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"WICHITA
is BIG BUSINESS

Scaring ever higher is Wichita’s daily re-
tail sales rate...now topping $1,000,000!
KTVH dominates this hub of the rich
Central Kansas area...a diversified area
with income derived from oil, cattle,
agriculture, and aircraft industry.

To sell in this thriving Kansas market,
buy KTV H with unduplicated
CBS-TV coverage.

K'1'VH

CBS-TV FOR CENTRAL KANSAS

Main office and studios in Hutchinson, Office and studig,
in Wichita (Hotel Lassen). Howard O. Peterson, General
Manager. Represented nationally by H-R Television, Inc.

CHANNEL 12 VHF — 240,000 WATTS



WIVR EXCELS

lN COVERAG Operating on CHANNEL 6 WTVR is the only station in the Richmond area author-
ized to operate in the PREFERRED LOW-END OF THE VHF BAND. No other station

in this area can equal WTVR's WIDE AREA COVERAGE.

WIVR EXCELS

|N FACI LITIES CHANNEL 6 with 100,000 WATTS is operated from one of the highest self-support-
ing antennas in America, 1049 FEET ABOVE SEA LEVEL. There is no higher elevation
in the Richmond area, and only WTVR can assure coverage from its antenna located in the heart of the City of Richmond.

WTVR is the only station in this area which has studio facilities in Richmond. [n short “The South’s First TV Station” is RICH-
MOND'S ONLY TV STATION WITH COMPLETE RICHMOND FACILITIES.

WIVR EXCELS

|N PROG RAM WTVR LEADS IN THE LATEST PULSE SURVEY ACROSS THE BOARD. No station

in this area equals it. In one day WTVYR produces more local programs, starting
at 7 a.m. each day, than all other stations in this area combined. And remember, WTVR programs require no antenna to be
received.

WIVR EXCELS

THROUGHOUT THE DAY--IN EVERY WAY

Represented Nationally by Blair Tv, Inc — Affiliated With ABC-TV Network.




Look at these commanding audience ratings!

337 FIRSTS

‘ in 462 quarter hours
surveyed
FULL POWER—-FULL COVERAGE
9 of top 10
- multi-weekly shows--
local news ratings up
to 35.4

FULL POWER—FULL COVERAGE

9 of top 10

once-a-week shows

SOURCE: LATEST A-R:B FOR
DES MOINES METROPOLITAN ARFA

Katz Has The Facts On That—

Very Highly Audience Rated,
Sales Results Premeditated,
(BS Affiliated

Station in Des Moines!

Published every Monday, with Yearbook Numbers (53rd and 54th issues) published iIn January and July by BROADCASTING PUBLICATIONS, INC., 1735
DeSales St, N.w., Washyr'xgton 6, D, C. Entered as second class matter Marcg 14, 1933, at Post Office at Washin,ygton. D. C, under act of March 3, 1878.
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KRLD-TV HAS THE GREATEST DALLAS
VIEWING AUDIENCE BY, FAR, OF ALL

DALLAS-FT. WORTH TV STATIONS
MONDAY THROUGH FRIDAY : .
7 AM - 12 MID.
STATION AYERAGE AUDIENCE
KRLD-TV 41 %
STATION B . 29%
STATION C . 22%
STATION D . 8%
KRLD-TV 48 %
STATION B . 31%
STATION C . 12%
STATION D . 9%
These averages have been determined by the use of
the Telepulse Report, Dallas Metropolitan Area, ]
April, 1956. ‘
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NO OTHER TV STATION IN TEXAS

GIVES YOU AS MUCH COVERAGE AS......

Channel /) | Tllna

MAXIMUM.

o+ « sPOWER

Owners and operators of KRLD — 50,000 Watts, The Dallas Times
Herald Station, Herald Square, Dallas 2, Texas.
JOHN W. RUNYON, Choirman of the Boord — CLYDE W. REMBERT, President

REPRESENTED BY THE BRANHAM COMPANY
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INSIDE, SENATE SIDE e Here's inside
on Senate Commerce Committee’s ap-
proach to tv problem: Committee is revis-
ing its planned interim report on allocations
in light of FCC allocations report last week
and hopes for full committee approval of
new draft. It would comment on FCC re-
port, praising FCC for finally acting and
expressing hope Commission is serious
about carrying through its proposals. Com-
ments would indicate approval of =zome
FCC proposals, doubt about others. Sen-
ate report would replace planned interim
reports by both majority and minority seg-
ments of the committee.

BeT

ORIGINAL majority report (before FCC
action) had recommended selective dein-
termixture on broad enough scale to sup-
port uhf and removal of 10% federal
excise tax on all-channel sets or at least
all-channrel eolor sets. Report asked “non-
disruptive” deintermixture: (1) keep vhf
out of all-uhf markets; (2) hold back vhfs
where wnat pranted or not on air in uhf
markess: (3) delete single on-air vhfs in uhf
marketx unless vhf provides only service for
“subsiantial” number of homes, except for
keeping halance between sole service to cer-
taln remote areas and multiple service to
wmare people in center of market area; (4)
subsiiiuie vhf if possible for uhfs in two-
vhij markets; (5) try to provide vhfs for
areai overshadowed by big-city vhfs and
where geographic and physical conditions
argue for utilizing advantages of vhf.

BeT

MEW BRICKER APPROACH e Minority
report urged FCC to declare ‘policy to (1)
move all tv to uhf in major part of country
after finding uhf is technically mature
gnough to support tv system; (2) find gaps
in uhf technology and sponsor crash pro-
gram to fill them; (3) hold continuing pro-
ceedings with comments during move; (4)
authorize 5,000 kw for uhfs; (5) grant
temporary “stop-gap” deintermixture to
strengthen competition; (6) continue grant-
ing uhfs and vhf consistent with (5). Re-
port called for 5-8-year transition period
and simultaneous uhf-vhf transmission to
amortize equipment and sets and use of
vhf-only for certain geographical condi-
tions. Plan would turn remaining vhf band
over to non-broadcast services. Both ma-
jority and minority reports favored giving
existing outlets priority at new grants.

BeT

WCAO Baltimore, acquired by Plough Inc.
for $590,710 [BeT, March 26], has noti-
fied CBS Radio it will cancel affiliation and
go independent effective with contract ex-
piration Dec. 6. CBS Radio is negotiating
with other Baltimore outlets, it's under-
stood, with likelihood that new affiliation
will be announced within next few weeks.

BROADCASTING ® TELECASTING

closed circuit,

WHERE’S PAT? ¢ With special presenta-
tion reported to be one of most am-
bitious that network ever prepared, Sly-
vester L. Weaver Jr.,, NBC chairman of
board, last week had series of quiet meet-
ings with top executives of automotive
cownpanies in Detroit. Essence of his pres-
enfation is that makers of autos and parts
cannot hope to put needed push behind
sales without extensive use of tv advertis-
ing. He's said to have renewed two ac-
counts (A.C. Sparkplugs and United
Motors) and to be hot on trail of new
business.

BeT
1t AUTO MAKERS don't start jumping
on tv bandwagon, they'll have only them-
selves to blame. They're getting lot of
original research these days from tv mis-
sionaries trying to rid them of their ages-
old newspaper bias, and they're due to get
more. In addition to special auto studies
revealed last week by TvB and ABC-TV
(see stories page 35), NBC-TV is getting
ready to break one conducted by Advertest
Research and pointing up, like others,
dealer preference for tv as means of getting
prospects into show rooms.

BT
NO BACKDOWN e While there’s com-
plete silence around NARTB headquarters
about proposal of disgruntled group of tv
code subscribers to form independent code
unit, one thing is certain—association isn’t
scaring easily. Instead of letting up in an-
nounced crackdown against persistent code
violators, it’s known that code staff is under
orders to toughen up its monitoring and
station-contact work. Most tv code activity
is handled quietly, on person-to-person
basis. Some code officials contend pub-
licizing of any station revolt from ethical
structure is just what tv needs to convince
critics that document is really doing effec-
tive job of raising calibre of telecasting.

BeT
HERSHEY Chocolate Corp., which since
its founding early in century has never ad-
vertised, may change its policy. Both J.
Walter Thompson Co. and BBDO report-
edly are preparing presentations for Penn-
sylvania company to cover all media.

Be1

LOOKING IN CHICAGO ¢ Anomalous
situation whereby WGN-AM cancels its
affiliation with Mutual effective Aug. 31
[BeT, May 7] although it is minority stock-
holder, has sent Mutual President John B.
Poor searching for new affiliate or acquisi-
tion of station. It’s understood that over-
tures were made to WIID Chicago, owned
by Plough Inc., for acquisition but was
told that station was not for sale. Latest
records show WGN Inc. to be 2.16%
stockholder in MBS, but it’s understood it
disposes of that interest to General Tele-
radio, MBS parent which holds 95.3%,
upon disaffiliation.

FINAL two days of hearings by Senate
Commerce Committee in probe of tv net-
works and uhf-vhf won't be held until
sometime after July 9. Staff was shooting
for that date at Chairman Magnuson’s sug-
gestion but ran into conflicting schedules.
FCC testimony on its allocations report
expected to occupy final day of sessions.

BeT
SLEEPER ¢ Tucked away in FCC's new
tv allocation report and order (see full
text on perforated pages 91 to 97) is highly
significant provision (No. 32) that could
mean additional stations for number of
markets without departing from engineer-
ing standards. It is provision to measure
spacings (mileage separations) from trans-
mitter-to-transmitter, instead of main post
office-to-post office. Latter is unrealistic
since post office locations aren’t necessarily
in center of cities, T-to-t separations, on
other hand, do what FCC originally in-
tended anyway.

BeT
PRESSURE of committee legislative ac-
tivity has caused Edward Jarrett, chief
clerk of Senate Commerce Committee, to
reverse his decision to become chief aide
to J. Leonard Reinsch in handling of Chi-
cago Democratic convention [BeT, June
18). Mr. Jarrett originally had agreed to ac-
cept appointment, with acquiescence of
Chairman Magnuson (D-Wash.), but in-
dications that Congress will remain in ses-
sion until end of July, forced reversal.

BeT
STILL IN BALL GAME ¢ Commodore
E. M. Webster, whose term on FCC ended
last Saturday, after nine years as commis-
sioner and 47 years in government service,
will retire from government but not from
communications. While he will take short
vacation, it is expected he will be avail-
able for private consultancy at policy level,
headquartering in Washington. He is ex-
pert in marine, safety-of-life and communi-
cations engineering, and during his 30
years in Coast Guard served several ten-
ures as chief communications officer.

BeT
NATIONAL Women’s Christian Temper-
ance Union apparently believes there's
more than one way to skin cat. Failing
to get legislation passed this year to ban
liquor advertising on radio-tv and other
media, they've asked to testify before Sen-
ate Commerce Committee in support of
Bricker bill for network regulation.

BeT
GOTHAM BRANCH ¢ Potent sniping at
broadcasters, radio and tv alike, by organ-
izations and all sorts of individual inter-
ests may bring about long-planned move
to open NARTB office in New York. This
would be designed to strengthen relations
with other media, business associations
and advertising pursuits as well as to serv-
ice large number of inquiries that origi-
nate in New York.
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That's okay, TIME Magazine . . .

. you transposed the call letters of Omaha’s
most-listened-to radio station 6 different times
in the June 4th* issue . . .

. but Hooper, Pulse and Trendex
have it straight:

The call letters of the radio station with
the biggest audience all day . . . are K-O-W-H.

Hooper says so to the tune of 44.2%, of the
audience.

Pulse agrees to the tune of 204 out of 240 first
place quarter hours for K-O-W-H.

Trendex chimes in with firsts for K-O-W-H
in every time period.

For some good TIME in the right spots, call
KOWH General Manager Virgil Sharpe, or the
H-R man.

*. .. in a fulsome article featuring the Storz
broadcasting formula—for building and keeping
audiences.
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at deadline

NAME BANDS ON WEEKDAY MORNINGS
NEW TACK FOR NBC RADIO PROGRAMMING

PLAN for two-hour daily program‘1 of lLive
music featuring “name” orchestras was wun-
veiled by NBC Radio Friday as its namminalion
for successor to morning portion of Wwerkday
service, which has been center of coritroversy
since it started last November and which, NBC
revealed, will go off air July 27.

Details of new programming, slaled for 10
a.m. to 12 noon spot Mondays through Fridays
and tentatively titled NB{ Randstand, were
laid before NBC affiliates zxecutives committee
in all-day meeting Friday and will be presented
to all NBC Radio affiliatea by closed circuit at
noon today (Mon.). Metwork officials said they
definitely plan to starl Sandstand July 30,

It will be sold in advertisers on same basis
as Weekday—in one-minute, 30-second, and
six-second participation=—and compensation to
stations also will be on Weekday basis.

There was some discussion of station com-
pensation during meeting, participants said, but
prospecis of rasing it were linked primarily
to whether or mot new programming revitalizes
advertiser inferest. There was no question of
raising compensation merely because of CBS
Radio's similar action few weeks ago [BeT,
June 11, et seq.), authorities reported.

Among name bands being considered for
Handviand, NBC said, are those of Dorsey
Brothers, Benny Goodman, Guy Lombardo,

Freddie Martin, Sammy Kaye, Les Brown,
Xavier Cugat, Harry James, Ray Anthony and
Louis Armstrong. Bandstand idea attributed
largely to William R. (Billy) Goodheart, show
business veteran who joined NBC in May.

Lester W. Lindow of WFDF Flint, Mich.,
chairman of affiliates executive committee, re-
ported after meeting that his committee had
presented to NBC officials “a wide variety of
views and opinicns about radic broadcasting
which had been received from the individual
stations throughout the country. These were
received with great interest by the network
officials and were discussed and reviewed . . .”

Network delegation was headed by President
Robert W. Sarnoff, who stressed commercial
success of weekend Monitor (after which Week-
day was patterned), and Board Chairman Syl-
vester L. (Pat) Weaver Jr. Other participants
included Charles R. Denny, vice president for
owned stations and spot sales; Al Capstaff, ex-
ecutive producer of Monitor, and Kenneth W.
Bilby, vice president for public relations.

Executive commitieemen are Mr. Lindow;
George Harvey, WFLA Tampa, Fla.; William
Rines, WCSH Portland, Me.; Ben Larson,
KDYL 8alt Lake City; George Wagner, KFI
Los Angeles; David Baltimore, WBRE Wilkes-
Barre, Pa.; Leonard Reinsch, WSB Atlanta, and
Harold Hough, WBAP Fort Worth.

May Ty Network Gross
Up 21.4% Over 1955's

MAY TV NETWORK gross time sales totaled
£40,610,429, gain of 21.4% over May 1955
billings, Publishers Information Burean re-
ported Friday. For five-month period, Januvary-
May, 1956 gross for tv networks was $196,-
27,677, up 18.6% from gross for same period
of last year. PIB’s network-by-network com-
parison of 1956 and 1955 tv network gross time
sales follows:

%
1956 1955 Change
ABC $ 6,639,132 § 3606427 184
CBS 18,260,894 15,978,680  +14.3
DuM_* 273.640 —
HBC 15,710,403 13,591,687  +15.6
Total § 40,610,429 § 33,450,434 214
JAN.MAY %
954 955 Change
ADC $ 32,341,238 $ 18,226,300  -+77.
CES 563, 77967657 136
DuM.* 2,685,835 —
MHBC 75,342,803 86,572,049 4132

Total $196,267,677 $165,45 T ,542 8.6
“ DuMont dropped its network operation in Sept. 1955,

KXXL Sold for $125,000

KXX1. Monterey, Calif.,, sold by Stephen A.

Cisler to Pacific Ventures Inc. (among owners: ’

Morton Downey, singer; H. G. Wells, manager,
KOLO Reno), Reno, Nev., corporation. Price
was $125,000. Transaction is subject to FCC
approval. Blackburn-Hamilton Co. handled
sale. KXXL operates on 630 kc with 1 kw and
is daytime independent. Mr. Cisler recently
sold KEAR San Francisco to David Segal, prin-
cipal in Mid-America Broadcasting Co., for
$500,000. Station had been off air temporarily
because of tax lien but resumed operations
[BeT, June 25].

BROADCASTING ® TELECASTING

Crowell-Collier Announces

Closing ‘American Magazine’

CROWELL-COLLIER Pub Co. announced Fri-
day it will (1) cease publication of American
Magazine with August issue, and (2) raise ad-
vertising rates of Collier’s and Woman's Home
Companion, into which American’s editorial
content will be integrated starting with Sep-
tember issues, Collier's and Companion rates
go up 12%, and another 10% will be added to
Collier's based on rise in guaranteed circulation
from 3,7 million to 4 million per issue.

C-C, which retains American title “for use
in another context in the future,” explained de-
cision by saying American’s basic editorial
functions are now “overlapped” by two others.
Publisher Paul C. Smith said C-C’s “reorienta-
tion-refocusing drive is taking us deeply into
the television, radio and phonograph record
business” but that C-C’'s “first order of the
day” will be to continue publishing national
magazines. C-C has bought, subject to FCC
approval, KFWB Hollywood, Calif., KULA-
AM-TV Honolulu, and Consolidated Television
& Radio Broadcasters Inc. (Harry M. Bitner
interests) in Indianapolis, Grand Rapids, Min-
neapolis and Flint, for total of six radio and
four tv stations [BeT, April 30, et seq.]

Seeks Majority Control

FCC Friday was asked to approve transfer of
control of KMVI-AM-TV Wailuku, T. H,, to
J. Walter Cameron, present 41,7% stockholder.
Mr. Cameron, local businessman, purchases,
subject to FCC approval, 41% of stations held
by Maui Pineapple Co., for $30,950. KMVI-TV
is on ch. 12 and is satellite of KONA (TV)}
Honolulu. KMV is 550 ke, 1 kw.

o BUSINESS BRIEFLY

RADIO IN 165 ® Pharmaco Inc. (Feen-a-Mint
and Chooz), Kenilworth, N. J., planning radio
spot announcement campaign using daytime
minuotes in about 165 markets, starting Sept.
17. Contract runs from 26 to 34 weeks de-
pending on market. Doherty, Clifford, Steers
& Shenfield, N. Y., is agency.

TIME FOR HALO e Colgate-Palmolive Co.
(Halo shampoo), N. Y., asking for radio and
television availabilities starting July 31 to run
through end of year. Approximately five to 15
announcements weekly will be used *in each
market. Nearly 100 radio and 70 television
stations will be used for campaign. Carl S.
Brown, N. Y., is agency.

NEXT TO MICKEY e Hassenfield Brothers
{novelties manufacturer), Central Falls, R. I,
buying chain breaks next to Mickey Mouse
Club on number of ABC-TV stations, to start
early in September and run to Christmas. Bo
Bernstein, Providence, is agency.

POLITICAL TV e Alliance Tennarotor (rotat-
ing antenna for television sets), Alliance, Ohio,
considering tv spot announcement campaign to
start in August on stations carrying political
coverage of conventions and election. Fuller &
Smith & Ross, Cleveland, is agency.

CLOTHES BUY ¢ Howard Clothes, N. Y., to
use three-week spot saturation campaign on 13
radio stations in New York, Philadelphia, Chi-
cago and Boston, starting July 15. Agency:
Peck Adv., N, Y.

CANDIDATE LOOKING ¢ Pennsylvania
Democratic Committee, for candidate Joe
Clark’s U. S. senatorial race, looking for five,
ten and fifteen-minute periods in television
throughout Pennsylvania, to start Sept. 17 and
run through Nov, 5. Group is interested basic-
ally in weather and news shows and women’s
participations in early and mid-evening. Radio
and tv spots will also be used. Kastor, Farrell,
Chesley & Clifford, N. Y., is agency.

Committee Won’t Subpoena
N. W. Ayer, ‘Post-Dispatch’

NO SUBPOENAS will be issued against N, W.
Ayer & Son, Philadelphia, or against Sr. Louis
Post-Dispatch, Rep. Clarence Cannon (D-Mo.),
chairman of House Appropriations Committee,
announced Friday following voluntary appear-
ance of Edward R. Dunning, executive vice
president of advertising company. St. Louis
newspaper refused to permit editorial writer to
voluntarily appear. Committee was seeking in-
formation on $100,000 one-shot newspaper
campaign by group of private power companies

-regarding atomic energy development and back-

ground on Post-Dispatch editorial on same
subject. ’

Earlier in week, Rep. Frank T. Bow (R-
Ohio), former WHBC Canton, Ohio, news-
caster and general counsel for Cox committee
which investigated FCC in early 40s, warned
colleagues in House floor speech that commit-
tee's action to issue subpoenas was “dangerous
and unprecedented.” He said he feared commit-
tee's action “invaded the freedom of press” and
was “political excursion.”
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This group of experienced

THEIR Meredith station executives

meet regularly, sharing
Ex P E R I E N c E their ideas, their know-how.
YOUR The result, their better broad-

casting, better telecasting —
SALES RESULTS and your better sales results.

10 ke, |\ mpannal 5 Channsl §
iy , Channel AT

Represente d by KATZ AGENCY INC. JOHN BLAIR & CO BLAIR TV, INC.

MEREDITH Zadie and Telewision STATIONS
affiliated with Bﬂttﬁr “0“"33 ﬂ“d ﬂﬂl‘dl}nS ani Successful Furming magazines

I
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Peoria, Springfield, Raleigh
Tv Grants Issued by FCC

FCC issued three final tv decisions Friday—
granting ch. 8, Peoria, Ill,, to WIRL there; ch.
2 Springfield, 1., to WMAY-TV Inc, and
ch. 5 Raleigh, N. C,, tc WRAL there.

Peoria and Springfield grants forbade con-
struction until outcome of pending deintermix-
ture proceedings in those two cities (see alloca-
ticns story, page 27).

Grant to WIRL Peoria sustained examiner’s
decision, was made on preferences given that
station for local ownership, civic participation
of principals, diversification of business inter-
ests of principals, integration of ownership and
management and diversification of media of
mass communications. WIRL owned by Tim-
othy W. Swain and John H. and Edward J.
Altorfer. Losing” applicant WMDB Peoria
owned by Charles C. Caley, 66%5%, and John
E. Fetzer, 3314 %, who have other radio and tv
interests.

Reversing examiner in grant to WMAY Tv
Ine. in Springfield, FCC found it to be preferred
on grounds of broadcast experience of owners
and integration of ownership and management.
WMAY Tv Inc. owned 50% by WMAY that
city and 28.5% by Lee Ruwitch (WTV]J [TV]
Miami, Fla.}. Losing applicant Sangamon Val-
ley Tv Corp. is 40% owned by WTAX Spring-
field.

Sustaining examiner’s initial decision, grant

FAST FASHIONS

IN WHAT was termed “another example
of the importance of television as a news
medium,” Peter Pan Foundations Inc.
(bras and girdles), New York, announced
it wilt sponsor Paris Fashion Preview on
ABC-TV Aug. 29 {3:30-4 p.m. EDT) on
same day that news of new Paris fall-
winter fashions are carried in newspapers
and magazines. Agency is Ben Sackheim,
New York.

Peter Pan spokesman added that Peter
Pan sponsorship marks first use of net-
work tv on major scale. He estimated
that cost of filming fashions, plus expend-
itures for time and talent, would run to
about $100,000.

to WRAL in Raleigh was predicated on integra-
tion of ownership and management, diversifica-
tion of business interests of principals and
diversification of ownership of media of com-
munications. In latter Commission accepted
examiner’s reasoning which held that WRAL
should be preferred becausc it would give that
station dominant tv station in Raleigh, leaving
competitor WPTF with dominant radio station.
Raleigh News & Observer, dominant printed
media, owns 14% of WNAO-AM-FM-TV
Raleigh (ch. 28). WRAL is owned by A. J.
Fletcher and family.

PEOPLE

ELDON E. SMITH, vice president, Young &
Rubicam, appointed manager of Chicago office.
He has been manager of merchandising depart-
ment and member of agency’s plans board in
New York since 1953.

JOHN BROOKMAN, former vice president and
manager of Ruthrauff & Ryan’s Toronto office
(recently closed), to BBDO, samc city, as senior
account executive.

NORMAN BAER, director of radio and televi-
sion, Hilton & Riggio, N. Y., to Lewin, Wil-
liams & Saylor Inc. in same capacity.

W. SCOTT LEONARD, formerly vice president
and account supervisor at Young & Rubicam,
Chicago, and with agency past eight vears, to
J. Walter Thompson Co., same city, as account
representative effective today (Mon.), ROBERT
D. DOHN, formerly art director at Foote, Cone
& Belding, Chicago, fo Thompson in similar
capacity, and BETTY STUART SMITH, direc-
tor of radio-tv publicity for all agency accounts
in New York, transferred to Thompson in Chi-
cago as copywriter on Kraft Foods account.

MILTON PICKMAN, production assistant to
Jerry Wald at Columbia Pictures, Hollywood,
appointed vice president in charge of program-
ming for Briskin Productions Inc., Hollywood,
which supervises production for Screen Gems
Inc,, tv film production and distribution sub-
sidiary of Columbia Pictures.

ROBERT H. HARTER appointed sales man-
ager of Central Broadcasting Co. (WHO-AM-
TV Des Moines, Iowa).

JAMES T. WELLS JR,, formerly copy super-
visor on RCA-Victor records and other ac-
counts at Grey Adv. Agency, N. Y., to copy
staff of Needham, Louis & Brorby, same city.

AAAA Names Top Officers
For 1956 Committee Duties

APPOINTMENT of chairmen and vice chair-
men of six committees and nine standing com-
mittees to serve for year ending next May 31
announced by American Assn. of Advertising
Agencies’ board include renaming of Frank G.
Silvernail of BBDO, N. Y., as chairman, and
Jane Daly of Earle Ludgin, Chicago, as vice
chairman of broadcast media unit. Also re-
named: John F. Devine of J. Walter Thompson
Co., N. Y., as chairman, and C. Burt Oliver
of Foote, Cone & Belding, Hollywood, as vice
chairman of television and radio administration
committee. Both broadcast media and tv-radio
administration are standing committees.

Named to six committees from among AAAA
directors-at-large were these chairmen and vice
chairmen:

Advertiser relations: chairman, Harry Hard-
ing of Young & Rubicam, N. Y.; vice chair-
man, William A. Marsteller (reappointment)
of Marsteller, Rickard, Gebhardt & Reed, Chi-
cago; agency administration: chairman, Bryan
Houston of Bryan Houston, N. Y.; vice chair-
man, Larry Wherry of Wherry, Baker & Tilden,
Chicago; agency personnel: chairman, Joseph
H. Epstein (reappointment) of Fitzgerald Adv,,
New Orleans; vice chairman, Henry C. Flower
Jr. of J. Walter Thompson Co., N. Y.; govern-
ment, public and educator relations: chairman,
Robert M. Ganger (reappointment) of D'Arcy
Adv., N. Y,; vice chairman, Otto Kleppner of
Klepprner Co., N. Y.; improvement of advertis-
ing content: chairman, Arthur E. Tatham (re-
appointment) of Tatham-Laird, Chicago; vice
chairman, Edwin Cox (reappointment) of Ken-
yon & Eckhardt, N. Y.; media relations: chair-
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man, Emerson Foote of McCann-Erickson,
N. Y.; vice chairman, Peter G. Levathes (re-
appointment) of Young & Rubicam, N. Y.

Designated to other seven standing commit-
tees were following:

Business publications: chairman, C. E. Liv-
ingston of Ketchum, MacLeod & Grove, Pitts-
burgh; vice chairman, Fred Wittner of Fred
Wittner Adv., N. Y.; international advertising:
chairman, Vincent Tutching of McCann-Erick-
son, N. Y.; vice chairman, W. A. Weaver of
Griswold-Eshleman Co., Cleveland; magazines
and farm papers: chairman, William E. Steers
(reappointment) of Doherty, Clifford, Steers &
Shenfield, N. Y.; vice chairman, E. W. Froelich
(reappointment) of MacManus, John & Adams,
Bloomfield Hills, Mich.; mechanical produc-
tion: chairman, Erwin A. Miessler (reappoint-
ment) of Needham, Louis & Brorby, Chicago;
vice chairman, Milton J. Sutter (reappointment)
of Cunningham & Walsh, N. Y.; newspapers:
chairman, Daniel M. Gordon of Ruthrauff &
Ryan, N. Y.; vice chairman, Robert F. Husscy
of Foote, Cone & Belding, Chicago; outdoor
and transportation advertising: chairman, J. J.
Hartigan (reappointment) of Campbell-Ewald
Co., Detroit; vice chairman, W. F. MacDonald
(reappointment) of Kudner Agency, N. Y
research: chairman, D. E. Robinson (reappoint-
ment) of C. J. LaRoche & Co, N. Y.; vice
chairman, Edward Battey (reappointment) of
Compton Adv., N. Y.

Hauser Seeks Eureka Ch. 13

APPLICATION for ch. 13 at Eureka, Calif.
(with studio at Humboldt), filed with FCC Fri-
day by Carroll R. Hauser, owner of KHUM
Eureka and 45%-owner of KVEN Ventura,
Calif.

Poller Would Buy WOPT (TV)
As Subscription Tv Station

APPLICATION to purchase ch. 44 WOPT
(TV) Chicago, provided FCC will allow station
to be operated on parttime subscription-tv basis,
was filed with Commission Friday by Lou
Poller, who early last month asked FCC to
authorize pay-tv operation for his ch. 25
WCAN-TV Milwaukee [BeT, June 18].

Purchase of WOPT from WOPA Inc., en-
tailed no cash and did not involve WOPA-AM-
FM. If FCC approves purchase (this assumes
approval of pay-tv. plan), Poller firm (Tv Ex-
hibitors of America) would issue WOPA Inc.
714 9% of non-voting, Class B stock in WOPT,
according to application.

Proposed Chicago fee-tv operation would be
similar to that envisioned for Milwaukee with
25% paid, 75% normal operation.

Right Once, Sindlinger
Again Predicts Sunday Duel

SUBSTANTIATING prediction of Sindlinger
& Co. that Steve Allen’s first telecast opposite
Ed Sullivan (June 24) would fail to attract half
as many viewers as Sullivan [B®T, June 25],
Sindlinger interviewers early last week found
actual viewing in ratio of 67.8% for Sullivan
to 32.2% for Allen. Pulse rated Sullivan 35.3,
Allen 15.1; Trendex, Sullivan 24.6, Allen 13.3.
Sindlinger Thursday estimated that Allen’s sec-
ond telecast (yesterday), would reduce audience
ratio to threeto-two, 59.4% or 42,025,000
viewers for Sullivan, 40.6% or 28,766,000 for
Allen.
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the week in brief

FCC CHARTS TV FUTURE
Beginning with immediate deintermix-
ture of 13 markets, Commission’s long-
range plan envisages eventual shift of
all tv to uhf, if uhf performance can
be raised to vhf level ... ... ... ... 27
Full text of FCC report ... ...... 91

MEDIA FACE GREATEST CHALLENGE

Advertising media must keep retail sales
going up as automation shifts burden
of continued business expansion from
production to distribution, Advertising
Assn. of West convention hears ...29

TV DRAWS AUTO PROSPECTS
Dealers and customers agree that tele-
vision does best job of any medium in
luring people into automobile ‘show-
rooms, studies by ABC-TV and TvB
reveal ... .. ... .. . . .. ... ... ... 35

PRODUCERS SUE REVLON
Broadway producers charge cosmetic
firm with depriving them of services of
Hal March, $64,000 Question m.c., for
play scheduled for fall production . .42

ARF PLANS TV SET REPORT
$17,000 study, financed by the tv net-
works, NARTB and TvB, will com-
bine Census and Nielsen data to give
county-by-county estimate of tv fami-
lies for February 1956, Advertising Re-
search Foundation announces ... .. 46

NTA FILM NETWORK
National Telefilm Assoc. film net-
work, to start in QOctober, ailready has
50 affiliated stations, NTA President
Ely A. Landau reports .......... 56

TELEPROMPTER NETWORK NEARER

Leading station operators join com-
mittee to help launch nationwide, pri-
vately-owned wire communications net-

HOUSE PROBES NBC-WBC SWAP
Exchange of NBC’s radic-tv properties
in Cleveland for those of Westinghouse
Broadcasting Co. in Philadelphia gets
close scrutiny by House Antitrust Sub-
committee . . ... ............. ... 60"

NO NEW RULES SEEN FOR TV
Kenneth Cox, special counsel to Senate
Commerce Committee, tells ATAS that
no new regulations of television are
being sought now, but warns that Con-
gress will watch closely for signs of
“abuses” ......... ... . ... ... .. 66

RADIO STATION GROUP INDICTED
Federal grand jury indicts the Philadel-
phia Radio & Television Broadcasters
Assn., 10 Philadelphia radio stations
and nine station officers on charges
of illegal fixing of station rates ... 67

COURT STAYS READ EXPULSION
Leader of AFM Hollywood Local 47
revolt against union’s trust fund poli-
cies gets court order staying his ex-
pulsion .. ... . ... ... . ..., ... 72

MBS OUTLETS LIKE NEW PACT

Two-week series of regional meetings
show plan generally accepted, Mutual
officials say, although some stations
expected to leave network .. .. ... 74

AAW PRESENTS AWARDS
Southern Pacific radio jingle and
Chevrolet tv spot win top honors in
annual competition of Advertising
Assn.of West . ............... .. 80

TELESTATUS

BeT's monthly report. of tv stations,
operating and proposed, listed by city
and state, with network, representative,
base rate, colorcasting equipment and

work for broadcasting industry ... .58 estimated sets in coverage area ... 83

departments
Advertisers & Agencies 29  Government . .. .. .. 60  Our Respects ....... 20
At Deadline ........ 7 In Public Interest . . . .. 100 Personnel Relations .. 72
Awards ...... . ... .. 80 In Review .......... 14 Playback .. ....... .. 72
Closed Cirevit . ... . .. 5  International......... 81 Professional Services.” 73
Colorcasting ... ..... 46 lead Story . ... .. .. 27 Program Services .... 58
Editorials .......... 110 Manufacturing ... ... 79 Programs & Promotion 98
Education . ...... . .. 82 Networks .. .. ... ... 74  Stations .. ... . ... 67
Film . ............ .. 56  On All Accounts .. . .. 24  Telestatus .. . . . 83
For the Record ... ... 99  Open Mike ... .. ... . 18 Trade Assns. ..... . . 77
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Here's the business end of a high-powered motoring market you may be
missing . . . currently wheeling along at the rate of $514-million for gas,
oil and automotive products. Western Michigan motorists are YOURS . . .
when you buy WOOD-TV, Grand Rapids’ only television station . . . the
country’s 18th television market. Ask us to tell you more!

o o D I v WOODLanD CENTER
GRAND RAPIDS, MICHIGAN

NBC BASIC: ABC SUPPLEMENTARY ¢ ASSOCIATES: WFBM-AM
REPRESENTED BY KATZ AGENCY

CRANDWOOD BROADCASTING COMPANY o
AND TV.INDIANAPOLIS: WFDF, FLINT. WTCN-AM AND TV. MINNEAPOLIS =«
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The sun—the water—and the world's most beautiful beaches still remain the Miami
Area’s greatest commodity, and the Great American Tourist, its leading customer,
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remarkable new records. One airline experienced an 85% increase between April 15

and June 1 in package-vacation tours alone,while another predicts a 40% increase in all
Present hotels showed an average season occupancy of 93.3%, and some $40 million Miami trips during balance of summer. Railroads and bus lines are scheduling special
will be invested this year in new tourist facilities. Summer vacations are establishing trains and trips to carry greatly increased summer loads, greatest in Miami's history.
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The beautiful Miami skyline is familiar to moat of the nation, but behind this
lovely scene is an important industrial boom. The county now ranks first in

While Florida's farm economy has been somewhat obscured by vacationland

and industrial publicity, agriculture is an area of vast importance. The cattle
Florida in industrial production, and a total of some $316 million in new projects

{cement plants, aircraft industries, etc.) will solidify that position.

Al

industry ranks second in the nation, and the economic value to Dade County
(Miami) of all farming interests is in excess of $75 million per year.
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Deep channel port facilities bring ocean vessels (and voyagers) virtually
to the center of Miami's downtown area, and cruise ships add their
facilities to a greatly expanded transportation system.

‘The University of Miami, poesibly the nation’s most modern,‘is Florida's
largest with an enrollmgnt of 11,077. The recent establishment of the
state’s first medical school at the University has provided added prestige.

114 MOVED IN TODAY

Every day is “moving-in” day in Greater Miami. 42,000
new permanent residents in each of the past five years have
stimulated phenomenal residential construction, and new-
record tourist seasons keep hotel-motel construction at
an equally high peak.

1956 public school enrollment increased 12.2% over
1955 and a $34 million bond issue will provide over 1,000
additional classrooms for next year’s crop of youngsters.

Greater Miami is enjoying an increased earning
power generated by 249,000 non-agricultural jobs, while
all-important retail sales moved up to a new level of over
a billion dollars in ’55 (a gain of 15.2% over 1954 against
a national gain for the same periods of only 9.3%).
“Effective Buying Income’ is measured at over $1% bil-
lion by Sales Management Magazine ($6,047 per family)

in a population area of 744,000 as of January 1,1956.

Federal Reserve ‘“Bank Debits,”” a reliable business
yardstick, soared to a new high of over $6 % billion in ’55,
a healthy 22.8% increase over '54 — and a remarkable
265% over '45.

Serving this booming Florida market are two Storer
Broadcasting Company stations: WGBS, a 50 kw CBS
Network (radio) affiliate, and WGBS-TV. Both stations
are enjoj(ing new peaks in audiences and the widest cover-
age in their respective fields. A strong merchandising
service keeps pace with the rapidly expanding retail store
development. Like all Storer stations, program policies of
both WGBS and WGBS-T'V make them ‘“local stations,”
while maximum power guarantees best reception through-
out the entire Greater Miami area. c

WSPD

STORER

wWJlw

wWJBK WAGA WBRC WWVA wGas

Tolade, Ohio  Clavelond, Ohic  Detroit, Michigan  Atlanta, Gecrgla  Pitmingham, Alabama  Whesling, W, Yirginia  Miaml, Florida
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TOM HARKER —vice-president ond national sales director

g BOB WOOD-—national sales manager
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WBRC-TV KPTV

Portlond, Oregon

waBs-TvV
Mioml, Aerido
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CAPITAL TYPES #31

THE HORSEWOMAN

Noted for her firm seat
and fixed grin;hates ani-
mals and high places but
grew up with the motto
“Never Say Die”onher bed-
room wall. Proud of the
Giddings-Robsjohn family
tradition. Friends call
her“Yoicks,” refer to her
intimates as“stablemates.”
. Fond of down cushions and
Chanel #5. Passionate
about needlepoint, has
drawer full of antimacas-
sars crocheted in secret.

But Washington advertis-
ers are keepingno se-
crets when they advertise
on WTOP Radio. WTOP gives
them(1)the largest aver-
age share of audience(2)
themost quarter-hourwins
(3)Washington’s most popu-
lar personalities and (4)
ten times the power of any
other radio station in the
Washington area.

WTOP RADIO

Operated by The Washington Post Broadcast
Division » Represented by CBS Radio Spot Sales
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IN REVIEW

HAPPY BIRTHDAY

THOSE GREMLINS who played such a big

part in last season's “Alice in Wonderland”

(Hallmark Hall of Fame) were back again last

Monday night, stealing the show from the cast

of “Happy Birthday” with such electronic

effects as oscillating furniture, translucent liquor
bottles, gurgling sound-effects, superimposed
glassware and whatever else NBC-TV’s sleight

o' hands boys could muster in the way of dis-

tractions. It was like taking candy from a baby,

considering that the storyline of Anita Loos'
play is and always has been incredibly complex
and downright silly most of the time.

If the play wasn’t “the thing,” it probably
was the idea of bringing to tv this Decameron
night in a Newark tavern. The decision to do
it must have been somewhat hard for the net-
work and agency, beseiged as they are, by two
opposing audience factions: the one demanding
more sophisticated, mature tv; the other calling
for more “wholesome American family enter-
tainment.”

Though the attractive Betty Field was handi-
capped by too-appealing looks and clothes to
be a prissy old maid, she still managed to im-
press us as a frustrated dumpling having the
time of her life on, under or astride the bar.
Her performance was satisfactorily comple-
mented by the colorcasting and the work of her
supporting cast, notably, Barry Nelson, Enid
Markey, Tina Louise, Bill Harrigan and Luella
Gear.

Production costs: $140,000.

Sponsored by Ford Motor Co. and RCA Victor
through Kenyon & Eckhardt Inc., June 25, on
Producer’s Showcase, on NBC-TV in color
and black-and-white every fourth Monday,
8-9:30 p.m. EDT.

Producer-director: Alex Segal; associate pro-
ducer: Andrew McCullough, associate direc-
tor: Dean Whitmore; author: Anita Loos;
tv adaptor: Robert Wallsten; musical director:
George Bassman; settings: Otis Riggs; techni-
cal director: Jack Coffey; production assistant:
Edith Hamlin.

CBS CARTOON THEATRE

AS LIGHT (and lightweight) summer fare,
CBS-TV's newest venture into cartoonland is
not likely to create any stir around network
quarters or any qualms in the Disneyland camp.
Its June 20 CBS Cartoon Theatre offered
viewers a group of Paul Terry cartoons, includ-
ing Gandy Goose, Heckel and Jeckel, plus those
two delightful hellions, Tom and Jerry, pieced
together with pattern by Dick Van Dyke. He
commented on the authenticity of historical
characters, inserted a plug for The Adventures
of Robin Hood (also a CBS-TYV series) and gave
water safety tips for the small fry. Mr. Van
Dyke has a pleasant and smooth manner about
him which, far from being condescending, ap-
pears a bit too lofty for the juvenile audience.
Slated opposite ABC-TV's full-hour Disney-
land for the summer, Cartoon Theatre is not
apt t0 win many viewers during the 7:30-8 p:m.
slot, any more than Arthur Godfrey is during
the second half of Disneyland. Nor is it likely
to influence advertisers (Cartoon Theatre is
aired on a limited CBS-TV network, sustain-
ing). It’s hard to envision it as a tv staple.
This reviewer, an old Tom & Jerry fan, con-
cedes that cartoons are popular, but isn't there
a glut of them on tv already? And don’t they
belong on local stations instead of in prime
network time?
Production costs (gross): $25,000.
Telecast June 20 by CBS-TV, 7:30-8 p.m.
(EDT), sustaining.
Announcer: Dick Van Dyke; producer: Michael
Grilikhes; director: Howard Magwood; writer:
Bill Dammie.

THE STEVE ALLEN SHOW

“THE SAME old thing” has no place in a
Steve Allen format, as he has proved to nation-
wide audiences for the past few years on the
Tonight show. Now he’s in the big time as
time spots go—=8-9 p.m. Sunday—and as imag-
inative as ever. .
Things got off to a properly informal start
when the show opened on comic Jerry Lewis
instead of Mr. Allen. Then the inevitable ap-
pearance of Bob Hope to plug some movie (the
name of which won't be mentioned here).
Then some clever jibes at the opposing Ed
Sullivan show. Then a bit of business where
Steve played the piano while various scenes
gave the viewer something to look at: a meat

- grinder, Skitch Henderson’s head on a platter,

etc.

Hits of the show: The commercial parodies
featuring “testimonials” by Dane Clark, Vin-
cent Price and Wally Cox. Steve’s routine with
Kim Novak on “teaching while you entertain”
television. The finale “Death of the Blues”
duet with Steve and Sammy Davis Jr.

Misses: The opening Davis Jr. routines. Not
that they were bad, but Mr. Allen relinquished
much too much time to the act. For a while
it looked more like The Sammy Davis Jr.
Show.

Near miss: The rooftop ballet with Bambi
Linn and Rod Alexander. It turned out to be
interesting as novelty but poor as dance.

Verdict: Results may not always be the most
expert, but the show promises to be exciting.

Production costs: Approximately $55,000.

Sponscred on NBC-TV by Brown & William-
son Tobacco through Ted Bates & Co.; Avco
Mjg. through Compton Adv., Andrew Jer-
gens through Robert W. Orr Assoc.; three
out of four Sundays, 8-9 p.m. EDT.

Executive producer: Jules Green; producer:
Bill Harbach; director: Dwight Hemion;
musical director: Skitch Henderson; an-
nouncer: Gene Rayburn; NBC program su-
pervisor: Alan Courtney; writers: Steve Al-
len, Stan Burns and Herb Sargent; unit man-
ager: Jim Reina.

SEEN & HEARD

To meet NBC-TV's new challenge to his su-
premacy in the Sunday evening 8-9 period, Ed
Sullivan on June 24 celebrated his eighth anni-
versary with 45 guests, practically all stars
whose names are top flight audience attractions.
True, most of them appeared only to take bows
and join in a chorus of “Happy Anniversary
to You,” but they were there, as promised.
Moreover, unlike too many anniversary cele-
brations, Mr. Sullivan and his producers did
not neglect to have a show as well as greetings,
with songs by Kate Smith, Teresa Brewer and
Harry Belafonte, comedy by Jack Paar and—
not forgetting his younger fans—a troupe of
performing bears. In other words, it was just
the type of show that has put Sullivan into
his enviable position and we predict Steve
Allen’s going to have a tough time usurping
his throne.

Perhaps it’s the heat that brought forth such
talent last week in television, Whatever the
cause, kudos are demanded for at least two of
the week’s performances: To Lorenzo Semple
Jr., who wrote the script for Alcoa Hour's
“The Archangel Harrigan,” a delightful fantasy
about an Irish rogue who woos a Scottish miss
in rural America. To John Drainie, whose por-
trayal of “Mr. Arcularis” in Monday’s Studio
One Summer Theatre production of the same
name was both spellbinding and supremely
professional.

BROADCASTING ® TELRCASTING




Ready for lunch?

Just a few chapters ago you took off on United’s deluxe DC-7

nonstop. Another 700 miles will speed by between cocktails and
dessert. Before you know it you've arrived at your destination —
relaxed, composed. Ready for anything.
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United offers 4 luxurious nonstops daily each way between New
York and both Los Angeles and San Francisco . . . also deluxe
DC-7 nonstops from Chicago to Los Angeles, San Francisco and
" New York. Enjoy this fine service on your next trip.
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Advertisers are spending more dollars with the NBC Radio Network on weekends
438 %
than with any other network... © more than with the second network.
During its first year, MONITOR increased NBC Radio Network weekend reve-
nues —in the face of a decline in weekend revenue on all other networks — by
o)
o over the preceding year.
278 Yo over the precea
MONITOR has moved steadily from 30% sold-out in the first quarter of 1956 to
o A8 Yo .

more than O sold-out for this August. By next month, NBC Radio
will be delivering over 7,000,0 0 O more listener commercial
impressions, week‘ends, than any other network.

You belong on MONITOR, 'Wheré advertisers have placed so many stamps of

o NBC RADIO NETWORK

a service of @
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OPEN MIKE

How Ayer Charges

EDITOR:

The article on the 15% commission in your
issue of June 18 is very interesting and well
written, but it is not up to date in regard to
Ayer.

It is true that, until 1949, we charged a com-
mission of 16%5% on the net cost to us of time,
space and other commissionable expenses. But
in 1949 we changed to a straight 15% of the
gross cost of time and space, and 15% of other
commissionable expenses.* This brought our
charges exactly into line with those of other
agencies, although in billing for space and time
we use a formula which permits us to receive
our compensation from our clients rather than
from media. This is in accord with our long-
standing policy of making sure that, both
actually and legally, we are working for the
advertiser.

If you would like some background on the
reason for our 1949 change, here it is: Our
16%4% of the net cost of space and time worked
out as slightly less than the 15% of the gross
charged by other agencies. Our 16% % of other
commissionable charges was more than the
charges made by other agencies. These differ-
ences just about cancelled each other out until
television, with its high production costs, be-
came an important factor. At that point, in
order to keep our charges in balance with
charges made by other agencies, we dropped
our policy of charging 16% % on the net and
adopted the 15% system.

Richard P. Powell, Vice President
N. W, Ayer & Son inc.
Philadelphia, Pa.

What's Newsworthy?

EDITOR:

In your June 18 issue you have published
a report from Troy Knowles of the Helene
Curtis Industries. On the subject of “Free
Plugs Supported, Says Cosmetic Company,”’
Mr. Knowles was quoted as saying: “The ques-
tion of free versus paid time assumes that the
only thing newsworthy is on a commercial.”

This remark is almost too absurd to warrant
an answer. Mr. Knowles, suppose you try get-
ting your so called “free plugs™ or newsworthy
notes to the various news services which serve
radio. I feel sure that such accounts as Wrig-
ley chewing gum and Coca-Cola do not evalu-
ate their fine commercial copy, which in some
cases has remained unchanged for years, as
newsworthy. They want te sell merchandise
and are willing to pay forit...

1. M. McDonald, Gen. Mgr.
KURYV Edinburg, Tex.

Vincent Hartnett, Researcher

EDITOR:

In the article, “Faulk Sues AWARE for
‘Blacklisting,’ ” which appears on page 31 of
the June 25 issue of your indispensable maga-~
zine, the following statement is attributed to
me:

“I am hired by agencies, sponsors and net-
works to look into the. qualifications of persons
they plan to use on radio and tv programs.
Following my investigation, I find and report
on any political activity in which the person
under examination may have participated.”

This is not an accurate quotation of what I
said over the phone to your able reporter. I
did not use the word, “investigation.” I am not
an investigator and have not the training or
facilities to conduct investigations. I am 2 re-
searcher. I have comprehensive files on com-
munists and communist-fronters in the enter-
tainment industry. What I said was that I

“check” names proposed to me, to ascertain
whether the individuals involved have or do
not have records of affiliation of one kind or
the other with the Communist Party or with
communist “fronts” and causes.

I did not use the phrase, “political activity.”
I am not concerned with individuals’ political
activity. 1 am concerned about whether thay
did or did not engage in communist or pro-
communist activity.

The statement attributed to me in direct
quotes was inaccurate and might well be dam-
aging to me in my profession. I would appre-
ciate your making a prompt correction.

Vincent W. Hartnett
New York

Jeweled Coach
EDITOR:

~  Mr. Mack [Larry Mack, Slenderella presi-

dent] has read the article, “Radio: Jeweled
Coach for Slenderella,” in your June 4 issue
and he has asked me to write and tell you how
much he liked it.

It is an excellent article, as evidenced by the
many compliments we have received on it, and
your interest and consideration are very much
appreciated.

. Margareth Gibbs, Asst. to the Pres.
Slenderella, International
Stamford, Conn.

Free Speech in Action
EDITOR:

On June 28 Santa Barbara radio station
KIST will celebrate the second anniversary of
its Free Speech program, which is unique in
that [it affords listeners] free opportunity to
[exercise that right]. By merely picking up the
receiver at home, place of business or telephone
booth and dialing Woodland 3931 at a given
time, one is soon connected with a broadcasting
medium whereby he or she is “on the air.”

Any person’s views on public matters or
officials, one’s innermost thoughts or convic-
tions, are permitted (within propriety) and
expressed on this Free Speech program. Par-
ticipants include hundreds of citizens who have
spoken, many more than once .

Through the medium of this valuable pro-
gram citizens have influenced public affairs n
Santa Barbara City and County, as well as Cali-
fornia State, as follows:

(1) A long overdue special election for state
senator in Santa Barbara County and vicinity,
being thoroughly publicized on the program by
citizens in 1955, had much to do with forcing
Gov. Goodwin J. Knight to cobey the state
constitution by calling this election.

(2) Free Speech was a large factor,in Santa
Barbara City whereby a majority of its speak-
ers on the matter of a public golf course fa-

- vored same and a bond issue for this purpose.

was approved by the voters.

(3) Discussions on traffic conditions, street
improvements, education, taxes, city depart-
ments and the general welfare of the people
socially, culturally and at business and work
have created much public interest and practical
results.

Free Speech is also a public forum—a meet-
ing of the minds, so to speak. Controversial
issues dealing with national and international
affairs—with matters legal, moral, practical
and ethical—of everyday living, have been
presented and discussed pro and con.

Harry C. Butcher, owner of KIST and origi-
nator of the Free Speech program, his staff
and moderators, are all to be congratulated on
its moral success and achievements . . .

Irving Polsteln {a listener)
Santa Barbara, Calif.
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While the nation’s harried,

of course.

No. 1 glamour girl*
tried to givé photographers the slip,

United Press Newspictures
Joseph J. Gazdak made this shot.
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*Marilyn Monroe,




CASE HISTORY-WOMEN’'S WEAR

Sally is 18 this year. A beautiful
and healthy 18, thanks largely to
the good nutrition of Southern Cal-
ifornia Radio.

Since 1938 the Sally Shops have
been a family enterprise of the
Zuckermans; Ted and Marvin and
their father, H. Lew. Their object:
bring high fashion to the South-
land at popular prices. Their meth-
od: take the stores to the women
in their residential neighborhoods.

Foreseeing both the growth and the
decentralization of Los Angeles,
Sally harnessed the giant of adver-
tising media, Radio, to carry the
bulk of advertising. Morning news-
casts and a half-dozen weekend
five-minute programs are on KBIG.
Spots are run on two other fine Los
Angeles independents.

Results? Sally Shops have grown
from one small store to beautiful,
modern fashion centers in 15 com-
munities in Los Angeles, Ventura
and San Bernardino Counties,
Sales have increased substantially
every year.

Says John Bainbridge, account ex-
ecutive, The Lansdale Company Ad-
vertising Agency: “Radio has been
our indispensable tool in making
Sally’s the ‘Most Walked about
Clothes in Town’ . . . by making
them the ‘Most Talked About'!”

Huge, sprawling, rich Southern
California is reached best by radio:
KBIG RADIO, for greatest cover-
age at lowest cost-per-thousand.

B

JOHN POOLE BROADCASTING CO.

8640 Sunset Blvd,.Los Angeles 28, Callfornia

Telaphone: HOlywood 3-3206

Nat. Rep. WEED and Compoany

The Calaling Station
10,000 Waltis
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our respects

to ROBERT WILFRED CARPENTER

ALTHOUGH he had no particular affinity for
driving an ice truck, Robert W. Carpenter,
vice president in charge of station relations for
MBS, had reason to believe as a youth that the
feeling wasn’t mutual-—insofar as the ice truck
was concerned.

Twice during his career Mr. Carpenter
guided such a vehicle on New Jersey highways
because of the press of economic circum-
stances. Today, as he busily criss-crosses the
country several times a year attempting to keep
some 500-odd Mutual affiliates happy, Mr.
Carpenter can look backward and comment
wryly: “You can’t beat those regular hours on
the truck!” Mr. Carpenter's arduous schedule
as station “trouble-shooter” for the world’s
largest network might faze an individual with
a less formidable basic training in hard work.

Robert Wilfred Carpenter was born in Eliza-
beth, N. J., on Sept. 30, 1909, one of six boys
in a family that believed all youngsters should
perform household chores. He grew up in
Roselle Park, N. J., and was graduated from
the local high school in 1928,

Though Mr, Carpenter had set his sights on
a college education, he had to defer his plans
for lack of funds. He decided to work for a
while, save some money and enter college at
a later date. It was at this point that Mr, Car-
penter had his experience in hauling ice.

Some months later, he switched to a factory
job at the Western Electric Co. in Kearney,
N. I., and later to one at the Ford Motor Co.
plant in Edgewater, N: J. The arrival of
the depression shattered Mr, Carpenter’s hopes
of attending college, and in the next four years,
he worked at several jobs, including a second
tour on the ice truck.

Early in 1934, a friend tipped off Mr. Car-
penter to a job opportunity that held promise
of broadening his occupational .vista: CBS was
going to have an opening in its accounting de-
partment in three months, Undismayed by his
lack of background in accounting, Mr. Carpen-
ter enrolled for a short course in accounting
in the night division of the Drake Business Col-
lege in Elizabeth. Armed with two months’
worth of knowledge in accounting, he arranged
for an interview for the job at CBS. He waus
hired by Samuel R, Dean, currently treasurer
of CBS, as a clerk on the accounting staff,

At CBS he displayed a penchant for figures
as well as for administration. Three years after
joining the network, he was promoted to comp-
troller of WBT Charlotte, N. C., then a CBS-
owned station. In 1940, he was moved to St.
Louis as comptroller of KNOX, and in 1941,
he was appointed account executive. '

In 1943, Mr. Carpenter responded to the war
effort by joining the American Red Cross as
an assistant field director. He served in various
localities throughout the country and later was

assigned to Morocco and Marseilles.

At the end of the war, Mr. Carpenter re-
turned to the U. S, and accepted an offer from
Mutual in 1945 as southwestern manager of
the station relations department in Oklahoma
City. Three years later, Mr, Carpenter was
advanced to eastern manager of the depart-
ment, with headquarters in New York, and in
1953 was named assistant director of station
relations. He was appointed director in March
1954 and last April was elevated to vice presi-
dent in charge of station relations.

As a veteran station relations official, Mr.
Carpenter has come to know intimately the
managers of the stations affiliated with Mutual.
He estimates he spends about a third of his
working time on the road, conferring with sta-
tion executives on their problems and receiving
suggestions from them on the ways Mutual can
better serve its affiliates.

“We've gone up and down the land, asking
our affiliates what they want from the net-
works,” Mr, Carpenter explained. “Though the
answers have been different, one pattern has
emerged. We've found out that radio stations
want these things from networks: news pro-
grams—not spot news—but commentary and
interpretation; good special events coverage;
good national sports coverage; some “who-
dunits” and drama. If that's what they want,
that’s what they’ll get. Whether they pay us in
dollars or oranges or time makes no difference.”

Mr. Carpenter’s comment about payment re-
ferred to Mutual’s new affiliation contract [BeT,
April 16], under which network option time was
reduced from nine hours a day to an average
of five hours a day. Affiliates were asked to
“pre-clear™ and carry without compensation
some 16 hours of network programming a week
in return for about 15 hours of programming,
furnished free to the local station for local sales.
Mr. Carpenter commented that the old contract
form was “obsolete” and the new plan, which
goes into effect on Nov. 1, is a blue-print that
should work to the advantages of both the net-
work and its affiliates.

In 1933, Mr, Carpenter was active in amateur
theatricals in Roselle Park, and appeared in a
play opposite a young lady named Isabelle
Struthers. Two years later they were married.
The Carpenters, who live in Old Greenwich,
Conn., have three children—Barbara, 20, a
junior at the U. of Connecticut at Storrs, who
recently was elected “Campus Queen” and presi-
dent of the Women’s Student Government Coug-
cil; Robert, 17, and Heather, 15, both students
at Greenwich High School.

Mr. Carpenter is an avid reader, Though he
prefers non-fiction books, he will read “prac-
tically anything I find” in a hotel when he is on
a business trip. He lists his hobbies as: work,
golf, fishing, cabinet-making and bowling.

BROADCASTING ® TELECASTING
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J. Frank Beatty: Ubiquitous. A RADIO-TELEVISION TRADE MAGAZINE may be judged by the type of staffer

' E.OV!";% g%%g"";enti ft:ir ’§°T_i';1£?8t )’t‘;ﬂr t?fk who hits the road. Is he out selling advertising or is he out getting a story?
r,;";m;,',,e ,-T;:'m: do;’;’,-,:g ﬁ;i?li c;f,-;s n Some books need only a scissors and paste-pot to “cover” the country; an edi-

p High Sierra lumber mill, sampling Tillamook torial expense account for travel might include a couple of cross-town taxi
f:heese, gaping at Wilson Dam turbines, eat-
jng scrod in Boston, abalone on Catalina Is-
Jand, Olympia oysters on Puget Sound and

ordfish in Miami. Aside from a fondness
or sea food and no dir sickness, Frank boasts

fares, while the business of space selling uses 95% of their travel budget.‘

ON'T GET US WRONG—there’s noth-

well-traveled Swiss typewriter which may , th ]
rNeH symbolize B®T's editorial approach: Get ing wrong with travel for space-
it first hand and get it all. : selling. It's an essential part of the

business of publishing a magazine. Our
point is one of balance.

Here at B*T our editors and reporters
do plenty of traveling. Take Senior
Editor J. Frank Beatty for example. He
has traveled 36,650 miles in the past
vear, making market studies in the
Carolinas, the Gulf States, the Pacific
Northwest, covering national advertiser
meetings, digging into the impact ot
the Detroit newspaper strike, investi-
gating uhf in Indiana and Pennsylva-
nia, touring the major markets in Texas
(and making an “informal inspection
in Las Vegas which yielded no story
but proved that gambling doesn’t
pay”).

Frank is one of 35 editors, writers, pro-
duction experts and stringers who cover
the world of radio and television for




or Salesmen?

BeT. It’s a staff that puts out a book
of 85,000 informative, informed and
pertinent words a week. Raw material
is 100,000 words a day that reach BT
Wash D C via AP, UP and B*T’s own
communications to bureaus in New
York, Chicago and Hollywood, plus
on-the-spot Congressional and FCC
coverage.

A recent survey* among 4,584 radio-
television executives {42.2% replied)
revealed that 90.4% read Be*T regu-
larly. Not only do they read it—if they
could get only two of the seven publi-
cations in the fcld, 82.1% would
choose BT as one of the two; 7849,
prefer BeT’s weekly frequency; 57.1%
list B*T as the publication in which
an advertisement would have the most
impact on them (runner up scored
18.7%).

BeT’s 77,440 readers every week find
BeT indispensable. That’s why BeT
carried more pages of radio-tv advertis
ing (3,832) in 1955 than all other verti-
cal publications in its field combined.

*For a complete summary, write Executive
and Publication Headquarters, Breadcast-
ingeTelecasting, 1735 DeSales St., NW.,
Washington 6, D. C.




WIBC-Leads in Indiana

During each of the past five years, WIBC has FIRST IN
received among other honors for community serv- COMMUNMITY

ice, the National Safety Council’s Public Interest

Award for Exceptional Service in the Farm Safety SERVICE
Field. WIBC is the only Indianapolis radio sta- .
tion ever to receive this award.

Obviously, even WIBC’s community service pro-

grams build big audiences because in the 31 FIRST IN
county Indianapolis trading area, WIBC pro-

grams rank first during 447 out of 504 rated quar- , AUDIENCE

ter hours each week.*
*Pulse Area Study. Sept.—Oct.. 1955

Chiefly responsible for WIBC's community serv-
ice success and big audiences are WIBC’s well-
known personality salesmen . . . Easy Gwynn,
Jack Morrow, Joan Evans, Gordon Graham and
many others. These same *‘personalities’ are HEARTS OF THEIR
available on a *‘first come, first served” basis to STE RS

help you sell your product or service. n LI NE

FIRST IN THE

To Sell Indianapolis, and Indiang,
the Best Buy...the Only Buy Is... WIBC!

2835 N. Ilinois Streat
WI B c 1070 KC Indianapolis 8, Indiana

; RicHARD M. FAIRBANKS,
The Friendly President and General Manager
Voice of Indiana

JOHN BLAIR & COMPANY » NATIONAL REPRESENTATIVES
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THOMAS A. WRIGHT

on all accounts

AGENCY WORK has proved to be the “happy
combination” of television and advertising at
all media levels that Tom Wright first envi-
sioned when he served as public relations rep-
representative for NBC in tv’s early days.

Today, during the growth period of televi-
sion, Mr. Wright describes his media group
supervisor role at Leo Burnett Co., Chicago,
as one of “synthesizing a media plan upon
marketing strategy.” In that capacity he is re-
sponsible for media recommendations in a Bur-
nett client group that includes the Kellogg Co.,
Maytag, Tea Council and Campbell Soup Co.

A native of Plainfield, N. I. (bormn March
18, 1919), Thomas A. Wright majored in jour-
nalism at the U. of North Carolina and grad-
vated with a B.A. degree in 1941. During the
summers for two years (1939-40) he was a
combination PR-guide representative for NBC
at' the New York World's Fair.

After five years in the Marine Corps as ad-
ministrative staff communications officer (he
attained the rank of major), Mr. Wright set out
to make advertising his career.

Joining BBDO, Mr. Wright worked on every
phase of agency tv operation from 1946 to
1951, preparing and planning budget presenta-
tions for Hit Parade, Betty Crocker and other
programs; developing programs and talent-time
sales recommendations, and supervising con-
tract preparations and negotiations. He also
organized and staffed the tv traffic section and
worked closely with studio producers. (Among
his other credits: planning and placement of
the Chiquita banana minute movie campaign for
United Fruit Co.) At BBDO he was variously
head of tv account service, business manager of
the tv department and head of motion picture
and tv film department.

Mr. Wright left BBDO to join Dundes &
Frank as vice president and radio-tv director
with general agency assignments in 1951 and
the following year became associated with NBC
as account executive in radio and tv sales.

Mr. Wright came to Burnett in September
1955 and now handles all media in his particu-
lar account group. All four clients have been
especially active in network and spot tv and
one of them, the Tea Council, recently an-
nounced a $248,000 spot television campaign
in major cities. Burnett handles the Franco-
American line, frozen soups, tomato juice and
tomato catsup for Campbell.

Mr. Wright married the former Christine
Allen. They have three children~—Laurinda,
10, Thomas Jr., 6, and Cynthia, 4—and live
in suburban Woodstock. His hobby is golf.

BROADCASTING ® TELECASTING
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In Qut-of-Home Audience!
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not just in the morning . . . not just in the

afternoon . . . not just at night . . . not just 5 days a week ... BUT,
MORNING, NOON and NIGHT ... 7 DAYS A WEEK!

These figures prove that WHENEVER YOU'RE ON WKMH, YOU'RE

GETTING DETROIT'S BIGGEST SHARE OF AUDIENCE!

For
2.

¥
i
F
5

&
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6 AM. TO 12 NOON 12 NOON TO 6 P.M. § P.M. TO 12 MIDNIGHT
WKMH . 16 WKMH .. 18 WKMH. .. .. .. 19
Network A. . ... . 15 Nelwork A . . . 14 Metwork A, 3 15
Metwork B................14  NelworkB.... .. .....13  Metwork B, 14
Network C. .. ...13  StationB. . . 13  StationB ‘ 14
Network D ... ... . 12  StationC.. e 1 NetworkC....... ... ... 13
SlationB................. 10 NetworkG.................10 Network D o 12
StationC.. ... ... .. 8  NetworkD,... ... .....7 StatimC J 4
StationD.................. 1 StationD... .. ... . 3 StatiomD. . . 2
StationE.. .............. 1 StationE...... ... .3 StationE.. . . ... ... a1l
Misc.. Misc..................... .

PULSE REPORT FOR JULY, 1955

5000 WATTS

Save up to 15%
NIGHT and DAY!

By Using 2 or More of N ]

these Powerful Stations TNE DEARBORN—DETROIT
WKMH— Deorbern- : : ' Fred A. Knorr, Pres.
WKMF— [l : JOHN CARROLL, Mg. Director

Jacksen,
WKHM— Mich.
Saginaw,
WSAM- Mich.
HERE'S HOW:
Buy All 4 Stations SAYE 15%
Buy Any 3 Stations SAYE 10%
Buy Any 2 Statiens SAYE 5%

Represented by HEADLEY-REED

BROADCASTING ® TELECASTING July 2, 1956 ® Page 25
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KTHS wme cocs

WINS HONORS IN YALE, 100!

KTHS—Basic CBS Radio in Little Rock—is Arkansas’
only 50,000-watt station. Its audience includes
hundreds of thousands of people throughout
the state.

Take Yale (Ark.), for example. Population-wise, it can’t
compare with its Ivy-League counterpart. But
combined with hundreds of other communi- AR K A NS AS
ties, it helps account for KTHS’s interference- KTHS @ LITTLE ROCK
free daytime coverage of more than 3,370,000
people!

Ask your Branham man for all the facts on KTHS—
Arkansas’ BIG radio value.

KTHS 50,000 Watts B
CBS Radio The Station KTHS Daytime primary (0.5MV M) area

has a pepulation »f 1.002,758 people, o1 whom aver
100.000 do nol receine primary da time sorvier from

BROADCASTING FROM E LT L S R T g s
LITTLE ROCK, ARKANSAS

Represented by The Branham Co.
Under Same Management as KWKH, Shreveport

Henry Clay, Executive Vice President
B. G. Robertson, General Manager
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FCC SKETCHES AN OUTLINE
OF WAY TELEVISION MAY GO

® Llong range plan leaves door open for major shift to uhf
® For the present, it proposes deintermixture in 13 markets

® Reactions are lukewarm, most far from optimistic

® The educated guess: final decision at least three years away

TELEVISION’s atlocations future was sketched
out by the FCC last week when the Commis-
sion issued its long-awaited decision in the
eight-month-old allocations proceeding.

The FCC held out the possibility of moving
all television—or those assignments in a major
geographic area—to the uhf band in the un-
specified future,

It also proposed to deintermix 13 markets
immediately and it raised the uhf maximum for
power to 5 million watts and revised its mile-
age separations standards from city-to-city to
transmitter-to-transmitter.

The prospective move of television to the
uhf band was predicated on the hope that uhf
propagation and equipment can be improved
to more nearly equal that of vhf.

The deintermixture proposals—which do not
become final until after the Commission has
studied comments and counter-comments and
probably heard oral argument—were issued
with the idea of equalizing competitive facili-
ties in the 13 markets. Some were authorized
on slim four to three votes,

Comments on the deintermixture proposals
were requested by Sept. 10; on the long range
plan by Oct, 1.

Comr. John C. Doerfer issued a general dis-
sent to the entire report, and most emphatically
to the proposals to deintermix the 13 cities.
Comr. Richard A. Mack urged that no moves
be made now until the long-range project was
completed. Other commissioners expressed
varying views on separate items of the report.

But, even as the industry was studying the
document, the Commission went ahead and
approved vhf grants in Peoria and Springfield,
Il.—two of the prospective deintermixture
cities. The grants were made to WIRL Peoria
{ch. 8) and WMAY Tv Inc., Springfield (ch. 2),
but forbidding construction and conditioned on
any changes which might take place in the
channels assigned after the proposed rule-
making is concluded.

The FCC also finalized the grant of ch, 5
to WRAL Raleigh, N, C.

Reaction from broadcasters and manufac-
turers was slow in coming. However, some
comments were made late in the week by:

Committee for Competitive Television: CCT
said the Commission’s proposals offer a “prom-
ising blueprint” for establishing an all-channel
television system. “ft now remains to be seen
whether the Commission will develop the sys-
tem according to the plan.” CCT called on the
Commission to refrain from granting vhf chan-
nels in the 13 areas proposed to be deinter-

BROADCASTING ® TELECASTING

mixed. It added that “failure to do this would
virtually nullify the deintermixture proposal.”
It also urged as “mandatory” that the Com-
mission immediately institute proceedings to
shift vhf to uhf channels in these markets “in
order that the deintermixture proposal may
become deintermixture in reality.”

Radio-Electronic-Television Mfrs. Assn. had
no comment on the proposals, but one uniden-
tified manufacturer was quoted as saying that
“The FCC has just laid a great big egg. This
will change nothing.”

Another set maker expressed doubt that
anything substantial would be decided for an-

other year. “Maybe we'll get a final ruling by
next June or July,” he said.

The Senate Commerce Committee, it was
understood, instructed its counsel, Kenneth
Cox, to study the Commission’s action and
make any required changes in its own proposed
report on the subject. Individual Senators were
reported to have expressed satisfaction that the
FCC had finally acted. The committee held
hearings on allocations earlier this year.

Benedict V. Cottone, counsel to the Uhf
Industry Coordinating Committee: Mr. Cottone
declared that uhf operators must be gratified
that the Commission has accepted the principle
of deintermixture. However, he felt “keen dis-
appointment” that the FCC refused to permit
vhf squeeze-ins with lower power and antenna
heights at reduced mileage separations,

Other reactions were varied. Telecasters who
stood to be hurt were naturally resentful; those
who stood to benefit were happy.

Most observers were certain that the long
range plan was at least three years from any
sort of start. It will be that long, engineers
and attorneys felt, before any development pro-
gram could attain worthwhile improvements
bringing them to the level of vhf.

As to the deintermixture proposals, it was

HOW THEY VOTED IN DEINTERMIXTURE CASES
McConnaughey Hyde Mack Lee Webster Bartley Doerfer
Evansville Yes | Yes | No | Yes | Yes_ | Yes No |
Charleston Yes Yes Yes | Yes Yes | Yes Yes |
Elmira No Yes No Yes Yes | Yes No |
Springﬁeld- Yes Yes No Yes Yes ‘ Yes No I
St. Louis \
Miami Yes | Yes No Yes No Yes Yes |
Hartford- No | Yes No Yes Yes Yes | No 1
Providence | | |
Duluth- [ | !
h Yes l Yes Yes | Yes Yes Yes Yes

Superior |

. 1 |
Mobile- Yes Yes No Yes Yes® Yes* No
New Orleans |
Madison | No | Yes No Yes | Yes Yes No
Norfolk- ' I | |
Portsmouth- Yes | No No Yes No Yes Yes
Newport News | |
Peoria- | | |
Rock Island Yes I Yes No | VYes Yes Yes . No [
Fresno- | w | l
Santa Barbara Yes Yes I No ‘ Yes Yes | Yes | No
Albany- | | . ' |
Schenectady- No Yes | No Yes* Yes* Yes* No |
]'roy | I | | ‘ ‘ S I

* Although concurring, also voted to delete existing vhf operation in these markets.
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the consensus of some broadcasters and Wash-
ington attorneys that final decisions on these 13
cases would not be reached before the end of
this year, or early in 1957. They alsc felt that
there probably would be only three or four
cities actually deintermixed. And, it was point-
ed out, there were bound to be appeals to the
courts which would stretch out the completion
of these cases at least another year.

Some observers noted that Comr. Webster’s
place would be taken by T. A. M. Craven (who
takes office today). A change in one vote, it
was pointed out, would reverse five out of the 13
proposed deintermixtures.

The allocations proceeding was begun Nov.
10, 1955, when the FCC denied

ALLOCATIONS REPORT

Television began commercial operations in
1941 when the FCC allocated 18 channels in
the 50-294 mc band. In 1945, the television
spectrum was contracted to 13 channels in the
band from 44 mc to 216 me¢, and fm broad-
casting moved up to its present 88-108 mc. The
following year, ch. 1 (44-50 mc) was deleted
from the television band and allocated for
industrial, public safety and transportation
services. .

It was in 1945 that ths Commission said
that the 13 (now 12) vhf channels were in-
sufficient for a nationwide, competitive televi-
sion service, and that tv must expand in uhf,

In 1952, following the four-year freeze, the

denied various proposals that would have per-
mitted vhf squeeze-ins at reduced mileage
separations, to drop the table of allocations and
decide applications on a case-by-case basis, to
permit antennas in Zone 1 to be 1,250 ft. above
average terrain.

In discussing the possibility of moving tele-
vision to the uhf band, the Commisison declared
that this would have many advantages: there
would be equality of competition among all sta-
tions; there would be no problems of receiver
incompatability, and more stations would be
built and successfully operated.

Also, said the FCC, the vacating of the vhf
band would open up space for the growing needs
of other, non-broadcast services.

The Commission asked that

a group of deintermixture peti-
tions. The Commission said
then that the question had be-
come nationwide in scope and
could not be resolved on an in-

COMPLETE TEXT OF FCC REPORT AND ORDER
IS IN THIS ISSUE, BEGINNING ON PAGE 91

comments be supplied on what
use might be made of the vhf
band if it is decided to move
television to chs. 14-83. In this

dividual basis.

Prior to that time the FCC
had been called on to deintermix soeme 30-40
cities. It held an oral argument on five of these
cases and then decided in its November ruling
that a general, overall allocations proceeding
was required.

The allocations proceeding drew more than
500 comments, plans, suggestions and counter
comments. It was the subject of almost weekly
Commission meetings since the end of April.
At various times it had been reported that
the Commission favored “selective deintermix-
ture,” large-scale deintermixture, division of
the country into an eastern uhf area and a
western combination uhf-vhf area, and no
change in present principles of allocations
assignments.

It is known that at one time recently the
Commission was ready to issue its long range
proposal and invite individual comments on
specific deintermixtures [BeT, June 11].

uhf band (470-890 mc) was opened to com-
mercial tv operation.

Within a year, it was apparent that uhf sta-
tions, particularly where they faced competition
from vhf outlets in the same communities, were
in trouble. Heart of the problem was the fact
that in vhf areas, viewers refused to spend the
$50-$75 necessary to convert their receivers. In
addition to this, uhf's technical disadvantages
led advertisers and networks to prefer vhf affilia-
tion.

Since July 1952, when television application
processing was resumed by the FCC, more than
300 commercial uhf grants have been made. As
of today there-are 94 uhf stations operating.
More than 130 uhf grantees have returned their
permits, while the others have retained their
construction permits awaiting the Commission’s
decision on uhf’s future.

In issuing last week’s ruling, the Commissicn

connection, the FCC wondered
whether 30-60 mc should not
be set aside for ionsospheric scatter communica-
tions and whether the lower vhf band might not
be utilized by the mobile services.

This is considered one of the most dangerous
elements in the FCC’s document.

Key to any changeover, the Commission em-
phasized, was uhf’s capability to serve as well
as vhf does. This means, the FCC said, that
uhf transmitters, receivers and antennas must be
upgraded.

At present, uhf stations suffer in comparison
with vhf cutlets in lesser coverage, with prob-
lems of shadow areas, and in the requirement
for higher powers to adequately serve their
markets. Uhf receivers also are more expensive
and less sensitive and selective than vhf sets.
Receivers are more noisy than comparable vhf
receivers, while positioning of antennas also is
considered more critical than for vhf.

The Commission urged that a program of

THERE are 13 cities which have been
tapped by the FCC for deintermixture—
more or less. Tt is these cities—some of
which were proposed to be made all uhf,
some all or heavily vhf, and some with a
single vhf operating station remaining in a
sea of uhf assignments—about which pro-
posed notices of rule making were issued
last week. Comments requested by Sept. 10.

The cities, and the proposals:

Elmira, N. Y.—All uhf by deleting ch. 9
and adding ch. 30. This would give Elmira

Doerfer and Mack dissented. Ch. 9 had been
allocated to Elmira Nov. 30, 1955.

Evansville, Ind.—All commercial uhf by
switching the educational reservation from
ch. 56 to ch. 7. This would give Evansville
chs. *7, 50, 56, 62. Comrs. Doerfer and
Mack dissented. WTVW (TV) holds a grant
for ch. 7.

Fresno-Santa Barbara, Calif.—Make Fres-
no all uhf by moving ch. 12 to Santa Bar-
bara, adding ch. 30 from Madera, Calif., and
moving ch. 59 into Madera. This would
give Fresno chs. *18, 24, 30, 47 and 53, and
Santa Barbara chs. 3, 12, 20 and 26. Comrs.
Doerfer and Mack dissented. KFRE-TV
operates on ch. 12.

Hartford, Conn.—Providence, R. 1.—
Make Hartford all uhf by deleting ch. 3 and
moving it to Providence, transferring ch. 61
from Easthampton, Mass., to Hartford, and
deleting ch. 65 at Meriden, Conn. This
would give Hartford chs. 18, *24 and 61;

chs. 18, 24 and 30. Comrs. McConnaughey, -

THE PROPOSED-TO-BE-DEINTERMIXED THIRTEEN

Providence chs. 3, 10, 12, 16 and *36.
Comrs. McConnaughey, Doerfer and Mack
dissented. Comr. Doerfer suggested that if
ch. 3 is taken away from Hartford, ch. 13
from New York should be substituted.

Madison, Wis.—All commercial uhf by
switching the educational reservation from
ch. 21 to ¢h, 3. This would give Madison
chs. *3, 21, 27 and 33. Comrs. McCon-
naughey, Doerfer and Mack dissented.
WISC-TV is on program tests on ch. 3.

Mobile, Ala.-New Orleans, La.—Make
Mobile all commercial vhf by moving ch. 4
from New Orleans, moving ch. 42 (now edu-
cational in Mobile) to New Orleans (where
it would be commercial). This would give
Mobile chs. 4, 5, 10 and *48. New Orleans
would have 6 (WDSU-TV), *8, 20, 26, 32,
42 and 61. Comrs. Doerfer and Mack dis-
sented. - Comrs. Webster and Bartley con-
curred, but would also propose the deletion
of ¢h. 6 from New Orleans.

Peoria-Rock Island, I1l.—Make Peoria all
uhf by deleting ch., 8 and adding ch. 25.
Ch. 8 would be assigned to Rock Island.
This would necessitate assigning ch. 77 in
lieu of ch. 40 at Galesburg, III. This would
give Peoria chs. 19, 25, *37 and 43, and
Rock Island chs. 4, 6, 8, *30, 36 and 42.
Comrs. Doerfer and Mack dissented. Ch.
8 was granted to WIRL Peoria, Friday.

Springfield, Il.-St. Louis, Mo.—Make
Springfield all uhf by deleting ch. 2 and mov-
ing it to St. Louis, and adding ch. 39 to

Springfield. This would necessitate substi-
tuting ch. 49 for ch. 53 at Lincoln, III. This
would give Springfield chs. 20, 39 and *66,
and St. Louis chs. 2, 4, 5, *9, 11, 30, 36,
and 42, Comrs. Doerfer and Mack dis-
sented. Ch. 2 was granted to WMAY-TV
Inc., that city, Friday.
Albany-Schenectady-Troy, N. Y.—Make
area predominantly uhf by deleting ch. 10
from Vail Mills, N. Y. (Albany area) and
adding ch. 47. This would give Albany-
Schenectady-Troy chs. 6 (WRGB [TV]
Schenectady), *17, 23, 35, 41 and 47. Comrs.
McConnaughey, Doerfer and Mack dis-
sented. Comrs. Webster, Bartley and Lee
concurred but would also propose the de-
letion of ch. 6 from this area, Ch. 10 had
been assigned to Vail Mills Nov 10, 1955.

Charleston, S. C.—Make Charleston pre-
dominantly vhf by adding ch. 4. This would
give Charleston chs. 2, 4, 5, *13 and 17.

Duluth, Minn.-Superior, Wis.—Make area
predominantly vhf by switching education-
al reservation from ch. 8 to ch. 32. This
would give Duluth-Superior chs. 3, 6, 8,
*32 and 38.

Miami, Fla.—Make area predominantly
vhf by adding ch. 6. This would give Miami
chs. *2, 4, 6, 7, 10, 23 and 33. Comrs.
Webster and Mack dissented.

Norfolk-Portsmouth-Newport News, Va.
—Make area predominantly vhf by adding
ch. 13 te Norfolk from New Bern, N, C.
Add ch. 12 to New Bern. This would give
Norfolk area-chs. 3, 10, 13, 15, *21 and 33.
Comrs. Hyde, Webster and Mack dissented.
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research and development—along the lines of
the crash program recommended by Chairman
McConnaughey to the NARTB convention last
April—be instituted for uhf. Among its goals,
the FCC stated, must be the increasing of uhf
transmitter power, the use of boosters and
satellites to fill in shadow areas, and the im-
provement of uhf receivers and antennas.

A transition period—10 years has been sug-
gested—was referred to by the Commission as
one means of accomplishing the changeover.
The FCC stated that there might be a period of
time when vhf stations would operate simul-
taneously on uhf. It also declared that there
might be a cutoff date for vhf broadcasting.

This transition period must be long enough,
the FCC stated, to cover the useful life of vhf-
only receivers in the hands of the public, and
to permit vhf stations to amortize existing trans-
mitting equipment.

Congress might legislate tax relief and it
also might ban interstate shipment of tv re-
ceivers without uhf bands, the Commission sug-
gested, This would be for the purpose of in-
ducing the manufacture of uhf receivers.

There have been suggestions that the price
differential between vhf-only receivers and those
with uhf be ameliorated by deleting the 10%
excise tax on uhf-equipped television sets. Con-
gressional tax committees have never accepted
this proposal.

As part of its discussion of interim measures
(deintermixture in the 13 cities}, the Commis-
sion spelled out the considerations it would
apply for favorable action. .

Standards for Change

Standards for deleting a vhf allocation from a
city should include such items as (1) the num-
ber of people losing service, (2} how many uhf
stations operate in the area, (3) the degree of
uhf set conversion, and (4} terrain factors.

Where an additional vhf channel is sought to
- be moved into an area, the Commission said
these criteria would apply: (1) meeting trans-
mitter-to-transmitter mileage separations, and
(2) why the prospective community needed the
assignment more than the community from
which the vhf wavelength was to be taken.

In both instances, the Commission said, the
overall effects of these moves would be con-
sidered as they relate to the goal of more effec-
tive competition among stations.

Buried in the FCC document was an allusion
to the fact that the 13 cities proposed to be de-
intermixed were not all which the Commission
was considering. There are, it was learned.
about 30 deintermixture petitions pending FCC
action. It was possible, it was understood, that
the Commission might report out a few more
notices in the next few weeks.

Also, in its order, the FCC virtually invited
other such petitions.

Methods of computing coverage of vhf and
uhf stations were spelled out in the Commis-
sion’s document. This was for those seeking
deintermixture changes in order to meet the
standards set out. These computations must
be based, the FCC said, on 1,000-ft. antenna
height, maximum power and transmitter loca-
tion near the center of the city to be served.

According to some engineering sources, the
FCC has revised its mileage tables, bringing
uhf nearer the equivalent of vhf in theoretical
coverage. These same sources pointed out that
the Commission was still working on averages,
rather than permitting showing to be made on
actual measurements in individual cases.

The Commission, however, declared that
other data, based on other assumptions, would
be accepted if submitted. This would be in
addition to the information required under its
criteria.
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ADVERTISERS & AGENCIES

RADIO, TV, OTHER ADVERTISING MEDIA
REPORTED FACING GREATEST CHALLENGE

Delegates to 53d annual convention of Advertising Assn. of the West
in Los Angeles are told by principal speakers of new demands in an
expanding economy, where automation has been so successful in
destroying manufacturing bottlenecks.

TELEVISION, radio and the other major ad-
vertising media are facing the greatest sales
challenge of their history in the basic revolution
taking place in retail marketing today, some
1,000 delegates to the 53d annual convention of
the Advertising Assn. of the West were told in
Los Angeles last week.

The demands on media of a rapidly expand-
ing economy, where automation has broken the
traditional manufacturing bottleneck and shifted
the burden of continued business growth in-
stead to mass distribution and consumption,
were highlighted by several keynote speakers.

. Others pointed out that media are being given

be afforded new opportunities to prove them-
selves as advertisers traditionally linked with
older channels of consumer communication
adapt themselves to the new marketing situation.
Speakers were divided, however, on the ex-
tent of aggressiveness or superlative appropriate
in ad copy although agreeing that the sales prob-
lem, medium and prospects should govern.
John Karol, vice president in charge of net-
work sales for CBS Radio, the only broadcaster
on the agenda, told a Tuesday luncheon meeting
that all major media are good media when used
correctly but that radio, for instance, has the
extra attribute of personal persuasion as well
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NEW OFFICERS of the Advertising Assn. of the West, elected at last week’s convention
in Los Angeles, are (I to r) Burt Oliver, vice president of Foote, Cone & Belding, Los
Angeles, treasurer; Earl J. Glade Sr., public relations executive and former mayor of
Salt Lake City, president; John Hoefer, co-founder of Hoefer, Dieterich & Brown, San
Francisco, senior vice president; Mrs. Ella Breazeale, assistant cashier of the Valley
National Bank, Tucson, Ariz., vice president at large, and Eugene M. McKim, director
of advertising for Western Farm Life, Denver, Colo., secretary.

more and more total sales responsibility—not
just a role of pre-sales conditioning—as the
concept of self-service retailing spreads and does
away with the human link with the consumer,
the clerk or salesman at the place of purchase.

The expectation that color tv will capture
new local retail dollars, traditionally poured
heavily into newspaper advertising, also was
voiced.

Held Sunday, June 24, through last Wednes-
day at the Hotel Statler, the convention of
representatives from major agencies, media and
advertisers in the 11 western states was marked
for its general lack of specific “pitches” for any
one advertising medium. Rather, speakers
brought attention to the growing awareness that
the bigger sales demands being placed on ad-
vertising call for integrated and more effective
use of all media, indicating that radio-tv will

as other unique gqualities.

Addressing himself to the women delegates
and the wives of the men also present, Mr.
Karol noted that the purchasing power of the
American woman today is such that any time
an advertiser forgets or ignores her importance
he will soon find out that the “hand that rocks
the cradle can just as easily rock the boat.”

“In virtually every product category, you are
the goal,” Mr. Karol told his feminine listeners.
“You are the reason for almost every product
innovation and every ad in print and on the air.
You are the subject of endless research. Your
marrying age, your employment status, your
shopping days, your color preferences, your con-
victions about calories, cigars, hard water, foam
rubber and form fit—all these things are of un-
believably great importance to American busi-
ness.

“It is the same story in selecting advertising
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DISCUSSING color tv exhibition presented at CBS Television City, Hollywood, for the

ADVERTISERS & AGENCIES

AAW convention are {l to r), Nelson Carter, vice president of Foote, Cone & Belding
and retiring president of Los Angeles Advertising Club, convention host; Howard
Meighan, CBS-TV vice president in charge of western division; William Lodge, CBS-TV
vice president in charge of general engineering, who also demonstrated Ampex tv
tape recorder to delegates; Frank Samuels, CBS-TV Pacific sales manager, and Russel
Eller, advertising manager of Sunkist growers and convention program chairman.

media. Will the life span of a four-color ad in
4 woman’s magazine carry more, or less, im-
pact that the greater frequency of radio com-
mercials in the framework of believability of a
daytime serial? Will the costly glamour of big-
audience nighttime television produce more, or
fewer, sales than a double truck in a general
magazine? Even as prejudiced as you might
believe me to be, I admit freely that no one
medium for any given product js likely to be
the perfect answer in reaching you and con-
vincing you.”

Mr. Karol emphasized, “I must go on the
record, however, as saying that the low-cost
combination of reach and frequency that good
radio provides, both locally and on a network
basis, gives it a unique status among media.
It cannot, of course, claim the exclusive
privilege of moving women to buy Brand A
over Brand B.

“Actually, the cheoice of a media depends to
a large degree on the psychology behind the
copy -approach. Which, for example, would
impress you most? A picture of a new shade of
lipstick, or a voice telling you what this new
shade of lipstick will do for you. Without
minimizing the value of pictures and copy io
be read, I believe that for many products, it’s
what they will do for people that is most im-
portant. And I think advertisers tend to aver-
look this. There is no fact of selling so im-
portant as one persen talking to another-—tell-
ing the praspect what a product or service will
do for the potential buyer.”

The CBS Radio executive felt manufacturers
and agencies sometimes fail ta match the
product to the needs of the consumer and
“sheep-like” copy other advertising. “The eye-
patch for shirts, the animal far liquor, the man’s
man for cigarettes,” he cited, commenting that
“Imitation may be the sincerest form of flattery
but we're not in the business of flattering each
other; we’re in the business of selling goods and
services.

“There is too often apl to be a similar pattern
in media selection. Some of you remember
when radio burst on the advertising scene and
became the great glamour medium. The fact
that radio was a fine new selling tool should not
have detracted from the fact that newspapers
and magazines and comics and the rest were
also still good.

“In our growing economy we can use more
ways of communicating with the consumer.
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We must keep our perspective. We're going
through—actually, we’re most of the way
through—a similar situation with television.
It has taken time to absorb this new glamour
medium. Now, more and more advertisers have
reached- conclusions as to what tv can do and
cannot do and we are finding that, again, all
media are seftling into their proper places to be
used singularly and in combination to produce
the best results for the particular product.”
Problems of selling to women and a defense
of the excited adjective in radio-tv and other
copy were set forth in a talk before another
session of the convention by William G. Werner,
director of public and legal services, Procter &
Gamble Co. ‘
His theme was “Four Guideposts in Adver-
tising”: good, pre-tested products, fully support-
able claims, scrupulous regard for the law and
a constant concern for public opinion.
Reviewing in detail the research and labora-
tory testing of products before they are pre-
sented to the public, Mr. Werner said that
“when it comes to translating provable product
facts into pleasing, persuasive advertising, how-
ever, we need more than a tabulation of points
of superiority.”
Two problems in advertising creation appear
here, the P&G executive said, both tied up with

the word “supportability.” One is that a firm
like P&G must sell to women and the second
concerns ‘“‘the strength and steam of our ctom-
petition.”

Comparing the *‘quiet” approach of ethical
medical advertising to that of selling to wornen,
Mr. Werner said “if advertising is to be per-
suasive to the fullest possible measure with our
lady-folk, it cannot talk to them in a strictly
logical and technical tone of voice. It must
contain superlatives. It should sound excited
and convinced—carry on in a way that a serious
male critic of advertising might not like.”

Quoting what he considered typical woman-
to-woman conversation, Mr. Werner continued,
“No advertising on earth could begin to match
the hyperbole that the average woman hears
and bubbles forth in an hour over the bridge
table. What then is wrong with talking to
women in advertising in the sort of language
they know best?”

Observing that it is mostly “‘professional
critics” who take exception “to the sirength of
such enthusiastic claims and the use of quite a
few superlatives” in P&G advertising, Mr.
Werner said “we have done a great deal of re-
search among housewives and we know that the
public-at-large is not confused by our claims or
disturbed by our vigor.

“Please keep in mind, though, that here T am
not advocating the use of any claims which
cannot be technologically supported. I am re-
ferring here only to such things as legitimate
puffery: reasonable ‘excitedness’; the warmth
and vigor of copy that springs from sincere en-
thusiasm for a good, honest product, that fully
deserves and earns that kind of enthusiasm from
its loyal users.”

Concerning the aspect of intense competiiion
in his range of products, Mr. Werner said that
in some fields “competition is expressed most
vigorously over the counter, by personal selling,
by house-to-house work or in other ways. In
our business, the vigor of competition in ad-
vertising is a characteristic of the industry that
we just cannot ever forget for a minute.

“There is nothing about clean and decent,
hard-driving competition that should be con-
sidered anything but helpful to the strength of
our nation.”

Noting the rapid technological advances in
recent years in soaps, detergents, cooking prod-
ucts and dentifrices resulting from the competi-
tive drive, Mr. Werner said that “when you
couple this keen competition in the laboratory
with low-cost quickly replaced household prod-
ucts, you are bound to have a need for vigor-
ously competitive advertising as the quickest,

L

HEAD TABLE guests at Tuesday luncheon addressed by John Karol, vice president in

charge of network sales, CBS Radio, were (I to r), Earl Glade, newly elected president of
AAW and member of board of KSL Sait Lake City, which he founded; Mr. Karol; Henry
Mayers, Mayers Co., Los Angeles, and Hal Stebbins, Hal Stebbins Inc., Los Angeles.

BROADCASTING © TELECASTING



cheapest way to tell the good news to the public.
In this sort of rivalry for attention, we have
learned that we just have to state our claims
forcefully and with confidence and enthusiasm,
if we want to register them effectively against
the other fellow.”

Similarly, because women have varied pref-
erences in the form of product they want, P&G
developed its own competitive brands to meet
these needs and promotes each equally inten-
sively through radio, tv and other media, he
indicated.

Referring to the close ‘“constructive” co-
operation of the legal services staff with the
P&G advertising department, Mr. Werner ex-
plained how such legal aid contributes to the
continuing creation of effective advertising.
Legal review makes certain that the advertising
complies with national, state and local laws, he
said and also involves packaging and promotion
(contests, premiums, “free” offers). Equally im-
portant, he said, is “the law of the man on
the street corner,” which calls for the careful
review of all advertising, promotion and pack-
aging by the public relations staff.

Too much blatant advertising in all media,
including radio and tv, however, was held re-
sponsible by Don Belding, chairman of the
executive committee, Foote, Cone & Belding,
Los Angeles, for lowering the sales effectiveness
of both the ad and the medium. Addressing
the convention on the subject, “Don’t Shout So
Loud—I Can’t Hear You,” he analyzed com-
mon faults which build up reader, listener or
viewer resistance.

Function Is to Seli

“We must never forget that the function of
advertising is to sell,” Mr. Belding said, “and
when it fails in that responsibility or performs
it poorly, our industry suffers, business suffers
and we have not performed our duty.”

Mr. Belding noted that “some of the televi-
sion and radio commercials for local distribu-
tors are good examples of shouting in the hog-
calling manner. It’s hard to tell one from
another, They are all hurry, hurry, hurry,
breathless, faintly dishonest—by implying that
you can trade your three-year-old car in for
a new one and it doesn’t cost anything, when
what they mean is that it doesn’t cost you any-
thing right then. They also say you can drive
a high priced car for just 16 cents a day, but
it turns out to be 16 cents a day more than a
medium priced car, not 16 cents a day.

“The most objectionable part, however, is
that they beat you to death and scream so loud,
so fast. If a lawyer shouts to a jury he is looked
upon as a hollow buffoon. The man who talks
calmly and straight from the shoulder, using
simple common s$ense, is the one that wins
juries and customers.”

“Several competitors shouting the same thing
get a little monotonous, too.”

“A recent study indicated that most tv set
manufacturers seemed glued to the illustrative
idea of a family around a tv set. Most mechan-
ical refrigerator manufacturers show an opsn
refrigerator with a woman standing there, usu-
ally pointing her grubby little fingers at the
food. Whiskey distillers all like a big bottle and
a glass. Car manufacturers show the car with
a lot of people around. But buyers are not im-
pressed by the-obvious.”

The FC&B executive observed, “we drive to
work by a similar route each day. The land-
scape becomes commonplace. As long as it
stays that way our attention is seldom diverted
toward it with any enthusiasm or interest. But
burnn down one of the buildings on our route
tonight and tomorrow we will immediately
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notice the change.” Creativity in advertising is
something like that, from an attention stand-
point. It sets the ad or commercial out from
the ordinary.

“A good illustration might be the current
Pepsodent campaign. ‘You’ll wonder where the
yellow went when you brush your teeth with
Pepsodent’ is a salesmanship in print idea. But
left in minor space it will not reach its potential,
just like a tree or vegetable will not grow to
maturity without ample water.”

“So this idea was moved into saturation radio
and is accomplishing a great sales result. And
when you hear it you’ll note it doesn’t shout.
It sells you.”

Mr. Belding said it is fine to stick with a
good idea, but all ideas wear out sooner or
later.

“LSMFT is a good example of this,” he said.
“When George Washington Hill first introduced
this with the telegraphic sounder on radio and
the tobacco auctioneer testimonials in print,

WHERE DO THEY BUY THEIR SPOT TVv?

Pacific (14.0%%)
$28,534,000
$4,100,000
Mountain (2.0%)

W. South Central (7.3%)
$14,829,000

BETWEEN October 1955 and March 1956, spot television advertisers in the U. S.
invested $204,081,000 in that medium. BeT asked TvB, which supplied the total
tabulation, to break down that expenditure by regions.
results for nine sections of the country during the six-month period.

sales increases were phenomenal and he had no
trouble maintaining first position among all
the cigarette manufacturers. But now the line
is part of the scenery.

“And by this, I don’t mean that we are not
advertising to a parade, since new millions
reach the buying age each year. But don't
forget, we see a lot of the parade at once these
days as our vision is expanded through radio,
television and print. And if progress has done
anything to human nature in America, it has
made people a little deaf to continuous shout-
ing, a little blind to dazzling claims, and a little
numb to the continuous repetition of the com-
monplace. A good creative idea in such an
expanse of shouting, dazzling claims and medi-
ocrity is like a pretty sailboat sailing along in
the ocean. You can't help but see and admire
it.”

Norman Strouse, president of J. Walter
Thompson Co., New York, pointed to adver-
tising's new status with management in his
keynote address to the convention. ‘“Now ad-
vertising is looked upon as the generator of

W. North Central (5.9%)
$11,951,000

E. North Central {21.2%)

E. South Central (3.9%)
$7,954,000

sales rather than sales the generator of adver-
tising,” he said.

In an economy of scarcity, advertising's
function is to inform and thus guide products
through the channels of distribution, Mr.
Strouse related, but in an economy of abund-
ance, “advertising must sell, it must create
wants dypamically in order to close the gap
between an ever-ascending line of productivity
and the desire to consume.”

Mr. Strouse said “advertising multiplied the
force of selling far beyond what could have
been possible through human selling contact”
and made mass production effective. But today
with automation “instead of the sales depart-
ment belaboring the manufacturing department
for more and more production, all of a sudden
the sales executive almost finds himself in the
role of the sorcerer's apprentice with machines
spewing out the finished product in embarrass-
ing quantities.”

With the high cost of automation equipment,

New England (5.3%)
$10,805,000

$43,314,000

Mid-Atlantic (29.5%)
$60,227,000

South Atlantic (10.9%)
$22,367,000

The map above shows the

Mr. Strouse noted, “advertising now must not
only generate a current mass market to move
current mass production but it also must build
a brand franchise in future markets to make
certain that forward investments in plant and
facilities can be amortized and in the shortest
possible time.”

The advertiser now thinks of not how little
time or space he can get along with, Mr.
Strouse indicated, but “how much advertising
can we profitably invest” to generate high cur-
rent sales and build a future market.

This is made even more vital, he said, in
view of the permanent curtailing effect World
War 11 had on personal selling, especially in
the retail field. Citing how advertising blocked
depression trends in postwar years, he said
“advertising has proved to be the miracle fibre
of selling just as automation has proved to be
the genie of production.”

In view of the great expansion of the U. S.
economy seen for the next decade and the cor-
responding boost expected in total advertising
volume, Mr. Strouse called for a major person-
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nel training effort in the agency and advertising
fields.

George P. Hitchings, manager of economic
analysis department of the Ford Motor Co.,
told the convention the American economy
would grow 40% in the next decade and out-
lined how the auto industry has proven that
there are benefits to be derived from an ag-
gressive search for expanded markets through
advertising.

Hal Stebbins, head of his own Los Angeles .

agency, cautioned delegates that the purpose
of advertising is to “communicate ideas and
images, not words.” An outspoken advocate
of “polite persunasion” and truth rather than
the sledgehammer approach, he admonished,
“If you don't believe it, don’t say it.” Detailing
major marketing changes, Mr. Stebbins noted
that advertising is becoming virtually the “total
sales force” for more and more products now
sold through self-service stores.

Henry Mayers, also head of his own Los
Angeles agency, in discussing “The National
Retail Chain and National Advertisers” indi-
cated retailers will continue to rely primarily
on newspaper advertising but have become
more active in radio and tv, noting color tv
will appeal particularly to department stores.

Mrs. Ivy Baker Priest, U. S. Treasurer, told
the luncheon meeting Monday that while 1952
saw the first principal effective use of television
in a political campaign, the use of all other
media increased too. She noted the big trend
to use of advertising in politics has come since
the first impact of radio in 1920.

Remarking about the ability of government
to instantly communicate with every segment

of the people, Mrs." Priest said “there is no ~

excuse for ignorance today” and expressed her
respect for the intelligence of the public when
informed about a political issue. She com-
mended advertising for helping create Amer-
ica's high standard of living and thanked all
media for extensive support of the Treasury
Dept.’s savings bonds program.

Of political advertising per se, Mrs. Priest
said, “We need a better business bureau for
politics. Now we stop at the point of libel as
defined by an attorney. Business has grown
stronger on the theme of ‘truth in advertising.”
We need that slogan in politics. The people of
today are not gullible.”

In a panel before the junior program June
24, Kenneth Harwooed, chairman of the depart-
ment of telecommunications at U. of Southern
California, said the day of the single medium
expert is about over and the need for the “pro-
‘fessional communicator” familiar with the
strength and weakness of all media has arrived.
Citing automation’s impact in radio’s expansion
and predicting even a pocket set in tv, Mr.
Harwood felt an even closer marriage of the
press and broadcast media will take place
through the years with facsimile.

NBC-TV talent presented an advertising pag-
eant for the opening convention session Mon-
day morning with Today in the West, the net-
work’s west coast weekday program, featuring
a 10 minute segment saluting western adver-
tisers. It was seen at the convention by a
large screen projector. ABC-TV presented
Lawrence Welk and his orchestra for Monday
night entertainment at the Beverly Hilton and
NBC-TV also supplied talent for the AAW
president’s banquet Wednesday night.

Winner of the N. W. Avyers three-minute
speaking contest Wednesday noon was John
Kimball, student at the U. of Utah and part-
time employe at D. W. Evans & Assoc., Salt
Lake City. The award was presented by Dore
Schary, MGM Studio. head, luncheon guest
speaker. The convention voted to hold its
annual meeting next year in Honolulu.
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WHOSE COMMERCIALS GET MOST EXPOSURE?

Hooper Index of Broadcast Advertisers (Based on Broadexst Advertisers Reports’ monitoring)

NATIONAL (NETWORK} INDEX
Hooper Index

Network Tofal “Commercial of Broadcast

Rank Product & Agency Shows Networks  Units” Advertisers
1. Bufferin (Young & Rubicam) 5 1 10 1463
2. Anacin (Ted Bates) 13 3 1514 144
3. Alka-Seltzer (Geoffrey Wade) 5 3 % 78
4. Bromo-Seltzer (Lennen &

Newell} 1 1 3 27
5. Rolaids Antacid (Ted Bates) (P) 1 1 19
6. Pepto-Bismol (Benton & Bowles) 1 1 1 18
7. Eno Antacid (Atherton & Currier) (P) 1 3 14
8. Bisodol (Sullivan, Stauffer,

Colwell & Bayles) 2 1 134 12
9. Bayer Aspirin (Dancer-

Fitzgerald-Sample) 1 1 3 10

10. Phillips Tablets (Dancer-

Fitzgerald-Sample) 1 1 1 8

11.  Phillips Milk of Magnesia

(Dancer-Fitzgerald-Sample)  (P) 1 2 2

CHICAGO INDEX (NETWORK PLUS SPOT)
Hooper Index

Network Total “Commercial of Broadcast

Rank Product & Agency Shows Networks  Units” Advertisers
1. Alka-Seltzer (Goeffrey Wade) 5§ 4 521, 248
2. Bufferin (Young & Rubicam) 5 2 14 174
3. Bayer Aspirin (Dancer- '

Fitzgerald-Sample) 1 4 1724 196
4. Bromo-Seltzer (Lennen &

Newell) 1 2 é 86
5. Anacin (Ted Bates) 13 3 151, 60
6. Rolaids Antacid (Ted Bates) (P} 2 2 24
7. Pepto-Bismol (Benton & Bowles) 1 1 1 20
B. St. Joseph Aspirin (Lake-Spiro-

Shurman) == 1 A 11
9. Phillips Milk of Magnesia

(Dancer-Fitzgerald-Sample)  (P) 2 4 7

10. Phillips Tablets (Dancer-

Fitzgerald-Sample) 1 1 1 7

11. Bisodol (Sullivan, Stauffer,

Colwell & Bayles) 2 1 134 5

(P} Participations, as distinguished from sponsorship.

In the above summary, monitoring occurred the week ending May 19, 1956.

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

* “Commercial Units”: Commercials are taken from the monitored reports published by
Broadcast Advertisers Reports Inc. A “commercial unit” is defined as a commercial exposure
of lTs":'re thv.::t r}g s&c:l::l.b:‘%t uimlltey l's.gt more ﬂr}l cg:.e minute in drtanuon.- Four “commercial
un are al u -minute program, and in the same pro on for programs
lengths. A “station ldentification™ equafs one-half “commercial glt." prog of other

Audience ratings for television, both national and local, are those published by American
Research Bureau Ine. Those for radio are the ratings of C. E. Hooper Inc. In the case of
station breaks the average of the ratings for the preceding apd follow! time periods is used
wherever feasible; otherwise, the rating is that of efither the preceding or following time
period, normally the preceding.

Kneip Meats Buying Spot

E. W. KNEIP Inc,, Chicago independent meat
packer, on behalf of its corned beef products,
has purchased a series of five weekly spots on
WNBQ (TV) Chicago. The firm will extend its

television activity to Davenport, Des Moines,
Cedar Rapids, Omaha and other markets in
future months, with participations in cooking
shows, according to its agency, C. L. Miller
Co., Chicago. Present tv expenditures will run
at the rate of $1,000 a month, it was reported,
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FRANK HEADLEY, President
DWIGHT REED, Vice President
FRANK PELLEGRIN, Vice President

PAUL WEEKS, Vice President Yessir Podner! This H-R "Spread" is a workin' outfit. And

that doesn’t mean only the hired hands. There's a rule
around here that even the bosses gotta work. And they dol!
The working partners that head up H-R are out on the
“range” everyday, aroundin’ up orders. No wonder this

is the "brand" of representin’ so many fine stations like.
They know they'll get it at H-R because we “always send

¢ man to do o mon's job."

380 Madison Ave. 35 E. Wacker Drive 6253 Hollywood Boulevard 155 Manigomery Street 415 Rio Gronde Bldg. i01 Marietla Street Building 520 Lovent Boulevard
Mew York 17, N_ Y, Chicago 1, llinois Hollywood 28, Calif. San Francisco, Calif. Dollas, Texas Altonta, Georgio Room No. 1D
OXford 7-3120 RAndoiph 4-6431 Hollywood 2.6453 YUken 2-5837 Randolph 5149 Cypress 7797 Houstan. Texos

JAckson 8-15601
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dominates

or market!

13 out of top 15 Non-Network Shows
11 out of top 15 Once-A-Week Shows

| NON-NETWORK FiLM SHOWS ONCE-A-WEEK SHOWS

|

|
Life of Riley ; M4 gkLzrv | EdSullivan . . . . . . 477 KLZ-TV
Dr. Hudson's Secret Journal 29.2  kLz-Tv | $64,000 Question. . . . .46.5 KLZ-TV
Highway Patrol . . . . . 267 Stat. B | What's My Line . . . 370 KLZ-TV
I Led Three Lives . . . . 244 Stat. B | George Gobel .. -354 Stat,B
Mr. District Attorney, , . 2249 piz.Tv | ITLoveLucy. . . . . . .349 KLZ.TV
Celebrity Playhouse. , , . 227 giz-Tv | Your Hit Parade. . . .334 Stat. B
Guy Lombardo ., . . . . 227 KLzZ-Tv | $64.000 Challenge . . . 327 KLZ-TV
Wild Bill Hickok. . 27 wiz.Tv | LifeofRiley. . . . _ . .314 KLZ-TV |
Confidential File . . 124 giz.Tv | Alfred Hitchcock. . . . . 310 KLZ-TV |
Stories of the Century. ., . 122 giz.Ty | Climax. _ . . . . . .307 KLZTV |
Liberace . . ... .15 grz-Tv | Disneyland _ . . . . . 29.8 Stat. C
Range Rider. . . . . . . 209 KLZ-TV | Jack Benny . . . . . . .297 KLZ-TV
Crunch and Des . . M4 kpLz-Ty | Groucho Marx. . . . . .29.4 Stat. B
Buffalo Bill, Jr. . . . . . M2 gLz-Tv | PhilSilvers . . . . . . .294 KLZ-TV
Studio 57 . . . . . . . .200 KLZ-TV I Dr. Hudson's SecretJournal 29.2 KLZ-TV

More Quarter Hour Firsts—from sign-on + €BS...IN DENVER

to sign-off —seven days a week —than all

other Denver TV stations combined. TELEVISION

M )
See the complete story! Call your KATZ man {L“:J””"j-“”-
or wire Jack Tipton, general sales manager, KLZ-TV.
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ABC-TV, TvB STUDIES IN AUTOMOBILE FIELD
SHOW STRONG STANDING FOR TELEVISION

Network-sponsored Trendex survey finds that car dealers rank tv
tops for drawing traffic to showrooms. TvB’s questioning of cus-
tomers draws even stronger conclusion. Both are part of major drive
to convert automotive manufacturers fo greater use of medium.

THE DEALERS SAY . . .

ALTHOUGH newspapers get the bigger slice
of the national automobile advertisers’ budget
as compared to television, the automobile dealer
is partial to the sight-and-sound medium in
attracting customers to showrooms and as the
preferred selling medium for the auto manu-
facturer.

A decided favor toward tv as the medium
auto dealers like best is detailed in a new study
prepared for ABC-TV by Trendex Inc. The
data will be incorporated into an ABC-TV
sales presentation that the network plans to
unveil shortly before auto advertisers and their
agencies in Michigan.

At a news conference in New York held last
week in advance of the survey’s release today
(Monday), Donald W. Coyle, director of sales
development and research at ABC-TV, noted
that the study was instituted after much com-
ment on the effectiveness of tv as a medium
had followed remarks made by Ernest Jones,
president of MacManus, John & Adams, De-
troit, before the Pittsburgh AAAA council

Cadillac, were favorably inclined toward tv as
a means of selling automobiles with the pattern
indicating that “dealers who are supported by
successful tv programs are the most enthusiastic
toward tv.”

Nearly half of all the dealers contacted
favored tv as the medium that brings in most
showroom traffic and as the medium that
should take first preference for factory adver-
tising. In the third category, that of using one
medium, 43% selected tv while 46% preferred
newspapers.

Breakdown on the question of the medium
preferred by dealers as bringing in the most
showroom traffic: tv, 48%; newspapers, 36%,
and direct mail, 5%; if ony one medium was
to be used: newspapers, 46%; tv, 43%, and
direct mail, 5%; and in recommending media

- for factory advertising: tv, 49%; newspapers,

37%, and direct mail, 8%. (The other three
media scored negligibly in the survey.)

Along with the survey results, ABC-TV dis-
closed figures which showed that television re-
ceives 28% of the automotive (national) ad-
vertising budget while 50% goes to newspapers,
2% for network radio, 14% for magazines and

ADVERTISERS & AGENCIES

livan Show on CBS-TV) a breakdown on these
dealers was offered. (Its ad budget on a com-
bined basis: 63% to newspapers and 37% to
tv.) Tv, however, scored among dealers with
these results: for the showroom, 86%; as only
medium, 71%, and as top medium preferred,
74%.

General Motors. Dealers rated third in
“enthusiasm” for tv. (GM's budget last year:
57% to newspapers and 19% to tv. Combined:
75% to newspapers and 25% to tv.) Television
was voted by 49% as the best for showroom
traffic, 41% as the sole medium and 49% as
the top medium preferred. (Chevrolet, which
allocates 29% to tv and its combined news-
paper-tv budget, scored 64%, 51% and 58%
in the respective question categories.)

ABC-TV has among its sponsors for next
fall: Dodge Div. of Chrysler; American Motors;
Chevrolet Div. of General Motors, and Ford.

THE CUSTOMERS SAY . . .

A NEW STUDY showing that television out- ~
ranks newspapers—or any other medinm—by
almost 2 to 1 in petting prospective automo-
bile purchasers into the showroom was re-
vealed by Television Bureau of Advertising last
week in special presentations to car makers and
their agencies in Detroit.

The study was made in more than 40 mar-
kets in 26 states, with two-thirds of the inter-
views conducted at automobile showrooms and
the rest among people who had shopped for
cars in the past few months. Approximately

TARGET FOR TV: GIVEN THE CHANCE, IT CAN MOVE THOSE CARS

iBeT, April 9, 2]. Mr. Jones had questioned
the ability of tv to move durable goods.

Julius Barnathan, ABC-TV’s manager of re-
search who detailed results of the study to
newsmen, emphasized that they come at a
time when the auto industry is having its second
highest year of passenger auto production in
the last five years.

The survey was conducted during the week
of June 11, and covered interviews of 627 auto
dealers in 16 major markets where newspaper
penetration is the highest. The markets in-
cluded Atlanta, Baltimore, Chicago, Cincinnati,
Cleveland, Columbus, Dallas-Fort Worth, Den-
ver, Detroit, Kansas City, Los Angeles, Min-
neapolis-St. Paul, Nashville, New York, Phila-
delphia and Washington, D. C.

Only dealers of the five top auto makers
were surveyed: General Motors, Chrysler, Ford,
American Motors and Studebaker-Packard.
Three questions were asked of each of the
dealers as to which form of national adver-
tising did the best job in bringing customers to
the showroom; if factory and dealers had only
one kind of national advertising to use, which
would he recommend, and how would he rank
the six media (radio, newspapers, magazines,
outdoor, direct mail and television) in the
order of preference if he was making up the
national advertising budget of the factory.

It was revealed that all of the dealers, except

BROADCASTING ® TELECASTING

6% for outdoor advertising. Mr. Barnathan
pointed out that the tv figures include all costs
{time and talent) of network and spot.

Narrowing the results further to the Big
Three in the auto industry, General Motors,
Ford and Chrysler, Mr. Barnathan reported
the following data from dealer groupings made
in assaying survey results:

Chrysler. These dealers favor tv most.
{Chrysler's ad budget last year was 40% to
newspapers and 42% to tv.) Using a combined
newspaper-tv budget, the breakdown is 51% to
tv and 49% to newspapers. Tv, moreover, was
liked by 67% of the Chrysler dealers as doing
the best job for the showroom (33% for news-
papers—breakdown as to auto manufacture
identity is confined to tv vs. newspapers, thus
percentages add to 100%), 60% thought tv was
the medium to use if the factory and dealer
were restricted to one, and 69% named tv as
the tops in preference (all six media were
rotated in rank among the dealers so as to
prevent bias).

Ford (its ad budget last year was 52% to
newspapers and 27% to tv). Combined basis,
66% to newspapers and 34% to tv. Tv among
Ford dealers scored as follows: for the show-
room, 65%; as only medium, 50%, and as the
top medium preferred, 61%.

Because of the interest in Lincoln-Mercury
(which sponsors the highly-successful Ed Sul-

30% of the 565 shoppers interviewed actually
did -buy cars. And 58% of the total said they
came there because of commercials they'd seen
on television, as against 32% who attributed
their interest to newspaper ads.

TvB President Oliver Treyz outlined high-
lights of the study—conducted for TvB by the
Institute for Motivational Research—in a pres-
entation to some 365 automotive executives,
advertisers and agencies in Detroit Thursday,
and also in separate showings to individual
advertiser-agency groups.

Mr. Treyz stressed that auto makers, who
put approximately twice as much into news-
papers as into television last year, are ““under-
spending” in tv. “We believe,” he said, “that
the relatively light television promotion pro-
vides a dangerously weak underpinning for the
gigantic marketing task of 1957.

“It is apparent that one of the nation’s most
dynamic industries—the automotive—views the
nation’s most dynamic advertising medium—
television—as a supplementary rather than a
primary sales vehicle. It seems to us that the
big question which faces Detroit in its 1957
model sales campaign is not nearly so much
the share of sales established by the Buicks,
Pontiacs, Mercurys and Chryslers, as it is the
total sale of new cars, which, in turn, deter-
mines the automobile production rate.

“Automotive advertisers stand virtually alone
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In ‘“San Francisco Beat,” even the very
setting’s exciting. Filmed on location
in photogenic, steep-inclined San
Francisco, It’'s a powerful, eye-filling
show ... combining the drama of real
cases from the files of San Francisco’s

Police Department with the thrill of

|

the chase through some of the world’s

==

dizziest, most breath-taking scenery.

The uptilted streets...the Golden Gate
.- Chinatown...the waterfront and
Fisherman’s Wharf...it’s a setting that
puts extra wallop into every half hour

of this action-laden film series.




And what a wallop the series packs!

in the Albany-Schenectady-Troy

area, ‘“San Francisco Beat” is one of
the top fifteen programs, drawing
bigger audiences than such shows as
Kraft Theater, Gobel, Martha Raye and
Montgomery Presents. In film-happy
Los Angeles, it's among the top ten
syndicated films.* As ‘““The Lineup” on
the CBS Television Network, it has
averaged a higher rating than “Dragnet”
throughout the past season.*™

‘“San Francisco Beat’ provides a hard-
hitting setting for your sales messages.
Get details and market availabilities
from the people who bring you the

fastest-moving films in all television...

CBS TELEVISION FILM SALES, INC.

Otfices in Naw York, Chicago, Los Angales, Detroit, Boston, San Francisco, St. Louls,
Atlanta, Dallas. In Canadat S. W. Caldwaebl, Ltd.
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NEW SPOT

Tvcharacter keys all-media sales drive

NOT ONLY does television drama set the theme for
the upcoming -major market tv campaign of Wynn Oil
Co., Azusa, Calif., but the chief character of the new
tv spot itself, “Auto Medic,” sets the theme for copy
in all other media, including radio, magazines, trade
papers and point-of-sale. The national campaign will be
placed by Kennedy, Walker & Wooten, Los Angeles,
starting this month.

Earl Kennedy, partner in the agency named by Wynn
earlier this year, thought up “Auto Medic,” who would
use the company’s oil additive, Wynn'’s Friction Proofing,
to get rid of sludge and carbon and make cars feel
healthy again. He reasoned that most people could
understand this idea easily even though they could not
comprehend the chemistry of engine combustion and
how the product helps improve engine operation.

The cartoon character, who is the hero of the suc-
cessful operation on a “sick” car depicted in the tv spot,
is being featured also in presentations to service station
operators as part of the Wynn educational campaign to
increase product identification. The tv spot will be used
in one-minute, 20-second and 10-second versions. The
animation was done by LaBrea Productions, Hollywood,
under the supervision of Gail Papineau and his associ-
ates, formerly of Kling Studios.

Now being tested on KNXT (TV) Los Angeles, the
Auto Medic spot opens with tense drama in a hospital
operating room as the unseen patient on the operating
table obviously is on the brink of expiration—from
“auto anemia.” Auto Medic enters with self-assured
flourish, peers at the patient and with a groan of com-
passion quickly diagnoses the illness as metal ulcers
caused by “the usual sludge, gums and friction spots.”
Confirming his observation by several clinical tests, Auto
Medic calls for “auto plasma™ and the nurse gives him
a can of Wynn’s Friction Proofing.

The patient recovers amid glad exclamations from the
onlookers and is revealed to be a little car, now smiling.
It zooms from the table and down a road, stopping at
a light next to a little girl car and says: “Say, did I
ever tell you about my operation?”’ After this line, the
scene fixes on the stop light which becomes the round
Wynn's Friction Proofing label.

in the allocation of the minor portion of their
budgets to television. Among all national ad-
vertising categories, they stand alone in the
failure to follow the trend toward heavier and
heavier television viewing.”

The showroom survey which TvE unveiled
elicited not only car-shoppers’ own reactions
but also those of their wives, children and
friends. Universally, it gave television a strong
lead over newspapers as a prime factor in
interesting them in new cars in the first place.

Asked to indicate what led them to visit the
showroom, 58% nominated television and 32%
newspapers, giving tv a lead of 1.8 to 1 (10%
said “neither,” “don’t know,” or gave other
answers).

A breakdown of these answers according to
make of car being shopped for showed tv with
a 2.5-to-1 lead over newspapers in the case of
Ford products; 1.6-to-1 ahead in the case of
Chrysler makes, and 1.5-to-1 ahead in the case
of General Motors cars.

The influence that wives exert also was ex-
plored—with results that led TvB officials to
conclude that the role of wives in car-buying
is more influential than many people think.
And the shoppers indicated, in 67% of the
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cases, that wifely interest was aroused through
television. This compares with 17% attributed
to newspapers, giving tv a lead of 3.9 to 1
(16% gave other answers).

Similarly, about 43% of those having chil-
dren mentioned that the children had expressed
interest concretely in new cars, and 83% of
these attributed the interest to tv as against
13% to newspapers, giving television a 6.4-to-1
advantage (4% gave other answers).

A total of 60% of the shoppers said they
had heard friends discuss new cars. And of
these, 63% attributed the friends’ interest to
television while 24% attributed it to news-
papers, giving tv an advantage of 2.6 to 1
(13% gave other answers).

As a final query, interviewers played a
“game” with the shoppers, asking how they
would allocate a mythical $1 million budget
among the four major media in order to reach
the greatest number of ‘“‘people like you” and
bring them into the showroom. In this “allo~
cation” television received 47% and newspapers
26%, while the rest was divided aimost evenly
between radio and magazines.

In the Detroit presentation, President Treyz
was assisted by Gene Accas, TvB director of

" operations. W. D. Rogers Jr. of KDUB-TV

Lubbock and KPAR-TV Sweetwater, Tex.,
chairman of the TvB board, introduced the
presentation, which included, in addition to the
auto shoppers’ survey, much of the material
shown earlier by TvB to advertiser, agency and
membership meetings in Chicago and New
York [BeT, April 23, May 28], Norman E
(Pete) Cash, vice president, and George Hunt-
ington, sales development director, also par-
ticipated in the Detroit sessions.

Similar presentations are slated in Los An-
geles July 10 and San Francisco July 12.

Dr. Leon Arons is TvB director of research.

Admiral Corp. Places
$2.5 Million Order

IN what was described as “largest advertising
schedule ever purchased on NBC-TV’s partici-
pating program,” the Admiral Corp., Chicago,
has placed an order amounting to almost $2.5
million on the network’s Today (Mon.-Fri., 7-9
a.m. EDT) and Tonight (Mon.-Fri., 11:30 p.m.-
1 am. EDT), starting Sept. 3.

The NBC-TV order, which was disclosed si-
multaneously with a 52-week purchase by
Admiral of ABC Radio’s Breakfast Club (see
story, page 74), was announced last week by
George H. Frey, vice president in charge of
NBC-TV sales, who pointed out that the sched-
ule marks Admiral’s initial use of the network’s
participating programs. Through its agency,
Henri, Hurst & McDonald, Chicago, Admiral
has bought daily announcements on the two
programs for 52 weeks, covering a total of 520
participations.

Newspaper Ad Rates Gain
Over Circulation Increases

AVERAGE net paid circulation of U. S. daily
newspapers has increased 10.3% since 1946
while their average open line rate has gone up
52% and their average maximil rate up 37.8%.

This difference between newspaper circulation
gains and their increases in rates is shown in a
study issued by Assn. of National Advertisers
last week and described by ANA as “the most
comprehensive report ever made on daily news-
paper circulation and rate trends.”

Using an index of 100 as the 1946 base, the
report shows that average net paid circulation
of U. S. English-language dailies has increased
steadily to 1103 in 1956, while the average
open line rate has gone to 152.0 and the average
maximil rate to 137.8. The maximil rate rep-
resents the cost of one line of advertising per
million circulation at the open or flat line rate,
which is the maximum rate charged for national
or general advertising.

Number of newspapers invelved in this com-
patison was 1,566 in 1956 as against 1,490 in
1946.

Carnation Boosts Chamberlin

HUGH R. CHAMBERLIN has been ap-
pointed associate advertising manager for Car-
nation Co.’s evaporated milks, Paul H. Willis,
vice president in charge of advertising, an-
nounced last week. Mr. Chamberlin will assist
E. A. Gumpert, general advertlsmg manager
for Carnation on dairy products, in the super-
vision of advertising for Carnation evaporated
milk and seven regional brands produced by
the company. Prior to joining Carnation in
Los Angeles, Mr. Chamberlin was associated
with Procter & Gamble, where he helped in-
troduce Pin-It home permanent, worked with
Shasta cream shampoc and was assistant brand
manager for Gleem toothpaste.
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Stronger than ever...

The strongest, steadiest Pulse in the booming
Pacific Northwest belongs to Radio KING.

Pulse Inc. rates Radio KING first in the morning
...in the afternoon...and, in the evening ...
seven days a week.

This healthy report is from a 15 County Area
Study taken by Pulse in March-April, 1956. The
study measures radio audiences by time periods...

*p

both in-the-home and out-of-home . .. and covers

all of Western Washington.

Hypo your sales in the important Puget Sound

market with Radio KING. Ask your Blair

rep for details.

50,000 Watts
ABC—Blair, Inc.

FIRST IN SEATTLE

Radio KiNG
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Radio and television are so vital a part of today’s advertising economy that
it’s shocking to realize how very young they are. Broadcasting’s growth has
been electric; this business that chalked up over a billion dollars in time sales
last year didn’t even exist thirty-five years ago. Even more startling — the
good right arm that wrote one out of every three of those sales-dollars didn’t
exist twenty-five years ago.

And yet it was just shy of twenty-five years ago that pioneering advertising
men like Paul H. Raymer created the system of exclusive national broadcast
representation. It’s fair to say that the Paul Raymers built this way of doing
business.

But it’s not enough to build a business...to grow with it...or even to survive
in it.

To satisfy broadcasting’s voracious demands on its national spot arm — the
Paul H. Raymer Company has traced a spiralling growth pattern...a pattern
that outlines the only kind of stability that can stand up to competitive fire.

It’s been a growth in service and skills, in coverage and depth, in sales tech-
niques and in men.

Most of all, perhaps, in responsibility to the stations it represents.

Few representatives can match the twenty-four year Raymer record of growth,
progress and leadership in national spot sales.

PAUL H. RAYMER COMPANY, INC.

Exclusive National Representative Since 1932
NEW YORK * CHICAGO * LOS ANGELES
DALLAS * SAN FRANCISCO “ R4
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DETROIT - ATLANTA Q ?
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Revion, Hal March Face
Broadway Producers’ Suit

REVLON Inc., New York, the cosmetics manu-
facturer which hypoed sales with its The 364,000
Question on CBS-TV, found itself involved last
week in a $250,000 suit that charges the firm
with depriving two Broadway producers of the
services of star Hal March.

The producers, Alexander H. Cohen and
Ralph Alswang, charged in New York Supreme
Court that Revion persuaded Mr. March to
break his contract to star in a forthcoming
comedy, “The Brass Section.” The star, accord-
ing to the complaint, was signed for the show
on March 8 and was to receive 10% of the gross
box office receipts, but was “intentionally and
maliciously” induced to breach the agreement so
that he could take on an additional tv program
for the firm. Mr. March, however, stated that
as of the present he was not going to do another
tv show for Revlon.

At the same time, the producers instituted a
proceeding against Mr. March with the Ameri-
can Arbitration Assn. The play was to have
gone into rehearsal late next month.

Revlon, which has 20 days to answer the
complaint, said only that George Abrams, vice
president in charge of advertising, had “cate-
gorically denied all of the allegations.”

Mr. March was quoted variously as terming
the suit as “ridiculous” in that Revlon used no
coercion and as expressing himself “ready, will-
ing and able” to start rehearsal no later than
Aug. 15. Mr. March’s attorney, Morton Becker
of Jaffe & Jaffe, New York, told BeT that so
far as he was informed, Mr. March was willing
to star in the new Max Wilk comedy. Revlon’s
attorneys are Blumberg, Singer & Blumenthal,
New York.

In a statement Wednesday, Mr. Cohen de-
clared that “if this sort of conduct is to be
tolerated,” a producer could spend a year in
preparing a play, hiring his star and “plan pro-
duction around him,” only to find the actor *can
disregard his commitments merely by saying
that he no longer wishes to honor his contract.”
Mr. Cohen asserted that Mr. March, and his
representatives, vacillated as to carrying out the
contract dependent “upon the daily progress of
his negotiations with Revlon.” The complaint
against Revlon was prepared by Milton R. Weir,
attorney with Cohen & Alswang, New York.

Slenderella Ups Budget,
Buys CBS, ABC Radio Time

SLENDERELLA INTERNATIONAL, which
recently upped its radio budget to $1.92 mil-
lion [BeT, June 4], last week added another
$250,000 to the total by purchasing participa-
tions on both CBS Radio and ABC Radio
shows. On CBS—via its agency, Management
Assoc. of Connecticut, Stamford—it signed a
13-week contract for three segments weekly of
The Bing Crosby Show, The Mitch Miller
Show and The Galen Drake Show. The con-
tract, effective today (Monday), marks the first
buy of Slenderella on CBS Radio, although it
has bought time on both Colunibia Pacific
Network and local CBS stations.

It also has purchased segments of ABC
Radio’s morning serial program, When a Girl
Marries, for 26 weeks, effective Aug. 6 (see
story, page 74).

Meanwhile, CBS Radio also announced that
Bronze Tan, a division of Shulton Inc., Clifton,
N. J., through the Wesley Assoc. Inc.,, New
York, had bought its first network radio cam-
paign, effective last Friday. The suntan lotion
will be featured on 15-minute portions of The
Arthur Godfrey Show throughout July.
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at the lowest cost per thousand

W F B BAILTIMORES BEST BUY
REPRESENTED B8Y JOHN BLAIR AND COMPANY
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-4,119,000
EVERY
MINUTE!

Five days a week, 12:00 noon to 2:45 pm, cNYT
an average of 4,115,000 people a minute listen
attentively to CBS Radio.

Mostly, they’re homemakers, too busy for other
advertising media. They’re listening to the

11 dramatic serials that are the strongest lineup
in all daytime radio.

In the course of one week, these programs reach
one out of every four households in the U.S.




this is the right time to buy...

12:00 N.
12:15 PM

12:30 PM

12:45 PM
1:00 PM
1:15 PM
1:30 PM
1:45 PM

2:05 PM
2:19 PM

2:30 PM

From left to right:

WENDY WARREN & THE NEWS
BACKSTAGE WIFE
ROMANCE OF HELEN TRENT
OUR GAL SUNDAY

ROAD OF LIFE

AUNT JENNY

YOUNG DR. MALONE
GUIDING LIGHT

RIGHT TO HAPPINESS
SECOND MRS. BURTON
THIS IS NORA DRAKE

THE GBS RADIO NETWORK



. ARF STARTS STUDY
OF COUNTY TV SETS

Figures to be based on Census
Bureau and Nielsen surveys.
No definite release date set.

THE Advertising Research Foundation last
week began work on a project designed to
produce individual county estimates of tele-
vision households as of February 1956, similar
to a tabulation released by ARF earlier this
year [B®T, April 30] on tv households as of
June 1955. The project will cost about $17,000,
according to ARF, and is being ‘underwritten
by ABC, CBS-TV, NBC, NARTB and TvB.

The ARF report will be based on informa-
tion obtained on television sets in 1956 by
the U.S. Bureau of the Census in conjunction
with its Current Population Survey, the founda-
tion reported. ARF’s general plan is to com-
bine this information with data from the
Nielsen Coverage Service as of March 1, 1956,

The statistical procedures to be employed
are described as “similar” to those used in
the earlier ARF tv household report, “U.S.
Television Households by Region, State and
County—June 1955.” Tt was pointed out that
“some modifications may be necessary.”

The foundation observed that it is *difficult”
to predict the completion date of the project
“before the census and Nielsen data are ex-
amined in detail to determine whether any
unusual statistical problems may be involved,”
and added:

“If there are no unusual problems, then it
is expected that county estimate computations
will be completed by September. However,
computation of standard errors depends in
part on a calculation that only the Census
Bureau can perform. Because of the heavy
workload, including commitments to other
[U.S. government agencies, it is possible that
the bureau may not be able to complete these
[calculations by the time the county estimates
have been completed. Therefore, if ARF’s
technical committee decides that the standard
errors should be included in the report, it may
e that another month or two will be required
for completion and publication of the report.”

ARF reported it has made arrangements
with the Census Bureau to add tv household
questions to its August 1956 Current Popula-
tion Survey questionnaires, with the cost being
defrayed by the aforementioned underwriters.
ARF added that it “does not now contemplate
computing individual county estimates based
on the August data.”

Fried Named Doner V.P.

|

HERB FRIED, account executive for W. B.
Doner & Co., has been appointed vice presi-
dent in charge of the advertising agency’s Balti-
more office, it was
announced last
week.

Mr. Fried began
his advertising ca-
reer in 1946 with
Foote, Cone & Beld-
ing, Chicago, served
in various
ments and was
named account exec-
‘utive in 1952, From
1954 to 1955, he
was an account ex-
ecutive for Weiss
B-L MR. FRIED and Geller, Chicago,
d joined Doner in the same capacity in 1955,
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.Advance Schedule
Of Network Color Shows
(All times EDT)

CBS-TV

July 7 (7-7:30 p.m.) Gene Autry Show
William Wrigley Jr. Co., through Ruth-
rauff & Ryan. g

NBC-TV

July 2-6 (3-4 p.m.) Matinee, participating
sponsors (also July 9-13, 16-20, 23-27,
30-31).

July 4 (7:30-7:45 p.m.) J. P. Morgan
Show, sustaining (also July 18).

July 4 (9-10 p.m.) Kraft Television The-
atre, Kraft Foods, through J. Walter
Thompson {alsc July 11, 18, 25).

July 7 (8-9 p.m.) Patti Page Show, par-
ticipating sponsors.

July 8 (5-5:30 p.m.) Zoo Parade, sustain-
ing (also July 15, 22, 29),

July 12 (10-11 p.m.) Lux Video Theatre,
Lever Bros. Co., through J. Walter
Thompson (also July 19, 26).

. July 15 (7:30-9 p.m.) Sunday Spectacu-
lar, “The Bachelor,” participating spon-
SOrSs.

July 21 (8-9 p.m.) Julius La Rosa Show,
participating sponsors (also July 28).
July 22 (9-10 p.m.) Alcoa Hour, Alu-
minum Co. of America, through Fuller,
Smith & Ross.

July 23 (8-8:30 p.m.) Producer's Show-
case, “Rosalinda,” Ford Motor Co.,
" through: Kenyon & Eckhardt and RCA
through Kenyon & Eckhardt, Al Paul
Lefton & Grey.
July 29 (9-10 p. m.) Goodyear Playhouse,
Goodyear Tire & Rubber Co., through
Young & Rubicam.

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

Ted Bates Announces Changes
In tts Radio-Tv Department

NEW assignments in the radio-tv department

of Ted Bates, New York, were announced last
week by James C, Douglass, vice president and
director of the department.

Changes include Herbert Gunter, vice presi-
dent, who becomes director of television com-
mercials in addition to continuing to work with
copy and account groups and supervising all
commercial film production; Thomas F. Mec-
Andrews Jr., assistant vice president, who was
named director of operations, supervising all
programming and live commercial production;
Thomas W. Hanlon who becomes assistant
director of the film department, and Robert
Margulies, formerly with Young & Rubicam,
who was appointed a film producer,

Brother Adv. Agency Expands

THE D. P, Brother advertising agency, Detroit, -

has expanded its office space to 32,000 sq. ft.
and combined its staff into two adjacent build-
ings on the same floor level. The agency’s
offices in the General Motors Bldg., and the
Argonaut Bldg., are connected by an overhead
bridge. Other company offices are located in

- New York and Los Angeles.

No Bait-Switch Ads
On Networks, BBB Says

INDISCRIMINATE attacks on the telecasting
industry for so-called “bait-switch” advertising
is unjustified because these criticisms fail to
distinguish between network practices and those
followed by some independent stations, accord-
ing to the June issue of the News Bulletin of
the National Better Business Bureau Inc.

The lead article in the publication declared
the bureau “knows of no case where ‘bait-
switch’ advertising has appeared on any of the
three national tv networks.” It pointed out
that each of the three tv networks maintains
full-time continuity departments or divisions
which are “scrupulous in their denial of broad-
casting facilities to fraudulent advertisers,” and-
each ‘network rejects “very substantial revenue
in the form of proffered advertising which is
held to be not in the public interest.”

“The continuity acceptance experts of the
three networks are in daily contact with the
National Better Business Bureau,” the article
revealed. “During 1955, for example, they
sought the assistance of the bureau in determin-
ing the reliability of advertisers and their prod-
ucts or the validity of proposed advertising
claims in more than 700 instances.”

The article said that “the only instances” of
“bait-switch” broadcasts specifically cited in
criticisms coming to the NBBB’s attention have
occurred on non-network broadcasts, It added
that the bureau “does not suggest that all, or
a majority, of local stations, independent or
otherwise, have been guilty of such practices.”

Judge Rules Out Indictment
Charging False Advertising

INDICTMENT of four men on charges of
“bait” advertising on television was dismissed
in Chicago Criminal Court June 22 as “too
vague and evasive,”

Judge Wilbert F. Crowley quashed the in-
dictment against Irving Rocklin, president of
Rockling Irving & Assoc.; Ira Segall, copywriter
at the agency; Irwin Cole, president of Cole-
Finder (automobile agency), and Kenneth Sieg,
former Cole-Finder salesman. Judge Crowley
claimed the indictment contained ‘“no partic-
ulars for an attorney to defend against.”

The indictment was returned by the Cook
County (Ill.) grand jury after an investigation
by the Chicago Better Business Bureau, which
cited tv commercials aired on WNBQ (TV)
that city Feb. 25 and 27. The original charges
were broadened to include the advertising
agency at the request of State Attorney John
Gutknecht [AT DEeapLINE, May 28; BeT,
April 30].

Kenyon & Eckhardt to Open
Regional Office in Atlanta

KENYON & ECKHARDT, New York, is estab-
lishing a regional advertising office at 795
Peachtree St., N.E., Atlanta, according to Wil-
liam B. Lewis, president. Until now, K&E
has maintained a service operation in Atlanta
for the handling of Lincoln-Mercury Dealers
Assoc.

Other accounts to be serviced initially in
the new office are Pepsi-Cola, RCA television
and radio sets, RCA-Whirlpool washers, dryers
and -other appliances. “K&E’s move to Atlanta
is in recognition of our clients’ needs for strong
regional merchandising support. Also K&E ex-
pects to service out of its Atlanta office new ad-
vertisers with top calibre advertising developed
especially for their needs,” Mr. Lewis said.
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The Prestige Station of Wachita, Kansas

KANS

N(BIC

Announces the Appointment of

SIMMONS ASSOCIATES, Inc.

NEW. YORK CHICAGO |

220 PARK AVENUE 333 NORTH MICHIGAN AVE,
MURRAY HiLL 8,282) DEARBORN 2-2375
DAVID 'N. SIMMONS GALE BLOCKL, JR.

As Nuational Sales Repiresentatives

July 1, 1956
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RCA INTRODUCES A COMPLETELY

“FAMILY” OF AUDIO

A model to “fit” every station requirement. ..

ALL HAVE “BUILT-IN" POWER SUPPLIES,
MONITORING AMPLIFIERS AND SPEAKER RELAYS

Here is.a “family” of three consolettes that give you the
widest choice of facilities ever offered. All have printed-
wiring amplifiers in modular construction, providing the
utmost in circuit uniformity and performance. Each model
has its own “‘built-in’” power supply (the BC-6A has two).
Each has built-in monitoring amplifiers and speaker relays.

INSTALLATICN IS QUICK, EASY...INEXPENSIVE

The “self-contained’’ feature of all three models makes
them easy to install. There is no need for costly external
wiring and “hunting” for a place to mount such items as
power supplies, monitoring amplifiers and speaker relays.
The reduction of external wiring minimizes the chance of
stray hum pick-up greatly improving system performance.

CONVENIENT OPERATION

The low height of each consolette affords maximum studio
visibility . . . no stretching to observe cues. Relaxed wrist
comfort is provided by mixer controls on the right slant ...
at the right position above the desk top. RCA-developed

Tilt-forward front ponel
permits quick occessibility to mixer
pads and spring contacts; makes
maintenance easy.

finger-grip knobs provide convenient, positive contro! and
are color coded for “function identity.”

EASE OF MAINTENANCE

Routine maintenance time is reduced by the quick accessi-
bility of all components . . . easy-to-clean mixer pads,
simple-to-adjust leaf-spring contacts on key and push-
button switches. This is achieved by a snap-off top cover
and a tilt-forward front panel, in addition to strategic
placement of components.

RCA MATCHED STYLING PERMITS EXPANDABILITY

Styled with 30-degree sloping panels which match previ-
ous equipments such as the BC-2B consolette, BCM-1A
mixer, and compatible among themselves, a wide range of
augmented facilities is possible. Paired BC-5As provide
dual channel operation and extended facilities. Addition
of the BCM-1A mixer to any of these consolettes is simple
and provides added microphone inputs.

THEY WORK WELL INTC CUSTOM ARRANGEMENTS

Simple functional design and “engineered” compactness
makes any number of custom installation arrangements
possible. A custom “U" arrangement of two BC-5As flank-
ing a BCM-1A mixer is possible. The 30-degree front
panels match the slope of video contro! equipment making
them suitable for use in television studio custom applica-
tions as well as in radio.

Ask your RCA Broadcast Sales Representative
Jor detailed information

RADIO CORPORATION of AMERICA

BROADCAST AND TELEVISION EQUIPMENT +« CAMDEN, N. J.




NEW

CONSOLETTES

BC-5A NINE INPUTS

—facilities for 4 microphones, 2 turntables, 2 remote
lines, 1 network or tape. 4 mixer posiuons. Brilt-in
power supply. Easily expanded for dual channel use

by “pairing.” Block building !ends “custom touch"” $875*
when paired with existing BC-2B’s............ ST

BC-3B THIRTEEN INPUTS

—facilities for 6 microphones, 2 turntables, 2 remote
lines, 1 network, 2 urtility inputs which may be used for addi-
tional rurntables, tape, or as required. Eight mixer positions. Built-in power supply.

Easily expanded for dual channel use by pairing with BC-5A. Convenient script rack. $1095*
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BC-6A TWENTY-TWO INPUTS

—facilities for 10 microphones, 2 turntables, 2 tape, 2 film, 5 remote

lines, 1| network. Dual or single channel gperation with “split-mixer’”” faders. Master

fader controls both channels simultaneously. Ideal for binaural broadcasting. Nine mixer positions. Two
built-in power supplies (one for each channel) for greater reliability. Two monitoring channels, one for pro-
gram moaitoring and talkback, one for cueing and feeding background to studios. Convenient script rack. $ ] 7 5 0*

*Less Tubes— Prices subject to change withont notice.



Amoco Buys More Spots

AMERICAN, OIL. Co. will up its radio-tv
budget for the year in excess of $1 million by
buying 14 five-minute spots on NBC Radio’s
Monitor each- weekend starting next Saturday.
The segmérits will feature a “top tune of the
week,” up-to-the-minute sports news with NBC'’s
Lindsey Nelson and a series of Bob and.Ray
commercial satires. In addition to the Monitor
purchase, Amoco will launch a 26-week spot
radio campaign in 44 eastern markets, starting
today (Monday), through its agency, The Jo-
seph Katz Co., New York and Baltimore [AT
DEADLINE, June 18]. Firm also is retaining its
Friday 10:30-11 p.m. siot on CBS-TV with a
summer replacement show for Person-to-Person
(see story, page 98).

Lorillard Appoints Yellen

MANUEL YELLEN, west coast sales man-
ager, P. Lorillard Co. (Old Gold, Kent cig-
arettes and other tobacco products), New York,
last week was named to succeed Alden James,
who recently resigned as advertising director
of the firm.

Mr. Yellen has been with Lorillard since
1933, beginning as a salesman, later became
divisional sales manager at Cleveland, and,
after service in the U. S. Navy, was appointed
by Lorillard as head of the firm’s west coast
sales operations.

D'Arcy Names Four V.P.'s

ELECTION of four new vice presidents and
one new director was announced last week by
D’Arcy Adv. Co., New York. Newly-elected
vice presidents are Gene M. Cowall, art direc-
tor, St. Louis; Dean Coyle, art director, New
York; Lee White, account supervisor on Ander-
son, Clayton & Co. Foods Div. and Vern East-
man, manager of Los Angeles office.

The new director is James B. Orthwein, who
has been a vice president of the company for
10 years in the St. Louis office.

13th Year for Gillette

GILLETTE CO., Boston, has renewed spon-
sorship of the Cavalcade of Sports on NBC-
TV and NBC Radio on Friday, starting at 10
p.m. EDT, effective Sept. 27, it was announced
last week by George H. Frey, vice president
in charge of sales for NBC-TV. Maxon Inc. is
the agency. According to NBC-TV, this marks
the 13th year that the boxing bouts have been
sponsored by Gillette on the network, starting
on a local basis on WNBT (TV) New York
(now WRCA-TV) on Sept. 29, 1944,

AGENCY APPOINTMENTS

Halco Products Inc. (Southern Gold orange
juice, other citrus products), Orlando, Fla., ap-
|poim:s Kenyon & Eckhardt, N.Y.

A. Goodman & Sons Inc. (noodles, other prod-
ucts), Long Island City, N. Y., formerly handled
by Al Paul Lefton Inc., N.Y. to Doyle Dane

IBernb::u:li, N.Y.

Gibraltar Savings & Loan Assn., Beverly Hills,
lif., names Dreyfus Co., L.A.

SPOT NEW BUSINESS

American , Tobacco Co. (Lucky Strike ciga-
rettes), N. Y., through BBDO, N. Y., preparing
52-week television spot announcement campaign
in limited number of markets.
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LATEST RATINGS

TOP TV SHOWS, JUNE 1-7

Net-

Ronk Program Sponsor Agency work  Stations Time Roting
1. Ed Sullivan Lincoln-Mercury Kenyon & Eckhardt CBS 180 Sun., 8.9 50.5
2, $64,000 Question Revlon BBDO CBS 165 Tues., 10.10:30 48.7
3. ! Love Lucy Practer & Gomble  Biow CBS 155 Mon., 9-9:30 45.3

General Foods Young & Rubicam 157
4. $64,000 Challenge P. Lorillard Young & Rubicam CBS m Sun., 10-10:30 41.0
e Revion C. J. LlaRoche
What’s My Line? Jules Montenier Earle Ludgen CBS 70 Sun., 10:30-11 368
5. - Remington-Rand Young & Rubicam m
You Bet Your Life DeSote BBDO NBC 157 Thurs. 8-8:30 36.B
7. December Bride General Foods Benton & Bowles CBS 183 Mon., 9:30-10 34.8
8. ['ve Got a Secret R. J. Reynolds Wm. Esty CBS 170 Wed., 9:30-10 34.3
Perry Como Armour Tatham-Lajrd NBC 81 Sat., B.9 3.0
. Darmeyer John W. Show 82
Gold Seal Camphell-Mithun 86
International Foote, Cone & Belding 20
9. Caellucotton
Noxzema SSC&B 95
Teni North Adv. 91
| Alfred Hitchcock  Bristo] Meyers Young & Rubicam CBS 110 Sun., 9:30-10 33.0
Lineup Brown & Wi]liqmson Ted Bates CBS 176 Frl., 10-10:30 33.0

Rank Program Viewers Rank Program Viewers Rank Progrom Viewers
1. Ed Sullivan 48,370,000 5. Perry Como 31,83¢,000 B. lVMve Got a Secret 27,400,000
2. $64,000 Question 39,540,000 6. George Gobel 28,330,000 9. You Bet Your Life 27,350,000
3. 1 love Luey a8 X 7. December Bride 27,530,000 10. What's My Line? 26,440,000
4, $564,000 Challenge 33,460,000

Copyright, American Research Bureau Inc.
« TOP TV SHOWS (TWO WEEKS ENDING MAY 26)
1 Total
Audience
Tv Homes
. Net- No. of Reached

Rank Program Sponsor Agency work Stations Day & Time 000)
1. 364,000 Question Revion o} CB! 165 Tues,, 10-10:30 15,403
2. Ed Svllivan Show Lincoln. Mercury Kenyon & Eckhardt CBS 180 un., 8. 15,184
3. | Love Luey Procter & Guambie Biow CBS 155 Mon., 9-9:30 14,235

General Foods Young & Rubicam 157
4. December Bride General Foods 8enton & Bowles CBS 183 Mon., 9:30-10 12,994
5. Lux Theatre Lever Brothers J, Walter Thompson NBC 129 Thurs., 10-11 12,374
6. Ford Theatre Ford Motor Co. J. Walter Thompson NBC 156 Thurs., 9:30-10 11,936
7. ' Cavalcade of Sports  Gillette Maxon NBC 141 Fri.,, 10-10:45 11,790
8. Disneyland Amarican Motors Geyer & Brooks, Smith, ABC 180 Wed., 7:30-8:30 11,790
French & Dorrance
American Dairy Campbell-Mithun
Derby Foods McCann-Erickson
9. Jack Benny Show American Tobacco  BBDO CBS 172 Sun., 7:30.8 11,644
10. Perry Como Show Armour Tatham-Laird NBC 81 Sat., 8-9 11,534
Dormeyer John W. Shaw B2
Gold Seal Campbell-Mithun 86
International-Cellu-  Foote, Cone & Belding 90
cotton
Noxzema Sulfivan, Stauffer, Colwell 95
& Bayles .
Tonl North Adv. 91
1 Average Audience
Tv Homes Rearhed * Total Audience % * Total Audience %

Rank (000) Rank of Tv Homes Reached Rank of Tv Homes Reached
1. $64,000 Question 14,235 1. $64,000 Question 43.7 1. $84,000 Question 40.4
2. | Love Lucy 13,213 2. Ed Sullivan Show 43.2 2. 1 love Lucy 37.2
3. December Bride 12,045 3. ! Love Lucy 40.0 3. December Bride 34.3
4, Ed Sullivan Show 11,717 4. December Bride 37.0 4, Ed Sullivan Show 334
5. Ford Theatre 10,731 5. Lux Theatre 5.8 5. $64,000 Challenge 309
6. GE Theatre 10,512 6. Cavalcade of Sports 34,2 6. Ford Theatre 30.4
7. $64,000 Challenge 10,439 7. Ford Theatre 338 7. GE Theatre 30.2
8. I've Got a Secret 10,330 B. Perry Como Show 333 B. I've Got a Secret 29.8
9. Cavaleade of Sports 10,184 9. Disneyland 33.2 9. Cavaleade of Sports  29.5
10. Dragnet 10,147 10. Jack Benny Show 332 10. A. Hitchcock Presents 29.4

[Details on programs in preceding three tables, but not listed In top table]

General Electric Theatre General Electric  BBDO CBS 153 Sun., 9-9:30

$64,000 Challenge P. Lorillard Young & Rublcam CBS m Sun.: 10-10:30
Ravlon C. J. LaRoche

I've Got a Secret R. J. Reynolds Wm. Esty CBS 170 Wed., $:30-10
Dragnet Liggett & Myars Cunningham & Walsh NBC 169 Thurs., B:30-9
Alfred Hitchcock Presents Bristol-Myers Young & Rubicam CBS 110 Sun., 9:30-10

1 Homes reached by all or any port of the program, except for homes viewing only 1 to 5 minutes.

1 Homes reached during the averoge minute of the program.
* Percented ratings are based on tv homes within read

Copyright 1956 by A. C.

of station facilities used by each program,
Nielsen Co.

TOP RADIO SHOWS (2 WEEKS ENDING MAY 12)

Net- No. of Homes

Rank Program Sponsor Agency work  Statlons Day & Time 000/

Evening, Once-a-week {Average for All Programs) ibﬂ;

1. Dragnet RCA Kenyon & Eckhardt NBC 185 Tues., 8-8;

2. Qur Miss Brooks  Toni North Adv. CBS 203 Sun.s, 3%23%0 }ﬁg .

3. You Bat Your Life DeSoto BBDO NBC 194 Wed., 9-9:30 1:608

4. Two for the Money P. Lorillard Lennen & Newall CBS 203 Sun., B130-9 1,561

5. News & Gene Autry William Wrigley Jr, Ruthrouff & Ryan CBS 191 Sun., 6-6:30 1,324

6. Edgar Bergen CBS Columbia Ted Bates CBS 200 Sun., 7-8 1277

7. People Are Funny RCA Kenyon & Eckhardt NBC 177 Thurs., 8-B:30 1,277

Brown & Willlumson Ted Bates
Tokates Co.
Realemon Rutledge & Lillianfeld
8. Truth or Canse- RCA Kenyon & Eckhardt NBC 177 Wed., B-8:30 1,230
quences Realemon Rutledge & Lillianfeld X
9. Edgar Bergen Brown & Williumson Ted Bates Ccas 200 Sun., 7-8 1,183
10. True Detective Participating sponsors MBS 489 Mon., 8-8:30 1,183
Mysterias .
(Continues on page 52)
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Hi, ho
Hi, ho

It's off to fun we go

With ABC
Personalities

On our ra-di-o.

7>
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@H’“ﬂ "
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WABC v von

Home of ERNIE KOVACS, MARTIN BLOCK,
BEA WAIN and ANDRE BARUCH, ARTHUR VAN HORN,
FRANK FARRELL, HOWARD COSELL and '

many more favorites.

Represented nationally by JOHN BLAIR & CO.
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ADVERTISERS & AGENCIES

NIELSEN (Cont'd from page 50)

Evenlng, Multi-Weekly

(Average for All Programs) (710)

1. News of the World Miles Lobs Geoffrey Wade NBC 194 Mon.-Frl., 7:30.45 1,419
2. One Mon's Famlily Particlpating sponsors NBC 182 Mon.-Fri., 7:40-8 1372
3. Lowell Thamas United Motor Service Campbell-Ewald CBS 198 Mon.-Fri., 6:45-7 1,088
Division of
Generdl Motors
Weekdoy (Average for All Programs) (1,183)
1. Helen Trent Toni North Adv. CBS 185 Tues. & Thurs. & Mon. & 1,797
General Foods Young & Rubicom Wed., alt. wks., 12:30-45
2. Wendy Warren Standard Brands Ted Bates Cas 190 IA'P'I g::gs. Meon.-Frl., 1,797
3. Wendy Warren Philip Morris The Biow Ca. CBS 191 IA;"I ?1?, Mon.-Fri., 1,797
4. Wendy Warren Hazel Bishop Raymond Spectar CBS 189 IA2"'I ?1'5" Mon.-Fri., 1,797
5. Helen Trent Tonl North Adv., CBS 185 Alt. Weeks, Mon. 1,750
General Foods Young & Rubicam Wed., Tues. &
Thurs., 12:30-45
& Guiding Light Procter & Gambla  Compton CBS 143 Mon..Frl., 1:45.2 1,750
7. Arthur frey Amorijun Home Young & Rubicam CBS 201 Thurs., 10:30-45 1,703
Products
8. Arthur Godfre Compana Erwin Wase CBS 195 1,856
9. Young Dr. Malone Chesebrough J. Walter Thompsen CBS 112 Alt. Doys, Mon.-Frl., 1,656
Tonl Narth Adv 189 1:30-45
Carter Products Ted Bates 186
10. Young Dr. Malone Same sponsors as above 1,656
Day, Sunday (Average for All Programs) (474)
1. Woolworth Hour  F. W. Woolworth Lynn Baker CBS 198 Sun., 1.2 1.04)
2. Robert Trout News General Motors Compbell-Ewold CBS 154 Sun., 10-10:15 851
3. News 851
Day, Saturda (Average for AII Programs) (662)
1. Gunsmoke Liggett & Myers Cunningham & Walsh CBS 200 Sat., 12:30-1 1,561
2. Robert Q. Lewis ﬁ Gordon Best CBS 198 Sat., 11:55-noon 1,277
3. Allon Jackson— hwrolel Campbell-Ewald CBS 178 Sat., 12-12:05 1,230
News
. Copyright 1956 by A. C. Nielsen Co.
PULSE
TOP REGULARLY SCHEDULED ONCE-A-WEEK-TV SHOWS
No. of
Stations Day & Time Rating
Program Sponsor Agency Network May Apr. May Apr.
1. $64,000 Question Revion BBDO CBS 165 183 Tues., 10-10:30 445 454
2. Ed Sullivon Lincoln-Mercu Kenyon & Eckhardt CBS 180 T1BO un., 8- 442 443
3. | Love Lvey Procter & Gomble  Blow CBS 155 155 Mon., 9-9:30 406 40.2
General Foods Young & Rubicam 157 157
4. You Bet Your Lifs DeSoto BBDO N8C 157 157 Thurs., 8-8:30 357 363
5. $64,000 Challenge P. Lorillard Young & Rublcam CBS 111 1M Sun., 10-10:30 33.2 30
Revlon J. LaRoche
&, Perry Como Armovr Totham-Laird NBC 81 81 Sat., 8.9 3.1 328
Dormeyer ohn W. Shaw 82 82
Gold Seal Campbell-Mithun 86 86
International Foote, Cone & Belding 90 90
Cellucotton Prod.
Noxzema Chemical  Sullivan, Stauffer Colwell 95 95
& Bayles
Tonl Weiss & Geller 1 91
7. Disneyland American Motors Geyer & Brooks, ABC 180 180 Wed., 7:30-8:30 32.7 348
Smith, French & Dorrance
American Dalry Campbell-Mithun
Derby Foods McCann-Erickson
8. Jack Benny American Tobacco  BBDO CBS 172 172 Sun., 7:30-8 32.7 334
9. Jackie Gleason Buick Div. of Kudner CBS 187 187 Sat., 8.8:30 320 325
General Motors
10. Decamber Bride  General Foods Benton & Bowles CBS 183 181 Mon., 9:30-10 3.0 34
11. Dragnet Liggett & Myers Cunninghom & Walsh NBC 157 162 Thurs., 8:30.9 30.8 230.2
12. Ciimax Chrysler McCann-Erickson CBS 162 1482 Thurs., 8:30-9:30 29,92 32.9
13. GE Theatre General Electric BBDO CBS 153 Sun., 9-9:30 29.5 —
14. What's My Line? Jules Montenier Earle Ludgin CBsS 70 70 Sun., 10:30-11 29.4 29
Remington Rand Young & Rubicam M m
15. Phil Silvers R. J. Reynolds Wm. Esty 16% Tues., 8-8:30 285 —~
Amana Refrig. Mavry, Les & Marshall 151
16. Fireside Theatre Procter & Gomble Compton 132 132 Tues., 9-9:30 27.7 284
17. Caesor’s Hour American Chicle Dancer-Fitzgerold- NBC 116 Mon., 8.9 271
mple
Helene Curtis Eorle Ludgin
Remington Rand Young & Rubicam
18. This Is Your Life  Procter & Gamble Benton & Bowles NBC 133 133 Wed., 9:30-10 27.0 27.2
19, Lux Video Theotre Lover Brothers J. Walter Thompson  NBC 129 129 Thurs.,, 10-11 269 265
20, Medic Dow Chemical MnAcgmnus, John & NBC Bl Mon., 99130 267 —
oms
Procter & Gamble  DancerFitzgerald- B4
Sample
General Electric 84
20. Robt. Montgomery 5, C. Joh ?'B dh Lovis & NBC 98 Mon., 9:30-10:30 26.7 —_
/ ror
Schick Wurwu{ & Legler
TOP TEN REGULARLY SCHEDULED MULTI-WEEKLY SHOWS
1. Mickey M Club ted sp s and various ABC 94 94 Mon.-Fri., 5-6 19.7. 19.9
agencies
2. Guiding Light Procter & Gamble  Compton CBS 113 113 Mon.,-Fri., 12:45-1 11.8 12
3. chrrc For Procter & Gomble Blow CBS 125 125 Mon.-Fri., 4-4115 1.0 108
omorrow
4. Love of Lifs An';erl:nn Home Ted Bates CBS 153 153 Mon.-Frl,, 12:15-12:30 10.5 103
rod. ,
5. Valiont Lady ~ General Mills D-F.§ CBS %7 97 Mon.-Frt, 12-12:15 10.1 99
Toni North Adv. 71 71
Wesson Oil Fitzgerald 99 99
Scott Paper 70 70
6. Arthur Gadfrey participating sponsors and agencles CBS 99 99 Mon.-Thurs., 10-11:30 9.6 9.7
7. News Caravan Plymoufh N . Ayer NBC 116 116 Man.-Frl., 7:45-8 94 98
R. J. Reynolds Tob. 'Wm. Esty
8. Big Payoff Colgah-PuIrnoﬂv- Wm. Esty CBS 121 121 Mon.-Frl., 3-3:.30 21 93
9. CBS-TV News Whitehall 55CaB CBS 75 75 Mon.-Frl., 6:45-7 93 92
American Tobacco
10. Pinky Lee parficipating sp s and dgencd| NBC 70 Mon.-Fri., 5-5:30 80 —
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Standard Brands (Hunt Club Dog Food), N. Y.,
planning extension of television spot announce-
ment campaign in three markets—Bay City,
Mich.; Toledo, Ohio, and Fort Wayne, Ind.—
starting July 2 for about 20 weeks. Ted Bates
Inc., N. Y., is agency.

Clairol Imc. (hair preparation), N. Y., will
sponsor The Rosemary Clooney Show for
“double exposure” each week on WPIX (TV)
and WRCA-TV, both New York. Exact time
and date program will be presented will be
announced shortly. Agency is Foote, Cone &
Belding, N. Y.

Quaker City Chocolate & Confectionery Co.,
Philadelphia, has bought CBS-TV Film Sales
Brave Eagle tv film series in seven markets,
starting in early fall. Through Adrian Bauer
& Alan Tripp Inc., Phila, Quaker City will
sponsor series in New York, Philadelphia, De-
troit, Cleveland, Chicago, Pittsburgh and either
Baltimore or Washington.

NETWORK NEW BUSINESS

Union Carbide & Carbon Corp., N. Y., has
signed as third advertiser for Omanibus on ABC-
TV Sunday evenings, starting in the fall. Other
advertisers on show continue to be Aluminium
Ltd. and J. P. Stevens & Co. Union Carbide’s
agency is J. M. Mathes Inc., N. Y. Network
expects to sell fourth portion of show shortly.

Gulf Ol Corp. (Gulf-Spray), Pittsburgh, spon-
soring this summer 30 7%-minute portions of
CBS Radio daytime programs, divided among
Romance of Helen Trent, Young Dr. Malone
and This Is Nora Drake, effective June 25.
Agency: Young & Rubicam, N. Y.

Mogen David Wine Corp., through Weiss &
Geller, both Chicago, signed for ABC-TV’s
Treasure Hunt, new $25,000 tv quiz program
starring Jan Murray. Premiere for Treasure
Hunt, scheduled Fridays, 9-9:30 p.m. EST,
is Sept. 7.

William Wrigley Jr. Co. (chewing gum), through
Ruthrauff & Ryan, both Chicago, has dropped
option on Sunday, 6-6:30 p.m. EDT time slot
on CBS Radio (vacated this spring following
Gene Autry’s retirement from radio) and pur-
chased strip of five quarter-hour daytime shows
for 52 weeks on CBS. New series, titled Just
Entertainment, will be heard Mon.-Fri., 2:45-
3 p.m. EDT, effective today (Monday), replac-
ing Aunt Jenny, which moves to 1:15-1:30 p.m.
EDT. Star of new series is Pat Buttram, veteran
of old Autry show.

Simoniz Co., Chicago, and American Tobacco
Co.,, N. Y., both through Sullivan, Stauffer,
Colwell, & Bayles, N. Y., will sponsor Best in
Mystery, which occupies the summertime spot
of Big Story on NBC-TV (Fri., 9-9:30 p.m.
EDT), starting July 13.

NETWORK RENEWALS

Aluminum Co. of America, through Fuller
& Smith & Ross, both Pittsburgh, has renewed
NBC-TV’s Alcon Hour (alternate Sundays, 9-
10 P.M. EDT) for another year, effective Oct.
14,

Toni Co., Div. of Gillette Co., through North
Adv.,” both Chicago, has renewed three CBS
Radio daytime serials for another year, effec-
tive June 25. Programs are Romance of Helen
Trent, Young Dr. Malone, and This Is Nora
Drake.

Liggett & Myers (L&M cigarettes), through
Dancer-Fitzgerald-Sample, both N. Y., will con-
tinue to sponsor Gunsmoke throughout summer,
Saturdays, 10-10:30 p.m. EDT on CBS-TV.
Cigarette manufacturer announced earlier it
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ask yourself

these questions before you buy a syndicated film show
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2. PROMOTABLE 2
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Q. 1. Isit a dependable program—a tried and proven audience builder of the
same high quality every week?
. Q. 2. Isit a merchandiseable program—will it work for you right through
to point-of-purchase?
Q. 3 Is it a promotable program—will it attract a steady following readily
and hold it week after week?

Q. 4 Is it an adaptable program—jexible enough to suit programming needs
in a variely of time periods?

A. The answer is YES—every time—when you select an audience-proven syndicated

hit from NBC TELEvVISION FiLMS. Every show is a top ielevision. atiraction—tailored to
TV’s exacting requirements and starring outstanding personalities. You're always sure of a

" program that will build large and loyal followings quickly—when you buy from NBC
TELEVISION FILMS.

663 Flith Avenue in New York; Merchandise Mart in Chi Taft Building in Hollywood. In Canada: RCA Victor, 225 Mutual Street, Toronto.

+ ADAPTABLE ?

. Badge 714
. Steve Donovan,

Western Marshal

. Crunch and Des
. The Great

Glilldersleeve

NBC Television
Films

Programs for
All Stations—
All Sponsors

A DIVISION OF KAGRAN CORPORATION




would continue alternate sponsorship of Do
You Trust Your Wife? on Tuesdays, 10:30-11
p.m. EDT, also on CBS-TV.

Radio Bible Class, Grand Rapids Mich., through
John M. Camp & Co., Wheaton, IIl., has re-
newed Radio Bible Class on ABC Radio, (Sun.,
8-8:30 a.m. EDT), effective July 1.

A&A PEOPLE

Joseph R. Burton, associate copy director, I.
Walter Thompson Co. Chicago office, Willard
J. Loarie and John V. Sandberg, account rep-
resentatives, all elected vice presidents. Wil-
liam Rega, radio-tv director at Campbell-
Mithum Inc., Chicago, to Thompson, same
city, as creative writer.

William E. Palmer, merchandising executive
at William Esty Co., N. Y., has been appointed
vice president of agency. Before joining Esty
last year, Mr. Palmer was general manager of
consumer products, Ball Bros. Co., Muncie,

Ind. George T. Hobgood, account executive, -

Manning Public Relations, N. Y., to William
Esty Co., N. Y., as member of publicity staff.

"

4

MR. PALMER MR. CLELAND

Philip A. Cleland, vice president, account super-
visor on General Foods Corp. and member of
plans board, Benton & Bowles, N. Y., to C. J.
LaRoche & Co., N. Y., as account supervisor.

William H. Steele, vice president and senior
account executive on Pepsodent tooth paste,
L. A. office of Foote, Cone & Belding, to N. Y.
office as account group manager for Rhein-
gold beer.

John O’Brien, formerly with Ruthrauff & Ryan
and also head of own marketing counseling
service, and Bridg Griswold, formerly account
executive on National Sugar, Fletcher D. Rich-
ards, N. Y., appointed account supervisor, Re-
gent Cigarettes and account executive, package
products, respectively, at MacManus, John &
Adams, N, Y.

U. E. Gallanos, The Biow Co., N. Y., to Joseph
Katz Co., as account executive.

Graham Rohrer, formerly director of specialty
sales and advertising, Georgia-Pacific Plywood
"Co., N. Y., to Needham, Louis & Brorby Inc.,
N. Y., as account executive. Barker Lockett,
formerly senior writer at Leo Burnett Co., Chi-
cago, to radio-tv department of Needham,
Louis & Brorby Inc., same city. Robert E, In-
galls, formerly with Grant Adv. Inc., Chicago,
to Chicago copy department of N L & B.

Burton Kessler, office manager at Beltone Hear-
ing Aid Co., Chicago, appointed advertising
and promotion manager of firm.

Henry George, assistant copy chief, Frank
Block Assoc., St. Louis, named account execu-
tive, succeeding Jack M. Rafield, vice president
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and account executive, resigned to return to
N. Y.

Philip B. Hinerfeld, account executive, The
Biow Co., N, Y., to Kenyon & Eckhardt Inc.,
N. Y., in similar capacity. Albert F. Reming-
ton, previously advertising manager of Stude-
baker-Packard Corp.’s Packard-Clipper Div.,
and Bruce E. Miller, formerly advertising-mer-
chandising director for Plymouth Div. of Chrys-
ler Corp., to new Detroit office of K&E. Al-
berta Gilinsky, formerly freelance research and
psychology teacher at Tufts and Vassar Col-
leges, to K&E, N. Y., as assistant account re-
search supervisor. Harold Wallis, formerly
with Geyer Adv.,, N. Y., and Richard Whit-
son, formerly with McCann-Erickson, N. Y.,
also have joined agency as art director and
assistant tv art director respectively. John
Hickey, media department of N. Y. office,
transferred to Detroit as media buyer.

Fremont J, Knittle, vice president in charge of
marketing and merchandising, Robert Orr &
Assoc.,, N. Y., to Ted Bates & Co., as market
development manager.

Russell R. Parker, formerly vice president and
copy chief at Burnet-Kuhn Adv. Co., Chicago,
to copy staff of Aubrey, Finlay, Marley &
Hodgson Inc., same city.

Mary Forrest, North Adv., Chicago, to Gor-
don Best Co., that city, as timebuyer.

Russ Nordstrom to Jackson, Haerr, Peterson
& Hall Inc., Peoria, Ill., as art director of agen-
cy’s Minneapolis office.

Wallace J. Gordon, Ruthrauff & Ryan Inc.,
Chicago, to creative department of Walker B.
Sheriff Inc., same city, as copy group-super-
visor.

Michael Hitzig, public relations director and
advertising manager, Lambretta Div., The In-
nocenti Corp., to publicity and promotion dept.,
Grey Adv.,, N. Y.

Rolf Jensen, formerly with Biow Co., N. Y.,
to Warwick & Legler, N. Y., as art director.

Robert C. Wilson, advertising department, J.
L. Hudson Co., Detroit department store, to
creative staff of Zimmer, Keller & Calvert Inc.,
Detroit.

Nancy Webb, formerly with Bernard L. Lewis,
N. Y, to BBDO, N. Y., in public relations
department as publicity account executive for
Maine Sardine Industry.

Clare Acton, formerly copywriter with Chicago
Tribune, and Montgomery Ward & Co., to copy
department of Waldie & Briggs Inc., Chicago.

Mrs. Janice Stapleton, Screen Gems, Mrs. Anita
Fisher, Al Paul Lefton Co., and Nan Braman,
McManus, John & Adams, Detroit, to copy staff
of J. M. Mathes, N. Y., agency. John Burt,
public relations officer, Brookhaven National
Laboratory, Upton, L. 1., to Mathes public rela-
tions department.

James M. Mathes, chairman, J. M. Mathes,
N. Y., advertising agency, elected director of
Otarion Inc., Dobbs Ferry, N. Y., manufacturer
of hearing aids, acoustical testing devices and
other electronic products.

A&A SHORTS

Foote, Cone & Belding will open Detroit office
in next few months to handle advertising for
Ford’s new medium-priced automobile, now
being designed and engineered.

Rocklin Irving & Assoc,, Chicago, has an-

AN INTRODUCTORY tv spot and news-
paper advertising campaign for Spud cig-
arettes [BeT, June 25] is discussed by (l to
r} Roger M. Greene, director of advertising
for Philip Morris Inc.; David Ogilvy, presi-
dent of Ogilvy, Benson & Mather, advertis-
ing agency for Spud, and Joseph F. Cull-
man lll, executive vice president of Philip
Morris. Initial advertising on tv and in the
press for the new Philip Morris product
will appear the week of July 23 on the
West Coast and in Hawaii and Alaska.

nounced resignation of Cole-Finder Mercury
(Chicago automobile dealer) account.

Roxie Bell, 21-year-old student at Fresno State
College, Calif., chosen by Assn. of Advertising
Men & Women from among 56 top advertising
senjors, representing colleges from coast to
coast, as outstanding advertising student in
America, 1956.

Research Co. of America, N. Y., distributing
15th annual edition of Brewing Industry Survey
giving sales, consumption, production and other
figures and data on industry in U. S., Canada
and Mexico.

Frank B. Sawdon Inc.,, N. Y., agency for Robert
Hall Clothes, moved to larger quarters at
60 E. 56th St., N. Y. Telephone: Plaza 1-
2156. Move was stimulated, agency says, by
increased activity of Hall account. Robert Hall
plans to open additional 22 outlets in 17 cities
coast-to-coast, bringing total number of stores
to 240 in 140 cities.

Fairfax Adv., N. Y., has retained Monroe B.
Scharff & Co., 270 Park Ave., N. Y., as public
relations counsel.

Remtington Arms Co., Bridgeport, Conn., elect-
ed subscriber to Advertising Research Founda-
tion, N. Y.

Wellman-Buschman Co., Cleveland, elected to
membership in American Assn. of Advertising -
Agencies,

Compton Adv. Inc., N. Y., moved to 625 Madi-
son Ave. Telephone: Plaza 4-1100.

McKim Adv. Ltd., Toronto, moved to 1407
Yonge St.

Albert Frank-Guenther Law Inc., N. Y., has
opened branch in L. A., under direction of
Russell H. Clevenger, transferred from N. Y,
New office is at 1308 Wislhire Blvd.

Aubrey Willlams Adv. Inc, New Orleans,
moved to 923 Barracks St.

BROADCASTING ® TELECASTING



7,

MAXIMUM AUDIENCE PENETRATION

...and that's exactly what
WPRO-TV (channel 12, Providence,
R.1.) delivers in a Southeastern
New England area of over I million
television homes. WPRO-TV offers '
suryey-proved Maximum Audience
Penetration of not one, but three
major markets - PROVIDENCE, R. 1.,
plus FALL RIVER and NEW BEDFORD,
MASS. For proof, ask BLAIR-TV!
For results, use WPRO-TV.

PRCVICENCE, RHODE ISLAND 3'600Cg
S

Ask your Blairman




FILM

NTA TELLS ABOUT ITS FILM NETWORK

New York conference sketches
broad outline of film-for-time
arrangement, said to have 50
stations signed, 25-35 others
in prospect for October start.

PLANS of the long-heralded NTA Film Net-
work were disclosed last Thursday by Ely A.
Landau, president of National Telefilm Assoc.,
New York, parent company, at a news confer-
ence last week in New York.

A broad outline of the network plan was
presented by Mr. Landan during testimony
before the Senate Commerce Committee in
Washington two weeks ago [BeT, Jume 25).
During last week’s news conference he answered
reporters’ questions on details. He insisted his
new operation constitutes “a fourth television
network,” though he acknowledged to several
unconvinced newsmen that it was not a net-
work in the conventional sense of the word.

He reported that 50 stations have signed
affiliation agreements, and expected to have be-
tween 75 and 85 affiliates by October, when the
film network will begin operation. He said the
station client list is expected to cover 60-75%
of the country’s tv homes, pointing out that
contracts have not been signed as yet with sta-
tions in the 12 top markets having four or more
tv outlets. Mr. Landau listed Cincinnati,
Denver, San Diego, Richmond and.Savannah as
some of the markets in which the film network
will operate, but did not specify call letters.
A client list, he said, will be released in a few
weeks.

Under NTA's film network plan, affiliates
will be given a station library of 500-800 films,

including features, serials and short subjects, in
exchange for a minimum of one and one half
hours of time weekly which NTA will offer for
sale to national advertisers. Mr. Landau re-
vealed that the time will vary from market to
market but will be “prime feature film time.”
Most of the contracts, he said, will be for 78
weeks.

Under questioning, Mr. Landau revealed that
neither the library to be turned over to stations
nor the option time programming will include
the feature films produced by 20th Century-Fox,
J. Arthur Rank, David O. Selznick or the Para-
mount short subjects library. He said the
affiliates’ library will consist of other features
and short subjects NTA already has, or is in the
process of acquiring. He reported the option
time programming will be “first-run superspec-
taculars” of “a quality never before available to
tv on a continuous programming basis.” He in-
dicated the time period would be filled with
“quality feature films,” and said he would be
“more specific” on the subject in a week.

In larger markets, such as New York and
Los Angeles and perhaps others, the NTA Film
Network is in the process of developing a
“multi-affiliation” concept, Mr. Landau said.
Without going into much detail, Mr, Landau
said that in New York, for example, the NTA
Film Network might sign contracts with two
affiliates, under which the same feature film
could be played at the same time, giving a
sponsor a “saturation” pattern applicable in a
large market.

The network, Mr. Landau stated, will tap
program sources outside of the parent company
to obtain the “best programming.” He stressed
the point that the film network is “completely

WIAR-TV 3.
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t Reach the Home-Jolks

When You Bide the™Locals™

It had an 18.2 rating in February 1956 Telepulse.

It is available for Class “C” Participations
Monday, Tuesday, Wednesday and Friday, 4:30-
5:00 P.M. (Sorry, Thursday is sold.)

It is VARIETY SHOW ... WTAR-TV's own
low-cost, spritely half-hour that’s doing such “nip-
ups” for Advertisers that it takes two people to
sort the fan mail!

TALENT . . . Em-Ceed by Jeff Dane, singing
personality who's been on “The Steve Allen Show”,
“Toast of the Town”, “All Star Review.” He's
abetted by lovely Ruth Raye, the combo and a
host of local talent.

To get the full story of VARIETY SHOW that
sells WTAR-TV’s five city* market . .
call your Petry man or WTAR-TV, Norfolk, Va.

. write or

CHANNEL

Represented by Edward Petry & Co., Inc.
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autonomous™ from the parent company, and
NTA will continue to make its film program-
ming available to its syndication clients.

At the outset, he said, the network will supply
only film programming, but added that “we are
exploring and do expect to program live major
sporting events” and “we expect to supply an
up-to-the-minute major news service on film.”

The question was raised whether NTA in-
tended to enter the station ownership field, and
Mr. Landau said it was NTA’s “hope” to be “in-
volved in multiple station ownership before
the year 1956 draws to a close.” He did not
elaborate on this point.

Officers of the NTA Film Neiwork will be
similar to those of NTA with Mr. Landau as
president; Oliver A. Unger, executive vice presi-
dent; Harold Goldman, vice president, and
Edythe Rein, vice president and secretary. In
addition, the operating head of the film network
will be Raymond E. Nelson, vice president and
general manager.

Screen Gems’ ‘Lancers’
Sold to General Foods

CLAIMING a new high in national sales for
any tv organization, Columbia Pictures® tv sub-
sidiary, Screen Gems Inc., has sold the Herbert
B. Leonard production Tales of The 77th Ben-
gal Lancers to the Jello Div. of General Foods
Corp. for 1956-57 season it was announced
Thursday in Hollywood by Ralph Cohn, vice
president and general manager of Screen Gems.
New series makes the ninth Screen Gems pack-
age to be sold for network telecast next season.
Lancers will be scheduled Sundays, 7-7:30 p.m.
John H. Mitchell, vice president in charge of
sales for Screen Gems, and Rob FErickson, vice
president of Young & Rubicam, Jello agency,
concluded negotiations.

Producer Leonard also will have two other
Screen Gem packages on the networks next
season. His Adventures of Rin Tin Tin will be
sponsored on ABC-TV by National Biscuit Co.,
and Circus Boy will be sponsored on NBC-TV
by Reynolds Metals Co. Other Screen Gems
package for next season include filmed portion
of CBS-TV Playhouse 90, Ford Theatre on
ABC-TV, Father Knows Best on NBC-TV for
Scott Paper Co., Tales of the Texas Rangers
on CBS-TV for General Foods and Captain
Midnight on CBS-TV for Ovaltine. Screen
Gems currently has eleven other programs in
spot syndication field.

‘Dr. Christian’ Sales Made

REGIONAL and station sales for Ziv Televi-
sion Programs' new Dr. Christian series were
announced last week by M. J. Rifkin, vice
president in charge of sales for Ziv Tv.

Total number of markets on the regional
transactions was not available pending station
clearances, but Hekman Biscuit Co., Grand
Rapids, Mich., has signed for its entire mid-
west marketing area, with Detroit, Cleveland,
Toledo, Grand Rapids, and Youngstown al-
ready set. Adolph Coors Co. (Coors beer)
has bought the series for the entire Rocky
Mountain area, plus five Texas markets.

Film Firm Holds Seminars

A WEEKLY SERIES of television film semi-
nars, to which advertisers and agencies are
invited, is being conducted by Keitz & Herndon
Film Co., Dallas. The Dallas staff of Ruthrauff
& Ryan attended the first session a fortnight
ago. At a typical session, visitors watch a dem-
onstration of each step in the production of a
filmed television spot.
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00 seconds is all it takes. ..

For centuries man tried unsuccessfully to
fly. Yet, in less than 60 seconds of staying
aloft with their heavier-than-air machine,
the Wright Brothers made history. Man-
kind was no longer earthbound.

Today, to get your sales campaign off the
ground and winging—whether you’re sell-
ing transportation . . . for a time-saving
business trip to the North, or a flying vaca-

tion plan to the South-—or any other service
. . . 60 seconds is all it takes on Spot Radio.

Spot Radio costs less to reach more of your
potential customers . . . whoever they are
. . . wherever they might be . . . at the pre-

cise time and place of your choice. -

60 seconds— or less is all it takes to sell more

with the right, bright buy—Spot Radio.

WSB ............o0 Atlanta KSTP ..... Minneapolis-St. Paul KMA ........... Shenandoah
WFAA ...... Dallas-Fort Worth WTAR .............. Norfolk KTBS ...........v Shreveport
WIKK .........ooivnenn Erie | WIP ............ Philadelphia KVOO ................ Tulsa
KPRC .......hvvinunn Houston WRNL ............. Richmond ABC ............ Pacific Radio
WiM ... oL . .Lansing KCRA ........... Sacramento Regional Network
KARK ............. Little Rock WOAI ........ San Antonio

WISN ............ Milwavkee | KFMB ............. San Diego Texas Quality Network

Represented by

EDWARD PETRY & (0., ixc.

THE ORIGINAL STATION REPRESENTATIVE

NEW YORK ® CHICAGO & ATLANTA @
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KRON-TV Buys Warner Films

IN A TRANSACTION estimated at almost $1
million, KRON-TV San Francisco last week
purchased the Warner Bros. library of feature
films and cartoons from Associated Artists
Productions, New York. Bob Rich, AAP gen-
eral sales manager, who announced the sale,
noted that the library currently is sold in 40
markets.

Negotiations on the transaction, said to be
KRON-TV’s largest film purchase, were con-
ducted by Norman Louvau, KRON-TV sales
manager, and Robert Kronenberg, AAP western
division manager. The sale included three groups
of Warner features, comprising 174 films; 337
Warner cartoons, and 234 “Popeye” cartoons.

FILM PEOPLE

Leo Salkin, UPA Pictures writer, cartoonist
and director, UPA Pictures, Burbank, Calif.,
named managing director of UPA Pictures
Ltd., London.

Fred Ahern, recently in executive capacity with
RKO Pathe in New York, appointed assistant
supervisor of television operations for RKO
Radio Pictures’ television film service unit,
Culver City, Calif.

Clyde L. Krebs, formerly sales promotion man-
ager and account executive at Sarra Inc., Chi-
cago, appointed vice president in charge of
Chicago operations for Galbreath Picture
Productions Inc., Fort Wayne, Ind. He will
headquarter in Board of Trade Bldg., 141 W,
Jackson Blvd.

Hal Davis, formerly head of West Coast Adv.
and previously with KVAR (TV) Mesa-Phoe-
nix, to John A. Ettlinger Assoc., Hollywood,
western states film distributor. He will handle
agency sales of syndicated film properties in
Los Angeles and San Francisco and will be
station account executive in southwestern U. S.

James J. Kelly, formerly merchandising man-
ager of WABC-TV New York, appointed ac-
count executive in commercials division of
Guild Films Co., N. Y. Geoffrey Bernard, pre-
viously head of sales for Associated Rediffu-
sion, London, named sales representative in
Britain for Guild Films.

William Kirshner, formerly producer-director-
writer at WKAR-TV East Lansing, Mich., to
Capital Film Productions, same city, in simi-
lar capacity.

Grant Atkinson, formerly head of tv depart-
ment, Campbell-Mithun Inc.,, Chicago, signed
by Fred A. Niles Productions, Chicago, as
writer-producer for series of industrial films.

FILM SALES

Screen Gems Imc., N.Y., announces sale of
“Hollywood Movie Parade” package of 104
Columbia Pictures’ feature films to 25 addition-
al stations. Total sales on package now number
63.

Cheryl Tv Corp., Hollywood, has sold tv pack-
age of 20 feature movies in 20 new markets in
past 60 days, making total sales in 141 markets
for subsidiary firm of Realart Pictures Corp.,
which handles theatrical reissue of Universal
films.

Sterling Brewers Inc., Evansville, Ind., in its
first tv advertising effort, has purchased MCA
TV Film Syndication’s The Rosemary Clooney
Show for six southern and midwestern markets.
Sterling will sponsor series for 52 weeks in
Indianapolis, Evansville, Nashville, Tenn.,
Chattanooga, Tenn., Louisville, Ky., and Terre
Haute, Ind. Agency is Smith, Benson & Mc-
Clure, Chicago.
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NATIONWIDE WIRE NETWORK IN PROSPECT
UNDER PLAN SPARKED BY TELEPROMPTER

Members of broadcasting industry would have instantaneous com-
munication system at command for number of uses. One of most
interesting: adaptation to national rating setup giving verdict on o

show 15 minutes after it's aired.

FORMATION of a nationwide, privately-
owned broadcasting industry wire communica-
tions network appeared closer to reality this
week with the announcement that an organiza-
tion committee, comprising some of the na-
tion’s leading broadcasters, has been estab-
lished.

The announcement was made last week and
followed a closed meeting earlier last month
in Washington.

The prospective private wire communica-
tions system is planned to provide facilities
interconnecting radio-tv stations, networks, sta-
tion representatives, advertising agencies and
programmers. The estimated $3.5 million non-
profit system would be financed cooperatively
by the users, with Western Union furnishing
the equipment and wire facilities, The idea
was sparked by TelePrompTer Corp., maker
of visual prompting aids for performers on
television or those making public addresses.
The proposed system would be called the Pro-
gram Communications Wire Assn.

Expected to report back in a month or six
weeks on questions of incorporation, finance,
and operation, the organizational committee
comprises the following:

Henry Grossman, CBS; W. D, (Dub) Rogers,
KDUB-TV Lubbock, Tex.; Fred Houwink,
WMAL-AM-FM-TV Washington, D.C.; Wil-
liam Hedges, NBC; Kenyon Brown, KFEQ-TV
St. Joseph, Mo.; C, Howard Lane, KOIN-AM-
TV Portland, Ore.; William H. Fay, WHAM-
AM-TV Rochester, N. Y.; John Fetzer, Fetzer
Broadcasting Co.; Donald H. McGannon, West-
inghouse Broadcasting Co.; Payson Hall, Mere-
dith Publishing Co. stations; Ernest Lee
Jahncke, ABC; Merle Jones, CBS; Edward
Codel, Katz Agency; Leonard Reinsch, Cox sta-
tions, Peter Levathes, Young & Rubicam, and
Edward L. Saxes, CBS. Irving B. Kahn, presi-
dent of TelePrompTer Corp., was chosen as
temporary chairman.

Messrs. Lane, Houwink and Brown are
chairman of their respective network affiliates
committees,

Within the next two weeks, Western Union
personnel throughout the nation will call on
stations to study traffic loads and cost of pres-
ent systems which would be supplanted, by the
proposed association wire. Notification of this
survey will be sent to affiliates by their respec-

COST CUTTER

AT THE Washington demonstration a
fortnight ago, Irving B, Kahan, Tele-
PrompTer president, listed what he said
were conservative estimates of how the
proposed Program Communications Wire
Assn. would cut message costs,

He said ABC, CBS and NBC now were
averaging a minimum of $1 per message
using present internal communications.
If they used the new system, their average
message cost would be cut to 47.7 cents
initially. After the system was in full
operation, the average cost would be re-
duced to 27 cents.

tive networks this week. Results of the survey
will be collated by Western Union and reported
back to the organizational committee next
month. Meanwhile, similar studies will be made
among representatives, agencies, advertisers and
networks,

Similar to other private line communica-
tions systems used in the banking and aeronau-
tical industries (and by a number of major
manufacturers), it is estimated the system would
utilize 35,000 miles of line to link §00 cities.
Five message centers would be established—
in New York, Chicago, Los Angeles, Dallas
and Atlanta. Flexibility would be assured so
that any subscriber could send a message to
any other individual subscriber or to multiples
or to all. Punched tape would be used to
speed messages. The system could be used,
it was explained, for time clearances, orders,
messages, etc. The possibility that it could be
used for an instantaneous rating service was
also raised.

Mr. Kahn told BeT that after the system
was fully operating, he envisioned many uses for
it beyond that of a rapid message exchange for
time clearances and other such traffic. It would
be ideally adaptable to a national rating setup
to provide ratings much faster and from a bigger
sample of homes than existing services provide.

Mr, Kahn said the TelePrompTer company
had already perfected a small device which
could be placed in selected homes and would
forward television tuning information from
the individual set to a central point. The tuning
information collected almost instantaneously
from sample homes in each market could then
be transmitted through the communications net-
work to a tabulating center in New York. It
is Mr. Kahn’s estimate that within 15 minutes
after a given program’s conclusion a rating
would be obtainable, with perhaps as many as
50,000 homes in the total national sample.

Cost of operation of the communications
network would be about $1.5 million yearly,
it was estimated. Savings over present use of
teletype service is clearly indicated, it was ex-
plained.

TelePrompTer has shown its proposals to
members of the Radio-Television Executives
Society in New York and before an NARTB
convention last year. “This intra-industry pri-
vate wire will be infinitely faster than any
other service now available and, because of
its antomatic design, considerably less expen-
sive,” Mr. Kahn commented. “It provides the
means for quick transmission of integrated
data, .Further, we anticipate that the use of
the system will lead to standardization of cer-
tain routine messages, thus providing basic
savings to the industry.”

PROGRAM SERVICE PEOPLE

John Coburn Turner, 41, assistant director of
Ford Foundation Tv-Radio Workshop and ad-
ministrator of Omnibus show, died June 22 in
St. Luke’s Hospital, N, Y., after brief illness.

Mark Knight, regional membership executive
for Associated Press in California, Arizona
and Nevada, appointed correspondent in Fres-
no, Calif., with responsibility for area radio
stations and newspapers.
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The Fund for the Republic is pleased to announce
the Winners of the 1956

ROBERT E. SHERWOOD AWARDS

for television programs
dealing with ..

freedom and justz'ce

to the National Broadeasting Company’s

THE BEST NETWORK production of ALCOA’s
DRAMA TRAGEDY IN A TEMPORARY TOWN
$ PRODUCER ....... Herbert Brodkin
20,000 DIRECTOR ....... Sidney Lumet
WRITER ......... Reginald Hose

to the National Broadeasting Company's

" THE BEST NETWORK production of Armstrong Circle Theatre’s
DOCUMENTARY . I WAS ACCUSED
$ PRODUCER ....... David Susskind
20,000 DIRECTOR ....... William Corrigan
WRITER ......... Jerome Coopersmith

to WAAM-TV, Baltimore, Maryland

THE BEST PRODUCTION for its production
BY AN INDEPENDENT STATION DESEGREGATION: BALTIMORE REPORT
PRODUCER .......Herbert B. Cahan
$
15,000 DIRECTOR ....... Kennard Calfee
WRITER ......... Mrs. Gray Johnson Poole
Honorable Mention Jurors:
s Kermit Bloomgarden Gilbert Seldes
OMNIBUS: TS OUh falTH Buell G. Gallagher Robert Tat, Jr.
Columbia Broadcasting WATYV, Newark, N, J. Robert M. Purcell Harrison Tweed
et TWIN CITY M Roosevel " Philip H. Willki
KRAFT THEATRE: HEART BEAT: rs. Eleanor Roosevelt hilip H. Willkie
One . The Invisible Fence
National Broadeasting KEYD, Minneapolis,
Company Minn. The Awards for television programs dealing with freedom and justice

PHILCO PLAYHOUSE: . e
A Man {8 Ten Feel Tall CA&?&%&%&E&&E%;ES presented on commercial television between October 1, 1955 and May 31,

Cational Broadeasting System 1956 are in memory of Robert E. Sherwood, until his death a Director of
PAGEANT: FRONTIERS the Fund for the Republic and a valiant champion of American liberties.

In Freedom OF FAITH SERIES The Awards will be made again next year, for programs presented between

KOMO, Seattle, National Broadeasting .

Washington Company October 1, 1956 and May 31, 1957. The Fund for the Republic is a non-
INTHE MINDS OF MEN | FRONTIER SERIES profit corporation devoted to increasing public understanding of the

Iéﬁ{f)é;n?: LRI gf,?,‘;’;‘,’,]med“‘mng principles set down in the Constitution and its Bill of Rights.

THE FUND FOR THE REPUBLIC, INC.
60 East 42nd Street, New York 17, N. Y.
PAUL G. HOFFMAN, Chairman of the Board ROBERT M, HUTCHINS, President
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Radio-Tv Code Established
For N. Y. City Departments

TELEVISION and radio code has been adopted
by New York City to guide its various depart-
ments on negotiations with agencies and broad-
casting program producers, packagers, networks
and stations seeking the cooperation of the city
on program material. Called a code of mu-
nicipal television and radio standards, it is be-
lieved to be the only broadcasting code of its
kind in any municipality in the country, accord-
ing to a spokesman for New York's Mayor
Robert F. Wagner.

The code, which was adopted by the Mayor's
Television & Radio Advisory Committee on
June 22, specifies that “each department or
agency of the city is the sole authority for the
approval of its cooperation with a television and
radio producer, network, station, program de-
veloper or author.” The code is intended as a
guide for each head of a department or agency
and for the mayor’s radio and television aide,
Arnold Cohan, who will be available for con-
sultation and advice to all heads of departments
and agencies.

The adoption of the code came as an after-
math of a controversy last fall when radio-tv
producer Theodore M. Granik was granted
rights to produce a tv film series based on New
York City department files [B®T, Oct. 31, 1955].
Objections were made by unidentified tv film
producers and by local newspapers, citing Mr.
Granik’'s long-time friendship with Mayor
Wagner as a possible reason for choosing Mr.
Granik as producer without benefit of competi-
tive bids. Another furor erupted when New
York’s police commissioner said he would refuse
access to his department’s files on the grounds
that the only cases that would interest a tv pro-
ducer would be dramatic ones, leading perhaps
to distortion. Mayor Wagner shortly thereafter
called a halt to the Granik project and appointed
a committee to explore the situation.

Among the members of the Mayor's Televi-
sion & Radio Advisory Committee, which
drafted the new code, are: G. Tyler Byrne, Na-
tional Assn. of Broadcast Employes & Techni-
cians; Ted Cott, DuMont Broadcasting Corp.;
Sam Cook Digges, general manager, WCBS-
TV New York; the Rev. Timothy Flynn, Arch-
diocese of New York; Seymour Siegel, director
of communications for the City of New York;
Robert L. Stone, WABC-TV New York; Gordon
Gray, WOR-TV New York; Thomas B. Mc-
Fadden, WRCA-TV New York.

TelePrompTer Promotes Tyrrell
To Assistant to President

THE ELECTION of Albert R, Tyrrell as as-
sistant to the president and vice president of
TelePrompTer Corp,
was announced last
week by Irving B.
Kahn, president. Mr.
Kahn said that Mr.
Tyrrell “will be con-
cerned solely with
the functions of
management and the
implementation of
policy.”

In his new posi-
tion, Mr. Tyrrell will
) headquarter in New
MR. TYRRELL York.. He formerly

was I charge of
the firm’s Washington, D. C. office and prior
to that was in the aviation industry.
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GOVERNMENT

s Dol 1.-"".-'::‘
MOST of the questioning fro

m House Anfitrust Subcommittee during FCC’s testimony

last week came from (I to r) Chairman Emanuel Celler (D-N. Y.), Herbert N. Maletz,
counsel, and Samuel R. Pierce Jr., associate counsel.

CELLER COMMITTEE PROBES
NBC-WESTINGHOUSE SWAP

® FCC’s without-hearing approval of transaction questioned
@ House antitrust group schedules more hearings for July
® Justice Dept. puts deal before Philadelphia grand jury (see box)

THE controversial NBC-Westinghouse Broad-
casting Co. swap of radio-tv stations in Cleve-
land and Philadelphia—and the FCC’s explana-
tion of why the transaction was approved with-
out a hearing—overshadowed all other sub-
jects last week during two days of hearings by
the House Antitrust Subcommittee in its hunt
for monopoly in the television industry.

At the end of the Wednesday-Thursday ses-
sions, subcommittee Chairman Emanuel Celler
(D-N. Y.} asked the FCC to return for three
more days of hearings, July 11-13, and in a
surprise announcement said the House group
will hold lengthy hearings in New York in
September. At these sessions, he said, his group
will hear testimony from networks, advertising
agencies, uhf representatives, talent and others
on antitrust problems in the tv broadcasting
field.

Although FCC members underwent some
questioning on allocations problems and on the
ABC-Paramount Theatres merger in 1953, the
subcommittee directed its main fire at NBC’s
swap of the former WNBK (TV) and WTAM-

AM-FM Cleveland for WBC’s former WPTZ
(TV) and KYW Philadelphia.

The House subcommittee based its whole
case on three memorandums prepared within
the FCC's Broadcast Bureau during the Bureau’s
five-month investigation of the facts surround-
ing NBC’s swap of its radio-tv properties in
Cleveland for WBC’s radio-tv stations in Phila-
delphia, with .WBC receiving $3 millon “to
boot.”

High points of these documents:

¢ That investigators found WBC executives
bitter at what they felt was NBC “pressure,” and -
that they felt that they might not only lose NBC
affiliation at WPTZ (TV), but also at KDKA-
TV Pittsburgh and WBZ-TV Boston, if WBC
failed to go through with the transfer.

® That Chris J. Witting, then WBC president,
in the heat of anger fired off a memorandum to
WBC Board Chairman E. V. Huggins suggest-
ing these alternatives for WBC: (1) possible
affiliation with CBS at Pittsburgh, San Francisco
and Boston and with ABC at Philadelphia; (2)

THE Dept. of Justice last week put the
NBC-Westinghouse station exchange before
a federal grand jury in Philadelphia.

In accord with the customary secrecy that
surrounds federal grand jury sessions, no
official word leaked out of Philadelphia. It
was understocd, however, that four key
Westinghouse executives whe were personal-
ly connected with the negotiations leading
to the NBC-WBC swap testified Thursday.

They were reported to be Chris Witting,
who was president of Westinghouse Broad-
casting Co. at the time of the station ex-
change but who has since been elevated to
vice president in charge of the Consumer
Products Div. of Westinghouse Electric Co.;
E. V. Huggins, chairman of WBC; John W.
Steen, WBC attorney, and Joseph E. Bau-
dino, WBC vice president in charge of the

THEY'RE ASKING QUESTIONS IN PHILLY

Washington office.

Complete details of conversations, meet-
ings and exchanges of correspondence re-
garding the station swap were reported to
have been sought in questions asked by Dept.
of Justice attorneys during the jury session.

Also under subpoena to appear before the
Philadelphia grand jury the second week of
July are RCA-NBC executives who were in-
volved in negotiating the Cleveland-Philadel-
phia deal. They reportedly are Brig. Gen.
David Sarnoff, RCA chairman; Robert W.
Sarnoff, NBC president; Joseph V. Heffer-
nan, NBC financial vice president, and
Charles R. Denny, NBC vice president in
charge of owned stations.

All NBC and Westinghouse records per-
taining to the deal also were understood to
have been subpoenaed.
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HoW, UAWIGRERTES
A NEW *PREED CASSY

GEVERAL MILLION US.
FAMILIES AND BUSINESSES
TODAY ARE IN A PECULIAR
POSITION FOR AMERICANS, A
TWIST OF FEDERAL LAWS PUTS
THEM IN A "FAVORED CLAGS"
WITH SPECIAL PRIVILEGES
IN BUYING ELECTRIC LIGHT
AND POWER..

PAY TAXES
HERE

i b e
VQL@ TAXES GOTO BUILD THE GOVERNMENT
POWER PLANTS THAT SERVE THEGE PEOPLE.
THEN YOU ARE TAXED FURTHER TO
PAY PART OF THEIR ELECTRIC

BiLLs!

[POLKS INTHE
"FAVORED CLACS"

‘EH 15 FAVORITISM IS ONE OF THE
UNPLEASANT AND LITTLE-KNOWN

=i o FACTS ABOUT FEDERAL- GOVERNMENT
THEIR ELECTRIC LIGHT
D POWER AS YoU ELECTRIC POWER. AND IT IS A
3}’;‘ IN FACT, YOU ARE FAR CRY FROM NORMAL AMERICAN
TAXED MORE TO PAY STANDARDS OF FAIR PLAY. THAT'S WHY
THEIR SHARE OF THESE FACTS ARE BROUGHT TO YOU BY
FEDERAL, STATE AND AMERICAS INDEPENDENT ELECTRIC

LOCAL TAXES. LIGHT AND POWER COMPAMIES.*

*Names on request from this magazine
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“work up a proposal for CBS;” (3) seriously
consider severing all relations with NBC; and
(4) determine the status of the “A-1 agree-
ment"—under which NBC programmed WBRC
stations from 1932-40 after Westinghouse di-
vested itself of its holdings as main stockholder
in RCA.

® That Mr. Witting saw RCA Board Chair-
man Brig. Gen. David Sarnoff and asked him
if “this muscling job™ was RCA company policy,
and that the general answered that it wasn't
a “muscling job,” that he was acting to protect
RCA stockholders by getting more financial
support for NBC and that RCA felt it had to
have WPTZ for this purpose.

¢ That WBC officials said they were told in -

negotiations that NBC was considering the pur-
chase of WFIL-TV Philadelphia if WBC failed

GOVERNMENT

to go through with the transaction. Investiga-
tors said WFIL-TV owner Walter H. Annenberg
denied he ever talked to RCA-NBC officials on
this subject, but did tell an “unidentified” per-
son he would swap WFIL-TV for 400,000-500,-
000 shares of RCA stock, making him that com-
pany’s largest stockholder,

® That the Broadcast Bureau felt, after Mc-
Farland letters had been sent to WBC and NBC
and replies received which indicated no “du-
ress,” that no hearing was warranted on this
point, but that NBC's stations and planned
acquisitions in the mid-Atlantic area posed
questions of area concentration of owned sta-
tions, with some overlap.

* That WBC Board Chairman E. V. Hug-
gins, in talking to Broadcast Bureau investiga-
tors, left the inference that WBC had decided

now —
Channel 2
in
fabulous FLORIDA,

now —
WESH-TV

is on the air in
Jam-Packed, Sales-Rich

Daytona Beach
now —

cali
Edward Petry & Company

for details on

| WESH-TYV,
Daytona Beach

and

WIHP-TYV,

Jacksonville
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to go through with the swap to protect its NBC
affiliations in Boston and Pittsburgh,

High points during last week’s hearing:

® Testimony by FCC Chairman George C.
McConnaughey that FCC approved the trans-
fer, after digesting the Broadcast Bureau report,
because: (1) WBC and NBC replies to FCC
McFarland letters indicated no pressure by
NBC and the Broadcast Bureau felt officials of
these companies would not be “candid” at any
hearing called by the FCC; (2) although the
Broadcast Bureau memorandums questioned
whether the total NBC acquisitions might not
pose a question of “area concentration,” Mr.
McConnaughey said he got the “impression”
from talking to Bureau personnel at an FCC
meeting that “nothing new would be developed”
at a hearing on this subject.

® Congressional questions directed at FCC's
liaison with the Justice Dept.’s Antitrust Divi-
gion. Congressmen wanted to know why the
FCC, which began its investigation in July
1955, didn’t inform the Justice Dept. until
August. They also wanted to know why the
FCC held to its Dec. 21, 1955, approval (pub-
lished Dec. 28) after Justice had delivered a
letter to the FCC Dec. 27 informing the Com-
mission it was investigating the case.

¢ When Mr, McConnaughey and other com-
missioners said they did not learn of the letter
until later, the subcommittee asked why FCC
did not rescind or withhold action on the ap-
proval during the 30-day limit within which it
is empowered to do so. Mr. McConnaughey
said Justice had not indicated it had any more
information than the FCC did on the case.

¢ FCC Comr, John C. Doerfer testified he
thought there was nothing illegal then about
the transfer and still didn't. He said he felt
the broadcast industry shouldn’t be “harassed”
by “three or four” government agencies. Asked
whether, as a member of the FCC's network
study committee, he would be “disturbed” if
it were found that the “dominance”™ charged
to networks in the FCC’s 1941 report on chain
broadcasting also apply to television, Comr,
Doerfer said, “not at all.” “Somebody has to
be dominant,” he said. “Dominance is just the
natural result of the ebb and flow of business
relations from day to day.”

Chairman Celler told Mr, McConnaughey
he didn’t think WBC “had much of a chance”
and was “in a sort of box.” The fact that the
Broadcast Bureau memorandums flashed a
“danger signal” gave emphasis to the need for
an inquiry, he said. Several other members
agreed with him, although Rep. Hugh Scott
(R-Pa.) said he saw no: wrongdoing on the
part of WBC, NBC or the FCC. Others present
included Reps. William M. McCulloch (R-
Ohio), Peter W. Rodino Jr. (D-N. J.), Kenneth
B. Keating (R-N, Y.), Byron G. Rogers (D-
Colo.) and James M. Quigley (D-Pa.).

The Wednesday session began with an open-
ing statement by Chairman Celler on the pur-
poses of the investigation. At the end of the
Thursday testimony, he told newsmen that the
subcommittee would hold the hearings in New
York in September. The group, he said, would
investigate financial setups of the networks and
their owned stations, network practices and
uhf-vhf problems.

Also to be investigated, he said, are the
“star systems” (for talent), “bottling up” of
talent by such things as long contracts, the
“tyranny of ratings,” “chewing up” of talent
by the heavy demands of television, the “short
life” of comedians and other talent, racial seg-
regation of talent on network programs, news-
paper and magazine control of broadcasting
media in specific geographic areas, the “power”
of advertising agencies, pre-emption of net-
work time and the “film monopoly.” He said
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the NBC-WBC swap will be explored further,
but that WRC will not be called to testify unless
it asks.

Much of the testimony dealt with the re-
spective jurisdictions of the FCC and the Jus-
tice Dept. in enforcing the antitrust laws and
whether an FCC decision can “immunize” a
case from action by the Justice Dept.

It was developed in the hearing that NBC
Vice President Charles V. Denny (owned sta-
tions and spot sales) first suggested the Cleve-
land-Philadelphia swap to NBC management in
February 1954 and that NBC’s original pro-
posal also included the trade of NBC's WRC-
TV Washington and WBC's WBZ-TV Boston,
which WBC quickly vetoed, according to the
Broadcast Bureau reports.

Actual negotiations did not begin until Sep-
tember 1954, with an estimated 23 meetings of
the two firms' officials from Sept. 28, 1954, to
May 16, 1355, when the transaction was closed.
WBC tried to get a “tax-free deal,” but failed,
the reports said.

No Commitments from NBC

WBC during negotiations tried to get com-
mittals from NBC to protect its NBC affilia-
tions, especially Boston, but got only one letter
from Gen. Sarnoff to the effect that NBC, with
its proposed acquisitions in Philadelphia, New
Britain and Buffalo, would have its plans for
station ownership complete in the eastern area,
the investigators’ report said. The Broadcast
Bureau probe was conducted by Lester W.
Spillane, then chief of the FCC’s Renewal &
Transfer Division, and Robert Leahy, FCC ac-
countant-investigator.

The Bureau report also warned that if the
FCC made the grant without a hearing and no
protest was filed, it would be “difficult if not
impossible to redress any undesired condition”
resulting from the transfer.

The reports indicated Joseph E. Baudino,
WBC Washington vice president, felt that al-
though no discussion took place conce