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f Only the bginning !

® KMOX-TV’s community service doesn’t end with programming. Case in point: “P.S.4”
the daily educational series designed to teach illiterates in the St. Louis area to read and
write. Off-air, Channel 4 insures the effectiveness of these community service broadcasts
via written tests given in cooperation with the St. Louis Public Schools. Another notable
non-broadcast innovation is the “Television Reading Service.” Each month, in conjunction
with libraries and public, private and parochial schools, KMOX-TV prepares two reading
lists which supplement the television viewing of an estimated 330,000 students in 723
schools. Since its inception in 1958, CBS Owned KMOX-TV has worked unceasingly to
make commercial television’s contribution to community well-being more effective. And
the future holds even brighter promise. In truth, for St. Louis’ leading television station, the
accomplishments of the past five years—both on the air and off —are only the beginning!
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An ever growing number of national advertisers are turn-
ing to Spot Television. They find that local flavor in local
markets can be used to sell nationally distributed prod-
ucts with maximum effectiveness. These quality stations
offer the best of Spot Television in their markets.

KOB-TV .........Albuquerque WSM-TV ... ... ... ... Nashville

WSB-TV .. ... .. ... ... Atlanta WVUE ... ..... .. .NewOrleans

KERO-TV ... ... ... Bakersfield WTAR-TV.Norfolk-Newport News

WBAL-TV ... ....... Baltimore KWTV . . . . Okiahoma City

5 WGR-TV .. .. ... ... Buffalo KMTV . ...............0Omaha

E R M S E L L‘ N @ WGN-TV .. .. ... ... .. Chicago KPTV .. ... . . .. Portiand, Ore.

WFAA-TV ... ... .. ... .Dallas WJAR-TV ... . ... Providence

. _ . KDAL-TV . ... .. Duluth-Superior WROC-TV . ... ..... .Rochester

IN MODER N AMER A WNEM-TV . ... .Flint-Bay City  KCRA-TV .. .. . Sacramento

1 KPRC-TV ... ..... ... Houston  KUTV. ... .. ..... Salt Lake City
1 WDAF-TV . ... .. Kansas City ~ WOAI-TV .. .. .... San Antonio
. KARD-TV.Kansas State Network KFMB-TV .. ... . ... . San Diego
KARK-TV ... .. ... .. Little Rock WNEP-TV.Scranton-Wilkes Barre

KCOoP. .. . ... . .. .. Los Angeles KREM-TV ... ... ... ... Spokane

WISN-TV . ... ... . Milwaukee WTHI-TV. .. ... ... Terre Haute

KSTP-TV . . Minneapolis-St. Paul KVOO-TV . ... ... ... ... .. Tuisa

TELEVISION DIVISION MODEL OF THE TRAVELERS INSURANCE EXHIBIT

‘BUILDING FOR THE 1964-1865 NEW YORK WORILD'S FAIR

'EDWARD ' PETRY & CO., INC.

NEW YORK e CHICAGO 2 ATLANTA o BOSTOM

DALLAS +» DETROIT = LOS ANGELES

THE ORIGINAL STATION REPRESENTATIVE SAN FRANCISCO: » ST. LOUIS

www americanradiohistorv com
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_ Indetailing therise, fall television properties.

and comeback of boxing’s most Miltions viewed this dramatic
revered figure, Metropolitan presentation (over 1 million homes
Broadcasting Television scored a in the New York area alone*),
stunning success with its latest and sports writers and critics
production,“INTHIS CORNER:JOE LOUIS.” applauded its powerhouse impact.
This two-hour documentary is one As part of Metromedia’s “quality

of a series of distinguished operations” philosophy, all

special programs produced by divisions strive to provide the
Metropolitan Broadcasting Television, - finest in-entertainment , information
for showing on our seven and education.

“An ambitious project of Metropolitan
Broadcasting Television, a division
of Metromedia (new owners of Channel 11). :
“...It's worth viewing for Vividly, it.illustrates the end of an era...” “There is humor, pathos, love, tragedy.”
those who missed it last evening." DON PAGE, LOS ANGELES TIMES DAVE BRADY, WASHINGTON POST
JACK O’'BRIAN, JOURNAL-AMERICAN ' '

(o]

“A standout . .. Abounding

i A terest © “Both a stirring tribute to Louis

as a man and fighter...

S DiTES trghgiLISitha e e R the artistically assembled program
basic charm of the champ, his is definitely a knockout.”
ingenu“yiand by, ' BARBARA DELATINER, NEWSDAY
. plus the exciting t.im_es spanned “Pure nostalgia for aging _
by his rags to riches story.” T ATEET

BERNIE HARRISON, WASI-:INGTON STAR T TRr ST iR
JOHN HORN;: HERALD TRIBUNE

*ARBITRON METROPOLITAN BROADCASTING TELEVISION, A DI\IIS-ON OF METROMEDIA, INC.

MVYW americanradiohistorv co
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August 1963 o Lstablished 1944, Volume XX, Number &

TELEVISION

THE MANY WORLDS OF LOCAL TV Ii’s a slum in Chicago, a symphony orchestra in Shreveport, an open heart op-
eration in Miami, an examination of air pollution in Los Angeles. Through major market and small city, the flow of
local programing follows a diverse course. Some of it is slick and sophisticated, some of il is rough cut and frank. All of
it is helping stations erect images in a cross-country panorama labeled “This is ours.” Reporting on this effort ..........

A SYNTHESIS OF LOCAL TELEVISION PROGRAMING
IS PRESENTED IN THIS ISSUE IN A 32-PAGE
WORD-AND-PICTURE PORTFOLIO BEGINNING ON PAGE 57

THE DIMENSIONS OF HOMETOWN TELEVISION For the third consecutive year TELEVISION MAGAZINE has gone on
an exploration of local television. It finds local TV under pressure from the FCC, bombarded with uplift plans from all
sides. It is reacting with move programing, better programing. In short, it is maturing, reflecting the needs and the tastes
Of Lthe COMMUNILIES T8 SETUES ... . vt e e et e e e e e e e e e e e e e o1

THE PROBLEMS OF PRODUCING AND SELLING Putting together local shows—and selling them—is no easy chore.
The problems are many, the rewards few. Viewer apathy, low budgets, personnel and facilities shortages have to be
lwed with. Getting sponsors for low-audience public affairs outings is a tough assignment. But break-even or lose, the

job is being done. Originality and determination are winning OUE . ............c..eiiiueueinieieneeeeo.. 105
DEPARTMENTS
Focus ON BusiNEss . . . ... .. .. - PrayBsack ... ... ... e eeee. 30 Focus oN TELEVISION . . . ... .. 54
Focus oN NEws . ... ....... 15 Focus oN COMMERCIALS . . .. .. 46 TELESTATUS . .+« v v v v 0 s o s o s 119
FocUsONPEOPLE. . . ... ..... 26 LETTERS . .. ... ... ....... 52 EprtoRIAL . . . ... ... .0 . 124
TELEVISION MAGAZINE CORPORATION Cover o For the third year
Subsidiary of Broadcasting Publications Inc. TELEVISION s reported on |
Sol Taishoff  President the many Worlds of Local '
Kenneth Cowan  Vice President TV, a task ambitious enough
H. H. Tash  Secretary to challenge both the editor-
B. T. Taishoff  Treasurer il ingenuity of our writers
and the design ingenuity of
Advisory Board—Broadcasting Publications Inc. art director Stan White. How
Vice President-General Manager Maury Long  Edwin H. James Vice President-Executive Editor he solved the cover problem |
Comptroller Irving C. Miller  John P. Cosgrove Director of Publications is mdicated here. How he
Assistant Publisher Lawrence B. Taishoff  Frank Gentile Circulation Manager solved the others is indicated

TELEVISION MAGAZINE on the pages which follow.

Sol Taishoff  Editor and Publisher

Managing Editor Donald V. West  Kenneth Cowan Vice President-Business Manager Published monthly by the Television Magazine Corp.

Senior Editor Albert R. Kroeger  Frank Chizzini Advertising Director Ezzcuivg‘. edionrial, ﬂrcula\;ioa aznzd aﬁvevisinTg off:lcesr WIED
Associate Editor Morris J. Gelman Robert T. Fennimore Advertising Representative f‘Laza‘Z-ié’E‘;U T’gé’ggg:v:op;' $1.00.  Yearly :JEE:%; :o T 9-'0
S . . . ions in e Unite tates and its possessions, $5.00; i
' Staff Writer Deborah Haber chk L. Blas Adv. Product|on/0ff|t{e Mgr. . in Canada §5.50; elsewhere. $6.00. Printing Office: ¢ AH[: )
Production Editor Barbara Landsberg Eileen Monroe Secretary to the Vice President 3110 Elm Ave, e e AN i
— . A . paid a altimore, . t tent t e/
Editorial As§|stant Francine Ha.nd Caro.l Meola fissnstant reproduced in any form without _sf;z':ifei'l v:rll'iaée:o pebr? ocu et
Art Director Stanley White Harriette Weinberg Subscriptions mission. Copyright 1963 by Television Magazine Corp.
4 TELEVISION MAGAZINE / August 1963
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This CHANNEL B station

is more powerful than any other station in
its market, has more viewers in its area
than all other stations combined. Hun-
dreds of advertisers rely on its alert ability
to create business. So can you. Buy the
big-selling medium. Advertise on WGAL-TV.

LTV

Representative: The MEEKER Company, Inc.- New York « Chicago * Los Angeles * San Francisco
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i keeper to a cultured and well-behaved family of no

1respectable household. Best of references can be

AUNDRY WORKER-Mature and industri-
ous woman wishes part-time employmernt in a
laundry. She is highly skilled in pressing and mend-
ing and is able to supply good reference from most
recent situation. Address A. G. Box 491

AITRESS-~Woman of 5 years experience in

service of meals desires a position in a large
restaurant. Able to assist in cooking and general
kitchen duties. Unmarried, religious, reliable and
temperate. Address C. P., General Delivery

0USEKEEPER — A refined woman of 45

years will consider employment as house-

more than six. Will require ample quarters and
privacy. Salary is a minor consideration. Address
B. W, Box 741

UTOR-University-educated young lady, ex-

perienced in teaching of the young, is interested
in obtaining a position as tutor to a child in a

obtained. Address P. C. Box 249

SITUATIONS WANTED-MALES

S CATTLEMAN — An experienced handler
of cattle, looking for position in Southwest.
Hard working, sober, reliable. Takes well to the

overseeing of men. Good reference from last em-
ployer. Address S. D. Box 696

N A RETAIL GROCERY —-a young man, an
American, wishes to procure a situation in some
retail grocery; has a good knowledge of business

and can give the best of City reference. Box No.
1,235 Post-Office.

SRANCH FOREMAN-wanted a position as

foreman of ranch. 5,000 acres or more. 10 years

experience large crew, all types livestock. Other
skills. Best of references. Address J. S. Box 1003

HAVE GUN
WILL
TRAVEL

One of television’s all-time
classics is now available for
regional and local sponsorship.
Stars Richard Boone. Experi-
ence: 6 record-breaking sea-
sons on the CBS Television
Network. Season after season
ranked among television’s top
five.For information about the
hottest 156 half hours in first-
& run syndication, contact...

CBS FILMS ®

OFFICES IN NEW YORK, CHICAGO,
SAN FRANCISCO,DALLAS, ATLANTA.

ANTED - EMPLOYMENT OF ANY

KIND by a stout young man, who has four
years experience as a clerk in-a first-class grocery.
Address H. B. Box 7191

0 MANUFACTURERS and wholesale
houses. A Commercial Traveler, of ten years’
experience, will shortly make a tour through the

West. In addition to commissjons already engaged,
he would like to add one or two more from houses l

1

S EXPERIENCED S
a situation as experience
the outside business of a flot
dress Salesman, No. 100 Stat

S COACHMAN AND ¢
young Englishman, a sit
ough groom and coachman, u
horses well; is a very carefu
waiting on table if required; i
self otherwise useful. Can giv

-from his last place. No obje

Address R. B. Box 7885
NEAT AND RAPI

curate accountant of fou
assistant bookkeeper in a lag|
this city, wishes to obtain a s
employer’s address C. B., Box

LACKSMITH-appren
ready to set up on his ov
lished partner. Will supply
strong back. Prefer good sizdg
W. B. Box 666

SELLER OF DRY GO(
12 years experience in the
other merchandise desires s
time. Recent employer will ¢
Address J. L. Box 987

400D HORSEMAN-A

health, would like empld
Experienced in the handliy
sorts. Skilled horseman. H.A|

IVERY WORKER-St
experience in the care ang
the grooming of horses seek
line. Address T. A. Box 363

S FARMER AND
wanted a situation by m4
of strictly temperate habits,
man; understands the care a
and stock of all kinds; wife
needed. The best of referenc
T. M. Box No. 204

ANTED -A PER

TION in some mercar
man, who is a good penman
keeper, correspondent and e
reference given. Address J. L.

0 CALIFORNIA

ETORS and others—A y
to get to California will giv:
months in a hotel or resta:
carver, for his passage to th
son who will negotiate with
satisfied. Unexceptionable re
J. V. Box No. 152

OO0OK AND HANDY

on ranch. Able todo all ¢
jobs. Good carpenter. Well
Address J. A.Box 836

S HARDWARE CL
tion in a hardware hous
has had eight years’ experie
can furnish the best of ref
H.L.Box 638

LAD OF 16 WISH

in a wholesale store; shi
ferred. Can refer to his pre
E. M. Box No. 204

ANCH LABORER-
ranch, by a man acquain|
work; good references. B. G.
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One man’s Porsche is another man’s patio. But all
kidding aside, however they spend it, there’s 27%
more discretionary income in Ohio’s Third Market
than the national average, and no medium — but
none — covers it as thoroughly as WHIO-TV, AM,
FM. Ask George P. Hollingbery.

Additional morsel for thought:

Dayton continues to lead the state’s eight major
cities with the highest weekly gross earnings.
(Dayton Daily News — 4/16/63).

Associated with WSB, WSB-TV, Atlanta, Georgia,
WSOC, WSOC-TV, Charlotte, North Carolina
and WIOD, Miami. Florida

1| e ke
FM—891 ME

DAYTON, OHIO « WHIO ¢« AM « M » TV

Channel Dayton.

Ohip

www americanradiohistorv com
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TV's harvest: reaping

It happened during the course of an
interview. The subject, the elderly vice
president of a major advertising agency,
was asked what he was going to do after
retirement.

“I hope to buy into a nice, neat, mid-
dle-sized television station with a nice,
firm network affiliation in some nice,
neat, middle-sized market,” the advertis-
ing executive answered. “That’s the best
kind of life in the world. The prestige
is great, the influence you can exert is
considerable, your standing in the com-
munity is on a level with bank presi-
dents and your profit potential in the
communications-entertainment field 1is
non-pareil. From what I've heard and
know, net profits of 209, a year are not
uncommon. And all you have to do for
it is press that nice, neat network but-
ton.”

Is the man a dreamer? Is he looking
at the world of television through dollar-
speckled glasses? Is he suffering from
that universal malady wherein the grass
is always greener-backed on the other
side of the business fence? Is he misin-
formed, an impossible builder of castles
in the sand, a man who’s always seeing
pots of gold under every bushel?

The National Association of Broad-
casters gave a resounding no to all these
possibilities last month when it issued
the findings of its latest annual financial

survey of the television industry. Last
year the typical television station before
federal taxes earned a profit of 16.9%
on total revenues of $1,016,700, the sur-
vey disclosed. It was the highest profit
margin ever reported by an NAB finan-
cial survey and the first year average
television revenue has surpassed §1 mil-
lion.

The report, which is compiled by
NAB’s Department of Broadcast Man-
agement from information obtained from
questionnaires sent to the nation’s com-
mercial TV stations, pinpoints how tele-
vision got back on the gravy train during
1962 after being somewhat side-tracked
the previous year.

In 1961 the profit margin of median
TV stations was 12.6%, 2.8%, less than
the 15.49%, profit registered by typical
TV stations in 1960.

This profit decline was turned into a
4.3% upswing with 1962’s high water
profit margin of 16.9% (see chart be-
low).

Total annual revenue for the typical
TV station was up more than $1060,000,
or 11.2%, last year, the greatest such in-
crease in the seven years since TV sta-
tion profits have been surveyed by the
NAB. Only stations in the smallest mar-
kets seemed to have missed out on this
increased profit sharing. Typical stations
located in all other markets showed con-

e e ey T =

1957 1958

REVENUES J } 78i),~w0

REVENUES INCREASE 0.9%

EXPENSES 700,000 700,000

EXPENSES INCREASE o
0.27% 11.0%

TELEVISION MAGAZINE / August 1963
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BUSINESS

what it has sown, sowing what it will reap

siderable increases in both revenues and
profits.

For the first time, the NAB survey
showed how typical TV stations allocate
their total salary budgets. Highlights
of these findings:

s Programing gets the largest percent-
age of salaries, consuming about a 409,
slice of total allocations.

e About 239, of the salary budget goes
to technical help.

o The salaries of general and administra-
tive people account for 189, of the budg-
et, while sales people are given 179, of
the total salary allocations.

The NAB’s disclosures on TV station
profits and expenses seem to indicate at
least two things: that contrary to popu-
lar belief, television stations spend more
money for programing talent than for
sales help and that we should all be
lucky or resourceful enough to own a
piece of a television station as a com-
forter for our old age.

But if you can’t own a TV station,
perhaps the next best thing is to be the
general manager of one. The average
salaries of television station managers
range from $19,000 to $39,000, another
recently released survey shows. Accord-
ing to the survey, which was conducted
by Ben K. West, vice president and gen-
eral manager, kKoco-tv Enid-Oklahoma
City, the yearly base salaries of general

1961 1962
1% 16.2%
322,800
% 7.5% 2.7%
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They love us in Chicago, Philadelphia,

And appreciate us. And showed their appreciation in the form of awards too

numerous for us to mention, but not...being in show business...to brag about.

Emmy came to our five stations seven times in the past twelve months.
The International Police Chiefs cited us in Washington, and the Veterans
of Foreign Wars in New York. We received five awards from the lllinois
Associated Press in Chicago; five from the National Press Photographers
in Philadelphia; and three from the National Association For Better Radio
and Television in Los Angeles. We won the Ohio State and Freedoms

Foundation Awards several times.

P. 8. 138 big "Thank You’'s” to the awarding organizations.

www americanradiohistorv com
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Washington, Los Angeles and New York

And so it went .. .to the tune of 138 major awards in the past year.
We don't mind taking a few bows, not for our bulging trophy cases, but for
the recognition of our efforts in serving our communities. Some awards
were for fine entertainment; some for popular personalities; a great many

for public service. If we may say so ourselves...a nice balance.

Applause from professional and other organizations is music to our ears,
but we appreciate equally the requests for advice and help. In fact, we con-
stantly solicit the chance to work with all the various segments of our

communities. Our role is to provide entertainment and service.

NBC OWNED STATIONS
o J WNBC-TV, NEW YORK
WRCV-TV, PHILADELPHIA
WRC-TV, WASHINGTON
WNBQ, CHICAGO

# KNBC, LOS ANGELES

!

www americanradiohistorv com
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JACKSON , MISSISSIPPI

WITY { €rl. 12

OVER 134
BILLION
DOLLAR

CONSUMER

INCOME

OVER
350,000
TV HOMES

JACKSON, MISSISSIPPI

prospective buyers
need the right
perspective

One of the main functions of Blackburn
& Company is to provide the facts

that both parties to a media
transaction need to do business. Our
analysis of the ever-changing

market puts all the pros—and cons—
into focus. Hundreds of satisfied

clients can tell you that it pays to
consult Blackburn.

BLACKBURN

& COMPANY, INC.
Radio « TV » Newspaper Brokers

WASRINGTON, D. C.: RCA Building, FE 3-9270
CHICAGB: 333 N. Michigan Avenue, Fl 6-6460
ATLANTA: Healey Building, JA 5-1576
BEVERLY RILLS: Bank of America Bldg., CR 4-8151

12

BUSINESS i

managers in the second through tenth
markets run from a low of $32,000 to a
high of $50,000, with the average at $39,-
000 (no replies were received from New
York station managers).

The yearly base salaries for general
managers in other markets broke down
as follows:

o In the 11th through 25th markets (all
market rankings according to American
Research Bureau listings), salaries range
from $26,000 to $50,000, with the average
at §$37,200.

e In the 26th through 50th markets,
station managers earn from a low of
$14,000 to a high of $45,000, with the
average man making $27,375.

e In the 51st through 75th market cate-
gory, the average salary is $19,100, which
reflects a low of $10,000 to a high of
$35,000 in base compensation paid to
station managers.

s General managers working for sta-
tions in the 76th through 100th markets
earn as little as $9,750 or as much as $37,-
500, with the average salary $20,125.

Most of the managers—almost 60%—
the survey also revealed, made their way
up to their current posts through che
sales department. More than 309, of the
managers began their careers as announ-
cers or in the ranks of talent, while
another 109, started out as engineers.

While a [uture in TV station opera-
tion might look pretty good from the
sidelines of a survey, the storm clouds
that occasionally scud across a station’s
horizon to cast ominous shadows on the
profit picture do not make the work
that goes into producing those fat pay
checks easy—not lately, anyhow. Two
current storm clouds: the use of ratings
and cigarette advertising.

In the wake of the Washington broad-
cast rating investigation, the Federal
Trade Commission has indicated that it
intends to be a stern policeman, examine
closely the selling and promotional uses
broadcasters make of their ratings. Re-
cent FTC statements also add up to a
warning that broadcasters will be held
accountable [or the accuracy of any rat-
ings they use.

If violations are found, the FTC ac-
tion weapon is the cease and desist order.
If the order goes unheeded, contempt
proceedings are usually begun. And
it'’s a double-barreled threat in that the
FTC is now working closely with the
FCC.

If cases come ro the attention of the
FCC, they will be referred to the FTC
for investigation. Adverse findings by
the trade commission will be taken into
account by the FCC in determining
whether the offending station “is opera-
ting in the public interest.”

“wWww americanradiohistorv.com

Station fondness lor displaying a glow-
ing rating report as a way of business
life seems headed for hard times.

Also come on changing times is TV’s
cigarette advertising, a major bank-
roller for networks and stations alike.
The smoke hanging over the cigarette-
cancer controversy is parting just enough
for most observers to see some changes
in the making, namely a tobacco indus-
try review of their commercials to elimi-
nate youth appeals and romantic set-
tings, two heavily criticized cgiarette ad
techniques (also see “Focus on News,”
page 18).

And while it hasn’t come to it yet,
there has been talk of moving cigarette
commercials—as has been done in Eng-
land and Canada—back past 9 p.m. to
avoid saturating young viewers. Those
TV tobacco dollars may not be in jeop-
ardy, but they have many TV men
worried.

Not worrying about anything, appar-
ently, is one TV-allied organization,
Seven Arts Productions Ltd. The pro-
duction and distribution company, which
specializes in putting together properties
and personnel for American films and
plays, has been active on several fronts of
late. Its just released annual report for
the year ended Jan. 31, 1963 reveals the
extent of Seven Arts’ current prosperity.

Last year, apparently, was a high-flying

one for the company. Total revenue way

$19.4 million, with earnings of $1.7 mil-
lion, up $3.4 million and $605,238, re-
spectively, over the previous year’s rotal
revenues of $16.0 million with earnings
of $1.1 million.

Television’s share of the company’s
successful year was impressive. Seven
Arts Productions’ TV arm, Seven Arts
Associated Television, chalked up sales
of $14.7 million, or 75.89; of total reve-
nues registered by the parent company,
during the just concluded fiscal year.
This was an increase of $2.5 million from
the $12.2 million accounted for by TV
sales in the previous fiscal year.

Most of Seven Arts Associated’s TV
activity centers around the distribution
of feature film packages. The company
owns the distribution rights to some of
the most attractive and best-selling film
volumes in circulation. The middle ol
last month Seven Arts added measurably
to its stock with the acquisition of the
rights to 215 post-1948 feature films [rom
Universal Pictures Co. at a cost believed
to involve a guarantee of $21.5 million,
plus a percentage of the gross. The films,
leased for a 10-year period for TV show-
ings in the U.S. Canada, Puerto Rico
and the Virgin Islands, are already being
sold to television stations for fall show-
ings. END

TELEVISION MAGAZINE / August 1963
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A public service spot campaign
available free of charge
to any radio or TV station
in the nation

An outstanding opportunity for broadcasters to serve the national interest in a time of crisis.

The Beginning—On June 11th, President Kennedy took
the civil rights problem to the people, on network TV
and radio, asked for justice, conscience and fair play.

The Time-Life Broadcast Proposal—\We offered to cre-
ate and produce a campaign of TV and radio spots
supporting and implementing the President’s call.
The series would feature leading citizens appealing to
the public for individual responsibility and reason,
and would be made available free to all broadcasters.

The Response—The White House gave approval and
endorsement, with authorization to excerpt portions
of the President’s June 11th Address. Leading figures
in American public life agreed to film and record the
campaign. And from the three major falths——the
United Church Women of the National Council

of Churches, the Anti-Defamation League of
B’nai B’rith and the National Council of Catholic

Availability ¢ stations which receive voice-circuit service from the
Mutual Broadcasting System and Radio Pulsebeat News, will have the

Men—came sponsorship.

Ready now—A series of spots, running one min-
ute or less, featuring these distinguished spokes-
men: The President of the United States; Dr.

William G. Carr, Executive Secretary, National Educa-
tion Association; Frank H. Heller, President, National
Council of Catholic Men; Lena Horne; Senator
Hubert Humphrey (D., Minn.); Rev. Martin Luther
King,; Senator Thomas Kuchel (R., Cal.); Mrs. W,
Murdoch MacLeod, General Director, United Church
Women; Dr. R. H. Edwin Espy, General Secretary,
National Council of Churches; Walter Reuther, Presi-
dent, U.A.W.; Jackie Robinson; Dore Schary, National
Chairman, Anti-Defamation League; Sylvester Smith,
President, American Bar Association; Roy Wilkins,
Executive Secretary, NAACP; Whitney Young, Execu-
tive Director, National Urban League.

N.B. We urge that all stations using these spots aug-
ment them with messages from state and local
leaders, addressing the civil rights problem as it
applies to local audiences.

complete set of radio spots, and will make them available locally. Tel-

BRGAHBAST evision stations, and radio stations in cities where spots are not avail-

able may contact us direct.

TIME & LIFE BUILDING, ROCKEFELLER CENTER, NEW YORK CITY
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“PORTRAIT
OF A MAN”’

by Diego Felasques is a
famous character study of
a Spanish nobleman in the
court of Philip IV, Notable
Sfeatures are its fluid tech-
nic and sofft pictorial style.

Courtesy of The Detroit Institute of Arts

in a class by itself

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

sales impact for the advertiser WW J and \/VWJ -TV

on WWT] Radio and Television. THE NEWS STATIONS

Owned ana Operated by The Detroit News ¢ Affiliated with NBC ¢ National Representatives: Peters, Griffin, Woodward, Inc.
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“Space communications can be a mag-
nificent advancement. It can accomplish
beautiful, wonderful things, but I don’t
think it will. T think it will turn sour
the way motion pictures, the way tele-
vision, the way all our media turned
sour. It will become compromised, cor-
rupted, contaminated. The good it’s
capable of doing will be completely over-
whelmed by the commonplace it accom-
plishes.”

The speaker was the director of a re-
search foundation. The place was a hot
and cluttered office in Washington, D. C.
The time was June 1962, just weeks be-
fore a 170-pound experimental communi-
cations satellite called Telstar was flung
into orbit.

Last month, on July 10, exactly a year
after the American Telephone & Tele-
graph Co.’s medicine ball-shaped satellite
took its historic ride into space, the space
communications media proved it was an
advancement still more magnificent than
sour, still accomplishing the wonderful
rather than the commonplace. Linked
electronically by Telstar II, four free-
world statesmen exchanged opinion on
major world questions in an experimen-
tal live telecast that spanned the Atlantic
and the borders of several widely sepa-
rated nations.

The program brought together former
President Dwight D. Eisenhower speak-
ing from the studios of xkrz-Tv Denver,
former British Prime Minister Anthony
Eden participating from London, Jean
Monnet, prime mover in the formation
of the European Common Market ap-
pearing in Brussels and Heinrich von
Brentano, former foreign minister of
West Germany, who was shown in Co-
logne. CBS-TV newsman Walter Cron-
kite was the moderator, which was fitting
since the program, entitled Town Meet-
ing of the World, was a concept created
by CBS-TV.

Last October, CBS president Dr. Frank
Stanton, speaking to members of the
European Broadcasting Union meeting
in New York, first broached the idea of
using the communications satellite for
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an international distillation of opinion.
He noted that among the most valuable
functions of a communications satellite
would be its facilitation of “enlarged in-

ternational dialogues . . . open for all to
hear, with every side of an issue ex-
amined, every viewpoint exposed.”

The program that evolved from Dr.
Stanton’s urgings was widely applauded
in this country and subsequent to its
transmission CBS News president Rich-
ard S. Salant announced that similar
telecasts will be presented on a regular
quarterly basis beginning next fall.

But though the success of the telecast
and the promise of more of the same to
come, seems to mock the aforementioned
research director’s cynical predictions,
Town Meeting of the World did carry
with it strong indications that lasting
international accord and understanding
are still a long way from fruition and
that suspect rather than love your neigh-
bor is still the code of the world.

A last minute decision by the French
government denying use of its ground
station at Pleumeur Bodou on the Brit-
tany peninsula made the telecast less far-
reaching than its title implied. The
television picture of the program, as
planned, was transmitted from the Brit-
ish ground station at Goonhilly Downs
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to Telstar IT and on to the U.S., but the
signal from this country, which was to
be received at the French ground station,
was not picked up. This thwarted hopes
to have both European and American
audiences see a simulcast of the program.
Instead only American viewers saw the
live telecast, while Furopean networks
were forced to wait a day for shipments
of the taped programs which were
brought in via jet airliners. The souring
element in what was to be an experiment
in harmonious deliberations: French au-
thorities reportedly felt that the pro-
gram was potentially too politically hot
for its subjects to digest.

And as the initial international Town
Meeting program faded into history and
as recriminations about it mounted,
science issued a veto of its own. Tel-
star 11, which has been in orbit since last
May, mysteriously stopped operating.
Like its sister satellite, Telstar I, which
became inoperative in March, some nine
months after its launch date, Telstar 11
would not obey commands sent to it
{rom the Bell Telephone ground station
in Andover, Me. Telstar I was affected
by radiation damage. But special pre-
cautions had been taken to guard its
space traveling successor against similar
stresses.

As July rolled on toward August,
puzzled Bell Laboratory technicians con-
tinued efforts to communicate with the
reluctant<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>