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Burgess Meredith as
Jdehn Peter Aitgeld

T wenty-six hour dramas acclaimed and honored for their vivid drama-
tizations of heroism under fire. These dramas of conflict and deter-
mination were creatively produced by Robert Saudek, heading a produc-
tion team rarely equaled in the history of television.

These stories of the men and women that gave America its hackbone are power-
fully portrayed by such stars as Burgess Meredith, Peter Lawford, Gary Merrill,
George Grizzard, Janice Rule and Rosemary Harris.

These inspiring events that underlie our heritage of freedom arc bril-
]nntly created from the late President John F. Kennedy’s Pulitzer Prize
winning best seller, Profiles in Courage — 138 weeks on the New York
Times Best Seller List, five hard-cover editions (46 printings), 25 paper-
back editions . . . four million copies sold.

PROFILES IN COURAGE is without doubt the most important syndicated
offering of the year.

30 ROCKEFELLER PLAZA |
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Cat and mouse

‘When President Johnson selects Re-
publican (or independent) for three-
month-old vacancy on FCC, his choice
may be complete surprise to those who
thought they were “in the know.” Chief
Executive has shown pique over specu-
lation about successor to Fred W.
Ford, who resigned effective Dec. 31,
but is anxious to find "best qualified”
candidate and reportedly no longer is
insistent upon educator or woman.

Ten days ago appointment of edu-
cator Richard B. Hull, of Ohio State
University, was widely reported in con-
gressional and other circles as fait ac-
compli (BROADCASTING, March 15).
But reportedly being considered last
Friday were (1) merit promotion fron:
within FCC, (2) well-known educator
from Indiana, and (3) Howard B.
Woods, executive editor of St. Louis
Argus, weekly Negro newspaper.

Dille next chairman?

Strongly endorsed for chairman of
board of National Association of
Broadcasters to succeed Willard
Schroeder when his term expires in
June is John F. Dille Jr., president
of Communica Stations (WTRC-AM-FM
Elkhart, wsJv{Tv] South Bend-Elk-
hart; WKJG-amM-Tv Fort Wayne, and
construction permit for ch. 2 Terre
Haute—all Indiana) and president-pub-
lisher, Truth Publishing Co. (Elkhart
Truth; Mishawaka {Ind.] Times). Mr.
Dille, 51, is vice chairman of televi-
sion board. As is case with incumbent
Mr. Schroeder, Mr. Dille would re-
side in Washington and work with
President Vincent T. Wasilewski.
Term of next board chairman is set
at one year, with extensions possible.

Mr. Dille, one of “new breed” in
NAB leadership, is journalist as well
as broadcaster. He is member of both
American Society of Newspaper Edi-
iors and American Newspaper Pub-
lishers Association. NAB chairman-
ship carries stipend of $50,000 per
year, including Washington expenses.

Speech from two hats

Edmund C. Bunker, Radio Advertis-
ing Bureau president, who'll be broad-
cast buyer in few months, will speak
from viewpoint of “future agency
man” giving parting advice to radio
salesmen at RAB’s presentation today
(March 22) at NAB convention. In
essence, Mr. Bunker, who becomes
vice president and national director of
broadcast at Foote, Cone & Belding,
New York, on June 1, can be expected
to make it plain that once at FC&B

CLOSED CIRCUIT

he'll freeze out any radio sales pitch
that knocks competitors. Various
problems, as well as opportunities for
radio, will be reviewed from aspect of
Ed Bunker, agency buyer as opposed
to radio salesman.

Call of color

Sperry and Hutchinson Co, (S&H
Green Stamps) has decided on weekly
half-hour of Danny Kaye Show on
CBS-TV which will bring Kaye series
to sold-out status for next season. S&H
contract is for 13 weeks with options
for full season sponsorship. Buy is
being placed through Sullivan, Stauf-
fer, Colwell & Bayles, New York.
Other advertisers on Danny Kaye
Show—to be seen in color next fall in
its Wednesday, 10-11 p.m. period—
are R. J. Reynolds Tobacco Co. and
Alberto-Culver.

S&H buy is significant for marking
advertiser’s return to network TV,
S&H has used huge print campaign
this year. According to S&H spokes-
man, selection of Kaye show was de-
pendent on color. Kaye's is one of
two taped weekly programs (other:
Red Skelton) ro be shown in color by
CBS-TV next fall. S&H was early
color TV user on NBC before it
switched to print this year. S&H
plans to run two 90-second color com-
mercials in Kaye show in place of
customary three one-minitte commer-
cials in attempt to mininiize program
interruptions.  Sidelight: Armstrong
Cork leaves Kaye next fall for color
series Gidget and Big Valley on ABC-
TV, decision reportedly made before
CBS decided to add color in fall.

Fund raiser

Although it may not be his main
thrust, Chairman E. William Henry of
FCC will tell NAB convention this
week that only answer to overall edu-
cational television problem is econom-
ic support, either through private en-
dowment or, if that's unattainable,
government subsidy. He feels strongly
that ETV “fourth network” must be
maintained and has advocated that
broadcasters support it for their own
ultimate benefit.

Freeze on CATV?

Even before it decides on definitive
course on regulation of community
antenna television, FCC is confronted
with problem of what to do about
cable operations in metropolitan areas

vis-a-vis UHF station development. If
it concludes that CATV’s will impede
UHF viability, there’s considerable
sentiment for assertion of authority to
impose freeze on construction of
CATV’s in markets having three or
fewer stations until overall regulatory
and legislative issues are resolved. This
could come any time because of great
interest now being shown by entrepre-
neurs in UHF, even in three-network-
saturated VHF markets.

If freeze is imposed, it would be
sequel to recent action (BROADCAST-
ING, March 15) of three-man FCC
panel concluding that applicants for
new UHF stations in three VHF mar-
kets must show financial ability ade-
quate to remain in operation for three
years. Notion is that if UHF stations
in such markets can't cut mustard, in-
troduction of cable television bringing
in outside services would impede
UHF’s progress.

Judge's judgment

When chief justice of state supreme
court resigns from bar association be-
cause he doesn’t agree with some of
its actions—including its adoption of
so-called “guidelines” for lawyers, gov-
ernment officials and newsmen restrict-
ing news coverage of criminal trials
—that’s news for news media. Chief
justice is John C. Bell Jr., of Pennsyl-
vania Supreme Court' who opposed
news action at time. Organization
from which he withdrew is Phila-
delphia Bar Association, which early
this year adopted controversial news
guidelines (BROADCASTING, Jan. 4).
Other PBA actions to which Justice
Bell objected included recent resolu-
tion urging change in state’s rules on
practice.

Another try in big city

National Association of FM Broad-
casters is planning to reopen its New
York office with paid staff and then
look in marketplace for new president.
However, Abe Voron, of wQaL(Fm)
Philadelphia, NAFMB chairman, said
association would not begin presiden-
tial hunt in earnest until enough money
was in till to support any programs
that would have to be carried through.
NAFMB has been without president
since April 1964 when James Schulke
resigned after one year of two-year
contract (BROADCASTING, April 13,
1964). In past year New York office
has been staffed by volunteers from
NAFMB.
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Set in their ways  Who ranks first in TV set ownership among the
country’s fifteen major markets? Metropolitan Detroit, where 95% of the homes have
one or more TV sets. So what? So nobody can afford to shrug off that kind of sales
potential. Think what it means. Millions of people with the urge to buy, ready to shoot
your sales curve to the sky. What’s the best way to score in this booming 5th market?
Lots of contented advertisers know. They buy WIBK-TV, where a whale of a lot of
dials are habitually set. It figures. WIBK-TV can do a great job for you, too. And your

STS man does all the legwork.
Great Buy in the 5th MarketWJ B K I V

2 DETROIT

Based on

Sales Management's
Third Annual Survey
of Television Markets
Jan. 1, 1965

IMPORTANT STATIONS
MILWAUKEE CLEVELAND ATLANTA DETROIT TOLEDO NEW YORK on
WITI-TY ’ WIW-TV ‘ WAGA-TV l WJBK-TV ’ WSPD-TV WHN IN IMPORTANT MARKETS
MIAMI CLEVELAND LOS ANGELES DETROIT TOLEDO PHILADELPHI1A Sj ORER
WGBS wiw KGBS WJBK WSPD WIBG BROADCASTING COMPINY /£

STORER TELEVISION SALES, INC. Representatives for all Storer television stations.
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WEEK IN BRIEF

It wouldn’t be an NAB convention without problems and
the 1965 edition is no exception. CATV, pay TV, multiple
ownership and network program control are at top of the
lengthy list, See ...

STILL THERE ARE PROBLEMS ... 33

Sarnoff breaks network-executive silence and blasts out
at FCC ptan to limit network control or ownership of prime-
time programs. Charges it could ‘shatter' network tele-
vision structure. See . . .

WAR ON PROGRAM CONTROL ... 74

New heights reached by network and spot television
billings in 1964. Spot passes $1 billion mark, 17% increase
over 1963. Network billings shoot up 8.3% to $1.1 billion.
See...

TV BILLINGS UP ... 48

New York will get 24-hour, all-news operation as West-
inghouse announces plan to convert WINS. McGannon
says format won't be extended to other WBC stations.
Two-week test run starts April 19. See .,

AN ALL-NEWS FORMAT ... 92

Chrysler, General Motors and Ford lead spot radio list
of advertisers for first nine months of 1964. RAB figures
show top 10 advertisers during that period spent $58.4
million in spot. See . ..

CHRYSLER LEADS LIST... 70

Three is magic number as three-member panel of FCC
proposes that UHF applicants show ability to financially
survive for three years instead of three months in three-
VHF markets. See . . .

UHF FAILURES A BLOW...118

Billie Sol Estes received a fair trial, no matter that he
was televised. So say NAB and RTNDA in brief submitted
to U. S. Supreme Court. ACLU, however, disagrees and
sides with ABA and Estes, See . . .

BACK TRIAL COVERAGE ... 94

FCC approves sale of WXUR-AM-FM Media, Pa., to Rev.
Carl H. Mcintire. Commissioner Cox dissents and Commis-
sioner Loevinger flays colleagues in concurring opinion.
See...

McINTIRE WINS TRANSFER... 112

Florida senator introduces resolution to reaffirm 1938
‘sense of the Senate’ vote barring AM stations from going
higher than 50 kw in power. Senator Sparkman backs
move. See . ..

‘SUPERPOWER' OPPOSED ... 130

ABC-TV affiliates, meeting just before NAB convention,
hear good news on programing for coming season. Moore
says 1965-66 lineup deals from strength and has ‘stability,
vitality and creativity.’ See .,

AFFILIATES HEAR PLANS ... 86

DEPARTMENTS
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Late news breaks on this page and on page 10
Complete coverage of week begins on page 33

AT DEADLINE

FCC drops shoe
on TV networks

It issues tough proposal
sharply limiting network
equities and syndication

FCC has voted to invite comment
on controversial proposal aimed at
sharply reducing network control of tel-
evision programing.

Commission action, on 4-t0-2 vote
came Friday (March 19), on eve of
National Association of Broadcasters
convention in Washington, and is sure
to be major topic of conversation
among attending broadcasters. Even
before it was taken, action was target of
blistering public attack by Robert Sar-
noff, NBC chairman (see page 74).

Commission announced decision in
brief notice Friday. Text of rules is to
be published today (Monday). Com-
mission officials say proposed rules are
essentially same as those that have been
under discussion since January (BRoAD-
CASTING, Jan. 25).

Key proposal would limit networks
to equity holdings in no more than 50%
of all non-news programing between 6
and 11 p.m., or to two hours of non-
news programing in same period, which-
ever is greater. Remaining network time
would have to be filled with shows sup-
plied by sponsors. News and sustaining
shows would not be counted against
network quotas. Question of whether to
include documentaries in 50% limita-
tion was left open for comment.

Rule would also prohibit networks
from engaging in domestic syndication
and from sale, licensing and distribution
abroad of independently produced tele-
vision programs.

Rule is designed to open networks’
facilities in prime time to wide range of
programing sources. Networks are
said to own or have proprietary interest
in 93.1% of prime-time programing.

One view is that limiting networks’
power over selection of programs will
result in greater variety and perhaps
better quality of programing.

Voting to issue notice of proposed
rulemaking were Chairman E., William
Henry and Commissioners Kenneth A,
Cox, Robert T. Bartley and Lee Loe-
vinger. Commissioners Robert E. Lee

and Rosel H. Hyde dissented.

Discussion Good & Commissioner
Loevinger issued concurring statement
in which he said his vote indicates only
that he considers proposed rule worthy
of widespread discussion. Top officials
of three networks had sought private
meeting with commission on proposal
but were turned down (BROADCASTING,
March 8).

Commissioner Hyde said Friday he
feels commission should consider eco-
nomic impact of proposals. He also
expressed concern about “wisdom of
rule” that would tend to “diminish” net-
work influence over programing in favor
of increased influence by advertisers.

According to commission sources fol-
lowing would be practical effect of 50%
rule. Networks schedule average of four
hours of prime-time programing each
night for weekly total of 28 hours.

Networks would be allowed to have
proprietary interest in 14 hours of non-
news, non-sustaining programs. Assum-
ing four hours of remaining 14 are
news shows, sponsors and independent
producers would have 10 hours of pro-
graming per week to fill.

ASCAP ordered to bare
financial, other data

American Society of Composers, Au-
thors and Publishers will be required to
open up extensive financial and other
records relating to its licensing of tele-

vision broadcasters for use of ASCAP
music—but not as much data as All-
Industry Television Stations Music Li-
cense Committee asked for. '

Details are specified in order signed
by Judge Sylvester J. Ryan of U. S.
Southern District Court in New York
and disclosed Friday. All-Industry com-
mittee, suing ASCAP for “reasonable”
rates for stations’ use of ASCAP music,
had asked court to force ASCAP to
turn over exhaustive data from 1949 to
date (BROADCASTING, Jan. 11, Feb. 1).

Judge Ryan limited information for
years 1959 to date, and ruled out re-
quest for information on how ASCAP
distributes its income among its mem-
bers.

Nets billing shares
about same for 1964

CBS-TV’s net billings for time and
program sales in 1964 totaled $472,-
650,900, or 41.2% of three-network
total, while NBC-TV’s were $381,805,-
500 (33%) and ABC-TV’s $291,433,-
300 (25.4%), according to estimates
by leading national advertisers and
broadcast advertisers reports (LNA/
BAR).

These estimates were learned Friday.
Television Bureau of Advertising, which
releases major elements of LNA/BAR
reports, formerly released gross-doliar
estimates for each network but has now

FCC believes increased competi-
tion among television program
sources is desirable per se. This is
assumption on which commission’s
proposed rule to limit network con-
trol of programing rests.

Commission made statement in re-
sponding to series of questions posed
by Senator Vance Hartke (D-Ind.)
(BROADCASTING, March 1).

Commission noted that networks
have proprietary interest in 93.1%
of 6 p.m.-11 p.m. programing in
1964 and that syndication market “as
truly alternate source” of programs
“has virtually disappeared.”

Memorandum, delivered Friday
(March 19) made these points:

Commission doesn’t know definite-

How FCC explains its aims on network rule

ly sponsors will be able to fill hours
of prime time schedule from which
networks would be barred by rule,
but agency studies indicate adver-
tisers will supply sufficient number of
programs. If this does not turn out
to be case, “this might mean fewer
network offerings to affiliates.”

Independently produced, multiple-
sponsored shows could be developed
to fill time. Proposed rule would not
bar networks from arranging spon-
sorship for independent programs.

“There is considerable question”
whether network dominance devel-
oped because advertisers did not wish
to take risk of program develop-
ment, or “as an aid in maintaining
network control.”

e s e T g e e ey igre AT DEADLINE page 10
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Mr. Allen

Mr. Dannenbaum

A. W, Dannenbaum Jr. elected to
new post of senior VP for marketing,
planning and development at Westing-
house Broadcasting Co., New York.
James E. Allen, executive VP of WBC
Productions, succeeds Mr. Dannenbaum
as VP, sales for Westinghouse Broad-
casting. He is succeeded by Leslie G.
Arries, general manager of WBC'’s Kyw-
Tv Cleveland, appointed operating di-
rector of WBC Productions Inc. and
WBC Program Sales, both New York.

Perry Lafferty, producer of The
Danny Kaye Show (CBS-TV) and win-
ner of Emmy award for his work on
show, named VP-programs, Hollywood
for CBS-TV. Mr. Lafferty has worked
on many television presentations during

his career including Your Hir Parade,
The Andy Williams Show, Studio One,
Rawhide, The United States Steel Hour
and Twilight Zone. He replaces Hunt
Stromberg Jr., who resigned (BRroaD-
CASTING, March 8).

William L.
Spencer, execu-
tive VP, Gardner
Advertising,  St.
Louis and New
York, named to
newly created po-
sition of chairman
of executive com-
mittee. Warren J,
Kratky, creative
director, becomes
executive VP in
charge of domestic corporate creative
services and domestic corporate ac-
count services. Noel F. Dighy, creative
group supervisor, becomes head of do-
mestic corporate creative services. Ken-
neth E. Runyon, now VP-account serv-
ices in St., Louis, named head of
domestic corporate account services.
Messrs. Digby and Runyon will report
to Mr. Kratky and will be located in St.
Louis.

Mr. Spencer

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

ceased reporting individual network
totals as result of hassle between CBS
and NBC over which figures should be
released (see page 48).

Estimates gathered Friday indicated
CBS-TV's net time and program sales in
1964 were up 8.2% from 1963; NBC-
TV’s were up 10.8% and ABC-TV’s
were up 5.3%, while three-network
total was up 8.3%. Individual shares
of three-network total in 1964 were
about same as in 1963, when CBS-TV
had 41.3%, NBC 32.6% and ABC
26.2%, according to estimates.

Well worn hat for TV board

Clair R. McCollough. president,
Steinman Stations, is resigning chair-
manship of National Association of
Broadcasters’ Television Code Board
and will run for one of six vacancies
on NAB’s television board at this week’s
convention. Mr. McCollough, active in
NAB affairs since he was first elected
to board in 1939, was interim chief
executive after death of Harold E.
Fellows five years ago, and served two
consecutive terms as NAB chairman.
No indication has yet been given on his
successor as TV code chairman, post he
assumed year ago.

10

Montana governor
vetoes music bill

Threatened by court order allowing
ASCAP to withdraw music licenses
from Montana stations, bill that would
have put music-licensing firms under
law was vetoed Friday (March 19) by
Montana Governor Tim Babcock.

In New York, Judge Sylvester L.
Ryan of U. S. Southern District Court
had indicated he would sign order al-
lowing American Society of Composers.
Authors & Publishers to pull its licenses
if governor signed bill into law. U. S.
Justice Department was said to have
agreed to this course.

Richard Smiley, xxxL Bozeman,
speaking for All-Montana Music Com-
mittee, said Friday Justice Department
didn’t study ASCAP motion or ask to
see Montana bill before agreeing to
order. He said governor was “seriously
intimidated” since court order would
have gone into effect only if bill was
signed, but that ASCAP would do noth-
ing if bill was vetoed.

He said broadcasters requested gover-
nor to veto measure because withdrawal

order would have gone into effect im-
mediately. Montana bill would not
have become effective until July I, he
said. If Judge Ryan had put July !
effective date on court order, Mr. Smiley
said, he believed governor would have
signed bill.

Broadcast Music Inc., second biggest
music licensor, had notified Montana
stations it would be “compelled” to
cancel their BMI licenses if bill became
law because it could not operate under
its provisions (BROADCASTING, Match
i5).

Sponsors boycott
Louisiana station

Southern broadcaster who joined local
citizens in attempting to do something
about racial problems has found himself
with virtually no advertisers—and one
northern broadcaster has promised to
raise issue at NAB convention.

When group of Bogalusa, La., citi-
zens including wBoX owner Ralph
Blumberg, attempted to bring Brooks
Hays, Baptist layman and racial mod-
erate, to speak in city last January,
number of sponsors cancelled advertis-
ing on station.

Sponsors later returned only to depart
in much larger numbers after Mr.
Blumberg attended meeting on integra-
tion.

Mr. Blumberg, native of Arkansas,
said that he had not editorialized on
racial situation and could see no prov-
ocation for sponsors’ actions. He added
that prior to boycott station had 70-75
sponsors per month, however, now only
five or six remain.

Mr. Blumberg said that he had re-
ceived threatening phone calls and his
car windows had been smashed and tires
punctured.

Lazar Emanuel, president and general
manager of wJRz Newark, N. J., sent
telegram Friday to NAB urging it to
take “strong counter-action” in form of
cash grant to keep wBOX on air and
to condemn denial of radio’s right to
freedom of expression. Mr. Emanuel
said he would offer resolution condemn-
ing Bogalusa action at NAB convention.

Aubrey took stock profits

James T. Aubrey Ir., former presi-
dent of CBS-TV, sold 5,000 shares of
his CBS common stock during Febru-
ary according to insider trading reports
required by Securities Exchange Act.
Mr. Aubrey, whose resignation was an-
nottnced Feb. 28, still holds reported
22,449 shares. From Feb. 1 to 26, CBS
shares moved from 42% to 47%.
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Theatre 5won’t

)

revolutionize
radio overnight.

It’s just the beginning.

AND NOW,
THEATRE 5,
TWENTY-FIVE
MINUTES OF
RADIC DRAMA
BROUGHT TO
YOU BY...

A

ABC believes that radio can
offer more. Both to the listener and
the advertiser. Theatre 5 is a first
step toward that goal.

Theatre 5 is designed to bring
something strikingly different
to-the listener and the advertiser.
It's twenty-five minutes of newly-
produ ed, fast- -moving adult drama.
Five | ‘nrograms of suspense, mystery,
hard-hitting adventure, and science
fictibn every week. With modern themes,
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up-to-date twists and surprises.

Theatre 5 is a program to
increase a station's profit. It can
be sold for more than virtually any
other property in local radio.

A program specifically designed
to give radio stations a completely
new format to offer important
clients, A program that can be his
alone. One he can merchandise

_with impact every day of the week,
52 weeks of the year.

There’s only one new radio
drama like Theatre 5. And if you
have it, no one else can get it.

Write or call Mr. Marvin Grieve
(The ABC Radio Network, Special
Program Features, 7 West 66th St.,
N.Y, N.Y.—212 SU 7-5000}.

He'll give you a few other
significant reasons why the AEC
Radio Network believes all radio:has
an exciting future. And Theatre 5.
|s |ust the beginning, .

o THEATRE 5. A NEW PRODUCT OF THE Q‘Amo ’NETWORK EECSlAL PROGRAM FFATURT S DRt






COVERAGE

Television is the only
efficient way to reach
the important Florida/
Georgia regional market,
and WJXT in Jacksonville
is the only television
station to cover the
total area!

WJIXTD

JACKSONVILLE, FLA.
Represented by TvAR
A POST-NEWSWEEK STATION




Advertisement

“HOLLYWOOD A GO GO'’ has the
stars they want, doing the dances
they dig. Names like Joe and Ed-
die (top), Carol Connors, the
Walker Brothers, and many oth-
ers. Dances like the Frug, the
Watusi, the Swim. Get with the
dazzling Discoth&éque craze. Get
with Hollywood A Go Go, the
swinging-est, rating-est, sales-
producing-est series available.
It's first-run, now being produced
in Hollywood; 26 one hours for
once a week programming. Four
Star Distribution Corp.

WRDW-T'V

¢}

A RUST CRAET STATION

DATEBOOK

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

windicates first or revised listing.

MARCH

March 21-23—Region III, National Associa-
tion of Educatuonal Broadcasters. Miami
University, Oxford, Ohio.

March 21-24—National Association of Broad-
casters annual convention. Shoreham and
Sheraton-Park hotels, Washington.

March 21-24—Television Film Exhibits—1965
with 17 program distributors participating.
Shoreham hotel, Washington.

uMarch 22—Broadcasting Executives Club
of New England meeting at the Sheraton
Plaza hotel, Boston.

March 22—Federal Trade Commission ten-
tatively scheduled to testify before House
Independent Offices Appropriations Sub-
committee on fiscal 1866 budget request of
$13.8 million.

March 22-30—Senate Commerce Committee
hearing on legislation to regulate cigarette
labeling (S 559) and cigarette advertising
and labeling (S 547), with witnesses repre-
senting media and health, associations, gov-
ernment agencies and tobacco industry,
Suite 5110, New Senate Office building,
Washington, o

March 22-26 — Institute of Elecirlcal and
Electronics Engineers international conven-
tion. New York Coliseum and New York
Hilton hotel.

March 23 — Annual banquet of Broadcast
Pioneers. Regency Ballroom, Shoreham
hotel, Washington.

mMarch 24—First of five-week seminar series
“Advertising—¥our Key to the Future,”
sponsored by the Philadelphia Television
and Radio Advertising Club in association
with the International Radio-Television So-
ciety of New York. Singing Waters restau-
rant, Philadelphia.

March 2¢-25—New York Community Tele-
vislon Association meeting, 10:36 a.m., Coun-
try House, Syracuse, N. Y., Contact Harry
Levin, 11 Union Street, Ilion, N, Y.

March 24-26—Meeting of Southern CATV
Association, featuring technical seminar.
Among speakers are Robert D. L'Heureux,
general ceunsel, National Community Tele-
vision Association, on legal matters; Bill
Daniels, president, Dandels & Associates,
Denver, on CATV's future; Fred Webber,
Telesystems Corp., Glenside, Pa., an CATV
promotion and advertising: Frederick W.
Ford, president, NCTA, on CATV and ne-
gotiations with the National Association of
Broadcasters, and Hon. Paul B. Johnson,
Mississippl governor, on the value «of the
CATV industry to Mississippi. Broadwater
Beach hotel, Biloxi, Miss.

March 25—Broadcast Engineers Society of
New York dinner meeting featuring Peter
Onnigan of Jampro Corp. Whyte's restau-
rant, New York.

March 28-April 2—Society of Motion Pic-
ture and Television Engineers, 97th semi-
annual conference. Ambassador hotel, Los
Angeles.

March 29 — Alfred I. duPont Radio and

Television Awards dinner featuring Sir

Charles Moses, retiring head of Australian

grg?tadcasting Corp. Mayflower hotel, Wash-~
on.

March 29-30—Spring convention of Pacific
Northwest CATV Assoclation. Panels on
pole line agreements, ETV, translators.
Equipment exhibits. Wayne McNulty, gen-
eral manager, KXLY-TV Spokane, Wash.,
speaks March 29, Closed business session
with Robert D. L’Heureux, general ¢counsel,
National Community Television Assoclation,
March 30. Davenport hotel, Spokane. Con-

tact H. W. McClure, secretary-treasurer,
Box M, Toledo, Ore., phone 336-2057.

March 29-31 — Canadian Association ef
Broadcasters annual conventlon Bayshore
Inn, Vancouver, B. C.

March 28-April 1—Association of Electronic
Manunfacturers Inc. first national convention.
Hilton hotel, New York.

mMarch 30—American Society of Composers,
Authors and Publishers (ASCAP) semi-an-~
nual East Coast membership meeting at
2:30 p.am. in Starlight Ballroom of Waldorf-
Astoria hotel, New York,

mMarch 30-April 2—Hearings by House gov-
ernment information subcommittee on
“freedom of information’ bill, Washington.

March 31—Frederick W. Ford, president of
National Community Television Assoclation,
and Morton Leslie, acting chairman, Tele-
vision Accessory Manufacturers Institute,
debate community antenna television at
meeting of the National Electronics Dis-
trlbutors Association. New York Hilton
hotel.

March 31-April 1—New Business Forum to
be co-sponsored by the National Electronic
Distributors Association and the Electronic
Industry Show Corp. during National Elec-
troenics Week. Community antenna televi-
sion will be among items discussed. Hilton
hotel, New York.

APRIL

mApril 1—'My Favorite Moment In Televi-
sion,” a forum presented by the New York
Chapter of The National Academy of Tele-
vision Arts and 8Sciences. Filmed excerpts of
Television Academy members’ favorite
moments will be introduced and screened
by participants including Warren Bush,
Lillian Gish, Lucy Jarvis, Eddy Manson,
James Nelson, George Sehaefer, Saul Turell
and Shelley Winters. Judson Hall, 165 West
57 Street, at 8:00 p.m.

April 1—FCC deadline for comments re-
garding frequency allocations and technical
standards of its proposed rules governing
the licensing of microwave radio stations
used to relay TV signals to community an-
tenna television systems

April 2 — The Publicists Guild, awards
luneheon, Beverly Hills hotel, Beverly Hills,
Calif.

April 4-7 — Association of National Adver-
tisers 18th annual West Coast meeting,
Santa Barbara Biltmore hotel, Santa Bar-
bara, Calif. Panel discussions and speeches
including presentation on fee system re-
cently entered into by BBDO with several
of its clients, by BBDO President Thomas
Dillon; presentation of new media evalua-
tion studies by E. W. Seay, manager, cor-
porate marketing communications, Westing«
house Ejectric Corp.

Aprid T—Luncheon of International Radio

& Television Society. Gail Smith, director

ot advertising and market research for Gen-

;ralkMotors Corp., scheduled to speak. New
ork.

April 7-8—Meeting of Natlonal Community
Television Association board of directors.
Mountain Shadows, Scotisdale, Ariz.

EApril 8—Cox Broadcasting Corp. first an-
nual stockholders meeting. Cox Broadcast-
ing offices, White Columns, Atlanta.

April 8-9 — Sixteenth annual Atlanta Ad-
vertising Institute will have Mike Wallace
and Robert Sorenson, vice president and
asststant to the chairman of the board of
D'Arcy Advertising, as speakers. Dinkler
Plaza hotel, Atlanta.

April 8-8—Fourth annual Collegiate Broad-
casters conference and the second amnual
College Majors conference combined into
one meeting under sponsorship of Inter-
natlonal Radio & Televisien Foundation of
International Radio & Television Society.

BROADCASTING, March 22, 1365
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You belong at both ends of the signal

More and more broadcasters are finding that the op-
eration of community-antenna systems is a natural
business for them.

Like broadcasting, CATV is a public service, de-
manding a management familiar with and sensitive
to the needs and desires of the public for high-quality
television pictures regardless of the distance from
the transmitter.

And so, to assure studio-quality reception and a
rich variety of programs to homes in your breadeast
area, you should investigate the advantages of enter-
ing community-antenna television (CATV).

Consult the leader + To make your entrance into CATV
uncomplicated and economical, Jerrold —pioneer and

JERROLL

ELECTRONICS
PHILADELPHIA, PA.

leader in this field— offers you a range and depth of
technical and management services unmatched any-
where. Jerrold’s tremendous experience and nation-
wide organization can help in any or every stage of
setting up a new community system—in conducting
signal surveys; engineering the system; supplying all
electronic equipment, including microwave; con-
structing the entire plant, from antenna site to house-
drop; training your personnel; arranging financing to
meet your needs; and, finally, turning over the key to
an operating system to your system manager.

Make the first move into a profitable extension of
your own business—contact the Jerrold Community
Systems Division today.

JERROLD — FIRST IN CATV!
See us at Booth 400-02, Sheraton Park
Hospitality Suite—New Washington Hilton



A Newsman
Should Look Like This




On pro football—"The way On suburbia —"Don’t get On toys —"The instructions On Viet Nam—"Everything
bonuses are being handed too cocky out there in the were by a pedantic engineer in the book says we should
out these days the Browns suburbs; you're heading for with a major in Tagalog.” be pulverizing them, but
may soon he a player-owned fiscal quicksand too.” maybe we’ve got the wrong
cooperative.” book.”

And Talk Like This

Bill Jorgensen Does

The quotes are from Bill’s nightly programs on WEWS Cleveland,
where colorful comment plus plain facts-— carefully separated
and clearly labeled — add up to extra news impact. Just what you
would expect from Scripps-Howard, the experienced news voice.

SCRIPPS-HOWARD BROADCASTING CO., Represented by Blair/ WCPO-TV AM/FM Cincinnati
WEWS Cleveland /f WMCT-WMC AM/FM Memphis / WPTV West Palm Beach /f WNOX Knoxville




Our Joyce,
the Doctor.

We couldn’t be prouder. Qur famous Dr. Joyce Brothers,
psychologist, has a clientele in the thousands. And most of them
are women—buying women who wouldn’t miss a moment of

the five minutes a day, five days a week, she talks on the radio.
That's because our Joyce talks to them about things they want
to know. Like, about husbands' lying. Or about *nice’” girls.

And always our Joyce is calm and honest, frank and in good taste,
Shouldn't our Dr. Joyce Brothers talk for your advertisers?

She has things to say. And the audience waiting. It's like money
in the bank to write or call Mr. Marvin Grieve, The ABC Radio
Network, Special Program Features, 7 West 66th Street,

New York, N, Y. 212 SU 7-5000. o~
THE DR. JOYCE BROTHERS PROGRAM. A PRODUCT OF THE Q‘Zﬂfn NETWORK

SPECIAL PROGRAM FEATURES DEPT.

. ROHN
TOWERS
. “STAND UP”

to Hurricane Hilda!

i A series of ROHN micro-wave
) towers, used on Shell QOil Com-
pany offshore platforms near the
] Louisiana coast, took on the full
1\ =] fury of “Hurricane Hilda” and
| withstood the test!
F Designed for 50 pound windload
= ; per square foot, these towers

stood up to winds known to have
been well in excess of this.
For towers proved in design, en-
gineering and construction, speci-
fy ROHN. Complete tower, light-
ing kit, microwave refiector, and
tower accessory catalogs and spe-
cifications available on request.
Representatives world-wide.

Write — Phone — Wire for Prompt Service

ROHN ManufacturingCo.
Box 2000, Pecria, lilinois )
Phone 309-637-8416 — TWX 309-697-1488

“World’s Largest EXCLUSIVE Manufacturer of Towers; designeérs, engineers
and installers of compiete commainication tower systems.”

18 (DATEBOOK)

®

John C. McArdle, vice president and general
manager WNEW-TV New York, is chairman.
Hotel Roosevelt, New York.

April 9 — BHellywood area Emmy awards
luncheon, Sheraton-West.

April 9-10 — Intercollegiate Broadcasting
System’s 26th annual national convention
on campus of New York University at Uni-
versity Helghts.

April 9-10—Spring meeting of West Vir-
ginia Broadcasters Association. Press Club,
Charleston.

April 10--Georgia Associated Press Broad-
casters meeting. Atlanta Press Club, Atlanta.

Aprll 10~West Virginia Associated Press
Broadcasters meeting, Charleston.

April 10—~Financial seminar on community
antenna television (participants to be an-
nounced} in conjunction with National
Community Television Association board of
directors meeting. Mountain Shadows,
Scottsdale, Ariz.

April 11-12—Annual spring convention of
Texas Association of Broadcasters. Speak-
ers include, Howard H. Bell, director, Na-
tional Association of Broadcasters Code Au-
thority. Shamrock Hilton, Houston.

April 12-13—Legal seminar, conducted by
National Community Television Association
General Counsel Robert D. L'Heurewux. Reg-
istration ($35) begins 6 p.m. Saturday, April
10. Briefing session begins 11 a.m. Sunday.
ADPr1l 11, especially for those who have not
attended seminars in the past. Primarily
for lawyers. but non-lawyers representing
CATV systems rermitted. Mountain Shad-
ows hotel, Scottsdale, Ariz.

April 12-15—Natfonal Educational Televi-
sion Network’s spring meeting of station
menagers, Sheraton Plaza and WGBH(TV)
Boston. R}

Aprfl 13-15—Institute of Electrical and
Flectronics Engineers Region Six Annuel
Conference. Las Vegas Convention Center,
Las Vegas,

April 12-25 — MIFED, International ¥m.
TV film and Documentary market, annmual
spring meeting in Mflan, Maly. Information
from MIFED Largo Domodossola 1 Mlilano
(Italy)., Telegrams: MIFED-Mllano.

mApPril 15—New deadline for comments on
the PCC’s inquiry and proposed rulemaking
to amend its TV translator rules to permit
licensing to regular TV stations and others
upon a special showing of translators using
up to 100 w power output to operate on
unoccupied VHF and UHF channels now
asgigned to communities in the TV table of
assignments. Former deadline was March 15.

April 15—Southern California Broadcasters
Assocfation luncheon. Compton Advertising,
Los Angeles, guest agency. 12 noon. Michaels
Restaurant, Hollywood.

WApril 21—Annual meeting of stockholders
of General Telephone and Electronics Corp.
Sheraton-Boston hotel, Boston.

April 21—Luncheon of International Radio
& Television Society. Senator John O. Pas-
tore (D-R. L) will speak. Waldorf Astoria,
New York.

April 22-23—Third meeting of the execu-
tive committee of the FCC’s Advisory Com-
mittee for Land Mohile Radio Services. The
two-day session will Include a tour and
inspection of land mobile operations in the
Los Angeles area with Orange and Los An-
2eles comnty public safety officials as hosts.
10 amm., Los Angeles County Hall of Ad-
ministration, 500 West Temple Street.

April 22-24—1965 annual meeting of Ameri-

can Assotiation of Advertising Agencies,

&he Greenbrier, White Sulphur Springs,
. Va.

mApril 23—15th annual radio-television con-
ference sponsored by the Radio-Television
Guild of San Francisco State College. For
information, contact Steve Tolin, promotions

mIndicates first er revised listing.
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Now available for
local station programming

With The Exclusive

MGM-TYV Schedule Simulator
S8 half-hour episodes ,
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Another big step forward!
MGM-TV’s Exclusive
Programming Aid...the
Schedule Simulator

Available for the first

time as a programming
tool that insures the

right time on your

station for the best rating
and audience composition.

See where the computer
programs “National Velvet™
on your station for
maximum results. Get your
Schedule Simulator at

the MGM-TV suite, C-240,
the Sheraton Park Hotel at
the NAB Convention,

Washington




and publicity director, SFSC, 1600 Holloway
Avenue, San Francisco, 94132.

April 23—Alabama Associated Press Broad-
casters meeting. Montgomery.

April 24—American Women in Radio and
Television Educational Foundation—AWRT
New England Chapter Seminar, Boston
University, Boston.

April 26—Louislana Association of Broad-
casters meeting. Lafayette.

EApril 26—New deadline for reply comments
on the FCC's inquiry and proposed rule-
making to amend TV translator rules to
permit licensing to regular TV stations and
others upon a special showing of translators
using up to 100 w power output to operate
on uncccupied VHF and UHF channels now
assigned to communities in the TV table of
assignments. Former deadline was March 25.

April 26—New deadline for comments on
the FCC’s notice of inquiry and proposed
rulemaking relating to mutual funds and
other investment houses that are in techni-
cal violation of the commission’s multiple-
ownership rules. Original deadline for com-
ments was Nov, 23, 1864, but was extended
to Feb. 23 at urging of 15 group owners.
Latest deadline set by FCC is result of
further request for extension, this time by
Insurance Securities Ine., San Francisco.

April 26-28 — Communications Research
Seminar sponsored jointly by Temple Uni-
versity of Philadelphia and Department of
Health, Education and Welfare. Temple
University, Philadelphia.

April 28-30—National Press Photographer’'s
Association fifth annual television newsfilm
workshop. University of Oklahoma, Norman.

April 27—Business and Professional Wom-
en's Club meeting. Speaker: Krin C. Holz-
hauser, southwestern area VP, American
Women in Radio and Television. Oklahoma
City.

BApril 27-30 — Audio Engineering Society
convention. Hollywood Roosevelt hotel,
Hollywood.

April 27-30—Alpha Epsilon Rho National
Convention. University of Houston will be
the host. Hotel America, Houston.

April 28-May T—House Judiciary Copyright
Subcommittee begins hearing on HR 4347,
copyright law revision bill, with Abraham
L. Kaminstein, registrar of copyrights, first
witness.

April 28-30—International Advertising As-

sociation's 17th annual World Congress,
Paris.

April 29—International Radio & Television
Socjety’s radio commercials workshop, ¢
am.~-2 p.m. Jade Room of Waldorf-Astoria
hotel, New York.

April 29-May 8—Fifth international con-
test for the Golden Rose of Montreux
Awards for TV entertainment programs,
Montreux, Switzerland, organized by the
town of Montreux in cooperation with the
Swiss Broadcasting Corp. and under the
patronage of the European Broadcasting
Union. Entry deadline for TV organizations
is April 1,

April 29-30—Pennsylvania Associated Press
Broadcasters annual meeting, Allenberry, a
resort in Boiling Springs, near Harrisburg.

April 29-30—Spring meeting of Oregon As-
sociation of Broadcasters, Speakers include
Douglas A, Anello, general counsel, National
Association of Broadcasters. Village Green.
motor hotel, Cottage Grove.

BApril 30 — 1965 American TV Commercials
Festival awards luncheon. Walter Weir,
chalrman of executive committee at West,
Weir & Bartel, heads 1965 council of judges.
Waldorf-Astoria, New York.

mApril 30-May 1—Spring meeting of Kansas
Association of Radio Broadcasters. Featured
speakers are Vincent Wasilewski, president,
National Association of Broadcasters, Ben
Waple, secretary of the FCC, Daren Mec-
Gavren of McGavren-Guild, New York, and
Kansas Governor William Avery. Baker
hotel. Hutchinson.

mIndicates first or revised listing.
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agency-advertiser readers as_
any of the four vertical
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Why Not!

After all,
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is THE Businessweekly of
Television and Radio.

1735 DeSales Street, N.W..
| Washington 6, D. C.
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What makes
a great

salesman?

“S.S. Titanic ran into iceberg, sinking fast.”’ These words
were picked up by a young Marconi operator who
spent the next 72 hours in receiving and giving out the
news of the disaster and the names of the survivors.
This young operator was David Sarnoff, who went on
to become Brigadier General, Chairman of the Board of
Radio Corporation of America, genius of the airways,
father of American television, and pioneering statesman
of electronics.




He came to the United States in the summer of 1900.
Two days after he arrived he was selling papers on the
street to help support his family. From paper boy to
Chairman of the Board of RCA, David Sarnoff never
stopped selling new ideas in communications—from color
television to computers and space satellites. In 1921
he and his associates borrowed a Navy transmitter,
helped broadcast the championship fight between Demp-
sey and Carpentier, and created a sensation. The very

STORER

BROADCASTING COMPANY

1 105 awgeLes [ Piaoetpria | cueverano | wewvork | totepo DETROIT
KGAS HIBG Wi HWHN HSPD WIiBK
| wam
WGBS

next year RCA began the manufacture of radio receiv-
ing sets. In 1926 he founded the nation’s first broad-
casting network.

David Sarnoff is truly a creative genius in communi-
cations.  The Storer stations are creative, too...creative
in their programming, creative in their selling. They
turn more listeners and viewers into buyers. In Toledo,
Storer’s great salesmen are WSPD and WSPD-TV,
two important stations in an important market.

MILWAUKEE
WITLTY

GLEVELAND ATLANTA TOLEDD DETROIT
Wiw.TV wAGA TV || WSPD-TV WiBK-TV
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MONDAY MEMO from SID MARSHALL, Young & Rubicam, Hollywood

Jockeying a Double Eagle into the winner’s circle

“Thank you very much for this wel-
come award, but I was just one member
of a team which brought this honor to
our organization. I would like to thank
all of them, and I’'m sorry they can’t be
here on this stage tonight to share this
experience with me.”

Anyone who has watched the TV
Emmy awards or the movie Oscar
presentations will recognize those above
quotes (in one form or another) as the
standard format for acceptance speech-
es. I used to wonder about this insist-
ence by acceptors upon trying to get
everyone into the act. Now I know.

The full significance of this urge to
publicly share credit where credit is due
hit me recently as I walked the “last
mile” from the audience to the stage of
the Hollywood Palladium to accept two
figurines on behalf of Young & Rubicam
at the International Broadcasting
Awards dinner. Our agency’s comrmer-
cial on television for the Goodyear Tire
Double Eagle safety tires won the top
honor in the “60-second live action”
category and later was named the tele-
vision grand sweepstakes winner.

Stripes Pay Off = Although that tedius
trek was brightened considerably by
waiting presenter Inger Stevens, my
thoughts kept returning to all of the
folks who should have been walking up
there with me, or instead of me. But,
as is often the case, stripes outrank
talent, and, as supervisor of Y&R’s
West Coast commercial production, I
was selected to accept the awards.

Because the members of the Holly-
wood Advertising Club IBA committee
are naturally good showmen, they pre-
sented a swiftly paced program of di-
versified entertainment, interspersed
with screenings of the commercials
chosen in the finals. This, they wisely
decided, obviated any acceptance speech
longer than *“Thanks.”

In such a situation how could anyone
give credit to whom it might belong?
You couldn’t unless you were fortunate
enough to get a chance to tell the real
story of the prize-winning commercial
in a “Monday Memo.”

How It Was Done s The Goodyear
Tire and Rubber Co. wanted to tell the
public about its Double Eagle tire with
the “Lifeguard Safety Spare,” a tire
within a tire, and this is how the agency
built the commercial:

Hanley Norins, Y&R creative director
and vice president in San’ Francisco,
two years ago came up with a new tech-
nique for Goodyear by producing com-
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mercials with drama music but with
no words to advertise their snow tires,
then new on the market. It was decided
to utilize this same nonverbal approach
again.

With an impressive safety record to
stress, it was felt the new tire should
have broad appeal to women and to the
men who worry about them at the wheel
of an automobile. The message should
be geared to women; meanwhile also
relate to men. A woman’s touch was
needed, so Hanley handed copywriter
Dee McCrea the following premise:

“A woman has a blowout at night
on a dark, lonely road. She's frightened

. she’s concerned . , . just as you
might be in the same situation. What
does she do? Well, she gets to a phone
to call for some assistance . , . but, if
she had been driving on Goodyear
Double Eagle tires she never would have
had the problem in the first place.”

Words and Pictures = Dee quickly
expressed the crux of the situation with
a slogan, “When A Woman’s Stranded
And There’s No Man Around.” Copy
supervisor Mike Slossberg provided
some additional copy and male view-
point. Two more Y&R San Francisco
agency men, art directors Gerry Sever-
son and Mutsuo Kitagawa, went to work
on how the concept could best be ex-
pressed visually.

Many meetings were held by creative
workers from the two offices. The actual
filming was to be done at Filmfair, in
the San Fernando Valley, so I assigned
Lear Levin of our Hollywood office as
agency producer, to work with Norman
Toback, writer with an especial knack
for casting.

Proper casting has become more and
more essential in this highly compet-
itive field. No longer can one get by
with just a pretty girl to sell a product.

Actors and actresses are in demand
much more than models. To establish
certain moods and to convey the right
emotion which must now go along with
putting across a product, the people we
use are cast as carefully as they would
be for a first class dramatic production.

Create An Emotion » Essentially our
method is to create an emotional set-
ting, through image, words and sound
which would make discussion of our
product unpretentious and natural, We
attempt to present the product thor-
oughly and dramatically, while main-
taining the quality image that the Good-
year Tire and Rubber Company has
created and sustained over the years.

After we select the right people for
our cast we put the same amount of
care into the choice of location, proper
staging and lighting. Several of our
people, accompanied by Bob Sage,
Filmfair producer-director, searched
for a location which seemed bleak
enough to provide our girl concern
about being “Stranded When There's
No Man Around.” Incidentally, Mar-
garet Bly was the young actress who
gave us an academy performance with
the right amount of “concern.”

In the interests of authenticity, we
favor patural settings rather than movie
sets, which often brings problems with
the well-known lack of rain in Southern
California, We had ordered rain from
the weatherman for our stranded girl,
but he brought it a day early when we
weren't ready. Finally, with the ground
and foliage still damp from the night
before we accomplished our purpose by
adding a touch of artificial mist.

“Woman Stranded—No Man” finally
received another award, an accolade
from Goodyear which reports they can't
keep enough Double Eagles on the
racks.

Sid Marshall joined Young & Rubicam in
1954, after he had put in several years in
film studios following his graduation from
the University of California at Los Angeles.

From commercial supervisor he was pro-
moted to the head of the department in
1962 and was made a vice president in
1963. His job includes considering bids
from commercial production companies
on all commercials done by Young & Ru-
bicam on the West Coast.

BROADCASTING, March 22, 1965



Quality by any measurement
is on the record at WELI.
The station with the adult
purchasing power audience

in New Haven.

The station that makes
New Haven a better buy.
5000 Watts; 960 KC.
WELI

National: H-R Representatives, Inc./Boston: Eckels & Company
BROADCASTING, March 22, 1965
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and the Aroused Philadelphians! Are we becoming a nation of people
blindly heedless of the world around us? Recently, thirty-eight Americans stood idly by while
a neighbor was murdered. Similar cases of wholesale uninvolvement have become alarmingly
common.

WCAU-TV decided to do something about it. With “The Detached Americans,” a full-
hour, prime-time indictment of public apathy, narrated by Harry Reasoner, and written by
John Keats—the same team responsible for “Conformity,” TV10’s explosive examination of
American “me too-ism” which became one of the most talked-about programs of last season.

More Philadeiphians watched “The Detached Americans” than saw competing network
entertainment programs on Philadelphia’s other stations. {And as a result, the same sponsor
immediately snapped up the program for a second broadcast in prime time.) Of the nearly one
million people who saw “The Detached Americans,” scores were sufficiently aroused to call or
write WCAU-TV. A typical comment was this from an Education major: “I am frankly en-
vious of your ability to touch so many people, so profoundly . . . I could not hope to have so
much effect in a lifetime.”

“The Detached Americans” —and the public’s active response to it —demonstrates anew
television’s surpassing effectiveness in arousing large-scale awareness of community problems.

Especially when the television station is CBS Owned YR/ CAU-TV philadelphia

Suurce: ARB audience estimates, subject to guaiifications waich WCAU-TV will supply un request.
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DOES IT AGAIN!
ANOTHER
N EW
PROGRAM

TIMED FOR TODAY'S
HEADLINES

‘EXTREMISTS:
LEFT AND RIGHI’

;

e
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THE INSIDE STORY:
An hour long, timely investi-
gation of the backgrounds of
groups on the left and right:
American Nazi Party; Black
‘Muslims; John Birch Society;

Ku Klux Klan.

Narrated by:
LOWELL THOMAS

Produced by:

WPRO —-T. V.
PROVIDENCE, R, .

'5' Tl .I 1 ¥
BOOK IT NOW AVAILABLE EXCLUSIVELY

Write or phone PETE AFFE, Gen. Mgr.
TELEVISION AFFILIATES CORP.
625 Madison Ave., New York
N. Y. 10022, PLaza 1-3110

T/A/C
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Hurting own image

EpiTOR: . . . We have been a National
Association of Broadcasters member for
years, but their stooping posturé amazes
me, In pressuring for a rule to ban
CATV local programing, NAB lowers
broadcasting’s image.

Having discovered no other valid rea-
son, it would appear that we broadcast-
ers are afraid that a cable might do a
better programing job. All broadcasters
have greater coverage than any single
cable. If a broadcaster with his back-
ground, experience and superior facility
can’t successfully compete with a cable’s
limited operation, then it’s time the
FCClooked into that broadcaster’s abili-
ty to serve his community. Regulation
for cables, yes, but on the same basis as
a broadcaster.

Let’s not pull down broadcasting’s
stature before the public by crying in
our beer about the cable operator who
might be able to serve his town, too,
with local expression, but only within
the limited confines of a wire strung on
telephone poles.—Phil Whitney, man-
ager, WINC Wincester, Va.

For agency's files

Eprror: In 1963 you reprinted for ad-
vertising agencies an article, 1962
Radio Income” (BROADCASTING, Nov.
25, 1963). ’

Kindly send us any updated articles
you may have published on this same
topic. — Alan H. Andrews, radio-TV
dirzctor, Creamer, Trowbridge & Case,
Providence, R. 1.

(Copy of the Oct. 12, 1964, issue reporting
FC(;.!)radio income figures for 1963 has been
sent.

TV editorials in newspapers

Epitor: [Recently I wrote about] . . .
the matter of the reprinting of the Du-
luth Herald and News-Tribune of edi-
torials delivered over KDAL and/or KDAL-
TV (Duluth, Minn.).

I am happy to send along another
example of the respect in which xpaL
is held by the Duluth consumer press.
The editorial on a sales tax bill ap-
peared in the March 10 News-Tribune.
A Duluth weekly entitled Duluth Pub-
licity carried another of our editorials
entitled “Tax forfeit laws need tighten-
ing.”

I am sure you will agree that it is
highly unusual to see any newspaper
take space to recognize the editorial
contributions of broadcast media.—
Ward L. Quaal, executive vice presi-
dent and general manager, WGN Inc.,
Chicago.

OPEN MIKE?®

Looking for facts

EpiTors Could you forward to me a
list of radio stations or radio-TV out-
lets of more than 1 kw output in the
state of Florida, or as many as could
be conveniently compiled.—Donald A.
Percy, CKPT Peterboro, Ont.

(The BROADCASTING YEXARBOOK carries a list-
ing of all radio and television stations with

their power for every state. The price of
the Yearsook is $5.00.)

Radio-TV help to disabled

Epitor: The American Psychological
Association would like to recognize the
efforts of individuals and organizations
in the field of public communication
which have made outstanding contribu-
tions to the public understanding of
human disability.

Use of the enclosed [announcement]
in your magazine will be appreciated.
— Dr. Gerald W. Green, chairman,
public media awards committee, Amer-
ican Psychological Association, 3015
Steven Drive, Lawrence, Kan.

(In radio-TV, awards will be made to
writers, stations, networks and services.
Material should be concerned with any sin-
gle disability or the overall subject of hu-

man disability. Deadline for entries is May
1, 1965).

‘It was my pleasure ...

EptToRr: . . . 1 consider it an honor to
become a BrOADCASTING correspondent.
It was my pleasure to write an article
"Monday Memo, March 1] . . . —
Donald E. Leonard, vice president, Kud-
ner Agency Inc., New York.

Pulled a funny

EpiToR: On behalf of the four lively
young ladies in ouwr IBM accounting
department, who were completely
broken up by the March ! Sid Hix
cartoon, I would like to request the
original to be suitably framed for them.
~—Rod M. Smith, controller, xHI-AM-
FM-TV Los Angeles.

(It's on the way)

Drawn for BROADCASTING by 8id Hix
“The opinions expressed by this machine are entirely fts
own and do not necessarily reflect those of this stationi”

BROADCASTING, March 22, 1985




IN THE AIR, AND ON THE AIR...

MSP MEANS MINNEAPOLIS-ST. PAUL

ULt
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AND SMART TELEVISION BUYERS KEEP COMING BACK

In the air, headed for Minneapolis-St. Paul, your baggage check reads MSP.

On the air, headed for bigger sales, you get best results with KMSP-TV,

fastest growing, lowest CPM station in the rich Minneapolis-St. Paul
= market. When you think of Minneapolis-St. Paul, think of KMSP-TV.,

@ KMSP-TV

MINNEAPOLIS +« ST. PAUL

A Twentieth Century Fox television station

P
represented nationally by {B;‘. BLAIR TELEVISION
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TODAY!
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THE COMMUNICANA GROUP 9

THE COMMUNICANA GROUP
NDIANA COMMUNICATORS

INDIANA COMMUNICATORS Z

The Communicana Group Includes:

W‘S_W—TV WKJG-TV
R 26 rort warut EJE) wae

Also: WKJG-AM and FM, Ft. Wayne; WTRC-AM and FM, Elkhart
The Mishawaka Times (Morn.); The Elkhart Truth (Eve.)

|
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JOHN F. DILLE, JR., PRESIDENT OF THE COMMUNICANA GROUP |
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NAB '65: still plenty of problems

Prosperous broadcasters flock to biggest

convention to decide what to do on CATV, pay TV,

network program control and multiple ownership

The broadcasters meeting in record
numbers in Washington this week for
the 43d annual National Association of
Broadcasters convention have before
them among the most serious problems
that have ever confronted the industry.

Riding the economic crest of a pros-
perity wave that carried them through
1964 and promises to continue to swell
through 1965, they are at the conven-
tion, some 4,000 strong knowing that
many industry’s problems are coming
to a head and that others, now em-
bryonic, need deft handling to prevent
them from erupting into major crises.

Although many of the more pressing
problems were not included in the con-
vention agenda, it is not always at the
formal sessions that the most important
business of such an industry meeting

takes place. This year promises to be
no exception.

Among the big issues facing the in-
dustry are:

= Community antenna television. Will
there be legislation or regulation? Will
it be liveable for broadcaster and
CATV operators?

= Pay TV. Zenith Radio Corp. has
asked the FCC to authorize a nation-
wide system using available channels.
Are broadcasters still firmly opposed to
pay systems?

= The FCC’s freeze on station sales
in the top 50 markets. This interim
policy, unleashed last Christmas, re-
quires group owners with stations in
the top 50 markets to go into hearing
on any purchase of additional stations
in this market class.

= An FCC plan to restrict network
control or ownership of prime-time pro-
grams. Who would control the pro-
grams and what would happen to the
networks’ syndication and foreign dis-
tribution operations?

= The mounting attacks of bar as-
sociations, courts and law enforcement
agencies on access and pretrial infor-
mation. How many limitations can
broadcasting face?

= The proposal to place a health
warning in all cigarette advertising.
What will this do to the $150 million
cigarette manufacturers now spend in
radio-TV?

There are other problem pockets but
these are as much in the forefront at
this convention as any could be.

On CATV = The CATV problem,

Mr. Dille Mr. Lee

More than 4,000 broadcasters and engineers are in Wash-
ington this week to take part in the largest convention
the National Association of Broadcasters has ever held.
The delegates to this 43d annual convention will attend
meetings, inspect equipment displays sprawled over 35,000
square feet, visit more than 20 film distributors and check
in at hospitality suites in a dozen hotels. Pictured above
are the five men who had the prime responsibility for

Mr. Revercomb

Mr. Shapiro Mr. Howeil
molding this year's convention: John F. Dille Jr, WSJV
(TV) Elkhart-South Bend, Ind., and Jack W. Lee, WSAZ
Huntington, W. Va., vice chairmen of the NAB TV and
radio boards, respectively, and convention co-chairmen;
Everett E. Revercomb, NAB secretary-treasurer and con-
vention manager; Mike Shapiro, WFAA-TV Dallas, and

Rex Howell, KREX Grand Junction, Colo., chairmen of the
TV and radio boards, respectively.

b - o Sk A A R T g S TR L P o T Bt A O R D b e P i Y

BROADCASTING, March 22, 1965
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NAB '65: STILL PLENTY OF PROBLEMS continued

which took a back seat to pay TV at
last year’s NAB convention, has this
year’s limelight. Perhaps it is because
there are so many different opinions
as to how, if at all, CATV should be
brought under control.

The CATYV issue has come as close
to splitting the broadcasting industry
as has any other topic in recent years.
CATV is no longer a mom and pop
operation. In the past year some of
the broadcasting giants have begun their
migration to the community antenna
pastures: RKO General, Meredith-Avco,
Rollins, Newhouse, Cox, Golden West,
Westinghouse and Triangle.

And by the very nature of entry
into CATV by these and other broad-
casters, the no-man’s land that once
separated broadcaster and CATV op-
erator vanished. In 1964 CATV, when
it was referred to at all, was spoken of
as all white or all black. No one
seemed interested in finding a shade
of gray.

But today there are a multitude of
opinions on CATV. And the interest
that broadcasters, CATV operators and
other parties have taken in the field
seems to have found its way to Capitol
Hill. Congress now seems to have a
keen awareness of just what CATV is
and what makes it tick. This awakening
has increased the possibility of hearings
in this session; hearings that seem likely
to originate in the House under Com-
merce Committee Chairman Oren Har-
ris (D-Ark.).

It has been the general feeling in
Congress that the FCC does not have
the power to regulate CATV, except
those systems using microwave. The
commission, itself, has been divided on

whether it has the authority. And broad-
casters and CATV operators have been
no help in deciding the issue.

Congress has felt that the FCC should
present the legislators with proposals
for regulation and that these ideas
should represent broadcasters and cable
operators. As a result the NAB and
National Community Television As-
sociation have been meeting to see if
they can give the FCC a proposed set
of rules both sides could accept.

However, the NAB-NCTA talks have
bogged down on protection of station
signals, NAB has been pushing for 15-
day nonduplication; NCTA says simul-
taneous duplication should be no prob-
lem. And now the FCC is considering
its own move that would extend the 15-
day duplication protection for grade A
signals to grade B signals.

AMST Stand = The question of FCC
jurisdiction has also been brought up
by the Association of Maximum Service
Telecasters, ABC and the Television Ac-
cessory Manufacturers Institute. These
three groups maintain that the FCC
has authority to regulate CATV and
that congressional legislation is not re-
quired,

It is at this point that the issue of
federal regulation and/or legislation,
what it should be, how far it should
go, becomes a freshly tarred road on
a hot summer day. There are NAB
members who also belong to NCTA.
And there are AMST-NAB members
who, as CATV operators, have joined
NCTA. There are also NAB-NCTA-
AMST members who are ABC affiliates.

Each of these groups purports to be
speaking for its membership. So it
would appear that there is no single

The luncheon speaker today {(March
22) is Vincent Wasilewski (r), NAB
president, who is making his maiden
appearance before the convention in

this role. Introducing him will be Wil-
lard Schroeder (1), of WOOD Grand
Rapids, Mich., and chairman of the
NAB joint boards.
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industry source to provide the FCC
and Congress with guidelines.

If any single indication of the im-
portance of CATV on the broadcast
scene or the fact that it is here to
stay is needed, it can be found in the
exhibit halls of the Sheraton-Park this
week. Among the displays of trans-
mitters, microphones and cameras, dele-
gates will also find head-end gear, elec-
tronic transmission systems and other
equipment used by CATV operators.

The pay-TV issue, which had the
convention in an uproar last year, has
lain dormant since California voters put
Subscription Television Inc. out of busi-
ness, at least temporarily, last fall. How-
ever, it bounced back to life earlier
this month when Zenith Radio Corp.
requested the FCC to authorize a na-
tionwide pay-TV system on VHF and
UHF (BRoADCASTING, March 15).

Zenith’s pay system, which has been
in test operation on RKO General’s
wHCT(Tv) Hartford, Conn., for three
years, has proven, Zenith says, that the
FCC should look toward establishing
a national pay-TV system, regardless of
the system used. The Zenith operation
was opposed before it got on the air
and there is no reason to expect that
opposition has diminished since 1961.

Will Return = STV had told its Los
Angeles and San Francisco subscribers
and stockholders that, like MacArthur
it would return, but so far it has been
unable to reopen its shop. However, it
has filed a court appeal which seeks to
overturn the referendum opposing all
forms of pay television in the state.

At the 1964 convention speakers all
the way down from FCC Chairman E.
William Henry and the then-NAB
President LeRoy Collins announced out-
right opposition to the existence of un-
regulated pay TV. It could destroy
broadcasting, they prophesied. Their at-
tacks were directed primarily to wired
pay TV, as exemplified by the STV
system that was getting ready to begin
operation in California. This year STV
has gone, but the issue of pay TV on
the air has been revived.

All of this controversy generated by
CATV and pay TV could come to a
head this week in the Tuesday session
which will bring together spokesmen
for NAB, NCTA, Zenith and ABC.

The freeze that the FCC has im-
posed on sale of TV stations in the
top 50 markets has not only produced
protests from group owners, but has
produced a chorus of complaints from
members of Congress.

In February, Senator John O. Pastore
(D-R.1), chairman of the Senate Com-
munications Subcommittee, ripped into
the top-50 freeze and said the policy
was “harassment,” claiming the FCC
was not working in the public interest
under this proposal (BROADCASTING,
March 1). Chairman Henry, admitting

BROADCASTING, March 22, 1965



Crawford H. Greenewalt, chairman of
the board of the duPont Co. and na-
tional chairman of Radio Free Europe,
will be the luncheon speaker Wednes-
day (March 24). His speech will be
followed by the concluding convention
session featuring the FCC commis-
sioners in a panel discussion.

the policy was “restrictive,” said it
would be withdrawn, possibly within
two months. In its place, the FCC
would offer a proposed rulemaking to
amend the multiple ownership rules and
the proposals would be used as interim
policy in place of the top-50 market
statements.

So far the FCC has not acted, and the
promise Senator Pastore made of a
hearing on the multiple-ownership
question did not appear to be an idle
one. But no date has been set.

The commission’s action on network
programing is as up in the air as
anything can be. The propesal, in ad-
dition to putting limits on the amount
of prime-time entertainment program-
ing the networks could control or own,
would also bar them from domestic
syndication and from participating in
the profits from foreign sales of inde-
pendently produced programs.

Before the FCC s Understandably,
the networks do not favor this plan,
but when they sought a private, in-
formal session with the commission in
early March they were turned down.
Last Friday (March 19), the FCC was
to take up the programing issue in lieu
of a session on CATV which it had
previously scheduled for that day. The
day before the proposal was the target
of a sharp attack by Robert Sarnoff,
NBC chairman (see page 74),

There are Washington observers who
feel that network programing may also
be the subject of a congressional hear-
ing in this session.

BROADCASTING, March 22, 1965

Broadcasters have a vital interest in
the cigarette hearing opening today or
in any legislation which could affect
the estimated $150 million cigarette
makers spend annually in radio and
television.

The Federal Trade Commission pro-
posed ruling, which triggered the hear-
ing, calls for warnings in advertising
and labeling that cigarette smoking is a
health hazard. There are two bills before
the Magnuson committee. One, written
by the chairman, would require health
warnings on labels and listing of nico-
tine and tar contents. Another bill, by
Senator Maurine B. Neuberger (D-Ore.),
would require the health warning in
all advertising.

The FTC, which has had the effec-
tive date of its rule delayed to July 1 at
the request of the House Commerce
Committee, will testify before the Senate
committee on March 29. The follow-
ing day the NAB and Cigarette Ad-
vertising Code officials will testify.

Although any legislation on cigarette
advertising would probably have serious
effects on radio and TV income, it's
feit that radio would probably suffer
more and could lose a big hunk of the
$25 million it receives from cigarette
advertising.

Whatever the outcome, if health warn-
ings are to be made a regulation, broad-
casters would prefer to live under a fed-
eral code than have states, counties and
municipalities promulgate their own sets

Vice President Hubert H. Humphrey
will address the opening assembly
session today (March 22). At the after-
noon business session, radio delegates
will hear the annual Radio Advertising
Bureau report and TV delegates will
hear reports from the Television Bu-
reau of Advertising and Television In-
formation Office.

i
FCC Chairman E. William Henry will
make his second annual convention
speech at the Tuesday (March 23)
juncheon. With the five other com-
missioners, he will participate in the
annual FCC panel discussion at the
Wednesday afternoon combined ses-
sion.

of rules. In Utah, earlier this month, a
move by the state house to push through
a bill putting severe restrictions on ciga-
rette advertising was tabled when the
broadcasters urged the legislators to sup-
port uniform federal regulation (BroaD-
CASTING, March 15).

Access to Courts s The question of
access, freedom of information, pretrial
coverage and other areas related to the
courts and law enforcement agencies,
has been in the forefront the past year.
In a series of moves, mostly triggered
by local or state bar associations, bans
on access have been put into effect.

Today, the NAB and Radio-Televi-
sion News Directors Association are fil-
ing a brief in the appeal of Billie Sol
Estes which is before the U. S. Supreme
Court (see page 94). The NAB and
RTNDA are saying that Estes was not
denied a fair trial because of television
coverage. The Supreme Court's deci-
sion in this case and how far it goes
beyond the decision could play an im-
portant role in deciding what broadcast-
ers will face from courts, lawyers and
law enforcement officials in the future.

Life for a broadcaster is never dull.
There is always another hill to climb,
another regulation to face and this con-
vention has its share of both.

But the biggest topic of the week may
still be one broadcaster asking another:
“Who will be the new FCC commis-
sioner?” If President Johnson should
decide to name the seventh FCC mem-
ber this week, it would give the NAB’s
convention another very timely subject.

KL



ON TAP AT THE CONVENTION

Official agenda for the 43d annual National Association
of Broadcasters convention, March 21-24, at Shoreham
and Sheraton-Park hotels, Washington, follows. Also
listed are unofficial and related meetings and activities.

-Registration = Saturday, March 20—9 a.m.-5 p.m. Sun-
day, March 21—8 a.m.-6 p.m. Monday, March 22—
8 am.-6 p.m. Tuesday, March 23—9 am.-5 p.m.
Wednesday, March 24—9 a.m.-5 p.m. Lobby, Shoreham.

Exhibits = Sunday, March 21—10 a.m.-7 p.m. Monday,
March' 22-—9 a.m.-9 p.m, Tuesday, March 23—9 a.m.-
7 p.m. Wednesday, March 24—9 am.-5 p.m. Exhibit
Halls, Maryland Suite, Virginia Suite, Sheraton-Park.

SUNDAY, March 21

7 am.—MGM-TY Golden Lion Golf Tournament and
buffet. Buses leave from Sheraton-Park. Washingtonian
Country Club, Gaithersburg, Md.

9 a.m.-12 noon—Broadcast Music Inc. board meeting.
Calvert Room, Sheraton-Park.

9:30 a.m.-12 noon—Association of Maximum Service
Telecasters annual membership meeting. Diplomat
Room, Shoreham.

9:30 a.m.-5 p.m.—Association for Professional Broad-
casting Education membership meeting. Assembly Room,

"~ Sheraton-Park.

9:30 a.m.-—National Association of FM Broadcasters
breakfast and business session. Empire Room, Shoreham.

9:30 a.m.-9:30 p.m.—Television Films Exhibit '65 with
17 distributors. Will be open daily through March 24.
First Floor, Shoreham.

10:30 a.m.—ABC Radio Affiliates reception. Continen-
tal Room, Sheraton-Park.

12 noon—ABC Radio Affiliates presentation#and lunch-
eon. Park Room, Sheraton-Park.

12 noon—Broadcast Musi¢ In¢. board: lyncheon, Po-
tomac Lounge, Sheraton-Park. '

12:15-2:30 p.m.—Association for Professional Broad-
casting Education reception and luncheon. Cotillion
Foyer and Assembly Room, Sheraton-Park.

12:30-2.30 p.m.—Association of Maximum Service
Telecasters board luncheon. Heritage Room, Shoreham.

NAB FM Day Program s 2:30-5 p.m., Empire Room,
Shoreham.

Presiding, Harold R. Krelstein, wMPs-FM Memphis.
Report of the NAB FM Radio Committee Chairman, Ben
Strouse, wwpc-FM Washington.

FM: Class? Mass? Mass-Class?: Moderator, Harold 1.
Tanner wLDM(FM) Detroit. Panelists: Everett Dillard,

wasH(FM) Washington; David Polinger, WTFM(FM) -

New York, and Edward J. Meehan Jr., wpBs(FM) Phila-
delphia.

- manager of engineering.

Report on Viertical Polarization: George Bartlett, NAB

Is Separate Programing Good or Bad for the Public?:
Moderator, N. L. Bentson, wLOL-FM Minneapolis. Pan-
elists, FCC Commissioner Kenneth A. Cox; Oliver J.
Keller, wrax-FM Springfield, Ill., and Ben Strouse, wwbc-
FM Washington.

Measuring the FM Audience: Moderator, Howard
Mandel, NAB vice president for research. Panelists, Larry
Roslow, The Pulse Inc.; George Dick, American Research
Bureau, and Frank Stisser, C. E. Hooper Co.

[NOTE: Delegates to the NAB convention are invited to
attend the program of the National Association of FM
Broadcasters in the Empire Room of the Shoreham be-
ginning at 9:30 a.m., Sunday, March 21.]

2:30-5:30 p.m.—Society of Broadcast Engineers an-
nual meeting. Forum Room, Shoreham.

3 p.m.—ABC International Television Worldvision sym-
posium. Washington Hilton.

3 p.m.—Association on Broadcasting Standards board
meeting. Palladian Room, Shoreham.

Television Assembly = 3:15-5 p.m. Cotillion Room,
Sheraton-Park.

Secondary Market TV Session: Moderator, Richard B.
Biddle wowL-Tv Florence, Ala. Panelists, Ray V. Eppel,
KORN-Tv Mitchell, S. D.; James W. Higgins, WCNY-TV
Carthage-Watertown, N. Y.; Charles H. Kinsley Jr.,
KHSL-Tv Chico, Calif.; Willie Harris Jr.,, KGBT-Tv Har-
lingen, Tex., and Douglas A. Anello, NAB general coun-
sel.

3:30-6 p.m.—Clear Channel Broadcasting Service an-
nual meeting. Diplomat Room, Shoreham.

4 p.m.—Association on Broadcasting Standards mem-
bership meeting. Palladian Room, Shoreham.

4-6 p.m.—Indiana Broadcasters Association congres-
sional reception. Tudor Room, Shoreham.

4-7 p.m.—Television Films Exhibit 65 annual reception.
Sheraton Hall, Sheraton-Park.

5-7 p.m.—Peters, Griffin, Woodward open house. George-
town Room, Washington Hilton.

6:30 p.m.—CBS-TV Affiliates reception. Ambassador
Room, Shoreham.

6:30-9:30 p.m.—Association of Maximum Service Tele-
casters dinner meeting. Broadcasters Club.

8 p.m.—fCBS-TV Affiliates banquet. Regency Room,
Shoreham.

MONDAY, March 22

8 a.m.—TV Stations Inc. annual membership breakfast.
Blue Room, Shoreham.

9 a.m.—Mark Century programing seminar. Dover Room,
Sheraton-Park.

General Assembly (Management and Engineering Con-
ference) = 10:30 a.m.-12 noon, Regency Ballroom,
Shoreham.
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In the Money!
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Joey, master of ceremonies for WSOC-TV’s award-winning children’s show, "Clown Carnival”

Charlotte's consumer spendable income per  coverage of WSOC-TV. Proven sales action in
household is the highest in the South. The a 54-county Carolina gold mine!
2 million plus pecple in a 75-mile radius of

area m the Sounesct 1o aarertsng ot ONALLOtEE’S WSOC-TV

is to be “in the money”, you need the wide NBC-ABC affiliate/represented by H-R

@ COX BROADCASTING CORPORATION stations: WSB AM-FM-Tv, Atlanta; WHIQ AM-FM-TV, Dayton; wSOC AM-FK-TY, Charlotte; WIOD AM-FM, Miami; KTYU, San Francisco-Oakland; WIIC, Pitisburgh,
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ON TAP AT THE CONVENTION, continued

Presiding, John F. Dille Ir., Communicana Group of
Indiana, 1965 convention co-chairman. Music, U. S.
Army Band under Lieutenant ‘Colonel Samuel Loboda.
Invocation, Rabbi Lewis A. Weintraub, Temple Israel,
Silver Spring; Md. )

Presentation of NAB Distinguished Service Award to
Leonard H. Goldenson, president, American Broadcast-
ing-Paramount Theaters, by Vincent Wasilewski, NAB
president. Address, Mr. Goldenson.

Address: Hubert H. Humphrey, Vice President of the
United States.

Management Conference Luncheon =
Sheraton Hall, Sheraton-Park.

12:30-2 p.m.,

Presiding, Jack W. Lee, wsaz Huntington, W. Va,,
1965 convention co-chairman. [Invocation, The Rev.
Leonard F. Hurley, director, radio and television com-
munications, Archdiocese of Washington.

Introduction of the Speaker, Willard Schroeder, woop
Grand Rapids, Mich., chairman of the NAB board of di-
rectors. Address, Vincent Wasilewski, president, NAB.

Radio Assembly = 2:30-3:30 p.m., Cotillion Room,
Sheraton-Park. @

Presiding, Sherril Taylor, NAB vice president for radio.
Annual RAB Presentation: Edmund C. Bunker, president;
Miles David, administrative vice president, and Robert
Alter, vice president-national sales.

Television Assembly = 2:30-3:45 p.m., Palladian Room,
Shoreham.

Presiding, Robert W. Ferguson, WTRF-TV Wheeling,
W, Va., member 1965 convention committee and NAB
TV board of directors.

The Gold Rush: Television Bureau of Advertising,
Norman E. (Pete) Cash, president.

Beyond the Numbers—New Facts about TV's Impact:
Roy Danish, director Television Information Office and
Burns W. Roper, managing partner, Elmo Roper & As-
sociates.

Management Conference Assembly (Radio and TV
Delegates) = 4-5:30 p.m., Regency Ballroom, Shoreham.

Presiding, John F. Dille Jr., Communicana Group of
Indiana, 1965 convention co-chairman.

Where Does Government Regulation Stop?: Moderator,
Mark Evans, vice president, Metromedia Inc., Washing-
ton. Panelists, Paul Porter, Arnold, Fortas & Porter,
Washington; C. Wrede Petersmeyer, president, Corinthian
Broadcasting Corp., New York; Ernest W. Jennes,
Covington & Burling, Washington, and Richard D. Smiley,
president, kxx1. Bozeman, Mont.

5 p.m.—North Carolina Association of Broadcasters
congressional reception. Chinese Room, Mayflower.

10 p.m.—Westinghouse Broadcasting Co. Program Sales
cocktail party. International Ballroom east wing, Wash-
ington Hilton.

TUESDAY, March 23

8 a.m.—Society of Television Pioneers annual break-
fast. Continental Room, Sheraton-Park.

Radio Assembly = 10 a.m.-12 noon, Regency Ballroom,
Shoreham.

Report of the Chairman of the Radio Board: Rex
Howell, XRex Grand Junction, Colo.

ARMS Report: Howard Mandel, NAB vice president
for research.

Weather Is Important Business: Dr. Robert White,
chief of U. S. Weather Bureau, Washington.

Recording Artists: Big Box Office for Radio, a panel of
well-known record performers presented by the Record
Industry Association of America.

Television Assembly = 9:45 a.m.-12 noon, Cotillion
Room, Sheraton-Park.

Call 10 Order: John F. Dille Jr., Communicana Group
of Indiana, 1965 convention ¢o-chairman, vice chairman
of NAB TV board of directors. ’

Future of Television Conference ’65: Moderator,
Dwight W. Martin, wpsu-Tv New Orleans, chairman of
NAB Future of Broadcasting committee. Panelists, Julius
Barnathan, vice president and general manager, ABC-TV,
New York; Frederick W. Ford, president, National Com-
munity Television Association, Washington; Dr. Beardsley
Graham, president, Spindletop Research Inc., Lexington,
Ky.; FCC Commissioner Robert E. Lee; W. Theodore
Pierson, Pierson, Ball & Dowd, Washington, and W. Wal-
ter Watts, group executive vice president, RCA, New
York.

-

Management Conference Luncheon = 12:30-2 p.m.,
Sheraton Hall, Sheraton-Park.

Presiding, Mike Shapiro, wraA-Tv Dallas, chairman of
NAB TV board of directors. Invocation, The Rev. Ed-
ward L. R. Elson, the National Presbyterian Church,
Washington.

Introduction of the Speaker, Vincent Wasilewski, presi-
dent, NAB. Address, The Honorable E. William Henry,
chairman, FCC.

2.5 p.m. No Sessions Scheduled (There is no program
in this period so delegates may visit exhibits and hospi-
tality quarters,)

3 p.m.—All-Industry Television Station Music License
Committee meeting. Parlor C, Shoreham.

2:30-4 p.m.—National Association of Broadcasters tele-
vision code review board meeting. Club B, Shoreham.

4:15-5:30 p.m.—National Association of Broadcasters
radio code review board meeting, Club B, Shoreham.

5:30-6:30 p.m.—Texas Association of Broadcasters
congressional delegation reception. Assembly Room,
Sheraton-Park.

NAB Government Reception = 6-7:30 p.m., Sheraton
Hall, Sheraton-Park. (A reception for senators, congress-
men and other top government leaders.)

CONTINUED ON PAGE 40 m—eme|
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the
‘Meredith

‘bunch.

MEREDITH BROADCASTING: KANSAS CITY KCMO AM FM TV; OMAHA WOW AM FM TV; PHOENIX KPHO AM TV; SYRACUSE WHEN AM TV
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ON TAP AT THE CONVENTION, continued

7:30 p.m—Broadcast Pioneers banquet. Ambassador,
Palladian, Empire and Diplomat Rooms. Shoreham.

9 p.m.—Broadcast Pioneers awards and entertainment.
Regency Room, Shoreham.

WEDNESDAY, March 24

8 a.m.—United Presbyterian Church breakfast.
dian Room. Shoreham.

Palla-

Television Assembly = 9-10:15 a.m., Cotillion Room,
Sheraton-Park.

Presiding, Mike Shapiro, WFaa-Tv Dallas, chairman
NAB TV board. Film and Your Future, panel produced
by Television Films Exhibit program committee. Mod-
erator, Mr. Shapiro. Panelists, Joseph Kotler, vice presx-
dent, Warner Bros. Television; Pierre Weis, vice presi-
dent, United Artists Television and Leonard J. Patricetli,
vice president and general manager, wTic-Tv Hartford,
Conn.

Television Assembly = 10:30 a.m.-12 noon, Cotillion
Room, Sheraton-Park.

Presiding, Mr. Shapiro. NAB TV Board Election.

Special Feature: Report of the All Industry TV Music
Licensing Committee.

Television and the Weather, Dr. Robert White, chief
of U. S. Weather Bureau, Washington.

TV Board Election Results.

Radio Assembly = 10 a.m.-12 noon, Regency Ballroom,
Shoreham.

Presiding, Sherril Taylor, NAB vice president for radio.
NAB Radio Public Relations Presentation: “Tools to Do
the Job." Introduction, John F. Box Jr., executive vice
president, wiL St. Louis. Presentation, John Couric,
NAB vice president for public relations.

Station Representatives Association Presentation: Radio

to Sell Radio, Lioyd Griffin, Peters, Griffin & Woodward;
Tom Harrison, Blair Co., and Stan Freberg, Freberg Ltd.

Radio Music Licensing, Robert Mason, WMRN Marion,
Ohio.

The Sounds of the World, Ted Malone.

The Economic Future of Radio in America: Moderator,
Jack W. Lee, wsaz Huntington, W. Va., 1965 convention
co-chairman. Panelists, Lionel Baxter, vice president for
radio, Storer Broadcasting Corp.; Gordon McLendon,
president, McLendon Corp., and Stephen Dietz, execu-
tive vice president, Kenyon & Eckhardt.

Management Conference Luncheon = 12:30-2 p.m,,
Sheraton Hall, Sheraton-Park.

Presiding, Rex G. Howell, kREX Grand Junction Colo.,
chairman of NAB radio .board. Invocation, The Right
Rev. William F. Creighton, Episcopal Bishop of Wash-
ington.

Introduction of the Speaker, Vincent Wasilewski, presi-
dent, NAB. Address, Crawford H. Greenewalt, chairman
of E. I. duPont de Nemours and national chairman of
Radio Free Europe.

General Assembly (Management and Engineering Con-
ferences) » 2:30-5 p.m., Regency Ballroom, Shoreham.

Presiding, Jack W. Lee, wsaz Huntington, W. Va,,
1965 convention co-chairman.

Special NAB Code Film Presentation, Howard H. Bell,
NAB Code Authority director.

Moderator, Willard Schroeder, woop Grand Rapids,
Mich., chairman NAB Board of Directors. Annual FCC
Panel Discussion, Chairman E. William Henry and Com-
missioners Rosel H. Hyde, Robert T. Bartley, Robert E.
Lee, Kenneth A. Cox and Lee Loevinger.

THURSDAY, March 25

All day-—Visual Electronics Corp. post-NAB seminar.
Cotillion Room. Sheraton Park.

are located in the lower lobbies of
the Sheraton-Park hotel during the NAB
convention.
hospitality suites assigned as of March
18 are shown.
Sheraton-Park.

in the lobbies of the Shoreham and
Sheraton-Park.

EXRIBITORS

Addressograph-Multigraph Corp. ......
Adler Educational Systems .
Albion Optical Co. ...............
Alford Manufacturing Co.
Altec Lansing Corp. .........
AMECO INC. ..coerrrrrrsrrsrassasseceene Space 513-14

WHERE TO FIND IT

Exhibits of equipment manufacturers American Electronics

Ampex Corp.

Laboratories Inc. .........

Dresser-ldeco Co. .....oveeecoceencencrececes Space 305
..Space 235

Dynair Electronics Inc.
Electronics, Missiles & Commumcatlons

Andrew Corp.

Inc. Space 243
|E:ntrorrll I!’nc. Fo Qparﬂ 516
airchild Recording Equipment ........... Space 222
..................... i?\:‘: 36% ||::||m|me Corp. Space 306
ort Worth Tower 00 wcocoererrecrrrenen Space 301
Space 238 oo Radio Co, .

Exhibit space and|or the

Symbol Sh-P means

Large directory boards are posted
CBS Laboratories

Arriflex Corp. of America .
Audio Devices Inc. .............
Automatic Tape Control

Bauer Electronics Corp. ..
Boston Insulated Wire & Cable
Broadcast Electronics Inc. ..cecceecenn..c

..Space 324

Space 408 General Aniline & Film Corp

General Electric
Gotham Audio Corp. .......
Grass Valley Group [nc.
Harwald Co. ..cn.vovrrivnree
Houston Fearless Corp. .......

Century Lighting Inc. .

.Space 307  Electronics Inc.

Cohu Electronics Inc.

(NAB CONVENTION)

CCA Electronics ..............

Chrono-Log Corp. ...........
Cleveland Electronics Inc. .

.............

Colortran Industries ...
Conrac Division, Gianinni .
Cummins Engine Co. ......
Dage Television Co. .....ccccvuscrniirrivnnens

international Good Music Inc.
Jampro Anterina Co. .......
Jerrold Electronics Corp.
Johnson Electronics Inc. .................
Kliegl Bros.

LTV Continental Electronics

Magnecord Sales, Midwestern
INSHUMENES [AC. ...voerseroererreee

Space 404

Lenkurt Electric Co. uveeeeeeceeeeee Space 501
MaCarta INC. ...eeevecceririveieesrerascesnorenncs Space 315

S .Space 502
Marti Electronics .......cooevereiirreencesvann Space 234
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t's family against family for fun and prizes as team spirit soars

and the halt-hour flies by. Jim Hutton asks the questions 3 times
a week while the champion crew defends their honor and the chal- =
lengers try to upset the balance of power and capture the treasures. et
EVERYTHING'S RELATIVE is truly an entertaining program that B ¢
raises individual viewer involvement to a new high. Dad is the “H U&A % '
strategist, Mom is the family press agent, and the Kids add extra o b 4
zest to the game. Your family will love EVERYTHING'S RELA- 30 ROCKEFELLER PLAZA.
TIVE; and, if your sponsors are Dads, Moms, or Kids, thev'll love CIRCLE 7.8300
it too. 130 half-hours now in syndication . . . call for an audition. S .
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McMartin Industries Inc. ..o Space 215
Microwave Associates InC. .....coeesnnet Space 203

Co. ... Space 207
Miratel Electromcs Inc. ......................Space 210

Moseley Associates Inc.
MVR Corp.
North Amencan Ph|||ps Co. .
Nortronics Co. .

...Space 310
weensOpace 106
Space 202

Q-TV Inc. ......... Space 239
Quick-Set Inc. .Space 407
RCA .. Space 100

RCA Electronic Components & Devices Space 100

Raytheon Co. Space 104
Reeves Soundcraft .......ceeersereerrsecrennes Space 500
Riker Industries Inc. ....5pace 220
Rohn Systems INC. ....cccoeeerecerecrnrrierennes Space 321
Rust Corp. of AMErica ....c.ceeoeveevrenecnns Space 225
Schafer Electronics ...........coceeeersreenne. Space 212
Shibaden Corp. of AMerica ..........ce. Space 226
Shure Brothers Inc. ........... ... Space 232
Sony Corp. of AMErica .....ccummseeniens Space 320
Sparta Electronic COmp. ..cvermeirsmonsuees Space 319

....Space 103
Space 317

Standard Electronics Corp. .....
Sylvania Electric Products Inc. ...

Sarkes Tarzian Inc. Space 208
Tektronix Inc. ... Space 201
Tele-Measurements Inc. ......................Space 503
Telemet Co. . S — Space 105

Telepro Industnes lnc ..... Space 241

Telequip Corp. ......... Space 203
TeleSYNC COTP. vevrrvveverrerssarsarersoersersensees Space 264
Television Z0omar €O, ... Space 216

Thomson Electric Co. ... .....5pace 313
Townsend Associates .. ....3pdce 219
U. S. Army, Teleradio Branch Space Concourse
U. S. Navy, Teleradio Branch,

Recruiting Service Space Concourse

Utility Tower €. wcevovevcerrsmseresssnreens Space 240
Video-Medical Electronics Corp ...opace 508-11
Viking Cabje Co. . S—— Space 515
Visual Electrnmcs Corp ....Space 107-8
Vital Industries Space 403
Vitro Electronics .........coceeeivierrrerenasees Space 233

Ward Electronic Industries Inc. . Space 312
Whittaker Corp., Gencom Div. ............ Space 314
Wilkinson Electronics Inc. .......coeue.

NAB CONVENTION OFFICES

(All NAB convention and staff offices are located
on the Lobby floor in the Shoreham unless
otherwise designated)

Convention Manager .........................Board Room
Everett E. Revercomb, secretary-treasurer
Convention’ Program ... Committee Room

Harold Niven, assistant to the president
Engineering Conference ....................Board Room
George W. Bartlett, manager
Convention Exhibits—
Exhibit Office—Sheraton-Park
tdward L. Gayou, exhibit director
George E. Gayou, exhibit consultant

Registration Desk - Lobby
onald Pearce, assistant treasurer
Convention News ..............ceevvecerenne Caucus Room
John M. Couric, vice president of public
relations )
NEWSTOOM .ov.vcercsrnsrissi e erene EXECULIVE - ROOM

NAB STAFF OFFICES

Radio . . Board Room
Sheml Taylor vice presuient

Station services .......... ...Board Room
William Carlisle, vice presrdent

Station relations Lobby

Spencer Denison, Charles Drew, Oliver W.
Henry, Ernest C. Sanders, field representatives

Broadcast management ................. Press Room
William L. Walker, manager
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The BPI crowd

There are 30 representatives of
BroapcasTING and TELEVISION
magazines, in Washington March
21-24 covering the 43d annual
National Association of Broadcast-
ers convention and related meet-
ings. The editorial and advertising
representatives of Broadcasting
Publications Inc. are holding open
house during the convention in
the Madison Suite of the Shera-
ton-Park hotel.

Representing BROADCASTING are
Sol Taishoff, Maury Long, Edwin
H. James, Lawrence B. Taishoff,
Art King, Rufus Crater, Warren
W. Middleton, John P. Cosgrove,
Fred Fitzgerald, Earl Abrams,
Leonard Zeidenberg, George Dar-
lington, Sherm Brodey, Jim deBet-
tencourt, Sonya Lee Brockstein,
Barry Crickmer, Victor Rossi Jr.,
Bill Bayne, Gladys L. Hall, Bob
Fennimore, Bill Merritt, Dave
Bailey, Bob Flannery, Doris Kelly,
Harry Stevens and George Dant.

TELEVISION’S representatives are
Donald V. West, Ed Sellers, Frank
Chizzini and Bob Moran.

Government affairs ........................Cabinet Room
Paul Comstock, vice president
Legal ... Cabinet Room

ouglas A. Anello, general counsel

Research ... Press Room
Howard Mandel, vice president

Code AUthority .......cececcormrrivverenees Council Reom
Howard H. Bell, director

State association liaison ........c...... Press Room
Alvin King

EQUIPMENT HOSPITALITY SUITES

(See also Equipment Exhibitors)

Addressograph-Multigraph Corp. ....... Unassigned

Adler Educational Systems horeham G209

..Unassigned
h-P M457-59
Unassigned

Adonis Radio Corp.
Albion Optical Co.
Alford Manufacturin

Altec Lansing Corp. ... ..Unassigned
Alto Fonic Tape Service Inc. Wash Hilton
AMECO 1NC. crrerenesrisnsnsnsremssrsssenennsnsSN-P - H320
American Electronic

Laboratories Inc .. ...Mayflower
American Telephone & Telegraph

Co. e eeerreneee.UnasSigned
Ampex Corp

Andrew Corp. .
Arriflex Corp. of Amenca

Audio Devices Inc. ..., .Unassigned
Automatic Tape Control Inc Sh P F24042
Bahrs Industries ........... ..Unassigned
Ball Brothers Research Corp ...... Unassigned
Bater EIECIONICS .verrreersrrereernnesSh-P M797-59
Bell & Howell Co. ...oocovrvvvrnrisnrennsenns Unassigned
Bonded Services .......emeniinen Unassigned
Boston Insulated Wire & Cable ....... Unassigned
Broadcast Electronics inc. .............Unassigned
CBS Laboratories .............. ..Shoreham F457

CCA Electronics Corp. .. <. Unassigned
Century Lighting Inc. ..coveoervvcvrerenens Unassigned
Chrono-Log Corp. ........cecervrrseeceenne.. Unassigned

Cleveland EIRCEIONICS .euerveererrrermmencenees Unassigned

Cohu Electronics ... ....Unassigned
Collins Radio Co. ... Sh-P C440
Colortran Industries . ....Unassigned
Comrex Corp. ...cesssenes ....Unassigned
Conrac Division, Gianinni ....Unassigned
Cummins Engine Co. ..... .....Unassigned
Dage Television Co. ... . Sh P B623-25
Dresser-ldeco Co. ....ieeemreerrveserenens Sh-P A311-15
Dynair Electronics Inc. Sh-P F543-45
Dynatronics INC. ......ceoeereeenrivecrenerienas Unassigned
Eastman Kodak Co. ....... Unassigned

Electronics, Missiles & Communications

lnc. ... Sh-P B123-25
Entron Inc. Unassigned
Fairchild Recording Equipment ..........Unassigned
Filmline Corp. .owvocererererureneenes Sh-P A211-15
Fort Worth Tower Co. ..ccveverrrererennes Unassigned
Gamma Scientific INC. ....ccceereeccrerennene Unassigned
Gates Radio Co. Sh-P C540
General EIGCIrIC wuvveemerreecrersussensens Sh-P R907-09
Gotham Audio Corp. ....cemnesenriianad Unassigned

Grass Valley Group Inc, .. ..Mayflower
Gray Research & Development Co. ....Unassmned
Harwald Co. Unassigned
Houston Fearless Comp. ..
International Good Music ...
International Nuclear Corp.

Unassigned

Jampro Antenna Co. ... Unassigned
lerrold Electronics Corp. ... .Wash Hilton
Johnson Electronics Inc. ....c.orvreeren Unassigned
Kliegl Bros. Unassigned
Kline Iron & Steel Co. ............Shoreham G700-03
KRS Electronics ... . Unassigned
Lenkurt Electric Co Sh-P D210-12
Logos LA .oveeerrermresmrsonsensregsesessennenes Unassigned
LTV Continental Electronics Div ........ Unassigned
M&H Communications Co. ........ceevrruee Unassigned
MaCarta Inc. Unassigned
Magnetic Sound INC. .eevreeerceereserenenee Unassigned
Marconi Instruments . .....Unassigned
Marti EIECtronics .....cermemssrsssrssssrsenes Unassigned
Maryland Telecommunications Inc. ....Ugas’,,si ngg
«. oh-

McMartin Industries Inc. ............

Memorex Corp. . “ ....Unassigned
MGM Telestudios inc. ..Unassigned
Microwave Associates ... ....Unassigned
Midwestern Instruments ...Unassigned

GO veeeeeamsnnesirnnriine Sh-P (74042
Miratel Electronics Inc. ....ivmrirenee Unassigned

Mitchell Vinten Inc. ........... .Shoreham F357

Moseley Associates InC. ....cocceneee Unassigned
Moulic Specialties Co. wevveverrveererennet Unassigned
MVR Corp. Sh-P F350-52
Nippon Electric New York Inc. ..........Unassigned
North American Philips Co. ............Sh-P A511-15
Nortronics Co. .c.cowveeeereersreenenivnss Sh-P M552-54
0zalid Repro Products, General Aniline

& Film Corp.

JT ....Unassigned
Photo Research Corp

Unassigned

Q-TV Inc. .. Unassigned
Quick-Set Inc. . .....5h-P C251-53
RCA Sh-P R807-09
Raytheon Co ..Unassigned
Reeves Industri Shoreham 6600-03

Riker fndustries Inc.
Rohn Systems Inc. .

Rust Corp. of Americ
Sarkes Tarzian Inc. .....
Schafer Electrenics ........
Shibaden Corp. of Americ
Shure Brothers ...
Sony Corp. of America ....

Unassigned
P D506-08
.Sh-P D400
.Sh-P F340-41
..5h-P A100
....Unassigned
.....Unassigned
...Unassigned

Sparta Electronics Corp. ................Sh-P M757-59
Stainless Inc. ... Sh-P C640
Standard Electronics Corp. .............Sh-P £120-22
Sylvania Commercial

Electronics Division .....cevsrerseenn..Unassigned

.Wash Hilton
....Unassigned
....Unassigned
Unassigned
...Unassigned

Tanner Engineering Co. .
Tapecaster Electronics ....
Tektronix Inc.

Tefemet Co. ...
Telepro Industries Corp »
Telequip Corp. ............ .Sh-P £220-22
Telescript-CSP Inc ....Unassigned
Telesync Corp. ........ooooeveeseeennn e Unassigned
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JOSEPH TOMKO...

Channel 2 newsreel

cameraman with a critical

sense of news, has been

named ‘““Cameraman of the Year'’
by the Press Photographers
Association of Baltimore, for

his “*hard news'’ coverage in
Maryland for 1964,

CHARLES W. PURCELL, JR...

chief cameraman for the

Channel 2 Documentary Film
Department, was cited by the

Press Photographers Association

of Baltimore, as both first

place and third place winner in

the Documentary Category. Purceli
was named ““Cameraman of the Year”
in 1954, 1955 and 1956.

HAROLD HOILAND...

Channel 2 newsreel cameraman,

last year's “Cameraman of the Year",
took third place this year behind
Joseph Tomko in the overall news
coverage category.

BROADCASTING, March 22, 1965

. AWARD
WINNERS !

. . . a few more reascns why Channel 2
enjoys leadership in the news

and documentary fields in Baltimore . . .
and why ...

In Maryland Most People Watch

WMAR-TV®

CHANNEL 2,SUNPAPERS TELEVISION
TELEVISION PARK, BALTIMORE, MD. 21212
Represented Nationally by THE KATZ AGENCY. INC,
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Telesystems COMD. wooeeorrveceeeecreneris Unassigned
Television Zoomar Co. ....Unassigned
Thomson Electric Co. . Sh-P D706-08
Townsend Associates .. ...Sh-P E330-32
VTS (71 ] O —— Sh-P D404-06
Video-Medical Electronics Corp. ........Unassigned
Viking Gramercy Inn 902
Visual Electronics Corp. ....oovieeiecnrnnes Sh-P

Vital Industries ....... Unassmned
Vitro  Electronics ......ceneee ....Unassigned
Ward Electronic industries Inc. ...Sh-P M389-91
Westinghouse Electric Corp. ............ Unassigned

Shoreham A502

Whittaker Corp., Gencom Div ..
... Mayflower

Wilkinson Electronics tnc.

STATION BROKERS
Blackburn & Co. .

Chapman [ N — DuPont Plaza

R. C. Crisler & Co. . .Mayflower 381
Daniels & ASSOCIALES oo oovrversereeeresmnsiess Madison
Howard S.

Frazier Inc. .........1736 Wisconsin Ave. NW
Wilt C. Gunzendorfer & Associates ..........Sh-P
Hamilton-Landis & Associates ......Wash. Hllton

Larue & Associates INC. .......coerernsiniesnnas Sh-P
Howard Stark Shoreham
Jack N. Stoll & Assotiates ......cemricricrienns Sh-P
Edwin Tomberg & Co. ....coueccinnsssisas Wash Hilton
Albert Zugsmith

Communications ........... Gramercy Inn 1029-31

STATION REPRESENTATIVES

ABC-TV Spot Sales ......cccueensrenas Statler-Hilton
Advertising Time Sales InC. «cvorneeene Sh-P F640
AM Radio Sales €0. ....vereenn..Wash Hilton
Avery-Knodel ShP F440
Mort Bassett & C0. ..ccocernnerrrennene.r.Sh-P F250-52
Elisabeth BeCKjOrden ......sccosimeonnes Sh-P
Charles Bernard Co. (Country Music

Network) Sh-P
John Blair & Co., Blair TV and Blair Radio

............................ Wash Hilton, Solar Suite
The Bolling Co. .c.oceveecrmaescnccrinsns Gramercy Inn
Broadcast Communications Group ...Wash Hilton

Broadcast Times Sales .
CBS Radio Spot Sales
CBS-TV National Sales
Henry I. Christal Co. .
Roger Coleman Inc.
Robert E. Eastman & Co
FM Group Sales
Gitl-Perna Inc. .
Harrington, Righte -
George P. Hollingbery Co. . Sh-P F540-41
Hal Helman Co. ...ccceerneee .Shoreham A601
Bernard Howard & CO. eeeievirnciees Wash Hilton
H-R Representatives .. Wa on, Jupiter Suite
The Katz Agency Wash Hilton, Satum Suite
Jack Masla Co. Sh-P
McGavren-Guild Co. ........ccceceus Shoreham E730-32
The Meeker CO. ...cccosmrrmmsmmnsenrneeSiOreham A702
Metro Radio Sales Sh-P

Metro TV Sales Sh-P
Mid-West Time Sales .ocoevmrirecsrecssr Unassigned
National TV Sales INC. wevcrreerrneenenenece Mayflower
NBC Spot Sales .......... ...Sheraton-Carlton
Roger 0°Connor INC.occeneerscsssnsenns Unassigned
Peters, Griffin,

Woodward ...........ee.. Wash Hilton, Mars Suite
Edward Petry & Co. ...........Shoreham, Clubroom
Prestige Representation

Organization Mayflower

Paul H. Raymer Co. .................Sheraton-Carlton

RKO General National Sales ............Madison
Savalli /Gates Mayflower
Select Stations Representatives

inc. Mayflower
Spot Time Sales ..owcrvcrrrcemrensnseces DuPont Plaza
Stone Representatives inc. Sh-P D300-02
Storer Television Sales ......cowrmesisisnnsas Madison
Television Advertising Representatives

............................ Shoreham & Executive House
Venard, Torbet & McConnell ..Shoreham G400-03
Grant Webb & Co. woevvrcecrvernnnenn Sh-P A111-15
Weed Radio & Television Corp. ......Wash Hilton
Adam Young €0, .ovceomnervmerieeniennas Sh-P M261-63

44 (NAB CONVENTION}

....Wash Hilton 3140 -

NETWORKS, GROUPS

ABG International ..........Wash Hilton, Solar Suite

ABC Radio .Sh-P Ambassador Suite
ABC Radio Stations ...........ccccoeeveee. Unassigned
ABC-TV Shoreham C630
ABC-TV Sports Programs Inc. ......Shoreham C630
ABC-TV Stations .......ccoommeevenune Unassigned
AB-PT horeham C630
CBS RAdi0 ..cocomrueneee Shoreham B120
CBS Radio Stations .......cceseeens Shoreham B120
CBS-TV w-Shoreham C530

Keystone Broadcasting System ...... Sh-P D700-02
Alll 15

Market 1 Network (QXR) .......coeunee Sh-P
Mutual Broadcasting System
NBC Radio .....c.oreeeeceaercaecanes

NBC-TV Shoreham C330

RESEARCH ORGANIZATIONS

American Resedrch Bureau ...Shoreham A400-02

A, C. Neilsen Co, .....cooovervvrrrnnerrrenen Sh-P A700-02
Broadcast Advertisers Reports Inc. ....Unassigned
Media Statistics InC. ..........covenunneWindsor Park
Sindlinger & Co. Sh-P
Tele-Measurements INC. ..........w.......Unassigned
The Pulse INC. ....ooveeeeerecrceeenracssens Sh-P F140-41

PROGRAM SERVICES

ABC Films Shoreham C636
Allied Artists TV Corp. wueerer Shoreham F150-52
American International Television ..
Shoreham  E134-36
Broadcast Sales INC. wescvrenrercirnsnns Dupont Plaza
Buena Vista Dlstnbutlon Co. (Walt Disney) ..
Shoreham E430 32
CBS Films ...ceuceu. Wash Hilton, Mt. Vernon Suite
Commercial Recording Corp. ..Shoreham B420-24
Desilu Sales Inc. ....................Shoreham D114-16
Embassy Pictures Corp. ..........Shoreham G108
Four Star Distribution Corp. ....Shoreham F151-55
Sandy Frank Program Sales Inc. .........
Shoreham F164-66
Hartwest Productions Inc. ......Shoreham D206-08
Hollywood TV Service Shoreham G102

King Features Syndicate .............. Shoreham F157
Lang-Worth Feature Programs ... Unassigned
M & A Alexander ‘Productions ........Wash Hilton
Marcus Associates .........

Wash Hilton
Mark Century Corp. .. "

MCA-TV Sh-P D200
Medallion TV Enterprises Inc.Shoreham G104-06
MGM-TV €240
Charles Michelson Inc. ... Shoreham €436
National Telefilm Associates ..........ocmssceens
reeeeerineeesmemsenesenee:SHOFENAM - G105, F160-62
NBC Films Inc. Madison
Official Films InC. .cccecvrrnnernnns Shoreham F159-61
Off-Network Productions Inc. ... Intl inn
Pams Inc. . ...Shoreham B520-24
Pepper Sound Studios inc. ... Shoreham A202
Programatic Unassigned
Don Purcel] Productions ......occcomeeusenveeas h-P
RCA Recorded Program Services ..........5h-P C340
Recorded Publications Labs. ............ Unassigned

Walter Reade-Sterling ........ ..Shoreham F757
Walter Schwimmer Inc. ......Executive House 401
Screen Gems INC. wovceccvceucense Shoreham F131-35

L overeeevermenseasenerrsraasenassnes Shoreham G200-03
Seven Arts Associated Corp. ..Shoreham F154-58

Sports Network

............ Mayflower, Columbia & District Rooms
Storer Programs Inc ... Shoreham E330
Teleydnamics COMP. ..coeerscsnrercrrenses Wash Hilton

Telesynd, Division of

Wrather COTP ooveeemrrrecireniennaean Wash Hilton
Television Affiliates Corp. . ...Shoreham E439
Trans-Lux TV Corp. ... ..Shoreham E137-39
Triangle Program Sales ............ Sh-P B420
Tucker Productions Sh-P
20th Century-Fox Television ..Shoreham D119-21

United Artists Comp. .occovvvrerens Shoreham 130-32
Warner Bros. TV ... ..Shoreham G100-03
WBC Program Sales ..........ccemmsnns Sh-P 520-22
Wolper TV Sales Inc. ............ Shoreham E138-40

World Broadcasting System ... Mayflower

MISCELLANEOUS

Advertising AZe ceeeorrennreeerceenennes Sh-P D604-06
Associated Press ..................Sh-P Franklin Room
Billboard Shoreham G608
Broadcast Engineering ........cceemeunnn. Unassigned
- Broadcasting Magazine ........ Sh-P Madison Suite
Broadcast Management/Engineering ............
Sh-P M258-60
Film Daily Undssigned
Lee-Jeffreys InC. ..cccoemeeecrirenionens Sh-P M557-59
Media/Scope Sh-P M753-55
Printer's tnk Unassigned
Radio Advertising Bureau ..............Sh-P A411-15

Radio-Television Daily ... Sh-P M589-91

Sales Management Unassigned
Barry Sherman Associates .....Washington Hilton
Softness Group Mayflower
Sponsor Sh-P M762-64
Springfield TV Broadcasting kStations ............ 5

Standard Rate & Data Service Shoreham 583032
Telefilm Magazine .............. ..8h-P F750-52
Television Accessory Manufactures Institute

Windsor Park
..Sh-P M458-60
Television Bureal of Advertlslng ..Sh-P M657-59

Television Age .....

bTeIewsnon Information Office .......... Sh-P M290-92
“Television Digest ......ooceeeivvniencenne. Unassigned
:Television Magazine ..5h-P Madison Suite
-TV Stations Inc. ......... ..Shoreham G500-03

Timebuyer Magazine .......... o Sh-P M758-60
United Press international Sh-P
............................................ Sh-P M358-60

Variety

Also in Washington ...

Other firms at the NAB convention,
who were not included in last week’s
listing of exhibitors and hospitality
suites are:

LARUE & ASSOCIATES INC.
Sheraton-Park, Suite unassigned.
Personnel: Hugh Ben Larue.

SANDY FRANK PROGRAM SALES INC.
Shoreham, Suite F164-66

Headquarters: 44 East 67th Street, New
York.

Personnel: Sandy Frank, president;
Ray Eichmann, executive vice president;
Jon Kauffman, secretary and general
counsel, and Beth Macfarlane, adminis-
trative asistant.

Films available, number of episodes
in parentheses:

Buckaroo (500)
You Asked for It (104)
Alice of Wonderland in Paris (1)

TELEDYNAMICS CORP.
Washington Hilton, Suite unassigned

Headguarters: 729 Seventh Avenue,
New York.
Personnel: Dan Kennis, president and
Tony Azzato, executive vice president.
Films available, number of episodes

in parentheses:

True Adventure (156)
Long John Silver (26)
Kiddie Camera (150)
The Dynamic Group
The Cavalier Group
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BROADCAST ADVERTISING

Network TV billings up 8.3%

Net time and program costs top $1.1 billion,

34 new to network advertisers bill $6 million,

political spending amounts to $5.5 million

Network as well as spot television
billings last year reached record highs.

In petwork net time and program
billings, the total in 1964 came to $1,-
145,889,700, up more than $87.8 mil-
lion (8.3%) over 1963’s $1,058,001,-
200.

In national and regional spot TV,

the volume at gross rates was over the
$1 billion mark, representing a 17%
increase over the year before (BROAD-
CASTING, March 15).

Since spot figures are reported on a
gross-dollar basis and network totals in
terms of net time and talent expendi-
tures, the two cannot be combined into

St. Patrick’s day may have been
celebrated last week, but one of its
chief symbols, the smiling Irish
leprechaun, will continue to appear
throughout the spring in a trio of 30-
second TV commercials produced
by the Armour Agricultural Chemi-
cal Co., Atlanta, for Vertagreen
lawn and garden fertilizers.

The commercials will run as re-
gional cut-ins in 39 states east of the
Rockies on ABC-TV's Ben Casey,
Twelve O'Clock High, The Jimmy
Dean Show, The Fugitive, Broad-
side, Sunday Night at the Movies,
and The 7 p.m. News with Peter
Jennings. Campaign began March 20.

COMMERCIAL PREVIEW: a leprechaun in Armour

The bearded leprechaun appears
in each commercial to demonstrate
how Vertagreen keeps lawns clean
all summer. Voice over commen-
tary delivered in a heavy Irish
brogue, helps to complete the com-
mercial’s native motif.

Group supervisor of the spots is
Helen Gordon, vice president and
creative director of Liller, Neal, Bat-
tle & Lindsey Inc., Atlanta, agency
for Armour. The script writer is
Paul D’Arcy Bowles and the art di-
rector is Robert A. Hiers, both with
the agency. Commercials were pro-
duced by Hanna-Barbera, Los An-
geles,

43

a meaningful figure representing all
national TV spending.

The new network totals were released
today (March 22) by the Television
Bureau of Advertising. The data was
compiled by Leading National Adver-
tisers—Broadcast Advertisers Reports.

The pattern of healthy gains each
month last year over like periods in
1963 was broken in one month, Novem.
ber, where the gain in 1964 was extra-
ordinary (nearly 25%) but TVB ex-
plained that those figures were really
not comparable because of commercial
ttme cancellations after President Ken-
nedy’s assassination on Nov. 22, 1963.

In the day parts, the networks’ day-
time billings (net time and talent) in-
creased 10.8%, moving up to more
than $329.1 million in 1964, while the
nighttime total was up 7.3% to $816,-
695,100.

Dispute Ended = TVB’s announce-
ment of the network figures signaled the
settlement of a dispute that had de-
layed their release for weeks. TVB has
traditionally issued network totals in
terms of gross dollars. With the devel-
opment of estimates on the basis of net
expenditures for time and talent, CBS-
TV wanted the network figures issued
on that basis as well; NBC-TV wanted
them given only in gross-dollar terms
(CroseDp Circulr, Feb, 22).

The solution, it became obvious last
week, was to issue no individual net-
work totals at all. TVB authorities said
they had proposed dropping the network
totals two years ago but that the net-
works then wanted them continued. It
is TVB’s position, they said, that the
figures should represent television as a
whole, not any individual element, and
that the respective networks’ totals
should not be released any more than
those for individual group-station opera-
tors.

TVB noted that a total of 34 adver-
tisers used network TV for the first time
during 1964, their net time and pro-
gram billings coming to more than $6
million. (TVB said these do not include
16 political advertisers who in aggregate
spent $5,513,000 for net time and talent
on the networks.)

According to the bureau, Allen
Products Co. spent the most for any
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f you're looking for

igh adventure on an
ternational scale. ..
xplosive science fiction
.espionage with a
ashof wry humor ...
u've found it...

HREE HOTNEW | A
FATURE PACKAGES [ /8
ROM AMERICAN S e
TERNATIONAL | B ANy
ELEVISION -

DVENTURE'66
PERATION SNAFOO

E ZANY WORLD OF INTERNATIONAL
ESPIONAGE

rea d. _y«Marchxh =

AVAILABLE

g 130 FIVE-MINUTE/FULL-COLOR CARTOONS
SEPTEMBER 3 WITH FULL ANIMATION. THE
ADVENTUROUS, SEAFARING,
SWASHBUGKLING, SINBAD, JR.
AND A SOCK MERGCHANDISING GAMPAIGN
SCHEDULED TO BREAK DAY AND DATE WITH
THE SERIES DEBUT MAY 1, 1965.

ALREADY SET:

DELL COMICS ® TOYS B PUZZLES ® PAJAMAS = T SHIRTS :
GAMES & SWEATSHIRTS = MAGIC BELT = CLCTHING

and this is
just the heginning

and also

ome up Emﬂ\@ - i

f‘-i_,ﬂﬂﬂm ‘ﬂ'{i‘D EP'COLOR ’64 40 top-notch action-filled spectacles.
Shorehan Hotel, g — u 20 feat ith all the exciting el t
N AMAZING 65 iniiasianme
nt natio | L ‘

it 4‘333 - By EP'COLOR ’65 20 powerful adventure features in color.
’ =3 ‘ i ALAKAZA M I;:EAT full-color, fuli-length feature cartoon.




EXOTIC LANDS or THE womn Srts SArAR:s AFTER ,
WILD GAME... 2B . ' Fr 7 7
: ENTICING ‘
' TEMPLE DANCERS ™ <
' AND MARCO POLO, EXPLORER EXTRAORDINAIRE . .. - ——
THE FIERCE ACTION OF WAR IN THE Junm.z. 20 Exalrzmznr‘wu.sn FEATURES!

1l
, "'(--‘

THE LETHAL WORLD OF THE
SECRET AGENT—THEIR FEARLESS
EXPLOITS—THEIR TORRID
LOVE AFFAIRS!

AMERICAN INTERNATIONAL TELEVISIDN lnc 165 West 46th Street, New York, N.Y. Clrcle 5-3035 %




NETWORK TV BILLINGS UP 8.3% continued

one company that was new to network.
That advertiser's total time and talent
expenditure came to $897,200.

P & G Is Tops = Procter & Gamble
was the number 1 network TV adver-
tiser in 1964, with a total of more than
$78.3 million, about a $5 million in-
crease over 1963.

American Home Products and Bris-
tol-Myers remained second and third
ranking network advertisers, but, TVB
noted, General Foods moved up from
eighth to fourth, and Philip Morris
from 11th to eighth, American Tobacco
from 13th to ninth and Ford Motor
from 18th to 15th. ’

In its statistical count, TVB found
160 network TV users spending less
than $500,000 (net time and program),
115 spending less than $250,000 and
29 less than $50,000. TVB’s list showed
a total of 356 network advertisers.

1964 1963

1. Procter & Gamble $78,343,500 $70,259,400
2. American Home

Products 40,956,400 41,556,900
3. Bristol-Myers 39,915,800 38,305,300
4, General Foods 36,799,100 29,937,400
5. Lever Bros. 33,408,300 32,185,500
6. General Motors 31,023,400 27,077,900
7. R, J. Reynolds 29,358,200 30,665,600
8. Philip Morris 27,718,400 20,474,900
9. American Tobacco 26,954,900 19,586,000
10, Colgate-Palmofive 25,918,900 28,274,000
11. Gillette 26,226,500 24,843,000
12. Chrysler Corp. 22,898,800 14,138,800
13. Alberto-Culver 21,869,000 20,412,600
14. Brown &

Williamson 20,108,500 17,130,300
15. Ford Motor 18,966,800 19,107,800

NET TIME & PROGRAM EXPENDITURES
1964 NETWORK TELEVISION ADVERTISERS

{Source: TVB/LNA-BAR)

Rank

128 Abbot Labs $ 1,434,100
*351 Acushnet Process 10,000
179 Adolph's Ltd. 632,800
208 Aetna Life insurance 418,700
13 Alberto-Culver 21,869,000
*167 Allen Products 897,200
199 Aluminium Ltd. 486,000
65 Alcoa 4,543,800
347 American Bakeries 14,500
38 American Cyanamid 6,575,300
117 American Dairy Assn. 1,770,400
254 American Doll & Toy 209,400
104 American Gas Assn. 2,191,900
2 American Home Products 40,956,400
235 American Machine & Foundry 260,000
187 American Medical Assn, 574,900
79 American Motors 3,651,800
350 American Red Ball Transit 11,200
63 AT&T 4,656,100
9 American Tobacco 26,954,900

242 Amer. Ind. Elec. Light
& Power Cos. 240,000
149 Anheuser-Busch 1,156,000
33 Armour 7,892,300
36 Armstrong Cork 6,843,900
*329 Arnav Shoe 43,400
270 Arnold Schwinn 174,200
165 Ballantine, P. 940,700
*255 Bardahl Lubricants 200,400
313 Beatrice Foods 84,000
92 Beech-Nut Life Savers 2,862,200
56 Beecham Group 5,163,400

310 Beltone Electronic 86,300
*258 Beneficial Finance 191,800
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Rank
68 Dow Chemical 4,236,800
Rank 321 Dow Corning 62,50
*293 Dow Jones 124,200
175 Benrus Watch 695,200 34 Drackett 7,582,000
348 Bernzomatic 14,000 286 Drewrys Ltd. U.S.A. 141,700
259 Binney and Smith 189,400 214 Duffy-Mott 379,200
278 Bissell 154,500 37 duPont de Nemours 6,677,100
181 Black & Decker 627,600 | *331 Dymo Industries 42,500
22 Block Drug 13,381,400 213 Eastern Air Lines 382,200
*267 Book Enterprises 180,200 49 Eastman Kodak 5,582,100
82 Borden 3,401,200 | 200 Easy Day Mfg. 478,000
221 Borg-Warner 318,200 | 297 Elgin Nationai Watch 111,000
303 Brach, E. ). 103,700 337 Emenee 27,000
185 Bradley, Milton 580,900 184 Encyclopaedia Britannica 590,400
3 Bristol-Myers 39915800 | 113 Eversharp 1,891,700
14 Brown & Williamson 20,108,500 | *356 Ex-Cell-0 2,8
230 Bruce, E. L, 283,700 132 Ex-Lax 1,401,400
157 Calgon 1,024,600 178 Exquisite Form Industries 35,000
112 California Pdcking 1,953,700 216 F&F Labs 357,900
*284 Callaway Mills 143,300 106 Factor. Max 2,180,500
*332 Calusa Chemical 39400 81 Falstaff Brewing 3,531,900
330 Cameo 42,600 | *307 Famly Foods 100,700
27 Campbell Soup 11,080,200 | 311 Father John's Medicine 85,000
251 Canadian Breweries 217,900 77 Firestone Tire & Rubber 3,720,800
46 Carnation 5,664,900 116 Florida Citrus Commission 1,817,000
44 Carter Products 5,817,400 279 Florida, State of 149,100
325 Celanese Corp. of America 51,500 15 Ford Motor 18,966,800
*190 Champion Spark Plug 532,800 | *343 Foremost Dairies 19,800
176 Chanel 695,000 218 Foster-Milburn 330,000
89 Chesebrough-Pond’s 4,182,500 109 French, R. T. 2,110,500
*191 Chicago Musical Instru. 525,300 93 Frito-Lay 2,639,600
12 Chrysler Corp. 22,898,800 35 General Cigar 7,313,600
209 Chunky Chocolate 411,700 59 General Electric 4,876,900
274 Church & Dwight 168,200 4 General Foods 36,799,100
271 Citizens/Goldwater-Miller 172,200 | 272 General Ins. Co. of America 172,200
282 Cluett Peabody 144,000 21 General Mills 15,137,700
222 Goats and Clark 316,100 6 General Motors 31,023,400
61 Coca-Cola 4,690,000 287 Gen. Tel. & Electronics 140,000
10 Colgate-Palmolive 26,918,900 186 General Time 578,300
*349 Collegevitle Flag & Mfg. 12,600 226 Georgia-Pacific 299,200
334 Columbia Pictures 30,900 174 Gerber Products 719,600
30 Consolidated Cigar 8,987,900 11 Gillette 26,225,500
137 Consolidated Foods 1,330,200 166 Glidden 935,700
206 Continental Baking 440,100 | 141 Gold Seal 1,254,500
51 Corn Products 5,463,800 131 Golden Grain Macaroni 1,428,800
218 Corning Glass Works 323,200 | 301 Goldwater For Pres. Comm. 108,000
342 Curtis Publishing 20,000 102 Goodrich, B. F. 2,308,500
127 Democratic National Comm. 1,448,300 52 Goodyear Tire & Rubber 5,363,600
315 Diamond Alkali 78,800 | 316 Gorham 734
129 Disney, Walt, Productions . 1,431,700 101 Green Giant 2,338,700
195 Dr. Pepper 03,700 | 314 Gulf Amer. land 79,800
233 Dominion Electric 276,700 *New to network television.
NETWORK TELEVISION NET TIME and PROGRAM BILLINGS
(Source: TVB/LNA-BAR)
{add 000)
By day parts
DECEMBER JANUARY-DECEMBER
1963 1964 % Chg. 1963 1964 % Chg.
Davtime $ 32,0389 § 353142 4102 $ 2969792 § 329,1946 4108
Monday-Friday 18.863.3 21,2842 4128 211,7443  226,344.3- + 6.9
Saturday-Sunday 13,1756 14,0300 + 65 852349  102,850.3 4-20.7
Nighttime 76,9916 782828 4 1.7 761,022.0 816,6951 <+ 7.3
TOTAL $109,030.5 $113,597.0 4 42  $1,058,001.2 $1,145889.7 -+ 8.3
% Change
1964 1963 '64/°63
January $ 103,667.0 $  95929.0 + 81
February 98,804.9 88,7855 +113
March 105,230.4 96,491.9 + 9.1
April 98,107.0 89,997 9 + 90
May 88,418.3 85,210.9 + 38
June 74,2913 69,895.8 + 6.3
July 69,411.3 66,405.8 + 45
August 67,023.8 66,571.2 + 0.7
September 87,3432 82,896.0 + 54
October 120,844.4 111,089.1 + 88
*November 119,111.1 95,697.6 +.24.5
December 113,597.0 109,030.5 |- 4.2
$1,145889.7 $1,058,001.2

*November 1964 vs. 1963 not comparable due to cancellations of commercial time at time of

President's Kennedy's assassination.
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Rank
54 Guif 0il
275 Gulton Industries
241 Haggar Co,
123 Hallmark Cards
300 Hamilton Watch
154 Hamm, Theo., Brewing
201 Hartford Insurance Group
177 Hartz Mountain Prods,
312 Hassenfeld Bros.
*328 Hav-A-Tampa Cigar
265 Hazel Bishop
120 Heinz, H, ),
62 Helene Curtis
266 Hercules Powder
124 Hertz
156 Heublein
239 Hills Bros. Coffee
142 Hoffman-LaRoche
263 Holiday Inns of America
*240 Honda Motor
180 Honeywell
71 Hunt Foods & Inds.
250 Hupp Corp.
110 Institute of Life Ins.
*341 international Pipe/Ceramics
256 Jaymar-Ruby
103 Jergens, Andrew
136 John Hancock Mutual
194 Johnson For Pres. Comm.
296 Johnson-Humphrey Comm.
70 Johnson & Johnson
25 Johnson, S. €. & Son
89 Kaiser Industries
280 Kayser-Roth
354 Keating For Sen. Comm.
19 Kellogg
291 Kemper Insurance Group
161 Kendall
121 Kimberty-Clark
220 King-Seeley Thermos
*249 Kirsch
252 Kiwi Polish
231 Lanvin-Charles of the Ritz
50 Lehn & Fink
5 Lever Bros.
114 Libby McNeill & Libby
192 Liberty Mutual
18 Liggett & Myers
16 Loritlard, P,
309 Lowe, Joe
212 lLudens
*324 Manco Watch Strap
333 Manhattan Shirt
269 Marathon Oil
225 Mars
134 Marx, Louis
168 Masonite
55 Mattel
97 Maybelline
203 McKesson & Robbins
111 Mead Johnson
43 Mennen
163 Mentholatum
245 Merck
290 Midland Pharmacal
20 Miles Labs
99 Miller Brewing
143 Minnesota Mining & Mmfg.
264 Mirro Aluminum
243 Mohasco Industries
153 Monsanto
253 Morrell, John
155 Morton Sait
125 Motorola
*246 Murray-Allen Imports
147 Mutval of Omaha
327 Nalleys
292 National Assn. of Agents
26 National Biscuit
159 National Brewing
160 Nat'l, Cotton Council
24 Nat'l Dairy Products
*188 Nat. Fed. of Coffee Growers
Colombia
118 Nat, Grape Co-op
*335 Nat. Rural Elec. Co-op

52 (BROADCAST ADVERTISING)

4,666,600

181,200
1,535,000
1,027,700

11,294,600
3,011,400
147,900

3,700
15,650,100

15.747.500
17,734.500

15,203,000
2,413,000
1,243,800

3,200
240,000
1,078,500

1,031,800
1,491,400
3,300
1,194,400
50,900
126,000
11,098,800
988,800
985,800
11,599,900

559,800
1,767,400
30,000

$34 million for two shows

NBC-TV last week said sales
this year for the Today and To-
night shows should come to more
than $34 million, a record high
for those programs.

Mike Weinblatt, NBC-TV di-
rector of participating sales, said
billings in 1965 for Today should
reach nearly $13 million, or about
15% above the 1964 total; over
$19 million for “the Tonight
show starring Johnny Carson,” or
$2 million more than the record
sales posted for that show last
year. The Saturday night To-
night show now added to NBC-
TV’s schedule will bring more
than $2.3 million in billing this
year, Mr, Weinblatt said.

Rank

261 Nat. Scranton for Pres. Comm. 186,000
189 Nat. Union Elec. 550,300
162 Nationwide Mutual 958,900
32 Nestie 8,269,600
96 North American Philips 2,552,900
48 Norwich Pharmacal 5,594,600
53 Noxzema Chemical 5,351,600
138 Ocean Spray Cranberries 1,308,200
144 0Olin Mathieson Chem. 1,213,900

326 Qutboard Marine 51,500

205 Pabst Brewing 447,900
308 Parker Bros. 96,000
183 Parker Pen 590,600
317 Pearl Brewing 69,600

78 Pepsi Cola 3,672,600
244 Peter Paul 239,700

344 Pfaff International 19,000
91 Pfizer, Chas. 2,939,800
94 Phil. & Reading 2,634,100
8 Philip Morris 27,718,400
29 Pillsbury 10877 1000
227 Pittsburg Plate Glass 297, 400
107 Plough 2,147,300
74 Polaroid 3,841 300
215 Polk Miller Prod. 371,800
299 Pres.’s Club for Johnson 110,200
1 Procter & Gamble 78,343,500
80 Prudential 3,625,500
*318 Publix Shirt 64,900
*320 Pure Food 63,600
66 Purex 4,535,000
41 Quaker Qats 6,235,900
223 Quaker State Oil 310,500
57 RCA 5,104,600
322 Rainbow Crafts 61,200
31 Ralston Purina 8,577,700
204 Rayette 468,700
198 Redder's Digest 486,500
247 Reagan-Goldwater TV Comm. 230,000
295 Reddi-Wip 120,700
232 Republican Campaign Comm. 282,200
169 Republican Nat'l Comm. 864,100
Revlon 103,000

236 Rexall Drug 258,100
64 Reynolds Metals 4,609,000
7 Reynolds, R. J., Tobacco 29,358,200
86 Richardson- Merrell 3,132,300
207 Robins, A, H. 422,100
339 Rockefeller for Pres. 25,200
262 Rubbermaid 184,200
172 Rubinstein, Helena 777.600

352 St. Regis Paper 9,600

193 Salada Foods 517,000
173 Savings & Loan Foundation 747,000
224 Sawyers 309,000

Rank

135 Schering 1,370,700
302 Schick Electric 106,500
72 Schlitz Brewing 3,918,500

217 Schmidt, C. & Sons 334,400

260 Scholl Mfg. 189,100
336 Scientists-Engineers-Physicians
For Johnson 30,000
268 Scott, 0. M, & Sons 178,700
95 Scott Paper 2,615,500
248 Scripto 226,700
73 Sears Roebuck 3,841,900
306 Shattuck, Frank G. 100,800
140 Shell 0il 1,258,800
108 Sherwin-Williams 2,113,600
119 Shulton 1,754,000
298 Shwayder Bros. 110,300
130 Simmons 1,430,100
115 Simoniz 1,831,700
85 Singer 3,160,100
283 Skil Corp. 144,000
39 Smith Kline & French Labs 6,490,500
75 Socony Mobil Qil 3,783.300
148 Sverry & Hutchinson 1,158,000
105 Soerry Rand 2,189,100
211 Staley, A, E. Mfg. 407,100
87 Standard Brands 4,516,700
196 Standard 0il (Calif.) 498,000
90 Standard 0Qil (Ind.} 2,952,100
76 Standard Oil (N. ) 3,777,700
353 Standard 0il (Ohio} ,000
45 Stanley Wamer 5,714,100
84 State Farm Ins. 3.209,700
17 Sterling Drug 16,315,500
237 Sterns Nurseries 256,000
87 Sun 0i 3,106,800
40 Sunbeam 6,375,500
210 Sunkist Growers 410,600
345 Sunray DX 0Qil 18,800
146 Sweets Co. of America 1,198 400
133 Swift 1,398,300
152 TV/Goldwater-Miller Comm. 1,103,300
229 Tappan 284,000
*288 Testor 135.800
47 Texaco 5,621,100
182 Texize Chemicals 591,600
88 Textron 3,055,100
126 Travelers Ins. 1,449,000
*202 True Temper 474,800
*289 Underwood, William 135,400
60 Union Carbide 4,791.800
323 Union Central Life Ins. 60,000
277 United Air Lines 155,200
122 United Biscuit Co. 1,582,500
158 United Fruit 1,000,000
139 U. S. Borax & Chem. 1,290,000
170 U. S. Plywood 842,000
100 U. S. Rubber 2,389,800
164 U. S. Steel 945,000
98 U. S. Time 2,526,600
355 United Vintners 2,8
151 Upjohn 1,125,400
150 Volkswagenwerk, A. G. 1,130,200

346 Vols./Johnson, Humphrey- Kennedy 16,800

58 Wallace and Tiernan 073 800
294 Wander 122.900
28 Warner-Lambert Pharma. 10,961,100
*285 Washington Post 142,000
228 Waterman, L. E., Pen 285,100
338 Western Union 26,100
42 Westinghouse 5,852,900
305 White Motor 102,600
257 Wiedemann, Geo., Brewing 193,600
*281 Wilkinson Sword’ 146,000
23 Williams, J. B. 11,859,400
234 Wilson & Co. 260,600
*340 Winegard Co. 24,700
197 Wolverine Shoe & Tann'g 490,400

276 Women Voters for Goldwater
& Miller 167,200

273 Women's Apparel Ind. Comm.
For Johnson 170,800
171 Wrigley, William, Jr. 831,500
319 Wurlitzer 64,700
83 Xerox 3,390,800
238 Young, W. F. 255,600
145 Zenith Radio 1,206,000

*New to Network Television.
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If it's newsworthy

JOSEPH McCAFFREY
will comment on it

\sfvEgl;:;'s_rAiﬁ AND Joseph McCaffrey is one of the most widely-quoted, highly re-

WASHINGTON, D.C., TOO spected political reporters working the Hill. He is quoted fre-
quently in ‘‘The Congressional Record,’’ the official report on the
proceedings of the U.S. Congress. On his 20th anniversary in
broadcasting, Congressional leaders of both parties took time
out to pay tribute to McCaffrey's outstanding contribution to
the news media.

A key member of our 25-man staff of news and public affairs
specialists. McCaffrey helps make WMAL-Radio and WMAL-TV
the news authority in the Nation's capital.

- 5

News Authority in the Nation’s Capital

@wmal radio and television®

Daren F. McGavren Co. Harrington, Righter & Parsons, Inc.
Evening Star Broadcasting Company, Washington, D. C,
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Kemper must pay for cancellation

AB-PT wins court case that followed advertiser's

quitting ABC-TV because of documentary with Hiss

American Broadcasting - Paramount
Theaters Inc. was awarded a judgment
of $265,047 plus interest last week in
a breach of contract suit against the
Kemper Insurance Group, Chicago.

AB-PT filed suit against Kemper in
early 1963 after Kemper canceled a
sponsorship contract for a news pro-
gram on the network. Kemper’s can-
cellation followed the appearance of
convicted perjurer Alger Hiss on a spe-
cial documentary on ABC-TV. Kemper
was not a sponsor of the special, titled
The Political Obituary of Richard
Nixon, telecast on Nov. 11, 1962,

Kemper canceled its contract for the
ABC Evening Report, which still had
22 weeks to run, claiming that it had
received many protests from agents and
policyholders over the Hiss appearance
on the special.

The ruling, handed down by New
York State Supreme Court Justice
Abraham N. Geller, asserted there had
been a'breach of contract. He denied
Kemper’s defense that in discussions
with various ABC-TV officials in late
1962 there was an understanding that
the network would release the insurance
company from its obligations.

Other Suit Pends » A spokesman for
Kemper in Chicago said that Judge
Geller’s decision in the case would be
appealed. He observed that Kemper
still has an antitrust action pending
against ABC in the U, S. District Court
in New York.

This suit was filed after ABC’s ac-

tion against Kemper. It charges that
ABC violated Section 1 of the Clayton
Act. Kemper claimed that it had sought
to advertise on only 95 stations of the
ABC Evening Report, but said that the
purchase of time on these stations was
tied to Kemper’s advertising on another
35 stations. Kemper asserted that such
“tie-in arrangements” breached the anti-
trust law.

The special Nixon program, which
was narrated by Howard K. Smith,
touched off considerable controversy
and prompted criticism of ABC-TV
from both television industry, advertis-
ing and government sources (BRoOAD-
CASTING, Nov. 19, 1962).

The Schick Safety Razor Co. as well
as Kemper both notified ABC-TV they
wanted to cancel their contracts with
ABC-TV, though Schick did not press
the point.

The FCC entered the controversy
saying it had received complaints about
the telecast, protesting cancellations of
a previously scheduled Veterans Day

. feature; the appearance of Alger Hiss;

the Hiss criticism of Mr. Nixon and
the “allegedly biased and distorted na-
ture of the special program.”

Senator Thomas J. Dodd (D-Conn.)
wired the FCC asking for an investiga-
tion. The Illinois state legislature criti-
cized the network for the program, ex-
pressing “a sense of outrage over the
Alger Hiss appearance.”

Three Triangle TV stations refused
to carry the program. Roger W. Clipp,

Estimates of the dollar volume of
nonnetwork television business on
the air in 16 U. S. markets during
the week ended Feb. 26 are re-
ported below as compiled by Broad-
cast Advertisers Reports.

The estimates are based on moni-
toring, using discounted-rate formu-
las developed with the assistance of
leading advertising agencies. BAR
monitors and makes estimates for
about 15 to 20 markets a week, cov-
ering the top 75 markets in the
course of a month. These estimates
appear weekly in BROADCASTING.

In the list below, the numeral in
parentheses jmmediately following
the market name indicates the num-
ber of stations monitored. The dol-
lar figures are BAR’s estimates of all

BAR estimates for 16 markets

national spot, regional and local busi-
ness on the air in the respective mar-
kets during the week indicated.

Week ended Feb. 26:

Albany-Schenectady-Troy, N. Y. (3}—$158,171

Baltimore {(3}—$266,662

Buffalo, N, Y. (3—$286,489

Cedar Rapids-Waterloo, lowa (3}—$70,255

Detroit (4)—$614,730

Greensboro-Winston-Salem, N. C, (3)—$88,488

Greenville-Spartanburg, S. C.-Asheville, N, C.
(3)—$65,922

Houston {3)—$253,784

Kansas City, Mo. (3)—$275,940

Miami (3)—$256,441

Okiahoma City (3)—$158,401

Phoenix (4)—$121,259

Sacramento, Calif. (3—$259,312

Seattle (4)—$226,623

Spokane, Wash. (3)—$70,146

Youngstown, Ohio (3}—$45,248
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vice president, said the company con-
sidered “the program (on Mr. Nixon
and including Hiss) in bad taste, espe-
cially on Veterans Day.”

Backers for Network * ABC-TV had
its supporters. LeRoy Collins, president
of the National Association of Broad-
casters at the time, backed the net-
work and its right to carry the news
and documentaries. The Nationwide
Insurance Co., sponsor of the special
program, also stood behind the show
and made clear that it would not at-
tempt to censor in advance any of the
Smith programs.

ABC-TV supported Mr. Smith's use
of Hiss on the program. Mr. Smith’s
position was that “Hiss is news and
we're in the news business . . . the Hiss
statement was relevant to our subject.”
(Hiss figured importantly in Mr. Nixon’s
life when the latter was a member of
the House Un-American Activities
Committee. Hiss was accused as a
Communist spy. He was later tried,
convicted and jailed for perjury.)

Timebuyers dropped
in SSC&B regrouping

Sullivan, Stauffer, Colwell & Bayles
has reduced its New York staff by 25
persons ‘“‘for reasons of consolidation.”

According to an SSC&B spokesman,
the move was “not related in any way”
to the new fee compensation system
adopted this year by the agency’s Amer-
ican Tobacco account in place of the
standard, and reputedly more profitable
15% commission system previously em-
ployed (BROADCASTING, Feb. 8).

Under the standard system, American
Tobacco was estimated to have billed
approximately $15 million at SSC&B in
1964.

Among the group released by the
agency, it was reported, was veteran
timebuyer Vera Brennan who was an
associate media director.

AFA fires volley
before smoking hearing

The Senate Commerce Committee be-
gins hearings on smoking and health to-
day (March 22), but the Advertising
Federation of America started its testi-
mony last week.

In a letter to Senator Warren G.
Magnuson (D-Wash.}, committee chair-
man, AFA President Mark F. Cooper
outlined the association’s views on the
subject,

AFA, he said, opposes restrictions on
cigarette advertising primarily on two
grounds: “It is an infringement of the
advertiser’s rights under the First
Amendment to the Constitution for

BROADCASTING, March 22, 1965



still offers
~unique
NEWS
coverage

BROADCASTING, March 22, 1885

M As he had many times during his term as Governor, Franktin D.
Roosevelt talked to New Yorkers over WGY after he was nomi-
nated for President in 1932. From the time it went on the air in
1922, WGY provided unigue coverage of people and events which

made the news.

On-the-scene news coverage is still part of WGY's diversified
programming: programming which today makes WGY the favorite
of housewives, factory workers, white collar workers, farmers,
government officials, business executives, and students through-

out Northeastern New York and Western New England. 982:32

WGY — 810 MC — 50 KC

GENERAL ELECTRIC BROADCASTING CO.
Represented by Henry I. Christal

1
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On the theory that kids like a bit
of fact thrown in with fancy, United
States Rubber, New York, has a set
of three new one-minute TV com-
mercials which combine scientific
advances with fiction.

The commercials were prepared
for U. S. Rubber’s Keds, popular
canvas shoe and a TV advertiser
since 1947. A character, “Kolonel
Keds,” who has been rocketing

through the air on TV as a super-
spaceman saviour of children in dis-
tress, is featured, but with this dif-
ference:

In the past, the “Kolonel” appeared
through a matting process to fly with

rocket engine power in Buck Rogers
style. Now reality has caught up
with the comic strip and the “Kol-
onel” actually is propelled by high-
powered fuel in his Bell rocket beit
(developed by Bell Aerosystems for
the U. S. Army). A Bell pilot dem-
onstrated the flights as “Kolonel
Keds” at the World’s Fair “Wonder
World” entertainment show in New
York last year.

The commercials, prepared in 50-
second lengths with an open 10-sec-
onds for dealer tags, have begun on
various stations and will be on some
180 stations covering 150 key mar-
kets at the peak of the spring season

COMMERCIAL PREVIEW: Keds canvas shoes

campaign in May. Keds is using
highly rated children’s shows in the
campaign that runs through June.

Agency is the Fletcher Richards
Co., New York.

“Flight demonstration” shows the
Kolonel with his Bell rocket belt and
wearing Keds in take-off, in flight and
passing over a moving automobile
(the pilot can reach speeds in the
50-60 mile an hour range); “Mar-
tian” and “Landslide” lend documen-
tary style to the commercials (see
picture). In the last two commercials,
the “Kolonel” rescues youngsters.

To underline the authenticity of
man-flight and to whet the interest of
young viewers, Keds offers on the
commercials a 16-page picture book-
let giving the scientific explanation of
the rocket belt. The booklet serves
as a store traffic builder.

Though actual Bell pilots were
used in the commercials, the ground
action is provided by an actor, Bob
Harder, who also is a jet airliner pi-
lot. The commercials were produced’
on location during a week in Janu-
ary at Davie, Fla. (near Fort Lauder-
dale) by Ickey Schwarz Productions,
New York, with the advertising agen-
cy. Sy Frolick, senior vice president
in charge of radio-TV, and Steve
Roppolo, producer, both with Flet-
cher Richards, supervised produc-
tion. Most of the flying was per-
formed by Bob Corder, chief pilot,
Bell Aerosystems Co., who also has
worked with 20th Century-Fox Films
on filming Lost in Space, new one-
hour entry for CBS-TV next fall.

Congress to enact legislation abridging
freedom of speech, and . . . the due
process clause of the Constitution is
violated when legislation allows . . . a
regulatory agency to promulgate sub-
stantive rules having the force of law,
and invoking the penalties.”

The letter maintained that “the gen-
eral public has been adequately in-
formed by all informational media” of
any health risk associated with smoking
to the extent that “any words of warn-
ing in cigarette advertising would be
anticlimactic at the best and accom-
plish little.”

The association restricted its opposi-
tion to mandatory warnings in adver-
tising, stating that it did not wish to
“belittle possible health risks” or even
*“to go on record as opposing . . . some
kind of warning statement” on ciga-
rette packages. It did, however, warn
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of the ‘economic importance of tobacco
and suggest that the industry’s volun-
tary advertising code be given a chance
to prove itself.

Proposed bills on the subject general-
ly divide into two types: those calling
for warnings in all advertising and those
requiring warnings only on the pack-
age. The former have been opposed by
broadcasters because of the difficulty
of getting any kind of health warning
into 10-second or even 30-second spots.

Rep. appointments . ..

s Ktvw-Tv Tacoma-Seattle:
Television Sales, New York.

National

s WL1s Saybrook, Conn., waLe Fall
River, Mass; wLNH Laconia, N. H.;
WFAU Augusta, wrsT Caribou, wcou

Lewiston and wLOB Portland, all

Maine: Eckels & Co., Boston.

= WRcH Hartford, Conn.: McGavren-
Guild, New York.

= WrMT Louisville, Ky., and kcFI
Cedar Falls, Iowa: Mid-West Time

Sales, St. Louis, as regional representa-
tive.

Agency appointments ...

= Studebaker of Canada Ltd., Hamil-
ton, Ont., names W. B. Doner & Co.,
Detroit, as agency for Canadian adver-
tising. Doner already represents Stude-
baker in U, S.

= Kenyon & Eckhardt, San Francisco,
has been named by Weldwood Struc-
tures of San Leandro, Calif., division of
United States Plywood Corp.
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Galng pl dCGes «v TV, the Standard Radio & Television Company station

covering San Jose-Salinas-Monterey, California, joins America’s most dynamic
television stations. Allen T. Gilliland, President, announces the appointment of ,
Blair Television as exclusive national representative, effective April 1, 1965 =



Computerized data for buyers

Treyz' National Television Sales and Medmark plan

to merge rate cards and ratings for sophisticated facts

National Television Sales, New York,
and Medmark Research Data, New
York, are embarking on a project to
provide more meaningful research
through use of the computer for buyers
and sellers of spot TV.

By “marrying” the rate cards of TV
stations and available rating informa-
tion in a particular market with the
computer, Medmark intends to come up
with more sophisticated data on a reg-
ular basis. It claims it can offer informa-
tion on such factors as cost-per-thous-
and evaluations, total cume comparisons
(different homes reached by a TV com-
mercial), as-run affidavits and exact
billing.

National Television Sales is headed
by Oliver Treyz, former president of
ABC-TV. Medmark’s president is Al-
bert B. Petgen, an executive with the
American Research Bureau until last
fall.

Denver Outlet Pilot = KcTo-Tv Den-
ver, a station represented by NTS, will
be used as the pilot operation for the re-
search undertaking. It is expected that
subsequently Medmark service, called
“Total Service Plan,” will be extended
to two other NTS-represented outlets,
KTHI-TV, Fargo-Grand Forks and KcND-
Tv Pembina, both North Dakota. Other
stations will be added as they join the
NTS client list.

Medmark makes use of a 1401 IBM
computer. Into the computer is placed
such data as the advertiser contract
(listing for each station such activity
as date of sale, spots purchased, start
dates, stop dates and rates); program
and adjacency data; current station rate
data, and audience characteristic infor-
mation, obtained from American Re-
search Bureau and Nielsen, for each
quarter hour of the broadcast week.

The Output = Out of the computer
will come such information as undupli-
cated homes reached: cost-per-thousand
efficiency in terms of total homes, total
men, young men, total women, broken
down by all rate classifications; billing;
agency and station order confirmation
and sales analysis by station, agency,
account and product. Mr. Petgen noted
that some of this information is obtain-
able at present only by special studies.

Mr. Treyz said the service will enable
advertisers to make a “better buy” by
having more detailed and precise in-
formation about a market, station, time
period and program. It will be a station
management tool, indicating areas where
rates may be increased or decreased. for
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example. He suaid it will help the sales
representatives by pinpointing more am-
curately the “target andience” for an
advertiser because of the more sophis-
ticated data.

National Television Sales is the first
client of .Medmark, which will limit its
list to no more than three more station
representatives, according to Mr. Petgen.

Networks report
sales for next season

Selling at the TV networks for next
fall continued at a fast pace last week
as program schedules for next season
underwent slight adjustments.

NBC-TV reported Glenbrook Labo-
ratories division of Sterling Drug Co.,
through Dancer-Fitzgerald-Sample,
bought sponsorship in Ds. Kildare and
The Man from U.N.C.L.E.; Gillette,
through Maxon, renewed sponsorship
on the network with a buy in Tuesday
Night at the Movies; Colgate-Palmolive,
through Norman, Craig & Kummel
bought time in The Mr. and the Misses
and Dr. Kildare and alternate week
minutes in The Man from U.N.C.L.E.,
Tuesday Night Movies and weekly par-
ticipation in Saturday Night at
Movies; Speidel, through the Marschalk
Co., purchased co-sponsorship in Please
Don't Eat the Daisies; Green Giant Co.,
through Leo Burnett bought participa-

Cost per motivation?

Mutual President Robert F.
Hurleigh suggested last week that
the term, CPM, be considered as
“cost-per-motivation” rather than
cost-per-thousand. In an editorial
in Of Mutual Interest, the network
newsletter, Mr. Hurleigh points
out it is more important to reach
prospects most effectively rather
than to reach more of them most
of the time.

“Is not the buy itself meaning-
less unless the language of com-
munication is there?’ Mr. Hur-
leigh suggests. “Sales are not
reckoned by how many people
you meet but on the number you
can persuade to buy.”

the .

tion in Saturday Night at the Movies.

ABC-TV said it had written $25 mil-
lion in new season business in the last
week putting it more than a month
ahead of last year's sales pace.

Orders were from Beecham, through
Kenyon & Eckhardt, for /2 O’Clock
High, Shindig and Combat; Colgate-
Palmolive, through Ted Bates, for Amos
Burke, Secret Agent, The Addams Fam-
ily, Ben Casey, Sunday Night Movies,
Ozzie & Harriet and Combat; Johnson
& Johnson, through Young & Rubicam,
for Fariner’s Daughter; Libby, through
J. Walter Thompson, for Sunday Night
Movies; Mobil, through Ted Bates for
The Fugitive; Speidel, through the
Marschalk Co., for Peyton Place,
Warner-Lambert, through J. Walter
Thompson, for Amos Burke, Secret
Agent, Peyton Place, Shindig, Sunday
Night Movies, Combat and Addams
Family.

ABC-TV and CBS-TV » A brief
flurry of program shuffling in the tele-
vision networks’ prime-time schedules
for 1965-66 occurred last week as
ABC-TV said it put the lock on its
schedule, CBS-TV  announced one
change and NBC-TV stuck with an al-
ready firm lineup.

CBS-TV said Slattery’s People, cur-
rently slotted at 10-11 p.m. Fridays,
would continue at that period next fall.
This bumped Coronet Blue a Plautus
Productions offering, out of the net-
work’s new season lineup. Announcing
the change, Program Vice President
Michael Dann said ““we have enormous
enthusiasm for Coronet Blue and ex-
pect that it will be in our schedule in
1966.”

For a rundown of ABC-TV’s settled
lineup, see page 86.

Business briefly . ..

General Mills, Minneapolis, through
Dancer-Fitzgerald-Sample, New York,
has renewed Tennessee Tuxedo for the
third year on CBS-TV, Saturday, 9:30-
10 a.m. on a 52-week basis.

Pharmaco Inc., Kenilworth, N. I,
through Shaller-Rubin, New York, and
The Coatings and Resins Division of
Pittsburgh Plate Glass Co., Pittsburgh,
through Maxon Inc., Detroit, will par-
ticipate in CBS Radio’s Arthur Godfrey
Time for 26 weeks. Pharmaco’s twice
weekly sponsorship began March 17,
while Pittsburgh Plate will run three
commercials per week beginning March
29. Also at CBS Radio, the Petersen
Manufacturing Co.,, De Witt, Neb.,
through the Biddle Co., Bloomington,
I, has renewed participating sponsor-
ship in the 7 p.m. News.

Gillette Safety Razor Co. Boston,
through Maxon Inc., New York, will
sponsor a Spanish-language radio broad-
cast of the light-heavyweight and welter-
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“To affect the
quality of the day,
that is the highest of arts”

In his beloved Walden, Henry David Thoreau phere and medium through which we look,

wrote: “‘I know of no more encouraging fact which morally we can do. To affect the quality
than the unquestionable ability of man to of the day, that is the highest of arts.”

elevate his life by conscious endeavor. It is Quality radio and television do not just
something to be able to paint a particular pic- mirror what exists—they are active forces
ture, or to carve a statue, and so — striving for the common welfare.

to make a few objects beautiful; WG N WGN’s stations try to affect
but it is far more glorious to the quality of the day...as any

carve and paint the very atmos- Is dedicated citizen would.

CHICAGO

the mast respected call letters.in ﬁa?dcasting
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WLW STATIONS ON THE GO

THE NEW

BREED

... OF NEWSMEN




On the mark. On the move. Vibrant. Bold. This is WLW
Radio-TV News. This is Crosley. Where bright young
men equipped with enthusiasm, advanced journalism
degrees, and safety hats join experienced pro’s to form a
powerful broadcast news operation. Headlines come to
life. Liisteners/viewers are best informed. And to geteven
better, Crosley conducts seminars for the WLW Stations’
news staffs... provides summer news internships for
outstanding college journalism students. ' The emphasis
is on improvement, quality in personnel, in equipment.
That’s the story behind the big expansion in WLW Radio
and Television news departments. [] Crosley’s on the GO!

CROSLEY BROADCASTING CORPORATION, a subsidiary of Avco
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weight championship fights from New
York, March 30, to stations in Puerto
Rico, Costa Rica, Honduras, Panama,
El Salvador, Ecuador, Colombia and
Venezuela.

The following advertisers have recently
signed for participations in NBC-TV’s
new game show Call My Bluff sched-
uled to start March 29 (Monday-Friday,
12-12:30 p.m. EST): S. C. Johnson &
Son Inc., Racine, Wis., through Need-
am, Harper & Steers, Chicago; General
Foods Corp., White Plains, N. Y.,
through Young & Rubicam, New York;
Menley & James Laboratories, Phila-
delphia, through Foote, Cone & Belding,
New York, and Calgon Corp., through
Ketchum, MacLeod and Grove, both
Pittsburgh.

Investor-Owned Electric Light and
Power Co’s of America, through N, W,
Ayer, both New York, will sponsor The
World's Fair Entertainment Spectacular,
an ABC-TV special starring Sheila and
Gordon MacRae, on April 29 (10-11
p.-m. EST). Also at ABC-TV, the B. F.
Goodrich Co., Akron, Ohio, through
BBDO, New York, will sponsor “Custer
to the Little Big Horn,” the second in
the network’s Saga of Western Man
series scheduled for this season. It will
be telecast in color April 9 (7:30-8:30
p.m. EST).

The John Deere Co., Moline, IIL,
through Gotham-Valdimir, New York,
will sponsor a series of 39 weekly half-
hour programs on local crop and farm
conditions to stations in Nicaragua, EI
Salvador, Costa Rica and Guatemala.
Programs will be transmitted in Spanish
by Radio New York Worldwide.

The Mennen Co., Morristown, N. J.,
through Grey Advertising, New York,
has signed for participations in eight
NBC-TV shows: The Man from
U.N.C.L.E., Alfred Hitchcock, Hulla-
baloo, The Virginian, Daniel Boone,
Wednesday and Saturday Night at the
Movies and NBC Sports in Action.

NBC Radio sales total
$2.25 miillion in week

A total of $2.25 million in sales for
the week of March 8 was reported last
week by NBC Radio.

The sales figures represented new
contracts and renewals on the part of
11 major advertisers. NBC said the
week was the busiest in sales and in-
volved the fargest number of advertisers
in any week since 1960.

Advertisers included Pet Milk Co.,
Johnson City, Tenn., and Grove Labo-
ratories, St. Louis, both through Gard-
ner Advertising, St: Louis; Nestle Co.,
White Plains, N. Y., through Van Sant
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Dugdale, Baltimore; Florida Citrus
Cemmission, Lakeland, Fla., through
Campbell-Ewald, Detroit; The National
Observer, through Joe Gans Co., both
New York; Shulton Inc., through Wes-
ley Advertising, both New York; Re-
tail Clerks International Association,
through Robert M. Gamble Jr., Inc,
Washington; The American Express
Co., through Ogilvy, Benson & Mather,
both New York; Bryant Manufactur-
ing Co., Montcalm, Ind., through Gris-
wold-Eshleman, Cleveland. and Pepsi-
Cola Co. and American Tobacco Co.,
through BBDO, all New York.

Freberg to help SRA
to promote radio

A nationwide campaign using radio
to sell radio to key advertiser and
agency executives will be launched next
month under the
aegis of the Sta-
tion Representa-
tives Association.

Radio stations
in the top 50 mar-
kets will cooper-
ate in the project
by carrying the
commercials sup-
plied by SRA,
2 starting in April.
Mr. Baker The campaign,
titled “Who Listens to Radio?”, will use
five one-minute commercials produced
by Stan Freberg Ltd., Hollywood. The
“sell radio” effort will start in New
York the first week of April on nine
radio stations and then will spread to
other key markets.

Plans call for two commercial flights:
an eight-week one in April and May
and a five-week one at the end of the
summer. The air time is being made
available by the stations. Commercials
are on a 45 rpm record.

Acceptances have been received to
date by “a substantial number of sta-
tions,” according to Hastings W. Baker,
managing director of the SRA.

The commercials are designed to en-
tertain the general public as well as the
advertising executives who are the prime
target. Mr. Hastings believes the na-
tional campaign will “‘dramatically sell
the power of the radio medium.”

The commercials will be shown to
broadcasters in a special presentation
on Wednesday (March 24) at the Na-
tional Association of Broadcasters con-
vention in Washington.

Can’t Have Betty Grable » Most of
the commercials are in the light, breezy
style characteristic of a Freberg pro-
duction. One commercial begins with

a man who claims he watches old Betty
Grable movies on TV while driving to
work. Mr. Freberg reports: “The only
thing you can do while driving a car is
listen to the radio.” Another dwells on
a lady who reports that all 10 radios in
her home have been stolen. Her hus-
band misses news, weather and time
checks and she concludes by saying
even her car radio was stolen—and her
car with it.

Tom Harrison, president of Blair Ra-
dio, is chairman of the SRA Radio
Trade Practices Committee, which is
responsible for the undertaking. Other
committee members are: Wilmot H.
Losee, AM Radio Sales Co.; Martin
Beck, The Katz Agency; James
Alspaugh, H-R Representatives; Frank
Boyle, Robert E. Eastman Co.; Robert
A. Burke, Adam Young Inc., and Ted
Brew, Peters, Griffin, Woodward Inc.

New creative service
formed for radio-TV

The formation of Comtra Associates,
New York, to provide “creative services
to the radio, television and communica-

tions industries” was announced last _

week.

The new company represents the
merger of Faillace Productions, New
York, creators of radio-TV jingles and
music; Henkin-Faillace Productions,
New York, television commercial and
industrial film producers, and General
Broadcast Sales Ltd., Toronto, which
is the Canadian representative of the
first two companies.

Comtra’s executive officers are A. S.
Faillace Jr., president, Leonard Mac-
Kenzie, Robert Lewis and Jorden Bent-
ley, all vice presidents. The company
is located at 1270 Avenue of the Amer-
icas, New York.

New census maps

The U, §. Census Bureau has pub-
lished two-color maps relating housing
in major population centers throughout
the United States.

The maps show the ratio of home
owners to those who rent and the pro-
portion of housing establishments and
private homes constructed in the past
decade (1950-1960).

Standard metropolitan areas are noted
with circles according to the number
of housing buildings located in them.

Copies of the maps (GE-50No. 4 and
GE-50 No. 5) with instructions for
their use are available from the Super-
intendent of Documents, U. S. Govern-
ment Printing Office, Washington 20402,
at 50 cents a copy.
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How to become amillionaire:

1) Marry one. 2) Write a musical version of “Pygmalion?
3)Become a Beatle. 4) Have your book banned in Boston.
5)Play Monopoly for real. 6) Discover that your atticis
papered in old IBM shares, or...

“The Millionaire” is the blue-chip
series that was enjoyed by an
average of some 24,000,000
prime-time viewers weekly*
during its six seasons on the
CBS Television Network
...that fascinated millions
more as a daytime net-
work strip...that sold

given an unexpected $1,000,000
windfall by a benevolent billion-~
aire.Recipients are portrayed by
James Franciscus, Jim Backus,
Robert Horton, Inger Stevens,
Agnes Moorehead, Tuesday
Weld, David Janssen, Rita
Moreno, Dorothy Provine,
Hugh O’Brian and others.

the goods for such vip “The Millionaire” offers a
advertisers as Eastman golden opportunity for
Kodak, Standard Brands, local advertisers who
General Mills, Colgate- want to strike it rich.

You can bank on it!
CBS FILMS —branches

in New York, Chicago,
San Francisco, Atlanta,

Dallas.#Based on Nielsen home
estimates, ARB audience composi-
tion(subject to qualificationswhich
CBS Films will supply on request).

Palmolive, Coca-Cola.
“The Millionaire” brings
your audience fascinating
human drama, as each half
hour focuses on the adven-
tures (or misadventures!)
of someone who has been




Aerojet-General Corp.’s Sacramen-
to, Calif., plant has found that com-
mercial television is the most effec-
tive and least expensive way to reach
15,000 employes and members of
their families.

In an attempt to inspire employes
to seek perfection in their work,
producing rocket engines for manned
space flights and military weap-
ons, Aerojet-General decided to pro-
mote the idea of AWARE/ZD
( Aerojet Workmanship and Reliabili-
ty Effort/Zero Defects).

It was estimated that to rent a
hall large enough for all the em-
ployes, who work in three shifts,
and their families, it would have
cost “hundreds of thousands of doi-

Aerojet-General uses TV for employe relations

lars,” according to John Ickes, pub-
lic relations director of the Sacra-
mento plant. They found that the
most economical way to talk to this
number of people was to buy time
on a local TV station.

Aerojet-General, a division of
General Tire & Rubber Co., bought
one-half hour of prime-time on
KCRA-TV Sacramento (7-7:30 p.m.,
Sunday, Feb. 29), and presented a
color film demonstrating the im-
portance of doing a good job and
doing it right the first time.

The response, according to Mr.
Ickes, was excellent. He reported
that about 95% of the employes
watched the program and that many
of them commented favorably on it.

USDA denies being
against advertising

Does the Department of Agriculture
have an anti-advertising bias? Yes, say
some who've beén following a case in-
volving a coupon promotion by one of
the nation’s largest meat packers, Not
so, says a department official.

It all started when Dr. Gerald Engel-
man, deputy director of the Packers &
Stockyards Division, was being cross-
examined in a hearing on a complaint
issued by that division against Armour
& Co. The complaint was issued in
1962 and charged that Armour in 1959
had cut the price of thick-sliced bacon
below unit cost of production in a
promotion which offered a 50-cent re-
fund to every customer buying its two-
pound package. This is unfair com-
petition, the Department of Agriculture
claimed, because it caused the loss of
sales to local packers. Under the Pack-
ers & Stockyard Act, the Agriculture
Department is required to police sell-
ing practices.

Dr. Engelman was asked by the at-
torney for Armour:

“Doctor, if they ran an extensive
and expensive radio program or other
form of advertising other than this
type of promotion and it had precisely
the same adverse effect on local pack-
ers’ sales, would you object to that
too?”

Dr. Engelman answered:

“Yes sir. I would say the general
state of competition was not served by
that promotion program.” He added
that he would be opposed to any adver-
tising campaign “resulting in a loss of
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this magnitude.”

Armour attorneys told the agricul-
ture department hearing examiner that
“This action [the complaint] constitutes
an unprecedented and unwarranted at-
tempt by the U. S. Department of
Agriculture to control advertising and
marketing by regulating and limiting
the use of advertising funds.”

Clarence Girard, deputy administra-
tor of the Consumer Marketing Service,
of which the Packers & Stockyards
Division is a part, denied that there
was any bias against advertising in the
department.

“No one here believes that advertis-
ing results in restraint of competition,’”
he said last week. “The department
itself supports advertising by permitting
various groups in milk, livestock and
meat and in wool to deduct certain
amounts from their payments to dairy-
men and cattle and sheep raisers for
promotional use.

“Much of the present prosperity and
affluence of tbe U. 8. today is due to
advertising. Everyone knows that and
acknowledges it. Advertising is good
for the economy; it keeps the economy
in high gear.”

As to Dr. Engelman’s remarks, Mr.
Girard said he felt the quotation was
taken out of context (he declared that
there were a lot of assumptions that
Dr. Engelman had to accept from the
Armour lawyers before replying to their
questions).

Smaller agencies organize

Contending that mergers of agencies
today tend to stifle individual capacity
for creativity, Richard X. G. Irwin,
executive vice president, Rosenbloom-

Elias, Chicago, has announced forma-
tion of a new association to promote
welfare of firms in the under-$10 mil-
lion billings class. The group is called
the Organization of Medium Sized
Agencies.

Commercials in
production ...

Listings include new commercials be-
ing made for national or large regional
radio and television campaigns. Ap-
pearing in sequence are names of adver-
tiser, product, number, length and type
of commercials, production manager,
agency with its account executive and
production manager. Approximate cost
is shown when a figure is provided by
producer.

John LoBuono Associates, 4565 DeTonty Avenue,
St. Louis 63110. .

Falls City Brewing Co., Louisville {beer); eight
60's for radio, musical. John LoBuono and
Beasley Smith, production managers. Agency:
Winfield Advertising, St. Louis. Robert Scott.
account executive. Barbara Block, agency pro-
ducer.

Keystone Laboratories Inc., Memphis (Bleach
and Glow Cream); three 60's for radio, dramatic.
John LoBuono and Charles Hefti, production
managers. Agency: Ridgway Advertising, St.
Louis. Rod Hanchett, account executive. Norman
Dain, agency producer.

Lindell Trust Co., St. Louis {personal loansk
three 60's for radio, dramatic. John LoBuono and
Charles Hefti, production managers. Agency:
Ridgway Advertising, St. Louis. Norman Dain,
agency producer.

Clef 10 Productions inc., 421 West 54th Street,
New York 10019,

United States Tobacco Co., New York {Hoo-
tenanny candy bar); one 60 for radio, jingle.
Charles Barclay, production manager. Agency:
West, Weir & Bartel, New York. Carl Rigrod,
agency producer.

North Carolina National Bank, Charlotte (serv-
ices); one 10 for TV, live on tape. Jim Rogers,
production manager. Norman Prevatte, director.
Agency: Cargill, Wilson & Acree, Charlotte,

Mid America Videotape Productions, a Division
of WEN Inc., 2501 West Bradley Place, Chicago.

Kurly Kat Co,, Chicaﬁo (Food Fresh); one 60
for TV, on tape. Dale Juhlin, director. Agency:
Stern, Walters & Simmons, Chicago, Charles
Temkin, agency producer.

Reuben H. Donnelly Corp., Chicago (Yellow
Pages); ten 60's, 20's and 10's for TV on tape.
Dale Juhlin, director. Agency: Earle Ludgin &
Co., Chicago. Don Hockstein, agency producer.

“Chicago Tribune,” Chicage (circulation); one
20, one 10 for TV on tape. Dale Juhlin, director.
Agency: Foote, Cone & Beiding, Chicago. Dennis
Aller, agency producer.

Commonwealth Edison Co., Chicago (electric
ranges); two 10's, two 20's for TV, on tape. Dale
Juhlin, director. Agency: Leo Burnett, Chicago,
Frank Spinozzi, agency producer.

Sears Roebuck & Co., Chicago (washers, dry-
ers, tires, carpeting); six 60's for TV on tape,
color. Dale Juhlin, director. Agency: Reach,
McClinton & Co., Chicago. Jack Flatley, agency
producer.

Chrysler Corp., Detroit (Dodge cars); four 10's
for TV, on tape. Dale Juhlin, director. Agency:
BBDO, Chicago. Mal Edmonds, agency producer,
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How to win the nation’s top award for TV editorializing

Don’t just come out fearlessly in favor of motherhood
and canoe safety. Take firm stands on controversial
issues: taxes, legislation, community affairs.

You may get some letters telling you to eat waorms.
We do.

But you may also get lots of letters praising your edito-
rials and asking for printed copies. We do. In fact, we
sent out nearly a hundred thousand such copies this
past year alone.

Best of all, you may winthe Radio and Television News
Directors Association’s annual award for editorializing.

We did. Two straight years. Last year for radio. This year
for television.

One more thing. Once you have won these coveted
awards, don’t ease.up-on your editorializing. Keep right
on calling ‘'em like you see ‘'em.

We are.

the WFBIM M
TATIONIS |LIFE

INDIANAPOLIS « REPRESENTED BY THE KATZ AGENCY LOTORCAST
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Chrysler leads spot radio list

Spent over $10 million in first nine months

of 1964; spot radio’s top 10 invested over

$58 million in the medium in the same period

Chrysler Corp. was spot radio’s big-
gest customer in the first nine months
of 1964, investing $10,395,000 in spot
during that period.

General Motors was second with $8.4
million and Ford Motor was third with
$7.9 million, followed by Reynolds To-
bacco with $7.7 million and American
Tobacco with $5.9 million.

These figures came from Radio Ad-
vertising Bureau estimates, being re-
leased today (March 22), of spot radio
expenditures of the top 10 spot users
in the first nine months of last year and
of the top 75 in the third quarter.

The top 10 in the nine-month period
spent almost $58.5 million in spot ra-
dio. The top 75 in the third quarter
invested almost $44.7 million during
that three-month period.

Miles David, administrative vice pres-
ident of RAB, said full-year figures for
spot and network radio spending, re-
spectively, would be released shortly.

He noted that the RAB estimates,
started about a year ago and thus bring-
ing radio into the ranks of measured
media, have thus far produced three
1964 quarterly reports for spot radio
and three for network.

When RAB started this series of re-
ports, he said, “we were depending on
the cooperation of something like 600
individual sources. Now, thanks to the
overwhelming support we have received
from every source, it is safe to say that
our attempt to put radio in the ranks
of the measured media has turned the
corner and the success of this important
project for radio is certain.

“Getting radio on record with the
expenditures of its advertisers has been
a major goal of RAB for almost two
years. We regard this project as a ma-
jor factor in adding new advertisers and
expanding the budget of those already
in the medium. Without this frame of
reference, radio has been handicapped
in mapping out sales strategy.”

Mr. David noted that the lists demon-
strate rtadio’s adaptability in selling
“everything from autos to airlines, from
men’s clothing to diary products.” But
it is also evident, he said, that “radio
must continue to increase the sales
pressure on major package-goods ad-
vertisers” and on food advertisers.

“Radio reaches America’s housewives
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an average of almost three hours daily,”
he said. “While many female-oriented
advertisers are turning to the medium,
a number are still missing an opportu-
nity by not exploiting the tremendous
female audience available to them
through radio.”

RAB'’s estimates are compiled by an
independent accounting firm from con-
fidential information supplied by lead-
ing station representation organizations
and many individual stations. The fig-
ures are in gross-dollar terms, compar-
able to those released for print media.

Estimates for the top 10 spot spend-
ers in the first nine months of 1964 are
as follows:

Estimated

Rank Company Expenditures
1 Chrysler Corp. $10,395,000
2 General Motors 8.407.000
3 Ford Motor 7,952,000
4 R. J. Reynolds Tobacco 7,706,000
5 American Tobacco 5,910,000
6 AnheuserBusch 4,630,000
7 Coca-Cofa Co. (bottiers) 4,235,000
8 AT&T 3,300,000
9 American Oil 3,236,000
10 P. Lorillard 2,709,000
TOTAL TOP 10 $58,480,000

The top 75 for the third quarter of
1964, with RAB’s estimates of spot
radio expenditures by each in that
quarter:

Auto info source: TV

NBC Research last week cir-
culated a result of an R. H. Brus-
kin Associates study that shows
the majotity of consumers re-
ceive most information about
new automobiles from TV. Tele-
vision was mentioned by 56% as
their source; magazines by 14%,
newspapers 12% and radio 5%.
Lower percentages were reported
for visits to showrooms, from
relatives and friends and from
various other sources. The Brus-
kin research firm conducted the
study in late November 1964 just
after the 1965 model cars were
introduced.

I

Estimated
Rank Company Expenditure
1 Chrysler Corp. $ 4,284,000
2 R. J. Reynolds Tobacco 3,714,000
3 General Motors 3,137,000
4 Anheuser-Busch 2,000,000
5 American Tobacco 1,969,000
6 Coca-Cola {Bottlers) 1,645,000
7 Ford Motor 1,450,000
8 Royal Crown Cola (Bottlers) 1,400,000
9  American Oit 1,164,000
10 AT&T 1,100,000
11 Pepsi-Cola (Bottlers) 949,000
12 P. Lorillard 920,000
13 P. Ballantine 893,000
14 Carling Brewing 812,000
15 Falstaff Brewing 755,000
16 Seven-Up 680,000
17 F&M Schaefer Brewing 654,000
18 Nat'l Dairy Prod. (Kraft Foods) 612,000
19 American Home Products 600,000
20 Int'l Minerals & Chem. (Ac'cent) 536,000
21 Jos. Schiitz Brewing 501,000
22 Household Finance 488,000
23 Humble Qil 469,000
24 Beneficial Finance 463,000
25 Liebmann Breweries 456,000
26 Firestone Tire & Rubber 453,000
27 Wm. Wrigley Jr. 451,000
28 Trans World Airlines 431,000
29 Colgate-Palmolive 420,000
30 American Airlines 409,000
31 United Air Lines 403,000
32 Pabst Brewing 398,000
33 Eversharp Inc. (Schick Div.) 392,000
33 Pan-American World Airways 392,000
35 Delta Air Lines 390,000
36 American Express 374,000
36 Liggett & Meyers Tobacco 374,000
38 Northwest Orient Airlines 350,000
39 Shulton 312,000
40 Robert Hall Clothes 296,000
40 . Mead Johnson & Co. 296,000
40 Standard Brands 296,000
43 General Cigar 293,000
44 Equitable Life Assurance 290,000
45 Studebaker (Chem. Compd's Div) 272,000
46 Amour & Co. 245,000
46 Quaker State Oil 245,000
48 American Motors 241,000
49 Midas Co. 240,000
50 Procter & Gamble
{Folger Coffee Div.) 238,000
51 California Packing 232,000
52 Bristol-Myers 231,000
53 Texaco 230,000
54 International Nickel 212,000
54 Piel Bros. 212,000
54 Plough 212,000
57 Corn Products (Best Foods Div) 208,000
58 Wm. Underwood 204,000
59 Continental Baking 201,000
60 Hills Bros. 195,000
61 Prince Macaroni 193,000
62 Sheaffer Pen 178,000
63 Pure 0il 172,000
64 Purex (Campana-Cuticura Div) 171,000
65 Swift & Co. 168,000
66 Union Oil 166,000
67 National Biscuit 163,000
68 Canada Dry 152.000
68 Sterling Drug 157 000
70 Wworld Tomorrow 150,000
71 Olympic Brewing 149,000
72 Mars Inc. 147,000
73 H. ). Heinz 145,000
74 Stroh Brewing * 142,000
75 Smith, Kline & French Labs.
(Menley & James Div.) 141,000
Top 75 Total $44,678,000
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TELEVISION STATION WFTV OF
ORLANDO, FLORIDA, IS PLEASED
TO ANNOUNCE ITS SELECTION TO
RECEIVE A 1964 STATION AWARD
FROM THE

Alfred 1. duPont

AWARDTS FOUNDATION

WITH THIS CITATION: ... STATION
WFTV’'S DILIGENT PURSUIT OF THE
COMMON GOOD, COUPLED WITH
ITS WILLINGNESS TO TAKE UNPOP-
ULAR STANDS WHEN CONSCIENCE
DEMANDED, EPITOMIZE IN CON-
CRETE FORM THE HIGHEST IDEALS
OF AMERICAN BROADCASTING.”

2

to be
presented in
ASHINGTON, N
arch 29,18

Television Station WFTV Previous Awards: U.S. Conference of Mayors and Broadcast Pioneers Award, 1963
Thomas Alva Edison Foundation Award, 1962 — National Radio Free Europe Awards, 1962 & 1963
Florida School Bell Awar;l, 1963.
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It's war on FCC program control

Sarnoff says FCC plan to cut back network

equity in programs is ‘incredible,’ ‘outlandish’

and would destroy system that now serves public

The FCC was charged last week with
a “chronic urge to regulate” that could
“shatter the structure of network tele-
vision.” The charge was made by
Robert W. Sarnoff, chairman of the
NBC board, in a free-swinging speech
to a convention of NBC-TV affiliates.

The target of Mr. Sarnoff’s speech
was a rulemaking proposal that has
been before the FCC for two months
(BROADCASTING, Jan. 25, et seq), but
never officially announced. The speech
was made last Thursday, a day before
the commission was scheduled to con-
sider the action again (see box, page
75). What the FCC has been studying
is a staff proposal that called for a rule
prohibiting the television networks from
sharing in the ownership or profits of
more than half the entertainment pro-
grams in their evening schedules and
from engaging in any domestic syndi-
cation or the foreign distribution of
programs they did not themselves pro-
duce.

Mr. Sarnoff was the first high execu-
tive of a network to take a public
stand against the rulemaking, although
others at NBC and ABC-TV and CBS-
TV are known to have lodged protests
privately with the FCC. Following, with
slight condensation, is the text of his
hard-hitting speech opposing the rule
that the FCC has been considering:

HE champions of broadcast regula-
tion appear constantly to discover
new worlds to conquer, with or without
legal sanction and often in the absence
of demonstrated public need. This
chronic urge to regulate has now pro-
pelled the FCC deeply into broadcast-
ers’ programing and business practices,
in the form of proposed rules to regu-
late the television networks’ organiza-
tion of their program schedules.

The commission has under considera-
tion a staff recommendation that rules
be promulgated requiring, in effect, that
50% of each network's evening enter-
tainment programing be supplied and
controlled by advertisers. The proposals
contain various other restrictions. In
acquiring programs, networks would be
limited solely to the right to broadcast,
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Chairman Sarnoff

without any other rights or financial
interests, even though they had financed
production of the programs. Network
companies would also be completely
barred from domestic syndication, and
in foreign distribution they would be
confined to their own productions.

Apparently the [FCC] staff has kept
in mind that the law gives the commis-
sion no direct regulatory power over
the networks—a power it has unsuccess-
fully sought by legislation. But noting
that each of the network companies
also holds five VHF licenses, the staff
has engaged in a new game of words.
Calling networks *“television network
licensees,” it seeks to create jurisdiction
by phrase-mongering.

This assertion of jurisdiction-by-de-
vice gives rise to some sobering
thoughts. If the commission can extend
its authority into the program and
business operations of networks merely
by coining a phrase, what is to prevent
its phrasing its way into direct regula.
tion of a “newspaper-licensee,” or a
“magazine-publisher licensee” or a “pro-

ducer-license™? In the last case, as a
parallel to the presently proposed rule,
it might then direct production com-
panies that are station owners to limit
program sales to networks to 50% of
their output, with the remaining 50%
available only to other customers.

The proposal devised by the staff
constitutes a sterling example of ruling
with the authority of office, rather than
the authority of experience. For it
undertakes to repeal the fundamental
patterns that have developed to meet a
unique requirement: the organization
of a tremendously costly national pro-
gram service offered on a continuing
basis, every night of the year, which
matches the interests of enormous au-
diences and attracts the necessary ad-
vertising support. By a designed disrup-
tion of these patterns, the proposed
rules would shatter the structure of
network television which, unlike the
rules, was not tailored to theory or
preconceptions. This structure evolved
gradually, through the interaction of
advertisers, networks and the public,
cultivated by experience and economic
necessity.

During television’s growth, the pres-
sure of rising costs and the complexities
of programing resulted in a shift away
from the full-sponsorship pattern of
radio. Fewer and fewer television ad-
vertisers were willing to enter the pro-
gram business, or able to assume the
multi-million-dollar risks involved in the
development and production of even a
single program series. It was left to the
networks to shoulder this responsibility
and to organize the program schedules,
so that advertisers could employ their
budgets with maximum efficiency
through partial sponsorships or minute
participations.

T is hard to believe that the FCC,

once it has discovered the outlandish
results these proposals promise, would
move to adopt them. Nevertheless, let’s
look at some of the probable effects of
this incredible 50-50 rule.

First, it would undoubtedly force a
substantial reduction in network service,
There is absolutely no assurance that
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there are enough advertisers to supply
half the evening schedule. In fact, all
the evidence is to the contrary. Cur-
rently, less than 10% of the network
schedules are filled by programs sup-
plied by advertisers. Even if this per-
centage should double or triple under
the forced draft of the proposed rules,
limiting network-supplied programing to
the volume supplied by advertisers

wouwld automatically curtail the total

amount of programing available to
affiliates and the public.

Second, there would be a lessening
of the networks’ responsibility for their
total schedules. Presently, although ad-
vertising goes in and out of the sched-
ule, the program structure is maintained
by the network as a continuing service
to the audience and the affiliated sta-
tions. With advertisers controlling a
large portion of the schedule, program-
ing would stay. or go depending on the
sponsor.

It is no solace to suggest that if the
rules produced these abortions in net-

work service, they could be changed or .

waived to meet the realities of a given
season. Disrupted schedules cannot be
repaired or extemporized overnight.
But even worse, the networks would be
hard put to know how to begin organ-
izing their schedules for any season—
a task of the most intense creative
activity that requires more than a
year’s advance planning.

Of course, the proposed rules would
hand some advertisers an enormous
economic lever, and this apparently is
what the [FCC] staff intends. Networks
would be so dependent upon advertiser-
supplied programs to fill half their
schedules that advertisers could dictate
the assignment of time periods and
terms of sale. This, in turn, would
prompt rate-cutting, with resulting loss
in station compensation, and would re-
duce the networks’ financial ability to
produce their present volume of news,
informational and cultural programing.

The rules, nevertheless, would be an
albatross to many advertisers, torcing
the larger ones into the costs and risks
of the program business as a price for
using television, while penalizing in
particular the smaller ones. The latter
can now use network television flexibly
and efficiently, buying commercial par-
ticipations in a schedule offered by the
networks, gearing the amount and
duration of their advertising to their
budget and marketing requirements.
Under the rules, these opportunities
would be drastically reduced. To over-
come this handicap, smaller advertisers
would have to approach major sponsors,
soliciting opportunities in the latter’s
programs, with advertisers themselves
becoming time and program brokers.

Finally, the rules would work against
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The FCC staff proposal assailed
by NBC Board chairman Robert W.
Sarnoff last week has been a long
time in the gestation period. Tt was
originally sketched out in 1962 as a
recommendation in the report by the
commission's Network Study Staff,
headed by Ashbrook P. Bryant. That
report itself capped an inquiry start-
ed in 1959.

The proposal was first submitted to
the commission in the form of a
draft rule only two months ago
( BROADCASTING, Jan. 25). It was
trimmed down to less than half its
original 66 pages, then resubmitted
to commission scrutiny a second
time early in February.

The subject occupied the commis-
sion a third time last Monday
{March 15), when a draft of a letter
to Senator Vance Hartke (D-Ind.),
who had raised a number of ques-
tions about the proposal { BROADCAST-
ING, March 1), was under discus-
sion. The proposal was due for fur-
ther consideration at a special meet-

The showdown: long time in the making

ing Friday (March 19) (see page ¥).

Basically the proposed rule has
remained unchanged. Tt still would
limit networks to ownership or finan-
cial participation in 50% of the pro-
grams in their 6-11 p. m. schedules.
This is exclusive of news and sus-
taining programs. But it has been
modified to specify that networks
would be allowed to schedule be-
tween 6 and |1 p.m. as much as two
hours of non-news programs in
which they hold equity.

This change was made to meet
networks' objections that they would
not be able to make plans for their
half of the schedule until sponsors
and independent producers had
made commitments for the other
haif. The 50% rule is based on the
networks’ practice of programing
four hours between 6 and 11 p.m.

Another change makes clear that
the networks would retain control
over the entire schedule, that they
would be able to accept or reject
SpONsSOrs’ programs.

program diversity and against the inter-
est of special and minority groups. A
network controlling its own schedule
can provide for such programs, and
serve as a balance wheel against undue
emphasis on a few program types. Di-
viding responsibility for the schedule
between networks and advertisers would
weaken the networks’ ability to fill this
vital role.

The effect on the presentation of
news documentaries would be even
more severe in the case of a network
which, like NBC, adheres to the policy
of producing such programs itself. Since
we have no intention of abandoning the
news responsibility our policy reflects,
the proposed rules would confine docu-
mentaries to half of our schedule. Con-
sequently, there would be a substantial
reduction in the number of these pro-
grams.

premise of the proposed rules—

that advertisers in large numbers
are unsuccessfully storming the net-
works’ gates with fine programs of
special interest—is wholly contrary to
the facts. A few are interested in such
programs, and we have found places in
our schedule for acceptable programs
they have offered. But, in each net-
work’s schedule there are now programs
of this character still seeking sponsor-

ship. For example, NBC’s award-win-
ning Profiles in Courage was not devel-
oped by an advertiser. It was com-
mitted to the schedule prior to any
sponsorship, and despite its recognized
quality, it has fallen far short of attract-
ing full advertiser support. If adver-
tisers are not drawn to this type of
existing programing, what basis is there
for believing many will supply it them-
selves?

It seems to me that the proposed
rules would not only create great con-
fusion in the industry but might well
succeed in giving chaos a good name.
Someone has suggested it is the first
step in a long-term scheme to bring
back mah-jongg.

It is a too widely held misconception
that the networks now own 90% of
the programing in their schedules, and
that by occupying the field of program
ownership they have frozen out other
creative sources. The fact, of course,
is that the networks produce and own
only a tiny fraction of the entertainment
programs they present. Almost all the
programing comes from a variety of
independent production sources, the
very same sources from which adver-
tisers themselves obtain programs. In
the current season, NBC itself produces
only two series in its evening entertain-
ment schedule, while 17 independent
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production companies provide the rest.

The idea that networks lock out
meritorious programs in which they
cannot obtain financial interests or syn-
dication rights flouts the economic facts
of life of network programing. Surely
there is justification for a network to
share in the profits, if any, of a series
whose production costs it underwrites.
But no network can afford to subordi-
nate program merit to financial partici-
pation. The ramifications of a success-
ful, long-lasting program in the schedule
far outweigh any potential revenue
from subsequent use of the program.
It’s axiomatic that success must come
first—profit hopefully later.

In addition, those saluting the staff
proposals seem to have no valid expla-
nation of why network companies

should be barred from syndication,
which may be an advantage to other
competing syndicators but serves no
public purpose at all; or why the rea-
soning that justifies foreign syndication
by networks of their own productions
;does not also apply to domestic syndica-
tion of these same programs.

The proposed rules have also revived
the catchy old canard that “three men”
in New York decide what the nati~n
shall see. Anyone experienced with t'ie
complications of network program de-
velopment and scheduling knows what
a silly oversimplification that is, even
though it is true that the networks exer-
cise final control over their own sched-
ules. Actually the judgments of literally

- hundreds of creative people at networks,

independent production organizations,
talent agencies and advertising agencies
ultimately contribute to the whole pro-
graming process.

On this score, NBC’s own experience
in developing its 1965-1966 schedule is
enlightening. In preparing for the com-
ing season, our program specialists con-
sidered nearly 450 different program
ideas from various outside sources. Of
these, more than 200 were the subject
of follow-up discussion, with the crea-
tive people from the network and inde-
pendent producers working together.
Many of the ideas fell by the wayside,
but well over 100 went on to treatments
or scripts, in many cases financed by
NBC. From these, 26 of the most
promising were developed as pilot films,
with NBC putting up several million
dollars to help bring the projects along.
And from these pilots, together with
committed series, 15 new programs
were chosen for the fall schedule.

The competition for selection is in-
tense, and it is natural for a producer
to be disappointed when his program
idea, script or pilot fails to make the
grade. However, because the number
of programs that can be accommodated
is limited, not every program or produc-
tion company can find its way into the
schedule. But it is fantasy to argue that
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this competitive process, through which
network schedules are built, freezes out
independent production and reflects
only the ideas of three network chief-
tains, whoever they may be.

HE recommendations seem to stem

from an expectation that their
adoption would bring to the air pro-
grams of better quality—that is, pro-
grams the proponents prefer or, in any
event, with which they would like to be
identified.

But as a prominent American, for
whom 1 have great respect but with
whom 1 sometimes disagree, recently
said: “I see no evidence that the FCC’s
influence is likely to be a particularly
good one in the field of programing.”
On the same occasion he also pungent-
ly observed: “Those hero types who
criticize the vast wasteland of program-
ing—when the chips are down, these
guys don’t care what the public wants.

Same freedoms for all

The government’s considera-
tion of new restriztions on TV
network program ownership and
syndication wasn’t the only tar-
get shot at last week by Robert
W. Sarnoff, NBC chairman.
Existing restrictions on televi-
sion’s journalism function also at-
tracted his fire.

To the convention of NBC-TV
affiliates he deplored the “official
attitude that refuses to recognize
that broadcasting, as today’s fore-
most instrument of journalism, is
entitled to the same journalistic
freedom as other media of in-
formation.”

He called Section 315, the po-
litical broadcasting law, a “worth-
less device” and said the need for
its repeal wac proved by “the
record of outstanding {political]
coverage of 1960, when the
equal-time shackles were
loosened, and the lack of any
meaningful development of cam-
paign issues in 1964, when the
shackles were replaced.”

He said the fairness doctrine,
“another regulatory cloud still
hovering over broadcasting’s jour-
nalistic function,” draws a “gov-
ernment curtain between the pub-
lic and a free press.”

He also took aim at the *“var-
iety of laws and regulations that
prohibit television access to legis-
lative and judicial proceedings,”
and he said that. “television
should be allowed to go wherever
the public is admitted.”

4 8 -
o .

* L v 5.

5 v .
It’s what they think is good for the
public.”

i am sure _that Commissioner. Lee
Loevinger won’t mind my having quoted
him. .

I submit that there is neither the
need nor the authority for the type of
regulation proposed. It is founded on
a series of fallacies: .

The first is that the networks™ re-
sponsibility for their schedules fore-
closes diversity of program sources.
The fact is, the bulk of network pro-
graming comes from a broad variety of
independent creative sources.

The second is that with direct adver-
tiser control or influence, program qual-
ity would benefit as advertiser ‘selection
replaced network selection in the pro-
gram process. The FCC staff that au-
thored the proposed rules ‘argued to the
contrary in its report issued barely two
years ago, when it said:

“. . . The factors which go into the
judgment of advertisers and their agents

. are bottomed in an effort to attract
an audience which will consist largely
of potential customers for the product
. . .” Under advertiser influence, the
report said, “diversity remains within
prescribed limits and will not include
many program types and formats which
are not of proven appeil to the audi-
ence.”

This observation is underscored by
recent example. One of television's
largest advertisers, among the few who
bring in programs for scheduling, un-
derwrote nine pilot films for potential
series next season—all family comedies.
This is no reflection on the quality of
the programs or their place in television,
but it emphasizes advertisers’ basic
quest for programing with the broadest
audience appeal, programs of the type
the supporters of the rules criticize for
“sameness.”

The third fallacy assumes some direct
relationship between quality of pro-
graming and the number of production
organizations supplying the programs,
as if the programs for our current
schedule, selected after the most careful
winnowing process, would be improved
if they came from 25 different produc-
ers instead of 17.

Underlying this drive for regulation,
there seems to be an effort to change
network programing by operating on its
structure. Both the programing and the
structure derive from the environmental
fact that network television is a mass
medium, supported by advertisers. As
such, through a variety of entertzin-
ment forms, it strives for programing
of broad appeal to attract maximum
audiences, without excluding programs
for more specialized interests.

This is the fundamental character of
our American system of television. The
staff and perh?ps some members of the
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commission may not like the results.
They may not all enjoy the fare that
attracts the largest audiences. They may
feel the medium should cater more to
small audiences. They may have no
confidence in the tastes of the majority
and may want to see television devoted
to refining those tastes.

But these personal judgments are not
relevant. The commission was not
given the mission of reforming broad-
casting to serve the interests of the few
rather than the many.

It must be kept in mind—and indeed
impressed upon our advocates and
critics alike—that television’s great mo-
ments in emerging as the nation’s fore-
most medium of communication were
not prompted by the wielding of a
regulatory baton or the application of
abstract formulas. They came from
the unhampered initiative and honest
efforts of responsible broadcasters. The
medium has continued to develop
strongly, progressively engaging the in-
terest of more people for more of their
time. It seems fair to assume that this
is because’ of, not despite, present pro-
gram policies and practices.

Radio-TV called art
by President Johnson

Television and radio are defined as
an *“art” in President Johnson’s recom-
mended legislation to Congress which
would establish a National Foundation
on the Arts & Humanities.

The bills (HR 6050 and S 1483)
were referred to a special subcommittee
on labor in the House, and a special
subcommittee on the arts and humani-

Advertisement

Program plan opposed

Even before NBC Chairman
Robert Sarnoff made his ringing
denunciation of the FCC staff
proposal to limit network control
of nighttime television programing
(see page 74), NBC-TV affili-
ates went on record against the
FCC plan.

The affiliates took their stand
in a closed meeting last Wednes-
day (March 17) at the outset of
the NBC-TV affiliates convention.
In a resolution, they authorized
their board of delegates, headed
by A. Louis Read of wpsu-Tv
New Orleans, “to take all steps
necessary to present to the FCC
the strong opposition of the NBC
television affiliates to the adopting
of any rules which would regu-
late the activities of television
networks in the procurement of
programs for the network sched-
ule.”

ties in the Senate.

Designed to encourage and support
“national progress and scholarship in
the humanities and the arts . . .”, the
bills would establish a national founda-
tion, consisting of a National Endow-
ment for the Arts, a National Endow-
ment for the Humanities and a Federal
Council on the Arts and Humanities.
The bills provide for an initial appro-
priation of $10 million, which would be
used as grants-in-aid to individuals and
organizations in the arts and humanities,

Advertisement

GO WITH THE BEAT! GO WITH THE LOOK! GO WITH THE STARS! GO
WITH THE MUSIC! Go with the swinging new Discothéque craze and
“Hollywood A Go Go.” It has what your viewers want. it’s first run, taped
syndicated series and now being produced in Hollywood—26 one hours
for once a week programming available for immediate start. Four Star
Distribution Corp.
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limited generally to 50% of the cost
of the project.

Early in this Congress, Senator Clai-
borne Pell (D-R.I.) introduced S 315
which generally is similar to the pro-
posal submitted by President Johnson.

Cultural evolution
predicted for TV

Despite the tremendous technologi-
cal gains now underway in all areas of
life, people will probably still have the
same tastes for adventure and entertain-
ment in their TV programing in future
decades as at present, Gene Wilkey,
vice president and general manager of
KMOX-Tv St. Louis, told a dinner meet-
ing of the American Women in Radio
and Television there last week.

Under a system based on free com-
petitive enterprise, though, he noted,
“there will continue to be a slow power-
ful upgrading of the cultural content
of TV programs. This process is going
on right now,”

As the years go by, Mr. Wilkey pre-
dicted, there will be more chamber mu-
sic, more Shakespeare and “more edu-
cational material shuffled into the pro-
gram deck from the top and more
trivia and harmless nonsense taken out
at the bottom.”

But, he added, “this is a process of
cultural evolution, not revolution.”

‘Peanuts’ may be made
into a television show

Lee Mendelson Film Productions,
San Francisco, has announced acquisi-
tion of exciusive rights to produce
“Peanuts” motion pictures. Negotia-
tions for either a Christmas special on
a TV network and/or worldwide theat-
rical release are currently being con-
ducted by Mendelson’s representatives,
Ashley Famous Agency.

Charles Schulz, author-creator of the
“Peanuts” comic strip, and Lee Mendel-
son will write the screenplay.

Triangle in D.C. special

A special “preview” for advertising
executives only will be held tonight
(March 22) by Triangle Stations at the
NAB convention. Clyde R. Spitzner,
Triangle sales chief, said last week that
advertising people would see the com-
pany’s all-color syndication lineup of
new programing, including Zoos of
The World, The Longest Tunnel, The
Wonder of Birds and Paul Whiteman’s
Pop Goes to College. The showing will
be at Triangle’s British Pub in Suite B-
420, Sheraton-Park hotel.
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TV’s effect
on youth

UNESCO report on 165
studies finds medium

innocent of most charges

Television is found not guilty of most
of the popular charges leveled against
its effects on children and teen-agers
in a report published last week by the
United Nations Educational, Scientific
and Cultural Organization (UNESCO).

The report, The Effects of Television
on Children and Adolescents, is a bibli-
ography briefly describing the results of
some 165 research projects conducted
on various phases of the subject in
countries throughout the world.

A preceding “brief overview™ of what
the research says describes itself as
“merely a suggestive account and in no
sense a complete summary of the re-
search.” But it leaves no doubt that TV
critics are on flimsy grounds when they
blame TV for such offenses as distort-
ing young personalities, ruining their
school work and contributing to delin-
quency.

Some samples:

= “Most students of television effects
on children are unwilling to say that
identification or incidental learning from
television plays any large part in
causing delinquency or crime . . . at
most, television can be merely a con-
tributory cause, and is likely to affect
only the child who is already malad-
justed and delinquency-prone. . . . Tele-
vision by itself cannot make a normal,
well-adjusted child into a delinquent.
This is the unanimous conclusion of
research and clinical investigation.”

= “The response to any television will
be influenced to some extent by the
group relationships of the respondent.
In other words, any of the child’s com-
plex behavior is likely to have a com-
plex cause, and it is extremely hard to
decide what part any single television
program played in causing it. . . . What
the child brings to television is as im-
portant as what television brings to the
child.”

= “About one thing the research
leaves us in no doubt whatsoever: When
children have television available, they
make a phenomenal amount of use of
it. Estimates from a number of coun-
tries indicate that the average child of
elementary school and high school age
(6 to 16) devotes to television from
I2 to 24 hours a week. . . . The larger
of these figures [represents an annual
total] not far different from the amount
of time an average child spends in
school during these same years, taking

The National Association for Bet-
ter Radio and Television (NAF-
BRAT) has issued Television for
the Family, a T6-page booklet pre-
pared as a guide for family view-
ing. Designed primarily for use by
parents and teachers in supervising
the televiewing of their young
charges, the book devotes 58 pages
to an evaluation of 344 programs
currently on view, listed alphabetic-
ally by title. A list of 123 programs
recommended for family and/or
children and another list of 142 pro-
grams found objectionable for chil-
dren are appended.

The program evaluations range
from “highly objectionable” to “high-
ly recommended” and it may come
as a surprise to those who think of
NAFBRAT solely as a “protest”
group that 34 programs, 10% of
the total, are “highly recommended.”
Most of them are in the documen-
tary category but the list also in-
cludes some pure entertainment
series like The Danny Kaye Show.
Some 20 programs are listed as
“highly objectionable” (four for chil-

Not all TV is bad, NAFBRAT discovers

dren only). Others are labeled flatly
“objectionable.”

The evaluation committee, com-
posed of a librarian, a psychiatrist,
a psychiatric social worker, an ele-
mentary public school principal, a
doctor of medicine, a research jour-
nalist and three former teachers,
comments that “part of television is
a wasteland, part of it is worse than
a wasteland . , . but a significant
part of television is good and some
of it is fine . . . In its best moments,
television is the strength, intelligence
and compassion of millions united
simultaneously in emotional experi-
ences while viewing great entertain-
ment or greaf events. At its worst,
television is a hawker of deceptively
advertised merchandise, an exploiter
of the innocence of 30 million Amer-
ican children and a purveyor of the
brutish elements of sex and the
sadistic elements of violence.”

Copies of Television for the Family
are available at $1 each from
NAFBRAT, 373 N. Western Ave.,
Los Angeles, Calif. 90004.

82 (PROGRAMINE}

into account vacations and holidays.”

= “Does home television cause a stu-
dent to do better work in school? This
is a hard question to answer. There is
little objective evidence that television
helps children’s school performance. On
the other hand, there is not much evi-
dence that children’s grades are poorer
when television is available to them.”

= “A child’s home and group rela-
tionships are likely to have much to do
with the influence, if any, he derives
from television violence. On the whole,
the weight of the evidence is behind
{the] conclusion that ‘the heavy dosage
of violence in the mass media,” although
not a major determinant of crime or
delinquency, ‘heightens the probability
that someone in the audience will be-
have aggressively in a later situation.