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Test market buys and saturation schedules with Spot Tele-
oL vision are two dramatic ways in which successful national
i advertisers are meeting today’'s sales problems. An increas-
b ing number of firms are discovering that Spot TV advertising
0l delivers results far faster than other media. These quality
stations offer the best of Spot Television in their markets.

SPOT TV [

Y KOB-TV .. . . .Albuquerque WVYUE ... ... . . NewOrleans

& wseTv . _.....Atlanta  WTAR-TV.Norfolk-Newport News

& KEROTV.. .. _Bakersfield  KWTV ... ... .. _Oklahoma City

I WBAL-TV .. ... .. Baltimore KMTV . ... ............ Omaha

WGR-TV ... ... . ... .Buffale KPTV ... ... .. ..Portland, Ore.

@ m & '@ S ﬁ E@M %.w g N @ WGN-TV .. ... ... Chicago  WJARTV ... .. .. .. . Providence
’ £ WFAA-TV ... ... ... . Dallas WTVD ... ... Raleigh-Durham

' KDAL-TV . . Duluth-Superior WROC-TV ..........Rochester

IN M o D ER N AM E R I CA I WNEM-TV . ... _.Flint.-Bay City  KCRA-TV . . .. ... Sacramento
il KPRC-TV ... . . ...... Houston KUTV. ... ... .. Salt Lake City

i WDAF-TV .. . ... Kansas City WOAI-TV ... .. .. San Antonio

. KARK-TV .. ... ... Littte Rock ~ KFMB-TV ... ... San Diego

KCOP. . ... ... ... Los Angeles WNEP-TV.Scranton-Wilkes Barre

WISN-TV . . ... Milwaukee KREM-TV . .. ...... ... Spokane

KSTP-TV .  Minneapolis-St. Paul WTHI-TV. ... ... .. Terre Haute

WSM-TV . L. Nashville KVOO-TV ... ..... ... ... Tulsa

R 3 SR e s e ]

4 MODEL OF SEVEN-UP INTERNATIONAL SANDWICH
TELEVISION DIVISION PAVILION, NEW YORK WORLD'S FAIR 1964-65

EDWARD ' PETRY &

NEW YORK ¢ CHICAGO * ATLANTA + BOSTON

DALLAS * DETROIT * LOS ANGELES

THE ORIGINAL STATION REPRESENTATIVE SAN FRANCISCO + ST. LOUIS
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Ever stayed awake nights wondering about a
teenage son or daughter?

Don't.

Most teenagers are a lot like these Junior
Achievers on WANE-TV’'s ““Teen 15" program
—basically sound, able citizens.

They handle the whole show from script to
airwaves—plan, write, design sets, act, an-
nounce and direct, with only occasional
backstopping from WANE staffers.

They even sell commercials to local adver-
tisers—and, the way things look now, might

-~

N

soon be able to pay a 6¢ dividend to their F

278 shareholders.

“Teen 15," with all its freshness and charm
and warm appeal, helps build a rapport be-
tween station and community that is unique.
So do other youth programs on CORINTHIAN
air like “The College Choice,” *‘Science Is
Fun,” “Crime and the Student,” *‘Spotlight
on Youth,'" ““School Showcase."

Teenagers who don’t make the lurid head-
lines are the important ones in any commu-
nity—and CORINTHIAN stations program
with them very much in mind,

KHOU-TV
HousTon

KOTV
Tuisa

KXTV
SACRAMENTO
/= WANETV
), Fort Warne
WISH-TV
Rl ¢ InoianaPOLIS
‘ EE WANE-AM

1iE
REPRESENTED BY H Fort Wayne

THE CORINTHIAN STATIONS

RESPONSIBILITY IN BROADCASTING
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July 1963 o Established 1944, Volume XX, Number 7

TELEVISION

THE MARKET OVER THERE There is now more TV abroad than at home, and the U.S. television industry is follow-
ing its advance with more than curious intevest. Each new markel is a potential customer for American exporis—programs,
equipment, know-how, investment. A revisit Lo a major avea of TV business and opportunily ... .. ... ... ....... 43
Plus a complete listing of all TV facilities outside the United States

THE MEDIA COMPETITION: OUTDOOR Beset on all sides by opponents both public and professional, the oldest and
smallest of the national media has as much trouble staying on the map as it does selling itself to advertisers. Outdoor’s
growth over the past decade has been only slight, and in the past two years sales have been off. But betler days may yet
lie ahead as new blood, new ideas take hold. No.4 in TELEVISION's series on the media competition ... .. ....... 50

FOOTNOTE ON PAY TV  As part of its pay TV series published in the April and May issues (his year, TELEVISION
asked readers 1o select the programs, from an actual schedule, they'd pay money to see on pay TV. The results are on
page

THE TOP 50 ADVERTISERS An exclusive compilation, for the second straight year, of the leading advertisers of the
past five years in six measured media, tracing how television has come to be the most important national medium of mosl

56

large aduvertisers

CLOSEUP: OREN HARRIS 7Tie chairman of the House Commerce Committee has become the most importani man
in Washington to the television industry. Over the past six yeurs his hand has been felt, in no uncertain manner, al the
FCC, at the networks, at stations, among production companies. He’s done more (o discipline the industry than any other

outside influence, yet broadcasters seemingly hold him in awe. A depth investigation of the man and the paradox ... .. 64
DEPARTMENTS

Focus oN BuUsINESS . . . .. .. .. -] PLAYBACK . . . .. ... .. ..... 32 Focus oN TELEVISION . . . . . . .. 40
Focus oN NEws . . . . .. 17 LETTPRS . . . ... ... .. ... . 38 TELESTATUS . « v v v v v v v e v e s 109
FocusoN PEOPLE . . . . .. ... .. 28 EDITORIAL . . . . . . . . v v v v v v 114

TELEVISION MAGAZINE CORPORATION
Subsidiary of Broadcasting Publications Inc.

Cover o [t mnay come as a sur-
prise to many to [ind that

Sol Taishoff  President theve ave at least 102 other
Kenneth Cowan Vice President ways to spell television—one
H. H. Tash  Secretary foreach of the countries where
B. T. Taishoff  Treasurer stations are now operating

Advisory Board—Broadcasting Publications Inc.

Vice President-General Manager Maury Long

Comptroller Irving C. Miller
Assistant Publisher Lawrence B. Taishoff

TELEVISION

Sol Taishoff
Managing Editor Denald V. West

Edwin H. James Vice President-Executive Editor
John P. Cosgrove Director of Publications
Frank Gentile Circulation Manager

MAGAZINE

Editor and Publisher
Kenneth Cowan Vice President-Business Manager

outside the US. Twelve of
those ways are on this month’s
cover. You’'ll find the trans-
lations on page 40. You'll find
the full story of the television
markets abroad on page 43.

Senior Editor Albert R. Kroeger  Frank Chizzini Advertising Director Published monthly by the Television ManginefC_orp. \TED
Associate Editor Morris J. Gelman Robert T. Fennimore Advertising Representative fﬁﬁcwav;{sff"ﬁgé L i}'ef,'v"a\FL‘:sﬂ and advertising nffices: :° \'fo
i A ] PLaza 3-9944. Single copy, 50cents. Yearly subscrip-
Staff Writer Dehorah Haher Jack L. Blas Adv. Product:on/Ofﬂqe Mgr. . tions in the United States and its possessions, §5.00: { )
Production Editor Irene R. Silver  Eileen Monroe Secretary to the Vice President in Canada $5.50; elsewhere, $6.00. Printing Office: L /2
3110 Elm Ave., Baltimore, Md. Second-class postage $ A4

Editorial Assistant Francine Hand
Art Director Stanley White

Carol Meola Assistant
Harriette Weinberg Subscriptions

paid at Baltimore, Md. Editorial content may not be
reprqduced in any form without specific written per-
mission. Copyright 1963 by Television Magazine Corp.

\
cULL‘

TELEVISION MAGAZINE ,/ July 1963
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MULTI-CITY

Sunsury |
" SHAMOKIN 5t

ot SR
P L ’ o
""/"J'ﬂ‘ MIEFLINTOWN |/
* s

HUNTINGDON 7

Representative: The MEEKER

provides the power that makes the sale

[n this multi-city market, an advertising
schedule without WGAL-TV is like a
MOBILE HOME WITHOUT A CAR. Put
the full sales power of Channel 8 back of
your product. WGAL-TV is the only single
medium that reaches the entire market
and delivers viewers in far greater num-

bers than all other stations combined.

B3

Lancaster, Pa.

STEINMAN STATION . Clair McCollough, Pres.

Company, Inc.* New York ¢« Chicago * LLos Angeles * San Francisco

WWW americanradiohistorv.com


www.americanradiohistory.com

NEW YORK, USA

NEW YORK, USA
TORONTO, CANADA
"CALGARY, CANADA
MONTREAL, CANADA
PARIS, FRANGCE
ZURICH, SWITZERLAND
DUSSELDORF, GERMANY
ROME, ITALY

LONDON, ENGLAND
STOCKHOLM, SWEDEN
MADRID, SPAIN

BEIRUT, LEBANON
SYDNEY, AUSTRALIA
CORAL GABLES, USA
CARACAS, VENEZUELA
BOGOTA, COLOMBIA
SAN JUAN, PUERTO RICO
MEXICO, D.F., MEXICO
MONTEVIDEO, URUGUAY
TOKYO, JAPAN

OSAKA, JAPAN

SAO PAULO, BRAZIL
SEOUL, KOREA
SALISBURY, S. RHODESIA

CBS Fiims Inc.

Sekiya International New York Inc.
Page One Limited

Page One Limited

Page One Limited

Agence Francgaise de Television
CBS (Europe) SA

CBS (Europe) SA

CBS (Europe) SA

CBS Limited

Wilfrid Fleisher

Television Interamericana SA
Medravision

CBS Films Pty. Ltd.

Television Interamericana SA
Television Interamericana SA
Television Interamericana SA
Television Interamericana-SA
Television Interamericana SA
Television-Interamericana SA
Sekiya & Co. Ltd:

Sekiya & Co. Ltd.

Duas Americas Televisao Filmes SA
Taiyang Trading Co. Ltd.

African Films & Features (Pvt.) Ltd.
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For the fourth consecutive year
Charlotte’s WSOC-TV dominates awards in annual
Southern News Photography Competition

Do you like to look at the news? Hear about it? If you
were one of the some three million people within our
viewing area, chances are you would satisfy your liking
by setting your dial on Channel 9. Charlotte's WSOC-TV
is the news station of the Carolinas.

This year, WSOC-TV cameramen swept eight of the
ten first and second place awards offered in the com-
petition open to television photographers throughout
the South. This brand of local and regional reporting
awards advertisers, too. With big audiences; dependable,
able to buy. Let this great area station of the nation
induce them to buy from you. Schedule WSOC-TV.

JOHN CLIFFORD
Named “Southern TV Photographer of the year”
Ist—General News Film. “Gantt at Clemson”
[st—Featurc News, ‘‘Last Day of Summer”

MIKE O'HARA
Ist—Sports News. ‘“Round the Mountain”

BOB MORSE
2nd—Sports News, “Tally Ho!”

GEORGE CARRAS
2nd-—Feature News, “"River Boat™

JOHN CLIFFORD—STEVE DELANEY
Ist—Team Filming, “The Lord is Dead”

STEVE DELANEY—FRED BARBER
2nd—Team Filming, “Storm"

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

‘ta
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BUSINESS

The siren call of all those statistics is harkened to by television, also

Americans are the most statistically-
minded people in history. Everything
that concerns them ultimately breaks
down to numbers. The Russian’s mis-
sile strength compared to ours. Who's
better, Mickey Mantle or Willie Mays?
The reasons tor Jayne Mansfield’s popu-
larity.

American business, in particular, re-
volves around numbers. Probably this
is so because American business is so
introspective, so self-examining, so con-
cerned with what and how it’s doing
from minute-to-minute, that it can't
breathe freely until it knows what the
statistics say.

There was once a fruit-and-vegetable
man named Bernie (his slogan: “I'm no
poet but when you eat my fruit and

vegetables you know it”) who had a store
in the waterfront section of Brooklyn.

“Bernie,” you'd say, “how’s business?”

“Business is good,” he’d say. “In the
morning I got a whole stand full of stuff,
at night I've got nothing. Business is
good.”

Or he'd say, “Business is bad. No-
body wants the tomatoes. Nobody wants
the apples. All they want is scrawberries
and strawberries I ain’t got.”

No numbers were necessary for Bernie.
He gauged his economic condition
strictly by the laws of supply and de-
mand. Nobody had to tell him how
his business was doing. But the rest
of the country is not so fortunate. Some-
body is always telling the nation’s busi-
ness how it's doing.

B Take the stock market. Early last
month stockholders were told that on
the average stocks have shown a solid
gain of 21%, since the minor crash of
1962.  Individual stock groups have
scored impressive gains from the end ol
May period 1962 to the end of May last.
Autos speeded up 44%. Air transports
zoomed 49%,. The [ertilizer group—up
169, —has that sweet smell of success.

But every blue sky must have its
cloudy lining. Steels bent almost 3%,.
The tire and rubber goods group flat-
tened down nearly 2%, Apparel chains
sank 2%,

Reports of this kind are entirely vital
for the welfare of U.S. business. Now
the auto companies can say, “Our re-
covery has been heartwarming, but our

1st Quarter

Advertiser 1963 Rank
Bristol-Mvers Co. 3
Alberto-Culver Co. 7
Colgate-Palmolive Co. 2
Menley & James Labs 16
International Latex Corp. 14
Campbell Soun Co. 10
William Wrigley Jr. Corp. 6
General Mills Inc. 12
] American Home Products 8
{ Simoniz Inc. 23
Miles Labs 13
Kellogg Co. 18
Hudson Pulp & Paper Co. 37
Anheuser-Busch Inc. 25
Ford Motor Co. Dealers 28

Source: TvB; N. C. Rorabaugh Inc.

TELEVISION MAGAZINE / July 1963

www americanradiohistorv com

15 BIGGEST GAINERS IN SPOT TV EXPENDITURES FOR THE FIRST QUARTER OF 1963
1st Quarter Change in 1st Quarter 1st Quarter % of
1962 Rank Rank 1963 Expenditures 1962 Expenditures Difference Change
5 + 2 $6,691,500 $3,324,600 $3,365.900 101.3
17 +10 4,194,400 1.998,400 2,196.000 109.9
3 +1 7,391,900 5,244,200 2,147,700 41.0
38 422 2,612.600 954,200 1,658,400 1738
33 419 2,759.300 1,111.200 1.648.100 148.3
20 410 3,402,800 1,906,800 1,496.000 784
6 0 4.6%5.800 3,282,100 1,403,700 42.8
19 + 7 3,278,300 1,911500 1,365.800 69.9
10 + 2 3,789,200 2,491,200 1,298.000 52.1
48 +15 1,708.900 755,800 953.100 126.1
11 =7 2,978,400 2.295.100 683,300 29.8
22 + 4 2,345,700 1,722.200 673 570 36.2
79 +42 1,079.800 479.800 600,000 125.0
32 + 7 1,705,200 1,111.900 593.300 533
41 +13 1,442,800 915,300 527,500 57.6
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BUSINESS coninec

second quarter results should be even
more impressive” (actually new car sales
have been so spectacular, with more than
280,000 sold in the final third of May—
the first time so many had been sold in
any 10-day sales period—that those sec-
ond quarter reports should, indeed, be
impressive) .

And the steel men can say: “We're
going through a retrenching period. We
have no reason to doubt the basic sound-
ness of the steel business or the nation's
economy.”

Who needs the psychiatrist’s couch
when you have statistics? Statistics are
confidence spelled numerically.  Statis-
tics are business goals made tangible and
less elusive. Statistics are what business
isn’t—scientific, factual, the sum of sell
and buy and trade and keep.

W Champion statistickeeper in the
media world is the industrious Televi-
sion Bureau of Advertising. The trade
organization is indefatigable, doting on
statistics. One long wall of its Rocke-
feller Plaza offices is lined with file cabi-
nets and these sepulchers of studies are
filled with numbers. They come in all
sorts and sizes (i.e., the TV expenditures
of approximately 100 insurance com-
panies rose $5,907,800 to $20,860,500 in
1962, an increase of 39.5%,, a number to
fit every occasion. Numbers in television
nearly always are on the rise and TvB
dispenses them like some cheer leader
shouring, “Go, industry, go.”

And the television industry goes. Spot
TV billings for the first quarrer of the
year totaled $219,771,000, up 209, over
a like period last year. Product classifi-
cations showed striking percentage gains
in the first quarter: transportation and
travel up 158%, automotive up 76%,
drug products up 385%, cosmetics and
toiletries up 269; and clothing, furnish-
ings accessories up 150%,.

These are the bare bones of TvB's
latest findings. But if you're going to
have statistics let’s get to the marrow of
the situation.

Breaking the numbers down a little
finer, some of the more significant sta-
tistics come seeping out. The most eye-
catching gain made by an advertiser in
spot television for the first quarter was
by Bristol-Meyers Co., which jumped [rom
fifth to third place in the top 100 with
expenditures increasing by more than
100%, from $3.3 million in the frst
quarter of 1962 to $6.7 million spent so
far this year (see chart; page 9). Alberto-
Culver was second, from a dollars-and-
cents basis, in the we-like-spot TV parade,
also more than doubling its expenditures
from the first quarter of last year.

@ Percentage-wise, Colgate-Palmolive,

12

sl [ —

the third biggest gainer on the list, only
went up 41%, but this accounted for a
hefty monetary increase of $2.1 million.
More pointedly, this heightening activi-
ty by Bristol-Myers, Alberto-Culver and
Colgate-Palmolive — the hyphenated
three—reinforces a mighty sales explo-
sion in television that’s been mushroom-
ing since last year (and has been care-
fully plotted by TELEVISION MAGAZINE:
“Blue Chips For High Stakes,” Decem-
ber 1962; “Surging Sales for Colgate,”
February 1963; ‘“Focus on Business,”
May 1963) —namely, that new products,
new management and new sales philoso-
phies have spurred the three advertisers
into becoming television’s heaviest spend-
ers of new money.

Using percentage guidelines, Menley
& James Labs, no TV advertiser at all
just two years ago, registered the most
sensational increases. The subsidiary of
Smith, Kline & French Labs, Philadel-
phia, spent $2.6 million to promote its
Contac cold and bhay fever pills in the
first quarter 1963, 173.89,, or roughly
$1.7 million, more than it put into spot
TV in the first quarter 1962.

So keen is competition among big spot
TV advertisers, so accentuated their
spending, that Miles Labs increased its
expenditures by nearly $700,000 in this
vear’s first quarter and somehow still
managed to lose ground. During last
year's first quarter the FElkhart, Ind.
maker of Alka-Seltzer was the 11th lead-
ing spot TV advertiser. This year’s po-
sition: 13th.

8 For the television industry, the heart-
ening thing about any advertiser ex-
penditures research is that there seems
to be a never-ending flow of new money
to take the place ol the old and departed.
In the first quarter of this year, 23 ad-
vertisers dropped off the top 10 spot TV
advertisers list (cut-off point $435,100) .
Most prominent among them was the
Nestle Co., White Plains, N.Y., 27th
leading spot TV advertiser in the first
quarter of 1962, with expenditures of
$1.2 million, and Shell Oil Co., New
York, a notoriously in-and-out TV ad-
vertiser, which was the 28th biggest spot
spender, also with expenditures of $1.2
million.

Rushing in to take their places this
year were 25 advertisers new to tle top
100 spot TV list.  Spearheading the
group is the Chrysler Corp., jumping
its position Jrom Dbelow 100 last year,
with expenditures of less than $370,000,
to a 42nd position with expenditures ol
just under 51 million this year.

Overall, spot television advertising
showed only one possibly significant
downward trend. In 1961 2,265 adver-
tisers bought spot time. Last year only

www americanradiohistorv. com

2,112 advertisers were represented on
the medium, a difference of 153. It
could be, after all, that ever Niagara has
its ebb-tide.

B TvR’s recently released first quarter
network figures were not nearly as up-
beat as the spot statistics, but they hard-
ly give cause for shrouds and wailing.
The first quarter network total was
$204,254,218, over $9 million more, or
a 5Y, gain, over the previous year’s first
quarter total of $194,618,376. The fly
in this particular statistical ointment:
the rate of gain from 1963 over 1962 was
6.6%, less than the rate of gain shown
by 1962’s first quarter over 1961s like
period.

Trends discernible by day parts: all
show increases bur daytime percentage
of change is down 2.4% from the per-
formance of 1962’s first quarter over
1961, similarly Monday through Friday
is down 8% and nighttime is down
8.7%. Only Saturdays and Sundays day-
time billings—probably because they had
the most available time—seem to be on
an upward swing. Their percentage of
change 1962 to 1968: 32.9%,; 1962’s per-
centage of change compared to 1961:
9.2%.

TvB's first quarter network statistics
also seem to prove that the more time
you sell the less time you have to sell.
CBS-TV, just off its hottest selling sea-
son ever, is still ahead of the network
pack in billings—with a $4.3 million
lead over its nearest competitor—NBC-
TV but its percentage of gain—2.6%,
—1is the smallest among all the networks.
In the first quarter of 1962, CBS, really
riding its crest of popularity, was run-
ning some $5.2 million ahead of NBC
and was showing a 14.9%, gain over the
previous year.

NBC's growth rate also shows a de-
cline. It's off 849 [rom 1962-1963 as
compared to 1961-1962. With both NBC
and CBS these downbeat percentages
might be the happy consequences of hav-
ing almost sold-out schedules last year
and thus having little room for improve-
ment this year.

Really showing improvement in its
first quarter reports is ABC. With $55,-
074,175 in Dbillings registered in this
year’s fivst quarter, ABC scored the fol-
lowing gains: a 3.8, increase in growth
rate, decreased its billings gap behind
NBC by more than $2 million and CBS
by nearly $3 million, tallied the highest
percentage of change over the previous
year—9.7%. What does it seem to indi-
cate? Mostly that ABC, after a spotty
sales year in 1962 is on its way to better
results in 1963, while NBC and CBS
continue to roll along their money-
making way. END

TELEVISION MAGAZINE / July 1963
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FEBRUARY-MARCH 1963 ARB SHOWS
ER ‘'MONDAY THROUGH

WROC-TV
Channel B

40,200

AVERAGE HOMES) 20,000

11-11:!‘5. P.Mi NEWS AND WEATHER ‘'MONDAY THROUGH FRIDAY

WROC-TV 33,500 48.5%
Channel B AVERAGE HOMES> 21,300 30.8%
Channel C 14,300 20.7%

OR IF YOU PREFER MARCH 1963 NIELSEN

WROC-TV
Channel B

41.300 59%
28,680 41%

AVERAGE HOMES >

WROC-TV 34,300 44.1%
Channel B AVERAGE HOMES> 31,580 40.6%
Channel C 11,900 15.3%

BUY THE STATION , TV
MORE PEOPLE "WROC 1

WATCH Represented by .Rocng;ﬁﬁ LY, BASIC NBC
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We think we are entitled fo be proud!

26 brand-new one-hour shows (for a Fall start)
have been completed with the world’s greatest
bowlers . . . the finest shows in our history.
Fred Wolf, tops in bowling sportscasting,
will be at the mike as usual. Stations and
sponsors—we still have availabilities.

www-americanradiohistorvcom

.....

HAMPIONSHIP BOWLING

IS a2 Py
rs Firestone
will be one of our
Important sponsors

in 150 markets
for 26 weeks.


www.americanradiohistory.com

|

-« . 1S going into its 10th straight year—a record for
filmed shows. We are not only the No. 7 Bowling Show
in America, we have proved that we are the
No. 7 program series in the history of TV syndication.

W T TR

1!"{5"*‘"?" "."'"

CHAMPIONSHIP BOWLING

WA LTE R s c H w l M M E R ’ I N c - Produced in cooperation with

AMF PINSPOTTERS INC.

75 East Wacker Drive, Chicago 1, lllinois * FRanklin 2-4392 . :
527 Madison Ave., New York 27, N.Y. « EL 5-4616
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FIRST-RUN MOVIES

Saturday Night 11 P.M. on the
“BIG MOVIE OF THE WEEK"

“AS YOUNG AS YOU FEEL”
Marilyn Monroe, Monty Woolley

“DON'T BOTHER TO KNOCK”
Richard Widmark, Marilyn Monroe, Anne Bancroft

“SAYONARA”
Marlon Brando, Miyoshi Umeki, Red Buttons, Patricia Owens

“AUNTIE MAME”
Rosalind Russell, Forrest Tucker

“THE OLD MAN AND THE SEA”
Spencer Tracy

“DAMN YANKEES”
Tab Hunter, Gwen Verdon, Ray Walston

“THE SPIRIT OF ST. LOUIS”
James Stewart, Patricia Smith, Murray Hamilton

“BAND OF ANGELS”
Clark Gable, Yvonne De Carlo, Efrem Zimbalist, Jr.

EXCLUSIVE IN BALTIMORE! WMAR-TV is the only
station programming late movies 6 nights a week!

(Mondays thru Thursdays, “Channel Two Theatre”, 11:20 P. M.,
Fridays, “Films of the 560’s”, 11:20 P.M.)

No Wonder— In Maryland Most People Watch

WMAR-TV®

Channel 2— Sunpapers Television
Television Park, 6400 York Road, Baltimore 12, Md.
Represented Nationally by THE KATZ AGENCY, INC.
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M Newton Minow didn’t quite go oul
like a lamb. Fact is, the FCC roared
loudly the week closing Minow’s 27th
and final month in office, a week just
chock full of bad news for the television
networks.

The FCC (1) voted to kill network
option time, (2) held CBS-TV's afliliate
compensation plan a violation of com-
mission rules and (3) buried its pro-
posal to drop short-spaced VHF channels
into seven markets—just about killing
ABC-TV’'s hopes for additional ‘“‘com-
petitive” VHF facilities.

And Minow, in a parting letter to
President Kennedy, summed up: what
this country needs is an all-powerful one-
man FCC, a single administrator and
an administrative court.

@ The FCC’s action on option time was
not unexpected. The drive for restric
tion or elimination ol option time—the
device allowing a network to put its
programs on at certain hours and make
affiliates carry them-—dates back to 1954.
It has had various FCC and congressional
go-rounds, in 1960 was declared neces-
sary to network operations by the FCC,
although the permissible amount of op-
tion time was reduced.

When Minow was installed as FCC
chairman, the option time case hounced
back to the commission lor reconsidera-
tion. A month ago, more than two
years later, the FCC took final action, by
a vote of 6 to 1 (Commissioner Robert
. Lee dissenting), declared option time
“an artificial restraint on access to TV
station time.”

The networks reserved immediate offi-
cial comment on the FCC action, but
unofficially they feel that life without
option time (the order becomes eftective
September 10) will go on, but with new
problems in maintaining stable lineups
of stations. Advertisers, too, would be
in for complications in network buying.

But it may not be the end of option
time yet. The networks are almost cer-
tain to appeal the FCC verdict, give op-
tion time new life alter “death.”

TELEVISION MAGAZINE / July 1963

Ironic in the whole situation is that

the people who pressured most for the
end ol option time no longer care much
about it. Program syndicators, anti-
network through their desire to gain
access Lo prime time lor the first-run
programs they were producing several
years ago, are now mostly distributors
ol network Alm in off-network runs.

And in 1956 Richard A. Moore, then
president of Los Angeles’ independent
K1ty (Tv) and assertedly having trouble
finding programing [rom non-network
sources, packed off 1o Washington to
loudly protest nctwork practices and
option time.

Moore left KTTv a year ago to develop
a pay TV system, and by coincidence,
the same day that the FCC was voling
down option time, it approved the sale
ol KTTV (tO Metromedia Inc. for $10,-
390,000, one of the highest prices ever
for a broadcast property).

Another action taken by the FCC to
encourage competition in TV program
supplying was an order holding that
the CBS-TV plan of graduated compen-
sation for its afhiliated stations violates
FCC rules.

The CBS “incentive compensation
plan” was found by the FCC to have
coercive effects similar to option time’s.

WwWWwWwW americanradiohistorv com

1t provided a sliding scale of payments,
with the affiliate stations to receive more
for each program as they used more
network offerings.

The scale would run from 109, of the
station network rate for the first 609,
of the programs they carry and 609, of
the rate for the balance of programing
accepted.

CBS had hoped that the system, re-
placing the old flatrate division ot
revenues with afhliates, would prove
an acceptable substitute for option time.
About 24 stations reportedly had signed
for the plan. The vote downing it was
6 to 0 (Commissioner Frederick Ford
abstained) .

M ABCTV also felt the sting of the
FCC’s “*be unkind to networks week.”
The commission finally laid to rest its
proposal to drop short-spaced VHF chan-
nels into seven markets as a means of
providing those areas with a third VHF
network outlet. Vote on the contro-
versial issue: 4-3.

Behind the move was the FCC's great
and good friend UHF television. To ap-
prove VHF drop-ins, the FCC majority
feels, would be to impede the develop-
ment of UHF. And anyway, the FCC
maintains, last year's passage of all-
channel receiver legislation has changed
conditions in television since the com-
mission originally proposed the drop-ins
two years ago. It sees the new law pro-
moting the spreacd of UHF stations.

The FCC, in originally proposing the
drop-in plan, was concerned about the
immecdiate need for service in the affected
markets as well as ABC’s need for addi-
tional VHF affiliates. (ABC, of course,
was the strongest supporter of the drop-
in idea.) Now the commission con-
tends that ABC no longer needs new
VHF outlets to improve its compelitive
position with CBS and NBC.

m Capping Newton Minow’s vocal 27
months in office after turning the FCC
chairmanship over to like-minded Ken-
nedy man E. William Henry, was the
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REVERENTLY...COLORFULLY

It happens on Sunday in Chicago—WGN-
Television takes one of the country’s few
mobile color units to church.

Thus the beauty of worship in Chicago’s
churches is faithfully mirrored in thou-
sands of homes.

Over the last four years, Sunday church
has become an honored television tradi-
tion. Yet, it is just one evidence of the
depth of interest WGN-Television has in
the expanding world of color.

This year we will televise 124 major
league baseball games in color, also for
the fourth year.

In 1962, WGN-Television —as an inde-
pendent station—programmed more than
1800 hours of color, much of it locally
produced. More than was originated by
any other station in the nation.

And we welcome the opportunity to in-
crease our color programming in Chicago
this year, as more advertisers turn to
color and its growing audience.

WGN believes that color holds televi-
sion’s brightest promise for the future —
and we’re not Waiting.

WGN TELEVISION
2501 BRADLEY PL., CHICAGO 18, ILL.

www americanradiohistorv. com
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N E WS continued

former chairman’s letter (o President
Kennedy. I it, Minow refned ideas
he had expressed belore, argued for what
amounted to a U.S. communications czar.

Minow urged an end ol the multi-
member FCC and recommended that the
[functions of the commission be divided
between a single administrator and an
administrative court. The administrator
would set policy and oversee regulation.
The court would hear comparative cases
and perform other judicial lunctions.

“The multi-member agency has great
difficulty resolving differences among
the members in their approach to basic
policies,” said Minow in the Kennedy
letter.  What happens, he added, is that
policy is not formulated, it is postponed,
and comes about through case-by-case
decisions “which all too often means in-
consistent decisions with the public and
the regulated industry not knowing the
ground rules.”

Revamping of the FCC has been sug-
gested before. And a congressional move-
ment to improve the administrative and
informational procedures of all govern-
ment agencies is even now underway.
What will come of it all nobody knows.
But Newton N. Minow—*“owed a debt of
gratitude by the American people [or
helping our democracy to identify an
important public problem,” in the words
of House Commerce Committee chair-
man Oren Harris—is back in private lile
as v.p. and general counsel of Encyclo-
paedia Britannica Inc., reportedly at a
salary ol $75,000 a year.

& Away from the FCC in a granite tow-
er in New York, one of the castigated
program suppliers last month made a
big deal. It's not only going to supply
TV stations but movie theaters as well.

NBC-TV revealed that it is collaborat-
ing with MCA Inc. on a project under
which first-run feature films would be
exhibited initially in the U.S. on NBC
and subsequently in theatres. Target
date for the venture is the fall of 1964.
Probable TV slots: Saturday or Monday
Night at the Mouvies.

Universal Pictures, subsidiary ol Dec-
ca Records, of which MCA is control-
ling stockholder, would make the films.
They would be low-budgeted (under $1
million), [eature recognized young TV
performers buc not “stars,” run about
two hours (less time for commercials) .

NBC president Robert Kintner and
MCA  president Lew Wasserman re-
portedly have discussed the concept over
the past two years. MCA’s acquisition ol
Universal last year pretty much sewed
up the “how-to-do” details.

NBC has sparked the [eature films on
TV idea right along and (he NBC-
carried 1Walt Disney show, with Disney

20

splicing his  (wo-parters together lor
movie sales overseas, evidentally proves
the TV-to-movies idea workable.

B CBS-TV isn't taking the game ol
programing checkers lightly either. One
ol its recent 1964-65 season moves: talks
with Actorney General Robert Kennedy
and Senator John L. McClellan (D-Ark.)
to clear the way [or a proposed series
(fictionalized) on the congressional hear-
ings lile of McClellan, Irom the late
Senator McCarthy's war with the U.S.
Army up through labor and [immy
Hoffa.

B The TV ntetworks, in their quest for
new programing, now have unother
source to deal with, a Hollywood biggie
but to date, a snail on TV: Paramount
Pictures.

Paramount, plagued by an enterpris-
ing bur costly and sputtering pay TV
operation (see “Pay TV: So Near And
Yet So Far Away,” Parts 1 and 11,
TELEVISION MacGaziNg, April and May
1963) and smarting over its first annual
revenue losses in 25 years (1962's net
losses: $3.1 million), decided to plunge
head-long into commercial television’s
pot of gold.

Proceeding under the time-honored
philosophy ol buying what native talent
can’t produce, the Hollywood film or-
ganization Jast month acquired the com-
pany responsible for two of CBS-TV’s
hit programs—The Defenders and The
Nurses.

In a deal that called for the exchange
of stock said to value roughly $5 million,
Herbert Brodkin's Plautus Productions
became a wholly-owned subsidiary of
Paramount Pictures Corp. For Brodkin,
president ol Plautus when it was private-
ly owned, and for Joel Katz, his execu-
tive vice president, the deal doesn't end
with the sale ol the company. They both
become exclusive chattels of Paramount
for the next five years, will work on
movies as well as TV,

For Paramount, a limping laggard to
the other movie companics in the TV
production race, association with Brod-
kin means eggs it a saler basket. Last
vear Paramount feature films hardly set
any box office records.

Paramount’s still-attractive stock has
bought it interest in four hour-long
network programs for next season. These
include, besides the two alorementioned
CBS-TV shows, Espinnage, a new Plautus
series scheduled for NBC-TV, and Eust
Side, Wesi Side, a new weekly drama
filmed by Talent Associates-Paramount
Ltd. for CBS-TV. Paramount holds a
509, interest in Talent Associates, which
is headed Dby David Susskind, another
long-time independent who also suc-
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cumbed to the blandishments of Pari-
mount.

& Is television a political animal? The
Republicans and Democrats seem to
think so and they each feel it’s growling
at their party. The most recent stone-
casting is over which political organiza-
tion is getting the elephant’s, or is it
donkey's? share ol television time.

Representative William E. Miller (R-
N.Y.), chairman of the Republican Na-
tional Committee, told a group of Geor-
gia broadcasters last month that Demo-
crats appear on TV network panel in-
terview shows more frequently than
their GOP counterparts. Miller, who
seems to count the TV hours concerned
with politics as assiduously as he counts
the votes, claimed that major network
interview shows from January 1962 to
May 1963 devoted considerably more
time to Democrats than Republicans.
On NBC-TV's Meet The Press, he con-
tended, administration spokesmen out-
numbered GOP representatives by a
two-to-one margin.

ABC-TV’s Issues and Answers ap-
peared to be even more biased, according
to Miller, with GOP people out-num-
bered three-to-one.

The New York congressman also
charged that the now defunct CBS-TV
program TVashington Conversation over
a nine-month period showed Democrats
leading Republicans two-to-one.

Not to be outdone, Representative
Hugh L. Carey (D-N.Y.) conducted a
survey ol his own with nearly diametri-
cally opposite results. He disclosed that
a review of weekend TV programs in
New York City last May showed that
worR-Tv and WNEW-Tv gave Republican
spokesmen 205 minutes of exposure com-
pared to the Democrats’ allotment ol 60
mintutes.

Ignoring the opportunity to be dip-
lomatic with a “no comment” reply,
wOR-TV general manager Robert Leder
commented: “Representative Carey is
barking up a very strange tree.”

Bennet Korn, president of Metropoli-
tan Broadcasting Television (licensee ol
WNEW-TV) , replied that “a review of
issues before Congress indicates that
there is no imbalance as alleged . . .”

Actually, the controversy boils down
to a tempest in a political propaganda
pot. Under Section 315 of the Com-
munications Act, stations are required
to grant equal time to candidates and
their spokesmen, but “news interviews”
are exempt {rom the rule.

In a later Section 315 development,
The House of Representatives two weeks
ago voted to suspend the equal time rule
for the 1964 Presidential campaign. The
bill is now in the Senate. END
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Five great cities breathe,
live, grow, struggle with
their vexing problems...

The ABC owned television stations are a vital, living part of
the five great cities in which they live—and whom they serve.
Like all conscientious citizens, they react when friends and neigh-
bors call for help. To devote themselves to the common
interest, 1o enrich the lives of the people with whom they
share the metropolis, is not just part of the job. They look
upon it as a full-fledged responsibility to be shared [EERE:

TELEVISION

by man and his fellows—for the betterment of all. GRS

WABC-TV NEW YORK, WBKB CHICAGO, WXYZ-TV DETROIT, KABC-TV LOS ANGELES, KGO-TV SAN FRANCISCO
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“If it were within your power
to save one life this summer,
wouldn’t you want to
know how?”

“Mouth-to-Mouth Resuscitation” June-July, 1963

A new lifesaving method, mouth-to-mouth resuscitation, already has brought many
people "back from the dead." People who apparently had drowned, or were
suffocated by smoke inhalation, or seemed fatally overcome by electrical shock,
were returned the precious gift of life by quick and proper application of the newly-
devised lifesaving methoa.

Anybody, young or old, could administer it—if only he knew how. Working in col-
laboration with the Red Cross, Station WABC-TV set about to show and tell the peo-
ple of Greater New York the proper method of using mouth-to-mouth resuscitation.
Timing their efforts to the swimming season, WABC-TV made a series ~ WABC-Tv
of é0-second, 30-second and 20-second spots—then used them in  pEE—
a manner unprecedented in TV. They devoted all their Public Service
time for one entire week to teaching mouth-to-mouth resuscitation.

This lifesaving project is just one example of how WABC-TV works

in collaboration with other community leaders to help bring about the TEION
solution to some of the problems of the city and the people it serves. sl
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“Every fourth man in Chicago
is a Negro. What is he like?
What does he feel? How can
Chicagoans learn more about

their neighbors?”

“The Fourth Man" September, 1963

In meetings with WBKB, responsible citizens of Chicago had devoted much time
and thought to this significant problem. Many suggestions were offered, some
approved, others discarded.

Station WBKB made its confribution to the solution of this problem by producing
a film called "The Fourth Man." In this television essay, they follow the journey of
a colored family, the Colberts, from louisiana to Chicago, where they feel their
children will find greater opportunity for leading lives in the American tradition.
Mr. and Mrs. Colbert are college-educated schoolteachers. He is a former U.S.
Marine. Both are articulate about the hopes and ambitions they have for their family
in their new location. They are also aware of the problems any family WBKB
faces as strangers in a new community. Hilledoy
This 30-minute film presents to the people of the Chicago area a
straightforward social document whose sole purpose is to create an
opportunity for greater understanding among its citizens. It is a good

example of how Station WBKB works hand in hand with other conscien- |t

STATION

tious individuals and groups in the public interest of the community.
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“The dropout problem in
Detroit schools is alarming.
Can television help explain

to boys and girls why they
should finish school?” |

“Careerathon” August 18, 1962

Television could, indeed. And Station WXYZ-TV devised an effective format for
aftracting the attention of young men and women of school age. In August, just
prior to a new school year, “CAREERATHON" was presented to Detroit.

The nucleus of this ninety-minute TV session was a panel of eight prominent Detroitcrs
prepared to answer all questions about schools and careers. The icing on the
cake was the setting in the form of a “'Sock Hop,"" with WXYZ Radio Disc Jockeys
presenting musically-famous guest stars to provide music and entertainment.

Two hundred teenagers attended the studio dance. Six hundred WXYZTY
queries about school were phoned in. Their answers were heard by 2L

thousands of youngsters of school age watching the show.

Dr. Samuel Brownell, Superintendent of Detroit Public Schools, one e

of the panelists, attributed the decrease in dropouts directly to this

promotional effort. CAREERATHON is a good example of the team- [

work between WXYZ-TV and its neighbors in the Detroit area. Ik
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“The city is outgrowing
the police force. We need
more officers and we
need them fast!”

“Step Forward"” Summer 1963

Police Chief William H. Parker sounded the warning, and the responsible citizens
of Los Angeles listened carefully to what he had to say.

Station KABC-TV went into action. Labeling its project for police recruitment “'Step
Forward,” the station taped a series of 1-minute and 20-second spots, narrated
by Jack Webb, to be saturated throughout KABC-TV's programming. Filmed on
location at Police Headquarters and the Police Academy, these spots  kase-Tv

explain the need for more young policemen, and encourage qualified e
young men to join the force of one of America's largest cities.

KABC-TV is also using radio to spread the word. And billboards.
Posters. Bus cards. And theater trailers. A half-hour documentary film.

Newspaper ads. Information brochures. All of the facilities of the [EEAVNGE

STATION

station are being put to work to assure the success of this campaign.
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““51,700 San Francisco area
kids will be looking for
jobs this summer. How
can we help them?”

“Summer Jojbs for Students” June 1962, June 1963

School was letting out. Fifty-one thousand, seven hundred young men and women
soon would undertake the grim search for summer work. Jobs were scarce. What
contribution could TV make toward helping these young people find employment?

Station KGO-TV was an old hand at coping with this kind of problem. In 1961,
faced with the very same community crisis, they created a project called, "*Summer
Jobs For Students."" It produced an increase of 63% in summer employment.

In June, 1962, KGO-TV broadened the scope of its activities to meet the need.
They telecast special films on the subject, put on a unique one-hour panel program,
ran extensive 20- and 60-second spot appeals. The station also worked out a
community-wide program with civic officials and the California State  keo.tv

Employment Service, and enlisted the wholehearted aid of other area SAN FRANCISCO
television stations and all other advertising media.

This effort, with KGO-TV in the lead, helped place 15,500 students
in summer jobs. For the job it did the station received a special
citation from the United States Secretary of Labor, Willard Wirtz, and |
a commendation from California Governor Edmund G. Brown. ERGIEE
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How the people

of five great cities
help choose their own
television programs

In New York, Chicago, Detroit, Los Angeles and
San Francisco, the managers of the American
Broadcasting Company's owned television
stations go to the public and find out what each

community feels it needs on television. '
On the following pages you will dis- @

cover how the ABC owned television sto- [l

. TELEVISION

tions help fulfill these serious civic needs. IEAES

WABC-TV NEW YORK, WBKB CHICAGO, WXYZ-TV DETROIT, KABC-TV LOS ANGELES, KGO-TV SAN FRANCISCO
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When Dan Melnick resigned his post as vice president in
charge of nighttimme programing at ABGC-TV early last
month to go into partnership with David Susskind at
Talent Associates-Paramount Ltd., talk was that magna cum
laude Harvard man Edgar J. Scherick, ABC-TV vice presi-
dent in charge of sales, would get the replacement nod. He
did. And it was all the way—vice president in charge of
TV programing, a title vacant since ABC-TV president
Tom Moore gave it up in March 1962 to take over the net-
work from Oliver Treyz.

Scherick, with ABC since February 1961, comes into pro-
graming prominence via the sales route Tom Moore him-
self took. Moore’s beliel is that the top sales man works
closely with programing, knows its operation and objec-
tives as well as anyone. (Into Scherick’s old network sales
job: James E. Dufty, from executive v.p. and national sales
director, ABC Radio.)

A sports specialist (be conceived and developed ABC's
Wide World of Sportsy, Scherick was with Dancer-Fitz-
gerald-Sample from 1950 to 1956 in media and account
work, became a sports expert for GBS-TV, lelt to head his
own company, Sports Programs Inc., in 1958. This was
the jump off for Scherick into ABC via his development of
sports programing for the network.

Melnick, 81, had been ABC-TV’s program man in league
with Moore since early last year, joined the network in
1956 as munager, later director, of program development.
At Talent Associates he becomes executive vice president
and [ull partner with Susskind.

Just prior to the changing of the guard in ABG-TV's program department, ABC News got a rearrang-
ing. Picked as second in command to news chiel Jim Hagerty as a replacement for the resigning
- Robert E. Lang: 11-year ABC vcteran Stephen C. Riddleberger, president, ABC owned radio stations.

Riddleberger adds vice president and general manager, ABC News to a string of titles that have
included, prior to his year as oko radio chief, vice president ABC owned radio and TV stations, vice
president and comptroller of ABC.

Lang, once sccond man in CBS-TV’s news department under Sig Mickelson, joined ABC in Decem-
ber 1961 as associate to newcomer Hagerty, then just setting up shop. Lang’s title was later changed to
~ vice president in charge of operations. Lang gave the reason for his resignation as a “difference in
_ philosophy” with Hagerty. Riddleberger, not a newsman but an experienced broadcast adminis-
trator, is expected to give ABC News greater pull with afliliated stations. Robert J. Quinn, ABC
News executive producer, takes on added duties as general operations manager with overall respon-
sibility for on-the-air producrion and output of the news division, essentially Lang’s old function.

CBS-TV Jast month put the finishing touches on
Mike Dann’s new programing high command, ap-
pointed agency man Harold Graham ]Jr. to fill
Dann’s old slot as v.p.-programs, New York.

Graham, 35 years old next month, has spent
almost all of his working years on the television
sicle at McCann-Erickson, had two years out as a
program executive with CBS-TV Hollywood.

Graham joined McCann in 1946 as radio-TV
producer-director, went with CBS in 1957, He
rejoined McCann in 1959 as v.p. and manager
of client planning for M-E Productions, in 1961
became executive v.p. of M-E, two months ago
made senior v.p. and manager of TV programing
when McCann acquired former Ted Bates media
chief Edward A. Grey as senior v.p., TV program-
ing and media.

TELEVISION MAGAZINE / July 1963
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'GROUP W MEANS INNOVATION. . .

Steve Allen

Take the area of literate comedy. Farce
approaching satire. Humor that ranges from
slapstick burlesque to pithy commentary. A
new dimension to late-night TV. “The Steve
Allen Show."” On the air over a year. Seen on
over 40 major stations coast to coast. It's
fast-paced. It's fun. It's a Group W—Westing-
house Broadcasting Company project.

How does Group broadcasting get in-

GROU

-

volved with the production of programs like
“The Steve Allen Show”? It's a natural. it's
the reason Group stations are organized the
way they are. They have creative man-
power, management,andfinancial resources
greater than the individual station. They
have the local impact no network can match,
These resources represent an opportunity
as well as a responsibility to serve their
WBZ - WBZ-TV BOSTON

WINS NEW YORK

WJZ-TV BALTIMORE

KYW - KYW-TV CLEVELAND
KDKA - KDKA-TV PITTSBURGH

WIND CHICAGO
WOWO FORT WAYNE

KPIX SAN FRANCISCO

WESTINGHOUSE BROADCASTING COMPANY

WWW americanradiohistorv.com

communities in ways neither individual sta-
tions nor networks are capable of doing. To
develop new areas of programming. To ex-
pand existing program content. To add di-
mension to the broadcasting industry. To
serve the interests of their audiences.
Group W means Steve Allen. Sheer enter-
tainment also calls for the vision and flexi-
bility characteristic of Group broadcasting.
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ROBERT M. MCGREDY
Managing Director
TVAR

Westinghouse Broadcasting Co., which recently changed its
“communicative name” to Group \V, has been busy hand-
ing out new appointments. Latest: Robert M. McGredy,
up from the executive v.p. post with Television Advertising
Representatives, Westinghouse-owned sales representative
organization, to managing director of TVAR.

McCredy, with TVAR since 1961 and earlier national TV
sales manager [or Westinghouse Broadcasting, succeeds
Larry H. Israel, recenttly appointed executive vice president
[or station operations of Westinghouse Broadcasting.

TVAR's new chiet entered radio in 1946 as sales man-
ager of wror Washington, switched to wrar Paterson,
N.J., in 1948. He went into TV as sales manager ol wcau-1v
Philadelphia in 1950, subsequently became v.p. in charge
ol the station.  He joined Westinghouse in 1958.

DAVID Y. BRADSHAW
Vice President,

TV Dept. Manager
Young & Rubicam

Young & Rubicam has bestowed vice president stripes on its
TV department manager, David Y. Bradshaw, with the
agency since 1951 in varied creative and supervisory posts.
He started as supervisor-producer on We, the People, was
made supervisor in the TV department in 1952 and man-
ager ol operations in 1955.

Bradshaw previously had been a director and associate
producer with March of Time Motion Pictures and a sound
technician with Movietone News.

Y&R also promoted Sidney Marshall to vice president in
its Hollywood office. He went with Y&R in 1954 as a film
traffic man, was made a TV commercial producer in 1958,
supervisor of all West Coast commercial production in 1961.

Bradshaw’s jump came after William F. Craig, associate
director in Y&R's TV department, lelt to become v.p. in
charge of Benton & Bowles Hollywood office.

JOHN O. GILBERT 1I

Vice President, General Manager
WABC-TV New York

wapc-Tv New York, without an official general manager since
Joseph Stamler quit last March over policy differences (Theodore
F. Shaker, president of ABC-owned TV stations, filled in), finally
got itself a new boss. Appointed last month: John O. Gilbert 1I,
lormerly vice president and general manager of WXyz-AM-FM
Detroit.

Gilbert, one-time salesman for his father’s chocolate company,
entered broadcasting in 1953 as a salesman with Knorr Broadcast-
ing’s wknint Jackson, Mich., became general manager of the station
in 1954, transferred over Knorr’s winsin Dearborn, Mich., in 1955.
In 1959 he joined wnz-wsza Boston as sales manager, went with
ABC Radio and wxvyz seven months later.

(In a shift on waBc’s radio side, Harold L. Neal Jr., vice presi-
dent and general manager of the New York station, was
elected president of ABC owned radio stations, a post formerly
held by Stephen Riddleberger, new second man at ABC News,
preceding page.)

J. L. VAN VOLKENBURG
Forimer President
CBS-TV

30

J. L. (Jack) Van Volkenburg, 30-year broadcasting veteran
and first president of CBS-TV, died in his sleep June 11
at his home in Merrifield, Minn. He was 59.

Van Volkenburg came out of CBS station administration
in 1948 to get the network’s television operation underway.
From director of operations for CBS-TV he moved to a post
as vice president in charge of radio and TV network sales
and in 1951 became president of the network, staying with
the job until retirement at the close of 1956.

Van Volkenburg joined CBS in 1932 alter a tour with
the Chicago office of BBDO as radio director. He came out
of retirement in 1960 to become president of McCann-
Erickson’s M-E Productions, retired a second time in 1961.
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You don't have to rob a bank to strike it rich. Just take a peek at North Carolina’s
Golden Triangle Market: Total retail sales, over $1 Billion. Total consumer income,
over $115 Billion. Total population, over 1,360,000. And it's all yours when you
buy WSJS-Television.

NO. 1 MARKET IN THE NO. 12 STATE

Tr?;::re w : ﬂ‘. i
TELEVISION

WINSTON-SALEM / GREENSBORO / HIGH POINT
Represented by Peters, Griffin, Woodward

i
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A MONTHLY MEASURE OF COMMENT AND CRITICISM ABOUT TV

Leonard H. Lavin, president of Alberto-
Culver Co., before the Sales Executives
Club of New York, New York Cily:

E believe that we could not con-
W struct a sound company in the
packaged-goods field today without the
means to build fast and build big. And
I think we have this means. It is tele-
vision. . . .

Television has helped to do all this
[speaking of the company’s success]
[or Alberto-Culver. What have we done
for television? What we have done for
telcvision has been to appreciate it and
to accommodate ourselves to the me-
dium.

Television has supplied us with a mass
audience. Thus the fringe product, the
specialty product, has not been for us.
It is either a product appealing to a
mass audience or it would never be
made by Alberto-Culver.

Would we have been successful with-
out television?

It depends on what you mean. Would
we have been successful in today’s mar-
ket with mass market packaged goods
without television? No. Absolutely not.

Would we have been successful in to-
day’s market as the producer of special-
ty and (ringe cosmetic and toiletry prod-
ucts? The company might have sur-
vived under those circumstances. But
where would you get talented people to
work for a company like that?

Would we have been successful as the
producer of mass toiletry products if
there was no television today? I be-
lieve so. But not a big success.

wwWWwW americanradiohistorv com

Just a moment ago I mentioned that
we have so far earmarked more than 30
million dollars for 1963-64 nighttime net-
work, daytime network and spot tele-
vision. Do you know what our minimum
audience expectations are? We calculate
this money will earn Alberto-Culver 30,-
080,772,200 television viewers. That’s as
if every man, woman and child among
television-owning families were to hear
and watch 160 of our commercials. No,
I take that back. It will be closer to
double 160 since I was referring to tele-
vision minutes. The fact is that in most
of our minute slots we will be running
two Alberto-Culver 30-second commer-
cials back-to-back. This is a refinement
and an economy in television that Al-
berto-Culver pioneered.

Am I saying that it would be impossi-
ble to buy this kind of impact with any
other medium? I'm not saying this. I
am making a much more important
point, a point that relates to Alberto-
Culver’s marketing strategy. It wouldn’t
be impossible to reach the number of
people I mentioned above with the fre-
quency I mentioned, it would be some-
thing much worse for us—it would be
uneconomical.

Am I saying that television is by its
nature 2 more economical buy? Not at
all. I am saying that for us relative
newcomers to the mass market pack-
aged-goods field, it is more economical.

But this doesn't really tell the story of
what television has done for Alberto-
Culver. The medium has made it
economically possible for us to produce
superior products with mass appeal and
communicate this superiority to a mass
audience.

Television’s tremendous power has
thus both imposed a condition for suc-
cess on us and provided us with the very
means to meet this condition.

The condition is that to survive in the
terrifically competitive packaged-goods
field, Alberto-Culver must produce a bet-
ter product. At the same time, it has
allowed us the means to communicate
this advantage on an equal footing with
the giants of the packaged-goods field.
Television has democratized the pack-
aged-goods field. Yesterday’s member of
royalty is just a private citizen as far as
television is concerned. He puts up his
money like everybody else and waits his
turn in line. And if you happen to have
a better product to sell than yesterday’s
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Some people always make the right impression. Like the high-voltage personalities local audiences will be
enjoying this fall on the five CBS Owned television stations. Judy Garland, Danny Kaye, Phil Silvers, Robert
Goulet, Gleason, Ball, Sullivan, Skelton, Moore, Hitchcock, Van Dyke and Benny...the greatest names in show
business are all part of next season’s CBS Television Network schedule. Add a full complement of community-
minded local programming and it’s easy to see why the CBS Owned television stations consistently lead all
others in their markets. Before you set your advertising plans for next season, check with your CTS National
Sales representative. He'll be glad to show you how you can make a concrete impression on your customers.

B

Personality makes the difference!
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@ CBS TELEVISION STATIONS NATIONAL SALES

REPRESENTING CBS OWNED WCBS-TV NEW YORK, KNXT LOS ANGELES,
WBBM-TV CHICAGO, WCAU-TV PHILADELPHIA, KMOX-TV ST, LOUIS
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blue blood and you communicate the
fact properly to the public, you're a
winner.

The advantage the members of the old
royal business houses still have is that
they can afford to spend more money on
television. Their disadvantage is that
they are often committed to older prod-
ucts that may not be the best in their
fields. In any event, the momentum
they had built up in pre-tclevision days
is not the sure protection it once was
against the little guys.

There are those who explain the de-
cline of the old royal houses by saying
the public is fickle and gullible. I say
the contrary is true. The public is in-
telligent and perceptive and fair, and
when it sees a new product that claims
to be better and shows itself to be bet-
ter through the medium of television,
the public responds by saying the heck
with the old unsatisfactory shampoo I
was using or the old hair spray that
dulls my hair, let’s give this new prod-
uct a whirl.

Television can, of course, be used un-
wisely, wrongly and uneconomically. It
can be used to fight an invincible op-
ponent. It can be used to peddle a prod-
uct that has no mass appeal. It can be
used indifferently, and thus, perhaps,
be rendered uneconomical.

Two challenges with which the medi-
um has presented Alberto-Culver have
been: (1.) how to use it as economically
as possible, and (2.) how to exploit
every advantage that it gives us.

There are two sides to the challenge
of using television economically. One
concerns the actual buying of television
time: do our purchases give us maxi-
mum audience for our dollar?

I would like to say here that it is my
opinion that a good many people who
advertise don’t really understand the
value of the money they spend in tele-
vision. They have the mistaken notion
that just by buying television they can
further the sale of their products, so
they don’t really work at buying time.
They don’t work at finding out what
combination of shows will give them the
maximum mass audience for the prod-
uct.

Of course, P & G and General Foods
and Bristol-Myers (I admire the last
company, incidentally, most among all
my competitors) do try to make a real
investment in the medium. But hun-
dreds of others just float along, aware
that television has a great reputation as
a mover of goods, but not aware that a
dollar spent on program X is worth a
dollar and 14 cents spent on program Y.

This habit of a good many advertisers
spills over into the area of commercials.
They pay lip service to the marketing

34

precept that they must have the right
commercials selling their products, but
then they rely on their wives or dis-
interested gas station attendants to tell
them their advertising is good.

As for Alberto-Culver, we sweat at
making the right buys. T might point
out that our advertising director is not
an ex-writer or an ex-salesman—he’s a
former timebuyer and is, in my opinion,
the best in the business. Our current
night network buys, for instance, reach
three million more homes than the aver-
age nighttime buy. Our daytime proper-
ties reach a million point one more
homes than the average of daytime buys.
This efficient use of television money
could mean the difference between a
product showing a profit or loss. For an
advertiser to be oblivious to or uncon-
cerned about the niceties of timebuying
is an absurdity. He is paying about
$40,000 for every commercial he runs
on a network at night. |

TWO FACES OF CENSORSHIP

Rabbi Maurice N. Eisendrath, president
of the Union of American Hebrew Con-
gregations, before the National Federa-
tion of Temple Brotherhoods, Cincin-
nati, Ohio:

N a democracy such as our own, all

media, the press, the movies, radio and
television, are all protected by the First
Amendment. The selection of the con-
tent of information or programs is left
entirely to the owners of the media
involved and the government is prohib-
ited by law from interfering in the selec-
tion of the content of the information
which is [urnished to the public by the
media.

The gencral policy against censorship
embodied in the First Amendment is al-
so specifically included in the Communi-
cations Act. Section 326 of the Com-
munications Act expressly provides that
the commission shall have no power of
censorship over the communications pre-
sented by a broadcast station and no
regulation or condition shall be promul-
gated or fixed by the commission which
shall interfere with the right of free
speech by means of radio. These pro-
visions place serious limitations on the
power of the Federal Communications
Commission to control programing or
raise the standards of programing.
While [ex-] Chairman Minow and his co-
workers may, in exceptional cases, take
action which does not constitute censor-
ship, the commission has no power with
respect to the quality of individual pro-
grams and while the commission may
encourage broadcasters to improve their
programing and may prod them by
public declarations, the ultimate power

www americanradiohistorv com

does not rest with the commission but
the broadcaster. . . .

I despise censorship, and 1 do not
believe that those religious organizations
which advocate censorship are serving
us well. Yet, the truth is that we al-
ready have censorship in television—
harsh, rigorous and destructive. It is
the censorship of the dollar, unchecked
by the public interest. It is the censor-
ship of timidity which, because of this
dollar dictatorship, stifles most contro-
versial social ideas. We must be as
troubled about what does not appear on
the screen as about what does. . . .

Religious bodies have contented them-
selves too long with a negative and carp-
ing role, too often giving aid and com-
fort to those who believe censorship is
the only solution. We have not suffi-
ciently encouraged the good and crea-
tive programing of some brave produc-
ers. We have not been imaginative
enough nor sufficiently generous with
our admittedly limited funds in our own
radio and television programing. We
have not come forward with our own
constructive ideas  and suggestions
about what should be done. We have
not transcended what divides us to unite
in beaming our common spiritual values
to those who hunger for moral guidance.
It should be a part of our high calling as
religionists—of all faiths—to summon
the moral stamina which will help the
American people to put its own house
in order—and to make the television
screen worthy of a place of honor and
dignity in that house . ..

I submit that television has not been a
formidable, positive force for good in
American life. Too often, when the
balance sheet is struck, it has been a
veritable invincible factor in the wide-
spread exploitation of crime and vio-
lence. It has glamorized the patterns of
behavior which are anti-social. It has
contributed to the cheapening of human
life and the de-sensitization of the
American people. It has pandered to the
lowest and meanest tastes and emotions
of the public. It has encouraged the
American people to squander our leisure
in a sodden, bleary-eyed stupor and to
wallow in . . . cynicism, violence, vileness
and vice. With an admitted min-
imum of notable and noble exceptions—
notable primarily because they have
been so exceptional—it has exalted the
shoddy and has beamed its message at
the moron. Above all, at a time when
America faces the gravest, most crucial
and decisive ideological contest with a
resourceful opponent, our mass media
have failed to project the highest aspira-
tions and ideals of the democratic
spirit—the ideals which alone distin-
guish us from the totalitarian foc. |
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TELEVISIONS FINEST
SERIES OF DRAMNAS...

NOW IN RELEASE FOR DISTRIBUTION

60 HOURS
OF PRESTIGE
AND QUALITY
PROGRAMMING
FOR YOUR

STATION

HONORED AND ACCLAIMED BY
THE ENTIRE TELEVISION INDUSTRY
WRITERS GUILD AWARD e SCREEN DIRECTORS
GUILD AWARD e AMERICAN CINEMA EDITORS
AWARD ® SCREEN PRODUCERS GUILD AWARD
MOTION PICTURE DAILY'S FAME AWARD e SOUND
EDITORS AWARD ® HOLLYWQOOD FORE!GN PRESS
ASSOCIATION'S GOLDFN GLOBE AWARD
RADIO-TV DAILY'S ALL AMERICAN AWARD
PLUS SEVEN EMMY NOMINATIONS
AND ONE EMMY AWARD WINNER

EVERY PROGRAM INCORPORATES THE LAVISH PRODUCTION QUALITIES, OUTSTANDING STARS
AND SUPERIOR ENTERTAINMENT COMPARABLE TO THAT FOUND IN FINE FEATURE FILMS

“"PROVEN-PROGRAMMING’' FROM

M] e 600 FIFTH
Ak AVENUE
< f NEW YORK

NEW YORK
LT 18530 }



www.americanradiohistory.com

Follow the

Your most pallid time period takes onavigorous new iook. 30 vigorous
hours from the top quality studios of Twentieth Gentury Fox TV., inc.

444 West 56th Street, New York 19, New York—COlumbus 5-3320

“FOLLOW THE SUN" Stars Barry Coe as Ben Gregory, Brett Halsey as Paul Templin, Gigi Perreau as Kathy Richards, and Gary Lockwood as Erick Jason; And Features
Guest Stars Such As...Keenan Wynn - Inger Stevens : Everett Sloane + Tuesday Weld - Charlie Ruggles -+ Dennis O'Keefe + Yvonne de Carlo - Julie London
Martha Scott + William Bendix + Jayne Mansfield + David Janssen + Celeste Holm + Rhonda Fleming + Keith Andes - Wally Cox + Jim Backus + Cesar Romero
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View it on a tv tube and you'll
see why today’s best-selling pictures
are on SCOTCH® BRAND Video Tape

Don’t fall into the “April Fool” trap of viewing filmed tv com-
mercials on a movie screen in your conference room! The only
sensible screening is by closed circuit that reproduces the film
on a tv monitor. Then you know for sure how your message is
coming through to the home audience.

When you put your commercial on “Scorca” Video Tape
and view it on a tv monitor, you view things as they really
appear. No rose-colored glasses make the picture seem better

than it will actually be. No optical-to-electronic translation
takes the bloom from your commercial or show. Every single
image on the tape is completely compatible with the tv tube
in the viewer’s home.

You’ve just completed a commercial you think is a winner?
Then ask your tv producer to show it on a tv monitor, side-
by-side with a video tape. Compare the live-action impact and
compatibility that “Scotcu” Video Tape offers agencies, ad-
vertisers, producers, syndicators. Not to mention the push-
button ease in creating special effects, immediate playback, for
either black and white or color. Write for a free brochure
“Techniques of Editing Video Tape”, 3M Magnetic Products
Division, Dept. MCS-73, St. Paul 19, Minn.

"SCOTCH™ IS A REGISTERED TM OF 3M CO. ST. PAUL 19. MINN.

Magnetic Products Division

COMPANY
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COMPUTER COMMENTS

Quite sincerely, I am most impressed
[with the story on computers in adver-
tising, June 1963]. Apparently, based on
past performance, this is an extremely
difficult story to write, and it is my [eel-
ing that your job was without question
the best that has been done to date.
Joseru St. GEORGES Vice President and
Manager, Department of Media Rela-
tions & Planning, Young & Rubicam,
New York.

We would like to receive a reprint of
the article in the June issue entitled
“The Computers Move In On Adver-
tising” by Albert R. Kroeger. Liro
THALMANN Research Librarian, Vick
Chemical Co., New York.

VOCAL INDEPENDENTS
I have received my copy of the June

issue of TELEvISION and found the “Going
It Alone” story one of the finest reports
on the independent to be published to
date. I would appreciate 20 reprints ol
the independent story [or personal dis-
tribution here in St. Louis.

Thanks again [or the fine reporting
job.  With help such as you give us,
we find “going it alone” a lot easier.
Rosert C. Cnoisser Promotion Man-
ager, KPLR-TV St. Louis.

Just saw the June issue on independent
stations, “Life Without Networks.” Un-
fortunately, you labeled us a “non-sub-
scriber” to the NAB code. We very
definitely are a subscriber, and have been
since shortly after we went on the air.
In fact, our executive vice president-
general manager, Bill Pabst, is chairman
of the TV Code Review Board. [Ward
D.] Ingrim’s statement was merely a
point of fact, not an implication that we
do not subscribe to the code. QUENTIN
KELLy Publicity Divector, Krvu San
Francisco.

[Editor’s Note: Mr. Ingrim had said
that kTvu’s standards were stricter than
the code, a statement often made by non-
subscribers but, alas, sometimes made by
subscribers as well.]

We would like to order 50 reprints of
the article on independent television
stations from your June 1963 issue. May
I compliment you and the author of
this article for a well done piece of work.
Mi.roN H. HorrFMaN Promotion Direc
for, KcTo Denver.

... 100 copies. PARKER H. JACKsON Pro-
motion Director, kHJ-Tv Los Angeles.

. b0 copies. ArtHUR R. Hoox Pro-

DTN NN N N RN SN N SN N NN SN N RN BN SN NN EW NN BN BN NN BN N NN SN N NN SN N SN SN NN NN N BN BN SN BN BN W NN BN N NN NN SN AN NN BN AN NN BN N NN BN N NN BN Ny

O 1 YEAR $5.00

Group | $3.00 cach for ten or more
Rates 1 $3.50 each for five or more

Please send me TELEVISION MAGAZINE every month

3 2 YEARS $9.00

Add 50¢ per year for Canada, $1.00 for foreign

[0 3 YEARS $12.00

7] Bill Co.
O Bill Me

Company.

Address

City

] Send to Home
Address_____

38
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gram  Manager,
Bloomington.
[Editor’s Note: Reprints are available at
35 cents each.]

wITV  Indianapolis-

POP’S POPULARITY

Our client, Coca-Cola Bottling Co. of
Los Angeles, was very impressed with
the article on the solt drink industry
in your May issue. JEFF ROGERS Honig-
Cooper & Harrington, Los Angeles. )

We would like to have three current
copies ol the May issue ol TELEVISION.
A client is interested. PrriE HouLk
Media Department, McCann-Erickson,
Los Angeles.

Although it is not listed as one of your
available reprints, I would like to know
it it would be possible to get two copies
of your May 1963 (or is it 1693?) issue.
Your article on soft drinks and television
was certainly informative and fair to all.
PETER WIDMER Accouni Executive, Grant
Advertising Inc., New York.

COULD YOU PLEASE LET US HAVE 12 COPIES
OF THE MAY 1SSUE OF TELEVISION MAGA-
ZINE AS WE ARE MOST IMPRESSED WITH
THE ARTICLE ON SOFT DRINKS AND fTV.
WOULD LIKE TO HAVE FOR SALES PURPOSES
AS SOON AS POSSIBLE. DON PEACOCK, WBAL-
TV BALTIMORE.

. . . [our copies. LynNN F. Avery Sales
Manager, wrvm Columbus, Ga.

The article “Soft Drinks and Television”
is extremely interesting. A. L. Kirk-
PATRICK Vice President-Sales, National
Nugrape Co., Atlania.

The material was most interesting and
the magazine most impressive! BRADFORD
D. ANsSLEY Vice Presideni-Sales, Royal
Crown Cola Co., Columbus, Ga.

THEY'LL PAY

Please send me a reprint of the pay TV
articles in the April and May issues—
excellent reporting. R. D. Amos Vice
President, Radio & TV Department, F.
H. Hayhurst Advertising, T oronto.

100 copies. LeoN N. PAPFRNOW
Executive Vice President, H&B Com-
munications Corp., Beverly Hills, Calif.

... 100 copies. J. E. ConNor Antenna-
vision Inc., Phoenix.

. 50 copies. KATE CosGrROVE Time-Life
Broadcast, New York.

. 50 copies. SANDRA FREIER Oppen-
heimer & Co., New York.
[Editor’s Note: The two-part pay TV
article has been combined into a single
reprint available at 50 cents each. Bulk
prices on request.]
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McCalls

awards to women in radio & television

1962

Jor making possible the work o Helen C. Ryan
whose unbiased series of public information Drograms
dealing with school re-organization in Terre Haute, In-
diana, clarified the issues and broke the deadlock blocking
school reforms, and won for Mrs. Ryan McCALL'S AWARD

Jor Service to the Community in General for 1962.
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ANOTHER VALUABLE
ADVERTISING
OPPORTUNITY

ON WNBC-TV

NEW YORK

Doctor
FRANK FIELD

WEATHER
PACKAGE

Delivers a valuable
program franchise
with an adult audi-
ence at an extremely
low cost-per-thou-

sand.

HERE'S HOW IT WORKS |

YOU BUY full sponsorship on
alternate weeks of three 5-
minute weather programs at a
weekly cost of $3,000.*

YOU GET a one-minute com-
mercial, plus 5-second opening
and closing billboards on the
following schedule:

Week 1:
Saturday 11:10-11:15 PM

Week 2:
Saturday 7:10-7:15 PM and
Sunday 11:10-11:156 PM

Rating, reach and cost-per-

thousand are exceptional.
*{End rate.)

IT GIVES YOU MORE FOR
YOURTELEVISION DOLLAR

Ask your WNBC-TV or NBC Spot Sales
Representative for complete details.

WNBC TV ﬂ NEW YORK

40

TELEVISION

RUSSIAN

TEJEBMN3UNH

YIDDISH

TN TTTDSVR

NORWEGIAN

FJERNSYN

Ooususylo

TELEVISION

GERMAN

rerndehen

GREEK

THAEOPAZXIZ

VIETNAMESE
A

DIEN THI

JAPANESE

FL e av

TELEVISION

ITALIAN

TELEVISIONE

HINDUSTANI

"GRG

IT seemed like such a simple idea at first. “Let’s find out what the word
‘television” looks like in other languages,” said art director Stan White
as we were planning the cover of this issue. “Swell,” we replied—thus
innocently stepping into it up to our necks. It didn’t take long to find
out that no one on the staff could get beyond Spanish and French—and
then there was some question about accents. The library was no help either,
at least without turning loose a horde of researchers. Colleges? Maybe,
but by the time we weaved through all the language schools the August
issue would have been upon us. Yet where there’s a will, etc. Someone
finally suggested the Berlitz language schools. Could they do it? Sure—
for four bucks a word, accuracy guaranteed. End of story? Not by a long
shot. So now we had the words on 3 x 5 cards, but how would we get them
into type? Not all type houses specialize in Hindustani. Finally, White
whipped the problem by a combination of hand-lettering, photo-lettering
and typography, as you can see above. We haven’t gotten all those bills yet.
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puzzle:

Does Circular Reasoning Pay?*

“I think,” reported executive secretary Betty Leslie to Dick Stakes, Assistant
Treasurer and Controller, “that I have scored a tremendous buying coup.”
“Great,” said Dick, “what was it?”’

“You know those ballpoint pens we buy in bulk for the Accounting Department?
They used to come in a cardboard tube that was 12 inches around. I ordered some
more this morning and the salesman told me they package them in six-inch round
tubes now instead, but I could have two of the six-inch tubes for $5.00, the same
thing I used to pay for one 12-inch. I told him it was more trouble to store and open
two tubes than one, so he came down to $4.00 for the two of them. Wasn’t that
clever of me?”’

“It was clever of somebody,” said Dick. “I think you’ve been taken.”

Had she or hadn’t she, why and by how much? Tell us and win a good ballpoint pen.

*Straight reasoning will lead you to the audience-pleasing spot
carriers scattered through our daily programing of comedy, drama,
entertainment and information for the whole family. Why not send
your product along for the ride? Harrington, Righter & Parsons, Inc.
will supply times, rates, availabilities.

Address answers to Puzzle #80, WMAL-TV, Washington 8, D. C.
Puzzle adaptation courtesy Dover Publications, New York 14, N. Y,

wmal-tv 3

Evening Star Broadcasting Company
WASHINGTON, D. C.
Represented by: HARRINGTON, RIGHTER & PARSONS, Inc.
Affiliated with WMAL and WMAL-FM, Washington, D. C.; WSVA-TV and WSVA, Harrisonburg, Va.
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U.S.A.
REPRESENTATIVES

. [ g

Largest Film Buyers in America Clients:

Specialists in programming, management, AUSTRALIA: E.M.I. (Australia) Ltd. « Grace
Gibson Radio & Television (Pty) Ltd. -
Television Corporation Ltd. (TCN Network)

JAPAN: Interlingual Television K.K.

administration, sales, and station engineering.
We do all our own shipping and maintain a

complete forwar.dlng division exclusively for THAILAND: THAI-TV Thailand Television
the use of our clients. Corp., Bangkok
Established since 1938. First in radio . . . now VIRGIN ISLANDS: VITV Virgin Isle TV
.. Cable Corporation

television.

UNITED KINGDOM: Overseas Rediffusion,
Our Volume Purchasing enables us to obtain Malta, Hongkong.
lowest prices from all suppliers. : PHILIPPINES: DZTM-TV, Manila

SOUTHERN RHODESIA: RTV, Salisbury

[nquiries Invited

CHARLES MICHELSON, Inc.

INTERNATIONAL RADIO TELEVISION

45 West 45th Street « New York 36, N. Y. « U.S.A.
Telephone: PLaza 7-0695 . Cable Address: MIKETEEVEE
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TELEVISIO!

INTERNATIONAL
TELEVISION

They dor’t love us, but they damn
well need us!  The words of a U.S.
program distributor are hard, but they
ring true. The hand that feeds is
often bitten—but American TV shows,
broadcast equipment, engineering skill
and investment dollars are flowing
overseas this year in record propor-
. | tions. It’s dall helping to put overseas

TV on it feet. Foreign restrictions,

quotas and criticism are part of the

game, a game U.S. TV entrepreneurs
may make $100 million on in 1963.
The full story is in this special report.
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By ALBERT R. KROEGER

THE U.S. television industry has been sitting on the rim
of what it knew would be a boom since it started slap-
ping export labels on film cans back in 1951. The boom
is overseas television and early optimism is having a profit-
able reward.

U.S. program distributors, many of whom are earning
up to half of their gross revenue on foreign sales, may take
as much as $55 million out of the overseas market this year.
Broadcast equipment and set manufacturers may take about
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| maLi
IMAURITANIA REP

$50 million more out of their TV export. And a number
of broadcast organizations themselves, with investments in
foreign stations and production companies, continue to feed
money into foreign TV in the hope of eventual return.

U.S. television entrepreneurs today deal in about 67
major nations that comprise the free world market. Their
representatives talk in 19 basic languages. Their program
fare is carried on most of the free world’s 1,500 stations, is
viewed on some 56 million receivers, a set count soon to
pass the U.S.’s own.

As the video screen passes the theater screen in global
importance, many milestones are being marked. Color tele-
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vision is now an “experiment” in Europe, a fact in Japan.
In the more advanced TV nations, where as in the U.S.
VHEF allocations come up to limit, UHF systems are ear-
marked. And where foreign manufacturers ride spiraling
economies, the pressure is great for commercial TV systems
to come into existence alongside government systems, long
the backbone of foreign broadcasting. The success of com-
mercial television—and advertising—in BBC-dominated

Great Britain 1s a page advertisers in many parts of the
world want to copy.

While the $12 billion annual U.S. advertising expendi-
ture is about twice that oi the rest of the world combined,
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other countries are recognizing advertising as a potent mar-
keting tool. Western Europe is spending $4.5 billion
annually on advertising and is increasing its rate of ex-
penditure much faster than the U.S. Great Britain’s ad
industry is growing three times as fast as America’s, France’s
four times and Japan’s five.

Beyond this, at least 3,300 U.S. companies have a manu-
facturing base or some form of direct investment in one or
more foreign countries—and most have entered into over-
seas advertising. Last year 19 U.S. ad agencies, the bulk
billing $20 million or better, were operating abroad.

It’s all combined into a powerful spearhead aimed at
Text conlinues on page 48; sampling of foreign programs is on 46-47
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The BBC's That Was The Week That Was fias put ¢ Interview by Meiko Namamura has celebrity-talk
so deep in British hides that the tight little isle may never quite recover. format beamed on one of Tokyo’s six TV siations.

ARGENTINA

e [HE TELEVISION

Low necklines get high visibility viewing in France. A grouf
of “gypsies” from scene in RFT-TV production of Carmen.

Bucenos Aires Teleonce studios can’t hold
all the kids wanting to see local dance
show so they twist in street outside.
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It’s not all U.S. programing abroad. Good, passable or out-
rageously bad, domestically-produced television in much of the
world draws viewers into the same kind of spellbound fascina-
tton that greeted U.S. TV efforts in the laughable, lovable—
but rechnically miserable—years of 1948-1949.

Local pride is wrapped in many things, and a nation’s own
TV system rides higher than a national airline as a mark ol
having arrived in the sophisticated mid-20th Century.

Sixty-seven nations now comprise the [ree world market.
They talk in 19 basic languages. Their program fare is carried
on some 1,500 stations, viewed on some 56 million TV receivers,
as many as glow in the U.S.

As the video screen passes the theater screen in global im-
portance, teecn-agers twist to 1T’V dance party music in Buenos
Aires, audiences dote on celebrity interviews in T'okyo, Britons
are quictly convulsed by That Was The Weck That Was. 1t's
a wide world rocking to the rhvthm of television.

ABC International, lols get camera altention on aflernoon
children’s program, seemngly « TT staple the world over.
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It 1sn’t an old Studio One but the drama “Quei Figurt Di Tanti Anni Fa”—
roughly “scenes from

the past”—a big hit on Radiotelevisione Iialiana.

OKINAWA
e AR

P S, :
e ¥

They Iltke their baseball in the Ryukyw Islands, and cam-
eras of KSAR-TV Naha, Okinawa bring it to them firsthand.

PANAMA

The name of the show is Dr. Victor M. Blanco, a panel pro-
gram over TV-2 Panama Cily, Panama. Much in evidence are
sponsor identification signs, {for the U.S’s Glidden paints.
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INTERNATIONAL TV continued

media exposure and more commercial time on television.
And where commercial TV is on, it’s going full blast. In
Japan, where ad spending last year hit $676.4 million, tele-
vision got a 22%, share of the spending pie. Japanese TV
b1111ng itself was up 289, over 1961. In Australia, ATN,
a Sydney TV station, estimates that by 1964 Australian tele-
vision will be getting $58.5 million annually or 17% of the
predicted $330 7 mllhon gross ad volume; $90 million or
28% of the expected gross volume by 1968.

And even in the Sov1et Union, where state-controlled
television is non-commercial in the purest sense, there are
reported rumblings over mounting stocks of some types of
consumer goods. To move them, some Soviet trade experts
are advocating TV pushes. The communist bloc’s 11 mil-
lion TV receivers may yet see the likes of an old fashioned
pitchman.

For the watching U.S. television industry, it’s a television
world building more and more on the lines of the U.S.
model. In it, U.S. assistance and product are more and
more called on. Our involvement in the foreign market
is more than a dozen years old but only in the last five years
has the plunge deepened to sizable proportions. Today
we are firmly committed, and in many ways.

Donna Douglas, she of the skin-tight jeans and long blond
hair, gets off a plane in Tokyo to start a promotion tour
for the Japanese showing of Bewverly Hillbillies as photog-
raphers fight for camera angles.

A. C. Nielsen audimeters click off rating material in Ja-
pan, Great Britain and are about to start in West Germany.

Bonanza pulls in big audiences in a score of countries.
Seventeen U.S. TV series (out of 37 shows) run weekly in
prime time on Buenos Aires’ channel 13. Twenty-five
(out of 35 shows) bearing Made-in-America labels run
weekly in prime time on channel 13 Lima, Peru. Sixty-two
U.S. series populate evenings weekly on Tokyo’s five com-
mercial stations, with three of them—TVal/ Disuey, Jeisons
and Ben Casey—consistently in the top five rated shows
category.

Time-Life Broadcasting International set up an experi-
mental TV station in Pakistan, outgrowth of a trade [air
exhibit, reached 250 TV sets. And U.S. broadcast engi-
neers are busy plotting systems from Nigeria to Thailand.

It’s not all coming up roses. In South America a cascade
of political and economic upheavals has turned U.S. pro-
gram distribution into a ;ntely mess of credit selling and
collection woes. And while in the rest of the world U.s.
programing is commanding the best prices ever, quotas and
restrictions of various kinds liniit free trade.

In Great Britain, where some of the better program prices
are obtained, a stift 14% quota on U.S. product limits sales.
Canada maintains a 45% quota, Australia a 409, quota—
and key Australian broadcast interests are linked by a
cartel-like arrangement that keeps a lid on program prices.

Even in Japan, where strict foreign currency regulations
were eased this year to give U.S. program distributors double
and triple their former earnings, some stiff complaints are
being registered by Japanese broadcasters. Said a Tokyo
Broadcasting System executive recently, “Japanese TV sta-
tions will not . . . cannot, afford to buy American TV films
if the American producers continue o sell their merchan-
dise at outrageous prices.”

The executive noted that before currency restrictions
were eased “only a few 60-minute series cost over $2,000
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per episode.” Now, he claims, 2,000 for a 30-minute
series and $4,000 for a 60-minute series scem to be the
standard going prices.” Throw in air freight costs, import
duty, customs handling charges, dubbing and incidentals
and if “these outrageous prices” continue, Japanese TV sta-
tions are “bound to think of spending this money for the
making of their own better Japanese television series.”

U.S. program exporters know the war between buyer and
seller is an unending one. They claim that foreign stations
are getting programs cheaply considering that halt-hour
U.S. production costs run from $50,000 to $60,000. “What
distributors don’t consider,” says one American buyer {or
overseas stations, “is that most of these shows make up their
costs in U.S. showings and that overseas carnings are gravy.
They ask prices out of line with what the economy of most
foreign countries can bear.”

Despite the arguments there is one fact that cannot be
altered. U.S. programs are the bhig audience-getters over-
seas. They are in demand and for their })IOdll(,thn quality
and star names, few countries could themselves produce
comparable product at the prices U.S. distributors are ob-
taining. “They don’t love us, but they damn well need

us,” says the international man with one U.S. distributor.
Just about everywhere it goes overseas the U.S. television
industry runs into the exasperatmcr often embarrassing
specter of nationalism—protectivism in quotas, currency
restrictions and censorship, harassment in the form of the
foreign legislator who deems American influcnce a corrup-
tion of the native culture, the unions who see local labor
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disrupted tnrough import, the balance-of-trade pressure
groups. And there are even more complex problems.

Two months ago in Montreux, Switzerland, at the Inter-
national Television Festival (held annually to award the
best light entertainment TV programs submitted by broad-
casting organizations ranged round the world), CBS won
the grand prize Golden Rose trophy in competition with 26
other entrants for its production Julie and Carol at Car-
negie Hall. The award was unpopular. When Ralph S.
Baruch, vice president of CBS Films International, stepped
forward to receive the trophy, he was greeted with a storm
of booing.

The reaction was painful, more so because other presen-
tations were hailed with courteous applause. The booers
were reportedly from the Scandinavian countries (Sweden
had a high-hope program entered) but the reaction was
more subtle than outright anti-Americanism. The show’s
performers, talented Carol Burnett and Julie Andrews, were
accepted but some had the feeling that the program, made
at Carnegie Hall, was basically a presentation designed for
theater rather than television, pale stuff alongside the avant-
garde flavor of some of the other entries strictly designed in
TV format. But TV men can take consolation in that
winning U.S. movies are usually booed at the Cannes Film
Festival too.

National pride certainly enters the world TV arena. Some
of Europe’s best TV efforts have drawn heavily on U.S. TV
technique and American music and dance. Yet, when an
American show wins a top international prize. everybody

TPIIA
LeBEsEE

The blond young miss

is a U.S. export, a

TV star. The world may
be able to

spin without her,

but foreign TV can’t.

The appeal of Donna Douglas wsn’t hard to figure owt—il’s
36-28-36 poured inlo television’s tightest blouse and levis.
Last month she toured the Far East beating the drum for the
Beverly Hillbillies and distributor CBS Filins.  She was mob-
bed by camevamen at Tokyo aivport, hoked it up in comedy
skits on Tokyo TV. They loved her. And they love most U.S.
shows, the big audience-getiers overseas. IU's all coming up
an estimaled $55 million for U.S. TV distributors this year.
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seems shocked. But pride in native culture, language and
local achievement doesn’t stop squarely with roadblocks in
front of U.S. export alone. “A French singer on a concert
tour of West Germany,” says a U.S. program official, “today
must sing three German songs for every French number
performed. And the French number may be booed any-
way. Nationalism is riding that strongly in some parts of
Europe today.”

It hasn't helped the U.S. iinage abroad any that the meat
and potatoes of U.S. program export is action-adventure.
The action show, full of frank emotion, fist-swinging and
pretty girls is easy for the foreign viewer to understand. It
is basic, and the U.S. program inventory, like it or not, is
crowded with it.

Sig Mickelson, head of Time-Life Broadcasting’s inter-
national operations and a former president of CBS News,
feels that U.S. TV shows, by their very nature, are restricted
to what types sell overseas and what types do not.

“Action-adventure,” says Mickelson, “has the flavor of
the ‘chase.” You don’t have to translate a lot of words here
to get understanding. The pictorial content is meaningful.
The ‘adult’ western or many of our dramas, on the other
hand, have psychological situations and subtle dialogue.
For the average foreigner it’s hard stuff to understand, and
much of our comedy, too, is meaningless outside the U.S.

“Many of our variety shows and musical performances
have a universal appeal,” Mickelson continues. “And docu-
mentaries generally do well, particularly when based on
international topics.” But Mickelson, who knows documen-
taries, notes that, as in the U.S., their big overseas appeal is
with the better educated, more sophisticated viewer.

U.S. program distributors, sometimes faced with the for-
eign critic who asks. “Where are your cultural programs,
your variety shows., your specials. your live-tape shows?”
know they're locked up at home, namely through the high
payment scale demanded by American Federation of Tele-
vision & Radio Artists’ regulations, talent agencies and big-
name show people themselves. U.S. filmed programs flow
overseas 1n abundance for the simple reason that present
contracts with film unions do not carry the high talent pay
costs live-tape programing does. Most big-name talent ap-
pearing on live-tape shows demand overseas payment in line
with their U.S. prices—and most foreign buyers cannot af-
ford them.

NBC International did distribute The Perry Como Show
overseas in 16 countries in 1960 because most performers on
Como agreed to work for an “equitable” fee. But others
didn’t and some of the Como hours played overseas in for-
mats ranging down to 18 minutes. NBI took a loss on its
effort. On The Ed Sullivan Show some individual acts
have been “segmented out for foreign showings of 15 min-
utes.

While therc has been little more than hand wringing
over the situation for years, and a few general discussions,
the live-tape program dike may be breaking. CBS Films
announced last month that all thirty 1962-63 Jackie Gleason
hours were purchased by ATN in Sydney, HSV in Mel-
bourne and their affiliated stations in Adelaide and Bris-
bane. Australia.

CBS Films calls the sale an “experiment to determine
whether it is economically feasible to distribute internation-
ally a high-budgeted live-on-tape musical-variety program
series.”  The sale took “months of negotiation” hetween
the Australians. CBS-TV and the Gleason show producers.

And while CBS sees no immediate profit in the deal, it
To page 74
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MEDIA STRATEGY

Television Magazine

Numnber 24

O l ] ¢ I ‘D O OR Although the oldest of advertising media,
it still has a long way to go. Part 4 of a series.

By Morris J. GELMAN

uTpPoORr advertising 1s a medium in violent transition,
Owhere the new is rcplacing the old, the artful the
crude. It's a business struggling for middle-class stature
in a competitive media world where its standing in the
community always has been controversial.

It has been condemned, threatened with dispossession
and legislated against. It’'s not only maligned but also
misunderstood, not only charged with being a public nui-
sance but itself a victim of nuisances purportedly represent-
ing the public. In a laissez faire economy outdoor advertis-
ing spends enormous time, energy and resources fighting
for noninterference.

Of all media, all barraged with criticism, it wages the
most consistent, compulsive battle of public relations. An
important participant in the media competition, it vies
more against itself, against its image as seen by advertisers
and agencices, than it does against television, radio, maga-
zines and newspaper. Rather than a threat to competing
media, it’s more often an adjunct.

Among the dozens of media available to advertisers, out-
door falls neither in the vanguard dominated by television
nor in the rearguard of matchbook covers and sky-writing.
It operates somewhere in between. Currently it’s following
a downward financial spiral, earning less money the last
two years than in preceding years. But though whipped hy
searching winds of change. outdoor advertising hopes to
march tomorrow where the vanguard media camp today.
For outdoor such progress is problematical.

With a history that goes back to ancient Egypt, outdoor
is the oldest, if not the most venerated, of advertising media.
The medium is the center piece for paradox. Used and
seen since the beginnings of civilization, it's probably the
least publicized and understood of all national mass media.
Offering thie most prominent of advertising displays, it’s
{requently overlooked when budgetary allocations are de-
termined. Ina husiness where big is a synonvin for billions.
it's barely a hundred-million-dollar revenue earner.

The last 1s not a recent trend to be blamed. as are so
many media limitations, on the coming of television. For
in modern times, outdoor has alwavs claimed only a modest
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share of national ad revenues. As far back as 1935, when
radio was still sprouting and television was but an experi-
mental gleam in electronic manufacturers’ eyes, outdoor,
with annual national billings of $23.3 million, was getting
a scant 2.79% of the total annual volume of national ad-
vertising in the U.S. And while television certainly hasn’t
eased outdoor’s way, neither has it measurably blocked the
billboard medium’s path to gain. Outdoor’s share of total
national ad expenditures in 1961, some 13 years after the
onset of television: 1.7%.

Put quite simply, television and outdoor are not impor-
tant competitive adversaries. Advertisers hardly ever face
the choice of either television or outdoor. Most often it
works out to a use of both or one without the other with a
minimum of deliberation.

Yet unlike newspapers (where local business accounts
for more than 75% of overall earnings), outdoor still is a
predominantly national medium. Actually it has been a
model of consistency in maintaining a set division of na-
tional vs. local business. T.ast year national revenues
amounted to 67.59, of total income, the exact national total
registered in 1950.

But if national business in the outdoor medium has been
successful in fighting off encroachments from the local
side, it hasn’t been equally as successful in its growth
patterns. In the last 12 years, the medium’s national
revenues have grown some 20%, some 100% less than the
growth rate shown by measured media’s aggregate national
earnings for the same period of time.

This evidence of stinted, if not stunted, growth is the
frame for outdoor’s none-too-bright financial picture. Last
year the medium chalked up $170.5 million in total adver-
tising volume—$115.0 million national and $55.5 million
local. Tt was a $9.9 million overall drop from 1961-$6.8
million national and $3.1 million local—and marked a 10-
year low in the medium'’s fortunes. It also marked the
second successive year that local, national and total revenues
had decreased from the previous year ( see chart, opposite).
Since outdoor’s peak earning year of 1960, when total
volume passed the $200 million mark for only the second
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OUTDOOR ADVERTISING continued

time (the first was in 1956), aggregate revenues have fallen
$32.8 million, national earnings are off $22.2 million and
local income is down $10.6 million.

This discouraging industry-wide financial slide doesn't
mean, of course, that outdoor advertising is a red-ink
proposition for everybody connected with it. For in the
teeth of the medium’s recent revenue losses, individual
outdoor entrepreneurs have been scoring some impressive
gains. In December 1960, for example, the Gamble-Skogmo
Inc. retail-wholesale enterprise of Minneapolis, acquired
Walker & Co., a 75-year-old Michigan outdoor advertising
company, for roughly $4.9 million. Some 10 months later,
on October 11, 1961, it sold its interest in the company to
Naegele Advertising Cos., Minneapolis, for approximately
$8.8 million, the sale amounting to 80% profit over cost.

Gamble-Skogmo’s experience is a hint of what the out-
door medium has to offer. There’s money to be made in
billboards. It’s shaky, but not, as some observers have it,
a dying industry. It has endured for centuries and it’s not
likely to pass from the scene without a monumental tussle.
As long as people go outside, that's how long the outdoor
medium is sure to remain a prominent part of the media
competition.

For outdoor does indeed have the ingredients to make
for a most interesting and exciting advertising entity. It’s
big—as big and encompassing as all outdoors. It’s colortul,
eye-catching and inventive. Outdoor advertising is a highly
organized, rigidly standardized, basically urban business,
peopled by a good many solid professionals who toil in
relative obscurity. Perhaps the simplest form of mass media,
outdoor advertising has only recently undergone radical
structural change. Its very simplicity of form has worked
against drastic innovation.

“Outdoor isn't television or magazines,” explains the
associate art director of a well-known advertising agency.
“You want to be creative in television, you've film and tape
and animation and stop action, as well as live action and
voice-over to fool around with. You want to be jazzy with
magazines and you put in gatefolds, add dutch doors, play
with card and booklet inserts, tone it all up with white-
on-white color.

“But outdoor,” he emphasizes—“that’s another flagpole
entirely. Mainly you've got posters and you've got painted
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bulletins,” he says, “and trying to make those cats spit
differently, that's a job. That's real creativity. And that’s
what outdoor has been showing. Now some of the things
the outdoor guys have tried are way out, but they've tried.
They're not asleep at the switch.”

Where then have the outdoor people been remiss? Why
is the industry in a slumpr Where is it going and who's
going with 1t?

Like any other industry, wost of outdoor advertising's
present and future answers lie in its past, in the record of
its growth, decay and renewal, the revolving cycle of
business life. But the outdoor medium’s cycle of life is
broader than most.

HARDLY BORN YESTERDAY

Says the Association of National Advertisers in its
informative book, “Essentials of Qutdoor Advertising.” ““T'he
early history of the outdoor medium is, in reality, the
history of mass communication. Until the 15th century,
public posting was the only means—other than a public
address—of disseminating information on a wide basis.”

In all probability, the Egyptians were history’s first huck-
sters. They carved their messages—laws, decrees, treaties
and words of caution—into vertical tablets called steles
or monumental pillars called obelisks and the audience
of the day, one mass nomadic market, read and presumably
took heed.

The Romans, we're told, really got into the commercial
aspects of advertising. They had chariot races and circuses
to promote and what better way than by inscribed placards
strategically placed throughout the community.

But according to historical tracts, it was in Pompeii that
outdoor advertising really spun into high gear. Every
wall and pillar was regarded as a potential billboard.
Painted signs identifying establishments came into vogue.
The great out-of-doors was one big advertising medium,
cvery pedestrian part of the circulation and most anyone
with anything to sell or promote, a practitioner of the
business. :

The development of the printing press in the 15th
century made possible posted handbills and the growing
sophistication of the 17th and [8th centuries gave birth to
the outdoor signboard, most of the swinging variety. The
invention of the lithographic process spurred still added
use of the medium. Illustrated billposters on the walls and
fences of European cities were part of the culture of the
19th century. Good locations were fought over with as
much fervor as newsboys did for street corners in a later day.

Human nature being the fragile thing that it is, soon
the heightening competition of the outdoor medium pro-
duced a loosening of scruples. Billposter exposure became
a sometime thing. Posters were slapped on top of one
another with the abandon of so many cards in a deck.
Regulation, the anathema of free enterprisers and the savior
of industries, was called into force. Billposters were
granted exclusive use of specific walls and fences, thus
assuring messages exposure for a fixed period of time.

In the way of good businessmen everywhere, any time,
they soon began to improvise on their meal tickets. First
up went their names on the posting areas establishing
possessot’s rights. Then, to take advantage of heavy traffic
areas where walls and fences might already have been
saturated with posters, they built wooden posting structures
of their own simply called billboards.

By the turn of the current century billboards (the des-
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criptive term has a way of riling sensitive members of the
trade who feel that the image it conjures hardly does justice
to today's streamlined poster panels) had become fairly
standardized. Made of matched lumber with tongue-and-
groove construction, they each usually contained several
different small-sized posters.

Henry Ford's development and promotion of the Model-
T automobile proved the greatest boon to the outdoor
medium since Gutenberg invented the printing press. Wide-
spread ownership of automobiles and the improvement of
highways allowed it to emerge as a major advertising
medium. It took on added dimensions. Galvanized sheet
metal panels replaced the board facings of earlier years.
Each poster was afforded its own panel and increased in
size from 3-sheet dimensions to the 24-sheet poster still
standard today. The net result of all this action: each out-
door advertisement became a pictorial portrait, matted and
framed and set off as individually as a family photograph on
the bedroom dresser.

And as the poster phase of outdoor advertising matured
and organized, so too did the other important facet of the
business, the painted bulletin (actually there now are four
principal forms of outdoor advertising — poster display,
painted display, electrical display and of much more re-
cent vintage, rotary cutouts). Here, once again, the in-
dustrial revolution worked its wonders. Itinerant sign
painters laid down their walking shoes and their handiwork,
all but disappearing from the walls, fences and barns of
cities and countryside, became individualized.

Because the medium was so open to abuse Dboth from
critics and its own members who never let ethics stand in
the way of turning a sharp business corner, it gradually
became the most introspective and self-regulated of all
media. As long ago as 1872, the International Bill Posters’
Association of North America was organized in St. Louis to
curb malicious competitive practices. Some 19 years later,
with the industry already suffering from the slings and
arrows of a citizenry outraged at the defacing of their
streets and scenery, a voluntary national organization called
The Associated Bill Posters’ Association of United States
and Canada was formed to elevate the status of billposting
in the community.

It and similar organizations tried to build a protective
dike around the medium but they were overwheled by
persistent waves of private and governmental attacks. In
the 1920s and 1930s, for instance, the outdoor industry was
constantly harassed by such civic organizations as the
National Committee for Restriction of Outdoor Advertis-
ing, the Woman’s National Farm and Garden Association
and the National Council for Protection of Roadside
Beauty. Mostly these groups took sniping rather than tell-
ing shots at the outdoor business, but occasionally they
struck deep. In 1930, the weight and persistence of various
anti-billboard organizations forced 258 national advertisers
to restrict their theretofore ubiquitous outdoor poster cam-
paigns.

Perhaps the chief target of most outdoor protective or-
ganizations among all outdoor users was the Burma-Vita

To page 100
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This is how TELEVISION’s respondents ranked a 25-program pay TV schedule

Tms 1s NOT really fair. Subscribers to
this magazine are against pay TV.”

So commented one reader in re-
sponding to TELEVISION MAGAZINE's re-
quest, made in connection with the
pay TV series which ran in the April
and May issues, that readers check off
their program preferences against an
actual pay TV schedule and mail the
answers in to the magazine. And to

which charge one might reply: if all of

pay TV’s prospects are as opposed to
that medium as subscribers of this mag-
azine, nail down a franchise right away!

As a matter of fact, TELEVISION’S
“survey” wasn’t “fair” in the strictest
research sense, nor was it designed to
be. The results, the editors know, are

not projectable even to the total uni-
verse of this magazine's readers, much
less to the total universe of pay TV
prospects. But insofar as it did what it
was designed to do—to furnish the edi-
tors with a response from professionals
involved in some way with the tele-
vision field—it was a smashing success.
It yielded this information: - '
m The average respondent would be
willing to pay $4.79 over a two-week
period to watch the schedule of pay
TV programs offered. (The 25 pro-
grams actually ran on Paramount’s

Telemeter project in Etobicoke, Ont.,

February 17-March 2.)

m The most popular entertainment fea-
tures were those in the area of “adult”

TELEVISION MAGAZINE / July 1963
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entertainment. No. 1 in popularity was
Ingmar Bergman’s “Virgin Spring,”
while Nos. 3, 5 and 6 were all heavily
associated with “adult” themes. The
No. 2 favorite, however, was a strictly
sentimental movie, “Gigot” with Jackie
Gleason, which obviously ranked high
for its all-family appeal. The fourth
show in popularity was a performance
of the Swan Lake ballet.

m Only 9.5% of the respondents said.

they’d pay nothing.

The $4.79 average compares to a
‘maximum of $23.25 that a reader could
have “spent” by choosing every show.
Only one of TELEVISION's respondents
approached that figure, a reader in
Maine who said he’'d spend $22. The
second highest response was for $17.50
from the reader, mentioned earlier,
who thought other readers were against
the medium.

A random shuffling through the hun-
dreds of responses to TELEVISION'S
question reveals that:

The director of TV and radio for a
top national advertiser in New York
would pay $6. The advertising director
of another top account, in Oakland,
would pay $7.

An actress in Burbank would pay $3
for the schedule—as would a media re-
search director in New York. Another
media research director, in Chicago,
would go only $2—the same price level
hit by an art director in Tyler, Tex.

An advertising manager in Omaha
was interested in $5 worth, as was an
account executive in Los Angeles. In
San Francisco a vice president of media
was willing to spend $4. In Cincinnati
the treasurer of an agency wouldn't
spend anything. Another reluctant to
pay was a creative director in Detroit

TELEVISION MAGAZINE / July 1963

OFFICE ON PAY TV

who found “none of the schedule sufh-

ciently appealing to keep us home.”

Another reader, who'd already left
home and was living in a New York
hotel, was piqued enough to volunteer
“Let’s have pay TV in New York,” and
to ask for more literature on the sub-
ject. A middle ground was suggested by
the assistant to a publisher who said
he'd pay $2—"if the weekend were very
boring.”

Then there was the account execu-
tive who said he’d spend $6.25 if
“Rocco and His Brothers” were in
Italian and “Virgin Spring” was not
dubbed. Less of a purist was the reader
who found only Gina Lollobrigida in
“Where the Hot Wind Blows” worth
paying for and said “the rest is junk.”

The most vigorous responses, how-
ever, were generally from those who
wanted no part of the medium—like

the station production director who.

said “I didn’t buy the movie theater so
I'll pay to see the movie, but I bought
my TV set—savvy?” or the operations
manager who said he wouldn’t watch
pay TV if it were showing the end of
the world.

The negatives notwithstanding, it’s
evident from the response to TELEVI-
SION’s informal survey that interest in
the subject is keen. It's not hard to un-
derstand why. While it must be em-
phasized again that the response was of
the most unscientific sort, and while
TELEVISION's subscribers do not at all
resemble an average of the consuming
public, it’s nevertheless fascinating to
speculate on the numbers involved. If
the survey were valid, and if it could be
projected to the total U. S. TV house-
holds universe, the revenue at $4.79 per
home would be $6,338,338,760 a year.
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SECOND ANNUAL REPORT

TELEVISION
AND

THE BIG
SPENDLERS

Continuing analysis of the five-year media
history of the Top 50 national

advertisers shows television

continuing its advance in their

spending habits. The print

media still aren’t faring as well.

By Jack B. WEINER

56
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HINGS have gone well for television among the nation’s

leading advertisers. The proof is in the figures pulled
together in this special 5-year report; the clue to what's
been going on is at the top of the list.

For years the leading national advertiser was General
Motors, the giant account of the newspaper and magazine
industries. Then Procter & Gamble, television’s own giant,
edged out GM in the annual standings. Now, in this year's
b-year ranking, TV’s dominance is so firmly established that
P&G has taken over GM’s front rank on the 5-year basis
as well.

Last July, when TELEvIsSiON MAGAZINE first analyzed the
five-year media history of the country’s largest advertisers,
the golden minimum required for listing among the Top
50 was $49.8 million. That figure represented the all-
media total spent by Jos. Schlitz Brewing Co., the 50th ad-
vertiser in last year’s listing, during the years 1957 through
1961.

One year and many millions of dollars later the mini-
mum has risen to $52.7 million. That amount was spent
during the years 1958 through 1962 by Pepsi-Cola, number
50 in the newly-compiled listing.

The fact that the minimum has risen, plus the fact that
television’s performance was again outstanding, adds up to
double honors for the medium. Not only was its slice
of the pie larger, so too was the size of the pie itself.

All the above facts have been gleaned from TELEvISION
MagaziNFE’s exclusive study. published in these pages for
the second year in a row. It covers the five-year period
from 1958 through 1962 and was compiled from sources
which report annual advertising investments in six mea-
sured media: television (network and spot), newspapers,
general magazines, farm publications, business publications
and outdoor.

In the newly-measured listing, a number of changes are
immediately apparent. Procter & Gamble moved into first
place, edging out General Motors as the number one nation-
al advertiser during the five-year period. Revlon and Stand-
ard Oil of New Jersey (Humble), numbers 45 and 49, re-
spectively, on last year’s list, were outranked in the new
compilation; their five-year spending totals fell below the
$562.7 minimum for Top 50 listing. They were replaced

The exclusive TELEVISION
MAGAZINE research study
which appears on this
six-page pullout is designed
for quick reading and -
convenient reference.

[T IS PERFORATED at the
binding so that readers

can remove it from

the issue for mounting on

a wall or for insertion

into permanent media records.
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9 R.J.REYNOLDS TOBACCO : '10 BRISTOL-MYERS

19 KELLOGG

TELEVISION. MAGAZINE

NATIONAL ADVERTISERS

The record of how television has done
business with the Top 50 national ad-
vertisersthrough the years 1958-1962is
‘spread out for all tosee in thisexclusive
TELEvVISION MAGAZINE Media Strategy
analysis. The Top 50 was compiled by
TELEVISION on the basis of spending in
six measured media for which compa-
rable data was available over the five
yedrs: television (network and ‘spot),
‘newspapers, general magazines, farm
' publications, business publications and
outdoor advertising. ® A quick glance
at the graphs at left will show both the
magnitude and the direction of TV
spending (in red) as a percentage of
company advertising budgets. The per-
centages of network TV (solid black
lines) and spot TV (dotted black lines)
are also charted. ® The editors suggest
that readers will find this report of con-

, tinuing usefulness, and have designed

the pullout so that it may be detached *

R from the issue for convenient refer- .

. ence; it is perforated at the binding for

m , 40 that purpose. ® The complete dollars-'

20 BROWN &

WILLIAMSON TOBACCO

UTICALCO. 29 E.1.du PONT de NEMOURS &CO0.

30 COCA-COLA

39 ARMOUR & CO.

40 ANHEUSER-BUSCH

and-cents media history of the five
years is published on the reverse side.

49 RCA 50 PEPSI-CO

200" SOURCES:
Network TV — TvB/LNA-BAR
Spot TV — TvB/Rorabaugh ’
. Newspapers — Bureau of Advertising,
American Newspaper Publishers Assn.
i General Magazines —
Publishers Information Bureau
| | Farm Publications — Farm Publication
. * Reports, Publishers Information Bureau
Business Publications — Associated

Business Publications
Outdoor — Outdoor Advertising Inc.

e M ’ 62 ] ’ I CTELEVISION MAGAZINE CORP.
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0
11 GENERAL

_ 21 CAMPBELL SOUP

31 NATIONAL BISCUIT

PERCENTAGE

2 GENERAK MOTORS

12 AMERICAN TOBACCO

22 GILLETTE

32 NATIONAL DISTILLERS & CHEMICA

42 SHELL OL

L CORP.

3 GENERAL FOOD:

13 DISTILLERS CORP.-SEAGRAMS LTD.

23 LIGGETT & MYERS TOBACCO

33 EASTMAN KODAK

43 WESTINGHOUSE ELECTRIC

’
I -~ |
o

.

14 GENERAL ELECTRIC

24 MILES LABORATORJES

- 34 QUAKER OATS

44 5.C.JOHNSON & SOry

|
|

58


www.americanradiohistory.com

99FGTL'T
FIY'EL6'L
cF0'960°%
CT6'890°F
989'¢8%'g

119 T
i3 34

9eF 9L

088'L3E‘E
nf.,m;m 4
Tt
ﬂmp 169
0FL'9er

LYF'ET
ot :a:
916°6F0°@
h:,mmm.ﬁ
0000LT

]

0067 L
..f:
E_e LT
000'¢sT
GOETET §

VOSOTF
00T'ELY

cotv% $
v0Z 6L

$89'186  §

“““““ & w:cwm

U0FEng
000’ IL
VOE'FOL
w09 LeL

ag'F08
:o:;:m
0ET'GFE
0LG ¢TI

co8teCy

000'0LL  $ VeT'e1T § greary $
D e ﬁ (931
e 0601
el mmm ¢
““““““““““““““““ 09Nt
0000t GTOEP L
voE R
00094 oLt

T cly'e
0or6e T
000°¢Y .

000°00L TH

ouu'eEs S09°T6%'T
VoL LeE 1+6e60°T
wogecs $21°'s2¢’1
000°'¢Y7 CFSSIGT
Q0E'F0E OTTCET'T §

vooeL 0oL
vog'sy T T WOEF
GOE Ty Coe T N
QUB" LG

002911
vE'FeL S
OULDFL A :m; o.:
BOETL
GOLFEL ¥ o

00ecgy’l
009
GOy

CFLNFO'E
FFRGTLE
G T8RS

wye Y8991y
0o ¢ $ L91'9L9'F §
000006 T ¥g0'8e0'g
gooere I eiﬂémm €
voo‘use T WZ 6EF'E
000'16% NTTO8L'G

000°09F § CEECRLT §

V06‘9Y% S

V00 EBY
UOE'E00'T
00T L6
BOR‘L80T
000" 1YE L

Yoyv'es
Quo'zll
V0691 L
VOL'TH
BOLEOT %

SL6'

m__c oi.,m
200°790°2
999G 69L'C
TL0'92¢'C %

UOR00F 019 LLT
VU0 TOY Sz01L
VUE'RET Lapez

03S'¥%E'61 $

$18'818°¢ (¢'¥8) 0F0'EYT'E
115'3%3 ¢ (5°68) 00UFRE'T
GOT'COT'¥ (5°0€) V¥0'6I1'SE
G66°180'% (9°1%) 0¢g'9es’y
621'8¢H'T § (L0F) 00F'IFL'S §
0.8'885'2 $
80T°€3T'T (8¢ ) 093'ged
BOL'SPL'T (6'F ) 0EYTOYG
VEL695°G (CF ) 08T'4¢Y
LZY9086°T (6% ) vs9'0e¥
Fes'EsL'g $ (€9 ) 099°LLY $
00¥%'e9LiLE §
90L'ES6' [ (8°62) 066'1L0'E
L0 RYL (L°L8) 0EF'6FL'E
6Sh LG (0'aL) NN,S:
Tt (Ley) :
I (L'z6) 0&0" $
omm wmm 3 $
€6 (F'62
¥e (L%
cF (LL2
9¢ (8°La
1+ 4 (N°LF $
$
£9%'9G (6°68)
0F9°08 (L)
L0 (9°¢ )
LFYLO (3°c ) 0FL'LY3
T84 § CCFE) saloof't  $
040's91'z $
TSEGEL ( UFFGUE
GeiFeE ( GUO'STF
NSEGFC ( 0F8°CLL
cL9gl'y ( 0l
SNEL $ ( VELIEEY %
o«m 96g's §
666°T0Y ¢ 09E'ETIy’T
LEFITL (8
0S6 (
YFY'FoF
[$1°08 § ¢
$
LEEIL90°C (
(
(
(
§ (
oEsmw.ﬂ $
e G9T'T ( Y ETE'S
Eé;.ﬁ.ﬂ (
8 (
T. 1T (
] ( §
0e9 mwb.ow $
T ( GLG'EEE
z ( OSFHUST0L
L ( 08z GLN'e
1 ( (S
] ( ¢ %
01£'062'1% $
[ ( 0697840
1 ( veetealy
(
(
( &
$

gLege'e
wedt [
RCUSUN'T ¥

GLOYGS'S
;«.J,m::
LENT90E'Y
FEUNL
FLG'CO0'L

069" .
lugte ra
7g0'LE ©
6
$ |

o1 $
‘1

eh

e~
-

S
2 o
——

o

=g

=
Zeddiod

o~
b= 00 30 &

e o
]

Nl reat
N e S

———

—

— e e =

pos

9%6'358'E

NFE919
GO8'SLOT

E.m ¢E9°%
BLIY60'T
,:H 2RE'T
Z6L‘LL9'SE

129°00G
0ES'SGT 0
Nmm,r:”ﬁ
PEIGTITOL
CEEL660

$

¢

900‘86%8% $

Sadgmitin O
[ i
&

T1¢'s TW,H
148'096'2

6ST'%48'T

:T..hmm.w
GUSIELYTL
(1325 oT,;.
429'3€6°61
8ELE6H Y
GeO0LN'G
:..,NN

o

W

$

§
$

o¥%€'265'22 $

(€°F8) CFO'EOT'E
(6% 06 F86'%
(¢'0¢) ic.a::
(€'g¢)
(0°99) $
$
(0°69)
(9°6%)
(1°¢8)
(€°L5)
(G7L8) 4
$
(8°6%)
(2°L8)
(L°LL)
(Lg6) )
(€°F6) $
$
(2°69) SECPULF
(0°9%) L26'C8¢E
($°9%) 084'0TS'V
(L°6%) SPTICY9’S
(T°+9) yge'ere's ¢
206'092'0% $
($°9g) Tz0°198'L
(6'89) 068'CT6'Y
(1°48) NE,M.? zl
(1°28) *
(LFES)
E.o,mmm 0s $
(£'66) L66°¢Le'0T
(0°L6) L80°
(3°86) 99’
(6'88) LEC'¢06'6
(9°88) 0 L0¢ [3
S2Z'HLG'0G $
(&
(¢
(8 L .m i.. ‘0r
r 0¢0°T8%°gT
€] é;.;.:.i §
) 00e'8ET'$T $
9"
[
(€
(5
(L

Z0LNEE's
¢g0 Y9y
8L6FRYS
Lot

LG

ECP6T0S
AN
9846 18" m«
069°820°g
LLY'SYE'F
mmw,ﬁw«
VY ¢F

88% Lt * ¢
$S0‘ee0‘0e

-2

-2

(4970 )
(&1 )
(9°0 )
(cg )
()
(€T ) 06128
(9°%¥T) 001'Seu’T
(1°0%) L8¥'G55'¢
(1°3T) 13¢°809'T
(F'12) 1reirere §
ﬁm_mwhﬁ $
(6'9L) GLp'ges’
(9°¢T) ¢ST'9e9’ ﬁ
(6'%T) 861°986'T
(2'22) 90L .mn ¢
(€°92) 0SL'9LL'F ¢
$49'G86'68 $
(9'26) SeL'08L'S
(0°'7%) V657869
(£°89) 0BF'FLL'S
(6°89) gIO'TZL's
(6°89) 0OI6'FES'S &
L¥1'181'08 §
(L°1F) SIFeLe'y
(§°9€) 9FL'694'F
(9'88) FIS'FRE'C

est’ th Nm

1€L'G89'S
$62'G6LI0T
258'06T'ES
£25°096°9
99762 L
%35 9PN 0L
GYR'L98TL
919°122'91
0L6'LTLES
TLL'E
16TL8L°L
_NN.EM 0T
:2. g1
U192 T8 FT
$$2'C30'HS
SLA'2GEY
YEGNE0T0T
9L0'SE6FT
MS,NS 2T
WEE'6T6H
£IT'S2T'SS
Fee‘Cea Ll
68E°STH'TT
58g'1¢e
STESLITT
€29 1861
8% mom.mm
GO TSN
Lon‘ere
TCTIG8'TT
19CQEFFT
299081 LT
882'166'9S

228'168"° S
0T LROTT
YeE ey Ol
FISFOLLL
EPLGLLFT

EIT'¥12'69
SEL6E0'EL
SST'Z¥S'T1
NGLE9T I
LFGIESY LI
GELCNI'E
6ST'655°09
0EC EYE 0T
108 m%.:
wmm..@wm,mﬁ

wmo 08829
62L'S0L 0L
YIL'FOLOT
LE0'Z8FTL
RSN A
LO90SIYT
055'628'c9

657 F00TL
:#f. 61T
DYF' 61621
:; gy E

6£3°092" mN.
689716801
GYBGULCT
PRLCERRL
ZFS00F'LT
666°L9¢'9L
180°619°E4
CLEeHeer
009°¥L8

999y

Heos

.

S

o

-

#ren

"00 VION-ISadd

vDoH

63961

0961

1961

2961 ‘0N "HL ATTHIEM WM
IVLOL

8961

6561

0961

1961

7961 DHNIMTHEHE ZILITHDS 'SOf
TV.LOL

8561

6961

0961

1961

2961 ODVXAL
1VLOL
8961
6561
0961
1961
2961
TIVLOL
85961
6961
0961
1961
2961 NOS 7 NOSNHOL D 'S
TVLOL
8g61
6961
0961
1961
2961
IVLOL
8961
6561
0961
MWMM TI0 TIZHS
IVLOL
8661
6861
0961
1961
G961
IVLOL
8961
6561
0961
1961
2961
IVLOL
8g61
6561
0961

SWVITIIM &€ 'f

OIYLOITH
ISNAOHHNILSIM

HNIMVE TVLNINILNOD

HOSNH-HISNTHNY

%961 HAOWEV

SHIYLSOAAONI AI

TNIEDS

SHOLOW NVIIHINVY

HIHLNH

% FHIL HVIXAOO0H

AEAISTIIL

£

“LE.

www americanradiohistorv com


www.americanradiohistory.com

-

MEDIA STRATEGY

by Wm. Wrigley Jr. Co. and Pepsi-Cola, new to the list
this year and ranked 48th and 50th.

Since the main purpose of the continuing study is to
measure and interpret the performance of television in
the economic arena—to see how it’s faring in the unending
competition among media for larger shares of advertiser
budgets—other conclusions can be drawn. The breakdown:

Of the 50. 32 spent more in 1962 in the six measured
media than they did in 1961.

Of the 50, 35 spent more in television in 1962 than they
did the previous year: 15 spent less. On a percentage-of-
budget basis, 34 increased TV’s share, 16 decreased it.

Only 24 spent more in newspapers; 25 spent less (one
advertiser spent no money in the medium in either 1962
or 1961).

Thirty-two spent more in general magazines in 1962
than they did in 1961; 17 spent less and one spent nothing
during either year.

Only 19 spent more in farm publications, while 14 spent
less; 17 spent nothing during either 1962 or 1961.

Thirtv-three increased their spending in business publi-
cations during 1962; six decreased it while one stayed the
same. Ten spent nothing during eithe.r year.

Only 21 of the Top 50 increased t]le}l‘ spending for out-
door advertising, while 16 'decre'ased it. Thirteen spent
nothing in the medium during either 1962 or 1961. '

()thé* conclusions can be drawn from the basic data it-
self. Certain of those conclusions have been eyerpted‘m
the thumbnail analyses of the Top 50 advertisers which

2 low: ‘
apgle(:rl—l?limcter & Gamble: The nation’s largest adve'rtl‘ser,
both for 1962 and the newly-compiled ﬁve-veaphstmg,
remains television’s best customer. In 1961 television was
the beneficiary of 94.9%, of P&G’s ad dollars—$108.6 mllho,n
for TV from a $114.5 million total. For 1962 the company's
tota} expenditures increased to almpst $120 m11110n.- iA()rEc]l
though TV’s percentile share was stightly less than for 1¢ 12
(03.39,) . total TV dollars increased by more than §¢
million. The bulk of the increase went to spot tele\us‘lon,
while P&G’s spending in network«'$51.7 million—remained
virtually the same as for the previous year. ‘

No. 2—General Motors:  This advertls?r. continues tof
favor magazites and newspapers over t.elfewsmn. Still. ”2\
received more GM dollars in 1962 than in 1961 ($30,094.-

33, 278%). General
201 and 26.79% vs. $28.833,310 and A prenera
Motors’ TV expenditures totaled more than the T\ 0 alls
by Ford. Chrysler and American Motors Lombme.(.
spent‘ ’ - laroest advertiser in newspapers, general
GM is by far t'he o - ns and outdoor. Tt increased
magazines, business Dllbllc‘mo_ vaTe 1062
5 ool four media during 1962. '
its snending I A7 o than $200 million between the

There’s a 2ap of mo}feth;aﬁr:r O ertises and the
ﬁ\;ey-ea'r media t}?:‘lg]:} (:mmber Lthree down, however, the
remainiis G us. The list goes as follows:

descent 1 1685 precipito o OF increased its overall

No. 3—General Foods 'l\'xmf during 1962 <$60,637,987
ad spending Dy only $1 ™t °
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vs. $59,534,829), television claimed some $3.5 million
more than in 1961. The added TV money came mainly
from decreased spending in general magazines, down to
56,996,478 in 1962 from 1961’s $9,298,223, with another
cut in the budget for outdoor ($1,160,564 in 1961; $76,779
last year). General Foods spent 68.2% of its total ad dollars
in television during 1962, alinost equally balanced between
network (32.1%) and spot (36.1%). The company moved
up a notch in the five-year listing, was number four last
year.

No. 4—Ford Motor: Ford moved down by one in the
overall compilation, despite the fact that its total spending
increased in 1962 by more than $15 million. TV's share
increased slightly, from 28.4% in 1961 to 30.29% in 1962.
Total TV dollars were up to $20,507,863 from $14,832,924.
Ford increased its spending in both network and spot.
Magazines and newspapers received the biggest boost out-
side TV, up $6.5 million and $3 million, respectively. One
of outdoor’s best customers, Ford spent $3,994.980 in that
medium during 1962, an increase of almost half a million
over the 1961 figure.

No. 5—I.ever Bros.: Ranked the same as last year, Lever
decreased its total spending by some $4 million, down to
$53.599,631 from 1961's $57.362,992. TV, which has
claimed increasingly larger shares of Lever dollars, was the
recipient of 85.5% in 1962 ($45.852,873) . more on a per-
centage basis than in 1961 (83.2%) but less in actual
dollars ($47.738,418). The medium’s share in earyher
vears was 34.4% (1960), 82.5% (1959) and 75.87%, (1958).
Lever Bros. decreased its spending in newspapers by more
than half, from $5,35%,579 in 1961 to $2,354.678 in 1962.

No. 6--American Home Products: Total spending re-
mained about the same for this advertiser, which also
ranked number six in last year’s list. ~American Hom’e
spent miore in spot television ($11,42$,7SQ vs. 1961’s
$8.,713,090) with some of the dollars coming from Tgenerfll
1‘nagazines. down by more than $1.5 million. Network
television’s share of American Home dollars was off slightly
at 619%, while spot increased from 16.2% to 21.1%0?15 tf)tal
budget. Television’s share, overall, rose to 82.1% from
1961's 79.1%. . ‘ . '

No. 7—Colgate-Palmolive: This advertiser 11‘1qeased 'lt}?
rotal spending in 1962 by more than $10 ‘1T.11“10}l: wit
virtually all of the new dollars going to television; it’s now
the medium’s No. 2 advertiser, behind P&G. The Tnedmm
received $47,316,619 (94.2%) in 1962, compared with $36,-
505,110 (91.7%) in 1961. Bulk ?f t].le TV‘ déllars wen;
to spot. which has claimed steadily increasing shagrBe; 0
the company’s total ad budgets (from 19.1%’13 1 b:;
45.39, last year). Colgate-Palmolive was 1;112.1\60 num
eight last year, moved up one 1n the new listing.

No. 8—Chrysler: Down a notch from last year, Chrysler

. . S
‘ncreased its total spending by more than $8 million. Ne

- ~ - T ] mat 1 ney t 1() ;9‘) 369

} aI)C S Y¢ fi\( a ]y 0 t]le v dO”arS, ll‘) O $ ’ ’

;HDII 196(:1 S %‘(14,102,0_\). I \S also was boosted, 1lp fI"Om
2 T

~ F1E Q ) . TV’s share of
§6.620,217 (19.97c) to 88,515,844 i) To page 96
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MEDIA STRATEGY

by Wm. Wrigley jr. Co. and Pepsi-Cola, new to the list
this year and ranked 48th and 50th.

Since the main purpose of the continuing study is to
measure and interpret the performance of television in
the economic arena—to see how it’s faring in the unending
competition among media for larger shares of advertiser
budgets—other conclusions can be drawn. The breakdown:

Of the 50, 32 spent more in 1962 in the six measured
media than they did in 1961.

Ot the 50, 35 spent more in television in 1962 than they
did the previous year; 15 spent less. On a percentage-of-
budget basis, 34 increased T'V's share, 16 decreased it.

Only 24 spent more in newspapers; 25 spent less (one
advertiser spent no money in the medium in either 1962
or 1961).

Thirty-two spent more in general magazines in 1962
than they did in 1961; 17 spent less and one spent nothing
during either year.

Only 19 spent more in farm publications, while 14 spent
less: 17 spent nothing during either 1962 or 1961.

Thirtv-three increased their spending in business publi-
cations during 1962; six decreased it while one stayed the
same. Ten spent nothing during either year.

Only 21 of the Top 50 increased their spending for out-
door advertising, while 16 decreased it. Thirteen spent
nothing in the medium during either 1962 or 1961.

Other conclusions can be drawn from the basic data it
self. Certain of those conclusions have been excerpted in
the thumbnail analyses of the Top 50 advertisers which
appear below:

No. 1—Procter & Gamble: The nation’s largest advertiser,
both for 1962 and the newly-compiled five-year listing,
remains television’s best customer. In 1961 television was
the beneficiary of 94.9%, of P&G’s ad dollars—$108.6 million
for TV from a $114.5 million total. For 1962 the company’s
total expenditures increased to almost $120 million. And
though TV’s percentile share was slightly less than for 1961
(93.3%), total TV dollars increased by more than $3
million. The bulk of the increase went to spot television,
while PRG’s spending in network—$51.7 million—remained
virtually the same as for the previous year.

No. 2—General Motors:  This advertiser continues to
favor magazines and newspapers over television. Still, TV
received more GM dollars in 1962 than in 1961 ($30.094,-
201 and 26.79 vs. $28.833.310 and 27.8%). General
Motors’ TV expenditures totaled more than the TV dollars
spent bv Ford. Chrysler and American Motors combined.
GM is by far the largest advertiser in newspapers, general
magazines, business publications and outdoor. It increased
its spending in all four media during 1962.

There’s a gap of more than $200 million between the
five-year media totals of the first two advertisers and the
remaining 48. From number three down, however, the
descent is less precipitous. The list goes as follows:

No. 3—General Foods: Though GF increased its overall
ad spending by only $1 million during 1962 (360,637,987
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vs. $59,534,829), television claimed some $3.5 million
more than in 1961. The added TV money came mainly
from decreased spending in general magazines, down to
$6,996,478 in 1962 from 1961’s $9,298,223, with another
cut in the budget for outdoor ($1,160,564 in 1961; $76,779
last year). General Foods spent 68.2% of its total ad dollars
in television during 1962, almost equally balanced between
network (32.1%) and spot (36.1%). The company moved
up a notch in the five-year listing, was number four last
year.

No. 4—Ford Motor: Ford moved down by one in the
overall compilation, despite the fact that its total spending
increased in 1962 by more than $15 million. TV’s share
increased slightly, from 28.4% in 1961 to 30.2% in 1962.
Total TV dollars were up to $20,507,863 from $14,832,924.
Ford increased its spending in both network and spot.
Magazines and newspapers received the biggest boost out-
side TV, up $6.5 million and $3 million, respectively. One
of outdoor’s best customers, Ford spent $3,994,980 in that
medium during 1962, an increase of almost half a million
over the 1961 figure.

No. 5—Lever Bros.: Ranked the same as last year, Lever
decreased its total spending by some $4 million, down to
$53.599,631 from 1961's $57,362,992, TV, which has
claimed increasingly larger shares of Lever dollars, was the
recipient of 85.5% in 1962 ($45.852,873), more on a per-
centage basis than in 1961 (83.29%) but less in actual
dollars ($47.738,418). The medium’s share in earlier
years was 84.4% (1960), 82.5% (1959) and 75.8% (1938).
Lever Bros. decreased its spending in newspapers by more
than half, from $5,353,579 in 1961 to $2,354.678 in 1962.

No. 6—American Home Products: Total spending re-
mained about the same for this advertiser, which also
ranked number six in last year's list. American Home
spent more in spot television (511,428,750 vs. 1961’s
$8,713,090) with some of the dollars coming from general
magazines, down by more than $1.5 million. Network
television’s share of American Home dollars was off slightly
at 61%, while spot increased from 16.27 to 21.1% of total
budget. Television’s share, overall, rose to 82.1% from
1961's 79.1%.

No. 7—Colgate-Palmolive: This advertiser increased its
total spending in 1962 by more than $10 million, with
virtnally all of the new dollars going to television; it’s now
the medium’s No. 2 advertiser, behind P&G. The medium
received $47,316,619 (94.2%) in 1962, compared with $36,-
503,110 (91.7%) 1in 1961. DBulk of the TV dollars went
to spot, which has claimed steadily increasing shares of
the company’s total ad budgets (from 19.1% in 1957 to
45.3%, last year). Colgate-Palmolive was ranked number
eight last year, moved up one in the new listing.

No. 8- Chrysler: Down a notch from last year, Chrysler
increased its total spending by more than $8 million. News-
papers received many of the new dollars, up to $19,795,969
from 1961’s $14,102,825. TV also was boosted, up from
$6,620.217 (19.99%) to $8.515,844 (20.69%). TV’s share of

To page 96
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CLOSEUP
OREN HARRIS

1T'V'’S HON. HAIR SHIRT

By Epwin H. JaMmEs

S OoME 200 members and guests of the Broadcast Pioneers,
a stately order of old frontiersmen in television and
radio, gathered at a luncheon in Washington last month to
pay tribute to an unlikely object of their affections. After
several of the nation’s most prominent broadcasters had
lavished compliments upon him, the guest of honor was
given a bronze plaque weighing 42 pounds, or 30 more than
could have been lifted by most of those at the luncheon.
Inscribed on the plaque was an effusion of praise for, of all
people, Oren Harris, chairman of the Interstate and Foreign
Commerce Committee of the United States House of
Representatives.

A more bewildering testimonial could hardly be imag-
ined, unless Al Capone, Frank Nitti, Mad Dog Coll and
their associates had banded together in honor of Eliot Ness.
Over the past six years Oren Harris had caused broadcasting
more trouble than any other man in Washington. In divect
consequence of investigations conducted under his com-
mand, television station licenses have been revoked, a
member of the Federal Communications Commission has
been prosecuted for taking bribes, a chairman of the FCC
has been drummed out of office for accepting hospitality
from a venerated broadcaster, public ido!s that were built
by television have been smashed, one network president
has lost his job and others of still higher status have been
humbled.

Even as Harris was being eulogized by the Broadcast
Pioneers last month, broadcasting was in a turmoil over his
latest investigation. To his list of exposures of cherished
institutions — the acquisition of television stations by
trickery or political influence, the rigging of television
quiz shows, the heaping of payola upon broadcasting by
record companies clamoring to get mwusic on the air —
Harris had added another. He had revealed imperfections
in radio and television ratings. The effect on Dbroadcasters
could not have been more traumatic if Harris had dis-
covered that General Sarnoff’s commission was faulty, that
Frank Stanton’s Ph.D. thesis was written by a ghost or that
Leonard Goldenson was really a popcorn machine.

Yet there in the ballroom of Washington’s new Interna-
tional Inn on that bright June day was a smiling Oren
Harris with a 42-pound plaque attesting to the gratitude of
broadcasters. “Can you imagine,” whispered one non-
Pioneer, “how big a plaque they'd have given him if one
of them had been hanged’?

Hanging would have been little worse than the fates that
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have belallen some who have appeared before Oren Harris
in a hearing.

Richard A. Mack, a Florida Democrat appointed to the
FCC by President Eisenhower, resigned after Harris
threatened to introduce a resolution impeaching him. Later
Mack and a crony, Thurman Whiteside, were indicted and
tried for conspiring to rig the award of channel 10, Miami,
to National Airlines, the winning applicant among four
that had competed for the facility. The trial ended in a
lang jury. By then Mack’s health was broken. When last
heard of, he was a part-time handyman in a Florida motel.
Whiteside was retried and acquitted but apparently got
little consolation out of being set free. He committed
suicide.

Six television station grants were called back [or rehear-
ing by the FCC as a sequel to the Harris committee’s dis-
closures of off-the-record contacts between commissioners
and station principals or purported go-betweens. Two
grants were revoked. National Airlines lost its Miami
station, which was worth, by conservative estimate, at least
$6 million at the time. Biscayne TV Corp. lost its channel
7 in Miami, which was worth even more (although Biscayne
got back $3.4 million by selling its physical plant to its suc-
cessor) . Three stations were restored to original owners,
but only after protracted and expensive hearings. One case
is yet to be resolved.

Charles Van Doren, an English instructor at Columbia
University and son of the distinguished historian, Mark
Van Doren, won $129,000 on Twenty-One, an immensely
popular NBC-TV quiz program, in 1957, was then hired
by NBC as a $50,000-a-year commentator, meanwhile got a
Ph.D. and promotion to an assistant professorship and was
sitting on top of the world until Nov. 2, 1959, when he
appeared before Oren Harris. Within minutes Van Doren’s
career was wrecked. He confessed that he had bheen given
all the answers to the questions that were asked hint in 14
weeks of appearances on Twenty-One. Van Doren was
fired by NBC and Columbia University. It was three years
before he was able to get a job, and that an obscure one in a
book publishing company.

Van Doren’s confession pulled the plug on a conspiracy
of silence that had defied earlier investieations of the quiz
shows. Harris was able to prove that all the big ones had
been fixed—including the $64,000 Question, the original
that started the quiz fad. Within a month, Louis G.
Cowan resigned as president of the CBS Television Net-
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CLOSEUP: OREN HARRIS continued

Harris likes to refer to himself as “a country boy of humble ori,ég‘ins”-—-and he 1is

work. Before joining GBS, Cowan. as an independent
producer, had created $64,000 Question. Although he was
never implicated in the rigging of the show, he charged
that Frank Stanton, president of the parent CBS Inc., had
forced him to resign. Stanton retorted that he was worried
about Cowan’s health. (Cowan had been excused from
testifying before Harris on a doctor’s statement that he
was suffering a thrombosis of the leg.) Cowan has never
returned to the broadcasting business.

It was a little more than a year before another name was
added to the Harris casualty list.  The resignation of
John C. Doerfer, Republican chairman of the FCC, was
accepted as “wise” by President Eisenhower after a Harris
subcommittee had questioned Doerfer about a six-day
vacation that he and his wife had spent in Florida aboard
the Storer Broadcasting Co.’s yacht, Lazy Girl, and about
the flight of the Doerfers to and from Florida in the Storer
company plane. After leaving government on March 14,
1960, Doerfer opened a law office in Washington. Although
he undeniably had a special expertise to offer persons who
were in trouble at the FCC, it was a couple of years before
he landed a client. For a while he was an advisor to a
plastics firm in which Storer had an interest.

So far nobody has killed himself or gone on relicf as
a result of Harris’s latest investigation—into the ratings
services that are the ultimate thumbs-up or thumbs-down
for television programs. But then the investigation has not
yet heen closed. Harris has said that the disclosures to
date remind him of the quiz-rigging he turned up in 1959.
That remark has chilling implications.

If Harris’s trail is littered with the broken bodies of
broadcasters and their friends, why do the survivors persist
in touching their caps as he passes? Clear answers to that
question are difficult to come by.

One broadcaster who has studied Harris at close range
says: “It’'s hard not to like him. You don’t instinctively dis-
trust or feel inferior to him. Oren is a plain guy who has
never thrown off the characteristics of his modest be-
ginnings.”

A network executive with experience in Washington has
postulated: “Maybe he serves as an industry conscience. I
grant you that if this feeling exists, it is subliminal. But
just maybe he gives the industry some relief from its guilt
complexes.”

Someliow neither of those answers seems to get to the
heart of the Harris riddle. Harris may indeed be thought
of by some as an amiable Jiminy Cricket with an Ark-
ansas drawl, but there is more to him than that, although
he himself takes pains to cultivate an image of homely virtue
and open-faced simplicity.

“I am a country boy,” Harris says, “of humble origins.”
He says it with precise inflection, as though he had mem-
orized the phrase and trained himself to use it on occasions
when listeners need to be disarmed. He is entitled to say
it more naturally. Harris was indeed born on an Arkansas
farm a mile from the village of Belton, which was so small
that natives meant Nashville, Ark. (pop. 3,500), 10 miles
away, when they spoke of going to town.

Harris, who was born Dec. 20, 1903, was the third of four
children of Homer and Bettie Lee Harris. The oldest,
Willie, now 63, is now Oren’s administrative assistant. A
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sister, Obera, 61, is a widow who still lives on the old
Harris place. The youngest brotlier, Homer, now 49,
works for the Lion Oil Co. in EI Dorado, Ark.

The Hayris farm consisted of two pieces, one of 160 acres
and the other of 90 acres, separated by land belonging to
others. Some of the acreage was still uncleared, and to
add to the meager income received from cotton and can-
taloupes, the two principal crops, Harris’s father taught
school from time to time. When young Oren entered it,
the school was contained in one room. By the time he had
completed the elementary grades, it had become a three-
room establishment.

Harris had to wait to get to high school. Educational
facilities within commuting range ol his home ended at the
eighth grade, and hard times prevented his boarding out in
some distant community that had a high school. Harris
was going on 16 when the hard times got harder. As he
now recalls it:

“I can still remember in 19 and 19 (it is a Harris habit to
state dates that way, with an “and” between the figures) .
That was the year the cotton market broke. Cotton farmers
all over the South hit the wall.”

The Harris family was caught with some 40 bales of
cotton that in normal times would have commanded 35
cents or more a pound (there are 500 pounds to a bale).
“Some of it went for four cents,” he remembers.

Four-cent cotton never sent anvone to school. Harris was
almost out of his teens before he got to high school in
Prescott, Ark., some 25 miles from his home, and he was
22 when he entered Henderson-Brown College (since re-
named Henderson State) in Arkadelphia, Ark. Having
taken so long to get to college, Harris set out to make up
for lost time. By taking a heavy academic schedule and
attending summer school he graduated in three years.

PLAYING BOTH SIDES OF THE FENCE

A classmate, Ed Williamson, who is now chief clerk of
the Housc Commerce Committee which Harris heads,
recalls that Harris displayed political ambitions and talents
from the beginning of his college career. Harris started out
by being elected president of the freshman class and kept
running for and winning other offices throughout the rest
of his undergraduate years. ‘“‘Henderson was a Methodist
school,” Williamson says, “and Oren is a Baptist. We
accused him of picking Henderson so he could get both the
Baptist and Methodist votes. A fellow who did that could
just about write his own ticket in Arkansas.”

It is still no political handicap in Arkansas to be active
in Baptist affairs. Since Harris’s first election to Congress,
word has gotten back home from time to time that he
teaches Sunday school at the Calvary Baptist Church in
Washington and that his wife is among that institution’s
most active parishioners.

Upon graduation from Henderson-Brown, Harris wanted
to study law. He had picked up such academic momentum
while completing four years of undergraduate work in three
that he looked for a law school that was as speedy as he
was. He found it in Lebanon, Tenn., at Cumberland
University. Cumberland specialized in turning fledglings
into legal eagles in one year.

At Cumberland Harris found time for play as well as
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Until Repertoire Workshop.

Of the thousands of show business
hopefuls who each year struggle
for recognition, Marlyn Mason

is one of the lucky ones. She’s been
signed for a starring role on
Broadway this fall. Soon everyone
will know her face and name.

For Marlyn, the big break came
when she made a hit in an original
television revue, locally-produced
by KNXT Los Angeles, for showing
on Repertoire Workshop, a 35-week
series of half-hour shows devoted

Just
another
pretty
- face

to drama, music, poetry, dance and
other art forms. Produced jointly
by the five CBS Owned television
stations (seven half hours from
each station) and broadcast on all
five stations, Repertoire Workshop
is specifically designed to give
unknown and lesser-known local
talent a chance to be seen and heard
by vast audiences, via the leading
television station in each of five of
the nation’s largest, most important
cultural centers. Time called the
series ... more than praiseworthy,”
and Saturday Review hailed the

projectas ‘. .. an ambitious and
worthwhile non-network enterprise.”

Meantime, Repertoire Workshop
continues week after week to
provide a television showcase for
more new faces in all the creative
and performingarts . . . helping
gifted performers, like Marlyn
Mason, make the long, hard climb
from “nobody” to “somebody.”

®CBS TELEVISION STATIONS

A Division of Columbia Broadcasting System, Inc.,
operating WCBS-TV New York, KNXT Los Angeles,
WBBM-TV Chicago, WCAU-TV Philadelphia

and KMOX-TV St. Louis.
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Charles Van Doren was the most
spectacular victim of a Havris
investigation.  With him fell
the image of the TV industry.
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CLOSEUP: OREN HARRIS continued

work. He joined a social fraternity, Sigma Alpha Epsilon,
and grew a mustache that gave him an air of devil-may-care
urbanity. Before returning home with his diploma, Harris
shaved. Decent folks would never have trusted a lawyer
who had gone away to school and come back looking like
a riverboat gambler.

Another student at Cumberland during part of the time
that Harris was there was LeRoy Collins, who was to
become president of the National Association of Broad-
casters 30 years later. Neither recalls the other [rom student
days, although both were SAE’s. Considering the tenure of
acquaintances at Cumberland, it is understandable that
memories of them would be flecting.

Harris passed the Arkansas bar examination and was
licensed to practice in September 1930. He moved to Il
Dorado to join a law firm headed by a friend of his father.
El Dorado (which is pronounced “Elder Raider” in Ark-
ansas) has heen Harris’s legal residence ever since.

Private practice for a novice lawyer proved unrewarding
in those Depression years. Tn January 19 and 33, as IHarris
puts it, he got an appointment as a deputy district attorney
in Elder Raider and began to think of politics as a career.
“I could see that possibility,” he says. “My grandfather had
been a judge in that judicial district during the 18 and
80’s. My father had been superintendent of schools in my
home county of Hempstead, and my brother Willie had
been a county officer there. T had gone to high school at
Prescott in Nevayda county (spelled “Nevada™). I had
married a girl whose family was prominent in Arkadelphia,
and T was not unacquainted there myself.” In 1936 Harris
ran for the office of district attorney and was clected. Hce
was re-elected in 1938. By 1940, when his second term ex-
pired, he had managed to extend his contacts throughout
the four counties of the district attorney’s jurisdiction and
beyond. He ran for Congress and won. He is now in
his 11th term.

Harris's first 16 years in Congress were spent in relative
obscurity.  Like most members of the Housc he was
scarcely known to the general public outside his district.
On Jan. 3, 1957, his accumulation of seniority finally paid
off in his appointment as chairman of the Commerce Com-
mittee. He now had the springboard that was to propel
him to national prominence, but a year would pass hefore
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Harris has left a littered trail of broken bodies, ruined

When Harris zeroed in on the FCC, resignalions followed quick-
fy. Richard Mack (top) was first 10 go, his career and lis life
in shambles. Chaivinan John Doerfer, who opposed Harris openly
al a CBS meeling, found himsell out of a job within two weeks.

he discovered how to get from it the maximum bounce
to the ounce.

In his first year as chairman of the House Commerce
Committee Harris worked hard at being the broadcasters’
best friend. The biggest issue before the industry in that
period was subscription television which the FCC proposed
to authorize on a trial basis and to which all three tele-
vision networks and their affiliated stations were violently
opposed. Harris, at the prodding of network representa-
tives, wrote a series ol letters to the FCC suggesting it
lacked the authority to approve pay TV trials. In defiance
of Harris's suggestions, the FCC on Oct. 17. 1957, an-
nounced that effective the following March it would accept
applications for subscription operations. It might as well
have slapped Harris in the face while he stood in the well of
the House.

A future turn of personal fortune for one man may have
been foreshadowed by the confrontation of the congress-
man and the regulatory agency. The chairman of the FCC
that defied Oren Harris was John C. Doerfer, who was then
new on the job.

Once the FCC announcement was out, Harris called hear-
imgs on subscription television, and the industry brought
up its bigeest guns. Coincidentally television stations across
the nation opened up with editorial campaigns that stirred
up hundreds of thousands of letters from indignant citizens
who feared that free TV was being taken away. Supported
by the public outcry, Harris got a resolution through his
committee telling the FCC to suspend action until the
Congress could decide if the commission had the authority
to activate pay TV. A similar resolution was passed by the
Senate Commerce Committee. This was more power than
the commission could buck. The FCC pulled back its pay
TV notice.

OTHERS IRONS IN THE FIRE

Harris had no chance to savor his victory in the sub-
scription television dispute. While he, as chairman of the
parent Commerce Committee, had been preoccupied with
the campaign against pay TV, a subcommittee he had ap-
pointed to investigate the FCC and the other regulatory
agencies had been getting out of hand. In the very week
that the Commerce Committee voted out its resolution
against pay TV, the subcommittee was making a national

name for itself with a hearing in which members of the
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careers in his wake as he rose to pre-eminence as the industry’s watchman
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FCC were accused of malfeasance. fraternization with the
industry and the fraudulent collection of government ex-
penses for trips on which broadcasters picked up the tabs.

If Oren Harris searched the newspapers for word that
he had stemmed the tide of subscription television, he
found instead headlines excitedly describing the great
work of subordinates who owed him their jobs. Suddenly
Bernard Schwartz, Morgan Moulder and the oddly named
Legislative Oversight Subcommittee had become household
words from coast to coast while Oren Harris, although dear
to the hearts of television broadcasters, had a public recog-
nition factor of zero outside Elder Raider, Arkadelphia,
Belton, Nevayda County and the rest of the fourth con-
gressional district of Arkansas.

The Oversight Subcommittee was created in 1957 to over-
see the work of the regulatory agencies, the FCC, the Feder-
al Trade Commission, the Civil Aeronautics Board, the
Federal Aviation Agency, the Federal Power Commission,
the Interstate Commerce Commission and the Securities and
Exchange Commission. Under the chairmanship of Rep-
resentative Morgan Moulder (D-Mo.), and with an appro-
priation of $2 50,000, the subcommittee hired Dr. Bernard
Schwartz, head of the Comparative Law Institute of New
York University, as chief counsel and set to work on an
investigation centering on the FCC and FTC.

In January 1958 Schwartz snbmitted to the subcommittee
a memorandum urging iimmediate hearings into FCC prac-
tices and the depo1tment of FCC members.  Although
Schwartz was supported by Moulder and Representative
John Moss (D-Calif), the other subcommittec members
voted him down in favor ol a general heaving on the
functions of all the agencies. Schwartz began leaking
information to the newspapers and implying that he had
evidence of a scandal that the subcommittee was trying to
suppress.  When the New York Times a appeared with a
Complete report of Schwartz’s charges of sknlduggery, Har-
ris, as chairman of the parent comnmittee, began maneuver-
ing to get the investigation back under COllth]

It boﬂed down to a struggle between Harris and Schwartz.
In Moulder, Schwartz had an ineffective ally.

The two antagonists had been born ro detest each other:
Harris, at the age of 54, the practical politician, conserva-
tive by nature, retaining traces of a farm boy’s suspicions
of big-city ways; Schiwartz, 20 years younger, a professor
with little experience off the campus, opinionated. arrogant;
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The latest scalp on the
Harris belt belongs to the
ratings  industry, whose
reputation  was under-
mined both publicly and
professionally as a result
of the Commerce Com-
millee’s questioning  of
rating  procedures  and
techniques. A. C. Nielsen
(three of its executives
are pictured testifying at
left), as the largest rating
company, had most to
lose. Harris savs he’s not
yet finished with that case.

Harris, a southern Baptist, a joiner of the Masons, the
Shrine, the Knights of Pythias, the Lions and Sigma Alpha
Epsilon, the man who raced through college, once he got
there, so he could go out and make his mark; Schwal tz,
uneasy in the company of those outside his calling, a Jewish
scholar who went to school to stay; Harris, in his 30’s, erect
and ever ready for the camera’s flash; Schwartz, in his 30,
slouched in rumpled clothes, peering at an unattractive
world through glasses as thick as bottle botroms.

Neither man won all he wanted, but neither lost all he
could have.

VERBOSITY FINDS A WAY OUT

Harris shouldered Moulder aside and assumed the chair-
manship of the subcommittee. At a public hearing he
called Schwartz to account for statements he had made.
Had Schwartz been quoted correctly as saying: “They could
convict me for contempt of Congress, [or I have nothing
but contempt for most members of this committee’?

“I am given to witticisms,” Schwartz replied. “I am an
egghead.”

Before he was through Schwartz had insulted almost every
member of the subcommittee who was present. Of himself
he had a higher opinion. He was, he said, “one of the
foremost authorities” on the regulatory agencies. “I think
it is fair to say. and I am not boasting or anything, that
despite my age, anyone who knows anything about this
subject would place me among the first five leading authori-
ties in the country.”

Harris let Schwartz talk himself out of the job. The
subcommittee voted to fire its chief counsel, and afterward
Moulder formally resigned the chairmanship. The risk
Harris ran at that point, of course, was that Schwartz would
deliver all the evidence he had accumulated to the nearest
reporter for a large-circulation newspaper. To forestall
the transfer of the investigation from the subcommittee
room to the news organs of the country, Harris subpoenaed
Schwartz to appear as a witness. He knew that the most
dramatic case in Schwartz's possession was that of FCC
Commissioner Richard A. Mack.

As anticipated, Schwartz stated his testimony by present-
ing cancelled checks indicating that Mack had been in the
steady pay of Thurman Whiteside, a Miami attorney, who
Schwartz alleged had been acting for National Airlines,
winner of channel 10, Miami. Although Schwartz talked
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CLOSEUP: OREN HARRIS continued

The way Harris managed the Doerfer resignation showed a mastery of the quiet kill

about other things too, the Mack revelations gave the news
media all they could handle for the moment. Harris at last
had Schwartz under control, but he also had opened an in-
vestigation that now had to be pursued to a logical
conclusion.

T'wo weeks later Mack was called as a witness. Although
he stuck to his story that Whiteside’s checks had been
gifts or loans, it was brought out that Mack had an interest
in a Miami insurance agency that wrote policies for the
National Airlines station. After Mack was questioned for
a day and a half, Harris issued a judgment. “I do not like
to say this,” said Harris, “but we have heard you, we have
heard you through. T feel sorry for you, Mr. Mack. In
my opinion you are to be pitied, because I think you have
been used as a tool in this unfortunate mess. It seems to
me that the best possible service that you could render now
as a member of the Federal Communications Commission
would be to submit your resignation.”

By that time Mack was groggy from the questioning. “Mr.
Chairman,” he said, “I will certainly most seriously consid-
er your remark.”

The Mack case sticks in Harris’s mind, even though
others that developed later were more spectacular. It was
the point at which Harris proved he had the native clever-
ness and political savvy to subdue a rebellious committee.
It also involved a victim of a weakness that Harris’s Baptist
upbringing has taught him to deplore. Although Harris is
by no means a teetotaler, he tends to believe that souls can
be lost in the bottle. “Mack,” he recently said, “had gone
from bad to worse. I knew the man had indulged to such
an extent that he was irrational. Tt was a case to be pitied
more than anything else.”

Pity has not.always been Harris’s dominant emotion
when calling a witness to a hearing, as John C. Doerfer dis-
covered one bleak day in March 1960. Among broadcasters
Doerfer had become a popular FCC chairman. His views
on regulation coincided with the industry’s.

In a speech at a Washington meeting of presidents of state
broadcaster associations, Doerfer made the mistake of criti-
cizing some regulatory recommendations that had been pro-
posed by Harris’s Oversight Subcommittee. Four days later
at a convention of CBS-TV affiliated stations, also in Wash-
ington, Harris tore into Doerfer (who was in the audience)
for minimizing the extent of deceptive practices that the
subcommittee had discovered. Invited to reply, Doerfer
accused Harris of quoting him out of context.

The weakness of Doerfer’s position was known at the time
to Oren Harris and his investigators but to few others.
Doerfer and his wife had just returned from a Florida va-
cation as guests, all the way, of George Storer, head of
the broadcasting company that bears his name. Slightly
more than two years earlier Bernard Schwartz had ques-
tioned Doerfer at length about another Florida visit as a
guest of Storer as one of several trips that Doerfer had made
under the sponsorship of broadcasters. On the earlier oc-
casion Doerfer was saved by the Schwartz-Harris wrangle.
He was forgotten in the turmoil that led to the dismissal of
Schwartz and the introduction of the Mack case.

Four days after their dust-up at the CBS-TV affiliates
meeting, Doerfer appeared before Harris at a hearing that
had been scheduled some time before. Meanwhile. there
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had been leaks in the press about the Florida trip. Doerfer
had been asked to deliver a progress report on steps the FCC
was taking to clear up payola and other deceptions the
Oversight Subcommittee had uncovered. At the opening of
the hearing, Harris greeted him as he would any friendly
witness, let him read an extensive statement he had prepared
and asked a number of questions about matters then before
the FCC. 1In their turn of seniority, alternating between
Republican and Democrat, other members questioned
Doerfer at length, without so much as a personal reference.
When John Moss’s turn came, it became obvious that he
had drawn the assignment of doing Doerfer in. Moss, a
skillful interrogator, led Doerfer through a series of ques-
tions that were calculated more to confuse than clarify the
recent actions of the FCC that had been under discussion.
He toyed with Doerfer until he finally got to the point and
the whole story was laid bare. Harris had not asked a
question on the subject.

This time Harris let publicity do the work of forcing
an FCC member out of office. The Doerfer hearing had
taken place on a Friday afternoon. Over the weekend edi-
torials in influential newspapers began calling for his ouster.
On Wednesday Doerfer called on Eisenhower and got what
amounted to an invitation to resign. When Doerfer’s letter
of resignation had not arrived by 10 o’clock the next morn-
ing, a White House car was sent to his home to pick it up.
Harris had said not a word since the hearing the previous
Friday.

ONCE BURNED . ...

By the time he got to the Doerfer case, Harris had become
adept in the art of publicity management. He had learned
it the hard way. In some news accounts of his dispute with
Bernard Schwartz, Harris came off as a political hack who
was being showed up by a political scientist. In a later
incident Harris was splattered by a mess stirred up by
another member of his staff. It occurred during the Over-
sight Subcommittee’s investigation of the relationship be-
tween Sherman Adams, Eisenhower’s trusted aide, and
Bernard Goldfine, a Boston textile manufacturer who had
troubles with the Federal Trade Commission. One of
Harris’s investigators, Baron Shacklette, and a Drew Pear-
son writer, Jack Anderson, were caught bugging Goldfine’s
hotel suite. Shacklette was allowed to resign. The Harris
of a later and wiser period would have fired him summarily.

It was a much wiser Oren Harris who presided at the
television quiz hearings in the autumn of 1959. A Richard
Maney or Russell Birdwell in their prime could not have
set things up more shrewdly.

On Oct. 6, 1959, in a public hearing before Harris and
his Oversight Subcommittee, Herbert Stempel, who had
won $49,000 in eight appearances on NBC-TV’s Twenty-
One, testified the show had been rigged. Stempel had made
the same statement before, in secret testimony before a New
York grand jury that was later leaked and in conversations
with New York newspapermen. This time, however, he
had a forum that demanded attention.

Stempel said that he was finally told he would lose to
Charles Van Doren. He could not swear that Van Doren
too had heen coached, but it was a logical assumption.
Daniel Enright. the producer of the show, told Stempel in
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COVERAGE AREA ® NCS '61
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*kDr. LeGear (1902-1919), a record-breaking
1Y6-ton Percheron, was 21 hands (7 ft.) high.

RADID :
WKZ0 KALAMAZOO-BATTLE CREEK
WIEF GRAND RAPIDS .

WIEF-FM_ GRAND RAPIDS-KALAMAZOO
WWIV-FM  CADILLAC

TELEVISION
WKZO0-TV GRAND RAPIDS-KALAMAZOO
WWTV/ CADILLAC-TRAVERSE CITY
WWUP-TV SAULT STE. MARIE
KOLN-TV/ LINCOLN, NEBRASKA
KGIN-TY GRAND ISLAND, NEB.
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BUT... WKZO-TV Outpulls ’Em All
in Greater Western Michigan!

When it comes to television viewing in Michigan
outside Detroit, WKZO-TV doesn’t horse around!

WKZO-TV’s heavy-draft performance runs through
just about every page of the March '63 NSI. It shows
the WKZO-TV {(rack record averaging 399, more homes
than Station “B,” 7:30 p.m.-11 p.m., Sunday through
Saturday.

And ARB (March ’'63) shows WKZO-TV pulling hard
during daytime, too; for example, averaging 759, more
homes than Station “B,” 9:00 a.m.-noon, weekdays.

l.et Avery-Knodel tout this champion to you! Aund

if you want all the rest of upstate Michigan worth having,
add WWTV/WWUP-TV, Cadillac-Sault Ste. Marie, to your
WEKZC-T'V schedule.

WKZ0-TV

1000" TOWER

100,000 WATTS @ CHANNEL 3 @
Studios in Both Kalamazoo and Grand Rapids
For Greater Western Michigan
Avery-Knodel, Inc., Exclusive National Representatives
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CLOSEUP: OREN HARRIS continued

Van Doren began: “I would give almost anything I have to reverse the course . . ..

advance that he would tie Van Doren twice, at a score of
17 to 17, and be beaten the third time by 18 to 10. (On
Twenty-One questions had point values of 1 through 11,
in order of their difficulty.)

A couple of days after Stempel testified, Van Doren sent
a telegram to Harris attesting to his innocence. Then he
vanished for a week. Van Doren’s disappearance added an
air of mystery to a story that already had all the other
ingredients that rated page one even in conservative news-
papers. It was a classic for publicity manuals. Van Doren
even made the cover ol Life.

On Nov. 2, 1959, the Oversight Subcommittee room was
jammed with reporters and photographers. A little beforc
10 a.m. the massive doors between the committee chambers
and the hearing room swung open, and Oren Harris led
Charles Van Doren in. He paused long enough for the
swarming photographers to collect a massive record of the
occasion (no pictures are permitted during sessions of
House committees) before seating him as a witness.

Harris administered the oath in slow and measured tones.
When he said: “So help you, God.” he sounded as if he had
worked out a deal with the Deity.

Van Doren sat down. “May I ask first, sir, if I may have a
glass of water,” he said. “I am sorry to trouble you.” Then
he began reading the statement he had prepared.

“I would give almost anything I have,” he said, “to re-
verse the course of my life in the last three years. I cannot
take back one word or action: the past does not change for
anyone. But at least I can learn from the past.

“I have learned a lot inr those three years, especially in
the last three weeks. T've learned a lot about life. T've
learned a lot about myself, and about the responsibilities
any man has to his fellow men. I've learned a lot about
good and evil. They are not always what they appear to
be. T was involved, deeply involved, in a deception. The
fact that I, too, was very much deceived cannot keep me
from being the principal victim of the deception, because
I was its principal symbol . . .7

It was all anticlimax after that. Harris had succeeded in
breaking a case that had buffaloed the New York district
attorney. A special New York grand jury had heard 200
witnesses in 59 sessions and was unable to come up with
clear evidence that the quizzes had been fixed. As a sequel
to the Harris disclosures, Van Doren and 19 other contes-
tants pleaded guilty to perjury. They drew suspended
sentences from judges who figured they had already bheen
punished enongh.

Harris's interest in ratings. which his Investigations Sub-
committee has been exploring in hearings beginning last
March, originated during his Legislative Oversight Subcom-
mittee’'s hearings on the quiz shows. In the quiz hearings
many witnesses testified that quizzes were rigged for maxi-
mum theatrical effect in an effort to keep the ratings high.
“It became abundantly clear,” Harris explained last month
in a speech to the Sales Executives Club of New York, “that
the fate of individual centestants and of the programs
themselves depended on the ratings, and often on very
small, and thus statistically meaningless, margins.”

In the hearings this year, the MHarris stafl has disclosed
enough shortcomings in all the ratings services to set the
industry’s teeth on edge. The National Association of
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Broadcasters has formed a Rating Council to set up systems
of auditing the commercial services and establishing stand-
ards they must meet. There is no doubt that the broad-
casters will take action; Harris has threatened to introduce
regulatory legislation if they don’t.

For all the furor that Harris’s many investigations have
kicked up and the human wreckage that has been left in
their wake, astonishingly little legislation has come out of
them. The reason is that Harris is content to stir up the
problems and then let the industry itself settle them. One
Washington network executive recently observed: “The
ratings thing is typical. Oren is giving the industry a chance
to arrive at its own solution. Others on the subcommittee
were pretty vocal in their demands for government regula-
tion, but now they've calmed down. I have no doubt that’s
because of missionary work by Oren.”

The real secret of the broadcasting industry’s general
affection for Harris may be that its power centers have
never been disrupted by anything he has done. Van Dorens
may fall, Macks may be sent into limbo, raters may be dis-
credited or even put out of business, but the profits of
television continue to rise. The few broadcasters who have
been hurt as a consequence of Harris actions may have
been as much the victims of accident as of design. It is
doubtful, for example, that at the outset of the Mack hear-
ings Harris realized they would ultimately lead to the
FC(C’s revocation of station licenses including the one held
for channel 7 in Miami by Biscayne TV Corp.

One of the stockholders in Biscayne was Niles Trammell,
former president of NBC and an old friend of Frank M.
(Scoop) Russell, who was NBC’s Washington lobbyist for
29 years until he retired in 1958 to set up a Washington
consultancy with NBC as a principal client. Among all the
people in broadcasting Russell is closest to Harris. It was
Russell who counseled Harris during one brief period when
Harris was a broadcaster himself.

On Jan. 29, 1957, less than a month after he became
chairman of the Commerce Committee, Harris bought 25%
of the stock of KkrRBR (now KTVE), the television station in
his home town of EI Dorado. Harris paid $500 cash and
signed a $4,500 note. a bargain considering the station’s
primary NBC afhiliation and its plans to build facilities that
would extend its coverage to include Monroe, La., a
larger market than El Dorado.

Just as Harris’s Oversight Subcommittee was beginning
its investigation of scandals at the FCC, Drew Pearson in
his syndicated column reported that Harris had a conflict
of interest himself in his ownership of a piece of the station.
Harris is acutely sensitive to publicity of that kind. He
sold back his stock for, according to FCC records. exactly
what he had paid for it. If he had held it a couple of years
longer, he would have realized a handsome capital gain. In
1960 the station was sold for $1.1 million.

So far as is known the El Dorado dcal was as close as
Harris has come to making any big money out of his associa-
tion with broadcasters. In clection campaigns, which occur
every two years, he can count on some contributions from
persons in the industry, but to all appearances his needs
are modest and his aspirations satisfied. He may not be the
biggest man on Capitol Hill, but he is certainly the biggest
to come out of Belton. Ark. END
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What can one company do to improve audience measurement?
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INTENSIFY A good research service doesn't just happen. It takes,
months — sometimes years — of development and continu-
ing refinement and improvement. [t takes meetings and

METHODS component testing and more meetings and more testing

to reach out for solutions to some of the problems of

di earch. W ve them all t
RESEARCH! g:rffcntcign,resgarc e may never solve them all to

Now, at ARB, this activity is being intensified, particu-
larly in our search for possible biases and sources of error
both in sample selection and in recording within the sample
homes. This pursuit strikes at what is currently the most
important area for improvement in audience research.

This operating philosophy of research and development
has always been a part of ARB. It had a great deal to do
with our decision to double samples. It accounted for the
recent completion of a comprehensive study, The Influence
of Non-Cooperation in the Diary Method of Television
Audience Measurement, soon to be published in book form.
There have been

oth'er advancements /-—/7_—-—~- AMERICAN
which you have seen (
reflected in the serv- u
\\__

RESEARCH
ice offered by ARB v BUREAU
over the years. There )
will be more. DIVISION OF C-E-I-R INC.

Www americanradiohistory com


www.americanradiohistory.com

INTERNATIONAL TV continued {rom page 49

An expanding overseas station roster gives U.S. distributors a lot of potential buyers

hopes additional sales in other [oreign
markets will put the project in the black.

Charles Michelson, president of
Charles Michelson Inc., which represents
34 station groups and stations ranged
from Gibraltar to Hong Kong, Africa to
the Philippines, buys programs for its
stations from all U.S. sources, is optimis-
tic about the apparent breakthrough in
tape shows. Michelson last month com-
pleted a deal with Van Bernard Pro-
ductions, Red Skelton’s production com-
pany, for thirty-two 1962-63 Red Skelton
Shows to be shown in Australia.

“With Gleason and Skelton showing
in Australia, some Judy Garland specials
playing overseas and William Morris
selling Sing Along With Miich, I'd say
stars are now taking more recognition of
the overseas market,” says Michelson.
“It is a breakthrough, and an important
one for quality.”

THE IMAGE ABROAD

Live-on-tape shows will not flood the
foreign market. There are not that
many of them produced domestically
and their cost overseas (with expensive
tape conversion to the various screen
line standards) is said to be from 259,
to 509, higher than film shows. The
Gleason Show does not feature guest
stars and while the Skelton Show does,
they are not usually top names—Ilower
scale talent agreeing more readily to
dollar returns. But despite these factors,
the taped shows can only help boost the
US. television image abroad. And it
needs boosting.

U.S. programing men dealing overseas
agree that former FCC chairman New-
ton Minow’s attacks on programing have
hurt us overseas. “You hear the phrase
‘vast wasteland’ used against you over
and over again,” says one distributor.
“The theme ol underdeveloped nations
of Axia and Africa, just beginning to
acquire TV service, gaining a lopsided
notion of Western culture by seeing too
many US. TV presentations is valid
but overplayed. More to the point is
the possible hurt being done commercial
TV. Most foreign countries lean to the
BBC-type broadcasting approach . . . re-
spectability. If they get the idea firmly
implanted that commercial systems like
those of the U.S. produce junk, then
second systems in developed TV coun-
tries and initial systems in emerging
countries could be doomed for commer-
cial TV.”

To the US. TV viewer the bulk of
the programing he watches is escapism.
To the foreigner viewing the same pro-
graming it is a mirror of national values.
And he may be getting false values out
of some U.S. product. The problem for
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the U.S. program producer is to satisfy
his own market first but also take into
account a program’s effect around the
world. There is doubt that the feat can
be brought off to please everyone with
regularity.

OVERSEAS RAPS

TV programing men go along with
the cause of program improvement but
they feel they've been taking some
strong raps overseas by a body they feel
should be looking out [or their interests
instead of hindering them—the U.S.
government.

John G. McCarthy, president of the
Television Program Export Assn., a
former head of the foreign department
in Hollywood’s Johnston Office and a
State Department official for four years
(minister in Paris), blasted Washington
for its television attitude in a speech
made several months ago. Said Mec-
Carthy:

“The repeated attacks by Washington
on the U.S. television industry . . . con-
gressional hearings, FCC hearings, and
the blanket indictment of the industry
by the FCC, has had widespread reper-
cussions in foreign markets everywhere.
In addition, the continual fomenting of
popular discontent by Washington with
the TV industry and the repeated indi-
cations that the only hope for better TV
lies through the government is an in-
hibiting and discouraging factor in the
growth of television in many markets.”

McCarthy then ticked off the “benefits”
the U.S. government is receiving from
the U.S. relevision industry. Among
them: a major contribution to the main-
tenance of high retail sales “at a time
when high retail sales have bheen the
strongest factor in helping the admin-
istration to weather recessionary trends
in the economy”; millions in tax dollars;
earnings in the millions overseas “‘to
meet desperate U.S. balance of payments
difficulty. . . .”

And more: a carrier of the Presidential
image and his policies “to over 60 coun-
tries in a way that a hundred embassies
and a dozen USIA’s could never achieve;”
an assist to American exporters in a
thousand different ways “by portraying
American products every day of the week
to hundreds of millions of potential pur-
chasers all over the world. . . .

“In return for such contributions,”
the TPEA chief continued, “it just
doesn’t make sense to me to revile the
programs of the industry and hold them
up to international scorn and contempt;
or harass and badger the industry with
highly-publicized hearings; or dangle
the sword of Damocles over networks
and stations on non-renewal of licenses

unless TV programing is recast in the
mmage that a small group of men in
Washington deem desirable.”

And McCarthy concluded, “If Wash-
ington continues on its present course
vis-a-vis the television industry, we shall
see increasingly in foreign markets the
attitude that [our] programs carry some
kind of stigma and that the audiences

.. must be protected from such tainted
merchandise. The vast majority of our
CUSLOMETS OVerseas are governments or
quasi-governmental agencies. Therefore,
the utterances of U.S. government offi-
cials are taken very scriously. Many of
these utterences . . . are made [or do-
mestic consumption . . . however, their
words do not stop at the water’s edge.”

Whatever our program image over-
seas, it hasn’t so far seemed to hurt the
foreign grosses. They stood at about
$40 milliont in 1961, climbed to roughly
$45 million last year and TPEA predicts
overseas earnings this year of approxi-
mately $55 million, “conservatively.”
While the income per negative on each
program series is relatively small, a grow-
ing volume of new business is putting
U.S. program distributors up to record
international volume.

John McCarthy notes that U.S. dis-
tributors are now selling their product
in 66 countries, including the Iron Cur-
tain nations of Poland and Yugoslavia.
In terms of revenue he sees the best
market currently as Canada followed by
Australia, Japan, United Kingdom, West
Germany.

NEW STATIONS A’BORNING

In terms of the future, an expanding
overseas station roster gives U.S. dis-
tributors a lot of potential buyers. USIA
records indicate 158 new free world sta-
tions went into operation last vear. Ger-
many and Italy, currently with govern-
ment run television, are considering com-
mercial systems. The Swiss government
recently outlined plans for a commercial
system, and advertising (estimated in-
come from commercials: $3.5 million)
will probably be introduced to Swiss TV
screens next year.

In the Netherlands a TV syndicate has
been formed by an association of cinema
exhibitors, producers and distributors to
gain them participation in the operation
of an anticipated second—and commer-
cial—Dutch TV network. (Said one re-
port on the syndicate: *. . . representa-
tives of the film industry will seek to
regulate programing and advertising
messages so as to minimize the inevitable
harm done the cinema box office.”)

And in Australia this year, third com-
mercial TV channels have been assigned
in Sydney and Melbourne (with NBC
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In the land of the Kabuki—western world theatries now shares the stage with
the ancient art of Japanese playmaking. The new power, television, has shaped
modern patterns in Japan’s dissemination of news, culture, and information. NBC
International has been the leading contributor in this advance. It continues to be—
not only in Japan, but the whole world over. Our specialists are welcome advisors
in areas of programming, production, and technical development. Recognized as
professionals in the television communities of five continents—their success has
created a willing, mutually satisfying exchange of programs between nations. Let
them open the door to foreign markets for you—help you sell programs in every
category. To become part of this world-wide design . ..call NBC International

30 ROCKEFELLER PLAZA, NEW YORK, NEW YORK
OFFICES AND REPRESENTATIVES WORLDWIDE
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INTERNATIONAL TV continued

“Western Europe today adheres to a monopolistic or govemmontal TV approach”

getting a 59, interest in the Sydney op-
eration) and hearings are opening for
additional commercial channels in three
other Australian cities.

For U.S. program distributors, com-
petitive TV systems mean competitive
pricing, more dollars under free trade
systems. While individual distributors
can wheel and deal on their own, their
voices singly don’t carry much weight
overseas. Most of the diplomacy and
“enabling actions” that clear paths for
U.S. salesmen to sell have been left to
two lobby groups, Television Program
Export Assn. under John McCarthy and
Motion Picture Export Assn. under for-
mer NBC executive and one-time head
of Screen Gems international division
William H. Fineschriber Jr.

While the two groups show occasional
flares of domestic rivalry, seek credit as
the “real” instigator for each break in
an overseas quota, censorship program or
newly-warmed attitude, both are actually
pulling for the same goals and to both
go varying shares of credit.

TPEA, now three years old, includes
as members ABC, CBS, NBC, MCA,
NTA, Desilu, Four Star and Danny
Thomas. MPEA’s membership includes
Allied Artists, Walt Disney, Paramount,
20th Century-Fox, Universal, Warner
Bros., Screen Gems, MGM and United
Artists, the last three former TPEA
members also who dropped out of TPEA
earlier this year to stay exclusively with
MPEA.

A surface reason [for Screen Gems,
MGM’s and UA’s break with TPEA
would appear as a move to eliminate any
duplication that existed and to save on
membership fees. Says an executive
with one of the companies: “We're hope-
ful that eventually one trade organiza-
tion can speak for our industry. We
joined MPEA first and we left TPEA
because we felt it was just duplicating
MPEA’s efforts. Our leaving TPEA was
no fault of anything that group has
done.”

INCOMPATIBILITY

But the split probably goes deeper
than this. “Motion picture interests
have invested heavily in television,” says
one TV export man, “but the two me-
dia are not compatible in many situa-
tions. The composition of TPEA now
shows almost a pure television-oriented
membership. MPEA, on the other hand,
represents companies with historic ties
to Hollywood.

“MPEA,’ this executive continues,
“has to look out for overseas motion pic-
ture exhibitors who deal with Holly-
wood. And I don’t think MPEA will be
behind many bills in foreign lands that
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benefit TV to the detriment of motion
picture interests Both organizations
are probably just coming down to a bet-
ter alignment of interests.”

To MPEA, its declared interests are
officially with television. Less than 109,
of its members’ business overseas is re-
portedly in feature film vs. 909, in tele-
film.  “Our projects,” says Bill Fine-
schriber, “are in exactly the same areas
as those of TPEA. We have no problem
on joint efforts. We have the same ob-
jectives for different memberships.”

Both associations have been tackling
foreign barriers since 1959. Some that
have fallen: Italian allocations on dollar
exchange, South American dubbing
legislation, a string of price ceilings in
Japan, U.S. program resistance in Ger-
many, Brazil's Quadros decree which
would have restricted U.S. programs to
one-half hour in prime time, stiff USIA
criteria for program selling in Poland
and Yugoslavia.

The Japanese situation, now healthy
in the eves of U.S. distributors, was
helped along by repeated representations
of both MPEA and TPEA made to the
Japanese government. In 1959 there was
a blanket Japanese ceiling price on im-
ported U.S. telefilm of $300 per half-
hour, a strict limitation on the number
of programs that could be imported, and
a total dollar allocation of $1.1 million
[or all U.S. imports.

MPEA and TPEA pressure helped lift
the ceiling to $500 per half-hour [or
1960-61 and the total dollar allocation to
$2.05 million. In 1961-62 the ceiling
prices and the limitation on the number
of flms imported were eliminated and
the total dollar allocation was raised to
$3 million. This was raised again to
$3.3 million in 1962-63 and today the
ceiling has just about been eliminated.

Currently TPEA and MPEA have
their attention riveted on the General
Agreement on Tariffs and Trade
(GATT), a 37-nation world negotiating
body designed to hammer out world
trade practices supported by subscribing
governments. A television amendment
to the GAT'T—which, if passed, would
request the lowering of “unreasonable”
protective quotas on TV program im-
port, set up open markets for the pro-
ducers, distributors and broadcasters of
all countries—comes up for a full mem-
bership vote this month in Geneva.

John McCarthy feels that by bringing
governmental uniformity through GA'T'T
to program distribution, broadcasters
around the world will be free “to select
programs from all sources” on an open
market basis such as exists in the U.S.

If the TV amendment passes GATT,
US. TV exporters, for instance, could

petition the U.S. Government to ask
Great Britain to lower its “unreason-
able” 149, quota on U.S. TV product.
Barriers are not likely to come tumbling
overnight, but the U.S. Government
comes into the picture as a trade ally.

Fineschriber [eels that passage of the
GATT TV clause will bring more pres-
sure for free trade but that it will be no
panacea. “We can use the government
more energetically in our dealings and
this will give us prestige,” he says.

Lloyd Burns, vice president in charge
of international operations at Screen
Gems, top grossing U.S. distributor over-
seas, has feelings similar to Fineschriber’s.
He says, “GATT will help solve some
of our problems, but it is up to us indi-
vidually 1o improve our position.” With
or without GATT, Burns maintains he
has “always been bullish on the export
market.” It’s “done nothing but im-
prove in volume every year.”

Improve it has but most U.S. program
distributors won’t really be happy until
commercial TV systems are blooming
overseas. “‘Western Europe,” says Mc-
Carthy, “today adheres to a monopolistic
or governmental TV approach. We are
at their mercy on price in a buyer’s
market. And we won’t have a satisfac-
tory picture until competitive commer-
cial TV is introduced.” NcCarthy sees
it as vastly unfair “when a half-hour
British show is sold for $35,000 in the
U.S. while one of our half-hours com-
mands only $2,500 to $3,000 in the
United Kingdom.”

DICTATOR OF PROGRAMING

Fineschriber, too, notes the tough
times in Europe. “The man in charge
ol Danish television,” says the MPEA
executive, “is a former university pro-
fessor appointed by the Danish govern-
ment as a virtual dictator of programing.
What goes on television in Denmark is
in line with his personal tastes. He is a
culture advocate and it's pretty hard
to sell him action, especially when Den-
mark programs only three or four hours
of TV a day. We don’t have many
weapons against this kind of man.”

But Fineschriber sees commercial tele-
vision in Europe as “the wave of the
future” as audiences and programing
sources are built up. “Holland is
planning a commercial system and I see
Belgium and the Scandinavian countries
going commercial also. And if the com-
mercial boys want audiences, they will
want our product.”

How long will overseas television want
U.S. program product, taking into ac-
count that developing foreign systems
will one day be on firmer footings? Al-
ways, believe U.S. distributors. They
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“...Unquestionably the funniest, zaniest, most hilarious TV pro-
g@%a@@ series ever produce@ for @%I%dre%—and it’s all brand new!”

DICK GARLTUN Vice- Pres:dent & General Sajes Manager Trans Lux TV
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200 separate programs! 1'/2 minutes each! Screen it now! Audition prints available immediately.
TRANS-LUX TELEVISION GORPORATION NEW YORK - CHICAGO « HOLLYWOOD + MIAMI BEACH
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INTERNATIONAL TV continued

U.S. program men see more demand for U.S. product overseas in the coming years

will produce more of their native prod-
uct but it is doubtful if they will ever
match U.S.-type per show production
costs of $40,000, $70,000 or $140,000
when they can obtain these shows at
relatively low rents. ““T'hey just won’t be
able to get U.S.-type production quality
as cheaply themselves,” says one dis-
tributor.

If anything, U.S. program men see
more demand for U.S. product overseas
in the coming years. Says Sig Mickelson:
“The U.S. has seen much of its television
development already while the major
growth outside the U.S. is still to come.
We will always be ahead and we will
always be looked to as a source of sup-
ply.”

Says Screen Gems’ Lloyd Burns: “In
overall market situations we may see
the per cent of our product usage
drop on any one station or network.
But the drop will be more than compen-
sated for by the opening of more stations
and networks. In other words, we may
see individual decreases while overall
volume continues to rise.”

Program dealing overseas sometimes
presents odd situations. A half-hour
show may be sold to a British station for
$2,000. But a few hundred miles away
in Ireland, the same show may be selling
for as little as $27.50 “just to get started
in the market.” (Ireland, with only one
station in 1961, added six more last
year.) African nations, too, pick up TV
shows for fantastically low prices.

Dealing under price ceilings, poor
convertability circumstances or blocked
funds situations also adds odd twists. Mo-
tion picture organizations ran into these
problems long before television—and
found their way out of them. Getting
blocked funds out of foreign countrics
became a specialty with experts in
Hollywood’s Johnston office. To recover
money in Finland, bibles printed there
were taken in payment, sold in New
York for U.S. dollars. To get funds out
of Sweden, cash deals were made by
Hollywood with shipping interests to get
tankers repaired in Swedish yards.

A television problem on sales to Egypt
concerns that nation’s lack of foreign
exchange, which makes it “impossible”
for Egyptian stations to buy U.S. prod-
uct. One gimmick that was worked out,
however, had a Swiss group, building a
pharmaceutical plant in Egypt, buy pro-
grams for U.S. dollars in New York, sell
them to Egyptian television for Egyptian
pounds which were used in turn by the
Swiss to pay off construction of their
plant.

And smuggling prints into some coun-
tries is not unheard of.

U.S. distributors are currently taking

80

a beating in South American nations
with inflation-torn economies. They’ll
stay with these markets, however, be-
cause of their TV potential and expand-
ing station-building programs. Peru
added 11 stations last year, Brazil already
has 52 stations operating.

Just about every U.S. TV production
company is selling just about every one
of its film programs overseas, right down
to current network runners. Actually,
many distributors find a scarcity of
product to sell, so much has been sold
already. MGM-TV has already sold
Mr. Novak in Canada before the show
airs on NBC-TV this [all, and this situa-
tion is not uncommon.

Ralph Baruch, director ol internation-
al sales for CBS Films (about 73 pro-
grams running in 64 countries), finds
that where once foreign stations tended
to buy U.S. programs on the basis of
their American rating showing, “this
is becoming less and less a sales factor.”

“The Z20th Century program,”’ says
Baruch, “gers low U.S. ratings, partially
a factor of its time period. But it is
doing big overseas. Foreign buyers buy
by a show’s content now, what they think
will do well for their audiences. Eng-
land once bought top rated shows but
found many of them didn’t do as well
as their U.S. record. Lessons have been
learned.” There is always the exception,
however, and Baruch notes that the
Beverly Hillbillies is sold strongly “on
the basis of how well it has done in the
U.S.,” which, of course, has been terrific.

Baruch, who stoically suffered through
the booing at Montreux for the Julie
and Carol at Carnegic Hall award, is
happy over the breaking loose of live-
on-tape shows—Jfulie and Carol get-
ting talent rerun clearance for European
showing and the Jackie Gleason Show
sale in Australia. He sees long, hard
individual negotiations with talent to
ger more Lape shows moving overseas and
leels strongly that “talent is gypping
itsel” in holding out for stiff foreign
refirns.

NOT AS GOOD AS THEY LOOK

And Baruch maintains that U. S. for-
eign grosses are not as good as they look
on paper. “If we do a million dollar
business in Great Britain,” says Baruch,
“this is not a million dollars cleared.
Sales costs, producer’s share, maintaining
overseas offices and stafls, etc., are very
expensive. In the end we may retain
only $100,000.”

“Grosses per individual negatives,” the
CBS international man continues, “have
not grown as much as is being made ouut.
With the increase in overseas broadcast
hours and channels, we are selling more
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individual programs but income has not
kept up with overseas circulation in-
creases.”

Foreign buyers would have an answer
for Baruch. A little is better than noth-
ing! Buyer for overseas stations Charles
Michelson says of U.S. television inter-
ests, “Its been all take and no give up to
date.” Michelson believes, from his side
of the fence, that U.S. distributors do
not take into account what foreign econ-
omies can bear, think of everything in
U.S. economic terms.

“The activities of the TV export
associations and the U.S. distributors,”
says Michelson, “have been limited to
trying to get more out of foreign sta-
tions than anything else. They do not
appear to be aware ol any other activity
when actually they have a wonderful
opportunity to pioneer American tele-
vision overseas by offering consultation
services, sending top production person-
nel on world tours to assist and lecture.
They are only interested in getting as
many dollars as possible without giving
of themselves.”

And Michelson believes, if distributors
do not, that the current peak prices pre-
vailing for U.S. product may be due
for a tumble. “Prices right now are
spiraling.,” says Michelson, “but six
months [rom today they may be knocked
back 509, or more, or limitations on
the dollars that can be taken out of a
country may be stiffened.

“In Japan,” continues Michelson,
“sales of $4,500 to $5,000 for an hour
show are being made vs. old limits of
$2.000 to $2,500. But this does not mean
that Japanese stations can afford it.
They must maintain the program levels
they've built up. But they may not keep
up with the higher dollar pace for too
long a time.”

And, Michelson adds, if U.S. distribu-
tors are counting on a surge in world
commercial television to carry them on
to greater sales, “they must remember
that overseas advertising income levels
are low. And overseas advertisers are at
least seven to 10 vears behind the U.S.
in the use of advertising as a business
tool.”

Michelson represents one Australian
station group which some U.S. distribu-
tors have called part of an Australian
“cartel” formed to defeat competitive
bicdding on U.S. programs. Says Michel-
son: “Pressures by American film sup-
pliers to increase their Australian prices
without regard to the local economy has
forced some Australian broadcasters to
establish ceiling prices in certain in-
stances. It is no cartel, just an association
formed for a specific purpose.

“Australia in size is larger than the
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U.S., but in population it is less than
greater New York City. It cannot afford
some of the kingsized prices being
asked.”

On the Australian situation, MPEA’s
Fineschriber says distributors, “are not
facing a cartel in its hard and fast sense.
The big boys are just doing more forci-
bly what they have always been doing

agreeing not to bid against each
other . . . trying to hold to set prices.
Australia, per capita, is still our best
market, and with country stations set
to come into the Australian TV picture,
it will get more competitive.”

One major U.S. distributor also is not
greatly disturbed by the Australian situa-
tion. “On a per negative basis,” he says,
“individual distributors have been able
to exceed some of the ‘set’ prices. It
is not a cartel in a firm sense. But it
isn’t a normal situation and it is mild-
ly coinaidental that so many of their
bid prices are similar.”

A number of American producers
have found ways around quota limita-
tions in various countries via the over-
seas co-production route, “It's a matter
of foresight,” says Michelson, who earli-
er this year was in on a deal with Trans-
Iux Television Corp. on the production
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of Translux’s The Mighty Hercules car-
toon series.

“We thought we might get in on the
Canadian production quota if we had
the show’s sound track prepared in
Canada. The producer took the idea to
Ottawa and they accepted it. And we
were given not 509, but a 100% Cana-
dian content credit—and Commonwealth
status for the sale of the show.”

Screen Gems also has overseas produc-
tions, started probing opportunities m
1961. Lloyd Burns says, “we started
modestly in Canada producing a chil-
dren’s program called Pickaletter, a five-
minute film show.” Screen Gems now has
52 programs in the series, has sold them
in some 20 U.S. markets, 25 more mar-
kets around the world, including birth-
place Canada.

Soon after Pickaletier production, SG
started a five-minute tape show in
Canada featuring Canadian journalist
Pierre Berton. The program was ex-
panded to an hour interview formuat,
now runs five hours a week on Canadian
television and ranks as one of the most
popular shows in the country. SG has
plans for a Canadian-produced panel
show, two game shows. All will be 1009,
Canadian, accepted as quota.
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Nigeria, just getting under way with its
government-run  Nigerian  Television
Service, called on NBC International Lo
help get things rolling. NBC chairman
Bob Savnof] signed the contract with
Nigeria’s dirvector of information, NBI
personnel moved in, helped build and
program NTS's channel 10 in Lagos,
will move out again as NBI-trained
Nigerians take over. The opening day
cevemonies (pictured on the left) liler-
ally brought dancing in the streets.

Flushed with its Canadian success,
SG now has a seven-minute children’s
program on a co-production basis in
Australia, is looking for more production
opportunities in Japan and Latin
America.

When U.S. program men are asked
the chances for foreign shows getting
U.S. sales, they generally say, “If they're
quality we’ll buy them.” But the fact is
that outside of a few foreign cultural
offerings, plays and documentaries, U.S.
television has given few foreign pro-
ductions a nod.

“The problem here,” says Lloyd
Burns, “is that foreign producers still
work for their local markets, do not or
cannot tailor-make shows for our tastes.
Their U.S. sales are accident by acci-
dent, not by design.”

Sig Mickelson at Time-Life Broadcast-
ing, involved with several overseas sta-
tions and production companies, says his
organization will try to stimulate its sta-
tions into future production for the U.S.
market, but “we are in a minority posi-
tion. It's hard to make foreign stations
conform to U.S. practics and tastes.” And
Mickelson adds, “language and dubbing
problems make the job doubly difficult”
for foreign, non-English speaking pro-
ducers to get their shows accepted in
the U.S. As with foreigners trying to
understand one of our psychological
dramas, how would the average U.S.
viewer react to a Japanese Kabuki
drama?

A certain amount of foreign product
has had success in the U.S., almost all
of it British made. The Third Man
series has had successful U.S. syndica-
tion. Shakespeare via the dge of Kings
dramas and others has had a chance on
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INTERNATIONAL TV continued

Foreign programing strength is in shows of a national character—music, drama

some group stations. Independent Tele-
vision Corp., a subsidiary of Britain’s
Associated TV, made a sale to CBS-TV
on its Danger Man series. And various
foreign-made, child-appeal shows are in
U.S. syndication.

I'TC, a British operation selling in the
U.S. as well as the rest of the world,
draws on world syndication, can work
without network sales. And ITC prop-
erties, made in England for the most
part, get a large play in the Common-
wealth markets. (U.S. distributors make
a point of saying that they do have world
competition through the likes of ITC
and that the U.S. is not the only pro-
gram source.)

Some foreign TV networks have set
up offices in the U.S. for selling their
product. have been making some sales,
notably to educational stations. Britain’s
Granada TV Network in New York cur-
rently offers 27 series (mostly British
made) plus six specials and documenta-
ries for U.S. sale. With its New York office
open for 18 months, Ganada has found
slow going. Granada agent Kay Camp-
bell calls the U.S. market “tough.” It
“takes a long time to break in,” she says,
“and the coming year will tell the story.”
Miss Campbell, however, calls her U.S.
prices good and getting better.

Presently, with the exception of Great
Britain, most TV nations cannot pro-
gram broadly for themselves or fill a full
broadcasting day, much less think of
programing with U.S. market sales in
mind. Their initial strength is in shows
of a national character—music, drama,
local culture generally.

Bur the U.S. has so expansive a world
eye that it has started producing a num-
ber of its network shows abroad. Fair
Exchange was partly produced in Great
Britain last season. On the network
calender for fall, Espionage and Harry’s
Girls are shooting in European locations,
may even eventually qualily as foreign
content shows under foreign quotas.

The American overseas involvement
does not limit itself, of course, to pro-
graming. Upwards of a dozen U.S. com-
panies have money and know-how in-
vested in stations and supporting services
in some 30 countries. For the most part
they receive no immediate return, plan
to operate in the red for many years
before getting substantial benefits.

These operations are delicate for they
involve foreign ownership. The invest-
ors are careful to explain themselves as
“partners in progress” and to staff up
overseas with foreign nationals to avoid
criticism. ‘They are for the most part
limited partners, for in almost all cases
foreign law limits outside ownership.

So far the big U.S. investors in the
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foreign broadcasting market have been
the three TV networks, Time-Life Broad-
casting International and to lesser ex-
tents Screen Gems, Macladden-Bartell
Broadcasting and Warner Bros.

ABC International, formed in 1959 as
a subsidiary of American Broadcasting-
Paramount Theatres, is by far the most
ambitious investor. National Broadcast-
ing International, following parent RCA
and RCA International into [oreign mar-
kets, is strengthening its foreign ties.
CBS Inc. is just getting its feet wet.

ABC today has minority interests or
representation in 32 TV and eight radio
stations in 20 countries reaching an es-
timated 14 million homes. Concentra-
tion has been on Latin American invest-
ment and commercial opportunities.

Tor the foreign stations affiliated with
it, ABC International offers what it calls
a “world-wide service contract,” a three-
pronged service offering (1) program
buying from all sources, (2) sales repre-
sentation selling any time the stations do
not and (3) a right to option time and
certain pre-emption rights for advertising
clients.

ABC has a rate guide on all its sta-
tions, can sell U. S. advertisers an hour
on JOEX-TV Tokyo (about $2,500), a
half-hour on NWS-9 Adelaide, Australia
(about $392) or 15 minutes on WNTV
Lagos-Ibadan, Nigeria (about $67.68),
combinations of everything, its seven
South American stations as a package,
a one-hour, one-time shot in all markets
for $12,626.96.

MANAGEMENT SERVICES

National Broadcasting International,
a division of NBC Enterprises, has “fin-
ancial arrangements and associations,”
“equity investments” and contracts with
about a dozen foreign stations and broad-
casting operations in 15 countries. It em-
phasizes its [acilities and management
services, which range from design lay-
out to installation of equipment,
training of personnel and, if clients wish,
direction of station operation.

NBI currently has management con-
tracts in England with TWW, an inde-
pendent program contractor, and in Ni-
geria with the governmentrun Nigerian
Television Service. NBT last fall helped
build NTS’s channel 10 station in Lagos
from the ground up, is now helping pro-
gram it and training Nigerian personnel
to take over—to “‘put us out of husiness,”
as NBI men are fond of saying.

NBI, formed in 1957, claims it is in the
black with “one of the best returns in
the company.” The division, with sta-
tion investments in Mexico, Argentina,
Australia, Kenya, Gibraltar and such
other exotic spots as Aden and Mauri-
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tius, also makes film sales, claims 68 film
series now selling overseas.

CBS Inc, with no formal international
division, operates through president
Merle S. Jones” CBS Television Stations
division, with CBS Films on the program
selling side. It is one of the major own-
ers of Proartel, a program production
company in Buenos Aires which serves
the channel 15 station there and a num-
ber of other South American stations. In
addition, CBS is part owner of another
production company, Pantel, in Lima,
Peru, which serves channel 13 in Lima
and other stations.

CBS also owns a minority interest in a
Trinidad television company and station,
has a mutual assistance agreement with
Italy’s RAI Network. And like almost all
of the U.S. broadcast investors, it is busy
scouting further foreign opportunities.

Time-Life Broadcasting International
owns a minority interest (an estimated
29%) in CLT Beirut, Lebanon—a two
channel TV station—owns half interest
in Du-Mont Time Production Co. in Co-
logne, Germany and late last year ac-
quired a minority interest (alongside
CBS) in Proartel, the Argentine produc-
tion company. And last month Time
was close to closing additional invest-
ments in Peru and Venezuela.

Macfadden-Bartell Corp., U. S. pub-
lishing and broadcasting group, owns
Telecuracao, a station in Curacao, Neth-
erland Antilles, will open another station,
Telaruba, in two months on Aruba in
the same Caribbean island chain.

Screen Gems owns WAPA-TV  San
Juan, Puerto Rico, and has an interest in
A.LC. Dubbing Co. in San Paulo, Brazil.
And Warner Bros. has a 259, interest in
ABC Television, British commercial pro-
graming contractor.

The broadcast investors are banking
on the growth potential of their over-
seas holdings. Pay-outs are usually
vears off, but with their U. §. station
holdings up to FCC limits, foreign enter-
prise is one way for the big U. S.
broadcasters to tap a source they know
can be rich. Even so, foreign invest-
ment can be a gamble.

Says Donald W. Coyle, head of ABC
Internatonal, “When we made the de-
cision to go into the international bus-
iness we made a decision to take risks.
We have to wait out our stations’ growth
periods but as it turned out, all but two
of our stations have improved their posi-
tions.”

As NBC International president Joe
Klein outlines NBI's aims overseas: he
wants (1) “to get a fair return on invest-
ment,” (2) “to engage in areas where we
can make a positive contribution and
where stable political and economic con-

TELEVISION MAGAZINE / July 1963


www.americanradiohistory.com

M 11 it

s T e vl e

ditions exist” and (3) ‘““to gain pres-
tige for our organization.”

Klein says, in answer to criticism that
NBI goes through doors opened by
RCA’s world electronic business, that it
isn’t so. “We try to disassociate from RCA.
As management service advisers we try
to get the best equipment for each job
at the best prices, from anyone.”

All the networks, in similar fashion,
emphasize that their associated foreign
stations are not a captive market for
their own film product. ABC Interna-
tional says that it actually buys more
programing from CBS and NBC film di-
visions than from ABC Films. CBS rec-
ords show only six CBS shows playing
on its Pantel-programed station in Lima
vs. 23 shows from other U. S. sources;
12 CBS shows playing the Proartel-pro-
gramed station in Buenos Aires vs. 27
shows from other American producers.

Don Coyle feels that there are “not
too many more investment opportuni-
ties” around overseas, “certainly there
will not be as many in the next five years
as there were in the last five. Where to
invest will be a matter of experience.”

It also will be a matter of staying with
the good things. ABC International has
reported that its six-station Central
American Television Network (CATN)
has blossomed from a five-station hook-
up reaching 48,000 TV sets in May 1960
to a 111,000 set draw by last month, a
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131%, increase. And ABC has pulled in
better than 75 international advertisers
as program sponsors for stations.

At Time-Life Broadcasting Interna-
tional Sig Mickelson believes that TV
overseas has enormous potential, espe-
cially in what might be termed back-
woods areas. Last year TBI was called
in to establish an experimental TV sta-
tion by the government of Pakistan as
part of a trade fair exhibit. With two
TBI men acting as consultants, the sta-
tion was equipped and programed (CBS,
Screen Gems, Encyclopaedia Britannica
and BBC shows plus local live), ran four
hours a day, reached 250 TV sets—but
huge audiences per set. Advertising
time was sold to local manufacturers
and retailers and booked solid.

The station shut down last January
because of no firm plans by the Pakis-
tan government to run it, but to Mick-
elson the experiment proved several
things. “I'm convinced, ” he says, “that
small stations like these can operate suc-
cessfully with a minimum of facilities
and studio equipment. Local personnel
can learn station operation swiftly. Ad-
vertising can be sold and there is no in-
tellectual protest against advertising of
the kind found in developed countries.”

While Mickelson sees a ravenous ap-
petite for television building in the un-
der developed nations, he also sees great
pressures running for commercial TV in

Europe. “European cultural and artistic
groups feel that there are too few out-
lets on the Continent for talent to dis-
play itself. Dramatic, music and art
groups are starting to bring intense pres-
sure for commercial TV.

With television booming or about to
around the world, and satellite commu-
nications a reality, the dream of an in-
ternational TV network linking many
nations on one hookup comes in for
more and more speculation. But it is
discounted as impractical as far as every-
day programing is concerned.

Most U. S. programing men see inter-
national TV as a straight news and spe-
cial event movement, transmissions of
the kind already performed by the Tel-
star and Relay communication satel-
lites. This kind of international televi-
sion is here. Not only was Major Gor-
don Cooper’s 22-orbit space flight seen
via Relay transmission in Europe, ABC,
long with hopes of a Western llemi-
sphere network, brought oft Cooper cov-
erage in a live, simultaneous transmis-
sion joining stations in Mexico, Canada
and the U.S.

The networks planned to transmit at
least a dozen prime time news specials
from Europe via Telstar IT when Presi-
dent Kennedy visited NATO capitals
late last month. CBS has also announced
telecast of a “town meeting of the world”
via Telstar on July 10 with three elder

|
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THE FRENCH BROADCASTING SYSTEM IN NORTH AMERICA

Announces
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In the Sperry Rand Building

1290 Avenue of the Americas
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INTERNATIONAL TV continued

Program men doubt if entertainment will make it simultaneously onto world screens

statesmen of the world—Dwight Eisen-
hower, Anthony Eden and Jean Monnet
—taking part.

While instant news clearly has a place
in the international TV picture, program
men doubt if entertainment fare, out-
side of an occasional special, will ever
make it simultaneously onto world
screens. Says Merle Jones of CBS:
“Not only do the problems of language
and line count conversion come up with
the international network idea, but the
difterences in time zones [urther com-
plicate things.

“I'm afraid international networks will
be built on actuality programing, climax
in such events as space shots, elections
and major news breaks. Problems in
this world have a habit of being solved
and anything is possible. But any kind
of substantial international network
still looks five years away. And in five
years we’'ll have jets able to span the
Atlantic in two and a half hours . . . and
we’ll be able to fly finished TV product
between nations quite rapidly.”

All this leads many TV communica-
tions men to believe that international
television comes down to straight pro-
gram exchange and physical doctoring,
not instantaneous transmission of other
than instant news.

The thought of satellite beaming of
entertainment programs leads one pro-
gram man to this conclusion: “Creators
of program material around the world
are not going to sacrifice rights to their
shows without reimbursement. I sce gi-
gantic problems in this area of who is
going to pay whom for what.”

TWO-WAY STREET

Merle Jones believes that world TV
can be a two-way street, feels that for-
eign import can get just as big as its
quality and the depth of foreign skill
can make it. And he sees straight pro-
gram exchange betwen nations, a tech-
nique CBS has been engaged in, as a
major force in future world television.

CBS is in its third year with the Inter-
national Hour, the International Pro-
gram Exchange series arranged by the
network’s station division with overseas
broadcasters. In 1961 seven [foreign
broadcasters contributed programs in re-
turn for wens-tv’s The American Mu-
sical Theatre series. In 1962 eight broad-
casters joined the exchange for wcau-
TV's Eugene Ormandy’s Sound of Amer-
ica. This year 13 broadcasters (repre-
senting 11 countries, 200 TV stations and
a potential audience of 150 million) get
a wesM-Tv-produced jazz show.

CBS’s five stations in turn this year
(in Saturday and Sunday daytime slots,
a sometimes criticized slotting for “the
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best” overseas has to offer) are pro-
graming the shows from the exchange
broadcasters, hour music and dance pro-
grams produced in Canada, Mexico,
West Germany, France, Japan, Switzer-
land, Ireland, Holland, Australia and
Yugoslavia. (weTa-Tv,  Washington,
D. C., educational station, also is getting
the international showecase.)

Perhaps U.S. television’s longest run-
ning contribution to overseas broadcast-
ing has been a straight business enter-
prise, and one of unquestionable value,
the export of TV equipment, a broad
range of items from transmitters and
tubes to TV studio equipment and gen-
eral parts. RCA claims the lead in this
area. Britain’s Marconi is probably sec-
ond in the world market.

U. S. Department of Commerce figures
for broadcast equipment export break
down into many categories, but taking
into account most of the TV equipment
areas, this export was roughly $19.3 mil-
lion in 1961, $14 million last year. This
market has been rough. Foreign com-
petition in electronics mounts yearly,
has shaved U. S. TV equipment export
$6 million in the last three years.

The U. 8. TV equipment export is a
small part ol total electronic export (up
from $613 million in 1961 to an estimated
$747.1 last year), but most of the over-
seas business is being done in television
studio equipment and parts, an indica-
tion of station facilities and programing
growth.

The export of television receivers, a
category apart from TV equipment, is on
the downtrend. Manufacturers in cmerg-
ing TV markets find the field profitable
and are quick to produce and compete.
U. S. receiver exports (radio and tele-
vision) were valued at close to $50 mil-
lion in 1961, dropped to $43.7 million
last year. The drop is deceptive, however,
in that U. 8. firms are shipping more
set parts and chassis for assembly over-
seas. Some U. S. set manufacturers, too,
have foreign plants whose oufput does
not show up in export figures.

FOREIGN COMPETITION

“Toreign competition,” says one
broadcast electronics man, “is rough,
and getting rougher, especially from
Japan and Germany. But we’re not do-
ing badly, especially is some ol the more
advanced equipment. And don’t forget
the dollars that fail to show up in the
export tables. Licensing arrangements
with European companies, patents, etc.,
bring in nice returns.”

The manager of brouadcast and TV
equipment sales for one American elec-
tronics major, calls Lurope his prime
business area with Latin America, Afri-
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ca and the Middle East showing good
call for individual items. Sales of video
tape machines and transistor recorders
are starting to go very well, and Europe
is starting up in initial color equipment
demand. Japan has just ordered a num-
ber of video tape and film recorders to
handle its forthcoming Olympic games
coverage.

“Foreign competition,” says the export
man ‘‘continues to be rough but we're
able to support our marketing effort with
quality, and this decides our success.”
He further notes that while new African
countries have strong past colonial ties to
Lurope, and to European manufacture,
“we are getting our share of the mar-
ket.”

EXPECTED DEMAND FOR UHF

RCA recently announced that it was
going back into production of UHF
transmitters (to keep up with the expec-
ted demand in UHF recent U. S. legisla-
tion is expected to bring about) and
equipment men feel that while UHF
isn’t a market overseas right now, they
note that England and Italy have been
planning UHF systems. UHF may
prove a good future market in the more
developed nations as second and third
station services come in.

Another growing business is develop-
ing in the sale of facilities packages—
putting new stations up and getting
them on the air. American firms in on
this are RCA and Visual Electronics and
General Electric is just starting. Mar-
coni and EMI in Europe are also active.

Visual has been doing most of its work
in South America, sold seven switching
systems in Brazil, film equipment to
Peruvian satellite stations, just finished
the complete furnishing of a new station
built in Lima right down to the TV
cameras, a $250,000 job.

Visual had four of its engineers
assigned to the Lima job, hired an
American living in Lima to supervise
the initial operation of the station and
the training of personnel. (According
to a Visual executive, many former Cu-
ban broadcasters are scattered around
South America right now lending valua-
ble experience to get new stations go-
ing.)

The U. S. television industry is now
deeply involved in the world market in
programing, advertising, station and al-
lied investment, equipment. It's in for
profit and prestige on a communica-
tions revolution it created within its own
horders and now exports. It has prob-
lems but it’s beating most of them. It’s
going to be overseas for a long time to
come and for a very simple reason: it’s
needed. FND
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AROUND THE WORLD
WITH TELEVISION

From Albania to Yugoslavia—a complete, up-to-date listing
of 1,143 TV facilities in 102 nations outside the United

States, including those on-the-air, under

construction, planned, inactive and experimental.

Compiled by official U. S. government agencies.

CALL VIDEO Power CALL VIDEO Power
CITY LETTERS LICENSEE FREQ. (ERP) CITY LETTERS LICENSEE FREQ. (ERP)
ALBANIA 1 station (Standards: 8 me¢ bandwidth, 625 lines, 25 frames) Brisbane ABQ Austr:élian Broadcast- 64.25 mc 100 kw
i —_ ing Commission
Tirana Government 59.25 me 20 w P BTQ Brichane TV Lid. 189.95 me 100 kw
Brisbane QTQ Quet%nsland Television 196.25 mc 100 kw
Ltd.
Canberra — Australian Broadeast- 86.25 mc 100 kw
ARGENTINA 8 stations (Standards: 6 mec bandwidth, 625 lines, 25 frames) c mng Commllssu_)r} 9 100 &
Algiers _— Radiodiffusion ) 203.45 me 500 w Canberra CTC aﬁl%?rra Television 182.25 mc W
'%‘gcl)(‘e;;l)smn Algerienne Darling Downs —_ Agstrzélian Broadcast- 86.25 mc 100 kw
i - diodiffusio ) . ing Commission
Constantine R%(‘ell(é{i)silcl)f: Xlgeriennelw Isme 50w Darling Downs DDQ Darling Downs 209.25 me 200 kw
gov O
Oran = Radiodiffusion 186.55 me 50 w Hobart ABT A?ﬁgaclé?nnn]f’iggﬁgf“t' 6425 me 100 kw
’%‘Scl)%xgl)smn Algerienne Hobart TVT Tasmanian Television 175.25 mc 50 kw
Oran — Radiodiffusion 21285 me 500 w i
Television Algerienne Launceston — Agigailrlllg%c]?r;ﬁ?s;ion 86.25 mce 100 kw
(govt) Launceston TNT Northern Television 196.25 mec 100 kw
Ltd.
Lismore e Australian Broad- 175.25 me 100 kw
. casting Commission .
ARGENTINA 8 stations (Standards: 6 me bandwidth, 625 lines, 25 frames) Lismore RTN Richmond Tweed TV  189.25me 100 kw
Buenos Aires Ls82 Government 17525 me 40 kw Melbourne ABV Australian Broadcast- 6425 me 100 kw
Buenos Aires 1.583 Cia. Argentina de 187.25 me  — ing Commission
. Television S.A, Melbourne HSV ision 182.25mc 100 kw
Buenos Aires 1L.S84 Ditcon DifusoraSCon- 199.25 me  — SLaisls S H%”ta;dﬂ%n Television mec
. emporanea S.A. o) ¢ isi 196.25 mc 100 kw
Buenos Aires L.S85 Rio de la Plata TV S A, 211.25 mec  — Melbourne GTv G%})erliaangafilgxlilt?f
Cordoba LV80 Universidad National 19325 mec — Newcastle NBN Newcastle Broadcast- §6.25 mc 100 kw
* (islcordoba ing & TV Corp,
Cordoba LUIHTV Telecolor S.A. 211.25 me  — Newecastle — Australian Broadeast- 102.25 nmic 100 kw
Mar del Plata LU86 qufusora Marplatense 181.25 me ing Commission
o o e i - &7 100 kw
Mendoza LV89 Juan Gomez 17525 me 2 kw Orange Atiﬁgé(lj%%ln?igg%}f%t 72 me 1
Orange CBN Country Television 189.25 me 100 kw
Services Ltd.
Perth ABW Australian Broadcast- 64.25mc 100 kw
AUSTRALIA 42 stations (Standards: 7 me bandwidth, 625 lines, 25 frames) Perth TVW b 18295 me 100 kw
Adelaide ABS Australian Broadecast- 64.25 me 100 kw
ing Commission
Adelaide ADS Television Broad- 182.25 me 100 kw
casters Lid.
Adelaide NWS Southern Television 196.26 mc 100 kw
Corporation Ltd.
Ballarat —_ Australian Broadcast- 86.25 me 100 kw CODE:
" ing C(t)rgcmission . « .
Ballara BTV Ballara Western 175.25 me 100 kw P . KX
Bend Vietoria TV Ltd. Experimental i Planned
endigo — Australian Broadcast- 57.25 100 kw EES H H
£ g Commraanast- 5725 me Under Construction t1 Inactive
Bendigo BLV Bendigo and General 189.25 mc 200 kw
Victoria Telecasters
Ltd.
85
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CALL VIDEO Power
CITY LETTERS LICENSEE FREQ. (ERP)

Rockhampton = Australian Broadcast- 86.25 mc 100 kw
ing Commission

Rockhampton RTQ Rogkhir{g)ton Televi- 18225 mc 100 kw
s10n 5

Shepparton — Australian Broadeast- 86.25 mc 100 kw
ing Comimission

Shepparton GMV Goulburn Murray 175.25 mc 100 kw
Television Ltd.

Sydney ABN Australian Broadcast- 64.25mc 100 kw
ing Commission

Sydney ATN Amalgamated Televi- 18225 mc 100 kw
sion Services
Pty. Ltd. _

Sydney TCN Television Corporation 196.25 me 100 kw

. Ltd.
Townsville — Australian Broadcast- 86.25 me 100 kw
. ing Commission

Townsville TNQ Telecasters North 18225 me 100 kw
Queensland Ltd.

Traralgon — Australian Broadcast- 9525 me 100 kw
ing Commission

Traralgon GLV Gippsland Latrobe 209.25 mc 100 kw
Valley Telecasters
Ltd.

Wollongong WIN TV Wollongong 95.25 mc 100 kw
Transmissions Ltd.

Wollongong — Australian Broadcast- 13825 mc 100 kw

AUSTRIA 12 stations (Standards:

Bregenz
Gaisberg
Graz

Hauser Kaibling
Innsbruck
Klagenfurt
Kleine Mugel
Lichtenberg
Semmering
St. Polten
Vienna

Vienna

AZORES 1 station (Standards:

Lages Field,
Terceira

BELGIUM 8 stations (Standards:

ing Commission

Oesterreichischer
Rundfunk (govt)
Oesterreichischer
Rundfunk (govt)
Oesterreichischer
Rundfunk (govt)
Oesterreichischer
Rundfunk (ﬁ ovt)
Oesterreichisc
Rundfunk (govt)
Oesterreichischer
Rundfunk (govt)
Oesterreichischer
Rundfunk (govt)
Oesterreichischer
Rundfunk (govt)
Oesterreichischer
Rundfunk (govt)
Oesterreichischer
Rundfunk (govt)
Oesterreichischer
Rundfunk (govt)
Oesterreichischer
Rundfunk (govt)

7 mc bandwidth, 625

lines, 25 frames)

175.25 mc
196.25 mc
189.25 mc
217,25 me
62.25 mc¢

210.25 mc
203.256 me
182.26 me
210.25 me
49.75 me

175.25 mc
495.25 me

CSB218TV AFRTS U.S. Air Force 181.25 mc¢

French language stations 8§19 lines)

Antwerp
Brussels
Brussels
Brussels
Brussels
Liege
Neufchateau

Ruiselede

(Flemish)
(French)
(French)
(Flemish)
(Flemish)
(French)

** (French)

(Flemish)

Belgische Radio en
Televisie (govt)
Radiodiffusion Televi-
sion Belge (govt)
Radiodiffusion Televi-
sion Belge (govt)
Belgische Radio en
Televisie (govt)
Belgische Radio en
Televisie {govt)
Radiodiffusion Televi-
sion Belge (govt)
Radiodiffusion Televi-
sion Belge (govt)
Belgische Radio en
Televisie (govt)

7 mc bandwidth, 625 lines,

48.25 mc
189.25 mc
196.25 mc
210.25 mc
217.25 mc
55.25 mc
217.25 me
48.25 me

BERMUDA 1 station (Standards: 6 mc bandwidth, 525 lines,

Hamilton

BOLIVIA 1 station (Standards:

La Paz

BRAZIL 52 stations (Standards:

Bauru S.P.

Belem P.A.
Belo Horizonte
M.G.

Belo Horizonte
M.G.
Brasilia D.F.
Brasilia D.F.
Brasilia D.F.
Campos R.J.
Conselheiro
Lafajete M.Gr.
Curitiba P.R.

Curitiba P.R.

Feira de Santana
B.A.
Fortaleza C.E.

86

ZBMTV

F—

Radio In-
confiden-

Lafaiete

TV
Paranaense
#* %,

Bermuda Radio &
Television Co. Ltd

Television Boliviana
S.A.

Bauru Radio Clube
S.A.

Radio Marajoara Ltda.
Governo do Estado de
Minas Gerais

193.25 mc

6 mc bandwidth, 525 lines,

6 mec bandwidth, 525 lines,

55.25 mc

55.25 me
55.25 mce

Radiotelevisao Itacolmi67.25 me

(Radio Guarani)
Radio Nacional de
Brasilia (govt)
Televisao Brasilia
Radio Rio Ltda.
Radio Rio Ltda.
Radio Rio Ltda.

Radio Televisao
Parana S.A. |

Sociedade Radioemi-
sora Paranaense
Ltda.

TV Feira de Santana

S.A.
Ceara Radio Clube
S.A.

61.25 me
83.25 me
181.25 mc
181.25 me
205.25 me
83.25 me

205.25 mc

61.25 me
55.25 me

80 kw
60 kw
60 kw
10 kw
60 kw
30 kw
10 kw
60 kw
5kw
60 kw
60 kw
400 kw

6 mc bandwidth, 525 lines, 30 frames)

50 w

25 frames;

100 w

5w

100 kw
100 kw
5w

100 kw

10 kw

100 kw

30 frames)
4 kw

30 frames)
S kw

30 frames)
2 kw

500 w
10 kw
31 kw
2kw
1kw
200 w
1 kw
10 kw
2 kw

10 kw

500 w

CITY

CALL
LETTERS

LICENSEE

VIDEO
FREQ.

Goiania G.O.

Goiania G.0.

Guaratingueta S.P.
Juiz de Fora M.G.
Londrina P.R.
Nova Friburgo R.J,
Porto Alegre R.S,

Porto Alegre R.S.
Porto Alegre R.S.
Recife P.E.
Recife P.E.

Resende G.A.
Ribeirao Preto S.P.

Rio de Janeiro G.A.

Rio de Janeiro G.A.
Rio de Janeiro G.A.

Rio de Janeiro G.A.
Rio de Janeiro G.A.

Rio de Janeiro G.A.
Rio de Janeiro G.A,
Salvador B.A.
Santos S.P.

Sao Paulo S.P.
Sao Paulo S.P.
Sao Paulo S.P.

Sao Paulo S.P.
Sao Paulo S.P.
Sao Paulo S.P.

Sao Paulo SP.

Sao Paulo

(beamed Valinhos)

Sao Paulo

(beamed Campos
de Jordao)

Sao Paulo (beamed
Piracicaba)

Sao Paulo (beamed
Valinhos)

Sao Paulo

(beamed Campos
de Jordao)

Sao Paulo (beamed
Piracicaba)

Sao Paulo (beamed
Valinhos)

Sao Paulo

(beamed Campos
de Jordao)

Sao Paulo (beamed
Piracicaba)

Volta Redonda R.J.

BULGARIA 3 stations

Plovdiv
Sofia
Varna

CAMBODIA 1 station (Standards:

Phnompenh

CANADA 80 stations (Standards:

Antigonish, N.S.
Barrie, Ont.
Brandon, Man.
Burnaby, B.C.
Calgary. Alberta

Calgary, Alberta
Carleton, Que.

Charlottetown,
(Prince Edward
Island)

Cc;\xr'ner Brook,

Cornwall, Ont.

Cranbrook, B.C.

Dawson Creek,
B.C.

Dryden, Ont.

Edmonton, Alberta

Edmonton, Alberta

Flin Flon, Man.

Goose Bay, Nild.

Grand Falls, Nfld.

Grand Prairie,
Alberta

Halifax, N.S.

Halifax, N.S.
Hamilton, Ont.
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AN

Rad. Difusora e Tele-
visora Anhanguera
S

A
Radio Clube de Goi-
ania S.A.
Radio Rio Ltda.
Radio Rio Ltda.
Televisao Coroados
Radio Rio Ltda.
Radio Televisao Pira-
tini S.A.
Radio Difusora Porto
Alegense Ltda.
Radio Sociedade
Gaucha_ S.A.
Empresa Jornal do
Commercio S.A.
Radio Clube de
Pernambuco S.A.

TV ItatiaiaRadio Rio Ltda.

PRE4TV
PRF3TV

PRBITV
PRGITV
TPRAGTV
“*PRHITV
PRF3TV

PRBITV

PRBITV
PRF3TV

PRBITV

PRF3TV

CFXU-TV
CKVR-TV
CKX-TV

CHAN-TV
CHCT-TV

CFCN-TV
CHAU-TV

CFCY-TV

CBYT
CJSs
CBUBT
CJDC-TV
CBLAT
CFRN-TV
CBXT
CBWBT
CFLA-TV
CJCN-TV
CBXAT
CBHT

CJCH-TV
CHCH-TV

==

SN

(Standards:

Radio Difusora Sao
Paulo S.
Radlo Mayr: ink Veiga

Rad-o Globo S.A. )

Radio Televisao Tupi
S.AL

Radio

Nacional (govt)

Radioemissora Conti-
nental S.A.

Diario Carioca Ltda.

Radio Rio Ltda.

Televisao Itapoan S.A.

Radiodifusora de Sao
Paulo S.A.

Sociedade Radio Cul-
tura S.A.

Radiodifusora Sao
Paulo S.A.

Radio Televisao Paul-
lista S.A.

Radio Record S.A.

Radio Excelsior S.A.

Radio Gazeta (Funda-
cao Casper Libero)

Rasdio Bandeirantes

A

Radio Difusora Sao
Paulo S.A.
Radio Record S.A.

Radio Televisao Pau-
lista S.A.
Radio Record S.A.

Radio Difusora Sao
Paulo S.A

Radio Record S.A.

Radio Televisao Pau-
lista S.A.

Radio Televisao Pau-
lista S

Radio Difusora Sao
Paulo S.A.
TV Volta Redonda

8 mc bandwidth,

Government
Government
Government

6 mc bandwidth,
Government

6 mec bandwidth,

Atlantic Television
Co., Ltd.

Ralph Snelgrove Tele-
vision Lid.

Western Manitoba
Broadcasters Ltd.

Vantel Broadcasting
Co. Ltd.

Calgary Television
Ltd

CFCN Television Ltd.

La TV de la Baie des
Chaleurs Inc.

The Island Radio

55.25 me

67.25 me
205.25 me
77.25 me
61.25 me
61.25 mc
77.25 mc
193.25 me
205.25 mc
55.25 me
83.25 me

549.25 mc
61.25 mc

55.25 me

67.25 me
83 25 me

175.25 mc
187.25 me
199.25 me
211.25 me
77.25 me

181.25 me
55.25 me

67.25 mc

77.25 me

175.25 me
187.25 mc
199.25 me
211.25 me
483.25 me

489.25 me

501.25 mc
519.25 mc
525.256 mc

537.25 me
555.25 mc
561.256 mc

573.25 me
181.25 me

625 lines,

183.25 me

525 lines,
175.25 me

525 lines,
187.25 me
61.26 mc
77.26 mc
181.26 mc

55.26 mc

67.25 me
77.25 mc

211.26 mc

Broadcasting Co. Ltd.

Canadian Broadcast-
ing Corp.

77.25 me

Cornwall Broadeasting 181.26 mc
Ltd

Canadlan Broadcast-
ing C

Radio Statlon CIDC
Ltd.

t
Canadian Broadcast-
ing Corp.

193.25 me
77.25 me
187.24 mc

Sunwapta Broadcasting61.25 mec

Co, Litd

Canadian Broadcast-
ing Corp.

Canadian Broadcast-
ing Corp.

Canadian Broadcast-
ing Corp.

Newfoundland Broad-
casting Co. Ltd.

Canadian Broadcast-
ing Corp.

Canadian Broadcast-
ing Corp.

CJCH Ltd.

Niagara TV Ltd.

77.26 mc
193.26 mc
181.25 mc
67.25 mc
193.24 me
61.25 mc

77.25 me
199.26 me

Power
(ERP)

50 kw
50 kw

50 kw

25 frames)

5 kw
500 w
5 kw

30 frames)
5 kw

30 frames)
73 kw
100 kw
54 kw
164 kw
100 kw

55 kw
52.5 kw

38.6 kw

197w
130 kw
1kw

S5 kw
8.9 kw
180.3 kw
318 kw
6.8 kw
3590 w
8.6 kw
36 kw
56 kw

52.8 kw
230 kw
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CALL VIDEO Power
CITY LETTERS L1CENSEE FREQ. (ERP)
Jonquiere, Que. CKRS-TV Radio Saguenay Ltd. 20526 me 20 kw
Koanrglolg;:, %.C. CFCR-TV Tvvlrcl1 Cities Television 67.25 mc 950 W
Kelowna, B.C. CHBC-TV OkcanaLg%n Valley TV 5525 me  3.7kw
o. .
Kenora, Ont. CBWAT Canadclan Broadeast- 181.25me 555w
ing Corp.
Kingston, Ont. CKWS-TV The Frontenac Broad- 199.24me 130 kw
casting Co
Kitchener, Ont. CKCO-TV Central Ontario Tele- 211.26me 325 kw
vision Ltd. .
Lethbridge, CJLH-TV Lethbridge Television 175.25me  96.1 kw
Alberta Ltd.
Lloydminster, CHSA-TV CHSA TV Lid. 55.25 me 14.63 kw
Alberta
London, Ont. CFPL-TV London Free Press 19325 mc 325 kw
Printing Co. Ltd.
Matane, Que. CKBL-TV La Cie. de Radiodiffu- 187.24mc 153 kw
sion de Matane Ltd.
Medicine Hat, CHAT-TV Monarch Broadeasting 83.24 mc 5.Tkw
Alberta o. Ltd. i
Moncton. N.B. CKCW-TV Mirtx(citon Broadcasting 55.25 mc 25 kw
Moncton, N.B. CBAFT  Canadian Broadcast- 199.25mc  10.06 kw
ing Corp.
Montreal, Que. CBFT Canadian Broadcast- 55.25 me 100 kw
(French) ing Corp.
Montreal, Que. CBMT Canadian Broadcast- 83.24 me 43.8 kw
(Enghsh) ing Corp.
Montreal, Que. TM-TV Tele Metropole Corp. 193.25mec 325 kw
Montreal, Que. CFCF TV Canadian Marconi Co. 20525 mec 325 kw
Moose Jaw, Sask. CHAB-TV Rei::lig Station CHAB  67.24 me 48 kw
td.
North Bay, Ont. CFCH-TV Televisjon Advertising 193.24me  28.5 kw
Co. Litd.
Ottawa, Ont. CBOT Ca_nadéan Broadcast- 6726 me  50.1 kw
ing Corp.
Ottawa, Ont. CBOFT Canadéan Broadcast- 187.26 me 31 kw
mng Cor
Ottawa, Ont. CJOH-TV Bushnell TV Co.Ltd. 211.25mec 152kw
Pembroke, Ont. CHOV-TV The Ottawa Valley 77.26 me 19.1 kw
Broadcasting Co. Ltd.
Peterborough, Ont. CHEX-TV Kawaétha ]t3éoadcast- 20526 mc 102 kw
ing Co. Ltd.
Port Arthur, Ont. CKPR-TV Thunder Bay Elec- 55.25 me 55.4 kw
i tronies Ltd.
Prince Albert, CKBI-TV Central Broadcasting 77.25 mc 61 kw
Sask. Co. Litd.
Prince George, B.C. CKPG-TV CKPG Television Ltd. 61.25 mc 220 w
Quebec, Que. CFCM-TV Television de Quebec 67.25 me 100 kw
(French) Ltd.
Quebec, Que. CI({%H ;I‘\{l Television de Quebec 77.25 me 13.85 kw
nglis
Red Deer, Alberta CHCAg TV)CHCA Television Ltd. 83.26 mc 13.2 kw
Regina, Sask. CKCK-TV TransCanada Commu~ 55.25 mc 100 kw
. . nications Ltd.
Rimouski, Que. CJBR-TV Lower St. Lawrence 61.24 mc 49.3 kw
(French) Radio Inc.
Rlé/here du Loup, CKRT-TV Radio CJFP Ltd. 175.25 me 39 kw
Rouyn, Que. CKRN-TV Northern Radio/Radio 67.25 mc 115 kw
B} Nord, Inc
Saint John, N.B. CHSJ-TV New Brunswick Broad-67.26 mc 100 kw
N casting Co. Ltd
St. John's, Nfid. CJON-TV Newfoundland Broad- 83.26 mc 21 kw
) casting Co. Ltd.
Saskatoon, Sask, CFQC-TV A.L/-%aMurphy & Sons 181.26 mc 180 kw
Sa(t)lrlltt Ste. Marie,  CJIC-TV Hyland Radio-TV Ltd. 5524 mc 28 kw
Sherbrooke, Que. CHLT-TV La Tribune Ltd. 175.95 me 170 kw
Stephenville, Nfid. CFSN-TV Cagnad(i:an Broadcast- 181.25me 294w
ing Corn.
Stg;gteon Falls, CBFST anacgan Broadcast- 17525 me  9.75 kw
. ing Corp.
Sudbury, Ont. CKSO-TV CKSO Radio Ltd. 77.25 me 72 kw
Swift Current, CJFB-TV Swift Current Tele- 77.25 me 13.3 kw
Sask. casting Co. Ltd.
Sydney, N.S. CJCB-TV Cape Breton Broad- 67.25 me 100 kw
. casters Litd.
Three Rivers, Que. CKTM-TV Television St. Mau- 211.24 me 42,5 kw
i i rice Inc.
Timmins, Ont. CFCL-TV J.Conrad Lavigne 83.25 me 100 kw
Enterprises Ltd.
Toronto, Ont. CBLT Ca_nad(i:an Broadcast- §3.25 mc 99.5 kw
ing Corp.
Toronto, Ont. CFTO-TV Baton Aldred Rogers 18725 mc 325 kw
. Broadecasting Ltd,
Trail. B.C. CBUAT anadéan Broadcast- 199.25me 187w
ing Corp.
Vancouver, B.C. CBUT Ca}nad(i:an Broadcast- 55.26 mc 47.6 kw
. . ing Corp,
Victoria, B.C. CHEK-TV CHEK TV Ltd. 83.25 me 100 kw
Windsor, Ont. CKLW-TV Western Ontario 18724 me 178 kw
Broadcasting
i 0. Litd.
Wingham, Ont. CKNX-TV Radio Station CKNX 181.24 me 90 kw
Winnipeg, Man. CBWT anad({an Broadeast- 61.25 me 57.8 kw
.. ing Corp.
Winnipeg, Man. CBWFT Canadclan Broadecast- 83.24 mc 2.87 kw
ing Corp.
Winnipeg, Man. CJAY-TV Channel Seven TV Ltd. 175.26 mc 325 kw
Yorkton, Sask. CKOS-TV Yorkton TV Co. Ltd. 61.25 me 5 kw

CANARY ISLANDS 1 station (Standards:
t—

frames)
Las Palmas

CHILE 3 stations (Standards:

Santiago
Santiago

Valparaiso

COMMUNIST CHINA 25 stations (Standards: 8 mc bandwidth, 625 lines, 25

frames)
Anshan
Canton
Changchun

*_

6 mc¢ bandwidth,

Government

625

Universidad de Chile

Universidad Catolica
de Santiago

Universidad Catolica
de Valparaiso

Government
Government
Government
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lines, 25
187,25 me
211.25 mc

181.25 me

57.75 me
57,75 me
57.75 me

7 Ic bandwidth, 625 lines, 25

frames)

3 kw
3kw

500 w

1 kw
1k

CALL VIDEO Power
CITY LETTERS LICENSEE FREQ. (ERP)
Changsha o Government 57.715 me —
Chengtu e Government 57.75 me —
Chiamussu e Government 49.75 mc o
Foochow * Government 93.25 me e
Fushun — Government 49.75 me —
Harbin — Government 49.75 mc 50 w
Hofei Han Government 85.25 mc —
Kirin — Government 49.7% me  —
Kweiyang P Government 93.25 me e
Lanchow F Government 4975 me —
Nanking *_ Government 49.75 mc —
Peking = Government 5775 me S kw
Peking — Government 77.25 me —
Shanghai — Government 93.25 mc 500 w
Shengyang e Government 93.25 mc —
Sian e Government 49.75 me —
Taiyuan *— Government 57.75 mc —
Teintsin — Government T.25me —
Tsinan e Government 77.25 me o
Tsingtao *_ Government — —
Tsitsihar e Government 57.75 mc —
Wuhan — Government 93.25 me =
TAIWAN CHINA 2 stations (Standards: 6 mc bandwidth, 525 lines, 30 frames)
Taipei — Taiwan Television — 5 kw
. Enterprise Ltd.
Taipei *Educa- Ministry of Education 199.25 me —
tional Government
COLOMBIA 6 stations (Standards: 6 mc bandwidth, 525 lines, 30 frames)
Barranquilla wE Radiotelevisora Na- — —
cional (govt)
Bogota HJRNTV Radiotelevisora Na- 181.25 me¢ 100 kw
cional (govt)
Bucaramanga — Radiotelevisora Na- 193.25 me 40 kw
cional (govt)
Ibague — Radiotelevisora Na- 187.25 me 40 kw
cional (govt)
La Orqueta —_ Radiotelevisora Na- 175.25 me 60 kw
cional (govt)
Santa Marta = Radiotelevisora Na-  — 200 kw

CONGO (WEST) 1 station (Standards:

Brazzaville

COSTA RICA 2 stations (Standards:

San Jose

San Jose

CUBA 3 stations (Standards:

Guantanamo Bay
Havana

Havana

CYPRUS 3 stations (Standards:

Kantara
Nicosia
Troodos Mt.

CZECHOSLOVAKIA
frames)

B. Bystrica
Bratislava

Brno

C. Budejovice
Hradec Kralove
Kosice

Ostrava

Plzen

Usti Nad Labem

Zbraslav
(Prague Area)

DENMARK 8 stations (Standards: 7 mc bandwidth,

Aalborg
Aarhaus
Bornholm
Copenhagen
Holsterbro,
Vestjylland

Naestved,
Sydsjaelland

www americanradiohistorv. com

cional (govt)

Government

TITCRTV Televisora de Costa

Rica S.R. Ltda.

TICTAC Arnoldo Vargas V.
TV

AFRTS U.S. Navy

CMBFTV Government

Television

Revolu-
cion
CMQTV

F—

iy

—

stations

Government

175.25 me
187.25 mc

181.25 mc
67.25 mc

83.25 mc

7 mc¢ bandwidth, 625 lines, 25 frames)

2 kw

6 mc¢ bandwidth, 525 lines, 30 frames)

3.2 kw
1.2 kw

6 mc¢ bandwidth, 525 lines, 30 frames)

200 w
125 kw

125 kw

7 mc bandwidth, 625 lines, 25 frames)

Cyprus Broadcasting
Corp.

Cyprus Broadcasting
Corp.

Cyprus Broadcasting
Corp.

(Standards:

Ceskoslovenska Tele-
vize (govt)
Ceskoslovenska Tele-
vize (govt)
Ceskoslovenska Tele-
vize (govt)
Ceskoslovenska Tele-
vize (govt
Ceskoslovenska Tele-
vize (govt)
Ceskoslovenska Tele-
vize (govt)
Ceskoslovenska Tele-
vize (govt)
Ceskoslovenska Tele-
vize (govt)
Ceskoslovenska Tele-
vize (govt)
Ceskoslovenska Tele~
vize (govt)

Danish State Radio
(govt)

Danish State Radio
(govt)

Danish State Radio
govt

Danish State Radio
(govt)

Danish State Radio

(govt)
Danish State Radio
govt)

196.25 mc
48.25 mc
182.25 me

183.25 me
59.25 me
199.25 me
59.25 me
175.25 me
175.25 me
49.75 me
207.25 me
223.25 me
49.75 me

40 kw
15 kw
40 kw

8 me bandwidth, 625 lines, 25

10kw
10 kw
10 kw
10 kw
10 kw
10 kw
10 kw
10 kw
8 kw

30 kw

625 lines, 25 frames)

175.25 me
196.25 mc
175.25 me
62.25 me

210.25 me
182.25 me

15 kw
10 kw
10 kw
10 kw
60 kw
10 kw

87


www.americanradiohistory.com

CALL VIDEO Power CALL VIDEO Power
CITY LETTERS LICENSEE FREQ. (ERP) CITY LETTERS LICENSEE FREQ. (ERP)
Odense, Fyn o Danish State Radio 189.25 me 10 kw Grenoble — Radiodiffusion Tele- 19970 mc 40w
) (govt) vision Francaise
Sonderjylland — Danish State Radio 55.25 mc 60 kw (govt)
(govt) Le Mans —_ Radiodiffusion Tele- 212.85mec 10 kw
'(visiotn) Francaise
gov
Lille — Radit_)diffFusion Tele- 185.25 mec 20 kw
DOMINICAN REPUBLIC 2 stations (Standards: 6 mc bandwidth, 525 lines, (govt) | aneaise
30 frames) Limoges — Radiodiffusion Tele- 5240 mc 20 kw
Santa Domingo HISDTV Radio Santo 67.25 me 16 kw vision Francaise
. Domingo Television (govt)
Santa Domingo HINTV Radio HIN 175.25 me  1kw Lisieux - Radiodiffusion Tele- 17340 mec 3w
Television '}/isio?) Francaise
Eov
Lyon — Radiodiffusion Tele- 212.85 me 20 kw
\(/isio? Francaise
govt)
EQUADOR 2 stations (Standards: 6 mc bandwidth, 525 lines, 30 frames) Marseille = Radiodiffusion Tele- 18655 mc 10 kw
Guayaquil HCPTETV Prima Television 6725me  2kw Vls‘o%l Francaise
. Ecuatoriana (govt) 173.40 10 kw
Quito HCJBTV World Radio Mission- 55.25me  — Metz = Radiodiffusion Tele- A0 me
ary Fellowship Inc. }’ésggg Francaise
Mulhouse — Radiodiffusion Tele- 18655 me 20 kw
visio? Francaise
(govt) -
. . Nancy — Radiodiffusion Tele- 177.15mc 50w
EL SALVADOR 3 stations (Standards: 6 mc¢ bandwidth, 525 lines, 30 franies) * ; vision Francaise
San Salvador YSUTV Radio Television YSU §7.25 me 66 kw (govt)
S.A. Nantes — Radiodiffusion Tele- 6555 mc 20 kw
San Salvador YSEBTV Television Salva- 83.25 mc 1.5 kw vision Francaise
dorena S.A. (govt)
Santa Ana YSDRTV Television Salva- 181.25 me 6 kw Nice _ Radiodiffusion Tele- 203.45mc 3w
dorena S.A. \(/isio?) Francaise
gov
i Niort — Radiodiffusion Tele- 177.15 me 20 kw
ETHIOPTA 1 station (Standards: 6 mc bandwidth, 525 lines, 30 frames) vision Francaise
(govt)
Assr&e%fgn()Kagnew KANUTV AFRTS U.S. Army 1.48 me 120 w Paris . Radiodiffusion Tele- 18525 mc 20 kw
x(/isio? Francaise
govt)
Periguex _ Radiodiffusion Tele- 21285 mc 3w
vision Francaise
5 ~ . < . (govt)
FINLAND 17 stations (Standards: 7 mc bandwith, 625 lines, 25 frames) Perpignam _ Radiodiffusion Tele- 212.85mc 500 w
Helsinki Suomen Oy Yleisradio Ab 182.25 me 10 kw vision Francaise
o TV (govt) (govt) .
Helsinki Tesvisio Oy Tevisio Ab (com- 196.25mec 40w Reims = Radiodiffusion Tele-  164.01me 10 kw
—— mercial) x{/ismtn) Francaise
Helsinki *Suomen Oy Yleisradio Ab R — gov.
TV Teovt) 495.25 me Rermiremont - Radiodiffusion Tele-  20345mc 3w
Helsinki *TES TV Oy Tesvisin Ab & 583.25 mc — vision Francaise
Helsinki Tech School (govt) 20 k
Joutseno Suomen Oy Yleisradio Ab 21025 mec 10 kw Rennes — Radiodiffusion Tele- 164 mc 0 kw
TV (govt) v1s1o%1 Francaise
i i ioc A (govt)
Koli Sl'?‘r,nen O}(’gY()ls%?rale b 196.25 me 5 kw Rouen - Radiodiffusion Tele-  199.70 mc 10 kw
Kuopio Suomen Oy Yleisradio Ab 189.25 mc 45 kw vision Francaise
TV (govt) (govt) 4 3k
Lahti Suomen Oy Yleisradio Ab 203.25 mc 15 kw Strasbourg = Radiodiffusion Tele- 164 mc w
TV (govt) Vlslog Francaise
Lapua Suomen Oy Yleisradio A k (Bov.
D T‘r,n }Egm?tl)r b 175.25 me 80 kw S — _ Radiodiffusion Tele- 164 me 500 W
Oulu Suomen Oy Yleisradio Ab — 60 kw vision Francaise
TV (govt) (govt) . 20k
Pori Suomen Oy Yleisradio Ab 203.25 mc 200 w Troyes T Radiodiffusion Tele- 52.40 me w
TV (govt) VlS]On) Francaise
Rauma Suomen Oy Yleisradio Ab . (govt .
TV ngVt) 120 me 200w Villeneuve’surlot o Radiodiffusion Tele- 21285 me 3w
Tammela Suomen Oy Yleisradio Ab 210.25 me 200 w vision Francaise
™V (govt) (govt)
Tampere Suomen Oy Yleisradio Ab 196.25 me 100 kw
(Ylosjarvi) TV (govt)
Tampere Tamvisio Oy Tamvll)sm Ab (com- 210.25 me  1kw
mercia . .
Turku Tesvisio Oy Tev_is}()) Ab (comn- 17525 me 200 w GARON 1 station (Standards: 7 mc bandwidth, 625 lines, 25 frames)
mercla
Turku Suomen Oy Yleisradio Ab 189.25 me 25 kw Libreville ek Government c £
T (govt)
5 A jons (Standards: 7 mc bandwidth, 625 lines, 25
FRANCE 39 stations (Standards: 14 mc bandwidth, 819 lines, 25 frames) {;fﬁﬁ"s‘)‘NY LG SR ’
Ajaccio — Ravc;isti)grilffFurs;grcla'Ii‘se;e- 65.55 mc 50 w Berlin — German Democratic 17525 me 100 kw
Republic
(govt) . .
Amiens — Radiodiffusion Tele- 203.45 mec 20 kw Berlin - G%”em%%llijcemocrahc 535.25mc 100 w
. vision Francaise P :
(govt) Brocken — German Demaocratic 182.25 me 100 kw
; . Py N Republic
Aurillac R%(}é?gﬁf%;zlgga’ir;le- 203.45 me 500 w Cottbus . G%‘marélpemccratic 62.25 me _
(govt) - epublic . _
Bordeaux - Radiodiffusion Tele-  199.70me 500 w Dequede - German Democratic  519.25 me
vision Francaise Republic .
(govt) Dresden = German Demececratic 210.25 me 100 kw
- PV . Republic
Bourges Ri?;?gé%ﬂgga?s%le' 190.30me 20 kw Goerlitz — Crermar‘l)lDemocratic 182.25 me 200 w
Republic
Brest B Ra(c%i%\gi)ﬁusion Tele- 21285 mc 5 kw Helpterberg — German Demccratic 55.25 mc 30 kw
vision Francaise Republic o
(govt) Inselsburg — G-ern1a%Pemnc1 atic 175.26 me 100 kw
_ sodi i Republic
Caen Rav(%;ti)éirllfg.salgga'{seele- 52.40 me EOLST Karl Marx Stadt — G—%rma%lpemr cratic 196.25 me 3 kw
epublic
Cannes — Ra(gi?;/('iti)ﬁusion Tele- 173.40mc 3 kw Leipzig — G{i_‘l,‘ma%ll?emccratic 203.25 mc 100 kw
vision Francaise LA g
(govt) Marlow — German 1Demr cratic 196.26 mc 10 kw
s RS : Republic
(83 beelel e - Ra,c};?géﬁﬁlrségga?seée' A Schwerin — German Demceratic 217.25 mc 100 kw
(govt) Republic
Cherbourg — Radiodiffusion Tele- 212.85mec 500 w
vision Francaise
(govt)
Clermont - I D s SR Sy GERMANY WEST 98 stations (Standards: 7 mc bandwidth, 625 lines, 25
(govt) frames)
Dijon - Radiodiffusion Tele- 199.70me 10 kw Aachen = Westdeutscher Rund- 495.25 mc 200 w
}/15*0{1 Francaise funk
govt) — 11 i dio- .
Epinal - Radiodiffusion Tele-  21285mc 40w Aachen A Dettschiangy oo#pme 500kw
vision Francaise Deutsches Bundes-
(govt) post
Gerardmer — Radiodiffusion Tele- 212.85mec 3w Aalen — Sueddeutscher Rund- 196.257 mec 20 kw
Ylslo?)Francalse funk
govt, . Augshurg — Allgemeiner Radio- 4817.25 mc 00 k
Gex — Radiodiffusion Tele- 177.15 me 25 kw bund Deutschland/ " > v
vision Francaise Deutsches Bundes-
(govt) post
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CALL VIDEO Power
CITY LETTERS LICENSEE FREQ. (ERP)
Aurich = Allgemeiner Radio- 567.25 mc 500 kw
pbund Deutschland/
Deutsches Bundes-
post
Aurich = N(%rdc}(eutscher Rund- 727.25 mc 250 kw
un
Bad Orb — Hessischer Rundfunk 210.25mec¢ 1w
Berlin — Sender Freies Berlin 189.25 me 50 kw
{(municipal govt)
Berlin — Allgemeiner Radio- 567.25 me 500 kw
bund Deutschland/
Deutsches Bundes-
post
Biedenkofp — Hessischer Rundfunk 48.248 mc 20 kw
Rielefeld — Allgemeiner Radio- 583.25 mc 500 kw
bund Deutschland/
Deutsches Bundes-
post
Bitburg o AFRTS U.S. Air Force 519.25mc 150 w
Bonn — Allgemeiner Radio- 511.25 me 100 kw
bund Deutschland/
Deutsches Bundes-
post
Bremen — Norddeutscher Rund- 48.25 mc 100 kw
funk/Radio Bremen
Bremen — Norddeutscher Rund- 479.25 mc 50 kw
funk/Radio Bremen
Bremen — Allgemeiner Radio- 559.25 me 250 kw
bund Deutschland/
Deutsches Bundes-
post
Bremen o Nrgrdc}i{eutscher Rund- 743.25 mc 400 kw
un
Brotjacklriegel — Bayerischer Rundfunk 189.25 mc 100 kw
Bungsberg — Nc%rd(%{eutscher Rund- 703.25 mc 250 kw
un
Coblenz = Suedwestfunk 182.26 mec 50 kw
Cologne = erstcllfutscher Rund- 217.24mc 5 kw
un
Cuxhaven = Allgemeiner Radio- 495.25 me 330 kw
bund Deutschland/
Deutsches Bundes-
post
Dannenberg == N(%rd(.il{eutscher Rund- 647.25mc —
un
Daun — Suedwestfunk 479.26 mec 15 kw
Dillberg - Bayerischer Rundfunk 182.24 mc 100 kw
Donnersberg — Suedwestfunk 210.25 mc 100 kw
Dortmund — Allgemeiner Radio- 503.25 me 500 kw
bund Deutschland/
Deutsches Bundes-
post
Duesseldorf — Allgemeiner Radio- 535.25 me 500 kw
bund Deutschland/
Deutsches Bundes-
post
Eggberg — Suedwestfunk 479.25 me 800 w
Fiderstedt - Allgemeiner Radio- 551.25me 500 kw
bund Deutschland/
Deutsches Bundes-
post
Eifel — Suedwestfunk 77525 me —
Eutin — Allgemeiner Radio- 47125 me 500 kw
bund Deutschland/
Deutsches Bundes-
post
Feldberg —_ Suedwestfunk 196.24 me 100 kw
Feldberg — Hessischer Rundfunk 196.26 mc 100 kw
Feldberg == Allgemeiner Radio- 495.25 me 500 kw
bund Deutschland/
Deutsches Bundes-
AI]E{OSt d k
- — gemeiner Radio- 575.26 me 500 kw
Feldberg bund Deutschland/
Deutsches Bundes-
post
Flensburg = N(%rdcil(eutscher Rund- 62.251 mc 50 kw
un
Freibur — Allgemeiner Radio- 567.25 me 500 kw
. bund Deutschland/
Deutsches Bundes-
post
Fulda — Allgemeiner Radio- 511.25 me 200 kw
bund Deutschland/
Deutsches Bundes-
post
Grunten = Bayerischer Rundfunk 48.26 immc 100 kw
Haardtkopf — Suedwestfunk 503.25 mc 200 kw
Haardtkopf = Allgemeiner Radio- 583.25mc 200 kw
bund Deutschland/
Deutsches Bundes-
post
Hamburg — N(%rddeutscher Rund- 203.25mc 100 kw
un
Hamburg o Nofrd(ieutscher Rund- 50325 mc 15kw
un
= Allgemeiner Radio- 543.25 me 250 kw
Hamburg bund Deutschland/
Deutsches Bundes-
post
Hannover —_ N(%rd%l{eutscher Rund- 196.24mc 5kw
un
Hannover — Allgemeiner Radio- 495.25 mc 500 kw
bund Deutschland/
Deutsches Bundes-
post
Harz West — N(%rdieutscher Rund- 210.26 mc 100 kw
un!
Heidelberg e Sufedc}eutscher Rund- 189.25mc 50 kw
funk
Heidelberg = Allgemeiner Radio- 519.25 mc 500 kw
bund Deutschland/
DeL%tsches Bundes-
08
Heidelberg — Sueddeutscher Rund- 703.25mec 500 kw
funk
Hof — Allgemeiner Radio- 487.25 mc 200 kw
bund Deutschland/
Deutsches Bundes-
Ppost
Hohenpeissenberg — Bayerischer Rundfunk 503.24 mc 100 kw
Hoher Bogen — Bayerischer Rundfunk 743.25 me 500 kw
Hoher Meissner — Hessischer Rundfunk 189.24 me 100 kw
Hornisgrinde — Suedwestfunk 203.251 mne 100 kw
Idar —_ Suedwestfunk 535.265 me —
Irrel #— Suedwestfunk 471.25mc 4w
Kaiserslautern — AFRTS U.S. Air Force 543.25mc 150w
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CALL VIDEO Power
CITY LETTERS LICENSEE FREQ. (ERP)
Kassel — Allgemeiner Radio- 567.25 me 100 kw
bund Deutschland/
Deutsches Bundes-
X post
Kiel — Norddeutscher Rund- 175.25mec¢ 5 kw
. un
Kiel —_ Allgemeiner Radio- 583.25 me 250 kw
bund Deutschland/
Deutsches Bundes-
post
Kleve — erstdkeutscher Rund- 76725 mc 10 kw
un
Kreuzberg — Bayerischer Rundfunk 55.26 mc 100 kw
Langenberg — Westdeutscher Rund- 203.257 mc 100 kw
funk
Lingen — Allgemeiner Radio- 495.25 me 500 kw
bund Deutschland/
Deutsches Bundes-
i post
Lingen —_ N(%rd(il(eutscher Rund- 631.25 mec 40kw
un
Mainz — Suedwestfunk 217.25 me 1 kw
Minden — Allgemeiner Radio- 511.25 mec 250 kw
bund Deutschland/
Deutsches Bundes-
post
Muenster — Allgemeiner Radio- 471.25 me 250 kw
bund Deutschland/
Deutsches Bundes-
post
Muenster — Westdeutscher Rund- 559.25 me 250 kw
un
Munich — Allgemeiner Radio- 583.25 mc 250 kw
bund Deutschland/
Deutsches Bundes-
post
Nordhelle — W%estc]lfutscher Rund- 543.25mc 4kw
un
Nurenberg — Allgemeiner Radio- 575.25 mec 250 kw
bund Deutschland/
Deutsches Bundes-
post
Ochsenkofp — Bayerischer Rundfunk 62.25 mc 100 kw
Raichberg o= Suedwestfunk 62.24 mc 40 kw
Ravensburg - Allgemeiner Radio- 599.25 me 500 kw
bund Deutschland/
Deutsches Bundes-
post
Regensburg — Allgemeiner Radio- 471.25 me 500 kw
bund Deutschland/
Deutsches Bundes-
post
Rottweil — Allgemeiner Radio- 583.25 mc 300 kw
bund Deutschland/
Deutsches Bundes~
post
Saarbruecken — Safar]zli(ndischer Rund- 175.25mc 100 kw
un
Saarbruecken — Allgemeiner Radio- 559.25 mc 500 kw
bund Deutschland/
Deutsches Bundes-
post
Saarburg — Suedwestfunk 551.25 me 20 kw
Schleswig — Allgemeiner Radio- 511.25 mc 100 kw
bund Deutschland/
Deutsches Bundes-
post
Stuttgart — Sued(il{eutscher Rund- 21724 mc 100 kw
fun
Stutteart — Allgemeiner Radio- 511.25 me 300 kw
h bund Deutschland/
Deutsches Bundes-
post
Teutoburgerwald — Wéastclleutscher Rund- 217.26 mc 100 kw
unk
Teutoburgerwald o Wéastc}{eutscher Rund- 48525mc 400w
un
Torfhaus = Allgemeiner Radio- 43725 me 500 kw
bund Deutschland/
Deutsches Bundes-
Post
Trier — Allgemeiner Radio- 599.25 mc 50 kw
bund Deutschland/
Deutsches Bundes-
post
Uelzen — Allgemeiner Radio- 519.25 me 500 kw
bund Deutschland/
Deutsches Bundes-
post
Waldenburg — Sufeddkeutscher Rund- 203.247 mc 100 kw
un
Walshut — Suedwestfunk 471.25 me 800 w
Wannenberg — Suedwestfunk 527.25 mc 4.8 kKw
Weinbiet/Neustadt — Suedwestfunk 185.247 mc 30 kw
Wendelstein — Bayerischer Rundfunk 910.26 mc 100 kw
Wuerzburg — Bayerischer Rundfunk 21025 mc 1.5 kw
Wuerzburg - Allgemeiner Radio- 503.25 me 250 kw
bund Deutschland/
Deutsches Bundes-
Post
Wuppertal Allgemeiner Radio- 479.25 me 100 kw

bund Deutschland/
Deutsches Bundes~
post

GHANA 1 station (Standards: 7 me¢ bandwidth, 625

Accra

—

Ghana Broadeasting
Corp. (govt)

lines, 25 frames)

GIBRALTAR 1 station (Standards: 7 mc bandwidth. 625 lines, 25 frames)

Gibraltar

Gibraltar TV Co.
Ltd. (commercial)

182.25 mc

GREECE 1 station (Standards: 6 mc bandwidth, 525 lines, 30 frames)

Iraklion, Crete

GREENLAND 2 stations (Standards: 6 mc bandwidth, 525 lines, 30 frames)

Sondrestrom
Thule

AFRTS, U.S. Air Force

181.25 mc

AFRTS. U.S. Air Force 181.25 mc

AFRTS, U.S. Air Force

181.25 mc

200 w

200 w
50 w
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CALL VIDEO Power CALL VIDEO Power
CITY LETTERS LICENSEE FREQ. (ERP) CITY LETTERS LICENSEE FREQ. (ERP)
GUATEMALA 3 stations (Standards: 6 mc bandwidth, 525 lines, 30 frames) Martina Franca —_ Radio Televisiotne 559.25 me —
Guatemala City TGBOLTV Television Guatemala 61.25me 5 kw NTRBEN R;}é?(lylaTrSeiz%gi\gn)e 535.95 me  —
A - ; :
. 2 . Italiana (govt)
Guatemala City TGWTV  Television Nacional 181.25me 300 w Milan . Radio Televisione 201.25 me 24 kw
((igoc\;lltl)atemala Italiana (govt)
Guatemala City TGTTV  Humberto Cordon ¢. 199.25mec 2 kw Milan - s Il
Monte Argentario — Radio Televisione 183.75 me 2.5 kw
Italiana (govt)
Monte Argentario — Radio Tele?zisiotne 495.25 me  —
Ttali (go
HAITI 1 station (Standards: 6 mc bandwidth, 525 lines, 30 frames) Monte Beigua — Rad?olgr%?evgisi‘(])ge 559.25 me 60 kw
Port au Prince Tele Haiti Tele Haiti, S.A. 77.25 mc 25 kw Italiana (govt)
Monte Caccia — RaIdio Tele(visiotn)e 53.75 me 34 kw
taliana (gov
Monte Caccia e Radio Televisione 503.25 mc 400 kw
Italiana (govt)
HONDURAS 2 stations (Standards: 6 mc bandwidth, 525 lines, 30 frames) Monte Cammarata ~ — R%?;%;Fne;eyglg&l;e 53.75me 35 kw
Tegucigalpa — R:icl;%ggrétgo & 61.25mec  — Monte Cammarata  — R:ﬁii? Tele?zgisiop)e 575.95 mc  —
Honduras o lan? OV 183.75
Tegucigalpa HRTGTV Cia. Televisora 77.95 me 2 kw Monte Conero — Radio Televisione T5me 24 kw
g : Italiana (govt)
O Monte Conero D Radio Televisione 511.22 me 20 kw
Italiana (govt)
Monte Faito —_ Radio Televisione 62.25 mc 40 kw
ItahaTne; (govt) 1879 o
Monte Faito e Radio Televisione .25 me 1,400 kwr
HUNGARY 4 stations (Standards: 8 mc bandwidth, 625 lines, 25 frames) ! Italiana (govt) _
Budapest — Government 4975 me 30 kw Monte Favone — Radio Televisione 533525 me  —
Szeged — Government — — Italiana (govt)
Szekegfehervar e Government — — Monte Lauro — Ra}ctlio Telezzisiotr;e 19226 me 2 kw
zombathely -— Government — = aliana (gov
ernmen Monte Lauro — Radio Televisione 495.20 mec  —
. Italiana (govt)
Monte Limbara = Ralcth? Teleznsjotr;e 210.25 me 3 kw
. aliana (gov o
ICELAND 1 station (Standards: 6 me bandwidth, 525 lines, 30 frames) Monte Limbara - Radio Televisione  95920me  —
Keflavik — AFRTS, U.S. Air Foree 181.25mec 50 w Monte Luco — Radio Televisione 487.25 me  —
Italiana (govt)
Monte Nerone e Radijo Televisione 53.75 me 34 kw
Italiana (govt) e
INDIA 2 stations (Standards: 7 mc bandwidth, 625 lines, 25 frames) Monte Nerone - R‘}?;?j;rrféez’g’ﬁ,l\?{;e 2me —
Bombay t— Government e - Monte Peglia — Radio Televisione 210.25 me  32kw
Delhi — Government 62.25me 5 kw . Ttaliana (govt)
Monte Peglia e R;}(tji? Tele(visior;e 551.25 me  —
i aliana (govt
Monte Pellegrino — Radio Televisione 210.25 mec 8 kw
" . . Italiana (govt)
INDONESIA 1 station (Standards: 7 mc bandwidth, 625 lines, 25 frames) Monte Pellegrino — Radio Televisione 519.25me 40 kw
Djakarta RRITV Government — 10 kw Ttaliana (govt)
Monte Penice ey RaIdio Teleyisione 62.25 mc 100 kw
taliana (govt)
Monte Penice — Radio Televisione 487.25 mc  1.800 kw
- . . Italiana (govt)
IRAN 3 stations (Standards: 6 me bandwidth, 525 lines, 30 frames) Monte Sambuco — Radio Televisione 210.25 me 35 kw
Abadan —_ Habib Onnah Sabet 61.25 me 20 kw Italiana (govt)
Teheran —_ Habib Onnah Sabet 61.25 mc 4 kw Monte Sambuco — Radio Televisione 519.25 me  —
Teheran — AFRTS, U.S. Army 181.25 me 500 w Italiana (govt)
Monte Scuro — R:alctliclj_ Tele?zisiotr;e 201.25me 8 kw
aliana (gov
Monte Scuro — Radio Televisione 527.25 mc¢  —
IRAQ 7 stati Stand . ) A Italiana (goyt)
stations (Standards: 7 mc bandwidth, 625 lines, 25 frames) Monte Serpeddi —_ Radio Televisione 543.25 mc 250 kw
Al Basra ok Government - — Italiana (govt)
21 Iglawsil . A Government — = Monte Serra — RaIctiitla Televisione 175.25 me 270 kw
s Samawa. HE Government — == aliana (govt)
Baghdad — Government 196.25 me 5 kw Monte Serra —_— Radio Televisione 519.25 me 200 kw
Baqubah e Government = — Italiana (govt)
Is{ﬁx;kué(h n e (G;Overnment — — Monte Soro — Ralctﬁ(l) Teleznslotr;e 183.75me 5 kw
inagha FE overnment o — aliana (gov
Monte Soro e Radio Televisione 559.25 me —
Italiana (govt)
Monte Venda = Radio Televisione 175.25 me 100 kw
. X Italiana (govt)
IRELAND 7 stations (Standards: 6 mc bandwidth, 625 lines, 25 frames) Monte Venda — Radio Televisione 503.25 mc 1,000 kw~
Cork e Telefis Eireann Lo Monte Vergine R Iéali%‘%?eggigi?r:e 175.25 me 1 kw ;
(govt) - adio .
Dublin — Telefis Eireann 184.75 me 50 kw Italiana (govt) v’
(govt) Monte Vergine = Radio Televisione 551.25 me¢ — .
Dublin —_ Telefis Eireann 207.25me 100 kw Italiana (govt)
(govt) Paganella o Radio Televisione 47125 me — H
Gort e Telefis Eireann 53.75 me  — Italiana (govt) :
ovt Pescara = Radio Televisione 543.25 me 30 kw ;
. (govt) : .
Kilkenny e Telefis Eireann 191.25 me — Ttaliana (govt) _ Al
. (govt) Portofino = Radio Televisione 210.25 me 127 kw .
Sligo LA Telefis Eireann 204.75 mc  — Italiana (govt) :
. (govt) Portofino — Radio Televisione 535.25 mc —
Sligo E Telefis Eireann 21525 me  — Italiana (govt)
(govt) Potenza — Radio Televisione 56725 me  —
Italiana (govt)
Punta Badde —_ Radio Televisione 175.25 me 145 kw
Urbara Italiana (govt)
Punta Badde — Radio Televisione 519.25 me —
ISRAEL 1 station (Siahdards: 7 mc bandwidth, 625 lines, 25 frames) Urbara Italiana (govt)
Jerusalem F— Government — _ Rome —_ RaI(tiicln Teleyiswge 201.25 me 36 kw
aliana (gov
Rome — Radio Televisione 527.25 me 150 kw
. Italiana (govt)
Saint Vincent — Radio Televisione 551.25 mec  —
ITALY 70 stations (Standards: 7 mc bandwidth, 625 lines, 25 frames) S R;gag?rne?ei’ Eig.vﬂe 543.95 me
Aosta — Radio Televisione 519.25me  — - Teeki 0 : -
: aliana (govt)
Ttaliana (govt) . ; 0
Bologna — Radio Televisione  527.25mec  — Trieste - R e taoope  MlBme 270w
Ttaliana (govt ; B 3ai
Catania —~ Radio Tele?’irsiorze 521.25me  — Trieste - s o 2Rl 3
Italiana (govt 2 : :
Catanzaro - Radio Televigione 543.25 me  — Turin - o e G L 3
Ttaliana (govt) A T >
Cimo Penegal o Ra%io Tele%girsione 519.25 me  — Loty - Rafg;%g:;e?’égl\(,)ﬁe e ISy
Italiana (govt) 5 o 2 _
Colde Courtil — Radio Televisione 575.25 mc  — LG - s 479.25 me
Italiana (govt)
Como — Radio Televisione 535.25 me 3 kw
Italiana (govt)
Florence — Radio Televisione 535.25 me 15 kw
i Italiana (govt) IVORY COAST 1 station (Standards: 7 me¢ bandwidth, 625 lines, 25 frames)
Gambarie - Ré}g;?ig:;eygisoi‘f;tn)e 17525 me 19 kw Abidjan f— Government = ==
Gambarie —_ RaIctiicl)‘Tele?zisiop)e 511.25 me 200 kw
aliana (gov
L Aquila — Radio Televisione 495.25 me — .
Italiana (govt) JAMAICA 1 station (Standards: 7 mc bandwidth, 625 lines, 25 frames)
Martina Franca — Radio Televisione 175.25 me 220 kw Kingston *H_ Jamaica Broadcast- — —

90
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CITY

CALL
LETTERS

LICENSEE

VIDEO
FREQ.

Power
(ERP)

JAPAN 124 stalions (Standards:

Akita
Akita
Aomori
Aomori

Aomori
Asahikawa

Asahikawa
Asahikawa
Asahikawa
Bofu
Bofu

Fukui
Fukui
Fukuoka
Fukuoka
Fukuoka
Fukushima
Fukushima

Fukushima

Hakodate
Hakodate
Hakodate

Hamamatsu

Hamamatsu

Hamamatsu

Hiroshima
Hiroshima
Hiroshima
Hiroshima
Hitachi
Iida

Kagoshima

Kagoshima
Kagoshima
Kanazawa
Kanazawa
Kanazawa
Kochi
Kochi

Kochi
Kofu
Kofu

Kokura
Kokura
Kumamoto
Kumamoto

Kumamoto

Kushiro
Kushiro
Matsue
Matsuyama
Matsuyama

Misawa
Miyazaki

Miyazaki

Miyoshi
Morioka

Morioka

Morioka

JOUK-TV
JOTR-TV
JOGR-TV
JOTG-TV
JOTC-TV
(Educa-
tional)
JOCG-TV
(Educa-
tional)
JOKY-TV
JOOG-TV
JOHE-TV
JOUG-TV

JOPF-TV

JOFG-TV
JOPR-TV
JOIF-TV
JOLK-TV
JOFR-TV
(Educa-
tional)
JOFP-TV

JOWR-TV

JOVK-TV
JOHO-TV
JOVB-TV
(Educa-
tional)
JODC-TV
(Educa-
tional)
JODG-TV
JOVO-TV
{(Educa-~
tional)
JOFK-TV
JOER-TV

& ¥

*_.

JONK-TV
JOCF-TV

JOHG-TV
(Educa-
tional)
JOJK-TV
JOMR-TV
(Educa-
tional)
JORK-TV
JORB-TV
(Educa-~
tional}
JOZR-TV
JOKG-TV

JOJF-TV

JOSK-TV
(Educa-
tional)
(Educa-
tional)
JOGK-TV
JOBF-TV
(Educa-
tional)
JOPG-TV
JOTK-TV
JOZK-TV

JOAF-TV

JOMG-TV
JONF-TV

ek
JOQG-TV
JODF-TV

JOQC-TV
(Educa-
tional)

TEIL EVISION MAGAZINE

6 mc bandwidth, 525 lines, 30 frames)

Broadcasting Corpora-
tion of Japan (NHK)

Akita Broadcasting
System

Radio Aomori Broad-
casting Co. Ltd,

Broadcasting Corpora-
tion of Japan (NHK)

Broadcasting Corpora-
tion of Japan (NHK)

Broadcasting Corpora-
tion of Japan (NHK)

Saé)poro Television
o. .
Broadcasting Corpora-
tion of Japan (NHK)
Hokkaido Broadcast-
ing Co. Ltd. (HBC)
Broadcasting Corpora-
tion of Japan (NHK)
Radio Yamaguchi
Broadcasting Co.
Ltd.
Broadcasting Corpora-
tion of Japan (NHK)
Fukui Broadcasting
Co. Ltd.
Kyushu Asahi Broad-
casting Co. Ltd.
Broadcasting Corpora-
tion of Japan (NHK)
RKB Mainichi Broad-
casting Corp.
Broadcasting Corpora-
tion of Japan (NHK)
Broadcasting Corpora-
tion of Japan (NHK)
Radio Fukushima
B{gadcasting Co.

Broadcasting Corpora-
tion of Japan (NHK}

Hokkaido Broadcast-
ing Co. Ltd. (HBC)

Broadcasting Corpora-
tion of Japan (NHK)

Broadcasting Corpora-
tion of Japan (NHK)

Broadcasting Corpora-
tion of Japan (NHK)
Radio Shizuoka
Broadcasting Co,
td

Broadcasting Corpora-
tion of Japan (NHK)
Broadcasting Corpora-
tion of Japan (NHK)
Radio Chugoku Broad-
casting Co. Ltd.
Hiroshima TV Broad-
casting Co.
Broadcasting Corpora-
tion of Japan (NHK)
Broadcasting Corpora-
iion of Japan (NHK)
Radio Minami Nihon
Broadcasting Co.
Ltd.
Broadcasting Corpora-
tion of Japan (NHK)
Broadcasting Corpora-
tion of Japan (NHK)
Broadcasting Corpora-
tion of Japan (NHK)
Hokuriku Broadcast-
ing Co. Ltd.
Broadcasting Corpora-
tion of Japan (NHK)
Broadcasting Corpora-
tion of Japan (NHK)
Broadcasting Corpora-
tion of Japan (NHK)

Radio Kochi Broad-
casting Co. Ltd.

Broadcasting Corpora-
tion of Japan (NHK)

Radio Yamanashi
Broadcasting Co.
Ltd

Broadcasting Corpora-
tion of Japan (NHK)
Broadcasting Corpora-
tion of Japan (NHK)
Broadcasting Corpora-
tion of Japan (NHK)
Broadcasting Corpora-
tion of Japan (NHK)
Radio Kumamoto
B{gadcasting Co.

Broadcasting Corpora-
tion of Japan (NHK)
Broadcasting Corpora-
tion of Japan (NHK)
Broadcasting Corpora-
tion of Japan (NHK)
Broadcasting Corpora-
tion of Japan (NHK)
Nankai Broadcasting
Co. Ltd.
AFRTS U.S. Air Force
Broadcasting Corpora-
tion of Japan (NHK)
Radio Miyazaki Broad-
casting Co. Ltd.
Radio Chugoku Ltd.
Broadcasting Corpora-
tion of Japan (NHK)
Iwate Broadcasting
Co. T.td.
Broadcasting Corpora-
tion of Japan (NHK)

/ July 1963

199.25 me
211.25 mc
91.24 me

103.25 me
177.25 mc

97.25 mc

189.25 me
199.25 mc
211.25 me
199.24 mc
211.24 me

199.25 mc
211.24 mc
91.25 mc

103.25 me
171.25 me
97.25 me

199.24 me
211.24 mc

171.25 me
183.25 mc

205.25 me

97.25 me

171.25 me
183.25 mc

91.25 me

103.25 mc
171.25 mc
217.25 mc
705.25 me
171.25 me
91.25 mc

103.25 me
177.25 me
171.25 me
183.25 me
193.25 mc
171.24 me
183.25 mc

193.25 me
97.25 me
177.24 me

183.25 me
211.25 mc
97.25 me

199.25 me
211.25 me

97.25 mc

199.25 mc
183.25 me
183.24 mc
235.24 me

825.25 me
193.25 me

205.25 me

205.25 me
171.25 me

183.25 me
193.25 me

5 kw
5 kw
5 kw
5 kw

5 kw
1kw

1kw
1kw
1kw
1kw
1 kw

3kw
3 kw
10 kw
10 kw
10 kw
3kw
3kw
3 kw

1 kw
1 kw

1 kw
1kw

1 kw
1 kw

10 kw
5 kw
5 kw
10 kw
100 w
250 w
5 kw

5 kw
5kw
1kw
3kw
3 kw
1kw
1kw

1kw
3 kw
3 kw

1kw
1kw
1 kw
1kw

L kw

1 kw
1kw
1 kw
5 kw
5 kw

30 w
1kw

1 kw
.3_kw
3kw
3 kw

CALL VIDEO Power
CITY LETTERS LICENSEE FREQ. (ERP)
Muroran JOIT-TV Broadcasting Corpora- 97.25 me 1kw
(Educa- tion of Japan (NHK)
tional) .
Muroran JOLY-TV Saé)pmi?thelevwlon 18925 me 1 kw
0. .
Muroran JOIU-TV Broadcasting Corpora- 199.25 me 1 kw
tion of Japan (NHK)
wMuroran JOQF-TV Hokkaido Broadcast- 211.25mc¢ 1 kw
ing Co. Ltd. (HBC)
Nagano JONK-TV Broadcasting Corpora- 199.25 me  1kw
tion of Japan (NHK)
Nagasaki JOAG-TV Broadcasting Corpora- 97.25 mc 1kw
tion of Japan (NHK)
Nagasaki JOUR-TV Nagasaki Broadcast- 17726 mc 1kw
ing Co. Ltd.
Nagoya JOFX-TV Shin Tokai Televi- 91.24 mc 10 kw
sion Co. Ltd.
Nagoya JOCK-TV Broadcasting Corpora- 103.24 me 10 kw
tion of Japan (NHK)
Nagoya JOAR-TV Chubu Nihon Broad- 177.25 mc 10 kw
casting Co. Ltd.
(CBS)
Nagoya (Educa- Broadcasting Corpora- 199.25mec 10 kw
tional) tion of Japan (NHK)
Nagoya o Chukyo Television = 211.26mc —
Co. Ltd.
Niigata JOQT-TV Broadcasting Corpora- 97.25 mc 5 kw
tion of Japan (NHK)
Niigata JODR-TV Radio Niigata Inc. 17725 me 5 kw
Niihama JOZQ-TV Broadcasting Corpora- 97.25me 250 w
tion of Japan (NHK)
Obihiro JOOG-TV Broadcasting Corpora- 171.25me 1 kw
tion of Japan (NHK)
Oita JOIP-TV Broadcasting Corpora- 97.25me 3 kw
tion of Japan (NHK)
Oita JOGF-TV Oi(t:a Broadcasting 17725 me 3 kw
o. Ltd.
Okayama (Educa-  Broadcasting Corpora- 103.25 me 10 kw
tional) tion of Japan (NHK) -
Okayama JOKK-TV Broadcasting Corpora- 177.25 me 5 kw
tion of Japan (NHK)
Okayama JOYR-TV Sagyo Broadcasting =~ 211.25mce 5 kw
o. Ltd.
Onomichi JODP-TV Broadcasting Corpora- 189.25me 1 kw
tion of Japan (NHK) p
Onomichi EE_ Radio Chugoku Ltd. 203.25me —
Onomichi HE_ Hiroshima TV Broad- 217.25mec  1kw
casting Co.
Osaka JOBK-TV Broadcasting Corpora- 97.25 me 10 kw
tion of Japan (NHK)
Osaka JOOR-TV Mzéinich%dBroadcasting 17125 me 10 kw
o. Lid.
Osaka JONR-TV Osaka TV & Asahi  183.25mc 10 kw
Broadcasting Co.
(ABC/OTV)
Osaka JODX-TV Kansai Telecasting 193.25 me 10 kw
Corp.
Osaka JOIX-TV Yomiuri Television 205.25 me 10 kw
Broadcasting Corp.
Osaka JOBB-TV Broadcasting Corpora- 217.25 me 10 kw
(Educa- tion of Japan (NHK)
tional)
Otsu * Broadcasting Corpora- 705.25 me 30 w
tion of Japan (NHK)
Sapporo JOHR-TV Hokkaido Broadecast- 91.25 mc 10 kw
ing Co. Ltd. (HBC)
Sapporo JOIK-TV Broadcasting Corpora- 103.25 me 5 kw
tion of Japan (NHK)
Sapporo JOKX-TV Sagporo Television 177.25 me 10 kw
0. .
Sasebo JOAT-TV Broadcasting Corpora- 193.25 me 1 kw
. tion of Japan (NHK)
Sendai JOIR-TV To(ljloklﬁ groadcasting 91.25 me 10 kw
o. Ltd.
Sendai JOHK-TV Broadcasting Corpora- 103.25 mc 5 kw
Sendai JOHB-TV Broadeastine Corbors.
- roadcasting Corpora- 177.25
(Educa- tion of Japan (NHE) 11 2o me  10kw
- - s tional)
imonoseki SR Yamaguchi Broad- s —
. casting Co. Lta.  L/-28me
Shizuoka (Educa- Broadcasting Corpora- 97.25 me 1kw
) tional) tion of Japan (NHK) ~
Shizuoka JOPK-TV Broadca;sting Corpora- 199.25 mc  1kw
. tion of Japan (NHK
Shizuoka JOVR-TV Radio Shizuoka Broad)_ 211.24 me 1 kw
casting Co. Ltd.
Takamatsu JOKF-TV West Japan Broad- 199.25 mc 5§ kw
i casting Co. Ltd.
Tokushima JOJR-TV Sh(ijkoku Broadcasting 91.25 me 1 kw
. o. Ltd.
Tokushima JOXK-TV Broadcasting Corpora- 103.25mec 1 kw
tion of Japan (NHK)
Tokyo JOAK-TV Broadcasting Corpora- 91.25 me 50 kw
tion of Japan (NHK)
Tokyo JOAB-TV Broadcasting Corpora- 103.25 me 50 kw
(Educa- tion of Japan (NHK)
tional)
Tokyo JOAX-TV Japan Television Net- 171.25 mc 50 kw
work Co. (NTV)
Tokyo JOKR-TV Tokyo Broadcasting 183.25mc 50 kw
System Inc. (TBS)
Tokyo JOCX-TV Fuji Television Co. 193.25tc 50 kw
Tokyo JOEX-TV Nippon Kyoiku Tele- 20525me 50 kw
. vision Ltd.
Tottori JOIX-TV N1(1rj1(<)m1£‘at(i:1 Television  91.25 mc 1kw
Tottori JOLG-TV Broadcasting Corpora- 183.25 me 1 kw
tion of Japan (NHK)
Toyama JOLR-TV North Japan Broad- 91.25 mc 3kw
casting Co. Ltd.
Toyama JOIG-TV  Broadcasting Corpora- 103.25 me 3 kw
tion of Japan (NHK)
Toyama (Educa-  Broadcasting Corpora- 20525 me 3 kw
tional) tion of Japan (NHK)
Tsuruoka JOTP-TV Broadcasting Corpora- 103.25 me 1 kw
. tion of Japan (NHK)
Utsukushigahara JOSR-TV Shinetsu Broadcast~ 211.25mec 1 kw
ing Co. Ltd.
Wakamatsu JOHT-TV Broadcasting Corpera- 91.25 me 1 kw
tion of Japan (NHK)
Yahata EE_ Kyushu Asahi Broad- 97.25 me e
casting Co. Lid.
Yahata JOFO-TV RKB Mainichi Broad- 193.25mc 1 kw
casting Corp.
Yahata JOHX-TV The Television Nishi 205.25mc 1 kw
Nippon Corp.
91
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CALL VIDEO Power
CITY LETTERS LICENSEE FREQ. (ERP)
Yamagata JOJG-TV Broadcasting Corpora~ 193.25 me 1 kw
tion of Japan (NHK)
Yamagata JOEF-TV Yamagata Broadcast- 205.25mc 3 kw
ing Co. Ltd.
Yonago JOHF-TV Radio Sanin Broad- 205.25mc 1kw

JORDAN 1 station (Standards:

Amman

casting Co. Ltd.

T— Government

7 mc bandwidth, 625 lines, 25 frames)

KENYA 1 station (Standards: 7 mc¢ bandwidth, 625 lines, 25 frames)

Nairobi

— Kenya Television
Network Ltd.

62.25 me

15 kw

CALL VIDEO Power
CITY LETTERS LICENSEE FREQ. (ERP)
Mexico City XEIPN- Instituto Politecnico 180.25 me  —
TV (cul- Nacional
tural)
Mexico City {XHTC-TV Roberto Najera 483.25 mc 10 kw
(color) Mariinez
Monterrey, N.L. KEFB-TV Cadena Televisora 61.25 me —
Del Norte S.A.
Monterrey, N.L. XET-TV  Television Del Norte  83.25 mc 120 kw
AL
Monterrey, N.L. XENL-TV Cadena Televisora 19325 me 5 kw
Del Norte S.A.
Nogales, Son. XHFA-TV Felipe Arreola G. 55.25 me 10 kw
Nuevo Laredo, XEFE-TV Nuevo Laredo Tele- 199.25 me 1.5 kw
Tams. vision S.A.
Reynosa, Tams. #**XERV-TV Telesistema Mexicano 187.25mec¢ 5 kw
S.A.
Tijuana, B.C. XETV Radio Television S.A. 83.25 mc 40 kw
Tijuana, B.C. XEWT-TV Teslevisora de Calimex, 205.25 mec 5 kw
A
Torreon, Coah. XELN-TV Televisora de La 67.25 me 1 kw
Laguna S.A.
Tlgt_la Gutierrez, **XHAC-TV Amador Coutino Coss 77.25 mc 2 kw
his.
Veracruz, Ver. **XHFM-TV Carlos Ferraez Matos 55.25 mc

KOREA (SOUTH) 3 stations (Standards: 6 mec¢ bandwidth, 525 lines, 30
frames)

Madison AFKN-TV AFRTS U.S. Air Force 843.25 mc 100 w
Seoul AFKN-TV AFRTS U.S. Army 61.25 mc 500 w
Seoul HLCK-TV Government 187.25 me 12 kw

KUWAIT 1 station (Standards: 7 mc bandwidth, 623 lines, 30 frames)

Kuwait — Government —_ —

LEBANON 6 stations (Standards: 7 mc bandwidth, 625 lines, 25 frames)

Baalbek, Beka i(Arabic, Television Company 62.25 mc =
French & of Lebanon (TCL)
English)
Beirut (Arabic) Television Company 189.25 me 10 kw
of Lebanon (TCL)
Beirut (French & Television Company  203.25 mec 10 kw
English) of Lebanon (TCL)
Beirut (Arabic, Tele-Orient 217.25 me  —
French
& Eng-
lish)
Tripoli T (Arahic) Television Company 48.25 mc —
L of Lebanon (TCL)
Tripoli T(Frenchh  Television Company 62.25 me —_
‘IQ{ ];Z:I;.g- of Lebanon (TCL)
ish

LIBYA 1 station (Standards: 6 me bandwidth, 525 lines, 30 frames)
Tripoli — AFRTS U.S. Air Force 181.25mc 100w

LUXEMBOURG 1 station (Standards: 7 mc bandwidth, 819 lines, 25 frames)

Dudelange — Cie. Luxembourgeoise 189.26 mec 100 kw
de Telediffusion

MALAYA 1 station (Standards: 7 mc¢ bandwidth, 625 lines, 25 frames)

Kuala Lumpur T— Government —

MALTA 1 station (Standards: 7 mec bandwidth, 625 lines, 25 frames)

Valletta — Malta Television 21025 me  4.8kw
Service Ltd.

%VIARIA)NA ISLANDS 1 station (Standards: 6 mc¢ bandwidth, 525 lines, 30
rames

Guam KUAM-TV Radio Guam (H. M.

Engel & P. Berg)

181.25 me 436 w

MEXICO 31 stations (Standards: 6 mc bandwidth, 525 lines, 30 frames)

Chihuahua, Chih. XERA-TV Televisora de Chi- 199.25 me 400 w
) huahua S.A.
Ciudad Jaurez, XEPM-TV — 53.25 me —
Chih.
Ciudad Juarez. XEJ-TV  Mexican Broadcasting 77.25 mc 3.65 kw
Chih. Co. S. A,
Ciudad Madero/ XHGO-TV Televisora Del Golfo  175.25me 4 kw
‘Tampico, Tamns. A.de C.V.
Clgdad Obregon, T— Telesistema Mexicano — ==
on. AL
Colima, Col. XHCC-EV Television de Colima  77.25 mc 1kw
) ) S.A. deC.V.
Culiacan, Sin. 1XHBL-TV Enrigue Maximiliano £3.25 mc —
) Gomez Blanco
Durango, Dgo. iXHA-TV Alejandro O. Steven- 199.25 me —
. son Torrijos
Guadalajara, Jal. XEWO-TV Televisora de Occi- 55.25 mc 15 kw
) dente S.A.
Guadalajara, Jal. XHT-TV Televisora Tapatia 83.25 me 5.7 kw
Hermosillo, Son. XEWH-TV Televisora de Hermo- 83.25me 1.6 kw
sillo S.A.
Matamoros, Tams. XELD-TV Television de Mata- 175.2%me 2.9 kw
moros S.A.
Mazatlan, Sin. F— Teéesistema Mexicao — =
AL
Merida XHY-TV Televisora de 61.25 me 25 kw
o Yucatan S.A.
Mexicali, B.C. XEM-TV Tele{/isora de Mexi- 61.25 me 5 kw
cali S.A.
Mexico City XEW-TV Telesistema Mexicano 55.25 me¢ 5 kw
S.A.
Mexico City XHTV Telesistema Mexicaao 4§7.25 mc 14.5 kw
S.A.
Mexico City XHGC-TV Telesistema Mexicano 77.25 mc 5kw
S.A.
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MIDWAY 1 station (Standards: 6 me bandwidth, 525 lines, 30 frames)
AFRTS, U.S. Navy 199.25 me 25w

MONACO 2 stations (Standards: 14 mc bandwidth, 819 lines, 25 frames)

Monte Carlo T— Tele Monte Carlo 52.40 mc 50 kw
Monte Carlo — Tele Monte Carlo 199.70 mc 50 kw

MOROCCO 1 station (Standards: 7 mc bandwidth, 625 lines, 25 frames)

Casablanca — Government 21125 me  1kw

NETHERLANDS 3 sté.tions (Standards: 7 mc bandwidth, 625 lines, 25

frames)

Goes — Nederlandse Televisie 189.25 mc 20 kw
Stichting (govt)

Lopik —_ Nederlandse Televisie 62.261 mec 100 kw
Stichting (govt)

Markelo — Nederlandse Televisie 189.25 mc 30 kw
Stichting (govt)

Roermond — Nederlandse Televisie 175.25mec 50 kw
Stichting (govt)

Smilde o Nederlandse Televisie 182.25mec 40kw

Stichting (govt)

NETHERLANDS WEST INDIES 2 stations (Standards: 6 mc¢ bandwidth, 625

lines, 25 frames)

Aruba 1PJA-TV Netherlands Antilles 83.25 me —
Television Co. Ltd.
Curacao PJC-TV Netherlands Antilles 18125 mc 2kw

Television Co. Lid.

NEW ZEALAND 4 stations (Standards: 7 mc¢ bandwidth, 625 lines, 25
frames)

Auckland AKTV2 New Zealand Broad- 55.25 mc 10 kw
casting Corp.

Christehurch CHTV3 New Zealand Broad- 62.25 mc 10 kw
casting Corp.

Dunedin DNTV2 New Zealand Broad- 55.25 mc 1 kw
casting Corp.

Wellington WNTV1 New Zealand Broad- 45.25mc 10 kw

casting Corp.

NICARAGUA 2 stations (Standards: 6 mc bandwidth, 525 lines, 30 frames)

Managua YNSA-TV Television de Nica- 83.25 mc 6 kw
ragua S.A.

Managua YNSA-TV Television de Nica- 181.25mc 300w
ragua S.A

NIGERIA 4 stations (Standards: 7 mc bandwidth, 625 lines, 25 frames)
Enugu — Eastern Nigeria 48.25 mc 10 kw
Broadcasting Lid.

Ibadan WNTV Western Nigeria Ra- 62.25 mc 1.5 kw
diovision Service
Ltd.

The Broadcasting
Corp. of Northern
Nigeria

Nigerian Broadcast-
ing Corp. (govt)

62.25 mce 40 kw

Kaduna —

Lagos e 210.25 me —

NORWAY 6 stations (Standards: 7 mc bandwidth, 625 lines, 25 frames)

Bergen = Norsk Rikskring- 203.25 me 140 kw
kasting (govt

Bokn —_ Norsk Rikskring- 19625 me 15 kw
kasting (govt)

Hovdefjell — Norsk Rikskring- 189.25 mc 30 kw
kasting (govt)

Kongsberg — Norsk Rikskring- 62.25 mc 100 kw
kasting (govt)

Melhus e Norsk Rikskring- 48.25 mc 5 kw
kasting (govt)

Oslo — Norsk Rikskring- 182.25 me 100 kw

kasting (govt)

PAKISTAN 1 station (Standards: 7 mc bandwidth, 625 lines, 25 frames)
Karachi t— Government — -

PANAMA 7 stations (Standards: 6 mc bandwidth, 525 lines, 30 frames)

Chilibre HOHM Cerpn. Panamena de 67.25 me 2 kw
RPC-TV Radicdifusion S.A.
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CALL VIDEO Power

CITY LETTERS LICENSEE FREQ. (ERP)
Chitre FTHOF33 Corpn. Panamena de 77.25 mc 500 w
RPC-TV Radiodifusion S.A.
David/Boquete F— Samudio, Esquivel — —
Highway . & Tribaldos
David THOH4 Corpn. Panamena de 83.25 mc 500 w

PC-TV Radiodifusion S.A.

R
Panama City T¥OU34— TeSIeXisora Nacional  55.25 mc 500 w

v AL

Panama City tHP5C-TV Teslevisora Nacional 83.25 mc 500 w
A

Sona tHOF34

Corpn. Panamena de 17525 mc 275 w
RPC-TV

Radiodifusion S.A.

PANAMA CANAL ZONE 2 stations (Standards: 6 me¢ bandwidth, 525 lines,
30 frames)
Ft. Clayton

CFN-TV  AFRTS U.S. ARMY 181.25 me 200w
Ft. Davis

CFN-TV  AFRTS U.S. ARMY 193.25 mec 200 w

PERU 15 stations (Standards: 6 mc¢ bandwidth, 525 lines, 30 frames)

Arequipa — Televisora sur 55.25 me 100 w
Peruana S.A.
Arequipa Radio — 83.25 mc o
Conti-
nental TV
Chimbote R Genaro Delgado 187.25 mec  —
Brant E Hijos
Cuzco LLESS Televisora sur 67.25 me —
Peruana S.A.
Ica L Genaro Delgado 187.25 me¢  —
Brant E Hijos
Iquitos tRadio Jose E. Cavero A. 83.25 me —
Atlantida/
Victoria
TV
Lima Radio Vic~ Josze E, Cavero A. 55.25 mc 30 kw
toria TV
Lima Radio Cia. Peruana de 67.25 mc 5 kw
%‘rlnerica Radiodifusion S.A.
Lima (cultural) Ministerio de Educa- 175.25mc 100 w
cion (govt)
Lima Radio El Cia. Peruana de 187.25 me 10 kw
Sol TV Radiodifusicn S.A.
Lima b Cia. Televisora 199.25 me  —
Excelsior
Lima Radio Genaro Delgado 211.25me 4 kw
Panameri- Brant E Hijos
cana TV
Piura L= Genaro Delgado 175.25 me  —
Brant E Hijos
Tacna #h Televisora sur 55.25 mc —
Peruana S.A.
Trujillo — Genaro Delgado 55.25 me o=

Brant E Hijos

PHILIPPINES 11 stations (Standards: 6 mc bandwidth, 325 lines, 30 frames)
Cebu City, Cebu DYCB-TV Alto Broadcasting 61.25 mc 5kw

System
Cebu City, Cebu e Manila Times
Clark Field

AFRTS U.S. Air Force 181.25mc 200 w

21125 me  —

Davao_ City, DXTV Inter Island Broad- 211.25me —
Mindanao casting Corp.
Manila DZAQ-TV B%inao Electronics 61.25 mce 7.6 kw
orp.

Manila DZTM-TV Associated Broad- 77.25 me —_
casting Co.
(Manila Times)

Manila DZBB-TV Republic Broadcast- 17525 mec —
ing System

Manila DZXL-TV Chronicle Broad- 187.25 me 1.4 kw
casting Co.

Manila DZRP-TV Republic of the Phil- 193.25 mec¢ —
ippines (govt)

Manila DZRH-TV Manila Broadcast- 199.25 mec  —
ing Co.

Manila DZTV Inter Island Broad- 211.25mc 5kw

casting Corp.

POLAND 18 stations (Standards: 8 mc bandwidth, 625 lines, 25 frames)

Bialystok — Government 191.25me  —
Bydgoszcz -— Government 175.25 me —
Gdansk — Government 77.25 me 4.6 kw
Kalisz — Government 59.25 me —
Katowice — Government 191.25 me 200 kw
Kielce — Government 49.75 me 200 w
Koszalin — Government 223.25me —
Krakow — Government 207.25mec 80w
Lodz — Government 175.25 me 4 kw
Lublin — Government 199.25 me 10 kw
Olsztyn e Government 175.25 me 1 kKw
Poznan —_ Governiment 183.25 mec 500 w
Rzeszow f— Government 223.25 mc  —
Srem f— Government — 150 kw
Szezecin — Government 223.25 me  —
TrzeciewiecC f— Government — —
Warsaw — Government 59.25 me 8 kw
Zielona Gora T— Government 77.25 me —

PORTUGAL 3 stations (Standards: 7 me¢ bandwidth, 625 lines, 25 frames)

Coimbra —_ Radiotelevisao Portu- 55.25 mc 60 kw
guesa

Lisbon — Radiotelevisao Portu- 189.25 mc 100 kw
guesa

Porto o Radiotelevisao Portu- 20325 me 100 kw
guesa

PUERTO RICO 12 stations (Standards: 6 mc¢ bandwidth, 525 lines, 30 frames)

Aguadilla WOLE-TV Western Broadcast- 205.25 me  17.8 kw
ing Corp of
Puerto Rico

Aguadilla AHD-TV AFRTS U.S. Air Force 513.25 mc 100 w

Caguas WKBM- American Colonial 199.25 me 155 kw

TV Broadcasting Corp.

Fajardo WSTE-TV Continental Broad- 211.25 me  31.6 kw
casting Corp.

Mayaguez WIPM-TV Department of Edu- 61.25me 35.5 kw

cation of Puerto
Rico
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CITY LETTERS LICENSEE FREQ. (ERP)
Mayaguez WORA-TV Supreme Broadcast- 77.25 mc 100 kw
ing Co. Inc. of
Puerto Rico
Ponce WRIK-TV Ponce Television C=rp. 175.25 me  1.41 kw
Ponce WSUR-TV American Colonial 187.25 mec  2.7T3 kw

Broadcasting Corp.

Roosevelt Roads AFRTS U.S. Navy

181.25 me 10w

San Juan %V\;(AQ- El Mundo Inc. 55.25 me 100 kw
San Juan WAPA-TV Ponce de Leon 67.25 mc 56.2 kw
Broadcasting Co.

Inc. of P.R.

WIPR-TV Department of Edu- 83.25 mc 100 kw
cation of Puerto
Rico

San Juan

RHODESIA & NYASALAND 3 stations (Standards: 7 mc bandwidth, 625
lines, 25 frames)

Bulawayo — Rhodesia Television  55.25 me 3 kw
] Ltd. (RTV)

Kitwe o Rhodesia Television  62.25 mc 2 kw
) Ltd. (RTV)

Salisbury — Rhodesia Television 62.25 mc 20 kw
Ltd. (RTV)

RUMANIA 1 station (Standards: 8 mc¢ bandwidth, 625 lines, 25 frames)
Bucharest — Government 59.25 me 20 kw

RYUKYU ISLAND 3 stations (Standards: 6 mc bandwidth, 525 lines, 30
frames)

Naha, Okinawa ¥3DW- Okinawa Television 19325 mec 5 kw

Broadcasting Co.

Ltd.
KSAR-TV Ryukyus Broadcast- 205.25 mec 5 kw
ing Corp, Ltd.
AFRTS U.S. Air Force 181.25 mc 5 kw

Naha, Okinawa

Okinawa

SAUDI ARABIA 2 stations (Standards: 6 me¢ bandwidth, 525 lines, 30
frames)

Daharan A‘II{AMCO Arabian American 55.25 mc 12 kw

0il Co
Daharan — AFRTS U.S. Air Force 18125 mc 100 w

SENEGAL 1 station (Standards: 7 mec bandwidth, 625 lines, 25 frames)
Dakar i— Government — —_

SIERRA LEONE 1 station (Standards: 7 mc¢ bandwidth, 625 lines, 25 frames)
Freetown — Government 48.25 mc —

SINGAPORE 2 stations (Standards: 7 mec bandwidth, 625 lines, 25 frames)

Singapore Singapore 175.25 me —
Government

Singapore wH Singapore 196.25 mec  —
Government

SPAIN 6 stations (Standards: 7 mc bandwidth, 625 lines, 25 frames)

Barcelona o Radio Nacional de 62.25 me 24 kw
Espana (govt)

Bilbao — Radio Nacional de 62.25 mc —
Espana (govt)

Madrid — Radio Nacional de 48.25 me 200 kw
Espana {govt)

Madrid e Radio Nacional de 62.25 mc 2 kw

. . Espana {(govt)

Sevilia FE Radio Nacional de 55.25 me —
Espana (govt)

Zaragoza — Radio Nacional de 55.25 me 5 kw
Espana (govt)

SUDAN 1 station (Standards: — mec bandwidth, 625 lines, 25 frames)

Khartoum — Government —

SWEDEN 39 stations (Standards: 7 mc bandwidth, 625 lines, 25 frames)

Ange — Sveriges Radio 196.25 mec  1.5kw
Television (govt)

Arvidsjaur — Sveriges Radio 175.25 me 15 kw
Television (govt)

Baeckefors e Sveriges Radio 196.25 mec 60 kw
Television (govt)

Boden — Sveriges Radio 62.25 me 60 kw
Television (govt)

Bollnaes — Sveriges Radio 18225 me 15 kw
Television (govt)

Borlaenge — Sveriges Radio 210.25 mc 25 kw
Television (govt)

Emmaboda — Sveriges Radio 196.25 me 15 kw
Television (govt)

Gaellivare — Sveriges Radio 203.25 me 60 kw
Television (govt)

Gaevle — Sveriges Radio 203.25 me 15 kw
Television (govt)

Goeteborg — Sveriges Radio 203.25 me 60 kw
Television {govt)

Halmstad — Sveriges Radio 189.25 me 15 kw
Television (govt)

Haparanda — Sveriges Radio 196.25 me 60 kw
Television (govt)

Hoerby — Sveriges Radio 48.25 mc 100 kw
Television (govt)

Kiruna — Sveriges Radio 182.25 mec 60 kw
Television (govt)

Lycksele == Sveriges Radio 196.25 me 1.5 kw
Television (govt)

Malmoe — Sveriges Radio 21025 me 1kw

Television (govt)
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CITY LETTERS LICENSEE FREQ. (ERP) CITY LETTERS LICENSEE FREQ. (ERP)
Mora — Sveriges Radio 196.25 me 3 kw Aberdeen —_ Independent Televi- 194.757 mc 400 kw
Television (govt) ] sion Authority
Motala — Sveriges Radio 189.25 mec 3 kw Ashkirk ke British Broadcasting 45 me —
Television (govt) . Corp. .
Naessjoe — Sveriges Radio 210.25 me 60 kw Ballachulish LLES British Broadcasting 51.75 mc 56 w
Television (govt) Corp.
Norrkoeping — Sveriges Radio 17525 me 60 kw Belfast — British Broadcasting 44.993mc  12kw
Television (govt) Corp. X
Oerebro — Sveriges Radio 4825me 60 kw Belfast — Independent Televi- 194.743 mec 100 kw
Television (govt) . sion Authority
Oernskoeldsvik — Sveriges Radio 182.25 me 3 kw Birmingham — British Broadcasting 61.75 me 100 kw
Television (govt) Corp.
Oestersund — Sveriges Radio 6225 me 60 kw Bolton — Independent Televi- 194.75mec 100 kw
Television {govt) (Lancashire area) sion Authority
Pajala —_ Sveriges Radio 189.25 me 15 kw Brighton —_ British Broadcasting 51.757me 300 w
Television (govt) Corp.
Skelleftea - Sveriges Radio 182.25 me 10 kw Brynychain, NNW, #%— Independent Televi- 19975 me 10 kw
Television (govt) Wales sion Authority
Skoevde — Sveriges Radio 55.25 me 15 kw Caldbeck, —_ Independent Televi- 204.7%5mec 100 kw
Television (govt) Cumberland sion Authority
Solleftea — Sveriges Radio 189.25 me 15 kw Caradon Hill, _ Independent Televi- 209.75mec 200 kw
Television (govt) Cornwall sion Authority
Stockholm — Sveriges Radio 6225 me 80 kw Cardiff — British Broadcasting 66.75me 100 kw
Television (govt) Corp.
Storuman — Sveriges Radio 210.25 me 60 kw Cardigan e British Broadcasting 56.757 mc 1 kw
Television (govt) Corp.
Sundsvall — Sveriges Radio 175.25 me 60 kw Carlisle/Cumber- —_ British Broadcasting 61.757 mc 16 kw
Television (govt) an Corp.
Sunne — Sveriges Radio 189.25 me 60 kw Channel Islands == British Broadecasting 61.757me¢ 1 kw
Television (govt) Corp.
Sveg — Sveriges Radio 55.25me 60 kw Chillerton Down, = Independent Televi- 204.75me 100 kw
Television (govt) Isle of Wight sion Authority
Tasjoe S Sveriges Radio 203.25 me 60 kw Douglas, = British Broadcasting 66.757 me¢ 2.8 kw
Television (govt) Isle of Man Corp.
Uppsala — Sveriges Radio 182.25 me 3 kw Dover — British Broadcasting 51.743me 1kw
Television (govt) Corp. .
Vaennaes —_ Sveriges Radio 48.25 me 60 kw Dover = Independent Televi- 199.714 me 100 kw
Television (govt) sion Authority
Vaesteras —_— Sveriges Radio 196.25 me 10 kw Durham — Independent Televi- 189.757 mec 100 kw
Television {govt) sion Authority
Vaestervik — Sveriges Radio 18225 me 25 kw Edinburgh — British Broadecasting  56.75 me 100 kw
Television (govt) Corp. .
Vaexjoe — Sveriges Radio 175.25 me 5 kw Enniskillen, N.I. ek British Broadcasting  56.75 me 3.4 kw
. Television (govt) Corp.
Visby = Sveriges Radio 203.25 me 25 kw Flintshire LL - Independent Televi- 20475 mc 25 W
Television (govt) sion Authority
Fort William R British Broadcasting  66.75 mc 1.6 kw
Corp.
Fremo?t — Independent ”[:Lelev1— 19475 me 10 kw
SWITZERLAND 12 stations rds: idth i Doint, Jersey sion Authority
e, 2 stations (Standards: 7 mc bandwidth, 625 Iines, 25 }(I;{lddersﬁeld _ Indepegdent Tt‘:elew- 199.737 me 200 kw
A : q orkshire area sion Authority
Bantiger - Svggls‘pBlz(é%%cé?stmg 4825 me 30 kw Inverness s - British Broadcasting 51.743mc  1kw
: O 0 . Corp.
Bantiger (Ps{gr‘;zili) S%lgls'pBl((é‘%?/?‘:?Stlng 210.25me 2 kw Inverness _ Indepegd%nt ’I:Eelevi— 209.75 me 50 kw
5 . sion Authority
Easel - s“élgprﬁ%%%%?stmg 21025 me 10 kw Kinlochleven LR Br(i:tish Broadcasting 45 mec 3kw
orp.
HEEL IRl - S‘“ggﬁpBlz%%%cz)‘Stlng 62.25me 100 kw Larnarkshire - Independent Televi- 199.73me 475 kw
Les Ordons — Swiss Broadcasting  189.243mec 6 kw e s SGe1e
Monte Ceneri o= S»Sl%ls‘pBlgggc‘l’(gstmg 17525 me  45kw Ll%;u%rindod Wells,  — Brcitish Broadcasting  45mc 1.8 kw
Cor v ’ ) e A ;
Monte San _ SWlSSpBr(gz(l)dcz)lstmg T ST vy London — Br(ljig;ll; Broadcasting 45 me 200 kw
alvatore Corp. (govt : ;
Niederhorn (Provi- SwisngIggadc;sting 22425 me 5 kw London — Ingg%exgiggr’il;;lew- 194757 me 120 kw
Saentis _slonal Swite Brosdcasting 18925 me 20 kw L *— LT LRI e RS
. orp.
Uetliberg — L Londonderry, NI  — British Broadeasting  51757me L kw
. orp. . .
Val de Travers o S\A?iggpﬁéc%:c‘i/é;sting 175.25 me 45 w Manchester — Brcitish Broadcasting 51.75 me 100 kw
: or
Valzeina = Swist Broadeasting 21025 me 5 kw Mendlesham - I“geﬁegﬁiﬁgrﬁile“' 20413 me 200 kw
s o
Corp. (govt) Midlands/Hints = Independent Televi- 189,75 me 400 kw
Netherbutton, sion Authority

SYRIA 1 station (Standards: 7 mc bandwidth, 625 Iines, 25 frames)
Damascus — Government 175.25 me 10 kw

THAILAND 6 stations (Standards: 6 mc bandwidth, 525 lines, 30 frames)

Bangkok HST-TV Thcallagdd Television  67.25 me 27 kw
o
Bangkok HSA-TV  Royal Thai Army 17525 me 60 kw
(Signal Corps)
Haadyail — Public Relations — —

dept. (govt)

Khon Kaen — Thailand Television — =
. Co. Ltd.

Lampang EE— Thalland Television — —

Songkhla wE_

Thailand Television — —
Co. Ltd.

TRINIDAD 1 station (Standards: 6 mc bandwidth, 525 lines, 30 frames)

Port of Spain — Trinidad and Tobago 55.25 me 15 kw
Television Co. Ltd

TURKEY 1 station (Standards: 7 mc bandwidth, 625 lines, 25 frames)

Istanbul — Istanbul Technical 62.25 me 100 w
University

UGANDA 1 station (Standards: 7 mc bandwidth, 625 lines, 25 frames)
Kampala f— Government — —

U.AR. (EGYPT) 4 stations (Standards: ¥ mc bandwidth, 625 lines, 25 frames)

Alexandria — Government 18225 me —
Cairo — Government 175.25 me 10 kw
Cairo — Government 189.25 me  —
Cairo 203.25me 30 kw

fUNITE)D KINGDOM 55 stations (Standards: 5 mc bandwidth, 405 lines, 25
rames
Aberdeen — British Broadeasting 61.7143me 12 kw

Corp.

9%

British Broadcasting 66.743me 10 kw
Corp.
British Broadcasting 66.743 me¢ 12 kw

Orkney Islands _

Newcastle —
Corp.
Norwich — British Broadcasting 56.757 mc 40 kw
Corp.
Oban o British Broadcasting  61.75 mc 1.6 kw
Corp.
Oxford == British Broadecasting 51.733me¢ 700 w
Corp.
Pembrokeshire L Independent Televi- 189.75 me 100 kw
ston Authority
Peterborough — B%tjsh Broadcasting 66.757mc¢  1kw
orp.
Plymouth — British Broadcasting 51.743me¢ 16 kw
orp. )
Presely — Independent Televi- 189.75 me 100 kw

sign Authority
British Broadcasting  45.047me  10.3 kw

Corp.
British Broadcasting 56.743mec 100 kw

Redruth, Cornwall —

Rowridge, Isle —

of Wight Corp. .
St. Hilary —_ Independent Televi- 19975 me 20 kw
sion Authority
Selkirk — Independent Televi- 214,722 mc 25 kw
sion Authority
Stockland Hill, — Independent Televi- 19475 mec 100 kw
Devonshire sion Authority
Strabane, N.I. EE Independent Televi« 18975 mc 90 kw
sion Authority
Wick — British Broadeasting 45 mc Tkw
Corp.

URUGUAY 4 stations (Standards: 6 mc bandwidth, 525 lines, 30 frames)

Montevideo — Elvira Salvo de 67.25 me 32 kw
Martinez Arboleya

Montevideo et Servicio Oficial de 77.25 me 5 kw
Difusion (govt)

Montevideo — Soc. Anonima 193.25 me  2.50 kw
Emisoras de Teley
Anexos

Montevideo Dgnga so Larranga 205.25 me 64 kw

USSR 128 stations (Standards: 8 me bandwidth, 625 lines, 25 frames)

Abakan (Russia) — Government 49.75 me 2 kw

Akhaltsikhe — Government — e
(Georgia)

Aktyubinsk —_ Government 49.75 me —
{Kazakh)

TELEVISION MAGAZINE / July 1963

www americanradiohistorv com

123


www.americanradiohistory.com

R

CALL VIDEO Power CALL VIDEO Power
CITY LETTERS LICENSEE FREQ. (ERP) CITY LETTERS LICENSEE FREQ. (ERP)
Alma Ata — Government 77.25 me 5kw Riga (Latvia) Government 71.25me 3 kw

(Kazakh) Riga (Latvia) Government 207.25me  —
Amursk (Russia) **— Government — — Rostov on Don — Government 49.75 me —
ArKkhangelsk = Government — - (Russia) .

(Russia) Rubtsovsk — Government 59.25 me —
Armavir (Russia) — Government 49,75 me — (Russia)

Ashkhabad = Government 49.75 me = — Saransk (Russia) — Government — =

(Turkmen) Saratov (Russia) S Government 49.75 me —
Astrakhan — Government 49.75 mc 5kw Severodvinsk — Government = ==

(Russia) . (Russia)

Baku (Azerbaijan) — Government 71.25 me kw Simferopol — Government 77.25me = —
Baku (Azerbaijan) = Government 183.25 me — (Ukraine)
Balkhash — Government — — Sochi (Russia) = Government 49.75 me =

(Kazakh) Sovetskaya Gavan **— Government — =
Barnaul (Russia) Government 77.25 me - (Russia)

Berislav (Ukraine) Government _— Sverdlovsk — Government 77.25 me Skw
Biysk (Russia) — Government 49.75 mc — (Russia) »
Blagoveschensk — Government 77.25me  5kw Syktyvkar A Government = =

(Russia) (Russia)

Bratsk (Russia) Government . _ Tallinn (Estonia) e Government 59.25 mc 15 kw
Bryansk (Russia) . Government 59.95 me _ Tallinn (Estonia) — Government 77.25 mc —_—
Cheboksary — Government — — Tashkent (Uzbek) = Government — —

(Russia) Tashkent (Uzbek) — Government 77.25 me 5 kw
Chelyabinsk = Government 8525 me  — Thilisi (Georgia) = Government 85.25me  5kw

(Russia) Tomsk (Russia) = Government 49.75 me 5 kw
Cherepovets — Government 93.25 mc — Tselinograd E— Government _ —

(Russia) (Kazakh) »

Chita (Russia) — Government — — Tula (Russia) e Government — —
Dnepropetrovsk — Government 93.25 me 5 kw Tyumen (Russia) — Government 59.25 me —

(Ukraine) Ufa (Russia) — Government 49.75 me 5 kw
Donetsk (Ukraine) —— Government 85.25 me 15 kw Ukhta (Russia) — Government 77.25 mec —
Dushanbe _ Government 49.75 me _ Ulan Ude (Russia) — Government 77.25 mc —

(Tadzhik) Ulyanovsk — Government 93.25 me —
Dzhezkazgan = Government 49.75me  — (Russia) ,

(Kazakh) Uralsk (Russia) BE_ Government o e
Ekibastuz T Government — — Ust Kamenogorsk — Government 49.75 me —

(Kazakh) (Kazakh)

Frunze (Kirgiz) — Government 49.75 me — Vilnius . — Government 85.25 me 15 kw
Gomel (Byelorus) = Government 77.25me = — (Lithuania)

Gorkiy (Russia) = Government 59.25 mc = Vitebsk (Byelorus) — Government — —
Gorno Altaysk — Government — — Vladivostok — Government 49.75 me 7 kw

(Russia) (Russia)

Grozny (Russia) — Government 77.25 me — Volgograd — Government 85.25me  —
Guryev (Kazakh) = Government — . (Tadzhik) |

Irkutsk (Russia) — Government 77.25 me — Vorkuta (Russia) = Government 77.25me = —
Ivano Frankovsk = Government = — Voronezh (Russia) e Government 49.75 me —

(Ukraine) Yakutsk (Russia) = Government — —
Izhevsk (Russia) — Government 59.25 me — Yaroslavl (Russia) — Government 59.25 me —
Kaliningrad Government 85.25 mc — Yerevan - Government 49.75 mc 5 kw

(Russia) (Armenia)

Karaganda — Government 49.75 mc = Yoshkar Ola e Government 18325 me —

(Kazakh) (Russia)

Kazan (Russia) — Government 49.75 me e Yuzhno Sakha- — Government 77.25 me —
Kemerovo — Government 93.25 me — linsk (Russia)

(Russia) Zaporozhye — Government 175.25 me —
Khabarovsk — Government 77.25 me 5 kw (Ukraine)

(Russia)

Kharkov — Government 77.25 me Tkw

{Ukraine)

Kherson e Government 77.25 me 2 kw ) )

(Ukraine) VENEZUELA 5 stations (Standards: 6 me¢ bandwidth, 625 lines, 25 frames)
Khorog (Tadzhik) — Government — = Caracas YVKS-TV Radio Caracas TV S.A. 55.25mc  62.6 kw
Kiev (Ukraine) == Government 59.25 me 15 kw Caracas YVLV-TV Corpn. Venezolanade 67.25me 75 kw
Kiev (Ukraine) = Government 77.25 me — Television S.A.

Kirov (Russia) = Government 77.25 me = Caracas YVKA-TV Televisora Nacional 77.25 me 312 kw
Klrovabaq_ e Government — — (govt)

{(Azerbaijan) Maracaibo YVMP-TV Ondas del Lago TV 211.25 me 12 kw
Kishinev = Government 77.25 me 15 kw S.A.

(Moldavia) Valencia YVLD-TV Radio Valencia 211.25me 4 kw
Komsomolsk = Government 49.75 me o (Miguel Ache)

(Russia)

Krasnodar = Government 93.25 me —

{(Russia)

Sl SO cntsis - - VIRGIN ISLANDS 2 stations (Standards: 6 mec bandwidth, 525 lines, 3¢
Krasnoyarsk = Government 59.25 me — frames) . )

(Russia) Charlotte Amalie, WBNB-TV Island Tele-radio 193.25me 2.5 kw
Kurgan (Russia) = Government 93.25 me — t. Thomas ) Service Inec. )

Kuybyshev —_ Government 77.95 me —_— Christiansted, *#WSVI-TV Supreme Broadcasting 181.25me  3.16 kw

(Russia) St. Croix Co. Inc. of
Kyzyl (Russia) A Government — = Puerto Rico
Leningrad (Russia) — Government 49.75 me 15 kw
Leningrad (Russia) — Government 77.25 me —

Lugansk (Ukraine) — 59.25 me e

Lvov (Ukraine) 49.75 me = . i .
Magadan (Russia) e Government 48.75 me == YUGOSLAVIA 29 stations (Standards: 7 me bandwidth, 625 lines, 25
Magnitogorsk — Government 7725 me  — frames)

(Russia) Belgrade Government 182.25 mec 10 kw
Makhachkala — Government — - Belgrade Government 210.25 me 35 kw

(Russia) Biokovo Government 203.25 me 100 kw
Minsk (Byelorus) = Government 49.75me 5 kw Bjelasnica Government 182.25me 4 kKw
Moscow (Russia) = Government 49.75me 15 kw Celavac Government 196.25me 80 kw
Moscow (Russia) — Government 77.25me  7.5kw Crni Vrh Government 21725 me 35 kw
Moscow (Russia) o Government 19125 me — Goles — Government 189.25 me 35 kw

(color) Gric = Government 175.25 me 95 kw
Murmansk — Government 77.25me — Jastrebac — Government 17525 me 100 kw

(Russia) Kalnik = Government 175.25 me 25 kw
Nakhichevan - Government - - Kopaonik = Government 55.25 mc 50 kw

(Azerbaijjan) Kozara — Government 182,25 mc 18 kw
Nalchik (Russia) — Government 49.75 me 5 kw Kozjak Wk Government 62.25 mc 15 kw
Nebit Dag e Government — . Ljubljana — Government 17525 me 6 kw

(Turkmen) Ljubljana — Government 182.25me 16 kw
Nikolayev e Government 59.25 me — Ljubljana — Government 217.25me 6 kw

(Ukraine) Ovcar A Government 196.25 me  10kw
Norilsk (Russia) — Government 49.75 me  — Plesivec *E_ Government 175.25 me 50 kw
Novomoskovsk = Government 93256 me  — Pohorje — Government 217.25 me 10 kw

(Russia) Psunj — Government 62.25 mc 80 kw
Novosibirsk — Government 59.25me — Sarajevo = Government 196.25me 6 kw

(Russia) Skoplje — Government 182.25 mec 60 kw
Nukus (Uzbek) — Government = = Srdj — Government 182.25 me 35 kw
Odessa (Ukraine) - Government 93.25 mc 15 kw Titograd — Government 196.25 me 35 kw
Omsk (Russia) — Government 49.75 me 5 kw Tupiznica = Government 210.25 me 35 kw
Ordzhonikidze — Government — — Ucka = Government 217.25me 100 kw

(Russia) . Velez — Government 189.25me 10 kw
Orenburg (Russia) = — Government - - Vlasic — Government 217.25 me 100 kw
Pa(x%odaf{ i L= Government — — Zagreb — Government 203.25me 10 kw

aza
Penza (Russia) — Government 85.25 me —
Perm (Russia) Government 49.75 me —
Petropavlovsk, — Government — —

Kamechatka

(Russia) . .

Petropavlovsk = overnmen — — g

(Kazakh) CODE 0
Petrozavodsk — Government 59.25 me — « .

(Russia) Experimental + Planned
Pskov (Russia) S Government 210.25me  — . . .

Pyatigorsk — Government 59.25 me = — Under Construction 11 Inactive

(Russia)

Raychikhinsk — Government e —
(Russia)
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THE TOP 50 from page 63

TV’s 1962 performance in the competition for ad budget share—outstanding

Chrysler ad dollars, and especially the
network share, has been off in recent
yeurs,

No. 9—R. J. Reynolds: Ranked in the
same spot as last year, this company in-
creased its total spending by almost $5
million during 1962. The increase was
spread fairly evenly among all media,
except for business publications, which
once again received nothing. The com-
pany spent $162,988 in outdoor last year,
had spent nothing in that medium dur-
ing the four preceding years. TV spend-
ing was at its highest point since 1957,
up o 65.19, ($27,522,719) of total bud-
get ($12,255,427) .

No. 10—Bristol-Myers: This adver-
tiser increased its total spending consid-
erably last year, up to $538,166,655 from
1961°s $35,607,5689. Television received
most of the new money, with the heity
increase of almost $15 million divided
fairly evenly between network and spot.
TV’s share of Bristol-Myers ad dollars
was up to 71.83%, compared witlt 69.4%
in 1961, The company was ranked num-
ber 13 last year, moved up three notches.,

No. 11—General Mills: Down a notch
from last year, General Mills decreased
its overall spending by $8 million. Net-
work TV received $5 million fewer
dollars than in 1961
$19,017,741) while spot received $5 mil-
lion more ($9,670,400 vs. $4,272,080).
Though total TV expenditures decreased
on a dollar basis ($21,868,394 last year
vs. $23,289,821 in 1961), the medium’s

percentile share increased, was up Lo

7349, compared with 61.79% a year
earlier. Newspapers suffered the greatest
cutback, down to $3,777,751 {from 1961’s
high of $11,480,033.

No. 12—American Tobacco: This
company increased spending in news-
papers by more than $3 million ($6,613,-
396 compared with $3,528,025 in 1961),
raised its total expenditures by the same
amount. TV received $14,199,173, or
47.9% of American Tobacco’s total
budget, compared with $13,639,986 and
52.5%, in 1961.

No. 13-Distillers  Corp.—Seagrams
Ltd.: This advertiser’s total spending in-
creased slightly in the $30 million-plus
bracket it reached in 1961. TV spend-
ing increased, on both a dollar and share
basis—384,635,816 and 15.1%, in 1962
compared with $2,767,730 and 9.1%, in
1961. After a lapse of two years, the
company once again invested in nets
work television ($3,245,836). The com-
pany’s TV spending was primarily [or
products of its Pharmacraft division (Col-
dene, Fresh deodorant, Ting, Allerest).
Most of this advertiser’s dollars are spent
in newspapers and general magazines.

No. 14—General Electric: Down two

($12,197,994 vs.

notches [rom a rank of 12 last year, GE
increased its total spending by more
than $4 million, added hall a million to
1961's TV investment ($8,110,219 wvs.
$7,584,072) . Despite TV’s dollar gain,
the medium’s percentile share decreased,
from 30.8% to 28.1%,. As in previous
years, GE spent most of its ad dollars in
magazines  ($10,184,087), newspapers
($5,773,441) and business publications
($4,500,000) . The company’s expendi-
tures in magazines rose more than $3
million in 1961 and accounted for most
of the dollar increase.

No. 15—P. Lorillard: Up {rom 18th
place last year, this large tobacco adver-
tiser raised total spending from $25,309,-
214 in 1961 to $31,186,063 in 1962. News-
papers registered the largest gain, up to
$5.217,723 compared with $2,007,261 in
1961, Though the company increased
TV investments by more than a million
dollars ($22,920,380 vs. $21,609,920) the
medium’s percentile share dropped sub-
stantially, down to 73.5% from 85.4%,
the previcus year.

No. 16—American Tel. & Tel.: This
communications giant increased its total
expenditures again in 1962, [rom $27.2
million to $30.5 million. Television
moved up slightly in dollars, while slip-
ping in share. Magazines continued to
claim most of AT&T’s ad dollars, up to
$14.8 million in a steadily ascending
spiral over the years ($7.5 million in
1957 and 1958, $8.8 million in 1959,
$10.8 million in 1960, $13 million in
1961).  Last year AT&1’s rank was
No. 15.

No. 17—Philip Morris: Television
rated higher than ever in this com-
pany’s advertising activities during 1962,
up to $18,300,913 from $16,148,631 the
year before. The medium’s share in-
creased too—up to a new high of 74.9%,
of total budget. TV’s share in previous
years was 64%, (1961), 59.6% (1960),
60.19% (1959), 17.29; (1958).

No. 18—National Dairy Products:
This company reduced overall spending
by over $2 million. As a result, though
TV dollar expenditures were up less
than $1 million ($11,278,867 vs. $10,312,-
916 in 1961), the medium’s share in-
creased from 40.59, 1o 48.79%,. Most of
the TV money was spent [or Kralt, long-
time network sponsor ol the Perry Como
Show. Decreases were suffered by hoth
newspapers (down to $5.7 million from
1961’s $7.8 million) and general maga-
zines ($5.7 million compared with §7
million in 1961). National Dairy Prod-
ucts dropped two places in the listing,
was 16th last year.

No. 19—Kellogg: Up from 23rd place
last year, this advertiser increased TV
spending by more than $3 million ($18,-
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181,311 vs. $15,000,228) . The medium’s
share of Kellogg’s dollars rose also, to
769, from 1961’s 69.4%,. Spending in
newspapers and general magazines re-
mained about the same ($1.2 million
and $3.3 million, respectively, in 1962) .

No. 20—Brown & Williamson: This
tobacco advertiser reduced total spend-
ing by more than $4 million in 1962,
down to $16,019,369 from 1961's $20,-
638,141, Television continued to rate
extremely high, however. Though the
medium received fewer dollars (§14.1
million vs. $17.6 million) its share of
B&W’s toral dollars rose to 88.39;,. The
company was ranked 17th in last year’s
listing.

No. 21—Campbell Soup: During 1962
television received more than half of
Campbell’s $27.5 million ad expendi-
ture, up to $14,226,690 (51.7%) com-
pared with  $10,700,933  (45.6%).
Though spending in magazines de-
creased somewhat, that medium is still
held in high regard by Campbell. Dur-
ing 1962 Campbell spent $8.6 million in
general magazines, $3.8 million in news-
papers. The company was ranked 24th
last year, moved up three notches.

No. 22—Gillette: This company’s TV
spending is now at an all-time high. Last
year Gillette spent $20,253,599—or
93.1%—of its total budget ($21,761,699)
in television. Most of the dollars went
to network ($14.9 million, or 68.6%)
and sports program sponsorship for
which Gillette is wellkknown. During
the past five years Gillette total spend-
ing has remained relatively constant,
hovering just above and below the $20
million mark. TLast year Gillette was
ranked 20th.

No. 23—Liggett & Myers Tobacco:
Television claimed $15.5 million and
694Y%, of L&M dollars in 1962, com-
pared with $13.9 million and 64.89%, the
previous year. Bulk of the TV money
was spent in network, as it had been in
previous years. Spot television, how-
ever, registered a large gain in both
dollars and share ($5,044,200 and 22.5%,
in 1962 compared with $2,845,850 and
13.3% in 1961). Liggett & Myers was
ranked in 22nd place last year.

No. 24—Miles Laboratories: Down a
notch from last year’s ranking, Miles
Labs decreased total spending in 1962 to
$20.2 million from 1961’s $22.6 million.
The dolar cutback was felt mainly by
television, down to $9,797,666 from $11,-
944,179 in 1961. Though TV’s percentile
share decreased somewhat (84.9% vs.
86.59%) it still claimed most of the com-
pany’s ad dollars, as it has for the past
SIX years.

No. 25—Sterling Drug: This advertis-
er was listed in 21st place last year, and
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decreased its total expenditures from
$21,306,619 to $18,701,366. The dollar
loss was felt only by. television, down. to
$12.9 million and 68.99, compared with
1961’s $16 million and 75.59%,. The com-
pany's spending in other measured media
remained practically the same as the
previous year.

No. 26—Standard Brands: In the
same rank as last year, SB increased total
spending from $18,846,341 10 $21,761.-
150. The new money was spread fairly
evenly among general magazines and
spot and network television, with out-
door coming in for some new spending.
TV claimed about half of the company’s
ad dollars (49.59%) .

No. 27—Corn Products: Ranked three
places higher than last year, this com-
pany continued to place most of its
dollars in television. Last year TV re-
ceived $15.8 million, or 66.7%, of this
advertiser’s total expenditure of $23.8
million. TV’s share of the 1961 total
of $21 million was $12.7 million, or
60.3%,.

No. 28—Warner Lambert Pharmaceu-
tical: The new compilation shows a con-
siderable increase in total spending by
this company—$21.9 million in 1962
compared with $15.2 million in 1961.
TV’s share rose, too, in both dollars and
percentage—from $11.7 million and
76.99, in 1961 to $17.7 million and
80.6% in 1962. Warner Lambert de-
creased newspaper advertising last year,
increased spending in general magazines
from $1.9 million to $2.9 million. The
company dropped wone place in the
Top 50 listing.

No. 29—FE. I. duPont de Nemours &
Co.: Television’s share of the chemical
giant’s ad dollars decreased somewhat in
1962, down to $6.7 million and 39.2%,
from $7.4 million and 40.9% the previ-
ous year. Spending in newspapers and
general magazines remained at the same
level, with 1962 figures of $2.7 million
and $4.6 million, respectively. DuPont
continued to invest relatively heavily
in business publications, though the $2.7
million investment for 1962 represented
a $300,000 decrease compared with the
previous year. The company was ranked
in 28th place last year.

No. 30—Coca-Cola: Up three notches
in the listing, Coke increased TV spend-
ing from $12.7 million and 64.59, in
1961 to $18.4 million and 69.83%, in 1962.
Bulk of the TV dollars continue to go to
spot.  General magazines gained too;
the 1962 investment was $5 million com-
pared with $3 million in 1961.

No. 31—National RBiscuit: Ranked in
the same spot as it was last year, Nabis-
co’s total spending decreased from $17.6
million to $16.4 million. Network tele-
vision, though still {favored by the com-
pany, took all of the loss, down to $10.1
million and 61.3% from 1961's $11.4
million and 64.7%. Combined, network

TELEVISION MAGAZINE / July 1963

and spot dollars accounted for 71.7% of
Nabisco’s total budget.

No. 32—National Distillers & Chemi-
cal: New to television in 1962 for its
Cinzano vermouth ($184,800 or 1.29%
of total budget in spot television) this
company places the great bulk of its ad
budget in newspapers ($6.5 million),
general magazines ($7.2 million) and
outdoor ($1.6 million). ND&C was
ranked 29th last year, dropped three
notches.

No. 33—Eastman Kodak: Up one in
the listing, this large company decreased
total spending slightly in 1962, down to
$15.8 million from 1961’s $16.1 million.
TV received almost a third of Eastman
Kodak’s dollars—$5.3 million and
33.8%. The company is a heavy investor
in general magazines ($6.7 million) and
business publications ($2 million).

No. 34—Quaker Oats: Total spending
by this advertiser decreased from $17.4
million in 1961 to $15.9 million in 1962.
TV suffered the greatest loss, down to
$5.9 million and 37.29, from $7.8 mil-
lion and 44.99,.  General magazines
gained, while newspapers showed a rela-
tively small decrease. Quaker Qats was
ranked 32nd last year, dropped two
places.

No. 35—Pillsbury: Up one place in
the listing, Pillsbury spent more than
half of its ad dollars in television ($8.8
million and 53.99% of $16.4 million).
The total expenditure for 1962 was a
decrease over 1961's $17.4 million.

No. 36—Goodyear Tire & Rubber:
This advertiser spends the greatest por-
tion of its dollars in general magazines,
invests about one quarter (26.3%) in
television. Total spending increased
from $14.6 million in 1961 to $15.7
million in 1962. Goodyear was ranked
34th last year.

No. 37—American Motors: This com-
pany increased its total spending from
$13.3 million in 1961 to $17.5 million
in 1962, became even warmer to TV,
Total TV investment in 1962 was $3.7
million, or 21.4%, a healthy increase
from 1961°s 12.19, and back ahead of
1960’s 20.79,. The major part of Ameri-
can Motors’ ad dollars was spent in
newspapers—$10 million in 1962. The
company was listed in 43rd place last
year, moved up six notches.

No. 38—Schenley Industries: Down
three places from last year, this adver-
tiser increased total spending—all the
way [rom $11.7 million to $11.8 million.
Newspapers claimed the bulk of that
total ($7 million) while TV received
only 3.29, ($374,210) .

No. 39—Armour: This advertiser
spent $8.7 million, or 51.9% of its total
budget of $16.8 million, in television
during 1962. Most of the TV money
($6.4 million or 38.49,) went to net-
work television. Spending in newspapers
and general magazines remained rela-
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check our ‘“ratings,” too,

before buying or selling
a broadcast property

Join the hundreds of satisfied
clients who have benefited from
Blackburn’s Total Fiew of

all media. Our analysis of the
ever-changing market puts

all of the facts—pro as well as

con—in proper perspective.

BLACKBURN

& COMPANY, INC.
Radio * TV + Newspaper Brokers

WASHINGTON, D. C.: RCA Building, FE 3-9270
CHICAGO: 333 N. Michigan Avenue, Fl 6-6460
ATLANTA: Healey Building, JA 5-1576
BEVERLY HILLS: Bank of America Bldg.,CR 4-8151

“You can count .
the great restaurants in America

Restaurant Voisin is one of them.
Open every day for luncheon, cocktails and dinner.

80 East 65th St. For reservations:Michel, LE 5-3800
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THE TOP 50 continued

tively level ($2.9 million and $4.7 mil-
lion, respectively), while outdoor was
eliminated. Armour spent $461,469 in
that medium during 1961. The com-
pany was ranked 4lIst last year, moved
up to 39th place in 1962.

No. 40—Anheuser-Busch: Spending
by the beer advertiser—both in total and
in media shares—remained unusually
constant in 1961 and 1962. In 1962 the
total remained at the $13 million level;
TV’s share stayed at $5.5 million, or
41.49, and newspapers, general maga-
zines, business publications and outdoor
received practically the same dollars they
did in 1961. Anheuser-Busch is one of
the largest outdoor advertisers, with an
expenditure of $4.6 million in that me-

dium during 1962. The company was
ranked 42nd in last year's Top 50 com-
pilation.

No. 41—-Continental Baking: This ad-
vertiser decreased its total spending
from $11.7 million in 1961 to $9.2 mil-
lion in 1962. Bulk of the loss tell to
TV, whose share diminished from $9
million to $6.7 million. However, on a
percentage basis, television continued to
claim most of Conrinental Baking's ad
dollars (72.5%). The company was
ranked 37th last year, dropped four
places.

No. 42—Shell Oil: This advertiser
moved heavily into newspapers in 1961,
spending more than $il million in that
medium while TV investments were cut
to practically zero ($770,737 or 5.4%).
The tables turned in 1962. Television

received $5.5 million or 50.79, of the
$10.8 million total in 62, while news-
paper spending dropped to $3.2 million.
Spending decreased overall, down some
$3.4 million from 1961’s total of $14.2
million. Shell was ranked 40th in last
year’s Top 50 compilation.

No. 43—Westinghouse Electric: Down
five places from last year, Westinghouse
decreased its total spending from $9.3
million to $7.3 million. TV took most
of the loss, down to $1.4 million and
18.7% from $3.7 million and %9.29, In
1960 the company spent more than 559,
of its budget in television. It cut back
on spending sharply both during 1961
and 1962.

No. 44—S. C. Johnson & Sons: Up four
places from last year’s listing of 48, this
long-time TV user now spends virtually
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BY THEIR NUMBERS
YLE SHALL KNOW THEM

By GeNE Gobr

WHATEVER your channel number, if you're one of the 577
commercial television stations operating in the United
States and possessions today, you share it with as many as 47
other stations operating somewhere else. Some are big, some
are small, but they all shake down to a channel number—the
largest common denominator in television.

Giant or pygmy, the single image each station puts on dis-
play most often is that channel number—{from 120 to 160 times
between the average sign-on and sign-off. Why? Part of it’s
the legal requirement. [FCC rules specily an aural and visual
identification at beginning and end of the broadcast day, either
an aural or visnal ID on the hour.] But most of all, it’s be-
cause that’'s how most of the viewers know you. Ask the fel-
low on the street if he watches your station, and identify it by
call letters only. He'll probably reply: “What channel is that?”

Alas, there’s little station loyalty in television. A radio sta-
tion today comes up with a sounp, and some people like it
enough to select that station and go about their business all
day without touching the tuning knob—just enjoying the sound
of their favorite station. But television, no. Check those rating
figures. Look at the big switches from channel to channel
practically every half-hour. Folks think in terms of programs,
and they think of programs in terms of the channel number.

The author, now advertising and sales promotion manager of
Kyw-1v Cleveland, has long been prominent in broadcast pro-
motion circles; at one time he wrote a monthly column on that
subject in TELEVISION MAGAZINE. He is an ex-president of the
Broadcasters Promotion Association.
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And so the channel number carries the burden. If you're
lucky, and skillful, you can imbed your channel number in the
subconscious to such an extent they’ll equate the word “tele-
vision” with your channel number, will check your channel
almost automatically on those infrequent occasions when they
just want to “see what's on TV.”

What makes a channe! number memorable and distinctive
and individual and all the things station managers or owners
insist their programing be? It isn’t the numeral itself; that
to a large extent is out of your control. Tt's the way you dis-
play that channel number. It's technique, style, taste—ubiqui-
tousness, if there is such a word. Just as in cooking or dancing
the twist: it really isn’t what you have, it’s what you do with it.

Audio, of course, is a part of the opportunity to “do some-
thing” with a channel number. In the case of channel 3 [the
author’s station] many stations emphasize the number with an
audio phrase (““There’s more to see on Channel 3" is by far the
most popular). This is as it should be: the most effective
communication on television has always been a meaningful
combination of the seen and the heard, and to neglect one is to
forfeit a part of the available influences. Nevertheless, the
video part of the average television station’s identity has ap-
parently been most neglected. The design frequently is not
consistent and not thoroughly implemented.

The channel number is the trademark, and every criterion
of a good solid trademark applies. It must be instantly recog-
nized even if the viewer gets to look at it only two seconds out
of a shared ID spot. It must be flexible, with the figure and
its surrounding design or background equally effective in
print or on the TV screen with its various tones of gray. It
must say the same thing in a whisper when it’s greatly re-
duced that it says with a shout on an outdoor billboard, or
full-screen on TV. It must lend itself to use with other elements
in an ad or a printed piece. It must stand alone if necessary.

And you, to make it meaningful, must use it memorably, in
a variety of ways. Take a tip from the great trademarks of
television—the various network identifications. On neckties,
wallpaper, record jackets, ash trays, sales brochures, calling
cards, lapel buttons, news cars, remote trucks, printed adver-
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all of its dollars in the medium. In
1962 S. C. johnson spent $10.8 million
in TV, or 96.69, of a total expenditure
of $11.2 million. TV’s percentage has
risen steadily during the past six years:
1957 (62.7%), 1958 (81.3%), 1959
(88.39), 1960 (91.8%), 1961 (94.1%,).

No. 45—J. B. Williams: Spending by
this advertiser increased from $11.1 mil-
lion in 1961 to almost $13 million in
1962. Television received most of the
new dollars, $11.5 million and 88.69,
compared with $9.9 million and 88.9%,
the previous year. The company was
ranked 44th in the Top 50 compilation
of last year.

No. 46—Texaco: Ranked the same as
in last year’s listing, Texaco decreased
total spending from $12.2 million to
$9.9 million. Television continued to

rate very high in the company’s ad plans,
and received $8.4 million or 84.79, of
Texaco’s total budget.

No. 47—]Jos. Schlitz Brewing: Ranked
last in 1962’s Top 50 listing, Schlitz in-
creased TV spending considerably this
past year. The medium’s share of total
expenditures came to $9,373,526, or
64.19%,. This compared with $5,663,148
and 43.7%, in 1961. Spot got most of
the increase.

No. 48—Wm. Wrigley Jr. Co.: Brand
new to the Top 50 list this year, Wrig-
ley is among TV’s most loyal fans. Of a
total expenditure of $16.2 million in
1962, the company spent $15.3 million,
or 94.39, in television, mostly in spot.
The total ad expenditure in 1962 repre-
sentted a considerable increase over 1961s
expenditure of $11.9 million. In that

year, too, Wrigley spent most of its ad-
vertising dollars in television—3$11.1 mil-
lion, or 93.7%,.

No. 499—RCA: Down two places from
last year’s ranking, RCA increased total
spending from $8.7 million to $10.8 mil-
lion. TV’s share increased in both dol-
lars and percentage—lo $4.1 million and
$7.9% from $2.4 million and 27.3%.
Most of the TV money was spent in net-
work.

No. 50—Pepsi-Cola Co.: Another new-
comer to join the Top 50, this ad-
vertiser increased its spending by a
sizable amount during 1962--to $14.1
million from 1961’s $10.4 million. TV’s
share rose proportionately, up to $7.8
million and representing 55% of the
total. The 1961 TV figure was $5.6
million, or 53.59. END
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tisements, they all spell the same thing and with an absolute
minimum of waste motion: IDENTITY.

The challenge is not an easy one to meet. Consider these
propositions: Can I make the channel number an integral
part of the overall identifying design, and thus turn a stark
higure into a distinct entity meaning my station? Will it
lend itself to presentation in color? And how about the possi-
bility of some limited animation, to take advantage of TV’s
movement? Can it reproduce in print so clearly that the
various screen sizes of print reproduction won’t turn it into a
blob of nothing? On the simpler reproduction devices—such
as Ditto or Mimeograph or even smaller offset presses—will it
come out crisp, clean and unmistakably my station? And can
it be simple enough and effective enough that the device based
on my channel number can be used consistently throughout all
its exposures and thus multiply its single thrust again and
again and again? And does this symbol give the impression
of the smart, modern alertness good television connotes?

This last is in the somewhat nebulous area of “image,” a
subjective word the exact definition of which varies with the
definer. In the case of channel number presentation, “image”
revolves somewhere around the projection in graphic form of
certain personality advantages the television station has ac-
quired beyond its mere presentation of sound and pictures,
whether due to the character of those appearing on its pro-
grams or the station management’s reputation for skill. Thus
television as an industry has an image, as do networks and as
do individual stations—all gained by effectively doing some-
thing, and not by simple default.

The fact that a few television stations around the nation
have solved the challenge to their channel number is proof
therc are many versions which answer most or all of the built-in
problems. But the truly startling fact is that perhaps as many
as nine out of 10 television stations do not recognize there is a
challenge—stations which go blithely on day after day with
five or six versions of their channel numbers put to various uses,
achieving no consistency of effect, or which introduce a new
channel number logo every six months, throwing away any
familiarity they may have achieved in the minds of viewers.
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There are, to provide a practical example, 44 television
stations in the United States, Alaska, Hawaii and Puerto Rico
assigned television channel number 3*. All have a vested interest
in their channel number beyond the primary importance of its
recognition and retention by their audiences, for its “low on the
dial” position in the VHTF spectrum possesses a built-in coverage
advantage over higher-channel-number competitors most time-
buyers recognize as a basic plus. These channel 3’s were asked
to send samples of the channel 3 identifications they use to reach
several million people watching television every day. Eighteen
replied promptly with samples of the figure 3 they currently use
on the air and in various printed pieces. And while several of
the respondents stipulated their samples were not all of the
figure 3’s they used, some 35 versions of 3’s were counted.

Among the comments which accompanied the veplies, the
most popular was “If you are putting together a portfolio of
channel 3 identifications, I certainly would like to see the re-
sults.” The second most prevalent comment was “We have
never done very much with our 3.” One pointed out that “No
art work is enclosed, because whatever 3 you might have seen,
we have probably used it,” going on to explain the single con-
tinuing channel identification of his particular station has
“been as much with audio as with video.” The influence of the
block-letter channel numbers supplied by at least one network
for channel identification in printed advertisements was strong.
A great many of the stations indicated they were using strong
dominant figures which had a tendency to retain cohesive iden-
tity even on sets in fringe areas or sets imperfectly adjusted.

There has come to be a dawning recognition in television
of the fact that, as in advertising, the consistent image is the
persistent image. The most-exposed facet of that image is obvi-
owsly, for many, not at all consistent. It may well be time to
take a fresh view of the way yon use the channel number you
share with nobody else in your market. Look at your channel
identification. Everybody else does—repeatedly. END

#*There are 39 stations on channel 2. 48 on channel 4, 47 on channel 5, 43 on
channel 6, 42 on channel 7, 39 on channel 8, 36 on channcl 9, 43 on channel 10,
37 on channel 11, 38 on channel 12 and 44 on channel 13. These channel designa-
tions, plus all the UHY channels, are listed in the Broadcasting Yearbook,
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OUTDBOOR ADVERTISING [rom page 53

Outdoor uses a vernacular completely its own—it’s not easy to comprehend the medium

Co. of Minneapolis. Starting in 1926,
the brushless shaving cream manulactur-
er dotted the roadsides of more than 45
states with red-and-white Burma-Shave
signs. Run oul on several spaced sign-
posts, the advertisements became more
familiar landmarks than the Florida
palm trees or the midwest plains. One
of the stillremembered sample ads:
“The Bearded Lady .. . Bought A Jar
... And Now She Is . . . A Movie Star
. . . Burma-Shave.” At one period the
shaving cream company was using some
250 such jingles around the country.

The Burma-Shave campaign still
haunts the outdoor advertising indus-
try. The signs on which the jingles
appeared were never considered part of
the medium. Non-standardized, it's
claimed they were sometimes allowed to
deteriorate. Yet even today, while men-
tion of the magazine medium to consum-
ers will trigger an identification with
Life, Look and the Saturday Lvening
Post, the prestige publications, mention
of outdoor advertising invariably comes
back with a Burma-Shave association.
The highly ethical, standardized medi-
um, with its emphasis on posters and
signs strictly maintained, became indis-
criminately linked with every mongrel
hamburger, motel and promotional
sign and poster rhat clutters the road-
side.

REASON FOR BEING

Thus the outdoor medium'’s regulatory
and public relations battles were ir-
revocably set in motion. For unlike all
other mass media, with the exception of
direct mail, outdoor advertising com-
mands no significant loyalty from its
circulation. People don’t pay or go out
of their way to see it. There is no
ecitorial or program content to grip
their attention and win respect and sup-
port. If every outdoor sign in the coun-
try should be pulled down tomorrow.
the action would undoubtedly be greeted
with a loud hurrah of consumer approval
and no more than a bare murmur of
public disapproval. (A convincing case
could be made to the effect that the
public vitally relies on signs for direc-
tion, etc., and doesn’t realize how de-
pendent it is, but the evidence re-
mains that any sense of loss would not
come until months after outdoor adver-
tising disappears.) It's the price a medi-
um pays when sell rather than informa-
tion and/or entertainment is its reason
for being.

In 1925, the poster advertising and
pamted outdoor advertising factions of
the medium, anxious to consolidate their
forces and standardize their services [ur-
ther, merged respective (rade organiza-

tons and formed (he Outdoor Advertis-
ing Association of America Inc., one ol
the quartet of mdustry-wide organiza-
tions still active. The OAAA, controlled
by the sellers of outdoor advertising, was
charged with bringing greater uniformi-
ty and stability to the medium.

Less than six years after the OAAA
came into being, another trade group,
Outdoor Advertising Inc.,, was organized
to publicize and sell the medium nation-
alty. It, too, was and is seller controlled.
As lielpful as these organizations both
proved, they were not equipped to cope
with the industry’s then-great media
polemic: irs highly tenuous circulation
and coverage claims. According to bill-
board proponents of the time, no matter
wlio you were or what you were doing,
i you were out-ol-doors, you were con-
sidered circulation for outdoor adver-
risements.

But advertisers demanded specifics.
For until 1933, outdoor advertisers were
never sure how many people were see-
ing their ads. At the instigation of the
American  Association of Advertising
Agencies and the Association of National
Advertisers, and with the cooperation of
the OAAA, the question was tackled
head-on. Research was started at Harv-
ard’s Bureau for Street Traffic Research
and in June 1933, the Trafhic Audit
Bureau was established, as a non-profit
association.  Modeled alter the Audit
Burean ol Circulation (used by news-
papers and magazines), TAB computed
the circulation of billboards by counting
everything and everybody that passed a
specific outdoor advertisement. Although
it includes media as well as advertisers
and advertising agencies among its memn-
bership, the TAB always has been con-
trolled by the buyers of outdoor space
(operational machinery is in the hands
of the buyer).

Before TAB began its audits, outdoor
ads were charged standard per month
rates, but subsequently rates were based
on the bureau’s calculations and varied
according to circulation.

The most unusual outdoor advertising
bureau of all—in fact unique among all
media—is the National Outdoor Ad-
vertising Bureau Inc. It was formed in
1915 Dy several advertising agencies
seeking to provide more effective service
to clients using the outdoor medium. In
essence NOAB is an advertising agency
cooperative—agencies are stockholders
in the corporation—whose primary task
is service, rather than sales promotion.

And so fitted for the competitive [ray
with heavier trade organization arma-
ment than any other medium commands,
outdoor advertising resolutely charged
into contemporary times. It proved to

be the charge of a very light brigade,
one that almost ended as disastrously as
Tennyson's in the Crimea.

Up until the 1920s there were three
main ways for advertisers to reach people
—ncwspapers, magazines and outcdoor
signs and posters—all visual. During
this time Deltroit was grinding out auto-
nobiles and the country became a mo-
bile narket. More and more the things
that Americans did took them out of the
home. Outdoor advertising was in its
element and it prospered.

NEW MEDIA ON THE SCENE

The coming of the electronic media
radio and television—in more recent
vears affected outdoor’s progress not so
much because it took such bigger bites
ol advertising budgets (billboards would
not have obtained television’s revenue
millions under any circumstances), but
rather by limiting its horizon and min-
imizing its importance. The indoor
electronic media became a way of life
and there was no way of effectively com-
bating its obvious appeals to the eyes,
ears, mind and heart. Television, and
to a lesser degree radio, grew so big that
by comparison outdoor advertising was
doomed to almost diminutive status
therealter.

But the sign medium’s growth was
stymied even more by its own failure
to recognize sociological, economical and
media signs of the times. To this day it
has not completely overcome its destruc-
tive, past shoddy image. Not only the
general public, but agencies and adver-
tisers as well have distorted views of the
medium.  Many media people don’t
understand  what outdoor advertising
does or hopes to do. They are unfamil-
iar with its language, methods, aims, ad-
vantages and achievements. If outdoor
advertising's story has been properly
told, it either hasn’t had many listeners,
or it just hasn’t made much of an
impression.

And in truth, outdoor’s story is not
the easiest media tale to comprehend.
The medium uses a vernacular complete-
ly its own and its characteristics are
considerably involved. Poster panel ad-
vertisers, for example, don’t purchase
spots or pagces, space is bought in “show.
ings.” A showing consists of a number
of posters believed necessary to make an
effective impression in a market. A
100-showing is the standard unit of sales
and it’s geared to provide enough panels
to assure daily optimum coverage for
the advertising message in a market. This
could mean as few as two panels—one
unilluminated, one illuminated — in
Gloucester, Mass., at a cost of $100 a
month (according to the ANA’s 1959-
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As you probably know far better than we wﬂg;}-\‘;

—it’s the extra dollars of spendable in- WHOTV
come (extra dollars over and above sub- WHOTV
sistence needs) that determine a family’s WHOTV
ability to purchase most products. WHOTV
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=PETERS, GRIFFIN, WOODWARD, INC,,
National Representatives

Iowa farmers are better “prospects” for
more products, because they have more
of such extra dollars to spend.

You see, Jowa has far more than its
share of Grade A land—and this auto-
matically means more prosperous farm-
ers. In Iowa, gross farm income divided
by farm population comes to $4,214 per
person. In comparison, Indiana (also a
good farm state) has an average of $2,869.
In Ohio, it’s $2,402.

WHO Radio has always been the vast-
ly-preferred farm station in JTowa. WHO-
TV is the natural heir to that preference.
There are many segments in which WHO-
TV can give you more high-income farm
people, at lower cost, than any other sta-
tion in the U.S. Ask PGW for the facts.
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M

FOSTER AND KLEISER
OUTDOOR ADVERTISING

Los Angeles-long Beach,
San Francisco-Oakland,
Seattle-Tacoma, San
Diego, Portland, Ore ,
Sacramento. National
and Regional Offices:
New York, Los Angeles,
Chicago, Detroit, San
Francisco, Seattle, San
Diego, Portland, Ore.
METROPOLITAN
BROADCASTING TELEVISION
WNEW-TV New York
WTTG Washington, D.C,
KMBC-TV Kansas City, Mo.

KOVR Sac.-Stockton, Calif.

WTVH Peoria, lllinois
WTVP Decatur, Hlinois

METROPOLITAN
BROADCASTING RADIO
WNEW New York
WIP Philadelphia, Pa.
WHK Cleveland, Ohio
KMBC Kansas City, Mo.
METRO TV SALES

METRQ RADIO SALES

New York, Los Angeles,
Chicago, Philadelphia,
Detroit, San Francisco,
St. Louis

ICE CAPADES, INC
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Down through the ages,man
has sought to communicate in
a variety of ways, ranging
from hieroglyphics on temple
walls to beaming off satellites.
In modern times, a direct way
to communicate with large
numbers of people takes the
form of outdoor advertising.
Metromedia, Inc. owns
Foster and Kleiser Outdoor,

the nation’s largest outdoor

advertising enterprise.
Operating in major West
Coast cities,Foster and Kleiser
offers superb outdoor
facilities to reach the Pacific
Coast's expanding markets. ..
quickly, dramatically and
efficiently. As a growing
communications,broadcasting
and entertainment complex,
Metromedia also owns
important television and radio

stationis in major U. S. cities.

Recently, we acquired Ice
Capades, Inc., one of the
country’s most successful touring
attractions. Through these
various avenues of direct
communication, Metromedia
reaches millions of people

day after day with the

very finest information,

entertainment and educational

programs. METROMEDIA
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OUTDOOR ADVERTISING continued

Not many in media can tell the difference between poster panels and pasted handbills

1961 study of “Outdoor Advertising Cir-
culation and Rate Relationships™) to
as many as 452 panels—224 unillumin-
ated, 228 illuminated—in the Los An-
geles-Long Beach mctro market at a
cost of $28,976 a month. A 50-showing
provides one-half as much coverage as
a 100-showing.

Outdoor advertising companies are
not known as stations or publications,
they are called “plant” owners. “The
plant,” the ANA reminds in its “Essen-
tials of Outdoor Advertising,” “is not a
factory. It is the structure which the
outdoor advertising company maintains
and leases to advertisers for their outdoor
message.”’

The outdoor advertising industry is
made up of some 330,000 poster and
paint panels serviced by 700 independent
outdoor companies having plants in
15,000 cities and towns comprising 11,-
000 markets across the country. The
24-sheet poster panel, or billboard, cer-
tainly is the most common form of out-
door use. They always measure 12 feet
in height and 25 feet in length. For-
merly made up of 24 separate sheets of
paper, the 24-sheet posters now, thanks
to the development of improved litho-
graphic presses, are pieced together with
7 to 10 sheets of paper. In 1956 30-sheet
paper posters, offering a copy area 259,
greater than 24-sheet advertisments, came
into wide use. Together the 24-sheet
and 30-sheet posters are said to account
for about 759, of national outdoor ad
revenues. Much less frequently used are
6-sheet and 3-sheet poster panels. Posters
are located on space that the outdoor
company owns or leases and copy for
them is nearly always changed on a
monthly basis.

VARYING SIZES AND SHAPES

Painted displays vary in size and shape.
Three structures—the deluxe urban bul-
letin, the highway bulletin and the
streamliner bulletin—however, are stand-
ardized. Some painted displays are cre-
ated at work benches and later put to-
gether at the exposure site, while others
are painted directly on the panel boards.
The number of copy changes for painted
displays, which most often are sold for
three-year periods, varies according to
contract but usually works out to three
repaintings a year. It’s estimated that
painted displays bring in from 15 to
209, of the volume of all standardized
national outdoor advertising.

Basically, then, the outdoor advertise-
ment is either of the poster-type pasted
to a metal surface or the bulletin-type
with the ad message painted directly on
the display surface. Ads may be illumi-
nated (mostly by fluorescent lighting)

104

or not. IHuminated panels are concen-
trated at points which are exposed to a
heavy [low of after-dark wraficc. The
cardinal rules for outdoor messages:
make them bright, bold, brief, breezy.
They are designed to be understood
by travellers easily to make a speedy
impression.

These are the very general fundamen-
tals of outdoor advertising. They are
among the best kept secrets in ad media.
Says the outdoor advertising specialist
in a moderate-sized midwest agency:
“We've got about 150 people working in
my shop. Ask any of them about out-
door advertising. Outside of myself and
maybe three others, 909, 0f them could

not tell you the difference between a

poster panel and a pasted handbill.”

This lack of communication between
outdoor advertising and the inter-media,
as well as outside world, has cost
the medium dearly. The desecration-of-
American-roads charge has never ceased
to hound the industry. In 1958 citizen
outcries evolved into government regu-
lation, as Congress, under the Eisenhow-
er administration, passed legislation
controlling outdoor advertising. In en-
acting Eisenhower’s 41,000-mile federal
highway program, a provision was in-
cluded which provides a bonus to states
that prohibit the building of any struc-
tures within 660 feet of new roads (the
provision was later renewed under the
Kennedy administration). Once again,
and most sweepingly this time, the stand-
ardized outdoor medium had been
painted with the same condemning
brush as its less responsible compatriots.

Along with its seeming inability to
get its particular story told, the outdoor
medium, until recently, has been not
alert enough or unable or unwilling to
roll with the punches of history.

Commented Fortune magazine in 1950:
“For all the millions spent on outdoor
advertising . . . poster design is, if any-
thing, less original today than it was 30
years ago.”

This was the tone of general media
opinion until the last few years. True,
the lack of poster plant facilities during
World War II and the difficulties of ex-
panding in the post-war period side-
tracked the medium’s growth for a time,
but these were not entirely adequate ex-
cuses for outdoor’s long stagnation per-
tod. Throughout the years of advertis-
ing’s greatest growth, outdoor adver-
tising, despite a few marginal structural
changes such as new Raymond Loewy-
designed poster panels, remained the
same basic medium it was in the 19th
century.

“Outdoor plant owners were real es-
tate and sign oriented, not media
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oriented,” says thc vice president of an
advertising agency with an important
billboard-user client. “They grew fat
and prosperous on their real estate
holdings and dealings and they let the
sell part of the business go to pot. The
whole medium was rife with absentee
ownership and it almost seemed as if
no one was pulling the reins.”

OUTDOOR BRINKSMANSHIP

Faced with disinterest if not outright
opposition from outside its business uni-
verse and inertia from within, the out-
door medium has rallied from the brink
of chaos to achieve patterns of improve-
ment and success. Helped by a recent
wholesale infusion of new blood—in in-
dividual plant ownerships and trade or-
ganizations—the industry has taken sig-
nificant strides towards becoming a bet-
ter looking and more efficient medium.
Considerable efforts have been made to
adjust and modernize. Out have gone
old, worn-out, unsightly outdoor struc-
tures and in have come new or re-
modeled ones.  During the first six
months of last year, Outdoor Adver-
tising Inc. claims 29,983 poster panels,
or 109, of the medium’s total, were re-
placed with new structures and an ad-
ditional 32,639 panels were converted—
13,380 to the streamlined Loewy trim
and 19,259 with fluorescent illumination.

The great increase in illumination has
spearheaded the medium’s recent up-
grading. Billboards have been getting
brighter—more than twice as bright as
they used to be, thanks to fluorescent
lighting—thus enhancing their circula-
tion and appeal. The West Coast out-
door company Foster & Kleiser has
been a leader in developing new light-
ing techniques. For bulletin illumina-
tion F&K pioneered in the use of reflec-
tive floodlamps and bottom lighting,
both methods reportedly providing extra
clarity and brightness. For poster panel
illumination the same company, working
with Columbia Electric Manufacturing
Co., designed a fluorescent fixture said
to furnish totally uniform lighting pat-
terns.

Foster & Kleiser also trail-blazed in
other directions. After conducting stud-
ies in its Phoenix, Ariz., plant in 1960,
the outdoor advertising company decid-
ed it was possible to pre-assemble one-
piece poster panels in the shop, instead
of on site. Now pre-fabricated, the panels
are transported to field locations in a
quick operation that saves money as
well as time.

Still another F&K innovation: assem-
bly line pre-pasting of 24- and 30-sheet
posters in the plant. Packed in a poly-
ethylene bag they arrive on location
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ready for what is claimed to be “the
cleanest and most durable posting yet
developed.”

But Foster & Kleiser hasn't been the
only inventive company in the crowd. In
1961, the D’Arcy Advertising Co., St.
Louis, one of the strongest and sharpest
outdoor advertising agencies in the bus-
iness, helped develop the printed bulle-
tin, a technique for posting printed copy
on billboards. Working for Anheuser-
Busch on a campaign for Budweiser beer
(number two outdoor advertiser last
year), D’Arcy, after extensive experimen-
tation, learned to use the brewer’s same
ad message, design and color interchange-
ably from magazines to outdoor posters
without modification.

Actually the mediunx has become so
change conscious that it has taken on
aspects of an innovation race, with each
plant owner trying to out-design (or out-
gimmick, as detractors have it) the other.
There’s been a great urge and impulse
to attempt new things. In the past three
years animated versions of Danny
Thomas, Betty Hutton and Ann Sothern
have winked (by a process known as
Vari-Vue) from General Foods™ out-
door boards, whiskey has poured from
cutouts of liquor bottles and three-di-
mensional roasts have whetted the appe-
tites of passing motorists. Mylar (a syn-
thetic film used to accentuate displays),
Quartzlite (a thin-beamed light thought
to offer greater power and life than
fluorescents) , Day-Glo (luminescent pan-
els) and Tri-Vision (a mechanical de-
vice that allows for a succession of il-
lustrations) have become tested tools of
the trade.

The sell in outdoor advertising has
been remodeled, too. Overlays adapt
posters to a foreign language or ethnic
illustration, showings are staggered to
build up to pyramids of great intensity,
and advertisers are allowed to buy cov-
erage of greater than 100-showings in
order to saturate a market. Economical
rotary plans enabling cut-out and free-
standing letters to move periodically to
cover a market are now also common
availabilities. Outdoor advertising mes-
sages, always dependent on the market
circulating towards them, have at last
learned to circulate on their own.

But the really exciting thing that is
happening to outdoor advertising, the
trend that promises to push the medium
to respectable heights, has been the con-
tinual exodus of the old-time real es-
tate-attuned plant owners and execu-
tives and the influx of bright, aggressive
interests and personnel with media back-
grounds. Key event in this small-scale
revolution (industry observers estimate
that some 609, of outdoor advertising
plants have been taken over by new
management in the last three years)
was Metromedia Inc.’s purchase in 1960
of the important San Francisco-based
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billboard firm (it was then the second
largest outdoor ad company in the coun-
try) of Foster & Kleiser {from W. R.
Grace & Co. for $14 million.

Metromedia, which also owns the Met-
ropolitan Broadcasting stations (seven
TV and four radjo stations, with two more
AM stations awaiting FCC approval of
purchase), has brought considerable
media savvy to F&K and the outdoor ad-
vertising industry. As already shown
the outdoor company has been a front-
runner in the innovations race since
coming under the Metromedia banner.
(F&K says it’s devoloped into the largest
billboard operation in the country
claiming to have just passed the previous
leader General Outdoor Advertising,
with Naegele Cos. third and John Don-
nelly & Sons, Boston fourth.) Last
year Foster & Kleiser, under the leader-
ship of its progressive president
Ross Barrett, accounted for about 409,
of Metromedia’s $53.1 million in gross
revenues and approximately 209 of its
net earnings of $2.5 million, or some
$20 million in volume and a half mil-
lion dollars in profits.

From March 5, 1962, through October
1, 1962, Foster & Kleiser, in the inter-
ests of operating efficiencies, embarked
on a campaign of consolidation and cen-
tralization. During the seven-and-a-half
month period, the outdoor company
spun off 13 packages of advertising struc-
tures comprising 380 different markets,
including Phoenix and Fresno. Metro-
media realized some $8 million for these
dispositions, and since the structural
value of the outdoor properties the cor-
poration had bought in 1960 were valued
at $12 million (the other $2 million was
for trucks and such), it has consequent-
ly recovered about two-thirds of its orig-
inal investment. Foster & Kleiser,
which overall has a total count of about
22,000 outdoor structures located in
some 30 markets, now is consolidated in
and concentrating on eight major West
Coasf areas.

NEW BLOOD

New blood of a different type has tak-
en over control of the former giant of
outdoor advertising, General Outdoor
Advertising Co., Chicago. A publicly
owned firm, listed on the New York
Stock Exchange (1962 revenues: $41.4
million; net income: $1.4 million), Gen-
eral Outdoor used to account for about
309, of the national volume of outdoor
advertising in the country. By the end
of 1960, it had 57 branches, serving an
area of over 1,700 cities and towns, and
owned 600 pieces of real estate.

In the spring of last year, Gamble-
Skogmo Inc, a sprawling Minneapolis
merchandising company (with more
than 2,200 outlets serving communities of
5,000 to 20,000 population in 23 states
and Canada; 1962 net sales: $174.4 mil-
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lion, net income $11.3 million) gained
control of the outdoor advertising con-
cern. Almost immediately, as part of a
diversification plan (it needed the
money to buy a Canadian firm having
344 company and franchise stores), Gam-
ble-Skogmo began selling off its newly-
acquired outdoor plants.

By last April, Gamble-Skogmo had spun
off 24 General Outdoor plants over wide-
ly scattered territory for a sales profit
of more than $15 million. Trade specu-
lation has it that soon all of General
Outdoor’s branches will be sold. While
surface evidence seems to condemn
Gamble-Skogmo’s action as cold-blood-
edly destructive to the medium, on a
long-range basis the spinning off of its
and Foster & Kleiser’s outdoor proper-
ties should, and already has to some ex-
tent, proved beneficial.

LOCAL OPERATION

Most of the plants spun off now are
being operated locally. The properties
obviously needed more vigorous, more
direct handling. Local sales had to be
encouraged and that was difficult to do
trom a central office located hundreds of
miles from the scene. The new people
getting into the business have been of an
exceptional character. The first of
General Outdoor’s properties to go, for
example, was its St. Louis plant, bought
by Campbell-Mithun Inc.,, Minneapolis,
one of the important advertising agen-
cies in the country, for $2.9 million.

Outdoor advertising people - were
greatly cheered when a businessman
such as Ray Mithun (Campbell-Mith-
un’s chairman of the board) joined their
ranks. They also feel that Rollins Broad-
casting’s (seven AM and three TV
stations, with one UHF application
awaiting FCC action) involvement in
the medium two summers ago—by the
purchase of outdoor plants in 100 loca-
tions in Texas from Tribble Outdoor
Advertising (a perfect example of the
changing of the guard since Tribble had
been in the same family hands for about
half a century) for $3.2 million—is an-
other indication that people with sharp
media knowledge are not counting the
outdoor business out and eventually will
infuse it with new and constructive con-
cepts. Rollins since has established new
plants in Wilmington, Del.

Some other representatives of the new
wave sweeping the outdoor industry: E.
A. Cashin, formerly executive vice pres
ident, Batten Barton, Durstine & Os-
born, now chairman of the board, Nae-
gele Advertising Companies, and Charles
T. Skelton, previously associate media
director, Young & Rubicam Inc.,, now
heading the New York office of Western
Outdoor Markets, a sales representative
organization.

Even the medium’s conservative trade
organizations have been affected by this
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OUTDOOR ADVERTISING continued

The tide is against them but outdoor companies arenot Conceding to competing media

general management and manpower
turnover. Last April, Outdoor Adver-
tising Inc., the medium’s national sales
and promotional organization, brought
in a new president with a substantial
media background. He's Robert P.
Mountain, formerly senior vice presi-
dent and chairman of the plans review
board, McCann-Erickson Inc., and for
23 previous years was associated with
Young & Rubicam. At rhe latter agency,
Mountain was for a time vice president
and director of the radio and television
deparument.

SOME NEW TRICKS

With a solid knowledge of what makes
radio and television click, Mountain was
called in to help teach the old dog
that outdoor advertising had become
some new tricks. Commented Mountain
soon after his appointment: “In many
respects the outdoor medium is one of
the new frontiers of advertising today.
Its great unused—and sometimes badly
used—values demand a new creative
approach in copy, merchandising and
marketing strategy.”

From the current lay of the land,
Mountain has a lot of climbing to do be-
fore he surmounts his problems. His
own organization, OAI, has just under-
gone intensive reorganization after
members had complained persistently
about the inadequate selling job it was
doing. Outdoor Advertising Inc., how-
ever, doesn’t take orders for individual
members, it seils billboards as an ef-
fective sales medium ro national adver-
tisers—particularly to 200 of the biggest
users or potential users—and promotes
the industry’s image at large (it also,
when asked, will provide creative serv-
ice, along with cost and space es-
timates) .

To carry out these sometimes monu-
mental tasks, the trade organization cur-
rently operates on an annual budget of
about $2 million (almost twice that of
the Television Bureau of Advertising).
This large sales and promotional ex-
penditure (it's somewhat reduced this
vear from former years) indicates the
kind of monetary ammunition needed to
counter regulatory pressures and points
out the perverse equation characteris-
tic of advertising media: the less sales
you've got, the more money you have to
spend to get them.

The OAT sales force numbers between
25 and 30 men who work out of offices in
Atlanta, St. Louis, Detroit, Chicago and
New York. Five other offices were re-
cently closed down as a result of a large-
scale breakout of regional representa.
tives established by and working for in-
dividual plant owners. In all, though,
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OAI represents about 9097 of the stan-
dardized outdoor advertising industry.

The National Outdoor Advertising
Bureau also has had a change of leader-
ship in the last year. He’s Benedict J.
Egan Jr., president and general manager
of the unusual corporation. A home-
trained executive—he joined NOAB
some 24 years ago—Egan still qualifies
for inclusion among the new generation
of outdoor advertising leaders.

He controls an influential force. Al-
though it’s not a requisite for belonging,
most of NOARB’s more than 125 agency
members are stockholders. Included are
some 809, of all agencies billing more
than $25 million a year. The reason for
such rare unanimity of action: most
agencies are not equipped to or would
rather not handle outdoor advertising
campaigns direct. Said one agency
media man last month: ‘“Servicing an
outdoor campaign is more trouble than
it's worth. We can spend as much, if
not more, time, money and effort with
a million dollar TV series. So what’s
the percentage?”

NOAB makes the percentage more
equitable. It motors the tons of paper-
work through from contract signing for
space to billing to the forwarding of re-
ports and measurement checks. It makes
information available to its member
agencies on rates, available space and
market statistics.

MEDIA SPECIALIST

NOAB thinks of itself as a media
specialist working as an adjunct of the
agency. For its troubles, the organiza-
tion shares in its members’ commission.
Outdoor billing is commissionable at
the rate of 16-2/39,, instead of the tra-
ditional agency commission of 159, (the
additional money covers travel expenses,
a big item in outdoor campaigns), and
NOAB retains 3-2/37 to finance its op-
cerations.

The corporation’s hoard of directors is
composed of 47 agency brass, including
the presidents of the top four agencies
in total billings. Headquarters are in
New York and regional offices are main-
tained in Chicago, Detroit, San TFran-
asco and Los Angeles. Last vear about
369, or some $67.3 million of outdoor
billings, was served through the agency-
owned and controlled organization.

Charles B. Burkhart, president of the
Outdoor Advertising Assn. of America,
Chicago, in office since the first of last
year, is still another new trade helms-
man. Like the NOAB’s Benedict Egan,
Burkhart is a familiar personage in the
industry (he was formerly executive vice
president of Naegele Advertising Cos.),
graduated to more important leader-
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ship. The OAAA’s first full-time paid
president (last March the association
also installed a new chairman of the
board, Walter A. Schmid), he’s charged
with upgrading outdoor advertising to a
level where it’s more generally accepted
as a primary medium. The association
Burkhart heads is the typical trade or-
ganization concerned mostly with stand-
ards and practice.

The new face in the president’s office
at the Traffic Audit Bureau Inc. (again a
newly-created post) belongs to Harold H.
Jaeger, wearing the mantle of command
only since last September. He, too, is a
recruit from another medium, formerly
having been president of Newspaper Col-
or Advertising Inc. Previous to that,
among other stops along the employment
trail, Jaeger was an executive at such
agencies as J. Walter Thompson, Comp-
ton Advertising and Geyer, Morey, Mad-
den & Ballard Inc.

Of all the medium’s trade organiza-
tions, TAB, perhaps, was in need of the
most extensive remedial action. Its
numbers long had been suspect by
some advertisers who believed that buy-
ing outdoor exposure was comparable to
fishing in a rain barrel: your line is out
but it’s anybody’s guess as to who sees it
and as to what it reels in. Remarked a
television  industry spokesman, an
avowed disheliever in the virtues of out-
door advertising, the other week: “You
want to know the main reason outdoor
has trouble selling? Not many adver-
tisers know or believe what they're get-
ting. The medium’s measurements and
research are just plain terrible.”

CHRONIC PROBLEM

The statement points up the outdoor
medium’s chronic problem of how to pin-
point a constantly moving audience and
how to translate individual motorists in
terms ol households reached and with
how much frequency. To the TAB, now
newly reorganized, has fallen the brunt
of solving this problem. The bureau’s
main tasks are to audit the circulation
values of individual outdoor structures
and to examine outdoor circulation and
traffic characteristics in select markets.
More importantly and specifically, TAB
today wants to learn “who is in the car,
not just how many cars are going by.”
To this end, TAB has been conducting
pilot studies in the hope they will culmi-
nate in industry-wide adoption of new
measuring procedures. In these studies,
two-man teams are used to collect data.
One member of the team records license
plates and the other the total number of
people in each passing vehicle. In the in-
terest of economy, feasibility and accu-
racy, each field surveyor dictates infor-
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mation into portable tape recovders. The
ultimate goal of these innovations:
achievement of acceptable measure-
ments and comparability with other ad-
vertising media,

And no longer is TAB the only re-
search card in the outdoor advertising
deck. People in the trade now frequent-
ly cite studies made by the Daniel Starch
and Staff business research organization,
establishing that eight out of 10 persons
read and remember outdoor posters.
They are also particularly eager to men-
tion a Wilbur Smith Associates study
which found, after examining two mil-
lion vehicles in 15 cities over a four-year
period, that outdoor’s reach averages 949,
of the automobile-owning households
with an average frequency of 21 times
per month for a number 100 showing,
at a cost-per-thousand of 60 cents.

Possibly the most significant research
development of this renaissance period
was the commissioning, in 1960, ol the
A. C. Nielsen Co. by Foster & Kleiser to
determine the potential reach and fre-
quency of poster showings in Los Ange-
les county, the nation’s premier outdoor
market. It marked the first time that a
national marketing research organization
of Nielsen’s high and accepted caliber
liad been used to compile outdoor ad-
vertising information.

Where has this impressive show of re-
juvenation taken the outdoor medium?
On the right track, building up steam,
but still not moving even close to modest
revenue goals or potentials. OAAA pres-
ident Charles Burkhart delineated the
situation most bluntly in a speech made
before association members in Chicago
last year.

If present sales trends continue, the
outspoken trade organization official cau-

Typical of outdoor’s new advertising crealiveness: the cut-out
The painted display is the standard-size, but
a third dimensional effect is achieved with the large irregular

rotary bulletin.

TELEVISION MAGAZINE / July 1963

tioned, “outdoor advertising will disap-
pear by 1985.”

Yet the medium has its share of prime
supporters—Anheuser-Busch gives it 359
of its ad expenditures, while Richfield
Oil directs a whopping 70.99, share its
way—Dbut they add up to an extremely
limited group, who put considerably
more money into competing media. The
top 25 national advertisers in outdoor,
for instance, last year accounted f{or
$51,442,737 (see chart, page 53) —a drop
off of almost $2 million from the previ-
ous year—some 389, more than was
spent by the next top 75 national out-
door advertisers. Much more meaning-
[ul, however, is comparing outdoor’s ex-
penditure record with other media. The
first three national advertisers in outdoor
advertising—General Motors, Anheuser-
Busch and Ford Motor—billed $4.6 more
in network and national spot television
last year than the entire list of top 25
outdoor supporters spent on billboard
advertising.

Carrying the analysis out further, the
top 11 national billboard clients put a
greater percentage of their ad budgets
in television than they did in the outdoor
medium. Out of the top 25 national out-
door advertisers, only seven—TV didn’t
get a penny from three—favored outdoor
with a greater percentage ot their ad ex-
penditures than they did television. The
situation among the top 50 national ad-
vertisers In six measured media (see
story, page 56) is only slightly more en-
couraging to outdoor adherents. In 1962,
21 of the top 50 advertisers in the nation
spent more money in outdoor than they
did in 1961, 16 spent less than they did
the year before and 13 didn’t use the
outdoor medium during either year.
The heaviest users of outdoor: giant au-
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cut-out showing the pouring Galvert whiskey bottle.
the advertisement to strategic painted display locations gives
the advertiser exposure in all important segments of the market,

tomobile manulacturers, gasoline and oil
companies, brewers, alcoholic beverages,
soft drinks, tood products and, on a local
basis, radio and television stations.

Still, though they are pushing against
a seemingly negative tide, outdoor com-
panies have not conceded a sale to com-
peting media (intra-media competition
is not a dramatic issue, with most out-
door markets, as is true with newspapers,
having but a single major operator in
business) . Of late ontdoor people have
been able to attract such first-time na-
tional users as Polavoid Corp., U.S. Tire,
Newport cigarettes and National Biscuit
Co. to their fold. Again these are not ad-
vertisers who are likely to take sizable
revenues away from other media, par-
ticularly television, in order to indulge in
billboard exposure. For the most part
they are advertisers who are adding a
little something to their overall ad budg-
ets in order to accommodate a desire
for a more complete, and perhaps more
effective, media mix.

And it's media mix that outdoor sells
most persistently. Proponents of the me-
dium are unamimous in denying that
they harbor any animosity towards TV.

Explains a spokesman for General
Outdoor Advertising Inc.: “We accept
the principle that television dominates
much of the family’s time in the home
because of the entertainment and educa-
tion that it provides. It is not only the
major channel of advertising communi-
cation with the family generally, but in
some instances it perhaps is the family’s
only conscious contact with advertising
in the home. If this is true, then we in
outdoor advertising say that the adver-
tiser who uses television consistently
should select a complimentary medium
which offers comparable impact and
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OUTDOOR ADVERTISING coniinued

penetration of the market in the non-
competitive area outside the home. That
1s outdoor advertising’s function in the
media mix.”

Another example of this philosophy
but with a cutting edge appeared in a
recent issue of a trade magazine.

“TV and Outdoor—a smart combina-
tion!” a full-page color advertisement
sponsored by Outdoor Advertising Inc.
said. “Work them together in your me-
dia mix. TV {or demonstration impact.
Outdoor for persistence. Outdoor’s per-
sistence . . . its continuity of sell turns
your TV idea into a 30-day commercial.
Outdoor does this in full color and big
size, close to the point of sale.”

The ad also contained the main points
of outdoor’s general sales campaign.
Mass coverage at low cost, with the Wil-
bur Smith research thrown in as evi-
dence, is stressed over and over. Possi-
bly it has become the medium’s primary
sales persuader.

Repetition is another outdoor sales ar-
gument that often comes to the fore.
The theme for this tact: “The advertis-
er's message is delivered to a mass au-
dience over and over again during a 30-
day period.” Outdoor’s flexibility pitch
takes an indirect slap at television. Ad-
vertisers are told that with billboards
they can put their emphasis wherever
they want without “spillover or waste.”

Some other outdoor virtues claimed by

DINING

at New York's elegant

MALMAISON

is a delightful experience

outdoor salesmen and [requently cited:
rapid penetration into local markets for
advertisers with limited budgets, like
politicians running for office, who want
to build up a sustained and intensive
campaign over a short time; the advan-
tages of color and product realism.

And how does television feel about out-
door advertising as a niedia rival? Ac-
cording to a spokesman for the Televi-
sion Bureau of Advertising: “We make
no direct prescntations against the out-
door medium. Theyre too small. We
wouldn’'t want to dignily them with our
attention.”

It seems to be the general consensus
among broadcasters, at least those that
know anything at all about the medium,
that the outdoor industry is so swamped
with problems that it has all that it can
do to keep from sinking into a business
morass of no return. And surely the me-
dium is besieged with a legion of detrac-
tors and distractions.

Items: From 1959 through the spring
of 1962, 18 states adopted the restrictive
lederal law for advertising near inter-
state roadways. From 1955 through 1962,
states with all-inclusive regulatory laws
increased from 19 to 26. From 1947
throngh 1962, cities with zoning ordi-
nances increased from 87 to 875. (In
Oregon, however, where the billboard
control issue was put to public vote, it
was defeated in 1960 by a nearly two-to-
one margin.)

Item: Farlier this year the New York
State Thruway Authority published a
study, made by a consultant engineer
firm, which reported that the relative
number of “driver-inattention” accidents
increased in billboard areas. (Outdoor
defenders say the study “could not show
a cause and effect relationship.”)

Item: Last month, the New York State
Thruway Authority tore down 53 large
advertising displays it considered offen-
sive along the state’s 559-mile super-
highway. (Most of the billboards were
motel and restaurant signs, not consid-
ered part of the standardized outdoor
medium.)

Item: The cons had it over the pros
at the first poster seminar held in New
York last November. Said French-born
illustrator Tomi Ungerer: “Standards
are low, very low . . .” “. . . there has
been some improvement shown in out-
door standards . . . “but posters are still
as bad as ever” ... and ... “The U.S.
landscape has been nightmared and sab-
otaged by this type of advertising.”

Free-lance photographer Art Kane
asked his audience of outdoor advertis-
ing men to “stop appealing to vulgar in-
stincts.” He later added: “. . . If sell
we must on the nation’s highways, let’s
do it with taste.”

To parry such sharp barbs, the outdoor
medium offers its code of good practices
and public service record. The mem-
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bers of OAAA have pledged “strict ad-
herence” to the medium’s code of prac-
tices, nine regimens which mostly call
for observance of zoning and other civic
laws, respect for scenic beauty and dedi-
cation to the building of only attractive
displays. Public service is a big point of
pride with most outdoor advertising peo-
ple. The bulk of their support goes for
traffic safety programs, but it's claimed
that since 1950, the industry has donated
more than $35 million worth of space to
public service messages of all kinds.

What’s ahead for outdoor advertising?
Some exciting advances seem surely to
be in store. The oldest advertising me-
dium in creation finally is catching up
with the scientific '60s. Already Foster
& Kleiser is experimenting with an elec-
tronic approach to billboard reproduc-
tion. The development, which would in-
troduce the concept of time segment
sales into the medium, calls for the
scanning of copy at a central point which
would then be electronically reproduced
at a remote point. Theoretically copy
could be changed almost instantaneously
and as frequently as desired.

FEven a casual observer of the industry
can’t miss a sense of added vitality.

“At this moment, outdoor advertising
needs a breath of fresh air,” Robert Plis-
kin, vice president and executive art di-
rector, Benton & Bowles, said at last
year’s outdoor advertising seminar.

The fresh air seems to be here now
and to be blowing across the entire medi-
um with what seems to be more than
mere breath velocity.

ERA OF PROFESSIONALISM

“We're entering an era of professional-
ism in the outdoor industry,” said Wal-
ter Schmid upon taking over as chairman
of the OAAA. “More and more outdoor
companies are being managed by profes-
sional ad men and managers.”

Decentralization is transforming the
medium. The big companies have spun
off their unprofitable operations, which
now have a better chance of success un-
der local management. The local sell is
becoming an increasingly important fac-
tor. Several regional sales organizations
have already been established to concen-
trate on selling the medium to local and
regional advertisers.

Outdoor advertising is cashing in on
some long overdue bets, but it isn’t going
to be a cakewalk. It still has an awe-
some selling job to do. But outdoor
thinks it’s now moving in the right direc-
tion. It’s repositioned, has new capital
and is being led by more vigorous
knowledgeable marketing men. It might
be several years yet before the medium
starts counting the blessings of its new
look, but the expectation of solid im-
provement is not unrealistic. If you put
an industry in a stew and stir it up,
something is bound to come of it. END
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U.S. households now number

55,820,000

U.S. TV households now number

50,894,000

U.S. TV penetration

912

is

THE three statements above comprise the
first set of facts about U. S. television pre-
sented each month in “Telestatus.” There are
311 other sets, all having to do with the 311
television markets into which TELEVISION
MaGAZINE has divided the commercial TV uni-
verse. The most important fact about each
market: the number of television households
credited to it. The second ranking fact: the
percentage of penetration credited to the
market. Both facts have been arrived at by
the magazine's research department using a
rigid set of criteria. It is important to the
use of this data that the reader understand,
at least generally, the criteria used.

First: TV households are credited to each
market on a county-by-county basis. All the
TV households in a county are credited to a
market if one-quarter of those households
view the dominant station in that market at
least one night a week. This is referred to
as a “25% cutoff.” If less than 25% view the
dominant station, no homes in the county are
credited to the market.

Second: This total of television households
changes each month, based on the magazine’s
continuing projections of TV penetration and
household growth.

Third: Many individual markets have been
combined into dual- or multi-market listings.
This has been done wherever there is almost
complete duplication of the TV coverage area
and no major difference in TV households.

There are a number of symbols used
throughout “Telestatus” (they are listed on
each page). Each has an important meaning.
For example, a square (=) beside the TV
households total for a market indicates there
has been a major facilities change in that
market which might have significantly
changed coverage areas since the latest avail-
able survey. A double asterisk (**) in a
market listing means that the circulation of
a satellite has been included in the market
total, whereas a triple asterisk (***) means
satellite circulation is not included. The im-
portant point for readers is to be aware of
the symbols where they occur and to take
into account the effect they have on the par-
ticular market totals involved.

The preparation of TV coverage totals and
market patterns is a complex task. It is com.
plicated by the fact that coverage patterns
are constantly shifing as the industry grows.
TELEVISION Macazine's formula for market
evaluation has been reached after years of
careful study and research. The criteria it
uses, while in some cases arbitrary—using a
259 cutoff rather than a 5% cutoff or a 50%
cutoff, for example—are accepted and, most
importantly, are constant. They have been
applied carefully and rigorously to each mar-
ket in the country, assuring the reader a
standard guide to an ever-changing industry.
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Market & Stations

% Penetration Households
A
Aberdeen, S. D.—83 25,600
KXAB-TV (N,C,A)
Abilene, Tex.—86 **+81,800
KRBC-TV (N)

(KRBC-TV operates satellite KACB-TV
San Angelo, Tex.)

Ada, Okla.—82 83,400

KTEN (A,C,N)

Agana, Guam it

KUAM-TV (C,N,A)

Akron, Ohio—A45 172,000

WAKR-TVT (A)

Albany, Ga.—80 164,400

WALB-TV (A N)

Albany-Schenectady-Troy, N. Y.—93
**428,000

WTEN (C) WAST (A) WRGB (N)
1(\\;IWEN) operates satellite WCDC Adams,
ass.

Albuquerque, N. M.—84 167,600
KGGM-TV (C) KOAT-TV (A) KOB-TV (N)

Alexandria, La—80 107,500
KALB-TV (A,C,N)

Alexandria, Minn.—81 103,900
KCMT (N,A)

Alpine, Tex. T
KVLE-TV (A)

Altoona, Pa.—89 309,400
WFBG-TV (A,C)

Amarillo, Tex.—88 124,000

KFDA-TV (C) KGNC-TV (N} KVII-TV ()

Ames, lowa—91 286,500
WOI-TV (A)

Anchorage, Alaska—93 23,400
KENI-TV {(A,N) KTVA ()

Anderson, S. C. it
WAIM-TV (A,C)

Ardmore, Okla.—81 78,100
KXIT (N)

Asheville, N. C., Greenville-Spartanburg,
S.C—85 448,700

ik
WISE-TVF (C,N) WLOS-TV {A) WFBC-TV (N)
WSPA-TV (C)

Atlanta, Ga.—88 597,600
WAGA-TV (C) WAII-TV (A) WSB-TV (N)

Augusta, Ga—82 202,200

WIBF-TV (AN) WRDW-TV (C)

How things stand
in television markets

and coverage
as of
July 1963
Market & Stations v
% Penetration Households
Austin, Minn.—89 182,600
KMMT (A)
Austin, Tex.—84 146,200
KTBC-TV (A,C.N)
B
Bakersfield, Calif.—93 143,200
168,900

KBAK-TVH (C) KERO-TV (N} KLYD-TVY (A)

Baltimore, Md.—93 789,100
WIZ-TV (A) WBAL-TV (N) WMAR-TV (C)

Bangor, Me.—88 102,400
WABI-TV (A,C) WLBZ-TV (N,A)

(Includes CATV Homes)

Baton Rouge, La.—85 292,600

WAFB-TV (C,A) WBRZ (N.A)

Bay City-Saginaw-Flint, Mich.—93
398,300
761,700

WNEM-TV (N) WKNX-TV+ (C) WIRT (A)

Beaumont-Port Arthur, Tex.—88
168,200
KFDM-TV (C) KPAC-TV (N) KBMT-TV (A

Bellingham, Wash.—89 *49,300

KVOS-TV (C)

Big Spring, Tex.—87 20,800

KWAB-TY (A,C)

Billings, Mont.—83 60,500

KOOK-TV (A,C) KULR-TV (N}

Biloxi, Miss. T

WLOX-TV (A)

Binghamton, N. Y.—90 236,600
149,600

WNBF-TY (C) WINR-TVF (N) WBJA-TVY (A)

Birmingham, Ala.—79 443,800

WAPI-TY (N) WBRC-TV (A,C)

Bismarck, N. D.—83 ***46,900

KXMB-TV (A,C) KFYR-TV (N,A)
(KFYR-TV operates satellites KUMV-TV
Wiltiston, N. D., and KMOT Minot, N. D.)

Bioomingten, Ind.—90 673,200
WTTV

(See also Indianapolis, Ind.)

Bluefield, W. Va.—82 139,100
WHIS-TV (N,A)

Boise, ldaho—88 82,200
KBOI-TV (C) KTVB (A,N)

Boston, Mass.—94 1,819,600

WBZ)-TV (N) WNAC-TV (A.C) WHDH-TV
(C.N

See footnotes on page 111.
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yiew irom [he Lion's Den

The New Wave in Kids

MW Attimes it seems we're being inundated
by kids. Moppets or monsters, there are
more of them today than ever before. Good
for a laugh, a Good Humor, a good night
kiss and at times good for nothing. The
wiles, the gall and guile of kids communi-
cate, however. Probably a very basic reason
why the medium of TV and kids has clicked
so big. The new TV season is going to have
two new waves of kids breaking on the
home screen. Not just new faces, but new
TV experiences that will really communicate
with kids—and with adults.

M Strangely, the waves are 100 years apart
from each other. Kids of another era are
Jaimie McPheeters and the four Kissel!
boys; Lamentations, Micah, Deuteronomy
and Leviticus. Already you suspect some-
thing out of the ordinary! It's true. And
it's grand. THE TRAVELS OF JAIMIE
MCPHEETERS goes back to the gold rush
days, to spirit and humor and adventure of
Huck and Tom, Twain and Harte. Jaimie's
a true gem to TV—transplanted right out of
Robert Lewis Taylor's Pulitzer Prize novel.
Everyone’s going to wish he could have
been Jaimie on his big adventure West.

B This is a really big show. Big cast. Big
entertainment. Big premiereis Sunday,
September 15 at 7:30 NYT on ABC-TV.

B An interesting aside about the scope of
this series is that the Kissel kids are played
by the Osmond Brothers, the quartet that
made a hit on the Andy Williams Show
(and have recorded an album of those
songs onthe MGM label). They also do
Jaimie’s theme, which should roll over the
air waves to a hit this fall.

B And then there's the other new show
about kids—the contemporary story of
high school students and their teachers. It
has the real beat of our times. (But not
beat kids.) You'll see them in their natural
habitat through the experiences of their
young English teacher. That young teacher
is MR.NOVAK, which is also the name of
the series. It comes on strong 7:30 NYT
Tuesdays, NBC-TV, September 24.
Altogether, it’s a bright crop of kids in TV's
future, the stations and the viewers.
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Bristol, Va.-Johnson City-Kingsport,
Tenn.—78 190,800
WCYB-TV (AN) WIHL-TV (A,C)

Bryan, Tex.—80 45,300
KBTX-TV (A,C)
Buffalo, N. Y.—94 *585,300

WBEN-TV (C) WGR-TV (N) WKBW-TV ()

Burlington, Vt.—88 *162,700
WCAX-TV (C)
Butte, Mont.—82 55,700
KXLF-TV (A,C,N)

C
Cadillac, Mich.—88 ***116,000

WWTV (A,0)
(Operates satellite WWUP-TV Sault Ste.
Marie, Mich.)

Caguas, P. R. Tt

WKBM-TV

Bowling Green, Ky. it

WLTV

Cape Girardeau, Mo.—80 239,200

KFVS-TV (C)

Carisbad, N. M.—87 13,000

KAVE-TV (A,C)

Carthage-Watertown, N. ¥.—91
*92,200

WCNY-TV (A,C)

(Includes CATV Homes)

Gasper, Wyo.—83 .44,100

KTWO-TV (A,N,C}

Cedar Rapids-Waterloo, lowa—91
307,500
KCRG-TV (A) WMT-TV (C) KWWL-TV (N)

Champaign, 111.—89 328,700
WCIA (C) WCHUT (N1

(1See Springfield listing)

Charleston, S. C.—82 144,100

WCSC-TV (C) WUSN-TV (A) WCIV-TV (N)

Charfeston-Huntington, W. Va.—83
428,800
WCHS-TV (C) WHTN-TV (A) WSAZ-TV (N)

Charlotte, N. C.—86 613,800
WBTV (C,A) WSOC-TV (N,A)
Chattanooga, Tenn.—83 210,600

WDEF-TV (A,C) WRCB-TV (N} WTVC (A}

Cheboygan, Mich.—85 36,600
WTOM-TV (N,A)

(See also Traverse City)

Cheyenne, Wyo.—85 **90,600

KFBC-TV (A,C,N)
{Operates sateliite KSTF Scottsbluff,
Neb.)

Chicago, 11I.—85 2,318,500
\(NBBM-TV (C) WBKB (A) WGN-TV WNBQ
N}

Chico, Calif.—87 130,400
KHSL-TV (A,C)
Cincinnati, Ohio—391 2758,700

WCPO-TV (C) WKRC-TV (A} WLWT (N)

Clarksburg, W. Va.—85 95,000
WBOY-TV (A,C,N)
Cleveland, Ghio—94 1,311,200

WEWS (&) KYW-TV (N) WIW-TV (C)

Clovis, N. M.—83 19,900
KICA-TV (A,0)

|
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Colorado Springs-Pueblo, Colo.—87
99,800
KKTY (C) KRDO-TV (A) KOAA-TV (N)

Columbia-Jefferson City, Mo.—84
KOMU-TV (A,N) KRCG-TV (A,C)

(KRGG-TV operates satellite KMOS-TY
Sedalia, Mo.)

Columbia, S. €.—82 228,900
1139,300

WIS-TV (N) WNOK-TVT (C) WCCA-TVT (A)

Columbus, Ga.—80 =187,800

WTVM (A,N) WRBL-TV (C)

Columbus, Miss.—79 76,300

WCBI-TV (C,N,A)

Columbus, Ohio—92 488,400

WBNS-TV (C) WLWC (N) WTVN-TV (A)

Coos Bay, Ore.—78 13,700
KCBY-TV (N)
Corpus Christi, Tex.—87 112,400
KRIS-TV (N) KZTV (C,A

D
Dallas-Ft. Worth, Tex.—90 774,600

KRDL-TV (C) WFAA-TV (A) WBAP-TV (N}
KTVT

Davenport, lowa, Rock Island, 1l[.—92
333,500
WOC-TV (N) WHBF-TV (A,C)

Dayton, Ohio—93
WHIO-TV {C) WLWD (AN}

Daytona Beach-Orlande, Fla.—92
339,400
WESH-TV (N} WDBO-TV (C) WFTV (A)

508,100

Decatur, Ala.—49 141,800
WMSL-TVT (C,N)

Decatur, Hl.—83 1126,600
WTVPT (A)

Denver, Colo.—91 380,300
KBTV (A) KLZ-TV (C) KOA-TV (N} KCTO
Des Moines, lowa—91 268,000
KRNT-TV (C) WHO-TV (N)

Detroit, Mich.—96 *1,614,700

WIBK-TV (C) WWIJ-TV (N) il
WXYZ (B) WIMY-TVY

Dickinson, N. D.—81 18,500
KDIX-TV (C)
Dothan, Ala.—78 114,900
WTVY (A,C)
Duluth, Minn.-Superior, Wis.—88

161,800
KDAL-TV (C) WDSM-TV (A,N)
Durham-Raleigh, N. ¢.—85 355,700
WTVD (C,N) WRAL-TV (AN)

E

Eau Claire, Wis.—86 88,800

WEAU-TV {A,C,N)
Ei Dorado, Ark-Monroe, La.—80

169,400
KTVE (A,N) KNOE-TV (A,C)
Elk City, Okla. 1t
KSWB-TV
Elkhart-South Bend, Ind.—66
=1144,200

X\I\SJV-TVT (A) WSBT-TVt (C) WNDU-TV+

El Paso, Tex.—88 *110,900

KELP-TV (A) KROD-TV (C) KTSM-TV (N}

www americanradiohistorv com
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Enid, Okla. (See Oklahoma City)

Ensign, Kan.—83 37,500
KTvC (C)
Erie, Pa.—91 173,300
WICU-TV (A) WSFE-TVY (C,N) 161,400
(Includes CATV Homes)
Eugene, Ore.—88 93,500
KVAL-TV (N) KEZI-TV (A)
Eureka, Calif.—86 55,800
KIEM-TV (A,C) KVIQ-TV (AN) *
Evansville, Ind.-Henderson, Ky.—83

217,700
WFIE-TVT (N} WTVW (A) 116,000 <
WEHT-TVT (C)

F

Fairbanks, Alaska—85 10,300
KFAR-TV (AN} KTVF (C)
Fargo, N. B.—84 151,800

WDAY-TV (N) KEND-TV (A)
(See aiso Valley City, N. D)

Flint-Bay City-Saginaw, Mich.—93

338,300
WIRT (A) WNEM (N) 161,700
WKNX-TV+ (C)
Florence, Ala.—70 +21,800
WOWL-TVT (C,N,A)
Florence, S. C.—80 157,300
WBTW (A,C,N)
Ft. Dodge, lowa—64 129,500
KATVH (N)
Ft. Myers, Fla.—91 35,600
WINK-TV (A,C)

THE
NEW STANDARD
OF THE
MID-SOUTH

MONROE EL DORADO

The source of finest entertainment,

news and public

ARK-LA-MISS Area.

service in the

The station which moves merchan-
dise for its advertisers.

Call Yenard, Torbet, and McConnell
for availabilities.

John B. Soell, Vice President
and General Manager

TELEVISION MAGAZINE / July 1963
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Ft. Smith, Ark.—76 68,400
KFSA-TV (C,N,A)

Fi. Wayne, Ind.—80 +168,600

\(NANE-TVT (C) WKIG-TVT (N) WPTA-TVH
A)

Ft. Worth-Dallas, Tex.—90 774,600
‘}I(VTBVATP-TV (N) KRLD-TV (C) WFAA-TV (A)

Fresno, Calif.—73 =1196,100
KFRE-TVT (C) KIEQ-TVF (A) KMJ-TVE (N)
KAIL-TV+ KICU-TVT (Visalia)

G
Glendive, Mont.—83 3,900
KXGN-TV (C,A)
Grand Forks, N. D.—88 38,300
KNOX-TV (AN

Grand Junction, Colo.—82 **28,500
KREX-TY (A,C,N)

(CO;ier)ates satellite KREY-TV Montrose,
olo.

Grand Rapids-Kalamazoo, Mich.—92

»560,300
WOOD-TV (N) WKZO-TV (C) WZZM-TV (A)
Great Falls, Mont—85 57,700
KFBB-TV (A,C) KRTV (N)
(Includes CATV Homes)
Green Bay, Wis.—90 313,000

WBAY-TV (C) WFRV (N) WLUK-TV (A)

Greenshore-Winston-Salem, N. C.—87

396,900
WFMY-TV (A,C) WSJS-TV (N)
Greenville-Spartanburg, S. C.,
Asheville, N. C.—85 448,700
WFBC-TV (N) WSPA-TV (C) Tt

WLOS-TV (A) WISE-TVH (C,N)
Greenville-Washington, N. C.—84

»219,400
WNCT (A,C) WITN (N)

Greenwaod, Miss.—78 71,500
WABG-TV (C)

H

Hannibal, Mo.-Quincy, 1i.—87 160,500
KHQA (C,A) WGEM-TV (A,C)

Harlingen-Weslaco, Tex—81  *70,900
KGBT-TV (A,C) KRGV-TV (AN)

Harrishurg, 111.—81 **%192,900
WSIL-TV (A)

(WSIL-TV operates satellite KPOB-TVY
Poplar Bluff, Mo.)

Harrishurg, Pa.—83 130,300
WHP-TV (C) WTPAT (A)
Harrisonburg, Va.—78 69,300

WSVA-TV (ACN)

Hartford-New Haven-New Britain,
Gonn.—95 732,500

WTIC-TV (C) WNHC-TV (A) +337,500
WHNB-TVH (N) WHCT¥

Hastings, Neb.—86 103,500
KHAS-TV (N)

Hattiesburg, Miss.—-87 256,800
WDAM-TV (A,N)

Hays, Kan.—80 **60,600
KAYS-TV (C)

(Operates satellite KLOE-TV Goodland,
Kan.)

Helena, Mont.—85 7,800
KBLL-TV (C,N)

Henderson, Ky.-Evansville, Ind.—83

217,700
WEHT-TVY (C) WFIE-TVY (N) 116,000
WTVW (A)

Market & Stations

v
% Penetration Househalds

Henderson-Las Vegas, Nev.—92
54,800
KORK-TV (N} KLAS-TV (C) KSHO-TV (A)

Holyoke-Springfield, Mass.—91
**+182,100

WWLPT (N) WHYN-TVY (A,C)

(WWLP operates satellite WRLPT,

Greenfield, Mass.)

Henolulu, Hawaii—88 **144,100
KGMB-TV (C) KONA-TV (N) KHVH-TV ()
KTRG-TV

(Satellites: KHBC-TV Hilo and KMAU-TV
Wailuku to KGMB-TV. KMVI-TV Wailuku
and KHJK-TV Hilo to KHVH; KALA Wai-
luku to KONA-TV)

Hot Springs, Ark.—82 13,800
KFOY-TV (N)

Houston, Tex.—89 521,900
KPRC-TV (N) KTRK-TV (A) KHOU-TV (C)

Huntington-Charleston, W. Va.—83

428,800
WHTN-TV (A) WSAZTV (N) WCHS-TV (C)
Huntsville, Ala.—43 119,100

WAFG-TV ()

Hutchinson-Wichita, Kan.—87

%**353,600
KTVH (C) KAKE-TV (A) KARD-TV (N}
(KGLD-TV Garden City, KCKT-TV Great
Bend, and KOMC-TV Oberlin-McCook,
satellites of KARD-TV)

|dahe Falls, idaho—88 65,500
KID-TV (A,C) KIFI-TV {N)
Indianapolis, ind.—91 695,700

WFBM-TV (N) WISH-TV (C) WLWI (A)
(See aiso Bloomington, Ind)

J

Jackson, Miss.—84 =275,100
WITV (C) WLBT (AN)

Jackson, Tenn.—76 64,200
WDXI-TV (A,C)

Jacksonville, Fla.—87 271,500

WIXT (C,A) WFGA-TV (N,A)

Jefferson City-Columhia, Mo.—84
**130,400

KRCG-TV (A,C) KOMU-TV (A,N)

(KRCG-TV operates satellite KMOS-TV

Sedalia, Mo.)

Johnson City-Kingspoert, Tenn.-

Bristol, Va.—78 190,800
WIHL-TV (A,C) WCYB-TV (AN)
Johnstown, Pa.—91 580,200

WARD-TVY (A,C) WJAC-TV (NA) T
Joplin, Mo.-Pittshurg, Kan.—82

144,600
KODE-TV (A,C) KOAM-TV (A,N)
Juneau, Alaska—69 2,400
KINY-TV (C)

K

Kalamazoo-Grand Rapids, Mich.—92

560,300
WKZO-TV (C) WOOD-TV (N) WZZM-TV (A)
Kansas City, Mo—90 615,700

KCMQ-TV (C) KMBC-TV (A) WDAF-TV (N)
Kearney, Neb.—86 u**101,200
KHOL-TV (A)

(Operates satellite KHPL-TV Hayes Cen-
ter, Neb.)

Klamath Falls, Ore.—88 27,000
KOT!-TV (A,C,N)
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Knoxville, Tenn.—77 248,100 Los Angeles, Calif.—87 3,112,0[_10
WATE-TV (N) WBIR-TV (C) 44,100 KABC-TV (A) KCOP KHJ-TV KTLA it
WIVKT (A) KNXT (C) KNBC (N) KTTV KMEX-TVT
L KIIX-TVH
Louisville, Ky—84 423,300
La Crosse, Wis.—87 110,600 y et
WKBT (A,C,N) WAVE-TV (N) WHAS-TV (C) WLKY-TV (A)
Lafayette, La.—83 =120,800 Lubbock, Tex.—88 123,900
KLFY-TV (C) KATC (A) KCBD-TV (N) KLBK-TV (C,A)
(includes CATV Homes)
i . 8,800
Lake Charles, La—83 105100 | Lyfkin, Tex-—80 ?
KPLC-TV (N) o
— 175,400
LancasterLebanon, Pa—89 573400 | wcioure, Va—83
WGAL-TV (N) WLYH-TVT (C) +117,900
Lansing, Mich.—93 371 M
WIHM-TV (C,A) WILX-TV (N) (Onondaga) Macon, Ga.—83 120,000
WMAZ-TV (A,C,N)
Laredo, Tex.—80 14,500
KGNS-TV (A,C,N) Madison, Wis.—88 /250,800
. WMTVT (N) 109,900
La Salle, . (See Peoria, lil) WISC-TV (C) WKOW-TV+ (A)
Las Vegas-Henderson, Nev.—82 Manchester, N. H.—90 152,700
94,800 | WMUR-TV (A)
KLAS-TV (C} KSHO-TV (A) KORK-TV (N)
L Mankato, Minn.—85 110,500
Lawton, Okla. (See Wichita Falls, Tex.) KEYC-TV (C)
Lebanon, Pa. (See Lancaster, Pa.) Marinette, Wis. (See Green Bay)
Lexington, Ky.—56 772,400 aor facility change in market sub
2 N n -
WLEX-TVE (N) WKYT' (A'C) " seSS)ernt afc]:jllig/’recstaggun[‘ry survey mléa-
Lima, Ohio—68 45,800 surement date. N
WIMATVE (A C.N) . é\cgmg;esd. coverage area being re
Lincaln, Neb—87 208500 |
KOLN-TV {0) " o o d -
(Operates satellite KGIN-TV Grand Is- i S@Yejfa“o”' et AUt e
land, Neb.) # .S, Coverage only.
- irculati f satellite ¢
Little Rock, Ark.—80 239,000 frciudes circulation of satellite for
KARK-TV (N) KTHV (C) KATV (A) =% Does not include circulation of satellite.

@ "J NBE

BOTH REPRESENTED BY THE KATZ AGENCY

(Antique type from the
Robinson-Pforzheimer Collection.}
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International Velvet

W Selling made-in-America television pro-
grams around the world is becoming a very
busy business. The rough edges in com-
munication have been smoothed. Even the
TV trade papers are rushing out special
international issues (four here and two
overseas have knocked on our door in the
past month}. This is an enlightening exper-
ience as well as lucrative business. It's
not the same as selling in South Dakota.

B MGM-TV programs are now sold in 32
countries. Our man in Manila, or Paris, or
Mexico City, or Tokyo has been busy on
the spot—to say nothing of our sales man-
ager in New York, Dick Harper. (We won-
der if the phone company shouldn’t look
into the market for an international Yellow
Pages.) But how do you sell your programs
world-wide? MGM-TV with its own foreign
sales force plus the International Division
add up to 158 world-wide offices. That's a
good spread in the market place. Also, that
Metro-Goldwyn-Mayer movie image makes
excellent background music for the televi-
sion era. Add a wide variety of programming
{not counting movies) that's available and
it's a world of TV entertainment from which
the overseas buyer has to choose. All from
a single source.

B Some interesting choices have been
made. Somehow, you can picture National
Velvet jumping across a New Zealand tele-
vision screen. And there's a sort of ultimate
logic in finding Northwest Passage playing
in the Far East. But how does an unveiled
daughter in Father of the Bride come
through in Bagdad? Do the ltalians like Sam
Benedict because he works in San Fran-
cisco, the home of Joe DiMaggio? There's
the interesting case of the Eleventh Hour
in Nigeria. Should the Thin Man series with
Peter Lawford be counted as unofficial
Peace Corps efforts in Argentina, Peru and
Uruguay? A good sales point was made in
selling landlocked Hungary The /slanders.

B Interesting this international TV busi-
ness. Our Gang in Rhodesia. Cero Uno in
Venezuela (that's the Spanish title for a
new series not yet released in the U.S.A}.
Cartoons in Arabic, German, Japanese and
Finnish. Which is a good place to end up.
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Marion, Ind. T
WTAF-TV}

Marquette, Mich.—88 60,300
WLUC-TV (C,N,A)

Mason City, lowa—89 167,400
KGLO-TV (C)

Mayaguez, P. R. it
WORA-TV

Medford, Gre.—89 43,900
KBES-TV (A,C) KMED-TV (N)

Memphis, Tenn.—81 499,200
WHBQ-TV (A) WMCT (N) WREC-TV (C)
Meridian, Miss.—82 131,200
WTOK-TV (A,C,N)

Mesa-Phoenix, Ariz.—89 257,900

KTAR-TV (N) KTVK (A) KPHO-TV
KOOL-TV (C)

Miami, Fla.—95 676,800
WCKT (N) WLBW-TV (A) WTVI (C)
Midland-Odessa, Tex.—91 109,200
KMID-TV (AN) KOSA-TV (C)

Milwaukee, Wis.—85 652,000
WISN-TV {C) WITI-TV (A) 172,800

WIMJ-TV (N) WUHF-TVY

Minneapolis-St. Paul, Minn.—92

758,000
KMSP-TV (A) KSTP-TV (N) WCCO-TV (C)
WTCN-TV

Minot, N. D.—82 *38,600
KXMC-TV (A,C) KMOT-TV (AN)

Missoula, Mont.—84 58,100
KMSO-TV (A,C)

Mitchell, S. D.—84 31,500
KORN-TV (A,N)

Mabile, Ala.—84 283,900

WALA-TV (N) WKRG-TV (C) WEAR-TV (A)
(Pensacola)

Monahans, Tex.—88

x33,400
KVKM-TV (A)

Monroe, La-El Dorado, Ark.—80

KNOE-TV (A,C) KTVE (AN) 169,400
Monterey-Salinas, Calif.
(See Salinas)
Montgomery, Ala.—75 166,300
WCOV-TVY (C) WSFA-TV (N,A)  +46,700
Muncie, Ind.—59 123,100
WLBC-TVY (A,C,N)

N
Nashville, Tenn.—80 447,300

WLAC-TV (C) WSIX-TV (A) WSM-TV (N}

New Haven-New Britain-Hartford,

Conn.—95 732,500
WNHC-TV (A) WTIC-TV (C) 1337,500
WHNB-TVH (N) WHCTY

New Orleans, La.—89 440,400

WDSU-TV (N) WVUE (&) WWL-TV (O)

New York, N. Y.—95 5,557,900
WABC-TV (A) WNEW-TV WCBS-TV (C)
WOR-TV WPIX WNBC-TV (N)

Neorfolk, Va.—86 314,500
WAVY (N) WTAR-TV (C) WVEC-TV (A)

North Platte, Neb.—86
KNOP-TV (N)

26,200
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Oak Hill, W. va.—81 89,500

WOAY-TV (A,C)

Oakland-San Francisco, Calif.—93
1,424,600
KTVU KRON-TV (N} KPIX (C) KGO-TV (A)

Odessa-Midland, Tex.—91 109,200
KOSA-TV (C) KMID-TV (A,N)
Oklahoma City, Okla.—88 350,600

KWTV (C) WKY-TV (N) KOCO-TV (A)
(Enid)

Omaha, Neb.—91 326,000
KMTV (N) WOW-TV (C) KETV (a)

Orlando-Daytona Beach, Fla.—92

339,400
WDBO-TV (C) WFTV (A) WESH-TV (N)
Ottumwa, lowa—87 103,200
KTVO (C,N,A)

P

Paducah, Ky.—80 =193,300
WPSD-TV (N)
Panama City, Fla.—83 x29,700
WIHG-TV (A,N)
Parkersburg, W. Va.—54 +22,700
WTAPT (A,C,N)
Pembina, N. D.—82 *14,700
KCND-TV (A)
Peoria, I.—77 **1168,700

WEEK-TVY (N) WMBD-TV+ (C) WTVHT (A)
(SWEEK-LW; operates WEEQ-TVY la
alle, 1.

Philadelphia, Pa.—95 2,103,300
WCAU-TV (C) WFIL-TV () WRCV-TV (N)

Phoenix-Mesa, Ariz.—89 257,900
(KNC;OL-TV (C) KPHO-TV KTVK (A} KTAR-TV

Pittsburg, Kan.-Joplin, Mo.—82

144,600
KOAM-TV (A,N) KODE-TV (A,C)

Pittsburgh, Pa.—93 1,252,200
KDKA-TV (C) WIIC (N) WTAE (A}

Plattsburg, N. Y.—89 =*125,300
WPTZ (AN)
Poland Spring, Me.—90 *330,800

WMTW-TV (A) (Mt. Washington, N. H.)

Ponce, P. R. T
WSUR-TV WRIK-TV

Port Arthur-Beaumont, Tex.—88
168,200
KBMT-TV (A) KPAC-TV (N} KFDM-TV (C)

Portland, Me.—91 230,900
WCSH-TV (N) WGAN-TV (C)

Portland, Ore.—91 478,400
KGW-TV (N) KOIN-TV (C) KPTV (A)
KATU-TV

Presque Isle, Me.—87 23,000
WAGM-TV (A,C,N)
Providence, R. |.—895 713,300

WIAR-TV (N) WPRO-TV (C) WTEV (A)
(New Bedford, Mass.)

Pueblo-Colorado Springs, Coio.—87
99,800
KOAA-TV (N) KKTV (C) KRDO-TV (A)

Q

Quincy, IIl.-Hannibal, Mo.—87 160,500
WGEM-TV (AN} KHQA-TV (C,A)

R

Raleigh-Durham, N. C.—85
WRAL-TV (AN} WTVD (C,N)

355,700

Market & Stations v
% Penetration Households
Rapid City, S. D.—86 **57,100

KOTA-TV (A,C) KRSD-TV (N)

(KOTA-TV operates satellite KDUH-TV
Hay Springs, Neb.)

(KRSD-TV operates satellite KDSJ-TV
Deadwood, S. D))

Redding, Calif.—87 84,000
KVIP-TV {A N)

Reno, Nev.—80 50,000
KOLO-TV (A,C) KCRL (N)

Richmond, Va.—87 305,300

WRVA-TV (A) WTVR (C) WXEX-TV (N)
(Petersburg, Va)

Riverton, Wyo.—83 12,800
KWRB-TV (C,N,A)

Roanoke, Va.—85 327,100
WDBJ-TV (C) WSLS-TV (AN)

Rochester, Minn.—89 146,200
KROC-TV (N)

Rochester, N. Y.—94 331,100

WROC-TV (N) WHEC-TV (C} WOKR (A)

Rockford, 111.—92 211,900
WREX-TV (A,C) WTVOT (N) 106,700

Rock Island, Ill.-Davenport, lowa—392

WHBF-TV (A,C) WOC-TV (N) 333,500
Rome-Utica, N. Y.
(See Utica)
Roseburg, Ore.—84 18,500
KPIC-TV (N)
Roswell, N. M.—88 x15,600
KSWS-TV (A,C,N)
S

Sacramento-Stockton, Calif.—93

605,208

KXTV (C) KCRA-TV (N) KOVR (A)
Saginaw-Bay City-Flint, Mich.—93

398,300
WKNX-TV (C) WNEM-TV (N) 161,700
WIRT (A)
St. Joseph, Mo.—85 143,700
KFEQ-TV (C,A)
St. Louis, Mo.—91 852,500

KSD-TV (N) KTVI (A) KMOX-TV (C)
KPLR-TV

St. Paul-Minneapolis, Minn.—92

758,000
WTCN-TV WCCO-TV (C) KSTP (N)
KMSP-TV (A)

St. Petershurg-Tampa, Fla.—92

488,000
304,700
WSUN-TVT (A) WFLA-TV (N) WTVT (C)
St. Thomas, V. I. iT
WBNB-TV (C,N,A)
Salina, Kan. T
KSLN-TVY (A)

Salinas-Monterey, Calif—89 **232,900
KSBW-TV (A,C,N)

(See also San Jose, Calif.)

(Includes circulation of optional
satellite, KSBY-TV San Luis Obispo)

Salisbury, Md.—68 134,400
WBOC-TVT (A,C)

Salt Lake City, Utah—91 268,900
KSL-TV (C) KCPX (A) KUTV (N)

San Angelo, Tex.—84 29,500
KCTY (A,C) KACB-TV (N)

San Antonio, Tex.—86 n348,4qq

KENS-TV (C) KONO (A) 1T
WOAIL-TV (N) KWEX-TV¥

San Bernardino, Calif. T
KCHU-TV

TELEVISION MAGAZINE / July 1963


www.americanradiohistory.com

Market & Stations v
% Penetration

San Diego, Calif.—98
KFMB-TV (C) KOGO-TV (N) XETV (A)
(Tijuana)

San Francisco-0akland, Calif.—93

1,424,600
KGO-TV (A) KPIX (C) KRON-TV (N) KTVU

San Jose, Calif.—95 327,200
KNTV (A,C,N)
(See also Salinas-Monterey, Calif.)

San luan, P. R. i
WAPA-TV (AN) WKAQ-TV (C)

San Luis Obispo, Calif.
(See Salinas-Monterey)

Santa Barbara, Calif.—90
KEYT (A,C,N)

Savannah, Ga.—84
WSAV-TY (N,A) WTOC-TV (C,A)

‘Schenectady-Albany-Troy, N. Y.—93

**428,000
WRGB (N) WTEN (C) WAST (A)

{WTEN operates satellite WCDC Adams,
Mass.)

78,100

118,800

‘Scranton-Wilkes-Barre, Pa.—81

o 292,800
WDAU* (C) WBRE-TVH (N) WNEP-TVY (A)
(Inciudes CATV Homes)

‘Seattle-Tacoma, Wash.—93 *599,000
KING-TV (N) KOMO-TV (A) KTNT-TV
KTYW-TV KIRC-TV (C)

Selma, Ala—74

WSLA-TV (A) e
Shreveport, La.—84 299,300
KSLA (C) KTBS-TV ()

KTAL-TV (N) (Texarkana, Tex.)

Sioux City, lowa—89 165,500
KTIV (AN} KVTV (A,C)

Sioux Falls, S. D.—86 **225,000

KELO-TV (C,A) KSOO-TV (N,A)
(KELO-TV operates boosters KDLO-TV
Florence, S. D. and KPLO-TV Reliance,

S. D)

South Bend-Elkhart, Ind.—66
ni144,200

WNDU-TV+ [Ny WSBT-TVF {C)

WSIV-TVE (A

Spartanhurg—GreeanIe, S. C-
Asheville, N. C.—85
WSPA-TV (C) WEBC-TV (N)
WLOS-TV (A) WISE-TVt

448,700
=

Spokane, Wash—87 265,600
KHQ-TV (N) KREM-TV (A) KXLY-TV (C)

Springfietd, 11.—15 **1167,900
WICST (N) .
(Operates satellites WCHUT Champatgn,
and WICD-TVT Danville, 111

Springfield-Holyoke, Mass.—91

**+182,100
WHYN-TVF (A,C) WWLPH (N)
(WWLP+ operates satellite WRLP+
Greenfield, Mass.)
Springfield, Mo.—18 =128,900
KTTS-TV (C) KYTV (AN)

u Maior facitity change in market sub-
sequent to latest connty survey mea-
surement date.

e Market's coverage area
evaluated.

+ UHF.

++ \ncomplete data.

w4 Mew station; coverage study not com-
pleted

% |J S, Coverage only.

¢ |ncludes circulation of satellite  lor
booster) . )

s Does not include circulation of satellite.

being re-

Households

Market & Stations v
% Penetration Households
*343,500 ‘ Steubenvilie, Ohio—90 451,500
WSTV-TV (A,C)
Stockton-Sacramento, Calif.—93
605,200

KOVR {A) KCRA (N) KXTV (C)
Superior, Wis.-Duiuth, Minn.—88

161,800
WDSM-TV (N,A) KDAL-TV (C)
Sweetwater, Tex.—89 57,600
KPAR-TV (A,C)
Syracuse, N. Y.—93 **470,100

WHEN-TV (C) WSYR-TV (N) WNYS-TV (A)
(WSYR-TV operates satellite WSYE-TV
Elmira, N. Y.)

T

Tacoma-Seattle, Wash.—93
KTNT-TV KTVW-TV KING-TV (N)
KOMO-TV (A) KIRO-TV (C)

Tallahassee, Fla.-Thomasville, Ga.—81
185,100

WCTV (C)

Tampa-St. Petersburg, Fla.—92

*599,000

488,000 |
WFLA-TV (N) WTVT (C) 304,700
WSUN-TVY (A)
Temple-Waco, Tex—85 =***140,400

KCEN-TV (N) KWTX-TV (A,0)
(KWTX-TV operates satellite KBTX-TV
Bryan, Tex.)

Terre Haute, Ind.—87 184,100
WTHI-TV (A,C)
Texarkana, Tex. (See Shreveport)

Thomasville, Ga.-Tallahassee, Fla.
(See Tallahassee)

Toledo, Ohio—92 394,400
WSPD-TV (A, N) WTOL-TV (C,N)

Topeka, Kan.—87 130,200
WIBW-TV (C,AN)

Traverse City, Mich—88  w***41,300
WPBN-TV (N,A)

(WPBN-TV operates S-2 satellite
WTOM-TV Cheboygan)

Troy-AIhany-Schenectady, N.

WRGB (N) WYEN (C) WAST (A)
[WTEN operates satellite WCDC
Adams, Mass.)

Y.—93
**428,000

Tucson, Ariz.—88 112,300
KGUN-TV (&) KOLD-TV (C) KVOA-TV (N)

Tulsa, Okia.—86 328,300
KOTV (C) KVOO-TV (N) KTUL-TV (A)

Tupelo, Miss.—80 62,700
WTWY (N)
Twin Falls, ldaho—88 30,700
KLIX-TV (A,CN) ‘
Tyler, Tex.—83 136,700 |
KLTV (A,CN)

U
Utica-Rome, N. Y.—94 163,000
WKTV (A,CN)

V'
Valley City, N. D.—84 152,600
KXJB-TV (C)
(See also Fargo, N. D)

w
Waco-Temple, Tex.—85 w**%140,400

KWTX-TV (A,C) KCEN-TV (N)
(KWTX-TV operates satellite KBTX-TV
Bryan, Tex)
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Washingten, D. C.—91 915,800

WMAL-TV (A) WRC-TV (N) T
WTOP-TV {C) WTTG WOOK-TV+

Washington-Greenville, N. C.—84

u219,400
WITN (N) WNCT (A;C)
Waterbury, Conn. T+
WATR-TVT (A)
Waterloo-Cedar Rapids, lowa—91
307,500

KWWL-TV {N) KCRG-TV (A} WMT-TV (C}

Watertown-Carthage, N. Y.
(See Carthage)

Wausau, Wis.—87 133,100

WSAU-TV (A,C,N)

Weslaco-Harlingen, Tex.—81  *70,900

KRGV-TV (N,A) KGBT-TV (A,C)

West Palm Beach, Fla.—91 116,400

WEAT-TV (A) WPTV (N)

Weston, W. Va.—84 98,800

WIPB-TV (A)

Wheeling, W. Va.—89 312,700

WTRF-TV (AN

Wichita-Hutchinson, Kan.—87
»**353,600

KAKE-TV (A) KARD-TV (N) KTVH (C)
(KGLD-TV Garden City, KCKT-TV Great
Bend, and KOMC-TV Oberlin-McCook,
satellites of KARD-TV)

Wichita Falls, Tex.—87 144,600
KFDX-TV (N) KSYD-TV (C) KSWO-TV (A)
(Lawton)

Wilkes-Barre-Scranton, Pa.—81

292,800
WBRE-TVT (N) WNEP-TVT (A)
WDAU-TVT (C)
(Includes CATV Homes)
Williston, N. D.—81 30,500

KUMV-TV (N,A)
Wilmington, N. C.—83 127,800
WECT (A,N,C)
Winston-Salem-Greenshoro, N. C.—87

396,900
WSJS-TV (N) WEMY-TV {A,C)
Worcester, Mass. T
WWORT (N)

Y

Yakima, Wash.—73 *++93,700

KIMA-TVY (C,N) KNDO-TVF (N
(KIMA-T\}T operates_satellites KLEW-TV
Lewiston, Idaho, KEPR-TV# Pasco,
Wash.; KNDO-TVY operates satellite
KNDU-TVT Richland, Wash)

York, Pa.—58 144,300
WSBA-TVT (A)
Youngstown, Ohio—68 176,800
WEMI-TVE (N) WKBN-TVT (C)
WKST-TVT (A)
(Includes CATV Homes)
Yuma, Ariz—83 27,400
KIVA (C,N,A)

Z
Zanesville, Ohio—51 119,400

WHIZ-TVE (ACN)

TV MARKETS

1—channe! markets
2—channe! markets ...
3—channel markets

4—(or more)—channel markets ... 18
Total U. S. Markets ..o 3n

Commercial stations U. S. & pos-
GBSSIONS overnerresersensseresscrssrassesssess 577
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METRO-GOLDWYN-MAYER TELEVISION PRESENTS

View from (i Lion's Den

Won't Even Fade Away. ..

B In the days of booming film production
in Hollywood, the studios produced hun-
dreds of pictures a year. A surprising per-
centage was really good entertainment. A
ot of television stations discovered this,
too, when they bought those pre ‘48 librar-
ies. In the next 12 months a good many
contracts will be running out on the MGM
pre ‘48 features. What to do about it?

B Well, good old movies never die. They
don’t even fade. The public continues to
have a “‘thing’’ about Hollywood. Networks
and advertisers make hay with TV specials
about Stars, Eras and Academy Awards.
The many fine films from the Fifties {though
more limited in number) continue to draw
big audiences at most any hour. And prime-
time pictures haven’t dented the stay-up
habits of late show fans. So stations
shouldn’t furn away from what can be a
continuing program mainstay and money
maker—that good pre ‘48 feature film.

B EFxamples are easy 10 track in New York
City with its daily ARB ratings. On WCBS-
TV, top pre ‘48 MGM features played on
the Early and Late Show racked up some
pretty remarkable figures. Do you like 12.4,
7.0, 12.3? That's the dimensions of the
ratings for the third, fifth, and seventh run of
Boom Town. This in a period of 33 months.
Or take the Hucksters. which premiered
with 18.6 and was delivering a 10.6 exactly
eight runs and four years later.

B Redressing pre ‘48 pictures does
wonders, too. Four films were "packaged”’
by WCBS-TV as Adventure Film Classics
and sold to a toy client as pre-Christmas
specials on Sunday afternoons last season.
A similar idea, called Family Classics, broke
viewing habits in Chicago and put WGN-TV
in a prime rating position Friday evenings.

An offer of a detailed list of more such
situations and results has been made by
Dick Harper over the phone to many clients
who are already renewing their pre ‘48
deals. He'll gladly send it to anyone else
who drops a note to him at MGM-TV, 1540
Broadway, NYC. Ask for “The Boom Town

Bedtime Story.”
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THE PENALTY OF KEEPING THE PUBLIC IN THE DARK
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ELEVISION today is in deeper trouble th_a1‘1 most QE
Tits Jeaders recognize. It's trouble omgm_ate’d e
its failure to win the confidence of the nation's n-
tellectual elite. The disenchantmen‘t -og the elite _hai
been exploited by OPI).Ol‘tUHlStIC poht1c1ar}s and r1vz;s
organs of communication.. The longer ‘thlS procesbsl‘:
allowed to go on, the wider the erosion of public
confidence in television will inevitably spread. 1f the‘
industry’s leaders are aware of t‘he process at .all,'01
of its consequences, they have given little indication
of an ability to cope with it. ' )

The current turmoil over ratings 1s a case 1n point.

It can be traced to the members of the intellectual
establishrmuent who cannot bring themselves to think
that popular tastes are really popular. The egghead
who was appalled by the Milton Berle of 1950 or the
Wagon Train of 1960, The Untouchables of 1961 or
the Beverly Hillbillies of 1962 is unwilling to admit
that millions of his fellow citizens can so consistently
feel otherwise. Long before Oren Harris discovered
how to make political capital out of them, ratings had
been written off as nonsense by more erudite, if less
influential, men. Harris merely gave official sanction
to existing doubts about the validity of ratings. When
the Harris hearings started, Herblock of the Washing-
fon Post, the intellectuals’ favorite political cartoonist,
was ready with a drawing of a gaggle of charlatans
reading tea leaves and peering into cvystal balls before
a disbelieving House committee.

Now that the Harris conumittee has exposed to
public view a few examples of questionable practices
in the ratings system, the industry is responding with
a plan that will magnify the impression that some-
thing has been wrong. Through the National Asso-
ciation of Broadcasters, television has set up a Rating
Council that will audit the work of existing services
and develop new methods of audience research. This
project lends professional confirmation to what had
been no more than amateur speculation that ratings
all along have needed auditing and improvements in
technique. It corroborates the egghead’s conviction
that nobody really watches Beverly Hillbillies and
that the program therefore ought to be replaced by
something meatier.

Yet the industry now has no alternative to a pro-

gram of rating reform—except added 1’65{‘13“0% b]};
the government. By default 1t al.lowed questions abot
ratings to go unresolved until they grew into an
issue big enough to give a congressional committee
a1l excuse to investigate ratings and the Federal Trade
and Communications Commissions a reason to assume
jurisdiction over their use. In_al} those years‘t}‘lat
criticism of the ratings was building up, teleVlSKf“
did little to validate the ratings and less to explain
to those outside the industry why the principle of
ratings makes sense. What the leaders of television
have failed to realize—in the ratings situation, in the
quiz scandals of 1959, in all the other conditions that
have led to their embarrassment—is that the internal
functions of television are matters of national con-
cern. To the degree that television attempts to keep
those functions secret, to the same degree it invites
misunderstanding and doubt.

I television is to arrest the erosion of public con-
fidence i 1ts motives and operations, it must do a
better job of communicating information about itself.
Trade associations may be of some help in the com-
munication process, but the individual network or
station is likely to be more effective in speaking of
its own work—not only through traditional channels
of public relations but also through the imaginative
use of its own facilities.

Television is a primary subject of continuing re-
portage in all the other journalistic media. It is ig-
nored only by itself. If television were to begin to
speak candidly about itself to its own audience, peo-
ple would quit thinking it had things to hide.

Why not a CBS Reports that explained the risks
and the rewards in the creation of a television film
series? ' Why not an NBC-TV White Paper that laid
out the struggle between the government and broad-
casters for editorial control or an ABC special on the
contributions and the influence of the advertising
agency? ‘L'elevision ought to liberate its own journal-
ists to cover the medium in which they work, as
objectively and penetratingly as they cover other
subjects. ‘The longer television is banned as a subject
for television journalism, the more it will be suspected

ol fearing to expose its inner workings to its own
cameras’ unblinking eyes.
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MGM Telestudios

909
=) )

Cameras and TV Tape Recorders by RCA!
Creative Technique by MGM Telestudios!

The TV commercial has been described as “60 seconds of perfection.” Many of them
are. And that's why MGM Telestudios decided to “go RCA, All The Way.” MGM Tele-
studios originated many of tape’s advanced production techniques. George K. Gould,
President, says, “Our new production techniques have just about passed the capabilities
of our original equipment. The RCA TK-60 cameras and TR-22 recorders we are in-
stalling are truly “new generation” equipment. Their expanded technical performance
will allow video tape to continue its dynamic development as one of television’s prime

production tools. RCA Broadcast and Television Equipment, Camden, N.J.

The Most Trusted Name in Television
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“After a ball game,” says Yogi Berra, legendary player-

- | like better than a good movie on TV. And the stations that
carry the COLUMBIA features have it all over the others.
Just look at that all-star line-up! — ‘On The Waterfront,’

~ ‘From Here To Eternity, ‘The Caine Mutiny,” ‘The Key,’

‘The Eddy Duchin Story.’ And the nice thing about it is

~ that when the Yankees are on the road, | can still watch
'em. Practically everywhere | hang my spikes, there’s a
smart station playing the COLUMBIA features.”

The COLUMBIA features can be seen

currently in more than 130 mkarkets.

GEMS INC,

Dlstrlbuted exclusively by

-SCREEN ;
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Cameras and TV Tape Recorders by RCA!
Creative Technique by MGM Telestudios!

The TV commercial has been described as “60 seconds of perfection.” Many of them
are. And that’s why MGM Telestudios decided to “go RCA, All The Way.” MGM Tele-
studios originated many of tape’s advanced production techniques. George K. Gould,
President, says, “Our new production techniques have just about passed the capabilities
of our original equipment. The RCA TK-60 cameras and TR-22 recorders we are in-
stalling are truly “new generation” equipment. Their expanded technical performance
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production tools. RCA Broadcast and Television Equipment, Camden, N.].

The Most Trusted Name in Television
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“After a ball game,” says Yogi Berra, legendary player-
coach of the champion New York Yankees, ‘‘there’s nothing
| like better than a good movie on TV. And the stations that
carry the COLUMBIA features have it all over the others.
Just look at that all-star line-up! —‘On The Waterfront,’
‘From Here To Eternity,’ ‘The Caine Mutiny,’ ‘The Key,
‘The Eddy Duchin Story.” And the nice thing about it is
that when the Yankees are on the road, | can still watch
'em. Practically everywhere | hang my spikes, there's a
smart station playing the COLUMBIA features.”

The COLUMBIA features can bhe seen

currently in more than 130 markets.
}

GEMS INC.

Distributed exclusively by

- SCREEN®
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