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VAGABOND | SEVEN LEAGUE BOOTS
Syndicated by Guild Films Co., lric. Syndica_tt_e'd by Screfzn Gems, Inc.

“"ALL THE WORLD’S
A STAGE"...

AND KCOP USES EVERY INCH OF IT!

The leading syndicators of TV programs on film and
’ tape agree. That is why four great shows, originally
presented on KCOP, are now available for other
markets. Why not put these true-to-life syndicated
shows to work for you...to sell more of your prod-
ucts to more viewers? e P

Look 'em over. They're real-life. Fact not fiction.
They run the entertainment gamut from 30 minutes
of travel in Mexico to a day in a Los Angeles court.
From catching the elusive trout in the High Sierras

... riding the newest prop-jet...to interesting facts L f ;;ﬁ". 0 *L-'
. N P & » ) [ o 1
of science. A T G AE
SEVEN LEAGUE BOOTS is an entirely new concept : ::'_- i I o
% in travel and adventure! Filmed entirely by motion : ﬂ y i '-”-'-{' i ;"" 1
picture camera-artists, it captures the seven conti- g_‘ — o -;.ofi;"

nents and the seven seas. From a floorshow in
Europe to a Sultan’s birthday party. The never-
before photographed.

PEOPLES’ COURT OF SMALL CLAIMS presents the
gamut of every human emotion in compelling
courtroom drama. From claims for the death of a
parakeet to a case of noisy neighbors. Powerful,
absorbing showcase to get your products into more
buying homes.

VAGABOND roams the world. From the lofty red-
woods of Sequoia to a carnival in Munich. From a
sleepy Mexican fishing village to the bustling
“Ginza'' of Tokyo. Combs the earth for interesting
sights and sounds...with the emphasis on people.
And people like people.

ADVENTURE TOMORROW searches the fascinating
world of science under the direction of a nationally
famous instructor and author. Explores the won-
drous world of missiles, jets and atomic projects in
a lucid, entertaining manner. Selected for viewing
by our Armed Forces.

KCOP Los Angeles' most powerful television sta-
tion + 1000 No. Cahuenga Blvd., Hollywood 28, Calif.
REPRESENTED NATIONALLY BY EDWARD PETRY & CO.. INC.
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% of every major Houston Sports event . . .
full coverage for Home Viewers — you’re back of
Home Plate with the ump, seeing with the judges
eyve at a horse show and getting a caddies eye
view of the fabulous Houston Classic — another
reason why KTRK-TV is Houston’'s Top Family
Station.

00000

THE CHRON/ICLE STATION
P.0. BOX 12, HOUSTON 1, TEXAS-ABC BASIC  GENERAL MANAGER,
HOUSTON CONSOLIDATED TELEVISION CO.  WILLARD E. WALBRIDGE
NATIONAL REPRESENTATIVES: BED, P. HOLLINGBERY CO., COMMERCIAL. MANAGER,
500 FIFTH AVENUE, NEW YORK 36, N.Y.  BILL BENNETT

RIGHT ON TOP!
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-CLOSED CIRCUIT: .

Matter of time ® Now that distillers
have loosened up on woman taboo in
display advertising, permitting milady
to be shown in brand-name liquor dis-
plays, media observers feel it’s only
matter of time before code is revised

to allow distillers to venture into
broadcast media with carefully written
and timed copy. Liquor advertising
already is on air locally, via night club,
hotel and other service spots advertis-
ing mixed drinks at reasonable prices.
It’s but short step to brand-name pro-
motion on radio and tv.

Reward ® NBC supervisory personnel
who operated network during 19-day
work stoppage by National Assn. of
Broadcast Employes & Technicians
reportedly came in for pleasant sur-
prise when they returned to their reg-
ular jobs. Each of some 300 employes
who substituted for absent union
workers will receive at least one addi-
tional week of paid vacation and
bonus of $400, and some who worked
exceptionally long hours will receive
larger bonus.

Promotion ® Not quite ready for an-
nouncement but in work: Elevation of
Edward DeGray from vice president in
charge of ABC radio to president of
radio division. Reports say it’s set for
next meeting of board of parent
AB-PT.

Tv allocations ® Because of tight sched-
ule (it resumes 25 to 890 mc hearings
today), FCC won't take up vhf tv drop-
ins for number of critical 2-station mar-
kets until special meeting June 1. All
told, some 35 cities are in line-up, but
presumably only those where drop-ins
could be achieved without deviating
from existing mileage separations, and
which have been cleared otherwise,
would be promptly considered.

New allocations threat, resurrecting
vhf-uhf controversy, to be considered
June 1, is technical report of FCC’s
chief engineer, Edward W. Allen Jr., on
virtues of uhf. Without evaluating eco-
nomic upheaval that would result from
transition to uhf, report finds major
metropolitan areas (New York, Los An-
geles, Chicago, etc.) could be covered
by cluster of some 6 uhf stations operat-
ing on different frequencies, but repeat-
ing same program. But even existing
70 uhf channels couldn’t accommodate
replacement of each vhf with no ad-
jacent channel assignments, this totally
aside from economic dislocations and
perhaps doubled cost of receivers.

Spectrum study ® Outstanding figures
in allocations planning and policy will
participate in exploratory panel delib-
erations called for June 8-9 by Chair-
man Oren Harris (D., Ark.) of House
Commerce Committee who is armed
with $200,000 budget for study of spec-
trum problems involving use of space
by government as well as industry, and
with vhf for tv as primary considera-
tion. Working against administration
roadblocks, Mr. Harris has already re-
ceived word from Defense Department
that it has recalled Paul W. Golds-
borough, who retired March 30 as di-
rector of telecommunications policy, to
participate in panel, with full depart-
mental authority.

While list of participants isn’t com-
plete, it's learned that FCC Chairman
Doerfer, OCDM Director Hoegh, Dr.
Irwin Stewart, former Federal Radio
Commissioner who participated in both
1951 study and last year's “quickie,”
and Dr. Ernest Everett, U. of Illinois
engineering dean, have sent acceptances.
There was feeling, however, that NAB
had not awakened to importance of
sessions and that, instead of designating
outstanding engineering figure, it had
assigned staff member.

Key test ® Strong plus in radio-tv’s
fight for equal access in courts seen
during upcoming contempt of Con-
gress trial of Chicago banker Edward
A. Hintz, Mr. Hintz, associate of Or-
ville E. Hodge imprisoned for em-
bezzlement of Illinois state funds, re-
fused to testify before Senate Banking
Committee hearing in Chicago in 1956
claiming invasion of privacy because
of microphones, tv cameras, tape re-
corders, etc. Senate cited him and trial
is due soon. U. S. attorney in Chicago
has asked for and received kinescope
of tv coverage from WBKB (TV) Chi-
cago and has indicated he hopes to use
it to show jurors that cameras did not
disturb hearing.

It doesn’t always talk ® That $1.5
million sale of WOV New York to
Bartell Family (page 76) could just
as well have been $2 million sale to
another active bidder, but it would have
meant change in station personality
from primary Italian language format
of 30 years to modern news-music. In
midst of negotiations last week, M. S.
Novik, president and 50% owner, was
told of new $2 million proposal, but
with no assurances, as were given by
Bartells, that Italian programming
would be “continued and expanded.”

He and his quarter-interest associates,
Ralph Weil and Arnold Hartley, then
decided to stick with Bartell offer.

Big meeting ® Full membership of
FCC will meet with full membership of
Senate Commerce Committee within
next fortnight to explore all legislative
and regulatory matters of mutual in-
terest and determine when new hear-
ings will begin. Senate Committee, for
past several years, has been keeping
weather-eye on tv allocations policy,
and FCC last month (BROADCASTING,
April 27) submitted to committee
status report to be basis for forthcom-
ing hearings.

Change of pace ® Assn. of National
Advertisers’ spring convention in Chi-
cago past week was noteworthy in this
respect: no speaker decried high cost
of television though many have at
former conventions. In fact, one
(Douglas Smith, advertising and mer-
chandising manager, S.C. Johnson &
Son) came out with ringing defense of
tv as advertising medium for selling
goods (story page 38).

Decision ® Equitable Life Assurance
Co., which initially had intended to
share honors next fall with Playhouse
90 Thursday nights on CBS-TV with
Biography series, will have six specials
on NBC-TV next season. Original talks
with CBS-TV on Biography fell through
in April, and Equitable since then has
looked elsewhere through agency Foote,
Cone & Belding, New York.

Head start ® How far in advance are
film producers pitching their wares for
1960-61 season? FExample: Warner
Bros. is already gauging advertiser
and/or network interest in planned
half-hour tv series called Room for One
More based on motion picture that
featured Cary Grant.

Cumulation ® WRCA-TV New York is
keeping under wraps new “orbit plan,”
in which spot announcements in triple
A time would be sold on rotating day
and time basis. Research by station
indicates that plan will increase cumu-
lative rating of sponsor’s message by
25%.

Appraisers ® How does one determine
worth of tv station? Try arbitration.
That is how KRNT-TV Des Moines is
being assessed, via three-man board.
Arbitration route was picked by Cowles
Broadcasting Co. and Kingsley Murphy
Jr. to determine price Cowles will pay
for Murphy 40% ownership in KRNT-
TV.
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Children off to school . . . husband off to work . . . a

. L . “Famous on the local scene
cup of coffee and now a Good Movie! The ‘“Morning Famo

~ Show?” is the first feature film of the day in Detroit,
Monday through Friday at 9:00 AM. Every show I
_is a top-flight feature from UNITED ARTISTS; WJB = v
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WJIBK-TV puts you right in the picture in
1,900,000 television homes in Detroit and southeast- CHANNEL @ DETROIT
ern Michigan. Help yourself to a 9-billion-dollar sales
potential in the nation’s fifth market, __ __

e : y by g . Represented by the Katz Agency
100,000 Watts CBS AFFILIATE 1057-foot tower N.Y. Sales Office: 623 Madison Ave., N.Y. 22 - PLaza 1-3940
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S‘tor I. e emslon WJIBK-TV WJW-TV WSPD-TV WAGA-TV WITI-TV
e Detroit Cleveiand Toledo Atlanta, - Milwaukee




WEEK IN BRIEF_

How to make tv less complicated ® More equitable standardization of
business practices between agencies and networks regarding color costs
and program license fees, for instance, would make life much simpler
for everyone. This is the subject about which David W. Dole, vice
president, broadcast business division, L.eo Burnett Co., Chicago, has
some specific suggestions. He talks them over in this week’s MONDAY
MEMo. Page 25.

Revolution on Madison Avenue ® Progress, important progress, in tv

timebuying due soon, according to American Research Bureau, prepar-
ing to tie together the magic of an electronic brain and the first county-by-
county station coverage and audience service. Page 31,

Tv coin from many ¢ Television Bureau of Advertising lists more than
125 different advertiser types and their estimated gross expenditures in
1958 for both network and spot. Page 34.

Advertising insight ® Delegates at Assn. of National Advertisers
Golden Anniversary spring meeting in Chicago takes a close look at
themselves. They mostly liked what they saw, and television’s detractors
were worked over. A high spot—how S.C. Johnson & Son invaded the
Lexington, Ky., market. Page 38.

Effectiveness of tv films ® Agency executive argues producers and dis-
tributors should inform timebuyers of their sales impact, with research-
promotion organization supplying pertinent information. Page 52.

Relief on the way? e Senate committee schedules June 12 hearings on
“Fair Political Broadcasting Act of 1959 as bipartisan supporters push
for action during present Congress. Page 57,

A chance to kill Sec. 315 ® A special BROADCASTING editorial advocates
an all-broadcaster campaign for repeal of the political broadcasting law.
and it explains the reasons why this is necessary—and possible. Page 58.

FCC embroiled in sticky one ® Case of Atlanta radio station program-
ming still being deliberated, but Commission puts two more down on
license renewals, and approves two others. Page 64.

Electronics onward e Military output of manufacturing industry, esti-
mated at $5 billion this year, expected to pass $21 billion by 1970, Elec-
tronic Industries Assn. convention at Chicago is told. Annual medal of
honor presented to Frederick R. Lack, retired Western Electric vice
president. Page 94,

More electronics ® Annual Electronic Parts Distributors Show at Chicago
told parts volume should near $10 billion by 1960. Sales by parts distri-
butors up 226% in decade. Page 95.

DEPARTMENTS
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Pulse down!
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KOBY delivers the audience in San
Francisco—because it’s got a Pulse that
just won't quit. Look at this January-
February rteport: Koby, the highest
average share of audience seven days

a week—6 A.M.—Midnight—15.0.
And that 15.0 share gives KOBY the

in-home and ocut-of-home listeners that
are ready to spend money.

So if you've got a product or service
you want to put across in San Fran-
cisco, KOBY’s your best buy!

SEE PETRY for the top share of
audience on KOBY, San Francisco—
and start your sales pulse beating
faster.

10% discount when buying KOBY—
and KOSI, Denver. *

(Spezking of Denver, after July,
when in the Mile High City, stay
at the Imperial Motel, 1728 Sher-
man, downtown.)

KOBY 10,000 Watts
mnm

San Francisco

For Greenville, Mississippi — WGVM

MID-AMERICA BROADCASTING COMPANY
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E More people listen to WTOP Radio
| :
A than any other station in the 20 counties

which make up the Greater Washington Area.

3

;-g Lo Backing up this Pulse report is an independent |
survey revealing an astounding plus for these
|

WTOP listeners . . . more than 76% in Sl

income groups over $6,000 per year!

T
e

el ASHINGTON, D.C. it |
- An aﬁéliate of the CBS Radio Network =
e, “ Represented by CBS Radio Spot Sales

operuted by THE WASHINGTON R el Y- oV Vol Y-S al]\"11:11e] 'K
WTOP Radio, Washington, D.C. -~ wWaxT, Channel 4, JadddTIILN Florida WTOP-TV, Channel 9, Washington, D.C.



LATE NEWSBREAKS APPEAR ON THIS PAGE AND NEXT ¢ DETALED COVERAGE OF THE WEEK BEGINS PAGE 31

Canon 35 study voted
by ABA-media group

Proposal for objective survey of ra-
dio-tv-photo coverage of court trials
given preliminary endorsement Friday
in Washington at joint meeting of
American Bar Assn. Canon 35 Com-
mittee and media representatives. Spe-
cial group to probe survey project will
be named if participating organizations
approve. This group will study proce-
dure and seek financing for inquiry
into idea.

When and if financing is obtained,
then joint bar-media interests would
consult with survey organization on
chance of conducting objective study.
If final decision is reached to do depth
survey, findings would be reviewed by
ABA and media in search of change in
Canon 35 ban against radio-tv-photo
coverage. ABA committee will hear all
sides of problem before making recom-
mendations to association.

Chairman of ABA committee is
Whitney North Seymour, New York.
Media representatives at Friday session
included Robert D. Swezey, WDSU-
AM-TV New Orleans, and Howard H.
Bell, assistant to president, for NAB;
John Fulton Lewis, WBAL Baltimore;
Ted Koop, CBS News, Radio-Television
News Directors Assn.; Julian Goodman,
NBC, Radio-Tv Correspondents Assn.
Newspaper and photo associations also
were represented.

April 17 Conelrad
covered U.S. 85-90%

Conelrad test April 17 covered 85-
90% of U. S., National Industry Ad-
visory Committee was told at meeting
in Washington. Committee reported
Friday that analysis of last month’s
Conelrad drill showed “extremely satis-
factory” results, except for few problem
areas.

NIAC also took up other plans and
projects, including work by EIA com-
mittee on standardization of Conelrad
signal. This is expected to be completed
in July, will permit production of low
cost Conelrad receivers or adapters
for existing am, fm or tv receivers. Part
of standardization plan is installation
of automatic push-button device at
transmitter which will put station into
Conelrad operation in seconds. Cost
of this device—estimated to be about
$150 per installation—will be borne

BROADCASTING, May 25, 1959

Space reflectors

National Aeronautics & Space
Administration announced Friday
it had issued $60,000 contract to
General Mills Inc. for nine plastic
balloons each 100-ft. in diameter
for use in passive satellite com-
munication tests. First is sched-
uled sometime near end of this
year. Balloons would be ejected
into orbit from space rocket and
would be used to “bounce” radio
signals across oceans oOr conti-
nents.

by Office of Civilian & Defense Mo-
bilization, it was learned.

NIAC committee, chairmaned by
Les Learned, MBS, met at FCC. It
comprises about 60 members, all tech-
nical and production personnel of
broadcast industry.

Hill support grows
for Sec. 315 change

Additional support for S 1858
amending Sec. 315 of Communications
Act (equal time provision) was voiced
in Senate Friday. Sen. Prescott Bush
(R-Conn.) said radio-tv stations “face
an impossible situation” in covering
political news as result of FCC’s
Chicago-Lar Daly decision. Sen. Bush,
one of 12 co-sponsors of S 1858, said
that if ruling goes unchallenged ‘it can
seriously diminish the public service
role of the radio and television in-
dustries. . . .”

Sen. Francis Case (R-S.D.), another
co-sponsor of Hartke bill (see editorial,
page 58, earlier story, page 57), said
that “to require equal time for all
candidates in the coverage of news is
as absurd as requiring of a newspaper
equal space to all candidates, including
minor factions. It would make candi-
dates the judges of news values, abuse
would be inevitable.” Reporting of
news, he said, should be left to discre-
tion of media. “News by stopwatch
would be news by state control,” South
Dakota Republican stated.

EIA promotes tv

Plans for new public relations pro-
gram designed to promote interest
among manufacturers and distributors
in fall network tv spectaculars was ap-

proved Friday by board of Electronic
Industries Assn.

Campaign devised by Consumer
Products Div. task force to include
promotion plugs by manufacturers in
distributor presentations and probably
newspaper advertising. EIA to distribute
materials to tv receiver firms after com-
piling data from networks. Committee
to develop public relations program in-
cludes L.C. Truesdell, vice president
and sales director, Zenith Radio Corp.;
Edward R. Taylor, vice president, con-
sumer products, Motorola Inc., and
Charles N. Hoffman, sales director,
Warwick Mfg. Corp.

In other action EIA divided Con-
sumer Products Div. for first time into
separate radio, tv and phonograph sec-
tions (elections page 10).

KTVW (TV) names rep

KTVW (TV) Tacoma-Seattle, Wash.
(ch. 13) reported Friday (May 22) ap-
pointment of Richard O’Connell Inc.,
N.Y., as national representative effective
immediately. James Hawking, general
manager, announced station went to
full power of 316 kw last week. Station
is owned by J. Eiroy McCaw.

St. Louis ch. 2 case

FCC has asked two weeks extension
on deadline in St. Louis ch. 2 case from
U.S. Court of Appeals, Washington.
Commission lawyers said they had not
had opportunity to take up question of
whether to seek rehearing or clarifica-
tion with Commission since all seven
commissioners have not been present
until recently. Deadline for further ac-
tion in St. Louis case was Saturday
{May 23). Court remanded St. Louis
ch. 2 case on ground ex parte conver-
sations took place while rule-making
proceeding to move ch. 2 from Spring-
field, Ill., to St, Louis was under con-
sideration (BROADCASTING, May 11).

Mutual signs KTOK

Mutual network affiliation in Okla-
homa City will shift from KTOW to
KTOK June 29, replacing CBS at latter
station. KTOW has not announced
future plans; neither has CBS. KTOK
is 5 kw on 1000 kc; KTOW 250 w day
on 800 kc. In another affiliation move,
KOSY Texarkana, Tex., joins CBS ef-
fective July 2. It is on 790 kc with 1
kw day, 500 w night.

CONTINUES on page 10



AT DEADLINE

e Business briefly

e Shulton Inc., N.Y., has mapped out
June-July radio-tv spot promotion for
its insecticides in 16 markets (10 radio
and seven tv, with one overlap). Fre-
quency of radio exposures per market

varies from 20 to 60 depending on num-
ber of stations used. Tv spots, ranging
from 12 to 18 per week, will appear on
one station per market. Agency: Wes-
ley & Assoc., N.Y.

e Spector Freight System, Chicago,
through Garfield-Linn & Co., consider-

ing use of local nighttime radio in
$400,000 advertising campaign during
next 12 months. Company will buy
programs or spots in number of key
cities to promote truck service, terminal
facilities and network of routes, accord-
ing to Val Williams, vice president-
marketing.

WEEK’'S HEADLINERS

PaysoN HALL, treas-
urer and director of
radio-tv for Meredith
Publishing Co., elect-
ed to board of direc-
tors. Other Meredith
i o =4 | appointments: E.K.
MR. MR. MR. HARTENBOWER, gen-
HarL  HARTENBOWER RawLs eral manager of
KCMO-AM-FM Kansas City, elected vp of KCMO Div. of
Meredith Engineering Co., wholly-owned subsidiary of
Meredith Publishing Co.; and RicHARD B. RAawLs, general
manager of KPHO-AM-TV Phoenix, Ariz., elected vp of
KPHO Div. of Meredith Engineering Co. Other Meredith
stations are KRMG Tulsa, Okla., WOW-AM-TV Omabha,
Neb., and WHEN-AM-TV Syracuse, N.Y.

JaMmEes T. AUBREY JR., vp-creative services
of CBS Inc. since April 1958, appointed
to new management position of executive
vp of CBS-TV effective June 1, Louis G.
CowaN, CBS-TV president, announced
Friday (May 22). Mr. Cowan said Mr.
Aubrey will have general supervision of
all CBS-TV departments in a post created
because of “the rapid growth and in-
creased complexity of network television.”
Before he joined CBS, Mr. Aubrey was vp in charge of
programming and talent at ABC-TV starting in December
1956. In that same year (June 1956) he had been man-
ager of network programs in Hollywood for CBS-TV. His

MR. AUBREY

broadcast background included general manager of KNXT -

(TV), CBS-owned station in Los Angeles, and of Columbia
Pacific Network from October 1952, and before that KNX
and KNXT account executive and later KNXT’s sales
manager.

WENDELL B. CAMPBELL,
general manager of KFRC-
AM-FM San Francisco, ap-
pointed vp in charge of Pa-
cific coast sales for radio-tv
properties of RKO Tele-
radio Pictures. Jack
: THAYER, who resigned last
MR. MR. week as general manager
CaMPBELL THAYER of WDGY Minneapolis-
St. Paul (WeEek’s HEADLINERS, May 18), succeeds Mr.
Campbell as vp and general manager of KFRC. Before
joining KFRC, Mr. Campbell was vp and sales manager of
Mutual Broadcasting System when it was owned by RKO
Teleradio. RKO Teleradio stations are WOR-AM-TV New
York; WNAC-AM-TV and Yankee Network, Boston;

10

WGMS-AM-FM  Washington;

CKLW-AM-TV Windsor,
Ont.-Detroit; WHBQ-AM-TV Memphis; KFRC, and KHJ-
AM-TV Los Angeles.

Davip R. HuLL, Raytheon Mfg. Co. defense vice president,
re-elected president of Electronic Industries Assn. May 21
by EIA board, winding up weeklong sessions (early story
page 94). JaMEs D. SECREST re-elected EIA executive vice
president-secretary.

Others elected: LEsLIE F. MuTeRr, Muter Co., treasurer;
Dr. W. R. G. BAKER, Syracuse U., director emeritus. Elected
vice presidents were RoBERT S. BEeLL, Packard Bell Elec-
tronics Corp.; S. R. CurTis, Stromberg Carlson Co.; Rus-
SELL E. CrRaMER Jr., Radio Condenser Co.; A. L. CHAP-
MAN, CBS-Hytron; C. RusseLL Cox, Andrew Corp. New
EIA board will meet Sept. 24 at Traymore Hotel, Atlantic
City.

WARREN BOOROM and
MIiLEs DaviD elected vps of
RAB by board of directors
last Wednesday (May 20).
Mr. Boorom, director of
member service, joined RAB
in August 1954 as assistant
director of local promo-

" tion, was promoted to di-
Mr. Davip rector in December 1955,
promotion manager in April 1956 and to present post in
January 1958. Previously he was director of advertising and
promotion for WTOP-AM-TV Washington, and before that
was with WWDC Washington and KRS Los Alamos, N.M.
Mr. David, director of promotion, came to RAB in present
post in March 1958 after eight years with Sponsor magazine
both as managing editor and executive editor. Before that
he had been free-lance writer, associate editor of Science
Illustrated magazine and writer and editor on Stars &
Stripes, army newspaper.

MRr. BOOROM

ApoLr N. Hurt, former Mutual vp and
more recently tv consultant for Screen
Gems and RKO Teleradio Pictures, both
New York, rejoins Mutual as vp in charge
of newly-created special projects depart-
ment (CLoseD Circuit, May 18). New
department will be responsible for devel-
oping projects for network’s sales depart-
ment. Mr. Hult began his radio career as
salesman for WGN Chicago, and in 1934

MR. HuLT

he joined Mutual’s sales'staff, that city. He was promoted
to sales manager for network in Chicago in 1941 and in
1945 was named vp in charge of midwest operations. In
1949, he was appointed vp in charge of sales for MBS in
New York and in 1953 was elected to company’s board of
directors.

FOR OTHER NEWS OF PEOPLE SEE FATES & FORTUNES
BROADCASTING, May 25, 1959
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Philadelphia |

rolls out the
carpet for

John Blair
& Gompany

With more offices (ten) and more man-
power, John Blair & Company has long
provided the most extensive national cov-
erage of any radio station representative,
Now an eleventh office has been opened,
making Blair the first major radio station
representative to establish on-the-ground
service for the growing volume of spot radio
in the Philadelphia area. Philadelphians in
turn have been quick to recognize and ap-
plaud this continued evidence of Blair de-
termination to “git thar fustest with the
bestest.”

PHILADELPHIA OFFICE:
Henry G. Chadwick, Mgr.
1617 Pennsylvania Blvd. - Phone LOcust 8-0290

NEW YORK - CHICAGO - BOSTON *+ DETROIT
ATLANTA - ST. LOUIS - DALLAS - SEATTLE
LOS ANGELES + SAN FRANCISCO

BROADCASTING, May 25, 1959

WELBIME*

”I want to. Iell yau‘how
huppy we are about your:
opening un»oﬂ‘u:e in Phila-
delphia. Blair isto be
congratulatedon. bémg the
leader in “this respect. No-
tice of your riew: office is

‘be'ir_l_g circularized tﬁrou‘_gh_

our house-argan.”
“We are delighted that John
Blair & Company recognizes the -
growth of -Philadelphia sas an
advertising center. Our agency
extends a cordial welcome.”

T 77
’So glad to learn that you are open-
ing an office in Philadelphia. We -
shall be very happy fo welcome
Henry Chadwick in his iew capacity,
and look forward to working closély
with him on broadcast schedules.”

T W
“May we add our congratulations to the
many received on the opening of your

new Phlladelphlq offices. To have on-the-
ground service here is a much apprecluted .

convenience—and we hope other represen-

tatives will follow your example.”

*Typical comments from our Philadelphia mail
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When it comes to

awarding blue ribbons-

ARB.

In

They All

Agree On ¥/, f
WREC-TV IR
Channel 3

First By All Surveys

Here are the latest Memphis Surveys, showing leads in
competitively-rated quarter hours, sign-on to sign-off,
Sunday thru Saturday:

WREC-TV
Sta. B
Sta. C

A.R.B.
Jan. 12- Feb, 8 '59
{Metro Area)

223
110
S

Pulse Nielsen
Feb. '5¢ Feb. 8-Mar. 7 '59
(Metro Area) (Station Area)
251 267
109 66
19 o1

WREC-TV

Channel 3 Memphis

Represented Nationally by the Katz Agency

Memphis

No wonder in Memphis
they say ‘‘There’s more
to see on Channel 3.”
WREC-TV’s combina-
tion of the finest local
programming and the
great shows of the CBS
Television network de-
liver the greatest au-
dience in the Mid-South
area. See your Katz man

S001.

BROADCASTING, May 25, 1959




A CALENDAR OF MEETINGS AND EVENTS
IN BROADCASTING AND RELATED FIELDS

(*Indicates first or revised listing)

May 24-26—Assn. of Independent Metropolitan
Stations, Houston.

May 24-26—Life Insurance Advertisers Assn.,
western roundtable, Ambassador Hotel, Los
Angeles.

May 25-—Testimony commences in FCC's study
of use of spectrum in 25-890 mc region. Wit-
nesses permitted to spend 15 minutes on position

already stated in comments filed in March. Broad-
cast representatives bring up tail of witness

list. Hearing is before FCC en banc. Docket 11,997.

May 26—FCC Chairman John C. Doerfer ad-

dresses Federal Communications Bar Assn. on
extra-record material in rule-making cases.
Willard Hotel, Washington.

*May 26—Annual meeting New York City chapter,
Broadcast Pioneers, Toots Shor’s restaurant, 6:30
p.m. Nominating committee has named this slate
of officers: Blair Walliser, MBS, president; Ed-
ward P. Shurick, John Blair & Co., Arthur
Simon, Radio-Tv Daily, and Peggy Stone, Radio-
Tv Representatives, vice presidents; Elizabeth
Black, Harry B. Cohen Adv., sec.; Robert Higgins,
Broadcast Music Inc., treasurer.

*May 27—Agency Broadcast Producers Work-
shop, Chicago Film Lab., Chicago. Speakers: Ray-
mond Jones, AFTRA Chicago executive secretary,
and Herbert Neuer, legal assistant.

May 27—Chicago Federated Adv. Club, 17th
annual advertising awards contest dinner, Carson
Pirie Scott & Co.

May 27—New Jersey Broadcasters Assn. spring
meeting, Rutgers U. campus, Rutgers. Topics in-
clude single vs. multipie rate and station ap-
praisals.

May 29—National Tv Repeater Assn.,, Denver.

May 29-31—Second Annual International Radio
Programming Seminar and Pop Music Disc Jockey
Convention, Americana Hotel, Miami, FPa. Speakers
will include Matthew J. Culligan, NBC Radio exec-
utive vice president; Gorden McLenden, head of
McLendon station group; NAB President Harold
E. Fellows (keynoter) three statien representative
executives—John Blair, Robert Eastman and
Adam Young. Storz stations are spansering semi-
nar with Bill Stewart as convention coordinator.

JUNE

June 1-3——National microwave symposium, Pro-
fessional Group on Microwave Theory & Tech-
niques, Boston Section, Paine Hall, Harvard U.,
Cambridge, Mass.

June 2—Special NAB Tv Public Information
Committee, formed to draw up national program,
will hold first meeting in New York.

June 3-5—Armed Forces Communications & Elec-

BROADCASTING, May 25, 1959

tronics Assn., annual convention, Sheraton-Park
Hotel, Washington, D.C.

June 4-6—Fm Multiplexing Seminar under aus-
pices of WGH-FM Newport News, Va., Chamber-
lin Hotel, OId Point Comfort, Va. Agency panels
on fm and its future are planned. Other topics—
FCC multiplexing requlation; is multiplex a
broadcast or nonbroadcast service; must back-
ground and store services be broadcast on a
subchannel only; music licensing fees; stereo;
fm sales prospects; fm promotion. Dan Hydrick
Jr., WGH-FM general manager, is in charge of
planning.

June 4-6—First meeting of new FM Assn. of
Broadcasters, Chamberlin Hotel, QId Point Com-
fort, Va. Association was formed during NAB
convention last March, supplanting FM Develop-
ment Assn.

June 5—NAB Tv-Music Advisory Committee,
NAB hdqrs., Washington.

June 6—UPI Broadcasters of Wisconsin, Mil-
waukee.

June 7-9—North Carolina Assn. of Broad-
casters, Morehead Biltmore Hotel, Morehead
City.

June 7-9—American Women in Radio & Televi-

sion, board of directors meeting, Statler Hilton
Hotel, Washington.

June 7-10—Advertising Federation of America,
annual convention, Hotel Leamington, Minneapolis.
An advertising “'situation report” will feature Jean
Wade Rindlaub, BBDO vice president; Fairfax M.
Cone, chairman of Foote, Cone & Belding, and
Sen. Hubert H. Humphrey (D-Minn.). Public serv-
ice awards will be presented. Other speakers:
David Susskind, executive vice president of Talent
Assoc.; Mitch Miller, Columbia Records; James
S. Fish, General Mills, presiding at the awards
luncheon; John J. Ryan, AFA counsel.

June 8-9—Panel on spectrum allocations before
Communications Subcommittee of House Com-
merce Committee.

*June 9-July 1—Communications Subcommittee
of Senate Commerce Committee hearings on i3
pending bills amending Communications Act.

June 12—NAB Tv Code Review Board, NAB
hdgrs., Washington.

June 12—Pennsylvania AP Broadcasters, Pitts-
burgh..

June 12-16—National Federation of Advertising

Agencies, annual convention, Chatham Bars Inn,
Chatham, Mass.

*June 13—U. of Chicago Communications Din-
ner, Quadrangles Club, on campus. Louis G. Cowan,
CBS-TV president, will speak on "“Television and
the Arts.” Other speakers are Leonard Kent,
Needham, Louis & Brorby, and Alec Sutherland,
U. of Chicago educational broadcast chief.

June 13—UPI PBroadcasters Assn. of Connecti-
cut, Sun Valley Acres, Meriden.

June 13—UPI Broadcasters of Pennsylvania,

Penn-Harris Hotel, Harrisburg. Gov. David L.
Lawrence, principal speaker.

June 13-14—UPI Broadcasters Assn. of Texas,
annual meeting, Hilton Hotel, San Antonio.

June 13-14—Louisiana-Mississippi AP Broad-
casters Assn. Jacksonian Motel, Jackson, Miss.
June 14-17—National Industrial Advertisers Assn.,
national convention, Fairmont and Mark Hopkins
Hotels, San Francisco.

June 15-16—Tv medical symposium, Naval Med-
ical Center, Bethesda, Md., for armed forces and
medical schools. On agenda: Color microscopy,
medical and dental tv systems; tv cameras; tv
distribution; projectors; lighting; recording; tv
costs and planning.

June 15-19—NAB Combined Boards of Direc-

tors, NAB hdqrs.,, Washington. Committee meet-
ings and indoctrination of new directors June

“Sunny” knows WSUN
delivers more radio homes,
at the lowest cost per home

of any station in the heart
of Florida.*

WSUN is programmed

for service . . . and for
sales, and has been making
friends in Florida for 31
years.

service o

L. the
Suncoosf

W) UN =~

Tampa
St. Petersbhurg -
National Rep:
VENARD, RINTOUL & McCONNELL
Southeastern Rep:

JAMES S. AYRES
* NCS 2

15



Another thriller-diller from WJRT—

“All fours, Ponsonby?’’

“Stop hounding me, Chief.
I'm making like WIRT — the
single-station way to pounce

on Flint, Lansing, Saginaw
and Bay City.”’

Time-buyers’ best friend: WJRT, the easiest way
known to round up Flint, Lansing, Saginaw and Bay City.
And the most efficient way, for this single-station buy
reaches all four mid-Michigan metropolitan areas with a
- grade “A” or better signal. No more hit and miss propositions!
WJRT puts you on location with penetration from within.
If your market includes Flint, Lansing, Saginaw and Bay
City, WJRT’s single-station approach is your corner. Try it
on for size. See how success becomes you in mid-Michigan.

CHANNEL

-

ABC Primary Affiliate

Represented by HARRINGTON, RIGHTER & PARSONS, INC.
New York « Chicago « Deiroit « Boston ¢ San Francisco s Atlania

16 (DATEBOOK)

15-16; Tv Board June 17; Radio Board June
18; joint boards, June 19.

June 15-26—Summer workshop for communica-
tions librarians, Syracuse U. School of Journalism

and School of Library Science, Syracuse, N.Y.

June 17-19—American Marketing Assn., na-
tional conference, Hotel Statler, Cleveland.

June 17-19—Virginia Assn. of Broadcasters,
Tides Inn, Irvington.

#June 17-20—National Assn. of Television-Radio
Farm Directors, Hotel Statler, New York. Farm
broadcasters will carry their “sell farm broadcast-
ing” to Madison Avenue.

= June 17-19—Eleventh annual meeting Catholic
Broadcasters Assn., Pick Fort Sheiby Hotel, De-
troit. Significance of the encyclical “‘Miranda
Prorsus”’ will be reviewed. Speakers include Most
Rev. John King Mussio, bishop of Steubenville and
Episcopal moderator of association; His Excel-
lency the Most Rev. Bishop Fulton J. Sheen;
Donald H. McGannon, president of Westinghouse
Broadcasting Corp., discussing “Tv in the United
States, Responsibilities and Opportunities”; Arthur
Hull Hayes, CBS Radio president, speaking on
“The Future of Radio in a World of Television;
Ed Sullivan, CBS-TV m.c.; Franklin Dunham,
radio-tv chief, U. S. Office of Education, speak-
ing on “The Social Impact of Television.”

June 18—Maryland-D.C. Broadcasters Assn., Ste-
phen Decatur Hotel, Ocean City, Md.

June 18-20—Florida Assn. of Broadcasters con-
vention, DuPont Plaza Hotel, Miami.

June 18-21—Pet Milk's second annual Grand
Ole Opry talent contest finals, Dinkler Andrew
Jackson Hotel, Nashville, Tenn. Participating in
event, now building up at local station level,
are WSM that city, Keystone Broadcasting Sys-
tem and its affiliates and Gardner Adv. Co., Pet
Milk agency. Station managers may compete for
promotion prizes and for all expense-paid trips
to Nashville.

June 19—Rhode Island Broadcasters Assn.,
Viking Hotel, Newport.

June 21-22—Colorado Broadcasters & Telecas-
ters Assn., Colorado Hotel, Glenwood Springs.
Howard Bell, NAB assistant to the president, will
speak.

June 22—Comments due on FCC proposal to re-
vise television network rules including cutting
down on option time, counting straddle programs
as option time entirely, etc. Commission requests
that comments also refer to same revisions In
radio network rules. Docket 12,859.

June 22-26—First Advertising Agency Group,
annual conference, Belmont Hotel, Cape Cod,
Mass.

June 22-Aug. 15—Summer Radio-Tv Institute,
Stanford U., Calif. George A. Willey, director.
June 23-25—National Community  Television
Assn., Sheraton Hotel, Philadelphia.

June 23-Aug. 1—Broadcasting  Symposium,
Northwestern U. Radio-Tv-Film Dept., Evanston,
Ill. Speakers include FCC Chairman John C. Doer-
fer, Hugh M. Beville Jr., NBC; Gilbert Seldes,
Saturday Review; John 0’Brien, Voice of Ametrica;
Eric Barnouw, Columbia U.

June 28-29—South Carolina Broadcasters Assn.,
William Hilton Motel, Hilton Head Island, sum-
mer convention.

June 28-July 2—Advertising Assn. of the West,
annual convention, Tahce Tavern, Tahoe City, Calif.

June 28-July 4—National Advertising Agency
Network, management conference, Del Monte
Lodge, Pebble Beach, Calif.

June 29-July 1—Military electronics convention
sponsored by Professional Group on Military Elec-
tronics of Institute of Radio Engineers, Sheraton
Park Hotel, Washington. Space propulsion, space
electronics, radar, missile guidance, computers
and related topics will be discussed.

BROADCASTING, May 25, 1959



THE WINNER . .
MORE LISTENERS
- THAN ALL e
OTHER STATIONS
COMBINED!

WCCO Radzo delwers . . .

e Bigger gate . . . more listeners than all other Minneapolis-St. Paul stations co-

bined ! 55.8% share of audience.7

e Bigger purse . . . 1,014,720 radio families in 114 basic area counties of Minnesota,
Wisconsin, lowa, and South Dakota. $5.6 billion to spend!

e More sock . . . through vitality of full-size programming that attracts and sells the

audience you want to reach.

*Nothing sells like acceptance .. w c c o R a d I O

MINNEAPOLIS +« ST. PAUL
The Northwest's Only 50,000-Watt 1-A Clear Channel Station

Represented by CBS Radio Spot Sales
+Nielsen Station Index, Jan-Feb., 1959 /Station Total, 6:00 AM-Midnight, 7-day week,
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OUR HISTORY AND GUARANTEE

v Over fifteen years experience in the prize business.

v We guarantee the prizes will be as represented.

v We have never failed to deliver as promised.
v We have never been sued by a station, client, or contestant.

delivered over

$10,000,000
worth of
Prizes

over the past

Here's the kind of prizes we're now
furnishing to TV and Radio Stations:

Vacation Trips
Gas Ranges
Luggage

Dinette Sets
Sewing Machines
Diamond Rings
Roaster Ovens
Ironing Board & Iron Sets
Perfume, Sets
Electric Mixalls
Aluminum Sets
Toasters

Jewelry Sets
Golf Bags
Dishes

Electric Clothes Dryers
Freezers
Encyclopedia Sets
Washing Machines
Knitting Machines
Wristwatches

Vacuum Cleaners
Cooking Utensils
Electric Shavers
Cameras

Bicycles
Coffeemakers
Bathroom Scales

Pen & Pencil Sets
Bedspreads & Draperies

FROM THE PRODUCERS OF TELLO-TEST—AMERICA’S MOST



| For years,v ﬁfe havé beeﬁ .vservicing huhdreds of statioxi's with hard-to;gei '

' prizes¥-—in connection with our TV and radio quiz shows. Now, for the first

~time in our history, we have decided to niake our prize service available to -
take care of the personal needs and requlrements of any 7 4 |

~ local show in any market.

FOR THE FIRST TIME!

FOR LOCAL TELEVISION

AND RADIO STATIONS

P T 1 Y

Ica

WHY ARE WE SO SUCCESSFUL WITH PRIZES?

1. We charge the station a nominal fee. 4. We protect the station. We only require a realistic and

2. We never charge the manufacturer. (Sorné companies try practical number of gratuitous plugs for the prize donor.

to make money at both ends—frem manufacturer and
station. Result—an inferior list of awards.)

3. We protect the manufacturer. He gets the gratuitous ) . . .
plugs we promise him. Result—over the years we have 6. We ship the prizes direct to winner, at our expense. No
built up an enviable position with the award donors. handling or warehousing by station.

'V-RADIO
PRIZE SERVICE

y 1.

5. We won't accept shoddy merchandise. We only use gual-
ity awards, of the type a contestant would love to win.

Remember, the bigger the markes
and the station, the better prize list
we can deliver. But even for the
smallest stations, we can perform
successfully. Let us know what your
situation is. Every deal requires spe-
cial handling and attention—but we
can deliver—and at a realistic price.

75 East Wacker Drive, Chicago 1, lll.
FRanklin 2-4392

527 Madison Avenue, New York 22, N.Y.
ELdorado 5-4616

POPULAR SYNDICATED QUIZ SHOW!

L T %
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WREX-TV

new, wide range

.
MADISON
JANESVILLE
MONROE
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Q&*o ROCK FﬁRD MARENGO

FREEPORT @

]

GENOQA
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DIXON

STERLING ®
MENDOTA
| &

with

HIGH POWER

229 KW VIDEO 115 KW AUDIO

SPANS A BILLION DOLLAR
ROCKFORD PRIMARY MARKET

COVERS ALL OF 14 COUNTIES AND
MARKET PORTIONS OF 14 OTHERS

The new, wide.range of WREX-TV, now
increased to 229,000 watts video effective
power (five times the former ratings), ex-
tends the primary limits of the Rockford
TV market to encompass $1.1-billion“poten-
tial . . . widens the ‘“‘secondary” range of
influence to include a total $2.5-billion.

ROCKFORD MARKET

WREX-TV’s new power spans a primary
area of four counties and market portions
of 11 others . . . $1,163,973,000 consumer
spendable income — 555 462 people — and
markets that record total retail sales of.
$762,124,000 annually.

TOTAL MARKET:
Population
Households
‘Spendable income
Retail Sales

WREX-TV COVERAGE

WREX-TV spans audience interest

comparative rankings of top programs, ARB
area survey, shows 23 of top 25 programs
are all on WREX-TV. WREX-TV leader-
ship is strong throughout the telecasting day

1,343,651
413,099
$2,502,773,000
$1,768,295,000

Rockford Metropolitan Area—station share
of sets-in-use summary—for 4 weeks

Source ARB Feb. 9 - March 8, 1959
WREX-TV Station B

Mon. — Fri.
Sign-on to Noon 60.2* 40.3
Noon to 6:00 PM 62.0 37.0
6:00 PM to Midnight 54.7 44.5
All Week — Sign-On

to Sign-Off 59.9 30.8

*Shares — station on less than the station tele-
casting the most quarter hours during par~
ticular period.

a wider market /coverage
e_m _{;f* ider r ra

range in the Rockford
BILLION DOLLAR market

WREX-TV

CHANNEL 13 ROCKFORD
J. M. Baisch Gen. Mgr.
ABC - CBS AFFILIATION

Represented By
H-R TELEVISION, INC.

20

OPEN

Daytimers’ hours
EDITOR:

OUR SINCEREST THANKS GO TO YOU
AGAIN FOR YOUR CONSTRUCTIVE THINK-
ING IN BEHALF OF OUR INDUSTRY. YOUR
EDITORIAL “TINKERING WITH TIME"
(page 118, May 11) IS ANOTHER CON-
TRIBUTION THAT IS GREATLY APPRE-
CIATED.

CARTER M. PARHAM
WDEF CHATTANOOGA, TENN.

EDITOR:

. I take exception to your May 11
editorial . your “Tinkering” blast
coyly dismisses a serious problem af-
flicting almost one-third of the radio
industry. . .

In the legal and technical goulash
that has been submitted by opponents
of extended daytime hours, I have yet
to see one solid chunk of evidence
proving that regionals and clears have
any substantial listening audiences out-
side of the immediate metropolitan
areas in which they are located. Nei-
ther have I seen any “proof” that day-
timers operating until 6 p.m. will inter-
fere with regionals and clears within
the latter’s metropolitan areas. .

Undoubtedly, some of our high power
westerners covering vast populations of
prize beef cattle do offer the only serv-
ice available in a few scattered “white
areas.” But until the daytimers have a
chance to test their arguments in ac-
tual operation, who will ever know
how many “white area” people will
lose a radio service they listen to. . .

The FCC can very easily authorize
a six-month test period this winter,
giving fulltimers the privilege of
squelching offending daytimers if they
can prove any important loss to audi-
ence due to actual interference during
post-sunset hours. . . .

Tim Elliot
WICE Providence, R.I.

EDITOR:

The tenor of the [editorial] gives
the impression the FCC has bestowed
a favor on the operators of daytime
stations by granting them licenses. I
should like to inform the author . . .
that the FCC grants commercial li-
censes on the basis of what may best
serve the public interest. If anyone
has been the recipient of a favor . . .
it has been the American people.

. If the average listener had a
choice in being able to hear his local
station or a distant station during the
critical hours in question, I'm sure the
local station would win. . . .

There is one point of agreement,
however. I think a maximum of 1 kw

MIKE

should be placed on daytimers operat-
ing during extended hours. . . .

John Pave
650 Landfair Ave.
W. Los Angeles 24, Calif.

EDITOR:

Either the editors aren’t very well
informed or there must be some other
reason for this editorial. Apparently
they forget that the primary duty of a
radio station is service to the public.

. I... challenge the fulltimers to
show one good reason why they should
be entitled to protection in areas they
don’t give a hoot about except when
they flash their coverage map in front
of an agency’s nose. . . .

Frank Luepke
WBBA Pittsfield, Ill.

Thoughtfulness appreciated

EDITOR:

Please convey to the industry my
sincere gratitude for the many expres-
sions of sympathy received by my wife
and myself on the occasion of the
tragic loss of our daughter, Doris. We
will always remember the heartfelt con-
cern of our many friends during our
most trying time.

J. Robert Gulick
Assistant General Megr.
WGAL-TV Lancaster, Pa.

[EDITOR'S NOTE: Miss Doris Gulick was
stewardess aboard the Capital Airlines plane
which exploded in mid-air near Baltimore
May 12. Page 90, May 18.]

Research assistance
EDITOR :

We- are preparing a listing of radio
stations in the West with 5 kw daytime
power or more for our Western Re-
sources Handbook. Could you give us
permission to use as our source, with
acknowledgment, your publication
BROADCASTING YEARBOOK, 19587
Shirley M. King
Research Assistant
Western Resources Handbook
Stanford Research Institute
Menlo Park, Calif.

[EDITOR’S NOTE: Permission granted.]

E= 4 BROADCASTING

SUBSCRIPTION PRICES: Annual subscription
for 52 weekly issues $7.00. Annual subscription
including Yearbook Number $11.00. Add $1.00
per year for Canadian and foreian postage.
Subscriber’s occupation required. Regular Is-
sues 35¢ per copy; Yearbook Number $4.00
per copy.

SUBSCRIPTION ORDERS AND ADDRESS
CHANGES: Send to BROADCASTING Circula-
tion Dept., 1735 DeSales St.,, N.W., Washing-
ton 6, D.C. On changes please include both

b old and new addresses.
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The leopard owes a great deal of his
success to the use of spot,

which increases his flexibility,
among other things.

An ever-increasing number

of advertisers, too,

use national spot as the basis
of their successful

campaigns on the marketplace.
No other medium

can be so readily adapted

to special marketing problems,
such as to pinpoint concentration
in ““must’’ markets;

reach specific population segments;
or introduce new products

on a market-by-market basis.

When it comes to selling spot,
the unique

Working Partnership concept
of the H-R companies is unrivaled.
This is a system in which

such a close rapport

is established between H-R
and its stations

that the H-R salesmen become,
in effect, the saies right arm
of the stations we represent.

FIRST SUCCESSFUL USER

XD Television, Inc.
““We always send a man to do a man's job"’ m HR Representatives

New York ¢ Chicago * San Francisco « Hollywood + Dallas + Detroit « Atlanta « Houston » New Orleans + Des Moines
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*The WFLA-TY sales
area—the big third
of the Florida market.

Business is good in the land of Profitunity! In the big eight years, 1950-1958,
Effective Buying Income in this busy 26-county market soared upward 112%! Everyone
is selling more of everything!

So, if you've a product or service to sell—spot it on WFLA-TV! Channel §
delivers the Tampa-St. Petersburg Metropolitan Market—PLUS 26 rich industrial-
agricultural counties in busy west coast and central Florida!

Want more details? Write us today.

REPRESENTED NATIONALLY BY BLAIR-TV
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MONDAY MEMO

from DAVID W. DOLE, vice president, broadcast business division, Leo Burnett Co., Chicago

How to make tv less complicated

My penchant for equitable standardi-
zation of business practices within the
television profession stems in part from
some of the complexities of color costs
and program license fees. Here is a “for
instance.”

Life would be much simpler if the
networks would agree that where the
network retains the right to change from
black-and-white to color on programs
purchased from them: (1) the agency
would be given 60 days’ notice; (2)
there would no increase in program li-
cense fee to the agency; (3) the net-
work would continue to supply, at the
agency’s election, either black-and-
white or color services, materials and
facilities for the commercials.

(4) The agency’s additional cost of
producing commercials in color would
be limited to the average cost of black-
and-white plus 50% of the difference of
the extra cost for color; (5) the agency’s
cost of continuing to produce commer-
cials in black and white would be
limited to that of the average cost ex-
perienced in black and white previously;
(6) any cost in excess of the agency’s
obligations under (4) and (5) would
be paid (not billed) by the network.

An additional factor: if the network
exercises the right to go to color on
the program, the agency should be given
the right to terminate the purchase of
the program, effective immediately after
the last broadcast in black and white, by
giving the network notice within 10 days
after receipt of the color notice.

Some Good Reasons e There are
many good reasons for the above quali-
fications.

If the agency is using film commer-
cials, or would have to go to film if the
program went to color, the amount of
advance notice is important. It takes
time to create and produce a color film
commercial. Unless the agency has had
considerable experience working in
color, the results of a quick change to
color even with live commercials can
be disastrous in the value of the com-
mercials to the advertiser.

It seems inequitable for the network
to raise the price of the program to the
agency unless the latter agrees to the
desirability of the change to color and
agrees to pay the additional cost. For
all the investment in color by RCA and
others—and the very worthwhile results
in programs such as An Evening With
Fred Astaire—color still has a rather
unimpressive cost-per-thousand record
to recommend it.
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On the face of it and without regard
to cost, one might assume that any ad-
vertiser would prefer having a program
and commercials in color. But there are
some products (food products mainly,
we believe) which in their usual form
and color do not reproduce well in color
tv. Sometimes lengthy and costly ex-
perimentation is necessary to obtain the
desired results.

Impact Is Lost & If the program goes
to color and the commercials stay in
black and white, doesn’t the advertiser
lose value in all color tv homes because
the relative impact of the commercials,
compared with the program, is reduced?

Film or live, the color version of the
same commercials are likely to cost
10% to 50% more to get them on the
air. The value, either as promotion or
in impact on color homes, is worth
something to the advertiser. But we
suggest that the most it may be worth is
half of the additional cost.

If the, agency feels there is not suf-
ficient reason to go to color commer-
cials, it is imporant budgetwise to be
sure the network’s decision to go to
color on the program doesn’t preclude
or increase the cost of black and white
commercials. Both can happen.

Here’s another “for instance.” Life
in tv would be simpler if the networks
would agree that program licensee fee
increases resulting from boosts to the
unions (AFTRA, SAG, RTDG, WGA)
would be passed on to agencies effective
with the date of applicability—but that
all other increases would be given

“facilities and services manual” status,
plus the usual six months’ rate protec-
tion after issuance of a new rate card.

When selling programs, the networks
like any packager naturally want to pro-
tect themselves against price increases
resulting from almost any source.

Language Not Specific ® The network
agreements usually describe the in-
creases which the network can pass on
to the buyer, in part, as those resulting
from increases payable under union
agreements. But often the language is
so broad that while it may never have
happened, the network technically
could pass along increases paid to eleva-
tor operators or janitors in the net-
work’s building—as well as those di-
rectly connected with the programs.

Somewhere between a firm price (no
increase at all) and this broad language
is a justifiable and logical limitation of
the risk. We suspect (and have had net-
work people agree with us) that in many
instances, the increases collected amount
to less than it costs the network to
ascertain the applicability, figure the
pro rata applicable amounts and collect
these from the buyer.

I would urge the networks to limit
the immediate pass-on increases to
those union-controlled areas where any
agency should usually know of the pos-
sibility of increases—namely . AFTRA,
RTDG, WGA, SAG and perhaps, in
connection with film programs, IATSE.
Nearly all other union areas represent
costs which are included elsewhere—
(1) in the networks’ basic rate struc-
ture, or (2) in their production facili-
ties and services manual.

The advertiser can have better service
and both agency and network can pro-
vide it at less expense. Equitable stand-
ardization in some areas will help.

David Webster Dole, b. Minneapolis,
Oct. 18, 1914. Attended U. of Minne-
sota. Started in broadcasting 25 years
ago at WTCN Minneapolis-St. Paul;
also with WCCO and Mid-West Re-
cordings there. Associate radio director
and timebuyer at Henri, Hurst & Mec-
Donald 1938-47, then to C. E. Hooper
Inc., N.Y. Joined Leo Burnett Co.,
N.Y., 1950, as producer; moved up to
operations manager and finally vp head-
ing broadcast business division of 41
people, Chicago. He has handled orders
and contract negotiations for agency
since mid-"50s. He's a “vocational hob-
byist.” Member of radio-tv administra-
tion committee of American Assn. of
Advertising Agencies and chairman of
subcommittee on video tape.
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INTRODUCING C.R.C.'S NEWEST,
MOST CREATIVE, RADIO STATION

PROMOTION JINGLES....

Build a solid “Sound Image™ with C.R.Cs great new SERIES
TEN. It’s all there; big D.]. themes, powerful promo jingles cover-
ing every phase of modern radio, PLUS ten short I.D.’s built
upon a distinctive musical trade-mark, in different arrangements.
Send for your demo of SERIES TEN today! Or visit our Hotel
Americana Suite during the Miami D.]. Convention. Either way,
don’t delay.

The big and brilliant sound has always been, and will always be,
the C.R.C. SOUND. Put it to work for you NOW.

|

COMMERCIAL
RECORDING

P.O. BOX 6726 DALLAS 19, TEXAS
PHONE RiI 8-800¢4

TOM MERRIMAN

president

BOB FARRAR

vice president

DICK MORRISON .

general sales manager

MUSICAL ADVERTISING
STATION JINGLES
SALES AIDS

SCORING TO FILM
SOUND STAGE
3-TRACK STEREQ

BROADCASTING

= THE BUSINESSWEEKLY OF TELEVISION AND RADIO

1735 b.e.Sales St.., N. W. Washington 6, D. C.

NEW SUBSCRIPTION ORDER

Please start my subscription immediately for—

[] 52 weekly issues of BROADCASTING $ 7.00
[0 52 weekly issues and Yearbook published in September 11.00
[J Payment attached [OJ Please Bill 'g
S
: — T
name title/ position 2
c
.0
company name =
o
2
address 3
*
city zZone state

Send to home address — —
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BATON ROUGE, Louvisiana — Population 394,200

Factory shifts. 7 am-3 pm; 8 pm-11 pm
Office hours: 8 am - 4:30 pm
Peak traffic hours: 6:30 am-8:30 am

3:30 pm-5:30 pm
Evenings stores stay open: Monday, Thursday
Population growth: up 25% since 1950

Tourists: State capital. Over 120,000 visitors
in 1958.
Industrial: Hub of one of the greatest petro-
leum and chemical plant concentra-
tions in U. S.

First in audience . . .
every time period . . . all
surveys: Metro Pulse (30%
share); Area Pulse (27%
share); Hooper (40% share).

NEW LONDON, Connecticut - -

Factory shifts: 7:30 am - 4 pm

Office shifts: 8:30 am-5 pm

Peak traffic hours: 7 am - 8:30 am; 4 pm - 6 pm-
Peak shopping days: Thursday, Friday

Tourists: In July and August, population
upped one-third by weekly and sum-
mer-long visitors.

Home base and construction hub of
America’s Atomic Submarine Fleet.
Over 10,000 naval personnel.

Military:

Population 104,300

WNLC

Latest Pulse (New London-
Groton) proves WNLC first
all day long with 32% audi-
ence share 6 am - 6 pm. Aver-
age rating 7 am-9 am—11.1.

MIAMI, Florida — Population]859,000

Light industry shifts: 8 am -4:30 pm
Office hours: 8:30 am -6 pm
Peak traffic hours: 7 am-9 am
4 pm-6:30 pm
Peak shopping days: Monday, Friday, Saturday
Evenings stores stay open: Monday, Friday
Population growth: 1950 — 495,000
1958 ~— 859,000
Tourists: Miami’s major “industry’’, with over
3,000,000 visitors each year.

u Lir

WKAT

Latest Pulse Cumulative
Audience Study shows
WEKAT reaching 107,800
unduplicated homes weekly
—proves WKAT Miami's top
saturation buy!

FOR FURTHER FACTS ON THESE AND OTHER MASLA-REPRESENTED STATIONS, CONTACT

—JACK MASLA

& COMPANY, Inc.—

Jack Masla, President

40 East 49 St Dick Lawrence

N.Y.C. 17 Director

Clem O’Neill, Mgr. Midwest

Plaza 3-8571 of Programming

NEW YORK CHICAGO

SAN FRANCISCO LOS ANGELES

Masla Means Business



Before
you finish reading—
another will




die needlessly!

What WGN Radio 1s downg about it!

Over one hundred people every day are Killed on our nation’s
highways. A death rate so alarming—that it has become
one of the most pressing problems confronting our country.
Top priority has been given to the President’s highway
program. Numerous road improvements have been enacted
by the states. Police patrol has been extended to the maxi-
mum. But still the needless slaughter goes on!

In line with doing something to stem this terrible tide—
WGN Radio conceived and instituted ‘“Signal Ten”’—a
documentary radio program taken from on-the-spot tape
recordings of State Police work. Intense—instructive—pen-
etrating—‘‘Signal Ten”’ dramatically portrays traffic viola-
tions and their impending dangers as they actually occur.
And WGN Radio pinpointed the problem further by taking its own survey of traffic
conditions before selecting the target areas for its programming. Then to broaden
the scope of this much needed safety service, WGN Radio made “Signal Ten’ avail-

able to 17 other midwestern radio stations.

It is for this kind of sustained public service that WGN Radio was chosen as the
only radio station over 1000 watts, to receive the coveted Alfred P. Sloan Award for
promoting highway safety.

This, we believe, is an outstanding example of how WGN Radio is fulfilling its
dedicated purpose of “Serving all Chicagoland” better.

WGN-RADIO

The greatest sound in radio
441 North Michigan Ave. «+ Chicago 11, Illinois




WNBQ leads all other
Chicago stations with the largest

average share of audience all week long

... 10% greater than the second station, 50%
greater than the third. This Number One position

holds during such key periods as 6 to 10 p.m., and

g 10 p. m. to Midnight, Sunday through Saturday; Sign-on
to Noon, Monday through Friday. From 10 p.m. to

Midnight, Monday through Friday where Jack Paar
reigns supreme over feature films, the WNBQ share

is 150% greater than the second station’s share.

More than ever, your schedule belongs

WN BQ The Quality Station

in Chicago Television. NBC Qwned,
Sold by NBC Spot Sales.
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ELECTRONIC BRAIN FOR TIMEBUYING

@ ARB is installing Univac system which can plot campaigns

® First step is fully national measurement of tv viewing

@ Machine will make up whole schedules in minutes, ARB says

Automated timebuying is on the
way.

A new electronic information serv-
ice that will automatically lay out a
complete tv campaign is promised by
American Research Bureau.

The speed of the newest Univac and
an entirely new ARB diary service will
be combined to “revolutionize time-
buying,” according to James W. Seiler,
president of ARB.

“A new dimension—simultaneous,
nationwide tv information—is being
readied for Madison Avenue,” he said.

By mid-August ARB will be shaking
down its electronic brain. Starting in
mid-October and running into Novem-
ber, ARB will measure viewing in all
3,074 U. S. counties plus Alaska and
Hawaii. The result, according to ARB,
will be the first complete measurement
of U. S. television audience viewing
ever made. It will be ready by yearend.

“This has never been done before,
and it will fulfill the timebuyer’s dream
of a complete information service,” Mr.
Seiler said. “It will give timebuyers pre-
cise sets of facts to use in placing tele-
vision advertising.”

What will Univac do for the time-
buyer?

“Ask it a timebuying question and

Univac will have the answer in a few
minutes,” Mr. Seiler said.

“Take a specific case. An agency has
$500,000 to spend on a national tv
campaign for a soap account. It wants
to cover 90% of the U. S. effectively.
What stations will do the job?

“Tell Univac the amount of money,
areas, type of people to be reached. Add
availabilities that have been supplied
plus costs.

“Then ask Univac for the best pos-
sible schedule.

“The answer will come in a few
minutes.”

All this is based on the new county-
by-county service that ARB plans to
conduct this fall, plus regular reports.

Along about Christmas, after Univac
has been fed a million punch cards
containing data from 100,000 separate
diaries from every county, ARB will
publish a book—a big book.

“Untvac will print the first copy,”
Mr. Seiler said. “It will show the total
homes delivered by each U. S. televi-
sion station for every quarter-hour of
the week. Open the book and it will
show you what you can get for $100
at Casper, Wyo., or Burlington, Vt., or
WCBS-TV New York.

“It puts every station in the country

on exactly the same base measurement
at the same time.”

“Agencies will be able to buy spot
tv on a completely logical basis.”

But ARB has another and bigger idea,
due in 1960. The report based on the
initial nationwide sweep next fall will
supply the first nationwide information
for Univac. In the spring of 1960 a
second nationwide sweep is planned.
Then ARB can put together its two
sweeps, add its other types of informa-
tion obtained in metropolitan surveys,
and show, among other things, the
percentage of homes able to receive
each tv station in each county plus
homes that actually view each station,
average daytime and evening audience,
plus station metropolitan audiences.

“Will ARB’s Univac service eliminate
timebuyers?”’ Betty Coumbes, of the
Grey Adv. Agency tv research depart-
ment in New York, was asked.

“Not until they can make one that
thinks,” Miss Coumbes said. “It’s still
a machine. It will probably be a ter-
rific step forward but it can’t know all
the intricate problems or the details of
coverage or all the other things a time-
buyer must know.”

And Ernie Fanning, ARB business
manager for diary surveys, added, “It

The most-asked question as

American

What agencies think about automation

Research

Even if it does nothing more than show ratings in

Bureau prepares the first nationwide county-by-county
tv coverage service: What do agencies think?

Plenty, judging by a spot check. Some reaction is
favorable, some isn’t, some is wait-and-see.

A quick summary of the check:

An excellent idea. It’s impossible now to project
ratings to a total area.

There’s a bug—it can’t break down the mixed-up
viewing in fringe areas.

Fine, if it doesn’t cost too much.

It won’t work without station program logs and that
would make the book so big it would be impractical to
use and too expensive to produce.

many unsurveyed markets it will be helpful.

Great idea, if the sample is big enough.

Let’s see how they draw the sample and control the
diaries.

This simply projects methods used in the past.

It will be a miracle, as ARB says, if it screens avail-
abilities carefully and keeps step with program changes.

How about the total reach of a signal and the impact
of programs?

How about daylight time, seasons, delayed broad-
casts?

A boon to timebuyers.

It can’t come too soon.

BROADCASTING, May 25, 1959
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will make timebuyers more effective,
showing the tv audience potential and
audience delivered for every tv sta-
tion with the county as the basic mar-
keting unit.”

Each county will be sampled sep-
arately by the ARB diary method. An
expanded field staff of more than 3,000
will handle the local operations. The
diaries will be mailed to ARB’s Belts-
ville, Md., nerve center, out in a
wooded area between Washington and
Baltimore. A room is being prepared
on the first floor for the device, an
extremely compact version of the elec-
tronic brain due to use of transistors,
magnetic coils and printed circuits.

The fast-growing executive crew has
been indulging in statistical fantasies in
anticipation of Univac’s arrival and the
first nationwide sweep. Stardust is
shimmering on the long rows of files
and shelves but the practical men of
research have narrowed down their
planning to a few pet projects that are
about ready, many in the next year or
two.

Here are some of the data delights
ARB is contemplating for agencies:

¢ Fast, maybe overnight, answers to
agencies wanting detailed data on mar-
ket, station, audience, program, adja-
cency, time-period and audience com-
position.

® Total homes reached, county-by-
county, by every program and spot
broadcast by every station and network.

® Circulation of every newspaper and
magazine on a county basis (maybe
this year).

e Best-liked commercials and pro-
grams.

® What people think of programs.

® Spot monitoring.

® Tv viewing record for each individ-
ual in the family.

® Station image and loyalty studies.

All this is heady stuff, but ARB has
been doing trial runs that show the in-
formation can be obtained.

Then it faces another problem each

<SR R

time a prototype is produced: Do
enough people want to buy it?

At the moment ARB is concentrating
on its new Univac, a magnetic amplifier
solid-state computer. Remington Rand
has automated its automator by insert-
ing a flow-matic coding method, a sort
of electronic shorthand that permits use
of English language words and phrases
to tell the machine what to do next. This
eliminates a lot of training along with
pre-sorting and pre-collating.

ARB is now surveying 185 markets
with its standard monthly-periodical
metropolitan reports (tv ratings). Last
year it added the one-week, four-week
service, a technique designed to prevent
stations from “loading” their program-
ming and promoting the audience to
abnormal size during the known rating
week. Composition of audience is
shown but ARB is now including total
homes reached by each program in
every one of its 185 reports.

A new way of presenting this infor-
mation is being considered, a formula
that will show total audiences reached
by every tv station by quarter-hours and
days of week plus total circulation dur-
ing the four-week period.

Then by yearend ARB will have
the first nationwide county-by-county
sweep showing what stations can be
viewed and what stations are viewed.

“ARB is changing from a rating serv-
ice based on reporting in individual
metropolitan markets to a true nation-
wide service measuring the entire tv
audience,” Mr. Seiler said.

The new county-by-county figures
will include viewing on community an-
tenna systems, taking into account the
switching of channels by these relay
operators. A county will be credited
to a station wherever viewing is found,
this being construed as a demonstration
that the signal is being delivered.

The problem looks simple—how to
find out the number of viewers each sta-
tion has in every county.

Simple, maybe, but it’s never been
done, ARB reminds.

ELECcTRONIC BRAIN TO AID TV TIMEBUYING
American Research Bureau installing this new, model Univac
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.= ON THE BILLION DOLLAR
"KEY TO THE SEA” MARKET!

With the completion of the St. Lawrence Seaway,
Toledo is on the threshold of becoming a seaport of
international proportions—right now it is the world’s
largest coal port! Already a billion-dollar market
with a per household income national ranking of 14,
Toledo is on the move—up.Your sales can move with it.

Doesn’t it make advertising sense to zero in on this
growing industrial market, with the radio station that has
alarger audience than all other T'oledo stations combined?

WSPD Radio says it does — and can prove it!
Ask your Katz man.

Storer Radio

BROADCASTING, May 25, 1959
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WHO BUYS NATIONAL TELEVISION?

Groceries account for 22.59% of all network-spot money in 1958

Is it the same type of advertiser year
in and year out that uses tv nationally?

Television Bureau of Advertising to-
day (May 23) is releasing a set of fig-
ures which point up a preponderance
of advertiser types, more than 125
different classifications in 32 categories
using the medium last year.

Among the stabilizers in national tv
gross billing, foods and cosmetics-
toiletries were strongest. Of the more
than $1 billion invested at gross rates
by national tv advertisers in 1958, food
and grocery products ($243.5 million)
supplied about 22.5% and cosmetics-
toiletries ($126.1 million) some 11.6%
of the whole pie.

The statistics were released by TvB as
the bureau completed a compilation of
combined network and spot tv expendi-
tures in 1958 by product classification
and by advertiser. This was a first-time
annual tabulation of this kind.

Similar Definitions ® The sum total-
ing is now possible because N.C.
Rorabaugh which tabulates spot tv
expenditures and Leading National Ad-
vertisers Broadcast Advertiser Reports
which compile network tv expenditures
use similar product category definitions.
(Before 1958, network tabulations were
prepared by Publishers Information
Bureau.)

Procter & Gamble Co., last year’s
leader in spot and network, obviously
led the top 100 national tv advertisers
with $84,471,710 more than $33.8
million of this amount in spot and over
$50.6 million in network. P&G aione
invested more than the total billing
chalked up by the entire automotive
product category ($58.8 million-plus) or
household laundry product advertisers
(over $76.2 million) and nearly to the
level of tobacco advertisers ($93.4 mil-
lion range) and drug products ($98.2
‘million range).

Network or Spot e The combined
tabulation also permits zeroing-in on
which way a national advertiser is
oriented, that is mostly network or
spot.

P&G, Lever and Colgate among
many are heavy in both. Others such
as American Home Products, the big
auto manufacturers (General Motors,
Ford and Chrysler), Pharmaceuticals,
Revlon and RCA show up as heavy-
weights in network but featherweights
in spot.

In reverse, the spot bulges with little
or no network expenditure are provided
by such advertisers as Adell Chemical
Co. (Lestoil detergent), Continental
Baking Co., International Latex Corp.
(both purchases and barter), Coca-Cola
Co. and its bottlers (no network through
Coca-Cola is in network this year) and
Pepsi Cola Co. and its bottlers.

The full compilation:

Top 100 Tv Advertisers—1958 Network—LNA-BAR, Spot—N. C. Rorabaugh

Total Tv
1. Procter & Gamble $84,471,710
2. Lever Brothers 38,537,230
3. Colgate-Palmolive 33,855,990
4. General Foods 31,753,900
5. American Home Products 27,783,360
6. General Motors Corp. 22,115,440
7. Bristol-Myers Co. 18,918,690
8. R. J. Reynolds Tobacco 18,436,470
9. Gillette 18,076,740
10. Brown & Williamson Tobacco 17,664,000
11. P. Lorillard 16,508,680
12. Chrysler Corp. 14,732,210
13. American Tobacco 14,270,330
14. General Mills 13,777,090
15. Ford Motor Co. 13,601,550
16. Sterling Drug 13,565,080
17. Kellogg Co. 12,840,330
18. Liggett & Myers 12,715,810
19. Miles Labs 12,681,340
20. Adell Chemical Co. 12,339,090
21. Warner-Lambert Pharma. 11,725,590
22. Standard Brands 10,513,270
23. Pharmaceuticals 10,376,000
24. Continental Baking 9,964,170
25. Philip Morris 9,033,720
26. Corn Products 8,119,030
27. National Dairy Products 7,672,430
28. National Biscuit 7,619,780
29. Carter Products 7,542,400
30. Revlon 7,156,890
31. S. C. Johnson & Son 7,055,840
32. Radio Corp. of America 6,458,130
33. Quaker Oats 6,373,420
34, Eastman Kodak 6,194,880
35. Pillsbury Mills 5,730,740
36. General Electric 5,687,210
37. International Latex 5,678,510
38, American Chicle 5,324,670
39. Nestle Co. 5,219,220
40. Westinghouse Electric 4,724,610
41. Texize Chemical Co. 4,704,170
42. Chesebrough-Ponds 4,689,770
43. Campbell Soup Co. 4,506,260

34 (BROADCAST ADVERTISING)

Gross Time Cost Only

Spot Tv Network Tv Total Tv Spot Tv Network Tv
$33,833,060 $50,638,650 44. Jos. E. Schlitz Brewing 4,503,060 1,778,680 2,724,380
16,578,860 21,958,370 45. Armour -& Co. 4,271,090 738,350 3,532,740
10,998,490 22,857,500 46. Swift & Co. 4,163,240 1,209,590 2,953,650
11,020,780 20,733,120 47. Robert Hall Clothes 3,993,850 3,993,850 —

7,275,680 20,507,680 48. Scott Paper Co. 3,906,370 488,270 3,418,100

1,522,070 20,593,370 49. Prudential Ins. Co. of Amer. 3,849,960 22,200 3,826,760

2,845,890 16,072,800 50. Ralston Purina 3,753,550 377,510 3,376,040

2,434,260 16,002,210 51. Coca-Cola Co./Bottlers 3,699,270 3,699,270 —_

1,944,380 16,132,360 52. Helene Curtis Industries 3,690,720 752,240 2,938,480

9,413,530 8,250,470 53. The Borden Co. 3,611,570 1,750,940 1,860,630

6,717,450 9,791,230 54. Bulova Watch 3,523,280 1,856,220 1,667,060

390,740 14,341,470 55. Kaiser Industries 3,470,310 83,040 3,387,270

3,018,150 11,252,180 56. E. I. Du Pont de Nemours 3,406,320 645,290 2,671,030

2,986,970 10,790,120 57. Carnation Co. 3,391,110 729,860 2,661,250

1,041,430 12,561,120 58. Shell 0il Co. 3,272,410 3,272,410 —_

3,645,220 9,919,860 59. Food Manufacturers Inc. 3,259,850 3,259,850 —

2,549,440 10,290,890 60. Falstaff Brewing 3,258,800 2,288,920 969,880

1,865,830 10,849,980 61. Pepsi Cola Co./Bottlers 32,163,040 3,163,040 —

7,895,950 4,785,390 62. Andrew Jergens Co. 3,153,280 3,153,280 —
12,339,090 — 63. Kimberly-Clark 3,105,820 139,050 2,966,770

8,832,990 2,892,600 64. United States Steel 3,086,950 — 3,086,950

4,368,290 6,144,980 65. Anheuser-Busch 3,058,690 3,058,690 —

202,440 10,173,560 66. Max Factor & Co. 3,004,970 1,309,360 1,695,610

9,223,910 740,260 67. J. A. Folger & Co. 2,975,260 2,975,260 —

4,066,710 4,967,010 68. Block Drug 2,890,450 1,533,210 1,357,240

3,191,790 4,927,240 69. Sperry Rand Corp. 2,888,150 85,940 2,802,210

962,920 6,709,510 70. Charles Antell 2,866,820 2,866,820 —
4,022,960 3,596,820 71. Pabst Brewing 2,836,100 2,836,100 —_
5,202,300 2,340,100 72. Avon Products 2,770,420 2,770,420 —_

847,850 6,309,040 73. Armstrong Cork 2,764,450 - 2,764,450
1,813,560 5,242,280 74. Vick Chemical 2,727,510 2,216,890 510,620

— 6,458,130 75. Alberto-Culver 2,682,710 1,247,830 1,434,880
1,679,690 4,693,730 76. Sylvania Electric Prods. 2,680,950 83,940 2,597,010

257,520 5,937,360 77. Johnson & Johnson 2,618,690 157,660 2,461,030

525,160 5,205,580 78. Beech-Nut Life Savers 2,597,940 121,760 2,476,180

391,210 5,296,000 79. Hazel Bishop 2,589,170 476,580 2,112,590

5,678,510 —_ 80. Standard 0il Co. of Ind. 2,546,620 1,961,290 585,330

2,355,040 2,969,630 81. Schick 2,515,290 777,550 1,737,740

1,681,800 3,537,420 82. Gulf 0il 2,465,030 1,916,020 549,010

85,380 4,639,230 83. The Mennen Co. 2,459,930 79,200 2,380,730
4,704,170 — 84. Marathon Corp. 2,434,000 2,434,000 —
1,591,690 3,098,080 85. Esso Standard 0il Co. 2,383,490 2,383,490 -

272,520 4,233,740 86. Reynolds Metals Co. 2,379,860 21,010 . 2,358,850
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watching KMJ TV in FRESNO

LEADS IN NEW RATINGS

KMJ-TV has more quarter-hour
wins during total rated time
periods

58% more than second station

42% more than third station
KMJ-TV has more quarter-hour
wins Monday through Friday -
daytime

156% more than second station

229% more than third station

THE KATZ AGENCY,

BROADCASTING, May 25, 1959

KMJ-TV Movie Matinee has
94% more audience than any
other weekday movie

KMIJ-TV also has top-rated
late movies

Data source: ARB four-week survey,
f‘sresno Metropolitan Area, Jan. 19 — Feb.

All quarter-hour figures shown taken

during periods when KMJ-TV and at

%%ast .one other Fresno station were on
e air.

NATIONAL REPRESENTATIVE

(Californija)

KMJ-TV ...
first station in
= The Billion-Dollar
= Valley of the Bees
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87. Sears, Roebuck & Ca.
88. Atlantis Sales Corp.
89. Pet Milk Co.

90. Singer Mfq. Co.

91. Drug Research Corp.
92. Associated Products

93. William Wrigley Jr. Co.
94. Theo. Hamm Brewing Co.
95. Wildroot Co.

96. H. J. Heinz Co.

97. Greyhound Corp.

98. Salada-Shirriff-Horsey
99. U.S. Borax & Chemical Co.
100. Seven-Up Co./Bottlers

Total Tv

$2,317,960
2,265,080
2,233,340
2,225,090
2,144,050
2,115,630
2,071,990
2,056,660
2,032,480
2,002,570
1,993,880
1,991,060
1,988,690
1,970,390

Spot Tv
$765,830
942,090
22,250
2,144,050
738,290
2,071,990
1,690,180
523,310
1,207,050
360,060
1,991,060
1,988,690
602,110

Network Tv
$1,552,130
1,322,990
2,211,090
2,225,090

1,377,340
366,480
1,509,170
795,520
1,633,820

1,368,280

Estimated Expenditures By Product Classifications
Network & Spot—January-December 1958

AGRICULTURE
Feeds, Meals
Miscellaneous

ALE, BEER & WINE
Beer & Ale
Wine
AMUSEMENTS,
ENTERTAINMENT

AUTOMOTIVE
Anti-Freeze
Batteries
Cars
Tires & Tubes
Trucks & Trailers
Miscellaneous Accessories &
Supplies
Automotive Institutional
BUILDING MATERIAL, EQUIP-
MENT, FIXTURES, PAINTS
Fixtures, Plumbing, Supplies
Materials
Paints
Power Tools
Miscellaneous
Industrial Materials
Institutional

CHEMICALS INSTITUTIONAL

CLOTHING, FURNISHINGS,
ACCESSORIES
Clothing
Footwear
Hosiery
Miscellaneous

CONFECTIONS & SOFT DRINKS
Confections
Soft Drinks

CONSUMER SERVICES
Dry Cleaning & Laundries
Financial
Insurance
Medical & Dental
Moving, -Hauling, Storage
Public Utilities
Religious, Political,
Schools & Colleges
Miscellaneous Services

COSMETICS & TOILETRIES
Cosmetics
Deodorants
Depilatories
Hair Tonics & Shampoos
Hand & Face Creams, Lotions
Home Permanents & Coloring
Perfumes, Toilet Waters, etc.
Razors, Blades
Shaving Creams, Lotions, etc.
Toilet Soaps
Miscellaneous

DENTAL PRODUCTS
Dentifrices
Mouth Washes
Miscellaneous

DRUG PRODUCTS
Cold Remedies
Headache Remedies
Indigestion Remedies
Laxatives
Vitamins
Weight Aids
Miscellaneous
Drug Stores

FOOD & GROCERY PRODUCTS
Baked Goods
Cereals

Union

(BROADCAST ADVERTISING)

Total Tv

$ 1378154 %
774,154

604,000

50,502,987
46,172,656
4,330,331

771,616

58,840,855
1,170,251
884,984
46,119,575
4,112,266
2,354,178

2,583,525
1,616,076

17,675,494
562,000
3,623,716
2,792,760
275,996
452,903

9,968,119
404,969

17,215,439
13,793,587
2,694,327
556,499
171,026
40,254,724
21,191,973
19,062,751
26,325,054
81,000
2,298,209
9,717,696
151,000
317,000
9,838,706
2,302,089
135,000
1,484,354
126,107,799
14,291,147
10,393,933

7,397,084
26,257,410
3,554,052

34,330,671
29,026,972
3,631,484
1,672,215
98,224,639
20,347,749
28,592,976
14,925,100
8,510,764
8,654,652
2,199,936
14,115,792
877,670
243,515,420
30,600,235
38,943,194

Spot Tv

1,350,000 %

746,000
604,000

44,214,000
40,299,000
3,915,000

559,000

7,376,000
112,000
131,000

4,134,000

1,554,000
132,000

1,313,000

2,789,000
562,000
656,000

1,185,000

59,000
327,000

13,241,000
11,269,000
1,445,000
497,000
30,000

28,237,000
12,039,000
16,198,000

14,605,000
81,000
2,181,000
2,773,000
151,000
317,000
7,099,000
1,224,000
135,000
644,000
46,749,000
8,133,000
3,426,000
295,000
8,674,000
2,813,000
5,890,000
1,704,000
1,904,000
1,694,000
10,744,000
1,472,000

14,467,000
11,132,000
2,455,000
880,000

44,626,000
12,863,000
7,792,000
8,988,000
3,082,000
2,825,000
1,917,000
6,285,000
874,000
135,687,000

26,469,000
11,552,000

Network Tv

28,154
28,154

6,288,987
5,873,656
415,331

212,616

51,464,855
1,058,251
753,984
41,985,575
2,558,266
2,222,178

1,270,525
1,616,076

14,886,494

2,967,716
1,607,760
216,996
125,903

9,968,119
404,969

3,974,439
2,524,587
1,249,327
59,499
141,026

12,017,724
9,152,973
2,864,751

11,720,054
117,209
6,944,696

2,739,706
1,078,089

840,354

79,358,799
6,158,147
6,967,933

70,550

16,425,209
3,821,264

12,509,683

487,874
8,619,583
5,703,084

15,513,410

2,082,052

19,863,671
17,894,972
1,176,484
792,215

53,598,639
7,484,749
20,800,976
5,937,100
5,428,764
5,829,652
282,936
7,830,792
3,670
107,828,420
4,131,235
27,391,194

Coffee, Tea & Food Drinks

Condiments, Sauces, Appetizers

Dairy Products

Desserts

Dry Foods (Flour, Mixes,
Rice, etc.)

Fruits & Vegetables, Juices

Macaroni, Noodles, Chili, etc.

Margarine, Shortenings

Meat, Poultry & Fish

Soups

Miscellaneous Foods

Miscellaneous Frozen Foods

Food Stores

GARDEN SUPPLIES &
EQUIPMENT

GASOLINE & LUBRICANTS
Gasoline & O0il
Qil Additives
Miscellaneous

HOTELS, RESORTS,
RESTAURANTS

HOUSEHOLD CLEANERS,
CLEANSERS, POLISHES,
WAXES
Cleaners, Cleansers
Floor & Furniture Polishes,

Waxes
Glass Cleaners
Home Dry Cleaners
Shoe Polish
Miscellaneous Cleaners

HOUSEHOLD EQUIPMENT—
APPLIANCES

HOUSEHOLD FURNISHINGS
Beds, Mattresses, Springs
Furniture & Other Furnishings

HOUSEHOLD LAUNDRY
PRODUCTS
Bleaches, Starches
Packaged Soaps, Detergents
Miscellaneous

HOUSEHOLD PAPER
PRODUCTS
Cleansing Tissues
Food Wraps
Napkins
Toilet Tissue
Miscellaneous

HOUSEHOLD GENERAL
Brooms, Brushes, Mops, etc.
China, Glassware, Crockery,

Containers
Disinfectants, Deodorizers
Fuels (Heating, etc.)
Insecticides, Rodenticides
Kitchen Utensils
Miscellaneous

NOTIONS

PET PRODUCTS

PUBLICATIONS

SPORTING GOODS,
BICYCLES, TOYS
Bicycles & Supplies

Toys & Games
Miscellaneous

STATIONERY,
OFFICE EQUIPMENT

TELEVISION, RADIO, PHONO-
GRAPH, MUSICAL
INSTRUMENTS
Antennas
Radic & Television Sets
Records
Misceflaneous

TOBACCO PRODUCTS &
SUPPLIES
Cigarettes
Cigars, Pipe Tobacco
Miscellaneous

TRANSPORTATION & TRAVEL
Air
Bus
Rail
Miscellaneous

Total Tv

$49,040,909

9,521,787
19,639,043
6,646,848

20,544,486
17,818,420
2,984,184
12,691,659
9,973,214
4,107,958
10,040,510
1,878,973
9,084,000

880,638
27,979,209
26,911,209

858,000

210,000

521,705

46,098,594
31,581,550

9,097,030
1,883,042
1,001,519
1,456,653
1,078,800

18,996,479
5,353,509
1,807,881
3.545.628

76,237,980
6,648,628
67,510,561
2,078,791

15,153,884
2,170,063
4,970,802
1,914,937
3,558,086
2,539,995

10,257,185

524,372

1,456,429
3,599,480
488,000
2,143,821
272,362
1,772,721
415,720
11,665,699

1,559,069

5,209,243

335,905
3,497,873
1,375,465

2,834,817

11,495,606
163,844
6,245,688
1,732,149
3,353,925

93,443,822
89,248,461
3,413,776
781,585
5,641,358
2,471,600
2,125,111
702,000
342,647

WATCHES, JEWELRY, CAMERAS 20,550,151

Cameras, Accessories, Supplies

Clocks & Watches

Jewelry

Pens & Pencils

Miscellaneous
MISCELLANEOUS

Trading Stamps

Miscellaneous Products

Miscellaneous Stores

TOTAL

9,177,184
5,064,188
413,794
4,918,875
976,110

8,517,912

Spot Tv

$32,140,000
5,515,000
7,853,000
2,023,000

8,314,000
9,429,000
1,934,000
6,673,000
6,366,000

461,000
6,420,000
1,454,000
9,084,000

661,000

24,479,000
23,411,000
858,000
210,000

423,000

29,650,000
24,051,000

4,146,000
392,000
405,000
148,000
508,000

4,621,000

2,926,000
1,671,000
1,255,000

29,940,000
4,814,000
23,217,000
1,909,000

5,163,000
1,411,000
1,417,000
347,000
755,000
1,233,000
4,101,000
430,000

356,000
1,090,000
488,000
821,000
89,000
827,000

384,000
4,411,000
757,000

3,045,000
35,000
2,819,000
191,000

149,000

1,501,000
108,000
208,000
750,000
435,000

31,119,000
28,164,000
2,562,000
393,000
2,937,000
1,469,000
666,000
702,000
100,000
4,459,000
290,000
1,925,000
160,000
1,988,000
96,000
7,144,000
892,000
2,760,000
3,492,000

Network Tv
$16,900,909
4,006,787
11,786,043
4,623,848

12,230,486
8,389,420
1,050,184
6,018,659
3,607,214
3,646,958
3,620,510

424,973

219,638

3,500,209
3,500,209

—_—

98,705

16,448,594
7,530,550

4,951,030
1,491,042
596,519
1,308,653
570,800

14,375,479
2,427,509
136,881
2,290,628

46,297,980
1,834,628
44,293,561
169,791

9,990,884
759,063
3,553,803
1,567,937
2,803,086
1,306,995
6,156,185
94,372

1,100,429
2,509,480
1,322,821
183,362
945,721
31,720
7,254,699

802,069

2,164,243
300,905
678,873

1,184,465

2,685,817

9,994,606
55,844
6,037,688
982,149
2,918,925

62,324,822
61,084,461
851,776
388,585
2,704,358
1,002,600
1,459,111

242,647
16,091,151
8,887,184
3,139,188
253,794
2,930,875
880,110

1,373,912
1,373,912

$1,078,360,401 $511,770,000 $566,590,401
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BEST SALESMAN
FC&B exec tells SCBA
radio story with moral

“Your medium—radio—must be its
own best salesman,” William Monroe,
vice president and west coast director
of marketing services for Foote, Cone
& Belding, told the Southern California
Broadcasters Assn. Thursday (May 21).

Speaking on “Case Histories in
Radio,” Mr. Monroe reviewed two ex-
periences with radio he had during his
years as an agency marketing director
in New York before moving to the
Pacific Coast early this year. In both
instances, the decision to use radio
came from within; no one involved in
the decision had been sold radio, he
stated, adding that in seven years in
New York he never received a call
from a radio representative.

The Coca-Cola bottler in New York
for some years had put most of his ad-
vertising budget of about $2.5 million
into tv and at a meeting some two years
ago the agency recommended a contin-
uation of that formula, which had kept
Coca-Cola sales at about the same
volume right along. The client listened,
said, “You're the experts and you're
probably right, but I baby sit with my
grandchildren a lot and they listen to
the radio, so I do too. How about using
some radio for Coca-Cola?”

About a week later, the head of the
agency’s creative department auditioned
a jingle whose message was that Coca-
Cola is for live people and if you're
live you ought to drink it. The jingle
was produced in various tempos from
rock-and-roll to schmaltz, Mr. Mon-
roe reported, and the agency bought $1
million worth of radio time on all types
of stations. Ten days after the radio
campaign started they made a survey,

PREVIEW

executive.

Television time signal ¢ Southern California viewers are being provided
the exact time by the Squirt Bottling Company of Los Angeles as a result
of a newly perfected watch movement that fits into a late model Baloptican
machine. A minimum of 25 such time signals, each five seconds in length,
are weekly being delivered during prime time on KTTV (TV) by Squirt.
Viewers can see the exact second (up to a fifth of a second) on the clock
face that has been engraved on a steel Baloptican plate. Arrangements for
the Squirt sponsored time signals on ch. 11 were set by Hugh McKellar (r),
advertising director of the Squirt Company, through Honig, Cooper, Har-
rington & Miner. With Mr. McKellar around the Baloptican: Al Bowen (1),
KTTV production manager, and Jerry Simmonds (c), station account

Convention grind

Advertising Federation of
America conventioneers will be
able to clear their heads for the
organization’s Minneapolis gather-
ing (June 7-10) on a four-day
luxury fishing excursion at the
Minnesota-Canada border. The
pre-convention stag party (June
3-6) will take place aboard float-
ing lodges complete with cook,
tackle, small boats, etc. Total
cost, including flight from Min-
neapolis to fishing site: $110 per
man. (For the more conservative
family man, post-convention va-
cations in the area have been
worked out by the AFA host
committee.)
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found they had driven the Coca-Cola
message home to 85% of their pros-
pects in the market.

Statistical impossibility e “Statistics
can prove that this is impossible,” Mr.
Monroe stated, “not that many people
listen to the radio. Ten days is not
enough time. New York has too many
diverse national groups. And so on
and so on. But at the end of the year the
sales curve was up and last year the
whole appropriation for Coca-Cola in
New York went into radio.”

Another client, Mr. Monroe went on,
had a different problem. He wanted to
convince the designers of automobiles
that the chrome they add to the cars
to accentuate their appearance should
be made of his product, nickel. But to
tell the artists who design the new cars
about nickel, he had to reach them and
this couldn’t be done. They work alone
and their employers take great pains to
see that their privacy is not invaded.

“Then some creative person had an
idea,” Mr. Monroe related. “These de-
signers work in Detroit. They drive to
and from work in their cars. Being in-
tellectually curious, they probably listen
to the news as they drive. So we bought
time adjacent to the news and subse-
quently found the designers had in fact
learned about the advantages of nickel
chrome,” Mr. Monroe reported.

Anyone who has children, anyone
who drives an automobile, is a radio
listener, Mr. Monroe pointed out. So

he knows about radio, even if the me-
dium’s salesmen don’t tell him.

Petry cites spot tv
fast growth in 1958

A step-up in spot television spend-
ing in 1958 is pointed up in a presenta-
tion released last week by the television
division of Edward Petry & Co., sta-
tion representative. Titled “The $511,-
740,000 Vote of Confidence,” it cites
figures compiled by N.C. Rorabaugh
Co. for TvB to show that while total
advertising expenditures dropped last
year, and all other major advertising
media except network tv lost ground,
spot tv gained at a faster clip in 1957.

The presentation points out that
despite the recessive economy of 1958,
“Advertisers, led by many of the na-
tion’s giants, swung sharply to spot
television, expanding their investment
past the half-billion mark to a new
high of $511,749,000.” Where network
tv expenditures gained 9% (to $566.5
million), the presentation continues,
spot tv spending gained 14% (to $511.7
million)—this when total advertising
expenditures were down $110 million
from
billion.

Among those cited as leading spot
growth are Procter & Gamble, Lever
Bros., Colgate-Palmolive, American
Home Products, P. Lorillard, Standard
Brands and General Mills.
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ANA CONCENTRATES ON TELEVISION

Advertising contributions to management highlights panels

Television got the lion’s share of at-
tention at last week’s Assn. of Na-
tional Advertisers’ golden anniversary
spring meeting in Chicago—and most
of it was highly favorable.

Some 600 delegates took an intro-
spective look at advertising’s image in
the national economy, in management
and among its critics and also its suc-
cess stories, some of them through
utilization of the televison medium.

Supplementing tv case histories was
a stout defense of the medium itself
from Douglas L. Smith, advertising
and merchandising manager of S. C.
Johnson & Son. He scored tv’s de-
tractors among newspaper columnists
and media salesmen (story page 44)
while supplying a case history of how
tv helped move Johnson wax products
in Lexington, Ky.

Among other topics explored dur-
ing the three-day (May 20-22) spring
convention at the FEdgewater Beach
Hotel were new advertising and mer-
chandising techniques; effective adver-
tising management practices, including
a reappraisal of the ad manager’s re-
sponsibilities and agency-client rela-
tions; small agency and advertiser suc-
cesses; advertising’s influence in the
national economy; marketing aspects,
and advertising’s critics.

Appearing at the same Wednesday
session with Mr. Smith were Philip
Kelly, vice president of Lynn Baker
Inc., who recited case histories involv-
ing small clients and agencies (see page
42) and Edward Fredericks, vice presi-
dent of marketing-sales, Rubbermaid
Inc. Their talks followed a panel session
on substituting advertising for “declin-
ing salesmanship.”

Ford Measurement e Robert J.
Eggert, marketing research manager
of Ford Motor Co., noted his man-
agement is “constantly insisting on our
measuring the effectiveness of advertis-
ing in terms of the additional sales
produced.” Among the usual questions:
“(1) What messages are most effective

in selling a car? (2) What medium or
combination of media does the best
sales job at the lowest cost? (3) Should
we spend more or less total dollars?
In a normal year Ford spends in excess
of $100 million for its advertising and
promotional programs. Should it be
$120 million—or should it be $80
million?”

Mr. Eggert cited seven important
problem areas in which answers are
needed about any medium—the ability
to reach households in the market for
a new car the next six months; whether
the key individual is exposed to the
commercial or advertisement; ability of
the medium and message to make an
“initial conscious impression;” impact
of the message; ability to change the
potential buyer’s intention to buy a
specific make; ability to get action,
and lastly: “How many additional sales
are actually made as a result of the
medium and the message performing
each of the previous six tasks?’ Man-
agement wants “comprehensive and ac-
curate answers’” to these problems, he
pointed out.

Mr. Eggert predicted that in the
1960’s there will be “some substantial
breakthroughs in our ability to apply an
effective yardstick to the complicated
problem of appraising advertising re-
sults.”

Taking part in a Wednesday after-
noon closed management meeting were
Donald S. Frost, vice president in
charge of advertising of Bristol-Myers
Co. and chairman of ANA’s advertising
management committee; George Frost,
vice president and marketing manager,
Cannon Mills; Tad Jeffery, vice presi-
dent and advertising director, Bulova
Watch Co.; Robert G. Stolz, advertising
and sales promotion director, Brown
Shoe Co., and Robert M. Gray, mana-
ger of advertising-sales promotion de-
partment, Esso Standard Oil Co. They
discussed ad manager responsibilities,
management of advertising for maxi-

ARBITRON’S DAILY CHOICES

Listed below are the highest-ranking television network shows for each
day of the week as rated by the multi-city Arbitron instant ratings of

American Research Bureau.

Copyright 1959 American Research Bureau

Date Program and Time Network Rating
Thur., May 14 Playhouse 90 {9:30 p.m.) CBS-TV 21.6
Fri., May 15 77 Sunset Strip (9:30 p.m.) ABC-TV 20.7
Sat., May 16 Gunsmoke (10 p.m.) CBS-TV 29.1
Sun., May 17 Dinah Shore (9 p.m.) NBC-TV 22.3
Mon., May 18 Ann Sothern (9:3¢ p.m.) CBS-TV 221
Tue., May 19 Red Skelton (9:30 p.m.) CBS-TV 22.5
Wed., May 20 Wagon Train (7:30 p.m.} NBC-TV 231
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mum contribution to profits; better
client-agency communications, and
other topics.

Key Contribution ¢ Mr. Jeffrey told
the delegates that more “creative effi-
ciency” is the key to a maximum
media contribution to corporate prof-
its. “If there is any laxity in top man-
agement’s attitude toward the adver-
tising function or of the importance
of its role in marketing, the fault may
well be ours and ours alone,” he said.
“There is no place for mediocrity in
advertising today.”

Advertising in the American eco-
nomy was explored Thursday morning
by Henry Schachte, executive vice
president of Lever Bros. Co. and ANA
board chairman. He suggested adver-
tising is impaled on a four-horn dil-
emma: (1) its practitioners may “de-
fault the new and vital opportunity” to
properly conduct their business to
satisfy management; (2) it may not
“correct its degenerating stature with
the public, thus diminishing its own
power, and opening the floodgates of
regulation and control”; (3) govern-
ment may provide that regulation and
its counterpart, taxation, and (4) a
combination of such developments
“may further sap the limp remains of
the adman’s personal reputation.”

What are the components of poor
public relations, a “poor public image
of advertising?,” Mr. Schachte asked.
He described them as failure to under-
stand advertising’s economic contribu-
tions, the “innate dislike of being sold,”
the “distrust or dislike” by some public
segments for certain type products, the
“huckster” or gray flannel image, and
advertising abuses.

The same tools used to sell public
service projects when utilized to stimu-
late production and expand the econ-
omy incur the label *“hucksters.” Mr.
Schachte observed. “And when we are
to offer these same tools to help a
would-be political candidate get elected,
Madison Avenue, we read, is trying to
sell politicians like bars of soap,” he
chided. “Anybody who has ever tried to
sell a really bum bar of soap knows
that no advertising is that powerful.”

Management Orientation ® ANA will
to emphasize management
orientation to the advertising job, Mr.
Schachte reported. To that end, Don-
ald Frost, in his capacity as head of
the ANA advertising management
group, reported on the association’s
new “Project X” campaign, designed
to bridge the gap between management
and advertising. He explained ANA
wants to find a way to help manage-

continue
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(This is one of a series

of full page ads appearing regularly in the NEW YORK TIMES)

The “Companion Medium” 1s Greater than ever

.but there’s a Growing Difference between Stations!

Radio reaches customers where no other medium can make contact.

It.talks to people persuasively and repeatedly . . . reaching huge masses

most economically. These are the basic benefits of all radio. But there

are mmportant differences between stations. Particularly, there is a growing
difference between ordinary and great radio stations. The great, station stands
out clearly in most major markets. It is distinguished by substantial
investment in top facilities and personnel . . . by expert programming to

cover the full range of listener interest . . . by features thoughtfully produced,
professionally presented. Its responsible management permits no

carnival gimmicks, shoddy giveaways or questionable advertising. Great

stations amass huge audiences, earning the confidence of the community
for themselves and for their advertisers. The stations listed here are the
greaf stations in 18 important markets. Their coverage is so efficient that
you need add only 30 selected stations out of the more than 3,000 now
broadcasting, to achieve effective nationwide reach. This total of 48
constitutes “The Nation’s Voice.” The strategy of concentrating on these
leadership stations is the way to realize the full power of “the companion
medium . . .’ the way to put all of radio’s vitality to work on your sales
problems. For complete information, including data developed by Alfred
Politz Research, call any Christal office.

HENRY 1. CHRISTAL CO., INC.

NEW YORK ¢ CHICAGO °* DETROIT - BOSTON ° SAN FRANCISCO + ATLANTA

FIRST ON EVERY
LIST ARE THESE
18 GREAT RADIO
STATIONS

Hartford

WDAF

Kansas City

KTHS |

Little Rock

KFl

Los Angeles

WHAS

Louisville

WCKR

Miami

WIMI

Milwaukee

WHAM

Rochester

WGY

Schenectady

KWKH

Shreveport

WSYR

Syracuse

WTAG

Worcester
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) | . OF A COUNTRY'S LEADER
| m B B that mysterious BEING ASSASSINATED?

R

e,

- human appeal. Now it becomes

~ kind of television series. “WHAT

Now...the fascinating

real experiences of

people who have

beaten The Law of

Averages becomes one

of the most intriguing ... .. ..

OF YOUR BEING CAUGHT iN A CASE
OF MISTAKEN IDENTITY?

human-interest shows ... :..cuuc o

DOLLARS BEFORE THE AGE OF TEN?
; OF AWOMAN RUNNING FOR PRESIDENT?
ever presented on TV b G FinG A ss MERBA TLBEET)
e E OF SURVIVING AN AIRPLANE CRASH? ‘
OF AN EX-CONVICT BECOMING PRESIDENT ' |

for 1st Run Syndication! ===

RANK OF AMERICAN ADMIRAL? .
@ OF YOUR CHILD BEING BORN A GENIUS? i

B OF YOUR BEING INVOLVED iN A
DISASTER FIRE?

39 FILMS AVAILABLE

force that often predetermines life or
death, success or failure... has irresistible

the basis for a completely new
ARE THE ODDS?” takes you on

a personal visit to people...
many of them famous personalities

These are just a few of the

in the fields of art, literature, science, | provaeafvE-qlasHbpsasked @nd

v . S I . » answered on “WHAT ARE THE ODDS?'"{ &
entertainment... who have in their individual g s o e i Ay

/ ki beating guests as:
ways beaten the odds to achieve special ACKIE, CODGAR
distinction or survive disaster. Bob Warren, JAHNE ANEHIEED
EVELYN RUDY

well-known to radio and TV audiences, acts ALDOUS HUXLEY
u ¥ 4 SIDNEY SKOLSKY
as host to each remarkable guest in an CAESAR ROMERO

PAPPY BOYINGTON

intimate informal interview. “WHAT ARE A LS e Ty

~ THE 0DDS?” offers your sponsors a completely ADMIRAL JTLLIAM MAKCTL ™ i
1 » _ JERRY WALD F*weig‘
fresh, compelling show with strong human LAURITZ MELCHIOR %’i:i; '-

interest. The facts .in this informative OFFICIAL FILMS, INC. s PLAZA 7010

- show are authenticated by the NEW YORK OFFICE: lflﬁ\}\ |
- Encyclopedia Britannica. R e ot il ‘{\VI}'

A Harte.linn Pradictinn,



If you're creative and can supply
good advertising thinking, you don’t
have to be big to be good, whether
you’re an advertiser or an agency.

Delegates at the Assn. of National
Advertisers’ 50th annual spring con-
vention in Chicago were forcefully
reminded of this fact in case his-
tories recounted by Philip J. Kelly,
vice president of Lynn Baker Inc.,
relatively small New York agency.

Said he: “The big agencies or big
advertisers have no monopoly on
what are obviously the two most
important things in advertising”—
high creativity and sound advertis-
ing approach. ,

Among the examples: (1) Maypo
cereal at Bryan Houston, N.Y., which
proved a daytime tv success story.
New England sales rose from 257
to 409 packages per 1000 families—
a gain of 59%, in one year. In the
second year, with increased tv ex-
penditures, sales jumped another
25%. Sales doubled in two years.
Tv outlay: $500,000 for 1958: $1
million for 1959.

(2) Wilkins coffee, handled by
Belmont ver Standig, Washington,
D.C. Eight-second tv commercials
featuring two muppets are credited
with helping raise sales by 40% dur-
ing a relatively brief campaign, and
they achieved the status of being
among the American Research
Bureau’s_“best liked” spots.

(3) Cocoa Marsh. Agency: Hicks
& Greist, N.Y. Starting in business in

Big—good, not synonymous

1939 with capital of $7,200, Cocoa
Marsh achieved national distribu-
tion in 1946. Now it’s considered
the leader in its field. After a cut-
back to two markets by 1948,
Taylor-Reed Corp. aligned with
H & G and started a market-by-
market expansion. Today it claims
80% national distribution and is
listed among the top 100 tv spot ad-
vertisers nationally with an esti-
mated total advertising budget of
$1.6 million. “The secret of their
success lies in the fact that they
discovered early in the game that
the best way to sell their product
was on local tv with smart kid
promotions” which have been spec-
tacularly successful, Mr. Kelly said.

(4) Sandura Co., also Hicks &
Greist. Sales rose from nearly $3
million to $19.6 million in five years
for the floor-covering firm. It start-
ed using tv in 1953 with Steve Allen.

Mr. Kelly scored the “self ap-
pointed oracles who have been say-
ing that if an agency doesn’t have
$30 million worth of business, it
ought to lie down and die,” and
others who claim that “if you don’t
invest at least $2 million as an ad-
vertiser, you are not worthy of the
name.” Without underestimating big
agency ability and services, (such as
basic product research) he asserted,
“a small company can often out-
think and out-maneuver a big com-
petitor” on advertising and selling.

ment “think more like advertising men”
and may also help bridge the gap be-

‘tween advertising and government, the

professions and ‘“even the public at

“ large.” Previously, it was noted, ANA’s
... desire was_to persuade advertising men
" to think more in terms of management.

The task will not be simple but it’s

““¢learly defined, -he observed.

Other Thursday - speakers included
J. H. Jewell, marketing vice president,
Westinghouse Electric Corp.; W. H.
Burkhart, board chairman, Lever Bros.,
and Dr. M. Rowland Collins, dean,
Graduate School of Business Admin-
istration, New York U. Luncheon
speaker was Gen. Thomas D. White,
chief of staff, U. S. Air Force, sub-
stituting for Secretary of Defense Neil
McElroy. :

Mr. Burkhart said management ex-
pects “its advertising men " to under-
stand that they must constantly strive
to lower the unit cost ef advertising:”
He cited a “basic misunderstanding”
between .advertising and management
people. “Management is not against
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bigger budgets, providing they sell
more—in  fact,  disproportionately
more,” he claimed. “The ratio of ad-
vertising expense to sales income must
go down as total volume goes up.”

In the new thinking on advertising,
Mr. Burkhart held that management
“now finds itself interested in what
might formerly have been considered
mere detail. When they see the range
in costs of delivered audiences between
a good and bad television show, they
want to be sure that their company
is doing all it can to buy with maxi-
mum skill,”

Answers to Critics o Leo Burnett,
board chairman of the agency bearing
his name, served as moderator for a

- Friday morning discussion of “a way

to flatten that critic of advertising.”
Mr. Burnett gave a presentation in his
role as vice chairman of the advertising
council, supplemented with a special
film report on “psychological warfare
against recession.”

- Other. speakers were Charles Brower,
president of BBDO, on agencies crea-

tive power; Dr. Alan T. Waterman,
director of the National Science
Foundation, on technological advances,
and Robert R. Burton, senior vice
president of Kenyon & Eckhardt, on
the agency’s role in marketing.

Topic for the last session was “Your
$3 Billion Media decisions—Can They
Be Improved?” with Emerson Foote,
senior vice president, and Daniel D.
Kinley, vice president and manager
of planning research and media, both
McCann-Erickson, plus Robert Lund,
publisher of Printers Ink.

Comparison a Must ¢ Mr. Kinley
disagreed with critics who complain
that cost-per-thousand, as between
broadcast and outdoor media, is like
comparing “apples and oranges.” Said
he: “We do have to compare because
we’re buying them and cost has to be a
factor in our choice.” In inter-media
decisions, he added, “we are choosing
not just between apples and oranges
but among pears, pomegranates and
kumquats as well.”

As a solution for this type compari-
son, Mr. Kinley suggested (1) determine
the best way to use each media type
consistent with product character; (2)
determine basic figures for each media
type that adheres closest to “cost per
thousand of effective selling messages
delivered to prime prospects;” (3) com-
pare all media types on cost-per-
thousand, and (4) evaluate other fac-
tors which may perhaps offset differ-
ences in cost.

Media decisions can be improved,
Mr. Kinley recommended, by establish-
ing a “clearly defined marketing strategy
based solidly on market information
and communicate it to your marketing
team, including media, by maintaining
accurate data and by a willingness to
experiment with media by careful mar-
ket testing.”

In making the “$3 billion media deci-
sion,” the very size of the media budget
itself is “often selective of the choice
of media,” he pointed out. For in-
stance: Is it big enough for network
tv? Can it support a national newspaper
campaign? He cited 11 factors in mak-
ing such decisions at McCann-Erickson:
budget, competitive activity, frequency
vs coverage, continuity, impact on dis-
tribution, flexibility, franchise position,
standards of acceptance, cost-per-thou-
sand, effectiveness of the selling mes-
sage and prospective customers.

National Media Investments ¢ Mr,
Foote felt national advertising budgets
rank among the very largest of discre-
tionary investments of American man-
agement. Business spends at the rate
of $9 billion in research and develop-
ment and invests about $10 billion in
new plant and equipment—compared
with $3 billion in major national media.

“The investments of national adver-
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How are

Food Sales
going, Tom?

CeWDAY.TV is certainly ‘pushing food’ like mad,
these days! Thanks to our new 1206’ tower we are
reaching 96% more people—covering 60% more area

and upping our area retail sales volume by 100%!

CCRetail sales in our area total $670,475,000—of
which $117,384,000 is in food alone!

@®What’s more, Standard Rate & Data Service now
points out that the Fargo area is the No. 1 Retail-
Sales-Per-Household Area in the entire U.S.A. The
national average is $3,944 . . . as compared to Fargo’s
whopping $5,970!
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@QAIl in all—if you aren’t advertising your food
products on WDAY-TV, you’re missing one of the
surest bets in the nation. Why don’t you ask P.G.W.

for availabilities? 99
Yours,

oo St s

Tom Barnes

WDAY-TV

FARGO, N. D. ® CHANNEL 6
Affiliated with NBC o ABC
PETERS, GRIFFIN, WOODWARD, Inc.

Exclusive National Representatives
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tisers in major consumer media are not
only big,” he suggested, “they’re grow-
ing bigger and more important all the
time. And national media expenditures
still represents half of the $6 billion in
undistributed profits which manufactur-
ing firms retained to invest in growth.”

Mr. Burton suggested one of the great
challenges to advertising is to “restore
the flow of communication which has
been temporarily dammed—both within
and between our organizations—and to
set us free of false conflict through bet-
ter understanding reached through bet-
ter communication.” The duel in adver-
tising between marketing and scientific
and creative forces, he asserted, is a
“shambattle,” fought in the advertising
trade press these days. Agencies noted
for creative work, he said, also stand
out for their research.

“Aren’t they the ones where you
would most likely receive a complete
modern marketing plan?” he asked. The
real problem, he stressed again, is “not
in a basic confiict but in a lack of com-
munication.”

TV SELLS WAX

S. C. Johnson story
cites market impact

Television, a seemingly irresistible
target for critics and competitors, last
week was called an “economic pheno-
menon” and a ‘“great gift” to viewers
by someone who knows what he’s talk-
ing about.

Douglas L. Smith, advertising and
merchandising director of S.C. John-
son & Son, Racine, Wis., which bought
more than $7 million worth of tv time
in 1958, made these positive remarks
last Wednesday (May 20) at the spring
meeting of the Assn. of National Adver-
tisers held in the Edgewater Beach
Hotel, Chicago.

The title of Mr. Smith’s talk was,
“Does Tv Advertising Really Sell
Goods?”’ His resounding answer: “Yes,
emphatically yes. Tv advertising really
sells goods and it does it immediately,
now.”

He described in detail how increased
tv advertising in Lexington, Ky., re-
sulted in store sales 200% higher in
April 1959 than April 1958. “When
projected to the whole Lexington mar-
ket,” Mr. Smith added, “figures indi-
cate that the net sales increase for
April alone will pay for the Lexington
advertising for the first year.”

Making the Most of Tv e “This kind
of success is fine,” he acknowledged,
“but we know as you do that it can’t
be called a direct result of our network
tv advertising in the market. It was,
however, a result of capitalizing on that
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Star adjacency

Hal Thompson, producer of
“Family Portrait,” an off-Broad-
way play, bought a one-time-only,
station ID on WCBS-TV New
York on May 8 for $337.50. The
spot followed The Guiding Light
program and made the point that
four regular cast members of the
tv serial could be seen in “Family
Portrait.” The result: Mr. Thomp-
son reported last week that ticket
purchases have perked up con-
siderably, so that the play, on the
verge of closing, is now able to
continue. Mr. Thompson is na-
turally tv-minded: during the
working day, he is a tv program
supervisor for Fuller & Smith &
Ross, New York.

advertising.”

The Johnson advertising expert also
recounted the near fall and decline of
his company’s Pride in one city. Intro-
duced in 1951, this furniture polish was
doing well everywhere nationally but
in St. Louis where it was “dormant,
dust-collecting, dilatory and nearly
dead.”

And then Johnson closed a deal to
buy the Robert Montgomery Presents
program on NBC-TV. Pride’s first ad-
vertising on this show hit St. Louis on
Jan. 7, 1952. By the week’s end many
stores had sold out their entire inven-
tory and were ordering more.

Concluded Mr. Smith: “Thus it is
when television hits a market. And in
that year of 1952 there weren’t nearly
the number of tv homes that there are
today.”

He went on to make some general
observations about tv and its economic
contribution.

“I ' honestly believe,” stated Mr. Smith,
“that much of our prosperity during
these wonderful 50’s must be truly at-
tributed to the force of television in
moving merchandise and thereby keep-
ing our great productive processes
flourishing.”

The Value Scale ® He asked that due
credit be given the medium and pleaded
for “a better perspective on the part of
tv’s critics and a recognition of what
this . . . economic phenomenon repre-
sents to marketing.”

“My faith is such,” added Mr. Smith,
“that I believe that when color tv is as
commonplace as black-and-white is to-
day, it shall provide a further and vital
impetus to business and the selling of
our products to consumers.”

Tv’s cultural values were also put
into perspective by the speaker.
The range of tv is infinite, declared

Mr. Smith. “You will find more fine
things,” he said, “covering the arts, sci-
ences, religion, humanities and thought-
ful news-information presentations than
any of us in this room, or most any-
where else, will find time to watch.”

Bard’s Rating ¢ For example, pointed
out the Johnson ad director, “more
people have seen and heard and learned
about Shakespeare on tv than have done
so in our colleges and universities since
his first play was produced more than
300 years ago.”

Mr. Smith also mentioned a special
report by Secretary of State Christian
Herter that pre-empted one of Johnson’s
own shows. “We had,” he said, *“the
great gift (I say ‘gift’ because tv is still
free to the viewer, you know), the great
gift and privilege of having Christian
Herter come into our homes and feel-
ingly, knowledgeably explain his mis-
sion to Geneva. This was in prime time,
by the way.”

He felt bound to speak out, explained
Mr. Smith, because of ‘“‘constant criti-
cisms of tv’s detractors, painting a pic-
ture that is all black, when there is so
much that is good and substantial and
uplifting.”

He reproached tv columnists who
“pan” shows rather than try to under-
stand them. “On the matter of critical
tastefulness,” he added, “we, the adver-
tiser, must assume some leadership and
influence. . . . We should feel an ulti-
mate obligation that the shows we spon-
sor be as tastefully done as possible.”

Communications War e Of more se-
rious concern, warned Mr. Smith, is
the criticism that “comes from the other
media, that use their space and print to
attack television. The Fortune magazine
article of last November is a case in
point. . . .”

“This kind of criticism,” the speaker
insisted, “being without objective and
of questionable use of data and fact,
obfuscates and beclouds the real issues
and ultimately tends to confuse some of
the advertisers .and business manage-

‘ment.”

He added pointedly, “And by the
way, I have yet to see a tv network or a
station use its air time to attack another
medium.”

He ended with a plea to all media
for fairness and objectivity. “Tell us the
facts,” he urged, “and what the advan-
tages are about your own wares. Show
us where the sales vitality for our com-
manies lies in using your properties.
We and our agencies can make the
comparison and the analyses.”

He fired one final gibe at the “tv
rakers”:

“If television is wrong for any of
us, we will be the first to know it be-
cause we will feel it in our cash regis-
ters.”
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A WHBF PLUS SIGN -

—

NO. 3

)

Leslie C. Johnson, vice-president and general manager of WHBF Radio and TV, looks over . . .

Letters of GOOD WILL—34 years in building —
constitute a productive PLUS for WHBF advertisers!

They are a gold mine of our most
treasured possessions — voluntary
tributes from laymen, and from
leaders in industry, education, re-
ligion and civic activities — attest-
ing outstanding WHBF community
service for more than a third of a century!

They are, indeed, a continuing area-wide, factual
evaluation of WHBF community prestige. They
portray a picture painted by the HOME FOLKS
of a radio-television service — strong, deep rooted,

and PRODUCTIVE.

Another indication of listener confidence is evi-
denced by the substantial leadership of WHBF in
the latest Nielsen NCS No. 2. WHBF still leads

all of the 68 downstate Illinois radio stations,

With the many advertisers, local and national,

who have helped build WHBF over the years,

BROADCASTING, May 25, 1959

their association brings PRIDE, never apology!
That is a definite PLUS in productivity of any
sales relationship.

sk s *k

YOU can be sure that WHBF radio and television
quality productivity is available on a fair, honest
and efhcient basis to all advertisers who desire
for their sales messages a friendly receptive au-
dience in a climate of true family hospitality.

STRONG & PRODUCTIVE FROM DEEP ROOTS

cuveringw.e}.sytern Illinois — Eastern lowa « RADIO & TELEVISION
Represented by Avery-Knodel
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WEST TEXAS
TELEVISIOM HETWORK

KDUB-TYV

LUBBOCK, TEXAS

KPAR-TYV

ABILENE - SWEETWATER

KEDY-TYV

BIG SPRING, TEXAS

KICA-TV

CLOVIS, NEW MEXICO

MATIOMAL REPRESEMT'VE
THE BRAMHAM COMPAMY
W. D. "Dub-" Rog.;r—s, President and Gen. Mar.

R. 5. "Bud’’ Nielsen, General Sales Manager
John Henry, National Sales Manager

48 (BROADCAST ADVERTISING)

Nielsen lists top 20

buying network radio

A new kind of radio “Top Ten"—the
first issued by A.C. Nielsen Co. since
1957—was made public last week.

It's “Network Radio’s Leading Ad-
vertisers,” which ranks the top 20 net-
work radio clients according to “total
home broadcast” and “total commercial
minutes” delivered by all radio net-
works used by the sponsor (CLOSED
Circurt, March 30). Unlike the old
“Top Tens” in radio, the new listing
makes no attempt to show the popu-
larity of specific programs but shows
rather what each leading network radio
advertiser is getting in “homes” and
“minutes” from his total radio network
purchases.

Computations of “broadcasts de-
livered” do not consider duration of
broadcast, although longer broadcasts
will deliver more impressions because
of audience turnover, the announcement
said. In figuring “total commercial min-
utes delivered,” the researchers count
six 10-second spots as the equivalent of
one commercial minute, with one quar-
ter-hour segment credited as carrying
three commercial minutes.

Following is the first of the new re-
ports (officials said if this type of in-
formation is “well received,” they will
consider releasing yearly and quarterly
compilations of the 100 leading network
radio advertisers, ranked on the same
basis):

NATIONAL NIELSEN RADIO INDEX
Network Radio’s Leading Advertisers
Four Weeks Ending April 4, 1959

HOME BROADCASTS

Total

Home-

No. B’dcsts
of Delivered

Rank Advertiser B'dcsts (000)
1. Reynolds Tob. 320 175,407
2. Lewis Howe 208 127,842
3. Lever Bros. 168 120,417
4. Bristol-Myers 135 114,926
5. Grove Div.-Bristol-Myers 162 104,446
6. Brown & Williamson Tob. 170 100,993
7. Ex-Lax 188 93,870
8. Vick Chemical 123 74,429
9. Bon Ami 169 67,851
10. Stewart-Warner 84 66,364
11. Mogen David Wine 98 61,523
12. Hudson Vitamin 191 61,119
13, Pepsi-Cola 126 58,555
14. Midas 105 57,270
15. Automotive-Amer. Motors 120 51,782
16. Campbell Soup 56 50,440
17. Colgate-Palmolive 60 39,064
18. Fram Corp. 83 38,473
19, Sterling Drug 72 38,129
20. General Mills 88 32,593
COMMERCIAL MINUTES

No. Total

Comm’l Comm’|
Mins. Min. Del'd

Rank  Advertiser Aired (000)
1. Reynolds Tob. 211 97,841
2. Bristol-Myers 110 90,767
3. Lewis Howe 155 89,163
4. Brown & Williamson 128 71,581
5. Grove Div.-Bristol-Myers 116 69,731
6. Hudson Vitamin 205 59,580
7. Ex-Lax 125 59,327
8. Lever Bros. 74 51,318

9. Colgate-Palmalive - 78 48,790
10. Mogen David Wine 72 42,883
11. Automotive-Amer. Motors 98 41,402
12. Fram Corp. . 96 40,382
13. Midas 79 39,976
14, Sterling Drug 86 39,507
15. Wrigley, Wm., Jr. 60 39,315
16. United Motors-Gen. Motors 68 38,814
17. Stewart-Warner 53 38.167
18. Staley, A.E. Mfg, 63 35,334
19. Chevrolet-Gen. Motors 58 33,752
20. Standard Brands 43 31,987

Skeptical reception
for KTTV (TV) ad show

An idea of a time period solid with
commercials has been run up the flag-
pole but New York’s ad fraternity has
been slow to salute.

Skepticism initially greeted John R.
Vrba, vice president of sales for KTTV
(TV) Los Angeles, who let it be known
privately in New York that the station
was asking agencies to submit com-
mercials which were deemed unusual
entertainment.

He was in New York on a business
trip and while there dropped a few
suggestions at several agency offices.
Agency people came back with: “Are
you kidding?” But Mr. Vrba is un-
daunted. The programming will start
in J