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Winner receives WCCO Television Scholarship from News Director, Rallie Johnson

Preparing the youth for tomorrow is the broad-
casters’ responsibility today.

WCCO Television conducts an annual statewide

a high school Broadcast Journalism Conference in
cooperation with the University of Minnesota
School of Journalism.
The 5th Broadcast Journalism Conference (April
20-21, 1964) saw the awarding of the 5th annual
WCCO Television 4-year Scholarship for study in
the field of Electronic Journalism.

MINNEAPOLIS~ST. PAUL

Nat'l Reps: Peters, Griffin, woodward, Inc.

Community (City, State, Nation) Invelvement, plus
acceptance, makes WCCO Television the DIFFER-
ENCE BETWEEN GOOD AND GREAT IN TWIN CITY

TELEVISION.




She’s really Peter Sellers, whe romps through three roles
in the hilarious comedy (in color) “The Mouse That Roared."
Frankly, how can anyone go wrong with three best-Sellers
for the price of one. ‘““Mouse’ is just cne of sixty fine
Columbia Post-'50 Grouyp Il feature films from SCREEN GEMS.
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St. Louis a conservative city? St. Louisans are slow
to accept change and often adopt a cool, stand-offish,
“'show me'' attitude toward newcomers?

You'll never prove it by Howard Streeter.

Although on the job only briefly as news director
of KTVI, he's already received more phone calls in a
month than most people get in a lifetime.

How come?

As part of our campaign to introduce Howard in
St. Louis, we invited viewers to dial him at any time for
a private ‘‘newscast”. And 13,110 people responded
within 30 days.

BROADCASTING, July 20, 1964

Hot line i St. Louis

Many, many more St. Louisans, we're happy to say,
are dialing Howard Streeter for the news at his better-
known number—TV 2.

If you have a product or service you'd [ike to
receive this kind of reception in the fast-growing,
faster-changing St. Louis market, we have evidence to
prove that KTVI can cause cash registers to ring as

well as telephones.
May we show you?
St. Louis
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In the top eight U. S. markets with four or more commercial channels,
KRLD-TV has the largest Metro Share of audience among all stations.

The comparison includes affiliates of all networks and independents,
Monday thru Sunday: 9:00 am to Midnight, and Sign-On to Sign-Off*,

And in the Dallas-Fort Worth market, KRLD-TV delivers an average
6624 9, higher Metro Share than the next station (9:00 am-Midnight,
Monday thru Sunday)*®.

Take advantage of Channel 4's proven domination. See your ADVER~
TISING TIME SALES representative.

*ARB
April, '64

represented nationally by ,%
Advertising Time Sales, Inc. E -

THE DALLAS TIMES HERALD STATIONS
0M4 am- ,[t Wil Clyde W, Rembert, President

MAXIMUM POWER TV-TWIN to KRLD radio 1080, CBS outlet with 50,000 watts
BROADCASTING, July 20, 1964




TV evolution

After last week’s events in San Fran-
cisco, what do broadcast professionals
think of political convention cover-
ages? Majority see no reason why con-
ventions can’'t be held by closed cir-
cuit television with delegates voting
electronically from each state head-
quarters (o central national headquar-
ters in Washington or New York. This
would eliminate tremendous cost of
setting up separate conventions and
of installing equipment and moving
people and gear of duplicated facili-
ties for radio and TV networks. Con-
ventions are now quasi-electronic, ex-
perts say. So why not go all the way?

Primary target

Republicans hope to make cam-
paign issue of Johnson family owner-
ship of Austin’s only VHF television
station. Tip-off came when Donald E.
Lukens, chairman of Young Republi-
cans, said in addressing convention
in San Francisco convention last
Tuesday that when GOP takes over in
Washington, “we will give Austin two
television stations.”

New news source

Additional evidence of growing
trend of programing-syndication by
TV station groups (story, page 48) is
project in negotiation stages involving
Time-Life stations and United Press
International. Organizations plan to
join forces on producing series of
background news specials for syndi-
cation to stations, with UPI supplying
up-to-date news film segments and
Time-Life producing and selling com-
pleted programs.

A move to watch

Implications of importance to broad-
casters are involved in selection of
President Lyndon B. Johnson's run-
ning mate at next month’s Democratic
National Convention in Atlantic City.
If LBJ’s choice is Senator Hubert
Humphrey of Minnesota, it is likely
that fellow Minnesotan Lee B. Loev-
inger will win promotion—either to
federal judgeship (possibly U. S. Court
of Appeals for District of Columbia)
or to chairmanship of FCC.

If, on other hand, Attorney General
Robert Kennedy should get vice presi-
dential nod, odds are that E. William
Henry, who received his FCC appoint-
ment as New Frontiersman, will con-
tinue in FCC chairmanship. If some-
one else gets 1apped by LB, it still
would augur change in FCC chair-

Published every Monday, 53rd issue (Yearbook Number) published
W., Washington, D.

1735 DeSales Street, N.

CLOSED CIRCUIT?:

manship. Chairman Henry's term on
FCC expires lune 30, 1969; Judge
Loevinger’'s one year earlier. Presi-
dent, under law, names chairman
from among FCC membership.

Ready to sic 'em

Senate Special Subcommittee on
Freedom of Communications—watch-
dog subcommittee—may be expected
in next few months to operate as it
did during last presidential election
campaign. It asked all stations to re-
port political broadcasting complaints
“within 24 hours,” held hearing and
produced six-volume report with rec-
ommendations for tighter controls
(BROADCASTING, April 23, 1962).

Without power 10 act on complaints
itself, panel probably will work as ad-
visory group on political broadcast
problems, telling how to prepare com-
plaints to FCC. It is understood aide
will be available 10 any qualified can-
didate for any office—nor just Senate.
Some ticklish moments may be ahead
as all three senators on subcommitiee
are running for re-election: Ralph
Yarborough (D-Tex.), chairman, plus
Gale W. McGee (D-Wyo.) and Hugh
Scott (R-Pa.).

Inflation note

While National Association of
Broadcasters board was meeting in
Chicago last week on resignation of
LeRoy Collins as president and ar-
rangements for interim management
(see page 50), it handied some rou-
tine business too. Included was boost
in travel per diem for directors from
$15 to $25, in mileage from seven
cents to eight cents.

I's not much talked about, but
some broadcasters feel that six-month
interval without NAB president would
help association recoup in part heavy
severance payout to LeRoy Collins.
NAB selection committee (see page
56) has until January to report back
to combined boards. Mr. Collins is
getting 560,000 for remainder of his
contract which had 18 months more
to run, plus 1964 Cadillac, color TV
set, AM-FM console, oil painting and
hooks.

UHF aid

FCC Commissioner Robert E. Lee
continues to peck away at commission
rules he feels unduly hamper UHF
growth. His current concern is mul-

tiple-ownership rule, which he thinks
could be liberalized in way to attract
broadcasters to UHF. As first step
he is attempting to sell colleagues on
proposed notice of inquiry on how
ownership rule (limiting ownership to
seven TV’s, provided no more than
five are VHF’s) might be amended to
aid UHF. Sentiment within commis-
sion would appear to be against lib-
eralizing that rule, but Commissioner
Lee remains hopeful, and commission
last week agreed to discuss his pro-
posal after August recess.

New business

What insiders say is new kind of
advertising agency concept—one that
also may help bring smaller adver-
tisers into radio and television—has
been developed by Norman, Craig &
Kummei, New York, and is to be an-
nounced this week. Though details
are guarded, it’s understood to involve
creation of agency unit that will work
exclusively with smaller accounts.

Scouting?

J. Leonard Reinsch, president of
Cox Broadcasting Corp., who is dili-
gently at work planning Democratic
National Convention in Atlantic City
as its executive director, slipped into
San Francisco last Wednesday and
was on his way back East same eve-
ning. His official business was visit to
Cox-owned kTvu(Tv) Oakland-San
Francisco, but he had opportunity to
check Cox GOP convention coverage
—as well as overall layout at time
Senator Goldwater and others were
placed in nomination.

Share the news?

Blanket coverage of GOP conven-
tion Jast week by all three television
networks has revived, among some af-
filiated stations, talk about rotation
system that would leave at least one
regular program service on air during
extended periods of special event cov-
erage. Same talk was raised by 1960
convention and election coverage.

Affiliates of at least one network
have talked seriously about rotation
plan and may explore subject informal-
Iy with affiliates of other networks.
Point they make is that some viewers
complain about total loss of regular
entertainment when all three networks
swarm over continuing story such as
political convention.

in January, by BroabncastiNg PUBLICATIONS Inc.,
C., 20036. Second-class postage pald at Washington, D. C., and additional offices.
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Acqguisitives®. . . love Opera in Cleveland

More people attend the New York Metropolitan Opera in Cleveland, than in any other city in the U.S.A.—including New York City.
That's another reason why WJW-TV's discriminating programming is your best buy when selling the acquisitives of Cleveland.

*Ac-quis’-i-tive—given to desire, to buy and own. ACQUISITIVES WATCH

PHIA U 'uum U pETaOT -',ommr _
I WGBS #3PD VIJ{ - HJJK T
CLEVELAND  ATLANTA mm
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WEEK IN BRIEF

Two years later, RKO General still weighs virtues of on-
air pay TV in Hartford, Conn. It's been expensive, but
knowledge gained has been extensive. RKO is quietly
pleased, may decide to expand greatly. See ..

PAY TV: AIR OR WIRE?...23

Will Subscription Television Inc. produce a bang or a
whimper? STV, a $25-million gamble, took to the air Friday
with 2,500 homes; Pat Weaver welcomed subscribers. In-
dustry carefully watches developments. See . . .

BEGINNING OR END?... 26

FCC’s policy on case-by-case examination of stations’
commercial time practices is likely to be fought out this
week. Commissioner Ford seen as swing vote. Eight Flor-
ida outlets provide battleground. See . ..

FCC TO PONDER POLICY ... 28

Goldwater is eager to debate Johnson on TV, but wants
changes from 1960 format. Suggests taping before airing
to protect against presidential slips. Says perhaps sub-
jects should be predetermined. See . ..

BARRY READY TO MEET LBJ... 36

Each TV network gave 35 hours to convention coverage.
NBC-TV won the ratings race. Chancellor was bounced. TV
workers were cleared off the floor. Friendly lodged protest.
Otherwise not much news. See .

LOTS OF TIME, LITTLE NEWS... 37

DEPARTMENTS -
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Let's wrap up all major disputes between broadcasters
and music-licensing groups in one package and settle
them all at once, Judge Ryan suggests. Unique proposal
would solve problems for 10 years. See ...

PEACE NEAR WITH ASCAP?...42

Federal court in San Francisco reverses Idaho decision
protecting television stations from CATV duplication.
Unanimous decision, however, leaves two doors open:
action under copyright laws or by Congress. See. .,

PROGRAM PROTECTION LIFTED ... 52

Executive group will run National Association of Broad-
casters, ponder presidential possibilities. Wasilewski will
manage staff. Search for new leader may run until Janu-
ary. See . ..

NO SWEAT FOR SUCCESSOR... 56

A new television program source is blooming: group
owners., Some are syndicating their output. Why step into
program production? Amortization, art and a lack of a
sufficient number of programs. See . ..

GROWING PROGRAM SOURCE ... 48

Broadcasters gain a little against proposed radio pro-
gram reporting form. FCC eases requirements on surveys
of community needs, may modify form further. Test run
of volunteer stations will aid decision. See ...

PROGRAM FORM MODIFIED... 46
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Late news breaks on this page and on page 10
Complete coverage of week begins on page 23
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Goldwater flays
CBS News item

Network reports conflict;
carries nominee’s attack,

own statement on newscast

Senator Barry Goldwater (R-Ariz.),
Republican presidential candidate, at-
tacked CBS News in interview carried on
network July 17, saying, “I don’t think
they should be allowed to broadcast.”

His statement was sharpest thrust
of week in which quarrels with news
media were undercurrent throughout
entire Republican National Convention
in San Francisco {see page 36).

Senator charged some media with
“utter dishonesty” and “out and out
lies” and said CBS “pulled three sneak-
ers on me that I'll never forgive them
for.”

On the Air = Those comments,
filmed in a copyrighted interview with
Ralph Painter of xooL-Tv Phoenix,
were played on CBS Evening News
with Walter Cronkite on Friday, fol-
lowed by CBS reply.

CBS reported, Senator Goldwater
said, that he was going to Germany
after convention to “return to the site
of the Fuehrer’s point of starting and
start my campaign there, that 1 had
an invitation to speak in Germany to
a rightwing group, [and] that my ef-
forts would be to cement the relation-
ships between the extremist groups in
America and Germany.

“This is nothing but — and 1 won’t
swear—but you know what I'm think-
ing, a dad burned dirty lie,” he said.

Members of his staff, Senator Goid-
water continued, had contacted CBS
President Dr. Frank Stanton and told
him report was in error but, Senator
said, “they haven’t had the decency to
apoiogize. I have no respect for people
like this. 1 don’t think they should be
allowed to broadcast.” QOther networks
“were very, very accurate, and very
kind,” senator added. “1 know some of
the men personally dislike my position
but it was hard to discern.”

CBS Comment = “CBS cannot un-
derstand why the story Senator Gold-
water referred to caused him to cancel
his trip to Germany,” Mr. Cronkite
said, quoting network statement. “Sen-
ator Goldwater denied the story and his
denial was carried widely by newspa-
pers, radio and television,” statement
continued.

“The president of CBS was not con-
tacted by any member of Senator Gold-
water’s staff. The CBS News corre-
spondent on the story in question, Dan-
iel Schorr, broadcast the following clari-
fying statement from Germany on the
CBS World News Roundup Thursday
morning [July 16]. We quote:

* ‘In speaking the other day of a move
by Senator Goldwater to link up with
these forces [German], 1 did not mean
to suggest a conscious effort on his part,
of which there is no proof here, but
meant more a process of gravitation
which is visible here’.”

CBS statement concluded, “The bal-
ance of Senator Goldwater’s statement
speaks for itself.

Nixon’s View » Richard M. Nixon,
who scored print media for slanted re-
porting in televised news conference
after his defeat in California campaign
for governor in 1962, told convention
Thursday how “an army” of GOP vol-
unteers would save Senator Goldwater
from becoming “Mr. Republican Whip

TV network battle for audience
during Republican National Conven-
tion last week proved walkaway for
NBC-TV, according to national Ar-
bitron and New York Nielsen rat-
ings average for July 13-16.

National Arbitron averages for
7:30-11 p.m. EDT period, July 13-
16, gave NBC-TV 13.3 rating, 40
share and 51% of total audience
tuned to convention. CBS-TV had

Ratings record on convention coverage

9.5 rating, 29 share and 36% of
convention audience, while ABC-TV
had 3.3 rating, 10 share and 13%
of convention audience, New York
City Nielsen covering 7-11 p.m. gave
WNBC-TV 14.2 rating, 29 share and
64% of convention audience. WCBs-
Tv had 6.5 rating, 13 share and 30%
of convention audience. WABC-TV's
rating was 1.3, with 3 share and 6%
of convention audience.

[sic]) Boy of 1964 . . . to that group
of columnists who have already closed
their minds . . .”

Prefacing comment with remark that
criticism should be kept in perspective,
he noted, “Let’s never forget that in the
United States we have the best news-
papers in the world and the best tele-
vision coverage . . .”

In bitter farewell following 1962 de-
feat, Mr. Nixon attacked press but re-
served high praise for television and °
radio (BROADCASTING, Nov. 12, 1962).

One AM renewal, one
denial for Tennessee

Robert C. Whiteley Jr. last Friday
{(July 17) received at least partial re-
prieve from initial decision that recom-
mended denial of license renewals for
two Tennessee AM stations in which
Mr. Whiteley has 50% interest.

FCC voted to renew license of wkKBL
Covington, but denied renewal for
WHEY Millington.

Covington station is licensed to Tip-
ton County Broadcasters and is owned
50% each by Mr. Whiteley and his
wife, Katherine. WHEY is licensed to
Shelby County Broadcasters, owned by
Mr. Whiteley and John M. Latham.

Commission agreed with Hearing Ex-
aminer Arthur A. Gladstone in finding
Messrs. Whiteley and Latham, in their
acquisition of WHEY, have engaged in
unauthorized transfers of ownership and
made misrepresentations to commission
{BROADCASTING, July 22, 1963),

Examiner Gladstone concluded that
Mr. Whiteley was thus unqualified to be
licensee of any station, urging no re-
newal for wkaL. Commission disagreed, .
stating that Mrs. Whiteley was not in-
volved in misconduct of WHEY owners
and that wkBL is separate operation.
Commission concluded that *“. . . we
disagree . . . that Mr. Whiteley should
be held to be totally unfit to have an
interest in any station. . . .”

Goodwill earnings up

Goodwill Stations -Inc., whose five
stations are in process of being sold,
has reported increase in revenue and
income for six months ended June 30
against comparable period last year.
Gross revenue was $4,363,142, up from
$4,140,577; net income $516,739, up
from $397,505.

Capital Cities Broadcasting Corp. is
buying Goodwill's wIR-AM-FM Detroit

) e T P e e e et more AT DEADLINE page 10

BROADCASTING, July 20, 1964

9



s

L

and wsaz-aMm-Tv Huntington, W. Va,;

remaining station, WJIRT(TV) Flint,

Mich., is going to John Poole in spin-

off sale. Transfers await FCC approval.
Six months ended June 30:

1963
arned per share* 0.73 $ 056
groSs re!:venue s4,363,142 4,140,577
Operatinlg profit before
depreciation and
amortization 1,460,140 1,282,533
Net income 516,739 397,505

*Based on 704,711 shares outstanding.

MGM-TV prepares eight
new series for '65-66

MGM-TV is to announce today
(Monday) large-scale increased TV pro-
gram production plans for 1965-66 sea-
son. Studio has scheduled pilots for
eight new TV series for that season.

Series are Please Don’t Eat the
Daisies, Andy Hardy, See Here, Private
Hargrove, Kissin' Cousins and The
Mayor, all for NBC-TV; Meet Me in
St. Louis and untitled western for ABC-
TV; The Bravos for CBS-TV. All are
half-hour series, except for The Bravos
and The Mayor. Next fall—1964-65
season—MGM-TV will have five series
(four hours weekly) on networks.
MGM-TV reported profit of $3.7 mil-
lion for its over-ail operations for 40
weeks ended June 6 (see page 67).

Connecticut PUC plans
hearing on CATV

Connecticut, first state to set up
regulation of community antenna tele-
vision on statewide basis, will conduct
public hearing in September on appli-
cations of 21 firms desiring to get into
CATYV business there.

Public Utilities Commission toid ap-
plicants last week they would be ex-
pected “to present evidence in support
of their applications” at State Office
Building, Hartford, Sept. 14.

PUC adopted no policy on protec-
tion of television stations when it pro-
mulgated its CATV regulations last
spring (BROADCASTING, April 20, 6),
but said it would hear broadcasters on
this issue at hearing.

Almost all applicants are seeking per-
mission to serve more than one Con-
necticut community, many of them ap-
plying for more than dozen each.

Equipment price hike due

RCA Broadcast and Communications
Products division on Oct. 1 will raise
prices from 5 to 11% on most items of
radio-TV broadcast equipment manu-
factured by division. Increases result
from higher costs of labor and ma-
terials, according to C. H. Colledge,
division vice president-general manager.

10
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Charles A.
Pratt appointed
director of
broadcast serv-
ices at General
Foods Corp..
White  Plains,
N. Y., effective
Aug. 1. He’ll re-
port to E. W,
Ebel, VP-adver-
tising services at
GF. Mr. Prait,
at one time account executive with NBC
in Chicago, joined Alberto-Culver Co.
in 1960. He resigned as advertising
VP and director last month over “basic
policy” differences (BROADCASTING,
June 22). His successor at A-C was
George Polk, former BBDO, New York,
VP (BROADCASTING, June 29).

Mr. Pratt

For other personnel changes
see FATES & FORTUNES

Labor party would add
radio-TV advisory unit

If it wins this Fall’s general election
in Britain Labor party will set up na-
tional advisory council on broadcasting
which would issue yearly report to Par-
liament. This would give members of
Parliament opportunity to have annual
debate on radio and television. Council
would not have any regulatory powers.

Plans were revealed by Labor’s
spokesman on broadcasting, Roy Mason.
Membership of advisory body would be
drawn from radio-TV industry, con-
sumers, viewers, universities and pos-
sibly broadcasting staff.

Labor government, he said, would
favor as rapid development as possi-
ble of local radio under BBC control.
It would encourage educational pro-
grams on local radio. Labor party was
against further commercial broadcast-
ing.

Park diversifies further

Roy H. Park, broadcaster who also
owns various other businesses, has
formed new firm and bought outdoor
advertising plants in Utica and Bing-
hamton, both New York, and Scranton,
Pa., from General Outdepr Advertising
Co., Chicago.

Mr. Park’s new company—Park Out-
door Advertising Inc., Ithaca, N. Y.—
has taken over all real estate and leases
for 1,076 paint and poster panel boards.

Mr. Park has interests in WDEF-AM-
Tv Chattanooga, WGTC, WNCT-AM-TV
Greenville, N. C., and WJHL-TY John-
son City-Kingsport, Tenn.-Bristol, Va.

18 nations meet for
commercial space TV

Organization of global commercial
satellite communications system is ob-
ject of meeting of 18 countries in Wash-
ington Tuesday (July 21).

Heralded as International Plenipoten-
tiary Conference on Interim Arrange-
ments for a Global Commercial Com-
munications Satellite System, meeting
will see representatives of following na-
tions attempt to agree on organizational
principles for global communications
satellite system and on commercial, fi-
nancial and technical operations.

U.S. (host), Australia, Austria, Bel-
gium, Canada, Denmark, West Ger-
many, France, Ireland, Italy, Japan.
Netherlands, Norway, Portugal, Spain,
Sweden, Switzerland and United King-
dom.

Under proposed international agree-
ment, already discussed by U. S. and
foreign representatives, Communications
Satellite Corp. will serve as manager of
global system on behalf of all partici-
pants.

U. S. delegation will be headed by G.
Griffith Johnson, assistant secretary of
state for economic affairs, and will in-
clude E. William Henry, FCC chairman:
Leo D. Welch, chairman and chief ex-
ecutive officer of Comsat, and Richard
N. Gardner, deputy assistant secretary
of state for international organization
affairs.

SEG-AMPTP talks go on

Agreement -between Screen Extras
Guild and Association of Motion Pic-
ture and Television Producers has been
extended to July 30 to allow time for
completion of negotiations on new pact.

Old contract expired June 30, then
was extended to July 15. Expectation is
that new deal can be agreed on before
end of month.

Crane in test slot

Experimental 90-minute pro-
gram starring Les Crane will be
carried for one week by three
ABC-TV-owned stations in New
York, Los Angeles and Chicago,
starting at 11:20 p.m. on Aug. 5.
(see page 48). Program, which
will combine entertainment with
talks and interviews, will be
evaluated by ABC-TV stations as
possible permanent show for pres-
entation on all owned stations and
for syndication to other TV out-
lets.

BROADCASTING, July 20, 1964
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Wht mae
a great
salesman?

“You press the button, we do the rest” was more than a
successful advertising slogan. It was the credo of George
Eastman, the man who made America a nation of
shutterbugs—and Kodak a household word. From the
time he made his first photographic vacation trip (loaded
down with seventy pounds of equipment) until the day
he retired from the presidency of the Eastman Kodak
Company, Eastman was fascinated with photography.




He created a small, light, easy-to-use camera and named
it “Kodak’’— because he liked the letter “K.”” With an
associate, he devised the process of making negatives
with celluloid instead of heavy, awkward glass. But, in
addition to inventing and improving photographic equip-
ment and processes, Eastman also was a born salesman.
(As a schoolboy, he sold a homemade puzzle to a chum
for ten cents and duly entered the profit in his first ledger.)

@TORER

®
BROADCASTING COMPANY

LOS ANGELES J§ PHILADELPHIA | CLEVELAND J§ NEW YORK TOLEDO DETROIY
KGHS WIBG wiw WHN wspp @ WIBK
MIAMI MILWAUKEE § CLEVELAND ATLANTA TOLEDO DETROIT §
WGBS WITLTY wiw-TV wAGA-TY R wSPD-TV R WIBK-TV

George Eastman attributed much of his success to a
belief in extensive research and intensive advertising.
Today, the Storer stations research the needs of their
communities. .. then concentrate on answering these needs
with interest-provoking, community-minded program-
ming that turns more listeners and viewers into buyers.
In Cleveland, Storer’s great salesmen are WJW and
WJIW-TV, two important stations in an important market.
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BEST WAY
TO MEASURE
RADIO. . .

is with the new WLW "Radio
Value Yardstick”— developed by
the Crosley Broadcasting Corpora-
tion with the assistance of 25 media
directors, plus reps and research
organizations. This simple, fast
method enables timebuyers to
measure radio stations’ qualitative
and quantitative value — not on the
usual cost-per-thousand bhased on
audience numbers alone, but also
on eight other factors. It supple-
ments an agency's normal proce-
dure of matching radio station
information to its client's needs.

Another example of
Crosley 42 years
of leadership

WLW @ RADIO

CINCINNAT!
Nation's Highest Fidelity Radio Station

CROSLEY COLOR TV NETWORK
WLw.D wiw-| WLW-C WiW.T
Dayton Indianapolis Columbus  Cincinnati

CROSLEY BROADCASTING CORPORATION
a subsidiary of Awco
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A calendar of important meetings and
events in the field of communications.

BIndicates first or revised listing.

JuLy

July 20-31—Managemen’ seminar designed
for young advertigsing and marketing execu-
tives and sponsored by the Advertising
Federation of America. Halsey Davidson of
Northwood Institute and formerly an exec-
utive of Campbell-Ewald Co., Detroit, will
serve as seminar coordinator. Northwood
Institute, Midland, Mich.

July 20-24—International Alliance of The-
atrical and Stage Employes’ annual con-
vention at Convention Hall, Louisville, Ky.

mJuly 27-28—Meeting of National Commun-
ity Television Association executive com-
mittee, International Inn, Washington.

July 28-31—Third annual executive con-
ference of the New York State Broadcast-
ers Association. Otesaga hotel, Coopers-
town, N. Y.

AUGUST

Aug. 4—Georgia Association of Broadcast-
ers forum on CATV and pay TV. Featured
speakers will be Robert C. L'Heureux, gen-
eral counsel of National Community Tele-
vision Association; John Pinto, vice presi-
dent of RKO General Phonevision Co.;
Terry Lee, vice president for planning and
development of Storer Broadcasting Co.;
Vince Wastlewski, executive vice president
of Natlonal Association of Broadcasters;
W. Theodore Plerson, Plerson, Ball & Dowd,
Washington; Herb Jacobs, president of TV
Stations Inc., New York; Morton Leslie,
acting chairman of Television Accessory
Manufacturers Association; Willlam Put-
nam, president of WRLP-TV Greenfield,
Mass.; Eugene Cogan, vice president and
media director of McCann-Erickson, Atlan-
ta, and Bruce Merrill, president of Ameco
Inc., Phoenix, and chairman of Natjonal
Community Television Association. Guests
will present brief prepared speeches, then
be questioned by a panel of state broadcast-
ing association presidents. Advance regis-
tration deadline is July 24. Riviera motel,
Atlanta.

mAug. 5—Third annual TV day of Georgia
Association of Broadcasters. Speaker will be
Herb Jacobs, president of TV Stations Inec.,
New York. Riviera motel, Atlanta.

mAUg. 11—Panel on “The Right of Fair Trial:
Responsibility of the Public, Legal Profes-
sion and the News Media,” annual meeting
of the American Bar Association. Dean Er-
win Griswold, Harvard Law School; Circuit
Judge J. Skelly Wright, U. S. Court of Ap-
peals for the District of Columbia; Harry
Ashmore, director of editorial research and
development, Encyclopedia Britennica (and
former editor of the Arkansas Gazette);
Felix R. McKnight, executive vice president
and editor of Dallas Times Herald (KRLD-
AM-FM-TV Dallas). Waldorf Astoria hotel,
New York.

Aug. 16-18—Summer convention of South

Carolina Broadcasters Association, Ocean
Forest hotel, Myrtle Beach.
Aug. 16-22 — Sales management seminar

sponsored by the National Association of
Broadcasters in cooperation with the Radio
Advertising Bureat and the Television Bu-
reau of Advertising. Stanford University,
Stanford, Calif.

Aug. 18--Annual stockholders meeting of
Desilu Inc., Hollywood.

Aug. 20-23—Tenth annual convention, Na-
tional Association of Radio Announcers,
Ascot House, Chicago.

Aug. 21-22—Meeting of New Mexico Broad-
casters Association, Kachina Lodge, Taos.

Aug. 21-22—Meeting of Oklahoma Broad-
casters Association, Lawton. Speakers in-

DATEBOOK

clude Dick Osburn, KXOL Fort Worth;
Alan Carter. U. S. Information Agency, and
Charles N. Stone, director of radio cede
authority of National Assoctation of Bread-
casters.

Aug. 23-20—Sales management seminar
sponsored by the National Assoclation of
Broadecasters in cooperation with the Radio
Advertising Bureau and the Television Bu-
reau of Advertising. Harvard University,
Cambridge, Mass.

Aug. 24-Sept. 5—Major British manufac-
turers in the field of broadcast communica-
tions will be displaying their products (ra-
dio-TV receivers, tape recorders, compon-
ents and record players) at the 1964 Na-
tional Radie and Television Exhibition, un-
der the auspices of the British Radio Equip-
ment Manufacturers’ Association. Demon-
stration sets will show 625-line programs—
the type transmitted on Britain’s new BBC
2 program—as well as 403-line transmis-
stons. Earl’s Court, London.

Aug. 25-28—Institute of Blectrical and
Electronics Engineers summer general meet-
ing, Biltmore hotel, Los Angeles.

Aug. 25-28—Western Electronic Show and
Convention, Los Angeles. Twenty technical
morning gessions at Statler-Hilton; 1,200 ex-
hibits at Sports Arena and Hollywood Park,
where visitors can attend five special after-
noon sesstons via closed circuit TV.

Aug. 27-30—Fall meeting of West Virginia
Broadcasters Association. The Greenbrier,
White Sulphur Springs.

Aug. 28-28—Meeting of Arkansas Broadcast-
ers Association, Coachman'’s Inn, Little Rock.

SEPTEMBER
Sept. 7-11—International Conference on
Microwaves, Circuit Theory and Informa-
tion Theory, sponsored by Institute of Elec-
trical Communication Engineers of Japan.
Summaries and abstracts, which must be
written in English, should be sent to Dr.
Kiyoshi Morita, chairman of Papers Com-
mittee, Institute of Electrical Communica-
tion Engineers of Japan, 2-8, Fujimicho,
.gh]i(yoda-ku. Tokyo, Akasaka Prince hotel,
'okyo.

Sept. 10-11 — Michigan Association of
Broadcasters annual fall meeting, Hidden
Valley, Gaylord, Mich.

Sept. 13-15—Meeting of Louisiana Associa-
tion of Broadcasters, Capitol House, Baton
Rouge.

mSept. 18—Deadline for comments in FCC
inquiry into CATV ownership by broadcast
licensees and related questions.

Sept. 18-19—Meeting of Maine Association
of Broadcasters, Poland Spring (tentative).
Sept. 18—Radio programing clinic held by
National Association of Broadcasters’ pro-
gram study committee. Rickey’s Hyatt
House, Palo Alto, Calif.

Sept. 18—Comments are due on the FCC’s
inquiry into the ownership of community
antenna television systems by TV licensees.
mSept. 18—New FCC deadline for filing re-
ply comments on its preposed rules to gov-
ern grant of authorizations in business radio
service and domestic public point-to-point
microwave radio service for microwave fa-
cilities to relay TV programs to CATV sys-
tems.

Sept. 20-22—Meeting of Nebraska Broad-
;:asters Association, Holiday Inn, Grand Is-
and,

Sept. 21—Radio programing clinic held by
National Association of Broadcasters’ pro-
gram study committee. Chicago Plaza motor
hotel, Memphis.

Sept. 23—Radio programing clinic held by
National Association of Broadcasters’ pro-
gram study committee. Palm Town House
motor inn, Omaha.

Sept. 24-26—Fall meeting of the Minnesota
Broadcasters Association. Speaker will be
FCC Commissioner Lee Loevinger. Shera-
ton-Ritz hotel, Minneapolis.
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McClatchy Broadcasting Company

is doing something new with

marketing facts concerning

Food and heverages « household items s toiletries o ap-
pliances * automotive ¢ tobacco products e apparel o
o travel o household characteristics s characteristics of
heads of households e retail shopping habits « store pref-

erences ¢ and many other important categories in

The Sacramento Market Measure

The Modesto Market Measure

The Fresno Market Measure

The Reno Market Measure

Continuing home surveys — scientifically planned and
impartially conducted — are now being made in the total
Sacramento, Modesto and Fresno markets as well as in
metropolitan Reno to provide up-to-date marketing in-
formation on the families in the markets served by Bee-
line radio stations. These data will be available to you in
a series of quarterly reports. For information regarding

them, call or write —

KFBK, Sacramento +« KBEE, Modesto + KMJ, Fresno + KOH, Reno

or McCLATCHY BROADCASTING COMPANY, Sacramento, California
PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE
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RARE JEWELS

About three or four years
ago we attempted to espouse
a cause which concerned a
problem best described by
the word “clutter.” At that
time we anticipated a crisis.
It has arrived. Therefore,

Adam Young we feel it is now of utmost
importance to reactivate this

cause once again. We strongly recommend that
clutter be eliminated in the following manner:

1. We urge the networks to introduce a one
minute break between network shows.

2. We urge network affiliates to adopt a
policy of placing only one spot between net-
work shows.

3. We urge the networks to place both the
opening and closing commercials of pro-
grams far enough away from the break to
eliminate the feeling of clutter.

Based on research we have done, we believe the
adoption of these suggestions will meet with almost
unanimous approval among advertisers. To begin
with, most of them have a strong preference for the
one minute message and, of course, almost all
prefer the island position.

Naturally, there is always the question of higher
cost for this type of announcement — precious
jewels are bound to be expensive. But they are a
wise and profitable investment.

adam younginc.

NEW YORK + CHICAGO <« ATLANTA °* BOSTON °* DALLAS
DETROIT °* LOS ANGELES + ST. LOUIS +« SAN FRANCISCO

—___OPEN MIKE®

Local live picture

EpiTOR: BROADCASTING, July 6, printed
a letter from a Mr. Tom Bratter of
New York [regarding xcHU(TV) turn-
ing in its license]. . , . While a good por-
tion of Mr. Bratter's letter is factual,
there can be no question that he is par-
tially misinformed on the past operation
of KCHU(TV). To quote specifically: “Un-
der the circumstances, what did XCHU
offer its viewers? Film and syndicated
fare with no special interest or particu-
larly local appeal.”

With a bit over 25% of a l6-hour
broadcast day devoted to local live tele-
vision on KCHU it would seem that it
would have been most difficult for a sta-
tion to not televise something of “spe-
cial interest or particularly local appeal.”

It would seem that there must have
been some special interest or local ap-
peal available to the most sophisticated
of the 50,000 set owners capable of
viewing KCHU.

Mr. Bratter . . . it is obvious you
are in possession of a vast amount of
information involving xcHu. Unfor-
tunately your source has only supplied
you with half of the facts.—Walter
Baker, general manager, XCHU(TV)
San Bernardino, Calif.

EpiToR: . . . Mr. Bratter doesn't know
the facts. Here they are:

Channel 18 was on the air 16 hours
a day, seven days a week. Twenty-eight
hours weekly, or 25% of the station’s
air time were programed for live local
shows including sports events, news, tal-
ent shows, children and teen-age shows,
discussion and talk shows, art shows,
women’s programs and an abundance of
specials. Seventeen pieces of talent, both
staff and free lance, were employed by
the station on a weekly basis, with a
$5,000 weekly budget. It would be very
difficult not to produce a show with
some local interest with this amount of
talent and budget.

When Alaska experienced its tragic
earthquake on March 24, xcHU had a
team of five in Anchorage the following
day. The films made during their four-
day assignment were aired 10 days lat-
er in a one-hour documentary which
won wide acclaim throughout Southern
California.

As a youth public service, kcHuU
sponsored 12 Saturday night dances last
December, January and February, fur-
nishing entertainment by name person-
alities and bands . . . at a cost of ap-
proximately $25,000 for the series.

KcHu discontinued operations for
one very simple reason: economics!
After nine months operation and a loss
of $! million, including a UHF con-
verter program, and with no apprecia-
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If you lived in San Francisco. ..
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you’d be sold on KRON-TV



THE RIGHARD
BOONE SHOW

Just bought by Jack Lynn,
Vice President in charge of
Programming of Metropol-
itan Broadcasting for
WNEW-TV, New York City
and WTTG, Washington,
D.C. 25 dramatic hours
that will add audience,
advertisers and stature to
your station lineup.

@CALLNBE FILMS®

Pro
Test

There’s an eight-county tri.
angle about 100 miles on a
side which accurately repro-
duces major market charac-
teristics of the entire U. §S. A.
the LT.T.*

Pro’s call it

WMT-TV calls it home, but

reaches well beyond it.

WMT-TV

Cedar Rapids—WF aterloo

CBS Television for Eastern lowa
*Towa Test Triangle. Full datais

from our national reps, The Kalz
Agency

18 (OPEN MIXE)

ble advertising revenue increase on the
horizon in the foreseeable future, and
no network affiliation available, The
Sun Co., with “financial tears” turned
in KCHU’s license.—Stanley S. Adams,
assistant to the publishers, The Sun Co.,
San Bernardino, Calif.

Cool comment

EprToR: . . . In your recap of the vari-
ous producers of low-calorie soft drinks
(BROADCASTING, June 15), you list Hires
as producing a dietetic drink called
Frostie. This is completely wrong. Our
client, Frostie, is a major parent com-
pany with over 260 bottlers producing
Frostie root beer. Several of them,
especially Frostie Bottling Co., Tampa,
Fla., are producing and marketing a
dietetic Frostie root beer. Bottlers in
Dayton, Ohio, and several other mar-
kets are getting ready to introduce one-
calorie Frostie.

. Hires is a division of Crush In-
ternational, Evanston, Ill.,, and has no
connection with Frostie, and is in fact
a competitor. — Michael Berezowski,
Cahall Advertising Agency, Upper
Darby, Pa.

Editorial request

Eprror: This is to request permission to
broadcast your editorial which appeared
in BROADCASTING, July 6, entitled:
“Quick, Henry, the slide rule.”

Naturally we will credit the maga-
zine as the source.—David W. Wagen-
voord, president, Wagenvoord Broad-
casting Co., New Orleans.

(Permission granted.)

Inadvertent omission

Eprror: I was interested in seeing the
paragraphs on your CrLosep CircuIT
page concerning the Hollywood mu-
seum (BROADCASTING, July 6). You list
“other board members identified with
broadcasting,” which list did not in-
clude my name. I really do think I
would qualify as being identified with
broadcasting having had a pretty large
interest in six television and 10 or 11
radio stations, plus 25 or more televi-
sion series.

I was also one of the original Los
Angeles county commissioners on the
Hollywood Museum board of directors
and have served on the board for four
years, and am still serving.—Jack
Wrather, president, Wrather Corp.,
Beverly Hills, Calif.

(Mr, Wrather had a substantial interest in
Transcontinent which sold off all its station
holdings, except WDOK-AM-FM Cleveland,

est station deal in hlstory
[BROADCA%TING Feb. 24]. Mr. Wrather is
chairman of the board of the Wrather Corp.,
licensee of WBFMI[FM] New York, whose

sale to WPIX Inc. was approved by the
FCC last week.)
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n less than six months

of advertising Mrs. Filbert’s
Whipped Margarine exclusively:

on WBAL-TV, we’ve achieved
100% distribution in all major

food stores and independent

oroceries—plus a steady rise
in sales.

Wm. A. Hottman, Jr.
Advertising Manager
J. H. Filbert, Inc.

( Unquote )

Maximum Response—that’s advertising efficiency.

WBALTV.BALTIMORE

"MARYLAND’'S NUMBER ONE CHANNEL OF COMMUNICATION"

Nationally Represented by Edward Petry & Co., [nc.
BROADCASTING, July 20, 1964 19
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MON DAY MEMO from RICHARD K. MANOFF, Richard K. Manoff Inc., New York

Imagination, content and position can mean success

In our business, we pay a great deal
of attention to form. The style of copy,
look of our visuals, the way a perform-
er delivers a line are persistent preoc-
cupations of ours. But form has a way
of running away with things. It is much
easier to give an old idea a new form
than to develop a new idea.

Don’t believe that old adage: “There’s
nothing new under the sun.” The fact
is, the sun of 1964 is a lot different from
the sun which Ptolemy knew or even
Galileo knew.

We in advertising and broadcasting
need to devote more attention to the
content of our programs and our ad-
vertising. Take programing: much time,
effort and strategic planning go into
filling the schedule. Too little, it seems
to me, is put into the programing itself.

In the baldest terms, the result is we
end up with programing that is really
the “same old sausage in a new casing.”
The programing is a rehash. Only “the
image” is different.

Real Yssues = What is needed in larg-
er measure, I submit, is emphasis on
content, what programs are really
about. Greater attention has to be de-
voted to the themes and conflict in the
story. We are living in exciting and
troubled times.

There are people who are hungry
and without shelter, people struggling
for their human rights, people being
killed in “little wars,” and over us all
hangs a nuclear sword. These are the
conflicts, issues and problems that have
real meaning. TV and radio have to
find the way to translate such material
into exciting, enlightening, stimulating
programs.

Basically the chore, a difficult and
tormenting one, falls on the writer. As
a former writer for the electronic media,
. I know it well. Sitting down to the
typewriter even to write this MEMO has
its frightening “moment of truth.” The
hard work and perspiration become
truly great when the writer’s audience
is in the tens of millions.

It is not his responsibility alone.
Each of us—advertiser, agency, net-
work, critic or publie—has to act in
our sphere of activity so that the con-
tent of these powerful communications
media is made more meaningful.

We have to do this within the struc-
ture of the advertising business of sell-
ing goods and services. We need sharp-
en our focus on content, rather than on
form alone, of our selling messages.
Content is determined by product, but
product usually is not fixed or static.
It has a life history of rise and decline,

20

of changing competition from other
brands and other products. The mar-
ket may be declining, expanding, turbu-
lent. The product is dynamic, and has
to be viewed that way.

Repositioning Product = For this rea-
son, we must carefully assess the prod-
uct’s position, frequently recommend -its
repositioning by giving it a new func-
tion and a new market.

Some case histories from our direct
experience: Old London, an old name
in the sober business of baking melba
toast, faced a radical new business ex-
pansion, moving from ‘‘diet food” to
“fun food.” The first big entry was Old
London Dipsy Doodles, a corn chip
“David” moving against the Goliath
Fritos.

Our market probing told us corn
chips had been served to the martini-
manhattan set. But our research indi-
cated a vast potential among youth.
Given a new improvement, and advan-
tage—a “triple ripple”—Old London
had become a “new” Old London and
advertising was given the job of getting
across the advantage and selling the
new product to its mew users, young-
sters.

And TV worked for us. We used
ABC-TV’s Dick Clark Show. Sales
went up dramatically.

Another case history: Welch’s Welch-
ade. This came about when research
indicated that the world of Coke and
Pepsi had room for another kind of
soft drink—a pure noncarbonated fruit
drink containing vitamin B.

A problem in projecting this new
product was the need to avoid its being
“square,” like many another fruit drink
that had been introduced previously.
We decided a key was “getting with the
teen-agers,” we produced “jazz” com-
mercials and again used Dick Clark on

TV. Again the effort was rewarded
with the establishment of a successful
product.

Media’s Role = An important point
is the influence of media on the prod-
uct and the reflection of this influence
in the content of the selling message.

For Milton Bradley Co. we were in-
strumental in pointing up the great po-
tential in new games for preteen-agers.
We suggested the development of a line
of action games especially suited to
demonstration on TV, This involved a
new use of TV for them—sole spon-
sorship of a live show.

The program, Shenanigans, which
premieres on ABC-TV, Sept. 26 (Sat-
urday mornings), is a game show for
children and reflects the wholesome en-
tertainment spirit of the company. Al-
ready it has stirred up a great deal of
excitement—and sales—in the toy and
game trade for the new line of games.

Shows and Budgets = This creative-
ness of developing new products for a
market which TV builds not only helps
the advertiser, but helps the medium.
(Milton Bradley has kept intact its allo-
cation for its regular line, which is ad-
vertised on NBC-TV’s Today and in
spot TV.)

It is important to break out of the
old forms: to develop a new content
based on the need to sell our clients’
new products or to reposition the old
ones.

As broadcasters develop new shows,
with new content, they will find the
answer to the problem of how to de-
liver new audiences or more selective
audiences. When they do, you may be
sure advertisers will be there with new
products and new budgets that under
the old circumstances might have gone
elsewhere.

Richard K. Manoff's career has included
stints as English teacher in New York high
schools, reporter and deskman (‘Brooklyn
Eagle’ and ‘New York Post’), assistant to
Mrs. Anna M. Rosenberg when she was di-
rector of War Manpower Commission. In

1950, he was director of advertising-sales
premotion, Welch Grape Juice Co.; in 1953,
vice president and chairman of Kenyon &
Eckhardt’'s marketing plans board and su-
pervisor of packaged goods accounts. He
formed his agency in 1956.
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it's one thing for Housewives, Business-
men, Industrial Workers, Grandmothers,
and Detroit's Young America to love
us, but what about the man who pays the
bill, the Advertiser? Well ...

ADVERTISERS
LOVE US

because this great mass audience likes
what we do and what we say. They like the
way we program our commercials. They
enjoy them and they appreciate them.
Consequently, they respond to them and
buy the advertisers’ products.

Little wonder then that some 100 new
advertisers have shared in WKNR's
phenomenal success since KeeNeR came
to Detroit last November. You're in good
company at WKNR as you can see from
this partial list of new advertisers.

WKNR is the best time money can buy
and your Keener salesman—or your Paul
Raymer man—are just the men to prove it.

Wilson Dairy

Ford Motor Company
J. L. Hudson Company
Wrigley Gum

Colgate Company

Rambler Dealers
of Greater Detroit

Budweiser Beer
Kalamazoo Pant Company
Nestle Company

Chevrolet Dealers
of Greater Detroit

Kent Cigarettes
Kellogg’'s
Alberto Culver
Pepsi Cola

| %

General Motors Corporation
Manufacturers National Bank
Coca-Cola

Plymouth Division—
Chrysler Corporation

Old Milwaukee Beer

Lincoln-Mercury Dealers
of Greater Detroit

Seven-Up

Twin Pines Dairy

American Chicle

Pfeiffer Beer

Noxzema Chemical Company
Lanvin Perfumes, Inc.
Newport Cigarettes

Goebel Beer

*We‘ve saved a place for you.

m NOR R
| THE STATION THAT || |, € DHONDEASTING [EZRPOfTION
KNOWS DETROIT § M Fereven ssonnty b e Pt B .
| ] - ; ; .
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Sometimes a television set
can light up a whole city

When a message is powerful enough ...if it is told well enough
...itcanenlighten a home, a neighborhood, a whole community.

It happened in Baltimore ... with WJZ-TV’s coverage of
the civil rights struggle.

It happened in Pittsburgh ... when KDKA-TV and KDKA
cxamined growing unemployment.

It happened in San Francisco...with the KPIX series on
mentally retarded children.

It happened in Boston ... when WBZ-TV and WBZ took a
searching look at morality in government.

It happened in Fort Wayne, New York, Chicago...with
WOWO, WINS, WIND.

1v's happening in Cleveland now. A KYW-TV and KYW

series has already begun to reveal the blight of poverty in a
major city.

These are all Group W stations. In the past year and a
half they have received broadcasting’s top awards. Including
the duPont, the Peabody, the Sigma Deita Chi, the Sloan, the
Edison, and the Ohio State.

Group W stations are uniquely equipped to play a vital
role in their communities. As members of the Group, they
have creative, managerial, and financial resources greater
than any individual station, plus a local impact no network
can match. Important, meaningful programming in the pub-
lic interest is one more reason why the Group is a vital third
force in broadcasting today.

GROUP

WESTINGHOUSE BROAOCASTING COMPANY
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Pay TV: on air or on wire?

After two years of expensive trial, RKO General

is betting on its Phonevision air system —

and it may be on the verge of a heavy plunge

All but ignored in recent months
while attention has been diverted to the
noisy birth throes of Subscription Tele-
vision Inc. in California, a pay-TV sys-
tem in Hartford, Conn., has just begun
its third year of operation.

It is the RKO General-Phonevision
system, and it is now two-thirds of the
way through a three-year experiment in
on-the-air subscription television. From
two years of trial, error and more than
a little frustration, the experimenters
have emerged with the persuasion that
their kind of pay TV can be made to
work, no matter what happens to wired
systems such as STV’s, which started
business last week (see page 26).

RKO General executives, interviewed
by BROADCASTING, to a man believe that
pay TV can be moved beyond the ex-

What has hit and missed on pay television

Big sports events have been the biggest draws and
cultural specialties the smallest on the RKC General-
Phonevision system so far. The Cassius Clay-Sonny 6%.
Liston fight (at left) attracted 86% of all Hartford sub-
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perimental stage in Hartford and turned
into a profitable enterprise. Although
official word of the company's future
planning has so far been withheld, indi-
cations are strong that RKO General
may seek FCC approval of a full-
blown pay-TV operation in Hartford
and may go for pay-TV stations in
other communities, One sign of the
company’s intentions may be read in
this comment from Thomas F. O‘Neil,
chairman of RKO General Inc.: “There
is a business in pay TV.”

1f RKO General officials are reluctant
to talk specifically about plans for regu-
lar pay TV operation on broadcast sta-
tions, it may be because an extensive
project would run into the FCC'’s multi-
ple ownership rules. RKO General owns
four VHF stations and the one UHF it

scribers last Feb 25. A performance by the Bayanihan
dancers from the Philippines (at right) attracted only
Motion pictures, the staple in the Hartford pro-
gram fare, have achieved as high as a 66% tune-in.

is using for pay TV in Hartford. It can
add only one V and one U or two U’s
before reaching its limit.

The Lessons = RKO General has
learned much in its two years in Hart-
ford. It has worked out bugs in its
equipment, lowered its service costs, ac-
quired a body of experience in setting
prices and has accumulated records of
subscriber spending that enable it to
project with confidence the probable
amount of subscriber money that can
be collected in Hartford or anywhere
else. “The results of the test,” an RKO
General official said last week, “are
better than we thought they would be.”

As pay TV begins its third year in
Hartford, 4,800 subscribers are taking
the service that is broadcast by RKO
General-Phonevision's UHF station,

in Hartford

I



THE CASE FOR ON-AIR PAY TV continued

wHCT(TV), on channe] 18. These are
not énough to put the operation any-
where near the black, but officials say
they have made no effort to solicit sub-
scribers on a widespread scale. The ex-
periment, for which the FCC granted a
three-year special license that expires
June 29, 1965, is no more than a fact-
finding project, they say, and the collec-
tion of data is more easily controlled if
subscribers are limited.

“For the time being we want to keep
the number of our subscribers under
5,000,” one official said.

Minimum Need = How many sub-
scribers are needed in Hartford to show
a profit? RKOQO General officials esti-
mate that on the current rate of spend-
ing, some 18,000 to 20,000 subscribers
—or somewhat less than 10% of the
TV homes within range of the station—
would be required. They are confident
that this figure could be attained if
RKO General decides to proceed with
the project and initiates a hard-hitting
promotional and sales campaign and a
more active program procurement
schedule.

Subscribers pay a $3.25 monthly
rental. They also pay for each pro-
gram ordered, and this is averaging
from $1.25-$1.75 per home per week.
A subscriber’s total payment thus runs
from $100-$130 annually. RKO Gen-
eral’'s projections are that a base of
18,000 to 20,000 subscribers averaging
a total of $125 apiece would make the
pay TV system profitable. (The figure
does not apply to a wired system where
costs reportedly are higher.)

Company executives stressed that this
investment by subscribers means they’ll
be ordering four or five programs a
month and viewing about 12 to 16
hours during the period. They offer
these statistics to illustrate a long-stand-
ing contention of pay-TV operators that
free TV would not suffer because of
the advent of subscription television.
They insist that pay TV is merely sup-
plementary to commercial television.

Shows Awvailable » Perhaps the single
most significant factor that has emerged
in the pay-TV field in recent months
has been the freer accessibility of pro-
graming.

Recently two major hold-outs—20th
Century-Fox and Universal Pictures—
agreed to sell their first-run feature films
for presentation on the Hartford instal-
lation, although RKO General was
forced to start an antitrust suit against
these two companies before an out-of-
court settlement was reached.

In addition, a growing number of in-
dependent producers are emerging to
create special programs for RKO Gen-
eral-Phonevision as well as for Sub-
scription Television Inc., which began
its cable operation in Los Angeles last
Friday (see story page 26).

24 (LEAD STORY)

Feature films still constitute the back-
bone of regular programing on pay TV
in Hartford. Features are made avail-
able on a subsequent-run basis (shortly
after the first run in downtown Hart-
ford theaters). All major studios now
are suppliers including United Artists,
Columbia, Metro-Goldwyn-Mayer, War-
ner Bros., Paramount, Buena Vista as
well as Fox and Universal.

RKO General-Phonevision’s program
costs in Hartford are said to be run-
ning about 35% of per-program reve-
nues, or about $28 per subscriber-home
per year. This is calculated on the as-
sumption of an average investment ot
$120 per home, of which $39 is rental.
As homes increase, the program cost
per home declines.

Fights Draw Well = Outstanding
sports attractions constitute the strong-
est program draws on Hartford pay TV.
The Liston-Clay championship bout last
February drew the highest rating, at-
tracting 86% of the homes, followed
by the first Patterson-Liston fight
(84% ) and the second Patterson-Liston
encounter (68% ).

In the feature film category, “What-
ever Happened to Baby Jane” was the

Swope forms firm to
produce for pay TV

The formation of Swope Video Pro-
ductions, New York, to produce pro-
grams primarily for pay television was
announced last week by Herbert Swope
Jr., president, who said the firm’s first
assignment is to produce 12 summer
stock presentations in their entirety for
Subscription Televiston Inc., Los An-
geles. Each show will last about two
hours.

Swope Video will produce six plays
on tape this year and six in 1965. The
first production is “Glad Tidings,”
which was on Broadway several years
ago and now is being presented at the
Mount Tom Playhouse in Holyoke,
Mass., with Tallulah Bankhead starring.
It was taped last week, utilizing Video-
tape Unlimited, New York. Other titles
will be announced soon.

Mr. Swope, formerly a producer-di-
rector with CBS-TV, NBC-TV and
20th Century-Fox, believes that summer
stock productions will prove “excellent
fare” for pay TV.

Swope retains property rights to the
12 productions, but has assigned dis-
tribution rights to STV, which began
its pay-TV operations in Los Angeles
last Friday (July 17). Swope Video
Productions is located at 60 West 57th
Street, New York 10019.

biggest audience draw with a rating of
66%, followed by “World of Suzie
Wong,” 65% and “Irma la Douce,”
60%.

Some entertainment Specials have
drawn substantial audiences. The pace-
setter was a program spotlighting the
Kingston Trio, 44% rating. Other
specials that drew well were “American
Pageant of the Arts,” 32%, and the
“Best of the Bolshoi Ballet,” 29%.

Culturally oriented programs general-
ly attract the smallest audience on Hart-
ford subscription TV. The low points
were achieved by a concert featuring
Joan Sutherland, 5%; the Bayanihan
Philippine Ballet, 6% and “The Con-
sul” (a Gian Carlo Menotti opera),
11%.

These tune-in figures represent the
cumulative audiences attracted by three
to six showings of each of the movies
and three showings of each entertain-
ment special. The boxing bouts were
live one-shots.

Prices for programs vary from 25
cents for a children’s educational pro-
gram to $3 for a major sports event.
Feature films range from $1-$1.50. In
addition, a subscriber pays $10 for the
installation of each decoder, plus his
$3.25 monthly rental fee. The decoder
contains a billing tape that records the
programs selected during the month
and the cost of each. The subscriber re-
moves the tape, and adds up the charges
and returns the tape to the company
with his check in a special envelope
provided by the station.

Pay-TV operations in Hartford run
30-40 hours a week, starting at 7 p.m.
From 2 to 7 p.m. wWHCT operates as a
regular, commercial station. The adver-
tising volume it carries in commercial
hours is inconsiderable. Officials claim
they concentrate on pay TV to the ex-
clusion of the commercial function.

Efficiency Up, Costs Down » RKO
General Phonevision reported it has
made improvements in both its billing
procedure and in its decoder units.
These changes, officials said, have raised
the efficiency of operations while re-
ducing costs. There have been three
model changes in the decoders, al-
though some of the earlier models still
are being utilized.

Installation methods also have im-
proved with experience. At the outset
of the experiment two years ago, serv-
icemen completed about two installa-
tions per day; now it’s six or seven a
day.

Despite mounting optimism, RKO
General would be the first to acknowl-
edge that it's not all peaches and cream.
They confess they have been surprised
at the relatively high cost of sales re-
quired to enlist subscribers and they
have been disturbed by the compara-
tively high turnover of customers.

They are seeking ways to reduce the
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HOW IS WHOTY
YOUR BRAND T
DOING IN '
CENTRAL IOWA?

Central Iowa has a slightly different
“media picture” than you’ll find almost
anywhere else. Give these facts a whirl:

Central Iowa is not only a 3-station tele-
vision market —it is also the home of
Iowa’s one great radio station, of two
famous daily newspapers, and of one of
the finest farm magazines in the country.

So no one medium really has the area
“in its pocket.”

WHO Radio and TV have been in
business for a long, long time. Lots of
advertisers very generously, but sincerely,
give us credit for having put them on the
map out here. If you will honor us with
your confidence about your sales picture,
we may be able to come up with some
suggestions that can help you get signifi-

cantly larger returns from your advertis- . WHOTV
ing in Iowa. ' WHOTYV
You think this is “just talk”? If so, we w:g:g
dare you to try us and see! WHOTV
WHOTY
WHOTYVY

CHANNEL 13 » DES MOINES WHOTV

WP~ National Representatives
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sales cost and believe they can find a
more practicable approach if RKO
General-Phonevision continues the proj-
ect beyond mid-1965. The company
plans to screen prospective subscribers
more carefully as a way of coping with
the turnover rate. They say the turn-
over rate “is not as high” as in com-
munity antenna systems, but with in-
stallation costs running $12 a home,
plus the sales costs, turnover is still a
costly item.

“A certain amount of turnover must
be expected in an area such as Hart-
ford, which is one of population mobil-
ity,” an executive observed. “Then,
too, there have been some subscribers
who found the programs weren’t ex-
actly what they wanted. And there were
others whom we did not want. But
with experience we hope to keep turn-
-over within reasonable bounds.”

Viewers Are Viewers s RKO General
research indicates that pay-TV subscrib-
ers are not a breed unto themselves. In
general, pay-TV viewers are “the same
kinds of viewers who watch commer-
cial TV, and their viewing patterns, are
pretty much the same,” a company ex-
ecutive said.

Viewers come from a wide range of
income groups, he said. “There are
well-to-do people who watch us be-
cause they like our programs and do
not want to see commercials, and there
are lower-income families who sub-
scribe because they can’t afford baby-
sitters and other expenses that go into
a visit to the downtown movie theater.”

Encoding equipment at wwHCT(TV)
and the decoding equipment in the
homes are manufactured by the Zenith
Radio Corp., which is cooperating in
the test. A separate company, Televi-
sion Entertainment Co. {TECO), has
the rights to the franchising of the
Phonevision system to pay-TV opera-
tions and also has been serving as pro-
gram consultant to the experiment.

Each decoder costs approximately
$125 which is paid to Zenith. For the
franchise, including the encoding equip-
ment and programing assistance, TECO
is now paid a royalty of 5% of RKO
General’s gross revenue from the ven-
ture. For the first 12 months, TECO
waived its royalty and for the second
12 months it received 2-¥5%.

RKO General-Phonevision executives
who have played a key role in the pay
TV experiment are John B. Poor, pres-
ident; Ross S. Taber and John Pinto,
vice presidents, and Mark Forrester,
manager of the station in Hartford.
Pieter Van Beek, president of TECO,
has been prominent in the technical and
programing phases of the undertaking.

At the time RKO General-Phonevi-
sion applied for its experimental permit
for the Hartford project, it committed
$10 million to its execution. Officials
won't say how much of this amount has
been spent to date,

26 (LEAD STORY)

The beginning
or the end?

STV starts its pay-TV
operation in Los Angeles

with 2,500 customers

The most ambitious subscription tele-
vision venture yet attempted was to
light up three channels in Los Angeles
last Friday night,.

"It could be the beginning of a na-
tional outburst of wired pay TV—or
it could be the beginning of the end of
some very heady dreams. Subscription
Television Inc., which is gambling $25
million to get started, has come to be
regarded as the outfit that will make
or break the concept of wiring an elec-
tronic boxoffice into the American
home. If STV can establish a beach-
head in California, the prevailing theory
goes, it will be only a matter of time
before the whole country is overrun
with STV and other enterprises like it.

As of 7 p.m. Pacific Daylight Time
last Friday (July 17), STV had not so
much a beachhead as a toehold. At

Pat Weaver
As he appeared in opener

that hour, Sylvester L. (Pat) Weaver,
the president of STV, was scheduled to
appear on the screen of some 2,500
television sets in homes in West Los
Angeles to inaugurate his system’s pro-
gram service. Mr. Weaver welcomed
subscribers and gave them glimpses of
programs they will be offered in the
weeks to come. His appearance was
unlikely to set a precedent. The in-
augural program was free.

Opening Schedule = Following the
presidential opening, regular program-
ing began on the three STV channels.
Channel A at 8 p.m. presented “Spono-
no,” a drama of racial conflict pre-
sented by a cast of South Africans,
taped on stage during its run on Broad-
way. Families that went on watching
this program after the 12-minute samp-
ling period had ended, will be billed
$1.50 for the 2% hour production.

Channel B, at 7:45 p.m., took its
share of the STV cable to deliver the
baseball game between the Los Angeles
Dodgers and the Chicago Cubs, in color
from the Dodgers Stadium in Chavez
Ravine. The cost of the ballgame for
home viewers was also $1.50 after the
12-minute free sample viewing period.

Channel C presented “Gun Ho,” a
color film of surfing at California and
Hawaii beaches, made by Bud Browne,
known as the “dean of surf filmers.”
“Gun Ho” also offered a 12-minute
free look, after which it cost $1 for
the 950 minutes.

At 9:30 p.m., Channel C showed
another color film, “The Ancient Egyp-
tian,” an educational feature hosted by
Julien Bryan, priced at 75 cents, with a
six-minute opening free look. At 10:30
p.m. both A and C showed “An Eve-
ning at the Upstairs at the Downstairs,”
a 90-minute satirical revue taped at the
New York supper club with the two-
story name. There was a free sample
time of 12 minutes; for the full “night
on the town at home” (to quote the
STV program booklet, Subscriber's
Choice) the price was $1.50.

Saturday’s STV programs included
(according to Subscriber’s Choice) an
afternoon ball game ($1.50 after a 12-
minute free sample) on Channel C,
which in the evening offered a juvenile
ballet program recorded in Holland
($1.50) and the musical film, “The
Life of Giuseppe Verdi” (75 cents).
Channel A had two foreign films,
“Manolis” ($1) and “Only the French
Can” ($1). With a repeat of the latter
beginning at 10:45 p.m.

Channel B’s Saturday evening agenda
began at 7 with an English feature mo-
tion picture “The Violent Years” ($1),
followed at 8:30 with “Show Girl,” a
Broadway revue starring Carol Chan-
ning, recorded onstage (3$2).

Sunday Offerings = On Sunday, Chan-
nel A scheduled the Dodgers-Cubs
doubleheader in the afternoon (still
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priced at $1.50) and in the evening a
film on scuba diving (75 cents) and a
foreign feature picture “Father’s Di-
lemma” ($1), with a repeat of the
latter to wind up the day. Channel B
offered “Gospel Jazz” with Maury Wills
of the Dodgers and the Los Angeles
Community Choir (50 cents) and
“Uncle Vanya” as done in London by
an all-star cast headed by Sir Laurence
Olivier ($2). Channel C went educa-
tional for the evening: a 90-minute
filmed visit to the Dresden art gallery
(75 cents), a lecture on “The World
We Want and How to Get It” by Arthur
M. Schlesinger Jr. {§1) and a filmed
report titled ‘“The New Russia” (75
cents).

To watch all of the programs above
(not including repeats) would have
cost a subscriber $8.25 for Channel A,
$7 for B, and $9.50 for C.

More baseball, more foreign films,
more culture—a symphony concert by
the Concertgebouw Orchestra of Am-
sterdam ($1.50) and a film of the
Wagner opera “Lohengrin” (75 cents)
—more light entertainment “The Amor-
ous Flea,” an off-Broadway show (§$1),
“An Evening with the Limeliters”
($1)—more instruction “Bridge with
Sheinwold” (50 cents), “How to be a
Pilot” ($1)—and more lectures—Wil-
liam Laurence on science ($1), Quen-
tin Reynolds on the decline of good
taste ($1) are included in the lineup
of programs being offered for the week
ending July 26.

As Mr., Weaver says in a foreword
to the first issue of Subscriber’s Choice,
“. . . The programs are not the kind
you see on television now. . .” After a
few brief comments on the opening
night’s schedule, the STV president tells
the pay TV audience: “The one dis-
appointment is the lack of new movies.
We are in active negotiation with every
major motion picture company for its
current product. For whatever reasons,
we have thus far been refused any film
by them. We shail continue to use
" every means within our power to obtain
the best of all current motion pictures
for our subscribers. We hope that be-
fore too long we will report success.”

STV’s inaugural programs were sent
to some 2,500 homes out of the 10,766
in the company’s area No. 1. More
than 4,000 families have ordered the
service, STV reports, but 1,500 of these
homes are yet to be connected to re-
ceive it. About 7% of the homes in this
upper middle-class neighborhood do
not have TV sets and another 3% of
the families said they did not want STV
service because of lack of sight or other
physical deformity. One in five of the
families contacted said they were either
moving out of the area or going on
vacation and so were not now in the
market for pay-TV service from Sub-
scription Television.
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A bullish report by STV analyst

Californians were told last week
that Subscription Television Inc., the
pay-TV system that started operation
last Friday, could pump $1.9 billion
into their state’s economy—if STV'’s
promoters’ projections come true.

The bullish analysis came from
Shipley-Stewart Corp., a research-
analysis-consulting firm of Downey,
Calif., that was hired by STV to as-
sess the impact of STV’s potential de-
velopment.

The $1.9 billion is “representa-
tive of support for 237,000 new
jobs,” the research firm reported.
“Based on the current ratio of popu-
lation to employment in California,
these new employment opportunities
can support a population gain of
650,000.”

Filling the Slack = Noting that
“the massive growth of the California
economy during the 1950’s was due
primarily to dramatic increases in
procurement expenditures by the De-
fense Department,” the Shipley-
Stewart report points out that there
has been “a substantial slowdown
in the rate of the growth of employ-
ment in the defense-oriented indus-
tries” since 1960 and “a further
decline” is anticipated.

Some replacement is needed and,
says Shipley-Stewart, “the impact po-
tential of STV on the California
economy is of such a magnitude that
it could make a substantial contribu-
tion toward filling the anticipated
slack in defense industry growth.”
By the early 1970's STV is expected
to have 1 million subscribers, the re-
port states. “At this level of subscrip-
tion, the STV system has the capa-
bility of directly generating new em-
ployment opportunities for 38,000
workers, an annual payroll in excess
of $315 million and a cumulative
capital investment approxXimating
$170 million.”

The most dramatic effect of STV
will be the increased employment in
the motion picture field to produce
the feature films that STV will re-
quire to fill out its program sched-
ule, Shipley-Stewart expects. As-
suming 10 hours a day of program-
ing on three channels, of which 28%
is feature film, with an average time
of 90 minutes per showing and an
average of four showings per film,
STV would need 511 features a year,
the report states. Knock off 35%
for foreign films and old movies and
the total of current U. S. feature
films on STV would be 332. Take off
another 10% for U. S. films made

outside of California and there would
still be 300 called for from the ma-
jor studios, more than double their
current feature film production of
135 feature pictures, according to a
Shipley-Stewart estimate.

The Payrolls =« The personnel
needed to inmstall and maintain the
cable system, to sell the service and
bill subscribers for the programs they
watch, to install and service the pro-
gram selectors and to provide head-
quarters program and operations
management would total about 2,700
with an annual payroll of $19,663,-
000. To produce the motion pictures
STV will need and will call for the
employment of 32,670 individuals,
more than 12 times the number di-
rectly employed in the STV opera-
tion, with a payroll of about $272
million a year. And films other than
features used by STV will add
another $24 million to Hollywood
payrolls.

But that's only the beginning of
STV's economic impact on Cali-
fornia, according to Shipley-Stewart.
“These direct investments in men
and capital will start a process of
multiplied income and employment
change,” the report states. The money
earned by the workers at the jobs
created by STV will go for food and
housing and clothes and automobiles
for themselves and their families and
these expenditures will create more
jobs and more spending, until the
total impact of STV on the Cali-
fornia economy is $1.9 billion.

Shipley-Stewart’s glowing forecast
of STV’s economic contribution to
California was made public at a time
when STV is campaigning hard to
persuade Californians to vote against
a referendum measure that would
outlaw STV. The anti-STV proposal
will appear on the state’s election
ballot next November. It was stimu-
lated by theater owners who fear that
STV, if successful, will divert movie
audiences from theaters.

Leading the anti-pay-TV forces is
the Citizens’ Committee for Free TV,
which in April gathered over 1 mil-
lion petitions from California voters
seeking to place pay television issue
on the ballot. On July 3, however,
STV went to court in an attempt to
get the pay-TV proposition stricken
from the November ballot. (BROAD-
casTING, July 13). The Shipley-
Stewart economic forecast of STV’
future possible effect on California
can be expected to be used by STV
in its campaign to win voter support
in November.
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Commission to ponder
ad time practices

Decision on eight Florida stations may settle

conflict of case-by-case commercial scrutiny

The FCC’s policy on examining the
commercial practices of stations on a
case-by-case basis is expected to be set
for some time to come this week when
the commission considers staff recom-
mendations concerning eight Florida
outlets.

The staff has recommended that six
of them be given short-term renewals
of one year because of their commercial
practices. A seventh would, under the
staff’s proposal, be asked for further
clarification of its commercial policies.
The eighth would be granted a renewal.

The commission appeared to have
decided to forego the case-by-case ap-
proach three weeks ago when, by a 4-3
vote, it rejected a staff recommendation
that it inquire into the commercial
practices of six radio stations in Mis-
sissippi, Louisiana and Arkansas
(BROADCASTING, July 6). The commis-
sion last January adopted the practice
of examining commercial practices at
stations’ renewal time when it aban-
doned its proposal to adopt a rule limit-
ing commercials.

Members of the majority—Lee Loev-
inger, Frederick W. Ford, Robert T.
Bartley and Rosel H. Hyde, said the
case-by-case approach had deteriorated
into a “nitpicking” operation. But it
wasn’t certain whether the majority
would hold firm this week. Commis-
sioner Ford is viewed as the swing vote.

Pressure » There will be pressure on
him and other members of the four-
commissioner majority to switch. Chair-
man E. William Henry, who had urged
his colleagues to adopt the case-by-case
approach, and Commissioner Kenneth
A, Cox are preparing dissents to the
commission’s -action on the Mississippi,
Louisiana and Arkansas stations.

In addition, the staff is reported to
have come up with a kind of horrible
example to alert the commission to the
possible consequences of ignoring com-
mercial practices. The example is that
of a Tennessee radio station that, on
the basis of incomplete staff examina-
tion, broadcast more commercial spots
than it had proposed in 72% of the
time segments that the staff has ana-
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lyzed. Spots are reported in terms of
14% -minute time segments. The sta-
tion, whose renewal application is due
for action by Aug. 1, reported carrying
a total of 1,844 spots in its composite
week.

The Florida stations that would, un-
der the staff’s recommendations, be
given one-year renewals include the
two Tampa VHF television stations,
WwFLA-Tv and WTvr(Tv). The others
are wezy Cocoa, wHoo Orlando, wQaM
Miami and wonN lLakeland. WwMFJ
Daytona would get a request for clari-
fication. WnNvy Pensacola, another sta-
tion whose renewal application has been
held up because of questions about
commercial practices, would get a grant
under the staff’s recommendation. The
issue was scheduled for action last
week but was passed over because of
a heavy agenda.

Storer adjusts rates
for piggybacks

A new method of handling non-
integrated piggybacks was announced
last week by Storer
Broadcasting Co.

In modifying its
previous policy of
| complete nonac-
| ceptability of pig-
! gyback announce-
ments, Storer has
established a new
' rate approach for
_ participating an-
nouncements.

As announced by
Bill Michaels, TV
vice president, spot
announcement rates have been broken
down into components. Thus, assum-
ing a $100 rate for a 60-second an-
nouncement, the rate for 50 seconds
would be $90; 40 seconds, $80; 30 sec-
onds, $65; 20 seconds, $50, and 10
seconds, $40.

Nonintegrated piggybacks—which be-

Mr. Michaels

ginning Sept. 1 will count as two com-
mercials under the TV Code—would
take the combined rate of the two com-
ponents equivalent to the time used for
each of the two items advertised in the
commercial. The maximum number of
components allowed by Storer is two.

The integrated piggyback, however,
which under the TV Code counts only
as one commercial, would take the
single rate for its total length.

The new policy gives the advertiser
alternatives at reduced rates. At the
same time it offsets the financial loss
to the station due to the elimination of
availabilities by the acceptance of piggy-
backs. It also complies with the ban on
triple spots advocated by some advertis-
ing agencies.

New policies on piggyback commer-
cials have been adopted by Taft Broad-
casting, Westinghouse and CBS-TV-
owned stations.

Gillette sets movie
buys at $12 million

Gillette Safety Razor Co., Boston,
said last week that its motion picture
sponsorship on ABC-TV and NBC-TV
next season will represent a $12 million
investment for the company. Gillette's
plans to become a sponsor in the movies
after a 20-year association with prime-
time boxing on TV (ABC-TV current-
ly) was reported earlier in the year.

Gillette, in calling its contract “the
largest movie commitment ever made
by one advertiser,” said the arrange-
ments it has with the networks give the
advertiser major segments of the feature
film presentations as compared to con-
ventional sale to an advertiser of par-
ticipations. Maxon is the advertising
agency for Gillette.

The Gillette business on NBC-TV,
starting Sept. 16, is for a weekly one-
hour buy of the two-hour Wednesday
Night at the Movies. On ABC-TV, the
advertiser will sponsor the first half hour
of the Saturday night movie.

The large blocks of time, Gillette
said, will permit it to place commercials
for all its products “as inobtrusively as
possible” and with “the least interrup-
tion of the motion picture story line.”

The company said also that its mo-
tion picture sponsorship will not lessen
its traditional interest in sports events:
six major sports broadcasts and series
are set for the next season, among them
the World Series, the National Colle-
giate Athletic Association weekly col-
lege football package, the Rose Bowl
game on Jan. 1, the annual All Star
baseball and the All-Star college foot-
ball games, all on radio and television.
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AWARD WINNER! Two-time Academy Award winner, Olivia de
Havilland, star of “Lady in a Cage”, visits another award winner, WSB'TV
WSB-TV. The much honored WSB-TV is proud of the countless

awards won both individually and collectively by its staff Channel 2 Atlanta

over the past 16 years. Awards are a tradition at WSB-TV!

NBC affiliate. Represented by Petry

COX BROADCASTING CORPORATION stations: Y/S8 AM-FM-TV, Attanla; WHIO AM-FI-TV. Deyton: WSQC AM-FLLTY, Charfotte: WIBO0 AM-FM, Miami; KTVU, San Francisce-Oakland.
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C-E loses Beatrice
accounts to Kemper

Beatrice Foods Co., Chicago, has
named Don Kemper Co., that city, as
advertising agency, effective Oct. 1, for
all Meadow Gold, Blue Valley and
Holland Dutch dairy products. The
accounts billed over $1 million fast
year. Greater use of radio-TV is
planned.

The move from Campbell-Ewald to
Kemper “is a major step toward con-
solidation of advertising and marketing
expenditures for Beatrice Foods,” ac-
cording to Beatrice’s director of sales
and advertising, Roy I. Ricksham. Kem-
per already represents six other Beatrice
Foods divisions.

Beatrice also “is contemplating in-

. creasing its advertising in both radio

and television,” Mr. Ricksham said,
“and regards the Kemper agency as
extremely qualified to represent our
wide variety of food products in these
media.”

With addition of the Meadow Gold

-account, Kemper’s billing total in Chi-

cago will go up to about $5.5 million.
The agency has offices also in New
York and Dayton, Ohio, with total na-
tional billings topping $10 million.
Campbell-Ewald’'s Chicago office ac-
quired the account only last year.

Business briefly . ..

Procter & Gamble, through Benton &
Bowles, New York, will sponsor the 90-
minute CBS-TV color special, Cinderel-
la, to be taped this fall for viewing in
March 1965. CBS-TV presented Cin-
derella originally in March 1957.

Adolph’s Ltd., through McCann-Erick-
son, Los Angeles, has started a six-week
saturation campaign on ABC Radio,
using a schedule of 20 spots each Sat-
urday and Sunday during the summer
for Adolph’s instant meat tenderizer.

Campbell Soup Co., Camden, N. J.,
through BBDO, New York, last week
announced an intensive campaign for
its New Pack tomato soup. Spots in
daytime network TV shows and regular-
ly scheduled nighttime commercials on
CBS-TV'’s Lassie and ABC-TV’s Donna
Reed Show will be used August through
October. In addition spot TV schedules
have been set up in 19 major markets.
A heavy network radio campaign on
CBS’s Art Linkletter Show will start in
September followed by spot radio sched-
ules in the top 60 markets starting in
October.

The Borden Company, New York,
through Young & Rubicam, that city,
has bought time, beginning in October,
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in ABC-TV. daytime programs of The
Price Is Right, Missing Links, The Ten-

. nessee Ernie Ford Show and Trailmas-
ter.

Four advertisers will sponsor ABC-TV’s
telecast of the 31st annual College All-
Star Game Aug. 7 (10 p.m. EDT to
conclusion), with the ABC Radio broad-
cast sponsored by United Motors Serv-
ice Division, General Motors Corp., De-
troit, through Campbell-Ewald, that city.
TV sponsors will be Gillette Co., Boston,
through Maxon, New York; Goodyear
Tire & Rubber Co. Akron, Ohio,
through Young & Rubicam, New York;
Pabst Brewing Co., Milwaukee, through
Kenyon & Eckhardt, Chicago, and
R. J. Reynolds, Winston-Salem, N. C,,
through William Esty, New York.

PREVIEW: Bradley's bomb

Comic Stubby Kaye will do
about half of the commercials
for the Milton Bradley Co., toy
manufacturer, which advertises
its new games on Shenanigans
(Saturday, 10-10:30 a.m., ABC-
TV), starting Sept. 26.

During a run-through of com-
mercial action for one of Brad-
ley’s games—called Time Bomb
—Mr. Kaye demonstrates the fun
aspect. Such sequences as these
will be combined with live action
for the one-minute commercials.
The Time Bomb game for chil-
dren involves passing a harmless
plastic gadget that gives off a
bang when it is wound up and its
timer adjusted. The game uses
the principle of the old “hot po-
tato” kids game. Agency for Mil-
ton Bradley is Richard K. Manoff
Inc., New York.

Sears in another
TV test campaign

Sears, Roebuck and Co. may plunge
even deeper into television this fall if
its newest use of the medium works as
well as a test last winter.

Representatives of both Sears and
the agency involved, North Advertising,
Chicago, indicated Thursday (July 16)
that the 13-week three-market test end-
ing in January proved “extremely suc-
cessful” and encouraged the retail giant
to try again. Sears last week began a
new drive in seven markets running un-
til mid-December.

The latest campaign involves both
minute and 20-second film spots in
morning, afternoon and evening periods
on stations in Chicago; Phoenix; Minne-
apolis-St. Paul; Dallas-Fort Worth;
Tampa-St. Petersburg, Fla.; Baltimore
and Washington. The theme continues
to be “Sears has everything.”

Sears’ earlier test had involved only

.Chicago, Kansas City, Mo., and New

Orleans. The original commercials are
being used in the present drive plus
some new spots.

Marvin C. Lunde, national retail sales
promotion and advertising manager for
Sears, explained that the further TV
venture represents “another step for-
ward in Sears’ desire to employ various
channels of communication.” He said
TV “is a complement to the thousands
of pages of newspaper advertising em-
ployed by our stores and the vast print
program of catalogs, flyers and tabloids
used by the catalog divisions.”

Government releases
fourth projection study

The Department of Commerce and
the Bureau of the Census have available
Population Estimates, which gives pro-
jections of the population totals by both
sex and age from 1964 until 1985, with
extensions to 2010. Estimates are based
on current population figures, an an-
nual emigration of 300,000, the cur-
rent birth rate and the present declining
mortality rate.

The book also contains such figures as
the expected number of persons of both
ages who are to reach specific age
groups in specific years and the median
age of the U. S. population from the
present until 1985.

The new edition follows three earlier
studies which only varied from the ac-
tual numbers by 0.8%.

The book is available through the
Superintendent of Documents, U. S,
Government Printing Office, Washing-
ton, D. C., 20402 at 15 cents a copy.
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The Hottest Thing in Town...

Exclusively
on WFIL Radio in Philadelphia

you’ve never heard anything like them!
Perfect game . . . eleventh-hour homers. . . double-

header sweeps—it’s show biz baseball whether they’re
holding down first place or fighting to regain it . .. and
the entire Philadelphia market gasps with every play.

WFIL RADIO o o o with its exclusive broadcasts is proving

to advertisers everywhere that it pays to follow the Phillies. Dials set

to WFIL for ball games stay set there . .. hour after hour after hour.

GET A “PIECE OF THE ACTION'" IN PHILADELPHIA ON... fuis mance rapoWVFIL
Operated by Radio and Television DIv./TriangIe Publications, Inc. /4100 City Line Avenue, Philadelphia, Pa. 19131
WFIL-AM * FM ¢ TV, Philodelphia, Pa, / WNBF-AM ¢ FM « TV, Binghomton, N.Y. / WFBG-AM *» FM « TV, Altocna-Johnstown, Pa.

WNHC-AM ¢ FM ¢ TV, Hartford- New Haven, Conn. / WLYH =TV, lancaster- Lebanon, Pa. / KFRE-AM ¢ FM ¢ TV, Fresno, Cal,

Triangle National Sales Offices: New York / Los Angeles / Baltimore
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Papers study
TV competition

Print network could produce
business as prime-time TV

slots are being used up

Television came in for considerable
discussion at a two-day meeting of the
Newspaper Advertising Executives Asso-
ciation in Philadelphia last week, with
several speakers indicating that the time
is appropriate for newspapers to make
gains at the expense of TV.

Thomas B. McCabe Jr., vice presi-
dent for marketing of the Scott Paper
Co., contended that TV “is not quite
as competitive as it used to be in rela-
tion to newspapers,” and added that “if
newspapers played their cards right,”
the competition “could even be more
favorable to you in the future.” He
said that unless there is another TV
network the “present shortage of first-
rate or filet mignon time slots will
worsen and this is bound to have an
upward influence on TV time charges.”
He suggested that advertisers could buy
a network of 145 or more newspaper
markets “just as we buy the same cities
on NBC.”

Another advertising executive, Wil-
liam J. Luedke, planning director for
the plans and marketing department of
N. W. Ayer & Son, indicated strongly
that newspapers could increase their
business if they emulated TV stations
in rate negotiations. He pointed out
that TV station executives talk of cash,
frequency, contiguity, volume and con-
tinuity discounts, national and local
rate cards, plan buys and card rates
based on rating points, and added:

“And when you're all through with
these, if you’re smart, you'll say I still
want to see the brass for the last, last,

Minneapolis color push

Five Minneapolis TV set dis-
tributors have purchased $50,000
worth of co-op advertising on
KMSP-TV to push color TV sets.
Kmsp-Tv in return will produce
color commercials, on a cost-plus
basis, for each of the RCA, Gen-
eral Electric, Zenith, Philco and
Motorola distributors.

KMsp-Tv said its color pro-
graming will be increased in the
fall with the purchase of 17 color
feature films from Seven Arts’
“Films of the 50's” package.
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net, net figure. And I assure you they’re
not unamenable te negotiation.”

Charles T. Lipscomb Jr., president
of the Bureau of Advertising of the
American Newspaper Publishers Asso-
ciation, said the bureau has launched a
program of presentations to agency cre-
ative executives because “we believe
that more creative newspaper advertis-
ing means more effective newspaper ad-
vertising.” He said some of the presen-
tations show how to translate TV com-
mercials into newspaper ads and “spark
new ways to use newspapers. . . .”

Mr. Lipscomb said national news-
paper advertising is expected to climb
to a high of $880 million by the end
of 1964, He said total newspaper ad-
vertising is up about 8% in the first
half of 1964 over 1963 and predicted
total newspaper advertising for the year
would be in the neighborhood of $4.1
billion.

Jack B. Kaufman, executive vice
president of the Bureau of Advertising,
contended that newspapers are a “far
more effective medium for getting
across political advertising messages
than television.” He claimed that “paid
political advertising in an atmosphere
of news and information is bound to
have a greater effect than advertising in
the atmosphere of entertainment.” He
said “pre-empting of popular TV shows
by paid political advertisements may ac-
tually cost votes” because of “viewer
resentment” of replacement of regular
TV programs.

Citrus commission
sets its ad budget

The Florida Citrus Commission has
approved a $3 million consumer adver-
tising campaign for the 1964-65 season,
with more than half of the money,
$1,700,000, budgeted for television.

The over-all program, approved at a
meeting last week in Lakeland, Fla., al-
ready is underway with carryover funds
being applied to the summer-fall drive.
The July to October campaign, accord-
ing to commission officials, will spend
$675,000 in consumer advertising, with
$375,000 set for TV.

The portion of the program just ap-
proved, amounting to $2,325,000, will
begin Nov. 1, with most of the funds to
be spent on the orange crop in fresh,
frozen, chilled and canned forms.

Currently, the commission is spon-
soring ABC coverage of the summer
Olympic trials. From November to
April, citrus plugs will be heard on the
Mike Wallace, Lucy, Andy Griffith and
Real McCoys shows on CBS-TV, and
Jimmy Dean, Addams Family, Shindig,
12 O’Clock High, Hollywood Palace,

Wagon Train and Sunday movies on
ABC-TV.

In addition, from January to April
1965, Campbell-Ewald, Detroit, the
commission’s agency, plans 70 spots a
week on TV stations in 12 markets.

According to commission officials, in
addition to the $3 million allocated for
consumer advertising, another $1 mil-
lion has been placed in a reserve fund
for emergency use, and approximately
$1 million will go into a merchandising
program.

Total funds set aside by the commis-
sion for 1964-65 are approximately $5
million compared to $4 million allo-
cated for the 1963-64 season (BROAD-
CASTING, Sept. 9, 1963).

Mrs. Peterson hears
TV ad complaints

Television advertising produces more
complaints than does magazine advertis-
ing in the office of Esther Peterson,
special assistant to the President for
consumer affairs.

Speaking to the Magazine Promotion
Group in New York on July 10, Mrs.
Peterson said “most of the complaints
about advertising have focused on tele-
vision advertising, whereas the general
reaction to magazine advertising has
tended to be favorable.”

She praised a “high degree of self-
regulation” among advertisers generally,
and magazines in particular. She did
not mention the radio and television
codes of the National Association of
Broadcasters.

A spokesman for Mtrs. Peterson’s of-
fice said it received more complaints
about TV advertising, primarily adver-
tising designed for child appeal. How-
ever, the spokesman said the range of
taste and quality was probably greater
in the magazine field than on TV, He
added he was unfamiliar with the TV
code provisions on child-oriented ad-
vertising,

In her talk Mrs. Peterson said con-
sumers are ready to start “a revolt
against humbug—against the massive
assaults that are made on human intel-
ligence by some of today’s most con-
spicuous advertising.” The spokesman
noted this prediction was based on
Mrs. Peterson’s own opinion and was
not founded on surveys or studies.

Mrs. Peterson may clarify her posi-
tion when she takes part in a half-hour
show for National Educational Televi-
sion’s At Issue series. Slated for airing
in early August, the program will re-
portedly disapprove of any advertising
designed to entice children, but will
concentrate mainly on the effects of
such material on television.
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new TV commercial

most noted cinematographers

singing jingle it accompanies.

as a girl's voice sings:

boy is still coming after her.

The age-old pursuit of the fair
lady is used to good advantage in a
for a new
shampoo—Beauty, Body, Bounce—
made by The Shontex Co. of Santa
Monica, Calif. One of Hollywood’s
James Wong Howe, whose work on
feature pictures has netted him two
Oscar awards—has filmed the chase
sequence to match the words of the

A young girl runs, a boy pursues,
“There is
Jack. See Jack run. Fast as can be
—running after me.” At that point,
the girl on the screen stops running
and turns her head to make sure the

COMMERCIAL PREVIEW: Beauty, Body, Bounce shampoo

“He can see my hair has a brand
new sheen,” the off-camera voice
goes on. “New Beauty, Body,
Bounce, gets it oh, so clean. With
Beauty, Body, Bounce, I can look
like a queen”—and sure enough,
there she is with a glittering crown
whose brightness is matched by the
hair it surmounts—“would like to
look.”

The on-camera girl lathers her
hair to the off-camera words: “It’s
richer, it's thicker, lathers quicker.
And it’s pure for fresh, clean beauty,
easy to manage body—and bounce”
and now the pictured miss shows
how her hair looks when the sham-
poo has worked its magic, as both
voice and screen repeat “Shontex

Beauty, Body, Bounce.”

The commercial was created by
Anderson - McConnell Advertising
Agency, Los Angeles, and produced
at EUE [Elliot-Unger-Elliot] Screen
Gems, West Coast Division. The
A-M account and creative staff are:
Kirke Beard, vice president and gen-
eral manager; Merv Oakner, vice
president; James Leiker, radio-TV
production head; Sallie Jorgenson,
copy. The 40-second spot and others
in the series of commercials filmed
for Shontex by Mr. Howe will have
their premiere in the Southwest very
shortly, possibly before the end of
the month. Plans call for the cam-
paign to expand to national propor-
tions later in the year.

Rep appointments ...

s WDEF-AM-TV Chattanooga; WNCT(TV)
Greenville-Washington, N. C.; wGTC
Greenville, N. C. and wJHL(TV) John-
son City-Kingsport, Tenn.-Bristol, Va.—
all Roy H. Park Broadcasting Co. prop-
erties. George P. Hollingbery Co., New
York.

» KkHi-aM-FM San Francisco: Metro

Radio Sales.

s KcsN Reno: Bernard Howard & Co.
Inc., San Francisco.

= WLLE Raleigh, N. C.: Bob Dore &
Associates, New York, for New York,
Chicago, San Francisco and Los Ange-
les, and The Bernard I. Ochs Co., At-
lanta, as regional representative.

= WBr Evansville, Ind.: Mid-West
Time Sales, Kansas City, Mo., as re-
gional representative.
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Agency appointments. ..

» The Avoset Co., Oakland, Calif. ap-
points Cunningham & Walsh, San Fran-
cisco, to handle advertising for Qwip,
real cream topping, and for a new food
product line which will undergo inten-
sive market research and testing before
its national introduction.

= Warwick & Legler, New York, named
to handle advertising for Helena Rubin-
stein products. Ogilvy, Benson &
Mather and L. W. Frohlich & Co also
continue as agencies for Rubinstein.
Specific products going to W&L will be
announced later.

= (Great Western Savings and Loan As-
sociation and Great Western Financial
Corp., the holding company with which
it is affiliated, both Los Angeles, have
switched accounts from Doyle Dane
Bernbach to Eisaman, Johns & Laws,
both that city.

Also in advertising . ..

Ayers’ move = N. W. Ayer & Son an-
nounced plans to move its San Francisco
offices from 235 Montgomery Street to
the Hartford Building, 650 California
Street. The move, scheduled for Dec. 1,
represents a 50% increase in office space
and reflects a substantial increase in
personnel.

Product conflicts = Two agencies in
resigning an account last week cited a
product conflict as the cause. The B. T.
Babbit Inc. account of some $500,000
yearly billing, was resigned by Geyer
Morey Ballard Inc. Another GMB cli-
ent, Lehn & Fink, markets cleaning
products. American Kosher Products ac-
count was resigned by Coordinated Ad-
vertising Agency as of July 20. Con-
flict: certain products of another client,
Merkel Meat Products. All involved
are New York firms.

EX]



WLBT manager accused of ‘intimidation’
NEGRO MINISTER MAKES CHARGE IN OPPOSING RENEWAL

The part owner and general manager
of wrBT(Tv) Jackson, Miss., was ac-
cused last week of attempting to “intim-
idate” a Negro civil rights leader in that
state after the station had agreed to sell
him time in a 1962 political campaign.

The station agreed to make time avail-
able to the Rev. Robert L. T. Smith after
he had complained to the FCC that
WLBT(TV) refused to sell him time for
use in his campaign for the Democratic
nomination for U. S. representative.

But then, Mr. Smith said, in a state-
ment filed with the commission last
week, Fred L. Beard told him the sta-
tion’s tower would probably be *“blown
up” and that “my body and his body
too may be found floating in the river”
if Mr. Smith appeared on the station.
The minister did purchase and use the
time. Mr. Beard is 20% owner of the
station, as well as its general manager.

Mr. Smith’s statement last week was
in a pleading filed by the United Church
of Christ in its effort to have the com-
mission deny the license renewal ap-
plications of WLBT and wJTV(TV)
Jackson (BROADCASTING, April 20). Mr.
Smith and Aaron Henry of Clarksburg,

president of the Mississippi chapter of
the National Association for the Ad-
vancement of Colored People, are par-
ties to the church’s petition.

Discrimination Charged = The church
alleges that the stations do not serve
the needs of the Negro community and
discriminate against Negroes in their
programing, particularly in their news
and public affairs shows. The charges
were said to be based on monitoring of
the stations for the week of March 1.

The stations have denied the charges,
and have told the commission that they
must be left free to make program
judgments in the context of local con-
ditions (BROADCASTING, May 25).

The church’s replies to these argu-
ments ran several hundred pages and
comprised some 60 exhibits and affi-
davits.

The effort to have the commission
deny the stations’ renewal applications
has attracted considerable attention in
Jackson. The commission has received
hundreds of letters, cards and petitions
from both sides in the controversy.

Refusal to Sell Time = Mr. Smith’s
affidavit was filed in connection with a

i Law..:

it's Blackstone

BROADCASTING

in TV and Radio ...

IT'S
YEARBOOK!

A lawyer without his copy of Blackstone is
a little like a trombone player without a
trombone. For Sid William Blackstone's
famous “Commentaries on the Laws of
England” has been the standard legal ref-
erence and textbook in its field for gener-
ations. Radio and TY are much newer
than jurisprudence —but in their field,
too, a recognized authority has emerged
as the standard source of information.
BROADCASTING YEARBOOK is read
each year [and saved all year) by thou-

v Broadeasting

THE BUSINESBWEENLY OF TELEVISION ANO RADIC

sands of people whose jobs in broadcast
advertising demand a ready, accurate source
of TV-radio facts. The 1965 BROAD-
CASTING YEARBOOK—out in December
—uwill give some 20,000 of them the most
comprehensive round-up on the dimensions
of today's broadcast media. If you have
something to tell the decision-makers,
BROADCASTING YEARBOOK is the place
to testify on your own behalf. Witness the
deadlines: Sept. 21 for proofs; Oct. 1, final.
Call or wire collect to reserve space!

1735 DeSales Street, N.W.
Washington, D. C. 20036
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charge that wWLBT refuses to sell time
to Negro candidates. The petition notes
that the station sold time to Mr. Smith
in 1962 “only after considerable inter-
vention on the part of the FCC .. .”.
The commission questioned the station
after receiving a complaint from the
minister.

“Even then,” the statement added,
“WLBT attempted to intimidate Rev.
Smith.” In his affidavit Mr. Smith said
that Mr. Beard told him that if he
were to appear on WLBT, the station
would have to take extraordinary pre-
cautions to protect the property, in-
cluding the hiring of extra guards.

Mr. Beard, citing the advice of coun-
sel, declined to comment last week.
However, on the basis of WLBT's past
correspondence with the commission, it
was expected the station would say that
Mr. Beard was attempting only to make
Mr. Smith aware of the situation as
Mr. Beard saw it—that Mr. Smith’s ap-
pearance on the station might trigger
violence in the community. The station
has told the commission, in connection
with past complaints, that the racial situ-
ation is so tense that violence might
erupt against the station and its person-
nel if civil rights supporters were to use
its facilities.

Both wLBT and wJTv are among
the eight Mississippi stations being in-
vestigated by the commission in connec-
tion with the riots at the University of
Mississippi, at Oxford, when Negro
James Meredith desegregated the cam-
pus. The stations were accused of vio-
lating the FCC’s fairness doctrine,

In addition, the Mississippi AFL-
CIO has asked the FCC to deny WLBT’s
renewal application on the ground that
Mr. Beard has used the station to
air anti-union views without affording
time for the expression of conflicting
sentiments (BROADCASTING, June 8).

Four buy time on ABC-TV

Four advertisers have placed orders
representing $2.5 million in sales for
the 1964-65 season, ABC-TV an-
nounced last week. Bristol-Myers, New
York, through Young & Rubicam, New
York, purchased time in Wagon Train,
Voyage to the Bottom of the Sea, Wendy
and Me, Ben Casey, Peyton Place,
Shindig, Mickey, The Addams Family,
Valentine’s Day, Quter Limits, Bob
Young with the News and election
night coverage. Florida Citrus Commis-
sion, Lakeland, Fla., through Campbell-
Ewald, Detroit, also bought time (see
page 32). Pharmacraft Laboratories,
New York, through Papert, Koenig,
Lois, New York, purchased time in
Peyton Place, Ben Casey and The
Jimmy Dean Show. All three adver-
tisers, as well as Chesebrough-Ponds,
New York, through William Esty, pur-
chased segments of Sunday Night at
the Movies.
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HUNDERDS of Majorettes!

day of their lives. Many thousands of other
people from all over this region also poured

O matter how many public-participation

promotions you’ve seen, WDAY’s 10th
Annual Band Festival Parade in Fargo this
year would have bugged your eyes out!

93 high school bands (with a whopping
total of over 6,000 musicians) came to town
from all over North and South Dakota and
Minnesota, for the happiest, ear-splittinest

into town for our shindig.

So what? So when WDAY says “y’all
come” — they all come!

Just as they also flock to your dealers’

stores when we tell them about your mer-
chandise. Ask PGW!

WDAY
WDAY-TV

The Know-How Stations in
FARGO, N. D.

PETERS, GRIFFIN, WOODWARD. INC.. Exclusive National Representatives
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Barry ready to meet
LBJ in TV debates

Suggests ‘pretaping’ as possible ground rule;

backs freedom of press for radio-television

Republican presidential candidate
Barry Goldwater last week challenged
President Lyndon B. Johnson to join
him in a 1964 version of the Great De-
bates of 1960.

“As the Republican candidate, I
would be eager to debate the issues be-
fore a national television audience,”
Senator Goldwater told BROADCASTING,
late last Wednesday (July 15) following
his nomination by the Republican Na-
tional Convention.

“I hope that President Johnson will
be equally willing to help the American
people make an informed choice be-
tween the candidates,” he added.

Senator Goldwater answered ques-
tions put by this publication in an effort
to clarify his views on broadcasting,
particularly in the light of recent criti-
cism of both broadcast coverage and
newspaper treatment of his quest for
the GOP nomination. He said he
thought the constitutional guarantee of
freedom of the press should apply to
radio and television as journalism media
and that news coverage of the conven-
tion that gave him the nomination has
been “complete, imaginative and I am
sure educational for the public.”

36

While expressing eagerness to debate
with his Democratic opponent, Senator
Goldwater thought a change in format,
from the straight news interview pat-
tern of the Nixon-Kennedy debates in
1960, might be desirable.

“There might be some risk in expos-
ing the President to public debate,” he
observed. “His office is the world’s most
powerful and most responsible, and
some slip on his part could have an

Same look, same team

George W. Deifenderfer, re-
tired NBC Chicago sales execu-
tive, had a big time at the Re-
publican convention in San Fran-
cisco last week. Grey-haired,
slim, and wearing oversized tor-
toise-rimmed glasses, he was
greeted almost everywhere as Sen-
ator Barry Goldwater. Mr. Dei-
fenderfer, who now lives in Phos-
nix, is running for state senator
on the Republican ticket. He was
with NBC for 21 years and be-
fore that with Paul Raymer Co.

— PROGRAMING

important bearing on our relations with
other nations. But this consideration
must be balanced against the people’s
need, and the President’s own responsi-
bility in the area of public information.
Sensible ground rules should be adopt-
ed. Pretaping is one possibility and
prior agreement on the subjects to be
discussed is another.”

Senator Goldwater was asked about
the only plank in the GOP platform
adopted last Tuesday to deal in any
manner with broadcasting. The plank
was adopted after an appearance be-
fore the resolutions committee by Dr.
Frank Stanton, CBS president, who had
asked for a far stronger expression
(BROADCASTING, July 13). The plank
pledges ‘‘dedication to freedom of ex-
pression for all news media, to the right
of access by such media to public pro-
ceedings and to the independence of
radio, television and other news-gather-
ing media from excessive government
control.”

The question propounded by Broap-
CASTING:

“ ‘Excessive government control’ is
ambiguous. Do you feel that the First
Amendment, guaranteeing freedom of
the press, applies equally to radio and
television as journalism media?”

Senator Goldwater answered:

“To the fullest extent possible, free-
dom of the press should apply to radio
and television as journalism media.
Government control is odious at all
times and in so important a field as the
‘press’ it is dangerous.

“However, 1 feel that the responsi-
bility for the protection of this freedom
rests as squarely on the shoulders of the
news media as it does on all American
citizens. Our freedoms, including free-
dom of the press, were not lightly won,
and they can be maintained only by
the observance of all the responsibili-
ties that accompany them.”

Other planks in the GOP platform
in which broadcasters and advertising
have an interest pledged: an end to
“power-grabbing regulatory actions,” of
the Federal Trade Commission, the
White House and the Food and Drug
Administration; a “drastic reduction of
burdensome federal paper work and
overlapping regulations which weigh
heavily on small-business men struggling

. to compete and provide jobs,” and an

assertion it will be the GOP’s way “to
support, not harass—to encourage, not
restrain—to build confidence, not threat-
en—to provide stability, not unrest—to
speed genuine growth, not conjure up
statistical fantasies, and to assure that
all actions of government apply fairly
to every element of the nation’s econ-
omy.”
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Much time used
but little news

TV newsmen ejected from
floor of GOP convention;

NBC-TV wins ratings poll

The most intensively covered politi-
cal event in history—and perhaps the
least newsworthy.

That seemed to sum up the sentiment
of key broadcasting representatives who

laid out millions to cover last week’s
(July 13-16) Republican National Con-
vention in San Francisco.

The three television networks each
devoted about 35 hours of air time in
their coverage of the convention, made
news themselves when some TV news-
men and technicians were ordered off
the convention floor, and saw NBC-TV
win the ratings battle going away, ac-
cording to overnight national Arbitron
figures.

Nearly 28 million persons saw at
least part of the opening night proceed-
ings on TV, according to American Re-
search Bureau estimates. No ratings fig-
ures were available for network radio,
which also covered the convention in
its entirety.

No prime-time entertainment pro-

grams were shown on the TV networks
last Monday through Thursday. NBC-
TV was able to air the final half-hour
of its Tonight show Monday evening.
But even that was pre-empted Tuesday
and Wednesday when the platform de-
bate and balloting for the nominee kept
the networks on the air until after 4
a.m. and 3 a.m. EDT, respectively,
John and Mike » The dispute over
television’s access rights to the conven-
tion floor erupted Tuesday when NBC
News correspondent John Chancellor
was escorted from the main floor area
by local police, who later tried unsuc-
cessfully to eject CBS Newsman Mike
Wallace. In both instances, the police
said they were acting on orders from
the sergeant-at-arms to clear the aisles.
Several network camera crewmen also

The Alaska delegation proved to be a sore spot Tuesday
night as CBS-TV News correspondent Mike Wallace (I) was
nearly ejected by officers while conducting an interview
and John Chancellor, NBC-TV News correspondent (r) was
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removed by officers after he had cleared the aisle by mov-
ing in with the state delegation. Mr. Chancellor returned
moments later personally conducted by the sergeant-at-
arms who had been clearing the aisles.
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were ordered out, but police did not
eject them.

CBS News President Fred Friendly
lodged a formal protest on behalf of
the networks with Republican conven-
tion chairman Senator Thruston Mor-
ton (Ky.) over the “unreasonable re-
trictions placed upon our personnel, in
direct violation of standing agreements
relating to coverage of the convention.”

Bill Henry, NBC News correspond-
ent, who handled radio-TV convention
credentials, also filed a formal protest
on behalf of the Radio and Television
Correspondents Association.

Mr. Friendly insisted that “our floor
correspondents and cameras be per-
mitted to roam at will, as called for
under standing arrangements.”

A subsequent agreement of the net-
works with convention officials pro-
vided that network floor reporters and
cameramen would congregate at the

center camera platform area whenever
the sergeant-at-arms decided to clear the
aisles, and thereafter could move about
freely.

Mr. Friendly said the new arrange-
ment was “fair and workable” and that
the networks would comply with it.

NBC-TV’s Lead s The overnight na-
tional Arbitron surveys for the first
three nights of the convention showed
that NBC-TV had the highest ratings
Monday and steadily increased its mar-
gin Tuesday and Wednesday.

On Monday, NBC-TV had a 12.3
rating, 35 share of sets-in-use and 47%
of those tuned to the convention. CBS-
TV had a 9.8 rating, 28 share of sets
and 38% of the convention viewers.
ABC-TV’s rating was 3.8, with an 11
share of sets and 15% of the viewers.

Tuesday’s figures showed NBC-TV
with a 12.7 rating, 39 share and 51%
of the viewers; CBS-TV with a 9.0 rat-

Overnight Arbitrons gave NBC-TV the
lead over ABC-TV and CBS-TV in last
week's convention coverage. Looking
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down on the Cow Palace from their
booth are the network’s anchormen
Chet Huntley (I) and David Brinkley.

ing, 28 share and 36%, while ABC-TV
had a 3.2 rating, 10 share and 13%.

NBC-TV further increased its lead to
a 15.7 rating Wednesday, with a 44
share of sets and 55% of the conven-
tion audience, while CBS-TV had a rat-
ing of 9.8, a 27 share and 34%, and
ABC-TV had a 3.2 rating, 9 share and
11%.

Overnight Nielsen ratings in New
York showed wNBC-Tv being watched
by 50% of the homes tuned to the con-
vention Monday, 66% Tuesday and
74% Wednesday. WCBS-TV's percent-
age dropped from 47% Monday to
30% Tuesday and 22% Wednesday.
The percentage of homes tuned to
WABC-TV was 3% Monday and 4%
Tuesday and Wednesday. The figures
are an average of the coverage from
7:30 p.m.-12:30 a.m. Monday, 7-11
p.m. Tuesday and 7 p.m.-1 am.
Wednesday, EDT.

Politics vs. Entertainment s In New
York the independent commercial tele-
vision stations fared well with schedules
basically offering movies, sports and
syndicated and off-network films against
the networks” Republican convention
coverage.

A special compilation by the A. C.
Nielsen Co. showed that the three inde-
pendents — WNEW-TV, WOR-TV, WPIX
(Tv)—together had more than half of
all sets in use between 7 and 11 p.m. on
three of the four convention nights
(Monday 52%, Tuesday 56.6% and
Thursday 54%; on Wednesday, when
the vote on presidential nominees was
taken, the independents’ share dropped
to 44.2% in the 7-11 period).

The convention provided the most
competition after 11 o’clock. Nielsen
share figures for these later hours gave
independents 48,7% on Monday, 33.9%
on Tuesday, 40.1% on Wednesday and
35.5% on Thursday. (Audience data
on WNTA[TV] educational station, is not
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included in these figures).

Sizeable Force » The radio-TV work
force numbered about 3,000 with about
£,750 representing the networks. Rob-
ert Menaugh, superintendent of the
House of Representatives Radio-TV
Gallery, said credentials were handed
out to 1,221 representatives of 300 sta-
tions and groups, exclusive of the net-
works.

All networks reported that their in-
novations and gadgetry for both TV
and radio floor coverage worked well.
There was substantially more electronic
equipment in San Francisco than at any
other convention, and advance plan-
ning paid off, the network executives
said.

The fait-accompli of Senator Gold-
water in walking off with the nomina-
tion dampened much of the activity
both at downtown headquarters of the
other leading candidates and at the Cow
Palace. There was a listlessness among
working newsmen for all media.

As had been the case since 1956,
many newspaper and newsmagazine re-
porters found it more convenient to sit
in their booths or even hotel rooms and
report “from the tube” than to fight the
battle of the Cow Palace, about eight
miles from the downtown hotels.

Even the press associations and some
. reporters covering from the press area
at the Cow Palace had midget sets to
keep pace with what was going on in
places other than the rostrum. And
for the first time, many spectators had
midget TV receivers, much as transis-
tor radios are used.

Back on the Road * Even as the con-
vention got under way, the heads of the
network operations readied their plans
to break down their specially-built elab-
orate studios and control areas in the
Cow Palace for shipment to Atlantic
City for the Democratic National Con-
vention on Aug. 24.

There was considerable grumbling
about the inordinate expense of setting
up virtually identical facilities in two
cities on opposite coasts. They longed
for a return to back-to-back conven-
tions in the same city. (The last same-
city conventions were Chicago in
1952).

Although no accurate figures were
available, one highly placed source esti-
mated that NBC will spend $5-$6 mil-
lion for equipment, studio construction,
movement and expenses of people for
coverage of the two conventions. CBS,
it was estimated, might spend as much,
with ABC somewhat less, particularly
since it is the only TV network with its
own station—kGo-Tv—in San Francis-
co.

Many of the independent stations
and groups provided intensive coverage
of their state delegations for both direct
and delayed report back home. Con-
vention booths at the Cow Palace, in
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A guide to WAVE watchers-
native “birds” of the Louisville area

C’%m& 4%@/ (%ﬂ WNEH

Last year Great-billed Roadrunners spent $80,051,000 which pushed

Louisville into 37th place in U. 8. Metro Area Filling Station Sales.
And the fact there are 1.2 cars in each of the 227,590 Louisville-
metro area households crows loudly in your favor when you
advertise to this dynamic market. (Figures from SRDS.)

You can reach more Great-billed Roadrunners on WAVE-TV
because:

® WAVE-TV leads in total market coverage—reaching more
Louisville-area TV homes than any other station (567,400 TV
homes vs. 445,700 for its nearest competitor—a WAVE bonus of
more than 120,000 homes!® ).

® WAVE-TV means TV leadership in the Louisville market—
first on the air, first to carry network color, and only station that
transmits local, live color—altogether an average of 50 hours a
week of local and network color viewing.

® Source: ARB Market Coveruge Information.

WAVE-TV

Channel 3¢ NBC ¢ Louisville
Represented by The Katz Agency
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A seven-page memorandum draft-
ed by a college student in Washing-
ton last summer is providing civil
rights organizations with the basic
guidance for their fight to end what
they consider discrimination against
Negroes by southern radio and TV
stations.

-The memorandum, prepared im-
mediately after the FCC issued a
public notice clarifying the fairness
doctrine (BROADCASTING, July 29,
1963), has been put in the hands of
every major civil rights leader in the
country, as well as some religious
groups.

The mimeographed document,
titled “Radio and Television Pro-
graming and Editorializing: The
FCC’s Fairness Doctrine,” can be
expected to play a key role in a
“massive legal offensive” this fall, it
was learned last week.

Citing the FCC's public notice,
the memorandum says use of the
fairness doctrine will enable civil
rights organizations “to obtain the
compliance of radio and television
stations . . . and the FCC will assure
the compliance of any stations which
respond reluctantly.

“Most Southern stations have not
met with Negro leaders, even though
Negroes make up a significant seg-
ment of many Southern commu-
nities,” it continues. “Southern sta-
tions have generally not given fair
treatment to Negro viewpoints and
interests.”

Typical Arguments s The memor-
randum tells how to prepare and

Primer for Negro complaints against radio-TV

document complaints and even sug-
gests “some typical arguments, with
possible answers you might give
him,” that may be given by station
managers. The paper includes de-
tails for filing complaints against
personal attacks, stations’ owver-all
programing and editorials.

William Higgs, a Washington civil
rights lawyer who distributed the
memo and is a former Mississippian,
said last week he urged civil rights
groups “to actively press complaints
against radio and television stations.”
Director of the Washington Human
Rights Project and adviser to civil
rights groups, including Operation
Mississippi (a student-directed Negro
voter registration drive}, Mr. Higgs
said he expects mass civil rights dem-
onstrations will fall off toward the
end of the summer and be followed
by “a massive legal offensive . . .
and the FCC will come in for its
share of legal attention.”

One of the religious groups that
received the memorandum, the Unit-
ed Church of Christ, is a party to
the petitions filed against renewal of
licenses for two Jackson, Miss., sta-
tions (see page 34). The church
is affiliated with Tougaloo Southern
Christian College, located just out-
side Jackson, and its president has
signed affidavits backing up the com-
missions filings.

Students of another Negro college
in the Jackson area are understood
to have monitored the city’s TV sta-
tions to provide material used in the
filing.

addition to those occupied independent-
ly by the four radio and three TV net-
works, included Metromedia, RKO
General, Westinghouse and Radio Press
International. Virtually all of the groups
maintained quarters both at the down-
town Hilton and at the Cow Palace.

Heads of all the networks were in
San Francisco for most or all of the
convention. William S. Paley spent
considerable time at the Cow Palace
headquarters. NBC’s Robert Sarnoff
and Robert Kintner were there for the
duration. American Broadcasting-Para-
mount Theaters’ president-chairman,
Leonard H. Goldenson, also was on
hand as was Mutual’s Robert Hurleigh.

Over the Sea = Another television
first was recorded July 15 when a por-
tion of the convention was beamed live
to Europe via Telstar communications
satellite.

NBC-TV, which is responsible for
the satellite feed this month, trans-
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mitted the convention proceedings from
7:02-7:45 p.m. EDT, which included
the floor demonstration for Senator
Barry Goldwater after his name had
been placed in in nomination.

BBC-TV in Great Britain carried the
transmission live from 12:02-12:45 a.m.
(local time) and it was taped and re-
broadcast later in the day by ITA, the
British commercial network, and by
Eurovision countries.

ABC-TV program preview

ABC-TV and ABC-Owned Televi-
sion Stations will present a preview of
their new programs for the 1964-65
season to executives of leading adver-
tising agencies and clients July 20-29.
The presentation will be held at wasc-
Tv New York July 20, wxyz-Tv Detroit
July 22, weke(Tv) Chicago July 23,
kGo-Tv San Francisco July 27 and
KABC-TvV Los Angeles July 29.

FCC finally renews
NBC Chicago licenses

The FCC last week renewed the li-
censes of NBC’s three Chicago stations,
31 months after the renewal applica-
tions went on the deferred list. In the
process, the commission dismissed a
petition of the Chicago local of the
American Federation of Television and
Radio Artists, AFL-CIO, to set the re-
newal applications for hearing.

The union had charged that the sta-
tions—wMAQ-AM-FM and WNBQ(TV)—
failed to broadcast an adequate
amount of local live programing, with
the result that union members suffered
economic injury and that the public in-
terest was not served.

The allegations in the union's peti-
tion—filed against the network renewal
applications originally scheduled for
commission action in December 1961
—figured in the FCC inquiry in TV
programing in Chicago, held in 1962
(BROADCASTING, Feb. 26, 1962, et seq.).
The report of the presiding commis-
sioner at that hearing, Robert E. Lee,
was considered by the FCC in arriving
at its decision to renew the licenses.

The commission, in a letter to the
AFTRA local, said an analysis of the
stations’ programing showed that be-
tween 1958 and 1961 they had broad-
cast substantially in accordance with the
promises made in the networks 1958
renewal applications.

The commission noted that wMaQ
didn’t broadcast as much “talk” and
“local live” as proposed. But it added
that the station did schedule “talk” pro-
grams during 12.5% of its broadcast
week and 19.3% local live.

Consequently, the commission added,
“there is little distinction between the
station’s 1958 programing, found to be
in the public interest, and its current
performance.” The commission said
wNBQ “‘appears” to have increased time
devoted to local live programing.

The commission also said it had re-
viewed the stations’ over-all past and
proposed programing showings under
the agency’s 1960 policy statement on
programing. On balance, it concluded,
“the applicant has made a reasonable
effort to determine the needs and inter-
ests of the public . . . and to provide
programing, including local live pro-
graming, to meet those needs.”

The renewal applications granted are
for the license period ending Dec. 1,
1964. The commission decision was
taken on a 5-1 vote. Chairman E. Wil-
liam Henry and Commissioners Rosel
H. Hyde, Robert T. Bartley, Robert E.
Lee and Lee Loevinger were in the ma-
jority. Commissioner Kenneth A. Cox
dissented. Commissioner Frederick Ford
was absent.
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big wheel .%-

This Goodyear Tire is approximately 10 feet high. Weighs nearly 1Y% tons. Retails for more than $10,000. It was made in
Kansas at Goodyear's Topeka plant, second largest of the 75 Goodyear installations. The Goodyear plant area, including

warehouse, covers 44 acres, employs 2150 people. Their payroll and purchases add more than $20 million annually to
the Kansas economy.

So, if you think of Kansas as just wheat, cattle and “corn as high as an elephant’s eye”—
look again. You'll find BIG WHEEL industrial operations all over the place.

To be a BIG WHEEL in Kansas concentrate on WIBW air media. This is a combination with  RaApIO.AM-FM.TELEVISION
the power to get the job done. WIBW RADIO covers 69 Kansas counties, dominates in 45 coneL Topeka, Kansas
of them. WIBW-TV gives you dominant day and night coverage in 38 counties. In no other % e aeices o

gtauffer I:uglicattions" 3
3 ed natiol
way can you cover so much of Kansas—so well. Ask Avery-Knodel. : presented nationally:0y

Avery-Knodel
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Is peace near with ASCAP?

Judge Ryan offers to negotiate all pending

cases involving broadcasters, but says all

problems must be solved in package deal

An unparalleled effort to negotiate a
settlement of all major music-license
disputes currently pending in federal
court in New York was set in motion
last week.

The move was aimed at bringing
“peace”—for at least 10 years—to the
often turbulent relationships between
broadcasters and music-licensing organ-
izations, particularly the recurrent war-
fare between broadcasters and the
American Society of Composers, Au-
thors and Publishers.

Judge Sylvester J. Ryan of the U. S.
Southern District Court in New York
got the settlement search under way
at a conference with counsel in the
ASCAP radio and television license
cases last Tuesday. He told the lawyers
that they could litigate or negotiate, but
that if they expected him to participate
in negotiations, the talks must cover the
complete package.

The cases that he said should go into
the package included not only the cur-
rent radio and TV license suits but some
litigation pending since the mid-1950’s.
Specifically, the cases that would be
seitled if the negotiations succeed are
the following:

= The All-Industry Television Station
Music License Committee’s suit for

“reasonable” terms for the use of
ASCAP music in local TV programing.
This case has been to the U. S. Supreme
Court three times on appeals ultimately
adverse to the all-industry group, and
it was disciosed last week that commit-
tee members and ASCAP representa-
tives had been talking about the possi-
bility of a negotiated settlement even
before the conference with Judge Ryan
last Tuesday,

= Television network suits for new
ASCAP licenses.

= The All-Industry Radio Station
Music License Negotiating Committee's
suit for “reasonable” ASCAP licenses
for radio stations. The committee is
seeking a 22% reduction in ASCAP’s
local rates, which would cut radio sta-
tions’ ASCAP payments to about $7.7
million a year, while ASCAP is seeking
a 22% increase. The possibility of a
negotiated settlement of this case arose
in an earlier conference with Judge
Ryan (BROADCASTING, May 25), but
there was no evidence last week that
much progress had been made in the
two months since.

= Assorted other local station suits,
including an ASCAP rate case initiated
by the RKO General stations and a
contempt proceeding being pressed

The question of news media re-
sponsibility in court coverage was
raised anew last week after a federal
judge ordered the release from prison
of Dr. Samuel H. Sheppard, impris-
oned since 1954 when he was con-
victed of murdering his wife.

Judge Carl A. Weinman said the
doctor’s constitutional rights had
been violated and he blistered news-
paper and broadcast coverage of the
sensational trial in his 86-page ruling
ordering Dr. Sheppard’s release. The
judge cited broadcasts by Walter
Winchell and Bob Considine, syndi-
cated stories by Dorothy Kilgallen
and reports by Cleveland’s Press and
Plain-Dealer.

Judge claims Sheppard was tried by newsmen

“If there ever was a trial by news-
paper, this is a perfect example,”
Judge Weinman said.

Dick Trembath, news director of
xwy-Tv Cleveland, said Thursday
(July 16) that F. Lee Bailey, Dr.
Sheppard’s lawyer, had told the sta-
tion his client was considering legal
action against some of the media that
covered his trial.

The Press defended itself and said
its reporting was fair and objective.

Subsequent to Judge Weinman’s
ruling, a U. 8. court of appeals judge
ordered a stay in the order granting
Dr. Sheppard’s release and his rein-
carceration was expected.
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against ASCAP by the Metromedia
stations.

= Various network radio suits for
new ASCAP licenses, including CBS
Radio’s bid for a per-program rather
than the customary blanket form of li-
cense. CBS counsel indicated at last
week’s session that they would abandon
the per-program bid if they get a satis-
factory reduction in rates for a blanket
license (they have been seeking a reduc-
tion of about 75% in their current
rates).

= The so-called “Schwartz case,” a
$150 miilion lawsuit filed by Arthur
Schwartz and 32 other ASCAP song-
writers 10 years ago seeking, among
other things, divorcement of Broadcast
Music Inc.—ASCAP's only major com-
petitor—from its broadcasting owner-
ship. Efforts to settle this suit have
been reported over the years, at least
once with the settlement price said to
be around $450,000. But the attempts
have not been successful, in one case
reportedly because of demands attrib-
uted to ASCAP. Judge Ryan said last
week that counsel for the songwriters
indicated recently they will push for
trial of the case—which might take a
year.

= The “Life Music case,” filed against
various broadcasting interests by Barney
Young and associates in Life Music
Inc. in 1956 seeking $7.5 million as
treble damages under the antitrust laws
and, vltimately, the dissolution of BMI,
ASCAP and SESAC, a third music-
licensing organization. Life Music had
split with BMI earlier and had under-
taken to license its music to broadcast-
ers directly. Its suit was later amended
to delete ASCAP and SESAC as targets.

= Litigation against various broad-
casting and music interests by song-
writer Gloria Parker.

Judge Ryan made his move for
wholesale negotiation at what had been
set as the follow-up to a May 20 session
where the possibility of settling the ra-
dio suits against ASCAP was discussed
(BROADCASTING, May 25). At his sug-
gestion, counsel for the ali-industry TV
Music License Committee were invited
to join the radio lawyers already gath-
ered for last Tuesday’s session.

Counsel in the Schwartz, Life Music
and Gloria Parker cases were not pres-
ent. The discussions seemed to antici-
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“ST. IVES”’
by RUBENS

Recently acquired by The
Detroit Institute of Aris for
8332,500, "Si. lves” de
picts the patron suint of
lawyers receiving a petition
Jfrom a tearful widow. This
10.foot masierpiece, espe-
cially distinguished for its
vivid colors, brisk brush-
strokes, and clear design,
was painted in 1617.

i =, .
Courtesy of The Detroit Institute of Arts

i a class by itself

Masterpiece — exceptional skill, far-reaching values. This is the quality
of WWTJ radio-television service—in"entertainment, news, sports, information,
and public affairs programming. The results are impressive—in audience loyalty
and community stature, and in

sales impact for the advertiser WWJ and WWJ -TV

on WW] Radio and Television. THE NEWS STATIONS

Owned and Operated by The Detroit News « Affiliated with NBC ¢+ National Representatives: Peters, Griffin, Woodward, Inc.
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pate, however, that these disputes prob-
ably could be resolved—if the basic
disagreements between broadcasters and
ASCAP could be settled on a long-term
basis.

Judge Ryan made clear that he was
thinking of a long-term settlement, with
ASCAP radio and TV music license
terms extending for 10 years rather
than the three or five that have been
customary.

The bickering between broadcasters
and ASCAP is traditionally so pro-
tracted that the license terms are scarce-
ly agreed upon before it is time to start
negotiating new ones. The current liti-
gations, for instance, seek to replace
television licenses that expired Dec. 31,
1961, and radio licenses that expired
last December.

One of ASCAP’s recurrent demands
over the years has been that broadcast-
ers be required to give up their owner-
ship of BMI. This demand, it was
learned last week, was raised again—
and apparently rejected again—in re-
cent explorations between all-industry
TV committee members and ASCAP
regarding the possibility of reaching a
settlement of the committee’s suit.

No BMI Divestiture » Judge Ryan
indicated at last week’s session, how-
ever, that the search being launched for
a settlement of all pending litigation
should not include consideration of
demands for divestiture of BMI or pro-
posals that BMI be required to accept
a consent decree similar to the one that
governs ASCAP.

Judge Ryan made clear that the liti-
gants were free to litigate or negotiate.
If they wanted to negotiate *“piecemeal,”
he said, they were free to do that, too
—but he himself would not take part
in piecemeal negotiations. Some of the
participants indicated they had reserva-
tions about the likelihood of success in

negotiating a settlement of all cases, but
they expressed a willingness to try.

ASCAP and the broadcasting groups
planned to meet separately to explore
the prospects in their respective cases,
then invite Judge Ryan to meet with
them. It was specified that settlement of
one case would not be effective until
“the whole package” was settled.

Among the attorneys taking part in
last week’s session were Emanuel Dan-
nett, representing the all-industry radio
committee; R. R. Irvine, representing
the all-industry TV committee; Herman
Finkelstein, general counsel of ASCAP,
and Simon H. Rifkind, also representing
ASCAP; Richard G. Green and Robert
V. Evans, representing CBS Radio;
Clarence Fried for ABC Radio, and
John W, Nields for NBC Radio.

CBS Radio, Ohio State
to conduct news course

CBS Radio and Ohio State Univer-
sity’s journalism school have initiated a
two-year experimental program. In the
experiment, journalism graduate stu-
dents will undergo six-month tours of
training at three CBS-owned stations:
wces New York, wcau Philadelphia
and KNX Los Angeles.

News directors, Joseph Dembo, wcss;
Alfred Ringler, wcau, and Barney Mil-
ler, xtx, will supervise the selected stu-
dents in their training, part of which
will require them to submit daily and
weekly reports that analyze the news
performance of the station as compared
to its competitors.

Messrs. Dembo, Ringler and Miller
also will visit Ohio State several times
each year to conduct seminars on broad-
cast journalism and assist in choosing
students for the special training pro-
gram.

Radio-TV take aim at
community problem

Southern California broadcasters are
exploring the problem of worsening re-
lations of the law enforcement agen-
cies with the people, particularly the
young people, of the community, to de-
termine how best radio and television
may help to restore the police and the
courts to a position of respect rather
than antagonism on the part of the
public.

Early this month, in individual meet-
ings called by Loyd Sigmon, general
manager of XMPC Los Angeles, for ra-
dio, and by Tom McCray, general man-
ager, KNBC(Tv) Los Angeles, for tele-
vision station executives and newsmen
met with William H. Parker, chief of
police of Los Angeles, and Peter
Pitchess, sheriff of Los Angeles county,
for an off-the-record discussion of the
problem. Now the radio and TV groups
are scheduling private sessions to work
out a plan of action which, it is hoped,
will be ready for presentation to the
law enforcement authorities in Septem-
ber.

The move for the broadcasting media
to take positive action on this serious
community problem stemmed from a
previous meeting, April 30, of some 25
broadcasters, publishers and civic of-
ficials, held under the auspices of the
Southern California region of the Na-
tional Conference of Christians and
Jews.

Dr. Jacob Cunningham, executive
director of the activities of the NCCJ
in Southern California, believes the pro-
gram developed by the communications
media of Southern California may serve
as a pilot operation that will be so
successful that it will be emulated in
other communities throughout the na-
tion.

Film sales ...

Survival (Official Films): Wcco-Tv
Minneapolis; wrtTv(Tv) Bioomington-
Indianapolis; koco-Tv Oklahoma City;
‘WHEC-TV Rochester, N. Y.; xpHO-TV
Phoenix; KARD-TV Wichita, Kan., and
KLYD-Tv Bakersfield, Calif.

Tales of Wells Fargo (MCA TV):
‘WLUK-TV Green Bay, Wis.; KwTv(TV)
‘Oklahoma City, and kBTv(TV) Denver.

Leave It to Beaver and Thriller
(MCA TV): Wstv(tv) Charlotte,

‘N. C.

The Tall Man (MCA TV): Kvos-Tv

‘Bellingham, Wash. and wan-Tv Atlanta.

Bachelor Father (MCA TV): WAVE-

“rv Louisville, Ky.

Love That Bob (MCA TV): KFRE-
Tv Fresno, Calif. and xrsM-Tv El Paso.

Restless Gun (MCA TV): Ktvt(TV)
Fort Worth-Dallas.

M-Squad (MCA TV):
Shreveport, La. :

Wide Country (MCA TV): WNHC-
Tv New Haven, Conn.

Kit Carson (MCA TV): WNBC-TV
New York.

Mike Hammer (MCA TV): Kco-Tv
San Francisco.

Deputy Dawg (CBS Films): Kpix
(Tv) San Francisco and wrIE-TvV Evans-
ville, Ind.

The Golden Tee (CBS Films): WEwsS
(1v) Cleveland.

KTBs-Tv

Have Gun, Will Travel (CBS Films) :
Kogo-Tv San Diego and wpEF-TV Chat-
tanooga.

Honeymooners (CBS Films): WLos-
Tv Asheville, N. C.

Qur Miss Brooks (CBS Films): Komo-
TV Seattle.

Marshal Dillon (CBS Films): Wavy-
Tv Norfolk, Va., and wpeEF-Tv Chatta-
nooga.

San Francisco Beat (CBS Films):
Xerv(Tv) Tijuana-San Diego.

True (CBS Films): WFIE-TV Evans-
ville, Ind.

Whirlybirds (CBS Films): WcSH-TV
Portland, Me.
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radio

salutes Washington’s finest

Soft-spoken C. William Martin, Jr. carries a big selling stick in the soft-drink
field. Chairman of the Board of the Pepsi-Cola Bottling Company of Washington,
D. C, he has trebled sales, jumped profits and put a lively sales force into the
field to get the most hounce per ounce from his advertising dollar. This year his
budget is ten times larger than in 1957 when he took over, with giant chunks
going into saturation radio. WWDC is proud to have been a part of this sparkling
Washington sales story. Qur thanks to the Pepsi-Cola Bottling Company and its
agency, Kal, Ehrlich and Merrick, for asking us to “think young” with them in
selling Pepsi products in greater and greater quantities, year after year.

Represented nationally by John Blair § Company (Bil!-iAOlGP

PLAN
WWDC RADIO WASHINGTON, D.C. MEMBER




Radio program form
modified by FCC

Community needs survey requirements softened,

further changes possible before final adoption

The FCC last week modified its pro-
gram reporting form for AM and FM
stations to meet some of the objections
raised by broadcasters and communica-
tions attorneys in the oral proceeding
it held on the document three weeks
ago (BROADCASTING, July 6).

It simplified the requirements for
making a survey of community pro-
gram needs, and put more stress on na-
tional and international affairs in ques-
tions on news and public affairs pro-
grams.

The modifications, adopted in a spe-
cial meeting Monday (July 13), fall far
short of meeting objections raised by
broadcasters but additional changes may
be made before the form is adopted.

The final shape it takes will be in-
fluenced by the experience of four sta-
tions that have volunteered to fill it out
in an effort to determine what problems
it would pose for broadcasters and the
commission.

The stations, which volunteered at
the request of the National Association
of Broadcasters, are weJL Scranton,
Pa., waT Charlotte, N. C., wriL Phila-
delphia, and wavaA Arlington, Va.

The same testing technique is being
used in connection with the commis-
sion’s proposed reporting form for tele-
vision stations. WPRG-TvV Providence,
R.I, and kpix-Tv Dickinson, N. D., are
the volunteers secured by the NAB.

The change that goes furthest toward
meeting broadcaster criticism involves
a controversial question in the form
that requires a survey to be made of
community needs. The commission
last week decided to eliminate a require-
ment that broadcasters list the names
of the individuals contacted to obtain
program ideas. Broadcasters said this
would be burdensome.

Mutual’s Complaint » In giving more
attention to national and international
news, the commission heeded the criti-
cism of the Mutual Broadcasting Sys-
tem, which said the commission erred
in placing so much emphasis in the
form on local programing. The network
noted that the American people are in-
creasingly affected by events occurring
outside their home towns. The form
now inquires about programs dealing
with national and international, as well
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as community, problems.

In another reflection of the concern
expressed by Mutual and the other net-
works, the commission decided to
broaden questions about noncommer-
cial announcements. Originally, the
form was concerned only with non-net-
work spots. As redrafted, the form is
concerned with network-originated non-
commercial spots as well.

The commission also made a number
of changes which are largely editorial.
One altered a question requiring broad-
casters to report on “significant”
changes in program or commercial
practices during the license period.
Many critics of the form said broad-
casters would be uncertain as to what
the commission would consider “signifi-
cant” and, as a result, would feel re-
quired to report most changes.

As now phrased, the question says
that broadcasters will want to report
important changes and that the com-
mission will assume a station’s program-
ing has remained essentially as pro-
posed, unless changes are reported.

Another modification affects a ques-
tion asking how a licensee’s programs
differ from those of his competitors.
This was criticized as requiring broad-
casters to make subjective judgments
about their competition. The question
now calls on broadcasters to state how
their stations contribute to “overall”
program diversity in the area.

Brightman gets time
from most stations

A spokesman for the Democratic Na-
tional Committee said last week that
“most” of the 600 radio stations it con-
tacted early this month about two
Twentieth Century Reformation Hour
broadcasts have offered Samuel C.
Brightman, deputy chairman for public
affairs, time for replies.

It is expected that a 30-minute pro-
gram answering what Mr. Brightman
considers personal attacks by the Rev.
Dr. Carl Mclntire, voice of the Refor-
mation Hour, will be mailed to sta-
tions this week.

Wayne Phillips, director of the com-

mittee’s news bureau, said the Deétio-
crats also plan to make available a list
of all stations providing time—as well
as the call letters and correspondence
from stations either failing to answer
Mr. Brightman’s letters or refusing time.

Mr. Phillips said some of the mail on
the subject has been “intemperate and
insulting,” but the majority of stations
said they were glad to make time avail-
able. Some added that they carry the
Reformation Hour because they are
paid to, not because they agree with its
views, he said.

Mr. Brightman wrote the 600 or so
stations carrying the program on July 2,
3 and 6, saying the broadcasts “attacked
me personally” and that licensees are
obligated, because of the FCC fairness
doctrine, to provide texts of the broad-
casts involved and to offer facilities
“for an adequate response” (BRoAD-
CASTING, July 13).

Rev. Mclntire has offered Mr. Bright-
man an opportunity to appear on one
of his daily 30-minute programs (he
also furnished tapes of the broadcasts
in question). It is understood Mr.
Brightman has no intention of accepting
the offer and intends to use time allot-
ments offered by the stations.

NAB Replies » The National Asso-
ciation of Broadcasters, besieged by in-
quiries from stations seeking advice
on what to do about the Mclntire-
Brightman situation, was preparing a
memorandum last week that suggested
stations ask their own lawyers for a
legal opinion whether the Reformation
Hour broadcasts constituted an “attack”
on Mr. Brightman. If the lawyers say
it was, the NAB suggests stations pro-
vide time for a reply. If, however, the
lawyers say it was not, then it is sug-
gested no time be given.

Network for space coverage

A new network has been formed by
three Florida broadcasters to provide
‘“space coverage service that has been
designed especially for the modern, ag-
gressive non-network affiliated station.”

Principals of the Cape Kennedy
Space Network are Wallis R. Kinney
and Charles E. Varner, owners of
wbDCF Dade City and wMEG Eau Gallie,
and Dean C. Wilson, general manager
of wMeG. They plan to offer year-
round, in-depth coverage of events at
the spaceport, and will follow the prog-
ress of the two-man Gemini spacecraft
“from over 100 reporters stationed
throughout the world.”

William Hampton, former documen-
tary reporter for Westinghouse, and
Merrill Mazuer, onetime pool coordi-
nator for ABC and CBS radio and tele-
vision, will join Dean Wilson to analyze
developments at the cape. Engineering
for the network will be handled by
James Thomas.
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1,561 days of war. Involving twenty-six nations. And sixty-five million
combatants. Here is the whole bitter tragedy of World War 1. The
story as it was lived by soldiers and civilians. The story as it was seen
by all nationalities. Not just the British point of view. Nor the
American one. Nor the German one. The BBC TV production of
THE GREAT WAR is the first objective full-scale visual history of the

conflict that changed the world.

Television has never been this big before. Production lasted more
than one-and-a-half years. There are original films, buried for over

a generation in the dusty archives of Europe, America and Asia,
eye witness interviews, photos, documents, maps and letters from
over twenty countries. The narrators arc international stars:
~ Sir Michael Redgrave, Sir Ralph Richardson, Marius Goring

&%, and Emlyn Williams.

Critics have acclaimed THE GREAT WAR as the great-
est-ever TV documentary series: ‘Variety’ said: “, . . the
skein will be a historical moment in TV achievement, and
deserves world-wide circulation’.

The 26 segments of THE GREAT WAR are available in

OUT OF THE MORASS
OF MUD, BLOOD
AND INTRIGUE
COMES THE
BIGGEST TV
DOCUMENTARY
SERIES EVER
MADE. AND
THE WHOLE
TRUTH ABOUT

THE WAR Zi;gﬁlra li’t;;zlzli:l;rt:m(:r 25-minute versions. Full details are
THAT CHANGED .
THE WORLD IB/B/C}

630 Fifth Avenue New York 20, NY Phone LT 1-7100
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A growing TV program source

Station group owners are increasing their

program production and putting the results

of their efforts into the syndication market

Program production is expanding in-
to a major venture for group-owned
television stations.

Most of the big groups are in pro-
duction. Many of them are deeply in-
volved and increasing their commit-
ments and output.

The mounting trend was spotlighted
by ABC Television Stations’ announce-
ment of a new syndicated-program de-
velopment project (BROADCASTING, July
13) and by disclosure that a local pro-
gram in Los Angeles, The Lloyd Thax-
ton Show on Kcop(Tv), had been taken
on for distribution by a major syndi-
cator, MCA (see story below).

A canvas of other TV station groups,
including Westinghouse, Triangle, Met-
ropolitan Broadcasting, Storer, Corin-
thian, Jefferson Standard and Time-Life,
indicated there will be a step-up in pro-
duction-syndication activities by most of
these organizations, all of which have
been moving steadily into the program-
ing area in recent years.

Other groups, meanwhile, are expand-
ing production for their own stations

but not for syndication to other outlets.
Organizations in this category include
the CBS-owned television stations,
NBC-owned television stations, Capital
Cities, Scripps-Howard Broadcasting,
and Crosley Broadcasting.

The forward thrust in program pro-
duction and, in many instances, in syn-
dication by station groups was generally
attributed to these factors:

= Need for new program sources as
a result of the steady attrition in non-
network supplies of programing, includ-
ing off-network and first-run syndica-
tion and feature film distribution.

» Desire by station groups and by
some independently operated stations to
create their own program series, for
both prestige and artistic considerations,

= There is an amortization of the
cost factor by producing a series for a
station group and eventually for syndi-
cation to other stations.

No Panacea = Broadcasters, includ-
ing those in production, do not regard
this growing development as a solution
to the larger problem of providing a
continuing supply of the quality syndi-

cated series and feature films that are
needed to sustain a TV station’s sched-
ule over a period of time. But group
productions, they assert, can take up the
slack in certain time periods and can
help reduce the programing needs of
many stations.

Budget limitations generally prevent
group stations from producing the
mass-appeal syndicated series of the
situation comedy and action-adventure
genre. By and large, group production
efforts attempt to provide entertain-
ment, educational and cultural values at
a comparatively modest cost by con-
centrating on the unusual and the “off-
beat.”

Typical of series that are being of-
fered and have proved successful by
group station standards are Triangle’s
Auto Race Specials, Westinghouse’s
Steve Allen Show and Jefferson Stand-
ard’s Arthur Smith Show, a country
music series.

Most of these programs, of course,
do not require the market saturation of
a big-budget series produced by a ma-
jor studio. In general, group opera-
tions produce primarily for their own
stations and a production budget is set
enabling the company to recoup its in-
vestment by sale to its own outlets and
in a few additional markets.

This practice does not hold for all
series. For example, The Steve Allen
Show was singled out as a presentation
that required sales in a sizable number

MCA TV syndicates

There have been few cases of a
local TV program series going na-
tional. The latest is The Lloyd
Thaxton Show, an early evening,
musical variety-dance program which
began on XKcoP(Tv) Los Angeles
two years ago and now is being syn-
dicated by MCA TV.

A 45-minute version of the hour-
long taped show is carried in Los
Angeles on weekdays, 5-5:45 p.m.,
and according to MCA TV, climbed
from seventh place in the market in
April 1962 to first for its period.
MCA TV reports the Thaxton show
now is first in ratings and share; first
in teen viewing; first in men (18-39);
first in women (18-39); first in total
men and second in total children.

The syndication future of the pro-
gram is considered “highly promis-

local TV program

ing,” according to Hal Golden, vice
president and director of syndicated
sales for MCA TV. He considered
it significant that a distribution com-
pany of the stature of MCA TV

would take on the syndication of an
outside property, and said that in
the past few weeks, with scant sales
effort, the program has been sold to
10 TV stations: wrpix New York,
wnBQ Chicago, wor Buffalo, wiw
Cleveland, xsTp St. Paul-Minneap-
olis, WFAA Dallas, wrcv Philadelphia,
KTv1 St. Louis, wTaE Pittsburgh and
KPTv Portland, Ore.

The program spotlights Mr. Thax-
ton in a “dance band” setting with
an audience of teen-agers. He uses
a multitude of props and creates
various attention-getting gimmicks.
Mr. Thaxton permits some of the
teen-agers to “star” for a few min-
utes on each episode. He also pre-
sents top personalities on the show,
interviewing them on various facets
of the entertainment business.
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of outside markets because of its rela-
tively high production budget.

For Brownie Credits? = One buyer
for a large group of stations scoffed at
much of the output of station groups.
He contended their efforts were over-
whelmingly low-budgeted, culturally or-
tented programs that “may earn Brown-
ie credits with the FCC but do not
earn ratings.”

He acknowledged that there was a
dire need for developing new sources
of programs because of the lack of first-
run syndicated series and the drying-
up of the backlog of feature films, but
said he had “the feeling that so many
officials at station groups just want to
play at being producers and directors.”

One major holdout from the group
production movement is RKO General
Broadcasting, Hathaway Watson, pres-
ident, said his company’s policy for the
present was not to become directly in-
volved in program production—except
that some public affairs programs will
be produced for RKO General stations.

Mr. Watson agreed that an acute
product shortage situation is develop-
ing for the industry generally, but he
felt that RKO General stations have a
satisfactory supply of feature films for
at least four years and of syndicated
programs for one year. RKO General
is concerned over the long-range effects
of the diminishing program supply and
is seeking new sources of programing,
both in the U, S. and abroad, he said.

“But our present thinking is that we
are broadcasters and not producers or
syndicators,” Mr. Watson stated. “We
may change our minds at a later date,
but, as of now, we hope we will be able
to encourage producers and syndicators
already in business to produce new pro-
grams. We have some ideas we have
been discussing with producers that
eventually may get on television.”

In The Works * A summary of pro-
gram production activities by some of
the leading group station operators:

ABC Television Stations: The group
has two immedijate projects aimed ulti-
mately at syndication. It has signed
the comedy team of Rowan and Martin
to star in a 90-minute pilot program
which will be carried on the five owned
stations. Following its presentation,
probably in the fall, it will be evalu-
ated as a project for syndication.

The second group effort involves Les
Crane, who currently conducts a tele-
phone interview show on WABC-TV
New York. Starting July 27, Mr.
Crane will appear for two weeks on a
nightly, 90-minute show that blends dis-
cussion and entertainment and will be
telecast on WABC-Tv, WBKB(TY) Chi-
cago and KABC-Tv Los Angeles. These
experimental programs will be studied
and a decision made on their poten-
tialities for the syndication market.

Jefferson Standard stations: A sub-
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G. H. Johnston Inc., New York,
has indicated that it expects to have
a lineup of 100 “or more” radio
stations taking its feed of the New
York Philharmonic Sunday concerts
this fall.

Last fall Johnston fed the broad-
casts to an 86-city network, in a first
season with the Philharmonic which
formerly was broadcasting live on
CBS Radio.

Gerald H. Johnston, president of
the company, said his optimism for
a greater lineup was based on a sub-
stantial number of renewals from the
86 which broadcast the concerts last
season and 15 new stations already
signed.

This latest activity by the John-
ston company is a third layer in a
growth begun with football coverage
via radio feeds in January 1957,
principally in the Southeast. In 1960
Mr. Johnston originated and super-
vised Metropolitan Opera broadcasts
on an independent hookup for Texa-
co which formerly had spensored the
opera on CBS Radio.

It is estimated that the Metropoli-
tan package including time, rights
and line feeds represents a Texaco
investment of some $1.5 million.
Texaco, beset by problems of net-
work live feeds being delayed by
some stations, hired Johnston to
form the independent hookup. Texa-
co’s 25th season of opera on radio
starts next winter.

Mr. Johnston said his firm figures
it has 95% of the radio homes in
the U. S. available for opera cover-
age through its 119-station lineup.
Stations are sought on the basis of
power, coverage, and “image” or
stature in the community.

Opera broadcasts are live in a 20-
week Saturday afternoon perform-
ance schedule. The broadcast season
begins in early December, just after
the football season ends, to ease

. clearance problems.

Mr. Johnston said he hopes for
further expansion by independent
station hookups for what he called
“good programing” in radio, in areas
of theatrical, musical and sports
events. The approach, he said, will

Solid growth for Philharmonic network

be through a client, as in the case of
Texaco, or through the program
source, as with the Philharmonic.

Similar Interests = It was noted
that some members serving on the
Philharmonic board also served on
the opera board and had become
familiar with the Johnston opera-
tion. In addition, the broadcasts
were not being sponsored fully on
CBS Radio, factors leading to the
formation of a new Philharmonic
radio network. Its season starts Oct.
4 and ends May 23. Mr. Johnston
noted that when the season opened
last fall, he had 55 stations set on
only a three-week notice. Broad-
casts are live, as they are with the
opera, though stations can delay the
concerts at their option but with
stipulations that the broadcasts must
be scheduled by 11 that night. (They
are fed Sundays, 3-5 p.m. eastern
time.)

The Johnston company noted that
73 out of the 86 stations in the line-
up carried programs on a live basis.
The programs permit a total of six
minutes for commercials as well as
a 30-second opening and closing bill-
board.

In football, nine college games
are covered, seven for Texaco on
a 60-station lineup in the Southeast.
Most of the schools are members of
the Southeast Conference. In 1962,
the firm hooked up 187 stations for
the Gator Bowl in Jacksonville, Fla.
During the past season, eight differ-
ent statewide networks were used in
the Southeast, and on some week-
ends extra feeds were facilitated for
up to 250 stations in a “Pick of
Dixie” featuring five different games
each Saturday and covering the
whole Southeast Conference. Among
the bowl games which have been
covered for radio by this system:
Liberty Bowl in Philadelphia and the
Blue Bonnet in Houston.

Mr. Johnston, a veteran advertis-
ing executive, had been associated
for 25 years with General Motors,
moving to J. M. Mathes and later
the Kudner Agency where he became
associated with Texaco’s sports cov-
erage on radio.

sidiary, Jefferson Productions, has been
producing and syndicating The Arthur
Smith Show, a half-hour country-west-
ern music series for almost two years.
It began in six markets in September
1962 under the sponsorship of Sam
McDaniel & Sons (Bunker Hill canned

beef) and presently is on 21 stations,
with Bunker Hill underwriting it in 14
markets. In the fall, the series will ex-
pand to 30 markets, with Bunker Hill
the sponsor in 18.

John P. Dillon, managing director,
Jefferson Productions, said the com-
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There's nothing puzzling about

WMAl Vs ALL NEW
STRAW HAT PLAN

It gives you more bonus spots in '64/

From June 1 to August 31, Straw Hat
Plan participants who buy WMAL-
TV's BIG summer viewing audience
get additional audience exposure at
NO ADDITIONAL COST.

The number of bonus spots will be
determined by weekly dollar volume
of any single product. All spot pur-
chases over $300 per week share in
the bonus plan. Ail bonus spots are
fixed with the exception of those in
pre-emptible areas.

Contact your WMAL-TV salesman or
Harrington, Righter & Parsons, Inc.

wmal-tv &

Evening Star Broadcasting Company
Washington, D. C.

Represented by: Harrington, Righter & Parsons. Inc.
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pany plans to place another program
into syndication but declined to de-
scribe it other than to say it will com-
bine entertainment with information.
He noted that this Charlotte, N, C,,
based production company, in addition
to taping programs for the Jefferson-
owned TV stations (wBTv Charlotte
and wBTw Florence, S. C.), is produc-
ing commercials for regional and na-
tional advertisers. Programs of outside
organizations, including Singing Time
in Dixie, Gospel Singing Caravan and
The Story, a religious series, also are
taped at Jefferson’s facilities.

Metropolitan Broadcasting: Though
the emphasis by this organization is to
produce TV programs to meet the com-
munity needs of its stations, a spokes-
man said, syndication is a “by-product.”
Its regular series accent information
and education, including the Columbia
Seminars in International Affairs, a
daily half-hour program carried in more
than 15 markets; Under Discussion, a
weekly, 60-minute program carried in
more than 15 markets; Opinion in the
Capital, half-hour series, telecast in 30
markets.

Metropolitan is preparing a new
half-hour series in cooperation with
Columbia University titled A Survey
of the Arts. 1t also will be placed
into syndication. This group also pro-
duces various special programs which
are syndicated. Recent offerings include
In This Corner (the life of Joe Louis);
My Childhood, hour program centering
around author James Baldwin and Sen-
ator Hubert Humphrey (D-Minn.) and
America’s Fall Fashions, taped recently
at the World’s Fair.

Triangle Stations: A vigorous effort
is being undertaken by this group in
the program-syndication field. Its ac-
tivities started last summer with three
program series and, a spokesman said,
Triangle will have more than 20 TV
series and groups of special programs
available by this fall. He said that ap-
proximately 100 persons are involved
in producing Triangle programs, includ-
ing three field crews, which are sta-
tioned in Europe, on the West Coast
and Philadelphia.

A Sampling ® Triangle’s offerings in-
clude these recently-released program
series: These are Americans, half-hour
biographies of contemporary figures;
Zoos of the World, half-hour programs
being filmed in the U. S. and abroad;
Wonderful Age of Play, half-hour pro-
grams on physical fitness and recrea-
tion, starring sports personalities and
This is America, half-hour presenta-
tions on well-known fairs in this coun-
try.

A new Triangle project is a series of
26 half-hour programs, titled Pops
Goes to College, which features orches-
tra leader Paul Whiteman. With Mr.
Wnhiteman as host and talent scout, the

program visits a different university or
college at a time when a special event
is occurring such as the Dartmouth
Winter Carnival.

With a year of concentrated experi-
ence behind it, Triangle feels there is
“a definite market for the right kind
of product,” a company official said.
He agreed that a group operator can-
not compete with the producers of
mass-appeal syndicated series but
pointed out that programs that are
“fresh, exciting and novel” can find a
place on the schedules of a sufficient
number of stations to make these proj-
ects economically feasible and even
profitable.

Westinghouse Broadcasting: The pio-
neer in group station programing and
syndication, Westinghouse points out
that it produces 15 hours of programs
each week in the Steve Allen Show,
currently on 40 stations, and the Mike
Douglas Show, which is carried on 25
stations. Each is a 90-minute, five days-
a-week presentation.

A spokesman said the primary pur-
pose for WBC Productions is to fill the
needs of its owned stations, but he ac-
knowledged that syndication is neces-
sary for programs such as Aillen and
Douglas because they are both high-
budgeted.

More ¥ Westinghouse has also pro-
duced a group of 10 one-hour enter-
tainment specials for children which
has been carried on 25 TV stations and
participates in the production of 12 one-
hour Intertel documentary programs
which have been carried in more than
20 markets.

WBC is currently involved in two or
three projects aimed for the syndication
market, the spokesman said, details for
which will be announced at a later date.

Corinthian Broadcasting: This com-
pany has bzen producing and syndicat-
ing a program of commentary on news
of the day called Columnists of the Air,
which runs from 2 to 2¥2 minutes, five
times a week. It is carried in 12 mar-
kets, including those of the Corinthian
stations. Prominent newspaper colum-
nists are featured on the programs.

Storer Stations: Through its subsid-
iary, Storer Program Sales, this com-
pany has been active in production-
syndication for several years. Among
the programs it is offering are Littlest
Hobo, 34 half-hours; Divorce Court,
130 half-hours; B’'wana Don, 130 half-
hours and Communism R. M. E., 13
half-hours.

Time-Life stations: An accelerated
group program development project is
being implemented at Time-Life under
Vice President Edgar P. Smith seeking
eventual syndication of such produc-
tions. In this area, T-L already pro-
duced the pilot programs of two one-
hour series called The Ambassadors
and Men of Fortune and a half-hour
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Both these modules are from ITT
military computers.

Both perform the same function.

But whiie the large unit is an
excellent example of miniaturiza-
tion, the small one exemplifies
microminiaturization—and the
packaging of microcircuits by ITT.
Many companies make micro-
circuits, the small and remarkably
reliable electronic devices that are
replacing miniaturized circuits
just as transistors replaced
vacuum tubes.

But the extension of microcircuit
reliability to equipment or

systems has been a major problem,
primarily because of inter-
connections and heat.

No longer though.

For ITT has developed the
technologies needed to package
microcircuits so that their inherent
refiability is extended to the
equipment or system.

Soon the benefits of this extraordi-
nary reliability and reduction of
size will be available for consumer
products. Electronic household
products will cost less and last
years longer.

- SE——— -

The small one is our ’64 module.

Looking for reliability in a small
package? Talk to ITT, the world's
largest international supplier of
electronic and telecommunication
equipment.

International Telephone and
Telegraph Corporation, World
Headquarters: 320 Park Avenue,
New York, New York 10022.

worldwide electronics and telecommunications
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series, Women of Affairs. The initial
program The Ambassadors, dealing with
Viet Nam, has been carried on the five
Time-Life stations and has been sold
to Metromedia for four of its stations.

A Time-Life spokesman said five
other programs in The Ambassador se-
ries are in various stages of prepara-
tion. The company plans to evaluate
reaction to all three pilots with a view
toward producing other programs in
these series for Time-Life’s own sta-
tions and for syndication. He noted
that the company also is discussing
with ABC-TV several projects in the
news background area.

Crosley Broadcasting: A pioneer in
local live programing on its TV sta-
tions, Crosley is expanding its group
programing activities and is consider-
ing, though it has not moved toward,
syndicating its productions to non-Cros-
ley stations. For several years, the
daily, 90-minute Ruth Lyons Show and
the half-hour Midwestern Hayride, both
originating from wLwrt(TVv) Cincinnati
in color, have been fed to other com-
pany-owned stations in Dayton, Ohio
(wiwp[Tv]), Columbus, Ohio (WLWC
[Tv]), and Indianapolis (wLwiI[TV]).

Al Band, vice president in charge of
programing for Crosley, reported last
week that the half-hour Jamboree Show
shortly will be carried each day on some
of its stations and plans now are being
completed on a 90-minute live variety
show to be carried once a week in
color on all four TV stations. The em-
phasis on personality shows at the
Crosley stations, Mr. Bland said, stems
from a conviction that “people respond
to people.”

Wolper terms Official
Films' suit ‘hogwash’

“A lot of hogwash” is the way David
L. Wolper describes the $600,000 dam-
age suit filed against Wolper Produc-
tions by Official Films. Official claims
that the new Wolper series, Men in
Crisis, violates a condition of the
contract covering Biography (which
Wolper produced for Official) stipulat-
ing that the Wolper organization
would not produce any other half-hour
programs dealing with the lives of fa-
mous persons of the last 50 years
(BROADCASTING, July 6).

“It is completely untrue that there is
any similarity whatsoever between the
television series, Biography, which we
produced, and Wolper Productions’ new
series, Men in Crisis, which we are dis-
tributing through our own distribution
arm, Wolper Television Sales,” Mr.
Wolper stated. “Men in Crisis is a
completely new and original concept of
a dramatic documentary conceived by
Wolper Productions.”
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Program protection
from CATV's dissolved

San Francisco court reverses 1962 injunction

banning duplication, but way is left open for relief

Television broadcasters received a set-
back last week in their quest for legal
protection against community antenna
systems, but a possible favorable solu-
tion seems to be looming.

The setback came from a federal ap-
peals court decision last week reversing
an Idaho district judge’s finding in 1962
which forbade CATV’s from duplicat-
ing network or film programs carried
by TV stations as contrary to Idaho
contract law.

A unanimous, three-judge U. S. Court
of Appeals in San Francisco on July 15
reversed an injunction handed down by
Judge William T. Sweigert of the U. S.
District Court for the Southern District
of Idaho on Dec. 10, 1962.

The appellate court, however, did not
close the door completely to ultimate
relief. In a 12-page opinion by Circuit
Judge M. Oliver Koelsch and concurred
in by Circuit Judges William E. Orr and
Frederick G. Hamley, the court con-
cluded that relief might be procurable
under the copyright laws, and beyond
that, from Congress.

“We hold,” said the court, “that un-
less appellees are able to demonstrate
a protectible interest by virtue of the
copyright laws or bring themselves
within the contemplation of some rec-
ognized exception to the policy promot-
ing free access to all matter in the pub-
lic domain, they cannot prevail. Relief
beyond what the copyright laws confer
must be sought from Congress, not the
courts. . . .”

The court vacated the injunction and
remanded the case back to the lower
court “to permit appellees to amend
their counterclaim if they are able.”

It is this last point which some com-
munications lawyers feel opens the
door to possible victory. They point
out that all programs broadcast by TV
stations are copyrighted and that,
through this protection by the program
owner, CATV system can be stopped
from using telecasts without permission.

The appeal from the Idaho decision
was taken by Cable Vision Inc., opera-
tor of a CATV system in Twin Falls,
Idaho, and Idaho Microwave Inc., op-
erator of a common carrier microwave
system which feeds Salt Lake City TV

signals to the Twin Falls CATV. KLix-
Tv Twin Falls defended the Sweigert
decision.

KLix-Tv attorneys are studying the
case, with three courses open to them:
(1) to ask the U. S. Supreme Court to
review the appellate decision, (2) to
amend the suit in the Idaho court to
bring in the copyright angles, or (3) to
drop this suit and reopen the original
suit filed by the three Salt Lake City
stations against the Twin Falls CATV
and the microwave relay.

In the original suit, Judge Sweigert
ruled that TV stations have no property
right in their signals and cannot prevent
a CATYV system from using them unless
the stations have a copyright on the
broadcast material (BROADCASTING, July
3, 1961).

After the 1961 decision, which was
not appealed, the CATV group brought
an antitrust suit against a group of TV
stations in the mountain states, alleging
a conspiracy to put them out of busi-
ness. KLix-Tv counterclaimed, alleging
infringement of its contract rights. It
was this suit which was won in the
lower court, but reversed last week by
the appeals tribunal.

The CATV antitrust suit was later
dismissed.

Media responsibility
on bar meeting agenda

“The Right of Fair Trial: Responsi-
bility of The Public, The Legal Profes-
sion, and the News Media” will be dis-
cussed by a panel of lawyers and news-
men Aug. 11 during the American Bar
Association’s annual meeting in New
York, Aug. 10-14.

Speaking on the “Responsibility of
The Legal Profession” will be Dean
Erwin Griswold of the Harvard Law
School, while Judge Skelly Wright, U.S.
Court of Appeals for the District of
Columbia will speak on the “Respon-
sibilty of The Judiciary.”

Harry Ashmore, director of editorial
research and development for Encyclo-
pedia Britannica, will discuss the “Re-
sponsibility of the Public” and the “Re-
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easy does it

Someday, you may be able to run your all-electric home and keep an eye on your youngsters by fingertip control

As far as we know, the amazing
device you see above hasn’t been de-
veloped as yet.

But it wouldn’t be surprising if some-
thing like it were in the works. In this
modern age of ours, only a short step
separates the dreams of the moment
from the realities of tomorrow.

One thing is certain, however. What-
ever electrical wonders come your way,
there’ll be plenty of low-priced elec-
tricity to help you enjoy them.
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The more than 300 investor-owned
electric light and power companies
across the nation are seeing to that
right now.

With them, the search for better,
more efficient ways of producing and
delivering more and more electricity
never ends.

For example, they are investing
about a billion dollars to develop
atomic power as another abundant
source of cheap electricity.

And they have more than 1800 other
research and development projects in
progress or recently completed—all
pointed toward keeping America amply
supplied with dependable, low-priced
electric service.

So let your imagination roam. The
investor-owned electric light and power
companies will be ready to power your
wonderful new world of the future —
with all the low-priced and dependable
electricity you'll ever need.

INVESTOR-OWNED ELECTRIC LIGHT AND POWER COMPANIES™

People you can depend on to power America's progress

*$ponsors’ names on request through this magazine
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You Can't buy
AL/ of Oklahoma

WITHOUT THE
TULSA MARKET

- N

OVER 50% OF
OKLAHOMA’S ANNUAL b
RETAIL SALES =

“Buy-Pass” an effective buying power of $2%2
Billion? Of course not! And effective coverage
means Channel 2 . . . offering the most com-
plete coverage of the Tulsa market, with bonus
coverage in Kansas, Arkansas and Missouri.

KvooSTv

Represented Nationally by @ @ @ ’
#
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sponsibility of the News Media” will be
the topic of Felix R. McKnight, execu-
tive vice president and editor of the
Dallas Times Herald.

Robert G. Storey, former president
of the ABA and now president of the
Southwestern Legal Foundation at Dal-
las, will moderate.

The ABA’s committee on the Bill of
Rights will submit to the policy-making
house of delegates a report on the sub-
ject of publicity given criminal cases.

Program notes...

Producer set = George Schlatter Pro-
ductions will produce the five one-hour
Danny Thomas special programs on
NBC-TV next season. Mr. Schlatter
also has been signed to produce Preview
65, the first of several Steve Lawrence
special programs set for NBC-TV dur-
ing 1964-65.

Bard goes Roman » The first U.S. sale
to wor-Tv New York of the British
Broadcasting Corp.’s nine part TV se-
ries The Spread of the Eagle was an-
nounced last week. The series, which is
comprised of Shakespeare’s Roman
plays, “Julius Caesar,” “Anthony and
Cleopatra™” and “Coriolanus,” is a se-
quel to BBC’s Shakespearean drama se-
ries An Age of Kings. Wor-1v plans to
televise each play in three 60-minute
segments.

Special reports = Mike Wallace will
narrate a special CBS Radio report, The
Apathetic American, scheduled Aug. 9
(2:05-2:50 p.m. EDT) and rebroadcast
Aug. 10 (8:15-9:00 p.m. EDT). Mr.
Wallace will interview several criminol-
ogists, police authorities, psychologists
and others in an attempt to explain pub-
lic indifference in times of crisis.

New production firm = A new television
production firm, Delta Films-Charter
Oak International, was formed last week
by the affiliation of Delta Films Interna-
tional Inc., San Juan, P. R., with Char-
ter Oak Tele Pictures, New York. The
new company will produce TV commer-
cials, documentaries and feature films.
Klaus A. Werner, agency producer re-
sponsible for the negotiations, was
named manager of the New York office
at 75 West 45th Street, and exclusive
representative in the U. S.

McGuire and comedy » Don McGuire,
head of McGuire Co., has signed with
United Artists Television to write, direct
and produce a new half-hour TV com-
edy series for the 1965-66 season. UA-
TV said that General Foods, White
Plains, N. Y., through Benton & Bowles,
New York, will sponsor the series,
which has not yet been titled but which
will star Jeremy Slate.

Spotlight on Willie = NBC-TV has in-
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serted new film footage from action dur-
ing the 1964 baseball season in its re-
peat July 21 (10-11 p.m.) of 4 Man
Named Mays, which reviews the career
of baseball star Willie Mays.

Rights to Hula = ABC-TV has pur-
chased the television rights to the Hula
Bowl football game from Hawaii for the
next three years. Next year’s game,
featuring college senior all-stars from
the North and South, will be played
Jan. 8. ABC-TV will video tape the
action and telecast highlights of the
game on its Wide World of Sports pro-
gram Jan. 9, 5-6:30 p.m.

Politics past = New York University’s
Department of Television, Motion Pic-
tures and Radio is offering a series of
10-five-minute programs containing past
election campaign slogans, songs and
major issues. The tapes are available
to radio stations for $20 postpaid.

A controversy that
didn’t get started

Last month the case of Lee Roy Mec-
Courry had the earmarks of a bitter
controversy at the FCC. Last week, it
‘was a memory.

The commission in June set the ap-
-plication of Mr. McCourry for a tele-
vision station on channel 26 in Eugene,
Ore,, for hearing on six issues—one
of them programing (BROADCASTING,
June 8).

This latter aspect of the commission’s
-order was vigorously attacked by Com-
.missioner Lee Loevinger in a lengthy
dissent as an effort to require the ap-
plicant to conform to the commission’s
‘idea of programing. Mr. McCourry
‘had proposed to devote 70% of his
“broadcast day to entertainment, 30%
‘to education.

A number of communications attor-
-neys, in appearances at the commis-
:sion’s hearing on the proposed revision
-of the proposed program reporting form
“last month, cited the Eugene, Ore.,
-case as an indication of their concern
that the commission would use the form
.as a device for influencing programing.

But later the FEugene, Ore., case
-expired, Hearing Examiner David L
‘Kraushaar dismissed the application
with prejudice because of Mr. McCour-
ry’s failure to prosecute. The examiner
‘noted that the applicant had failed to
.abide by any of the commission’s reg-
ulations, including the requirements
that he file a notice of appearance and
proof of publication of his application.
"The dismissal was announced on Tues-
day, a day after the first prehearing
-conference that had been scheduled in
-the proceeding. Neither Mr. McCourry
nor a representative appeared.
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SOUTH BEND “EXPLORERS”
EXPLORE

THE WORLD OF
BROADCASTING

In 1959, WSBT and WSBT-TV became the first stations to

sponsor an Explorer Scout Post. Each year 15 Explorers re-

ceive instruction in the basics of radio and television from

station personnel. The Explorers produce and direct 2 weekly

radio show, and are responsible for several television pro-

grams every year.

WSBT originates many community activities . . . fully be-

lieves that leadership maintains leadership . . . that interest

in community affairs brings mutual benefits. A philosophy

to recall when you’re choosing the broadcaster to present

your message in the South Bend

marcket.
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EOUTH BEND

Paul H. Raymer o National Representative
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‘No sweat to fill NAB vacancy

Board tells executive committee to run things

while searching for successor to Roy Collins;

" staff is told to carry on under Vince Wasilewski

The search for a new president of the
National Association of Broadcasters
will begin in about a week or 10 days.

It is then that announcement will be
made of the composition of the selection
committee, whose core is the present
five-man executive committee of the as-
sociation.

The executive quintet will also run
the association until a new president is
chosen. Both these moves were author-
ized last week when the joint boards met
in Chicago. They also designated Vin-
cent T. Wasilewski, executive vice presi-
dent, as executive officer of the NAB.

The three-hour meeting of 42 (out of
44) members of the combined boards—
the first since the announcement of the
resignation of LeRoy Collins as presi-
dent of NAB—not only authorized the
executive coramittee to constitute itself
as the nucleus of a selection committee
but also directed that additional mem-
bers be added if desired. This will be
done, it was learned.

One suggestion already submitted for
consideration by the executive group is
that the selection committee should in-
clude the past joint chairmen and board
chairmen.

The executive committee already has

met with the executive staff of the NAB
and expressed its confidence in their
work. It also told Howard H. Bell, di-
rector of the code authority, that it
was behind him in his work and policies.
There was speculation in some circles
that the departure of Mr. Collins, who
has been an advocate of a strong code
administration, might give advertisers
and agencies the idea that code enforce-
ment might be less vigorous.

Mr. Collins’s resignation takes effect
Aug. 1, although he already is at work
in his new post. The former Florida
governor is the director of the new
Community Relations Services under
the Civil Rights Act (BROADCASTING,
June 29 et seq.).

General Discussion = The board unan-
imously decided to leave the interim
management of the NAB, as well as the
search for a new president, in the hands
of the executive unit. No directives
were given as to the type of president
to be sought; this also was left in the
hands of the policy group. There was
a general understanding, however, that
a report on the selection committee’s ac-
tivities, if not the name of its choice,
would be submitted to the combined

Representative Donald K. Bruce
(R-Ind.), former broadcaster cur-
rently in his second term in the
House of Representatives, has been
proposed to the National Association
of Broadcasters joint board as a
candidate for president of the asso-
ciation.

His name was offered by Dennis J.
Keller, general manager, WITz-AM-
FM Jasper, Ind., in a letter to Wil-
lard Schroeder, WO0OD-AM-FM-TV
Grand Rapids, Mich., joint board
chairman.

Mr. Keller cited Representative
Bruce’s almost 19 years in broadcast-
ing. The congressman was general

Rep. Bruce suggested for Collins vacancy

manager of wcBc Anderson, Ind.,
and has held several other broadcast
positions including news director and
news commentator at WIRE Indian-
apolis.

Mr. Keller told Mr. Schroeder that
he had informed Representative
Bruce of his recommendation to the
NAB and that he had been given
“full authority” to submit his name
to the association.

Representative Bruce failed to win
the Republican nomination for U. S.
senator at the Indiana GOP conven-
tion June 9 and is not a candidate
for re-election to his House seat. That
term expires Dec. 31.
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boards at the next regular meeting Jan.
25-29 in Palm Springs, Calif.

Although discussion ranged through
the spectrum of problems and sugges-
tions, no directives were given to the
group. Neither were any names men-
tioned for the presidency.

Among the topics discussed: Should
the new president be a broadcaster or a
public figure outside the industry? Is
this the appropriate time for a manage-
ment study of the NAB structure?
Should the NAB be headed by a pre-
manent paid president or by a broad-
caster elected for a one or two-year
term?

Willard Schroeder, woOOD-AM-FM-TV
Grand Rapids, Mich., joint board chair-
man, said after the Chicago meeting
that the association will not limit itself
to the broadcasting or public service
fields in choosing a successor to Mr.
Collins. “We are looking for the right
man,” whatever his occupation, Mr.
Schroeder said, implying that the next
president could be from any field.

In addition to Mr. Schroeder, the ex-
ecutive committee consists of Mike Sha-
piro, WFAA-AM-FM-Tv Dallas, chairman,
and John F. Dille Jr., Communicana
Stations, vice chairman of the TV board,
and Rex G. Howell, KREX-AM-FM-TV
Grand Junction, KREY-Tv Montrose and
half-owner of kGLN Glenwood Springs,
all Colorado, chairman, and Jack Lee,
WPRO-AM-FM-TV Providence, R. 1., vice
chairman of the radio board.

Be Missing You = In his valedictory
to the board, Mr. Collins said he had
been reluctant to leave his NAB post
but implied that when the President asks
for anyone’s services, he cannot say no.
He said he would always have kind
thoughts about broadcasting and broad-
casters. He received a standing ovation,
and the board passed a special resolu-
tion honoring him for his “devotion to
duty” as NAB president and extending
its best wishes in his new post.

Other NAB executives who were pres-
ent in Chicago were Mr. Wasilewski
and Douglas A. Anello, general counsel;
Everett E. Revercomb, secretary-treas-
urer, and John M. Couric, vice presi-
dent for public relations.

The suggestion that the past chairmen
of the board be named to the selection
committee would put the following on
the unit, all having served through
1963-64: William Quarton, WMT-TV
Cedar Rapids, Jowa, joint chairman;
Jim Russell, KKkTv(TV) Colorado Springs,
TV board chairman; Ben Strouse, wwbpc-
AM-FM Washington, radio chairman.
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Taking a leaf from President Johnson's oft-quoted re-
mark (“Come, let us reason together"), members of the
FCC sat down to lunch last week with the five-man execu-
tive committee of the National Association of Broad-
casters. The luncheon taok place July 15 in Washington,
the day after the NAB executive group had met with the
association’s combined board in Chicago.

The luncheon was, according to all who were present,
a pleasant, social, nonworking occasion.

In addition to all seven FCC commissioners and the
five NAB policy executives, also present at the luncheon
were three senior staff executives of the association.

Shown above as they sat down to table are (top row)

FCC Chairman E. William Henry and Willard Schroeder,
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chairman of the NAB joint boards; FCC Commissioners
Rosel H. Hyde and Rex G. Howeli, chairman of the radio
léoard; FCC Commissioners Robert T. Bartley and Robert

. Lee.

(Bottom row) John F. Diile Jr., vice chairman of the TV
board and FCC Commissioner Frederick W. Ford; NAB
General Counsel Douglas A. Anello and FCC Commis-
sioner Lee Loevinger; FCC Commissioner Kenneth A. Cox
and Mike Shapiro, chairman of the TV board,

Not shown are Jack Lee, vice chairman of the radio
board; Vincent T. Wasilewski, NAB executive vice presi-
dent, and Everett E. Revercomb, NAB secretary-treasurer.

FCC's new tack
in KOVR sale

Oral argument seen as
vehicle for bypassing

hearing on concentration

The FCC, in an almost unprecedent-
ed move last week, ordered an oral
argument on the proposed purchase by
McClatchy Newspapers of KOVR(Tv)
Stockton, Calif., from Metromedia Inc.
for $7,650,000.

The commission, in a brief announce-
ment of the order, gave no reason for
it and did not specify the issues to be
aired. But it's understood the oral argu-
ment was utilized as a device for by-
passing a hearing on whether the pro-
posed sale would violate the commis-
sion’s rule prohibiting a concentration
of control of mass media.

An official said the oral argument will
enable the commissioners to determine
whether the facts involved raise a ques-
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tion of concentration of control that
should be resolved in a hearing.

McClatchy owns broadcasting and
newspaper properties scattered over
several hundred miles in mid-central
California and Nevada. The company
owns KMJ-AM-FM-TV Fresno, KBEE-AM-
FM Modesto, KFBK-AM-FM Sacramento,
all California, and xou Reno, Nev. It
also owns the Sacramento Bee, the
Fresno Bee and the Modesto Bee.

Hearing Sought = The commission
staff recommended a hearing on the
concentration of control question, and
fought vigorously for it at the com-
mission meeting last week. But while
only three commissioners — Frederick
W. Ford, Rosel H. Hyde and Robert E.
Lee—favored a grant without delay,
there was not a great deal of sentiment
for a hearing.

The commissioners felt many of the
facts that would be determined in a
hearing, such as the number of other
media available in the area, were al-
ready available to the commission and
that more could be ascertained in
pleadings.

They also felt that a hearing order
might kill the proposed sale or at least
delay its consummation for months. As

a result, the oral argument was con- .

sidered a means of expediting matters.
It is understood that Commissioner
Robert T. Bartley suggested that pro-
cedure.

The only similar use made of the
oral argument, that commission officials
could recall, occurred in January and
involved the then-proposed sale of
WBOY-AM-FM-Tv Clarkshurg, W. Va,
from Rust Craft Broadcasting Co. to
Fortnightly Corp. (BROADCASTING, Jan.
13), which owns community antenna
television systems in Clarksburg and
nearby Fairmont, W. Va. The issue
then was whether the commission
should permit common ownership of a
CATYV system and the only viable tele-
vision station in a community. The
commission subsequently approved the
sale without a hearing.

The commission staff is known to
fear that the procedure adopted in the
KOVR matter might set a precedent for
the handling of future transfer cases
that would otherwise be designated for
hearing. It's felt the FTC will, there-
fore, attempt to transform the oral argu-
ment into a kind of “paper hearing.”
An official said the commission will
probably set up a procedure by which
attorneys for the FCC and McClatchy
can agree on the facts on which they
will argue before the commissioners.
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Dr. Martin H. Seiden, a 30-year-
old economist, showed up for work
at the FCC last Monday (July 13)
—and the commission’s first office
devoted exclusively to the study of
community antenna television indus-
try—including
its relation to
pay TV, was
opened.

The commis-
sion two weeks
ago, created
the office in
response to a
realization that
Congress will

want its views

Dr. Seiden on CATV next

year, as well as to an already felt

need for more first-hand information

on the rapidly developing industry.
(CLosep CircuiT, July 13).

Commissioner Frederick W. Ford,
in a speech before the National
Community Antenna Television As-
sociation convention last month
{BROADCASTING, June 22), suggested
the creation of a permanent- office
within the FCC to study “The fu-
ture of television,” including the tech-

Seiden takes up residence at FCC to study CATV field

nical and legal problems posed by
CATYV and pay TV.

The authorization providing for
Dr. Seiden’s office envisions a more
modest, six-month study to cost $20,-
000. But officials indicate the com-
mission may seek funds from Con-
gress next year to extend the life of
the study. In addition to Dr. Seiden,
Arthur Goodkind, a lawyer in the
FCC’s general counsel’s office, has
been assigned to work on the proj-
ect. He will devote most of his time
to the study following the commis-
sion’s August recess.

Just the Facts = Dr. Seiden de-
scribes his job as one of “basic re-
search—to find out what are the
facts” and how CATYV relates to pay
TV, as well as to VHF and UHF tel-
evision. He said the assignment has
no connection with any current rule-
makings involving CATV.

Dr. Seiden, who was recommend-
ed for the post by top Broadcast
Bureau officials, comes to the com-
mission from Economics Associates,
Inc., a Washington consulting firm.
He has also been associated in con-
sulting work with Leon Keyserling,
who headed President Truman’s

Council of Economic Advisers, and
with the National Bureau of Eco-
nomic Research, in New York.

His only previous connection with
the broadcasting industry was his
participation in an analysis of the
economics of television broadcasting
for CBS-TV Affiliates Association in
its rate negotiations with the net-
work.

His office will collect in one place
data on the CATV industry that is
already available in various divisions
and branches of the commission, as
well as dig into the mine of informa-
tion to be found outside the agency.

Dr. Seiden began his search for
facts with telephone calls to officials
of the National Community Anten-
na Television Association, as well as
to CATV operators and TV station
owners.

Because of the suddenness of his
appearance at the commission, no
office space was immediately avail-
able for Dr. Seiden. As a temporary
measure, he moved into quarters
normally used by Assistant Broad-
cast Bureau Chief Hyman H. Gol-
din, who was out of town for the
week.

WRLP(TV) seeks relief
from CATV duplication

WRLP(Tv) Greenfield, Mass,, faces a
hard battle for existence with competi-
tion from 16 community antenna tele-
vision systems operating in the channel
32 station’s area. The station can find
little relief through the FCC as only one
of the 16 systems uses microwave fa-
cilities—Mohawk Valley Television Inc.

The Greenfield UHF last week be-
gan action that it hopes will ultimately
require Mohawk to refrain from dupli-
cating in Athol, Mass., WRLP’s network
programs for 15 days before and after
they are on wWRLP. WRLP asked the
commission to order an early license
renewal of the microwave channels of
New England Microwave Corp., which
services Mohawk’s CATV system. New
England Microwave’s renewals are not
due until April 1966.

WRLP was protected by Mohawk un-

TOPS THE AGENDA

SHIRT SLEEVE SEMINAR
Lubbock, Texas

Maples and McAlister.

Name

TEN WAYS TO RAISE YOUR RATES

September 26 and 27, 1964
.12 hour Brainstorm with such names as McLendon,

Free Tickets to the Taxas-Texas Tech Football Game

REGISTRATION
LIMITED TO 100

Address

turned immediately)
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Enclose check for $100. (full registration fee) and you will receive hotel veservation, plus tickets
to the Texas-Texas Tech game, by return mail.(Reservations received after deadline—checks re-

Mail to THE BRAIN, Box 20496, Dallas, Texas
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til last March under an agreement
signed with the CATV when New Eng-
land Microwave was granted the facil-
ities to serve the CATV in April 1961.
WRLP had challenged the public inter-
est of the grants but dropped its op-
position when the agreement with Mo-
hawk was signed.

The three-year pact between the
CATYV and the UHF expired in March.
Mohawk continues to carry the wrLP
signal but has added waz-Tv Boston to
its system. WaBz-Tv is an NBC affiliate
and duplicates WLRP's NBC programs.

The Greenfield station receives its
network programs from wwLp(Tv [ch.
22]) Springfield, Mass. Both stations
are owned by Springfield Television
Broadcasting Corp. WRLP originates
approximately seven hours a week of
local programing and is not a satellite
operation under FCC rules.

Athol is within WRLP’s grade A serv-
ice contour but New England Micro-
wave received its grants before the com-
mission placed the 15-day nonduplica-
tion condition in effect. An early li-
cense renewal could subject the micro-
wave facilities to this condition.

WRLP told the commission the dupli-
places the station in “grave jeopardy.”
cation of its programs by Mohawk
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If you'd like fan mail like this...

“I'd like to report that your FM trans-
mission is far superior to previous
broadcast. In fact, WGMS-FM is the
strongest station on my auto FM radio.”
Mr. DW, Rockville, Md.

“I have long advocated the use of
circular polarization...The improve-
ment is more striking than I had
expected. Auto-FM reception at a dis-
tance...has a substantial advantage.”
M:r. RJC, Bethesda, Md.

“Terrific! Reception: very good.
Improved."' DCF, Timonium, Md.

“I find it excellent and much im-
proved, and reception ever so much
better than it used to be before you
installed your new antennas.” Mrs.
WE, Fairfax, Va.

“We were not able to get your sta-
tion before. We receive your music,
etc. perfectly clear.” Mr. ALC, Spot-
sylvania, Va.

“WGMS-FM in Washington, D. C.
comes in clearly even in very poor
locations. A check with a portable FM
receiver indicates that you have a

strong vertical component in your
signal and this is apparently the
answer. You can't imagine the dif-
ference between your signal and
virtually all others — regardless of
distance or strength, in the car...
much better reception...I can only
guess that you are intentionally radi-
ating both a horizontal signal — like
the one all along — and a vertically
polarized component as well. Believe
me, I couldn’t have asked for more.”
Mr. EDH, Frostburg, Md.

...Add Collins’ vertically polarized antenna

The above is only a small part of the
mail received by WGMS-FM in
Washington, D. C. after they updated
with Collins Type 300 vertically polar-
ized antenna.

You too can take advantage of this
“circular polarization” technique. Here
is what the Type 300 can do for you:

Fills in shadow areas » Reduces
null effects * Improves fringe area
reception * Vastly improves car radio
reception < Provides redundancy
when used with two power amplifiers
¢ Maintains FM stereo quality ¢ Im-
proves SCA operation.

The Type 300, which costs no more
than your present horizontal bays, is

easily installed on your existing tower
and is compatible with your transmit-
ter. Delivery within 45 days of receipt
of order. Contact your Collins Sales
Engineer today.

COLLINS RADIO COMPANY o
Dallas * Cedar Rapids ¢ Los Angeles
» New York ¢ International, Dallas

Actual installation, WGMS.FM
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Barnett gets first
OK for II-A station

History of a kind was made by a
sharply divided FCC last week. The
commission, on a 4-3 vote, made its
first grant of an application for a II-A
station, one that will operate night as
well as day on one of the 13 clear chan-
nels the commission ordered duplicated
three years ago.

The permittee is John A. Barnett,
who will build his station in Roswell,
N. M., on 1020 kc, the clear channel
on which kpka Pittsburgh currently op-
erates exclusively at night. The com-
mission last week dismissed, for lack
of standing, a petition that was filed

- by Westinghouse Broadcasting Co., li-

censee of KDKA opposing Mr. Barnett’s
application.

The grant of the application came
three weeks after the commission in-
structed the staff to complete the proc-
essing of the 14 T1-A proposals on file.
The applications affect nine of the clear
channels (BROADCASTING, June 29).

Mr. Barnett, who owns KXSWS-TV
Roswell, was authorized to build a sta-
tion to operate with 10 kw-N and 50
kw-LS, with differing directional anten-
na day and night.

Split Commission » Commissioners

IN ROCHESTER, N. Y.

WHEG-TV

HIGHEST RATED
FEATURE MOVIE
IN PRIME TIME*

7-9 P.M. Thurs.
“TV/10 Movie-of-the-Week"

*ARB, MARCH 1964. (Audience meas-
t data are estimates only ]
to defects and limitations of source mate-
rial and methods. Hence, they may not be
accurate of the true audience.)

WHEG-TV ctanee 10

ROCHESTER, MY, Ae
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voting for approval were Chairman
E. William Henry and Robert T. Bart-
ley, Kenneth A, Cox and Lee Loevinger.
Commissioners Frederick W. Ford,
Robert E. Lee and Rosel H. Hyde dis-
sented.

Commissioners Ford and Lee felt that
the grant should have been conditioned
on the Roswell station protecting KDKA
in the event the Pittsburgh station’s
power is boosted from 50 kw to 750
kw.

The commission is considering au-
thorizing higher power for the dominant
stations on the unduplicated clears. But
Commissioners Lee and Ford feel that
dominant stations on all the clears, in-
cluding, those to be duplicated, should
be left in a position to increase their
power.

Commissioner Hyde was concerned
about the general question of whether
the service to be offered by the proposed
Roswell station would outweigh the loss
of service provided by XDKA.

The theory behind the II-A stations
is that they will provide new nighttime
service to underserved areas while limit-
ing to “a minimum” any loss of existing
service. The Roswell II-A, according
to Mr. Barnett’s application, will offer
a first nighttime service to a population
of 13,600. Its service area will cover a
“white area” of 2,320 square miles.

Boston U plans
to start in black

Faced with competition from three
commercial VHF’s in the market, Bos-
ton’s newest station, wiHs-Tv, a half
commercial, half educational U, expects
to go on the air in September “in the
black.”

Austin A. Harrison, general manager
of the station, owned by the Catholic
Archdiocese of Boston, said he expects
to have more than $300,000 in local
and area business within the next few
weeks. He said he has about $200,000
signed now.

Mr. Harrison said the buys are being
made in a “charter advertiser deal for
one year.” The largest buy on the sta-
tion has been for $35,000 by DeMam-
bro Electronics Co. of Boston.

The advertisers, he noted, are in
part “buying some blue sky,” but the
station is needed in the community and
“we feel we can deliver.” He said the
station will undertake a strong promo-
tion for UHF converters and all-channel
sets to provide the audience.

On channel 38, wins-Tv will program
noncommercially from 9:15 am.-3
p.m., Monday-Friday and will be part
commercial, part noncommercial in

Eiud

morning and afternoon on weekends.
The remainder of the weekly broadcast
schedule will be commercial time with
syndicated series and feature films mak-
ing up the bulk of that portion of the
program schedule at the outset.

RKO defends CATV
holdings by stations

RKO General last week told the FCC
that the ownership of community an-
tenna television systems by television
stations does not fall under the provi-
sions of the commission’s ownership
rules and presents no violation of the
principle of those rules.

RKO, which owns 29 CATV systems
and five television stations, assured the
commission that “a CATV system serv-
ing solely as a master antenna originates
no information, news or opinions of its
own. Thus, it cannot be a dominant or
monopolistic source of such informa-
tion.”

The group CATV and TV owner
urged that the commission drop its in-
quiry into CATV ownership by TV li-
censees. Comments in the inquiry are
due Sept. 18.

But, RKO said that if a TV owns a
CATV that originates programing the
commission may find it appropriate to
consider what degree of concentration
of control results. RKO added that if
the CATV were outside the TV’s serv-
ice area this would not be necessary.

RKO warned that ‘“no precipitous
action should be taken by the commis-
sion to prevent the joint ownership of
television stations and CATV systems.”

Court backs FCC
on fee charges

The right of the FCC to collect fees
for processing applications, instituted
last March, has been upheld by a fed-
eral court in Chicago.

The U. S. Court of Appeals for the
Seventh Circuit unanimously held that
the FCC’s action was based on a pro-
vision of the 1952 appropriation au-
thorization act, that is constitutional
and that the FCC was neither arbitrary
nor exceeded its authority in imposing
the fee schedule.

Circunit Judge Roger J. Kiley found
that the FCC had given all parties the
chance to comment and object and had
also made changes in the original tariffs
after hearing objections.

He also said it is fallacious to argue
that Congress meant that the fees for
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each service should be self-sustaining
as nearly as possible, that the FCC has
not done this and thus has discrimi-
nated against some users of the spec-
trum in favor of other users.

“The self-sustaining principle is but
one of the factors to be considered by
the commission in distributing the bur-
den of costs, and there is no necessity
that it be given the same weight in set-
ting each class of fees...,” he said. One
of the arguments by the petitioners is
that the fees for broadcasting services
do not begin to equalize the expendi-
tures by the FCC for radio-TV.

Joining Judge Kiley were Circuit
Judges Elmer J. Schnakenberg and
Luther M. Swygert.

The appeal from the FCC's decision
to charge fees for applications was
made last December when 10 petition-
ers, mainly aeronautical interests, but
including wisM-aM-FM Madison, Wis.,
asked the court to reverse the FCC
(BROADCASTING, Dec. 16, 1963). The
case was argued last April. Lawyers
are studying the decision to determine
whether to appeal.

CBS Foundation

makes grants

The CBS Foundation last week an-
nounced the award of $122,000 in
grants to 23 colleges, universities and
educational organizations as part of its
educational support program. Included
are nine unrestricted $3,000 grants to
nine institutions in recognition of serv-
ices to CBS by alumni who are network
executives.

The nine are: Edward R. Kenefick,
wBBM-Tv Chicago sales manager (Uni-
versity of Notre Dame); John W. Kier-
maier, CBS News director of Voter
Profile Analysis (Wesleyan University);
David Klinger, vice president, adminis-
tration, CBS News (Fordham Univer-
sity); William M. Materne, CBS-TV
eastern sales vice president (Hamilton
College); Robert C. Mayo, managing
director for CBS Ltd. and CBS in Eu-
rope (Princeton University); Jay Mc-
Mullen, CBS News producer (Columbia
University); Franklin B. Rohner, vice
president, business affairs-Hollywood,
CBS-TV (Stanford University); John
Sharnik, CBS News producer (Harvard
University), and Richard Siemanowski,
CBS News producer (University of
Chicago).

Unrestricted grants of $10,000 each
went to Bryn Mawr College, Cornell
University, Johns Hopkins University,
Massachusetts Institute of Technology
and Yale University, and $20,000 to
Columbia’s graduate school of business.
Several associations of colleges received
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| 40+ SULLECSFUL SEARON!
Long-term local advertisers know WHBF radio produces suc-
cess stories at the retail level - consistently, at low cost, and
for a wide variety of products and services. That's why our
national spot business is so good, too! To write your own
success story in the Quad-Cities {Rock Istand, Moline, East |
Moline, llinois; Davenport, lowa) call Avery-Knodel; or Maurice
Corken at WHBF, Code 309 -786-5441, 1
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DANIELS & ASSOCIATES

2930 EAST THIRD AVENUE
DENVER 6, COLORADO
TELEPHONE DUDLEY 8-5888

CATV's

ONLY EXCLUSIVE
BROKER — CONSULTANT - APPRAISER
Since 1958

$70 million in sales the
last five years
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A survey among members of the
General Federation of Women’s
Clubs last week supported televi-
sion’s efforts to expand its public
affairs programing but found fault
with some of its commercial prac-
tices.

The National Audience Board,
New York, which sponsored and
conducted the survey, said it showed:

= Two out of three respondents
(64% ) favor legislation that would
permit TV “debates” between major
presidential candidates (31.2% op-
pose such legislation, 4.8% have no
opinion).

= Seven out of ten (71.5% ) favor
TV news coverage of legislative ses-
sions, hearings, et¢c., on the same
basis as newspapers and magazines
(23.4% oppose, 5.1% have no opin-
ion).

= Seven out of ten (72.6%) would
like to see a reduction in the number
of commercials per hour, while two
out of ten (22.8% ) “favor maintain-
ing the present number” (0.4% favor

Television in the eyes of 3,136 women respondents

more commercials, 4.2% have no
opinion). This question included a
reminder that “television is supported
by commercials.”

= Respondents were almost evenly
divided on whether TV commercials
“have improved in quality and good
taste in the past year,” but the nega-
tive opinion was slightly ahead
(47.6% to 43.8%, with 8.6% re-
porting no opinion).

The Audience Board, a nonprofit
organization representing civic, cul-
tural, business, educational and
church groups, said there was a high
correlation between respondents in
favor of keeping the present number
of commercials and those who said
they thought commercials have im-
proved in the past year.

Respondents also indicated they
would like movies on TV interrupted
less frequently, suggested that many
commercials “insult the intelligence”
and that repetition of words or
phrases in commercials —and of
commercials themselves— is a fre-

quent cause of irritability.

The board reported that most re-
spondents who mentioned govern-
ment control of commercials op-
posed it, and that pay television was
opposed more often than favored but
wasn’t mentioned enough, either
way, to provide a “conclusive judg-
ment.”

The report also said the study
found “strong evidence that com-
mercials sell products.” Commercials
for duPont, General Electric, Hall-
mark, Kraft and U. S. Steel were
mentioned as having been singled
out for praise by viewers.

The Audience Board, which is
headed by Peter Goelet, said that in
its survey it distributed more than
20,000 questionnaires among mem-
bers of the General Federation of
Women’s Clubs and got back 3,136
replies, The respondents also were
asked to comment specifically on
commercials in feature films as com-
pared to commercials in other types
of programing.

grants totaling $25,000 to be distrib-
uted among their members.

CBS said that the foundation, in its
11th year, has contributed $1,680,000

to higher education and that $386,000
has been in the forms of gifts on be-
half of CBS executives. As instituted,
the foundation presents an unrestricted

protection

WASHINGTON,D.C. CHICAGO
sames W. Blackburn H. W. Cassill
Jack V. Harvey William B. Ryan

loseph M, Sitrick Hub Jackson
RCA Building
FEderal 3-9270 Chicago, [llinois

Financial 6-6460

our experience
can be your best

Hundreds of clients can attest to the reliability

of our service. We do not send out lists;

each transaction is handled on an individual basis.
And our deep knowledge of ever-changing markets
provides both buyer and seller with the facts

they need to do business in a highly complex area.
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BLACKBURN ¢ Company, Inc.

RADIO * TV * CATV * NEWSPAPER BROKERS
NEGOTIATIONS * FINANCING * APPRAISALS

333 N. Michigan Ave.

ATLANTA BEVERLY HILLS
Clifford B. Marshall Colin M. Selph

John G. Williams G. Bennett Larson
1102 Healey Bidg.  Bank of America Bldg.
JAckson 5-1576 9465 Wilshire Blvd.

Beverly Hilts, Calif.
CRestview 4-8151
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grant of $3,000 to each institution for
each graduate who is a CBS employe
and who qualifies based on length of
service as well as level of responsibility.

The foundation’s board is made up
of Ralph F. Colin, Dr. Leon Levy
(both CBS, Inc. directors), Goddard
Lieberson (president, Columbia Rec-
ords), Mrs. Millicent C. McIntosh (pres-
ident emeritus of Barnard College), and
Dr. Frank Stanton (president of CBS
Inc.).

Changing hands

ANNOUNCED = The following sales of
station interests were reported last week
subject to FCC approval:

= Wrmp Tampa, Fla.: Sold by Robert
Rounsaville to Joe Speidel III for $250,-
000. Mr. Speidel already owns worc
Columbus, wpraL Charleston and wWyNN
Florence, all South Carolina; WwHIH
Portsmouth, Va.; wsok Savannah. Mr.
Rounsaville retains WwaTL-Tv Atlanta,
wLou and wTaM-Tv Louisville, wcIN
Cincinnati, wvoL Nashville, wyLD New
Orleans and wFUN Miami. WTMP is on
1150 kc with 5 kw fulltime.

s Korg Pullman, Wash.: Sold by M.
William Wippel to Kellie R. Lowe Jr.
fo