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#6 WTRefligy TV SERIES FROM WHEELING, WEST VIRGINIA
Scan Zoo Animals, Inc., Los Angeles, California

Important . . . WTRF-TV Wheeling Market . . . Dominant in Rich
Booming Wheeling-Steubenville Industrial Ohio Valley . . . 214 Million
People spending 134 Billion Dollars Annually . . . 75300 Retail Outlets.

Tops in Sales . . . Service . . . Results! Better Buy e
wirf-tw
316,000 wam network color @

WHEELING 7, WEST VIRGINIA

Represented Nationally by George P. Hollingbery Company



IN INLAND CALIFORNIA
{ AND WESTERN NEVADA )

BEELINE

RADIO

delivers more

for the
money

In 1959 Kern county petroleum production was over $287 million — 294 of ihe California total. {Source: Bureau of Mines.)

You're talking to consumers with incomes well above

average when you use the Beeline stations. In Bakersfield,

for example, effective buying income per household is IVIC Cla-l-c hy

$8095* — 27% higher than the national average, 16%

higher than California’s average. This is sales potential KEQBK""SAC?MENW

for your product. B d .l.' KBEE o nooesio
Beeline’s KERN helps you tap it. In fact, throughout roa CaS lng *Mj.q FRESNé

Inland California and Western Nevada, the Beeline sta-

tions deliver more radio homes than any other combin-

ation of stations — and at the lowest cost per thousand COI I Ipa ny

(Nielsen, SR&D).

KERN. o saxersriéo
e

SACRAMENTO, CALIFORNIA
*Sales Management, May, 1961 PAUL H, RAYMER CO.. NATIONAL REPRESENTATIVE
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Sither way you look......

... Channel 4 delivers more homes in the Dallas-Ft. Worth market. Both the ARB Market
Reports and the Nielsen Station Indexes consistently show KRLD-TV delivering more homes
than any other station in the great Dallas-Ft. Worth market.

We invite you to examine your latest ARB and Nielsen reports and then contact your Bran-
ham representative or KRLD-TV direct.

Reach the Dallas-Ft. Worth market EFFECTIVELY with Channel 4.

i represented nationally by the Branham Company

THE DALLAS TIMES HERALD STATIONS
UM 4, p@f&df[t Wm Clyde W. Rembert, President

MAXIMUM POWER 1v.Twin to KRLD radio 1080, CBS outlet with 50,000 watts.
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Redo reorganization

NAB reorganization plan to be sub-
mitted to board of directors at meeting
in Washington this week was being
reworked last weekend by President
LeRoy Collins. After consultation with
his three-man advisory committee
(Clair R. McCollough, Steinman sta-
tions, Lancaster; Thomas C. Bostic,
KIMA Yakima, Wash.; Dwight W.
Martin, WDSU-TV New Orleans),
NAB’s new president decided to recast
plan, probabiy calling for gradual re-
organization  Advisory. committee,
plus vice chairmen of Radio-Television
Boards (Merrill Lindsay, WSOY De-
catur, IIl; William B. Quarton, WMT-
TV Cedar Rapids, Iowa) and immedi-
ate past tv board chairman, W. D.
(Dub) Rogers, KDUB-TV Lubbock,
Tex., meets in Washington today pre-
paratory to full board meeting later in
week.

Original reorganization plan, ir's be-
lieved, called for centralization of con-
trol in chief executive beyond tha!
considered advisable ar this tine.
Whereas it had been thought maxi-
mum benefit would ensue if combined
board were reduced sharply in size
front present 43, it presumably was felt
such drastic reduction now would be
premature.

Tv crawls next

Dead-serious NAB tv code revam-
pers are eyeing a new target—the
endless crawls at the close of pro-
grams. If Tv Board approves triple-
spotting ban cut in participating com-
mercials this week, serious effort will
be made to cut crawls. One big prob-
lem will be union contracts, which in-
herited practice from Hollywood.
Codifiers want to eliminate big hunks
of non-program material such as
names of assistant hair-dressers, fourth
assistant directors and bit players.

NAB to fill vacancies

Summer meeting of NAB board
this week will feature changes in both
Radio and Tv Board structures. Both
chairman and vice chairman will be
elected by Radio Board, which tech-
nically has had no chairman since
Tom Bostic, KIMA Yakima, left
board at end of term in May. Merrill
Lindsay, WSOY Decatur, Ill., vice
chairman and past chairman, is favor-
ite for chairmanship. Tv Board will
fill vacancy in tv-only class, created
when Joseph C. Drilling moved from
KIJEO (TV) Fresno, Calif., to WIW-
TV Akron, Ohio, which has radio ad-
junct. NAB staff vacancy created by
move of Charles H. Tower, tv vice
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1735 DeSales St.,, N. W., Washington 6, D. C.
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president, to Corinthian stations, will
be filled by Gov. Collins.

Tom Bostic, it's learned, is not eli-
gible under present rules 10 continue
on Gov. Collins advisory committee.
Board action setting up three-man ad-
visory group last winter specified it
consist of chairmen of combined ra-
dio and tv boards.

Dwight W. Martiny, WDSU-TV
New Ovleans, tv chairman, and Wil-
limmn B. Quarton, WMT-TV Cedar
Rapids, lowa, vice chairman, were
elected by tv board during May NAB
convention. Clair R. McCollough,
Steinman  Stations, and Mr. Martin
serve on present advisory commiltee
with Mr. Bostic.

Search and research

It's sure bet that NAB board this
week will be asked by President Le-
Roy Collins to approve preliminary
steps leading toward establishment of
permanent research center of kind he
described in his speech at association’s
convention last month. Since speech,
several university research centers
have volunteered interest in plan, and
at least one large foundation has in-
dicated willingness to discuss endow-
ments. What Gov. Collins will prob-
ably suggest is formation of small
committee of broadcasters with strong
research or education backgrounds
to study how center could be created.

Blast hurts market

FCC Chairman Newton N. Minow’s
blast against U. S. television program-
ming is having repercussions in for-
eign countries—to consternation of
distributors of U. S. films abroad. Re-
ports filtering in from Australia, Mex-
ico and other countries point up Mr.
Minow’s criticism and quote foreign
producers and community leaders as
saying U. S. product should be re-
stricted.

CBS radio meet

Agenda is still in work, but time
and place for CBS Radio affiliates’

annual convention have been set:
Sept. 18-19, at Waldorf-Astoria in
New York.

All-channel tv

After delay of several months,
Budget Bureau and White House put
stamp of approval last week on FCC
proposal backing legislation requiring
manufacturers to produce all-channel

Second-class postage paid a

Letter of transmittal, with
proposed legislation, will go to Con-
gress this week—or as soon as budget
approval is given in writing. Several
weeks ago, FCC bill was sent from
budget to White House without any
official explanation.

tv sets.

On the line

Crowell-Collier expansion into New
York and Washington will be on line
this week when FCC considers that
broadcaster’s response to questions re-
garding purported programming ex-
cesses at its West Coast operations and
technical violations in Minneapolis-
St. Paul. C-C is seeking to buy
WMGM New York for $11 million.
FCC renewed that station’s license last
month, absolving it of payola allega-
tion, but passed over consideration of
sale to C-C.

C-C is scheduled 10 buy WGMS-
AM-FM Washington from RKO Gen-
eral for $1.5 million, if RKO General
wins right 10 buy NBC's WRC-AM-
FM-TV Washington. This, in turn, is
dependent on FCC approval of pack-
age RKO General-NBC deal whereby
both exchange facilities in Boston and
Philadelphia, respectively, and NAB is
permitted to buy KTVU (TV) San
Francisco.

Censorship in brass

Is move afoot to shift standby cen-
sorship organization in event of na-
tional emergency from White House
(OCDM) to Defense Department?
Report, as yet unverified, is that White
House in evolving reorganization of
OCDM under which standby censor-
ship organization is now provided,
would shift all censorship responsi-
bilities—civil as well as military—to
military. This would be stoutly re-
sisted by mass media, although they
probably would not object to control
of cables, mails, etc. by military.

Virtually since end of World War
I when U. 8. Office of Censorship
was abolished, standby organization,
fully staffed with key personnel (many
of whom were with old organization)
has been activated. While identities
of key figures are classified, ir's rather
well-known in news field who they
are. Byron Price, former execurive
editor of Associated Press and former
Asst. Secretary General of UN, now
retired, was World War II's censor-
ship chief and he was instrumental in
devising standby organization.

53rd issue (Yearbook Number) published in September, by Broapcasting PubLications INc,
Washington, D. C., and additional offices.
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In 108 Richmond Drug Stores

Every member of the Richmond Pharmaceutical Association
displays the WXEX-TV Spotlight Product merchandiser in
a high traffic area. .. gives you extra sales push at the point
of purchase. Just one of the many outstanding merchan-
dising services of the best buy in Richmond and Central
Virginia: WXEX-TV. Call our representative for details.

NBC-TV Basic: Tom Tinsley, President; Irvin Abeloff, Vice President.

National Representatives: Select Station Representatives in New York, Baltimore, J
washington and Philadelphia; Adam Yoeung in Boston, Detroit, Chicago, St. Louis, A

San Francisco, Los Angeles, Minneapolis, Milwaukee, Cincinnati, Cleveland, Pittsburgh . [ |
and Seattle; James S. Ayers in the South and Southwest. i
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WEEK IN BRIEF

NAB’s Tv Code Board members are really serious about
overcrowding of commercials. Triple-spotting banned,
participation half-hour commercial time cut to four min-
utes in recommended changes. See . ..

CUTTING CODE COMMERCIALS... 31

Ever wonder just what an agency timebuyer does with
his {ofter her) time? An NBC Spot Sales study discloses
these important people need flexibility so they can get
into more creative advertising functions. See . ..

ARE TIMEBUYERS TIED? ... 48

They indulged in the current No. 1 sport at the Senate
Juvenile Delinquency hearings last week, depicting tele-
vision as a blend of blood, guts and adventure. NBC-TV's
‘Whispering Smith’ was the prime exhibit, See . ..

MORE COAL-RAKING FOR TV... 60

A new reservoir of locally produced cultural tv pro-
grams will be made available by yearend, according to
new Television Affiliates Corp. This service has been
started by a group of prominent broadcasters. See

CULTURAL PROGRAM EXCHANGE ... 76

It's going to be unanimous, this one-third increase in
the time allowed by network for station breaks. CBS-TV
increases to 42 seconds (ABC-TV now is 40 seconds) and
NBC-TV is expected to follow CBS. See ...

TREND BECOMES REALITY ... 45

Look out, Jack Paar. Westinghouse is out to grab late-
night viewers with what may be the biggest tape syndica-
tion project started in the industry. It's a five-night,
90-minute series called ‘PM East’ and 'PM West.! See . ..

NEW LATE-NIGHT SERIES ... 73

Well, the show's over in little Kingstree, S. C., and the
feds have gone home. Tv cameras covered the final phases
of FCC hearing into the license renewal of WDKD. A dj's
patter gives onlookers a shock. See ...

KINGSTREE HEARING ENDS ... 64

Three groups of tv advertisers—tobacco, soft drink and
insurance companies—provide gross billings of $143 mil-
lion, according to TvB. Brown & Williamson and R. J.
Reynolds head tv tobacco advertisers. See .

THREE BIG TV SPENDERS ... 43

Paramount's in the color tv scene once more, demon-
strating two prototypes of its own receivers. One big fea-
ture—a single-gun color tube. Price described as 25%
under level of RCA's lowest-cost model. See . ..

PARAMOUNT SHOWS COLOR SET ... 70

One way or another, Congress intends to adopt some
sort of FCC reorganization plan of its own instead of the
proposal of FCC Chairman Minow. Harris, Pastore intro-
duce bills; hearing slated on Harris plan. See ...

EVERYBODY'S IN FCC ACT... 68

DEPARTMENTS
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Checked Your / Grass Roots Lately? )

Agency men, figuring nobody knows a back yard better than the guy who lives in front
of it, often supplement reference books with see-for-yourself factfinding. B Their
first stop in Omaha is KMTV. They ask for information they can’t find in the
books. We have it. B Station images come into sharp focus at close range. The
choice is KMTV. B When you buy KMTV, Omaha and Lincoln (and most people do)
join the see-for-yourself trend. Tell us, or Petry, when you’ll arrive. KMTV-3-OMAHA.
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Late news breaks on this page and on page 10
Complete coverage of week begins on page 31

AT DEADLINE

Writers to testify
on ‘violence’ orders

Chairman Thomas Dodd (D-Conn.)
said Friday his Senate Juvenile Delin-
quency Subcommittee will hear from
tv writers who will testify they were
told to “beef up” their scripts with vio-
lence if they expect to sell them.

He made statement as William T.
Orr, Warner Bros. production vice pres-
ident, was testifying at subcommittee
hearing on possible connection between
television and juvenile delinquency (see
story page 60).

Mr. Orr denied knowledge of such
orders at Warner Bros. But he con-
ceded violence “is sometimes” added to
scripts when necessary to Western for-
mat. Mr. Orr’s testimony followed
screening of segments from three epi-
sodes of Cheyenne, ABC show pro-
duced by Warner Bros. Subcommittee
contended segments contained excessive
violence and brutality.

Two ABC executives, Thomas W.
Moore, programming vice president,
and Grace M. Johnson, continuity di-
rector, said network does not condone
violence or horror in shows for their
own sake. '

Along with Mr. Orr, they defended
Cheyenne, contending it teaches sound
moral values. Both said no proof exists
of link between tv crime and juvenile
delinquency.

James V. Bennett, director of Fed-
eral Prisons, however, said “definite re-
lationship” exists, basing assertion on
surveys he said were made of inmates
at several federal institutions.

Dr. Wilbur T. Schramm, of Stan-
ford U. said while tv cannot be con-
sidered sole cause of juvenile delin-
quency, crime shown on medium does
“trigger” latent aggressions in some
children. “Amount of tv violence is
too dangerous to go on,” he said.

Hearing continues Tuesday, moves
to New York Thursday and possibly
Friday. Three network tv chiefs will
testify then. NAB President LeRoy
Collins and FCC Chairman Newton N.
Minow are expected to testify next
week.

Engineering firm disbands

Washington consulting engineering
firm of Page, Creutz, Steel & Waldsch-
mitt after 15 years was disbanded Fri-
day. John Creutz and Arthur Snow-
berger will remain in association at
1413 K St. David L. Steel Sr. will re-
main at K Street address unti! he can
secure own office quarters. Willis C.

Davis heads NTA

Leonard Davis, who led fruit-
less proxy fight to secure seats on
National Telefilm Assoc. board
for himself and his attorney,
Philip Handsman ( BROADCASTING,
March 27, April 3, 10) has be-
come NTA president, board chair-
man and chief executive officer,
BROADCASTING learned "Friday.
Official announcement was to be
made Saturday (June 10).

He succeeds Charles L. Glett,
who had held post only two weeks
(BROADCASTING, May 29). Group
insurance specialist handling poli-
cies with annual premiums of
over $30 million, Mr. Davis suc-
ceeded in gaining seats on board
of National Theatres & Television,
largest (38% ) NTA stockholder
with NT&T’s losses in NTA his
major issue (BROADCASTING, April
10, 17, 24).

Beecher, associate, will establish private
practice, but will remain at K Street
address. Both Esterly C. Page an Jo-
seph A. Waldschmitt have been most
active recently in Page Communica-
tions Inc., Mr. Page as chairman and
Mr. Waldschmitt as president.

Communicators set
Northwestern talks

Mass media and their responsibilities
in free, democratic society, will under-
go scrutiny at conference called for
Aug. 3-4 at Northwestern U. School of
Law, Chicago, with FCC Chairman
Newton N. Minow and score of others
prominent in communications, tv and
journalism among participants.

Mr. Minow and J. Leonard Reinsch,
executive director of Cox stations, both
graduates of Northwestern, jointly initi-
ated seminar at which Mr. Reinsch will
preside over one open and two closed
sessions. It’s first such symposium at
major university since tv became factor
in mass communications.

In addition to Messrs. Minow and
Reinsch, others who have accepted invi-
tations include: Pierre Salinger, news
secretary to President Kennedy; Prof.
Louis Jaffe, Harvard Law School; Dean
Roscoe Barrow, U. of Cincinnati Law
School and author of controversial Bar-
row report on network operations; Fair-
fax Cone, chairman, Foote, Cone &
Belding, Chicago; Clair R. McCollough,
Steinman stations and chairman, NAB
Board; Ralph McGill, publisher, At-

lante Constitution; Ward L. Quaal,
WGN Inc.; Wililam R. McAndrew,
executive vice president in charge of
news at NBC; W. Theodore Pierson,
Washington communications attorney;
Peter Goelet, president, National Audi-
ence Board; Sig Mickelson, Time, Inc.;
Prof. Nathaniel Nathanson and John E.
Coons, Northwestern School of Law;
M. S. Novik, broadcast consultant;
Warren Agee, executive officer, Sigma
Deita Chi, and Sol Taishoff, editor and
publisher, BROADCASTING and Television
magazines.

NBC follows suit,
ups station breaks

NBC officials said Friday they will
“reluctantly . . . follow the lead of
ABC and CBS” in extending affiliates’
prime-time station breaks from 30
seconds to 42, effective as new pro-
grams start this fall (also see story
page 45). With this decision network
abandoned plans, announced last winter,
to give affiliates 70-second breaks after
four 7:30-8:30 p.m. programs that
are sold on participation basis.

Decision was disclosed after meeting
with NBC-TV affiliates board of dele-
gates, which agreed that use of ex-
panded breaks for triple-spotting would
be “highly undesirable and extremely
inadvisable.” Authorities said delegates
board, headed by Jack Harris of KPRC-
TV Houston, will “urge all affiliates to
give NBC written assurance that they
will not triple-spot,” and that network
is confident of getting this written
pledge.

Delegates also approved netwerk’s
fall advertising and promotion plans
and adopted resolution hailing NBC-
TV’s upcoming lineup as “the most
promising fall schedule in network his-
tory.”

Rich sees haltered ID
under 40-second breaks

Tv networks’ 40-second station break
will reduce present maneuverability of
ID advertiser, Lee Rich, Benton &
Bowles senior vice president, media and
programming, told agency account peo-
ple in memo Friday (June 9).

ID advertiser, he felt, will be frus-
trated because stations will try to fill
breaks with two 20-second announce-
ments and such announcements will
hold “strong positions” in network line-
ups. There'll also be 40-second an-
nouncement to fill break, he predicted,
but said he’d recommend them only
under special conditions.

s sy e e mofe AT DEADLINE page 10
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Mr. Fuller

Mr. Beckwith

Aaron Beckwith and Delbert O. Full-
er Jr. elected vps at BBDO, N, Y. Mr.
Beckwith, tv account supervisor, joined
agency in March 1959. He had been
program sales manager for ABC-TV,
and previously was vp in charge of
N. Y. film activities for Music Corp. of
America; vp and general manager of
United Television Programs; director of
business for National Telefilm Assoc.,
and manager of WHEN Syracuse. Mr.

Fuller joined BBDO in 1957 as account
executive. He was named group head
last year. Previously, he had served as
product manager, General Foods Corp.

Harold (Hap)
Anderson, gen-
eral manager of
WINS New
York, appointed
president  and
general manager
of First Carolina
Corp., Colum-
bia, S. C., hold-
ers of construc-
tion permit for
WCCA-TV Co-
lumbia. Station is expected to start op-
erating on uhf ch. 25 on Labor Day.
Mr. Anderson joined WINS in 1959
after serving for year as president of
Founders Corp., holding and investment
company with broadcast properties.

Mr. Anderson

Lewis J. Rach-
mil, administra-
tor of west coast
office of Ziv-
United  Artists
since 1960, ap-
pointed vp in
charge of pro-
duction opera-
tions for com-
pany. He joined
Ziv-UA in 1959
as producer of
Men Into Space series. Earlier he had
been producer at Paramount, RKQO and
Columbia Pictures on such feature films
as “Androcles and the Lion,” “Violent
Men” and “Miss Sadie Thompson.” Mr.
Rachmil began his career in 1930 as
art director for Paramount Pictures on
Long Island, later working with Sol
Lesser Productions, Hollywood. He was
with RKO from 1942-49 and Columbia
from 1952-59.

Mr. Rachmil

For other personnel changes of the week see FATES & FORTUNES
e e T e

FCC may consider sins
of past, Harris toid

Possibility of sanctions against law-
yers who represented clients in famous
ex parte cases was raised in FCC testi-
mony Friday (June 9) which wound
up hearings by House Commerce Com-
mittee on HR 14, called Independent
Regulatory Agencies Act of 1961 (see
page 64).

Commission endorsed objectives of
bill but urged that “great care” be
taken to assure that FCC is not unduly
shackled by unworkable procedures
which would result in delayed decisions.
FCC asked that definition of *“on-the-
record” refer to those matters covered
by “statute” rather than by *law” as
now drafted.

As bill now reads, commissioners
said, they are unable to determine when
off-the-record contacts would be per-
mitted in rulemaking proceedings. Rep.
Oren Harris (D-Ark.), committee
chairman and author of HR 14, said
bill gives FCC discretion to decide
when matters go on record.

Commissioners unanimously opposed
section which, they said, makes sub-
stantial changes in present law govern-
ing separation of functions. Section
would unduly burden administrative
process and place restrictions on FCC
use of its staff, FCC Chairman Newton
Minow maintained.

Four commissioners present (Minow,

10

Rosel Hyde, Frederick Ford and T. A.
M. Craven) huddled for few minutes
when Rep. Harris asked if FCC con-
templates any sanctions against attor-
neys involved in ex parte cases which
have been subjects of rehearings. After
huddle, Chairman Minow said that all
cases are still pending and any sanctions
will be considered after final decisions
have been made on ex parie cases.

U. S.-Mexico treaty begins

Three-year procedure on U. S.-Mex-
ico radio agreement was scheduled to
wind up over weekend, putting con-
tinental frequency treaty into full op-
eration. U. S. Ambassador to Mexico
Thomas C. Mann was to meet Friday
(June 9) with Mexican government
officials for exchange of documents.
U. S. ratified 1951 NARBA and 1957
Mexico treaty within past year. U. S.
and Mexico have operated under “gen-
tlemen’s agreement” pending ratifica-
tron.

Anti-station-break meeting

Young & Rubicam, N. Y., has in-
vited station representatives in New
York to attend meeting in Y&R’s audi-
torium on Wednesday (June 14) to
discuss informally what action may be
taken by network affiliates on increase
of station break time. In recent weeks
Y&R has spearheaded drive in opposi-
tion to network plans to expand station
break periods this fall.

CBS opposes federal aid
for campaign broadcasts

Legislation to help finance election
campaign broadcasts with federal funds
was opposed by CBS in June 9 state-
ment to Senate Privileges and Elections
Subcommittee (earlier story page 68).

Thomas K. Fisher, vice president-
general counsel said § 227 would
promote compulsory sale of broadcast
time to political parties. CBS opposed
another bill (S 1555) for payment of
half of campaign broadcast costs to
licensees on same grounds.

CBS objected to third measure (S
1628) revising Sec. 315 (equal time)
on ground it omits, perhaps inadver-
tently, 1959 amendment exempting
newscasts from Sec. 315 equal-time
provisions.

House to vote on JFK plan

House Majority Leader John W. Mc-
Cormack announced Friday House will
vote this Thursday on President’s plan
to reorganize FCC (see story page 68).
House rejection is expected.

Bartell wants ch. 14

Bartell Broadcasters Inc., licensee
of WADO New York, Friday (June 9)
asked FCC to assign uhf ch. 14 to New
York. Bartell said it would apply for
channel and would program extensively
in foreign languages and for minority
groups.
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FIRST OFF THE NETWORK!

THE FABULOUS
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MASTERSON

starring

GENE BARRY

TV'S MOST DISTINCTIVE, MOST ROMANTIC WESTERN!

BAT GETS THE GALS!

BAT MASTERSON won a higher per-

centage of women viewers than other
top-rated westerns!'

STRIP-PROGRAM
BAT MASTERSON
Larger audiences, greater sales

opportunities! Great for afternoon
viewing!

THREE SENSATIONAL YEARS ON
NBC FOR THE SAME SPONSORS!

BEATS: alcoa-Good-
year Playhouse, M-Squad,
DuPont Show, Arthur
Murray . . . and others

1009, of the time!

BEATS: Dinah Shore
Chevy Show, Leave It To
Beaver, Loretta Young,
Ozzie & Harriet . . . and
others over

809 of the time!

BEATS: Twilight Zone,
Riverboat, Gale Storm,
Adventures in Paradise
.. . and others over

90% of the time!

BEATS: The Untouch-
abies, Peter Gunn, Sugar-
foot, Hennesey . . . and
others over

509, of the time!

Source: Nielsen: Nov. '59-Apr, '60

Already bought in @ New York City ® Chicago @
Los Angefes ® Phoenix @ New Orleans @ Tulsa

RATING-PROVED! ZIV-PRODUCED

A Division of

ZIN-UNITED ARTISTS, INC.

488 Madison Ave., New York 22, N. Y.




BUSINESS IN
CINCINNATI

Standard Rate can tell you the watt-

power of a radio station. But it takes a
local merchant—the butcher, the baker
or the candlestick maker—to know its
sales-power. Take Cincinnati for exam-
ple. Regional advertisers by the score—
ones who know the score—will tell you
that if you want to take Cincinnati by
storm, take WCKY. Daytime or nighttime
—3 o'clock in the morning or 5 in the
afternoon —WCKY drums up a storm of
sales up and down the billion dollar Ohio
River Valley . .. at a cost-per-million-
Nielsen-homes so low it looks like it's a
mistake. The men from AM Radio Sales
beat the drums for WCKY —Cincinnati.

WCKY-RADIO IS SOME BUY
50,000 WATTS « CINCINNATI
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A calendar of important meetings and
events in the field of communications

*Indicates first or revised listing.

JUNE

June 12—Hollywood Advertising Club, 12
noon, at Hollywood Roosevelt Hotel. James
T. Quirk, publisher, Tv Guide, will speak on
“Can television satisfy its critics.” New
officers, headed by Incoming President
George Allen, will be installed.

June 12—Deadline for comments on FCC
proposed rulemaking to curb “hidden plugs"
and “payola.”

June 12-13—Third National IRE Symposium
on Radio Frequency Interference. D. R. J.
White, Don White Assoc., chairman. Maj.
Gen. James Dreyfus, USA, keynote speaker.
Main program sessions will be chaired by
E. W. Allen, FCC chief engineer; Stuart L.
Bailey, Jansky & Bailey; H. Dinger, Naval
Research Lab., and Dr. R. Showers, U. of
Pennsylvania. Henry Randall, Office of Re-
search & Engineering, Dept. of Defense, will
preside at a special session on the govern-
ment’s electromagnetic compatibility pro-
gram. There will also be a serles of tutorial
sesstons. Sheraton-Park Hotel, Washington,
D. C.

June 12-15—World Conference on Mission-
ary Radio. Third World Conference on
Christian Communications. Concordia Col-
lege, Milwaukee, Wis.

June 13—Television Film Assn.,, monthly
meeting. Masquers Club, Hollywood, 8 p.m.
Peck Prior, Campbell-Ewald tv commercial
producer, will discuss factors used in de-
termining whether a commercial should be
done live, on film or on tape.

June 14—Dinner honoring Don Belding
retired founder-partner of Foote, Cone &
Belding, for his many services to his city,
state and country, at the Beverly Hilton
Hotel, Beverly Hills, Calif., Sponsored by
the L, A. Chapter, Assn. of the United
States Army. Speakers include: Elvis J.
Stahr Jr., secretary of the Army. Freedom
Foundations honorary President Herbert
Hoover Jr., Admiral Arthur W. Radford;
Edward C. Von Tress, senior vp of Curtis
Publishing Co., on behalf of The Advertis-
ing Council; Lt. Gen. Walter 1. Weible;
Sheriff Peter Pitchess, on behalf of the
Arthritis & Rheumatism Foundation. Offices
of the Governor of California, the Mayor of
Los Angeles, The L. A. County Board of
Supervisors and the L. A. Chamber of
Commerce will also pay trlbute to Mr.
Belding.

June 14-15—Institute of Radio Engineers,
conference. Hotel Sheraton, Philadelphia.
June 14-16—Florida Assn. of Broadcasters,
annual convention. Seville Hotel, Miami
Beach. Speakers include Eldon Campbell,
general manager WFBM-AM-TV Indian-
apolis; Harold Cowgill, former chief of FCC
Broadcast Bureau on “License Renewals”
and FCC Commissioner Robert T. Bartley.
June 14-16—Virginia Assn. of Broadcasters,
annual meeting. Hotel Roanoke, Roanoke.
*June 14-17—NAB board of directors meet-
ing. Washington.

June 15—Deadline for radio-tv entries to
1861 “Oscars in Agriculture” awards spon-
sored by DeKalb Agricultural Assn. Inc.,
DeKalb, Ill. Address: Room 3500, 35 E.
Watker Drive, Chicago 1.

June 10-20 — Institute of Radio Engineers,
conference on broadcast and television re-
ceivers. O'Hare Inn, Chicago.

June 19-21 — American Marketing Assn,,
national conference. Ambassador Hotel, Los
Angeles.

June 19-22—Wayne State U./Radio Corp. of
America, invitational television conference.
University City, Detroit.

June 19-23—National Community Television
Assn., convention. Jack Tar Hotel, San Fran-
cisco.

BROADCASTING, une 12, 1961

KVOO~TV

NUMBER1 IN QUARTER HOURS

6p.m. to 10 p.m.

MONDAY THRU SATURDAY Ln

TULSA’S
QUARTER HOURS

According to the latest Tulsa ARB survey
(March, ‘61, KYOO-TV takes the honors in

r top-rated . quarter shours in -3 different
T periods: sign-on to noor; 6:00 p.m. to 10:00
EL 0 p.m. to sign-aff. Viewer prefer

p.m.; 10:00

ance chnﬁr;ms 'rhef in:hfhai this is Tul-ﬁi:l
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COVER
FLORIDA'S ‘=
2nd
LARGEST

MARKET*
and

29 Counties
with 1 Station!

Tampa-St. Petersburg is Florida's
second largest market, with a
metro population of 772453*!
But that’s not all! WSUN is the
only station on Florida's West
coast covering the entire 29
county area with 1,420,007* resi-
dents.

ADD TO THIS WSUN's GREAT
ADULT AUDIENCE (97.2%)**
. » . the greatest percentage of
adult listeners. This means
ADULT BUYERS throughout the
entire 24 hour broadcast day!

REACH ALL OF FLORIDA'S 2nd
LARGEST MARKET ON THE
ADULT STATION!

%1960 Census **Pulse 6/60

620 KC

TAMPA - ST, PETERSBURG

Natl. Rep: VENARD, RINTOUL & McCONNELL
S.E. Rept JAMES S. AYERS

June 20-22 — Catholic Broadcasters Assn.
annual meeting. Calhoun Beach Hotel, Min-
neapolis-St. Paul, Minn.

*June 22-23—Wisconsin Broadcasters Assn.,
Dell View Hotel, Wisconsin Dells. Speakers
include FCC Commissioner Rosel H. Hyde
and Washington attorney, James McKenna.
June 22-24 — Mutual Advertising Agency
Network, creative seminar. Palmer House,
Chicago.

June 23-24—Colorado Broadcasters Assn.,
annual convention. L.a Court Hotel, Grand
Junction.

June 23-24—Maryland-D. C. Broadcasters'
Assn., summer meeting. Ocean City, Md.
June 25-29 -~ National Advertising Agency
Network, annual management conference.
Broadmoor Hotel, Colorado Springs, Colo.
June 25-29—American Academy of Adver-
tising, annual convention. U. of Washington,
Seattle.

June 25-29—Advertising Assn, of the West,
annual convention. Olympic Hotel, Seattle.

June 25-30 — First Advertising Agency
Group, annual conference. Theme: '‘The
Agency of Tomorrow."” King's Inn, San
Diego, Calif.

June 26-27 — Washington State Assn. of
Broadcasters, spring conference. Olympia
Hotel, Seattle.

June 26-28—National Convention on Mili-
tary Electronics. Sponsored by Professional
Group on Military Electronics, IRE. Shore-
ham Hotel, Washington, D. C.

JULY

July 1—Chicago Publicity Club, 20th anni-
versary celebration. J. Leonard Reinsch,
Cox Stations and radio-tv advisor to Presi-
dent Kennedy will be principal speaker.
Mayfair Room, Sheraton-Blackstone Hotel.
Chicago.

July 1—UPI Broadcasters of Pennsylvania,

annual meeting. Penn-Harris Hotel, Harris-
burg.

*July 6—Deadline for comments on FCC
proposal to reserve a vhf channel in New
York and Los Angeles for educational use.

*July 9-21—NAB Seminar, Harvard Graduate
School of Business Administration, Harvard
campus, Boston.

July 10-12—National Assn. of Television &
Radic Farm Directors convention, Shoreham
Hotel. Washington, D. C.

July 10-28—Three week summer worksha;
on Television in Education, U. of Californis.
at Los Angeles.

July 16-18—South Carolina Assn. of Broad-
casters, summer convention. Ocean Forest
Myrtle Beach.

July 24—Deadline for submission on briefs
to the FCC in Boston ch. 5 re-evaluation.
This is the Pproceeding to reconsider the
1957 grant to WHDH Inc., due to ex parte
contacts made by principals of WHDH Inec.
and Massachusetis Bay Telecasters Inc. The
third applicant is Greater Boston Television
Corp. Reply comments are due 10 days
after July 24. Oral argument before the FCC
en banc is scheduled, but no date has been
set.

July 30-Aug. 5—American Women in Radio
& Television, first mid-career seminar. Syra-
cuse U., Syracuse, N. Y,

AUGUST

Aug., 1-4—Advertising Age Summer Work-
shop on Creativity in Advertising. Palmer
House, Chicago. Participants include Nor-
man (Pete) Cash, TvB; Marion Harper Jr,,
Interpublic Inc.; Leoc Burnett, Leo Burnett
Inc.; Fairfax M. Cone, Foote, Cone & Beld-
ing; Edgar Kobak, management consultant.

TvB Sales Clinics

June 13—Omaha.

June 15—Oklahoma City.
June 20—San Antonio.
June 22—New Orleans.
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Laughs all the way—250 of the very best from Groucho's eleven-
year network comedy hit, available in first-run syndication for
Fall starting dates ¢ All-time audience winner—Groucho led his
network time period for more than 10 broadcast seasons with:
an average audience share of 54.8 and this season is reaching
a national Nielsen total of 10,500,000 homes™ e Profit-proven
- program—Performed for such first-rank advertisers as' DeSoto,
Plymouth, Pharmaceuticals, Inc., Toni, P. Lorillard, Block Drugs




! stars—Bob Hope, Harpo Marx,
Ernie Kovacs—everybody B is anybody finds his way to
fun with Groucho e Personal (g salesmanship—The whole
fFamily goes for his leprechaun- sharp wit and acrobatic
eyes. Over the years Groucho has delivered average family'
audiences-per-minute of 22,312,000 e Pick your- =
self a pace-setter for the coming season. For the
secret word—*Success"—buy THE BEST OF GROUCHO.

FILMS



NO, THIS IS “KNOE-LAND"

West Mississippi)
JUST LOOK AT THIS MARKET DATA

Population 1,520,100 Drug Sales $ 40,355,000
Households 423,600 Automotive Sales $ 269,539,000
Consumer Spendable Income General Merchandise  § 148,789,000

$1,761,169,000 Total Retail Sales $1,286,255,000
Food Sales 300,486,000

$
KNOE-TV AVERAGES 71.7% SHARE OF AUDIENCE
According to March, 1961 ARB we average 71.7% share of audience from
9 a.m, to midnight, 7 days o week in Monroe metropolitan trade area.

KNOE-TYV

Channel 8
Monroe, Louisiana

The only commercial TV station licensed to
Monroe.

Photo: The Carey Salt Mine, Winnfield, Louisiana.

CBS e ABC

A James A. Noe Station
Represented by
H-R Television, Inc.

£ VESTIGIAL
3 SIDEBAND
2 FILTERS
§ Channels 2 thru 13
,':;-ii b Constant

T Impedance

'a P No Field Tuning
Ei'l Required

ig p 5 kw Peak

g Visual Power
L) Proven in

5 . Service

v Write for

“LriEsaal i |

AMCI

{ O Information ©
and catalog.

Manufacturing Company

299 ATLANTIC AVE., BOSTON, MASS.

OPEN MIKE ®

Los Angeles story

EDITOR: Congratulations on your Los
Angeles section in the May 29 Broap-
CASTING. Your editorial and research
people did a very good job of present-
ing the Los Angeles story both from a
radio and tv standpoint, as well as that
of other media. . . .—Darwin H. Clark,
President, Darwin H. Clark Co. Adv.,
Los Angeles.

[Reprints of BroapcAsTING's special report
on Los Angeles are available at 25 cents

each in gquantities up to 100; 15 cents each
in quantities of more than 100.]

FCC in Maytime

EDITOR: Lines from a broadcaster’s
Waste Land:
May is the cruelest month,
breeding

Minows out of water over the
dam, mixing
Judicial with administrative
metaphors, stirring
Dull programming with spring
threats.
W hen lovely woman stoops to
folly and
Paces about her room again,
alone,
She smooths her hair with
automatic hand,
And schedules a public service
tape.
—Theo Mandelstam, Copy Chief, Henry
J. Kaufman & Assoc., Washington.

Machines vs. mediocrity

EDITOR: I understand some makers of
automation equipment are worried that
Chairman Minow’'s urgings of more
local live programming may arrest the
sales of automatic gear. I think they're
wrong.

It is only through automation—com-
plete automation—that broadcasters can
do a better job. Machines eliminate
mediocrity and permit the employment
of smarter people for better and more
profitable public service. Everything the
chairman wants can be done better with
machines than without them.—Rogan
Jones, President, International Good
Music Inc., Bellingham, Wash.

Yearbook listings

EDITOR: I thought you might be inter-
ested in knowing that your list of radio
and television stations (from the BrRoap-
CASTING Yearbook) is the best one I
have ever encountered. I was radio and
tv coordinator for the 1960 White House
Conference on Children and Youth and
used [other] lists and had many tran-
scriptions and tv slides returned because
of inaccurate addressing. Then I was

BROADCASTING, June 12, 1961
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FOUND: 140,180,440 paid
to personnel at militar

bases in the Providence, R.1.
market area (Quonset,
Davigville, Newport, New
London and Otis Air Force
Base). This is a plus not
listed in any census break-
down of the rich, growing
Providence market — a juicy
bonus waiting to be picked
up by advertisers on WJAR-
TV, the only TV station
that puts a grade A signal
into all these bases. To
claim, contact Edward Petry
& Co., Inc. WJAR-TV o«

NBC « ABC.

2



ﬂlﬂ sells to more adults

per minute, per dollar

in all 8 Southern California
counties than any other
radio station.

JOHN POOLE BROADCASTING COMPANY, INC.
6540 Sunset Blvd., Los Angeles 28, Calif.
HONywood 3-3205

Natlonal Representative: Weed Radio Corp.

William Esty’s
got a secret!

William Esty does indeed have
a secret. It concerns something
this aggressive agency has done
— and is still doing.

Give up?

The secret is this: Esty is
smoking up a storm of ciga-
rette sales by using the live

wire station in Providence —

WICE.

We trust our friends at Esty
will forgive us for blabbing
like this. Actually, Esty’s suc-
cess never has been a secret in
Providence. Once you run s
commercial on WICE your cli-
ent’s cat is out of the bag and

scurrying all over town.

>
we m C
PROVIDENCE

AN ELLIOT STATION
Representatives: Avery-Knodel

22 {OPEN MIKE)

fortunate enough to use your list.

When I was moved to the White
House Conference on Aging to handle
their radio and tv, I sent out radio tran-
scriptions and tv material, using your
list. Not one . . . sent to tv stations
was returned; only three radio tran-
scriptions were returned and that was
because the stations were out of busi-
ness . . .—Josephine McQuillin, Infor-
mation Officer, St. Elizabeths Hospital,
Dept. of Health, Education & Welfare,
Washington.

Quality's available

EDITOR: At the recent NAB convention
FCC Chairman Newton N. Minow
warned broadcasters to improve their
product or get off the air. . . . Mr.
Minow apparently did not feel called
upon to mention . . . that there are
broadcasters who have a product of the
highest order, but who might soon be
off the air since no one, including Mr.
Minow, will support them.

I refer to fm, of course. To support
my point I [refer you to] the May 20
issue of the Saturday Review, which
mentions a public service series aired
by KQAL-FM. ...

We intend to continue with quality
broadcasting, even if we go broke doing
it. But let no man say that quality isn’t
available on the public air waves. It is
and anyone who wants to can listen.
—Jack L. Katz, President, KQAL-FM
Omaha.

Needed combination?

EDITOR: . . . Broadcasters must not wait
for advertisers to give them direct sup-
port (sponsorship) of public service
programs, although they might reason-
ably expect advertisers to give indirect
support to stations and networks which
occasionally sacrifice ratings by pro-
gramming needed serious fare.

. . . Trying to change the quality of
entertainment programming is a far
more debatable project. . . . Nobody
has to watch tv or listen to the radio
and certainly nobody has to watch or
listen to the particular program you
think he ought to like. . ..

In fact, the combination of mass ap-
peal entertainment with serious news
and public affairs programming woven
into the fabric may be just what we
need.—R. Peter Straus, President,
Straus Broadcasting Group, New York.

Redcoats are coming

EpiTor: . . . I should like to assure
Mr. A. A, Schechter (OPEN MIKE, May
22) that the question on the cancella-
tion stamp is but a reminder to Britons
to buy the greatest bargain in the his-
tory of all broadcasting: sponsorship

AN

IN WORDS OF
ONE SYLLABLE...

A man who pays to get a thing, as a
rule, wants it.

Or needs it. Or both.

This is true for things men read—as
well as things they eat or wear. Which
is why we think it makes sense to
look for the ABP sign in the books
in which you plan to run your ads.

For the ABP sign in a book means
it goes to men who want it. Itis a
sign they have paid to get it. And
with some of them—a lot of them, in
fact—it is a sign they need it.

When you pay for space to talk to
men who can buy what you have to
sell, it’s a good thing to keep this in
mind. For if they want the book in
which you run your ad, there is a
good chance they will see it and read
it. And if they need the book in-
their jobs, the chance is more than
just good. It's what we used to call
a lead pipe cinch.

When you buy space to talk to men
you want to sell, buy it in the books
they buy—books that are proud to
stand a plain old test of worth: cash.
You canspot themthrough this sign:

2559Cs,, R0,

& . Q@ —= 1
& ) > %
. 2 < \:’
D 4 A\
> d »

S Py CuLa

The plus value of paid circulation is “wantedness”

.ﬂ BROADCASTING

THE GUBINESSWEERLY OF TELEVISION ANG RADKD

BROADCASTING is the only publication
in its field qualifying for
ABC and ABP membarship.
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Nielsen now reflects Mutual
Radio's new profile for coverage-
better-looking than ever

where the buying is biggest.
70% of all drugstore sales

and 66° of all food store sales
are in A and B markets.

Have you seen our profile lately’

Mutual now ties up 66°% of its
radio audience in these markets!
Mutual also covers 87 of the

top 100 markets with local

W affiliates—more than any other
network. Got a food or drugstore
account in the house 7 Buy
Mutual Radio—and you've got it
covered at the point of sale.

MUTUAL RADIO

A Service to
independent Stations

Subsidiary of
- Minnesota Mining and
/' Manutacturing Company 49




MICHIGAN'S

UPPER PENINSULA
IS EASILY AVAILABLE

NOW

The New $100,000,000
BIG-MAC Bridge

carries thousands to the U. P. daily!

Paul Bunyan Television

WTOM-TV

Cheboygan

WPBN-TV

Traverse City
One Rate Card

Covers 25 Northern Michigan Counties
INCLUDING a big chunk of .the U. P,
and parts of Canada

Offering the Only Principal
City Grade and Grade A
coverage to Traverse City,
Cheboygan, and much of Resort-Rich
Northern Michigan

Reach the MOST homes with P B N *

7000 MORE Homes Reached Than Sta. B
M-F, Noon-6 Pl
1900 MOltE Homes Reached Than Sta, B.
(M-F, 6 PM-Mid.)
MORE Homes Reached Than Sta. B.
2800 Sam6 PM-Mid.)
1900 MORE Homes Reached Than Sta. B
(Sun. 6 PM-Mid.)

SARB (March, 1960}

Les Biederma®
Generat Monodth

Lentotives

McConnell

acttonal TEPFe

yenard, Rintoul &

Network Representative Elisaheth Beckjorden
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of the BBC. That $11.20 ($2.80 for
radio only) used to buy for me, when
I lived in the United Kingdom, better
entertainment, more informative pro-
grams, and most of all, better music
than I have ever heard on any radio or
tv station in the U.S. (with the possible
exception of KPFA [FM] Berkeley,
Calif.-——and many of its programs came
from the BBC); and all of this without
the obnoxious and childish commercials
which plague American listeners end-
lessly.

. . . No one who does not have a
vested financial interest in the American
system of broadcasting . . . would prefer
it to the British system . . . unless, of
course, he were mentally retarded. In-
deed, most of our programs seem to be
designed especially for the mentally re-
tarded.—W. F. Locke, Douglas, Ga.

Hit home

EDITOR: I have always looked forward
to the cartoon in the back of your maga-
zine and I must say I really enjoyed the

!
i
!
-

Drawn for BROADCASTING by 8id Hix

“I said, ‘Atentie, we've got a clever chief engineer who can
fix your radio better than any old service man." "

BROADCASTING, May 8, 1961

one in the May 8 issue. Since I am a
chief engineer, this one really hit home.
—Arthur F. Altro, Chief Engineer,
WDOR Sturgeon Bay, Wis.

Technical wants

EDITOR: . . . I enjoy your magazine very
much. I think it might be appreciated
if you added some news about true tech-
nical achievemnents every so often.—
Arthur M. Litvin, Brooklyn, N. Y.

KSTB'’s musical survey

EDITOR: We read several months ago,
with intense interest, the story of the
music survey of KING Seattle (Broab-
CASTING, Oct. 12, 1959). We made an
intensive study of the story of this large
market survey. Then we designed a
survey for our small market of Brecken-
ridge, Tex.—9,000 people in the imme-
diate area and approximately 70,000 in
the trade area—and in proportion to our
facilities proceeded to make the survey.

This information after being assem-
bled and analyzed has been integrated
into active programming. It has re-
ceived tremendous acclaim, which
proved to be very interesting. Quite
different figures from that of KING.—
Hugh M. McBeath, General Manager,
KSTB Breckenridge, Tex.

Earlier model

EDITOR: Re the item, “Whirling der-
vish” (EQUIPMENT & ENGINEERING,
May 8) . . . a similar device holding
500 cartridges, rotating by handpower,
has been in use here for almost two
years. . . . The gentleman who designed
the unit is of modest nature but should
receive credit for this. He is Paul Von
Kunits, chief engineer of WINS, —
Herbert Greenberg, Engineering Staff,
WINS New York.

Increasingly useful

EDITOR: . We here at the univer-
sity find BROADCASTING and the BRoAD-
CASTING Yearbook to be increasingly
useful. Your coverage of the educa-
tional and commercial news is excel-
lent. . . . —Walter B. Emery, Division
of Mass Communications, Department
of Tv and Radio, Michigan State Uni-
versity, East Lansing.

Transportation successes

EDITOR: . . . It is not always possible
to index or classify the many fine ar-
ticles appearing in your magazine. We
find ourselves, at this moment, in a
position requiring rather urgently any
radio or tv success stories dealing with
transportation (ship, rail, air) which
might have appeared in the magazine
in the past.

Should this be the case, I am wonder-
ing if you could provide us with either
copies of the articles or with the dates
of the specific issues. . . —P. O. Steven,
Radio-Tv Director, McKim Adver-
tising Ltd., Montreal.

[Success story information concerning two
van lines, an airline and a railroad has been
sent to Mr. Steven.]

Radio spending

EDITOR: 1 have a copy of the 1960
BRroaDpcasTING Yearbook, but the ad-
vertising radio dollars spent in all of
the radio markets are not given. Do
you have this information or could
you please tell me where I might find
it . . .2—Robert I. Flynn, Associated
Media Brokers, Fort Lauderdale, Fla.

[The information Mr. Flynn seeks appeared
in BroapcasTiNG last fall (For THE RecoRp,
Oct. 14, 1960.)]
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Paraquay

IEW RCA 7293-A FIELD-MESH IMAGE ORTHICON
prevents
haghlight “ghost”
and “portholing”

You'll be amazed at the picture quality you get with the new RCA
7293-A! A unique combination of design features provides a pic-
ture that is essentially free of distortion and free of shading at the
sides and corners of the screen. In addition, the tube effectively sup-
presses objectionable “highlight ghost”—an effect usually encoun-
tered when a light subject is televised against a dark background.

The 7293-A offers many design advantages:

ANTI-GHOST DESIGN. “Ghost” (or highlight flare) is prevented when the tube is operated well “above
the knee” in black-and-white cameras.

ANTI.-PORTHOLE DESIGN. Tube provides uniform background right to edge and corners of picture!
Suppressor grid in electron gun re-shapes focusing field to produce a blemish-free background.

EXTREME PHOTOSENSITIVITY. Equivalent to film rated ASA 8,000! Only 10 foot-candles of incident
light are required to produce commercially acceptable pictures!

HIGH SIGNAL-TO-NOISE RATIO. Low noise component—another benefit of the suppressor grid,

HIGH RESOLUTION AND CONTRAST. Inherent high resolution and high contrast enhanced by use of
field mesh resulting in razor-sharp transition from black to white and improved corner focus.

HIGH SIGNAL.CURRENT OUTPUT. Due to extremely high photosensitivity and high-gain multiplier.

For full information on the RCA 7293-A—the camera tube that represents a major step forward in
camera pick-up—write Commercial Engineering, RCA Electron Tube Division, Harrison, N. J. For
prompt tube delivery for your station operation, call your RCA Industrial Tube Distributor.

RADIO CORPORATION OF AMERICA

‘ D!,‘ ‘
ﬁ The Most Trusted Name in Electronics
[



MONDAY MEMO from E. G. NEALE SR., president, Neale Adv. Assoc., L. A,

Radio hasn’t come back—it's never been away!

It is astounding to me that many ad-
vertisers say they are “re-discovering”
radio as an effective merchandising tool.

I say it is astounding because radio
has been there right along, serving sev-
eral generations of listeners and adver-
tisers. Radio has an admirable and
honorable history, but perhaps it was
eclipsed as an advertising medium by
the flush of television’s initial impact.

Now radio is resuming its rightful
role in the minds of men as a power to
sell, to entertain, to inform and to do
good.

Radio’s Classic Place = Advertisers
are re-assessing the broadcast media
and are finding that certain round pegs
fit into certain round holes. They are
finding that television is not the end-
all. They are finding that radio still has
its classic place. And that place is in
the imagination of the listener.

A person listening to radio is en-
chanted by the figures created by his
imagination. He sees the fairy princess,
the castle, the moat, the fire-breathing
dragon, and the prince charming. This
is accomplished through a few words
of dialogue or narration. But to do the
same thing on television, you've got to
come up with a production number.
And as likely as not the tv production
—while beautiful, well-done and costly
—will not be as effective as the radio
show. Why? Simply because the imagi-
nation has not been allowed its play.

Imagination Is Important = Radio
loyalty built up through the years by
such shows as Amos 'n’ Andy, Fibber
McGee and Mollie and The Jack Benny
Show was based upon the full sway of
imagination which the listener was able
to use. Jack Benny’s vault was a run-
ning gag which never failed to throw
an audience into hilarious laughter with
its weird sounds and the images they
conjured up. However, when the vault
was actually shown on tv it was pretty
much of a disappointment to people
who had spent years figuring out what
a tremendous thing this vault must be.

The same thing is true of Fibber
McGee’s celebrated closet. When the
sound man created the impression of a
fantastic amount of things suddenly un-
leashing themselves on the poor, for-
getful hero, this was something in
which people could find tremendous
humor. The television version, limited
by actualities, seemed a pale imitation
of something which had been very real.

Tv’s Limitations = Television de-
mands optical action by its very nature.
And because it excels in many fields,
its use is limited. The deficiencies of

26

television are magnified by radio. Take
flexibility and adaptability, for example.
Television, no matter how wonderful in
delineating the character in the face of
a human being or in showing the drama
inherent in a disaster scene, is a cum-
bersome medium, both from the stand-
point of its production crew and the
viewpoint of its audience.

Radio is fleet and lithe. It is avail-
able everywhere. It is economical and
unobtrusive. Advertisers are learning
that radio is not only tailored to the
casual listener, but that it creates its
own captive audience. A person driving
his car to or from work on the freeway
is trapped in more ways than one. He
is trapped by the freeway itself, by the
traffic around him and by what he can
listen to on his car radio.

Radio’s Advantages » Of course this
means that radio has an infinitely
greater audience than television has.
And the radio audience is loyal. For
example, if there is a live sports show
on radio, a general round-up sports re-
port on television is dead. Nobody
wants to watch a man read a rehash of
what has already happened when he
can listen to what is actually happen-
ing at that moment.

The so-called “music stations” are
another example of roping and brand-
ing a captive audience. These audi-
ences don’t deviate a decimal or a
decibel. They are highly loyal, and they
listen to the advertiser’s message.

The mere fact that radio is now uni-
versally recognized as being a medium
of advertising with a low cost per im-
pression is not sufficient reason in it-
self for advertising on radio. But the
fact that the low cost per impression
can achieve translatable remembrance
and actual active participation by lis-
tepers is an inducement that advertisers
find hard to beat.

Let’s explore this active participation
a bit further. Radio has never been so
dramatic as recently when one of the
helicopter traffic hour show announcers
asked everybody listening to sound his
horn at a given signal.

I was on the Hollywood Freeway.
The sound of the auto horns was deaf-
ening. It was the greatest example of
power I have ever seen.

Listener polls do not tell the whole
story. It’s pretty difficult to call up a
guy with a transistor radio at the Coli-
seum and ask him what show he is
watching. He is watching a real live
show and he is listening to a description
of what is going on before his eyes. And
the advertiser is se€lling his wares.

Workhorse of Advertising s Radio is
the medium for person-to-person sales.
When two people converse, their re-
marks are specific—no generalities. A
commercial message on radio must be
—and in most instances is—specific. It
“tells it like it is.”

Radio is the workhorse of advertis-
ing. There is no such thing as having
“re-discovered” it. It’s been in there
pulling all the time. It’s something like
that fine and fantastic little racehorse
named Carry Back.

Carry Back is a humble horse. He
comes from no famous farm and his
dam and sire were, frankly, not in-
cluded on the preferred breeding lists.
Yet he came from behind to win the
Kentucky Derby.

I like to compare Carry Back to ra-
dio. Television has been the highly-
priced, highly-touted thoroughbred. Ra-
dio has been the unflashy plater from
the wrong side of the tracks. Yet Carry
Back (make that read “radio”) has won
the important race. Maybe more of us
should have had our money on that
scrawny little candidate for the glue
factory—radio.

E. G. Neale Sr. began his career in adver-
tising more than 40 years ago in the classi-
fied department of the Los Angeies Times.
He later was a printing salesman with
Young & McAilister Printing Co., a manu-

facturer's representative selling advertis-
ing speciaities, and formed, with his
brother, the Deluxe Advertising Co., later
soid to Foster & Kleiser. He spent eight
years with the Henry Mayers Co. and in
1946, with his son, E. G. Neale, Jr., formed
Neale Advertising Assoc.
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How

Do You
Rate?

Speaking of ratings . . . try rating yourself! Our free
booklet ‘‘Rate Yourseif'' tells what others think of you . . .
and more significantly, how you can improve your quality
of performance. WELI rates its own performance con-
stantly . .. quality-wise . .. in the sincere belief that quality
pays off in the long run. In the same way, your success is
based on quality performance today. Send for your free
copy and Rate Yourseif!

WELI, 221 Orange St., New Haven, Conn.
Your free copy of '‘Rate Yourself” will be sent to you upon
receipt of this coupon attached to your company letterhead.

NAME

TITLE

WE L1 The Sound of New Haven 5000 Watts/960 KC

National: H-R Representatives Boston: Eckeis & Co.
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TELEPHONE CROSSBAR SWITCHING FRAMES the main product of Western Electric’s new Oklahoma
City manufacturing plant, are shown undergoing process control checks. In 1961, Western Electric will make
nearly 13,000 of these crossbar frames for shipment to Bell Telephone central offices throughout the United States.




OKLAHOMA CITY

Adding further impetus to the growth of one of America’s fastest growing cities, Western
Electric's new manvufacturing plant in Oklahoma City — with over 30 acres under one
roof — is already producing important telephone equipment for the Bell Telephone System.

Oklahoma City — with an exploding population now num-
bering over a third of a million, and long-known as a
wheat, cattle, and oil center —is now in dramatic transition
from an agricultural to an industrial economy.

An important step in this transition is Western Electric’s
modern manufacturing plant in Oklahoma’s capital city.
Its principal “products” are the workhorses of the Bell
Telephone System — intricate crossbar frames used by
Bell’s central telephone offices to automatically switch and
channel the bulk of the nation’s telephone calls.

Oklahoma City already feels the benefits of this year-old
plant: jobs for 3,000 Oklahomans, a $14 million payroll,
and $4 million paid to more than 300 local suppliers. A PUBLISHER'S WELCOME from E. K. Gaylord

Western Electric has found its Oklahoma employees of the Oklahoma Times: “We're very happy to have
capable workers and excellent citizens who share whole- Western Electric here in Oklahoma City ... it affords

) Y s N outstanding local job oppertunities to our college stu-
heartedly in the city’s civic and social life. Were proud to dents who lave majored in science and technology.”
be in Oklahoma City, and we're confident of a bright

future in the great, growing Sooner State.

Besides Oklchoma City, Western Electric has 12 other
principal manufacturing locations, where we make hun-
dreds of different products for the Bell System and for the
Government, mainly for defense. Last year we purchased
over a billion dollars’ worth of raw materials, products
and services from our more than 35,000 suppliers located
in every State of the Union. Of these, 90% are “small
businesses.”’ The things we make and buy are distributed
to the Bell telephone companies through Western Electric
distribution centers located in 33 cities.

Wegt'e rn Elect"’c WESTERN ELECTRIC BUYER, Bob Peregrin
- {left), examines a pair of special pliers with Otto Hart,
— President of Hart Industrial Supply Co., one of many
MANUFACTURING AND SUPPLY UNIT OF THE BELL SYSTEM small businesses in Oklahoma which furnish Western
with a wide range of tools, parts, and machinery,

‘- S !
GOOD SPORT Jerry Irby, Western Electric output

“SHOOTING” THE FAMILY on the grounds of the Oklahoma

State Capitol Building is Western Electric stock maintenance tracer, uses sign language to interpret the fine art
clerk, Morris Dees. His willing subjects are wife Mary (who of bowling to local deaf-mute citizens. Jerry is typi-
also works for Western Electric) and children John and Lana cal of many W.E. employees who devote a great

Lu. Oil derricks furnish a unique but characteristic backdrop. deal of their spare time to community affairs work.



Who's out front?

ABC—that's who—with the most popular programs in television

The biggest popularity contest in Americo
goes on nightly, in your home, at your tele-
vision set. As you view, you vote. You turn
the dial, that's a vote. Turn it again, that's
another vote,

Nielsen does the tallying.

For the 2 weeks ending May 7 (lotest re-
ported period} the tally says that where you
could watch all 3 networks, you watched

ABC most.* You voted ABC programs the
most popvlar in television. (Which is the
way it's been going all season.*|

This popularity count, we repeat, is taken
where it counts most, where all 3 networks
screen their candidotes for your approval.
ABC did it with such leading candidates as
My Three Sons, The Untouchables, The Flint-
stones, The Real McCoys, Hawaiion Eye, etc.

ABC proposes to keep doing it with suct
new entries as Bus Stop, The Corruptors, The
New Breed, Calvin & The Colonel, Top Cat, etc
Keep voting.

ABC Television Network

*Source: National Nielsen 50 market TV reports, average
audfence—October 24, 1960 through May 7, 1961, Monday
through Saturday 7:30 to 11 PM; Sunday 6:30 to 11 PN
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WILL CODE CUT COMMERCIAL TIME?

- MNAB Tv Board must approve recommendations for changes
- M Would ban triple spots, cut participations about one-third
® New rules might raise prices of spots, agencies suggest

Two major moves to combat the
charge that television is cluttered with
too many commercials will face the
NAB Tv Board of Directors, meeting
Wednesday-Thursday in Washington.

If adopted, a pair of recommenda-
tions by the NAB Tv Code Review
Board (Crosep Circurr, June 5)
would provide the first voluntary stiffen-
ing of television’s self-regulatory struc-
ture since the flood of winter and spring
protests. Only prime time (highest rate)
would be affected.

The principal changes boil down to
these basic steps:

» Triple-spotting (two spots and an
ID) at station breaks would be banned,
and

» Allowable commercial time in par-
ticipating half-hour programs would be
cut from six to four minutes.

Tv code board recommendations re-
quire app.soval by the top tv board of
directors. Historically the directors
often have revised or dropped code
board proposals. These proposals are
not made public until approved by the
tv directors; but the essence of the
recommendations appears on this page.
Broadcasting and advertising circles

Here are the changes in present

advertising allowances in prime
(highest rate) time recommended
by the NAB Tv Code Review
|| Board for action this week by the
| NAB Tv Board of Directors, in
| summarized form:
\ The present triple-spotting prac-
tice at station breaks (two an-
nouncements and the customary
commercial 10-second ID, not to
exceed 70 seconds) would no
longer be allowed. Instead no more
than two commercial announce-
i ments would be permitted, in-
cluding the ID.

The six-minut¢ maximum com-
i  mercial time limit for announce-
il  ment or participation half-hour prq-
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- were buzzing last week as the first indi-

cation of the prime-time recommenda-
tions was disclosed. They are concerned
over the effect on station revenues, the
supply of availabilities and the impact
of commercials in a less-crowded sell-
ing environment.

Another code board move whose ef-
fects aren’t yet clear in the industry is
a recommendation that simplifies and
revises the table of advertising time
standards.

Here two things are proposed:

1, The commercial time limit would
be redefined to include billboards, pro-
motion announcements and related ma-
terial;

2, The allowable maximum time lim-
it (single-sponsor programs) would be
increased from three to four minutes
for half-hour, six to eight minutes for
hour programs.

In effect, NAB contends, the four
and eight-minute maximum limits
amount to a freezing of present ad-
vertising time standards in single-spon-
sored programs and should not be
interpreted as a relaxing of the existing
limits. A crash study by NAB is said
to bear out this position.

grams in prime time would be re-
duced to four minutes.

The “Time Standards for Adver-
tising” table (YEARBOOK, page C-6)
for single-sponsor programs weuld
be revised and simplified. Bill-
boards, promotional announce-
ments etc. would be classified with-
in the commercial time allowance,
with the time limit adjusted from
three to four minutes to accommo-
date such non-program informa-
tion. For practical purposes, this
would not provide any additional
commercial time. The hourly limit
would be increased from six to
eight minutes, including billboards,
promotions, etc.

There would be no change in the

The code board has a specific long-
range goal in the group of recommen-
dations—clearing up of the confusing
maze of billboards, advertising an-
nouncements, crawls, credits and gen-
eral non-programming material in pro-
grams during the choice evening hours.
No recommendation was made on
crawls and credits.

It was emphasized there would be
absolutely no change in the existing
70-second maximum time limit on sta-
tion breaks. However, there can be
no more than two spot announcements
in any break instead of the present
triple-spotting formula of two spots plus
an ID.

The proposed elimination of one ad-
vertising spot at the station break has
aroused concern among some industry
groups. Some stations say it will really
hurt; others say they don’t sell many
IDs anyhow. In agency-advertiser and
film quarters it was suggested the price
of spots will go up. There was consid-
erable agreement that six minutes is
too much commercial time for a par-
ticipating half-hour but two analyses of
prevailing practices show an important
share of stations don’t use the full six

%
Code Board recommendations for advertising allowances

basic 70-second station-break maxi-
mum for prime time. The code
board is seeking to provide more
time for programming and to re-
duce the maze of credits, crawls
and assorted non-program infor-
mation, but no action was taken on
credits and crawls.

Network practice has been based
on a 30-second station break; re-
cently ABC-TV announced it would
increase its station breaks to 40
seconds.

CBS-TV officially disclosed last
week its breaks would become 42
seconds between prime-time shows,
and NBC-TV was expected to fol-
low suit momentarily (See story
above).

K]



The median tv station carries be-
tween three and four spot an-
nouncements per half-hour partici-
pating program, according to a
study conducted by the NAB Tv
Code Review Board’s operating
staff.

The survey covered 220 stations
in local markets, both network and
independent, and a total of 842
half-hour programs.

Of approximately 500 partici-
pating programs, 21 had no spon-
sors; 39 programs had one sponsor;
57 had two; 101 had three; 159 had
four; 82 had five and 29 programs
had six sponsors.

Of the 842 programs, 193 had
a single sponsor and 141 had alter-
nate sponsors.

Another survey, conducted for
the Alliance of Television Film
Producers, covered 141 stations and
2,091 syndicated film programs. It
was conducted in a three-month
period started Oct. 29, 1960. This
study also showed a maximum of
four spots to be general practice,
with only 12% of stations permit-

minutes now allowed by the code.

A frequent observation dealt with the
lack of a “triple-spotting” definition.
NAB has contended its two-spots-and-
an-ID formula is not triple-spotting but
most industry sources disagree. They
argue three back-to-back announcements
are triple-spotting even if one is only a
10-second ID.

Agency reaction in New York to the
new recommendations is generally—
but by no means universally—favorable.
Most agency people who would com-
ment seemed to feel a cutback in com-
mercial time in participating programs
would be good. Their attitudes toward
changes with respect to sponsored pro-
grams—which in many cases they do
not clearly understand due to the lack
of detailed information—is more even-
ly divided among good, bad and uncer-
tain. On triple-spotting they had some
reservations over the definition.

Syndicators are divided. Most do
not think they will be hurt. Some say
the cutback in participating sponsor-
ships will cost stations money; some
say it’ll make no real difference. On
this point one or two agency sources
tended to take the latter view: one
suggested, however, that only in per-
haps three markets are independents
selling prime-time participation shows
at a clip that would require them to
cut back under the proposed changes.
He thought the cutback in commercial
time, amounting to 33%, might lead
—or force—stations to hike their rates

32 (BROADCAST ADVERTISING)

Median station half-hour participations three to four spots

ting five and 4% permitting a
maximum of six commercials in
syndicated programs.

The original tv code language
adopted in 1952 specified that time
standards were designed as a
“guide” and didn’t affect the indus-
try practice of permitting station-
break and spot announcements in
the usual 30-second period at the
end of each program. They were
lifted bodily from the old radio
standards.

Later the time standards were
made mandatory and station-break
language was added. This stated it
is not recommended that over two
announcements be run back-to-back
at station breaks or within the
framework of a single program.
In 1956 this was made mandatory,
adding language that permitted two
spot announcements plus a sSpon-
sored station ID.

Last year the code was amended
to limit station breaks to a total
of 70 seconds of announcements
(two spots plus an 1D) within the
station’s highest rate period for

to advertisers by that much in the three
markets.

Station representatives who com-
mented also appeared to have mixed
ideas.

Networks had no official comment
but unofficially they indicated general
satisfaction and in some cases enthusi-
asm for the changes. Most seemed to
feel that networks would not be direct-
ly affected to any real extent except
through their owned stations, and prob-
ably not much even there. Craig Law-
rence, vice president for CBS-TV
owned stations and tv spot sales, noted
that his company’s stations already pro-
hibit triple-spotting and limit commer-
cial time in prime-time participating
programs to four minutes, so that the
proposed changes conform to the sta-
tions’ current practices.

Network “participating” programs—
those sold in “thirds” or on a spot-car-
rier basis, a difference only in termi-
nology—already are voluntarily limited
by all networks to three minutes of
commercial time per half-hour, or even
fewer than the proposed changes would
allow.

Donald H. McGannon, president,
Westinghouse Broadcasting Co. and
former chairman of NAB Tv Code
Review Board, said:

“The proposed elimination~of triple
spotting (two spots and ID) is not only
desirable but also important to the in-
dustry. It is the local station’s contri-
bution to the resclution of the pyramid-

ot |

announcements (night),

In the case of participation pro-
grams the code provided during its
first nine years a maximum of
three one-minute announcements in f
a 15-minute period and not more
than six in a 30-minute announce-
ment program—a one spot per 5-
minute formula. The two-spots-and-
an-ID formula was applied inside
a single program as well as at a
station break.

Protests were heard that the code
allowed too frequent interruptions
of programs. Three years ago net-
works had developed their own
participation daytime programs
until their use was widespread. A
1960 amendment provided that
commercials should not exceed a
total of six minutes in a 30-minute
participating program, and not
more than two spots and an ID run
consecutively.

Single-sponsor programs cur-
rently have a basic 3-minute time
limit for total commercials in A
and AA time, 4:15 in all other
time,

ing of commercial and other messages
at the station breaks. I'm heartily in
support of it.

“The commercial content of partici-
pating programs in prime time is also
a difficult one. I believe a reduction to
4 minutes would be a sensible resolu-
tion of a longtime problem.”

John P. Cunningham, chairman of
board, Cunningham & Walsh and
chairman of board, Advertising Feder-
ation of America: “It’s an excellent
idea to cut down the flashing spots at
station breaks. They fiicker like an old
movie. That is more important than
a reduction in the amount of commer-
cial time in a program.”

Robert M. Gray, manager of adver-
tising and sales promotion, Humble Oil
& Refining Co.: “I'm all for it. A re-
duction in commercial time is very de-
sirable. It will make tv more effective
for the advertiser. There are too many
commercials now. Viewers simply get
a montage of commercials and fail to
get any impression at all.”

Rollo W. Hunter, vice president and
radio-tv director of Erwin Wasey,
Ruthrauff & Ryan, New York called
the reduction of commercial time in
participating-announcement programs
“a step in the right direction.”

He recalled that one of the agency’s
clients decided not to participate in an
upcoming program because it felt that
six minutes of commercials would
“crowd out” its messages.

Frank Kemp, senior vice president
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WHO'’s
Herb Plambeck...

L

Herb Plambeck, right, is
applauded by H. V. Kaltenborn,

L]
EEd NEE s o ...Receives

American Feed Manufacturers

Association, as he receives
iz T Rl i TOP Farm Award!

Every year the American Feed Manufacturers As-
sociation presents its “Animal Agriculture Award”
to one farm broadcaster, for outstanding services to
livestock and poultry farmers. This citation is the
most significant and most coveted award in the
farm radio field.

WHO-Radio is extremely proud that Herb Plam-

' /i beck has added this distinguished 1960 award to
' )/ the 45 other state, national and international cita-

tions he has received in the past 25 years. Founder

for |owu PlUS! and past president of the National Association of’
Des Moines . . . 50,000 Watts Radio Farm Directors, Herb was the originator of

national plowing matches, is one of the best-known
farm directors in America, is “Mr. Agriculture” to
perhaps a million Midwest farm homes. Herb and
his staff at WHO-Radio are actually on the air
sixty times per week with farm programs!

NBC Affiliate

WHO Radio is part of
Central Broadcasting Company,
which also owns and operates
WHO-TV, Des Moines;

WOC and WOC-TV, Davenport

Col. B. J. Palmer, Presidenr Ask PGW for all the facts that have made
P, A, Loyet, Resident Manager . A
n Robert H. Harter. Sales Manager WHO-Radio and Herb Plambeck’s Farm Depart-
g+ Peters, Griffin, Woodward, Inc., Representatives ment a “must” for farm-products advertisers

in “Jowa Plus.”
BROADCASTING, June 12, 1961 kK]



WILL CODE CUT COMMERCIAL TIME? continued

of Compton Adv., New York, echoed
Mr. Hunter's plea for a “definition of
what is triple spotting.” He asked: “Is
an announcement for a public service
campaign or a station promotion spot
considered one commercial?” He ap-
plauded the proposal for reducing com-
mercial time in participating-announce-
ment programs and opposed the sug-
gestion for increasing time in sponsored
programs. His reasoning: “I'm against
anything that hurts the effectiveness of
an advertiser’s message. The fewer the

commercials there are, the better
chance there is that they will be
noticed.”

William E. (Pete) Matthews, vice
president and director of media rela-
tions and planning for Young & Rubi-
cam, New York, said: “We welcome
the effort to clarify and improve the
commercial situation on television.”
He noted the code proposals consider
the allowable amount of commercial
time, and added: “Our only question
now is to limit the number of com-
mercials as well as the length.”

John B. Simpson, vice president and
director of broadcasting, Foote, Cone
& Belding, New York, believes it “more
important than ever to adopt the pro-
posed triple-spotting ban.” With the
networks’ adoption of the 40-second
break there is the possibility of “over-:
commercialization by stations, but with
this code change there will be some
protection against this.” Mr. Simpson
said that from the advertiser’s stand-
point he would be in favor of the move
to reduce the time in participating pro-
grams to four minutes, but that the
financial aspect of this change is
something that the NAB will have to
weigh with its membership.

Leslie L. Dunier, vice president in
charge of radio and television, Mogul
Williams & Saylor, New York, said:
“The way things are going, the triple-
spotting problem will be as outdated as
propelier driven airplanes. Quadruple

spotting, and even more blatant sta-
tion break abuses, are becoming more
widespread. But if the board can give
teeth to the triple-spotting sanction, it
would be a vital step in the right direc-
tion.”

“The reduction of commercial time
is, I believe, too drastic a measure.”

Samuel L. Frey, vice president and
media director, Ogilvy, Benson & Ma-
ther, said he’s very much in favor of
disallowing triple spotting and reducing
the amount of commercial time in par-
ticipating-announcement programs.

John Burns, vice president in charge
of tv sales, MGM-TV, said only the
question of reducing the amount of
commercial time in participating an-
nouncement programs would pertain to
him and he thinks it’s strictly a matter
for individual stations. He feels enact-
ment of the change could conceivably
hurt his company in the long run, but
he doesn’t think it will.

Charles Goit, domestic sales manager
of 20th Century Fox-TV, called the pro-
posed changes “interesting.” He feels
the proposal to reduce commercial time
in participating programs will affect his
company more than any other, because
NBC-TV will begin televising Fox films
in prime time in the fall. He feels the
restriction is unnecessary because “NBC
is not trying to oversell the program.
It is not pushing for another minute or
two. The network is very careful as to
how it sells the time.”

Howard Anderson, sales vice presi-
dent, ABC Films Inc., said: “The NAB
is controlled by the small markets, that
is, most of NAB’s active leaders are
from small markets where they are
rarely able to sell more than four min-
utes per half-hour in a feature film any-
way. The major markets and independ-
ent stations who rely on feature films
would suffer losses if this reduction in
time proposal takes effect.”

Seymour Reed, president of Official
Fiims, New York, said: “I think the

Listed below are the highest-ranking
television shows for each day of the
week June 1-7 as rated by the
multi-city Arbitron instant ratings

Copyright 1961 American Research Bureau

ARBITRON’S DAILY CHOICES

Date Program and Time Netwerk Rating
Thur., June 1 The Untouchables {(3:30 p.m.) ABC-TV 29.4
Fri., June 2 Twilight Zone (10 p.m.) CBS-TV 22.0
Sat., June 3 Gunsmoke (10 p.m.) CBS-TV 21.1
Sun., June 4 Candid Camera (10 p.m.} CBSTV 30.2
Mon., June 5 June Ailyson Show (10:30 p.mJ CBS-TV 184
Tue., June B President Kennedy (7 p.m.J All networks 26.9

Thriller (9 p.m.) NBC-TV 25.7
Wed., June 7 Naked City (10 p.m) ABC-TV 233

of the American Research Bureau.
These ratings are taken in Baltimore,
Chicago, Cleveland, Detroit, New
York, Philadelphia and Washington.
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stations so far have done an excellent
job. I'm sure they’ll continue to keep
faith with the public and use the prop-
er discretion in the amount of commer-
cial time used. However, the proposed
change presents no problem for many
stations which are showing only four
minutes of commercials on participa-
tion programs.”

A spokesman for CBS Films said the
changes would have little effect on its
operations. He said none of his com-
pany’s films are shown in prime time.

Two other leading syndicators of fea-
ture films and filmed series, who asked
they not be identified, agreed they both
felt it is rare to find more than four
minutes in a prime-time announcement
program and see little practical effect
on stations.

Adam Young, president of Adam
Young station representative compa-
nies, said he approves the triple-spot
elimination at station breaks, but is
strongly opposed to a reduction of
commercial time in participating pro-
grams. Mr. Young viewed the proposal
as a move that would hurt spot busi-
ness; “It certainly won't assist it.” He
said it will cause a bad squeeze on the
stations. “Some people, ” he said, “pre-
sume all spots are equally salable, but
an advertiser who buys prime time
minutes may never consider buying a
20-second or 10-second announcement.
There is a direct relationship between
the number of one-minute spots and the
station’s ultimate income. You can’t
recapture the loss of minutes with 20-
and 10-second spots.

“I'm in favor of self-regulation for
the industry but not when the regula-
tions create a strait-jacket which will
happen if the four-minute per half-hour
proposal is approved for participating
programs. I think the broadcasters want
to live by a reasonable code but this
change in the code will chase stations
away from it.”

A Katz Agency spokesman said on
triple spotting: “No disagreement if
the review board intends a maximum of
two commercial announcements at
breaks within the highest rate period.
Where a station break is long enough
to accommodate one 20- and one 10-
second announcement plus a 10-second
public service or promotion announce-
ment, the latter should not be interpre-
ted as a third spot.”

Edward P. Shurick, executive vice
president, Blair-Tv, agreed wholeheart-
edly with the proposals that would pro-
hibit triple-spotting and set up four
minutes of commercial time in spon-
sored programs. He was reluctant to
discuss plans to reduce commercial time
in participation programs, pointing out
he would like to ascertain the attitude
of tv stations toward such a suggestion
before offering an opinion.

Thomas A. Wright Jr., vice presi-
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New

public service
awards

for Atlanta’s
wsh radio!

It takes sustained effort to win public service awards year
after year. WSB Radio is proud of its record. From its

RADIO-TV MIRROR-first place
for “Best Radio Programming—
Southern States'’

FREEDOMS FOUNDATION-
George Washington Honor Medal

GEORGIA AP BROADCASTERS-—
14 "'Superior’ and ‘‘Excellent’”
awards in news and sports

AMERICAN ASS'N FOR STATE &
LOCAL HISTORY- Scroll of Merit

NATIONAL SAFETY COUNCIL-
Public Interest Award

GEORGIA AMVETS AUXILIARY-
Merit Award for patriotic service.

ATLANTA'S

beginning in 1922, WSB has striven to please its audience, serve st radlo

its community, and satisfy its sponsors. These latest honors inspire
new enthusiasm for more and better service in the public interest

Represented by

Affiliated with The Allanta Journal and Constitution. NBC affiliate. Associated with WSOC/WSOC-TV, Charlotte; WHIO/WHIO-TV, Dayton.
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WILL CODE CUT COMMERCIAL TIME? continued

dent—media, Leo Burnett Co., Chi-
cago: “We are in favor of the provi-
ston condemning triple-spotting. We've
been stamping our contracts with no-
triple-spot clauses for years. The NAB
code would only be lately and reluc-
tantly recognizing what has now prac-
tically been stamped out as a bad busi-
ness practice.

“We are against their provision to
increase commercial time by allowing
‘four minutes for spots, promotional
announcements, billboards, ID’s etc.,
as reported in BROADCASTING.

“This is a maneuver to revise the
code to accommodate the proposed 42-
second station break after half-hour
shows and the 70-second network break
after hour shows.

“It is a move designed to defeat the
critics of overcommercialization by get-
ting the additional commercial time al-
lowance ‘approved’ by the NAB.

“The Lec Burnett Co. went on the
record as opposing the 40-second chain
break last February, as soon as it was
proposed by ABC. We still believe it

E

is shortsighted and bad for the medium.

“The decrease in program time as
proposed by the network and alleged
to be condoned by the NAB amounts
to a substantial rate increase for net-
work advertisers.”

Margot Stevens, media director of
Eisaman, Johns & Laws, Los Angeles,
said the reduction in the number of
commercials would undoubtedly mean
a jump in the price of the spots but a
more favorable sales climate would
make the commercial worth more to
the advertiser.

Alan M. Berger, radio-tv director,
Tilds & Cantz, Los Angeles, called the
reduction in the number of commerci-
als a “very smart move.” “Anything
that encourages single spotting is good
because that immediately causes more
attention to the commercial and this
is worth more money.”

Alvin G. Flanagan, president and
general manager of KCOP TV) Los
Angeles, said: “I'm for it. [ hope it goes
and I hope every station manager has
the courage and the good sense to raise

NETWORK UP, SPOT DOWN

TvB first quarter figures show tv spot billing
dropping 2.1% while network climbs 6.2%

Tv businessmen can be expected to
anxiously await this year’s second quar-
ter spot tv billing figures for any varia-
tion—hopefully upward—from the first
quarter total.

Spot tv gross time billings of more
than $151.3 million in the January-
March period represented a dip of 2.1%
on the basis of estimating procedures
used to compute the corresponding
quarter in 1960.

Total gross billings of the tv net-
works, however, have shown a con-
tinued gain in TvB’s reports. For the
first quarter, network billing went up
from $171.8 million last year to more
than $182.4 million this year, or an
increase of 6.2% . (BROADCASTING, May
29). Last week TvB released a product
category breakdown, brand and adver-
tiser leaders in network gross billing in
the January-March period (see figures,
page 38).

P&G Up Front » No. 1 tv advertiser
in the first quarter is Procter & Gamble
Co. with more than $12.1 million in
spot. It placed another $11.8 million
at gross rates on the networks, for a
total tv gross time billing in the quarter
of nearly $24 million.

Other top advertisers in spot-network
gross time billing in the first quarter:
American Home Products with more
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than $11.7 million, of which over $9.1
million is in network; Lever with some
$11.8 million, a greater share of which
is in network ($6 million plus); Col-
gate-Palmolive with $9.2 million of
which $5.1 million is in network, and
General Foods which splits nearly
evenly in network and in spot its more
than $9.6 miillion total for the quarter.

Advertisers appearing on the top 100
spot tv listing for the first time included
Chattanooga Medicine Co., DCA Food
Industries, Hanes Hosiery, Lehn & Fink
Products, John Morrell & Co., National
Federation of Coffee Growers of Co-
lombia, Pan American Coffee Bureau,
and Van Camp Sea Foods.

TOP 100 SPOT TV ADVERTISERS
FIRST QUARTER 1961

(SOURCE: TvB-Rorabaugh)

1. Procter & Gamble $12,167,300
2. Lever Brothers 5,442,200
3. General Foods 4,801,500
4. Colgate Palmolive 4,156,500
5. American Home Products 2,587,700
6. Miles Laboratories 2,585,500
7. Coca Cola (Bottlers) 2,545,300
8. Bristol-Myers 2,483,000
9, Wiiliam Wrigley Jr. 2,333,200
10. Continental Baking 2,251,600
11. Standard Brands 2,217,900
12, [nternational Latex 2,033,800
13. Lestoil Products 2,000,900
14, Hunt Foods & Industries 1,894,800
15. P. Lorillard 1,751,300

his announcement rates and stick with
the increase. Otherwise, it could mean
a tremendous loss in revenue, because
virtually all locally originated programs
today have—at least 95 per cent of
them—are sold on a participation basis.
‘But it’s good because it will help the
value of television and will give each ad-
vertising message more impact.”

Paul McCluer, executive vice presi-
dent, Wade Adv., Los Angeles, hailed
the move as “a great step forward.”
The program buyer, who pays for both
the program and the time, is now get-
ting a fair shake with the advertiser
who buys just an announcement, Mr.
McCluer commented. In the past the
advertiser who bought his own pro-
gram has been shortchanged by being
allowed only three minutes of sell in
his half hours.

Richard Jencks, president, Alliance of
Television Film Producers, said: “Any
action on the part of the NAB which
tends to standardize the length of the
time periods allowed for the presenta-
tion of television films will make for
better quality programming. Television
programs are painstakingly devised to

16. Philip Morris 1,670,500
17. Warner-Lambert 1,567,100
18. Kellogg 1,494,700
19. Corn Products 1,473,700
20. Nestle 1,458,400
21. Avon Products 1,346,900
22, Pillsbury 1,256,600
23. Pan-American Coffee Bureau 1,254,500
24. American Tobacco 1,230,800
25. Brown & Williamson Tobacco 1,230,800
26. ). A. Folger 1,153,800
27. Andrew Jergens 1,112,500
28. Sterling Drug 1,092,600

29. American Chicle 1,080,200
30. Wander Co.

31. Pepsi Cola (Bottlers)
32. Campbell Sou 914,100

33. Ford Motor (Dealers) 898,000
34. General Motors (Dealers) 886,200
35. Quaker Oats 864,300
36. Richardson Merrell 823,200
37. E. & ). Gallo Winery 814,900
38. Anheuser-Busch 788,200
39. Maybelline 786,600
40. Carnation 748,200
41. Canadian Breweries 714,300

42. Alberto-Culver 711,110

43. Van Camp Sea Food 705,100
44. Food Manufacturers 699,400
45, Falstaff Brewing 693,300
46. R. J. Reynolds Tobacco 687,300.
47. Carter Products 674,100
48, Standard 0il Co. (N. J) 657,400
49, U. S. Borax & Chemical 649,000
50. Scott Paper 644,900
51, Welch Grape Juice 637,400
52. Hills Bros. Coffee 616,600
53. Pabst Brewing 610,500
54. Simoniz 578,600
55. Chock-Full-0-Nuts 575,900
56. Gillette 570,500
57. Jos. Schlitz Brewing 567,700
58, Sun 0il 561,800
59. Plough 555,600
60. Chesebrough-Ponds 548,800
61. General Electric 546,500
62. Sardeau 534,500
63. General Mills 533,000
64. Pharma-Craft 515,400
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tell a story in a very compact time
period. They suffer greatly in enter-
tainment impact if they are butchered
at the station level in order to accom-
modate program time periods which are
abnormally short. A large part of a
television producer’s stock in trade is
the reputation which his programs en-
joy among the viewing audience. If
that audience never gets to see a pro-
gram as it was produced, but sees mere-
ly a carelessly edited version of it, it
may seriously impair the viewer’s in-
terest in subsequent programs of the
same series. If we are to improve the
quality of film programming, we should
start by seeing to it that the television
films which the public sees are of at
least as good quality as they were when
they were finally edited by the pro-
ducer.”

Hildred Sanders, vp for radio-tv,
Honig-Cooper & Harrington, Los An-
geles, said the agency won't buy triple
spots now if they know and some, but
not all, contracts are stamped: “void
if triple spotted.” For a single sponsor,
she felt four commercials in a half-
hour schedule would be too many and

65. Mars $503,600
66. United Vintners 491,900
67. Phillips Petroleum 480,700
68. National Federation of Coffee

Growers of Colombia 459,800
69. Consolidated Cigar 451,500
70. Great Atlantic & Pacific Tea Co 443,200
71. National Biscuit 438,700
72. John Morrell 436,400
73. Theo. Hamm Brewing 434,700
74. Liggett & Myers Tobacco 431,000
75. Golden Press 421,300

recommended longer but fewer spots,
perhaps four 90-second spots in an
hour.” For a co-sponsored program
such as used to be popular, she felt two
for each advertiser in a half-hour would
be acceptable, particularly if it is a
major-minor proposition. But for an-
nouncement participating programs, she
believes the public is used to multiple
interruptions and doesn’t particularly
mind them.

George Elber, first vice president,
Four Star Television, Los Angeles: “No
one is in favor of triple spotting, but
it should be pointed out that elimi-
nating this practice dees not necessarily
mean more program viewing time for
the public. Two one-minute commer-
cials take twice as much time as three
20-second spots,

“The reduction of the number of
commercials permitted in a half-hour
from six to four seems to me a good
thing, although I would describe it as
a recognition of general industry prac-
tice rather than a major reform. It’s
good for the program producer, whose
show doesn’t get cut to pieces for the
insertion of too many spots; it’s good

for the public which gets more pro-
gram time and fewer commercials, and
it should be good for the advertiser
whose commercials will have less com-
petition within the peried.”

Clark B. George, vice president of
CBS Television Stations Div. and gen-
eral manager of WBBM-TV Chicago:
“I think it is a good thing. But it won’t
affect us because we already are living
within these standards and in some
cases we are stricter than the old NAB
code.”

Tom Garrabrant, vice president and
media director, North Adv., Chicago,
“I’'m for the propesed ban on triple
spotting.” He felt stations are the key
factors in control of commercials and
said he hoped the industry “would get
some good ground rules and stick with
them.”

Buckingham W. Gunn, vice president
and radio-tv director, Clinton E. Frank
Inc., was enthusiastic over the code
board’s intent to stop triple-spoiting in
prime time. “We've been fighting for
that for a long time,” he said. He al-
so approved the limit of four commer-
cials in a half-hour show.

S I T
76. Hertz Corp. $415,800 88. Lehn & Fink Products $357,000
77. Vic Tanny Enterprises 409,900 89. Greyhound 352,700
78. Atlantic Refining 407,500 90. C. Schmidt & Sons 341,100
79. Miller Brewing 406,900 91. B. C. Remedy 339,400
80. Standard Qil Co. (Indiana) 405,300 92. Chattanooga Medicine 339,100
81. Ralston-Purina 396,000 93. American Motors (Dealers) 337,200
82. Grocery Store Products 394,700 94, Peter Paul 325,700
83. Norwich Pharmacal 394,400 95. Studebaker-Packard 325,300
84. Hudson Pulp & Paper 382,200 96. Swift & Co. 323,400
85, Ex-Lax 375,900 97. Texize Chemicals 319,000
86. DCA Food Industries 372,300 98. Safeway Stores 318,500
87. Hanes Hosiery 362,300 99. Jack La Lanne Co. 316,600

Styles in stogies

Right cigar for the right occasion,
whether sport model (1) or formal
(r), means more smoking pleasure,
L. Fendrich Inc., Evansville, Ind., is

telling all men in a new tv campaign
in the Midwest. Firm’s complete
line of La Fendrich cigars is featured
in the film spots in a total of 35

Indiana and Ohio markets. Producer:
Fred A. Niles Productions Inc., Chi-
cago; agency: Noble-Dury & Assoc.,
Nas