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Network-film fight for tv dominance in offing

Time I:ﬁ'ci-g'iﬂns edge in bidding for Ei}fnar stations
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will go a long way
these days
on WHO Radio!

Take 8 a.m. to 12 noon as an example . . .

— —

When you consider what's happened tw the
purchasing power of the dollac, it's mighty im-
oressive to see what a buck will sdll buy in
aational spot radio — especially WHO Radio!

LET’S LOOK AT THE RECORD. ..

On WHO Radio, a 1-minute spot between
8 a.m. and 12 noon will deliver 53,953
actual lisiening homes.

That's 1,135 homss for o dellar, or 1,000
homas for $.88 — ALL LISTENING TO WHO!

That's the rock-bottom minimum. Over and
above this proven audience, 50,000-wate WHO
is heard by hundreds of thousands of wn-
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measured listeniers, both in and outside lowa.
Bonus includes lowa's 573,000 car radios and
527,000 extra home sets— plus vast audience
in "Iowa Plus"!

Let vour PGW Colonel give you all the
facts on WHO Radio.

(Computations based on projecting Nielsen
figures qud 1953 lowa Radio Andience Survey
ratings against our 2G-time rate.)

WHQ Radio is pact of
Central Broadcasting Company,
which also owns and opcrates

WHO-TV, Des Rioines

wOC-TV, Davenport
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for lowa PLUS!
.. 50,000 Watts

Des Moines .

Col. B. ]. Palmer, President
P. A. Loyet, Resident Manager
o) Robert H. Harter, Sales Manager
& —. Peters, Griffin, Woodward, Inc.,

Exclusive National Representatives



Withau! question. the Lest angineer [n the galma! kingdyn the
Busy Beaver, with hiz obility lo cur down trees of more thea
17 inckes in dmmeter, lransport them up of down miream By &
well trained stoll of ca-workers. build communication lodges. and
miliions of acres of pasture lands, bas en Inrelligence okin lo
WEBRE-TV s unigue community seivice fo the peoply of “Hill
Country™. VS A

The anifets of the American Mocse has been
known 1o meosure 17 and more handx across,
and is one of the lorgest ond mosr powwrlul
ot all hooled mammals

1 15 a Zoolagical fact thot the beight of a
Girate f1om the botfom of i!s_iroaf feef to the
top of its head has towered 17 fest and more
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are now getting WBRE—TV'S
E v 17 COUNTY COVERAGE

QR RAinocetous who can cuves As a Basic NBC.TY Statien, you know of course, that WBRE-TY carries

\ giound ot the amoxing speed of . g . .
200 yards in Jess thon 17 seconds every NBC Network shaw to this big 17 County ares comprised of office,
factory, mining, industrial and agricultural wage sarners. But, look at this
list of eighteen consistent regional and national “show sponsors'’ during
the past 12-months and you'll get some idea why WBRE-TY is your best

buy in Northeastern Pennsylvania:

"Stage 7' . . Chel Boy ArDee; “Man Called X". . . Stegmaier Beer; “Golden Play-

house'. . . Esso Standard Oil Co.; "Guy Lombardo™. . . Wise Potato Chips; "Badge

714", . . National Bohemian Beer and Top Yalue Trading Stamps; “Susie”. . . Susque- ::'”::‘:pf::ﬂ',:;:ﬂtff'_":’:a‘:,::; .
hanna Frozen Foods and Savarin Coflee; “Science Fiction Theatre”. . . LaRosa Spaghetti without ellort.

and Gentleman Janitor; “Dr. Hudson's Secret Journal”. . . Wilson Packing Co.; "Highway

Patrol”. . . Ballantine Beer; "l Spy"". . . Raker Paint Co.; "Crunch and Des”. . . Utica

Club Beer; “Stars of Grand Ol Opry". . . Pilisbury Mills; "Heart of the City'". . . Better:

house, Inc.; "Little Rascals”. . . Bosco and Clark Bars.

ANvE@‘E BASIC BUY : National Representative : The Headley-Reed Co.

Countlar Covered LUZERNE LACKAWANNA LYCOMING COLUMEBIA

SCHULYKILL NORTHUMBERLAND MONRQE PIKE WAYNL

WYOMING SULLIVAN SUSQUEHANNA BRADFQRD UNION
SNYDER MONTOUR CARBON

TV Channel 28 ¥
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DES MOINES TELEVISION-CHANNEL 8 IN IOWA

FULL POWER

FiLL COVERAGE Katz Has The Facts On That—

Very Highly Audience Rated,
Sales Results Premeditated,

CBS (BS Affiliated

TELEVISION

Station in Des Moines!

A COWLES OPERATION

’\k . in' |
| < Des Moines

= TV

[ s

Published every Monday, with Yearbook Numbers (53rd and 54th issues) published in January and July by BroApcasTING PUBLICATIONS, INc,, 1735
DeSales St.,, N.W., Washington 6, D. C. Entered as second class matter March 14, 1933, at Post Office at Washington, D. C., under act of March 3, 1879.
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5 OKLAHOMA COUNTIES

1. Television set count from Tele-

vision Magozine Market Book,
Cantig August, 1956 — other market
8 AROMORE. data from Sales Monagement,

AARtn May 10. 1956. ‘
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Almost one-third of all the wealthy, densely populated, southwestern
TV sets in Texas are in the  market, any advertiser must FIRST look to
vast 52-county KRLD-TV  KRLD.TV, Channel 4, Dallas, as the basic,

primary advertising medium. KRLD-TV,

©;

market. When you add the sets in the 5

Oklahoma counties, within this area, you find _ i
a total of 558,410 sets. 2,616,300 people telecasting with MAXIMUM POWER from

reside here and have annual effective buying  the top of Texas' tallest tower, gives you more
income of $3,885,816,000.00. To sell this coverage than any other Texas TV station.

W V.WAWIY,

The Biggest Buy in the Biggest Market in the Biggest State

KRLD-TV Clumel 4 Dollny — NECTmesiis

Owners & operators of KRLD — the only full-time 50,000 watt
radio station in the Dallas-Fort Worth area—The Dallas Times
Herald Station, Herald Square, Dallas.
JoHN W. RUNYON — Chairman of the Board
CLYDE W. REMBERT, President
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IN AGAIN, OUT AGAIN « Word Friday
was that Harry M. Bitner Sr., president of
Consolidated Television & Radio Broad-
casters Inc. had rejected both bids of Time
Inc. for his major station group, largely
because of conditions in proposal which
would have affected net price, reportedly
in neighborhood of $17 million for entire
package. But Weston C. Pullen, Time Inc.
vice president, was to visit Mr. Bitner at
his winter home in Delray, Fla.,, over
weekend in hope of settling difficulty (see
early story page 44).

BeT

NEW pressure to settle formula for release
of post-1948 feature films to tv is coming
from membership of guilds whose negotia-
tors are at odds with producers. Creative
talent is itching to jingle extra tv money
in pocket now that it's in sight. Larest
suggestion for easy formula is to adhere
10 various percentages each guild received
when respective film was made, since
hreakdown is available. Only hitch: produc-
ers wan! right to first recover production
losses from (v inconie since it's open secret
that three out of every four features made
since 1948 lost money at box office. (For
detailed situation report of film wvs. live
controversy. see page 27.)

BeT

AMST DIRECTOR s Lester W. Lindow.
vice president-general manager, WFDF
Flint, has been offered executive director-
ship of Assn. of Maximum Service Tele-
casters. If he accepts, it’s presumed he
would take leave of absence from Bitner
organization about Feb. . AMST head-
quarters will be established in Washington
and executive director would coordinate
activity, including $100,000-plus tv cov-
erage survey. Formal announcement of ap-
pointment could be made this week by
Jack Harris, KPRC-AM-TV Houston.
president of AMST.

BeT

MR. LINDOW, it's undersiood, was nunan-
imous choice of AMST selection coin-
mittee and board members who attended
NBC 30th anniversary convention in Mi-
ami Beach last week. He is chairman of
NBC Radio Affiliates Executive Commit-
tee and during war was chief of radio-tv
hureau of Dept. of Army. He is Armny
active reserve lientenant colonel.

BeT

ADVANCE WARNING e Despite re-
ports to contrary, RCA-NBC attorneys
were familiar with plan of Justice Dept.’s
Antitrust Division to file its antitrust suit
on NBC-Westinghouse transaction [BeT.
Dec. 10]. Asst. Attorney General Victor
Hansen advised NBC counsel of plan some
days in advance, but consent decree pros-
pects were not discussed.

cljosed circuit:
!

\
AS FAR as Antitrust Division is con-
ceried, there is no plan to file criminal
proceedings against RCA-NBC in West-
inghouse swap transaction. That was de-
cided, it is presumed, when conclusion was
reached to file civil rather than criminal
proceeding. ‘

)
BeT ‘

IN FCC’S FUTURE? * Name of Samuei
Leonard Golan may figufe in communica-
tions regulatory horoscope. Since 1953
U. 5. member of International Boundary
Commission (U. S., Alaska and Canada).
he reportedly has strong GOP endorsement
for next vacancy on FCC to which he as-
pires. Background: Chicago born (March
15, 1899); law degree from Northwestern
U.; practiced law in Chicago; special assist-
ant corporation counsel, Chicago, 1927-31;
chairman Board of Review, Dept. of La-
bor, Illinois, 1940-48; Republican nomi-
nee for Congress. 1928; Republican nomi-
nee for judge of Circuit Court, Cook
County, 1932; special assistant, Republican
National Committee; assistant to chair-
man, Republican County Central Com-
mittee. 1952,

BT

MR. GOLAN reportedly was considered
for FCC vacancy couple of years ago. Cuis-
tomarily, after national election, resigna-
tions occur on governmental agencies, but
so far only speculation regarding FCC has
heen possible retirement of Chairman
George C. McConnaughey (o return to
private law practice in Ohio and possibly
Washington. Chairman, however, has in-
dicated no decision will be reached by him
wntil  after  holidays |CLoseEp CirculT,
Dec. 10}.

88T

RADIO LINE COSTS -lAﬁiliate resistance
to telephone line charges for network radio
appears to be taking shape as chain broad-
casting enters third decade. Without benc-
fit of publicity, special NARTB Radio
Tariff Transmission Committee met Thurs-
day in Chicago to work out ways of meet-
ing problem. Radio affiliates are encour-
aged by success of parallel tv committee.
which has held line on video transmission
tariffs.
BeT

PUT down as false riunors that Herb Aker-
herg, CBS-TV vice president in charge of
station relations, has any intentions of
joining another nerworlf.’ Contrary to talk
which circulated last week, Mr, Akerberg
—27-year veteran with CBS—has received
no offers from other network and indeed
want!s none. He feels stronge sense of re-
sponsibility 10 CBS-TV affiliates and says
he would never consider trying to encour-
age any one of then: (6 foliow him to any
other netwaork,

OUTSIDE THE CLAN e There’s move
afoot to develop NARTB convention key-
note award into major national honor, ex-
tending scope of project to include persons
outside broadcasting who have made out-
standing contribution to industry. Past
awards have gone to broadcast figures.
NARTB’s keynote subcommittee under-
stood to have drafted plan for submission
to association’s hoard of directors at Feb-
ruary meeting.
BeT

IT'S ALL but settled that film producers
and distributors will join NARTB televi-
sion code structure as affiliates. Arrange-
ments between NARTB Tv Code Review
Board and Alliance of Tv Film Producers
are just about wrapped up and joint an-
nouncement of agreement is expected soon.
BeT
DERELICTS IN SKY e First draft of pro-
posed legislation to insure continuance of
proper lighting and painting of abandoned
radio-tv towers has been drawn up by FCC
and submitted to Bureau of the Budget
for coordination among other governmeni
agencies. Not decided yet is which govern-
ment agency will be responsible for carry-
ing out law, if enacted. At present nobody
is responsible for abandoned towers. This
was one point which won unanimous agrec-
ment among members of working group of
Joint Industry Government Tal! Structures
Committee which drew up proposed solu-
tions to some of the vexing tall tower prob-
lems. JIGTSC still trying to come to some
decision regarding criteria for deciding
whether applicants must site towers in an-
tenna "‘farms” or other built up areas.
BsT

BEST guess is that FCC will reopen de-
cade-old clear channel case—probably
after first of year—for taking additional
testimony, with ultimate disposition to
conte shortly thereafter. At issue s
whether to open way for power beyond
50 kw on any or all of present 24 Class
1-A (fully clear) channels, or pernmit up
to 750 kw power on certain centrally-lo-
cated clears for which there may be de-
mand. In latter event, disposition seems to
he to reduce coastal channel to 1-B status.
permitiing duplication on opposite coast.
BeT

PEN IN HAND e All clearances were ob-
tained late Friday for signing of U. S.-
Mexico treaty on use of standard broadcast
frequencies, and FCC Comr. Rosel H.
Hyde was poised to fly to Mexico City,
where formal signing of treaty will take
place this week, it is hoped. Bilateral treaty.
which will have to be ratified by U. S.-
Senate, will take place of new NARBA
treaty—since Mexico refused to join other
North American countries in agreeing to
overall settlements. NARBA treaty is still
awaiting Senate ratification

BROADCASTING ® TELECASTING
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Latest Omaha Pulse™ Reveals: Except for these 12‘/4"\hours,
KOWH IS FIRST IN EVERY DAYTIME QUARTER HOUR

And even those 12 14 hours find KOWH
a close second. Think of it—232 out of

MO ynaﬂ’(’/( w‘i\o @5k5 ‘H\e queg‘ﬁ'm 240 weekly quarters——more evidence,

added to previous figures, of KOWH’s

(;vx OMAHA 'H/E amSweN ['g KOWH decisive dominance of Omaha Radio.

— Hooper shows KOWH far, far out in
front, too.

So does Trendex, which gives KOWH
top spot in every time period!

This is the kind of market-dominance
which Storz Station ideas, programming
and broad (660 kc.) coverage make pos-
sible for national and local advertisers.
Results prove it, too. Ask the Adam
Young man, or General Manager Virgil
Sharpe for details.

KOWH

OMAHA

* Pulse, September 1956, 7 a.m.—5 pm.,
Mon.-Sat, In and out of home.

The Storz Statlons

WDGY WHB waAm
Minneapolis-St. Paul Kansas City Miami

Represented by John Blair & Co.

KOWH WTIX

Omaha New Orieans

Represented by Adam Young Inc.

Page 6 @ December 17, 1956 BROADCASTING ® TELECASTING
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SARNOFFS OF NBC TELL AFFILIATES
OF PLANS TO PUT NETWORKS ON }TOP

SARNOFFS, father David and son Robert,
told NBC’s affiliates at closing session of 30th
anniversary celebration in Miami Friday of
ambitious plans to make NBC tv and radio
No. 1| in all aspects. And Gen. Sarnoff said
NBC would not take government antitrust suit
or any other future action “lying down.” (See
earlier story page 60.)

After Bob Sarnoff, NBC president, at morn-
ing briefing session had told of plans for new
team to regain and retain leadership, Gen
David Sarnoff, chairman of parent RCA, in
extemporaneous address, warned against mak-
ing television “a national screen, just as some
radio stations have become a national phono-
graph” through replacement of live program-
ming with feature film.

In talks reminiscent of his famous 1947
Atlantic City speech in which he implored af-
filiates to enter tv, he said that 10 years hence
color would be as universal as black and
white. He answered stories of Bob Sarnoff’s
move “upstairs” and explained forthrightly his
philosophy of father-son business relationship,
asserting that parents have no right to “stand
in the way” of their children. He praised “with
pardonable parental pride” job Bob has done
with NBC and said Bob had told him he hoped
to stay with NBC “without date and without
limit.”

Gen Sarnoff made four main points. Allud-
ing to attention being given by government
agencies to network operations and particularly
antitrust suit on Westinghouse-NBC swap, he
said this is “only symbolic of present effort to
investigate and to ventilate the networks” and
that involved is possible new legislation which
evidently would be designed “to give solace to
the have-nots and the Johnny-come-latelys.”
Mentioned as figuring in this effort were the
motion picture industry and “other forces.”

“We do not propose to take it lying down or
to compromise the situation as has been indi-
cated,” he said. RCA-NBC will have their

JUDICIAL REVERSAL

CALIFORNIA State Bar Assn, may
soon swallow own medicine in forbid-
ding radio-tv court coverage through
Canon 35. Wm. P. Gray, president of
Los Angeles City & County Bar Assno.,
has written Jack Beck, news director
of KNX there and Columbia Pacific Ra-
dio Network, to preserve tapes of cover-
age of House Un-American Activities
Committee hearing fortnight ago since it
may be only evidence whereby local and
state bar groups can base prospective
investigation of manner in which attor-
neys were forcibly evicted from hearing
room. Issue of counsels' rights is involved
and radio may save day. Asked why he
wanted tape rather than written trans-
cripts of hearings, Mr. Gray said writ-
ten version does not tell whole story.
Mr. Beck will save tapes, [See BeT, Sept.
24 and page 52 this issuel.

BROADCASTING © TELECASTING

day in court on the Westinghouse matter, he
said, asking “is it conceivable that the powerful
Dept. of Justice should acguse RCA and NBC
of pushing a competitor around?”

Strongly emphasizing film vs. live tv, Gen.
Sarnoff warned against short range view of
simply making more money with film than
with live. He said that film reservoirs would
be exhausted in couple of years and that return
to live would be indicated, but he inferred that
then it might be too late.

While color sales were not as great as ex-
pected this year, he predicted that 1957 would
see color get off ground and said other manu-
facturers would follow RCA’s leadership in
color. On programs, he said NBC always has
been No. [ in program quality but not in
program popularity.

Gen. Sarnoff said NBC has its best and
most complete organization in years and that
there is no foundation to gossip about further
impending changes. He said Robert Kintner,
former ABC president who joins NBC next
month as an executive vice president, will have
his first assignment in color but that he will
not be limited to it. He called him “a splendid
piece of manpower” and told how he was re-
tained. He said Bob Sarnoff put the question
to his executive board and that they voted
unanimously for Mr. Kintner. He gave Mr.
Kintner credit for ABC's success.

What's ahead in NBC was subject of briefing
session presided over Friday morning by Bob
Sarnoff and attended by practically all affiliates
and network staff executives. On radio, he
asked for clearances for on-hour “hot line”
news, pointing out that he recognized difficulty
in shifting schedules. But without clearances
“we don't have a network and with no network,
we're not in business,” he said.

Joe Culligan, vice president in charge of radio
network, said “hot line” news means $4 million
in revenue. Bristol-Myers has contracted for
$2.1 million for half of newscasts to begin Jan.
14, He hoped to have second sponsor lined up
in few days but said program would not be
sold to more than four accounts.

Contrary to reports, he said 120 stations
have accepted “hot line™ on Jan., 14 or later
when clearances can be made. Not one station
has said no, although some have problems.

Revitalized network plan involves appointing
string correspondents at each of network’s 197
affiliated stations to supplement regular staff,
They will be fully accredited and indoctrinated
in New York to improve stature and prestige.

Opening tv forum, Bob Sarnoff said NBC
now is ahead of CBS on ratings in two or three
time categories and soon hoped to lead in all.

Evening programming's most troublesome
area is 7:30-8. He said news strip will be moved
ahead of 7:30 by next fail if not sooner.

On DST problem, he said hope that Ampex
video tape recording would be available on pro-
duction basis has faded. If pre-production mod-
els are satisfactory, VTR's will be used, sup-
plemented by kines. He said many new things
are in works but there wiil be some shifts and
some replacements next season, lamenting that
some of 11 new programs started this season

e BUSINESS BRIEFLY
Late-breaking items about broadcast busi-
ness; for eariier news, see ADVERTISERS
& AGENCIES, page 31.

ASPIRIN CAMPAIGN e Plough Inc. (St. Jo-
seph aspirin), Memphis, Tenn., preparing radio
spot announcement schedule to start in 1957.
Agency: Lake-Spiro-Shurman, N. Y.

BUFFERIN BUSINESS ¢ Bristol-Myers Co.
(Bufferin pain relief tablets), N. Y., plans ra-
dio-tv campaign in unspecified markets
throughout nation to start sometime in Janu-
ary for undetermined number of weeks. Agen-
c¢y: Young & Rubicam, N. Y.

QUICK IN MARKET ¢ Lambert-Hudnut Div.,
Warner-Lambert Pharmaceutical Co., N. Y.,
for Richard Hudnut Quick home permanent
planning radio-tv spot campaign in approxi-
mately 50 radio markets and 15 tv markets,
radio starting Jan. 7, television Jan. I, for
approximately 11 to 13 weeks. Agency: Sulli-
van, Stauffer, Colwell & Bayles, N. Y.

SPRY BUY o Lever Bros. {Spry Shortening),
N. Y., placing spot radio campaign in 44 mar-
kets starting Jan. 14 and running for 10 weeks.
Kenyon & Eckhardt, N. Y., is agency.

OUTDOOR SERIES ® louis de Rochement
Assoc., N. Y., understood to have completed
first multi-market sale on new Field and Stream
15-minute tv film series to Genesee Brewing
Co., Rochester, N. Y., for showing in Buffalo,
Rochester, Syracuse, Binghamton, Watertown,
Plattsburgh, Utica and Schenectady, starting in
March. Series was produced in color by Field
and Stream magazine with Robert McCahon
as writer-director. Agency: Rogers & Porter
Adv., Rochester, N. Y.

HIT PARADE EXTRAS e American Tobacco
Co. (Hit Parade Cigarettes), N. Y., which
started spot schedule on West Coast in mid-
October and has expanded eastward, is adding
25 radio and 25 television markets for 13 weeks,
effective Jan. 2, BBDO, N. Y., is agency.

had not fared too well.

Winding up session, Bob Sarnoff said that
daytime sales constitute big competitive prob-
lem but that gap is being closed. In evening,
programming is big problem but he pointed
out that differential in sponsored hours between
CBS and NBC now is down to five per week,
smallest in four years.

NBC Affiliate Directors Named

SIX new members of NBC Tv Affiliates Boards,
10 fill vacancies, were elected at session in Mi-
ami Beach Friday. Elected to Tv Executive
Basic Affiliate Board were Ewing C. Kelly,
KCRA-TV Sacramento; Ralph Evans, WHO-
TV Des Moines, WOC-TV Davenport; John
DeWitt, WSM-TV Nashville. Elected to Execu-
tive Optional Affiliate Board were Harold Es-
sex, WSJS-TV Winston-Salem, N. C.; Joe
Floyd, KELO-TV Sioux Falls, S. D.; Joe
Bryant, KCBD-TV Lubbock.

December 17, 1956 o Page 7
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#Total Dollar Volume Retail Sales, Metropolitan County Areas, Sales Management, May 10, 1956

KANSAS CITY
SYRACUSE
PHOENIX
OMAHA

KCMO-TV The Katz Agency
WHEN-TV The Katz Agency
KPHO-TVY The Katz Agency
WOW.TY John Blair & Co.-TY: Blair-TV

Meredith Stations Are Affifiated With Better Momes and Giardens ..o Successful Farming Magazines
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FIRST RETURNS FROM NEW NIELSEN

CAUSE ALARM AMONG

COMPLAINTS werz mounting last week
against showings of seemingly marked declines
in individual radio station audiences in A. C.
Nielsen Co.’s new Nielsen Coverage Service
(NCS) Report No. 2, with indications Fri-
day that organized protests are in process of
development,

Station sources said that compared to NCS
No. 1 reports four years ago, NCS No. 2
reports for some stations show drop-offs rang-
ing as high as 70 or 75% —in extreme cases—
in number of listeners tuning once a week or
oftener during nighttime hours, and that de-
clines up to 30% or more are reflected in
similar data on daytime tuning.

These represented relatively few reports,
however, since distribution to subscriber sta-
tions started only fortnight ago and, as of
last week, no one authority had seen more
than a handful—half-dozen, say, at most.
Thus authorities agreed it was too early to
determine whether such declines would be
found in NCS reports generally—though they
obviously were apprehensive.

Station representatives were reluctant to
discuss situation in detail until more reports
are available, but Ward Dorrell, vice president
and director of research for John Blair & Co..
acknowledged under questioning that "we have
some reservations about them.” He also indi-
cated Blair may challenge effectiveness of
interviews in which NCS No. 2 radio data were
collected, on ground that it apparently is same
technique used in 1952 even though character
of radio listening has changed markedly since
that time.

No longer, Mr. Dorrell pointed out, does
radio programming have that “single program
identity® which existed in 1952 when Jack
Benny and other big name programs could

RADIO INTERESTS

swell totals for "once-a-vJeek“ listening. To-
day's dominant fare of music, news and serv-
ice programs gets listenership, but its unspec-
tacular nature makes it more likely that occa-
sional listeners will fail to mention specific tun-
ing unless interview technique was adapted
to fit these new patterns, he asserted.

Nielsen officials declined specific comment,
but it's known their position is that they under-
took NCS No. 2 upon assurances from both
buyers and sellers of time that current cover-
age information is needed; that they realized
that obvious but not necessarily valid com-
parisons inevitably would be drawn with 1952
data, but that 1952 is history and not basis
for 1956 buying and selling. They also de-
clined to give “composite” or “average” fig-
ures, pointing out that NCS No. 2 is measure-
ment of individual stations, that stations’ cov-
erage is affected by many factors, and that
composite averages would be academic and
have little practical value.

Agencies as yet have not received NCS No.
2. so their interpretations and plans for its
use cannot yet be determined. Station people
who have studied reports appear agreed that,
as Nielsen also feels, they must be used as
indication of radio coverage as it exists today.
and that comparisons with 1952 could be seri-
ously misleading. They know—and can docu-
ment—radio's selling power, and they're hope-
ful advertisers and agencies will not allow
themselves to become misled by meaningless
comparisons in which they might lose sight of
radio’s size and effectiveness as it exists today.

Station Representatives Assn. plans early
meetings with Radic Advertising Bureau and
American Assn. of Advertising Agencies in
effort to premote uniformity in interpretation
of NCS material (Story page 90).

Aubrey Named to Direct
ABC-TV Programming, Talent

JAMES T. AUBREY JR., who has resigned
as manager of network programs for CBS-TV
in Hollywood, will head ABC-TV’s program-
ming and talent, Oliver Treyz, vice president
in charge of ABC-TV, is to announce today
(Mon.). Mr. Aubrey, who succeeds Robert F.
Lewine, now with NBC's tv program depart-
ment [AT DEaDLINE, Dec. 3], will be proposed
for vice presidency at next board meeting of
American Broadcasting-Paramount Theatres,
ABC’s parent.

He had been associated with CBS-TV since
1952, serving as general manager of KNXT
{TV) Los Angeles and of Columbia Television
Pacific Network.

Stressing end to ABC-TV's search for “the
best man to fill the role,” Mr. Treyz said Mr.
Aubrey’s record indicates “promise and po-
tential” to network in “the initiative and lead-
ership in programming vital to its growth and
development.”

Also being announced are elections of
Michael Boland and J. Russell Gavin as as-
sistant treasurers of ABC. Their elections were
announced by Simon B. Siegel, treasurer of

BROADCASTING ® TELECASTING

ABC and AB-PT. Mr. Boland, member of
ABC's cost control unit since November 1955,
previously had held various budgetary and
controlling posts. Mr. Gavin, chief accountant,
with ABC since September 1954, formerly
had been in ABC's cost} control and budget
departments.

wWJQS to Milner for $75,000

SALE of WIQS Jackson, Miss,, by D. W.
Gavin and associates 10 Milner Enterprises
Inc. {Dumas Milner) for $75,000 announced
Friday. Transaction involving CBS-affiliated
station (250 w on 1400 kc) handled by Black-
burn-Hamilton Co. Mr. Milner is major south-
southwestern area automobile dealer, has ma-
jor interest in Jackson State-Times, among
varied other interests. Mr. Gavin owns WCOC
Meridian, Miss.

WAOK Sold to Employes

WAOK Atlanta, Ga., has been sold by I. W,
Woodruff interests to group of employes for
$46,000. Station, operating on 1380 ke with
5 kw, being sold to group headed by L. M.
George, president of WAOK Broadcasting Co.
Woodruffs own WRBL-AM-TV Columbus and
WGPC Albany, both Ga.

PEOPLE

RAYMOND A. RICH, vice president of Philco
Corp., Philadelphia, since 1950 and previously
in executive posts with General Electric Co.,
elected president of Aveco Mfg. Corp., New
York, manufacturer of home equipment and
industrial products and parent company of
Crosley Broadcasting Corp.

MORTIMER L. BURBANK, 78, board chair-
man and former president of Outlet Co., Prov-
idence, owner of WJAR-AM-TV Providence,
died last Thursday at his home in that city.

DON FOOTE, timebuyer at Erwin, Wasey &
Co, N. Y, to Young & Rubicam, N. Y, in
similiar capacity. Agency also announced re-
tirement effective Dec. 31 of two media buyers,
A. P. PRATT and EDWIN BYRNE. Both
worked on General Foods account.

JACK WOOLLEY, manager of CBS Spot
Sales, Hollywood, appointed special assistant
for public affairs to Secretary of the Navy
Charles S. Thomas, effective Dec. 31.

HARRY HESS, CBS-TV supervisor of broad-
cast film operations, to Dancer-Fitzgerald-
Sample, N. Y. as administrative assistant to
Norman Mathews, vice president in charge of
radio-tv commercial production.

NORMAN MACKAYE elected president of
New York branch, Screen Actors Guild, for
1957. Other officers: PHILIP FOSTER, BOB
FITZSIMMONS, TOM SHIRLEY and WIL-
LIAM KEENE, vice presidents; HAZEL K.
MACK, treasurer. and JOSEPH S. BELL, sec-
retary.

JOHN F. ASTENGO, public relations spe-
cialist in Los Angeles office of Robinson-Han-
nagan Assoc., div of Hill & Knowlton, to pub-
licity staff, Hollywood office, Ted Bates & Co.

Small Business Committee Ready
To Release Report This Week

HOUSE Small Business Committee, 11-man
group headed by Rep. Wright Patman (D-
Tex.), is expected to release report on regula-
tory agencies at end of this week, based on
hearings last spring by three-man subcommit-
tee headed by Rep. Joe L. Evins {(D-Tenn.).

Small Business Committee on Dec. 3 ap-
proved “preliminary draft” published earlier
by Rep. Evins [AT DEADLINE, Oct. 22], making
considerable changes in Evins draft, although
it was understood “substance” of report was
not changed greatly.

Committee vote on report has not been
disclosed, but it was understood report now
is under consideration for possible dissents.
Rep. William M. McCulloch {R-Ohio), lone
Republican on subcommittee, charged during
hearings last spring that Democrat-led unit
was engaging in “political fishing expedition.”

Evins draft charged monopoly in broadcast-
ing and other industries and recommended
measures to remove “centralized power of the
“Executive Branch™ over Federal agencies,
giving Congress complete control over their
operation.

Group Files for New Bedford

APPLICATION for ch. 6 New Bedford, Mass.,
was filed Friday with FCC by hotelman Paul
E. Thurlow and associates. Among others in
group are Paul B. Mowrey, former (1944-52)
national director of tv for ABC, and Roland
Hale, assistant general manager, WCOP Boston.
Proposal calls for 100 kw radiated power, 1,000
ft. antenna (973.5 above ground). Costs: $582,-
180 (construction) and $565,000 (first year
operaticn]),
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the week in brief

THE FIGHT FOR TV DOMINANCE

Release of 20-year supply of feature
pictures 1o tv plus growing stockpile
of syndicated films constitutes threat
to tv networks, NBC believes ... .27

TV NETWORK TIME SALES

Gross billings of tv networks, tabu-
lated by BeT from PIB records, show
22% increase over 1955 for first nine
months of this year .. ... ... ... .31

ROSLOW LAUDS RADIO'S ECONOMY

Pulse director reports on two-year re-
search project commparing impact and
cost of radio and newspaper adver-
HSING e 32

TOP SYNDICATED TV FILMS

The most popular syndicated film
programs in 10 U. 8. cities during
November, compiled for BeT from
the audience records of American Re-
search Bureaw . ..... ... . .38

TIME MAY GET BITNER STATIONS

Decision may come this week in sale
of midwestern radio-tv properties;
price seen higher than $16.2 million
which Crowell-Collier was to have
DA Bt b A B et 1 § "

STORER'S PHILADELPHIA BID

Deal made with Harron for transfer
of WIBG-AM-FM Philadelphia and
WPFH (TV) Wilmington to Storer
Broadcasting Co. hinges on acquisi-
tion of 95% of stock valued at $5.4
million and on sale of a present Storer
vhf station - . .46

STAMPS SELL SPOT RADIO

John Blair & Co. creates series of
stickers, each highlighting a selling
feature of spot radio, for use on all
company's mail . . .. .

departments
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Closed Circuit . 5 [n Review
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In 30th anniversary address to affil-
iates, NBC Presiden: Sarnoff points
to need for improving relations with
government and public, for avoiding
excessive use of film programs and
for assisting educational tv 60

NBC GETS AMPEX RECORDER

But does not plan to pur it into use
on air until tape performance im-
proves; streaks occasionaily appear in
CBS-TV taped rebroadcasts of nightly
news show = 66

MAGNETIC STRIPES FOR TV FiLM

CBS News adopts new process of re-
cording devised to raise sound quality
to parallel that of picture . .68

HOUSE GROUP BACKS LOCAL 47

Labor subcommittee backs right of
individual members versus trust fund
in AFM dispure over disposition of
recording and film fees .76

FCC OPPOSES UHF-VHF TAX

Commission tells House Ways &
Means subcommitiee that 10% excise
tax on all-channel tv sets should be
reduced or eliminated | . 77

RCA EQUIPMENT EVENLY DIVIDED

As many affiliates of ABC-TV and
CBS-TV have RCA transmiiters, an-
tennas and studio gear as do NBC-TV
outlets, Celler Committee learns . 80

SRA ELECTS HEADLEY

President of H-R Representatives and
H-R Television becomes 1957 presi-
dent of Station Representatives Assn.

........... . 90

BILLINGS OF NBC-TV AGENCIES

Second instaiment of BeT tabulutions
breaks down network’s billings by
agency and client. CBS-TV’s agen-
cies appeared Dec. 10 .. . . ]04
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SALES STORY |

There are all kinds, but if you really
want to seli Southern California, take
heed

it was 1:15 in the morning, late in
November , .

Jackson Wheeler was visiting with his

* KTTV viewers, He interviewed Lease
Bussard, International President of
the-Optimists, who read the Optimist
Creed. Jackson invited the “Jackson’s
Theatre” audience to let him know if
they wanted a copy.

Then it happened _ . .

KTTV's switchboard was jammed
until, at 2:15 A.M., Wheeler suggested
that the audience write instead of
phoning.

To date, 9,752 requests for the Creed
have been received from all over the
Southern California area. The place
is loaded with optimists {customers,
to you).

Yes, Southern California is different,
and the difference is KTTV.

Television _
Represented nationallv by BLAIR-TV §

e

e B LT RS T

l
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NATIONAL AUTOMOBILE SHOW

THE NEW cars for 1957 are longer, lower
and more powerful than 1956 models. They
have smaller wheels and softer tires, dual
headiamps, high tail fins and lots and lofs of
aluminum grillwork. And, with few excep-
tions, they have dropped the two-tone look
that has been almost universal the past few
seasons in favor of one-color finishes, with
perhaps a narrow band of constrasting color
between two gleaming strips of metal.

That about sums up one viewer's memory
of an hour spent at the National Automo-
bile Show in New York’s Coliseum by
courtesy of CBS-TV, which also provided
five newsmen to demonstrate and describe
the newest features of the new autos, in-
cluding the retractable steel hard-top of the
new Ford convertible, the rear-facing back
seats of the nine-passenger Plymouth station
wagon and the secretary’s typewriter desk
(also rear-facing) of the “three-room” Cadil-
lac, which also carried a radio ticker to
keep the busy executive in touch with the
market as he rides and dictates.

A few more generalizations gleaned from
the flow of automotive wisdom spouted by
Charles Collingwood and his colleagues:
The hardtop has replaced the sedan as the
most popular American auto model. There
are more automobiles than houses in the
United States. There are enough cars to
take every man, woman and child in the
country out riding at the same time. One
person in every seven earns his living in a
job directly connected with the automotive
industry.

Who says tv’s not educational?
Production cost: $32,000.

Sponsored by Reynolds Aluminum Co.
through Buchanan & Co., Sun., Dec. 9,
5-6 p.m. EST, on CBS-TV.

Producer: Paul Levitan; assoc. producer:
Jack Kuney; director: Vern Diamond;
writer: Martin Plissner; m.c.: Charles Col-
lingwood; reporters: Ned Calmer, Ron
Cochran, Dallas Townsend and Jim Mc-
Kay.

Produced by CBS News and Public Affairs
Department.

FESTIVAL OF MUSIC

EXERCISING considerably more restraint
than they used for last January's “Festival
of Music” on NBC-TV, S. Hurok and the
Producer's Showcase planners made the
second festival, Dec. 10, a crowning
achievement.

This time, instead of upending the cor-
nucopia, Mr. Hurok picked out a few
choice items and arranged them for ultimate
delectation. With only five features filling the
90 minutes—two good-sized opera extracts
and three solo acts—this was a program of
satisfying balance. The adroit staging dem-
onstrated once again television’s highly pen-
etrating, sympathetic bond of understanding
between artist and viewer. Maybe an audi-
ence in a hall gets a dimension that is lost
in electronic transmission, but whenever
did the balcony-sitter get such a look at
Segovia’s or Rubinstein’s hands, share the
agony and splendor of Boris Godonov’s last
hours on such intimate terms?

This show seems to mark impresario

Hurok’s graduation as a finished producer

for television. Now that he is master of the

medium, may he bring his glories back to
the screen soon and often.

Production cost: $200,000

Sponsored on NBC-TV Producer’s Show-
case Dec. 10, 8-9:30 p.m. EST, by RCA
and Whirlpool-Seeger Corp. through
Kenyon & Eckhardt.

Produced by S. Hurok; NBC executive pro-
ducer: Mort Abrahams; director: Kirk
Browning; narrator: Jose Ferrer; musical
director: George Bassman; program su-
pervisor: Shelley Hull; unit manager:
Warren Burmeister; associate director:
Dean Whitmore; settings: Burr Smidt;
costumes: Robert Fletcher; choral super-
vision: George Schick; assistant conduc-
tor: Felix Popper.

Cast: Jose Ferrer, narrator; Alfred Wallen-
stein, conductor, and Showcase Sym-
phony Orchestra; Victoria de los Angeles,
Barry Morell, Andres Segovia, Marian
Anderson, Artur Rubinstein; Boris Christ-
off, Nicola Moscona, Michael Pollack,
Kirk Jordon and others.

NEW FIGURES OF 1957

SO FAR as Warner Bros. Co.-~the girdle
and bra makers, not the movie brothers—
were concerned, what better showcase could
they have asked than one in which New
York’s top models ($57 per hour) waltzed
around in the choicest, sheerest and most
dazzling creations this side of the Place
Vendome. Naturally, underneath all this
finery lurked a Warner foundation.

The good, and expensive, word came from
Ceil Chapman, Molly Parnis, Adele Simp-
son, Ben Zuckerman, Pauline Trigere, Syd-
ney Wragge, Dave Evins, Estevez, Andre
and Roxanne—10 of America’s top design-
ers. Doing a very efficient job of interview-
ing them was Home’s fashion editor, Natalie
Core.

A word of caution to NBC-TV: Fellows,
don’t ever show your color-test pattern on
black-and-white again. It may make a
charming piece of cubist art, but it'll never
sell color sets.

Production costs: Approximately $35,000.

Sponsored by Warner Bros. Co., through
C. J. LaRoche & Co., on NBC-TV, Sat.
Dec. 8, 1-2 p.m. EST.

Commentator: Natalie Core; producers: Kay
Elliot and Roger Gimbel; director: Barry
Shear; sets: Trew Hocker; costume de-
signer: Guy Kent; unit manager: Elmer

Gorry.
THE PRICE 15 RIGHT

THE OLD question—will entertainment or
prizes win viewers most -effectively?—is
about to be answered once and for all by a
new daytime (10:30-11 a.m.) series on NBC-
TV titled The Price Is Right.

Here is a straight appeal to cupidity, that
of the contestants in the studio and that of
the viewers at home. No jokes, no side
business, no nonsense of any kind is per-
mitted, on this program, to interfere with the
serious business of winning merchandise.
The formula is simple: Four contestants bid
on products displayed before them, a single

BROADCASTING ® TELECASTING
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IS ON

THE AIR!

KGW-TV brings to the
PORTLAND, OREGON market ...

316,000 watts of on-the-ground Video Power
— the most powerful commercial television
transmitter in the world!

A terrain-trained signal to penetrate deeply
into Portland’s steep up-and-down
residential core . . . as well as across all of
western Oregon and southern Washington!

Full ABC Network schedule!

Local identification with 30 hours a week of
live production!

Feature films including MGM and DAVID
SELZNICK productions!

The newest yet most experienced channel
because KGW-TV’s personnel is
representative of over 138 years of
television experience!

for rates,

.'_'.'qm.rlliﬂn ' availabilities
K G w- I v cetwar L AS K - and market
information.

CHANNEL
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TOP RATING IN
CINCINNATI!

the "%
ELLERY
QUEEN

series

starring

HUGH MAREOWE

The highest rated syndicated
program in Cincinnati,*
America's great mystery
adventure series outrates

$64,000 Question, Dragnel,
Jackie Gleason and other
top network favorites! Get
the facts for your market.

*24.7 Pulse 9/10/56

488 Madison Ave.
New York 22

PLaza 5-2100
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unit or an assembly. The bidder coming
¢closest to-the actual retail price of the goods
—and without exceeding it—wins the mer-
chandise itself as a prize. The telecast re-
viewed presented canny bidders with prizes
ranging from a portable typewriter to a 1957
Chevrolet.

Home viewers get a chance to get in on,
the game by bidding by postcard on goods
displayed in the Home Showcase for a
week. The first week the Showcase held a
natural ranch mink coat, a white satin hat, a
diamond wrist watch, a hand bag and a set
of matched Iuggage. The closest bid for the
lot which does not exceed the retail price
takes the lot.

NBC-TV is presenting The Price Is Right
itself, without a sponsor, apparently in an
effort to determine whether goods can beat
Godfrey. Next years’ program fare may
well be at stake.

Production cost: Largely the cost of the
prizes, which varies from day to day.

A Goodson-Todman production, broadcast
on NBC-TV, Mon.-Fri, 10:30-11 a.m.
EST.

Producer: Robert Stewart; director: Max
Miller.

Master of ceremonies: Bill Cullen.

TICKET TO THE MOON

HOW MANY people know that the A-Bomb
was actually detonated in the pages of As-
rounding magazine a year and a half before
the big boom at Hiroshima? That the maga-
zine carried a more detailed description of
the bomb’s trigger mechanism than the en-
suing Smythe Report? Or that Rostand’s
rapier-nosed Cyrano de Bergerac might well
be considered the daddy of the “Honest
John” rocket when he talked about shooting
into space, “driven by villainous impulses
fed by saltpeter?”

Certainly we didn’t, and that's why we're
grateful radio is still around. Especially NBC
Radio’s Biographies in Sound which on Dec.
4 did a ‘“take-out” on science fiction, a liter-
ary phenomenom that “uses tomorrow’s
worlds to pay for the writer’s bills of yester-
day.”

For 55 minutes, we heard host Norman
Rose talk to the leading exponents of science
fiction: Editor John W. Campbell of As-
tounding; biochemist Dr. Isaac Azimov
(“there is a difference between science fic-
tion and science fantasy . . .”"); Galaxy col-
umnist and guided missile expert Dr. Willy
Ley (*it stimulates the scientific mind to
seek wider poals”); author Ray Bradbury
(“there’s too much gimmickry in science fic-
tion”); radio writer Arch Obeler (“it’s hon-
est writing”); Hollywood producer George
Pal (“Hollywood has done a fabulous job in
special effects”), and Dr. Bob Richardson
of the Mt. Wilson Observatory (“today’s
flying saucers are like yesterday's flying
witches—imagination™).

It made us sit up and listen, and we agreed
that in the world of science fiction, there is
no such word as “impossible;” there is only
“unpossible.” It not only proved that the in-
dustry can turn out good programming on a
ridiculously low budget, but that so far as

imagination goes, radio’s got it all over the
other media as a theatre of the mind.

Production costs: Approximately $500.

Produced by NBC Radio program depart-
ment. Director: Danny Setter; writer-edi-
tor: Ernest Kinoy; m.c.. Norman Rose.

Broadcast on NBC Radio, Tues., Dec. 4,
8:35-9:30 p.m. EST (sustaining).

BOOKS

FREEDOM OR SECRECY: By James Rus-
sell Wiggins. Oxford University Press, 114
Fifth Ave., New York 11, N. Y. 242 pp.
34,

THE ADVENT of radio as a communica-
tions medium altered the traditional rela-
tionship between the U, S. government and
the press, which was guaranteed the freedom
to criticize the lawmakers and law enforcers
by the First Amendment. Radio, as Mr.
Wiggins points out, was a different sort of
thing. “The number of channels was lim-
ited. They had to be allocated. Once allo-
cated it was necessary that the stations be
required to stay on their authorized chan-
nels and utilize authorized power. The alter-
native was a chaos of conflicting signals in
which none of the stations could have been
heard. Obviously, no private power was
equal to the task of allocation or enforce-
ment. Government assumption of the obliga-
tion was inevitable.

“This means, inescapably, government li-
censing of a media differing from the press
only in the mechanical device employed to
disseminate information. Government was
thus propelied into a sort of licensing which
every constitutional authority until the ad-
vent of radio would have described as uncon-
stitutional.” And, when the FCC began to
look at program content, in determining
whether or not to renew station licenses,
“government found itself knee-deep in an
enterprise that surely would have been ab-
horrent to every one of the founding fa-
thers.”

Mr. Wiggins is executive editor and vice
president of the Washington Post and Times
Herald and was, for three years, chairman of
the Freedom of Information Committee,
American Society of Newspaper Editors. In
Freedom or Secrecy, he takes a long hard
look at the right of the American public to
know what its elected officials, judges, mili-
tary men and other public and semi-public
figures are up to; the right of newspapers,
magazines, radio and tv to attend sessions of
legislatures and courts to get the facts for
the public, and the growing tendency of leg-
islative and other groups to avoid this pub-
lic scrutiny by going into executive session
and by other actions which, while perhaps
not illegal, are certainly in conflict with the
right of the people for full access to the full
facts.

Good reading for anyone interested in
government or news or both, this thought-
provoking volume is especially recommended
to station news directors and general man-
agers, two groups directly concerned with
the problems of keeping the channels of
information wide open.

BROADCASTING ® TELECASTING
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Costume by Glare Potiel

Red Carpet™ Service on United Air Lines
...luxury travel at its best/

Air travel’s warmest welcome mat is a Red Carpet|

It introduces you to United's brilliant Red Carpet
Service—special nonstop DC-7 flights coast to coast and
between fifteen U.S. cities (including Honolulu).

This.is travel with a new flair! You sense it in the

accommodations, the people you meet, the attention paid you.
Cocktails . . . full-course meals and between-meal treats created by
Master Chefs . . . soft music . .. a spacious lounge where you always find good AIR LINES

company . - . many other “extras™ at no extra fare add to your pleasure.

You'll want to make reservations soon for Red Carpet Service

{with us, or with an Authorized Travel Agent). *""Red Carpet™ is a service mark used

and owned by United Air Lines, Inc.



 STEAMING
AEA

Since the sternwheelers first
opened our Ohio River Valley to
large-scale trade, this region has
constantly steamed ahead to
greater industrial records.

Today, its array of manufactur-
ing is the most vast in America
... a solid head-of.steam typified
by our own doorstep counties of
Cabell and Kanawha (the Hunt-
ington-Charleston area) where—
say preliminary reports of the
new U. S. Census of Manufac-

tures — the value of industry

alone i1s up 55% since 1947,
currently over one billion dollars!

This is only part of what you can
command with WSAZ-TV. Sur-
rounding our near-quarter-mile-
high tower lies America’s 23rd
television market — four states
wide, four billion dollars deep in
buying potential. You leave a
smart wake when you sail aboard
WSAZ-TV. Any Katz office can
make out a profitable bill of lad-
ing for you.

Jf o v -
- -4 | -
HUNTINGTON-CHARLESTON, W. VA,

N.B.C. WETWORE

Affiliated with Redio Stations
WEAY, Huntington & WGKV, Charleston
LAWRENCE H. ROGERS, PRESIDENT

Represented by The Katz Agency
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Tv Network Billings

EDITOR:

We have found BeT computations based
on network records filed with the Celler
House Antitrust Subcommittee most help-
ful and wvaluable [BeT, Dec. 10, Nov. 19,
12].

We would also be interested in compar-
able data pertaining to the ABC network.
Will you please advise if ABC data. are or
will be available?

Jeff Peters, Media Analyst
Needham, Louis & Brorby, Chicago
[EDITOR’S NOTE: ABC has not yet submitted

to the Ceiler committee any data on billings or
discounts.]

Ladies Day at WNAR

EDITOR:

What happens to a radio station when
all announcers and personalities decide they
want to go hunting together? The station
can’t be closed down for the day and it
would be impossible to transcribe all the
programs and the newscasts. The manage-
ment of radio station WNAR Norristown,
Pa., felt it would be a good idea for the
boys to get away for a day of enjoyment
and relaxation, but the problem of substi-
tution remained unsolved.

Suggestions poured into the station from
listeners and finally one listener said, “Who
knows the job and the problems of broad-
casting better than the wives of the staff?
Let them take over for the day.” With
tongue in cheek, I agreed to this novel idea.

No one figured on the reaction that fol-
lowed the one-day experiment. Telegrams
poured into the station from all sections of
the listening area complimenting the wives
on the fine job they were doing. Sponsors
called up and asked for additional spots to
advertise merchandise slanted at the women.
Everyone in the area was talking about the
experiment and letters are still pouring into
the station asking that “Ladies Day” be
made a regular feature of the station in the
future.

John M. Banzhoff, Mgr.
WNAR Norristown, Pa.

Wonderful Error

EDITOR:

Thank you for the wonderful error you
made—you listed us in your “Top 40 Agen-
cies in 1956 Radio-Tv” survey [BeT, Dec. 3]
as doing $7% million combined radio-tv
billing with 45% as the am-tv share of over-
all billing. Actually, it is 75% of our busi-
ness.

Emil Mogul, Pres.
Emil Mogul Co., New York

Westinghouse Sand Storm

EDITOR:

One of our accounts is Moore-Handley
Hardware of this city which distributes
Westinghouse throughout the state.

Your insert, “Sham? Not in These Sands”
[BeT, Nov. 19], looks like an excellent piece
of promotion for Studio One that we'd like
to let all of our dealers read.

Would appreciate permission to reprint
this page in our own shop in offset and
send out several hundred.

Lou Peneguy, Appliance Promotion
Frank M. Taylor Advertising
Birmingham, Ala.
[EDITOR’S NOTE: BT is glad to grant Mr,
Peneguy permission to reprint the story of the
Westinghouse commercial on STUDIO ONE that
first aroused cries of “sham’ which changed to
cheers when the test of sand in a washer was

repeated. The only provision B-T makes is that
it be given credit as the source of the story.]

Bouquet of Rose’s

EDITOR:

Having had some time to cool off after
reading Billy Rose’s pungent attack on BMI
during the recent Senate hearings [BeT, Sept.
24], I am enclosing some information on the
kind of songs which Mr. Rose and others
have had published as ASCAP composers.
The information was taken from ASCAP’s
own “40 Years of Hit Tunes.”

I think our industry should make a vigor-
ous defense of Mr. Carl Haverlin, his care-
fully selected officers and personnel and the
entire board of directors of BMI. I have
found them to be: First, interested in the

e,

TAKING PART in “Ladies Day” at WNAR Norristown, Pa., are (|l to r) Sandy

Molinaro, Mena Brode, Helen Bekas, Dolores Nellany, Barbara Jones and Helen
Newman. The one-day experiment may become a regular station feature.
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FRANK HEADLEY, President
DWIGHT REED, Vice President Naturally we're "air minded'"” at H-R. We started as a

FRANK PELLEGRIN, Vice President group of mature working partners, representing a
selected list of radio and TV stations. Each day we
took off to land at the desks of buyers of time
with selling facts and figures on the available

"ajr time" of our stations.

PAUL WEEKS, Vice President

Over the years, other stations seeking this type of
personalized, working partner representation, have
availed themselves of our unusual service.

Today, while we have more offices and a larger staff,
the working partners who head up H-R, still take off
each day, still render personal representation to every
station on our list, still keep our promise to "always
send a man to do a man's job.”

380 Moditon Ave. 35 E. Wocker Drive 6253 Hollywsod Boulevard 155 Monigomery Sireel 415 Rio Gronde Blds. 101 Marietia Street Bidg. 520 lovel! Bovlevard 910 Royal Siraet

New York 17, N. Y  Chicage I, Illinois Mollywoed 28. Calil. San Froncisce, Calil. Dallos, Texos Atlanto, Georgio Reom No. 10 Canal 3917

OXiord 7-3120 RAndolgh 6:6431 Hollywood 2.6453 YUkon 2.5701 Randolph 5149 Cypress 7797 Haoviten, Texos New Orleans, lo.
JAcksan 8:1601



CASE HISTORY —
SEAT COVERS

SURE FIT SEAT COVERS
FIND RADIO SURE FITS
SALES PROBLEMS

Back in the spring of ’55, the Max
Becker Advertising Agency of Long
Beach picked radio to sell the Sure Fit
Seat Covers Division of the Howard
Zink Corporation to the owners of
Southern California’s 314-million pas-
senger cars (most of them, naturally,
radio-equipped).

Just a year-and-a-half later, Sure Fit
has completed & comprehensive analy-
sis of its advertising response. Accord-
ing to division manager N. G. Zink:

“Radio has become consistently more
productive for us each month during
this period, and has now reached the
point where our cost-per-sale from
radio is lower than from any other
medium used.

KBIG certainly deserves full credit
for the contribution it has made to the
growth and success of Sure Fit during
the past eighteen months.”

KBIG, carrying four one-minute
jingle-with-live-tag announcements
for Sure Fit daily, is happy to share
with two other fine Los Angeles in-
dependent stations gratification for
another job well done in our long list
of successful Southern California radio
advertisers.

The Catalina Station
10,000 Walls

i oy

JOHN POOLE BROADCASTING €O.

8540 Sunsat Bivd. Los Angelea 28, California
Telephonae: HOlywood 3-3205

Nat. Rep. WEED and Company
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future of radio and television broadcasting
in its broadest sense! Second, gentlemen in
every sense of the word in carrying out
those interests. Anyone making a personal
attack on Mr. Haverlin and his associates
could do so only for selfish reasons of which
our great industry should take heed of the
source.

1 have had the privilege of attending a
number of BMI clinics and at no time was
a reference made that a station should ex-
clusively program one kind of music from
any particular source. BMI has been largely
responsible for introducing “American free
enterprise” to the music publishing field
and deserves unstinted support.

These are the beliefs of one of the smallest
of the “small guys” in radio.

Charles L. Mitchell
Olney, Il

[EDITOR’S NOTE: Mr. Mitchell’'s list of ASCAP
“‘classics” includes three compositions by Billy
Rose: “You Tel Her, I Stutter,” “A Cup of Coi-
fee, a Sandwich ami You” and “I Got a Code
in My Dose,” along with “Horses, Horses, Horses,”
“Mairzy Doats,” “I Faw Down and Go Boom,”
“Papa Loves Mambo” and a score of others of
that ilk.]

Plymouth’s Agencies
EDITOR:

I have just noticed a story in your Nov.
26 issue regarding the renewal of the Ray
Anthony Show by Plymouth. Thank you
very much for using this item.

However, 1 notice that you say the agency
is N. W. Ayer & Son. For future informa-
tion, Ayer is the Plymouth agency for print
media, radio and local tv, while Grant Ad-
vertising handles not only the Ray Anthony
Show but Plymouth’s 50% sponsorship of
Lawrence Welk’s Top Tunes and New Talent
show . . .

L. W. Brown, Vice Pres.
Grant Advertising Inc., Detroit

Newsworthy Wrecks

EDITOR:

I guess a car wreck is newsworthy, accord-
ing to “WISE Was There” [0PEN MIKE, Dec.
3].

Same happened to us. As I was reporting
the news from our “picture window studio™
I looked out to see a car wreck . . . re-
ported same, as events transpired. But
shucks, everybody here knows that “they
hear it while its news on KTFS.”

Incidentally, bet we have about the only
studio from which can be observed happen-
ings in two states. From our studio, 100
feet from the Arkansas state line, we watch
and report considerable material such as the

above.

Les Eugene, Prog. Dir.
KTFS Texarkana, Tex.-Ark.

EDITOR:

The way I understand Douglas China’s
report [BeT, Dec. 3] on the WISE blow-
by-blow account of a Nov. 20 wreck, KITE
might credit him with a tie but not a “first”
for quickest news coverage of local news in
the history of radio. But did WISE carry
the actual sound of the impact?

Back in September of 1955 KITE was
there when a gasoline truck exploded while

unloading gas at the San Antonio police
department . . . across the street from the
KITE studios. KITE’s program director,
Stan Nelson, had the mike open reading a
commercial . . . and it came out something
like this: “When Jack Mitchell has a sale, he
really has a sale! BLOOEY!”

Stan stopped right there, turned reporter
and give a window ledge account, smoke-
by-flame!

By any standard, that’s the ultimate in in-
stantaneous coverage of a totally unsched-
uled newsworthy occurrance. Some will re-
cali the memorable broadcast of the
Hindenburg explosion, but there’s a dis-
tinction, for the landing itself already was
a newsworthy event and radio reporters al-
ready were broadcasting as scheduled. . . .

Glen Krueger, News Dir.
KITE San Antonio, Tex.

WTRI-TV Is Back in Business

EDITOR:

Page 86 Dec. 10 issue states WTRI-TV
[Albany, N. Y.] now dark. WTRI-TV re-
turned to air July 1, 1956, and has been
telecasting uninterruptedly since then. Can
you arrange correction?

Lloyd George Venard, Pres,
Venard, Rintoul & McConnell
New York

Sound Approach
EDITOR:

I read on page 78 of your magazine of
Dec. 3, that uhf station WWLP (TV) is of-
fering a year’s advertising free to the first
manufacturer of ali channel sets.

I belive this is a very sound approach and
perchance it may have considerable merit
to it. You can put us down as going along
with this advertising approach 100%.

Norwood J. Patterson, Gen Mgr.
KSAN-TV San Francisco, Calif.

Radio and Education
EDITOR:

American Education Week in Centralia
will be long remembered since WCNT has
programmed 11%% hours of air time devoted
to Centralia’s grade, high school, and junior
college. Administrator, teachers and students
are participating in the programs during the
week. When the schools were approached on
what they had planned for the week they
expressed a great appreciation that we were
interested and gave us the complete details.

We offered assistance and through mutual
agreement all the time was sponsored.

”I:he schools are giving all of the sponsors
certificates in appreciation of their part in
American Education Week.

Never let it be said that any part of the
school systems won’t work completely with
an advertising medium and assist in think-
ing and producting program material that
will attract listenership.

I have written this letter in the hope that
ot_her stations will become closer acquainted
with their schools. Remember, students in-
fluence parents.

Benjamin E. Shore, Gen. Mgr.
WCNT Centralia, 11,

BROADCASTING e TELECASTING
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KiNG-TV BAGGED THE LION’S SHARE...

It was popcorn on the house the night KING-TV and Typical ARB Rating for KING’s Command

M-G-M put new life into the late evening movies. Performance: October 12 — 30 Seconds Over Tokyo
The most recent regular ARB Rating Report shows Time  Sets-in-Use KING-TV Station A Station B Station C
that KING’s Command Performance roared into 10:45 p 37.2 22.0 11.7 2.9 0.6
probably the highest ratings in the nation for late 11:00 p 36.7 24.6 10.5 1.5 0.6
evenings, in a four station market. 11:30 p 2G 4 249 2.9 1.8 0.6
If your plans include the rich Seattle-Tacoma 12:00 m 270 24.1 1.8 1.3 0.6
market . .. ask your Blair TV man for details of 12:30 a 20.5 19.9 0.3 0.3

KING’s Command Performance.

FIRST IN SEATTLE | TACOMA

ABC-Channel 5 W
100,000 Watts Kl NG-I v

ASK YOUR BLAIR TV MAN



iExcellente!
| Maravilloso!
iEstupendo!

Excellent!
Marvelous!
Stupendous!

In either language
the above describes

the Spanish language
station in Los Angeles

The Latin population of
Greater Los Angeles is
comparable to the
combined total population
of Wyoming and Nevada—
more than 550,000 people!

ONE STATION
DELIVERS
THIS MARKET

L.A—Ryan 16744

~ San Francisco—Broadcast Time sales
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our respects

to JAMES WEBSTER BEACH

CHOICE literary quotes are sometimes
offered by Jim Beach, newly-elected ABC-
TV vice president, to help explain his views
on selling—observations embellished with
a rare candor characteristic of his own per-
sonal relationships. But none of them epi-
tomizes his working philosophy better than
the simple word “competitive”—whether ap-
plied to his team concept of sales manage-
ment or to extra-curricular activities.

Doubtless, the quality of competitiveness
was uppermost in the minds of Leonard H.
Goldenson, president of American Broad-
casting-Paramount Theatres Inc., and other
AB-PT board members when they elected
Mr. Beach vice president in charge of ABC-
TV’s Central Div. [BeT, Nov. 26].

Mr. Beach seems well qualified for his
role on the network’s new management team
on the basis of his achievements as sales
manager for five-and-a-half years of ABC’s
owned and operated WBKB (TV) Chicago
and as director of ABC-TV’s Central Div.
since May 1955. Modesty and his concept of
teamwork preclude his taking personal
credit for placing, out of the central divi-
sion, about one-third of all ABC-TV billings.

Recognizing this accomplishment—and in
the wake of ABC’s realignment of top-level
management—Mr. Goldenson told a recent
Chicago news conference that greater au-
thority would be delegated to Mr. Beach
and that “Jim is ABC’'s management voice
in the central division and can speak with
authority for the company.”

James Webster Beach was born Dec. 21,
1912, and except for short periods on the
family farm in Michigan, was reared in
Chicago.

In 1930 young Beach divided his time
between Northwestern U., Evanston, I,
where he majored in journalism and adver-
tising, and newspaper work, starting as a
cub reporter on the old Chicago Herald &
Examiner. By 1934, he was staff sales man-
ager in classified advertising. When the
Herald & Examiner and American staffs
were combined in 1938, Mr. Beach “sur-
vived” the merger by conducting a real
estate Sunday supplement.

The “radio bug” hit Mr. Beach, he re-
calls, and in 1940 he went to work as a
salesman for Ralph Atlass, who at that
time owned WIJID and WIND Chicago.
Prior to the end of World War II, Mr.

Beach left broadcasting to become sales and
advertising manager of Westfield Homes
Inc. From 1946 to 1949 he was vice presi-
dent and co-owner of B & W Brick & Ma-
terial Co. The venture turned out ill-fated
but proved to Mr. Beach he should remain
in advertising and sales.

Instead of returning to radio, at the
standing invitation of Mr. Atlass, he turned
to tv in 1949, Mr. Beach had no previous
experience, although John H. Mitchell, then
head of Paramount Theatres-Balaban & Katz
WBKB (TV), was impressed with his self-
confidence and hired him as administrative
sales assistant.

An avid believer in the vitality of tv for
the large local retailer, he piled up several
“firsts” at WBKB (then ch. 4): first commer-
cial spensorship of major league baseball in
Chicago (Cubs and Sox for Atlass Prager
beer); first across-the-board department store
live tv series for 52 weeks (audience partici-
pation show for Goldblatt’s); highest budg-
eted local show on any Chicago station,
(Pace of Chicago for Marshall Field’s as
high as $10,000 per half-hour); five-a-week
Nite Owl movies series for Polk Bros. at
12 midnight; sale and start of first commer-
cially-sponsored regularly-scheduled Satur-
day evening tv program in Chicago (Stude-
baker Playhouse).

After FCC approved the ABC-PT sale and
merger in 1953, Mr. Mitchell became head
of midwest operations for the new WBKB
(on ch. 7) and organized the team of Mitch-
ell, Quinlan, Vieracker and Beach. (Ster-
ling C. Quinlan is vice president in charge of
WBKB and Matthew Vieracker is general
manager.) Mr. Beach was named sales mana-
ger, a post he held until his appointment as
director of ABC-TV’s Central Div. on May
16, 1955.

Since relinquishing his WBKB sales post,
where he (and his “team”) compiled an en-
viable local sales record, Mr. Beach has pro-
ceeded to guide the ABC-TV'’s central divi-
sion operation into a more favorable com-
petitive position with other networks in
Chicago in terms of billings.

Mr. Beach is married to the former Anne
McKay of Boston. They have three children
—Valerie, 19, a student at Chicago Conserv-
atory of Music; Jeffrey, 17 (senior at Niles
High in Skokie, II.), and James W. Beach
III, 2—and live in Skokie.

BROADCASTING ® TRLECASTING
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If you want to know something
about radio and television, ask Sol
Taishoff. He’s the authority to
whom topmost leaders of broad-
casting turn in search of informa-
tion and advice. His encyclopedic
knowledge of communications has
been accorded tributes like these:

From the University of Mis-
souri Honor Award for Distin-
guished Service in Journalism:
“. . . distinguished and notably
successful efforts to achieve and
to maintain through this great
periodical the highest ethical
standards and ideals in the ra-
dio and television fields, and in-
spiring leadership, which has
helped to mold stations and per-
sonnel into the great, compact,
working profession of broad-
casting.”

From the plaque presented by
the National Association of Ra-
dio and Television Broadcasters,

Communicationis

on BeT’s 25th anniversary:
“, { . in acknowledgement of his
vast contribution to the free
American system of broadcast-

in%- as a publisher, as an editor,

as a reporter . . .

From Sigma Delta Chi, the
national journalism fraternity:
election as president Dec. 1,
1956.

With so knowledgeable an editor
and publisher, it’s no wonder
BROADCASTING*TELECAST-
ING is regarded by its 77,440 read-
ers 4s the most authoritative, most
comprehensive publication in its
field: With a staff of 60 (by far the
largest covering radio-television),
a circulation of 19,000, and offices
in Washington, New York, Chi-
cago, Hollywood and Toronto, BeT
publishes more editorial linage
than most consumer newsweeklies,
more pages of advertising than all
others in its field combined.
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Executive and Publication Headquarters:

BeT Building, 1735 DeSales St. N.W.
Washington 6, D. C.

the only
vertical news magazine specializing
in radio television coverage
with membership in ABC



ONE WILL DO!

Fast-stepping WBNS Radio waltzes away with
the quality market in Columbus and Central
Ohio. WBNS delivers the most listeners . . .
twice as many as the next biggest station. The
most and also the best. With 28 top Pulse-
rated shows, WBNS puts push behind your
sales program. To sell Central Qhio . . . you've
got to buy WBNS Radio.

CBS FOR CENTRAL OHIOr
Ask John Blair radio

The number one Pulse station COLUMBUS, OHIO
covering 1,573,820 people with
2 Billion Dollars to spend.

.
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BETH BROBERG

on all accounts

WHEN it comes to getting results for ad-
vertisers, Beth Broberg, media director of
the Mayers Co., Los Angeles, which Jan. 1
becomes a division of Cunningham & Walsh,
New York, admits her agency has become
“very television conscious” and has “never
been disappointed” by radio.

She cites case histories such as the Cali-
fornia radio campaign of Bandini Fertilizer
Co. to establish brand identification and
whose unusual “high fashion” theme in ra-
dio and print not only won wide attention in
advertising circles but considerably boosted
sales. She has others to quote as well for
western and regional accounts using radio
and tv.

Mrs. Broberg’s only problem involving
the broadcast media is to get spots at the
time desired, indicative of the high business
barometer for west coast stations. She be-
lieves ratings show the trend of a market,
but thinks a buyer can go only so far in the
use of these figures since actual sales ex-
perience proves the better buy and gives a
good basis for repeat time purchases.

Other Mayers Co. accounts currently
using radio, tv, or both, include Hoffman
Candy Co., Sears Roebuck & Co., Muller
Bros. (Oldsmobile dealer in Hollywood)
and Glendale (Calif.) Federal Savings &
Loan Assn.

Born Beth Freeman Jan. 18, 1919, at Ely,
Nev., she majored in English and music at
the U. of Southern California before join-
ing Foster & Kleiser Co., Los Angeles out-
door advertising firm, in 1942, Four vears
later, she switched to West-Marquis Inc,
Los Angeles, as assistant to the media direc-
tor and chief accountant. It was here she
learned of the power of radio in advertising.
In 1948 Mrs. Broberg joined Jere Bayard
& Assoc. as media director and in 1951
went to the Mayers Co. as secretary to the
vice president. She became media director
for Mayers in 1954,

Her husband is Nels Broberg, with North
American Aviation. They were married in
1950 and make their home in the Wilshire
Blvd. area of Los Angeles.

Mrs. Broberg is active with the Los
Angeles Advertising Women and is a mem-
ber of the music sorority Sigma Alpha Jota.

BROADCASTING ® TELECASTING
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AND SO WERE WKMH’S THOUSANDS OF
DETROIT LISTENERS WHEN DISASTER
SUDDENLY STRUCK JACKSON, MICHIGAN

The obove photograph was taken shortly after the Consumers Power Building, under
construction in Jackson, Michigan, collapsed burying more than a score of workers beneath
tons of debris. While rescue crews worked frantically to free the trapped workers, WKMH's
mobile truck unit floshed on-the-spot progress reports to news hungry Detroit listeners.
This on-the-spot reporting of big news events is just one of the reasons why more and more
thousands of Detroit-area listeners are setting their radic dials on WKMH . . . they
get comprehensive coverage. In music and sports, WKMH’s star shines bright, too! All
day in a big way, WKMH listeners get the big 3 in radio . . . news, music and sports!

by Buying 2 or more of these Powerful Stations

WKMH WKMF WKHM WSAM

Dearborn- Flint, Jackson, Saginaw,
Detrait Mich, Mich. Mich.
BUY ALL 4 STATIONS............ SAVE 15%
BUY ANY 3 STATIONS....,...,.. SAVE 10%

BUY ANY 2 STATIONS...........

Dearborn-Detroit
FRED A. KNORR, Pres. JOHN CARROLL, Mg. Director

Represented by Headley-Reed

BROADCASTING CORPORATION
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Flips Through MAGAZ'NE, Too!

KTHS is Basic CBS Radio for Little Rock—but with
50,000 watts it also serves hundreds of
smaller towns and cities throughout the
State.

Take Magazine (Ark.) for example. With only a few
hundred souls, Magazine doesn’t offer much
“circulation” by itself. But combined with
scores of other communities, it helps give
KTHS interference-free daytime coverage of
more than 3-1/3 million people!

Ask your Branham man for the full KTHS Story.

t

,KTH s 50,000 Watts
| CBS Radio

'BROADCASTING FROM

LITTLE ROCK, ARKANSAS

Represented by The Brenham Ceo.
Under Same Management as KWKH, Shreveport

Henry Clay, Exacutive Vice President
8. G. Robertson, General Manager

|
|
|

¥ 01 Mv/m

0.5 MV/M

i Ma GATINE
AR K A NS A S
HKTHE (= LITTLE ROCK

LOUISIANA -

The Station KTH8 Daytime primary (0. EMV/M) area
has a population of 1,002,758 people. of whom over
100,000 do not receive primary daytime servies from
any other radio station , . . Our interference.free
daytime eoverage area has a ponulltinn of 3.372.433.
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THE FIGHT FOR TELEVISION DOMINANCE

NBC labels ‘invasion’ of film product as menace to future of networks

NOW SHAPING UP is what may well be-
come the biggest battle in television history.
The antagonists: television networks and the
motion picture industry. The rich prize for
which they are struggling: dominance in tv
programming.

The battle, which has been building up for
several years, broke into open warfare last
spring when Richard A. Moore, president of
independent KTTV (TV) Los Angeles, with
the backing of several film producers and
distributors, formally charged the networks
with hogging the airways and asked the gov-
ernment to create more opportunities for
film product [BeT, April 2].

The conflict has intensified in the months
since then as a flood of some $100 million
worth of feature movies has hit the market.

Last week, NBC retaliated by declaring
war on Hollywood. In a speech to the Miami

libraries have been made available to televi-
sion: from RKO, 740 features and 1,000
short subjects for $15.1 million; from 20th
Century-Fox, 390 features for $30 million;
from MGM, 770 features and 900 shorts
for roughly $20 million in sales to date with
more in prospect; from Warner Bros., 850
features and 1,500 shorts for $21 million;
from Columbia, an upknown number of
features for an unknown vyield, released
through the Columbia subsidiary, Screen
Gems. The total value of all this product
runs to an estimated $100 million.

And there promises to be more to come.

Paramount Pictures Corp., the only major
movie producer yet to release its library to
tv, reportedly has been in at least explora-
tory negotiations with prospective purchas-
ers. Reputed asking price: around $50 mil-
lion.

Show of feature movies, starting at 11:15
p.m., competes with NBC-TV’s live Tonight,
11:30-12:30. On Dec 3, Late Show’s “Ran-
dom Harvest” got a Trendex rating of 21.1
against Tonight's 6.1; on Dec. 4, “Sahara”
was rated 15.3 to Tornight's 4.7, Dec. 5,
“Above Suspicion,” 16.3 to Tonight's 6.0;
Dec. 6, “Together Again,” 15.8 to 5.6 for
Tonight; Dec, 7, “Johnny Eager,” 25.4 to
5.5 for Tonight (all Trendex ratings, as
reported by WCBS-TV).

KMGM-TV Minneapolis, reporting on
Dec. 8 and 9, when the station began pro-
gramming its MGM feature films, reported
a Saturday night share of audience of 48.8
for “Honky Tonk” against George Gobel,
Gunsmoke, Masquerade Party and other
programs on the three competing network
outlets, and a Sunday night share of audi-
ence figure of 43.6 for “Above Suspicion”

® $100 million in films hits tv market

® More’s coming as producers open vaults

® Will stations choose film over live tv?

® If so, NBC sees ‘toboggan of decline’

convention of NBC affiliates, NBC Presi-
dent Robert W. Sarnoff warned of a “film
invasion” and said television would “ride
a toboggan of decline” if it loaded its sched-
ules with movies.

NBC, he said, had decided that “televi-
sion’s future lies along the route we now
chart . . . emphasis on live television, on
fresh new programs designed for the me-
dium, and on the development of color.”
(For full report of Mr. Sarnoff's speech, see
page 60.)

When Mr. Sarnoff spoke of a film “inva-
sion,” he may not have chosen too strong a
word.

Since early this year, the following film
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All of the libraries mentioned above are
confined to films made before 1948. Post-
1948 films are still withheld from tv owing
to the inability of producers and unions to
reach an agreement on residual payments,
But serious negotiatiﬁns on this problem
have been going on since last summer [BeT,
Nov. 19; Sept. 10], and qualified observers
feel it will be merely a matter of time until
this new wave of movies hits television.

That good feature films can provide tough
competition for live network programs is
documented in reports from a number of
cities recently made to BeT. As one ex-
ample, take New York during the late eve-
ning hours, when WCBS-TV's Late Night

against Loretta Young, $64,000 Challenge,
Omnibus, et al.

Showing the MGM Movie Theatre has
put KTVR (TV) Denver in first place at
both 3-5 and 9-10:45 p.m. in that four-
station market, Hugh Ben Larue, executive
vice president and general manager of the
independent station, has announced, Citing
the Nov. 1 Pulse, (Continues on page 30)

How Stations Divide Their Time

BeT survey showing breakdown of station
time in terms of local, network and film
programming, and network time in terms
of film and live programming, begins on the
next page.
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TV PROGRAM TIME TOPS
100 HOURS PER WEEK

® More time, more film, more network shows

® Trend still up in continuing BeT survey

THE TREND is up for tv programming. Year after year the com-
mercial tv stations of the country provide more hours of program
service, more hours of network programs, more hours of programs
on film. Only at the local level does the curve turn down—and that
but slightly.

During the week of Oct. 15-21, the average commercial tv
station was on the air with programs for 101 hours and 43 minutes,
first time that the industry average has topped the 100-hour-a-week
mark. One station, operating in Los Vegas and matching its service
hours to those of its home community, reports full-time program
service of 168 hours a week, or 24 hours a day. Of the total, 160
programs are devoted to motion pictures originally produced for
showing in theatres; the rest of the time goes for local live pro-
gramming. Fewest hours on the air reported by any station for the
survey week is 42, of which two-thirds are devoted to film pro-
grams, and one-sixth each to local live shows and to network service.

Nearly half of the average station’s time is devoted to programs
on film, 47.6%, to be exact. This figure is the total of the 33.7%
of the average station’s time occupied by non-network films and
the 13.9% that goes for film programs broadcast over the tv
networks. (The average station devotes 51.4% of its time to net-
work programs; 27.1% of all network program time is film; 27.1%
of 51.4% equals 13.9%.)

As the adjoining table shows, stations without network affilia-
tions are the largest users of non-network film programs, devoting
more than three-fourths (77.5%) of their air time to this type of
programming. Non-interconnected network affiliates rank second
in their use of non-network films, which get three-fifths (61.6%)
of their air time, compared to the three-tenths (29.4%) given to
non-network films by the interconnected network affiliates.

It should be noted that practically all commercial tv stations on
the air today are interconnected affiliates. The few non-intercon-
nected affiliates are located in Western states of sparse population
and wide open spaces not yet penetrated by AT&T’s coaxial cable
or microwave radio relay intercity connections. The few non-
network stations are largely found in cities to which more than
three channels have been allocated and more than three stations
put into operation.

With this survey, sixth of a continuing series conducted by BeT,
which now sends questionnaires to all operating commercial tv
stations in the nation each March and October, a consistent pattern
is becoming apparent.

First, there is a steady increase in the hours of tv program service
provided by the average tv station.

Second, there is a steady, although slight, decrease in the per-
centage of total time on the air that is given over to local live
programming.

Third, for the past two years, at least, the percentage of total
air time devoted to non-network film programs has shown a small
seasonal fluctuation, up in the fall, down in the spring. In March
1955, these filmed programs got 30.4% of the total program time
of the average station. In October 1955, the figure was 34.0%. In
March 1956, it was 31.1%. And last month, October 1956, it was
33.7%. The amount of time given to non-network film program-
ming shows a steady year-to-year increase, however.

Programs on film are getting an increasingly large share of time
on the tv networks. This is true in actual hours, which have risen
from 29%2 a week in March of 1955 to 45% in October of that
year, to 49 last March and to nearly 58 hours last month. It is
also true percentagewise, films rising from 13.3% of total network
program time in March of 1955 to 22.3% in October of that year,
to 23.2% in March of this year and 27.1% in October of this year.

A major factor in this procedure has been the heavy use of filmed
programs by ABC-TV, which now devotes more than 26 hours a
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FILM—NETWORK—LOCAL

Total Non-Network
Film

NON-NETWORK Specially
1 Made for Tv
FILM PROGRAMS

Made for Theatrical
Showing

Total Network
Programs

NETWORK ac i

O oaxia
ORIGINATED 1 Cable or Microwave
PROGRAMS

Kine
LOCAL LIVE )
PROGRAMS

Average Total

TOTAL PROGRAMS < Hours and Minutes
on Air Per Week

\

* Figures for all stations not availuble for pravious years.
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Interconnected Non-Interconnected ‘ Non-Network
Network Affiliates Network Affiliates J Stations All Stations
Average Average | Average Average
% of Total % of Total || % of Total % of Total
Survey No.Hours  Hours No. Hours  Hours I No. Hours  Hours No. Hours  Hours
Date Per Week On Air Per Week On Air || PerWeek On Air Per Week  On Air
10/56 31:08 29.4% 34:45 61.6% 61:55 77.5% 34:20 33.7%
3/56 29:22 28.6% 30:08 52.6% 63:32 74.6% 30:57 31.1%
10/55 30:24 31.0% 41:31 64.2% 51:35 72.0% 32:08 34.0%
3/55 27:11 28.9% 31:50 53.2% 2127 51,4% 27:02 30.4%
12/53 23:38 29.7% 22.34 48.3% 18:51 52.6% & *
6/53 25:37 27.3% 29:01 54.2% 31:00 60.8% * L
10/56 15:10 14.3% 22:22 39.6% 23:33 29.5% 18:07 17.8%
3/56 14:42 14.3% 17:01 29.7% ] 32:39 38.3% 15.38 15.7%
10/55 15:18 15.6% 27:31 42.0% l 23:05 32.2% 16:24 17.4%
3/55 12:26 13.2% 13:33 22.6% 8:51 21.2% 12:12 13.8%
12/53 9:48 12.3% 8:33 18.3% 3 7:36 21.2% b *
6/53 9.27 10.2% 11:41 21.5% 8:43 17.7% * *
10/56 15:58 15.1% 12:23 22.0% 38:22 48.0% 16:13 15.9%
3/56 14:40 14.3% 13:07 22.9% 30:53 36.3% 15:19 15.4%
10/55 15:06 15.4% 14:20 22.2% 28:30 39.8% 15:44 16.6% ]
3/55 14:45 15.7% 18:17 30.6% 12:36 30.2% 14:50 16.6%
12/53 13:50 17.4% 14:01 30.0% 11:15 31.4% b *
6/53 16:10 17.1% 17:20 32.7% 22:17 43.1% L1 *
10/56 59.33 56.3% 12:45 22.6% 52:15 51.4%
3/56 57:23 55.8% 15:00 26.2% 52:28 52.8%
10/55 51:49 52.8% 10:06 15.6% 46:41 49.2%
3/55 47:45 50.7% 10:48 18.0% 42:26 47.9%
12/53 39:31 49.6% 11:12 24.0% * *
6/53 48:11 51.6% 12:37 23.4% * *
10/56 54:34 51.6% 47:33 46.8%
3/56 52:16 50.9% 47.07 47 .4%
10/55 45:26 46.3% 40:24 42.6%
3/55 41:20 43.9% 36:16 41.0%
12/53 31:57 40.1% i1 &
6/53 37:42 40.4% e ]
10/56 4:59 4.7% 12:45 22.6% 4:42 4.6%
3/56 5:03 4.9% 15:00 26.2% | 5:21 5.4%
10/55 6:23 6.5% 10:06 15.6% | 6:17 6.6%
3/55 6:25 6.8% 10:48 18.0% 6:10 6.9%
12/53 7:34 9.5% 11:12 24.0% * *
6/53 10:29 11.2% 12:37 23.4% * *
I
10/56 15:00 14,3% 8:57 15.8% 18:00 22.5% 15:08 14.9%
3/56 16:00 15.6% 12:07 21.2% 21:38 25.4% 16:03 16.1%
10/55 15:56 16.2% 13:04 20.2% 20:05 28.0% 15:59 16.8%
3/55 19:16 20.4% 17:14 28.8% 20:16 48.6% 19:14 21.7%
12/53 16:31 20.7% 12:55 27.7% 17.01 47 .4% g *
6/53 19:46 21.1% 11:53 22.4% l 19:57 39.2% * *
|
10/56 105:41 56:27 ’ 79:55 101:43 100.0%
3/56 102:41 57:15 | 85:10 99.28 100.0%
10/55 98.09 64:41 i 71:40 94:48 100.0%
3/55 94:12 59:52 | 41:43 88:42 100.0%
12/53 79:49 46:41 35:52 * *
6/53 93:34 53:31 ! 50:57 * *
f
|
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HOW STATIONS, NETWORKS DIVIDE THEIR TIME (Continued from page 28)

week, 63.1% of its total program time, to
these programs. Both CBS-TV and NBC-
TV show the same slight fluctuation that
was noted for the average individual station:
up in the fall, down in the spring, but with
this year’s spring dip not descending to last
year’s spring level and with this fall’s rise
going well above last year’s fall peak.

Fear was expressed that the volume of
five-minute political films placed on the net-
works this October, during the final month
of the Presidential campaign, may have
made this month not a good one for com-
parative purposes by boosting its film con-
tent level above normal. The figures do not
seem to support that theory.

FILM ON THE NETWORKS
FiLM LIVE TOTAL
% of Total % of Total
Survey No.Hours Hours No.Hours Hours No. Hours
Dates Per Week On Air Per Week On Air Per Week
10/56 26:10 63.1% 15:20 36.9% 41:30
3/56 25:00 59.8% 16:30  40.2% 41:30
ABC-TV 10/55 14:30 41.4% 20:30 58.6% 35:00
) 3/55 9:30 40.4% 14:00 59.6% 23:30
12/53 14:45 38.6% 23:30 61.4% 38:15
6/53 13:45 47.8% 15:00 52.2% 28:45
10/56 18:00 20.0% 70:00 80.0% 88:00
3/56 15:30 18.5% 70:45 81.5% 86:15
10/55 17:15 21.0% 66:45 79.0% 84:00
CBS-TV 3/55 11:30 13.7%  72:30 86.3% 84:00
12/53 5:50 8.2% 65:55 91.8% 71:45
6/53 8:00 13.3% 52:00 B86.7% 60:00
10/56 13:40 16.3% 70:20 83.7% 84:00
3/56 8:30 10.0% 75:10  90.0% 83:40
10/55 13:30 16.2% 70:00 83.8% 83:30
NBC-TV 3/55 8:00 8.5% 86:45 91.5% 94:45
12/53 14:03 20.8% 53:23 79.2% 67:26
L 6/53 12:20 18.1% 55:40 81.9% 68:00
10/56 57:50 27.1% 155.40 72.9% 213:30
3/56 49:00 23.2% 162:25 76.8% 211:25
ALL TV 10/55 45:15 22.3% 157:15 77.7% 202:30
NETWORKS | 3/55* 29:30 13.3% 193:00 86.7% 222:30
12/53* 34:38 17.0% 170:18 83.0% 204:56
J 6/53* 34:05 18.5% 158:10 81.5% 184:15
* The totals for these dates include data from The DuMont Television Network,
which ceased operating before October 1955.

THE FIGHT FOR TELEVISON DOMINANCE

which gave KTVR an average rating of 24.4
for Monday-Friday, Mr. Larue said, “This
dominates all network competition and re-
sults in a higher tune-in than ever before
achieved in the market.”

In addition to “the backlog of Hollywood
features now being released in quantity to
television,” Mr. Sarnoff told the affiliates
last week there is “the mounting stockpile
of syndicated films, produced for television
in the Hollywood lots that once served the
nation’s motion picture theatres. Together,
they are creating enormous pressures on our
industry.”

Has the pressure been felt by network
programs? So far, according to available ev-
idence, the answer is no. The victim of the
network-movie struggle for the market
$eems at this stage to be the local program.

The latest in BeT’s semi-annual surveys
of station programming shows a continua-
tion of the trend that has persisted for the
past three years: The average U. S. com-
mercial tv station is on the air for more
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hours each week, devotes more time to net-
work programming, more to film program-
ming and less and less to local shows. [For
full details of the newest BeT survey see next
page.]

The tv networks themselves have helped
create the “pressures” referred to by Mr.
Sarnoff. Each has its own syndicated film
division, energetically competing with the
networks for a larger share of station time
and of tv’s advertising revenue. Indeed,
barely more than three years ago Mr.
Sarnoff himself was the vice president in
charge of NBC’s own film division.

NBC-TV, like the other tv networks, has
not hesitated to make liberal use of films
in the programming of its o&o stations.
American Research Bureau's November re-
port of the audiences for syndicated film
telecasts in New York, for example, shows
that the six most popular of these programs
with New York viewers were broadcast by
WRCA-TV, NBC-owned station there. In
Washington, NBC’s WRC-TV for years has

deserted the network at 10:30 p.m. on Satur-
days to put on feature films for a local
Sponsor.

Moreover, more than a quarter of all tv
network program time is devoted to shows
on film (see table this page). ABC-TV has
been most active in filmed programming for
its network, currently devoting nearly two-
thirds of its total hours of network service to
film. CBS-TV divides its program hour four-
fifths to live, one-fifth to film. NBC-TV is
the most aggressively live-programmer of the
three, with only one-sixth of its time given
to programs on film.

ABC-TV is not only the largest user of
film programming among the tv networks,
but its parent company, American Broad-
casting-Paramount Theatres Inc., has re-
cently announced its intention of entering
the motion picture production field, through
a new subsidiary, Am-Par Pictures Corp.
[BeT, Nov. 19]. Am-Par, however, plans to
make films only for use in theatres.

Not mentioned by Mr. Sarnoff in his
Miami speech was another way in which the
motion picture companies are invading tele-
vision—through the acquisition of tv sta-
tions. Paramount is the veteran in this
activity, through its outright ownership of
KTLA (TV) Los Angeles and its 26.6%
ownership of DuMont Broadcasting Corp.,
owner-operator of WABD (TV) New York
and WITG (TV) Washington. Within the
year, Loew’s Inc., parent company of MGM,
has acquired a 25% stock interest in three
tv stations—KMGM-TV Minneapolis, KTTV
(TV) Los Angeles and KTVR (TV) Denver.
Screen Gems, tv subsidiary of Columbia
Pictures, has announced its firm intention
to get into station operation and has just
appointed Robert H. Salk, formerly director
of syndicated sales for the company, to the
new post of director of station operations
[BeT, Dec. 10]. Mr. Salk’s immediate duties
will be to represent Screen Gems in the pur-
chase of tv stations.

So, one way and another, the television
and film businesses are getting closer and
closer together. A part of the process is
through mergers, whereby conflicting com-
panies are acquiring a mutuality of interest,
but in the main the approach seems to be in
preparation for a winner-take-all sjugfest in
the main bout in the billion dollar center
ring.

16 Sales of New Fox Package
By NTA Go Above $1.5 Million

SALES totaling more than $1.5 million
gross for the newest group of 86 20th Cen-
tury-Fox feature films have been completed
by National Telefilm Assoc. in the past
week, it was announced by Ely Landau,
NTA president. The sales were made to 16
stations.

The films, included in the new “Rocket
86,” were sold to KFSD-TV San Diego,
WTVIJ (TV) Miami, WCAU-TV Philadel-
phia, WIJAR-TV Providence, KHQ-TV
Spokane, KTNT-TV Tacoma, KJEO (TV)
Fresno, WRAL-TV Raleigh, WNBS-TV
Columbus, WGBI-TV Scranton, WBEN-
TV Buffale, WMCT (TV) Memphis,
WKNB-TV New Britain, WTVH (TV)
Peoria, WHTN-TV Huntington, W. Va. and
KTVH (TV) Hutchinson, Kan.
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TV NETWORK
BUYS AND BUYERS

P&G TOTALS ASCEND TO NEARLY $3.7 MILLION IN SEPTEMBER

PROCTER & GAMBLE Co. spent $3,-
691,691 for network tv time in Septem-
ber of this year—some $500,000 more
than in September 1955 and about $1.5
million more than in September 1954.

This general “measurement” of P&G’s
increasing outlay for network tv is based
on Publishers Information Bureau's com-
pilation of network tv gross billings.

As it did in September of a year ago,
P&G kept approximately $1.5 million
ahead of its closest contender among the
top ten metwork tv advertisers (Colgate-
Palmolive).

The top ten last September compared
to the same month of a year ago was
made up of the same advertisers except
for the dropout of American Tobacco
and Ford Motor Co., each of which was
replaced by another advertiser in the
same product category—Liggett & Myers
and General Motors, respectively.

Increases in gross billing were not
evident, however, for several of the top
10 companies, with the notable excep-
tions—P&G, American Home Products
(up nearly $500,000) and Lever Bros.
(up nearly $200,000).

GRQOSS TV NETWORK TIME SALES BY PRODUCT GROUPS FOR
SEPTEMBER AND JAN.-SEPT. 1956, COMPARED TO 1955

Top Ten Tv Network
Advertisers in September 1956

1. Procter & Gamble $3,691,691
2, Colgate-Palmolive 1,466,570
3. General Foods 1,350,550
4. American Home Prods. 1,214,220
5. General Motors 1,196,767
6. Chrysler 1,043,524
7. Lever Bros. 1,029,775
8. Gillette 1,017,266
9. R. J. Reynoids 875,577
10. Liggett & Myers 842,686

While there were a few declines
product groups, no weakening was evi-
dent for the nine months (Jan.-Sept.)
compilation of expenditures per product
category. To offset slight reductions were
substantial increases in many categories,
namely automotive, drugs and remedies,
building materials, foods, household
equipment and supplies, industrial ma-
terials, insurance, publishing and media,
radios and tv sets and allied products,
soaps and cleansers, toiletries and toilet
goods.

LEADING ADVERTISERS BY
PRODUCT GROUPS DURING
SEPTEMBER, 1956

Sept. Jan.-Sept. Sept. Jan.-Sept.
1956 1956 1955 1955
Agriculture & Farming $ 44,947 §  494,292% $ 39,690 Ralsten-Purina Co. 44,947
Apparel, Footwear & Access. 511,661 2,485,714 137,068 2,291,777 Knomark Mig. Co. 135,597
Automotive, Auto Access. & Equip. 3,450,101 42,839,237 3,620,443 31,788,387 General Motors Corp. 1,102,387
Aviation, Aviation Access & Equip. 16,010 92,405
Beer, Wine & Liquor 721,221 5,438,357 691,379 5,615,523 Joseph Schlitz Brewing Co. 205,824
Building Materials, Equip. & Fixtures 290,619 2,466,401 111,530 835,785 American Radiator &
Standard Sanitary Corp 111,136
Confectionery & Soft Drinks 569,299 6,554,273 451,786 5,436,561 The Coca-Cola Co. 361,339
Consumer Services 301,455 1,833,535 112,926 906,495 American Tel. & Tel. Co. 301,455
Drugs & Remedies 3,288,934 27,756,536 1,834,077  15.949,529 American Home Prods. 1,052,478
Entertainment & Amusements 35,019 71,982 13,141 13,141 Paramount Pictures Corp. 35,019
Foed & Food Products 7,468,811 64,813,822 64,444,667 58,280,509 General Foods Corp. 1,350,550
Gasoline, Lubricants & Other Fuels 250,878 3,038,034 459,549 3,554,843 Gulf Qil Corp. 174,222
Horticulture 211,185 2,041 111,710
Household Equip. & Supplies 2,315,127 25,968,271 2,!583,434 22,732,724 General Electric Co. 621,971
Household Furnishings 250,909 2,301,705 183,288 1,843,478 Armstrong Cork Co. 166,800
Industrial Materials 1,078,550 7.586,289 422,188 4,849,592 Aluminum Co. of America 256,888
Insurance 467,098 3,319,774 229,738 1,302,228 Prudential Ins. Co. of
America 279,720
Jewelry, Optical Goods & Cameras 538,745 4,250,137 325,122 3,255,546 Bulova Watch Co. 172,230
Office Equipment, Stationery & 304,667 3,063,827 455,711 4,246,013 Gillette Co. 100,770
Writing Supplies
Political 428,050 436,485 Democratic Natl. Comm. 291,213
Publishing & Media 230,864 1,255,170 58,929 545,671 Time Inc. 203,275
Radios, Tv Sets, Phonographs, Musi- 747,267 9,314,493 634,136 6,215,189 Radio Corp. of Ametica 160,927
cal Instruments & Access.
Retail Stores & Direct by Mail 10,392
Smoking Materials 3,517,161 30,188,487 3,498,765 30,836,712 R. J. Reynolds Tobacco Co. 875,577
Soaps, Cleansers & Polishes 5,248,891 44,879,730 4,134,367 32,798,414 Procter & Gamble Co. 3,300,343
Sporting Goods & Toys 48,203 441,501 43,922 £9.849 Mattel Inc. . 32,537
Toiletries & Toilet Goods 6,732,340 60,418,834 6,299,200 54,601,563 Colgate-Palmolive Co. 1,169,120
Travel, Hotels & Resorts 45,558 429,108 40,350 380,850 Pan American World
' Airways 43,290
Miscellaneous 221,034 2,104,645 154,550 1,951,237 Sperry & Hutchinson Co. 78,967

TOTALS
Source: Publisher’'s Information Bureau

TELECASTEING

$39,107,409 $353,961,824$33,058,317 $290,575,813
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ECONOMY OF RADIO ADS STRESSED

® Dr. Roslow tells lllinois club of new Pulse survey
® Study again compares aural medium with newspapers

NEW RESEARCH documenting the econ-
omy of radio advertising as compared to
newspaper advertising was made public by
Dr. Sydney Roslow, director of The Pulse
Inc., in a speech before the Peoria, Ill., Ad-
vertising & Selling Club last Monday (Dec.
10).

The research is a follow-up to a two-year
project, whose results were unveiled last
fall, in which Pulse applied to printed media
the same techniques used in obtaining broad-
cast ratings [BeT, Sept. 3].

The follow-up study was conducted in
Los Angeles, Dr. Roslow said. The same
method (standardized aided-recall) was used
to measure the remembrance of both news-
paper advertisements and radio commercials.
The ratings were based on total homes, not
just those homes that had read the ads or
heard the commercials. Here are the findings
as summarized by Dr. Roslow:

“Average remembrance ratings of all
homes for 45 announcements broadcast by
the radio stations were found to reach 19,-
000 families. An eighth page in the news-
paper was found to reach 30,400 families.
On this basis of audience, it would seem
that the newspaper advertising with its 1.6
noting is superior to radio with its 1,0 re-
membrance in this particular comparison.”

Cost Analyzed

But look at the cost, he declared:

“The cost of an eighth page is $200, and
the cost of the announcement on radio is
$30, in closest round numbers for quick
comparison. Hence it is immediately ap-
parent that on a cost basis, the newspaper
advertisement would have to have a reading
audience seven times the size of the listening
audience, to pay out comparably.”

Dr. Roslow continued:

“Now that would seem to be an eminently
fair comparison, without hair-splitting or
getting caught in the confusion that the
media are different. And because of the
admitted advantage of repetition in adver-
tising, just imagine the extra impact for an
advertiser who buys numerous minute an-
nouncements for the same price at which
his competitor buys one impact of newspaper
advertising! Isn’t this the realistic slant of
the buyer who has X dollars to spend in a
given market?

“Now it is true that the philosophy of buy-
ing some of both is of considerable advan-
tage in many, many instances. That the news-
paper advertisement ‘enjoys long life,’ how-
ever, is thoroughly disproved in this particu-
lar Pulse study. And here as in the other
numerous Pulse studies it is revealed that in
most instances, the reader having read,
passes on. And in only 15% of cases does
the newspaper reader go back for a second
ook. The other 85% glance and are gone.
%;\merica has been criticized as a nation of

eadline readers. The attention given to ad-
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vertising is even worse.”

Dr. Roslow acknowledged that “to say
that newspapers are ineffective selling vehi-
cles in spite of such low advertising noting
would be a silly and fatuous claim.” But,
he added, “to say that radio advertising with
similarly small listening for the commercial
messages is eclipsed by newspapers is still
more fatuous.”

He said that “both the newspaper and
the radio station earn their proper share of
the advertising investment on the basis of
the actual results achieved. It is the end-
results that have enabled the local newspaper
to provide its vital service. It is the end-
results that have enabled the local radio sta-
tion to provide the service, news, and en-
tertainment features that are part and parcel
of everyday living, in the home or away
from home, and for many more hours than
are spent on newspapers.

“Therefore the conclusion seems incon-
trovertible, that selling the total circulation
figures of the newspaper is an impressive
but misleading approach. Radio stations
would be roundly criticized if they followed
a similar course.

“Newspapers and radio both have their
own individual merit. Neither should apolo-
gize for producing sales-resultful coverage
of the tiny percentage of families in the ‘buy
it now’ mood for any product or service
that families want and need, or for the
implantation of new outlooks, new horizons,
and desires that will be gratified in the

DOW CHEMICAL ¢€O., Midland,
Mich., signs to sponsor the Red Foley
Show on ABC Radio (Saturday, 12:30-
1 p.m. CST) for 52 weeks, effective
Jan. 19. Present for the contract sign-
ing are (1 to r): seated, M. J. Hooker,
Dow advertising manager; Mr. Foley;
standing, Addison Amor, ABC Radio
account executive; Jack Byrne, assist-
ant account supervisor, MacManus,
John & Adams, Dow agency, and John
Mahaffey, Radiozark Enterprises,
Springfield, Mo., producer of the pro-
gram. The series originates from
KWTO Springfield.

future if steady advertising cultivation is
maintained.”

Dr. Roslow said the use of identical meth-
ods in measuring newspaper and radio com-
mercial remembrance “should provide an
answer for all time for critics who stated
that it was not fair to compare programs
and advertising.” The radio ratings, he em-
phasized, were for the commercials only.
He described the method thus:

“Families were shown [on the following
evening] an itemized card listing radio an-
nouncements aired on a selected, typical
station for a Thursday night from 6 p.m. to
midnight. Those who had listened were asked
to identify the announcements they could
remember through these reminder-mentions
[not total ‘playback’ which might have over-
stimulated response]. . . . The ratings ob-
tained by this standard method were based
on total homes, not just homes that had
heard the commercials, or in exactly the
same way that the programs are measured
month after month.

“This radio methodology was exactly the
same followed in showing Los Angeles
families the Thursday night newspapers con-
taining the advertising heretofore measured
and reported. R

Dr. Roslow called attention to Pulse’s
Salt Lake City findings, which were part of
the data released last fall, showing that of
326 ads of all sizes in two newspapers, only
10 in each newspaper were seen by the aver-
age reader. “Of the newspaper studies made
since in other markets”, he said, “that was
the best showing. So in no way can the Salt
Lake City observation appear to be a freak
low.”

Four New Clients Take
‘Breakfast Club’ Time

A NEW 52-week contract by Life Savers-
Beechnut Corp. (Beech Nut gum), Cana-
joharie, N, Y., for three weekly segments on
Breakfast Club led sales activity last week
representing an estimated $1.1 million in
gross billing for ABC Radio’s morning pro-
gram block.

The new and renewed business was an-
nounced by George Comitois, the network’s
national sales manager. Other new contracts
involved The Grant Co. of Chicago (for-
merly D-Con Co.) for its products, M-O
Lene rug and upholstery cleaner, and Wool-
ene, and Sterling Drug Inc. (Phillips milk
of magnesia toothpaste), New York.

Advertisers renewing: Bristol-Myers Co.
(Sal Hepatica to add to renewal for Buf-
ferin, Trushay), New York; Ex-Lax Inc.,
New York; The Dromedary Co. (div. of
National Biscuit Co., New York, for cake
mixes); Atlantis Sales Corp. (R. T. French
bird seed), Rochester, N. Y., and The Drack-
ett Co. (Twinkle, to add to segments already
sponsored for Drano and Windex).

The Beech Nut contract, through Young
& Rubicam, New York, is effective Jan. 8;
Sal Hepatica renewed three segments weekly
on Breakfast Club also through Y & R, for
52 weeks through 1957; Ex-Lax, via War-
wick & Legler, New York, renewed for the
full year three segments weekly of My True
Story; Grant, through Leeds & York, Chi-
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Radio Station W-I-T-H “'pin poing;"'power” is tailor-made to blanket
Baltimore’s 15-mile radius at low, low rates—with no waste coverage.
W-I-T-H reaches 74% * of all Baltimore homes every week-—delivers
more listeners per dollar than any competitor. That’s why we have
twice as many advertisers as any competitor. That’s why we’re sure

to hit the sales ‘‘bull’s-eye’ for you, too.
*Cumulative Pulse Audience Survey

Tom Tinsley

President + 4 .’
R. C. Embry

Vice Pres.

CONFIDENCE

National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washington.
Forjoe & Co. in Chicago, Seattle, San Francisco, Los Angeles, Dallas, Atlanta.
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ADVERTISERS & AGENCIES

J. WALTER THOMPSON Co., with net
billings of $23,389,495, topped all agen-
cies on the NBC-TV network during the
18-month period January 1955-June
1956.

BeT’s analysis of NBC-TV net bill-
ings, amounting to

WHO BILLS WHAT ON TV NETWORKS?

work during the same period.

BeT has converted network contract
information to show exactly how much
agencies spent on NBC-TV, based on
information in the files of the House

$206,306,849 in the
18-month period, is
the first compilation
ever made of the
network’s time sales
by agency, spon-
sor and individual
program. A similar
analysis of CBS-TV
network business was
published in the

Dec. 10 BeT. 1956 (Nov. 19).

Antitrust Subcommittee which asked
networks to supply
complete data on

AGENCY-by-agency breakdown of | .lients billings and
NBC-TV billings appears on pages discounts [BeT, Nov.
104-111. CBS-TV’s agencies ap- 12, 19].

peared Dec. 10. In previous stories
analyzing network data filed with
the antitrust subcommittee,
disclosed gross and net CBS and
NBC tv network billings for 1955
(Nov. 12) and the same networks’
billings for the first six months of

The NBC-TV bill-
ings are broken down
separately for 1955
and the first half of
1956. In cases where
substantial portions
of a network con-
tract have been di-

BeT

Other agencies
placing more than
$10 million in business on NBC-TV in the
18-month period were Young & Rubi-
cam, $14,245,685; BBDO §$12,422,361;
Benton & Bowles, $11,959,489, and Wil-
liam Esty Co., $10,227,980. Young &
Rubicam was top agency on CBS-TV,
having placed $24,646,724 on that net-

vided among two or
more agencies, the
details are explained in footnotes indi-
cated by an asterisk (*). The separate
amounts handled by each agency are
unavailable in such cases.

The totals and separate sponsor ex-
penditures on NBC-TV are net billings
(gross minus network discount).

cago, will schedule 10 segments weekly in
True Story, When a Girl Marries and Whis-
pering Streets, effective Feb. 25, with length
of contract not announced.

Sterling, through Dancer-Fitzgerald-Sam-
ple, New York, has picked up three segments
weekly of Story starting Feb. 4; Dromedary
signed for next year, via Ted Bates, New
York, for two segments weekly of Story, two
in Marries and one in Streets; Atlantis,
through Richard A. Foley Adv., Philadel-
phia, has two segments weekly on Srory ef-
fective Jan. 2, and Drackett Co. (Twinkle
portion), with two segments in Breakfast
Club, signed through the Ralph H. Jones
Co., Cincinnati. The Breakfast Cilub seg-
ments are effective Jan. 3.

Drackett also sponsors Breakfast Club
(for Drano and Windex) thrice weekly next
year, while Bristol-Myers already had signed
for six segments weekly, three for Bufferin
and three for Trushay hand lotion, in Break-
fast Club.

U. S. Tobacco Names LaRoche

THE $1.2 million U. S. Tobacco Co. ac-
count (Sano, Encore cigarettes, Model, Old
Briar pipe tobacco and Copenhagen snuff),
which had been expected to leave Kudner
agency, did so last week and appointed C. J.
LaRoche & Co., New York, to handle the
Kudner portion.

LaRoche had been handling U. S. Tobac-
co’s Bruton and other brands of Scotch
snuff since 1953. U. S. Tobacco’s last ex-
tensive use of spot broadcasting was earlier
this year, when it introduced Encores in
their new, slim, “twin-pack” flip-top carton.
The appointment, announced by the tobacco
flrm’s president, J. Whitney Peterson, was
effective immediately.
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Kitchens of Sara Lee Boosts
Broadcast Budget to $840,000

KITCHENS of Sara Lee Inc. (bakery
goods), Chicago, has increased its broadcast
budget 15% and plans to launch bowling
and other programs during fiscal 1956-57,
while continuing to invade new markets, it
was learned last week.

The company, a subsidiary of Consoli-
dated Foods Corp., has earmarked 60% of
its $1.4 million overall advertising budget to
radio-tv—roughly $840,000. Sara Lee ex-
pects to double its $5 million sales of 1955
this year and triple that figure in 1957.

Under study is a bowling series in a
major market, probably New York, along
the pattern of Sara Lee’s Tv Bowiing Classic
on WBBM-TV Chicago, which it recently
renewed. It has been a heavy user of audi-
ence participation, personality, special events
and sport shows throughout the country. In
addition saturation radio-tv spots are utilized,

Consolidated acquired Sara Lee last
August. Agency is Cunningham & Walsh,
Chicago.

Duffy Still Seriously il

BEN DUFFY, president of BBDO, New
York, remained in serious condition last
week after suffering a cerebral hemorrhage
Dec. 3 during a business trip to Minneapolis
[BeT, Dec. 10]. The 54-year-old advertis-
ing leader was flown from Minneapolis’ Ab-
bott Hospital to Harkness Pavilion of Co-
lumbia Presbyterian Medical Center in New
York on Dec. 8. Late last week he remained
in a state of semi-coma, but doctors reported
that his blood pressure was normal and his
temperature down.

25% Increase in Radio Billings
By Food Advertisers Is Forecast

TOTAL radio billings from food advertisers
could increase as much as 25% next year,
Sherril Taylor, vice president and director
of promotion, Radio Advertising Bureau,
predicted Tuesday.

In a talk to the Virginia Food Council in
Richmond, Mr. Taylor charged that it’s the
“fantastic rates” for daytime tv which are
responsible for “more and more” food prod-
uct advertisers refusing to pay for that me-
dium “when they can reach twice as many
people with radio at half the cost.”

A large share of daytime radio listening
occurs while the houswife is taking care of
household chores or preparing food, Mr.
Taylor pointed out, adding that this is the
time to sell food products.

In predicting the increase in food adver-
tiser radio billing, Mr. Taylor came up with
an estimate of a 10-15% increase in the
number of food advertisers during 1957.

He noted that Grocery Mfrs. of America
has reported that retail food store sales ex-
ceeded $45 billion for the first 10 months
of 1956, and that estimated sales for next
year will be more than $48.5 billion.

Said Mr. Taylor: “Radic and grocery
products have a vital, basic factor in com-
mon. Both are universal. Everybody eats
and virtually everybody listens to radio
regularly.”

National advertisers which have been
increasing their use of radio and which have
forecast higher radio billings next year, he
said, would include Standard Brands, Col-
gate-Palmolive, National Biscuit, General
Foods, Lever Bros., and various top food
chains.

‘Can Do’ Joins Revlon List
Of Casvalties in January

REVLON Inc. is expected to drop in Jan-
uary the three-week-old (as of today) Can
Do stunt program on NBC-TV which ap-
parently didn’t do. It also probably will give
up the Monday, 9-9:30 p.m. EST time slot.

NBC-TV plans to move Twenty One, a
quiz sponsored by Pharmaceutical Co., from
its Wednesday, 10:30-11 p.m. EST period
into the Monday time that would be vacated
by Revlon. No decision has yet been made
on what show would fill the Wednesday night
vacancy created. Revlon's agency on the
show is C. J. LaRoche, New York.

Revlon bowed with Can Do Nov. 26
when plans for presenting The Most Beauti-
ful Girl in The World fell through.

DuPont Signs ABC-TV News Show

E. I. DuPONT de Nemours & Co. (finishes
division, paints and varnishes), Wilmington,
Del., will sponsor John Daly and the News
(ABC-TV, Mon.-Fri,, 7:15-7:30 p.m. EST)
on Thursdays and Fridays, effective March
14. General Cigar Co., New York, which has
sponsored the programs Monday through
Friday, will pick up only the Monday, Tues-
day and Wednesday newscasts. Agencies are
BBDO for DuPont and Young & Rubicam
for General Cigar.
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Sinatra Series Co-Sponsorship
Sought by Lambert-Hudnut Div.

LAMBERT-HUDNUT Div. of Warner-
Lambert Pharmaceutical Co. last week made
a bid to become co-sponsor of the new Frank
Sinatra series, which will debut next fall on
ABC-TV.

Liggett & Myers Tobacco Co. (Chester-
field cigarettes) has a contract for the Sinatra
series which includes the right to make avail-
able to another advertiser alternating week
sponsorship [BeT, Dec. 10].

Previous to the Lambert-Hudnut bid.
Ford Motor Co. had made overtures toward
co-sponsorship of the program. Late last
week, L&M had taken no action on either
bid.

Ayer Increases Armour Account

ARMOUR & Co., Chicago, has assigned its
food product advertising for the West Coast

to N. W. Ayer & Son, San Francisco. Ayer .

also nationally handles art and copy for Ar-
mour’s Dash dogfood, Dairy-Poultry-Mar-
garine Div., Frosted Meat Div., Refinery
Div., bakery sales, commercial products.
food service, consumer service and feed
additive departments.

Thornblad to Open Own Agency

SVEN THORNBLAD, vice president and
public relations di-
rector, Hicks &
Greist, New York,
will leave the agen-
cy at the end of
the month to open
his own advertising
firm, Sven Thorn-
blad Sales Engi-
neering Co.

The Thornblad
agency expects ini-
tially to handle
clients with limited
budgets and “for
whom we can get outstanding results within
six to eight months.”

Before joining Hicks & Greist, Mr. Thorn-
blad was copy chief at Brooke, Smith,
French & Dorrance. He also had served in
various advertising capacities with General
Motors Corp. and Allied Chemical & Dye
Corp.

S
MR. THORNBLAD

E. C. Tompson currently is handling pub-
licity for Hicks & Griest.

Grove Labs Buys NoDoz

GROVE LABS Inc., St. Louis, a heavy user
of radio and tv, is announcing today (Mon-
day) that it has bought Harrison Products
Inc. {NoDoz awakeners, a proprietary
caffeine product), San Francisco. The firm
will be operated as the Harrison Products
Div. of Grove Labs. It was understood that
Sidney Garfield & Co., San Francisco, would
continue to be the agency for NoDoz.

In the future, NoDoz awakeners will be
manufactured at Grove Labs’ headquarters
in St. Louis.

BROADCASTING ® TELECASTING

The Next 10 Days
Of Network Color Shows
(All times EST)

CBS-TV

Dec. 18 (9:30-10 p.m.) Red Skelion
Show, S, C. Johnson & Son through
Foote, Cone & Belding and Pet Milk
Co. through Gardner Adv. (also Dec.
25).

Dec. 19 (8-9 p.m.) Arthur Godfrey
Show, participating sponsors (also
Dec. 26).

Dec. 21 (3:30-4 p.m.) Bob Crosby
Show, participating sponsors.

Dec. 23 (5:30-6 p.m. McRBoing-Boing
Show, sustaining (also Dec. 30).

NBC-TV

Dec. 17-21 (3-4 p.m.) Matinee, par-
ticipating sponsors (also Dec. 24-28,
31).

Dec. 17 (7:30-7:45 p.m.) Nat King
Cole Show sustaining.

Dec. 18 (8:30-9 p.m.) Noah's Ark,
Liggett & Myers through McCann-
Erickson, and Max Factor of Holly-

CollioREA s FIING

wood through Doyle Dane Bernbach
on alternating weeks (also Dec. 25).
Dec. 18 (10:30-11 p.m.) Break the
$250,000 Bank, Lanolin Plus through
Russel M. Seeds (also Dec. 25).
Dec. 19 (9-10 p.m.) Kraft Television
Theatre, Kraft Foods Co. through J.
Walter Thompson Co. (also Dec. 26).
Dec. 20 (10-11 p.m.) Lux Video The-
atre, Lever Bros. Co. through J. Wal-
ter Thompson Co. (also Dec. 27).
Dec. 21 (8:30-9 p.m.) Walter Win-
chell Show, Toni Div., Gilleite Co.,
through North Adv., and P. Lorillard
Co. through Lennen & Newell on al-
ternating weeks (also Dec. 28).

Dec. 22 (8-9 p.m.) Perry Como Show,
participating sponsors (also Dec. 29).
Dec. 22 (9-10:30 p.m.) Saturday
Spectacular, “Holiday on Ice,” Olds-
mobile through D. P. Brother and
RCA & Whirlpool through Kenyon &
Eckhardt.

Dec. 23 (3:30-4 p.m.) Zoo Parade,
Mutual of Omaha through Bozell &
Jacobs (also Dec. 30.)

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

AGENCY APPOINTMENTS

Youngstown Kitchens Div. of American-
Standard appoints Grey Adv. Agency, N. Y,

Holiday Coffee Corp., Walpole, Mass., ap-
points Charles F, Hutchinson Inc., Boston.

American Agricultural Chemical Co., N. Y.,
appoints L. W. Ramsey Adv. Agency, Dav-
enport, Iowa.

American Radiator & Standard Sanitary
Corp., Warren, Ohio, appoints Grey Adv.
Inc., effective Jan. 1.

Oelerich Industries, Evanston, Ill., appoints
Henry Senne Adv. Inc., Chicago, for its new
product,, Garfield Goose shampoo.

Gump’s Stores Ine., S. F, appoints Buch-
anan & Co., same city.

Western Intermational Toy Club, Mt. Ver-
non, Wash., appoints Advertising Counselors
Inc., Seattle.

Sterling Brewers Inc., Evansville, Ind., ap-
points Compton Adv,, N. Y.

Jones Metal Products Co. appoints Gris-
wold-Eshleman Co., Cleveland.

Schott-Lippert Buick Inc., appoints Bridges-
Sharp & Assoc. Inc., Dayton, Ohio.

Cribben & Sexton Co. (Universal gas ranges),
Chicago, appoints Erwin, Wasey & Co.,
same city.

Tulsa Oil Co., Newark, N. I, appoints Jay

Victor & Assoc., same city.

Textile Mills Co. (ironing board pads, cov-
ers), Chicago, appoints Erwin, Wasey & Co.,
same city.

Roy Rogers-Frontiers Inc, (western clothes
and toys bearing Roy Rogers brand), L. A.,
appoints Dan B. Miner Co., same city.

Steel Door Corp., Birmingham, ‘Mich., ap-
points MacManus, John & Adams, Bloom-
field Hills, Mich., effective Jan. 1.

Dennison Manufacturing Co. (gift wrapping
paper, tags, seals, crepe paper, school sup-
plies), Framingham, Mass., has named
BBDO, N. Y.

Elam Mills Inc. (whole grain cereals, flours),
Broadview, Ill., appoints Henry Senne Adv.
Inc., Chicago.

Annual Auto Show, Washintgon, D. C,,
appoints Larrabee Assoc., for third consecu-
tive year.

Gottfried Motors, Chicago Chrysler-Plym-
outh dealer, appoints Kuttner & Kuttner
Inc., same city.

Naar Food Co. (As You Like It refrigerated
salads and gelatins), Brooklyn, N. Y., has
appointed Blaine-Thompson Co., New York.

G. P. Halferty & Co., Seattle (packers of
Pioneer minced sea clams), has appointed
Miller, Mackay, Hoeck & Hartung, same
City. %

Beéaudry Bros. Candy Co., L. A, has ap-
pointed Calkins & Reichenbach, Hollywood.
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Sponsors, Stations Sign Pacts
For ‘57 Cubs, Cardinals Games

ANHEUSER-BUSCH Inc. will increase ra-
dio-tv budget for its Busch Bavarian beer
in 1957 with the addition of St. Louis Car-
dinals’ baseball broadcasts on a regional
radio network and possibly a greater use

of spot television. Bavarian, through Gard-
ner Adv. Co., already is a heavy regional
spot radio-tv user in three state area (Mis-
souri, Kansas and Illinois). The brewery
may be telecasting selected Card road
games.

Also on the baseball broadcasting front,
four sponsors, including Pabst Brewing Co.,

SOAP IN CLEVELAND TV

NATIONAL {NETWORK) INDEX

CLEVELAND (NETWORK PLUS SPOT)

Rank Product & Agency

1. Procter & Gamble Co. 11
Camay (Benton & Bowles)
Ivory (Compton)

Lava (Leoc Burnett)

2. Lever Bros. 2
Lifebuoy (SSC&B)

Llux (J. Walter Thompson)

3. Armour & Co.

Dial (Foote, Cone & Belding)

4. Colgate-Palmolive Co. 4
Cashmere Bouquet
(Bryan Houston)

Palmolive (Ted Bates)

Woodbury (Robt. W. Orr)

WHOSE COMMERCIALS GET MOST EXPOSURE?

Hooper Index of Broadcast Advertisers (sased on Broadeast Advertisers Reports’ monitering)

Network Total “Commercial of Broadcast
Rank Product & Agency Shows Networks ° Units” Advertisers
1. Procter & Gamble Co. 11 2 14% 117
Camay (Benton & Bowles) 2 3% 45
tvory (Compton) 2 9% 64
Lava (Leo Burnett) ) 1 2 8
2. Llever Bros. 2 1 3% 61
Lifebuoy (SSC&B) 1 1 20
Lux (J. Walter Thompson) 1 2% 41
3. Colgate-Palmolive Co. 4 1 4% 55
Cashmere Bouquet
(Bryan Houston) 1 1 7
Palmolive (Ted Bates) 1 3% 48
4. Armour & Co. 2 2 2 43
Dial (Foote, Cone & Belding) 2 2 43
5. Andrew Jergens Co. (2] 1 1 24
Woodbury (Robt. W. Orr) 1 1 24

Network  Total
Shows

5. Andrew Jergens Co. ®

(P) Participations, as distinguished from sponsorship.

Hooper Index

Hooper Index
“Commercial of Broadcast

Networks Units” Advertisers
3 17% 127
2 3% 48
2 A 68
3 5 11
1 3% 63
1 1 15
1 2% 48
2 2% 50
2 2% 50
1 4%, 36
1 1 6
1 I, 30
1 1 28
1 1 28

In the above summary, the monitoring occurred the week ending October 6, 1956.

The Hooper Index of Broadcast Advertisers is a measure of the extent to which a
sponsor’s commercials are seen or heard. RBach 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., Broad-
cast Advertisers Reports Inc. and American Research Bureau Inc. Above summary fis
prepared for use solely by BroApcasTING ® TELECASTING. No reproduction permitted.

* “Commercial Units”: Commercials are taken from the monitored teports Published by
Broadcasting Advertisers Reports Inc. A “commercial unit” is defined as a commercial ex-
posure of more than 10 seconds but usually not more than one minute in duration. Four
#ecommercial units” are attributed to a Jo-minute program, and in the same proportion for
programs of other lengths, A “‘station identification” equals one-half “commercial unit.”

&8 Audience ratings for television, both national and local, are those published by Ameri-
ean Research Bureau Inc. Those for radio are the ratings of C. E. Hooper Inc. In tho case
of station breaks, the average of the ratings for the preceding and following time periods s
uled wlor"er feasible: otherwise, the rating is that of either the pteceding or tol.lowlng time
period, nermally the preceding.
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General Finance Co., Oklahoma Oil Co.,
Perfect Power Gasoline (owned by Standard
Oil Co. of N, 1.) and a food advertiser to be
announced, have been signed by WIND
Chicago for the Cubs’ regular season base-
ball broadcasts in 1957 on a 30-station net-
work. Pabst and Z. Frank, local Chevrolet
dealer, will sponsor pre-season weekend
games, and Coca-Cola Co. game adjacencies.
Agencies are D’Arcy Adv. Co. for Pabst,
Gordon Best Co. for General Finance,
Maryland Adv. for Oklahoma, and McCann-
Erickson for Coca-Cola.

Basketball for Viceroys

BROWN & WILLIAMSON Tobacco Co.
{Viceroy cigarettes) will sponsor one-quarter
of four alternate Saturday afternoon tele-
casts of the National Basketball Assn. games
on NBC-TV, starting at 2:30 p.m. EST,
William R. Goodheart, vice president, NBC-
TV network sales, announced last week.
Through Ted Bates & Co., Brown & William-
son has signed for one-quarter of the Jan.
5 and 19 and Feb. 2 and 16 telecasts. Earlier,
Carter products and Bristol-Myers Co. had
signed for one-quarter sponsorship of various
telecasts.

General Motors Buys Pro Playoff

GENERAL MOTORS Corp. (Pontiac Mo-
tor Div.), Detroit, will sponsor the National
Football League championship game on
NBC-TV, Dec. 30, with the telecast blacked
out in the city of origination, which was
still undetermined as of last Friday night.
Agency for Pontiac is MacManus, John &
Adams, New York.

R&R Promotes Shively, Bishop

ELECTION of Holly Shively and Allen G.
Bishop as vice presidents of Ruthrauff &
Ryan was announced last week by F. Ken-
neth Beirn, - R&R president. Miss Shively
is head timebuyer and business manager of
the agency’s Chicago office and has been with
the organization since 1943. Mr. Bishop
joined R&R in 1949 and is an account
executive and a member of the agency’s
expanded marketing staff specializing in
food and drug products.

West Coast Agencies to Meet

ANNUAL meeting of the Continental Ad-
vertising Agency Network, comprising 15
agencies active in 24 markets, will be held
March 20-22 at Rickey’s Studio Inn, Palo
Alto, Calif.,, it has been announced by
Wayne Lenz, secretary-treasurer of Long
Adv., San Jose, Calif. About 75 agency ex-
ecutives are expected to attend.

‘Spot Radio Report’ Adds 35

THE Executives Radio-Tv Service, Larch-
mont, N. Y., has announced that the sched-
ules of 35 advertisers have been added to its
monthly Spot Radio Report. James M.
Boerst, publisher, reported that about 90
agencies currently are providing spot radio
activity data on 400 advertisers.
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NETWORK NEW BUSINESS

Chrysler Corp., Detroit, to sponsor 32nd an-
nual East-West Shrine football game on
NBC-TV and NBC Radio on Dec. 29, start-
ing at 4:45 p.m. EST.

Union Qil Co., L. A., signed to sponsor Sat-
urday feature races at Santa Anita on KNXT
(TV) Hollywood. Agency: Young & Rubi-
cam.

A&A SHORTS

Buchanan & Co., S. F., has moved to new
offices in Russ Bldg., Suite 1500. Telephone
remains: Yukon 6-2927.

Cruttenden & Eger Assoc, Chicago, an-
nounces change in name to Cruttenden Adv.,
effective Dec. 1.

Fred Gardner Co., N. Y., is expanding by
leasing additional unit of space on 17th floor
of 50 E. 42nd St.

Harry Miller & Assoc. has been formed as
advertising agency affiliate of M. M. Fisher
Assoc., Chicago. Address: 79 W. Monroe
St., Chicago 3, 1l

J. M. Hickerson, N. Y., moves to new
quarters at 551 Fifth Avenue. Telephone:
Oxford 7-6330.

Buchen Co., Chicago, has resigned advertis-
ing account of Club Aluminum Products
Co. (cookware) and its Inland Glass Div.,
same city.

~ A&A PEOPLE

G. C. Pound, president, Kraft Foods Co.,
to become chairman of board on Jan. 1.
J. Clyde Loftis, executive vice president of
Kraft, will succeed Mr. Pound and John
H. Platt has been reelected senior vice presi-
dent.

Elias B. Baker, vice president-account super-
visor on Colgate-Palmolive Co., Carl S.
Brown Co., N. Y., elected executive vice
president of agency. J. Lawrence Barnard,
merchandising director, also elected to vice
presidency and Isabel M. Hart, secretary,
named secretary-treasurer.

Tom Slater, west-
ern division direc-
tor of radio-tv
films, Fuller &
Smith & Ross,
Cleveland, named
vice president. Mr.
Slater was former-
ly vice president of
radio-tv division,
Ruthrauff & Ryan
and director of
sports-special
events for MBS.

MR. SLATER

Paul Carey, general
manager, Lehn & Fink Products Corp.’s
Tussy Cosmetiques Div., and James M. Boo-
hecker, general manager, L&F’s Dorothy
Gray Ltd. Div., elected vice presidents of
parent company. Both remain their general
managerships and seats on board of di-
rectors.

BROADCASTING ® TELECASTING

MORE and more advertising agencies are
coming to agree with the Ladies’ Home
Journal’s con-
viction never to
underestimate
the power of a
woman, accord-
ing to a leading
woman agency
executive.
Speaking before
the Assn. of Ad-
vertising Men &
Women in New
York, Mrs. Julia
Morse, vice
president and
account executive at Anderson & Cairns,
New York, declared that at A&C, the
agency’s women employes have a voice
in planning at least 90% of A&C’s ac-
count strategy.

Mrs. Morse declared that while wom-
en may not exactly have a “point of
view,” they do have their own convic-
tions, and these comprise much of the mo-
tivational factor in consumer buying. She
cited, as an example, that women for
years had the conviction that color and

MRS. MORSE

NEVjR UNDERESTIMATE THE POWER, ETC.

fashion were “influential” in selling cars.
Finally, the auto industry capitulated and
accepted this female conviction with the
result that the car market today is not
only bigger than ever before, but more
colorful and stylish than in any other
previous year.

The man, Mrs. Morse asserted, “will
generally talk about a product’s superior-
ity,” while the woman will deal “with its
pleasures in use.” Realizing this and being
aware of tv’s intimacy, many agencies
have revamped a good deal of their cli-
ents’ strategy “from a completely factual
approach (i.e. price) to one of emotion
(i.e. taste).” It no longer suffices, Mrs.
Morse said, to refer to a food product on
tv as merely “delicious.” Taste must be
conveyed by inference, “arousing sym-
pathy . . . carrying over the feeling of
quality without using exaggerated state-
ments.” Exaggeration, Mrs. Morse said,
can be spotted almost immediately by the
tv-viewing housewife. Because of this fac-
tor, it comes as no surprise to note many
more women account executives and
women tv film supervisors on the job to-
day, Mrs. Morse concluded.

Henry E. Picard, executive vice president-
general manager, S. F. Brewing Corp. (Bur-
germeister beer), named president.

R. Douglas MacNamee, director of radio-
television copy in New York and Richard
Irwin, account executive in Chicago, named
vice presidents of Ruthrauff & Ryan.

Don S. Manchester, president of Manchester-
Kreer Inc., Chicago, resigns to join McCann-
Erickson Inc., same city, as vice president-
senior account SUpervisor.

Richard Irwin, account executive, Ruthrauff
& Ryan Inc., Chicago, elected vice president.

Alvin Willner, former secretary and assistant
treasurer of Bozell & J:lcobs, N. Y., to Hicks
& Greist, N. Y., as assistant treasurer.

John J, Waldron, treasurer of Jacob Ruppert
Brewery (Knickerbocker, Ruppert beers),
N. Y., elected vice president and treasurer.

Harry A. Egbert, Lavenson Bureau of Adv.
Inc., Phila., elected vicﬁe president in charge
of media-merchandising.

George T, Carroll, director of media and
research, Bresnick Co., Boston, named vice
president in charge of marketing-sales de-
velopment. John W. Spellman ¥r. assigned
to work directly with Mr. Carroll and Phillip
Luttinger, director of research, Richard
Manville Research, N. Y., succeeds Mr.
Carroll.

Ruthrauff & Ryan, N. Y., appointed treas-
urer of firm.

F. R. Wilcox, assistant general manager-
treasurer, Sunkist Growers, named general
manager, effective Jan, 1. He replaces Paul
S. Armstrong, who will retire. D. M. Anger-
son, secretary, succeeds Mr. Wilcox and

J, Lewis Ames, vice {resident-secretary of

M. D. Street, assistant treasurer, named
treasurer.

John B. Gunter, Coca-Cola’s Midwest Div.,
to Gardner Adv. Co., St. Louis, Mo., as ac-
count executive and Don Weiss, newspaper
reporter, to agency as copywriter.

F. J. Rudolph, to Edwards Agency, L. A,,
as account executive.

Howard Garnitz, copy chief, Elliot, Jaynes
& Baruch, Chicago, appointed account ex-
ecutive.

Robert E. Hahn, associate director of Rocky
Mountain Radio Council, Denver, Colo., to
Schreiber Adv. Agency, same city, as ac-
count executive and copy chief.

Elliott M. Moore, radio-tv director-account
executive, O'Grady, Anderson & Gray, Chi-
cago, to Erwin, Wasey & Co., same city, in
similar capacity.

Tom Armstrong, Vick Chemical Co., to
Grey Adv., N. Y., as assistant account ex-
ecutive, Eugene Bassin, last with Kudner
Agency Inc., N. Y., to Grey’s radio-tv de-
partment as producer and Gwen Seinfeld,
R. H. Macy & Co.’s art staff, to agency's
junior art director.

Keith B. Shaffer, chief timebuyer, Erwin,
Wasey & Co., N. Y., to Fletcher D. Rich-
ards Inc., as head of station relations and
program development departments. Milton
E. Stanson, tv director-copy chief, Ovesey &
Straus Inc., same city, to Richards as writer-
producer.

Herbert Rothschild appointed merchandis-
ing manager and Charles Cooper sales pro-
motion manager of Beauty Salon Div., Hel-
ene Curtis Industries Inc.
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FILM

THE 10 TOP FILMS

IN 10 MAJOR MARKETS

AS RATED BY ARB IN NOVEMBER

NEW YORK

1. Highway Patrol (Ziv) Mon. 7:00
2. Science Fiction Theatre (Ziv) Fri. 7:00
3. Guy Lombardo (MCA-TV) Thurs, 7:00
4. Death Valley Days (McC-E) Wed. 7:00
5. Celebrity Playhouse (Screen Gems) Tues. 7:00
6. D. Fairbanks Presents (ABC Film) Mon. 10:30
7. Victory At Sea (NBC Film) Sun. 7:30
8. Sheena of the Jungle (ABC Film) Sat. 6:30

Soldiers of Fortune (MCA-TV) Sun. 6:00
10. Looney Tunes (Guild) M-S  6:30

MINNEAPOLIS-

ST. PAUL

1. Stage 7 (TPA) Mon. 9:30
2. Celebrity Playhouse (Screen Gems) Sun. 9:30
3. Sheriff of Cochise (NTA) Sat. 9:30
4. Highway Patrol (Ziv) Fri. 10:30
5.1 Led 3 Lives (Ziv) Tues, 9:30
6. Wild Bill Hickok (Flamingo) Sat. 5:30
7. Studio 57 (MCA-TV) Wed. 9:30
8. Search for Adventure (Bagnall) Mon. 9:30
9, City Detective (MCA-TV) Thurs. 10:30

Mr. District Attorney (Ziv) Wed. 10:30

1. Secret Journal (MCA-TV) Sat. 10:00
2. Science Fiction Theatre (Ziv) Sat.  10:30
3. City Detective (MCA-TV) Fri, 9:30
4, Superman (Flamingo) Fri. 6:00
5. San Francisco Beat (CBS Film) Tues. 9:00
6. Annie Oakley (CBS Film) Sat. 5:30
7. Studio 57 (MCA-TV) Tues. 10:00
8. Buffalo Bill Jr. (CBS Film) Thurs. 6:00
$. Federal Men (MCA-TV) Fri. 10:30
10. wild Bill Hickok (Flamingo) Tues, 6:00

ATLANTA

1. Badge 714 (NBC Film) Mon. 7:00
2. Superman (Flamingo) Wed. 7:.00
3. Science Fiction Theatre (Ziv) Tues. 7:00
4, Jungle Jim (Screen Gems) Mon. 6:30

Amos 'n’ Andy (CBS Film) Thurs, 7:00
6. Susie (TPA) Mon., 7:30
7. Man Called X (Ziv} Sun. 7:00
8. Sheena of the Jungle (ABC Film) Thurs, 6:30
9. Highway Patrol (Ziv) Fri. 7:30
10. Waterfront (MCA-TV) Fri, 7:00

CLEVELAMND

1. Highway Patrol (Ziv) Tues. 10:30
2, Range Rider (CBS Film) Sun, 7:00
3. Soldiers. of Fortune (MCA-TV) Thurs. 7:00
4. Science Fiction Theatre (Ziv) Tues. 7:00
5. Crunch & Des (NBC Film) Wed. 7:00
6. Annie Oakley (CBS Film) Sat. 6:30
7. Badge 714 (NBC Film) Fri. 7:00
8, ‘Sheriff of Cochise (NTA) Sun, ~ 10:30
'9: ‘Shéena of the Jungle (ABC’ ‘Fxlm) MF> 640
0. Racket Squad (ABC Film)" Sat. 7:00:
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SEVEN-STATION MARKET

WRCA-TV
WRCA-TV
WRCA-TV
WRCA-TV
WRCA-TV
WRCA-TV
WPIX
WPIX
WPIX
WABD

FOUR-STATION MARKET

KSTP-TV
KSTP-TV
wCCO-TV
KSTP-TV
KSTP-TV
WCCO-TV
KSTP-TV
WTCN-TV
KSTP-TV
KSTP-TV

FOUR-STATION MARKET

WNBQ
WNBQ
WGN-TV
WGN-TV
WGN-TV
WBBM-TV
WBKB
WGN-TV
WBKB
WGN-TV

THREE-STATION MARKET

WSB-TV
WSB-TV
WAGA-TV
WLWA
WAGA-TV
WSB-TV
WAGA-TV
WLWA
WAGA-TV
WAGA-TV

THREE-STATION MARKET

WIW-TV
WEWS

KYW-TV
KYW-TV
KYW-TV
WIW-TV
WIW-TV
KYW-TV
KYW-TV
KYW-TV

20.2
18.8
19.6
16.6
15.6
15.5
152
13.1
12.8
12.8

304
224
14.3
13.5
12.7
12.6
12.5
124
12.1
12.0

30.4
29.1
22.8
22.0
22,0
21.1
19.8
18.6
17.8
17.4

25.5
22.1
21.1
19.4
19.2
17.5
17.1
16.9
16.8

16.6

LOS ANGELES

. Annie Oakley (CBS Film)

. Search for Adventure (Bagnall)

. San Francisco

. Buffalo Bill Jr.

. Susie (TPA)

. Jungle Jim (Screen Gems)

. Life With Father (CBS Film)
Confidential File (Guild)

. Science Fiction Theatre (Ziv)

. Life of Riley (NBC Film)

—
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SEATT

LE-
TACOMA

. Life of Riley (NBC Film)

. Search for Adventure (Bagnall)
. Annie Oakley (CBS Film)

. Highway Patro
. Sheriff of Cochise (NTA)
Soldiers of Fortune (MCA-TV)
Superman (Ftamingo)

. Studio 57 (MCA-TV)

. Badge 714 (NBC Film)

. Western Marshall (NBC Film)

. Ramar of the Jungle (TPA)

. Superman (Flamingo)

. Highway Patrol (Ziv)

. Jungle Jim (Screen Gems)

. Wild Bill Hickok (Flamingo)

. Brave Eagle (CBS Film)

. Soldiers of Fortune (MCA-TV)

WASHINGTON

. Annie Oakley (CBS Film)

. Count of Monte Cristo (TPA)
Science Fiction Theatre (Ziv)
COLUMBUS

. Death Valley Days (McC-E)

. Highway Patrol (Ziv)

. Soldiers of Fortune (MCA-TV)
. Public Defender (Interstate)

Man Called X

. Superman (Flamingo)

. Sheriff of Cochise (NTA)

. Grand Ole Opry (Flamingo)
. Crunch & Des
. Sheena of the Jungle (ABC Film)

BOSTON

—

SOOI s W

. Waterfront (MCA-TV)

. Man Behind the Badge (MCA-TV)
. Superman (Flamingo)

. Western Marshall (NBC Film)

. Studio 57 (MCA-TV)

. Count of Monte Cristo (TPA)
Ellery Queen (TPA)

. Annie Oakley (CBS Film)

. Highway Patrol (Ziv) 3

. 'Wild Bill Hickok (Flamingo)

FROM the monthly audience surveys of American
Research Bureau, B®T each month lists the 10 top
rated syndicated film programs in 10 major markets,
selected to represent all parts of the country with
various degrees of competition. Despite all precau-
tions, occasional errors will occur in these tables, due
1o use of the same program name for both a syndi-
cated and a network series and the practice of some
stations of substituting local titles (such as [advertiser]
Theatre) for real program names.

SEVEN-STATION MARKET

Thurs. 6:00 KABC-TV 14.9
Thurs. 7:00 KCOP 14.7
Beat (CBS Film) Sat. 9:30 KTTV 13.5
(CBS Film) Fri. 6:00 KABC-TV 13.0
Sat. 8:00 KTTV 12.6
Mon. 6:00 KTTV 12.1
Fri. 7:00 KNXT 12.0
Sun. $:30 KTTV 12.0
Mon. 8:00 KITV 11.7
Mon. 8:30 KTTV 11.5
FOUR-STATION MARKET
Thurs. 7:30 KING-TV 40.2
Sat. 7:00 KING-TV 38.2
Fri. 6:00 KING-TV 33.5
1 (Ziv) Thurs. 7:00 KOMO-TV 319
Mon. 7:00 KING-TV 27.1
Mon. 6:00 KING-TV 25.7
Tues. 6:00 KING-TV 24.6
Fri. 7:00 KING-TV 233
Sun. 6:00 KING-TV 23,1
Wed. 6:00 KING-TV 222
FOUR-STATION MARKET
Wed. 7:00 WTOP-TV 19.8
Tues. 7:00 WRC-TV  18.7
Sat. 7:00 WTOP-TV 18.1
Wed. 6:00 WMAL-TV 16.8
Thurs. 7:00 WRC-TV 155
Fri. 6:00 WMAL-TV 144
Mon. 7:00 WTOP-TV 14.0
Fri. 7:00 WTOP-TV 13.5
Sat. 6:30 WTOP-TV 125
Sun. 6:00 WMAL-TV 12.5
THREE-STATION MARKET
Sun. 9:30 WBNS-TV 354
Tues. 10:30 WBNS-TV 29,7
Wed. 6:30 WBNS-TV 24.3
Mon. 6:30 WBNS-TV 24.0
(Ziv) Fri. 9:30 WBNS-TV 24.0
Wed. 6:00 WBNS-TV 20.5
Thurs, 7:30 WBNS-TV  19.3
Sat. 7:00 WBNS-TV 184
(NBC Film) Tues. 7:30 WBNS-TV 179
Thurs, 6:00 WTVN-TV 17.1
TWO-STATION MARKET
Sun.  7:00 WNAC-TV 299
Sun. 10:30 WNAC-TV 254
Fri. 6:30 WNAC-TV 234
Wed. 7:30 WNAC-TV 214
Tues. 10:30 WBZ-TV 203
Tues. 8:30 WNAC-TV 20.2
Fri. 10:30 WNAC-TV 200
Sun. 5:00 WNAC-TV 197
Wed. 10:30 WBZ-TV 18.0
Tues. 6:30 WNAC-TV 17.6

‘BROADCASTING ® TELECASTING
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Still
growing...



Unlike Topsy, who just growed, there’s a reason for the growth of Jack Sterling

— for the growth of his audience, his advertisers, and his admirers. in general.

Maybe it’s his twenty years’ experience in broadcasting — as raconteur, salesman, snake charmer,
and tattoo artist. Maybe it’s because, instead of trying to be all things to all men, he winds

up being so many things to so many people,

But he does grow on you, this Sterling character. And on his audiences. And on his

advertisers — many of whom have been faithful to him for his full nine years on WCBS Radio.

But the best news about the growth of New York’s favorite Man in the Morning

is this: there’s more of him available. He’s now on from 5:30 till 9:00 (with appropriate

news Intermissions) every weekday morning.

WCBS RADIO

New York - 50,000 watts + 880 ke
Represented by CBS Radio Spot Sales




FILM

Unemployment Ruling

May Set U.S. Pattern

A NEW RULING handed down by the New
York State Unemployment Insurance Ap-
peals Board is expected to have significant
effect on the eligibility for unemployment in-
surance of performers appearing on tran-
scribed or filmed programs.

The ruling was promulgated on Nov. 30,
according to Jack London, an attorney with
Jaffe & Jaffe, New York, who handled the
appeal for unemployment insurance filed by
radio-tv actress Rachel Price on behalf of the
American Federation of Television & Ra-
dio Artists. Mr. London explained that in
New York an applicant for unemployment
insurance must have worked 20 weeks in the
year prior to the application in order to be
eligible for benefits. Miss Price based her
application on five weeks of actual labor and
16 weeks during which radio and tv commer-
cials in which she had appeared were re-
used.

Though Miss Price’s original application
had been turned down by the New York
State Unemployment Insurance Division, the
appeals board ruled that any week in which
one of her commercials was replayed con-
stituted a week of labor and should be cred-
ited toward her eligibility.

Mr. London reported that since rulings
handed down in New York often are adopted
in other parts of the country, it is probable
that many other states will take a similar
position. He noted that AFTRA had been
conferring with the insurance division over
a five-year period with a view toward rec-
ognizing transcriptions and filmed programs
as services rendered to an employer, and ex-
pressed the opinion that the new policy will
encourage talent to remain in the field,
rather than seek outside work during periods
'of unemployment.

Gross-Krasne Appoints Rohrs

JOHN ROHRS, formerly with MCA Tv
|Film Syndication, has been appointed vice
president of Gross-
Krasne in charge
of its new midwest
office. Mr. Rohrs,
who will head sales
covering 12 states,
had been with
MCA-TV for the
past two years as
vice president in
charge of its Chi-
cago office. Pre-
viously he was as-
sociated for five
years with United
Television Programs, owned by Gross-
Krasne until it was purchased by MCA-TV,
Mr. Rohrs’ office is located at 75 E. Wacker
Drive, Chicago.

MR. ROHRS

Three Join Ziv Tv Nail. Sales

GROWING importance of agency back-
ground in the tv film sales field was stressed
last week by Walter Kingsley, head of Ziv
Television Programs’ national sales depart-
ment, in announcing the appointment of
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station’s film director.

PRESENT for signing of contract whereby WGN-TV Chicago bought the Warner
Bros. feature film library (I to r): seated, Ward L. Quaal, vice president and general
manager of WGN Inc.; Robert R. Rich, general sales manager of Associated Artists
Productions; standing, Robert Morin, AAP salesman; Jay Faraghan, WGN-TV
program director; Ted Weber, WGN-TV sales director, and Elizabeth Bain, the

three former agency executives to the de-
partmeant.

James Shaw, for five years director of
radio-tv for Henri, Hurst & McDonald,
Chicago, has been named regional sales
manager in that city; Jerry Kirby, formerly
with the television department of Rogers &
Smith Adv., Chicago, and earlier with Beau-
mont & Hohman, has been appointed an ac-
count executive in Chicago, and Jerry Harri-
son, account executive with the New York
office of McCann-Erickson, has been named
an account executive in New York.

Disagreements Cause Changes
In 'Playhouse of Stars’ Posts

DISAGREEMENT over production policies
for Schlitz Playhouse of Stars at Revue
Productions, Hollywood, has resulted in
change in some production posts, it was re-
ported by the company last week. Joseph
Schlitz Brewing Co. executives are on the
West Coast this week for discussions about
future programs in the series.

Producers David Stephenson and Willis
Goldbeck have resigned, it was Ilearned.
Jules Bricken, a director, has been added as
producer for 10 new films. Frank P. Rosen-
berg continues as producer. Schlitz agency
is J. Walter Thompson Co.

NTA Reports Quarterly Gain

NATIONAL TELEFILM Assoc., New
York, last week reported a record net in-
come of $225,619, equal to 35 cents per
share, in the first quarter of the current fiscal
year, ended Oct. 31. The figure was said to
represent a 273% increase over the $60,-
531, or 9 cents per share, in the correspond-
ing period last year.

This was reported by Ely A. Landau to
stockholders at the company’s annual meet-
ing in New York., Mr. Landau said NTA
“looks forward to a very satisfactory second

quarter, and there is every indication that
the result for the 1957 fiscal year will be far
ahead of last year, with the possibility that
the board of directors may be able to con-
sider the declaration of a dividend.”

Mr. Landau referred to the 390 20th
Century-Fox feature films which NTA re-
cently committed itself to acquire, and pre-
dicted that gross sales income from these
pictures will amount to “somewhere be-
tween $50 million and $60 million.”

NTA Reports Expansion Plans

NATIONAL TELEFILM Assoc., New
York, last week reported plans to open re-
gional sales offices in Atlanta and Dallas
and to increase its sales force in line with its
agreement to distribute 10 new syndicated
film series. Four of these series will be pro-
duced by TCF-TV, subsidiary of 20th Cen-
tury-Fox, and the remainder by Desilu Pro-
ductions.

FiLM SALES

Ziv Tv reports sales on Men of Annapolis,
half-hour tv film series, have been compieted
in 91 markets. Latest sales include those to
such advertisers as Kroger Stores, Safeway
Stores, Coca-Cola Co. and South Carolina
Electric & Gas Co.

Sterling Television Co., N. Y., reports that
its Bowling Time filmed series has been sold
in more than 150 markets, with latest sales
to KTSM-TV El Paso, KGGM-TV Albu-
querque, WRGB-TV Schenectady, KBET-
TV Sacramento, KNAC-TV Fort Smith,
Ark., and KDRO-TV Sedalia, Mo.

FILM DISTRIBUTION

Associated Artists Productions, N. Y, is
offering 20-minute film, Star in The Night,
to stations for Christmas programming.

BROADCASTING ® TELECASTING



AND GET A BIGGER SLICE OF THE MARKET!

Most national advertisers consider Atlanta a “must” market.
The question is how best to cover the market. The answer is:
compared with the other two stations in Atlanta, WAGA-TV
reaches |7 to 22% more people with 14 to 16% more spend-
able income. Why? Taller tower, maximum power, top local e
and CBS-TV programing. Proof: consistent top ratings by both
Pulse and ARB. Get the facts from our reps.

‘. o ‘* A  wr )
>, 4 . 100,000 \ A
a-. ‘ 7 watts
. A channel !

s

|_cBS-TV in Atlanta

Represented Nationally by
THE KATZ AGENCY, Inc.

STORER BROADCASTING COMPANY SALES OFFICES

NEW YORK—118 E. 57th St.—TOM HARKER, Vice President and Nutional Sales Oirector - BOB WOQOD, Nationol Scles Manager
CHICAGO—230 N. Michigan Ave. & SAN FRANCISCO=111 Sutter St.
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COMPLETING contract for Triangle
Publications Inc. to purchase 754
Warner Bros. feature films from As-
sociated Artists Productions are (!
to 1): seated, Eliot Hyman, AAP presi-
dent; Roger W. Clipp, vice president of
the radio and tv division of Triangle;
standing, Arthur Kalman, AAP east-
ern sales manager; Robert Rich, AAP
general sales manager, and George A.
Kohler, WFIL-TV Philadelphia man-
ager. The purchase gives Triangle more
than 2,500 features for its WFIL-TV,
WNBF-TV Binghamton, N. Y
WFBG-TV Altoona, Pa., and WNHC-
TV New Haven, Conn. Firm already
had purchased the libraries of MGM,
RKO and 20th Century-Fox.

Academy-award winning two-reel subject
was originally released by Warner Bros. and
stars J. Carroll Nash and Donald Woods.

Almanac Films Inc., L. A., distributor of
films, offering top 10 films of Science in
Action series to schools. Topics to be in-
cluded in initial release are Bird Behavior,
Miracle Materials, Oxygen, Religious Arche-
ology, Science of Money, Solar Energy,
Story of Painting, Termites, Wheels and
Rails, and Work, Energy and Power. Pre-
view prints are available through Almanac
in its L. A., Ft. Worth, Atlanta, Chicago or
N. Y. offices.

FILM PEOPLE

Irving Feld, formerly vice president of
Gross-Krasne Productions and previously
national sales manager of UM&M Tv
Corp., N. Y., named national syndication
sales supervisor for Guild Films Co., N. Y.,
covering regions west of Mississippi.

Harry Lange, executive vice president-gen-
eral manager of Kling Film Enterprises Inc.,
reappointed to visual aids subcommittee of
Wood Products Section Executive Commit-
tee of National Safety Council.

Jack Cohn, cofounder-executive vice presi-
dent, Columbia Pictures Corp., died in New
York on Dec. 8.

FILM PRODUCTION

Desilu Productions Inc., Hollywood, to be-
gin production this month on Date with the
Angels. Betty White and Bill Williams star.
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TIME INC. GAINS INSIDE TRACK
IN BIDDING FOR BITNER OUTLETS

® Probable price in excess of $16.2 million C-C deal
® Firm’s officials meet with Bitner Sr. in Florida
® Gross-Meredith combined offer affords major competition

TIME Inc. looms as the probable buyer of
Consolidated Television & Radio Broadcast-
ers Inc. at a price probably several hundred
thousand dollars in excess of the $16.2 mil-
lion transaction agreed to with Crowell-Col-
lier Publishing Co. but which foundered last
month because of the “tight” money market
[BeT, Nov. 26].

Firm offers for the Bitner package were
made Dec. 10 by Time Inc., as well as by at
least one other group, and indications were
that a decision might be reached this week
or next by Harry M. Bitner, chairman of
Consolidated, who with his family holds the
controlling interest. Second bidder is the
Gross-Meredith group, interested in acquir-
ing WOOD-AM-TV and WFDF Flint (by
Gross) and WTICN-AM-TV Minneapolis-
St. Paul (by Meredith). But while at least
two groups reportedly were negotiating for
the remaining property—WFBM-AM-TV
Indianapolis—no firm offer appeared in
hand at the weekend.

Officials of Time Inc. were in Miami
Beach last week attending the NBC 30th an-
niversary convention and conferred Tues-
day with Mr. Bitner Sr, at his winter home
at Del Ray Beach, some 40 miles from Mi-
ami. In the group were Wayne Coy, presi-
dent-general manager-50% owner of KOB-
AM-TV Albuquerque, 50% owned by Time
Inc.,, and Ben Larson, KTVT (TV) Salt
Lake City, 80% owned by Time and 20%
by Mr. Larson. Weston C. Pullen, Time vice
president, was due in Miami Beach over the
weekend and presumably planned to visit
Mr. Bitner.

Time Inc. Makes Two Offers

It is understood Time Inc. made two sepa-
rate offers. One, approximating the Crowell-
Collier figure of $16.2 million, reportedly is
for the Consolidated properties, excluding
WFDF. With WFDF, the figure was under-
stood to be around $16.9 million. One of
the reasons for the increased offer, it was
evident, was the fact that Consolidated net
quick assets have increased substantially
since the agreement was reached with
Crowell-Collier last April—probably by as
much as $1 million, Moreover, Mr. Bitner is
sdid to feel that recent transactions, includ-
ing the $10 million sale of WISH-AM-TV
Indianapolis and WANE Fort Wayne-WINT
(TV) Waterloo, Ind., to John H. (Jock)
Whitney & Co. merited a higher price than
the $20 per share committed by Crowell-
Collier, which it was forced to withdraw.

Harold Gross, owner of WJIM-AM-TV
Lansing, Mich., likewise in Florida for the
NBC convention, is actively interested in the
Bitner Michigan properties. Informally, the
value of the Consolidated properties was
broken down under the - Crowell-Collier

agreement into $7 million for Indianapolis
and $3.5 million for Minneapolis-St. Paul,
a figure which Meredith Publishing Co.
made as a firm bid Dec. 10, This would
leave $5.7 million for Grand Rapids and
Flint.

It was thought Mr, Bitner might want
to retain WFDF, still in litigation on assign-
ment of ch. 12 in a three-way contest now
in the courts. This obviously was the reason
for the Time Inc. bids—one excluding Flint
and the other including this NBC-affiliated
property.

It is understood that Mr. Gross’ offer like-
wise is with or without Flint.

Network Affiliation Considered

A factor taken into account in the bid-
ding was network affiliation. Final decision
by the FCC in the ch. 13 four-way contest
in Indianapolis, for example, could be sig-
nificant. A victory for Crosley Broadcasting
Co., long-time affiliate of NBC in Cincin-
nati, Dayton and Columbus, would appear
to indicate that the network would shift to
the new assignment if a sale of the proper-
ties were made to a group not so solidly
aligned with the network.

If Time Inc. emerges as purchaser of
Consolidated, with or without WFDF, it
will have to sell at least one property to con-
form to the present five-vhf-station multiple
ownership rule of the FCC. In addition to
its control of the Albuquerque and Salt Lake
City properties (both NBC affiliated), it also
owns KLZ-AM-TV Denver (CBS-affiliated).
Since it would acquire three additional vhf
stations, sale of one station would be nec-
essary. The smallest market property prob-
ably would be spun off—KOB-AM-TV Al-
buquerque, with the possibility that Mr.
Coy, present 50% owner, would acquire the
balance,

Mr. Coy, a native of Indiana and a for-
mer Indianapolis newspaperman and city
official, probably also would be considered
for operation of WFBM-AM-TV under
Time Inc. ownership. He served as chair-
man of the FCC from late 1947 to 1952.

If Meredith acquires the Minneapolis-St.
Paul stations, it will have no multiple-owner-
ship probiem. Before the bid was made,
Payson Hall, Meredith controller and direc-
tor of radio-tv operations, conferred with
officials of ABC, with which WTCN-AM-
TV is affiliated, about retention of the net-
work in that four vhf-station market and
was assured there would be no affiliation
changes with a change in ownership. Mer-
edith owns WOW-AM-TV Omaha, KCMO-
AM-TV Kansas City, WHEN-AM-TV Syra-
cuse and KPHO-AM-TV Phoenix.

Crowell-Collier had tried for seven
months to secure financing for the Bitner
properties at suitable terms before calling

BROADCASTING ® TELECASTING
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STATIONS

off the whole deal. The contract had in-
cluded a deadline for FCC approval, ex-
tended to Nov. 21. Crowell-Collier had
agreed to put up $100,000 in liquidated
damages. This eventually was paid to Con-
solidated stockholders.

In early 1956, Crowell-Collier entered
the broadcast field with purchase of KFWB
Los Angeles for $2.5 million. Last Septem-
ber, at the time Crowell-Collier was given
a deadline extension on the Consolidated
contract, it cancelled an agreement to buy
KULA-AM-TV Honolulu for $1 million.
Crowell-Collier publishes Collier’s and
Woman’s Home Companion magazines, Col-
lier’s Encyclopedia and other books.

L. A, EXCHANGE

IN an unusual trade deal, KLAC and
KTLA (TV), both Los Angeles, have
agreed to swap promotional activities,
it has been announced by Mort Hall,
owner-manager of the radio station,
and Lew Arnold, general manager of
the Paramount-owned tv outlet. KTLA -
will air spots boosting KLAC’s “Big
Five” disc jockeys while KLAC will
plug channel 5’s “New Look” in pro-
gramming.

STORER AIMS FOR PHILADELPHIA,
WILL PAY HARRON $5.4 MILLION

® involved: WIBG-AM-FM Philadelphia, WPFH (TV) Wilmington
® Deal hinges on stock acquisition, sale of Storer vhf

PURCHASE by Storer Broadcasting Co. of
Paul F. Harron’s WIBG-AM-FM Philadel-
phia and ch. 12 WPFH (TV) Wilmington-
Philadelphia for approximately $5.4 million
for all of the stock, which includes half
ownership of a wired music concession in
Philadelphia, is the basis of a memorandum
agreement entered into by the two parties, it
was learned Friday. The transaction is un-
derstood to be contingent upon acquisition
of at least 95% of the WPFH Broadcasting
Co. stock. now widely held, but with Mr.
Harron and his associates having control.
All told, there are about 2,750,000 shares of
stock outstanding which would be acauired
at $1.50 per share. This figure, pius liabili-
ties, would bring the purchase price for
100% in the neighborhood of $5.4 million,
it is understood.

Mr. Harron, long-time owner of WIBG,
which operates as an independant on 990 ke
with 10 kw, purchased the ch. 12 station
from the Steinman interests in March 1955
for $3.7 million. He has asked the FCC for
permission to move the WPFH transmitter
to Pittman, N. J.

Storer presumably would have to szll one
of his present properties to acquire the
Harron facilities since, under the multiple
ownership regulations, Storer now holds the
limit of five vhf’s and two uhf’s, as well as
the seven am station limit. Storer already has
a contract to sell WAGA-AM-FM-TV At-
lanta to the Washington Post Co. for $6.5
million, which is contingent upon Storer's
purchase of WMUR-AM-TV Manchester,
N. H., and removal of the ch. 9 tv station
to a point whereby it would be designed to
serve both the New Hampshire and the
greater Boston area. This is awaiting FCC
action in the light of protests from other
Boston tv stations and a group in New
Hampshire. Move of the WMUR-TV trans-
mitter closer to Boston is due to be reviewed
Wednesday by the Washington Airspace
Panel.

George B. Storer, president and directing
head of SBC, within the past fortnight pur-
thased the Miami Marlins, International
League baseball club, for a reported figure of
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$250,000. The company also includes, in ad-
dition to its broadcast properties, the Stand-
ard Tube Co. of Detroit, which manufac-
tures automotive steel tubings.

Storer owns WGBS-AM-FM-TV Miami,
Fla.; WJBK-AM-FM-TV Detroit, Mich.;
WSPD-AM-FM-TV Toledo, Ohio; WBRC-
AM-TV Birmingham, Ala.; WIW-AM-TV
Cleveland, Ohio; WWVA-AM-FM Wheel-
ing, W, Va.; KPTV (TV) Portland, Ore.,
in addition to the WAGA stations. Storer
also sought to buy ch. 3 KSLM-TV Salem,
Ore., and move its transmitter closer to Port-
land, Ore. This was denied by the Commis-
sion last month when it refused to waive its
5-vhf maximum ownership rule.

Kluge Buying Sixth Station
PURCHASE of KNOK Fort Worth, Tex.,
by John W. Kluge, Washington, D. C., food
broker and multiple radio station owner,
for $300,000 was announced last week.
KNOK is an independent on 970 kc with
1 kw daytime. The sale was from Associated
Broadcasters Inc. (John J. Flood Ir., John
R. Pikes and George G. McGown). Sale,
handled by station broker Blackburn-Hamil-
ton Co., will give Mr. Kluge six standard
broadcast stations if approved by the FCC.
Mr. Kluge already has controlling interests
in WILY Pittsburgh; WGAY Silver Spring,
Md. (Washington area); WLOF Orlando,
Fla; KXLW St. Louis; WKDA Nashville.

Lawrence Brandon Buys WHVH

SALE of WHVH Henderson, N. C,, by
Howard V. Harrell to Lawrence Brandon
for $30,500 was announced last week. In-
dependent WHVH operates on 1450 kc with
250 w. Mr. Brandon owns WWCO Water-
bury, Conn. Transaction was handled by
Blackburn-Hamilton Co., station broker.

WPAT Plans to Resume lts Fm
WPAT Paterson, N. JI., which hasn’t been
airing its fm programs since 1950 when a
severe storm blew down its fm tower, ex-
pects to return to the megacycle band after
the first of the year, its president and general
manager, Dickens J. Wright, announced last
week.

WSRS Offers Discount System
As Incentive to Quality Ads

A “SOUND-FACTOR™ system of discounts.
based essentially on the listening quality of
the advertising placed with it, was an-
nounced last week by WSRS Cleveland.

Samuel R. Sague, president and general
manager, said the discounts—which may
range as high as 40%, depending on how
many “sound-factor” criteria are met by the
commercial involved—are being offered to
advertising agencies in lieu of the customary
[5% agency commission.

The purpose, he explained, is to encour-
age agencies to put quality advertising on
WSRS—advertising that will contribute to
the station’s listenability, thereby benefiting
both the station and its audience, as well as
its advertisers.

Some eight “factors” have been set up.
The number of these factors that are in-
volved in any given commercial will thus
determine the rate of the ‘“sound factor”
discount.

A straight live announcement is one fac-
tor. A transcribed spot with a live announce-
ment by a free-lance or non-staff announcer
at the end is another. Others include: use of
a free-lance announcer; use of sound effects
preceding the announcer; use of two an-
nouncers with sound effects; use of a melody
background behind the voice commercial.
and use of musical banks before and after
the commercial.

Rounsaville-Owned Stations
Hold Annual Meet in Atlanta

THE annual meeting of the Robert W.
Rounsaville owned and operated stations
was held last
Thursday through
Saturday in Atlan-
ta. Panels and
round-table discus-
sions were held on
various subjects
pertinent to the in-
dustry with the or-
ganization’s annual
Christmas party
closing the meeting
Saturday night.

The Rounsaville
stations are WQXI
Atlanta, WCIN
Cincinnati, WLOU Louisville, WSOK Nash-
ville, WOBS Jacksonville, Fla., WIOK Tam-
pa, Fla,, and WMBM Miami. All except
WQXI program 100% to the Negro popula-
tion.

MR. ROUNSAVILLE

WPIX (TV) to Carry Yankees

WPIX (TV) New York reported last week it
had signed rights to coverage of New York
Yankees’ at-home baseball games for the
next three years. Some “away” games also
are included. During 1957, seventh consecu-
tive year that WPIX will have carried
Yankee home games, coverage will be spon-
sored by P. Ballantine & Son and R. I, Rey-
nolds Tobacco Co., both through William
Esty Co.
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Just thirty years ago Will Rogers was chatting with all
America on the broadcast which marked the founding
of the National Broadcasting Company's radio network.

But look what’s happened since then.

The trumpet loudspeaker in the living room has given
way to the 21-inch color screen. And radios are every=-
where — in kitchens, cars, bedrooms, on beaches.

The people who chuckled at Will Rogers are laughing
now at Sid Caesar and Bob Hope and Groucho Marx.
The nation that loved Al Jolson and Fred Allen lights
up at the sight of Perry Como and Steve Allen and
Dinah Shore.

Since 1926, NBC has kept America in touch with the
latest news, the latest tunes, the greatest stars of the time.
The NBC chimes have helped to weld the continent
together. And now the NBC color peacock is a welcome
visitor in homes from coast to coast.

The names have changed, but the object remains the
same: to give the nation its best-loved personalities and
programs for the next thirty years.

THE NATIONAL
551?. BROADGASTING

ANNIVERSARY GOMPANYM,WM@
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Blair Managers Meet in Chicago;
Seminar Seeks Improved Service

WAYS of improving service both to client
stations and to agencies and advertisers were
explored by 17 executives of John Blair &
Co., radio station representation firm, in a
two-day seminar for Blair office managers
in Chicago, company officials reported last
week.

The meeting, first of its kind by the Blair
firm, was held Nov. 30-Dec. 1 under the di-
rection of a management team from New

l York headquarters, led by President John

Blair and Executive Vice President Robert

i E. Eastman.
|  Speakers included Messrs. Blair and East-
man, who outlined future advertising and
publicity plans, with Mr. Eastman also show-
ing .the firm’s basic spot radio presentation;
W. Ward Dorrell, vice president in charge
of research, who analyzed existing audience
measurement systems; Wells Barnett, assist-
ant to the president, on rate planning and
methods and philosophy of program analy-
sis and evaluation employed by the Blair
organization; Robert Walton, Blair farm di-
rector, who gave the company’s basic farm
broadcasting presentation; Ray Eichmann,
sales development manager, on sales tools
and new promotion projects, and Jackson
| Smart of the company’s auditing firm on
I the organization’s new pension retirement

plan.

On hand for the two-day session, in addi-
| tion to the headquarters management group,
were Manager Paul Ray, Sales Manager
Clifford Barborka Ir., and George Rapp,
{James Simons, Stuart Cochran and Robert
Walton of the Chicago office; Charles Dil-
cher, vice president and manager of the
Atlanta office; Tom Harrison, St. Louis

MESSRS. Dorrell, Eastman, Blair, Barnett and Eichmann at the first office managers
seminar of John Blair & Co. discuss representative problems.

manager; Frank Carter, Dallas manager;
Charles Fritz, Detroit manager; Carleton E.
Coveny, vice president and Los Angeles
manager, and Heber Smith, San Francisco
manager.

KCHA Opens Additional Studio

KCHA Charles City, Jowa, has established
an additional studio in Waverly, Iowa, with
Frank W. Arney as resident manager. First
broadcast from the studic was made last
week.

Mr., Arney, recently associated with
KWWL-TV Waterloo, will write and broad-
cast news from Waverly and Bremer Coun-
ties for a daily program on KCHA. He also
will be in charge of sales in that area.

KCHA also has a studio and resident
manager in New Hampton, Iowa.

SIX HOURS before its value would have
dropped to $500, Mr. & Mrs. Ben
Spawn of Dallas found a check for $50,-
000 written by Gordon McLendon, presi-
dent of KLIF Dallas, The giveaway
actually cost KLIF $6,350.

The station paid Lloyds of London
$1,250 for insurance, calling for the Lon-
don firm to pay 90% of the check’s value

MR. SPAWN ()

receives his $50,000
check ‘officially’ from Dallas Mayor R, L.
Thorton with the approval of the check’s
signer for KLIF, Mr. McLendon (c).

RETURN ON SOFT DRINK EMPTY: $50,000

© street. ~

if found, with the station paying the rest
($5,000 for KLIF). The other $100 was
paid to a local insurance company to
hide the check, which was hidden by in-
surance executive Ben Harris and he,
alone, knew its whereabouts.

K.LIF broadcast twice-daily clues, pro-
vided by Mr. Harris, as to the check’s lo-
cation. After listening to the clues, Mrs.
Spawn told her husband: “Let’s go find
that check, I know where it is.” Mr.
Spawn, a lathe operator for a plastering
company, decided to “humor her whim,”
which led to the $50,000 find. It's esti-
mated that the Spawns will get to keep
about $32,000 after taxes.

Mr. McLendon said that approximately
7,000 persons had been looking for the
“treasure” in freezing weather when Mrs.
Spawn interpreted a clue correctly. The
check was placed in a soft drink bottle
and half buried alongside a busy Dallas

How he will spend the money is no
problem for Mr. Spawn. Admittedly deep
in debt, he says: “My creditors have been
awfully good to me, now I'm going to be
good to them.”
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WEFRV-TV Finishes New Tower,
Part of $750,000 Expansion

WFRV-TV Green Bay, Wis., began using a
newly-constructed 1,165 ft. tower Dec. 9,
according to Soren H. Munkhof, executive
vice president and station manager. The new
tower is more than 600 ft, taller than the
old one, he said.

The tower is the first completed part of a
$750,000 plus expansion program which will
include a new headquarters and studio build-
ing. A special program is planned for mid-
January in honor of the new facilities. Ch.
5 WFRV-TV is a basic ABC-TV affiliate
and also carries some CBS-TV programming
with the maximum authorized power.

Sloan Returns to WPAT

JOHN F. SLOAN, account executive with
Ziv Television Pro-
grams has returned
to WP AT Pater-
son, N. J. as vice
president and sales
director, it was an-
nounced last week
by WP AT Presi-
dent and General
Manager Dickens
J. Wright.

Mr. Sloan will
direct the station’s
business activities
out of WPATs
sales office in New York City. He formerly
was WPAT general sales manager.

Before joining Ziv, Mr. Sloan was with
General Teleradio as sales manager of
WOR-TV New York and KHI-TV Los
Angeles.

MR. SLOAN

Auxiliary Antenna for KSTP-TV

KSTP-TV Minneapolis-St. Paul has recently
completed installation of an auxiliary an-
tenna system. The second antenna is mount-
ed inside the stations 600-ft. triangular
tower, above the 310-ft. level. It will provide
a signal of 52 kw during adjustments and
maintenance or an unforeseen emergency to
the main antenna.
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This handsome plaque, denoting 25 years
of service to the Community Chest of
Wheeling, was presented to WWVA in
October of this year. It is but one of many
citations which adorn the walls of our
studios which commemorate the wide-
spread and constant Public Service activi-
ties of WWVA.

Since 1926

the Radio Service Station
to the Industrial Heart

of the Nation

These have been thirty wonderful years ... years made happy and profitable by
the friends we have made, the people whom we have served-and the advertisers
and advertising agencies which have helped us serve them. For twenty-five of
these thirty years WWYVA has been owned and operated by the Storer Broadecast-
ing Company, now celebrating its 25th anniversary in the radio broadcasting field.

JOHN

BLAIR

£ COMPANT

WHEELING, WEST VIRGINIA
50,000 WATTS * 1170 KILOCYCLES * CBS RADIO
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FINDING that its play-by-play descrip-
tions of area high school basketball games
were appealing only to a limited audience,
KMA Shenandoah, lowa, came up with
Fast Break, which not only increased its
audience but also upped the station’s rev-
enue on Tuesday and Friday nights by
more than 300%.

Fast Break gives the scores of some 30
high school games every quarter, leading
scorers and a liberal serving of “bouncy-
type” music, plus spots from local and
national advertisers. KMA Sales Promo-
tion Director Toke Nelson said the 3%4
hour program replaced the regular game
broadcasts because the original audience
was limited mostly to those fans ofthe
two teams being broadcast. “And some
listeners, when we queried them, said that
in basketball they don’t enjoy the descrip-
tion too much because it moves so fast.
Rather, they just listened for the scores
periodically,” he said.

Giving the fans scores of several games,
with music, seemed the logical solution.
A six-man staff, consisting of Mr. Nelson,
Dean Naven, Ralph Childs, John

‘FAST BREAK’ FOR FAST SALES

Springer, Neil Bachman and Cecil Hamil-
ton, are on hand to take the scores, via
phone, from correspondents at the game
and play the records. If the score being
reported is one of wide interest, the cor-
respondent goes on the air live with his
report.

“And, in addition to reporting the
scores, some of our correspondents have
a good nose for news and also give us
exclusive scopes on the weather condi-
tions, unusual stories, accidents, fires and
news items,” Mr. Nelson reports.

Eighteen spots, one on each program
or two weekly on the same night, on Fast
Break are sold for $65. Two spots per
night (total of 36 spots) go for $100 and
individual spots are $5 each ot six for
$25. “Our revenue is more than three
times the revenue we realized when we
went out to set up a remote (for a single
game broadcast}—where we had to use
an engineer, play-by-play man, commer-
cial man,” Mr, Nelsen says.

The music and scores show is being
promoted heavily on KMA, in newspaper
advertising and by window cards.

Winds Topple WMT-TV's
Nearly-Finished Tower

WINDS in excess of 50 miles an hour last
Monday blew over the nearly-completed,
1,250 ft. tower of WMT-TV Cedar Rapids,
Iowa. The new tower, which had not yet
been permanently anchored at the top,
twisted in the strain of the winds, then col-
lapsed into a tangle of steel and cable on
the ground.

When winds started whipping the top of
the tower in the morning, workers, who were
attaching the top set of permanent guy wires,
were called to the ground. A short time later
the top section twisted off and fell. As it
came down, it pulled the cables anchoring
the rest of the tower and section by section
the entire structure came down,

“We're thankful no one was injured in

FIVE MONTHS’ work became a tangled
wreckage when WMT-TV's tower crashed
to the ground.
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the tower collapse,” said WMT-TV General
Manager William Quarton.

The falling steel also missed the station’s
new transmitter building at the foot of the
tower, which was being constructed near
Walker, Iowa.

Mr. Quarton said that the tower, made
by the Dresser-Ideco Co., Columbus, Ohio,
and being constructed by the Sego Construc-
tion Co., Dallas, under contract to RCA,
would be rebuilt as soon as possible but that
no immediate estimate has been made as to
when work would start.

Six Ounce Radio Keyed to WKRC
To Be Sold in Cincinnati Market

A SIX-OUNCE radio, smaller than a ciga-
rette pack and keyed to WKRC Cincinnati,
is to be placed on the market this month by
Newsette Manufacturing Corp. in that Ohio
city.

The radio, called the “Newsette,” is a
superhetrodyne model tuned and locked to
receive only WKRC at 550 kc. Individual
reception is permitted by a cord and ear
piece similar to those used on hearing aid
devices.

According to Charles Lipman, president
of the manufacuring concern, the transistor
radic has been tested successfully within a
25-mile radius of Cincinnati. It will sell for
between $10 and $12, he said.

WCKR Installs New Transmitter

WCKR Miami, Fla., placed a new 5 kw RCA
high fidelity transmitter into operation with
sign on Dec. 7, according to Niles Trammell,
president of Biscayne Tv Corp., licensee of
the station. Owen Uridge is WCKR manager
and installation was under the direction of
Chief Engineer Gene Rider.

Calif. Microphone Ban
Draws KNX Protest

KNX Los Angeles has protested the barring
of its microphones from the hearing of the
California Un-American Activities Commit-
tee in the state building there last Monday.

Jack Beck, news director for KNX and
the Columbia Pacific Radio Network, said
the action of the committee chairman, State
Sen. Hugh Burns (D-Fresno), was an “at-
bitrary exclusion” of one branch of the
“press.” KNX news broadcasts on Monday
called attention to the threat to freedom
of the press in limiting coverage of public
hearings by radio and television, he said.

Sen. Burns said that microphones were
barred because it was against the policy of
the committee and because microphones
picked up the by-play and small talk around
the committee table. The ban has been in
effect for many years on live coverage al-
though silent movies and photos are allowed.

News Director Beck said that it has long
been the policy of CBS News to protest
every limitation placed on radio reporting
and “we will continue to do so in every
way possible. The implication of Sen. Burns’
statement is that a limited or expurgated
version of the committee hearings is better
for public consumption than a free and
complete coverage. We do not agree with
this view at all.”

Mr. Beck pointed out that, by contrast,
the House Un-American Activities Commit-
tee hearing held in Los Angeles the previous
week was not closed to radio-tv, with local
stations providing coverage.

“The activities of the Burns committee
should certainly be a matter of free and
public record,” Mr. Beck said. “To hold that
comments passed by committee members
or committee counsel in open public meet-
ings of the body should in some way be
privileged is indefensible. It inhibits the
constitutional privilege of the press or news
media to report without censorship that
which is in the public interest.”

Gene Barnes, cameraman for NBC-TV,
related that his network was all set to cover
the hearing with sound film but was advised
that only silent film would be allowed. He
said the committee was “very polite” in its
refusal and indicated it would consider re-
vision of its ban next year. Others covering
by silent film were CBS-TV, KTTV (TV)
Los Angeles and Hearst Telenews.

Judge's Threat Against Keen
Studied by KFMB-TV, NARTB

THREAT of a California judge to cite a
KFMB-TV San Diego newsman if he con-
tinued interviews with witnesses after they
had testified in a kidnap trial is under
scrutiny by NARTB as well as station ex-
ecutives.

George Whitney, vice president-general
manager of the Wrather-Alvarez station,
said Wednesday the threat against KEMB-
TV's Harold Keen focuses attention on the
right of a judge to tell a broadcaster who
can be interviewed, involving a serious
threat to freedom of communication:

Judge John A. Hewicker of the State Su-
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perior Court warned Mr. Keen he would be
cited if he interviewed any more witnesses in
the Ruth Latham kidnap-attempted murder
case, even after they had completed testi-
mony and had been excused. Mr. Whitney
observed that little legal precedent has been
established on the question.

Robert L. Heald, NARTB chief attorney,
said his department is looking into the issues
as well as reviewing precedents.

!
WIBW-TV Allowed Pickup
From Kansas Supreme Court

FIRST telecast of Kansas Supreme Court
took place Dec. 7 as WIBW-TV Topeka
filmed a session at which three retiring
justices were honored. The room was filled
with federal and district judges as well as
bar association officials.

Gene McKinney and Gary Britian of
WIBW-TV picked up the court session, op-
erating free of restrictions on lighting and
camera placement. They felt the work had
been done without disrupting proceedings or
detracting from the dignity of the court.

The Kansas court had previously refused
permission for a similar. pickup. Only one
state district court has allowed still photos.
Motion picture and tv filming have not been
allowed in the lower tribunals.

'ILurget For Auto Sales;
Women Daytime Viewers

SELL new cars by selling to women through
daytime spot television. That's the message
‘of a new presentation prepared for auto-
motive advertisers and their agencies by the
television division of Edward Petry & Co.,
station representatives.

' The study points out that one-third of the
nation’s drivers are women, compared to
24% in 1940, and that even the back-seat
drivers are influential in deciding when and
what new car to buy. Moreover, the study
continues, the younger and larger family
units represent both the largest automobile
market and the largest tv viewing groups.
And families that watch daytime television,
according to research by W. T. Simmons
Co., are more apt to own a car—or cars—
than those who don't own television or who
watch tv only at night.

The Simmons study, made in 1954 among

2,861 housewives in all sections of the U. S.,
shows:

Daytime Non-Daytime Non-Tv
Homes Tv Homes Homes
Own one or
more cars 79.9% 66.7% 63.4%
Own one car 65.7 56.9 55.2
Own two or
}more cars 14.2 9.8 8.2

'Spot television's flexibility and the effi-
ciency and economy of daytime television,
the presentation concludes, form a com-
bination that enables automotive advertisers
to “influence the woman in the new car buy
. through ber favorite showcase—her

i
‘
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own tv screen.” A “typical” campaign of
morning and afternoon announcements and
participations on 133 stations in 106 mar-
kets, it is pointed out, will deliver 1,370 an-
nouncements reaching an unduplicated to-
tal of 13.7 million homes an average of 3
times a week, making a total of 41.1 mil-
lion sales impressions at a weekly cost of
$57,000—or $1.40 per thousand impres-
sions.

Annual Yule Projects
Launched by Stations

RADIO and television stations throughout
the United States last week were in the
midst of their annual Christmas projects.
Among stations reporting to BeT were the
following: .

WNAC-TV Boston is presenting its second
annual “Noel New England” on Dec. 22.
The program, a “Christmas card” to sta-
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- AGENCY PEOPLE shortly will find
themselves on the receiving end of
“postal presentations.”

John Blair & Co., radio station repre-
sentation firm, has come up with a de-
vice which its officials think will help
solve two problems at once: (1) that of
continually reminding people of radio’s
size and advertising efficiency, and (2)
that of attracting attention to the mail
they send out.

The device: A series of stamps, each
highlighting a selling feature of spot ra-
dio in words and pictures, to be attached
to all mail sent out by Blair, its nine
offices, and its client stations.

The stamp approach was devised by
Ray Eichmann, sales development man-
ager, who already has designed a score
or more different stickers.

“If every timebuyer gets a pound of
mail a day—and they must get that
much, at least—you can imagine that it
takes something different to get attention
directed to a specific letter,” Mr. Eich-
mann explains. “We think these stamps
will help do the trick. We think they'll
also serve another important purpose in
not letting agency people forget that spot
radio not only reaches virtually every-
body, but, more importantly, moves
goods for the advertiser.”

In addition to their use on all mail, the
stamps can be used to make a miniature
“presentation” in letter form. For ex-
ample, a letter prepared for Paris &
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Peart, designed to get client A&P into
spot radio, employs seven picture stamps,
and, also like a standard presentation,
uses a minimum of copy to get the points
across.

The A&P letter starts off with a stamp
depicting a housewife listening to radio
while engaged in housewifely chores. It
points out that “spot radio harmonizes
with the busy life of young housewives,”
then cites research data showing that
95% listen to radio every week, 80%
listen daily an average of 2% hours, and
favorite listening places are: Kkitchen
38%, bedroom 20%, living room 17%,
automobile 9%.

Copy picks up to point out that
“housewives are without a doubt the
backbone of A&P’s business” and that
“spot radio is an ideal medium for reach-
ing the housewife market because . . .”
—and then there’s a stamp showing a
woman pushing a grocery cart and re-
minding that “two out of three women
listen to spot radio before shopping.”

Succeeding stamps—with just enough
copy to sharpen the point—note that
“one out of 10 women listen on way to
shop,” and call attention to a series of
radio success stories in the grocery prod-
uct field: Chock Full o’ Nuts Coffee
“skyrockets to third place via spot radio”;
the Pepsodent “Where the Yellow Went"
campaign, and Contadina tomato paste’s
report that it “practically sold out of
product due to spot radio.”
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THE MOST IMPORTANT TELEVISION STATION IN THE RISEN SOUTH

Pow. Make like a sharpshooter because you
can’t miss. Channel Five has (at long last)
come alive in a market as big as the side

of a barn. Ain't no one station covered this
$2 billion heart-of-Carolina market until CHANNEL
now. NBC-TV. 288,745 sets, maybe a couple
more. 100,000 unhampered watts. H-R.

— TV

RALEIGH mﬂm NORTH CAROLINA
=4 ©

BROADCASTING ® TELECASTING December 17, 1956 ® Page 55



STATIONS

tion’s viewers, will present typical scenes of
Christmas in New England.

' WATV Newark, N. J., has presented a
| one-hour television version of the Fairleigh
Dickinson University’s annual Christmas
show. -

WWHG-AM-FM Hornell, N. Y., and the
area’s firemen are cooperating in collecting,
repairing and repainting toys for their an-
nual “Operation Helping Hand” program.
The toys will be distributed to needy chil-
dren at Christmas.

WMAL Washington is conducting its an-
nual Country Store Drive to collect food
for needy children at Christmas. The sta-
tion has placed its mobile unit in front of
three local grocery stores and originates its
broadcasts for donations from these stores.

WDVA Danville, Va., has launched its
ninth annual Penny Parade, which finances
the community’s annual Christmas party for
underprivileged children.

WTVJ Miami is holding its third annual
Christmas party in collaboration with the
Jim Dooley Fishing Club at Miami Stadium
on Dec, 22,

WAKE Atlanta, Ga., is planning to
award a 1957 Plymouth Belvedere on
Christmas Eve as the climax of its year-long
Lucky Drivers License Number contest.

WCOA Pensacola, Fla., has arranged for
Santa Claus to appear daily from its mobile
studio set up in front of a local department
store.

WWI-TV Detroit is telecasting eight spe-
cial holiday programs which will feature
various choral groups, visits to Christmas
parties and a midnight mass at a local church.

KLZ Denver, Colo., has launched its an-
inual drive to obtain clothes and toys for the
children of Ridge Home.

KITE San Antonio, Tex., is presenting
Santa Claus’ departure from the North Pole,
his trip and arrival at San Antonio.

KPHO-TV Phoenix has decorated its
tower with Christmas lights, said to be vis-
ible 20 miles away.

A Christmas tree with 2,300 25-watt light
bulbs was placed atop Capitol Tower Bldg.,
home of Capitol Records, Hollywood.

KFMB-TV San Diego has established a
Friendship Tree in a local children’s hos-
pital. People are asked to send Christmas
cards which will be placed on the tree.

KPIX-TV San Francisco is showing films
from K Pixie Kiddie Kartoons to children
in hospitals, orphanages and institutions.

KMGM-TV Cites Film Impact;
Announces New Rate Increases
STRENGTH of newly-acquired MGM fea-
ture film product in the Minneapolis market
was pointed up last week in a special report
by Sy Weintraub, president of United Tele-
vision Inc. (owner of KMGM-TV Minneap-
olis). MGM has a newly-acquired 25% in-
terest in the station [AT DEADLINE, Nov. 5]
which started programming its MGM fea-
ture package on Dec. 8.

With the MGM film product, Mr. Wein-
traub asserted, the station has been able to
build its other program schedules and busi-
ness, signing “more than a quarter million
dollars” in less than two weeks. He met with
newsmen in New York Tuesday to report on
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WFBL Syracuse has signed George P.
Hollingbery Co. as its national sales
representative. At the contract signing
are (1 to r) F. Edward Spencer Jr.,
New York head of Hollingbery; Tom
J. Warner, newly-appointed national
sales manager of the broadcasting di-
vision of the Founders Corp., which
operates WFBL, and Fred F. Hague,
president of Hollingbery Radio Sales.

what he said has been a station increase in
sales, ratings, promotion and rate card.

On the sales front, Mr. Weintraub said the
independent station has sold out the week-
end run of the product (9-11 p.m., Saturdays
and Sundays) and that an expanded sched-
ule, beginning about Jan. 1, of across-the-
board showing of MGM pictures, already
had two nights sold to a national advertiser.
Said Mr. Weintraub: “KMGM-TV is con-
vinced it can compete with the networks on
this [feature film] basis.” He noted that the
station now is programmed “99% in film.”

National advertisers newly-signed include
Viceroy cigarettes, Hit Parade cigarettes,
Maybelline and Carter Products.

Station rates, effective the week of Dec. 3,
were increased from $600 to $1,500 for one-
hour Class A time and from $120 to $275
for a Class A spot, Mr. Weintraub revealed.
He estimated that the station now programs
about 14 film features a week plus syndi-
cated shows and other film.

The station’s representation firm—The
Branham Co.—has held daily presentations
in New York to about 20 timebuyers per day
on the KMGM-TV and MGM program-
ming. In Minneapolis, the station heavily
promoted the package with a four-day ap-
pearance of Betty Furness both on the air
and at department stores and local clubs;
parties for agency and advertiser personnel;
a local beauty contest; radio and tv spots;
newspaper ads and features, etc.

Mrs. Custer, WGIL Pres.; Dies

MRS. Olive Francis Temple Custer, presi-
dent of the Galesburg Broadcasting Co.
(WGIL Galesburg, Ill.), died Dec. 9 fol-
lowing a long illness. She also was president
of the Galesburg Printing & Publishing Co.
(Galesburg Register-Mail) and was the wid-
dow of Omar Nixon Custer, banker and
western Illinois Republican leader. Her
grandson, William Pritchard, is manager of
WGIL and publisher of the newspaper.

REPRESENTATIVE APPOINTMENTS
KHEP Phoenix appoints Bolling Co.
WTSP St. Petersburg, Fla., appoints Weed
Co., N. Y.

WRAD Radford, Va., appoints Robert S.
Keller Inc.

WTOW Towson, Md., appoints Breen &
Ward, N. Y,

REPRESENTATIVE SHORT
Adam Young Inc., N. Y., moves its offices
to 3 E. 54th St. Telephone: Plaza 1-4848.

STATION SHORTS
WSTP Salisbury, N. C., has moved to com-
bined studio-transmitter-office building at
1105 Statesville Rd.
KEYT (TV) Santa Barbara plans to main-
tain full-time office in Santa Maria, both
Calif., for the use of Robert A. Allen, north-
ern account executive. Address correspond-
ence to Robert A, Allen, KEYT (TV) office,
Santa Maria Inn, Santa Maria, Calif.
WSVA-TV Harrisonburg, Va., scheduled to
begin live studio telecasting on Dec. 15,
KOVR-TV Stockton, Calif., appoints Gold-
en-George Adv., same city.
KTXL San Angelo, Tex.,, and KARY Pros-
ser, Wash., signed as affiliates of Keystone
Broadcasting System, giving KBS total of
914 affiliates.
CKLW-TV Detroit has joined National Tele-
film Assoc. Film Network.
WDEF-TV Chattanooga, Tenn., began op-
erating on increased power of 316 kw, Dec.
10.

STATION PEOPLE
John H. Norton Jr. elected chairman of
board, Oliver Broadcasting Corp. (WPOR
Portland, Me.), succeeding John M. Kimball.
Mr. Norton is also vice president-general
manager of WMTW (TV) Poland Spring,
Me. WPOR is radio affiliate of WMTW
(TV).
Bob Chappelear, WBAP-TV Fort Worth
cameraman-newscaster, killed in automobile
accident Nov. 26.
Todd R. Gaulocherm, account executive,
WAVE Louisville, Ky., to WLW Cincin-

SALEM (Ore.) Mayor Robert White
flips the switch that boosts the power
of KGAY Salem from | kw to 5 kw.
Checking the operation are John Tru-
han (1), part owner of the station,
and General Manager Earle Headrick.
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in Uncle Mike's CHILDREN'S THEATER
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your dollars count for more . . . on ch.
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on WBEN'W

Children in Western New York are no different than tykes in Toledo or kids in
Kansas City. They love a good cartoon show . . . a perky puppet . .. and an
adult adroit at weaving delightful fantasy.

“Live” and likeable, Uncle Mike Mearian and his puppet-pal Buttons have
developed this formula of fun that has won a large and loyal audience of
youngsters who influence parent purchases.

If you want to make your mark in New York State’s second largest market take
your place with your product upstage in Children’s Theater. No other area
station boasts.so popular a locally produced children’s show . . . no other station
covers the market as does WBEN-TV.

Ask Harrington, Righter and Parsons, our national representatives, for complete
information on spots and participations, or call us direct.

EN-TV

BUFFALO
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STATIONS

nati’s New York office, as account executive.

Emil Bergdolt, film buyer and sales executive
at WKRC-TV Cincinnati, has joined WLWT
(TV) Cincinnati as account executive.

Dick Batchelor, radio account executive,
WDBO-AM-FM-TV Orlando, Fla., to tv
account executive for station.

Perry Walders, national sales manager,
WTTG (TV) Washington, to WGMS-AM-
FM, same city, as sales manager. Martin
Calle, account executive, WITG named
local sales manager.

Richard A. Moore, president-general man-
ager of KXTTV Inc., licensee of KTTV (TV)
Los Angeles, elected director of Times-Mir-
ror Co. (L. A. Times). He succeeds T. B.
Cosgrove, who died recently.

Nick Bolten, radio sales representative, Katz
Agency, Chicago, to WNAX Yankton, S. D.,
as commercial manager.

' Sam Sabean, WISK St. Paul, Minn., pro-
moted to station manager. Bob Mitchell,
WBBQ Augusta, Ga., to station as music

| director, and James Foster, KCUE Red
Wing, Minn., to WISK as traffic director.

'Don Anderson, chief accountant, KPHO
Phoenix, promoted to office manager for
KPHO-AM-TV.

| .

| Audrey Hunmt, executive secretary-assistant
office manager, KJBS San Francisco, ap-

| pointed merchandising director.

. Stan Barclay, James Gustafson and Jackson
Lowe join sales staff of WOL Washington.

| Louise Cox, Bennettsville, S. C., police-
woman, to WBSC, same city, sales staff.

Fred Eichhern, operations manager of KXL
Portland, Ore., and Nancy Wells, director
rof home economics KIEM-TV Eureka,
Calif., to KGW-TV Portland, Ore., as pro-
| gram assistants.

Chuck Stockford, Al Whidden Agency,
Tampa, to WSUN-AM-TV St. Petersburg,
both Fla., as promotion assistant.

Dave Lee, formerly on news staff of WBEL
Beloit, Wis., and recently with U. S. Army,
to WLBK De Xalb, Ill., as news editor. He
succeeds Bob Finan, resigned to join staff
of Kankakee Republican.

Ivan Jones, KGW Portland, Ore., to KGW-
TV as farm editor.

Jerry Gorden, local sales manager, WWNH
'Rochester, N. H., to WTAC Flint, Mich.

iDick Mason, Detroit free lancer, and Chuck
Lewis, WBCK Battle Creek, to WPON Pon-
tiac, both Mich., as disc jockeys.

|
James R, Brunsell, production facilities co-

‘ordinator at WNBQ (TV) and WMAQ Chi-
jcago, appointed supervisor for staging serv-
Iices in production facilities department.
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WCKY Cincinnati has instituted a school
emergency radio warning system for the
winter season, and nearly 500 public,
parochial and private schools—with a
total enrollment of approximately 150,-
000—are cooperating.

WCKY News Director John Murphy,
under whose supervision the warning sys-
tem functions, explained that principals
and administrative executives of the area
schools have received special kits detail-
ing the operation of the plan and contain-
ing bulletin board notices, emergency
telephone cards and “home notice” cards
for pupils to give to their parents.

Authorized school representatives,
whose names are on file at the station,
notify WCKY’s news department at any
time, day or night, of any emergency

WCKY’S WINTER WARNINGS

closing. The station then broadcasts such
information at 6:30, 7, 7:30 and 8:30
a.m. and at other times should the situa-
tion justify it.

Parents are informed by the “home
notices” of this broadcast service and are
able quickly to know whether or not the
schools which their children attend are
affected by an emergency by simply turn-
ing their radio sets to WCKY’s frequency.

R. M. Fleming, the station’s promotion
director, explains the value of the system
this way:

“Aside from the public service aspect
of this promotion any station should be
happy (as we are) to get its call letters
into approximately 150,000 homes in its
listening area on a more or less official
sanction from their own school systems.”

Alice L. Sinele to KMPC Los Angeles traf-
fic department; Patricia Holland to WFLA-
TV Tampa; Merrill Dimick to KSL-TV Salt
Lake City maintenance crew; Neil Patter-
son to KWWL-TV Waterloo, lowa, as pro-
jectionmist; Richard Hill, Donald K. Davis
and Robert Vance to KBTV (TV) Denver as
cameramen. Dick Gassaway to KEPR-TV
Pasco, Wash., as announcer and Max 8.
Atterberry to WEEK-TYV Peoria as film edi-
tor. All are recent graduates of Northwest
Radio-Tv School.

Arlene Golden, KGFJ Hollywood, named
music librarian.

Del Clark to WIJD Chicago as disc jockey
replacing John McCormick, resigned, to
WDSU New Orleans.

Alfred S, Leibert, WINJ Trenton, N. J., to
WGBS Miami as disc jockey.

Jim Barkley, KSUM Fairmount, Minn.,
program director-disc jockey, to KVTV
(TV) Sioux City, Towa, announcing staff;
John Nyberg to KVTV accounting staff and
Marge Hinshaw named hostess of station’s
new show, At Home with Marge.

W. J. Hecht, engineering department,
WHBU Anderson, Ind., promoted to as-
sistant manager in charge of technical op-
erations.

Bob Dale, announcer, WEWS (TV) Cleve-
land, to KFMB-TV San Diego in similar
capacity.

Gene Fallen, freelance announcer in N. Y.,
to announcing staff, WHLI Hempstead, L, I.

John Seaver, WQXR New York, to KCBS
San Francisco engineering staff.

Peri Ranney, reporter, St. Petersburg Times,
to WSUN-TV St. Petersburg, Fla., promo-
tion department. Earl Wood, WRC-AM-TV
Washington, named announcer and produc-
tion assistant for WSUN-TV, and Harold
Nosti, Tampa-St. Petersburg artist, joins art
department. Harry Williams, WLW Cincin-
nati, to WSUN-TV as announcer.

Ken Martin, chief anouncer, WLBD Atlantic
City, to staff announcer for WHLI Hemp-
stead, N. Y.

Anne Glasner, WGN-TV Chicago to con-
tinuity department of WBBM, same city.

Dave Archard, WMYB Myrtle Beach, S. C.,
and Jerry Gross, WVOS Liberty, N. Y., both
announcers, to WLDB Atlantic City in sim-
ilar capacities.

Frank Butler, freelance announcer, joins
WCCO Minneapolis-St. Paul as newscaster.

Red Jones, KTAE Taylor, to KTEM Tem-
ple, both Tex.

Hugh Smith, formerly of United Press, to
WCCO Minneapolis-St. Paul as news writer.

Mrs. Gene Jones, Edward S. Kellogg Agen-
cy, L. A, to KGMB-AM-TV Honolulu as
secretary.

George C, Biggar, president-general mana-
ger, WLBK De Kalb, Ill., elected vice presi-
dent of De Kalb Chamber of Commerce.

Edgar Kobak, president of WI'WA Thom-
son, Ga., appointed head of 1957 Easter
Seal appeal in New York City.

C. L. Thomas, vice president-general man-
ager, KXOK St. Louis, elected for three-
year term to Goodwill Industries of St. Louis.

Jules Herbuveaux, NBC vice president and
general manager of WMAQ-WNBQ (TV)
Chicago, appointed vice chairman of Chicago
Better Business Bureau.

Hawthorne D. Battle, president, WCHS-AM-
TV Charleston, W. Va., appointed to Ad-
visory Council on Naval Affairs for Fifth
Naval District.

Robert T. Mason, general manager, WMRN
Marion, Ohio, named chairman of Sixth

Annual Ohio Apprenticeship Conference.

Bob Roberts, KGMB Honolulu, selected by
Honolulu Japanese Junior Chamber of Com-
merce to judge area’s Voice of Democracy
contest.

Ken Wayman, news director, XTIV (TV)
Sioux City, Iowa, father of girl, Nov. 19.
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' NETWORKS

THREE CHALLENGES FOR NBC’'S FUTURE

e President Sarnoff says industry needs to be understood

e ‘Toboggan of decline’ seen if film overtakes live tv

¢ Network announces pilot project to aid educational tv

NBC PRESIDENT Robert W. Sarnoff deviated from the
norm of anniversary speakers last week when he addressed NBC
" affiliates celebrating the network's 30th anniversary with a four-
day Miami holiday. In the convention’s major address he posed
three major challenges: (1) to improve understanding of networks
on the part of government, the press and the public; (2) to avoid
excessive reliance on Hollywood film product that could put the
networks out of business, and (3) to foster educational television.
His remarks are contained in the condensed text which follows.

THE FIRST network show was not important just because the
initials of the network were NBC. It was the process it put into
motion that had significance. Hundreds of individual stations,
with irregular, makeshift programming, lacking audience interest,
and without an economic basis for growth or even survival—
this was the radio picture in 1926. The unifying force of the
network service started the evolution of an American commu-
nications system that today reaches the world over, that is more
watched, more listened to, and more relied uwpon—particularly
in times of peril—than any communications form man has
devised.

Today the service that came to life in the old Waldorf finds
itself in an ambiguous position. There are four national radio
networks, 2,800 stations, 140 million receivers. Never has a com-
munications medium achieved such totality of national coverage.
Yet none of the networks, 1 suspect, is contributing many nickels
ithis year to stockholder dividends; and the struggle to develop
‘a permanent economic base for a service of such enormous
national importance continues.

. Even s0, the picture is hopeful. At the 30-year mark, network
Eradio is finding the bedrock of essential service and is beginning
a modest rebound—turning from the things that television can
do better, focusing on the things it [radio] can do best.

 In the camp of one radio network, at least, there is no inten-
ition of hoisting the white flag. We have plunged upstream, against
the current, to find new types of audience and advertiser service.
At long last, I believe, we are approaching a base on which our
radio operation can not only be main-
tained, but can grow in stature as an
important public service. I am encour-
aged to say this because of the solid
support our new proposals have re-
ceived from our radio affiliates. To-
gether we are underwriting a deter-
mined campaign to restore network
radio’s usefulness and strength.

On the other side of the broadcast
coin, television has renewed with great
vibrance the cycle of network growth.
The three tv networks reach nearly all
the country. Four hundred fifty-two
commercial stations now function—
the vast majority profitably-—and the
science and art of communicated sight
have become a billion-dollar business.
In mounting frequency, the television
signals that blanket America are being
infused with color—true color, color
as nature created it. More than 230
stations now carry network-originated
color shows, and major programs are
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telecast by NBC on a daily basis.

The 30 years of networking parallel the 30 years of the nation’s
greatest industrial growth, and the relationship between the two
is more than casual. Broadcasting has assumed the multiple func-
tions of advertising, marketing, merchandising and, in effect,
pre-selling the American consumer. It has streamlined a once-
cumbersome sales and distributive process. It has served as a
prime mover in advancing the gross national product this year

beyond the $400 billion mark.

While a commercial message may occasionally be long, tedious,
or—heaven forbid—even annoying, the true import of broad-
casting’s commercial aspect is that it possesses the priceless power
to move merchandise, to create new mass consumption desires in
a nation that consumes its way to prosperity, to strength and to
security. Were this power stripped from television, the repercus-
sions on the national economy might well be immediate and
fearsome.

It is ironic that a service of such value and potential, with such
an outstanding track record over 30 years, should find itself
so little understood at the time of its greatest success. In part, I
think, this stems from its enormous complexity and the widely
conflicting pressures brought to bear on it. One hand deals with
sponsors and agencies, with talent and agents, with outside pro-
ducers and film groups. A second hand deals with hundreds of
stations, managed by rugged individualists; a third with govern-
ment officials. A fourth hand deals with the press, and, above
all, with a sensitive public that can, in turn, be warm, irascible,
enthusiastic or plain, downright angry. Pretty scon you run out
of hands.

Public sensitivity toward broadcasting is truly the Eighth
Wonder of the World. Jimmy Durante once said that “every-
body wants to get into the act.” He must have been thinking of
networks in the year 1956 when he said it. Congressional investi-
gations, inquiries by public agencies, demands by other television
interests, have come faster than free plugs on a Bob Hope Show.

One of our tasks is to explain ourselves to government. The
past year has been a wave of investigations questioning functions
inherent in the network system. Our
operating practices have also been un-
der a drumfire of attack by outside in-
terests. If these basic practices were
prohibited, networking itself would
cease to exist. A great deal of value
would disappear from Armerican
broadcasting.

Yet, I am confident this will not
happen, for there is really only one
issue: will the public be hurt or helped
if the network system is dismantled?
When all the facts are weighed on the
scales of public interest, I am sure the
balance will be heavily in favor of the
present network structure,

And while we seek to explain our-
selves to governmental bodies and
other external groups, we must also
evaluate a new factor developing with-
in the industry itself—the film in-
vasion. It could change the entire
character and scope of television if it
is not thoughtfully assessed by broad-

UP TELEPHOTO
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THIRTY-YEAR affiliations were honored at NBC's four-day anni-
versary meeting at Miami Beach. At head table (I to r): Joseph
Sinclair, WJAR Providence R. I.; Paul W. Morency, WTIC Hart-
ford; Waiter J. Damm, WTMJ Milwaukee; Niles Trammell,
WCKR-WCKT (TV) Miami, ex-NBC president and a speaker at
banquet; Robert W. Sarnoff, NBC president; Harry Bannister,

casters in long-range terms. It may seem to open a smooth and
easy road, but it could be a short road with a dead end.

The flood of film comes from two sources which are beginning
to conflict with one another: first, the backlog of Hollywood
features now being released in quantity to television; second,
the mounting stockpile of syndicated films, produced for televi-
sion in the Hollywood lots that once served the nation’s motion
picture theatres. Together, they are creating enormous pressures
on our industry.

The Hollywood film makers have, quite naturally, seen in the
combination of their old pictures and television, a means of
quick and profitable replacement for the loss of theatrical out-
lets and declining motion picture revenues. They have also seized
on television as a means of reactivating idle movie studios and

facilities. I do not criticize their decision to move into television. |

The financial pressures directing them toward our medium—

after the broadcasters established it as a national system—
have been obvious for some time, and the release of the feature |
backlogs was not unexpected. |

Insofar as the broadcaster is concerned, the price tag on
a feature package almost compels him to play each film over
and over again in order to recoup his costs. These packages, of
course, include some fine pictures which promise good first-play
ratings. But what about all the grade B, C and D films in the
package? How much audience will they hold when they have
been run, and rerun, and run again? And if most broadcasters,
take that route, where will the industry be when the end of the
road is reached two or three years from now? Or will television!
by then have surrendered itself to the Hollywood film-makers as
its main source of new product? |

Today, television broadcasting is at a crossroads: one fork
has color signposts and points to programming created for the,
medium itself, with emphasis on live service. The other fork
follows a detour to a reservoir of motion picture film, built up
over the past 20 years. )

At NBC we have carefully weighed the alternatives for the
network and our owned stations. We have decided that tele-
vision’s future rests along the route we now chart. We shall con]I
tinue our emphasis on live television, on fresh new programs
designed for the medium, and on the development of color
We believe this is the way to maintain television’s momentum

and vitality.

This is our decision for ourselves. We do not control th
decisions of others. Yet I think every network affiliate should
reflect on the likely results of loading schedules with featuré
films—particularly if use of this temporary product leads tﬁ
displacement of network programs. If such a trend results i
curtailing the networks’ access to the air, they will be deprived of
the resources and the opportunities to move ahead in creative
programming. Not only will entertainment shows be affected,
but also cultural and informational programs that are part of tht
broad network service, and that are not offered by any othe
program service, Ultimately, the Hollywood movie make
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NBC station relations vice president and toastmaster; Gov. Leroy
Collins of Florida; Lester W. Lindow, WFDF Flint, Mich., chairman
of the NBC Radic Affiliates Committee; H. Dean Fitzer, WDAF
Kansas City; George M. Burbach, KSD St. Louis; William H. Rines,
WCSH Portland, Me.; Edwin K. Wheeler, WWJ Detroit. The trib-
utes to 30-year cffiliates were tendered last Thursday night.

might replace their former 40,000 theatrical outlets with the
nation’s 40 million or more television sets. If they do, television
as a communications service will ride a toboggan of decline.

In considering the alternatives, I think you will also want
to assess a related factor—the rise of a third network. This
should be a source of satisfaction, for three-network competi-
tion can only add to the overall strength of our medium.

With a rising population, a steady increase in circulation, and
the trend toward multiple sets in the home, black-and-white will
continue to grow, but not at the breakneck pace of the past.

This places a special premium on developing and refreshing
the creative resources within television itself. Above all, it places
a premium on color. Col