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KVTV, SIOUX CITY, IOWA, WAS ONE OF A VERY
FEW TV STATIONS TO WIN A GEORGE WASH-
INGTON MEDAL FROM FREEDOMS FOUNDATION
AT VALLEY FORGE. THIS MEDAL WAS AWARDED
FOR KVIV'S LOCAL PRODUCTION, “‘THE AMERI-
CAN WAY”. THE PROGRAM DEALT WITH OUR
NATIONAL PURPOSE AND METHODS TO COMBAT
COMMUNISM. IT IS AN EXAMPLE OF KVTV'S
CONTINUING LEADERSHIP IN PROGRAM-
MING AND PUBLIC SERVICE
TO SIOUX CITY.

T T,

STHE AMERICAN WAY™
ST

KVIV CHANNEL 9 - SIOUX CITY, IOWA

J CBS « ABC PEOPLES BRODCASTING CORPORATION
KVTV, Sioux City, lowa; WGAR, Cleveland, Ohio; WRFD,
Columbus & Worthington, Ohio; WTTM, Trenton, N. J;
WMMN, Fairmont, W. Va.; WNAX, Yankton, So. Dakota



You sat with the
Nervous nominees
... you experienced
the emotions of the
winners . . . you

even escorted
them to the “Oscar”

and
STUDIO UNIVERSAL

YOU
WERE
THERE

L0OMAR

made the picture

“ABC brass had high praise for the 10 cameramen who worked the Oscarcast. For
those vivid closeups, we’re indebted to Jack Pegler and his Zoomar.”
Jack Hellman, Daily Variety

Zoomar Lenses bring you Baseball and Foothall and
most important Studio Productions « See Super
Studio and Super Universal Lenses in equipment

areas at NAB.
JACK PEGLER o BILL PEGLER

Television Zoomar Company ® 500 Fifth Avenue, New York City ®* BRyant 9-5835
BROADCASTING, May 8, 1961
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Minow's uftimatum

Unless he makes eleventh-hour
switch, FCC Chairman Newton N.
Minow will tell NAB convention to-
morrow (Tuesday) that if broadcast-
ers don’t want to be regulated and
mind their manners, they had better
get out of broadcasting business.
Thrust of his speech, he has confided
to associates, will be that there’s no
law forcing people to get into or re-
main in broadcasting. Emphasis will
be on government franchise and li-
censee responsibility.

Gamble successor

Search for new president of AAAA
to succeed Frederic R. Gamble who
retires April 30, 1962, proceeding with
thoroughness to match quietness in
which it’s being conducted. Special
committee finds it no simple matter
to replace man who's run AAAA
since 1929 and headed it since 1944.
‘Committee headed by Robert M.
Ganger, chairman of D’Arcy, worked
for year, then solicited professional
help of Booz, Allen & Hamilton,
management consulting firm (which
incidentally is well known in radio-tv,
primarily through its work for NBC
and parent RCA). Presumably com-
.mittee and BA&H hope to name their
pick in ample time to allow him ample
indoctrination by Mr. Gamble, who
meanwhile is working closely with
them.

FCC eschews station break

In spite of public comments by
FCC Chairman Minow expressing
personal view that FCC would take
cognizance of 40-second station-break
on ABC-TV if triple-spotting resulted,
there was no indication last week that
FCC formally will do anything. While
no statement was forthcoming, it was
assumed that FCC discussed matter
last after Chairman Minow received
complaint from Young & Rubicam
President George Gribbin (BRroap-
CASTING, May 1).

40-second pay-off?

Widely differing estimates can be
had on what cash effect 40-second
station breaks would have on stations.
Some agency sources estimate ABC's
five o&o tv stations—ABC is only
network yet committed to extend
nighttime breaks from 30 seconds to
40—might realize additional $2 mil-
lion per year. ABC sources talk say
its closer to $500,000. And Wm. B.
Lodge, vp for affiliate relations and
engineering at CBS-TV (which op-
poses plan but says it'll go along if

Published every Monday, 53rd issue (Yearbook Number
., Washington 6, D. C.

1735 DeSales St., N,

CLOSED CIRCUIT*

other networks do), told CBS-TV
affiliates in closed session last week
that if all networks adopted 40-sec-
ond plan there just might be no real
increase in spot business for any sta-
tion—that what might happen is that
existing spot business would simply
migrate into the expanded peak-time
periods.

Clear channel count

If vote were taken now, FCC
would break down all of remaining
24 clear channels but with require-
ment that new operations be located
so as to provide service to predomi-
nantly “white” areas and with require-
ments for protection through use of
directional antennas. While FCC
hasn’t voted since Chairman Newton
N. Minow took over last March, in-
dications are that he does not look
with favor on continuance of I-A
clears.

Prior to Chairman Minow's induc-
tion, FCC was divided 3-3, with Mr.
Minow's predecessor, Commissioner
Charles H. King, undecided. In favor
of duplication of one-half of 24 clears
were Commissioners Hyde, Ford and
Lee. Favoring full 24 channel break-
down but with safeguards on “white”
areas and directionals were Commis-
sioners Craven, Bartley and Cross.
If Chairman Minow voles as indi-
cated, full 24 channel breakdown will
be decreed with lengthy litigation
thereafter.

Does P&G tell Lever?

Procter & Gamble is discouraging
its agencies from hiring people asso-
ciated with competitive accounts at
other (non-P&G) agencies. New di-
rective notes that person who has been
on competitive account would be con-
sidered unacceptable to handle any
P&G work (this is interpreted to
cover at least one-year period). Does
Lever follow P&G lead? Possibly, for
when checked last week, Lever spokes-
man said matter was of concern to
Lever and its agencies and to no one
else. P&G has promised to “explain
and clarify” even further in near
future.

Tax bites

Administration tax plan to limit tax
deductible food and lodging expendi-
tures to $30 per day brought violent
repercussions in broadcasting field.
Coming on eve of NAB convention,

published in Septernber,
Second-class postage paid at Washingtnn, D, C., and additional offices.

it was evident last weekend that
broadcasters, station representatives,
and even advertising agency execu-
tives in Washington, would buttonhole
their Congressional delegations in
vehement protest.

Proposed limitations, it's argued,
are unrealistic and would lose more
tax dollars than would be gained.
Liquor, food and hotel industries,
which are large tax sources would be
first to suffer along with all modes of
transportation. Advertising agencies
and other sales groups dependent in
large measure upon travel and enter-
tainment selling would be severely af-
fected. All this presumably will be
told Senators and Congressmen this
week in Washington,

Post-election inquiry

Last fall’s political campaigns still
are matter of interest to FCC, which
has asked further questions from ap-
proximately 125 am stations which
reported they carried no political
broadcasts of any kind. Latest in-
quiry seeks all formal and informal
contacts with candidates and their
supporters, whether or not official re-
quest for time was made. No tv sta-
tions received letter because practi-
cally all of them carried political
announcements, at least, during cam-
paigns.

Liaison man needed

Federal Trade Commission, which
is about to establish media surveil-
lance group, wants to establish liaison
with single key man in each branch of
advertising and media. This, it hopes,
would expedite coordination of inves-
tigative activities on suspect advertis-
ing campaigns. Works other way, too.
Media men often call FTC for advice
on questionable advertising, but under
present policy agency staff is forbid-
den to express opinion.

No Paar counter

ABC-TV, it now develops, may not
program to compete with Jack Paar
Show on NBC-TV after all. ABC-TV
previously had said in 1961-62 season
it would enter late night programming
(variety show or Warner Bros. hours
previously seen on network). ABC-
TV continues to plan to program its
15-minute segment of news, starting
at 11 p.m., but temporarily has “with-
drawn” additional time from sale. Re-
portedly it would re-open segment if
it obtains one *“major” advertiser.

by BROADCASTING PUBLICATIONS INC..
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valuable meaning for you, our advertisers. It is an assurance of specific higher standards

of programming and commercial practices. wrix is the only independent with the Seal.
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WEEK IN BRIEF

What's the New Frontier doing to broadcasters, and
what's in store next? These two basic problems domi-
nate NAB's Washington convention. President Kennedy,
FCC Chairman Minow and Gov. Collins head the agenda.
See . ..

CONVENTION LEAD STORY ... 47
ON TAP IN WASHINGTON ... 72
WHERE TO FIND IT... 74

And now peacetime censorship? President Kennedy's
proposal for voluntary censoring by media applies directly
to broadcasters, according to White House. Exclusive
text of stand-by government censorship plan. See . . .

RADIO-TV CENSORSHIP NEXT ... 48

A few years ago 29 first-run film properties were re-
leased for tv use in 12 months; last year only eight were
released. That's the trend in the film business. An analy-
sis of what's going on in movie marts. See . ..

FIRST-RUN HEYDAY PAST... 84

A package of goodies for affiliates is coming out of the
CBS-TV basket. New York station meeting hears of new
business practices, tv news recording service, reexamina-
tion of rates and new programs. See . ..

CBS WOOS AFFILIATES ... 92

Programs must be improved, according to one of broad-
casting's leading executives, CBS Chairman William S.
Paley. He tells CBS-TV affiliates the alternatives will be
loss of audience and federal intervention. See . . .

MUST: QUALITY PROGRAMS ... 100

Agencies and advertisers are always hunting for time-

selling trends in tv. Weed Television Corp., national rep-
resentatives, makes a study of the subject. Report is
making NAB convention rounds. See . ..

TRENDS IN TV PACKAGES ... 56

Twenty years ago FCC took a probing look at network
methods and came up with some key changes. Now it's
going to probe network option time but there's a catch—
the details await a federal court ruling. See . ..

OPTION TIME RULE-MAKING ...114

The amount of digestible information avaiiable to sta-
tion managers in analyzing their depreciation programs,
is disappointingly scant. But there's light on this topic
in special survey covering over 100 stations. See . ..

RADIO-TV DEPRECIATION ... 106

Radio's bright spots keep appearing in more places as
the weeks pass. One trouble area, network radio, has its
good and poor moments. ABC Radio affiliates get report
showing progress made during past year. See ...

ROSY ABC RADIO PICTURE... 76

The argument over ABC-TV's proposal to lengthen sta-
tion breaks to 40 seconds, which went all the way up to
the FCC, is continuing. Young & Rubicam restates its
opposition to any lengthening of breaks. See . ..

MINOW IN 40-SECOND DISPUTE ... 128

There's a bigger place for women in broadcasting and
they're on their way to getting it, NAB President LeRoy
Collins tells convention of American Women in Radio &
Television. Montez Tjaden, KWTV, new president. See ...

MORE DISTAFF LEADERSHIP ... 80

DEPARTMENTS
LY B 0171 o ] S —— 9 INTERNATIONAL
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BUSINESS BRIEFLY ...oorevresriven. 58 THE MEDIA ...
A R01] 10 o] {o1 V[ — 5 MONDAY MEMO

CHANGING HANDS ............
" COLORCASTING ...

90 OUR RESPECTS

DATEBOOK .....ccovreervrereens .. 14 PROGRAMMING
EDITORIAL PAGE ..., 174 WEEK'S HEADLINERS
EQUIPMENT & ENGINEERING .... 110

FANFARE

FATES & FORTUNES
FOR THE RECORD ............

N\
i)
GOVERNMENT  .cooieencrcsineniennae DA

BROADCASTING, May 8, 1961

< BROADCASTING

------------------------------ 134 THE BUSINESSWEEKLY OF TELEVISION AND RADIO
[STRSNR ¥ Published every Monday, 53rd issue
92 (Yearbook Number) published in

---------------------------- September by BROADCASTING PuBLICA-
26 TIoNs Inc. Second-class postage paid

. 108 OPEN MIKE .......

at Washington, D. C

Subscription prices: Annual sub-
scription for 52 weekly issues $7.00.
Annual subscription including Year-
book Number §$11.00. Add $1.00 per
year for Canadian and foreign post-
age. Subscriber’s occupation required.
Regular issues 35 cents per copy.
Yearbook Number $4.00 per copy.

Subscription orders and address
changes: Send to Broapcasting Cir-
culation Dept., 1735 DeSales St., NNW,,

> " Washington 6, D. C. On changes,
K e please include both old and new
. e addresses.

°ﬂ°sn5‘*‘




QUALITY TELEVISION BUILDS A NEW HOME
IN RICH, RICH SOUTHERN NEW ENGLAND

HIGH ATOP A NEARBY SEVENTEEN STORY BUILDING, STEEL RIGGERS INSTALL A BEAM
BENDER. AS BROADCAST HOUSE BELOW NEARS COMPLETION. THE BEAM BENDER WILL
REDIRECT THE TELEVISION SIGNAL FROM THE WTIC-TV STUDIOS TO THE TRANSMITTER ON

AVON MOUNTAIN. SEVEN MILES DISTANT.

W T I C = T V 3 HARTFORD, CONNECTICUT

REPRESENTED BY HARRINGTON, RIGHTER & PARSONS, INC.



Complete coverage of week begins on page 47
Late news breaks on this page and on page 10

CBS-TV affiliates vote to back option time
PALEY REPORTS COUP: EISENHOWER FILMING PROJECT

Embattled principle of network op-
tion time won new pledge of support
from CBS-TV affiliates in resolution an-
nounced Friday as they ended their
two-day annual conference (earlier
stories page 92). By vote described as
unanimous, affiliates called option time
“basic and necessary” to successful tv
network operation and promised to
“continue to defend this principle”
through CBS-TV Affiliates Assn.’s “del-
egated representatives” in forthcoming
FCC proceedings.

In what CBS-TV authorities called
major programniing coup, William S.
Paley, CBS board chairman, announced
that four or five days of informal con-
versations with former President Eisen-
hower will be filmed later this month
for subsequent presentation on CBS Re-
ports. There was no immediate indica-
tion as to whether one or several pro-
grams would result. Mr. Paley said
Gen. Eisenhower would discuss with
CBS newsman Walter Cronkite “the
presidential office and its effect on his-
tory during his eight years in the White
House”; that whole “living document”
would be valuable to future historians
and that “parts . . . may be shared with
our television audiences in the fore-
seeable future as a public service.” Fred
W. Friendly, executive producer of
CBS Reports, will supervise production.

Mr. Paley called it “one of the most
exciting and significant projects in CBS
history.” Other CBS authorities called
it a coup, in that ABC’s news vice presi-
dent, James Hagerty, as White House
news secretary in Mr. Eisenhower’s ad-
ministration, had been widely presumed
to have inside track in lining up tv
appearances by former President.

Mr. Paley, who announced Eisen-
hower project during Friday luncheon
address (see page 100}, received stand-
ing ovation and also was honored by
resolution supporting his call for high

JFK on campaign costs

Federal government should bear
part of high cost of political cam-
paigning, President Kennedy said
Friday. He expressed hope system
could be devised for government
to bear “major burdens” of cost
of presidential campaign. He said
he would strongly support any
legislation to this end.

BROADCASTING, May 8, 1961

program standards and commending
him personally for his 34 years as “the
most persuasive advocate, the most
imaginative planner, and the most effec-
tive administrator of broadcast pro-
gramming based upon a policy calling
clearly for the highest standards of
quality.”

Kennedy issues order
on federal ethics

President Kennedy Friday barred
government officials from all outside
employment or activities that would re-
flect on their official jobs.

In issuing executive order on ethics,
President said no official shall engage
in any activity or employment not com-
patible with full and proper discharge
of his position,

Order applies to all heads and assist-
ant heads of departments and agencies,
full time members of boards and com-
missions appointed by President, and
to White House staff.

Banning gifts, fees, compensation or
expenses, Presidential order itemized
circumstances where acceptance may
result in or create appearance of:

Private gain, preferential treatment,
impedance of efficiency or economy,
lack of independence or impartiality,
decision outside official channels, dero-
gation of public’s confidence in integ-
rity of government,

Ban extends to accepting fees for
writing, lecturing or consulting, but per-
mits government officials to have ex-
penses paid when such does not include
entertainment, gifts, “excessive” per-
sonal living expenses or other personal
benefits.

President said it's all right for gov- .

ernment chiefs to participate in charit-
able, religious, educational, public serv-
ice activities—and even politics where
not prohibited by law.

Special directives for internal use
should be drawn up by agencies con-
cerned, President said.

IAAB delegates denounce
Russian-Cuban affair

Strong resolution denouncing inter-
vention of “extra-continental” nation in
Cuba, subjecting island and rest of
hemisphere to offensive, subversive ac-
tion, was to come before Inter-Ameri-
can Assn, of Broadcasters over weekend

AT DEADLINE

at Washington meeting (see early story
page 83).

Resolution draft said every state
should take emergency steps to defend
democratic form of government. JAAB
members would be directed to con-
tribute to efforts of their governments
in defense of democracy.

Jose A. Mora, secretary general of
Organization of American States, told
IAAB radio and tv have major role in
defending hemisphere freedom. Com-
missioner Rosel H. Hyde of FCC and
Herbert E. Evans, Peoples Broadcasting
Co., were speakers at opening session
Friday.

Donald W. Coyle, president of ABC
International Television Inc., said in
address slated for Saturday delivery that
western nations should be prepared to
demand adequate frequencies when In-
ternational Telecommunications Union
meets in 1962, He said advertisers are
ready to invest increased sums in for-
eign markets.

30 million watch
man-in-space shot

Three major tv networks went all out
covering man-into-space shot on Friday
(May 5) programming total 14 special
telecasts during day. NBC-TV went on
air at 10:22 a.m. and CBS-TV and
ABC-TV followed one minute later,
with live pool coverage of launching and
voice reports on recovery of astronaut
and space capsule. Each network sup-
plemented coverage with interjection of
exclusive special material narrated by
their own anchormen—Bill Shadel
(ABC), Walter Cronkite (CBS) and
Robert Abernethy (NBC). ABC car-
ried broadcast until 11:33 a.m., CBS
and NBC terminated at 11:30 a.m.

American Research Bureau estimated
that some 30 million viewers watched
space flight with peak audience between
11-11:15 with 31.4 million people tuned
in.
Second special went on between
12:30-1:30 p.m. with ail three networks
carrying live telecast of news briefing
on evaluations of flight.

CBS and NBC presented another
special at 2-2:30 p.m. involving voice
tape recordings of astronaut’s reports
back to Project Mercury control center
while in flight.

First film coverage of recovery opera-
tion was scheduled by all networks for
late Friday afternoon.

Evening programming included spec-
ial broadcast by ABC-TV at 7:30-8 with
science editor Jules Bargman recapitu-

more AT DEADLINE page 10
9



W. Thomas
Dawson, vp in
charge of adver-
tising and pro-
motion for CBS
Radio since Jan-
vary 1960, ap-
pointed to new-
ly created post
of vp, Informa-
tion Services,
He will be re-
sponsible for
CBS Radio’s activities in press informa-
tion, promotion and advertising. From
1957 to 1960, Mr. Dawson was director
of sales promotion and research for
CBS-TV Spot Sales, and earlier had
been with WBBM-TV Chicago.

Mr. Dawson

WEEK’'S HEADLINERS

Sanford L.
(Sandy) Hirsch-
berg named
president of
New York of-
fice of W. B.
Doner Co. Mr.
Hirschberg has
been executive
vp of agency
and its New
York predeces-
sor Doner &
Peck Inc., since 1957. Formerly he was
vp of Dowd, Redfield and Johnstone.
Prior to that he was with Norman D.
Waters agency and was also former vp
of Hicks & Greist Inc. Mr. Hirschberg
replaces Sidney Garfield who resigned.

Mr. Hirschberg

Richard D.
Wylly, of Sulli-
van, Stauffer,
Colwell &
Bayles, N. Y.,
elected senior
vp. Mr. Wylly, i
who  joined ”
agency in 1957 ;
as vp and crea- ‘_T:-"'r ‘ .
tive director, :
was previously
with Benton & LB Ly
Bowles, that city, where he spent eight
years as vp and copy supervisor. Before
that he served Ted Bates & Co. for
three years as copy executive, and Lord
& Thomas (now Foote, Cone & Beld-
ing) for four years as copywriter.

bia s

For other personnel changes of the week see FATES & FORTUNES
P T e e T ]

lating events; Freedomt 7, 30-minute
summary presented by NBC-TV (8-
8:30); and “Our Man in Space,” on
CBS-TV’s “Eyewitness to History”
(10:30-11).

BBC-TV utilized services of Sports
Network Inc. and its subsidiary, Na-
tional Video Tape Productions, to get
tape coverage of event for same day
showing in England. BBC producer in
national video tape mobile unit at Idle-
wild Airport edited feed of pool tele-
cast and sent tape to London by jet.

Senators to hear bill
on agency procedures

Senate Judiciary Subcommittee on
Administrative Practice & Procedure will
hold hearings May 18-19 on bill (S
1734) designed to speed up procedures
before FCC and other regulatory agen-
cies.

Measure would extend authority of
hearing examiners, making their deci-
sions final unless reviewed by full com-
mission on narrowly defined grounds.

Sen. John A. Carroll (D-Col.), chair-
man of administrative subcommittee, is
sponsoring bill.

CBS-TV signs Kimberly-Clark

Kimberly-Clark Corp. (Kleenex and
Delsey products), Neehah, Wis., ordered
alternate-hour sponsorship of CBS-TV's
Defenders series next season (Sat. 8:30-
9:30 p.m. NYT). Agency: Foote, Cone
& Belding Inc., Chicago.

Coty’s $1 million to D-F-S

Coty Inc., which ended its four-year
association with BBDO Inc., last month,
- has placed its more than $[ million in
advertising billings with Dancer-Fitz-

gerald-Sample Inc. It’s estimated that
about 75% of these billings are in
broadcasting media. Coty puts out line
of cosmetics.

XTRA all-news format

beamed at California

XTRA (formerly XEAK) Tijuana,
Mexico, began operation Saturday
(May 6) as all-news radio station,
identifying itself as “X-TRA NEWS.”
Station broadcasts on clear channel 690
ke with 50 kw from transmitter in
Lower California, with programming in
English directed up California coast.
XTRA is owned by Radio Difusora,
represented by Texas Triangle, headed
by Gordon McLendon (licensee of
KABL San Francisco, KLIF Dallas,
WYSL Buffalo, KILT Houston, WAKY
Louisville, KTSA San Antonio, and
KEEL Shreveport, La.).

Cy Ostrup has been named Texas
Triangle vice president and general
manager of new Los Angeles offices at
5455 Wilshire Blvd. Daren F. McGav-
ren Co. will be national sales repre-
sentative for XTRA.

NC&K gets C-P's $4 million

Colgate-Palmolive Inc. handed its ap-
proximately $4 million in Ajax brand
billings (estimated $3 million in radio
and tv) to Norman, Craig & Kummel.
Account was previously with McCann-

- Erickson, which lost business because

of reported product conflict (also see
story, page 58). NC&K already han-
dles several other Colgate brands in-
cluding Veto deodorants, Cashmere
Bouquet soap and two products in test
maarkets. .

College credits program
scheduled by CBS-TV

CBS-TV will carry The College of
the Air, college-credit program, next
season with Learning Resources Insti-
tute, which had presented Continental
Classroom for NBC-TV, as producer.
College will be sent over lines 1:05-
1:30 p.m. (NYT) weekdays, with sta-
tions permitted to telecast on delayed
basis. First course will be on modern
biology.

NBC-TV, meanwhile, has prepared
its own college-credit show, using time
slot (6-7 a.m. weekdays) now filled by
Classroom. NBC-TV expects to get
financing for half-hour course on gov-
ernment. Other 30 minutes would be
ecarmarked for repeats of currently tele-
vised contemporary mathematics course
{on Classroom).

Capital Cities buying WPAT?

Capital Cities Broadcasting Corp.
was reported last Friday (May 5) to
be close to agreement to buy WPAT
Paterson, N. J., for price said to be in
excess of $5 ‘million. It was believed
that Dickens J. Wright, president-gen-
eral manager of WPAT, would obtain
stock interest in new setup.

Brand Names re-elects Poor

John B. Poor, vice president, RKO
General Inc., was re-elected treasurer
of Brand Names Foundation. Elected
to foundation’s board were James T.
Aubrey Jr., president, CBS-TV; Norman
E. Cash, president, Television Bureau
of Advertising, and Kevin B. Sweeney,
president, Radio Advertising Bureau.

BROADCASTING, May 8, 1961



T 3 \L

lQHDED \WiTH AVAILABILTES ]

You

/ If this is your problem,

you're not a UPI station.

UPI provides the complete,

salable news package.

l I nited
ress
I nternational



there is nothing harder to stop than a trend



\BC-TV only network to show over-all audience gain this year*

Over-all audience gain or ioss, 1961 over 1960*
ABC-TV +12%
MNET ’

3 1E

3ource: Network home hours (Average Audience homes x
:ommereial hours viewed). National Nielsen TV Reports,

January through II March, 1961 vs. similar period 1960.
All sponsored hours, §:30-11 P.M. Sun., 7:30-11 P.M.
Mon. through Sat.

One network's loss, as the fellow said, is
another’s gain.

And, actually, our 12% jump this year
givesusaneat35% share of network viewing
for the period.* An average of 9,099,000
homes per minute delivered for the ad-
vertiser.

The reason, of course, lies in such up-
trending reasons as The Unlouchables, My
Three Sons, The Real McCoys, 77 Sunsel
Strip, The Flintstones, etc.

Why not uptrend with us?

ABC TELEVISION NETWORK



— DATEBOOK ____

A calendar of important meetings and
events in the field of communications

1260 FEET HIGH IN THE GEORGIA SKY!

*Indicates first or revised listing.

MAY
another TALL one May 1-31—National Radio Month,
by May 7-10--NAB annual conhvention, Shera-
ton Park and Shoreham Hotels, Washington.

May 7—Assn. of Maximum Service Tele-
casters, annual membership meeting. 9:30
am. Palladian Room, Shoreham Hotel,
Washington, D. C. Board of directors will
meet May 6, alse in Washington.

*May 7—ABC Radio Afliliates, meeting. 10
am., Sheraton-Park Hotel, Washington, D.C.
*May T—NBC-TV Affiliates, meeting. 12 noon,
Sheraton-Park Hotel, Washington, D.C.
*May T—ABC-TV Affiliates, meeting. 2 p.m,,
Sheraton-Park Hotel, Washington, D.C.
¢May 7—Clear Channel Breoadcasting Service,
THANNEL 9 - membership meeting. 4 p.m., Sheraton-Park

Hotel, Washington, D.C. .
WTYM : WeBr™v. 3

*May 7—Indiana Broadcasters Assn., dinner.
5 p.m., Sheraton-Park Hotel, Washington,

% COLUMBUS BROADCASTING CO.

MARTIN; THEATRES TV s : c0

s'l'ai'nl_eSs,

D.C.

*May 7T—Community Broadcasters Assn,
meeting. 4 p.m., Shoreham Hotel, Washing-
ton, D.C.

*May B8—Daytime Broadcasting Assn. 8:30
am., Shoreham Hotel, Washington, D, C.

May 7-12—Society of Motion Picture &
Television Engineers, 89th semiannual con-
vention. King Edward Sheraton Hotel,
Toronto, Canada. Theme will be “Interna-
tional Achievements In Motion Pictures and
Television."” Speakers include John J. Fitz-
gibbens, president, Famous Players Canadi-
an Corp. (operator of pay tv system in
Toronto).
May 8-10—National Aerospace Electronics
Conference, Institute of Radio Enginers.
Biltmore & Miami Hotels, Dayton, Ohio.
< y May 9 — Broadcast Pioneers, 20th annual
: dinner 7:30 p.m., Cotillion Room, Sheraton
We've said it before: nothing Park Hotel, Washington, D. C.
beats increased tower height! May 10—Reply comments due in FCC pro-
gram form rulemaking.

e

and—itan.go. still higher!

b
MW And wi
E se broadcasters are May 10—Deadline for return of final voting
T,n, now buying towers that can ballots in National Academy of Television
) g go still higher—for just a frac- l.?1::5_{& Sclences annual Emmy awards com-
tiOn Of th etition.
¥ e COSt, per fOOt_ of a May 11 — Assn. of National Advertisers
" new one. If you're planning a Workshop on International Advertising, Ho-
b new tower of any kind, here's tel Plaza, New York City.
& a suggestion: i ' May 12 — Connecticut Broadcasters Assn,,
hio ax efgnc g i Ifet St.amless annual meeting. The Waverly Inn, Cheshire.
% % ed engineering staff May 12—lowa AP Radio-Tv Assn., Holiday
g spare you problems and head- Inn, Des Moines.
E aches. It's that easy. Get in May 12—Deadline for entries in Industrial

Design Award Competition of Aug. 22-25
WESCON. Entry forms available from
WESCON Business Office, 1435 S. La Cienega
Blvd,, Los Angeles 35.
May 12 — Academy of Television Arts &
Sciences, Phoenix chapter. Second annual
Emmy awards banquet. Backstage Club and
Sombrero Playhouse, Phoenix.
*May 12—Radio-Television Women of South-
ern California, annual awards banguet at
= : Beverly Hills (Calif.) Hotel. Organization's
4= 3 y "“Genii” award will be given to Barbara
: & . 3 Stanwyck.
*‘ [ 5 - K *May 12—Connecticut Broadcasting Assn.,
7 a'“ gss‘lfln * e annual meeting. Keynote address: Don Mc-
4 v ] Gannon, president, Westinghouse Broadcast-
ing Co. Waverly Inn, Cheshire.
May 12-13 —UPI Broadcasters of Illinois,
spring meeting. Orrington Hotel, Evanston.
May 13 — New York are Emmy awards
telecast, WNBC-TV, 10:30-11:15 p.m,
May 13—Illinois AP Radio-and-Television
Assn. Northwestern U., Evanston.
May 13-14 — Tqlinois News Broadcasters,
spring convention. Otto Kerner, governor of
Illinois, principal speaker. Northwestern U.,
Evanston.
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touch with Stainless today.

NORTH WALES «"PENNSYLVANIA,
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Telescript’s synchronization uses the same principle as the
film industry to sync film and sound perfectly. In studio
operation, Telescript in remote locations stays in absolute
continuous sync with the master unit.

Add this exclusive feature to less initial cost, minimum
maintenance, and no internal adjustment and it’s no wonder
why over 100 TV stations have had nothing but praise for
their Teleseript prompters.

ASK THE PEOPLE WHO USE .. ¢

TELESCRIPY

NEW YORK - LOS ANGELES

For further information write or call: f
155 WEST 72nd STREET = NEW YORK 23, N. Y. - SU 7-8111 |}
832 N. LA BREA AVENYE - LOS ANGELES, CALIF. « HO. 8-7287
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May 15-27—The First International Festival
of Television Arts & Sciences, Montreux,
Switzerland. The festival is divided into
three parts: (1) May 22-27—Television Con-
test (telecasts from all countries wishing to
participate will be judged: (2) May 17-21—
Television Symposium (technical papers and
speakers), and (3) May 15-27—Television
Equipment Trade Fair (display of latest
equipment}. Information available from:
Festlval committee, 8 Grand Rue, Montreux,
Switzerland.

May 16—13th annual Alfred P. Sloan Radio-
Television Awards for Highway Safety. Wal-
dorf-Astoria, New York. Banquet 7 p.m.

May 16—National Academy of Television
Arts & Sciences, 13th annual Emmy awards
presentation. NBC-TV, 10-11:30 p.m. (EDT),
originating from New York and Los Angeles.

May 17-19—Kentucky Broadcasters Assn.,
spring meeting. Brown Hotel, Louisville.

May 18—Minnesota Broadcasters Assn. an-
nual business meeting. Dyckman Hotel,
Minneapolis.

May 19—Arizona Broadcasters Assn, spring
meeting. Ramada Inn, Tucson,

*May 20—California AP Tv & Radio Assn,,
.annual meeting. Paso Robles Golf & Country
Club, Paso Robles.

*May 20-24—Assn. of Independent Metro-
politan Stations, spring meeting. Broadmoor
Hotel, Colorado Springs, Celo.

May 22-24—National Symposium on Global
Communications, Institute of Radio Engl-
neers. Hotel Sherman, Chicago.

*May 23—Los Angeles Advertising Women,
annual awards banquet, Beverly Hilton Ho-
tel, Beverly Hills, Calif, “Lulu” awards will
be presented to women producers of out-
standing advertising during 1860,

May 24—Broadcast Adv. Club of Chicago,
luncheon meeting. To be addressed by CBS
Inc. President Frank Stanton. Grand Ball-
room, Sheraton-Towers, Chicago.

May 25—Chicago TUnlimited salute to
AFTRA. Grand Ballroom, Sheraton Towers
Hotel, Chicago.

*May 25-26-—Iowa Broadcasters Assn., annual
convention. Speakers include FCC Commis-
sloner Robert T. Bartley. Roosevelt Hotel,
Cedar Rapids.

May 25-28—Federation of Canadian Adver-
tising & Sales Clubs, 14th annual conference,
Ottawa, Ont., Canada.

May 26-27—Radio/Television News Direc-
tors of the Carolinas, annual meeting.
Francis Marion Hotel, Charleston. S, C,

*May 27-31—57th annual Advertising Federa-
tion of America convention. Speakers in-
clude: Paul Rand Dixon, chairman, FTC;
Earl W. Kintner, former chairman, FTC;
John P, Cunningham, chairman, Cunning-
ham & Walsh: Gen, Alfred M. Greunther,
president, American Red Cross; Emerson
Foote, president, MeCann-Erickson: Ed Zern,
vice-president, Geyer, Morey, Madden &
Ballard; Leslie Bruce, advertising director,
Purex Corp.. and Dr, Dexter M. Keezer,
vice-president, McGraw-Hill Publishing Co.
Sheraton-Park Hotel, Washington, D.C,

JUNE

June 1—Comments due in FCC rulemaking
to revise program reporting forms in origi-
nal, renewal and sale applications.

*June 1—Deadline for comments on FCC
proposal to reserve a vhf channel in New
York and Los Angeles for educational use.
June 2—-Wyoming AP Broadcasters, con-
vention. Plaing Hotel, Cheyenne.

June 2 — UPI Broadcasters of Michigan,
spring meeting. Selfridge Air Force Base,
Mt. Clemens.

June 2-3—Industry Film Producers Assn.
second annual convention and trade show.
Hotel Miramar, Sanata Monica, Calif,

June 3 — Florida AP Broadcasters Assh,
Daytona Beach.

June 3-4—O0Oklahoma AP Broadcasters Assn.,
meeting, DeVille Motor Hotel, Oklahoma
City.

June 5-16 — International Communications
Workshop, sponsored by World Commission
for Christian Broadcasting, American Jewish
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KRON is TV in SF

Sur Fraxciicans are Sold. o KRPON-TV

KRON/TV IS FIRST
IN S.F. WITH:

-most homes reached
-most ‘“top 20” programs
ARB, March, 1961 *S.F. CHRONICLE « NBC AFFILIATE » CHANNEL 4 - PETERS, GRIFFIN, WOODWARD . j




| GREAT
 DIVIDE

One of the majdr differences that
separates one network from another
is the size of their audiences. Week
after week throughout the past sea-
son the average nighttime program
on the CBS Television Network has
delivered 3/4 million more families
than on network Y and one million
more families than on network Z.*
(The fatter is roughly equivalent to
the television population of a broad
strip of the United States running
from the Canadian to the Mexican
border.} For our advertisers these ad-
ditional famiiies represent a weekly
bonus in purchasing power ranging
from $92 million to $120 million,
CBS TELEVISION NETWORK ®

*Natigpwide Nielsen season AR averages, 0cl.1960—1 Apr. 1961, 6.11 pm; av, weekly household expenditures: $117 (1959) U.S. Dept. of Commerce.






NO ONE ELSE -
CAN MAKE THAT
... STATEMENT! -

[4 - .

of all the
TV stations
in the Pacific
Northwest
only KINT-TV =
includes all
5 cities” inits §
“A” contour ¥

5/ *SEATTLE TACOMA EVERETT &
BREMERTON OLYMPIA

| Mg |

... JUST US! °

.
S »

.
. ]
0 a3 000"

Before you buy television

in the Pacific Northwest,

consider this one basic fact: Only KTNT-TV in
this area includes five major cities of Western
Washington within its “A” contour, and KTNT-
TV's tower is ideally located to beam a clear
signal to all of this major market.

Ask your WEED TELEVISION man about dozens
of other reasons you should include KTNT-TV
in your advertising plans.

CHANNEL 11

CBS for Seattle, Tacoma i
and Puget Sound area i

Studios in Seattle and Tacoma

s

way out front
b o lunid s YRl

From 11:30 p.m. to 1:00 a.m. Monday through :

Friday, the Jack Paar Show reaches twice as many - ‘

homes per average quarter hour as the other two *
channels together! ( °Dec. 1960 NSI)

Average Homes Reached
per Quarter Haur —

11:30 p.m — 1:00 a.m. Per Cent ‘Daytime, or nighttime, WFLA-
TV delivers most homes in 28
WFLA-TV (NBC) 18,026 63.6% rich, busy &esf Coast and
0 rpn = Central Florida Counties —
Station "B" (CBS) 6,655 23.2% (SRS
Station “C” (ABC) 3,700 13.29% SRS

WSM

a-tTv B
REPRESENTED NATIONALLY §Y-BLAIR-TV
—J

ST PETERSBURG

TaMPA .
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Committee
groups.
Angeles.
June 6—American DMarketing Assn., New
York chapter, marketing workshop: Manage-
ment use of marketing research companies,
Lever House auditorium, New York, 4 p.m.
June 8-9—North Carolina Assn of Broad-
casters, convention. Durham. Speakers in-
clude Clair McCollough, chairman NAB joint
boards; J. Leonard Reinsch, radio-tv advisor
to President Kennedy and Sol Taishoff, edi-
tor and publisher of BROADCASTING.

June 8-10—DMarketing Executives Club of
New York, annual seminar, Pocono Manor,
Pa.

June 10-—-Florida UPI Broadcasters Assn.
annual meeting. Pensacela.

June 11-23—AFA’s third annual Advanced
Management Seminar in Advertising & Mar<
keting. Conducted by faculty members of
Harvard Graduate School of Business Ad-
ministration. Chatham Bars Inn, Cape Cod,
Mass. Registration and tuition fee: $375!
Application forms at AFA, 655 Madison Ave.,
New York.

June 12-13--Third National IRE Symposium
on Radio Frequency Interference. D. R. J
White, Don White Assoc., chairman. Maj.
Gen. James Dreyfus, USA, keynote speaker.
Main program sessions will be chaired by
E. W. Allen, FCC chief engineer; Stuart L.
Balley, Jansky & Balley; H. Dinger, Naval
Research Lab., and Dr. R. Showers, U. of
Pennsylvania. Henry Randall, Office of Re-
search & Engineering, Dept. of Defense, will
preside at a special session on the govern-
ment's electromagnetic compatibility pro-
gram. There will also be a series of tutorial
sessions. Sheraton-Park Hotel, Washington,
D. C.

June 12-15—-World Conference on Mission
ary Radie. Third World Conference on
Christlan Communications. Concordia Col-
lege, Milwaukee, Wis.

June 14-15--Institute of Radio Engineers,
conference. Hotel Sheraton, Philadelphia.
June 14.16—Virginia Assn. of Broadcasters,
annual meeting. Hotel Roanoke, Roanoke.
June 15-18—Florida Assn. of Broadcasters.
annual convention. Seville Hotel, Miami
Beach. Speakers include Harcld Cowgill,
former chief of FCC Broadcast Bureau on
“License Renewals” and FCC Commissione:
Robert T. Bartley.

June 19-21 — American Marketing Assn.
national conference. Ambassador Hotel, Los
Angeles.

*June 19-22—Wayne State U./Radio Corp. of
America, invitational television conference
University City. Detroit.

June 20-22 — Catholic Broadcasters Assn.
annual meeting. Calhoun Beach Hotel, Min-
neapolis-St. Paul. Minn.

*June 22-24 — Mutual Advertising Agency
Network, creative seminar. Palmer House
Chicago.

*June 23-24—Colorade Broadcasters Assn.
annual convention. La Court Hotel, Grand
Junction.

June 23-2¢4—Maryland-D. C. Broadcasters'
Assn., summer meeting. Ocean City, Md.
June 25-20 — National Advertising Agency
Network, annual management conference!
Broadmoor Hotel, Colorado Springs, Colo.
June 25-29—American Academy of Adver,
tising, annual econvention. U. of Washington,

and several
U. of Southern

other religious
California, Los

TvB

May 9—BufTale.

May 11—Boston.

May 16—Salt Lake City.

May 18—Portland. Ore.

May 23—San Francisco, Cincinnati.
May 25—Los Angeles, St. Louis.
May 30—Jacksonville, Fla.

June 1—Charlette, N, C.

June 6—Minneapolis-St. Paul.
June 8—Chieago.

June 13—Omaha.

June 15—Oklahoma City.

June 20—San Antonic.

June 22—New Orleans.

Sales Clinles
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Why WTOP-TV bough

Warner’s “Films of the 50’s”

Says George Hartford:

“We bought Warner's ‘Films of the 50's’
because we wanted to strengthen our
library of other film features with some
fresh, new and exciting movies for our
Early Show and Late Show. To accom-
plish this, we selected the Seven Arts
package because the percentage of

OUTSTANDING

GEORGE HARTFORD
Vice President & General Manager
WTOP-TV, Washington, D.C.




Seattle.

June 25-29-—Advertising Assn. of the West,
annual convention. Olympic Hotel, Seattle.
June 2§-28—National Convention on Mili-
tary Electronics. Sponsored by Professional
Group on Military Electronics, IRE. Shore-
ham Hotel, Washington, D. C.

JuLy

July 1—Chicago Publicity Club, 20th anni-
versary celebration. J. Leonard Reinsch,
Cox Stations and radio-tv advisor to Presi-
dent Kennedy will be principal speakar.
Mayfair Room, Sheralon-Blackstone Hotel,
Chicago.

July 10 — Wisconsin Broadcasters Assn.
Plankington Hotel, Milwaukee.

July 10-12—National Assn. of Television &jf
Radio Farm Directors convention, Shoreham
Hotel. Washington, D. C.

July 10-28—Three week summer workshop:
on Television in Education, U. of California

WAVE ‘TV Viewers breW T;ull‘;s:!()‘?:i‘:.ezl—-American Women in Radio

& Television, first mid-career seminar. Syra-

28.8% more COFFEE and TEA e L

AUGUST

¢ g Aug. 11-12—Texas Associated Press Broad-
—toaSt 268% more toaSt} and casters Assn., fourteenth annual meeting.

P 3 . Hotel Lincoln, Odessa, Tex.

-, & 33 ' '
enrich it with 28.8% more spread”! Aug. 22-25- 1961 Western Electric Show &
Convention. Cow Palace, San Francisco.

That’s because WAVE-TV has 28.8% more SEPTEMBER
viewers, from sign-on to sign-off, in any *Sept. 10-13—Assn, Canadienne de la Radio
average week. Source: N.S.1., Dec., 1960. et de la Television de Langue Francaise,
annual convention. Seaway Hotel, Toronto,

CHANNEL 3 ® MAXIMUM POWER Ont.

NBC Sept. 15-17—Michigan Assn. of Broadecasters
LOUISVILLE fall convention and business meeting. Hid-

den Valley, Gaylord, Mich.

Sept. 27-30—Radio Television News Direc-
tors Assn., annual convention. Statler Hilton
Hotel, Washington, D. C.

NBC SPOT SALES, National Representatives

OCTOBER
Open new markets by originating programs away from Oct. 3-4—Ad\'ertisincg Research Foundation
0 o g j ] onfer , Hotel Commodere, New York
the studio with a Marti Remote Pick-Up Transmitter and Ei?y, enee. Hote mmoder €
Receiver. Transmitter and associated equipment easily in- Oct. 8-18—International seminar on instruc-

tional television, sponsored by Purdue U.
in cooperation with UNESCO and the U.S.
National Commission for UNESCO, Dr.
Warren F. Seibert, Purdue professor, is
COLLINS RADIO COMPANY ¢ CEDAR RAPIDS, IOWA + DALLAS, TEXAS * BURBANK, CALIForniA | Seminar director; James S. Miles, Purdue
Television Unit, is associate director. Purdue
U., Lafayette, Ind.

Oct. 9-11—National Electronics Conference,
International Amphitheatre. Chicago.

Oct. 10-13—Audio Engineering Society, an-
nual fall conference and technical exhibit.
Hotel New Yorker, New York.

*QOct. 23-26-—National Assn. of Educational
Broadcasters convention. Willard Hotel,
Washington, D. C.

*Qct. 25-28--Sigma Delta Chi, 52nd national

convention. Hotel Fontainebleau, Miami
Beach, Fla.

stalled in a car. Sold exclusively by your Collins Broad-
cast Sales Engineer. Call him for a demonstration.

NOVEMBER

*Nov. ¢-11—The Academy of Television Arts
& Sciences, First International Assembly.
New York City. President John F. Kennedy
will make opening address.

*Nov. 5-8—Broadcasters Promotion Assn,,
annual convention. Waldorf-Asteria Hotel,
New Yark City.

=
=
=]
=
=
P10

RAB SALES CLINICS

May 15—Harrisburg, Pa.; Kansas City.
May 16—Omaha, Neb.; Pittsburgh.
May 17—Cleveland; Des Moines, Iowa.
May 18—Minneapolis.

May 138,19—Detroit.

transmitter features: frequency response 3 db, 75-7,500 cps * RF output 15 w,* frequency 152- May 18,22—Chicago.

il 3 ; , May 22—Denver.
172 me ° 2 avdio inputs adjustable for 50, 150, 250, 600 ohms ® input level —70 db * noise level May 23—Indianapolis.
better than —45 db * distortion less than 3% * power requirement 120 v ac, 140 w * receiver May 23—Salt Lake City.
features: frequency stability 20.0005% with crystal oven * audio output 44 dbm at 600 ohms *® May 25—Columbus, Ohio.
sensitivity 0.6 microvolts or less for 20 db quieting * spurious response attenuated at least 100 db. May 25,26—Tulsa.

For further information contact your Collins broadcast sales engineer or write direct.
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The 1960 George Foster Peabody award was
presented to WCCO Television for . . .""Meri-
torious local public service programming.’’
One year ago a similar honor was awarded
to WCCO Radio.

In television, as in radio, the WCCO call let-
ters stand for quality programming . . . the
kind of programming that gives WCCQO over
409, average share™ of the television audience

. the kind of programming that makes . . .

WCCO TEI

1

the Difference Between GOOD and GREAT
in the Minneapolis-St. Paul Market.

*Nielsen, March 1961

VISION



MON DAY M EMO from MIMI O’HAGAN, advertising-publicity manager, Schweppes (USA) Ltd.
e EO GRS - SRS

Tv viewers were niore sophisticated than the advertiser expected

In 1958, Schweppes (USA) Ltd. was
faced with the gloomy prospect of hav-
ing its product forever classified as a
“specialty item” in grocery and liquor
stores.

That meant that stores in the fancier
neighborhoods would stock Schweppes
tonic for their posh customers, but the
supermarket in the typical suburban
shopping center would not handle it.
They said most of their customers had
never heard of it and it was not worth
putting on the shelves. If that situation
had not been met promptly, Schweppes
could have counted on never expanding
tonic sales further. Dramatic action
was needed.

Early in 1959, Schweppes, through
its advertising agency, Ogilvy, Benson
‘& Mather Inc., New York, decided to
gamble and put the bulk of its adver-
tising budget in spot television in major
markets.

To date the results have been satisfy-
ing: a 35% increase in 1959, and a
5% increase in 1960, when the rest of
the soft drink industry registered a
12% decline as a result of the cool
summer and uncertain economic con-
ditions.

The reason for the gains is clear:
through effective use of spot television
Schweppes tonic gained many new cus-
tomers. In recent years Schweppes ad-
vertising had been confined to maga-
zines, newspapers and a few very light
radio spot schedules.

Skeptics = Before the decision to
gamble on spot television was made
there was some skepticism about
Schweppes® ability to project its image
to the television viewer as effectively as
it had in print.

These fears were allayed when the
first Schweppes television spot was pro-
duced. It was a one-minute film in-
volving a sophisticated dialogue be-
tween Commander Edward Whitehead,
president of Schweppes (USA) Ltd.,

and a husky-voiced siren whose face |

the viewer never saw (the voice be-
longed to Joan Alexander). The setting
was the bar at the Metropolitan Opera
where the men were dressed in white
tie and tails and the ladies in long eve-
ning dresses. The product was on cam-
era almost throughout and the dialogue
contained all the basic selling promises.
But the effect was a short, dramatic
vignette.

That film won two industry awards.

Since then three more Schweppes
commercials have been produced in

26

roughly the same pattern. They all in-
volve unique dialogues, they all feature
Commander Whitehead along with pro-
fessional actors and actresses, and the
effect on the viewer is more like a brief
intertude of entertainment than a sales
pitch.

The commercials are admittedly
sophisticated. They are intended to at-
tract the more sophisticated viewer, but
Schweppes management was pleasantly
surprised at how much of the television
audience is sophisticated. Research has
indicated that people in all walks of
life remember the commercials and go
out and try the product.

Major Markets = Spot schedules were
designed to concentrate impressions in
the major markets in which Schweppes
tonic has the greatest potential.

They are all at night, and generally
use the post-network times when the
audience tends to be more adult (chil-
dren do not drink much gin and tonic)
and the average income and education
levels tend to be higher.

With  relatively small budgets,
Schweppes schedules are confined to
six or ten weeks in length, in the early
summer. Viewers, however, seem to
remember the commercials all the year
round. For instance, in January a
stranger  approached  Commander
Whitehead and told him how much he
enjoyed the Schweppes commercials.
“T saw it again just the other night and
liked it as much as the first time,” the
stranger said.

Commander Whitehead did not have
the heart to tell him that no Schweppes
commercials had been on the air for
seven months.

Besides remembrance, the company
president’s participation in commer-
cials bolsters another quality, credibil-
ity. As a colleague put it, when asked

x

why Commander Whitehead was in the
advertising: “So that people will believe
what we say about ourselves. He’s the
real thing, and we think people recog-
nize it. Also, he’s an individualist, and
we think people like him for it. As a -
result, they feel we’re selling them the
real stuff.” [EDITOR’S NOTE: Get-
ting Commander Whitehead to do the
spokesman’s job himself was suggested
originally by the advertising agency in
1953, when the British Schweppes cre- -
ated a U. S. subsidiary to import the '
essence and bottle it on this side of the
Atlantic.]

Drinking Atmosphere = The biggest
problem in television for Schweppes is
the ban on mentioning liquor in the
copy. Schweppes wants to popularize
the gin and tonic, made, of course, with
Schweppes. Therefore; in all the"com-
mercials the atmosphere must be clearly
of the kind in which it is natural to.
have a drink or two (scenes such as the
opera intermission, aboard the Orient
Express, in a staid men’s club or in the
stately home of a retired army officer).

Viewers seem to get the suggestion,
but so that people will know how to
use the product (it is not an anemia
remedy) the television schedules are
supplemented by newspaper and point-
of-sale advertising in which the recipe
for tonic and gin, or vodka, or rum, is
spelled out clearly.

The results have been good so far
and Schweppes will continue to use
television commercials which say every-
thing legally permissible about the
product, but which are nevertheless
mildly humorous.

“Qur business is not to amuse,” Com-
mander Whitehead observes, “but if we
take ourselves too seriously our friends
will become bored with us rather
quickly.”

Mimi O'Hagan joined Schweppes (USA) :
Ltd. early in 1957 as personal assistant to ‘
Commander Edward Whitehead, president

of the firm. In the spring of 1959 she was
appointed Schweppes advertising and
publicity manager. Before starting with
Schweppes she was administrative assist-

ant in the office of the Secretary of the

Navy in 1955. The following year she be-

came assistant to the campaign chairman

of National Citizens for Eisenhower, help-

ing organize campaigns and rallies.
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An encore for three of
6 YY)

our personalities.

Good sports. Attractive

people interested in

the Metropolitan

way of life.

METROPOLITAN
BROADCASTING

M5 Eest 67th Street, New York 21,N. Y.

@ P

TELEVISION STATIONS
WNEW-TV New York, N.Y.
WTTG Washington, D.C.
KOVR Sacramento-
Stockton, California,
WTVH Peovria,lllinois
WTVP Decatur, Illinois

RADIO STATIONS

WNEW NewYork,N.Y.
WHK Cleveland,Ohio
WIP Philadelphia, Pa.

4 DIVISION OF METROMEDIA,INC.
other divisions are:

Foster and Kleiger, Outdoor Advertising
operaling in Washington, Oregon,
Arizona and California

Worldwide Broadcasting, WRUL Radio

GOWMN: LANVIN-CASTILLO, PARIS, PHOTOQ: PETER FINK



THE COST OF FREEDOM — One of a series

“We have always stood and we

Behind the benevolent words
lies the stark threat of com-
munist action.

To meet it—and beat it—we
must become deeply and per-
ceptively aware of it

stand today for non-interference in

the internal affairs of other

countries. We have ahwvays
abided, and we shall abide, by
these positions.”

—N. S. Khrushchev

THESE ARE THE MAJOR WORLD AREAS WHICH HAVE BEEN
“Peaced” INTO THE SOVIET REALM SINCE WORLD WAR I...

SOVIET GEORGIA LITHU:\NIA

Invaded by Stalin, Feb., 1921 Forcibly annexed, Aug., 1940

THE UKRAINE CZECHOSLOVAKIA

Forcibly annexed, Dec., 1922 Communist Party takes over, Feb., 1948

POLAND HUNGARY

Partitioned, Sept., 1939 Communist Party, Soviet troops take over, Feb., 1949
ESTONIA RUMANIA

Forcibly annexed, Aug., 1940 Conununist Party, Soviet troops take over, Apr., 1948
LATVIA BULCARIA

Forcibly annexed, Aug., 1940 Communist Party, Soviet troops take over, Aug., 1948

THESE ARE THE MAJOR CONFLICTS SINCE WORLD WAR |1 WHERE SINO-SOVIET INTER-
VENTION — FROM INTERNAL SUBVERSION TO OVERT ACTION — HAS TAKEN PLACE . ..

Indonesian War (1945.47) Indochina War (1945.54) Algerian Warc {1954, ) Cuban Givil War {1958.59)
Chinese Civil War (1945-49)  Greek Guerrilla War (1946.49) Hungarian Suppression (1956) Tibetan Revolt (1959)
Malayvan War (1945-54) Korean War {1950.53) Indonesian Civil War (1958. ) Congo Uprising (1960. )

Philippine Civil War (1945.48) Guatemulan Revolt (1954) Formosa Strait Conflict (1958) Laos (1960. )

Why are we running these ads? Partly because Prime Communicators to 1% Million Oklahomans
the communist credo includes the gagging of freedom’s

spokesmen. You and we are in this group. L ¥

Naturally, you and we are against this. So what can N RADIU AND
we do about it wilh the voice that has been given us? ' i TELEVISI“N
Intelligent anti-communism depends upon factual

understanding. Through facts, patriotism has a purpose. OKLAHOMA CITY

It is hoped that these ads together with the prime
time announcements which tell our audience facts

such as these, will contribute some measure The WKY Television System, Inc.
of meaning to the communist threat. WTVT, Tampa - 5t. Petersburg, Fla.

This is an effort to do something about it. Represented by The Katz Agency




TIME BUYING REPORT

Tv network gross billings in February 1961

ABC-TV
CBS-TV
NBC-TV

Totai

January*
February

Daytime
Mon.-Fri.

Sat.-Sun.

Nighttime
Total

Network Television Gross Time Billings

February January-February
% %
1960 1961 Change 1960 1961 Change
$12,677,110 $14,939,180 +17.8 $25,937,120 $30,837,490 1189
22,977,171 21,249,563 — 7.5 46,454,529 44144418 — 5.0
19,923,712 21,281,048 4 6.8 40,904,609 44,312,166 + 8.3

$55,577,993 $57,469,791 + 3.4 $113,206,258 $119,294,074 + 53

Month By Month 1961

ABC CBS NBC Total
$15,898,310 $22,894,855 $23,031,118 $61,824,283
14,939,180 21,249,563 21,281,048 57,469,791

*January 1961 figures revised as of April 20, 1961.

Network Television Gross Time Billings

by
Day Parts
February January-February
% %
1960 1961 Change 1960 1961 Change

$16,748,040 $19,652,659 +17.3 $33,988,614 $40,631,438 +19.5
13,705,355 16,211,964 +183 26,974,901 33,229,758 +23.2

3,042,685 3,440,695 +13.1 7,013,713 7,401,680 + 5.5
38,829,953 37,817,132 — 2.6 79,307,644 78,662,636 — 0.8

$55,577,993 $57,469,791 4 3.4 $113,296,258 $119,294,074 4 53

Source: TvB/LNA-BAR

Spot tv billings by classifications in 1960

Following is the breakdown by cate- tising and based on N. C. Rorabaugh
gories of spot tv buying in 1961, com- Co.'s annual report (BROADCASTING,
piled by Television Bureau of Adver- May 1):

AGRICULTURE $ 1,742,000 CONSUMER SERVICES 18,579,000
Feeds, meals 738,000 Dry cleaning & laundries 64,000
Miscellaneous 1,004,000 financial 2,891,000

nsurance 3,362,000

ALS, BEE&R % WINE 48,778,000 Medical & Dental 277.000
eer & ale 43807000  \oying, hauling, storage 420,000
Wine 4,971,000 :u})nc utiliti?s | zl;gggggg

eligious, political, unions 873,

AMUSEMENTS, ENTERTAINMENT 1,765,000 Schools & Ft’:olieges 324,000

AUTOMOTIVE 22,276,000 Miscellaneous services 416,000
i 123000 cosMETICS & TOILETRIES $56,623,000
Cars 16.812:000 Cosmetics 11,153,000
¥iresk & ;ubes 1,614,000 g:;ﬂgzg?itess LI
rucks & trailers 170,000 : .
Miscellaneous accessories & Hair Tonics & Shampoos. 8,875,000

supplies 3.402.000 Hand & face creams, lotions 4,240,000
e Home permanents & coloring 5,369,000

BUILDING MATERIAL, EQUIPMENT, Perfumes, toilet waters, etc. 1,841,000
FIXTURES, PAINTS 2,413,000 Razors, blades 2,455,000
Fixtures, plumbing, supplies 539,000 Shaving creams, lotions, etc. 1,943,000
Materials 576,000 Toilet soaps 8,636,000
Paints 846,000 Miscellaneous 5,039,000
Power Tools 102,000

; ¥ DENTAL PRODUCTS 11,438,000
Miscellanecus 350,000 Dentiirices 9'803.000

CLOTHING, FURNISHINGS, Mouthwashes 1,285,000

é?%ESSORIES lgg%gggg Miscellaneous 350,000

0 ' L 1]
Footw:ﬁ, 3,009,000 DORUG PRODUCTS 46,693,000
Hosiery 1,223,000 Cold remedies 13,789,000
Miscellaneous 244,000 Headache remedies 9,879,000
Indigestion remedies 9,068,000

CONFECTIONS & SOFT DRINKS 33,848,000 Laxatives 3,813,000
Confections 19,099,000 Vitamins 3,719,000
Soft drinks 14,749,000 Weight aids 719.000

BROADCASTING, May 8, 1961

' 67,000

square |
miles |
all E

fenced J

b L - NP |

‘The West Texas Television

Network serves the CBS

signal to a 62 county area

|

|  KpuB-TV ’
o~ LUBBOCK, TEXAS lI
i

KPAR-TV

ABILENE - SWEETWATER

i KEDY-TV
{

BIG SPRING, TEXAS

KVER-TYV

CLOVIS, NEW MEXICO

W. D. “Dub'" Rogers, President and Gen. Mgr,

29
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R Often a dynamic age creates f’rtghtennng by-products.
: The plight of a youngster adrift in the jungle of the city’s slums
is but one of myriad problems confronting our soctety.-

e The five CBS Owned television stations recognize the need

] to arouse publw tnterest in local problems. Each has a consistent .

record of active communtty service, via not only regularly-scheduled _
public affairs programs, but also hour-long,. locally produced
““specials’’ broadedst in the stations’ prime viewing hours.

Some recent ekafmpl‘es. «“Strangers In The City”’ WCBS-TV’s

~examr,na.twn of the Puerto Rican population of New York;

“Survival)’an analysns by KNXT of Southern California’s chances
‘ of surviving an atomie attack; WBBM-TV’s “Beat The Drums:’

the first comprehenswe television study of the Illinois political

i VY prlmary; “The Sex Off'enderj’ WCAU-TV’s“study of violence”
k  in Philadelphia. (And there was great entertainment too, .
. .as wztness ““Alone In Its Greatness;,” KMOX-TV’s history of the
St.Louis Munw;pal Opera starring Vincent Price, Mimi Benzell
and Earl Wrightson; and KNXT.’ 90-minute“Candida’’)

.&‘

gt

Creattng awareness of community needs in the minds of millions
. is a job that local television does best. Especially the five
CBS Ownpd stations—with their solidly-established tradition
. of responsible leadership in the communities they serve.

R . . CBS TELEVISION STATIONS ®

A Division of Columbia Broadcastmg System, Inec.
- Operattng WCBS-TV New York, KNXT Los Angeles, WBBM-TV Chicago,
s WCAU-TV Phtladelphta, KMOX-TV St, Louis
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Miscellaneous drug products 4,603,000 Dairy products 6,896,000 Soups 1,243,000

Drug stores 1,103,000 Desserts 1,342,000 Miscellaneous foods 10,465,000

Dry foods, (flour, mixes, Miscellaneous frozen foods 2,537,000

Fong&d GRO%ERY PRODUCTS lg?éggggg ; ritce,&etc.) | 1; ;251;888 Food stores 8,820,000

aked goods ,674, ruits & vegetables, juices 758,

ge#ms ol iglg%g'ggg ]\Mnacamni. no?.dles' chili, ete. 2 5;% 008 GARDEN SUPPLIES & EQUIPMENT  § 1,092,000
offee, tea & food drinks 273, argarine, shortenings 11,025,00

Condiments, sauces, appetizers 8,724,000 Meat, poultry & fish 7,130,000 GAgg:;ﬁﬁe&&L;:PRlCANTS %g'gg%ggg

Oil additives 946,000

Miscellaneous 85,000

What publishers spent on tv last year MOTELS, RESORTS, RESTAURANTS 867,000

. ) HOUSEHOLD CLEANERS, CLEANSERS,

Golden Press, Inc., Cowles Maga- Rorabaugh, were $2.77 million in POLISHES, WAXES 30,574,000
zines Inc. and Readers’ Digest Assn. 1960, compared with $679,000 in Cieaners, cleansers 22,743,000
led all publishers in the use of na- 1959, while network billings as re- Eilgm %,::;’é‘gre polishes, waxes 6,6%%,888
tional spot and network television ported by TvB/LNA-BAR were Horrs:e dry cleaners 52'000
during 1960, according to Television $2,242,022 in 1960 against $26,593 Shoe polish 954,000
Bureau of Advertising, New York. the previous year (BROADCASTING, Miscellaneous cleaners 192,000
Total television gross'time' billings March 27). Merriam Wel.)ster'an'd HOUSEHOLD EQUIPMENT—
last year for the classification were Time Inc. were the classification’s APPLIANCES 6,755,000
$5,012,022, an increase of 61% over only two network tv clients in 1959,
the $705,593 spent in 1959. Gross time billings of the top- HOUSEHOLD FURNISHINGS 2,759,000

Spot tv billi according to TvB- spending publishers in 1960 follow: Beds, matresses, springs. 1,571,000

P tings, g P 8P : Furniture & other furnishings 1,178,000
Spot*  Network™  Total HOUSEHOLD LAUNDRY PRODUCTS 44,908,000
Golden Press Inc. 1,266,620 — 1,266,620 Bleaches, starches 8,716,000
Cowles Magazines Inc. — 1188633 1,188,633 i el o
Readers' Digest Assn. 728,760 133,599 862,359 T’
Field Enterprises Educational Corp. — 587,898 587,898 HOUSEHOLD PAPER PRODUCTS 6,163.000
Curtis Publishing Co. 318,650 132,970 451.620 Cleansing tissues lggéggg
McCall Corp. 125960 162,165 288,125 e s S
Book-of-The-Month Club 64,870 — 64,870 Toilet tissue 2.777:000
*Source: TvB-Rorabaugh Miscellaneous 1,825,000
*x . 7/ L
e e A AR HOUSEHOLD, GENERAL 6,824,000
Brooms, brushes, mops, etc. 850,000

PLANNED ...

An $800,000.00 expansion of
KBTV's studio and office fa-
cilities . . .

Pius the purchase ofta Denver
radio station.

PRODUCED . .

A news department directed
by Arthur J. Smith that keeps
pace with the tempo of the

world.

PROGRAMMED . ..

The “EXPEDITION COLO-
RADO" series, winner of a
TV-Radio Mirror Gold Medal,
the BM| award and the ABC-
TV Network award as the best
local production in the Expe-
dition series.

idea
television...

In Denver ... KBTV is “'idea television"

at KBTV

in Denver

we plan, produce

KBTV ..o 9

1089 Bannock Street - Denver
AM 6-3601

and program ideas... ;"
that work.

JOHN C. MULLINS, President
JOE HEROLD, Station Manager

Represented by
Peters, Griffin and Woodward
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FARGO is America’s

MIGHTIEST MITE!

Fargo is the retail trading center for more than
500,000 people in the rich Red River Valley—
and also has over 200 wholesale distribution
firms!

WDAY-Radio serves more than 75,000 Fargo-
Moorhead people alone — more than 25,000

farms. And the Fargo metropolitan area is No. 1
in the Nation, in Retail Sales Per Family!

WDAY-Radio really delivers the bulging
“buying-power” audience in its 55-county market
—54% more adults listen to WDAY-Radio than
the next station! Ask PGW for details!

WDAY

FARGO, N. D.

NBC ¢ 5000 WATTS
970 KILOCYCLES

PETERS, GRIFFIN, WOODWARD, INC,
P Exclusive National Representatives




S RUE Y L Gl e el

=N

NB MEMBR:Bem _ ST*UF TH

drop in and see us in the M-G-M TV Hospi-
tality Suite — C540, Sheraton-Park Hotel... |
Look forward to seeing you... |




NEW ERA

NTV

They’re here! Thirty memorable M-G-M post-1948 feature films usher in
the dawn of a NEW ERA in television feature film programming. Studded
with big name stars, studded with big M-G-M type entertainment.
Everything that’s necessary to bring a fresh new and exciting change
to television feature film programming. Let’s get together soon. ...

METRO-GOLDWYN-MAVYER TELEVISION

1540 BROADWAY, NEW YORK 36, N.Y./ JUDSON 2-2000




PERSONALITIES

* MATURE, ESTABLISHED
PERSOMALITIES » AWARD
WINNING NEWS * EX-
CLUSIVE HELICOPTER
TRAFFIC REPORTS *
FIGHTING EDITORIALS
ADULT MUSIC *

WPEN

THE STATION OF THE STARS
CALL GILL-PERNA, INC.

NEW YORK
SURRENDERS T0 MARS

RS are
zing sounds from MA A
?v?;Zpingg through New Yi’-ﬂ; (ilrt;y
— capturing the imagina 1% 3
loyalty of listeners to . N
The same is true 10 mgrket; acr "
the country. WLS in C ch';gir;
WIP in Philadelphia, WXYZ b
Detroit and 47 other stations et
report that no audience 18 lmlglo i
to these top-‘rate soun s}
MARS. A rating rampage’
Wwill yours be the one stitéq’n
your market to reach ?

in

See Us at THE SHOREHAM

MARS BROADCASTING,INC.
575 Hope Street:,
Stamford, Connecticut

New York;
VB, d:wWXYZ,
Wheeling;

.

Rochester; WPTR, Albany:
WGH New:::( I}:;s; MBR, .la:kmnvnll:i
Weks “iiami; WALT, Tamea; WLOE. Gr
KR WHHM, Memphis; WKDA, Mashvicti
%RU:A' Toronta; WSAI, Clm:umcm;F 4 ru:
M polis; WaKI, Aflanta; WOLF, Syes
e l‘?‘K'I’;.’U)( ] x; KIMN, DenverbK o
glzl’éhomo ‘City; WMEX, BOS'OH;BK: rsf'ield:
Louis; XDEO, gon Diego, K i c:ma ;
KFXM, San Bernordino: KTK;[.b?u:s !
How'd ja Vike to join THIS clul

China, glassware, crockery,

containers 1,293,000
Disinfectants, deodorizers 1,359,000
Fuels (heating, etc.) 303,000
Insecticides, rodenticides 1,547,000
Kitchen utensils 98,000
Miscellaneous 1,374,000

NOTIONS $ 91,000

PET PRODUCTS 8,196,000

PUBLICATIONS 2,770,000

SPORTING GOODS, BICYCLES, TOYS 5,559,000
Bicycles & supplies ,000
Toys & games 5,203,000
Miscellaneous 325,000

STATIONERY, OFFICE EQUIPMENT 451,000

TELEVISION, RADIO, PHONOGRAPH,

MUSICAL INSTRUMENTS 987,000
Radio & television sets 198,000
Records 705,000
Miscellaneous 84,000

TOBACCO PRODUCTS & SUPPLIES 35,686,000
Cigarettes 31,525,000
Cigars, pipe tobacco 3,643,000
Miscellaneous 518,000

TRANSPORTATION & TRAVEL 4,151,000
Air 3,046,000
Bus 361,000
Rail 651,000
-Miscellaneous 93,000

WATCHES, JEWELRY, CAMERAS 4,426,000
Cameras, accessories, supplies 734,000
Clocks, & watches 524,000
Jewelry 99,000
Pens & pencils 2,861,000
Miscellaneous 208,000

OPEN MIKE &

Good job

EDITOR: You did a good job of cover-
ing the first part of the AAAA meet-
ing. . . . —John G. Mapes, Executive
Committee Chairman, Hill & Knowlton
Inc., New York.

No rival for radio

EDITOR: The crucial role which radio
played in the recent French army in-
surrection should be placed on record.

(1) The first news of the Generals’
revolt in Algiers reached the outside
world when the paratroops seized con-
trol of Algiers Radio and broadcast a
general incitement to mutiny. . . .

(2) On April 22, the French gov-
ernment ordered Radio-Diffuston Fran-
caise (the French national radio net-
work) to . . . stay on the air through-
out the night because the government
deemed it essential to “remain in close
contact with the population. . . .” The
same procedure was used the following
night. . . .

(3) The collapse of the insurrec-
tionary movement . . . became known
to the outside world exclusively through
reports put out by news agencies and
radio organizations who were monitor-
ing the rebel-held radio stations in
Algiers. . . .

This whole episode of momentous
recent history again proves that in

\S

IN WORDS OF
ONE SYLLABLE. ..

A man who pays to get a thing, as a
rule, wants it.

Or needs it. Or both.

This is true for things men read—as
wellas things they eat or wear. Which
is why we think it makes sense to
look for the ABP sign in the books
in which you plan to run your ads.

For the ABP sign in a book means
it goes to men who want it. It is a
sign they have paid to get it. And
with some of them—a lot of them, in
fact—it is a sign they need it.

When you pay for space to talk to
men who can buy what you have to
sell, it’s a good thing to keep this in
mind. For if they want the book in
which you run your ad, there is a
good chance they will see it and read
it. And if they need the bock in-
their jobs, the chance is more than
just good. It's what we used to call
a lead pipe cinch.

When you buy space to talk to men
you want to sell, buy it in the bocks
they buy—books that are proud to
stand a plain old test of worth: cash.
You canspot them through this sign:

L ¥
$550¢Cs4 W10 s
& o é‘/ \’o
)
o w <
c F4 K]
0\ ﬂBp N ‘:\ o
o) 3 M/ o
Sy pu'\-\o ch L “\

The pfus value of paid circulation is “wantedness”

.}". BROADCASTING

m——d  THE BUBNESIWEEALY OF TELEVISION AND RADIO

BROADCASTING is the only publication
in its field qualifying for
ABC and ABP membership.
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Wiltiam R. McAndrew, Jutian Goodman, Rex Goad, Leonard Allen, Donald Meancy, NEW YOR}
Executive Vice Vice President, Manager, NBC News Manager, Foreign News Manager, National News Simon Avnet,
President, NBC News NBC News Cameraman

NEW YORK NEW YORK NEW YORK NEW YORK NEW YORK NEW YORkK
Dave Garroway Irving Gitlin, Chet Hagan, Producer Chet Huntley Frank McGee Joseph Micha

Executive Producer

¢

NEW YORK NEW YORK NEW '(ORK WASHINGTON WASHINGTON WASHING1
‘Thomas Priestley, Joseph Vadala, Albert Wasserman, Robert Abernethv Martin Agronsky Arthur Barr.
Cameraman Cameraman Producer Capitol Hill

WASHINGTON ASHINGTON WASHlNGT(;N WASHINGTON WASHINGTON WASHINGY

Lou Hazam, Prodicer Herbert Kaplow Bradford Kress, Eimer Lower, Robert McCormick Ray Scherer,
Cameraman Bureaie Chief White Hotuse

S

LONDPON LOS ANGELES LOS ANGELES LOS ANGELES ROME ROME

John Peters, Cameraman Gene Barnes, Roy Neal Elmer Peterson Irving R. Levine Edmondo Ric
Cameraman Cameraman

p ¥ 7. (& ” e AN oo £ P PN >
CHICAGO DALLAS HONG KONG LAOS MOSCOW NEW DELHI

Bruce Powell, Maurice Levy, James Robinson Grant Wolfkill, John Chancellor Welles Hanger
Cameraman Cameraman Cameraman
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NEW YORK
Frank Blair

NEW YORK
Edwin Newman

WASHINGTON

David Brinkley

WASHINGTON
David Wiegman,
Cameraman

TOKYO

Yung Su Kwon,
Cameraman

PARIS
John Rich

R
NEW YORK

Reuven Frank, Producer

NEW YORK
Robert Northshield,
Producer

.\;":
WASHINGTON

Peter Hackes

LONDON
Guy Blanchard,
Cameraman

BONN

Piers Anderton

RIO DE JANEIRO
Wilson Hall

NEW YORK

Pauline Frederick,
United Nations

NEW YORK

Leon Pearson

WASHINGTON
Richard Harkness

4

LONDON
Joseph C. Harsch

BUENOS AIRES

Kenneth Bernstein

SALISBURY,
RHODESIA
George Clay

60 REASONS
WHY MORE
AMERICANS
FOLLOW THE
NEWS ON NBC
THAN ON
ANY OTHER
NETWORKS

The 60 key news people shown here
are part of NBC News. In all, there
are 613 executives, correspondents,
producers and cameramen, based in
75 countries around the globe. It is
the largest broadcast news organiza-
tion in the world.

More importantly, NBC News today
provides the nation with its most
versatile and comprehensive sched-
ule of news and public affairs pro-
gramming, originating each week
more than 82 hours of regularly
scheduled television news (plus
major television news specials on an
average of 10 a month), more than
17 hours of radio news, and close
to 83 hours of news on NBC-owned
stations.

In recent weeks NBC News pro-
grams have earned some 20 major
awards. Among these honors: two
George Foster Peabody Awards;
three Saturday Review Awards; the
Ohio State Award; two Sigma Delta
Chi Awards; the Polk Award; four
Overseas Press Club Awards; the
McCall's Golden Mike Award; the
Headliners Award; and the Camera-
man of the Year Award.

The dynamic brand of broad-
cast journalism which has won
this special recognition
has also won the largest
news audiences in the
country.




HEALTHIER
SALES

FOR YOUR RADIO STATION WITH
AMERICA'S ONLY INTERNATIONAL
HEALTH PROGRAM & PERSONALITY!

CARLTON FREDERICKS'
LIVING SHOULD BE FUN
Five 25-minute
shows per week,
offered exclu-
sively on a one-
station-per-mar-
ket basis, with
firm commitment
from national ad-
vertiser to buy
the Carlton Fred-
ericks Show im-
mediately on
YOUR station.

Ameru:a s Forémost
Nutritionist
Carlton Fredericks, Ph.D.

Top Radio Stations SELL Carlton Fredericks’
LIVING SHOULD BE FUN
WOR
New York, N. Y.
WLW
Cincinnati, Ohio
WGAR
Cleveland, Ohio
UM

WLAC

Nashville, Tenn.
WEBEC

Pittsfield, Mass.
WMTN
Morristown, Tenn.
WTUX
Wilmington, Del.
WFMD
Frederick, Md.
WLAK

Lakeland, Fla.
KGB

San Diege, Calif.
WDEF

wC

Cumberland, Md.
W)

Jamestown, N. Y.
WDOE

Dunkirk, N. Y.
WwGGO
SKaIamsam:a, N. Y.
LiIue Rock, Ark Chattanooga, Tenn.
KWKH WDXR

Shreveport, La. Paducah, Ky.
WAAP KFH

Wichita, Kansas
WWVYA

Wheeling, W, Va.
WLAY

Grand Rapids, Mich.

Peoria, 11l
WM}
Philadelphis, Pa.
KGON

Portland, Oregon
WHAM
Rochester, N, Y.
WIBX

Utica, N. Y.
WBOF

Norfolk, Va.
WKYW

Louisville, Ky.
WNAC

Washington, D, C.

WENY

Elmira, N. Y.

wJoY

Burlington, Vt.

KXYZ

Boston, Mass. Houston, Tex.
L

w
New Orleans, La. Tampa, Fla.
KLZ WiMX

Florence, S. Car.

gle_;_wser, Coalo. w§ %R .

on, Tenn. indsor, Conn.
acksc WAQE
Los Angeles, Calif. Baltimore, Md.
WJAN WVMC
ishpeming, Mich. Mt. Carmel, Il
WPAZ KPHO
Pottstown, Pa. Phoenix, Ariz.
WVDH WRAM
Gainesville, Fla. Monmouth, (I,
wlos WRSA

Tawas City, Mich.
WGAC

Augusta, Ga.
KQA

Saratoga Springs, N. Y.
wwop e
Buffalo, N. Y.
wWMUZ
Detroit, Mich.

WMN WRUL
Menomonie, Wis. World-Wide Bd'csting
e P R

during NAB Convention

contact

DAVE NATHAN

AustinE. Minn.

CF PRODUCTIONS, INC.
Ambassador Hotel
Wash, D. C NAtional 8-8510

in New York
T Park Avenue
N.Y. 16, N.Y. « MU 5-8757

40 (OPEN MIKE)

times of national emergency radio has
no rival as a means of communication.
—Noel Bernard, Chief of International
Operations, Radio Press International
Inc., London.

‘Sound’ advice

EDITOR: I agree with your editorial
(EprroriaLs, April 24) that broadcast-
ing today is a major journalistic force.
It has the potential of becoming the
prime informational medium if it wants
to be.

May I record a criticism of too many
radio stations, particularly independents,
who try to outdo each other elec-
tronically in introducing their news pro-
grams? We're familiar with identifying
themes composed of clanging bells,
zooming jets, speeding trains, sputniks
in orbit. Some ambitious newsmen or
engineers combine all of these into one
maddening meringue that sends a lis-
tener to his nearest newspaper! These
latest innovations replace the old-hat
telegraph ticker or “atmosphere” we got
when we shoved a mike into the teletype
room to give our newscast the “big city
desk’ excitement.

Will sonmieone with a sensible, straight-
forward, honest introduction to a news
program please step up?—Howard Stan-
ley, Howard Stanley Advertising Agen-
¢y Inc., Norfolk-Portsmouth, Va.

The Florida story

EDITOR: My sincere congratulations for
your Florida market study (BROADCAST-
ING, April 17). This is a most interest-
ing and detailed presentation of the
state’s industry, both current and poten-
tial, and I feel that will be effective in
attracting new business enterprises to
Florida.—Sen. Spessard L. Holland (D-
Fla.).

EDITOR: . . . Thought I would call your
attention to the fact that when Jackson-
ville builds a city hall it doesn’t fool
around. The city hall here is 15 stories,
not 6, as reported in the Florida story.
. . . The new county court house is six
floors.—Tom W. Mahaffey, Advertising-
Promotion Director, WIXT (TV) Jack-
sonville, Fla.

EDITOR: . .. It is an impressive piece.—
Wallace H. Jones, industrial representa-
tive, Florida Development Commission,
Tallahassee.

[Reprints of the Special Report on Florida
are available at the following rates: single

copies, 25 cents per reprint; in quantities of
100 or more, $15 per 100 or 15 cents per copy.]

A pat on the back

EDITORS . . . Our local paper, The Oak
Ridger, in a recent editorial compli-
mented us for bringing the state basket-
ball tournament in Knoxville to local

Y, CALIFSRMIA

What's this got to do with
your time buy in this mar-
ket? Just this: We've always
felt advertisers on this sta-
tion deserve expert technical
handling of commercial
material, on film, live or
film in combination with
local-live tags. That’s why
KJEO-TV. is famous in
Central California for its
engineering skills, top an-
nouncers, its overall cam-
paign for an “Air Time
Corporate Image”’—and this
means confidence your time
buys on KJEO-TV get sell-
ing attention from experts.

our
ratings? I Weve gOf Them!
Check with your nearest H-R representative

our ::.:;‘T'""*"}

=
t k
] L T

LYY Bl

CHANNEL 47
Fresno, California
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1 During the daytime  from sign on to 6:00 PMWTVR is completely dominant with share of
audience, divided as follows:

NIELSEN ARB

WTVR 50 % 4 %
B 21.5% 20.4%
C 27 % 35.1%

2 During the nighttime 6:00 PM-12:00 Midnight, Sunday through Saturday, WTVR, already
in No. 1 place, continues to increase.

NIELSEN ARB

WTVR 37 % 40.4%
B 35 % 33.4%

C 27 % 26.1%

From sign on' to sign off basis, WTVR’s share of audience is 50% greater than its nearest
3 competitor according to ARB and 68% greater according to Nielsen:

NIELSEN ARB

WTVR 45.8% 43.1%
B 26 % 28.7%

C 27.3% 28.1%

4 WTVR in average homes delivered is again completely dominant from sign on to sign off
being 53% greater than its nearest competitor according to Nielsen and 72% greater accord-

ing to ARB:
NIELSEN ARB
WTVR 26,600 27,400
B 15,100 15,300
17,300 15,900

Source: NIELSEN and ARB, March, 1961

WTVR &

FOR THE BEST BUY IN RICHMOND, VA.
CALL BLAIR TELEVISION ASSOCIATES

CBS

TELEVISION
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FINEST PROGRAMMING

WIEF-FM, Grand Rapids, Mich.

CARL E. LEE, Executive Vice President
and General Monager

“Because of its product, its undup-
licated programming, and its un-
touchable library, Programatic is an
integral part of our FM program-
ming. Our mail and telephone calls
convince us that the concepts of
Programatic are welcomed by the
listening public.”

SAVES MONEY

WFGM-FM, Fitchburg, Mass.
DAVID M. MEYERS, President

“Programatic has let us add FM to
our existing AM operation without
increasing payroll costs. We've actu-
ally saved a sizeable sum. Sales are
picking up and I'm optimistic about
the future. We couldn’t have done it
without Programatic.”

ADVERTISER RESULTS

KHOL-FM, Holdrege, Nebr,
JACK GILBERT, Station Manager

“We're almost a 100% Programatic
station. We’ve rung up sales of full-
hour, S2-week contracts with 34 cli-
ents without a single cancellation,
and are confident we'll do much the
same with renewals.”

PROFIT AND PROGRAM
IMPROVEMENT

WSIX-AM-FM-TV, Nashville, Tenn.

LOUIS DRAUGHON, Owner-Opercior

“When we started looking for a basic
service our goal was to make our
FM operations self-sustaining, even
profitable, while improving our pro-
gramming. We found just what we
were looking for in Programatic.
Programatic dld and is doing a com-
mendable job.”

With regular additions of new music
—instrumental and vocal-—program
services and audience building tech-
niques, Programatic has already be-
come a great boon to its ever
growing roster of subscribers.

¢~ Here’s what 5 top
\, broadcasters say:

b -

BONUS TIME OPPORTUNITY

KPHO-AM-TV, Phoenix, Arizona
RICHARD B, RAWLS, Vice President

“We decided to put the midnight to
dawn hours to work. In Programatic
we found the perfect program sery-
ice. Economy, Reliability, Prestige...
Programatlc has them all. After 18
months, we’re still enthusiastic over
the service and the results.”



Programatic announces a sparkling new programming concept—Q- Vation Music.
A radio programming milestone, O-Vation heralds the finest adult music avail-
able today. And what entertainment. Exciting new arrangements. New music!
New artists! A totally new sound!

Naturally we want everyone to get acquainted with the unique new features of
O-Vation Music. We believe it can make your station operation even more
audience-appealing, more profitable.

See the remarkable automated Programatic equipment, hear
the great new O-Vation sound during the N.A.B. Convention
at the Programatic Exhibit, Area #5, Shoreham Hotel. You’ll
find out why Programatic rates its compliments, and how you
can get O-Vation Music exclusively in your market.

AEEE N E N EE NSNS EEEEESEER
PS

Programatic Broadcasting Service
229 Park Avenue South, New York 3, N. Y.
1 am interested in Programatic — exclusive for my market.

1 want to hear how the “Sound of Success' can build my profits.
Send me the facts — fast!

“the Sound of Success”

Name
TO WORK FOR YOU
Adult Music «+ Automated Equipment. Addreis Station
Ci'y Zone. State.
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What they see on

WJA( TV

Smart advertisers are cleaning up
in the Johnstown-Altoona market
by using WJAC-TV.

They can't miss! Both ARB and
Nielsen rate WJAC-TV tops, month
after month. And those statistics
represent product-purchasing peo-
ple, who buy what they see on
WJAC-TV.

Advertise your product on WJAC-
TV, and get ready for sales action!

For Complete Details, Contact:
HARRINGTON, RIGHTER
AND PARSONS, INC.

New York Boston Chicago Oetroit
Attanto Los Angeles Son Froncisco

JOHNSTOWN - cHANNEL 6
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fans. . We are highly competitive
with this newspaper and always have
been. . . . I wish other stations who are
doing a good job could feel the pride
and satisfaction of having their compe-
tition pat them on the back for a job
well done. It seems to make all the
effort worthwhile. .—Samuel P.
Thrower, President and General Man-
ager, WATO Oak Ridge, Tenn.

The fm story

EDITOR: . Your article on the fm
situation was second to none. Feature
articles on fm are few and far between.
All the great descriptive adjectives
which have been showered upon you
in regard to the article are 100% justi-
fied.

Could you please send two dozen re-
prints. . . . —Richard Ross, WDRN
(FM) Darien, Conn.

EDITOR: Please send us five reprints. . . .
—James W. Poole, Station Manager,
WFLS Fredericksburg, Va.

EDITOR: Please send 100 reprints. . . .
—Rev. Hugh M. Beahan, Director,
Diocesan Office of Radio & Television,
Grand Rapids, Mich.

EDITOR: Please ship me 10 reprints. . . .
—William I. Rough, Operations Man-
ager, WOWI New Albany, Ind.

EDITOR: Please send 50 reprints . . .
—Sid Roberts, Manager, WFMF (FM )
Chicago

EDITOR: Please send us 50 reprints. . . .
—Bill Currie, Station Manager, WRAL-
AM-FM Raleigh, N. C,

EDITOR: . May we have 50 re-
prints? . . . —Thomas E. Steele, Man-
ager, KBBI (FM) Los Angeles.

Where Conelrad’s neaded

EpITOR: I would like to commend you
for [the Conelrad) article (GOVERN-
MENT, April 10). ... Should disaster. ...
occur . . . the citizens of Birmingham
will most certainly evacuate [and most
will) want to stop when they reach Syla-
cauga, about 50 miles south. This is
where Conelrad needs to be. . . . We

. are completely unable . . . to pro-
cure either emergency generators [or]
Conelrad equipment . . . which would
do more good on an arterial escape
route than in a devastated area.

. We at WMLS can do more good
than an entire national network [that
has] gone dead with the downed lines
and microwave towers. . . . We want
to . .. participate . . . but . . . let's keep
the scope and pace at a practical level.

. .—Jim Rutledge, Chief Engineer,
WMLS AM-FM Sylacauga, Ala.
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Two more Color-Firsts have been enjoyed by
the Fort Worth-Dallas area television audience.

The gay parade heralding the opening of The
Southwestern Exposition and Fat Stock Show was
televised in living color by WBAP-TV.

The exciting Fort Worth rodeo, the world’s first
indoors, was also telecast by the Fort Werth
Star-Telegram station in living color.

All local live studio presentations by the pio-
neer station in Texas are now telecast daily in
full color.

Paar for Texas —
in color, too!

i
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Color television is the super-market super-sales-
man of today and tomorrow.

Just as the persuasive colors of modern packag-
ing cause the home-maker to reach a little faster
for colorful products, color television causes the
home-maker to take special notice of your prod-
ucts while she is deciding on her purchase.

Take advantage of the complete-color facilities
offered by WBAP-TV in the Fort Worth-Dallas
market, including two RCA color-equipped tape
recorders.

FORT WORTH: 3900 BARMNETT ST.—DALLAS: 1900 NORTH AKARD

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



W\CHIGAN
aRCHING FORWARD

Michigan Week
May 21-27

New horizons are dawning everywhere in mighty Michigan, center of the dynamic
Great Lakes region. In industry, science, transportation, community development, and
other fields, exciting new projects are pointing the way to even greater economic
strength and vitality.

We invite you to march forward with Michigan—to share in the benefits of its growth
and expansion. A good place to start is the WWJ Stations in Detroit, basic sales media
in the business heart of the state.

W WJ rabio

Deltroit’s Basic Radio Station

= WWJ-TV

Michigan's First Television Station

NATIONAL REPRESENTATIVES: PETERS, GRIFFIN, WOODWARD, INC. « OWNED AND OPERATED BY THE DETROIT NEWS
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Kennedy, Minow, Collins vitalize NAB

DYNAMIC NEW LEADERS,

The New Frontier and one of its
most-regulated national industries will
meet face-to-face this week. Several
thousand broadcasters converged on
Washington at the weekend to

» Review what the new administra-
tion has done to them in its first 100
days, and

» Get a preview of what Washington
will be up to next.

The top figures in government will
meet under NAB’s umbrella during the
next several days. They include Presi-
dent John F. Kennedy, who speaks
Monday morning; FCC Chairman New-
ton N. Minow, Tuesday luncheon speak-
er; the entire FCC, at a Wednesday
morning few-holds-barred session, and
members of Congress.

At stake for broadcasters will be what
kind of and how much control over
their daily operations can be expected
from those presiding over their destinies.

Problems Galore = The operating
problems are boundless—government
program controls, station breaks, sales
of properties, advertising ethics, techni-
cal performance, monitoring and sta-
tion checkups interlocked with license re-
newals, multiplexing and stereo, educa-
tional tv, election and campaign cover-
age, monopoly probes, pay television,
tv violence, network option time and
plans to overhaul the way the FCC con-
ducts its own business.

In the face of this accumulation of
governmental pressures the NAB will
introduce its new president, Gov. LeRoy
Collins, an experienced administrator
and politician in his own right.

m On tap in Washington—events at the Convention . . ..
W Will JFK ask for voluntary censorship? ............
m Inter-American Association of Broadcasters meets. ..

B American Women in Radio & Television hear Collins . ..

NEW PROBLEMS MAKE CONVENTION IMPORTANT

Under Gov. Collins’ leadership the
association is stepping up its voluntary
house-cleaning through strengthened
codes, programming projects, advertis-
ing checks and a critical self-analysis.

Gov. Collins has brought to the seat
of government personal acquaintance
with highest figures in Washington life.
His record as governor of Florida and
as permanent chairman of the Demo-
cratic convention last summer are natur-
ally well-known in the nation's capital
and his ability as a salesman is believed
behind President Kennedy’s acceptance
of an invitation to address the NAB at a
period of international and national ten-
sions.

Two approaches to national broad-
casting performance will thus dominate
the convention—the government’s some-
what paternalistic use of confused legis-
lative and regulatory powers and the
industry’s self-regulatory moves.

Censorship » The newest issue thrown
into the broadcast scene is President
Kennedy’s recent proposal that news-
paper publishers consider the national
interest as well as news merit in deciding
what to print. The White House has
since explained that broadcasters and
other news media come under the rather
vague but sinister proposal for some
form of self-censorship (see story page
48).

This Presidential request adds a so-
lemn, almost warlike aspect to the con-
vention, which takes place in a capital
shaken by government efforts to cope
with the intensifying cold war. In effect,
the failure in Cuba and the Communist

campaigns in the Far East have landed
right on the broadcaster’s doorstep.

Gov. Collins and the industry are far
from accord on many of his approaches
to voluntary policing of programming
and standards. The governor's Monday
luncheon speech will be directed to his
concepts of industry performance and
association operation. Listening closely
will be networks, asked to provide
“blue-ribbon” programs in “prime time,”
and individual broadcasters who will be
exposed for the first time to his low-
pressure, but eloquent type of oratorical
persuasion.

Important Events = All this adds up
to four of the most intriguing days in
broadcasting history.

It may not be the largest NAB con-
vention in history, judging by the ad-
vance registration list (BROADCASTING,
May 1), but it promises to be excep-
tionally revealing as such new office-
holders as President Kennedy, Chair-
man Minow and Gov. Collins make
their NAB convention debuts.

An unusual feature of the 1961 con-
vention will be the exceptional oppor-
tunity for broadcasters to meet socially
and in informal discussion with those
who enact the laws and hand down the
regulations.

The glittering social peak will be
reached Tuesday evening at the NAB’s
government reception. Already over 700
guests have accepted invitations to join
with perhaps 3,000 broadcasters at 5:30
p.m. in Sheraton Hall. Sheraton-Park
Hotel, largest hotel ballroom in the Capi-

continued on page 50

page 72
page 48
. page 80
page 83

@ Committees which planned for 1961 NAB Convention . . page 52
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President to ask radio-tv censorship?

‘VOLUNTARY’ CODE AND CENSOR STAFF READY FOR IMMEDIATE USE

The first peacetime censorship in U. S. government his-
tory may be invoked unless the news media massively
resist it.

President Kennedy has already suggested that news-
papers withhold information of value to the nation’s
enemies. In an April 27 speech to the American News-
paper Publishers Assn. he said: “If the press is awaiting
a declaration of war before it imposes the self-discipline
of combat conditions, then I can only say that no war
ever posed a greater threat [than the Communist bloc now
poses] to our security.”

Whether he will make a similar appeal to broadcasters
during his appearance today (May 8) at the NAB conven-
tion could not be learned. But last week his assistant news
secretary, Andrew Hatcher, told BroaDCASTING that the
President’s remarks about newspaper self-discipline applied
equally to radio and television.

The President has scheduled a conference tomorrow
with leaders of the American Newspaper Publishers Assn.,
the American Society of Newspaper Editors, the Associated

Press and United Press International. Voluntary censor-
ship will be discussed.

In his ANPA speech the President said that “no govern-
mental plan should impose its restraints against your will,”
and he added that he was “not suggesting any new forms
of censorship or new types of security classifications.”
What he did not mention, in his speech to the publishers
was that the apparatus for voluntary censorship admin-
istered by the government already exists.

A stand-by cadre of an Office of Censorship has been
on active reserve status for several years, and a stand-by
code of voluntary censorship was approved by the govern-
ment in 1958. BROADCASTING exclusively published the
text of the code in its issue of Aug. 4, 1958.

Last week an official of the Office of Civil and Defense
Mobilization referred a reporter to BROADCASTING's 1958
report with the remark that this magazine’s version of the
code was “95% correct.” The text of the code is reprinted
below for the information of broadcasters.

Code of Censorship

To all newspapers, magazines, radio
and television stations, and other con-
veyors of information to the public:

This code is issued pursuant to in-
structions of the President. It is essen-
tial that no information of possible
value to our enemies be made avail-
able to them. Until detailed guidances
are promulgated, all media are asked
not to publish or broadcast! informa-
tion in the following categories unless
the information is made available for
publication or broadcast by appropri-
ate authority or if no objection is
found by the Office of Censorship.

The code is but a guide and cannot
cover all possible contingencies. Ask
yourself always, “Is this information
I would like to have if 1 were the
enemy?”’ and then act accordingly.
Use of implication or speculation as
a device to convey information help-
ful to the enemy undermines the pur-
pose of voluntary censorship.

If anyone is in doubt, in any par-

1 There are three types of broadcast
media with which this code deals: stand-
ard broadecast stations, fm broadcast sta-
tions, and television broadcast stations,
The signals of standard broadcast stations
can be disguised in such manner, through
the system known as Cenelrad, as to as-
sure reasonable defense against their use
by an enemy as bembing target patterns.
Fm broadcast stations and television broad-
cast stations signals, however, cannot be so
disguised because of their characteristics.
This cede anticipates, therefore, that there
will arise circumstances other than those
here covered in which some broadcast fa-
cilities may remain on the air in eertain
emergencies, when others perforce must
remain silent. In such cases, the Office of
Censorship will be concerned only with
those that are broadcasting. Any question
arising with respect to the silent stations
should be addressed to other government
authorities. The identity of those authori-
ties will be ¢ommunicated to stations in
due course.

ticular case, whether the information
in question would aid the enemy, he
should ask for clarification from the
Office of Censorship, which can be
reached by mail at the Office of Cen-
sorship, Washington 25, D. C, or by
telephone or -

War Plans

War plans, or diplomatic negotia-
tions, or conversations which concern
military operations.

Attacks

Information about actual or im-
pending enemy attacks on continental
United States, its territories or posses-
sions, and its establishments abroad
or those of its allies.

It must be borne in mind constantly
that in possible nuclear warfare, in
particular, every editor and broad-
caster should assume responsibility in
preventing panic and needless loss of
life. It would be most damaging to
the public interest to circulate the
following:

1. Rumors, unconfirmed reports
and speculation about destruction of
life or property or fallout possibilities
until officially announced.

2. Information about actual or im-
pending enemy attacks on continental
United States, its territories or posses-
sions, and its establishments abroad.

3. In case of attack, broadcasts,
regardless of context, concerning an
impending raid or during a raid, ex-
cept as authorized by appropriate au-
thorities.

It is requested that publication of
radio or television broadcasts imme-
diately following an alert or an attack

be limited to official announcements
except for:

1. The fact of the attack and the
general, but not the specific, area of
its impact;

2. The bare fact that defense meas-
ures are being taken.

Except as officially announced, the
nature of the attack (whether conven-
tional or nuclear, whether by air, mis-
sile, or otherwise, or how many
planes, missiles or other weapons
were involved) should not be dis-
closed or estimated.

After an attack appears to have
ended, there is no objection to general
descriptions of what has happened
provided such reports (except for
official announcements) do not:

1. Deal with or refer to uncon-
firmed versions or rumors.

2. Estimate the strength of the at-
tacking force, such as the number of
planes or missiles; or their position
or routes;

3. Estimate extent of casualty or
make any reference to damage to mil-
itary objectives such as fortifications,
railroads, ships or industrial plants en-
gaged in war work;

4. Describe except in the most gen-
eral terms the counter-measures of
defense.

At no time should photographs,
films, or live television programs por-
tray any more information than is
given official clearance by appropriate
authority or the Office of Censorship.

As used in this section, and else-

. where in this code, the term “offici-

ally” means by authority of consti-
tuted federal officials under the com-
mander-in-chief, and does not include

BROADCASTING, May 8, 1961



local police or other municipal officials
unless federal officials have turned
over complete authority to them in an
emergency.

In short, it is vital that the enemy
should not learn from our press or
broadcasters just what he has done
with his bombs, shells or missiles. On
the other hand, there is left consider-
able scope for news enterprise. It is
not intended to place any barrier to
the reporting of such matters as feats
of heroism, incidents of personal
courage, or response to duty of the
military or civil defense worker.

Allied Forces

Location, identity, composition,
equipment, movement or prospective
movement of United States (allied)
Army, Navy or Air Forces units.

Identification of combat casualties
until made available by the concerned
military department or next of kin.

Ships
Identity, location, character, de-
scription, equipment, assembly, parts,
movements, and prospective move-
ments of naval vessels, transports, and
convoys, whether of the United States,
its allies or the enemy, by sea or air.
Identity, location, cargoes and
movements of merchant vessels of any

nationality.
Existence of mine fields or other
harbor defense, including secret

guides to navigators, by sea or by air.

Production, launchings or commis-
sioning of vessels, aircraft, or missiles
of any type of the United States, its
allies or the enemy, by sea or by air.

Information about the sinking or
damaging of war or merchant vessels
of the United States, its allies or the
enemy.

Aircraft and Missiles
Disposition, composition, move-
ments, missions, or strength of United
States, allied or enemy air units; mili-
tary activities or commercial airlines.
Production data, including informa-
tion concerning new and current mili-
tary aircraft and related items of

equipment, including missiles.

Fortifications and Installations

Location and description of fortifi-
cations, coast defense emplacements,
anti-aircraft guns and other air de-
fense installations, including defense
installation details of public airports
used for military purposes; location
or description of camouflage objects.

Production

New or secret weapons, identity
and location of plants making them;
secret designs, formulas, processes or

BROADCASTING, May 8, 1961

experiments connected with the war.
Rate of production, stockpiling and
consumption of any specific type of
war materiel used in or for specialized
military operations.
Location, movement or transporta-
tion of war materiel.

Military Intelligence

Information concerning war intelli-
gence or counter-intelligence, opera-
tions, sources, personnel, methods or
equipment of the United States, its
allies, or the enemy.

Classified detection devices.

Classified United States or allied
means or systems of military commu-
nications.

Sabotage or what could be profit-
able sabotage targets to the enemy.

War Prisoners

Information as to arrival, move-
ments, confinement or identity of pris-
oners of war.

Identity of persons arrested or in-
terned as enemy aliens; location or
operation of alien internment camps;
places of confinement of civilians con-
victed of treason, espionage, or sab-
otage; persons who have voluntarily
submitted themselves to protective

custody.

Travel

Information about the movements
of the President of the United States
or of other high ranking civilian or
military officials on diplomatic or mil-
itary missions for the United States
or its allies.

Photographs and Maps

Photographs or maps conveying
any of the information specified in
other sections of this code; aerial
photographs of harbors, war plants,
military or vital defense installations.

Weather

Weather forecasts or warnings other
than those officially issued by the
Weather Bureau under specific state-
ment that they are cleared for publi-
cation and/or broadcast. When ap-
propriately cleared forecasts or warn-
ings applying to areas within the
continental United States are received,
those published by a single newspaper,
or broadcast by a single radio or tele-
vision station should cover only the
state in which published or broadcast
and not more than four adjoining
states, parts of which lie within 150
miles of the point of publication or
broadcast. When appropriately cleared
forecasts or warnings applying only
to oceanic or coastal waters (includ-
ing storm, gale, or hurricane warnings
for coastal areas) are received, they

may be published or broadcast with-
out restriction as to area.

Wind direction or barometric pres-
sure in current, forecast, or past
weather (including summaries and re-
capitulations) except when contained
in emergency warnings released by the
Weather Bureau specifically for broad-
cast.

Weather maps less than one week
old.

Note: News stories and photographs
about current and past weather oc-
currences in the state of publication
and outside the state within 150 miles
of the point of publication may be
published but not broadcast. News
stories and photographs about weather
occurrences in other areas, especially
storms and other extremes, will be
appropriate for publication only when
specifically cleared through the Office
of Censorship. A consolidated table
containing temperature and precipita-
tion data for not more than 20 locali-
ties may be published but not broad-
cast. News stories, photographs and
films about weather occurrences in
any area will be appropriate for
broadcast only when specifically
cleared through the Office of Censor-
ship.

Interviews and Letters

Interviews with service men or ci-
vilians involving combat operations
outside the continental United States
(including accounts of escapes)
should be submitted before publica-
tion or broadcast either to the Office
of Censorship or the appropriate serv-
ice public information officer.

Letters from combat areas are cen-
sored in the field only for home con-
sumption, not for publication or
broadcast. When such letters are pub-
lished or broadcast, information in
conflict with provisions of this code
should be eliminated. Special care
should be used in handling escape ac-
counts to eliminate all escape details
and information which might lead to
reprisals or endanger future escapes.

Accredited Correspondents

No provisions in this code modify
obligations assumed by accredited
correspondents who accompany
United States armed forces.

War News Coming Into
the United States

Generally, war information origi-
nating outside the United States terri-
tory may be published or broadcast
if the information is carefully attrib-
uted (no material conflicting with the
code should be added in rewriting in-
formation received from abroad).
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LeRoy Collins (shown here with pic-
ture of his Tallahassee home) will be

Twoe New Frontiersmen who will share
top billing at NAB convention: Presi-
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on view for first time for most NAB
delegates this week.

dent Kennedy () and FCC Chairman
Newton Minow.

continued from page 47

tal. About two-thirds of Congress will
be there.

After the reception many of the state
broadcaster delegations will hold dinner
parties for their Representatives and
Senators. Here they will have a chance
to discuss their problems with legisla-
tors in the intimacy of private dining
spots.

Minow to Speak = FCC Chairman
Minow, who has been taking powerful
swipes at elderly traditions and jammed
dockets, is expected to state his concepts
of broadcaster responsibilities at the
Tuesday luncheon. He’ll have a chance
to argue some of his ideas at the Wed-
nesday morning rountable.

FCC’s biggest bomb of the season
came two months ago when the 1960 tv
option time decision was pulled back for
reconsideration. At issue is network-
affiliate relationship—how much pay for
stations and what time can the network
preempt. Last September, under Re-
publican chairmanship, the FCC cut op-
tion time in the four parts of the broad-
cast day from 3 to 22 hours. An anti-
trust aspect of option time is before the
courts.

Not on NAB’s agenda is a White
House study of regulatory agencies, in-
cluding the FCC, under direction of
James M. Landis, ex-dean of Harvard
Law School and once a New Deal ad-
ministrator. A fortnight ago the White
House sent to Congress a plan to give
the FCC chairman more power and
stiffen commission procedure. Dean
Landis was the architect of this plan.

Hill Busy = At this point Congress
steps into the FCC scene. Both Com-
merce Committees are planning hearings
on the reorganization. And in the offing
is a rumored Landis plan to set up a
radio spectrum czar to administer the
allocation of frequencies to government
and non-government users.

A number of important broadcasting
bills are in the legislative mill. These in-
clude a proposal to make permanent
last year’s suspension of the Sec. 315
free-time requirement in elections. A
half-dozen educational tv bills are in the
hopper. The Senate has passed one to
grant each state $1 million for etv. Then
there are bills to license networks and
restrict station sales; anti-pay tv bills;
proposals to reimburse political parties
up to $1 million for radio-tv time
bought for presidential and vice presi-
dential campaigns by major parties.
Approaching committee hearings will
cover the new regulatory proposals, net-
work licensing and tv's relationship, if
any, to juvenile delinquency.

Chairman Minow showed his willing-
ness to speak openly with those he
regulates by agreeing to impose no limits
on questions to be asked at the Wednes-
day morning panel, with the possible ex-
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Ohio’s tallest TV (1104 ft.) and FM
Antenna at (1000 ft.), plus new hi-power
FM, boosted to 35 KW., November, 1960.

Associated vith

WSB, WSB-TV, Atlanta, Georgia and
WS0C, WSOC-TV, Charlotte, North Carolina

BROAOCASTING, May 8, 1961

New maximum power TV thrust reaches
out to cover almost 3 million people in the
Dayton area (Ohio’s 3rd market). New hi-
power FM blankets a 22,000 sq. mile area.

and WHOLESOME !

Sensible programming variety — from good
music, news and sports to thoughtful
public service, local interest, and then some.

Check with George P. Hollingbery for data
on WHIO-TV and WHIG-FM, Dayton’s
High, Wide and Wholesome power and
programming pair.

Channel 1
," 'l. el Jﬁ

AM—1280 kG 8
FM—99.1 MC [
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ception of those dealing with specific
cases awaiting decision.

Etv Proponent = He's expected to
emphasize his enthusiasm for education-
al tv with federal aid; promise vs. per-
formance, with field hearings; stepped-
up enforcement of renewal procedures;
“vigorous application of the law”; im-
proved tone of programming, with offer-
ings for all audience facets; station pro-
vision for development of local talent;
alleged trafficking in stations at exorbit-
ant prices. And he’s known to feel that
ratings exert an important if not unfa-
vorable influence on programs, with
some thought they may come under the

FCC’s purview.

His two main assets for the post,
Chairman Minow has said, are the fact
that he want’s no job in the industry and
is not a candidate for reappointment
when his term ends.

Advertising, Too = The matter of de-
ceptive advertising will come up at the
convention in separate presentations
covering the NAB radio and television
codes. The Federal Trade Commis-
sion, headed by Chairman Paul Rand
Dixon, will not take an official role in
proceedings but FTC’s influence will be
apparent. This New Frontier watchdog
over advertising claims is reorganizing

to speed up its processing of allegedly
deceptive advertising.

Chairman Dixon has told the Assn. of
National Advertisers he expects to spank
advertisers who come too close to the
edge of the “thin ice of truth.” (BroaD-
CASTING, April 24). He said advertisers
know when they are at the deception
point, taking a calculated chance the
campaign can pay off before the FTC
catches up with it.

In the NAB presidency, a role he
assumed Jan. 4, Gov. Collins has made
it clear he feels “a sense of mission very
similar to that I have felt in public serv-
ice.” Back of it is a desite “to help make

Mr. Lindsay

Convention Committee; Merrill
Lindsay, WSOY-AM-FM Decatur,
Ill., and Dwight W. Martin, WAFB-
TV Baton Rouge, La., co-chairmen
(respectively vice chairmen of Radio
and Tv Boards); Campbell Arnoux,
WTAR-TV Norfolk, Va.; Thomas
C. Bostic, KIMA Yakima, Wash.;
Henry B. Clay, KTHV(TV) Little
Rock, Ark.; Robert T. Mason,
WMRN Marion, Ohio; C. Wrede
Petersmeyer, Corinthian Broadcast-
ing Corp.; Odin S. Ramsland, KDAL
Duluth, Radio Board chairman;
W. D. Rogers, KDUB-TV Lubbock,
Tv Board chairman; Jack S. Younts,
WEEB Southern Pines, N. C.

Resolutions Commiittee: John S.
Hayes, Washington Post Broadcast
Div., chairman; Robert C. Fellman,
WPDQ Jacksonville, Fla.; Tom John-
son, KTOK Oklahoma City; C. How-

Mr. Mason

Mr. Mar-ti;i

NAB convention committees

Mr. Petersmeyer

Mr. Arnoux

ard Lane, KOIN-TV Portland, Ore.;
A. Louis Read, WDSU-TV New Or-
leans; Jack Roth, KONQO San An-
tonio, and Willard E. Walbridge,
KTRK-TV Houston.

Credentials Committee: Robert
B. McConnell, WISH Indianapolis,
chairman; Lyell Bremser, KFAB
Omaha, Neb.; Robert W. Ferguson,
WTRF-TV Wheeling, W. Va.; John
R. Henzel, WHDL Olean, N. Y.;
John J. Laux, WSTV-TV Steuben-
ville, Ohio; James D. Russell, KKTV
(TV) Colorado Springs, Colo., and
Lester G. Spencer, WKBV Rich-
mond, Ind.

Ladies Committee: Mrs. LeRoy
Collins, honorary chairman; Mrs.
John S. Hayes as chairman. Mem-
bers include Mrs. Alfred R. Beck-
man, Mrs. Edmund G. Bunker, Mrs.
Joseph Goodfellow, Mrs. Frederick

Mr. Ramsland

-

Mr. Bostic

Mr. Rogers

Mr. Clay

S.Houwink, Mrs. Clair R. McCol-
lough and Mrs. Sol Taishoff.

Committee to escort Judge Justin
Miller for presentation of NAB Dis-
tinguished Service Award: J. Leonard
Reinsch, Cox Stations, FCC Com-
missioner T. A, M. Craven and G.
Richard Shafto, WIS-AM-TV, mem-
bers of original committee that se-
lected him for NAB presidency; Odin
S. Ramsland, KDAL Duluth, Minn.,
chairman of 1961 awards commit-
tee; W. D. Rogers, KDUB-TV Lub-
bock, Tex., and Thomas C. Bostic,
KIMA Yakima, Wash., respective
chairmen of Tv and Radio Boards.

Escorts for President John F. Ken-
nedy: Clair R. McCollough, Stein-
man Stations, NAB board chairman,
and Merrill Lindsay, WSOY-AM-TV
Decatur, Ill., co-chairman of conven-
tion.

e

Mr. Younts
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The changing world of broadcast-
ing codes ran into an old nuisance
last week—tv programs that actual-
ly are non-stop commercials.

NAB’s two-ply code structure for
radio and television will go into pro-
gram-length commercials, participa-
tion spots, station breaks and related
programs at the convention this
week. The Tv Code Review Board
will hold a management-ownership
session Tuesday morning; the Radio
Code Board will program a Wednes-
day afternoon meeting (see full
agenda for convention, pages 72-
73).

The all-commercial programming
problem, which the Tv Code Board
figured it had solved long ago, has
arisen in real estate programs. E. K.
Hartenbower, KCMO-TV Kansas
City, said some syndicated features
violating the code are appearing. He
advised tv code subscribers to check
on their current and upcoming pro-
grams and if in doubt to double
check with tv code offices in Wash-
ington, New York or Hollywood.

“The code makes exceptions in
cases where the program is a single-
ton and serves a special community
purpose,” Mr. Hartenbower said.
“For example, local fashion shows
and similar one-time-only programs
are permitted.

“Most straight commercial pro-
grams have been pretty well bottled
up but there are housing shows and
used automobile programs that are
difficult to qualify under the code.
There is no question that some of
the shows, particularly in the real
estate field, should be checked with
the code staff, which will rule out
any show that devotes 28 minutes

Those |-0-0-0-ng commercials due for look

out of a half-hour to solid sell—hard
or soft.”

Radio Code = The Radio Code
Board, less than a year old, is headed
by Cliff Gill, KEZY Anaheim, Calif.
Chairman Gill will lay the ground-
work for the Wednesday afternoon
code session, titled “The Radio Code
—Who Needs It.” Since last July 1,
when the code structure was set up
on a paid subscription basis, 1,231

Mr Gill

Mr. Hartenbower

am and fm stations have subscribed.
This is 27.8% of the radio member-
ship, considered a good start.

Allan Bachman of National Better
Business Bureaus will describe how
the BBB organization is working in
its own campaign on behalf of truth
in advertising and good taste. Leon-
ard Matthews of Leo Burnett Co.
will describe the activity of the
American Assn. of Advertising
Agencies and Assn. of National Ad-
vertisers in their joint code project.

Adam Young, head of the station
representative firm bearing his name,
will speak on the work of the radio
trade practices committee of Sta-
tion Representatives Assn. He is
chairman of the commitee. Robert

M. Booth Jr. will present the posi-
tion of the Federal Communications
Bar Assn., of which he is chairman.
Charles M. Stone, radio code direc-
tor, will give a report on code prog-
ress. All members of the Radio Code
Board are to take part.

Changes = Two changes in the old
NAB Standards of Radio Practice
have been made since last July. First,
the allowable commercial time for
5-minute  single-sponsorship  pro-
grams was increased from 1% toll.
minutes. Second, maximum time
limits were set, effective May 1, for
advertising in announcement or mul-
tiple sponsorship program or both.
These must not exceed an average
of 14 minutes an hour on a weekly
basis and in no event may they ex-
ceed 18 minutes in any single hour
or 5 minutes in any 15-minute seg-
ment. Classified, shopping guide and
auction programs are permitted 1%
minutes of advertising in each 5-
minute segment.

At the tv code meeting Chairman
Hartenbower will introduce a code
presentation over which Charles H.
Tower, NAB vice president, will pre-
side. Frank J. Morris, head of the
Hollywood code office, will review
previewing of script and film of syn-
dicated series produced by affiliates
in the Alliance of Television Film
Producers and independents.

Stockton Helffrich, director of the
New York code office, will describe
the work of that office in dealing
with advertisers, agencies and code
subscribers. Edward H. Bronson,
director of tv code affairs, will de-
scribe administrative affairs. A regu-
lar meeting of the TvCode Review
Board was scheduled Sunday, May 7.

broadcasting a greater force in Ameri-
can Life.” (A detailed profile and an-
alysis of Gov. Collins’ approach to his
job appears in the May issue of Tele-
vision.)

Board Jolted » Last Feb. 10 Gov. Col-
lins jolted the NAB board by stating his
belief that broadcasting “is in serious
trouble” with public favor at a danger-
ously low point. At that time he called
for improved quality and diversity in
programming along with better rela-
tions with the government and the
American people. He took the position
much of NAB’s staff work is defensive
and centered around trivia, describing
the radio and television codes as excel-
lent projects but defensive at a time
when the industry must take the offen-
sive.

In the process, he told the board,
54 (NAB CONVENTION)

NAB should be reorganized. The struc-
ture is cumbersome, he contended, lack-
ing unified, central authority. He took
occasion in his board talk to denounce
the heavy influence exerted by rating
services and to propose that NAB itself
rather than the networks should speak
for the industry in Washington.

Then on March 15 Gov. Collins told
the Radio Television Executives Society
in New York that all industry segments
—stations, networks and film producers
—should make a concerted effort to
eliminate excessive violence and im-
prove programming. He proposed each
tv network develop two hours of blue-
ribbon programming (drama, fine music,
information, education) for weekly
broadcasting in prime time. He re-
minded advertisers and agencies that
they should share both the credit and
criticism that broadcasters get and said

they should be sure their copy meets

obvious and accepted standards of good
taste.

Step Further = He went further in his
sponsorship stand April 22 at the con-
vention of the American Assn. of Ad-
vertising Agencies by calling for con-
programs and commercials. He called
code development and enforcement his
“major responsibility” and promised to
use the codes with much greater effect
and to a far greater extent.

Now Gov. Collins is ready to speak
directly to broadcasters. It’s certain he
will hit hard and not hesitate to state
the case as he sees it. The governor will
be tough and blunt but will do it in that
soothing manner that made him an
effective administrator. It would sur-
prise no one who knows him if mem-
bers who had their behinds slapped
responded by giving him an ovation.
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BROADCAST ADVERTISING

The trends in tv station package plans

THE KEENER THE COMPETITION, THE MORE FLEXIBLE THE SALES PLANS

The constant search by the advertis-
ing agency and its client for additional
information on tv station time-selling
trends has spurred one station repre-
sentative—Weed Television Corp.—to
come up with a tabulated summary of
package-plan data. Its chief finding:
the higher the degree of competition,
the greater the flexibility in plans avail-
able.

The report, now making the rounds
of NAB’s convention, is summarized as
follows (also see tabular material):

a Nearly all tv stations have package
plans, as many as 95% of stations in
the multi-station (four stations or
more) markets, and 99% of stations in
three-station markets. Of total stations
listed in the report (the study is based
on coverage of 490 tv stations in the
U. 8.), 438 (89% ) publish a package
plan, though availability varies by mar-
ket size.

" Once out of the major markets
where package plans are prevalent,
more than a quarter of those in the
single-station classification do not list
a plan of any kind.

w More than 80% of all package
plans are in fixed positions with run-of-
station-only plans insignificant. Outlets
in the multi- and three-station markets
are more apt to offer both the fixed
position and an ROS plan than stations
in smaller markets.

w Plans based on the number of an-
nouncements purchased per week by an
advertiser appear to be a nearly uni-
form method of packaging—and it’s
only in the multi-station markets that
other plans occur (on dollar volume,
bonus, AAA premium, etc.) but even
then by only 10% of the stations. Vari-
ance in the qualifying number of spots
occurs most widely in the multi-station
market. Conversely there’s a more uni-
form trend in the smaller markets.

= The five spots per week purchase
is the most generally used base for
package plans (incidence most preva-
lent in smaller markets) with the 10-
per-week discount most cited as the
maximum. Most frequently used mini-
mum plan discounts: 20-30% with an
opening discount of 25%; maximum
plan discounts 40-50% with 50% the
most commonly used.

n Less than one-third of stations per-
mit package plans to operate in so-
called prime-time, though nearly 50%
of all stations do permit prime-time an-
nouncements to contribute for adver-
tiser qualification. An average of 30%

of stations in three, two or single-station
markets allow package plans to operate
in prime time. Slightly more than 60%
in multi-station markets offer plans in
prime-time (percentage is boosted by
the existence of non-network stations in
these markets, Weed explains).

HOW DO THEY BASE THEIR PLANS?

Stations basing their plans on number
of spots purchased per week
Number of stations
Number of spots entitling an adver-
tiser to minimum plan discount:
2 per week
3 per week
4 per week
5 per week
6 per week
More than 6 per week

**|less than 1%

Number of spots entitling an adver-
tiser to maximum plan discount:

Less than 10 per week

10 per week

11 per week

12 per week

13 per week

14 per week

15 per week

16 per week

18 per week

20 per week

More than 20

HOW DO THEY DISCOUNT?

Stations basing plan on spots pur-
chased per week
Minimum Discount:

10% off the 1l-time rate

15%

20%

25%

30%

35%

40%

Others

Maximum Discount:

25% off the 1-time rate
30%

35%

40%

45%

50%

55%

60%

Others

» Special ID plans are the exception
rather than the rule. Only 9% of all
package plan stations in the U. S. pub-
lish a special incentive plan for this
(10-second) form of spot.

» Few stations allow consecutive-
week discounts on package buying as

Multi-  Three- Two-  Single-
Station Station Station Station
Markets Markets Markets Markets

100% 100% 100% 100%
73 163 108 86
1% 1% 2% 2%
33 44 27 25
36 45 51 58
19 9 17 7
11 e 3 8
6% 2% 2% 6%
26 39 43 45
— — 1 —_
11 12 15 10
— — — 1
4 1 — —
17 20 9 14
1 — — —
— 1 4 1
14 16 18 9
21 9 8 14
100% 100% 100% 100%
10 6 6 7
6 11 7 10
15 25 17 17
23 28 32 26
23 15 16 24
8 6 10 2
8 6 6 7
7 3 6 7
5 4 == 4
6 6 3 4
7 6 2 2
23 26 26 32
8 15 24 11
30 32 30 35
8 7 6 1
11 2 6 7
2 2 3 4
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incentives (less than 20% of all sta-
tions), though multi-station markets
show more inclination to do this than
do smaller-market stations.

In its summary, the Weed tabulation
also reviews the “status” of tape and
color facilities. It finds 40% of all
commercial tv stations equipped with
video-tape, with the availability concen-
trated in larger-market classifications
(more than three-fourths of all stations
in multi-markets and more than half
of all stations in three-station markets).
As for color: 211 stations, or 43% of
the total, are equipped to transmit color
programming and/or commercials with
the majority of the stations currently
transmitting network color only. More
than 25% of stations in markets with
three or more stations not only trans-
mit network color, but also are
equipped to originate local color pro-
grams and commercials.

The rep firm noted in its analysis that
prime time is considered to be the sta-
tion’s “highest classification for an-
nouncements. It may be noted as AAA,
AA or A time on the individual sta-
tion’s rate card.” In defining the con-
secutive week discount, the report did
not consider the availability of consecu-
tive week discount on straight rate-card
announcement or program purchases
but specifically refers to the discount
shown to be applicable to a package
plan purchase.

What defines a “package plan” in the
Weed spot dictionary? “By the number
of spots entitling an advertiser to plan
rates and by the discounts offered.”
(Discounts are shown off the one-time
rate.)

Business briefly...

Ford Motor Co., R. J, Reynolds Tobac-
co Co., and National Biscuit Co. have
each renewed sponsorship of NBC-TV’s
Wagon Train (Wed., 7:30-8:30 p.m.
NYT) next season. The series is sold
out. Agencies: J. Walter Thompson
(Ford), William Esty (R. J. Reynolds)
and McCann-Erickson (National Bis-
cuit).

P._Lorillard Co. and American Home
Products Corp. will co-sponsor The
Price Is Right, nighttime series on NBC-
TV next season (Mon., 8:309 p.m.
NYT). Agencies: Lennen & Newell
(P. Lorillard), and Ted Bates (Ameri-
can Home Products).

Colgate-Palmolive Co. and Brown &
Witliamson Tobacco Co. ordered spon-
sorship in Robert Taylor's Detectives,
on NBC-TV (Fri., 8:30-9:30 p.m.
NYT). The Four Star Television se-
ries will move in the fall from ABC-
TV, where it started in the fall of 1959
in a half-hour version. Agencies: Ted
Bates & Co. (Colgate-Palmolive), and
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Does M-E tell M-M

When is a product conflict a
product conflict?

Colgate-Palmolive Co., New
York, announced -last week that
McCann-Erickson Inc., New
York, was being dropped as agen-
¢y for the company’s Ajax and
Spree Detergent-Soap Bar. Bill-
ing was estimated at $4 million.
Only three weeks ago McCann-
Marschalk Co., like McCann-
Erickson Inc., an agency under
the corporate umbrella of Inter-
public Inc., obtained the detergent
account of Tidy House, a division
of the Pillsbury Co., which has
billing of about $1.8 million. It
was the view of Interpublic offi-
cials that there was no product
conflict since McCann-Erickson
and McCann-Marschalk are sepa-
rate and distinct agencies. Colgate-
Palmolive reportedly did not share
this interpretation.

Keyes, Madden & Jones (Brown &
Williamson).

Pittsburgh Plate Glass Co., Pittsburgh,
and Douglas Fir Plywood Assn., Ta-
coma, Wash., will co-sponsor David
Brinkley's Journal on NBC-TV next
season (Wed., 10:30-11 p.m. NYT),
making the weekly colorcast news series
a sell-out. Agencies: BBDO, N. Y.
(Pittsburgh Plate Glass), and Cole &
Weber, Seattle (Douglas Fir).

United Motors Service Div. of Gen-
eral Motors Corp., Gillette Safety
Razor Co., Colgate-Palmolive Co., R, J.
Reynolds Tobacco Co. and Liggett &
Myers Tobacco Co. are among the ad-
vertisers to order sponsorship of NBC-
TV’s coverage of four major football
bowl classics. All four games are sold
out more than seven months in ad-
vance of the telecasts. They are: Rose
Bowl (Jan. 1, 1962), co-sponsored by
Gillette (Maxon Inc.) and Chrysler
Corp. (BBDO); East-West Shrine Game
(Dec. 30), with Colgate-Palmolive
(Ted Bates) and R. J. Reynolds (Wil-
liam Esty) each sponsoring one quar-
ter, and the remaining half sponsored
by Savings & Loan Foundation (Mc-
Cann-Erickson); Pro Bowl Game (Jan.
14, 1962), with Liggett & Myers
(Dancer-Fitzgerald-Sample) sponsoring
one-half, and United Motors Service
Div. of General Motors {Campbell-
Ewald) and Carter Products (Sullivan,
Stauffer, Colwell & Bayles) sponsoring
one quarter each, and the Blue-Gray
Game (Dec. 30), co-sponsored by Gil-
lette and Chrysler through agencies pre-
viously named. NBC-TV also has the
following order for two other post-

season football classics: National Foot-
ball League Championship Game (Dec.
31), one-quarter sold to Philip Morris
(Leo Burnett) and one-quarter to Ford
Motor Co. (J. Walter Thompson);
Sugar Bowl (Jan. 1, 1962), one-half
sold, with United Motors Service Div.
and Wynn Oil (Erwin Wasey, Ruth-
rauff & Ryan) each taking one-quarter.
United Motors has also ordered quar-
ters in the Liberty Bowl (Dec. 16) and
the Senior Bowl (Jan. 6, 1962).

El Producto Cigar Co., N, Y., is co-
sponsoring Fight of the Week on ABC-
TV (Sat.,, 10 p.m.) through Sept. 30.
The other sponsor is Gillette. El Pro-
ducto’s agency: Compton Adv., N. Y.

Two department stores
give radio a tryout

Two Southern California department
store operators, The May Co. in Los
Angeles and Walker Scott in San
Diego, have started six-month test sat-
uration radio campaigns based on the
one-year test conducted by Radio Ad-
vettising Bureau for the Higbee Store
in Cleveland. The May Co. campaign,
budgeted at $180,000, calls for the use
of from 200 to 400 one-minute spots
on KABC, KFI, KFWB, KGBS, KHJ,
KMPC, KNX, KPOL Los Angeles, and
KGIL San Fernando. Agency is Mil-
ton Weinberg Co., Los Angeles.

The Walker Scott campaign, bud-
geted at $35,000, will run in “waves,”
using 150 to 300 one-minute spots a
week, on KCBQ, KDEO, KFMB,
KGB, KOGO, KSDO and KSON San
Diego. It’s placed by Treadwell & Shoe-
maker, San Diego. Jingles will be com-
bined with product commercials in
both campaigns.

Philip Morris renews shows

Philip Morris Inc. has renewed its
participating sponsorship of four prime-
time tv programs next season. All of
them are on CBS-TV. Present plans
call for the programs Dobbie Gillis
(Tue. 8:30-9 p.m.); Rawhide (Fri.
7:30-8:30 p.m.); Perry Mason ($at.
(7:30-8:30 p.m.); and Route 66 (Fri.
8:30-9:30 p.m.), to be telecast in the
same periods during the fall season.
Philip Morris will sponsor one half of
Dobbie Gillis, one-fourth of Route 66
and one-third of both Rawhide and
Perry Mason. All the major cigarette
brands manufactured by the company
will be involved in the various shows,
but the pairing of individual brands
and programs has not been decided.
Leo Burnett, Chicago, is the agency for -
Marlboro, Alpine, Philip Morris and
Philip Morris Commander, while Ben-
ton & Bowles, New York, handles the
Benson & Hedges and Parliament
brands.
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BUILDING PROGRAMS: In October, 1960, ABC Radio made a major program change — introduced *‘Flair'"
iin the afternoon — gave ““The Breakfast Club’ a modern sound and put more freshness and vitality into. its
News programs.

BUILDING LOCAL RATINGS: Immediate results showed in big and small markets alike with improved
ratings.— KMBC, Kansas City — share increase from 23.39, to 37.5%; WWIN, Baltimore — 12 times the audi-
ence.versus last year; KALB, Alexandria — led all rival stations 3 to 1 in all time periods; WNDU, South Bend —
“Fiair': :Share 46.3% — doubie the preceding program and 1209% higher than the next highest station —
WMNI, :Columbus — increased share from 12.09% to 26.09 with Fiair and increased share from 6.0% to
15.09 :in Breakfast Club.

BUILDING NATIONAL RATINGS: As the new programming caught on in market after market, the
national Nielsen showed ABC Radio up in all program categories (Nielsen, February 1, vs. January 2). ‘‘Break-
fast Club" +%3 %, "Flair” +409, Weekend News +309;, Weekday News, +539.

BUILDING SALES: The end result — the one that means most to stations and advertisers — SALES FOR
THE FIRST QUARTER — Breakfast Club up 11.29%; Weekday News up 11.09 Five Star Final up 23.3%.

BUILD WITH'THE NETWORK THAT IS BUILDING TOWARD THE MAGIC MARKET OF THE
860's—ABC RADIO.
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American Tv Commercials Festival awards
100 EFFORTS HONORED, 8 AGENCIES GET LION'S SHARE

A hundred commercials made the
winners’ reel last week at the Second
American Tv Commercials Festival and
25 others entered the Commercials
Classics Hall of Fame.

Eight agencies, screened by peers and
clients, each emerged with four or more
plaques and certificates from the award
lunch Thursday (May 4) in New York.,
Among themselves they accounted for
55 awards, more than half the total for
commercials of the past year.

Benton & Bowles took six bests, one
runner-up and two special citations. J.
Walter Thompson turned out six bests.
BBDO produced four bests, six runners-
up and two specials. Young & Rubicam
took four bests, three runners-up, one
special and one director’s citation.
Campbell-Ewald collected two bests and
two specials. Leo Burnett, one best and
three rumners-up. Doyle Dane Bern-
bach, six runners-up and four specials.
Ogilvy, Benson & Mather, one best, two
runners-up and one special.

The winner’s group was skimmed off
1,352 entries this year. Eighty ad-
executive jurots screened them for im-
pact, believability, tastefulness, copy,
demonstration, audience involvement
and employment of television tech-
niques. The complete list, naming cate-
gory, commercial, ¢lient, agency and
producer;

PRODUCTS

Apparel Category: Best—DuPont "“West-
bury Fashions,” E. I. duPont de Nemows;
BBDO, Videotape Productions of N.
Runner-up—DuPont “Dacron and Cotton

Blouses,” E. I. duPont de Nemours; BBDO,
NTA Telestudios, N. Y.

Appliances: Best—G.E. B.etrigerator “Tan-
go,” General Electric Co.; Young & Rubi-
cam, VPI Productions, N. Y, Runuer-up—
Singer Sewing “Dressmaking,” Singer Sew-
lngyMachine Co.; Y&R, Audio Productions,

NAutomobiles' Best—Corvair "Oasis,” Chev-

rolet Div., General Motors, Cam Rbeli-Ewald
American Films, unner-up—
VW Sedan "Italinn Designer " Volkswagen

of America; Doyle Dane Bernbach, VPI Pro-
ductions, N. Y.

Auto Accessories Best—Delco Replacement
Parts “Dynamo,” Delco-Remy Div., United
Motors Svce.; Campbell-Ewald, Arco Pro-
ductions, Paris & N. Y. Runner-up—DuPont
*Telar,” E. I. duPont de Nemours; BBDO,
Pintoff Productions, N, Y.

Baked Goods: Best—Drakes Ring Dings
“Follow The Leader,” Drake Bakeries; Y&R,
Sarra, N. Y. Runner-updDownyﬂake Muf-
fins “Coming Up!,” Downyflake Foods;
Smith/Greenland Co., Elliot, Unger & Elliot
—Screen Gems, N. ,

Bath Soaps: Best—Praise "Laurie Peters,”
Lever Bros . Cockfield, Brown Ltd., Toronto,
B. N. Y. Bunner-up—Ivory Bar
"Eleventy-Eight Children,” Procter & Gam-
ble; Compton Adv Elliot Unger & Elliott—
Screen Gems, N. Y.

Beers & Wines: Best—Jax Beer "Kanga-
roo,” Jackson Brewing Co,; Doherty, Clif-
ford, Steers & Shenfleld, Pelican Films, N. Y,
Bunner-up—Martini & Rossi "“Crate at Sea,”
Renfleld Importers; Reach, McClinton & Co.,,
MGM-TV, Culver City, Calif.

Breaktast Cereals: Tie for Best—Post
Toasties ''Typewriter,” General Foods; Ben~
ton & Bowles. Craven Film Corp,, N. Y.
Kellog s Snack-Pak "“What To Buy,” Kel-

gﬁ o Burnett Co., Chicago, Filmfair,

Hollywo

od
Cake Mixes: Best—Duncan Hines Early

American “Date Nut,” Procter & Gamble;
Gardner Advertising, St. Louis, Wiiding,
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_Yertising,
Louls,

Chicago. Runner-up—Betty Crocker “Marble
Cake,” General Mills; BBDO, MPO Video-
tromcs . Y.

Cigarettes & Cigars: Best—Lucky Strike
‘‘Match,"” American Tobacco; BBDO, MPO
Videotromcs. N. Runner- up—Marlboro
“Coffee,” Philip Morris, Burnett, Chicago,
Wilding, Chicago.

Coffees & Teas: Besti—Instant Maxwell
House “Iced,” General Foods: B&B, Tele-
vision Graphies . Y. Runner-up—Ma
well House 'Coffee Basket,” General Foods,
Ogilvy, Benson & Mather, Television
Graphics, N

Consumer Services: Best—Esso Oil Heat
“Cat,” Imperial Oifl Ltd., Canada; MacLaren
Advertisin Toronto, Elektra Film Produce-
tions, N, - Runner- up—dA]lstate “No Acci-
dent,” Allstate Insurance; Burnett, Chicago,
Quartet Films, Hollywood.

Cosmeties & Toiletries: Best—Ban Deodor-
ant “Documentary,” Bristol-Myers; Ogillvy.
Benson & Mather, WCD Productions, Y.
Runner-up—Five Day Pads “Effectiveness,’
Five Day Labs.; Doyle Dane Bernbach,
Elliot, Unger & Elliot—Screen Gems, N. Y.
special Citation—Johnson’s Baby Cream

Getting Married,” Johnson & Johnson
Y&R, On Film Inc Princeton, N. J, Specinl
Citation—Pal Blades “Mr. Pal"” American
Safety Razor Corp.; Kenyon & FEckhardt,
MPO Videotronics, N Y.

Dairy Products & Margarines: Best—Blue
Bonnet Margarine “Squeeze & Closeups,”
Standard Brands: Ted Bates, Transfilm-
‘Wylde Productions, N. Y. Runner-uP—Mrs
Filbert's Margarine “Boy & Sister,’
Filbert Co.; Y&R, Flliot, Unger & Elliot—
Screen Gems, N, Y. Honorable Mention—-
American Dairy Assn. “Milk Waéon Camp-
bell-Mithun, Minneapolis; Swift-Chaplin Pro-
ductions, Hollywood.

Dentifrices: Best — Crest Toothpaste
“Chery]l Clapham,” Procter & Gamble; B&B,
Television Graphics, N. Y Runner-up Gleem
Toothpaste “Pete & Joe,"” Procter & Gamble;
Compton. Producing Artists, N,

asolines & Lubricants: Best—Texaco
"Little Girl—Tricycle,”” Texaco; Cunning-
ham & Walsh, Craven Film Corp N.
Runner-up—~Shamrock *One Drop Jazz"
Shamrock Gas & Oil; McCormick Co. Ad-
Amarillo, American Fﬂms, St.

Gift Items (cameras Watches & Toys):
Best—Kodak Film “Take a Picture,” East-
man Kodak Co.; J. Walter Thompson, MPO
Videotronics, N. Y, Special Cltation—Hall-
mark “Hand of Man,” Hallmark Cards;
Foote Cone & Belding, VPI Productions.

Ha.ir Prepa.rations Best—Prell Concen-
trate “Fur,” Procter & Gamble; B&BE, Trans-
ﬂlm-Caravel N. Y. Runner-up—'l‘oni Home
Permanent “Hidden Bo Toni Div., Gil-
lette Razor Co.; North A vertising. Chicaial
Cascade Pictures of California Inc. 8pe
Citation—PBrylcreem "“Couch,” Haro
Ritchie Inc., Kenyon & Eckhardt,
Videotronics, N, Y.

Home Furnishings; Besb—Alcoa Colorib
Panels, Aluminum Con:\lpany of America;
Fuller & Smith & Ross, Television Graphics,
N, Y. Tie for Runner-up—Corningware
“Line,” Corning Glass Works; N. W. Ayer

& Son, Audio Productions, N. Y. Tie for
Runner-up—Cushiontone Ceilings *Fix The
Ceiling,” Armstrong Cork; Ogilvy, Benson
& Mather, Videotape Productions of N. Y.

Household Cileansers & Waxes: Best —
Brillo Soap Pads “99 Squeezes Calypso,”
Brillo Manufacturing; Thompson, Ejektra
Film Productions, N. Y. nunner-up-Form-
ula 409 “Spray It All Over,” Spinney Manu-
facturing; Adco, Sﬁrin eld, Mass., Elektra
Film Productions,

Institutionals: Best—“Man & Wife,” Alumi-
nium Ltd.; Thompson, Group Productions,
Detroit, Runner-up— Con%iest of Space,”
General Electric Co.; BBDO, Robert Law-
rence Productions, N.

Laundry Soaps & Detergents Best—Ivory
Flakes "We Suggest,” Procter & Gamble:;
Grey Advertising, MPO Videotronics, N. Y.
Runner-up—Tide “Waitress,” Procter &
Galr:ible. B&B, MPO Videotronics, Holly-

Pnckaged F‘oods Best—Chun King Chow

Mein ‘‘Elevator,” Chun XKin Entei‘;prises.
BBDO, Minne}alpolis. Freber, cmar
Productions ollywood. ie for Runner-

ul &W Green Beans “Farmer & Wife,”
S&W Fine Foods; Doyle Dane Bernbacfl
Television Graphics, N. ¥, Tie for Runner-
up—Goodman’s Noodles “Dou h,” A. Good-
man & Sons; DDB, Videota] roductions of
N. Y. Special Citation— esson 0Oil “Pour-
in ” Hunt Foods & Industries; Fitzgerald

vertising New Orleans, Cascade Pictures
of California.

Paper Products & Wraps: Best—Scott (All
Brands) “Picnic,” Scott Paper; Thompson,
MPO Videotronics, N. Y. Runner-up—]
er Foil “Foil Grabber,” Kaiser Aluminum &
Chemical Corp.; Y&R San Francisco, Fre-
berg Ltd. & P]ayhouse Pictures, Hollywood.

Pet Foods: Best—Gaines Gravy Train
“Dog & Cat,” General Foods; B&B, Televi-
ston Graphics N. Y. Runner-up—Puss'N
Boots Cat Food "Masquerade " Quaker Qats;
Spitzer, Mills & Bates Ltd., Montreal, Elek-
tra Film Productions, N. Y.

Pharmaceuticals: Best—Bufferin “Head-
ache-Heartbeat,”” Bristol-Myers; Y&R, On
Film Ine., Princeton, N, J, Runner-up—
Metrecal “Lonely Man,” Edward Dalton
Div., Mead Johnson & Co.; Kenyon & Eck-

hardt, Filmways, N. Y.

Public Service: Best—""One Little Hand,”
United Cerebral Palsgmlx\;ewsﬂlm USA, N. Y
Tie for mumer-up— ett Kelly Donates
C.A.RE.; Group 10 Productions, N. Y, Tie
for Runner-up—*School,” Better Vision In-
stitute; Doherty, Clifford, Steers & Shen-
%_eld Elliot, Unger & Elliot—Screen Gems,

R-’..a.ll Stores: Best—"Bo; Clothlng—Par-
ty,” Barney’s Clothes; &
Saylor, CBS Televigion, N. Run.ner-ulg—
“One Cexliqt. S‘a[l]e." Rexall Drug Stores; BBDO,
ex,
Soft Drinks: Best—Seven-Up “Old Movie:
Harried Housewife,” Seven-Up; Thompson,
Chicago. Runner-up — Pepsi-Cola
"le“lail}';' Pepsi-Cola; BBDO, Transfilm-Cara-
vel, N.
Travel: Best—""Polo” . . . " Japanese Girls"
20),” Northwest Orient Airlines;
bell-Mithun, Minneapolis, Desilu Pro-
duct ons, Hollywood. Runner-up-—"First
Class-Economy,” El Al Israel Airlines; DDB,
General Tv Network, N. Y.

SPECIAL AREAS
8-10 Second ID's: Best—Liquid Mist Reddi-
Starch “Mannequin,” Union Starch & Re-
fining; Baer, Kemble & Spicer, Cincinnati,
Format Films, Hollywood. Runner-up—“Sub-

Listed below are the highest-ranking
television shows for each day of the
week April 27-May 3 as rated by
multi-city Arbitron instant ratings

Copyright 19681 American Research Buresu

ARBITRON'S DAILY CHOICES

Date Program and Time Network Rating
Thur., April 27 The Untouchables (9:30 p.m.) ABC-TV 29.2
Fri., April 28 Flintstones (8:30 p.m.) ABC-TV 28.7
Sat., April 29 Gunsmoke (10 p.m.) CBSTV 28.0
Sun April 30 Candid Camera (10 p.m.) CBS-TV 254
Mon., May 1 Andy Griffith (9:30 p.m.) CBS-TV 25.0
Tue., May 2 Thriller {9 p.m) CBS-TV 22.8
Wed., May 3 Naked City {10 p.m) ABC-TV 2238

of the American Research Bureau.
These ratings are taken in Baltimore,
Chicago, Cleveland, Detroit, New
York, Philadelphia and Washington.
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OVERWHELMINGLY FIRST IN HOUSTON RADIO
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DAREN F. McGAVREN CO., INC.
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“Hand down the box!”

That’s the command shouted by
the bandit to the stagecoach driver
after the coach has been riddled by
bullets and arrows from a band of
brigands and Indians in a new 20-
second cartoon commercial for Hills
Bros. Coffee. A new year-long cam-
paign will start this month on about

All cowboys and Indians drink Hills Bros. coffee

125 television stations.

The box, handed down, is shot
open and reveals some cups and a
jar of Hills Bros. Instant, at which
the first bandit cries: “It’s the mosz!”
and the driver replies: “It's made to
be the most. Yep. Made to be the
most like ground coffee!” And the
group choruses: “He —ay for the

Hills Brothers Instant Coffee” as the
camera dollies in to the jar, then cuts
to an Indian who says, in cultured
accents, “Extra rich and deeply satis-
fying.”

The campaign is placed through
N. W. Ayer, San Francisco. The
spot was produced by Format Films,
North Hollywood, Calif

scribe,” Los Angeles Times; Donahue & Coe,

Los Angeles, Pantomime Pictures, Holly-
wood.
Billboards, Openings & Closings: Best—

Ernie Ford Show “Peanuts & Phono%raph."
Ford Motor; Thompson, Playhouse Pictures,
Los Angeles. Runner-up—'"Alcoa Presents,”
(Opening), Aluminum Company of America;
Fullell"‘ &JSmlth & Ross, On Film Inc., Prince-
ton, N. J.

Integrated by Program Cast: Best—Post
Grape Nuts “Danny Thomas Show,”"” General
Foods; B&B, Marterto Productions, Holly-
wood. Runner-up—Polaroid ''"Garry Moore
Show,” Polaroid Corp.; DDB, CBS Televi-
sion, N. Y.

Farm Interest: Special Citation—"Drummer

oy’ ... "Balers” ... "Rained Last Night,"”
(Series of 3), Massey-Ferguson;: Needham,
Louis & Brorby, Pantomime Pictures; Jack
Denove; Ernie Lucas.

Canadian Market: Best—(Also runner-up,
Pet Food)—Puss 'N Boots Cat Food “Mas-
querade,” Quaker Oats; Spitzer, Mills &
Bates Ltd., Toronto, Elektra Film Produc-
tions, N. Y. Runnher-up (Also Best, Con-
sumer Serv.)—Esso Qil Heat '‘Cat,” Imperial
0il Ltd.; MaclL.aren Advertising Ltd., Toron-
to, Elektra Film Productions, N. Y. Honor-
able Mention—Imperial Gasoline "Sague-
nay,” Imperial Oil Ltd.; MacLaren Adver-
tising Ltd., Toronto, Transfilm-~Caravel, N. Y.
Honorable Mention (Also Best, Bath Soaps)
—] Soap ‘“Laurie,” Lever Bros. Ltd.;
gocykﬁeld, Brown Ltd., Toronto, B, L. Assoc.,

Premium Offer: Best—Lucky Strike “Rec-
ord Offer,” American Tobacco; BBDO, NBC
Telesales, N. Y. Runner-up—Kellogg's “Son-
ic Gun Offer,” Kellogg; Burnett, VPI Pro-
ductions, N, Y.

Entertainment: Special Citation—Mike
Nichols & Elaine May, (Voices) Jax Beer
“Kangaroo” . . . Announcer . . . “Bartender,”
Jackson Brewing Co., Jacksonville; Doherty,
glﬂ;ord. Steers & Shenfield, Pelican Films,

Single Market (Store): Best—ZCMI De-
partment Store, Salt Lake City “Shoes” ...
“Ready to Wear,” David Evans Advertising,
%Tgv Lake City, Station KSL-TV Salt Lake

Single Market (Service): Best—''Daddy’s
New Car," Manufacturer's Trust Co., N. Y;
Y&R, Animotion Associates, N. Y.

Single Market (Product): Best—Trewax

84 (BROADCAST ADVERTISING)

"Upside Down,” Trewax Co,, L. A.; Tilds &
Cantz Advertising, L. A., KT'TV Commercial
Tape Prods., L. A.

CRAFTSMANSHIP

Cinematography: Special Citation—Spon-
sored by the Eastman Kodak Company—
Prell Concentrate "Fur,” Procter & Gamble;
B&B, Transfilm-Caravel, N. Y. John Ercole,
cinematographer (This 1s also Best, Hair
Preparations).

Videotape Production: Special Citation—
gponsored by the Minnesota Mining & Mig,

0.—Berry Bon Bon Lipstick & Nail Enamel,
Revlon; Warwick & Legler, CBS Television,
N. Y. (Note—Barbara Britton, Best Spokes-
woman),

Animation Design: Speeial Citation—Lucky
Strike “Face,” American Tobacco; BBDO,
Pintoff Productions, N. Y,

Animation Exeecution: Special Citation—
GTA ''Progress Report,”” Farmer’s Union
Grain Terminal Assoc.; Colle & McVog‘lnc.,
Minneapolis, Snyder Films, Fargo, . D.
Norman Selberg, design and execution.

Visnal Effects: Special Citation—"Chevy
Visits New York,” Chevrolet Div., General
Motors; CamgbelLEwald, Arco Productions,
Paris & N, Y,

Demonstration: Speecial Citation — (Tie)
Polaroid Land Camera “Garry Moore Show,”
Polaroid Corp.; DDB, CBS Television, N. Y.;
Five Day Deodorant Pads “Effectiveness,”
Five Day Lab.; DDE, Elliot, Unger & Elliot
—Screen Gems, N. Y,

Copy: Special Citation—S&W Green Beans
“Farmer Wife,"” S&W Fine Foods; DDB,
Television Graphics, N. Y. Paula Green,
copywriter.

Orchestral Scoring: Special Citation—Ban
Deodorant “Documentary'’ (Also Best Cos-
metics), Bristol-Myers; Ogﬂ{ly. Benson &
Mather, WCD Productions, N. Y. Leonard
Bernstein, composer (West Side Story), Syl-
van Levin, conductor.

Music with Lyric¢s: Special Citation—Lucky
Strike "Remember How Great,” American
Tobacco; Batten, Barton, Durstine & Osborn,
Pintoff Prodns; MPO Videotronics, Ben
Allen, composer, Eddie Manson, arranger &
conductor.

Spokesman: Special Citation—Danny
Thomas (Also Best Cast Integr.) Post Cereals
. » . Inst. Maxwell House Coffee; Benton &
Bowées. Inc., Marterto Productions, Holly-
wood.

Spokeswoman: Special Citation—Barbara
Britton (Also B Vir Prodn.) Revlon;
Warwick & Legler, CBS Television, N. Y.

Overall Series Submitted: Special Citation
—VW "Italian Designer” . . . "Beach” . . .
“Band’* Volkswagen of America; Doyle Dane
Bernbach, VPI Productions, N. Y.

Videotape Technique: Special Citation—
Corvair “Little Man & Lakewood Car,”
Chevrolet Div., General Motors; Campbell-
Ewald, NBC Telesales, Hollywood. (Use of
electronic matting)

Videotape Technique:
Reynolds Wra,
noids Metals;
studios, N.
editing)

Special Citation—
“Boy Scout Cookout,” Rey-
nnen & Newell, NTA Tele-
Y. (Development of Inter-Sync

DIRECTOR CHOICES

Coneept . . . Execution . . . Results: Di-
rector’s Citation—"Kennedy . . . Kennedy,"”
Citizens For Kennedy; Pantomime Pictures,
Hollywood, K.C.T. Snyder, lyricist. Jack
Fascinato, music director, Fred Crippen,
director.

Human Values: Director’s Citation—In

Memoriam: Alfred E. Cohan, MGM; Johnson
& Johnson Television Advertising, Y&R, Inc.,
On Film Inc.,, Princeton, N. J. James E.
Burke, vice president, Merchandising & Ad-
vertising, Johnson & Johnson.
(Note by Wallace A. Ross, festival director:
Alfred E. Cohan, a public relations executive
for MGM, formerly with Universal Pictures
and ABC Radio, lost his life in the Boston
Electra plane disaster last October, 1960.)

Perspective: Director’s Citation—'The
Cliche Family In Televisionland,” Idea &
Script b%’r Gordon Webber, vp Benton &
Bowles, oduction by Marvin Rothenberg,
vp, MPO Videotronics, N. Y., Music & Effects
by Roy Eaton, Benton & Bowles, Mr, & Mrs.
Cliche played by Roger Price and Lou
Prentis, Narration by ger Price.
(Director’s note: this bit of inspired foolery,
produced for advertising trade digestion
rather than public airing, was screened for
the assemblage of festival judges at their
orientation meeting. As much as any one
other single force, it infiuenced {udg‘ments
against the trite and conventional, inspired
members of the Commercials Council to
search out the pace-setting concepts, re-
duced cliche to absurdity and substituted for
itsri 1r§aSMess and creativity as judging cri-
eria.
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‘We once had the same problem. But then we turned on our Metropolitan

In the coils of a people-reaching problem in Cleveland?

and other charms, saw our first place quarter-hours rise to 412 out of a possible

4327 Can you use this kind of dominance? Then use w}l]‘
CLEVELAND

A Metropolitan Broadcasting station
V.P.& General Manager: Jack Thayer
National Rep: John Blair & Co.




TWIST IT ANY

Jump on it...squeeze it...put it through a wringer...it still comes out
the same. Advertisers buy more announcements on NBC Radio than on
any other network. Consistently. 34% more than the second network in
the latest Nielsen Radio Index alone.*

How come? On NBC Radio, advertising dollars do more. Flexible pro-
gramming accommodates radio’s greatest variety of commercial lengths
...provides the strongest combination of reach plus frequency.

This potent combination, reach plus frequency, is reflected in NRI
month after month after month.

Take the last 12 months: Among advertisers reaching the greatest
number of unduplicated homes, NBC Radio averaged 7 out of the top 10.}




WAY YOU LIKE

Among the top 25, NBC advertisers averaged 5,184,000 unduplicated
homes per week. Nobody else even came close. The nearest network
was 34% behind.

And for 11 of the last 12 months, NBC Radio was first in sponsored hours.

To reach more homes more often —most economically —first choice is

NBC RADID NETWORK

= —
o
ot

*NRI 4 weeks ending Mar. 5,1961  {NRI April ’60—March 61, average week sponsored cumulative audience



THE CANS & CANNOTS

What to expect from ads
during an economic recession

Advertising can help an individual
company gain a competitive advantage
over others in its field during a reces-
sion. And it can help to alleviate some
of the pressures in a period of declin-
ing business. But by itself advertising
can’t stop or reverse the economic
forces which cause a recession in the
first place.

This was the consensus of a panel of
advertising executives which discussed
the question, “Can we advertise our-
selves out of a recession?’ Wednesday
(May 3) at a clinic held by the Holly-
wood Advertising Club. Panel mem-
bers were Charles R. Stuart, advertis-
ing manager, Bank of America; Marvin
Mann, domestic advertising manager,
Max Factor Co., Nelson Carter, vice
president and Hollywood office man-
ager, Fletcher Richards, Calkins &
Holden; and Robert L. Humphreys,
vice president and account supervisor,
Foote, Cone & Belding. Moderator of
the discussion was Jack Leener, adver-
tising manager, Tidewater Oil Co.

A bank is constantly on a seesaw,
Mr. Stuart commented. When times
are good, everyone wants to go into
debt and the banks are hard-pressed
to get money to lend. When times are
bad, savings deposits increase but there
are few borrowers. Advertising at the
right time will slow down withdrawals
or accelerate deposits, he said, but the
economic factors behind a recession
are too massive for any bank or any
group of banks to push around.

Recessions are inevitable in a free
economy, Mr. Carter stated, as they
provide plateaus in the upward spiral
to give us time to assimilate past gains
before starting up again. Good times
encourage inefficiency by both manage-
ment and labor, he noted. Living costs
go up and a readjustment is needed.
Advertising can help shorten the reces-
sion period, but it can’t change the
basic economic picture.

Boom During Bust = Reporting that
Max Factor stock has gone from $18
to $61 a share during the current re-
cession period, Mr. Mann said that the
cosmetic business is almost depression
proof, that it generally makes money,
_ “only in a recession you don’t make as

much.” When women feel the need to
economize, they stop patronizing beau-
ty shops “and buy more of our prod-
ucts to use at home,” he said. But he
warned that at such times brand loyal-
ty evaporates if a competing brand is
offered at a reduced price.

Mr. Humphreys noted that heavy in-
dustry goods, like automobiles or major
accessories, are bellwethers leading the
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Mr. McEvoy

Top broadcast buyers from Cun-
ningham & Walsh, BBDO and Leo
Burnett were honored in last week’s
fourth annual Station Representa-
tives Assn. awards presentations in
New York and Chicago.

Cited for outstanding contribu-
tions to advertising: Newman F.
McEvoy, senior vice president and
director of Cunningham & Walsh
Inc., New York, winner of the Gold
Key award for distinguished adver-
tising leadership; Hope Martinez,
timebuyer, BBDO, New York, win-
ner of the Silver Nail timebuyer of
the year award, and William H.
Oberholtzer, timebuyer, Leo Bur-
nett, Chicago, winper of the Chi-
cago timebuyer of the year award.
The awards were presented Wednes-
day (May 3) at luncheons in New
York and Chicago.

M.is; Mértinez

SRA honors McEvoy, Martinez, Oberholtzer

i
Mr. Oberholtzer

Mr. McEvoy, who started in the
advertising business at Hartford,
Conn., in 1928, has been with C&W
for many years. He is head of
that agency’s media department.
His industry activities have included
the following: first president of the
New York Advertising Media Plan-
ners, and presently a member of its
executive committee; the American
Assn. of Advertising Agencies, and
the National Outdoor Advertising
Bureau.

Miss Martinez, who joined BBDO
in 1945, has been a timebuyer on
many BBDO accounts, including
American Tobacco Co. It’s esti-
mated she has handled $173 million
for various accounts in the broadcast
media.

Mr. Oberholtzer began his Leo
Burnett association in 1956,

way into or out of a recession, because
people who are worried about the fu-
ture are apt to put off buying a new
car or tv set, while they have to go on
buying food. Advertising can help
here, he commented, especially in pro-
moting a new product introduced in a
dull business period to replace an older
one with declining sales. Color tv
might well help lift this year’s recession
in this field, he said, with a number of
manufacturers beginning to bring out
and advertise color sets in contrast to
previous years, when virtually all color
tv set production and promotion was
done by RCA.

The panel members agreed that pub-
lic service advertising, appealing to the
public to start spending as a patriotic
gesture to aid the national economy,
would not succeed; that the only thing
that works in a time when people are
unemployed or fearful of being so is an
appeal to their own self interest. In a
really depressed area, where housewives
are buying powdered milk instead of
whole milk and margarine instead of
butter, no amount of brand advertising

can overcome the lack of available
cash, Mr. Mann declared.

TvB study shows public
utility tv use up 26%

Public utility gross time investments
in tv have increased by 26%, from $9.8
million in 1958 to $12.3 million in
1960, the Television Bureau of Adver-
tising disclosed in its latest presentation
released last week.

Entitled “Public Response to Public
Utilities,” the report contains a survey
of 64 major markets. It reveals that
164 public utilities engaged in various
tv campaigns. Spot announcement cam-
paigns were used by 91, program cam-
paigns by 46, and 27 used combined
spot announcement and program cam-
paigns. The survey also shows that 42%
of the campaigns were minute announce-
ments, 34% were 20-second announce-
ments and 24% were 10-second an-
nouncements. The 46 utilities surveyed
sponsored news, weather, films, docu-
mentaries, sports, food and cooking
shows and home building programs.
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P.O. BOX 1230
280 EAST DESERT INN ROAD
DUoLEY 2.613B
LAS VEGAS, NEVADA

Mr. Ed Metcalfe

™ e y'RE SOLD

New York 17, New York
Dear Ed:

This letter is intended for your hapry file. In the two years
I have been at KLAS-TV, it has been a great pleasure working with the
Veed Organization. However, I must admit that this week has been such
a successful week in the history of KLAS«TV national business, that I
thought I should write you & special letter of appreciation.

Perhaps there have been months when we have done more business
nationally, but I'm certain there has never been any period in the station's
history where we secured such a high percentage of the business coming ’
into the market.

In the past two weeks, your organization has sold for KLAS-TV the
following accounts: Kellogg Cereal, Cal-Spray, Bank of Nevada, Folgers
Coffee, Budweiser Beer, Clorets and Rolaids, Brown & Williamson, Bekins
Van & Storage and International Shoes, and, perhaps, some others that
T have left out. In all cases, there was a tough competition struggle,
with the Weed Company, and KLAS-TV coming out on top.

This rash of victories certainly speaks well for your organization
and the individual men handling the accounts. All over the country you

hear cries that the reps just aren't selling--well, T, for one, can tell

you that the reps are selling--at least our rep is,

You c¢an frame this letter, reprint it, thermofax it, sky-write
with it, or merely throw it away, but, I just wanted to let you know how
much we think of your efforts. Xeep up the good work.

Very best regards,

why

‘Howard A. Kalmenson
General Manager
ce Joe Weed Boyd Rippey
Mike Wurster
Bill Reilly
Frank Saraceno
Paul Kennedy

CBS TELEVISION NETWORK \
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Armour ABC-TV bill
to top $8 million

Armour & Co., Chicago, for its Gro-
cery Products Division, will bill more
than $8 million at ABC-TV during
1961-62. Armour’s various prime time
and daytime orders represent the com-
pany’s largest tv purchase, and an ex-
pansion of its ABC-TV participation
buys which began two years ago. A
new feature of Armour’s tv plan for next
season: its initial move into alternate-
week, half-hour sponsorship.

Jack Simpson, vice president and na-
tional director of broadcasting, Foote,
Cone & Belding (Armour’s agency), said
the schedule was completed after weeks
of negotiations. A major development of
the negotiations was ABC-TV’s shift of
Adventures in Paradise from Monday at
10 p.m. to Sunday 10-11 p.m. Armour
also wants to participate in Surfside Six
which would have immediately preceded
Paradise in the Monday night schedule.

The Armour breakdown:

Adventures in Paradise, Surfside Six,

and The Untouchables, 1 minute weekly
for 52 weeks; Roaring 20’s, a total of
13 minutes on alternate weeks; alter-
nate-week sponsorship of Bachelor Fath-
er (Tues. 8-8:30 p.m.); 9 minutes week-
ly in various daytime shows such as
Queen for a Day and Who Do You
Trust, and 13 additional minutes to be
scattered across the board during the
year. .
Among Armour products to be ad-
vertised on the shows: Dial soap, Chif-
fon liquid detergent, canned meats,
Dash dog food and at least one other
soap bar.

Mr. Simpson said Armour chose to
broaden its tv exposure and selected
ABC-TV because Armour has been suc-
cessful with the minute dispersion plan
it began using on the network two years
ago. The plan, he said, provides flexi-
bility for various products on a rotation
basis, including “pure” minutes (not
back to back with other commercials),
and ABC-TV’s ‘“attractive discount
structure makes it economically feas-
ible.”

Armour’s new tv budget is a sizable
increase over last year. According to
figures released by Television Bureau of
Advertising (BROADCASTING, April 17),
Armour’s 1960 gross time expenditures
in network tv totaled $3,988,370—Iless
than half the amount budgeted for the
Grocery Products Division in the com-
ing year. The division is a client of
Foote, Cone & Belding’s Chicago branch.

Agency appointments...

» Chunky Chocolate Corp., N. Y., ap-
points J. Walter Thompson, N. Y., as
agency for Chunky, Bit-O-Honey and
Old Nick brands. Billing is about

70 (BROADCAST ADVERTISING)

$750,000. Media plans not set. The
account had been at Doherty, Clifford,
Steers & Shenfield, N. Y.

= National Apple Institute, Washing-
ton, D. C. (Apple Growers of Amer-
ica), appoints Ketchum, MacLeod &
Grove, that city, to handle its national
public relations program.

= Claussens’ Bakeries (Augusta and
Savannah, Ga., Columbia, Greenville,
Charleston, S, C.) appoints W. E. Long
Adv., Chicago, as its agency.

= Revell Inc. (maker of plastic hobby
kits), Venice, Calif., appoints Fletcher
Richards, Calkins & Holden, Holly-
wood.

= [ovable Brassiere Co.,, N. Y., has
appointed newly-formed Frank Gary
Thomas Agency to handle its advertis-
ing account as of June 1. Lee Garfield,
formerly vice president and account
supervisor of W. B. Doner & Co., N. Y.,
is president of new agency, located at
167 Madison Ave.

= Frank H. Fleer Corp. (bubble gum),
Philadelphia, appoints the Zakin Co.,
N. Y. Company plans an expanded
trade and consumer campaign, and al-
though media plans are not set, spot tv
and radio are expected to be utilized.

Rep appointments...

= WWSC Glens Falls, N. Y.: Jack
Malsa & Co. as national representa-
tive.

s KJIM Fort Worth; KJEM Oklahoma
City; WCOA Pensacola, Fla.; KTFS
Texarkana, Tex.; WROL Knoxville,
Tenn.; all appoint Clarke Brown Co.,
Dallas, as their southern representative.

Also in advertising...

Zakin on upbeat = An expansion pro-
gram is being implemented at The
Zakin Co., New York advertising
agency, covering the establishment of
a public relations division, the doubling
of its office facilities by next month
and the enlargement of its marketing
and research services. Zakin, headed
by partners Al Zakin and Ted Eisen-
berg, is the agency for WPIX (TV)
New York, Official Films Inc., New
York, and the New York Herald-Trib-
une radio stations and also handles ac-
counts in the beauty products, fashion
and housewares field. The pr division
started operations last week under the
supervision of Ben Kaufman, formerly
an editor with the Hollywood Reporter,
who has been named public relations
director of The Zakin Co.

International Association = Gardner
Advertising Co., with offices in New
York, St. Louis and Hollywood, and
Basil Butler Co. Ltd., London, Eng.,

have formed an association which calls
for a mutual exchange of financial in-
terests, personnel and creative market-
ing ideas. The British firm, which rep-
resents 44 clients with $5 million in
billings, will be re-named Basil Butler
Gardner Advertising Ltd. There will
be no change in the name of the Amer-
ican agency which has 40 clients with
total 1960 billings of $42.7 million.

New Christal office = Henry I. Christal
Co., station representative, is opening
its seventh U. S. office, at 3440 Wilshire
Blvd., Los Angeles. It will be managed
by Kirk Munroe, who has been in the
Christal firm’s New York office for the
past two years and before that was man-
ager of the company’s Atlanta office.

Colgate-Palmolive buys
Triangle tv science show

The Colgate-Palmolive Company will
sponsor Frontiers of Knowledge, a
monthly scientific series produced by
the U. of Pennsylvania, it was an-
nounced last Thursday. The announce-
ment was made jointly by Dr. Gaylord
P. Harnwell, president of the univer-
sity; Mr. George H. Lesch, Colgate-
Palmolive president, and Roger W.
Clipp, vice president of Triangle Sta-
tions, the group which will carry the
SEeries.

The five Triangle stations which will
present the series are: WFIL-TV Phila-
delphia; WNBF-TV Binghamton, N. Y.;

WFBG-TV  Altoona-Johnstown, Pa.;
WLYH-TV Lebanon-Lancaster, Pa.;
and KFRE-TV Fresno, Calif. Plans

are underway to make the programs
available to stations ih other sections
of the country.

The half-hour documentary, which
was started last December by the uni-
versity and WFIL-TV in cooperation
with other universities and research
foundations, is concerned with new de-
velopments in the field of basic scien-
tific research and traces them from their
initial discovery to their practical ap-
plication in industry and everyday life.

Two stations pick same rep

KUNO and KTOD, both Corpus
Christi, Tex., jointly announce the ap-
pointment of Devney-O’Connell Inc.,
New York. Although it’s unusual for
one company to represent two stations
in the same market, KUNO is a Span-
ish language outlet and KTOD pro-
grams in English. According to Sterl-
ing Zimmerman, executive vice presi-
dent, KUNO, and Carroll Wakefield,
vice president, KTOD, the stations have
joined forces on a coordinated promo-
tion and sales effort, and Devney-
O’Connell will present the total market
to national advertisers and their agen-
cies.
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KLZ-TV
DOMI NATES
¢ DENVER
*Check the facts

Station share of sets-in-use, (9:00 AM until Midnight seven days KLZ-TV
a week): 25% better than the second station. e

Highest roted news programs, morning, afternoon ond night . Kl_z.'l'v

Highest rated sports programs A B i Ku-w

Highest rated weather programs ’ I(I.Z-'I'V

Highest roted local children’s shows, (morning & uhemoo]-u), . ‘
“Fred n Fae" KLZ-TV

Top network program, (““Garry Moore Show™) & seven of the top ten KLZ-TV

Top syndicated progrom, (“Best of the Post”), and six of the top ten Kl_z.w

27 of the top 50 shows; more than all other stations combined KLZ-TV

ANANANANANANANANE

* March 1961 ces Q DENVER
ARB Survey

£
Represented Nationally by TELEVISION

the KATZ Agency
Channel
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Exhibits = Exhibit Hall, Shoreham, Sunday, May 7, 12
noon-7 p:m.; Monday, 9 a.m.-9 p.m.; Tuesday, 9 a.m.-
7 p.m.; Wednesday, 9 a.m.-6 p.m.

SUNDAY, May 7

9:30 a.m.-12:30 p.m. Assn. of Maximum Service
Telecasters, membership meeting. Palladian Room,
Shoreham.

9:30 a.m.-1 p.m. National Assn. of Fm Broadcasters,
membership meeting. West Ballroom, Shoreham.

10 a.m.-1 p.m. ABC Radio Affiliates, meeting. Bur-
gundy Room, Sheraton-Park.

11 a.m.-6 p.m. NAB Television Code Review Board,
meeting. South Room, Shoreham.

12 noon-2 p.m. NBC-TV Affiliates Meeting. Cotillion
Room, Sheraton-Park.

12:30 p.m. NAB Television Gode Review Board,
luncheon. South Room, Shoreham.

2-5 p.m. ABC-TV Affiliates, presentation.
Hall, Sheraton-Park.

2:30-5 p.m. West Ballroom, Shoreham Hotel. Fm Day
Program. Presiding: Everett L. Dillard, WASH (FM)
Washington, D. C.

The Changing Scene—(Time Waits For No Man!):
John F. Meagher, vice president for radio, NAB; Mr.
Dillard

Together We Stand: The Philadelphia Story—Ray-
mond S. Green, WFLN-FM; The Kansas City Story—
Chris Stolfa, KCMO-FM; The Houston Story—Dave
Morris, KQUE-FM.

A Timely Decisionr—Why We Did What We Did
When We Did It: Shirl K. Evans, Jr., WFBM-FM In-
dianapolis.

The Multiplexities of Multiplexing: Mr. Dillard; Max
Paglin, general counsel, FCC; Harold L. Kassens, chief,
aural existing facilities branch, FCC; Ted Kenney, chief
engineer, KDKA Pittsburgh; Douglas Anello, chief
counsel, NAB; A. Prose Walker, manager of engineer-
ing, NAB; W. H. Beavbien, radio receiver dept., GE.

What Young & Rubicam Has Discovered About Fm:
Raymond E. Jones Jr.,, coordinator, spot broadcast
media; Dr. Frank Mayans JIr., vice president & associate
director of research.

2:30 p.m. Broadcast Pioneers, membership meeting.
West Burgundy Room, Sheraton-Park.

4-6 p.m. Clear Channel Broadcasting Service, mem-
bership meeting. Hamilton Room, Sheraton-Park.

4-6 p.m. Community Broadcasters Assn., meeting.
Tamerlane Room, Shoreham.

Sheraton
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ON TAP IN WASHINGTON

All events are at the Sheraton-Park or Shoreham unless
otherwise indicated.

5-9 p.m. Indiana Broadcasters Assn., dinner. Conti-
nental Room, Sheraton-Park.

5:30-7:30 p.m. ABC Reception. Sheraton Hall, Shera-
ton-Park.

7 p.m. Adler Electronics Corp., meeting. North
Room, Shoreham.

8:30-11 p.m. NAB Harvard Seminar alumni, Tamer-
lane Room, Shoreham.

MONDAY, May 8

7:30-9 am. Visual
Room, Shoreham.

8 am. NBC Radio Affiliates Executive Committee,
breakfast. Assembly Room, Sheraton-Park.

8:15 a.m. Tv Stations Inc., membership breakfast.
Continental Room, Sheraton-Park.

8:30 a.m. Assn. of Maximum Service Telecasters,
board of directors breakfast. . Club Room, Shoreham.
8:30 a.m. Daytime Broadcasters Assn., membership
breakfast. Tamerlane Room, Shoreham.

8:30 a.m. Robert E. Eastman & Co. radio presenta-
tion, meeting. Dupont Room, Dupont Plaza Hotel.
9-10 a.m. West Ballroom, Shoreham. Engineering
GConference. )
10:30-11:45 a.m. Sheraton Hall, Sheraton-Park. Gen-
eral Assembly. Presiding: Dwight W. Martin, WAFB-
TV Baton Rouge, La., 1961 convention co-chairman.
Call to Order: LeRoy Collins, president, NAB. Invoca-
tion: The Most Reverend Philip M. Hannan, Auxiliary
Bishop of Washington. Presentation of the Colors:
Joint Service Color Guard. The National Anthem:
U. S. Marine Band. Welcome: Walter N. Tobriner,
president, Board of Commissioners, District of Colum-
bia.

Presentation of NAB Distinguished Service Award:
To Judge Justin Miller by Odin S. Ramsland, KDAL
Duluth, Minn., chairman, 1961 Distinguished Service
Award Committee.

The President of the United States.

12:30-2 p.m. Blue Room, Shoreham. Engineering
Conference, luncheon.

Address: Henry Loomis, director, Voice of America.
12:30-2 p.m. Sheraton Hall, Sheraton-Park. Manage-
ment Conference, luncheon. Presiding: Merrill Lindsay,
WSOY Decatur, Ill.,, convention co-chairman. Intro-
duction of Speaker: Clair R. McCollough, Steinman
Stations, Lancaster, Pa.; chairman, NAB board of direc-
tors.

Address: LeRoy Collins, president, NAB.

2:30 p.m. West Ballroom, Shoreham. Engineering
Conference.

2:45-5 p.m. Sheraton Hall, Sheraton-Park. Radio-
Television Assembly. Presiding: Howard H. Bell, NAB
vice president.

The Changing Community: Introduction—Richard
M. Pack, vice president-programming, Westinghouse
Broadcasting Co. The Responsibility of Change: Donald
H. McGannon, president, Westinghouse Broadcasting
Co.; The Great Debate, Part 1: A dramatization based
on an essay by Dr. Bernard Berelson, director of applied
social research, Columbia U.

Electronics, breakfast. South



From Our Town to Megatown: An examination of

our changing communities by Miss Anne X. Alpern,
attorney general of Pennsylvania; Dr. William Graham
Cole, president, Lake Forest College; Dr. Frank Baxter,
professor of English, U. of Southern California; Profes-
sor James A, (Dolf) Norton, professor of area develop-
ment, Case Institute of Technology; Russell Lynes, man-
aging editor, Harper's Magazine. Chairman: Frank
Tooke, vice president, Westinghouse Broadcasting Co.
6 pm. KVIL Reception. Adams Room, Sheraton-
Park.
10 p.m. Trans-Lux Tv Corp. showing of ‘“The Truth,”
new Brigitte Bardot film. Trans-Lux Theatre, 14th &
H Sts., N.W. Tickets at Trans-Lux suite, C-304, Shore-
ham.

TUESDAY, May 9

7 a.m. Visual Electronics, breakfast.
Shoreham.

7:30 a.m. General Electric Co., breakfast. Tamerlane
Room, Shoreham.

8 a.m. Kansas Assn. of Broadcasters, Congressional
breakfast, Speakers Dining Room, The Capitol.

8:00 am. Rhode Island Broadcasters Assn., break-
fast. North Room, Shoreham.

South Room,

8 am. Quality Radio Group, breakfast. Hamilton
Room, Sheraton-Park.
8 a.m. Wisconsin Broadcasters Assn., breakfast.

Club Room, Shoreham.

8:30 a.m. Oklahoma broadcasters, breakfast, G219
New Senate Office Bldg.

9:00 a.m.-12 noon West Ballroom, Shoreham. Engi-
neering Conference, radio session.

9:00 a.m.-12 noon Park Room, Shoreham. Engineer-
ing Conference, tv session.

10 a.m.-12 noon Tamerlane Banquet Room, Shore-
ham. Television Assembly. Presiding: Charles H.
Tower, NAB tv vice president.

Tv Code Presentation: “Inside the Television Code.”

The Tv Business Session: {(Closed)

Television Board Elections.

Music Licensing: Hamilton Shea, WSVA-TV Harri-
sonburg, Va.; chairman, all-industry television station
music license committee.

10 a.m.-12 noon Cotillion Room, Sheraton-Park.
Radio Assembly. Presiding: Mr. Meagher.

Opening remarks: Thomas C. Bostic, KIMA Yakima,
Wash.; chairman, NAB radio board of directors.

Speech: “Is There Too Much Good Humor on
Radio?” David J. Mahoney, president, Good Humor
Inc., New York City.

Presentation: Kevin B. Sweeney, president, Radio
Advertising Bureau; Miles David, and Patrick Rheaume.
12:30-2 p.m. Blue Room, Shoreham. Engineering
Conference, luncheon.

Address: Maj. Gen. J. B. Medaris (ret.), president,
Lionel Corp.

12:30-2 p.m. Sheraton Hall, Sheraton-Park. Manage-
ment Conference Luncheon. Presiding: Mr. Martin,

Address: Newton N. Minow, chairman, FCC.

2:30 p.m. West Ballroom, Shoreham. Engineering
Conference.

2:30-5 p.m. NAB Community Antenna Tv, Commit-
tee, Green Room, Shoreham.

5:30 p.m. Sheraton Hall, Sheraton-Park Hotel. NAB
Government Reception.

7:30 p.m. Broadcast Pioneers, banquet.
Room, Sheraton-Park.

Cotillion

7:30 pm. WBTV, dinner, Adams Room, Sheraton-
Park.
7:30 p.m. WTVJ, dinner. Hamilton Room, Sheraton-
Park.

(Numerous state broadcasters’ and Congressional
dinners not scheduled in time for publication.)

WEDNESDAY, May 10

7 am. Visual Electronics Board. South Room, Shore-
ham.

8 am. Crosley Broadcasters,
Room, Sheraton-Park.

8 a.m. Society of Television Pioneers, breakfast.
West Burgundy Room, Sheraton-Park.

9:00 a.m.-12 noon Park Room, Shoreham. Engineer-
ing Conference, tv session.

9-10:15 a.m. Cotillion Room, Sheraton-Park. Labor
Clinic (Closed Session). Presiding: Ward L. Quaal,
WGN Chicago; chairman, NAB Labor Advisory
Committee. Participants: Frank O’Connell, Olin Math-
ieson Chemical Corp., New York; Richard Freund,
ABC; Mr. Quaal; James H. Hulbert, NAB; David L.
Doughty, NAB.

10:30-11:45 a.m. Sheraton Hall, Sheraton-Park. Gen-
eral Assembly (Management and Engineering confer-
ences). Presiding: Vincent T, Wasilewski, NAB vice
president.

Panel Discussion, members of FCC: Newton N.
Minow, chairman; Rosel H. Hyde, Robert T. Bartley,
Robert E. Lee, T. A, M. Craven, Frederick W. Ford,
John S. Cross. Moderator: Mr. McCollough.

12:30-2 p.m. Blue Room, Shoreham, Engineering
Conference, luncheon.

Presentation of NAB Engineering Award: To Ray-
mond F. Guy, NBC.

Address: Dr. Edward Teller, Lawrence Radiation
Lab., U. of California.

12:30-2 p.m. Sheraton Hall, Sheraton-Park. Manage-
ment Conference Luncheon. Presiding: Mr. Lindsay.

Address: Abraham A. Ribicoff, Secretary, Health,
Education and Welfare.

Annual NAB Business Session
2:30-5:30 p.m. West Ballroom, Shoreham. Engineer-
ing Conference.

2:30-5 p.m. Cotillion Room, Sheraton-Park. Radio
Assembly.

A New Era in Radio Programming: Robert F. Hur-
leigh, president, MBS; Robert W. Whitney, executive
vice president, Mars Broadcasting Inc., Stamford, Conn.

The Radio Code—Who Needs It?

2:30-5 p.m. Terrace Banquet Room, Shoreham. Tele-
vision Assembly. Presiding: Mr. Tower.

Satellites and International Television: Jean Felker,
AT&T.

First International Assembly, ATAS: Ed Sullivan.

Television Information Office Presentation: *The Pub-
lic Interest, Convenience and Necessity”—Introduction:
Willard E. Walbridge. KTRK-TV Houston, member,
Television Information Committee; Louis Hausman,
director, TIO; Roy Danish, assistant director, TIO.

Television Bureau of Advertising Presentation: “New
Ways of Selling Television”—Norman E. Cash, presi-
dent; William MacRae, director of station relations.
5:00 p.m. NAB Board of Directors, meeting. South
Room, Shoreham,

7:30 p.m. Sheraton Hali, Sheraton-Park. Annual Con-
vention Banquet.

breakfast. Adams
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NAB CONVENTION OFFICES

Convention Manager .............c.c.ceeee.d (SH) F-1010
Everett E. Revercomb, secretary-treasurer

Convention Program ........................ (SH) F-1012
Howard H. Bell, vice president for industry
affairs
Enimeermg Conference ... (SH) F-1009
Prose Walker, manager
Convention Exhibits ...........creerr.. (SH) Exhibit Hall
George E. Gayou, exhibit manager
Edward L. Gayou, asst. exhibit manager
Registration Desk %D
William L. Walker, asst. treasurer
Convention News ......e...ceceeennd (SH) F-1014-1016
John M. Couric, manager of public relations

NAB STAFF OFFICES

Radio (SH F-1020
John F. Meagher, vice president

Radio Code (SH F-1020
Charles M. Stone, director

Television (SH) F-1019
Charles H. Tower, vice president

Television Code Affairs .............. (SH F-1019
Edward H. Bronson, director

Government Relations ................... (SH) F-1018

Vincent T. Wasilewski, vice president
Broadcast Personnel and Economics (SH) F-1011
James H. Hulbert, manager

Legal (SH) F-1018
Douglas A. Anello, chief counsel

Research (SH) F-1011
Richard M. Allerton, manager

Station Relations ...........cemeerriurensene.. (SH) Lobby

William Carlisle, manager
Inter-American Association of Broadcasters
(SH) F-1021
Herbert Evans, Representahve to |AAB
Newsroom ............ .(SH) F-1013-1015
John M. COunc manager “of public relations;
Milton E. Magruder assistant manager; Ar-
thur D. Stamler, audio-visual assistant.

EQUIPMENT MANUFACTURERS

Adler Electronics .........oocoeeveereennnd (SH) Space 26
Albion Optical Co. ...ocvvervenrecirenened Unassigned
Alford Mfg. Co. . (SH) Space 17
Alto Fonic Tape [T (SH) Space 41
Ampex Professional Products Co. (SH) Space 28
Audiomation Laboratones .............. (S H) Space 37
Automatic Tape Control ..........c... gpace b
Bauer Electronics ..... .‘(SH) Space 1-A
Bell & Howell .....ccoceermiiimrrerersrinones Unassigned
Bogen-Presto Div., Siegler Corp.
.................................... (SH Space 35-C, D; 41
Broadcast Electronics ... Unasslgned
Caterpillar Tractor Co. ...oocoerversunnee Unassigned
Cellomatic Equipment Corp. ............. (SH A-701
Century Lighting ....o.ceooervmveennesenned (SH) Space 6-A
Chrono-Log Corp. ......oeremrnencend (SH) sPace 10-A
Collins Radio Co. SH) E-300

Conrac Div. Giannini Controls ...{SH) Space 28-A
Continental Electronic Mfg. Co. (SH) Space 16
Continental Mfg. Inc. ... ..[SH G-200
Dage Div., Thompson Ram Unassigned

Dresser-1deco Co. ........omiimivsensusiesenns {SH) B-700
Dynair Electronics } Space 371€
Eastman Kodak Co. Unassigned
Ecco-Fonic INC. ...oeecieicsrerenseerenmensnns (SH) C-204
EMI/US Ltd. (SH) F-107
Electronic Applications ............... (SH) Space 43
Fairchild Camera & Instrument (SH) Spaces 46-7
Fisher Radio Gorp. ........ccccemrernnnnd (SH) Space 34
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WHERE TO FIND IT

Exhibits of equipment manufactur-
ers will be located in the lower lobby
Exhibition Hall and ballroom at the
Shoreham Hotel during the NAB Wash-
ington convention. Exhibit space and/
or the hospitality suites assigned as of

Foto-Video Electronics ......cccoouuad (SH) Space 2
Gates Radio Co. ........... ....(SH) E-100
General Electric Co. ........ .....SH) G-600

General Electronic Labs. (SH) D-404-6
Gotham Audio Corp. .....weriieuensea (SP) B-223-5
GPL Division—General Precision..(SP); Annapolis
Graham Sales Co. ......oouveveeennad (SH SPace 25-A
Hughey & Phillips .cocoovornireiiiennnns SH) E-209
International Business Machines (SH} Space 37-A
ITA Electronics COIP. .ceermvseersnirnns: (SH) G6-309

Kahn Research Labs. ..........cc.eee Space 44
Kliegl Bros. Universal Electric Stage

Lighting C0. ..ovoemreeeeeerend (SH) Space 19
Kiine Iron & Steel CO. .oooowmerivees H G-409
MacKenzie Electronics Inc. ... (SH) Space 25
Lumltron Div., Metropolitan Electnc Mfg.
{SH) Space 25
M & H Engineering Co. «....ccovcererrennne Unassigned
Magne-Tronics (SH E.709
Minneapolis-Honeywell Regulator..(SH) Space 45
Minnesota Mining & Mfg. Co. ..... (SH) Space 22
Miratel Electronics . (SH) Space 33

Mitchell Vinten INC. weoooomreeunrrrrinns Unassigned
Moseley ASSOC. .......ccooervieeemeennucurnsns Unassigned
Orr Industries Unassigned
Radio Corp. of America ........covsininens (SH) G-100
Raytheon Co. . .....SH) D-500
Schafer Custom Engmeermg ...... ....(SH) C-404
Shaler Aitken Communications .......... Unassigned
Sony Corp. of America ..{SH) Space 36
Stainless INC. cooeeeoreveeereeececeeeeees (SP) M-490-2
Standard Electronics Div., Reeves Instrument
Corp. (SH) E-800
Sarkes Tarzian INC. ....ccoeeeeerenenenen (SH) D-802

Tektronix Inc. ... .{SH) Space 28-B
Telechrome Mfg. Corp ...... (SH) Space 35
Telecontrol COrp. .ueverrecesessrensad (SH) Space 3
TelePrompTer Corp. .......ccooeeue....d Mayflower
Telescript-CSP Inc. ..........
Television Speciality Co. ..
Television Zoomar Corp. ..
Tower Construction Co. ......

Trans-Lux Television Corp ....... (SH) C-304
Utility Tower Go. - Statler-Hilton
Visual Electronics Corp ........ (SH) G-609
Vitro Electronics c.e.ecooveeeeereieanne, (SP) B-523- 5
Westrex Corp. wooenreeevseneenaad (SH) Space 35-C, D
NETWORKS

ABC Radio (SP) B-220
ABC-TV SP) B-720
CBS Radio (SH) C-500
CBS-TV .SH) C-600
Keystone Broadcasting System .. (SP) D700-02
Mutual SP) E420
NBC Radio & NBC-TV .....cccoeneeirivneens (SP) B-320
PROGRAM SERVICES .

ABC Films (SP) B-620
M & A Alexander Productions ............ (SH) D-702
Jim Ameche Productions ................ (SH) Space 40
ATET 3 SH)
California National Productions ............... (SP)
CBS Films (SH) B 600
Community Club Services ... -Mayflower

Futursonic Productions
Harry S. Goodman Productions
Jayark Films Corp.

King Features Syndicate Tv ... Mayflower
Lang-Worth Feature Programs ....{SH) 6-509
Magna-Tronics InC. ..cerrereceenees ...(SH) E-709
Mars Broadcasting .........cocoeereecenece (SH) 504-A
MCATV Lt correrrceceeercercrenrrcnsennn (SP) E-220-22

May 3 in the Shoreham, Sheraton-Park
and other Washington hotels are shown.

Large directory boards in the Shore-
ham (SH) and Sheraton-Park {SP)
lobbies will show associate members'
suites.

MGM-TV (SP) C-540
Modern Broadcasting ................cc...... Unassigned
Modern Talking Picture Service ....Statler Hilton
Qfficial Films (SP)
Pams Productions ............. ..{\SP) B-623-5
Profit Programming .......cccoovcevennes (SP) A-406-8

Programatic Broadcasting Service (SF) B-423-5

RCA Recorded Program Services ....(SH) D-204-6
Record Source ........cooeevriereennen. SP) M-589.91
Screen Gems (SP) C-440
SESAC Inc. (SP) B-520-22
Seven Arts Ass0C. COrp. .....eoevrrrrernenro(SP) C:240
Sterling Television ... Sheraton-Carlton
TeleSCHP-CSP oot ssnnrsnsesennad (SH
Television Personalities ... {SH) C-504
Richard H. Uliman, INC. ....creereeverennned (SH) C-103

United Press Movietone ..., (SP) A-200
Videotape Productions of N. VY. ....... Unassigned
World Broadcasting System ...........SP) M-689-91
Ziv-United Artists ..........ocoocoveeeinennd (SP) C-340

STATION BROKERS

Blackburn & Co. ... .(SP) M-590-2
DN R T T T B R — (SH) B-123

W, B. Grimes & Co. ........2000 F!orlda Ave NW
Wilton Gunzendorfer & Assoc. . (SP)

Hamilton-Landis & Assoc. ..... ....{SP) C-644
Philip L. Kelser & Assoc. . ..(SP) C-251-3
Howard E. Stark ............. (SH
Jack L. Stoll & Assoc. ... (<P F-350-2

Edwin Tornberg & C0. wevovrrern. ...(SP) M-559

STATION REPRESENTATIVES

Am Radio Sales Jefferson
Avery-Knodel ......c..... ...(SP) E-426-8
Elisabeth M. Beck'orden ................................ (SH)
Charles Bernard; The Country Music

Network Mayflower
John Blair & Co.
Blair-Ty
Blair Television Assoc. Hotel Washlngtnn 205-6-7
Bolling Co. SP) A 500
Branham Co. Mayflower
Broadcast Time Sales ....................... Willard

CBS Radio Spot Sales ....... Unassigned

CBS Television Spot Sales ..........cccoocsenas Statler
Henry [, Christal .......cooree (SP) M-458-60
Devney-0'Connell ......cececveececeecisiennnas Mayflower
Robert E. Eastman ......................... DuPont Plaza
Everett-McKinney (SH)
Forice & Co., Forjoe-Ty ... Unassigned
Gill-Perna (SPY E-320
Harrington, Righter & Parsons ............ {SH) E-700
George P. Hollingbery ... (SP) F-340-41
Hal Holman (SH) A-601
H-R Representatives ............... Sheraton-Carlton
The Katz Agency .........cooiiiennnnad {SP) E-520-22
Robert Kerr Organization ............. (SP) A-111-15
Jack Masla & Co. ............. .....otatler-Hilton
Daren F. McGavren Co. ... DuPont Plaza
Meeker Co. (SP) E-620-22

Art Moore & Assoc. ...
NBC Spot Sales .....
John E. Pearson Co., Joh

Television
Peters, Griffin, Woodward .
Edward Petry & Co. ..
Radio TV Representati
Paul H. Raymer Co. ...
Spot Time Sales .......errveiennnes DuPont Plaza
Television Adv. Reps. ....ccccemerennee. Woodside Park
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WSIX-TV

WSIX-TV Wins In 4
Out Of 6 Categories

The Radio and Television
Council of Middle Tennessee
awarded WSIX-TV FOUR
“Connie’” Awards out of SIX
categories for meritorious
locally-produced TV Programs.
“Expedition-Tennessee’ (Public
Service), “Romper Room” X
(Children’s), “Nashville Sings”
(Music), and “Know Your Bible”
(Religious) Awards make 18 on
the rapidly expanding “wall :
of fame” at Nashville’s Number N
One Station . , . WSIX-TV. h

Affiliated with WSIX — AM & FM

Represented by: Peters, Griffin, Woodward, Inc.

BULLETIN: NEW NIELSEN SHOWS WSIX-TV STILL NO. 1 PRIME TIME
SIX TO MIDNIGHT AVERAGE SEVEN NIGHTS PER WEEK!!

BROADCASTING, May 8, 1961

WSIX-TV also received
National “Award of Honor”
from ABC-TV for public
service program “Expedition-
Tennessee”

WSIX

TV

NASHVILLE
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a
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Tv Stations INC. .ceeveeveirverecrereecrreresenee (SH) A-502
Venard, Rintoul & McConnell (SP) M-489-91

Grant Webb & Co. wccvcvcmccancincencnd Unassigned
weed & Co. Mayflower
Adam Young INC. coceeccenrinmenisonsrennd (SP) C-140
Young Television Corp. .....ccovveeennen. {SP) C-140

RESEARCH ORGANIZATIONS

American Research Bureau ..
The Pulse Inc. ..............
A. C. Nielsen Co. .........
MISCELLANEOUS
Advertising Age

Advertising News of New York s
Associated Press .co..o.eeenenss {SP) Franklin Room
Billboard Unassigned

Broadcast Advertisers Reports ..
Broadcast Engineering ..........
Broadcasters Promotion Assn
BROADCASTING Magazine ...

..{SP) M-658-60
..Unassigned
(SP) £-330-2
(SP) Madison Room

International Electronics .........ccco.... Unassigned
Medm/ScoF Unassigned
Printers’ Ink ... ..Unassigned

SH) D-400
{SH) G-803

Sponsor and U. S. Radio . .
SP) E-120-22

Standard Rate & Data Serv

Telefilm Magazine ..Unassigned
Television Age ...... (SP) E-526-8
Television Bureau o ..Unassigned
Television Information Office ........ SP) A-511-15
Television Magazine {SP) Madison Room
TV Guide-TV Digest .....oooooveeeereennen (SP) D-706-8
U. 8. Army (SH) Lobby
Variety (SH) B-300

Full FCC to answer NAB

guestions on Wednesday

All seven members of the FCC will
participate in the annual commission-
industry panel discussion at the NAB
convention Wednesday morning (May
10). Answering broadcasters’ questions
without prior screening will be Chair-
man Newton N. Minow and Commis-
sioners Rosel H. Hyde, Robert T. Bart-
ley, Robert E. Lee, T. A. M. Craven,
Frederick W. Ford and John S. Cross.

NAB Board Chairman Clair R. Mc-
Collough of the Steinman Stations, will
serve as panel moderator. Because of
the convention, the commission’s weekly
meeting will be held on Thursday.

NAB membership up

Membership of NAB reached
an all-time high in every category
as the association began its 39th
annual convention. Total mem-
bership is 2,845, up 11% since
the 1960 convention, according to
William Carlisle, NAB station re-
lations manager.

Membership includes 1,762 am
stations (1,230 in 1960), 587 fm
stations (327 in 1960), 371 tv
(269 in 1960), 125 associates (121
in 1960) plus the major networks.
The tv code has 387 subscribers
compared to 249 in 1960. The
radio code which had no sub-
scription plan prior to July 1,
1960, has 1,231 subscribers.
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THE ROSY PICTURE AT ABC RADIO

More affiliates, increased sales and program clearances

Gains for ABC Radio on many fronts
were described in reports prepared for
delivery to the network’s affiliates at a
meeting in Washington yesterday (Sun-
day) morning, preceding the NAB con-
vention.

Robert R. Pauley, vice president in
charge of the network, and associates
singled out advances made during the
past year in the number of affiliated sta-
tions, program clearances, news cover-
age, sports audiences, sales of news and
of Breakfast Club, and in the acceptance
of the new Flair program series by both
stations and audiences.

About 200 representatives of ABC-
affiliated radio stations were expected
to be on hand for the meeting. Top offi-
cials slated to participate with Mr.
Pauley included Leonard H. Goldenson,
president of the parent AB-PT; James
Hagerty, ABC news, special events and
public affairs vice president, and radio
network department heads.

Mr. Pauley reported that ABC Radio
added 45 affiliates in the last year, the
largest single-year total in the network’s
history; that Breakfast Club sales have
gained by 15% and that the veteran
program is being carried by 295 sta-
tions, the highest number “in recent
years; that newscast sales are up 18%
and news clearances are still gaining;
and that through Flair, the modernized
Breakfast Club and strengthened news
programming the network has achieved
its goal of reaching the young adult
audience, “the listeners who in the next
decade will be better educated and have
more money to spend.”

He said Flair, although relatively
new, is now carried by 270 stations,
including affiliates in all major markets.
Earl Mullin, national director of the
ABC Radio stations department, said
the daily hour-long service feature, built
around name talent, had enabled many
affiliates to cancel syndicated material
they had been buying from other
sources. Mr. Pauley said 35 new per-
sonalities had been signed for Flair dur-
ing the past three months.

Audience Size ®» Ratings victories
scored by Breakfast Club over its oppo-
sition in a number of markets were also
emphasized.

Mr. Pauley noted that through its
broadcasts of heavyweight title fights
ABC Radio had reached thé largest
audiences in radio entertainment history
twice in the last nine months. He told
affiliates that ABC Radio would con-
tinue to carry only the most important
sports events.

Mr. Hagerty assured the affiliates
there was good reason to assume that
ABC would soon have the best news op-

eration in radio. He said ABC Radio
News has doubled its Washington staff
and strengthened its overseas corps.

Mr. Goldenson stressed the impor-
tance of ABC Radio and reported on
the progress of AB-PT generally.

Other speakers were to include Frank
Marx, ABC engineering vice president;
William Rafael, national program direc-
tor; James Duffy, national sales director;
Jack Mann, national director of re-
search and advertising, and Chet Sim-
mons, administrator of Sports Programs
Inc.

NAB Radio Board has
eight new faces

Eight new members will join the
NAB Radio Board of Directors this
week, with five others re-elected for
new two-year terms (BROADCASTING,
April 10). Another 12 elective direc-
tors remain in office for an additional
year. The four radio network members
are appointed by their networks.

Joining the Radio Board will be these
new directors: Carleton D. Brown,
WTVI Waterville, Me.; James L. Howe,
WIRA Fort Pierce, Fla.; George T.
Frechette, WFHR Wisconsin Rapids,
Wis.; Ray Johnson, KMED Medford,
Ore.; John S. Hayes, WTOP Washing-
ton; Willard Schroeder, WOOD Grand
Rapids, Mich.; Ben B. Sanders, KICD
Spencer, Ia., and Ben Strouse, WWDC-
FM Washington. Entering their second
terms are these re-elected directors:
John S. Booth, WCHA Chambersburg,
Pa.; Hugh O. Potter, WOMI Owens-
boro, Ky.; Odin S. Ramsland, KDAL
Duluth, Minn.; Boyd Kelley, KRRV
Sherman, Tex., and B. Floyd Farr,
KEEN San Jose, Calif.

Four elective vacancies on the Tele-
vision Board will be filled at a business
session of tv members to be held Tues-
day morning. Those whose terms end
this week are W. D. Rogers, KDUB-TV
Lubbock, Tex., Tv Board chairman;
Clair R. McCollough, Steinman Sta-
tions; Wrede Petersmeyer, Corinthian
Stations, and Willard E. Walbridge,
KTRK-TV Houston.

Tv Board members whose terms run
another year are Dwight W. Martin,
WAFB-TV Baton Rouge, La., vice
chairman of board; Campbell Arnoux,
WTAR-TV Norfolk, Va.; Henry B.
Clay, KTHV(TV) Little Rock, Ark.;
Joseph C. Dirilling, KIEO-TV Fresno,
Calif.; William B. Quarton, WMT-TV
Cedar Rapids, Ia. Joseph S. Sinclair,
WIAR-TV Providence, R. I, and Eu-
gene S. Thomas, KETV(TV) Omabha,
Neb. Network tv directors are ap-
pointed.
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Take a second look
(it’s Oreck’s, in Duluth)

Take a second look at the Duluth-Superior market-
It's Bigger than you think!

It's the second-biggest market* in both Minnesota and Wisconsin!

Bigger than Madison and Des Moines!

Bigger than Lancaster, Shreveport and Trenton!

A L.l delivers it all!
—

°Sales Management population estimates, January 1, 1960. KDAL—CBS RADIO-TELEVISIQON /3—AN AFFILIATE OF WGN, INC.

Duluth-Superior- BIGGER than you think-and only K .
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ANDY ANDERSON JIM COLDSMITH

while at the

A

JIM KEEL DOUG LOVELACE

BOB MYERS TOM PENDERGAST

BOB ROUSEK BOB SHIPLEY JIM SMITH FRANK STEARNS
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these ASSOCIATED PRESS men

TOM CUNNINGHAM JIM FIRMIN JERRY GILL HOWARD GRAVES

NAB CONVENTION this week

ASSOCIATED PRESS Headquarters

SHERATON PARK HOTEL, Franklin Room-1st Floor, Washington, D. C.
Oliver Gramling, Assistant General Manager, AP.

2

ROY STEINFORT TOM STUETZER 80B SUNDY 808 WELLS
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MORE DISTAFF LEADERSHIP

LeRoy Collins urges AWRT delegates to take

more active roles; Tjaden

Broadcasting’s goals are America’s
goals and it “has more to contribute to
the accomplishing of the American
dream than any other single force,”
NAB President LeRoy Collins told the
10th Annual Convention of the Ameri-
can Women in Radio & Television last
week in Washington.

In his keynote address Thursday be-
fore an estimated 1,000 delegates and
industry and governmental dignitaries,
Gov. Collins told the women broad-
casters they play a unique role as “the
molders and leaders of men,” urging
them to assert their leadership and
convictions in public and community
affairs. Women in broadcasting face a
challenge to stimulate such leadership
among women throughout the land, he
said.

“We need more and more men and
women who are looked up to as re-
sponsible leaders; who have earned the
right to be respected,” he added, stress-
ing AWRT’s part in encouraging this
leadership.

Commenting further, Gov. Collins
said that equality of vocational oppor-
tunity for women admittedly has not
been totally achieved in broadcasting,
but that progress was being made, not-
ing the many women in key station and
network positions.

A co-feature of the convention was
the presentation of the 10th annual

assumes presidency

McCall's Golden Mike Awards, given
annually to women in radio and tele-
vision for outstanding public service
work. Pauline Frederick, NBC United
Nations correspondent, was named re-
cipient of the highest award for her
“authoritative coverage of the UN in its
most critical year.” She also received the
highest Golden Mike Award in 1955.

Miss Frederick was cited by McCall’s
for the ‘“cool, experienced perception
with which she ‘single-handedly’ began
an around-the-clock coverage of the
Congo as it developed into the year’s
most explosive news story.”

Other Golden Mike winners: Norma
Goodman, KTVA (TV) Anchorage,
Alaska, and Sunnie Jennings, KDKA-
TV Pittsburgh (service to the commu-
unity); Frances L. Morris, KWTV (TV)
Oklahoma City and Polly Weedman,
KOTA Rapid City, S. D. (service to
the family); Betty Adams, WBZ-TV,
and Virginia Bartlett, WHDH-TV, both
Boston, (service to the American fu-
ture).

Tjaden President = Other business in-
cluded the installation of Montez Tja-
den, director of promotion, publicity
and public retations for KWTV (TV)
Oklahoma City, as president of AWRT.
She succeeds Esther Van Wagoner
Tufty, Tufty News Bureau and NBC
Washington.

The new president-elect is Martha

Last week’'s AWRT convention in
Washington, D. C., brought together
{l to N Montez Tjaden, KWTV (TV)
Oklahoma City, new AWRT president;
Gov. LeRoy Collins, NAB president
and keynote speaker; Esther Van
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Wagoner Tufty, Tufty News Bureau
and NBC Washington, retiring AWRT
president; Martha Crane, director of
women's programs, WLS Chicago, and
new AWRT president-elect, who will
be president in 1962.

Open house

Headquarters for BROADCAST-
ING and Television magazines dur-
ing the NAB convention May 7-10
are maintained in the Madison
Room of the Sheraton-Park Hotel.
The suite is located on the mezza-
nine and is reached by a short
flight of stairs to the right of the
main entrance of the hotel.

Representing BROADCASTING
are Sol Taishoff, Maury Long,
Ed James, Winfield R. Levi, Ed
Sellers, Art King, Rufus Crater,
J. Frank Beatty, Earl Abrams,
Frederick M. Fitzgerald, Law-
rence B. Taishoff, Harold Hop-
kins, Dawson Nail, Leonard Zei-
denberg, Don Kuyk, Warren W.
Middleton, Bill Merritt, Irving
Miller, John Cosgrove, and Gladys
Hall.

Representing Television are
Ken Cowan, Don West and Frank
Chizzini.

i

Crane, director of women’s programs,
WLS Chicago. A veteran of 33 years
in broadcasting, she is believed to have
won more awards than any woman in
broadcasting. She was the recipient of
McCall's Golden Mike Award in 1960.

Miss Tjaden, who has been serving
as president-elect of AWRT for 1960-
61, has been active in the organization
since 1953 when she served as national
publicity chairman. She was also na-
tional director-at-large (1955-57) and
national southwestern area vice presi-
dent (1959-60).

She has been with KWTV since
1954, joining the station following a
tour of duty as a Commander in the
U. S. Naval Reserve at the Pentagon.
Long active in promotion, Miss Tjaden
was one of the founders of the Broad-
cast Promotion Assn., serving as its
vice president for two terms.

Current officers now beginning the
second of two year terms are Elizabeth
Bain, secretary-treasurer, (United Art-
ists Assoc., New York), Martha Bohl-
sen, west central vice president, (Tidy
House Products Co., Omaha, Neb.),
Gloria Bremkamp, southwestern area
vice president (public relations coun-
sel, Oklahoma City); Gloria Chandler,
western area vice president (King
Broadcasting Co., Seattle); Marion Cor-
well, east central area vice president
(Henry Ford Museum, Dearborn,
Mich.); Margaret Kearney, eastern
area vice president (WCAU Philadel-
phia); Ruth Talley, southern area vice
president (WLAC-TV Nashville, Tenn.).

Five directors-at-large who were to
be elected Saturday are Dorothy Rey-
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“GONSULT DR. BROTHERS”—SOLD!!!!

In less time than it takes to write about it, all these major markets were sold. This is just
a small part of the total sales picture of the “CONSULT DR. BROTHERS”’ program.

65 quarter hours or 195 five-minute programs, perfect for stripping.

Note: In its first week on the air in Buffalo, “CONSULT DR. BROTHERS"” tripled WGR-TV’s morn-
ing audience! Gheck with ABG Films now.

ABG F"-MS, ING. 1501 Broadway, New YOI"k, New York / Got a programming problem? You're invited to meet

and “Consult Dr. Joyce Brothers' at the NAB Coenvention, Washington, D, C. —May 7 & 8, Suite 620-B, Sheraton-Park Hotel.
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*One 0'Clock Club
WEWS, Cleveland

PROGRAM GOALS

We at WEWS are pledged
to use all of our facilities
to develop stimulating and
entertaining program-
‘ming, incorporating the
finest local talents in the
form in which television
is itself most exciting and
rewarding—live and spon-

N THE PICTURES 1. Salute to Japan by zhe One O'Clock Club. 2. On occasion, the Club goes ‘on location.” Here
he Jocation is center-ring of Circus. 3. Dorothy Fuldheim and guests enjoy one of Bill Gordon's sharp ad-libs.

e " ] . 3 taneous.
One of the superior productions through which Our "One 0 Clck o
n . ] Is but one example o
creative talent and community leadership are constant effort not only 1o
delight the community
continually building new vision into Television o, Trc Py

b lfay carefully blending in-

[ I ti d tertain-

on stations represented by BL AI R | V et eatirenli oy ey
2 local program endeavor.

James C. HANRAHAN
General Manager, WEWS



Accent on Personality

tandout studio productions have long
een a specialty with WEWS. Now, in
he One O'Clock .Club, it has Cleveland’s
10st talked-about program.

What has the Club got, that has kept
iewers flocking to WEWS studios from
1l of Northern Ohio, even from Pennsyl-
ania, since '577

First, it has two of TV’s most provocative
nd appealing talents: erudite, quick-witted
‘orothy Fuldheim, and zany, unpredict-
ble Bill Gordon. They develop sponta-
eity and excitement that fascinates count-
:ss thousands of home viewers, as well as
1e 100 or more on hand for each show.

Plus guest-stars! Stars like Rosemary
‘looney, Dody Goodman, Kaye Ballard,
ohnny Mathis, Victor Borge, Genevieve,
lenny Youngman or Van Cliburn. Most
f them make repeat visits because they
ave 50 much fun the first time.

Besides celebrities, Bill and Dorothy
hat with experts in every field from mat-
.mony to world-travel . . . or Dorothy en-
walls viewers with a gripping book review
.. or Bill sings a duet or cha-chas with
guest to the music of Joe Howard’s One
YClock orchestra.

Yes, the One O’Clock Club has all these
-and top ratings, too!

To Blair-TV, creative community-inter-
st programming by great stations like
YEWS is a constant source of inspiration.
Ve are proud to serve more than a score
f such stations in national sales.

BLAIR-T

Televisions's first exclusive
national representative, serving:

WABC-TV-New York
W-TEN—Albany-Schenectady-Troy
WFBG-TV—Altcona-Johnstown
WNBF-TV—Binghamton
WHDH-TV —Boston
WBKB—Chicago
WCPO-TV—Cincinnati
WEWS—Cleveland
WBNS-TV—Columbus
KTVT—Dallas-Ft. Worth
WXYZ-TV—Detroit
KFRE-TV—Fresno
WNHC-TV—Hartford-New Haven
WJIM-TV—Lansing

KTTV—Los Angeles
WMCT—Memphis
WDSU-TV—New Orleans
WOW-TV—0maha
WFIL-TV—Philadelphia
WIIC—Pittsburgh
KGW-TV—Portland
WPRO-TV—Providence
KGO-TV-San Francisco
KING-TV—Seattle-Tacoma
KTVI-St. Louis
WFLA-TV—Tampa-St. Petersburg

Senor Raul Fontaina, Radio Carve,
Uruguay, was re-elected president of
Inter-American Assn. of Broadcast-
ers at Washington meeting last week.
Herbert E. Evans, Peoples Broad-
casting Co., stations, is NAB dele-
gate representing the U. S, Left to
right: Eneas Machado de Assis, Bra-

Uruguayan elected president of IAAB

zil; Fernando Eleta, Panama, 2d vp;
Mr. Fontaina; Mr. Evans; Justino
Vimenez de Arechaga, Uruguay;
Jose Luis Fernandez, Mexico, 1st
vp. Raul Trabanino, Sal Salvador,
was elected secretary. IAAB delegates
are attending NAB convention ses-
sions this week.

nolds, assistant sales service manager,
CBS-TV; Phoebe F. (Fran) Troesch,
assistant to the district director, public
relations, U. 8. Steel Corp., Boston;
Dora Cox Crosse, vice president and
treasurer, Dora-Clayton Agency, At-
lanta; Irene B. Runnels, director of
marketing, KBOX Dallas; Theodora
Zavin, assistant vice president, Broad-
cast Music Inc.,, New York.

Sarnoff sees tv network
across Latin America

An international tv network in Latin
America is regarded by Robert W. Sar-
noff, NBC board chairman, as the next
step in television's growth pattern. Mr.
Sarnoff made this projection in a speech
scheduled for delivery May 6 before the
Inter-American Assn. of Broadcasters in
Washington.

Mr. Sarnoff said that European
broadcasters have implemented Euro-
vision under “far greater handicaps of
language and differing technical stand-
ards than we have in the Americas.” He
acknowledged that the “enormous cost”
of tying the tv stystems of the various
Latin American countries into a net-
work would be “an obstacle,” and
added:

“For this reason, in my judgment,
the soundest starting point would be a
regional television network paralleling
the Common Market that has already
been projected by seven Latin American
countries. Such a network could well
be extended with the progressive lower-
ing of trade barriers and the progress of
the area toward economic integration.
What I am envisaging is primarily a
network joining Latin American broad-

casters because of language, tradition
and program interests in that part of
the hemisphere.”

150 expected to attend
Tv Stations Inc. meet

More than 150 broadcasters are ex-
pected to attend the sixth annual mem-
bership breakfast meeting sponsored by
Tv Stations Inc., scheduled today (May
8), at 8 a.m. in the Continental Room of
the Sheraton Park Hotel. Warren Bakhr,
vice president, radio and tv, Young &
Rubicam, New York, is the guest speak-
er. Progress reports on the company’s
plans for diversification and for syndi-
cated products will be reviewed. At the
NAB convention, Tv Stations will main-
tain hospitality and business quarters in
Suite A-502 of the Shoreham Hotel.

Entertainment for the banquet

A special “Radic and Television
Theme Overture,” written for the occa-
sion by Nelson Riddle, will be per-
formed Wednesday night at the NAB
convention banquet. The program will
be presented by Broadcast Music Inc.

Jazz will be represented at the ban-
quet by the Count Basie Orchestra.
Anna Moffo, of Metropolitan Opera
fame, will sing. An all-star group from
Nashville will offer music from the
country-western-popular field. It will be
headed by Chet Atkins, The Jordon-
aires and Gene Nash. The Ralph Hun-
ter Choir will present selections from
the musicals “Fiorello” and “Tender-
loin.”

Sam Levenson will offer a comedy
routine, only non-musical item on the
program. Russell Sanjek, BMI public
relations director, will produce.
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First-run film series: its heyday is past

NEW TV FILM SERIES HAS FALLEN ON EVIL TIMES

YESTERYEAR'S BOOM IN

The film buyer for a television station
in New York remarked last week: “As
of this moment, there are only four first-
run tv film syndication series definitely
set for prime-time showing in the com-
ing season. In 1956, there were 29 first-
run properties released to television and
on the air.”

This remark dramatizes the lowly
estate of the first-run film syndication
business, once a high-flying phase of
television. A check of both distributors
and television stations last week drew
various reasons for the decline of so-
called “quality,” first-run production
and distribution. But everybody agreed
on at least one point: the number of
first-run series is likely to decrease
rather than increase in the future. (Low-
budget tape and film series are not in-
cluded in this context of first-run).

The downward trend in this area of
television has been going on since 1956.
In that year, 29 new programs were
offered for syndication. the number has
dwindled each year: 1957—20; 1958—
16; 1959—15; 1960—38.

The only series definitely scheduled
for showing next fall are Ziv-United
Artists’ King of Diamonds and Ripcord,
Filmaster Inc.’s The Beachcomber and
Tv Marketeers’ Adventures of the Sea
Hawk. Distributors and stations feel
that perhaps as many as two additional
series, making a total of six, will become

Beachcomber’
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available during 1961, though some dis-
tributors claim they are considering
making first-run programs available.

Ziv-UA’s Plans = Ziv-UA already has
announced it plans to distribute eight
new series over a 16-month period, be-
ginning with King of Diamonds, which
was placed on the market last month.
Other distributors and some station offi-
cials question this high number. They
feel that Ziv-UA probably reached this
total by counting second-year produc-
tion of old series and first-run programs
not designed for prime-time showing.
Independent Television Corp. says it
intends to select two of a group of six
series—Whiplash, Ghost Squad, Sir
Francis Drake, Night at the Palladium,
The Jo Stafford Show and Supercar—
and offer them for syndication. Screen
Gems, officially, has announced no new
series for syndication, but station
sources say SG is considering the re-
lease of a series called Shannon.

But it's a long process from plan to
execution. Some station officials claim
a new syndicated series will be an-
nounced but actually will not be gener-
ally sold until a hefty regional sale is
completed. “I’d be very surprised if we
have more than six new series intended
for prime time,” one seasoned station
film buyer said, noting he’s ruling out
the second year on old series and shows
produced for daytime periods.

Why were there 29 first-run, “quality”
tv series released in 1956, eight last year
and possibly as few as six this year?

The scarcity of time slots in prime
time seems to be the critical factor. This
state appears to have developed from
increased network programming, includ-
ing the trend toward hour-long shows,
(networks are scheduling series as early
as 7:30 p.m. and continuing until as late
as 11 p.m.). Some distributors traced
the dearth of time periods to the emer-
gence of ABC-TV as a stronger network
force. In the words of one distributor:
“Even up to two years ago, we could go
into a market and sell the ABC-TV
station either because the network
wasn’t programming or because the sta-
tion didn’t want the show. That isn’t
true today.”

Costs Up = A reason advanced by
producers-distributors is the steadily in-
creasing costs of producing first-run
series, accompanied by stations’ un-
willingness to pay more for program-
ming today than three or four years
ago. Only recently Sam Cook Digges,
administrative vice president of CBS
Fiims, warned a meeting of advertising
agency and advertiser officials that un-
less stations and sponsors are willing to
invest an “equitable” sum in first-run
syndicated films this type of program-
ming will virtually disappear. Some sta-
tion executives do not “buy” this argu-

Tv Marketeers’ ‘Adventures of the Sea Hawk’
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IN STEUBENVILLE-WHEELING
THE FRIENDLY GROUP’S

WSTV-TV

WSTV-TV

STEUBENVILLE-WHEELING

KODE-TV

L

JOPLIN, MISSOURI

WRGP-TV

In both ARB (mar. 1961)
and Nielsen (reb. 1961)

CHATTANOOGA, TENNESSEE

WRDW-TV

FIRST |N3C5})VERAGE L WSTV-TV s

viewed by 1 more homes.

FIRST IN SYNDICAT! . with the
top three (homes delivered) shows.
TOPS . . . in Local Personalities, Sports, News
and Weather.
TOPS IN MERCHANDISING . . . EXCLUSIVE, COPY-
RIGHTED ""'SHOPPER TOPPER'' SERVICE.
AUGUSTA, GEORGI!A
CHANNEL :
IBSeERPENYLER at 26265

WBOY-TV

INE ntORK s xord 7.0306

B ot

The Best o

e
Member The FRIENDLY Group ( 'ﬁ%' ) John J. Laux, Exec. Vice-President

oROUr
S ———"

CLARKSBURG, WEST VIRGINIA
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Ziv-United Artists Inc., New York,
which pioneered in first-run tv film
syndication in 1948, is still “bullish”
about this phase of the business after
13 years: Ziv-UA has earmarked ap-
proximately $12.2 million for pro-
duction of eight series scheduled for
first-run release over the next 15
months.

John Sinn, president, of Ziv-UA,
was asked last week why the com-
pany plans to operate against the cur-
rent trend of fewer and fewer first-
run syndication productions (see
story, page 84). Mr. Sinn smiled but
answered quickly:

“Because we know that there is a
market for quality first-run film se-
ries. We know that stations and na-
tional, local and regional advertisers
will accept these films; our track rec-
ord bears this out. I cannot believe
that stations will not find a place for
quality programs and for regional
and local advertisers who must have
an opportunity to use the medium to
compete with their giant national
opposition.”

Ziv-UA’s master plan is to re-
lease the first-run series at two-month
intervals and its initial program hit
the market four weeks ago. This was
King of Diamonds, starring Brod-
erick Crawford, which already has
been sold in 118 markets, including
the five largest cities in the country.
Last week Ziv-UA announced the re-
lease of another series, Ripcord.

For competitive reasons, Mr. Sinn

Ziv-UA sees no storms ahead for first-run tv film series

said, he prefers not to identify the
other serials. But he described in
general terms the various types: in-
formative documentary and public
service specials, comedy, drama and
action-adventure.

‘Our main business’ = Mr. Sinn
said Ziv-UA’s expanded production
budget during the coming years

“really should not be surprising. Syn-
dication always has been our main
business for more than 13 years. In
simplest terms, our formula is that
we know how to produce and we
know how to sell the programs.”
During the past year, he added,

Ziv-UA released six series for first-
run syndication and all were sold “in
a substantial number of markets.”
The series and the number of mar-
kets bought are: Tombstone Terri-
tory (156); fourth year of Sea Hunt
(209); Home Run Derby (159);
The Case of the Dangerous Robin
(181); Miami Undercover (141),
and Lockup (187).

As Ziv Television Programs, the
company entered the first-run syndi-
cation business in 1948 with Yester-
day’s Newsreel and Sports Album.
Shortly thereafter, the company
started to produce ‘the series that
gained it far-flung prominence—Cis-
co Kid. Another of its long-lived
series was Boston Blackie. In all,
the company has produced and dis-
tributed more than 40 first-run syn-
dicated series, including Men of An-
napolis, Science Fiction Theatre,
Men Into Space and Favorite Story.

Mr. Sinn deplores the scarcity of
first-run  syndicated programming
and adds this observation:

“To remain healthy, the tv film
business must keep producing quality
syndicated shows. After all, if the
networks were the only place where
an advertiser could be accommo-
dated, how could the interests of
regional and local advertisers and the
local stations be served?

“T realize that time slots sometimes
create a problem—but I say this: if
a program is of high quality, time
slots somehow always are found.”

ment. They contend that much of the
first-run syndicated films in the past did
not have much “quality” and that the
prices were out of line. This led, in
many instances, to “panic’ sales at cut-
rate prices, which discouraged many
producers-directors from venturing into
additional first-run projects.

Station officials claim that two or
three years ago there was an oversupply
of syndicated material on the market,
which prevented some new programs
from finding sponscrship. A result was
that some producers fell by the wayside.

A collateral consideration, according-
to station executives, is that in the hey-
day of syndication, distributors were
“overstaffed” and their costs soared out
of proportion to sales. This, teo, damp-
ened the ardor of some producers for
venturing into first-run production. Even
though sales staffs have been trimmed,
distribution costs today run 35-40%
above the total preduction costs and
some station officials regard this as too
high.
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The outlook is even more bleak to-
day, according to several distributors.
The trend toward off-network syndica-
tion of network series is likely to result
in the use of some prime-time slots,
particularly on independent tv stations
and on some network affiliates, for these
programs. In recent months, MCA-TV
has released six off-network serials via
syndication, including four hour-long
programs—Riverboat, Suspicion, Cimar-
ron City and Overland Trail. There are
indications that other off-network series
may be offered shortly for syndication
to touch off a trend that will aggravate
the time-slot squeeze.

Only last Wednesday (May 3) CBS
Films announced it will handle syndi-
cation of two off-network programs
that have been on CBS-TV in prime
time~—December Bride and Angel.

Spark Plug Is Ziv-UA = Ziv-UA is
the acknowledged spark plug in the first-
run syndication field, whether or not it
actually achieves the eight-program
timetable it has established. With King

of Diamonds already sold in 118 mar-
kets and Ripcord released only three
weeks after King, Ziv-UA is off to a
commanding lead.

What makes Ziv-UA run?

John Sinn, Ziv-UA president, makes
the answer sound simple (see interview,
above). There is, he says, “a need” for
quality, first-run programs and Ziv-UA
simply fills this void. Rival producers
and distributors say that Ziv-UA, from
its years of experience in the business,
has learned how to produce for this
market and has learned to bring in a
show at the lowest possible cost without
a noticeable sacrifice of production val-
ues.

They acknowledge, too, that Ziv-UA
has a top-flight syndication sales staff
which knows all the tricks of selling.
Several distributors noted that Ziv has
been in the business for 12 or 13 years
and has served many regional and local
advertisers; that in many markets Ziv
has the time slots ‘sewed up’ because
many of these advertisers have built-in
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Mutual coverage wraps up the buying dollars
Mutual Radio is strongest where the buying is biggest. 70% of all
drug store sales and 66% of all food store sales are in A and B markets (ask
Nielsen) —and Mutual now wraps up 667 of its radio audience in these
Inarkets! Mutual covers 87 of the top 100 markets with local affiliates —more
than any other radio network. Got a food or drug store account in the
house? Buy Mutual Radio—and you've got it covered at the point of sale.

MUTUAL RADIO

A Service to Independent Stations L
Subsidiary of Minnesota Mining & Manufacturing Company @

]'TEhNTIONJNAB CONVENTIONEERS! MUTUAL RADIO HOSPITALITY SUITE, E. 420 SHERATON PARK HOTEL.



Ziv-UA's ‘King of Diamonds’

franchises.

Filmasters’ The Beachcombers has
been bought individually, by 80 stations,
guaranteeing its appearance as a fall
entry. These 80 inclide outlets which
own TV Stations Inc., an organization

which buys film programming on behalf ,

of approximately 150 tv stations. This
buying-in-advance.is- significant because
a producer and distributor in today's
market must have a certain guarantee of
money already in the till before they
wade into a full-scale production and
selling effort. Ziv-UA traditionally lines
up a group of regional sales before
launching a new series.

Wynn Nathan, president of TV Mar-
keteers, which is distributing Adven-
tures of the Sea Hawk as a first-run
vehicle this fall, hopes to sidestep the
prime time pinch by recommending that
the series be scheduled in a 7 p.m. per-
iod. He noted that Sea Hawk is an “all-
family” show and should appeal to both
children and adults, but acknowledged
a series which relies on “blood and
thunder” might not be suitable for an
early time slot.

The future of so-called quality first-
run syndication programming appears
discouraging. Film companies of sub-
stance, such as MCA and Screen Gems,
show no inclination to wade into the
battle of soft time slots and hard-to-get
money. Instead they prefer to produce
and sell their new programs to the net-
works. Other producers and distributors
regard it as foolhardy to gamble. They'd
rather trade in re-run films and low-
budgeted serials intended for the more
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accessible periods outside of prime time.

Count-down on Companies » The
shape of things to come has been dis-
ernible for some years also in the
dwindling number of companies pro-
ducing or syndicating first runs. Five
years ago such companies as National
Telefilm Assoc., Flamingo Films, ABC
Films, MCA-TV, NBC Films (now
California National Productions), Tele-
vision Programs of America, Guild
Films and Screen Gems were riding the
crest of the first-run syndication wave.
Ziv-UA (then Ziv Television Pro-
grams) is the only organization still
navigating in the same old waters. Most
of the other film organizations are still
in business today—but not as first-run
producers. They've found other—and
less treacherous waters—in which to
sink or swim.

Seidelman says laziness
hurts first-run market

Officials of most television stations
are “willing to ride the network” and
are “unwilling to take the time to look
over and buy first-run syndication
shows and then go out and sell them,”
Robert Seidelman, vice president in
charge of syndication for Screen Gems,

said last week in explaining reasons for.

the dearth of prime-time first-run film
on the market today (story, page 84).
Mr. Seidelman feels the network
practice of scheduling hour-long pro-
grams over the 7:30 p.m. to 11 p.m.
period and the emergence of ABC-TV
as a strong network have contributed
to the scarcity of time slots, which, in
turn, has discouraged first-run film
(generally a half-hour in length). But
he thinks many stations could decline
to accept some network programs, sub-
stitute first-run products and make “100
cents on the dollar instead of 30 cents,”
if they “‘buy properly, program proper-
ly and go out and do a selling job.”
Mr. Seidelman stressed that his criti-
cism does not apply to all stations but
does cover “the vast majority, who are
too lazy and find network programs
are no bother at all to carry.” One
bright ray on the horizon, according to
Mr. Seidelman, is the possibility that
the tv networks “will not be sold out”
this fall and this may make some addi-
tional prime time slots available for
first-run syndication film. In that even-
tuality, he said, Screen Gems “will be
ready with two ot three properties.”

ATAS workshop ready to go

Auditioning and rehearsing since the
first of year, Drama Workshop of Acad-
emy of Television Arts & Sciences can
be expected to go into full-scale produc-
tion this month. The Workshop group—
which expects to be increased to 40
people—is in the live drama phase of

tv and now is buying scripts. Eventual
target: a network and spot for these
professionals to show their art forms.

Mars to specialize
in promotion aids

Formation of Mars Broadcasting
Inc., Stamford, Conn., specializing in
custom promotional aids, jingles and
radio programming services, has been
announced. Partners are Robert V.
Whitney, executive vice president (for-
merly national program director of the
Balaban stations); Stanley N. Kaplan,
executive vice president (former sales
manager of WIL St. Louis) and the
Stamford investment firm of Fox, Well
& Rogers which operates and holds in-
terests in KOGO-AM-TV and KFSD-
FM San Diego and WSAI Cincinnati.

Mars Funtests are short, simple con-
tests which ask “happy questions” and
award small cash prizes. A new Fun-
test is provided every three days. They
also can be sold as commercials with
custom-produced sponsor’s messages.

Stations currently subscribing to
Mars’ service are WABC New York;
WLS  Chicago; WHXK Cleveland;
WXYZ Detroit; KQV Pittsburgh;
WKWK Wheeling, W. Va.; WIP Phila-
delphia; WITH Baltimore; WKBW
Buffalo, WBBF Rochester, N.Y.;
WTTR Albany, N.Y.; WGH Newport
News, Va.; WMBR Jacksonville;
WCKR Miami; WALT Tampa, Fla.;
WLOF Orlando, Fla.; WHHM Mem-
phis; WKDA Nashville, Tenn.; CHUM
Toronto; WSAI Cincinnati; WISH In-
dianapolis; WQXI Atlanta; WOLF Syr-
acuse; KRUX Phoenix; KIMN Denver;
WKY Oklahoma City; WMEX Boston;
KNOK St. Louis; KDEO San Diego;
KAFY Bakersfield, Calif.; XKFXM San
Bernardino, Calif.; KTKT Tucson.

The firm is at 575 Hope St., Stam-
ford, Conn.

Telescript’s addio devices

The establishment of a new division
featuring audio devices for the radio
and television fields has been an-
nounced by Telescript-CSP Inc.

Harrison C. Reader, executive vice
president of Telescript, said that the
new division’s products will be unveiled
May 7 at the annual NAB convention
this week in Washington.

Telescript made a public stock offer-
ing March 2, 1961. The company de-
signs, leases and sells visual equipment
such as speech prompting and projec-
tion devices for television, motion pic-
tures and education. Its educational
equipment, which was displayed April
24-27 at the National Educational Assn.
convention in Miami, is used by leading
universities.
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“Merry Wives”
attract

broad audiences ’

on WSB radio

WF

Entertaining, informative programming attracts and keeps audiences
on WSB. Listeners write more than 150,000 letters a year, including
acclaim of “Merry Wives of Windsor'* from an Ohio professor...request
from an Alabama educator for tapes of WSB produced ‘‘[nauguration .
of Jefferson Davis''.. . praise for helicopter traffic service by Atlanta WSb radIO
Retail Merchants Ass'n. Nielsen (Nov-Dec 1960} shows WSB first 97%
of the time. Schedule WSB and sell Atlanta and other millions too!

ATLANTA'S

Represented by

Affiliated with The Atlanta Journal and Constitution. NBC affiliate. Associated with WSOC/WSOC-TV, Charlotte; WHIO/WHIO-TY, Dayton.
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MGM releases 30
post-’48 films to tv

MGM’s release of 30 of its “biggest”
post-1948 feature films to tv, is being
announced this week at the NAB con-
vention in Washington. Labelled “The
Best of the Fifties,” the film package
includes “The Bad and the Beautiful,”
winner of six Academy Awards which
stars Kirk Douglas and Lana Turner;
and “The Actress,” with Spencer Tracy,
Jean Simmons and Tony Perkins.

Other pictures to be released include
“Carbine Williams,” with James Stew-
art; “Royal Wedding,” starring Fred
Astaire; “Lone Star,” with Clark Gable
and Ava Gardner; and “Battle Circus,”
starring Humphrey Bogart.

MGM’s move leaves Paramount Pic-
tures and Universal Pictures as the only
major studics who have not made their
post-"48 films available to tv.

‘Continental Classroom’
ends after current season

Television's only nationwide educa-
tional series, Continental Classroom,
will end its 3-year association with
NBC-TV on May 26, the date of its
concluding telecast for the season.

Dr. John W. Taylor, acting president
of the Learning Resources Institute,
producer of the program, indicated that
his organization was finding it increas-
ingly difficult to raise the $400,000 in
transmission and operational costs
needed to present the early-morning
college credit courses each year. He
said the “financial problem” is the pri-
mary reason the educational series will
be leaving the tv network.

According to Dr. Taylor, Learning
Resources Institute, which represents
12 national educational groups includ-
ing the American Assn. of Colleges
and the National Educational Assn.,
has received grants totaling $1.6 mil-
lion from the Ford Foundation since
Continental Classroom first went on
the air in the fall of 1958. In addi-
tion the institute has received gifts of
$100,000 a year or more from several
giant corporations including Radio
Corp. of America, parent company of
NBC. Dr. Taylor explained that the
Ford grant has terminated and many
of the $100,000 a year donors have
complained about the continued high
cost of the program.

Cable Costs = To solve the problem,
the institute asked NBC to supply the
program to stations in a manner that
would cut present cable costs. Of the
_ 172 stations that carry the telecasts all
but 48 (30 of which are etv stations)
receive them over NBC’s network lines
and present them at the same time
every weekday 6-7 a.m.

90 (PROGRAMMING

GoLoREASTIN

Here are the next 10 days of network
color shows {afl times are EDT).
NBC-TV

May 812, 15-17 (6-6:30 a.m.) Conti-
nenttal Classroom (modern chemistry),
sust.

May 8-12, 15-17 (6:30-7 a.m.) Conti-
nental Classroom (contemporary math),
sust.

May 8-12, 15-17 (10:30-11 am.) Play
Your Hunch, part.

May 812, 15-17 (11-11:30 a.m.) The
Price s Right, part.

May 812, 15-17 (12:30-12:55 p.m.) it
Could Be You, part.

May 8-12, 15-17 (2-2:30 p.m.) The Jan
Murray Show. part.

May 8-12, 15-17 {1115 p.m.-1 am.)
The Jack Paar Show, part.

May 8, 15 (9:30-10 p.m.) Concentration,
P. Lorillard through Lennen & Newell.

May 9 (10-11 p.m) The Renegade,
sust.

May 10, 17 (8:30-9 p.m.) The Price Is
Right, Lever through Ogilvy, Benson &
Mather; Speidel through Norman, Craig
& Kummel.

May 10, 17 (9-10 p.m.) Perry Como’s
Kraft Music Hali, Kraft through J. Walter
Thompson.

May 11, 18 (9:30-10 p.m.) The Ford
Show, Ford through J. Walter Thompson.

May 12 (8:30-9 p.m.) Five Star Jubilee,
Massey-Ferguson through Needham, Louis

Brorby.

May 13 (10-10:30 a.m.) The Shari Lewis
Show, Nabisco through Kenyon & Eck-

hardt.

May 13 (10:30-11 a.m.) King Leonardo
and His Short Subjects, General Mills
through Dancer-Fitzgerald-Sample.

May 13 (7:30-8:30 p.m.) Bonanza, RCA
through J. Walter Thompson.

May 14 (6-6:30 p.m.) Meet the Press,
0-0p.

May 14 (7-8 p.m.) The Shirley Temple
Show, Nabisco through Kenyon & Eck-
hardt.

May 14 (9-10 p.m.) The Chevy Show,
Chevrolet through Campbell-Ewald.

NBC, which supplies the time, net-
work production and color facilities
for the program, felt that the institute’s
plan would “destroy the nationwide
character” of the series which has ap-
proximately 400,000 viewers daily. A
spokesman for the network said that
if the telecasts were not sent over the
network cables it would be “impossible
to get all the stations to carry them at
the same time.” He claimed the net-
work was mostly interested in main-
taining the series as a “national educa-
tional service.” At the same time he
promised that NBC would “make every
effort to continue Continental Class-
room or another national educational
series next season.” NBC claims the
right to use of the series’ title and also
has an option to present reruns next
season of the contemporary mathe-
matics course it is now televising.

Dr. Taylor suggested that a legal bat-
tle might ensue if NBC presented a
series using the Continental Classroom
title for a new series of educational

programs. The institute believes the
title is an integral part of its series, he
said, and stressed that other broadcast-
ers have expressed an interest in show-
ing the series next season in a kinescope
or film form.

Film sales...

Crime and Punishment, a new tv ser-
ies filmed inside California prisons, has
been purchased by Metropolitan Broad-
casting, N. Y., for telecasting on
WNEW-TV New York, WITG (TV)
Washington, D. C., KOVR (TV) Sacra-
mento, WTVH (TV) Peoria, and
WTVP (TV) Decatur, IIL

Warner Bros. Post-’50 Second Vol-
ume (Seven Arts Associated): Sold to
WCAU-TV Philadelphia.

Post-’48 Columbia Features (Screen
Gems): Sold to KCMO-TV Kansas
City; KPHO-TV Phoenix; WNEM-TV
Bay City-Saginaw, Mich., and WRBL-
TV Columbus, Ga. Now in 23 markets.

The House Detectives (HD Produc-
tions): Sold to WBIR-TV Knoxville,
Tenn.; WTVC (TV) Chattanooga,
Tenn.; WTCN-TV Minneapolis. Now
in 11 markets.

Clutch Cargo (George Bagnall &
Assoc.) : Sold to WTVD (TV) Durham,
N. C.; WRGB(TV) Schenectady, N. Y.;
WMAL-TV Washington, WFBC-TV
Greenville, S. C.; KTUL-TV Tulsa;
KTVB(TV) Boise, Idaho; WFMY-TV
Greensboro, N. C.; KPIX(TV) San
Francisco; WHBF-TV Rock Island, IIl.;
KHSL-TV Chico, Calif.; KELO-TV
Sioux Falls, S. D.; KDLO-TV Florence,
S. D.; KPLO-TV Reliance, S. D.;
KATV(TV) Little Rock; WSIL-TV
Harrisburg, IlI.; WOWL-TV Florence,
Ala.; WXYZ-TV Detroit. Now in more
than 70 markets.

Playboy's Penthouse (Official Films):
Sold to KTLA (TV) Los Angeles. Now
in 16 markets.

Films of the '50’s (Seven Arts Associ-
ated)}: Sold to WTOL-TV Toledo, Ohio;
KOTV(TV) Tulsa; WTRF-TV Wheel-
ing, W. Va.; WBTW (TV) Florence,
S. C.,, and KHOL-TV Kearney, Neb.
Now in 79 markets.

CBS Films Inc. sales up

An increase in sales and the an-
nouncement of four new products for
syndication highlighted the CBS Films
Inc. annual sales meeting in New York
last week. Salesmen at the two-day
sessions were told the company boosted
its gross domestic syndicated sales 90%
the first quarter of this year over a like
period in 1960—and 2% over the 1959
record for the quarter.

No dollars and cents figures were
issued, however.

The most important of the new
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)...the Leader

NEW...on FM...NEW...in AUDIO...
NEW...e2n AM!

GATES . . . the Leader in FM
with three new FM transmitters
. . . years ahead in concept and
design.

This entirely new FM trans-
mitter line — for 20, 15 and 10
kilowatts — is displayed for the
first time at the 1961 NAB
Convention.

Dedicated engineering has cre-
ated an advanced design in each
transmitter to provide you with
longer tube life, quieter opera-
tion, built-in remote control and
unprecedented dependability.

New CGates FM-20A
20 Kilowatt FM Transmitter

GATES. .. the Leader in AUDIO

Entire amplifier sysiem in 314" high shelf assembly — with new fully transistorized
Preamplifier, Program amplifier, Power supply and Moni- plug-in system amplifiers . . . un-
tor amplifier. excelled in reliability and com-

pactness for any AM, FM, TV or
recording studio audio system.

GATES . .. the Leader in AM
with a new BC-1T 1000 Watt
AM transmitter with silicon dry
rectifiers throughout . . . offering
unmatched reliability for the
most exacting broadcast service.

No other 1000 watt AM trans-
mitter manufactured in America
today has been built with more
painstaking regard for precision
craftsmanship and trouble-free
operation than the Gates BC-1T.

Look for GATES ... The World’s Most Wanted Broadcast Equipment

BC-IT Transmitter
complete with silicon

dry rectifiers, built-in : GAT E S GATES RADIO COMPANY
?:t’::z;.r%n;zg;gmem), \ . Subsidiary of Harris-Intertype Corporation v
and built-in Conelrad. QUINCY, ILLINOIS T

Dffices in: HDUSTON, WASHINGTON, 0.C. In Canada: CANADIAN MARCONI COMPANY
Export Sales: ROCKE INTERNATIONAL CORP., 13 EAST 40th STREET, NEW YORK 16, N.Y., U.S.A., Cables: ARLAB
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product packages available for syndi-
cation in the fall is the 137-episode
comedy series, December Bride. Also
available are 33 reruns of Angel, 26
new half-hours of Deputy Dawg and
94 reruns of Wanted—Dead or Alive.
The last series will be sold under a
new title.

Program notes...

SAC anniversary = To commemorate
the 15th anniversary of the Strategic

Air Command, SAC has produced a
30-minute program featuring Jimmy
Stewart, Arthur Godfrey, Joan Craw-
ford, Bob Considine and the men of the
Strategic Air Command. Titled, SAC
Fifteen—The Mission and the Chal-
lenge, the public affairs type program
is available free to television stations
requesting it. Program directors should
make their requests to Radio-Tv Sec-
tion, Directorate of Information, Hg.
Strategic Air Command, Offutt AFB,
Neb.

THE MEDIA

Series of oddities » A radio baseball
program, consisting of a taped series of
five-minute stories based on historical
oddities of the sport, is offered to sta-
tions in the market for a pre or post-
game show. The new series was origi-
nated by Les Sand, former announcer
at WNTA Newark, N. J.,, and is nar-
rated by Dick Noel, utilizing research
collected by baseball historian Ira
Smith. Station inquiries may be ad-
dressed to Les Sand, 220 Mount Ver-
non Place, Newark.

CBS woos affiliates with plans, profits

PROGRAM INNOVATIONS REVEALED; PALEY PROMISES LEADERSHIP QUALITY

New business practices and the
promise of more to come—keyed to
new realities of which the status sym-
bol is the profit squeeze—marked the
annual convention of CBS-TV affiliates
last week.

The changes- in business relation-
ships, actual and contemplated, shared
honors with program innovations set,
planned or under study.

Highlights of the meeting, held
Thursday and Friday in New York
with a record attendance of more than
400 representatives of CBS television
affiliates, included these:

= A new station-compensation plan
was introduced, featuring a pay scale
designed to make network programs
easier to clear and harder to turn down
(Crosep Circurr, May 1).

= The originally inflammatory prac-
tice of selling morning programs in
one-minute segments was declared to be
progressing so satisfactorily after three
months of operation that officials held
out hope that prices might be raised.
In the meantime, compensation to sta-
tions for carrying these programs was
changed from a variable to a fixed-level
basis—and the price to advertisers for
the early-morning Captain Kangaroo,
formerly sold in minutes but now back
on quarter-hour sponsorships, was in
fact raised.

= A new News Recording Service
allowing affiliates to tape CBS-TV
newscasts and insert excerpts into their
local news programs, was pronounced
ready to go as of May 15, and CBS
News officials said they were thinking
of a nightly half-hour newscast as cone
possibility for improving television
news (see page 102).

s Officials disclosed that they plan
to re-examine their nighttime contigu-
ous-rate system and its 20% penalty to
the advertiser who wants “the privilege
of being away from himself.”

= A fall program schedule which
officials predicted will be “the strong-

92

est we have devised since the start of
three-network competition” was laid out
for affiliate inspection. Balance and
quality were the distinguishing features
stressed by network authorities.

= Board Chairman William S. Paley,
making one of his infrequent appear-
ances as a principal speaker before the
affiliates convention, put emphasis on
the balance-and-quality theme and
warned that “the cheap or gaudy runs
its course fast.” (see page 100).

Frequent emphasis was placed dur-
ing the two-day meeting on the fact
that television’s boom period is past—
that three-network comeptition is a
fact of life, that expansion in terms of
new television homes henceforth will be
limited primarily to the nation’s natu-
ral population growth and that net-
works and stations alike will have to
hustle more than ever before. ‘‘Profit
squeeze’—as felt by both networks and
stations—became a familiar phrase.

CBS-TV network President James T.
Aubrey Jr. warned bluntly that affiliates
face a rougher and tougher fight for
every viewer and that in the same way
networks face a harder fight for audi-
ences and advertising dollars. On top
of this, he said CBS-TV’s job is made
even tougher by the fact that it is
spending more than $25 million on
prime-time information programs which
represent over 15 percent of its sched-
ule but which, while sponsored in most
cases, nevertheless represent an out-of-
pocket loss in revenues {for other fig-
ures affecting the “profit squeeze” see
page 100).

Mr. Aubrey said today’s challenges
must be met “in new and imaginative
ways . . . we must experiment.” He
voiced confidence that CBS-TV would
meet the challenges and assured his
affiliates that “we are bound and de-
termined to lengthen your lead in au-
diences and in advertising billings next
season.” He said, “We are confident

that the leadership of your network
coast to coast will be matched by your
own dollar leadership in your own local
market. Our confidence rests in the
fact that we wilt be delivering the best
adjacencies in all television to your
local and national-spot prospects.”

William B. Lodge, vice president for
affiliate relations and engineering,
spelled out details of the new station-
compensation plan. Basically, it estab-
lishes two levels of payment for pro-
grams cleared by affiliates. Where affil-
iates now get 30% of their gross rates
for each so-called “converted hour” that
they clear (after the first free hours),
the new plan pays 10% for each hour
up to a certain level, and 60% for
each hour after that. The dividing line
between the 10% rate and the 60%
rate will vary according to volume of
network business, but it was understood
that roughly the first 60% of commer-
cial orders get the 10% rate and all
over that get the 60% rate.

Mr. Lodge offered this example:
under the old plan a station ordered
for and clearing 35 “converted hours”
would receive nothing for the first five
hours and would get 30% of gross for
the next 30. Under the new plan he
would get 10% of gross for the first
24 hours and 60% of gross for the last
11 hours.

The problem under the old system,
Mr. Lodge explained, is that the last
few hours ordered are the hardest to get
clearance on. By that time the station
is inclined to prefer national spot or
local business—spot pays 70% as against
30% now paid for carrying network pro-
grams—and the old system therefore has
a built-in incentive to substitute non-
network commercial programming for
network business when the affiliate has
a choice.

Not Competitive to Spot » Mr. Lodge
said the new plan does not try to out-bid
the spot buyer but rather removes most
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A timebuyer had just settled his income tax (out of court) and he
was feeling particularly poorly. In fact, he had only five pennies in
his pocket . . . along with his commuter ticket and trusty NSL*

During bag lunch at his desk, while shuffling pennies, he hit upon
a scheme to win a few dollars. That afternoon he borrowed some
money and bet various office mates that in 10 minutes they couldn’t
arrange the five pennies so that each one touched all the others.
At $5 a wager, he soon won so much money that he began to worry
about next year’s capital gains tax.

If you can tell us how to place the five pennies so each touches
every other, we’ll send you a copy of Dudeney’s “Amusements in
Mathematics” — Dover Publications, Inc., N. Y. If you’ve already
won it, say so in your entry and we’ll send you another prize.

# NSI shows (incidentally) that WMAL-TV has the largest audience in the
Washington market, 6 PM to Midnight, all week long. (Jan. 61)

wmal-tv

Washington, D. C.

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

Affiliated with WMAL and WMAL-FM, Washington, D.C.; WSVA-TV and WSVA, Harrisonburg, Va.
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Announcing a Significant

New Research Study . . .

“The

Buying Power
of the
Media/scope

Audience”’

The real test of Media/scope’s ability to deliver customers for you is
its strength in covering the people best able and ready-to-buy your
medium . . . the people with the authority to say “yes” in terms of
media selection and the ability to say “yes” in terms of buying power.

Now, media advertisers can pinpoint these buyers of advertising in a
revealing study of the Media/scope audience, its buying power, and
its involvement in the decision-making process of media selection for
all major media classifications.

“The Buying Power of the Media/scope Audience” was developed
and conducted by Market Facts, Inc., in cooperation with the Re-
search Division of Standard Rate & Data Service. The study is con-
cerned with the Media/scope reader as a Buyer of Advertising, and
his responsibilities in terms of the advertising volume handled by
each reader. The study answers, specifically, the following questions
about our readers in both agencies and advertiser companies:

What media do they buy?

How much, in dollars, do they buy?

How much media will they buy in 1961?

How involved are they in the various phases of the
media-buying decision?

What is the approximate size of agency billings and
advertiser appropriations of the companies pene-
trated by Media/scope?

Here, for the first time, Media advertisers have a definitive picture of
the penetration of Media/scope among buyers of advertising in both
agencies and advertiser companies . . . the influence and power—in
dollars and decisions—Media/scope readers wield in the selection of
media.

Look over the tables on the opposite page. You'll find the facts that
can help you decide how your advertising dollars can be most soundly
invested to effectively reach the buyers of advertising space and time.



Concentrate on the “ALL-MEDIA” Buying Power of Media/scope

What do they buy? How much do they buy?
Percent Handling Funds Average expenditures per
in 1960 reader l_mndling funds
Ageney- Advertiser in 1960

Media ) Readers Readers wbds ﬁgex&cy A({‘ver‘liis:r

iness Publications 11 83 edia eader eade
ﬁ:isp:peprs 88 48 Business Publications $ 732,098 $114,227
. = Newspapers 670,509 695,868
Comatiten Mopmind o 7 Consumer Magazines 017307 376,087
Spot Radio 73 29 Spot Radio 287,341 119,154
Network Radio 13 3 Network Radio 554-,4932 gzg,égg

visio 65 28 Spot Television 922, y
S o o 15 1 Network Television 3304411 402,551
d Farm Magazines 174,374 48,985
arm [k aring o 13 Outdoor 194921 229967
Outdoor 60 21 Transportation 37,837 49,770
Transportation 35 10 International 170,370 46,250

International 28 15 * Summary tables prepared directly jrom Market Facts report.
The reader is cautioned not 1o multiply the “average expenditure
per . . ." figure for any given group by the size of the group end

compare it with published industry estimates. The resultant total

would ¢xceed in some cases the annual industry total. This is a

junction of the complexity and duplicationn of media-spending
* Summary tables prepared directly fram Markes Facts repor:s. activity at various job levels,

What media decisions do fhey These are just a few of the many important facts
make? media advertisers will find in the “Buying Power of
. the Media/scope Audience.” If you are interested in
Agency  Advertiser . -
Readers  Readers selling the people whose responsibility it is to chan-
Budget formulation and nel advertising’s billions of dollars into media, it
allocation 72% 90% will pay you to get the complete story on this sig-
Selection of specific media 78 84 nificant, revealing new study.
Formulation of general media Another salient point: Media/scope reaches, and is
plans 82 75

read by, a sizable group of advertiser buyers of

Sc}:fed:'llégigaand contracting 65 53 media who are unreached by any other of the maga-
. ) zines included in this study taken separately. With
Ex;’n'?;:’;t;g;;f media market 78 71 one exception this uniqueness of coverage is also

Selection of specific markets 52 65 evi(.lent among agency buyers .Of M,
Evaluation of general media Wntf: A call the nearest Media/scope office today.
e 74 38 A District Manager will personally make sure you
have all the information about the “Buying Power

* Summary tablos prepared direcdy Jrom Market Facts report, of the Media/scope Audience.”

[
Mm/ SC e Member, Business Publications Audit of Circulation, Inc:

published by Standard Rate & Data Service, Inc.
WALTER E. BOTTHOF, Publisher

5201 Old Orchard Rd., Skokie, III.

420 Lexington Ave., New York 17, N. Y.

Don Harway & Co., 336 North Central Ave., Glendale 3, Calif,



See You
at the
Show...

cOn
CONTINENTAL
ELECTRONICS
HOSPITALITY

SUITE

E-200
SHOREHAM

HOTEL

MANUFACTURING COMPANY
4212 South Buckner Blvd. Daitas 27, Texas

@'EUBSIDIARY OF LING-TEMCO ELECTRONICS. INC.

Continental's type TRC-3 Transmitter
Remate Control and TRC-FA Foult
Alarm systems designed for new reli-
ability in unattended aperatian.

TYPE TRC-3 provides simple, reliable remote
control. Especially adaptable for auto-
mated logging.

TYPE TRC-FA monitoring system gives auto-
matic alarm for any change al transmitting
plant.

booth 16 at the NAB Show

MANUFACTURING COMPANY
4212 South Buckner Blvd. Dallas 27, Texas

¥OH SuBSIDIARY OF LING-TEMCO ELECTRONICS, INC.
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of the financial incentive to refuse a
network offering in order to accommo-
date spot. The 60% payment at that
level of clearance works two ways—it
more nearly competes with spot in what
it offers, and it also means that, if a
station refuses clearance, he is losing
substantially more network money than
is the case under the existing system.

In the new plan, the number of hours
in the 10% category and the number
in the 60% category are proportioned
50 that the affiliate has substantially the
same potential revenue as under the old
system. In the case of affiliates ordered
for substantially the entire CBS-TV
commercial schedule, it works out so
that total payments under the old and
new contracts would be the same when
one hour per week of network business
is not cleared. This means that clear-
ance for that final hour would result
in higher payment than the old contract
provides in the case of complete clear-
ance.

Affiliation contracts incorporating the
new payment system have been signed
by more than a dozen affiliates whose
old affiliation agreements expired within
the last two or three months.

Mr. Lodge described the new system
as much more realistic for both net-
work and affiliates and called it an es-
sential move if network business is to
be kept healthy.

The early-morning Captain Kangaroo
program and the 10 a.m. to 12 noon
block of programs sold in one-minute
units have their own compensation ar-
rangements and therefore are not af-
fected by the new plan. But some
changes are being made in compensa-
tion for the late-morning block, so that
stations can anticipate these payments
more accurately. At present, the
amount of payment depends on the
number of stations carrying each pro-
gram; the greater the number of clear-
ances, the smaller the amount of pay-
ment.

Mr. Lodge pointed out that most
stations have accepted these programs,
so that clearances actually are quite
stable. Therefore, he said, until further
notice payments on the 10-10:30 a.m.
program will be made as if stations
representating 65% of the rate card
were carrying it; the 10:30-11 pro-
gram, as if it had 81% clearance; 11-
11:30, as if 95%, and 11:30-noon as
if 86% were clearing.

Option to Change = If actual clear-
ances drop below these levels, payments
may revert to the old system. If clear-
ances increase, the network will absorb
the loss. But it reserves the right to
set a new “floor” based on three to six
months’ experience. If clearances should
rise to such a point that the loss in
payments become too high for the net-
work to absorb, Mr. Lodge thought the

time charges to advertisers might be in-
creased, so that affiliates would still not
lose anything and might gain.

Officials thought the network’s ex-
perience with Captain Kangaroo might
be a good omen for the late-morning
block. Kangareo, which at one point
could not attract advertisers except in
one-minute units, is now virtually sold
out and the price for a quarter-hour is
being raised from $6,600 to $7,500.

Mr. Lodge also revealed that automa-
tion is making headway in CBS-TV’s
record-keeping. He said that in addition
to normal payroll and accounting data,
the network’s computation of orders,
clearances, billings to advertisers and
payments to stations soon will be proc-
essed by a new IBM 7070 computer.
And he suggested that within the next
12 months CBS-TV may start field-
testing a new device which, installed at
a station, would provide an automatic
tape record of essential details regarding
each network program carried by that
affiliate. In widespread use the device
would speed up pavement of station
compensation and greatly simplify sta-
tions’ preparation of reports.

Trend to Minute Sales s William H.
Hylan, sales administration vice presi-
dent, covered a wide range of business
questions in his appearance before the
delegates.

He said that the sale of network
time in minutes—a trend which many
affiliates of all three networks have
protested—was “here to stay.” He said
CBS-TV had opposed the trend, but
that NBC-TV is now offering 50% of
its nighttime schedule in minutes and
that ABC-TV is selling two-thirds of
its entire schedule in the same way,
and that CBS-TV therefore must follow
suit on at least a “minimum” basis or
else shut off from itself a “substantial
source or revenue.” Other CBS-TV
authorities reported that they will be
offering three and a half nighttime
hours, plus the morning programs, on
a minute-sale basis this fall.

Mr. Hylan also told the affiliates
that CBS-TV plans to look into its
contiguous-rate structure insofar as
evening programming is concerned. He
pointed out that an advertiser buying
two contiguous half-hours gets the time
at the one-hour rate, whereas he pays
120% of the hour rate if the two half-
hours are on different nights. The 20%
difference, Mr. Hylan said, is “‘an im-
pressive penalty to pay for the privilege
of being away from himself.”

The Sales Administration chief said
more and more advertisers are being
forced by economic considerations to
buy on the contiguous basis (or in min-
utes) and that contiguous buys tend to
take some of the flexibility out of pro-
gram planning. CBS-TV doesn’t known
what the answer is but expects eventu-
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Winaipeg, Manitoba St |

These NEW AM Radio Transmitters
Speak with Continental Authority!

Here are preferential new installations
made by discriminating major broad-

casters. They indicate the proven

quahty’ rehablhty and acceptance of 317B 50 KW installations include:

WIR, KLIF, WOAI, KFI, WOR, WMGM

Continental Electronics Transmitters  and KV0O, with KFAX and KSWC
* equipment in factory test.

Continental Etlectnonica (-

MANUFACTURING COMPANY
4212 South Buckner Boulevard m Dallas 27, Texas B Evergreen 1-7161 FST SUBSIDIARY OF LING-TEMCO ELECTRONICS, INC.

Designers and Builders of the World’s Most Powerful Radio Transmitters
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W That Tidewater, Va., while classified as one of the
nation’s 16 “boom’’ areas, and growing at 214 times
the national rate, was, in the latest FCC report
(for 1959), the only one of the top 40 TV markets
that did not show a gain in national spot billings.
But in the same year, local TV billings rose to an
all-time high!

B Most of Virginia’s recent industrial growth has
been in this area; Dow Chemical, Union Carbide,
Amoco, Esso, C&0, Lone Star Cement, Cargill
Grain, Union Bag-Camp, Hercules Powder, Ply-
mouth Cordage, Lipton’s Tea, Nestle, Phillips
Petroleum, Coats & Clark, Century Industries,
Tidewater Oil, and others have built new plants or
major additions in past 10 years. $128 million has
been invested in new electric generating plants alone!
W Here is the world’s largest and finest natural
harbor—America’s largest port in foreign commerce
tonnage; it would take 665 average size industrial
plants to equal it in jobs and payroll. Moreover, a
new $75 million port development program has
just begun!

@ The shipbuilding industry here employs 30,000
civilians. .

B Approximately half of the huge military and

DID YOU KNOW:

federal payroll here is civilian payroll. And the
military half conceals a hidden plus of over $200
million in effective buying income never seen in
standard marketing statistics!

W Here is the greatest concentration of people in the
entire Southeast—more than 817,000 people in half
the area of metro Atlanta or Miami!

B Here you can draw a circle of 20-mile radius and
completely encompass three of Virginia’s four
largest cities. Plus No. 7, and two others!

B Though it is the most compact, most densely
populated metro area in the Southeast, by federal
definition it is divided into fwo Standard Metro
Statistical Areas—which is largely responsible for
widespread misconceptions and underrating of the
market.

B With some $300 million in construction projects
currently under way, Tidewater is on the threshold
of even greater growth. Newsweek recently reported:
“Once the Chesapeake Bay (bridge-tunnel) crossing
is completed, Greater Norfolk, the experts say,
will burst into millions and become the South’s
leading market!”

WHAT A PLACE TO PUT A TV DOLLAR!

FOR MORE INFORMATION WRITE TO ANY ONE OF THESE STATIONS AT NORFOLK, VIRGINIA

WAVY-TV

CHANNEL 10

™ , =
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WTAR-TV

CHANNEL 3

WVEC-TV

CHANNEL 13




The heavy veil that traditionally
hides a network’s financial secrets
was lifted long enough last week to
give a quick peek at where the gross
goes. It showed that three items
alone takes about 40 percent of the
CBS-TV network’s gross time sales,
and that these and two others take
care of close to two-thirds of the to-
tal. And yet another item is keeping
the network’s income from being $15
million higher than it is now.

William B. Lodge, vice president
in charge of affiliate relations and en-
gineering for CBS-TV, revealed some
of these hitherto unpublished secrets
in a talk at a closed meeting of the
network’s affiliates convention (also
see page 92). He was speaking about
the “profit squeeze” that networks
and stations alike are feeling, and
about some of the seemingly hidden
values that a station gets from his
network affiliation.

Real Story = While network gross
sales figures sound huge, Mr. Lodge
said, they fall far short of telling the

whole story. For instance, he re-
ported, discounts knocked $50 mil-
lion off CBS-TV’s 1960 gross—which
is shown by TvB figures at $274,-
139,763—while agency commissions
trimmed off another $30 million.
Moreover, he added, CBS-TV will
spend almost $100 million on pro-
grams this year but will recover only
about two-thirds of this amount in
program sales. (The $100 million
program expenditure was reported to
cover this year’s programs, work on
next year's programs, developmental
programs, and a few programs which,
if tradition persists, will fail after
they take the air).

Mr. Lodge emphasized that his fig-
ures mean that discounts, commis-
sions and program losses are skim-
ming a cool $110 million off the net-
work’s revenues—without counting
payments made to stations for carry-
ing the programs.

Mr. Lodge did not estimate the
outlay for station payments—which
are based on gross time sales—but

CBS-TV gives affiliates quick peek at where the money gbes

qualified observers speculated they
would come to about $70 million a
year. In addition, the 1960 CBS
annual report showed close to $2
million in salary and incentive com- -
mitments for officers (but these were
CBS Inc. officers, not those of CBS-
TV network alone).

Station Take Up = Mr. Lodge
dramatized the profit squeeze in an-
other way: between 1959 and 1961,
he said, the ratio of station payments
to network profits increased approxi-
mately 20 percent.

He also reported that clearance of
programs is becoming an acute prob-
lem (which CBS-TV is tackling with
a new station-compensation plan as
reported on page 92). Uncleared net-
work orders in the first quarter of this
year were described as 61 percent
higher than in the same quarter of
1960. At this rate, Mr. Lodge esti-
mated, nonclearance would repre-
sent $15 million in unrealized income
over a period of a year.

ally to find it, he asserted.
Mr. Hylan warned affiliates that tele-

-vision had reached a stage of maturity ™~

where management must work “doubly
hard to preserve all possible values for
advertisers who no longer can count on
the constant circulation bonuses and
lesser competition that they enjoyed in
television’s earlier years.” He said CBS-
TV and its affiliates must be prepared
for changes and adjustments “in order
to maintain our position of leadership.”
He did not identify specific changes but
said that some of them may be un-
platable to both the network and its
affiliates.

Programming Philosophy = Oscar
Katz, Network programs vice president,
said in a review of CBS-TV program
plans and policies that “in preparation
for next season, and before determining
the saleability of some of our new
series, we committed ourselves on a
firm basis to more than $12 million
worth of program product.”

Mr. Katz stressed CBS-TV'’s efforts to
emphasize both program balance and
program quality in its schedule. He also
explained why CBS-TV had cut back on
the number of specials from 43 hours
planned or committed as of this time a
year ago to 16.5 hours currently planned
or committed for the 1961-62 season. In
general, he said, many specials have
three negative effects: (1) they deliver
less audience than the regular series they
pre-empt; (2) they furnish a smaller
lead-in audience and thus hurt the
programs that immediately follow, and
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(3) they give the regular-series audience
a chance to sample competing shows
“and as invariably must- happen, the
competition is able to hold some of the
samplers even after our regularly sched-
uled shows return to the air.”

Thus CBS-TV plans to present next
season “only those specials which fulfill
one of three requirements—either cir-
culation blockbusters, or prestige shows,
or programs which fulfill our needs for
a balanced schedule.”

Other speakers included William C.

MacPhail, CBS-TV sports vice presi-
dent; Joseph H. Ream, program prac-
tices vice president, and Herbert A.
Carlborg, director of program practices;
John P. Cowden, information services
vice president; Thomas K. Fisher, vice
president and general counsel of CBS
Inc.; CBS News President Richard S.
Salant and CBS News General Manager
and Vice President Blair Clark.

Richard Borel, WBNS-TV Columbus,
Ohio, presided as chairman of the CBS-
TV Affiliates Assn.

MUST: QUALITY PROGRAMS

Paley warns that irresponsibility invites
loss of audience, governmental intervention

Broadcasters who build their pro-
gramming on “the cheap and gaudy”
are courting an audience that will be
only temporarily intrigued by this sort
of appeal, William S. Paley, chairman
of CBS Inc,, told the CBS-TV affiliates
at their convention last week (see page
92).

“The cheap or gaudy runs its course
fast,” he declared in an address at Fri-
day’s luncheon meeting. “The competi-
tion for enduring acceptance and solid
growth is based on the courageous
rather than the brazen, the satisfying
rather than the tantalizing, the moving
rather than the shocking.”

CBS-TV’s goal is “the highest quality
in every program category,” Mr. Paley
asserted. “There is no short-range com-
petitive factor that could persuade us

to abandon that policy. And knowing
that we are far from having achieved
top quality throughout our schedule,
we are aiming at improvement all along
the line; we want better drama, better
variety, better news—better every-
thing.”

He traced CBS activity in radio as
well as in television in support of his
argument that broadcasters must act
responsibly if they are to retain their
freedom.

“This medium is too powerful, too
pervasive, too important not to have
the safeguards of the same freedom
that, as a free society, we have insisted
upon for the press,” he declared. “That
freedom presupposes in us, as broad-
casters, a clear sense of responsibility.
If we fail to see the dimensions of that
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responsibility and measure up to them,
we’re in for threats of restrictions and
policing.”

Offset Interference = He said the only
way to cope with such threats is “to
make any popular demand for govern-
ment action unlikely—and the only
way to do that is never, for one second,
to lose sight of the responsibility end
of that freedom-and-responsibility prop-
osition.

“For our freedom can diminish and
we can still have the responsibility—
but on someone else’s terms and not
our own. But without responsibility we
can have no freedom worth mentioning
at all. It will merely degenerate into
chaos and eventually destroy itself. . . .
The price of freedom is always, sconer
or later, resolute action—often in the
face of alternatives that are easier, more
immediately profitable.”

Mr. Paley said that “if we are going
to maintain the freedom we have, we've
got to lead from strength—the strength
of balanced, quality programming. We
will be in no position to assure either
balance or quality if our major concern
is the fast dollar or audience popularity
at any price.”

He said, “It’s a fact of our life in
television that we must have something
for everybody.”

“As to quality in general,” he con-
tinued, “the only lasting assurance lies

I:::‘_-d‘_. |: i
CBS Board Chairman Paley
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in free competition. Competition is
never a smooth road. 1t is not always
a quick one. It is strewn with road-
blocks and setbacks. But it is the one
certain route to progress. Its certainty
consists, like democracy itself, in the
ultimate soundness of people. . . .
“The public’s voluntary sifting of the
worthwhile from the shoddy is an evo-
lutionary rather than a revolutionary
process. It is admittedly inefficient, in
that it cannot be speeded up. But once
it is accomplished, it has a validity, a
force and permanence that no govern-
ment edict or citizens’ committee or
monolithic industry action can ever
bring about. And although it may be
the hard way, it is the only way that

promises ultimate progress and at the
same time safeguards our freedoms.
“Let’s not underestimate the reality
of those freedoms. We are free to make
the fundamental decisions that give net-
works and stations their character, their
standing in the community, their ca-
pacity to grow on their merit rather
than by government directive, and
their long-term financial strength and
stability. These things are far too val-
uable to be bartered away for some
temporary gains, however glittering.
And these are the things—character,
standing, freedom to move, funda-
mental financial soundness—these are
the things that over the long haul will
be the true measure of our success.”

CBS-TV OFFERS NEWS FOR LOCAL USE

Daily half-hour news service, also proposed by Dick Salant

News made news twice at the CBS-
TV affiliates convention last week.

» The affiliates were told that effec-
tive May 15 CBS-TV will offer them a
“news recording service” permitting
them to tape (or film) network news-
casts, certain special events and a lim-
ited number of sports telecasts and
use excerpts in their locally originated
news programs. The cost: 15 percent
of the affiliate’s class A hourly rate, or
a minimum of $60, to be deducted
from station compensation each week.

s A half-hour news program sched-
uled seven nights a week was seen as
possibly the next “great step forward in
television news.” Richard S. Salant,
CBS news president, advanced this
idea, said network officials had done a
great deal of exploratory thinking
about it, but acknowledged that it in-
volved “enormous practical difficulties
—of great and perhaps doubtful effect
on your schedule or on the network
schedule.”

Details of the new News Recording
Service were spelled out by William B.
Lodge, vice president in charge of
affiliate relations and engineering. There
are, of course, certain rules to be met
by affiliates; they may not, for example,
use the voice or image of CBS news
personalities in their local inserts at any
time. But they are free to take excerpts
from any regularly scheduled CBS-TV
news show, commercial or sustaining,
and after the CBS newsmen have been
edited out they still will have a weekly
total of about two hours of potential
news clips from which their local news
editors may choose what they wish for
local use, Mr. Lodge asserted. The
excerpting privilege extends similarly to
CBS-TV’s coverage of the PGA golf
tournament in July and the pro football
games next fall.

Mr. Lodge also reported that CBS-
TV plans to introduce a new sustaining

newscast at 5-5:10 p.m. Monday
through Friday which also may be both
broadcast and excerpted by affiliates.

The service is available only to CBS-
TV affiliates. Mr. Lodge said they need
sign for it for only three months and
that the network reserved the right to
terminate it after a six-month experi-
mental period.

A somewhat similar service was
launched by NBC-TV for its affiliates
about three months ago.

The half-hour newscast idea would
be pre-tested thoroughly if CBS-TV
affiliates ever gave it the green light,
Mr. Salant reported. “We would spend
a half a year or a year in working it
out in dry runs, in experiments, in
pilots so that we could be sure that
when we finally hit the air we would
have the best possible news program
that the ablest news correspondents and
producers and creative people could
devise,” he said.

He went into reasons behind some
of the changes CBS News has made
in its operations in recent months:

“Largely because of our basic con-
viction about the overriding importance
of informing the public, and the im-
measurable complexity of doing a good
job in that field, we have tried to strip
CBS News down to the very essentials
of the functions which it must perform.

“That is why one of the first steps we
took (after Mr. Salant became presi-
dent of the division earlier this year)
was enthusiastically to bless and en-
courage the transfer of sports and the
coverage of such special events as the
bake-off and the beauty contests out of
the news dept. to the network. I think
this has worked well all around and
has left us to focus on that which is
truly news and public affairs. We have
our hands full enough with that, with-
out trying to figure out the logistics of
the National Football League games...”

BROADCASTING, May 8, 1961
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The 257,961 people who make WIS-television’s home market the state’s larg-
est metropolitan area (and a close second in the two Carolinas after a
38.1% increase in the 1960 Census) give Channel 10 their major time and
attention, not to say devotion. This adds up to a 78.5 share of audience,
says ARB (March 1960). And throughout South Carolina, WIS-television’s
1526-foot tower, tallest in the South, delivers more of the state, more effectively
than any other station. In short, South Carolina’s major selling force is

WIStGleViSiOIl NBC/ABC - Columbia, South Carolina

Charles A. Batson, Managing Director
A STATION OF THE BROADCASTING COMPANY OF THE SOUTH ’v
G. Richard Shafto, Executive Vice President
W IS-television, Channel 10, Columbia, $.C. « WIS Radio, 560, Columbia, S.C. « W SFA-TV, Channel 12, Montgomery, Ala. / All represented by Peters, Griffin, Woodward, Inc.
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explosive, on-the-spot films,
in a first-of-its-kind pic-
torial report on Africa—
each half- hour focused on
an individual country!

Africa is a continent nof a country—
composed of nations as unalike as
those of Europe. Now for the first
time—a film series focused on
each individual area or new nation.
These films are done in depth and
with understanding and dignity.
They are as current and as explo-
sive as fomorrow’s headlines. No
panoramic view of Africa has ever
revealed the varied att/tudes and
problems of emerging nationalisms
so clearly and vividly. 13 to be done
this year. Call your Official repre-
sentative now for an appointment
and screening of “aFricA NOw."

£ - 7

afl’lca now Produced by William Alexander

Narrated by Alexander Scourby

Fitms completed

or scheduled:

1. NIGERIA
2. REPUBLIC OF THE CONGO
3. CONGO REPUBLIC {French)
4. ETHIOPIA
5. GUINEA
6. SIERRA LEONE
7. LIBERIA
8. ANGOLA
9. TANGANYIKA
10. KENYA
1. MOROCCO
12. MAURITANIA
13. SUDAN

One of the most important
film series of our time...
FIHRST RUN SYNDIGATION!
&
W
OFFICIAL FILMS, INC.

724 FIFTH AVENUE, NEW YORK 19, N, ¥, « PL 7-010C
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Television equipment in general
is depreciated at a higher rate than
that of radio stations, according to
a survey conducted by Richard P,
Doherty, president of Tv-Radio
Management Corp., Washington.

Wide variation is shown in the
depreciation practices at typical tv
and radio stations, Mr. Doherty
found. In the case of radio, prac-
tices became fairly well set many
years ago. At tv stations in the last
decade there has been a tendency
toward faster writeoffs because of
uncertainty as to the future of this
new medium, he explained.

Depreciation is a major cost of
doing business in both media, ac-
cording to Mr.
Doherty, and
is the second
or third larg-
est operating
cost item in
tv. In many
cases manage-
ment writes
off physical as-
sets as rapid-
ly as the In-
ternal Re v -
enue Service
will permit though other stations
tions prefer a slower write-off.

“Naturally, the individual sta-
tion’s depreciation policy has a defi-
nite effect upon net cash flow to
ownership in any given year,” Mr.
Doherty said. Where the deprecia-
tion period is comparatively short
and annual depreciation charges rel-
atively heavy, the net profit before
taxes is reduced but the net cash
flow is increased.

Won’t Cover Replacement = “Un-
der federal tax regulations the allow-
able depreciation write-off is, of
course, limited to a recovery of the

Mr. Doherty

Tv depreciation writeoff rates higher than radio—Ddherty

cost of the assets. To this extent,
depreciation regardless of the sched-
duled period will not fully cover
the eventual replacement cost of
many major items of broadcast
equipment. Even over the past five
years most broadcast equipment has
increased in price and some has
gone up 10% to 20%.

“Hence, replacement of most
items of broadcast equipment will
cost the broadcaster more than the
depreciation that has been written
off. This situation is likely to be-
come increasingly significant as ra-
dio and tv stations expand their in-
vestment in automation facilities.

Radio Depreciation Schedules (number of years for write-offs):

Equipment Category
Transmission Equipment

Studio Control Equipment
Antenna & Associated Equipment
Towers

Buildings

Leasehold Improvements

Studio Furniture & Fixtures
Office Furniture & Fixtures

Pipe Organs, Pianos, Etc.

Tv Depreciation Schedules (number of years for write-offs) :

Equipment Category
Transmission Equipment
Studio Control Equipment
Antenna & Associated Equipment
Towers

Buildings

Leasehold Improvements
Studio Furniture & Fixtures
Office Furniture & Fixtures
Pipe Organs, Pianos, Etc.

Tv Cameras

Tv Studio Lighting Equipment
Tv Film Projection Equipment

Range
Highest-Lowest Most Common

14 5 10
10 7 10
20 8 12
20 10 10& 15
66 20 25
10 3 10
20 5 10
20 5 10
15 5 10

Range

Highest-Lowest Most Common
14 4 8
102 4 10
15 4 12
20 7 15
66 15 25
20 5 10 & 20
20 5 10
20 10 10
15 5 10
10 4 5&10
10 5 10
10 4 5

While expanded and accelerated au-
tomation offers the prospect of re-
ducing labor costs it naturally tends
to increase the cost of equipment
even above the investment in the
equipment which is being dis-
placed.”

Mr. Doherty said he felt some
broadcasters use too low a depre-
citation rate for many types of equip-
ment. The survey results (see be-
low) show a cross-section of depre-
ciation practices among 57 tv and
50 radio stations but he explained
the results are not intended to serve
as standards for depreciation sched-
ules. Results follow:

Pro football indebted
to TelePrompTer’s Kahn?

TelePrompTer President Irving B.
Kahn took credit last week for boosting
the price of the National Football
League championship game. He con-
firmed reports that TPT had bid $1
million for the top game for closed-cir-
cuit tv. This was rejected, he said, but
NBC had to pay $615,000 for the 1961
game (compared to $250,000 it brought
in 1960).

Mr. Kahn said first quarter business
by TPT was “most promising,” although
he said he does not look for a dividend
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this year or possibly next. He also told
stockholders, meeting in New York May
2, that TPT is negotiating for three
more community antenna systems, to
bring the company's total to nine, serv-
ing approximately 20,000 homes. TPT
now owns catv systems in Silver City
and Farmington, N. M.; Rawlins, Wyo.;
Liberal, Kan.; Elmira, N. Y., and (tk)
Eugene, Ore.

It also has a joint ownership in Kaiser-
TelePrompTer of Hawaii Inc., laying
cable for Hawaii Kai.

TPT reported gross revenues of $4.8
million last year, compared with $3.7
million in 1959. Net earnings were
$51,969; it lost $121,744 in 1959,

Georgia AP news awards
made to broadcasters

Winners in the annual news awards
competition sponsored by the Georgia
AP Broadcasters Assn. were honored
April 26 for outstanding news broad-
casting during 1960. Recipients of
awards in the various categories were:

General News: (superior)—WDEC
Americus; WSGA Savannah; WGAU
Athens; WGST Atlanta. (excellent)—
WDUN Gainesville; WBBQ Augusta;
WSB Atlanta. Sports: (superior)—
WGST; WKEU Griffin. (excellent)—
WCOH, Newnan; WSB. (meritorious)
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—WDEC; WBBQ. Farm News: (su-
perior)—WDEC; WSB. (excellent)—
WGST. Editorial-Interpretation: (su-
perior) — WDEC; WCOH; WGST;
WSB-TV; WGAU. (excellent)
—WDAK Columbus; WSGA. News
Specials: (superior)—W S B - T V;
WBML Macon; WSB; WDUN. (excel-
lent) —WDEC; WNEX Macon. (meri-
torious) —WDEC. WGAU also re-
ceived two special awards for coopera-
tion in the exchange of news.

NT&T buys another catv

National Theatres & Television Inc.
has announced the purchase of its fifth
community antenna system, making it
one of the largest group catv owners
in the country.

NT&T bought the Alpena, Mich.,
catv system from John W. Bellamy
and - associates for $550,000. The sys-
tem has 3,800 subscribers and was
founded in 1958.

NT&T has owned Williamsport Cable
Corp. in Williamsport, Pa., since 1959.
Last month it paid $2 million for three
systems —in  Bluefield - Man - Logan,
W. Va.; Hattiesburg, Miss., and Ferri-
day, La. (BROADCASTING, April 17).
Samuel P. Norton is president of Na-
tional Amusement, an NT&T division,
which operates the catv systems.

Seligman defends free tv in Hollywood talk
OTHER SPEAKERS FAVOR PAY TV IN PANEL DISCUSSION

The real question about pay tv is not
whether it will enrich its promoters or
the creative individuals who provide its
program material and not even whether
it will put free television and the re-
maining motion picture theatres out of
business, but what it will do for the
public welfare, Selig Seligman, ABC
vice president, said Tuesday (May 2).

The final speaker of a panel on
“Hollywood Looks at Pay Tv” at the
Hollywood Press Club’s monthly dinner
meeting, Mr. Seligman said that free
television and radio, licensed by the
government to operate in the public
interest, have taken that responsibility
seriously.

“More than any other media of com-
munications, education o©r entertain-
ment, broadcasting has attempted to
serve the public welfare,” he asserted.
“Broadcasters have a sense of responsi-
bility to the public that is lacking in
other media. I would hate to see this
destroyed by a new medium, not li-
censed or regulated.” Pay tv using wires
rather than the air to get its programs
to its subscribers would not be subject
to the FCC, as broadcasters are, he
noted.

Earlier, Paul McNamara, vice presi-
dent of International Telemeter Co.,
reported on the pay tv installation in
Etobicoke, Canada, suburb of Toronto,
now well into its second year of opera-
tion with some 6,000 subscribers re-
ceiving programs by wire circuits. He
predicted that operators of pay tv sys-
tems in other communities should find
it a highly profitable business.

Creative Bonanza = Samuel Sacks,
head of the legal department of the
William Morris Agency, a top talent
agency representative and program
packager, predicted pay tv will be a
profitable field for creative program
people—writers, directors, producers,
as well as actors. He said the prices
of half-hour tv shows rose from $10,-
000 in the beginning to $17,000 in 1953
and subsequently to $20,000, $30,000
and $40,000, until today some half-
hour programs are selling in the $50,-
000 area. He predicted even richer re-
turns from pay tv and asserted that top
talent will get a sizeable share of them.

Martin Rackin, production head of
Paramount Pictures, viewed pay tv as
the means of restoring control of mo-
tion picture production to the major

EXCITINGLY
U/wc%ﬂis@aﬁ@/mm@
“Conteut 7967

The most exciting and glamorous

event ever offered the Radio Industry

Biiling and Share of Audience
Attention and Publicity year around
Uniqueness, Prestige and individuality for your Station

Qut-Thinks, Qut-Guesses and Out-Promotes

Competition

. . .« write or call
FUTURSONIC PRODUCTIONS, INC. .
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studios. With pay tv demanding many
more motion pictures each year than
are currently being produced so that it
can provide continuous entertainment
to its paying customers at home, the
major studios will resume capacity pro-
duction, with writers, directors and
actors working regularly under studio
contract and not going off into inde-
pendent production as has been the
Tecent pattern.

Sherrill C. Corwin, president, Metro-
politan Theatres Corp., decried exhibi-
tors who are waging a public fight
against pay tv while engaging in theatre
television, which, he said, is only an-
other form of pay tv. He said few
theatre owners got into television in its
early days, when a grant could be had
for the asking, and said he hopes they
won't again miss the boat with pay tv.
Himself the licensee of one tv and four
radio stations, Mr. Corwin observed
that he had expected pay tv to come as
a broadcast rather than a wired service
and has secured grants for two uhf
channels in anticipation of using them
for a subscription service. “I held them
as long as I could, but had to give them
up a few months ago,” he said.

DeGray Assoc. organized

Edward J. DeGray, formerly presi-
dent of ABC Radio, has formed De-
Gray & Assoc., New York, to function

as a broadcast advisory organization
on behalf of radio and television sta-
tions. The company, accerding to Mr.
DeGray, will have available specialists
in all areas of station operation— busi-
ness practices, personnel, sales, promo-
tion, research and programming. De-
Gray Assoc.’s initial clients include
Breadcast Editorial Reports Inc., New
York, which provides weekly written
commentary for radio-tv stations, and
Telventure Inc., New York, an inter-
national motion picture and film pro-
duction company.

NTA close to sale
of WNTA-TV for etv

National Telefilm Assoc., New York,
is expected to conclude negotiations for
the sale of WNTA-TV New York this
week to a citizens group that would
utilize the station as an educational out-
let. Agreement has been reached “in
principle” to sell WNTA-TV for $5.75
million, but attorneys said there were
“many details” to be worked out. They
anticipated that a contract would be
ready for signing later this week.

NT&T also was reported to have
made agreements last week to sell two
other properties—WNTA-AM-FM New
York and Telestudios Inc., its tape com-
mercial and program production unit.
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Though confirmation could not be
obtained, it was understood that WNTA-
AM-FM would be sold for an estimated
$1.7 million to Communications Indus-
tries Corp.,, a holding company that
owns various broadcasting organiza-
tions, and Telestudios would be pur-
chased by Metro-Goldwyn-Mayer Corp.
for approximately $500,000. Announce-
ments of the transactions are expected
this week.

Communications Industries Corp.
owns Hudson Valley Broadcasting Corp.
licensee of WEOK Poughkeepsie, N. Y.;
Commonwealth Broadcasting Corp.,
licensee of WACE Chicopee, Mass.;
and is scheduled to become licensee of
WKST-TV  Youngstown, Ohio, and
WKST Radio Inc., licensee of WKST
New Castle, Pa. Blair Walliser, former-
ly executive vice president of the Mu-
tual Broadcasting System, is president
of Communications Industries Corp.
and Lazar Emanuel, New York at-
torney, is board chairman of the com-
pany. Mr. Emanuel also is president of
Communications Capital Inc., an organi-
zation established to deal in broadcast
financing (BROADCASTING, May 1). Paul
Smallen is secretary of Communications
Industries and Charles LeMieux Jr. is
vice president and director of sales.

Changing hands

ANNOUNCED = The following sales of
station interests were reported last week
subject to FCC approval:

= KOOD Honolulu, Hawaii: Sold by
Hawaiian Pacific Co. to Norman Nelson
and Brown Badgett for $155,000. Mr.
Nelson is past president of the South-
ern California Broadcasters Assn. Mr.
Badgett is a Fort Lauderdale, Fla., busi-
nessman. Station is 1 kw on 990 kc,
holding a cp for 5 kw. Broker is Edwin
Tornberg & Co.

= WYNG Warwick, R. 1.: Sold by Mil-
ton Mitler to Howard H. Sweet and
associates for $90,000. Mr. Sweet and
his group own WARA Attleboro, Mass.
WYNG is 1 kw day on 1590 kc. Broker
is Haskell Bloomberg.

= KLEM LeMars, Iowa: Sold by
George DeRuyter Sr. and Martin Moel-
ler to Paul W. Olson for $75,000. Mr.
Olson is a former announcer at WONE
Dayton, Ohio. KLEM is 1 kw daytime
on 1410 kc. Broker is Blackburn & Co.

= KLIL Estherville, Iowa: Sold to Dr.
Edward Schons and John Turnbull to
James (Buzz) Waters of Sioux City,
Towa, for $63,000. KLIL is 100 w on
1340 kc. Broker is Blackburn & Co.

» WROC-FM Rochester, N. Y.: Sold
by Transcontinent Television Corp. to
Veterans Broadcasting Co. (WVET-
AM-TV Rochester) for $48,700. This
is second step in transaction earlier this
year whereby Veterans is buying ch. 5
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The Kiwanis Club of Asheville,
N.C., has found Ted Eiland, vice
president of WLOS-TV that city, a
most unusual director of publicity.
Appointed by the club to drum up
some action, Mr. Eiland did just
that.

Through the facilities of WLOS-
TV a Kiwanis Freedom Caravan
was established to supply Cuban
refugees in the Miami area with
food and clothing. The caravan in-
cluded trucks filled with supplies
gathered by listeners along the route

Wometco station ‘Freedom Caravan’ idea spreads

from Asheville to Miami.

The project blossomed and quick-
ly spread to other Wometco stations
(owner of WLOS-TV) which tied
in with the caravan route, extending
from Virginia to Miami via Atlanta
and Jacksonville.

Other Wometco stations partici-
pating in the caravan are WTVJ]
(TV) Miami, flagship station, and
WFGA-TV. Jacksonville. Also aid-
ing in the project is WAGA-TV At-
lanta, a Storer Broadcasting Co. sta-
tien.

WROC-TV from TTC for $6.5 million,
and selling to WHEC-TV its share time
on ch. 10 for $3.8 million (CHANGING
Hanps, Feb. 13). WROC-FM oper-
ates on 97.9 mc with 18 kw.

APPROVED ® The following iransfers
of station interests were among those
approved by the FCC last week (for
other commission activities see FOR
THE RECCRD, page 152},

= KIOA Des Moines, Iowa: Sold by
Lester Kamin to W. Clark Swanson,
George A. Bolas, Robert A. Hall and
William E. Worthing for $600,000. Mr.
Bolas is a Chicago advertising execu-
tive; the others are businessmen.

« WFDF Flint, Mich.: Sold by Trebit
Corp. to WFDF Flint Corp. for $430,-
219 subject to adjustments. WFDF
Flint Corp. is principally owned by
Daniel Cowan, New York investment
banker. Trebit Corp. is remaining
broadcast property largely owned by
Harry M. Bitner Jr. and associates. (An-
nounced April 26).

MetroMedia reports

MetroMedia Inc., reports gross reve-
nue of $11,059,589 for the first 13
weeks of 1961, compared with $6,936,-
936 for the corresponding period of
1960. Net income, after taxes, showed
a deficit of $12,666 for the first quarter,
as against a profit of $146,499 for the
1960 period. The deficit for the 1961
period was attributed to increased
charges for amortization and deprecia-
tion. Operating divisions of MetroMedia
are Metropolitan Broadcasting Co.,
Worldwide Broadcasting Co. and Foster
& Kleiser Co. (outdoor advertising).

Wometco gross up $1 million

Wometco Enterprises Inc., multiple
broadcaster with interests in theatres,
vending machines and amusement facili-
ties, reported gross earnings of $3.4 mil-
lion in the first quarter of 1961, with net
earning of $301,293 (30 cents per
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share). This compares with a gross of
$2.4 million and net of $200,321 (22
cents per share) in the same period of
1960. Wometco stations include WTV]
(TV) Miami, WLOS-AM-FM-TV Ashe-
ville (N. C.), and 47.5% of WFGA-TV
Jacksonville, Fla.

ABC 0&0’s to back charities

ABC Radio’s six owned stations will
support a different national charity
each month with special programs and
announcements, they said last week.
The first campaign goes into effect this
week (May 10}, on paralytic polio.

The ABC stations—WABC New
York, WXYZ Detroit, KQV Pittsburgh,
WLS Chicago, KABC Los Angeles and
KGO San Francisco—will select the
monthly charities in cooperation with
the Advertising Council Inc. Each sta-
tion will prepare announcements and
send them to the ABC Radio Stations
Division in New York, from where
sets of promotional and exploitation
materials will be sent to individual sta-
tions.

Teleglobe Pay-Tv reorganizes

Teleglobe Pay-Tv System Inc., New
York, reorganized its board of directors
last week and appointed four new
members. Included were John R. Pop-
pele, former director of the Voice of
America, past president of the Televi-
sion Broadcasters Assn. and currently
president of WAUB Auburn, N.Y.;
Ira Kamen, president of Portland In-
dustries Corp., an electronics firm; Ger-
ald Bartell, president of both MacFad-
den Publications (which last month ac-
quired a ‘“substantial” interest in Tele-
globe) and the Bartell Broadcasting
System (WOKY Milwaukee; KCBQ
San Diego, Calif.; WADO New York;
KYA San Francisco) ; and Lazaar Hen-
kin, a New York attorney. At the
same time, Solomon Sagall, president
and developer of the Teleglobe system
was reappointed as a director.
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Last week’s beginning of Steelmark
Days in the upper Ohio Valley,
triggered primarily by the efforts of
WSTV-TV Steubenville, Ohio,
(BROADCASTING, April 24) brought
overwhelming participation — 39
mayors in cities, towns and com-
munities and an estimated 1.5 mil-
lion listeners taking part in the plan.
Steelmark Days were proclaimed for
the month of May in the Ohio Val-
ley to rally the population for a

Upper Ohio Valley’s Steelmark Days

united cause—to produce steel and
fight the recession.

Here, Hickman Price (c¢), under-
secretary of the U.S. Dept. of Com-
merce, discusses the project with
(1 to r) C. G. Tournay, president of
Weirton Steel; Jack Berkman, pres-
ident of WSTV-TV,; John Laux, ex-
ecutive vice president, WSTV-TV;
Julius D. Dubin, president of Dubin
Adv., Pittsburgh. Mr. Price delivered
the keynote address.

Media reports...

Cited by AP = For outstanding mem-
bership cooperation in 1960, the Asso-
ciated Press cited the following mem-
bers of the Pennsylvania AP Broad-
casters Assn. They include: WRTA
Altoona; WIIC (TV) Pittsburgh;
WBVP-AM-FM Beaver Falls; WNAR
Norristown; WACB Kittanning; WLEM
Emporium; WAZL-AM-FM-TV Hazle-
ton; WKOK-AM-FM Sunbury; WORK
York; WEJL Scranton; WKAP Allen-
town and WLAN-AM-FM-TV Lan-
caster.

Meeting * WGAR Cleveland and its
Radio Advisory Council met for the
first of three meetings scheduled for
this year. The council is composed of
leaders in education, business, arts, gov-
ernment and labor leaders. It was
formed by WGAR to allow the station
to better plan its present and future
programming.

School Bell Award = WBTV (TV)
Charlotte, N. C., has been named win-
ner of the first annual School Bell
Award presented by the North Caro-
lina Education Assn. The station was

EQUIPMENT & ENGINEERING

honored “for its outstanding presenta-
tion and series interpreting the school
and its programs.”

WVET music scholarship = David
Cawley, sophomore cellist at Eastman
School of Music, Rochester, N. Y., was
recipient of the third annual $1,000
music¢ scholarship, awarded by WVET-
AM-TV, that city. The presentation
was made by Ervin F. Lyke, the sta-
tion’s president and general manager.

All-over move = The New York office
of Spot Time Sales Inc. has moved to
new and larger quarters at 40 E. 49th -
St., N. Y. 17, while its San Francisco
bureau is newly located at 41 Sutter
St., San Francisco 4. New telephone
numbers are Plaza 3-3337 in New
York and Yukon 1-1199 in San Fran-
cisco.

KBS adds outlets = Keystone Broad-
casting System has added 13 new affili-
ates to its national transcription chain
of more than 1,100 stations. Latest to
sign: WGRO Lake City, Fla.; WRIM
Pahokee, Fla.; WSVL Shelbyville, Ind.;
WCAT Orange, Mass.; WHMI Howell,
Mich.; KLYQ Hamilton, Mont.; KSEN
Shelby, Mont.; WIPS Ticonderoga,
N. Y.; WMVO Mount Vernon, Ohio;
WDEH Sweetwater, Tenn.; KBAN
Bowie, Tex.; WAFC Staunton, Va., and
WIXK New Richmond, Wis.

News award = CBS Radio has re-
ceived the commendation of the Coun-
cil on Radio-Television Journalism of
the Assn. for Education in Journalism
at the U. of Illinois for expanding last
November its on-the-hour news broad-
casts from 5 to 10 minutes. The Coun-
cil’s resolution also salutes “those broad-
casters who are giving news reports the
time and professional attention they de-
serve in these challenging days.”

RCA quarterly sales reach new high

DATA PROCESSING EXPANSION BRINGS EARNINGS DROP, MEETING TOLD

RCA officials, backed by colorful
space age props and a report that RCA
sales rose to a record high in the first
quarter of 1961, received enthusiastic
support from some 1,700 shareholders
at RCA’s annual meeting last Tuesday
(May 2), despite news of an 8% drop
1n earnings.

John L. Burns, RCA president, ex-
plained in his report that lower earnings
resulted from continued heavy invest-
ment in electronic data processing and
said sales of products and services were
$361.7 million, compared with $361.2

110

million in the first quarter of 1960. The
net profit after taxes was $12 million,
8% less than the record $13 million for
that quarter a year ago. Earnings per
common share were 68 cents, compared
with 85 cents in the 1960 quarter when
a substantially smaller number of shares
were outstanding.

Mr. Burns said that if RCA had
“elected to retrench” in the data proces-
sing area first quarter profits would
have challenged the all-time record for
the quarter. He said RCA is at the peak
period of data processing costs and an

appreciable decline in costs is expected to
begin next year. RCA chairman David
Sarnoff, in answer to a shareholder’s
question, said all major divisions except
data processing were in the black.
Visual Interest = Chairman Sarnoff,
who presided at the Rockefeller Center
meeting and who maintained a warm
rapport between management and share-
holders during the almost three hours,
moved proceedings along at a brisk pace
with such visual attractions as an im-
pressive display of satellites, an un-
manned moon vehicle, a color movie
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SUMMER
REPLACEMENT DYNAMITE

“Taut, suspenseful drama...a gain for local program-
ming."' — Variety

“A TV thriller. .. top-notch.”” — New York Daily Mirror

“‘One of the better new dramatic shows of the season . . .
will have no trouble finding a wide audience.”
— New York Herald Tribune

They're ali talking about EXCLUSIVE! — the show that went
right to the top of its time period with a lion’s share of
the audience on its first New York airing on WCBS-TV. (12.9
Rating — 279% share — Nielsen, Sept., 1960.) 13 half-
hours, based on exclusive stories uncovered by Bob Con-
sidine . . . Quentin Reynolds ... Eddy Gilmore, featuring
top talents such as Raiph Bellamy, Claude Dauphin, Faith
Domergue.

Now — 13 half-hours of perfect summertime fare — sto-
ries of mystery, intrigue, comedy, courage. Get with it —

get EXCLUSIVE!
ABC FILMS, INC.

1501 Broadway, New York, New York
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preview of features planned by Walt
Disney in NBC-TV’s Wonderful World
of Color series next season and an NBC
News presentation by Chet Huntley.

RCA shareholders approved several
management proposals by overwhelming
votes including abolition of the staggered
system of electing board members in
favor of one-year terms for all. Other
proposals approved include indemnifica-
tion of directors, officers and other em-
ploves in certain circumstances involv-
ing legal expenses.

Five directors whose terms had ex-
pired were reelected: John T. Cahill,
RCA general counsel; Charles M. Odor-
izzi, group executive vice president for
consumer products; Elmer W. Engstrom,
senior executive vice president; Walter
Bedell Smith, vice chairman of Ameri-
can Machine & Foundry Co., and Lewis
L. Strauss, former chairman of the
Atomic Energy Commission.

Pay Tv Queries » Asked RCA'’s posi-
tion on toll tv, Gen. Sarnoff said he has
his doubts about its success and was
confident that free tv will survive. “We're
observing what’s going on,” he said, and
“we won’t be asleep at the switch if
something does happen.” In answer to
another toll tv question, he said: “We
don’t believe in toll tv. . . . We will do
nothing to obstruct these [toll tv] experi-
ments and if they prove a success we
would have no objection to going into
toll tv.”

President Burns’ statement included a
recapitulation of color tv’s progress. He
said color receiver sales rose significant-
ly above 1960’s first quarter, and now
contribute approximately one out of
every three dollars of RCA’s total tv
receiver sales and an even larger share
of receiver profits. The influx of addi-
tional manufacturers should push the
color television industry well beyond the
$100 million-a-year mark, he said. As
the only commercial producer of color
picture tubes, RCA is making them
available to other manufacturers for use
in the sets they market under their own
brand names.

A highlight of Chet Huntley’s report
on the worldwide operations of NBC
News was a live radio conversation
with correspondent John Chancellor in
Moscow. Mr. Huntley used the radio
hookun to emphasize the need for the
establishment of a network of perma-
nent communications satellites. Such a
system would make it possible for an
editor in New York to push a button
and bring in Moscow—for example—
live and in color, “as easily as we call in
John Chancellor today by radio.”

Among the RCA projects displayed
in model form at the annual meeting
were the Tiros weather satellite; a “sec-
ond generation” weather satellite of
advanced design; a so-called synchron-
ous satellite that might usher in the era
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‘Whirling Dervish'

The development of a rotating
tape cartridge rack by Richard
Parks, assistant chief engineer at
ABC-owned KGO San Francisco,
was announced yesterday (May 7)
at the meeting of ABC Radio
Affiliates in Washington.

Called “Parks’ Whirling Der-
vish,” the cartridge file resembles
a paperback magazine rack which
revolves to present a selection of
up to 500 individual tapes for
airing.

The cartridge rack is in use at
six ABC-owned stations. It was
developed by Mr. Parks and the
ABCO Wire & Metal Co., Hay-
ward, Calif.

of global television and data communi-
cations; a space station that might serve
as an orbital post office for transmitting
mail by radio around the world, and a
Iunar exploration vehicle which scien-
tists have nicknamed “The Moon-Crawl-
er.”

The last electronic marvel, which Mr.
Burns said could be operational well
within five years, would move about on
the moon in response to radio instruc-
tion from the earth. It would be out-
fitted with a tv “eye” to scan the lunar
landscape, a claw for picking up samples
of surface dust and rock and antennas
for communication with earthbound
bases; it would be launched by a Saturn
rocket.

The quarterly report released to
stockholders at last week’s annual meet-
ing follows. It includes RCA and con-
solidated subsidiaries and covers the
quarter ended March 31, 1961.

1961 1960
$ $

Products and services

L1 [+ I 361,700,000 361,200,000
Cost of products and

services sold and

other operating costs 339,100,000 335,800,000
Profit before federal

taxes on income ... 22,600,000 25,400,000
Federal taxes on

iNCOME ....oecerrrverrnns 10,600,000 12,400,000
Net profit for the

quarter .................. 12,000,000 13,000,000
Preferred dividend ...... 800,000 800,000
Balance for common

L3 (1o1, SO 11,200,000 12,200,000
Earnings per share of

common stock as

computed on average

number of shares .. 0.68 0.85
Average number of

shares for three

monthS ..coeeeeiineernens 16,553,000 14,344,000

Net profits reported above are necessarily based
in part on approximations and are subject to
audit and year-end adjustments.

Zenith, GE at odds
on fm stereo credit

A battle for credit in fm stereo trans
mission standards, adopted by the FC(
last month (BROADCASTING, April 24)
shaped up last week between Zenith Ra
dio Corp., Chicago, and General Elec
tric Co.

Zenith charged that GE’s advertising
identifying the fm polyphonic standard
as GE-developed, was a gross distortion
The Chicago receiver manufacturer file:
a formal complaint with the FTC.

Zenith President Joseph S. Wrigh
claimed the basic idea for the stere:
system adopted by the FCC “was con
ceived by Zenith engineers and devel
oped by them over a period of mor
than three years.” GE, Mr. Wright de
clared, made only “minor” contribution
to the system finally adopted.

GE’s Herschner Cross, general man
ager, radio-tv division, struck back late
in the week with a statement that th
GE claims were thoroughly reviewed b:
that company’s engineers and attorney
before they were made. Mr. Cros
claimed the FCC standards were close
to those suggested by GE than b
Zenith. He implied that Zenith change:
its original proposals to conform “rathe
closely” to those of GE. GE, he con
cluded, is fully entitled to the claims i
is making.

In its complaint to the FTC, Zenit)
asked that agency to stop what it calle
“completely untrue” claims which con
stitute “deliberate misrepresentations.

CBS o & 0o's find use
for old video tape

Old video tape is being used by CB!
Radio owned and operated stations tr
simplify monitor recording of dail:
programming and to cut costs. Th
tape is no longer suitable for televisio
recording but it gives first class sounr
recording, according to William Fligel
director of technical operations fo
WBBM Chicago. It also provides :
standardized, easy to handle mediun
for exchanging monitor recordings witl
New York headquarters and sister sta
tions. Unlike old disc systems whicl
required changing every half-hour, th
tape system is changed only once ever
24 hours. The 2-inch video tape fits :
regular commercial monitoring record
er marketed by Soundscriber. With 30(
ft. of tape enough for 24 hours of re
cording (spiral recording uses only 2%
inches per minute), the one-hour 4,80(
ft. spool of video tape is good for 1t
days of around-the-clock radio record
ing. CBS Radio developed a specia
digital counter device to find quartes
hours and minutes on the tape. Adap-
tation was supervised by D. M. Vorhes
CBS Radio vice president in charge ol
operations.
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DANIELS AND ASSOCIATES, the pioneer CATY

broker with 90% sales to date, has achieved the

mastery that only o decade of experience con give.
A\

1
J

1

e NECOTIATORS

Skilled in the art of bringing
together qualified buyers
and interested sellers.

e APPRAISERS

Accomplished in determin-
ing the value and future of
CATYV systems.

o CONSULTANTS

Experts in sales, -finance,
taxes and management
problems.

L4

Maximum telecasters and broadcasters: CATV
offers you logical extension of your present in-
vestments,

DANIELS & ASSOCIATES, INC.

UNITED STATES: BILL DANIELS — CARL WILLIAMS — ALAN HARMON
The Daniels Building, Third and Milwaukee, Denver 6, Colorado, DUdley 8-5888

CANADA: FRED METCALF
31 Quebec Street, Guelph, Ontario, TAylor 4-2030
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While they last!

ORDER YOUR COPY
NOwW!

(on first come—first served
basis)

BROADCASTING

1960 Yearbook Issue*

“"the ons-book library of television and radio
information'”

46 separate directories
dexing the world of broad-
casting

e tv stations

e am stations

e fm stations

¢ educational stations
¢ networks

o sales representatives
s advertising agencies
e associations

® services

e government

e schools

P/u.‘f—

market data, billings, ratings, programs, talent,
historical facts—all arranged and indexed for
instant reference

station listings by state and city show execu-
tive personnel, network, power, frequency or
channel; separate directories by call letters,
frequencies, newspaper and group ownership.

e limited number available at $4.00 per
copy
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THE BUSINESSWEEKLY OF TELEVISION AND RADIO

Circulation Department
1735 DeSales Street, N.W.
Washington 6, D. C.

*published every September as 53rd issue of
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OPTION TIME RULE-MAKING

FCC orders quickie proceeding for determination
of public interest; date depends on court remand

Is network option time in the public
interest?

The FCC seeks to determine that
question in further rulemaking.

The new proceeding on tv option
time rules was ordered last week—but
when it takes place depends on the
U. S. Court of Appeals.

And, how it will go depends on the
same court. That’s because the court
has before it an appeal against the
FCC’s 1960 option time order, which
cut the number of hours a station may
give to a network from 3 to 2. It
went into effect Jan. 1.

The appeal was filed by KTTV (TV)
Los Angeles, which claims that option
time violates the antitrust laws.

Last month the FCC asked the court
to remand the case because the agency
wants to take another look at the sub-
ject. The FCC also told the court that
when the KTTV case is remanded it
intended to vacate the September 1960
order (BROADCASTING, April 24).

The court, however, hasn’t yet
granted this request, acceding to a peti-
tion by the networks and their affiliate
committees for a delay while they at-
tempt to persuade the FCC to recon-
sider its decision to vacate the option
time order.

Further Rulemaking = Last week
the commission ordered a “Further
Rulemaking” and set two issues:

= Whether time optioning is in the
public interest.

= If option time is found contrary to
the public interest, how should the rule
be written to prohibit the practice?

The question of whether option time
is an antitrust violation, should be dis-
regarded in comments, the FCC order
said.

The FCC said, in a second order
issued last week, that when the court re-
mands the case, the 1960 order will not
be vacated. It will remain in effect.

Voting for the action were the same
five commissioners who last month con-
stituted the FCC majority in asking for
the remand. They are Chairman New-
ton N. Minow and Commissioners Rosel
H. Hyde, Robert T. Bartley, T. A. M.
Craven and Frederick W. Ford.

Cross Dissent = Dissenting to the
commission’s action last Wednesday,
was Commissioner John S. Cross.

Mr. Cross said he thought the action
was premature, since the court not only
has not yet remanded the case, but the

commission did not know just what con-
ditions might be placed on the recon-
sideration.

Both Mr. Cross and Commissione:
Robert E. Lee dissented to the remanc
order last month. Mr. Lee was absen:
during last week’s deliberation.

In its order last week the FCC saic
it intends to expedite its reconsideration
It warned that the filing dates (to be
announced after the remand) would be
followed strictly.

No Replies = The agency also cau
tioned that direct comments are re-
quested; no reply comments are to be
considered. An oral argument will be
held, the FCC said.

When the FCC revised its optior
rules last year, it held that option time
was ‘‘reasonably necessary” for net
working, and that networking was ir
the public interest.

The vote then was 4-3. Swinging the
majority was former Commissione
Charles H. King, who at the time saic
he was voting only to reduce optior
time by 30 minutes but was not making
a finding on the question of antitrus
violation.

KTTV was joined in its court appea
by the Dept. of Justice, which suggestec
that the court order the FCC to deter
mine whether the practice violates the
Sherman Act.

During the commission’s consider-
ation of the option time question, the
Justice Dept. twice implied this network-
affiliate contract is illegal.

Deception charged
in Miami ch. 6 case

Charging a possible “deliberate sub
mission of seriously misleading informa
tion” by the apparent winning applican
for ch. 6 Miami, Coral Tv Corp. askec
the FCC to defer a final decision anc
reopen the record.

The commission already has votec
tentatively to award the channel t
South Florida Amusement Co. (Broan
CASTING, March 20), upholding a hear
ing examiner’s recommendation, bu
no final decision has been released. Cor
al pointed out that a favorable initia
decision last September relied heavily or
the past broadcast experience of Sher-
man Grossman, president and 50.5%
owner of South Florida.

Coral’'s complaint is based primarily
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This mark tells you a product is made of modern, dependable Steel.

How cold is up? We know that outer space can never be colder than minus 459.72° Fahrenheit—that's absolute zero, the
point at which all molecular motion ceases. We don't know what coldness like this will do to materials, but we're finding out.
Scientists are using a heat exchanger to produce temperature as low as minus 443° Fahrenheit. They test materials in this
extreme cold and see how they perform. Qut of such testing have already come special grades of USS steels that retain much of
their strength and toughness at —50° or below; steels like USS "' T-1" Constructional Alloy Steel, Tri-Ten High Strength Steel,
and our new 9% Nickel Steel for Cryogenics applications. And the heat exchanger to produce the ~443° Fahrenheit is
Stainless Steel! No other material could do the job as well. Look

around. You'll see steel in a lot of places — getting ready for the Unlted States Steel

future. USS, "T-1" and TRI-TEN are registered trademarks.
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on the fact that program logs for
WBUF-TV Buffalo, N. Y., operated by
Mr. Grossman until its sale to NBC in
1955, were not available during the
comparative hearing. The complaint said
the logs probably never were turned
over to the network, as Mr. Grossman
testified.

In its petition Coral quoted Harry
Wyman, former equipment supplier for
WBUF-TV, as saying Mr. Grossman
had given orders the logs were not to
be seen by anyone, particularly NBC.
This conversation allegedly took place
on the day NBC assumed control.

Coral charged that WBUF-TV, under
Grossman ownership, carried a bingo-
type game in violation of the NAB
code and promised prizes which were
never delivered. A former WBUF-TV
employe is quoted as saying that the
station also carried as many as five
straight spots in feature movie breaks.

In addition to Coral and South Flori-
da, Publix Tv Corp. also is an applicant
for ch. 6 Miami.

Small markets get
wage exemption

NAB saw five years of effort crowned
with success last week as Congress
exempted radio and television stations
in non-metropolitan markets of 100,000
pepulation or less from some of the
overtime-pay requirements of the Fair
Labor Standards Act.

The new minimum wage bill passed
Wednesday excludes announcers, news
editors and chief engineers employed
by these stations from the overtime-
coverage provision. The same employes
in metropolitan area stations are ex-
cluded also if the communities involved
have populations of less than 25,000 and
are 40 miles from their area’s principal
city.

Jim Hulbert, manager of NAB’s de-
partment of broadcast personnel and
economics, estimates that 1,700 radio
stations and 110 television stations will
benefit from the new provision, which
President Kennedy is expected to sign
into law soon.

The way to NAB’s long-sought vic-
tory was paved when House-Senate con-
ferees, meeting to reconcile differences
in the minimum wage bills passed by the
two houses, accepted the 100,000 popu-
lation in the House version. The Senate
bill’s figure was 50,000. The provision
for small-town metropolitan-area sta-
tions was adopted from the Senate bill.

Mr. Hulbert expressed gratification
that Congress recognized small-market
broadcasters’ problems “in attempting
to comply with the complex provisions
of the Fair Labor Standards Act.” He
said the exemption should solve most of
the problems of those who work irregu-
lar hours.
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Plans filed for commercial space operation
HOUSE COMMITTEE TO HEAR PROS & CONS OF SATTELITES

A study of U.S. policy regarding
space satellite communications will get
underway before the House Space
Committee today (May 8).

Rep. Overton Brooks (D-La.), chair-
man of the committee, announced last
week that it would hear the following
witnesses on how control over com-
mercial space relaying should be set
up:
National Aeronautics & Space Agen-
¢y, State Dept., FCC, Office of Civil
& Defense Mobilization, RCA, GE,
AT&T and Lockheed Aircraft.

The hearing is expected to run three
or four days.

The consensus of most companies
now in the common carrier field is for
a single privately-owned space com-
munications company to operate satel-
lites. But the specifics of how this com-
pany should be established runs the
gamut from “flag carrier” through an
amalgamation of existing and future
carriers to the setting up of a separate
“carrier’s carrier.”

Also there seems to be two differing
opinions as to what kind of a system
should be adopted—22,300-mile-high,
synchronous satellites or clusters of
6,000-mile-high random orbiting sat-
ellites.

The varying opinions were spelled

Conelrad test

The first test of the new Conel-
rad alerting system, utilizing the
wire services of AP and UPI, will
be held next Sunday (May 14),
the FCC announces. The new
system becomes effective May 17
and will replace the existing sys-
tem requiring broadcast stations
to monitor key Conelrad outlets
for an alert.

The Sunday test will be at 8:30
p.m., EDT. It will employ a
system of bell warning signals on
AP and UPI teletype machines to
inform stations of an upcoming
Conelrad message. All am, fm
and tv stations will be required
to continue to comply with the
existing requirement for installing
and maintaining radio alert re-
ceivers and to transmit the Con-
elrad signal and radio alert
message.

The commission amended its
rules last week to reflect the re-
vised alerting procedures. The
new rules become effective June
5.

out in comments filed last week with
the FCC. They were in response to
a notice of inquiry issued last month
by the commission.

One of the most interesting pro-
posals was that submitted by Lock-
heed Aircraft Corp. This contemplates
establishing a separate company, “Tele-

-sat,” to be owned by carriers, manu-

facturers and the public, but organized
50 as to prevent dominance by any one
entity.

Lockheed proposes that Telesat own
and operate the single satellite com-
munications system.

There should be a 22,300-mile-high
synchronous satellite system with two
over the Atlantic Ocean, and two over
the Pacific Ocean. If necessary, two
more could be put up over the Indian
Ocean.

Because of their great orbital height,
these satellites would remain in a fixed
position over the earth.

The system will be available to all
common carrier customers, Lockheed
says, on a non-discriminatory basis.

It would be ready for operation in
about five years, the aircraft company
stated, and would be self sustaining in
the middle of 1970.

The costs would run: $100-150 mil-
lion for research and development,
$50-65 million for placing the satellites
in orbit and making the system opera-
tional, and an additional $50-$100 mil-
lion as working capital.

If, Lockheed says, the United States
wants a satellite communications sys-
tem sooner, there might be need for
some form of subsidy for this period.

Skyhook Relays » Plumping hard for
the synchronous satellite, RCA and its
communications subsidiary, RCA Com-
munications, urges that whatever meth-
od is evolved, all carriers must have an
equal chance to use the space circuits
on a non-discriminatory basis and un-
der reasonable terms.

RCA said it was not certain whether
the operating company should be a
joint venture or a single carrier, but it
expressed complete opposition to the
idea of government ownership or oper-
ation.

Earlier, GE asked the FCC to per-
mit it to establish a “common carrier’s
common carrier” for space communi-
cations. GE said it was filing an appli-
cation to establish a relay system via
satellites to serve existing common car-
riers under the name of Communica-
tion Satellites Inc. (ComSat). This
would be open to participation by other
aerospace oI communications compan-
ies on a joint venture basis, it said
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IN MILWAUKEE

Station Image, more than ld Hany single quality, has made Chan-

nel 4 Milwaukee’s number one TV station . . . in the eyes of both

viewers and advertisers. This “Total Image” is the sum of these parts:
PROGRESSIVENESS — The history of television in Wisconsin is
literally the history of WTMJ-TV. It was the first station in Wisconsin
on the air ... with network shows ... with color. And it’s first in cover-
age (a population area of 4,029,489 people) EXPERIENCE — Most of
WTMJ-TV’s people have worked more than 15 years in television and
form Wisconsin’s largest, most experienced station staff in live and
network programming. QUALITY PROGRAMMING — Program
policies of good taste are traditionally practiced and conform to those
of its network affiliation, NBC. HIGH-STANDARD ADVERTISING
POLICIES — Advertising rates are clearly stated and explained in
an official Rate Card, with rates the same for all. WTMJ-TV does not
“triple-spot,” will not accept advertising it feels would be objectionable.
PROGRAM VARIETY — WTMJ-TV believes in programming to
meet its community’s varied needs: entertainment, information, educa-
tion. Included in its balanced schedule are daily high-quality live shows
and the station’s own feature and news programs. For more detailed

information on what makes up the Total Image of WIMJ-TV, write:

THE MILWAUKEE JOURNAL TELEVISION STATION

Represented by: HARRINGTON, RIGHTER & PARSONS — NEW YORK. CHICAGO, SAN FRANCISCO, ATLANTA, BOSTON, DETROIT, LOS ANGELES
BROADCASTING, May 8, 1961 17




In PITTSBURGH

Take TAE
and see

howtobea
champion in the
city of champions!

Championsalwayslead the
league in averages. Your
product can do it if you
choosethetopteam, WTAE.
Find out exactly how far
WTAE is ahead of the oth-
ersin Pittsburgh by check-
ing your Katz man for the
averages. Also, ask him
about the overwhelming
switch to WTAE by the
most knowing local adver-
tisers. It's hard to stop a
trend, and the overwhelm-
ing trend in Pittsburgh is
to the Pittsburgh Televi-
sion Champion, WTAE.

BASIC ABC [N PITTSBURGH

WTAE

BIG TELEVISION IN PITISBURGH

4

CHANNEL
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(BROADCASTING, May 1).

If approved, GE said it could have
a demonstration satellite up in 12-15
months, and a complete, operable sys-
tem of 10 satellites and 20 ground
stations by mid-1965 at a cost of $400-
500 million.

AT&T recommends the establish-
ment of a joint venture company, com-
prising all U. S. common carriers, with
provision for ownership also by foreign
carriers. Cost of the recommended
low-orbit, random cluster of satellite
relays would be apportioned on the
basis use. Circuits would be available to
all on a non-discriminatory basis, AT&T
said.

General Telephone & Electronics
Corp. suggests that a joint venture
company be set up to be owned by
present and future international com-
munications carriers only. Circuits
should be available to all.

Western Union, expressing its fear
that AT&T is attempting to monopo-
lize the space communications field, fa-
vors a single, integrated system owned
jointly by all common carriers and
other industry entities in cooperation
with the government. Such an organ-
ization should be financed privately,
Western Union urged, but the govern-
ment should define the technology (or-
bits, height, bandwidth, power and di-
rectivity).

IT&T and American Cable & Radio
Corp. (IT&T owns 56.5% of ACRC)
hold that space communications should
be an exclusive responsibility of those
carriers already in overseas communi-
cations business. It did not choose be-
tween a single company or a joint
venture, but it did emphasize that the
system must be run on a non-discrimi-
natory basis.

Press Wireless urges that no matter
how the space system is organized it
should provide that Press Wireless con-
tinues to maintain its present “bene-
ficial” competitive position.

Both the American Rocket So-
ciety and American Securities Corp.
asked permission to participate if fur-
ther hearings are held. American Se-
curities will be a 25% owner of West-
ern Union International when and if
the FCC adopts the separation of West-
ern Union’s domestic telegraph system
and its overseas cables.

Uhf group has praise
for FCC for a change

The Committee for Competitive Tele-
vision, a group of uhf stations, lauded
the FCC in a comment for deintermix-
ing the San Joaquin Valley (Bakers-
field and Fresno, Calif.), and urged
the commission to proceed swiftly in
making other markets all-uhf. The

markets the committee named are
Montgomery, Ala.; Hartford, Conn.;
Champaign-Urbana, 1ll.; Evansville,
Ind.; Binghamton, N. Y.; Erie, Pa.;
Lancaster - Harrisburg - Lebanon - York,
Pa.; Columbia, S. C., and Madison,
Wis. In most of these areas, petitions
have been filed with the FCC by in-
dividuals wishing vhfs to be taken from
these markets and assigned elsewhere.

Comments received from vhf stations
at the FCC last week on petitions to
drop in vhf channels in Worcester and
Houston at substandard mileage separa-
tion were unanimously opposed to the
plans. WWOR (TV) Worcester had
asked that the FCC add ch. 13 to that
city and specify that WWOR operate
on that channel instead of ch. 14. This
was opposed by the Assn. of Maximum
Service Telecasters on grounds that one
adjacent-channel shortspacing (WPRO-
TV, ch. 12, Providence) and three co-
channel shortspacings would be neces-
sary, thus degrading the service of the
other stations. As it usually does in
cases of such requests, the association
further urged that if the FCC does con-
sider the petition, it should do so after
settling its overall allocations policy.
The same sentiments were expressed
in protests by the three ch. 13 stations
that would be affected—WNTA-TV
New York; WGAN-TV Portland, Me.,
and WAST (TV) Menards-Albany,
N. Y.

AMST opposed Lester Kamin’s plan
to add ch. S in Houston saying that
short mileage separations would cause
interference to KALB-TV Alexandria,
La, KHOU-TV Houston was against
the plan on grounds that the FCC had
said it would consider vhf drop-ins at
short separations in those major mar-
kets that had only two or less vhf out-
lets. Houston has three, KHOU-TV
pointed out, and said that all three net-
works are represented and further tv
service is not needed.

KATL follows the law,

even to bucking U.S.

Tan A. Elliot, manager of KATL
Miles City, Mont., believes in following
the letter of the law. Even if it’s the
United States government that’s at the
o'her end of his raised eyebrow.

Mr. Elliot recently received some
U.S. Treasury Dept. transcriptions urg-
ing the public to buy U. S, Savings
Bonds. The announcements contain a
number of references to the word guar-
anteed: “. . . and that’s guaranteed.”
... they are guaranteed directly by the
U.S. governent.” . . . they are guaran-
teed by your government.” *, . . they
pay a sure guaranteed return.”

He recalled that some -time back
NAB had cautioned broadcasters that
anytime the word “guarantee” is used in
a commercial, it must include details as
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Meanwhile,
back in
Wisconsin

. more and more adver-
‘tisers are racking up impres-
sive sales figures—thanks to
Madison’s low-cost, high-
frequency Midco stations.
Ben Hovel or your Bolling
salesman can show you why
Northwest Airlines, Stand-
ard Oil, King Midas,
Hamm'’s, Procter & Gam-
ble, Jergens, and Schlitz
have keyed their pitch to
our low-cost efficiency.
Switch your pitch too—to

the WKOW stations.
Tony Moe

WKOW/1070

ABC-TV IN MADISON

WKOW-TV

TONY MOE, Vice-Pres., & Gen. Mgr.
Represented Nationally by THE BOLLING CO.

| MIDCO

Midcontinent Broadeasting Group

WKOW-AM and TV, Madison; KELO-LAND TV
and RADIO Sioux Falls, $.D.; WLOL.AM. FM
Minneapolis-St. Paul; KSO RADIO Des Moines.
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to the nature and extent of the guaran-
tee, the guarantor’s identity and exactly
what he will do thereunder. This fol-
lowed a Federal Trade Commission rul-
ing involving automobile battery guar-
antees.

So on May 1, Mr. Elliot sat down
and wrote a personal letter to Paul

Rand Dixon, chairman of the FTC;
“Would you please advise if your regu-
lations covering the use of the word
‘guarantee’ apply to the departments of
the U.S. Government?” He said he was
withholding the use of the Treasury
transcriptions pending a response. He’s
still waiting for an answer.

FROWNS FOR JFK'S FCC PLAN

Some wary of added powers it gives chairman;
proposal destined for hearing on Capitol Hill

President Kennedy’s FCC reorgani-
zation plan (BROADCASTING, May 1) is
headed for trouble. And the basic diffi-
culty seems to be the added power it
would give to the commission’s chair-
man.

A secondary obstacle, according to
those who have studied the proposals,
is the vagueness of many provisions.

The executive committee of the Fed-
eral Communications Bar Assn. last
Wednesday voted to oppose the propos-
als. And at least one Congressional
committee will provide a forum for that
opposition.

The Senate Commerce Subcommittee
on Communications, chaired by Sen.
John O. Pastore (D-R.L), has an-
nounced it will hold hearings starting
May 23 on the reorganization plan. The
staff of the House Government Opera-
tions Committee has indicated that hear-
ings may be held by that group also.

Many FCC commissioners are un-
alterably opposed to the reorganization
as spelled out by the President. Their
opposition stems from the provision
which would permit the FCC chairman
to assign cases to commissioners. This
derogates the role of a commissioner,
this viewpoint holds.

One commissioner, generally favor-
able to the New Frontier atmosphere in
Washington, said:

“If this plan means the chairman can
tell the other commissioners what they
should do, then I'm through with it.”

Another commissioner said that this
particular item makes the FCC just an
arm of the Executive Dept. His reason-
ing goes like this: The chairman is ap-
pointed by the President. He reports
monthly to the President. If he also has
the authority to assign work to the other
commissioners, the FCC in fact be-
comes an appendage of the White
House.

Loss of Independence = A third com-
missioner stressed that the reorganiza-
tion threatens to destroy the basic con-
cept of the FCC: a body of seven equal
commissioners exercising its judgment
independent of either Congress or the
White House.

At the White House there is no

equivocation about the meaning of the
proposal to give the chairman of the
FCC more power. James M. Landis,
the President’s advisor on the regulatory
agencies and the acknowledged archi-
tect of the reorganization plan, said last
week that this is exactly what the plan
suggests.

“Somebody has to have this author-
ity,” he said, “and under normal cir-
cumstances it should be the chairman.”

He seems well aware of the difficul-
ties the plan will have in getting through
Congress.

Under the Reorganization Act, the
President’s recommendations go into
effect within 60 days of issuance unless
specifically vetoed by either house of
Congress.

The plan was cleared, it is under-
stood, with both commerce committees
of Congress. The Senate hearing pri-
marily will spell out on the record the
extent of the reorganization and define
in more detail the meaning of some of
the provisions.

A Senate Communications Subcom-
mittee spokesman said the hearings will
be designed to produce information the
parent Commerce Committee needs to
formulate its position and determine
what changes, if any, should be made.
Parties interested in presenting their
views have been invited to contact the
subcommittee.

Ordinarily, reorganization proposals
are handled in the Senate by the Gov-
ernment Operations Committee. How-
ever, Sen. John L. McClellan (D-Ark.),
its chairman, has asked the Commerce
Committee, which has jurisdiction over
the regulatory agencies, for its com-
ments and recommendations on the
FCC plan. The request was made re-
cently in a letter to Sen. Warren G.
Magnuson, Commerce Committee chair-
man.

Under the plan (Reorganization Plan
2), President Kennedy proposes to au-
thorize the FCC to delegate more authori-
ty to single commissioners, commission or
staff panels, and to examiners. He also
would abolish the Office of Opinions &
Review, and require commissioners to
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write and sign individual opinions in-
stead of the present practice of issuing
unsigned, institutional decisions. In a
major revision of current procedure, the
President would take away the long
standing right of applicants to argue
their cases before the FCC as a whole.
Under the plan, the commission would
be given the discretion to decide whether
or not to hear an appeal.

The FCBA executive committee voted
unanimously to oppose the plan. It
ordered its legislative committee to an-
alyze the proposals and report back to
the executive committee. The plan, ac-
cording to Robert M. Booth Jr., FCBA
president, is to submit this analysis to
the responsible committees of Congress
and to appear in opposition if a hearing
is held. Percy H. Russell is chairman
of the FCBA’s legislative committee.

Opposition by the lawyers who spe-
cialize in communications law is based,
it is understood, on two points: The
plan wipes out many sections of the
Communications Act; provisions which
were the subject of long study and de-
bate, and it leaves t0oo many unknowns
that cannot be ascertained until it is
put into practice.

Administrative Conference » Early
last week, President Kennedy named
Circuit Judge E. Barrett Prettyman of
the District of Columbia Circuit Court
of Appeals, as chairman of the council
of an Administrative Conference of the
United States.

This conference, begun under Judge
Prettyman last year, will consider and
propose changes in procedure and or-
ganization of the federal regulatory
commissions.

Among the members of the 10-man
council are Max D. Paglin, FCC general
counsel; Mr. Landis; representatives of
other federal agencies, lawyers and sev-
eral law professors.

Lee dislikes coaching

by staff on decisions

FCC member Robert E. Lee said
last week that in controversial cases he
would prefer that the staff discontinue
making recommended decisions to the
commission. Such recommendations in
non-controversial matters are fine, he
told a telecommunications class at
Notre Dame U.'s WNDU-TV South
Bend, Ind., but he thinks that in con-
tested cases the staff should limit its
participation to a presentation of facts.

Mr. Lee said he doesn’t particularly
enjoy studying a staff document, then
being told what he should do, particu-
larly since the staff’s opinion can be
sought out when a commissioner feels
such assistance is needed.

Jeremiah  Courtney, Washington
communications attorney formerly on
the FCC staff, appeared with Com-
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The new administration threatens
newspapers with divestment of radio
and tv stations, and “this is black-
mail, raw blackmail,” charges Her-
bert G. Klein, who was news secre-
tary to former Vice President Rich-
ard M. Nixon and now is editor of
the San Diego Union.

Mr. Klein said Tuesday the threat
is from the Dept. of Justice—to ap-
ply the antitrust laws against news-
papers which own broadcast facili-
ties and multiple newspaper owners.

He challenged Attorney General
Robert F. Kennedy to state his views
directly.

Former Nixon aide sees blackmail of media

A Justice Dept. spokesman said
last week the Attorney General will
not “dignify” the charges with a
statement.

Mr. Klein’s charge was prompted
by the remarks of Edwin O. Guth-
man, public relations chief of the
Justice Dept., before the Women's
National Press Club two weeks ago
(BROADCASTING, May 1). Mr. Guth-
man on his own suggested that if
monopoly in nuts-and-bolts products
is against the law, the concentration
of all communications media within
a community might be considered in
the same light.

missioner Lee before the Notre Dame
students. Mr. Courtney stressed that
it is important for an applicant who has
gone through a hearing to make sure
the case is fully understood by the
people who will decide it—the seven
commissioners. Otherwise, the appli-
cant runs the risk that the staff will, in
effect, decide the case, he said.

In non-adversary cases, Commission-
er Lee said, it’s appropriate for an in-
terested party to make sure that one or
more commissioners hear his story per-
sonally. When such visits are made,
he stated, written documents should be
left with the commissioners.

Both Messrs. Lee and Courtney see
nothing wrong if a party in an FCC
proceeding approaches his congress-
man. But Commissioner Lee thought
that if the congressman is contacted
for any improper purpose it could well
redound to the interested party’s dis-
advantage. He also warned that an
applicant shouldn’t put anything in a
letter to his congressman that he
doesn’t want the commission to see,
because such correspondence often is
forwarded directly to the FCC.

Mr. Courtney said broadcasters
should develop a continuing relation-
ship with their congressmen, not swoop
down on them only when an emergency
occurs. “Then, when the blow does
fall, the congressman will be more
likely to extend himself than he would
hearing from the constituent for the
first time after some serious difficulty
has developed,” he said.

Broadcast congressman

Congress will soon welcome another
member with broadcasting-industry con-
nections. He is Morris K. Udall, Ari-
zona Democrat, who won a special
election to fill the House seat that his
brother, Stewart, had vacated to accept
appointment as Secretary of the In-
terior. Jesse Udall, their uncle, is di-
rector and owns 10 of 200 shares of

common voting stock in KGLU Saf-
ford,, KWIB-AM-FM Globe, KCKY
Coolidge, and KVNC Winslow, all Ari-
zona.

At the present time, 23 members of
Congress have either a direct or family-
connected broadcasting interest (BroAD-
CASTING, April 17.)

MISLEADING ADS
FTC head hints stations
may be held accountable

Broadcasters may be held to closer
account for false and misleading ad-
vertising on the air. This implication is
read into a remark by the chairman of
the Federal Trade Commission during a
tv interview April 30.

In a direct but unexpanded statement,
Paul Rand Dixon mentioned the liaison
between the FTC and the FCC and
added, cryptically, that all radio and tv
stations come up for renewal every three
years. “I would say that [it would be
well] if perhaps they began te take that
into account,” Mr. Dixon said.

“What I meant,” Mr. Dixon said last
week, “is that whenever we issue a com-
plaint we send a copy of it to the FCC.
And [Chairman] Minow has said he is
going to do something to clean up this
phase of broadcasting.”

The liaison between the FTC and
FCC has been in existence several years.

Mr. Dixon’s remarks were made in
an interview with Rep. Emanuel Celler
(D-N.Y.), chairman of the House
Judiciary Committee and of its Anti-
trust Subcommittee. The interview was
broadcast by WNTA-TV New York.

Mr. Dixon made these other points:

= The FTC is going to be reorganized
to permit centralization of each case in
the hands of one person to speed hand-
ling of complaints. The number of
hearing examiners also will be increased
from 15 to 25.

= A separate office will be established
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to deal with consent judgments. Up to
70% of all complaints end up as con-
sent orders.

Mr. Dixon repcated his complaint
against what he calls “brinkmanship,”
by advertisers and their agencies. He
suspects that advertisers and agencies
know when an advertisement is skirting
the truth, but figure it will serve its pur-
pose before it is banned. This practice,
Mr. Dixon noted, has grown because up
to now some complaints have been
litigated over several years. There are
400 cases awaiting decision by examin-
ers, and 3,000 investigations under way,
he said.

False advertising, the FTC chairman
said, harms the public quickly and sensi-
tively. It affects the competitive situa-
tion in the market place, and thus can
be considered a restraint of trade, he
said.

He repeated his view, given Monday
in a Washington talk to the U. S. Cham-
ber of Commerce, that false and mis-
leading advertising directly is monopo-
listic in essence in that it harmis con-
sumers by cheating them and taking
away customers from the other com-
panies.

Agreement on aim, suspicion on method
THAT'S THE GIST OF COMMENTS ON FCC PROGRAM FORMS

Although not due until June 1, com-
ments on the FCC’s proposed program-
ming form revisions trickled into the
commission last week. The tenor set
was: We agrec with what the FCC is
trying to do, but we are suspicious of the
way it's going about it.

Multiple-owner Storer Broadcasting
Co. submitted its own proposed pro-
gramming form, which it claimed would
eliminate ambiguites in the FCC’s pro-
posal. The Storer form also sought to
limit the information to that “in which
the commission has a legitimate inter-
est.” Storer felt the current program-
ming questionaire is obsolete, since it
was written in 1948 and particularly
since its concepts are based on the 1946
“Blue Book.” Storer’s recommended
form would include definitions of cer-
tain terms, such as what constitutes a
“commercial announcement™ and what
a “public service announcement,” so
that it will serve as a program standards
suide as well as a report on program-
ming. A key notice in the Storer form

reads “It is not expected that the ap-
plicant can or will adhere inflexibly in
day-to-day operation to all representa-
tions herein made . . .” but will expend
time and care so that they represent pro-
posed program policy.

Storer objects to the principle of “con-
tinuing audience surveys” and said that
the broadcaster should exercise his own
judgment in finding the needs of his
communities—that although the results
of such surveys are of legitimate inter-
est to the FCC, the methods used to
determine local needs are not.

The Texas Assn. of Broadcasters
agreed that the present form “leaves
much to be desired,” but felt the general
tone of the FCC proposal would leave
the broadcaster in fear of losing his
license unless he complies with specifi-
cations of the questions to the letter.
TAB suggested that this would kill cre-
ativity and originality and would abridge
freedom of speech. TAB felt the form
was ambiguous in certain definitions.

Donald F. Whitman, president of
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SURE. » » formula, recipe, blueprint, or whatever you call
it . . . KLZ has the proper combination of program materials
to rivet your customers attention to your product. Good music,
news in depth, and CBS and KLZ personality features dove-
tail to form a foundation of solid program pleasure.

To reinforce your sales campaign, let Stan Brown, foreman
in charge of the “Denver at Night'’ crew, engineer your
radio sales. Participations in this award winning nighttime
feature (heard at 6:30, 9:15 and 11:15 pm weeknights)
beam your commercial messages to an adult, buying aud-
ience who practically weld their radio dials to the 560 y

Let KLZ Radio blueprint your plans for greater sales in
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560 + CBS IN DENVER

epresented by
Katz Agency

123



KITN Olympia and KITI Chehalis-
Centralia, both Washington, said the
FCC should assume the broadcaster is
doing a good job and serving his com-
munity until proven otherwise. He em-
phasized that the quality of certain
programming is more important than
the quantity and said the FCC was pay-
ing more attention to the latter. He
said that a station will not remain in
business long if it does not serve the
needs of its community. Mr. Whitman
claimed that informal means of de-

termining these needs were often more .

effective than formal meetings which
might be more impressive on FCC
forms.

Representatives of the FCC, the NAB
and the FCBA met three times last week
(Crosep Circult, May 1) but no defi-
nite revisions of the form or proposals
resulted from the meetings.

1 kw daytime grants
to get FCC speedup

A small bit of red tape and required
due process were taken off the books
by the FCC last week in a move to ex-
pedite consideration of daytime power
increases for 250 watt Class IV sta-
tions.

Commission rules presently require
that when an application is filed it must
go to the bottom of the processing list
and await its turn for consideration.
Under the weight of the present back-

Here, in capsulated form, are bills
introduced in Congress that are of
interest to those in broadcasting and
allied fields:

HR 6766. Rep. M. Herman Toll
(D-Pa.)—would amend the Expedit-
ing Act to authorize the Chief Jus-
tice of the U. S. to select from
among the district judges a panel
of antitrust judges who would sit
in antitrust cases deemed of na-
tional importance. Judiciary Com-
mittee. May 2.

HR 6784. Rep Morgan Moulder
(D-Mo.)—would authorize congres-

IN THE CONGRESSIONAL HOPPER

sional committees to review regu-
lations of administrative agencies.
Rules Committee. May 3.

S. 1688. Sen. Estes Kefauver (D-
Tenn.)—would establish a Dept. of
Consumers, which would have cab-
inet status and be charged with
coordinating consumer services
now provided by a variety of other
departments and agencies and
representing the consumer in the
formation of national policy. Gov-
ernment Operations Committee.
April 20.

log, such consideration would not come
for 14 months. By its action last week,
the agency said it will immediately
consider when they are filed, without
designation for hearing, all Class IV
applications for daytime power of 1
kw which involve interlocking interfer-
ence problems only. The cut-off rule al-
so was suspended for the Class IV ap-
plications.

Thus, all such applications will be
lumped together, and granted regard-
less of their respective filing dates, with
a condition placed on acceptance of
interference from similar Class IV sta-
tions with power increases. The new
rules are effective today (Monday).

In May 1958 the commission re-

Just how much entertainment is
too much for a broadcast licensee to
program?

FCC Hearing Examiner Thomas
H. Donahue did not state what per-
centage would be acceptable but did
rule last week that 90% would not
constitute an operation in the pub-
lic interest. Mr. Donahue’s opinion
came in an initial decision recom-
mending that the application of
Benjamin C. Brown for a new fm in
Oceanside, Calif., be denied.

Mr. Brown proposed to program
98 hours weekly on 107.7 mc with
the following breakdown: entertain-
ment, 90.8%, religious, 2.7%, agri-
cultural, 0.6%; educational, 1.5%,
new, 2.9%, and discussion, 1.5%.
In addition, the applicant would air
600 commercial and 200 non-com-
mercial spots each week.

The examiner thought both the
number of spots and amount of en-
tertainment proposed were excessive.
“It is apparent that Brown’s assess-
ment of the Oceanside community’s
programming needs resulted in the
rather remarkable conclusion that

Is 90% too much of a good thing?

that community’s needs, taste and
«esires pointed to considerably more
time being spent on commercial spot
announcements than on all other
types of programming save entertain-
ment,” Mr. Donahue stated. “The
examiner much doubts the validity
of such an appraisal.”

He said that 14 major program
elements usually are necessary to
meet the public interest and that Mr.
Brown proposes to carry only six
with entertainment alone in any
great depth. “In light of such con-
siderations . . . the examiner cannot
conclude that the programming pro-
posed by Brown will either serve the
needs of the community in which he
seeks to operate or that otherwise
his proposed programming would
serve the public interest,” Mr. Dona-
hue stated.

In the same decision, the exam-
iner recommended that the appli-
cation of KBBI (FM) Los Angeles
to increase power on 107.5 mc be
denied because it would cause ex-
cessive interference to a new fm
grantee in Sierra Madre, Calif.
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moved prior restrictions which limited
the 1,110 Class 1V stations to 250 watts
in the daytime. Realizing that such in-
creases would cause interlocking inter-
ference, the FCC exempted the Class
1V applications from its 10% rule in
December 1960 and amended its en-
gineering forms.

Despite these earlier efforts by the
commission, 343 applications for Class
IV increases have been stalled by com-
mission processes and only 308 were
granted, many after hearings. The
agency said it expects applications soon
from the remaining 421 Class IV sta-
tions eligible for incerases (38 are not
permitted to operate with 1 kw).

With these applications still to come,
the present delay can only become
more aggravated unless definitive steps
are taken, the commission said.

Bakersfield broadcasters
to reveal vhf-uhf views

The FCC Broadcast Bureau intends
to make use of the coralling of broad-
casters in Washington during the NAB
convention to get depositions from
Bakersfield, Calif.,, uhf station opera-
tors, on how uhf is working there and
the comparative advantages of vhf.

This was revealed in prehearing con-
ference to discuss the pending show
cause proceeding in which KERO-TV
Bakersfield is directed to shift from ch.
10 to uhf ch. 23 (BROADCASTING,
April 24),

The bureau last we