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. and WDGY has an almost perfect
curcle signal daytime. Watch what happens
to radio listening when Mid-Continent pro-
gramming, ideas, music and news fill the
Twin Cities air. Call WDGY General Man-
ager Stephen Labunski or Avery-Knodel.

President: Todd Storz

WDGY, Minneapolis-St. Paul
Represented by
Avery-Knodel

WHB, Kansas City
Represented by
John Blair & Co.

WDGY

Minneapalis-St. Paul 50,000 watts

-CONTINENT BROADCASTING COMPANY

WTIX, New Orleans
Represented by
Adam J. Young, Jr.

KOWH, Omaha
Represented by
H-R Reps, Inc.



TV Channel 28

WILKES-BARRE, PA.

T ‘f‘ww »,m:esu!mm,?w*‘ T, s

YES... WBRE-TV does have
a 17 County Coverage

2,000,000 POPULATION ...a Mecca for the TV merchandiser. For example
the Wilkes-Barre - Scranton market alone accounts for $872,000,000 in buying
income out of an estimated $2,000,000,000 for the 17 counties. These two
metropolitan areas are equivalent to the nations 29th market. Al this plus a
million watts of power...finest engineering ... higher program ratings...
more audience ... more set count...more, welll why not call us or the
Headley-Reed representative for all the facts that make Channel 28 in
Wilkes-Barre N. E, Pennsylvania's best TV buy.

AN@ BASIC BUY : National Representative : The Headley-Reed Co.
Counties Covered: LUZERNE LACKAWANNA LYCOMING COLUMBIA

SCHULYKILL NORTHUMBERLAND MONROE PIKE WAYNE
WYOMING SULLIVAN SUSQUEHANNA BRADFORD UNION
SNYDER MONTOQUR CARBON

I your dog surprised you with a
family of 17, you might exclaim
“IMPOSSIBLE". But we've checked
with good quthority and it has
happened.

... NOT SEVENTEEN?




LOOK AT THE
NEW RATINGS
IN IOWA

ARB and PULSE AGREE:

KBNlclV

NOW DOMINATES

TO MENTION A FEW OF THE CHANNEL 8
LEADS IN ARB NOVEMBER SCOREBOARD:

® 7 of the top 10 once-a-week evening shows
® 9 of the top 10 multi-weekly quarter hours
® 10 to 10:30 P.M. News & Sports

® The 2 local afternoon kid shows

® Late evening movies

KATZ HAS ALL THE FACTS ON
KRNT & KRNT-TY .... Cowles Operations

Published eve withY bokNmb s(53dad54thissue) ublis ary and July by Bro P
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KRLD-TV’s maximum-power Channel 4 signal is now
beamed from atop Texas’ tallest tower ...

1.685 feet above average terrain ... vastly increasing
its coverage area.

PUNCH ...

Telepulse, December, 1955, for the Dallas Metropolitan
Area, showed KRLD-TV, in this 4-station market,

with 15 out of the 16 top once-a-week programs.

that KRLD-TV dominates, with more viewers, mornmg,
aflternoon and night, Monday through Friday.

No other medium sells the Top O' Texas Market like ...

| T-he-l-BrGGEST buy in the BIGGEST market in the BIGGEST State

Owners and operators of KRLD, 50,000 Watts
The Times Herald Station ... The Branham Co.,
Exclusive Representative.

JOHN W. RUNYON CLYDE W. REMBERT
Chairman of the Board President
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AUDITED AUDIENCES ® “Guaranteed
circulation”—long wanted from radio-tv
by some agency executives [BeT, Jan. 23]
—may make its entry this week. Mutual
plans to unveil new sales concept that its
officials  describe as “revolutionary.”
They’re mum on details, but it’s good bet
that some form of circulation guarantee
will be involved.
BeT

IDEA of guaranteeing radio “circulation”
was tried once before at network level.
In November 1951 NBC Radio came
out with “Guaranteed Advertising Atten-
tion Plan” involving three programs which
were guaranteed to deliver—with A. C.
Nielsen Co. retained as “auditor’—total
5.3 million advertising messages per week
at $2.75 per thousand [B*T, Nov. 19, 26,
19511. At that time there were no takers
and plan was quietly dropped.

BeT
WIDER PLEASE ¢ While Hollywood
film vaults are opening wider to tv for
pre-1948 features, closed door meetings
between producers and various guilds are
becoming more frequent as all groups eye
extra income possible in selling post-1948
films to tv too. Talks with guilds con-
cern extra pay formulas. Producers and
guilds alike are concerned over impact
on new production, but don’t want to be
left out if someone else makes break.
BeT

DESPITE NARTRB frown at free movie
plugs on tv [BeT, Feb. 6], United Artists
has booked 66 stations to carry no-pay
short promoting Frank Sinatra’s forthcom-
ing feature, “Johnnie Concho.” UA re-
ports 20 outlets promise multiple night
showings. Short was produced specifically
for tv.

BeT

SERIES PITCH *® Indications that NBC
will make strong bid for multi-million dol-
lar radio-tv rights to World Series and
All-Star Game (see story page 109) is
pointed up in unannounced appointment of
Paul Jonas to NBC’s sports staff. Mr.
Jonas, during long tenure at MBS, played
major role in negotiating series rights for
that network. Ford Frick, baseball com-
missioner, reportedly is asking for $3 mil-
lion per year for rights to radio-tv package.

BeT

GAINING momentum is proposal that
private broadcaster be made permanent
member of Airspace Panel in Washington,
on equal footing with representatives of
private organizations representing air trans-
port, pilots and other private aviation in-
terests. Proposal was made to NARTB
Tv Board at its meeting fortnight ago in
Chandler, Ariz., by Ward L,. Quaal, Cros-
ley Broadcasting vice president, in light
of efforts of private carriers and of mili-
tary to rigidly limit heights of tv towers.

BROADCASTING ® TELECASTING
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VACATION PENALTIES ¢ Any televi-
sion network advertisers thinking of tak-
ing summer hiatuses this year—and their
number is dwindling annually—may find
it desirable to think again. Their chances
of going off for summer and being sure
of getting their time periods back in fall
are no better than slim. Both CBS-TV
and ABC-TV have decided that, for first
time, they won't protect vacationing spon-
sors’ time periods. NBC-TV hasn’t set
policy, may handle each case individually
if problem arises. Both NBC-TV and
CBS-TV had only couple of hiatus-takers
last year, see chance of solid lineups this
summer, while ABC-TV looks for much
smaller number of vacationers than in past.

BeT
PRACTICE of having principul of pro-
gram do commercials, notably in news
shows, is more suspect than ever because
of experience of Drew Pearson in Texas.
U. 5. Trust & Guaranty Co., Waco., which
sponsored Pearson over Texas stations,
foided, precipitating recent Texas insur-
ance scandals. Texans reportedly blame
Pearson, although wrongly, along with
company officials because of his close
identity through commercials. Issue ex-
pected to become increasingly lively topic
{see story, page 108).

BeT
MORE TVS, SMALLER COVERAGE e
There’s evidence that Senate Commerce
Committee is listening more and more to
intramural arguments favoring philosophy
of multiple, competitive; local tv services
as against concept of stations serving wide
areas. Essence of argument is that more
stations mean more competition, while big,
powerful wide-ranging stations mean mo-
nopoly. Answer to those concerned with
implications this leaning may have for
farmer and other, rural folk is summed
up in these words by one source close to
committee: Farmer has to pay premium
for telephone and power services. Why
must television allocations be tailored to
bring tv to him at any less expense? Let
him build tall receiving antennas, buy
more sensitive receivers; after all he has
to do that for other services.

BeT
FAST-MOVING NARTB President Hal
Fellows leaves Feb. 24 on (wo-week
European trip to inspect Radio Free Eu-
rope operations headquartered in Munich.
He also will take look at other radio-tv
operations on continent and broadcast be-
hind the Iron Curtain. Mrs. Fellows will
accompany him on what will be rheir
first trip to continent.

BeT
ROSIER COLOR * Top executives at
Motorola Inc., Chicago set manufacturer,
expected to adopt more bullish attitude on
color tv prospects after firm introduces its
new 2! -inch receiver (with RCA tube) with
extensive merchandising program in June.v

circuit.

Production will be geared to anticipated
greater demand for tinted tv sets around
September. Motorola executives are rep-
resented as feeling that while networks
have done good programming job, further
stimulus is vital in form of at least one
hour of color every night to catch all
viewers some time during week.

BeT
ENTHUSIASTIC response to address by
Lee B. Wailes, executive vice president of
Storer Broadcasting Co., Jan. 5 before New
York Chapter of Society of Security
Analysts, has resuited in additional book-
ings before other chapters. Address dealt
with Storer operations from investiment
angle (stock is on New York Stock Ex-
change). He addresses Detroit Chapter
Wednesday with subsequent tentative dates
for Los Angeles and Chicago Chapters.

BeT
MONDAY MOVIES ¢ ABC-TV’s so
pleased with audience rating reports and
sponsorship progress with its two feature
film “Festival” programs—Famous Filmn
on Sunday nights and Afternoon Film on
weekdays—that it's about to come up with
another. New series, planned for spring
and summer, would make its debut March
12 in Monday night, 90-minute slot, re-
placing three shows now programmed in
9-10:30 p.m. period: Dotty Mack, Medi-
cal Horizons and Outside U. S. A.

BeT
CBS-TV is planning to put Playhouse 90
in Thursday, 9:30-I1 p.m. period next
fall and will offer current advertisers par-
ticipations in that time. Bristol Myers
and Singer Sewing Machine as alternate-
week sponsors of Four Star Playhouse,
General Foods with Johnny Carson, and
American Home Products with Quiz Kids
represent current Thursday night lineup
in this period.

B*T
DONKEY & DISNEY ¢ Norman, Craig -
& Kummel, New York, newly-appointed
agency for Democratic National Commit-
tee, has taken option on last five minutes
of Disneyland on ABC-TV for Democratic
sponsorship.

BeT
RAB is working in harness with Lever Bros.
on research project designed to show
radio’s role in creating “awareness” of
advertised products. With Lever bless-
ings and active cooperation, bureau has
earmarked $8-10,000 for research on re-
memberability of Levers current Pepso-
dent (“You'll wonder where the yellow
went’) toothpaste jingle. Advertest Re-
search is conducting studies for RAB in
four major markets now, will repeat next
month. If results are what RAB obvi-
ously expects, studies could lead to bigger
radio budgets from other Lever products
as well as Pepsodent and presumably pro-
vide valuable sales tool for radio in general.

February 13, 1956 ®
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G “What’s the Kansas City area story?”

-

e “Let’s ask Pulse and Nielsen!”

of course!

Dominates
Its Area, TooO!

me-ﬂaﬂ%-vﬁﬁi 70-County
OV ) e i AREA PULSE

1
'
1 DA £ 1
i E‘—‘_" 620,400 radio homes

WHB is first in every time period!

P, T | ' Average share of audience 23% ahead
H 5 b e gy of the second station!
L;fF;’twu laCHSO0N | i I'
‘\ - wo ol J::ﬂa.?l
crdiamrl [ ot Y N.S.I. AREA
sy g N 0 542,700 radio homes
f F K WHB all-day average: 42.9%
"Qé;"‘!"i'.“n' ‘.' = (second station: 16.6%)
g WHB first by far in every time period!
Nt
| ‘U.
FETERLL Latest Kansas City Hooper gives WHB whopping
- e :- first place with 47.7%. So WHB dominates the
: - - :"""' : metropolitan area as it dominates the whole area.
oo R More reason than ever to talk to the man from

Blair, or WHB General Manager George W.
Armstrong!

WHB 10,000 watts—710 ke

-CONTINENT BROADCASTING COMPANY

President: Todd Storz

WDGY, Minneapolis-St. Paul KOWH, Omaha WTIX, New Orleans WHB, Kansas City
Represented by Represented by Represented by Represented by
Avery-Knodel H-R Reps., Inc. Adam J. Young, Jr. John Blair & Co.
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at deadline

R&R Realigns Top Echelon;
Beirn Named Executive V.P.

F. KENNETH BEIRN, former president of
Biow-Beirn-Toigo (now Biow Co.), joins Ruth-
rauff & Ryan, New York, as executive vice
president in charge of plans and creative serv-
ices. Mr. Beirn's move prompted several major
executive appointments at R & R:

Paul E. Watson, president of R & R, elected
chairman of board, succeeding Barry Ryan, who
becomes chairman of executive committee.
H. B. Groseth and R. W. Metzger, R & R vice
president in Chicago, elected executive vice
presidents.

Prior to joining Biow, Mr. Beirn served as
head of New York office of Dancer-Fitzgerald-
Sample.

Mr. Watson joined agency in 1923 and served
continually as head of western operations and
vice president in charge of Chicago office; Mr.
Groseth joined agency in 1939 as assistant ac-
count executive and rose to vice president. In
1954 he was made a member of executive com-
mittee of board. He will continue to serve as
account supervisor on number of accounts. Mr.
Metzger, who joined R & R in 1934 as radio
director of Chicago office, has been director
since 1948.

Networks Get Together
For Advertising Week Program

TV'S SALUTE to advertising, 15-minute film
titled Advertising Benefits You, is slated for
showing on three tv networks as highlight of
National Advertising Week, Feb. 19-25, Robert
Sarnoff, NBC president and general chairman
of Advertising Federation of America’s plan-
ning committee for NAW, said Friday. Time
slots assigned Friday include showings on
CBS-TV on Feb, 19 at 1 p.m. EST; NBC-TV as
far west as Rockies, same day at 2 p.m. EST,
and ABC-TV's time to be announced. Film
includes skits by Sid Caesar and Carl Reiner of
NBC; Jackie Gleason and Audrey Meadows in
The Honeymooners sequence, representing CBS,
and ABC Vice President John Daly, who will
introduce entertainers and speak on advertising’s
role in U. 8. Producer is Hudson Faussett of
NBC.

For film—parts of which were shot in
“rival” studios to meet Feb. 19 deadline so
that prints could be distributed for local use
after network telecasts—cooperation was ob-
tained from other members of Mr. Sarnoff's
committee: J. L. Van Volkenburg, CBS-TV
president; Robert E. Kintner, ABC-TV presi-
dent, and Ted Cott, general manager of Du-
Mont’s WABD (TV) New York and WITG
(TV) Washington. Also working with the
group was Roger Pryor, vice president, Foote,
Cone & Belding, AFA’s task force agency.

Looking for Monopoly

HOUSE Antitrust Subcommittee will hold ex-
ploratory hearings Feb. 27 to April 4 on mo-
nopolistic practices in regulated industries, in-
cluding radio and tv. House group has indi-
cated it will look into monopoly in radio-tv
industry itself and National Collegiate Athletic
Assn. control over televised college football.

BROADCASTING ® TELECASTING

GLEASON MOVES UP

P. LORILLARD Co., sponsor of Two
for the Money on CBS-TV (Sat., 9-9:30
p-m. BST), has waived commitment that
its program must follow Jackie Gleason’s
The Honeymooners (8:30-9 p.m. EST),
thus triggering long-sought network de-
sire to swap Gleason show’s time period
with Stage Show which fills preceding
half-hour period [BeT, Feb. 6]. Move
effective Feb. 18, is expected by network
to buttress Mr. Gleason’s show which
has given way in rating strength to Perry
Como's progtam on NBC-TV (8-9 p.m.
EST).

WOAI-AM-TV Buys Stock;
WNOS Sold for $62,200

REPURCHASE of 20% of its stock for $980,-
000 announced Friday by WOAI-AM-TV San
Antonio. Stock bought by corporation from
following stockholders, each owning 5%: Mrs.
Jane Mayer, Mrs. Helen Rau, Mrs. Frances
Russell and Mrs. Anna Stein.

Sale of WNOS High Point, N. C. (1 kw day
on 1590 kc¢) by William H. Currie and as-
sociates to Statesville Broadcasting Co. (WSIC
Statesville, N. C.) for $62,200 also announced
Friday. Charles D. Melton is WSIC general
manager.

Both transactions, negotiated by Blackburn-
Hamilton Co., station brokers, subject to usual
FCC approval.

Screen Gems Releases List

LIST of 104 Columbia Pictures’ feature films to
be distributed by Screen Gems, New York, was
announced Friday by Robert H. Salk, sales di-
rector, at Screen Gems' first international sales
convention. Among titles: “Doctor Takes a
Wife,” “Pennies from Heaven,” “It Had to Be
You,” “Sahara,” and "Once Upon a Time,”
featuring such stars as Ingrid Bergman, Brian
Aherne, Ginger Rogers, Cary Grant, Bing
Crosby, Humphrey Bogart, Rita Hayworth and
Paul Muni.

NARTB By-Law Change Hit

SMALL STATIONS as well as medium, large
and fm stations would lose their group repre-
sentation on NARTB Radio Board if NARTB
by-laws amendment now before membership
on mail ballot is approved, according to Lester
L. Gould, KFMA Davenport, Iowa, at-large
director for small outlets. By-laws change
would eliminate eight directors—two each for
four at-large groups. Mr. Gould said next step,
if amendment passes, will be move to change
Radio Board to eight regional and four radio
network directors, giving networks much strong-
er position on board.

Anderson Confirmed to FTC

NOMINATION of Sigurd Anderson, former
Republican governor of South Dakota, to Fed-
eral Trade Commission was confirmed Friday
by Senate.

o BUSINESS BRIEFLY

NEHI CAMPAIGNING e Nehi Corp. (soft
drinks), Columbus, Ga., in bid to capture larger
share of what promises to be biggest soft-drink
market in years, will launch intensive, long-
term radio-tv spot campaign in 90 markets
across U. S. starting mid-March and running
to mid-November. Agency is Compton Adv.,
N. Y.

RADIO BUY FOR KRAFT ¢ Kraft Foods Co.,
Chicago, plans to announce within week pur-
chase of substantial schedule of network radio
time, with program format not yet decided. All
radio networks have submitted presentations.
Kraft currently sponsors five-minute newscasts
(6:55-7 p.m., Mon.-Fri.), on MBS.

ACQUIRING e D’Arcy Adv., N. Y., which
recently acquired new automotive account—
Packard Clipper Div. of Studebaker-Packard—
is expected to be named momentarily for large
food account.

POLISHES PLACING ¢ Two shoe polish
manufacturers—Griffin  (Boyle-Midway Div.,
American Home Products, N. Y.) and Kiwi
Shoe Polish Co., Pottstown, Pa.—will be
launching national radio-tv spot campaigns on
flexible, indefinite basis starting early next
month. While Griffin will range across U. S.,
Kiwi will concentrate in New England, Texas
and Mountain States region. Agency for Griffin
is Geyer Adv., N. Y., and for Kiwi, Street &
Finney, N. Y., (Latter inherited account from
Geyer which resigned it last year after appoint-
ment as Griffin’s agency.)

SHOES FOR SPRING e National Shoes Inc.,
N. Y., will launch spring advertising campaign
this week, using about 25 spot radio announce-
ments on 20 stations in New York, New Jersey,
Connecticut, Massachusetts' and Maryland, and
announcements on Time for Adventure show
on WRCA-TV New York.

CONSIDERING o Chesebrough Mfg. Co. un-
derstood considering sponsoring State Trooper
(Wed., 7:30-8 p.m.) on CBS-TV. Decision
expected shortly.

MACRAE IN FOR MARTIN ¢ Lever Bros.,
N. Y., will take over Monday 7:30-45 p.m.
period on NBC-TV but will change show to
feature vocalist Gordon MacRae instead of
Tony Martin. Lever starts March 5. BBDO,
N. Y., is agency.

‘CROSSROADS’ DEAD END? e Chevrolet
Dealers, which spensors Crossroads (Fri., 8:30-

% p.m.) on ABC-TV, understood shopping for

new program for that time period. Agency:
Campbell-Ewald Co., N. Y.

TAKER FOR ‘MIGHTY MOUSE’ ¢ General
Foods (cereal division), N. Y., expected to sign
momentarily for sponsorship of CBS-TV's
Mighty Mouse, which will be moved up from
11 aum. to 10:30-11 a.m. Saturdays. Benton &
Bowles, N. Y., is agency.

BAPTISM e In its first plunge into network
television, Sperry & Hutchinson Co. (S&H
green stamps), N. Y., set to invest more than
$1 million on NBC-TV's Today, Home and
Tonight programs to promote purchase of cash-
discount stamps. Agency: Sullivan, Stauffer,
Colwell & Bayles, N. Y.

February 13, 1956 ® Page 7



Whatevef your standard of measurement, KPHO-TV

delivers the most for your advertising dollar. Arizona advertisers know

this . . . consistently spend the larger share of their TV money on Channel 5.
National advertisers find it pays to follow suit!

When you buy KPHO-TV you buy the Phoenix retail trade area. 450,000 folks
offer receptive eyes and ears to your sales story.

And KPHO-TV’s Multi-Spot Discount Plan offers you the finest
cost-per-thousand buy!
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at deadline

High Court Review Asked
In Petersburg Ch. 8 Case

U. S. SUPREME COURT has been asked to
review Petersburg, Va., ch. 8 case. Southside
Virginia Telecasting Corp. (WSSV), losing ap-
plicant for vhf facility, petitioned for writ of
certiorari Friday. It claimed that appeals court
decision issued last December [BeT, Jan. 2],
upholding FCC grant to what is now WXEX-
TV Petersburg, is inconsistent with opinions
of other circuits on questions of evidence.

Alsc filed Friday was petition to U. S. Court
of Appeals for rehearing on Sacramento ch.
10 case. Appeals court last month upheld FCC
grant of that vhf facility to Sacramento Tele-
casters Inc. (now KBET-TV) and denial of
McClatchy Broadcasting Co. application [BeT,
Jan. 30). McClatchy, asking for full court to
sit on rehearing, held that three-judge panel
erred in refusing to rule on alleged discrimina-
tion against McClatchy because of newspaper
and other broadcasting interests,

Multiple Ownership Hearing Set

NATION’S TOP COURT has scheduled argu-
ment on Storer Broadcasting Co. multiple
ownership case for Feb. 28. Case (Docket No.
94) was appealed to Supreme Court by FCC
when appeals court held that Commission’s
multiple ownership rules were illegal [BeT,
Feb. 28, 1955). Lower court held that FCC
could not deny or refuse to accept application
without hearing. Storer had applied for Miami
ch. 10 in 1953, but because it held then maxi-
mum permissible number of tv stations (five),
Commission refused to accept application. Since
that time, FCC has revised its multiple owner-
ship rules to permit single entity to own not
more than seven stations in each of broad-
cast bands, am, fm or tv. In tv, however, not
more tharn five may be in vhf band.

Station, Hit by Fire,
On Air as Scheduled

RADIO'S ABILITY to provide news in time of
crisis was demonstrated most dramatically Fri-
day when even fire that completely destroyed
five-story building housing studios of WPAC
Patchogue, L. I, did not deter station from
going on air in early morning as scheduled, and
providing community with on-spot description
of disaster and reports on water shortage and
electricity failure.

Fire broke out about 4 a.m. Friday. By 6:45
a.m,, WPAC had established temporary head-
quarters in department store across street, began
broadcasting description of fire which was still
in progress. Damage to building and adjacent
shops was estimated at about $2 million. Stan
Allan, WPAC station manager, said he could
not provide estimate of station’s loss, consisting
of studios and associated equipment, which was
insured.

WTBF Changes Favored

INITIAL DECISION issued Friday by Chief
FCC Hearing Examiner James D. Cunningham
favored facilities change for WTBF Troy, Ala.,
moving station from 1490 kc, 250 w unlimited
to 970 k¢, 5 kw day, 500 w night directional
unlimited.

BROADCASTING ©® TELECASTING

Niles Productions Inc.
Fills Key Staff Posts

KEY APPOINTMENTS at newly-formed Fred
A. Niles Productions Inc., covering offices in
Chicago and Los Angeles, were to be announced
today (Mon.) by Fred A. Niles, president of
tv production firm. Company has engaged
quarters at 22 W, Hubbard St., Chicage, also
effective today, with two stages and production,
creative, sound, editing and other facilities.

Appointments announced are those of Jerry
Abbott, vice president and music director; Ed
Katz, controller; Ruth L. Ratny, sales promo-
tion and public relations chief, and Lloyd
Berthune, director of photography, all Chicago.
Chris Petersen Jr. will head west coast opera-
tions, headquartering at 1040 Las Palmas,
Hollywood, with firm to be known as Fred A.
Niles Films (division of Chicago-based organi-
zation). Staff includes James S. McGee on
promotion and Robert Koenig on creative writ-
ing. Messrs. Niles, Petersen and Abbott and
Miss Ratny formerly were with Kling Film
Productions Inc., Chicago.

1955 Tv Receiver Sales
Mark New Annual Record

SALES of tv sets by retailers totaled 7,421,084
in 1955, setting new annual record, according
to Radio-Electronics-Tv Mfrs. Assn. Figure in
1954 was 7,317,034,

Sales of radios (excluding auto sets which
seldom reach retail outlets) totaled 6,921,384
sets in 1955 compared to 6,430,743 in 1954.
Factory production of auto radios totaled 7.-
229,594 in 1955, according to RETMA, with
864,261 made in December. December radio
sales totaled 1,388,801 sets compared to 865,-
602 in November and 1,158,588 in December
1954,

December tv sales totaled 933,467 sets com-
pared to 591,366 in November and 1,093,702
in December 1954,

Refused, but Just Barely

BROADCASTERS barely lost petition to pro-
vide live radio-tv coverage of “grand imquest”
into Baltimore transit strike when legislative
steering committee voted 7-6 Thursday night
to uphold previous denial by Maryland House
of Delegates. NARTB President Harold Fel-
lows and Maryland-D. C. Radic & Television
Broadcasters Assn. had protested house denial
by vote of 85-17. Broadcasters felt narrow vote
on appeal indicated their protest had at least
swung considerable sentiment their way.

UPCOMING

Feb. 15-16: Senate Interstate & For-
eign Commerce Committee investiga-
tion hearing on Anti-Alcoholic Ad-
vertising Bill.

Feb. 16-17: House Interstate & For-
eign Commerce Committee investiga-
tion hearing on Anti-Alcoholic Ad-
vertising Bill.

Feb., 19-22: Texas Assn. of Broodcast-
ers, Casa de Palmas Hotel, McAllen.

For other Upcomings see page 119

PEOPLE

TOM DUGGAN, controversial commentator
at WBKB (TV) Chicago and principal in tv
slander action pending before Illinois Supreme
Court, has resigned. No future plans an-
nounced. (See early story page 109.)

LAWRENCE D. BENEDICT, account execu-
tive in New York office of Dancer-Fitzgerald-
Sample, N. Y., appointed a vice president.

MARGUERITE HURTER SCHUMACHER,
58, former WINS New York program director
during 1920’s died Thursday at Bellevue Hos-
pital, N. Y., of stroke.

WILLIAM L. SIEBERT, Biow Co., to White-
hall Pharmacal Co. as assistant advertising
manager effective today (Mon.), succeeding
CHARLES BENESCH, who is scheduled to
move to Young & Rubicam, N, Y., Feb. 20.

FRANCIS E. ALMSTEAD, former member of
education commissioner’s advisory committee
on educational tv in New York State, appointed
special consultant on educational tv for New
York State Education Dept. Mr. Almstead’s
post calls for pay of $1,000 per month.

KENNETH W. CONNOR, district sales man-
ager for Georgia, Florida and Alabama, radio
and television division, Sylvania Electric Prod-
ucts Inc., promoted to eastern regional sales
manager with headquarters in New York.

AL RITTER, timebuyer, Compton Adv., N. Y.,
to sales staff, H-R Television Inc., national tv
station representative, effective Feb. 27.

LARRY LESUEUR, CBS News correspondent
at United Nations, awarded French Legion of
Honor in New York ceremony. Mr. Lesueur,
credited with being first broadcaster on Nor-
mandy beachhead in June 1944, first to report
news of Paris’ surrender by Germans and who
was eye-witness at Rheims at official German
surrender, also holds French Medal of Libera-
tion.

RAYMOND F. GUY, director of radio fre-
quency engineering for NBC, will be awarded
Marconi Memorial Gold Medal of Achieve-
ment by Veterans Wireless Operators Assn. at
anniversary banquet in New York Saturday.

Terrytoon Films Set for Tv

CBS-TV Film Sales has acquired from CRBS ex-
clusive syndication rights to 156 Terrytoon
cartoons, effective today (Mon.) and will make
them available to stations on two-year library
basis. Disposition of about 500 additional
Terrytoons in package, obtained by CBS for
about $3 million in purchase of Terrytoons
Inc. [BeT, Jan. 9], not decided.

KPIC (TV) Plans Start Tuesday

KPIC (TV) Roseburg, Ore., expects to begin
commercial operation tomorrow (Tuesday), the
ch. 4 station announced last week. KPIC is
licensed te South West Tv Inc. and is owned
jointly by KVAL-TV Eugene and KBES-TV
Medford, both Oregon. South West is headed

by C. H. Fisher, president.

New Hats at DuMont

NEW ALIGNMENT of government manufac-
turing, engineering and sales operations of Allen
B. DuMont Labs reported Friday places Dr.
Thomas T. Goldsmith Jr., vice president in
charge of research, in new post of vice presi-
dent and general manager of laboratories’ new
Government & Research Div. In another
change, Irving G. Rosenberg, vice president
of Labs since 1953, becomes vice president
and general manager, Technical Products Div.
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the week in brief

RADIO-TV'S DAY IN COURT
Broadcasters testify to right of equaf
courtroom access, demonstrate their
ability to do so unobtrusively, in hear-
ing before Colorado Supreme Court

FORD’S NEW CAR TO FC&B
Kraft Confections also names Foote,
Cone & Belding, bringing over $15
million in new billings to agency last
week ... 32

T TOO MUCH MERCHANDISING,

not encugh business, WFTC Kinston,
N. C, tells Cunningham & Walsh
when asked to promote L & M an-
nouncements ......... e 33

ABC RADIO SIGNS FOUR
Advertisers are newcomers to network
radio: Cameo curtains, Renuzit, Jel-
Sert and Rust Craft ... ... .. ... . 33

DODGE SPOT BLITZ
Chrysler's Dodge Div. launches inten-
sive six-week, five-city radio-tv an-
nouncement campaign ., ... ..... 36

4-STAR COMPANIES TO OFFICIAL
Four Star Productions and Four Star
Television to be absorbed by Official
Films; Four Star Films not part of
deal ........... .. ... ... .. .... 40

BRITISH FILMS TO FLAMINGO
Eros Films of London will make 26
new feature pictures a year to be dis-
tributed in the U. S., first to tv, then
to theatres, by Flamingo Films . ...44

departments

Advertisers & Agencies 32 Film ... .. ..

At Deadline ....... . 7  For the Record
Awards .......... .. 111 Government
Closed Circuit . ...... 5 In Review
Colorcasting ........ 36 lead Story
Editorial ....... .... 120  Manufacturing
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ALLOCATION REPLY COMMENTS

They poured in on. FCC 350 strong
last week. Many repeat position ex-
pressed in December comments; more
vhf stations oppose any change which
might curtail present or future cover-
ABE ... 48

DOES FCC DISCRIMINATE
against newspaper applicants for
broadcast licenses? Representatives
Beamer and Heselton tell House sub-
committee that law is needed to insure
fair treatment .. ............... 72

BUTLER BACKS STANTON PLAN

to exempt stations from having to give
equal time to all candidates, then pro-
poses Democratic-Republican tv-radio
debate series (in free time), with
smaller parties left out .......... 81

OVERCOMMERCIALIZATION

of radio is charged and condemned
at hearing on Senate Commerce Com-
mittee’s investigation of television. .84

FEDERAL LAW NEEDED

to relieve stations of liability for de-
famatory statements broadcast by can-
didates they're not allowed to censor,
NARTB Chief Attorney Heald telis
House subcommittee . .. ... ... ... 86

$406 MILLION

was total gross billing for tv network
time last year, Publishers Information
Bureau reports, up 27.1% from 1954
BrOSS .. ... 106

ABC DIVIDES SALES RESEARCH

Dean Shaffner to head sales develop-
ment and research department for
ABC Radio, Donald W. Coyle for

ABC-TV .......... .. ......... 107
........ 40 Milestones . ..... ... 28
...... 111 Networks .. ....... .107
........ 48  Open Mike . ... ... 22
........ 15 Our Respects ... .... 26
......... 31 Stations ..... ... ... 98
...... 109  Trade Assns. ........ 91
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=  MINUTE?

Live or film. put your clients’ minute to work

on KENS-TV's high-rated. low-cost participat-

ing shows.

s Local Personality Tommy Reynolds on
“Party Line™ (12-12:30 PM)

e Gale Storm in "My Litile Margie”
{1:00-1:30 PM)

e Top notch series in ““Mystery Theater”
(10:50-11:20 PM)

s All Monday through Friday—offer a power-
tul selling combination.

Check with Free and Peters on these three

participating shows. You'll find they are the

best minutes your client can spend with his

prospects.

EXPRESS-NEWS STATION

SAN ANTONIO, TEXAS
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BAKERSFIELD

beats Ed Suilivan, |
Love Lucy, Disney-
land, Jackie Gleason
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(hampion' of the people! Award-Winning Performance
Here's proof: by Academy-Award Winning Star!

37.6
31 .5 OKLAHOMA CITY 41 3 29.8
u SYRACUSE

BOSTON 56.6 ROANOCKE 34.4

beats George Gobel,

Dragnet, Sid Caesar, CHARLOTTE beats ) Llove lucy, DAYTON
This Is Your Life and A\ Jackie Gleason, Reb- &
otherd. RENEWED BY %, . ert Montgomery Pre- SELLING FQR i

sents and athers.
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SEWED

1. Perry Como WSAZ-TV

2. Big Story wsaAz.tv

3. Fireside Theatre WSAZ-TV

4. Life of Reilly wsAZz-Tv

5. Lassie Station B

6. Lux Video Theatre WSAZ-TV

7. Colgate Comedy Hour wSAZ-Tv
8. Bob Hope wsaz-Tv

9. Saturday Night Jamboree WSAZ-TvV
10. People Are Funny wsSAz-Tv

11. Groucho Marx wsaz-tv

12. Waterfront WSAz-Tv

13. Big Town wsAz-Tv

f
WSAZ-TV |
i
|
{
| 14. Big Surprise wsaz.Tv
i
|

has the
audience sewed up

in the Huntington- ;

Charleston |

15. Robert Montgomery WSAZ-TV

television market 16. Grand Old Opry WSAZ.TV

{
|
with25outof27 | || 17. Ford Theatre WSAZ-Tv
top night-time || 18. Father Knows Best wsaz.Tv
shows* | || 19. Dragnet wsaz.tv Eharieston,
/|- 20. 1 Love Lucy Station B o GRS
21. George Gobel wSAZ-TvV | wac aasic
ﬁ 22. Producer’s Showcase WSAZ-Tv g
‘ 23. Truth or Consequences WSAZ-TV
i/ 24. Loretta Young wsAz-Tv
25. Wild Bill Hickok wsaAz-Tv
26. People’s Choice WSAZ-Tv
27. This Is Your Life wsaz-Tv
) *and all the top
cumulative daytime
ratings, too, according R e R S
to ARB, Nov. 1955. N mtngion & WERY, Charitston
Lawrence H. Rogers. Vice President and
‘ eyt o i &l e el
L, 1 \ The )fa:: A:e_ricy.‘ A
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The California Story

EDITOR:

I have just finished the article in the Jan.
30 issue of B®T which reviewed California’s
fabulous economic development and market ex-
pansion, with emphasis on what has taken place
in Los Angeles in the post-war years.

I congratulate Lawrence Christopher on “The
California Story”; it is one of the best reports
on our growth to come to my attention. Ob-
viously, a great amount of painstaking research
went into its preparation.

BeT deserves high praise for placing this in-
formation before the radio and television in-
dustry nationwide.

Norris Poulson, Mayor
Los Angeles

EDITOR:

Congratulations on the excellent California
market story which 1 just completed reading
in your edition of Jan. 30.

The Santa Rosa Chamber of Commerce has
informed me that a letter is on the way to
you in appreciation of your excellent analysis
of our county. Will you please send 10 addi-
tional copies to me as soon as possible.

Frank W. McLaurin, Gen Mgr.
KSRQ Santa Rosa, Calif.

EDITOR:
We wish to order 200 additional copies . .. We
would appreciate your rushing this order. . . .
J. F. Brembeck, Prom.-Pub. Dir.
KABC-TV Los Angeles

[EDITOR’S NOTE: Reprints of “The California
smryi’ are avallable at $15 per 100, plus shipping
costs.

Female Station Managers
EDITOR:

We, the staff members of WAPL in Appleton
are curious, and we know of no better way of
getting an answer to our question than through
our industry's trade journal, BeT, and its many
readers throughout the United States. Can you
help us?

Qur question: How many female radio sta-
tion general managers are there in the United
States, and where are they? (We don't mean
owners or part owners with stock interest, but
women who are solely in the capacity of com-
pletely managing a radio station for the owners.)

Our general manager, Miss Connie Forster,
has been operating WAPL in that capacity for
over two years—and if you're secretly wonder-
ing what it’s like working with 2 woman man-
ager, our unreserved answer is “it would be
hard to find a happier staff or a more successful
radio station!” . . .

To get back fo our question . . . couldn't
BeT help us in getting an answer? We'd cer-
tainly appreciate it!!

The Staff Members of WAPL
Appleton, Wis,

How Free the Time?

EDITOR:

Enclosed is a mat just distributed by the Boy
Scouts—another of the many groups soliciting
“free” time from the radio stations. You will
note that the mat, sent to our station, is in the
usual vein, providing space for “(Sponsor’s
Name Here)."” Frankly, we are getting fed up
with the Marines soliciting full page advertise-
ments in the fewspapers, then expecting free
recruiting publicity programs; the Boy Scouts
asking for both time and spots, then directly

BROADCASTING ® TELECASTING

OPEN MIKE

soliciting advertising space for the newspapers.

We have been diligent in affording free access
to our facilities, but it costs us out-of-the-pocket
dollars for each sustaining fifteen minutes we
give some group. This is contrasted to their
adding-to-the-profits program of paying in the
papers, which already enjoy postal subsidies
and advertising and subscriber incomes.

Isn’t it about time that radio united and said:
“Ample time for free public service . .. but
in all media.” . . . The air is not free. Let's
dignify the industry and clean up the “charity
money racket” some of our older media breth-
ren have thrived on for so long. If it's in the
public interest, impress people of its worth——
and keep it free in all media, or in none.

E. H, Munn Jr., Sta. Dir.
WTVB Coldwater, Mich.

Oops, Sorry
EDITOR:

Rep. John W. Heselton isn't really “the Maine
Republican” that your Jan. 30 editorial says
he is. (Maybe he’d like the tv ads better if
he were!)

Can you move him back to Massachusetts?
We don’t need him here. '

Murray Carpenter, Pres.
WTWO (TV) Bangor, Me,

Mail Pull
EDITOR:

We at KJAN feel exceedingly grateful to
you for the feature article you ran regarding
our “Eat an Extra Pound of Meat” promotion.
Within a week after B®T publication we sent
letters to over 200 stations which had requested
details of the promotion. Every ome of them
mentioned reading about it in BeT, though our
story appeared in 17 newspapers that we know
about, so as usual BeT brought us what we
needed. Thanks. . . .

Robin A. Morrow, Prog. Dir.
KIAN Atlantic, lowa

Perfect Answer

EDITOR:

BeT has been helpful to me many times in the
past, but the two issues containing articles on
the future of radio [BeT, Jan. 16-23] are price-
less. They provide the perfect answer to an
advertiser who protests that “everybody's
watching television.” Congratulations for help-
ing to reinstate radio. .

Jean Shuha

WCTC New Brunswick, N. J.
[EDITOR’S NOTE: Reprints of “Radio And The
Fight For Time* and “Broadcast Evolution: From
Radlo To Radio” taken from the Columbia U, re-

?ort for NBC, Futures for Radio, are available at
15 per 100 copies.]

Who's on Saturday?

EDITOR:

Your Comparative Network Am Showsheet
—pages 64-65, Feb, 6 issue—errs on the pro-
gram title for ABC, Saturday, 7:45 p.m,

This Week in Washington is the National
Chamber of Commerce program broadcast on
alternate 13-week periods, The current period
is used by National Assn. of Manufacturers for
a show called If's Your Business. ABC willing,
we'll be back in that slot (or the quarter-hour
before) starting March 31. Qur last show of
the last series (12 weeks because of the holi-
days) was on Dec. 17, 1955,

Jack H. Hamilton, Asst. Mgr.
Audio-Visual Services Dept.
Chamber of Commerce of the U. §.

[EDITOR’S NOTE: B-T regrets publishing the
wWrong program title provided by ABC.}

This Personality

SELLS

To The People Who

BUY

In The
Tortile Concton
of the Worldd

‘Uncle Dudley’

On WAKE UP CAROLINA . . .
Part 1...6:45 to 7:45 AM daily,
this personality entertains the
TEXTILE CENTER OF THE
WORLD.

Dudley’s wonderfully developed
sense of humor and his knowledge
of country music makes this morn-
ing program the liveliest AM fea-
ture in WESC’s 27 PRIMARY
COUNTY coverage.

"Uncle Dudley” turns radio audi-
ences into LOYAL CUSTOMERS.

RADIO

WESC

"660 IN DIXIE
FIRST IN GREENVILLE, 5.C.

REPRESENTED
BY RAMBEAU

SOUTHERN - CLARKE BROWN

5000 WATTS

THE CLEAR CHANNEL
VOICE OF GREENVILLE
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ONE
will get you...

PORTSMOUTH

-
iy
\

FIVE
WTAR-TV

is the only “V"* Station
for not ene but five
lusty Markets, all
within its Grade "A"
signal . . . reaches an
area with effective
buying income

of over $2,241,000,000.%

Effective Buying Income*

NORFOLK $675,950,000

PORTSMOUTH $129,976,000
NEWPORT NEWS $63,641,000
WARWICK $81,116,000
HAMPTON $197,962,000

WIAR-IV 3.

-

Represented by Edward PETRY & Co., Inec.

*(Salcs Maragement Survey of Buying Power, May 10, 1955)

What's so unusual about
6000 Sunset Boulevard?

This: at Song Ad Film-Radio Productions the four principals
are not “gentlemen farmers”—farming out music, lyrics, anima-
tion. No, sirl Bob, Don, Del and Larry are themselves musi-
cians, ad men, sales experts, and head up all key depart-
ments. All Song Ad creative work is done at 6000 Sunset
Boulevard. Your radio or TV commercial campaign gets the
best thought of the top men at Song Ads. Just incidentally,
they're also top men in the film-radio business!

Production is booming at 6000 Sunset.

Call us about your upcoming campaigns!

SONG AD

FILM-RADIO PRODUCTIONS

6000 Sunset Blvd. e HO 5-6181
Hollywood 28, California
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IN REVIEW

GOOD OLD CHARLEY FAYE

NETWORK EXECUTIVES sitting before their
home tv screens last Wednesday night must have
either guietly cheered or hissed the all-too-hu-
man “hero” of “Good 0Old Charley Faye” on
the Kraft Television Theatre.

Certainly, the portrait of Charley was more
contemporary art than old master: a tight-
lipped, iron-clad, fanatical perfectionist of a
showman who would sacrifice favorable per-
sonal publicity (“I can’t afford to second-guess
my audience”) for his Trendex. Just as Char-
ley’s picture was dramatically appealing, so were
the marginal sketches: an insecure vice presi-
dent in charge of publicity who in turn would
rather toss Charley to the wolves than lose net-
work good will; a widely-read and feared tv
critic—one of the wolves; a hapless ex-vaude-
villian trying for his big comeback and a stable
of mild-mannered, polished yes-men.

Marred only by one tired line (“You’re a
petty tyrant with all the humanity of a cock-
roach™), David Karp's tense, acrid, fast-paced
and absorbing story of life behind the Video
Curtain was perhaps the best of the current
rash of tv plays about tv. As the protagonist,
Lee Tracy was nothing short of superb; more-
over, he was backed by an extremely competent
cast including James Daly, Gene Raymond,
Paul Hartman and Claudia Morgan.
Production costs: Approximately $30,000.
Sponsored by the Kraft Foods Co., Chicago,

through J. Walter Thompson Co., N. Y.,

Wed., 9-10 p.m. EST, on NBC-TV,

Writer: David Karp; producer: Maurice Hol-
land, director: George Roy Hill.

INDICTMENT

HOW FAR is the law justified to go in its job
of securing evidence to use in convicting the
perpetrators of a crime? Specifically, is the
D.A.s office justified in bringing to the witness
chair a woman, not herself guilty of any crime
except her refusal to testify, when this may
result in her death by putting too much pres-
sure on a weak heart?

Such questions as those, posed and resolved,
il not completely answered by the opening in-
stallment of Indictmnent, started out this new
Sunday afternoon series on CBS Radio with
a novel twist to its cops-and-robbers genre,
without losing any of the excitement of the

! chase in the process. Credit for the innovation

goes to attorney-mystery writer Eleazear Lip-
sky, former assistant district attorney of New
York County, whose own experiences form the
basis for the series, presented in documentary-
dramatic form.

Writer Robert Corcoran turned out a work-
manlike script, which was well handled by pro-
ducer Nathan Kroll and director Walter Gor-
man. Nat Polen got the most out of his roje
as assistant district attorney Ed McCormick,
and Jack Arthur was an excellent straight man
for the hero in the role of detective Tom Russo.
Acting honors of the first program of the new
series, however, were stolen by Harold Huber
as the blustering strong-arm man, Julius Burk-
hardt.

Production costs: Approximately $1,500.

| Broadcast on CBS Radio, Sun., 5:05-5:30 p.m.

EST, sustaining.

Producer: Nathan Kroll; director: Ira Ashley;
writer: Robert Corcoran. Cast: Nat Polen,
Jack Arthur, Harold Huber, Santos Ortega,
Vicki Viela, Daniel Ocko.

EYE ON NEW YORK
THE EYE that was on New York Jan. 29
scanned some intriguing subject matter which
unfortunately was not, in considerable meas-
ure, looking its best at the time.
A feature on CBS-owned WCBS-TV New

BROADCASTING @ ’l‘m.F.c.xs’rmqs



Telenews—the undisputed leader in newsfilm

services for television since 1948—has embarked
on a major expansion program in facilities and
personnel to provide even better and faster news-

film coverage for its growing number of prestige
clients.

First step in this “moving ahead” program was
the inauguration on February 12th of Sunday night
processing and shipping to clients.

This is being followed by the addition of proc-

essing and.shi'pping from Chicago and Los Angeles

of the daily newsfilm service.

To our TV clients from coast-to-coast and
abroad this means faster delivery of Telenews'
famous newsfilm services, which are already with-

out peer for scope and speed and quality.

And to television generally, this is a reminder
that the superior Telenews newsfilm services, pro-
duced by Hearst Metrotone News, Inc., are still the
best buy by far in the TV news field.

THE TELENEWS FILM SERVICES FOR TELEVISION

TELENEWS DAILY NEWSFILM—Supérb daily coverage of world events. Twelve to fifteen minutes per day,
available from one to five days per week. Multiple shipments to meet newscast

schedules.

THIS WEEK IN SPORTS — An action-packed, 15-minute program of current sports. Completely voiced and
scored. Shipped from New York Tuesdays for immediate release. Exclusive in

each market.

TELENEWS WEEKLY NEWS REVIEW —A comprehensive, fast-paced, 15-minute digest of the week’s top
news events, Completely voiced and scored. Shipped from New York Fridays for
immediate release. Exclusive in each market.

INTERNATIONAL NEWS SERVICE

Exclusive distributors of Telenews Newsfilm Services
Robert H. Reid, TV Sales Manager ¢ 235 East 45th St.,, New York 17, N. Y.
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FreE & PETERS, INC.

Pioneer Station Representatives Since 1932

NEW YORK CHICAGO DETROIT
250 Park Avenue 230 N. Michigan Ave. Penobscot Bldg.
PLaza 1-2700 Franklin 2-6373 " Woodward 1-4255

ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO
Glenn Bldg. 406 W, Seventh St. 6331 Hollywood Blvd. Russ Building
Murray 8-5667 Fortune 3349 Hollywood 9-2151 Sutter 1-3798



LIVE Wi The Lody?

THE lady who selects cartons and cans and bottles from the shelves of her
Favorite Store has an unbelievable number of suitors . . . and every one of them tries

every trick in the book to persuade her to pick up his package.

The Colonel has observed that one of the best tricks of all is to practically live
with the lady at home . .. to call on her again and again and again at times when she's
in the mood to think about soap or soup, or whatever you sell that she buys regularly.
Moreover, the Colonel has a carefully worked out selection of Plans designed to turn that

trick through daytime television — where rates are low and feminine interest is high.

These Plans are neither difficult to achieve nor expensive to buy, and it costs

absolutely nothing to find out how they work. Your Free & Peters Colonel would like to

drop his hat in your office and show them to you.

Representing VHF Television Stations:

EAST — SOUTHEAST VHF CHANNEL  PRIMARY
WBZ-TV Boston ! NBC
WGR-TV Buffalo 2 NBC
KYW-TV Cleveland 3 NBC
WWI-TV = Detroit 4 NBC
WPIX New York 1 IND
KDKA-TV Pittsburgh 2 NBC
WCSC-TV Charleston, 5. C, 5 CBS
WIS-TV . Columbia, 5. C. 10 NBC
WDBJ-TV Roanoke 7 CBS
W1VJ Miami 4 CBS -

MIDWEST — SOUTHWEST
WHO-TV Des Moines 13 NBC
WOC-TvV Davenport 6 NBC
WDSM-TV Duluth-Superior 6 NBC
WDAY-TV Fargo 6 NBC-ABC
WCCO-TV Minneapolis-51. Paul 4 CBS
KMBC-TV Kansas City 9 ABC
WBAP-TV . Fort Worth-Dallas 5 ABC-NBC
KFDM-TV Beaumont 6 CBS
KENS-TV San Antonio 5 CBS

WEST
KBOI-TV Boise 2 CBS
KBTV Denver 9 ABC
KGMB-TV Honolulu 9 CBS
KMAU=KHBC-TV Howaii
KRON-TV San Francisco 4 NBC




CAPITAL TYPES #21

HAT CHICK

Has vetoed more gratui-
tous proposals than any
congressman alive. Adept
at switching loyal brand-
smokers from whatever-
they-ask-for to whatever-
she-has-handy. Studying
for her Masters in biol-
ogy;once wrote term paper
on the praying mantis.
Devoted to the music of
Hindemith. Wears contact
lenses, sensible shoes,
and takes long walks in
the country.

And Washington advertis-
ers who use WITOP Radio are
winning in a walk. WI0P
Radio gives them (1) the
largest average share of
audience (2) the most
quarter-hour wins (3)
Washington's most popular
personalities and (4) ten
times the power of any
other radio station in
the Washington area.

WTOP RADIO

Operated by The Washington Post Broadcast
Division » Represented by CBS Radio Spot Sales
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IN REVIEW

York for a year before it went network a fort-
night ago, Eye on New York, featuring CBS
newsman Bill Leonard, prowls around Man-
hattan and comes up with live and film reports
on people, places and activities that range from
the stock exchange to the games that children
play in streets, vacant lots, and alleyways. Tis

Jan. 29 subjects were (1) how slum area resi-

dents are relocated while their substandard

housing is being replaced, (2) the diver who
stopped the flooding of the third Lincoln Tun-
nel tube under the Hudson river four days
earlier and (3) a New York City Youth Board
project in the prediction of juvenile delinquency.

Like most of those Mr. Leonard chooses,

these are not provincial subjects of interest to
New Yorkers alone. Only in the case of the
juvenile delinquency project, however, did this
program seem to get really good mileage from
its possibilities. The diver and the principals
in the housing project, aithough obviously ex-
perts, were stiff and to a great extent inarticulate,
and Mr. Leonard, able reporter and adroit ques-
tioner though he is, just couldn't quite pull
their stories out of them.

Praduction costs: Approximately $5,000.

Broadcast sustaining on CBS-TV, Sun., 11-11:30
a.m. EST.

Producer-interviewer: Bill Leonard; assistant
producer: Lee Hanna; director: Lewis Freed-
man; production supervision under WCBS-TV
New York Public Affairs Dept., Clarence
Worden, director.

THE BOB HOPE SHOW

BOB HOPE is no family entertainer. (That is,
children might profitably be put to bed before
a Hope show.) But entertainer he most assured-
ly is. While in London he gathered a few ele-
ments that New Worlders don't often see and
spliced them into a creditable film spectacle
for Chevrolet Feb. 7. The elements: British
and Continental glamour girls, a few ooh-la-la
fashions, Ted Heath’s band and the evening's co-
star, beloved comic Fernandel, all of them
bowing in and out in a sort of 1956 vaudeville
program. Fernandel and Hope kicked over
language barriers and with their colleagues pro-
vided a show of old-fashioned variety on a
grand international scale.

Production Costs: Approximately $200,000.

Sponsored by Chevrolet Motors Div., General
Motors Corp., through Campbell-Ewald Co.,
on NBC-TV, Tues., Feb. 7, 8-9 p.m. EST.

Producer: Jack Hope; writers: Les White, John
Rapp, Mort Lachman, Bill Larkin and
Charles Lee; consultant: Norman Sullivan.

CBS RADIO WORKSHOP

FOR THOSE who remember the departures
from conventional radio fare taken by CBS
Radio Workshop during the late 30°s and early
40’s, the return to the air of this off-beat ex-
perimental series is very good news, even though
the choice of “Brave New World” as the open-
ing vehicle was more indicative of courage
than of judgment. For Aldous Huxley's novel
of a “pegative Utopia” is something to digest
slowly; its details of life as it may be 600 years
hence are far more interesting than its some-
what melodramatic plot.

Director - producer - adapter William Froug
deserves full marks for his use of a guided
laboratory tour to introduce his characters and
a lot of information as dramatically as possible,
with extra credit for getting author Huxley to
act as narrator for the two-part program, but
the best thing the broadcasts can do is to send
listeners to their bookshelves to read the book.
Production costs: Approximately $1,700.
Sustaining on CBS Radio, Fri., 8:30-9 p.m. EST.
Producer-director: William Froug; writer: Wil-

liam Froug, who adapted the Aldous Huxley
rovel, with advice from author; sound effects:
Bill James, Tom Hanley, Ray Kemper; music:
composed and conducted by Bernard Herr-
mann; narrator: Aldous Huxley.

Cast: Joseph Kearns, Bill Idleson, Gloria
Henry, Charlotte Lawrence, Byron Kane,
Sam Edwards, Jack Kruschen, Bill Conrad,
Vic Perrin, Lurene Tuttle.

BOOKS

THE GOLDEN KAZOO, by John G. Schnei-
der. Rinehart & Co., 232 Madison Ave,
New York 16, N. Y. 246 pp. $3.50.

A HILARIOUS preview of the 1960 political
campaign is presented in The Golden Kazoo,
which foresees it not as a battle between two
candidates nor two parties but as one in which
the real opposing forces are two advertising
agencies, each trying to sell his candidate, re-
named The Product, to the voting public. Ad-
vertising, called on to aid the politicians in
1952, had by 1960 taken over and was running
the show according to the rules of Madison
Avenue, with speeches on foreign policy re-
placed by the candidate’s bit parts in spectacu-
lar tv shows and his wife’s recipes in the news-
papers.

“Soap opera was 1952’s greatest and, I should
judge, most lasting contribution to political tv,”
muses R&B's radio-tv vice president, during
a Thinktime session in planning the 1960 cam-
paign. “Who can forget that offstage cocker
spaniel which starred in the first soaper?”’

Trying to top that, Blade Reade comes up
with Baby; his opponents at DS&J counter with
the 10-Cent Loaf; he comes back with the
Monster Giveaway and so it goes hammer-and-
tongs right up to Election Eve, when the elec-
tronic computer explodes under the strain.

Any resemblance to real advertising—and
probably te real politics, too—is strictly coinci-
dental, but the book will insure an evening of
chuckles and guffaws for anyone with any ac-
quaintance with either field of endeavor. The
author, whose first novel it is, was once an
agency man himself.

TELEVISION, HOW IT WORKS, by J. Rich-
ard Johnson. John F. Rider Publisher Inc.,
480 Canal St., New York 13, N. Y. 352 pp.
$4.60.

HOW and why a tv receiver operates are ex-
plained in this book, written for the service
technician, tv student or anyone who is inter-
ested in the workings of tv. Simply written and
including scores of photographs and diagrams,
this book can be read by anyone with a rudi-
mentary working Knowledge of electricity and
radio circuits.

“SCIENCE IN ACTION” TV LIBRARY,
Volume One, edited by Benjamin Draper.
California Academy of Sciences, Merlin Press
Inc., 250 W, 57th St., New York 19, N. Y.
157 pp. $3.50.

FOR six years Science in Action has been tele-
cast live in San Francisco under the sponsor-
ship of the American Trust Co. Now it is re-
corded on film and nationally syndicated as
well. A steady demand for copies of the
scripts from students, teachers and school li-
braries has led to the creation of Science in
Action TV Library. The first volume con-
tains the scripts of six programs—Bee Behavior,
Feathers and Fur, Sclar Energy, Glaciers, Oxy-
gen, Sharks—together with many photographs
and diagrams. Mr. Draper, editor of the book
and executive producer of the tv series, also in-
cludes a chapter on the program’s production.
Volume II is to be issued April 15.
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1.." s, CHICAGO CALLING...
TR -_‘ii‘ 8

WITH HENRY COOKE ON THE WIRE :

It’s Chicago’s all-around morning show . . . keeping your customers in mid-America
i on & humming party line. Every morning from 5:30 to 8:45, Chicagoans enjoy
; 195 minutes of news, music and service information . . . the kind of WMAQ

programming activity that guarantees attention for your sales message.

| WMAQ'’s mobile unit delivers Chicago news directly while it’s happening, with all the

B freshness and excitement of the eye-witness report. “Beeper” phone contacts with the
U S. Weather Bureau place the listener nearest the men who know the weather.

Then CHICAGO CALLING follows up with phone calls to the traffic nerve centers

of the city for “beeper” reports on driving and street conditions. Time checks,

newscasts every half hour, tips on top food buys, school information, good music
. all are part of the kaleidoscope of fun and fact that is CHICAGO CALLING.
Attentive listeners make attentive prospects. Call your WMAGQ or
NBC Spot Sales representative for full details on how

CHICAGO CALLING can sell your product in
America’s sccond-largest market.

WMAQ RADIO IN CHICAGO

represented by NBC Spot Sales
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walls st

1,521 feet above ground

(1685 feet above average terrain)

Check These Fabulous Facts:

Population (39 Texas and 3
Oklahoma Counties) 2,272,600

Urban . . . . . . 1,603,900
Rural . . . . . . 668,700

Effective Buying
Income . . . $3,477,072,000

Retail Sales . . $2,582,192,000

{Source: Sales Management Survey of Buying
Power, May 10,.1955)

SET COUNT . . . . 552,740

A Television Service of F
The Dallas Morning News —
Ralph Nimmons, Station Manager

Edward Petry & Co., National Representatives

Your NBC-ABC Station

51 Ft. Taller

than the
EMPIRE STATE BLDG.
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CASE HISTORY—AUTOMOTIVE

Los Angeles Radio
Saturation Builds World's
Biggest Buick Agency

In business three years—taday the big-
gest Buick dealer in the world.

First month in business, 57 new car sales
—today, monthly average 10 times that.

That's the short kut stirring sogo of Ed
James and his 1l-acre “Jamestown” in
downtown Los Angeles.

There's one constant element in James’
success stary: He saturotes Los Angeles
area car-buyers by saturating independent
radio.

Ed James’' sparkling jingles are on KBIG
every doy . .. have been for the past
three years, telling listeners why volume
sales, volume savings make “Jamestown-
Buicktown best place to buy your Buick.”

Huge, sprowling, rich Southern California
can be reached ‘best by radio . . . KBIG
plus other stotions if, like Ed James, you
want 100% dominance; KBIG clone, if
you want the greatest coverage at lowest
cost-per-thousand listeners.

Any KBIG sales representative will be
glad to give you the complete published
story of Ed James’ radio success.

(it

The Cataling Statien
10,000 Watts

740 433"

i

JOHN POOLE BROADCASTING CO.

6540 Sunset Blvd., Hollywood 28, California
Telephone: HOllywood 3-3205
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our respects

to JAMES THOMAS AUBREY JR.

TELEVISION SUCCESS doesn’t come easy in
a seven-station market.

Each station must work just that much harder
to win its share of viewers. In Los Angeles,
these viewers are the millions who also listen
to the radio, go to the movies, beach or moun-
tains whenever their sophisticated entertainment
appetites are not fully titillated by the rich
variety of program fare offered on tv through
many hours of the day and night.

This is the kind of challenge faced daily by
a television executive like Jim Aubrey, general
manager of CBS-owned KNXT (TV) Los An-
geles and the CBS Television Pacific Network,
embracing 37 affiliates, His business associates
believe he has met the challenge well. KNXT
business has gquadrupled in less than four years
under his youthful but veteran hand while
numerous civic and national awards attest the
public acceptance of his bold program policies,

“I believe in spending just as much money
and time in developing good public service pro-
grams as any good commercial show,” Mr.
Aubrey says. “Not that I'm being hypocritical,
just because it pays off in the long run. But as
a network outlet, every local show we put on
the air must match the production quality of
the network programs.

“Another way of looking at it, since available
local time is not as great as on an independent
operation, we have to make the very best of
each program period that we can,” he explains.
“This is why we feel it is good management to
develop and create stars even in our educational
type shows, people like Dr, Frank Baxter, whose
college credit courses about Shakespeare on
television have won national recognition.”

Mr. Aubrey is credited with making CTPN
a working entity, patterned after the older Co-
lumbia Pacific Radio Network. Key shows
which he sparked and which KNXT originates
are the Thursday 10-10:30 p.m. Harry Owens
Show sponsored by Regal Beer and the Mon-
day-through-Friday 7-9 a.m, Panorama Pacific,
participating, a West Coast pioneer in early
morning tv.

James Thomas Aubrey Jr. was born Dec. 14,
1918, in LaSalle, Ill. His father was a veteran
Chicago agency executive, partner in Aubrey,
Moore & Wallace, and today is chairman of the
board of the successor Aubrey, Finlay, Marley
& Hodgson Inc. there. A lot of it rubbed off
on James Jr. at an early age.

The young Mr. Aubrey attended public school
in Chicago and later went to Lake Forest Acad-
emy there. He transferred to Phillips Exeter
School in New Hampshire when -his parents
moved to New York for a period. In 1941 he
received his B.A. cum laude in English litera-
ture from Princeton U. But he was no typical

bookworm. Always an all-sports letterman in
high school, he played both football and basket-
ball at. Princeton.

Enrolled in ROTC at college, he was com-
missioned a second lieutenant in the Army field
artillery and called to active duty upon his

graduation. Shortly after Pearl Harbor he
signed for pilot training in the Air Force and
took bombardment training on the West Coast.
In 1943 he was sent to Alaska with a cold
weather test detachment and later was assigned
as test pilot at Wright Field in Ohio and Eglin
Field in Florida. “I guess I flew just about
everything with wings,” he says.

In early 1945, still anxious for more action,
he transferred to Mitchell Field, New York,
where a fighter squadron was being trained for
the Pacific, but the war ended before it was
finished. Sent back to Santa Ana, Calif., for
reassignment, he was released on points. But
his “freedom” was short lived. He married
M-G-M actress Phyllis Thaxter, who had just
finished “30 Seconds Over Tokyo" and who de-
cided to end her film career to devote fulltime
to being Mrs. Aubrey, Tt had been a difficult
courtship begun while he was in Alaska. He
saw her only briefly when he occasionally flew
south to pick up new equipment for the Far
North experiments.

Mr. Aubrey and his bride returned to Chi-
cago in the fall of 1945 where he became ac-
count executive for Street &-Smith Publications.
Two years later he transferred to the firm's
newly opened Los Angeles office and in 1948
switched to Conde Nast Publications. But he
soon became conscious of radio’s dominant
position in providing economic coverage of the
scattered Southern California communities
which newspapers or magazines could not
match.

The decision was simple. In the fall of 1948
he joined CBS-owned KNX Los Angeles as
account executive. Quite unlike space selling,
he quickly learned that radio is basically a cre-
ative sales job, involving quality of program-
ming to suit an advertiser’s need as much as
mere selling of time. It was experience which
prepared him for tv.

In 1950 Mr. Aubrey changed to KTSL (TV)
there, newly acquired by CBS, and later the
same year moved to independent KTTV (TV),
which formerly had been the CBS-TV affiliate
in Los Angeles. But the next year he was called
back to KTSL (now renamed KNXT) as gen-
eral sales manager, In 1952 he was promoted
to general manager of KNXT and CTPN.

The Aubreys have their own home in subur-
ban Brentwood. They have two children, Susan,
10, and James Watson, 3. The family’s favorite
spot is the barbeque pit and patio, but father
doesn’t profess to be much of a chef.
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Advertisement

Advertisement

TELEVISION HELPS
STATION SET RECORD

“We could never have done it
without a transmitter,” says
station executive.

IN A REFRESHING burst of ecandor,
modesty and good spirits, the general man-
ager of a television station gave credit to
his equipment while acknowledging that
there doesn’t seem anyplace else to go, now
that the ratings are here.

“How do you expect me to feel after such
a clean sweep?” he asked a B#T reporter.
“When all of the top 15 once-a-week shows
are on your station, and all the top 10 multi-
weekly shows are on your stat'on, and you
attract more viewers in a 2b-county area
than all other stations combined, what do
you want me to do? Go out and shoot my-
self an Alexander because there aren’t any
more worlds to conquer?”

“Shut,” the BeT reporter interrupted,
“up a moment, I want to catch this show
on WMT-TV.”

Monkey’s Uncle

“Impossible,” said a certain skeptic, when
told that one station could monopolize a

market to the ex-
tent that it could
cons'stently attract
miore viewers than
all other stations
in its area com-
bined. “I'll be a
monkey’s uncle if
you can show me a
survey proving it.”
Then he was shown
WMT-TV’s latest
TelePulse, The rest
is history.

—— LATEST RATINGS

PULSE

Top 15 Once a Week Tv Shows

Rating
$64,000 Question (CBS) WMT 49.0
| Lave Lucy (CBS) WMT 43.9
Ed Sullivan (CBS) WMT 43.0
I've Got A Secret (CBS) wWMmT 29
Person To Persan (CBS) WMT 39.0
Godfrey and His Friends (CBS) WMT - 38.3
What's My Line (CBS) WMT 37.9
Linsup WMT 37.7
MilHonaire (CBS} WMT 38.7
Ford Theotre WMT 35.5
Yav'll Never Get Rich WMT 385
Private Secretary, Jack Benny (CBS) WMT 359
Honeymooners (CBS} WMT 35.5
Meet Millie (CBS) WMT 35.5
Playhouse af Stars (CBS) WMT 35.5

.

Top 10 Multi-weekly Tv Shows

CBS News WMT 25.%
Dateline lowa, Misc. WMT 23.9
Ten P.M_ News WMT 20.4
Love of Life WMT 13.2
Valiant Lady wWMmT 131
Guiding Light WMT 13.0
Search Far Tomorrow wWMT 12.7
Tower Theatre, Misc. WMT 123
Strike It Rich WMT 12.2
Little Rascals, Misc. WMT n.z
News, Weather, Markets (Naon) wmT n7

BROADCASTING ® TELECASTING

Channel Selector Knobs Redundant in Eastern lowa
“All you need is Channel 2,” says one of the area’s most experienced

servicemen.

IN AN EXCLUSIVE INTERVIEW with
a reporter from WMT-TV, Mr. Ray
(“Cathode”) Probe declared, “I been chas-
ing rasters, man and boy, for fifty years in
Eastern Iowa, and I swear I don’t know
why set makers put variable tuners they

(Ed. Note: Mr. Probe is indeed an old
timer, and he should know whereof he
speaks; his brother-in-law is a WMT-TV
engineer. The reference, however, to fifty
years of raster-chasing is believed to be an

ship here. All they need is Channel 2.” exaggeration.)
i
"“h-hll ,III /
---\---"'\-\._{r WMT-TV
{ J

|

and Dubugque. .

ten multi-weekly shows.

attracts more
viewers in its
25-county area
than all other
L stations combined.

WMT-TV has 649 of

morning audience

WMT-TV has 499, of
afternoon audience

WMT-TY has 539, of

evening audience

WMT-TV has 54.4%, of the en-
tire week’s audience

Television set ownership
in the 25-county area:
80.9%,

WMT-TV’s primary service area includes three of the
six largest cities in the state-—Cedar Rapids, Waterloo

The new TelePulse (like the one last year) gives WMT-TV
. all of the top fifteen once-a-week shows, and all of the top

Any questions? Ask the Katz Agency man.

WMT-TV

Mail Address: Cedar Rapids
- CBS

National Representatives: The Katz Agency

the
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YWHAT

makes 3

radio station
GREAT?

Ask the listener. He'll say:
good listening.

Ask the advertiser. He'll say:
results,

The radio station that pro-
vides good listening and result-
ful advertising has achieved the
hallmark of greatness by the
standards of America’s system
of radio broadcasting.

On WFAA, the great radio
station of North Texas, resuits
mean a tremendous volume of
sales, year after year. Adver-
tisers use WFAA to sell suc-
cessfully everything from bacon
to automobiles . . . flour to
shaving cream.

That’s because more people
in 111 counties listen to WFAA
than to any other radio station.*
They like old favorites like the
Early Birds. They like WFAA’s
fresh new ideas in program-
ming So they keep listening . . .
and buying.

See your Petry man,

*Source: 1955 Whan Study — A. C.
Nielsen N. S. I,

THE
EARLY
BIRDS

sk Now completing its 26th consecu-
tive year. Oldest live talent break-
fast hour shew in the U. S

WFAA
820 - 570

DALLAE
NBC - ABC -

TAamM

a GREAT
American radio station

Edword Petry & Co., Inc., Representative
[N N N N N NN NN N NN NN
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MILESTONES

» WEJL Scranton, Pa., Times News Round-
up marked its 33d anniversary last month,

» ULMER TURNER, newscaster, WBKB (TV)
Chicago, is beginning his 30th year in broad-
casting in that city.

» EVERETT MITCHELL, m.. of NBC Ra-
dio’s National Farm & Home Hour, celebrated
his 30th year in broadcasting and 25th year with
NBC Feb. 1.

» B. GEORGE BARBER Jr., commercial man-
.ager, WGBG Greensboro, N. C., celebrated his
25th dnhiversary in broadcasting Jan. 19.

» WEAV Plattsburg, N. Y., marked its 2Ist
anniversary Feb. 3.

» EARL GODWIN, news commentator, WRC
Washington, D. C., marked his 20th anniversary
in broadcasting last month.

» WEFM (FM) Chicago is beginning its 17th
year on the air.

» CBS Radio’s House Party celebrated its 11th
anniversary last month.

»JOSEPH GALLICCHIE, music director at
NBC Central Div., celebrated his 10th anni-
versary in that post Jan, 25.

» ABC Radio’s The Greatest Story Ever Told
(5:30-6 p.m. EST) celebrated its ninth anniver-
sary last month.

» CBS-TV's .What's My Line? (Sun,, 10:30-
11 p.m. EST) began its seventh consecutive
year on the air Feb. 5.

» WFIL-TV Philadelphia Universify of-the Air
observed its sixth anniversary Jan. 30.

» NBC-TV's Today (7-9 a.m. EST, Mon-Fri.)
celebrated its fifth anniversary Jan. 14.

» CBS-TV’s Private Secretary starring Ann
Sothern, and alternating on the network with
The Jack Benny Program began its fourth
year Feb. S.

GUSTAY FLEXNER (l), executive vice presi-
dent, secretary and a founder of the
Greater Louisville First Federal Savings &
Loan Assn., receives an executive radio
and pen set from George W. Norton Jr.,
president, WAVE Inc., commemorating his
firm’s 30th anniversary as an advertiser in
the broadcast media. In special programs
on WAVE-AM-TV Louisville, Mr. Flexner
also was presented a scroll for radio ad-
vertising since 1925 and on tv since 1948,
the year WAVE-TV went on the air.

g the .
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| Channel 22 Sales|
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Socony Mobil Ol Company Sccony Mebil O Cotmpany
Socony Mobil Ot Company  Socory Mobil Oif Company
Secony Mobil Qi Company Socony Mahl Cil Cempany
Socohy Mobil Qi Company Soconynigdoibril Company
Secony Mebil Qi Compahy Secei M’i
Secony Mabil Oil Company
Socony Mobil Oil Company

Socony Mobil Ol Company
Socohy Mobil O Con pany
Soceny Mobil Cit Company

bocany Mobil Of Commpany

Soceny Mobil Ol Company

SOCONY MOBIL OIL COMPANY,INc.
LEADER IN LUBRICATION FOR NEARLY A CENTURY

Affiliates: General Petroleum Corpeoration and Magnolia Petrocleum Company

BROADCASTING ® TELECASTING February 13, 1956 ® Page 29



KWKH really beats the bushes to bring you this area’s
best daytime audience. And does it, too—
reaching thousands of farms, hundreds of
towns and settlements like Forest (La.) in our

80.county SAMS area.

But all these “trees’’ don’t keep us from seeing the main
stem. Latest Hoopers for Metropolitan Shreve-
port show KWKH preferred over the second
station morning, noon and night—up to

10497 !

In listéners-per-dollar, KWKH tops the second-best sta-
tion by 89.49,. Get all the facts from The

Branham Company.

Nearly 2 million people live within the KWKH day-
time SAMS area. (Area includes additional counties
in Texas, Oklohoma and New Mexice not shown in
mop.}

A Shreveport Times Station
| TEXAS

SLETILIATTTIYTY 50,000 Waits « CBS Radio
ARKANSAS
The Branham Co. Henry Clay Fred Wotkins
Represenfatives General Manaaer Commercial Manager
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DENVER COURT TEST SHOWS
RADIO-TV NEWS CAPABILITIES

Broadeasting association officials, NARTB legal advisor Judge Justin
Miller, and working station newsmen present industry’s case to Colo-
rado Supreme Court Judge Q. Otto Moore. Uncbtrusive coverage,
live and filmed, illustrates contention that radio-tv can cover forth-
coming sabotage frial without turning it into ‘circus.’

BROADCASTERS hid their audio and visual
equipment in a Denver courtrcom last week,
proving their ability to report what goes on
before the bench without disturbing legal pro-
cedure. ’

Having shown Judge O. Otto Moore of the
Colorado Supreme Court, in a two-day hear-
ing of the radio-tv arguments on behalf of the
right to cover trials, that cameras and micro-
phones can work silently out-of-sight and with-
out bright, lights, broadcasters concluded their
historic presentation with a plea for an over-
hauling of the American Bar Assn.’s Canon 35.

This canon stigmatizes radio and tv as court-
room nuisances and barriers to justice. A joint
presentation of oral arguments and a demonstra-
tion of modern electronic gear was opened
Monday morning, second week of the Colo-
rado court’s Canon 35 hearing, by Judge Justin
Miller, NARTB legal advisor and ex-board
chairman (see excerpts from his testimony,
page 94).

The argument closed Tuesday afternoon after
six members of the court had spent 1%4 hours
watching a closed-circuit monitor that showed
what was going on in their courtroom. NARTB,
the Denver Area Radio & Tv Assn,, and Colo-
rado Broadcasters & Telecasters Assn. were

flanked by broadcasters from other states. The
visiting witnesses described how court trials
are successfully covered by radio and tv almost
as a matter of course.

Judge Moore said at the conclusion of testi-
mony that he will issue his opinion within a
fortnight. This opinion will be reviewed by
the full court which then will hand down the
court’s decision. Prior to last week’s testi-
mony the court had heard witnesses repre-
senting newspaper groups who asked for still
camera and newsreel rights [BeT, Feb, 6].

The media and legal worlds watched with
interest as Canon 35 was laid bare by Judge
Miller and other witnesses as an antique device
protected by jurists who fail te recognize
progress of the electronic arts and their ability
to serve as reportorial devices for the public.

This unprecedented trial was put on the
court’s docket after Hugh B. Terry, KLZ-AM-
TV Denver president, broadcast a strong ed-
itorial protesting a court ban against reporting
arraignment of the defendant in the alleged
sabotaging of a United Airlines plane [BeT,
Dec. 19, 1955). Mr. Terry had protested the
radio-tv discrimination as a violation of guaran-
tees of free speech.

Judge Moore observed last week that he had

tuned in the editorial and had then decided
the whole question of court coverage and
Canon 35 should be reviewed.

In his opening testimony for radio-tv, Judge
Miller reviewed the history of ABA's stand
and inquiries into its impact. He tied the canon’s
history to constitutional law and basic freedoms
and answered point-by-point some of the argu-
ments against any change in the language.
Finally he proposed an amendment which would
give the court discretion to permit broadcasting
and to control any possible annoyance to the
court.

After Judge Miller had been questioned at
length, Judge Moore thanked him for his pres-
entation and commented favorably about the
way the issues had been presented.

Others appearing for radio-tv included Rex
Howell, KFXJ-AM-TV Grand Junction, Colo.;
P. A. (Buddy) Sugg, WKY-AM-TV Oklahoma
City, where radio-tv pickups are now routine;
Bill Stinscn, news director of KWTX-TV Waco,
Tex.; Joseph Herold, KBTV (TV) Denver, and
Richard Schmidt, attorney for Denver area
stations.

The six judges who watched the demon-
strations of the way radio and tv operate were
given filmed and taped as well as live closed-
circuit video coverage. A tv monitor with audio
turned down was placed at one end of the
bench. KLZ-TV and KBTV each supplied a
live tv camera. The live and film cameras were
located in a cloakroom, with two slits at the
top of a door panel giving courtroom occupants
a barely discernible glimpse of their existence
(see photo). One Auricon Pro film camera and
two Auricon CineVoice models supplied re-
corded video-audio coverage. Three tiny RCA
microphones were concealed in the courtroom.

When a microphone attached to a lamp in
front of the bench was shown Judge Moore, he
was unable to see it until given more directions.
Film recordings taken in the morning were
shown to the court in the afternoon and permis-

(Continues on page 92)

WHILE FIVE Colorado Supreme Court judges watched, Denver
area broadcasters showed how they could telecast a court trial
with no apparent distraction to the court or participants. Pre-
siding Judge O. Otto Moore invited his fellow judges to watch
the demonstration during the Denver hearing on the merits of
the pre-tv Canon 35 of American Bar Assn.

Closed-circuit pickup was watched by judges on monitor (1)

ON TRIAL: RADIO-TELEVISION V. CANON 35

- Bt e S n--. i
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beside P. A. (Buddy) Sugg, WKY-TV Oklahoma City, who
was testifying on his station’s experience in pioneering court
coverage. Judges are (1 to r): Francis Knauss, E. V. Holland,
Judge Moore, Henry Lindsley and George Bradfield. Like all
other still, film and live pickups, photography was done with
normal courtroom lighting. Chief Justice Wilbur M. Alter
watched from the rear of the courtroom.
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ADVERTISERS & AGENCIES

FORD MOTOR PARKS ITS NEW CAR AT FC&B;
FIVE OTHER ACCOUNTS IN AGENCY SHIFTS

Another active moving week along agency row finds Jacob Ruppert
Brewery, L&M's, Tetley Tea, MM&M'’s Scotch Brand Tape and Kraft's
confectionary line winding up in new shops.

SIX choice advertising plums were plucked by
agencies last week, capped by the acquisition
of Ford’s forthcoming new car account by
Foote, Cone & Belding. In the other five place-
ments:

® Dancer-Fitzgerald-Sample was named for
Liggett & Myers’ &M cigarette brand.

® Warwick & Legler was selected for Jacob
Ruppert Brewery.

® J. Walter Thompson Co. was appointed to
handle Standard Brand’s Tetley Tea.

o McManus, John & Adams received the
Minnesota Mining & Mfg. Co.’s Scotch Tape
Div. account.

e Foote, Cone & Belding scored a second
time in getting the confectionary line of Kraft
Foods.

The Chicago office of Foote, Cone & Belding
in dipping into the automotive and confection
lines last week came up with a billing potential
of over $15 million for the two new accounts.

FC&B emerged victorious in the bid for $15
million in new Ford business after a protracted
review of agency presentations which had
narrowed down to Leo Burnmett Co. and itself
[CLosep Cmrcurt, Feb. 6]. The appointment of
Foote, Cone & Belding by Ford is being an-

EXECUTIVES of Ford's new Special Prod-
ucts Div., R. F. G. Copeland (I), and J. C.
(Larry) Doyle (c), discuss the new automo-
bile with Fairfax Cone, president, Foote,
Cone & Belding.

nounced today (Monday) by J. C. (Larry) Doyle,
general sales and marketing manager of its
Special Products Div. The major or parent
Ford account is handled by J. Walter Thomp-
son Co., which also figured in the FC&B bo-
nanza last week.

Possibility of Nearly $15 Million

Potential advertising for the new Ford car,
expected to be unveiled late in 1957, is placed
“somewhat over” $12 million. Total probably
will approach $15 million with the addition of
monies tabbed for “other advertising sponsored
jointly by the division and dealer organizations
[co-op] that will be recruited to handle the sale
of the new car.”

Foote, Cone & Belding also is expected to
offer its services to individual dealer groups in
various cities throughout the country, thus ac-
counting for perhaps another couple of million
dollars, according to best estimates. ‘

Ford’s Special Products Div. authorities felt
it reasonable to assume that, once advertising
plans are formulated, radio and television will
command a substantial share of the estimated
$15 million, because of broadcast media's ac-

Page 32 e February 13, 1956

knowledged impact on buyers and, of course,
depending on competitive conditions and other
factors sometime during the second half of
1957.

It was understood that the new Ford account
will be handled at FC&B in Chicago, headquar-
ters for servicing, by Charles S. Winston Jr,,
vice president, who has been handling the John-
son Wax account, and that the agency would
utilize the services of its New York and other
major offices.

In Ford’s own special products division, the
top executives are and will be Mr. Doyle and
Robert F. G. Copeland, newly-appointed as-
sistant general sales manager in charge of ad-
vertising, sales promotion and tralning.

Mr. Copeland formerly was office manager
of BBDO and Kudner Inc. and, previous to his
recent Ford appointment, director of product
advertising and sales promotion for Ford Motor
Co. overall.

Mr. Doyle did not indicate when the appoint-
ment is effective, but with 1957 as the kickoff
year for the “Car E” project and the model
still on the drawing boards, this appeared pre-
mature, save in terms of 1956 billings. It was
learned that “detailed arrangements” were
being worked out among Ford and sagency
executives last week and would continue at a
series of meetings through all this week.

Taking part in negotiations were Falrfax
Cone, FC&B president, and Mr. Doyle, along
with legal representatives.

When it materializes, the new automobile will
compete with General Motors’ Buick, Oldsmo-
bile and Pontiac models and with Chrysler's
DeSoto and Dodge cars. Spokesmen said it
would not be introduced before mid-1957, ap-
parently tabbing it for fall showing as a 1958
model.

The Doyle announcement also noted that
selection of Foote, Cone & Belding “culminated
a four-month study of over 20 national firms
not presently handling automotive accounts.”
Twenty-four agencies were invited to submit
presentations and 12 others not asked also
placed bids, it was understcod. A good many of
them withdrew on the well-premised belief they
could not service the account. J. Walter Thomp-
son Co., which services the parent Ford Motor
Co. business, employs hundreds of employes
on that account.

Mr. Winston, of FC&B in Chicago, has had
previous automotive associations before joining
that agency. A realignment of the agency’s top-
level working media executives is foreseen in the
wake of the Ford announcement.

The Kraft Acquisition

The appointment capped a banner week for
Foote, Cone & Belding, which alsc inberited
the Kraft confectionary account from J. Walter
Thompson Co.

While not known primarily as a candy-maker,
the Chicago-headquartered Kraft Foods Co.
maintains a respectable advertising budget (re-
portedly about $1.5 million) for its confection-
ary line of marshmallows, caramels, malted
milk and other products, some of them in the
planning stage.

FC&B was in the Kraft picture months ago

~when the food company planned to introduce

a new dog food, but the product never got on
the market and the agency was relinquished.
J. Walter Thompson Co. handles the bulk of

Kraft products, mostly in cheese and variations,
and Needham, Louis & Brorby Inc. services
Parkay margarine, Kraft oil, mustards and re-
lated products.

Toward week’s end, there was an indication
that Foote, Cone & Belding had landed still
another product yet to be introduced—one by
General Foods.

Liggett & Myers Tobacco Co., New York,
switches its L&M cigarette brand, with an ap-
proximate $5 million advertising budget, to
Dancer-Fitzgerald-Sample Inc., effective im-
mediately. The brand had been serviced by
Cunningham & Walsh, New York, since the
product was introduced. The latter agency will
continue to handle Chesterfield cigarettes,
L&M’s institutional advertising and its other
tobacco products. ’

Cunningham & Walsh has been the agency
for Liggett & Myers for more than 35 years.
(Also see related story, opposite page.)

The tobacco firm had been listening to pres-
entations from several agencies for the past
few weeks [AT DEADLINE, Jan. 30]. This marks
the second major agency switch for a tobacco
firm within the past 10 days, with Philip Morris
naming N. W. Ayer & Son after a long-term
association with The Biow Co. [BeT, Feb. 6]

L&M cigarettes is currently a participating
sponsor of Dragnet on NBC-TV, Gunsmoke on
CBS-TV and Warner Brothers Presents on
ABC-TV, as well as regional sports programs
on radio and television.

Jacob Ruppert Brewery named Warwick &
Legler, New York, as its agency, effective
March 1. Firm had been serviced by Biow-
Beirn-Toigo, New York (now The Biow Co.).
which resigned to take over the Schiitz account.
B-B-T shortly afterwards dropped Schlitz [BeT,
Jan. 30}

The Ruppert Brewery, whose advertising
budget is approximately $1.2 million, had been
screening agencies for the past six weeks. The
appointment of Warwick & Legler came as no
surprise.

W&L had handled the Pabst Blue Ribbon ac-
count for more than two decades before it left
for Leo Burnett & Co.

Standard Brands (Tender Leaf Tea), New
York, named J. Walter Thompsoen, New York,
to handle its advertising budget of approxi-
mately $1 million, effective May 1. The ac-
count has been with Compton Adv., New York,
for the past eight years. Standard Brands,
however, will continue with Compton for its
regular and instant coffee.

Minnesota Mining & Mfg. Co., St. Paul, in
naming McManus, John & Adams, New York,
to handle its advertising for the Scotch Tape
Div., switches the account from BBDO, New
York. The advertising budget for Scotch Tape
is approximately $500,000. Scotch Tape ‘is a
participating sponsor on Mickey Mouse Club
on ABC-TV and runs a spot campaign.

Seth Moves to MJ&A

BILL SETH, vice president in charge of radio
and television, Lewin, Williams & Saylor, New
York, has been appointed tv account execu-
tive at McManus, John & Adams, New York,
on Minnesota Mining & Mfg. Co. and Dow
Chemical Co. James M. Ellers, account execu-
tive, Lewin, Williams & Saylor, succeeds Mr.
Seth temporarily.

B&B Resigns Cigar Institute

BENTON & BOWLES Inc., New York, will re-
sign the Cigar Institute of America. account
effective Wednesday, the agency announced
“with regret” last week. Presentations by other
agencies began Thursday, it was understood.
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STATION BALKS AT L&M
MERCHANDISING OUTLINE

WFTC Kinston, N. C., tells
Cunningham & Walsh that
promotional suggestions for
cigarette puts unfair work-
load on station. Agency de-
cides not to ‘dignify’ letter
with an answer.

HOW much merchandising should an agency
expect from a broadcast station?

Sometimes they want too much, in the opin-
ion of J. Harold Vester, general manager of
WFTC Kinston, N, C., and he raises a loud
protest to promotion devices suggested by Cun-
ningham & Walsh in its current campaign on
behalf of L&M filter cigarettes.

Writing to Jerome Feniger, of Cunningham
& Walsh, Mr.. Vester said, “Your letter of Jan.
20, 1956, has reached me, but for the life of
me, I can’t quite figure it out. You bought a
schedule of announcements on our station and
now, it seems, you're asking us to give all the
remuneration back to you in the form of mer-
chandising.”

Neither Cunningham & Walsh nor Liggett &
Myers Tobacco Co., contacted by BeT, would
comment officially on the WFTC letter. It was
understood they decided, after a Wednesday
conference, not to “dignify” the letter with an
answer.

Seventy-five Stations Agree

BeT learned that 75 of the 200 stations con-
tacted by the agency have answered the mer-
chandising letter and offered cooperation. The
agency, it was understood, felt its proposal sug-
gested nothing beyond standard practice in
merchandising and promotion.

Mr. Vester’s letter to C&W continued, “All
you need do to get positive results on this sta-
tion is run your spot commercials as directed
and actually that’s all you're entitled to at the
price you are paying. However, if you want
all of this done, we’ll be glad to do it for you
on an actual cost basis, plus $3 per hour for
our merchandising manager while calling on
your dealers.

“Unless things have changed considerably,
Liggett & Myers used to have merchandising
men in the field with a panel truck constantly
calling on the dealers. Is the company now
expecting radio station personnel to take over
this phase of the business and expense for
placing advertising on radio stations?”

The C&W merchandising letter, explaining
the station has been given a 13-week schedule,
asks cooperation “in a plan that we believe will
enable you to deliver positive results for us in
the sale of L&M filters.” )

The plan covers live commercial copy tags
and transcriptions for use by station personali-
ties; L&M displays featuring personalities and
station, with request for number of displays
desired and [ists of stores cooperating; other
promotion including letter to dealers (sample
attached), proposed news story for local news-
paper (sample attached), tie-in newspaper ad-
vertising with grocery and drug outlets with
which station has co-op arrangements, paid or
trade space in newspapers.

These items are listed in order of importance,
the letter explains. Stations are asked to sub-
mit a complete report on merchandising activi-
ties by the end of March. C&W representa-
tives will be on tour during the promotion, it is
explained.

A sample publicity story, according- to the
appendix, opens this way, “WXXX announced
an important new Sponsor today. Liggett &
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Myers Tobacco Co. has purchased multi-weekly
announcements for L&M filters, the company’s
popular filter-tip brand, one of the top-selling
cigarettes today, . . .” A note at the bottom
adds, “You or one of your staff can call one
of your friends-at the newspaper and ask him
to run your version of this story on the busi-
ness or radio page.”

Brand Names Week Dinner
Will Feature Nixon Address

MORE THAN 1,700 business executives are
expected to hear Vice President Richard M.
Nixon address the annual Brand Names Week
dinner April 18 at the Waldorf-Astoria Hotel,
New York, Palmer Hoyt, publisher of The
Denver Post and chairman, planning commit-
tee, Brand Names Week, said last week.

The dinner will highlight a week (April 15-
21) planned to promote brand name themes
nationally under auspices of the Brand Names
Foundation Inc. Manufacturers, media, retail-
ers, advertising clubs, trade associations and
Chambers of Commerce will work with the
foundation to focus public attention on the
benefits of brands and brand advertising. The
foundation’s eight annual Brand Name Retailer
of the Year awards will be presented at the
dinner.

Plough, Owner of Two Ams,
Plans Merger With Two Firms

A MERGER of Plough Inc. (owner of WIID
Chicago and WMPS Memphis, Tenn.,), the
Musterole Co., and the E. W, Rose Co.,
all patent medicine producers, was approved by
the boards of directors of the three firms and
will be submitted for stockholder appproval
within the next two months, Plough Inc., which
will be the surviving company, has announced.

Plough, which markets Penetro cold products,
St. Joseph aspirin, Nujol mineral oil, Mistol
nose drops and mist, and a variety of other
medical and beauty products, advertises in all
major media, but a figure on its advertising
budget was not available, Total Plough Inc.
sales in 1955 were $21 million. The company
estimates with its new lines it will increase sales
by about $2 million per year.

Of its $575,000 1955 ad budget Musterole
liniment spent $220,000 in radio and $192,-
000 in television. E. W. Rose Co., producer
of Zemo liquid and salve for skin ailments,
spent $10,000 of its $250,000 1955 advertising
outlay in radio. It did not advertise in tv.

The combination of the three companies will
represent total assets, exclusive of trade marks,
brand names and good will, in excess of $14
million, Plough said.

Sinclair Sets Spot Campaign

SINCLAIR REFINING CO., New York, is
launching a 36-state safe driving radio spot
campaign, following a four-month test run in
the New York area. The promotion, consisting
of one 12-word message (“Driving Today?
Remember to drive with care and buy Sinclair
Power-X Gasoline.”), is being placed through
Morey, Humm & Johnstone Inc., New York,
on a 52-week basis in markets served by Sin-
clair.

Manischewitz Expands Spots

MONARCH WINE Co. (Manischewitz wines),
Brooklyn, has expanded its spot announcement
schedules on about 200 radic and 125 television
stations as part of its pre-holiday campaign
for Kosher wines. Agency: Emil Mogul Co,,
N. Y.

ABC RADIO BRINGS
FOUR INTO NETWORK

ENTRY OF FOUR new advertisers into net-
work radio highlights new business on ABC
Radio reported by George Comtois, national
sales manager.

The advertisers: Cameo Curtains Inc., New
York, which the network said previously con-
fined its major advertising to tv; Renuzit Home
Products Co. (dry cleaner and spot remover),
Philadelphia; JelSert Co. (Aunt Wick’s instant
mixes and Fla-Vor-Aid), Chicago, and Rust
Craft Publishers (greeting cards), Boston.
Other purchases also were reported by ABC
Radio, with most of the new buys—including
the four new to network radio—involving
Breakfast Cilub, which ABC Radio programs
Mon.-Fri, at 9-10 a.m. EST.

Cameo, through Friend-Reiss Adv., New
York, will sponsor three five-minute segments
per week of the program, beginning March 26;
Renuzit, through Arndt, Preston, Chapin, Lamb
& Keen, Philadelphia, will take two segments
weekly, starting at various dates this month
and in March; JelSert, through 1. W. Ramsey
Co., Chicago, will sponsor a segment weekly
starting May 25, and Rust Craft, via Chambers
& Wiswell, Boston, has signed for a five minute
segment weekly, starting March 15, with an
additional weekly segment starting May 24.

Also buying in Breakfast Club:

Park & Tilford of New York Inc., for Tintex,

GEORGE COMTOIS, ABC Radio national
sales manager (l), and Bernard Rosen-
berg, president of Cameo Curtains, close
deal for Cameo’s sponsorship of the
Breakfast Club on ABC Radio. Looking on
are Lee Friend, principal of Friend, Reiss
Adv., agency for Cameo (second, I) and
Leslie Harris, ABC Radio account execu-
tive on Cameo account.

Mon., 9:15-9:20 a.m., beginning March 5 and
Wed. 9:20-9:25 a.m., beginning March 28,
through Emil Mogul Co., New York. (P&T is
also buying into Whispering Streets, Tues,
10:50-10:55 a.m., beginning April 3; My True
Story, Thurs., 10:15-10:20 a.m., starting March
8, and When a Girl Marries, Fri., 10:40-10:45
a.m., effective March 23.) Sleep-Eze Co., East
Anaheim, Calif., this Thursday will being add-
ing that day’s 9:10-9:15 a.n. segment to its
already sponsored Tues., 9:15-9:20 a.m. slot,
through M. B. Scott Co., W. Hollywood, and
the Dracket Co., Cincinnati, will renew its spon-
sorship of the Thurs., 9:35-9:40 a.m. segment,
through Ralph H. Jones Co., Cincinnati.

Effective Feb. 2, the Foster-Milburn Co.
(Doan’s Pills), Buffalo, began a 52-week spon-
sorship of several unspecified participations in
When a Girl Marries and Whispering Streets,
through Street & Finney, New York.
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THIS IS a penetrating, lucid, unrestrained analysis
by an advertising agency executive—Charles Har-
rell (at right), supervisor of radio and tv produc-
tion for Lennen & Newell—on manners and mores
of Madison Ave. It was excerpted from a talk he
rniade Feb. 3 at the opening session of the New
York U.-Guild Films forum series on Careers in
Radio & Television (see story, page 46).

YOU HAVE to face the fact that television is basically ridiculous.
In the first place we are confronted with the fact that there is
a screen in all homes and that if we don’t have it we are lost
and if we have it we are often borcd. But there it is. Big, big
brother is not watching you, you are watching it. This is a
fantastic notion.

Imagine being without a television screen. It is ridiculous to
be without it; it is fantastic to be with it. It is the phenomenon
of our age and our generation. It is so comprehensive and it is
50 appalling in the problems that it presents that it cannot really
be evaluated as a here tonight or anywhere else within a few
weeks, months or years.

What does it really mean? I am a man of 40, It means that
I look at pictures in my home being transmitted from another
area. It is so dreadful a thought—and I mean dreadful in its
kindest sense—because it means that I am doing something that
is precisely unique. You have never experienced this; you will
never experience a like phenomenon again. We have had two
great climaxes in our lives . . . the atom bomb and television.
These are precise points, neither is measurable. We do not know
the implications of the atom bomb . . . we do not know the
implications of the hydrogen bomb . . . we do not know our
fantastic capacity to destroy ourselves. But television is con-
crete, It is there. It is in your living room. The screen stares
at you to the same degree that you stare at it. And stare at it
you do. So, it is ridiculous. It sits there and you look at it
an unconscionable number of hours every day. Idiots that you
are you do it . . . and so do I and so does our country.

Now, staring at it you become our pigeon . . . our device.
What do you do as people? You bathe, I hope often. You
wash your hair, you brush your teeth, you buy clothing, you
smoke cigarettes, you put on shoes, you do all of the mundane
things that are necessary to keep you pleasurably alive. And
it is my job to have you brush your teeth with my product,
smoke my cigarette, wear my shoes, put on my hat, think my
thoughts, if necessary. And how dangerous a position I have.
It is terribly dangerous because if I were evil I could use the
same device for non-constructive ends.

So you say to me, “How can you be such a louse?” and I say,
“It’s easy,” because the basic position of the advertising man is:
does my product do the job better than another product? I am
engaged in doing commercials. Why? I believe in those com-
mercials. You say to me, “Do you smoke Old Golds?” Oh, yes.
Do I use Bromo-Seltzer? Oh, yes. Do I wash my hair with
Lustre Cream Shampoo? Oh, yes.

Now you say, “Now come on, Harrell, this is the guy that’s
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paying you the freight. Is it a good product?” And I have to
think whether it is a good product or not and this is where the
will to tell the delightful lie takes hold. You say, “I don’t know
whether it is better than any other product, but I do know its
virtues.” And you cling to those.

What is it that makes a Gillette Blade better than Pal or Gem
or another blade? Maxon does. Why is this a better blade?
Because they think in positive terms about a positive thing, and
the positive thing is this single razor blade. You do not lie about
it. You say that it is super honed. You say that it is sharpened
in such a way. You say that it will last so long, that the price
is so attractive. This is what every advertising man does.

I've been engaged for the last two years in merchandising,
on television, the merits of a beer. I happen to think that this
beer is a very good one, and one month ago they told us that
they thought that we didn’t tell their story too well and they
deserted us. Now, whether or not we lied I think can be an-
swered in the simple fact that we are interested only in telling
the truth about a product. And, this is the kind of intellectual
gymnastics that an advertising man does. You concentrate on
the virtues of your product. Sure, you can do all sorts of
philosophical thinking about other products and eventual aims,
what it may be. But we are practitioners . . . we are profes-
sionals . . . and we are hired and paid to merchandise the merits
. . . the merits of a product. And I think this is rather good.
I don’t think it is bad because it is through such activity that
we do make progress—whatever that may mean—but we do
make progress in the accepted sense in the improvement of the
ease of living.

EVOLUTION OF A SMOKER

I think I can demonstrate it in rather commonplace ways.
No one ever heard of a filter cigarette 20 years ago. We all
smoke cigarettes. I remember as a boy I used to smoke 111%s.
I’d steal them from the drug store in Murick, Mo. Then finally
when I got caught I used to go around and borrow dimes to buy
a 111 cigarette. This was its name. And, I can remember it
now with the Indian head on it. I don’t think it was good that
I should smoke at 7 but 7 it was that I started to smoke. I don’t
think it’s particularly good that a person smokes at all, but
smoke we do.

So, as the years progressed and I went to high school, I
learned all at once that there were other tobaccos with greater
virtues. There were Lucky Strikes, Camels, Chesterfields, and I
switched over to a particular brand. Lucky Strike it was at the
time. This is the cigarette I remember particularly because I
learned to inhale with that one. It was considered a big thing
if you could inhale before you were a sophomore in high school.
And I did. There were other things that were considered im-
portant, too, but I can’t discuss them now.

So I learned to smoke a Lucky Strike. Then I switched to
Camels, and I smoked Camels for a number of years. Then I
switched to Old Golds, which is a product I represent now.

BROADCASTING ® TEBLECASTING




FLANNEL COUCH

I switched actually before I went to work for them, by accident.

We are not concerned as advertising men with the basic
values, and I mean this in the real sense, the basic values of
human endeavor. But, we are concemed with the basic values
of the products which we represent. Where the degree begins
and ends I don't know. But there it is and we are confronted
with the realities that I have smoked seven different brands of
cigarettes since the time [ started smoking and [ am now engaged
in telling you about the merits of one particular brand. Smoke
I probably shouldn’t but smoke I do. And since I do and the
product is there, it must be sold if it is to be manufactured
and since it is being manufactured it is my job to sell it . . . and
it is just that simple.

Now, where do you draw the line? Do you draw the line
at moral values, political values, social values? Not at all, [
happen to be by political persuasion a left-wing New Deal
Democrat. And I have made a great amount of money from
the National Assn. of Manufacturers and I did all of the broad-
casts of Dewey for President—and contributed the money to the
radio fund for FDR.

Does it mean that I don’t do my job well? Not at all. I think
I sold Tom Dewey better than he sold himself at the time that
I did the broadcasts, Was I a liar? Not at all. I did a helluva
job with him. Did I agree with him? Not at all. Now, I could
never bring myself to vote for anyone who is not a Democrat.
This is my personal political persuasion. But I am open to take
over the Eisenhower campaign should he accede to run. And I
think I could do a helluva job for him, better than the other
hucksters have done.

I am a professional salesman. And this is the thing you must
remember is the guts of television as it now stands today. Sure,
the programs stink. There are some of them that are dreadful
and there are some of them that are deliriously delightful. But
there they are solely as instruments of salesmanship. I will
reject the job only when the product is evil. And, being a left-
wing New Deal Democrat, the product of Dewey for President
is not evil in my opinion.

So, this is where you draw the line of compromise. And, this
is where you say, “I am a pro. I will sell the virtues of my
product and I will avoid mentioning the more distinguished short-
comings of the product.” This is what we do. It is a very com-
plicated persuasive thing that we do to ourselves. It’s rewarding
in money, except that all of us whe make so much money are
continuously in debt. But, it is rewarding in its kind of excite-
ment.

A television program’s basic premise is simple. It is to create
an atmosphere in which you will look at what we have to sell.
This is foolish in many instances and foolishly exhibited by
advertisers. It is like trying to sell a cigarette in a church. You
don’t do it. It’s the wrong area. So, first of all there must
be the marriage of program and product. One of the happiest
marriages of program and product I know is the Gillette product

BROADCASTING ® TELECASTING

and the fights that appeal to men, the capturing the audience for
a particular product.

I can give you a brilliant example of the $64,000 Question.
Most popular program on the air today selling Futurama. And
this lovely Barbara Britton says, “‘Ah, Futurama.” I still don’t
know what Futurama is. I think it has something to do with
a cream or whatever it is, but I don’t see the marriage of

program and product here. Now you say, “Well, if you’re so

smart why are they emptying the stores?” And this is what
they’re doing. But in the long run . . . the long haul . . .
my professional opinion will have to stand up there.

Now, this comes down to very basic things. Children’s -pro-
grams sell products that children want to have purchased or will
purchase. Programs that appeal to women should sell products
that women do purchase. In the beer business, for example,
we know that 60% of all the beer in the U. S. is bought by
women. We know that only 25% of the total beer business
comes across a bar—that it comes out of the grocery store.
We know that the male, however, determines the brand. He
says, “Gertrude, buy me a case of . . .” and names the brand.

What do you do? The woman buys the product, but you sell
the male. You have to.

Now, these are all fundamental rules that every beer com-
pany knows. It isn’t confined to any one, all the research is
the same, it tells the same story up and down the line, but
still you will find beer companies buying programs that drop
off large areas of their audience because they’re entranced with
the conception of the program, personally pleased with the
method in which it will be done, they obviate everything that
has been done.

THE AIRY FAIRY PITCH

This our basic problem, that having bought the program,
having sold the program to the client, how now do we sell the
product? How often have you seen on television a realistic,
tight-knit, really blatantly efficiently realistic show come on
with a fantastic airy fairy kind of commercial that didn’t mean
a thing . . . it had no relationship to the program at all. All it
wanted to do was say, “Oh, you liked it. Now you’re going to
buy our product.”™ It was ridiculous. It happens all the time.

Pm particularly amused by one product that having bought
a program that appeals only to men then sells the program to
women. I've seen this happen before. I've seen a program in-
volving a nail polish, not Revlon, which bought the fights locally
in Providence. Why, I don't know. But here’s a guy beating
the daylights out of a guy on his nose, you know, and you see
him down and the guy is saying, “nine . . . ten” and you fade
. .. you go to black and you come up on a guy, “Girls have
you ever secen what can happen to a lady” . . . you know. This
is ridiculous, but it does happen.

The adverlising business is fantastically large. It involves
not millions of dollars, it involves billions. The errors are
colossal. The meat-heads are innumerable . . . I am one of
them. I am only trying to be less of a meat-head than my
employers and this is a part of my job.
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FIVE-CITY BLITZ
STARTED BY DODGE

AS PART of its “heaviest” advertising cam-
paign ever undertaken in five metropolitan
areas, the Dodge Div.,, Chrysler Corp., last
Saturday launched an extensive six-week ra-
dio-tv spot announcement effort in New York,
Philadelphia, Baltimore, Washington and Chi-
cago. The agency is Grant Adv., New York.

Details of the campaign were outlined in
New York last Wednesday by J. W. Minor,
Dodge sales manager, who also is in charge of
advertising and merchandising. Called the “Sell-
A-Thon,” the promotion also will utilize news-
papers and direct mail in an effort to double
the normal volume of Dodge car sales for the
six-week period.

Though Mr. Minor said he could not pin-
point the total cost of the campaign nor pro-
yide a breakdown of radio and television partici-
pation, he said that some 25 stations would be
used in the New York area in support of deal-
ers in New York City, northern New Jersey,
Long Island and southern Connecticut. The
television participation, he said, will be in the
form of local cut-ins on three Dodge sponsored
television shows over ABC-TV—Lawrence
Welk Show, Make Room for Daddy, and Break
The Bank. Heavy schedules of radio spot an-
nouncements also will be used in the four other
markets, Mr. Minor said.

The company also has set a “Sell-A-Thon”
celebration to be held at Madison Square Gar-
den on March 26, which will be attended by
Bert Parks, quizmaster of Break The Bank;
Danny Thomas of Make Room For Daddy,
and Mr. Welk. Similar events are being planned
for the Philadelphia and Chicago areas, accord-
ing to Mr. Minor. Tickets for the “Sell-A-
Thon” show are available through Dodge
dealers.

Mr. Minor said that if the six-week adver-
tising and sales campaign proves successful,
‘Dodge plans to repeat the effort shortly there-
after.

Kelly Advertising Manager
Of Philco Radio, Tv Divs.

JOHN E. KELLY has been named advertising
manager of the Ra-
dio and Television
Divs. of the Philco
Corp., it was an-
nounced last week by
Raymond B. George,
Philco vice president
in charge of mer-

chandising.
Mr. Kelly, with
Philco for seven

years, was advertis-
ing and sales promo-
tion manager for
Philco  Distributors
Inc. in Los Angeles
prior to his new appointment.

‘We Goofed,’ Tyler Explains
In ‘Clooney’ Promotion Hints

USE of the tetm “minimum acceptable” mer-
chandising support by Guild, Bascom & Bon-
figli, San Francisco agency, in a station letter
covering the Foremost Dairies Rosemary
Clooney tv program [BeT, Feb. 6] was mis-
leading, according to a Feb. 3 letter sent sta-
tions by Richard F. Tyler, media director.
“We goofed,” Mr. Tyler wrote. “Somehow
in the business of sending you our Jan. 27
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letter about the Rosemary Clooney show, we
managed to suggest that there would be ‘mini-
mum acceptable’ merchandising support ex-
pected from the stations.

“Not so. We are, of course, anxious to have
the fullest merchandising cooperation of the
stations airing our client’s show. The check
list was prepared with the cooperation of a
number of stations now carrying our programs,
and we didn’t mean that it was necessary to
offer service on all 10 items on the check list.

“Qur thought was that we'd be best able to
work with the promotion if we knew what types
of merchandising each station would provide.
Qur intention was not to suggest, as a couple
of our friends pointed out, that merchandising
would determine station selection. We all
know the value of the time spot is the most
important thing.

“We’ve been gratified at the large number of
stations which have responded quickly with
fine promotion plans. We hope that you'll all
forgive our little goof and that you'll let us
have your response as soon as possible, if you
haven’t done so already.”

Census Bureau Reports
Retail Sales Summary

A SUMMARY of 1954 retail sales for the
United States, broken down by states and
regions, has been published by the U. S.
Census Bureau. State-county-city preliminary
reports have been coming out since last autumn,
giving data by major retail lines.

The bureau has completed similar reports
covering wholesale trade for two-thirds of the
states, counties and cities. A new series of
state-county-city breakdowns covering selected
services has started to flow from the bureau,
with three states already covered. Starting this
week, these releases will come out at the rate
of four to six a week.

In mid-March the bureau will start releasing
final reports covering retail, wholesale and
selected services for states and counties as well
as cities with over 2,500 population. State-
county-city breakdowns will show sales in 80
types of retail business, 120 types of wholesale
merchandising and 100 kinds of services. These
series will be concluded in July or August.

A few reports from the separate 1954 manu-

facturers’ census have been released, including

a summary of the cigarette industry. These
figures are preliminary. The manufacturing
data will appear in two forms—industrywide
figures and state-county-city area breakdowns.
Census reports are available at the bureau’s
33 field offices and at the Bureau of Census
headquarters, Washington 25, D. C.

Shaler Plans Network Tv

| . SHALER Co., Waupun, Wis., has announced

plans for a $1 million advertising campaign,
including use of network television, to promote
the sale of Rislone (oil alloy). No estimate on
expenditures from broadcast and printed media
were available, but Shaler will become a par-
ticipating sponsor of Steve Allen's Tonight on
NBC-TV starting Feb. 23. Account is handled
by Walker B. Sheriff Inc., Chicago.

Gemex Campaign on ‘Tonight’

GEMEX CORP. (watchbands), Union, N. I.,
announced last week it will use NBC-TV’s
Tonight to launch the company’s “most am-
bitious” advertising campaign in its 35-year
history. Through Fairfax Inc., New York,
Gemex will invest about $90,000 gross for 13
participations on Tonight on a once-a-week
basis, starting in late February.

ORECAS

Advance Schedule
Of Network Color Shows
(All times EST)

CBS-TV

Feb. 16 (8:30-9:30 p.m.) Shower of
Stars, “Golden Records,” Chrys-
ler Corp. through McCann-
Erickson.

Feb. 18 (7-7:30 p.m.) Gene Autry Show,
William Wrigley Jr. Co. through
Ruthraff & Ryan (also Feb, 25,
March 3, 10, 17, 24, 31).
(9:30-10 p.m.) Red Skelton
Show, S. C. Johnson & Son

‘through Needham, Louis &
Brorby, and Pet Milk Co.
through Gardner Adv. on alter-
nate weeks.

Feb. 21

NBC-TV
Feb. 13-17 (34 p.m.) Matinee, participat-
ing sponsors (also Feb. 23-24,
27-March 2, 5-9, 12-16).
Feb. 13-17 (5:30-6 p.m.) Howdy Doody,
participating sponsors (also Feb.
20-24, 27-March 2, 5-9, 12-16).
12-16).
Feb. 19 (3:30-4 p.m.) Zoo Parade,
American Chicle Co. through
Ted Bates.
(8-9 p.m.) Milton Berle Show,
Sunbeam Corp. through Perrin-
Paus, and RCA and Whirlpool
Corp. through Kenyon & Eck-
hardt.
(9:30-10 p.m.) Armstrong Cir-
cle Theatre, “Terror at My
Heels,” Armstrong Cork Co.
through BBDO.
Feb. 26 (4-5 p.m.) “The Third World,”
sustaining.
(7:30-9 p.m.) Sunday Spectacu-
lar, “Panorama” participating
SpONSOrs.
(8-9:30 p.m.) Producers Show-
case, “Caesar and Cleopatra,”
Ford Motor Co. through Ken-
yon & Eckhardt and RCA
through Kenyon & Eckhardt, Al
Paul Lefton and Grey.
(2:30-5:30 p.m. EST and PST)
“Richard the Third”—General
Motors divisions as participat-
ing sponsors.
(8-9 p.m.) Milton Berle Show,
Sunbeam Corp. through Perrin-
Paus, and RCA and Whirlpool
Corp. through Kenyon & Eck-
hardt.

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

Feb. 21

Feb. 21

Feb. 26

Mar. 5

Mar. 11

Mar. 13

Ted Bates Names V.P.'s

ROBERT S. CONGDON and George A. Huhn,
Ted Bates & Co., New York, last week were
elected vice presidents of the agency and Far-
rell Gilmore and Stanley De Nisco were nanted
assistant vice presidents. Mr. Congdon, former
vice president with the now defunct Ward
Wheelock Inc., Philadelphia, joined Bates last
year. Mr. Huhn, prior to joining Bates in 1954,
was a vice president at Ruthrauff & Ryan
Inc., New York.
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_In the rich market of

RICHMOND

Petersburg and Central Virginia

wx Ex-thas

Basic NBC-TV Network

Maximum power—316 K.W.

943 ft.above average terrain...more than 100 ft.
higher than any station in this market.

415,835 TV families in coverage area

Channel 8

3 Maximum tower height—1049 ft. above sea level

Ask your Forjoe man for full details about

WXEX-TV

Tom Tinsley, President irvin G. Abeloff, Vice President
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We knew we
listeners

WLl T o

600 11!) 650 hiin

but we had no idea that PRACTICALLY EVERYONE IN W.GT0-LAND

LISTENS TO...

W.GTO—10,000 WATTS — 540 KILOCYCLES
Once an hour —on the hour —six days a week —
W.GTO listeners hear a name announced — their
name or perhaps a friend or a neighbor! That
lucky person has 60 minutes to call W.GTG -
RECALL a tune and WIN!

The response stands at a staggering 78% —in-
credible when we realize that only one name out
of the approximately one and a half million names
in the area is called out every hour, and that
person has only 60 minutes to answer the cail!

Typical comment made by a recent winner, “T've
had trouble calling you back since you announced
my riame because people kept calling me telling
me my name had been called out!” Listener
penetration? YOU BET! And participations on
this wildfire once-an-hour feature are available.

1%z BILLION $§ MARKET

Floridians — PLUS — 5,000,000 winter vacationers
with places to go and money to spend! Do they
spend? A billion and a half dollars a year!

Haines City, Florida

W.GTO
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Eugene D. Hill, Gen. Mgr.
Owned and operated by KWK, St. Louis, Missouri
Represented by Weed & Company

WG

10,000 WATTS 540 KILOCYCLES

& TAMPA and Hlllsborough Co,
$321,214,000.00 Retall Sales

® ST, PETERSBURG & Tinellus Co,
5286,731,000.00 Retall Sales

¢ ORLANDO and Orange Co.
8213,294,000.00 Ketaill Sales

® PLUS Retail Sales in 30 other
W.GTO Lund — $773,310,000.00

Phone 6-2621
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Firm Established in New York
To Aid Out-of-City Agencies

FORMATION of Agency Representatives Inc.,
New York, to supervise New York broadcast of
tv commercials for accounts represented by out-
of-town advertising agencies, was announced
iast week.

Signing of Clinton E. Frank Inc., Chicago,
as its first agency account was reported. The
new firm said it will supervise for Frank the
commercials on the Arthur Godfrey Talent
Scouts and Friends shows, the Perry Como and
Gary Moore shows and Valiant Lady.

Agency Representatives was formed by Lee
Javis, formerly of ABC; Jack Miller of Keeshan-
Miller enterprises and Marvin Josephson, for-
merly of CBS' legal staff and now head of
Broadcast Management Inc. The company,
with offices at 113 W. 57th St., New York, will
supervise and check the broadcasting of filmed
commercials as well as perform *“on the spot”
representation of agencies for live commercials,
and will coordinate production activities on
client commercials filmed in New York.

Fielden Added to Name
Of Miami Adv. Agency

BISHOPRIC/GREEN & Assoc., Miami adver-
tising agency, changed its name to Bishopric/
Green/Fielden Inc., effective Feb. 2, according
to President Karl Bishopric. The new principal,
W. Arthur Fielden, has been with the agency
since 1952 and is a vice president-director.

Norman Swetman, with the agency since
1953, has succeeded Mr. Fielden as radio-tv
director. Space Buyer Natalie Guerra was ap-
pointed media director at the same time.

Originally known as Houck & Co. of Florida
Inc., the agency has serviced clients in Miami
singe 1946. The firm has clients in 16 Florida
cities.

Grant Adv. Names Cather V. P.

APPOINTMENT of Myers B. Cather as vice
president of Grant Adv. Inc. was announced
Wednesday by Lawrence R. MclIntosh, execu-
tive vice president and manager of the agency’s
Detroit office. Mr. Cather, formerly vice pres-
ident and co-owner of McHugh-Cather Adv.
Agency Inc., Los Angeles, will be account ex-
ecutive in Detroit.

SPOT NEW BUSINESS

Studebaker-Packard, through Ruthrauff & Ryan,
N. Y., adding about 10 markets for five-week
radio spot announcement campaign appealing
to male audience.

Casco Product Corp. (Perfection heating pads),
Bridgeport, Conn., through Dowd, Redfield &
Johnstone, N, Y., buying television spot an-
nouncement campaign for one week only in
about 30 markets. Effective date not yet speci-
fied but probably will be this month.

Charbonnean Packing Corp. (Tree Top apple
juice, cider), Selah, Wash., starting tv schedules
on daytime shows in L. A. and Seattle. Agency:
Miller, Mackay, Hoeck & Hartung, Seattle.

The Merchants’ Assn. at Princeton Shopping
Center, Princeton, N. 1., is taping weekly show,
Princeton Kaffee Klatsch, for rebroadcast on
WTTM Trenton, N. J., and WCTC New Bruns-
wick, N. J. Audience show, carrying merchant
spots, takes place at Sun Ray Drug Store of
center. Fulweier & Slaughter, N. Y., is agency
for center.
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NETWORK BUSINESS

Mary Ellen’s Distributors (jams, jellies) renew-
ing contract with CBS Radio covering 11
Western states for Harry Babbit? program.

Parker Brothers Inc. (games), Salem, Mass., has
launched a two-month spot schedule on NBC-
TV’s Today and CBS-TV's Morning Show for
new parlor “Game of Politics.” Campaign,
scheduled to end the last week in March, ties
in with 1956 election interest. Agency: Badger,
Browning & Parcher Inc., Boston.

The Borden Co., N. Y., has renewed NBC-TV’s
Date With Life (Mon.-Fri., 4 p.m. EST) effec-
tive April 2, and NBC-TV's The People’s Choice
(Thurs.,, 9-9:30 p.m. EST) starring Jackie
Cooper, starting April 5. Agency is Young &
Rubicam, N. Y.

AGENCY APPOINTMENTS

General Ice Cream Corp. (Sealtest ice cream,
dairy products), N. Y., to Baldwin, Bowers &
Strachan Inc., Buffalo, N. Y., effective March 1.

Zion Industries Inc. (fig bars, cookies), Zion,
Ill., appoints Olian & Bronner Inc., Chicago.
Tv will be used in selected markets.

Milko Candy Co., Chicago, names Bozell &
Jacobs Inc., that city, for new Caranuts candy-
coated popcorn:

Kiebhaefer Corp. (outboard motors), Fond du
Lac, Wis.,, appoints McCann-Erickson Inc.,
Chicago office, advertising and public relations
counsel.

Forstmann Woolen Co., Passaic, N. J., ap-
points BBDO, N. Y., for women's wear fabrics,
and men’s and women’s knitwear effective Feb.
15. Agency also will handle men’s wear fabrics
effective April 1.

Revlon Inec., pharmacal division (medicated
Silicare lotion), N. Y., appoints Dowd, Redfield
& Johnstone, N. Y., effective Feb. 8. Agency
also will handle two new products to be mar-
keted shortly.

Bulova Watch Co. of Canada, Toronto, Ont.,
placing its tv advertising through McCann-
Erickson, that city, effective April 27. Mac-
Laren Adv. Co., Toronto, which has had ac-
count for past quarter-century, continues to
handle radio and other Bulova advertising.
Bulova Show Time, half-hour film program,
starts on Canadian television stations late in
March.

Aitchison Labs (proprietaries), Philadelphia,
appoints Roy S. Durstine Inc,, N. Y,

S&W Fine Foods, S. F., names Honig-Cooper
Co., that city, effective May 1.

Milke Candy Co., Chicago, appoints Bozell &
Jacobs Inc., same city.

Chicago Chevrolet Dealers Assn. appoints Clin-
ton E. Frank Inc.,, Chicago, for combined
dealer group advertising.

Comstock Foods Inc. (pie mixes, apple sauce),
Newark, N. J., appoints Bryan Houston Inc.,
N. Y., effective immediately. Account was
formerly serviced by Leo Burnett Inc., Chicago.

Simoniz Co. Commercial Div. (cleaners, pol-
ishes), Chicago, appoints The Buchen Co.,
same city.

Lombarde Wine Co., Chicago, names Walker
B. Sheriff Inc., Chicago.
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LATEST RATINGS ——

NIELSEM

Top Radio Programs
Two Weeks Ending Jan. 7, 1956
Nielsen-Total in-Homs Audience

Homes
Rank Program {000)
Evening, Once-a-Week (Average for all Programs) (655)
1. Dragnet (NBC) 1,732
2. You Bet Your Life (NBC) 1,683
3. Great Gilderslesve (NBC) 1.59N
4. Edgor Bergen-Zenith (CBS) 1451
5. Our Miss Brooks (CBS) 1,404
6. Edgar Bergen-C8S Columbia (CBS) 1.357
7. Two for the Money (CBS) 1,357
B. Gunsmcke (CBS) 1,357
9. News & Gene Aufry (CBS) 1,310
10. Edgar Bergen-P. Morris (CBS) 1,217
Evening, Multi-Weekly (Average for all Programs) (796)
1. News of the World (NBC) 1,591
2. One Mon's Fomily (NBC) 1.591
3. Lowell Thomas {CBS) 1,544
Weekday (Average for all Programs) {1,404)
1. Rose Bowl Football Game (NBC) 3
2. A. Godfrey-Minn. Min.-Fri. {CBS) 2,246
3. Pro Football Chomp. Game (NBC) 2,246
4. Arthur Godfrey-Kellogg (CBS) 2,200
5. A. Godfrey-Staley-11:00 (CBS) 2,153
6. Young Dr. Malone-T. & Th. (CBS) 2,106
7. A. Godfrey-Minn. Min.-Tues (CBS) 2,012
8. This Is Nora Drake-B, Myer (CBS) 2,012
9. Guiding Light (CBS) 2,002
10. A. Godfrey-L. Howe-10:00 (CBS) 1,966
Doy, Sunday (Average for all Programs) {468)
1. Woolwoarth Hour (CBS) 983
2. Galen Drake-Sun. B:55 {CBS) 842

3. Robert Trout-News-10:00 (CBS) 702

Day, Saturday (Average for all Programs)

1. Gunsmoke (CBS)
2. Robert Q. Lewis-Milner (CBS)
3. Galen Droke-Sat. 10:05 (CBS) 1

Copyright 1956 by A. C, Nielsen Ca.

Calif. Long White Potato Advisory Board,
L. A, reappoints The McCarty Co., that city,
for 1956 advertising and sales promotion. Mc-
Carty has had account since board’s inception
two vears ago. Program for 1956 has been
expanded to national scope and plans include
radio.

Michigan Bank, Detroit, names Zimmer, Keller
& Calvert Inc., Detroit.

William Casual Furniture Co., Oak Park, IIL,
appoints Rudio Productions, Chicago.

Gold Bell Gift Stamps Cooperative Inc. (trading
stamps), Detroit, names Simons-Michelson Co.,
Detroit.

A&A PEOPLE

Jack C. Byrum, assistant account supervisor in
charge of national
advertising, Biow-
Beirn-Toigo, N. Y.,
(now Biow Co.)
to Kenyon & Eck-
hardt, N. Y., as vice
president and senior
account executive for
field operations.

Edgar R. Emery,
copy chief, John C.
Dowd Inc., Boston
agency, appointed
vice president and
account executive in
food and beverage division, Gerald D. Roscoe
also appointed vice president.

MR. BYRUM

Gerald F. Selinger, vice president, Lee Ramsdell
& Co., Philadelphia, appointed to new position
of executive vice president.

February 13, 1956 e Page 39



ADVERTISERS & AGENCIES

FILM

William W. Cook, for six years account execu-
tive WMBR - TV
Jacksonville, Fla., to
Hugh Dennis &
Assoc., Jacksonville
agency, as vice pres-
ident.

Richard C. Christian,
secretary and re-
search director, Mar-
steller, Richard,
Gebhardt & Reed
Inc., Chicago, pro-
moted to executive
vice president and
general manager of

MR. COOK
agency’s Chicago office.

Lynn Bickett, formerly executive vice president-
manager, KLIK Jefferson City, Mo., named
manager of Jefferson City office of Jackson.
Haerr, Peterson & Hall Inc., Peoria, IIl., suc-
ceeding Richard A. Hall, named account ac-
tivities supervisor for agency’s three offices in
Peoria, Jefferson City and Minneapolis.

Arch MacDonald, vice president and creative
director, John W. Shaw Adv. Inc., Chicago, to
Campbell-Mithun Inc., same city, in similar
creative capacity.

William F, Stalker, sales promotional manager-
publi¢ relations director, and Fred Grossman,
grocery buyer, Century Food Markets Co.,
Youngstown, Ohio, resigned to form advertising-
promotional agency. New firm, Stalker-Gross-
man Adv. Agency is in room 218, Pick Ohio
Hotel, Youngstown.

Kenneth S. Loring, director of product analysis,
Ross Roy Inc., De-
troit, elected vice
president of agency.
He has been with
Ross Roy since 1938.
In addition to prod-
uct analysis duties,
Mr. Loring will also
head special projects
department for De-
troit and Windsor
clients.

John Riedell, chief
accountant and of-
fice manager, Morse
International Inc., N. Y., elected comptroller-
treasurer.

MR. LORING

Elmer D. Free, formerly operator of Free
agency in Baltimore, to Joseph Katz Co., that
city, in charge of new business.

Alfred N. Miller, head of his own agency, has
disbanded organization to take charge of all
advertising activities of Jacques Kreisler Mfg.
Corp. (watchbands), N. Bergen, N, J,

Jack Doran, director of advertising and sales
promotion, Simoniz Co., Chicago, resigning,

Robert J. Hooper, assistant tc senior vice presi-
dent and production director, Lennen & Newell
Inc., N. Y., to Geyer Adv., N. Y., as assistant
account executive.

William J. Lyons, assistant to vice president,
radio-tv department, Bozell & Jacobs, N. Y, to
Dowd, Redfield & Johnstone, N. Y., as director
of radio-tv production. :

W. B. Kroske, radio and tv timebuyer, Pitts-
burgh radic and tv department of Ketchum,
MacLeod & Grove Inc., Pittsburgh and N. Y.,
promoted to producer.
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OFFICIAL ABSORBS TWO 4-STAR COMPANIES

Four Star Productions and Four
Star Television Inc. acquired
under contract. Four Star Films
Inc., production company, is
not involved in negotiations.

| ACQUISITION by Official Films Inc, New

York, of the assets of Four Star Productions
and Four Star Television Inc., both Hollywood,
was announced last week by Harold L. Hackett,
president of Official, and William A. Cruikshank
Jr., president of Four Star Productions.

The move was accomplished by the transfer
of the stock of the two Hollywood companies
for 695,000 shares of Official Films stock, worth
about $1.5 million on the market. It was stressed
that Official does not acquire Four Star Films
Inc., a company that produces Four Star Play-
house, Du Pont Cavalcade Theatre and Stage 7.

Under the contract terms, Official acquires
192 television films consisting of 129 Four Star
Playhouse programs, 3% The Star and The
Story programs, 24 Srage 7 programs and a 25%
profit participation in Sheena, Queen of The
Jungle, which is not produced by Four Star
Films Inc., but by Don Sharpe and the Nassour
Bros. and is distributed by ABC Film Syndica-
tion. Official also obtains all national and films,
syndication sales rights on Du Ponr’s Cavalcade
Theatrre, and all tv rights to the W. Somerset
Maugham literary properties.

The tric of Four Star companies is owned
by Dick Powell, Charles Boyer, David Niven
and Ida Lupino. Four Star Productions Inc. and
Four Star Television Inc. are predecessor
companies to Four Star Films Inc., which was
established earlier this year as a tv film pro-
duction company. Official, therefore, does not
acquire an operating production company out
of the transaction, as Four Star Films Inc. will
remain intact and produce such filmed series as
Four Star Playhouse, Du Pont Cavalcade
Theatre and Stage 7. The latter company will
continue to operate independently.

Television Programs of America, which owns
50% of Stage 7, retains distribution rights to
part of that series.

The transaction is subject to the approval of
Official stockholders, who will consider the
proposal in early March.

Public Service Division
Established by Guild Films

ESTABLISHMENT by Guild Films Co., New
York, of a public service division to handle
the distribution of its tv film program series
for private, non-television screening was an-
nounced last week by Reub Kaufman, Guild
Films president.

The new department, which will be headed
by Curtis Kaufman, director of client relations,
initially will make available for private show-
ings such Guild films as Confidential File,
Florian ZaBach and It's Fun to Reduce. It is
planned to add other programs to the list at a
later date. Guild Films will remove all com-
mercials and commercial lead-ins, Mr. Kaufman
said, and the only charge to groups will be for
handling expenses.

The department was established, Mr. Kauf-
man said, because of “a flood of unsolicited
requests” from various organizations for epi-
sodes of Confidential File. He added that re-
quests also had been received from schools for
Florian ZaBach.

WILLIAM A. CRUIKSHANK (I}, president
of Four Star Productions, and Harold L.
Hackett, president of Official Films, sign
the transfer contract.

Cities Service Buys ‘X’
On Multi-Market Basis

SIGNING of Cities Service Qil Co., New York,
to sponsor Ziv Television Programs’ Man Called
X series on a multi-market basis was announced
last week by M, J, Rifkin, vice president in
charge of sales for Ziv Tv. Total sales on the
series now stand at 137.

Cities Service markets definitely set, Mr.
Rifkin said, are Washington and Baltimore,
where the oil company will assume co-sponsor-
ship with Plymouth autos and National Brew-
ing Co., respectively. He added that time
periods in other eastern cities currently are
being cleared by Ellington & Co., New York,
Cities Service agency, for Cities Service sponsor-
ship of X.

Movies U. S. A. Joins Sterling

CONSOLIDATION of Industrial Film Div. of
Sterling Television Co., New York, with Movies,
U. S. A, New York, has been announced by
Saul J. Turrell, Sterling president. The new di-
vision will be called Sterling-Movies U, 8. A,
and will be headed by Charles Dolan.

Under the agreement, Sophie Hohne, founder
and director of Movies, U. S. A., will join the
new division and will direct activities of both
non-theatrical and television distribution of
films. Movies, U. S. A, was organized by Miss
Hohne in 1950 as a distribution company for
films of industrial, commercial and travel or-
ganizations.

Moore, Jacobson Join RKO

RKO RADIO PICTURES announced last week
that two television executives, Don Moore and
Benn Jacobson, will join the motion picture firm
as head of the eastern story department and
eastern casting and talent representative, re-
spectively.

Mr. Moore, for the past three years manager
of the story and script department, CBS-TV,
New York, will join RKO March 1, and Mr.
Jacobson, who formerly operated his own tv
and theatrical agency in Miami Beach, Fla.,
assumes his new duties today (Monday).

BROADCASTING ® TELECASTING



Pioneer of television in the Carolinas,
Top-Power WBTYV has reached new heights
in serving an ever-growing coverage area
of more than 300,000 families,

Jefferson Standard vision recently saw
completion of a §114 Million facility.
Operating from these kingsize facilities,
WRBTV originated a ““local live’” program
in full color on New Year’s Eve, becoming
the first station in the Southeast to be
completely equipped for color telecasting.

Years of leadership has projected this vision
into programming, engineering, promotion,
merchandising, and research. The vast
Carolina television market has been
cultivated by such vision resulting in more
sales for advertisers!

Advertisers with vision rate WBTYV the finest
in the Carolinas for “‘cost per thousand”

and immediate sales results. The whole story
of “Vision in the Carolinas’ can be yours by
calling: CBS Television Spot Sales or WBTV.,

BIV

| CHARLOTTE

JEFFERSON STANDARD BROADCASTING COMPANY
“VISION IN THE CAROLINAS"



NEW YORK
WRCA-WHCA-TV

WELCOME PHILADELPHIA! WELCOME BUFFALO!

The family of NBC Owned Stations now includes WRCV-TV, Chan-
nel 3 (formerly wpTz), and WRev, 1060 ke. (formerly KYw), in
Philadelphia and WBUF-TV, Channel 17, in Buffalo.

NBC’s parent ecompany, the Radio Corporation of America, has
been closely associated with the Philadelphia-Camden area for
over a quarter of a century. We are happy to have this new oppor-
tunity to be of neighborlyl service to our friends in this market,
with the finest Radio and Television entertainment on wrcv and
WRCV-TV. These new call letters stand for RCA Victor.

i LOS ANGELES
CHICAGO i

WHMAG-WHNBO



Welcome

In Buffalo, NBC will place its full resources behind WBUF-TV to
make it one of the nation’s great stations. WBUF-TV will carry
the finest in local programming and, next August, the full roster
of great NBC Television Network shows. Only on Channel 17 will
Buffalo-Niagara Frontier area families see the trail-blazing NBC
Spectaculars and the NBC Opera Theatre, the top sports events,

the brightest drama, the funniest comedy.

NBC proudly welcomes WRCY, WRCV-TV and WBUF-TV to the family.

NBC OWNED STATIONS represented by NBC Spot Sales

family

1 PHILADELPHIA EUFFALO

FRANCISCO baleiar b e WREV_WRCY.TY wWeUETY
KNBLT
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JOAN
DAVIS

CLOWN QUEEN OF TV

“| MARRIED
JOAN”

co-starring
JIM
(Mr. Magoo)
BACKUS

You can tell a girl
by the company she keeps...
and for the past two vears Joan
kept one of the nation’s biggest
companies dizzy with sales.
We've just pried her off the
network to make I MARRIED JOAN
available to regional and
local advertisers. No other
syndicated film series goes to
work for you so unquestionably
pre-sold. When you attach your
product message to Joan Davis in
I MARRIED JOAN, you hold
the attention of all age groups,

all economic levels, all the time.

98 HALF HOURS

The happiest, high-rated
network show...now tv’s
smash hit syndicated series.

Wrntorstate

TELEVISION CORPORATION
NEW YORK ' CHICAGO [HOLLYWOOD

445 Park Ave. (1250 S. Wabash | 4376 Sunset Drive
HUsray Hill 8-2545 | WAbash 2.7937 | NOrmandy 2.9181
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FLAMINGO ACQUIRES
EROS FILM RIGHTS

Large British company to pro-
vide 26 new features a year
for Flamingo for initial distri-
bution to tv and subsequently
for theatre use.

COOPERATIVE arrangement completed last
week by Flamingo Films, New York, and Eros
Films, London, is designed to provide U. S.
television stations with a continuous supply of
26 new feature films a vear, it was reported
last week by Sy Weintraub, executive vice
president of Flamingo.

Under terms of a contract signed last Mon-

day by Joseph Harris, Flamingo president, and
Michael Hyams, representing Eros Films, the
companies will establish a $4 million fund for
the production of feature films at the rate of
26 a year for distribution initially to tv and
subsequently to theatres. Flamingo also ac-
quires distribution rights for television and
theatres in the Western Hemisphere to all up-
coming Eros feature films.

More immediately, according to Mr. Wein-
traub, Flamingo will obtain more than 100
feature films made by Eros within the past two
vears for syndication to stations and advertisers.
One sale device to be used by Flamingo, Mr.
Weintraub said, is to offer stations buying the
package of more than 100 films the first refusal
rights on the upcoming feature films.

The new films will feature American talent
and will utilize the services of American writers,
producers and directors. Mr. Weintraub said.
He voiced the belief that this move by Flamingo
is the first one to make available to stations
a continuous flow of new feature film product.

Mr. Weintraub pointed out that the new film
will be “exposed” initially on tv in the U. S.
and released theatrically abroad. Flamingo
will set up a theatrical distribution unit to
service the U. S. and the rest of the Western
Hemisphere. He estimated that 18 new feature
films will be ready by the end of this year.

Fros Film is considered one of the larger
British film production companies. Co-owners
are Sidney and Philip Hyams.

The package of more than 100 films Fla-
mingo has acquired contains many British
suspense films, featuring such personalities as
Michael Wilding, Michael Redgrave, Valerie
Hobson, James Mason, John Mills, and Mar-
garet Rutherford.

Harris Directs TPA Ady.

APPOINTMENT of Elihu E. Harris as director
of advertising for Television Programs of Amer-
ica, New York, was announced last week by
Milton A. Gordon, TPA president. Mr. Gordon
said that Peter Wanphir Adv., New York, will
continue to serve as TPA’s advertising agency.
Mr. Harris served most recently as director of
advertising and promotion for Screen Gems
Inc. He had been head of promotion and public
relations for the savings bond division of the
U. S. Treasury for seven years.

MCA-TV Opens in Milwaukee

MCA-TV LTD., announced Thursday the open-
ing in Milwaukee of its 31st office in the U. S.
Buck Long has been named to head the new
office, reporting directly to John Rohrs, vice
president in charge of the midwest region.

UPA Gross Passes $1 Million,
Larger N. Y. Quarters Planned

UPA PICTURES Inc.,, Burbank, Calif., re-
ported gross production totaling $1,137,313.39
during 1955. A total $15.46 per share, net, was
earned and a $1 dividend per share on out-
standing common stock was declared, with
President Stephen Bosustow predicting 1956
gross production for UPA at more than $2
million. All company officers were reelected for
another term.

UPA’s New York studio will move to larger
quarters at 60 E. 56th St. in early March, in line
with plans for that branch to produce 50-60%
of the firm's tv commercial announcements.

Levitt to Screen Gems Sales

APPOINTMENT of Robert D. Levitt as di-
rector of national sales of Screen Gems Inc.,
New York, was announced last week by John H.
Mitchell, vice presi-
dent in charge of
sales.

He comes to
Screen Gems after
five years with The
American Weekly
and Puck The Comic
Weekly, first as as-
sociate publisher and
later as publisher.
From 1946 to 1951,
Mr. Levitt was di-
rector of Hearst Pro-
motion Enterprises,
where he coordi-
nated the promotion activities of the magazines,
newspapers, syndicates and other units in the
Hearst organization. During this period, he
played an active role in putting INS into the
television newsreel business.

MR. LEVITT

Atlas Films Numes Anderson

APPOINTMENT of James Anderson as tele-
vision director of Atlas Film Corp., Chicago
and Qak Park (IlIl.) tv production firm, was
announced last Monday. He succeeds Norman
Lindquist, who resigned to join Wilding Picture
Productions [AT DEADLINE, Dec. 26, 19551

Mr. Anderson has been with Anderson &
Anderson Inc., tv production company, for the
past three years and has been identified with
television production and advertising for 30
years.

Airways Offers Tv Film

PAN AMERICAN World Airways, N. Y., has
produced a 27-minute film, “Wings to Austria,”
which is being made available for television
through any of Pan American sales offices. Pro-
duced in full color and sound, the film includes
scenes from a tiny Alpine village, close-ups of
Viennese cafes and a visit to the Lake Country.

It's Raymond Nelson at NTA

RAYMOND E. NELSON was erroneously re-
ferred to as James E. Nelson in a BeT article
Feb. 6, which reported his appointment to the
staff of National Telefilm Assoc., New York.
Mr. Nelson, formerly with Television Bureau
of Advertising, has been named to a top-level
position with NTA, reporting directly to Ely
Landau, president, and Oliver A. Unger, execu-
tive vice president.
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Mass Production...

SOUTHERN STYLE!

Names such as Drexel, Kent Coffey, Heritage-Henredon, Tomlinson, ﬂ

Globe Parlor and many others make the Prospercus Piedmont section

of North Carolina and southwest Virginia the world’s largest producer of

wood furniture. Here in North Carolina alone there are more than 350 plants
producing every conceivable type of furniture for homes and offices around the world.

=

Furniture production in combination with other booming industries and diversified agricul-
ture make the 46 counties of the Prosperous Piedmont one of the top T'V markets in the na-
tion. And the only way to get complete coverage of this $2.3 billion market is with wrmy-Tv.

With basic CBS programming and full 100,000 watts power, wFMY-Tv completely dominates
the buying habits of the 2 million customers in the area.

To get "mass production” sales here for your product, call your H-R-P man today,

wimy-tv

%Wéz

GREENSBORO, N. Now In Our

Seventh Year

Represenfed by
Harrington, Righter & Parsons, Inc.
New York — Chicago — Son Francisco
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TV’S FILMED COMMERCIALS
SEEN AS BIG CAREER FIELD

Guild Films’ David Savage, ad-
dressing opening session of
forum series in New York, says
$18 million was spent last year
in production, which ranks up
- among the top U. S. industries.

DURING 1955 “some $60 million was spent
for the production of tv filmed programs [and]
some $!8 million on the production of tv filmed
commercials,” David Savage, assistant to the
president of Guild Films, reported Feb. 3 at
the opening session of a series of forums on
Careers in Radio & Television at New York U.,
New York, at which i
the major talk was
given by Charles
Harrell of Lennen &
Newell. (See text
page 34.) Mr. Sav-
age, who also is
a member of the
NYU faculty, con-
ceived the series with
Wally Gould, co-
director of Guild
Films commercials
division.

“"Ranking up
among the top U. S.
industries, the tv filmed commercial field . . . is
a field of tremendous potential for career de-
velopment,” Mr. Savage stated. The first forum
was devoted to “Filmed Commercials.” Other
sessions of the series will deal with sales, pro-
gramming, technology, production and sales
promotion,

Whereas radio programs are traditionally
written and directed and produced right in the
agency, “as television came along this thing got
a great deal more complicated,” Paul De Fir,
vice president in charge of television at Maxon
Inc., told the forum. “The agencies couldn’t
afford to sustain the tremendous staff necessary
to produce programs. So program production
passed into the hands of the networks and in-
dependent packagers . . . and agencies have
gotten now to the point where one of their
principal functions is the production of com-
mercials,

“If the commercials are not good, no matter
how good the program is, your account is in
jeopardy,” he declared, stressing the need for
dealing with a dependable film producer to
handle the job.

The complexities of a commercial film direc-
tor’s job were outlined by Mr. Gould. “You've
got to be a combination diplomat, salesman and
theatrical technican,” with the ability to satisfy
the agency and its clients, and “besides, we have
our own company producers, the people who
control budgets and expect us to bring in these
commercials at a profit . . . we work with union
crews and large studios with very expensive
equipment . . . and the net result is a film which
is exactly one minute of time {whose making]
involves at least 60 people from start to finish.”

Mr. Gould introduced Hank Aldrich, scenic
designer, under contract to Guild, who de-
scribed some of the problems of creating sets
for commercials, using the *“red letter day”
series for L&M as an example.

L. A. Court Decision Fails

To Settle “Tarzan’ Dispute

ALTHOUGH Los Angeles Superior Court
Judge William J. Palmer refused to dissolve a
1950 contract between Edgar Rice Burroughs
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Inc. and Commodore Productions & Artists
Inc., the dispute over who owns television rights
to Tarzan continues to rage.

Walter White Jr., president of Commodore,
said that the court’s memorandum of judgment
denied all declaratory relief seught by Bur-
roughs in its suit filed last August {BeT, Aug.
29, 1955] and ruled that the 1950 agreement
between Commodore and Burroughs still is in
full effect. The pact gave exclustve radio rights
on Tarzan to Commodore and first refusal to
exclusive rights in television.

Meanwhile, Norman Freeman, vice president
of Sol Lesser Productions, said that while the
court found the contract valid, the ruling “does
not change our position as it concerns Tarzan
on television.” Lesser made the movie version
on the jungle character and is planning a tv
series. .

“While that contract gives Commodore Pro-
ductions certain radio rights to Tarzan, the only

television provisions concern a right of first .

refusal, which Commodore failed to exercise,”
Mr. Freeman said, “thereby giving Edgar Rice
Burroughs Inc. the right to make a contract
with Sol Lesser Productions for the television
series. Such a contract has been entered into.”

Mr. White parried Mr. Freeman’s statement
that Commodore failed to exercise its first re-
fusal right with the comment, “there’s a skele-
ton in the closet somewhere.” Mr. White said
his firm lawfully exercised the tv option last
Tuly and plans tv production as soon as liti-
gation ends.

FILM SALES
CBS-TV Film Sales Inc., N. Y., announces sale

.of three properties to two Australian firms,

which will be operating commercial tv stations
beginning late this year. Film series sold to The
Herald & Weekly Times Ltd., Melbourne, and
Australian Consolidated Press Ltd., Sydney, are
Annie Qakley, San Francisco Beat and Life
With Father.

INS-Telemews, N. Y., has sold Daily Newsreel
to KTVK (TV) Phoenix, KFSD-TV San Diego,
and WTTG (TV) Washington. Other sales were
Weekly News Review to KID-TV Boise and
This Week in Sports to WAPA-TV San Juan,
P. R,

Ziv Television Programs, N. Y., reports sales of
Man Called X film series now total 117, with
latest sales to 11 regional and local advertisers
and six tv stations. Advertiser purchases in-
clude Ariz. Brewing Co., for Tucson and Phoe-
nix; Birnbaum Furniture, for New Britain,
Conn.;’ Marine Bank & Trust Co. and Elkes
Pontiac for Tampa-St. Petersburg and Safeway
Stores and Feld Chevrolet for Kansas City.

FILM PRODUCTION
Steve Cochran and Harry Ackerman, L. A.,
have started production of The Trailblazer,
based on life of John Fremont, aiming at fall
debut on CBS-TV network.

Inter-Tv Films Ltd., Montreal, announces it
has signed Errol Flynn to three-year contract
to host and appear in new half-hour tv film
series, Errol Flynn Theatre. Production will
begin in March in England with first 26 epi-
sodes expected to be available for distribution
in fall.

East Coast Television Inc., N. Y., new tv film
commercial -production firm, has completed
three color-tv spots for RCA Victor television
sets, two black-and-white spots for American
Tobacco Co. (Pall Mall cigarettes) and eight
black-and-white spots for Molson's beer and
ale.

UPA Pictures Inc., has begun production in its
N. Y. studio on new series of 20-, 30- and 60-
second commercials for Piel's beer, said to be

the largest campaign for one client that UPA
has scheduled at one time for animated produc-
tion. Company could not specify number of
announcements to be, produced. Agency is
Young & Rubicam, N. Y.

Albert C. Gannaway Productions, 1. A., says
production starts Feb. 27 for series of 39 Jungle
Girl tv films. Series, to be shot in Acapulco,
Mexico, is being made in association with
Magazine Management, syndicate which owns
comic books from which story is taken.

FILM RANDOM SHOTS

UM&M Tv Corp., N. Y., which recently ac-
quired world distribution rights to 1,600 short
subjects from Paramount Pictures Corp. for
estimated $3 million, appoints Robert W. Orr
& Assoc,, N. Y., as advertising agency.

National Assa. of Tv Film Directors has mailed
first issue of organization “Newsletter” to all
U. S. stations. Additional copies go to agency
film departments.

Jack Gross and Phillip Krasne of California
Studios, Hollywood, have purchased interest of
Roland Reed in Test Pilot, new half-hour film
series starring Preston Foster.

Ziv Television Programs, N. Y., is launching
public service campaign for new tv film series,
The Man Called X, explaining U. S. security
operations and intelligence services. Booklets
and folders tied to general theme of security
will be made available by advertisers to civic
organizations, patriotic societies, schools and
other community groups.

Associated Artists Productions, N. Y., an.
nounces “Abraham Lincoln,” one of 11 classic
features being distributed by AAP, has been
selected by N. Y. Historical Society for special
screening in its series of “Great Film Classics
on the American Scene.”

Cellomatic . Corp., N. Y., announces develop-
ment of new carbon arc projector, designed to
“permit greater use” of rear screen animated
scenes in production of tv programs and com-
mercials.

Paul Coates, L. A., columnist who stars in
Confidential File film series, and Guild Films,
N. Y., have arranged to lend program films to
Baltimore civic groups. Guild reports more
than 250 requests from civic organizations in
markets where series is seen.

FILM PEOPLE

Bosh Pritchard, Tel Ra Productions, Philadel-
phia, promoted to head firm’s syndication sales
department.

Edward W. Rinker, sales representative, Sarra
Inc., Chicago, tv production firm, to Kling Film
Productions Inc., same city, in similar capacity.

Murray Benson, account executive and former
public relations director, Kagran Corp., N, Y.,
to Stone Assoc., N. Y., production-merchandis-
ing firm, as merchandising executive.

Alfred B. Berry, administrative assistant, CBS
Inc., N. Y., named executive in charge of studio
relations for RKO Radio Pictures studio, Holly-
wood. Don Moore, manager of story and script
department, CBS-TV New York, named head of
RKO Radio Pictures’ new eastern story depart-
ment, Benn Jacobson appointed RKO eastern
casting and talent representative.

Norman Alperin, formerly with sales staff of
Charles Basch Productions, N. Y., appointed
account executive in New York office of Guild
Films Co.

Charles Whipple, sales staff of MCA-TV Ltd.,
Chicago, to Screen Gems Inc., same city, in
similar capacity.
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CHAMP
'WINS
AGAIN

by 5 to1margin

WHEN IT COMES TO SALES PUNCH
in the important Baton Rouge areq,
WAFB-TV has proved its supremacy
by a country mile!

In the latest Telepulse (Nov. MONDAY TO FRIDAY
1955)’ WAFB-TV was first in Stations 7 am-12 noen 12 noon-6 pm 6 pm-12 pm
347 quarter hours per week, WAFB-TY 62 51 54
compared to 78 quarter hours o - “ “
on station B ... giving WAFB-
TV a leadership of nearly five SATURDAY SUNDAY
to one. Stations 1 pm-6 pm | 6 pm-12 pm | 12 noon-6 pm | 6 pm.12 pm
ALL THIS AND wmm. | WAV 2o % | g |
CHANDISING TOO! Take Ste. € ' 7 6 4 3
overwhelmin g VieWEI‘ prefer_ s*Special Alternate-Week Seasonal ,Froudca.st )

a Does Not Broudcast Complete Period. Share Unadjusted.
ence, as demonstrated by this

survey, and add a merchan-

dising record that’s second to none; (1)
First place winner in recent “Lucy
Show” competition with a double first
prize for special merchandising job, (2)
First place in Sereen Gems, Inc. contest
on program promotion, (3) Among top
four in “Frank Leahy and His Football
Forecasts” The result is a sales potential
that can’t be beat. Wouldn’t you like to
put “The Champ” to work for you?

Call, write or wire: .
National Representative—Young Television Corp.
South & Southwest—Clarke Brown Co.

WAFB-TV

CBS—ABC 200,000 WATTS
affiliated with WAFB-AM-FM
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GOVERNMENT

350 REPLY COMMENTS FILED
ON TV ALLOCATIONS PROBLEM

Most filings reiterate stand taken in December with a larger propor-
tion of vhf stations objecting to actions which might decrease present
or future coverage. Three uhf stations submit plan to reduce vhf
power maximums to one-tenth that presently authorized.

A MAJOR PLAN-—cutting back the power
maximums of vhf television stations to one-
tenth existing maximums—was among the al-
most 350 reply comments filed last week with
the FCC in its current tv allocations proceed-
ings.

onward
& upward

IN PUBLIC
SERVICE

ey Coafho

S @ WA -

N e

and utilizing the newest technical

from a job well done.

LEADERS IN SEVEN MARKETS

coverage All Bahakel Stations are regional
outlets, with 6 of them offering 5000 watt coverage,
equipment
throughout from transmitter plant to studio equip-

ment. 1,000 WATTS
GREENWOOD, MISS.
acceplance Overwhelming Acceptance by WKOZ A

Local Advertisers in every retail category, Year

after Year tells a success story which comes only

programming that pleases With
an eye on the needs and interests of each Com-
munity, local popularity of program service has
won a wide and continuously loyal audience in

every locality served by a Cy N. Bahakel Station.

Executive Offices—Roanoke, Va.—P. 0. Box 1050

The radical proposal was submitted by
former FCC Commissioner Robert F. Jones in
behalf of uhf stations WHIZ-TV Zanesville,
Ohio; WTAP (TV) Parkersburg, W. Va,, and
WICA-TV Ashtabula, Ohio. It called on the

Commission to restrict ch. 2-6 stations to 10

SERVING
MILLIONS
IN THE
SOUTHEAST

MAIEY 5000 wars

ROANOKE, VA.

MY 500 warss

KINGSPORT, TENN.

WABG

KOSCIUSKO, MISS.

WPLH [Fawen

HUNTINGTON, W. VA,

WOD E PR

LYNCHBURG, VA,

g fi:

5.000 WATTS
BOWLING GREEN, KY.

kw, ch. 7-13 to 31.6 kw maximum power.

The bulk of the reply comments followed in
general the positions taken by pleaders in their
comments filed last December. A larger pro-
portion of vhf stations, however, entered ob-
jections to any moves that would imperil their
present or prospective coverage.

Uhf outlets again heavily favored revisions
of television allocation principles to ‘‘protect”
them from the effects of vhf competition. This
followed the pattern of asking for deintermix-
ture and/or additional vhf outlets.

Fm stations made their opposition known to
suggestions that additional vhf channels be
secured from varying portions of the fm band.
Educators continued to stand opposed to any
move to delete the educational reservations.

Comments by ABC, CBS, RCA-NBC,
Hometown Television Inc., A. Earl Cullum JIr.,
and Zenith Radio Corp. were restatements of
prior declarations.

Running throughout many comments by
major entities was the attitude that Comdr.
T. A. M. Craven’s proposals establishing tele-
vision assignment areas (based on economics
as well a engineering) should be seriously con-
sidered. However, some considered this too
Tong-range to meet immediate uhf needs.

The voluminous pleading will now come
under intensive study by the Commission’s
Rules & Standards Div., Broadcast Bureau.
This group of five ‘men will be augmented by
other Commission personnel, and the results of
their deliberations will be submitted to the FCC.
Whether an oral hearing will be required is
unknown at this time. However, before any
major changes in tv allocations fundamentals
can lake place, it is presumed the FCC will
issue another rule-making order—which will
permit further discussion by stations and others.

Reply comments filed last week are reported
below in digested form:

A strong plea that vhf stations be limited
in power to 10 kw for chs. 2-6 and 31.6 kw for
chs. 7-13, with antennas at 1,000 ft., was pro-
posed by ch. [8 WHIZ-TV Zanesville, Chio;
ch. 15 WTAP (TV) Parkersburg, W. Va,, and
ch. 15 WICA-TV Ashtabula, Ohio.

This would permit additional 24 vhf channels
to be allocated to the Ohio-Indiana-Western
Pennsylvania area, the uhf stations said, and
would permit a substantial addition of vhf
stations throughout the country.

The reply comments. submitted by former
FCC Commissioner Robert F. Jones, who was
one of the two dissenters to the Sixth Report,

Timetable

TRYING to determine when the FCC
will complete the current allocations pro-
ceeding, Sen. Magnuson polled all FCC
commissioners on their estimates at
Senate Commerce Committee hearing
last weck. Each commissioner qualified
his prediction in one form or another,
but the net result was as follows (Comrs.
Doerfer and Mack did not hazard spe-
cific guesses):

Chairman McConnaughey—April-May
is his hope, not longer than July in any
event.

Comr. Hyde—July, if Commission
decides just to make some adjustments
in present allocations principles; “years”
if it decides to reexamine entire funda-
mentals of tv allocations.

Comr. Webster—November.

Comr. Lee—March.

Comr. Bartley—June 1.
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Farm income state-wide: $1,236,903,125
Farm income WFBM-TV-wide: $791,618,000

WFBM-TV INDIANAPOLIS
Represented Nationally by the Katz Agency
Affiliated with WFBM-Radia; WOOD AM & TV,

Grond Ropids; WFDF, Flint; WTCN, WICN.TY,
Minneapo lis, St. Pout
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IT'S wBC’'S
BIG NEW SIGHT AND

... SOUND!

No wonder there’s excitement in the air in Cleveland —and half
of Ohio! Now, two members of the big WBC family have come
to town. Now station KYW at 1100 on the dial replaces Station
WTAM. And KYW-TV, Channel 3, replaces WNBK-TV.

This means great things to Cleveland, and you. It means
that Cleveland becomes one of the major WBC markets,
serving one-sixth of the population of the United States. It
means that now Clevelanders can enjoy the topnotch enter-
tainment, top news coverage and techpical perfection typical
of every Westinghouse Broadcasting Company station.

Outstanding local shows! Popular NBC network shows!
Color spectaculars! Drama, sports, comedy —the best of
everything they want to see and hear on KYW.-radio,
and KYW-TV. Plus public-spirited programming that
echoes the WBC creed —‘‘Broadcasting is most effective
on stations which have earned the respect and confidence
of the communities they serve.” 7

To you, this means audience action in America’s
seventh market. Put Cleveland’s entertaining new pair on
your sales staff. A call to WBC does the trick. Call MUrray
Hill 7-0808, New York. Ask for Eldon Campbell, WBC
National Sales Manager.

WESTINGHOUSE BROADCASTING COMPANY, INC.

RADIO TELEVISION
BOSTON—WBZ1+WBZA BOSTON—WBZ-TV JE
PITTSBURGH—KDKA PITTSBURGH —KDKA-TV s
CLEVELAND—KYW CLEVELAND—KYW-TV =
FORT WAYNE—WOWO SAN FRANCISCO—KPIX =

=

T -
i
-t

PORTLAND—KEX

KP1X represented by The Katz Agency, Inc.
All othar WBC stations represented by Free & Peters, Inc,

L=

A
i

Support the Advertising Council Campaigns.
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That's something that could be said for a lot

of products and services Milwaukee buys, because
in this case, the tipster we're referring to

is a WEMP Disc Jockey! These boys are strong

persconalities around here with a loyal gang
of fans. The audience they've built over

the years is your market, and whether they

lend their own inimitable styles to a ‘‘live"
announcement you send them or play your

transcribed message, you will sell on WEMP.

We suggest that you slap a harness on
Milwaukee’s vast buying market and do it
at a right handsome cost per thousand.
Give our reps a call and let them
give you the complete picture.

Milwaukee’s Best Buy w E M P

5000 wWatts at 1250

1935-1955 . . . 20 veurs of service to Milwanukee -
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Represented nationally by Heudlev-Reed
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included an extensive “critique” of the Com-
mission’s Sixth Report and Order and the results
of these principles after three years of experi-
ence.

Mr. Jones, who acted as Republican television
counsel for the Senate Commerce Committee
1954-55, made a number of critical comments
in his review. Among them were the following:

(1} That the 108 pre-freeze tv stations forced
the Commission to permit wider co-channel sep-
arations than necessary; (2) that the belief that
the 12 vhf channels will not provide a nation-
wide competitive television service “is an unin-
tended but unfortunate canard founded only
upon inefficient utilization of the vhf spectrum;
(3) that the increase in powers and heights
established to permit reception of vhf signals
without receiving antennas or [with] inexpensive
simple installations in the worst locations in the
largest cities, when combined with excessive
separations . . . resufted in the literal shrinkage
of the vhf spectrum through its great ineffi-
ciency, and eliminated an equitable distribution
of Grade A service to all parts of the United
States including substantial rural areas and
populations.”

The Commission, Mr. Jones wrote, *‘persists
to this day in an archaic city-to-city concept of
vhf assignments long after the characteristics
of the vhf channels changed to ‘area’ character-
istics.” He referred to certain moves by vhf
stations to locate transmitters so that the sta-
tion covers two or more contiguous markets as
“market-bagging.”

The problem, he said, is not one of uhf or
vhi. It is that of “small market stations versus
large market wide area (more efficient) vhf
stations.”

Deintermixture will not work, Mr. Jones
stated. For not only are uhf stations actually
small-market stations at the mercy of big-city,
wide-area stations, but they are the stations
“with the built-in disadvantages.” Uhf 1s
inferior to vhf, due to propagation character-
istics, cost of equipment and power to attempt to
match vhf coverage, lack of all-channel re-
ceivers and low-cost converters, he said. Net-
works seek wide area coverage and thus by-
pass uhf outlets, he said.

*. . . asking uhf to compete against vhf is
like asking it to flog an elephant with a whisk-
broom,” the former commissioner and former
congressman (R-Ohio) said.

With this attitude, Mr. Jones opposed such
recommended palliatives as deintermixture, ad-
dition of more vhf channels, addition of extra
vhf assignments in the top 100 markets to en-
sure three equal outlets for network programs,
squeeze ins (Mullaney plan).

He favored Hometown Television Inc.’s plea
for the creation of local outlets. He found
Comdr. Craven’s plan “worthy of very serious
consideration by the Commission.”

In discussing the plan to reduce vhf powers
by one-tenth, the joint reply submitted that the
following would be accomplished:

® Existing vhf channels would more nearly
cover normal trading areas.

® Integrity of small-market stations would be
improved.

®» More equitable distribution of Grade A
service is obtained.

e Requirements of the Communications Act
for equitable distribution of facilities are fully
met,

‘The engineering exhibit was prepared by the
Washington consulting engineering firm of
Vandivere, Cohen & Wearn.

ABC called on the Commission for “vigor-
ous and decisive” action immediately to re-
lieve the “economy of scarcity” in competitive

BROADCASTING ® TELECASTING
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Hurricane Hal

Year’s
biggest storm,

Coming this way,

Hal blew his copy,
The devil’s to pay!

; BUT - not with_
 JELEPROMPIER

SERVICE

Jhats. why —
ADVERTISERS PREFER
TelePrompTer stations like

Channel 3
Champaign, lIl.

KYTV

Channel 3
Springfield, Mo.

JeLe PRoMPIER CORPORAIION
300 W. 43 St., New York = JU 2-3300
L5 ANGELES CHICAGD  WASHINGTON  TORORTD
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facilties in major markets. It claimed, as
recited in CBS’ comments, that the 100 top
markets can support 398 competitive stations— -
but pointed out that there are only 263 com-
petitive stations assigned to those markets.

“Thus the public is now being deprived of
the services of over 130 competitive stations for
which there is now unquestionably adequate
economic support,” ABC said.

The network asked that first consideration
be given to the objective of multiple services in
as many communities as possible, This can
be accomplished by (1) deintermixture, (2)
assignment of additional vhf channels on re-
duced mileage separation, (3) release of un-
used educational channels, and (4) moving, in
some instances, vhf channels from one market
to another.

It listed almost 30 cities which it suggested
be deintermixed, one way or the other. Among
the cities specified were Miami (all uhf), Hart-
ford-Providence (all uhf). Syracuse, N, Y. (all
vhf}, Duluth-Superior (all vhf), Albany-
Schenectady-Troy, N. Y. (all uhf or all vhf).

Opposition was expressed to the Mullaney-
Welch, Mott & Morgan. CBS. Zenith-Skiatron,
and other proposals. It referred to the GE
proposal to move all tv to vwhf as having “the-
oretical merit” but impracticable due to dis-
location and also as having no possibilities for
immediate results.

It also termed Comdr. Craven’s proposals as
having “considerable merit”, but said they pro-
vided no immediate solution. The Joint Com-
mittee on Educational Tv comments, ABC said,
seeking to maintain educational reservations,
were short-sighted.

CBS declared that some of the proposals
would have a seriously detrimental effect on tv.
It opposed abandonment of the table of assign-
ments and the suggested adoption of case by
case consideration of applications; reduction of
service areas. moving all tv to uhf, and con-
tinnance of intermixture where uhf stations
strive to compete with a single vhf station.

It also termed “extraneous” such issues as
subscription tv.

Reduction in separations should be permitted,
CBS said, only in individual cases where such
moves are urgently required,

Reduction in service areas, the network de-
clared, would not only mean an “inevitable-loss
of service to the public” but also a degradation
in technical signal quality,

As an example, CBS said that if it were
possible to limit New York’s tv signals to
the New York trading area (as proposed by
Hometown Television Inc.), the residents of
Bridgeport, Conn,, would be deprived of seven
program choices in favor of perhaps one or
two local services.

“The price is too high,” the network stated,
“not to the networks, not to some of the large
market stations, not necessarily to many other
stations, but certainly to millions of viewers
who would be deprived of television service.”

CBS plumped again for its basic premise: at

| least three network services in the top 100

markets,

In an analysis of proposals that vhf stations
have their powers cut down to constrict cover-
age areas, CBS economist Sidney S. Alexander
estimated that from 3 million to 5.3 million
families would lose service.

RCA and NBC, in reply, declared that
the comments, taken as a whole, “reflect a broad
awareness of the important public reasons for
preserving the 70 uhf channels, as well as the
12 vhf.” This is a “long range and statesman-
like view,” it said. It follows, RCA-NBC stated,
that “an allocation plan based on 12 or 15§

channels, with or without lowered standards, is
of doubtful utility as a long-range policy of
allocation.” )

Expressing doubt that the proposals for drop-
ins, specified contours, or other means of con-
fining a tv station’s signal to its market can be
accepted since this would leave rural and small
town residents without service or with a de-
graded service, RCA-NBC added:

“This is one of the major policy questions for
resolution by the Commission and cannot be
dismissed . by characterization of rural
service as ‘fringe’”

Commission’s proposals for boosters and 5
megawatt power for uhf stations are desirable
objectives, RCA-NBC said.

The Storer Stand

Storer Broadcasting Co., advocating selective
deintermixture, claimed allies in its approach in
RCA-NBC, ABC and Comdr, T. A. M. Craven.
Even CBS, Storer pointed out, required 39 uhf
stations in 22 of the top 100 markets in order
to achieve its three outlets per top market ob-
jective under its Plan I. Warning that unless
uhf band is established on a “sound economic
basis” in a substantial number of markets, exist-
ing uhf stations will be unable to survive,

Opposing such ‘*‘unrealistic” proposals as
squeeze-ins, lower power, and other drop-in
techniques, Storer termed them “milk stop sta-
tions” which would derogate the service of
existing vhf stations.

Storer also revealed that its ch. 23 WGBS-
TV Miami showed its first operating profits in
November and December 1955 after months of
losses. There is an 85% conversion of tv re-
ceivers for uhf reception in the Miami area,
Storer said.

Storer thought technical advances, such as the
recently proposed “translator” stations, would
help overcome shadow area effects in irregular
terrain, a problem which has plagued uhf sta-
tions in rough, hilly and mountainous couptry.

It called the suggestions that additional vhf
channels might be secured from other services
“highly problematical and speculative,™ It
opposed all proposals “suggesting the use of
72-78 mc and 2 mc from fm to establish a vhf
tv channel, which would also require shifting
chs. 5 and 6 upward. It also opposed ABC’s sug-
gestion that mileage separations be reduced;
called the Mullaney-Welch, Mott & Morgan
proposal “completely unworkable and unrealis-
tic.” It also objected to any suggestion seeking
to dissolve the table of assignments.

In discussing proposals to drop-in vhf chan-
nels through the use of low power, low tower
stations with limited service areas, Storer de-
clared:

“It is incredible that the Commission will give
serious consideration to proposals which con-
stitute a back-tracking to the conditions that
existed in 1945 to 1948 and lead to the ‘freeze’.”

Submitted again was Storer’s detailed recom-
mendations for national selective deintermix-
ture.

Hometown Television Inc., a group of small
city tv stations mostly in the New England area
and predominantly uhf, stressed again that the
top priority for the FCC should be to provide
each community with at least one tv station.

“The time is at hand,” Hometown said,
“when the Commission must take immediate,
forthright, meaningful and effective action to
preserve and foster uhf and Hometown Tele-
vision and to rid the industry of the monopolis-
tic albatross which the networks have fastened
around the industry’s neck and which in these
proceedings they seek to engraft even more
securely.”

To accomplish this, Hometown urged that

BROADCASTING ® TELECASTING
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tower for two!

Two RCA Superturnstile high-power high-gain

antennas, Condelabra-mounted on Ideco Tower
soor 1521 feet into the sky to serve two Dallas
stations—WFAA-TV ond KRLD-TV.

(SEE NEXT PAGE)




World’s most unigue

IV antenna Installation!

PROVIDES SAVINGS UPWARDS OF $500,000

This unique antenna installation was developed by RCA and Ideco to meet the special
needs of Stations WFAA-TV and KRLD-TV which have relocated transmitter sites
and increased power In order to deliver greater coverage (o the rich Dallas-Fort Worth,
North Texas market area.

MULTIPLE ADVANTAGES

The RCA “Candelabra™ represents a radical approach to TV antenna design. It promises
broadcasters who desire the same antenna location such advantages as equal height
and simplified transmission line installation combined with the economies of a common
tower and single-sitc erection and construction costs. Through it, maximum height
allowable under aeronautical regulation may be achicved for both antennas.

$250,000 SAVINGS PER STATION

The cost of the completc Hill Tower instailation, including tower, antennas, trans-
mission lines and erection was close to one million dollars. Actual saving to each station
is estimated at $250,000—a total of a half million for the two. The tower was
purchased and is operated by Hill Tower Corporaiion, which is owned joinlly by the
lwo stations.

WORLD'’S SECOND TALLEST MAN-MADE STRUCTURE

The height of the tower from base to top of antenna is 1521 feet. This two-in-one
antenna installation is the second tallest man-made structure in the world.

Atop the tower is mounted the antenna platform, 80 feet across and 12 feet high.
It is triangular in shape to fit the tower’s cross-section pattern. The RCA antennas
occupy two of the corners . . . with a counterweight on the third corner.

ASK YOUR RCA BROADCAST SALES REPRESENTATIVE...

Your Broadcast Sales Representative will be glad to answer your questions about
television antennas and show you how RCA can provide you with the kind you need.
In Canada, write RCA VICTOR Company, Ltd.,, Montreal.

OTHER INTERESTING FACTS ABOUT ““HILL TOWER"

WFAA-TV ANTENNA. RCA Type
TF-12AH for effective raaiated power of
316 kw. Height 82’ 9”. Channel 8.
KRLD-TV ANTENNA. RCA Type
TF-6BM for effective radiated power of
100 kw. Height 82’ 9”. Channel 4.
Both antennas are designed to withstand
winds anticipated at high altitudes.

ELEVATOR for carrying personnel up
the tower 1o the 1435-foot level. Oper-
ated by new clectronic control system.

CATWALKS run out from elevator land-
ing in center of platform to three corners
of platform, for necessary maintenance.
LINE-OF-SIGHT DISTANCE, tower
top to horizon, approximately 60 miles.

Tower
structure
nearing
half-way
mark.
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the signal coverage of each station be con-
formed to the. retail trading area of its com-
munity with interference protection geared to
this area. It also advocated deintermixture to
establish uhf islands.

Hometown opposed proposals to permit max-
imum power for vhf stations in Zone I where
antennas are higher than 1,000 feet, and uhf
stations to radiate more than 1 million watts.
The use of satellites to extend a big city’s
coverage also must be stopped, Hometown said.

Zenith Radio Corp. stated that all comments
either fall into “destructive or futile” category,
or propose remedies that are insufficient to the
national “crisis.” This is basically “the eco-
nomic stagnation of the industry,” Zenith said.
The Chicago radio-tv manufacturer again called
on the FCC to authorize subscription television.
Calling on the FCC to decide the question of
pay tv immediately, Zenith said: “Procrastina-
tion in the face of the present economic crisis
can only lead to the loss of one of subscription
television’s greatest potential contributions,
namely, economic aid to those broadcasters
now facing bankruptcy.”

Joint Committee on Toll Tv opposes Zenith’s
comments regarding use of subscription tv.
Subscription tv is a separate proceeding, JCTT
said, and does not belong in the allocations
proceeding.

KFJZ-TV Fort Worth, Tex. (ch. 11), favors
subscription tv.

A. Earl Cullum Jr., Dallas (consulting en-
gineer), urges addition of three vhf channels
from fm band; greater channel utilization
through higher antennas, high gain receiving
2ntennas, cross polarization; opposes deinter-
mixture.

Group of 11 vhf stations, represented by
Washington attorneys Dow, Lohnes & Albert-
son. filed a joint reply comment which opposed
any proposal which would limit tv to the exist-
ing 12 vhf channels; degrade existing services
through reduced separations or the employment
of various engineering techniques to accomplish
closer spacing.

Terming these proposals “stop-gap” and
“short range,” the group said acceptance would
“sentence television perhaps forever to a very
limited number of channels without any signifi-
cant promise of growth and expansion; . . . fail
to provide immediately an improved nationwide
television service, nor do they offer any future
expectation of the fulfillment of such an ob-
jective.” These proposals are unsound techni-
cally, the group said, and offer “insignificant
compensation” for the resulting degradation of
existing tv service.

Supporting Comdr. T, A. M. Craven’s plan to
establish tv assignment areas, the vhf group
also paid tribute to the effectiveness of the
FCC’s Sixth Report and Order. “The tre-
mendous growth and development of the tele-
vision industry, encompassed within approx-
imately one decade, attest to the basic sound-
ness of the Commission's regulatory policies
and the general excellence of the service
rendered thereunder,” the document stated.

Uhf has had less than four years of trial,
these stations pointed out. Because of some uhf
operators’ problems, “exaggerated and captious
criticism™ of the basic allocations principles
have resulted, they said.

Stations signing this ‘document were: WSB-
TV Atlanta, Ga., ch. 2; WSYR-TV Syracuse,
N. Y., ch. 3; KOLN-TV Lincoln, Neb., ch. 6;
WKZO-TV Kalamazoo, Mich., ch. 3; WFMY-
TV Greensbore, N. C., ch. 2; WGAN-TV Port-
land. Me., ch. 13; WHIO-TV Dayton, Ohio,
ch. 7: KOIN-TV Portland, Ore., ch. 6; WJAR-
TV Providence, R. I, ch. 10; WCSC-TV
Charleston. S. C., ch. 5, and WIS-TV Columbia,
S. C.. ch. 10.

One group of 15 stations, represented by

BROADCASTING ® TELECASTING

" Loucks, Zias, Young & Jansky, said the FCC,

in considering the initial stage of its proceeding
has discouraged proposals limited to action in
only individual communities or a limited area,
leaving to a later stage comments on specific
channel assignments in individual communities.
These stations said that until the FCC has
“determined the general nature of any revisions
to the present allocation scheme which it would
be desirable to adopt,” they are unable to de-
termine their interest in the proceeding, but
said they may or may not file comments later,
depending on their interest. They were: WWEZ
New Orleans; WFAA-TV Dallas (ch. 8); WABI-
TV Bangor, Me. (ch. 5); WDBC Escanaba,
Mich.; WITVE (TV) Elmira, N. Y. (ch. 24);
KENS-TV San Antonio (ch. 5); WHTN-TV
Huntington, W. Va. (ch. 13); KRCA-TV
Sacramento, Calif. (ch. 3); KWTX-TV Waco,
Tex. (ch. 10); WENE Binghamton, N. Y;
KTSM-TV El Paso, Tex. (ch. 9); WARM-TV
Scranton, Pa. (ch. 16); WKBN-TV Youngstown,
Ohio (ch. 27); KROC-TV Rochester, Minn.
(ch. 10}, and KVAL-TV Eugene, Ore. (ch. 13).

Group of vhf stations, represented by Wash-
ington attorneys Kirkland, Fleming, Green,
Martin & Ellis, reserved the right to participate
in any future proceeding considering specific
changes in tv standards or allocations. Opposes
any recommendations that would result in
abridgment of service areas of existing stations,
or encroach upon future service potential of
vhf stations using high power and antennas to
provide service to rural areas. Also opposes
such plans as reducing separations, drop-ins, di-
rectional antennas, reduced power, etc. Calls on
FCC to encourage development of uhf. States
belief that present difficulties are result of
economic pressures not of permanent character.
Stations in this group are: WGN-TV Chicago,
ch. 9; WITV (TV) Jackson, Miss, ch. 12;
WBTV (TV) Charlotte, N. C., ch. 3; WBTW
(TV)} Florence, S. C., ch. 8 ; WDAF-TV Kansas
City. ch. 4; WSM-TV Nashville, Tenn., ch. 4;
KALB-TV Alexandria, La.,, ch. 5; KVEC-TV
San Luis Obispo, Calif., ch. 6; WALB-TV
Albany, Ga., ch. 10.

VHF COMMENTS

WVET-TV Rochester, N. Y. (ch. 10), opposes
drop-ins, deintermixture, or other arrangements
which would tend to curtail existing tv services.

WTVD (TV) Durham, N. C. (ch. 11), opposes
variations of proposals advocating drop-ins, de-
intermixture, or arrangements to curtail existing
services.

KSTP-TV St. Paul-Minneapolis, Minn. (ch. 5),
opposes drop-ins, deintermixture, or other ar-
rangements to curtajl existing services.

KATYV (TV) Pine Bluff, Ark. (ch. 7) opposes
drop-ins, deintermixture, or other arrangements
to curtail existing services.

WBEN-TV Buffalo, N. Y. (ch. 4), opposes
drop-ins, deintermixture or other arrangements
which would curtail existing services.

KARK-TV Little Rock, Ark. (ch. 4), opposes
drop-ins, deintermixture, or other proposals
which would curtail existing services.

KTEN (TV) Ada, Okla. (ch. 10), opposes
drop-ins, deintermixture, and other proposals
advanced which would curtail existing services.

KWTV (TV) Oklahoma City, Okla. (ch. 9),
opposes drop-ins, deintermixture, and other pro-
posals which would tend to curtail existing tv
services.

WREC-TV Memphis, Tenn. (ch. 3), opposes
drop-ins, deintermixture, and other arrange-
ments which would curtail existing services.

WCIA (TV) Champaign, IIl. (ch. 3), opposes
mixture of uhf and vhf, and advocates main-
tenance of status quo in regard to mileage
separations.
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outdated.
NETWORK

Nationo) Bmogh_:usling Company inter-

cannected offiliate. -!' i
QA

POPULATION

496,800 in grade A orea. 766,600 in

grade B. Total of 1,116,700 people in
entire  WITNlond. 256,700 fomilies

within ontenna range. SRR oy
[T LTI

EFFECTIVE BUYING INCOME
$652,651,000 in grode B area -olone.
$945,914,000 in entire WiTNland.

RETAIL SALES 3
$488,026,000 in grade B area alone.
$688,162,000 in entire WITNlond.

COVERAGE

The entire farm-rich, industrially-
booming Eastern North Caraolina mar-
ket.

REPRESENTATIVES

Headley-Reed Company, New York,
Chicago, Detroit, Atlanta, San Fran-
cisco, Hollywoad.

#SOURCES—Sales Monagement ond the
owner's brother-in-law.

(1)
witn

channel

serving eastern north carelina
transmitter at grifton, n. c.

studies & offices at washington, n. c.
316,000 .watts

headley-reed co., Tep.
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KGUL-TV Galveston, Tex. (ch. 11) opposed
Mullaney plan.

WISC-TV Madison, Wis. (ch. 3), opposes de-~
intermixture.

WSPA-TV Spartanburg, S. C. (ch. 7) opposes
drop-ins, deintermixture, and other mechanical
procedures which would result in ‘*“deteriora-
tion or curtailment of service by existing tv
stations,” City Council, Spartanburg, S. C.,
opposes suggestions that ch. 7 be moved from
Spartanburg.

WTCN-TV Minneapolis, Minn, {(ch. 11),
opposes drop-ins, deintermixture, and other
proposals which would tend to curtail existing
services.

KBES-TV Medford, Ore. {ch. 5) opposes
drop-ins, deintermixture, and other proposals
which would tend to curtail existing services,

KIEM-TV Eureka, Calif. (ch. 3), opposes

GOVERNMENT

drop-ins, deintermixture, and other proposals
which would curtail existing services.

KTHV (TV) Little Rock, Ark. (ch. 11),
opposes drop-ins, deintermixture, and other
proposals which would curtail existing services.

WEWS (TV) Cleveland, Ohio (ch. 5), opposes
drop-ins, deintermixture, and other proposals
which would curtail existing services,

WOOD-TV Grand Rapids, Mich. (ch. 8),
opposes drop-ins, deintermixture, and other
proposals which would curtail existing services,

KWK-TV St. Louis, Mo. (ch. 4) opposes
drop-ins, deintermixture, and other proposals
which would tend to curtail existing services.

WCIA (TV) Champaign, I, (ch. 3) objects
to CBS plan to include Champaign-Urbana in
Terre Haute market.

WBNS-TV Columbus, Ohio (ch. 10), opposes
comments proposing limiting tv to 12 vhf

ALL THE EGGS IN KANSAS
AREN'T IN ONE BASKET!

CHANGING $ IN KANSAS*

Total Income
$2,012,000,000

VHF
240,000
WATTS

CBS
Represented Nationally by H-R Representatives, Inc.

1946 Major Income Sources 1954
a3 Manufacturing 14,8
249 Farm 11.9
17.1 Government Pay &8
23.3 Trade and Service 14,9
25.4 All Others, such as: Mining, Construction, 50

Transportation, Property, Public Utilities, etc.

#*U. 5. Dept. of Commerce Survey of Current Business.

Changes in Kansas farm income are constantly
replaced and supplemented by progressively
increasing income from diversified sources. For

the Kansas Dollar, advertise on KTVH.

HUTCHINSN

KANSAS
BASIC
KIVH, pioneer station in rich Central Kansas, serves more than 14 important communities

besides Wichita. Main office and studios in Hutchinson; office and studie in Wichita
(Hote! Lassen). Howard O. Peterson, (eneral Manager.

Total Income
$3,417,000,000

CHANNEL

12
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channels, reduced separatiens, ‘“various engi-
neering techniques™ to accomplish closer spac-
ing; drop-ins, etc.

KRLD-TV Dallas, Tex. (ch. 4) opposes Mul-
laney-Welch, Mott & Morgan plan for “drop-
ping in” additional vhf chanmels, resulting in
degrading present vhf service,

WAAM (TV) Baltimore, Md. (ch. 13) op-
poses comments by CBS and others proposing
allocation of ch. 13 to Norfolk-Portsmouth-
Newport News area.

KFSD-TV San Diego, Calif, (ch. 10) opposes
KXLY-TV Spokane, Wash., comment that all
stations in Zone II be permitted to operate
with maximum power regardless of antenna
height. Recommends that Southern Calif. be
classified as Zone I (limiting vhf antenna
heights to 1,000 ft. for maximum power) or
that power cutbacks be instituted for Zone IT
stations where towers are above 2,000 ft.

KFMB-TV San Diego, Calif. (ch. 8) opposes
proposal by KXLY-TV Spokane, Wash., to
permit stations in Zone II to operate at maxi-
mum power regardless of antenna height.

WCHS-TV Portland, Me. (ch. 6), opposes
proposal of WNET (TV) Providence, R. I. (ch.
16), to move ch. 6 to Providence.

WCPO-TV Cincinnati, 0. (ch. 9), opposes
any action that would curtail or deteriorate its
present service. Also WMCT (TV) Memphis,
Tenn. (ch. 5); WISH-TV Indianapolis, Ind.
(ch. 8).

WPIX (TV) New York (ch. 11), opposes any
change in minimum mileage requirements. Also
KHQ-TV Spokane, Wash. (ch, 6).

WIRT (TV) Flint, Mich. (ch. 12), opposes
any change in present allocations which would
curtail service areas of tv stations.

WCCO-TV Minneapolis, Minn. (ch. 4), sup-
ports proposals for preserving extended cov-
erage for the benefit of relatively underserved
rural areas, either by establishing a class of
Rural Service Stations or otherwise.

WSJS-TV Winston-Salem, N. C, (ch. 12) op-
poses adding more vhf stations by reducing
facility separations which would also reduce
overall service, especially to rural areas.

Suncoast Cities Bestg. Corp. asks for affirma-
tive action on ijts petition to deintermix the
Tampa-St. Petersburg, Fla., area by dropping in
ch. 10 at New Port Richey, Fla.

WABT (TV) Birmingham, Ala. (ch. 11), op-
poses “shoehorning” of more vhf stations into
areas where they would curtail rural service of
existing stations.

KAKE-TV Wichita, Kan., (ch. 10) opposes
the request of WINT Waterloo, Ind. (ch, 15)
which seeks to identify itself as a Fort Wayne
station.

WIAC-TV Johnstown, Pa., (ch. 6) objects to
proposal of WIP-FM Philadelphia (ch. 227)
allocating 88-94 mc band, now assigned to fm,
to television. WIAC-TV claims that the move
would create a new television channel, desig-
nated as 6-A, and that it would be required to
change operation from its present ch. 6 to ch.
6-A. .

WKAT (TV) Miami, Fla. (ch. 10), entered
its appearance to preserve its rights and right
to appear and participate further in any de-
cisions affecting it.

WNEM-TV Bay City, Mich. (ch. 5), objects
to WKNX-TV Saginaw, Mich., proposal to de-
intermix Bay City-Saginaw-Flint area and with-
holding action on WNEM-TV application for
increase in antenna height and change in trans-
mitter location.

WNHC-TV New Haven, Conn. (ch. 8), en-
tered appearance to preserve its rights and
right to appear and participate further in any
decisions affecting it.

WXEX-TV Petersburg, Va. (ch. 18) entered
appearance to preserve jts rights and right to

BROADCASTING ® TELECASTING
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i
TO DELIVER
TOP COVERAGE
OF THE GREAT
MEMPHIS and

MID-SOUTH MARKET =

No wonder in Mémphis they say “There’s
more to see on Channel 3.” To a full
basic affiliation with CBS, WREC-TV
adds top local programming, and delivers
the fimest picture to a greater audience.
Yes, Channel 3 js “tailored” to do the
best selling job for you!

TELEVISION

Represented Nationally by The Katz Agency
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appear and participate further in any decisions
affecting it.

Queen City Broadcasting Co., Seattle (ch.
7), entered appearance to preserve its rights and
right to appear and participate in any decisions
affecting it.

Portsmouth Radie Corp., Portsmouth, Va.
g:h. 10}, opposes comments filed by Storer

roadcasting Co., Greylock Broadcasting Co.
and other parties urging deintermixture of the
Norfolk market.

WTWO (TV) Bangor, Me. (ch. 2), suggests
that any drop-ins be made om a case-by-case
basis; that no such assignments will be made if
the interference to an existing station would ex-
ceed the maximum (to be fixed by the Commis-
sion), and that assignments involving a lesser
Fegree of interference be made only upon a

GOVERNMENT

showing that the public need for the proposed
service outweighs the service which would be
lost by an existing station.

KREM-TV Spokane, Wash. (ch. 2), entered
appearunce to preserve its rights and right to
appear and participate in any decisions affecting
it.

WWI-TV Detroit (ch. 4), opposes all pro-
posals for reduction of minimum mileage sep-
arations; reduction in maximum permissable
effective radiated power and antenna heights,
and agrees with WIWO (TV) proposal regard-
ing authorization of any drop-ins.

WOI-TV Ames, lowa (ch. 5), opposes pro-
posal of WINT (TV) Waterloo, Ind. {ch. 15),
which would permit stations in small com-
munities to identify themselves with nearby
larger communities.

{more than 3 times as tall

surrounding counties.

Here is the tallest structure in Wisconsin

... taller than the giant Statue of Liberty 4
... pedestal

and all). That means top coverage for

TV advertisers! So, put your sales

messages on WISN-TV. You’ll blanket
Milwaukee County and 23 rich

HIGHER THAN

Statue d}j Eﬂib erty % /)

for greater coverage
with a perfect picture

Statue of Liberty . . ., 306 feet high
WISN-TV Tower . .. 1105 feet high
WISN-TV Power ... 316,000 watts

CHANNEL aeh

BASIC

ABC AFFILIATE

MILWAUKEE

Represented by

MILWAUKEE
v

Edward etry & Co., Inc.

Hiw YORX « CNCAOC - ATVANIA + DITEON * 101 ANGILIS <o
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WSAZ-TV Huntington, W. Va. (ch. 3), favors
modification of Section 3.614(b) pertaining to
maximum power and antenna heights in Zone
|; opposes any allocations plan which would
destroy interference-free service.

KGGM-TV Albuquerque, N. M., (ch. 13)
said it was against any action modifying any
present authorization for the station or causing
deterioration or curtailment of its tv service,
and that parties proposing a change of the pres-
ent allocations plan be required to show data
on any adverse effect on existing stations.

KOTYV (TV) Tulsa, Okla. (ch. 6), opposes the
Mullaney plan for establishing “secondary”
stations which could limit the coverage areas of
vhf stations and the shifting of ch. 5 and ch. 6
suggested by T. A. M. Craven and the coverage
limitations suggested by Committee for Home-
town Television, and favors the CBS plan for
making available three vhf stations in the 100
major population centers of the country.

KBET-TV Sacramento, Cal. {ch. 10) opposes
the proposal of KCCC-TV Sacramento (ch. 40),
that any vhf channel allocated for non-commer-
cial educational use but not it use by an edu-
cational station be made available for commer-
cial use.

WABD (TV) New York (ch. 5) and WITG
(TV) Washingten (ch. 5) oppose the proposal
of WIP Philadelphia for a new channel. 6A, to
be taken from the fm band and allocated to
Philadephia by changing the assignment of
WFIL-TV Philadelphia from ch. 6 to ch. 5 and
moving -other stations, including WABD and
WTTG from ch. 5 to ch. 6. Also WASH (FM)
Washington.

WFBM-TV Indianapolis, Ind. (ch. 6), opposes
any change which would diminish its service
and also opposes the petition of WINT (TV)
Waterloo, Tnd. {ch. 15), for modification of
identification and Jocation rules to permit sta-
tions assigned to smaller communities to move
their main studios into larger adjoining cities.

WISN-TV Milwaukee, Wis. (ch. 12), opposes
any action which would deteriorate or curtail its
service. Also WBAL-TV Baltimore, Md. (ch.
11).

WTVR (TV) Richmond, Va. (ch. 6), objects
to Mullaney plan for all vhf, proposals for re-
duced mileage separations between vhf stations,
maximum power with antenna heights over
1,000 ft. in Zone I, Crosley proposal to displace
chs. 5 and 6 upward by two mc to accommodate
intermediate channel and Pennsylvania Broad-
casting Co. plan to remove 88-94 mc segment
of fm band, which would result in substitution
at Richmond of ch. 6A for ch. 6.

‘WDSL-TV New Orleans, La. (ch. 6), opposes
any proposals to reduce permissible antenna
heights and effective radiated powers, any re-
duction of minimum co-channel or adjacent

| channel mileage separations, and any drop-in

vhf assignments in communities located at dis-
tances less than the presently authorized mini-
mum mileage separations. Also KOB-TV Al-
buqurque. N. M. (ch. 4) and KLZ-TV Denver.
Col. (ch. 7).

KTLA (TV) Los Angeles (ch. 5) opposes any
change detrimental to the station’s existing or
proposed service.

WGAL-TV Lancaster, Pa. (ch. 8), opposes
any change which would bring about restrictions
on existing coverage, whether from reduction of
present separation requirements, reduction of
standards of maximum permissible effective
radiated power and height. or any other means.

WTMI-TV Milwaukee, Wis. (ch. 4). opposes
any change in allocations accomplished by
methods in derogation of existing services.

KFJZ-TV Fort Worth, Texas (ch. 11}, op-
poses any action which would reduce mileage
scparations, powers and antenna heights of ex-
isting services. or in any way limit existing

| service areas.
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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
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CONCERT HALLS, HOTELS, ETC.
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... FOR GIVING SOUTH BEND-ELKHART
TELEVISION VIEWERS THE TYPE OF
PROGRAMS THEY PREFER. THE TOP 26
NETWORK TV PROGRAMS IN THIS AREA
i ARE CBS SHOWS—WSBT-TV CARRIES

Lt R

T

i
o

. || THEM ALL, EXCLUSIVELY, L

7 .The television audience surveys of the South Bend Market
*\'/ all tell about the same story. WSBT-TV DOMINATES
/ % the market. The latest survey, made by the American
T~ Research Bureau (Nov., 1955) gives further proof, It
reveals that in the South Bend-Elkhart market . . ,

. * The top 26 network TV programs in this area are CBS shows —
carried by WSBT-TV exclusively!

® The 31 most popular TV programs, both local and network—(37
of the top 40, and 42 of the top-rated 50!) are carried by WSBT-TV.

® During the prime evening viewing hours (6:00 to 10:30) almost
1 3 times as many people watch WSBT-TY as any other single station—
the WSBT-TV audience is greater than the combined total of all other
stations which can be seen in this area!

¢ When the same program was carried by all three local stations at
the same time (President Eisenhower, Nov. 11), WSBT-TV enjoyed
a viewing audience 14 times greater than the next closest station.

§—
i
i

4

Get all the facts on WSBT-TV and its prosperous 14-
county coverage area. Learn more about this remarkable
market where 95% of the TV homes are UHF equippe

to receive WSBT-TV. Write for free market data booi

—1
—F

1]
-+
I

.

.i:! [I

FIVE TOP-RATED SHOWS OF EACH OF THE SOUTH BEND-
ELKHART STATIONS—AND THE RATINGS OF EACH SHOW

WSBT-TV STATION “*A” STATION ‘‘B”’

Program Rating Program Roting Progrom Roting

1. $64,000 Question 37.0 Lux Theatre 242 Pro Football 0.4

2. 1 Love Lucy 56.6 Hit Purade 2.3 Disney land 19.8

e 3. Ed Sulliven 5.8 Parry Como 20.2 Lawrence Welk 18.0
=t 4, 'va Got A Secret 48.1 Ray Rogers 18.1 Rin Tin Tin 13.7
3. Climax 479 George Gobel 18.0 Deollar A Second 10.9

SOUTH
= BEND,
IND.

CHANNEL
CBS... & CBS BASIC OPTIONAL STATION 34

ASK PAUL H. RAYMER COMPANY o  NATIONAL REPRESENTATIVES
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GOVERNMENT

KPRC-TV Houston, Texas (ch. 2), opposes

any lessening of mileage separations or reduc-
.tion of tower heights which would degrade
present tv service and substitute multiple urban
service for rural service in many areas. Also
WHAS-TV Louisville, Ky. (ch. 11}.

WTTYV (TV) Bloomington, Ind. (ch. 10), asks
that ch. 4 be assigned to Indianapolis-Blocming-
ton or, if possible, to Indianapolis, as contem=
plated in CBS Plan I, which WTTV supports.
WTTYV recommends that higher antenna heights
be permitted for vhf stations in Zone I and op-
posses any reduction in separation between sta-
tions which it believes would result in a loss of
service in rural areas.

WGAN-TV Portland, Me. (ch. 13) objected
to comments by WTAO-TV Cambridge, Mass.
(ch. 36), proposing to move ch. 13 to Cam-
bridge.

WFIL-TV Philadelphia (ch. 6) and WNBF-
TV Binghamton, N. Y. (ch. 12) (Triangle Pub-
lications), opposed a proposal by WIP Philadel-
phia to “create a new tv ch. 6A and the reallo-
cation of chs. 5 and 6 in more than eight cities,
including Boston, New York, Schenectady,
Philadelphia and Richmond.” Triangle reas-
serted its opposition to increase of antenna
heights and maximum powers in Zone L

KFBC-TV Cheyenne, Wyo. (ch. 5) (also per-
mittee of KSTF [TV] Scottsbluff, Neb., en ch.
10), said only vhf is feasible in its Rocky
Mountain area and opposed any deintermixture
or vhf drop-ins. It approved satellite stations
as a “first service” in an area and asked FCC
consideration of applications for private inter-
city relays. .

KCSJ-TV Pueblo, Colo, (ch. 5), said only
vhf service is feasible in its Rocky Mountain
area and that it opposes any reduction of vhi
service, both in allocations and quality. The
station would support use of satellite stations,
but only in areas not now receiving service from
any regular tv station.

KTTS-TV Springfield, Mo. (ch. 10), said it
opposed disturbance of any existing service
and that anyone proposing a change in the al-
locations plan should be required to submit data
showing how the proposed plan affects existing
service. )

WPRO-TV Providence, R, I. (ch. 12), adopts
Dow, Lohnes & Albertson group filing opposing
proposals for “Limited and Degraded Channel
Utilization™ (see above).

WKY-TV Oklahoma City (ch. 4) and WSFA«
TV Montgomery, Ala. (ch. 12), oppose all pro-
posals which would reduce the maximum pet-
missable antenna height and effective radiated
power, minimum separation requirements or
changes which would permit drop-in assign-
ments at less than the minimum mileage sep-
eration in their zones. Also WCAU-TV Phil-
adelphia (ch. 10); WDEF-TV Chattanooga,
Tenn. (ch. 12); KTVT (TV) Salt Lake City (ch.
4).

WMAL-TV Washington, D. C. (ch. 7), op-
poses all suggestions . . . “which would have the
present capacity or future potentiality of bring-
ing about restrictions on existing areas of cover-
age provided for by present rules. . . .” Also
WBIQ (TV) Birmingham, Ala., (ch. 13); WTIQ
(TV) Munford, Ala., (ch. 7); WAIQ (TV) An-
dalusia, Ala., (ch. 2); WKTV (TV) Utica, N. Y.,
(ch. 13); KEYT (TV) Santa Barbara, Calif,,
(ch. 3); KFYR-TV Bismarck, N. D., (ch. 5);
WMAR-TV Baltimore, Md., (ch. 2); KMOT-TV
Minot, N. D, (ch. 10}; WOAI-TV San Antonio,
Tex., (ch. 4); KGHL-TV Billings, Mont., (ch.
8); WBAY-TV Green Bay, Wis, (ch. 2);
WDMIJ-TV Marquette, Mich., (ch. 6); WIBW-
TV Topeka, Kan., (ch. 13).

WMUR-TV Manchester, N. H. (ch. 9), de-
clares that the Commission should not take any

BROADCASTING ® TELECASTING




Listeners and
aodvertisers alike : "

STAY ALL
DAY with
WW.J

Hour after hovr, Detroit home and

auto radigidials stay put on 950. All day
long, this popular kilocycle highway carries the
messages of leading national and local

advertisers. The reason is simple.

Only WW!J in Detroit features such an imposing
array of microphone personalities, such outstanding
newscasters, disk jockeys, sportscasters

and woman commentators.

Only WWJ in Detroit presents NBC'S “Weekday”
and “Monitor”, bringing listeners the wealth of
entertainment and information for which

these network innovations are sa justly famous.

“Stay all day with WWJ."” That's good

o 5 o Asscciale Tefevision Station WWI.TV
advice for listeners, sound business :

for advertisers. Busrc;E@g Affiliate

AM—950 KILOCYCLES—5000 WATTS
FM—CHANNEL 246—397.1 MEGACYCLES

WORLD'S FIRST RADIC STATION e Owned and Operated by THE DETROIT NEWS National Representatives: FREE & PETERS, INC,
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action which would result in reduction of mile-
age separations, powers and antenna heights
of existing services, or in any manner limit or
reduce existing service areas. Also KTIV (TV)
Sioux City, Iowa, (ch. 4); WTVY (TV) Dothan,
Ala., (ch. 9).

KRCG (TV) Jefferson City, Mo, (ch. 13), op-
poses reduction in mileage separation between
tv stations and objects to GE proposal to move
all tv to uhf. Also KOMO-TV Seattle, Wash.
(ch. 4); Mountain City Tv Inc., Chattanooga,
Tenn. (ch. 3); KOTA-TV Rapid City, S. D.
(ch. 3); WATE-TV Knoxville, Tenn. (ch. 6);
KOOK-TV Billings, Mont. (¢h. 2); WRVA-TV
Richmond, Va. (ch. 12).

KOMA-TV Pittsburg, Kan. (ch. 7), says that
until the FCC has “more quantitative informa-
tion as to the present service that is available
and determines what channels are to be used for

GOVERNMENT

television service, it will be dangerous, indeed,
to adopt any of the basic changes which have
so far been submitted.” Also KFVS-TV Cape
Girardeau, Mo., (ch. 12); KRDO-TV Colorado
Springs, Colo., (ch. 13); WAZL-TV Hazleton,
Pa., (ch. 63); WDBJ-TV Roanoke, Va., (ch. 7);
WBDO-TV Orlando, Fla,, (ch. 6); WFBG-TV
Altoona, Pa., (ch. 10).

WKRC-TV (ch. 12) and WIVN-TV (ch. 6),
both Cincinnati, declare that “rule making
should not be adopted which will permanently
limit television to the vhf band. This means
that the CBS plan and similar proposals should
be rejected.”

WJIAC-TY Johnstown, Pa. (ch. 6), and
WBNS-TV Columbus, Ohio (ch. 10), oppose
recommendations filed which either directly pro-
pose or would by their effectuation result in
limited television channel utilization to exactly

NEW

. . . the TopekAREA audience prefers
to view it on WIBW-TV, and also
SPORTS, WEATHER, and FARM SERV-
ICE, according to Dr. Forest Whan's
TV Study of the TopekAREA, a free

copy of which is yours for the asking.

TOPEKA, KANSAS
Ben Ludy, Gen. Mgr.

WIBW & WIBW-TV in Topeka
KCKN in Kansas City
Rep: Copper Publicotions, Inc.

CBS + ABC
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or substantially the presently allocated 12 vhf
channels; radical “adjustments” in the alloca-
tion of the 12 vhf channels, ie., the carving
out of multiple additional vhf assignments de-
grading existing service.

VHF APPLICANTS

Maumee Valley Broadcasting Co. (applicant
for ch. 11 in Toledo) asked dismissal of com-
ments by WKNX-TV Saginaw, Mich. (ch. 57),
that the FCC withhold final action on awarding
ch. 11 in Toledo.. Maumee deprecated an ex-
pressed fear by WKNX-TV that ch. 11 might
be moved to Midland by reducing mileage sep-
arations and thus serve Saginaw. Maumee said
that applicants for ch. 11 in Toledo have pro-
posed sites on the other side of the city away
from Saginaw and Midland, but that if the per-
mittee proposed moving toward the Michigan
cities the proposal could be taken by the FCC
on its own merits. s

WVIS Owensboro, Ky. (applicant for ch. 9
at nearby Hatfield, Ind.), asked dismissal of
comments by three firms asking that a uhf chan-
nel be substituted at Hatfield for the purpose of
deintermixing Evansville, Ind., and Louisville,
Ky., and to add one uhf channel at Bowling
Green, Ky. WVIS said ch. 9 had been as-
signed at Hatfield at WVIS’ request, after
lengthy hearings, and that the public interest
and rights of the ch. 9 applicants require the
channel be unchanged.

WIBC . Indianapolis, applicant for ch. 13
there (for which an examiner has favored Mid-
West Tv Corp., Indianapolis), objected to a
proposal by WKLO-TV Louisville, Ky. (ch. 21),
to move co-channel 13 at Bowling Green, Ky.
(for which no application is pending), to Louis-
ville.

WPTF Raleigh, N. C. (applicant for ch. §
there) opposed a request (made before the pres-
ent proceeding) by WNAO-TV Raleigh (ch. 28)
that vhf ch, 5 be deleted from Raleigh and an
unspecified uhf channel substituted.

WIJIAX Jacksonville, Fla., applicant for ch. 12
there, opposed comments by WOBS-TV Jack-
sonville (permittee for ch. 30 there) asking de-
intermixture insofar as affects the ungranted ch.
12 there.

WCAE Pittsburgh, applicant for ch. 4 Irwin,
Pa., opposes any change which would result in
deteriorationt of curtailment of service and asks
that if any substitution of a new vhf channel for
ch. 4 is made WCAE be given an opportunity to
amend its present application without losing any
rights with regard to ch. 4.

WIRL Peoria, IIl., applicant for ch. 8, op-
poses deintermixture preoposals and CBS plan
for substitution of supplemental vhf chs. 6-A,
6-B and 6-C for present allocations in Peoria.

WMEBD Peoria, 1l., applicant for ch. 8, op-
poses deintermixture, generally and selectively,
particularly with reference to Peoria; result of
deintermixture would be to contract market
size to immediate community served by uhf
stations and would be ‘‘unwarranted interfer-
ence with economic structure of this country.”

Triad Tv Corp., applicant for ch. 10 at Par-
ma-Onondaga, Mich., objects to proposal of
ch. 57 WKNX-TV Saginaw, Mich., that FCC
withhold final action on applications for ch. 10
Parma-Onondaga pending determination of rule
making proceedings on overall allocations; asks
early decision by FCC.

KPAC Port Arthur, Tex., applicant for ch. 4,
opposes comments by Storer Broadcasting Co.,
Southern Radio & Equipment Co., GE and
others which seek deletion of ch. 4 from Beau-
mont-Port Arthur; KPAC says area is already
served by outside vhf’s so predominant uhf op-
eration is unworkable.

Allen B. DuMont Labs, applicant for ch, §
Boston, opposes the request of WNET (TV)

EROADCASTING ® TELECASTING




You Might Cycle Coast to Coast in 14+ Days*—

BUT ... you Neep wkzo-Tv
TO PEDDLE GOODS

IN WESTERN MICHIGAN!

The American Research Bureau Report, left, proves

AMERICAN RESEARCH BUREAU
FEBRUARY, 1955, REPORT

GRAND RAPIDS-KALAMAZOO t'hat WKZO-TV is th.e overwhelming favorite—morn-
ing, afternoon and night—not only in Kalamazoo and
N Higser Rering " Grand Rapids, but in Muskegon and Battle Creck, as
MONDAY THRU FRIDAY WKZO-TV | stotion 8 well! _
7 aum—5 p.m. 144 56 WEKZO-TV is the Official Basic CBS Television Outlet
5 pom.—11 p.m. 33 37 for Kalamazoo-Grand Rapids. Telecasting with 100,000
SATURDAY & SUNDAY watts from a 1000” tower, WKZO-TV delivers its ex-
10 a.m.—11 p.m. Sy 2 cellent picture to over 590,000 television homes in 29
NOTE: Survey based on sampling in the following propor- Western Michigan and Northern Indiana counties—
tions—Grand Rapids (45%), Kalamazoo (199), Battle Creek one of America’s top-20 TV markets!

(19%), Muskegon {17%).
' 100,000 WATTS ¢ CHANNEL 3 « 1000’ TOWER

WKZ0-TV

Kalamazoo-Grand Rapids
and Greater Western Michigan

Avery-Knodel, Inc., Exclusive National Representatives
*Donald Mainland did it (Santa Monica to New York) in May, 1958.

%8 .%fiefﬂ :%ﬂ‘ﬁb?ld

WKZO-TV—GRAND RAPIDS-KALAMAZOO
WKZO RADIO—KALAMAZOO-BATTLE CREEK
WJEF RADIO—GRAND RAPIDS
WIEF-FM—GRAND RAPIDS-KALAMAZCO
KOLN-TY—LINCOLN, NEBRASKA

Associated with
WMBD RADIO—PEOQRIA, ILLINOIS
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Providence, R. I. (ch. 16), that the grant of ch.
5 to Boston be withheld because it might be
necessary to require a c¢h. 5 transmitter location
that would make possible use of ch. 6 in Provi-
dence with the most suitable adjacent channel
separation.

The Times-Picayune Publishing Co., New
Orleans (WTPS), favored by an examiner for
ch. 4, said it was against disturbance of the
service area of existing services and pending
applicants; that the firm should retain its present
favored status for any new vhf channel substi-
tuted for ch. 4; and that New Orleans should
not be made all-uhf, as a Baton Rouge group
has proposed.

Jacksonville Broadcasting Corp. (applicant
for ch. 12, Jacksonville, Fla.), opposes any
suggestion to make Jacksonville all uhf.

WMAY-TV Springfield, Ill. (applicant for
ch. 2), opposes proposals of Plains Television
Corp., Prairie Television Co. and Signal Hill
Telecasting Corp. to delete ch. 2 from Spring-
field.

San Francisco-Oakland Tv Inc., Oakland,
Calif. (applicant for ch. 2), opposes any and all
proposals for the lowering of present allocation
standards for Zone II.

Sangamon Valley Television Corp., applicant
for ch. 2 in Springfield, Ill., declares “deinter-
mixture in the Springfield market would result
not only in gross inequities to the parties af-
fected, but would be a distinct disservice to the
residents of the area. ...”

WCYB Bristol, Va.-Tenn., applicant for ch,
5, opposes any action which might reduce the
station’s service area in advance.

Anthony Wayne Tv Corp., one of seven mu-
tually exclusive applicants for ch. 11, Toledo,
0., opposes (1) request of Lake Huron Bestg.
Corp. that final action be withheld, (2) any pro-
posal for reduced service, (3) any proposal to
move ch. 11 from Toledo.

WKHM Jackson, Mich., applicant for ch. 10,
opposes (1) proposal of Lake Huron Bestg.
Corp. that final action on the Jackson applica-
tion for ch. 10, Parma-Onondaga, Mich., be
withheld, (2) any proposals to reduce the service
area, (3) any proposal to delete ch. 10 from the
Jackson, Mich., area.

WTIC Hartford, Conn., applicant for ch. 3,
opposes proposals of WGTH-TV Hartford (ch.
18), WKNB-TY New Britain, Conn. (ch. 30),
WHYN-TV and WWLP (TV) Springfield, Mass.
{ch. 55 and ch. 22), WNET (TV) Providence,
R. I (ch. 16), to deintermix Hartford by delet-
ing c¢h. 3.

WFDF Flint, Mich., applicant for ch, 12, op-
poses drop-ins, deintermixture, and other pro-
posals which would tend to curtail ch. 12 serv-
ices if and when it is granted.

WHDH Boston, Mass., applicant for ch. 5,
opposes drop-ins, deintermixture, and other pro-
posals which would curtail the service which
would be rendered under the present allocation
table if the station is granted channel.

WRAL Raleigh, N. C,, applicant for ch. 5,
opposes drop-ins, deintermixture, or other pro-
posals which would curtail existing services or
deprive the Raleigh area of the service which
would be rendered it under the existing ch. §
allocation.

WOMI Owensbore, Ky., applicant for ch. 9
in Hatfield, Ind., opposes drop-ins, deintermix-
ture, or other arrangements which would curtail
existing services or those services soon to come
into existence.

WITV (TV) Ft. Lauderdale, Fla. (ch. 17),
opposes any proposals to eliminate uhf and
favors deintermixture as the only step which
would ensure the preservation of uhf. Also
WOBS-TV Jacksonville, Fla. (¢h. 30); WGTH-
TV Hartford, Cenn. (ch. 18); WKNB-TV New
Britain, Conn. (ch. 30); WHYN-TV Springfield,
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Mass. (ch. 55); WWLP (TV) Springfield, Mass.
(ch. 22); WICS (TV) Springfield, Ill. (ch. 20),
and WMGT (TV) Adams, Mass. (ch. 19).

WPFA-TV Pensacola, Fla. (¢h. 15), and
KTAG (TV) Lake Charles, La. (ch. 25) favor
treating each problem on a case-to-case basis.
Also WTVO (TV) Rockford, Ill. (ch. 39).

WMGT (TV) Adams, Mass. (ch. 19); WWLP
(TV) Springfield, Mass. (ch. 20); WICS (TV)
Springfield, IIl. (ch. 20); WNOW-TV York. Pa.
(ch. 49); WCMB-TV Harrisburg, Pa. (ch. 27),
and WICC-TV Bridgeport, Conn. (ch. 43), op-
pose relaxation of existing power-antenna
height restrictions of vhf stations.

WNOW-TV (ch. 49), WSBA-TV (ch. 43),
both Yerk, WCMB-TV (ch. 27), WHP-TV (ch.
55), and WTPA (TV) (ch. 71), Harrisburg, all
Pennsylvania, favor deintermixture of south-
central Pennsylvania by deleting vhf ch. 8
(WGAL-TV Lancaster).

WIMA-TV Lima, Ohio (ch. 35), opposes any
FCC action to amend allocations or degrade tv
engineering standards without first issuing
further notice of proposed rule making, giving
full details. Also KPLC-TV Lake Charles, La.
(ch. 7); WMT-TV Cedar Rapids, Iowa (ch. 2);
WSVA-TV Harrisburg, Va. (ch. 3).

WNOK-TV Columbia, S. C. (ch. 67), urges
the FCC to analyze and evaluate the various
allocation proposals that have been made and
then issue a tentative proposal of its own, giv-
ing the industry opportunity to comment specif-
ically on the proposal. Also WGBH-TV, non-
commercial educational station, Boston (ch. 2);
WMBR-TV Jacksonville, Fla. (ch. 4).

WLEX-TV Lexington, Ky. (ch. 18), does not
advocate change in allocation table which would
put vhf channel in nearby Richmond, Ky., but
wants first crack at such a channel if it is au-
thorized by the Commission,

KBIC-TV Los Angeles, Calif. (ch. 22), calls
for legislation to force production of all-channel
television receivers; or deintermixture in Los
Angeles so that city will have 10 vhf channels;
or, if above are not acceptable, permission for
tv stations to broadcast subscription television.

WGLYV (TV) Easton, Pa. (ch. 57), supports
CBS proposal to allocate a vhf channel in the
Easton-Allentown-Bethlehem area.

WANE-TV Fort Wayne, Ind. (ch. 69), op-
poses proposal of WINT (TV) Waterloo, Ind.

-{ch, 15), to move to Fort Wayne.

WAKR-TV Akron, Ohie (ch. 49), opposes
plans to cover Akron by Cleveland tv stations;
urges that if another vhf channel can be al-
located to east Ohio it be given to WAKR-TV.

WKOW-TV and WMTY (TV) Madison, Wis.
(ch, 27 and ch. 33), reaffirm their opposition to
the introduction of a vhf station into Madison;
urge deintermixture for the market.

WTOH Toledo, Ohio (ch. 79), and WBID De-
troit, Mich. (ch, 50), resubmit proposal for chan-
nel changes which would deintermix both cities,
making all commercial tv stations in Detroit vhf
and in Toledo uhf.

WHUM-TV Reading, Pa. (ch. 61), opposes
any proposal whose effect might be detrimental
to WHUM-TV’s existing service.

KTVI (TV) St. Louis, Me. (ch. 36), requests
the Commission deny all comments and pro-
posals that would directly or indirectly preclude
the relief of major metropolitan areas; that ch.
2 be immediately reallocated from Springfield,
II1., to St. Louis, Me., or to St. Louis and Terre
Haute, Ind., and that pursuant to amended Sec-
tion 309(c) of the Communications Act, that
ch. 2 'be assigned to Signal Hill Telecasting
Corp. [permittee of KTVI (TV)].

KEDD (TV) Wichita, Kan. (ch. 16), reiterated
a prior petition (denied) looking toward the
assignment of vhf ch. 8 to Hutchinson, Kan.
The proposal suggested a method of overcom-
ing the vhf-uhf intermixture problem in the

Wichita-Hutchinson area.

WLEV-TY Bethlehem, Pa. {(ch. 51), sub-
mitted an affidavit by an engineer which says
that *“the proponents of change in allocation
plan, in general, have failed to produce en-
gineering data which would assure considera-
tion on the basis of up-to-date technical in-
formation.”

WITH-TV Baltimore (ch. 72), opposes any
proposal that is detrimental to it; asserts its
right to full evidentiary hearing under Section
316 of the Communications Act of 1934.

WKIG-TV Ft. Wayne, Ind. (ch. 33), opposes
proposal made by WINT (TV) Waterloo, Ind.
(ch. 15), permitting a station licensed to a com-
munity of under 50,000 to be identified as
located in an adjacent larger community.

KTVQ (TV) Oklahoma City (ch. 25), favors
treating each problem on a case-to-case basis
and in markets where additional vhf channels
must be allocated, existing uhf permittees and
licensees should be assigned the new channels.

WBGR (AM) Jesup, Ga., favors proposal
submitted by WOBS-TV Jacksonville, Fla. (ch.
30), recommending reallocation of tv channels
in southeast Georgia and northeast Florida.

WICC-TV Bridgeport, Conn. (ch. 43), op-
poses proposal to increase power of uhf stations
to 5 megawatts. Alsoc WWLP (TV) Springfield,
Mass. (ch. 22).

KVDO-TV Corpus Christi, Tex. (ch. 22), op-
poses Mullaney and CBS plans and all others
which would curtail uhf.

WIHP-TV Jacksonville, Fla. (ch. 46), said it
was against any modification or curtailment of
its existing service, asked for “at least three
fully competitive tv channels” in Jacksonville
and for no new vhf channels which would re-
quire conversion.

WNDU-TV Socuth Bend, Ind. (ch, 46), said it
was against any modification of any present
authorization for the station or that deteriora-
tion or curtailment of its service be caused. It
asked that if the South Bend-Elkhardt and Ft.
Wayne markets are made vhf, as proposed by
CBS, that there be no intermixture between
new and old vhf channels and that only exist-
ing uhf stations be allowed to compete for them.

WLBC-TV Muncie, Ind. (ch. 49), opposes
proposals for tower height increases with maxi-
mum power for vhf stations in Zone 1.

KCCC-TV Sacramento, Calif. (ch. 40), sug-
gests utilization by commercial interests of edu-
cational vhf reservations not in use, shifting
educators to uhf, with particular reference to
Sacramento, allowing KCCC-TV to switch to
ch. 6; opposes additional vhf allocations.

WLAP-TV Lexington, Ky. (ch. 27), asks re-
consideratton of its proposal to amend FCC
rules to include northern Kentucky in Zone I
and assign ch. 4 to Lexington.

WSBT-TV South Bend, Ind. (ch. 34), calling
itself typical of uhf stations operating in so-
called “island” situations, asks that it either be
protected in its present operations or afforded
adequate relief in event of changes in the allo-
cation practices under which it was brought into
being. Also WBEE-TV and WILK-TV Wilkes-
Barre, Pa. (chs. 28 and 34, respectively).

WTVK (TV) Knoxville, Tenn. (ch. 26), asked
for assignment of a third commercial vhf ¢chan-
nel in Knoxville or in the alternative to make
ch. 10 there (awarded to WBIR Knoxville Jan.
13) educational, substituting for it educational
ch. 20, thus giving Knoxville one vhf and two
uhf commercial outlets and one educational v.

WHEK-TV Cleveland, Ohio (ch. 19), asked the
FCC to provide at least one more vhf channel in
Cleveland in addition to the three vhf assign-
ments already made there.

FM COMMENTS

WHOM-FM New York City claims that any
shift in frequency “is bound to cause great con-
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GPL 35mm. Telecast Projector
gives superior color transmission. Projects
equally fine black and white film, and per-
mits still-frame operation. To produce this
new leader in the 35 mm. field, GPL engi-
neering skill adapted to television the famous
Simplex XL mechanism and sound head
made by International Projector Corpora-
tion, an affiliated GPE Company.

leadership ...

GPL Three-Vidicon Color Film

Chain provides color picture of unmatched
quality. Typical GPL performance superior-
ity has been achieved with a highly ad-
vanced color filter system, precise registra-
tion, precision-engineered GPL components,
and factory-adjusted optical and mechani-
cal alignment. Compact, easily fitted into
your present monochrome film layout.

GPL 16mm. Telecast Projector
provides bright, clean-cut, crisp pictures,
and high fidelity sound reproduction. [t is
designed for use with ail film chains, mono-
chrome or color. 4,000-ft. film magazine de-
livers two hours of continuous operation.
Separate mofor drive for film feed and take-
up. Trouble-free start and stop operation,
local or remote.

GPL-Watson Vari-Focal Lens gives
high definition equal to that of fixed-focus
cameras. 3 ta 30’ focal length range makes
lens equally useful in stulio and field. Will
perform most work requiring 2 chains. Fits
all monochrome and color image orthicon
cameras. Fully color-corrected, has flat field
aver entire range. Simply operated from
camera or control room.

GPL Vidicon Film Chain provides im-
proved picture sharpness and contrast, and
better film transmission. Operates unat-
tended. It is the most advanced black and
white equipment available for new stations.
In existing stations, can replace iconoscope
overnight; using same projectors, master and
utility monitors, racks. Long-life vidicon

tube; stable black level; easy to mulriplex.

GPL Video Recording System is
used in over ?0% of all videoc-recording-
equipped studios in the country. It is a thor-
oughly integrated system providing finest
picture resolution and grey scale with high
quality recorded sound. Does not require
exact synchronization between local power
frequency and incoming video, so permifs
recording of signals from remote locations.

Write, wire or phone for detailed information.
General Precision Laboratory Iincorporated

Plegsantville, New York e e o e s 0o e s 000 cseesosoescsnscsesoooee
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AMERICAN RESEARCH BUREAU

announces the

1956 METROPOLITAN AREA

ALABAMA
Decatur
Dothan
Florence-Sheffield
Gadsden
Selma

ARKANSAS
El Dorado
Fayetteville
Fort Smith
Texarkana

CALIFORNIA
Chico
El Centro
Merced
Salinas-Monterey
San Luis Obispo
Santa Barbara
Santa Cruz
Tulare

CONNECTICUT
Middletown
New London
Torrington
Waterbury
Willimantic

FLORIDA
Daytona Beach
Fort Myers
Gainesville

Surveyed Jan. 10 thru Feb. 5 and to be issued February 20, 1956

presenting reception and tune-in preference data for 225 key TV-served markets

Now, for the second year, ARB makes available to the broadcast industry
the results of comprehensive and significant research into coverage and
viewing habits in TV’s problem areas. This new 1956 study is an enlarge-
ment of ARB’s now well-known “Abilene to Zanesville” survey released
early in 1955. The first “A-t0-Z” report proved to be one of the most widely
accepted and valuable broadcast measurement studies ever produced, and
the bigger 1956 study will be even more useful to broadcast buyers and
sellers. ;

Many key markets reported in the 1956 study are served only by TV
stations located outside their own area, providing an excellent cross-refer-
ence to station coverage and viewer acceptance.

For each of the 225 markets (sec list), these facts will be reported:
1) Percent homes having TV (including UHF saturation); 2) Stations
operating in the area with percent of TV homes able to receive; 3) Sta-
tions viewed most (with 1st and 2nd preference) for daytime and evening.

Ocala
Panama City

GEORGIA
Albany
Athens
Brunswick
Columbus
La Grange
Macon
Rome
Savannah
Thomasville-

Tallahassee, Fla.
Valdosta
Waycross

IDAHO
Idaho Falls
Twin Falls

ILLINOIS
Bloomington
Centralia
Danville
Dixon
Freeport
Harrisburg
Jacksonville
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Mattoon Pittsfield Ogdensburg Uniontown
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{ANSAS Tupelo Chillicothe Midland
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Manhattan Poplar Bluff Sandusky Waco
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Charlottesville
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Lynchburg
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WASHINGTON
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Paducah Norfolk Stillwater Parkersburg
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Lawrence Jamestown Pottsville Hamilton
Lowell Kingston Reading Toronto
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fusion and to affect our operation seriously.”

WYKO-FM Columbus, Ohio, opposes any
suggestion that any portion of the fm band be
reallocated for use by television.

WMMW-FM Meriden, Conn., opposes any
suggestion that any portion of the fm band be
reallocated for use by television.

WEOL-FM Elyria, Ohio, opposes any sug-
gestion that any portion of the fm band be re-
allocated for use by television.

WHCU-FM Ithaca, N. Y., opposes all pro-
posals seeking allocation of new vhf tv fre-
quencies from that portion of the spectrum now
allocated to fm broadcasting. Also WEAW-FM
Evanston, Il

EDUCATIONAL COMMENTS

National Association of Educational Broad-
casters (NAEB) opposes any allocation of the
fm band that would cause “non-commercial
educational stations to undergo great expense
and hardship in changing frequencies.”

KQED (TV) San Francisco, Calif. (ch. 9),
opposes comments of KSAN-TV San Francisco
proposing, in alternative, that educational chan-
neis be used commercially, except for three
or four hours a day.

WIPR-TV San Juan, P. R. (ch. 6), opposes
any proposal detrimental to WIPR-TV or edu-
cational tv in general.

MISCELLANEOUS

WVOK Birmingham, Ala. (am station), op-
poses suggestions regarding reduced mileage
separations, drop-ins, Recommends tall towers.
Also WBAM Montgomery, Ala., and William
E. Benns Jr., Washington consulting engineer.

Barrow's Committee
Makes Second Round

FCC’s network investigating
committee and special staff
visited ABC, Mutual and sta-
tion representatives last week,.
plans stops at AAAA and JWT
today (Monday) and a talent
agency tomorrow.

FCC’s network investigating committee and its
special staff late last week launched its sec-
ond round of information-gathering visits in
New York, which this time was to include sta-
tion representatives and advertising and talent
agencies as well as networks.

FCC Chairman George C. McConnaughey,
Comrs. Rosel H. Hyde, Robert T. Bartley and
John C. Doerfer, and Dean Roscoe Barrow
of the U. of Cincinnati Law School, head of the
special investigating staff, headed the delega-
tion as it opened a five-day schedule with ses-
sions with ABC President Robert E. Kintner
and other ABC officials on Thursday. They
held similar sessions with CBS and NBC early
in January [BeT, Jan. 9].

The group moved to Mutual on Friday and
was slated to meet with station representatives
convened by Station Representatives Assn. Sat-
urday. Tts agenda for the rest of the visit in-
cluded a meeting Monday with officials of a
group of adveriising agencies, arranged through
American Assn. of Advertising Agencies, and
conferences with talent agency executives on

— W SR e S e Lyt

A HAIL of MANL =

from As Far As 120 M

Tuesday.

The meeting with advertising agencies is
scheduled to start at the AAAA headquarters
and includes a tour of the offices of J, Walter
Thompson Co. The talent agency meeting, to
be held at FCC quarters at 90 Church St., is ex-
pected to include representatives of William
Morris Agency, MCA, and others. Dean Bar-
row has made it plain that the group does not
intend to confine its talks to either the New
York area or the larger firms and organiza-
tions. It also plans to meet subsequently with
smaller agencies, network affiliates and inde-
pendent stations, and with film producers and
distributors. A meeting with film people had
been sought as part of the current visit but had
to be deferred for lack of time.

Purpose of the sessions, like those with CBS
and NBC last month, are primarily to ac-
quaint the committee and its staff with the
fundamentals of radio and tv operations.

In the ABC meeting Thursday, the group
also heard a reiteration of that network’s views
on the need for additional tv stations in im-
portant markets in order that ABC-TV may
operate on a more equal competitive footing
with the other tv networks.

ABC participants in the session, in addition
to President Kintner, included Harold L. Mor-
gan Jr., vice president and controller; Ernest
Lee Jahncke Jr., vice president and assistant
to the president; Frank Marx, vice president
for engineering and general services; Robert
Lewine, vice president for television program-
ming and talent; John Daly, vice president for
news, special events, sports and public affairs;
Slocum Chapin, vice president for tv network
sales; Mrs. Geraldine B. Zorbaugh, secretary

VAR |
ILES AWAY!

‘:1\-:'\.0

Talk about COVERAGE! WKHM has it! Our recent mail poll proved
beyond the least shadow of doubt that WKHM not only covers Jackson\‘"‘ —
thoroughly, but reaches a tremendous audience in cities and towns as =
much as 120 miles from here. Our mail bag is always full because we’ve got

the power to reach untold thousands of homes for many miles around . . .

and programming that reaches millions of hearts. No wonder

WKHM advertisers are enjoying the big pay-off! rj::?
suve up to Is% : T R w—'r:. L S s Sty o

By buying 2 or more of these

Get the Jack out of Jackson on

—_—

f - Powerful Stations |
I BUY ALL 4 STATIONS ...SAVE 15%
. BUY ANY 3 STATIONS ... SAVE 109 |
BUY ANY 2 STATIONS ... SAVE 5% |
S\ WKMH WKMF
Daarborn-Detrait Flint, Mich. 4y JACKSON, MICHIGAN
Y WKHM WSAM '1 Fred A. Knorr, President

> Jatkson, Mich. Saginaw, Mich. ) John O. Gilbert, Managing Director

7 Jackson Broadcasting > 4,
“ & Televiston Corp,

Jackson Broadcasting & Television Corp.

Represented by HEADLEY-REED
Page 70 ® February 13, 1956

KNORR Broadcasting Corp. Affiliate
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No matter how you figure it...

Famous Film Festival is TV's

best participation buy!

Marshal the facts . . . study the figures . . . total the costs.
You'll agree that ABC-TV’s Sunday-night Famous Film fes-
tival is the finest participation buy of all.

What TV show consistently gives you top stars like
Deborah Kerr, James Maoson, Jean Simmons, Stewart
Granger? Which show always offers smash films like The
Lavender Hill Mob, Odd Man Out, The Red Shoes?

What participation show outrates® all others? What par-
ticipation show has o cost per thousand viewers per com-
mercial minute of $1.25? What participation show owns
the prime Sunday-night time slot 7:30 to 9 EST?

The answer to all these questions is ABC-TV's Famous Film
Festival. Very likely, it's just the answer you're looking for.

*Nielsen Dec. | & |1, Jan. |

ABC Television Network

. E bt i A
|l it I



and general counsel, and Gene Accas, director
of sales development and research, who was
making one of his last official appearances for
ABC before moviig to Television Bureau of
Advertising this week [BeT, Jan. 23].

The Mutual group will be headed by Execu-
tive Vice President John B. Poor and is slated
to include George Ruppel, vice president and
treasurer; Harry Trenner, vice president in
charge of sales; Robert A. Schmid, vice presi-
dent in charge of advertising and public rela-
tions; Robert Monroe, vice president in charge
of programs; Richard Puff, director of research
and planning; and Robert Carpenter, director
cf station relations and co-op programming.

In addition to an appraisal of industry opera-
tions from the station representative’s view-
point, the SRA meeting Saturday—to be held
at the Ambassador Hotel—was expected to en-
compass questions as to the right of networks
to represent affiliates for the sale of spot ad-
vertising. Representatives have traditionally
opposed network operation in this field and
SRA's predecessor organization carried
battle before the FCC in the late 1940's in a
proceeding that was never finally decided.

The representatives’ group at the session with
FCC was to be headed by SRA President Adam
Young, of the radio and tv representation firms
bearing his name, and Larry Webb, SRA man-
aging director. Other scheduled participants
included Lewis H. Avery, Avery-Knodel; Frank
M. Headley and Frank Pellegrin, H-R Rep-
resentatives; Ed Fitzsimmons, Weed & Co.;
Eugene Katz and Dan Denenholtz, Katz
Agency; Robert Meeker, Robert Meeker Assoc.:
John Blair, John Blair & Co.; William H.
Weldon, Blair-Tv; Lloyd Griffin and George
Castleman, Free & Peters, and John Pearson
and Russ Walker, John E. Pearson Co.

The meeting at AAAA will be divided into
three sessions, one in the morning on media
evaluation and timebuying, one in the afternoon
on programming and administration, and one
in late afternoon on management. President
Frederic R. Gamble will head the AAAA dele-
gation,

Participants at the media meeting are slated
to include Kenneth Godfrey, AAAA vice presi-
dent and secretary to the committee on broad-
cast media; Frank Silvernail, BBDO, chairman
of the AAAA committee on broadcast media:
Ned Midgeley, Ted Bates & Co.: Sidney W.
Dean Jr., McCann-Erickson, and Leonard
Matthews, Leo Burnett Co., Chicago.

At the programming and administration ses-
sion will be Richard Scheidker, AAAA vice
president and secretary to the committee on tv
and radio administration; John F. Devine, J.
Walter Thompson Co., chairman of the AAAA
tv and radio administration committee; Rodney
W, Erickson, Young & Rubicam: Lewis Titter-
ton, Compton Adv., and T. J. McDermott,

. Benton & Bowles.

The list of participants for the management
session had not been completed last Friday,
but it is expected to include William B. Lewis,
president of Kenyon & Eckhardt, and Clifford
L. Fitzgerald, president of Dancer-Fitzgerald-
Sample, among others. AAAA staff executive
will ‘be Richard Turnbull, vice president and

secretary to the committee on agency adminis-
tration.

Miller Resignation Accepted

PRESIDENT Eisenhower accepted Thursday
the resignation of Justin Miller*as a member of
the U. S. Advisory Commission on Information.
Judge Miller is NARTB legal consultant and ex-
board chairman.
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REPS. BEAMER, HESELTON FIRE ON FCC

‘We were a little too trusting,’
Beamer, author of bill regard-
ing ‘discrimination’ -against
newspaper applicants for ra-
dio-tv facilities, says of FCC
actions. Heselton charges FCC
comments are ‘evasive’ and
ambiguous.

TWO congressmen last week were on the re-
ceiving end of a House subcommittee’s ques-
tions—after being on the giving end the week
before—concerning a bill which would pro-
hibit “discrimination” against a radio or tv
license applicant who already holds interests
in newspapers or other media “primarily en-
gaged in -the gathering and dissemination of
information.”

Rep. John V. Beamer (R-Ind.}), author of one
of two identical anti-discrimination bills (HR
6968, HR 6977), was the first to testify before
the House Commerce Committee’s Transpor-
tation & Communications Subcommittee headed
by Rep. Oren Harris (D-Ark.).

He was followed by Rep. John W. Heselton
(R-Mass.). Both are members of the parent
committee, but not of the subcommittee.

Rep. Beamer told fellow congressmen he
thought “we were a little too trusting” in accept-
ing the FCC's word that it would not discrim-
inate against news-
papers in granting
radio and tv licenses
in comparative pro-
ceedings. He referred
to a Senate-House
conference commit-
tee’s deletion of es-
sentially the same
provisions as now
proposed from the
McFarland Act,
which amended the
Communications Act
in 1952.

Rep. Heselton
called the FCC’s
comments, adopted
on the twin bills last
Nov. 9, “one of the
most evasive speci-
mens of ambiguity
that I have ever
read.” The FCC
comments opposed
the two bills.

Referring to the
FCC’s denial of licenses to two newspaper
groups in Ft. Wayne, Ind., Rep. Beamer said
the losing newspaper applicants felt they were
discriminated against. One, the Journal-Gazette,
has its case in the U. S. Court of Appeals, he
said.

The other, the News-Sentinel, did not appeal
because the newspaper thought an appeal was
useless on account of the FCC’s attitude toward
newspaper applicants, he said.

A third applicant, the Bitner interests
(WEOA), was denied a tv channel at Evansville,
Ind., because of multiple ownership of other
radio-tv facilities (WFBM-AM-TV [ndianapolis.
WFDF Flint, Mich.,, WOOD-AM-TV Grand
Rapids, Mich.}, he said. He said Bitner also
was denied tv at Flint, and because of these
denials has sold WEQA.

Referring to a BeT article dated Nov. 1, 1954,
on FCC’s diversification practices and policies,
Rep. Beamer said this “piece prompted me more

REP. BEAMER

or less to take action” by introducing the anti-
discrimination bill.

He said the FCC has made grants to non-
newspaper applicants in 10 of 12 cases processcd
since the lifting of the freeze. He quoted a
statement by former FCC Chairman Wayne
Coy in the Hearst Radio case that the FCC
should prefer the non-newspaper applicant un-
less there are “overriding considerations.”

Rep. Harris said the Senate had passed the
McFarland Act without the antidiscrimination
amendment in 1952, but that the House version
included it. He said it was thought at the time
that if the amendment was included, the FCC
would be mandated to prefer the newspaper.

Mr. Beamer submitted a brief on the 12 cases
where newspaper interests have competed with
non-newspaper interests, He said he felt Con-
gress had indicated sufficiently in 1952 its in-
tent that newspapers should not be discriminated
against. The same applies to multiple ownership
applicants, he said.

Asked by Rep. Walter Rogers (D-Tex.) if
he thought an applicant’s ownership of news-
papers or other media should not be considered
“for any purpose” by the FCC in making a
grant, Rep. Beamer said he did except as it
affects the public interest, He told Rep. James
I. Dolliver (R-lowa) he would not eliminate the
factor entirely—only when it has been a “de-
terrent” where newspapers or existing other
media have tried to get tv channels.

He said in the two cases of the 12 in which
the FCC had found in favor of newspaper
groups, there was “very little competition.”

Rep. Carl Hinshaw (R-Calif.) said he felt
the FCC diversification policy has been “spot-
ty” in California’s San Joaquin Valley, where,
he said, the McClatchy interests have “prac-
tically a monopoly” of newspapers and radio
and tv,

Rep. Hinshaw said that although the late
Mr. McClatchy’s will recorded him as favor-
ing public ownership in production of electric
power, there are no other media spokesmen
except the MecClatchy properties in the San
Joaquin Valley, )

Rep. Beamer asked if this did not speak for
“spelling out” legislation against monopolistic
conditions,

Rep. Hinshaw said it depended on the size
of the community, Complete control of news-
papers would not be the same in cities like Los
Angeles, Chicago and New York, as ownership
of a newspaper in a community so small it
could support but one newspaper, He said he
didn’t know where to draw the line and added,
“You'll have difficulty in directing the FCC,
by law or policy” against discrimination.

Rep. Harris commented that if the FCC
reached such an impasse as not to have the
authority to consider newspaper ownership in
making grants, then the FCC would have to
“drum up” other reasons for making its de-
cisions.

Rep. Beamer said such decisions might be
made in “the public interest.”

Rep. Harris said FCC has promulgated no
rules on diversification.

“Except by precedent,” Rep. Beamer replied.

Rep. Joseph P. O'Hara (R-Minn.) expressed
concern over ownership by one interest of the
newspapers, a radio station and a tv station in
one community.

Rep. Beamer said the FCC claims newspaper
ownership is not the sole factor it considers in
making a competitive grant, but he thought
a study would indicate this factor is the *“prin-
cipal” one if not the “sole” one,

Rep. Heselton, in making his statement, said
he is not interested in any applicant. He said
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Stop press!
THREE GREAT NEW FIRST-RUN

") SERIES FILMED EXCLUSIVELY
FOR THE SYNDICATION

MARKET ...

© MCA LEADS THE WAY T0
- A BANNER YEAR FOR THE
~LOCAL: AND REGIONAL BUYER!

First’56 Release th e
rosemary clooney

S O Most expensive, most talented, most IMPORTANT
i I L g new TV film series ever offered for syndication!
AVAILABLE IMMEDIATELY — your biggest bet for massive audience appeal

Clooney sings, Clooney charms, Clooney woos and wows
viewers (and sells!) like nobody else in show business!

5 CO-STAR WITH BING CROSBY in Paramount’s all-time-
high-gross **"White Christmas’’

12,000,000 Clooney Columbia records inciuding sensa-
tianal"Come On-A My House”and Tenderly”

@ JUKE BOX QUEEN year after year . . . TV-RADIO NET-
WORK STAR
NMOW — ROSEMARY CLOONEY sings and sells for you!
Nelson Riddle and his orchestra . . . the “Hi-Los’* and out-
standing top-of-the-top guest star talent each week . . . 39
stunning half hours featuring current hit songs in every
show!

ALREADY SOLD to FOREMOST DAIRIES, Inc.
iN 57 CITIES PRIOR TO RELEASE

This series will not wait ~— call MCA today!

Watch for speciacular second and third releases later this year from MCA TV!



ROD CAMERON

CITY DETECTIVE

A spellbinding series of metropoli-
tan mystery and adventure starring
the inimitable Rod Cameron. In its
fourth year of successful selling . . .
City Detective's popularity continues
vnabated in market after market.

65 half hours

THOMAS MITCHELL @

MAYOR : TOWN ;

Drama fuil of the warmth and hu-
morof America’sgrassroots. ‘Mayor”’
Thomas Mitchell gives a® twinkling
performance worthy of his Oscar
award. No. 1 syndicated series in
Chicago month after wonderfu!
month. Huge ready-made audience.

39 half hours

FAMOUS
PLAYHOUSE

Syndication’s most popular anthol-
ogy of comedy, mystery, drama and
adventure. Studded with famous
Hollywood stars. New films added
continually. “Famous Playhouse” is
highly rated wherever shown!

Over 250 half hours

-,
-

5
| '””V/
SR

ALAN HALE, JR. RANDY STUART

BIFF BAKER, ¢
U.S.A. +~

Suspenseful, intriguing dramas filmed [
in the romantic cities of the world.
Alan Hale, Jr. and Randy Stuart play
a typical American couple who run
the gauntlet of thrills and danger.

26 half hours

PLAYHOUSE “15“

Unique quarter-hour dramas running
the gamut of adventure, mystery,
comedy. Surprise endings with a fer-
rific wallop. Perfect for strip sched-
vling! Filmed by the renowned Ber-
nard Prockter, it spells “*hard sell.’’

78 quarter hours




stern Features Starring

NE AUTRY

it program category on the air
‘est cost per thousand homes
dication! Top-budget Republic
2s Corporation features star-
3ene Autry and a cast of top
rting players.

wur-long features

Ciews we. -

WATERFRONT

Year's greatest syndicated film hit.
#1 rating in myriad markets. Pres-
ton Foster turns in his greatest per-
formance in these dockside dramas
with a family background. Realis-
tically filmed in picturesque Los
Angeles harbor.

78 half hours

¢ gég%mu@

-winner Ray Milland at his
st as a witty, girl-bedevilled
sor of dramatics. Situation
iy that tickled millions for two
At years on the CBS network,
seneral Electric sponsoring.

If hours

LOUIS HAYWARD

. LONE WOLF

Hayward stars as the world’s
famous adventurer, fighting
nd intrigue. No expense has
spared in this pulse-quickening
filmed round-the-world.

M hours

CHARLES BICKFORD

MAN BEHIND
THE BADGE

As host and narrator, Charles Bick-
ford takes viewers on true-life cases
with courageous law-enforcement
officers. Taut first-run dramas filmed
expressly for syndication following
a tremendous network stint.

39 half hours

Western Features Starring

ROY ROGERS

Hottest program category on the ail
— lowest cost per thousand home:
in syndication! Top-budget Repub-:

. lic Pictures Corporation features star

ring Roy Rogers and a cast of tc
supporting players.

67 hour-long features

T OF THE CITY

£ the mosi popular newspaper
to hit TV! Captures all the ac-
nd drama behind the head-
Pat McVey, lane Nigh star.
known as *'City Assignment.”’)

If hours

PAUL HARTMAN

DE ~: FAMILY

rious comedy series to amuse
itire family. Stars Paul Hart-
the incomparable zany loved
llions. Try an audition, and
your head off!

1 hours

SPACE

CURTAIN CALI

Big stars win big ratings in this pres-
tige anthology of great dramas. Lew
Ayres, Joan Bennett, Miriam Hop-
kins, Thomas Mitchell, Gloria Swan-
son, Ann Sheridan, Claude Dauphin,
Laraine Day, many others.

39 half hours

ROCKY JONES

For the kids! — breathtaking rocket-
ship adventures with Rocky and his
young "‘Space Rander'’ pal, Bobby.
The first and foremost of all space
shows. Ask your MCA TV salesman
to show you its full success storyl

39 half hours
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the FCC operates on the theory that “an ir-
refutable presumption is raised when news-
paper ownership enters a case.”

He asked what recourse the newpaper group
had in the McClatchy case, in which the appeals
court, in its decision backing the FCC’s reversal
of an examiner, said that although the examin-
er’s decision “is strongly supported by proof,”
it saw no capriciousness or lack of substantial
evidence in the FCC’s reversal.

He said the FCC’s disavowment that it dis-
criminates against newspapers is “just a pious
principle, and the sheer fact is that there is
discrimination and there will continue to be
discrimination unless Congress sees fit to
speak.”

Rep. Harris said Cranston Williams, general
manager of American Newspaper Publishers
Assn., has indicated he will testify on the bill
later.

Patent Study Needed,
Senate Group Reports

FURTHER investigation is necessary of the
patent picture and the enforcement of the anti-
trust laws affecting patents in the “growing”
electronics industry, according to a report by
the Senate Patents, Trademarks & Copyrights
Subcommittee headed by Sen. Joseph C. O’'Ma-
honey (D-Wyo.).

The report called attention to antitrust actions
of “major significance” and consent decrees in-
volving electronics in the “past few years” and
listed proposed legislation which will be sub-
mitted by Chairman O’Mahoney.

The subcommittee report noted that a gov-
ernment action has been filed against RCA
charging an illegal patent pool in the elec-
tronics industry on patents acquired by RCA
from GE, Westinghouse, AT&T and Western
Electric.

Proposals for Action

The Senate group indicated it intends to sub-
mit the following legislative proposals for ac-
tion by Congress:

(1) A statement of congressional intent that
patents shall be issued only in accordance with
‘the public interest, but shall not subsequently
be held invalid except in clearly proved cases
of fraud.

(2) Creation in the Dept. of Commerce of
an agency to help inventors make their inven-
tions more readily available to industry.

(3) The so-called 20-year bill to limit the
term of a patent to 20 years from the date of
filing of application and to not more than 17
years from the date of issuance.

(4 A bill to compel recording of license
agreements.

(5) A bill permitting revocation of patents
on motion of the Patent Office, interested per-
sons or the attorney general.

(6) A bill to create so-called short-term or
minor patents and patents of addition found
in the laws of foreign countries.

(7) A bill for filing evidence of invention.

(8) A bill to simplify review of Patent Office
decisions by eliminating one of the two alterna-
tive appeals now open to applicants.

(9) A bill requiring publication of interference
counts after termination of the motion period
and before taking of testimony so as to give
warning to manufacturers of the possibility of
delayed issuance of patents involved in inter-
ference between two applicants.

(10) A bill to establish a single court of patent
appeals.

BROADCASTING ® TELECASTING

GOYERNMENT

BUTLER ASKS EQUAL TIME EXEMPTIONS,
BIPARTISAN SUPPORT OF STANTON PLAN

Democratic chairman, testifying before Harris subcommitiee, endorses
proposal for ‘Lincoln-Douglas’ debates with minor amendments to
guarantee equal time to candidates of major parties and to make
allowances for candidates of other parties that develop following.

DEMOCRATIC National Chairman Paul M.
Butler told a congressional subcommitee last
week he is in favor of CBS President Frank
Stanton’s proposal to exempt stations and net-
works from the “equal time” provisions of the
Communications Act for certain programs in
which political candidates appear.

The following day (Wednesday) he wrote Re-
publican National Chairman Leonard Hall ask-
ing the latter’s support in pushing for bipartisan
support of the proposal (HR 6810 in the House,
S 2306 in the Senate), and asked Mr. Hall to
join him in a request to the networks for “sev-
eral” hours simulcast time, if the bill is enacted.

Mr. Hall declined to take any immediate
action on Mr. Butler’s proposal, saying that
the GOP Convention still is six months away
and “I would not presume to speak for or
commit the candidate of that convention on
such a matter.,” He said Mr. Butler’s letter
apparently reached news media before it
reached GOP headquarters.

In testimony Tuesday before the House Com-
merce Committee’s Transportation & Commu-
nications Subcommittee headed by Rep. Oren
Harris (D-Ark.), the Democratic national chair-
man said he favored the Stanton plan with these
reservations: That the bill be amended to (1)
guarantee equal treatment to candidates of the
major political parties and (2) provide similar
treatment of the candidate of any third party
that develops a significant following.

Mr. Butler submitted a prepared statement
[AT DeapLINE, Feb. 6), afterward answering
questions from congressmen on the Stanton
proposal to allow networks and stations to
present a qualified political candidate on a
news, interview, forum, debate or similar pro-
gram without being required to furnish equal
time to all his opponents as provided by the
present law.

CBS has said the Stanton proposal will allow
the network to present the leading presidential
candidates in a series of “Lincoln-Douglas™ de-
bates without being required to give *“equal
time” to candidates of small splinter and
minority parties. CBS Vice President Richard
Salant, testifying before the House group [BeT,
Feb. 6), said networks and stations will be
constrained from favoring the candidate of
one party over another by the public interest
mandate of the Communications Act and by
public reaction to any biased treatment.

Southern members of the subcommittee asked
Mr. Butler's views on what sort of treatment
a third party, such as the States Rights Party
in the 1948 presidential elections, might re-
ceive. Mr. Butler said this would depend on
how large the party became.

He said the bill might be amended to pro-
vide that a party becomes entitled to “equal
time” benefits based on its showing at the polls
at the last election, with Congress setting a
minimum percentage of total votes to qualify
a party for equal time. Or, if the party is a new
movement, it might be judged by the number
of names it can get on a petition. He men-
tioned the figure of 500,000 petitioners. These
methods have been suggested by the Washing-
ton Post (WTOP-AM-TV) [BeT, June 20,
1955], except that the Post mentioned a peti-
tion of 200,000-300,000 names.

Rep. Carl Hinshaw (R-Calif.) thought the

difficulty and expense of circulating such a large
petition list would be a drawback and might be
as costly as the free time to be received. He
indicated he did not believe petitions are re-
liable, anyway.

Rep. Peter F. Mack Jr. (R-IIL) brought up
the question of sale to a congressional candi-
date of time by some stations at national spot
rates, while other stations sell time at the lower
local rates.

Rep. Joseph P. O’'Hara (R-Minn.) said this
situation happened to him in the 1954 elections
but that the “radio people” corrected the situe-
tion. He didn’t know about the “tv people.”

Rep. Robert Hale (R-Mass.) suggested that
the proposed amendment might be amended to
apply to presidential candidates only, because
“there is where we feel an injustice in the
present situation.” He indicated that, except

in primaries, elections on the state level have
little trouble from a large field of candidates
of varying parties. He said perhaps these groups
within a state might be required to qualify for
equal time by a percentage of past votes or by
petition.

Rep. Walter Rogers (D-Tex.) said he didn’t

DEMOCRAT BUTLER

He favors the Stanton plan.

feel that a party should be treated unegually
because of being small. Mr, Butler said the bill
would not affect the rights of a minority party
candidate to campaign, but would only give
stations and networks the right to refuse him.

Asked by Rep. James I. Dolliver (R-lowa) if
he was in favor of time for political candidates
at lower than commercial rates, Mr. Butler said
he was, but that the broadcaster should get a
“fair revenue” for his expenses.

Rep. John Bell Williams (D-Miss.) said there
should be some sort of equal treatment for
political issues, as well as candidates, but Mr.
Butler said the Democratic National Commit-
tee is concerned only with candidates in re-
gards to the present proposal.

In his letter to GOP National Chairman Hall,
Mr. Butler asked Mr. Hall to join him, if the
bill is enacted, in *“urging all the networks to
provide several hours during the campaign for
a series of national ‘town meetings’ to place the
presidential candidates of both parties before
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the electorate in a debate to be simulcast by
all of the networks.”

This would. enable voters to evaluate the
candidates’ personalities and the parties’ pro-
grams without the distractions of commercial
programs and free from the “partisan fervors”
of broadcast and telecast campaign rallies, he
wrote.

He said he felt that with Mr. Hall's help, the
networks would agree to provide the requested
time. He told Mr. Hall that “we must act
promptly . . . in order that . . . this great project
will be passed with bipartisan support in this
busy session of the Congress.”

Mr. Butler's statement said the present Sec:
315 (a) is intended to provide fair and equal
political discussion on the air, but if anything,
it has tended to inhibit such discussion because
the equal time concept “has been imposed so
literally as to defeat itself.”

The radio-tv industry is provided no dis-
cretion or flexibility and not only must provide
equal time for members of the two major
parties, but also for all other candidates, “no
matter how frivolous they may be.” Thus, he
said, the industry finds itself in an impossible
position, since it is impractical to put all the
candidates on the air. The end result is to put
none on, which is against the public interest, he
said.

He said approval of the proposed amendment
would be an incentive for most radio-tv stations
to expand their election year activities. He
aflded he felt confident most network programs

ould “objectively and honestly” present lead-
ing candidates and issues of the major parties.

But what of the minority, he asked—the
s?onsor of a network news or forum program
with “an axe to grind” or a local station owner
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who sees in the amendment *“an out” to “load”
such programs with guests from one party?

Referring to Mr. Salant’s testimony the pre-
vious week, citing public reaction as a safe-
guard to one-sided programming, Mr. Butler
agreed that “such justice would eventually re-
sult.”

But a campaign is short, he said, and the
persons misusing the amendment would be
shrewd. This one-sidedness might at first go
unnoticed and public furor over such “stacking”
of programs might not mount to remedial
action until the campaign had ended and it was
too late.

Mr. Butler said he believed that if Sec. 315
(a) is to be amended, provisions “must also be
included to make certain there is no abuse, in
any area, of this proposed amendment.” Such
safeguards also could come from the industry
itself, he said, in “a strongly-worded, dedicated
code,” with enforcement among members and
others guaranteed by such an organization as
NARTB.

Or better still, he said, there might be in-
cluded in the amendment a guarantee of equal
time for all candidates of the major political
parties. He felt sure this could be done “with
reasonable protection for established minority
parties and also for new parties which may
emerge on the national scene.” In later testi-
mony, he offered to draft such a provision.

He suggested some such system as that pro-
posed last summer by the Washington Post. The
Post suggested that a party might be given
standing for equal time if its candidate polled
1 million votes at the last election or mustered
200,000-300,000 signatures on a petition. Mr.
Butler also suggested this might be achieved

IN AKRON...

by a party through a minimum percentage of
the last presidential vote.

NARTEB Chief Attorney Robert Heald, testi-
fying Wednesday before the same congressional
group (see page 86), said the organization is
not taking a stand on the Stanton proposal be-
cause of differences among its board members.

All Stations Not in Position
To Rule on Red Ties—Heald

NARTB last week objected to a bill (HR 3789)
which would deny members of the Communist
Party or those determined as subversives or
members of subversive groups the “equal time”
provided to political candidates under Sec. 315
{a) of the Communications Act.

NARTB Chief Attorney Robert L. Heald,
testifying Wednesday before the House Com-
merce Committee’s Transportation & Com-
munications Subcommittee headed by Rep. Oren
Harris {D-Ark.), said the “average licensee,”
particularly the smaller station, might have to
have “a lawyer and a trained investigator” to
prove a person is a member of such an organi-
zation and, in addition, would be asked to as-
sume a judicial role. If he makes an erroneous
determination, he also is open to liability for
defamation, he said, and if he denies time er-
roneously, he would have to answer to the FCC
for a violation of the equal time provisions of
Sec. 315 (a).

He said that broadcasters would like to keep
subversives off the air, but that the burden of
determining their identities could better be
placed on “some body better qualified to make
these findings.”

AR

IN LOCAL AND NATIONAL SALES

RADIO-TELEVISION CENTER

853 Copley Road — Akron 20, Ohio
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UAW COURT EDICT
STIRS CAPITOL HILL

DECISION of a federal court in Detroit, dis-
missing an indictment charging United Auto
Workers with illegal spending of union funds
o support Democratic candidates in Michigan’s
1954 election, drew repercussions on Capitol
Hill last week.

Sen. Charles E. Potter (R-Mich.) said Con-
gress will have to rewrite the Corrupt Practices
Act if the ruling is sustained on appeal. “If
unions can use their dues to make political
contributions there is no reason why corpora-
tions can’t use their stockholders’ money for
the same purpose,” he said. “In my judgment,
neither should be permitted to use money col-
lected from members or stockholders against
the will of some of the people from whom the
money came.”

Sen. Barry Goldwater (R-Ariz.) told the
Senate the decision “‘opens the door for the in-
fluencing of federal elections by special interest
groups which can make the wide-open corrup-
tion developed 50 vears ago by the use of
corporate funds seem trifling by comparison.”
He called for an immediate review of the law
pertaining to federal elections to protect rights
of citizens and to insure that members of unions
will not be compelled, as the price of holding a
job, to support, through their union dues, candi-
dates or parties which they personally would
oppose.

In his Feb. 3 decision Judge Frank A. Picard
ruled the union did not violate the law when
it sponsored a series of tv shows urging election
of Patrick McNamara to the U. $. Senate and
other Democrats to the House. The union was
indicted July 20 by a federal grand jury, which
charged the sponsorship violated the section
banning political expenditures or contributions
by banks, corporations or unions. While not
ruling on constitutionality of the law, Judge
Picard upheld the union position that sponsor-
ship of the broadcasts did not constitute expend-
itures under the law.

Judge Picard said to call the acts illegal
“would jeopardize not only the right of every
newspaper to print any political editorial . . .
advocating one adversary over another . . . but
it also may make remarks or speeches of any
delegate or representative to a convention or
gathering (other than a political meeting) sub-
ject to this act, where the expenses of that dele-
gate are being paid for by a union or corpora-
tion.”

Hagaman, N. Y., Satellite
Granted to Albany Uhf

WROW-TV Albany, N. Y., for which sale ap-
proval to Lowell Thomas and associates is still
pending before the FCC, was granted a con-
struction permit for a satellite operation on ch.
29 in Hagaman, N. Y. At the same time, the
FCC authorized the ch. 41 station to increase
its power from 269 kw to 513 kw.

The satellite, on a channel assigned to Glov-
ersville, N. Y., will use 251 kw effective radiated
power with an antenna 700 ft. above average
terrain. WROW-TV programming will be aired
in its entirety. It was estimated that construc-
tion cost and first year operating cost would
total $158,000.

Both grants were made with the proviso that
they not prejudice such action as the Commis-
sion might take in connection with the pending
sale approval.

BROADCASTING ® TELECASTING

KTRE-TYV’s family tree

The happiest Kitty you €er did see
With a dog and a mouse in her family tree

Houston's big families — buying families are mak-
ing KiTiRiK’s family of ABC shows their first choice.
Not only first in Houston — but well ahead of national
average! Mickey Mouse Club is up 51% and Rin Tin
Tin 15% greater than national ratings.

This didn’t just happen! KTRK-TV has become the
family station in Houston with better: shows and better
showmanship for all the family. For Houston’s best
availabilities, Houston’s best buy — call us or Blair-TV.

THE CHRONICLE STATION. CHANNEL 13
P. 0. Box 12. Houston 1, Texas — ABC BASIC
HOUSTON CONSOLIDATED TELEVISION CO.
General Manager, Willard E. Walbridge
Commercial Manager, Bill Bennett

NATIONAL REPRESENTATIVES:
BLAIR-TV, 150 E. 43rd St., New York 17, N. Y.
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SENATE QUESTIONS RADIO COMMERCIALS

Excessive commercialization
and ‘false or fraudulent’ ad-
vertising criticized in Senate
Commerce Committee hearing
on television. Tv inquiry to
resume Feb. 20 with FCC com-
missioners still testifying.

RADIO ADVERTISING—its content and its
length—came under fire on Capitol Hill last
week.

Sen. Warren G. Magnuson (D-Wash,), chair-
man of the Senate Commerce Committee, re-
vealed that he had asked the Federal Trade
Commission what it was doing about ‘‘false or
fraudulent” radio advertising.

Sen. A. S. Mike Moaroney (D-Okla.) chided
radic operators for “excessive” commercializa-
tion. He said that it was his experience driving
across his state that broadcasters were giving
“three minutes of entertainment in every 15
minute program.”

Joined by Sen. John O. Pastore (D-R. 1.), the
three Democratic senators peppered FCC Chair-
man George C. McConnaughey with caustic
remarks about alleged commercial abuses on
the radio.

The subject led off the second open hearing
last Tuesday in the Senate Commerce Com-
mittee’s investigation of television. The two-
and-a-half-hour session, conducted before a
standing room only audience of Washington and
out-of-town broadcasting representatives, was
the resumption of the public hearing phase of
the committee's inquiry in the vhf-uhf problem.
The first was held three weeks ago [BeT, Jan,
30].

The hearing will resume Feb. 20 with FCC
commissioners still on the witness stand. It is
expected to continue through Feb. 21. Sen.
Magnuson said he had 40 pages of questions
collected from all members of his committee
and staff to ask the FCC. He said he also hoped
to take up the question of political broadcasting
and to discuss the equal time provisions of the
Communications Act.

Political broadcasting is one of the subjects
on which a subcommittee of the House Com-
merce Committee has been holding hearings
(see story, page 81).

Bulk of last week's session was devoted to
completion of the prepared testimony by Mr,
McConnaughey on what the FCC is doing to
ameliorate the plight of uhf.

Sen. Magnuson called on the FCC to speed
up its decision in the current allocations pro-
ceedings (see separate story, page 48)., He re-
peatedly called on the commission to ‘‘vote.”

In announcing that he had asked the FTC
about radio commercials, the Washington sen-
ator said he was getting a little irritated about
what he hears on the radio. “Call Sterling
3.6700," he intoned, mimicking a radio an-
nouncer amid laughter from the audience, “and
get a tv set free of charge. Use it for 10 days.
There is no obligation!” He then added: “I'd
like to see the average person try and do it.
The public is being bilked by these fantastic
ofters. Gimmicks, that's all they are, gimmicks.”

A spokesman for the FTC acknowledged that
it had received Sen. Magnuson’s letter. He in-
dicated that a reply had been sent.

The FTC regularly receives from individuals,
business firms and others, complaints about
false advertising. The federal agency checks on
the validity of such charges, and if violations
are found, moves against the advertiser.

Every three months, the FTC requests from
all stations transcripts of commercial continuity
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for a selected 24-hour period. The FTC selects
this date. Networks send copies of all their
continuities for a selected eight day period once
a month to the FTC. These are studied for
possible violations,

Film and recorded advertising are checked
by the FTC by having stations submit a list of
advertisers. The agency checks these groups for
advertising records, legitimacy of product.

The material submitted by the broadcasting
medium is checked by FTC attorneys. The
agency does no monitoring on a regular basis,

Sen. Monroney’s concern was more on the
length of commercials, Sen, Monroney ob-
served that he had noted advertising excesses on
radio ‘since the advent of television. He said
radio today seems to be 50% commercial and
50% entertainment. He asked Chairman Mc-
Connaughey whether the FCC had any rule
regarding the length of commercials. Mr. Mc-
Connaughey said the FCC could only judge
program balance at renewal time every three
years. In answer to Sen, Monroney, Mr. Mc-
Connaughey said that he thought three minutes
of commercials in every 15 minute program
might be a good rule of thumb. The FCC
chairman said NARTB has a code which
spelled out such times.

The hearing was enlivened by Sen. Pastore’s
repeated statements that all he wanted was to
see three vhf channels assigned to Rhode Island.
At one point, the Rhode Island Democrat
bluntly stated: “That’s right, you cooperate with
us and we’ll cooperate with you,”

The peppery Rhode Islander urged that all
localities, large and small, have at least three
outlets for network programs, and one local
station. He asked whether additional vhf chan-
nels could not be procured by cutting back
present vhf stations’ power. “Too much power in
some cities means no service in neighboring
communities,” he declared.

Sen. Pastore quizzed Mr. McConnaughey on
tv time rates, He figuratively threw up his
hands when it was observed that a 15-minute
program on some stations might cost as much
as $800-$900. This forecloses the corner groc-
ery store from advertising, he observed. At the
same time, those who do spend that much on
time might only be interested in a particular
community, not a whole area, he added.

Mr. McConnaughey said that there were 37.5
million tv sets in use. Of these, he estimated
7 million were equipped for uhf. Asked why
manufacturers were not making all purpose
receivers, Mr. McConnaughey said he pre-
sumed it was because of the competitive posi-
tion in receiver sales. It cost about $30 addi-

Resumes Feb. 20

FOLLOWING the resumption of its open
hearings on television Feb. 20, the Senate
Commerce Committee will pick up again
with four days of all-day sessions the
week of Feb. 27, Chairman Warren G.
Magnuson (D-Wash.) said Thursday.

At that time, representatives of the in-
dustry and the general public will be
scheduled to appear, Sen. Magnuson said.
He isstied an invitation to individuals and
organizations wishing to present views to
write to him.

Among the subjects to be taken up, the
senator said, would be uhf-vhf problems,
allocations, subscription tv, network
practices, service to smaller communities
and FCC procedures.

tional to make an all-channel set compared
with a vhi-only receiver, he explained.

The conversion problem brought a suggestion
from Sen. Monroney that perhaps Congress
ought to appropriate funds so that the FCC
could develop a low cost converter. This was
answered by FCC Chief Engineer Edward W.
Allen Jr., who stated he thought the idea im-
practicable. Converter development is keyed to
tube development, Mr. Allen told the Senators,
and would require a major investment in com-
plicated equipment. Mr. Allen, in answer to
Sen. Monroney, said he had no evidence that
manufacturers were dragging their heels in the
development of uhf,

In answer to suggestions that the FCC get
busy and make decisions on pending hearing
cases, Mr, McConnaughey declared that that
problem would be over in another 12 months.
He pointed out that the FCC had already gotten
tv to more than 90% of the people. Only 35-40
cases were left, he said, and then the whole
problem would be over. “This is all much ado
about nothing,” he said.

Mr. McConnaughey's comment came after
Sen. Magnuson had repeatedly called on the
Commission to *“act,” and Sen. Monroney had
attacked the Commission as “muscle-bound.”

It was Congress that made the FCC muscle-
bound, Mr. McConnaughey retorted. He re-
ferred to the protest provisions of Sec. 309 (c)
of the Communications Act, passed by Congress
in 1952, This was amended last month to give
the FCC greater discretion in passing on pro-
tests.

The Senators expressed surprise when Mr.
McConnaughey said he did not think that one
vhf outlet in a uhf market would “kill” the uhf
stations.

Doerfer's Views

Strong stand was taken by Comr, John C.
Doerfer in his discussion of the principles of
the 1952 Sixth Report and Order which estab-
lished the basis for television allocations.

The two top priorities—that there should be
service to all people and that there should be
multiple local services—are ‘“‘antithetical,” Mr.
Doerfer stated. Today, the problem is one of
economics, he said.

Basically, he said, his concern is with the
people in the perimeters of a city’s station. The
key question, he declared, is whether the Com-
mission must encourage local competition, dis-
regarding rural and country service, or plump
for wide area coverage even if it means lessened
competition in the market.

Deintermixture is not the answer, the Wis-
consin commissioner declared. Deintermixture
will only subtract intermixed markets, give
manufacturers less incentive to make all-chan-
ne! sets. “A year ago,” he said, “the problem
was conversions; now it