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What makes Samantha run?

Community Club Awards, that's what. Samantha and 100,000 other Baltimore clubwomen
eagerly buy the products of CCA-participating advertisers on W-I-T-H and amass mountains of
proofs-of-purchase in competition for the $10,000 W-I-T-H gives away each 13 weeks to
women’s clubs to spend as they like for worthy projects.

$190,000 is the total cash W-I-T-H has distributed through CCA, and if you think this isn't a
powerful incentive, you should see the millions of bottle-caps, box-tops, labels and sales slips
we collect.

Let us show you how we can increase your sales. You'll find it refreshing to hear about a
merchandising plan that really works. Write, phone or wire today.

RADIO 123

PERSONALITY Baltimore
Tom Tinsley, President; R. C. Embry, Vice Presi-
dent; NATIONAL REPRESENTATIVES: SELECT STATION
REPRESENTATIVES in New York, Baltimore, Wash-
ington and Philadelphia; ADAM YOUNG in Boston,
Detroit, Chicago, St. Louis, San francisco, Los
Angeles, Minneapolis, Milwaukee, Cincinnati, Cleve-
land, Pittsburgh and Seaitle; JAMES S. AYERS in
the South and Southwest.




HOW TO SPOT AN EXPERT

Two management experts are called in to streamline a large,
over-organized firm. Their efforts to save steps, however, bog
down in a disagreement over where to relocate the men’s rest
roont.

Disturbed, the firm’s “Committee for the Preservation of Peaceful
Personnel” resolves the deadlock with a contest. The expert who
solves a certain problem first, shall have his rest room plan
installed.

The experts were simply asked to join the nine spots shown above
with four straight connecting lines.* However, it took them both
so long to solve this problem that the firm’s “Committee for
Evaluating the Efficiency of Management Experts” fired them on
the spot.

If you can find the solution, send it in and win an exciting new
prize. We’re offering several, so tell us what you've already won.

Puzzle adapted from “Mathematical Puzzles of Sam Loyd,”
Vol. II, reprinted by permission of Dover Publications, Inc., N, Y. 14, N, Y.

*To make sure your spots connect, place them on WMAL-TV, the station
first in the Washington, D. C. market, 6 P.M.-Midnight, Monday-Friday.
(June '61 ARB)

wmal-tv

Washington, D. C.

An Evening Star Station, represented by H-R Television, Inc.

Affiliated with WMAL and WMAL-FM, Washington, D. C.; WSVA-TV and WSVA, Harrisonburg, Va.




A new

television: struc-
ture of revolutionary
design is-scheduled for
completion.in November to
mark the: 7th-anniversary:of
our founding. It_will. be: a lasting
symbol ‘of our creative dedi-
cation to the area we serve,
and a fitting évidence of
the public approval of
our efforts in their
behalf.




Pioneer
in
public
SBIvILe

Dr. Lee de Forest, in 1908, patented his
invention, the audion—a three-element

elecirode tube that amplifies voice currents.
The audion has been hailed as one of the

twenty greatest inventions of all times.

wﬁnl ¢ wsnl'im 2 “"Gnl'-'" have pioneered

in the development of mass communications. Established in 1922, 1944, and
1949, respectively, these stations have been and are dedicated to serving
all listeners in the cities and communities throughout their coverage areas.

Lancaster, Pa.
NBC and CBS

STEINMAN STATION
Clair McCollough, Pres.

WGAL-TV

Representative: The MEEKER Company, Inc. New York =+ Chicago =+ Los Angeles + San Francisco
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Electronic buyer

Time salesmen got cold shudders
last week from report that major agen-
cy was about to automate their busi-
ness. Report said Dancer-Fitzgerald-
Sample planned to load its electronic
computer equipment with 12 months
of rating information on tv stations
and thus be able to pick stations for
its campaigns by merely feeding avail-
abilities lists into machine, punching
couple of buttons and making up cam-
paign lists from whatever computer
says are best ratings buys. “It could
be the closest approach to pure num-
bers buying anybody’s ever seen, and
the agency wouldn’t even need to talk
to us if it didn’t want to,” said one
salesman. But check with DFS offi-
cials brought word that report was
premature and probably exaggerated:
They said theyre using electronic
equipment in billing and bookkeeping
and, like many another agency, are
considering its possibility for other
uses including buying and research
applications, but that they’ve reached
no decisions on these new possibilities

yet.

Presidential special

Three U. S. Presidents—Kennedy,
Eisenhower and Truman—will partici-
pate in duPont Special on NBC-TV,
Oct. 8 (10-11 p.m. EDT) titled “The
USO Wherever You Go." Former
Presidents Eisenhower and Truman
already have been filmed at their re-
spective homes and last Friday ar-
rangements were being made for Ken-
nedy filming at White House. Program
will include top talent and clips of
wartime USO films, according to Col.
Ed Kirby, USO director of public re-
{ations, former head of Army's radio-
tv branch and former NAB public
relations director (1938-41),

Talent participation will be some-
thing more than “walk-ons” it's under-
stood. Among those scheduled to par-
ticipate are Jack Benny, Joe E. Brown,
Bing Crosby, Bob Hope, Lena Horne,
Danny Kaye, Frances Langford, Merle
Oberon, Dick Powell, Debbie Rey-
nolds and Danny Thomas. In addition,
other stars from U. S. shows in 1961
will be picked up overseas. Clips from
wartime USO films will include Irving
Berlin, Gary Cooper, Marlene Die-
trich, Al Jolson, Kay Kyser, Marilyn
Monroe and Dinah Shore.

Civil suit against MCA

This week, possibly today (Mon-
day), Justice Dept. will file civil suit
in Los Angeles court seeking to re-
quire MCA and its vice president, Taft
Schreiber, to appear and testify pub-

CLOSED CIRCUIT=

licly before FCC Network Study in-
vestigation. In two appearances be-
fore commission, Mr. Schreiber re-
fused to submit MCA records under
subpoena or to testify (BROADCASTING,
March 13).

To apply or not to apply

One effect of FCC’s three months
postponement of its deintermixture
and all-uhf rulemaking project from
Oct. 2 to Jan. 8 (for reply comments)
will be to give all vhf licensees, includ-
ing networks, breather to ponder
whether they will apply for parallel
uhf assignments to be thrown open in
their markets. Vhf licensees are con-
fronted with this vexing choice: If
they don’t apply, choice uhf availabili-
ties may be snapped up by others; if
they do apply, they load themselves
with additional expense and, at same
time, give impetus to all-out move to
uhf before results of $2 million experi-
ments in New York are known.

Among networks, it's generally ex-
pected that ABC will go for dual uhf-
vhf operation, in some measure feel-
ing it's committed to this course.
CBS and NBC, however, reportedly
are still evaluating pros and cons in
preliminary stage only. One official
said all uhf is least likely in major
markets where networks have owned
stations and that they probably will
let FCC decide to shift to u before
any move is made to start dual opera-
tions.

Bypass major issues

Most major items of controversial
nature on FCC meeting agenda last
week were passed over in first com-
mission session in over month. Among
these was question of whether to re-
new licenses of General Electric and
Westinghouse stations in face of crim-
inal antitrust convictions of parent
companies and executives. Before FCC
are conflicting documents which (1)
recommend hearing on character qual-
ifications (submitted by general coun-
sel) and (2) Broadcast Bureau posi-
tion that licenses should be renewed
(Crosep CIrCUIT, Sept. 4).

Also passed over was controversial
proposal calling for FCC to charge
fees for its services, designed to recoup
entire congressional appropriation for
agency operations (BROADCASTING,
July 10). Under normal procedure,
both cases will be back on agenda for
Sept. 20 meeting.

Bernard to Syracuse

Joe Bernard, recently resigned vice
president and general manager of ch.
2 KTVI (TV) St. Louis, accepts posi-
tion as vice president-general manager
of W. R. G. Baker Radio & Television
Corp., prospective applicant for re-
cently allocated ch. 9 in Syracuse.
Company, established by late W. R. G.
Baker, former G.E. electronics execu-
tive and former president of Elec-
tronic Industries Assn., was created to
seek third vhf in market. Dr. Baker's
widow is stockholder and director,
along with number of prominent Syra-
cusans, including T. Frank Dolan, at-
torney and businessman; Leonard
Market, manufacturer; Dan Casey, ad-
vertising agency executive, and Robert
N. Groves, realtor. Veterans Broad-
casting Co. (WVET-AM-TV Roches-
ter) already has filed for ch. 9 and
other applications are expected. Mr.
Bernard, prior to joining XTVI in
1957, was vice president and general
manager of WGR-AM-TV Buffalo
and has deep roots in Empire state.

Considerable increased activity
among Washington attorneys and en-
gineers has been triggered by FCC's
action proposing sub-standard drop-
ins in eight markets, as well as pro-
vision for new vhfs in Rochester and
Syracuse. In addition to newcomers,
numerous old-line broadcasters in
both radio and tv are in process of
preparing applications for new avail-
able assignments (besides two New
York cities, sub-standard drop-ins are
provided for in Baton Rouge, La.;
Birmingham, Ala., Charlotte, N. C.;
Dayton, Ohio; Jacksonville, Fla.;
Johnstown, Pa.; Knoxville, Tenn. and
Oklahoma City, Okla.).

Streamlined press relations

Awaiting FCC members when they
returned to their desks following Au-
gust recess were recommendations of
special consultant Mike Connolly for
improving dissemination of commis-
sion information to public. Mr. Con-
nolly studied information operations
of other government agencies before
making overall recommendations for
new commission procedures. He favors
broadcasting information specialist to
follow and report on more important
cases and news conferences by FCC
members. Connolly recommendations
have not been taken up officially by
FCC but informal discussions are un-
derway. If adopted, plan would result
in radical changes in present commis-
sion public information practices.
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IN THE ENTIRE
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SHARE OF AUDIENCE

(Sign-on to sign-off, Sun. thru Sat., July, 1961 ARB)

BIGGEST SHARE IN ANY
4-OR-MORE-STATION MARKET

WJBK-TV

CHANNEL 2 CBS

A STORER STATION — Represented By STORER TELEVISION SALES, INC.
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WEEK IN BRIEF

If option time goes, does tv networking go, too? Net-
works will try to make this point to FCC. But already
industry’s watching newly-emerging patterns. One is CBS-
TV's affiliate inducement plan. See . ..

WHAT REPLACES OPTION TIME?... 31

Some light, and perhaps some heat, will be thrown on
FCC’s proposals and philosophies in programming at
Georgia seminar; NAB tests of proposed logs are attract-
ing out-of-state interest. See . .

SECOND BATTLE OF ATLANTA... 50

The new director of the NAB Code Authority, Robert D.
Swezey, thinks the tv code can be an affirmative influence
on tv programming. He has some ideas he hopes will
improve tv. See ...

SWEZEY ON NAB CODES... 66

P&G leads advertisers in network tv spending for
second quarter and for June. Occupying second and third
places in second-quarter report by TvB are Lever Bros.,
American Home Products. See ...

P&G HOLDS TOP TV SPOT... 42

Chrysler Corp. has big plans for its new car line to be
introduced late this month. And that means a bigger
ad budget, including new television buys, starting next
year. See . ..

CHRYSLER CONFIRMS AD BOOST... 33

Chicago is coming up and so is Los Angeles among
originating markets for national radio and tv spot, but
New York hoids to first place, though both radio and tv
volume have dropped there. See ...

N.Y. SPOT SHARE DROPS... 36

Testimony in reopened Jacksonville ch. 12 case con-
flicts about the hiring of a lawyer by the city (an appli-
cant), payment for his services and what the payment
was for. See ...

JACKSONVILLE CH. 12 CASE ... 70

Another major tv film series producer, MGM-TV, is
moving into live and video tape production. The studio
has engaged Harry Anger to develop-and produce two
new tv properties. See .

MGM-TV SETS LIVE, TAPED TV...92

Texas broadcasters are trying to get state tax officials
to give radio stations which lease or rent programmed
aural tapes the same tax exemptions given tv stations
for film or video tape programs. See . ..

TEXAS TAX PROBLEMS ... 76 .

Like motion picture houses, community antenna tv
operators realize the value of promoting their wares on
radio. One estimate is that catv spends nearly $1 million
a year in local radio. See . ..

RADIO GETS CATV MONEY... 60
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Kickdy g § f— cornered
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WPIX-11 has a “corner” on the kiddy market, During the late afternoon and early evening 000
hours when children dominate TV viewing, wrix-11 dominates all competition seven 00
days a week, Every year the biggest new children’s show is fed into the most fabulous
back-to-back lineup of children’s shows in television. This year it’s picK TRACY. No other

station comes close in delivering the tremendous New York children’s market of more

than three million youngsters.

NEW YORK'S PRESTIGE INDEPENDENT

o P S

5
~ N
LN
NS




Late news breaks on this page and on page 10
Complete coverage of week begins on page 31

Paar parries Senate
in Berlin tv taping

Use of troops in taping his show at
touchy Berlin border crossing was de-
fended by Jack Paar Friday in trans-
Atlantic telephone conversation with
NBC officials.

Taping incident caused uproar in
official Washington and Defense Dept.
ordered investigation, White House ex-
pressed concern, and Senators de-
nounced action in scorching speeches.

NBC said Mr. Paar reported that
taping of show, to be presented Tues-
day night, was done “with the full co-
operation and permission of the U. S,
Army.” At conclusion of taping, Mr.
Paar told NBC, he was thanked by
officers in charge for way he handled
presentation, particularly for including
close-ups, so that families of men could
see them on television.

But in Washington, Defense Dept.
said Army has been asked to ex-
plain presence of seven officers and 50
enlisted men at Friedrichstrasse cross-
ing during taping. Arthur Sylvester, as-
sistant defense secretary for public af-
fairs, said that with charges of pro-
vocative incidents involved in danger-
ous Berlin situation, it was “naive, to
say sthe least,” for Army to let Com-
munists watch filming of entertainment-
type show.

Double Strength » Mr. Paar told
NBC that presence of more than nor-
mal complement of men resulted from
fact guard was being changed. Thus,
relieving and retiring units were in-
volved, plus other military personnel at-
tracted by curiosity, according to Mr.
Paar.

Senate Majority Leader Mike Mans-
field (D-Mont.) led denunciations in
Senate, declaring that what is transpir-
ing in Berlin “is not a tv spectacular. It
has overtones of profound tragedy and
should not be made a game.”

Sen. Hubert Humphrey (D-Minn.)

Severeid to New York

CBS News correspondent Eric
Severeid will return to U. S. this
month for assignments at net-
work’s New York headquarters.
Mr. Severeid will work on CBS
Reports and on various special
programs on CBS Radio and
CBS-TV. He had been in Lon-
don since 1959, and had worked
on CBS Reports program on
Brazil.

said use of troops is “intolerable and
should not be done.”

Sen. Bourke B. Hickenlooper (R-
Iowa), of Senate Foreign Relations
Committee, said he was “utterly
shocked” and that all those involved
“should be condemned.”

Use of troops for such activities said
Sen. Leverett Saltonstall (R-Mass.)
might lead to “a shooting scene.”

Sen. Jacob Javits (R-N.Y.) bucked
trend of Senate speeches. He said Sen-
ators should be patient and get facts
from Pentagon inquiry before express-
ing views.

MGA to rejoin AFM;
fund change planned

Musicians Guild of America, formed
three years ago by group of Hollywood
musicians in protest against trust fund
policies of American Federation of Mu-
sicians, will be dissolved and its mem-
bers reinstated in AFM, according to
agreement negotiated by Herman Kenin,
AFM president, and Cecil Read, MGA
president.

International executive board of
AFM has approved pact and MGA
board is expected to approve shortly.

Agreement calls for AFM to seek to
negotiate changes in its existing phono-
graph record agreements so that 50%
of money now payable to Music Per-
formance Trust Funds will be paid to
individual musicians who contribute to
making records.

AFM also affirms its policy of seeking
residual or re-use payments for record-
ing musicians in all other fields. AFM
will grant full, uninterrupted member:
ship rights to musicians who were ex-
pelled or otherwise disciplined for MGA
activities, and all fines are nullified.

All instrumentalists employed under
AFM contract jurisdiction will have
right to ratify union’s contracts. AFM
will establish committee on recording
musicians in Los Angeles not later than
April 1, 1962, to give advice on bar-
gaining proposals and negotiations and
on other matters.

WVUE (TV) gets ch. 12

Initial decision proposing to grant
ch. 12 New Orleans to Coastal Tv Co.
was adopted by FCC Friday (Sept. 8).
Coastal had merged with former com-
peting applicant, Supreme Broadcasting
Co. (BROADCASTING, June 26) and two
firms have been jointly operating
WVUE (TV) New Orleans on ch. 13
on temporary basis.

AT DEADLINE

Relationship?

WABC-TV New York re-
searchers played with statistics
Friday (Sept. 8), day after Dem-
ocratic mayoralty primary race
in that city. It came up with this
“corollary”: Mayor Robert Wag-
ner’s supporters spent $15,958, or
63.5% of total money spent for
time on that station during cam-
paign; Arthur Levitt, party-backed
contender for nomination, $9,180,
or 36.5%. Votes, WABC-TV
emphasizes, went like this: Wag-
ner, 451,458, or 60.8% of total
vote cast, and 291,672, or 39.2%.

Ch. 12 role confined
to paperwork—Kays

At FCC’s Jacksonville ch. 12 hearing
Friday (see page 70), Washington law-
yer Harlan L. Kays Jr., associate of
Tampa attorney Miles H. Draper, testi-
fied he was paid some $2,400 for doing
job which applicant’s attorney of record
could have accomplished at no extra
charge.

Mt. Kays said he was under impres-
sion that he and Mr. Draper were re-
tained by City of Jacksonville, losing
applicant for ch. 12 in 1955-56 com-
parative hearing. He said he had not
practiced before FCC and that Mr.
Draper, friend of former Commissioner
Richard A. Mack, told him Mr. Mack
“would get him off on right foot.” Mr.
Kays denied discussing merits of case
with Mr. Mack or telling him he repre-
sented city.

Mr. Kays said he was not retained
to do political missionary work. He
said he told Mr. Draper, “I know you
know the big boys and I don't.” Mr.
Kays said he understood Jacksonville
City Commissioner J. Dillon Kennedy
had retained Mr. Draper on behalf of
city but “didn’t want us to take an ac-
tive part until after the initial decision.”

Defines Role = Mr. Kays claimed his
only role in proceedings was to watch for
FCC documents pertaining to case and
get dates of oral arguments or confer-
ences. When asked by Hearing Exam-
iner James D. Cunningham if he knew
pertinent documents are automatically
supplied by the FCC to interested
parties, Mr. Kays admitted he did.

Directly contradicting Mr. Draper’s
earlier testimony, Mr. Kays said he re-
ported “8 or 9 times” on his FCC ac-
tivities to Mr. Draper. At close of his
testimony, attorney Kays made state-

Bt P T R A Rt b o PR i . St 17 2 i) more AT DEADLINE page 10
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WEEK'S HEADLINERS

Richard G.
Cummins, for-
mer creative di-
rector of Erwin
Wasey, Ruth-
rauff & Ryan,
New York, ap-
pointed to new
post of vp and
creative direc-
tor of central
division of
EWR&R with
headquarters in Chicago, effective im-
mediately. Central division includes
Pittsburgh and Houston offices in addi-
tion to Chicago. For past two years
Mr. Cummins has been with Aitkin-
Kynett, Philadelphia advertising agen-
cy. Mr. Cummins will be responsible
for supervising and coordinating all
creative activities, including art, copy
and radio-tv copywriting.

Mr. Cummins

Oliver A. Unger, formerly president
and board chairman of National Tele-
film Assoc., has joined Home Enter-

tainment Co. as executive vp and mem-
ber of board. He will supervise pro-
gramming for wired pay tv system
which he has developed and is ready to
franchise. As NTA president, Mr.
Unger pioneered in bringing feature
films to television.

John T. Rey-
nolds has been
appointed to
newly - created
position of wvp
and general
manager, net-
work programs,
Hollywood,
CBS-TV. Mr.
Reynolds, who
had been vp, ad-
ministration,
Hollywood, will now supervise and co-
ordinate all west coast creative and
operating departments. Before joining
network, he was vp and general man-
ager of KHJ-TV Los Angeles.

Mr Reynolds

For other personnel changes of the week see FATES & FORTUNES
A T T T T e AT I e Sl R BTy

ment attacking FCC counsel and deny-
ing any wrongdoing.

Also called Friday was William M.
Madison, Jacksonville city attorney,
who testified there were no entries in
minutes of city council meetings men-
tioning Mr. Draper in any way as at-
torney for city applicant. After Friday
session, hearing was adjourned to Oct.
11, when testimony will be taken con-
cerning alleged off-the-record contacts
on behalf of winning applicant Florida-
Georgia Tv Inc. (WFGA-TV). Third
applicant, Jacksonville Broadcasting
Co., has not been accused of improper
conduct.

FCC revises ethics code

Members of FCC last week dusted
off cobwebs from September 1954 code
of ethics covering commission staffers
and made several editorial changes.

Major change reportedly was dele-
tion of language telling employes how
to act during strictly social engagements.
Commissioners themselves do not come
under provisions of code but are guided
by administrative order of President.

Spartanburg case resumes

Chief FCC Hearing Examiner James
D. Cunningham Friday (Sept. 8) sched-
uled Sept. 20 as date for new hearing
in court-remanded grant of ch. 7 Spar-
tanburg, S. C., to Spartanburg Radio-
casting Co. (WSPA-TV). Case has

10

been before FCC and courts many
times (BROADCASTING, July 31) on pro-
test of ch. 40 WAIM-TV Anderson,
S. C. Latest hearing was ordered by
court because ex parte charges against
WSPA-TV were not explored in pre-
vious hearing.

WHDH-TV asks for uhf
under new FCC proposal

WHDH-AM-FM-TV Boston Friday
asked FCC to accept application for
ch. 26 in that city to repeat simultane-
ously programs of ch. 5 (WHDH-TV).
Station said it is filing now to obtain
priority if FCC adopts proposal to per-
mit vhf-uhf dual operation and free as-
signment of uhf channels (BRoADCAST-
ING, July 31).

WHDH said it’s requesting no waiver
of current FCC rules which “clearly
would require denial because ch. 26 is
not currently assigned to Boston” and
because of existing FCC rules forbid-
ding duopoly.

WHDH said application should be
accepted for filing on FCC’s announced
“first come, first served” policy or else
“would-be first-comers” will be discour-
aged by starting simultaneously with
later comers.

Station estimates construction cost of
ch. 26 outlet at $347,563; first year’s
operating cost of $45,000 and first
year’s revenue: None.

‘CBS Reports’ opener
to feature Eisenhower

Former President Dwight D. Eisen-
hower will be star and subject of open-
ing CBS Reports program of season,
Oct. 12 (10-11 p.m.). Filmed hour
will have Mr. Eisenhower discussing
ups and downs of his administration.
It will be first of series of such pro-
grams CBS-TV will present on former
Chief Executive, announced last May
(AT DEADLINE, May 8).

FCC renews WNEW-TV
despite Minow dissent

Over dissent of Chairman Newton
Minow, FCC Friday (Sept. 8) an-
nounced license remewal had been
granted to Metromedia Inc.’s WNEW-
TV New York without prejudice to
final decision in Orlando, Fla., ch. 9
ex parte case. John W. Kluge, Metro-
media president, formerly was princi-
pal owner of Mid-Florida Tv (WORZ-
TV), winning ch. 9 applicant, which
has been accused of making off-the-
record contacts during pendency of Or-
lando case (BROADCASTING, June 5).
Chairman Minow said license should
not be renewed until Orlando case is
resolved.

WENY, KCUB sales
among 14 approved

FCC approved 14 station sales in first
meeting since August recess, announced
Friday. Among them:

» WENY Elmira, N. Y.: Sold by Gan-
nett Newspapers to WENY Inc. for
$240,000 and agreement not to com-
pete. WENY Inc. is headed by D. M.
Simmons and associates who also have
interest in WMMB Melbourne, WOND
Pleasantville and WOSJ-FM Atlantic
City, all New Jersey.

s KCUB Tucson, Ariz.: Sold by Ralph
R. Boffard to Oscar I. Dodek and Max-
well M. Marvin for $225,000 plus
$25,000 for consultancy and agreement
not to compete. Messrs. Dodek and
Marvin own KABQ Albuquerque, N. M.
Chairman Minow and Commissioner
Lee voted to send letter concerning ex-
cessive spot announcements.

Business briefly...

Curtis Publishing Co., Philadelphia,
has started radio-tv drive for its re-
vamped Saturday Evening Post. One-
minute announcements on all four ra-
dio networks and prime time spot tv
commercials in about 30 markets will
be used each Tues., Wed. and Thurs.
Agency: BBDO, N. Y.

Westclox Division, General Time
Corp., N. Y., has begun four-month
spot radio ‘drive on 220 stations in 90
markets. Agency: Hicks & Greist, N. Y.
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WJW TV' CLEVELAND’S '
NUMBER ONE STATION *

IS GAINING MOMENTUM. ..
ON TRACK EIGHT

with
® POST ‘48 MOVIES
® EXCITING NEW MORNING SHOW
@ INCREASED NEWS COVERAGE
® CLEVELAND BROWNS FOOTBALL

® CLEVELAND INDIANS BASEBALL

® CLEVELAND’S ONLY LATE MOVIE
MONDAY THRU FRIDAY

REPRESENTED BY STORER TELEVISION SALES, INC.
*JULY 1961 ARB
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What they see on

The way to sell your product is to
make sure plenty of people see it!
And more people see the products
advertised on WJAC-TV than on
any other station in the Johnstown-
Altoona market. Take it from ARB
and Nielsen . . , WJAC-TV delivers
the audiences!

But more important than size of
audience, WJAC-TV also brings
you a buying audience. Sales
figures prove that WJAC-TV turns
watchers into buyers.

For Complete Details, Contact:

HARRINGTON, RIGHTER
AND PARSONS, INC.

New York Boston Chicago Detroit
Atlanta Los Angeles San Francisco

JOHNSTOWN - CHANNEL b

_ DATEBOOK___

A calendar of important meetipgs .and
events in the field of communications

*Indicates first or revised listing.

SEPTEMBER

Sept. 11—Space communications DPanel by
Washington sections, Institute of Radio En-
gineers and American Institute of Electrical
Engineers. Dr, John Pierce, Bell Labs.; Dr.
Elmer W. Engstrom, RCA; Dr, Herbert
Trotter Jr., General Telephone & Electron-
ics Labs., and Richard P. Gifford, GE, Mod-
erator: Edward W. Allen, FCC. Natural
History Museum, Washington, D. C., 8 p.m.

Sept. 15—South East Radio-Tv Seminar,
sponsored by Georgia Assn. of Broadcasters,

,to discuss various problems facing broad-

casters, Including program form proposals,
government encroachment, NAB leadership,
ete. Biltmore Hotel, Atlanta.

Sept. 11-17—Affiliated Advertising Agencies
Network 17th annual international meet-
ing. Sheraton-Blackstone Hotel, Chicago.

Sept. 14-16—Michigan Assn. of Broadcasters
fall convention and business meeting. Hid-
den Valley, Gaylord, Mich.

Sept. 15—Reply comments due on FCC
rule change requiring broadcast announce-
ment of financial interest held by station
management or employes in products or
services promoted on air (plugola).

Sept. 15—Deadline for comments on FCC
proposal to grant rate increases to AT&T
and Western Union for leased-line tele-
graph services. :

Sept. 15—Comments due on proposed FCC
rulemaking limiting grants of vhf translator
stations only to those which would cover
unserved areas rather than simply extend
an existing statlon’s coverage area.

Sept. 15-17—American Women in Radio &
Television, southern area conference. Dink-
ler-Tutwiler Hotel, Birmingham, Ala.

Sept. 15-17—New York State Educational
Radio & Television Assn., fall meeting. Key-
note address by Kenneth G. Bartlett,
Syracuse U. Pinebrook, Upper Saranac, N. Y.

Sept. 18-19 — CBS Radio Afliliates Assn..

annual convention. Waldorf-Astoria Hotel,
New York.

#Sept. 21—Chicago Federated Advertising
Club, Morrison Hotel, 12 noon. Speaker:
Rod Erickson of Filmways Inc., New York.

Sept. 22—Radio & Television Executives So-
ciety, newsmaker luncheon, Hotel Roose-
velt, N. Y. FCC Chairman Newton N.
Minow is speaker.

Sept. 22-24—Advertising Federation of

America, 10th district convention. Hotel
Mayo, Tulsa.

Sept. 23—UPI Broadcasters Assn. of North
Carolina, annual meeting and news seminar.
Hotel Robert E, Lee, Winston-Salem.

Sept. 24-26—NLouisiana Assn. of Broadcasters,
annual convention. Buena Vista Beach Hotel
& Motel, Biloxi, Miss.

Sept. 26—Resumption of FCC hearing on
network programming practices, Federal
Court House, Foley Square, New York City.

Sept. 27-30—Radio Television News Direc-
tors Assn., 15th international convention.
Statler-Hilton Hotel, Washington, D. C.

Sept. 28—Assn. of Natlonal Advertisers,
new products workshop. Waldorf-Astoria
Hotel, New York City.

*Sept. 28-29—Tennessee Assn. of Broad-
casters, Read House, Chattanooga. Speakers
include FCC Commissioner Rosel H. Hyde;
Vincent T. Wasilewski, NAB executive vice
president-elect; Mark Ballman, MecCann-
Erickson, Atlanta; Tommy Martin, Mutual
Life Insurance Co. of New York; Ben
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two
eyes

are
better
than

one

CBS-TV, CHANNEL 6 CBS-TV, CHANNEL 13

KMOSTV -~ KRCG-TV

SEDALIA, MO. JEFFERSON CITY

This two-station hook-up now dominates central Missouri. Gives you strong
sales-support in 39 productive counties, with EBl well over one billion
dollars, up nearly 3% from last year. You’d need ten newspapers or a

dozen radio stations to cover this productive market—but KRCG-TV plus
KMOS-TV can do the whole job—and better, for less. Transmitting top CBS
shows and strong local features on both Channel 6 (Sedalia) and Channel
13 (Jefferson City) they're hitting new highs in audience-response, and total
homes. It’s time NOW to take advantage of this new selling-force in central
Missouri. Reach for the phone, and get full details from your Blair man.

JEFFERSON TELEVISON COMPANY, Jefferson City, Missouri

Represented nationally by BLAIR TELEVISION ASSOCIATES
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Sanders, KICD Spencer, Iowa; Elmo Ellis,
program director, WSB Atlanta; Charles
Lamb, publisher, The Music Reporter; Gov.
Buford Ellington, Tenn.

Sept. 28-Oct. 1—National Federation of Ad-
vertising Agencies, central states group.
Lake Tower Motel, Chicago.

Sept. 20—Minnesota Broadcasters Assn., an-
nual convention. Speakers include NAB
President LeRoy Collins and FCC Commis-
sioner Robert T. Bartley. Leamington Hotel,
Minneapolis.

Sept. 29-30—American Women in Radio &
Television, east central area conference.
Claypool Hotel, Indianapolis.

Sept. 29-Oct. 1—American Women in Radio
& Television, New England conference.
Equinox House, Manchester, Vt.

OCTOBER

Oct. 2—Deadline for comments on FC(C’s
proposal to add additional vhf{ channel at
below minimum mileage spacing to follow-
ing cities: Baton Rouge, La. (Doc. 14233);
Birmingham, Ala. (Doe. 14236); Charlotte,
N. C. (Doc. 14238); Dayton, Ohio (Doc.
14234); Jacksonville, Fla. (Doc. 14235);
Johnstown, Pa. (Doc. 14232); Knoxville,
Tenn. (Doc. 14237); Oklahoma City, Okla.
(Doc, 14231).

Oct. 2—New deadline for comments in
FCC rulemaking on new program reporting
forms and logging requirements, extended
from Sept. 7

Oct. 2-4—Canadian Electronic Conference
of Institute of Radio Engineers. Toronfo,
Ont.

Oct. 2-6—Society of Motion Picture & Tele-
vision Engineers, 90th convention. Theme
will be "Integration of Motion Picture and
Electronic Systems.” €. Loren Graham,
Eastman-Kodak, is program chairman,
Among topics to be discussed: Subscription
tv, tv equipment and techniques and tv
recording. Lake Placid Club, Lake Placid,
N. Y.

Oct. 3-4—Advertising Research Foundation
conference, Hotel Commodore, New York
City.

Oct. 5—N. Y. chapter of Academy of Tele-
vision Arts & Sciences, luncheon. Sir Ger-
ald Beadle, former head of BBC television
speaker. Waldorf-Astoria Hotel, New York.

Oct. 6—Comments due on FCC’s reopened
option-time rulemaking.-. Reply comments
will not be accepted.

Cct. 6-7—Professional Group on Broadcast-
ing, Institute of Radio Engineers, 11th an-
nual broadcast symposium. Willard Hotel,
Washington, D. C.

Oct. 7-8-—National Federation of Advertis-
ing Agencies, eastern states group. Statler-
Hilton Hotel, Washington, D. C.

Oct. 8-10—Advertising Federation of Amer-
fca, 7th distriet convention. Jackson, Miss.

Oct. 8-18—International seminar on instruc-

RAB management conferences

Sept. 11-12 White Sulphur Springs,
W. Va,

Sept. 18-19 Sea Island, Ga.
Sept. 2)-22 Dallas.

Sept. 28-29 Des Plaines, Iil.
Oct. 5-6 Omaha.

Oct. 9-10 Palo Alto, Calif,
Oct. 12-13 Detroit.
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RCA-5762A POWER TRIODE FOR TV & FM

AN IMPROVED

VERSION
OF A

PROVEN
FAVORITE

For years telecasters have known and relied on the
RCA-5762, Now the 5762A combines the rugged
dependability of the original with important im-
provements,

The 5762A is unilaterally interchangeable with
the 5762/7C24. Its entirely new grid design and
grid characteristics make it ideal for both TV and
FM. Its maximum plate dissipation is 4 Kw and it
can be used at the highest VHF channel. The syn-
chronizing-level power output is 6.35 Kw with less
than 1 Kw of driving signal.

The new type retains the highly efficient radiator
of its predecessor; the thoriated tungsten filament
for economical power consumption; the complete
shielding between filament leads and plate; the low
grid-to-plate capacitance; and the high perveance.
It is a worthy successor to one of the most re-
spected tubes in broadcasting.

Also from RCA...
A NEW GENERATION OF BROADCAST VETERANS

Every familiar RCA broadcast tube has been
steadily improved over the years. Each of the types
below, manufactured for years, are in service in
hundreds of transmitters. Today's improved ver-
sions represent the best transmitting tube invest-
ment the broadcaster has ever been able to make.

Typical

Plate Power
Sroadcast Dissipation | Output
Mo |1ype Asplication] Service | Watls | watts |
AF Power
i 100 380
B13 Beam Power Pentode ™ “m:uﬂla:h’ (CCS)  [(two tubes)
AF Power
™ 300 1850
SIIARN({Ponariitiods fadio [, Ampifise | CS)  fitwo tubes)
S186A/ RF Power 12,000
7007 | Beam Power Tube W Ampiifier (€TS) 14,000
5754 | Halt-Wave Mercury- v Hal-Wave
Vapor Rectifier Radio Rectifier
3 Hali-Wave Mercury- w Halt-wave
Vapor Rectifier Radio Rectifier
7oy Halt:-Wave Mezeury- ™ Halt-Wave
Yapor Rectifier Radio Reclifier o
2 Half-Wave Mercury- v Half-Wave
Vapor Rectifier Radio Aectifier
Half-Wave Mertury- v Half-Wave |
8008 | yapor Rectier Radio Rectifier B |

Be sure you have the latest ratings and technical
data on these important tube types. Check with
your Authorized RCA Broadcast Tube Distributor
this week—or write directly to Commercial Engi-
neering, Section I-13-0-2, RCA Electron Tube
Division, Harrison, N. J.

e P AR T A

/I The Most Trusted Name in Electronics
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talk

about
public

Service
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All Cincinnati is talking about the joint press
conference which WCKY Total News and
Information arranged and broadcast between
bitter enemies James Hoffa, international
General President of the Teamsters Union,
and James Luken, leader of 4 Cincinnati
Teamster locals which have broken away
from the Teamsters. Hoffa visited Cincinnati
August 27th in an attempt to rally the rest of
the Teamster locals and to prevent further
revolts. WCKY persuaded Hoffa and Luken
to appear face to face on the Sunday after-
noon press conference. B We opened the
conference to all reporters who wished to
attend. Over 40 represen-
tatives of radio and TV
stations, newspapers and
magazines accepted our
invitation, among them
the New York Times, the
Detroit Press, the Dayton
Daily News, KWK St. Louis,

WIP Philadelphia, WOSU
' Columbus, UPI, AP, Mu-

tual, NBC-TV, CBS-TV, Life
@ Magazine and all the other
Cincinnati radio and TV stations and news-
papers. The broadcast ran an exciting 40
minutes of questions, answers, give and take
between Luken and Hoffa. B Favorable com-
ment poured into our WCKY switchboard
after the broadcast from Cincinnatians who
are vitally interested in such public discus-
sions. No wonder WCKY is Cincinnati’'s most
talked about news station! You talk to your
AM Radio salesman about WCKY!

weky

20,000 WATTS o CINCINNATI

- {EoATERDDK

NAR fall conferences

Oct. 13—Hotel Jefferson, St. Louis
Oct. 16—Sheraton-Dallas, Dallas
Oct. 18—Hotel Utah, Salt Lake City
Oct. 20—Sheraton Palace, San Fran-
cisco

Nov. 10—Somerset Hotel, Boston
Nov. 13—Pittsburgh Hilton, Pittsburgh
Nov. 15—~Hotel Leamington, Minnea-
polis

Nov. 20—Robert Meyer Hotel, Jack-
sonville, Fla.

tional television, sponsored by Purdue U.
in cooperation with UNESCO and the U.S
National Commission for UNESCO. Dr.
Warren F. Seibert, Purdue professor, is
seminar director; James S. Miles, Purdue
Television Unit, i3 assoclate director. Purdue
U., Lafayette, Ind.

QOct. 9-10—Virginia AP Broadcasters Assn.,
Washington & Lee U., Lexington, Va.

Qct. 9-11—National Electronics Conference,
International Amphitheatre, Chicago.

Oct. 8-13—Audio Engineering Bociety, an-
nual fall conference and technical exhibit.
Hotel New Yorker, New York.

Oct. 10—Annual outing, Federal Com-
munications Bar Assn. Golf, tennis, base-
ball game, cocktails and buffet supper.
Woodmont Country Club, Rockville, Md.
(Washington, D. C., area).

Oct. 10-11—Texas Assn. of Broadcasters.
Speakers include Rep. Walier Rogers (D-
Tex.); FCC Commissioner Robert T. Bart-
ley; Harold Cowgill, consultant. Adolphus
Hotel, Dallas,

Oct. 12 — Seventh Wisconsin Fm Station
Clinic. Center Buﬂdlng, U. of Wisconsin,
Madison.

Oct. 12-13—American Assn. of Advertising
Agencies, central region, annual meeting.
Ambassador West Hotel, Chicago.

Oct. 14-15—Missouri AP Radio-Tv Assn.
meeting, Kentwood Arms Hotel, Sprnigfield,
Mo.

Oct. 13-15—American Assn. of Advertising
Agencies, board _of directors’ meeting.
Sheraton-Chicago Hotel, Chicago.

Oct. 15-18—American Assn. of Advertising
Agencies, western region convention. Hotel
del Coronado. Coronado. Calif.

¢QOct. 17-19—Kentucky Broadcasters Assn.,
annual fall meeting. FCC Commissioner
Frederick W. Ford, guest speaker. Phoenix
Hotel, Lexington.

QOct. 19-21—Advertising Federation of
America, 3rd district convention. Jack Tar
Hotel, Durham, N. C

Oct. 20-22—American Women in Radio &
Television, Pennsylvania conference. Penn-
Sheraton Hotel, Pittsburgh .

Oct. 20-22—American Women in Radio &
Television, west-central area conference.
Lassen Hotel, Wichita, Kan.

Oct. 23-20—National Assn. of Educationa)
Broadcasters convention. Marriott Twin
Bridges Motor Hotel, Washington, D. C.

Oct. 25-28—8igma Delta Chi, 52nd national

convention. Hotel Fontainebleau, Miami
Beach, Fla.

Oct. 26-28—Mutual Advertising Agency
Network, management meeting. Palmer
House, Chicago.

*Oct. 26-28—North Daketa Broadcasters

Assn,, annual meeting. Holiday Spot Motor
Hotel, Minot.

Oct. 27-29—American Women in Radio &
Television, southwest area conference. New
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“ Presents

a Distinguished New Televi

Featunng

Pulitzer Prize Journalist.

in an exciting new television séries on thelives and'tiin‘es' of the world’s mbst
outstandmg persona.htles who helped s]hape the pohtlcal cultural, somal
' _mlhta.ry, and scientific patterns of our- tlmes

- Now, Jommg SPI’s initial pr 097 am oﬁ”e?;_:"' ;
%5 “Dworce Court’sold in the mar/cets below;fﬁ

San Francnsco, Washington, Dalla.s/Fort. Worth Houston.'_: 2o
Lios: Angeles, Baltimore, Buffalo, Sea.ttle Sacr&mento Detrox(‘f. '

Cleveland, Atlanta, Milwaukee and in numepous ot'her markets.-' 5

NEW YORK: 500 PARK AVENUE, PLAZA 2:7525 CHICAGO 333 NORTH MICHIGAN AVE.; GENTRAL (i 3869‘
LOS ANGELES 5088 WESTERN AVE., DUNKIRK 3 4691 ATLANTA 1018W PEACHTREE ST N.W.,875- 8576|
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INTEGRITY
QUALITY

WAST

The
CREATIVE
Television Station
in This important
ALBANY - SCHENECTADY -
TROY MARKET

Selling
the Great Northeast

S|

£ 13 ALBANY, N. Y.

WILL'AM A, RIPLE, General Manager

PETERS, GRIFFIN,
-~ . WOODWARD, i~c.

Extlusive National Representatives

DANCER-FITZGERALD-SAMPLE
" BUYS COLOR TV

With its Sunday night ‘‘Bullwinkle Show," General Mills
makes the move up to Color TV this Fall. The trend to
Color is'growing. Are you with it? Learn more about Color
TV now. W. E. Boss, Director, Color Television Coordina-
tion, RADIO CORPORATION OF AMERICA, 30 Rocke-
g feller Center, New York 20, New York, Tei: CO 5-5900

18 DATEBOOK) * *

Orleans.

Oct. 27-29—Advertising Federation of
America, women's midwest intercity con-
ference. Commodore Perry Hotel, Toledo,
Ohio.

*Oct. 28-29—Kansas AP Radie-Tv Assn.
meeting. Broadview Hotel, Wichita.

Oct. 28-29 — IOlinois News Broadcasters
Assn. fall convention. Hotel Custer, Gales-
burg.

Oct. 30-Nov. 1—Annual radio fall meeting.
jointly sponsored by Institate of Radio Engi-
neers and Electronic Industries Assn. Hotel
Syracuse, Syracuse, N. Y.

NOVEMBER
Nov. 2-3—Ohio Assn. of Broadcasters, fall
convention. Columbus Athletic Club, Co-
lumbus.

Nov. 2-4—Assn. of National Advertisers,
annual national meeting. The Homestead,
Hot Springs, Va.

*Nov. 3—Oral argument on FCC's option
time proposals (rescheduled from Oct. 27).

Nov. 5-8—Broadcasters Promotion Assn.,
annual convention. Waldorf-Astoria Hotel,
New York City.

Nov. 10—California Broadcasters Assn., an-
nual meeting. Mark Hopkins Hotel, San
Francisco.

¢*Nov. 10—New deadline for comments in
FCC rulemaking concerning major revision
of fm broadcast rules, (extended from Sept.
5).

Nov. 10-12—Advertising Federation of
America, 2nd district convention. Hershey
Inn, Hershey, Pa.

Nov. 12-15—Public Relations Society of
America, 14th national conference. Sham-
rock-Hilton Hotel, Houston. Final day of
conference will be in Mexico City.

*Nov. 13-16—Public Relations Soclety of
America, 14th national conference. Edward
R. Murrow, director of USIA, to deliver
keynote speech at opening session. Hotel
Shamrock-Hilton, Houston (first three days);
Mexico City (last day).

Nov. 14-16—IRE, Mid-America Electronics
Conference, Kansag City, Mo.

Nov. 15-16—American Assn. of Advertising
Ageneies, eastern region meeting. Biltmore
Hotel, New York City.

Nov. 15-17—Television Bureau of Adver-
tising, annual meeting. Statler-Hilton Hotel.
Detroit.

*Nov. 17-18—Oregon Assn. of Broadcasters,
fall meeting. Multnomah Hotel, Portland.

Nov. 24-25—Advertising Federation of
America, 8th district convention. Hotel St.
Paul, St. Paul, Minn. x

= DECEMBER

*Dec. 4—Deadline for comments on FCC’s
proposals to delete single vhf and sub-
stitute uhf channel to make community
all-uht in following eities: Binghamton, N.
Y. (Doc. 14243); Champaign-Urbana, Ill.
(Doc. 14244); Columbia, S. C. (Doc. 14245);
Erie, Pa, (Doc. 14242); Hartford, Conn. (Doc.
14241); Madison, Wis. (Doc. 14239); Mont-
gomery, Ala. (Doc, 14246); Rockford, Ill.
(Doc. 14240).

*Dec. 4—Deadline for comments on FCC’s
proposals to expand use of uhf band, in-
cluding dual vhf-uhf operation, reserved
pools of uhf channels for existing operat-
ing vhf stations, abolition of uhf allocation,
relaxation of technical rules for uhf sta-
tions, uhf grants without a hearing, etc.
(Doc. 14229).

*Dec. 6-8—NBC Radio & Tv Affiliates, an-
nual convention. 35th anniversary obser-
vance. Beverly Hliton Hotel, Beverly Hills,
Calif.

*Dec. 11—Reply comments due on FCC
rulemaking to make major changes in im
broadcast rules.. (formerly set for Oct. F).

BROADCASTING, Soptmber 11, 1961
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cipher

To reach people, a station needs more than
a transmitter. It can not treat people as
though the public were a cipher. Only those
stations which program with a due regard
for the needs of the people, are truly
important to people. How well we have
succeeded is perhaps best indicated by this
fact: each of our radio and television sta-
tions commands the allegiance of the most
responsive audience I its coverage area.
People listen. People watch. People know.

POST s NEWSWEEK STATIONS

A DIVISION OF THE WASHINGTON POST COMPANY

WTOP-TV, CHANNEL 9, WASHINGTON, D. C. @
WJIXT, CHANNEL 4, JACKSONVILLE, FLORIDA @

WTOP RADIO, WASHINGTON, D. C.
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they felt the needle in 6

(all 6 ABC owned radio stations started a

ABC acts to produce action! Every month a major public
service effort on ABC owned radio 'stations reaches out to
six of the nation’s largest metropolitan areas —New York,
Chicago, Pittsburgh, Detroit, Los Angeles and San Francisco.
Each month a new stimulus to community action springs from
each city’s most stimulating station. Recently a polio vaccina:
tion campaign on ABC stations was spearheaded by appeals
from such “local” talent as Eleanor Roosevelt and Henry
Fonda in New York, John Wayne and Red Buttons in Los
Angeles, Pie Traynor and David MacDonald in Pittsburgh. The




comunity action polio-vaccination drive)

result: action! The anti-polio drive is just the beginning. Month
after month these public service projects will reach ever-
larger audiences in six of the nation's largest markets. This is
the kind of living radio that produces community action. This
is the kind of living radio that produces action for the sponsor
who knows where to find it—on ABC owned radio stations!

£: ABC OWNED RADIO STATIONS

i WABC NEW YORK WLS CHICAGO KGO SAN FRANCISCO
KQV PITTSBURGHWXYZ DETROIT KABC LOS ANGELES




OPEN MIKE®

Enjoyable

EDITOR: I enjoy BROADCASTING. It’s a
good book and the reporting and make-
up are excellent. Your comprehensive
market features are very well done.
You can be very proud of the very
fine list of institutional advertisers you
have.—M. Anthony Mattes, Manager
Advertising Department, Standard Oil
Co. of California, San Francisco.

Doubly worthwhile

EDITOR: I have had some nice letters
and comments about the article [Mon-
DAY MEMO, Aug. 28] which make it
doubly worthwhile, As a long-time
media reader of BROADCASTING, I have
always admired the thoroughness of
your treatment of the industry.—James
W. Beach, Foote, Cone & Belding, Chi-
cago.

Minow file

EDITOR: I am interested in completing
my personal files on the current status
of the FCC’s role in the regulation of
broadcasting. I should very much ap-
preciate it if you would send me clip-
pings of your major 1961 editorial state-
ments on government regulations of
broadcasters’ programming, particularly
as it concerns the celebrated speech of

22

Newton Minow—E. Patrick Healy, Di-
rector of Media Relations and Planning,
Young & Rubicam, San Francisco.

[The editorials have been dispatched.}

Politz survey

EDITOR: WBEN would like your per-
mission to reprint your fine article on
the Politz Radio Survey (BROADCAST
ADVERTISING, Aug. 28). We will give
credit to BROADCASTING on each copy.

We will . . . distribute them around
the time our salesmen make slide and
tape presentations to prospective local
advertisers.—Joe A. Haeffner, Promo-
tion Manager, WBEN-AM-FM-TV
Buffalo, N. Y.

[Permission granted. with proper credit to
BroADCASTING].

Texas market story

EDITOR: . . . I think the issue boosting
Texas was well written and gives sev-
eral towns wide publicity. But whoever
wrote it failed to get out of Waco. It
is merely stated that Fort Hood is 46
miles away; actually, Fort Hood joins
Killeen, with 23,000 population. KLEN
serves more than 63,000 people within
a ten-mile area. I really enjoy reading
your magazine.—A. W. Stewart, Pres-
ident, KLEN Killeen, Tex.

Outsider

EDITOR: I am 24 and have an honors
degree from Liverpool University in
politics and economics. I have only one
ambition and that is a career in broad-
casting on the current affairs side. As
it is impossible to enter broadcasting in
Britain because the BBC selects only
Oxford and Cambridge men in limited
numbers, I am anxious to try my luck
in the U. S.—and am ready to come
OvVer now.

I visited the U.S.A. in 1959 as a
vacation student and did broadcasts at
WNAG Grenada, Miss., and WSOC
Charlotte, N. C. I have journalistic
experience and have made many tapes
in Europe and Britain. I have been a
professional interviewer recruiting stu-
dents for industry since graduating in
1960.

I am not a reserved, dyed-in-the-
wool Englishman. I am just the op-
posite—lively, friendly, informative and
more American in outlook. Could you
please put me in touch with possible
employers, preferably in the South?
Brian G. Holder, 37 Lawford Road,
Rughy, Warwickshire, England.

Broadcasting manners

EpITor: It did my heart good to read
“Wanted: good manners” [OPEN MIKE,

*KLZ radio a FJRMULA starionz

*TRY THE KLZ FORMULA TO

MULTIPLY YOUR SALES ;
SURE s o ¢« KLZ has a formula of

balanced broadcasting calculated
to deliver a buying audience with

"\ Represented by Katz Agency

mathematical precision. Good music
plus top CBS variety shows plus great
news reporting, minus phony sound
effects, equals 560-KLZ's dial position.

If you're only getting a fraction
of the business you want, let “Professor'”
Art Gow increase your sales quotient.

“The Art Gow Show,’ heard from
10:10 to 10:55, weekdays, mulfiplies
listeners by adding them to the show.
Art plays, on piano and organ, their
telephone requests made direcily to him
while he is on the air.

Figure the percentages and the sines
point fo KLZ Radio for increased sales.

560 - CBS IN DENVER

Sl L LR R
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IN
RADIO
IT"s
THE
SALES
CLIMATE
THAT
COUNTS
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WPEN

PHILADELPHIA

Creates A Responsive Audience
With
PACE SETTING

*VIGNETTES

25 DAlLY

EXCLUSIVE

*HEI.ICOPTER

TRAFFIC REPORTS
VETERAN

PERSONALITIES

FIGHTING

EDITORIALS

FIRST IN PHILADELPHIA
MIDDLE OF THE ROAD
MUSIC

" AWARD WINNING

NEWS
WPEN
PHILADELPHIA

A k F r Availab ltte
Represented Nationally By GILLL-PERNA
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WGN
#]

From 6 a.m. to 12 midnight,
Sunday through Saturday,
WGN reaches more Midwest
homes in the average quar-
ter-hour than any other
Chicago station. (Chicago

Nielsen Station Index, June-
July, 1961, report.)

63,400 homes reached in the
average quarter-hour—a 30
per cent increase over previ-
ous report.

From this clear-cut and in-
disputable first. position we
salute all media buyers with
a job to do in the nation’s
second largest market!

GN-Radio

in Chicago

First in sound!
First in service!
First in sports!

* * FIRST! » %

Chicago’s
Quality Radio Group
station

24"

Aug. 28]. I am in complete agreement
with this gentleman.—Richard L. Stin-
nett, St. Louis, Mo.

EDITOR: . . . During the past few weeks,
1 have forwarded some 40 resumes in
answer to Help Wanted ads in your
columns. To date, I have received ex-
actly two answers—one offering a be-
ginner’s salary, despite my experience
dating to 1935 in radio, tv and the
theatre, and one which required more
activity in sales than I feel qualified to
accept. . . . (Name withheld by re-
quest).

Logology

EDITOR: We thought you.might be inter-
ested in the reaction of our news editor,
Lloyd Emmert, to the combination of a

request for logging music (BMI) and
the FCC’s proposed logging changes.—
Ted Rand, General Manager, KDRS
Paragould, Ark.

BOOK NOTES

Television in the Public Interest, by
A. William Bluem, John F, Cox & Gene
McPherson, Hastings House, 190 pp;
$6.95

Tips and detailed instructions on how
to prepare public service announce-
ments and programs for tv are provided
here by three specialists in the field. Mr.
Bluem is director of television program-
ming for the tv-radio center of Syra-
cuse U.; Mr. Cox is television coordi-
nator of the National Education Assn.,
and Mr. McPherson is production di-
rector of WBNS-TV Columbus, Ohio.

The authors outline the correct pub-
lic relations approach to induce com-
mercial stations to carry public service
spots—"Don’t bring the FCC with
you,” they caution, “A station is not
required to carry all public service ma-
terial submitted to it. . . . A station
would certainly resent any implication
that it had to be forced to have a pub-
lic conscience.”

Technical skills, such as preparing
scripts, using film, tapes and slides and
proper on-camera conduct, are covered
thoroughly. The text book is illustrated
with drawings and photographs.

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
WPBN-TV WTOM-TV

Traverse City Cheboygan
One Rate Card

Covers 25 Northern Michigan Counties
IMCLUDING 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 PM)

1900 MORE Homes Reached Than Sta. B.
(M-F, 6 PM-Mid.)

2800 MORE Homes Reached Than Sta. B.
{Sat, 6 PM-Mid.)

1900 MORE Homes Reached Than Sta. B
{Sun. 6 PM-Mid.}

*ARB (March, 1960)

Network

"P,.gcnhﬁvﬂ

MeConnell

Paul Bunyan

Les Biederman
notiens!

General Manod€l
yenard, Rintoul &

Nefwork Representative Elisabeth 8eckjorden
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Why WOW-TV
bought Seven Arts

Vol. [ and Vol. Il
Says Bill McBride:

o Bl

BILL McBRIDE
Program Director
WOW-TV, Omaha, Nebraska

Warner'’s films of the 50’s...
Money makers of the 60’s

SEVEN ARTS
ASSOCIATED

CORP.

A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS, LTD.

Motion Pictures —"Lolita™, scheduled for Fall release. ..
Theatre—Tennessee Williams™ *'The Night of the 1guana™—Bette Davis,
Margaret Leighton. .

Television — Distribution of films for T.V., 20th Century Fox Films...
Literary Properties —"Disenchanted™ by Budd Schulberg...

Real Estate —The Riviera of the Caribbean, Grand Bahama, in censtruction . .

NEW YORK: 270 Park Avenue YUkon 6-1717
CHICAGQ: 8922-D N. La Crosse, Skokie, I1l. ORchard 4-5105
DALLAS: 5641 Charlestown Drive ADams 9-2855

l..A.: 232 So. Reeves Drive GRanite 6-1564—STate 8:8276.
= —__ _____ _— " L i1
For list of TV stations programming Warner Bros. “Films of
the 50's”" see Third Cover SRDS (Spot TV Rates and Data)



MONDAY MEMOQ from cHaRLES E. CROWLEY, E. 1. du Pont de Nemaurs & Co.

A good tv commerical has drama, realism in

If anything characterizes our attitude
toward corporate messages, it is that we
prefer to think of them as “stories of
chemistry” rather than as ‘“commer-
cials.” A story implies a plot with be-
ginning, middle and end, and all the
other elements of a successful dramatic
show. Most of our successful commer-
cials have these ingredients. We try to
have commercials revolve around a
problem important to the viewer; then
we solve the problem as it would be
solved in any dramatic work.

In looking to create a better public
understanding of du Pont and its activ-
ities, we frequently tell our story in
terms of a product. We begin the
creative task by considering how this
product can be related to the self in-
terests of the viewer. Since many of
our products serve the viewer in a form
he can’t readily recognize, this is often
a difficult job.

Judging by research studies, one of
our most successful commercials opens
on an apartment house fire, with the
sound of sirens to make the viewer look
up from his evening paper. Then we
introduce a man who escaped the fire
and show his anguish as he learns of
an elderly neighbor who has died.
Quickly, we establish his character as
he resolves to design a fire alarm that
will prevent such tragedies, as he strug-
gles to find a fool-proof power source
to keep the warning horn blowing.

Suspense = In this two-minute film,
we create suspense as he tries and fails,
until with the aid of du Pont research
he succeeds in developing a successful
warning device. The end of our story,
shows du Pont “Freon” propellant solv-
ing the inventor’s problem and contrib-
uting to safety.

Added to the dramatic elements of
the basic story, based on fact, are such
things as well-written, properly-deliv-
ered narration, quality production, good
taste and authenticity. The combina-
tion in this instance produced a com-
mercial that conveyed our message
about research and technical service.

From extensive research studies,
these and other guide posts or principles
have been developed, tested and veri-
fied. We believe generally that when
they are applied, a commercial has an
advantage in its bid for success. Still
there is always the inevitable commer-
cial with inspired writing and superb
pictures that makes a hit with viewers
even though it violates all the principles.

Our creative people know that such
elements as intelligibility, demonstra-
tion, the “you” approach, and a com-

26

pelling initial signal enhance a commer-
cial’s chance of success. In fact, anal-
ysis of our commercials in light of such
qualities allows our research consultants
to predict with reasonable accuracy
what viewers will learn.

And yet we have found through our
own experience that even talented peo-
ple, by oversight or by design, occa-
sionally omit important principles. We
have evidence to indicate that there’s a
reduction in effectiveness when they do.

It is our feeling that interesting, in-
formative and believable commercials
can accomplish the same ends as tech-
niques which are overly repetitive, loud,
or border on the annoying. Du Pont
commercials are designed to be intrigu-
ing, factual presentations of subjects of
significance to viewers.

Agency Talent = To make them so,
we rely on the creative talents of our
agency and our own comimercial super-
visor and on the judgment and taste of
our five-man tv section, plus the spe-
cialized knowledge and experience of
technical, legal and public relations ad-
visors. Accuracy and honesty are prime
requirements.

Laboratory scenes, for example, are
staged with such care that we’ve never
had a scientist complain about their
authenticity. Whenever a dramatic
demonstration has been in conflict with
technical accuracy, it has had to give
way. Whenever a copy line has implied
more than a product can perform, it
has been challenged and deleted. When-
ever a product point seems to dispar-
age someone else’s product, it’s restated
to stand on its own merits.

The policy on product points got a
severe test recently while we were dem-
onstrating some anti-freeze protection.
We wanted to show a radiator boiling
over. To avoid associating the demon-
stration with a particular make of car,

right mixture

we sought—and found—a rebuilt car
that had features of several makes but
could be identified with none.

Real People, Places = We've found
that real people and places add to the
believability—and acceptability—of our
commercials. We've used retired em-
ployes, research chemists, county judges
and government scientists on camera.
Their performances make up in reality
what they lack in acting ability and we
plant to continue using real people on
screen where they can be most effective.
We've shot footage in plants and lab-
oratories, on farms and in the deserts
and mountains.

By following our principles, we have
been able to measurably increase the
effectiveness of corporate commercials.
For example, during the four-year ten-
ure of Show of the Month (CBS-TV),
the application of these principles re-
sulted in a significant increase in the
percentage of viewers who could prove
they had seen the commercials. In the
last two years of the series, it is esti-
mated each commercial attracted and
held nearly one million more viewers
than during the first two years.

Lest creative people be concerned
that we believe in writing commercials
by formula, we should point out that
our final principle is, “Don’t be afraid
to break a rule.” We want to plot new
directions continually and to try new
commercial techniques, and we will
study and evaluate new ideas with the
hope of verifying other principles which
might help us write more effective com-
mercials.

There’s no pat formula for effective
commercials. We don’t even want to
find one, for in so doing we might lose
the really great story that breaks all the
rules. But not even the most sensitive
creative person can object to an occa-
sional reminder of basic principles.

Charles E. Crowley, as manager of tele-
vision for E. I. du Pont de Nemours & Co.,,
is active in both du Pont's tv commercial

and programming activities.

He joined

du Pont 12 years ago and was initially as-

sociated with the company's Atlantic City

exhibition. He

later supervised men’s

wear advertising for the textile fibers divi-

sion.

A graduate of Syracuse U. Mr.

Crowley served as a captain in the U. S.

Air Force during World War Il.
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The Saturday Sound
of New Haven
For the 10th consecutive year, exclu-
sive action packed play-by-play broad-
casts of Yale football every Saturday. : —————
Every day of every year you get sales THE SOUND OF NEW HAVEN

action from Big Buy WELL

For your WELI Plus-Radio* Plan, ask
your H-R man! In Boston, call Eckels!

*Full-scale merchandising,
from Sound to Sales

5000 WATTS /960 KC
NEW HAVEN, CONN.




Thank you, Commander Shepard and
Captain Grissom. ¥ ¥ i Not for the quote,
of course -just for the idea. ¥ W W Seems
we have a problem of pinpointing the
location of the Crown Stations for some
of our advertising friends in New York,
Boston, Philadelphia, Cleveland, Detroit,
Chicago, ete. % ¥ So just for the record:
Wi i We operate the three most enter-
prising broadcast operations in Portland,
Seattle, and Spokane (TV, AM, and FM).
Together, we cover 75% of your custom-
ers in the Pacific Northwest. ¥ w & There
is one further item that needs clarifica-

tion. @ ¥ ¥ Strange as it seems, there are
still a few time buyers around who con-
tinue to think of the Pacific Northwest
as the end of the line. Indians, loggers,
dance-hall girls, bewhiskered prospect-
ors and all that stuff. Sort of an authen-
tic Gaslight Club. @& We wish to correct
that impression. Most of the Indians we
know are now selling mutual funds,
building 707 jets, or designing atomic
reactors. The sons and daughters of the
loggers and the dance-hallgirls are either
erecting new apartment houses or specu-
lating in soy bean futures. And honestly,



we haven’t seen a man with a beard since
the last time we visited San Francisco.
v The truth is the Pacific Northwest
is jumping. We're even jumping ahead
of New York with an internationally rec-
ognized Fair - the Seattle World’s Fair-
starting next spring. We have 4,000,000
people making more money than ever
before. We’ve become the second largest
and second richest market in the West.
Second only to California, of course,
and they're second to nobody (as you may
have heard). @ ¥ % One last word. Our ma-
jor claim to fame is not that we blanket

the big population centers of the Pacific
Northwest. Our major claim is that we
serve them. % % % Know a more beautiful
way to sell?

THE CROWN STATIONS

KING, AM, FM, TV, Seattle
KGW, AM, TV, Portland
KREM, AM, FM, TV, Spokane




there is nothing harder to stop than a trend

ABC-TYV, with 8 out of the top 15 shows, again
shows the way in audience ratings.*

Where program popularity counts most...
in the markets where they can watch all 3 net-
works . . . most homes continue to watch ABC.
The latest 24-Market Nielsen also records
some leading reasons for ABC’s popular vic-
tory: Adventures in Paradise, The Untouchables,
Naked City, My Three Sons, 77 Sunset Strip,
Lawman, The Flintstones, The Rebel...8 shows,
that is, in the top 15. More shows, that is, than

Nets Y & 7Z combined. More grist for the
trendmll.

ABC Television

*Source: Nielsen 24 Market TV Report, Average Audience,
week ending August 20. All commercial programs, Monday
through Sunday, 6:30-11:00 P M.
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WHAT COULD REPLACE OPTION TIME?

CBS-TV's new compensation plan might set the pattern
Networks would need stronger position with affiliates
Agencies might become potent force in station programming

New patterns are beginning to take
shape in the relationships between tele-
vision networks and their affiliates and
may be propelled into reality by deci-
sions to be reached in the next few
months.

The result may, in turn, produce
changes in the buying habits of adver-
tisers and lead to more widespread in-
volvement of agencies in the program-
ming decisions of stations.

The speed with which the new out-
lines take form will depend primarily
on what FCC does in its pending op-
tion-time case. But FCC’s impending
action is not the only energizer at work.
The whole question of network pro-
gram clearances, already a multi-mil-
lion-dollar problem for the networks,
is becoming more difficult for both net-
works and advertisers and is therefore
commanding more time and thought in
search of fresh solutions.

If option time is abolished, then ob-
viously the traditional network-affiliate
relationship will move into a totally
new era to be governed by a totally new
set of values. If option time is wholly
or partly retained, a new set of ap-
proaches will probably evolve gradually
from the networks in an effort to in-
crease their importance to their affiliates
and thus solidify the access at least
partially assured them by option time.

Odds Stacked = These views, al-
though not unanimously held, reflect
the consensus of representatives of both
extremes in the debate over the impor-
tance or unimportance of option time
in the networking economy. It is also
their consensus that the odds are higher
than 50-50 that FCC’s decision will go
heavily against option time.

This opinion is a seemingly realistic
extension of the sequence of events in
which (1) FCC ordered option time
cut from three to two and a half hours
per day-part (BROADCASTING, Sept. 19,
1960) (2) The networks did not appeal
this decision but opponents of option
time did, on the ground that it is not only
improper but illegal, and (3) FCC asked
the court to return the case without
decision, so that the commission could
have a fresh look at it.
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This look is now coming up. FCC
has set Oct. 6 as deadline for filing
comments and Nov. 3 for oral argu-
ment. The networks indicated last week
that they would not let pass this oppor-
tunity to marshal as strong a case as
they can make in opposition to critics—
notably KTTV (TV) Los Angeles and
the Justice Dept—who contend that
option time violates antitrust law and
must therefore be abolished. The net-
works will renew their contention—
which FCC itself recognized while cut-
ting the amount of option time by a
half-hour—that networking is in the
public interest and that option time is
essential to successful networking.

New Patterns = Apart from the op-
tion-time question, some new patterns
in the affiliate-network relationship al-
ready are at least vaguely visible. The
clearest to emerge thus far is CBS-TV’s
new station-compensation plan, which
instead of a flat rate offers a higher
level of payment for clearances beyond
a certain number of hours (BroADCAST-
ING, May 8).

Critics have charged that the plan
was designed to circumvent the cut-
back in option time, and FCC is in-
vestigating it along with other non-
standard contracts of all networks.
CBS officials deny the plan was intend-
ed to be a substitute for option time
but acknowledge that its end result may
incidentally run in that direction.

Authorities at the other networks will
not say that they might introduce sim-

Plan for CBS New York

Construction of CBS headquarters
building may be delayed by death
Sept. 1 of its architect, Eero Saarinen.
Mr. Saarinen had completed model
(pictured at right), and he and associ-
ates were at work on final drawings.
He conceived structure without in-
terior supports to provide unobstruct-
ed floor space. Exterior would be
faced with granite that would weather
to charcoal gray. Site is on New York’s
Sixth Avenue between 52nd and 53rd
Streets.

flar plans, and some officials contend
it would be both ineffectual and un-
necessary to do so, but observers gen-
erally feel that if the plan passes muster
with FCC and also with CBS-TV affili-
ates, then eventually its principles will
be reflected in affiliation contracts
offered by ABC and NBC.

CBS-TV Plan = The plan as devel-
oped by CBS-TV eliminates the stand-
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ard system of paying affiliates 30% of
their gross rates for each so-called “con-
verted hour” of commercial program-
ming that they clear (after the first
free hours). Instead, the plan pays
10% for each hour up to a certain
level—about three-fifths of all com-
mercial orders—and 60% of their rates
for each hour cleared after that.

The dollar importance of clearances
was emphasized by CBS-TV when it
first detailed its new plan last spring.
Officials said non-clearance of CBS-TV
commercial orders during the first quar-
ter of this year ran at a rate which, if
projected over the full year, would
mean $15 million in unrealized busi-
ness for CBS-TV. Uncleared orders
during that quarter, according to offi-
cials, were 61% higher than in the same
period of 1960,

At that time CBS-TV had been hav-
ing an’ especially difficult clearance
problem “on morning programs, which
officials say has since been substantially
cleared up, but reports from all three
networks and from a number of adver-
tisers say the general clearance prob-
lem—especially on nighttime shows—
is becoming worse instead of better.

Closer Affiliate Relations » There are
differing views on what the networks
would or might do to shore up clear-
ances if option time were eliminated
entirely or substantially. It appears
generally agreed, however, that one of
their first moves would be to step up
the already-steady tempo of their sta-
tion-relations activities in terms of more
personal visits and even more frequent
telephone and postal liaison with affil-
iates.

Agencies also would probably find

- themselves engaged more heavily in
evangelistic work directly with stations.
Agency executives already appear fre-
quently on network closed-circuit ap-
peals to improve clearances and in some
cases go themselves or send their own
emissaries to woo affiliates who are re-
luctant to clear their programs. Wheth-
er option time is killed or kept, the
prevalent belief appears to be that both
network and agency intervention at the

station level is more apt to increase
than diminish over the next few years.

This personal evangelism would be
designed to minimize the so-called
“checkerboarding” effect which many
network authorities insist would be-
come rampant if option time were abol-
ished. Their contention is that espe-
cially in prime-time periods many sta-
tions would substitute local or national
spot programs which yield them a bet-
ter financial return, either moving the
corresponding network shows into less
desirable hours or rejecting them out-
right. Thus, according to this argument,
advertisers could not be assured of
reaching the audiences they were trying
to reach and in addition would lose the
benefits of high-rated adjacent shows.

New Buying Plans » If this argument
should prove true to an extreme degree
then the corollary contention is that
the advertisers would overhaul their
current buying practices, redirecting
great chunks of their budgets into spot
television or other media. )

At the opposite extreme is the view-
point, shared privately by some network
authorities, that abolition of option time
would have no real effect on networks,
advertisers or affiliates. This contention
is based on the reasoning that clear-
ance problems exist even within option
time—most spectacularly in the area
of public-affairs programming — and
that therefore option time does not
solve anything that strong programming
can’t solve better.

Those who take this tack argue that
non-clearance stems essentially from
one of four causes:

1. Desire to substitute special local-
interest programs on a one-time basis:
local election returns, local sports
events, civic ceremonies and the like.
This form of non-clearance within op-
tion time is specifically provided for in
FCC rules and, while it runs into a lot
of money for the networks, it is under-
standable and there’s nothing the net-
works can do about it in any case.

2. Inadequate allocations: Three net-
works trying to get their programs into
markets that have only two stations.

Listed below are the highest-ranking
television shows for each day of the
week Aug. 30-Sept. 6 as rated by the
multi-city Arbitron instant ratings

Copyright 1961 American Research Bureau

ARBITRON'S DAILY CHOICES

Date Program and Time Network Rating
Thur., Aug. 31 The Untouchables {9:30 p.m.) ABC-TV 20.2
Fri., Sept. 1 Twilight Zone (10 p.m) CBS-TV 18.5
Sat., Sept. 2 Have Gun, Will Travel (9:30 p.m.) CBS-TV 24.0
Sun., Sept. 3 What's My Line? (10:30 p.m.) CBS-TV 20.2
Mon., Sept. 4 Barbara Stanwyck (10 p.m.) NBC-TV 19.7
Tue., Sept. 5 Thriller (9 p.m.) NBC-TV 18.1
Wed., Sept. 6 U. S. Steel Hour (10 p.m} CBS-Tv 23.0

of the American Research Bureau.
These ratings are taken in Baltimore,
Chicago, Cleveland, Detroit, New
York, Philadelphia and Washington.

32 (BROADCAST ADVERTISING)

This is obviously impossible to do on
a live-feed basis. FCC recently took
steps to clear up this problem in most
of the major markets which still lack
a third station, but the new stations re-
main to be built and in the meantime
the competition for clearances is bitter
and is apt to remain so.

3. Station avarice: This typically
shows itself when a station pleads ‘pub-
lic interest” in rejecting a prime-time
network program and then substitutes
a syndicated series which, sold on a
local or national spot basis, brings a
higher financial yield than network
shows return. Some authorities con-
tend this practice is growing because
an increasing number of station man-
agers are getting over-rides or other
commission arrangements in their em-
ployment contracts and thus are ex-
ceptionally sensitive to their stations’
profit-and-loss sheets.

4, Rejection of network offerings on
grounds that they are too violent, lack-
ing in taste or for other reasons are
unsuitable for broadcast: This is seen
as a relatively insignificant factor in
the overall clearance problem. Said one
official: *Not many stations have this
sort of irascible integrity.”

Financial Incentive Plan = The pos-
sibility of solving clearance problems
by holding out a bigger financial carrot
to stations—-unless it’s a carrot too big
for the networks themselves to swallow
-—also is discounted by a number of au-
thorities. Their argument is that escala-
tor compensation arrangements, some-
what akin to CBS-TV’s new plan but
working up to an approximate 50-50
split of the net billings, were standard
features of radio network affiliation
contracts for many years and yet did
little or nothing to stem the tide when
it turned against network radio. -

On this reasoning—which obviously
is not shared by CBS-TV officials—
those who question the advantages of
the escalator system of compensation
get back-to their argument that it is
the quality and appeal of network pro-
gramming that will always be the de-
ciding factor in selling programs both to
advertisers and to affiliates.

The timing of network orders—
whether the networks get their sched-
ules set and tentatively sold in time to
seek clearances before affiliates have
made other commitments—also bears
on the problem, as does the volume of
non-network programming that is
available to stations. This latter factor
is cited by both those who think that
option time is essential to insure clear-
ance and those who think it isn’t.

There are those who argue that the
diminishing volume of production for
syndication is creating a scarcity of
first-run material which, with or without
option time, leaves affiliates more than
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Above are stills from two Lionel commercials prepared
by Grey Adv. Still on the left shows a boy *blow mold-

TV PREVIEW

Lionel Corp.’s toy and train divi-
sion, New York, which, it says, will
spend just under $1 million (time
costs) in tv between early October
and the week before Christmas, has
made a series of eight one-minute
and three 20-second commercials for
the holiday-season drive.

Lionel, which reports it invested
about half that amount in tv last year,
is planning to use 75 markets in the
U. S, and eight in Canada, as well
as half of NBC-TV’s Thanksgiving

ever dependent on their networks not
only for news, information and big
entertainment shows, but also for vir-
tually all network offerings.

Others contend that the volume of
syndicated programming is greater than
ever—because of the growing number
of off-network shows now being offered
through syndication——and that there-
fore affiliates would program more of
this syndicated material and clear less
network programming if option time
didn’t exist.

There is general agreement that affili-
ates currently are clearing—and being
asked to clear—more network material
than option-time rules now require. On
the average day each network is feeding
some 9 to 10 hours, of which 7 and a
half are in option time.

To get as much clearance as possible,
some inducements are built in—for ex-
ample, local cut-ins for station sale with-
in NBC-TV’s Today and Jack Paar
Show (not included in the foregoing
estimate of total network hours), and
Gunsmoke re-runs which CBS-TV is
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Day Parade Nov. 23. Lionel’s agen-
¢y, Grey Adv., New York, now in the
midst of setting up the spot drive, is
trying to get spots on children’s
shows (4-7 p.m.).

Jacques Zuccaire, Lionel’s toy and
train division advertising director,
noted last week, “Lionel is well aware
of the dubious publicity accorded the
toy industry concerning exaggerated
commercials. This year’s Lionel com-
mercials were very carefully prepared
to assure compliance with the NAB
Code which seriously frowns on un-

offering this fall under the title of Mar-
shal Dillon and which the affiliates are
free to sell locally or in national spot.
There is some speculation that this sort

o

ing” a globe from the toy firm’s plastics kit. A young-
ster and his dad (right) run a set of Lionel's HO trains.

realistic glorification of toys. Our
trains and science sets will do all that
our tv commercials claim they will
do.”

The eight commercials, made at
Transfilm-Caravel and Eastern Films
studios in New York, include one for
each of eight Lionel products—fam-
ous inventor series, weather station,
plastics kit, electronics engincering,
HO trains, satellite launching car,
minute man rocket launcher, and
sheriff and outlaw and gold bullion
car.

of arrangement may become more prev-
alent as an extra incentive to affiliates as
the drive for clcarances continues,
whether option time continues or not.

CHRYSLER CONFIRMS AD BUDGET BOOST

NBC-TV special among plans revealed at junket for newsmen

The long-range prospect of increased
broadcast billings from Chrysler Corp:
appeared good last week as company
executives confirmed earlier reports of
plans to step up overall advertising
effort, including new network tv spend-
ing after the first of the year (BROAD-
CASTING, Aug. 28).

Details aren’t yet set, except that
Chrysler plans an NBC-TV one-hour
special in February featuring scenes
from current top Broadway shows.

The public introduction date of all
Chrysler Corp. cars has been advanced
one day to Sept. 28 and the firm’s 84
models in the Valiant, Lancer, Ply-
mouth, Dart, Dodge Polara 500,

Chrysler and Imperial lines will be pro-
moted through Chrysler’s co-sponsor-
ship with Gillette of the World Series
on NBC-TV. The baseball buy is part
of the firm’s $3.5 million sports pack-
age that also includes football and
other special events. Leo Burnett Co.,
Chicago, is agency for the corporate
account.

N. W. Ayer, Philadelphia, is buying
a major market radio spot campaign
this fall to build dealer showroom traf-
fic for Plymouth-Valiant. BBDO,
Detro