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the BIG 3

are on the BlG

eave:15%

by Buying 2 or More of
these Powerful Stations

WKMH WKMF WKHM WSAM

Deorborn- Flint, Jacksan, Saginaw,

Detroit Mich. Mich. Mich.
BUY ALL 4 STATIONS......... SAVE 139
BUY ANY 3 STATIONS........ SAVE 10%
BUY ANY 2 STATIONS........ SAVE 3%

Represented by HEADLEY-REED

WW% KNORR STATIONS

Today's BIG 3 rodio oftractions—news, music,
and sports—are on all four Knorr Stations in a
BIG way! In the home or out, Knorr listeners get
more and more of what they want . . . odvertisers

.KNO.RR Brocdccshng CORP et more and more of what they want . . . Resulls!

WKHM

Jackson Broadcasting &

DEARBORN
Detroit

FLINT
Michigan

Television.Corp.

JACKSON
Michigan

SAGINAW
Michigan



WTVR—RICHMOND’S FIRST
STATION IS RICHMOND’S BIG STATION
DELIVERING 408,240 TV HOUSEHOLDS

(Source—March 1956*)

*ADVERTISING RESEARCH FOUNDATION TV HOUSEHOLDS—UNDERWRITTEN
BY ABC—CBS—NBC—NARTB—TVB

The South’s 148 TV Slalion

A Service of
HAVENS & MARTIN, INC.

AFFILIATED WITH ABC
Represented by
BLAIR TV, INC.




say 1t with music

Y

"

b‘r_/
Ty
Y
»
/

{
L7
i H
}
i )
i E
€ -
] i
£ %

.

with 18 news shows daily on

WdJiVi-RAI

Lansing, Michigan

Published every Monday, with Yearbook Numbers {53rd and 54th issues) published in January and July by Broapcasrtr PusL) 7
DeSales St., N.W., Washington 6, D. C. Entered as second class matter March 14, 1933, at Post Office at Waéhington. D.C, lfrfderugclt;c‘:)-?g\!flg:rc?cé: 11817:;)5




—
0 ame

LT
e AN [

W\
0222

MIFFLINYOWMN

S
o .‘://J"

-
HUNTINGOON

CABLISLY
CUMSBERLAMND

SMIFPPINMSSURG

2 AD A ms
cHAMBINL B URS

GETTYSBURG

\.,. HAGERLY OwN

fAroERIC R

/. AEABE N =k
PARDIRICK h

316,000 WATTS
NBC and CBS

Vastinsize and muliti-city,
America’s tenth TV market is an
important factor in your market-
ing and selling. High in quality,
its 3 1/2 million people have an
annua! income of $5 1/2 billion,
spend $3,634,410 ayear.Cap-
ture the valuable WGAL-TV area

through its 917,320 TV sets!
America's 10th TV Market

w G A L - T v 3ul-1|ti‘--\chillc:/\I Sal:kg

LANCASTER, PENNA. STEINMAN STATION
NBC and CBS Clair McCollough, Pres.

Representative the MEEKER company, inc. » New York «» Chicago * Los Angeles » San Francisco

Page 4 ® November 12, 1956 BROADCASTING ® TELECASTING



PAYS TO ADVERTISE ¢ Who among alf
CBS-TV and NBC-TV advertisers has been
getting biggest discount? Not unexpectedly
s Procter & Gamble. In 1955 P&G
earned discount of 48% from NBC-TV
for sponsorship of Tennessee Ernie Ford
show. In same year number of big CBS-
TV accounts earned 25% discount—maxi-
mum allowed by that network.

BeT
THESE and other hitherto secret figures,
now in hands of Celler Antitrust Sub-
commitlee, make fascinating reading (see
detailed story page 31). For first time net-
work clients and their agencies can get
complete and accurate information on
what rivals have been paying for tele-
vision network time.

BeT
STREIBERT’S FUTURE e Despite offi-
cial silence as to his future, Theodore C.
Streibert, who resigned last week as direc-
tor of U. S. Information Agency, re-
portedly will join Nelson A. Rockefeller
enterprises. Mr. Rockefeller, now back in
private life, served until few months ago
as special assistant to President Eisenhower
and was vice chairman of top-level Opera-
tions Coordinating Board. Mr. Streibert
was board member.

BeT
ANNOUNCEMENT of successor to Mr.
Streibert as chief of USIA may come this
week. At least two men reportedly were
under consideration: Abbott Washburn,
now deputy director of USIA, and Syl-
vester L. (Pat) Weaver Jr., former NBC
board chairman. Mr. Weaver is due back
from European vacation this week.

BeT

TOWER GUARDS e Legislation propos-
ing that FCC take jurisdiction over aban-
doned communications towers, with au-
thority to force their continued lighting or
demolition where hazards are involved,
will be proposed at next session of Con-
gress. Already approved by Tall Tower
Committee, made up of executives of vari-
ous government agencies (Comr. Robert
E. Lee is FCC member), proposal now is
before FCC for consideration and clear-
ance with Budget Bureau.

BeT

PROPQSAL for abandoned tower juris-
diction was in works long before last
week’s crash of private plane into WOR-
TV’s abandoned tower at North Bergen,
N. 1., on Palisades across from New York
(see story page 82). Accident precipitated
high-level discussions last Friday of
NARTB, FCC and other Washington
groups identified with 1all tower question.

BeT
20-22 MGM VISION ¢ MGM has made

its 20th feature package transaction, re-
portedly running in excess of $i1 million

BROADCASTING ¢ TELECASTING

closed circuit.

for seven-year contract, to ch. 2 WSB-TV
Atlanta, nation’s 22d tv market. Mean-
while MGM is planning new short subject-
cartoon package which probably will be
launched for direct sale shortly after first
of year. .

8eT
COINCIDENT with short subject-car-
toon exploration, Charles C. (Bud) Barry,
vice president in charge of Loew's lele-
vision division, shortly will announce ap-
pointment of Jack Tilden, former Loew’s
international executive, to head that short
subject-cartoon division. Mr. Barry plans
to leave next weekend for Europe in con-
nection with Loew's business, including
activity on filming of “Goodby Mr. Chips”
for tv.

BsT
UHF-YHF PLANS ¢ While it’s yet too
early to determine what FCC’s ultimate
decision will be on overall deintermixture
problem, sentiment seems to be crystalliz-
ing on these bases: All 83 channels (12
vhfs and 70 uhf) must be retained; there
should be minimum upsetting of existing
assignments with current effort to authorize
as rapidly as possible at least three com-
parative competitive services (whether uhf
or vhf) in perhaps 150 markets, with fourth
station in larger ones; there should be no
deintermixing to uhf except on voluntary
basis; smaller markets should look to uhf;
ultimate long-range solution will be all-
wave receiver which would then allow
“intermixture” without discrimination to
uhf since all stations could be picked up
on same set.

BeT
RE allocations approach, FCC cannot be
regarded as unanimous on any pat solu-
tion. FCC's newest member, Comr, T. A.
M. Craven, who has been pondering all
aspects of question since he assumed
office last July, reportedly has about made
up his mind on above approach. Funda-
mental in this concept is keeping uirf alive
and healthy pending technological prog-
ress, and no Intrusion of vhf in areas
which are now exclusively uhf.

BeT
COKE TO SPOT e Coca-Cola Co., New
York, dropping its network show in Febru-
ary, is expected to place that nearly $3
million dollar budget into spot and region-
al television buys to cover selected mar-
kets. Firm's Eddie Fisher Show, twice
weekly on NBC-TV, 7:30-45 p.m., will be
dropped at end of February. McCann-
Erickson, New York, is agency.

BeT
THERFE'S undercurrent of discontent
among some Radio Advertising Bureau
members as annual meetings loom this
weekend in New York, Under question is
failure of RAB to take part in NARTB
regional meetings. Some broadcasters pro-

tested during eight regional sessions be-
cause RAB provided no sales aids where-
as Television Bureau of Advertising staged
dramatric presentations and provided fund
of basic helps for stations. Complaint was
heard that RAB made intemperate replies
to suggestions it should participate in
NARTB autumn conferences.

8eT
MEN OF THE YEAR ¢ With assumption
of an executive vice presidency at NBC
by Robert E. Kintner, January 2, RCA-
NBC becomes only organization having
two “Man of the Year” citations from
NARTB. Brig. Gen. David Sarnoff, presi-
dent of parent RCA company, received
first award in 1953, while Mr. Kintner was
recipient this year as president of ABC.
In between recipients were CBS Board
Chairman William S. Paley and Mark
Ethridge, publisher of Louisville Courier
Journal and Times (WHAS-AM-TV) who
served as interim president of old NAB in
1938.

BeT
CLEAR CHANNEL case, which has been
receiving more than cursory consideration
from FCC in last fortnight, is scheduled
for final action at meeting Nov. 20, with
several alternatives possible (see story Nov.
5). Prior to consideration, General Coun-
sel Warren E. Baker will advise FCC
whether he feels Comr. T. A. M. Craven
can participate since proceeding is “legis-
lative” rather than adversary. This pre-
sumably arose because Comr. Craven, as
engineer, participated in original clear
channel proceedings in 1946 for then Re-
gional Station Group.

BeT
HOUSE BLACKOUT » One post-election
spectre that may haunt broadcasters for
another two years is electronic blackout
imposed on House committees by Speaker
Sam Rayburn. Despite Senate’s more lib-
eral rules, which give committees discre-
tion to allow radio-tv pickups, Speaker
Rayburn heretofore has stubbornly held to
personal antipathy toward camera-micro-
phone coverage. He’s openly bitter against
bright lights and other trappings but his
friends recall he softened long enough at
1952 Democratic convention to let young
lady makeup artist prepare him for camera
by powdering his glossy pate.

BeT

ABC-TV’s new management, headed by
American Broadcasting-Paramount The-
atres President Leonard H. Goldenson with
QOliver Treyz in charge of tv network, is
looking toward gross biilings in vicinity of
$70-75 million this year, as compared to
351 million in 1955. During first eight
months this year, network grossed $350
million as against 328 million in same pe-
riod last year-—but not in proportion to
gains made in earlier part of 1955.
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anorama ... THE eye-opener for

Indianapolis, each weekday morning ...
E MA . 3Y; hours of panorama programming,
' (L _ featuring music, news, sports, special
events; specially tailored for
Indianapolis early birds, and late-sleepers,
1 too. It's a new and unique concept
. .' A MM in radio programming . . . one that Aeeps
Indianapolis listening, all morning long.

Minute participations availahle.

See the Bolling Company.

c g

: ) Basic affiliate CBS radio network
November is to Music Month ‘ 1310 on every dial
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at deadline

NBC RADIO SETS CROSS-COUNTRY AAEETS
TO SELL OUTLETS NEW PROGRAM PLANS

NEW NBC RADIO program plans “so im-
portant that they should be considered in detail
by all affiliates™ will be spelled out in series of
regional meetings starting Thursday in New
York, Lester Lindow, WFDF Flint, Mich.,
chairman of NBC Radio Affiliates Executive
Committee and of NBC Affiliates Program Ad-
visory Committee, announced Friday after all-
day meeting of those two groups with NBC
officials in New York.

He said plans, developed by NBC in consul-
tation with program advisory committee, were
given “enthusiastic endorsement” by executive
committee. In wires to all NBC Radio affiliates
announcing schedule of regional meetings, he
described plans as including:

Provision for affiliates to sell any open com-
mercial positions in the network programs,
subject to network recapture; all station breaks
to be 70 seconds, permitting one-minute local
commercial availability; national and interna-
tional network 5-minute news on hour 7 a.m.
to 11 p.m., local time across country, using all
of NBC’s news resources to report on events
from the scene; a new “hot line” service linking
affiliates with NBC’s news center at all times
so that they can carry news breaks from scene
whenever they happen; three blocks of daytime
programming consisting of strengthened Band-
stand in morning, and hour personality show

and two hours of drama in afternoon; strength-
ened evening programming developed and
scheduled specifically to meet affiliates’ needs;
Monitor, with further improvements,

Matthew J. Culligan, vice president in charge
of radio network, who with NBC President
Robert Sarnoff headed NBC delegation at Fri-
day meeting, is slated to lead regional sessions,
which are scheduled as follows: New York Nov.
15; Chicago Nov. 16; Atlanta Nov. 19; Dallas
Nov. 20; San Francisco Nov. 26. Meeting places
and times to be set. Affiliates were asked to
let NBC know which session they would attend.

Mr. Lindow’s wire said executive committee
“realizes the operational problems some sta-
tions may have with network news on the hour,
but after reviewing the complete plans we be-
lieve that this feature plus the ‘hot line’ opera-
tion will give the stations and their audiences
the most distinctive and comprehensive news
service in the world. We believe that the values
of this service to the affiliates are so important
that we have given the plans our unanimous
endorsement and feel that you will do likewise
when you have had a chance to consider the
full details at the regional meetings.”

NBC officials reportedly will advise affiliates
by closed circuit today (Mon.) that “hot line”
news service will go into effect this week,

Gov. Clement Defends BMI
In Speech to Country DJ's

GOV. FRANK CLEMENT of Tennessee told
Country Music Disc Jockey Festival at Nash-
ville Friday he will ask to appear before
Celler antitrust subcommittee to tell “truth”
about music copyright monopoly. Writers of
folk songs, which he called “the music of the
people,” were monopoly victims prior to for-
mation of BMI, Gov. Clement said, adding
that handful of Tin Pan Alley and Hollywood
writers got all music profits.

Gov. Clement, who attracted nation’s at-
tention as keynote speaker at Democratic con-
vention last summer, had 1,500 delegates cheer-
ing wildly as he said BMI deserved much of
credit for growth of country music into $50
million publishing business. He called this “a
triumph of the American concept of small
business” in face of tight but powerful mo-
aopoly.

Gov. Clement predicted monopoly attacks on
BMT “will not succeed.” He called accusations
it Celler subcommittee hearings “fantastic™
ind “resented” attacks on integrity of 4.000
yroadcasters and their employes. Eighty-five
ser cent of tv music performances are those of
:opyright control group, he said, answering
‘weird testimony” before Celler group.

Plot of music monopoly to stifle competition
dso would stifle country music, he argued, do-
ng away with BMI as well as those whose in-
ome comes from country music. “You can
ount on me,” he said, in promising to answer
insidious and insulting” attacks on BMI and
ountry music made at Celler hearings.

JROADCASTING ® TELECASTING

FTC Charges Roto-Broil
With Faking List Prices

FEDERAL Trade Commission today (Mon.)
filed complaint against Roto-Broil Corp. of
America, Long Island City, N. Y., charging
misrepresentation of list price of “Roto-Broil”
electric broiler-rotisserie. FTC alleged com-
pany, through advertising in newspapers, maga-
zines and on radio-tv, offered Roto-Broil at
what was claimed as substantial reductions
from regular retail price. In fact, FTC claimed,
so-called regular prices were in excess of true
prices, there were no savings, and offers of gifts
were actually paid for in price of article. Ac-
tion by FTC followed intensive National Better
Business Bureau campaign against what it
terms fictitious list prices used by manufacturers
in order to permit retailers to advertise below-
manufacturer’s prices on products.

Schacht Heads Calif. Assn.

JOHN H. SCHACHT, vice president-general
manager, KBET-TV Sacramento, Calif., elected
president, California State Radio & Tv Broad-
casters Assn., at annual meeting Friday in San
Francisco. Mr. Schacht succeeds George
Greaves, general executive, KRCA (TV) Los
Angeles. Other new officers: George Whitney,
KFMB-AM-TV San Diego, first vice president;
Loyd Sigmon, KMPC Los Angeles. vice presi-
dent for radio; Joe Drilling, KIEO (TV) Fresno,
vice president for tv; J. G. Paltridge, KROW
Oakland, secretary-treasurer, and M. F. Wood-
ling, KHSC Chico, director. Record attendance
of 95 broadcasters. ‘

o BUSINESS BRIEFLY

Late-breaking items about broadcast busi-
ness; for earlier news, see ADVERTISERS &
AGENCIES, page 44.

GIFT SUGGESTION e New York Telephone
Co. planning to promote colored extension
phones as Christmas gifts via radio spot an-
nouncements on 90 stations in New York state
to start Nov. 26 for three weeks. BBDO, N. Y.,
is agency.

COFFEE TIME ¢ Spot radio will be used ex-

.clusively by Pan-American Coffee Bureau,

N. Y., to support eighth consecutive year-end
highway safety campaign. Through agency,
Robert W, Orr Assoc.,, N, Y., campaign will
consist of 20-second announcements in 48 mar«
kets on Saturdays and Sundays before Christ-
mas and New Year’s, stressing slogan: “Stay
alert, stay alive, make it coffee when you
drive.” Agency is attempting to line up time
for 10 announcements per weekend in each
market. Copies of jingle containing slogan will
be made available to members of coffee trade
for use in their own radio advertising.

BIG PLANS # Lever Bros. (Silverdust), N. Y.,
considering 1957 plans, is expected to include
another radio spot campaign which if approved
would start in January. Firm used approXi-
mately 80 to 100 markets in last radio spot
schedule. Sullivan, Stauffer, Colwell & Bayles,
N. Y., is agency.

BON AMI BLITZ ¢ Bon Ami Inc. (Jet Bon
Ami), N. Y., will put on another advertising
push—in addition to one placed in September—
with saturation radio, television, and newspaper
campaign. Radio schedule will run in from
25 to 30 markets followed two weeks later by
television spot saturation drive in 70 to 80
markets, plus newspaper campaign. Ruthrauff
& Ryan, N. Y., is agency.

FIRST DATE ¢ A & P Coffee Div. of Great
Atlantic & Pacific Tea Co., N. Y., is planning
to use radio for first time in its advertising
history. Account will place two-week campaign
in several major cities, starting in New York
with 13-week campaign. Paris & Peart, N. Y.,
is agency.

FARM MARKET e Chilean Nitrate Bureau
(nitrate fertilizer), N. Y., planing radio spot
campaign in farm programs to start Dec, 3 for
four months in from 10 to 20 southern markets.
Erwin, Wasey, N. Y., is agency.

BAYUK BUYING ¢ Bayuk Cigar Corp. (Phil-
lies cigars), Philadelphia, is looking for ad-
jacencies and participations- in sports programs
and newscasts in radio-tv campaign to break
early in January. Al Paul Lefton, N. Y., is
agency.

GOING SOUTH e A, Lustig (Nifty waffies),
Brockport, N. Y., planning radio spot cam-
paign starting early next year in southern
markets. Agency: Storm Adv., Rochester, N. Y,
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~ but if you want to sell

in Kansas City
it you want to sell

the rock-n-rollers,

,..-f/z/; a place to go...
’

i s
Ry,

the whole family -
its K C M O radio el | 21/

Basic CBS—50,000 W. )
Joce Hartenbower, Gen. Mgr.
R. W, Evans, Commerc ial Mgr.

KCMO...One of Meredith’s Big 4... All-Family Stations.
X PHOENIX | OMAHA

........................... JOMN BLAIR

| Gelewision STATIONS
atfitiated with Detler Hﬂlﬂﬁs ﬂlld Gardens s SIICCGSSflI'WFﬂl'ming magazines
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FCC Begins to Study
Allocations Above 890 Mc

FCC announced Friday it was opening up what
it called “preliminary fact finding hearing” on
all service allocations above 890 mc. The allo-
cations study—first since early post-World War
IT days—encompasses all uses from 890 mc to
30,000 mc, among which are radio and tv
studio-transmitter links, remote pickups and
intercity relays.

Move is seen as first step in overall alloca-
tions review which will probably include spec-
trum between 30 mc and 890 mc (where fm
and tv bands are located).

Comments from interested parties regarding
assignments in microwave bands above 890 mc
are requested by Jan. 7, 1957. Move was agreed
to by five commissioners, with Comr. Richard
A. Mack dissenting on, it is understood, ground
that FCC policy on economic protection to
commeon carrier services not open to gquestion.
Comr. John C. Doerfer was out of town.

Microwave hearing will be held at date to
be announced. Questions raised and on which
comments are solicited include: Present and
future demands for both common carrier and
private point-to-point system; if shortages of
frequencies develop to point where common
carriers cannot satisfy all customers, should
system of priorities be established; eligibility
standards for point-to-point use; shared vs. ex-
clusive use; common carrier vs. private point-
to-point use; interconnection; land mobile, ISM
and navigation requirements; broad vs, narrow
band; common engineering standards, etc.

Segments of spectrum of interest to broad-
casters include 890-952 me, used for radio and
“tv-aural communications; 1990-2110 me, 6875-
7125 mc and 12,700-13,200 mc, all of which
are used for tv.

Desilu, NTA Contract
For Six Tv Film Series

DESILU Productions will produce six new tv
film series (half-hours) for National Telefilm
Assoc.,, and its NTA Film Network, Ely A.
Landau, president of NTA, New York, and
Desi Arnaz, president of Desilu, Hollywood,
are announcing today (Mon.). NTA’s initial
investment for new programs is in excess of
$500,000. Shows to be offered next season for
sale by NTA on its film network as well as on
other tv networks, with certain series to be
offered for regional sponsorship.

In concluding pact, both firms exercised op-
tions contained in original production arrange-
ment between them last July when Desilu
started production of The Sheriff of Cochise,
for NTA and which now has been sold in more
than 125 markets. New pact is described as
one of biggest of its kind and follows closely
on heels of NTA’s double agreement with 20th
Century-Fox Film Corp. [BeT, Nov. 5].

Series in preparation to range from adventure
stories to situation comedies, and marks “first
time that a film distribution company will have
available such a wide range of outstanding
programming from one studio,” Mr. Arnaz said.
NTA observed it has minimum of 10 tv film
series now scheduled for production assuring
its film network's current supply of 1%2 hours
of programming weekly to affiliates.

BROADCASTING ® TELECASTING
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WHOSE TQWER?

U. 8. ARMY has been negotiating over
past four months to acquire WOR-TV
New York standby tower which was
struck by plane with five resultant deaths
last Thursday (earlier reports said six
persons were killed; see story, page 82),
station officials revealed Friday. Army,
which reportedly wants to dismantle and
then reassemble 760-ft. tower at Aber-
deen (Md.) Proving Grounds, is slated to
give its decision Nov. 16. Price not dis-
closed.

Spokesmen also revealed tower is not
owned by WOR-TV but by R. H. Macy
Employes Pension Fund, which leased
it to station under long-term contract
when General Teleradio acquired Macy
interests in WOR-AM-TV.

Network Tv Gross Sales
Up 18% for September

NETWORK TV gross time charges totaled
$39,107,409 in September compared to $33,-
044,766 for like month last vear, gain of
18.3%, according to Publishers Information
Bureau compilation. Each network boosted
billing: ABC-TV by 36.7%, CBS-TV by 21.1%
and NBC-TV by 9.8%. Total for nine month
period of all networks was $353,961,824, or
21.8% above last year’s Jan.-Sept. period. The
totals:

Percent
Sept. '56 Sept.’55 Change

5,638,376 § 4,123,780 -+36.7

18,399,872 15,1??%%3 +21.1

C-TV ~ $15,069,161 gg.’zzo:sw -+ 9.8

Total __________ 39,107,409 044,766  -+18..
Percent
Jan.-Sept. '56 Jan.-Sept.'55 Change

56,493,853 32,718,864  +72.7

162,811,764 138,474,755 -+17.6

— 3,102,708 —_

——--- $134,656,207 116265935 +15.8

Total ______ $353,961,824 290,562,262  -+21.8

AFTRA Strike in §eatt|e

AFTRA local voted at weekend to strike four
Seattle stations—KIRO, KING, KOMO and
KJR. Strike sanction was asked of Seattle Cen-
tral Labor Council’s executive board after union
reportedly rejected $4.40 weekly wage increase
for announcers. George Peckham, AFTRA
executive secretary, said walkout would include
KOMO-TV and KING-TV.

Jensen Offered TASO Job

AXEL G. JENSEN, Bell Labs. director of tele-
vision research, has been offered $25,000 year
job as executive director of Television Alloca-
tions Study Organization. Offer was made at
executive board meeting Friday at NARTB
headquarters in Washington. Response from
Mr. Jensen, who was present at Friday’s meet-
ing, expected by or before Nov. 20 when next
executive board meeting is scheduled. TASO
was set up at request of FCC to study uhf-vhf
problems, advise Commission on future of uhf.
1t is composed of representatives of five broad-
cast groups. Post of executive director had first
been offered to Arthur V. Loughran, IRE presi-
dent and former research v.p., Hazelline.

PEOPLE

HARRY MASON SMITH, WLW Cincinnati
veteran executive, is retiring as vice president of
Crosley Broadcasting Corp. and active head
of WLW Cincinnati Dec. 1. After extended
vacation, Mr. Smith will continue as special
representative and consultant periodically with
firm. Mr. Smith has been associated with
James Shouse, chairman of board, and Robert
Dunville, president of Crosley Broadcasting,
for past 25 years. He has served as manager of
service department, eastern sales manager, gen-
eral sales manager, vice president in «charge of
radio and television and then head of WLW.

CHRISTY WALSH JR.,, Ted Bates & Co.
producer on Colgate-Palmolive’s The Million-
aire, to agency supervisor on C-P’s Strike It
Rich, both CBS-TV programs, in Hollywood.
GRANT TYLER, production assistant in New
York office, to Hollywood office as tv producer.

DAVID P. EVANS, WOR-TV New York op-
erations manager; RICHARD SIMON, tv di-
rector of WATV (TV) Newark, and WILLIAM
TERRY, with Bryan Houston, N. Y., all join-
ing tv department, Ogilvy, Benson & Mather.

Nearly $1 Million Involved
In Station Sales Friday

STATION SALES Friday involved total of al-
most $1 million.

KOMA Oklahoma City, Okla., 50-kw outlet,
sold by multiple station owner John T. Griffin,
for $342,500, according to Blackburn-Hamilton
Co., Washington, broker negotiating sale.
Transfer is subject to FCC approval.

Purchasing group is comprised of Myer Feld-
man, counsel, Senate Banking & Currency Com-
mittee; Burt Levine, president, WROV Roa-
noke, Va.; Arnold Lerner, sales manager,
WCMS Norfolk, Va., and Donald Rubin, Flor-
ida banker. KOMA, founded in 1927, is CBS
affiliate and operates on 1520 kc. KOMO tv
affiliate, KWTV (TV), not involved in sale.

Ownership of KOOK-AM-TV Billings,
Mont., will go to Joseph S. Sample, current
president and 10% owner of stations, applica-
tion filed for FCC approval indicated. Transfer
of control being worked out in this fashion:
Licensee Montana Network Inc., paying $403,-
650 for 1,242 shares from 12 stockholders; Mr.
Sample paying $121,800 for 406 shares owned
by C. L. Crist, and $14,625 for 45 shares owned
by V. V. Clark; John Glenn Sample, father of
Joseph 8. Sample, paying $35,595 for 41 shares
treasury stock. Ownership will be held 93.28%
by Joseph Sample; 5.85% by John Glenn
Sample.

Application filed with Commission to sell
KBMI Henderson and KSHO-TV Las Vegas,
both Nev., from Moritz Zenoff to Television
Corp. of America (Zugsmith-Hogan-Oxarart-
Feldman interests) for approximately $200,000,
This supersedes prior applications which pro-
posed to sell 50% interest in tv outlet to Wilbur
Clark, Desert Inn owner, and then transfer sta-
tion to Tv Corp. which was subject of FCC
McFarland letter.

Davis Takes in Partners

NEW engineering firm, George C. Davjis Con-
sulting Engineers, formed Friday with four
members of Mr. Davis’ staff becoming partners.
Joining him in partnership are Julius Cohen,
Robin Compton, Walter L. Davis and Ralph E.
Dippell. Offices will continue in Munsey Bldg.,
Washington. Mr. Davis, who had been at FCC,
predecessor FRC and Dept. of Commerce ra-
dio staff, set up consulting firm in 1937 with
E. C. Page. He formed own firm in 1942.
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Towers Over Southern California’s
GOLD COAST

~— The Nation’s Second Richest Television Market!

[

. BAKERSFIELD

SANTA BARBARA

LANCASTER
OXNARD

BURBANK® « pASADENA
AGLENDALE » SAN BERNARDINO

*10S ANGELES
ONG BEACH

"Southern Californians live better, :
eat better, have fewer worries and ™
drive mbre automobiles than any
comparable set of humans in all the
world!"'—

* RIVERSIDE

= SANTA ANA . i
LAGUNA PALM SPRINGS

» OCEANSIDE

Population .. ......... 7,631,000
Families ............. 2,585,000

Retail Sales ..... $10,282,059,000
Buying Income ..$14,657,286,000
TELEVISION SETS ...... 2,055,000

Source: May 1956 Sales Manogement
“Survey of Buying Pawer’’

5800 Sunset Boulevar . Hollywood 28, California

REPRESENTED NATIONALLY BY PAUL H. RAYMER COMPANY, INC.
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e “The reception 1s wonderful and
I just can't express the thrills we
have because you are affiliated with
CBS.”

BLUEFIELD, WEST VIRGINIA

e . ...You are certainly putting
a bezutiful picture down here.”
RANDLEMAN, Nort# CAROLINA

¢ "I thought maybe you would like
to know that I am getting a perfect
picture, and we're 96 miles from the
city limits of Roanoke.”
WAYNESBORO, VIRGINIA

e “Your picture by far exceeds any
we have ever had here.”
RUPERT, WEST VIRGINIA

¢ “The reception is real good.
We live 100 miles from Roanoke.”
ADKINS, VIRGINIA

e “Your signal here is excellent.”
H:icu POINT, NORTH CAROLINA

‘CBS AFFILIATE
TOP POWER

316,000 Watts

TOP ELEVATION

2000 feet above average terrain—
3936 feet ahove sea level

Ask Peters, Griffin, Woodward!

ROANOKE, VA.

Owned and operated by
the Times-World Corp.

Peters, Griffin, Woodward, Inc.
National Representatives

Y T s T P
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IN REVIEW
" GIANT STEP

THE KID contestant comes into his own in
the fabulous world of untold riches—a book
about the Presidents, a camera, a tape re-
corder, a color tv set for an 1l-year-old
embryo politician from Georgia—and, when
he’s won all that with his knowledge of little
known and less important facts about past
Presidents, a refrigerator and a year’s supply
of ice cream, all on the way to winning a
college education and a tour of foreign lands
if he answers all eight questions correctly—
on Giant Step, newest of tv quiz shows which
bowed last Wednesday on CBS-TV.

The formula of Giant Step is simple:
Answer a question and win a prize, answer
a second question and win another prize,
answer a third and win a third prize, but,
miss the second and you go home empty-
handed, miss the third, ditto. Then comes
question No. 4, with no prize of its own but
a correct answer insures the three prizes al-
ready won; from now on they are yours, no
matter if you miss question No. 5. Answer
No. 5, get the right to that refrigerator, and
ice cream for a year, and you’re invited to
think for a week whether you want to quit
there or to try for prize No. 6.

So, serious, likable, 11-year-old Joe steps
down and another of his age, Miss Sandra,
is on the spot. But, with the marvels of sci-
ence and a pre-first broadcast closed-circuit
session, she is at question No. 6 level. And
here she fails, and 9-year-old Kenny, Cub
Scout and insect collector, takes over and
wins, provisionally, a butterfly case and and
a set of model trains before time is called
and the rest of his inquisition is postponed
until next week.

Fun? Maybe, if you don’t stop to wonder
what will be the effect of these fabulous
prizes for remembering stray facts on child
minds which ought to be concerned with
learning how to think. The Quiz Kids never
had it so good—or is “good” the right word?

Production costs: Approximately $22,000,
Sponsored by General Mills through BEDO
on CBS-TV, Wed., 7:30-8 p.m.

Produced for Entertainment Productions
Inc. by Ed luris; exec. producer: Steve
Carlin; director: Seymour Robbie.

Quiz Master: Bert Parks.

MR. TUTT GOES WEST

THE IDEA behind “Mr. Tutt Goes West,”
the Robert Montgomery offering last Mon-
day, held promise. The star, Parker Fennelly,

" was tailor-made for the role, or perhaps

vice-versa. That the performance fell wide
of the mark was not his fault.

The story was a slightly hackneyed one
about an aged yet clever eastern lawyer who
somehow ended up out in the Wild West,
where he hoped to find adventure. He did,
in a case concerning a “young, struggling,
honest” mine boss trying to hit a vein of
gold. The villain of the piece was the local
dry goods merchant who, on learning success
was imminent at the mine, foreclosed on the
miners’ credit accounts in an effort to get
their shares in the venture. It gets more

complicated in the telling. Happily, the hero
thwarted the plot.

If one were forced to put his finger on the
specific thing ‘that hurt the story’s effective-
ness, it could be said that only Mr. Fennelly
acted as though he believed in the role.
Others were just playing roles they happened
to be paid for that night. Which seemed a
shame because the Arthur Train “Mr. Tutt”
stories are classics in their field.
Production cost: Approximately 340,000.
Sponsored by Schick through Warwick &

Legler, Monday, Nov. 5, 9:30-10:30 p.m.
EST on NBC-TV.

Producer: Robert Montgomery; director: Ira
Cirker; Writer: Murray Burnett.

Cast: Mr, Tutt: Parker Fennelly; Eric Sarr:
William Daniels; Sonja: Lenka Peterson;
Helmet Johannson: Donald McKee; Ste-
ven Corcoran: Bernard Kates.

THE WIZARD OF OZ

SOMEWHERE over the rainbow is a land
where John Doe’s family has a color tv
set and CBS-TV is able to schedule “The
Wizard of Oz” at an hour when junior citi-
zens can share the wonder of an enchanted
film. Seniors, who saw the movie, perhaps
for the second or third time, on the 9 p.m.
Ford Star Jubilee colorcast Nov. 3 found
they could still be enthralled, even in a
monochrome Land of Oz.

But if CBS-TV had deliberately set out to
whet color-starved appetites by colorcasting
a richly-remembered . Technicolor film to
homes predominantly equipped for black-
and-white, it couldn’t have dome a better
job. The Great Oz, or more conveniently,
Santa Claus, should be getting a flood of
new requests—asking, not courage for a
cowardly lion, or a heart for a tin man—but
a tv set that will picture the Emerald City
beyond the rainbow.

That this is one of Hollywood’s great
works, one that wears eXceptionally well,
goes without saying. One can presume then
that it will be seen again on television.
Another hopeful presumption might be that
next time it will be shown at an hour when
the before nine-o’clock-bedtime set in the
East will be able to see it.

Production costs: Approximately $150,000.

Sponsored by:Ford Div. of Ford Motor Co.
through J. Walter Thompson Co. on CBS-
TV Nov. 3, 9-11 p.m. EST.

Film: M-G-M release, Victor Fleming Pro-
duction. Producer: Mervyn LeRoy; direc-
tor: Victor . Fleming; screenplay: Noel
Langley, Florence Ryerson, Edgar Allan
Woolf from book by L. Frank Baum;
lyrics: E. Y. Harburg; music: Harold
Arlen; musical adaptation: Herbert Sto-
thart; special effects: Arnold Gillespie.
Ford Star Jubilee executive producer:
Jack Rayel; associate producer: Robert
Adams. '

Cast: Judy Garland, Frank Morgan, Ray
Bolger,” Bert Lahr, Jack Haley, Billie
Burke, Margaret Hamilton, Charley
Grapewin, Clara Blandick, Pat Walsh
Singer Midgets.

BROADCASTING ¢ TELECASTING



B. B. D. O. says:
“For Reach & Frequency, Radio is a Must!”

“In spite of television’s hold on evening hours, Radio is listened to in
more homes during 75% of the time from 6:00 AM to 6:00 PM than
TV is watched. In fact, up to 3:00 PM Radio reaches more than twice
as many homes as television!

Furthermore, 59% of viewing from Noon to 5:00 PM is done by ONE
FIFTH of TV homes. Over 85% is done by two fifths. In 21 million
TV homes Radio listening dominates during the afterncon—in 14 mil.
lion TV homes television viewing during the afternoon is virtually nil,

National advertisers who are interested in reaching housewives dur-
ing the daytime can do an outstanding job with television—in 30% of
U. S. homes. For greater reach and frequency Radio is a MUST in
55% of TV homes and 100% of ‘RADIO ONLY" homes.”

From “A Discussion of Radio—~Past, Present and Future”
by the Research Department, Batten, Barton, Durstine and Osborn, Inc., Fall, 1956.

CUNNINGHAM & WALSH says:
“Radio Listening Up. TV Viewing Down.”

“The size of the morning Radio audience has not been affected by
TV. The percentage of family listening in the evening has increased
with each year since 1951 and afternoon listening is up 9% over 1951.
At the same time, TV viewing is down 8%.”

and, this in TV homes only!

From Cunningham & Walsh's ninth annual Videotown
survey as published in Broadcasting.Telecasting, October 13, 1956.




LEVER BROTHERS says:

“Great Results!”

Referring to the Pepsodent “you'll wonder where the yellow went”

Radio campaign, a Lever executive was quoted in the trade press:

“We've put everything behind the campaign to make it pay off and
it has. Now that we have a winning horse, we're going to continue.”
“And,” says the Pepsodent brand manager, “we have top-notch
identification and that is reflected in our sales figures.”

Advertest Research measured the results of Pepsodents’ Radio
campaign and found that 64% of the people recognized Pepsodent’s

jingle after only 8 weeks!

' NIELSEN says:

“Add Spot Radio
to Network TV,
Lower Your Cost!”

NETWORK-TY
& RADIO SPOTS

HALF-HOUR NETWORK

- EVENING
TV SHOW

COMBINED '

698,000
DIFFERENT
HOMES IN
ONE MONTH

SALES CALLS
COST/M CALLS

1,465,800
$3.04

1,447,100
749,100
i
NEW
ONLY HOMES
ADDED
e
298,600
SAW TV, HOMES
HEARD RADIO WHICH
- " RECEIVED
399,400 AS%E[S)
SAW TV CALLS

ONLY
7,090,800 TOTAt
ADDITIONA
Sy CALLS

5,625,000

So, by adding Spot Radio to his network TV show, this advertiser

in this actual example lowered his cost-per-thousand from $3.04 to
¥ .95 and made 5,625,000 total additional sales calls!

From an A. C. Nielsen Co. Chicago study, Fall, 1956.



RETMA says:
“The Public Demands Radio”

93% more Radio
sets are being sold
than TV sets; 284%

more Radio sets are

in use than TV sets.

What more con-
vincing proof could

there be?

RADIO- RADIO-TY
TV SET TOTAL SET
SALES CIRCULATION
JAN.-JULY JAN.-DEC.,
1956 1955
. -

3,752,133 EREFLELY: 37.000,000 ' REFRSEL

RAB says:
“More Listening Than Watching!”

Radio has 21.6%
superiority over
TV on the basis of
Sunday thru Satur-
day listening and
viewing in all
homes.

v RADIO 1) RADIO

From the Radio-Electronics-Television Manufacturer’s Association.

% OF
TOTAL
U. S. HOMES

RADIO 84%
TV 69

33,907,000 ! 41,219,000
' %
|
|

HOMES HOMES LISTENING
WATCHING TO RADIO

From The Radio Advertising Bureau, Fall, 1956.




and—

THE PETRY COMPANY says:

“We're very gratified to see that these and other industry
leaders are recognizing and publishing what we have
always maintained. RADIO is a vital force in American
advertising.

And the most effective and efficient way to harness that
force is through National Spot—the use of the best Radio
stations in local markets.”




ALL OUT OF STEP, by Gerard B. Lam-
bert. Doubleday & Co., 575 Madison Ave.,
New York 22, N. Y. 316 p. $4.50.

THIS is the story of the likable youth who,
having run an inheritance of $300,000
into an indebtedness of more than twice
that amount in a very few years, decides to
enter a business he knows nothing about
and, in a very few years more, has revolu-
tionized that business to the great profit of
the stockholders and himself. 4!l Out of
Step, however, is no novel of the Clarence
B. Kelland school. It is the autobiography
of Gerard B. Lambert, the man who put the
word halitosis into the American language
and a bottle of Listerine into virtually every
American medicine cabinet, the man who,
while running Lambert Pharmacal Co., set
up and headed an agency to handle its ad-
vertising and persuaded the ANPA authori-
ties that it was not a house agency but en-
titled to recognition and the 15% commis-
sion. How Jerry Lambert applied his ability,
charm and willingness to tackle anything
once to yachting, politics and the Gillette
Safety Razor Co. {where he gave Blue
Blades to the waiting world) is told en-
gagingly, without a trace of braggadocio or
modesty. Mr. Lambert’s “personal chroni-
cle” is highly recommended as an unusual
piece of Americana and a colorful addition
to advertising history.

WRY ON THE ROCKS by Steve Allen;
Henry Holt & Co., N. Y.; 177 pp. $3.00

IS THERE anything tv’s Steve Allen cannot
do? Apparently not. Already a man of
more talents than you can shake a Trendex
report at—m.c.-musician (Tonight and Steve
Allen Show), biographer (The Funny Men),
short story writer (14 for Tonight), part-
time preacher (New York’s Universalist
Church of the Divine Paternity), humorist
(Bop Fables), lyricist (“The Bachelor”),
composer (“Allen Plays Allen”), songwriter
{“Let’s Go To Church Next Sunday Morm-
ing), actor (“The Benny Goodman Story™)
and columnist (Cosmopolitan magazine)—
Mr. Allen herewith has produced a collec-
tion of poetry. It’s called Wry On The Rocks
in deference to A Pocketful of Wry by poet-
ess Phyllis McGinley. There the similarity
ends. Although he’s come up with a few
good rhymes—some sophisticated, tart, and
at times, frankly autobiographical—these
poems will never become required reading
for American Po¢try 142b along the ivy-
clad circuit.

THE AGE OF TELEVISION, by Leo Bo-
gart. Frederick Ungar Pub. Co., 105 E,
24th St.,, New York 10, N. Y. 348 p.
$6.50.

IN THE LAST 10 years television has be-
come a part of the American way of life.
The process has affected, for better or worse,
advertising, politics, sports, the movies, edu-
cation and the way in which the typical
American family spends it leisure time.
These effects have been measured by an
army of researchers and in this book a
prominent member of the research fraterni-
ty, director of account research at McCann-
Erickson and president of the Radio & Tele-
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BOOKS

vision Research Council, reports and ana-
lyzes these findings.

Toward the end of his crisp, concise sum-
mary of the tv age Mr. Bogart notes that:
“Essentially, the debate between defenders
and critics of present-day television arises
out of a basic disagreement over the social
function of mass communication. Are the
media to be seen primarily as source of in-
fluence on the ideas and values which people
hold, or are they rather a means by which
people can pleasantly pass their ever-growing
leisure time?” Whichever way you answer
that question, you'll find your view well sup-
ported and ably opposed in The Age of Tele-
vision, which is required reading for all
serious students of tv.

PUBLIC RELATIONS FOR SOCIAL
AGENCIES, by Harold P. Levy. Harper
& Bros.,, 49 E. 33d St., New York 16,
N. Y. 208 p. 33.50.

THE PROPER place of public relations in
the overall program of a health, charitable
or civic organization is explicitly described
in this handbook, which illustrates the the-
ory with scores of examples of the success-
ful use of public relations on a national or
local level to assist in fund raising, the en-
rollment of volunteer workers or the win-
ning of public support for an agency pro-
gram. Broadcasters will be grateful for Mr.
Levy’s chapter, “Communicating by Air,”
which tells social agency people how to work
with radio and television stations in their
communities, how to prepare announce-
ments, when to ask for special programs,
and in general how to provide information
and material that can be used and not to
waste the time of station executives with
impractical requests.

HOW TO ANNOUNCE FOR RADIO

AND TELEVISON, edited by William I.
Kaufman. Hastings House, 41 BE. 50th
$t., New York 22, N. Y. 95 p. $2.50.

TWELVE top announcers give their per-
sonal recipes for achieving success as an
announcer in this latest of Mr. Kaufman's
“how to” books, and the editor has thrown in
a piece from Grey Advertising Agency's
Grey Matter to give the buyer a baker's
dozen. Required reading for youthful aspi-
rants to an announcing career, this slim vol-
ume will also provide an hour of fun for
anyone who has either been an announcer or
listened to one.

SAY IT SAFELY, by Paul P. Ashley, U. of
Washington Press, Seattle 5, Wash. 117 p.
$2.25.

THE SUBTITLE of this little book, “Legal
Limits in Journalism and Broadcasting,”
pretty much tells what it's all about. De-
signed as a working tool for day-to-day use,
rather than a library reference work, its
purpose in the words of the author, “is not
to frighten publishers and broadcasters into
saying less. It is to help them to be more
secure in saying what should be said.” As
legal counsel for several newspapers and a
broadcasting company, Mr. Ashley is in a
position to know what he's writing about.

- TOP RATING IN
CINCINNATI!

ELLERY
QUEEN

WE

starring

HUGH MARE

The highes! rated syndicated
program in Cincinnati,*
America’s great mystery
adventure series outrates
$64,000 Question, Dragnet,
Jackie Gleason and other
top network favorites! Get
the facts for your market.
*24.7 Pulse 9110156

488 Madison Ave.
New York 22

PLaza 5-2100
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OPEN MIKE

Compatible Color by Radio

EDITOR:

We here at WMEN are pioud to an- | |

nounce a successful compatible-color radio
broadcast last Wednesday, Oct. 24. The
“color-cast” took place from 12:15 to 1:00
p.m. and listeners were requested to phone
in results.

Compatible color-radio, as developed here
at WMEN, is designed to give the listener

something to look at while he listens. QOur

color transmitting equipment turns the nor-
mally orange tubes to a restful green. The
listener is requested to turn his radio around
and watch the tubes. Any regular radio

| can pick up color radio without an adapter |

although sometimes it is necessary to remove |
the back to see the tubes. More than 100
listeners phoned during the color program |
and many reported tubes changing to green |
while others had no change and still others I
changed to various colors. We plan to try
a few more experimental color-casts before
integrating it into the regular schedule.
Information on the more technical aspects

of compatible color-radio may be obtained
by writing me here at the station.

Dave Wagenvoord, Color Consultant t

WMEN Tallahassee, Fla.

Gridiron Switches

EDITOR:

Just noticed your item in the Oct. 29 is-
sue stating that you believed the football
date-change from Saturday to Friday at
Oklahoma A & M and Kansas was the first
time two major colleges had switched be-
cause of television.

I think that there was at least one other
such change when I was living in Houston
a year ago, and Rice Institute began an-
nouncing its new schedule. Rice had an
afternoon game scheduled for Oct. 27 with
Texas U., at Housten. When the football
tv schedule was announced, however, Rice
and Texas promptly switched their after- |
noon game to a night contest. It was pub-
licly announced that they didn’t want to
buck the Oklahoma-Notre Dame game . . .

Roger L. Hickok
Bruce B. Brewer & Co., Minneapolis, [

Minn.
Mr. Lewis Is Worried i
EDITOR:

I am worried about the state of comedy |
in America today. I'm worried by all the bad
reviews of comedy shows on television. I'm
worried about the lack of interest in com-
edy development. I'm worried about the
inroads of films (the automation in the en- |
tertainment industry) because this will de- |
prive many stations of time they might util-
ize for “live” talent. I'm worried about the !
lack of places for comedians to develop their [
talents. I'm worried about the future of |
comedy, comedians and comedy writers.

Everybody talks about the need for new |
faces in comedy, about new comedy writ-
ers. That theme has been well-hammered. l

Occasionally a bit of sunlight seeps through. |
[ A well-meaning individual serids up flares |
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A.C. Nielsen Company
Reports.. WLW Radio
consistently with one
of the ten largest
audiences among the
more than 2870 Radio
stations in America.

And WLW Radio gives
you the nation’s fifth
largest unduplicated
radio audience.

So before you buy
radio time, check

with your WLW Radio
representative. You'll
be glad you did!
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Station
Sales

KIDDER,
PEABODY
& CO.—

® Hasan established re-
lationship with most
of the important
sources of investment
capital in the country.

® Maintains close con-

tact with all phases
of the Television and
Radio industry.

We invite the
station owner to
take advantage of
this dual coverage
when considering
the sale of his
property.

KIDDER,
PEABODY & CO.

FOUNDED 1865
NEW YORK BOSTON PHILADELPHIA
CHICAGO SAN FRANCISCO

Offices and correspondents in thirty other
principal cities in the United States

Address inguiries to:

ROBERT E. GRANT
Kidder, Peabody & Co.

First National Bank Building
Chicago 3, Illinois

Telephone ANdover 3-7350
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announcing opportunity through a search
for comics and writers. But then an iron
curtain of fear blocks out the sunlight. For
it is fear, fear of lack of judgment that pro-
vides management with the theory that de-
nies opportunity to new talents.

The Comedy Workshop has stood firm as
a beacon inviting bright talents to make the
skies light up with their starry talents. No
one has matched the sustained record of
longevity of the Comedy Workshop—now
525 meetings old—now in its 12th year.
This is the only activity of its kind. No one
has welcomed so many embryo writers and
performers—to encourage or discourage
their talents.

No one area has a monopoly on talent;
it may eventually gravitate to the talent
centers of Hollywood and New York, but
its breeding ground is local America. The
Comedy Workshop envisions a “minor-
league” training program for comics and
writers, but this needs the cooperation of
management, the networks, films, stage and
night clubs, who benefit most from new
talent.

I'm worried about the state of comedy
in America today. I feel that it will get
worse next year. By 1958, all film compa-
nies will have made their backlogs available
for tv. The competition will get fiercer and
fiercer, and force more cut-backs in live
shows. I am worried-—aren’t you?

George Q. Lewis, Dir.
The Comedy Workshop.

Testimonial

EDITOR:

You can’t imagine how many compli-
ments and comments I've had [on an On
All Accounts sketch, BeT, Qct. 22]—from
station and agency people from Maine to
California,

What fun. Another testimonial re the
far-reaching effects of BeT,

Bobbie Landers, Timebuyer
John W. Shaw Adv. Inc., Chicago

First in the Field
EDITCR:

Congratulations on BeT’s election to the
Audit Bureau of Circulation. I am not sur-
prised at all that your publication is the first
in the field to be awarded this mark of dis-
tinction in the publishing field . . .

Gustav K. Brandborg, Gen. Mgr.
KVOO Tulsa, Okla.

Broken Connection
EDITOR:

To set the records straight: In your re-
port of the sale of KWSM-AM-TV to WSTV
Inc. [BeT, Nov. 5] you stated that the buyer
had an interest in this station.

The Neptune Broadcasting Co. (WSTV
Inc.) owns now-dark channel 46 in Atlantic
City. They have no connection whatever
with this station.

Jerome Sill, Pres.
WFPG Atlantic City, N. J.

[EDITOR'S NOTE: Mr, Sill is right. He purchased
WFPG from Neptune Broadcasting Co. in
September.]

KGW-TV Drop-Out
EDITOR!

Thanks for the plug you gave KGW-TV
[BeT, Oct. 22] regarding our on-the-air date.
However, there is a rather substantial dif-
ference between 16,000 watts and 316,000
watts.

Walter E. Wagstaff, Mgr.
KGW-TV Portland, Ore.

[EDITOR’S NOTE: B-T regrets that somewhere
in the processing of the item on KGW-TV’S Dec.
17 opening date 300,000 watts were lost, KGW-TV
will:l operate on ch. 8 with maximum power, 316
kw.

Author’s Aid
EDITOR:

At the present time I am engaged in writ-
ing a book for publication in the near future
on radio and tv.

If possible I would like to get your written
permission to refer to B*T as one of the
leading publications in the industry. Also, I
would like to include some of the features
you carry regularly in my writing.

Dan Kalenak
Odessa, Tex.

Farm Tv Programming
EDITOR:

In a television manual we are preparing
for our associates, we want to treat the sub-
ject of farm programming over tv, and we
would like very much, if possible, to quote
from the excellent article on that subject in
BeT of April 4, 1955. 3

If you would be able to give us reprint
permission, we would, of course, credit BeT,
and we would remember your courtesy most
gratefully,

Michael London, Dir. of Studio
Training

United Electronics Laboratories

Louisville, Ky.

Reprint Rules
EDITOR:

Some weeks ago you kindly gave us per-
mission to reproduce some material you had
printed in BeT, We find that material in
your magazine very frequently is the type
of information from which we wish to draw
facts, or often a reprint.

Our particular interest at this moment is
to use a few paragraphs from your issue of
Oct. 29, We would propose to reproduce
these paragraphs .and use them for direct
mail on behalf of radio. We would, of
course, credit your magazine.

In a letter from you sometime ago, which
we seem to have misfiled, you gave us per-
mission for this sort of thing by which we
could facilitate or speed up the process with-
out a letter such as this for each use, but I
do not recall precisely your instructions
thereto. We would appreciate a restatement
because we do wish to make use of ma-
terial from your magazine regularly and fre-
quently.

H, E. Studebaker, Pres.
KUJ Walla Walla, Wash.

[EDITOR’S NOTE: B-T’s reprint requirements
are simple: credit must be given to us as the
source, material must not be quoted out of con-

xt, and, to protect our copyright, we should
be sent a copy of all material reproduced from
our pages.] o
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BULLETIN: i

B.T BREAKS ALL CIRCULATION RECORDSeecees

DELIVERS MORE PAID COPIES THAN ALL OTHERS
COMBINED IN ITS FIELD,

With the November 5 issue, BeT hit another record—20,300 copies,
biggest yet for a run-of-the-week issue. Of these 19,178* were bought
and paid for. The rest were distributed as checking and service copies.

Interested in reaching national and regional advertisers and agencies?
You get over 5,000* of them every week in BeT. These are paid for—
not giveaways. (and our display rates are only slightly higher than those
of free-controlled claimants).

BeT is a member of the Audit Bureau of Circulations—the only publi-
cation in the field to enjoy this privilege.

There's no abracadabra to Audit Bureau audits. It is a standard of
measurement of PAID circulation. The rules were written by advertisers
and agencies. BeT has met them, alone in its field.

B O <A " BROADCASTING
«, '::' TELECASTING
THE BUSINESSWEEKLY OF RADIO AND TELEVISION

IT PAYS TO ASK

“ISITPAIDT"

Fid
*YOU'RE SURE WHEN THEY'RE {d ™4



KMPC

and
KSFO

Reach
9 out of 10

Californians!

560 kc

K s F San Francisco

Reaches 4'/2 Million
Northern Californians

K MPC 710 ke

Los Angeles
Reaches 7'/2 Million
Southern Californians

GOLDEN WEST
BROADCASTERS

KMPC KSFO

Janm dAgiry, Choirman, Bsard af

National Representatives:
AM Radio Sales Company
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our respects

to WARD DRUMMOND INGRIM

FAITH is a commeodity that was in short
supply among radio executives a few years
ago when television dazzled national adver-
tisers with new and expensive enticements.

But Ward D. Ingrim, general manager of
the Don Lee Broadcasting System, was firm
in his conviction that radio could grow with
television, not merely live with it.

Don Lee, the pioneer regional radio net-
work on the West Coast, feeds its own ex-
tensive program originations plus Mutual to
57 stations in California, Oregon, Wash-
ington, Arizona, Nevada, 1daho, British Co-
lumbia, Alaska and Hawaii, including
owned & operated KHJ Los Angeles and
KFRC San Francisco. The Don Lee Div. of
RKO Teleradio Pictures Inc. also includes
KHJ-TV Los Angeles (Don Lee pioneered
in tv too, establishing W6XAO Los Angeles
in 1931). Mr. Ingrim headquarters at KHJ-
AM-TV’s spacious, modern $3 million facil-
ity in Hollywood.

The Don Lee general manager also is a
director of Mutual and a director of Radio
Advertising Bureau. He is president, treas-
urer and 47%2 % owner of San Francisco-
Oakland Television Inc., contestant for tv
ch. 2 in the Bay Area.

Under Mr. Ingrim’s stewardship, the Don
Lee network is enjoying the biggest average
daytime audience in its history and business
is booming. The local business surge is the
heaviest since 1948 and national sponsors,
reversing their antipathy of several years to-
ward networks in general, have been signing
in significant numbers since this past sum-
mer. Don Lee did not lose national business
to the extent national networks did and has
held to the same daytime rate since 1948.

“Don Lee does what radio can do best—
news and information,” Mr. Ingrim explains.
“Generally music is left to the independent

stations. The listener doesn’t tune Don Lee

for background-type programming. Rather,
it is selective tuning and this assures the ad-
vertiser deep penetration and full listener
attention.”

Justification for Mr. Ingrim’s faith in the
sales impact of both radio and tv is shown
in the individual progress of the Don Lee
stations. KHJ-TV is substantially ahead of
any previous year in both local and national
sales. KHIJ will score its highest year in
both categories with national business run-
ning 50% above last year. KFRC is having

its biggest year in local sales while national
business is topping last year.

Ward Drummond Ingrim was born May
2, 1910, in Stockton, Calif., but he grew up
in the San Francisco Bay Area, chiefly Oak-
land and Berkeley. His father was in the
printing business but the smell of ink and
the rumble of the press failed to bring out
the journalism in him. “I just always wanted
to sell,” he recalls.

After receiving his B.S. in business admin-
istration in 1931 from the U. of California
at Berkeley, he was offered a job at KJBS
San Francisco. He soon learned how to an-
nounce, to write copy and then to sell.

In 1935 he switched to KFRC as salesman
and the next year he became commercial
manager after the shuffle of personnel as
Don Lee and CBS parted company (CBS
bought KNX Los Angeles in 1936) and the
regional network joined Mutual. In 1938
Mr. Ingrim became assistant manager of
KFRC in addition to his sales post. He was
successful especially in developing regional

. accounts new to radio.

As 2nd Lt. Ingrim, he went into the Army
Air Force public relations in 1942 and
served in the Pacific, handling radio for the
Seventh Air Force. He was released in 1945
as a major.

National sales experience came to Mr.
Ingrim next when he joined the Chicago
office of John Blair & Co., as account execu-
tive. His specialty was Don Lee, then rep-
resented by Blair. He was moved to Blair’s
New York office in 1946 as account execu-
tive and he became a stockholder in the firm.

Mr. Ingrim returned to the West Coast in
1948 as director of advertising for Don Lee
and its stations and the following year he
was made vice president in charge of sales
and advertising. When General Teleradio
acquired Don Lee in 1951, he became exec-
utive vice president of Don Lee and vice
president and director of General Teleradio.
He relinguished these titles in 1954 for his
present position when the San Francisco-
QOakland Television bid was filed.

Mr. Ingrim married Mary Elizabeth Tor-
rey of Everett, Wash., in 1940. They have
one child, Mary Ann, 14, and make their
home in suburban San Marino, Calif.

He has been active in community and
professional organizational work, including
the Hollywood Chamber of Commerce.

BROADCASTING ® TELECASTING



AM[P)EX Approves
FERRO-SHEEN

L BRARD

for Revolutionary

VIDEOTAPE recorder

A full hour's TV program — picture and sound—on a
single 12Y%-inch reel of magnetic tape, ready for
instantaneous playback . . . that's the electronic mira-
cle made possible by the epoch-making Ampex
Videotape Recorder unveiled last spring. The tele-
vision industry immediately bought up the available
prototype models of the amazing new machine, and
one of the first questions to come up was, of course,
“Which tape?” The Ampex Videotape Recorder
records on a special 2-inch wide tape, which must be

made to the most rigid specifications to capture fre-

“Reg. T.M. Ampex Corp.

BROADCASTING ® TELECASTING

quencies as high as 4,000,000 cycles per second. All
along, Orradio Industries, manufacturers of the famous
irish FERRO-SHEEN process tapes, had been working
with Ampex, so they were ready for the question, Now
irish FERRO-SHEEN Videotape is available in pro-
duction quantities, and delivery has just been
completed on the television industry's first full-scale

commercial order,

The successful adaptation of the exclusive irish
FERRO-SHEEN process to the extraordinarily exacting
requirements of commercial Videotape production is
the culmination of a long-term research and develop-
ment program — implemented by the same s.taﬂ‘ and
facilities responsible for the development and current
production of the five famous irish FERRO-SHEEN
tapes for audio tape recorders: Shamrock, Green

Band, Long Play, Double Play and Sound Plate.

ORRADIO INDUSTRIES, INC.
OPELIKA, ALABAMA

World’s Largest Exclusive Magnetic Tape Manufacturer

Export: Morhan Exporting Corp., 458 B'way, New York 13, N.Y,, US.A.
Canada: Atlas Radio Corp., Ltd., Toronto, Ontarlo
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Typical of Cleveland's economic character is this photo of the Cuyahoga River showing
industrial plants, fast modern highways, river transportation, and railroads.

An X-Ray machine tests a jet engine part for internal Cleveland-Hopkins, already the world’s largest municipal air-
flaws. Cleveland is a center of development of air- port, is being further expanded to the tune of $20 million.
craft equipment and fuels and is the nation's largest This new terminal building was dedicated last spring.
producer of jet engine parts.

About 750 vessels (of which the Humphrey is the largest) use
Cleveland’s port and dock facilities. A $50 million harbor
improvement program will be completed in 1957 to accom-
modate increased shipping expected froan the St. Lawrence
Seaway development.
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Cleveland blast furnaces produce pig iron for midwest iron
and steel industry. Cleveland area now supplies about 3% of
the nation’s total industrial capacity; expects to double that
percentage when the St. Lawrence Seaway is completed.

THE BEST LOCATION IN THE NATION

Cleveland is in the center of the great Northern
American market. Within 500 miles is 58% of the
population, 67% of the nation’s manufacturing
plants producing 74% of all the country’s products,
and 79% of America’s payroll.

The nation goes to Cleveland for one-fifth of
its vacuum cleaners, one sixth of its bolts and nuts,
one-sixth of its tractors, nearly 10% of its machine

tools, and within the Cleveland area are more than

3000 industrial plants turning out a full two-thirds
of many types of products manufactured in our land.
An industrial center since the Civil War, Cleveland
is at the start of another upsurge in industrialization.

Two Storer stations are located in this so-
strategic city to any national advertiser. Each is
dominant in its respective field, and both deliver

audience at the market’s lowest cost per thousand.

For radio, WJW; television, WJW-TV (CBS).

WSPD-TY WIW-TY WJBK-TV WAGA-TV WBRC-TV KPTY WGBS-TV
] Toledo, Ohio  Clevelond, Chio Detroit, Mich. Atlonto, Ga. Birmingham, Ala.  Portland, Ore. Miami, Fla.
BROADCASTING
W5SPD wiw wJBK WAGA WBRC WWVA WGBS

Toleda, Ohio Clevelond, Ohio  Dewroit, Mich.  Atlanto, Ga. Birminghom, Alo. Wheeling, W.Vo.  Miami, Flo.

COMPANY

TOM HARKER—vice-president and national sales director
BOB WOOD—national sales manager

LEW JOHNSON-—midwest sales manager ® 230 North Michigon Aver;ue, Chicago 1 ® Franklin 2-6498

GAYLE GRUBB~vice-president and Pacific coast sales manager ® 111 Sutter Street, San Francisco ® Sutter 1-8689

} 118 Eost 57th Street, New York 22 ® Murray Hill B-8630
SALES OFFICES l



N'M WAITING FOR DALE MORGAN
TO DECIDE FOR ME”

2 =
T =
-~
~—
-
w2 NN '
e '
e
o o l
\
. "‘ —

FOLKS RELY FOR WHAT-T0-BUY
ON DALE MORGAN

L E A RN R AN E R EEE N RN NESEE R NN EEN N NN N NN N NN

: DALE MORGAN SHOW
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Weekdays 5:30 to 9:00 a.m.

Yes . .. for years in Denver, folks have listened to DALE MORGAN’S
warm, believable salesmanship and responded at the point of sale!

Now...here’s audience-familiar DALE MoRGAN in KLZ’s prime
morning time with the new “DALE MoRrGAN SHow”...local, regional
and world news. .. weather news ... music...human interest and
current topic interviews in the DALE MORGAN manner.

1t’s KLZ’s top rated AM time! Pulse (June 1956} shows KLZ with
8 out of 12 quarter hour firsts in the 6 to 9 AM period . . . a mighty
close second in the other four.

Let DALE MoRGAN sell your product to this morning audience. He's
doing it every day for dozens of other national and local advertisers.

For complete information, contact your kaTZ MAN or KLZ Radio sales

G 560 L

CHBS FO& THE ROCKY MOUNTAIN AREA

[E XN R RN Y]
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_RICHARD S. PAIGE

on all accounts

AIDING in the sales planning and develop-
ment of many NBC-TV programs falling
within the “magazine concept” and then
moving over to the agency side as buyer for
the same type offerings was “not a painful
transition” for Dick Paige, media director of
North Adv. Inc., Chicago.

In fact, he reports, he is deriving his
“greatest satisfaction” from insight he is
gaining into the reasons behind the needs of
clients for whom he once helped tailor net-
work properties.

This perspective is enhanced by the fact
that he also is responsible for print media
activities.

Mr. Paige pulled up stakes from NBC-
TV’s sales planning and development forces
last December and joined the newly-
launched North agency as media director.

Within the past 10 months he has been
involved in the purchase of numerous net-
work tv properties, network radio, spot tv
and extensive print schedules for North’s
clients—the Toni Co., The Englander Co.
and Lanvin-Parfums, Inc.

Richard S. Paige was born in Fitchburg,
Mass.,, on Nov. 12, 1914, and attended
Townsend Harris Hall High School and
City College of New York.

Joining the Army in January 1942, he
rose from private to captain, last serving as
property officer for the Quartermaster base
depot servicing the Central Pacific Theatre.

Encountering Horace Schwerin (who was
then conducting food studies for the Office
of Quartermaster General), Mr. Paige
worked as a statistician. Upon release from
active duty in 1946, he joined Mr. Schwer-
in’s new program and commercial testing
service as research head.

Mr. Paige joined NBC-TV’s research
department in 1950 in charge of audience
measurements.

These have been active months for Mr.
Paige at North. He has been involved, on be-
half of Toni, in buying network tv shows
plus assorted network radio and spot tv and
supervision of printed media.

Mr. Paige, who is a bachelor, lives on
Chicago’s lake front.

BROADCASTING ¢ TELECASTING



Louisville’s

BEST KNOWN FIGURE

o, ll

The WHAS-TV Channel 11 figure dances up a storm to
promote Stokely Van Camp’s “Hayloft Hoedown” on promotion
slides. On other occasions, he points to Pillsbury Ballard’s
“Stars of the Grand Ole Opry”.

He's a dependable little guy, backed by power, personnel
and performance. Immediately recognizable, he is the figure
people in this market tune to and depend upon. During
every telecast hour, he reminds viewers of excellent
Channel 11 programs.

He should remind you that for selling results, individual
and distinctive treatment, your advertising deserves the impact
of programming of character. In Louisville, WHAS-TV
programming PAYS OFF!

Are you participating?

VICYOR A. SHOLIS, Director

NEIL CLINE, Station Mgr.
Represented Nationally by Harringten, Righter & Porsons
Associated with The Courier-Journal ond Louisville Times

LGy

Iy

BASIC CBS-TV Network

BROADCASTING ® TELECASTING
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ZIV'S NEW STAR-SPANGLED RATING WINNER

roduced with the
futl cooperation of
THE DEPARTMENT
OF DEFENSE AND
THE DEPARTMENT
OF THE NAVY.

SPINE-TINGLING! SURGING WITH SEQUENCE AFTER SEQUENCE
EXCITEMENT, SENTIMENT and HEROISM! FILMED AT ANNAPOLIS!

Nothing on tv can compare! Week after week your BIG AND LAVISH...with Hotlywood stars and thousands
viewers thrill to stories ablaze with the adventures, of U.S. Midshipmen, Navy planes, ships and equipment
loves, heartbreaks and triumphs of theU.S. Midshipmen. ...""Men of Annapolis'' is a program people recommend.
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PULSE Says WPTF has

of its
Nearest
Competitor

Here's the 1956 Area Pulse covering g2 North
Carolina counties. WPTF leads during every

: : (CPVIN
quarter-hour . . . with well over twice the ))
audience of a regional network and six to : : i ” -l:, j

seven times the average audience of any other —

station. o
WPTF's average share of audience inched (

up from an even $6%, in 1955 to §6.79 In
1956. This, coupled with an average increase
of 109, in homes using radio, means that
WPTF is delivering more listeners now than
during any of the past three years the Pulse
has been made.

SHARE OF AUDIENCE
Leading Stations—Monday thru Friday

6PM-
Stations 6AM-12N  12N-6PM  i2Mid.
WPTF .. ... ... ....... 35 35 40
Regional Network. . ... 14 12 11
Station “A”. ... ... ... 5 6 [
Station “B”.. . ... .. ... 6 4 5 5
Misc. (58 stns.y . ... ... 40 43 38 )

50,000 Watts 680 KC

Homes Using Radio. . .25.29 27.09, 26.697, .
NBC Affiliate for Raleigh-Durham

and Eastern North Carolina
R. H. MASON, General Manager GUS YOUNGSTEADT, Sales Manager
Peters, Griffin, Woodward, Inc., National Representatives

MARKET DATA* IS

Population 2,827,400 Drug S 59,507.000
Farm Population 1,093,500 General Merchandise  $309,893,000
Spendable Income  $3,051,232,000 Apparel $123,181,000
Gross Farm Income $927,982,000 Home Furnishing $188,570,000
iy i Total Retail $2,210,275,000 Automotive $513,637,000 §
@ WPTF NCS Food $503%,268,000 Fitling Station $197,063,000
; oo

VERAGE MAP * 1956 SRDS Estimates of Consumer Markets
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FIRST REPORT: CBS, NBC TV SALES

e BT computations reveal actual 1955 gross, net time figures
® Two top chains grossed $317,828,310, netted $260,981,206
e Discounts given to all advertisers disclosed in Celler records

THE TWO largest television networks—
CBS and NBC—grossed $317,828,310 in
time sales in 1955. Their net was $260,981,-
206.

These figures, first of their kind ever dis-
closed for the television industry, were com-
puted by BeT from network records filed
with the Celler House Antitrust Subcom-
mittee at its September hearings in New
York. Previously, the only guide to indi-
vidual network revenues has been supplied
by Publishers Information Bureau tabula-
tions of network gross business. This infor-
mation, however, does not take into account
the varied discounts which the networks ap-
ply to the one-time card rate figures used by
PIB in its analyses.

The discount question was one of the prin-
icipal ones taken up with network presidents
Frank Stanton of CBS and Robert W. Sar-
noff of NBC by the antitrust unit during the
hearings, as is described below.

A further BeT computation of the net-
work information shows:

For CBS:
$175,367,422 gross
service
net for regular network serv-
ice

$ 321,442 gross for Extended Market
Plan service

net for Extended Market
Plan service

$175,688,864 gross for combined regular—
EMP service

net for combined regular—
EMP service

for regular network

$142,294,365

$ 298,131

$142,592,496

For NBC:

$142,139,446 gross for regular network
service
net for regular network ser-

vice

$118,388,710

These gross figures are lower than the 1955
grosses of $189,018,121 for CBS-TV and of
$163,384,796 for NBC-TV reported by PIB
[BeT, Feb. 13}, whose compilations of the
expenditures of national advertisers for tv
network time are reported each month in
summary form by BeT. There is, however,
nothing alarming in the differences. PIB fig-

ures are pgenerally higher than the actual
gross billings of the networks, due to the
method by which the data is compiled.

PIB gets its gross time sales figures by mul-
tiplying the time each station broadcasts each
network program by that station’s gross net-
work rate for that time period. But differ-
ences in time zones and in times at which
delayed broadcasts are put on the air may
drop a Class A rate estimated by PIB to a
Class C rate actually billed by the network.
Nor do PIB calculations take into account
such special arrangements as are frequent
in network practice, particularly in connec-
tion with sporting events, where the adver-
tiser pays for, say, the first hour of a play-
by-play telecast and the remainder is carried
by the network without charge for the re-
mainder of the time. If such a tv network
sportscast were to run 2% hours, PIB figures
would show gross charges for 1%4 hours of
network time which would not appear on
the network’s own records.

Stemming from the print media meas-
urements in which pages or column inches
are measured and the gross space rates ap-
plied to provide a means of comparison be-
tween individual publications or between
media, such as newspapers versus magazines,
broadcast network gross time sales are coni-
piled from lists of sponsored network pro-
grams and the station line-up and time of
broadcast for each, the dollar figures being
computed by PIB.

Network testimony upon which the BeT
analysis is based disclosed the amount of
gross time sales to each advertiser by pro-
gram on the two networks that year. and.
even more importantly, the percentage dis-
count given to the advertiser. These discounts
range from 0 to 25% for CBS-TV; from 0
to 48% for NBC-TV.

[n the case of NBC-TV. the figures sup-
plied the committee wer¢ yearly grosses for
each advertiser. CBS-TV computed an aver-
age weekly gross and furnished the number
of programs and the number of times those
programs appeared weekly. BeT computed
annual gross expenditures for CBS-TV on
the basis of that information, and reached
the net figure by applying the appropriate

discount to the particular account’s gross.
The information on all advertisers, broken
down by the programs they sponsored, is
presented on following pages. All figures
with the exception of the net time sales are
those in the hearing record; the net figures
for both networks are BeT computations.
On CBS-TV’s rate card, station-hour dis-
counts, computed on gross weekly billing for
U. S. station time only (of stations actually
used), are offered to advertisers using net-
work broadcasts for 26 or more consecutive
weeks. These range from 2% % for 10
through 19 station hours per week, to 15%
for 90 or more station hours per week. Two
or more network contracts for the same ad-
vertiser (excluding contracts for shared-spon-
sorship programs) may be combined in com-
puting the station-hour discount rate. The
station-hour discount does not apply, how-

‘ever, to the 8-10:30 p.m. New York time

period unless the advertiser uses at least 60
stations.

CBS-TV also offers an additional annual
discount on station time charges at the end
of 52 weeks of network broadcasting. For
consecutive-week advertisers; this comes to
52 times 10% of the largest amount of
weekly gross billing that has run consecu-
lively for 52 weeks; for alternate-week ad-
vertisers, it amounts to 26 times 5% of the
largest amount of weekly gross billing that
has run consecutively for 26 alternate weeks.

In lieu of station-hour and annual dis-
counts, CBS-TV offers an overall discount
of 25%, computed on gross weekly billing
for station time, to advertisers who use a
weekly minimum of $100,000 of gross bill-
ing for station time during 52 consecutive
weeks of an established overall discount year.
Billing of shared sponsorship programs and
Extended Market Plan station time may be
included, within certain limitations.

NBC-TV'’s rate card provides for weekly
discounts and annual continuity discounts.

Weekly discounts are offered to advertis-
ers sponsoring one or more program periods
in the same rate classification for 26 weeks
(either consecutive or alternate) within a
designated 52-week discount year. These are
allowed on all gross billings for time for eli-

IN 1955: CBS-TV NET $142,592,496; NBC-TV NET $118,388,710
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gible program periods used during each week
of the discount year, and range from 5%,
where the aggregate percentage of hour rate
charged for program periods used is 40 to
59%, up to 15% where the aggregate per-
centage is 200% or more. Aggregate per-
centage is defined as “the total of the per-
centages of the hour rate charged for pro-
gram periods used during the week.”

The rate of these weekly discounts is re-
duced if the advertiser uses fewer than 100
U. S. stations for programs broadcast be-
tween 8 and 11 p.m. New York time Mon-
day through Friday and between 7 and 11
p-m. New York time Saturday and Sunday.
If fewer than 65 stations are used in these
periods, the weekly discount is reduced by
10 percentage points; if 65 to 84 are used,
it is reduced by 5 percentage points; if 85 to
99 are used, the reduction is 2% percent-
age points,

The annual continuity discount is offered
in addition to the weekly discount. It
amounts to 10% and is allowable on gross
time billings for periods of equal duration
and in the same rate classifications which
were used for 52 consecutive weeks. In lieu
of the annual continuity discount, an adver-
tiser using a minimum of 200% of the hour
rate per week for 52 weeks will be allowed
a 10% discount on total gross time charges
during the 52-week period.

Neither the weekly discount nor the an-
nual continuity discount is applicable to pro-
grams sold in less than 15-minute segments,
to those for which less than 40% of the ap-
plicable hour rate is charged, or to sports
and other special events programs.

Both CBS-TV and NBC-TV have special
inducement arrangements for their respec-
tive plans to encourage advertisers to use
their smaller-market affiliates—the Extended
Market Plan in the case of CBS-TV, and the
Program Extension Plan at NBC-TV.

The nature of discounts given by tv net-
works and why they vary from very small
discounts or in some cases none at all to
a maximum of 48% was explored by the
House Antitrust Subcommittee during its
hearings in New York at which the CBS-TV
and NBC-TV figures reprinted herewith were
entered into the record.

Examining Dr. Frank Stanton, CBS presi-
dent, on the CBS-TV discounts, committee
Chief Counsel Herbert N. Maletz asked if
it is correct “that an advertiser who uses
a weekly minimum of $100,000 gross billing
for station time during 52 consecutive weeks
of an established overall discount year re-
ceives a 25% overall discount?”

“In lieu of other discounts,” Dr. Stanton
replied.

The hearing record continues:

Mr. Maletz: Now to illustrate, Dr. Stan-
ton, how the discount structure works, let
us take the Procter & Gamble account in
1955. Is it not correct that since the adver-
tiser had over one-half million dollars in
average weekly billings and can qualify for
the 25% overall discount, it follows that
Procter & Gamble received this 25% de-
duction for all its programs including, for
example Guiding Light, which runs for
15 minutes during the day in Class C time,
and for the program Topper, which ran for
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30 minutes in the evening in Class A time,
is that right?

Dr. Stanton: That is correct.

Mr. Maletz: Therefore, on an overall
basis, a large advertiser like Procter & Gam-
ble would receive discount deductions of
about $135,000 a week, 25% of $544,300;
is that right?

Dr. Stanton: I do not quarrel with your
computations.

Mr. Maletz: Would it be correct to say
that there are at least a dozen such large
corporations that received a 25% discount
on their weekly gross billings in 1955, such
as Kellogg, Pillsbury Mills, Westinghouse,
Liggett & Myers, Lever Brothers, General
Mills, Bristol-Myers, R. J. Reynolds, Ameri-
can Home Products, Colgate-Palmolive,
Toni and General Foods?

Dr. Stanton: I would have to examine the

ABC TALENT PACTS

ABC has four limited exclusivity, long-
term talent contracts for which the
network pays an aggregate $650,000 to
$700,000 a year, according to informa-
tion filed with the House Antitrust Sub-
committee headed by Rep. Emanuel
Celler (D-N. Y.).

These include Martin Block, whose
five-year contract. expires in 1[958;
Ozzie and Harriet Nelson, 10 years ex-
piring in 1959; Don McNeill, 10 years
expiring in 1960, and John Daly, ABC
vice president in charge of news and
public affairs, 10 years expiring in
1963.

Walt Disney, ABC reported, is the
only producer with which ABC has a
contract of more than five years, for
the network’s Disneyland and Mickey
Mouse Club tv programs. ABC has ne
contracts with any other producer,
writer, director or “so-called creative
talent,” the report said.

The House Antitrust Subcommittee
sought the information in its investiga-
tion of alleged monopoly in television
by the networks.

list but if you have done so I accept your
word. At the present time I think there are
six advertisers on the overall discount basis.

Mr. Maletz: Now it is also correct, is it
not, that an advertiser with a smaller budget
who wished to purchase a program that,
let us say, ran for 26 alternate weeks, that
that small advertiser would, at best, be en-
titled to a discount of 5%?

Dr. Stanton: Well, we can certainly come
up with a hypothetical example that would
satisfy that question. Yes, Mr. Maletz.

Mr. Maletz: And other small advertisers
might qualify for only 214 % station hour
discounts or, indeed, no discount at all? Is
that right?

Dr. Stanton: Yes, there are advertisers
who got no discount during the period of
the analysis you asked for.

Mr. Maletz: Now is it not a fact that the
CBS Network discount list for 1955 shows
the following contracts and discounts as

between competitors, and these examples
are only illustrative: First, that R. J. Rey-
nolds received a 25% discount as compared
with 12% % to Philip Morris; Bristol-Myers
obtained a 25% discount as compared with
5% for Wildroot and 5% for Noxzema
Chemical, 9.5% for Carter Products and
15% for Yardley; 23% for National Dairy
as compared with 5% for American Dairy;
is that correct?

Dr. Stanton: If those are taken off the
sheets, yes. May I say, though, that some
of those advertisers had at earlier times
earned a higher discount. There is nothing
in the discount structure that discriminates;
anyone who wants to buy the amount of
business or the number of stations or the
number of programs qualifies on the dis-
count structure.

Mr. Maletz then turned his questioning
to the Robinson-Patman Act, asking if it
is not a fact that this Act “prohibits quantity
discounts not based on cost savings where an
injury to competition results.” Bruce Brom-
ley, special counsel for CBS, admitted that
it is. But when Mr. Maletz continued: “Now
if television shows are commodities within
the meaning of the Robinson-Patman Act,
is it or is it not a fact that the entire CBS
discount rate structure may be in violation
of the Robinson-Patman Act?” Chairman
Emanuel Celler ruled Mr. Bromley need
not answer the question.

Chairman Celler then himself asked Mr.
Bromley if he believed that tv is a service
rather than a commodity and for that reason
had come to the conclusion that the Robin-
son-Patman Act is not applicable to tele-
vision, which Mr. Bromley said was correct.
But when asked whether he thought the Act
should be amended to embrace tv as a ser-
vice, Mr. Bromley said he would not favor
such an amendment. Pressed for his rea-
sons, Mr. Bromley replied: “I think we are
in enough trouble with the Robinson-Patman
Act as it is now, and to extend it to services
would get us into a perfect mire.”

When, subsequently, NBC President Rob-
ert W. Sarnoff submitted the statement of
NBC-TV advertisers, their gross billings
and the discounts allowed them by NBC-TV,
Mr. Maletz did not question him about the
variations in discounts given to various ad-
vertisers but plunged right into the question
of the Robinson-Patman Act and its appli-
cability or not to tv programs. Replying
for NBC, John F. Sonnett, special counsel,
said the network’s position is that “NBC and
any broadcaster are not subject to the Rob-
inson-Patman Act.”

Asked if there is “any logical basis” for
not extending the scope of the Act to in-
clude services, Mr. Sonnett replied that “it
would be a mistake and perhaps unconstitu-
tional . . . and certainly as a matter of
policy I think it would be very unwise to
attempt to impose a requirement on indi-
viduals who sell services that they should
receive the same as some other individual
for services, because I do not believe the
services of any two people are ever the
same and I do not think that Congress
could validly legislate that.”
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CBS-TV ADVERTISERS: THEIR GROSSES, DISCOUNTS, NET BILLINGS

THE TABLES which follow show CBS-TV’s list of advertisers for
1955. They were submitted by the network to the House Antitrust
Subcommittee in September. CBS-TV broke down the information
by each program sponsored by a particular advertiser, the days
per week of that show, the number of times it appeared during the
year, average weekly gross for the show, and the average weekly
discount allowed by the network. The last column, total annual
net billing, was computed by BeT after first compiling an annual
gross for each show and then applying the appropriate discount.

The total gross billing for all regular network advertisers in 1955
was $175,367,422. The computed BeT net was $142,294,365 for
that year.

In addition, CBS-TV also submitted information concerning ad-
vertisers under its Extended Market Plan service for 1955, That
information is not detailed in the tables. A BeT computation of
the EMP advertisers totaled a gross $321,442 and a net $298,131.
Accordingly, the overall network gross was $175,688,864; the net
was $142,592,496.

Average
No. of Average Weekly Annual
Days Programs Weekly Discount Net
Client per week Program Carried Gross

Forp Div. ofF Forp Motor Co. 1 Ford Star jubilee 4 $135,100.00 “15.0 459,340
HAWAIIAN PINEAPPLE 1 House Party 52 12,100.00 15.0 534,820
S. C. JounsoN & SonN Red Skelton, Life with Father 26 18,000.00 “ 50 938,600

Spotlight Playhouse
KELLOGG 1 Godfrey & Friends 5 47,700.00 25.0 178,875
KELLOGG 1 Lassie 8 39,200.00 250 235,200
KELLOGG 1 Wild Bill Hickok 30 20,900.00 25.0 470,250
KELLOGG 1 Garry Moore 52 8,800.00 25.0 343,200
KELLOGG 2 Godfrey Time 104 16,900.00 24.0 667,888
KELLOGG 2 House Party 104 18,600.00 240 735,072
LmncoLN MERCURY 1 Toast of the Town 52 84,400.00 25.0 3,291,600

Ed Sullivan Show
P. LoriLLarp Co. 1 Two for the Money 42 47,000.00 24.5 1,490,370
P. LoriLLarD Co. 1 Father Knows Best 47 45,500.00 24.0 1,625,260

Appointment with Adventure
MILES LABORATORIES 1 Garry Moore 52 10,400.00 *20.0 432,640
MILES LABORATORIES 1 Bob Crosby 14 10,200.00 #20.0 114,240
PET MiLx 1 Red Skelton 25 40,500.00 *5,0 961,875

Spotlight Playhouse
PiLLsBURY MILLS 1 Godfrey & Friends 12 44,900.00 15.0 457,980
PiLLsSBURY MILLS 4 Godfrey Time 208 39,200.00 25.0 1,528,800
PILLSBURY MILLS 4 House Party 208 39,800.00 25.0 1,552,200
PRUDENTIAL INSURANCE Co. 1 You Are There 24 45,600.00 16.0 919,296
PRUDENTIAL INSURANCE Co. | Garry Moore 12 14,500.00 16.0 146,160
RevLoN INC. 1 Danger 38 45,000.00 23.0 1,316,700
REVLON INC. $64,000 Question e
REVLON INC. 1 Appointment with Adventure 5 46,600.00 20.0 186,400
RevLON INC. 1 Johnny Carson 13 36,800.00 20,0 382,720

Public Defender
Scuurrz BREwmng Co. i Playhouse of Stars 52 43,700.00 22.0 1,772,472
Singer SEwING MacmiNE Co. 1 Four Star Playhouse 26 42,800.00 5.0 1,057,160
SyLvania ErLectric Co. 1 Beat the Clock 53 40,300.00 21.0 1,687,361
MILES LABORATORIES 1 Robert Q. Lewis 38 9,200.00 20.0 279,680
BenDIX Div. OF Avco 1 Doug. Edwards & The News i3 25,100.00 17.5 683,348
S. C. JoHNsON l Robert Q. Lewis 35 11,200.00 18.5 319,480
GOLDSEAL 1 The Jo Stafford Show 21 25,800.00 17.5 446,985
CAMPBELL SOUP 1 Abbott & Costello 9 16,249.00 12.0 128,692
CAMPBELL SOUP 1 Lassie 36 37,700.00 13.5 1,173:978
WESTINGHOUSE ELECTRIC 1 Studio One—Summer Theatre 52 73,637.00 25 2,871,843
WESTINGHOUSE ELECTRIC 1 Best of Broadway 6 72,950.00 15 372,045
YARDLEY 1 Garry Moore 52 17,300.00 15 764,660
LiGGETT & MYERS 3 Perry Como 75 73,200.00 25 1,372,500
LiGGETT & MYERS 1 Tv Top Tunes 9 45,100.00 22 316,602
LicGETT & MYERS | Gunsmoke 13 48,900.00 23 489,489
LONGINE 3 Chronoscope 39 29,100.00 5 359,385
LEVER BRros. 1 Uncle Johnny Coons 26 10,500.00 25 201,750
LEVER BROS. 1 Uncle Johnny Coons 14 13,200.00 15 157,080
LEVER BROS. 1 Talent Scouts 26 39,200.00 20 815,360
LEVER BRoOs. 1 G. Moore 7 9,300.00 25 48,825
LEVER BRros. 1 G. Moore 13 10.600.00 25 103,350
LEvER Bros. 2 Godfrey Time 104 18,000.00 25 702,000
LEVER BROS. 3 Art Linkletter 156 29,000.00 25 1,131,000
CoNVERTED RiCE { G. Moore Z;:; 13,500.00 17.5 378,675

5

Best Foobs 1 Robert Q. Lewis 40 9,000.00 10 324,000
P&G 5 Road of Life 130 39,000.00 25 760,500
P&G 1 Bob Crosby 4 9,300.00 25 27,900
P&G 5 Guiding Light 260 48,000.00 25 1,872,000
P&G 5 Brighter Day 260 49,000.00 25 1,911,000
P& G 5 Welcome Travelers 260 82,000.00 25 3,198,000
P& G 5 On Your Account 260 86,000.00 25 3,354,000
P& G 1 I Love Lucy—Whiting Girls 27 53,000.00 25 1,073,250
P& G { Topper 20 45,000.00 25 675,000
P&G 1 Down Yoiut Go—It's Always Jan 18 48,000.00 25 648,000
P&G ! The Line Up—Undercurrent 20 49.000.00 25 735,000
P&G 1 Favorite Husband 15 36,000.00 25 405,000
SOILAX 1 Garry Moore 12 11,400.00 5 129,960
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NETWORK TIME SALE

CBS-TV Average Average Total
No. of Weekly Weekly Annual

Days Programs Gross Discount Net

Client per week Program Carried b % 3
ANHEUSER BuscH INcC. | Damon Runyvon Theatre 38 27,900.00 21 837,558
CARTER PRODUCTS | Meet Millie 25 39,800.00 9.5 900,475
GENERAL MiLLs INc. 1 Burns & Allen 6 48,700.00 15 248,370
GENERAL MiLLs Inc. 1 Tales of the Texus Rangers 13 16,100.00 20 167,440
GENERAL MiLLs INc. 1 Life with Father 7 30,250.00 25 158,813
GeNERAL MiLis InNc. 1 Lone Ranger 52 14,500.00 25. 565,500
GENERAL MILLs INC. 3 Bob Crosby 152 17,800.00 25 676,400
GENERAL MiLLs INc. 1 Captain Midnight 16 - 12,900.00 15 175,440
GENERAL MnLs Inc. 1 Garry Moore 18 9,300.00 25 125,550
GENERAL MILLs INC. 3 Valiant Lady 152 27,800.00 25 1,056,400
GENERAL MiLLs INC. 2 Robert Q. Lewis 68 7,000.00 25 178,500
GENERAL MiLLs INc. 1 Willy 20 30,600.00 25 459,000
GENERAL MiLLs Inc. 2 Barker Bill . 87 18,300.00 25 597,038
GERBER PRODUCTS 1 Bob Crosby Show 18 13,500.00 5 230,850
MINNESOTA MINING 2 Godfrey Time 14 10,800.00 17.5 62,370
MINNESOTA MINING 1 Godfrey Time 15 11,200.00 5 159,600
NaTioNAL Damy 1 Big Top 52 30,000.00 23 1,201,200
Quaker Oats INc. 1 Contest Carnival 38 17,700.00 17.5 554,895
Quaker OaTs INc. I Sgt. Preston of the Yukon 14 18,800.00 20 210,560
PHARMACEUTICALS INC. 1 Doug. Edwards & the Newy 33 23,600.00 23 599,676
PHARMACEUTICALS INC. | Meet Millie 26 36,800.00 18 784,576
W. A. SHEAFFER PEN Co. 1 Two for the Money 11 50,850,00 13 486,635
MayTac Co. } Star Time Plavhouse—Navy Log 13- 43,300.00 5 534,755

AT THE outset of the House Anti-
trust Subcommittee investigation of

works at a competitive disadvantage.
Now that the material has been made

networks BT editorially protested
the public disclosure of business se-
crets. It has been this publication’s be-
lief that the revelation of confidential
information could unfairly put net-

available for public inspection, how-

ever, it is B*T’s obligation to present
it. This publication is, after all, a news
magazine.

The Editors

W. A. SHEAFFER PEN Co. 1 Star Time Playhouse—Navy Log 12 43,300.00 5 493,620
Simoniz Co. 1 Bob Crosby 47 9,900.00 20 372,240
Simoniz Co. . 1 Garry Moore Show 21 9,600.00 20 161,280
U. S. SteeL Core. 1 U. §. Steel Hour 13 73,900.00 5 912,665
WANDER CoO. 1 Captain Midnight 14 17,300.00 7.5 224,035
BrROWN & WILLIAMSON 1 Robert Q. Lewis 7 12,200.00 10 76,860
MINNESOTA MINING ] Godfrey Time 19 12,300.00 S 222,015
Dow CHEMICAL 1 Godfrey Time 26 13,500.00 5 333,450
BROWN & WILLIAMSON 1 Lineup—Undercurrent 26 52,000.00 20 1,081,600
AMERICAN O Co. 1 Person to Person 26 16,275.00 5 401,993
BrisTOL MYERS 1 Four Star Playhouse 26 42,615.00 20 886,392
BRISTOL MYERS 1 Godfrey Time 52 8,799.37 25 343,175
BrISTOL MYERS 1 Godfrey Time 52 11,732.50 25 457,568
BRrISTOL MYERS 1 Garry Moore 6 12,540.00 15 63,954
BrisTOL MYERS 1 Garry Moore 52 10,301.88 25 401,774
BrisToL MYERS 1 Stage Seven 1 35,962.50 25 26,972
BRrRISTOL MYERS 1 Alfred Hitchcock 51 40,754.25 25 1,558,850
CHRYSLER CORP. 1 Climax-Shower of Stars 52 78,512.50 25 3,061,988
JULES MONTENIER 1 What's My Line 26 36,877.50 5 910,874
WILDROOT 1 Robin Hood 6 42,672.38 S 243,232
JOHNSON & JOHNSON 1 Robin Hood 7 41,596.87 5 276,619
WEssoN OIL 1 Valiant Lady 17 15,612.00 17.5 218,958
REMINGTON RAND 1 What's My Line 26 40,425.00 5 998,498
HamM BREWING 1 Person to Person 52 “;kly 11,448.00 7.5 550,649

26 alt. .
FRIGIDAIRE 2 Godfrey Time 90 24,675.00 17.5 916,059
FRIGIDAIRE 1 A. Godfrey & His Friends 18 45,615.75 15 697,921
CHEVROLET 1 Garry Moore . S 15,265.00 25 57,244
FRIGIDAIRE 1 My Favorite Husband 13 39,198.00 20 407,659
Buick | I. Gleason-—The Honeymoaoners 14 53,130.75 25 557,873
R. J. REYNOLDS 1 I've Got A Secret 52 48,472.50 25 1,890,428
R. J. REYNOLDS 1 Topper—Crusader 19 alt. 44,491.50 22.5 655,138

13 wkly
R. I. ReyNoOLDS | Bob Cummings 26 41,325.00 25 805,838
R. J. ReyNoLDs 1 You'll Never Get Rich 8 46,557.75 25 279,347
PHILIP MORRIS 1 { Love Lucy 18 50,194.50 22.5 700,213
PHILIP MORRIS | Public Defender 17 34,417.50 12.5 511,961
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CBS-TV

Client

NoxzeMa CHEMicaL Co.
PaBsT BrREwING Co.

STATE FARM MUTUAL INSURANCE CoO.

HeLeNE CuUrTIS
HELENE CURTIS
HELENE CURTIS

AMERICAN HOME Prob.
AMERICAN HOME Prob.
AMERICAN HOME PrOD.
AMERICAN HOME Prob.
AMERICAN HoME ProD.
AMERICAN HoME PROD.
AMERICAN HOME PRrOD.
AMERICAN HOME PRrOD.
AMERICAN Tosacco Co.
AMERICAN Toracco Co.
BorpeN Co.

CarnaTioN Co.
CarNATION Co.
COLGATE PALMOLIVE
COLGATE PALMOLIVE
COLGATE PALMOLIVE

Toni COMPANY
TonN1 COMPANY

TonN1 COMPANY

TonN1 COMPANY

Ton: CoMPANY

Tont COMPANY

TonN: COMPANY

ToN1 COMPANY

B. F. GOODRICH
NorwICH PHARMACAL
C. SwANsON & SoONs

C. SwaNsoN & SoNs

C. SwansoN & Sons
GILLETTE SAFETY RAZOR
GILLETTE SAFETY RAZOR
GILLETTE SAFETY RAZOR
ALUMINUM CoO. OF AMERICA

AMANA REFRIG.
GEN. ELEcC.

CoORN PRODS.
CorN PRrobs.

CHUN KING
LaNoLIN PLus
WRIGLEY

S. 0. 8.
$. 0.8

A. E. STALEY

ScoTT PAPER
ScotT PAPER
ScoTT PAPER
ScotT PAPER
ScorT PAPER
ScorT PAPER
GeN. Foobs
GeN. Foobs
GEN. Foobs
GEN. ELECTRIC
GEN. ELECTRIC
GEN. ELECTRIC
GEN. ELECTRIC
CBS CoLuMBIA
CBS CoLuMBIA
CBS CoLuMBIA
CBS HyTrRON
CBS CoLumsBIA
GeN. Foobs
GeN. Foobps
GeN. Foobps
Swrrr & Co.

Swirr & Co.
Swrirr & Co.

(1) Time is furnished without charge to sponsor on two out of five days a week in return for
which sponsor (A) makes this program available on the two days at a nominal cost and

Days
per week
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Program

Person to Person

Blue Ribbon Bouts

Red Barber's Corner
Robert Q. Lewis
Professional Father
Professional Father

Love of Life

Secret Storm

A. Godfrey Time

Doug. Edwards & The News
Name That Tune

Name That Tune

Down You Go
Wanted—Quiz Kids

Jack Benny—Pvt. Secretary
Doug. Edwards & The News
Garry Moore

Bob Crosby

Burns & Allen

Strike It Rich

The Big Payoff

Strike It Rich-Miliionaire
Talent Scouts

A. Godfrey & His Friends
Frankie Laine
Valiant Lady

Bob Crosby

Garry Moore

Garry Moore

Garry Moore

A. Godfrey Timne
Burns & Alien
Sunday News Special
Robert Q. Lewis

Bob Crosby

Bob Crosby
Kentucky Derby
Preakness

Belmont Stakes

See It Now

Phil Silvers

20th Century Fox
Robert Q. Lewis
Godfrey Time
Garry Moore
Robert Q. Lewis
Gene Autry

Bob Crosby
Garry Moore
Garry Moore
Valiant Lady
Garry Moore
Bob Crosby

Bob Crosby
Garry Moore
Omnibus

Johnny Carson
Portia Faces Life
Christmas Show
Jane Froman
Ray Milland
Parade of Light
G. E. Theatre
Willy

Godfrey & Friends
Talent Scouts
Talent Scouts
Life with Father
1 Love Lucy
Mamma

Qur Miss Brooks
Garry Moore
Garry Moore
Garry Moore

(B) sponsor makes another program available twice a week at nominal cost.

(2) Because of failure to sell alternate week, sponsor permitted to pick up for station payment only.
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No. of
Programs
Carried

13
16
16
35
13
13

260

19
13
51
51

8
34
21

Average
Weekly
Gross

5

28,942.50
60,744.00
12,350.81
11,975.00
43,600.00
13,100.00
90,000.00
41,300.00

8,500.00
24,400.00
33,500.00
28,200.00
42,200.00
29,700.00
50,800.00
35,700.00
11,600.00
16,000.00
49,300.00
54,600.00
56,400.00
47,900.00
45,100.00

50,200.00

9,200.00
7,500.00
8,000.00
9,600.00
9,700.00
8,700.00
44,400.00
10,000.00
9,400.00
9,400.00
13,500.00
40,000.00
40,000.00
37,800.00
31,000.00

46,527.50
72,392.50
10,323.75

9,431.93
13,205.00
13,675.00
13,942.50
12,335.00
13,665.00
12,860.00
11,012.50
12,850.00
11,675.00

9,835.00

9,600.00
20,727.00
40,961.00
46,000.00
75,200.00
15,190.00
30,104.50
22,432.50
47,280.00

9,000.00
51,853.00
32,482.00

6,500.00
8,500.00
45,638.00
35,703.00
34,844.00
12,980.00
10,976.00
9.452.00

November 12, 1956

2)

n

Average
Weekly
Discount

0

19.3

Total
Annual
Net
$

357,440
728,928
167,971
356,256
481,780
170,300
3,510,000
1,474,410
114,750
988,200
150,750
296,100
221,550
245,025
1,981,200
1,392,300
407,160
108,800
1,038,258
3,549,000
2,199,600
1,868,100
236,775

1,656,600

495,656
292,500
166,400
43,200
14,550
316,109
876,900
455,000
142,222
142,222
136,890
34,000
34,000
32,130

774,225

309,408
926,624

362,363
342,521
326,164
202,390
652,509
280,621
159,998
305,425
34,359
173,113
119,488
233,090
197,184
485,012
675,857
931,500
56,400
296,205
665,309
19,068
1,851,296
63,000
396,675
222,599
44,545
161,500
444,971
1,365,640
1,332,783
91,379
347,434
176,658
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NETWORK TIME SALES

CBS-TV : Average

. No. of Average Weekly Annual

Days " Programs Weekly Discount Net
Client per week Program Carried Gross % 3

PROCTER & GAMBLE 1 Jackie Gleason 26 25,914.00 15 572,699
NEesTLE Co, 1 Jackie Gleason 38 24,871.00 15 803,333
NEesTLE Co. 1 Stage Show 14 43,255.00 21 478,400
SHEAFFER PEN 1 Jackie Gleason 13 24,324.00 7.5 292,496
CoMSTOCK 1 Garry Moore 12 12,052.00 5 137,393
ALUMINUM 1 Omnibus 26 20,700.00 10 484,380
SCHICK 1 Jackie Gleason 25 24,859.00 7.5 574,864
GEN. Fbps. 1 December Bride 52 50,000.00 25 1,950,000
ZENITH Rabpio 1 Omnibus 13 20,000.00 (3) 50 130,000
NoRrcross 1 Omnibus 15 19,800.00 10 267,300
AMERICAN DaIry 1 Bob Crosby 24 12,222.50 5 278,673
CBS HYTRON 1 Garry Moore 6 14,452.00 12.5 758,730
REGAL PALE BREWING 1 Harry Owens Show 52 4,890.00 20 203,424
CALIFORNIA BREWING 1 The Star & Story 2 4,200.00 10 7,560
Nerwork Participating Program, '
REVLON ProDUCTS 2 Morning Show 28 6,400.00 5 85,120
FLormA CITRUS 3 Morning Show 23 9,862.00 10 68,048
CaMpPBELL CEREAL 2 Morning Show 16 2,436.00 5 18,514
MoNsaNTO CHEM. 5 Morning Show 28 15,000.00 17.5 693,000
LYoN VAN & STORAGE 3 Panorama Pacific 158 1,200.00 7.38 58,536
HiLLs BRoOS. 3 Panorama Pacific 156 1,200.00 7.38 57,795
REXALL Drug 3 Panorama Pacific 3 1,050.00 2.5 1,024
MoNSANTO CHEM. 2 Panorama Pacific 28 700.00 17.5 8,085
W. A. SHEAFFER INcC. 3 Panorama Pacific 33 1,050.00 2.5 ’ 11,261
LORRAINE BURTON SALAD 1 Panorama Pacific 27 350.00 2.5 9,214
Swirt & Co, 2 Panorama Pacific 64 700.00 2.5 21,840
J. P. STEVENS 3 Panorama Pacific 12 1,050.00 2.5 4,095
WISHBONE SALAD DRESSING 5 Panorama Pacific 40 1,750 00 5 13,300
STERLING DRUG 2 Panorama Pacific - 18 700.00 .25 6,143
PHILIP MoRrris 3 Panorama Pacific 126 1,050.00 7 41,013
PROCTER & GAMBLE 5 Panorama Pacific 25 2,250.00 5 10,688
CONVERTED RICE 3 Panorama Pacific 39 1,050.00 5 12,948
READER’S DIGEST 4 Panorama Pacific 4 1,400,00 2.5 1,365

€BS CLIENTS RECEIVING NO DISCOUNTS

MASLAND | Garry Moore 4 $ 12,700.00 $ 50,800
SERTA ASSOCIATES 1 CGarry Moore 4 15,100.00 60,400
SeEveN Ur 1 Bob Crosby 4 13,900,00 55,600
ECAP 1 You Are There 20 39,400.00 788,000
MASLAND 1 Garry Moore 12 12,900.00 154,800
NasH KELVINATOR 1 Danger 12 34,100.00 409,200
DoEeskiN Probpucts INc. 1 Robert Q. Lewis 13 10,400.00 135,200
SimmMmons Co. 1 My Favorite Husband 9 33,100,00 297,900
MASLAND 1 Garry Moore 8 12,200.00 97,600
RONSON 2 Doug. Edwards & News 36 87,200.00 1,569,600
{1 ONGINE 1 Conguest 2 57,800.00 115,600
1 ONGINE 1 Thanksgiving 1 55,500.00 : 55,500
INTERNATIONAL HARVESTER 1 Halls of Ivy 20 25,000.00 500,000
Naszisco ) 1 Halls of Ivy 21 26,700.00 560,700
AMANA REFRIG. 1 Basketball 10 14,600.00 146,000
AMANA REFRIG, 1 Football 5 65,000,00 325,000
AMANA REFRIG, 1 Pacific Coast Basketball 2 4,200.00 8,400
GeNERAL Foobps 1 Three For Tonight 1 120,000.00* 120,000
GENERAL Foobs 1 Jo Stafford 4 22,500,00* 90,000
BAUER & BLACK 1 Godfrey Time 11 11,700.00 128,700
C.B.S. CoLUMBIA 1 See It Now 1 13,500.00 13,500
CoLUMBIA RECORDS 1 See It Now 1 27,000.00 27,000
STERNS NURSERY 1 Morning Show 5 1,300.00 6,500
KEenpaLL Co. 1 Morning Show 16 3,200.00 51,200
MUuLLINS MFG. 1 Morning Show 1 3,300.00 3,300
RexaLL Druc 3 Morning Show 3 9,900.00 9,900
EpisoN CHEM, 1 Morning Show 1 3,300.00 3.300
Hoover Co. 2 Morning Show 5 9,300.00 23,250
CranE Co. 1 Morning Show 15 3,200.00 48,000
SHULTON 1 See It Now 1 90,000.00* 90,000
MAYBELLINE I Robert Q. Lewis 1 10,900.00 10,900
MAYBELLINE 1 Jack Paar 1 6,800.00 6,300
MAYBELLINE 1 See It Now 1 40,400.00* 40,400
PioNEER RuBBER Co. 1 Panorama Pacific (1) 10 300.00 3,000
MorTtoN SaLT Co. 1 Panorama Pacific (1) 13 300.00 3,900
WESSEN HOUSEWARE 1 Panorama Pacific (1) 7 300.00 2,100
Purex Core. 2 Panorama Pacific (1) 26 700.00 9,100
MULLENS MFG, 1 Panorama Pacific (1) 1 300.00 300
CARTER PRODS. 1 Panorama Pacific (1} 2 300,00 600
BONNE BELL INC. 2 Panorama Pacific (1) 24 700.00 8,400
YARDLEY OF LONDON 1 Panorama Pacific (1) 8 300.00 2,400
GEN, MILLs 2 Panorama Pacific (1) 26 800.00 10,400
KenpaLL Co. 1 Panorama Pacific (1) 16 300.00 4,800

(3) Special allowance as part of settlement of litigation. )
{1) Shared sponsorship program for which separate discount schedule is applicable, but discount not earned in above instances.
*  Contract price for special programming: includes both time and program.
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- WH@ Radio

helps 114% Sales Increase

for Skelly Oil

for lowa PLUS!

Des Moines . . . 50,000 Watis

Col. B. ]. Palmer, President
P. A. Loyet, Resident Manager

IN Metropolitan Des Moines—as in ALL of
“lIowa Plus"—WHO RADIO is the guality
station that people hear, trust, BELIEVE,

Your messages on WHO carry more weight
because they are delivered by trusted voices
and are backed by excellent programming

sponsored by America’s leading companies.

Skelly’s Mr. Loudon KNOWS what all this
means to advertisers—and so do your Colonels
at Peters, Griffin, Woodward. Ask them!

Peters, Griffin, Woodward, Inc., Exclusive National Representatives



Pagc 38 e

15.67 Food
Dominance

Market figures prove 15.6% more dollars
are spent for food in the Grade B area
of WXEX-TV than in the Grade B area
of any other Richmond area TV station

Food Dollars Spent Percentage

WXEX-TV EF¥El X 1Y Helole! 100%
Station B LRI I 1 86.2%
Station C 86.5%

Source: Sidney Hollander Associates

WXEX-TV

Tom Tinsley, President NBC BASIC — CHANNEL 8 lrvin G. Abetotf, Vice Pres,

Natianal Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, W ashington.

" Forjoe & Co. in Chicogo, Seattle, San Francisco, Los Angeles, Dolios, Atlonta.
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CBS-TVY

Client

SoUTHERN CALIF. PLASTERERS
MacGLA PRroODS.

WeMaAR Corp.

WEeCO PRODS.

AMER. CoNE & PretzeL Co.
CaLGON INC.

CoasT FISHERIES

E. L. BRUCE

PoLaroip CoRp.
IN-SINKERATOR

LiNcoLN MERCURY
CurTiss Canoy Co.
RALSTON PURINA
RALSTON PURINA
ARMOUR

FALSTAFF BREwING CoRrp
IDEAL ToYS

Monsanto CHEM Co.
NATIONAL CARBON
Lewis Howe

1Larsen Co.

ELGIN NATL. WATcH Co.
AMOCO

BLock Druc

Days
per week
1

et e g b b b et b bt b b b s et D b DD B e b R e b

Program

Tournament of Roses
Panorama Pacific (1)
Panorama Pacific (1)
Panorama Pacific (1)
Panorama Pacific (1)
Panorama Pacific (1)
Panorama Pacific (1)
Panorama Pacific (I)
Panorama Pacific (1)
Panorama Pacific (1)

Pan Amer. Road Race Film

Tales of the Texas Rangers
Robert Q. Lewis

Garry Moore

Captain Midnight

Game Of The Week
Winky Dink & You
Winky Dink & You

A. Godfrey & Friends

Swaps v. Nashua Match Race

Bob Crosby
Person To Person
Years of Crisis
Danger

NETWORK TIME SALES

Average
Weekly
Gross

No. of
Programs
Carried

3,600.00
300.00
300.00
700.00
400.00
300.00
700.00
700.00
450.00
700.00

1,100.00

20,100.00
10,500.00
13,100.00
15,500.00
467,900.00*
12,100.00
16,200.00
48,500.00
62,000,00%
13,800.00
37,300.00
27,200.00
33,300.00

L) L)
— O B =

— b2 [\ ] [ Rl
MNegu=wdpwnhpbuh—auonoo

(1) Shared sponsorship program for which separate discount schedule is applicable, but discount not earned in above instances.
*  Contract price for special programming: includes both time and program.

Total
Annual
Net
$
3,600

600

300
3,500

3,300
6,300
9,100
2,250
9,100

9
100,500
52,500
52,400
93,000
467,900
157,300
64,800
145,500
62,000
69,000
335,700
27,200
66,600

NBC-TV ADVERTISERS: THEIR GROSSES, DISCOUNTS, NET BILLING

THE TABLES which follow show NBC-TV’s list of advertisers for
1955. NBC-TV broke down the information by each program spon-
sored by a particular advertiser, the total gross charged for the show,

and the discount allowed by the network.
NBC-TV ADVERTISERS, BILLINGS—1955

Client and Program

ALUMINUM Co, OF AMERICA
Alcoa Hour
Ding Dong School
Feather Your Nest
Matinee
Tennessee Ernie Ford
World of Mr. Sweeney
Today—Home—Tonight

American DoLL Co.
Pinky Lee

AMEericaN CuicLe Co.
Caesar’'s Hour
Summer Theatre
Victor Borge Show
Zoo Parade

AMERICAN HoME PrODUCTS
Midwestern Hayride
Today—Home—Tonight

G. WASHINGTON COFFEE (AM.

HomE)
Today—H ome—Tonight

AMERICAN ToBacco Co.
Best In Mystery ‘
The Big Story
Your Hit Parade
Justice
Robert Montgomery
Your Play Time

AMERICAN VISCOSE
Today—Home—Tonight

CHARLES ANTELL INC.
Easter in New York
TV Academy Awards
Hollywoods Best
Search For Beauty
Ted Mack Matinee
Today—Home—Tonight

ARMSTRONG CoRrxk Co.
Circle Theatre

ASSOCIATED PRODUCTS
Arthur Murray Party
Tony Martin

ATLANTIS SaLEs CORP.
Howdy Doody

BROADCASTING

Total

482,883
8,187
6,815
7,769
7,081
7,525

378,065

65,595

985,959
194,340

35,106
374,651

133,545
250,726

90,336

89,982
1,101,091
1,048,946

447,773
967,903
317,975

69,640

18,405
17,336
83,535
775,770
73,356
40,688

1,370,020

299,975
477,233

114,328

® TELECASTING

for 1955 Amount of
Gross Time Discount

0

computed BeT net was $118,388,710.

NBC-TV ADVERTISERS, BILLINGS—1955

for 1955 Amount of
Gross Time Discount

Total* Total
Net
Time
Client and Program
Pinky Lee 31,466
439,424 World of Mr. Sweeney 273,002
6,959 Today—Home—Tonight 71,280
5793 Aveo Mro. Co.
6,604 Midwest Hayride 365,026
g’ggg NCAA Football 314,766
" 31 1’9 04 Today—Home—Tonight 50,965
i HazeL Bisuop
52.476 Dunninger Show 458,691
2 Place The Face 524,671
Raye—Berle 391,388
e 912,012 Color Spread 235,040
lggs'{gg This Is Your Life 1,117,945
374,691 BisseL CareeT Co.
Today—Home—Tonight 487,173
102,830 BorpeN Co.
200,581 A Date With Life 400,030
Justice 918,268
Make The Connection 497,438
81,302 Peaple’s Choice 509,545
Way Of The World 1,369,450
75,585  CaLrorNia PackING Co.
ggg’gg?] Today—Home—Tonight 381,880
402996 CamPBELL Sour Co.
793,680 Dear Phoebe 822,426
267,099 Howdy Doody 178,441
Pinky Lee 31,682
62.676 Star Stage 410,703
2 Today—Home—Tonight 31,682
18,405 CHESEBROUGH-PONDS
17.336 Cotton Bow! Game 23,743
62,651 Star Stage 331,946
519,766 Today—Home—Tonight 43,511
49,149 CyrysLer Drv.
40,688 It's a Great Life 2,123,111
Shrine Game 149,100
1,274,119 Today—Home—Tonight 9,713
DeSoto DiIv,
224,981 You Bet Your Life 2,759,016
477,233 Today—Home—Tonight 4,819
91,462 * Total net time figures are BeT computations.

20
5
0

22
0
0

25
25
13
0
7

The total net time figures listed in the last column are BeT com-
putations arrived at by deducting the appropriate discount. The
total gross billing for all advertisers in 1955 was $142,139,446. The

Total*
Net
Time
]

25,173
259,352
71,280

284,720
314,766
50,965

344,018
393,503
340,508
235,040
1,039,689

389,738

304,023
697,884
378,053
387,254

1,040,782

315,051

764,856
146,322
25,346
386,061
31,682

23,743
312,029
43,511

1,804,644
149,100
9,713

2,069,262
4,819
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NBC-TV ADVERTISERS, BILLINGS—1955

Total

for 1955 Amount of
Discount
%

Gross Time
Client and Program

DobGE BROTHERS Div.
Nar'l Open Golf Championship 72,549

PLymouTH Div.

Plymouth News Caravan 2,718,393
CLUETT PEABODY
Today—Home—Tonight 210,948
Coca CoLa INC.
Coketime 2,551,241
CoLGATE PaLMoLIvE Co.
Comedy Hour 1,434,553
Colgate Variety Hour 1,956,295
Ding Dong School 208,317
Feather Your Nest 1,132,571
Howdy Doody 984,250
Modern Romances 1,784,306
ConNTINENTAL Baxing Co.
Howdy Doody 965,189
CrROWELL-COLLIER
Today—Home—Tonight 85,446
CupaHy Packing Co.
Today—Home—Tonight 322,516
HeLene CURTIS
Caesar's Hour 242,163
Today—Home—Tonight 270,979
Dow CHEMICAL Co. .
NCAA Football Scoreboard 155,461
Medic 1,473,825
Today—Home—Tonight 433,968
EastMan Kobak Co.
Kodak Request Performance 1,010,300.
Norby 425977
Screen Directors Playhouse 533,925
Forp MoToRr Co.
Ford Theatre 2,621,434
Producers Showcase 763,664
GENERAL DyNaMics Corp.
Youth Wants to Know 135,140
GENERAL ELECTRIC Co.
Dear Phoebe 497,838
I Married Joan 602,163
New Years Eve Times Sq. 12,088
Medic 275,468
Today—Home—Tonight 164,669
GENERAL Foobps Corp.
Bob Hope Show 409,466
Caesar's Hour 78,357
Commando Cody 269,317
Fury 256,565
Pinky Lee 135,585
Roy Rogers 2,227,459
Roy Rogers Champ. Rodeo 79,870
Today—Home—Tonight 288,237
GENERAL MiLLs Corp.
Ding Dong School - 313,960

GENERAL MoOTORS CoORP.
A. C. Spark PLUG Drv. (GM)

Big Town 827,137

General Motors Motorama 78,450

Wide Wide World 85,153
Buick Motor Div. (GM)

Milton Berle 1,046,864

Nat'l Football League

Championship 56,689

Color Spread 25,208

Today—Home—Tonight 42,924
CabiLLac Mortor Drv, (GM)

Today—H ome—Tonight 22,426
CHEVROLET MoTtor Div. (GM)

The Chevy Show 465,627

Dinah Shore Show 2,436,224

Today—Home—Tonight 4,819
PonTiaAc MoTORS (GM)

Pontiac Playwrights 554,748
Guipe Lamp (GM)

Wide Wide World 85,764

OLbpsMoBILE Drv. (GM)
Academy Award Presentation 113,369

Patti Page—Perry Como 34,472
Max Liebman Presents 1,545,927
Today—Home—Tonight 5,464

Page 40 ® November 12, 1956
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15
23

17V

17%%

16
16
16

wn

ooV

10

13

0
20
20
17%
18
13
17v2

S5
13

15
15

15

0

0
14
14
15
15

14

0
0

Total*
Net
Time

61,667
2,093,163

174,032
2,270,604

1,075,915
1,565,036
156,238
877,743
698,818
1,382,837

762,499
74,765
266,076

242,163
216,783

155,461
1,326,443
358,024

848,652
357,821
448,497

2,202,005
740,754

128,383

467,968
566,033

12,088
275,468
148,202

356,235
78,357
215,454
205,252
111,858
1,826,516
69,487
237,796

298,262

719,609
66,683
72,380

889,834

56,689
25,208
42,924

22,426

400,439
2,095,153
4,819

471,536

72,899

97,497
29,301
1,545,927
5,464

NBC-TV ADVERTISERS, BILLINGS—I1955

Total Total*
for 1955 Amount of Net
. Gross Time Discount Time
Client and Program 3 %
PonTIAC DIv. (GM)
Jack Carson Show 233,685 13 203,306
Red Buttons 598,339 11 532,522
Wide Wide World 103,896 15 88,312
Today—Home—Tonight 45,527 0 45,527
UNITED MoTors Div. (GM)
Wide Wide World 168,417 15 143,154
GENERAL TIME CoORP.
Today—Home—Tonight 132,708 10 119,437
GerBer Propucts Co.
Ding Dong School 653,355 12 574,952
GILLETTE SAFETY RAZOR CORP.
All Star Baseball 100,396 35 65,257
Biue Grey Football Game 135,959 35 88,373
Cavalcade of Sports 2,979,145 46 1,608,738
Gillette Summer Sportreel 298,651 45 164,258
Rose Bowl Football Game 210,878 35 137,071
19355 World Series 428,524 35 278,541
Toni Co. (GILLETTE)
Arthur Murray Party 305,994 25 229,496
Dollar a Second 354,801 25 266,101
Jan Murray Time 149,125 25 111,844
Pinky Lee 9,738 20 7,790
Tony Martin 327,491 24 248,893
Perry Como 154,200 0 154,200
People Are Funny 1,212,783 20 970,226
So This Is Hollywood 1,269,650 24 964,934
ParEr-MATE Co. (GILLETTE)
People Are Funny 1,139,853 10 1,025,868
GLibpEN Co,
Today—Home—Tonight 191,252 1215 167,346
GoobYEAR TIRE & RuUBBER Co.
Goodyear Tv Playhouse 2,082,162 8 1,915,589
No Room At the Inn 42,626 6 40,068
Grocery Store Propucts Co.
Today—Home—Tonight 128,466 10 115,619
GROVE LaBs
Today—Home—Tonight 564,434 20 451,547
GuLr O Co.
Life of Riley 1,988,745 16 1,670,546
NCAA Football 69,931 0 69,931
HALLMARK CARDS INC.
Hallmark Hall of Fame 1,076,118 4 1,033,073
HarTtz MOUNTAIN PRODUCTS
Captain Hartz & His Pets 232,374 5 220,755
H. J. HEmnz Co.
Captain Gallant 1,510,577 16 1,268,885
Today—Home—Tonight 289,349 20 231,479
INTERNATIONAL CELLUCOTTON
ProbucTts Co.
Cameo Theatre 205,566 25 154,175
Kleenex Summer Theatre 187,427 25 140,570
Midwestern Hayride 229,883 25 172,412
Perry Como Show 233,779 0 233,779
INTERNATIONAL SHow Co.
Ding Dong School 63,565 0 63,565
Howdy Doody 121,675 0 121,675
Pinky Lee 149,241 6 140,287
Today—Home—Tonight 19,643 0 19,643
ANDREW JERGENS Co.
First Love 1,245,001 23 958,651
S. C. JounsoN & Sons
Rob’t Montgomery Presents 1,967,793 8 1,810,370
JoHnsoN & JOHNSON
Ding Dong School 67,040 0 67,040
Imogene Coca Show 187,454 1] 187,454
Pinky Lee 73,042 0 73,042
Musical Chairs 88,992 0 88,992
Ted Mack Matinee 55,395 0 55,395
Tennessee Ernie 119,020 0 119,020
World of Mr. Sweeney 60,243 0 60,243
Today—Home—Tonight 162,382 10 146,144
KeLLoG Co.
Howdy Doody 434,088 15 368,975
KENDALL Co. (BAUER & BLACK)
Today—Home—Tonight 181,724 10 163,552
KrAFT Foobs Co.
Kraft Theatre 3,655,710 19 2,961,125
Tonm Corbert Space Cadet 543,188 13 472,574

* Total net time figures are BeT computations.

BROADCASTING ® TELECASTING
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NMETWORK TIME SALE

NBC-TV ADVERTISERS, BILLINGS—1955 NBC-TV ADVERTISERS, BILLINGS—195§

Total Total* Total
for 1955 Amount of Ner for 1955 Amount of
Gross Time Discount Time . Gross Time Discount
Client and Program . % § Client and Program %
Lever BroTHERs Co. PUREX CoRP.
Big Town 811,883 13 706,338 Big Surprise 261,830 6
Lux Video Theatre 3,881,050 20 3,104,840  R.p1o CORP. OF AMERICA
Lewrs Howe Co. - Miiton Berle 152,597 0
Imogene Coca Show 289,125 7% 267,441 Caesar’s Hour 602,899 7%
Mausical Chairs 134,968 7% 124,845 Producer's Showcase 767,979 3
1955 Variety Show 77,702 0 77,702 Raye—Berle 152,575 0
Color Spread 50.566 0 501566 REMINGTON RAND
LiIGGETT & MYERS Togracco Co. Caesar's Hour 328,441 7%
Dragnet 2,707,323 16 2,274,151 R, J, ReynoLps Toacco Co.
Matinee Theaire 106,497 12 93,717 Camel News Caravan 4,534,090 25
P. LoriLLarp Co. Feather Your Nest 589,844 25
Truth or Consequences 2,267,423 16 1,904,635 Bob Cummings Show 1.406,848 25
MANHATTAN Soap CoO. Sports Highlights 1955 14,235 25
Ding Dong School 667.340 15 567,239 RevnNorps METAL Co,
1OHNS MANSVILLE CORP. Do It‘ Yourself 396,603 134
Meet the Press 576,293 6 541,715 Frontier 477,135 1314
MAYTAG Co Myr. Peepers 689,697 1314
Raye—Berle 80,995 0 80,995 Color Spread 222,866 0
Color Spread 63,653 0 63,653 Roto Brow .
Today—Home—Tonight 107,551 15 91,418 Today—Home—Tonight 245,985 12%
MENNEN Co. SawYERS INC. .
Ding Dong School 232,374 5 220,755 Pinky Lee ) 55,723 9
MILES LARS ) Today—Home—Tonight 23,907 0
Ding Dong School 335,146 17 278,171 ScorT PaPER Co.
Concerning Miss Marlowe 132,985 17 110,378 Father Knows Best 733,872 16
Modern Romances 109,100 17 90,553 My Litile Margie 1.295,438 16
Tennessee Ernie Ford 281,966 17 234,032 SeruTaN Co.
World of Mr. Sweeney 289.067 17 239,926 Juvenile Jury 217,282 6
MINNESOTA MINING & MFG. Co. 5 W. A. SHAEFFER PN Co.
Today—Home—Tonight 20,318 15 17,270 Todav—Home—Tonigh 246,974 12%
MinuTE Mamp Core. Simoniz Co. :
Tennessee Ernie Ford 57,300 5 54,435 Best In Mystery 139,413 6
Tournament of Roses Parade 57,952 0 57,952 The Big Story 965,433 6
MosiLe HOMES Today—Home—Tonight 90,122 0
Today—Home—Tonight 151,642 1214 132,687 Seemer Core.
MoRToN SaLT Co. The Big Surprise 258,500 6
Today—Home—Tonight 182,739 10 164,465 Caesar’s Hour . 341,358 0
MUSTEROLE Todav—Home—Tonight 61,260 0
Today—Home—Tonight 139,488 10 125,539  STATE FArM INSURANCE Co.
DROMEDARY Co. (NAT’L Brscurr) Red Barber Show 427,102 18
Tennessee Ernie Ford 89,389 0 89,389  STANDARD BRANDS INcC.
World of Mr. Sweeney 93,322 0 93,322 Howdy Doody 630,828 12
Today—Home—Tonight 4,508 0 4,508 Color Spread 49,513 0
HiLis BroTHers Co. Tennessee Ernie Ford 495,428 17
(NAT'L Biscuit) STARKIST
T()zlay-—-—Home—Ton(i:ght 353,311 17% 291,482 Today—~Home—T onight 334,983 1714
NORTHAM & WARREN CORP.
: SunsEAM CoORp.
Today—Home—Tonight 252,528 15 214,649 Milton Berle 152,888 0
EVINRUDE MOTORS Raye—Berle 156,543 0
(OuTBOARD M & M) Color Spread 591,888 0
o Tm;':zy—Home—Tomght 86,982 1215 76,109 Today—Home—Tonight 369.332 1215
AN AMERICAN AIRWAYS
SwWEETS CO. OF AMERICA
Meer the Press 452,135 6 425,00? Happy Felton's Spotlight 96,950 17
PaN AMERICAN COFFEE BUREAU Pinky Lee 683.658 16
Today—Home—Tonight 116,506 10 104,855 World of Mr. Sweeney 61,,400 12
PEPPERELL MFG. Co. Winchell & Mahoney 611,483 27
Today—Hoime—Tonight 70,720 10 63,648 Today—H ome—Tonight 3.667 20
PFAFF SEWING MacHINE Co. SWIFT & Co.
Today—Home—Tonight 198,549 124 173,730 Swift Show Wagon 1,443,604 6
PHILCO anp. Today—Home—Tonight 343,074 1714
Philco Tv Playhouse 1,619,025 8 1,489,503 THE TExAS Co.
PoLarod CoORP. Donald O’Connor Show 586,028 13
Today—Home—Tonight 223,357 1215 195,437 Texaco Star Theatre 1,136,074 7
PoLk MILLER i UpJonun )
Today—Home—Tonight 155704 10 140,134  Today—Home—Tonight 70,757 10
PROCTER & GAMBLE : U. 8. Trme Core.
Caesar’s Hour 118,195 0 118,195  Pinky Lee gy
Cameo Theatre 199,650 25 149,738  WARNER LAMBERT
Ding Dong School 102,345 25 76,759 Your Hit Parade 1,013,400 6
Fireside Theatre 1,882,856 25 1,412,142 Robt. Montgomery Presents 393,740 30
Go’l,a'en ?’ing’ovxj 4 %g(l),(l)gg 22 23’10,81: Your Play Time 317,952 8
It Pays To Be Marrie \ 4 88,8
Loretta Young 2,142,410 25 1,606,808 WASHINGTON STATE APPLE Comm. 0
Matinee Theatre 330,731 32 224,897 oday—Home—Tonight ’
Concerning Miss Marlowe 725,541 25 544,156 J. A. WRIGHT
Tennessee Ernie Ford 1,228,677 48 638,912 Today—Home—Tonight 123,590 10
This Is Your Life . 1,178,080 25 883,560 —mM087 M — —
Today—Home—Tonight 14,740 0 14,740  * Total net time figures are BeT computations.
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Total*
Net
Time
$

246,120

152,597
557,682
744,940
152,575

303,808

3,400,568
442,383
1,055,136
10,676

343,062
412,722
596,588
222,866

215,237

50,708
23,907

616,452
1,088,168

204,245
216,102

131,048
907,507
90,122

242,990
341,358
61,260

350,224

555,129
49,513
411,205

276,361

152,888
156,543
591,888
323,166

80,469
574,273
54,032
446,383
2,934

1,356,988
283,036

509,844
1,056,549

63,681
50,436

952,596
275,618
292,516

80,508

111,231
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At ber ﬂizger tz'ps
i 29 million cars . .
THE NATION'’S VOICE

The new advertising strategy buased on Politz research

Radio = and only radio—can scll your cus-  Among the 2,833 radic stations eperating  such surprising margins as 11 to [ over the - S
voiners while they're aw work, at play. or ot today, only 48 are needed 10 bring 85% ol  nexe station. These studies also show that in
the way! ‘This unique strength of radio is  all America’s millions within your reach. In areas where television is most highly devel:
nsed with "]“‘"i'“;:'“ "ﬂ“‘i‘l"‘c‘i' 2t '('l‘i"i' the zrea served by these 48 stations, there are  oped, two thirds of the adult population WHAT WILL 5100:000 BUY IN 5
mum cost, through the startling new adver- 29 mitlion radios in automobiles atone! This  listen to radio on any given day = and within 2
tising technique ealled "The Nation’s Veice. is in eddilion to the 70,000,000 other sets  a week, 87.8% listen! THESE 4 EXCELLENT MEDIA? .
Bused on imporiant facts collecred by Alfred reachable through the Nation's Voice. . | . . i F
Yolitz Rescarch Inc.. the Nation's Voice is o The Nation's Vidice Story is in brief presenta- THE LARGEST WEEKLY MAGAZINE — using color pages. your &
the strategy of using a relatively small num- The Politz studies, in fve scparate narkets.  tion form in all Christal offices. Iy is a story imessage will go oun just 3 times 1o homes where only E
ber of truly great radio stations in imporiant show conclusively that people trist, respect  that every advertiser should know. Call now 1297 of the people in America live.
markets. and listen most 10 one great station . . . by and arrange for a demenstration. ’
THE LEADING NEWSPAPER SUPPLEMENT — your money is ot
Auite suflicicnt for 3 color pages — delivered 1o less than
First on every list are these 14 Great Radio Stations covering ¥a of all America 2250 oljutic i nyA nerical i
:
A GDOD TELEVISION PROGRAM — your talent bill alone, with R
WBAL — Baltimore WBEN — Bufiale WGAR - Cleveland WIR — Detroit WTIC — Hortford 2 medium-priced halkhour, watld vse all your woney in '3
i ;“‘n., tess thin Fshows and via'd sall have to pay for your time. i
7 ", %
WDAF — Kansas City KFl —tos Angeles 3 Y i WHAS — Lovisville WCKR — miomi THE NATION'S ¥DICE = :euer full minute sales talk, jingle,
" /3 or dramatization can be direcied 60 different times 1o i
et homes where B3%, of all the people live, and where
WIMJ — milwaukee WHAM — Rochester WGY — Schenectady WSYR — syracuse WTAG — Worcester mave than R3¢ of all purchases are made. i
£
4

Represented Nationally by

HENRY . CHRISTAL COMPARNY, INC.

NEW YORK + CHICAGO + DETROIT =+ BOSTCN =+ SANFRANCISCO



Companies, which operate un-
der same management, an-
nounce plans for entire 1956-
57 advertising budget at
luncheon given in New York
by Peters, Griffin, Woodward,
station representatives.

THE entire 1956-57 advertising budget of
Thomas Leeming & Co. and Pacquin Inec.,
companies operating under the same man-
agement, is going into spot radio in order
to take advantage of spot’s quickness in
reaching prospects and its opportunities for
merchandising at the local level.

This reasoning was spelled out by com-
pany and agency officials at a luncheon
which took on a somewhat unusual aspect
from the fact that it was attended not only
by officials of client, agency and station
representation firm, but also a sizeable num-
ber of the stations being used in the cam-
paign.

It is the first time in 16 years that the
Leeming (Ben-Gay) and Pacquin (Silk 'n’
Satin, hand creams) companies have con-

AMONG those ottending the Peters,

centrated their advertising in spot radio ex-
clusively. In the past they have been regular
users of Sunday newspaper supplements.
The luncheon at which the decision was
explained and the campaign strategy out-
lined was held Oct. 31 in New York under
the auspices of Peters, Griffin, Woodward
Inc., station representation firm. On hand
were officials of approximately a dozen
PGW-represented stations, who stayed over
for the occasion after attending the Radio
Advertising Bureau’s second annual Na-
tional Radio Advertising Clnic [BeT, Nov.
5] and key executives of Leeming-Pacquin
and of their agency, William Esty Co., as
well as PGW officials. The purpose, PGW
explained, was to enable the stations and the
client and agency to discuss the campaign
face to face.

In the campaign, which opened in Jate Oc-
ober with firm orders for six months, Leem-
g-Pacquin is using more than 200 radio
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riffin. Woodward Inc. luncheon in New York
lost week were (I ta r): Russel Woodword, PGW executive vice president; Donald Carter,
William Esty & Co. occount executive; Adlai S. Hardin, Esty vice president; Chaorles F.
Junod, generol sales and advertising monager for Thomas Leeming & Co. ond Pocquins
Inc., and John A. Thampsan, PGW’s assistont sales manager.

stations in approximately 200 markets, with
spot announcements throughout the day
and early evening. A separate series of com-
mercials has been distributed for each of
the three products being advertised.

Charles F, Junod, general sales and ad-
vertising manager for Thomas Leeming and
Pacquin, and Donald Carter, Esty account
executive for the three products, were prin-
cipal speakers at the luncheon. John A.
Thompson, assistant sales manager for
PGW, was luncheon host.

Others present included the following
from the Esty company:

Adlai S. Hardin, vice president; William
Young, vice president or merchandising;
Walter Wright, merchandising manager; R.
C. Grahl, head timebuyer; Robert Kriso and
Hal Simpson, timebuyers.

From PGW-represented radio stations:
John M, Rivers, WCSC Charleston, S. C.;
John McIntosh Jr., KYW Cleveland; Rob-
ert Harter and Woody Woods, WHO Des
Moines; Walter Schwartz, WWJ Detroit;
George J. Higgins, KMBC-KFRM Kansas
City; Robert Riley and Hal Sundberg,

WMBD Peoria, Ill.; R. W. (Gus) Young-
steadt, WPTF Raleigh, N. C.; C. L. (Chuck)
Burrow, WBZ-WBZA, Boston-Springfield; A.
W. (Bink) Dannenbaum Jr., and Perry B.
Bascom, Westinghouse Broadcasting Co.

From PGW: Russel Woodward, executive
vice president and radio director; John A.
Thompson, assistant sales manager; Frank
B. Woodruff, promotion and research direc-
tor; Jones Scovern, vice president and busi-
ness manager and Donald W. Frost, radio
account executive.

BSF&D, Hudson to Terminate
Their 22-Year Association

A 22-YEAR-OLD association of Hudson
Motors and Brooke, Smith, French & Dor-
rance, Detroit, will be terminated “either on
Deéc. 1 or the end of that month,” George
Staudt, advertising manager of the Hudson

Motors Div., American Motors, told BeT
Thursday. The agency had served notice to
resolve potential competitive conflicts.”

M. Staudt said that his firm had not yet
fully discussed a new agency, declining com-
ment on reports that the $2.8 million account
would go to Geyer Adv. Detroit, which
handles the Nash Div. of American Motors.
Sam H. Ballard, president of Geyer, also de-
clined comment.

Hudson, at one time an $8 to $10 million
account, came to BSF&D in 1934, and as it
gradually lost its place among the top U. S.
automakers after the war, cut its advertising
proportionately. Basically a print media user,
Hudson’s sole broadcast activity was on a
co-operative basis with the Nash and Kel-
vinator Divs. on ABC-TV’s Disneyland.

BSF&D gave Hudson a flexible termina-
tion date to allow the automaker to complete
its introductory campaign for the 1957
models. No indications were given as to just
what “potential competitor” (to Hudson)
would be taken on by the agency.

Agencies Courting Bulova

For Electric Shaver Account

AT LEAST 14 advertising agencies have
been soliciting Bulova Watch Co., Flushing,
N. Y., in an attempt to handle the company’s
newest product, an electric shaver for men.
The shaver currently is being tested during
the pre-holiday season but no advertising
has been placed for it, Bulova’s watch and
radio advertising is serviced by McCann-
Erickson, New York.

Stanley Simon, vice president and treas-
urer of Bulova, told BeT that “we are
happy with McCann-Erickson™ but as for
the shaver, it is still in the “trial distribution
stage.” He said Bulova will not make a
decision about its advertising agency for
the new product until after the first of the
year.

In the shaving line, McCann-Erickson
currently handles Mennen, with its shaving
cream and Gem razor accounts.

Whirlpool-Seeger Names VP’s

ELECTION of three executives, including
John L. Bricker, marketing director, as vice
presidents of Whirlpool-Seeger Corp. was
announced Friday by Elisha Gray II, its
press president, following a board meeting.
Mr. Bricker, formerly merchandising direc-
tor of Colgate-Palmolive Co., joined Whirl-
pool-Seeger Corp. last March and will con-
tinue to direct marketing of RCA Whirlpool
brand products. Other new vice presidents
are Robert L, Evans, general manager of
W-8’s Clyde (Ohio) Div., and William E.
Mahaffay, an engineering specialist, who
will direct engineering, research and devel-
opment. Edward C. Cudmore, secretary and
assistant treasurer, was appointed controller.

Ball to Miller Brewing

APPOINTMENT of Edward G. Ball as its
advertising manager has been announced
by Miller Brewing Co., Milwaukee, a sub-
stantial radio and television advertiser,

Mr. Ball, formerly vice president of Math-
isson & Assoc., Miller’s agency, suceeds
Vernon S. Mullen Jr., who resigned last
summer.

BROADCASTING e TELECASTING



“want to bat yourself 1000

“Then try that big league team up there in Maine, like all these
sharp young radio and TV buyers keep saying!” Smart counsel from
Al Schacht, baseball’s famous clown-prince.turned-restaurateur,

who delivers a great pitch at his East 52nd Street dugout in

New York. A big favorite with his fans from Madison Avenue.

wabi

“No curve about it,” lie says. “The best nine in Maine are those
pay-ofl counties around the Bangor home-plate. Half-a-billion
retail sales tucked right in their back pocket! And the hottest
double-play combination to cover em is WABI radio and
WABI-TV. Got the bleachers packed with 432,000 customers,

all hollering for more!”

Al knows what he hears — and he hears a lot these days. When it's
three and two, and you're looking for the big one, the wise
timebuyers know you can always count on WABI radio and
WABI-TV to belt out the winning run on your product. Get your
advertising out of the sandlots and play it big league up in Maine!

George P. Hollingbery — Nationally

A l} {] Represented bY: ¢ irell-Carter — New England

BANGOR, MAINE

I ] -\ / General manager: Leon P, Gorman, Jr.



MJ&A Board Chairman

James R. Adams Dies

BURIJAL of James Randolph Adams, 58,
board chairman of MacManus, John &
Adams, Bloomfield Hills, Mich., was held
Thursday at Holy Sepulchre Cemetery in
that Detroit sub-
urb, One of the
three founders of
MI&A (along with
W. A. P. John and
Theodore F. Mac-
Manus), Mr.
Adams died Mon-
day night follow-
ing a brief illness.

Following serv-
ice in World War
I, Mr. Adams
joined Studebaker
Corp. as editor of
that firm’s house organ. He later joined the
Chicago advertising agency of Critchfield &
Co. as copywriter on the Ford-Lincoln ac-
count and in 1927, moved to Campbell-
Ewald, Detroit, in a similar capacity on
Chevrolet.

In 1934, MI&A was founded. Last year,
Mr. Adams succeeded Mr. John as board
chairman with Ernest A. Jones assuming
the presidency. Credited with personally
having written $200 million worth of copy,
Mr, Adams saw MJ&A rise to $40 million
in annual billing, servicing such accounts as
Cadillac, Pontiac, Dow Chemical Co. and
Minnesota Mining & Mfg. Co.

Survivors include a son, Charles F.
Adams, and two daughters, Mrs. Marilyn
Heckencamp and Mrs. Ellen Ann Conlin.

MR. ADAMS

Basketball Sponsors Sign

CARTER PRODUCTS Inc., through Sulli-
van. Stauffer, Colwell & Bayles, New York,
and Bristol-Myers Co., through Doherty,
Clifford, Steers & Shenfield, New York, have
signed as the first two sponsors of NBC-
TV's 1956-57 coverage of National Basket-
ball Assn. games, William R. (Billy) Good-

heart Jr.,, NBC-TV sales vice president, an-

nounced last week. Carter, for Rise push-
button shave cream, will sponsor one-quarter
of the Dec. 15 and Dec. 22 games, plus one-
quarter of six alternate week games starting
Jan. 12. B-M, for Bufferin and Vitalis, will
sponsor one-quarter of seven games (alter-
nate weeks) starting Jan. 5.

J & J Adds Two CBS-TV Shows

JOHNSON & JOHNSON (medical sup-
plies), New York, in addition to continued
alternate sponsorship of Robin Hood, has
increased its advertising budget by signing
for quarter-hour segments of both the
Garry Moore Show and Our Miss Brooks
on CBS-TV. Effective Jan. 11, the firm will
sponsor on alternate Fridays the 10:30-45
am. segment of Garry Moore and the
2:15-30 p.m. portion of Our Miss Brooks.

Young & Rubicam, New York, is the agency .

for Johnson & Johnson.
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Advance Schedule
Of Network Color Shows
(All times EST)

CBS-TV

Nov. 13 (9:30-10 p.m.) Red Skelton
Show, Pet Milk Co. through Gardner,
and S. C. Johnson & Son through
Foote, Cone & Belding (also Nov. 27).
Nov. 14 (8-9 p.m.) Arthur Godfrey
Show, participating sponsors (also
Nov. 21, 28).

Nov. 16 (3:30-4 p.m.) Bob Croshy
Show, participating sponsors (also
Nov. 23).

Nov. 18 (1-1:30 p.m.) Heckle & Jeckle
Show, sustaining (also Nov. 25).
Nov. 19 (10-11 p.m.) Our Mr. Sun,
Bell Telephone Co. through N. W.
Ayer.

Nov. .22 .(8:30-9:30. p.m.) .Climax,
Chrysler Corp. through McCann-
Erickson.

NBC-TV

Nov. 12-16 (3-4 p.m.) Matinee, partici-
pating sponsors (also Nov. 19-21, 23,
26-28, 30, Dec. 3-7, 10-14).

Nov. 12 (8-9:30 p.m.) Producers’
Showcase, “Jack & the Beanstalk,”
RCA and Whirlpool through Kenyon
& Eckhardt, Buick through Kudner.
Nov. 13 (7:30-7:45 p.m.) Jonathan
Winters Show, Lewis Howe Co.
through Dancer - Fitzgerald - Sample,
and Vick Chemical Co. through
BBDO (also Nov. 20, 27, Dec. 4, 11).
Nov. 13 (8:30-9 p.m.) Noah's Ark,
Liggett & Myers through McCann-
Erickson, and Max Factor Co. through
Doyle Dane Bernbach (also Nov. 20,
27, Dec. 4, 11).

Nov. 14 (9-10 p.m.) Kraft Television

Theatre, Kraft Foods through I.
Walter Thompson Co. (also Nov. 28,
Dec. 5).

Nov. 15 (10-11 p.m.) Lux Video The-
atre, Lever Bros. Co. through 1J.
Walter Thompson Co. (also Nov. 22,
29, Dec. 13).

Nov. 16 (8:30-9 p.m.) Walter Winchell
Show, Toni through North Adv., and
R. 1. Reynolds Co. through William
Esty on alternating weeks (also Nov.
30, Dec. 14).

Nov. 17 (8-9 p.m.) Perry Coma Show,
participating sponsors (also Nov. 24,
Dec. 1, 8).

Nov. 18 (2-4 p.m.) NBC-TV Opera
Theatre, “La Boheme,” sustaining.
Nov. 19 (9:30-10:30 p.m.) Robert
Montgomery Presents, Schick through
Warwick & Legler, and S. C. Johnson
& Son through Needham, Louis &
Brorby on alternating weeks (also
Nov. 26, Dec. 3).

Nov. 24 (9-10:30 p.m.) Saturday Spec-
tacular, “High Button Shoes,” Olds-
mobile through D. P. Brother, and
RCA and Whirlpool through Kenyon
& Eckhardt.

Nov, 25 (3:30-4 p.m.) Zoo Parade,
Mutual of Omaha through Bozell &
Jacobs (also Dec. 2, 9).

Nov. 25 (9-10:30 p.m.) Hallmark Hall
of Fame, “Man & Superman,” Hall-
mark Cards through Foote, Cone &
Belding.

Nov. 27 (9:30-10:30 p.m.}) March of
Medicine, Smith, Kline & French
through Doremus-Eshleman.

Nov. 30 (9-10 p.m.) Chevy Show,
starring  Dinah Shore, Chevrolet
through Campbell-Ewald.

Dec. 1 (9-10 p.m.) Alcoa Playhouse,
Aluminum Co. of America through
Fuller & Smith & Ross (also Dec. 9).
Dec. 6 (7:30-7:45 p.m.) Dinah Shore
Show, Chevrolet through Campbell-
Ewald. ;
Dec. 8 (1-2 p.m.) Fashion Show, War-
ner Bros. Co. through C. J. LaRoche.
Dec. 10 (8-9:30 p.m.) Producer's
Showcase, “Festival of Music,” RCA
and Whirlpool through Kenyon &
Eckhardt, Buick through Kudner.

Dec. 15 (10:30-11 p.m.) Hit Parade,
Richard Hudnut through BBDO.

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

McNeely Joins Buchanan

JOHN F. McNEELY has joined the San
Francisco office of Buchanan & Co. as sen-
ifor account executive and group supervisor
for the Tidewater Oil Co. account, accord-
ing to William Dasheff, executive vice presi-
dent in the agency’s New York office.

Mr. McNeely was one of the founders
of KSDJ (now KCBQ) San Diego and for-
merly operated his own advertising and pub-
lic relations firm in Los Angeles. For the
past three years, he has been account super-
visor and assistant to the president of West-
Marquis Inc.,, Los Angeles.

Zenith Appoints Earle Ludgin

APPOINTMENT of Earle Ludgin & Co.,
Chicago, to handle consumer-trade adver-
tising for Zenith Radio Corp.’s radio, tv,
phonograph and high fidelity products has
been announced by the corporation. The
agency will assume the account, recently re-
signed by BBDO to make room for the
Philco business [BeT, Oct. 15, 8], within 30
days, according to L. C., Truesdell, Zenith
vice president and sales director. MacFar-
land, Aveyard & Co. continues to handle
the company’s hearing aid.advertising. Ze-
nith is a sponsor of NCAA football on
NBC-TV.

BROADCASTING ® TELECASTING



RADIO
Detroit

ASHE & KOLHOFF, Inc.

Most Powerfy|

Independenf Sfafion :

9370 GRAND RIVER AVENUE ' DETROIT 4, MICHIGAN - TEXAS 46550

October 26th, 1956

10,000 WATTS DAY

1
Mr, Harry R. Lipson 000 WATTS NIGHT
Vice President and .'500 Kc /

Managing Director b def
WJIBK-Radio Rt taRay Lt Wk ;
Detroit, Michigan i S e R

Dear Mr. Lipson: ; ¢
® 0
Eight years of steady advertising over WIBK-Radio and eight years of ea 'stlc 3

steadily increasing daily sales, call for a few kudos in your direction.

The WIBK broadcasts are used to secure home demonstrations. We P ®._ :
rely on this technique instead of elaborate showrooms, which enables r :
us to offer Muntz TV sets at market shattering prices. Your ace air o,"ub'e
salesmen - Don McLeod, Clark Reid, Tom George and Casey Kasem, ; )

never fail to make our phones and cash registers ring.

We employ a realistic and practical merchandising approach to give full R '
value to cur customers. We are, therefore, specially conditioned to - s

appreciate a practical and realistic sales tool such as WJIBK.

Keep working for us. ‘ : ] 4
Sincerely, ” ..
A 3
Albert Ashe Georfe Kolhoff
for

MUNTZ-TV

ALBERT AsHg

) TOM Ha RKER
- 5\;:'c: Prg:. in Charge of Sales
57tk N. Y. 22, MU g.5430 ane

REpresenled by THE KATZ AGENCY, INC,
GEORGE KOLHOFF



Gas Assn. to Sponsor
‘Playhouse 90" Half-Hour

THE AMERICAN Gas Assn. will sponsor
on alternate Thursdays a half-hour of the
90-minute Playhouse 90 on CBS-TV, effec-
tive Jan. 10. It will be the association’s first
use of network tv as an advertising medium.

The purchase was announced Thursday

ADVERTISERS & AGENCIES

by William H. Hylan, CBS-TV's vice presi-
dent in charge of network sales, and Frank
H. Trembly, chairman of the National Gas
Industry Television Committee.

AGA will sponsor the 10:30-11 p.m.
portions (alternate weeks) of Playhouse,
which is seen 9:30-11 p.m. EST. The agency
is Lennen & Newell, New York.

An AGA-CBS joint announcement pointed

NATIONAL NETWORK INDEX

WHOSE COMMERCIALS GET MOST EXPOSURE?

Hooper Index of Broadcast Advertisers (Bosed on Broadeast Advertisers Reports’ monitoring)

Hooper Index

Network Total “Commercial of Broadcast
Rank Product & Agency Shows Networks Units” Advertisers
1. Crest -(Benton & Bowles) 8 2 10-2/3 127
2. Gleem (Compton) 9 3 10 .99
3. Colgate Dental Cream
(Ted Bates) 7 1 7-2/3 21
4. lpana (Doherty, Clifford, .
Steers and Shenfield) 5 2 5-1/3 66
5. Brisk (William Esty) 4 1 4 41
6. Pepsodent (Foote, Cone &
Belding) 1 1 1 23
7. Kolynos (Grey) (P) 1 2 13
8. Dr. Lyons Tooth Powder
(Dancer-Fitzgerald-Sample) 2 2 1-1/2 8
9. Ammident (Harry B. Cohen) (P) 1 1 3

LOS ANGELES INDEX (NETWORK PLUS SPOT)

Hooper Index

Network Total “Commercial of Broadcast
Rank Product & Agency Shows Networks Units” Advertisers
1. Brisk (William Esty) 4 6 34 189
2. Colgate Dental Cream
{Ted Bates) 7 3 14-2/3 121
3. Crest (Benton & Bowles) 8 3 13-2/3 120
4. Gleem (Compton) 9 3 1" 60
5. Ipana (Doherty, Clifford,
Steers and Shenfield) 5 3 6-1/3 46
6. Dr. Lyons Tooth Powder
(Dancer-Fitzgerald-Sample) 2 3 7-1/2 28
7. Pepsodent (Foote, Cone &
Belding) 1 1 1 8
8. Ammident (Harry B. Cohen) {P) 1 1 1

(P) Participatiogs, as distinguished from sponsorship.
In the above summary, the monitoring occurred the week ending Sept. 14, 1956,

The Hooper lnde of Broadcast Advertisers is a measure of the extent to which a
iponsor’s _comm.erc:als are seen or heard. Each commercial is assigned a pumber of
commercial units,” according to its length.* This number is then multiplied by the audi-
ence rating attributed to that commercial.** When each commercial has thus been evalu-
ated, the results for all commercials of each sponsor are added to form the HIBA. For
further deta_ils of preparation, see the basic reports published by C. E. Hooper Inc., Broad-
cast Advertisers Reports Inc. and American Research Bureau Inc. Above summary is
prepared for use solely by BROADCASTING ® TELECASTING. No reproduction permitted.

* “Commercial Units: Commercials are taken from the monitored reports published by
]BN::: gee I::mnfogdvtﬁmul;s sle‘:gt?;? bl:ll: ) ugmllc; T:ﬁ";:l::e “:.g:;: igngenr:len‘::t:' l; fl‘:l'::gi?:.l alrglxl;

“commercial units” are attributed to a 30-minute program, and in
programs of other lengths. A “station ldentlﬂut:lon".' eiuui?l' one-halftl'l':og::rcgripmgrl for

*¥ Audience ratings for television, hoth national and local -
can Research Bureau Ine. Those ﬂ;r radio are the ratings Jt aé? é‘?ﬁ:«;ﬁﬂ “Ime.dn':yt.hAen:;?e
?1:e’du#::r::::kf:asmefv:t?e‘:w?:ethtﬁenuggs {:)r“:ahe preceding and following time periods is
period, mormAy thn pl'-eeedinx. b rating t of either the preceding or following time
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up that the association represents 400 gas
utility companies, serving 95% of the house-
holds using gas, and manufacturers, equip-
ment suppliers, transmission companies and
gas producers.

With the sale to American Gas, and with
Marlboro cigarettes set to sponsor the other
10:30-11 p.m. segment on alternate weeks,
Playhouse 90 has achieved sell-out status.

Five Advertisers Signed

By ‘Today’, 'Home’, ‘Tonight’
SIGNING of five advertisers for participa-
tions on NBC-TV’s, Today, Home and To-
night, amounting to almost $2 million in
gross billings, was announced last week by
Roy Porteous, manager of sales for NBC-
TV’s participating programs.

The advertisers and number of participa-
tions on the programs: American Radiator
& Standard Sanitary Corp., New York,
through BBDO, New York, 78; W. F.
Young Inc. (Absorbine Ir. liniment), Spring-
field, Mass., through J. Walter Thompson,
New York, 78; Florida Citrus Commission.
Lakeland, Fla., 55; Firestone Tire & Rubber
Co. (Foamex and Velon products), Akron,
through Grey Adv., New York, 30, and the
Carrier Corp., Syracuse, through N. W.
Ayer & Son, New York, 30.

Erwin, Wasey of Minnesota
Names White as President

WILLIAM G. WHITE. executive vice pres-
ident of Erwin, Wasey Co. of Minnesota
has been named president of the Minnesota
organization, it has been announced by
David Williams, presidant of Erwin, Wasey
Co., national agency with headquarters in
New York City. Mr. White succeeds Mac
Martin, veteran Minneapolis-St. Paul adver-
tising man, who will continue his associa-
tion with the firm as a consultant.

Mr. Williams also announced the selec-
tion of two new vice presidents for the Min-
nesota agency: Donald J. Herzog, an ac-
count executive for the past five years, and
William J. Nee, radio-tv director and ac-
count executive since 1952.

NEW OFFICERS of Erwin, Wasey Co. of Min-
nesota discuss a layout. L to r: William G.

White, president; Donald J. Herzog, vice
president, William J. Nee, vice president.

BROADCASTING ® TELECASTING



]F 2> IS YOUR BUSINESS-

THEN THIS IS FOR YOU

TIME BUYERS
ESTIMATORS
RESEARCHERS

MEDIA DIRECTORS

ACCOUNT EXECUTIVES
SALES MANAGERS

STATION AND NETWORK REPRESENTATIVES .

HAVE
YOU

REGISTERED
YET?

THE RADIO & TELEVISION EXECUTIVES SOCIETY

PRESENTS THE 1956-57

TIME BUYING v~ SELLING COURSE

NOVEMBER 13, 1956—MARCH 19, 1957

SIXTEEN LUNCHEON SEMINARS ... LIVELY AND PROVOCATIVE .
QUTSTANDING SPEAKERS FROM THE ENTIRE INDUSTRY . ..

HOTEL SHELTON
LEXINGTON & 49th ST.
First session: Nov. 13

Send with your check NOW to:

Time Buying & Selling Course
Radio & TV Executive Society

New York 17, N. Y.

|
|
|
I
} Hotel Biltmore-——Madison Avenue
{
|
|
|

REGISTRATION $10

BROADCASTING ® TELECASTING

TUESDAYS 12:15 p.m.
Registrants—$3.00
Non Registrants—$4.00

T —— ——— T ————
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There are no pampered pets on the Hollingbery list.
No single station gets all the choice attention and

@ service for no station or group of stations account

@_ for as much as ten per cent of the total billing —

@ @ @ @‘\@ © An “ID” on the smallest station gets the same

%@@ attention and service as a program on the

\é
©
%

©©\\ largest station. The Hollingbery man — the

salesman is judged by “orders” not how well he

caters to the whims of a sélected few.
It’s a sad situation where pampered pets get all the
/)

attention. That can’t happen to a Hollingbery station.

(Teo. P Hollingbery Co.

Representing “Top” Radio and Television Stations in “Top” Markets Throughout the Couniry.

©
)
)
©)
G
G)
0)
6)

‘6')_“::0’@ GL__ v
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New York - Chicago - Los Angeles . Adanta - San Francisco
Seattle + Detroit « Minneapolis



WTCN Radio

1280 kilocycles 5,000 watts

Page 52 e

In the Twin City market you can buy solid television “IMPACT” on
WTCN-TV ... AND because of the favorable WTCN-TV rates you have plenty of budget
left over to buy “FREQUENCY"” on WTCN Radio! S-T-R-E-T-C-H your
media dollar to include both radio and television in this $4,000,000,000.00 market!

WTCN Radio and WT'CN-TV combine to give you a massive
audience at a low cost-per-thousand! Let your Katz representative prove
to you that WTCN Radio and WTCN-TV are your best buys!

“The Station of the Stars™

WTCN-TV
Cleannel 11 316,000 watts

MINNEAPOLIS-ST. PAUL

ABC Network

Affiliated with WFDF, Fiint; WOOD AM and TV,
Grand Rapids; WFBM AM and TV, Indianapolis.

November 12, 1956
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AVERTISERS & AGENCIES

LATEST RATINGS

AREB
TOP TEN TY SHOWS (OCT. 8-14)
Net- No. of Viewers
Rank Program Sponsor Agency work Stations Dey & Time  Rating  (000)
1. | Lave Lucy General Foods Grey CBS 160 Man., 9-9:30 54.4 48,180
Procter & Gamble Young & Rubicam
2. $64,000 Questian Revlan BBDO BS 175 Tues., 10-10:30 42.6 33,950
3. Ed Sullivan Lincoln-Mercury Kenyon & Eckhardt CBS 165 Sun., 8-9 41.6 40,300
4. What's My Lline Jules Montenier Earle Ludgin CBS 87 Sun., 10:30-11  35.4
Remingtan Rand Young & Rubicam
5. G. E, Theatrs General Electric BBDO CBS 148 Sun., 9-9:30 35.4 30,740
6. I've Got A Secret R. J. Reynolds William Esty [of-13 180 od., 9:30-10 354 29,540
7. Alfred Hitchcock Bristol-Myers Young & Rubicam CBS 110 Sun., 9:30.10 353 29,350
B. Red Skelton S. C. Johnson & Son Feote, Cone & Belding CBS 100 Tues., 9:30-10 34.8
Pet Milk Co. rdner
9. You Bet Your Life DeSoto BBDO NBC 155 Thur;b, 8:30- Vi
9: %
10. Jackie Gleason P. Leorillard Lennen & Newsll CBS 170 Sat., 8.9 33.8 33,890
Bulova Wotch McCann+Erickson
Perry Como Gold Seal Compbell-Mithun ~ NBC 128 Sat., 8.9 32,630
Kimberly-Clarke Foote, Cone & Belding
Noxzema Sullivan, Stauffer,
Colwell & Bayles
Sunbeam Perrin Pous
A Kenyon & Eckhordt
S&H Green Stamps Sullivan, Stauffer,
Colwell & Bayles
Disneyland Americon Motors Geyer & Brooks, ABC 176 wed., 7:30-8:30 28,750
Smith, French &
Dorrance
American Dairy Campbell-Mithun
Derby Foods McCann-Erickson
George Gobel Armour J. Walter Thompson  NBC 170 Sat., 10.10:30 27,860
Pet Milk Gardner
Your Hit Parade Richard Hudnut BBDO NBC 175 Sat., 10:30-11 27 B60
Copyright by American Research Bureau
MNIELSEN
TOP RADIO PROGRAMS (TWO WEEKS ENDING SEPT. 22)
Net- No, of Homes
Rank Program Sponsor Agency work  Stations Day & Time (000
Evening, Once-A-Week (Average for oll Programs) (619)
1. Dragnet Anahist Ted Bates NBC 142 Tues., 8.8:30 1,333
2. People Are Fumny Crowell-Collier Grey
Brown & Williamson Ted Bates NBC 170 Thurs., 8-8:30 1,238
Anahist Ted Bates
3. Best of Groucho  De Soto BEDO NBC 191 Wed., 9-9:30 1,143
4. Truth or Crowell-Collier Grey Nec 169 Wed., B-8:30 1,142
Consequences Anahist ed Botes
5. Gunsmoke Liggett & Myers Cunningham & Walsh (o1 198 Sun., &:30-7 1,048
6. Counter-Spy participating sponsors end agencies MBS 451 Fri., B-B:30 1,048
7. Treasury Agent participating sponsors and agencies MBS 453 Tues., 8-B:30 1,048
8. Notre Dame Pontiac MacManus, John & MBS 326 Sat,, 1:30-conc. 1,048
Football Games . Adams
9. Ganghbusters participating sponsors and agencies MBS 450 Wed., 8-8:30 1,000
10. Official Detective  participating sponsors ond agencies MBS 452 Thurs,, 8-8:30 1,000
Evening, Multi-Weekly {Average for all Programs) (714)
1. News of World  Miles Lab Geoffrey Wade NBC 188 Mon.-Fri.,, 7:30-45 1,143
2. One Mon's Family participating sponsors and agencies NBC 179 Mon.-Fri., 7:45.8 1,143
3. Amos 'n’ Andy Brown & Williamson Ted Bates CBS 196 Mon..Fri., 7.7:30 1,048
Music Hall
Weekday (Average for all Programs) {1,143)
1. Voc.;ng Er.";o\alono Teni Nerth Adv. CBS 186 Wed., Fri.,, 12:30-45 1,809
(I1st Ha
2. Heglln TI’I‘"FF} Ex-Lax Warwick & Legler CBS 187 Fri., 12:30-45 1,714
st Ha
3. He(lcn T;lerll;) Carter Ted Bates CBS 188 Mon., Wed., 12:30-45 1,714
1st Ha
4, Zm‘!l Mrs. IBfl):rfon Colgate Wm. Esty CBS 171 Mon., Fri., 2:15-30 1,667
st Ha
5. 2nd Mrs. Burton Standard Brands Ted Bates CBS 1 Mon., Wed., Thurs., Fri.,
{2nd Half) 2:15- 667
&, Au(rif dlunmf” Lever Foote, Cone & Belding CBS 196 Tues., Thurs., 1:15.30 1,667
nd Ha
7. T['ii:2 |; P:‘orlu Draks Toni North Adv. CcBS 172 Thurs., 2:30.45 1,619
{ alf
8. Our rba] Sur!day Standard Brands Ted Bates CBS 94 Meon., Tues., Thurs., 1,619
{Znd Half) ) 12:45-1 R 1,619
9. Aunt Jenny Lever Foote, Cone & Belding CBS 197 Mon., Wed., Fri., 1:15-30 1,571
10. Arthur Godfrey Norwich Benton & Bowles CBS 200 1,57
Day, $unday {Average for all Pragrams) (429)
1. Weolworth Haur F. W. Woolworth Lynn Baker CBS 209 Sun., 1-2 1,000
2. Weekend News Texas Co. Kudner ABC 190 Sun., 1:30.35 BO?
3, Old Fashioned Gospel Broadcasting R. H. Aber Co. ABC 214 Sun., 4-5 714
Revival Hour
Day, Saturday (Average for all Programs)} (667)
1. Gunsmoke Liggett & Myers Cunningham & Walsh CBS 200 Sat., 12:30-1 1,333
2. Allan Jacksor NewsChevrolet Campbell-Ewald CBS 186 Sat., 1-1:05 1,286
3. Allan Jackson NewsChevrolet Campbeli-Ewald CBS 182 Sat., 10-10:05 1,048

Gumbinner Gets $3 Million
In Block Drug Co. Billing

BLOCK DRUG Co., Jersey City, N. J., last
week appointed Lawrence C. Gumbinner
Adv., New York, to handle six of its prod-
ucts—billing approximately $3 million
yearly—effective Jan. 1.

Three of thess—Omega oil, Laxium and
Poslam ointment—billing well over $200,-

BROADCASTING ® TELECASTING

000 with a substantial part of it in broadcast
media, were resigned in September by Emil
Mogul Co., New York, because of “product
conflicts and other considerations” [BeT,
Sept. 24]. Two other products—Sterakleen
denture cleanser and Minipoo dry shampoo
—billing $150,000 (out of $200,000 total)
in radio-tv, will go to Gumbinner from
Dowd, Redfield & Johnstone, New York.

Last September, spokesmen at Mogul Co.

said that Block had offered Mogul these two
DR&J accounts, but DR&J Executive Vice
President Edmund F. Johnstone then
claimed to have no knowledge of such an
impending move.

The sixth product assigned Gumbinner—
Amm-I-Dent toothpaste—has been “at lib-
erty” since the end of August, when Block
dropped Harry B. Cohen Adv., New York,
then handling that account along with three
others which subsequently went to Sullivan,
Stauffer, Colwell & Bayles [CLosep CIRCUIT,
Aug. 27, BeT, Sept. 17]. Amm-I-Dent will
comprise the largest billing of the Block
products.

Proprietary Drug Advertisers
Need Copy Change, Says Foss

PROPRIETARY (non-prescription) drug ad-
vertisers, alarmed over the inroads made in
sales by the ethical drug industry, should
look first to their advertising copy before
taking up the crying towel, members of the
Sales Executives Club of St. Louis were told
Nov. 2 by Gene K. Foss, marketing vice
president of Grove Labs.

Mr. Foss, pointing to the $1.15 billion
ethical drug market as against the $650 mil-
lion proprietary drug business, said that
while the discoveries of “wonder drugs” such
as cortisone, acth, and aureomycin have had
an immeasurable effect on the boom, one
of the causes for the lag in non-prescription
drug sales lay in the lack of “reason-why”
copy.

While the ethical drug field is propagating
its cause through such tv shows as Medic
and March of Medicine, Mr. Foss charged
many proprietary drug houses are filling the
airwaves with exhortations about “miracle
ingredients” that have absolutely no meaning
to the average viewer. The reason for this,
said Mr. Foss: “these commercials don't ex-
plain just what’s supposed to be in these so-
called ‘miracle ingredients’.” He said another
fault, in radio-tv as well as print copy, is that
of “over-commercialization”—for example,
taking the term lanolin and applying it to
so many products that the public loses the
true meaning of lanolin.

Mr. Foss said Grove Labs, realizing the
shortcomings in proprietary drug copy, has
changed its strategy. He cited the advertis-
ing of Citroid Compound, an anti-histamine
cold preparation, which was introduced to
the public with radio-tv spots that spelled
out its benefits, told how the drug ingredients
actually worked, and reported what actual
lab studies showed as results. He said Grove
also scrapped the formula of employing
“glib-tongued” professional actors in favor
of four selected newcasters on radio and tv,
while for its print ads, it runs exceptionally
long explanatory ads.

Sheen Offered as Co-op

ABC-TV’s Life Is Worth Living, featuring
Bishop Fulton J. Sheen, will return on Dec.
3 (Mon., 9-9:30 p.m. EST) and is being
made available for local co-op sponsorship.
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THE NATIONAL GALLERY:

one of a series of paintings

of Washington by William Walton

commissioned by WTOP Television

at Broadcast House, Washington, D. C.

Operated by The Washington Post Broadcast Division

Represented by CBS Television Spot Sales






THE NATIONAL GALLERY
by William Walton.

Eighth of a series of paintings of Washington
commissioned by WTOP Television

at Broadcast House, Washington, D. C.

Operated by The Washington Post Broadcast Division
Reprints of this series available on request.




Hal Davis Appointed
To Post at Grey Ady.

HAL DAVIS, vice president of promotion
and publicity and member of the board of
directors and the marketing plans board at
Kenyon & Eckhardt, New York, has been
named vice presi-
dent of radio and
television and a
member of the
plans board of
Grey Adv., it was
announced last
week by Arthur C.
Fatt, president.

Mr. Davis, who
will report to Al-
fred L. Hollander,
vice president in
charge of radio-tv
for the agency,
joins Grey on Jan. 1 but will leave K&E
early next month to handle the promotion
and management of a Middle East tour of
the Benny Goodman band. W. Stephen
Dietz, chairman of K & E's market plans
committee, will take over as acting director
of the promotion and public relations de-
partment, succeeding Mr. Davis. Mr. Dietz
has been with K&E for the past year and
before that was an account supervisor at
Ogilvy, Benson & Mather, New York.

Mr. Davis’ appointment is part of a major
expansion of Grey's radio-television opera-
tions, which have grown to represent more
than a third of its total billing.

MR. DAVIS

Lottery Suspected in Folger
West Coast Radio Promotions

A WEST COAST coffee company promo-
tion—which enlists radio spots to publicize
the gimmick—is under suspicion as a lottery
by the FCC.

The Commission has asked 34 radio sta-
tions in California, Washington and Oregon
to give it more information on the J. A.
Folger & Co. “doorbell ringing” promotion.
The inquiry was sent to stations which had
filed applications for license renewal and
which, the FCC understood, were carrying
the promotion.

The purported campaign involves the
Folger message over the airwaves admonish-
ing listeners to be prepared for the Folger
representatives visit. If the door is opened
by a person holding a can of Folger’s coffee,
the coffee firm promises that its representa-
tive will present a gift to the homeowner.

This may constitute a lottery, the FCC
intimated, since the need for winning the
prize involves having a can of Folger’s cof-
fee in one’s hands. This may constitute the
consideration—one of the three elements of
a lottery, it was explained. The other two
elements of a lottery involve chance and a
thing of value.

An FCC spokesman said that the Com-
mission had just been informed about the
promotion and was not aware that it had
been broadcast for more than five years.

The promotion was the subject of a suit
in 1952 in California, brought by the Ray-
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mond R. Morgan Co., Hollywood advertis-
ing agency, against Benton & Bowles for in-
fringement. The jury brought in a $375,000
verdict against Benton & Bowles. While
judzment was on appeal, Benton & Bowles
settled with Morgan for an undisclosed sum.
In denying infringement, Benton & Bowles
claimed there was nothing original about
the idea, that it was not copyrightable, and
that it was not a lottery.

The Commission has been investigating
two other purported lottery programs. One,
involving the Caples Co.'s Play Marko bingo
type program, is the subject of a law suit
by the advertising company against the
Commission. The other is a program called
Ringo, promoted by the Azrael Advertising
Co., Baltimore, Md.

Lentheric to Shift Account
To Earle Ludgin & Co. Agency

LENTHERIC Div. of Helene Curtis Indus-
tries is set to shift its estimated $1.2 million
perfumes-and-cosmetics account from Grant
Adv. Inc. to Earle Ludgin & Co., probably
effective Jan. 1, it was reported last week.
Ludgin agency already handles Spray Net
for Helene Curtis and Stopette for its sub-
sidiary, Jules Montenier, and adds the Tweed
line of perfumes and hair spray, for which
principally radio has been used. Lentheric
was purchased recently from Olin Mathieson
Chemical Corp. Earl Ludgin & Co. past fort-
night also gained the Zenith (see separate
story) and Easy washing machine ac-
counts, the latter active in radio and televi-
sion [AT DEaDLINE, Nov. 5], representing
estimated combined annual billings of more
than $3 million.

BUSINESS

Universal-International (Universal Pictures
Co., New York) through Donahue & Co.,
N. Y., last week began advance tv spot an-
nouncement campaign in 35 markets with
more than 400 spots to be used in advance
of its scheduled January release of “Written
on the Wind” feature.

Shulton Inc. (toiletries), Clifton, N. T,
through Wesley Assoc., N, Y., to sponsor
special, one-time program, Victor Borge's
Comedy in Music on CBS-TV, Dec. 11 (9-
10 p.m. EST). Firm sponsored similar pro-
gram featuring Mr. Borge last June.

Harris, Upham & Co. (stock brokerage
firm), N. Y., renews Wall Street Final for
additional 13 weeks on ABC Radio. Pro-
gram is aired Monday through Friday,
5:55-6 p.m. Agency: Albert Frank-Guenther
Law, same city.

AGENCY APPOINTMENTS

Colgate Palmolive Co., N. Y., has appointed
Bates & Co., N. Y., for Fab, effective
Jan. 1.

Quaker Oats Co., Brunswick, N, J., appoints
Clinton E. Frank Inc., Chicago, IlL., for its
Flako line of baking mixes, effective Jan. 1.

ADVERTISERS & AGENCIES

Reddi-Wip Inc., L. A., appoints D’Arcy
Adv., St. Louis, Mo., effective Dec. 1. Ad-
vertiser spends about $1 million in all media.

Rival Packing Co., Chicago, makers of Rival
dog food, appoints McCann-Erickson Inc.,
same city.

Diamond Match Co., N. Y., appoints Do-
remus & Co., same city, for its new product,
Charcoal Briquets.

A&A PEOPLE

Robert M. Curtis, account supervisor, J.
Walter Thompson Co., N. Y., to Doherty,
Clifford, Steers & Shenfield, same city, as
vice president and account executive in Bris-
tol-Myers unit.

Lee F. Desmond, vice president and assist-
ant to division president, Dodge Div. of
Chrysler Corp., Detroit, promoted to vice
president in charge of advertising, sales pro-
motion and other activities for Dodge pas-
senger cars and trucks.

Robert R. Warriner, vice president in charge
research, marketing, Scheideler & Beck, N.
Y.; to Donahue & Coe, same city, as re-
search director.

West Gillingham, formerly account execu-
tive with W. B. Doner & Co., Detroit, to
Betteridge & Co., same city, as executive
vice president.

Charles J. Thompson, account service chief,
Richard Seller Adv., Portland, Ore., and
Don James, copy chief, promoted to vice
presidents. Mike Pipes joins agency as ac-
count executive and Alan Barzman named
copywriter.

Ralph E. Head, merchandising executive
and supervisor, BBDO, N. Y., appointed di-
rector of marketing and merchandising. He
succeeds Lyle J. Purcell, resigned to become
executive vice president of Select Magazines
Inc., same city.

Cory D. Clark, advertising manager, Carna-
tion Co., L. A., cereals division, to Comp-
ton Adv. Inc., same city, as senior account
executive, effective Nov. 15.

John C. Vivian, MacManus, John & Adams
Inc., N. Y., to McCann-Erickson Inc., De-
troit, as account executive.

Douglas M. Bomeisler Jr., Architectural
Forum, to Ogilvy, Benson & Mather, N. Y.,
as account executive.

R. R. Glenn, N. W. Ayer & Son, Detroit, to
R. Jack Scott Inc., Chicago, as account ex-
ecutive. Also joining firm: C. E. Spungin, as
account executive; Joseph Pedott, head of
his own adv. agency, as account executive;
Robert Woolson, Lucas-O’Connor Films, as
tv producer; Tom Harty, Lloyd M. Ros-
enow Inc., Chicago, to production manager;
Jack J. Freeman, Kuttner & Kuttner Inc.,
N. Y., as art director, and Esther Friedland,
Aubrey, Finiay, Marley & Hodgson Inc.,
Chicago, to copy staff.

Mauriel Medearis, account executive, Frank
Block Assoc., St. Louis, Mo., to Al Maesch-
er Adv. Inc., Clayton, Mo.

Edward G. Ball, vice president, Mathisson
& Assoc. Inc, Milwaukee, Wis., to Miller
Brewing Co., same city, as advertising man-
ager.
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FLASH TO RADIO STATIONS FROM RCA THESAURUS!- TV's HOTTES

|Lawience Welk, one of Television’s greatest successes and the
mation’s biggest band attraction, is now ready to make money for
lvour radio station.

[Lawrence Welk’s star is sky-high and still climbing! Now, RCA
Thesaurus has captured the excitement of the fabulous Welk TV
rshow for a 30-minute radio program. They're all here to build
audiences for you —the same stars, the style, the sell that put
Lawrence Welk’s show consistently among the top ten TV shows,
Pnd also make it the most popular musical variety show on TV!

ere’s modern radio programming...the kind that turns in peak
ales performance. And here’s what makes the difference: all
ew Orthophonic High Fidelity recordings . . . over 150 selections
to date, most of which have not been previously recorded or tran-

scribed by Welk . . . Welk himself emceeing, opening and clos:
the shows, introducing the tunes and the local announcer...
entire Welk troupe, including “Champagne Lady” Alice Lon,
cordianist Myron Floren, violinist Dick Kesner, organist Je
Burk, and all the rest of this winning team!

All this, plus special sponsor sales kits, including brochures, au
tion discs, promotion material recorded by Welk, and more!

Your sales tools are ready now, and you can start the shows Dece¢
ber 3rd. If you are not a subscriber to the RCA Thesaurus libr:
service, now is the time to get complete information about the N
Lawrence Welk Show and RCA Thesaurus for your market. Ma
other top name programs and features are available to subscribt
for the one low subscription price. Call for details today!



UCCESS STORY NOW READY TO SELL FOR YOU. PRESENTING . . .

Thesaurus subscription. Over 25 big shows, 5,000 musical selee-

BUILD BILLINGS WITK NEW RCA TRESAURUS EHRISTMAS *SELL TUNES” tions, including QUICKIE TUNES (less than two minutes each),
SELL-TUNES and SELL-EFFECTS {more than 2,000 singing

commercial jingles, commercial sound effects, program signatures,

SELL-TUNES are the unique new commercial tunes that come
to RCA Thesaurus subscribers free of additional cost. They're

designed to boost station income and sales for sponsors. SELL- time and weather jingles). You also get the RCA Thesaurus local
TUNES are tailored to all kinds of campaigns — automotive, merchandising and sales aids, like “Shop at the Store with the
food, furniture, and others...over 100 of them! And now, Mike on the Door,” plus many other wonderful features. Check your
RCA Thesaurus presents 20 new Christmas SELL-TUNES Thesaurus representative today!

made especially for holiday sponsors. Ask about them, and the

“Big 26 for '56" package of commercial holiday features. R CA R E c 0 R D E D P R 0 G RA M S ERV I c ES

. 1 155 East 24th Street, New York 10, N. Y., MUrray Hill 3-7200 * 445
THE SALES-BUILDING RCA THESAURUS AVAILABLE IN YOUR MARKET? 185 Bast 24th Street, New York 10, N. ¥, MUrway Hil 57200 - 445

. . : | ’ _ Bldg., Atlanta 3, Ga., JAckson 4-7703 + 1907 McKinney Avenue,
reck your RCI_\ ThesaUI us repres:entatwe tOday b Ther? satreas Dallas 1. Texas. Rlverside 1371 * 1016 N. Sycamore Ave., Hollywood
'y of sales-building features available through your singie RCA 38, Calif., OLdfield 4-1660




e CBS Radio goes WCBM
in Baltimore!

. . . this is the kind of news you’ll
like to hear—if you're wrasslin’ with
a Baltimore radio schedule.

. .. it simplifies matters because all
you have to do is give WCBM a top
spot on your schedule!

... and you’ll be advising your
clients right* . . . WCBM’s own

~ programming plus CBS features will
give WCBM an even bigger “hold”’
on this fast growing market.

. . . if you want to “‘pin down”’ the
facts call, write or wire direct . . . or
contact our representatives.

*1st or 2nd in 146 out of 212 Y4-hour
rating periods 1st—104 times, 2nd—
42 times

BM CBS RADIO AFFILIATE
4:: 10,000 WATTS ON 680 K. C.
ie BALTIMORE 13, MD.

Exclusive National Representatives THE BOLLING COMPANY, INC.
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— GOVERNMENT

NO CHANGE SEEN
IN CONGRESS POSTS

Democrats’ retention of control
probably means continuance
of Senate and House leader-
ship and chairmanships of
committees controlling and/or
investigating radio-tv.

WITH the Democrats retaining control of
Congress, no‘change is expected in Senate
and House leadership and in chairmanships
of committees which have jurisdiction over
radio and tv broadcasting or which have
investigations underway in the industry.

Sen. Lyndon B. Johnson (Ij-Tex.) is ex-
pected to remain as Senate majority leader
and Sen. William F. Knowland (R-Calif.}
as minority leader. Both have family inter-
ests in radio and tv stations.

The death of Rep. J. Percy Priest (D-
Tenn.) [BeT, Oct. 15], chairman of the
House Interstate & Foreign Commerce Com-
mittee, brings Rep. Oren Harris (D-Ark.),
next ranking Democrat, into line for the
chairmanship. Rep. Harris, chairman of the
committee’s Transportation & Communica-
tions Subcommittee and an acknowiedged
congressional expert on radio-tv legislation,
had no opposition for re-election.

Sen. Warren G. Magnuson (D-Wash.),
chairman of the Senate Interstate & Foreign
Commerce Committee, which has been in-
vestigating the tv networks and uhf-vhf
allocations problems, defeated his GOP op-
ponent, Gov. Arthur Langlie.

Sen. John W. Bricker (R-Ohio), ranking
Republican on the Senate group, was not up
for re-election. Sen. Bricker initiated the
probe as chairman in the 83d Congress and
has called for regulation of the networks
by the FCC.

House Speaker Sam Rayburm (D-Tex.)
and Rep. Joseph W. Martin Jr. (R-Mass.),
House minority leader, were re-elected.

Also re-elected were Rep. Emanuel Celler
(D-N.Y.), chairman of the House Judiciary
Committee and its Antitrust Subcommittee,
which has been investigating alleged monop-
oly by the tv networks, and Rep. Joe L.
Evins (D-Tenn.), chairman of the House
Small Business Committee’s Subcommittee
No. 1, which held hearings on alleged White
House and network influence on the FCC.

Ranking Republican members of three
House groups were re-elected: Charles A.
Wolverton (Mass.) on the House Commerce
Committee; Kenneth B, Keating (N.Y.)
on the Celler Antitrust Subcommittee, and
William M. McCulloch (Ohio) on the Evins
Subcommittee.

These members of the Senate Commerce
Committee were re-elected: Sens. A. S. Mike
Monroney (D-Okla.), George A. Smathers
(D-Fla.), Sam J. Ervin Jr. (D-N.C.), Alan
Bible (D-Nev.) and John Marshall Butler
(R-Md.). Sen. James H. Duff (R-Pa.), an-
other member, lost his Senate seat to Demo-
crat Joseph S. Clark Jr., Philadelphia mayor.
Edward Jarrett will continue as chief clerk
of this committee, with Bertram O. Wiss-
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It looked like a

stalemate when our
original 816 foot
4 &MJ tower crashed. But
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we've strengthened

our position by moving
to a new 1356 foot
tower generating
100,000 watts of

- power. Now

L 1,000,000

2, ' Oklahomans are
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&> : fg 7 move. Make sure they
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73 : your products to the
: e 2 N Channel FIVE picture.

e GEO-TWV
Center of Attnaction

ENID, OKLAHOMA
FULL ABC NETWORK

REPRESENTED BY JOHN E. PEARSON CO.
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man as assistant chief clerk. Kenneth A. Cox
will continue as special radio-tv counse]
heading the committee’s tv investigation,
and Wayne T. Geissinger, assistant commit-
tee chief counsel, will represent the minority
for the tv probe.

Of other members of the House Com-
merce Committee who will not return in the
85th Congress, two died: Reps. William T.
Granahan (D-Pa.) and Carl Hinshaw (R-
Calif.). Reps. Arthur G. Klein (D-N.Y.)
and Richard W. Hoffman (R-1ll.) did not
seek re-clection. Rep. F. Erte]l Carlyle (D-
N.C.) was defeated in the primaries and
Reps. Don Hayworth (D-Mich.) and James
I. Dolliver (R-lowa) werc unscated in last
Tuesday’s elections. Rep. Hoffman 1s prin-
cipal owner of WHFC-AM-TV and WEHS
(FM) Chicago.

Rep. Harris Ellsworth (R-Ore.), part
owner of KRNR Roseburg, Ore., was un-
scated in the Tuesday voting. Democrat
Charles H. Brown, a former tv producer
(Ozark Jubilee, ABC-TV), unseated Rep.
Dewey Short (R-Mo.). Robert D. Holmes,
Democrat, general manager of KAST As-
toria, Ore., was elected governor of that
state.

James H. Ballard, FCC, Dies

JAMES H. BALLARD, 51, chief of the
FCC's Budget & Fiscal Div., Office of Ad-
ministration, died last Monday night of coro-
nary thrombosis. Mr. Ballard joined the
FCC as an audit clerk in June 1934,

GOVERNMENT

STREIBERT RESIGNS
AS USIA DIRECTOR

THEODORE C. STREIBERT, director of
the U. S. Information Agency since its or-
ganizatton in [953 and former board chair-
man of MBS, resigned last week because of
“family responsibil-
ities.” USIA is the
parcnt organization
of the WVoice of
America.

Mr.  Streibert’s
resignation be-
comes cifective

Thursday. He had
no immediate an-
nouncement of fu-

ture plans.
In a letter to
MR. STREIBERT President Eisen-
hower, Mr. Sirei-
bert said he is leaving the government be-
cause of “personal considerations.” He

wrote: “Although as you know, I undertook
this work originally with a commitment for
only one year. | have now completed more
than threce years of service, and my family
responsibilities will not permit further con-
tinuances.”

Mr. Eisenhower’s reply: “You and your
colleagues have developed the U. S. Informa-
tion Agency into a strong arm in our coun-
try in our struggle for world freedom. I
has now been firmly established.

“It presents the truth about the United
States and our foreign policy factually to all
the world which is free to hear its voice, and
many behind the Curtain who are not free
have managed to hear 1t also. You have
every reason to be proud of your accom-
plishments.”

International Radio Talks
Planned at Washington Meet

FIRST MEETING in preparation for the
1959 International Radio Conference was
held last Thursday in Washington, with more
than 60 representatives of government agen-
cies and private industry meeting with State
Dcpt. officials.

Submitted to the conference was a State
Dept. proposal for the establishment of
working committees on the various factors
which will be under review at the interna-
tional conference, probably to take place in
Geneva, Switzerland. The 1959 conference
will review and revise the radio spectrum,
last reviewed in 1947 at the Atlantic Ciy,
N. 1., meeting.

After formation of an executive commit-
tee, another mecting will be held to map out
the work of the various committees.

Last week's meeting was held under the
aegis of the U. S. State Dept., with Francis
Colt DeWolf, chief of the telecommunica-
tions division, presiding. Among those pres-
ent were A. Prose Walker, NARTB; Philip
Siling and James Veitch, RCA; Leon
Brooks, CBS, and Virgil M. Graham,
RETMA.

Mexicon-Americon populotion
second only to Mexica City!

mvufed via KWKW Radio only!

$485,000,000 onnuol
:pendobte income

25 000 Mexican-Americans came

KWKW Latin Picnic’

TO THE
3RD ANNUAL

You reach the

Guests Yma Sumac, Ben
Alexander and Consul
Gensral of Mexico, [i
Adolfo G. Domingvez pay
tribute -to the ‘‘only au-
thentic voice' of the
Greater los Angeles
Spanish Speaking com-
monity.

“Big Tenth' of
Los Angeles
when yov ad-

verfise on .

PASADEMA » LOS ANGELES |
-t Station e
A pa [T

LA —RYan 1-6744 o S F—Bsoadcast Time Sales

THE LATIN VOICE,

KWKW annoyncers and

persanalities meet their listening audience
at the 3rd Annual Picnic.
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% Compietely self contuined % Partable
¥ Multi-frequency burst % Stoirstep % Modulated stoirstep

* White window * Composite sync X Reguinted power supply.

BROADCASTING © TELECASTING

MULTI-FREQUENCY BURST
AMPLITUDE vs FREQUENCY
Check wide hand cooxial <
hles, microwave links, indi

vidual units and complete TV
systems for frequency response

characteristics without poin

to point checking or sweep

generatar.

WHITE WINDOW

LOW & HIGH FREQUENCY
CHARACTERISTICS, Determine
ringing, smears, steps, low
frequency tilt, phase shift,

mismatched terminations, etc
in TV signals or systems.

STAIRSTEP  SIGNAL  modu-
lated by «rystal controlled
3.579 me for differential am-

plitude ond differential phose

measurement, Checks ampli-

tude lineerity, differential
emplitude linearity and dif-
ferential phose of ony unit
or System.

Medel 1003-C includes vari-
chle duty cycle stairstep {1D-
$0% average picture level}.

Model 608-A HI-LO CROSS
FILTER for Signal analysis.

MODULATED STAIRSTEP sig-
nal thru high pass filter.
Checks diferentiol ampiitude.

MODULATED STAIRSTEP sig-
nal thru low pass filter.
Cheeks linearity.
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MEET A MAN
WE WORK FOR!

Chances are you thought it was the other way
around. But this man—symbolic of 25,000 Esso
Dealers—doesn’t work for us. In fact, the shoe
is on the other foot!

Actually he’s our customer—a very important
customer . . . an independent businessman who
buys Esso products from us and resells them to
you at his Esso Station. He chose the Esso Sign
for a very definite reason. He believes that our
products—together with our reputation and our
methods of doing business—give him the best
possible chance for personal success.

The records bear out the wisdom of his choice.
Over 990 dealers have been with us 30 years or

more. Another 3,021 have served you at the
Esso Bign for over 20 years; still another 4,385
for more than 10 years. They could have sold
another brand at any time, but they like the way
we operate and the way you prefer the ever-
improving products we supply—such as our
new GOLDEN Esso ExTra.

So next time you stop in at an Esso Dealer’s,
look at him in a new light. He’s doing an impor-
tant job and he’s doing it well. He’s making his
own way in a highly competitive business. And
though we’re dedicated to helping him in that
business all we can, please remember this—your
Esso Dealer may wear an Esso uniform . . . but
he’s in business for himself.

WHAT’S BEHIND THIS SUCCESSFUL RELATIONSHIP?

Because it might be of general interest, we highlight here some of the principles, unchanged
throughout the years, under which we do business with the men who sell you our products:

e The motoring public is best served by the distribution
of petroleum products through service stations oper-
ated by independent merchants.

e Our customers, the Esso Dealers, are free to run their
businesses as they see fit.

e We do not enter into exclusive dealing contracts on
gasoline, oil, tires, batteries or accessories. We try to
sell our Esso Dealers on stocking and merchandising
our Esso and AtLas products because we feel it is to
our mutual advantage that they do so.

o Esso leadership, through research, is assurance to our
dealers that we will continue to supply them with the
best in product quality.

e We know it is good business and, therefore. urge our
dealers to maintain clean and attractive looking sta-
tions and to provide prompt and Courtecus service,
because experience and consumer research have
proved that these attract more customers.

e When we have the opportunity to deal with someone
who has demonstrated his ability as a good merchan-
diser, we do so in preference to one who is neglectful
of his husiness.

e Twenty percent of Esso Dealer outlets are owned by
doctors. lawyers, widows, estates, legislators, educa-
tional institutions, and people in just about every
walk of life. These we lease and, in turn, sublease to
dealers. Seventy percent are either owned by the
dealer himself or leased by him from others.

® We consult with representative groups of our dealers
on new merchandising programs and dealer problems
in order to obtain the benefit of their opinions and
comments.

e We and our dealers are dependent upon each other
or success. For this reason, we must work together
in every possible way.

ESSO STANDARD OIL COMPANY

This message appeared recently in newspapers in major cities in the area served by Esso Dealers




KOB GIVEN 10 DAYS
TO ADJUST FOR WABC

FCC, complying with court di-
rective, sets limit for Albuguer-
que to agree to protect New
York station’s 1-A signal.

THE FCC on Friday told KOB Albuquer-
que, N. M., that it would have 10 days to
agree to revise its 770 kc facility to protect
ABC-owned WABC New York, the Class
1-A station on that frequency.

Acting on an appeals court directive that
it solve the !5-year-old skeleton—KOB has
been operating on 770 kc on a temporary

TheNe% of
paid circulation

The surest barometer of read-
er acceptance of any publication
is its paid circulation. Special
people read business and trade
journals for hard news and for
ideas—tools of their professions
or trades. They get their en-
tertainment elsewhere (mostly
from radio and television).

A paid subscription immedi-
ately establishes a contractual
relationship between the sub-
scriber and the publisher. The
subscriber pays his money be-
cause he meeds the publication
to keep pace with developments
in his own business. He is too
busy to read those publications
which do not meet his require-
ments, even if they come to him
gratis. Thus, if reader interest
is not sustained, paid circulation
is promptly affected.

Broadcasting » Telecasting for
the past 12 months averaged a
patd weekly circulation of17,030.
This is the largest paid circula-
tion in the vertical radio-tv field.
BeT in fact distributes more paid
circulation annually than the
combined annual paid of all other
vertical magazines in this field.

BeT ig a member of the Audit
Bureau of Circulations—the only
paper in our field to enjoy this
privilege. The symbol below is
your guarantee of integrity in
reporting circulation facts to
buvers of space.

There is no blue sky or un-
verified claims in BeT. That is
why BeT is the basic promo-
tional medium in the radio-tv
field, with 25 years of loyal read-
ership and paid circulation to
back it up.
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basis since 1941—the Commission sent a
letter to KOB outlining its proposed solu-
tion. It asked KOB to respond within 10
days whether it was willing to accept the in-
terim solution. If not, it was implied, the
Commission could do nothing but order the
New Mexico station off the air.

The KOB situation goes back to 1940
when that station (then owned by the Albu-
querqie Journal) was granted clear channel
1180 kc. This was changed to 1030 ke in
1941 when Mexico was pranted protection
on 1180 kc in the North American Regional
Broadcast Agreement. After a few months
operation on 1030 kc, KOB was given tem-
porary authority to operate on 770 kc. Tt has
been operating on 770 kc under that tem-
porary permission since then. The NBC affi-
liate, using 50 kw daytime and 25 kw night-
time, is now owned 50% by Time Inc. and
50% by A. Wayne Coy. former FCC chair-
man.

After several years of litigation the U. S.
Court of Appeals in Washington in Septem-
ber ordered the FCC to either take KOB off
770 kc or to permit it to remain on that
frequency with appropriate restrictions to
protect WABC, Tt directed the FCC to re-
port on what it planned to do by Nov. 11,
and to order the action by Nov. 26.

Westinghouse Broadcasting Co.'s WBZ
Boston is the Class 1-B station on 1030 ke,
to which KOB is licensed.

The Commission’s letter last week said it
had three choices in complying with the
court’s order; either to take KOB off the air
or to permit it to continue operating on 770
kc or 1030 kc with appropriate protection
to the dominant stations on those frequen-
cies.

It concluded, the Commission said, that
the best solution in the public interest was
to permit KOB to continue on 770 ke with
proper protection to WABC. Tt also noted
that this was an interim solution with no
prejudice to existing proceedings which
might change matters. This was understood
to be a reference to the pending clear chan-
nel and daytime skywave cases, some action
on which may be forthcoming later this
month. There has been Commission discus-
sion regarding the cancellation of the 10-
vear-old clear channel proceeding [BeT,
Oct. 29].

In asking that KOB respond in 10 days to
its suggested solution, the Commission asked
that KOB also tell how long it thought it
would take to directionalize its antenna in
order to protect WABC at the .5 millivolt
per meter, 50% skywave contour. Privately,
it was strongly implied that the Commission
feels that KOB should be able to revise its
antenna structure in about 90 days.

Shreveport Review Denied

A REQUEST to review the February 1955,
Shreveport, La., ch. 3 grant to KTBS that
city was denied by the U. S. Supreme Court
last week. The appeal had been made by
KWKH Shreveport, the unsuccessful appli-
cant, which claimed the FCC discriminated
against its application because of ity owner-
ship by the Shreveport Times. An appeals
court last May upheld the Commission's
grant to KTBS.

Slight Tower Revisions
Offered by Air Group

THE Air Transport Assn. of America last
week expressed approval—with some mod-
ification—of the FCC’s proposal to require
tall tower tv applicants to use joint towers
or “antenna farms” or justify why they can’t
do so. The FCC in March called for com-
ments on the proposal [BeT, April 2] and
has granted several extensions of the dead-
line for comments, the last of which expired
last Monday.

ATA’s statement, the only one to be re-
ceived by the FCC within the last two
months, expressed approval of the aims of
the FCC proposal, but suggested that certain
parts be re-phrased. Where the proposal
reads that an over-500 ft. tower request
will not be granted unless the applicant can
make a showing that “the proposed tower
will not constitute an undue hazard to air
navigation,” ATA wants to drop “undue.”

The association, which claims member-
ship of 47 airlines, contends the words “men-
ace” and “hazard” themselves are ominous
enough and would be sufficient to cover the
problem. “Undue” would make interpreta-
tion more difficult, the association said.

ATA also requested that the proposal be
re-worded to include all who filed applica-
tions to modify existing stations, to cover
those cases where an increase in tower height
is requested. The FCC proposal specified
only applicants for new stations and those
seeking to ehange station location.

The FCC proposals drew general objec-
tions by most broadcasters who filed during
the summer [BeT, July 9]. Most wanted to
see specific criteria before the rule was put
into effect. Others felt it was an unjust bur-
den to require an applicant to justify why he
cannot locate in an antenna farm or near
an existing tall structure. There were some
claims that this constituted an abdication
by the FCC of its legal duty to judge ap-
plications in the public service.

The Commission’s tall tower proposals
followed a year-long joint aviation-broad-
cast-government study of tall towers and
their apparent threat to airplanes.

Among other suggestions made by the
joint committee was legislation assigning
responsibility for abandoned towers. This
is under study by FCC for recommendations
to Congress in January.

Loyola Zone Plea Denied

THE FCC last week denied a petition by
Loyola U. (WWL New Orleans) for re-
arrangement of the boundary lines of Zones
1 and III in order that ch. 11 could be al-
located to New Orleans. Loyola holds a
construction permit for New Orleans’ ch. 4
(WWL-TV) but has been prohibited from
starting construction pending resolution of
New Orleans deintermixture proposals.
Loyola envisioned the assignment of ch. 11
to New Orleans by changing the Zone II
boundary line so that the transmitter of
WTOK-TV Meridian, Miss., would lie in
Zone II, where 190-mile co-channel spacing
is required, instead of Zone TT1, where 220-
mile spacing is necessary.
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Another thinly disguised WJR Success Story

Say, who is this guy “Milk” up at WJR, anyway?

Well, fellows, “Milk” offered a lot of weight-
conscious listeners a chance to eat heartily and
take off pounds simultaneously.

Any wonder they addressed 4,255 letters to
“Milk,” WJR, Detroit 2, Michigan?

That was the address for a free booklet offered by
an advertiser who sells milk. The booklet was full

of good advice on how to lose weight, still eat lots
—and, naturally, drink lots of milk.

The offer was made on a noon newscast. Of the
4,255 requests, metropolitan Detroit accounted
for nearly half.

Your Henry I. Christal representative will be glad
to tell you all about WJR and its more than
16 million listeners.

The Great Voice of the Great Lakes

CBS Radio Network

50,000 Watts

BROADCASTING ® TELECASTING

Here's WJR's primary coverage area.
Write us for your free copy of the Politz report :
or ask your Henry I. Christal Co. man. P
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FCC COOL ON PROPOSAL
TO LIFT STATION LIMIT

THE FCC isn’t too happy about the various
proposals which would permit ownership
of an unlimited oumber of broadcast sta-
tions provided no one owner’s facilities
covers more than 25% of the population,

The first inkling of the Commission’s posi-
tion on this proposal-——advanced by several
congressmen in the last Congress—was con-
tained in its brief on the Storer Broadcasting
Co. case filed last week with the U. S. Court
of Appeals in Washington.

The appellate court ruling that the FCC
does not have the power to limit ownership
by a flat general ruling was reversed by the

GOVERNMENT

U. S. Supreme Court last May. The Supreme
Court remanded the case to the lower court
to consider other Storer objections to the
multiple ownership rules. These include the
Commission’s holding that even 1% owner-
ship may be considered in taking into ac-
count the number of stations owned by a
single entity and also whether the ownership
limitations are arbitrary or capricious. The
FCC limits ownership of broadcast facilities
for a single person or company to not more
than seven in each of the broadcast services
(am, fm, and tv).

The FCC position on the 25% proposals
was contained in this language: “Further-
more, any different rule which utilized popu-
lation served as the governing standard . . .

It Is Thanksgiving

Once again, the people of Kansas gather together to give thanks
for their many blessings. Once again, the labor and faith of our
farm families has been rewarded far beyond all expectations.

We at WIBW enjoy a double share of this Thanksgiving spirit.
First, as farmers ourselves; and second as a long established friend
and welcome daily visitor into the homes of these farm families.

We are human enough to derive our greatest pleasure from this
enviable listener relationship and pledge ourselves to its con-

tinuance,
o
&
Gen. Mgr.,, WIBW and WIBW-TV, Topeka
KCKN, Kansas City
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would necessarily considerably increase the
number of communities in which Storer
would have control of a scarce outlet of lo-
cal expression.”

The smaller the cities chosen, the Com-
mission said, the fewer outlets there are.
This means greater concentration of control,
it was implied.

The Commission said: “While it might be
reasonable to utilize a population standard,
it is clearly well within the bounds of reason-
able judgement to use a standard based upon
the number of communities in which there
is control, particularly where that standard
does not impose unequal population results.”

FCC Waives Mileage Limit
In Lancaster, Pa., Grant

FIRST WAIVER of FCC rules covering
minimum mileage separations between tv
stations was granted by the Commission last
week. Comr. Rosel H. Hyde dissented.

In granting Peoples Broadcasting Co.’s
application for ch. 21 Lancaster, Pa., the
FCC waived Sec. 3.698 to permit the pro-
posed transmitter site less than one mile short
of the 60-mile separation required to prevent
oscillator or sound image interference. Peo-
ples is licensee of WLAN-AM-FM Lan-
caster. Comr. Hyde opposed the majority
action. He contended the action was prece-
dent for whittling away of the rule.

In another tv grant, the FCC awarded ch.
3, Bryan, Tex., to Brazos Broadcasting Co.,
which is 50%-owned by KWTX Broadcast-
ing Co. (KWTX-AM-TV Waco, Tex.).

In another tv action, the Commission ap-
proved a 72-mile transmitter-site move for
ch. 13, KOVR (TV) Stockton, Calif., and de-
nied a petition by ch. 40, KCCC-TV Sacra-
mento, calling for a hearing on KOVR’s pro-
posed move. KOVR plans to move from its
present site on Mt. Diablo to Butte Mt,,
about 40 miles northeast of Stockton and 72
miles from Mt. Diablo. KCCC-TV, which
claimed KOVR was attempting to move in on
Sacramento and get the ABC affiliation now
held by KCCC-TV, a fortnight ago filed an
application for KOVR’s Stockton facility
[BeT, Oct. 29]. The Commission last week
returned that application to KCCC-TV.

Atheist Seeks ‘Equal Time’

A slightly different equal time plea was sub-
mitted to the FCC last week, the day before
election day. Robert H. Scott, Saratoga,
Calif., atheist, asked the FCC to refuse to
renew the license of ABC-owned KGO San
Francisco. Mr. Scott charged that KGO per-
mitted atheists to be calumniated by a min-
ister and that it had refused him equal time
to answer the alleged smear.

Mr. Scott was the principal in the 1946
FCC “Scott Decision” which held in essense
that broadcast licensees must not discrimi-
nate against atheists. The document was in
response to a pleading by Mr. Scott for the
revocation of the licenses of several San
Francisco radio stations because they would
not permit him to expound atheism over
their facilities. The California freethinker
sought revocation preceedings again in 1947.
The FCC’s Scott Decision was the subject of
an House subcommittee inquiry in 1948,
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OWERON CHANNE ,

HEB#RQ N.C.

MUCHROOMING CALEC...

are yours for the asking in the ENTIRE Prosperous
Piedmont section of North Carolina and Virginia with wrmy-TV.
True, because no station or group of stations delivers complete
coverage of this mighty industrial area as does wFMY-TV.

50 Prosperous counties — 2 Million Population
$2.5 Billion Market — $1.9 Billion Retail Sales,

Call your H-R-P man today for full information.

wimy-tv

Basic
Greensboro R . Pinehurst
Winstan.Salem Sql.;hury Fort Bragg
Durhom Chapel Hill  Sonford
High Point Danville, Va GREENSBOR O N.

Reidsville  Morfinsville, Ve Represented by
WFMY-TV .. . Pied Piper of the Piedmont Harrington, Righter & Parsons, Inc.
“First with LIVE TV in the Corolinos” . . Since 1949

New Yeork - Chicage —- Son Francisco -~ Atlanta
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Sales of WIND, KWIE
Get Approval by FCC

AMONG station sales approved by the FCC
last week was the record $5.3 million pur-
chase of WIND Chicago by Westinghouse
Broadcasting Co. [BeT, Aug. 27]. Also in-
volved in the sale is a ch. 20 construction
permit for WIND-TV, which is not on the
air.

Westinghouse’s purchase of independent
WIND (560 kc, 5 kw directional) from
Ralph L. Atlass and associates topped by
$1.3 million the previous record price paid
for a radio station. That was the $4 million
paid for WNEW New York by a group
headed by Richard D. Buckley, Jack Wrath-
er and John L. Loeb.

Also approved by the FCC last week was
the acquisition by Cascade Broadcasting Co.
(KIMA-AM-TV Yakima, Wash.) of 100%
ownership of KWIE Kennewick, Wash.
Cascade, 40% owner, purchased the remain-
ing 60% interest from Clarence J. McCredie
and Harold A. Clark for over $96,000.

Congress to Take Look
At Broadcast Tax Relief

A Congressional committee is scheduled to
consider changes in Sec. 1071 of the Internal
Revenue Code which provides tax relief for
broadcasters selling radio or tv stations, it
was announced last week.

The hearings, to begin Nov. 19, will look
at more than 30 “loopholes” in the current
tax laws. The list was submitted by Treasury
Dept. and Congressional tax staff experts to
a House Ways and Means Subcommittee
headed by Rep. Wilbur D. Mills (D-Ark.).
Among the items cited by the staff were “un-
intended benefits and hardships™ affecting
bond dealers, insurance companies, oil and
mineral producers and other groups.

The provision dealing with tax relief for
broadcasters permits stations owners who
sell one station in order to conform to
the FCC's multiple ownership rules to delay
paying taxes on their gain, if any, until the
second property is sold. The provision was
inserted in the tax laws in 1941 when the
FCC promulgated its multiple ownership
rule—forcing the sale of stations in many
parts of the country where the same owners
held more than one outlet in the same com-
munity.

In September the Commission announced
that it was going to become more strict in its
issuance of tax relief certificates [BeT, Oct.
1]. It had issued such relief when a broad-
caster sold one station in order to buy an-
other and remain within the ownership lim-
its. The Commission said that it would only
issue relief when a station was required to
be sold by a change in FCC regulations.
This policy became effective Oct. 15.

It is this construction of Sec. 1071 for
which the Commission seeks approval, it is
understood. Tt also would like Congressional
guidance on the question whether tax relief
certificates should be issued where the selling
broadcaster reinvests his gains in property
subject to depreciation, it was explained. The
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Commission has no position on this poeint, it
was noted.

The $6.5 million purchase of WAGA-
AM-FM-TV Atlanta, Ga., from Storer
Broadcasting Co. by the Washington Post
Co. (WTOP-AM-FM-TV Washington and
WMBR-AM-FM-TV Jacksonville, Fla.) was
signed a few minutes before midnight Oct.
15, thus making Storer eligible for tax relief.

Cps for Eight New Ams
Granted by Commission

EIGHT am grants were announced by the
FCC last week. Cities and permittees:

Atlantic Beach, Fla.—Voice of the Sea,
1600 kc, | kw daytime. William A. Partain
111, sole owner, is southeastern division
manager of Alexander Hamilton Institute
(home study).

Miami, Fla.—Frieda Bcstg., Corp., 1260
kc, 5 kw daytime, directional antenna.
Principals are Keith, Frieda and Roger Moy-
er, who control WTIM Taylorsville, Ill., and
WTAY Robinson, Il

Starke, Fla.—Ben Akerman, 1580 kc,
1 kw daytime. Mr. Akerman is general man-
ager of WGST Atlanta, Ga., and former
50% owner of WSTN St. Augustine, Fla.

Pine City, Minn.—Pine County Bcstg.
Co., 1350 kc, 1 kw daytime. Pine County
president-30% owner is Richard K. Pow-
er, 50% owner-manager of WSHB Still-
water, Minn. Dewey S. Campbell, WSHB
employe, is vice president-12% owner,
Pine County, and John C. Hunter, business
interests, owns 58%.

Laurel, Miss.—Voice of the New South,
1260 kc, 1 kw daytime. Frank E. Holladay
and Joseph W. Carson, each 25% owners
of WLSM Louisville, Miss., and WCLD
Cleveland, Miss., are equal partners in the
Laurel facility. Mr. Carson is manager of
WMOX Meridian, Miss., and Mr. Holladay
is commercial manager.

Final decisions in hearing cases resulted
in grants for:

Newburyport, Mass. — Theodore Fein-
stein. 1470 ke, 500 w daytime.
Muleshoe, Tex. — Blackwater Valley

Bestrs., 1570 ke, 250 w daytime. Muleshoe
Bestg. Co application was denied.
Raymondville, Tex.—Hale Schaleben and
Van N. Culpepper, 1240 kc, 250 w un-
limited. Denied were applications for the
same facilities by John F. Thorwald for
Harlingen, Tex., and KVOZ Laredo, Tex.,
seeking to move from 1490 to 1240 kc.

FCC Extends Rules Deadline

THE Nov. 15 deadline for comments on the
FCC’s proposals to revise Part I of its rules
of procedures [BeT, Oct. 22] was extended
last week to Dec. 15. An informal confer-
ence to explain the changes has been sched-
uled for Nov. 30 in the Dept. of Com-
merce auditorium, with FCC officials and
Federal Communications Bar Assn. special-
ists participating. The new rules were pre-
pared, over a year’s time, by a special 15-
man FCC committee, headed by Associate
General Counsel J, Smith Henley, in coordi-
nation with a special FCBA committee on
practices and procedures, headed by Bene-
dict P. Cottone.

Demix Comments Date
Moved Back to Dec. 3

THE FCC last Thursday extended to Dec. 3
the deadline for comments in the 13 cases
where it proposes to deintermix tv channel
assignments. The deadline was Nov. 15.

At the same time, the Commission with-
drew those parts of Appendix A of its June
25 report dealing with formulae for com-
puting coverage of uhf and vhf stations.
Instead, the Commission suggested that those
filing responses use the tables and curves
carried in the existing rules plus any other
“engineering facts, judgments and assump-
tions as may be logically demonstrated as
pertinent.”

The allegedly newer figures and curves
recommended for use in Appendix A had
been attacked by the Assn. of Federal Com-
munications Consulting Engineers and oth-
ers. Basically, the validity of newer formulae
were questioned on the ground that depar-
tures from average computations could be
extreme in figuring uhf coverage, particu-
larly in irregular terrain.

Comr. John C. Doerfer dissented to the
extension; he felt the deadline should be Jan.
15. Comr. Robert E. Lee dissented to any
extension. Both concurred in the deletion
of the June 25 report’s technical standards.

The deintermixtutre proposals were termed
an interim action pending an overall review
of the television allocations structure. In-
volved in the interim deintermixture pro-
posals are Evansville, Ind.; Charleston, S, C.;
Elmira, N. Y.; Springfield, Ill.; St. Louis,
Mo.; Miami, Fla.; Hartford, Conn.-Provi-
dence, R. I.; Duluth, Minn.-Superior, Wis.;
Mobile, Ala.-New Orleans, La.; Madison,
Wis.; Norfolk-Portsmouth-Newport News,
Va.; Peoria-Rock Island, Ill.; Fresno-Santa
Barbara, Calif., and Albany-Schenectady-
Troy, N. Y.

CBA Survev Shows Benefits
Of Class IV Power Increase

A HORIZONTAL power increase from 250
w to ! kw for all Class IV radio stations
would raise revenues “significantly” and help
national representatives in the sale of time,
according to a survey conducted by Com-
munity Broadcasters Assn. The association
last April asked FCC to amend its rules and
standards to permit the power increase.

CBA’s survey showed that 77% of Class
IV operators believe the power change would
boost income and 84% see a definite aid to
sale of national time. It revealed that 45%
of stations promise improved service to
more people day and night, especially school
information and sports, if the increase is
granted. A total of 36.5% mention better
farm programming, market reports, com-
munity projects, political broadcasts, emerg-
ency weather and road condition reports.

The survey indicated 46.7% mentioned
stronger and clearer signals at night as im-
portant factors in improving service, with
28.7% mentioning better daytime signals.
As to Conelrad, 11.9% said they could give
better civil defense service.
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... STILL GOING STRONG

Introduced to broadcasters nearly
! two decades ago, the famous
HAFE; forced-air-cooled power type
3 RCA-892-R is the tube that helped
make-air cooling a reality in
high-power designs. This is the tube
that led to important transmitter
simplification, substantial operating
economies, and easy maintenance
ubove and beyond all previous
concepts in AM station operation.,

With power-house reliability,
RCA-892-R has “taken the gaftf”
through the years. The tube

is another typical exampfe of RCA
time-proved designs that are
paying handsome dividends in lower
tube cost per hour of operation—
and uninterrupted program time
around the ¢lock,

For long-term power performance,
always specify RCA. Your RCA
Tube Distributor is ready to handle
your call for RCA tubes of all types

for station.operatipns.

How To Get More Hours From An RCA-892-R

® Reduce filament voltage to the minimum. for
required output at-agceptable distortion level—
then increase by the amount required to
compensate for line-voltage regulation.

® Keep wir-cooling system-clean--to Jprevent tube
and tircuit domage from-overheating.

® When handling tube, lift it by the handies
to_avoid mechanical damage. Do not bump
gloss envelope or grid arm.

® Operate spare tubes periodically.

® Operate RCA-89Z-R within RCA rotings. Always
follow the-instruciions packed with ench dube.

TUBES FOR BROADCASTING

RADIO CORPORATION OF AMERICA
TUBE DIVISION . HARRISON, N.J.




FiLM

ZIV ESTABLISHES
RE-RUN DIVISION

Weis appointed general man-
ager of new unit, Florsheim
named general sales manager.
Lawrence takes over Weis’
former post at World.

ECONOMEE Tv, which handles certain re-
runs of Ziv Television Programs’ tv film
series, last week was named a division of Ziv
Tv, and as part of the change-over Pierre
Weis was appointed general manager of the
unit and Stanley J. Florsheim was promoted
to general sales manager.

Economee has been functioning as a Ziv
Tv unit since 1954 and has gradually broad-

ened the base of its operations. It currently
handles 11 rerun film series, reported to in-
clude Favorite Story, Boston Blackie, Corliss
Archer, Yesterday's Newsreel and Living
Book, a total of 575 half-hours of program-
ming. A spokesman said that Economee
sells directly to stations in contrast with Ziv
Tv which sells to national, local and regional
advertisers as well as stations. He added that
Economee will take over station syndication
of a series from Ziv on a “certain run” level
(second, third, fourth), depending on the
program,

Mr. Weis comes to his new post from
Ziv's World Broadcasting System, where he
has been general manager for the past several
vears. He joined World in 1951 as sales
manager. Replacing Mr. Weis at World is

THIS

1S

JUST

THE
BEGINNING
OF

16 MmMm!

Talk was that other film sizes than 18mm could
do better jobs in the industrial, educational
and commercial fields.

Not while there is a film laboratory like
Precision, bringing 16mm to the peak of
perfection. In fact, we are demonstrating daily
that 16mm can do more — and better — things
in movies than have been done before.

Precision Film Laboratories developed

unique equipment to realize the fullest
potentialities in 16mm, such as the optical track
printer; timing, fades, dissolves, scene-to-scene

color corrections, invisible aplices without notehing
originals; direct electric printing and many others.

No, 16mm is just beginning. Depend on it for
your next film project and, of course, depend on
Precision to do exactly the right job in

bringing life and sparkle to the best of your
production efforts.

you'll see !ga and hear

L |

In everything, there Is one bast .

LM

LABORATORIES,
21 West 48th Street,

INC .
New York 36. New York

A DIVISION OF ) A WAVRER, INC

« « In $llm processing, It's Precision
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Dick Lawrence, who has been with the com-
pany since 1950, recently as World’s na-
tional sales manager.

Mr. Florsheim has been with Ziv in va-

%
[ .
MR. FLORSHEIM

rious sales posts since 1948. Since 1954 he
has been assigned to Economee Tv as a sales
executive.

Suit by Composer Settled
Out of Court by Song Ads

SONG ADS FILM-Radio Productions,
Hollywood, fully covered by Lloyds of Lon-
don, made an out of court settlement last
week for an undisclosed sum with composer-
publisher Don Robertson in a dispute in-
volving musical radio-tv spots for Burger-
meister Beer [BeT, Sept. 3]. At issue was an
ad lib passage whistled by one performer for
two bars and not conforming to the Song
Ads score. Mr. Robertson claimed the ad
lib passage was taken from his popular
song, “The Happy Whistler.”

The song writer obtained an injunction
against use of the commercial and it was
withdrawn from use. Song Ads now is re-
doing the spots exactly as before to eliminate
the ad lib portion. The commercial produc-
tion firm said the settlement was made with-
out admission of liability by any of the
parties. In addition to Song Ads and San
Francisco Brewing Co. (Burgermeister) the
suit also named BBDO and stations KNX,
KMPC and KLAC all Los Angeles.

FILM PEOPLE

Bob Novak, radio-tv supervisor, the March
of Dimes Inc., to Rountree Productions
Inc., Washington, D. C., as vice president.

Jack House, head of station relations and
tv account supervisor, William Esty Co.,
N. Y., to Screen Gems, N. Y., as account
executive.

Edward I. Adler, western sales manager,
Community Club Awards (packaging com-
pany), and formerly salesman for WVDA
Boston, to CBS-TV Film Sales as account
executive in Colorado, Wyoming and Ne-
braska.

Dave Schooler, castern sales manager, Ma-
jor Tv Productions, N. Y., named sales
manager, Minot Tv, same city.

Lewis Mansfield named to managerial staff
of Consolidated Film Industries, Hollywood.

Herbert J. Leder, director of tv film depart-
ment, Benton & Bowles, N. Y., named story
editor, Guild Films Co., same city.
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The U. P. election service

was fast, accurate, and superb.

—Walter Cronkite
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TV FILM FRONT ACTION
SPURRED BY LEVER BROS.

Company’s six agencies meet
in effort to arrive at detailed
proposal that can be presented
at formal meeting on estab-
lishing new technical stand-
ards in television commercials.

" ACTION along the tv film front in New
York is breaking out this week as a direct
result of meetings held by Lever Bros. for
its agencies and film producers [BeT,
Nov. 5]

Meanwhile, Lever Bros.” agencies (film
production experts} met last week to sift
through material in an effort to come up
with a detailed proposal that can be pre-
sented at a formal meeting on establishing
new technical standards in tv commercial
film.

Lever and its six agencies have been in-
volved in this quest of lifting the quality of
filmed tv commercials. The agencies in-
clude J. Walter Thompson Co., Foote, Cone
& - Belding, Sullivan Stauffer, Colwell &
Bayles, BBDO, Kenyon & Eckhardt and
Ogilvy, Benson & Mather.

The National Television Film Council,
New York, which has a membership com-
posed of agency, film producers and dis-
tributers, lab processing, network and sta-
tion personnel, among others, has scheduled
a luncheon for this Thursday (Nov. 15) to
hear the Lever Bros. agency viewpoint.

The Assn. of Film Producers, New York,
meets Thursday in closed session on the
matter of print quality, print distribution
and the possibility of operating a closed-
circuit tv system for testing tv film commer-
cials before they are aired.

Richard E. Dube, assistant program man-
ager of Lever and prime mover of the
firm’s project to improve film quality, will
speak before the NTFC as will Marshall
Rothen of K&E, Fred Raphael of JWT, and
Walter Selvin of SSC&B. These men have
been active in the Lever program.

Mr. Dube has a film background. He
formerly was associated with 20th Century-
Fox and Eagle-Lion and is considered a
pioneer in kinescope.

Rainbow Pictures Makes
Three Key Appointments

THREE key appointments to the staff of
Rainbow Pictures Inc., Miami, Fla., have
been announced by Walter Resce, president
of the motion picture producing company.
Mr. Resce said that the new appointments
represent the first step in a proposed expan-
sion of Rainbow Pictures,

Frank Brodock has been named general
sales manager. Mr, Brodock was associated
with the Jam Handy Organization, Detroit
film firm, for 17 years, Oscar Barber, for-
merly with the Stickland Film Co., Atlanta,
has been named chief editor-director of
Rainbow, Willard Jones has been placed
in charge of production. He was previously
with WSYR-TV Syracuse, N. Y.
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SY WEINTRAUB, president of KMGM-TV
Minneapolis, and Charles C. (Bud) Barry,
vice president in charge of tv for Loew's
Inc., pose with Leo, the famous Metro-
Goldwyn-Mayer trademark which KMGM-
TV will use in promoting the MGM films it
will begin programming on the station
Dec. 1 [BeT, Nov. 5].

Challenge to SAG Residuals
Comes Up in Court Thursday

OPPOSING a suit by Screen Actors Guild
to collect residual fees due actors for re-runs
of the syndicated tv series Cowboy G-Men,
Hollwood producer Harry B. Donovan this
Thursday will go before the Los Angeles
Superior Court with a demurrer claiming
that the 1952 SAG television contract con-
stitutes restraint of trade.

To be filed by Beverly Hills attorney
Murray G. Chotiner, the demurrer will
claim that residual structure for third and
subsequent re-runs on tv actually is con-
structed to force producers into making
more films and not just to get extra pay for
actors.

Mr. Donovan’s Telemount Pictures made
the series of 39 films between 1952-54 and
initially distributed them through the now
defunct United Artists Television Corp. The
series now is distributed by Flamingo Films.
Mr. Donovan admitted he still has to re-
cover two-thirds of $700,000 he invested in
the program.

John L. Dales, national executive secre-
tary of SAG, last week said, “SAG gladly
accepts Henry P. Donovan’s challenge that
he be a guinea pig in testing the validity of
the guild’s television film contract which he
signed and which calls for re-run payments
to actors for re-showings of television pic-
tures,. We have complete confidence that
Mr. Donovan will not be able to aviod pay-
ing his legal contractual commitments to
actors. At the time Mr. Donovan signed
the contract with SAG, he raised no objec-
tion to the residual payment clause which is
standard throughout the entire industry.”

SAG had scheduled its annual member-
ship meeting in Hollywood last Friday
night, This issue and the problem of the-
atrical films going to television were among
the items to be considered.

Sales Upsurge Shown
In NTA Yearly Report

ANNUAL report of National Telefilm
Assoc. for fiscal year ending July 31, 1956,
and released last week reveals exhibition
contracts written during the period amounted
to $5,793,795, as compared with $2,386,915
in the previous fiscal year. Net income
totaled $441,877, or 68 cents per share, as
against a deficit in the 1955 period.

Film rentals showed gains in each suc-
cessive fiscal quarter, the report stated, ag-
gregating $3,818,627 for the 12 months, as
compared with $1,417,515 last fiscal year.
Net deferred income was reported up 219%,
amounting to $386,835 on July 31, 1955,
and $1,234,540 on July 31, 1956.

Ely A. Landau, NTA president, pointed
out that major new productions acquired
during the 1956 fiscal year, which made
“substantial contributions to earnings and
future prospects,” included 52 motion pic-
tures of 20th Century-Fox; the major por-
tion of Paramount Pictures’ pre-1948 short
subjects library; 10 features from David O.
Selznick, and The Sheriff of Cochise and
Lilli Palmer Theatre half-hour tv film series.

Mr. Landau, referring to the company’s
newly-formed NTA film network, claimed it
“has introduced a long needed element of
competitive programming in many of the
country’s television markets.” Several weeks
ago, NTA concluded a transaction with 20th
Century-Fox, under which the motion pic-
ture company acquired a 50% interest in the
NTA film network, and in a separate action,
NTA also committed itself to purchase tv
rights to a library of 390 motion pictures
from Fox for $30 million [BeT, Nov. 5].

Eight Sales Announced
By INS-Telenews Newsfilm

EIGHT INS-Telenews Newsfilm sales were
announced in New York last week by Robert
H. Reid, International News Service's tv
sales manager. Hamm Brewing Co., through
Campbell-Mithun, bought This Week In
Sports for showing on KXLF-TV Butte,
Mont. Bethlehem Steel Corp. will sponsor
the program on WBUF (TV) Buffalo, N. Y.,
and other stations buying the show were
KGNC-TV Amarillo, Tex.; WISH-TV In-
dianapolis; WKOW-TV Madison Wis,, and
WTVO-TV Rockford, Il

Studebaker dealers, via Benton & Bowles,
have purchased Telenews’ Weekly News Re-
view for showing in New York City, with
station and time to be negotiated. Newsfilm
has been purchased by KPHO-TV Phoenix
and United Automobile Workers, Detroit,
through Henry J. Kaufman Agency, Wash-
ington, and is being sponsored by United on
CKLW-TV Windsor, Ont.

Film Producer Gershman Dies

FUNERAL services were held in Los
Angeles last Thursday for Edward L. Gersh-
man, president of Academy Pictures Inc.,
New York, producers of animated television
commercials and ftraining films. Mr.
Gershman, who died in New York Nov, 2,
formed Academy Pictures five years ago.
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TATTOOED
POULTRY
" Registered With °

Mass.STATEPoLICE

How well do you know the Boston market?

There’s something special about
Boston. How many of the special
places, people, and things you see
pictured above can you identify?

A. WEEI Radio’s own Carl Moore.

B. An exhibit of early American door
handles, Cld Sturbridge Village, Mass.

C. Roadside stand near Buzzards Bay.

D. Sign on shop in Scoliay Square.

E. House flags of Boston merchants.

F. Profile, early American cigar store
Indian, Old Sturbridge Village.

G. Steeple of Old North Church toppling
during Hurricane Carol, 1954.

H. Li'l Abner, a product of the fertile
imagination of Boston artist Al Capp.

1. Drop of milk falling on a hard surface,
photographed by a new process at the

Massachusetts Institute of Technology.
J. Sign on barn near New Bedford.

K. Sacred Codfish, symbol of Boston's
earliest staple. New State House.

L. WEEI's Priscilla Fortescue with Gregory
Peck, in London.

M. Tombstone in Gloucester Cemetery .

N. Cover of the original Bunker Hill
Quick-Step music sheet, 1836.

Don'’t feel badly if you didn't recog-
nize them all. No one knows the
Boston market as WEEI does—
especially the buying habits and
brand loyalties of the Boston peo-
ple. WEEI has been around the land
of the baked bean a long time —long
enough to know that the Boston cus-

tomer takes an awful lot of convinc-
ing. Once you've won his trust, he’s
likely to be your customer for life.

WEEI already has won that trust
for the products it advertises. When
you have something to sell in that
special Boston market, call CBS
Radio Spot Sales or WEEI Radio.

Credits: B,C, F, ], M—Standard GilCo.,N. J.;
H—United Features Syndicate, Ine.

WEEI
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RADIO-TV HELP OUT IN CLEVELAND STRIKE

Strike of city’s dailies, coupled
with elections and warm
weather, hurt retailers. Broad-
cast media help offset loss
in store traffic.

RETAIL BUSINESS in Cleveland, sharing
a widespread sales slump caused by unsea-
sonably warm weather and the national elec-
tion, began to pick up Thursday as the city’s
newspaper shutdown entered its second
week and as a spell of cold weather quickly
stirred interest in fall merchandise.

Given numercus assists by radio and tv,
retailers felt their intense use of announce-

ments and newscasts was helping offset the
loss of neyspaper white space in promoting
special items and inducing store traffic.
All three tv stations were carrying extra
newscasts as national and world develop-

‘ments moved through a critical period. The

city’s am and fm outlets added large numbers
of news features, joining tv stations in sup-
plying bulletin boards and other facilities
in public places.

Department stores quickly turned to
broadcast media. May Co., largest depart-
ment store in Ohio, bought time on two tv
and five radio stations and was planning to
use the third tv outlet if suitable time could

How much should a Tape Recorder cost?

$45 ,OOO* The new Ampex Videotape Recorder at $43,000 achieves
flawless reproduction of TV picture and sound, The system not only promises
to revolutionize network telecasting but will actually reduce material costs by
99%. In hundreds of TV stations throughout the country Ampex Videotape
Recording will repay its cost in-less than a year.

$ 1 3 5 l 5 * The Ampex Model 350 studio console recorder at $1,315,
costs less per hour than any other similar recorder you can buy. Year after year
it continues to perform within original specifications and inevitably requires
fewer adjustments and parts replacements than machines of lesser quality.

*
$5 4 5 The Ampex Model 601 portable recorder at $545 gives superb per-
formance inside and outside of the studio. This price buys both the finest
portable performance available and the most hours of service per dollar.

YOU CAN PAY LESS FOR A TAPE RECORDER BUT FOR PROFESSIONAL USE

YOU CAN'T AFFORD T0 BUY LESS THAN THE BEST

®Net price as of August 1, 1956 and subject to change.

SIGNATURE OF PERFECTION IN MAGNETIC TAPE RECORDERS -
G634 Charter Street « Redwood City, California

AMPEX

CORPORATION |
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be cleared, according to Max Schwartz, ad-
vertising manager. Normally the store is
not a heavy radio-tv buyer, he said.

Both institutional and specific item copy
are used on radio and tv, he told BeT, with
the former emphasizing telephone service,
trading stamps and completeness of lines.
The May Co. items scheduled for Sunday’s
Plain-Dealer were switched to television.

While refusing to go into details, Mr.
Schwartz indicated the store has felt the
newspaper strike. He observed that New
York retailers were off 6% for the latest
week and said temperatures had been running
as much as 30 degrees above the same period
a year.ago. “You can't take away acceptec
media and not feel the loss,” he said. “We
hope radic and tv will help offset loss of
newspapers.”

Cleveland temperature- went into the 70:
Tuesday, setting an all-time record and de
pressing sales of fall-winter merchandise.

Food chains weren’t feeling the weathe
or loss of white space as much as dry good:
stores, BeT was told. One important chair
executive reminded that people build meal:
around perishables and will shop for fooc
whether it’s hot or cold. Food stores in the
city normally start major newspaper adver
tising Tuesday and Wednesday, earlier in the
week than is the case in many cities. Thei:
radio-tv copy last week generally featurec
perishables, and use of announcements wa
notably increased.

Higbee Co., second largest store in volum
and leading radio-tv user among Clevelanc
retailers, concentrated on specific merchan
dise in its broadcast periods. Higbee’s adde
an afternoon quarter-hour to its KYW-T\
Home window. H. W. Alexander, advertis
ing manager, told BeT that advertising ac
celerates or decelerates a trend, with peopl
spending money if business is good. He, toc
commented on the effect of the warm weath
er and elections on current sales.

Newspaper Wage Dispute

The strike began Nov. 1 when the Cleve
land Newspaper Guild struck the Press in
contract dispute over wage raises. The shui
down quickly extended to the News an
Plain-Dealer as other unions entered th
scene.

Signs that negotiations might lead to
settlement began to appear Wednesday whe
union-management conferences lasted ove
an hour. A longer session was held Thur:
day, another sign that progress was bein
made.

May Co., Higbee, Sterling-Linder-Davi:
Halle Bros., Baileys, Sears and Federal wer
among retailers turning to broadcast medi:
A number of local auto dealers bought mor
time, with General Motors introducing thre
cars Friday.

At WGAR, Carl George, general manz
ger, told BeT the station “is aware that radi
cannot substitute for a newspaper an
WGAR does not intend to attempt any suc
replacement.” He emphasized, howeve
that the station is offering many special new
and advertising services during the strike
including obituaries and recorded letter-tc
editor type of interviews. News station
were set up around the city. A special new
feature, WGAR Presents, with special mu
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We’re moving more motor cars in motorized San Diego!

San Diego County has

342,352 motor vehicles registered®
— that's 113% more than in 1945!
This, in the Nation’s 19th Market,

‘Vhere IeIEE people e maklﬂg HCrE; WRATHER"ALVAREZ BROADCASTING.INC®

spending more and watching Edward Petry & Co., Inc.
Channel 8 more than ever before. S A N D E ®
*State of Calif. Dept. of Motor

America’s more market
Vehicle Registrations, Dec. 31, 1955.
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sical theme was added. The station was ready
to operate 24 hours a day if world news de-
velopments warranted.

WERE expanded its am news service and
converted WERE-FM into a 24-hour air
newspaper that included movie, theatrical,
radio-tv, women’s and similar features. Bul-
letin service was supplied public places. Sub-
urban news was brought in direct from news
desks of weekly newspapers. All United Na-
tions sessions were broadcast.

WIW-TV added nine daily five-minute
news periods and other features. Crowds
were drawn to its front-window newspaper
board, with still photos and bulletins chang-
ed frequently. An AP ticker was installed
in Gray Drug Store at Sixth and Euclid.
WIW’s am service included news features
and also carried many additional retailer
newscasts and announcements. Shows where
listeners phone the station were described as
popular, with main topics shifting from rou-
tine matters to obits, rentals, cars for sale
and community exchange items.

KYW-AM-TV revamped news operations,
according to Rolland V. Tooke, vice presi-
dent of Westinghouse Broadcasting Co. All
resources were utilized to keep the public
informed. A sound truck roamed around,
giving five-minute newscasts, with special
permission of the mayor. Headlines were
posted in prominent spots. Both stations
cancelled commercial shows Nov. 1 to bring
UN sessions.

J. Harrison Hartley, WEWS (TV) sta-
tion director, said the schedule had been
overhauled to expand news coverage. Some
news was carried every half-hour. A 1%4-
hour Nov. 4 Sunday feature emphasized
stories, cartoons and other types of material
handled by newspapers. To meet 2 demand
for program information, WEWS used tapes
across the bottom of the screen at suitable
spots.

WDOK, WSRS, WHK and WIMO turned
over all available time to special news serv-
ice and provided facilities for retailers.

The newspaper guild started a daily news-
paper, The Reporter, described as having
100,000 circulation. Its advertising columns
in early issues were not widely used by ma-
jor retailers. This followed the trend during
the strike 11 months ago in Detroit, where
large stores used radio-tv rather than the
guild publication.

Radio Pioneer Billings
Dies After Heart Attack

FORD BILLINGS, 60, pioneer in the radio
industry, died Nov. 4 in Waterbury, Conn.,
following a heart attack. He was a prominent
figure in the early days of radio, serving
with various stations and organizations in
the 1920°s and 30’s.

After 1940, Mr. Billings devoted most
of his time to station consultant work in the
East and Midwest. He joined Robert S.
Keller Inc. (station representative) in 1952
but poor health forced his resignation. For
the past few years, he has been engaged
in hotel management.

Mr. Billings is survived by a sister, Mrs.
Llewellyn Thomas, and a daughter, Mrs.
John Saundrys.

Check of KFMB-AM-TV Books
Sought by Director Alvarez

MARIA HELEN ALVAREZ, director and
39% owner of KFMB-AM-TV San Diego,
Calif., filed suit last week to make station
officials show her the books, although a
station official said the books were available
for her inspection.

Mrs. Alvarez alleged that George Whit-
ney, KFMB-AM-TV vice president and gen-
eral manager, had refused to let her see the
station’s records and that the board of di-
rectors had not met since last May 4. It
was on that date that she terminated her
service as vice president of Wrather-Alvarez
Broadcasting Co., licensee of the station.

Mr. Whitney denied her charges last
Thursday in testimony before the San Diego
Superior Court. He said the station had re-
fused to provide her with a special compila-
tion of figures without the consent of other
directors but that the books in their entirety
were available to her “as always.” He said
a telegram to that effect had been sent her
a week before.

Other stockholders in the station are J.
D. Wrather Jr., president and 39% owner,
and the Edward Petry Co., station repre-
sentatives. :

Mr. Whitney testified in a hearing after
Mrs. Alvarez petitioned the court for a writ
of mandate.

Frank King, Rep. Firm Head,

To KFWB Sales Managership

FRANK KING, head of his own West
Coast station representative firm, has been
appointed general sales manager of Crowell-
Collier’s newly ac-
quired KFWB Los
Angeles, it was an-
notinced last week
by Acting General
Manager Robert
M. Purcell. Mr
King assumes his
position immedi-

ately, succeeding
Mort Sidley, re-
signed,

Mr. King started
his broadcasting ca-
reer in New York
in 1934 and one time was general sales man-
ager of KNX and KTTV (TV), both Los
Angeles, and general manager of KABC-TV
Los Angeles. He retains his ownership of
the representation firm, Frank King & Co.,
which has offices at 3780 West Sixth St., Los
Angeles and in the Hearst Bldg., San Fran-
cisco. Frank King & Co. Thursday an-
nounced that Milton H. Klein has joined
the company’s Los Angeles office. Mr. Klein
formerly was account executive at KABC-
TV.

KTMS Joins Don Lee

KTMS Santa Barbara, Calif., owned by the
Santa Barbara News Press, will join the Don
Lee Broadcasting System Dec. 1, replacing
KDB there, it was announced last week by
Norman Ostby, Don Lee vice president in
charge of station relations.

MR. KING
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KMBC Broadcasting Co.
Appoints New Officers

NEW OFFICERS and directors of the
KMBC Broadcasting Co. were announced
last week following a meeting of directors of
the Cook Paint & Varnish Co. of Kansas
City, Mo., owners
of KMBC-AM-TV
Kansas City and
KFRM Concordia,
Kan.

Lathrop G.
Backstrom, presi-
dent of the Cook
company, was
elected chairman
of the board of the
broadcasting cor-
poration, a wholly-
owned Cook sub-
sidiary, succeeding
Robert B. Caldwell, who died Sept. 3.

Donald D. Davis was named president
and John T. Schilling executive vice presi-
dent. George J. Higgins was elected vice
president in charge of regional and national
spot sales for radio and tv; John F. Cash,
of the Cook organization, was elected vice
president and treasurer of the broadcasting

MR. DAVIS

MR. SCHILLING

MR. HIGGINS

company. M. D. Blackwell, of the law firm
of Caldwell, Garrity, Eastin, Blackwell &
Oliver, was elected secretary and also to the
board of directors.

Staff appointments by the KMBC Broad-
casting Co. include Mori Greiner, as man-
ager of KMBC-TV; Dick Smith, manager
of KMBC and KFRM; Ed Dennis, local tv
sales manager, and Glen Augspurger, local
radio sales manager Henry Goldenberg con-
tinues as chief engineer.

Mr. Schilling and Mr. Goldenberg have
been associated with the broadcasting com-
pany and its predecessor radio station since
1922. Mr. Davis joined the Cook radio or-
ganization in 1931, after having previously
handled Cook advertising as an agency ac-
count executive. Mr. Higgins came to
KMBC in 1950.

WBEC Duluth Studios Burn;
KDAL Help Offer Accepted

IN a friendly “hands-across-the-street” ges-
ture, KDAL Duluth came to the assistance
of a rival, WBEC Duluth, on Nov. 2 after
fire swept the building in which WBEC
was located. KDAL offered WBEC the
space from which KDAL customarily origi-
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nates its remote programs and WBEC went
on the air with a loss of only 10 minutes of
broadcasting.

Bob Detmann, vice president and chief
engineer of KDAL, set the wheels in mo-
tion for the assistance plan. He saw WBEC
staff members hauling equipment from
the burning building and telephoned
KDAL President Dalton LeMasurier. They
agreed to make the offer to WBEC
and the latter station accepted. Engineers
made the connection to WBEC's transmitter
from KDAL’s studios and the station was
back on the air.

Funk Sale of KDAY to McCaw
For $650,000 Is Confirmed

PAPERS completing the sale of KDAY
Santa Monica, Calif., for $650,000 to broad-
caster J. Elroy McCaw were signed in Los
Angeles Thursday [Crosep CircurT, Oct.
22]). KDAY was acquired from J. D. Funk,
publisher of the daily Outlook.

KDAY, following FCC approval, will
transfer to Gotham Broadcasting Co., li-
censee of WINS New York. Gotham is
owned 75% by Mr. McCaw and 25% by
Jack Keating. Other stations in the McCaw-
Keating group are KTVR (TV) Denver
(50%), KYA San Francisco and KONA-
TV Honolulu (50%). Mr. McCaw owns
KTVW (TV) Seattle, and has just'sold his
100% interest in KORC Mineral Wells,
Tex., and his 3314% interest in KLOQ
Yakima, Wash.

George A. Baron is to continue as vice
president and general manager of KDAY,
it was announced following the signing by
Mr. McCaw. KDAY operates on 1580 ke
with 10 kw daytime but is rushing construc-
tion of new 50 kw facilities newly approved
by the Commission to assure full coverage
of the greater Los Angeles market. KDAY,
which converted from foreign-language to a
“modern” music-news format last August,
has pending an application for full time
operation. The sale was negotiated by
Arthur Hogan through Albert Zugsmith
Co., Los Angeles.

WBZ-TV Offers New Tower

Facilities to Other Vhfs

WBZ-TV Boston has set a target date of
Jan. 1 for the completion of its new 1200
ft. tower (1349 ft. above sea level), which
Donald H. McGannon, president of parent
Westinghouse Broadcasting Co., said would
be “available to all the vhf stations in the
Boston area.”

The tower is being fabricated by Ideco-
Dresser Co., Columbus, Ohio, and will be
topped by a custom-buiit RCA 6-bay super-
stile antenna. Construction is under the
supervision of W. H. Hauser, WBZ-AM-TV
chief engineer. Hurricane Carol destroyed
the previous WBZ-TV tower Aug. 31, 1954,
and the station has been operating with
temporary facilities since then.

In announcing that the tower would be
available to other area stations, Mr. Mc-
Gannon cited FCC and Civil. Aeronautics
Authority recommendations for “antenna
farms” to lessen the hazard to air traffic.

Separate Program Managers
Named at WMAQ-WNBQ (TV)

APPOINTMENT of separate program man-
agers for NBC owned radio and tv properties
in Chicago has been announced by Jules
Herbuveaux, network vice president and gen-
eral manager of WMAQ and WNBQ (TV)
that city.

Robert Dressler, former producer-director
of WNBQ's, Adults Only, was appointed
program manager of that station and Richard

MR. JOHNSON

MR. DRESSLER

Johnson was promoted from production
manager of WMAQ-WNBQ (o program
manager of WMAQ.

In their newly-created posts, Messrs.
Dressler and Johnson will report to Harry
Trigg, programming director of the radio-tv
stations, according to Mr. Herbuveaux. Mr.
Trigg assumed his position two months ago
“IBeT, Sept. 10].

Ekberg KFYR-AM-TV Pres.;

Fitzsimonds Resigns Stations

F. E. FITZSIMONDS has resigned as execu-
tive vice president of the Meyer Broadcast-
ing Co. (KFYR-AM-TV Bismarck, N. D.)
and William A. Ekberg has been named
president, succeeding Mrs. P. J. Meyer,
widow of the company’s founder.

The actions were announced following a
meeting of the company’s board of directors
in Bismarck a fortnight ago.

Mr. Fitzsimonds, who also announced that
he had disposed of his interest in the com-
pany, said that he had no announcement to
make at this time concerning future plans.

Mr. Ekberg has been serving as general
manager of the stations since December of
last year. Previous to that, Mr. Fitzsimonds
was vice president and general manager.

Other officers elected at the directors’
meeting were Gordon V. Cox, secretary, and
Mrs. William A. Ekberg, treasurer.

Louis W. Schine Dies

LOUIS WILLIAM SCHINE, 63. secretary-
treasurer of Schine Enterprises and an officer
of the Patroon Broadcasting Corp (WPTR
Albany, N. Y.), died Tuesday in Harkness
Pavillion, Columbia Presbyterian Medical
Center, New York. Mr. Schine who, with
his older brother, J. Myer Schine, founded
a chain of hotels, movie houses and other
entertainment interests, is survived by his
wife, the former Martha Rubin: a son,
Donald; a daughter, Mrs. Ross Higier; five
grandchildren and his brother.
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WOR-TV STANDBY TOWER
HIT BY PLANE; SIX KILLED

Twin-engine aircraft strikes
50 ft. below top of 760-ft.
vnused facility in North Ber-
gen, N. J., hits apartment.

A twin-engine private plane crashed into
the 760-foot standby tower of WOR-TV
New York early Thursday afternoon and
then plunged into a nearby apartment house.
Six persons were killed.

The tower, unused since WOR-TV trans-
mitting facilities were moved to the Empire
State Building in October 1953, was lighted
by automatic devices and in accordance
with Civil Aeronautics Administration re-
quirements, according to station spokesmen.
The plane struck 50 feet from the top,
CAA reports indicated.

John B. Poor, vice president of RKO
Teleradio Pictures Inc., licensee of the WOR
station, said “the company deeply regrets
that its tower was involved in this accident,”
and pointed out: “The tower was erected in
October 1949. It was placed on a standby
basis as an emergency tv transmitting facility
in October 1953 when WOQOR-TV transmis-
sion went into operation at the Empire
State Building. Since its construction the
tower has been lighted by WOR on the rec-
ommendation and according to the specifi-
cations of the CAA.”

The plane apparently was lost in a heavy
overcast that lay over the New York area

STATIONS

at the time. It was reported unofficially to
be registered in the name of Gaseteria Inc.
of Indianapolis Co. and carried the name
“Bonded Gas & Oil Co.” on its side. Com-
mercial planes were operating at the time.

Although damage to the tower was first
reported to be relatively slight, a crew of
riggers was put to work Friday morning
to dismantle the top 75 feet. This followed
a move by officials of North Bergen, N. J.,
where the tower is located, to evacuate
some 2,500 persons from their homes in
a 15-block area around the structure Thurs-
day night as a precaution against the pos-
sibility it had been damaged enough to
cause toppling. The dismantling of the upper
structure was slated for completion by about
noon Friday. Whether the 50-foot mast
which stood atop the 760-foot tower would
be mounted from a new platform on the
shortened structure was not ascertained im-
mediately.

Original cost of the tower was placed
at $2.5 million.

Reconstructing the crash, a station spokes-
man said a watchman stationed on the tower
premises heard a noise about 12:5!1 p.m.
Thursday and climbed up to an observation
platform at the 550-foot level, could see
no damage and did not see the plane. The
apartment building into which the aircraft
fell was located six blocks away.

The tower was the subject of a court fight
a year or so ago when North Bergen resi-
dents sought to have it removed as a hazard,
particulary in icy wintry weather. WOR-TV
replied that its construction had been ap-

Advertisers aiming to establish a
strong new product personality are

2 2

= A
?"’"'% i .“-E‘-"x

HENRY J. MUESSEN, President and Chairman of the Board

.

of Plel Bros., puts it this way: ""There's no doubt that Bert and
Harry sold themselves. However, without Spot's flexibility and
great cumulative audiences, they never would hav-e made th;
grade so fast. They are established
salesmen and stars in their own

right, thanks to Y&R and Spot

« Radio and Television."

NBC} SPOT SALES
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proved by all the proper authorities, inglud-
ing the North Bergen zoning officials, and
the court upheld the station.

This is the seventh tragedy since 1950 in-
volving an airplane colliding with a broad-
cast tower. There was one in 1950, when a
plane rammed the 204 ft. tower of KWAK
Stuttgart, Ark.; two in 1951 when one air-
craft struck the 280 ft. tower of KSDN
Aberdeen, S. D., and another struck the
375 ft. tower of KXLA Pasadena, Calif.;
and three in 1953, when a plane struck the
1,036 ft. structure of WHUM-TV Reading,
Pa.; an aircraft hit the 370 ft. tower of
WPTR Albany, N. Y., and a plane crashed
into the 538 ft. tower of WBCK-TV Battle
Creek, Mich. During that time there were
also three airplane-tower collisions involving
power company structures.

The New Jersey accident occurred the
same week that comments were due on an
FCC proposal which would require tv appli-
cants to justify antenna locations away from
established antenna “farms” or in areas of
high structures (see story page 66).

W. B. Pape Gets New Post
With WALA-TV Parent Firm

W. B. PAPE, general manager of WALA-
TV Mobile, Ala., has been elected to vice
president and general manager of the parent
firm, Pape Televi-
sion Inc. Mr. Pape
formerly held the
title of national
sales manager and
has been with the
station 10 years.
He also will con-
tinue as general
manager of the tv
station.

He replaces H.
K. Martin, who
died suddenly last
summer, as vice
president. Mr. Pape is the nephew of W. O.
Pape, president of Pape Television Inc.

WCKY Elects New Directors

TWO NEW DIRECTORS for WCKY Cin-
cinnati were elected last week at a stock-
holders meeting of L. B. Wilson Inc., opera-
tor of the station. They are Fred A. Dowd,
president of the First National Bank of Cin-
cinnati, and John H, Clippenger of the law
firm of Taft, Stettinius & Hollister.

C. H. Topmiller was re-elected president-
general manager; Thomas A. Welstead, vice
president, and Jeanette Heinz, secretary-
treasurer. Essie Rupp was named assistant
secretary-treasurer.

WTMIJ-TV Increases Color

WTMI-TV Milwaukee a fortnight ago
launched an expanded schedule of color tv
programming, averaging 15 hours weekly of
live local programs plus network programs
and local color film segments.

Chief color block is 11 a.m.-6:30 p.m.,
with all local live fare in color tv and con-
taining a four-hour period when virtually
every program is colorcast.

MR. PAPE
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So Get
The BIG Station

WFBL

SYRACUSE, N. Y.

Thats right ... FIR S T1

morning . . . afternoon . . . night

WFBL local selling personalities hold the biggest audience; have demonstrated real sales power; and
serve the fastest growing market in the East.
Look at the rating:

HOOPER RADIO AUDIENCE INDEX

September-October 1956 Syracuse, N York
Share of Radio Audience Y ew Tor

WFBL B o D E
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Representatives: Peters, Griffin, Woodward, Inc.

One of the Founders Corporation’s Group
of Stations: Associated with KPOA and
the Inter-Island network, Honolulu;

WTAC, Flint, Mich.; and KTVR, Channel

2, Denver.




STATIONS

Pearson Names Percival
San Francisco Manager

APPOINTMENT of Martin H. Percival, ac-
count executive, NBC Spot sales, San Fran-
cisce, as general manager of the John E.
Pearson Co. office
in San Francisco
was announced last
week by John E.
Pearson, president.

Mr. Percival pre-
viously had been in
timebuying and ac-
count executive ca-
pacities with Sulli-
van, Stauffer, Col-
well & Bayles;
Grey Adv., and
McCann-Erickson,
all New York. Tim
Timothy will continue as supervisor of Pear-
son’s west coast operations, headquartering
in San Francisco.

Marshall Field 11l Dies

After Operation in N. Y.
MARSHALL FIELD III, 63, president of
Field Enterprises Inc. and former radio sta-
tion owner and publisher, died after a brain
operation in New York Thursday.

Mr. Field, Chicago multi-millionaire and
founder of the Chicago Sun-Times, was di-
rector and principal stockholder in Field
Enterprises, which at one time operated

MR. PERCIVAL

WSALI Cincinnati, KJR Seattle, KOIN Port-
land and WJJD Chicago. He died in a New
York hospital which he had entered Oct. 21.

Mr. Field, as head of Field Enterprises,
disposed of the last of his am radic proper-
ties in 1953 with sale of WJJD to Plough
Inc, for an estimated $900,000 [BeT, Aug.
10, 1953] retaining WFMF, its fm outlet,
now operated by Functional Music Inc.

He founded the Chicago Sun in 1941 and
combined it with the Times in 1947, sur-
rendering the post of editor-publisher to his
son, Marshall Field Jr. in 1950. He also
was a co-founder of New York’s old PM
and established the Field Foundation.

Petry Girls Go to School

EDWARD PETRY & Co., New York, has
organized a school of radio-tv procedure for
its secretaries to equip them for “their roles
as virtual assistants to salesmen in handling,
development and acquisition of business.”

As outlined last week by Lee Redfield,
manager of Petry’s special services depart-
ment, the 21-day program is as follows: The
first day is devoted to an introduction to the
company, its policies and telephone pro-
cedure. The next five days are spent on
learning marketing and facilities data on all
Petry-represented stations. The following
five days are spent in the research depart-
ment for a basic understanding and evalua-
tion of ratings. The last 10 days are devoted
to learning office procedure and how busi-
ness is handled and developed.

Survey of
TV Com’ls

| With the support of the Gen-
eral Federation of Women’s
Clubs and other civic and social
agencies around the country, the
National Audience Board is be-
ginning a survey of tv commer-
cials. Unusual factor is that the
organization, normally concerned
with “good taste” in tv offerings,
is as much interested in sales im-.
pact of the commercials reviewed.

Survey, in the form of ques-
tionnaires, to be distributed by
CFWC and some 36 other groups
in at least 64 cities, will cover
commercials of network, national
spot and local origin during the l
week from Nov. 26 through Dec. 2.

L
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WYZE Goes for $125,000

SALE of WYZE Atlanta, Ga., for $125,000
was announced last week. Contingent on
FCC approval, Greater South Broadcasting
Co., made up of Paul Whitcraft and asso-
ciates, will sell the 1480 k¢, 5 kw daytime
station to Henry Lanham, former part-
owner of WTAM Decatur, Ga.; George C.
Nicholson and Chester Jones, owners of
WAUG Augusta, Ga.; Roy V. Harris, Au-
gusta attorney, and Bill MacRae, Atlanta
representative for Clarke-Brown Co. and
H-R Representatives. WYZE is independent.
Paul H. Chapman Co., broker firm, nego-
tiated the sale.

REPRESENTATIVE APPOINTMENTS

KLIF Dallas, Tex., appoints John Blair Co.
Dallas, Tex., exclusive national sales repre-
sentative.

WMFD-TV Wilmingten, N. C., appoints
Wagner-Smith Assoc., N. Y., and James S.
Ayers Co., Atlanta, Ga., as national repre-
sentatives.

WADS Ansonia, Conn., appoints Walker
Representation Co.

STATION PEOPLE

John Campbell, former merchandising di-
rector, KABC-TV Hollywood, rejoins staff
as account executive. Martin Hoag named
assistant merchandising director.

Merrill Rawson, Portland, Ore., station rep-
resentative, to KEX, same city, as account
executive.

James S. Spight, account executive, KXSTN
Stockton, Calif., to KGDM, same city, as
general sales manager.

Randy Rainwater, formerly with Noe-Mac
Bestg. group, appointed local sales manager
for WMGY Montgomery, Ala. Chuck Elli-
ott, WMGY disc jockey, to promotion man-
ager and Bob Clark to program director.

Russ Coglin, KROW Powell, Wyo., ap-
pointed salés manager.

Joseph Dowling, sales promotion director,
WTOP-TV Washington, D. C,, to WHCT
Hartford, Conn., as sales promotion man-
ager.

Russell Furse, operations director for both
KSBW-TV Salinas-Monterey and KVEC-TV
San Luis Obispo, both Calif., resigned. Gary
Ferlisi, studio supervisor at KSBW-TV,
named operations director; Fred Beck ap-
pointed manager and operations supervisor
of KVEC-AM-TV,

Al Browdy, KCOP (TV) Los Angeles, pro-
moted to chief engineer succeeding Marvin
Wentworth, resigned.

Gene Brook, sales-service director-produc-
tion manager, WBEN Buffalo, N. Y., to
program manager.

John T. Baker, sales promotion manager,
WPAY Portsmouth, Ohio, appointed pro-
gram director.

Pat Williams, KRBB-TV El Dorado, Ark.,
to promotion manager.
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NIELSEN CONFIRMS
KCMC-TV AREA DOMINANCE

1. KCMC-TV registers coverage in
32 counties in 4 states

2. KCMC-TV has monthly circulation
Q6% or higher in 23 counties!

3. KCMC-TV has weekly circulation
Q0% o higher in 23 counties!

4. KCMC-TV has dCIin circulation
70% or higher in 23 counties!

The 32-county area contains 197,000 homes

with 88,450 TV homes—not including
the home county of any other TV station

TJhe Powerhouse of the Southwest

KCMC-TV

Walter M. Windsor CHANNEL 6 Richard M. Peters

General Manager Dir. Natl. Sales & Promo.

Texarkana, Texas-Arkansas
MAXIMUM POWER--100,000 WATTS

Represented by Venard, Rintoul & McConnell, Inc.
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STEAMING
AHEAIN

Since the sternwheelers first
opened our Ohio River Valley to
large-scale trade, this region has
constantly steamed ahead to
greater industrial records.

Today, its array of manufactur-
ing is the most vast in America
.. .a solid head-of-steam typified
by our own doorstep counties of
Cabell and Kanawha (the Hunt-
ington-Charleston area) where~
say preliminary reports of the
new U. S. Census of Manufac-
tures — the value of industry
alone is up 55% since 1947,
currently over one billion dollars!

This is only part of what you can
command with WSAZ-TV. Sur-
rounding our near-quarter-mile-
high tower lies America’s 23rd
television market — four states
wide, four billion dollars deep in
buying potential. You leave a
smart wake when you sail aboard
WSAZ-TV. Any Katz office can
make out a profitable bill of lad-
ing for you.

HUNTINGTON-CHARLESTON, W. VA.

N.B.C. NETWORE

Affiliated with Radio Stations
‘WSAZ, Huntington & WGKV, Charleston
LAWRENCE H. ROGERS, PRESIDENT

Represented by The Katz Agency
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THE ELECTIONS

RADIO-TV, WITH ASSIST OF MACHINES,
SPEED ELECTION RETURNS OVER NATION

Three tv and four radio chains
put over 680 staffers on task
of keeping up with and put-
ting out rapid tabulations.

THE radio and tv networks brought the
minute-by-minute story of President Eisen-
hower’s landslide re-election last week to
the nation with efficiency and machine-like
accuracy.

Because of the early hour that the Eisen-
hower landslide was both visible and audible
to the nation, Trendex figures on network
viewing (i.e. sets in use) understandably
fell off as the evening wore on, although the
share of audience maintained a steady level.
The Trendex report released the day after
the election covered the period from 8:30-
11 p.m. EST. The Trendex tv figures follow:

Sets in Use Rating Share
% 40.8 62.6

8:30-9 p.m. a‘ABC and CBS) 65.2

9-9:30 (all thres networks) 63.4 55.2 87.0
9:30-10 “ “ 61.6 533 86.4
10-10:30 ¢ “ 60.8 52 858
10:30-1F ¢ “ 54.7 477 87.4

A total of seven hours of commercial
time was pre-empted on the tv networks:
ABC-TV, 1%4 hours; CBS-TV, 214 hours,
and NBC-TV, 3 hours. On radio, the na-
tional networks had a total of 2 hours 55
minutes of commercial time pre-empted (1
hour 45 minutes on CBS Radio; 1 hour 5
minutes on Mutual and five minutes on ABC
Radio). In addition, a half-hour of co-op
(It's Polka Time} on ABC-TV was pre-
empted. On NBC Radio, 45 minutes of com-
mercial time on the Pacific Coast regional
hookup was pre-empted.

Scores of radio and tv stations across the
country reported full accounts of election
activities to BeT. Many began by peppering
the air with get-out-the-vote public service
announcements and promotion before elec-
tion day. On election night affiliates cut into
network coverage on the hour or half-hour
to bring local and state results. Stations
brought out full manpower forces and
equipment to gather voting results quickly
and transmit them to audiences. Some of the
stations had special electronic and other
equipment like that used by networks.

Across the country, stations tied in their
coverage with that of local newspapers and
with stations in other cities to round up
quick balloting results. Stations had remote
crews at candidates’ homes, for interviews
with both winning and losing candidates,
and at campaign headquarters. Many had
special commentators and election analysts.
Some outlets ran their own polls on the out-
come, before and during the election cover-
age.

Highlights for each network:

CBS

CBS-TV, which carried election returns
8:30 p.m.-4 a.m. EST under the sponsor-
ship of Westinghouse Electric Corp., claimed
its audience coverage was almost twice as
large as that of any other television network.
It based this claim on Trendex figures during
the 9-11 p.m. period when all networks were
rated competitively. Trendex, according to

CBS-TV, credited that network with a 25.3,
NBC-TV with a 13.8 and ABC-TV 13.1.

CBS News' coverage on both television
and radio was handled by a team of nearly
300 reporting, technical and producing per-
sonnel, with Walter Cronkite as anchor man
on tv and Robert Trout in a similar role on
radio. Sig Mickelson, CBS vice president in
charges of news and public affairs, directed
overall operation.

CBS reported two innovations this year
in its coverage. It set up a special network of
observers in 38 key states, who provided
latest vote totals and trends by direct wire
communication (instead of relying upon
wire service reports). The second change
was the setting up of a special 10-man desk
that processed teletype reports of changing
state totals through seven separate operations
in 70 seconds.

Univac, Remington Rand's high-speed
computer, predicted by 8 p.m. that Presi-
dent Eisenhower would be elected with a
popular majority of 7,314,000 votes.

A feature of CBS Radio’s coverage was
the setting up of a “war desk,” manned by
Ned Calmer, which kept listeners informed
of developments in the Middle East crisis
and the struggle in Hungary. Edward R.
Murrow, in a telephone report from Tel
Aviv, described latest conditions in the
Middle East on both radio and television.

NBC

Returns on NBC-TV and NBC Radio
started at 9 p.m. and 8:30 p.m., respectively,
and continued through 4 a.m., under the
sponsorship of Oldsmobile Div. of General
Motors, Sunbeam Corp. and RCA.

More than 300 NBC employes were as-
signed to election night operations. William
R. McAndrew, director of NBC News, had
overall coverage responsibility. Anchor men
on NBC-TV were Chet Huntley, David
Brinkley and Bill Henry; on NBC Radio the
role was filled by Merrill Mueller.

NBC arranged a special transcontinental
electronic network, developed with the co-
operation of International Business Machines
Teleregister Corp., and AT&T. As election
data from each of the 48 states was assem-
bled, it was translated on IBM cards which
flashed the reports to a battery of IBM
computer-analyzers in NBC's New York
election central in Radio City. The results
then were announced with the visual aid of
a 50-foot bank of Teleregister tally boards,
which automatically updated the IBM-com-
puted totals continuocusly, and a 75-foot
electronic map of the U. S.

NBC-TV on occasions utilized the four-
and five-way split screens.

ABC

ABC-TV and ABC Radio commenced
coverage at 8:30 p.m. EST and signed off
the next morning at 4. Sponsor was the
Buick Div. of General Motors Corp.

John Daly, vice president in charge of
news, special events, public affairs and
sports, headed a staff of 300 assigned to
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election night activity. Mr. Daly served as
anchor man for the networks, assisted by
Quincy Howe, who offered spot analyses of
the returns.

ABC utilized the Underwood Corp.’s
Elecom 125 computing device. Political
analyst Louis Bean, who headed the research
team that fed statistics into Elecom, stated
that the machine had made its prediction of
an overwhelming Eisenhower triumph by
8:05 p.m. ABC also used a special team of
Collier's magazine researchers, headed by
Louis Harris, to spot trends throughout the
evening from the results in 54 historically
key voting areas across the country.

MBS

Mutual’s coverage, which ran from 8 p.m.
through 3 p.m., under the sponsorship of
the Kohler Co. (plumbing equipment),
Kohler, Wis., was keyed to reaction over-
seas of developments in the election plus
gubernatorial and congressional contests
that promised to be close.

This broadcast pattern was decided upon
by Brad Simpson, assistant to the president,
and John D. Whitmore, MBS executive pro-
ducer in charge of news and special events,
who directed a staff of 80. Mutual previ-
ously had made plans to emphasize overseas
reaction in its broadcasts and, according to
a spokesman, felt by mid-afternoon on elec-
tion day that there would be an Eisenhower
“landslide” but “dog-fight battles” in Con-
gress and gubernatorial posts. Accordingly,
the network revised its plans to place greater
emphasis on those races.

Mutual reported 227 switches to centers
throughout the U. §. plus London and Paris
during its seven-hour coverage. Reports
abroad were provided by Mutual reporters
and by correspondents of Newsweek maga-
zine. Early Wednesday morning Mutual
carried a short-waved reaction report from
Israel by special correspondent Ben Feller.

Westinghouse Broadcasting Co. had a tie-
in with WNYC New York, which is munic-
ipally owned. Lines linked WNYC with
WBC’s outlets in Boston, Cleveland, Pitts-
burgh, Fort Wayne, San Francisco and Port-
land, Ore., for a “free interchange of bul-
letins” among the stations.

Thirteen radio stations operated a private
cross-country reporting service Tuesday
night, feeding each other reports that were
beeped on the air. Some of the stations
claimed they were able to keep well ahead
of networks in forecasting trends and ana-
lyzing local developments.

Participating stations were WWDC Wash-
ington, WNEW New York, WHDH Boston.
WIND Chicago. WIBG Philadelphia, WERE
Cleveland, WIBK Detroit, WINN Louisville,
WIBC Indianapolis, WDGY Minneapolis.
KYA San Francisco, KOL Seattle, and
KMPC Los Angeles.

WPEN Philadelphia had a bit of extra
excitement election night when flre broke
out in the engine room just as first bulletins
were being broadcast. Smoke filled the first
floor of the station, with Jules Rind, manning
the anchor desk, pumping a hand fire ex-
tinguisher between fast-breaking stories. The
blaze was put out and election reporting went
on as usual.
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RADIO-VIDEO SCORE ‘LANDSLIDE,” TOO

Head of American Heritage
Foundation cites near record
vote ‘as a tribute to the power
and responsibitity of the great
radio and television industry.’

LAST WEEK’S ELECTION was a “land-
slide success” for radio-tv’s effort to help
get out the vote, as well as for President
Eisenhower.

As expressed by John C. Cornelius, presi-
dent of the American Heritage Foundation,
which co-sponsored with the Advertising
Council this year's register and vote drive:

“The near record vote on Nov. 6 is a
tribute to the power and responsibility of
the great radio and television industry who
so persuasively dramatized the duty and
privilege of voting as the highest mark of
citizenship. May I congratulate all of you
for your public spirited accomplishment in
reminding our fellow citizens to exercise
their priceless heritage in taking advantage of
the secret ballot afforded in a free election.”

Mr. Cornelius, before his retirement last
year from BBDO, was executive vice presi-
dent of the agency, handling midwestern
and western operations.

In the previous presidential election of
1952, the vote hit an all-time high of about
61.6 billion. The estimate this year was ap-
proximately 60 million, in companison with
48 million in 1948. While this year’s turnout
did not equal that of four years ago, the fact
that nation-wide apathy existed only last
spring and little excitement or interest was
noted around convention time in August, the
sheer number of votes last Tuesday was
greeted with delight by the foundation.

Activates Would-Be Voters

As noted by Brendan Byrne, associate di-
rector of the foundation, it was radio-tv’s
power in “converting the millions of poten-
tials into actual votes” that must be acknowl-
edged. He said he was happy to convey this
acknowledgement of a “tremendous debt
that the country owes to radio and televi-
sion” for the media’s efforts in making
“bleacher citizens into participating (and
voting) citizens.”

Mr. Byrne cited radio-tv’s coverage in spot
announcements on radio, films and tie-ins,
as well as “full shows” in pointing up the
citizen’s right and duty in voting. “It was a
tremendous accomplishment,” he continued,
“and to the radio and tv industry may I say:
‘Thank you. Well done’.”

Don Newman, director of radio-tv, Ver-
non Pope public relations organization, New
York, public relations counsel for the foun-
dation, said his “conservative” estimate
would be the use of a minimum $10 million
worth of national radio and tv time devoted
to the campaign this year (spots and partici-
pations) alone. Mr. Newman called the
radio-tv support “truly magnificent,” citing
cooperation from producers, directors,
writers and radio-tv personalities with whom
he came in contact.

“During the last four days of the campaign
alone,” he reported, “more than 80 network

radio and tv shows urged listeners and
viewers to go to the polls and vote.” He
said there was no doubt that this was “a
vital contributing factor in effecting a large
turnout at the polls.”

After the election, Mr. Cornelius sent the
following wire to a long list of radio-tv per-
sonalities:

“Inspiring turnout at the polls is a tribute
to the wonderful help the entire communica-
tions industry and you particularly gave to
the non-partisan ‘register-inform yourself-
vote’ movement.”

The Advertising Council, via its volunteer
agency, Leo Burnett Co., Chicago, shipped
one-minute radio and tv spots to all stations
for the register-and-vote campaign.

The Vernon Pope firm worked closely with
radio and tv networks, program personalities
and stars. Top efforts along this line noted
by Mr. Byrne were the Lassie program of
Nov. 4 on CBS-TV, which was based on the
voting theme, and the You Are There pro-
gram on the same day and same network,
which treated the story of Susan B. Anthony.

Nearly 150 organizations—NARTB
among them—actively worked with the
foundation and the council in this year’s
campaign. Gen. Walter Bedell Smith, mem-
ber of RCA and NBC boards, is chairman
of the foundation. Last July, Mr. Cornelius
noted that radio-tv broadcasters. sparked a
“test registration” drive in Davenport, Iowa,
in late May that added nearly 2.300 newly-
registered persons.

For the first time, the foundation was able
to insert special appeals in broadcasts during
the Democratic and Republican conventions
last August. The registration campaign was
concentrated in the August-October period;
the vote drive from October up to election
time.

FCC RULES DEMOCRAT BID
FOR EQUAL TIME INVALID

Four days after Stevenson
broadcast Commission says
networks were not obliged to
accede to demand.

ENGULFED in the avalanche of balloting
and election returns Tuesday was the windup
of an equal time issue that started the week
before when President Eisenhower spoke
on all networks Oct. 31 on the Middle East
situation [BeT, Nov. 5].

After that talk. Adlai Stevenson asked
for equal time from all networks to render
his opinion on the crisis. When the networks
were unable to obtain a ruling from the FCC

. in time to guide their decision, each of them

granted Mr. Stevenson the time for a broad-
cast Thursday.

But on Monday this week the Commis-
sion told the networks that thev had not
been obliged to give the time. Because of
the decision, CBS and MBS offered Mr.
Eisenhower further time on Monday night,
but he declined. ABC reported that it had
declined to give additional time to the GOP
when National Committee Chairman Leon-
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ard Hall requested it after Mr. Stevenson
was granted facilities. Since Mr. Hall did
not renew his request following the FCC
decision, ABC did not feel it necessary to
offer it.

In last week’s ruling, the Commission was
split three ways. Republican Comrs. George
C. McConnaughey, John C. Doerfer and
Robert E. Lee, and Democratic Comr. T. A,
M. Craven constituted the majority. Dem-
ocratic Comrs. Robert T. Bartley and Rich-
ard A. Mack maintained the position which
the Commission took in its first response—
that the question was too involved and com-
plicated to be answered immediately. Re-
publican Comr. Rosel H. Hyde also iterated
his previous position—that Sec. 315 of the
Communications Act made no distinction
between a candidate speaking as a candidate
or as a public official.

The FCC’s telegram to all networks de-
clared, after reviewing its earlier response:
“The majority has now after further exami-
nation of this problem reached a conclusion
that we do not believe that when Congress
enacted Sec. 315 it intended to grant equal
time to all presidential candidates when the
President uses the air lanes in reporting to
the nation on an international crisis.”
Comr. Lee was ill when the Commission
issued its first answer to the network’s plea
for a ruling following Mr. Stevenson’s re-
quest for equal time [BsT, Nov. 5].

James A. Finnegan, Mr. Stevenson’s cam-
paign manager, charged that last Monday’s
ruling was a “political” ruling and that the
Democrats would ask the appropriate com-
mittee of Congress to investigate the Com-
mission’s action in this matter.

Private Citizen Tries Tv
To Sell Stevenson Ticket

PROBABLY the only full-length political
telecast not paid for during the late cam-
paign by any one party or political organiza-
tion, but by an individual voter, was seen on
WABD (TV) New York election eve, at
12:30-1:30 a.m. EST. The voter: 8. Richard
Stern, president of S. R. Stern Labs (Duets
dietetic cookies), New York, a registered
Republican and in 1952, an Ike booster, who
went on the air simply as “Dick Stern, pri-
vate citizen.” This time, however, Mr. Stern
“wasn’t going to make the same mistake
twice.” He was for Adlai E. Stevenson,
Democratic aspirant—*all the way.”

Mr. Stern told BeT that as a disenchanted
Republican, he joined the Volunteers for
Stevenson-Kefauver in New York, first “lick-
ing the proverbial envelopes,” later hopping
from street corner to street corner, soapbox
in hand, spreading the Stevenson gospel.
Finding too many of his listeners “woefully
uninformed about the issues at stake,” Mr.
Stern then decided to buy tv time through
his firm’s agency Carlos Franco Assoc.. New
York. He contracted for an hour of post-
midnight time (cost: $1,280) on WABD
(TV) New York on Nov. 5, going on the
air armed only with his voice, an American
Flag, a soapbox and a poster-size picture of
Mr. Stevenson.

By the end of the week, the newcomer to
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tv said he had been “besieged by a lot of
people who wanted to sponsor ‘Dick Stern,
private citizen’ talking on any subject.” He
also had received more than half his money
back in voluntary donations by Thursday,
the station reported.

Ted Cott, vice president of DuMont
Broadcasting Co. and general manager of
WABD (TV), told BeT that the station “has
the matter [of a show by Stern] under ad-
visement,” but to date, no prospective ad-
vertiser had been identified.

Tv Was Deciding Factor
n Campaign, Says Coyle

DID TELEVISION turn the trick in last
week’s presidential election?

The answer is “yes,” according to William
E. Coyle, director of public relations, pro-
motion and advertising for WRC-AM-FM
Washington, who gave his reasons in a talk
last Wednesday before the Washington
Chapter of the American Public Relations
Assn.

The GOP used tv more effectively
throughout the campaign, said Mr. Coyle.

“It was announced early that President
Eisenhower would concentrate on television,
whereas Mr. Stevenson began his barnstorm-
ing tours early, forcing him into the position
of rebuttal by Mr. Eisenhower—a bad tacti-
cal position,” he declared.

“Mr. Nixon didn’t want to go on tv until
he had a definite format, and when he finally
did go on, everybody agreed his format was
outstanding.”

All four major candidates, however, used
television as “any well-planned advertising
campaign,” Mr. Coyle said.

“Years ago, political techniques made
stumping the country important,” he added.
“Tv has brought a rebirth of the personal
approach of candidates. There is less and
less straight party voting; people split the
ticket because they know candidates better.
Tv—and radio—are responsible.”

A CONTRACT covering the entire local
election returns last week on KPIX (TV)
San Francisco is signed by Jozo Sugihara,
president of Pacific Trading Co., U. S.
sales agent for Kikko Man seasoning. With
him are (}) Dick Guggenheim, of D’Evelyn-
Guggenheim agency, and Harry Diner,
KPIX account executive. The sponsorship
consisted of 12 five-minute segments from
6 p.m. to midnight.

PROGRAM SERVICE