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v is history as it happens

KOB-TV .......... Albuguergue WYUE............ New Orleans Feel the impact of history as it’s made. No
M ATE me'w' 'N°’f°'“g;::g:a"gi”:; other medium has such power to move people.
WBALTY Wy omaha  U-IN. coverage is only one way TV accepts
WGR-TV KPTV ........... Portland, Ore. its responsibilities in helping us to a better
WGN-TV WIARTV. ... ... Providence  ynderstanding of the world we live in. These
WFAA-TV WIVD ... Raleigh-Durham : " , N,
KDAL-TV Duluth-Superior WROC-TV ...........Rochester stations a:Ie plou‘d to b? part of ’Ijelev1510n S
WNEM-TV ... .FlintBay City  KCRATV .......... Sacramento  Presentation of history in the making.

KPRC-TV ............. Houston KOTV. ... ........ Salt Lake City

WDAF-TV . ......... Kansas City WOALTY .......... San Antonio

KARK-TY . .......... Little Rock KFMB-TV ........... San Diego Television Division

KCOP . ... . .Los Angeles WNEP-TV. . Scranton-Wilkes Barre Ed d P

WISNTY ... Milwaukee  KREM-TV __.......... Spokane war et |

KSTP-TV .. .Minneapalis-St. Pau! WYHITV. ... ..., Terre Haute l TheOri r!tac& Co.’ Inc.
WSV .. Nashville  KVOOTV ............... Tulsa o e o

Representative

NEW YORK » CHICAGO » ATLANTA - BOSTON + DALLAS < DETROIT - LOS ANGELES ¢ SAN FRANCISCO - ST. LOUIS
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The Story of The PGW Colonel... A Best Seller For More Than 30 Years

ON THE GO!
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HE KNOWS THE OTHER SIDE
OF THE DESK

PGW Television Colonels worked for advertising agencies for 70 years before they
joined us. Our Radio Colonels put in nearly half a century with companies that
market goods and services. Altogether, we have been on the other side of the ad-
vertising desk for 173 years.

They were very productive years for many of us. Because of them, the PGW Colonel
is very much at home with advertisers . .. and advertisers are at home to the Colonel.

That’s why the Colonel is always on the go!

@ erers, @ rirriN, 81 0ODWARD, .

Pioneer Station Representatives Since 1932

NEW YORK ATLANTA DETROIT FT. WORTH MINNEAPOLIS LOS ANGELES
CHICAGO BOSTON S$T. LOUIS DALLAS PHILADELPHIA SAN FRANCISCO
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TELEVISION

HANDICAPPING THE NETWORK RACE The three television networks again find themselves at the starting line of
a new programming season. Most of the decisions on audience dominance will be made during the fateful first 13 weeks
For those who'd rather know now, this issue carries TELEVISION MAGAZINE's annual forecast by N. W. Ayer program analyst
James Cornell, predicting what the November-December rating and share of audience will be for every half-hour on the
nighttime schedules .. ... e 51

TV: DECISIVE WEAPON IN THE COSMETICS WAR?  Revion built a beauty empire on shrewd use of television
half a dozen years ago. Now Alberto-Culver has come from nowhere, hypoed by aggressive salesmanship and almost total
reliance on television, to carve out its own success story. Its TV budget is now at the rate of over $30 million a year, more
than its total sales in 1961—and three times Revion’s. The end is not in sight .. .. ... ... ... .. ... .. .. ... ... ... 58

TELEVISION AND POLITICS  The mark television made on America’s political posture with the “Great Debates” of
1960 isn’t likely to be erased, judging by the performance of ihe medium in the curvent campaign. TV is now firmly estab-
lished as the front-running medium for political aspirants, who are using it as the surest, fastest, most impressive persuasive
instrument at hand. A comprehensive round-up of how TV is figuring in the campaigns in 12 key states ............ 64

TELEVISION'S FIRST SKYSCRAPER  A4s a visual medium, TV has awakened interests in all the visual arts, and it
soon may force a change in the course of U. S. architecture. Consiruction has begun in New York on a new headquarters
for CBS, a soaring 38-story tower that will look like no other in Manhattan and may well stand as a monument to the mosi

creative moments of the television arl ... .. .. . . ... 68
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one
is
outstanding

THERE IS ALWAYS A LEADER, and WGAL-TV in its coverage area is pre-eminent.
This Channel 8 station reaches not one community, but hundreds—including four important
metropolitan markets. Channel 8 delivers the greatest share of audience throughout its wide

coverage area. For effective sales results, buy WGAL-TV—the one station that is outstanding.

WGAL-TV
Channet &

Lancaster,Pa.

Representative: The MEEKER Company, Inc. + New York =« Chicago =+ Los Angeles « San Francisco
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RKO GENERAL

NATION’S LARGEST MOST POWERFUL INDEPENDENT RADIO-TV CHAIN

With a fluid flexibility, RKO-General delivers the right audience, in the
right places and in the right frame of mind for your specific message.
Whatever your product or sales approach, RKO-General can build a
made-to-order combination radio and TV audience in six of the top ten
markets plus one of the South’s richest areas.

Want breadth? RKO-General blankets regions where 70 mil-
lion consumers live, work and buy. Want depth? RKO-
General's imaginative and adult programming brackets
the areas of affluence to reach the people most likely
to reach for your product. Your message hits hard be-
cause it doesn’t have to fight listener apathy. It goes

. straight to big-buy, big-wallet audiences that react
fast in the RKO-General target markets. That's why

RKO
GENERAL

RKO-General stations are basic to.any national advertising buy.
Facts, figures and effective results await you when you call your local
RKO-General station or your RKO-General National Sales Division man.
Call now . . . you'll be that much ahead.

NATIONAL SALES DIVISION OFFICES

New York: Time & Life Building LOngacre 4-8000
Chicago: The Tribune Tower

“Hollywood: 5515 Melrose HOllywood 2-2133

San Francisco: 415 Bush St. . . . . . . YUkon 2:9200

Detroit: Guardian Bldg W0odward 1-7200

Atlanta: 1182 W. Peachtree NW. . . . . . . TR 5-9539

Dallas: 2533 McKinney St. . . . . .. Rlverside 2-5148

.~ Denver: 1150 Delaware St. . . . ... ... TAbor 5-7585

A GENERAL TIRE ENTERPRISE

NEW YORK_ WOR-AM/FM/TV

LOS ANGELES «ui-am/Fm/Tv I

DETROIT ckiw-am/Fm/tv BOSTON J A A WoRK MEMPHIS whga-am/Tv
SAN FRANCISCO Krrc-AM/FM WASHINGTON, D.C. wems-aM/F
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“Charlotte market one of nation’s

fastest growing...WSOC-TV paving way for
increased sales”— Henry Fowler

the C
of 1l

€l Y paving )
for increased sales and
product leadership.”

HENRY B. FOWLER

President, Pepsi-Cola Bottling
Company of Charlotte, Inc.

The country’s ranking Pepsi bottler (affiliated since 1905) knows the
persuasive power of appeals to those who think young. That is
why Charlotte's active, young-thinking television station is a natural
partner for this veteran's successful sales efforts in the Carolinas.
Get more action from your advertising dollars. Get on Charlotte’s
WSO0C-TV—one of the great area stations of the nation.

CHARLOTTE 9—NBC and ABC. Represented by H-R

WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta,. WHIO and WHIO-TV, Dayton

www americanradiohistorv com
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IN BUSINESS

The TV networks are in for another year of record billings

As network television plunges into a
new programming season, with advertis-
ers stacked up in a traffic pattern as
heavy as a major airport’s, the networks
are seeing another record billings year.
As a program here and there on the new
fall schedule feels the needle of poor
ratings, some advertisers will pull back
or spread their chips elsewhere. But
right now, before the rating records are
in, it’s a relatively firm dollar footing
down the line.

Looking back on the first half of 1962,
the Television Bureau of Advertising
reports that 22 of 29 network product
categories showed increases over the first
half of 1961.

Pacing the network gross time billings
gains of $40.5 million overall in the first
half were substantial advertising gains
in toiletries, drugs, smoking materials,
food, confectionery, soft drinks and
automotive.

Toiletries” billings increased in the
first half by $13.3 million with a total of
$70 million reported. Drugs rose $7.9
million to $48.8 million; smoking ma-
terials were up $4 million to $43.6 mil-
lion; food up $3.9 million to $67.8 mil-
lion; confectionery and soft drinks up
$3.4 million to $14 million, and auto-
motive plus $1.7 million to a total of
$24.9 million.

Individual first hall leader: the ever
present Procter & Gamble Co. with gross
time billings of $24,855,975, compared
with $24,185,477 last year. Leading
brand on network TV was Anacin
Tablets with billings of $5,436,213 this
year against $5,035,181 in 1961.

Network billings in July, up 16.29,
over July 1961 ($64,360,788 vs. $55,368,-
767), helped put the first seven months’

TELEVISION MAGAZINE / October 1962

network total to $452,133,403 against
$102,682,508 a year ago.

Nighttime billings for the first seven
months hit $312,034,788, up 10.2%, from
a year ago while daytime billings totalled
$140,098,615, an increase of 17.29,.

ABC-TV billings for the first seven
months: $116,399,057, up 6.99, from a
year ago. CBS-TV billings: $175,308,133,
an increase of 179,. NBC-TV: $160,426,-
213, up 11.5%,.

Spot television, like network, is making
its own gains. Spot gross time billings in
the second quarter increased 179, over
last year. Total billings for the quarter
were $189,433,000 against $160,599,000
in the second quarter of 1961.

The biggest spot increases came in
early evening TV and for announce-
ments. Six new spot advertisers were
added to the top 100 spot spenders for
the first time this year, headed by the
Armstrong Cork Co., and the top three
spot advertisers in the quarter ranked as
Procter & Gamble ($15,444,600) , General
Foods ($6,766,700) and Colgate-Palm-
olive ($5.546,600).

AUTO TV SPENDING UP

As an individual TV spending cate-
gory, automotive advertising (cars) ap-
pears to be bouncing back into the me-
dium with force after some slack spend-
ing in 1961. TvB gross time billing fig-
ures show first hall 1962 auto TV spend-
ing at $28,525,966, down from the peak
of $31,780,114 recorded in 1960, but far
better than last year’s $23,071,620. (Auto
men put $26,756,000 in the medium
through the first half of 1958, $24,026,000
through the first half of 1959.)

Clear in the TvB figures is the auto
advertising swing to spot TV. Spot

www americanradiohistorv com

spending in the first half ol 1962 hit a
record $9,991,000. This compares with a
spot outlay of $6,182,000 in the first half
of 1961, $9,552,000 in 1960, but only
$4,830,000 in 1959, $2,453,000 in 1958.

But apparently the spot money is
coming from what is the auto men’s net-
work pocket. For cars in the first half
of this year, $18,539,965 went into net-
work, better than the $16,889,620 spent
last year but off from 1960’s $22,228,114,
1959’s $19,196,000 and 1958’s $24,303,000.

The first half 1962 TV spending by
company: General Motors in the lead
with $12,057,400; Ford $8,762,650; Chrys-
ler $3,773,508; American Motors $1,567,-
576; Studebaker-Packard $1,103,649. GM
also led the way in spot ($2,787,450)
[ollowed by Ford ($2,715,100) and
Chrysler ($2,585,460).

Getting the most spot money as an
individual model: Ford with $2,416,800
(although American put its entire TV
budget into spot) .

The most heavily advertised car on
TV overall during the first half (and the
bestselling car nationally this year):
Chevrolet with $6,127,842. Ford backed
up with $5,352,003.

Spot TV may never be the largest part
of automotive TV, even though it con-
tinues to make yearly gains. A com-
panion industry, however, has made spot
its television backbone, and continues
to strengthen it.

Gasoline and lubricant TV advertising
rose 26.5%, in the first half of 1962. Spot
TV alone increased 42.99,. National gross
time billings by petroleum companies,
according to TvB, totalled $25,012,104
compared with $19,722,042 in the first
half of 1961. First half network spend-
ing hit $9,402,104, up 6.9%, over $8,798,-
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The range of WCBS-TV programming is vast. Examples: the spreading nurcotics addiction problem, children in need of help, “superfluous” people wiho feel society has bypassed theni,

New York Spectrum
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There’s really no city in the world like New York. Its charm, its variety, its vitality are
boundless. So are its problems.

It takes a television station of extraordinary stature to mirror a community this
big...to serve the needs of its complex, often troubled society. And that’s CBS Owned
WCBS-TV, New York’s most-viewed station month after month, year after year.

Originating a broad, comprehensive array of local community service activities,
Channel 2 produces prime-time specials and regularly-scheduled series which cover
the entire spectrum of life in the nation’s most dynamic metropolis...from the prob-
lems of drug addiction to Shakespeare in Central Park.

Last month, the Chock Full O’ Nuts Corporation, an advertiser closely identified
with New York and its people, signed a 52-week contract for sponsorship of multiple
WCBS-TV public affairs programming — the weekly ‘“Eye on New York’ broadcasts,
twelve prime-time half-hour documentaries and four hour-long special programs, and
the entire Election night local coverage. The largest sale of its kind ever made in New
York television, this contract provides uniquely tangible recognition of Channel 2’s

leadership in—and service to—its community. WC B S -TV

Channel 2, New York

www americanradiohistorv com
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IN
PORTLAND
OREGON...

IT'S
EYE-CATCHING

A business man -doesn’t usually
come home and just flip on any
old TV channel. He’s selective. In
Portland, and 34 surrounding Ore-
gon and Washington counties,
KOIN-TV is the station he selects.
KOIN-TV gives him the most for
his viewing time . . . gives you the
most viewers for your time.
Nielsen has the number.

12

BUSINESS i

042 last year. First half spot spending
was $15,610,000 vs. $10,924,000 in 1961.

While petroleum advertisers favor
news and sports sponsorships, entertain-
ment shows are getting a bigger nod. Of
the $8.8 million spent in network for the
first half of 1961, $8.2 million was behind
news and sports, $569,515 for entertain-
ment programs. In 1962, $7.6 million was
for news and sports, while the entertain-
ment spending climbed to $1.8 million.
(Major users ol network entertainment
programs this year: Texaco, Standard Oil
of New Jersey, Socony Mobil and Shell.)

In spot TV, petroleum men increased
their use of announcements sharply. For
the first half of 1962, announcements
totalled $8.9 million or 579, of the total,
compared with $4.4 million or 40%, of
the total last year. Programs, which rep-
resented $5.8 million or 539, of the total
spot figure last year, represented $5.9
million or only 389, of the total in the
first half of 1962.

Petroleum advertising continued to be
concentrated in prime time, $6.1 million
or 409, this year against $4.5 million or
419, of the total last year. (Late night:
$3.9 million—25%,—vs. $2.9 million—
279,—in 1961. Early evening: $4.6 mil-
lion or 299, for the first half of 1962 vs.
$2.7 million or 259, in 1961.)

The largest individual petroleum ad-
vertiser in television again was Texaco
with gross time billings of $4,987,591 in
the first half ol 1962. The greatest in-
crease was reported for the Shell Oil Co.
with 1962 billings of $3,571,324, against
$236,427 last year—when Shell’s media
accent was in newspapers.

SPOT TV STUDIES

The television division of Edward
Petry & Co. recently came out with a
new study highlighting the value of spot
TV in the cosmetic-toiletries industries.

Using the annual Drug Trade News
brand-by-brand expenditure tables, the
study compares the 1956 and 1961 ad-
vertising outlays of cosmetic-toiletry com-
panies in leading media, notes that spot
TV showed the largest increase over the
five-year period (749,), followed by net-
work TV (449,) and magazines (309,).
Newspapers showed a dollar decline of
139, during the period.

The Petry study also makes an analysis
of total expenditures for 1956 and 1961
of five broad product classifications: cos-
metics, hair products, deodorants, per-
fume-bath preparations and shaving
products. Since 1956, the analysis finds,
only spot TV has increased its share of
the budget in all five product categories.

The cosmetic-toiletries industries’ me-
dia investment in both 1956 and 1961:
network TV, from $51.7 million in 1956
to $74.2 million in 1961; spot TV from
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$29.4 million to $51 million; magazines,
$29.8 million to $38.8 million and news-
papers, $15.7 million down to $13.6 mil-
lion.

Another television representative firm
was out with a spot analysis last month—
Television Advertising Representatives’
third annual analysis of “Television Ex-
penditures by TV Family.”

Varying market by market, the TvAR
study showed advertisers’ spot TV bill-
ings in 1961 ranged from a high of $13.72
per TV family to a low of $3.09.

TvAR'’s market-by-market figures were
obtained by applying TELEvIsToN MAGA-
ZINE’s estimates of TV homes against the
FCC’s spot TV billing figures 1o get the
average [or each market. (The FCC has
placed total spot billings, for time only,
at $468.5 million.)

The $468.5 million invested in spot
TV last year amounted to $9.65 per TV
family. In general, per-family outlays
varied with the size of the market, with
the heaviest spending occurring in the
biggest markets. .

The heaviest spending per family was
in Chicago, where the spot total of $30,-
582,000 averaged $13.72 per TV home.
New York, on the other hand, got almost
twice as much spot billing—§59,421,000
—but its per-family average was less,
$11.16.

Buffalo-Niagara Falls, according to the
analysis, had the second highest average
at $13.09, and Houston-Galveston was
third with $11.72, while Memphis, a
market of similar size to Houston-Gal-
veston, came in at only $6.24.

TvAR points out that despite the over-
all correlation between size of market
and per-family investment in spot TV, a
wide variation exists among markets
within the same group. Among the 10
largest TV markets, for example, the
range extends from $13.72 per TV family
in Chicago to $7.99 in San Francisco.

In the top 10 markets for which FCC
figures are available—those with three
or more reporting stations—TvAR found
the average was $9.81 per TV home. For
the next 10 the average was $9.01; for
the 21st through 30th it was $7.50; for
the 31st through 40th, $7.09, and for all
others, $5.32.

While some television market defini-
tions have changed over the last year,
making 1960-1961 comparisons difficult
and even unmeaningful, on a national-
average basis, however, 1961’s $9.65 per
TV family might be compared with
$10.03 as of 18 months earlier, according
to TvAR.

The rep firm also estimates, counting
network and local as well as national
spot expenditures, that total investments
in TV advertising last year averaged
$33.28 per TV [amily. END

TELEVISION MAGAZINE [ October 1962
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...the 305-acre Medical Center District comprises $270 million

® worth of facilities including the nation’s largest concentration

In Chlcago of hospitals, medical research and education. Shown here, in
preparation, is a heart-lung machine in Presbyterian-St. Luke’s

Hospital where many surgical innovations have originated.

In Chicago-WGN Television

originates more color programming
than any other station
in the nation!

— the most respected call letters in broadcasting

WGN IS CHICAGO
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Americans are spending the biggest part of their income on food.
Food manufacturers are the heaviest advertisers in America.
People are spending more time watching television than eating.

AMein Comie

Food advertisers invest. more of their money in television than in all other media combined.

@/t(fd’ Recommendelion ij/mcr'a//;y o/ (e Howse
Supermarket dealers vote television the Currently the CBS Television Network
most effective sales medium (including has even more food advertising on order

newspapers, magazines and radio). for Fall than it had a year ago.

Fréce de Resistance
Within television, for the tenth straight year,
food advertisers are spending the largest portion
of their budgets on the CBS Teievision Network.

Yesserl

For the seventh straight year Americans are spending more time
watching the CBS Television Network than any other.

CPB S Jelovisior Nelework

NO SUBSTITUTIONS, PLEASE
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THE MEDIA COMPETITION

[Morris ].] Gelman’s report on maga-
zines in transition [TELEVISION MaGa-
ZINE, September 1962] should be sepa-
rately reprinted and mailed with your
compliments to everyone engaged in
making media judgments. I don’t have
the slightest idea how you could finance
this—it is just that I strongly feel that
both the data and the judgments con-
tained in this study should receive the
widest possible distribution.

Gelman has covered most of the main
issues, and without getting bogged down.
His writing style achieves a nice balance:

has pace without loss of authority. And
throughout the piece he maintains a
judicial viewpoint to which even Matt-
hew J]. Culligan could not take excep-
tion. Roy C. PorTeous Vice President,
Central Sales, CBS-TV, Chicago.

I just finished reading your September
issue and wanted to let you know how
much I enjoyed the article on the prob-
lems facing the magazine industry today.
I thought it was very well written and a
most intelligent analysis of the situation.
DonaLp H. RicHARDS Research Director,
Blair Television Associates, New York.

DICK POWELL

After reading the article on Dick
Powell in the [September] TELEvVISION
Macazing, 1 felt I must congratulate you
for its inlormativeness and completeness.
Rarely have I ever read a story in the
trade papers that explained so well the
workings of such a large organization as
Four Star. Again, heartiest congratula-
tions on a fine reportorial job. MARTIN
RoBERTS Roberts & Assoc., Hollywood.

OVERSEAS INTEREST

It gives us pleasure to inform you
that we are very much impressed with
the vitality and overall excellence of the
editorial policy of TELEVISION MAGAZINE.
We find in each issue many stimulating

articles that are of special interest to top
executives in business and industry, not
only in your country, but in the Philip-
pines as well. ErnNesto A. DE PEebpro
Editor, Industry & Trade, Manila.

BY REQUEST

Thank you, TELEVISION MAGAZINE, for
your outstanding article in depth, “Com-
munity Antenna TV: Friend or Foe?”
[June 1962]. This is the only good
source pertaining to this subject.

I was especially interested in your
article since I hope to be entering this
field in the near future. Please send me
four copies. L1. THOMAS J. JOHNSON
Fort Gordon, Ga.

We would like to have five copies of
your [CATV reprint] for distribution to
our unit managers. RoBERT LEwIs Man-
ager, Collier Community TV Company,
Denver, Colo.

Would very much appreciate 15 re-
prints of your April 1962 breakdown of
the Top 100 Television Markets. A
number of our accounts have expressed
interest. WiLLIAM H. VAN PrecuT Vice
President, Craft, Model & Hobby In-
dustry, New York.

[Editor’s Note: Complete list and price
schedule of reprints appears on page 92.]

AN IMPORTANT MESSAGE FROM ERVIN F. LYKE TO
ADVERTISING EXECUTIVES AND AGENCY PERSONNEL

“In cooperation with the FCC, WROC-TV | owned and
operated by Veterans Broadcasting Co., Inc.,
Rochester, N. Y., is now operating on Channel 8,
so that additional television service can be brought to
upstate New York. The same outstanding NBC network
shows and local programming with
wdisputable rating superiority will again be the
Number 1 buy in the rich, Rochester market.

WROC-TV is operating with maximum power, 816 KW,
Call your Petry man for details.”

WROC

ROCHESTER, N.Y.

~ BASIC NBC

TV

CHANNEL

www americanradiohistorv com

Veterans Broadcasting Company, Inc.

TELEVISION MAGAZINE / October 1962


www.americanradiohistory.com

WWW.americanradiohistorv.com


www.americanradiohistory.com

wWwWw.americanradiohistorv.com


www.americanradiohistory.com

— e et

B e A

- ———— s mts =Y ] ety

Even by Texas Standards!
The New KONO-TV--Channel 12
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For Greatest South Texas Coverage

For many years San Antonio’s Channel 12 has been a
leader in the metropolitan audience share. Now, with its
new Sky Scraper maximum tower and maximum power
...this coverage has been extended to outlying communi-
ties of the San Antonio trade area. The new Channel 12
Sky Scraper will add an estimated 185,000 homes to its
coverage...the greatest unduplicated ABC network cover-
age in the Southwest.

San Antonio’s Channel 12

MISSION TELECASTING CORP. ° SAN ANTONIO, TEXAS

THE KATZ AGENCY, inc.
National Representatives
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BIG...even by Téés Standards ...
The New KONO-TV Sky Scraper

Towering 2049 feet above sea level, the new KONO-TV
Sky Scraper stands, by comparison, 1013 feet taller than
the Paris Eiffel Tower...838 feet taller than Chicago’s
Prudential Building ... 445 feet taller than New York’s
Empire State Building...above sea level. This new max-
imum tower and maximum power is your assurance of
extra home coverage... many additional thousands of
viewers of your television messages. Get the full picture
story about KONO-TV from your Katz man.

San Antonio’s Channel 12

fv

MISSION TELECASTING CORP. ° SAN ANTONIO, TEXAS

THE KATZ AGENCY, inc.
National Representatives
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Standing 2049 Feet Above Sea Level
For Greatest South Texas Coverage

For many years San Antonio’s Channel 12 has been a
leader in the metropolitan audience share. Now, with its
new Sky Scraper maximum tower and maximum power
...this coverage has been extended to outlying communi-
ties of the San Antonio trade area. The new Channel 12
Sky Scraper will add an estimated 185,000 homes to its
coverage...the greatest unduplicated ABC network cover-
age in the Southwest.

Channel 12

San Antonio’s

MISSION TELECASTING CORP. ° SAN ANTONIO, TEXAS

I THE KATZ AGENCY, INc.

National Representatives
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BIG...even by Texas Standards ...
The New KONO-TV Sky Scraper

Towering 2049 feet above sea level, the new KONO-TV
Sky Scraper stands, by comparison, 1013 feet taller than
the Paris Eiffel Tower...838 feet taller than Chicago’s
Prudential Building ...445 feet taller than New York’s
Empire State Building...above sea level. This new max-
imum tower and maximum power is your assurance of
extra home coverage...many additional thousands of
viewers of your television messages. Get the full picture
story about KONO-TV from your Katz man.

San Antonio’s Channel 12

(4

MISSION TELECASTING CORP. ° SAN ANTONIO, TEXAS

THE KATZ AGENCY, Inc.
National Representatives
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“Education should be as gradual as the
moonrise, perceplible not in progress but
in result.” When George Melville wrote
the line some 80 years ago, he could have
been talking about educational television
—which came to Néw York last mounth
on wings of lead.

When a group called Educational
Television for the Metropolitan Area
Inc., after months of negotiations, dis-
agreements and court actions, finally pur-
chased wNTA-TV (channel 13) Newark-
New York Irom Nauonal Telefilm Asso-
ciates last December, the big city knew
it would get educational TV. Just when
was the question.

Before it could educate anyone, how-
ever, I'TMA, now called Educational
Broadcasting Corp.—wWNDT  (1V) —re-
ceived its own education in politics (New
Jersey wanted to keep its only TV sta-
tion commercial), fund raising (a first-
year operating budget of $3 million, now
two-thirds raised) and, most recently, in
the fine art of union negotiation.

The latest straw to come Lo rest on
wNDT's back 1s the American Federauon
of Television and Radio Artist’s bid for
jurisdiction over station “performers.”

AFTRA called a halt (o the taping of
a lecture on the history of comedy being
done for wNDT by actor Zero Mostel. The
performers union insisted that Mostel
could not appear until the station also
granted AFTRA jurisdiction over cer-
tain “non-performers.”

AFTRA maintained it did not want
“a wickel” for teachers assigned to the
new ETV station by the New York Board
of Education. What it did want con-
cerned tape reuse and teachers and spe-
cialists who would appear on the pro-
grams not given by the Board of Educa-
tion. The union said it had covered
teachers before, ciled teachers on Sunrise
Semester, a series sponsored by New York
University on WCBS-TV, as a case in
point.

“Is such a teacher a different kind ol
animal when he comes on channel 132"

TELEVISION MAGAZINE / October 1962

FOCUS ON

NEWS

Educational TV
blacked out

by ‘strike’;
President signs
space bill

asked -an AFTRA official. “We'll cut the
rates drastically,” he said, “but they
should be in our coverage.”

Dr. Samuel B. Gould, president of
EBC, said that AFTRA wanted what
amounted (o union jurisdiction and that
“I don’t understand why a performer’s
union is involved in this, at least on our
station.”

The dispute went into negotiation be-
tween the union and the station while,
on the night of Sunday, September 186,
wNDpT went on the air, officially opened
by FCC Chairman Newton Minow and
Edward R. Murrow, director of the U.S.
Information Agency, who scrved as muas-
ter of ceremonies.

Alter the station’s opening night, it
shut down again, blacked out until set-
tlement of the AFTRA “strike.”” Maybe
someday WNDT's (roubles will end.

After some biiter Congressional fight-
ing and filibustering, the House passed,
and President Kennedy signed into law,
the communications satellite bill. The
bill gives an okay on the creation of a
private, profit-making corporation 1o
own and operate the U.S. portion of the
proposed space communications system.

Senate and House opponents of the
bill held that it constitutes a “giveaway”
of government-financed technology and
development in space communications Lo

www americanradiohistorv com

a private monopoly. Despite passage,
however, the mechanics and the hard-
ware ol the f{irst commercial venture in
space will take a long time coming.

The bill first requires that the Presi-
dent, with the consent ol the Senate, ap-
point incorporators who will serve as the
space corporation’s first board of direc-
tors. They in turn will arrange for the
initial stock offering (hall for the public,
hall for communications carriers ap-
proved by the FCC), file articles ol in-
corporation which must be approved by
the President.

The FCC, responsible for regulating
the corporation, must determine whether
to license the corporation or the carriers
to own each of the U.S. ground stations,
which will receive messages from and
transmit them to the satellite.

Further, belore an international com-
munications system is finally operable,
agrecments must be reached with other
countries on [requencies to be used and
the ground stations to be built. Pile on
more research and development work
and a truly global communications sys-
tem looms Irom three to five years off.
Lven then, it is not expected that the
system will be used extensively for tele-
vision. Time differences between coun-
tries and cost lactors are expected to
limit TV’s use of the system to live cover-
age of major news events.

While a full satellite communications
system is still largely blue skies stuff, the
entertainment unions are even now look-
ing at Telstar, our one operating com-
munications satellite, and seeing dollar
signs as well as TV images. AFTRA and
the Screen Actors Guild have expressed
interest in establishing TV rates for pro-
gramming carried on Telstar. Wanted is
some kind of TV agreement among inter-
national talent groups.

And in England, British Actors Equity,
now engaged in negotiations with BBC-
TV on a new fee structure, is plugging
for a big international conterence of all
trade unions likely to be affected by the
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Now for TV—Volume

THE MAN IN THE
GRAY FLANNEL sulT
Gregory Peck

Jennifer Jones

Fredric March

KlS THEM FOR ME
Cary Grant Van Heflin

Jayne Mansfield Anine Bancroft
Suzy Parker

THE REVOLT
OF MAMIE
Jane Russell
Richard Egan
Agnes Moorehead

g & e
THE RAID

Richard Boone

BERNADINE THE GIFT OF LOVE
STOVER Pat Boone Robert Stack
Terry Moore Lauren Bacall

Janet Gaynor Lorne Greene

YOU'RE IN

THE NAVY NoOw Ernest Borgnine
Gary Cooper Ray Milland
Jack Webb Frank Lovejoy
Eddie Albert

. Volumes 4 & 5 of Seven Arts library of "Films
of the 50's" are available for TV.
These two volumes are in the tradition of Seven Arts quality
feature entertainment that has consistently garnered top ratings
across the country!
This product is now available for purchase and will be accom-
panied by the outstanding and helpful publicity materials that
have characterized Seven Arts in the field of station services.

THREE BRAVE MEN

40 great “Films of the 50's”

FIVE GATES TO HELL
Neville Brand

Dolores Michaels

Patricia Owens

BIGGER THAN LIFE
James Mason

Barbara Rush

Walter Matthau

NO waY our

STOPOVER: TOK
Robert Wagner Richard Widmark
Joan Collins Linda Darnell

Edmond O'Brien Stephen McNally

We invite your inquiry so that a personal presentation can be
arranged.

Seven Arts is proud to continue as the leader in quality feature
motion picture programming for the television market and in
these new offerings enhance their already famous library of
“Films of the 50's"—"Money makers of the 60's".

Individual feature prices upon request.
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Now for TV—VYolume 53 great “Films of the 50’s”

S

i ~ = 3 P iR = o250
AUNTIE MAME THE BAD SEED DAMN YANKEES NO TIME THE OLD MAN THE PAIAMA GAME
Rosalind Russell Nancy Kelly Tab Hunter FOR SERGEANTS AND THE SEA Doris Day
Forrest Tucker Patty McCormack Gwen Verdon Andy Griffith Spencer Tracy stars in John Raitt
Peggy Cass Eileen Reckart Ray Walston Nick Adams Ernest Hemingway's Carof Haney

Myron McCormick Pulitzer Prize novel.

THE PRINCE SAYONARA MIRACLE IN THE RAIN THE SPIRIT OF ST. LOUIS HELEN OF TROY THE LEFT HANDED GUN
AND THE SHOWGIRL Marlon Brando Jane Wyman James Stewart stars in the Rossana Podesta Paul Newman

Marilyn Monroe Red Buttons Van Johnson story of the life of Brigitte Bardot Lita Milan

Laurence Olivier James Garner Peggie Castie Charles A. Lindbergh. Jack Sernas Hurd Hatfield

Sybil Thorndike

A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS, LTD.

SEVEN ARTS NEW YORK: 270 Park Avenue YUkon 6-1717

CHICAGO: 8922-D N. La Crosse (P.0. Box 613), Skokie, Ill.
ASSOCIATED ORchard 4-5105
CORP_ DALLAS: 5641 Charlestown Drive ADams 9-2855
LOS ANGELES: 3562 Royal Woods Drive STate 8-8276
TORONTO, ONTARIO: 11 Adelaide St. West » EMpire 4-7193
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Call your WLW Stations' representative . . . you'll be glad you did!

. Television - -
L {ndianapolis -

w
* Television
_ Cincinnati - |

Crosley Broadcasting Corporation
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N EWS continued

Telstar satellite and TV broadcasts
beamed overseas.

Equity is reported “happy” that cur-
rent agreements on international screen-
ings are adequate to cover TV transmis-
sion via Telstar, but it is “keeping an eye
on the future.”

While a lot of people want a hand in
global television, the Administration ap-
parently does not—at least on the con-
troversial issue: should government cen-
sor TV programs sent overseas? The
White House has come out with a big
no. So has USIA head Ed Murrow.

The question arose two months ago
when Tedson J. Meyers, former adminis-
trative assistant to FCC Chairman New-
ton Minow, authored a memorandum on
international TV in which he recom-
mended that a new office be established
in the State Department to set up U.S.
policy and handle international negotia-
tions in world TV, It was suggested that
some form of control be placed on TV
programming going to foreign countries.

The White House has since said that
the Meyers memorandum has no stand-
ing “whatever” in the government, is not
an official document. USIA’s Murrow on
the subject stated that, “no responsible
official of this government desires to
exercise such {program] control .. . to do
so would be to deny our heritage and to
imitate our enemies.”

As the censorship issue was breaking
around him, Meyers resigned his FCC
post, a move he had decided on several
months before. The resignation was re-
ported not to be connected with his
memorandum and Administration rebuff.
(Meyers’ replacement: John F. Cushman,
being moved up from assistant FCC gen-
eral counsel for administrative law and
treaties.)

Pay TV has gotten a needed shot in
the arm—at least from a morale stand-
point—with the announced formation of
Home Theatres Inc. in Little Rock, Ark.,
to develop pay TV in the Southwest.

The company holds the franchise for
the use of the Telemeter system of the
Paramount Pictures Corp. Technical op-
erations will be handled by the Midwest
Video Corp., which holds the Telemeter
franchise for Little Rock.

Specific plans for the actual function-
ing of Telemeter in the Southwest are
not set, are subject in part to definitive
court decisions, The Little Rock com-
pany is now in the Arkansas Supreme
Court seeking operational approval over
exhibitor objections.

The significance of the new pay TV
project, however, seems to be in some
very important names that are linked
with it. Among the stockholders: Win-
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throp Rockefeller; Kansas City motion
picture exhibitors Stanley and Richard
Durwood; Walter Hussman, publisher of
a group of Southwest newspapers and
president of KTAL-Tv Texarkana, Tex.;
actor John Wayne; actor-producer Dick
Powell, head of Four Star Television;
E. O. Cartwright of Merrill Lynch,
Pierce, Fenner & Smith, and other lead-
ing southwestern businessmen.

If names count, Home Theatres has
them. And in the Durwoods, it has a
couple of important theatremen on its
side. The new system announcement, of
course, brought a blast from the Theatre
Owners of America’s Joint Committee
Against Pay TV.

“Despite the “‘Who’s Who’ of American
industry and finance represented on
Home Theatres’ stockholder list,” said
Philip Harling, JCAPTV chairman,
“neither Telemeter nor any other pay
TV promoter or manufacturer of ma-
chines has yet overcome the hurdle of
presenting programming that the public
will pay for. While good programming
is available on free TV, companies with
big names are merely window dressing.”

The FCC has cited all four Minne-
apolis-St. Paul TV stations as being liable
for fines for alleged violations of Com-
mission rules.

KSTP-TV, WTCN-TV, WCCO-TV and KMSP-
Tv face $500 fines each for “‘apparent”
violation of rules concerning sponsor
identification. On February 22 the sta-
tions broadcast I-minute spot announce-
ments by Dr. Arthur Upgren, an econo-
mist, favoring a proposed ordinance for-
bidding Minneapolis stores to remain
open on Sunday. The spots were paid for
by a group of businessmen called the
Downtown Council, the FCC said, but no
announcement of sponsorship was made.

It was the first time the FCC had cited
TV stations for such fines. The Commis-
sion said it felt the omission of the spon-
s0v’s name was “a most serious violation,
particularly in view of the apparent so-
cial and economic significance of the
subject of the program to the community
served.”

Kaiser Industries Corp. has committed
nearly $7 million to a future in UHF
television, and is aiming for seven TV
stations, the maximum permitted under
FCC rules, and five of them are UHF.

Kaiser has asked the FCC for a permit
to build stations on channels 38 (Chi-
cago), 50 (Detroit) and 41 (Burlington,
N.].-Philadelphia) . The company earlier
had asked the FCC for channels 44 in
San Francisco and 52 in Corona-Los An-
geles. Kaiser currently owns KGMB-AM-TV
Honolulu and rxrav-tv Wailuku, both
Hawaii. END
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MEMO

for
marketing
planners

million
dollars in
federal, state
and local

projects

pavRoLts .
SALES FOR
YOUR PRODUCT!

Add this to the huge investments
of private industry in the Johns-
town-Altoona Market . . . and the
sum is tremendous sales potential
for your product. Put WJAC-TV
to work for you in this vital and
vigorous market. It’s the station
that sells the most because it’s
watched the most.
Buy the One station that
covers the market

S
-+ SERVING-MILLIONS FROM
TA]’OP THE ALLEGHENIES

The Johnvtown Tribune-Damocrat Stations
Get all the details from

HARRINGTON, RIGHTER
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NOW CLEARLY IN VIEW
AND ARB PROVES IT!

SEPTEMBER 11 THROUGH 14, 1962, ARB TOOK A COINCIDENTAL
METRO RATING IN SYRACUSE. HERE ARE THE ENLIGHTENING

RESULTS.

TIME WNYS-TV STATION “X" | STATION “Y”
5:00-5:30 P.M. | Superman 1 7 /|
5:30-6:00 P.M. | Amos 'n’ Andy 10 12 6
6:00-6:15 P.M. | Weather—News—Sports 9 8 11
6:30-7:30 P.M.| Adv. In Paradise 11 8 7

NOW, CLEARLY YOUR BEST BUY\$ CALL PETERS, GRIFFIN, WOODWARD

WNYS-TY

SYRACUSE NEW YORK
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FOC PEOPLE

NBC-TV was the setting of a couple of shifts in its pro-
gramming department when it named Giraud Chester v.p.,
network program administration and promoted Grant
Tinker to v.p., program operations, West Coast. Forty-year-
old Chester, who is second in command to Mort Werner,
v.p., programs, came from ABC-TV where he had been in
charge of daytime programming and a member of the plans
board. Before entering the television industry, Chester had
taught at various colleges and is co-author of “Radio and
Television,” a college textbook on broadcasting. Tinker,
who is 36, was promoted from the post of v.p., general pro-
gram executive. Some of his former special program assign-
ments will be assumed by Edwin S. Friendly Jr., who has
been named vice president, special programs.

“Greater efficiency as a single national entity” was how
president Lloyd George Venard characterized the merger of
radio-TV station representatives, New York-headquartered
Venard, Rintoul & McConnell Inc. and California-based
Torbet, Allen & Crane Inc. The new firm, to be known as
Venard, Torbet & McConnell Inc., will handle properties
in 30 states. Both firms have been operating under a
mutual affiliation agreement since 1960. Venard who was
president of the former east coast firm, has become presi-
dent of the new company. In the past he has held key
positions in station operations and in Edward Petry & Co.
Executive v.p. of the new firm, Alan L, Torbet, was formerly
president of the California-based company, and before that
held management and ownership posts with broadcast prop-
erties. Continuing as v.p. and treasurer of the new firm is
James V. McConnell, v.p. of the former east coast firm. Prior
to that he had been director of NBC Spot Sales and v.p. of
John Blair & Co. and Blair TV.

“A wide background in broadcasting sales and adminis-
tration” has won for George A. Graham Jr. the post of direc-
tor of NBC’s Enterprises Division, according to NBC presi-
dent Robert E. Kintner. His appointment as v.p. of this divi-
sion, board chairman of NBC International Ltd. and of
NBC Films caps a 3-year career with the company, where
his most recent post was v.p. and general manager of the
radio network. He succeeds Alfred R. Stern, who was elected
board chairman of Televents Corp.

Twenty-year broadcasting veteran Jobn L. McClay was
selected for the new post of manager of the broadcast divi-
sion of Gannett Co. In his new post the former assistant
to the president of Westinghouse Broadcasting Co. will
supervise management of Gannett radio and TV stations
and plan for possible expansion. Prior to assisting the West-
inghouse president, he was general manager of wjz-Tv,
Westinghouse station in Baltimore.

The 20th Century-Fox Film Corporation ferris wheel on
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PEOPLE onivuca

which Peter G. Levathes had soared as
executive vice president in charge of
production for some 16 months came to
a halt, and he debarked in his former
post as head of the subsidiary, 20th Cen-
tury-Fox TV. His relinquishment of the
production reins was expected, as it
made way for new Fox president Darryl
F. Zanuck to reassume production com-
mand, as he had been doing for many
years under former Fox president Spyros
P. Skouras. TV film production, Zanuck
has indicated, is to be developed.

A couple of programming shifts have
occurred at ABC-TV with the election of
Armand Grant as v.p., daytime TV pro-
gramming to replace Giraud Chester,
and the naming of Ben Brady v.p. in
charge of programming, western division.
Grant has been with ABC since 1957,
and in the post of director of daytime
programming since 1958. Brady, who
has practiced law, produced such TV
series as Perry Mason, Have Gun, Will
Travel and the Johnny Carson Variety
Show. One of the founders of the Tele-
vision Producers Guild of America in
1959, he served as president from its in-
ception until this year.

Kenneth W. Bilby, who began his
career as a copy boy for the New York
Herald Tribune, moved up another rung
with his appointment as executive vice
president of RCA. Bilby, who joined
RCA in 1960 as v.p., public affairs was
previously executive v.p. of NBC in
charge of public relations and national
advertising.

C. James Proud has submitted his res-
ignation as president and general man-
ager of the Advertising Federation of
America, but will remain on the job to
help select a successor. With AFA since
1947, Proud became president five years
ago, during which time the Federation
grew from 114 to 187 ad clubs and its
income increased over 5097,

The position of account executive on
Standard Oil Company (Indiana) and
American Oil Company (Chicago) with
MacManus, John & Adams Inc. has been
assigned to Arthur E. Ericksen. He was
formerly assistant ad manager of Brown
and Williamson Tobacco Co., where he
supervised broadcast activities.

William La Cava has joined Foote,
Cone & Belding as senior producer in
charge of TV commercials, succeeding
Roger Pryor. La Cava has headed his
own TV commercial and industrial film
production firm, William La Cava Asso-
ciates, since last year. Prior to that le
was v.p. in charge of television for Cun-
ningham & Walsh.

William F. Grisham has joined Need-
ham, Louis and Brorby Inc. as v.p,
creative group head. His previous posi-
tion was v.p., TV copy director for Leo
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Burnett Co. and before that copy super-
visor at Foote, Cone & Belding.

Newly elected v.p. Robert A. Leadley
lias joined Batten, Barton, Durstine &
Osborn as account supervisor on the
United States Steel account. His former
position was TV account head at Young
& Rubicam for Procter & Gamble.

After a 32-year career at Foote, Cone
& Belding where he rose to the post of
v.p. and national broadcast business
manager, C. Burt Oliver has resigned to
become board chairman and executive
v.p. of the Nevada ad agency, The Mel-
vin Co. Oliver purchased 50% of Melvin
Co. stock when he rejoined agency presi-
dent Jack Melvin, with whom he was
formerly associated at FC&B.

“The great sense of responsibility”
with which George B. Storer, chairman,
and the Storer Broadcasting Co. have
served the public and public causes, and
the varied interests of government, in-
dustry, labor and the investing public,
has won for him Pulse’s 1962 “Man of
the Year” award, it was announced by
Pulse president Dr. Sydney Roslow. Past
recipients of the award, which is given
each year for a notable contribution to
the advancement of broadcasting, are Dr.
Allen B. DuMont, Bob Hope, Donald
McGannon, Robert Kintner and Pierre
Salinger.

Robert Mayo, newly appointed manag-
ing director of CBS Europe and CBS
Limited, the arm which handles TV
properties sales in Europe, has succeeded
Michael Burke, who was elevated to the
post of v.p., development for CBS Inc.
Mayo’s former position was account exec-
utive for the CBS-TV network.

Tony Ford, director of TV talent at
General Artists Corp., has been elected
a v.p. Ford’s previous association was
with Television Artists Corp. and before
that he was a freelance producer.

Also on the move:

Newly-appointed v.p. and general
manager of the new channel 13 TV sta-
tion in Grand Rapids-Kalamazoo, Mich.,
Mark Wodlinger, has been national sales
and station manager for WMBD-AM-TV
Peoria, I1l. since 1959.

Herbert Jellinek has been promoted to
the new position of director of budgets
and cost control for ABC’s western divi-
sion. Jellinek, formerly ABC cost con-
trol administrator, joined the firm in
1952, the year he arrived in the United
States from Vienna, where he had lived
for 10 years.

Robert S. Buchanan has been pro-
moted to general manager of Storer sta-
tion wjw-tv Cleveland, succeeding Jo-
seph Drilling, who resigned to become
president of Crowell-Collier Broadcast-
ing Corp. Buchanan formerly held the
position of general sales manager.
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Julian P. Kanter was made midwestern
sales manager for Storer Television Sales.
He has been with Storer since 1961.

Telefilm sales and production execu-
tive E. Jonny Graff has been elected v.p.
in charge of syndication sales of Inde-
pendent Television Corp. Graff comes
to his present post from NTA, where he
was v.p. Prior to that he was v.p. and
sales manager for film syndicator, Snader
Telescriptions.

General Artists Corp. has named Ar-
thur Price executive assistant to TV de-
partment president Don Sharpe. Price
has been with GAC eight years.

Eileen Wherity has been named media
director of William Hart Adler Inc,
Chicago ad agency. She was for the past
three years media research director of
Frank C. Nahser Inc.

Robert T. Goldman has been elected
assistant to the president of ABC-owned
TV stations, Theodore F. Shaker, in or-
der to coordinate the five stations’ busi-
ness affairs. Goldman joined ABC’s man-
agement training program in 1958, and
his most recent position was in the office
of treasurer of spot sales. Two additional
shifts in the spot sales organization have
occurred. Mark S. Ellentuck was ad-
vanced from the ABC-TV network pro-
gram accounting unit to business man-
ager of spot sales. Junius Fishburn has
Teft his post as midwestern manager of
Metropolitan Broadcasting for an ap-
pointment to the ABC-TV Spot Sales
staff. Prior to his 6-year tenure with
Metropolitan, he spent eight years with
Edward Petry & Co., Chicago.

Leonard E. Hammer has been named
director of station representative sales
for Seven Arts. He will fill the post pre-
viously held by the late Kirk Torney.
Hammer was formerly eastern division
sales manager for National Telefilm As-
sociates.

The newly-created post of ABC-TV
administration manager for station rela-
tions has been filled by Joseph L. Merkle,
and Charles Leasure has been promoted
to station relations regional manager.
Merkle has been associated with ABC
since 1950, when he joined the depart-
ment as a regional manager. Leasure
joined in 1957 as assistant account rep-
resentative in the station clearance de-
partment.

Bernard Endelman has joined Papert
Koenig ILois Inc. as account supervisor
for the Clark Oil Refining Corp. A for-
mer account executive at Doyle Dane
Bernbach for five years, Endelman is a
graduate of Northwestern University’s
Medill School of Journalism.

Lawrence D. Gibson has joined Audits
and Surveys Co. as v.p., marketing and
will operate in the area of client service
and marketing analysis. His former post
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Dwayne Riley typifies The WWJ Stations’ leadership in news reporting. A seasoned special-
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