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Check Adam Young
for the full story
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IF RESULTS ARE A MUST, SO ARE THE STAR STATIONS
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the success of your campaign




Now what manner of man

is this, ye say?
"Tis our lovable Irish Tom,
itis!...

When one of the big network stars complains
about how tough it is to turn out a weekly
television show, we can’t help but smile a little
and think about Tom Duggan.

For 3 years now, Duggan has talked and kidded
and charmed his way through 105 minutes
every weekday night, and 75 more on Saturday.
All live. Sundays we let him off.

He can’t sing, can’t dance, isn’t much of a comic;
but he’s the kind of guy that's easy to take late

at night, and his show is fun to watch. Once in
awhile he even blows off a little steam when he
thinks somebody’s getting stepped on.

Maybe it’s the way he handles guests. Maybe it’s
his handsome puss, or that Kilarney gift of gab.
Or maybe it’s the crazy commercials. All we know
is that this warm, screwball Irishman attracts
more people and more sponsors and sells more
products than anyone ever imagined.

Los Angeles’ most powerful
television station




The best things in life...

Educational horizons.in
Houston are broad and unlimited,
encompassing a splendld system © °
of elementary, business and technical
schools as well as such renownéd
institutions as the University of
Houston,; Rice Institute,
University of St. Thomas and
Texas Southern University.

The scholastically famed, completely
endowed Rice Institute ranks
among ihe nations leaders

in scientific research.
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- CLOSED CIRCUIT..

Vigilance at Greenbrier ® While crisis
developed in Television Code Review
Board’s decision to discipline stations
carrying hemorrhoid remedy commer-
cials (story page 31), subcommittee of
board was screening score of other per-
sonal-product commercials that had
been questioned. It could not be learned
whether any was found offensive, but
at least some were enthusiastically ap-
proved for their good taste. Subcom-
mittee consisted of E. K. Hartenbower,
KCMO-TV Kansas City, subcommittee
chairman; Gaines Kelley, WFMY-TV
Greensboro, N.C., and Donald H. Mc-
Gannon, Westinghouse Broadcasting
Co., code board chairman. They met
at Greenbrier last Friday during Ameri-
can Assn. of Advertising Agencies con-
vention.

New type song-plugging ® Here's
newest gimmick advertisers and agen-
cies are using to get more mileage out
of radio commercials at no extra media
cost: After singing commercial is com-
posed, instrumental version is recorded,
with top-flight arrangement and pro-
duction. Trick 1s to get stations which
are carrying singing jingle to play in-
strumental version free as regular musi-
cal number on record shows.

Wrigley gum and Schlitz started trend
by adapting instrumentals from singing
commercials. New twist is being used
by Corn-Chex and unidentified appli-
ance. Both are asking stations to play
instrumental versions of commercials
before commercials themselves go on
air. Purpose is to sneak commercials
over on listeners who have been con-
ditioned to think of the music as just
another popular tune.

Option time ® All-out network opposi-
tion, buttressed strongly by many affi-
liates, to FCC proposal to reduce option
time to 2% hours per segment and
eliminate ‘*‘straddle” programs (story
page 65) already is in making. But one
network—ABC-TV—would not object
to elimination of option time altogether
if FCC provided minimum of four rea-
sonably comparable stations in first 100
markets.

Resistance forces ® Assn. of Maximum
Service Telecasters lost no time in
marshaling forces in opposition to
breakdown of existing mileage separa-
tions in tv allocations as proposed in
FCC’s report to Senate Committee last
week (story page 68). MST’s board of
directors, at call of President Jack Har-
ris, KPRC-TV Houston, met in Wash-

ington last weekend (Saturday and
Sunday). Even before FCC report had
been released, however, MST’s execu-
tive director, Lester W. Lindow, was at
work contacting membership in antici-
pation of short separation proposal.

Networks also were on qui vive on
long-expected report. Shorter separa-
tion could affect not only coverage of
their affiliated stations but also their
owned and operated outlets. While FCC
to date hasn't mentioned markets it re-
gards as critical and in need of addi-
tional vhi stations, this random list was
mentioned as among foremost: Bir-
mingham, Providence, Rochester, Syra-
cuse, Jacksonville, Charlotte, Raleigh-
Durham, Shreveport, Louisville, Grand
Rapids-Kalamazoo. These were men-
tioned aside from such areas as Greens-
boro-Winston-Salem; Tampa-St. Peters-
burg; New Orleans and Quad Clities, in
which contests for additional v's are
underway.

Uhf in Britain ® Approaching its tv
allocations problems precisely in re-
verse of U.S., Great Britain is explor-
ing prospects of eventual move of its tv
operations to uhf, according to advices
given authorities here. With geographi-
cally compact area and only compara-
tive handful of stations to be accom-
modated, British engineers tentatively
have concluded that uhf would provide
higher quality service than its present
allocations in vhf which fall below our
ch. 2 allocations. British problem is
simple, however, since government con-
trols all technical services (both BBC
and ITA) and simply leases program-
ming to contractors for ITA -operations.

Tv spot strong ® Heavy advance sales
of tv networks’ fall season seems to be
blessing for national spot business. Un-
certainty of year ago in making net-
work commitments held up spot plans
as well because advertisers plan overall
media budgets coincidentally. Station
representatives already report brisk
selling with spot advertiser decision-
making on advanced spot orders.

Local radio strong ® Word has filtered
back to Radio Advertising Bureau from
its executives on road in first-week
swing of sales clinics that strong local
radio business is making up for any
softness in national activity. RAB offi-
cials already have been in Dallas, Mem-
phis, Tulsa, New Orleans, Des Moines,
Minneapolis and Kansas City.

Losses cut ® Report of financial prog-
ress of ABC Radio has been submitted

to board of parent AB-PT. Where net-
work year ago was losing money at
rate of $4.5 million per year, board
members were told, it’s now losing at
rate of less than $2 million—most if
not all of which can be charged up to
“allocated costs” (radio network’s share
of cost of operating news, engineering
and other service departments of ABC).
Rate of improvement said to be greater
than that of any other AB-PT division.

Space show ® AVCO Mfg. Corp., New
York, is understood to have budgeted
about $250,000 for sponsorship of -one-
time, one-hour special on NBC-TV
May 24. Telecast, which will be pro-
duced live by Robert Saudek Assoc.,
New York, will originate from Wil-
mington, Mass., and will spotlight dedi-
cation ceremonies there of AVCO’s new
$50 million space research center. Pro-
gram said to be dramatic in nature and
dealing with space research -theme.
Saudek Assoc. has produced several

- space research programs for Omnibus.

Border incident ® U. S. broadcasters
along Mexican border have unusual .
complaint against Conelrad test April
17, which blacked out half-hour of
prime daytime. In one market — San
Diego, which is opposite Tijuana, Mexi-
co—broadcasters say they were forced
to turn over their market to half-dozen
Mexican border stations which ignored
Conelrad tests. But even more serious,
they contend, is that if real McCoy had
happened, those important border cities
would have been sitting ducks for
homing enemy.

San Diego stations have been in run-
ning battle with Mexican broadcasters
for several years. Indications last week
were that one or more of them might
formally complain to FCC and pos-
sibly OCDM on Conelrad incident.

Question of authority ® Notwith-
standing FCC’s decision that it does not
have jurisdiction over community an-
tenna systems (BROADCASTING, April
20), it has legal opinion from its Gen-
eral Counsel John L. FitzGerald that
existing law is sufficient to permit Com-
mission to exercise authority. Mr. Fitz-
Gerald submitted these views before
Commission made up mind it didn’t
want this power. In light of cable sys-
tems’ attitude that they desire to be
placed under FCC (see page 76), feel-
ing is Commission can accede without
new legislation.

BROADCASTING, April 27, 1959
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DETROIT LOOKS TO

| crome 2 r NEWS

-

WJBK-TV ADDS
EVEN MORE
PUNCH
with 'rl'i__gfh.iflyf ¥
EWS ANALYSIS

With the addition of 4_'.,p6‘lit_icl,al, science authority Dr. John Dempsey “Famous on the local sceneé’

to WJBK-TV’s award-winning news staff, Detroit’s leadership sta- :
tion solidifies its position as the news channel in America’s fifth market.

This 6:40-6:45 PM program feature is designed to give viewers -
a broader, more comprehensive background for interpreting the

national and international news of the day.

WJIBK-TV nowA'_has two Video Tape machines at your service CHANNEL @ DETROIT
and is still the only Detroit station with Video Tape facilities.

Represented by the Katz Agency

100,000 Watts » CBS Affiliate « 1057-foot jower
N.Y. Sales Office; 623 Madison Ave.. N.Y. 22 « PLaza 1-3940

¢ o $0%,
Storer Television {©) wamcr wiy waearv wsrorv wow



WEEK IN BRIEF.

Get everybody into the act ® Just buying spots will
not solve all your marketing and distribution problems,
Edward C. Stodel, president of Stodel Adv., Los An-
geles, points out in this week’s MonpaY MEMoO. You
must give the campaign all-out support by getting
everyone involved—station personnel, distributor sales-
men and merchants. Page 25.

MRr. STODEL
Crisis for the tv code ® Nearly 70 stations defy code board and continue
carrying commercials for Preparation H, hemorrhoid remedy. Will code
board ask NAB tv board this week to lift their seals of good practice?
Page 31.

Defend ad role ® American Assn. of Advertising Agencies’ annual con-
vention hears repeated calls to bolster public understanding of advertising
and protect the industry from creeping encroachments of government re-
striction. Page 34.

Where it's coming from ® TvB reports on network tv advertisers and
the brands that spent the most for time in Fanuary. Page 40.

Network tv gross ¢ Billing gains 9.5% in February, more than $48.8
million in time charges that month. Page 40,

Paid advertising for government agencies? ® Yes, says McCann-
Erickson’s Marion Harper in Chicago talk. He also scored politicians who
shout “Hucksters” and use advertising as a- “whipping boy”—until they
need it at election time. Page 50.

A distaff look at 1959 radio-tv ® Some 900 members of American
Women in Radio and Television will analyze the industry at their con-
vention in New York this week. Page 52.

Newspaper's “Total Selling” versus television ¢ The Bureau of Adver-
tising of the American Newspaper Assn. explains its “total selling” pro-
gram to increase newspaper advertising during ANPA convention and
makes clear it will challenge television’s advertising effectiveness. Page 54,

Option Time Revisions Qut ® FCC issues proposed changes in option
time rules including—30-minute cut, 13-week notice, straddle program
interpretation and right of station to reject program after series has begun
or substitute local program for network show. Comments due June 22.
Page 65.

No third round for Katzentine? ® Government says it probably won’t
ask him to testify in Mack-Whiteside trial. Mack counsel pleads indigence,
asks for government-paid assistance. Page 66.

Tv Allocations Moves Set Out ® FCC is going to wait for possible all
vhf tv system, couple of months anyway. Meanwhile will start moving to
squeeze in more vhf channels where they’re hurtin’—in those markets
having less than three vhf assignments and where uhf conversions are
meager. Page 68.

Regulation requested ® Community antenna operators seek FCC con-
trol; legislation is being drafted to amend Communications Act to accom-
plish Commission jurisdiction. Page 76.

Conelrad’s better than ever ® FCC, OCDM, others acclaim success,
despite scattered defects and criticism, in backward look at April 17 test
alert. Page 78.
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Right on top
in FRESNO

" [ stations 6 nights

i out of 7. And ac-
tually costs 14%
and 15% less per

minute spot night-

times than the two

KJEO - Channel 47, No. 1
for the money, No. 1 for the
Central California audience.

16

channel

FRESNDO

J. E. O’Neill — President
Joe Drilling —Vice President

and General Manager
W. O. Edholm — Sales Manager

See your H- R representative. HRM




Fact #1: Pulse shows more people
¥ listen to WTOP in the 20 counties which
make up the Greater Washington
area than any other radio station. Fact #2:
Independent survey reveals more than
¥ 76% of WTOP listeners are in income groups
over $6,000 per year. Conclusion: in

Washington, the important station is . . .

‘ l WASHINGTON, D. C.

An Affiliate of the CBS Radio Network
Represented by CBS Radio Spot Sales

operated by THE WASHINGTON POST BROADCAST DIVISION:

wi0P Radin Washincton UG © WillP- janned 4 Washinoton J1 L e ‘hannal 4
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LATE NEWSBREAKS APPEAR ON THIS PAGE AND NEXT o DETAII.ED COVERAGE OF THE WEEK BEGINS PAGE 31

Sen. Monroney critical
about ‘Firestone’ lapse

Sen. Mike Monreney (D-Okla),
Congress’ number one critic of net-
work programming and rating services,
Friday (April 24) struck out at ABC-
TV for canceling Voice of Firestone on
Monday nights (BROADCASTING, April
20).

“The Voice of Firestone has again
become the victim of the mumbo-
jumbo of tv ratings,” senator charged.
“This is another prime example of the
lack of public service displayed by the
network czars.” He said ABC was anx-
ious to get Voice from NBC-TV several
years ago. “Since then, ABC apparently
has become prosperous with the help of
Maverick, two-gun westerns and who-
dunits,” Sen. Monroney said. “It now
seems to have gone trigger happy, along
with NBC and CBS, for the highly-
rated blood and thunder programs that
fattens the batting average in the daily
tv rating service.”

Sen. Monroney said he plans to in-
troduce into Congressional Record sev-
eral statements and articles on Fire-
stone situation.

Metropolitan gross up

Metropolitan Broadcasting Corp.’s
gross revenue last year increased to
$14,427,752 from near $10.3 million
of year before, John W. Kluge, board
chairman and president, reported Fri-
day. Net income was $932,348, or 60
cents per share in 1958 compared to
$243,460 or 16 cents per share in 1957
(last year’s income was subject to spe-
cific writeoffs during year of more than
$600,000 coming to 40 cents per share
and no federal income taxes were pay-
able because of carry-forward of loss).
Stations: WNEW-AM-TV New York,
WTTG (TV) Washington and WHK
Cleveland (figures include only seven
months of WHK operation).

Ganger affirms need

“Vital need” for “greater understand-
ing between advertising and its publics”
was stressed by Robert M. Ganger of
D’Arcy Adv., new chairman of Ameri-
can Assn. of Advertising Agencies, in
speech prepared for closing session of
AAAA convention Saturday (see ear-
lier stories page 34). He identified ad-
vertising’s “publics” as government ad-
ministrators, legislators and “the consti-
tuents behind the legislators.”

Mr. Ganger said AAAA committees

L L e s O o g . o M e HOE 2 s b P o (e e e

BROADCASTING, April 27, 1959

Million dollar TvB

TvB’s budget has hit million-
dollar level, President Norman E.
Cash is announcing today (Mon-
day), following report to semi-
annual board meeting at Green-
brier, White Sulphur Springs,
W. Va,, during AAAA conven-
tion (see page 34). TvB Board
Chairman Roger W. Clipp, Tri-
angle Stations, called it “more
than just a coincidence that both
television and the bureau which
represents it are enjoying the
greatest year in their histories.”
He said that “with the bureau
continuing to increase in both
scope and effectiveness, we are
laying a firm foundation for the
continuance of this success.”

TvB’s annual meeting will be
held in Chicago in November.

are studying to see how necessary, feasi-
ble and potentially effective are pro-
posals which have been made “for lob-
bying, for a Washington headquarters
for advertising, for a self-imposed levy
on advertising revenue to finance a
public education campaign and for
many other kinds of action.”

AAAA’s new board meanwhile
named following as its operations com-
mittee to meet monthly when board is
not in session: Chairman Ganger; Pres-
ident Frederic R. Gamble; Harry Hard-
ing, Young & Rubicam; Andrew B.
Meldrum, Meldrum & Fewsmith; Ed-
win Cox, Kenyon & Eckhardt; Otto
Kieppner, Kleppner Co.; Raymond F.
Sullivan, Stauffer, Colwell & Bayles.

Arizona Network new
to ABC Radio fold

ABC Radio moves into this week
with additional affiliates and program-
ming feeds. As of yesterday (April 26)
ABC Radio was to take over eight
hours of programming weekly from
Don Lee Broadcasting System and add
them to existing ABC Pacific Coast
regional network schedule. Effective to-
day (April 27), ABC Radio adds 12
stations of Arizona Network, second
such regional group to become associ-
ated with ABC Radio in past six weeks
(Intermountain Network associated
with ABC Radio March 15). Arizona
Network, formerly with Don Lee,
reportedly will continue to receive some

i
[t L

Mutual programming. Arizona pact an-
nounced by John L. Hogg, president-
general manager, KOY Phoenix, and
manager of network, and Edward J.

. DeGray, ABC vice president in charge

of radio network.

ABC Radio claims total 346 affili-
ations in U. S. with additional lineup
in Arizona. KOY has been existing
ABC Radio affiliate. Arizona Network
formed in 1940 also includes KTUC
Tucson, KSUN Bisbee,- KNOT Pres-
cott, KAAA Kingman, KGLU Safford,
KVOY Yuma, KVNA Flagstaff, KVNC
Winslow, KNOG Nogales, KWIJB
Globe and KHFH Sierra Vista. ABC-
Don Lee agreement was signed March
26 (BROADCASTING, March 30).

Regional color set

What is believed to be first regional
color television baseball network has
been arranged to carry 13 home games
of Cincinnati Reds. These are part of
53-game schedule fed to same stations
throughout season under regular spon-
sorship of Sohio Oil Co. (through Mc-
Cann-Erickson, Cleveland) and Hude-
phol beer (through Stockton, West &
Burkhardt, Cincinnati). Thirteen color-
casts will originate at WLWT (TV)
Cincinnati and will be carried by
WLWD (TV) Dayton, WLWC Colum-
bus, Ohio, and WSAZ-TV Huntington,
W.Va. Extra costs of adding color to
13 of 53 games—and extensively pro-
moting it—will be shared by RCA and
by Crosley Broadcasting Corp. (Crosley
owns WLWT, WLWD and WLWC).

Trendex adds five

Trendex Inc., New York, announced
Friday it plans to add five new cities to
present list of 20 used in publication
of monthly tv program popularity re-
port. New total also to be used to form
sampling universe for bi-monthly Tele-
vision Advertisers Reports. New cities
are Pittsburgh, Little Rock, Richmond,
Tulsa and Peoria, Ill.

Motorola sales jump

Motorola factory sales volume of
consumer products was 101% ahead
of first quarter 1958 during period end-
ing March 31, with tv as largest single
factor (up 97%), company announced
Friday. It marked largest first quarter
since 1953 and brought firm within

CONTINUES on page 10
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AT DEADLINE

CONTINUED from page 9

5% of total sales volume for entire first
half of last year, according to Edward
R. Taylor, executive vice president.
Phonograph record player sales were
triple any previous best first quarter,
while portable radio volume doubled
1958 first quarter and car units also
showed marked increase.

WBC clinic Sept.21-23

Westinghouse Broadcasting Co. will
hold its third industry-wide public serv-
ice programming conference in San
Francisco Sept. 21-23, WBC is an-
nouncing today {April 27). Conference
takes place at Stanford U. (Palo Alto).

"KXLY to H-R Reps

KXLY Spokane will be represented
by H-R Representatives Inc. and
KXLY-TV by H-R Television effective
June 1, it was announced Friday.
Owned by Northern Pacific Tv Corp.
and managed by James R. Agostino,
both outlets are CBS affiliates. KXLY
is on 920 kc; KXLY-TV is on ch. 4.

e Business Briefly

¢ R. J. Reynolds Tobacco Co. through
William Esty Co., N.Y., and Miles
Labs. through Geoffrey Wade, Chicago,
to sponsor Man from Black Hawk on
ABC-TV Fri. 8:30-9 p.m. starting Oct.
2. Program is being filmed by Screen
Gems with Herb Meadow producer.

¢ Bristol-Myers moves its network tv-
heavy Ban deoderant account ($2 mil-
lion plus) from BBDO, N. Y. to
Ogilvy, Benson & Mather there effective
July 20. Ban is currently represented on
B-M shows Alfred Hitchcock Presents
(CBS-TV Sun.) and Wanted—Dead or
Alive (CBS-TV Sat.), and order is in
for Jack Paar (NBC-TV) late evening
participations beignning first of May.
BBDO, which handles other B-M prod-
ucts, has been Ban agency since de-
oderant’s inception five years ago. B-M
official said switch is desire for- “an-
other strong agency in our lineup.”

e Renault of France has signed for half-
hour, alternate week of Playhouse 90
on CBS-TV (Thurs., 9:30-11 p.m.).
Agency: Needham, Louis & Brorby,
Chicago.

WEEK'S HEADLINERS.

GaiL SmiTH, formerly associate manager
of advertising production of Procter &
Gamble, Cincinnati, joins General Motors,
Detroit, in newly-created post of director
of television advertising, effective May 15.
Mr. Smith will join staff of William F.
Hufstader, GM vp in charge of distribu-
tion. He will work with GM in “consult-
ing and coordinating capacity in tv adver-
tising field.” In addition, it was announced,
he will “assist GM and division personnel responsible for
tv ad schedules and programs in contacts with tv networks
and advertising agencies.” Mr. Smith joined Procter &
Gamble. in 1943 and was appointed director of radio in
charge of daytime programs in 1949.

Mg. SmiTH

ALFRED J. SEAMAN, who resigned last week as executive vp
and creative director, Compton Adv., N.Y., (WEEK’s HEAD-
LINERS, April 20) elected vice chairman of board and chair-
man of executive committee, Sullivan, Stauffer, Colwell &
Bayles, N.Y. At Compton all tv and radio programming as
well as other creative activity reported to Mr. Seaman and
at SSC&B Mr. Seaman becomes member of management
working with board chairman and president of agency. Mr.
Seaman was with Compton 13 years, past five as executive
vp and remainder as vp and creative director. Other agency
associations: partner in Knight & Gilbert, Boston, and asso-
ciate account executive of Fuller & Smith & Ross, N.Y.

T. HART ANDERSON JR. has resigned as board chairman of
Anderson & Cairns, N.Y., and Joun A. CAIRNS, president
of A&C, adds Mr. Anderson’s position. Mr. Anderson will
devote full time to marketing counsel activities which he
started two years ago on part-time basis. His office will be
in his Pennington, N.J., home. Anderson & Cairns was
created in 1951 when Anderson, Davis & Platt merged with
John A. Cairns Co. Mr. Anderson, one of AD&P’s founders
in 1929, previously had been in Rome with U.S. diplomatic
service.

L. C. REDMON, station manager of WLAP Lexington, Ky.,
has been named vice president and general manager of

WLAP Radio Inc., it was announced by John B. Poor,
owner and president. In other WLAP promotion, WILLIAM
R. LACKER, program director, was appointed national sales
manager and assistant station manager, and Nick CLOONEY,
on WLAP’s staff since last year, promoted to program
director. Mr. Redmon joined station in 1950 as account
executive and left in 1953 to become merchandise manager
of major appliances at Purcell Co., Lexington department
store. He returned to WLAP in 1956 as commercial man-
ager.

MorT GREEN, writer on Perry Como Show for over four
years, to Revlon Inc., N.Y., as director of television and
radio, effective June 1. Appointment is based on belief that
“maximum results from tv and radio programming can best
be achieved by turning responsibility over to top creative
mind to work directly with individuals responsible for pro-
gram creating,” according to Revlon President Charles Rev-
son. Both current and future programming will come under
purview of Mr. Green, who is to work directly with Mr.
Revson and F. Kenneth Beirn, vp in charge of advertising
at Revlon. Some of Mr. Green’s earlier writing assignments:
Mr. Ace and Jane and Tallulah Bankhead’s Big Show, both
radio; Milton Berle Buick Show, Colgate Comedy Hour, -
Arthur Murray and Johnny Carson on tv.

PHIL WILLIAMS, vp in charge of syndi-
cated sales, ABC Films, joins United
Artists Television on May 1 as eastern
division manager. Appointment generally
considered first major step by UA-Tv—
other than production which is underway
—toward national sales organization for
syndication. As outlined by Bruce Eells,
executive vp of UA-Tv, “first product to
be put into national spot, major regional
and local selling will be announced by Junel.” Mr. Williams’
past associations include: Ziv Television Programs, where

MR. WILLIAMS

 he was eastern spot sales manager preceded by spot sales

manager, central division; Time Inc. (for 15 years) in sales

"and public relations; March of Time as theatrical sales mana-

ger and advertising director for motion pictures and tv.

T e D S S e ST FOR OTHER NEWS OF PEOPLE SEE FATES & FORTUNES
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including television stations:

W-T E N CHANNEL 10

Albany — Troy — Schenectady

WTVD CHANNEL 11

Raleigh — Durham

WPRO -TV CHANNEL 12

Providence

Capital
Cities
Television
Gorp.

announces

and radio stations:

WROW 590 Ke.

Albany — Troy — Schenectady

WPRO .o «

Providence

the opening

of

NEW YORK HEADQUARTERS
65 EAST 55TH -
PLAZA 2-1750 %«&A Al

PRESIDENT
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The HOT SHOWS

DENVER
’ KLZ-TV
0
MACKENZIE'S %
Share
R :
22.6 RATING

starring RICHARD CARLSON

BEATS Zane Grey Thea-
ter, Perry Mason, Black
Saddle, Playhouse 90,
Lineup, Wyatt Earp and
many others.

PHILADELPHIA

WRCV-TV

495"

18.9 RATING

BEATS PeopleAre Funny,
Lawrence Welk, Cimar-
ron City, Desilu Play-
house, Rawhide, Yancy
Derringer and others.

starring DANE CLARK
introducing JOAN MARSHALL

SAN FRANCISCO

KRON-TV

A HUNT [

24.0 RATING

BEATS Dinah Shore,
Restless Gun, This s
Your Life, Cimarron
City, Ernie Ford, Wyatt
Earp and many others.

HIGHWAY 5
PATROL 5]2/

starring BRODERICK
CRAWFORD

BEATS wells Fargo, Ernie
Ford, Phil Sitvers, Peo-
ple Are Funny, Desilu
Playhouse, Wyatt Earp
and many others.

23.0 RATING

BEATS Lawman, Gale
Storm, Goodyear Thea-
ter, Ozzie and Harriet,
Steve Allen, Naked City
and many others.

AMARILLO

KVIl

Jo.l-

19.6 RATING

BEATS GE Theatre, Thin
Man, Aifred Hitchcock,
Rawhide, Phil Silvers,
Ed Sullivan and others.

DETROIT

WIBK-TV

390~

29.2 RATING
BEATS Alfred Hitchcock,
Dinah Shore, Groucho
Marx, Texan, Ed Sulli-
van, Yancy Derringer
and many others.

ST. LOUIS

KSD-TV

449"

27.9 RATING

BEATS Alfred Hitchcock,
Wells Fargo, Wyatt Earp,
Ann Sothern, Peter Gunn,
Ed Sullivan and many
others.



R R  s ToTtemay

BATON ROUGE

CINCINNATI CHARLOTTE ATLANTA BIRMINGHAM
WKRC-TV WBTV WBRZ-TV WSB-TV , WBRC-TV
49 BShare 49 BShare ] 6 35hare 5 J Share 59 Share
| B ] ] ]

22.7 RATING 29.3 RATING 47.7 RATING 24.3 RATING 38.8 RATING
BEATS People Are Funny, BEATS Phil Silvers, BEATS Have Gun - Will BEATS Danny Thomas, BEATS Lineup, Wells
Alfred Hitchcock, Yancy Texan, Thin Man, Wyatt Travel, Perry Comao, Mil- Rawhide, Red Skelton, Fargo, December Bride,
Derringer, Bob Cum- Earp, Ozzie and Harriet, lionaire, Lineup, Yancy GE Theater, Black Sad- Perry Mason, Wagon
mings, Ann Sothern, Groucho Marx and many Derringer, Danny Thomas d'e, Ann Sothern and Train, Peter Gunn and

Jack Benny and others. others. and many others. many others. many others.

:‘q:““[:‘:-c :_i_—_;“;‘ -.;' IFy s “‘f Lok e i __\:‘ﬁi@' o it EIN CIELE NN RO AN T L AT
ROCKFORD CLEVELAND SOUTH BEND-ELKHART G. RAPIDS-KALAMAZOO DAVENPORT-R. ISLAND
WREX-TV KYW-TV WSV WKZ0-TV WHBF-TV
4] 9 Share 3 J 83hare 3 2 4Share 42 ] Share 55 2 Share
n B =] ] ]

28.0 RATING 15.0 RATING 20.5 RATING 25.0 RATING 18.3 RATING
BEATS Lawman, Black BEATS Wanted - Dead BEATS Groucho Marx, Ed BEATS Lawman, Peter BEATS Ellery Queen, Pat
Saddle, Phil Silvers, Thin or Alive, Gale Storm, Sullivan, D.A.'s Man, Gunn, Phil Silvers, Zor- Boone, Arthur Murray
Man, Peter Gunn, Wells Phil Silvers, Ann Soth- “M" Squad, | Love Lucy, ro, Patti Page, Buckskin, Party, Lawman, Donna
Fargo and many others. ern, Cimarron City, Ed Naked City and others. and many others. Reed, Patti Page and

Sullivan and others. many others.
R T e s el g (e S Ea A

COLUMBUS SAN DIEGO CHICAGO JACKSON, MISS.

WBNS-TV KFMB-TV WNBQ WITV
B & &

34.4 RATING 30.5 RATING 28.8 RATING 345 RATING § e
BEATS Perry Mason, BEATS Rifleman, 77 Sun- BEATS Wagon Train, BEATS Steve Allen, JACK GROSS, Vice-
Sugarfoot, Red Skelton, set Strip, Cheyenne, This Is Your Life, Play- Cesilu Playhouse, Perry President, American
Danny Thomas, Peter Wyatt Earp, Real Mc- house 90, Alfred Hitch- Como, Maverick, Wells Research Bureau, Inc.
Gunn, Wanted - Dead or Coys, Lawman and many cock, Ed Sullivan, Wyatt Fargo, Playhouse 90 and - -

Alive and many others. others. Earp and many others. many others. ARB, in compiling na-
tion-wide ratings, uses

S ——
she g
o b 4 B

3 ey

e 05

a viewer diary kept in
the home. These diaries
are the reliable source
ratings

of many Ziv

RALEIGH - DURHAM HANNIBAL - QUINCY SEATTLE - TACOMA shown here.
WTVD WGEM-TV KOMO-TV The Ziv man in " —
@ 0 i) your market
/@ (1] ,jb can show you
how to profit
Share Share Share from using
3 " . one of Amer-
28.0 RATING 36.8 RATING 29.2 RATING ica's GREAT
BEATS L D BEATS Black Saddle, BEATS Peter Gunn, Perry 2
TEgmis, a‘\lyhr?:nis E\’(gr&sr, Rawhide, aS‘t:eve ?\Iler?, Como, Alfred Hitchecock, Se”'n_gforces
Life, Texan, Trackdown, Yancy ODerringer, Garry Ernie Ford, Wells Fargo, ...a Ziv Show!
Ozzie and Harriet and Moore, Thin Man and Wwyatt Earp and many
many others. many others. others.

g

O b e

R

RATINGS SHOWN ARE ARB, FEB. or MAR. '59
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PTA WORK AND BEING A CUB SCOUT DEN MOTHER
help to keep Mrs. William R. Hugill of
Livenia, Michigan, busy. In addition, Mrs.
Hugill, like many wives of Standard Oil
dealers, helps her husband with the office
work necessary fer an efficient operatien.

The orHER DAY someone remarked
that the oil business was only a man’s
business. Itisn’t true—and thank heav-
en for that! Thousands of women
have played a vital role in making
Standard Oil what it is today—stock-
holders, employees, wives of employees,
businesswomen and dealers’ wives.

Here are just a few of our fair ladies.
There isn’t enough room on this page
to print all of their pictures.

Wornen have an unerring instinct for
quality and service and value—things’
on which our business is built. This is
why so many women are busy on the
scene at Standard Oil. But we are
equally grateful to wives and mothers
behind the scene. They know how to
ladle out generous portions of praise
and encouragement—just when they're
needed the most. Progress depends on
perseverance. And we count on thou-
sands of the best bucker-uppers in the
world !

A “man’s business,” indeed!

- = 8

MISS AGNES TOKHEIM is president of The Tokheim
Company, Cedar Rapids, Jowa. Her company
manufactures and sells gauges to Standard Oil.
More than 30,000 independent businesses supply
Standard with the services and materials needed
to give you top-notch service.

We want you to meet some of

our fair ladies

e !

MISS MARY GARVEY IS A SCIENTIST in our research center
at Whiting, Indiana. A graduate of Purdue Univer-
sity, her branch in science is chemistry. She is con-
ducting one of hundreds of experiments that go
on here continually to improve petroleum products.

BEFORE HER RECENT RETIREMENT, Miss Flora Adler was
executive secretary to a Standard Qil official. An
employee of Standard for more than 22 years, she
is now on a world tour. Back in 1903, when retire-
ment benefits were virtually unheard of in industry,
Standard Oil started its retirement plan.

MISS MARGARET JOHNSON, an assistant principal in
a Chicago high schoeol, is shown going over a prob-
lem with George Mitchell {left) and Tom Madden.
Miss Johnson is one of more than 53,000 women
who own stock in Standard Oil. Standard has paid
dividends in 66 consecutive years.

\{L‘;sARY OF The o fg
\*v““\ l”bb\r) _-ﬁ 7@"
£3 £ STANDARD
’51959%: STANDARD OIL COMPANY -
’444% wg\\}' (lNDlANA) THE SIGN OF PROGRESS...
ERSARY gF STANOY THROUGH RESEARCH
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A CALENDAR OF MEETINGS AND EVENTS
IN BROADCASTING AND RELATED FIELDS

(*Indicates first or revised listing)

April 26-29—National
Advertising convention,
Sulphur Springs, W. Va.

April 26-29—U.S. Chamber of Commerce an-
nual meeting, chamber hdgrs., Washington.

April 27-28—Potts-Woodbury Adv. Agency Ra-
dio-Tv Farm Clinic, Bellerive Hotel, Kansas City.
Invited radio and tv farm directors and farm
products manufacturers will be guests.

April 27-May 2—Journalism & Broadcasters
Week, School of Journalism & Communications,
U. of Florida, Gainesville. (April 27 is Broad-
casters Day. Key speakers include FCC Comr.
Robert E. Lee; Matthew J. Culligan, NBC-Radio
vice president; John F. Day, CBS tv news director,
and Harold Krelstein, president of Plough sta-
tions).

Assn,
The

of Transportation
Greenbrier, White

April 29—Comments due on FCC proposal to
prohibit networks from representing tv stations
other than their own in spot representation field.
Docket No. 12,746.

Aprii 29-30—International Advertising Assn. con-
vention, Hotel Roosevelt, New York.

April 29-May 2—American Women in Radio &
Television, annual convention, Waldorf-Astoria,
New York. April 29: Welcome party, 10:30 p.m.
April 30: Tours and reception; banguet at 7 p.m,,
Sen. John F. Kennedy {D-Mass.) speaker; general
session, 10 p.m., “‘Brainstorming for a Better
AWRT. May 1: Fannie Hurst, commentator-
author, keynote speaker at 9:45 a.m. opening ses-
sion; NAB's Harold Fellows to moderate 10:30 a.m.
panel on communications; Jayne M. Shannen,
J. Walter Thompsen Co. broadcast media super-
visor, to moderate 2:30 p.m. panel on “‘Selling
Technigues in a Changing Society.” May 2: John
Day, CBS-TV director of news, to moderate 10:30
a.m. panel on “Technical Progress—How to Make
the Most of It”; also at 10:30 a.m., panel on
“Program Sources—Keeping a Step Ahead,”
moderated by Duncan McDonald, The Yankee
Network; Pauline Fredericks, NBC analyst and
UN correspondent, to moderate 2:30 p.m. panel
on “Entertainment and Enlightenment.” Election
of officers and the McCall’s Award Dinner alse
scheduled for May 2. May 3: Business meeting
at 10:30 a.m. In addition, other sociai and busi-
ness activities to be held throughout the five days.

April 30-May 2—Alabama Broadcasters Assn.
annual meeting, Buena Vista Hotel, Biloxi, Miss.
Speakers include FCC Comr. Robert T. Bartley;
Dallas Townsend, CBS News; Charles H. Tower,
NAB personnel-economics manager, and John M.
Outler Jr.,, WSB Atlanta.

April 30-May 3—4th district, Advertising Fed-
eration of America, Tides Hotel & Bath Club, St.
Petersburg, Fla.

BROADCASTING, April 27, 1959

MAY

May 1—National Radio Month opens.

May 1—Journalism Institutes, Center Bldg., U.
of Wisconsin, Madison,

May 1-3—Texas Assn. of Sigma Delta Chi, Hoter
Galvez, Galveston. Annual meeting.

May 2—Inland Empire AP Broadcasters Assn,
meeting for broadcasters from Eastern Washing-
ton and North ldaho, Davenport Hotel, Spokane.

May 2—Virginia AP Broadcasters, spring meet-
ing, National Press Club, Washington.

May 2-3—Spring caucus sponsored by Los Ange-
les Advertising Women, Ambassador Hotel, Los
Angeles. Includes business meetings, social features
and awards luncheon.

May 3—Oklahoma AP Broadcasters Assn., Lake
Texoma Lodge, Durant.

May 3-9—Canadian Radio Week, sponsored by
Canadian radio manufacturers and radio stations,
both CBC and private. Promotion material is being
prepared.

May 4—Commencement of FCC inquiry into
television network program practices. Chief Hear-
ing Examiner James D. Cunningham presiding.
Docket 12,782.

May 4-6—Assn. of Canadian Advertisers, annual
conference, Royal York Hotel, Toronto, Ont.

May 4-8—Scciety of Motion Picture & Tv Engi-
neers, semi-annual convention, Fontainebleau Ho-
tel, Miami Beach, Fla. Theme will be ““Films
and Television for International Communications.”

May 4-9—Advertising  Research  Foundation
seminar in operations research, Cleveland. Eleven
daytime and two evening lectures of three hours
each in 62 days. Further information from ARF.

May 5—American Council for Better Broad-
casts, annual convention, Deshler-Hilton Hotel,
Columbus, Ohio.

May 6—National Aeronautical Electronics Con-
ference, Biltmore and Pick-Miami Hotels, Dayton,
Ohio. A panel on worldwide communications sys-
tems is scheduled.

May 6—National Academy of Television Arts &
Sciences, 11th annual Emmy awards presentation
on NBC-TV, 10-11:30 p.m. (EST).

*May 6-8—National Community Antenna Tele-
vision Assn. of Canada, third annual convention,
Queen Elizabeth Hotel, Montreal, Que.

May 6-9—0hio State U. Institute for Education
by Radio-Tv, Deshler-Hilton Hote!, Columbus.
Keynote address by Dr. Frank C. Stanton, CBS
president. Other speakers: FCC Comr. Frederick
W. Ford; Paul Chamberlain, equipment sales man-
ager, GE, and producer David Susskind. Panel dis-
cussion on the advertiser as sponsor of educational
tv programs under chairmanship of John P. Cun-
ningham, president-chairman of Cunningham &
Walsh. Interview by remote facilities with Sen.
Warren G. Magnuson (D-Wash.).

May 7-8—Kentucky Broadcasters Assn., Shera-
ton-Seelbach Hotel, Louisville.

May 7-9—-5th district, Advertising Federation of
America, convention, Hotel Frederick, Hunting-
ton, W.Va.

May 8—Deadline for comments to FCC on day-
time radio stations’ request to operate from
6 a.m.-6 p.m. or suntise-sunset, whichever is
longer. (Extended from April 8 deadline, previ-
ously announced). Docket 12,729.

May 8—Connecticut Broadcasters Assn.,, Waverly
Inn, Cheshire. Agenda includes agency panel dis-
cussion by Catherine Noble, Marschalk & Pratt;
Dick Jackson, J. M. Mathes Inc.; Jerry Sprague,
Cunningham & Walsh; Leo Kaufman, Kaufman
Agency; Edward Lush, E. J. Lush Inc., and
Shirley Walker, Graceman Advertising Inc. Dinner
speaker: Comdr. Edward Whitehead, president of
Schweppes (USA) Ltd.

May 8-—Ninth annual
Conference, San

Radic-Television Industry
Franzisco State College, San

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

of any station in the heart
of Florida.*

WSUN is programmed

for service . . . and for
sales, and has been making
friends in Florida for 381
years.

24-hour
setvice fo
the
Suncoost

St. Petershurg

National Rep:

VENARD, RINTOUL & McCONNELL

Southeastern Rep:

JAMES S. AYRES
* NCS 2

15



131

won

.

ta Promot

““Best Med

“Best Transportation Advertising”

1

““‘Best Program Series

Speaking of

ive Local Program’

“Best L




“Best Spot Announcement Series”’

PAUL MILLER

“Best Direct Mail”’ Managing Director

Awards...

When the Wheeling Advertising Club
recently presented WWVA Radio with
seven awards for outstanding pro-
gramming, advertising, and promotion
(a record number) . . . we were frankly
pretty proud.

Because this cherished honor reflects
tremendous recognition in the com-
munity, it indicates one reason why
WWVA is first in every time period from
6 A.M. to midnight, 7 days a week, in
46 surrounding counties, and dominates
the vital half of the $6,000,000,000
Pittsburgh Tri- State Market that other
mediadon’t effectively cover. 1t shows,
too, that Storer stations consider it im--
portant to be local stations, as well as
being known throughout the nation.

"Famous on the local scene’

‘ smu%
L [ ]
Represented by ¢3: Storer Radio
John Blai L
1r
WWVA WJW wWdJBK wIiBG WS8PD wGBSs

Wheeli Cleveland Detroi Phitadetphi Toled Miami
Only fulltime GBS Network Station in eeling evelan etroi itadetphia oledo iami
PITTSBURGH - WHEELING AREA

SOk,

N



Francisco, Calif. Discussions by nationat and local
figures include motivational research, editorializ-
ing and panel on “What Time Buyers Look For.”
Banquet speaker: Writer Rod Serling.

May 12—Wisconsin Fm Clinic, Center Bldg., U.
of Wisconsin, Madison.

*May 12-13—RCA Broadcast Equipment Seminar,
Statler Hilton Hotel, Washington, D.C.

May 13-15—Pennsylvania Assn. of Broadcasters,
Bedford Springs. Frank Palmer, WFBG-AM-TV
Altoona will direct panel on reduction of operating
costs and Ralf Brent, WIP Philadelphia, will be
chairman of panel on service to local advertiser.

WREX-

new, wide range

Saux W, | Perting

P 4 S ; el 0 ’: i Presidents from adjoining state associations will
attend.

T...f"nf:mlo ‘:""" May 14—Sigma Delta Chi annual banquet cere-

g L mony, Ambassador West Hotel, Chicago. James

i o .' ::c".;-'\ A. Byron, news director of WBAP Fort Worth and

Al VR president of fraternity, will present bronze medal-

‘ e lions and plagues to winnters of 1959 SDX distin-

guished service in journalism ‘awards in 15 cate-

229 KW VIDEO
115 KW AUDIO

spans a
~BILLION DOLLAR
' Rockford primary

market

m.'-

COVERS ALL OF 14 COUNTIES AND MARKET PORTIONS OF 14 OTHERS

The new, wide-range of WREX-TV, now increased to 229,000 watts
video effective power (five times the former ratings), extends the
primary limits of the Rockford TV market to encompass $1.1-billion

potential . .
a total $2.5-billion.

Toss cn

sales power!

WREX-TV — “The Viewers’ Choice
DELIVERS your message to the
buyers in this rich industrial and
agricultural market,

The consistent high quality in pro-
duction, promotion and merchandis-
ing of both spots and programs has
earned many major awards for

WREX-TYV this year!
TOTAL MARKET:

Population 1,343,651

Households 413,099

Spendable Income $2,502,773,000

Retail Sales $1,768,295,000

. widens the ‘‘secondary’’ range of influence to include

WREX-TV COVERAGE

WREX-TV spans audience
interest . . . comparative rank-
ings of top programs, ARB area
survey, shows 23 of top 25 pro-
grams are all on WREX-TV.
WREX-TV leadership is strong
throughout the telecasting day:

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

Source ARB Feb. 9-March 8. 1939

WREX-TV Station B
Mon. — Fri.
Sign-on to Noon 60.2* 40.3
Noon to 6:00 PM 62.0 370
6:00 PM to Mid. 54.7 45
All Week — Sign-On
to Sign-Off 599 390

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

o wider market/coverage range in the Rockford BILLION DOLLAR markef

VWEREX-TV
: cuanner ] Z rockroro

J. M. BAISCH, Gen. Mgr.

Represented By

H-R TELEVISION, INC.

{DATEBOOK)

gories.

May 14—U. of Michigan Advertising Conference.
Agency and advertising executives will appear as
panel leaders. Michigan advertising groups are
cooperating.

May 14—Washington AP Broadcasters Assn,,
Washington Athletic Club, Seattle.

May 14-15-—Nebraska Broadcasters Assn., an-
nual convention, Cornhusker Hotel, Lincoln.

May 15—Ilowa AP Radio & Television News
Assn. annual spring meeting, Fort Des Moines
Hotef, Des Moines. To be held in connection with
lowa Radio & Television News Directors Assn.
convention.

May 16-17—Illinois News Broadcasters Assn.,
spring meeting, Southern Illincis U., Carbondale.
Speakers include Sam Sharkey, executive news
director of NBC, and Frank Edwards, onetime
network commentator now with WTTV (TV) In-
dianapolis. 1llinois AP Radio-Tv Assn. annual
meeting and United Press International business
meeting also to he held.

May 18-20—Annual Electronic Parts Distrib-
utors Show, Conrad Hilton Hote!, Chicago.

“May 19—Wisconsin Broadcasters Assn., Plan-
kinton Hotel, Milwaukee. H.V. Kaltenborn, pioneer
news commentator, to be featured speaker.

May 20-22—Electronic Industries Assn. 35th con-
vention, Sheraton Hotel, Chicago. Fred R. Lack,
past EIA director, will receive 1959 EIA Medal of
Honor.

May 20-22-—Assn. of National Advertisers, spring
meeting, Edgewater Beach Hotel, Chicago.

May 21—O0ral argument before FCC en banc on
Miami ch. 10 case involving charges of behind-
the-scenes wirepulling. Docket No. 9321 et al.

May 21—National Assn. for Better Radio &
Television, tenth anniversary dinner meeting,
Statler-Hilton, Los Angeles. Dr. Garry Cleveland
Myers, editor, Highlights fo- Children magazine,
will be chief speaker.

May 21-23 Montana Radio Stations Inc., Great
Falls.

May 23—~California AP Television & Radio
Assn., El Cortez Hotel, San Diego.

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

May 29-31—Second Annual International Radio
Programming Seminar and Pop Music Disc Jockey
Convention, Americana Hotel, Miami, Fla. Speakers
will include Matthew J. Culligan, NBC Radio exec-
utive vice president; Gordon MclLendon, head of
MclLendon station group; NAB President Harold
E. Feilows (keynoter) three station representative
executives—dJohn  Blair, Ropbert Eastman and
Adam Young. Storz stations are sponsoring semi-
nar with Bill Stewart as convention coordinator.

BROADCASTING, April 27, 1959
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LOCAL PRODUCTS:

- Folding Money...
and WMAL-TYV

ABC IN THE

Folding money is made by the
Bureau of Printing and Engraving
in Washington, D. C. Buyers for
your product are made by WMAL-
TV in the Greater Washington area.
Folding money can be identified
by its distinctive color, WMAL-TV
by its colorful programming,
Folding money is shy and elusive,
especially toward the end of a
month. WMAL-TV is always gre-

NATION'S CAPITAL

garious, Winning Friends and In-
fluencing Audiences with ABC shows
and Local audience-influencers like
Del Malkie, Joseph McCafifrey,
Morrie Siegel and Jerry Strong.

Folding money is prized for what
it buys. It goes a long way on
WMAL-TV, where programming
Is arranged to provide sensibly
priced one-minute spots in a/l time
classifications.

Washington Means Rmerican Leadership

wmal-tv

Washington, D.C.

Channel 7

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




More W0O00-AM personalities make regular How much dough did WOODIisteners blow

public appearances than those on any on retail sales in 19587 $1,260,000,000,
ether tocal station. How many do? 5, 8, 10 $940,000,000, $1,780,000,000

(21qop1van 1o 1 fiay} (nq — Apvinbas op §) =(000°357" 78418
JUDN A2011229) YOLL ST PUDITOOM)

WODO0-AM's primary signal is one of the What's 'radio-active’’ mean in Grand
most powerful in Western Michigan. It Rapids? hot isotopes — busy announcers
reaches how many households? 155,000, — resultfui programming

351,000, 441,000 (00) “fisng s130UNOUUD
£(802pDL Doy 2N DO pur — fuifing pun fulaow s.touapsy vdasay

ay} Bulpupoul jou — o0’ IYY) 0y} sje0ds puv smau ‘nsnue fo Hurmiwnil

-oud panIys B IV V-@O0M 10/ spuvis 1)

*Source: 1958 SRDS Data

How to rate your WOODgquotient:

0 right — You're stitl listening for H. V. Kaltenborn
1-2 right — Almost as bad as a warm martini

3 right — Man, you're ‘'radio-active’’. too

4 right — You must have peeked!

WOOD-AM is first— morning, noon, night,2Monday through Sunday
April '58 Pulse Grand Rapids — S5 county area
WOOD-TV is first — morning, noon, night, Monday through Sunday

February 'S© ARB Grand Rapids

WOOD 4¥

wOODIland Center, Grand Rapids, Michigan

WOOD-TV — NBC for Western and Central Michigan:
Grand Rapids, Battle Creek, Kalamazoo, Muskegon and Lansing.
WO0OD — Radio — NBC.

MUSHEGON __ :_-
eGRAND BERPITE
L ARATHD T

Lt g

KALAM &35

ke
=

— OPEN MIKE____

No razzle-dazzle wanted
EDITOR:

Congratulations to Muriel Bullis of
Erwin Wasey, Ruthrauff & Ryan for her
Monday Memo “The Station Mer-
chandising Plan” (page 29, March 23).
We have always felt ithat a station’s
prime responsibility to its advertisers is
to deliver the largest possible audience
at the lowest possible cost. It’s good to
learn that some agency people aren’t
impressed by razzle-dazzle and false
promises.

Charles A. Sprague
General Manager
WMAX Grand Rapids, Mich.

waxaQ thanks WGMS
EDITOR:

This is a “thank you” letter . . . to
Charles O. Wood of Washington’s good
music station, WGMS. BROADCASTING'S
Jan. 12 (page 93) story of WGMS’ suc-
cessful “tell the advertiser” promotion
brought copycat success to our good
music station . . . WQXQ began a cam-
paign asking listeners . to let our
good music sponsors know the adver-
tising was heard on WQXQ.

The resulting outpour of listener
“thank you’s” so pleased sponsors and
brought so many new success stories, re-
newals and new sales, that WQXQ has
just concluded the second consecutive
record sales month . . .

Don Ritter

General Manager
WQXQ Daytona Beach, Fla.

Levy levity?
EDITOR:

Have noticed on-the-air expressions
for editorials on radio. One station calls
these expressions “air-opinions.” What
would be wrong with calling them “air-
ditorials.”

Milton L. Levy

Manager

California Farm Network
Berkeley, Calif.

E=%£4£—- BROADCASTING

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

SUBSCRIPTION ORDERS AND ADDRESS
CHANGES: Send to BROADCASTING Circula-
tion Dept., 1735 DeSales St., N.W., Washing-
ton 6, D.C. On changes, please include both
oid and new addresses.
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Pints by the million of luscious, red-ripe, sun-sweet straw-
berries are on the move .. .out of Florida’s rich acres. ..
into the North’s important market centers! From Thanks-
giving until mid-April, harvesting of king-sized Florida
strawberries is big business around the MARKET ON THE
MOVE... TAMPA-ST. PETERSBURG! Until early March,
over 90% of the fresh strawberries consumed east of the
Rockies are shipped from this area!

The yearly total amount of agricultural products produced
in the TAMPA-ST. PETERSBURG area is roughly a quarter
of a billion dollars!

You can capture this rich, ripe market with the STATION-
ON-THE-MOVE — WTVT — first in total share of audience*
with 34 of the top 50 programs! WTVT, with highest-rated
CBS and local shows, penetrates and blankets the MARKET-

ON-THE-MOVE . .. TAMPA-ST. PETERSBURG!

*Latest ARB
24
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TAMPA -

ST. PETERSBURG

... market on the move!

station on the move...

WITVT

TAMPA-ST.PETERSBURG

channel ‘I <

The WKY Television System, Inc.

WKY-TV WKY-RADIO WSFA-TV
Oklahoma City  Oklahoma City ~ Montgomery

Represented by the Katz Agency
BROADCASTING, April 27, 1959



MONDAY MEMO

from EDWARD C. STODEL, president, Stodel Adv., Los Angeles

Get everybody into the act

It's amazing how many advertisers
with good products chunk down a size-
able budget on spot radio, carefully buy
the top rated stations, write the pret-
tiest, downright clever, strongest copy
. . . then stand there and virtually dare
it to crack a new market, force distribu-
tion or skyrocket sales by the sheer
magic of simply broadcasting the mes-
sage to the mostest people.

Today, with the terrific competition
of copy and promotion and production
ideas and gimmicks for the listeners’ in-
terest, the usual battle for product ac-
ceptance plus the fight for distributor-
dealer cooperation, you have to get
everybody and everything into the act
to really cash in fully on spot radio.

We have an interesting case in point
with one of our accounts, Baker Boy
Bakeries Inc. of Los Angeles and Ama-
rillo, Tex., which produces and markets
fudge brownies, a cinnamon-nut con-
fection roll, low sodium diet cake and
other items to grocers nationally. Like
many manufacturers, they are some-
what at the mercy of their various dis-
tributors when it comes to local pro-
motions, keeping markets stocked and
the product displayed.

‘Run Some Spots’ e Last fall, the ac-
count was faced with a definite sales
slowup in the important Dallas - Ft.
Worth and Houston areas. “We need to
jack them up—run some radio spots,”
the client instructed.

Now, that’s one thing we don’t be-
lieve in—just running some spots, espe-
cially without an on-the-spot appraisal
of the marketing situation they’re sup-
posed to solve. '

So, armed with a modest budget and
bold plans, we arrived in Dallas set for
an 8 a.m. pep-up meeting to excite
the cooperation of the distributor,
one of the nation’s largest. By 8:30 we
had problems. They were appreciative
of the value of our radio campaign but,
frankly, they had head office orders to
push their own fruit cake for the
holidays . . . so don’t count on much
activity from their salesmen. To make
matters worse, we found their ware-
house supplies of Baker Boy products
were low and a quick check of grocers
and supermarkets revealed less than de-
sirable shelf space displays and dealer
enthusiasm.

Setting the Stage ¢ We chose a com-
bination package of WRR Dallas and
KXOL Ft. Worth, backed up by a sec-
ondary buy of KBOX Dallas to cover
the twin market. In Houston, KNUZ.

BROADCASTING, April 27, 1959

Two weeks before the start of the
campaign, meetings were held with the
staffs of each station. Not only the star
disc jockey personalities who were to
do the selling, but everyone from the
secretaries and engineers were brought
into the act. Special coffee breaks were
held to treat them all to Baker Boy
fudge brownies and coffee cake. Sup-
plies were sent out to the disc jockeys’
homes for their families to enjoy first
hand. We wanted everyone to be sold
on the products—and it worked. We
prepared copy and fact sheets so the
disc jockeys could inject their personal
ad lib endorsements. Of course, they
were always eating Baker Boy in the
studio and on the air, with their coffee.
The copy catch line, “Ch Boy, Oh Boy,
It’s Baker Boy,” quickly became a pop-
ular salutation around the studios.

Next, the big job was to pass that
enthusiasm down to the distributor, his
salesmen, and on to the dealers. In
Houston, for example, KNUZ’' Dave
Morris went to the distributor branch
office with us to help convince the area
manager that fruit cakes or not. he just
couldn't afford not to take advantage

Ed Stodel at 17 was bylining features
from Hollywood for Hearst newspapers
and soon was writing-producing early
radio daytime serials originating there.
After a year as KFI Los Angeles con-
tinuity editor, he formed Stodel Adv.
(1935), specializing in radio for retail-
ers and brand accounts as well as for
major movie studios. Latest effort is a
new tv film series based on adventures
of U.S. Marines. Screen Gems made the
pilot. Mr. Stodel lives in Sherman QOaks,
Calif., with his wife Charlotte, daughter
Jackie 14 and son Jeffrey 11.

of the business KNUZ was going to
produce for him. It didn’t take long for
this distributor to place a sizeable order
with Baker Boy’s Amarillo bakery to
stock up again on brownies and con-
fection rolls.

With the help of promotion staffs at
KXOL, WRR and KBOX, a similar pre-
broadcast buildup impressed the dis-
tributor headquarters for Dallas - Ft.
Worth enough to restock their depleted
supply of Baker Boy.

The Follow Through ¢ Then to make
sure the all-important distributor sales-
men-—the men who must sell the mar-
ket which sells the consumer, are in the
act—a personal letter signed by all the
star disc jockeys was sent to each by
each station. Not only was this designed
to make him feel these famed radio
personalities were on his team to help
increase his “take home” . . . but also
how to use the campaign to excite maxi-
mum cooperation from his dealers. In-
cluded was a copy of the impressive
radio listening schedule so he could
personally catch the spots.

The final clincher was a special letter,
sent by each station on its letterhead, to
every grocer and supermarket in its
listening area. The letter, personally
signed by the radio disc jockeys, did a
powerful job of selling the dealer on
getting on the bandwagon, stocking up
and planning displays so he, too, could
cash in on the Baker Boy broadcasts.
Of course, dealers were assured men-
tions for their markets on the spots.

Selis Big in Texas ® As you can see,
we managed to get everyone in the act.
And the formula worked. The disc jock-
eys did a delightfully informal, highly
effective sell. Getting them, their wives
and kids and the gang at each station
pre-sold on the product itself really
paid off. In less than a month, radio
was moving the products off the shelves
faster than ever before experienced in
Texas.

So, naturally, the reluctant but now
convinced distributor had to split time
between pushing its own fruit cake and
rushing re-orders of Baker Boy to meet
the demand. Admittedly, they had never
before seen such fast results, such im-
pact on a product from spot radio in
this market. The three-month campaign
paid off for Baker Boy and is still pay-
ing off in far better distributor-dealer
cooperation and continued healthy
sales.

So, just don’t stand there, do some-
thing. Get everybody in the act!
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IF YOU'RE STILL AMAZED by the Ameri-
can people’s insatiable appetite for
television, you might find the answer
in the record of how it serves most of
its public most of the time.

The 19,000 broadcasts presented by
the television networks in a single year
are 19,000 responses to the demands
and needs of television’s many differ-
ent ‘“publics.”

Word From a Sealed-off Box . 0.0
d oNE MEASURE of how well television

serves their needs is supplied by the
audience itself. Every night, for ex-
ample, during the average minute, 61
million people are watching their tele-
vision screens, and this number grows
larger every year. Week after week
they transform television into the na-
tion’s biggest theatre, concert hall,
lecture platform, house of worship and
source of news.

H Another index of its performance can
ow be found in the annual George Foster
Peabody Awards—‘“the Pulitzer prizes

te ’e V'.s '.o n of broadcasting.” Earlier this month

all of the networks were honored for

their contributions to the medium in
serves this gratifying competition in which
- the public reaps the richest rewards.
'ts FOR THE THIRD CONSECUTIVE YEAR, the
Peabody Committee presented what it

||
p u b ’ ' c termed its “most important” award—

the one for “Public Service”’—to the
CBS Television Network. The award
was made for a series of special CBS
News programs, most of which were
scheduled at night to reach the largest
possible audiences.

The committee also honored the Net-
work for Television Musical Entertain-
ment (Lincoln Presents Leonard
Bernstein and the New York Philhar-
monic . . .“has inspired a resurgence
of interest in symphonic music...”)
and for Television Dramatic Enter-
tainment (Playhouse 90 . .. “stands
alone among dramatic programs in
television in aiming at the best ...”)

IT WOULD SEEM ONLY TOO CLEAR that
people give more of their attention to
television than to any other medium
of communication simply because tele-
vision gives them so much more of
what they want. And because they find
so much of what they want, in such
even balance, at a single point on the
dial, they turn their attention most
often to the CBS Television Network.

® CBS Television Network
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GREETINGS
1o the

AWRT
Bth Annual

National

onvention

from . ..

SESAC

G‘il[ice FHeinecke

representing

SESAC

producers of SESAC RECORDINGS

Hear the latest SESAC RECORDINGS
and audition the fast-selling
Special Series Programs during

the AWRT Convention at SESAC's

BOOTH 6 — Waldorf-Astoria — New York
April 30th — May 3rd, 1959

The Coliseum Tower
10 Columbus Circle
New York 19, N. Y.

BROADCASTING, April 27, 1959

29



P AN o T A

WCCO Radio delwvers . . .
* more listeners than all other Minneapolis-St. Paul stations combined!f

55.8%; share of audience!

* More acceptance through the vitality of full-size programming that attracts
and holds the audience you want to reach.

* Mmore market . . . 1,014,720 radio families in 114 basic area counties of
Minnesota, Wisconsin, Iowa, and South Dakota. Total service area covers 199
counties extending into North Dakota, Montana, and Upper Michigan.

Call or write for full facts.

* Nothing sells ltke acceptance . w c c o R a d l O

MINNEAPOLIS « ST. PAUL

The Northwest's Only 50,000-Watt 1-A Clear Channel Station
Represented by CBS Radio Spot Sales

tNielsen Station Index, January-February, 1959 , Station Total, 6:00 AM-Midnight, 7-day week,
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REVOLT AGAINST THE TV CODE?

Showdown nears as many stations stick with forbidden commercials

The Television Code this week faces
the toughest test of its seven-year life.

Nearly 70 tv station subscribers to
the code have defied an ultimatum by
the Television Code Review Board to
quit carrying commercials for Prepara-
tion H, a hemorrhoid remedy.

The code board has threatened to
certify violators to the NAB Television
Board for disciplinary action. Only the
NAB tv board has the authority to re-
voke a station’s code membership, the
stiffest penalty for code infraction. That
board meets this week (Thursday, April
30) in New York.

A fortnight ago a code board spokes-
man reported that 15-20 subscribers
had been formally certified to the NAB
Television Board for action (BROAD-
CASTING, April 20). These, he said,
constituted the lot of subscribing sta-
tions which had refused to drop the
Preparation H schedule.

Last week, from other sources,
BROADCASTING obtained a list of 149
stations now carrying the Preparation
H commercials. Seventy-five of the sta-
tions were discovered to be subscribers
to the television code. Of those, seven
have notified Ted Bates, the agency for
Preparation H, that they are canceling
the schedule. The other 68 have given
no indication of cancellation.

A code board spokesman was asked
last week about these 68 stations. After
overnight deliberation he issued this
statement: “Of the stations who are
[code] subscribers and who are said to
be carrying the advertising copy, 40%
have cancelled the advertising and
another 35% are in the process of mak-
ing a decision.” He refused to give spe-
cific figures.

How It Started ® The Preparation
H issue has been building toward a
showdown for more than three years.

The product was first tested in tele-
vision three and a half years ago after
it had been advertised for some time
on the Gabriel Heatter show on the
MBS radio network. The test developed
into a tv schedule.

In February 1957 the Television
Code Review Board notified subscribers
it regarded the commercials as objec-
tionable.

A year later, in March 1958, the
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TEDp BATES’ RODGERS
250 stations okay his commercials

code board repeated its advice.

The third—and stiffest—warning was
issued early this year. Three weeks ago
the code board advised the 15-20 sta-
tions which the spokesman said were
still carrying the commercials that they
would be certified to the tv board.

In the same three-year period, the

Shrinks Hemorrhoids
New Way Without Surgery

Science Finds Healing Substance That
Relieves Pain—Shrinks Hemorrhoids

For the first time science has found a
new healing substance with the astonishing
ability to shrink hemorrhoids and to stop
bleeding — without surgery.’ .

In case after case, pain was .rellevpd
promptly. And, while gently relieving pain,
actual reduction (shrinkage) took place.

Most amazing of all —results were so
thorough that sufferers made astonishing
statements like “Piles have ceased to be a
problem!”

The secret'is a new healing substance
(Bio-Dyne®) —discovery of a world-famous
research institute, .

Now this new healing substance is offered
in ointment form under the name of
Preparation H.* Ask for it at all drug stores-
—money back guarantee, *Prade Mark

MAGAZINE COPY
Acceptable to Ladies Home Journal

list of stations carrying the Preparation
H schedule has steadily grown. Accord-
ing to Dan Rodgers, senior vice presi-
dent of Ted Bates and account group
head on Whitehall Laboratories Divi-
sion of American Home Products Corp.,
57 tv stations have carried Preparation
H schedules more than two years and
125 more than one year.

“Today 142 stations carry the Prep-
aration H advertising schedules,” Mr.
Rodgers said last week. “An additional
108 stations have cleared the copy but
have not been ordered, either because
of unsatisfactory availabilities or special
local market situations.”

It could not be learned how many of
the 108 that had cleared the copy were
subscribers to the tv code.

Million Dollar Problem ¢ Mr. Rodg-
ers said last week that the Preparation
H television spot budget was now run-
ning more than $1 million a year.

Advertising for the product has also
appeared in more than 1,200 news-
papers and some 300 magazines includ-
ing the Saturday Evening Post, Parents,
McCalls, Cosmopolitan and Coronet.
Mr. Rodgers said that Life had ap-
proved copy for a Preparation H sched-
ule which will soon start.

A year ago Mr. Rodgers made a
personal appearance before the Tele-
vision Code Review Board to plead for
a reversal of its ruling on Preparation
H. At that time, and since, he has as-
serted that the product is of high qual-
ity, that its advertising has been ac-
cepted by reputable publications, that
no station carrying the commercials
has ever received a complaint from a
viewer, and that its acceptance among
consumers has widened steadily.

Preparation H is now the third big-
gest selling item in the Whitehall line.
Its sales are exceeded only by Anacin
and Dristan, Mr. Rodgers reported.

The Disputed Spot ® The basic Prep-
aration H television commercial is a
minute film. It opens with a man seated
at a desk. He reaches for a book from
a bookshelf behind the desk and says:
“These are doctors’ reports on hemor-
rhoids revealing a new medication that
relieves pain promptly, heals injured
tissue.”

The camera closes in on an open book
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Another thriller-diller from WJRT—

7

“Yivpee,
Chief!
Where’s the
big roundup?’

“Head for WJRT-land,
Ponsonby—that’s the

:
T ?
3 most effictent way to corral

) Flint, Lansing, Saginaw
and Bay City.”

»Sop

\/

If you want land, lots of land: Flint, Lansing, Saginaw
and Bay City, to be exact—WJRT’s your baby. With each
of these big metropolitan areas getting WJRT’s powerful
Grade ““A’”’ signal or better, it’s the most efficient way to buy
- Michigan’s other big market. In all, you get nearly a half
million TV households with this single-station buy. That’s
all of rich mid-Michigan, ready to hark to your message.
Whenever you're ready to send it, just say the word.

ABC Primary Affiliate

Represented by HARRINGTON, RIGHTER & PARSONS, INC.
New York o Chicago ¢ Detroit « Boston ¢ San Francisco » Atlania

32 (CODE REVOLT)

and a chapter title: “Shrinks Hemor-
rhoids without Surgery.” The picture
shows a package of Preparation H
emerging from the book as an an-
nouncer, voice over, says: “And ac-
tually shrinks hemorrhoids without sur-
gery. It’s the new medical discovery,
Preparation H. . . .”

As the video cuts back to the man
at the desk, he points to the book and
says: “Yes, hospital tests and clinical
tests now show prompt relief of pain,
healing and shrinking of swollen, in-
jured tissue.” The man takes a labora-
tory tube from a rack and tips it, say-
ing: “The secret? Only Preparation H
contains Bio-Dyne.”

The camera closes on a glistening
drop of liquid clinging to the mouth of
the tube with the title “Bio-Dyne” su-
perimposed on the bottom of the screen.
The announcer says: *“The remarkable
substance that draws the body’s own
healing oxygen to the painful area.”

The video shows the page in the book
which has various copy points in head-
lines, and the announcer ec¢ontinues:
“The medical reports prove: Prepara-
tion H with Bio-Dyne relieves pain
promptly . . . all without narcotics,
without astringents, without surgery.”

The camera returns to the man be-
hind the desk who says: “Now hemor-
rhoid suffering can cease to be a prob-
lem. Remember, doctors’ reports re-
veal this new medication shrinks hemor-
rhoids without surgery.”

The camera shows two Preparation
H Packages, one of ointment and the
other suppositories. The announcer
says: “Clinically tested Preparation H,
suppositories or ointment.” '

The Official Word e Here is the full
tex