audience,  and  a  cost-per-thousand  of  $1.16! 

Now,  check  these  other  arresting  BADGE  714  clues: 

CLUE  #6  Comb  the  Northwest.  It's  an  18.2  rating  for  BADGE 
714  in  the  Seattle-Tacoma  market,  with  a  40%  share-of-audi- 

ence, and  a  cost-per-thousand  of  $1.27! 

MARKET LATEST TELEPULSE  RATING SHARE-OF- AUDIENCE COST/M  VIEWERS  I PER  COMM.  MIN.  | 

Columbus,  0. 17.9 
35% 

$1.24 
Dayton 31.3 64% 

.85 
Minneapolis-St.  Paul 14.2 44% 

.75 

Washington 13.5 32% .49 
Wichita-Hutchinson 15.0 37% 

.60 

Houston-Galveston 12.5 31% 
1.24 

Kansas  City 13.9 
37% 

1.47 

Portland,  Ore. 15.5 25% .94 

Wheeling-Steubenville 25.3 
42% 

.56 
Norfolk 17.9 

41% 
1.05 

The  solution  is  clear.  Turn  your  old  clues  into  cash.  Lock  up 

BADGE  714  at  once!         NBC  television  films -a  division  OF 

CNP CALIFORNIA  NATIONAL  PRODUCTIONS,  INC. 
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GOVERNMENT CONTINUED 

TV  SPECTRUM  REPORT  RELEASED 

•  Senate  Commerce  Committee  relays  to  FCC  sans  comment 

•  Bowles  slaps  at  Commission's  past  allocation  practices 

An  advisory  committee  on  tv  allocations 
to  the  Senate  Commerce  Committee  last 

I  hursday  (Sept.  25)  released  its  report— 
a  document  which  failed  to  receive  the 

sanction  of  the  parent  Senate  hody.  plus 

several  members  of  the  technical  group  it- 
self. 

The  study  is  the  work  of  Edward  L. 
Bowles,  chairman  of  the  special  ad  hoc 
committee  and  Massachusetts  Institute  of 

Technology  professor,  who  obstinately  had 
the  assistance  of  nine  other  committee  mem- 

bers. The  report,  with  strong  dissents  on 
some   points,  recommends: 

"1.  An  independent  audit  of  the  uhf- 
vhf  allocations  problem  [with  a  $500,000 
allocation!. 

"*2.  An  objective  review  of  the  Commis- 

sion's mandate,  management,  operation  and 
budget. 

"3.  The  establishment  of  a  communica- 
tions office  or  authority  as  part  of  the 

Executive  structure. 

"4.  An  authoritative  classified  review  of 
the  radio  spectrum  requirements  of  the 
nation  as  a  whole,  conducted  at  Executive 

level." The  Commerce  Committee  sent  the 

Bowles  report  to  the  FCC  for  its  comment. 
Underscoring  the  fact  it  has  not  been  acted 

upon  by  the  committee.  Chairman  Warren 

Magnuson  (D-Wash.),  announced  that  "fur- 
ther action  will  be  determined"  after  the 

Commission  has  replied. 

In  a  section  entitled  "Additional  Views 

of  Edward  L.  Bowles,"  the  author  takes  a 
verbal  punch  at  the  FCC  and  the  method 
by  which  commissioners  are  appointed. 

The  actual  report  encompasses  only 
eight  pages  of  a  266  page  document,  with 

the  remaining  space  devoted  to  Mr.  Bowles' 
"additional  views"  and  supporting  brief. 

"The  Commission  has  wrestled  with  the 
television  allocation  imbroglio  with  negligi- 

ble success,"  the  report  states  in  comment- 
ing on  its  first  recommendation.  The  FCC 

has  demonstrated  its  incapacity  to  deal  with 

the  problem  without  assistance  while  "piece- 
meal solution  offers  no  more  than  an  in- 

sidious panacea,"  Mr.  Bowles'  report  main- tains. It  continues: 

"There  is  need  for  a  realistic  evaluation 
of  the  economic,  social  and  technical  fac- 

tors affecting  the  growth  of  commercial 

television  broadcasting  (including  com- 
munity tv)  in  order  that  national  projec- 

tions of  growth  may  be  made  to  guide  the 
government,  industry,  and  the  public.  To 
the  extent  that  monopoly  is  inimical  to  the 
public  interest,  the  government  must  insure 
that  by  the  nature  of  its  action  or  lack  of 

action  it  does  not  engender  the  underlying 
causes. 

"It  is  for  these  reasons  that  the  ad  hoc 
committee  recommends  that  the  Interstate 
&  Foreign  Commerce  Committee  take  the 
formal  steps  necessary  to  underwrite  and 
monitor  for  the  Commission  an  independent 
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audit  of  the  tv  allocations  problem.  .  .  .  The 

purpose  of  this  audit  would  be  to  give  the 
Commission  a  considered,  comprehensive 

analysis  of  the  national  tv  problem  with  de- 
tailed recommendations  with  respect  to  a 

nationwide  allocation  plan." The  report  recommends  the  proposed 

audit  be  placed  in  the  hands  of  a  nation- 
ally recognized,  professional  institution  and 

that  "a  minimum  budget  of  $500,000  be 
immediately  set  aside  to  insure  initiation  of 

the  project." Housekeeping  burdens  obscure  the  Com- 

mission's more  important  functions,  the  re- 
port said  in  setting  out  reasons  for  the 

second  recommendation.  The  FCC  has 

given  but  passive  notice  to  the  section  of 
the  Communications  Act  enjoining  it  to 
study  and  encourage  new  uses  of  radio,  the 

report  stated.  "One  example  is  its  reliance 
on  interested  industry,  to  the  exclusion  of 
independent  study,  for  technical  analysis 
involved  in  the  allocations  problem.  It  has 
no  control  over  the  scope  or  quality  of 
this  industrial  source  of  information.  .  .  . 

This  situation  is  not  simply  unhealthy;  it 

is  tantamount  to  an  abdication  of  respon- 
sibility. .  .  . 

"Here  is  a  vital  matter  needing  examina- 
tion. It  is,  therefore,  recommended  that  a 

group  be  selected  ...  to  examine  the 

Commission's  mandate  under  the  Com- 
munications Act,  its  organization,  budget 

and  management." 
The  report  found  the  current  method  of 

assigning  civilian  (by  the  FCC)  and  govern- 

ment (by  the  Presi- 
dent) spectrum  space 

is    undesirable.  "In 
ordinary  circum- 

stances,  a    lack  of 
overall  unity  may  be 

simply  inconvenient; 
in   times   of  emer- 

gency.  it  can  prove 

disastrous."    the  re- 

B^bHMb^^      Port  stated.  Also,  it 

B^.  "L  fl     H    sa'<J-  because  of  the 

MR.  BOWLES  1  I59  international 
radio  conference, 

there  is  "an  imperative  need  for  a  critical 
study  of  the  radio  spectrum  in  terms  of 
governmental  and  non-governmental  needs. 
Clearly,  such  a  study  should  be  made  under 
classified  authoritative  aegis  at  Presidential 

level." 

On  the  overall  allocations  problem,  Mr. 
Bowles  stated:  "To  argue  that  it  is  too 
late  to  take  any  corrective  steps  is  but  to 
condone  the  lack  of  decisive  action  by  the 
Commission  over  the  past  five  years  and 
to  endorse  this  pattern  as  a  tradition." 

Mr.  Bowles  told  the  Senate  committee 
that  the  following  ad  hoc  committee  mem- 

bers endorsed  the  report:  Allen  B.  DuMont, 
Allen  B.  DuMont  Labs;  Donald  G.  Fink, 
Philco  Corp.;  Haraden  Pratt,  IRE,  and 
consulting  engineer  A.   Earl   Cullum  Jr. 
C  M.  Jansky  Jr.  and  his  alternate  Stuart 

L.  Bailey,  partners  in  an  engineering  firm 
bearing  their  names,  wanted  it  emphasized 
that  the  additional  views  and  supporting 
brief  are  the  opinions  of  Mr.  Bowles  and 
not  the  individual  committee  members. 

They  also  said  that  the  recommended  estab- 
lishment of  an  Executive  communications 

office  should  be  re-evaluated  in  the  light  of 
present  knowledge. 

Committee  member  William  S.  Duttera  of 

NBC  said  that  any  audit  of  the  uhf-vhf  sit- 
uation should  function  only  in  an  advisory 

capacity  to  the  FCC  and  disagreed  with  the 
recommendation  to  the  extent  that  it  might 

in  effect  replace  the  FCC  in  policy  develop- 
ment. Mr.  Duttera  vetoed  the  proposed  in- 

vestigation of  the  FCC,  pointing  out  con- 
gressional committees  periodically  review 

Commission  authorization  and  operation. 
Mr.  Duttera  also  said  that  the  third  and 

fourth  recommendations  are  outside  the 

scope  of  the  technical  committee's  purposes 
and  directives. 

CBS'  William  Lodge,  in  objecting  to  parts 

of  the  Bowles  report,  stated:  "I  feel  that 
much  of  the  criticism  leveled  at  the  FCC  is 

directed  at  decisions  which,  with  the  benefit 
of  hindsight,  seem  glaringly  wrong,  but 

which  were  based  on  reasonable  assump- 

tions at  the  time."  He  also  disagreed  with 
the  recommendations  for  a  uhf-vhf  study 
and  an  investigation  of  the  FCC. 

Mr.  Lodge  asked  that  a  committee  meet- 
ing be  held  before  the  Bowles  draft  was  sub- 

mitted to  the  Senate  Commerce  Committee. 

"I  believe  that  it  is  more  forthright  of  me 
to  state  my  position  and  to  suggest  that  a 
committee  meeting  be  held,  than  merely  to 

dissociate  myself  from  the  committee's  final 
action."  he  told  the  report's  author. 

Committee  members  Edward  Kenehan, 
former  chief  of  the  FCC  Broadcast  Bureau 

and  now  with  Haley,  Wollenberg  and  Kene- 
han. and  Ralph  Harmon,  Westinghouse 

Broadcasting  Co.  vice  president,  did  not  ex- 
press their  approval  or  disapproval  of  the 

report.  Frank  Marx  of  ABC  and  Comr.  T. 
A.  M.  Craven,  appointed  to  the  Bowles 

group  before  he  joined  the  Commission, 
both  resigned  from  the  special  committee 
prior  to  the  release  of  the  report. 

Mr.  Bowles  devoted  a  good  portion  of  his 
"additional  views"  to  a  criticism  of  the  FCC. 

Its  operations,  he  charged,  reflect  "the  in- 
sidious practice  of  meting  out  appointments 

as  political  favors.  It  would  appear  from  re- 
cent appointments  that  there  are  no  qualifi- 

cations other  than  American  citizenship  and 

political  acceptability." Other  additional  views  of  the  author: 

•  The  FCC  has  not  tried  to  make  uhf 
work. 

•  Comparative  cases  are  decided  through 

an  arbitrary  set  of  criteria  whose  applica- 
tion is  shaped  to  suit  the  instant  case. 

•  The  Commission  should  charge  a  fee  to 

broadcasters  for  its  service.  "It  seems  strange 
that  a  tax  should  not  be  levied  on  the  use 

of  the  radio  highways,"  he  said. 

•  A  plea  for  pay  television.  "Can  it  be 
that  there  should  be  a  dog-in-the-manger 
attitude  when  it  comes  to  exploring  sub- 

scription tv?"  he  asked.  "This  innovation 
could  supply  the  incentive  by  which  to  give 
uhf  a  full  opportunity  to  prove  its  worth. 
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later  rebounding  to  the  advantage  of  free 

tv." •  Put  the  FCC  on  a  judicial  plane  with 
lifetime  appointments  and  larger  salaries. 

•  A  more  careful  selection  of  future  com- 
missioners with  particular  attention  to  their 

qualifications.  "Morality,  ethical  behavior, 
comportment  .  .  .  and  experience  are  not 

legislated,"  Mr.  Bowles  said.  "Inadequate 
legislation  can  admit  the  weak  and  encour- 

age the  corrupt.  Easy  access  to  an  office 
where  the  temptations  are  great  is  the  fault 

of  executive  and  legislative  function." 
The  special  ad  hoc  committee  was  formed 

by  the  Senate  Commerce  Committee  in 
June  1955  to  examine  the  allocation  of  tv 

frequencies  and  to  advise  the  senators  on 
technical  matters.  A  first  draft  of  the  report 
was  submitted  last  fall  and  met  immediate 

opposition  from  some  members  of  the  Sen- 
ate committee. 

The  only  action  taken  on  the  report  by 
the  Commerce  Committee  was  the  authori- 

zation given  to  have  it  printed  last  March. 

Maryland  Court  of  Appeals  Asked 
To  Reverse  Decision  on  Ad  Taxes 

Reversal  of  a  court  ruling  that  upset 
Baltimore  city  taxes  on  advertisers  and 
media  [Advertisers  &  Agencies,  July  14] 
was  asked  by  the  city  government  Sept.  19 
in  an  appeal  to  the  Maryland  Court  of 
Appeals.  Media  counsel  argued  the  taxes 
should  not  be  imposed  during  1958.  The 
levies  expire  next  Jan.  1,  following  the  July 
court  decision. 

The  court  took  the  case  under  advise- 

ment. Joseph  Sherbow,  for  WBAL-AM-TV 
and  the  Baltimore  News-Post,  argued  repeal 
of  the  taxes  (2%  on  gross  advertising  re- 

ceipts, 4%  on  the  advertiser)  had  resulted 
by  public  protest  based  on  the  fear  basic 
freedoms  would  be  lost.  Richard  F.  Cleve- 

land, for  the  Sunpapers,  said  loss  to  the 
newspapers  would  be  $350,000  this  year. 
Harrison  L.  Winter,  WJZ-TV  counsel,  con- 

tended broadcasts  can't  be  limited  within 
the  borders  of  a  state. 

Hugo  A.  Ricciuti,  acting  Baltimore  city 
solicitor,  held  the  issue  before  the  court 

was  whether  the  taxes  impaired  the  ability 
of  news  media  to  disseminate  news  and 

information.  He  argued  it  had  not  been 
shown  that  the  taxing  power  had  been 
abused  and  the  First  Amendment  did  not 

apply. 

Reprimands  on  Film  Incident 

Go  With  Storer,  WBC  Renewals 

The  FCC  last  week  notified  Storer  Broad- 
casting Co.  and  Westinghouse  Broadcasting 

Co.  that  they  violated  Commission  rules 
last  March  in  presenting  excerpts  of  films 

"discussing  a  controversial  public  issue" 
without  revealing  that  the  films  were  fur- 

nished by  National  Assn.  of  Manufacturers. 
The  Commission  so  informed  the  two 

licensees  after  renewing  the  licenses  of 

Storer's  WJW  -  AM  -  FM  -  TV  Cleveland, 
WJBK-AM-FM-TV  Detroit  and  WSPD- 

AM-FM-TV  Toledo,  and  of  WBC's  KYW- 
AM-FM-TV  Cleveland.  In  renewing  the 
station  licenses,  the  FCC  said  it  is  taking 

no  further  action  "at  this  time"  in  view 

of  the  stations'  over-all  operation  in  the 
public  interest,  but  said  the  violations  are 
being  associated  with  FCC  files  for  the 
stations  for  such  future  consideration  as 

the  operation  of  the  stations  may  warrant. 

Storer's  WJBK-TV  and  WVUE  (TV) 

Philadelphia  and  WBC's  KYW-TV  ran  ex- 
cerpts of  films  made  of  the  "Kohler  hear- 

ings" held  by  a  special  Senate  Labor-Man- 
agement Committee  last  March.  Storer 

denied  knowing  the  films  were  furnished  by 
NAM,  while  WBC  said  it  did  not  believe 

its  presentation  of  excerpts  of  the  films  with 
other  material  on  news  shows  constituted  a 

violation  of  FCC  rules.  Both  denied  viola- 
tions. 

The  FCC  said  neither  Storer  nor  WBC 

exercised  the  "diligence"  required  of  a 
licensee,  especially  in  view  of  the  nature 

of  the  films  ("public  controversial  issue"), 
and  that  although  neither  willfully  violated 

FCC  rules,  the  conduct  of  both  fell  "sub- 

stantially short." More  than  a  score  of  other  tv  stations 

have  been  contacted  by  the  FCC  in  regard 

to  their  presentation  of  the  films  [Govern- 
ment, April  21,  et  seq.].  The  FCC  action 

came  after  a  complaint  by  AFL-CIO,  whose 
United  Auto  Workers  has  been  on  strike 

against  the  Kohler  Co.  in  Sheboygan,  Wis. 

Eisenhower  Okays  New  Measure 

To  Simplify  Procedure  on  Appeals 

President  Eisenhower  has  signed  a  bill  to 

permit  the  FCC  to  greatly  reduce  records 

and  files  sent  to  appellate  courts  in  con- 
tested cases.  The  measure,  HR  6788  (intro- 
duced by  Rep.  Emanuel  Celler  [D-N.  Y.]), 

authorizes  the  courts  to  permit  regulatory 

agencies  to  forward  only  those  portions  of 
the  record  pertinent  to  the  appeal. 

The  bill  provides  that  when  appeals  to 
the  same  decision  are  filed  before  more  than 

one  court,  the  court  in  which  the  first  protest 
is  lodged  will  hear  the  case.  The  court, 

however,  may  transfer  jurisdiction  to  a  sec- 

ond court  if  "the  convenience  of  the  parties 

WILLINGLY  QUOTED 

The  subject  of  quiz  shows  (which 
apparently  will  not  down),  moved  two 
congressmen  to  comments  last  week. 

Rep.  Oren  Harris  (D-Ark.),  chair- 
man of  the  Legislative  Oversight  Sub- 

committee, said  that  although  no  for- 
mal investigation  is  planned,  the  sub- 

committee is  in  touch  with  the  New 

York  district  attorney's  office.  Rep. 
Morgan  Moulder  (D-Mo.),  ex-chair- 

man of  the  subcommittee,  said  "public interest  demands  some  more  rules  and 

regulations  of  tv  programs." A  wisp  of  an  even  more  potent 

threat  came  through  Rep.  Harris'  com- ment when  he  added  that  even  if  the 

subcommittee  does  not  investigate,  it 

may  recommend  changing  the  laws 
which  now  are  interpreted  as  barring 

the  FCC  from  any  concern  with  pro- 
gram content  except  for  consider- 
ations such  as  obscenity  and  libel. 

and  the  interest  of  justice  would  be  served." 
HR  6788  was  passed  by  the  House  in  July 
1957.  The  measure  was  approved  Aug.  14 

by  the  Senate.  It  was  forwarded  to  the 
White  House  Aug.  19. 

FCC's  Lack  of  Teeth 

Again  Evokes  Censure 

A  recurring  question — whether  the  FCC 
should  be  given  the  power  to  impose  penal- 

ties short  of  license  removal — was  up  again 
last  week.  The  forum:  a  post-hearing  session 

of  the  House  Legislative  Oversight  Sub- 
committee. 

Chairman  Oren  Harris  (D-Ark.)  directed 
subcommittee  staff  member,  Robert  Mc- 
Mahon  to  read  a  memorandum  he  had 

prepared  on  the  question  of  FCC  sanctions. 
In  it  Mr.  McMahon  reviewed  the  history 

of  the  question,  quoting  both  a  Hoover 
Commission  study  and  the  FCC  itself  on 

the  subject.  The  former  ( 1  )  criticized  the 
FCC  for  not  formulating  regulatory  policy 

except  at  the  request  of  the  industry  it 
regulated  and  (2)  found  that  even  when 

the  FCC  did  try  to  impose  regulatory  sanc- 

tions it  was  "stymied  by  a  lack  of  a  tradi- 
tion of  enforcement.  Its  chain  broadcasting 

regulations  and  its  policies  with  respect  to 

program  content,  for  example,  have  been 
little  more  than  pious  statements  of  princi- 

ples unaccompanied  by  vigorous  attempts 

to  secure  compliance." The  FCC  was  quoted  from  a  Don  Lee 
case  in  which  it  agreed  that  the  licensee 
merited  punishment,  but  not  so  drastic  a 
punishment  as  license  removal.  Having  no 
middle  course,  it  elected  not  to  punish  at 
all. 

"Consequently,"  found  Mr.  McMahon, 
"once  an  individual  or  corporation  has 

'gotten  away'  with  an  illegal  act,  their  do- 
ing so  sets  the  stage  for  others  to  follow 

suit  and  the  statute  becomes  meaningless." 
Little  further  light  was  shed  on  the  sub- 

ject at  the  hearing.  Chairman  Harris  called 
FCC  Chief  Counsel  John  L.  FitzGerald  to 

testify  on  the  matter,  but  he  offered  only 

the  observation  that  the  FCC  could  ex- 
ercise control  at  the  time  of  license  renewal. 

Comr.  Rosel  Hyde  declined  an  offer  to 

testify,  saying  he  would  prefer  to  reserve 
his  remarks  until  after  release  of  the  pro- 

gramming portions  of  the  Barrow  (network) 

report. 
Chairman  Harris  observed  that  if  a  li- 

censee disregards  an  FCC  cease  and  desist 
order,  it  should  have  its  license  revoked. 

Tube  Maker  Signs  Consent  Order 

The  Federal  Trade  Commission  last  week 

approved  a  consent  order  which  prohibits 
Stanley  Electronics  Corp.,  Paterson,  N.  L, 
from  selling  radio  and  tv  tubes  without 

disclosing  whether  they  are  used  or  not  of 

first  quality.  FTC  issued  a  complaint  last 

March  charging  that  Stanley  failed  to  dis- 
close in  its  advertising  and  on  cartons  that 

the  tubes  were  used,  pull-outs,  factory  re- 

jects or  surplus.  The  company  and  FTC's 
Bureau  of  Litigation  agreed  to  the  consent 

order. 

Broadcasting September  29,  1958    •    Page  55 



GOVERNMENT  cont.nued 

4  "BIO  STICKS 

fot  slugging  out  sales 

in  the 

R$leigh-Duth$m  m$ 

WRAL-TV 

WRAL- 

TOP  RATINGS:  First  in  every  ARB  survey,  sign-on  to  sign-off,  since  it 
started  operations — an  unequalled  rating  record  in  the  Raleigh- 
Durham  area.  Yours  to  use  for  spots  or  features. 

SUPERLATIVE  EQUIPMENT:  First  Videotape  recorder  in  North  Carolina... 
$100,000  4-camera  Mobile  Unit ...  two  of  the  South's  largest  studios  with 
seven  cameras,  rear  screen  projector,  three  70-circuit  lighting  boards. 

WRAL-TV 

WRAL-TV 

CAPITAL  CITY  LOCATION:  Everybody  looks  to  the  capital  for  news  and 
views  about  government,  economic,  agricultural,  even  sports  activities, 
and  Channel  5  gives  it  to  them,  visually,  verbally,  effectively. 

POPULAR  PROGRAMMING:  The  best  of  NBC,  from  TODAY  to  JACK  PAAR 
...choices  from  ABC  ...  exclusive  local  programs  that  attract  and  hold 
loyal  audiences. 

These  four — and  more  —  will  help 
you  raise  your  sales  average  in 
this  big  and  booming  market  .  .  . 
from  Greensboro  to  the  coasf, 
from  Virginia  to  the  South  Carolina 
line.  Get  all  the  data,  now,  about 

Carolina's  Colorful 

Capital  Station 

FULL  POWER  CHANNEL  5 

WRAL-TV 
Fred  Fletcher,  Vice  Pres.  &  Gen.  Mgr. 

RALEIGH,  NORTH  CAROLINA 

REPRESENTED  BY  H-R,  Inc. 
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Wide-Swing  Signal  on  Fm  Mx 

Opposed  by  Northeast  Radio 

Stereo  broadcasting  using  a  wide-swing 
signal  on  an  fm  multiplex  channel  will  make 
mx  receivers  available  to  the  general  public 

and  allow  legal  "piracy"  of  background 
music  services,  according  to  Northeast  Ra- 

dio Corp.,  operating  in  the  New  York  State 

region. In  a  brief  filed  with  the  FCC  in  its  multi- 

plex case  (Docket  12517),  Northeast  con- 
tended wide-swing  fm  stereo  would  prevent 

multiplex  licensee  users  from  having  both 
background  music  and  stereo  on  a  multiplex 
basis. 

The  brief  argued  that  FCC  should  only 

impose  at  this  time  the  limitations  necessary 

for  protection  of  high-fidelity  performance 
on  the  main  channel.  Northeast  was  de- 

scribed as  the  first  multiple-program  fm  re- 

lay broadcast  system,  serving  as  the  state- 
wide outlet  for  the  new  WQXR  Network 

(New  York).  High-fidelity  programs  broad- 
cast by  WQXR-FM  are  relayed  over  five 

o&o  stations  and  six  affiliates.  The  network 

uses  a  sub-channel  to  furnish  background 

music  to  subscribers  of  Magne-Tronics  Inc. 
A  multiplex  system,  used  by  the  network, 

is  favored  by  Northeast.  It  is  based  on  two 

high-quality  program  subchannels  without 
degrading  of  main  channel  program  trans- 

mission and  reception.  All  fm  stations  now 

operating  supplementary  communications 
services  would  be  eliminated  from  participa- 

tion in  the  new  stereo  broadcast  service,  it 
is  contended.  The  wideband  adapter,  using 

a  subcarrier  at  a  center  frequency  of  50 

kc,  would  permit  unauthorized  listeners  to 

receive  communications,  according  to  North- 
east, and  would  force  the  network  to  suspend 

operations  since  the  five  basic  network  sta- 

tions depend  on  superaudible  remote-con- 
trol signals  and  telemetering  impulses  in  the 

super  audible  band. 
The  network  says  extensive  tests  show 

that  high-quality  program  signals  associated 
with  two  subchannels  may  be  relayed  over 
the  network  with  no  noticeable  deterioration 

in  quality,  and  without  impairment  of  high- 
fidelity  main-channel  programs. 

Proposed  TWX  Rate  Hike 

Delayed  90  Days  by  FCC 

The  FCC  last  week  granted  a  90-day 
suspension  of  proposed  increases  in  rates 

for  private  line  teletypewriter  services  fur- 
nished by  American  Telephone  &  Telegraph 

Co.  and  Western  Union  to  radio  and  tv 

stations,  news  services,  newspapers  and 

others.  The  increased  charges  were  sched- 
uled to  go  into  effect  Wednesday  (Oct.  1), 

pending  outcome  of  an  FCC  investigation 
of  AT&T  and  WU  rates  for  such  services. 
The  FCC  action  moves  this  date  to  Jan.  1, 1959. 

FCC  said  the  proposed  increases  raise 

questions  as  to  their  "propriety"  and  pos- 
sible effects  on  competition.  NAB  and  other 

groups  which  had  asked  suspension  of  the 
rates  were  given  leave  to  intervene  in  the 
FCC  investigation,  upon  filing  of  proper 
notice. 

Broadcasting 



NEED 

INSUR- ANCE? 

In  the  nation's  insurance  capital,  cagey  advertisers  insure  results  with  WHCT,  solid-as- 

a-rock  leader  among  Greater  Hartford's  television  stations.  WHCT  has ... 

.  largest  share  of  audience,  average  sign-on  to  sign-off,  throughout  the  broadcast  week; 

. . .  greatest  number  of  quarter-hour  wins,sign-on  to  sign-off,  throughoutthe  broadcast  week; 

highest-rated  late  evening  news  and  weather  show  in  the  Hartford-New  Britain  market; 

...audience  leadership  in  premium  Class  AA time... with  more  quarter-hour  wins  than 

all  three  competing  stations  in  the  market  combined!  source:  latest  hartfordarb  <4-week  study) 

Throughout  prosperous  Hartford-New  Britain,  where  average  yearly  family  income  tops 

the  $8,000  mark  (fourth  highest  in  the  United  States),  your  best  sales  insurance  is... 

CBS  OWNED  •  CHANNEL  18  WHCT  IN  HARTFORD,  CONN.  •  REPRESENTED  BY  CBS  TELEVISION  SPOT  SALES 



Don't  Buy  Blind 

r 

EENIE  —  "Top  40"  Station 

MEENIE  —  "Give  Away"  Station 

MINIE  — "Rock  and  Roll"  Station 

MO— "Color  Radio"  Station 



•  Buy 

WCKY  —  completely  covering  the  rich  Cincin- 

nati market,  where  you  can  buy  a  large,  intelligent, 

responsive  ADULT  audience  without  gimmicks, 

souped-up  ratings,  or  off-beat  programming. 

WCKY'S  PROVED  "Pleasure  Programming"; 

its  intelligent  "in  depth"  newscasting,  and  its  many 

service  features,  make  it  first  choice  with  "eyes 

open"  time  buyers. 

BUY  THE  CINCINNATI  MARKET  WITH  YOUR 

EYES  WIDE  OPEN.  REACH  80.2%*  OF  ALL 

THE  RADIO  FAMILIES  IN  THE  CINCINNATI 

METROPOLITAN  AREA,  EACH  WEEK. 

WCKY 

NEW  YORK 

TOM  WELSTEAD 
42  E.  52nd  St. 

ELdorado  5-1227 

THE  HOME  OF 

CINCINNATI 

C.  H.  "TOP"  TOPMILLER 
Sheraton  Gibson  Hotel 

CHerry  1-6565 

PLE^*      *  PROGR
AMMING 

CHICAGO 
AM  RADIO  SALES 
JERRY  GLYNN 

400  N.  Michigan  Ave. 
MOhawk  4-6555 

SAN  FRANCISCO 
AM  RADIO  SALES 

KEN  CAREY 
950  California  St. 

GArfield  1-0716 

LOS  ANGELES 
AM  RADIO  SALES 

BOB  BLOCK 
5939  Sunset  Blvd. 

HOIIywood  5-0695 
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JONES  RELATES  EFFORTS  ON  HILL 

•  Former  FCC  member  recites  work  for  Miami  ch.  10  contestant 

•  Attorney's  buttonholing  precipitated  Celler  probe,  he  says 

Further  behind-the-scenes  efforts  in  the 
Miami  ch.  10  case  came  to  light  last  week 

when  it  developed  that  former  Congress- 
man and  FCC  Comr.  Robert  F.  Jones  was 

instrumental  in  persuading  Rep.  Emanuel 

Celler  (D-N.  Y.),  to  look  into  the  "public 

policy  question"  of  whether  an  airline 
should  be  permitted  to  own  a  television 
station. 

Mr.  Jones  was  a  witness  in  the  rehearing 

on  the  Miami  vhf  grant  being  held  before 
Judge  Horace  Stern,  retired  chief  justice  of 

the  Pennsylvania  Supreme  Court.  The  hear- 
ings began  Sept.  8  [Government,  Sept.  15, 

22]. 

The  hearings  resume  Wednesday,  with 
John  L.  FitzGerald,  newly  appointed  FCC 
general  counsel  and  formerly  chief  of  the 

Commission's  Office  of  Opinions  and  Re- 
view, as  witness.  Mr.  FitzGerald  has  been 

called  by  Paul  A.  Porter,  attorney  for  Mr. 
Katzentine. 

The  first  two  days  of  last  week's  three- 
day  hearings  saw  Thurman  A.  Whiteside, 
Miami  attorney  and  friend  of  former  Comr. 
Richard  A.  Mack,  on  the  stand. 

Mr.  Jones  said  he  was  hired  by  Walter 
Compton,  now  an  MBS  newscaster  but  then 

a  minority  stockholder  and  proposed  gen- 
eral manager  of  North  Dade  Video  Inc., 

one  of  the  three  losing  applicants.  Mr. 

Jones  said  his  mission  was  to  "neutralize" 
the  rumored  political  pressures  allegedly 

being  asserted  on  behalf  of  WKAT  Inc. 
(A.  Frank  Katzentine),  National  Airlines 
and  L.  B.  Wilson  Inc.  Mr.  Jones  was  paid 

$2,000  for  his  work. 

Mr.  Jones  said  that  his  first  recommenda- 
tion was  that  North  Dade  file  a  petition 

for  reconsideration  and  rehearing  on  the 

ground  that  the  death  of  L.  B.  Wilson  had 
changed  the  character  of  that  application. 
The  North  Dade  group  vetoed  that,  he 
said. 

He  then  considered  the  public  policy 

question,  he  said,  and  spoke  to  the  late 

Rep.  Carl  Hinshaw  (R-Calif.),  second  rank- 
ing Republican  on  the  House  Commerce 

Committee,  and  Bert  Wissman,  minority 
clerk  of  the  Senate  Commerce  Committee. 

Both  informed  him,  he  related,  that  their 

respective  committees  would  not  be  inter- 
ested in  combatting  the  grant  to  National 

Airlines. 

It  was  only  after  he  spoke  to  Rep.  Celler, 
Mr.  Jones  said,  that  he  got  some  action. 
The  New  Yorker,  chairman  of  the  House 
Judiciary  Committee  and  of  its  antitrust 
subcommittee,  injected  the  tv  subject  into 

an  aviation  hearing  in  May  1956. 

He  also  told  Judge  Stern  that  a  "critique" 
of  the  examiner's  1955  initial  decision 
favoring  WKAT  Miami  which  was  re- 

viewed by  Mr.  Jones  to  show  North  Dade 
as  the  most  desirable  of  the  four  applicants 

was  given  to  Comr.  T.  A.  M.  Craven  only 
after  the  final  decision  was  issued  Feb.  7, 
1957.  Comr.  Craven  abstained  in  the  Miami 

ch.  10  case,  Mr.  Jones  pointed  out.  He 
also  said  that  he  understood  North  Dade 

was  not  contemplating  any  further  action 
in  the  case.  North  Dade,  however,  filed 

a  petition  for  reconsideration  a  few  days 
after  the  final  decision. 

The  Jones  study  was  found  in  Comr. 

Craven's  office  files  when  House  Legislative 
Oversight  Committee  investigators  and  FBI 
agents  were  investigating  the  Miami  ch. 
10  case. 

Mr.  Jones'  testimony  was  generally  cor- 
roborated by  Mr.  Compton. 

Earlier  in  the  week,  Mr.  Whiteside  re- 
lated his  associations  with  Mr.  Mack,  going 

back  to  college  days. 

He  told  of  assisting  Mr.  Mack  financially, 

but  averred  he  kept  no  records  until  Jan- 
uary 1956.  From  that  time  to  June  of 

1957,  Mr.  Whiteside  said,  he  loaned  Mr. 
Mack  varying  amounts,  totaling  $3,850. 
He  said  all  loans  had  been  repaid  to  date, 
except  for  $250. 

The  Miami  attorney  related  that  he  trans- 
ferred one-sixth  interest  in  G.  C.  Stem- 

bler  insurance  agency  to  Mr.  Mack  out  of 
friendship  and  as  a  place  for  Mr.  Mack 
when  and  if  he  retired  from  public  life.  In 
1954  this  company  was  merged  with  an 

insurance  firm  headed  by  Charles  F.  Shel- 
den  to  become  the  Stembler-Shelden  In- 

surance Agency  Inc.  During  this  time,  Mr. 

Mack's  "ownership  participating"  account 
was  credited  with  $9,896.58,  Mr.  White- 

side said.  These  were  from  commissions 

collected  on  insurance  he  controlled,  Mr. 
Whiteside  said.  In  January  1956,  Andar 

Inc.  was  "reactivated"  and  Mr.  Whiteside 
turned  over  100%  stock  interest  to  Mr. 

Mack.  Mr.  Mack's  commission's  were  then 
paid  to  Andar  Inc.,  Mr.  Whiteside  said, 
amounting  to  about  $2,000  plus  repayment 
of  a  $2,300  loan  which  Mr.  Whiteside  had 
made  to  Mr.  Mack. 

Mr.  Whiteside  said  he  was  also  ap- 
proached to  help  by  applicants  in  the  Miami 

ch.  7  case  and  in  the  Charlotte  ch.  9  case. 

He  identified  these  as  Jack  Stein,  a  princi- 
pal in  South  Florida  Tv  Corp.,  an  applicant 

for  Miami  ch.  7,  and  Mitchell  Wolfson,  a 

principal  in  Carolina's  Television  Corp.  ap- 

plicant for  Charlotte's  ch.  9. 
In  both  cases,  Mr.  Whiteside  said  jocular- 

ly, Mr.  Mack  voted  against  those  he  was 
trying  to  help. 

Mr.  Whiteside  repeated  the  same  story 

he  had  told  the  House  Legislative  Over- 
sight Committee;  that  his  great  and  good 

friend  Judge  Robert  H.  Anderson  of  Na- 
tional Airlines'  law  firm  in  Miami  asked 

him  to  become  an  attorney  of  record,  that 
he  refused  because  he  was  cutting  down 
on  his  law  practice,  but  that  he  promised 

to  help  as  a  personal  favor. 
Mr.  Whiteside  described  his  conversa- 

YOU  DON'T  HAVE  TO  BE  LUCKY  TO  MAKE  A  GOOD 
BUY!  KJEO-TV  serving  the  billion  dollar  rich  Fresno 
and  San  Joaquin  Valley  now  offers  you  choice  program 
time  segments  and  excellent  10,  20  and  60  second  spots 

that  not  only  give  you  low  cost  per  thousand  but  will 

give  your  clients  INCREASES  IN  SALES!  Call  your 

H-R  man  NOW  for  the  HOTTEST  avails. 

Page  60    •    September  29,  1958 
Broadcasting 



INSTANT  Coffee 

INSTANT  Tea 

INSTANT  Sales 

with  KTRK-TV 

drop  us  in  your  fall  budget  and  watch  us  go  to  work 

KTRK-TV  P.O.  BOX  12,  HOUSTON  1,  TEXAS  -  ABC  BASIC:  HOUSTON  CONSOLIDATED  TELEVISION  CO.,  GENERAL  MANAGER,  WILLARD  E.  WALBRIDGE; 
COMMERCIAL    MANAGER,    BILL    BENNETT:     NATIONAL    REPRESENTATIVES:     GEO     P     HOLLINGBERY    CO.,    500    FIFTH    AVENUE,     NEW    YORK    36.    N.  Y 



GOVERNMENT  continued 

tions  with  Mr.  Mack — including  his  initial 

recommendations  in  favor  of  National  Air- 
lines and  his  last  conversation  when  he 

told  Mr.  Mack  he  was  withdrawing  that 
recommendation. 

Mr.  Whiteside  again  referred  to  a  private 

litigation  matter,  in  which  Mr.  Katzcntine 

represented  Mr.  Whiteside's  opponent,  as 

"tantamount  to  blackmail." 
Mr.  Whiteside  acknowledged  that  he 

has  loaned  Mr.  Mack  money  since  Mr. 
Mack  returned  to  Miami  after  resigning 

his  FCC  post:  $500  in  July  and  $260  on 
Sept.  1. 

John  Rollins  Stock  Retirement 

Would  Pass  Control  to  Brother 

Rollins  Broadcasting  Inc. — which  in  its 

own  right  and  through  two  subsidiary  cor- 
porations owns  one  tv  station  and  seven  am 

outlets — applied  to  the  FCC  last  week  for 
purchase  and  retirement  to  the  treasury  of 

25%  of  the  company's  stock  held  by  John 
W.  Rollins  for  $500,000. 

This  would  leave  John  W.  Rollins.  50% 

stockholder,  with  331/3%  of  the  stock  and 
his  brother  O.  Wayne  Rollins,  corporation 

president  and  50%  stockholder,  with 
66%%.  Rollins  stations  are  WGEE  Indi- 

anapolis, WBEE  Chicago,  KATZ  St.  Louis 
(parent  corporation);  WAMS  Wilmington 
and  WJWL  Georgetown,  Del.  (subsidiary 
Rollins  Broadcasting  of  Delaware  Inc.);  and 
WNJR  Newark,  N.  J.,  WRAP  Norfolk,  Va., 

and  WPTZ  (TV)  Lake  Placid,  N.  Y.  (sub- 
sidiary Rollins  Broadcasting-Telecasting  of 

N.  Y.  Inc.). 

Rollins'  balance  sheet  as  of  June  30 
showed  total  assets  of  $482,817.13,  includ- 

ing $221,630.05  current  assets  ($103,970.88 
of  it  cash  on  hand),  $53,750.00  investments 
(100%  stock  in  the  two  subsidiaries)  and 

$207,247.63  capital  assets  (total  $331,631.57 
less  $124,383.94  depreciation  reserve).  Total 
liabilities  were  listed  at  $102,926.41  of  which 

$94,884.68  was  current  liabilities  and  $8,- 
041.73  capital  liabilities.  Total  net  worth 

was  listed  as  $379,890.72  of  which  $100,- 

000  was  capital  stock  and  $279,890.72  capi- 
tal surplus. 

One  Quits  New  Orleans  Case 

The  New  Orleans  Times-Picayune  has 
filed  a  motion  with  the  U.S.  appeals  court  in 
Washington  withdrawing  its  appeal  from 

FCC's  New  Orleans  ch.  4  decision.  This  fol- 
lowed expiration  of  a  60-day  grace  period 

during  which  the  Times-Picayune's  $3.4 
million  purchase  of  the  New  Orleans  Item 

was  subject  to  sale  to  any  other  party  meet- 
ing the  same  financial  terms  [Government, 

July  21].  The  sale  was  conditioned  by  the 

Justice  Dept.  on  the  Times-Picayune  relin- 
quishing its  WTPS  there  and  also  giving  up 

the  appeal  in  the  tv  case.  Sale  of  WTPS  is 
contemplated  but  no  final  agreement  has 
yet  been  made.  The  appeal  of  James  A.  Noe 
from  the  ch.  4  New  Orleans  decision  still 

remains  before  the  court,  the  argument  hav- 
ing been  heard  last  June.  FCC  granted  New 

Orleans  ch.  4  to  Loyola  U.  (WWL  there) 
in  July  1956. 

Crosley  Loses  Appeal 

On  Indianapolis  Ch.  13 

The  U.  S.  Appeals  Court  lor  the  District 
of  Columbia  last  week  denied  a  petition  by 

Crosley  Broadcasting  Corp.  for  rehearing 

by  the  full  nine-member  court  of  the  court's 
decision  last  June  16  setting  aside  the  FCC's 
award  of  ch.  13  in  Indianapolis  (WLWI 

[TV])  to  Crosley. 

The  court  vacated  the  FCC's  grant  to 
Crosley  after  an  appeal  by  WIBC  Indian- 

apolis, one  of  three  losing  applicants  for 
ch.  13,  in  which  WIBC  said  Comr.  T.  A.  M. 
Craven  should  not  have  voted  because  he 

did  not  sit  in  for  oral  argument.  Comr. 
Craven  was  not  a  member  of  the  FCC  at  the 

time  oral  argument  was  heard. 
In  an  opinion  written  by  Judge  Wilbur  K. 

Miller,  the  court  last  week  explained  why 

it  held  in  its  decision  last  July  16  that  Comr. 

Craven's  participation  in  oral  argument  had 

not  been  "clearly  waived."  While  it  was 
argued  that  any  absent  commissioner  might 
take  part  (in  oral  argument)  in  the  absence 
of  any  objection,  the  court  said  last  week, 

Comr.  Craven  at  the  time  was  not  an  "ab- 
sent commissioner" — he  was  not  a  commis- 

sioner at  all. 

To  Crosley's  petition  that  only  three  votes 
were  necessary  to  control  because  four 
commissioners  constitute  a  quorum  and 
three  votes  would  control  the  quorum,  the 
court  said  that  by  this  reasoning  three  votes 
would  control  no  matter  how  many  were 

present  and  voted. 
"The  truth  is  that  when  six  voted,  it  took 

four  to  control,"  the  court  said.  (The  FCC 
vote  was  3  for  Crosley  and  3  for  others  and 

Comr.  Craven  was  asked  by  the  other  mem- 
bers to  break  the  impasse.) 

The  two  other  contestants  for  ch.  13  were 

WIRE  Indianapolis  and  Mid-West  Corp.;  the 
latter  had  received  a  favorable  initial  deci- 
sion. 

Of  the  present  Commission,  only  Comrs. 
Craven  and  John  C.  Doerfer  voted  for 

Crosley.  Comrs.  Robert  T.  Bartley,  Rosel  H. 
Hyde  and  Robert  E.  Lee  dissented.  Voting 
for  Crosley  were  former  Comrs.  George 
C.  McConnaughey  and  Richard  A.  Mack. 

Last  week's  decision  was  handed  down  by 
Chief  Judge  Henry  W.  Edgerton  and  Cir- 

cuit Judges  E.  Barrett  Prettyman.  Wilbur 
K.  Miller,  David  L.  Bazelon,  Charles  Fahy, 
George  Thomas  Washington.  John  A. 
Danaher,  Walter  M.  Bastian  and  Warren  E. 

Burger.  Judges  Edgerton,  Miller  and  Wash- 
ington ordered  the  June  16  decision. 

WLWI  has  been  on  the  air  since  Oct.  30, 

1957,  and  Crosley  has  been  operating  the 
ch.  13  outlet  pending  the  outcome  of  its 

petition. 

Am,  Fm  Allowed  Tv  Sound  Use 

KDYL-AM-FM  Salt  Lake  City  was  au- 
thorized by  the  FCC  last  week  to  use  the 

aural  transmitter  of  its  tv  affiliate  there, 

KTVT  (TV),  to  transmit  stereophonic  pro- 
grams of  music  in  conjunction  with  KDYL 

and  KDYL-FM.  The  FCC  waived  its  rules 

to  grant  the  90-day  temporary  authorization 
for  periods  of  the  day  when  KTVT  is  not 
scheduled  on  the  air  (late  evening  and  early 
morning).  Under  the  experiment,  a  listener 

MR.  WHEELER 

can  use  the  aural  facilities  of  his  tv  set, 

in  conjunction  with  his  am  or  fm  set,  to  re- 
ceive the  stereophonic  broadcasts.  Comr. 

Frederick  W.  Ford  dissented  on  grounds 

the  stations  did  not  make  a  sufficient  show- 
ing in  their  request  for  waiver  of  rules. 

USIA  Establishes  Tv  Arm; 

Romney  Wheeler  Named  Director 

The  U.  S.  Information  Agency  announced 

Tuesday  (Sept.  22)  that  it  is  establishing 
a  separate  tv  service  with  NBC  overseas 

HH  executive  Romney Wheeler  as  its  direc- 

tor. Mr.  Wheeler's 

appointment  be- comes effective  Nov. 

3  ,  according  t  o 
USIA  Director 

George  V.  Allen. 
Mr.  Wheeler.  47. 

joined  NBC  in  1950. 
He  has  been  the 

network's  director  of 

European  Opera- 
tions, managing  di- 

rector of  NBC  International  and  general 

European  representative.  He  formerly  was 
with  the  Associated  Press  and  two  southern 
newspapers. 

Mr.  Allen  said  USIA  is  increasing  its 

tv  activities  to  supplement  American  com- 
mercial output  to  over  450  tv  stations  in 

Free  World  countries,  excluding  the  U.  S. 
and  Canada.  The  new  service  will  supply 

tv  stations  with  documentary  films,  special 
events  coverage  and  features  which  depict 

various  aspects  of  American  life.  The  agen- 

cy's tv  activities  heretofore  have  been  han- 
dled by  Voice  of  America,  its  radio  arm. 

Kentucky  Broadcasters  Propose 
Substitute  Plan  for  Conelrad 

The  Kentucky  Broadcasters  Assn.  has 
recommended  scrapping  Conelrad.  In  a 
letter  to  Brig.  Gen.  J.  S.  Lindsey,  Kentucky 
civil  defense  administrator,  they  propose 

a  substitute  plan  for  broadcasting  during 

enemy  attack. 

They  would  permit  all  am  outlets  to  re- 
main on  the  air  at  their  regular  frequency 

(fm  and  tv  to  go  off  if  necessary)  equipped 

for  air-to-air  pickup  of  signals  from  key 
stations.  There  would  be  one  superpowered 
national  station  the  signal  of  which  could 

be  relayed  by  every  U.  S.  station.  A  similar 
arrangement  would  prevail  on  the  regional 

and  local  level,  with  one  key  station  con- 
veying information  to  be  relayed  by  the 

others. 

The  Kentuckians  maintain  this  system 

would  be  less  conducive  to  panic  than  Con- 
elrad because  it  is  in  keeping  with  public 

habit.  Under  Conelrad,  to  prevent  enemy 

aircraft  from  homing  in  on  our  stations, 

only  participants  in  the  system  would  re- 
main on  the  air  during  attack,  all  using  one 

of  two  frequencies.  With  all  stations  that 
remain  on  the  air  in  a  locality  broadcasting 

on  the  same  frequency  and  with  the  signal 

shifting  rapidly  from  one  transmitter  to 
another,  no  one  station  could  guide  the enemy. 
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talking 

You  should  be!  Adults  are  the  nation's  big- 
gest customers.  And  in  Boston  radio  you 

find  the  greatest  concentration  of  adults 

on  WEEI . . .  38  per  cent  more  than  tune  to 

Station  B,  53  per  cent  more  than  Station  C, 

and  268  per  cent  more  than  Station  D.* 

attention  to  WEEI  and  believe  more  in  your 

commercials.**  You're  not  just  talking  when 

you're  on  WEEI;  you're  selling! 

WEEI  RADIO 

Moreover,  these  listeners  pay  greater      REPRESENTED  BY  CBS  RADIO  SPOT  SALES 

*NSI  area  audience -average  quarter-hour,  7  :00  am-7 :00  pm,  Monday-Friday  **Motivation  Analysis,  Inc.  Study  of  Listener  Attitudes 
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1109'  Dresser-ldeco 

tower  supports 

stacked  antennas  for 

Philadelphia  stations 

WRCV-TV  and 

WFIL-TV.  Electron- 

ically controlled 

elevator  assures 

speedy  and  safe 
service,  inspection 

and  maintenance. 



television  homes  watch  WRCV-
TV 

1109'  Dresser-ldeco  tower" 

says  William  A.  Howard 

Manager  of  Technical  Operations 

WRCV/ WRCV-TV,  Philadelphia 

"Maximum  community  service  was  WRCV-TV's  aim 
in  erecting  the  tallest  tower  possible  under  the  F.C.C. 

regulations,"  says  Mr.  Howard,  pictured  (left)  with 
Henry  E.  Rhea,  Director  of  Engineering,  Radio  and 

Television  Division,  Triangle  Publications,  Inc.,  operat- 

ing WFIL-TV  which  cooperated  in  the  construction  of 

this  1109'  Dresser-ldeco  tower  supporting  stacked 
antennas  for  WFIL-TV  and  WRCV-TV  in  Philadelphia. 

"Philadelphia  viewer  orientation  problems  were 
eliminated  by  centralizing  all  TV  transmitter  antennas. 

"To  WRCV-TV  advertisers,  our  new  antenna 

means  the  addition  of  272,000  television  homes  or 

approximately  770,000  viewers  —  more  TV  homes 
than  the  coverage  areas  of  Knoxville,  Tennessee  or 

Lincoln,  Nebraska  or  Mobile,  Alabama!  It's  almost  as 

if  Salt  Lake  City  were  moved  into  the  WRCV-TV 
coverage  area. 

"WRCV-TV's  taller  tower  is  another  plus  for 

advertisers  when  they  use  the  NBC  station  in  the 

nation's  fourth  market!" 

Dresser-ldeco  design  and  construction 

features  assure  tall-tower  safety. .. 

"Confidence  in  Dresser-ldeco,  in  their  engineering  ability  and  repu- 

tation, were  our  reasons  for  selecting  a  Dresser-ldeco  tower"  said Mr.  Howard. 

A  majority  of  the  nation's  tall  tower  owners  share  Mr.  Howard's 
confidence  in  Dresser-ldeco,  as  evidenced  by  the  fact  that  more  than 

half  of  them  own  Dresser-ldeco  towers.  In  fact,  more  towers  in  the 

1 ,000  foot  or  higher  class  have  been  built  by  Dresser-ldeco  than  by  all 

the  other  tower  companies  combined.  This  is  an  experience  record  that 

cannot  be  matched  in  the  industry. 

So  when  your  new  tower  is  in  the  planning  stage  .  .  .  whatever  the 

height,  whatever  the  antenna  and  wind  load  requirements  .  .  .  you  can 

place  your  confidence  in  Dresser-Ideco's  proven  ability  to  design,  fabri- 
cate and  construct  the  tower  you  need.  Write  us,  or  contact  your  nearest 

broadcast  equipment  representative. 

On  the  Ohio 
Turnpike,  this 

200'  self- 
supporting 

microwave  tower 

by  Dresser-ldeco 
helps  to  link 

Turnpike  police 
and  maintenance 

stations,  is  one 
of  many  types  of 

Dresser-ldeco 
towers  serving 

the  nation's 
communications 

systems. For  every  broadcast  antenna  tower  Dresser-ldeco  builds,  a  com- 
plete file  of  design  drawings  is  maintained.  Whenever  you  may 

need  counsel  in  the  future  on  tower  modification  plans,  this  per- 
manent record  of  your  tower  assures  you  prompt  and  accurate 

advice  from  Dresser-ldeco  tower  engineers.  It's  an  important  extra 
service  from  Dresser-ldeco,  one  of  the  nation's  oldest  tower  builders 
.  .  .  supplier  of  the  diverse  tower  needs  of  the  communications  and 
broadcast  industries  for  nearly  40  years  past,  constantly  planning 
for  continued  leadership  in  the  years  ahead. 

Write  for  this  new 

Dresser-ldeco  Tower  Catalog  T-57 
. . .  the  first  complete  broadcast 
antenna  tower  story. 

Dresser-ldeco  Company 
ONE     OF     THE      DRESSER  INDUSTRIES 

TOWER  DIVISION,  DEPT.  T-81,  875  MICHIGAN  AVE.,  COLUMBUS  8,  OHIO 

1 



GOVERNMENT  continued 

WXYZ,  RCA  License  Renewals 

Subject  to  Pending  Matters 

The  FCC  last  week  granted  license  re- 

newals to  AB-PT's  owned  Detroit  stations 
(WXYZ-AM-FM-TV)  and  of  an  RCA  ex- 

perimental tv  station  in  Camden.  N.  J. 
(KE2XNY).  but  noted  the  renewals  were 

granted  without  prejudice  to  what  the 

C  ommission  may  final!}  decide  on  recom- 
mendations of  the  Network  Study  (Barrow) 

Report,  related  FCC  studies  and  inquiries 

now  being  conducted,  and.  in  RCA's  case, 
pending  antitrust  matters  relating  to  NBC 

and  RCA." The  FCC  action  was  a  continuance  of 

its  cautious  policy  toward  approval  of 
broadcast  facilities  operated  by  networks 

pending  the  outcome  of  the  Barrow  pro- 
ceeding and  antitrust  litigation  concerning 

CBS  and  NBC.  The  first  such  instance  was 

in  the  Commission's  approval  of  the  pur- 
chase of  WCAU-AM-FM-TV  Philadelphia 

by  CBS  Inc.  [Government,  July  28]. 

Allen  Explains  USIA  Plans 

Stepped-up  broadcast  activities  by  the 
U.  S.  Information  Agency  were  outlined 
by  its  director,  George  V.  Allen,  in  an 
address  before  the  Overseas  Press  Club  in 

New  York  last  Tuesday  (Sept.  23).  Con- 
struction of  a  new  transmitting  facility  on 

the  U.  S.  East  Coast,  to  begin  soon,  will 
strengthen  our  radio  signal  in  response  to 

ever-increasing    communist    jamming,  on 

which  they  are  spending  an  estimated  $100 
million  a  year.  Mr.  Allen  said.  He  also 
described  growing  emphasis  on  television 

bj  his  agency  which  is  establishing  a  sep- 
arate tv  service  headed  by  NBC  executive. 

Romney  Wheeler  (see  story,  page  62). 

Industry  Providing  Programs 
For  Soviet  Exchange  Project 

The  American  broadcasting  industry  has 

been  "most  cooperative"  in  its  participation 
in  the  East-West  ( U.S. -Russian )  Exchange 

Agreement,  signed  earlier  this  year  [Gov- 
ernment, Feb.  3],  according  to  Ambas- 

sador William  S.  B.  Lacy  of  the  State  Dept. 
All  radio-tv  networks  as  well  as  a  dozen 

independent  companies  have  submitted 

"comprehensive  lists  of  programs  for  sale 
or  exchange,"  on  film  and  tape,  to  the 
Soviet  Embassy  as  part  of  the  U.S.  end  of 
the  agreement,  Mr.  Lacy  announced.  The 

programs  involved  are  of  a  purely  enter- 
tainment nature.  The  State  Dept.  has  also 

delivered  documentaries  on  tv  film  for  selec- 

tion by  Russian  authorities.  The  East-West 
pact  covers  cultural,  educational  and  tech- 

nical exchanges  over  a  two-year  period  and 

will  conform  "to  the  principles  of  reciproc- 

ity." 

Bowron  Suit  to  Trial  Nov.  12 

The  million  dollar  damage  suit  by  Los 

Angeles  Superior  Court  Judge  Fletcher 
Bowron  against  ABC,  Philip  Morris,  N.  W. 

Ayer  &  Son  and  Mike  Wallace  has  been 
set  for  trial  Nov.  12  in  federal  court  in 

Los  Angeles.  The  action,  filed  in  January 
[At  Deadline,  Jan.  20],  is  one  of  four 
suits  against  network,  sponsor  and  agency 
charging  defamation  of  character  by  Mickey 

Cohen,  ex-gambler,  on  May  19,  1957,  when 
Mr.  Cohen  was  guest  on  the  Mike  Wallace 

Interview  program  on  ABC-TV.  Suits  of 
William  H.  Parker,  Los  Angeles  chief  of 

police,  and  Capt.  James  Hamilton  of  the 

city's  police  intelligence  squad  were  settled 
out  of  court  [Networks,  Jan.  20].  Suit 
of  C.  B.  Horrell,  former  Los  Angeles  police 
chief,  is  not  ready  for  trial. 

Adams  Radio-Tv  Appearance 

Sparks  Equal  Time  Demands 
Embattled  Sherman  Adams  chose  radio 

and  television  to  announce  to  the  nation 

his  decision  to  resign  as  President  Eisen- 
hower's No.  1  aide  [Editorial  Page  110]. 

Under  fire  from  members  of  his  own  Re- 

publican Party  as  a  result  of  disclosures 

by  the  House  Legislative  Oversight  Subcom- 
mittee, Mr.  Adams  asked  for  and  was 

given  time  early  Monday  evening  (Sept.  22) 
on  all  three  radio-tv  networks  and  Mutual 
Radio  to  announce  his  decision. 

Democratic  National  Chairman  Paul 

Butler  immediately  asked  for  equal  time  on 

all  networks  to  reply  to  Mr.  Adams.  CBS. 
NBC  and  Mutual  granted  the  Democratic 

request,  putting  Mr.  Butler  on  the  air  Tues- 
day in  the  same  time  period  granted  the 

Presidential  assistant.  ABC,  however,  de- 
clared the  request  not  valid  and  instead 

gave  Rep.  Oren  Harris  (D-Ark.),  chairman 
of  the  subcommittee,  air  time  to  reply. 

John  C.  Daly,  ABC  vice  president  in 
charge  of  news,  special  events  and  public 

affairs,  said  "the  only  controversial  issue 
to  warrant  application  of  the  FCC  require- 

ments [for  equal  time]  .  .  .  was  the  single 

reference  in  Mr.  Adams'  statement  to  a 
congressional  committee  whose  membership 

is  comprised  of  both  major  political  par- 

ties." Accordingly,  he  said,  the  network  of- 
fered time  to  Rep.  Harris. 

Flint  Grant  to  Appeals  Court 

W.  S.  Butterfield  Inc.  and  Trebit  Corp. 
took  their  cases  to  the  U.  S.  Appeals  Court 

for  the. District  of  Columbia  last  week  fol- 

lowing the  FCC's  refusal  earlier  this  month 
to  reconsider  its  July  9  decision  affirming  its 
1954  grant  of  ch.  12  at  Flint,  Mich.,  to 
WJR  Detroit  [Government,  Sept.  15].  The 
FCC  had  denied  petitions  for  rehearing  by 

losing  applicants  Butterfield  and  Trebit  and 
dismissed  two  actions  against  decision  by 

WKNX-TV  Saginaw,  Mich.  (ch.  57). 

Pembina,  N.  D.,  Assigned  Ch.  12 

Allocation  of  ch.  12  to  Pembina,  N.  D.. 

was  carried  out  by  the  FCC  last  week  in 

response  to  a  petition  by  KNOX-TV  Grand 
Forks,  N.  D.  (ch.  10),  which  has  said  it 

would  apply  for  and  build  a  tv  station  in 

the  area  upon  such  allocation.  The  alloca- 
tion was  made  on  condition  that  radiation 

of  the  station  toward  Winnipeg,  Manitoba, 
be  limited.  KNOX-TV  claims  the  station 
would  bring  a  first  tv  service  to  a  farming 
and  trading  area  of  50,000  people. 

The  Sound  of  Quality 

In  a  quality  market  of  14  counties  where 
598,800  people  spent  $1,016,738,000 
—  a  per  capita  average  of 
$1,885.00.    ($204  above 
the  national  average. ) 

Salesmanagement's 
"Survey  of  Buying 

.a  Power  —  1957" 

A    quality    rural 1 market  of  28,520  farm 

homes  with  a  gross  in- 
come of  $377,957,000  —  a 

per  farm  average  gross  income 
of  $14,307.00. 

Census  -  U.S.  Department  of  Agriculture 

NIGHT 

\  5/ .01 

■z 

For  over  35  years  the  Quint-Cities'  senior  station 
(Davenport  and  Bettendorf,  Iowa  -  Rock  Island,  Moline  and  East  Moline,  Illinois) 

Col.  B.  J.  Palmer,  President 
Ernest  C.  Sanders,  Manager 
Mark  Wodlinger,  Sales  Mgr. 

woe RADIO  M 

Tri-City  Broadcasting  Co.,  Davenport,  Iowa 
Peters,  Griffin,  Woodward,  Inc. 
Exclusive  National  Representatives 
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And  the  fourth  "R"—  Radio— is  strong,  too! 

It's  a  very  healthy  educational  picture  in  Metropolitan  Washington.  409 
elementary  schools.  88  secondary  public  schools.  Well  over  100  parochial 

and  private  preparatory  schools.  21  universities  and  colleges.  And  more 

impressive  than  statistics  on  structures  is  the  individual  attention  given 

the  student.  Current  expense  per  public  school  pupil  is  $322 — compared 

to  the  U.S.  average  of  $300.*  It's  not  that  Metropolitan  Washington  sets 

a  higher  value  on  education.  It's  just  that  the  efforts  of  officials  and  citizens 
alike  seem  to  head  the  class. 

Washington's  fourth  "R" — Radio — gets  high  marks  as  well, 
especially  ivhen  you  use  Station  WWDC.  The  July  PULSE 

showed  us  with  an  average  tveekly  audience  share  of  19.8% — 

almost  tivo  full  points  ahead  of  our  closest  competitor.  And  eight 

of  our  programs  %oere  in  the  Top  15.  We  have  a  simple  formula 

— to  be  a  listenable  station  to  our  audience,  and  a  promotional 

station  to  our  hundreds  of  national  and  local  advertisers.  The 

mutually  happy  result — ever-increasing  listeners  for  us,  ever- 

increasing  sales  for  you. 

WWDC 

radio  Washington 

^Economic  Development  Committee,  Washington  Board  of  Trade   REPRESENTED  NATIONALLY  BY  JOHN  BLAIR  &  CO. 
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10th  ANNIVERSARY 
ED  SULLIVAN  SHOW 

MERC  HA  NOISING  A  WARD 

I  hunks-  Ed. 

K&E  and  CBS f 

We  wear  our  medals  proudly 

in  KEL-O-LAND,  America's 
most  award-winning  market. 

And  we  give  the  advertiser 

a  broad  front  to  pin  them 

on.  For  KEL-O-LAND  com- 

prises 73,496  square  miles 

of  viewers  in  four  states.* 

Joe  Floyd's  unique  tv,  boost- 
er hookup  enables  you  to 

buy  this  huge  section  of 

America  off  of  one  single- 
station  rate  card,  at  lowest 

cost -per -thousand  offered 

anywhere. 

"South  Dakota,  Minnesota, 
Iowa,  Nebraska 
See  -V.C.S.  #3  Composite, 
KELO-KDLO-KPLO,  Re-port. 

CBS ABC     •  NBC 

KEL-O-LAND 

KELO-TV 
SIOUX   Falls!    and  boosters 

KDLO-TV 
Aberdeen-Huron-Watertown 

KPLO-TV 
Pierre-Valentine-Chamberlain 

General  Offices:  Sioux  Falls,  S.D. 
JOE  FLOYD,  President 
Evans  Nord,  Gen.  Mgr.,  Larry  Bentson,  V.P. 

REPRESENTED  BY  H-R 
In  Minneapolis :  Wayne  Evans  &  Assoc. 

TRADE  ASSNS. 

NEXT  NAB  CONFERENCE:  S.F.  TODAY 

•  Last  week:  Niskanen  says  profits,  not  cost,  should  be  stressed 

•  Hattwick  suggests  review  of  fundamentals  of  communication 

NAB's  Fall  Conference  series,  pro- 
grammed around  basic  operational  prob- 

lems of  station  management,  enters  the  half- 
way mark  Monday  (Sept.  29)  in  San  Fran- 

cisco after  meetings  held  Sept.  22-23  in 
Oklahoma  City  and  25-26  in  Sun  Valley, 
Idaho. 

After  three  of  the  eight  autumn  meetings 
had  been  concluded,  broadcaster  delegates 
indicated  general  agreement  that  the  1958 
agenda,  running  IVz  days,  was  living  up 

to  hopes  of  the  NAB  board  and  the  head- 
quarters staff. 

NAB  executives  led  discussion  sessions  at 

Oklahoma  City  and  Sun  Valley  that  in- 
cluded participation  by  a  number  of  station 

executives,  following  the  pattern  at  the 

opening  conference  held  Sept.  18-19  in 
Biloxi,  Miss.  [Trade  Assns.,  Sept.  22]. 
Two  advertiser  executives  were  luncheon 

speakers  last  week — Dr.  Melvin  S.  Hattwick, 
director  of  advertising,  Continental  Oil  Co., 
at  Oklahoma  City  Sept.  23,  and  William 

Niskanen,  general  manager  of  Pacific  Trail- 
ways,  at  Sun  Valley.  At  San  Francisco 
Charles  Stuart  Jr.,  advertising  manager  of 
Bank  of  America,  will  address  the  luncheon 
on  the  final  day. 

After  adjournment  at  San  Francisco  the 
fall  series  of  NAB  meetings  will  take  a 

recess,  passing  over  the  World  Series  period 
and  giving  the  NAB  road  crew  headed  by 
President  Harold  E.  Fellows  a  chance  to 

catch  up  with  work  back  in  Washington. 
The  last  half  of  the  conference  series  will 

start  Oct.  13  at  Milwaukee,  Wis.,  moving 

to  Minneapolis  Oct.  16.  The  final  two  meet- 
ings will  be  held  Oct.  20-21  at  Boston  and 

Oct.  27-28  at  Washington. 
Registration  at  Sun  Valley  totaled  140 

the  afternoon  of  the  opening  day,  about 
matching  the  Oklahoma  City  and  Biloxi 
attendance. 

At  Oklahoma  City  President  Fellows  said 
the  decision  of  the  Oklahoma  Criminal 

Court  of  Appeals,  denying  a  burglar's  con- 
tention that  presence  of  tv  at  the  trial  de- 

prived him  of  a  fair  hearing,  marked  "a 
historic  milestone  that  will  be  studied  by 
future  students  of  freedom  of  expression 

in  this  country." He  said  broadcasters,  representing  the 

new  electronic  journalism,  "have  fought 
long  and  arduously  for  more  than  30  years 
to  establish  their  media  on  a  basis  second 

to  none  in  serving  the  people  in  the  area 

of  news  dissemination." 
Broadcasters  should  constantly  emphasize 

their  ability  to  make  money  for  their  adver- 
tisers, Mr.  Niskanen  told  the  Sun  Valley 

broadcasters.  "Don't  ever  ask  anyone  to 
spend  money  with  your  station,  or  to  buy 

time,"  he  said.  "But,  rather  talk  about 
profits.  Show  that  man  how  you  can  in- 

crease his  profits.  Be  enthusiastic  about 

helping  him.  Explain  to  him  how  your  or- 
ganization would  like  to  join  his  team  to 

help  him  increase  his  profits." 

Mr.  Niskanen  said  no  American  need 

apologize  for  the  profit  motive,  noting  "the 
search  for  profit  is  making  our  companies 

stronger  and  America  greater."  He  said 
many  businesses  not  using  broadcast  media 
should  be  advertising  on  the  air,  adding, 

"There  are  a  lot  of  other  advertisers  you 
now  have  who  need  to  advertise  more.  You 

can  actually  do  these  people  a  favor  by 

selling  your  services." 
He  contended  broadcasters  should  not 

depend  merely  on  their  sales  managers  or 

sales  personnel  to  do  the  selling.  "Your 
whole  organization  should  be  your  sales 

department,"  he  said.  "Get  everyone  enthu- 
siastic about  increasing  your  own  sales  and 

profits.  But,  just  as  important,  make  them 

DR.  HATTWICK MR.  NISKANEN 

enthusiastic  about  increasing  the  sales  and 

profits  of  the  sponsors." 
Competition  within  broadcasting  as  well 

as  with  other  media  requires  leadership 

with  "adaptive  ability,"  Mr.  Niskanen  con- 
tended. "In  both  radio  and  tv,"  he  ex- 
plained, "it  can  be  said  if  you  are  doing 

business  today  as  you  were  doing  it  last 

year,  you  are  doing  it  wrong.  Let  me 
caution  you  to  be  alert  to  these  changing 

conditions,  and  also  ask,  as  you  leave  this 
conference:  Are  you  willing  to  go  back  to 

your  business  with  courage  to  make  the 
necessary  changes,  or  are  you  going  to 
keep  whistling  in  the  dark,  hoping  you 

can  keep  on  doing  the  same  as  you  have 
-in  the  past?  Are  you  going  back  to  an 

easy-going,  coasting  type  of  relatively  in- 
active leadership,  or  are  you  going  back 

with  a  firm  determination  to  have  an  en- 

thusiastic, hard-driving,  hard-hitting,  alert 
organization  that  is  sales  and  profit 

minded?" 

People  in  consumer  communications 
(agencies  and  media)  often  fail  to  headline 
a  consumer  benefit  in  their  advertising,  ac- 

cording to  Dr.  Hattwick.  He  told  the  Okla- 
homa City  luncheon  that  those  in  the  adver- 
tising industry  agree  their  communications 

should  be  both  true  and  believable.  "A 
feel  of  the  pulse  of  those  to  whom  such 
communications  are  directed  casts  grave 
doubts  that  the  communicators  really  know 
what  constitutes  either  truth  or  believability 
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in  the  minds  of  most  people,"  he  said. 
Dr.  Hattwick,  traced  these  actions  to 

the  "ego-involvement"  of  communicators, 
saying,  "Today's  advertising  shows  a  shock- 

ing amount  of  doing  what  advertisers  say 
should  not  be  done  .  .  .  and  because  of 

ego-involvement  such  advertisers  are  sel- 
dom aware  of  the  damage  they  do  to 

themselves." 
The  fundamentals  of  communication 

should  be  periodically  reviewed,  he  said, 

and  ego-involvement  pitfalls  should  be 
understood.  He  cited  the  three  fundamentals 

of  effective  communication  as,  "Keep  it 
simple,  headline  a  real  benefit  and  make  it 

believable."  He  suggested  the  "Truth  in 
Advertising"  movement  be  revived.  The 
three  principles  of  believable  communica- 

tion, he  added,  include,  "That  people's 
beliefs  are  based  on  feelings  and  emotions 
more  than  on  reason  (or  even  truth);  that 

people  believe  what  comes  from  an  au- 
thoritative source  .  .  .  when  that  source 

is  unquestionable;  and  that  people  believe 
what  they  want  to  believe,  and  what  fits 

into  their  own  experience." 
At  a  Sun  Valley  radio  panel  Gordon 

McLendon,  head  of  the  McLendon  sta- 
tion group,  predicted  that  within  two  to 

five  years  radio  will  increase  its  share  of  the 
advertising  dollar  from  6  cents  to  20  cents. 

This  increase  was  tied  to  further  develop- 
ment of  the  retail  advertising  market. 

"Saturdays  and  Sundays  will  be  as  good 
as  weekdays,"  he  predicted,  adding  that 
radio's  night  tunein  is  only  20%  under 
the  daytime  figure.  "Newspapers  can't 
match  radio  circulation  in  any  market," 
he  contended.  He  opposed  superpower  for 
radio  stations  and  suggested  the  FCC  should 
permit  directional  vhf  tv  signals. 

Two  NAB  Technical  Committees 

Appointed  by  President  Fellows 

Two  committees  serving  in  a  technical 
advisory  role  were  named  last  week  by 
NAB  President  Harold  E.  Fellows.  They 
are  the  Engineering  Advisory  Committee, 

one  of  the  association's  standing  commit- 
tees, and  the  Broadcast  Engineering  Con- 

ference Committee,  which  arranges  pro- 
gramming for  the  annual  technical  meeting 

to  be  held  during  the  next  NAB  spring 

convention  (March  15-19,  Conrad  Hilton 
Hotel,  Chicago). 

Jay  W.  Wright,  KSL-AM-TV  Salt  Lake 
City,  was  named  chairman  of  the  En- 

gineering Advisory  Committee.  Other  mem- 
bers are:  Max  H.  Bice,  KTNT  (TV)  Ta- 

coma,  Wash.;  A.  James  Ebel,  KOLN-TV 
Lincoln,  Neb.;  George  E.  Gautney,  Gaut- 
ney  &  Jones,  Washington,  D.  C,  president 
of  Assn.  of  Federal  Communications  Con- 

sulting Engineers;  Ralph  N.  Harmon,  West- 
inghouse  Broadcasting  Co.;  Joseph  H. 
Mitchell,  WFLA  Tampa,  Fla.;  Frank  Marx, 

ABC;  James  D.  Parker,  CBS-TV;  Leslie 
Learned,  MBS;  Andrew  L.  Hammerschmidt, 
NBC. 

Allan  Powley,  WMAL  -  AM  -  FM  -  TV 
Washington,  was  named  chairman  of  the 
conference  committee.  Other  members  are: 

James  H.  Butts,  KBTV  (TV)  Denver;  John 

H.  DeWitt,  WSM  Nashville,  Tenn.,  NAB 

Convention  Committee  radio  liaison;  Jo- 
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seph  B.  Epperson,  WEWS  Cleveland;  Julius 
Hetland,  WDAY  Fargo,  N.  D.;  Wilson 
Raney,  WREC  Memphis;  James  D.  Russell, 
KKTV  (TV)  Colorado  Springs,  Colo.,  NAB 

Convention  Committee  tv  liaison;  Mel  Bur- 
rill,  KIMA-TV  Yakima,  Wash.;  Raymond 
F.  Guy,  NBC;  Messrs.  Marx,  Parker  and 
Learned. 

John  Sheehan  Succeeds  Barrett 

As  TvB  National  Sales  Director 

John  R.  Sheehan,  Television  Bureau  of 
Advertising  sales  executive  since  February 
1957,  has  been  named  TvB  director  of 
national  sales,  it  is  being  announced  today 

(Sept.  29)  by  Nor- 
man E.  Cash,  pres- 

ident. He  succeeds 

Halsey  V.  Barrett, 

who  has  resigned  ef- fective Oct.  1. 

Two  other  sales 

appointments  also 
were  announced  last 

week:  Guy  Cunning- 
ham, most  recently 

with  Outdoor  Life 

magazine,  and  for 
over  10  years  with 

CBS,  has  joined  TvB's  national  sales  di- 
vision; Peter  J.  Krug,  formerly  tv-radio 

director  at  Calkins  &  Holden,  New  York, 
joins  as  a  sales  executive. 

Mr.  Sheehan's  experience  includes  a  vice 
presidency  and  directorship  of  tv-radio  at 

Cunningham  &  Walsh,  and  tv-radio  direc- 
torship at  Buchanan  &  Co.,  as  well  as  spe- 

cialization in  broadcasting  and  motion  pic- 
tures with  General  Electric  Co. 

Mr.  Barrett  has  been  national  sales  di- 

rector since  1955.  His  first  broadcast  post 
was  with  WOR  New  York  in  1939,  two 

years  later  moving  to  WNEW  New  York 
and  after  the  war  joining  CBS.  In  1948  he 
became  associated  with  the  old  DuMont 

Television  Network,  holding  spot  and  net- 
work sales  posts. 

Wis.  Broadcasters  Set  Agenda 

The  agenda  for  the  Wisconsin  Broad- 

casters Assn.'s  convention  in  Madison  Oct. 

10-11,  in  cooperation  with  the  U.  of  Wis- 
consin, was  announced  last  week  by  Mig 

Figi,  general  manager  of  WAUX  Waukesha 
and  WBA  treasurer. 

Meetings  at  the  Lorraine  Hotel  will  open 

Friday  with  a  business  session  including 

election  of  officers  and  directors.  Key  talks 

will  be  given  by  Dr.  Conrad  Elvehjem, 

president  of  the  U.  of  Wisconsin,  and  Dr. 

Ira  Baldwin,  assistant  to  the  president.  H. 

B.  McCarty,  director  of  the  radio-tv  educa- 

tion department,  will  discuss  the  university's 
broadcasting  activities.  Open  house  at  its 

radio-tv  studios  will  precede  reception  and 
dinner  at  the  Lorraine  Hotel. 

Quaal  Heads  NAB  Labor  Group 

Ward  L.  Quaal,  WGN-AM-TV  Chicago, 
has  been  named  chairman  of  the  NAB 

Labor  Relations  Advisory  Committee  by 

President  Harold  E.  Fellows.  Other  mem- 

bers named  to  the  committee  were  Rich- 
ard M.  Brown,  KPOJ  Portland,  Ore.;  Har- 
old Grams,  KSD-TV  St.  Louis;  William 

Grant,  KOA-TV  Denver;  Leslie  C.  John- 
son, WHBF  Rock  Island,  111.,  Robert  B. 

Jones  Jr.,  WFBR  Baltimore;  John  S.  Riggs, 
WHAM  Rochester,  N.  Y.;  Calvin  J.  Smith, 
KFAC  Los  Angeles;  Harold  C.  Stuart, 
KVOO  Tulsa,  Okla.;  Richard  L.  Freund, 
ABC;  William  C.  Fitts  Jr.,  CBS;  Joseph  F. 

Keating,  MBS,  and  B.  Lowell  Jacobsen, 

NBC. 

Kops  Re-Elected  by  AP  Group; 

Radio-Tv  News  Needs  Explored 

Daniel  W.  Kops,  president  of  WAVZ 
New  Haven,  Conn.,  and  WTRY  Troy, 

N.  Y.,  was  re-elected  president  of  the  As- 
sociated Press  Radio  &  Television  Assn. 

last  week.  His  re-election  was  announced 
after  a  board  meeting  in  New  York  of  the 

organization — made  up  of  AP  broadcasters 
who  act  as  liaison  between  2,000  radio  and 

tv  member  stations  and  AP's  management. 
The  board  also  heard  two  reports,  one 

by  the  APRTA  news  committee  by  Tom 
Powell,  WGBI  Scranton  news  director  who 
is  chairman;  the  other  by  AP  Radio  News 
Editor  John  Aspinwall. 

Mr.  Powell  noted  that  a  study  made  shows 
two  groups  of  broadcasters  asking  for  news 
reports  with  opposing  objectives.  One  group 

— a  majority  segment — seeks  an  abundance 
of  short  items  to  supply  a  multiplicity  of 

daily  news  programs,  and  the  other  wants 

more  detail  including  background  and  in- 
terpretation. He  also  reported  trends  to  an 

increasing  use  of  local  news  and  a  demand 
for  in-depth  reporting. 

Mr.  Powell  said  there  was  a  need  for 

more  regional  and  state  news.  Mr.  Aspinwall 

told  the  board  that  steps  already  have  been 

taken  in  many  states  to  "beef  up"  the  re- 
gional news  file.  Mr.  Aspinwall  also  pointed 

up  AP's  policy  of  expanding  five-minute 
summaries  a  few  months  ago  as  making  the 

news  wire  "much  more  flexible  and  much 

more  usable." Also  re-elected  by  the  board  to  APRTA 
were  Tom  Eaton,  WTIC  Hartford,  Conn., 

first  vice  president;  Joe  H.  Bryant,  KCBD- 
TV  Lubbock,  Tex.,  second  vice  president; 

Jack  Dunn,  WDAY-TV  Fargo,  N.  D.,  third 
vice  president;  William  W.  Grant,  KOA 

Denver,  fourth  vice  president;  Oliver  Gram- 

ling,  AP  assistant  general  manager,  secre- 

tary, and  Robert  Booth,  AP's  treasurer, 
treasurer. 

Morton  Re-Elected  by  Film  Group 

Maurice  Morton,  vice  president,  Mc- 

Cadden  Corp.,  was  re-elected  president  of 
the  Alliance  of  Television  Film  Producers, 

association  of  22  companies  engaged  in  the 

production  of  film  programs  for  tv.  Other 

officers  for  the  coming  year  are:  vice  pres- 

ident Armand  Schaefer,  Flying  A;  secre- 

tary, Bernard  Weitzman,  Desilu,  and  treas- 
urer, Robert  Stabler,  Filmaster.  Additional 

executive  committeemen  are:  John  Find- 
later,  Revue;  Archer  Zamloch,  Hal  Roach, 

and  Maurice  Unger,  Ziv. 
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All-Media  Convention  Agenda 

Arranged  by  Promotion  Group 

Emphasis  will  be  on  all  media — print  as 
well  as  broadcast — during  the  Broadcasters 

Promotion  Assn.'s  third  annual  convention- 
seminar  in  St.  Louis  Nov.  16-19.  Elliott 
W.  Henry  Jr..  ABC  Central  Div.  and  BPA 
president,    announced    last  week. 

c  harles  Lipscomb  and  Edward  A.  Fala- 
sea,  president  and  creative  vice  president 

of  American  Newspaper  Publishers  Assn.'s 
Bureau  of  Advertising,  will  speak  at  the 
opening  session.  Also  scheduled  are  A.  M. 

Snook,  Chicago  manager  of  Magazine  Ad- 
vertising Bureau,  and  a  representative  of 

Outdoor  Advertising  Inc. 

A  session,  "breaking  into  print,"  will  in- 
clude talks  by  Jack  Perlis,  public  relations 

counsellor,  and  Pete  Rahn.  radio-tv  editor 
of  the  St.  Louis  Globe-Democrat.  Dr. 
Thomas  Coffin,  NBC  research  director,  and 
Dr.  E.  L.  Deckinger,  vice  president  and 
media  director.  Grey  Adv.,  will  analyze 

"rating  madness."  A  "pick  the  brain"  idea 
exchange  is  planned. 

John  F.  Hurlbut,  WFBM-AM-TV  In- 

dianapolis, is  convention  program  chair- 
man, and  Don  B.  Curran.  KTVI  (TV)  St. 

Louis,  convention  arrangements  chairman. 

The  BPA  convention  will  be  open  to  all 

personnel  in  advertising,  broadcasting  and 
allied  fields.  Fee  for  all  sessions  is  $30  for 

members  and  $35  for  non-members.  Regis- 
tration is  being  handled  by  William  Pierson, 

VVBKB  (TV)  Chicago.  Assisting  Mr.  Hurl- 

but  in  convention  program  planning  are 
Carol  Vinson.  KSLA-TV  Shreveport,  La.; 
Clayton  Kaufman.  WCCO  Minneapolis;  L. 
Walton  Smith.  Transcontinent  Television, 
Rochester.  N.  Y..  and  William  Waler, 
WFGA-TV  Jacksonville,  Fla. 

AAAA  Central  Unit  to  Discuss 

Agency  Profits,  Public  Relations 

Agency  profits  and  public  relations  will 

be  among  major  topics  to  be  explored  dur- 

ing the  opening  day  management  session 
of  the  American  Assn.  of  Advertising 

Agencies  central  region's  21st  annual  meet- 

ing in  Chicago  Oct.  9-10.  Workshop  ses- 
sions will  dominate  the  second  day  meeting 

for  all  agency  members. 

Key  speakers  at  the  Thursday  sessions, 
under  chairmanship  of  James  G.  Cominos, 

vice  president  in  charge  of  radio-tv  at  Need- 
ham,  Louis  &  Brorby  Inc.  and  region  chair- 

man, include  Frederic  R.  Gamble,  AAAA 

president,  discussing  "What's  Happening  to 
Agency  Profits  and  WHY?  What  Can  Agen- 

cies Do  About  It?"  J.  Davis  Danforth,  ex- 

ecutive vice  president,  BBDO,  on  "Adver- 

tising Agencies  in  the  1960s,"  and  Bryan 
Houston,  board  chairman,  Bryan  Houston 

Inc.,  on  public  relations,  "So  It's  a  Busi- 
ness." Panel  session  on  individual  problems 

will  follow  Mr.  Houston's  talk,  comprising 
Larry  Wherry,  Wherry,  Baker  &  Tilden; 

Arthur  Tatham,  Tatham-Laird;  Earle  Lud- 

gin,  Earle  Ludgin  &  Co.,  and  Melvin  Bror- 
by, Needham,  Louis  &  Brorby. 

Executive  manpower  prospects  will  be 

canvassed  by  Moorhead  Wright,  manage- 
ment development  consultant  for  General 

Electric  Co.,  at  a  management  luncheon, 

with  a  talk  titled  "Development  of  Men." 
Panelists  and  subjects  comprising  the  after- 

noon session : 

Robert  Stafford,  Knox  Reeves  Adv.;  Gor- 

don Buck,  Handy  Assoc.,  and  others — 
"How  to  Take  the  Gamble  Out  of  Hiring 

and  Firing";  George  Callos,  Klau-Van 
Pietersom-Dunlap,  and  William  J.  Muller, 

Arthur  Anderson  &  Co. — "Incentive  Com- 
pensation"; Morris  Hite,  Tracy-Locke  Co.; 

Philip  Schaff,  Leo  Burnett  Co.;  Paul  Phil- 
lips, Knox  Reeves  Adv.;  John  T.  Miller. 

Alex  T.  Franz — "Costs  and  Profits";  Peter 

J.  Cavallo,  D'Arcy  Adv.  Co.;  Arthur  H. 
Lund,  Campbell-Mithun;  Louis  Tilden, 
Wherry,  Baker  &  Tilden;  Ira  Rubel,  Ira  Ru- 
bel  Inc.,  and  John  White,  McCann-Erick- 

son — "Organization  of  Tv-Radio  Functions 

in  Advertising  Agencies." 

Baltimore,  Chicago  Chapters 

Formally  Chartered  by  ATAS 

Charters  for  new  Baltimore  and  Chicago 

chapters  of  the  Academy  of  Tv  Arts  &  Sci- 
ences have  been  ratified  by  the  ATAS  board 

of  trustees,  which  met  in  Los  Angeles,  Sept. 

10-11.  The  Baltimore  chapter  adds  102 
members  to  ATAS  and  Chicago  chapter  an 
additional  500  members. 

During  the  two-day  meeting,  the  follow- 
ing business  also  was  taken  up: 

•  Recommendations  for  changes  in  the 

annual  Emmy  Awards  telecast  on  NBC-TV. 
The  changes  now  will  be  studied  by  a  spe- 

cial committee  before  any  action  is  taken. 

•  Shelving  of  a  committee  report  that 

proposed  including  categories  for  tv  com- 
mercials in  the  awards.  It  was  unofficially 

learned  that  the  report  was  tabled  until  such 

time  "further  study"  may  resolve  possible 
conflict  arising  out  of  airing  commercials 
of  non-NBC  clients.  ATAS  has  a  contract 
with  NBC-TV  under  which  that  network 

has  the  option — until  1962 — to  air  any  and 
all  Emmy  award  shows. 

•  Acknowledging  the  gift  offer  from  Am- 
pex  Corp.,  Redwood  City,  Calif.,  to  supply 
all  three  networks  with  free  videotape  for 

recording  all  award-winning  live  shows  for 
inclusion  in  the  ATAS  archives. 

Attending  the  meeting  were  the  follow- 
ing ATAS  trustees:  N.  Y.  chapter  head 

Robert  S.  Lewine,  NBC-TV  programming 

vice  president;  CBS-TV  executive  vice  presi- 
dent Hubbell  Robinson  Jr.;  Screen  Gems 

Inc.  promotion  director  Henry  White; 

Screen  Gems  Inc.  production  vice  president 

Harry  S.  Ackerman,  ATAS  national  presi- 
dent; Desilu  president  Desi  Arnaz;  NBC 

staff  producer  W.  Fenton  Coe;  freelance  di- 
rector Fred  De  Cordova;  Martero  Produc- 

tions Inc.  president  Louis  F.  Edelman;  free- 
lance director  Sheldon  Leonard;  Ryder 

Sound  Services  president  Loren  L.  Ryder; 

BBDO  vice  president  and  Los  Angeles  man- 

ager Wayne  Tiss;  Capitol  Records  Inc.'s Paul  Weston  and  tv  actress  Jane  Wyatt. 

On  Sept.  16  the  Chicago  chapter  ce!e- 

PAUL  HEINECKE,  PRESIDENT 

LICENSING  THE  PERFORMANCE. 

MECHANICAL  OR  SYNCHRONIZATION   RIGHTS  IN 

"THE  BEST  MUSIC  IN  AMERICA" 

TO  THE-  ENTIRE  ENTERTAINMENT  INDUSTRY, 
RADIO,  TELEVISION,  MOTION  PICTURE,  TRANSCRIPTION 

AND   PHONOGRAPH   RECORD  COMPANIES,  THEATRES, 

CONCERT  HALLS,  HOTELS,  ETC.,  WITH 

A  REPERTORY  OF  DISTINCTION 

PRODUCERS  OF  THE  FAMOUS 

SESAC  TRANSCRIBED  LIBRARY 

THE  COLISEUM  TOWER 
10  COLUMBUS  CIRCLE 
NEW  YORK  \9,  N.  Y. 
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AUTHORITY 

Your  voice  takes  on  added  persuasiveness  in  San  Diego,  America's 

fastest  growing  market,  when  it's  heard  over  KFMB  in  the  authoritative 

company  of  voices  like  Murrow's,  Cronkite's,  Sevareid's  and  Thomas'. 

Regional  Radio  KFMB-CBS  from  San  Diego  is  the  Superior  Service  for 

the  better  part  of  Southern  California,         p"  |^|  £^  ̂AN  DIEGO 
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TRADE  ASSNS.  continued AWARDS 

brated  its  admission  to  ATAS  with  a  ban- 

quet at  that  city's  Sheraton  Hotel.  At  the 
celebration  WBBM-TV  originated  and 
produced  the  special  Chicago  Academy 

Show  (9:30-10  p.m.)  with  Chicago's  other 
three  tv  stations  participating.  CBS-TV 

peisonalit>  Ed  Sullivan  acted  as  m.c,  pre- 
senting the  charter  to  Irv  Kupcinet,  Chicago 

Sun-Times  columnist  and  head  of  the  local 
chapter. 

News  Editors  Agenda 

Adds  Research  Study 

An  American  Research  Bureau  study, 

"News  Audiences  Mean  More  to  Adver- 

tisers," and  an  address  by  NAB  President 
Harold  E.  Fellows  are  new  features  added 
to  the  Radio  Television  News  Directors 

Assn.  Oct.  15-18  convention  at  the  Black- 
stone  Hotel,  Chicago. 

Mr.  Fellows  will  discuss  "Management 

Responsibilities  in  News"  at  the  Oct.  17 
luncheon.  Joseph  Sedgwick,  Queen's  coun- 

sel and  former  legal  counsel  to  Canadian 

Broadcasters  Assn.,  will  address  a  Satur- 
day luncheon. 

The  RTNDA  agenda  includes  CBS  com- 
mentator Edward  R.  Murrow;  Irving  Gitlin, 

CBS  public  affairs  director;  Meade  Alcorn 

and  Paul  Butler,  chairmen  of  the  Repub- 
lican and  Democratic  National  Committees, 

respectively;  Robert  D.  Swezey,  WDSU- 
AM-TV  New  Orleans  and  chairman  of 

NAB's  Freedom  of  Information  Committee; 
Charles  S.  Rhyne,  president  of  American 

Bar  Assn.;  Jim  Bormann,  WCCO  Minneap- 
olis, and  others. 

ARB's  "first  release"  of  a  study  on  news 
and  advertisers  will  be  part  of  an  Oct.  17 

afternoon  "Television  Workshop,"  with 
Ralph  Renick,  WTVJ  (TV)  Miami  and 

RTNDA  vice  president-tv,  as  moderator. 
James  W.  Seiler,  ARB  director,  will  make 
the  presentation. 

Network  representatives  include  John 

Secondari,  chief  of  ABC's  Washington  bu- 
reau, on  "Preparing  the  Public  Affairs 

Show";  Don  Meany,  NBC's  national  tv 
news  editor,  on  "How  Stations  Can  Help 
Networks  With  Film  Coverage,"  and  John 
Day,  CBS  news  director,  on  "Covering 
Fast-Breaking  News  for  Television  Spe- 

cials." 
Second  panel  comprises  Bob  Tripp, 

WFAA-TV  Dallas;  Floyd  Kalber,  KMTV 
(TV)  Omaha,  Neb.;  Greg  Gamer,  KAKE- 
TV  Wichita,  Kan.,  and  Robert  Hoyt,  WSBT- 
TV  South  Bend,  Ind.  Other  workshop 

speakers  are  Harold  Baker,  WFGA-TV 

Jacksonville,  Fla.,  on  "Covering  Cape  Ca- 
naveral," and  Prof.  Fred  Seibert,  Michigan 

State  U..  East  Lansing,  who  will  give  an 

educator's  view  on  "What  Is  Libel  in  Tv 
News."  WGN-TV  Chicago  will  give  an 
Ampex  videotape  recording  demonstration. 

The  RTNDA  convention  begins  Wednes- 
day (Oct.  15)  evening  with  a  talk  on  equal 

radio-tv  access  to  public  proceedings  by  Mr. 
Bormann. 

A  Swezey-Rhyne  debate  on  Canon  35 
will  be  included  in  a  panel  session,  with  a 

question-answer  period.  Edward  F.  Ryan, 
WTOP    Washington     and    chairman  of 

RTNDA's  Freedom  of  Information  Com- 
mittee,  will   be  moderator. 

Tom  Eaton.  WTIC  Hartford,  will  con- 

duct an  election  workshop  featuring  Vin- 
cent Wasilewski,  NAB  government  relations 

manager,  on  "Legal  Aspects  of  the  Cam- 

paign  Coverage";  Jack  Shelley.  WHO-TV 
Des  Moines,  on  "Coverage  by  the  50  Kw 
Station";  Jim  Byron,  WBAP-AM-TV  Fort 
Worth,  on  "The  Texas  Election  Coverage"; 
Monroe  Benton,  WTRY  Troy.  N.  Y., 

"Small  Station  Election  Coverage,"  and 
Robert  Mott,  KWSC  Pullman,  Wash.,  non- 

commercial outlet,  on  pooling  facilities  for 
election  coverage. 

The  annual  Paul  White  award  and  hon- 
ors for  best  news  operations,  conducted 

by  RTNDA  in  cooperation  with  North- 
western U.'s  Medill  School  of  Journalism, 

will  be  presented  at  the  closing  banquet. 

Ward  Fills  Cady  Post  at  NAB 

Harry  H.  Ward,  continuity  acceptance 
supervisor  at  NBC  Chicago,  has  been  named 
assistant  director  of  the  NAB  Tv  Code.  He 

succeeds  Charles  S.  Cady,  who  resigned  to 

become  national  sales  manager  of  WCSC- 
TV  Charleston,  S.  C,  effective  Oct.  15 

[People,  Sept.  22].  Mr.  Ward,  37,  has  been 
with  NBC  since  1948.  He  formerly  had  been 

a  copywriter  for  Montgomery  Ward  &  Co. 
and  has  done  freelance  radio-tv  commercial 
and  dramatic  writing.  At  NAB  he  will  report 
to  Edward  H.  Bronson,  Tv  Code  director. 

Daley  to  Face  Chicago  Ad  Group 

Chicago  Mayor  Richard  J.  Daley  will  ad- 
dress the  first  fall  luncheon  meeting  of  the 

Chicago  Broadcast  Advertising  Club  at  the 
Sheraton  Hotel  Oct.  7,  it  was  announced 

last  week.  Major  Daley  will  discuss  the 

city's  "20-year  development  plan"  and  the 
role  envisioned  for  the  local  broadcast  in- 

dustry in  bringing  it  to  fruition. 

TRADE  ASSN.  SHORTS 

Advertising   Federation    of   America  has 
opened  new  branch  office  in  Washington, 
D.  C,  at  1320  G  St.,  N.  W.  Mrs.  Vivian 
Reed  is  office  secretary. 

West  Coast  Electronic  Manufacturers  Assn. 

announces  new  North-West  Council  joining 
activities  in  Portland,  Ore.,  and  Seattle, 
Wash.  Officers:  Lawrence  R.  Rockwood, 

v.p.,  Electro-Measurements  Inc.,  chairman; 
Ray  Dilling,  v.p.,  Tally  Register  Corp., 
Seattle  vice-chairman,  and  Bill  Webber, 

v.p.,  administration,  Tektronix  Inc.,  Port- 
land vice-chairman.  Mr.  Rockwood  be- 
comes v.p.  and  director  of  WCEMA, 

RAB:  1,000  PITCHES 

Radio  Advertising  Bureau's  1,000th 
presentation  in  the  1958  regional  sales 
"barrage"  series  was  chalked  up  Sept. 
24  when  an  executive  sales  team  told 

,the  Michigan  Bell  Telephone  Co.  why 

it  should  use  radio.  By  year's  end  1,900 
presentations  will  have  been  delivered, 
RAB  figures. 

Beverage  Sponsors  Winners 
In  Radio  Commercial  Poll 

Beverage  advertisers  led  a  national  popu- 

larity survey  of  radio  commercials  con- 
ducted by  John  Blair  &  Co.,  station  repre- 

sentative. 
A  commercial  prepared  by  Leo  Burnett 

Co.  for  National  Tea  Council  was  first,  with 
a  Tetley  Tea  commercial  by  Ogilvy,  Benson 

&  Mather  ranking  second.  Winston  Ciga- 
rettes, through  William  Esty,  won  third 

place  followed  by  Pepsi-Cola,  through 

Kenyon  &  Eckhardt,  in  fourth  place.  Bud- 

weiser,  through  D'Arcy  Adv.,  was  fifth  and 
Slug-a-Bug,  through  Wesley  Assoc.,  was 
sixth. 

The  survey  included  voting  by  2,000  ad- 

vertising and  broadcasting  executives  na- 

tionally plus  a  Pulse  Inc.  consumer-check 
on  spot  radio  commercials  in  the  top  10 
markets,  results  of  which  were  correlated. 

Votes  were  tabulated  by  nine  marketing 

regions.  In  five  of  the  regions,  the  area 

winner  also  placed  among  the  national  win- 
ners but  in  four  areas  a  regional  advertiser 

led  the  voting. 

These  regional  leaders  received  special 
awards:  Pepperidge  Farms  (Ogilvy,  Benson 

&  Mather),  Mid-Atlantic  states;  Busch  Ba- 
varian Beer  (Gardner  Adv.),  West  South 

Central  states;  Hamm's  Beer  ( Campbell  - 
Mithun),  Mountain  states,  and  Butter-Nut 
coffee  (Buchanan-Thomas  Adv.),  Pacific 
states. 

The  Blair  company  has  conducted  three 
surveys  in  recent  years.  R.  J.  Reynolds 

(Winston  and  Camel)  and  Anheuser-Busch 
(Budweiser)  placed  in  all  three. 

TRANSISTOR  radio  is  presented  by  Clifford 

Barborka  (I),  vice  president  and  Chicago 

manager  of  John  Blair  &  Co.,  to  Leo  Bur- 
nett of  Leo  Burnett  Co.,  whose  commercials 

for  National  Tea  Council  won  top  place 

in  the  Blair  firm's  latest  spot  radio  com- mercial survey. 

Local-State  Deadlines  Extended 

In  Voice  of  Democracy  Contest 

Deadlines  for  judging  of  the  1958-59 
Voice  of  Democracy  broadcast  scriptwriting 
contest  have  been  extended  to  provide  an 
additional  month  for  selection  of  winners. 
State  winners  will  be  selected  by  Jan.  10, 

1959,  under  the  new  schedule.  Winners  in 
each  school  are  to  be  chosen  by  Nov.  15 
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AWARDS  CONTINUED MANUFACTURING 

and  community  winners  by  Dec.  1. 
The  contest  is  sponsored  by  NAB  and 

Electronic  Industries  Assn.  in  cooperation 

with  Veterans  of  Foreign  Wars.  Radio-tv 
stations  sponsor  the  contest  in  their  com- 

munities and  state  broadcaster  associations 
at  the  state  level. 

AWARDS  SHORTS 

W.  D.  (Farmer  Bill)  Click,  WSAZ-AM-TV 
Huntington.  W.  Va..  farm  director,  named 

'"Farmer  of  the  Year"  and  received  1958 

"Distinguished  Service  to  Agriculture 
Award"  at  39th  annual  meeting  ot  West 
Virginia  Farm  Bureau. 

WISN  Milwaukee  was  named  winner  of 

Milwaukee  Music  Industry's  "Millie" 
award  for  "most  outstanding  public  service 

work  in  past  year."  WISN  was  first  radio 
station  to  be  so  honored.  "Millie"  having 
gone  to  personalities  in  first  two  years. 

Carroll  Alcott,  KNX  Los  Angeles  newsman, 
honored  by  All  City  Employes  Assn.  of 

Los  Angeles  with  gold  plaque  of  merit.  In- 
scribed resolution  proclaimed  Mr.  Alcott 

as  consistently  offering  to  city's  citizens 
"most  comprehensive  analysis  of  local 

news." 
KABC  Los  Angeles  presented  with  Allstate 

Safety  Crusade  Certificate  of  Commenda- 

tion for  station's  "Operation  Airwatch" 
program.  Certificate  stated  that  KABC's 
"Airwatch"  performs  "vital  daily  public 
service  to  freeway  motoring  public."  Award 

was  first  to  be  given  to  California  radio 
station. 

Dr.  Merle  L.  Dundon,  assistant  manager  of 
Film  Emulsion  &  Plate  Manufacturing  Div., 
Eastman  Kodak  Co.,  Rochester,  N.  Y., 
selected  for  Herbert  T.  Kalmus  Gold  Medal 

Award  by  Society  of  Motion  Picture  and 
Television  Engineers.  SMPTE  cited  Dr. 

Dundon's  "outstanding  contributions  to  the 
development  of  color  film  products  for 

motion  picture  and  television  industries." 

Art  Directors  Club  of  Los  Angeles  an- 
nounces it  will  receive  entries  for  its  14th 

annual  Western  Exhibition  of  Advertising 
and  Editorial  Art,  after  Oct.  I.  More  than 
3,600  individual  entries  were  submitted  to 

All-West  show  last  year.  Some  350  were 
selected  and  hung  for  final  judging  and 
then  exhibited  for  month  at  California 

Museum  of  Science  and  Industry  in  Los- 
Angeles.  Medal  awards  and  certificates  of 
merit  will  also  be  given  to  winners  this 

year. 
Edward  R.  Murrow,  CBS  news  analyst,  to 
receive  fifth  annual  Human  Rights  Award 
of  Joint  Defense  Appeal,  to  be  presented 

at  dinner  Oct.  22  at  New  York's  Waldorf- 
Astoria. 

WIS  Columbia,  S.  C,  given  Associated 
Press  Superior  Award  for  news  coverage 
in  South  Carolina  for  second  consecutive 

year.  News  director  Ken  Kurtz  accepted 
award. 

Fm  Tuner  From  Granco  Designed 

To  Cut  Down  Price  of  Receivers 

Granco  Products  Inc.,  Long  Island  City, 

N.  Y.,  last  Thursday  (Sept.  25)  introduced 
a  patented  tuning  device  for  fm  receivers, 
which  the  company  claims  will  expand  the 
fm  market  substantially  by  reducing  costs. 

Company  officials  said  at  a  news  confer- 
ence in  New  York  that  the  low-cost  tuner 

will  be  instrumental  in  creating  "a  mass 
market  for  fm  receivers,  now  that  the  major 

obstacle  of  high  cost  has  been  eliminated." 
They  declined  to  specify  the  percentage  of 
the  reduction,  as  compared  with  present 
tuners,  but  said  use  of  the  device  will  make 

possible  the  manufacture  of  high-perform- 
ance fm  receivers  at  a  cost  comparable  to 

present  am  sets. 
The  tuner  is  no  larger  than  a  pack  of 

king-size  cigarettes  and  incorporates  minia- 
turized components  and  original  circuitry. 

Production  tooling  has  been  completed,  offi- 
cials said,  and  initial  output  has  been  set  at 

1,000  units  per  day. 

Initially  the  device  will  be  used  in  the 
1959  line  of  Granco  fm  and  am-fm  radio 
receivers;  later  it  will  be  made  available  to 
other  manufacturers  for  use  in  equipment 
of  their  own  design. 

MANUFACTURING  SHORTS 

H.  H.  Scott  Inc.  (high  fidelity  components), 

Maynard,  Mass.,  announces  new  36-w 
amplifier  (Model  209),  including  pre-ampli- 
fier,  comprehensive  tape  and  stereophonic 

facilities  and  36-w  power  stage.  Model  is 
claimed  to  be  easily  convertible  to  stereo. 

Among  special  features  are  accoustic  level 
control,  tape-recorder  and  record  equalizer 
facilities.  Catalog  and  specifications  are 
available  from  H.  H.  Scott  Inc.,  Dept.  P, 
111  Powdermill  Road,  Maynard,  Mass. 

Mitchell  Camera  Corp.,  Glendale,  Calif., 
offers  Mitchell  Robot  Focus  Control  which 

allegedly  makes  possible  fellow-focus  scenes 
previously  considered  impractical  or  too 

costly  in  terms  of  camera  set-up  time.  Manu- 
factured for  all  BNC-Studio  cameras,  Robot 

Focus  Control  can  be  used  in  extremely 

confining  sets  or  where  camera  is  mounted 

on  crane  not  equipped  to  hold  camera  as- 
sistant: For  complete  information  write 

Mitchell  Camera  Corp.,  666  W.  Harvard 

St.,  Glendale  4,  Calif. 

Sylvania  Electric  Products  Inc.,  N.  Y.,  an- 
nounces development  of  purified  silicon, 

promising  transistor  and  other  semiconduc- 
tor device  manufacturers  "maximum  uni- 

formity of  electrical  characteristics  at  sub- 
stantial savings  in  cost."  Developed  by  Syl- 

vania's  Chemical  &  Metallurgical  Div.,  new 
silicon  is- said  to  eliminate  guesswork  associ- 

ated with  crystal  "doping"  (impregnation 
with  selected  substances)  since  the  crystals 

are  "virtually  boron-free." 
International  Telephone  &  Telegraph  Corp., 

N.  Y.,  has  declared  third-quarter  dividend 
of  45  cents  per  share  payable  on  Oct.  15, 
1958,  to  stockholders  of  record  at  close  of 
business  last  Friday  (Sept.  19). 

RCA  has  published  348-page  book  on 

"Closed  Circuit  Television  Systems."  Book 
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GRAND  RAPIDS- KALAMAZOO 

TIME  PERIODS Number  of  Quarter  Hours  1 
with  Higher  Ratings 

WKZO-TV Station  B 

Ties  1 

MONDAY  THRU  FRIDAY 
7:30  a.m.  to  5:00  p.m. 

99 
89 2  I 

5:00  p.m.  to  midnight 92 

47 

1  J 

SATURDAY 
8:30  a.m.  to  midnight 38 

23 

1 
SUNDAY 

9:00  a.m.  to  midnight 
43 

17 TOTALS 
272 

176 

4  j 

BUT**.  You  Can  Buy 

Kalamazoo  -  Grand  Rapids 

At  A  Great  Bargain! 

 ; 
NOTE:  The  survey  measurements  are  based  on  sampling  in 
Grand  Rapids  and  Kalamazoo  and  their  surrounding  areas.  In 
ARB's  opinion  this  sample  includes  77%  of  the  population  of 
Kent  County,  and  67%  of  the  population  of  Kalamazoo  County. 

WKZO-TV  —  GRAND  RAPIDS-KALAMAZOO 
WKZO  RADIO  —  KALAMAZOO-BATTLE  CREEK 
WJEF  RADIO  —  GRAND  RAPIDS 
WJEF-FM  —  GRAND  RAPIDS-KALAMAZOO 
WWTV  —  CADILLAC,  MICHIGAN 
KOLN-TV— LINCOLN,  NEBRASKA 

Associated  with 
WMBD  RADIO  —  PEORIA,  ILLINOIS 
WMBD-TV  —  PEORIA,  ILLINOIS 

With  WKZO-TV  you  can  buy  more  territory  and  reach 

more  people  in  Greater  Western  Michigan  than  are 

available  from  any  other  television  station —  600,000 

TV  homes  in  one  of  America's  top-20  markets! 

WKZO-TV  telecasts  from  Channel  3  with  100,000  watts 

from  a  1000'  tower.    It  is  the  Official  Basic  CBS 

Television  Outlet  for  Kalamazoo  -  Grand  Rapids. 

Ask  Avery-Knodel ! 

*WiIliam  H.  Seward  bought  Alaska  from  Russia  in  1867  for  $7,200,000. 

Opponents  of  the  purchase  called  it  "Seward's  Folly". 

WKZO  TV 

100,000  WATTS     •     CHANNEL  3     •     1000'  TOWER 
Studios  in  Both  Kalamazoo  and  Grand  Rapids 

For  Greater  Western  Michigan 

Avery-Knodel,  Inc.,  Exclusive  National  Representatives 

Hi 
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MANUFACTURING  continued EDUCATION 

explains  fundamentals  and  techniques  oi 
c-c  tv  and  is  said  to  be  of  benefit  to  tv 

broadcasters  in  that  it  presents  "data  on 

latest  (closed  circuit)  techniques."  Hard- 
bound, book  is  available  at  $4.50  postpaid, 

Government  Service  Dept.,  RCA  Service 
Co..  Camden  8,  N.  J. 

Zenith  Radio  Corp.  reports  record  produc- 
tion and  shipments  of  remote  control  tv 

receivers,  stereophonic  phonographs  and 
transistor  radios  during  August.  Hugh 

Robertson,  Zenith  president,  claimed  in- 
creased production  represents  sales  to  con- 
sumers, not  inventory  build-up.  and  sales 

volume  ran  20%  ahead  of  same  month 

last  year.  He  added  that  factories  are  now 

at  full  capacity,  "with  maximum  produc- 
tion scheduled  during  coming  months." 

Califone  Corp.,  Hollywood,  introduces  1959 

Director  model  12V-9,  featuring  new  12- 
watt  straight  AC  amplifier  with  increased 
frequency  range  and  distortion  reduced  to 

claimed  "negligible  minimum."  Newest  fea- 
tures are  plug-in  cartridge  (either  monaural 

or  stereo),  outlet  for  second  channel  stereo 
operation,  automatic  arm  rest  which  secures 
arm  automatically  to  protect  cartridge  and 
needles.  Unit  floats  on  cushioned  spring  feet 

to  prevent  groove  jumping  due  to  floor 
vibration.  Weight:  22  pounds. 

Emery  Air  Freight  Corp.,  N.  Y.,  has  an- 
nounced revision  of  commodity  rates  for 

electronic  equipment,  including  radio-tv 
parts,  with  reductions  particularly  in  weights 
over  200  lbs.  and  new  minimum  of  $5 

(previous  minimum  ranged  $5-7). 

Blonder-Tongue  Labs,  Newark,  N.  J.,  an- 
nounces new  dealer  price  list  in  two-color 

brochure,  giving  complete  descriptions, 
specifications  and  prices. 

Westbury  Electronics  Inc.,  Westbury, 
N.  Y.,  appoints  Graybar  Electric  Co.,  N.  Y., 
as  national  distributors. 

RCA  has  opened  its  first  permanent  profes- 
sional placement  office,  geared  primarily  for 

scientists  and  engineers  at  senior  level. 
Office,  located  at  630  Fifth  Ave.,  N.  Y„ 

will  be  directed  by  RCA  Employment  man- 
ager W.  A.  Cooper;  announcement  of  open- 

ing was  made  by  RCA  General  Employment 
manager  James  C.  Rankin. 

General  Electric  Co.,  Syracuse,  N.  Y.,  has 
announced  publication  of  third  edition  of 
its  Transistor  Manual,  reference  guide  on 
available  transistors  and  how  to  use  them. 

Narda  Microwave  Corp.,  Mineola,  N.  Y., 
announces  publication  of  products  booklet 

entitled.  "Microwave  and  Uhf  Electronic 

Test  Equipment."  Including  instruments 
from  antennas  to  waveguide  accessories,  84- 
page  pamphlet  lists  picture,  description  and 
price  of  each  article.  Address  inquiries  to 
Narda  Microwave  Corp.,  118-160  Herricks 
Rd.,  Mineola,  N.  Y. 

Corning  Glass  Works,  Corning,  N.  Y.,  an- 
nounces plans  to  build  branch  plant  in 

Australia  for  manufacture  of  television 

bulbs.  Construction  of  new  facility  is 
planned  for  early  start. 

Educational  Broadcasters  Assn. 

Plans  Omaha  Meeting  Oct.  14-17 

Plans  are  being  completed  for  the  Na- 

tional Assn.  of  Educational  Broadcasters' 
34th  annual  convention  in  Omaha  Oct.  14- 
17,  according  to  Jack  G.  McBride,  director 
of  etv  for  KUON-TV  Lincoln,  and  NAEB 
vice  president  and  convention  chairman. 

An  NAEB  board  meeting  will  precede 
convention  activities,  which  will  include 
business  and  committee  meetings,  general 

sessions,  clinics  and  special  events,  among 
them  a  tour  of  the  Strategic  Air  Command 
headquarters.  New  officers  of  NAEB  will 
be  elected  at  the  convention,  to  be  held  at 

the  Sheraton-Fontenelle  Hotel,  based  on 

selections  of  the  association's  nominating 
group.  Regional  directors  are  nominated  and 
elected  by  mail  balloting. 

Provision  will  be  made  for  stations  desir- 

ing to  set  up  displays  at  the  convention. 
Members  of  American  Women  in  Radio  & 

Television,  particularly  those  belonging  to 
NAEB,  are  being  invited  to  attend.  Other 
members  of  the  steering  committee,  aside 
from  Mr.  McBride,  are  Dr.  Aldrich  Paul,  U. 
of  Omaha,  and  Rev.  R.  C.  Williams,  S.  J., 
communications  arts  director,  Creighton  U., 
Omaha. 

Science  Fare  Doubled  by  ETV's, 
Survey  at  Ann  Arbor  Concludes 

Educational  tv  stations  are  doubling 

science  programming  this  year,  the  Educa- 
tional Tv  &  Radio  Center,  Ann  Arbor, 

Mich.,  has  announced.  During  a  sample 
week  in  April  ETRC  found  that  among  27 
stations  surveyed,  89  hours  of  science  was 
offered,  compared  to  47  hours  for  the  same 

period  last  year.  Stations  increased  pro- 
gramming by  about  100  hours  over  last  year, 

the  survey  found,  ascribing  the  increase  to 
more  stations  (27  this  year  vs.  21  last  year); 
and  the  fact  that  the  majority  of  stations  are 

on  the  air  longer.  One  station  (WTHS-TV 
Miami)  tripled  its  air  time,  ETRC  found, 
while  three  others  (WTVS  [TV]  Detroit, 

WYES-TV  New  Orleans,  KUON-TV  Lin- 

coln, Neb.)  each  doubled  program  sched- 
ules. Four  stations  (WTTW  [TV]  Chicago, 

WCET  [TV]  Cincinnati,  KUHT  [TV] 
Houston  and  WHA-TV  Madison,  Wis.) 
reduced  telecasting  hours. 

The  outstanding  change  in  1958  etv, 

ETRC  found,  was  a  large  increase  of  pro- 
gramming for  in-school  classroom  work. 

This  amounted  to  18.8%  of  total  program 
hours,  compared  to  5.3%  last  year.  Also, 
the  survey  uncovered,  17  stations  offered 
telecourses  for  which  viewers  received 

course  credit,  compared  to  10  last  year. 

WTTW  (TV)  Raises  Record  Sum 

WTTW  (TV)  Chicago  has  raised  $272,- 
031  in  its  1957-58  fund  drive,  to  be  applied 
to  operating  costs  and  studio  expansion. 

This  represents  an  increase  of  $50,000 

over  the  sum  collected  in  last  year's  com- 
munity fund  drive,  according  to  Edward  L. 

Ryerson,  president  of  the  licensee  Chicago 
Educational  Television  Assn.  He  pointed 

out  that,  while  WTTW's  budget  has  been 
increased,  viewers  were  asked  to  contribute 

less  in  the  recent  campaign.  The  station  is 

deriving  additional  funds  from  contracts 

for  national  distribution  of  programs,  tv  col- 

lege courses,  closed-circuit  production  and 
use  of  its  kinescope  facilities  by  outside 

organizations  and  agencies. 

Educational  Video  Projects 

Start  on  WPIX  (TV)  New  York 

The  New  York  State  Board  of  Education's 
tv  project  started  Sept.  22  with  5  hours  and 
20  minutes  of  programs  broadcast  on  WPIX 

(TV)  New  York  to  schools  and  homes  in 

the  area.  Programs  ranged  from  a  Spanish 
lesson  for  elementary  school  pupils  to  a 

mathematics  course  for  teachers  and  in- 
cluded lessons  in  science,  music  and  physics. 

The  programs  are  broadcast  weekday  morn- 
ings and  afternoons. 

WPIX  became  the  second  city  channel 
in  two  months  to  begin  telecasting  language 

courses  with  a  new  series  produced  by 

Metropolitan  Educational  Television  Assn. 

(META)  titled  French  Through  Television. 

The  META  course  is  telecast  Mon.-Fri., 
12:30-1  p.m.  and  consists  of  two  lessons  a 
week  (Mon.  and  Tues.)  which  are  repeated 

the  next  two  days  and  then  reviewed  Fri- 
days. A  self-help  pocket  textbook,  French 

Through  Pictures,  is  available  at  35  cents 
at  newsstands;  it  is  published  by  Pocket 

Books  Inc.  In  August,  WRCA-TV  New 
York  kicked  off  an  early-bird  English  series 
for  the  growing  Puerto  Rican  population. 

New  York  Starts  C-C  in  Schools 

New  York  State  has  launched  opera- 
tion of  its  first  permanent  closed-circuit  tv 

teaching  system  at  Cortland,  N.Y.  The  sys- 
tem began  this  month  feeding  Spanish 

lessons  from  a  headquarters  classroom 
to  32  receivers  in  classrooms  of  eight  schools 

in  three  adjacent  districts.  Two-way  audio 
circuits  permit  class  questions  and  answers. 

Some  800  grade  school  students  are  partici- 
pating initially  with  tv  classes  to  include 

also  spelling,  geography,  chemistry,  art, 

English,  reading  and  music. 

KUAT  (TV)  Aiming  for  December 

The  U.  of  Arizona's  noncommercial-ed- 
ucational ch.  6  KUAT  (TV)  Tucson  has  set 

Dec.  1  as  target  date  to  begin  operations. 

With  a  $40,000  grant  from  the  Fund  for 
Adult  Education,  White  Plains,  N.  Y.,  the 

university  will  add  to  the  equipment  with 

which  it  has  been  conducting  closed-circuit 
classes  for  two  years. 

Educational  Networking  Essayed 

In  what  was  reported  as  a  pioneering 

step  toward  educational  fm-radio  network- 
ing, WHYY-FM  Philadelphia  relayed  a 

piano  recital  to  WNYC  New  York,  WGBH- 
FM  Cambridge,  Mass.,  and  educational  ra- 

dio stations  in  Albany,  N.  Y.,  and  Spring- 
field, Mass.  Eventual  expansion  of  this 

operation,  including  the  Canadian  Broad- 
casting Corp.,  is  expected. 
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Ad  libs 

are  fine  but... 

It's  a  fact— quick  quips,  spontane- 
ous gestures,  are  best  caught  on 

film.  Then  you  are  in  control.  A 

quick  snip  here  ...  a  laugh  high- 

.  lighted  there— and  you  have  a  bet- 
ter show  ...  one  you  can  be  proud 

of.  That's  because  you  see  it  before 

you  show  it  on  film.  What's  more, 

a  very  important  "more,"  you're  in 
control,  too,  of  time  and  station! 

Use  black-and-white— or  color .  .  . 

there's  an  Eastman  Film  for  every 

purpose. 

For  complete  information  write  to: 

Motion  Picture  Film  Department 

EASTMAN  KODAK  COMPANY 

Rochester  4r  N.  Y. 

East  Coast  Division 
342  Madison  Ave.,  New  York  17,  N.  Y. 

Midwest  Division 

1  30  East  Randolph  Drive,  Chicago  1 ,  III. 

West  Coast  Division 
6706  Santa  Monica  Blvd. 

Hollywood  38,  Calif. 
or 

W.  J.  German,  Inc. 

Agents  for  the  sale  and  distribution  of 
Eastman  Professional  Motion  Picture  Films, 

Fort  Lee,  N.  J.;  Chicago,  III.; 

Hollywood,  Calif. 

Be  sure  to  shoot 

in  COLOR  . . . 

You'll  be  glad  you  did. 

PERSONNEL  RELATIONS 

New  AFTRA  Proposals 

Submitted  to  Networks 

American  Federation  of  Television  cV 

Radio  Artists  submitted  its  contract  pro- 
posals to  CBS,  NBC.  ABC  and  Mutual 

last  week,  seeking  a  basic  10%  wage  in- 
crease for  performers  in  radio-tv. 

It  was  understood  the  increase  would  go 

beyond  10%  on  an  overall  basis,  since 
AFTRA  also  has  proposed  reducing  the 
number  of  rehearsal  hours,  added  payment 
for  extra  rehearsal  and  increasing  rate  of 
overtime  pay. 

Negotiations  on  videotape,  which  had 

begun  in  mid-summer,  now  will  be  merged 
with  current  discussions. 

Present  contract  expires  on  Nov.  15. 

Networks  are  expected  to  make  counter- 
proposals this  week. 

Network  sources  were  reported  to  be 

"most  disturbed"  by  demands  relative  to 
rehearsal  restrictions.  It  is  believed  that  these 

demands,  in  the  \on°  run,  may  exceed  cost- 
wise  the  10%  wage  request. 

Other  demands  by  AFTRA  include  one 
that  would  require  networks  not  to  feed 

any  programs  to  affiliated  stations  which 
are  having  labor  problems  with  AFTRA. 
A  network  official  said  this  is  not  a  new 

AFTRA  demand  but  one  dating  back  to 

the  heyday  of  radio.  He  noted,  however, 
that  the  networks  never  have  acceded  to 

this  proposal. 

Another  AFTRA  demand  covering  vid- 
eotape is  one  considered  by  networks  as 

"far-reaching  in  its  implications."  This  pro- 
posal would  call  upon  networks  to  telecast 

an  AFTRA  union  label  at  the  end  of  video 

programs,  whether  or  not  the  program  was 

AFTRA-produced.  Though  AFTRA  has 

jurisdiction  at  the  networks,  outside  pro- 
gram packagers — primarily  those  engaged 

in  film — use  Screen  Actors  Guild  person- 
nel. This  demand  could  lead  to  network 

difficulty  with  SAG. 

AFTRA  also  is  seeking  to  reach  a  clear 
understanding  with  the  networks  on  the 
sale  of  kinescoped  or  taped  shows  abroad. 

In  the  past,  networks  have  considered  sta- 
tions as  part  of  the  network,  granting  for- 

eign outlets  affiliation  status.  In  its  contract 
proposal.  AFTRA  defines  a  network  as 
consisting  of  two  or  more  stations  in  the 
U.  S.  only,  and  thereby  opening  the  way 
for  payment  on  sale  of  taped  programs 
abroad. 

Musicians  Hearing  Delayed 

Hearings  on  charges  of  dual  unionism 
against  approximately  100  members  of 
AFM  Local  47  in  Hollywood  that  were 

to  have  started  Tuesday  [Personnel  Rela- 
tions. Sept.  22]  have  been  postponed  at 

least  until  this  week.  On  complaint  of  five 
of  the  accused  musicians.  Judge  Bayard 
Rhone  of  Los  Angeles  Superior  Court  issued 
a  temporary  restraining  order  enjoining 
AFM  from  suspending  or  expelling  the 
musicians,  interfering  in  anyway  with  their 
employment  opportunities  or  conducting 
any  hearings  against  them.  An  order  to 
show  cause  is  to  be  argued  today  (S:pt.  29) 

before  Judge  Rhone  when  the  plaintiffs  will 
sjek  to  have  the  restraining  order  continued 
until  their  suit  can  be  tried  and  decided  in 
the  court. 

The  suit,  in  effect,  is  a  test  of  the  legality 

of  an  AFM  by-law  prohibiting  dual  union- 
ism on  penalty  of  loss  of  membership.  Since 

AFM  has  "closed  shop"  agreements  in  most 
areas  of  musical  employment,  except  at  the 

major  film  studios  which  have  signed  an 
agreement  with  Musicians  Guild  of  Amer- 

ica [Personnel  Relations,  Sept.  lj,  the 
dual  unionism  rule  would  prevent  any 

musician  who  accepts  employment  in  mo- 
tion pictures  from  working  in  any  other 

field,  the  plaintiffs  allege. 

AFM  Head  Rattles  Sabre 

Against  'Unfair'  Employers 

The  possibility  that  the  American  Fed- 
eration of  Musicians  will  call  for  a  con- 

sumer boycott  against  "unfair  movies,  un- 
fair records  or  the  sponsors  of  unfair  tele- 

vision or  radio  shows"  was  raised  Sept.  21 
by  Herman  D.  Kenin,  president  of  the 
American  Federation  of  Musicians. 

Mr.  Kenin  sounded  this  warning  in  his 

first  formal  speech  since  he  succeeded 
James  C.  Petrillo  as  AFM  president.  He 
told  the  New  York  Conference  of  Musi- 

cians in  Newburgh,  N.  Y.,  that  the  "unfair 

employer"  is  one  who  "chooses  cheap  music 

over  legitimate  union  music."  Mr.  Kenin 
earlier  had  attacked  the  practice  by  some 

employers  of  using  "canned  music,"  thereby 
displacing  union  musicians. 

Without  singling  out  any  particular  seg- 
ment of  the  entertainment  industry,  Mr. 

Kenin  asserted  that  the  Federation  will 

strike  employers  "who  employ  our  mem- 
bers only  where  there  is  no  alternative  and 

who  readily  cast  them  aside  for  an  inferior 

product  at  an  inferior  cost." 

N.  Y.  SAG  to  Vote  on  Request 

For  Merger  of  SAG,  AFTRA 

A  resolution  to  be  offered  at  a  special 
meeting  of  the  New  York  branch  of  the 
Screen  Actors  Guild  on  Wednesday  (Oct. 

1)  calls  on  SAG  to  take  "immediate  steps" 
to  implement  a  merger  between  SAG  and 
the  American  Federation  of  Television  & 
Radio  Artists. 

In  the  past,  SAG  has  repeatedly  re- 
jected offers  to  consolidate  with  AFTRA 

[Personnel  Relations,  Sept.  22].  The  res- 
olution, submitted  by  Carl  Frank,  a  mem- 

ber of  the  New  York  local,  adds  that  if 
the  Council  or  Board  of  directors  of  SAG 

decides  against  a  merger,  "this  matter  should 
be  submitted  to  a  referendum  of  the  entire 

membership  of  the  Guild." 
The  agenda  of  the  meeting  also  will  in- 

clude a  discussion  on  AFTRA's  petition  to 
the  National  Labor  Relations  Board  to  hold 

an  election  among  performers  to  select  a 
single  union  to  represent  them  in  videotape. 
SAG  has  gone  on  record  in  opposition  to 
the  petition.  A  hearing  on  the  petition  will 
be  held  before  an  NLRB  examiner  in  New 
York  tomorrow  (Sept.  30). 
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STATIONS 

THREE  OUTSTANDING 

AVAILABILITIES 

below  the 

MASON-DIXON  LINE 

s<n  tii\vi:vi 

\  I  IK-TV  and  AM  Combination 

St.200.000 

Located  in  one  of  the  real  growth 

markets  of  the  Southwest,  these 

two  profitable  facilities  can  be  pur- 

chased  for  29c/c  down  with  the  bal- 
ance to  be  paid  out  of  earnings. 

SOUTH 

$130,000 

A  well-established  fulltime  facility 

in  one  of  the  first  hundred  mar- 

kets. Now  showing  substantial  pro- 
fit under  absentee  ownership.  29% 

down  with  the  balance  over  five 

years. 

<  AIUH  l\ AS 

S70.000 

A  growth  opportunity  in  one  of 
the  solid  industrial  markets  of  the 

Carolinas.  Good  physical  assets. 

Can  be  handled  with  an  unusually 

low  down  payment. 

NEGOTIATIONS  •  FINANCING  •  APPRAISALS 

J5tackl)Lirvi 

Gompanij 

RADIO-TV-NEWSPAPERS  BROKERS 

WASHINGTON,  D.  C. 
James  W.  Blackburn 

Jack  V.  Harvey 
Washington  Building 

STerling  3-4341 

CHICAGO 
H.  W.  Casill 

William  B.  Ryan 
333  N.  Michigan  Avenue 

Financial  6-6460 

ATLANTA 

Clifford  B.  Marshall 
Stanley  Whitaker 
Healey  Building 
JAckson  5-1576 

WEST  COAST 
Colin  M.  Selph 

California  Bank  Bldg. 
Beverly  Hills,  Calif. 
CRestview  4-2770 

RADIO  REPORTS  REVENUE  UPSWING 

Radio  stations  look  for  business  to  be 

better  for  the  last  half  of  this  year  than 

in  the  same  period  of  1957 — the  highest 
billing  year  in  history. 

A  Radio  Advertising  Bureau  survey  re- 
leased Thursday  by  John  F.  Hardesty,  RAB 

vice  president  and  general  manager,  showed 

87' <  of  the  stations  responding  to  the  poll 
expect  their  gross  sales  to  be  up  from  the 
totals  they  recorded  in  the  last  half  of  1957. 

The  study,  made  public  at  RAB's  Radio 
Management  Conference  at  St.  Clair,  Mich., 
reflected  greatest  optimism  among  stations 
in  medium-size  markets.  In  these  markets 
91.7%  of  the  stations  looked  for  gains. 

Large-market  stations  ranked  second  with 
90.9%  of  them  expecting  increases,  while 

83.3%  of  the  small-market  outlets  predicted 
increases. 

As  between  network  affiliates  and  inde- 
pendents, the  former  were  more  optimistic: 

94.9%  of  the  affiliates  said  they  expected 

gains,  as  compared  to  82.8%  of  the  inde- 

pendent stations  reporting  revenue  gains. 
As  in  the  case  of  overall  optimism,  medi- 

um-sized markets  led  the  others  in  amount 

of  gains  expected.  In  these  markets  the  sta- 
tions looking  for  any  gains  at  all  pre- 

dicted they'd  get  a  10.5%  increase,  on  the 
average,  while  the  independents  expected 
an  average  13.9%  rise. 

Small-market  independents  predicted 

gains  of  12.2%,  small-market  affiliates 
4.8%  .  Large-market  independents  thought 
their  billings  would  be  up  10.6%;  large  mar- 

ket affiliates,  9.8%. 

RAB  officials  expressed  confidence  in  the 

survey,  pointing  out  that  stations  replied 
under  RAB  assurances  that  neither  their 

identities  nor  their  estimates  would  be  dis- 
closed. 

The  Sept.  25-26  management  conference 
at  St.  Clair  was  the  sixth  of  seven  be- 

ing held  by  RAB  this  month.  The  last 
will  be  held  today  and  tomorrow  (Sept.  29- 
30)  at  Princeton,  N.  J. 

CHANGING  HANDS 7 
mm. 

ANNOUNCED  Th'.  f
oUowi^  sales  of 

hiiivuui\v.cu         station    interests  were 

announced  last  week.  All  are  subject  to 
FCC  approval. 

WKIS,  WORZ  (FM)  ORLANDO,  FLA.  • 
Sold  by  Central  Florida  Broadcasting  Co. 
(Naomi  T.  Murrell,  president)  to  WIBC 

fndianapolis  for  $295,000.  Richard  M.  Fair- 
banks, president  and  controlling  stockholder 

of  WIBC,  is  individual  licensee  of  WRMF 
Titusville,  Fla.  WKIS  is  an  NBC  affiliate 

with  5  kw  day,  1  kw  night,  directional  night, 
on  740  kc.  WORZ  (FM)  is  16.5  kw  on 
100.3  mc. 

KSOO  SIOUX  FALLS,  S.  D.  •  Sold  by 
Sioux  Falls  Broadcast  Assn.  Inc.  (Morton 

H.  Henkin,  president)  to  KSOO  Radio  Inc. 
(E.  C.  Reineke,  Tom  Barnstuble,  Julius 

Hetland  and  Harold  W.  Bangert)  for  $275,- 
000.  Mr.  Reineke  is  president-majority 
stockholder  of  WDAY-AM-TV  Fargo, 
N.  D.,  Mr.  Barnstuble  is  general  manager 

of  Fargo  stations  and  Mr.  Hetland  techni- 
cal director.  Principals  in  KSOO  Radio  Inc. 

also  have  entered  into  an  agreement  to  buy 
stock  in  KSOO  Tv  Inc.,  which  holds  a 

construction  permit  for  ch.  13  at  Sioux 
Falls.  Mr.  Henkin  is  chief  stockholder  of 

KSOO  Tv  Inc.  KSOO  is  an  ABC  affili- 
ate, with  10  kw  day,  5  kw  night,  directional 

night,  on  1 140  kc. 

WSJM  ST.  JOSEPH,  MICH.  •  Sold  by 
Maurice  Humphrey,  Ralph  W.  Newland 
and  Carl  L.  Benson  to  multiple  owners 
William  E.  and  William  R.  Walker  and 

associates  for  $175,000.  The  Walker  group 
owns  WBEV  Beaver  Dam,  and  WMAM 
and  WMBV  (TV)  Marinette,  Wis.  WSJM 
is  250  w  on  1400  kc.  Broker  was  Allen 
Kander  &  Co. 

KVSO-TV  ARDMORE,  OKLA.  •  Sold  by 
John  F.  Easley  Estate  (heirs  John  Easley 
Riesen,   general  manager  of  station,  and 

Albert  Riesen  and  Douglas  Dillard)  to  Bill 

Hoover,  president-general  manager  and  a 
principal  stockholder  of  KTEN  (TV)  and 
KADA  Ada  and  KWSH  Wewoka,  both 

Oklahoma,  for  $160,000.  KVSO-TV  is  an 
NBC-TV  affiliate  on  ch.  12.  KVSO  was  not 
included  in  the  transaction.  Allen  Kander 
&  Co.  handled  sale. 

Tv  Classes  Enter  Second  Week 

For  Little  Rock  H.S.  Students 

Classes  for  students  of  four  Little  Rock. 

Ark.,  high  schools  start  for  the  second 

week  today  (Sept.  29)  on  stations  KARK- 
TV,  KATV  (TV)  and  KTHV  (TV),  all 

Little  Rock  [Stations,  Sept.  22].  Each  sta- 
tion plans  to  continue  the  educational  serv- 

ice until  the  schools  reopen  or  other  ar- 
rangements are  provided. 

After  Dr.  Dale  Alford,  school  board  mem- 
ber, suggested  the  televised  classwork  plan, 

the  three  commercial  tv  stations  offered 
their  facilities.  Within  a  week  classes  were 

scheduled  and  telecast  on  a  regular  week- 
day basis.  Four  30-minute  periods  of  in- 

struction in  English,  mathematics,  history 

and  science  are  presented  in  two-hour  daily 
sessions.  Nearly  all  of  the  students  have 

textbooks  and  are  using  them  in  conjunc- 
tion with  the  tv  lectures.  Fifteen  white 

teachers  are  instructing  more  than  3,000 
white  and  Negro  students  in  the  integrated 
television  classrooms. 

The  total  of  six  hours  of  live  and  filmed 

instruction  begins  at  7  a.m.  on  KTHV  for 

11th  grade  students,  and  on  KARK-TV  for 
12th  graders.  Tenth  grade  pupils  turn  their 

classes  on  at  9  a.m.  over  KATV.  Supt.  Vir- 
gil Blossom  heads  the  program  and  Louis 

Henderson,  supervisor  of  secondary  educa- 
tion, plans  the  educational  content.  KTHV 

uses  two  classroom  sets  alternating  classes 

between  the  sets.  Each  teacher  spends  ap- 
proximately 30  minutes  with  the  director 

and  production  manager  before  each  tele- 
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as  basic  as  the  alphabet 

i* ■   ■  ■■ 

H eart  of  the 

Michigan  Market 

Seventy  per  cent  of  Michigan's 
population  commanding  75 

per  cent  of  the  state's  buying 
power  lives  within  WWJ's  day- 

time primary  coverage  area. 

EGYPTIAN 
Twentieth  century  scholars 
tracing  the  origin  of  writing 
believe  that  the  ancient  Egyp- 

tian word-sign  for  hank  was 
the  forerunner  of  our  modern 
letter  H. 

PHOENICIAN 
The  people  of  Tyre  squared 
off  the  form  and  used  it  to 

represent  the  first  sound  of 
che/h  (fence).  It  was  so  written 
on  the  famous  Moabite  Stone 

dating  back  to  the  ninth  cen- 
tury B.  C. 

GREEK 
When  sea-rovers  carried  their 
writing  to  the  shores  of  Greece, 
the  Hellenes  adopted  the  sign 
and  used  it  to  represent  their 
vowel  era. 

ROMAN 
In  the  city  of  seven  hills,  the 
H  was  altered  somewhat.  But 
since  the  Romans  used  the 
Greek  E  to  represent  the  eta 
vowel  sound,  they  gave  H  the 
sound  we  employ  today. 

Historical  data  by 

Dr.  Donald  J.  Lloyd,  Wayne  State  University 

BH 

Hard  sell  or  soft  sell,  make  WWJ  your  number 

one  Michigan  radio  station.  Dealers  and  distributors 

like  WWJ  because  they  know  it  moves  merchandise.  Listeners 

like  the  station  because  it  gives  them  modern  radio  at  its  best. 

Start  your  fall  radio  campaign  here — with  the 

WWJ  Melody  Parade,  with  the  WWJ  features  originating 

at  Northland  and  Eastland  Shopping  Centers,  with  sales- 
minded  personalities  like  Hugh  Roberts,  Faye  Elizabeth, 

Dick  French,  Bob  Maxwell,  and  Jim  DeLand.  It's  the  basic 
thing  to  do! 

»    m   MfWk   If     I  AM  and  FM 

WWJ  RADIO 

Detroit's  Basic  Radio  Station 

Owned  and  operated  by  The  Detroit  NeWS 

NBC  Affiliate 

National  Representatives:  Peters,  Griffin,  Woodward,  fnc. 
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STATIONS  CONTINUED 

CONELRAD  CONFUSION 

A  Conelrad  weather  bureau  radio 

test  in  metropolitan  New  York  back- 
fired Thursday  (Sept.  25)  when  an 

engineer  at  WRCA  New  York  pushed 

the  wrong  button.  The  weather  bu- 
reau from  17  Battery  Place  in  New 

York  midway  through  the  afternoon 

teletyped  a  test  emergency  weather 

forecast  under  "Conelrad  procedures." 
The  bureau  "announcement"  warned 
of  a  frigid  blast  of  air  moving  into 
New  York  and  vicinity  from  Canada 
and  bringing  with  it  heavy  snows,  a 
drop  in  temperature  to  10  degrees 

and  high  winds — conditions  "likely  to 
produce  one  of  the  worst  blizzards  in 

many  years." 

The  wire  was  rushed  to  an  an- 
nouncer who  read  the  message  into 

what  he  thought  was  a  microphone 

set  up  for  a  closed-circuit  test.  In- 
stead, the  announcement  went  over 

the  air.  More  than  1,000  calls  came 

into  WRCA,  NBC  Radio's  owned  and 
operated  station,  and  17  Battery  Place 
similarly  had  a  lit  up  switchboard.  At 

the  time,  temperatures  in  New  York 
were  about  80  degrees.  The  true 

weather  forecast — fair  and  warm. 

TELEVISED  classes  began  Sept.  22  on  three 
Little  Rock,  Ark.,  stations  for  more  than 
3.000  high  school  students  whose  regular 
classes  are  temporarily  suspended.  Shown 
preparing  for  a  lesson  at  KTHV  (TV)  are 

Virgil  Blossom.  Little  Rock  school  super- 
intendent, and  Mrs.  Metcalf,  teacher. 

vised  class  period.  Three  cameras  are  used. 
Technical  advisors  assist  the  teachers  with 

tv  poise  and  awareness. 

B.  G.  Robertson.  KTHV  general  man- 

ager, said  "We  know  this  is  no  substitute 
for  the  school  classroom  itself,  but  these 

teachers  are  doing  a  sound,  intelligent  job. 
The  classes  are  not  intended  as  a  substitute 

but  as  an  opportunity  for  the  students  to 

catch  up  on  their  studies." 

Washington-Based  Kluge  Group 
Names  Tannen  Managing  Director 

Kluge  Radio  Stations  has  set  up  national 
headquarters  in  Washington  under  Ernie 

Tannen.  who  is  appointed  managing  direc- 
tor of  the  group,  John  W.  Kluge,  majority 

stockholder  of  the  stations  has  announced. 

Mr.  Tannen  formerly  was  vice  president- 
general  manager  of  WEEP  Pittsburgh.  Other 
Kluge  outlets:  WGAY  Silver  Spring,  Md.; 
WKDA  Nashville,  Tenn.;  WINE  Buffalo, 
N.  Y.;  KNOK  Forth  Worth,  Tex.,  and 

(pending  FCC  approval)  WSRS  Cleveland, 
Ohio. 

Address  of  the  new  headquarters  is  2637 
Connecticut  Ave.,  N.  W.,  Washington,  D.  C. 

Telephone:   Dupont  7-2541. 

Two  Oklahoma  City  Stations 

Use  Cameras  in  Appeals  Court 

Two  Oklahoma  City  tv  stations — WKY- 
TV  and  KWTV — covered  sessions  of  the 
Oklahoma  Criminal  Court  of  Appeals  last 
week,  a  precedent  made  possible  by  the 

court's  Sept.  3,  decision  holding  that  broad- 
cast media  are  entitled  to  equal  rights  with 

the  press  [Lead  Story,  Sept.  8]. 
The  two  tv  stations  picked  up  court 

sessions  Sept.  24-25,  using  silent  Auricon 
cameras  and  available  light.  WKY-TV  tele- 

cast a  30-minute  documentary  Sept.  25, 
9-9:30  p.m.,  tracing  the  history  of  the  im- 

portant judicial  decision.  The  program 
showed  how  courts  have  been  covered  in 

Oklahoma  for  the  last  four  years.  It  in- 
cluded comments  by  the  three  judges  of 

the  Oklahoma  criminal  tribunal  and  NAB 
President  Harold  E.  Fellows. 

Weeks  Denies  Excesses 

In  Radio  Commercials 

A  statement  designed  to  pull  teeth  from 

accusations  made  by  irked  advertising  agen- 

cy spokesmen  who  have  decried  so-called 
"overcommercialization"  in  radio  has  been 
released  by  Paul  R.  Weeks,  vice  president 

and  partner.  H-R  Representatives,  station 
representative  firm. 

Mr.  Weeks  noted  that  in  radio,  a  knowl- 

edgeable announcer  "finds  it  easy  and  na- 
tural to  break  up  a  commercial  sequence 

with  a  bit  of  straight  entertainment.  A  time 
check,  a  station  ID  jingle,  a  diverting  ad 
lib  or  topical  joke,  and  a  potential  triple 

spot  is  nipped  in  the  bud." He  said  that  unlike  tv,  radio  networks 

take  little  of  a  station's  time  and  option 
time  does  not  impinge  on  peak  hours.  "Net- 

work breaks,"  he  reminded,  "are  a  full 
minute  and  since  the  great  majority  of 
radio  commercials  are  minute  spots,  the 

necessity  for  triple-spotting  seldom  if  ever 

occurs  even  on  network  stations." 
He  thought  it  rare  for  a  radio  station 

to  place  three  spots  back-to-back  without 
spacing  the  spots  with  a  newscast,  a  record 
or  a  weather  forecast. 

Chief  point  of  Mr.  Weeks'  statement  was 
that  overcommercialization  is  not  easily 

defined,  and  there's  no  proof  that  there's 
anything  wrong  with  what  is  described  as  a 

"heavy  commercial  load"  on  radio  station 
programming. 

Radio-Tv  Asked  to  Support 

Annual  Observance  of  UN  Day 

Industry  support  is  sought  for  observance 
of  U.  N.  Day  Oct.  24,  according  to  the  U.  S. 
Committee  for  the  United  Nations,  which 
last  week  asked  for  network  and  station 
time. 

McCann-Erickson,  Kenyon  &  Eckhardt, 
Cunningham  &  Walsh  and  several  other 

LOS  ANGELES — Twenty  minutes  after  ac- 
tor Marlon  Brando's  wife  discovered  her 

Japanese  maid  drowned  in  the  family  swim- 
ming pool  on  Sept.  11  KTLA  (TV)  Los 

Angeles  was  on  the  air  with  picture  and 

sound  from  the  scene  with  its  flying  tele- 
vision station,  the  KTLA  Telecopter.  View- 

ers saw  the  body  being  removed  from  the 
pool  and  carried  to  an  ambulance.  KTLA 

twice  interrupted  its  programming  for  the 
Telecopter  reports. 

HOUSTON — The  newsroom  at  KILT  Hous- 
ton, Tex.,  was  activated  to  full  staff  Sept.  4 

as  hurricane  "Ella"  threatened  to  ruffle  her 
skirts  along  the  Texas  Gulf  Coast.  News 
director  Joe  Long  and  newsman  Bill  Gill 
left  to  report  weather  conditions  from  the 
Gulf  of  Mexico.  During  the  period  of  the 

hurricane's  approach  from  6  a.m.  through 
midnight,  Sept.  5,  KILT  broadcast  a  total 

of  49  on-the-spot  reports  from  the  New 
Orleans  Weather  Bureau,  the  Coast  Guard, 
Civil  Defense  offices,  the  Red  Cross  and 

agencies  offered  support.  They  will  endeavor 
to  make  time  available  on  their  serviced 

programs.  Individual  station  owners  such  as 

J.  S.  (Dody)  Sinclair  of  WJAR-AM-TV 
Providence,  R.  I.,  are  urging  their  colleagues 
to  back  the  U.  N.  The  Providence  station 

is  adding  the  U.  N.  logo  to  its  letterhead 
[Open  Mike,  Sept.  8]. 

Support  will  be  given  by  Advertising 
Council,  which  is  sending  to  3,100  radio 
and  525  tv  stations  special  kits  containing 
word  of  U.  N.  Day. 

from  reporters  located  at  strategic  coastal 
points.  During  the  storm  coverage  period 

KILT  received  27  long-distance  requests  for 
tapes  from  19  other  stations. 

TWIN  CITIES — When  WCCO-TV  Minneap- 
olis-St.  Paul  signed  on  the  air  at  7  a.m.  Aug. 
28,  viewers  saw  the  first  films  of  the  burning 
wreckage  of  a  Northwest  Airlines  plane 

which  had  crashed  on  take-off  from  Min- 

neapolis' Wold  Chamberlain  Field  at  3:30 
a.m.  The  DC-6B  airliner,  carrying  56  pas- 

sengers and  four  crew  members,  en  route 
from  Washington,  D.  C,  to  Seattle,  Wash., 
crashed  and  burned  at  the  end  of  the  run- 

way, but  with  no  loss  of  life  or  serious  in- 
juries. Within  45  minutes  of  the  crash, 

WCCO-TV  cameramen  and  reporters  were 

on  the  scene  as  well  as  at  hospitals  to  inter- 
view the  survivors.  By  sign-on  time  the  sta- 

tion had  processed  and  edited  mo-  5  than 
2,000  feet  of  film.  Five  special  crash  tele- 

casts, with  sound-on-film  interviews,  were 
presented  between  7  and  9  a.m. 

nATCI    INP^        Newsworthy  News  Coverage  by  Radio  and  Tv 
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KIMO,  KFOX  Announce  30%  Cut 

For  Set  Manufacturing  Clients 

To  get  radio  set  advertising  "back  where 

it  belongs,"  the  Major  Market  Group  sta- 
tions KIMO  Independence,  Mo.,  and  KFOX 

Long  Beach,  Calif.,  are  offering  an  extra 
30%  discount  to  all  set  manufacturers  or 

retailers  buying  spots  to  advertise  radios. 

"The  most  effective  medium  for  selling 

radio  sets  is  clearly  radio,"  the  KFOX- 
KIMO  announcement  stated.  "On  radio  the 
set  manufacturer  or  retailer  reaches  the 

market  that  uses  and  buys  radios.  There's 
absolutely  no  waste.  But  too  few  manufac- 

turers are  doing  any  kind  of  a  job  to  sell 

sets  in  any  medium,  much  less  in  radio." 

Noting  that  "our  stations  and  all  radio 
stations  have  a  stake  in  the  sale  of  more 

radio  sets,"  the  MMG  announcement  con- 

tinued: "Through  this  incentive,  we  hope  to 
induce  more  manufacturers  and  retailers  to 

awaken  to  the  huge  opportunities  in  the 

radio  set  field." 
The  MMG  research  department  estimated 

that  in  1957  more  than  720,000  radio  sets 

were  purchased  in  the  Los  Angeles  and 
Kansas  City  markets  covered  by  the  two 

stations,  "the  largest  number  of  units  of 
any  applicances  sold  in  those  markets,  al- 

though almost  the  least  promoted  item  in 

the  appliance  or  electric  housewares  field." 

CHEERS  from  several  thousand  Tex- 

ans  greeted  McLendon  radio  stations' 
endurance  pilots  Jim  Heth  and  Bill 

Burkhart  as  their  Cessna  172.  "The 

Old  Scotchman,"  landed  at  Dallas- 
Garland  airport  Sept.  21,  after  com- 

pleting a  record-setting  1 ,200  hours  of 
continuous  flight.  The  old  record, 
1 124  hours,  was  set  in  1949.  The  new 

record  holders  flew  for  50  days  and 
nights  over  Texas  and  Louisiana 
cities  where  McLendon  stations  are 

located.  Supplies  were  picked  up  daily 
at  the  Dallas  airport  in  the  manner 

pictured.  Co-pilot  Jim  Heth  leans  out 
as  Mr.  Burkhart  swoops  the  plane  low 
over  the  speeding  supply  truck. 

Among  the  greeters  at  the  airport  wel- 
come were  representatives  of  KLIF 

Dallas,  major  sponsor  of  the  flight. 

Other  McLendon  stations  participat- 
ing were  KILT  Houston,  KTSA  San 

Antonio  and  KEEL  Shreveport. 

Short  cuts  for 

tall  problems 

Not  every  station  is  for  sale,  but  most  stations  can 

be  bought. 

The  price  is  the  key,  and  the  key  to  price  is  sound 

evaluation.  We  pride  ourselves  in  getting  buyers 

and  sellers  together  in  an  area  of  agreement. 

Trading  in  the  market  place  of  broadcasting  prop- 

erties gets  rather  complicated  at  times,  but  seldom 

impossible  if  open  minds  and  sound  thinking  prevail 

around  the  bargaining  table. 

Whether  you  want  to  step  up  or  step  down  your 

TV-radio  holdings,  you'll  put  a  lot  of  preliminary 

work  behind  you  by  calling  in  our  organization. 

There's  a  convenient  office  nearby. 

ALLEN  KANDER  AND  COMPANY 

Negotiators  for  the  Purchase  and  Sale 

of  Radio  and  Television  Stations 

WASHINGTON 

NEW  YORK 

CHICAGO 

DENVER 

1625  Eye  Street  N.W. 

60  East  42nd  Street 

35  East  Wacker  Drive 

1700  Broadway 

NAtional  8-1990 

MUrray  Hill  7-4242 

RAndolph  6-6760 

AComa  2-3623 
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STATIONS  CONTINUED INTERNATIONAL 

REPRESENTATIVE  APPOINTMENTS 

WABJ  Adrian,  Mich.,  appoints  John  E. 
Pearson  Co..  N.  Y. 

kllX  Seattle  Wash.,  and  KPER  Cilroy, 
Calif.,  appoint  J.  A.  Lucas  &  Assoc..  L.  A., 
as  regional  representative. 

\\  KYB-AM-FM  Paducah,  Ky.,  names 
Moiling  Co.  and  WEW  St.  Louis  renews 
with  Moiling.  Stations  are  owned  by  Bruce 
Barrington. 

VVJRT  (TV)  Flint,  Mich.,  (scheduled  to  be- 
gin programming  by  mid-October)  names 

Campbell-Ewald,  Detroit.  C.  L.  Roehm  will 
handle  account. 

WKAB  Mobile,  Ala.,  names  Venard,  Rin- 
toul  &  McConnell  Inc.,  as  national  sales 

representative.  Appointment  is  effective  Oct. 
1.  Former  representative.  Adam  Young  Inc., 
retains  southeastern  representation  out  of 
its  Atlanta  office. 

KLIK  Jefferson  City,   KHMO  Hannibal, 
both  Missouri,  KSAY  San  Francisco  and 

KEEN  San  Jose,  both  California,  name 

George  P.  Hollingbery.  Effective  Jan.  1, 
1959,  Hollingbery  will  represent  WTTM 
Trenton,  N.  J. 

WUSN-TV  Charleston,  S.  C,  names  The 
Boiling  Co.  for  Midwest  and  West  Coast. 

WTVY  (TV)  Dothan,  Ala,,  and  KFLY-TV 

Lafayette,  La.,  name  Richard  O'Connell 
Inc.,  New  York. 

REPRESENTATIVE  SHORTS 

Forjoe  &  Co.,  N.  Y.,  moves  to  new  Atlanta 
offices  to  house  its  Southern  Sales  Div.  New 

address  and  phone  of  station  representative 

is  1371  Peachtree  St..  Trinity  5-0404. 

H-R  Representatives  Inc.  and  H-R  Tele- 
vision Inc.,  N.  Y.,  station  representative, 

announce  companies  will  move  to  new  and 
larger  quarters  on  Oct.  6  in  Seagram  Bldg., 
375  Park  Ave.,  New  York  22.  Telephone 
will  be  Plaza  9-6800. 

STATION  SHORTS 

KTTV  (TV)  Los  Angeles  has  established 

new  commercial  building  for  expanded  sta- 

tion activities  with  move  of  company's  sales 
account  executives,  sales  service  and  traffic 
departments  into  quarters  formerly  leased 
to  Edward  Small  Productions. 

WNEP-TV  Scranton,  Pa.,  has  begun  broad- 
casting from  its  new  antenna  position  on 

Electronic  Heights,  just  outside  Mountain- 
top.  New  construction,  costing  in  excess 

of  $125,000,  reportedly  will  mean  20% 

increase  in  station's  coverage  area. 

WONA  Winona,  Miss.,  new  1  kw  daytimer, 
announces  scheduled  start  of  programming 
in  late  October.  Regional  frequency  is  1570. 
Bob  Chisholm,  formerly  of  WMBC  Macon, 
Miss.,  has  been  named  station  manager. 
Rest  of  staff  will  be  announced  shortly 
before  station  goes  on  air. 

ATV  of  England  Purchases 

Australia  Radio-Tv  Interests 

Associated  Television  Ltd.  (ATV),  Lon- 
don, England,  has  announced  the  purchase 

of  Broadcasting  Associates  Pty.  Ltd.,  Syd- 

ney, Australia.  Purchase  price  was  not  di- 
vulged, but  the  transaction  was  described 

as  the  largest  in  Australian  broadcasting  his- 
tory. Properties,  formerly  owned  by  the 

London  Daily  Mirror  and  Sunday  Pictorial 
Newspapers,  include  a  substantial  interest 
in  a  tv  station  in  Sydney  and  ownership  of 

radio  stations  in  Sydney,  Melbourne,  Ade- 
laide, Canaberra,  Wollongong  and  Young, 

as  well  as  a  partnership  in  the  MacQuarie 

Network,  largest  in  Australia. 
Also  included  in  the  transaction  were 

the  studio  facilities  of  Artransa  Radio 

Transcription  Service,  recently  modernized 

and  equipped  at  an  expenditure  of  more 
than  $1.5  million  for  the  production  of  film 

programs  and  film  and  radio  commercials, 

reportedly  giving  ATV  a  dominant  posi- 
tion in  that  field  as  well.  Although  ATV 

in  July  joined  forces  with  the  Jack  Wrather 
Organization  of  Beverly  Hills,  Calif.,  to 

form  Independent  Television  C©rp.,  $12.5 
million  international  tv  distributing,  sales, 

financing  and  production  organization 

[Film,  July  14]  which  has  also  acquired 
Television  Programs  of  America  for  an 
additional  $11.35  million  [Lead  Story, 

Sept.  22],  neither  Wrather  nor  ITC  is  in- 
volved in  the  Australian  purchase  of  ATV. 

John  Patience  of  Sydney,  board  chair- 
man of  Broadcasting  Assoc.  Pty.  for  sev- 

eral years,  will  remain  in  that  capacity  as 

operating  head  of  the  Australian  properties. 

New  Quebec  Station  on  Ch.  9 

CKBL-TV  Matane,  Que.,  has  begun  tele- 
casting on  ch.  9,  covering  an  area  on 

the  north  and  south  shores  of  the  St.  Law- 
rence River.  Rene  Lapointe  is  president 

and  Octave  Lapointe  vice  president.  The 
new  station  is  represented  by  J.  A.  Hardy 

&  Co.  Ltd.,  Montreal  and  Toronto. 

FROM 

DO  NT  LET  THE  TOWER 

BE  THE  WEAKEST  LINK 

IN  YOUR  CHAIN 

FOR  A  CUSTOM 

INSTALLATION 

LARGE  OR  SMALL 

UTILITY  TOWER  CO. 
BOX   7  02  2 

OKLAHOMA  CITY,  OKLAHOMA 

ANOTHER  RED  LAUNCHING 

The  Soviet  Union  is  reported  to  be 

ready  to  start  color  television  in  1959, 
according  to  Russian  claims.  Radio 

Liberation,  a  private  American  agen- 
cy which  beams  broadcasts  to  the 

U.S.S.R.,  last  week  circulated  a  report 

carried  by  the  Soviet  European  serv- 

ice, which  stated  that  Moscow  tv  sta- 
tions will  commence  the  first  trans- 

missions of  tv  color  the  beginning  of 

1959.  Several  months  ago,  the  news 

service  said,  tests  in  color  television 

by  Russian  engineers  were  shown  to 

members  of  the  International  Con- 

gress on  color  television  and  the  pres- 

entations were  called  "extremely  suc- 

cessful." 
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You  get  better  pictures  ivith  Du  Pout  film 

KBET's  chief  cameraman  Paul  Meeks  filming  a  commercial  on  DuPont 
Type  930  film.  At  the  desk  is  news  director  Hank  Thornley. 

"930  and  931  give  us  high  speed  with  no  loss  of  quality 
reports  Paul  Meeks,  chief  cameraman  at  KBET-TV,  Sacramento,  California 

"The  exceptional  latitude  and  speed  of  Du  Pont 
Rapid  Reversal  Film  are  the  main  reasons  why 

we've  used  it  since  we  went  on  the  air  in  1955," 

Mr.  Meeks  tells  us.  "And  quality  is  never  sacrificed; 
in  fact,  we  prefer  the  quality  of  Du  Pont  930  and 

931— both  picture  and  sound  — over  other  films." 
Station  KBET-TV  must  give  newsreel  coverage 

to  political  events,  court  and  legislative  hearings 

where  special  lighting  is  barred.  "Often  we  haven't 
time  to  take  a  meter  reading,"  says  Mr.  Meeks.  "We 
count  on  the  speed  and  exposure  latitude  of  Du  Pont 

film.  It  hasn't  let  us  down  yet.  Proof  of  the  film's 

quality,"  he  concludes,  "came  on  a  recent  assignment 

when  we  finished  shooting  at  4:45,  rush-processed 
the  film  for  the  evening  news  show  at  5:30.  Even 

with  fast  processing,  a  single  16  mm  frame  was 

good  enough  to  blow  up  to  4  x  5  for  the  newspapers 

the  next  morning." 
If  you  need  speed  and  latitude  for  your  motion 

pictures,  and  can't  afford  to  lose  quality,  there's  a 
DuPont  film  for  you.  Contact  the  nearest  DuPont 
Sales  Office,  or  write  for  more  information  to  Du 

Pont  Photo  Products  Department,  2420-2  Nemours 

Building,  Wilmington  98,  Delaware. 
In  Canada,  Du  Pont  Company  of  Canada  (1956) 

Limited,  Toronto. 

"EC.  u.  S.  PAT.  Off- 

Better  Things  for  Better  Living  . . .  through  Chemistry 
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PROGRAMS  &  PROMOTIONS 

NOW! 

WA
BT
— 

Birmingham 

is 

WAPI-TV 

Channel  13 

★  * 

Call  letters  that  have 

meant  the  best  in  radio 

for  the  past  35  years 

now  mean  the  finest  in 

television  too. 

*  * 

A  Complete  WAPI 

Broadcasting  Service 

WAPI-TV 
TV  Channel  13 

316,000  Watts 

Represented  Nationally  by 

Harrington,  Righter 

and  Parsons,  Inc. 

*     *  ★ 

WAPI 
Radio  1070  KC 

50,000  Watts* 

*  5,000  Nights 
Effective  Soon 

WAPI-FM 
FM  99.5  MC 

72,000  Watts 

Represented  Nationally  by 
HENRY  I.  CHRISTAL 

CHUM  Winner  Will  Be  Millionaire 

(  HUM  Toronto,  Ont.,  is  offering  the 

winner  of  its  '  Millionaire"  contest  an  op- 
portunity to  be  a  millionaire  in  one  of 

three  countries — France,  Italy  or  Japan. 
In  the  contest,  devised  by  CHUM  and 

sponsored  by  45  A  &  P  stores  in  Ontario, 
the  winner  will  receive  passage  for  two 

by  Kl.M  Royal  Dutch  Airlines  to  one  of 
the  three  countries.  The  couple  will  be 

given  free  accommodations  for  ten  days  at 
the  finest  hotel  in  the  chosen  location,  and 

tor  spending  money,  either  a  million  yen, 
francs  or  lira,  CHUM  announced.  Con- 

testants become  eligible  by  submitting  entry 
blanks,  available  at  participating  A  &  P 
stores. 

Approximate  exchange  rates  for  American 
dollars  makes  the  total  sum  equal  to  $2,400 
in  francs,  $1,600  in  lira  and  $2,800  in  yen. 

Scheduled  for  13  weeks  the  contest 

presents  weekly  winners  with  portable  tv 
sets.  Weekly  winners  will  compete  at  the 

contest's  conclusion  for  the  grand  "Mil- 
lionaire" quiz  and  award. 

New  Series  Initiated  on  Cruise 

World  premiere  promotion  of  the  new 
Yancy  Derringer  series  slated  to  start  on 
CBS-TV  Oct.  2  was  held  in  New  Orleans 

Sept.  18-20  by  Needham,  Louis  &  Brorby 

Inc.  on  behalf  of  the  program's  sponsor  and 
agency  client.  S.  C.  Johnson  &  Son.  (John- 

son's wax). 

The  premiere,  held  in  New  Orleans  be- 

cause of  the  program's  setting  in  that  city, 
was  attended  by  civic  officials,  newspaper 
tv  columnists  and  executives  from  S.  C. 

Johnson  &  Son  and  took  place  aboard  the 
Mississippi  River  boat  Sultana  on  an  actual 
cruise.  Featured  stars  (Jock  Mahoney, 

Frances  Bergen,  others)  took  part  in  the 

civic  welcome  and  reception,  visits  to  his- 
torical sites  and  local  radio-tv  interview 

shows. 

The  series  will  be  carried  by  CBS-TV 
Thursdays,  8:30-9  p.m.  EST. 

NBC-TV  Expands  'Today'  Coverage 

NBC-TV's  Today  program  (Mon.-Fri.. 
7-9  a.m.)  will  implement  several  changes 
in  format,  starting  Oct.  6,  and  including  an 

expansion  in  its  news  coverage,  the  introduc- 

tion of  regular  "columns"  on  sports, 
fashion,  food  and  home  decorating,  and  the 
launching  of  a  talent  showcase  for  young 
professionals.  Charles  Van  Doren,  tv  quiz 

winner,  joins  Today  on  Oct.  6  as  news  fea- 
ture editor,  and  his  column  will  deal  with 

interviews  with  "unusual  people"  and  re- 
ports on  scientific  and  educational  develop- ments. 

WCSC  Distributes  Market  Study 

The  first  copy  of  a  new  market  study 
prepared  by  WCSC  Charleston,  S.  C 

entitled  "Modern  Charleston,  South  Caro- 

lina. Is  Big."  a  four-color  brochure  being 
distributed  to  agency  executives,  advertisers 
and  sales  managers,  has  been  presented  by 

John  M.  Rivers  owner  of  WCSC,  to  Wil- 

liam McG.  Morrison,  Charleston's  mayor. 

The  study  tells  the  story  of  Charleston's 
growth  and  history  as  a  market  for  adver- 

tisers' goods. 

MORNING  REMINDER 

RAB's  cup  runneth  over,  with 
reason.  When  18  top  marketing-ad- 

vertising executives  representing  RCA. 
General  Electric,  Zenith.  Motorola, 

Westinghouse  and  Philco  opened  their 
morning  mail  one  day  last  week  and 
found  themselves  the  recipients  of  a 
white  brassiere,  it  was  no  mixup.  It 

was  a  deliberate  plot  hatched  by  Ra- 
dio Advertising  Bureau  to  convince 

these  men  to  advertise  their  radio  sets 

on  radio. 
Tucked  between  the  folds  of  the 

bra,  they  found  this  note  from  RAB 
President  Kevin  Sweeney: 

"You  probably  know  someone  who 
wears  one  of  these  contraptions.  But 
a  bra  manufacturer  with  even  a  rudi- 

mentary idea  of  marketing  strategy 

wouldn't  direct  his  advertising  to  you. 
He'd  aim  it  at  the  users — women. 

Doesn't  it  make  equal  sense  for  you 
to  advertise  your  radio  set  line  to  the 
people  who  use  radio  sets,  i.e.  people 
who  are  radio  listeners  rather  than 

those  who  get  their  news  and  enter- 
tainment from  other  media?  Radio 

advertising  is  clearly  the  best  way  to 
reach  the  users  and  buyers  of  radio 

sets." 

RAB  explained  its  mailing  of  the 
brassieres  (and  disposable  diapers  a 

few  days  earlier)  by  saying  it  wanted 

to  show — dramatically — "the  absurdity 
of  radio  sets  being  advertised  any 

other  place  than  on  radio." 

WKRC-TV  Schedules  Drama  Class 

WKRC-TV  Cincinnati  will  televise  an 

earlybird  college  credit  course  in  drama  as 
a  weekday  feature  starting  Sept.  23. 

Offered  by  Our  Lady  of  Cincinnati  Col- 
lege, the  tv  course,  entitled  Drama  at  Day- 

break, will  be  conducted  by  Dr.  Sieg- 
mund  Betz,  professor  of  English,  at  7:30 

a.m.  Tuesdays  and  Thursdays.  The  half- 
hour  sessions  will  include  dramas  ranging 

from  English  morality  plays  to  contemporary 

dramas.  Three  years  ago  WKRC-TV  telecast 
a  psychology  course  for  credit  given  by  the 
U.  of  Cincinnati  at  9  a.m.  on  Saturdays. 
The  station  received  national  attention 

when  its  tv  "class"  received  higher  grades 

than  a  "pilot"  class  on  campus,  WKRC-TV 
reported. 

75,000  Cars  Bear  KXYZ  Emblem 
Since  KXYZ  Houston,  Tex.,  launched  its 

"Safety  Foremost"  promotion  June  16, 

safety  stickers  with  the  station's  call  letters have  been  affixed  to  more  than  75,000 
Houston  automobiles,  KXYZ  announced. 
Motorists  are  requested  to  display  the 
emblems  on  the  rear  windows  of  their 
cars. 

Each  KXYZ  safety  emblem  carries  a 
registration  number  which  is  entered  on  an 
entry  blank,  obtainable  at  more  than  1,000 
Foremost  Dairies  dealers  or  184  Texaco 
service  stations  in  the  area.  Ten  times  each 

day  KXYZ  calls  out  a  lucky  number  for 
over   $1,300   in   prizes  offered   each  day. 
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Motorists  having  the  winning  number  are 
required  to  call  Foremost  Dairies  before 

4  p.m.  the  same  day.  A  traffic  violation  dur- 
ing the  previous  30  days  disqualifies  a 

winner. 

KYW-FM  Airs  Salzburg  Festival 

KYW-FM  Cleveland.  Ohio,  on  Sept.  22, 
began  programming  each  weekday  evening 

from  8-10  p.m.  concerts  heard  at  Austria's 
Salzburg  Music  Festival,  which  was  held 

from  July  26  to  Aug.  31.  Special  arrange- 
ments were  made  through  the  Broadcast 

Foundation  of  America  in  cooperation  with 
Radio  Salzburg  to  broadcast  15  separate 
concerts.  Included  in  the  series  are  the 

operas  "The  Marriage  of  Figaro"  by 
Mozart,  Beethoven's  "Fidelio,"  Mozart's 
"Cosi  Fan  Tutte"  and  Samuel  Barber's  new 

"Vanessa,"  with  the  original  Metropolitan 
Opera  premiere  cast. 

WBZ-FM  Surveys  Listeners 

WBZ-FM  Boston  has  announced  the  re- 
sults of  an  audience  survey  of  fm  listening 

patterns.  Results  were  obtained  from  644 
postcard  replies  to  questionnaire  sent  to  966 
persons  who  have  previously  participated 

in  a  special  WBZ-FM  merchandise  offer.  By 
correlating  survey  answers  the  station  has 

defined  its  "average"  listener  as  being  36 
years  old  and  in  the  upper-middle  income 
bracket.  The  average  listening  time  per  day, 
according  to  the  survey,  is  four  hours.  The 

average  listener's  home  has  1.42  fm  sets. 
50.4%  of  listeners  have  components  sets, 
49.6%  use  package  sets. 

WLW  'Copter  to  Speed  Traffic 
Delays  in  morning  and  evening  traffic  rush 

hours  may  be  avoided  by  Cincinnati,  Ohio, 

motorists  who  listen  to  the  helicopter  re- 
ports of  traffic  conditions  presented  by  WLW 

Cincinnati.  The  traffic  report  service  was  in- 
augrated  Sept.  15.  in  cooperation  with  the 
Cincinnati  Police  Div.  Broadcasts  from  the 

Bell  47H-1  helicopter  are  made  in  the  7:30- 

8:30  a.m.  portion  of  WLW's  Clockwatcher 
program,  and  from  4:45  to  5:45  p.m.  on 

the  Rollin'  Along  show.  At  least  six  reports 
are  made  in  each  period.  WLW  announced. 
The  new  public  service  feature  is  sponsored 
by  the  Shell  Oil  Co. 

WWRL,  WHOM  Enter  N.  Y.  Parade 

WWRL  Woodside,  L.  L,  and  WHOM 

New  York,  competitors  for  German  and 

Spanish-Puerto  Rican  audiences  in  New 
York,  joined  hands  in  a  project  on  Sept. 
20.  The  stations  entered  a  float  jointly  in 

the  first  German-American  Steuben  parade 
in  New  York  City.  The  float  took  the  form 
of  a  rocket  and  was  dedicated  to  rocket 

expert  Werner  Von  Braun. 

Goal  Reached,  D.J.  Climbs  Down 

To  promote  the  changeover  of  WAKY 
Louisville,  Ky.,  to  a  McLendon  station, 
WAKY  d.j.  Phil  Page  stayed  aboard  a 
scaffold  tower  at  a  Louisville  drive-in 
restaurant  for  48  days,  as  long  as  was 
necessary  for  the  station  to  reach  a  goal  of 
51%  of  the  Louisville  listening  audience, 
the  station  announced.  Listeners  were  asked 
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to  send  in  postcards  guessing  the  day,  hour 
and  minute  that  WAKY  would  achieve  its 

audience  goal.  WAKY  announced  Sept.  10 
a  total  of  55%.  The  holder  of  the  winning 

card  was  presented  $100.  Mr.  Page  broad- 
cast once  each  hour  during  his  tower  stay. 

Visitors  asked  questions  by  telephone 

through  a  closed  circuit  line  to  the  tower. 

Art  Show  Marks  WTAR  Anniversary 

An  exhibition  of  225  pieces  of  art  point- 

ing up  "the  effect  of  radio-tv  on  Tidewater 
life"  was  held  in  the  WTAR  Norfolk,  Va., 
Radio  &  Tv  Center  as  part  of  its  35th  an- 
niversarj  celebrations.  The  show,  now  being 
displayed  in  a  Norfolk  department  store, 
was  viewed  at  the  center  by  about  1,200 
visitors.  WTAR  President  Campbell  Arnoux 
purchased  the  painting  that  was  judged  the 

best  for  permanent  display  in  the  station's studios.  Five  other  paintings  received 
awards.  The  art  exhibition  was  one  of 

several  anniversary  promotions  conducted 

by  WTAR. 

WMAL-TV  Revamps  Night  Schedule 

WMAL-TV  Washington,  D.  C,  is  appeal- 
ing to  early-to-bed  government  employes 

with  its  new  night  programming  schedule. 
Unveiled  Sept.  15,  the  format  consists  of 

news  at  10:30  p.m.,  rather  than  the  cus- 
tomary 1  1  p.m.,  time,  followed  by  two  half- 

hour  filmed  dramas. 

The  10:30  Final  begins  with  a  15-minute 
ABC-TV  newscast,  featuring  John  Daly, 
and  continues  with  local  news  reported  by 

1  KW  FM  TRANSMITTER? 

Approach  No.  1 
FM-1000A 

Transmitter 
Meets  all  FCC  & 

RETMA  specs.  Can  be 
multiplexed 

PRICE  $3995.00 

Approach  No.  2 
FM-1000A 

Amplifier 
Can  be  used  with  any 
250  watt  transmitter 

to  produce  1000  watts 
PRICE  $2495.00 

5  KW  TRANSMITTERS? 

Approach  No.  1 
FM-5000A 

Transmitter 
Meets  all  FCC  & 

\  RETMA  specs.  Can 
be  multiplexed. 
Utilizes  single 
4CX5000A  tetrode 

mm    PRICE  $9995.00 

Approach  No.  2 

FM-5000A  Amplifier 
Can  be  driven  by  any  250  watt  or 
higher  power  transmitter. 

PRICE  $7995.00 

it  A    industrial  transmitters 

and  antennas 

235  fairfield   ave.   upper  darby,  pa. 
write  for  additional  information 

PHILADELPHIANS  got  their  first  public  views  of  the  1959  Buick  in  a  WPEN 
Philadelphia  promotion.  This  new  Buick  Invicta,  adorned  with  appropriate  WPEN 

banners,  toured  Greater  Philadelphia  for  three  days,  starting  with  Buick's  opening 
day  apparance.  A  spot  campaign  on-the-air  told  WPEN  listeners  to  look  for 
WPEN's  1959  Buick. 

Len  Deibert,  sports  news  by  Morrie  Siegel, 
and  the  weather  by  Louis  Allen.  Starting  at 
11  p.m.  is  Action  at  11,  which  includes 
African  Patrol  on  Monday;  City  Detective 
(Tuesday);  State  Trooper  (Wednesday);  The 
Walter  Winchell  File  (Thursday),  and  Code 
3  (Friday).  From  11:30  to  midnight,  the 
station  shows  Follow  That  Man  starring 
Ralph  Bellamy. 

Auburn  Football  Network  Formed 

WAPI  Birmingham,  Ala.,  this  fall  is 

originating  broadcasts  of  the  nine-game 
football  slate  of  Alabama  Polytechnic  In- 

stitute at  Auburn,  Ala.,  for  a  53-station 
network  in  the  South.  Standard  Oil  of 

Kenutcky  will  sponsor  the  broadcasts  for 
WAPI  and  21  of  the  affiliated  stations.  The 

others  will  have  local  sponsors.  The  games 

will  be  fed  to  the  network  by  WAPI-FM. 
Sportscaster  Tom  Hamlin  will  announce  the 

play-by-play  and  Charlie  Davis  will  do  the 
color  work.  The  first  broadcast  was  the 

Auburn-Tennessee  game  last  Saturday 

(Sept.  27). 

Adams  Gets  'Communism'  Material 
Betty  Adams,  educational  director, 

WJAR-TV  Providence,  R.  I.,  returns  this 
week  from  Europe  where  she  has  been 

gathering  supplementary  material  for  The 

Philosophy  of  Communism,  the  station's  ed- 
ucational series.  Miss  Adams  made  sound- 

on-film  interviews  with  such  figures  as  Polish 
Education  Minister  M.  Bienkowski  in  War- 

saw, and  NATO  Supreme  Commander  Gen- 
eral Lauris  Norstad  in  Paris.  Included  in 

Miss  Adams'  itinerary:  Moscow,  Ankara 
and  Istanbul.  The  Philosophy  of  Com- 

munism, a  course  for  one  college  credit, 
will  run  on  WIAR-TV  Oct.  20-Nov.  21. 

WOW  Takes  Straw  Vote  at  Fair 

Visitors  to  the  Nebraska  State  Fair  at 

Lincoln  voted  on  all-electric  voting  ma- 
chines for  the  first  time  at  the  WOW  Omaha 

exhibit.  Three  automatic  Shoup  voting  ma- 
chines, which  also  are  displayed  at  the 

U.  S.  exhibition  in  Brussels,  were  installed 
by  WOW  to  take  a  straw  vote  on  current 

political  and  civic  issues  besides  recording 
radio  listener  preferences.  After  the  fair, 
the  machines  were  moved  to  three  Omaha 

banks,  clients  of  WOW,  to  measure  metro- 
politan reaction  to  the  ballot. 

WWVA  Salutes  1959  Automobiles 

WWVA  Wheeling,  W.  Va.,  will  salute  new 
1959  models  of  American  automobiles  as 

they  are  introduced  to  the  public  with  a 

series  of  programs  entitled  The  WWVA  Au- 
tomobile Show  of  the  Air.  The  programs 

will  feature  zone,  regional  and  district  man- 

agers of  the  Pittsburgh  district,  each  de- 
scribing his  respective  car.  The  promotion 

schedule  includes  on-air  announcements, 

window  posters,  bulletins  to  dealers  and  spe- 
cial displays.  The  series,  which  started  with 

Buick  on  Sept.  18,  are  presented  without 

charge  as  a  station  public  relations  and  pub- 
lic service  activity. 

KIVA  (TV)  Invites  Car  Dealers 

A  public  service  promotion  designed  to 
stimulate  business  in  all  fields,  especially 

for  automobile  dealers,  has  been  announced 

by  KIVA  (TV)  Yuma,  Ariz.  Some  40  deal- 
ers in  five  communities  have  been  invited 

to  participate  in  half-hour  programs  during 
which  two  1959  models  will  be  displayed 

and  the  dealers  will  be  introduced.  In  ad- 
dition, dealers  are  invited  to  meet  at  the 

station  for  a  coffee  hour  and  "bull  session" 
prior  to  each  car  preview. 

KABC-TV  Plans  Palladium  Ball 

Following  through  on  its  "black  and 
white"  promotion  theme  for  its  new  fall 
lineup  of  evening  and  daytime  programs, 

KABC-TV  Los  Angeles  will  hold  a  Black 

WHEN  THEY  SAY 

YOU'VE  COMMITTED 

LIBEL  —  SLANDER 

PIRACY  —  PLAGIARISM 

INVASION  OF  PRIVACY 

COPYRIGHT  VIOLATION 

Be  ready  with  our  unique 
INSURANCE 

Adequate  protection  against  embarrassing  loss 
at  amazingly  moderate  cost.  Write! 
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Would  you  call  this  fair  play? 

Hardly— yet  you  face  the  same  kind  of  unfairness  with  some  of  your  taxes 

The  referee  in  this  picture  is  doing  something  no 

official  in  his  right  mind  would  do.  He's  tackling  the 
ball-carrier,  and  thus  giving  an  unfair  advantage  to 
the  opposing  team.  In  a  similar  way,  federal  laws 

give  certain  people  an  unfair  tax  advantage  over 

you  and  most  Americans.  Here's  how: 

About  23  cents  out  of  every  dollar  you  pay  for 

electricity  goes  for  taxes.  But  under  present  tax  laws, 

several  million  families  and  businesses  escape  paying 

most  of  the  taxes  in  their  electric  bills  that  you  pay 

in  yours.  They  are  people  whose  electricity  comes 

from  federal  government  electric  systems. 

And  what's  more,  the  taxes  they  escape  have  to 

be  made  up  by  other  people— including  you! 

Most  Americans  think  everyone  should  pay  his 

own  fair  share  of  taxes.  Don't  you  agree? 

America's  Independent  Electric  Light  and  Power  Companies* 
*  Company  -names  on  request  through  this  magazine 
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PROGRAMS  &  PROMOTIONS  continued 

and  White  Ball  next  Monday  (Oct.  6)  at 

the  Hollywood  Palladium.  Lawrence  Wclk 
and  his  orchestra  will  provide  the  music 

for  dancing.  The  affair,  naturally,  is  black 

tie. 

Scooter  Club  Formed  at  KYW-TV 

Motor  scooter  enthusiasts  in  Cleveland, 

Ohio,  have  been  invited  to  become  mem- 

bers of  a  safety  club  which  has  been  or- 

ganized by  Big  Wilson,  KYW-TV  Cleve- 
land personality,  who  has  been  commuting 

between  his  home  and  the  studio  via  motor 

scooter,  and  also  for  transportation  to  per- 
sonal appearances.  On  Sept.  6,  250  teenagers 

and  adults  paraded  through  downtown 
Cleveland  on  their  scooters,  after  pledging 
themselves  to  safe  driving  practices.  The 
event  followed  a  formal  ceremony  in  front 
of  KYW-TV  where  Mr.  Wilson  distributed 

Early  Show  shirts,  named  after  his  daily 

program.  Membership  cards  for  the  club  are 
being  issued  and  the  organization  will  work 
with  the  Cleveland  Police  Dept.  and  the 
Cleveland  Safety  Council  to  promote  safe driving. 

WWL-TV  Promotes  'Mike  Hammer' 
For  one  week  prior  to  the  initial  showing 

of  Mickey  Spillane's  Mike  Hammer  series 
on  WWL-TV  New  Orleans,  the  public  was 
invited  to  try  opening  a  safe  in  which  the 

station  had  placed  a  certificate  worth  $25,- 
000  in  cash.  More  than  1,000  persons  tried 

to  no  avail  to  "crack"  the  locked  small  safe 
which  was  placed  in  a  Volkswagen  truck 

parked  in  downtown  New  Orleans.  To  con- 
clude the  series  promotion,  the  correct  com- 

bination was  taken  out  of  a  bank  safe  de- 
posit vault  and  during  a  live  noontime  show, 

the  safe  was  opened. 

WFAA-TV  Dallas  will  help  ABC-TV 

kick  off  "Operation  Daybreak"  in  a  couple 
of  weeks,  It's  flying  into  New  York  a  plane- 

load of  60  Texans — courtesy  Braniff  Inter- 
national Airways — to  be  on  hand  to  take 

a  tour  of  the  ABC-TV  plant,  studios,  day 
and  nighttime  programs,  etc.  The  junket 

was  conceived  by  Alex  Keese,  the  station's executive  director,  with  an  eye  towards 

making  Texans  more  aware  of  ABC-TV 
and  its  "new  look"  in  programming.  The 
trip  is  scheduled  Oct.  15-19. 

Drawing  Closes  KBRK  Promotion 

KBRK  Brookings,  S.  D.,  received  more 
than  180,000  registration  cards  during  its 
nine-week  summer  promotion  campaign 
which  concluded  with  the  drawing  for  a  new 
two-bedroom  house,  valued  at  $6,000,  and 

$800  in  cash.  Weekly  $100  cash  prizes  sus- 
tained interest  in  the  promotion  until  the 

final  drawing  for  the  house.  Forty  area  mer- 
chants participated  in  the  event  with  a 

basic  supply  of  2,000  cards  to  be  handed 

to  their  customers.  Extra  cards  were  grant- 
ed to  merchants  for  the  cost  of  printing. 

KBRK's  "Dream  House"  was  won  by  an 
Arlington,  S.  D.,  farm  couple  with  three 
children. 

KROS  Student  Pilot  Wins  Wings 

Hank  Dihlmann,  sports  director  at  KROS 
Clinton,  Iowa,  who  has  been  conducting 

a  Learn  to  Fly  program  series  with  him- 

self in  the  student's  role,  has  been  awarded 
his  "Bird  Man  Junior  Grade"  wings  for 
passing  his  first  solo  flight  test.  Mr.  Dihl- 

mann takes  a  portable  tape  recorder  on  his 

instructional  flights  and  later  provides  listen- 
ers with  15-minute  versions  of  the  lessons. 

KROS  reports  "several  hundred"  persons 
greeted  Mr.  Dihlmann  at  the  airport  for  the 
solo  flight.  Mr.  Dihlmann  will  continue  the 
instructional  series  until  he  receives  his 

private  flying  license. 

KFAB  Awards  Non-Stop  Talker 

The  Omaha,  Neb.,  Community  Fund 

Drive  was  the  theme  of  a  "Talkathon"  for 
eight  contestants  at  KFAB  Omaha.  The  sta- 

tion, in  reporting  a  new  non-stop  talking 
record,  awarded  $1,000  to  the  winner,  an 
Omaha  woman  who  talked  continuously  for 
96  hours  and  36  minutes.  KFAB  presented 
the  vocal  marathon  from  the  windows  of 

an  Omaha  department  store  as  a  public 
service  to  promote  the  annual  drive  for 

charity  contributions. 

Phila.  Market  Data  Available 

NBC  Spot  Sales  has  issued  its  ninth  mar- 
ket data  book,  which  covers  Philadelphia, 

on  behalf  of  its  station  WRCV-TV  Phil- 
adelphia. It  provides  data  on  population, 

number  of  households,  effective  buying  in- 
come and  other  marketing  areas.  Copies 

may  be  obtained  from  the  Research  Dept., 
NBC  Spot  Sales,  30  Rockefeller  Plaza,  New 
York  20. 

Insurance  Men  Appear  on  WICC 

Approximately  60  agents  of  the  Metro- 
politan Life  Insurance  Co.  in  the  Bridge- 

port, Conn.,  area  will  appear  personally  on 

WICC  in  connection  with  the  company's 
sponsorship  of  a  ten-minute  newscast  on 
the  station  three  times  a  week.  On  each 

session,  a  Metropolitan  representative  will 
be  introduced. 

WBZ-TV  Features  Priscilla  Lane 

A  morning  half-hour  strip  serializing  fea- 
ture films  was  set  to  start  on  WBZ-TV  Bos- 
ton last  week.  Called  Priscilla  Lane  Show, 

it  presents  Miss  Lane,  former  movie  star, 
as  hostess  and  in  interviews  with  visiting 

celebrities.  The  first  week's  movie.  "Daugh- 
ters Courageous,"  also  featured  Miss  Lane. 

The  show  is  at  9:30-10  a.m.  Monday  through 
Friday. 

In  the  Radio-TV  Publishing  Field 

only  BROADCASTING  is  a 
member  of  Audit  Bureau  of 

Circulations  and  Associated  Business 
Publications 

Texans  Plan  Tour  of  ABC-TV 
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One  of  a  series  of  salutes  to  successful 

TV  stations  across  the  nation  .  .  .  and  to 

the  Northwest  School  graduates  who 

have  contributed  to  their  success. 

WDAY 

TELEVISION  •  RADIO 

FARGO,  NORTH  DAKOTA 

Tom  Hof'sommer  joined 
W DAY-TV  in  May,  1956, 
as  a  film  editor.  His  quick 
grasp  of  this  job,  along 
with  his  general  knowl- 

edge of  the  other  phases 
of  television,  paved  the 

way  for  his  present  posi- tion in  TV  Sales-Service. 

Ed  Engelen  is,  at  the 
present,  a  TV  cameraman 
with  WD  AY-TV.  His  nat- 

ural ability  in  the  various 
technical  aspects  of  studio 
operations  has  made  him 
a  valuable  asset  in  local- 
live  productions.  Ed  has 
been  on  the  WDAY- TV 
staff  since  May,  1955. 

v 

WDAY  Station  Manager,  Jack  Dunn 

WDAY-TV  inherited  one  of  the  pioneer  call  letters 
in  the  world  of  broadcasting  when  it  went  on  the 

air  back  in  June  1953.  WDAY-Radio,  the  oldest 

broadcasting  station  in  the  northwest,  began  its 

operation  back  in  May,  1922. 

WDAY-TV  serves  the  fabulous  Red  River  Valley 

from  Fargo,  North  Dakota,  and  is  affiliated  with 
both  NBC  and  ABC.  In  a  few  short  months, 

WDAY-TV's  coverage  area  will  be  doubled  when 
its  new  1206  ft.  tower  goes  into  operation.  This 

increase  in  tower  height  plus  the  increase  in  power 

to  the  maximum  100,000  watts  will  give  WDAY-TV 
a  60%  increase  in  audience  in  the  tri-state  area  of 
North  Dakota,  Minnesota,  and  South  Dakota. 

Station  Manager  Jack  Dunn  of  WDAY-TV,  says: 

"Our  two  Northwest  Schools'  graduates  have  prov- 
en to  be  excellent  employees.  Ed  Engelen  is  a 

competent  technician  in  several  phases  of  studio 

operations;  Tom  Hof'sommer,  originally  employed 
as  a  film  director,  has  been  promoted  to  an  account 

executive  in  TV  Sales  and  is  doing  an  excellent  job." 

For  further  information - 
on  Northwest  training  and  graduates  available  in  your  area,  write,  phone  or  wire 

NORTHWEST  SCHOOLS 

Broadcasting 

1221  N.W.  21st  Avenue,  Portland  9,  Oregon 

Phone  CApitol  3-7246 

737  N.  Michigan  Avenue,  Chicago    •    1  440  N.  Highland,  Holly  wood 
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PEOPLE 
A  WEEKLY  REPORT  OF  FATES  AND  FORTUNES 

ADVERTISERS  &  AGENCIES 

JOHN  GOODWILLIE  elected  v.p.  of  C.  J.  LaRoche 
&  Co..  N.Y.  Mr.  Goodwillie.  account  supervisor, 
joined  LaRoche  in  1955,  following  earlier  service 
with  Young  &  Rubicam.  N.Y. 

JANET  GILBERT  STEARNS,  for- 
merly broadcast  supervisor, 

Doyle  Dane  Bernbach,  joins 
Riedl  &  Freede  Inc.,  both 
New  York,  as  media  di- rector. 

JOHN  N.  c  a  lie  y  named  di- 
rector of  new  program  de- 

velopment in  tv-radio  de- 
partment of  Ted  Bates  &  Co., 

N.Y.,  effective  today  (Sept. 
29).  For  past  several  years 

MRS.  STEARNS  Mr    Caney  nas  Deen  head  of 
Henry  Jaffe  Enterprises,  N.Y.,  producers  of  va- 

rious television  programs. 

WILLIAM  F.  KEESH  AN,  leaving 
New  York  brokerage  firm  of 
DeHaven  &  Townsend,  Crou- 
ter  &  Bodine,  to  join  Frank 
H.  Lee  Co.,  Danbury,  Conn., 
as  director  of  sales.  Mr. 
Keeshan  has  been  with  John 

B.  Stetson  Co.,  Lee's  com- petitor. No  successor  has 
been  picked  to  succeed 
Frank  H.  Lee  Jr.,  president 
of   hat    concern,    who  died. 

MR.  KEESHAN 
LOUIS  S.  WEITZMAN  resigns  as 

assistant  promotion  director  of  Bureau  of  Ad- 
vertising. American  Newspaper  Publishers  Assn.. 

to  join  Schneider-Stogel  Co.,  N.Y.,  advertising, 
as  v.p.  and  plans  director. 

EDWARD  SIMON,  formerly  with  Bryan  Houston 
Inc.  and  Kenyon  &  Eckhardt  Inc.,  both  New 
York,  joins  Ross  Roy  Inc.,  Detroit,  as  director 
of  research. 

JEROME  J.  DELOTT,  formerly  with  Yale  &  Towne 
Mfg.  Co..  and  DAVID  MACKINTOSH,  formerly  with 
Benton  &  Bowles,  join  Dancer-Fitzgerald- 
Sample   in  N.Y.  as  research   project  directors. 

EDWIN  A.  ANGER  appointed  sales  service  manager 
and  ROBERT  B.  SLAWTER  named  public  relations 
and  promotion  manager  of  Miller  Brewing  Co., 
Milwaukee.  Mr.  Anger  served  as  Miller's  sales promotion  and  publicity  manager  since  1954. 
Mr.  Slawter  previously  worked  with  Alcoa 
Steamship  Co..  N.Y.,  as  assistant  merchandising 
manager. 

EDITH  E.  HEMPFLING,  formerly  with  Edward  S. 
Kellogg  Co..  L.A.,  as  production  manager,  to 
J.  M.  Straus  &  Co.,  LA.,  as  traffic  and  pro- 

duction manager. 

MORTON  H.  DORCHIN  appointed  production  man- 
ager of  Wunderman,  Ricotta  &  Kline  Inc,  N.Y. 

ANDREW  PELLIZZI  promoted  from  associate  art  di- 
rector to  art  director  of  Henderson  Adv.  Agency 

Inc.,  Greenville,  S.C.  HARRY  ZEPP,  former  art  di- 
rector, becomes  senior  art  director. 

RUSS  ALBEN,  timebuyer  and  associate  tv  commer- 
cials producer,  Peck  Adv..  promoted  to  account 

executive  on  Manhattan  Shirt  Co.  Other  Peck 
Adv.  changes:  JOHN  FENGLER,  WRCA-TV  New 
York  producer,  to  radio-tv  commercial  producer; 
MARY  FRANKLIN,  timebuyer  to  chief  timebuyer. 

GEORGE  GOODLET,  formerly  with  Young  &  Rubi- 
cam, joins  Foote,  Cone  &  Belding,  N.Y.,  as  ac- count executive. 

DON  D.  RUMBARGER,  formerly  with  Daniel  Starch 
&  Staff,  to  sales  director,  Audits  &  Surveys  Co., 
market  research  specialists. 

ROLAND  LESSER,  advertising  manager,  Longines- 
Wittnauer  Watch  Co.,  to  S.  Jay  Reiner  Co., 
Minneapolis,  as  radio-tv  sales  director. 

MURIEL  BRAEUTIGAM,  former  supervisor  of  adver- 
tising on  women's  brands  for  Brown  Shoe  Co., 

St.  Louis,  named  assistant  to  advertising  and 
sales  promotion  manager.  Other  Brown  appoint- ments: JAMES  NEWCOMBE,  formerly  with  White 
Rodgers  Mfg.  Co.,  to  sales  promotion  manager  in 
charge  of  promotion  and  dealer  advertising 
services;  CAROL  REES,  former  art  director,  to  crea- 

tive director  of  advertising  on  women's  brands; WILLIAM  OLIVER,  formerly  advertising  manager, 
Fridley  Bros.  Inc.,  to  creative  director  of  ad- 

vertising on  men's  and  children's  brands,  and GLORIA  GERST,  formerly  with  Centaur  Studios,  to 
art  director  on  women's  brands. 

JACK  HOLDEN,  formerly  with  WLS  Chicago  for 
25  years,  joins  Geoffrey  Wade  Adv.,  Chicago,  as 
field  representative  of  radio-tv  department. 

MARY  JANE  THOMPSON,  previously  with  Los  An- 
geles office  of  BBDO,  to  Los  Angeles  copy  staff 

of  Erwin  Wasey,  Ruthrauff  &  Ryan  Inc. 

LYNN  KIMMEL,  copywriter  on  Procter  &  Gamble's Zest  at  Benton  &  Bowles,  to  Ogilvy,  Benson  & 
Mather,  both  New  York,  in  similar  capacity. 
OB&M  services  Lever  Bros.'  Dove  soap. 

JOHN  E.  GAUNT,  46,  radio-tv 
v.p.  for  Grant  Adv.  Inc.,  died 
Tuesday  (Sept.  23)  following 
heart  attack,  in  Hollywood. 

ELMER  W.  FROEHLICH,  59,  v.p. 
and  media  director  of  Mac- Manus,  John  and  Adams  Inc.. 
N.  Y.,  died  Sept.  21  in  Detroit 
following  heart  attack.  Mr. 
Froehlich  was  formerly 
chairman  of  Advertising  Re- 

search Foundation  and  co- 
chairman  of  magazines  and 
farm  publications  chapter  of 

Assn.  of  American  Advertising  Agencies. 
MR.  GAUNT 

FILM 

BRUCE  D.  COLEN,  formerly  with  CBS-TV  as  asso- 
ciate producer,  to  CBS-TV  Film  Sales  Inc.  in 

charge  of  program  development. 

GENE  DEITCH,  who  recently  formed  his  own  firm 
after  long  associations  with  UPA  Pictures  and 
CBS-Terrytoons    Div.,    appointed    to  Industrial 

of  Technology.  Mr.  Deitch  will  give  lectures  on 
and  Scientific  Board  of  Advisors,  N.Y.  Institute 
animation  and  allied  topics  this  coming  semes- 
ter. 

L.  C.  (BUD)  WOODS,  former  owner  of  Bud  Woods 
Productions,  Tulsa,  Okla.,  joins  Alexander  Film 
Co.,  Colorado  Springs,  Colo.,  as  resident  sales 
v.p.  for  Oklahoma-Texas  area. 

HENRY  S.  NEWMAN,  formerly  with  United  Artists' 
foreign  department,  to  Inter  World  TV  Films 
Inc.,  N.Y..  as  sales  representative.  Inter  World  is 
newly-formed  company  which  has  acquired  for- 

eign distribution  rights  to  about  2,500  programs, 
distributed  domestically  by  Guild  Films. 

PHILIP  FRANK,  for  past  year  account  executive  in 
sales  at  Caravel  Films,  appointed  to  New  York 
sales  staff  of  MGM-TV's  commercial  and  in- dustrial film  department  in  similar  capacity.  At 
one  time,  he  was  partner  in  George  Blake  Film 
Enterprises,  and  entered  the  tv  commercial  field 
in  1949  with  Screen  Gems. 

NETWORKS  ' 

EDWARD  TRUMAN,  formerly  music  director  for 
NBC-TV's  Matinee  Theatre  to  mystery  series, 
Further  Adventures  of  Ellery  Queen,  in  similar 
capacity. 

FRANK  LEAHY,  former  football  coach  of  Notre 

Dame  U.,  has  been  added  to  Mutual's  staff  of  an- 
nouncers who  will  cover  network's  Saturday college  football  schedule  this  year,  ending  on 

Dec.  29.  Mr.  Leahy  will  provide  analyses  of 
games  in  progress. 

SYLVESTER  L.  WEAVER  SR.,  80,  Los  Angeles  business 
man  and  civic  leader,  father  of  Sylvester  L. 
(Pat)  Weaver  Jr.,  former  president  of  NBC,  and 
Doodles  Weaver,  tv  comic,  died  Sept.  11  after 
illness  of  several  months. 

STATIONS 

MR.  CHAPMAN MR.  RICHDALE MR.  STEVENS 

REID  G.  CHAPMAN  appointed  v.p.  and  general 
manager  of  WANE-AM-TV  Fort  Wayne,  Ind.. 
JAMES  C.  RICHDALE  JR.,  named  v.p.  and  general 
manager  of  KGUL-TV  Houston,  Tex.,  and 
GEORGE  STEVENS  promoted  to  v.p.  and  general 
manager  of  KOTV  (TV)  Tulsa,  Okla.  All  sta- 

tions are  members  of  Corinthian  Group.  Mr. 
Chapman  succeeds  R.  MORRIS  PIERCE,  resigned 
to  supervise  installation  of  radio  station  for 
U.  S.  Navy  at  Cutler,  Me.  Mr.  Chapman  had  been 
general  manager  of  WANE  for  past  three  years. 
Mr.  Richdale  was  v.p.  and  general  manager  of 
KOTV  (TV)  Tulsa,  and  Mr.  Stevens  was  KOTV 
commercial  manager.  KOTV  board  of  directors 
have  appointed  executive  committee  consisting 
of  Messrs.  Richdale,  Stevens  and  C.  WREDE 
PETERSMEYER,  president,  KOTV  Inc..  to  work  on 
major  station  policy. 

GEORGE  C.  STEVENS,  general 

sales  manager  of  Transconti- nent  Televison  Corp.,  N.  Y., 
promoted  to  v.p.  in  charge 
of  sales  for  Trancontinent, 
which  has  4  o&o  tv  stations. 
Mr.  Stevens  was  previously 
with  NBC  where  he  was  sales 
director  for  WRCA  New 
York.  He  is  member  of  New 
York  Sales  Executive  Club 
and  Radio-Tv  Executives  So- 

ciety. 

MR.  STEVENS 

MAURIE  E.  WEBSTER  appointed 

general  manager  of  KCBS 
San  Francisco,  CBS-owned 
outlet.  Mr.  Webster  replaces 
HENRY  UNTERMEYER,  who  will 
be  reassigned  to  New  York 
in  new  sales  post.  Mr.  Web- 

ster has  been  sales  manager 
for  KNX  Los  Angeles  and 
CBS  Radio  Pacific  Network 
for  past  year  and  half  and earlier  had  been  director  of 
operations  for  four  years  for 
both  facilities.  His  successor 
has  not  been  announced. 

MR.  WEBSTER 

United  Press  International  r 

Facsimile  Newspictures  and 

United  Press  Movietone  Newsfilm 
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NOTICE  TO  EDITORS— For  more  than  30  years,  Metropolitan  Life 
has  sponsored  advertising  messages  on  national  health  and  safety. 
Because  of  public  interest  in  the  subject  matter  of  these  advertise- 

ments, Metropolitan  offers  all  news  editors  (including  radio  news 
editors),  free  use  of  the  text  of  each  advertisement  in  this  series. 

The  text  may  be  used  in  regular  health  features,  health  columns 
or  health  reports  with  or  without  credit  to  Metropolitan.  The 
Company  gladly  makes  this  material  available  to  editors  as  one 

phase  of  its  public-service  advertising  in  behalf  of  the  nation's health  and  safety. 

A  good  school  year 

often  starts 

in  the  doctor  s  office 

i  - 
mi 

  Your  child  will  soon  be  off  to 

school — with  thirty- nine  and  one- 
half  million  other  children  —  the 

largest  enrollment  in  our  country's  history. 

Naturally,  you  hope  your  child  will  stay  well  and 

do  well  throughout  the  school  year.  To  help  him  do  so, 

why  not  take  him  to  your  doctor  now — before  school 

opens — for  a  thorough  health  examination? 

This  is  important  for  all  children,  but  doubly  so  for 

the  "beginner"  who  may  be  exposed  for  the  first  time 
to  the  communicable  diseases.  The  child  should  be 

protected  against  whooping  cough,  polio,  diphtheria, 

smallpox  and  tetanus. 

If  he  has  already  had  "shots"  for  these  diseases,  it 

may  be  time  for  "booster  doses."  These  increase  pro- 
tection or  hold  it  at  such  a  level  that  the  child  is  more 

able  to  resist  the  disease  to  which  he  is  exposed. 

A  pre-school  check-up  may  reveal  unsuspected  de- 

fects of  the  eyes  or  ears.  A  child  who  has  impaired  hear- 
ing or  vision  cannot  do  his  best  work  at  school.  Besides 

getting  low  marks,  he  may  become  discouraged  or  at 

best  have  difficulty  in  making  adjustments. 

Your  doctor  can  also  advise  you  about  improving 

your  child's  health  habits  to  increase  resistance  to  colds 
and  other  respiratory  infections  that  keep  so  many 

children  away  from  their  classrooms. 

What  about  older  children — teen-agers  especially? 

They,  too,  should  have  health  examinations.  The  doc- 

tor's advice  on  physical  development  and  emotional 
problems  can  ease  many  worries  that  beset  adolescents. 

When  parents,  doctors,  and  teachers  work  together, 

the  school  years  can  be  made  more  healthful. 

COPYRIGHT   1958 — METROPOLITAN    LIFE   INSURANCE  COMPANY 

Metropolitan  Life  Insurance  Company 
(A  MUTUAL  COMPANY) 

1  Madison  Avenue,  New  York  10,  N.  Y. 
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PEOPLE  CONTINUED 

MRS.  COPLEY  MR.  TIPPIE  MR.  LANPHEAR 

MR.  WALTON  MR.  LYONS  MR.  JOHNSON 

MR.  HAGEL MR.  STONE MR.  MAILLET 

MR.  BARENBREGGE 

MADALYN  PRUETT  COPLEY,  cor- 
poration secretary,  and  HENRY 

B.  TIPPIE,  corporation  CPA. 
made  v.p.'s  and  members  of board  of  directors  of  Rollins 
Corp.,  parent  body  of  Rollins 
Broadcasting  Inc.,  chain  of 
radio  and  tv  stations.  ALBERT 
R.  LANPHEAR,  director  of  sales, 
also  elected  v. p.  Following 
Rollins  general  managers 
named  v.p.'s  of  their  respec- tive stations:  HAL  WALTON, 
WNJR  Newark,  N.J.;  ROBERT 

LYONS,  KATZ  St.  Louis;  ARNOLD  C.  JOHNSON, 
WGEE  Indianapolis,  Ind.;  PAUL  von  HAGEL,  WRAP 
Norfolk,  Va.;  CHARLES  W.  STONE,  WAMS  Wil- 

mington, CHARLES  R.  MAILLET,  WJWL  Georgetown, 
both  Delaware,  and  GEORGE  BARENBREGGE, 
WPTZ-TV  Pittsburgh,  N.Y.  ED  SLOAN,  WAMS 
sales  manager,  appointed  company's  midwest 
sales  representative  with  headquarters  in  Chi- 
cago. 

HUGH    K.    BOICE   JR.,   v. p.  and 
director  of  KWK  Radio  Inc., 
St.  Louis,  named  station  gen- 

eral manager.  Mr.  Boice  will 
continue  as  v.p.  and  general 
manager  of  WEMP  Milwau- 

kee, 75%  owner  of  KWK  Ra- 
dio Inc.  Mr.  Boice  is  past  di- 

rector of  National  Assn.  of 
Broadcasters,  current  presi- 

dent of  Wisconsin  Broad- 
casters, director  of  Radio  Ad- 

vertising Bureau  and  serves 
on  ASCAP  negotiation  com- 

mittee. WILLIAM  L.  JONES  JR., 
ecutive.  joins  KWK  as  general  sales  manager. 

MR.  BOICE 

WEMP  sales  ex- 

JOHN  D.  HARVEY,  v.p.  and  commercial  manager, 
WRRR  Rockford.  111.,  appointed  general  man- 

ager, WSHE  Sheboygan,  Wis.  [PEOPLE,  Sept. 
15],  subject  to  FCC  approval  for  grant  of  pending 
application  for  transfer  of  license  from  Lake 
Shore  Broadcasting  Co.  to  Central  States  Broad- 

casting Co.  DON  HOOVER,  sales  manager,  WKAN 
Kankakee,  111.,  will  become  new  commercial 
manager,  WRRR  I  PEOPLE,  Sept.  15],  subject 
FCC  approval  for  grant  of  pending  application 
for  transfer  of  license  to  Radio  Rockford  from 
Rock  River  Broadcasting  Co. 

LAWRENCE  M.  CARINO,  previously  with  KTNT- 
AM-FM-TV  Seattle-Tacoma.  Wash.,  as  manager 
and  sales  director,  appointed  general  sales  man- 

ager of  WWL-TV  New  Orleans,  La. 

AL  OWEN,  air  personality,  joins  WOND  Pleasant- 
ville,  N.J..  as  disc  m.c.  and  special  events  di- 

rector. RALPH  GLENN  elevated  to  head  of  WOND 
sports  department. 

MISS  ROSE 

THERESA  M.  ROSE,  assistant 
manager,  WBUD  Trenton, 
N.J.,  elevated  to  station  man- 

ager. Miss  Rose  is  member 
of  Advertising  &  Graphic 
Arts  Club  of  Delaware  Val- 

ley and  Advertising  Federa- tion of  American  Women  in 
Radio    and  Television. 

SIDNEY  L.  BEIGHLEY  JR.,  for- 
merly WPDQ  Jacksonville, 

Fla.,  radio  sales  and  promo- 
tion, appointed  v.p.  and  gen- 
eral manager  of  WMBR  Jacksonville.  DONALD  R. 

SMITH  named  director  of  news  operation  and 
LARRY  PATRICK,  formerly  WAIR  Winston-Salem, 
N.C.,  news  director,  made  WMBR  news  editor. 
Other  WMBR  appointments:  EDWIN  H.  CHAP- 
PELEAR  to  director  of  programming  and  produc- 

tion; LINDY  FREEMAN  to  promotion  director;  C. 
ROY  KING  to  engineer-in-charge,  JACK  MOCK  and 
RICK  HOLLISTER,  both  formerly  WIVY  Jackson- 

ville, to  air  personalities. 

PHIL  DEXHEIMER,  account  ex- 
ecutive at  KTLA  (TV)  Los 

Angeles,  has  resigned  to  open 
his  own  insurance  agency, 
representing  Travelers.  Pre- 

viously president  and  general 
manager  of  KFXM  San  Ber- nardino and  KBIG  Avalon, 
both  California,  Mr.  Dex- 
heimer  has  won  numerous 

sales  awards  including  "Sam- 
my" sales  trophy  of  Los 

Angeles  Sales  Executives 
Club  and  national  RAB  sales trophy. 

MR.  DEXHEIMER 

LOUIS  W.  SHAPIRO,  WSTV  Steubenville,  Ohio, 
sales  manager,  elevated  to  station  manager. 

HOWARD    W.    MASCHMEIER,  in 

Triangle  Stations'  national sales  office  since  1956,  named 
assistant  general  manager  of 
WNHC-TV  New  Haven, 
Conn.,  effective  Oct.  6.  ED- 

WARD D.  TADDEI,  general  man- 
ager of  WNHC-TV  since  1956, 

continues  in  that  capacity. 
Mr.  Maschmeier  was  former- 

ly general  manager  of  WPTR 
Albany,  N.Y. 

WALTER  J.  DAMM,  retired  v.p.       MR'  MASCHMEIER and  general  manager  of  WTMJ-AM-TV  Mil- 
waukee, made  lifetime  honorary  member  of 

Milwaukee  Musicians'  Assn.,  Local  No.  8,  Amer- 
ican Federation  of  Musicians.  Mr.  Damm  re- 
tired Sept.  27  after  more  than  42  years  with 

Milwaukee  Journal  Co.,  36  of  them  in  radio  and 
tv. 

E.  A.  HASSETT  JR.,  previously  national  sales  man- 
ager of  KDUB-TV  Lubbock,  Tex.,  and  once 

account  executive  with  WFMY-TV  Greensboro, 
N.C.,  returns  to  WFMY-TV  as  station  sales 
manager. 

JACK  B.  DONAHUE,  for  last  three  years  Pacific 
coast  manager  of  CBS  Radio  Network  Sales, 
today  (Sept.  29)  joins  KTLA  (TV)  Los  Angeles 
as  assistant  sales  manager. 

CHRIS  (ABBOTT)  STOLFA,  with  sales  department  of 
KCMO  Kansas  City,  Mo.,  for  four  years,  named 
sales  manager  of  KCMO-FM. 

RUSSEL  HOWARD,  account  executive,  WBOY-TV 
Clarksburg,  W.  Va..  promoted  to  local  advertis- 

ing manager,  WBOY-TV. 

HERM  SCHNEIDER  appointed  sales  manager  of 
WISN  Milwaukee,  succeeding  GEORGE  INGH- 
RAM,  to  WISN-TV  as  account  executive. 

EDWARD  B.  SMITH,  production  manager  of  KGO- 
TV  San  Francisco,  has  also  become  director  of 
operations  for  KGO,  John  H.  Mitchell,  ABC  v.p. 
in  charge  of  o&o  San  Francisco  tv  and  radio  sta- 

tions, has  announced. 

PHILIP  BEIGEL,  WCBS-TV  New  York  staff  direc- 
tor, to  assistant  program  manager,  WBZ-TV 

Boston. 

BRUCE  DAVIES,  former  farm  news  editor,  WLS 
Chicago,  appointed  farm  director  of  KFAB 
Omaha,  Neb. 

HUGH  FERGUSON,  veteran  WCAU  Philadelphia 
personality,  appointed  farm  director,  replacing 
AMOS  KIRBY,  remaining  as  WCAU  consultant  on 
agricultural  and  rural  affairs. 
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BILL  WANDERSEE  to  promotion  department  of 
WLWI  (TV)  Indianapolis,  succeeding  DON  ENG- 

LAND, transferred  to  direction-production. 

MARK    LAMBERT   joins   WTIC    Hartford,    Conn.,  in 
local  sales  department. 

VERNE  NOBLES,  formerly  production  manager  of 
Detroit  Teen  Post  newspaper,  joins  WJBK  De- 

troit as  publicity  promotion  manager. 

LEW  GREIST,  account  executive,  Peters,  Griffin, 
Woodward  Inc.,  to  WNEW-TV  New  York  as 
account  executive.  Also  appointed  in  similar 
post:  JIM  KELLY,  former  salesman  at  WRCA  New 
York. 

JIM  SEXTON,  formerly  commercial  manager, 
KMEL  Wenatchee,  Wash.,  to  KIMA  Yakima. 
Wash.,  sales  department.  JONI  PETERSON,  pre- 

viously credit  reporter  for  National  Bank  of 
Commerce,  joins  KIMA  Yakima  as  continuity 
director. 

EDWIN  M.  KABERNAGEL  JR.,  joins  WITH  Baltimore 
as  account  executive. 

JOHN  X.  WARD,  with  WTOP-TV  Washington  since 
1955  and  most  recently  assistant  director  in  pro- 

gram department,  promoted  to  account  execu- 
tive. RICHARD  HERBER  promoted  from  floor  direc- 

tor to  assistant  director. 

RUPE  WERLING,  formerly  v.p.  in  charge  of  pro- 
duction at  WIBG  Philadelphia,  to  WMAL 

Washington  as  program  and  promotion  direc- 
tor. Mr.  Werling  replaces  DUNCAN  MILLER,  who 

moves  to  WMAL- TV  promotion  department  to 
handle  research  and  sales  presentations. 

ARTHUR  E.  ZUCKER,  WINZ-AM-FM  Hollywood, 
Fla.,  operation  manager,  elevated  to  operation 
manager  of  WINZ-AM-FM  and  WEAT-AM-TV 
West  Palm  Beach,  Fla.,  Rand  Broadcasting  Co. stations. 

WILLIAM  ALCINE  appointed  manager  of  film  pro- 
gramming for  KNXT  (TV)  Los  Angeles.  DON 

COOK,  executive  producer,  will  assume  "live" production  responsibilities.  Other  KNXT  ap- 
pointments: ALBERTA  HACKETT,  administrative  as- 

sistant to  business  manager;  LARRY  LAZARUS,  pre- 
viously business  manager,  to  director  of  systems 

and  procedures;  FLOREN  THOMPSON,  production 
coordinator,  to  assistant  business  manager,  and 
HAROLD  UPLINGER,  assistant  sports  director,  to 
production  coordinator  for  station. 

ART  LAWRENCE  appointed  operations  manager  and 
d.j.  of  WWOK  Charlotte,  N.C..  brought  into 
southern  division  of  Tarlow  Assoc.  Other  WWOK 

appointments:  AL  GREGORY,  from  WJHL-AM- 
TV  Johnson  City,  Tenn.,  as  air  personality,  and 
REGINALD  LAITTE,  transferred  from  Tarlow  As- 

soc.'s  Boston  headquarters,  to  assume  post  of news  director. 

BILL  BAILEY,  previously  program  director  of 
KOMA  Oklahoma  City,  Okla.,  to  KOCO-TV 
Oklahoma  City  as  director  of  operations.  Mr. 
Bailey  will  coordinate  engineering,  production, 
programming,  continuity  and  traffic  depart- ments. 

LANNY  ROSS,  WCBS  New  York  personality,  be- 
comes assistant  to  Sam  J.  Slate,  station's  general 

manager,  Oct.  1,  taking  over  administration  of 
.  many  of  station's  public  service  events.  He  will assist  Mr.  Slate  at  sales  meetings  as  well  as 
in  area  of  sales  development  and  programming 
strategy. 

ROBERT  HANGER,  news  editor,  WHTN-AM-FM- 
TV  Huntington,  W.  Va.,  to  WTVT  (TV)  Tampa, 
Fla.,  in  similar  capacity. 

BOB  LARKIN  appointed  news  editor  of  WSUN- 
TV  St.  Petersburg,  Fla.,  and  JAY  BLACK  named 
sports  director  of  WSUN. 

DON  NORMAN,  formerly  with  various  stations  in 
North  and  South  Carolina  and  Alabama  and 
Tennessee,  has  joined  WEW  St.  Louis  as  news- 

man and  commercial  spot  announcer. 

WALLY  KINNAN,  previously  with  WKY-TV  Okla- 
homa City  as  head  of  meteorological  department, 

joins  WRCV-TV  Philadelphia  as  weathercaster. 

LEE  McEACHERN,  air  personality,  WHBQ-TV  Mem- 
phis, Tenn.,  to  KFRC  San  Francisco  in  similar capacity. 

GINGER  MacMANUS,  13-year-old  actress  who  has 
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Ad  Age  does 

a  first-rate  job 

for  me..." 

says  MAXWELL  DANE 

Vice-President  and  General  Manager 

Doyle  Dane  Bernbach  Inc. 

"Advertising  Age  does  a  first-rate  job  in  keeping 

me  posted  on  what's  happening  in  the  field 
of  advertising.  Its  news  reporting  is  reliable  as  I 

have  discovered  on  the  occasions  when  I 

personally  knew  the  facts— and  its  reporters  are 

always  digging  for  the  whole  story.  And,  of 

course,  the  Ad  Age  annual  report  on  agency 

billings  has  become  the  bible  of  the  business." 

"The  whole  story" — on  time — all  the  time — 52  weeks  a 

year!  That's  why  admen  rely  on  Advertising  Age's  fast 
delivery  of  the  who,  what,  when,  where,  why  and  how 

of  developments  in  the  advertising-marketing  world. 

What's  more,  they  value  the  penetrating  analyses  of 
trends,  and  file  (for  repeated  reference)  the  special 

roundups  and  surveys.  Check  on  it:  you'll  find  that  the 
executives  who  influence  as  well  as  those  who  activate 

today's  market  and  media  decisions  count  on  Ad  Age's 
services  of  quantity,  quality  and  timeliness. 

Doyle  Dane  Bernbach  Inc.  is  just  one  example  from 

AA's  nationwide  audience.  Ranking  among  the  important 
agencies  in  broadcast,  DDB  placed  $6,500,000*  in  radio-tv 
billings  in  1957.  Included  in  its  accounts  are  such  broad- 

cast-minded advertisers  as  Chemstrand  Corp.,  E.  &  J. 
Gallo  Winery,  Polaroid  Corp.  and  Philip  Morris  Inc. 

Every  week  45  paid-subscription  copies  of  Ad  Age 
bring  Boyle  Dane  Bernbach  executives  the  news  and 
developments  affecting  them.  Further,  every  Monday, 

23  paid-subscription  copies  reach  the  offices  and  homes  of 
advertising  and  marketing  professionals  of  the  companies 
mentioned. 

Add  to  this  AA's  more  than  42,000  paid  circulation,  its 
tremendous  penetration  of  advertising  with  a  weekly  paid 
circulation  currently  reaching  over  12,500  agency  people 
alone,  its  intense  readership  by  top  executives  in  national 

advertising  companies — and  you'll  recognize  in  Ad  Age 
a  most  influential  medium  for  swinging  broadcast  deci- 

sions your  way. 

^Broadcasting  Magazine  1957  Report. 
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MAXWELL  DANE 

Before  going  into  the  Doyle  Dane 
Bernbach  enterprise  in  1949  with 
Ned  Doyle  and  William  Bernbach, 
Mr.  Dane  ran  his  own  agency  for 

about  five  years.  His  "one-man" operation  was  preceded  by  such 

varied  positions  as  advertising  pro- 
motion manager  of  Look  Magazine, 

Radio  Station  WMCA  and  the  New 

York  Evening  Journal,  as  well  as 
that  of  account  executive  at  Dorland 

International  and  advertising  man- 
ager of  Stern  Brothers,  the  New 

York  department  store. 

Outside  the  business  world,  Mr. 
Dane  has  devoted  time  to  a  number 

of  community  and  philanthropic 
interests,  including  the  Boy  Scouts, 
the  United  Jewish  Appeal  and  the 
Civil  Liberties  Union.  He  also  is 
active  on  both  sides  of  the  academic 

fence,  being  on  the  planning  com- 
mittee of  the  New  York  University 

Seminar  on  Successful  Advertising 

Agency  Management  and  continu- 
ing—as a  student— to  take  courses  at 

the  New  School  for  Social  Research. 
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PEOPLE  CONTINUED PROGRAM  SERVICES MANUFACTURING 

.ippiMii-d  on  CBS-TV's  Let's  Take  a  Trip,  signed 
■  s  hostess  of  WOR-TV  New  York's  Looney  Tunes 
program  iMon.-Fri.,  5-5:30  p.m.). 

ALLAN  McKEE,  formerly  news  editor,  KFAC  Los 
Angeles,  joins  KVFM-FM  San  Fernando,  Calif.. 
scheduled  to  begin  broadcasting  within  next 
several  weeks. 

OR.  PRESTON  BRADLEY,  pastor  of  Peoples  Church, 
Chicago,  and  radio  minister  past  30  years,  moves 
Sunday  services  broadcast  from  WAIT  to  WLS. 
both  Chicago. 

STEVE  ALBERTS,  formerly  with  WUSJ  Lockport. 
N.Y..  and  WFUV-FM  New  York,  to  WHTN-TV 
Huntington,  W.  Va.,  as  announcer. 

GENE  BRENT,  WHTN  Huntington,  W.  Va.,  air  per- 
sonality, begins  work  on  WHTN-TV  while  re- 

taining his  radio  shows. 

ALEX  RAMATI,  who  monitors  radio  news  from 
behind  Iron  Curtain  and  other  countries  for 
KNXT-TV  Los  Angeles  and  CBS-TV  News,  has 
written  book,  Beyond  the  Mountains,  selected  as 
Book  of  Month  by  English  literary  magazine, 
Books  and  Bookmen. 

BILL  HENRY,  previously  air  personality,  WKBN- 
AM-FM-TV  Youngstown,  to  WING  Dayton,  both 
Ohio,  as  d.j. 

MORRIS  SIEGEL,  previously  with  WTOP-TV  Wash- 
ington and  presently  columnist  for  Washington 

Daily  News,  joins  WMAL-TV  Washington  as 
sportscaster. 

JOE  COOPER,  formerly  of  KOLN-TV  Lincoln, 
Neb.,  as  air  personality,  to  KMSP-TV  Minne- 

apolis in  similar  capacity. 

JACK  ELLIOTT,  air  personality,  to  KXOK  St.  Louis. 

PHIL  COOK,  65,  formerly  radio  comedian  on 
various  New  York  stations  for  almost  30  years 
until  his  retirement  in  1952.  died  in  Morristown 
(N.J.)  Memorial  Hospital  Sept.  18  following  long 
illness. 

MILTON  C.  SCOTT  JR.,  51.  chief  engineer  and  ex- 
ecutive, WCKT  (TV)  Miami,  Fla..  died  Sept.  20 

of  heart  ailment.  Mr.  Scott  had  been  in  broad- 
casting since  1925,  joining  WIOD  Miami  that 

year. 

REPRESENTATIVES 

HARRY  SMART,  Chicago  sales 
manager  for  Blair-Tv,  elected 
to  v.p.  and  Chicago  mana- 

ger of  station  representative 
firm.  Mr.  Smart  won  recogni- 

tion recently  by  leading  co- 
ordinated and  successful  ef- 

fort by  station  representa- 
tives to  convince  Kellogg 

Co..  Battle  Creek,  Mich.,  net- 
■  ̂ ■fcr-'  work  tv  advertiser,  to  place H      TF     JH        $7  million  tv  budget  on  spot 

...  basis.  Also  announced:  JOHN 
W.  DAVIS,  v.p.  and  head  of 

Chicago  chapter  of  Station  Representatives  Assn., 
to  sales  promotion  manager  for  Chicago  area. 

JOSEPH  P.  DOWLING,  sales  pro- 
motion manager,  WHCT  (TV) 

Hartford,  named  assistant 
promotion  director,  CBS 
Television  Spot  Sales.  He 
reports  to  W.  THOMAS  DAW- 

SON, sales  promotion  direc- 
tor. Mr.  Dowling  was  with 

Hartford  station  for  two 
years  and  before  that  was 
sales  promotion  manager  of 
WTOP-TV  Washington. 

MR.  DOWLING 

Simmons  Assoc. 
GALE  BLOCKI  JR.,  cofounder  of 

named  sales  manager  of  The 
Boiling  Co.,  station  representative,  Chicago  of- 

fice. Mr.  Blocki  dissolved  his  Simmons  partner- 
ship to  join  Boiling.  He  was  midwest  director 

of  Radio  Advertising  Bureau  and  had  been  v.p. 
in  John  Blair  &  Co.'s  Chicago  office  for  16  years. 

JOHN  T.  HARTIGAN,  timebuyer  on  Pontiac  and 
Cadillac  Motor  Co.  divisions  of  GMC  at  Mac- 
Manus,  John  &  Adams,  Bloomfield  Hills,  Mich., 
to  midwest  sales  director,  Broadcast  Times  Sales 
Inc..  station  representative.  Mr.  Hartigan  is  son 
of  Joseph  J.  Hartigan,  vice  chairman  of  board, 
Campbell-Ewald  Co.,  Detroit. 

TOM  LOEB,  resigns  as  NBC- 
TV  director  of  special  pro- 

grams to  head  Roncom  Pro- 
ductions Inc.,  Perry  Como's program  packaging  firm. 

Roncom  is  slated  to  produce 
two  Pontiac  specials  early 

next  year  through  Mac- 
Manus,  John  &  Adams  Inc. 
Before  joining  NBC,  Mr. 
Loeb  was  with  Foote,  Cone 
&  Belding  and  Lord  & 
Thomas.  He  is  succeeded  at 
NBC  by  HERB  SUSSAN,  most 

recently  senior  producer  on  Wide  Wide  World. 

MR.  LOEB 

MR.  EVANS 

MONTE  KAY,  jazz  producer-director,  appointed 
v.p.  and  general  manager  of  United  Artists  Rec- 

ords Inc.  and  United  Artists  Music  Co.,  both 
wholly-owned  United  Artists  Inc.  subsidiaries. 
He  succeeds  ALFRED  H.  TAMARIN,  acting  v.p.,  who 
rejoins  parent  corporation. 

JOHN  E.  EVANS,  formerly  with 
D'Arcy  Adv.  Co.,  St.  Louis, 
appointed  general  manager 
of  Southwest  Film  Industries 
Inc.,  Tempe,  Ariz.  Mr.  Evans 
will  supervise  production  of 
firm's  commercial  films.  Prior 
to  D'Arcy,  Mr.  Evans  was  tv 
producer  and  director  at 
KETC  (TV)  St.  Louis. 

LOUIS  G.  BISSEL  JR.,  formerly 
director  of  industrial  film 
sales  for  James  Love  Pro- 

ductions Inc.,  appointed  director  of  industrial 
films  division  of  Filmways  Inc.,  producer  of 
filmed  tv  commercials. 

CY  SEGAL,  former  assistant  to  president,  EMI- 
Angel  Records  Inc.,  named  New  York  sales  man- 

ager for  Warner  Bros.  Records  Inc.  Other  Warner 
Records  appointments:  JERRY  SIMON,  free-lance 
promotion  specialist,  to  New  York  promotion 
manager,  and  BILL  HALL,  former  sales  promotion 
manager,  Verve  Records,  to  western  district 
promotion  manager. 

JOHN  SCOTT  TROTTER,  long-time  air  personality 
(NBC-TV's  George  Gobel  Show,  ABC  Radio's 
Bing  Crosby-Philco  Show,  etc.),  signed  to  first 
recording  contract  by  Warner  Brothers  Records. 

PROFESSIONAL  SERVICES  mmmmmmmmm 

SHIPPEN  GEER,  formerly  with  public  relations 
dept.,  Fuller  &  Smith  &  Ross,  N.Y..  to  newly- 
formed  Inter  Ocean  Publicity  Inc.,  as  v.p.  and 
general  manager.  Inter  Ocean  is  located  at  480 
Lexington  Ave.,  New  York  17.  Telephone:  Mur- 

ray Hill  7-8950. 

CHARLES  W.  PRINE  JR.,  senior  account  supervisor, 
Public  Relations  Counselors  Inc.,  subsidiary  of 
Vic  Maitland  Assoc.,  Pittsburgh,  promoted  to 
managing  director. 

JACK  B.  KENNETT,  formerly  with  Communications 
Counselors,  Los  Angeles,  made  v.p.  of  Best  Public 
Relations  Counsellors,  L.A. 

JOHN  T.  HARTEN,  formerly  director  of  sales  for 
the  Spencer-Taylor  Corp.,  New  York,  hotel  op- 

erator, appointed  general  sales  manager  of  World 
Travelers'  Club  announces  Paul  Roberts,  presi- 

dent of  WTC.  Mr.  Roberts  organized  WTC  re- 
cently as  due  bill  plan  for  advertisers  on  one 

hand  and  media,  including  radio  and  tv,  on 
other  [PROFESSIONAL  SERVICES,  Sept.  15]. 

ALAN  GOFF,  formerly  v.p.  of  Barber  &  Bar  As- 
soc. Inc.,  New  York  public  relations  agency,  re- 

signs to  join  Tex  McCrary  Inc.,  as  account  ex- 
ecutive for  Food  Fair  Stores  Inc. 

RENE  MERLANDER,  formerly  public  relations  di- 
rector for  Stromberger,  LaVene,  McKenzie,  L.A., 

to  Harshe-Rotman  Inc.,  Chicago-based  public  re- 
lations firm,  in  Los  Angeles  office  as  account executive. 

ARTHUR  SHULMAN,  eastern  promotion  representa- 
tive of  Tv  Guide  magazine  in  New  York,  ap- 

pointed Mid-Atlantic  regional  manager.  Mr. Shulman  will  also  serve  as  manager  of  New 
York  Metropolitan  edition.  He  succeeds  CHRIS- 

TOPHER J.  BODKIN  JR.,  named  circulation  director 
at  magazine's  headquarters  in  Radnor,  Pa. 

MARTIN  SEIFERT,  formerly  with  his  own  public 
relations  and  promotion  firm  in  Hollywood,  ap- 

pointed western  public  relations  representative of  Camp  Fire  Girls  Inc. 

GEORGE  F.  SMITH,  president,  Pharmaceutical  Mfrs. 
Assn.,  elected  director  of  American  Telephone 
&  Telegraph  Co.,  succeeding  JAMES  F.  BELL,  for- 

mer General  Mills  board  chairman,  AT&T  direc- 
tor for  24  years.  At  same  time,  board  elected 

WILLIAM  G.  BOLENIUS,  finance  v.p.,  as  executive v.p. 

DONALD  H.  KUNSMAN,  v.p.  and  operations  man- 
ager of  RCA  Service  Co.  (RCA  division),  suc- 

ceeds EDWARD  C.  CAHILL,  who  has  served  as 
president  since  its  inception  in  1943.  Mr.  Cahill 
takes  less  active  role  in  company  affairs  be- 

cause of  health  but  continues  to  offer  counsel 
on   special  projects. 

DAVID  PETRIG,  engineering- 
section  of  manufacturing  di- 

vision, ORRadio  Industries 
Inc.  Opelika,  Ala.,  promoted 
to  chief  engineer  of  manu- 

facturing division.  Mr.  Pet- 
rig  was  formerly  with  Con- 

tinental Gin  Co.,  Birming- 
ham, and  Cook  Brothers 

Equipment  Co.,  L.A.  He 
was  also  with  Delta  Tank 
Manufacturing  Co.,  Baton 
Rouge,  La. MR.  PETRIG 
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GORDON  STRACHAN,  formerly  with  Santa  Fe  Rail- 
way in  public  relations  department,  to  Illinois 

Manufacturers'  Assn.  as  director  of  public  re- lations. 

DONALD  F.  WENTZLER  appointed  director  of  plan- 
ning and  organization  and  EDWARD  J.  FELESINA 

appointed  director  of  public  relations  and  ad- 
vertising at  ITT  Labs.,  Nutley,  N.J.,  division  of 

International  Telephone  &  Telegraph  Corp.  Mr. 
Wentzler  was  formerly  manager  of  professional 
staff  relations  at  Federal  Telecommunication 
Labs,  former  research  division  of  ITT  Labs.  Mr. 
Felesina  was  previously  public  relations  man- 

ager of  Federal  Telecommunication  Labs. 
JOSEPH  J.  GRABIEC  named  marketing  manager  and 
GEORGE  LOOMIS  made  manufacturing  manager  of 
Receiving  Tube  Div.,  Raytheon  Manufacturing 
Co.,  Waltham,  Mass.  Mr.  Grabiec  was  formerly 
tube  sales  manager  of  Lansdale  Tube  Co.,  and 

Mr.  Loomis  was  plant  manager  of  Sylvania's Burlington,  Iowa,  receiving  tube  plant. 

CLARENCE  K.  YUTKOWITZ,  formerly  with  Fairchild 
Camera  &  Instrument  Co.,  to  director  of  tran- 

sistors dept.,  Adler  Electronics  Inc.,  New  Ro- chelle,  N.Y. 

TRADE  ASSNS.      '  ' JAMES  W.  CLARK,  v.p.  and  manager  of  San  Fran- 
cisco office  of  Gerth,  Brown,  Clark  &  Elkus, 

elected  president  of  National  Federation  of  Ad- 
vertising Agencies,  succeeding  ARNOLD  Z.  ROS- 

OFF,  president,  Arnold  &  Company,  Boston.  Other 
officers:  EARL  L.  HOLLAND,  Wm.  F.  Holland  Agency, 
Cincinnati,  first  v.p.;  JOHN  A.  HORTON,  Horton, 
Church  &  Goff,  Providence,  R.I.,  second  v.p., 
and  LESTER  HARRISON,  Lester  Harrison,  Inc.,  N.Y., 
treasurer. 

MRS.  FORREST  RADCLIFFE,  DR.  GARY  CLEVELAND  MYERS 
and  DR.  FREDRIC  WERTHAM  elected  as  directors 
of  National  Assn.  for  Better  Radio  and  Tele- 

vision. Mrs.  Radcliffe  is  tv-radio  chairman, 
United  Church  Women  of  Southern  California 
and  Nevada;  Dr.  Myers  is  editor  of  Highlights 
for  Children,  and  Dr.  Wertham  is  psychiatrist. 
NAFBRAT  officers  for  coming  year:  CLARA  S. 
LOGAN,  president;  DR.  LEE  de  FOREST,  first  v.p.; 
DR.  FRANCIS  W.  NOEL  second  v.p.;  MRS.  VICTOR 
ROBERT,  recording  secretary  and  GERTRUDE 
BLACKSTOCK,  treasurer. 

DOUGLAS  H.  MILLER,  general  auditor,  General 

Foods  Corp.,  White  Plains,  N.Y.,  named  chair- 
man, advertising  budget  control  service  com- 

mittee of  Assn.  of  National  Advertisers,  succeed- 
ing STANLEY  KOENIG,  director  of  advertising,  Olin 

Mathieson  Chemical  Corp.,  New  York.  Commit- 
tee is  made  up  of  22  advertising  and  financial 

executives  of  member  companies  who  conduct 

studies  and  work-shops  for  benefit  of  ANA's  630 
corporate  members. 

INTERNATIONAL  mmm WALTER  P.  DOWNS,  veteran  radio  producer  and 

equipment  sales  representative,  to  CKVL  Ver- 
dun, Que.,  Montreal  suburb,  as  director  of  pro- 

gram sales. 
CECIL  KNIGHT,  formerly  of  CKSO  Sudbury,  Ont., 
to  manager  of  CJNR  Blind  River,  Ont. 

Broadcasting 



ESSO  RESEARCH  works  wonders  with  oil 

From  oil  comes  a  new  way  to  go  steady 

Steadiness  is  the  rule  since  the  lurch  left  gear  shifting  in  modern  buses.  Now,  power  is 

transmitted  smoothly  and  quietly  from  motor  to  wheels  with  the  help  of  fluids.  Esso  Research 

developed  a  better  fluid  that— from  dead  stop  to  cruising  speed— gives  you  a 

smoother,  more  comfortable  ride.  Whether  you're  in  a  bus,  or  in  your  own  car, 

you  travel  better  because  ESSO  RESEARCH  works  wonders  with  oil. 
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FOR  THE  RECORD 

Station  Authorizations,  Applications 

As  Compiled  by  BROADCASTING 

Sept.  18  through  Sept.  24 

Includes  data  on  new  stations,  changes  in  existing  stations,  ownership  changes,  hearing 
cases,   rules  &  standards  changes  and  routine  roundup. 

Abbreviations: 
DA — directional  antenna,  cp — construction  per- 

mit. FKP — effective  radiated  power,  vhf — very 
high  frequency,  uhf — ultra  high  frequency,  ant. 
— antenna,  aur. — aural,  vis. — visual,  kw — kilo- 

watts,   w — watt,    mc — megacycles.    D — day.    N — 

New  Tv  Stations 

APPLICATION 

♦Savannah,  Ga. — Georgia  State  Board  of  Edu- 
cation, ch.  9  (186-192  mc);  ERP  316  kw  vis.,  158 

kw  aur.;  ant.  height  above  average  terrain  1.033 
ft.,  above  ground  1,083  ft.  Estimated  construction 
cost  S418.000.  first  vear  operating  cost  $82,000. 
P.O.  address  %  Mary  Grubbs,  Room  219,  State 
Oflice  Bldg..  Atlanta,  Ga.  Studio  location  208  Bull 
St..  Savannah.  Trans,  location  Pembroke.  Geo- 

graphic coordinates  32'  07"  59"  N.  Lat.,  81°  37'  09" W.  Long.  Trans. -ant.  RCA.  Legal  counsel  Krieger 
&  Jorgensen,  Washington.  Consulting  engineer 
A.  Earl  Cullum  Jr..  Dallas,  Tex.  George  P.  Whit- 

man Jr.  is  board  chairman.  Announced  Sept.  18. 

Translators 

ACTIONS  BY  FCC 

Board  of  Education,  Truth  or  Consequences, 
N.  M. — Granted  cp  for  new  tv  translator  station 
on  ch.  73  to  translate  programs  of  KNME-TV 
(educational  ch.  *5).  Albuquerque.  Announced 
Sept.  24. 
Tillamook  TV  Translator  Inc.,  Tillamook,  Ore. 

— Granted  cps  for  three  new  tv  translator  sta- 
tions to  translate  programs  of  Portland  stations — 

one  on  ch.  71  to  translate  programs  of  KPTV 
second  on  ch.  76  to  translate  programs  of  KGW- 
TV,  and  the  third  on  ch.  79  to  translate  programs 
of  KOIN-TV  (ch.  6).  Announced  Sept.  24. 

Existing  Tv  Stations 

ACTION  BY  FCC 

KETV  (TV)  Omaha,  Neb.— Granted  waiver  of 
Sec.  3.652  to  permit  KETV  to  identify  itself  as 
Council  Bluff,  Iowa,  as  well  as  Omaha.  An- 

nounced Sept.  24. 

APPLICATION 

WXTV  (TV)  Youngstown,  Ohio— Mod.  of  cp  as 
modified,  which  authorized  new  station,  to  change 
frequency  from  ch.  73,  824-830  mc  to  ch.  33.  584- 
590  mc;  ERP  from  vis.  6.46  kw,  aur.  3.47  kw  to 
vis.  8.85  kw,  aur.  4.75  kw;  make  changes  in  ant. 
and  equipment  and  ant.  height  above  average 
terrain  to  332  ft. 

CALL  LETTERS  ASSIGNED 

KBLR-TV  Goodland,  Kan.— Tri-State  Tv  Inc.. 
ch.  10.  Changed  from  KWGB-TV. 
WGNI-TV  Wilmington,  N.  C— New  Hanover 

Bcstg.  Co.,  ch.  3. 
WTOL-TV  Toledo,  Ohio— The  Community 

Bcstg.  Co.,  ch.  11. 
KXII  Ardmore,  Okla. — John  E.  Riesen,  ch.  12. 

Changed  from  KVSO-TV. 
KGNS-TV  Laredo,  Tex.— Southwestern  Oper- 

ating Co.,  ch.  8.  Changed  from  KHAD-TV. 
KVOG-TV  Ogden,  Utah— United  Telecasting  & Radio  Co.,  ch.  9. 

New  Am  Stations 

ACTIONS  BY  FCC 

Marianna,  Fla. — Southern  Bcstg.  Co.  of  Mari- 
anna— Grart-?d  1390  kf,  1  kw  D.  P.O.  address  % D.  T.  Brannon,  Box  723.  Panama  City,  Fla.  Esti- 

mated construction  cost  $16,796,  first  year  oper- 
ating cost  $45.00C.  revenue  $60,000.  Equal  partners 

are  Denver  T.  Brann«n  and  wife  and  John  A. 
Dowdy  and  wife.  Mr.  Brannen  owns  KCIL 
Houma,  La.,  WCOA  Pensacola  and  WDLP-AM- 
FM  Panama  City,  both  Florida.  Mr  Dowdy  owns WMGR  Bainbridge,  Ga.  Announced  Sept.  24 
Albany,  Ore.— The  Albany  Bcstg.  Co.— Granted 

990  kc.  250  w  D.  P.O.  address  1016  Washington St..  Albany.  Estimated  construction  cost  $11  000 
first  year  operating  cost  $40,000,  revenue  $60  OOo' 
Principals  include  Chester  B.  Wheeler  (80%)' general  manager  of  KWIL  Albany;  E.  V.  Bennett 
(6.66%),  and  Claude  H.  Kime  (6.66%).  dentist Announced  Sept.  24. 
Austin,  Tex. — Austin  Radio  Co. — Granted  970 kc.  1  kw  D.  DA.  P.O.  address  Jacob  A.  Newborn 

Box  1191.  Austin.  Estimated  construction  cost S6.000.  first  year  operating  cost  $24,000.  revenue 
$28,000.  Principals  include  Nancy  Newborn  (50%)- 

night.  LS  —  local  sunset,  mod.  —  modification, 
trans. — transmitter,  unl. — unlimited  hours,  kc — 
kilocycles.  SCA — subsidiary  communications  au- 

thorization. SSA — special  service  authorization 
STA — special  temporary  authorization.  * — educ. 

Nena  Newborn  (50%),  and  Pres.-Treas.  Jacob  A. 
Newborn,    owner   of    KETX    (TV)    Tyler,  Tex. 
Nancy  and  Nena  Newborn  are  minor  daughters 
of  Mr.  Newborn.  Announced  Sept.  24. 

APPLICATIONS 

Tempe,  Ariz. — David  V.  Harman,  1580  kc,  1  kw 
D.  P.O.  address  1301  Lemon  St.,  Tempe.  Esti- 

mated construction  cost  $20,335,  first  year  oper- 
ating cost  $40,000,  revenue  $45,000.  Mr.  Harman, 

sole  owner,  also  owns  25%  of  KAPR  Douglas, 
Ariz.  Announced  Sept.  19. 

Oroville,  Calif.— Sal  Val  Bcstrs.,  1340  kc,  250  w 
unl.  P.O.  address  160  W.  17th  St.,  Merced,  Calif. 
Estimated  construction  cost  $5,000,  first  year  op- 

erating cost  $48,000,  revenue  $54,000.  Equal  part- 
ners are  Gene  V.  Mitchell,  laundry  and  real 

estate  interests,  and  Robert  T.  McVay,  2.5% 
owner  of  KSDA  Redding,  Calif.  Announced 
Sept.  19. 
Brunswick,  Ga. — Dixie  Radio  Inc.,  1550  kc,  1 

kw  D.  P.O.  address  Box  723,  Panama  City,  Fla. 
Estimated  construction  cost  $11,100,  first  year  op- 

erating cost  $36,000,  revenue  $45,000.  Owner  is 
Denver  T.  Brannen  who  also  owns  WCOA  Pen- 
facola  and  WDLP-AM-FM  Panama  City,  both 
Florida,  and  KCIL  Houma,  La.  Announced 
Seot.  23. 

Hendersonville,   N.    C. — William  R.  Packham, 
1550  kc,  1  kw  D.  P.O.  address  3732  Donaldson  Dr., 
N.E..  Atlanta,  Ga.  Estimated  construction  cost 
$14,700,  first  year  operating  cost  $27,500,  revenue 
$35,000.  Mr.  Packham,  sole  owner,  is  promotion 
director  for  recording  company.  Announced 
Sept.  19. 
Toms  River,  N.  J. — Ocean  County  Bcstrs..  1230 

kc,  100  w  unl.  P.O.  address  Box  898.  Atlantic 
City,  N.  J.  Estimated  construction  cost  $12,725. 
first  year  operating  cost  $36,000,  revenue  $50,000. 
Equal  partners  are  Leroy  and  Dorothy  Breamer, 
owners  of  WLDB  Atlantic  City,  and  John  F. 
Moore,  WLDB  manager.  Announced  Sept.  18. 

El  Reno,  Okla.— Charles  L.  Cain,  1460  kc,  500 
w  D.  P.O.  address  208  W.  Burton  St.,  Sherman, 
Tex.  Estimated  construction  cost  $10,800,  first 
year  operating  cost  $24,000,  revenue  $36,000.  Mr. 
Cain,  sole  owner,  also  owns  KFYN  Bonham,  Tex. 
Announced  Sept.  23. 

Providence,  R.  I. — Radio  Rhode  Island  Inc.,  990 
kc,  50  kw  D.  P.O.  address  111  Westminister  St., 
Room  405,  Providence.  Estimated  construction 
cost  $229,616,  first  year  operating  cost  $180,000, 
revenue  $240,000.  Owners  are  Harry  Pinkerson 
(62.5%)  and  others.  Mr.  Pinkerson  is  in  women's clothing  business.  Announced  Sept.  19. 

Chester,  Va. — Vernon  H.  Baker,  1410  kc,  1  kw 
D.  P.O.  address  Box  1410,  Chester.  Estimated  con- 

struction cost  $14,700,  first  year  operating  cost 
$36,000,  revenue  $40,000.  Mr.  Baker,  sole  owner, 
also  has  interest  in  WESR  Tasley,  Va.  (74%),  and 
WYNN  Florence,  S.  C.  (50%).  Announced 
Sept.  19. 

Smithfield,  Va.— East  Va.  Bcstg.  Co.,  940  kc,  10 
kw  D.  P.O.  address  3802  Military  Rd.,  N.W., 
Washington,  D.  C.  Estimated  construction  cost 
$33,200,  first  year  operating  cost  $40,000,  revenue 
$50,000.  Owners  are  William  E.  Benns  Jr.  (90%) 
and  his  wife,  Barbara  (10%).  Their  other  broad- 

cast interests:  WVOK  Birmingham  (25%);  WBAM 
Montgomery  (50%);  cp  for  WSLA-TV  Selma,  all 
Alabama,  and  100%  of  WRZL  Richmond,  Va.  An- nounced Sept.  19. 

Existing  Am  Stations 

ACTIONS  BY  FCC 

WPKM  Tampa,  Fla.— Granted  SCA  to  engage 
in  functional  music  operation  on  multiplex  basis, 
for  period  ending  Feb.  1,  1961.  Announced  Sept. 
24. 
WISK  St.  Paul,  Minn.— Granted  change  of  fa- 

cilities on  630  kc  from  1  kw  DA,  D  to  500  w  N, 
5  kw  LS,  DA-2;  engineering  conditions.  Is  li- 

censed on  1590  kc,  5  kw  D.  Announced  Sept.  VA. 
WFAR  Farrell,  Pa.— Granted  change  on  1470 

kc  from  1  kw  D  to  500  w,  1  kw  LS,  DA-N  unl  ; 
engineering  conditions.  Announced  Sept.  24. 

APPLICATIONS 

WGGG  Gainesville,  Fla.— Cp  to  increase  day- 
time power  from  250  w  to  1  kw  and  install  new trans. 

WMJM  Cordale,  Ga. — Cp  to  increase  daytime 
power  from  250  w  to  1  kw  and  install  new  trans. 
KICD  Spencer,  Iowa — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 

KSCB  Liberal,  Kan. — Cp  to  change  hours  of 
operation  from  daytime  to  unl.,  using  power  of 
500  w  night  and  1  kw  daytime,  install  directional 
ant.  nighttime,  install  new  trans. 
KCIL  Houma,  La. — Cp  to  increase  daytime 

power  from  250  w  to  1  kw  and  install  new  trans. 
WUSJ  Lockport,  N.  Y. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new 
trans. 
WFAS  White  Plains,  N.  Y. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new trans. 
WMRB  Greenville,  S.  C. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new 
trans. 
WJZM  Clarksville,  Tenn. — Cp  to  increase  day- 

time from  250  w  to  1  kw  and  install  new  trans. 
WKRM  Columbia,  Tenn. — Cp  to  increase  day- 

time power  from  250  w  to  1  kw  and  install  new 
trans. 
KDNT  Denton,  Tex. — Cp  to  increase  daytime 

power  from  1  kw  to  5  kw  and  install  new  trans, 
for  daytime  use  (two  main  trans.). 
KFRD  Rosenberg,  Tex. — Mod.  of  license  to 

change  station  location  from  Rosenberg,  Tex.,  to 
Rosenberg-Richmond,  Tex. 

CALL  LETTERS  ASSIGNED 

WREA  East  Palatka,  Fla. — REA  Radio  &  Elec- 
tronic Lab,  1480  kc. 

WTNZ  Tampa,  Fla.— Radio  Tampa,  1010  kc. 
KPAT  Idaho  Falls,  Idaho— The  Benay  Corp., 

900  kc. 
KBLR  Goodland,  Kan.— Goodland  Bcstg.  Co., 

730  kc.  Changed  from  KWGB. 
WFRB  Frostburg,  Md. — Western  Md.  Bcstg. 

Co.,  740  kc. 
WBCH  Hastings,  Mich.— Barry  Bcstg.  Co.,  1220 

kc.  Changed  from  WAHL. 
WSNO  Barre,  Vt.— Bcstrs.  Inc.,  1450  kc. 
WOVE  Welch,  W.  Va.— Welch  Bcstrs.  Inc., 

1340  kc. 

New  Fm  Stations 

ACTIONS  BY  FCC 

Stockton,  Calif.— KWG  Bcstg.  Co.— Granted 
105.7  mc,  3.5  kw  unl.  P.O.  address  6606  Selma 
Ave.,  Hollywood  28,  Calif.  Estimated  construction 
cost  $3,600,  first  year  operating  cost  $1,000,  reve- 

nue same  as  am.  Owners  are  O.  R.  Reichenbach 
(40%),  Robin  Hill  (40%)  and  Frank  A.  Axelson 
(20%).  Mr.  Reichenbach  is  in  advertising  and 
radio  program  packaging  and  distribution.  Mr. 
Hill  is  electronic  engineer.  Mr.  Axelson  is  in 
commercial  art.  Announced  Sept.  24. 
Durant,  Okla. — Durant  Pub. -Bcstg.  Corp. — 

Granted  107.3  mc.  2.9  kw.  P.O.  address  Station 
KSEO,  Box  511,  Durant.  Announced  Sept.  24. 
Eugene,  Ore.— KEED  Inc.— Granted  93.1  mc, 

1.10  kw.  P.O.  address  Box  696,  Springfield,  Ore. 
Estimated  construction  cost  $7,770,  first  year  op- 

erating cost  $4,000,  revenue  $10,000.  Owners  are 
Mr.  and  Mrs.  Glen  Stadler  who  own  KEED 
Springfield.  Announced  Sept.  24. 

APPLICATIONS 

Carlsbad,  Calif. — Lawrence  W.  Felt,  95.3  mc. 
17  kw.  P.O.  address  3001  Carlsbad  Blvd.,  Carls- 

bad. Estimated  construction  cost  $21,045,  first 
year  operating  cost  $26,400,  revenue  $42,000.  Mr. 
Felt,  sole  owner,  is  motel  and  restaurant  owner. 
Announced  Sept.  22. 

Somerset,  Ky. — Southeastern  Bcstg.  Co.,  92.3 
mc,  3.034  kw.  P.O.  address  Box  740,  Somerset. 
Estimated  construction  cost  $12,449,  first  year  op- 

erating cost  $10,000.  revenue  $12,000.  Applicant  is 
licensee  of  WSFC  Somerset.  Announced  Sept.  22. 

Seattle,  Wash. — Sight  and  Sound,  101.5  mc,  14.5 
kw.  P.O.  address  1555  Parkside  Dr.,  Seattle.  Esti- 

mated construction  cost  $25,792,  first  year  oper- 
ating cost  $12,000,  revenue  $12,000.  Owners  are 

Mr.  and  Mrs.  Cortlandt  T.  Clark.  Mr.  Clark,  until 
recently,  was  in  station  representation.  An- 

nounced Sept.  23. 
Charleston,  W.  Va.— Joe  L.  Smith  Jr.,  98.5  mc, 

2.63  kw.  P.O.  address  Box  1452,  Beckley,  W.  Va. 
Estimated  construction  cost  $13,079,  first  year 
operating  cost  $12,000,  revenue  $12,000.  Mr.  Smith, 
sole  owner,  also  owns  74%  of  WJLS-AM-FM 
Beckley  and  WKNA-TV  Charleston,  both  West 
Virginia.  Announced  Sept.  23. 

Existing  Fm  Stations 
ACTION  BY  FCC 

KLFM  (FM)  Beverley  Hills,  Calif.— Granted 
mod.  of  cp  to  change  trans,  and  station  location 
to  Long  Beach;  change  ERP  from  100  w  to  300 
w,  and  ant.  height  from  720  ft.  to  435  ft.,  continu- 

ing operation  on  105.5  mc.  Announced  Sept.  24. 

CALL  LETTERS  ASSIGNED 

WJOF  Athens,  Ala.— Athens  Bcstg.  Co..  104.3 
mc.  Changed  from  WJMW-FM. 
KLFM  Beverly  Hills,  Calif.— Long  Beach  Fm 

Bcstg.  Co.  Changed  from  KBCA. 
KBCA  Los  Angeles,  Calif.— Radio  Beverly 

Hills.  106.7  mc.  Changed  from  KDBX. 
KOBY-FM  San  Francisco,  Calif. — Mid-America Bcstrs.  Inc.,  95.7  mc. 
WWIL-FM  Ft.  Lauderdale,  Fla.— Fla.  Air- Power  Inc.,  103.5  mc. 
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FOR  THE  RECORD  continued 

•WETL  South  Bend,  Ind.— School  City  of South  Bend. 
WKIC-FM  Hazard,  Ky.— Mountain  Bcstg.  Serv- 

ice Inc.,  96.5  mc. 
WHKY-FM  Hickory,  N.  C— Catawba  Valley 

Bcstg.  Co.,  102.9  mc. 
WYFS  Winston-Salem,  N.  C— Winsonett  Inc., 107.5  mc. 
WGR-FM  Buffalo,  N.  Y. — Transcontinent  Tv 

Corp.,  102.5  mc. 
WAYZ-FM  Waynesboro,  Pa.— Richard  F.  Lewis 

Jr.  Inc. 

Ownership  Changes 
ACTIONS  BY  FCC 

WRBS  Tuscaloosa,  Ala. — Granted  assignment 
of  license  from  Frederic  M.  Rosemore,  et  al.,  to 
Tri-Cities  Bcstg.  Co.  (KREL  Baytown,  Tex.,  and 
WBOP  Pensacola,  Fla.);  consideration  $82,000. 
Announced  Sept.  24. 
WIOD  Sanford,  Fla.— Granted  assignment  of 

license  to  Ira  L.  and  Viola  E.  Eshleman;  consid- 
eration S45.000.  Mr.  Eshleman  has  interests  in 

WDBF  Delray  Beach.  Announced  Sept.  24. 
WKLX  Paris,  Ky. — Granted  assignment  of  li- 

cense to  Charles  W.  Krause,  tr/as  Paris  Bcstg. 
Co.;  consideration  $85,000.  Announced  Sept.  24. 
WICO  Salisbury,  Md.— Granted  assignment  of 

license  from  Elizabeth  and  W.  Courtney  Evans  to 
Beacon  Bcstg.  Corp.  (wholly  owned  by  Shelben 
Inc.,  which  is  owned  by  Sheldon  I.  and  Jacque- 

line Smerling);  consideration  $48,000.  Announced 
Sept.  24. 
KADY  St.  Charles,  Mo.— Granted  transfer  of 

control  from  Harman  Irving  Moseley  II  and 
Sheila  Shelp  Moseley  to  William  R.  Cady  Jr., 
now  29%  stockholder;  consideration  $24,550  for 
additional  51%,  plus  other  agreements.  An- 

nounced Sept.  24. 
KFLW  Klamath  Falls,  Ore.;  KCNO  Alturas, 

Calif. — Granted  assignment  of  licenses  to  Stulor 
Corp.  (Stuart  Wilson,  president);  consideration 
$97,500.  Announced  Sept.  24. 
KXLE  Ellensburg,  Wash. — Granted  assignment 

of  license  to  Western  Bcstrs.  Inc.  (Donald  K. 
McBride,  president,  has  interest  in  KWLK  Long- 
view);  consideration  $92,500.  Announced  Sept.  24. 
WRON  Ronceverte,  W.  Va.— Granted  transfer 

of  control  from  William  E.  Blake  to  Charles  E. 
Springer;  consideration  $11,000  for  56.03%  inter- 

est. Announced  Sept.  24. 

APPLICATIONS 

KDJI   Holbrook,   Ariz. — Seeks   assignment  of 

license  from  Donald  Edward  Jacobs  Sr.  tr/as 
Northeastern  Ariz.  Bcstrs.  to  Harold  Jay  Ar- 
noldus  for  $33,050.  Mr.  Arnoldus  is  in  finance 
business.  Announced  Sept.  24. 
KDAD  Weed,  Calif. — Seeks  assignment  of  cp 

from  Philip  D.  Jackson  to  equal  partners  John 
H.  McAlpine,  radio  announcer-salesman,  and 
concrete  manufacturer  Jay  C.  Lemire,  d/b  as 
K-DAD  Bcstrs.,  for  $6,000.  Announced  Sept.  23. 

Rollins  Bcstg.  Inc.,  Wilmington,  Del.  (WGEE 
Indianapolis,  Did.,  WBEE  Chicago,  111.,  KATZ 
St.  Louis,  Mo.,  WNJR  Newark,  N.  J.;  WRAP  Nor- 

folk, Va.,  WPTZ  (TV)  Plattsburgh,  N.  Y.,  WAMS 
Wilmington,  Del.,  and  WJWL  Georgetown,  Del.) 
— Seeks  acquisition  of  positive  control  by  O. 
Wayne  Rollins  whose  ownership  would  be  in- 

creased from  50  to  SG2,3%  through  company  re- 
demption of  250  shares  from  John  W.  Rollins  for 

$500,000.  Announced  Sept.  19. 
WKKO  Cocoa,  Fla. — Seeks  assignment  of  li- 

cense from  Brevard  Bcstrs.  Inc.  to  John  B.  Cook 
Jr.  for  $160,000.  Mr.  Cook  is  in  livestock  and 
farm  machinery.  Announced  Sept.  22. 
WINN  Louisville,  Ky. — Seeks  transfer  of  con- 

trol of  WINN  Inc.  parent  of  licensee  (Ky.  Bcstg. 
Corp.)  from  Emil  J.  Arnold,  Robert  E.  Wasdon, 
Jack  Siegel  and  Glen  A.  Harmon  to  WBC  Inc. 
for  $210,000  to  Mr.  Arnold,  $20,750  apiece  to  Mr. 
Wasdon  and  Mr.  Siegel,  and  $15,000  to  Mr.  Har- 

mon. Mr.  Harmon  will  own  45%  of  purchaser. 
Among  other  owners  are  (each  20%)  Oldham 
Clarke,  attorney,  and  French  L.  Eason,  sales 
manager,  H-R  Reps.  Announced  Sept.  23. 
WHOT  Campbell  and  WRED  (FM)  Youngstown, 

both  Ohio — Seeks  assignment  of  license  from 
Myron  Jones  to  WHOT  Die.  Corporate  change. 
No  control  change.  Announced  Sept.  22. 
WBLF  Bellefonte,  Pa. — Seeks  assignment  of 

cp  from  Cary  H.  Simpson,  tr/as  Bellefonte  Bcstg. 
Co.  to  Bellefonte  Bcstg.  Co.  Corporate  change. 
No  control  change.  Announced  Sept.  19. 
WHBG  Harrisonburg,  Va.— Seeks  assignment 

of  license  from  Valley  Bcstrs.  Die.  to  Radio  Har- 
risonburg Inc.  (Mr.  and  Mrs.  Jeffrey  A.  Abel 

and  Mr.  and  Mrs.  Charles  E.  Dillon,  equal  own- 
ers) for  $80,000.  Mr.  Abel  is  tv  director,  Henry  J. 

Kaufman  &  Assoc.,  advertising  agency.  Mr.  Dil- 
lon owns  10.5%  of  WOL-AM-FM  Washington  and 

14.6%  of  WDOV  Dover,  Del.  Announced  Sept.  19. 
KWLK  Longview,  Wash. — Seeks  transfer  of 

control  of  licensee  (Triad  Bcstg.  Corp.)  from 
Merton  Gland  and  Donald  K.  McBride  to  William 
E.  Boeing  Jr.  for  $12,000.  Mr.  Boeing  will  thus 
increase  ownership  from  one-third  to  100%.  An- 

nounced Sept.  18. 

Hearing  Cases 

FINAL  DECISIONS 

By  order,  Commission  adopted  an  Aug.  5 
initial  decision  and  granted  application  of  Austin 
Radio  Co.  for  new  am  station  to  operate  on  970 
kc,  1  kw  D,  DA  in  Austin,  Tex.  Announced 
Sept.  24. 
By  order,  Commission  adopted  May  20  initial 

decision  and  granted  application  of  The  Albany 
Bcstg.  Corp.  for  new  am  station  to  operate  on 
990  kc,  250  w  D  in  Albany,  Ore.  Announced 
Sept.  24. 

INITIAL  DECISIONS 

Hearing  Examiner  Jay  A.  Kyle  issued  initial 
decision  looking  toward  granting  application  of 
Annapolis  Bcstg.  Corp.  for  new  Class  B  fm  sta- 

tion to  operate  on  107.9  mc  in  Annapolis,  Md. 
Announced  Sept.  24. 
Hearing  Examiner  Millard  F.  French  issued 

initial  decision  looking  toward  granting  applica- 
tion of  Birch  Bay  Bcstg.  Co.  for  new  am  station 

to  operate  on  550  kc,  500  w  D  in  Blaine,  Wash. 
Announced  Sept.  23. 
Hearing  Examiner  H.  Gifford  Irion  issued  ini- 

tial decision  looking  toward  (1)  granting  peti- 
tion of  Anaheim-Fullerton  Bcstg.  Co.,  to  dismiss 

without  prejudice  its  application  for  new  am 
station  to  operate  on  1190  kc,  1  kw  unl.,  DA,  in 
Anaheim-Fullerton,  Calif.,  and  (2)  granting  ap- 

plication of  Radio  Orange  County  Inc.,  for  sim- 
ilar facilities  in  Anaheim.  Announced  Sept.  22. 

OTHER  ACTIONS 

By  memorandum  opinion  and  order.  Commis- sion directed  WOV  Bcstg.  Corp.  (WOV),  New 
York,  N.  Y.,  to  within  10  days  specify  precisely 
what  facts  noted  in  Commission's  May  7  decision it  claims  are  inaccurate  and  state  those  facts 
which  WOV  proposes  to  prove  are  correct;  di- 

rected its  Broadcast  Bureau  and  WGLI  Inc., 
Babylon,  N.  Y.,  to  file  comments  within  5  days 
after  WOV  filing  after  which  Commission  will 
give  further  consideration  to  WOV's  basic  peti- tion for  reconsideration  of  May  7  decision  grant- 

ing application  of  WGLI  Inc.,  for  new  am  station 
(WGLI)  to  operate  on  1290  kc,  1  kw  DA-1  unl.,  in 
Babylon  (village),  N.  Y.  Comr.  Cross  not  par- 

ticipating. Announced  Sept.  24. 
By  memorandum  opinion  and  order,  Commis- 

sion (1)  denied  petition  by  Radio  Indianapolis 
Inc.  (WXLW),  Indianapolis,  Ind.,  for  review  of 
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FOR  THE  RECORD  continued 

hearing  examiners  refusal  to  enlarge  issues  in 
proceeding  on  am  applications  of  Hirscta  Bcstg. 
Co.  (Kf'VS),  Capo  Girardeau,  Mo.,  and  The  Fir- min  Co.,  Vincennes,  Ind.,  and  (2)  added  new 
issue  to  determine  whether  applicant.  The  Fir- 
min  Co.,  is  financially  qualified.  Announced 
Sept.  24. 
By  memorandum  opinion  and  order.  Commis- 

sion denied  petition  by  Crawfordsville  Bcstrs. 
Inc.,  to  reopen  record  and  amend  its  application 
in  proceeding  involving  its  application  and  that 
of  J.  E.  Willis  for  new  am  stations  to  operate  on 
1410  kc,  1  kw  D.  m  Crawfordsville  and  Lafayette, 
Ind.,  respectively.  Initial  decision  of  Mar.  19  pro- 

posed grant  to  Willis  and  denial  to  Crawfords- ville. Announced  Sept.  24. 
By  memorandum  opinion  and  order  in  pro- 

ceeding on  am  applications  of  Capitol  Bcstg.  Co., 
East  Lansing,  Mich.,  and  W.  A.  Pomeroy-  and 
Roger  S.  Underhill  (WIOS).  both  Tawas  City- 
East  Tawas,  Mich.,  and  latter's  application  to 
assign  cp  to  Water  Wonderland  Bcstg.  Co., 
Commission  (1)  reserved  ruling  on  those  portions 
of  petition  by  WGN  Inc.  (WGN).  Chicago,  111., 
intervenor,  which  seeks  revocation  of  Underhill 
cp  and  dismissed  as  moot  that  portion  seeking 
designation  of  assignment  application  for  hear- 

ing; (2)  denied  those  portions  of  WGN  petition 
seeking  enlargement  of  issues  to  determine 
whether  Underhill  application  for  extension  of 
construction  time  misrepresented  or  failed  to 
disclose  material  facts  to  Commission,  and 
whether  Capitol  intends  to  operate  as  a  Lansing 
or  East  Lansing  station;  (3)  granted  that  portion 
of  WGN  petition  for  enlargement  of  issues  to  de- termine whether  Underhill  application  was  filed 
in  good  faith,  and  reopened  the  record  and  desig- 

nated additional  issues  relating  to  Underhill 
and  Capitol  applications,  and  (4)  on  Commis- 

sion's own  motion  designated  additional  issues 
relating  to  Pomeroy  application.  Announced 
Sept.  24. Commission  en  banc,  by  Comrs.  Hyde  (acting 
chairman)  Bartley,  Lee,  Craven  and  Cross,  on 
Sept.  17,  ordered  that  initial  decision  which 
looked  toward  grant  of  application  of  Austin 
Radio  Co.  for  new  am  station  to  operate  on  970 
kc,  1  kw  DA,  D,  in  Austin,  Tex.,  which  would 
have  become  effective  Sept.  25,  pursuant  to  Sec. 
1.153  of  the  rules,  shall  not  become  final  pending 
further  review  by  Commission.  Announced 
Sept.  19. By  order.  Commission  extended  for  30  days, 
from  Sept.  29,  the  time  for  filing  reply  comments 
in  clear  channel  proceeding.  Action  was  taken 
on  basis  of  requests  for  such  extension. 
By  letter,  Commission  granted  waiver  of  Sec. 

3.651  and  request  of  Intermountain  Bcstg.  and 
Television  Corp.  (KTVT),  Salt  Lake  City,  for  90- 
day  temporary  authorization  to  utilize  aur.  trans, 
of  its  station  to  transmit  stereophonic  sound 
broadcasts  in  conjunction  with  stations  KDYL- 
AM-FM  Salt  Lake  City.  Comr.  Ford  dissented. 
Announced  Sept.  24. 
By  memorandum  opinion  and  order.  Commis- 

sion denied  joint  protest  and  petition  for  recon- sideration and  dismissed  joint  petition  for  stay 
filed  by  KIDO  Inc.  (KIDO-TV)  and  Boise  Valley 
Bcstrs.  Inc  (KBOI-TV),  both  Boise,  Idaho,  di- 

rected against  July  24  grant  of  application  of 
Radio  Boise  Inc.,  for  mod.  of  cp  of  KCIX-TV 
Nampa,  Idaho,  to  change  from  three  bay  to  two 
bay  ant.,  reduce  ERP  from  vis.  12.6  kw,  aur.  6.3 
kw,  to  vis.  8.36  kw,  aur.  4.18  kw  and  make  other 
related  changes.  Announced  Sept.  24. 
Venice-Nokomis  Bcstg.  Co.,  Venice,  Fla.;  Gulf 

Coast  Bcstg.  Co.,  Sarasota,  Fla.;  WGMA  Melody 
Music  Inc.,  Hollywood,  Fla. — Designated  for  con- 

solidated hearing  applications  of  Venice-Nokomis 
and  Gulf  Coast  for  new  am  stations  to  operate 
on  1320  kc,  500  w  D;  and  WGMA  to  increase 
power  from  1  kw  to  5  kw,  continuing  operation 
on  1320  kc  D;  made  WQXT  Palm  Beach,  party  to 
proceeding.  Announced  Sept.  24. 
Johnston  Bcstg.  Co.,  Pensacola,  Fla. — Desig- 

nated for  hearing  application  for  new  am  station 
to  operate  on  610  kc,  500  w  D;  made  WCKR 
Miami,  party  to  proceeding.  Announced  Sept.  24. 

Routine  Roundup 

FCC  announces  that  following  dates  will  con- 
stitute composite  week  for  preparation  of  pro- 

gram log  analyses  in  connection  with  renewal 
applications  of  all  am,  fm  and  tv  broadcast  sta- 

tions whose  licenses  expire  in  1959.  Attention  is 
directed  to  fact  that  date  for  Sunday  is  in  year 
1957,  whereas,  all  other  dates  are  in  year  1958. 
Monday.  Jan.  20.  1958;  Tuesday,  Mar.  18,  1958; 

Wednesday,  April  9.  1958;  Thursday,  May  15, 
1958;  Friday.  July  25,  1958;  Saturday,  Sept.  13, 
1958;  Sunday.  Nov.  17,  1957. 
Attention  of  licensees  is  also  directed  to  Sec. 

IV,  page  3,  Item  10,  of  renewal  application  which 
permits  submission  of  any  additional  program 
data  that  applicant  desires  to  call  to  Commis- 

sion's attention,  if,  in  applicant's  opinion,  sta- 
tistics based  on  composite  week  do  not  adequate- 

ly reflect  the  program  service  rendered. 
Adopted:  Sept.  17,  1958. 
KE2XNY  Radio  Corp.  of  America,  Camden, 

Marlton  and  Union  Mills,  N.  J. — Granted  renewal 
of  experimental  tv  station  license;  without  prej- 

udice to  such  action  as  Commission  may  deem 
warranted  as  result  of  its  final  determinations 
(1)  with  respect  to  conclusions  and  recommenda- 

tions set  forth  in  report  of  network  study  staff; 
(2)  with  respect  to  related  studies  and  inquiries 

now  being  considered  or  conducted  by  Commis- 
sion, and  (3)  with  respect  to  pending  anti-trust 

matters  relating  to  NBC  and  RCA.  Announced 
Sept.  24. WXYZ-AM-FM-TV  Detroit,  Mich.— Granted  re- 

newal of  licenses;  without  prejudice  to  such  ac- 
tion as  Commission  may  deem  warranted  as 

result  of  its  final  determinations  (1)  with  respect 
to  conclusions  and  recommendations  set  forth 
in  report  of  network  study  staff,  and  (2)  with 
respect  to  related  studies  and  inquiries  now  be- 

ing considered  or  conducted  by  Commission. Announced  Sept.  24. 

PETITION  FOR  RULE  MAKING  FILED 

Joint  Council  on  Educational  Television,  New 
York,  N.  Y. — Requests  reservation  of  ch.  12  at 
Wilmington,  Del.,  for  educational  use.  Announced 
Sept.  19. 

ACTIONS  ON  MOTIONS 

Commission  on  Sept.  22  granted  petition  by 
American  Bcstg. -Paramount  Theatres  Inc.,  for 
extension  of  time  from  Sept.  15  to  Sept.  26  to 
file  opposition  to  petitions  of  Fayetteville  Bcstrs. 
Inc.,  for  rehearing  and  stay  of  Aug.  5  report  and 
order  assigning  ch.  8  to  Greensboro-High  Point- 
Winston-Salem,  N.  C;  extended  time  to  Oct.  3 
for  filing  replies  to  oppositions. 
Commission  on  Sept.  23  granted  in  part  re- 

quests for  further  corrections  of  transcript  in 
matter  of  study  of  radio  and  television  network 
broadcasting  by  American  Bcstg.  Co.  and  KTTV 
Inc.,  and  granted  request  of  Stations  Represent- atives Assn.  for  additional  corrections. 

By  Commissioner  John  S.  Cross 
on  dates  shown 

Granted  motion  by  Williamsport  Radio  Bcstg. 
Associates  Inc.  (WARC),  Milton,  Pa.,  to  correct 
record  in  re  its  applications.  Action  Sept.  22. 
Granted  petition  by  Broadcast  Bureau  for  ex- 

tension of  time  to  Sept.  30  to  file  exceptions  to 
initial  decision  re  applications  of  Jefferson  Radio 
Co.,  Irondale  and  The  Bessemer  Bcstg.  Co. 
(WBCO),  Bessemer,  both  Alabama.  Action 
Sept.  23. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  September  18 

Scheduled  hearings  for  Nov.  17  on  application 
of  Blue  Island  Community  Bcstg.  Co.,  for  new 
fm  station  in  Blue  Island,  111.;  re  applications  of 
Wabash  Valley  Bcstg.  Corp.  (WTHI-TV,  ch.  10), 
Terre  Haute,  Ind.,  for  renewal  of  license,  and 
Livesay  Bcstg.  Co.,  for  new  tv  station  to  operate 
on  ch.  10  in  Terra  Haute. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  September  22 

Denied  motion  by  Mountain  State  Bcstg.  Co., 
Middleport-Pomeroy,  Ohio,  to  enlarge  issues  in 
proceeding  involving  its  am  application  and  that 
of  Radio  Mid-Pom  Inc.,  Middleport-Pomeroy. 

By  Hearing  Examiner  Thomas  H.  Donahue 
on  September  22 

On  own  motion,  scheduled  prehearing  con- 
ference for  Sept.  25,  looking  toward  reopening 

record  in  proceeding  on  am  applications  of  Den- 
bigh Bcstg.  Co.,  Denbigh  and  Virginia  Beach 

Bcstg.  Corp.  (WBOF),  Virginia  Beach,  Va.,  to 
hear  issue  designated  by  Commission's  order  of Sept.  3. 

By  Hearing  Examiner  Herbert  Sharfman 
on  September  22 

Granted  motion  by  Pacific  Bcstrs.  (KUDE), 
Oceanside,  Calif.,  for  extension  of  time  for  ex- 

change of  exhibits  from  Sept.  22  to  Sept.  29,  in 
proceeding  involving  its  am  application  and  that 
of  L  &  B  Bcstg.  Co.,  Hemet,  Calif. 
By  Commissioner  John  S.  Cross  on  dates  shown 
Granted  motion  by  Wyoming  Radio  Inc.,  to 

substitute  it  as  party  in  proceeding  on  am  appli- 
cation of  Ottaway  Stations  Inc.  (WDOS),  One- 

onta,  N.  Y.,  in  lieu  of  Radio  Anthracite  Inc.  Ac- tion Sept.  18. 
"  Granted  petition  by  Broadcast  Bureau  for  ex- tension of  time  to  Sept.  26  to  file  exceptions  to 
initial  decision  issued  in  proceeding  on  am  ap- 

plications of  Northside  Bcstg.  Co.  and  South- 
eastern Indiana  Bcstrs.  Inc.,  Jeffersonville,  Ind. 

Action  Sept.  18. 
Granted  petition  by  Broadcast  Bureau  for  ex- tension of  time  to  Sept.  23  to  file  responsive 

pleadings  to  protestants'  petition  to  clarify  issue (5)  or  in  alternative  to  amend  issue  (5),  and  to 
delete  issues  1  through  4  in  proceeding  on  appli- 

cation of  The  Spartan  Radiocasting  Co.  (WSPA- 
TV),  Spartanburg,  S.  C.  Action  Sept.  19. 

By  Chief  Hearing  Examiner  James  D. 
Cunningham  on  September  18 

Scheduled  hearings  on  dates  shown  in  follow- 
ing am  proceedings:  Wicomico  Bcstg.  Co. 

(WICO),  Salisbury,  Md.,  on  Nov.  13;  Kankakee 
Daily  Journal  Co.  (WKAN).  Kankakee,  111.,  and 
William  F.  Huffman  Radio  Inc.  (WFHR),  Wis- 

consin Rapids,  Wis.,  on  Nov.  20,  and  Shelby 
County  Bcstg.  Co.,  and  Rounsaville  of  Cincinnati 
Inc.  (WCIN),  Cincinnati,  Ohio,  on  Nov.  21. 

By  Hearing  Examiner  Jay  A.  Kyle 
on  September  19 

Rescheduled  for  Oct.  31  hearing  now  set  for 
Oct.  14  in  re  application  of  South  Kentucky 
Bcstrs.  (WRUS),  RusseUville,  Ky. 
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PROFESSIONAL  CARDS 

JANSKY  &  BAILEY  INC. 
Executive  Offices 
1735  DeSales  St.,  N.  W.  ME.  8-5411 
Offices  and  Laboratories 

1339  Wisconsin  Ave.,  N.  W. 

Washington,  D.  C.         FEderal  3-4800 
Member  AFCCE 

Commercial  Radio  Equip.  Co. 
Everett  L.  Dillard,  Gen.  Mgr. 

INTERNATIONAL  BLDG.       Dl.  7-1319 
WASHINGTON,  D.  C. 

P.  O.  BOX  7037  JACKSON  5302 
KANSAS  CITY,  MO. 
Member  AFCCE 

RUSSELL P.  MAY 

711  14th  St.,  N.  W. Sheraton  Bldg. 
Washington  5,  D.  C. REpublic  7-3984 

Member AFCCE 

GUY  C.  HUTCHESON 

P.  O.  Box  32  CRestview  4-8721 

1100  W.  Abram 

ARLINGTON,  TEXAS 

WALTER  F.  KEAN 
CONSULTING  RADIO  ENGINEERS 

Associates 
George  M.  Sklom,  Robert  A.  Jones 
1  Riverside  Road — Riverside  7-2153 

Riverside,  III. 
(A  Chicago  suburb) 

JAMES  C.  McNARY 

Consulting  Engineer 

National  Press  Bldg.,  Wash.  4,  D.  C. 

Telephone  District  7-1205 
Member  AFCCE 

A.  D.  RING  &  ASSOCIATES 

30  Years'  Experience  in  Radio Engineering 

Pennsylvania  Bldg.       Republic  7-2347 
WASHINGTON  4,  D.  C. 

Member  AFCCE 

L.  H.  CARR  &  ASSOCIATES 
Consulting 

Radio  &  Television 

Engineers 
Washington  6,  D.  C.  Fort  Evans 
1000  Conn.  Ave.  Leesburg,  Va. 

Member  AFCCE 

SILLIMAN,  MOFFET  & 

ROHRER 
1405  G  St.,  N.  W. 

Republic  7-6646 
Washington  5,  D.  C. 
Member  AFCCE 

WILLIAM  E.  BENNS,  JR. 

Consulting  Radio  Engineer 
3802  Military  Rd.,  N.  W.,  Wash.,  D.  C. 

Phone  EMerson  2-8071 
Box  2468,  Birmingham,  Ala. 

Phone  STate  7-2601 
Member  AFCCE 

— Established  1926 — 

PAUL  GODLEY  CO. 

Upper  Montclair,  N.  J.  Pilgrim  6-3000 
Laboratories,  Great  Notch,  N.  J. 

Member  AFCCE 

GAUTNEY  &  JONES 

CONSULTING  RADIO  ENGINEERS 

1052  Warner  Bldg.      National  8-7757 
Washington  4,  D.  C. 
Member  AFCCE 

KEAR  &  KENNEDY 

1302  18th  St.,  N.  W.      Hudson  3-9000 
WASHINGTON  6,  D.  C. 

Member  AFCCE 

LYNNE  C.  SMEBY 

Consulting  Engineer  AM-FM-TV 
7615  LYNN  DRIVE 

WASHINGTON  15,  D.  C. 

OLiver  2-8520 

HAMMETT  &  EDISON 

CONSULTING  RADIO  ENGINEERS 

BOX  68,  INTERNATIONAL  AIRPORT 
SAN  FRANCISCO  28,  CALIFORNIA 

DIAMOND  2-5208 

GEORGE  C.  DAVIS 
CONSULTING  ENGINEERS 
RADIO  &  TELEVISION 

501-514  Munsey  Bldg.  STerling  3-0111 
Washington  4,  D.  C. 
Member  AFCCE 

Lohnes  &  Culver 

MUNSEY  BUILDING    DISTRICT  7-8215 

WASHINGTON  4,  D.  C. 

Member  AFCCE 

A.  EARL  CULLUM,  JR. 
CONSULTING  ENGINEERS 
INWOOD  POST  OFFICE 

DALLAS  9,  TEXAS 
LAKESIDE  8-6108 
Member  AFCCE 

GEO.  P.  ADAIR  ENG.  CO. 
Consulting  Engineers 

Radio-Television 
Communications-Electronics 

1610  Eye  St.,  N.W.,  Washington,  D.  C. 
Executive  3-1230  Executive  3-9851 Member  AFCCE 

JOHN  B.  HEFFELFINGER 

8401  Cherry  St.  Hiland  4-7010 

KANSAS  CITY,  MISSOURI 

Vandivere  &  Cohen 

Consulting  Electronic  Engineers 

610  Evans  Bldg.  NA.  8-2698 
1420  New  York  Ave.,  N.  W. 

Washington  5,  D.  C. 
Member  AFCCE 

JOHN  H.  MULLANEY 

Consulting  Radio  Engineers 
2000  P  St.,  N.  W. 

Washington  6,  D.  C. 

Columbia  5-4666 

CARL  E.  SMITH 
CONSULTING  RADIO  ENGINEERS 

8200  Snowville  Road 
Brecksville,  Ohio 

(a  Cleveland  Suburb) 
Tel.:  JAckson  6-4386  P.O.  Box  82 

Member  AFCCE 

A.  E.  TOWNE  ASSOCS.,  INC. 
TELEVISION  and  RADIO 

ENGINEERING  CONSULTANTS 

420  Taylor  St. 
San  Francisco  2,  Calif. 

PR.  5-3100 

SERVICE  DIRECTORY 

COMMERCIAL  RADIO 
MONITORING  COMPANY 

PRECISION  FREQUENCY 
MEASUREMENTS 

A  FULL  TIME  SERVICE  FOR  AM-FM-TV 
P.  O.  Box  7037  Kansas  City,  Mo. 

Phone  Jackson  3-5302 

CAPITOL  RADIO 

ENGINEERING  INSTITUTE 
Accredited  Technical  Institute  Curricula 

3224  16th  St.,  N.W.,  Wash.  10,  D.  C. 
Practical  Broadcast,  TV  Electronics  engi- 

neering home  study  and  residence  courses. 
Write  For  Free  Catalog,  specify  course. 

J.  G.  ROUNTREE,  JR. 

5622  Dyer  Street 

EMerson  3-3266 
Dallas  6,  Texas 

RALPH  J.  BITZER,  Consulting  Engineer 
Suite  298,  Arcade  Bldg.,  St.  Louis  1,  Mo. 

Garfield  1-4954 
"For  Resvlte  in  Broadcast  Engineering" AM-FM-TV 

Allocations    •  Applications 
Petitions    •     Licensing  Field  Service 

MERL  SAXON 

Consulting  Radio  Engineer 
622  Hoskins  Street 

Lufkin,  Texas 

NEptune  4-4242       NEptune  4-9558 

CAMBRIDGE  CRYSTALS 

PRECISION  FREQUENCY 

MEASURING  SERVICE 

SPECIALISTS  FOR  AM-FM-TV 
445  Concord  Ave.,  Cambridge  38,  Mass. 

Phone  Trowbridge  6-2800 

VIR  N.  JAMES 

SPECIALTY 

Directional  Antennas 

1316  S.  Kearney  Skyline  6-1603 
Denver  22,  Colorado 

PETE  JOHNSON 

Consulting  am-fm-tv  Engineers 

Applications — Field  Engineering 
Suite  601  Kanawha  Hotel  Bldg. 
Charleston,  W.  Va.        Dickens  2-6281 

SPOT  YOUR  FIRM'S  NAME  HERE, 
To  Be  Seen  by  79,497*  Readers 

— among  them,  the  decision-making 
station  owners  and  managers,  chief 
engineers  and  technicians — applicants 

for  am,  fm,  tv  and  facsimile  facih'ties. *ARB    Continuing    Readership  Study 

Contact 

BROADCASTING  MAGAZINE 
1735  DeSales  St.,  N.  W. 

Washington  6,  D.  C. 

for  availabilities 
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FOR  THE  RECORD  continued 

By  Hearing  Examiner  Basil  P.  Cooper 
on  September  18 

Granted   petition  by   St.  Anthony  Television 
Corp.,  for  leave  to  amend  its  application  for  new 
tv  station  to  operate  on  ch.  11  in  Houma,  La.,  to 
reflect  stock  agreement,  etc. 

By  Hearing  Examiner  Charles  J.  Frederick 
on  September  22 

Scheduled  prehearing  conference  for  Oct.  17  in 
re  applications  of  Columbia  River  Bcstrs.  and 
L.  Berenice  Brownlow,  St.  Helens,  Ore. 

By  Hearing  Examiner  Isadore  A.  Honig 
on  September  19 

On  own  motion,  scheduled  prehearing  confer- 
ence for  Oct.  8  re  application  of  KWEW  Inc. 

(KWEW),  Hobbs,  N.  M. 
By  Hearing  Examiner  Millard  F.  French 

on  September  22 
Scheduled   prehearing  conference   for   Oct.  3 

re  am  applications  of  The  Henderson  County 
Bcstg.  Co.  (KBUD),  Athens,  and  University  Ad- 

vertising Co.,  Highland  Park,  both  Texas. 
By  Chief  Hearing  Examiner  James  D. 

Cunningham  on  September  15 
Scheduled  hearings  in  following  proceedings 

on  dates  shown:  application  of  Jane  A.  Roberts 
(KCFI).  Cedar  Falls.  Iowa,  for  station  license; 
am  applications  of  KWEW  Inc.  (KWEW),  Hobbs, 
N.  M.,  on  Nov.  10;  Standard  Bcstg.  Corp.,  and 
Clifford  C.  Harris,  Oswego,  N.  Y.,  South  County 
Bcstg.  Co.,  Wickford,  R.  I.,  on  Nov.  12;  M  &  M 
Bcstg.  Co.  (WMBV-TV),  Marinette,  Wis.,  on  Nov. 14. 

By  Hearing  Examiner  Jay  A.  Kyle 
on  September  17 

Ordered  that  exchange  of  exhibits  in  affirma- 
tive case  will  be  on  Oct.  20,  further  prehearing 

conference  on  Nov.  5,  and  the  formal  hearing  is 
continued  from  Sept.  29  to  Dec.  2  in  proceeding 
on  applications  of  Electronic  Music  Co.,  and 
WSBC  Bcstg.  Co.,  for  new  fm  stations  in  Chicago, 
111. 

By  Hearing  Examiner  Herbert  Sharfman 
on  September  18 

Scheduled  prehearing  conference  for  Oct.  15 
on  application  of  Jane  A.  Roberts  (KCFI),  Cedar 
Falls,  Iowa,  for  station  license. 
By  Hearing  Examiner  Thomas  H.  Donahue 

on  dates  shown: 
Continued  prehearing  conference  from  Sept. 

23  to  Oct.  1  in  proceeding  on  am  applications  of 
The  KBR  Stations  Inc.,  Keene,  and  Kenneth  E. 
Shaw,  Newport,  both  N.  H.  Action  Sept.  16. 
Scheduled  prehearing  conference  for  Sept.  26 

THE 

AMPEX 

WITH 

ALL  NEW  ELECTRONICS 

SEE  YOUR  AMPEX  DEALER 

AMPEX 
CORPORATION 854  Charter  Street 

Redwood  City 
California 

SUMMARY  OF  STATUS  OF 
AM,  FM,  TV 

Compiled  by  BROADCASTING 
through  Sept. 24 

ON  AIR Lie  Cos 
AM                            3,251  38 

CP 

Not  on  air 106 
total  applications 

For  now  stations 

550 

r  1VI                                                yr  1 7 111 69 

Tv  (rnmmprfial)                 -HI'  80s 

114 
108 

OPERATING  TELEVISION 
STATIONS 

Compiled  by  tSKUAUCA^iiiSLi 
through  Sept. 

24 
VHF 

UHF TOTAL 

Commercial  426 85 C  1  1  3 511 

NON-COMMERCIAL  27 8 33 

COMMERCIAL  STATION BOXSCORE 

As  reported  by  FCC  through  Aug.  31 
AM 

FM 
TV 

Licensed  (all  on  air) 
3,251 

534 

4291 

CPs  on  air  (new  stations) 30 24 IT 

CPs  not  on  air  (new  stations) 95 86 113 

Total  authorized  stations 

3,376 644 
667 

Applications  for  new  stations  (not  in  hearing) 424 43 

48 

Applications  for  new  stations  (in  hearing) 107 30 58 

Total  applications  for  new  stations 531 

73 

106 

Applications  for  major  changes  (not  in  hearing)  359 26 

39 

Applications  for  major  changes  (in  hearing) 41 0 16 
Total  applications  for  major  changes 400 26 55 

Licenses  deleted 0 1 0 

CPs  deleted 0 0 0 

1  There  are,  in  addition,  nine  tv  stations  which  are  no  longer  on  the  air,  but  retain  their licenses. 
2  There  are,  in  addition,  38  tv  cp-holders  which  were  on  the  air  at  one  time  but  are  no 

longer  in  operation  and  one  which  has  not  started  operation. 
8  There  have  been,  in  addition,  177  television  cps  granted,  but  now  deleted  (33  vhf  and 144  uhf). 
*  There  has  been,  in  addition,  one  uhf  educational  tv  station  granted  but  now  deleted. 
.   
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in  Eugene,  Ore.,  tv  ch.  9  proceeding  (Northwest 
Video,  et  al.).  Action  Sept.  17. 
On  own  motion,  scheduled  hearing  for  Oct.  13 

in  proceeding  on  am  applications  of  Nick  J. 
Chaconas,  Gaithersburg,  Md.,  et  al.  Action  Sept. 
18. 

By   Hearing   Examiner   Isadore  Honig on  September  17 
Scheduled  prehearing  conference  for  Oct.  1.  at 

2  p.m.,  on  application  of  Westminster  Bcstg.  Co. 
(WCME),  Brunswick,  Me. 

BROADCAST  ACTIONS 

by  Broadcast  Bureau 
Approved  specifications  submitted  by  Central 

South  Sales  Co.,  (KATV),  Pine  Bluff,  Ark.,  for 
change  of  station  location  from  Pine  Bluff  to 
Little  Rock,  Ark.,  and  change  studio  location  to 
Union  Life  Bids..  Third  and  Center  Streets, 
Little  Rock,  Ark.,  pursuant  to  report  and  order 
in  effect  Sept.  2. 

Actions  of  September  19 
WCLT-AM-FM  Newark,  Ohio— Granted  assign- 

ment of  licenses  to  WCLT  Radio  Inc. 
WSBB  New  Smyrna  Beach,  Fla. — Granted  cp 

to  change  ant.-trans.  and  studio  location. 
WCRW  Chicago,  HI.— Granted  cp  to  install  new 

ant.  (increase  height)  and  ground  system. 
KXRX  San  Jose,  Calif.— Granted  cp  to  install 

new  type  trans. 
WKWK-FM  Wheeling,  W.  Va.— Granted  cp  to decrease  ERP  to  10  kw. 
KCUR-FM  Kansas  City,  Mo.— Granted  cp  to 

install  new  type  ant.;  ERP  360  w. 
WFTC  Kinston,  N.  C— Granted  cp  to  install 

new  type  trans,  as  an  aux.  trans,  at  present  loca- tion of  main  trans. 
KTJTE  (FM)  Glendale,  Calif.— Granted  cp  to 

increase  ERP  to  82  kw,  install  new  type  ant. 
decrease  ant.  height  to  620  ft.,  and  install  new 
type  trans.;  condition. 
WHOS-FM  Decatur,  Ala.— Granted  mod.  of  cp 

to  change  type  ant.,  decrease  ERP  to  7  kw,  ant. 
height  to  30  ft.;  remote  control  permitted. 
WMNM  Lafayette,  Tenn.— Granted  mod.  of  cp 

change  type  trans. 
KUIN  Grants  Pass,  Ore.— Granted  mod.  of  cp 

to  relocate  tower  on  present  property  (no  change 
in  address)  and  make  changes  in  ground  system. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  KPIP  (FM)  Riverside,  Calif, 
to  3-1-59;  KBAY-FM  San  Francisco,  Calif,  to 
3-8-59;  KGB-FM  San  Diego,  Calif,  to  1-8-59  and 
WFAA-FM  Dallas,  Tex.  to  3-23-59. 
WAML  Laurel,  Miss. — Granted  change  of  re- mote control  authority. 

Actions  of  September  18 

KADA — Ada,  Okla. — Granted  involuntary  trans- 
fer of  control  from  BiUy  T.  Hoover  and  Ander- 
son Brown  Morris,  co-administrators  of  estate  of 

C.  C.  Morris,  deceased,  to  Billy  T.  Hoover  and 
Anderson  Brown  Morris,  co-executors  of  estate 
of  Stella  Katherine  Morris,  deceased. 
KWSH  Wewoka,  Okla. — Granted  involuntary 

transfer  of  control  from  Billy  T.  Hoover  and 

Anderson  Brown  Morris,  co-administrators  of 
estate  of  C.  C.  Morris,  deceased,  to  BUly  T. 
Hoover  and  Anderson  Brown  Morris,  co-execu- 

tors of  estate  of  Stella  Katherine  Morris,  de- 
WATG-AM-FM  KD-7001  Radio  Ashland,  Inc. 

Ashland,  Ohio — Granted  transfer  of  control  from 
Charles  D.  Calhoun  to  Charles  D.  Calhoun,  Lewis 
C.  Roche  and  Charles  Winick. 
WIVY  Jacksonville,  Fla. — Granted  assignment 

of  license  to  WIVY  Die. 
WLAK  Lakeland,  Fla. — Granted  assignment  of 

license  to  Florida  Central  Bcstg.  Co. 
WSGN  Birmingham,  Ala. — Granted  cp  to  install 

new  type  trans,  as  aux.  trans,  at  present  main trans,  site. 
WNNJ  Newton,  N.  J. — Granted  cp  to  install 

new  type  trans,  as  aux.  trans,  at  present  main trans  site. 

KLEA  Lovington,  N.  M. — Granted  cp  to  in- 
stall new  type  trans,  as  aux.  trans,  at  present main  trans,  site. 

WBEE  Harvey,  111. — Granted  cp  to  install  new 
type  trans,  as  aux.  trans,  at  present  main  trans, site. 
KENS-TV  San  Antonio,  Tex.— Granted  cp  to 

maintain  visual  and  aural  trans,  and  ant.,  as  aux. 
facilities  at  old  main  trans,  site. 
WRMT  Rocky  Mount,  N.  C— Granted  mod.  of 

cp  to  change  type  trans. 
WMTL  Leitchfleld,  Ky.— Granted  mod.  of  cp 

to  change  type  trans. 
KDMA'  Montevideo,  Minn. — Granted  mod.  of 

cp  to  change  type  trans,  conditions. 
KZOL  Muleshoe,  Tex. — Granted  authority  to 

sign-off  at  4  p.m.,  CST,  from  9-15  to  10-31;  eco- nomic reasons. 
Actions  of  September  17 

WTJS  Jackson,  Tenn. — Granted  license  cover- 
ing increase  daytime  power  and  installation  new 

trans.;  remote  control  permitted. 
KHPL-TV  Hayes  Center,  Neb.— Granted  cp  to 

continued  on  page  107 
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CLASSIFIED  ADVERTISEMENTS 

Payable  in  advance.    Checks  and  money  orders  only. 

•  DEADLINE:  Undisplayed — Monday  preceding  publication  date.  Display — Tuesday  preceding  publication  date. 
•  SITUATIONS  WANTED  20tf  per  word— $2.00  minimum  •  HELP  WANTED  25    per  word— $2.00  minimum. 
•  All  other  classifications  30<f  per  word — $4.00  minimum.  •  DISPLAY  ads  #20.00  per  inch. 
•  No  charge  for  blind  box  number.  Send  replies  to  Broadcasting,  1735  DeSales  St.,  N.W.,  Washington  6,  D.  C. 
Applicants:  If  transcriptions  or  bulk  packages  submitted,  $1.00  charge  for  mailing  (Forward  remittance  separately,  please).  All  transcriptions,  photos,  etc.,  sent  to 

box  numbers  are  sent  at  owner's  risk.  Broadcasting  expressly  repudiates  any  liability  or  responsibility  for  their  custody  or  return. 

RADIO 

Help  Wanted 

Announcer  for  new  Key  West  independent.  Mar- 
ried man,  first  phone  preferred,  not  essential. 

Also  manager-engineer-announcer-salesman  and 
announcer-salesman  for  new  Belzoni,  Mississippi 
station.  Top  engineer-announcer  Canton,  Mis- 

sissippi. Send  tape,  photo,  resume — R.  E.  Hook, Aliceville,  Alabama. 

Management 

Proven  successful  sales  producer  to  join  multi- 
station group  operating  Gulf  States  area  in 

medium  markets.  Box  785F,  BROADCASTING. 

Manager  for  radio  station  Alice,  Texas,  at  good 
salary.  This  is  an  opportunity  for  a  good  sales- 

man with  some  radio  station  experience  to  earn 
up  to  $10,000  a  year  and  manage  a  full-time 
station  in  a  one-station  market  in  Alice,  Texas, 
a  town  of  22,000,  thirty-two  miles  from  Corpus 
Christi.  In  its  coverage  area  this  station  has  a 
half  million  people.  It  has  always  made  money 
and  done  well.  You  will  receive  guaranteed  sal- 

ary, a  car  allowance,  plus  a  bonus  override  on 
the  station's  gross  sales.  Pleasant  and  low  cost living  conditions.  Other  benefits.  No  age  limit, 
no  travel,  immediate  employment.  Give  full 
details  first  letter.  KOPY  Radio  Station,  P.  O. 
Box  731,  Alice,  Texas.  Phone:  Mohawk  4-4324. 

Successful  manager  to  buy  25%  of  and  manage 
1  kw  daytime  station.  Telephone  or  write  W.  H. 
Martin,  Lakeland,  Fla.  Phone  2-4011,  P.  O.  Box 1222. 

Sales 

Opportunity  radio  salesman.  Salary  plus  commis- sion. Good  market.  ABC  Texas  station.  Box 
846F,  BROADCASTING. 

Commercial  manager — For  independent  metro- 
politan market.  Also  aggressive  salesman.  Box 

903F,  BROADCASTING. 

Sales-southwest  daytimer  needs  experienced  man 
who  can  make  a  permanent  place  for  himself 
on  our  staff.  Experience  required  but  will  con- 

sider capable  beginner.  $100  a  week  guarantee 
to  the  right  man.  Box  919F,  BROADCASTING. 

Sales  position  open  with  part-time  air  work. 
Good  salary  plus  commission.  Permanent  posi- 

tion 250  watt  daytimer  in  rich  farm  area  near 
metropolitan  area.  Box  122G,  BROADCASTING. 

Radio  salesmen.  §100.00  weekly  plus  commission. 
Progressive  music  and  news  station;  leading 
market.  Replies  confidential.  Box  138G,  BROAD- CASTING. 

Western  Kentucky  station  has  immediate  open- 
ings for  announcer-salesman  with  emphasis  on 

sales.  Maturity  and  integrity  a  must.  We'll  pay 
you  well  and  afford  opportunity  for  advance- 

ment. Box  142G,  BROADCASTING. 

KBUD,  Athens,  Texas  seeking  salesman  with 
substantial  small  market  experience  including 
announcing.   Salary  $4,800.00  plus  bonus. 

Combination  salesman  and  announcer  to  train 
for  station  management.  Personal  interview 
required.  Contact  Bill  Vogel,  KLOV,  Loveland, 
Colorado. 
Need  two  salesmen  for  solid  CBS  station  in 
Rapid  City,  South  Dakota.  Excellent  opportunity 
for  right  men.  Rush  resume  to  Bill  Turner, 
KOTA,  Rapid  City,  South  Dakota. 

Small  market  Arkansas  station  needs  salesman- 
ager,  good  area.  Some  experience  in  sales  de- 

sired. Apply  KTML,  Marked  Tree,  Arkansas. 

Opportunity  for  successful  salesman  to  advance 
to  sales  manager  and  higher  in  8-station  radio- 
tv  group.  Due  to  promotion  we  have  opening 
for  sales  manager  at  leading  Wilmington,  Dela- 

ware, Station  WAMS.  Rush  background,  photo 
and  record  of  billing  to  Tim  Crow,  Rollins 
Broadcasting,  414  French  Street,  Wilmington 
Delaware. 

New  York-Newark  excellent  opportunity  for 
man  with  outstanding  radio  sales  record  to  earn 
well  into  5  figure  income.  Salary  plus  commis- 

sion. Good  prospects  for  promotion  to  even 
bigger  job.  In  chain  of  8  radio-tv  stations.  Send 
photo  and  history  of  billings  and  earnings  to 
Hal  Walton,  WNJR,  Newark,  N.  J. 

Salesman:  Handle  local  and  regional  accounts. 
New  station:  announcer  needed.  Call  Max  Blake- 
more,  VE  72151— Murphy,  N.C. 

RADIO 

Help  Wanted— (Cont'd) 

Sales 

Opportunity  with  growing  media  brokerage-  firm for  hard  working  men  of  good  character,  willing 
and  able  to  work  on  commission  and  travel. 
Paul  H.  Chapman  Company,  1182  West  Peach- tree,  Atlanta. 

Announcers 

Florida.  Need  experienced  personality  pop  dj. 
Above  average  salary.  Promotion  minded  station. 
Send  tape,  background.  Box  750E,  BROAD  CAST- ING. 

DJ  wanted  who  can  hold  adult  female  audience 
mid-morning,  afternoon.  Music  policy  based  on 
variety:  new,  old,  hi  fi  albums,  some  rock  and 
roll.  Full  details  Box  775F,  BROADCASTING. 

Opportunity  for  married  staff  announcer. 
Send  resume.  ABN  Network.  Texas.  Box  845F, 
BROADCASTING. 

Negro  programmed  radio  station-metropolitan 
northern  market,  one  of  the  nation's  outstand- ing negro  operations  desires  negro  announcer, 
not  just  a  disc  jockey,  we  want  an  outstanding 
air  salesman  with  experience  only,  strong  air 
salesman  apply  with  background,  experience 
and  tape  at  once.  Box  911F,  BROADCASTING. 

Wanted!  Three  announcers  looking  for  a  top 
caliber  operation.  New  kilowatt  North  Carolina 
coastal  station.  Boating  and  resort  area!  New, 
modern,  air  conditioned  building!  Send  tape 
and  resume.  Box  965F,  BROADCASTING. 

Announcer-first  phone  by  leading  station  eastern 
seaboard.  Excellent  working  conditions.  Top  sal- 

ary for  right  man.  Permanent  job,  good  future. 
Box  974F,  BROADCASTING. 

Wanted:  Announcer,  holding  first  class  license. 
No  maintenance,  permanent  position,  40-hour 
week  with  benefits,  $400  monthly  plus  additional 
income  for  sales  minded.  Send  tape  and  full 
particulars.  Box  991F,  BROADCASTING. 

Top,  fast-paced  Carolina  station  seeks  announcer 
from  this  area  who  is  ready  to  move  into  bigger 
market.  Send  tape  and  resume.  Personal  inter- 

view later  if  you  have  potential.  Salary  com- 
mensurate with  ability.  Box  992F,  BROADCAST- 

ING. 

Play-by-play  and  staff  announcer,  with  experi- 
ence for  Pennsylvania  full  time  station.  Must 

be  able  to  do  a  good  disc  show  and  play-by- 
play baseball,  football  and  basketball  and  nu- merous sport  shows  with  ideas  for  more.  Salary 

before  deductions  in  the  hundred  dollar  bracket 
depending  upon  ability  and  experience,  includ- 

ing the  play-by-play.  Send  tape,  references  with 
first  letter.  Box  104G,  BROADCASTING. 

Morning  man  with  experience  to  handle  morning 
show  and  staff  work,  but  no  news  for  north- 

western Pennsylvania  station.  40-hour  week  .  .  . 
no  split  shifts.  Salary  commensurate  with  ex- 

perience and  ability.  Send  tape  and  references 
and  full  background.  All  tapes  will  be  promptly 
returned.  Box  105G,  BROADCASTING. 

Newsman  for  small  market  Pennsylvania  inde- 
pendent. Must  have  ability  to  develop  feature 

stories  as  well  as  straight  news.  Prefer  man  with 
announcing  ability.  Also  prefer  married  man. 
Send  resume  of  your  background,  samples  of 
stories  and  recent  photo  along  with  your  salary 
requirements.   Box   132G,  BROADCASTING. 

North  central  Illinois  station  needs  experienced 
announcer  strong  on  local  news.  Five  day  week. 
Pleasant  surroundings.  Permanent.  Box  146G, 
BROADCASTING. 

Free  lance  man  to  sell  and  announce  nightly 
pop  deejay  show  over  5,000  watt  am.  Very  pro- 

ductive market.  For  permanence  and  excellent 
commission,  write  Harold  Gann,  Radio  KARM, 
7535  No.  Van  Ness,  Fresno,  California. 

Needed  immediately:  Production  man,  experi- 
enced announcer  able  to  write  and  record  good 

production  copy.  Salary  dependent  on  ability. 
Send  complete  information  and  tape  to  Walt 
Lawson,  Radio  Station  KHEM,  Big  Spring,  Texas. 

Announcer-engineer  needed  by  southwest  day- 
timer  in  very  fine,  progressive  town.  Pay  scale 
$100  per  week  and  up,  depending  on  ability  and 
experience.  No  beginners,  please.  Bill  Bigley, 
KVMA,  Magnolia,  Arkansas. 

RADIO 

Help  Wanted— (Cont'd) 
Announcers 

Wanted,  man  who  likes  radio.  Need  man  who 
can  gather  and  deliver  local  news,  run  board, 
etc.  Experience  secondary  to  capabilities.  Con- 

tact Bill  Corrick,  Manager,  KVRH,  Salida,  Colo- rado. 

Wanted — Good  announcer  with  1st  phone  for 
chief  engineer-routine  maintenance.  Contact 
Fred  Temple,  WDSR,  Lake  City,  Florida. 

Rare  opportunity  for  good  music  announcer.  We 
are  looking  for  someone  who  knows  classical 
music  to  announce  on  one  of  the  country's  fore- most good  music  stations.  Please  send  resume 
to  Director  of  Programming,  WGMS,  Washing- ton 4,  D.  C. 

Central  Florida  kilowatt  has  immediate  open- 
ing for  experienced  announcer  with  first  phone. 

Send  tape  and  letter  to  WLBE,  Leesburg-Eustis, Florida. 

Announcer,  1st  phone.  Morning  shift  for  mid- 
Michigan  daytimer.  Music  and  news.  Write 
resume  with  salary  requirements  and  send  tape 
to  WOAP,  Owosso,  Michigan. 

Looking  for  a  bright  future  with  an  8-station 
radio-tv  chain?  Openings  immediately  for  2  top- 

flight experienced  announcers.  Need  dj  or  news- man for  number  one  music  and  news  station, 
Wilmington,  Del.  Also  morning  man  with  first 
ticket  for  Indianapolis.  Rush  background,  sal- 

ary and  audition  tape  to  Tim  Crow.  Rollins 
Broadcasting,  414  French  St.,  Wilmington,  Del. 

Technical 

Engineer — Leading  eastern  independent  needs 
man  thoroughly  experienced  in  maintenance 
of  broadcast  equipment.  Must  also  do  a  mini- mum of  air  work.  This  is  excellent  opportunity 
for  young,  ambitious  man  to  become  chief. 
Station  is  expanding  and  expects  to  build  new 
studios  within  two  years.  Salary  commensurate 
with  ability.  Must  have  audition  tape,  resume 
and  recent  photo.  Box  742F,  BROADCASTING. 

Chief  engineer  wanted.  Good,  old  fashioned  kind 
that's  lousy  announcer  but  excellent  technician. Devote  full  time  to  technical.  First  job  supervise 
installation  5  kw  transmitter.  Long  established 
station  midwest.  Rush  details  Box  899F,  BROAD- CASTING. 

First  class  engineer.  Will  accept  man  with  light 
experience  if  he  has  ability  to  learn  and  desire 
to  advance.  Box  120G,  BROADCASTING. 

Wanted,  combination  first  class  engineer  and 
announcer  5000  watt  independent  station,  full 
time.  Reply  direct,  including  work  history  and 
audition  tape  to  Box  298,  Greenville,  South 
Carolina. 
Wonderful  opportunity  for  a  good  combo  man 
who  is  a  good  engineer  with  first  class  ticket, 
who  has  a  good  voice  who  would  like  to  move 
into  tv.  Make  a  good  living  with  a  permanent 
job,  then  send  resume,  pic  and  tape  to  Chief 
Engineer,  KCKT-KGLD,  Great  Bend,  Kansas.  No drunks  or  drifters. 

Chief  engineer.  Emphasis  on  engineering,  but 
able  to  handle  some  staff  announcing,  and/or 
do  some  play-by-play.  250  single  station,  college 
community.  KHAS-Radio,  Hastings,  Nebraska. 
Assistant  to  chief  engineer  wanted.  Young  man 
with  first  phone  desiring  concentrated  training. 
Prior  experience  not  absolutely  necessary.  Con- 

tact Bob  McConnell,  Technical  Supervisor, 
WMIX,  Mt.  Vernon,  Illinois. 

Engineer  for  1,000  watter  immediately.  Experi- 
enced or  beginner.  Call  or  write  Art  Gune- 

wald,  WMNF,  Richwood,  West  Virginia. 

Production-Programming,  Others 

News  director.  Must  be  able  to  take  full  charge 
of  department,  with  heavy  news  schedule;  be 
thoroughly  experienced  in  local  reporting,  have 
an  authoritative  style  and  able  to  direct  other 
news  personnel.  Leading,  north  central  regional, 
in  major  market.  Salary  and  working  conditions 
above  average.  Will  only  consider  applicants  with 
successful  background  in  similar  position.  Reply 
in  detail,  giving  past  experience,  salary  expected, 
and  attach  small  photo,  which  will  not  be  re- 

turned. Confidential.  Box  515F,  BROADCAST- ING. 
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Help  Wanted — (Cont'd) Situations  Wanted — (Cont  d; 
Situations  Wanted — (Cont  d) 

Production-Programming,  Others Management 
Announcers 

Unusual  opportunity  for  experienced,  alert 
young  man,  strong  on  direct  mail  copy,  to  grow 
with  expanding  Washington,  D.  C.  trade  publi- 

cation. Good  starting  salary.  Send  full  details, 
including  age  and  sample  of  work  if  possible. 
Box  121G,  BROADCASTING. 

Central  California  radio  station  KSBW  has  im- 
mediate opening  for  traffic-continuity-announc- 

ing.  Need  man  with  diversified  copy  writing 
experience  and  knowledge  of  radio  traffic  for 
number  one  station  in  area.  Submit  complete 
information,  including  sample  copy  for  various 
types  of  accounts,  photograph,  and  tape  at  7',i 
rpm  to  KSBW-Radio.  P.  O.  Box  1651.  Depart- ment D,  Salinas,  California. 

Newsman.  Radio  and  television,  capable  leg  and 
airman  with  small  market  station  experience, 
who  can  gather,  write,  and  air  news;  journalism 
education  background  preferred;  married;  vet- 

eran; stable  and  dependable  with  good  refer- 
ences; one  who  wants  a  permanent  berth  in  a 

news  department  which  has  twice  received  na- 
tional recognition.  Scale  starts  at  $85  for  40 

hours.  Salary  commensurate  with  experience 
and  ability.  Write  or  phone  W.  P.  Williamson, 
WKBN,  Youngstown,  Ohio,  Sterling  2-1145. 

Immediate  opening  for  radio-tv  newsman.  Cam- 
era familiarity,  news  writing  and  development 

required.  Air  presentation  ability  preferred.  Ad- 
dress News  Director,  WOC-am-frn-tv,  Daven- 

port, Iowa,  including  snapshot,  resume,  tape  and 
requirements. 

RADIO 

Situations  Wanted 

Young  man,  college,  26,  married,  successful  sales 
in  non-related  field  seeks  first  job  in  radio.  Has 
first  phone.  Limited  announcing  experience.  Box 
143G,  BROADCASTING. 

Beginners  luck.  Want  to  learn  radio  or  tv  busi- 
ness. B.S.  communications,  AFRTS  experience. 

Will  travel.  Box  144G.  BROADCASTING. 

The  BIG  MONEY  goes  to 

F.C.C.  LICENSED  MEN 

F.C.C.  License  — the  Key  to  Better  Jobs 
An  F.C.C.  commercial  (not  amateur) 
license  is  your  ticket  to  higher  pay  and 
more  interesting  employment.  This  li- 

cense is  Federal  Government  evidence  of 
your  qualifications  in  electronics.  Em- 

ployers are  eager  to  hire  licensed  tech- 
nicians. 

Grantham  Training  Prepares  You 
Grantham  School  of  Electronics  special- 

izes in  preparing  students  to  pass  FCC 
examinations.  We  train  you  quickly  and 
well.  All  courses  begin  with  basic  funda- 

mentals— NO  previous  training  required. 
A  beginner  may  qualify  for  his  first  class 
FCC  license  in  as  little  as  12  weeks. 

Learn  by  Mail  or  in  Residence 
The  Grantham  F.C.C.  License  Course  in 
Communications  Electronics  is  available 
by  correspondence  or  in  resident  classes. 
You  may  enroll  for  either  type  course  at 
any  of  the  three  Grantham  Schools  —  at 
Washington.  Hollywood,  or  Seattle. 

Write  for  Free  Booklet 

For  our  free  booklet  giving  complete  de- 
tails concerning  our  F.C.C.  license  training, 

write  to  the  Grantham  School  nearest  you and  ask  for  Booklet  89-R. 

Grantham  School  of  Electronics 
821-19th  Street,  N.  W. 
Washington  6,  0.  C. 

Grantham  School  of  Electronics 
1  505  N.  Western  Avenue 
Hollywood  27,  California 

Grantham  School  of  Electronics 
408  Marion  Street 

Seattle,  Washington 

WASHINGTON 
D.  C.  _ 

HOLLYWOOD 
CALIF.  

SEATTLE 

WASH. 

Highest  industry  sales  records.  Twenty  years 
general  operation  management.  Seeking  oppor- 

tunity for  revenue  expansion.  Box  839F,  BROAD- CASTING. 

Well  over  $200,000  in  local  billing!  Desire  ad- 
vancement to  commercial  manager  after  top  ex- 

perience and  billing!  Young,  settled,  and  know 
how  to  work.  Prefer  southern  location.  Available 
to  suit  your  needs.  Best  references.  Box  921F, 
BROADCASTING. 

Trained,  20  years  experience  every  phase  of 
radio  station  work  from  dj  to  management.  Ex- 
i  client  record  and  reputation.  Interested  in  man- 

aging or  leasing  small  Arkansas,  Missouri  or 
Texas  station.  Write  Box  101G.  BROADCAST- ING. 

Strong  sales  producer,  experienced  program- 
ming, public  relations,  promotion,  business 

management.  Now  managing,  small  market. 
Want  step  up.  Box  141G,  BROADCASTING. 

Sales 

Go-getter,  experienced,  seeking  good  potential. 
Prefer  deal  including  air  work.  Can  run  own 
board.  All  around  man — what  you're  looking  for. Box  664F,  BROADCASTING. 

Time  salesman — nearby  N.  Y.  station  2'/2  years 
— age  28.  Desires  opportunity  N.  Y.  station  or 
rep.  Will  relocate  east.  Box  135G.  BROADCAST- ING. 

Announcers 

Sports  announcer  football,  basketball,  baseball. 
Seven  years  experience.  Finest  references.  Box 
620F,  BROADCASTING. 

Personality-dj  strong  commercials,  gimmicks, 
etc.,  run  own  board.  Steady,  eager  to  please. 
Go  anywhere.  Box  665F,  BROADCASTING. 

Girl  dj-announcer.  Go  anywhere.  Ready  now. 
Run  own  board.  Can  sell  too.  Steady,  no  bad 
habits.  Love  to  build  audiences  and  grab  ac- 

counts. Tape  and  resume.  Box  666F,  BROAD- 
CASTING. 

Negro  dee  jay,  good  board  man,  fast  patter, 
smooth  production.  I'm  the  one  you're  looking for.  Tape  and  resume.  Box  667F,  BROADCAST- ING. 

New  England  only.  DJ-announcer,  6  years  ex- 
perience, some  news;  married;  family;  college 

grad;  age  28;  excellent  references.  Highest 
ratings.  Minimum  $95.  Box  901F,  BROADCAST- ING. 

Sports  station:  Top  sports  man.  News  and  staff. 
Married,  college,  references.  Box  915F,  BROAD- CASTING. 

Versatile  newscaster,  sports  and  staff.  Eight 
years,  college  graduate,  married.  Box  916F, 
BROADCASTING. 

Announcer — Strong  news,  commercial,  sports 
record  shows.  Write  well  all  copy.  Operate  board. 
Will  sell.  College  grad.  Married,  family.  Cre- 

ative, capable,  reliable.  Box  923F,  BROADCAST- ING. 

Experienced  newsman/deejay.  First  phone.  Pre- 
fer news  editorship  in  medium  market,  but 

will  consider  other  phases.  $100.  Box  980F, 
BROADCASTING. 

Professional  announcer,  seeking  larger  market, 
permanent  position.  7  years  experience.  Box 
983F,  BROADCASTING. 

Intelligent  deejay  available.  College  graduate, 
single,  veteran,  experienced.  $100  week.  Box 
984F,  BROADCASTING. 

Good  announcer  available,  two  weeks  notice. 
Indiana,  Ohio,  northern  Kentucky  area.  Box 
986F,  BROADCASTING. 

DJ,  first  phone,  news,  one  year  experience  mu- 
sic, news  station.  Ambitious,  will  travel,  cur- 

rently  employed.   Box   988F,  BROADCASTING. 

Experienced  announcer-director,  television  and 
radio.  Desires  position  in  larger  eastern  market 
Call  Erie,  PA  6-4336  or  write  Box  989F,  BROAD- CASTING. 

Young  experienced  announcer  looking  for  step 
up.  Strong  play-by-play  all  sports,  dj,  news. Box  994F,  BROADCASTING. 

Experienced  announcer,  morning  and  afternoon 
man,  married,  dj,  newsman,  salesman.  Operates own  board.  Young,  and  draft  exempt.  Box  995F BROADCASTING. 

Ambitious,  capable  announcer,  experienced major  phases  radio  tv  8  years.  Employed  No floater.  Desire  position  with  good  potential  Re- quire $150  weekly.  Box  996F,  BROADCASTING 

Negro  deejay-staff,  excellent  ability,  all  phases. 
No  accent.  Box  999F,  BROADCASTING. 

Sports,  news,  special  events.  Ten  years  expe- rience all  phases  radio.  Best  references,  available 
October  1st.  Box   102G,  BROADCASTING. 

Announcer,  first  phone,  no  maintenance,  authori- 
tative newscast,  friendly  commercials,  dj.  Box 

HOG,  BROADCASTING. 

Announcer,  presently  employed,  would  like  to 
move  onward  and  upward.  Box  113G,  BROAD- CASTING. 

Announcer-dj;  experienced.  Ready  for  larger 
market.  Music,  news,  commercials.  Box  116G, 
BROADCASTING. 

Personality-dj.  Strong  commercials,  gimmicks. 
Operate  board.  Steady,  reliable,  cooperative. 
Box  117G,  BROADCASTING. 

DJ-"Have  tape  will  travel".  Currently  working 
for  southern  station,  has  no  regional  accent. 
1*2  years  experience,  married,  announcing 
school  grad.  Prefer  mid-west  territory.  Box 
125G,  BROADCASTING. 

Western  dj-staff  announcer.  2nd  phone — no  ex- 
perience, eligible  1st.  Pathfinder  grad.  Box  131G, 

BROADCASTING. 

DJ-announcer,  beginner,  anxious  to  get  started, 
know  music  from  rock  to  Bach,  best  with  teen- 

age audience,  college  grad,  family,  tapes  avail- able. Box  134G,  BROADCASTING. 

Gal  dj.  Young  New  Yorker,  experienced,  college, 
excellent  elocution,  bronze  complexion,  very 
attractive.  Box  136G,  BROADCASTING. 

Young,  ambitious  dj,  one  year  experience  plus 
four  months  association  with  McLendon  chain 
is  looking  for  small  or  medium  market  in  south- ern Indiana  or  Kentucky.  However,  will  travel 
for  right  price.  Box  137G,  BROADCASTING. 

Top-rated  dj-program  director  desires  return  to 
large  metropolitan  eastern  market  over  100,000. 
Ten  years  experience.  My  product  professional. 
All  sports  play-by-play  grade  A.  Box  147G, 
BROADCASTING. 

Nationally  known  radio  and  tv  personality  seeks 
opportunity  of  permanent  nature  to  begin  as- sociation as  performer  and  work  into  sales  and 
management,  with  a  share  in  the  benefits  of 
future  station  growth.  25  year  background  in- 

cludes some  sales  and  station  management.  Box 
148G,  BROADCASTING. 

Versatile  southern  mike-man:  5!,2  years  experi- 
ence, 28,  college.  Capable  air  salesman,  run 

tight  board.  Intelligent,  stable,  sober,  accept 
responsibility.  Direct  programming,  production, 
promotion  or  traffic.  Ex-reporter  small  daily, 
copy  chief  10  kw.  Top  references.  In  or  near 
Georgia.  Box  149G,  BROADCASTING. 

Experienced  sportscaster,  newsman,  salesman, 
announcer.  Call  DeSoto,  Cresview  5-8592.  1801 
Coldwater  Canyon,  Beverly  Hills,  California. Relocate. 

M.S.U.  graduate.  2  years  commercial  experience. 
Strong  on  music  and  news.  Wants  to  relocate 
in  or  near  Michigan.  Available  now.  Call  or 
write  Charles  Frey,  532  Oak,  Niles,  Michigan. 
MUtual  3-5432. 

Zany  deejay,  fast  ad-lib,  original  material,  4 
years  radio,  2  years  television  kiddies  show. 
Writer  publisher  five  gag  books  for  deejays. 
Also  handle  news,  other  staff  chores.  Married. 
Only  established  stations  with  congenial  work- 

ing conditions  considered.  Morris,  Box  797,  Ven- 
tura, California. 

DJ  10  years  experience  desires  radio  or  radio-tv. 
Various  dialects  for  clever  disc  show  also  ven- 

triloquist. Contact  Chuck  Olson,  KSO,  Des 
Moines,  Iowa.  Available  immediately. 

Good  staff  announcers  with  first  ticket  (8).  Also 
staff  announcers  without  ticket.  Pathfinder 
School  of  Radio  and  Television,  510 — 16th  Street, 
Oakland,  California. 

Look  here.  Ten  years  experience  all  phases,  an- 
nouncing, copywriting,  board  operation,  pro- 

gram direction-production,  promotion,  traffic, 
servicing,  metropolitan  market  preferred.  Excel- lent references.  Available  now.  Charles  Read, 
1768  East  McMillan,  Cincinnati,  Ohio. 

Announcer-chief  engineer.  Four  years  experi- 
ence all  phases,  prefer  Storz  type  operation. 

Want  to  move  up.  Family  man,  29.  Call:  Jack 
Teiken,  Garden  3-3687,  Mason  City,  Iowa. 
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Situations  Wanted — (Cont'd) 

Technical 

First  phone,  4  months  experience.  19  years  old. 
Dependable.  Available  immediately.  Prefer  Wis- 

consin. Box  908F,  BROADCASTING. 

Engineer  network  experience  wants  relocation 
within  170  mile  radius  of  Washington,  D.  C.  Box 
993F,  BROADCASTING. 

Chief  engineer,  20  years  am-fm  chief.  Experi- 
enced, conscientious.  First  phone.  Prefer  stable 

station  southern  California  or  southwest.  No  an- 
nouncing. Resume.  Box  998F,  BROADCASTING. 

Electrical  engineer  graduate,  first  class  license, 
6  years  experience  radio  and  television,  desires 
job  as  chief  engineer  or  maintenance  man. 
Location  North  or  South  Carolina.  Box  108G, 
BROADCASTING. 

Attention  San  Francisco  Bay  area  and  west  coast. 
AM  kilowatt  chief  engineer  desires  permanent 
relocation  bay  area  or  coast.  Experience  all 
phases  radio  and  recording,  including  stereo. 
Single,  25,  also  interested  industries  serving 
broadcasters.  Available  usual  notice.  Box  114G, 
BROADCASTING. 

Engineer  wants  good  job  in  am  or  tv,  some  tv 
transmitter  experience.  Prefer  south-west  or 
west  coast.  Jeff  Rice,  Y.M.C.A.,  Quincy,  Illinois. 

Production-Programming,  Others 

Employed  play-by-play  sports  director  desires 
change.  Excellent  references.  Box  920F,  BROAD- CASTING. 

Writer — male — 5%  years  broadcasting,  produc- 
tion and  copywriting.  Have  resume,  samples 

and  letters.  Box  987F,  BROADCASTING. 

I  like  small  markets.  They  like  me.  DJ  in  major 
midwest  market  with  J  school  degree  seeks  pd 
or  manager  job.  Nine  years  before  and  behind 
mike.  Complete  info  plus  tape  on  request.  Box 
109G,  BROADCASTING. 

Girl  traffic-copywriter,  single,  car,  6  years  at 
same  station.  Box  128G,  BROADCASTING. 

Sports  director-salesman.  15  years  professional- 
scholastic  play-by-play,  etc.  Prefer  college  set- 

up with  heavy  schedule — solid  family  man.  Pro- 
fessional references.  Jack  Toepp,  Cadillac,  Mich- 

igan, Prospect  5-7863. 

TELEVISION 

Help  Wanted 

Sales 

California  small  market  3  network  vhf  station 
(KSBY-TV)  needs  local  sales  manager  with 
proven  record.  Salary-draw,  against  commission; 
also  override,  car  expenses,  major  medical  plan, 
and  profit  participation.  Must  be  permanent  and 
fit  into  town  of  20,000.  Also  need  capable,  experi- 

enced tv  salesman  for  KSBW-TV  Salinas.  Send 
complete  details,  references,  sales  record,  and 
photograph  to  John  Cohan,  KSBW-TV,  P.O.  Box 1651,  Salinas,  California. 

Experienced  salesman,  ample  base  pay  plus 
commission,  with  expanding  organization.  Send 
background,  sales  record  and  photo  to  Ray 
Carow,  W ALB-TV,  Albany,  Ga. 

Announcers 

WOOD,  WOOD-TV,  Grand  Rapids,  Michigan, 
wants  experienced  personality  announcer  to 
work  radio  and  tv.  Send  tape  with  dj  work, 
commercials  and  news.  Resume  and  picture  to 
John  Shaw. 

TV  staff  announcer  must  have  authoritative 
voice  and  neat  appearance  for  all  types  of  on- 
camera  work  including  commercials  and  news. 
Car  necessary.  CBS,  full  power  vhf.  For  details 
call  Dwight  Wheeler,  WWTV.  Cadillac,  Mich- 

igan. Prospect  5-3478. 

Technical 

Two  good  first  class  engineers  who  can  do  main- 
tenance have  a  year  or  two  experience  in  tv. 

Want  to  improve  themselves.  Should  be  familiar 
with  control  room  techniques.  Good  salary  for 
good  men.  If  you  are  good,  then  send  resume  to 
Chief  Engineer,  KCKT-KGLD,  Great  Bend, Kansas. 

Offer  permanent  good  climate  and  reasonable 
salary  to  chief  engineer  of  combined  radio  and 
television  operation.  Fringe  benefits  and  oppor- 

tunity to  progress  for  conscientious  and  depend- 
able worker.  Manager,  KSWS-TV,  Roswell,  New Mexico. 

Wanted:  Man  with  first  class  license  to  work  in 
television.  No  phone  calls.  Please  send  snap 
shot  and  references.  WINK-TV,  Fort  Myers, Florida. 

Help  Wanted — (Cont'd) 
Production-Programming,  Others 

Announcers,  directors,  and  copywriters.  New 
full  power  vhf  south  has  openings  for  experi- 

enced people  with  references.  Box  982F,  BROAD- CASTING. 

TELEVISION 

Situations  Wanted 

Management 

Sales  management — Reorganization:  Beat  your 
toughest  radio  or  tv  competitor  by  installing 
a  proven  practical  sales  procedure  that  guaran- tees results.  Eliminate  hit  or  miss  practices, 
excuses  and  inefficiency  that's  costing  you 
money.  Investigate  this  entirely  new  sales  ap- 

proach acclaimed  by  recognized  industry  author- 
ities as  certain  to  secure  positive  results.  Bro- 

chure, details.  No  obligation.  Box  123G,  BROAD- CASTING. 

Sales 

Aggressive,  personable  young  man  desires 
change.  Presently  account  man  with  NBC-TV affiliate.  Relocate  any  area  for  real  opportunity. 
Top  references.  For  resume,  write  Box  139&, 
BROADCASTING. 

Announcers 

Bingo  at  home  producer-emcee.  Six  months  ex- perience. Versatile.  Box  914F,  BROADCASTING. 

Announcer,  writer.  TV,  film,  radio  experience. 
News,  sports,  commercials.  Versatile.  Box  119G, 
BROADCASTING. 

Announcer — Five  years  experience  in  radio. 
Would  like  to  relocate  in  tv.  Write  Box  124G, 
BROADCASTING. 

Technical 

TV  broadcast  technician.  First  phone.  TV  work- 
shop courses  in  studio  operations  and  main- tenance. 3  months  experience.  25,  vet,  single. 

Box  962F,  BROADCASTING. 

1st  phone,  car,  radio-television  technician.  No 
previous  station  experience.  Industrious,  studi- 

ous, mature,  married.  Box  112G,  BROADCAST- 
ING. 

Engineer  experienced,  ten  years  radio  and  tele- 
vision including  uhf,  vhf — RCA  broadcast  field 

service  representative,  and  television  chief. 
Available  for  engineering  position.  Box  126G, 
BROADCASTING. 

Production-Programming,  Others 

TV  cameraman,  presently  employed,  with  one 
year  experience.  Professional  experience  in  film 
and  theatre.  B.S.  degree  Northwestern  Uni- 

versity. Veteran.  26  years  old.  Hard  worker 
with  references  to  prove  it.  Want  opportunities 
of  larger  station  and  creative  live  programming. 
Goal:  Producing-directing-performing.  Box  805F, 
BROADCASTING. 

News  director:  Now  heading  metropolitan  tv- 
radio  newsroom.  Consistently  ahead  on  major 
regional,  national  news.  Top  references;  authori- tative airwork.  Box  948F,  BROADCASTING. 

Sports  director:  Currently  with  major  tv  net  in 
sports.  Formerly  radio  play-by-play  and  staff. Desire  location  as  sports  director.  Will  handle 
administrative  and  programming  assignments. 
College,  veteran,  single,  29.  Commercially  em- 

ployed since  1949.  Available  station  interview 
within  month.  Box  997F,  BROADCASTING. 

NBC-CBS  director-writer-announcer,  tv  and 
radio.  Top  shows.  Also  newscaster-dj -combo. 
Engineering  background  qualifies  as  director- 
switcher.  Family  man.  Desire  responsible  posi- 

tion top  independent  or  network  station.  Box 
106G,  BROADCASTING. 

Writer-producer-coordinator.  New  York  tv  ex- 
perience. Dependable.  Cooperative.  Versatile. 

Box  118G,  BROADCASTING. 

Energetic  young  man  graduate  SRT,  N.  Y.  C. 
Desires  chance  at  directing  or  managing  in 
local  station.  Qualified  also  to  double  in  brass 
in  film,  studio  and  control  operations.  Ambitious, 
dependable,  top  references,  willing  to  travel. 
Box  127G,  BROADCASTING. 

Promotion  manager  of  top  rated  radio  station  in 
6  station  market,  5000  watt,  NBC  affiliate,  desires 
similar  position  in  large  tv  operation.  29,  mar- 

ried, college  graduate.  Box  133G,  BROAD- 
CASTING. 

Reporter-newscaster,  mature  professional,  re- 
sults not  excuses.  Heavy  on  local  news.  Sober, 

hard  worker.  Also  write  commercial  copy,  shoot 
and  process  tv  photos.  Box  145G,  BROADCAST- ING. 

Stations 

Southwest  California  full-timer,  ideal  climate, 
no  smog,  $85,000  down,  balance  over  10  years. 
Includes  beautiful  building,  valuable  land,  and 
new  equipment.  Number  one  in  audience,  netting 
in  excess  of  $2,500.00  per  month  to  absentee 
owners  who  desire  to  concentrate  on  another 
property.  No  brokers  please.  Box  103G,  BROAD- CASTING. 

500  watt  daytime  independent,  college  town, 
midwest,  new  equipment,  includes  real  estate 
with  new  residence,  $85,000,  29%  down.  Box 
140G,  BROADCASTING. 

500  watt  money  maker,  northeast;  in  growth 
area;  $345,000.  Box  150G,  BROADCASTING. 
Florida  small  market  stations  (3),  prices  ranging 
from  $50,000  to  $75,000,  terms.  Monopoly  market 
station,  $175,000  with  $52,000  down  payment. 
Chapman  Company,  1182  West  Peachtree, Atlanta. 

Norman  &  Norman,  Inc.,  510  Security  Bldg., 
Davenport,  Iowa.  Sales,  purchases,  appraisals, 
handled  with  care  and  discretion.  Experienced. 
Former  radio  and  television  owners  and  opera- tors. 

Northwest  medium  markets  (2),  $150,000,  $165,000, 
terms;  small  market,  $90,000,  29%  down.  Chap- 

man Company,  33  West  Micheltorena,  Santa 
Barbara,  California. 

Write  now  for  our  free  bulletin  of  oustanding 
radio  and  tv  buys  throughout  the  United  States. 
Jack  L.  Stoll  &  Associates,  6381  Hollywood  Blvd., 
Los  Angeles,  Calif. 

Upper  south  small  market  stations  (4),  prices 
$59,000  to  $145,000,  some  with  terms;  medium 
market,  $190,000  with  $50,000  down  payment. 
Chapman  Company,  1182  West  Peachtree,  At- lanta. 

California  southern  market  kilowatt  big  poten- 
tial $46,400.00  down.  Wilt  Gunzendorfer  and 

Associates,  8630  W.  Olympic,  Los  Angeles. 

Rocky  Mountain  television  station,  large  market, 
$1,350,000.  Chapman  Company,  1182  West  Peach- 
tree,  Atlanta. 

West  Texas  single  market.  Profits  over  $2,200 
monthly.  Only  $75,000  with  24%  down  and  up 
to  15  years  on  payout.  Patt  McDonald,  Box 
9322,  Austin,  Texas.  GL  3-8080. 

Equipment 
Complete  Federal  193-A  10  kw  fm  air  cooled 
transmitter  with  transmitter  console.  Good  con- 

dition. Low  price.  Send  for  complete  descrip- 
tion.  Box  927F,  BROADCASTING. 

Practically  new  1958  Volkswagen  mobile  studio, 
complete  with  30  watt  fm  transmitter  and  re- 

ceiver, TT,  console,  air  cooler,  now  in  use. 
1800  actual  miles  on  unit.  Priced  to  sell  at 
$3,500.   Contact  Box   960F,  BROADCASTING. 

Two  Presto  10-B  turntables  complete  with  cus- 
tom cabinets  and  Western  Electric,  9-A  head 

and  equalizers,  $100.00  each.  One  Rekokut  RDK 
16  two  speed  recording  table  with  RCA  72C 
standard  33V3  and  78  RPM  inside  out  cutting 
lathe  equipped  with  a  Presto  1-D  cutter  with 
good  cabinet  less  amplifier  $100.00.  KRHD,  Dun- 

can, Okla. 

Two  Gates  CB-11  turntable  chassis  good  condi- 
tion, sell  as  package  or  separately.  Contact 

W.  C.  Moss,  KSEY,  Seymour,  Texas. 

De-icers  for  GE  and  Collins  fm  antennas.  De- 
icer  replacement  parts  and  service.  Dick  Evans, 
WBSM,  New  Bedford,  Mass. 

Austin  tower  lighting  transformer.  Also  50-watt 
and  .1  watt  Raytheon  microwaves.  WCBC-TV, 
Anderson,  Indiana. 

Kohler  Electric  power  plant  model  3.5RM61.  3.5 
kilowatt,  110  and  220  V.A.C.  Complete  with  bat- 

teries for  starting.  Used  7  hours.  Reasonable. 
WXXX-Radio.  Box  1492,  Hattiesburg,  Mississippi. 
Phone  JU-2-2591. 

3  Magnecorders  PT6  with  amplifier,  good  con- 
dition, Light  and  Life  Hour,  Winona  Lake, Indiana. 

Limiter-amplifier,  unused;  Collins  356-E;  Daven 
output  "Tee"  control;  instructions.  $135.00  fob. Continental  Research,  Box  7800,  Washington, 
D.  C. 

FM  transmitters.  New,  FCC  approved.  Immediate 
availability.  Contact  Industrial  Transmitters  and 
Antennas,  235  Fairfield  Avenue,  Upper  Darby, 
Pa.,  Flanders  2-0355. 
Television  monitors.  The  most  widely  accepted 
in  broadcasting  and  industrial  applications.  De- 

livered under  several  trade  names.  Tilted  front 
plug-in  construction.  8"— $195.00,  14" — $215.00,  17" 
—$219.00,  21"— $259.00.  Miratel,  Inc.,  1080  Dionne 
St.,  St.  Paul,  Minn. 
4  Crown  recorders,  low  hours,  good  condition. 
Light  and  Life  Hour,  Winona  Lake,  Indiana. 
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WANTED  TO  BUY RADIO TELEVISION 

Stations 
Help  Wanted— (Cont'd) Help  Wanted— (Cont'd) 

Responsible  party  wants  to  lease,  with  option  to 
buy  a  radio  station  in  Ark.,  La.,  Ala.,  Miss., 
Tehn..  or  Missouri.  Small  market  station  with 
pop  5,000  to  10,000.  Party  presently  general  man- ager of  1,000  watt  station  in  southwest.  All 
response  to  this  ad  held  in  strict  confidence. 
Box  860F,  BROADCASTING.  
Radio  station  wanted  in  city  of  50,000  to  350.000. 
Fast  action.  Confidential.  No  brokers.  Principals 
only.  Write  Box  981F,  BROADCASTING. 

Moneymaking  manager  has  modest  down  pay- 
ment on  part  or  all  good  potential  station  or  cp. 

Box  115G.  BROADCASTING. 

Want  am  station  in  Carolinas  or  Virginia.  Pre- 
fer 25-35  thousand  dollar  price  range  in  small 

market.  Box  129G.  BROADCASTING. 

Equipment 
Kxciter  unit  minus  power  supply  from  Federal 
fm  transmitter.  Box  774F,  BROADCASTING. 

RCA  type  BQ-1A  fine  groove  turntable.  Must  be 
in  excellent  condition.  Box  990F,  BROADCAST- 
ING. 

FM,  STL  microwave  link  in  the  950  mc  band. 
Address  Chief  Engineer,  P.  O.  Box  1928,  Spring- field, Mass. 

Wanted  200  ft.  self-supporting  tower  for  STL. 
Beecher  Hayford,  WESH-TV,  Daytona  Beach, Florida. 

MISCELLANEOUS 

Factual  shorts,  oddities,  biographies,  etc.,  to 
give  your  dj  programs  a  lift — tested  and  proved 
in  the  nation's  number  2  market.  Information 
and  samples  on  request.  Box  100G,  BROAD- CASTING. 

Bingo  Time  U.S.A.  printers  of  personalized  bingo 
game  sheets  for  radio  and  television  programs. 
P.O.  Box  1871,  Hollywood  28,  California. 

INSTRUCTIONS 

F.C.C.  first  phone  preparation  by  correspondence 
or  in  residence  classes.  Our  schools  are  located 
in  Washington,  Hollywood,  and  Seattle.  For 
details,  write:  Grantham  School,  Desk  2,  821 — 
19th  Street,  N.  W.,  Washington,  D.  C. 

FCC  first  phone  license  in  six  weeks.  Guaranteed 
instruction  by  master  teacher.  G.I.  approved. 
Phone  FLeetwood  2-2733.  Elkins  Radio  License 
School,  3605  Regent  Drive,  Dallas,  Texas. 

Since  1946.  The  original  course  for  FCC  1st  phone 
license,  5  to  6  weeks.  Reservations  required.  En- 

rolling now  for  classes  starting  October  29, 
January  7,  1959  and  March  4,  1959.  For  informa- 

tion, references  and  reservations  write  Wil- 
liam B.  Ogden  Radio  Operational  Engineering 

School,  1150  West  Olive  Avenue,  Burbank, 
California. 

RADIO 

Help  Wanted 

Sales 

UNUSUAL  MAN 
FOR  AN  UNUSUALLY  SATISFYING 

SALES  OPPORTUNITY 
Executive  type  salesman  needed  immediately  for 
a  GOOD  MUSIC  operation  in  one  of  the  na- 

tion's top  ten  markets.  Knowledge  and  apprecia- 
tion of  GOOD  MUSIC,  plus  a  successful  advertis- 
ing sales  background  in  a  metropolitan  market 

essential.  This  is  an  opportunity  to  join  an  al- 
ready established  AM-FM  GOOD  MUSIC  opera- 

tion with  high  acceptance  in  its  market.  Frankly, 
the  man  we  want  does  not  come  a  "dime  a 
dozen".  However,  the  man  we  select  will  have 
every  opportunity  to  earn  a"  five  figure  income, plus  the  satisfaction  of  working  with  one  of  the 
top  stations  in  the  country  in  the  GOOD  MUSIC 
field.  Send  complete  resume  and  photo  to 

BOX  985F,  BROADCASTING 
i 

SALES  ENGINEERS 

Leading  manufacturer  offers  outstanding 
opportunity  in  Broadcast  Equipment 
Sales.  Immediate  openings  in  Florida 
and  the  Northwest. 
Position  demands  aggressive  sales-minded 
individual  with  technical  background 
and  willingness  to  travel.  Salary  plus 
commission  offers  top  pay  to  top  pro- 
ducer. 

Write   Box    U1G,  BROADCASTING. 

Sales 

WANTED 

Hard-hitting  retail  salesman  who 
knows  New  York  area.  No  agency 

list  to  start.  Salary  and  incen- 
tives according  to  individual. 

Big  future  for  man  willing  to 
work.  Send  resume,  snapshot  to 

Stephen  B.  Labunski,  WMCA 
Radio,  415  Madison  Avenue, 
New  York  17,  New  York. 

Announcers 

-^C?~.  v5^-  -^>->  -^r.  j^r.       _^>~.  y^, 

ANNOUNCER  WANTED  . . . 

At  station  where  profit  sharing  is  now  in  £ 
effect  and  stock  ownership  for  employees  g 

is  being  worked  out.  We  want  top  experi-  ;r 
enced  voices  for  major  market  tv  or  re-  § 

§   gional  radio.  Send  tape,  references,  back-  § 
^    ground  to  ^ 

§                          MANAGER  § 

§                   KVOS-TV  § 
§    BELLINGHAM,  WASHINGTON  § 

Production-Programming,  Others 

CENTRAL  CALIFORNIA 

RADIO  STATION  KSBW 

Has  immediate  opening  for  traffic- 
continuity -announcing.  Need  man 
with  diversified  copy  writing  experi- 

ence and  knowledge  of  radio  traffic 
for  number  one  station  in  area.  Sub- 

mit complete  information,  including 
sample  copy  for  various  types  of 
accounts,  photograph,  and  tape  at 
7y2  rpm  to  KSBW-Radio,  P.  0.  Box 
1651,  Department  D,  Salinas,  Cali- 
fornia. 

RADIO 

Situations  Wanted 

Sales 

Our  organization  will  sell  local  spots 
on  your  station  at  card  rates  in  a 
13  week  promotion  campaign  titled 

"Buy  At  Home — It  Pays" 
Highest  references  from  important  sta- 

tion owners.  15  years  experience. 
Box  130G,  BROADCASTING. 

TELEVISION 

Help  Wanted 

A  nnouncers 

LARGE,  metropolitan  Radio-TV  News 
Department  looking  for  experienced  TV 
news  personality.  Must  have  good  appear- 

ance, seasoned  delivery,  and  documented 
news  background.  The  right  salary  for 
the  right  man. 

Box  917F,  BROADCASTING 

Sales 

California  Small  Market 
3  Network  VHF  Station 

KSBY-TV 
Needs  local  sales  manager  with  proven 
record.  Salary-draw,  against  commis- 

sion; also  override,  car  expenses,  major 
medical  plan,  and  profit  participation. 
Must  be  permanent  and  fit  into  town  of 
20,000.  Also  need  capable,  experienced 
tv  salesman  for  KSBW-TV  Salinas.  Send 
complete  details,  references,  sales  rec- 

ord, and  photograph  to  John  Cohan, 
KSBW-TV,  P.O.  Box  1651,  Salinas,  Cal- ifornia. 

Personnel  Services 

BROADCASTING  OPPORTUNITIES 
Announcers  with  minimum  three  years  re- 

cent experience,  and  audition  tapes  (7%  IPS) 
to  demonstrate  style,  can  be  relocated  to 
good  markets.  Send  detailed  letters  with 
tapes.  Include  return  postage. 

HENRY  SCHAPPER  AGENCY 
Personnel  for  the  Communication  Arts 
15  East  40th  Street,  New  York  16,  N.  Y. 

Murray  Hill  3-8626 PAUL,  BARON 
Director  for  Radio-TV -Film,  Advertising 

INSTRUCTIONS 

Want  a  TV  or  Radio  Job? 
as  announcer,  writer,  producer? 

The  National  Academy 
of  Broadcasting 

3338  16th  St.  N.W. 
Washington,  0.  C. 

Trains  and  places 
men  and  women  in 

TOP  JOBS 
New  term  starts  Sept.  29.  Send  for 
folder  and  list  of  positions  available. 

Call  DEcatur  2-5580 

FOR  SALE 

Stations 

THE  PIONEER  FIRM  OF  TELEVISION 
AND    RADIO  MANAGEMENT 

CONSULTANTS— ESTABLISHED  1946 
NEGOTIATIONS  MANAGEMENT 
APPRAISALS  FINANCING 

HOWARD  S.  FRAZIER,  INC. 
1736  Wisconsin  Ave.,  N.W. 

Washington  7,  D.  C. 

WANTED  TO  BUY 

WANTED 

COLOR  CARTOONS 

Comedies 

Interest  &  Travel 
Shorts 

For  U.K.  Theatre  Dist. 

British  Newsreels  Ltd. 

147  Wardour  St.,  London,  W.  1. 
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WANTED  TO  BUY 

Stations 

* 

* 
* 

FINANCIALLY 
RESPONSIBLE  GROUP 

With  good  management  available,  is 
interested  in  acquiring  additional 
radio  stations.  No  brokers  involved. 
Response  will  be  treated  confidential. 

Box  107G,  BROADCASTING. 
★★★★★★★★★★★★★★★★★★★★★★★★★★★★it* 

WANTED  TO  BUY 

LEASE  OR  MANAGE 

STATIONS 

PAY  OUT  BASIS 

STRONG  SALES  &  PUBLIC  RE- 

LATIONS   EXECUTIVE,  PRO- 

MOTIONAL BACKGROUND, 

with  STAFF,  former  Owner  Radio  Sta- 
tion in  the  East  and  Executive  Man- 
ager UFH  Station — is  now  available. 

You  will  find  our  arrangements  equi- 
table, mutually  profitable.  Confiden- 

tial. 

Emanuel  Lazarus  Stone 

Planning  &  Public  Relations 
3220  Hudson  Blvd.,  Jersey  City 

New  Jersey 

Telephone  Swarthmore  5-0201 

6, 

##o  liar 

for 

you  can't 

beat  a 

classified  ad 

in  getting 

top -flight 

personnel 

FOR  THE  RECORD 

change  ERP  to  visual  100  kw,  aur.  to  50  kw  and 
change  type  of  trans.;  ant.  height  710  ft. 
Following  were  granted  extensions  of  comple- 

tion dates  as  shown:  KENS-TV  San  Antonio, 
Tex.  to  1-15-59  (main  trans.  &  ant.);  KRBB  El 
Dorado,  Ark.  to  11-15. 

Actions  of  September  15 
KKIS  Pittsburg,  Calif. — Granted  license  cover- 

ing increase  in  power,  installation  new  trans, 
and  change  to  DA-2. 
WFTG  London,  Ky. — Granted  license  covering installation  of  new  trans. 
KATO  Reno,  Nev. — Granted  license  covering 

change  of  ant. -trans,  location  and  changes  in 
ground  system. 
WFHR  Wisconsin  Rapids,  Wis. — Granted  license 

covering  installation  of  new  trans. 
KSFE  Needles,  Calif. — Granted  license  cover- 

ing installation  of  new  trans. 
KVII     (TV)     Amarillo,  Tex.— Waived  Sect. 

I.  355(b)  of  rules  and  granted  cp  to  change  ERP 
vis.  to  316  kw,  aur.  to  158  kw,  install  new  trans, 
and  make  minor  equipment  changes. 
By  report  and  order,  Commission  finalized 

rule  making  and  amended  its  tv  table  of  assign- 
ments by  adding  ch.  12  to  Pembina,  N.  D.,  which 

had  no  assignment;  condition  regarding  radia- tion toward  Canada.  Announced  Sept.  24. 

NARBA  Notifications 

CANADIAN 
Notification  Under  The  Provisions  of  Part  III, 
Section    2    of    the    North    American  Regional 

Broadcasting  Agreement 
List  of  changes,  proposed  changes,  and  cor- rections in  assignments  of  Canadian  broadcast 

stations  modifying  appendix  containing  assign- ments of  Canadian  broadcast  stations  attached 
to  the  recommendations  of  the  North  American 
regional  broadcasting  agreement  engineering meeting. 

680  Kc 
CJOB  Winnipeg,  Manitoba — 5  kw  D,  2.5  kw  N. 

DA-N,  unl.  Class  II.  N  in  O  on  new  frequency. 
800  Kc 

CJAD  Montreal,  P.  Q.— 10  kw,  DA-1,  unl.  Class 
II.  N  in  O  with  revised  pattern. 
CHAB  Moose  Jaw,  Saskatchewan — 10  kw  D,  5 

kw  N,  DA-N,  unl.  Class  II.  N  in  O  with  increased 
daytime  power. 850  Kc 

CKVL  Verdun,  P.  Q.— 50  kw  D,  10  kw  N,  DA-2, 
unl.  Class  II.  N  in  O  with  increased  daytime 

power. 

910  Kc 

CJDV  Drumheller,  Alta.— 1  kw,  DA-1,  unl. 
Class  III.  Assignment  of  call  letters. 1050  Kc 

CHUM  Toronto,  Ontario— 5  kw  D,  2.5  kw  N, 
DA-1,  unl.  Class  II.  N  in  O  with  increased  day- 

time power. 
1090  Kc 

New  Lethbridge,  Alta. — 5  kw,  DA-2,  unl.  Class 
II,  EIO  8-20-59. 1230  Kc 

CFKL  Schefferville,  P.  Q.— 0.25  kw,  ND,  unl. 
Class  IV.  Assign,  of  call  letters.  N  in  O. 

1300  Kc 
CJRH  Richmond  Hill,  Ont.— 0.5  kw,  ND,  D. 

Class  III.  N  in  O. 1340  Kc 

CJOB  Winnipeg,  Manitoba— 0 .25  kw,  ND,  D. 
Class  IV.  Delete  assign— vide  680  Kc. 1450  Kc 

CFJR  Brockville,  Ontario — 1  kw  D,  0.25  kw  N, 
ND,  unl.  Class  IV.  EIO  8-20-59,  (PO  1450  kc,  0.25 kw  ND). 1470  Kc 

CHOW    Welland-Port    Colborne,    Ontario— 0.5 
kw,  DA,  D.  Class  III.  N  in  O. 

License  Renewals 

Following  stations  were  granted  renewal  of license: 
WAMM  Flint,  Mich.;  WATG  Ashland,  Ohio; 

WATG-FM  Ashland,  Ohio;  WBLY  (main  and 
aux.),  Springfield,  Ohio;  WBRN  Big  Rapids, 
Mich.;  WCAR  Detroit,  Mich.;  WCLT  Newark, 
Ohio;  WCLT-FM  Newark,  Ohio;  WCOL  (main 
and  aux.),  Columbus,  Ohio;  WCOL-FM  Colum- 

bus, Ohio;  WDOK-FM  Cleveland,  Ohio;  WFYC 
Alma,  Mich.;  WHIO  (main  and  aux.),  Dayton, 
Ohio;  WJR-AM-FM  Detroit,  Mich.;  WKNX  Sag- 

inaw, Mich.;  WMAB  Munising,  Mich.;  WPKO 
Waverly,  Ohio;  WSRW  Hillsboro,  Ohio;  WTAC 
Flint,  Mich.;  WTOL  Toledo,  Ohio;  WTRU  Mus- 

kegon, Mich.;  WTRX-AM-FM  Bellaire,  Ohio; 
WTVN  (main  and  aux.),  Columbus,  Ohio;  WMZK 
(FM)  Detroit,  Mich.;  WJIM-TV  (main  and  aux. 
and  ant.),  KD-3360,  KQH-98,  KQJ-51'  Lansing, Mich.;  WTVS  (TV-Ed.),  KC-9629,  KQG-70  De- 

troit, Mich.;  WSRS-AM-FM  Cleveland  Heights, 
Ohio;  WHOK  Lancaster,  Ohio;  WRFD  Worth- 
ington,  Ohio;  WGOV  Valdosta,  Ga.;  WCPM  Cum- 

berland, Ky.;  KWEM  Memphis,  Tenn. 

UPCOMING 

September 
Sept.  29-30:  RAB,  regional  management  con- ference, Princeton  Inn,  Princeton,  N.  J. 

October 
Oct.  1-2:  NAB  Tv  Code  Review  Board,  Clift 
Hotel,  San  Francisco. 

Oct.  2:  Advertising  Research  Foundation,  fourth 
annual    conference,    Waldorf-Astoria  Hotel, 
New  York  City. 

Oct.  3-4:  North  Dakota  Assn.  of  Broadcasters. 
Bismarck. 

Oct.  3-4:  North  Dakota  AP  Broadcasters  Assn., 
annual  meeting,  Bismarck. 

Oct.  3-5:  AWRT,  national  board  meeting,  Wal- 
dorf-Astoria Hotel,  New  York  City. 

Oct.  5-6:  Texas  Assn.  of  Broadcasters,  fall  con- 
ference, Texas  Hotel,  Fort  Worth. 

Oct.  5-7:  Central  Canada  Broadcasters  Assn., 
Alpine  Inn,  Ste.  Marguerite,  Que. 

Oct.  5-7:  Advertising  Federation  of  America, 
seventh  district  convention,  Whitley  Hotel, 
Montgomery,  Ala. 

Oct.  7:  UPI  Broadcasters  of  Connecticut,  fall 
meeting,  U.S.  Submarine  Base  and  Electric 
Boat  Div.,  General  Dynamics  Corp.,  Groton. 

Oct.  8-10:  IRE,  Canadian  convention,  Exhibition 
Park,  Toronto. 

Oct.  8:  Connecticut  AP  Broadcasters  Assn., 
annual  meeting,  Waverly  Inn,  Cheshire. 

Oct.  9-10:  AAAA,  central  region's  annual  meet- 
ing, Drake  Hotel,  Chicago. 

Oct.  9-10:  North  Carolina  Assn.  of  Broadcasters, 
Sedgefield  Inn,  Greensboro. 

Oct.  10-11:  Alabama  Assn.  of  Broadcasters,  Staf- 
ford Hotel,  Tuscaloosa. 

Oct.  10-11:  Mutual  Advertising  Agency  Network, 
fourth-quarterly  business  meeting-workshop, 
Bismarck  Hotel,  Chicago. 

Oct.  10-11:  Nebraska  AP  Radio-TV  Assn.,  annual 
meeting,  Lincoln. 

Oct.  10-12:  AWRT,  Heart  of  America  conference, 
Muehlebach  Hotel,  Kansas  City,  Mo. 

Oct.  11:  UPI  Broadcasters  of  Michigan,  Hotel 
Olds,  Lansing. 

Oct.  11-12:  Missouri  AP  Broadcasters  Assn., 
annual  meeting,  Jefferson  City. 

Oct.  12-15:  AAAA,  western  region's  annual  meet- 
ing, El  Mirador,  Palm  Springs,  Calif. 

Oct.  13:  New  York  AP  Broadcasters  Assn,  an- 
nual meeting,  Sheraton-Ten  Eyck  Hotel, Albany. 

Oct.  13:  Virginia  AP  Broadcasters  Assn.,  annual 
meeting,  Hotel  Roanoke,  Roanoke. 

Oct.  13-15:  National  Electronics  Conference,  Ho- 
tel Sherman,  Chicago. 

Oct.  13-15:  Kentucky  Broadcasters  Assn.,  fall 
meeting,  Chesmotel  Lodge,  Hopkinsville. 

Oct  14-17:  National  Assn.  of  Educational  Broad- 

casters, annual  convention,  Sheraton-Fonte- nelle  Hotel,  Omaha,  Neb. 
Oct.  15:  Massachusetts  Assn.  of  Broadcasters, 

University  Club,  Boston. 
Oct.  15-19:  Radio  Television  News  Directors 

Assn.,  annual  convention,  Sheraton-Blackstone 
Hotel,  Chicago. 

Oct.  16-18:  Missouri  Broadcasters  Assn.,  St.  Louis. 
Oct.  19-21:  Inland  Daily  Press  Assn.,  annual 
meeting,  Drake  Hotel,  Chicago. 

Oct.  20-24:  Society  of  Motion  Picture  Sc  Tele- 
vision Engineers,  84th  semi-annual  conven- 

tion,  Sheraton-Cadillac  Hotel,  Detroit,  Mich. 
Oct.  21-22:  Illinois  Broadcasters  Assn.,  fall  meet- 

ing, Inman  Hotel,  Champaign. 
Oct.  22-24:  NBC  Radio  and  Television  affiliates 
annual  meeting.  Plaza  Hotel,  New  York. 

Oct.  23-24:  Audit  Bureau  of  Circulation,  44th 
annual  meeting,  Drake  Hotel,  Chicago. 

Oct.  25:  UPI  Broadcasters  of  Indiana,  fall  meet- 
ing, Van  Orman  Northcrest  Hotel,  Fort  Wayne. 

Oct.  25-26:  AWRT,  Pennsylvania  conference, 
Erie. Oct.  27-28:  AAAA.  eastern  region's  annual  meet- ing, Biltmore  Hotel,  New  York  City. 

Oct.  28-29:  Central  Canada  Broadcasters  Assn., 
Westbury  Hotel,  Toronto,  Ont. 

Oct.  29-30:  CBS  Radio  Affiliates  Assn.,  annual 
convention,  Waldorf-Astoria  Hotel,  New  York 
City. 

November 

Nov.  5:  AAAA,  east-central  region's  annual meeting,  Commodore  Perry,  Toledo,  Ohio. 
Nov.  9-12:  Assn.  of  National  Advertisers  fall 
meeting,  The  Homestead,  Hot  Springs,  Va. 

Nov.  13-14:  Tennessee  Assn.  of  Broadcasters, Knoxville. 

Nov.  13-15:  Missouri  Assn.  of  Broadcasters,  Chase 
Hotel,  St.  Louis. 

Nov.  14:  Oregon  Broadcasters  Assn.,  fall  meet- 
ing, Hotel  Marion,  Salem. 

Nov.  15-16:  AWRT,  Indiana  conference,  Indian- 

apolis. Nov.  16-19:  Broadcasters'  Promotion  Assn.,  third annual  convention.  Chase  Hotel,  St.  Louis. 
Nov.  19:  Television  Bureau  of  Advertising,  board 
of  directors  meeting,  Waldorf-Astoria  Hotel, 
New  York  City. 

NAB  FALL  CONFERENCES 

Sept.  29-30,  Mark  Hopkins  Hotel,  San  Francisco. 
Oct.  13-14,  Schroeder  Hotel,  Milwaukee. 
Oct.  16-17,  Radisson  Hotel,  Minneapolis. 
Oct.  20-21,  Somerset  Hotel,  Boston. Oct.  27-28,  Statler  Hilton  Hotel,  Washington,  D.  C. 
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RESULTS 

WSB  radio 

Results  of  a  recent  "test  run"  by  the  Citizens  &  Southern 

Banks  of  Atlanta  are  revealing.  A  scenic  booklet  was 

offered  listeners  of  7  Atlanta  radio  stations. 

WSB  Radio  accounted  for  43.5%  of  the  total  7-station 

response.  This  was  21/,  times  the  return  of  the  second 

station.  WSB  scored  more  requests  per  commercial  minute 

— 6  times  as  many  as  the  second  station.  WSB's  cost-per- 

request  was  the  most  economical — 68%  less  than  that  on 

the  second  station. 

Here  again  is  proof  that  it  pays  advertisers  to  go  first 

class  in  Atlanta.  Certainly  your  advertising  belongs  on 

WSB  Radio. 

mm-  ymm. 

967 

How  7  Atlanta  Radio 

Stations  produced  requests  for 

booklets  in  one-week 

test  conducted  by  C  &  S  Banks 

A          B         C          D  WSB       F  G 

Analysis  of  Performance 
A  B      C      D    WSB  F  G 

Total  number  requests            110  283     93   245   967  402  119 
Number  commercial  min.  used    16  42     20     20     11  30  24 

Requests  per  commercial  min.  6.9  6.7'  4.6  12.2  87.9  13.4  4.9 
Cost  per  request                    1.15  .44  1.08    .65    .14  .45  2.10 

WSB  radio 

50,000-watt  WSB  is  affiliated  with  The  Atlanta  Journal  and 

Constitution.  NBC  affiliate.  Represented  by  Edw.  Petry  &  Co. 
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MONDAY  MEMO 

from  ALAN  ROBERTS,  marketing  research  director,  Western  Adv.,  Chicago 

Use  tv  as  a  rifle,  not  a  shotgun, 

to  do  business  with  the  farm  market 

| 

Television  today  is  a  half-awakened 
giant  in  the  cornfield  .  .  .  yawning  and 
stretching  and  wondering  whether  it 
can  successfully  sell  Farmer  Schultz  of 
RFD,  Turkeytown,  Minnesota.  This 
giant  needs  reassurance,  guidance,  and 
especially  encouragement  to  persevere 
in  programming  towards  farmers,  and 

in  selling  advertisers  on  the  oppor- 
tunities created. 

Its  enthusiasts  may  be  surprised  that 

there  is  any  question  tv  can  sell  farm- 
ers today.  Of  course  it  can!  Like  other 

consumers,  farmers  watch  tv  enter- 
tainment programming,  both  network 

and  local.  They  respond  to  tv's  cigarette, 
auto,  and  toothpaste  advertising. 

But  we  are  on  a  different  topic  here. 

This  is  the  strictly  agricultural  mar- 
ket. It  is  not  small  town,  nor  rural  non- 

farm.  Small  towner  and  farmer  may 
have  similar  entertainment  tastes  and 

consumer  purchasing  patterns,  but  the 
farmer  also  buys  in  the  capacity  of 

producer.  The  non-farmer  is  zero  mar- 
ket for  combines,  spreaders,  hog  feed 

and  mastitis  remedies. 

Our  area  of  analysis  is  thus  narrowly 

defined:  the  farmer  in  the  role  of  pur- 
chasing agent  for  his  agricultural 

factory. 

First,  let's  dispose  of  a  possible  mis- 
conception. The  big  problem  facing  ad- 

vertisers who  would  use  tv  to  reach 

farmers  as  producers  seldom  involves 
set  circulation.  Television  set  ownership 

by  farmers  has  already  reached  formid- 
able proportions  in  most  areas.  And 

nobody  questions  that  the  farmer  really 
uses  his  tv  set. 

So,  what's  the  problem? 
The  heart  of  it  is  tv's  cost  per  1,000 

farmers  reached.  Waste  coverage,  de- 
fined as  everybody  who  is  not  a  farmer, 

is  an  enormous  factor  on  most  stations. 

Moreover,  in  any  mixed  agricultural 
area  some  farmers  are  always  outside 
the  market  for  a  particular  agricultural 
item.  Even  in  a  strong  poultry  area, 
the  hybrid  chick  advertiser  may  waste 
some  of  his  tv  dollars  on  farmers  who 

only  milk  or  have  orchards.  The 

groundswell  toward  increasing  special- 
ization in  agriculture  tends  to  work 

away  from  mass  media,  including  tv. 

Advertisers  whose  product  lines  are 

partly  agricultural  and  partly  con- 
sumer and/or  industrial  are  in  less  of  a 

bind.  They  can  use  at  least  part  of  the 

non-farmer  audience.  For  example, 
truck  manufacturers  might  use  farmer- 
directed  tv  with  confidence  that  some 

of  the  non-farm  audience — smalltown 

building  contractors,  etc. — also  buy 
trucks.  For  companies  whose  product 

mix  includes  both  agricultural  and  con- 
sumer products,  farmer-directed  tv  can 

do  double  duty,  because  farmers  are 
also  consumers. 

For  the  straight  agricultural  adver- 
tiser, however,  waste  coverage  forces 

extremely  selective  buying,  market  by 
market,  careful  comparing  of  cost 

against  number  of  farms  (of  the  de- 

sired type)  reached  and  anticipated  re- 
sults. Network  programming  for  farm 

products  is  out,  as  are  most  big-city 
stations  and  many  smaller-city  stations 
beaming  into  marginal  farming  areas. 

This  ultra-selective  approach  now  is 

being  used  by  major  advertisers  of  ag- 
ricultural products.  The  trouble  lies  in 

its  logical  corollary:  If  tv's  advertising 
umbrella  can  be  profitably  opened  only 

in  hand-picked  markets,  it  seldom  can 

be  spread  wide  enough  to  provide  com- 
plete coverage  for  any  broad  agricul- 
tural region  such  as  the  great  corn-hog 

region  in  the  Midwest.  And,  lacking  the 
potential  for  complete  coverage,  major 
advertisers  in  farm  lines  tend  to  con- 

sider tv  a  supplementary  medium  to  re- 
inforce such  media  as  general  farm 

publications  and  radio. 

But  maybe  tv  stations  have  a  liabil- 
ity here  they  can  turn  into  an  asset. 

After  all,  many  agricultural  products 
are  heavy,  bulky  commodities  like 
fertilizer,  feed,  etc.  Their  freight  costs 
are  substantial  and  tend  to  limit  their 

effective  competitive  area.  Many  agri- 
cultural brands,  therefore,  remain  local 

within  a  state,  or  perhaps  cover  parts 
of  two  to  four  states.  For  example,  in 

the  whole  $3  billion  formula  feed  in- 
dustry there  is  only  one  national  brand 

and  probably  not  more  than  another 

dozen  that  are  really  multi-regional. 
On  the  other  hand,  there  are  over 

5,000  more  or  less  local  feed  brands. 

Here  may  lie  a  big  opportunity:  where 

tv  coverage  maps  coincide  with  limited 
distribution  patterns.  For  medium  and 
smaller  feed  manufacturers  a  single  tv 

station,  or  perhaps  a  combination  of 
a  few  stations,  might  provide  complete 

coverage  of  their  marketing  area,  with- 
out excessive  waste. 

This  is  theoretical.  The  operative 

question  here  is:  to  what  extent  are  dif- 
ferent sized  advertisers  really  using  tv 

to  sell  farmers? 

A  station  survey  we  made  earlier 
this  year  threw  some  light  on  this. 
Area  surveyed  covered  the  12  North 
Central  States — the  traditional  Corn 
Belt — with  131  commercial  tv  stations 

co-operating.  Almost  one-quarter  re- 
ported no  regular  programming  di- 

rected towards  farmers.  The  other  76% 

reported  an  average  of  l3A  hours  farm 
programming  per  week,  38%  sponsored. 
That  is,  only  3  out  of  8  midwest  farm 

programs  were  sponsored. 

The  significance  of  these  figures  is 
increased  by  the  timing  of  this  survey, 
which  was  during  one  of  the  important 

advertising  seasons  for  many  agricul- 
tural products. 

Furthermore,  the  most  frequently  re- 

ported type  of  sponsor  was  in  the 
animal  health  product  classification. 

These  are  chiefly  two  national  adver- 
tisers who  also  run  heavy  schedules  in 

other  farm  media. 

Let's  conclude  on  a  note  of  op- 
timism. Stations  surveyed  were  strongly 

bullish  on  future  prospects  for  agri- 
cultural advertising.  Many  volunteered 

that  1957  agricultural  advertising  was 

well  ahead  of  1956.  Among  reasons  of- 
fered were  increased  know-how  on  farm 

programming  and  availability  of  farm 
programs.  It  appears  that  the  giant  in 
the  cornfield  is  really  awakening!  His 

problems  may  be  greater  than  with 
consumer  products,  but  the  harvest  is 
reported  to  look  promising. 

Alan  Authier  Roberts,  b.  1920,  Cambridge,  Mass. 

Graduate  of  Harvard  College  (1941)  and  Harvard  Busi- 
ness School  (1948).  Statistician  and  economist  with  U.  S. 

Government  in  Washington  during  war.  After  "B" 
School  a  brief  tour  with  C.  E.  Hooper  Inc.  was  in- 

troduction to  broadcasting,  followed  by  two  years  with 

WBZ-AM-TV  Boston.  Into  ad  agency  business  in  1950 
in  Chicago  area.  Consumer  and  marketing  research  in 
agricultural  field,  with  special  attention  to  feeds  and 
animal  health  products.  Joined  Western  Advertising 

Agency  in  March  1957  as  director  of  marketing  re- 
search,  executive   post   which   he   presently  holds. 
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EDITORIAL 

Leaning  Over  Backward 

THE  networks  which  gave  Democrats  equal  time  to  "answer" 
Sherman  Adams'  resignation  speech  last  week  have  invited 

trouble  for  themselves  and  other  broadcasters.  From  now  until 

the  end  of  this  political  season,  politicians  will  cite  the  incident  as 
precedent  for  claims  to  free  time. 

Under  the  law,  the  networks  were  not  obliged  to  grant  Mr. 
Adams  time  in  the  first  place.  It  made  good  sense,  however,  to 

do  so.  There  was  no  bigger  news  story  to  be  had  than  an  announce- 
ment by  Mr.  Adams  of  his  plans.  The  networks  would  have  been 

fools  to  reject  the  opportunity  to  break  it. 
Under  the  same  law,  the  networks  were  not  obliged  to  give 

anyone  equal  time  to  comment  upon  Mr.  Adams'  appearance. 
The  law  requires  equal  treatment  only  for  candidates.  If  there  is 

anyone  without  the  prospect  of  becoming  a  political  candidate 
soon,  it  is  Mr.  Adams. 

CBS  and  NBC  gave  equal  time  to  Paul  Butler,  Democratic 
chairman,  and  ABC  gave  equal  time  to  Rep.  Oren  Harris,  whose 

committee  created  the  Sherman  Adams  case,  on  grounds  of  fair- 
ness to  both  sides.  Fairness  in  the  presentation  of  rival  views  is  a 

fundamental  principle  of  good  journalism.  The  trouble  arose  last 
week  in  the  application  of  the  principle. 

It  was  not  necessary  to  deliver  a  full  10  minutes  on  the  facili- 
ties of  three  radio  and  television  networks  to  Messrs.  Butler  and 

Harris  to  fulfill  the  ordinary  journalistic  mission  of  fairness. 
Neither  had  that  much  to  say  on  the  subject  of  Sherman  Adams. 

Such  news  as  there  was  in  their  reaction  to  Mr.  Adams'  speech 
could  have  been  comfortably  handled  in  regular  newscasts. 

In  these  times  of  incessant  government  investigation  of  net- 
works, it  is  easy  to  understand  why  they  should  not  be  eager  to 

rebuff  either  major  party.  But  rebuff  they  must,  on  frequent 
occasion,  if  the  air  is  not  to  be  filled  for  the  next  six  weeks 
with  nothing  but  political  oratory. 

Beyond  This,  Affiant  Sayeth  Not 

A few  weeks  ago  [Editorials,  July  7]  we  doffed  our  editorial 
hat  to  Comr.  Fred  W.  Ford  for  inducing  the  FCC  to  amend 

existing  rules  to  end  the  plethora  of  "pay-offs"  and  strike  applica- 
tions in  broadcasting,  which  amounted  to  shakedowns  approach- 

ing blackmail. 

Some  lawyers  objected  to  our  position.  Now  comes  the  Fed- 

eral Communications  Bar  Assn.  with  comments  expressing  "com- 

plete concurrence"  in  the  FCC's  objectives,  but  concluding  it  is 
going  at  it  all  wrong. 
FCBA  proposes  that  the  FCC  ask  Congress  to  enact  legislation 

to  make  it  a  felony  for  any  one  to  prosecute  an  application  for 

broadcast  facilities  without  having  a  bona  fide  intention  of  con- 
structing and  operating  such  facilities,  if  authorized.  It  says  this 

would  accomplish  the  FCC's  purpose,  and  then  some,  by  eliminat- 
ing all  types  of  strike  applications.  Besides,  it  contends,  the  FCC 

has  ample  authority  now  to  take  appropriate  action  against 

applicants  or  others  who  abuse  the  Commission's  processes. 
We  went  along  with  Mr.  Ford,  and  we  go  along  with  the 

FCBA,  provided  there  is  no  undue  delay.  We're  all  interested  in 
the  same  thing- — prompt  elimination  of  a  loophole  in  the  FCC's 
processes  that  has  admitted  a  racket. 

On  Target 

A SENATE  labor  subcommittee  that  has  been  probing  the  goings- 
on  inside  the  teamsters  union  may  take  up  a  less  dramatic 

problem  later  in  the  autumn — the  secondary  boycotts  that  have 
harassed  broadcasters  and  the  picketing  designed  to  compel  rep- 
resentation. 

As  small  employers  with  relatively  few  customers,  broadcast- 
ers are  peculiarly  vulnerable  to  the  economic  pressures  applied  by 

unions.  Two  recent  cases  brought  unfavorable  examiners'  recom- 
mendations to  the  National  Labor  Relations  Board.  The  officers 

ruled  that  the  labor  laws  had  not  been  violated  by  IBEW  and 
AFTRA,  respectively,  in  putting  the  squeeze  on  station  sponsors 
who  were  in  no  way  involved  in  the  labor  negotiations.  And  now 

the  musicians'  union  is  warning  that  it  may  call  nationwide  con- 
sumer boycotts  against  "unfair  movies,  unfair  records  or  the  spon- 

sors of  unfair  television  or  radio  shows." 
Courts  and  the  Labor  Board  have  frequently  condoned  these 

pressures  because  of  unintended  weaknesses  in  the  Taft-Hartley 
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"You  expect  me  to  believe  the  agency  assigned  all  these  men  to  work 

on  one  soap  commercial?" 

Act.  They  have  interpreted  the  language  in  a  manner  not  con- 
templated by  framers  of  the  legislation. 

A  move  to  correct  these  weaknesses  (Sections  8b  1  and  8b4) 
was  beaten  during  the  political  shenanigans  of  the  last  session  of 
Congress,  which  faced  autumn  elections.  The  common-law  con- 

cept of  secondary  boycotts  as  unlawful  and  unfair,  and  the  intent 

of  Congress,  are  ignored  in  many  official  interpretations  of  the 

Taft-Hartley  Act.  Unions  have  been  alert  to  capitalize  on  these 
interpretations. 

If  broadcasters  wish  to  get  themselves  off  the  target  of  secondary 
boycotting,  they  must  make  their  wishes  known  to  the  people 

with  the  power  to  change  the  situation — the  members  of  Congress. 

On  Calling  the  Cops 

THERE  has  developed  lately  the  tendency  by  some  broadcast- 
ers to  rush  to  the  FCC  to  complain  about  competition.  Com- 
plaints range  all  the  way  from  allegations  of  economic  injury 

over  the  licensing  of  new  stations  in  their  areas  to  turning  "state's 
evidence"  against  stations  promoting  their  program  ratings. 

Neither  should  be  the  concern  of  the  FCC,  although  the 

bureaucratic  urge  is  always  present  to  arrogate  power  that  Con- 
gress never  intended  for  that  administrative  agency.  Certainly  the 

indiscriminate  licensing  of  new  stations  in  smaller  markets  will 
affect  the  business  of  the  existing  station  or  stations  serving  that 
area.  But  that  is  the  calculated  risk  in  broadcasting  or  any  other 
business  operating  under  our  competitive  free  enterprise  system. 

If  the  older  stations  cannot  meet  the  competition  of  the  new, 
they  will  go  under,  either  because  of  inefficient  management  or 
failure  to  establish  themselves  in  their  community  before  the  new 
competition  entered.  That  is  the  meaning  of  free  enterprise  and 

the  interplay  of  competition. 

Those  who  complain  to  the  FCC  about  allegedly  unfair  pub- 
licity or  advertising  likewise  are  losing  sight  of  the  Congressional 

intent  of  free  enterprise.  Besides,  they  are  in  the  wrong  forum. 

The  FCC's  function  is  to  allocate  and  regulate  the  spectrum  as- 
signed to  it  and  to  see  that  the  Congressional  mandates  are 

enforced.  Programming,  promotion  or  publicity  are  clearly  not 
within  its  jurisdiction,  although  the  FCC,  improperly  we  contend, 

has  impinged  upon  those  forbidden  areas  in  the  past.  To  do  so 
becomes  censorship,  and  that  is  outlawed  with  particularity  in  the 
Communications  Act.  If  any  agency  has  jurisdiction  over  truth  in 
advertising,  it  would  be  the  Federal  Trade  Commission,  but  even 

the  FTC's  authority  is  far  from  being  clearly  defined.  Palpably 
false  and  misleading  advertising  would  be  another  thing. 

Broadcasting,  as  to  its  non-technical  aspects,  is  either  free  or  it 

isn't.  It  cannot  be  half-free,  half-slave.  Broadcasters  who  are  out- 
raged because  of  what  they  regard  as  the  transgressions  of  their 

competitors,  ought  to  think  twice  before  they  call  the  cops. 

Historically,  the  sequel  to  regulation  of  competition  is  the  limita- 
tion of  earnings,  otherwise  known  as  the  public  utility  concept. 

Broadcasting 



This  is  the  Piedmont 

Industrial  Crescent 

Vast  ̂ Mew  Urbaii  Complex 

«g^^^;'  (defined  by  the  Ford  Foundation) 

dominated  by  wfmy-tv 

-  Just  what  is  this  area  .  ...  this  Piedmont  Industrial  Crescent?  Defined  by 

the  Ford  Foundation,  it  is  a  vast  "area  Laboratory,"  stretching  across 

North  Carolina's  fertile  Industrial  Piedmont.  It  is  more,  too.  OAs  a 
bustling,  urban  complex  engaged  in  unsurpassed  growth  patterns  of  manufacturing, 

distribution  and  marketing.  Strategically  centered  at  the  hub  of  this  massive 

urban  market  is  WFMY-TV,  the  most  powerful  selling  influence,  by  far. 

North  Carolina's  INTERUKBIA 

At  the  very  axis  of  the  CRESCENT  lies  SNTERURBIA  .  .  . 

the  largest  metropolitan  market  in  the  two  Carotinas. 

I NTERURBI A  plus  the  Piedmont  CRESCENT  where  more  than 

two  million  people  are  sold  by  WFMY-TV. 

tuf  mu-tv 

GREENSBORO,    N.  C. 

Represented  by:  Harrington,  Righter&  Parsons,  Inc.  •  New  York  •  Chicago  •  San  Francisco  •  Atlanta  •  Boston 
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TELEVISION  STATION  REPRESENTATIVES 

new  york  •  chicago  •  detroit  •  san  francisco  •  dallas 

atlanta  •  boston  •  hollywood  •  des  moines 

AMONG  THE  OUTSTANDING 

TELEVISION  STATIONS 

WE  ARE  PROUD  TO  REPRESENT: 

WABD  New  York,  N.  Y. 

WTTG  Washington,  D.  C. 

KGLO-tv  Mason  City,  Iowa 

khqa-tv  Qulncy,  Illinois 
wfbc-tv  Greenville,  South  Carolina 

WUSN-TV  Charleston,  South  Carolina 

KTNT-TV  Seattle-Tacoma,  Washington 

xetv  San  Diego,  California 










