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Proof of dominance!

THIS ISSUE:

more viewers
per rating point

Number of TV homes TV homes per rating point
in Grade B area projected to Grade B area

WXEX-TV Eib stouar s

Il - B
STATION © I

® WXEX-TV delivers 16.99, more TV homes than Station B—17.3% more than Station C.
® WXEX-TV gives you a bonus of better than 2 TV homes with every 12 homes you buy.

® Station B is now operating on interim low power and tower. On this basis, the Grade B area of
WXEX-TV delivers 58.3 more TV homes than does Station B.

*Service contours of stations considered are for maximum power and tower calculated
by Kear & Kennedy (consulting radio engineers, Washington, D. C.) from information
on file with FCC, and based on latest available ARF figures updated to June 1, 1956.

The dominant station serving Richmond,
Petersburg and Central Virginia

WXEX-TV

Tom Tinsley, President NBC BASIC—CHANNEL 8 Irvin G. Abeloff, Vice Pres,

National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washington.
Forjoe & Co. in Chicago, Seattle, San Francisco, Los Angeles, Dallas, Atlanta.
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w I t * 8:30 AM.. Arthur Godfrey —
i ki Video Varieties

9:30 A.M. Strike It Rich
! . ] . i *10:00 A.M. Valiant Lady
-, Showmanlike integration of local personalities, box- *10:15 AM. love of Life

office/ films, full-time farm service and aggressive news “HO:SOyeLity Scaueh fErlomoTiog
11:.00 AM. CBS News
coverage with virtually the complete CBS schedule 11:10 AM. Stand Up and Be Counted
P fyTe *171:30 AM.  As the World Turns
12 Noon Johnny Carson

12:30 P.M. News and Weather
*12:45 P.M. Farm Digest
e al y nr 1:00 P.M. Big Payoff
1:30 P.M. Bob Crosby
2:00 P.M. Brighter Day
2:15 P.M. Secret Storm
2:30 P.M. Edge of Night
3:.00 P.M. Afternoon Show
3:30 P.M. Adventure Theater
5:00 P.M. Ciub Six
5 45 P.M. News
— Sponsored; t — Partially Sponsored)

100,000 WATTS Equipped to Telecast
MAXIMUM POWER - Network Color

CHANNEL 6 pa\*
Walter M. Windsor TEXARKANA, TEXAS-ARKANSAS Richard M. Peters

General Manager Represented by Venard, Rintoul & McConnell, Inc. Dir. Nat'l Sales & Promo.

* Network Programming Over 300 Hours per Month!
* Live Local Shows Designed for National Sale & Results!
* Top Film Shows; High Rated Day & Night Adjacencies!
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10th in
manufacture

of tobacco

products

Among the television markets foremost in
the manufacture of tobacco products, the
Channel 8 Multi-City Market ranks tenth,
based on production figures for America's
top 100 counties (SALES MANAGEMENT
""Survey of Buying Power''—May 10, 1956}, This
is just one phase of the widely diversified
industry which makes the WGAL-TV
Channel 8 market a buying market for
your product.

STEINMAN STATION
Clair McCollough, Pres.

Representative

the MEEKER company, inc

New York Los Angeles
Chicago San Francisco

June 25, 1956

LANCASTER PENNA.
NBC AND CBS

CHANNEL 8 MULTI—CITV MARKET
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SECESSION? e ABC, which rejoined
NARTB three years ago, may take another
walk. Disagreement over action on resolu-
tion proposed by Ernest Lee Jahncke Jr.,
ABC vice president and member of tv
board, which would have asked FCC to act
forthwith in authorizing new tv outlets to
provide competition in two station or less
markets, caused furor. Tv board finally
considered what was described as watered-
down version, but that was voted down 7-6.
ABC network, and its 10 owned and eper-
ated radio and tv stations, it’s understood,
pay about $40,000 in annual dues. NBC,
through Vice President Frank M. Russell,
reportedly favored ABC’s original strong
position.
BT

NUMBER of independently owned tv sta-
tions reportedly are up in arms over strin-
gency of new television code board actions
and are thinking seriously of withdrawing
and perhaps setting up their own code. Be-
ing talked up is resignation from NARTRB
and code authority and adoption of own
code which, in main would follow existing
code, with their own seal. Some independ-
ents contend stations can't economically
pull out of what is labeled so-called “pitch’’
or demonstration business and can’t afford,
moreover, to be held in ridicule by losing
NARTB seal. Some two dozen independent
stations are believed to be in category which
might decide on separate code and organ-

{zation. BeT

WHO’LL SPANK? e Curious discrepancy
appears in punitive part of new NARTB Tv
Code amendment adopted last week, as as-
sociation invites film producers and distri-
butors into structure. New amendment, ad-
mitting film interests as affiliate code sub-
scribers, provides that code privilege can be
withdrawn from film affiliates by code re-
view board. However, code privilege can
be withdrawn from station-network sub-
scribers only by NARTB Tv Board itself,
acting on recommendation of review group.

BT
COMMISSIONERS Robert E. Lee and
Robert T. Bartley were at Federal Civil
Defense headquarters at Bartle Creek,
Mich., last Thursday for updating on com-
munications defense activities. Comr. Lee
is assigned to defense and Comr. Bartley
is his alternate.

BeT
REPORT CARD e Proposed draft of in-
terim report on Senate Commerce Com-
mittee’s two-year inquiry into television al-
locations was being circulated among the
15 members of committee last weekend.
Prepared by committee staff, headed by
Majority Counsel Kenneth Cox and Nicho-
las Zapple, staff communications expert, re-
port is understood to crack FCC’s knuckles
on failure to deintermix number of (per-
haps as many as three dozen) markets and
in that manner tend to assure uhf in tv’s
future. It’s understood Chairman Magnu-
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closed circuit.

son (D-Wash.) isn’t dispesed to issue in-
terim report unless committee goes along.
Only allocations phases, rather than net-
work licensing and Bricker bill, would be
involved. Best guess at weekend was that
report would be issued before Congress
recesses about mid-July.

BeT
EDWARD PETRY & Co., station repre-
sentative which severed with ABC's KABC-
TV Los Angeles when that station named
Katz Agency, effective July 1 will become
representatitive for Copley Presss KCOP
(TV) there. Contrary to current trend to
film programming, KCOP is emphasizing
live shows and expanding schedule of pro-
grams with studio audience.

BeT
ALL’S FORGIVEN e Objections of
WNHC-TV New Haven, Conn., to CBS
and NBC purchases of WGTH-TV Hart-
ford and of WKNB-AM-TV New Britain,
both Conn., respectively, can be expected
to be dropped now that sale of New Haven
stations to Triangle Publications Inec.
(WFIL-Philadelphia Inquirer) has been ap-
proved by FCC (see story, page 74). How-
ever, formal withdrawal of objections to
network buys won’t be made until sale is
consumated, and that won’t take place until
30 days after date of FCC approval. That’s
to cover possibility of any protests being
filed.

BeT
“STATE’S RIGHTS” package plan envi-
sioning sale of filmed football coverage to
key stations in its area has been scrapped
by Big Ten. Thinking now is along lines
of film network concept, providing line
charges and other factors can be worked
out. Conference is trying to interest WGN-
TV Chicago in plan as feeder station and
principal in actual production of package.
One thing is certain: Big Ten will offer
some sort of film coverage this fall.

BeT
SWAN SONG e Look for June 28 as big
decision day on pending tv docket cases.
Meeting will be last for Comr. E. M. Web-
ster, who retires June 30 after nine years
on FCC. It’s felt as many cases as possible
should be decided prior to swearing in of
T. A. M. Craven, who would not be quali-
fied to participate on hold-over cases.
Comdr. Craven’s nomination was con-
firmed by Senate Friday; he will be sworn
in by Chairman McConnaughey July 2.

BeT
SECOND VOLUME of “File 13,” con-
tinuing listing of persons in entertainment-
communications field who have alleged
pro-communist associations, is expected to
be released within next few months (see
“blacklisting” report, page 30). Vincent
Hartnett, New York talent consultant, who
is among those being sued by WCBS New
York humorist John H. Faulk for $500,-
000 (see page 31), compiled first volume of
“File 13" several years ago and is pre-

paring at least 10 volumes in total as life-
time project. Listing, said to be “far more
detailed” than “Red Channels,” of which
Mr. Hartnett was co-author, and as de-
parture, also reports on individuals who
have repudiated alleged leftist connections
and on persons mistakenly identified with
those of same name who have asserted pro-
Red associations.

BeT
IN ON THE ACT e It develops now that
Earle Ludgin & Co. had knowledge of
Helene Curtis Industries concerted free
product plug plan on radio-tv stations—
in fact, helped work it out and approved
it [BeT, June 18]. Agency feels too, along
with company, that product has honest
news value and solicitations were in re-
sponse to requests from station women’s
editors for more information. Helene Cur-
tis is not buying additional time for Purse
Spray but is featuring product spots on its
network tv shows.

BeT
SEARS, ROEBUCK & Co. reportedly con-
sidering heavy use of tv for fall, either on
network or syndicated property basis. If's
understood retailer is interested in Rose-
mary Clooney film series, distributed by
MCA.TV, in preference to network show
on theory it can tie-in more closely to store
patterns in its cities. Sears also may na-
tionally distribute its Silvertone color tv
sets.

BeT

GRATITUDE e New Press Conference
telecast series, starting July 4 on NBC-TV
under Corn Products Refining sponsorship,
is going to bite the news hand that’s feed-
ing it. Official description of show, which
bills Martha Rountree as “female Jim
Hagerty,” notes it will produce important
news and then adds this anomaly: “Press
Conference is a newspaperman’s show
which will merely televise and glorify the
work of the reporter. It will show news
in the making and it will urge all listeners
to read their daily newspapers for the full
story.”

BeT
IKE FOR VEEP? Harold Hough, director
of WBAP-AM-TV Fort Worth, who has
been in just about every movement in
broadcasting's development, comes forth
with suggestion that President Eisenhower
should run for vice president. He wouldn't
have to do as much work but would still
be in top echelon councils to control do-
mestic and foreign policy. Ceol. Hough
dzclares it doesn’t matter much who then
would become president.

BeT
BIDING TIME e No decision has been
reached by FCC as to whether it will fill
post of assistant secretary, vacated May
14 by retirement of William P, Massing.
Among those reportedly under considera-
tion are Robert D. J. Leahy, veteran of
21 years on FCC staff, and David C. Wil-
liams, legal assistant to Comr. Lee.
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in every television
market there is one
dominant station...
in Indianapolis
that station is

WISH-TV
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at deadline

GRAND JURY CALLS NBC, WBC OFFICIALS
IN STATION EXCHANGE INVESTIGATION

FEDERAL Grand Jury in Philadelphia has set
major investigation into NBC-Westinghouse
exchange of radio-tv stations in Cleveland and
Philadelphia, B®T learned Friday.

Grand Jury reportedly has subpoenaed of-
ficials of both companies to appear this week
in Philadelphia. Records pertaining to transfer
of properties also were subpoenaed, it was said.

NBC and Westinghouse Broadcasting Co. of-
ficials summoned to appear were understood to
be those intimately connected with negotiations
leading to exchange of NBC’s WTAM-AM-FM
and WNBK (TV) Cleveland for Westinghouse’s
KYW and WPTZ (TV) Philadelphia, plus $3
million cash 'to Westinghouse.

Cleveland-Philadelphia swap has been under
investigation by Dept. of Justice for some time.

Fact case was taken to grand jury was inter-
preted to mean Justice wanted records and testi-
mony it was unable to get without subpoena.

Justice Dept. itself has no subpoena power,
To obtain records and testimony which are not
volunteered, Justice frequently puts matters be-
fore grand jury which, through courts, can
issue subpoenas.

Subject of NBC-Westinghouse swap came up
last week in testimony of Donald H. McGan-
non, WBC president, under examination by
Senate Commerce Committee (see story, page
73). Mr. McGannon, answering questions, said
Westinghouse would not have made deal if it
had not feared loss of NBC affiliation.

Since transfer, stations have been renamed.
They are now KYW-AM-FM-TV Cleveland
and WRCV-AM-TV Philadelphia.

Public Relations Project
Planned by NARTB Boards

SPECIAL NARTB committee will be named
to study proposal for public relations cam-
paign designed to meet attacks of industry
critics, combined boards of association de-
cided Friday at close of three-day board
schedule (stories pages 54, 59). President Har-
old E. Fellows will name three radio and three
tv directors to serve with him on committee.

Directors approved plans for next four an-
nual conventions and regional meeting sched-
ules for 1956 and 1957. Two-day regional
meetings starting Sept. 16 will have radio-only
meeting on morning of first day followed by
president’s luncheon talk and separate radio-
tv sessions in afternoon. Second day will have
tv-only session in morning and general associa-
tion-industry topics in afternoon.

NARTB conventions for next four vyears
will be held as follows: 1957, Conrad Hilton,
Chicago, April 7-11; 1958, Biltmore and Statler,
Los Angeles, April 27-May 1; 1959, Conrad
Hilton, Chicago, March 15-19; 1960, Conrad
Hilton, Chicago, April 3-7.

Regional meetings in 1956 follow: Sept. 17-
18, Nicollet Hotel, Minneapolis; Sept. 20-21,
Utah Hotel, Salt Lake City; Sept. 24-25, St.
Francis, San Francisco; Sept. 27-28, Oklahoma
Biltmore, Oklahoma City; Oct. 11-12, Shore-
ham, Washington, D. C.; Oct. 15-16, Somer-
set, Boston; Qct. 18-19, Sheraton-Lincoln, In-
dianapolis; Oct. 25-26, Dinkler-Tutwiler, Bir-
mingham.

Regional meetings in 1957 follow: Sept. 16-
17, Van Curler Hotel, Schenectady, N. Y.; Sept.
19-20, Statler, Cleveland; Sept. 23-24, Grove
Park Inn, Asheville, N. C. (tentative); Oct.
10-11, Muehlebach, Kansas City; Oct. 14-15,
Multnomah, Portland, Ore.; Oct. 17-18, Brown
Palace, Denver; Oct. 21-22, Baker, Dallas;
Oct. 24-25, Peabody, Memphis.

Next board meetings will be held Feb. 4,
1957, at Hollywood, Fla.; June 17, Washington;
Jan. 19, 1958, Phoenix, Ariz.; June 16, 1958,
Washington,

Directors reviewed plans for 10th anniversary
Voice of Democracy contest; progress of state
association activities; heard that 17 managers
have signed group life insurance policies under
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association plan.

Board received petition signed by over 5%
of membership asking mew referendum vote
on deletion of eight at-large directorships next
spring. Subject will be discussed at autumn
regional meetings.

Guidebook on news broadcasting will be
prepared by Freedom of Information Com-
mittee. NARTB plans survey of radio-tv ac-
cess to public and official events in 48 states.

Sindlinger Predicts Sullivan
Will Best Allen Debut

PREDICTION that Steve Allen’s first program
in 8-9 p.m. Sunday period on NBC-TV (yes-
terday) would attract less than half as many
viewers as those watching Ed Sullivan on CBS-
TV at same time was made Friday by Sind-
linger & Co., audience research organization
which determines probable audience size on
basis of advance interviews [BeT, April 9].

Ed Sullivan Show, according to Sindlinger
advance information, would start with audience
of 43,820,000, of which 10.7 million would
turn to Steve Allen Show sometime during the
hour, augmenting that program’s basic audience
of 13,400,000. Average audiences were pre-
dicted as 18,750,000 for Allen, 38,470,000 for
Sullivan.

Salem, Aberdeen Bids Filed

APPLICATION filed Friday for ch. 3 Salem,
Ore.,, by Salem Tv Co. (C. H. Fisher), ac-
companied by petition asking FCC to vacate
ch. 3 grant to KSLM-TV there. Ch. 3 permit
has been bought by Storer Broadcasting Co.
for $27,277 with object of moving vhf fre-
quency into Portland, Ore., to replace its ch.
27 KPTV (TV) there. Mr. Fisher controls
KAGT Anacortes, Wash.; KDLS The Dalles,
KUMA Pendleton, KTHR Hood River, and
26.6% of KVAL-TV Eugene, all Ore. XVAL-
TV owns 50% of KPIC-TV Roseburg, Ore.

Also filed Friday was application for ch.
9 at Aberdeen, S. D., by F. F. McNaughton
and sons. McNaughton interests include
WRMN Elgin, and WCRA Effingham, both
I11.; KXGI Ft. Madison, Iowa; Pekin Times and
Effingham News, both Il

.Mon.-Fri.

o BUSINESS BRIEFLY

TWO IN FOR TEXACO e Purex Corp., South
Gate, Calif., through Weiss & Geller, Chicago,
and Whitehall Pharamacal Co., through Ted
Bates & Co., both N.Y., will sponsor on alter-
nate weeks Festival of Stars, series of 30-min-
ute films starring well-known Hollywood and
Broadway performers, starting this Saturday on
NBC-TV, 9:30-10 p.m. EDT. Festival replaces
Texaco Star Theatre.

DAMONE FOR ‘BRIDE’ ¢ General Foods
Corp. (instant Maxwell House coffee), White
Plains, N. Y., will sponsor CBS-TV's Vic
Damone Show (Mon., 9:30-10 p.m. EDT) as
summer replacement for December Bride start-
ing July 2. Agency: Benton & Bowles, N. Y.

FIRST FOR CARSON e Best Foods Inc.,
N. Y, through Dancer-Fitzgerald-Sample,
N. Y., and Simoniz Co., Chicago, through Sulli-
van, Stauffer, Colwell & Bayles, N, Y., Friday
signed as first sponsors of CBS-TV’s new
Johnny Carson Show (Mon-Fri, 2-2:30 p.m.
EDT), effective July 3. Best Foods will spon-
sor 2:15-2:30 p.m. portion alternate Tuesdays;
Simoniz, 2:15-2:30 p.m. Wednesday portion.

ALLEN FOR STERN e Allstate Insurance Co.,
Chicago, to replace Bill Stern with Sports
Caravan, featuring Mel Allen, on ABC Radio
at 6:35-6:45 p.m. EDT, today
{(Mon.). Agency is Christiansen Adv., Chicago.

ID'S FOR COFFEE ® American Home Foods
Inc. (George Washington instant coffee), N. Y.,
launching 39-market radio-tv “heavy ID satura-
tion” campaign in eastern and northeastern
markets effective June 28. Agency, Charles W.
Hoyt Co., N. Y., still looking for availabilities
for initial radio-tv drive in Schenectady, New
Haven, Hartford and Springfield, Mass., last-
ing four weeks on tv, 23 weeks on radio. Sec-
ondary phase, covering 35 markets and lasting
23 weeks, will be strictly radio.

REYNOLDS LOOKING ® R. J. Reynolds To-
bacco Co., Winston-Salem, through William
Esty & Co., N. Y., looking for availabilities for
radio spot announcement campaign to start
July 2 for unspecified product.

666 IN MARKET ¢ Charles W. Hoyt Co.,
N. Y., is looking for availabilities for $250,-
000 radio spot campaign for Monticello Drug
Co. (666 cold preparation), Jacksonville, Fla.,
scheduled "'to run on 200 southern stations
from Oct. 1 to March 1957,

CHANCE FOR RADIO ® Lever Bros., N. Y.,
set to launch spot radio campaign shortly in
Erie, Buffalo, Rochester and Utica to test effec-
tiveness of radio for Dove soap, introduced last
November. Budget for spots reportedly taken
from expenditures of “teaser” campaign in
printed media used to launch new product, with
expectation that spot markets will be expanded
if radio proves effective, Agency: Ogilvy, Ben-
son & Mather, N. Y.

CRANBERRIES BUYING °® National Cran-
berry Assn. planning two-week radio spot an-
nouncement campaign in number of markets
starting at varied dates, July 12-July 19, in New
England, Pennsylvania and west coast areas,
BBDO, N. Y., is agency.
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Jovial DEAN HARRIS— Cen-
tral New York's biggest and best
radio host, the Dean of unseen | 1h=
salesmen.

ALL
THIS

and

KAY LARSON —The pretty
voice thaot makes more men and
most women tune in  "Milady's
Almanac".

AlL MELTZER -
Area high school and
collegiate world must

radio
network

arbit around his mu-
sical furn tables er be
in the dark.

WHEN planning a campaign
Jor the Syracuacla Market...
insure its success with
proven sales proeducers.
Write, wire or phone for

JOE CUMMISKEY — More news for
complete information. more listeners from sunrise to sunset.

810 kc. Channel 5
Lo : £ cBS

Represented by KATZ AGENCY INC, JOHN BLAIR & CO. BLAIR 'V,VINCJ

MEREDITH Zadio and Television STATIONS
attitiated witn Befter Homes and Gardens «n Successful Farming magazines
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at deadline

$3.5 Million Tampa Sale
Tops Six Station Purchases

TWO television and four am stations have
changed hands, it was announced Friday—
headed by the $3.5 million sale of ch. 13 WTVT
(TV) Tampa, Fla.,, to the WKY Radiophone
Co. (WKY-AM-TV Oklahoma City Oklahoman
and Times). All transactions are subject to
FCC approval.

WTVT, which began April 1955, is affiliated
with CBS and is owned by former Florida
Governor Doyle E, Carlton, 15%; W, Walter
Tison (former owner of WALT Tampa), 20%;
David E. Ward, 10%, and others. WKY also
owns WSFA-AM-TV Montgomery, Ala. E. K.
Gaylord is president and P. A. (Buddy) Sugg
is manager of broadcast properties.

Ch. 27 KVVG (TV) Tulare, Calif,, sold
by M. B. Scott and Joseph Justman to inde-
pendent movie producer James Stacy for
$10,000 and assumption of liabilities, This is
third ownership change for Tulare-Fresno out-
let, originally owned by Sheldon Anderson.
Present owners bought station from Mr. Ander-
son for $1 and assumption of $350,000 in
liabilities.

Radio sales were headed by purchase of
KEAR San Francisco from S. A. Cisler by
David Segal, Mid-America Broadcasting Co.
principal, for aggregate sum of $500,000. At
same time, Mr. Segal advanced monies en-
abling station to pay off Federal government
lien (for withholding and unemployment in-
surance taxes), permitting it to resume opera-
tion Friday evening on 1550 kc with 10 kw.
KEAR had been padlocked by Internal Reve-
nue agents May 31 [BeT, June 18, 4]. Mid-
America stations are KOSI Denver, Colo.;
WGVM Greenville, Miss., and KLEE Ot-
tumwa, Iowa. Transaction handled through
Hugh R, Norman, Davenport, Iowa.

WGAU-AM-FM Athens, Ga., sold by C. A,
Rowland, Tate Wright, Earl B. Braswell and
J. K. Patrick to J. Thomas Lord and H.
Randalph Holder for $105,000. Mr., Lord is
station manager and Mr. Holder news director
of WRFC Athens. CBS-affiliated WGAU oper-
ates on 1340 kc¢ with 250 w. Broker was
Blackburn-Hamilton Co.

WWHG-AM-FM Hornell, N. Y., sold by
W. H., Greenhow Co. to Ra-Tel Broadcasters
Inc. for $50,000. Ra-Tel principals are Fred-
erick Schottland, consulting engineer, and
Alfred and Sy Dresner. WWHG operates with
1 kw daytime on 1320 kc. Allen Kander &
Co. negotiated transaction.

WPFD Darlington, S. C., sold by I. A. Galli-
more to owners of WCGC Belmont, S C.
(Robert Hilker and Lucille Hand), for $37,500.
Station operates on 1350 k¢ with 500 w day-
time. Paul H. Chapman Co., Atlanta, was
broker.

Sherwood Television Awards
Go to NBC, WAAM (TV)

TELEVISION'S “terrific impact” hailed Friday
by Paul G. Hoffman, chairman of Fund for
the Republic, at luncheon marking presentation
of fund's Robert E. Sherwood tv awards, to-
taling $55,000, to “I Was Accused” and “Trag-
edy in a Temporary Town,” both on NBC-TV,
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and to desegregation documentary on WAAM
(TV) Baltimore.

“l Was Accused,” which appeared in Arm-
strong Circle Theatre series sponsored by Arm-
strong Cork Co., and “Temporary Town,” from
Aluminum Co. of America’s Alcoga Hour, re-
ceived $20,000 apiece as best documentary and
drama, respectively, dealing with freedom and
justice theme, while WAAM's Desegregation:
Baltimore Report received $15,000 as best in-
dependent-station production on that theme.
Prize money is divided among producer, writer
and director in-each case. Mrs. Robert E.
Sherwood, widow of noted playwright, an-
nounced winners at New York Iuncheon.

NBC and WAAM received silver plaques for
presenting prize-winning shows and in addition
certificates of honorable mention were awarded
to Omnibus’ “Constitution” series (CBS-TV);
Kraft Television Theatre's “One” (NBC-TV);
Philco Playhouse’s “A Man Is Ten Feet Tall”
(NBC-TV); In Freedom on KOMO-TV Seat-
tle; In the Minds of Men on KPIX-TV San
Francisco; This Is Qur Faith on WATV (TV)
Newark; Invisible Fence on KEYD-TV Minne-
apolis; Camera Three series on CBS-TV, and
Frontiers of Faith on NBC-TV.

With more than 100 programs entered for
this year's Sherwood awards, Mr. Hoffman
observed, fund officials were “so much en-
couraged that we have decided to continue them
for another year. We feel that television has
an enormous potential strength as an educa-
tional force—a potential which is just begin-
ning to be realized.”

Prize money for this year's winners will be
shared; in case of “I Was Accused,” by writer
Jerome Coopersmith, director William Corrigan
and producer David Susskind; for “Tragedy in
a Temporary Town,” by writer Reginald Rose,
director Sidney Lumet and producer Herbert
Brodkin, and for Desegregation: Baltimore Re-
port, by Mrs. Gray Johnson Poole, writer, di-
rector K. Calfee and producer H. B. Cahan.

Forsling Named Reinsch Aide

APPOINTMENT of Elizabeth Forsling of
Elizabeth Forsling & Assoc., Dallas public rela-
ticns firm, as executive assistant was announced
Friday by J. Leonard Reinsch, executive direc-
tor of Cox radio and tv stations, serving as
assistant chairman of Democratic National
Committee in charge of convention. Miss
Forsling will handle housing and public rela-
tions. She formerly was with ABC New York
and before that radio-tv editor of Newsweek.

TOUCH OF VENUS

-U. 8. BROADCASTERS may be in for
more competition—this from unexpected
source. Ohio State U’s Dr. John D.
Kraus Friday reported picking up new
radio signals “which presumably origi-
nate on Venus." Earlier in month, Dr.
Kraus, director of university radio observ-
atory, reported radio signals resembling
static from thunderstorms received from
Venus. He said new signals are of dis-
tinctly different type, have many charac-
teristics of signals from terrestrial radio
telegraph transmitting stations.

PEOPLE

WILLIAM L. NEWTON, Lennen & Newell,
N. Y, to D'Arcy as account executive on
Lenox Inc. (china). Lenox recently went to
D'Arcy from L & N.

RICHARD W. SATTERFIELD, vice presi-
dent and advertising sales manager, Davis
Young Soap Co., Dayton, Ohio, to Compton
Adv,, N. Y., as account executive.

LYLE B, HILL, radio-tv operations manager,
Dancer-Fitzgerald-Sample, to production co-
ordinator. SALLY BOULON, formerly of
Zerbe-Penn Adv. and WKAQ-TV San Juan.
P. R., named as his successor. WILLIAM
WEILBACHER, head of D-F-S media research
unit, named executive assistant to Dr. Lyndon
O. Brown, vice president of media research
and marketing. BABETTE JACKSON, assist-
ant research director, The Biow Co., to D-F-S
as project director. ARNOLD BROWN, engi-
neer, KYW-TV Cleveland, to D-F-S sound re-
cording-transcription supervisor, and ERNEST
M. PITTARO, film producer, The Biow Co.,
to film production supervisor, both in tv com-
mercial production department.

DAVID RICH, director of Arthur Godfrey's
Talent Scouts, signed to direct feature film for
Columbia Pictures.

BOB QUINLAN, CBS-TV news and special
events program director in New York, wil
be executive camera director for tv pool cov-
erage of GOP’s San Francisco convention in
August, network reported Friday.

Calif. Broadcasters to Back
All Radio-Tv Access Fights

FIGHT to win free access to courts and legis- .
latures on par with other news media voted
Friday by board of directors, California State
Radio & Television Broadcasters Assn., at mid-
year meeting in Fresno. Group resolved to
suppert NARTB and other state associations in
this project. CSRTBA scheduled annual con-
vention Nov. 9 in San Francisco, Group re-
ported 19 new radio and tv station members.

NARTB Honors C. E. Arney

C. E. ARNEY Ir., retiring NARTB secretary-
treasurer, was honor guest at testimonial lunch-
eon Friday following final board of directors
meeting. Mr. Arney was presented a $2,500
cash gift, radio set, tv receiver and other gifts
by broadcasting industry for his 17 years asso-
ciation service. Guests at luncheon included
NARTB board members, former association
presidents and media representatives. Mr. Ar-
ney plans to take vacation in Idaho and Ari-
zona and then expects to take foreign trip.
NARTB President Harold E. Fellows presided
at luncheon. Ella Nelson, Mr. Arney's secre-
tary, was presented $500 gift for her quarter-
century of association service.

Another Reprieve for WWBZ

WWRBZ Vineland, N. J., ordered by FCC to
cease operation by today (Mon.) because
of past horse race broadcasts, received second
reprieve Friday when Commission gave
station authority to operate until 60 days after
court and FCC act on latest WWBZ plead-
ings. WWBZ's license was revoked last De-
cember [BeT, Dec. 5, 1955] on ground horse-
race shows were being used by illegal gambling
interests, and station was ordered off air by
Jan. 27. Station requested and was granted
60-day grace period [B®T, Jan. 30], which
would have expired today. WWBZ recently
filed two-pronged appeal, with FCC and U. S.
Court of Appeals [B®T, June 4.]
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KTLA czaos

IN THE IMPORTANT METROPOLITAN AREAS

of
SAN DIEGO and SANTA BARBARA

CHANNEL
S

LOS ANGELES

% SANTA BARBARA

—KTLA is again the TOP
Southern California inde-
pendent station in this
rapidly expanding market
of over 84,000 sets.

% SAN DIEGO
—KTLA is the ONLY

independent station in
Southern California to
completely cover the
407,000 television sets in
San Diego.

Pleo
The outstanding record of LEADERSHIP "FIRSTS" that

KTLA has maintained since the earliest days of television.

CHANNEL 5 Folywood 25, Galfomts

Represented Nationally by PAUL H. RAYMER CO.
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.@ wine grower must often wait many, many years for his rare vin-
tages to mature and his investment to be returned in the market plaée.

In Spot Television, the value of good time periods grows much faster.
The program (or commercial) making its debut to thousands today will be
viewed by many more thousands tomorrow. This is because thousands of
new TV sets are bought daily and viewing time per home keeps increasing.

It pays to make Spot Television your basic advertising medium. And,
as your Petry account executive will show you, our large fund of research
and descriptive data can be of much help in your Spot TV planning.

WSB-TV ... i Atlanta WSM-TV ... .. e, Nashville
WBAL-TV ................. Baltimore WTAR-TV . .........ccviuun.s Norfolk
WGN-TV . .................. Chicago KMTV ... i Omaha
WFAA-TV ... .. iiiirannen Dallas WIVH ... . it Peoria
WIVD .............. Durham-Raleigh KCRA-TV ............... Sacramento
WICU ..., it ieiiii i rnna Erie WOAITV ............... San Antonio
KPRC-TV ............iivanns Houston KEMB-TV . ........coivnenn. San Diego
WHIN-TV ............... Huntington KTBS-TV . ......o0vvvnnnnn Shreveport
WIHP-TV ............... Jacksonville KREM-TV .................. Spokane
WIM-TV ... e Lansing KOTV .. e ii i et e Tulsa
KARK-TV .......c.v..vu.. Little Rock KARD-TV ......ciiieiinnene. Wichita
WISN-TV ................ Milwaukee ABC ............... Pacifie Television
KSTP-TV ......... Minneapolis-St. Paul Regional Network

Represented By

Petry & Co., Inc.

STATION REPRESENTATIVE
DETROIT « LOS ANGELES - SAN FRANCISCO - ST. LOUIS



53.5%

AUDIENCE
SHARE"

MONDAY thru Friday

“STRICTLY

RICHARD” from
with DICK FRENCH

10 AM-1:15 PM

MONDAY thru SATURDAY

NON-REQUEST SHOW
STANDARD, PROVEN
MUSIC

Share of Audience
“RICHARD"—53.5
STA. B—20.7

STA. C—19.7

*C. E. HOOPER
INC.
1956

NEWS o

CALL
VENARD-RINTQUL-McCONNELL INC.

MUSIC - SPORTS
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IN REVIEW

THE BOB HOPE SHOW

ABOUT 20 years ago BeT ran a cartoon of an
announcer blithely telling the audience: “We in-
terrupt this commercial for a program.” This
may have served as the genesis for The Sunday
Spectacular on NBC-TV June 17.

The producers sought to garnish the show
with such subtitles as “The Bob Hope Show”
and “The Road to Hollywood,” but it turned
out to be more of a “Road” lined with bill-
boards plugging not only Paramount’s “That
Certain Feeling” but countless other theatre
productions and stars from that studio. In addi-
tion, the Hope quips were loaded with free men-
tions of Slenderella, Minute-Maid, Greyhound
Bus Lines, Robert Hall Clothes, etc.

Interspersed throughout what was heralded
as a trip behind the studio scenes where “That
Certain Feeling” was filmed were film clips,
blackout skits and songs. In deference to the
age of some of the skit situations, comments
will be withheld.

The philosophy of “dazzle them with names”
was evident in the quartet of Betty Grable,
Jane Russell, Dorothy Lamour and Marilyn
Maxwell. While pleasing to the eyes, the at-
tempt to combine four unmatched voices into a
quartet was a bit distressing to the ear.

Aside from this, the viewer might have fared
better by donning robe and slippers and curling
up with Montgomery Ward’s catalogue.

Production costs: Approximately $180,000

Sponsored by U. S, Rubber Co., through
Fleicher D. Richards; The Maybelline Co.
through Gordon Best; The National Savings
& Loan Foundation Inc., through McCann-
Erickson, and Skol through J. Walter Thomp-
son on NBC-TV, Sunday June 17, 7:30-9 p.m.

Producer: Jack Hope; director: Jack Shea; as-
sociate producer: Gino Conte; unit manager:
Dick Steele; assistant director:- Roy Mont-
gomery; art director: Phil Burns; lighting:
Butch Isaacson; technical director: Joe Conn.

NATIONAL OPEN

NBC-TV's coverage of the leaders shooting
their final four holes in the National Open at
Rochester showed a marked improvement over
television’s golf efforts in the past. There were
no long shots of the crowd, no long shots of
participants twiddling their thumbs in front of
the clubhouse without anybody thinking of any-
thing to say. However, the announcers {(Bud
Palmer, Lindsey Nelson, Jim Simpson) made
viewers wait 15 minutes after the program
went on the air to find out who were challeng-
ing the leader.

Regardless of whom the fan was rooting for,
we Sunday duffers were glad to see that the
top pros flub up on approach shots and miss
easy putts, too. There was genuine eXxcite-
ment in watching Ben Hogan, Julius Boros
and Ted Kroll, in that order, foul up their ex-
cellent chances to match champion Cary Mid-
dlecoff’'s 281 total.

The two-hour telecast began and ended at
a fortunate time for viewers, network and
sponsor; just in time to catch Middlecoff's last
two holes (he missed an easy putt on the 17th)
and scon after Kroll, as the last challenger,
failed on the 17th and 18th.

Even with the excellent coverage NBC-TV
gave, it is doubtful if anyone but a golfer really
enjoys watching the sport on tv. The average
person just doesn’t like to watch the participants
walk from omne shot to the next, a time-con-
suming interlude. Another drawback was the
camera’s efforts to follow the flight of the ball.
You just couldn't see that little white dot as it
sailed through the air.

Production costs: Approximately 360,000
Sponsored by Eastman Kodak through J. Wal-

ter Thompson on NBC-TV, Sat.,, June I8,
4-6 p.m. EDT.

Producer: Perry Smith; directors: Harry Coyle
and Jack Dillon.

THIS 1S SHOW BUSINESS

THERE'S something for nearly every viewer
in the new NBC-TV version of This Is Show
Business, the CBS-TV show of several years
ago that was suddenly substituted for the Paul
Whiteman Show, promised by Hazel Bishop
for the summer, but which evidently died
a-borning.

The show about show business has Clifton
Fadiman for intellectual tone. It has such ar-
ticulate showmen as Lillian Roth, Walter Sle-
zak and Dave Garroway as panelists. And
it has bright newcomers to spell the talk with
songs and dances. All this in 30 minutes.

With the something-for-everybody approach,
the show may be as successful this time around
as it was before. But there's one viewer who
found the little bits that were offered more tan-
talizing than filling, and who, moreover, feels

‘robbed on the Paul Whiteman score,

Productions costs: Approximately $25,000.
Sponsored by Hazel Bishop through Raymond
Spector NBC-TV. Tues., 8:30-9 p.m. EDT.
Created and produced by Irving Mansfield;
director: Gary Simpson; orchestra: Hank

Sylvern.

PATTI PAGE SHOW

PERRY COMO is off for the summer, but not
his format. NBC-TV apparently is geing to
keep it around, simply putting in new hosts
from time to time.

Patti Page was the first replacement, and a
good one, at that. She handled the quarter-
backing chores smoothly and, of course, sang
quite prettily. Strongest criticism: they felt it
necessary to gimmick the production with a
“do-it-yourself” theme that was awkward when
it should have been appropriate. Minor flaw:
having to repeat three choruses of the last
number to fill time.

Mr. Como’s viewers are going to miss him,
but Miss Page and colleagues should keep them
sitting there ’til he gets back.

Production costs: Approximately $40,000

Sponsored by Armour & Co. through Tatham-
Laird; Kleenex through Foote, Cone & Beld-
ing; Gold Seal through Campbell-Mithun;
Toni Co. through North Adv.; Noxzema
through Sullivan, Staufler, Colwell & Bayles
and Sunbeam through Perrin-Paus on NBC-
TV, Sat. 8-9 p.m. EDT. L.

Producer: Norman Frank; associate producer:
Henry Howard; executive producer: George
F. McGarrett; director: Grey Lockwood;
technical director: Henry Bomberger; writ-
ers: Bob Corcoran and James Shelton; mu-
sical director: Carl Hoff.

BOOKS

THE TELEVISION PROGRAM, by Edward
Stasheff and Rudy Bretz. Hill and Wang, 104
Fifth Ave., New York 11, N, Y. 356 pp.
$4.95.

THE original edition of this work, published
in 1951, has become a standard text for
courses in tv writing and production, in use at
more than 60 U. S. universities and colleges.
The new edition, with the sections on educa-
tional, religious, variety and dramatic pro-
grams completely rewritten and other sections
revised to include up-to-date material, such as
generous quotes from the latest edition of the
NARTB Tv Production Code, should prove
equally helpful to the aspiring tv writer or
producer. One surprising omission: there is
no mention of colorcasting and its effects on
tv program production.

BROADCASTING ® TELECASTING



BACK
ON TARGET

WTR?
N, ALBANY, N.v.

' Bullseying the populous,
"GO prosperous, profitable

TRi-city Area
3 ALBANY - SCHENECTADY - TROY
ABC Network

Major Programming
/ Finest Facilities in the Market.

*75% UHF Convsionod' fary 1956 ARB
VAN CURLER BROADCASTING COMPANY
ALBANY, N.Y.

WILLIAM A. RIPLE, General Manager KAL ROSS, Station Manager

Represented by Venard, Rintoul & McConnell, Inc.
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SPOT S

Advertisers can now get
a profitable new look-in

on the rich and growing

Southern Florida market.
On July 29th, WCKT,
Channel 7 — NBC basic
affiliate in Miami — goes
on the air with maximum
power (316,000 watts)
and a thousand foot tow-
er . . . the only VHF
tower in Dade, home
county of Miami!

Miami is now the nation’s
25th largest metropolitan
area — the 19th largest in
food, drug and autono-
tive sales. And the WCKT
signal will blanket
325,000 television homes
in Southern Florida!

NBC Spot Sales wel-
comes WCKT to the
roster of outstanding
stations which it repre-
sents nationally. Through
NBC Spot Sales, you can
now start climbing to the
top in Miami with top-
notch availabilities on
WCKT . . . daytime,
nighttime, prime-time.

Call your NBC Spot Sales
Representativetoday! He
has all the details on the
fast, new way to make
your sales climb in flour-
ishing Southern Florida:
WCKT, Channel 7,

REPRESENTING THESE LEADERSHIP STATIONS:

NEW YORK WRCA, WRCA-TV
SCHENECTADY-

ALBANY-TROY wRGE
PHILADELPHIA WRCY, WRCV-TV
WASHINGTON wRC, WRC.TV
MIAMI WEKT

BUFFALO WBUF.TV
LOUISVILLE WAVE, WAVE.TV
CHICAGO wmAQ, WNBQ

ST. LOUIS KSD, KSD.TV
DENVER KOA, KOA-TV
SEATTLE KOMO, KOMO-TV

TR IVZ 22T =22

f; ?

LOS ANGELES KRCA

PORTLAND KPTV

SAN FRANCISCO KNB¢
HONOLULU KGU, KONA-TV

AND THE

NBC WESTERN RADIO NETWORK




Saurce: ARB February

Bernie Barth, Gen. Mgr.

Tom Hamilton, Sales Mgr. M#

CHANNEL 46
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OPEN MIKE

Giveaways Galore

EDITOR:

In the event you were unable to check out
the NBC Bob Hope spec (Sun., June 17) for
“free commercials,” this list will be of help.

In addition to approximately 34 mentions of
“That Certain Feeling,” the program contained
specific plugs for: “Trapeze,” “The Paleface,”
“Benny Goodman Story,” “The Rose Tattoo,”
Paramount Pictures, Palmolive-Peet, Techni-
color, Greyhound Bus, Tv Guide, Minute
Maid, Philip Morris, Chevrolet Corvette (car
displayed), Turtle Wax, Variety, “Road to
Bali,” “Picnic,” Eddie Fisher, Hy Gardner, Ed
Murrow, Elvis Presley and Cliff Edwards.

This list is not a complete one but does con-
tain most of the references to products or
services other than those advertisers who paid
the bills for the spec.

Name Withheld

[EDITOR’S NOTE: The writer asked that his
name be withheld as his position might make
readers think he had an axe to grind in provid-
ing the above checklist of plugs.]

Good Business Practice

EDITOR:

... In your feature story on free plugs [BeT,
May 21] we feel inclined to set straight a few
“facts” that no doubt were written inadver-
tently.

1 have never dubbed myself “The King of
the Giveaways.” This rather dubious title was
created by a very good friend and client, Stan-
ley P. Seward, vice president of D’Arcy Adver-
tising Co. It seemed to catch on with magazine
and syndicated writers and resulted in inquiries
from advertising and PR firms throughout the
country. Naturally, this did not make us un-
happy. However, going along with the gag, I
accept full responsibility for creating my prime
ministers.

Contrary to your story, I am not retired due
to ill health nor did I sell my company. True,
I have been ill—haven't we all at some time?
True, my corporation was sold, but not by me,
but because of conditions beyond my control.
Suffice to say that my son, Burt, heads Wen-
land Enter-prizes Inc., a firm with which I am
proud to be associated.

Now, my thinking on-the so-called evils of
free plugs and free loading. Where would pio-
neers in the audience participation field such
as Art Linkletter and Ralph Edwards have
been without the radios, watches, diamonds,
mink coats, cameras, cars and trips supplied
by firms such as ours? No budget—no prizes
—consequently no audience and no sponsors.
Going one step further, do you realize how
many tv producers in the early days, and even
at the present time, depended on firms such as
ours? We have supplied complete drug stores,
department stores, markets, kitchens, airplanes,
automobiles and wardrobes at savings of thou-
sands of dollars to independent as well as
major studios. This certainly is a reciprocal
deal and no violation of ethics. What's more,
it is good business practice . . .

Now to the great *“evil” of free plugs. 1
agree that this has in many cases been greatly
abused, mostly by hungry amateurs attempting
to get into the business as well as by greedy
writers and producers. When interviewed, 1
have never denied that we arrange to have our
clients’ product names injected into the scripts
of radio and television shows. However, only
if they got a laugh. We have maintained that
it was as bad for our clients, but not as costly
as it was for the program, to drag in a product
name by the heels . . .

Not all injections of plugs are for comedy
situations. We are proud of the work that we
have done for years for the American Trucking

Assn., stressing only one thing—careful driving
and safety on the highways. One season our
entire campaign for General Tire and Rubber
Co. was “Give the kids a brake”” We are proud
too of free plugs we have arranged for the
Savings Bonds Div. of the U. S. Treasury
Dept. as well as the Recruiting Div. of the
U. S. Army and U. 8. Air Force . . .

Adolphe Wenland

Wenland Enter-prizes Inc.

Hollywood, Calif.

The Spoiled Record

EDITOR:

The broadcast industry is constantly besieged
by free riders of all kinds; and I am sure that
quite a few of my fellow broadcasters have
been taken advantage of by the scheme which
we recently refused and which I would like to

outline for the benefit of those who will be

approached, in the near future, or over the
years to come, as this particular promotion
gains momentum.

Several weeks ago, our local Chevrolet dealer
called me to inquire about rates and availabili-
ties for advertising to be run for “Gas, Gaskets
and Glamour,” a promotion which the Alemite
Corp., a subsidiary of the Stewart-Warner
Corp., had sold to him. At the time that he
made the request for paid space, he asked that
I meet with the representative of the Alemite
Corp. and one of his own people to discuss
how this campaign should be run. Arrange-
ments were made for such a meeting; and I
was given the full treatment by the Alemite
man on how this campaign was, in reality,
“public service,” and of tremendous interest to
women listeners.

1 was told that newspapers and radio stations
the country over had “gone along” with this
pitch and that it was very rare indeed that
they encountered commercially-minded char-
acters, such as myself, who would not go wild
over the prospect of promoting something
which enabled the Alemite dealer, his service
garage, his new car department, select insur-
ance representatives, motor club people, and
anyone else that they chose to ring in on the
act, to do a strong selling job on a completely
captive audience. The Alemite man told me
that women would be standing in line to take
this course and that all they wanted was that
the course receive a little “news™ publicity.

I carefully outlined the requirements for any
such news publicity (namely, that the news
actually be news, or that the radio station at
least be involved in some way in the promo-
tion) and suggested that we tie in the promo-
tion with a series of commercial broadcasts
from the school. He told me that he knew of
the plans we had discussed with the Chevrolet
dealer and went on to say that he had recom-
mended that the dealer not buy any radio ad-
vertising. Needless to say, the dealer did not
buy any radio advertising.

I am sorry that I am not fully informed of
the extent that the Alemite Corp. supports the
broadcasting industry, but I, like any other
local broadcaster, feel considerably put out at
having the representative of a national corpo-
ration come into my own home market and
tell my satisfied and happy clients not to buy
radio advertising, particularly when the client
had already decided to buy.

The Alemite man stated that their record of
securing free news publicity was 100% up to
the time that he talked to me. Please be ad-
vised that I have spoiled their record. I hope
that this percentage will go down sharply in
the near future,

Dave Taylor, Commercial Mgr.
WFRL Freeport, Il
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THE B-H COMPANY

WAS AMONG THE EARLY
(BROADCAST) SETTLERS OF THE WEST

The Blackburn-Hamilton Company early in its history foresaw the growth
potential of radio and television along the Pacific Coast and throughout the
neighboring western states, and established one of its first offices in San

Francisco.

WILLIAM T. STUBBLEFIELD

William T. Stubblefield is in charge, with offices at 111 Sutter Street. Widely
known throughout the industry, Mr. Stubhlefield built radio stations KBKI, KCLW
and KRUN in his native Texas prior 6 engaging in transcription sales work and
heading the statien relations department of the National Association of Radio and

Television Broadcasters.

His intimate knowledge of western markets—and the facilities and broadcasters
serving them—assures prompt, reliable counsel and service to both buyers and

sellers, and to those who seek financing or appraisal of broadcast properties.

& NATIONWIDE, PERSONALIZED SERVICE

BLACKBURN~ HAMILTON GOMPANY

® NEGOTIATIONS ~ ® FINANCING  ® APPRAISALS
O® RADIO @ TELEVISION @ NEWSPAPER

WASHINGTON, D. C, ATLANTA CHICAGO SAN FRANCISCO
JAMES W. BLACKBURN 0 CLIFFORD B. MARSHALL 0 RAY V. HAMILTON 0 WILLIAM T. STUBBLEFIELD
JACK V, HARVEY HEALEY BLOG. TRIBUNE TOWER W. R. TWINING
WASHINGTON BLDG. JACKSON 5-1574.7 DELAWARE 7-2735.6 111 SUTTER ST.
STERLING 3-4341-2 EXBROOK 2-5671-2
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41.6% RETAIL SALES
GAIN IN

METROPOLITAN MACON
DURING PAST FIVE YEARS

A greater increase than scored by all but
three of the nation's top 25 markets! There’s
a reason: Retail hub of the multi-county
Middle Georgia market, Macon is prosper=
ing in the expanding wealth of new indus-
try, bigger payrolls, big-yield agriculture.
Macon retailers rang up almost $160 mil-
lion in sales last year.

TWO STATIONS—AND TWO ALONE
GIVE YOU OVER-ALL COVERAGE

WMAZ and WMAZ-
'/ TV continue to domi-
=/ A nate Middle Georgia’s
éﬁ?broadcast audiences.
I Your audience surveys
document this . . . time
and time again. And
there’s a reason for
this, toc . . .

GOOD BROADCASTING
MAKES THE DIFFERENCE

Add it up: Imaginative local programming.
Top network offerings. Middle Georgia’s
finest facilities. Skillful promotion. Results
command the attention of all Middle Georgia.

© THESE STATIONS
FWOVE MERCHANDISE:

_f_,—_:r-\_.‘__
""f ,--'..r,'
B -t

Il-n:I

wmnz

{16,000 Walts—940 Kc—CBS *.
u 'MEMBER: d’Eonﬁm BlG i_

WMAZ-TV

Channel i:—m-uﬁ-nsc
oy
Represented
Nationally by:

AVERY-KNODEL, INC.
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our respects

to MARTIN FRANCIS HOGAN

THE SRO SIGN has long been out for adver-
tisers on the 20th floor of the American Furni-
ture Mart, housing the Chicago Federation of
Labor’s owned-and-operated WCFL, a 50 kw
commercial cutlet celebrating its 30th anniver-
sary this month.

For this gratifying situation, Martin Francis
Hogan can claim considerable credit since he
assumed the general manager’s reins in Decem-
ber 1952 after several years as a performer
and on-the-air salesman. He is wont, however,
to attribute the station’s success (in a heavy tv
market) to a “hard-hitting sales department”
(headed by Thomas E. Haviland).

To Marty Hogan, running a radio station is
a relatively simple procedure, devoid of the
need of any special knowledge. “If you can run
a candy store, you can run a radio station,” he
says with characteristic candor. While appre-
ciating Mr. Hogan’s own particular talents, his
colleagues aren’t quite sure, despite his observa-
tion that “nobody has ever written a book on
how to manage a radio station.” But in a good
many ways, literally, *the Voice of Labor”
(WCFL) is the voice of Marty Hogan.

Actually, as his many Chicago friends will
attest, Mr. Hogan seems to have translated a
number of personal attributes into a successful
broadcasting career over a relatively short span
of years. These include a proclivity for politics,
an avocation for sports, a faculty for charming
his friends and disconcerting his detractors,
special talents as a performing broadcaster and
air salesman and a willingness to work around
the clock at a 24-hour station.

Born (Oct. 16, 1910) and reared on Chicago's
south side, Martin Francis Hogan was the son
of a political-minded father. Young Marty
attended Campion and Loyola Academy but
was more interested in sports than academics.
He went into politics at 21 as a sort of protege
of the late Mayor Edward Kelly. He was in
charge of business licensing in City Hall and
later was assistant to the county clerk. He was
active in politics until 1948.

Mr. Hogan’s entrance in radio came that year
at the suggestion of Arthur Harre, then general
manager at WJID Chicago (and until recently
a consultant to WAIT that city). Mr. Harre
liked Mr. Hogan’s way with a word.

As a result, Mr. Hogan took up freelance an-
nouncing with a vengeance. By July 1951 he
had as many as 150 radio and tv shows a week
running on six Chicago stations, covering 19 out
of 24 hours daily and averaging 70 hours per
week, Mr. Hogan counted as many as 31 tv
and 214 radio programs during this time,

running the gamut from sports to disc jockey

stints. (Among the stations: WBKB (TV),
WGN-AM-TV, WMAQ, WIND, WAAF, WGN,
WIJID and WCFL.) In the winter of 1950 he
signed a contract with Vitamin Corp. of
America (Rybutel), described then as the
biggest of its kind ever negotiated in Chicago.

Mr. Hogan came to the attention of William
Lee, president of the Chicago Federation of
Labor, when the latter was casting about for a
manager at WCFL in December 1952.

Under Mr. Hogan’s managerial hand, WCFL
has emerged as perhaps one of the 10 most
profitable independent radio operations in the
country. It has been wooed by networks for
affiliation and at one time was a parttime ABC
affiliate. Mr. Hogan’s formula is simple: a
music-news-sports format, with emphasis on
baseball, football and basketball coverage and
as little disc jockey chatter as possible. (WCFL
airs all Chicago White Sox games, the Chicago
Cardinals pro football contests and Notre Dame
football and basketball games.) The station
sold a $500,000 sports package to General Cigar
Co., Coca-Cola, General Finance Co. and Okla-
homa Oil Co. early this year. Even today Mr.
Hogan is apt to pop up on a White Sox broad-
cast and do a few innings of play-by-play. He
also conducts record shows on WCFL daily and
holds a card in AFTRA.

Mr. Hogan believes a station must develop
“character” and a disc jockey must radiate per-
sonality, but he has not hesitated to take a firm
stand on some disc fare. In one controversial
decision he barred rock-and-roll music on
WCFL. He also is emphasizing news, combin-
ing the services of land and air facilities (includ-
ing helicopter and station wagons), and expand-
ing that facet of the station’s round-the-clock
operation as part of its 30th year observance
(June 26).

“Television has helped radio,” particularly in
Chicago, Mr. Hogan claims, because of the local
competitive tv situation (he cites “high costs”
and “scarcity” of choice time availabilities
among the four stations). He also reasons that

“you can’t watch television in your automobxle,
a form of listening stressed by WCFL in its
promotion.

Mr. Hogan, a close friend of Chlcago s Mayor
Richard Daley, maintains an avid interest in
politics. He [ives on Chicago’s near north side
with his wife, the former Rebecca Cummings,
and their two children, Marty Jr., 16, and Becky
Ann, 14 (his son is an accomplished trap-
shooter). Mr. Hogan’s hobbies are baseball,
hunting, fishing and broadcasting 24 hours
around the clock.
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ack and white!
e Du , tilm and slide
colar pickup is versatile, dependable and tops in performance.

WITI-TV emptoys Du Mont Vitascan cameras for live color pickup
and the Du Mont Multi-Scanner for color film and slides.

Studio No. 1
Size: 92’ x 34
Cameras: 2 Mobile Color Cameras
Studio No. 2
Size: 22'x 34 :
Cameras: 1 Mobile Color Camera
X i) 1. Stationary Color Camera
. Film & Slides
L ~ Two 16mm Color Film Sources
~ Two 2 x 2 Color Slide Sources

o WITITV is proof that color pickup facilities

_ don't have to cost a fortune — and

. that Du Mant color equipment,

' _ s the most practical

-~ from every stand-
et e i

elevision Transmitter Department
ALLEN B. DU MONT LABORATORIES, INC.
Clifton, New Jersey




ﬂf WI"-TV MILWAUKEE, WIS.

World's first independent color TV station

LIVE COLOR PICKUP

: Y
A live color program in progress in Studio No. 2 with Du Mont Vitascan color cameras permit ccmplete ';H vy 19
the Du Mont Vitascan camera. A fixed camera source flexibility in Studio No. 1. Vitascan pickup scoops

“(projected through the wall from the Multi-Scanner in are suspended from ceiling on completely mobile.»ﬂ
adjoining control raom) provides a secend camera shot. racks to achieve any required lighting effects. Turn--

table stage permits fast set changes.

The Multi-Scanner “installation in control room of ® Complete control and switching facilities allow WITI-

T' WITITV provides complete color and monochrome TV personnel to monitor, control and create specml

pickup facilities for film and slides. |n addition, effects on pictures plcked up from all studio Vitascan

. the Multi-Scanner light source is used as a fixed color cameras, fixed scanner, the Multi-Scanner, and
‘\:’am,era for ‘the adjoining Studio No. 2. remote-control the film and slides.

oniI |

Any station — large or small, ¢can now ufford complete color pickup
facilities with the Du Mont Color-Pac., Complete, ready-to-operate

live, film and slide facilities are all included in the Color-Pac, and
yet it costs only $59,415 complete!




...relaxin’ at home
=\

or rollin’ on the road. ..

FLINT TUNES TO

134 NEWSCAST

A WEEK on WKMF

every hour

on the hour

. and with that many newscasts WKMF just can’ help-bui boast the
biggest IN-HOME and OUT-OF-HOME gudience in Flint! When anyone
in Flint thinks of news he naturally tunes to the station that gives him the
news regularly, every hour on the hour. Cash in on this ready-made audi-

ence of habitual listeners with your sales story and see what we mean!

By Buying 2 or More of
‘these Powerful Stations
WKMH WKMF WKHM WSAM

Jochson Broadcosting
& Telovision Corp.

BUY ALL 4 STATIONS..... SAVE 15%
BUY ANY 3 STATIONS.....SAVE 10%
BUY ANY 2 STATIONS..... SAVE 5%

FLINT,
MICHIGAN

] Fred A, Knorr, Pres,
Eldon Garner, Mg. Director
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DAVID HALE HALPERN

on all accounts

THE question “what ever happened to radio?”
is anathema to David Hale Halpern, a 47-year-
old key executive at the Joseph Katz Co., New
York and Baltimore. “What happened to ra-
dio,” Mr. Halpern explains, “is that for awhile
it was momentarily stunned by the advent of
television, but while it’s developing an inferior-
ity complex due to the star system imported
from the West Coast, it’s making a comeback.”

Dave Halpern has been in broadcasing for
over 25 years, which, at his age, makes him
one of the younger radio pioneers.

A lawyer by schooling (St. Lawrence U.,
1930), Mr. Halpern chucked a would-be
legal career for one in the *public arts,” to
quote critic Gilbert Seldes, He joined Remick
Music Corp. as a lyricist shortly after gradua-
tion, the next year moving to radio as a free-
lance writer at WTIC Hartford, Conn. He
wrote NBC Radio’s “Tastyeast Jesters,” and
went on from there to hold program director-
ships at WMAS Springfield, Mass., and WATR
and WBRY Waterbury, Conn. In 1938 he left
WBRY to become GOP state radio director
during the heated Connecticut gubernatorial
campaign of Raymond Baldwin vs. Wilbur
Cross. The following year he joined Henry
Souvaine Inc. as vice president and general
manager. (Two of his Souvaine projects are
still on the air—the Texaco Star Theatre, now
on tv, and ABC Radio’s Saturday afternoon
Metropolitan Opera broadcasts).

He left Souvaine in 1945 to become vice
president in charge of radio-tv at the now-
defunct agency of Owen & Chappell.

Mr. Halpern caused quite a stir in 1947
when he advised Baltimore’s National Brew-
ing Co. (Bohemian beer) to “buy a hunk of
the future” by backing 14 hours weekly of
live tv on WMAR-TV, no mean trick con-
sidering the mid-1947 total set count in Mary-
land was 1,000. Mr. Halpern didn't know
it at the time, but indirectly, Bohemian
affected his future as well. Impressed by the
Boh tv campaign, Milton Biow lured Mr. Hal-
pern to his agency in 1952, Not long after the
Schlitz-Ruppert imbroglio at the Biow shop
earlier this year, Dave Halpern resigned to join
Katz as a vice president.

Mr. Halpern, past president of the American
Television Society and co-founder of what is
now Radic & Television Executives’ Society
(the result of a merger between ATS and the
Radio Executives' Club), resides on Manhat-
tan's Park Ave, with his wife, the former
Adele Weil; 12-year-old Linda and a good deal
of “spectacularly-financed antique furniture.”

BROADCASTING ® TELECASTING



It's bold new “trail-blazer” stripes flashing  It’s tons of tuna heading for the can- It'smillionsoflastingimpressions—made

across a strapless Lastex swimsuit from neries of Metropolitan Los Angeles—the on big-earning, big-spending Seuthern
the new Cole of California collection. nation’s seafood canning capital. Californians by advertisers who use

KBGA 4...som BY@SPOT SALES...ﬂE_}.[BLEADERSHIP STATION IN LOS ANGELES
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More Lwtene/w 71um Everl

How’s radio doing in North Carolina, the nation’s 10th

HOMES USING RADIO* most populous state? Here's the answer given by a g2-
county Area Pulse taken for the fourth consecutive year.
6AM-12N 12N-6PM  6PM-12M

1955 22.6%, 24.4%, 24.19, Radio listenership is up 109, over 1955.
1956 252% 27.0% 26.6% WPTF’s share of the audience keeps on growing. It's
* Source: Area PULSE Covering 32 Counties more than double—almost three times—the audience of the
nearest competitor, a regional network . . . and six to seven
times that of any other station.
FOUR-YEAR TREND® Let us or The Colonel tell you more about this better-
WPTF Share of Audience than-ever buy.
Year  6AM-12N 12N-6PM 6PM-12M  Average
1953 319, 309, 339, 81.839
1954 82 32 85 $3.007,
1955 35 86 87 $6.0097,
1956 35 35 40+ 36.679,

50,000 Watts 680.KC

NBC Affiliate for Raleigh-Durbam
and Eastern North Carolina

* Source: Area PULSE Covering 32 Counties

R.-H. MASON, General Manager GUS YOUNGSTEADT, Sales Manager
Peters, Griffin, Woodward, Inc., National Representatives

MARKET DATA*

Population 2,827,400 Drug $ 59,507,000

Farm Population 1,093,500 General Merchandise  $309,893,000

8% Spendable Income  §3,051,282,000 Apparel $125,131,000
t Gross Farm Income $927,982,000 Home Furnishing $158,570,000
Total Retail £2,240,275,000 Automotive $545,637,000
Food $508,268,000 Filling Station $197,063.,000

* 1956 SRDS Estimates of Consumer Markets
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HOUSE MOUNTS A NEW PROBE
AS SENATE'S DRAWS TO CLOSE

® Celler antitrust subcommittee schedules another go-round of hearings

® While network affiliates testify solid backing to present policies

® McGannon of Westinghouse Says NBC Forced Stations Swap

AFFILIATES of the three television networks
took three days last week to tell the Senate
Commerce Committee that they see nothing
wrong with their networks’ time option and
must buy practices, and, in fact, think these
features are necessary for the continuance of
networks and the future of television.

They scarcely had filed out the door when
the House Antitrust Subcommittee—on the
other side of Capitol Hill-—announced that it
will call in the FCC this Wednesday for the
beginning of a month of hearings which during
their course will feature as witnesses many of
the same spokesmen who have appeared in the
prolonged hearings of the Senate group thus far
this year.

The CBS, ABC and NBC affiliates, who ap-
peared Monday, Tuesday and Wednesday, re-
spectively, stood solidly behind their networks
and the practices questioned by Richard A.
Moore of KTTV (TV) Los Angeles last March
[BeT, April 2]. Their solidarity so impressed
Sen. John O. Pastore (D-R.1.), presiding at most
of the sessions, that he remarked on it several
times and wondered aloud if there was any affili-
ate who had anything against the networks, and
if 50, to come forth and say so.

In other developments, Westinghouse Broad-
casting Co. President Donald H. McGannon
told the committee WBC would not have gone
through with its radio-tv swap with NBC had
it not feared loss of NBC affiliation in Phila-
deplhia (see story, page 73}, and Ely Landau,
National Telefilm Assoc., told senators NTA
this fall will begin a fourth tv network, to be
operated entirely on film “at the outset” (see
story, page 48}.

The Senate group ended last week’s sessions
and adjourned, subject to call of the chairman,
with no definite dates set for hearing additional
witnesses. Chairman Warren G. Magnuson
(D-Wash.) said some witnesses are still to be
heard, including film producers and syndica-
tors, and that the committee also will hold
hearings on several bills affecting political
broadcasting. By late Thursday, however, it
had set no definite dates for these sessions.

The House antitrust group, under the chair-
manship of Rep, Emanuel Celler (D-N.Y.), an-
nounced that it not only will look into network
affiliation practices in its hunt for monopoly,
but will throw in probes of alleged influence on
FCC decisions by networks and others, the
NBC-Westinghouse Broadcasting Co. stations
swap (see story, page 73) and the Justice
Dept.’s consent agreement with American Tele-
phone & Telegraph Co.

Hearings by the antitrust group are planned

BROADCASTING ® TELECASTING

to run Wednesday through Friday, resume dur-
ing the week of July 9 and continue into Au-
gust, Samuel R. Pierce Jr., associate counsel,
told BeT last week.

In preparation for the month-long hearings,
the subcommittee staff asked CBS and NBC to
make available to its staff all the networks’
files, from Jan. 1, 1948, to date, regarding their
affiliation practices and policies and their rela-
tions with affiliates, including correspondence
with the FCC on these matters. The subcom-
mittee letter, dated June 14, asked that the files
be available in New York by last Thursday.
The subcommittee staff already has inspected
records subpoenaed from the two networks by
a House Small Business subcommittee [BeT,
March 26, 19].

Included on the proposed list of witnesses for
the House hearings, according to Mr. Pierce,

are ABC President Robert E. Kintner; CBS
President Frank Stanton; NBC President Rob-
ert W. Sarnoff; Board Chairman Allen B. Du-
Mont of DuMont Labs; Richard A. Moore of
KTTV (TV) Los Angeles and Harvard U, Law
School Prof. Donald Turner, both of whom
have charged that network time options and
must buys violate antitrust laws; representa-
tives of independent film producers such as
Screen Gems Inc. and Ziv Tv Programs; the
head of the Justice Dept.’s antitrust division,
and uhf station operators or their representa-
tives. The House group also may call in repre-
sentatives of such multiple tv station owners as
Storer Broadcasting Co. and Westinghouse
Broadcasting Co., Mr, Pierce said.

The House subcommittee letter to CBS and
NBC said the group is investigating antitrust
and monopoly problems in television, including,
“among other things, whether there is any un-
due concentration of control in television broad-
casting; whether certain competitive practices
by the networks are compatible with the anti-
trust laws and the public interests; whether
there is any undue pre-emption of television
network broadcast time by certain concerns;
and whether the FCC has exercised its regula-
tory authority consistent with the purposes
which the antitrust laws are designed to ac-
complish.”

The letter asked for all types of communica-

RICHARD A. MOORE, KTTV (TV) Los
Angeles president (above left), last week
brought his crusade to change television net-
work practices te the Washington attorneys
who serve broadcasters, There he was met
in debate by Richard S. Salant, CBS vice
ptesident (above right).

Both spoke to the Federal Communica-
tions Bar Assn. at the regular monthly lunch-
eon meeting in Washington last Thursday.

Mr. Moore repeated the arguments he had
submitted to the Senate Commerce Com-
mittee and the FCC’s Network Study Staff
that networks be forbidden to require “must
buys” from advertisers and that the option
time provisions of the Chain Broadcasting
Rules be revised so that no station may yield
more than 75% of its time, in various seg-
ments of the day, to the networks. This

MOORE-NETWORK DISPUTE GOES BEFORE FCBA

would leave 25% of desirable time for non-
network programming, he said. The Chain
Broadcasting Rules need to be changed, he
said, because they were established 15 years
ago when commercial tv was not in existence,
He called option time block booking. He
also repeated that he was not in favor of the
public utility regulation of networks.

Mr. Salant’s rebuttal was based mainly on
quotations from network affiliates who had
testified during the past two weeks before
the Senate Commerce Committee, All dis-
claimed Mr. Moore's premises and ques-
tioned his facts. In referring to Mr. Moore’s
option time revision, Mr. Salant claimed that
this would preclude the public from viewing
network offerings for 25% of the time. Sta-
tions, he said, would have to buy their ma-
terial from film syndicators.
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tions between CBS and NBC vice presidents in
Washington and the home offices in New York,
and asked that files be made available on these
subjects:

Option time; “must buy” arrangements; net-
work affiliation contracts and affiliation prac-
tices and criteria; restriction on programs
broadcast by affiliates; restrictions on programs
sold to affiliates’ competitors; territorial ex-
clusivity; network program restrictions of non-
affiliates; the FCC network study; FCC multiple
ownership rules; programs on affiliates not pro-
duced by the network; the uhf-vhf issue; com-
petitive practices with other networks; competi-
tive practices with film program sources; owner-
ship by the network of *“additional” vhf or uhf
stations; relations “of any nature” with FCC
members, officials or employes, including com-
munications “regarding any issue or matter
within the purview of the FCC.”

The network affiliates testifying last week
were subjected to a minimum of questioning
by senators and Kenneth A. Cox, special radio-

NETWORK PROBE

tv counsel for the committee. Besides Sen.
Pastore, other senators participating in the hear-
ings at one time or another were Chairman
Magnuson and Sens. John W. Bricker (R-Ohio)

" and Thomas A. Wofford (D-S. C.).

At one point Sen. Pastore, emphasizing that
his questions on network regulation were hypo-
thetical, remarked that he was not in favor of
network regulation by the FCC and would vote
against Sen. Bricker’s bill (S 825) to regulation
networks, “if it came up before the Senate to-
morrow.”

Mr. Cox and Sen. Pastore asked many of the
witnesses what they thought would happen if
network option time were reduced as much as
a half-hour, for instance. Most of the affiliates
replied they felt networking is a risky business
financially and any tampering at all might
upset the network machinery. Government su-
pervision, they added, might lead to censoring
and destruction of the creative function of net-
works.

All felt that option time was necessary for

what they described as the working “partner-
ship” between network and affiliate, and many
said they wished the affiliation contract could
be made longer—to five, six or ten years, with
a similar FCC licensing period for stations.
Several of the smaller market stations felt
they could not have existed without CBS’ Ex-
tended Market Plan (EMP) or NBC's Program
Expansion Plan (PEP). None of the stations
who spoke on the subject felt they had been
“pressured” by any network to carry network

. shows in option time when they felt they should

carry other programs in these periods.

Several affiliates submitted statements after
the hearings for incorporation in the record.
Among those submitting such statements were
NBC affiliates David Baltimore, WBRE-TV
Wilkes-Barre, Pa.; Robert W. Ferguson, WIRF-
TV Wheeling, W. Va.; Douglas Manship, WBRZ
(TV) Baton Rouge, La.; Walter Damm,
WTMI-TV Milwaukee; William J. Moyer,
KARD-TV Wichita, Kan.

THE CBS AFFILIATES

John S. Hayes, president, Washington Post's
Broadcast Division (WTOP-TV Washington,
WMBR-TV Jacksonville, Fla.), chairman of
the special committee for testimony by rep-
resentative CBS-TV affiliates.

Leading off Monday's testimony, Mr. Hayes
described the affiliate-network relationship as
a “working partnership” in the “true sense of
the term.”

Mr. Hayes said testimony against tv network
option time and must buys by Richard A.
Moore, KTTV (TV) Los Angeles [BeT, April
2], presents three basic questions:

1. Is the present system of tv networking
operating to the advantage or disadvantage of
the viewing public? Citing tv’s growth in 10
years to 35 million sets and 450 stations, Mr.
Hayes said this growth has resulted because
the three networks and their affiliates have per-
formed so well that the public has “completely
accepted the television medium.”

2. What is the true affiliate-network rela-
tionship and what would be the likely effect of
the changes proposed? The affiliate, Mr. Hayes
said, gets first refusal rights to the network’s
programs, without which there could be no
network-station affiliation. The network and

each individual affiliate agree on the station’s
network rates. The station agrees to give the
network three hours option time daily. This
makes possible the existence of a nationwide
network, a balanced program structure, sale of
enough programs to pay for the day-in and
day-out schedule of programming and mainte-
nance of a nationwide AT&T interconnection
service, Mr. Hayes said.

3. Does the present tv networking system
decrease the independence of an affiliate so
that it fails to operate in the public interest?
To charges that networks control and dominate
an affiliate through option time and that this
keeps the affiliate from performing a satisfac-
tory local service and dries up the sources of
non-network programming, Mr. Hayes said:

An affiliate by its own determination can
accept or reject a network program. As far as
local service, Mr. Hayes said, the local public
would be first to object if an affiliate failed to
broadcast the high quality network programs
of national interest. Also, a network affiliate
can concentrate its creative effort to local pro-
gramming where a non-network station must
spread its efforts over the entire day. On non-
network program sources, Mr. Hayes said
WTOP-TV, which he called “typical” of affili-
ates, broadcasts more first run syndicated film
programs than the average of all non-affiliates
in Los Angeles and New York.

CBS-TV aoffiliates defending their network’s affiliation practices in hearings last week
were (| to r): Rex G. Howell, KREX-TV Grand Junction, Colo.; John C. Cohan, KSBW-TV
Salinas, Calif.; Ernest Jennes of Covington & Burling, Washington attorneys representing
the special affiliates committee; H. Moody McElveen Jr., WNOK-TV Columbia, S. C.;
Donald W. Thornburgh, WCAU-TV Philadelphia; W. D. Rogers, KDUB-TY Lubbock, Tex.;
John §. Hayes, WTOP-TV Washington, WMBR-TV Jacksonville, Fla., and chairman of the
special committee, and August C. Meyer, WCIA-TV Champaign-Urbana, Ill.
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Rex G. Howell, president, KREX-TV Grand
Junction, Colo.:

Mr. Howell, testifying as one of two CBS-TV
affiliates from small communities, gave option
time credit for CBS-TV's Extended Market
Plan for stations in smaller markets. EMP and
similar plans, he said, have been the greatest
single factor in enabling small tv stations to
stay in business. EMP, Mr. Howell said, com-
bines circulation of a group of smaller stations
and CBS-TV sells the group to advertisers at
discounts which come out of CBS-TV’s share
of the revenues.

Through EMP, Mr. Howell continued,
KREX-TV’s programs have improved in qual-
ity, increasing audience and making the station
attractive both to network and non-network
advertisers. The station’s circulation and rates
have doubled since it joined EMP and daily
program service has increased from three to
seven hours, he concluded.

W. D. Rogers Jr., president, KDUB-TV
Lubbock, Tex., and KPAR-TV Sweetwater,
KDUB-TV satellite:

Representing a station from a medium mar-
ket, Mr. Rogers also stressed the “partnership”
aspect of network-affiliate relationships. KDUB-
TV and KPAR-TV are completely responsible
and entirely free of coercion and domination
by anyone, Mr. Rogers said. Because of CBS-
TV affiliation, the stations can give their com-
munities “a quantity and quality of television
service they couldn’t obtain in any other
manner,”

Mr. Rogers, who claims KDUB-TV was the
first U. 8. station in a medium-sized market,
said network programs are most popular with
his audience; that without CBS-TV, KDUB-TV
would have to reduce its news coverage and
would not have the network sustaining pro-
grams. Network revenues and programs have
helped build KDUB-TV’s circulation, he added.

Citing KDUB-TV’s local service—publicized
in an article in the Saturday Evening Post last
year—Mr. Rogers said anyone who charges
that network affiliation causes a station to ab-
dicate its responsibilities “just doesn’t know me
and people like me in other stations.”

John C. Cohan, president, KSBW-TV Sa-
linas, Calif.:

Mr. Cohan, representing the second of two
small-market stations, said that although his
station’s profits are small, “we do not gripe at
the networks because business is not handed to

Continued on page 67
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B&W TOBACCO WANTS MORE TV OUTLETS
TO ACCEPT FULL 10-SECOND VISUAL ID'S

But SRA lashes out against practice which would eliminate visual
presentation of station call letters. Ted Bates & Co. circulates letter
to stations in behalf of B&W, outlining reasons for request.

BROWN & WILLIAMSON TOBACCO Co.,
Louisville, second largest tv spot advertiser,
with an approximate $7 million television
budget for Kools and Viceroy cigarettes, is
seeking to extend its controversial “full 10-
second visual ID” principle to another 150
stations.

By the terms of that principle the advertlser
visually uses “all ten seconds of all the screen,”
and up to eight seconds of the audio. The sta-
tion’s identification is made aurally in the re-
maining two seconds.

Station Representatives Assn., which fook
the matter up in committee and board meetings
last Thursday and Friday, came out against the
plan and called upon “the entire industry” to
resist it. SRA Director Larry Webb said B&W
in effect was asking stations to “give up one of
their most valuable franchises” in station pro-
motion.

Earlier, SRA had announced that all but
two tv stations—KWK-TV St. Louis and
WBEN-TV Buffalo—were accepting commer-
cials made on SRA ID standards: the 10-second
three-quarter screen, and the 10-second full-
screen with eight seconds of commercial and
two seconds of ID. The two stations mentioned
do not sell shared IDs. SRA noted that “this
is probably the only 100% standardization ever
achieved in this business, and rarely in any
other.,”

In 1954, Brown & Williamson was able to
clear its 10-second concept with 150 stations.
In a letter to stations last week, the company,
through Ted Bates & Co., and its media super-
visor, Bill Kennedy, sought to extend the policy
to 150 new outlets.

Observing that the *“10-second full screen
idea pays off for everybody,” the letter im-
portuned station management to “renew this

. . and give serious consideration to the ac-
ceptance of 10-second full treatment ID’s on
your station,”

“The 10-second full-screen versions of our
ID spots,” the letter pointed out, “on the 150
stations proved to be more effective, and the
money saved by eliminating the cost of insert-
ing call letters in every spot used on every
station has been reallocated to the purchase of
additional time.” The overall Brown & Wil-
liamson investment in spot tv is at an all-time
high and the 10-second full screen ID’s have
contributed very appreciably to the fact that
so much more of our budget is going into this
medium.” The letter continued:

“We are aware that the original standard %

screen ID formula now has a ‘full screen” alter-
nate by which an advertiser can use eight sec-
onds of full screen video. However, this full
screen time is not only too short for our needs,
but it necessitates cutting the sound track back
to only six seconds. The 150 stations which
have accepted our [Q-second full screen for-
mula are carrying spots which give us maximum
selling opportunity . . . the use of all 10-seconds
of all of the screen and up to eight seconds in
which to tell our story in the audio. These sta-

tions identify themselves in the closing seconds .

of audio, which is all the FCC requires.

“In 1956, we find that the number of stations
carrying our schedules is now well in excess
of 300, and our full screen formula which
worked for us in 70% of our schedules when
we were using 215 stations is now working for
us in only 50% of our schedules because of the
addition of 100 new stations.”

The letter went on to explain that the full
screen idea “sells more cigarettes, and therefore
makes more advertising dollars available, it
saves . . . 1D preparation costs which we ¢an
reallocate to the purchase of additional time”,

At the weekend the agency reportedly had
received about 29 letters, with 20 of these
agreeing to give the advertiser the full 10-
second treatment.

SRA’s position opposing the B&W plan was
outlined by Managing Director Webb follow-
ing a meeting of the SRA sales commitiee
Thursday afternoon. He said:

“SRA through its members is urging every
tv station in the country—as a matter of fact,
the entire industry—to resist the attempt by one
advertising agency to gwe one of its clients the
full 10-second of video, in what is known in the
trade as a full screen ID, or the full 10-seconds
of what is further known as the three-quarter
screen 1D.

“SRA is pointing out to the stations that
when they give up this 2-seconds they are gw-
ing up one of their most valuable franchises in
promoting their own station in any given mar-
ket. Stations which may be presently giving
an advertiser the full 10-scconds of an ID,
without presenting their call letters and chan-
nel number, are grossly under-evaluating the
importance and effectiveness of their own me-
dium. Asking a station to give up such visual
identification as his call letters and channel
number is like asking a newspaper to give up
its mast head, so that an acvertiser could buy
the very valuable space on the top front page,
or to carry it a step farther, is like asking a

WHAT FCC RULES

FCC Rules & Regulations offer the op-
tion of either aural or visual station
identification at times other than at
sign-on and sign-off. Text of the perti-
nent section:

3.652. Station identification. (a) A
licensee of a television broadcast station
shall make station identification an-
nouncements (call letters and location)
at the beginning and ending of each time
of operation and during the operation
on the hour. The announcement at the
beginning and ending of each time of

SAY ABOUT ID’s

operation shall be by both aural and
visual means. Other announcements may
be by either aural or visual means.

(b) Identification announcements dur-
ing operation need not be made when to
make such announcement would inter-
rupt a single consecutive speech, play,
religious service, symphony concert, or
any type of production. In such cases,
the identification announcement shall be
made at the first interruption of the en-
tertainment continuity and at the con-
clusion hereof.

ADVERTISERS & AGENCIES
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cigarette sponsor on tv fo give up showing the
pack of cigarettes he is so intent on selling.

“The large television stations have already
registered their unwillingness to sacrifice this
valuable identification. Many stations have
capitalized on this identification in many ways
in’ promoting their own station and upcoming
programs.

“If stations give in to this request for one
advertiser, they are morally obligated to im-
mediately notify every other advertiser using
IDs that they are also entitled to the same
consideration, therefore leaving no time at all
for visual presentation of their own call letters
and channel number.,

“The irony of this whole situation is that the
4As and their member agencies, along with
SRA, spent many man hours in the not too
distant past setting up standards for station
ID’, presently known in the trade as SRA
standards. Such standards have been accepted
by every television station in the country (that
accepts shared ID’s) and have been working
very successfully,. Now one of the member
firms in the 4As is trying to tear down such
standards by asking stations to- give up this
valuable time.

“If that two remaining seconds of visual pres-
entation is of such importance to an adver-
tiser, stations should immediately recognize of
how much greater importance it is to their own
identification.”

$2-2.5 Million Slated
For Spud Introduction

PHILIP MORRIS Inc., New York, will spend
about $2-2.5 million on an introductory cam-
paign, using newspapers and tv spots and start-
ing July 23, on behalf of its new mentholated,
filter-tipped and flip-box cigarette, Spud.

Philip Morris also announced it has ap-
pointed Ogilvy, Benson & Mather, New York,
as its agency for Spud cigarettes. OB&M will
handle all the advertising, including the cam-
paign which begins July 23, -

The new cigarette, which has been packaged
similarly to Marlboro, will be introduced July
2 on the West Coast, Hawaii and in Alaska.
The cigarette then will make its debut in each
market elsewhere in the U. 8. with a pre-tested
advertising campaign. Colors used are turquois,
red and bleach white.

Four Join N. W. Ayer

FOUR new appointments and one transfer
announced last week by N. W, Ayer & Son Inc.,
New York and Philadelphia, included Frank J.
Marinello, Morey, Humm & Warwick, New
York., to Ayer’s New York office as timebuyer;
John D. J. McNulty, NBC-TV operations, to
radio-tv cost accounting; Delmer Molarsky, also
Morey, Humm & Warwick, to Ayer's New York
office as copywriter; William B. Weltman, as-
sistant art director, Irving Spellens Assoc., to
radio-tv art, and R. P. Rowen, transferred from
Philadelphia’s copy research staff to media
selection.

Brewery Buys ‘Clooney’

STERLING BREWERS Inc., Evansville, Ind.,
has entered tv advertising on an extensive basis
for the first time with the purchase of MCA-
TV's Rosemary Clooney Show in six midwest-
ern markets, the film company announced last
week. Placed through Smith, Benton & Mec-
Clure, Chicago, the contract calls for 52 weeks
of sponsorship in Terre Haute, Indianapolis,
Evansville, Nashville, Chattanooga and Louis-
ville. Foremost Dairies currently is sponsoring
the series in more than 50 markets.
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FUND FOR REPUBLIC CHARGES
BLACKLISTING IS WIDESPREAD

® Radio-tv now “labyrinthine world of political screening”
® Fund’s blacklisting study was financed by Ford Foundation
@ Agencies, sponsors, networks maintain “security officers”

THE Fund for the Republic last week charged
agencies and networks with operating a highly
refined system of security clearance to keep
“controversial” performers off radio and tele-
vision.

In a report on a 20-month-long study of
blacklisting in broadcasting, the fund alleged
that agencies, advertisers, networks and pro-
gram packagers had created “a secret and
ladyrinthine world of political screening.”

The two-volume report is by John Cogley,
who was engaged for many years in Catholic
journalism before taking on the blacklisting
study for the Fund for the Republic in Sep-
tember 1954, One volume deals with black-
listing in radio-television; the other with black-
listing in motion pictures.

Chairman Paul G. Hoffman of the fund,
which was established by the Ford Foundation
to operate in the field of civil liberties in the
U. S., says in a foreword: “Mr. Cogley has tried
to give a detailed picture of the situation as it
exists. He has brought in no indictments, and
has offered no recommendations. The board
of the Fund for the Republic offers none, be-
lieving that progress in resolving the conflicts
of interest, viewpoint, and principle involved
must and will come in the first instance from
the industries affected.”

Chairman Hoffman also notes that while Mr.
Cogley “accepts responsibility for this report
as its director and author, the board of the
Fund for the Republic wishes to state its full
confidence in the calm deliberation which he
has given to its preparation. We believe he has
done a thorough job in a very difficult field.”

Mr. Cogley, who had the aid of a staff of

10 reporters and researchers in making his
study, starts the radio-tv report with a rundown
on the activities of Counterattack and “Red
Channels,” anti-communist organs which among
other things listed radio-tv people who allegedly
were or had been linked with various “com-
munist causes.”

The study recalls, in some detail, well-known
instances of blacklisting, starting about the time
of the so-called “Jean Muir incident” in 1950.
In that case, the report notes, General Foods
was threatened with boycott of its products by
one group if it used Miss Muir on The Aldrich
Family—and with boycott by another group if
it didn’t use her. The report continues:

“The resolution—for General Foods and
ultimately for the entire industry of networks,
advertising agencies, sponsors and packagers—
was to placate the right-wing group and silence
the liberals. The strategic key was secrecy. . ..

“The inevitable result of such a solution was
the institutionalizing of blacklisting. Some ad-
vertising agencies, like BBDO, appointed execu-
tives to serve as ‘security officers.’ At the CBS
a vice president was appointed to implement
the network’s policy. At the NBC and a num-
ber of advertising agencies, legal departments
were entrusted with this duty. One of the larger
packagers under fire set up a ‘white list.” A
new profession was developed. Independent
‘consultants,” like the publishers of Counter-
attack and Vincent Hartnett (the keeper of
‘File 13, a kind of expanded ‘Red Channels’),
made a business out of servicing sponsors and
agencies who did not have a fulltime executive
on the job.”

The report, after tracing additional specific

cases, asserts that “by 1952, blacklisting was
generally accepted in the industry. . . . The
industry’s solution to the problem was firmly
institutionalized: don’t hire controversial per-
formers and you won’t have to fire them.”

The report points up the more complicated
nature of blacklisting in radio-tv as compared
to the movies:

“In Hollywood, most hiring is concentrated
in five or six big studios. But in radio-tv, ad-
vertising agencies, networks, program packages
and sponsors all have a voice in deciding who
is to be used. The result is a multiplicity of lists
and procedures, different policies on different
networks, the creation of a secret and laby-
rinthine world of political screening. Thus it
has often happened that a television person-
ality might be acceptable to agency and net-
work, but not to this or that sponsor. Such a
one, in the jargon that has grown up in the
industry, is ‘greylisted’. The ‘greylisted’ of
course are blacklisted, but not completely for
every program onh every network. Few persons
are thoroughly blacklisted in this sense.”

The report notes that “at times” radio-tv
“security” standards seem to be relaxed some-
what, so that people who have been “unem-
ployable” find work without going through
“clearance.”

“In the winter of 1955,” the report recalls,
“there were persistent rumors that things were
letting up.” But not for long: pressures devel-
oped again. “And as long as such pressure
continues, there will probably be no letup in
blacklisting,” Mr. Cogley concludes.

Each volume of the report—the volume on
;adio—tv and the one on movies—is priced at

1.25.

Agencies and networks mentioned in the re-
port were furnished copies in advance of publi-
cation and given a chance to submit comments
for inclusion in the published work, but none
accepted the offer, a Fund for the Republic
spokesman told B®T Friday. He said copies
were submitted to the networks and BBDO,
McCann-Erickson, Young & Rubicam and J.
Walter Thompson Co. and that they had about
10 days in which to submit comments if they
wished. None did so, the spokesman reported.

'SECURITY ON MADISON AVENUFE'

Here are excerpts from a chapter entitled *Security on Madison
Avenue” in the Fund for the Republic’s report on blacklisting:

THE agency which looms largest in the minds and conversation of
radio-tv people in respect to blacklisting is BBDO, particularly in
the person of one of its public-relations officials—Jack Wren, the
top “security officer” on Madison Avenue.

The reason for Wren’s prominence is not easily apparent. To be
sure, BBDO controls a number of choice jobs, but so do several
other leading agencies. Moreover, Young & Rubicam, through the
highly publicized Jean Muir and Phil Loeb cases, has been more
widely identified with blacklisting. Yet to the performer who wants
to be cleared for work, Wren’s name buzzes through the industry
grapevine. He and BBDO are mentioned more frequently than any
other individual or agency.

Compared to the popular image of the advertising-public relations
man, Wren is an anomaly. For one thing, he shares none of the
affectations commonly associated with the trade. His office is a
small, plainly furnished room tucked off in a corner. He has one
phone and more often than not answers it himself; yet he is prom-
inently listed on the ground floor directory of BBDO executives.

Wren’s private reputation extends far in the field, farther perhaps
than even BBDO’s. Lawyers who have had occasion to attempt
“clearance” of clients consider Wren a power to conjure with,
When the Hollywood-Broadway. actor Leif Erickson sought “clear-
ance” not long ago, at least one of the accounts he wrote of past
political mistakes crossed Wren’s desk. Wren helped comedian Henry
Morgan out of a jam in 1952. Morgan was having trouble getting
work because of his Red Channels listing and gave a speech before
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a television artists union meeting which helped exonerate him. Wren
wrote the speech. He also arranged for the [New York] World-
Telegram and Sun’s Fred Woltman to write a feature story on the
speech commending Morgan for his courage.

BBDO has taken the blacklisting problem for what it is, ie., a
problem in public relations, and has treated it accordingly. For
unlike most other agencies, BBDO, through Wren, taps the lines
of communications and takes part in “clearance” procedures. Wren,
in short, will see “listed” performers and hear them out. Few other
agencies will,

Wren’s efficiency, understandably, is not meant to promote
justice, except as it makes good public relations.

Hence, it may be supposed, Wren’s “clearances”—so far as the
word has any meaning—are few. For Wren does not control com-
munications, he merely has himself a better listening post. The
“wrongly accused” in his context are the same as they are in the big
agency’s, i.e., the person who is “defensible.” Standards vary from
personality to personality, from client to client. They depend on
the times, the intensity of feeling over the communist issue, etc.

The statutes for the little courthouse on Madison Avenue are the
words and deeds of several state and federal legislatures, the attorney
general’s department, and 